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Abstract

The objectives of this study were to: (1) study influence of persuasive messages and behavioural
factors through behavioural desire towards behavioural intention in energy saving campaign, and
(2) study the relationships among persuasive messages and behavioural, behavioural desire, and behavioural
intention in energy saving campaign under the moderator variable of environmental attitude-based
segmentation. The main theory of this study was based on the Extended Model of Goal-Directed Behaviour
(EMGB), which proves the effect of persuasive messages underpinned by Prospect Theory and Elaboration
Likelihood Model (ELM) to promote behavioural factors, and behavioural desire towards behavioural intention.
In addition, the New Environmental Paradigm (NEP) Scale was applied for investigating the differences of
environmental attitude-based segmentation.

This study was quantitative research and used purposive sampling method to collect data from
400 Thai respondents, who have seen Earth Hour 2017 web banner. The structural equation modeling using
the AMOS program was applied to analyze the data. The first objective found that persuasive messages
of gain message framing and behavioural factors of negative anticipated emotion and goal desire were
positive effect on behavioural desire, and behavioural desire was effect on behavioural intention with the
statistical significance. The second objective found that respondents who were divided into two different
consciousness groups of environmental in high and low attitude-based segmentation, past behavior, and

goal desire were effect on behavioural desire and behavioural intention with the statistical significance.
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Moreover, gain message framing and negative anticipated emotion were positive effect on behavioural desire
and behavioural intention of high environmental consciousness group. This study can be the guidelines for
social marketers and creative of nonprofit organisation to create an effective messaging strategy and specify
target group before launching environmental campaign.

Keywords: Persuasive Messages, Behavioral Factors,
Environmental Attitude-Based Segmentation,

Behavioral Intention in Energy Saving Campaign
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Introduction

For the past two decades, the big issue in Thailand is the environmental problem, especially energy
saving campaign of Thailand 20-year Energy Efficiency Development Plan (2011-2030). Most expenditure
(79%) is used to promote environmental projects whereas only 8.3 percent was used to build awareness
and to encourage behavioural change (Ministry of Energy, 2011). The additional suggestion of Tantivejkul
(2012) said that most creative agencies in Thailand developed advertising campaigns to raise awareness
and change attitudes, but rarely changed behavior. And they rarely considered the extent to which their
persuasive messages change behaviour and convince the right audiences who have different attitudes and
lifestyles in environmental campaigns (Tantivejkul, 2012). Since the 1980s, improvement in the marketing
field consists of the well-being of communities, environmental protection, global warming or saving energy
concerns, the safety and the quality of health care, etc., which have rapidly expanded around the world,
many people believe in the social mission and engage in social behavior (Lefebvre, 2013). According to
the concept of social marketing, which is defined as the application of marketing principles and
communication principles to achieve socially desirable goals, which are not organisational goals, through
changes in consumer behavior (Lee & Kotler, 2019). The previous researches have most frequently examined
effective social marketing based on a Theory of Planned Behaviour (TPB) (Truong, Garry & Hall, 2014; Ajzen,
1991). But the cause of the TPB is used in the past that is not enough to predict behavioural intention. So,
researchers have proposed additions to the TPB addressing four main areas of improvement over the TPB
identified as past behaviour, anticipated emotions, goal desire, and behavioural desire in the framework of
the Extended Model of Goal-Directed Behaviour (EMGB) (Perugini & Conner, 2000). Based on social marketing
communication which delivers social values rather than product or service benefits to the target audience
(Lee & Kotler, 2019), this study focuses on the behavioural change at the individual level and persuasive
communication is considered as an effective tool to influence the decision of target audiences to enhance
behavioural change.

The significance of this study in the context of marketing campaign is to improve persuasive
messages by testing the theory of the Extended Model of Goal-Directed Behaviour (EMGB) in changing individual
behaviour. The integrative theories of Prospect theory (Kahneman & Tversky, 1979) and the Elaboration
Likelihood Model (ELM) (Petty & Cacioppo, 1986) explain the processing that takes place in relation to
attitude, beliefs, and persuasive communication. Indeed, sending the right message to the right target can
be critical to the success of a campaign, each campaign of environmental protection may be classified to
different groups by the environmental attitude-based segmentation based on the New Ecological Paradigm
(NEP) Scale (Dunlap, Van Liere, Mertig, & Jones, 2000).
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Research Objectives

This research aims to investigate the behavioural change of energy saving campaign influenced by
persuasive messages and behavioural factors. The first objective was to investigate the influence of persuasive
messages-gain and loss message framing, positive and negative emotional message appeal, descriptive and
injunctive normative message, and self-efficacy-message on Earth Hour 2017 web banner were considered
that is event of the world’s largest grassroots movement for the environment, harnessing the facility of the
collective to impact global climate change. And investigation of behavioural factors included past behaviour,
positive and negative anticipated emotion, goal desire, and their behavioural desire influencing behavioural
intention. The second objective was to understand the moderating effect of environmental attitude-based

segmentation on the relationship between behavioural desire and behavioural intention.

Literature Review
Extended Model of Goal-Directed Behaviour (EMGB)

The EMGB model was developed by Perugini and Conner (2000) to extend the Theory of Planned
Behaviour (TPB) as a well-known theory (Ajzen, 1991) and the Model of Goal-Directed Behaviour (MGB)
as the previous theory (Perugini & Bagozzi, 2001) that the EMGB is better predictive power of intention
than the TPB and stronger predictive power of behavioural desire than the MGB (Richetin, Perugini, Adjali &
Hurling, 2008). The EMGB model consisted of independent variables (attitude, subjective norms, perceived
behavioural control, past behaviour, positive and negative anticipated emotions, and goal desire), mediator
variable (behavioural desire), and dependent variable (behavioural intention) (Perugini & Conner, 2000).
The integrative theories of Prospect theory (Kahneman & Tversky, 1979), Elaboration Likelihood Model (ELM)
(Petty & Cacioppo, 1986), and Extended Model of Goal-Directed Behaviour (EMGB) (Perugini & Bagozzi, 2001),
are used in an explanation of the independent variables regarding to attitude, subjective norms,
and perceived behavioural control which are applied for the variables of Persuasive Messages (Message
Framing, Message Appeal, Normative Message, Self-Efficacy Message). And the EMGB also is used in an
explanation of the rest of independent variables regarding to past behaviour, positive and negative anticipated
emotions, and goal desire which are applied for the variables of Behavioural Factors, mediator variable
(Behavioural Desire), and dependent variable (Behavioural Intention). The moderating role of environmental

attitude-based segmentation is based on the New Ecological Paradigm (NEP) Scale.

Independent Variables of EMGB:

Persuasive Messages: Message Framing, Message Appeal, Normative Message, Self-Efficacy Message

To explain the process regarding persuasive messages by using each of the three theories of Prospect
theory, the Elaboration Likelihood Model (ELM), and the Extended Model of Goal-Directed Behaviour (EMGB).
Prospect theory explains message framing, ELM theory explains message appeal, and EMGB theory explains
normative message and self-efficacy message.

The first variable of EMGB is attitude that impacts individual’s intention and actual behaviour
(Perugini & Bagozzi, 2001) as the relationship of the environmental attitude and behavioural intention will
be stronger (Cheung, Chan & Wong, 1999). Conner and Armitage (1998) said that the possible investigation
of the incorporation of the TPB into the ELM integrated with Prospect theory should provide a more
comprehensive model to enhance understanding of the attitude-behaviour relationship. Kotler and Keller’s
typology can be applied equally to social advertising campaigns (informational and emotional appeals) to
examine the relative effectiveness of each appeal in a pro-environmental context in terms of encouraging

the adoption of a new behaviour. Two theories are integrated with Prospect Theory and Elaboration
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Likelihood Model (ELM) for information and emotional messages (Noble, Pomering & Johnson, 2014).
The ELM verifies that attitude change can result from one of two routes: either from the judgment of
relevant information (i.e. central route to persuasion), or from less effort (i.e. peripheral route to persuasion)
(Petty & Cacioppo, 1986). For Prospect theory (Kahneman & Tversky, 1979), the framing basis based on
behavioural economic theory that the way people select alternatives of probability involving risk before
making decision. Researchers apply this theory to explain the effects of framing on message-based persuasion.
People evaluate message in terms of either potential gain or loss framing affecting attitude and behavioural
changes. When tying these ideas to the ELM (Petty & Cacioppo, 1986), the effects of message matching
can lead to persuasion through the central route due to persuasive messages being framed to match the
recipient’s concern, people will pay closer attention to the message (Brifiol & Petty, 2006). Alternatively,
message matching may increase persuasion through a peripheral route of the ELM, where subjective feeling
right and perceived ease can be attributed to the message topic without increasing any elaboration of the
message. Therefore, this study examines the effectiveness of messages of informational ad appeal (facts)
in framing effects (gain or loss message framing) and emotional ad appeal (positive or negative emotional
message appeal) in influencing behavioural intention.

The second variable of EMGB is subjective norms or social norms, which is defined as an individual’s
perceptions about what behaviour should be performed (Perugini & Bagozzi, 2001). Social norms consist
of descriptive norms and injunctive norms. Descriptive norm refers to people’s perceptions of how
other people are doing whereas injunctive norm refers to people’s perceptions specifying behaviour
of what people ought to approve or disapprove, this norm would be the morals of social networks
(Cialdini, Reno & Kallgren, 1990; Cialdini, Demaine, Sagarin, Barrett, Rhoads & Winter, 2006). Cialdini
et al. (1990) states that both descriptive and injunctive norms are used in persuasive normative messages
to increase the saliency of norms and motivate pro-environmental behaviour, that is, acting on considerations
of what is the right or wrong thing to do for the community and the environment.

The third variable of EMGB is perceived behavioural control (PBC) or self-efficacy, which
is operationalised perceived behavioural control using measures of both difficulty and control
on a unidimensional scale (Perugini & Bagozzi, 2001). It means to measure one’s belief regarding
one’s own competence to complete a task and reach goals. In the study of behaviour, the demonstrations

of persuasive messages in terms of self-efficacy do affect behavioural change.

Behavioural Factors: Past Behaviour, Positive and Negative Anticipated Emotions, Goal Desire

Since the EMGB focuses on additional four main areas of improvement over the TPB identified as
automatic processes, affective processes, motivational processes, and means-end analyses to provide a fuller
understanding of decision making than the TPB. The fourth variable of EMGB is past behaviour that becomes
an automatic response to perform behaviour so that information searching for finding alternative choices
would be reduced (Verplanken, Aarts & Van Knippenberg, 1997). The fifth variable of EMGB is anticipated
emotions which refer to positive emotion or negative emotion in succeeding or failing a certain goal for
which behaviour is changed. The sixth variable of EMGB is goal desire which represents the commitment

to achieve a certain goal that will influence behaviour.
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Mediator Variable of EMGB: Behavioural Desire

The seventh variable of EMGB is a behavioural desire which represents the driving motivation towards
intention that individual is desirable or undesirable to perform the intention. According to Perugini and
Bagozzi (2001), TPB pays insufficient attention to decision making in terms of motivational processes to
perform intention. Because attitude, subjective norms, and perceived behavioural control can provide
behavioural change but they do not incorporate a motivation to drive an intention. So, behavioural desire,
which is affected by attitude, subjective norms, and perceived behavioural control, anticipated emotions,

goal desire, and past behaviour, has a positive relationship with behavioural intention.

Dependent Variable of EMGB: Behavioural Intention

The eight variable of EMGB is behavioural intention. Based on the EMGB attempted to deepen and
broaden the concept of volition of the TPB comprising elements of the attitude, subjective norms, and
perceived behavioural control, past behaviour, anticipated emotions, and goal desire on behavioural desire

mediating intention and behaviour in the future (Perugini & Bagozzi, 2001).

Moderator Variable: Environmental Attitude-based Segmentation

Sending the right message to the right target can be critical to campaign success. Each campaign of
environmental protection i.e. energy saving may be classified to different groups or segmentation process to
define a target group which may be demographics, psychographics, and behaviours which are often considered.
Several studies have attempted to identify psychographic correlates of environmental attitudes and behaviour
as the relationship is the more consumers’ environmental involvements are, the more their adoption
behavior (Scott & Willits, 1994). The most commonly employed construct for measuring environmental
attitude or concern, which measures individuals’ environmental attitudes based on a link of human and

environment, is the new environmental paradigm (NEP) as proposed by Dunlap et al. (2000).

Research Hypotheses

There were nine hypothesis statements for this research study.

Hla: Gain Message Framing (GFE) influences Behavioural Desire (BD)

H1b: Loss Message Framing (LFE) influences Behavioural Desire (BD)

Prospect theory suggests that gain-framed and loss-framed persuasive appeals will depend on
decision making between alternatives involving the benefit and the risk (Kahneman & Tversky, 1979).
In the specific domain of environmental communications, Australians will reduce carbon dioxide emission
when income increases in the future, are gain framed, or income decreases in the future are loss framed
(Hurlstone, Lewandowsky, Newell & Sewell, 2014). Obermiller (1995) also showed the result that loss message
framing is more effective for the negative consequences of energy conservation than gain message framing,
whereas gain message framing is more effective for the positive consequences of recycling loss message

framing.
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HZ2a: A Positive Emotional Message Appeal (PEA) influences Behavioural Desire (BD)

H2b:A Negative Emotional Message Appeal (NEA) influences Behavioural Desire (BD)

The ELM classifies message appeals can be divided into two categories which are informational and
emotional appeals (Petty & Cacioppo, 1986). For emotional appeal, brings out emotional responses when
the environmental message is a range of positive and negative emotional appeals. In terms of behavioural
change in social marketing campaign, Lukic and Flyholm (2009) found that negative emotional message
appeal is more effective on personal issue campaigns than societal issue campaigns, in which more positive
emotional message appeal is more effective on societal issue campaigns than personal issues campaigns
to adapt behaviour and these were employed.

H3a: A Descriptive Normative Message (DNE) influences Behavioural Desire (BD)

H3b: An Injunctive Normative Message (INE) influences Behavioural Desire (BD)

In the EMGB, social norm provides that individuals are persuaded based on descriptive and injunctive
norms (Perugini & Bagozzi, 2001). A study by Cialdini et al (2006) showed that emphasising injunctive normative
message to influence behaviour of natural reservation rather than descriptive normative message. Whereas
Cialdini et al. (1990) found the descriptive norm is effective and able to influence behaviour in reducing
littering in public places. And Nolan, Schultz, Cialdini, Goldstein & Griskevicius (2008) found that descriptive
message were effective and able to influence environmental behaviour.

H4: A Self-Efficacy Message (SE) influences Behavioural Desire (BD)

A study by van Zomeren, Spears and Leach (2010) attempted to increase an individual’s level of
self-efficacy by adopting a fear model and an accompanying fear stimulus with a self-efficacy statement.
Individuals change their behaviour to prevent the climate crisis in the future. Hively (2006) showed the
benefit of using self-efficacy statements in promotional health messages to improve behavioural intentions
of stubborn college students and also decrease their defensive reactions to these given messages.

H5: Past Behaviour (PB) influences Behavioural Desire (BD)

As the result of Knussen, Yule, MacKenzie and Wells (2004) showed that there is a stronger effect of
past behaviour on intention for individuals who have habitual past recycling behaviour than no perceived
habit of recycling. Individuals who have ever performed a stronger past behaviour, they will have stronger
intentions to perform the behaviour in future.

Héa: Positive Anticipated Emotion (PAM) influences Behavioural Desire (BD)

He6b: A Negative Anticipated Emotion (NAM) influences Behavioural Desire (BD)

In the EMGB, anticipated emotions represent positive and negative emotions to measure anticipated
feeling (Perugini & Bagozzi, 2001). As the result of Rothman and Salovey (1997) suggested positive or negative
anticipated emotions play a more important role in decision making processes which may depend on
the kind of behaviour (e.g. whether it is a preventive or a detective behaviour) or on the kind of person
(e.g. whether one is promotion or prevention focused).

H7: Goal Desire (GD) influences Behavioural Desire (BD)

A study by Prestwich, Perugini, and Hurling (2008) examined the direct effect of goal desire on
behaviour focusing on fruit intake and concerns with drinking alcohol. And the study of train travellers’
intentions to use SMS conversation indicates past behaviour, goal desire to communicate, and controllable

self-efficacy will influence the intention to conduct SMS conversation on a train (Tillema, Schwanen & Dijst, 2009).
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H8: Behavioural Desire (BD) influences Behavioural Intention (Bl)

In terms of behavioural change in social marketing campaign, if the individual has a high level of
behavioural desire, their self-commitment will perform a high level of behaviour (Perugini & Bagozzi, 2001).

H9: The relative impacts of determinants predicting behavioural intention may vary depending on
Environmental Attitude-Based Segmentation

For previous studies, understanding individual attitudes and the social context of environmental behaviour
is important. Ogunbode (2013) also indicated that environmental attitudes are important determinants
of ecological behaviour by using the NEP scale measurement. Figure 1 illustrates the conceptual framework
of this study.

Gain Message
Framing

Environmental
Attitude Based
Segmentation

Loss Message
Framing

Positive
Emotional
Message Appeal

Negative
Emotional
Message Appea

Behavioral
Intention

Behavioral
Desire

Descriptive
Normative
Message

Injunctive
Normative
Message

Positive
Anticipated
Emotion

Negative
Anticipated
Emotion

Self-Efficacy

Past Behavior
Message

Goal Desire

Figure 1: Conceptual Framework for the study
(adapted from Perugini & Bagozzi, 2001)
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Research Methodology

Sampling and Data Collection Procedure

To collect the data, a questionnaire was developed to survey Thai target respondents who have
seen Earth Hour web banner and they may remember or may not remember headline messages. Earth
Hour campaign is the world’s largest grassroots movement for environment issues about climate change
and energy saving that was established by Bangkok Metropolitan Administration, the World Wide Fund for
Nature (WWF), the Foundation for Environmental Education for Sustainable Development (Thailand) and
other agencies hosted the event at the main campaign venue at Central World IX department store on
25, March 2017. Sample size is considered prior to SEM analysis, although SEM requires a larger sample
relative to other complex and advanced statistical techniques, but there is no certain rule of thumb for
sample size. However, the sample size of this study is based on Taro Yamane formula (Yamane, 1973)
with 95% confidence level for minimum number of samplings (0.05 margin of error), with 68.14 million
Thai people according to 2016 population census, the sample size is 400 persons.

A purposive sampling method by using judgment sampling is considered to apply as a method
to gather research samples. A total of 650 self-administered questionnaires were distributed in these two
sampling frames due to campaigners and agencies mainly promoting “Earth Hour Campaign” on their web
sites and events in Bangkok. Firstly, a total of 400 self-administered questionnaires were distributed since
January-February 2017 at nine areas of Bangkok where this campaign was promoted such as Central World
IX department store, Central Ramintra Department Store, Fashion Island Department Store, Baiyok Tower,
AsiaTique Market, Tang Hua Seng Department Store, Seacon Bangkae Department Store, The Bright Rama |I
Market, and the Stupa of Wat Arun (Temple of Dawn). Secondly, a total of 250 self-administered questionnaires
were distributed to internet users in Bangkok Metropolis since January-February 2017. From this initial
number, 400 from 650 respondents were used as a sample for this study. A total of 250 questionnaires
were eliminated as unusable because the respondents had never seen Earth Hour web banner 2017,

which was the screening question.

Research Instrument/Questionnaire

According to the questionnaire development which based on measurements from various previous
studies, are divided into 5 parts. First part is persuasive messages: Gain Message Framing consisting of
three indicators (&X= 0.93) and Loss Message Framing consisting of three indicators (X= 0.91) were guided
by Prospect theory (Kahneman & Tversky, 1979), Positive Emotional Message Appeal consisting of three
indicators (&X= 0.89) and Negative Emotional Message Appeal consisting of three indicators (X = 0.89)
were guided by the ELM (Petty & Cacioppo, 1986) and adapted from Noble et al. (2014) study, Descriptive
Normative Message consisting of three indicators (X= 0.88), Injunctive Normative Message consisting of three
indicators (&= 0.90), and Self-Efficacy Message consisting of three indicators (X= 0.92) were guided by the
EMGB (Perugini & Conner, 2000) and adapted from Cialdini et al. (1990) study. Second part is behavioural
factors: Past Behavior consisting of five indicators (X= 0.92), Positive Anticipated Emotion consisting of
three indicators (= 0.92), Negative Anticipated Emotion consisting of three indicators (X= 0.92), and Goal
Desire consisting of three indicators (X= 0.95), and third and fourth part are Behavioral Desire consisting
of four indicators (X= 0.98) and Behavioral Intention consisting of five indicators (X= 0.97) were guided
by the EMGB (Perugini & Conner, 2000). And fifth part: Environmental Attitude Based Segmentation
consisting of 15 indicators (&X= 0.91) was guided by NEP scale (Dunlap et al., 2000). The measurement
scale developed is an interval scale which excludes a demographic of the respondents. The respondents

were asked to indicate their response to all questions on a scale of 1 to 5 consisting of 1 = strongly
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disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree to 5 = strongly agree. The pre-test reliability
results scale showed that 60 measurement items of 14 constructs used in the questionnaires, 50 questionnaires
were distributed to the target respondents by applying the web-based questionnaire. Cronbach’s Alpha ranging
from between 0.804 to 0.982 are considered as reliable according to the cut-off point of 0.7 suggested by
Hair, Black, Babin, Anderson & Tatham (2010). Content validity is made by using indexes of item-objective
congruence (I0C). Three experts' opinions were gathered to measure whether or not/and in which degree
the questionnaire contents were appropriate. The IOC index can be written as: I0C = 3R/N, while R and N
denote score for each questionnaire question and number of the scoring experts respectively. The results

show that the I0Cs for every question are higher than that of the criteria of 0.5.

Research Results

Demographic Profile of Respondents

The demographic profiles of a total of 400 respondents described their characteristics as the following:
The majority of respondents are female at 66% whereas males represented only 34% of total respondents.
For the age group, most respondents are aged between 25 and 34 years at 33.5%, followed by those aged
between 18 and 24 years old at 29.5%, 35 to 49 years old at 28.75%, less than 18 years old at 5.75%,
and more than 50 years old at 2.5%, respectively. For the educational level, the majority of respondents
have graduated bachelor’s degree at 66.25%. The rest of respondents have graduated lower than bachelor
degree at 19.75% and higher than bachelor degree at 149%. As for the career, most respondents have held
private office at 35.25%, followed by studied as student at 25.25%, public officer at 22.5%, business owner
at 14.25%, housewife or househusband at 2.5%, and others at 0.25%, respectively. For income level,
most respondents have got an income between 10,001 and 30,000 Baht at 549%, followed by income
between 30,001 and 50,000 Baht at 24.5%, less than 10,000 Baht at 13.25%, and more than 50,000 Baht
at 8.25%, respectively.

In terms of the respondents’ behaviour, the duration most respondents have participated in energy
saving campaign are less than 2 years at 36%. The rest of the respondents have never participated at 31.5%,
between 2 and 4 years at 17.25%, and more than 4 years at 15.25%. For the frequency of energy saving
activity participation, the frequency of most respondents who have participated in energy saving campaign
is less than 5 times per year at 34.25%, followed by respondents who have never participated at 319%,
between 5 and 10 times per year at 17.75%, and more than 10 times per year at 17%, respectively. As for
media exposure, Online Media is the most important that respondents used for finding information. The
rest of media exposures are TV/Radio, Billboard, Magazine/Newspaper, and Leaflet/Pamphlet, respectively.
For environment-concerned activities, saving energy campaign is the most important that respondents are
interested in participating in. The rest of environment-concerned activities are Recycling/Reusing, Pollution

Reduction, Wildlife Conservation, and using Eco-Friendly Products, respectively.
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Reliability Analysis and Confirmatory Factor Analysis

The reliability analysis presented that the Cronbach’s Alpha’s value ranged between 0.70 and 0.82
according to Hair et al. (2010) suggested that these criterion values are acceptable point. The model fit in
the confirmatory factor analysis (CFA) can provide better results for the path analysis. There are two main
types of goodness-of-fit measures that assess the overall fitness of the hypothesised model which are
absolute fit measures and incremental fit measures. The first type of measures is an absolute fit measure
which determines the degree to which the proposed model fits the observed covariance matrix, including
statistical analysis of Chi-square statistic, Goodness-of-Fit Index (GFl), and the Root Mean Square Error of
Approximation (RMSEA). The second type of measures is an incremental fit measure which compares the
proposed model to some baseline model or null model. There are five indices in measuring incremental
fit which are Tuker-Lewis Index (TLI), Normed Fit Index (NFI), Relative Fit Index (RFI), Incremental Fit Index
(IF1), and Comparative Fit Index (CFl) (Hair et al., 2010; Ho, 2006).

The results of absolute fit measures of the measurement model are; X?/df = 1.53, p < 0.001, GFI =
0.88 and RMSEA = 0.04 which are close to the recommended rule of thumb that X2/df < 2.0, GFI > 0.9, and
RMSEA <0.08 (Hair et al,, 2010). In terms of incremental fit measures, the scores of baseline comparisons
fit indices of NFI, RFI, IFI, TLI, and CFl are close to or exceed 0.9 (range: 0.82-0.94) which are close to the
recommended rule of thumb (Hair et al., 2010). Given the range of the computed baseline comparison fit
indices, the remaining possible improvement in the fit of the hypothesised model (range: 0.06-0.18) appears

as small as to be of little practical significance.

Hypotheses Testing

Structural Equation Modelling (SEM) was used to investigate and explain the relationships among
the predictor variables and dependent variables for hypothesis 1-8.

The results of absolute fit measures of the measurement model are; X%/df = 1.60, p < 0.05, GFI = 0.87
and RMSEA = 0.04 which are close to the recommended rule of thumb (Hair et al., 2010). Chi-square and
other statistics show that the model represent a satisfactory fit the data set. In terms of incremental fit
measures, the scores of baseline comparisons fit indices of NFI, RFI, IFI, TLI, and CFl are close to or exceed
0.9 (range: 0.83-0.93) which are close to the recommended rule of thumb (Hair et al., 2010). Given the range
of the computed baseline comparison fit indices, the remaining possible improvement in the fit of the
hypothesised model (range: 0.07-0.17) appears as small as to be of little practical significance. Therefore,
the baseline fit indices have indicated a satisfactory fit for the structural model as most of the indices
are close to the recommended point. Furthermore, this table demonstrates the square multiple correlations
of this structural model. For this hypothesised model, 26.5% of the variation in behavioural desire is unexplained;
alternatively, 73.5% of the variance is accounted for by the joint influence of persuasive messages and
behavioural factors. Similarly, 7% of the variation in the support for behavioural intention is unexplained;
alternatively, 93% of the variance is accounted for by the joint influence of persuasive messages and
behavioural factors.

According to path model for the prediction of behavioural intention, Table 1 summarises the hypothesis
testing results of this study.
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Table 1 Structural Relationships between persuasive messages, behavioural factors, behavioural

desire and behavioural intention

No. Structural Path (3 C.R. Results
Hla GFE—BD 0.13* 2.25% Supported
H1b LFE —BD -0.05 -1.20 Not Supported
H2a PEA—BD -0.08 -1.55 Not Supported
H2b NEA— BD 0.01 0.32 Not Supported
H3a DNE— BD 0.01 0.15 Not Supported
H3b INE—BD 0.02 0.42 Not Supported
Ha SE—BD 0.11 1.73 Not Supported
H5 PB —BD 0.11 0.86 Not Supported
Hé6a PAM—BD 0.15 1.91 Not Supported
Héb NAM —BD 0.15** 2.89%* Supported
H7 GD —BD 0.43%** 5.98%** Supported
H8 BD— Bl 0.81%** 9.49%** Supported

Note: ***p<0.001, **p<0.01, * p<0.05, Not Supported = not significant

As mentioned in Hypothesis 9, environmental attitude-based segmentation is classified by multi-group
analysis which is conducted for both measurement model and the structural path model in order to
examine the group difference in influencing intention to change behaviour. Since, the average NEP score
is 3.52; any score above 3.52 indicates progressively higher agreement with a pro-environmental stance
or respondents show a positive tendency toward an environmental worldview, while scores below 3.52
indicate increasing levels of disagreement with the idea that humans are negatively impacting the global
environment. Therefore, 400 respondents were then divided into two groups, the first group about 202
respondents representing “high environmental consciousness” and the second group about 198 respon-

dents representing “low environmental consciousness”.

Multi-Group Analysis

For the confirmatory factor analysis of multi-group between high environmental consciousness
and low environmental consciousness, the model includes the latent construct of persuasive messages
and behavioural factors as the antecedents, behavioural desire as the mediator variable, and behavioural
intention as the consequence. For the group invariant model, there are 304 parameters to be estimated.
This model, therefore, has 1766 (2070 - 304) degrees of freedom, and yielded a significant chi-square
value, X* (N=400, df = 1766) = = 2746.76, p < 0.05. The results of absolute fit measure are X*/df = 1.56, p <
0.05, GFI = 0.79 and RMSEA = 0.04 which show a moderate level of satisfactory fit. In terms of incremental
fit measures, the scores of baseline comparisons fit indices of CFl = 0.86, TLI = 0.84, and IFl = 0.86 which
are close to or exceed 0.9 and fall in a consideration of acceptable value according to the recommended
rule of thumb (Hair et al., 2010). For the group variant model, there are 336 parameters to be estimated.
This model, therefore, has 1734 (2070 - 336) degrees of freedom, and yielded a significant chi-square value,
X? (N=400, df = 1734) = 2704.71, p < 0.05. The results of absolute fit measure are X°/df = 1.56, p < 0.05,
GFI = 0.79 and RMSEA = 0.04 which show a moderate level of satisfactory fit.
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In terms of incremental fit measures, the scores of baseline comparisons fit indices of CFl = 0.86, TLI = 0.84,

and IFl = 0.87 which are close to or exceed 0.9 and fall in a consideration of acceptable value according
to the recommended rule of thumb (Hair et al., 2010). For NFl and RFI are not recommended for samples
less than 200 that may be underestimating fit (Kline, 2005).

Therefore, the fit of two competing models can be directly compared. From the nested model
comparisons statistics, it can be seen that the chi-square difference value for the two models is 42.053
(2746.758-2704.705). With 32 degrees of freedom (336-304), this value is not significant at the 0.05 level.
Although the two models do not differ significantly in their goodness-of-fit, the fit of the two models can
also be compared using the AIC measure. In evaluating the hypothesised model, this measure takes into
account both model parsimony and model fit. The AIC measure for the group invariant model (3354.76) is
smaller than that for the group variant model (3376.71), indicating that the group invariant model is both

more parsimonious and better fitting than the group variant model.

The path model of multi-group modelling for High Environmental Consciousness and Low

Environmental Consciousness

There are two data sets for high and low environmental consciousness, each containing 45 measurement
variables. The two covariance metrics generated from the two data sets contain 2070 sample moments.
For the group invariant model, there are 270 parameters to be estimated. This model, therefore, has 1800
(2070 - 270) degrees of freedom, and yielded a significant chi-square value, X* (N=400, df = 1800) = 2882.00,
p < 0.05 (both models yielded poor fit by the chi-square goodness-of-fit test). The results of absolute fit mea-
sure are X%/df = 1.60, p < 0.05, GFl = 0.78 and RMSEA = 0.04 which show a moderate level of satisfactory fit.
In terms of incremental fit measures, the scores of baseline comparisons fit indices of CFl = 0.84, TLI = 0.83,
and IFI = 0.85 which are close to or exceed 0.9 and fall in a consideration of acceptable value according to
the recommended rule of thumb (Hair et al., 2010). For the group variant model, there are 282 parameters
to be estimated. This model, therefore, has 1788 (2070 - 282) degrees of freedom, and yielded a significant
chi-square value, X* (N=400, df = 1788) = 2831.86, p < 0.05 (both models yielded poor fit by the chi-square
goodness-of-fit test). The results of absolute fit measure are X°/df = 1.59, p < 0.05, GFl = 0.78 and RMSEA
= 0.04 which show a moderate level of satisfactory fit. In terms of incremental fit measures, the scores of
baseline comparisons fit indices of CFl = 0.85, TLI = 0.83, and IFl = 0.85 which are close to or exceed 0.9
and fall in a consideration of acceptable value according to the recommended rule of thumb (Hair et al,,
2010). For NFI and RFI are not recommended for samples less than 200 that may be underestimating fit
(Kline, 2005).

Therefore, the fit of two competing models can be directly compared. From the nested model
comparisons statistics, it can be seen that the chi-square difference value for the two model is 50.135
(2881.997- 2831.862). With 12 degrees of freedom (282-270), this value is significant at the 0.05 level (p < 0.05).
Thus, the two models have significant difference in term of goodness-of-fit. The fit of the two models can
also be compared using the AIC measure. In evaluating the hypothesised model, this measure takes into
account both model parsimony and model fit. The AIC measure for the group invariant model (3422.00) is
larger than that for the group variant model (3399.86), indicating that the group variant model in which high
and low environmental consciousness are hypothesised to have different regression weights, is both more
parsimonious and better fitting than the group invariant model. The result of Nested Model Comparisons
present significant value, as well as, the AIC value of the invariant model is higher in which there is a consistency
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between the results of Nested Model Comparisons and AIC measure. This is important for assessing mean
difference of the latent variable across groups, so it can be summarised that there is group differences
between high and low environmental consciousness on intention to change behaviour.

According to of multi-group modelling for High and Low Environmental Consciousness, Table 2

summarises the hypothesis testing results of this study.

Table 2 Structural Relationships between persuasive messages, behavioural factors, behavioural desire

and behavioural intention for two groups

No. structural (3 C.R. Results
Path
1"Group | 2™Group | 1%Group | 2"Group 1"Group 2"'Group
Hla |GFE —BD 0.40** 0.03 2.64** 0.55 Supported Not Supported
Hlb |LFE—BD 0.04 -0.10 0.48 -1.87 Not Supported | Not Supported
H2a |PEA—BD -0.15 -0.07 -1.28 -1.22 Not Supported | Not Supported
H2b |NEA—BD |-0.12 0.10 -1.12 1.73 Not Supported | Not Supported
H3a |DNE—BD |0.05 -0.02 0.53 -0.25 Not Supported | Not Supported
H3b |INE—BD 0.24 -0.11 1.88 -1.76 Not Supported | Not Supported
Ha SE—BD 0.19 0.04 1.64 0.54 Not Supported | Not Supported
H5 PB —BD -0.52* 0.60** -2.26* 3.08** Supported Supported
H6a |PAM —BD |0.24 0.03 1.62 0.24 Not Supported | Not Supported
Héb |NAM—BD |0.36*** 0.02 3.63%** 0.27 Supported Not Supported
H7 GD—BD 0.35%** 0.21%* 4.17%* 2.84%* Supported Supported
H8 BD —BlI 0.83%** 0.97%** 8.23%** 7.28%%* Supported Supported

Note: ***p<0.001, **p<0.01, * p<0.05, Not Supported = not significant.

Discussions and Conclusions

This study has fulfilled the two main research objectives. The first objective was to investigate the
influence of persuasive messages—gain and loss message framing, positive and negative emotional message
appeal, descriptive and injunctive normative message, and self-efficacy message—on Earth Hour 2017 web
banner. And investigation of behavioural factors includes positive and negative anticipated emotion, goal
desire, past behaviour, and their behavioural desire influencing behavioural intention. The results show that
persuasive messages of gain message framing and behavioural factors of negative anticipated emotion and
goal desire are important in influencing behavioural desire. This implies that respondents who see persuasive
messages of Earth Hour 2017 web banner, in their opinions show that the strength of gain message
framing or getting benefit will increases the positive response in the higher level of behavioural desire
whereas loss message framing does not. This result is consistent with the previous studies which indicate
gain message framing have a stronger effect than loss message framing on behaviour in social marketing
program i.e. environmental protection, health-care, etc. (Hurlstone et al., 2014). For other variables of persuasiv
e messages, the relationship among message appeal, normative message, and self-efficacy message,
and behavioural desire are not significant. This finding of study supports the previous studies of Sadeghi,
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Fakharyan, Dadkhah, Khodadadian, Vosta and Jafari (2015), that there is a significant relationship between
informational appeals and attitude toward advertising whereas it has been found that there is no significant
relationship between emotional appeals and attitude toward advertising that influence behaviour
(Sadeghi et al., 2015). Therefore, the headline message of Earth Hour 2017 is concerned with informational
appeal play in gain message framing of Prospect theory rather than positive and negative emotional appeal
play in message appeals of the ELM to attract participants to desire behavioural change. Moreover,
the results of this study indicate that there was no significant effect of the descriptive and injunctive normative
messages on response to the behavioural desire, in which the majority of people of this study do not
behave in line with the desired behaviour or participants see a majority of other people not participating
to switch off the light for one hour. According to De Groot, Abrahamse, & Jones (2013), the finding had
important practical implication that a lot of pro-environmental behaviour includes actions that are not
done by the majority of people, but are regarded as morally correct or a personal norm. And the result
shows that self-efficacy message and behavioural desire in energy saving campaign does not have significant
relationship according to several studies which have found that environmental desires appear less related
to controllability when the campaign is promoted via internet (e.g. Vining & Ebreo, 2002). Participants who
perceive that they have little control over changed behaviour and online campaign tend them to feel
less pressure for behavioural desire and intention (Dijst, Farag & Schwanen, 2008). For behavioural factors,
anticipated emotion and goal desire are important in influencing behavioural desire whereas past behaviour is
not because past behaviour of participants who are not differing in environmental attitude, do not substantially
affect behavioural intention (Moons & de Pelsmacker, 2012) that would not have been discovered if they were
lumped together as an overall group. The findings show that positive anticipated emotion and behavioural
desire is not significant whereas negative anticipated emotion has a significant failure action in the goal
desire of individuals not to perform. As the study of Kim, Njite and Hancer (2013) investigated that negative
anticipated emotion can predict the powerful intention of 411 students to select environmental friendly
restaurants, while reducing waste and energy. The decision-making process whether positive or negative
anticipated emotion may depend on a target behaviour who have different kinds of behaviour (e.g. whether
it is a preventive or a detective behaviour) or different kinds of person (e.g. whether one is promotion or
prevention focused) (Rothman & Salovey, 1997; Higgins, 1996). Finally, there is a strong relationship between
goal desire and behavioural desire, and behavioural desire and behavioural intention in energy saving campaign
according to EMGB model (Perugini & Bagozzi, 2001).

The second objective was to understand the moderating effect of environmental attitude-based
segmentation on the relationship between behavioural desire and behavioural intention. This research
will identify two groups based on whether respondents have strong attitudinal group labeled as
“High Environmental Consciousness” or weak attitudinal group labeled as “Low Environmental Consciousness”.
Previous studies have used the NEP scale to identify the two extreme segments, namely the “greenest
segment” and the “least green segment” (Yilmazsoy, Schmidbauer & Rosch, 2015). The significant difference
in willingness to pay (WTP) is between strong and weak pro-environmental attitude groups (Aldrich, Grimsrud,
Thacher & Kotchen, 2007). The analyses show both the audience’s past behaviour, goal desire, and behavioural
desire influence their behavioural intention of high and low environmental consciousness groups, while
gain message framing and negative anticipated emotion influence the audience’s behavioural intention of
high environmental consciousness group. As the previous studies showed, rational advertising appeals or
gain framing play an effect on individuals who express a higher awareness about environmental issues and

motivation to get involved in environmental protection (Le Hebel, Montpied, & Fontanieu, 2014).
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But people who have weak pro-environmental attitude have not yet understood the content of the statements
proposed (Ogunbode, 2013). According to the model of EMGB, the power prediction of anticipated emotion
influence behavioural desire of high environmental consciousness group. As the previous findings reported
that if individuals perceive their peers are responsible for protecting the environment it can lead to feelings
of pride and in-group favouritism whereas if they feel their peers are responsible for harming the environment
it can lead to feelings of guilt and individual favouritism (Harth, Leach & Kessler, 2013). Furthermore, there are
some arguments that negative anticipated emotion may due to negative past experience make individuals
encounter environmental risks as well as actually impact life quality (Yates & Stone, 1992). And the more the
situational and psychological information in high-experience group, the better fit of behavioural intention with
the anticipated emotions whereas in low-experience group with underestimated behavioural expectations
lead to the poor fit of behavioural intention with the anticipated emotions (Warshaw & Davis, 1984).
According to the model of EMGB, the power prediction of past behaviour, goal desire, and behavioural

desire influence their behavioural intention of high and low environmental consciousness groups.

Implications and Recommendations

The empirical findings of this study provide several theoretical and practical implications.
For theoretical implications, first, this study fills the gap of the integrative theories which present persuasive
messages on behavioural change (Truong et al., 2014). The results can lend impetus to the importance of
gain message framing from Prospect Theory influencing behavioural desire in Earth Hour 2017 campaign.
Second, the theory of EGMB is proposed in this research to enable decision making more detailed than
the TPB. The results can lend impetus to the importance of negative anticipated emotion and goal desire
influencing behavioural desire, and also there is mediating effect of behavioural desire and behavioural
intention in Earth Hour 2017 campaign. Finally, this study exams the effect of environmental attitude-based
segmentation on the structural relationship in determining intention to change behaviour. This study discovers
the audience’s past behaviour, goal desire influence behavioural desire and intention of high and low
environmental consciousness groups, while gain message framing and negative anticipated emotion influenced
the audience’s behavioural desire and intention of high environmental consciousness group. Overall,
respondents who have a positive behavioural desire, tend to have high behavioural intention. For practical
implications, the results of study can provide guidelines for public relations/social marketing department
of nonprofit organisation and creative agency who creates advertising concept and specifies consumer

behaviour in environmental campaign.

26  215ASIVINSUSHISSSAR

dunausadugaunynenvuuvisUsandlng
Tuwszaguiiug aufonszmmiausvgann aemususiunang

Ui 10 16 1 Usziiou unsran - fiquisy 2564



Limitations and Suggestions for Future Research

This study has a few limitations. The first limitation is the dependent variable focusing on behavioural
intention that may not reflect actual behaviour in the future (Ajzen, 1991) and the limited topic in energy
saving campaign. Further research should combine behavioural intention with real behaviour which will be
the most successful in identifying persuasive messages and behavioural factors. The second limitation is
uncontrollable respondent moods when surveying. Most studies assume that the mood of respondents will
be neutral during data collection. Further research should look to new ways to measure and understand
sensitive topic related attitude and behaviour by investigating the mood states of sample group who are
induced by either a positive, neutral, or negative mood before surveying the questionnaire. The last limitation
of the message format on energy saving web banner of Earth Hour 2017, the results may be different
from other formats such as image, sound, VDO, etc. The attitude and behaviour of respondents may not
be consistent with different periods due to rapid change of technology. In addition, this study focuses on
environmental context, the results may not be fully applicable to other social marketing contexts. Further
study should increase the generalisability in terms of environmental campaigns such as 3R (reduce-reuse-recycle),
wild reservation, green product consumption, etc. and use a combination of message and image to investigate
consumer behaviour with high or low environmental consciousness who were affected by cognitive

elaboration about the environmental issue (Chan & Han, 2014).
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Abstract

The objectives of this study were to: 1) study the levels of social support, quality of life, and happiness
of the elderly people, 2) compare the levels of happiness of the elderly people in terms of personal
factors; and 3) study the influence of levels of social support and quality of life towards level of happiness
of the elderly people. The sample of this study was 384 samples, who were Thai elderly, aged 60 years and
over as well as being members of elderly club in Bangkok and metropolitan area. Gathering data from the
guestionnaire by using simple random sampling technique. The data analysis used statistical software with
the significance level of 0.05. The statistics, were used to analyze, were mean, t-test, F-test and multiple
regression analysis.

The results found that: 1) the level of social support had high average level (X = 3.54), the level
of quality of life had moderate average level (X = 3.29), and the level of happiness had low average score
of 24.61 under the indicators of happiness of Thai people standards., 2) the differences of the levels of
happiness of the elderly people in terms of personal factors found difference in gender, age, level of
education, marital status and average monthly income with the significance level of 0.05; and 3) the influence
of the levels of social support and quality of life towards level of happiness of the elderly people found
that the level of social support (beta = 0.331), and the level of quality of life (beta = 0.680) influenced
level of happiness of the elderly people in the percentage of 56.60 with the significance level of 0.05.
This study can be the guidelines to help the elderly people in Bangkok and metropolitan area.

Keywords: Social support, Quality of life of the elderly, Happiness of the elderly people
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LATEUAIy Wag 2) Fesaenndesiunnuannsalunsiminfivessisevesigeoteusazngy loun nauAndsny
nauRntu wagnduinfies Jen1sussiliunrugeludgeengiu awnsavildlaonisliuuulssiliufivnzan
wazaonARodlulaariinnie (Sombutboon, Prakas & Eiu-Seeyok, 2019)
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WUIANAINGUVREEND18 (The Happiness of Elderly)

Tuasmnsswil 20 TRaunmduazininermanidnunn Wimmaulafeiuaumng uaensinaugy
wnanevaevinseiy Famguiiues Jahoda (1958) l¢esuneliin mnugy Feannziuuinyesguaziidsase
aunin lusaenszaznamae i taumsuaseufmdduun gnafdudietainnnudila
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(2) 915uaIMsUIN Muede nsTiyanaiiotsualaLiAndia (3) e1susinnsau vaneds nsiiyaraiionsual
anudAnfiunndivasiifiniuludin é1u Kim, Kim and Park (2016) Idesuneliegnshaulaimuge Wunne
fifiauanysaiiainene 3ala uazdanudu Kish, Bunch and Xu (2016) léesuneliin away iWuanm@is
Adugu sudunann msfienuannsolunsianistgmlunmsduiuiin Sdnenmfiagiau auosile
AN NTInIA Insnsounguiseununeludslaneld anmdnuuaydanedesiuasuniadly fu Vassliand
Farshchian (2018) l¢namilianuguiunnuifnveuvidofisnelaiudin aufieruguiuduauiiunuaslddan
InnfnatuiianueseuaynauuegifuiiouuasveuUssaunisallvi 4 forsusiiuadsiuBeuntasduadldine
UAzHNALNIINNUILNULRDAA ¢ Tuounan wenang Kilburn, Handa, Angeles, Tsoka and Mvula (2018)
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AadelduunAnf1uANgYveIdgee1gnIuLUIAnretelAn1seudelan (WHO) saufuluuyseiiiuainug
yoansugunan Jadusuulssifiumnuguivensauivanmuasiunvesdenuuas Taussailve Seosdusznou
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visonguuana dinaserugulutinvedaiaty (Johari, Ramli, Wahab, Bidin & Rosely, 2019) lag House (1983)
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anulinda anudnuazemugniusieny 2) msatuauulunisiinisssdiung wu mslideya deundu n1ssuses
waznsSeuidisusuestuiuludny dehliAnanuiile 3) nmsaduayusudeyatnans Wumslimuueih
ToirEnwn msliteriassa et flunsuitlam wey 4) msaduayuidees Wumstowdosuussnuiu
wazu3msiiandu fu Cobb (1976) Iduvaussativayunsdsen sondu 3 Usziam fe 1) maatfuayumsensual
Wunsadfuayusunissensu tulie mslinnusn nsquatelalduazanuynifudsiunasiu 2) msatiuayusu
MsgeufuLasiunua Wunisatiuayui gﬂﬁi'mﬂuqﬂﬂaﬁﬁ@mm Huilweniuresyaradu oy 3) nsatiuayy
Frunsfidusumanfudumilwesdan \unsaduayuiivenlsmauh yeaeaiiuiuandn viodunimesdsny
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oonifiu 3 Ussuam il 1) nsaifuayumsensual WumslimstegBuwdernednu ensunl Tiud mslimnudny
slirnusiule AnudEniiasnsaienuaglinda ssvhianildsummsnvernuelala 2) msatduayushudeya
Fmas \umsthewdelasnsliyatmansuazanud Wisuusilunmsuitgmuaslitoyadounduifefunginss
uazaeUfvRvesyana uay 3) msatiuayuiudsmes Wunshewdelnenswieny Suduvesyaaalufus 9
U N3y Asves usaan vienslinsuing
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LLu'Jﬂmﬂmmwmmawmma (The Quallty of Life of The Elderly)
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6. aonunmanIsansa iun ausa Tan vgn¥e vioidumine Sslusfndelagtududmuneiiddry
Guaﬂmﬂﬁi’fmmw&nmmmamimmmmﬂm&Jmaamu,asﬁmméwéw”zymﬂ?ﬁ%ﬂuﬁauﬁﬁmﬁ’wﬁwéﬂ%‘lm MAAnANADINTS
Tunnsfe waengiingsy n1stofiunnmadiu wulfivenina vielunine asidenudsmedederniingns suarde
fiendnwal 1Wudu
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ﬁgﬂﬁﬂﬂiﬁﬂw’]ﬂ’liﬂigLQULﬁIEJ’JﬁJUﬂTmETU 151n§1U119NN153TE 599 Jaguuladinmaimunuuusediv
Aeaffuanugy Wieuazideaniniu suuuunisssduiinisudsuuastd Tnslduuudosomuandy
widanlilAsuulasie Bnsussdiulaeliignussiiunenuaues aduidnsiduivensu wasldfunniian
Tunguiinideidnumeinuil dusunmiinvesigeeneflasaiwvanuanefflngasdaruiedesiuiunianm
diela dudsen Aaisudmeinudnledsiinagunmnisusylafid fefuamam@inasidestudnuneidunsius
AerfunsliTinvesudazyana Tneflasiaaanvarefififeaniedestusunenn dudsla dude
suanminadey uaziugunm udsadedu q Afeates wu nsddudin Wud (Schalock, 2004)

ad o

/ANUUNITINY
NNSNUMILITIUNTINIINONS F15IAN9) LazaUITBAIna ey anansatuiauidunseunuidn
Tumsidulansil

AuusEiUaYUNIIdIAY
(Social support)

snudadediuyana (Individual)

H1
1. 1w
2. 01 AUFUVDILFIRY
3. A0UNINNNTEUTH (Happiness of Elderly)
H2

4. SEAUNSANY
5. snglasiaidoululagiu

H3
ATUAMAINTIN
(Quality of Life)

AT 1 NFBULUIANNNTIY

UsENIuasngunlegna

Uszpnsililunsidoaded §idussdne lamedaeony dynflne Aoy 60 Tiulvuariiduande
agluusinalne waziiondnwiianig Uivmmﬁﬁ'«i’wmummﬁam 4 Srdulunaananawitu #sil (Source:
National Statistical Office, 2019) NFAUNNAMUAT mmmumaﬂmamau 1,061,753 A Janiauuny3 d31uiuggeene
fiadu 223,565 Au SminaunsUsing Sdwiudgeengiadu 196,711 au uay Swiaunusnd S5waudgeny
e 158,766 AU

faidfAseldvinismuuasuinvesnguinegeiililunisinuitended lanedgeongdysidlng
fifiong 60 Viuly AduaunFnuusuigeeny wangammamuas Soriaunusidl Sorfauumyiuas Sminaymsunnis
winiu Taetmualdidenuaainndeu = 0.05 uiefiszdueudodiu 95% uardmunvuiavasngudogis
Tagldmsnanisimuangusogisves Krejcie and Morgan (1970) lénguiaeensfildlunisinuiadiiiedu
11 384 AuLdosanUssmnslussiazuvis Sualivindu 353 Bmsduinasdu agnedidindau (Proportional
Stratified Random Sampling) S?fqLﬂumiﬁmummﬂﬂﬁjuéf’;asmmzuﬁ’ﬂ?iauiuLwiazsziwﬁzwiaaim’mﬂiwwﬂsﬁy’wm
(Yamane, 1967) Lﬁ@lﬁlﬁﬂ@jmﬁaas}wﬁﬂmuﬁgﬁu 384 A Tnewialu Ngusieg AN JIVINLIUAT 91U 249 AU
M TAUUNYT 13U 52 AU JnTaUnusIil 91uU 46 AU wardninaynsUsINIg 31U 37 A
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w3esflaflilun1sise
fiveliuuvaeua ueiesdelunside Tasuvvasunw 1 atiu utsesnifu ¢ dau uazdedany
fldasauusynildinannismumussunsy fafudenlusuuaeuaungaseunguuuafaig 4 ldainnis
yuyasInssy WelinssssifunazaenndosiuingUsvasaiirinunly feduvuasuamAeadestusan
auladediuyAnaveIRoULUUABUATN AULSIATIUAYY NN9FIAN ATUAAINTIN LAEAUAINEYYRILEIDE
Tnsupaztemnuiianvazidunuvanasidiuussanue (Rating Scale) Tngldas Likert Scale &1 5 szdiv
Tnefmuainasiiiminuasuuanumaneaade (Yamane, 1967) Tng
5 mnefs sfuAmAniuiniign 4 mnedls seRuANLARTiLINN
3 anefia sgduanuAniulIuna 2 nells seduanufaiuties uwas
1 vanefs sefunnuAauiosiian
failuuvaeuanildiunismraeugunnudandideang Inedidenuuasuaauerofideisi
$1u 3 vy enmaseumiugndesuazauifissassluiton (validity) uazmandiinesauaenadosiu
sEnintomauusiasdeiuingUszasd (Index of Item Objective Congruence %38 10C) s¥ninatormaiuiuieny
Fvilanig (Yamane, 1967) 9nduffifelfhdamanuuiuiuusudlalimnzaunumuugihoesdidony
TnefiteilUiinseidensnadfudamuii f 10C nmssisatiufidingu 0.87 dimneemuinuuaouniui
fenugnifesuanilssmsduiiomiiszdu 0.87 aunsathanlilumsideadedls
il amemdiesiu (Reliability) vesiuuasuana Tnedidethuuuasuauiiinu mansagey
amafissnsadaden (Validity) andifeaaie 3 viuuda lnaeedld (Ty-out) fugfgeeny Aallinguseds
11U 30 A uasAnuffgeeny fondvegluiiuil Taminasey3
i ldAumslufusuuaounuienuomdoutietinide $1umu 8 au aftetmideldiumssusy

Y U
ada v a [

Fesszifouisiduisoviesud Tnonguined1ainaassld (Try-out) Wuamdnausuggeeny wadminassys
Falagunfmansugigengaziimeinanssuivisuynifeu uasdsuudgiengdifufanssuniosnn waruadiou
laififanssu feduiidounvdreifodaiumiluifanssmsumsmsmims Sorfnaseys lutunss Swsidgeeny
wviugyludnaunnn Fideiudtieiniseliiteuwuuasuanuligaiergiluasliaergdennaumunnufngiu
yosaules uldluvasuamATUMLT Y 30 atu wiihieyaumeardulssaniueani (X - Coefficient)
Yo9AsEULIA (Yamane, 1967) lémduuszansuoa (X - Coefficient) Wiy 0.96 mneAIiLUUABUATN
fifdarudeiiuegiisedu 0.96 uarannsmiwllunisidoadsils

sdanidlunTiinsesidaya

Tumsidvaded $ifeldvhmslinmeidoun Tnenssunuuuuasuauiisiusuiann thanlesgh
uazUszananateya Taglilusunsudiagunsadfiiionsidelaefivunssduanuiidodidy 0.05 adatld
Tunseseitoyalunisinuidondsd faed

1. A1Aafl (Frequency) uagendenay (Percentage) ldmsulianzvidadoiugiudiuyena 1éud e o1y
anummmsaNsa sesumsing Meldndesierioululiogu eneuingustasdte 1

2. fade (Mean) uay ALdosuuaAsgIu (Standard Deviation %3e S.0.) Wdmiuiasesisedy
WA UALUN AL AMAINTTIN ULAAINEUVRINEIRTY WANTuNLYINAT Jmdaunusll Jamiauuny3

q

b

uaydminaynsusns enouTngussasdte 1

3. 1l t-test WInuiisuaauanmsesriade 2 ngu ssrhamenefiuinamds Weneunguszasdte 2

4. T neimnanuuUsUsIuafe (One-Way ANOVA) 3suiisuauusndnafifannninaeangs
1uA o1y sefunsing anunwnsansa eldededeideulutlagdy funanuanuuaneiy axdudunis
Wisuiuidusiog laeiBues Scheff iilenauinguszasdde 2

5. Wnsiesgviaunisanasenviaas (Multiple Regression Analysis) Tdwiudnszitadefiddnina
ABANGVVBIEEIRIYANTINNINIUAT Jminuvusll Fawdauunysuariminaynsusinis lneadedidny
ysadaflilumsinnesiadedtmualifisedu 05 uay 01 ilemeuinguszasdto 3
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Wnsiusiusamdeya

ilesannguietnsfelgengiiuamndnuusudaeony wangammamnuns Smdaunusil Smiauumgs
wazdaninaynsusnis Tnsvmevmsaggeonglunsasfufiosiinisdnfanssudmiuandnynieu wivisd ey
dhsamsuaudesinn Juhldendeninfiutoyaliasuausau fdudidouasidrodnide s s ay
GaffdneiimifonneuldiiunseusuFessudouiBisGevsosudniu Idmlunafunurdeysmudunoudsl

1. MIAUTIVTINTOLAINNGUAIDE WA av Iauyusnil th desnmsesdnmsuimsaudmiaunusi
IsdnvimuAnudmiudgeengiiduandnusuigeeny Inodumaluviaufnui Ssinmesgs §isouasiveinide
JdlsidumaludmiamesysiteriudeyalneliiBewuuuasunaliggengiluasligsongdonneumumnuaniiu
Y939Uad uUldhuvasUIUATUMNIINIY karlTIBNsdunduieg s uuTLBy

2. mafiudeyaannguiiogns wangammamiuns faniauunyd wasdwiaaymsusnisdu dndde
wazfraeinids Idsidunafununuteyadaseny Tnsdumdluiitasig 9 feglumnfiufiifnulutunsy

Y
1% a

FeilfgengiiumansaihygdnunnualiSeuuuuasuailigeenyiluas ey donneunumiufni
YoemuLed lduuvasunuATUMLIILIL warliISnmsdunduiiegauutausey
3. {idethuvuasuniuiinguiiogimauasuidaris 384 atu wiesgidoya Taofidedudunis

Anszvideya fatelud

1) fAdthuvuasunuiisiuslfnaseasumiugndesuazanuauysalvesdoya

2) {fifpuuvasuaiingeaeutoyaudnfmusldsia

3) {Adeinsiinseideyarielusunsudidagunieadd ediasiedt “Bvinavosus
atfuayunsdinuiazaun MIInidnenuguves §gee1y wangamnamiuas Sviaunusd damiauunys
wa I InayMIUTINIG”

Nan1339Y
a ¢ Y - o/ 3 awv y a
nmsinsgndeyaitenauinguisasansideden 1
Aidethdeyaingtuussatiuayun1ading AMAMEIN WayANFUYBNEEI®Y UTIATIEN HANTIATIEN
U5INYAINNTIT 1 AN51991 2 Uagnsed 3

M13°99 1 Anade (X) Ardiulesuuannsgiu (S.0.) ussatuayuniedensluningiy

useatuayunIedeny N wlawa | a@1dud
X S.D.
AUNTATUAYUN e TH 3.85 0.70 UN 1
AUNTATUAY LA ULINNURIVRIRUNDUAZUINIS 3.26 0.74 | Ynaw 3
AunsatuayuiuteyaiEns 3.52 0.77 un 2
59 3.54 0.59 el

N5197 1 nud Tunmsiuussatuayumsdiauegluseauinn WeRiansanseiiu wudl sunsaiuayu
9esunl dAafugean s99RIAe AUNTATUAYEAIUTRLAYIANT karAIUNTATUAYEAITULTIUEIY
Ruvealaguinig muary

215aS3UINSUSHISSSA?  3Q

auauaniugaudnuenvuuisUsznalng
Tuwsggudud audansamminunvganT deuususvnand

Uit 10 i 1 Uszdifiou unsiax - fiquieu 2564



(%

AidutheyaineIfuAnA MTInvegeeny undnsiiemAaiiffineites nausngiamnsad 2

M13199 2 Aade (X) Adauleauunnnsgiu (S.0.) aunmaTnvasEgeenglunmsiy

. . ANdnn o
AMNNTINYDEFe1Y N ulawa | a1audl
X S.D.
suanmanuduegita 3.28 0.27 | Ywnan 3
FruanInsaneiia 3.52 0.39 1N 1
punsanaulanienuLes 3.15 0.3¢ | trunand 6
AIUNITTIUNGUNNIFIAL 3.25 0.46 | Uunan q
AuALFUTUSTENINIYARE 333 0.36 | Urunaw 2
FuanIwensualin 3.24 0.37 | Yunan 5
394 3.29 0.23 | Uuna

9101597 2 wud Tunmsmnunmdinvesigeeny egluseduuiunans Wefiansansiedu wuiy
suanins1ened fenedegean sesawmnie fumnudiiusseninayana suanwaaduegiia sunssungy
edenn Fuanmensualiia uazsunsdndulasenuies mudiy

melinesrduaguUesgenytiu {Teldsitiannuguaulneiiianun 15 4o asuuuiu 60 Azuuy
TnefinslimzuunnuuUssdiu neuvadu 2 ngu dil

nauil 11dunde 1,2, 6,7, 8,9, 10, 11, 12, 13, 14, 15 fnsliazuuu e

laiiae = 1 peuuy 1EMpe = 2 Azuun 370 = 3 ASUUY UASIINTIA = 4 ATULY
nauit 2 duid 3, 4, 5 uiasdeliirzunudeiolud
laitae = 4 Azuus 1EMIBE = 3 AUUY 110 = 2 AXUUY UAZANTIN = 1 ATULY

[V
o

Winsulanansuszdiu dseazidendsl (Mongkol et al, 2001)

YIALWUY 51 - 60 AXLUY MNTa TAUEULIN

PIAZWU 44 - 50 AxLUY MNEDa TAUEUUIUNaTN uag

YIAZRUY 0 - 43 AzLUY nigis dauguties (Mongkol et al., 2001)

Hgeeny 9w 384 A luwansunnavnuas Swiauyusidl Smiauunys wavdminaymsusinig
iuszifiunueaaiaiousosudn uasnanslinsginzuunfsYeInNLguUeIgIegfana 12 Unnguadinisei 3
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M13199 3 AzUUUANNGUYRER e TUATNTIN wazTrede

ANUEVVDIRFIY AZLULY dduil
1. viwidnitanelaluin 2.08 3
2. vnuFdnauela 2.03 5
3. viufAndevieviewitunsiuiuinszdiu 1.91 6
4. vnugdnianislusiies 0.77 14
5. Iu3AN I Invewinuluanunng 0.72 15
6. vihwansavilawensulddmiulgmienazudle (deddaym) 1.57 10
7. utilainansomuesosusilfdefivensaifuiunioieusaiotu 1.52 11
8. vihusulaflasudnyfumamanieussdiintuludio 1.72 8
9. vinufAnuiiueniiulailedBuiiynd 1.45 12
10. viugAnugulumsdiomderBuiiiitym 1.75 7
11. vimdlanuiemdoungdudleilona 1.67 9
12. viudngillalumuies 0.93 13
13, vinudFnsiung Uaendeilesglunsounia 2.17 2
14. maviutheniin vinudeiaseuniiazguarinuduetned 2.07 4
15. aun@nluaseunid IAnusnuasyniusieniu 2.28 1
59 24.61

9951971 3 WU fgeeny Sarmgueglussdiudien Wefinnsansiede wui aundnluaseuass fienusn
wazpnWusieiy fandegean sesaunie viuddnduns Jasnfeillonglunseunss viuidnilanelaludin
yaviuthenn vinudedn aseunsiazquariiuluegned iuidnaunele viusanidemineviewsidunsiidudin
Usgdiu siuddnduarlunistiemiedsuiidiym vhusfulafeswdyfumgnisaieussiifieiuludie
yuliaudiomdeungduiieflonia inuanunsavinlagensulddmiutymitonazuily Wefitgm viusiulai
wansamuauosuildidlefivmmmsnifutuviofousaiotu vusdnduenduladedBuiynd viuidngdla
Tupuies inuddnianidluiies uagviuaniidinvesiuiudmnumnd audwu
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nmsneideyailanauinguszasdnsadedoi 2

fideihdeyannuuuaeuaiienesiferiouifisussfunnuguuegeony Suunmuiuusdiuyana
Tnefutsaruynna Usznaude e 018 seiun1sinu aonunimnisausa uazselfiafedeifoulutagiu dil

1. fgsengfisimasinatu fsefunnugn unnsnaiu lnemame Ssefuminauganit wmeavds nane fgseny
Afwednsduilssduanugy uandafy egadideddaynaaifisedu 0.05

o =

2. fasegfidiengsineiu dsgdumnuay uwnneiy nedgeeny Mllenguinndy 75 Tl IszAuainuge

RURY) 9

gandaenefdeny 66-70 U fasorefidieny 60-65 U uazrgeengiiilony 71-75 U mud1du fsluidedeediase

ANUWUTUTIULUUNIUGET (Oneway-ANOVA) Wul1 Hgeeny dlengsnaiu dszauaiuay Tagsaulidunnseiu
fognafitidfynieadnfisedu 0.05

3. fgsengifiseAunsinyisnetu Ssedumnuge uandstu Tnegaeeny AdnsAnussduuiyneitull
fsefumnugy ganiggeenefiinisfnuisedudiininisen fgeengiifinsAnussiuisonuats wazigeengid
nsfnwsRuseuiy sy FaudifeuiorinmesiauuUsuTukuuniaier (Oneway-ANOVA) WU
Haeny fiflsyiunisfnwisetu Sszduanug Taesiuunndieiu eghadidddmsadifisedu 0.05
Sonutiudrdmneadia {iseinihmsnasouanuuansinaduned Ing3smsues il (Scheffe’s Mothod)
Ieuanismaaeu wud 51w 3 diuansineiu fio nsAnwsERusndseufusERuUSaeaTuly sesulseudy
fuseiuUsagnituly warsiubenUaefusssuUsyaniauly funnmetu sgraiitedfomeainisesu 0.05
wontu wud lalunnsineifu

4. ffgsenefifianunmnsansasinaiiy fszduagy uandneiu Inedgeengifanuniansa Ssesumnuay
aaniffgeeny Aifiantuniweg/mie/eniuey uazdgeoreiitaniunlan suddy fdulideTatosinne
ANNLUTUTILUUMaREY (Oneway-ANOVA) wuin £geeny Aflanunmnisansaseiu fsefunmgy Tags
wanenaity egnalifddnymneadniseiu 0.05

Fonutiuddymaada fideisihnmaseunanuuansadused Ing3smsve s (Scheffe’s Mothod)
wuin 91 1 giiuandnaiy Ae aouamlaniuaniunimansa Auandaiusgsideddgmeadafisesu 0.05
wontu wud lalunnsiaifu

5. fgsengiisziuneldiafeseiiousnaty Iszduaugy uandeiu Taedgsengifineldiadesiodiou
5,001-10,000 U fszduaagy geanin fgeengidneldiadeseiiousinii 5,000 v fgeengiinisAnusels
\adesialfiou 10,001-15,000 U uazfigeengfifigldiadeediousnnndt 15,001 vintuly sudidu Fedugise
g riianeTinNuIUsUTIIUIMALFE (Oneway-ANOVA) wu figeeny fiinelsiadesiaiieussiu fisziuanaae
Tnesanunnanaiuegeiifddymnadanisssu 0.05

Slonutiuddymaada ideisihnmeseunnuuaniaiused Ingismsveasii (Scheffe’s Mothod)
NUIN LU 2 gjﬁLLmnsiNﬁ’u Ao eldnasraausInT 5000 Um Auseauslaladeseiou 15,001 vl
wazsneldadesioiien 50,001-10,000 v fusieldiedeseiou 15,001 vmiuly funnsreiuededivodiey
yneafiATisEsu 0.05 uentu wud Talunndnedu
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nmsianeidayaiienauinguszasinisideded 3

Fideihdeyamnuuuasununiesyiitomdvnaveussatuayumsdinuuas annminiiireeuay
YDIEEIRY WANFaMNIYIUAT Jinunustll Smdauunys uasdwminaynsusins neldnnslieseaunisonnsey
A (Multiple Regression Analysis) #2835n15 ENTER sisiinanislinsigvidvinavosussatvayumedsay
LAz NTInvesgeey Milrenuauesgieny finan Usinguadmed 4

M19197 4 WARIEAANTENITUIAMUMANLENYDINITNATIUAIIUAADNDINVANVIBNTNAVDIUTAT VYU
N9FInN LazAMANAIN NldaAUgUYegene

fauUsinausl  Aanennsal b B t R R? F SEest  Sig.
a = -0.446 -2.444%
tssl -0.107  -0.119 -2.498*
tss2 0.102 0.118  2.324*
tss3 -0.079  -0.093 -1.804

sy el 0406 0288 AT 752 0566 5a.158* 045398 0.000
vaufjgeeny tqe2 0070 0055  0.893
tge3 0.284 0.223  3.620*
tged 0.113 0.097 1.439
tge5 -0.200 -0.162 -2.696*
tgeb 0.455 0.343 6.095*

* fjsdAyneatanszau 0.05

a |

NAN3197 4 @anseesueledn ussaluayunedinuuazaunndin T8vsnadeauaUTDLatoe
agluszAuNn

d3UNaN133Y

NaN1TITeBvBNavesusaTuaYUN sdIALAY AMANTINTT RO A NAYYOIFINGIUN NFUNNANIUAT
Fadnunusd Favdnuun uasdainamsunnts aunsnesuteaaingUavasd Tided

Faquszasdnis3ded 1 ilefnwissfuussatuayunisdiny Annmdin uagaugvIefgIeny
WANTIVNUMIUAT JWTAUNUsIH JamTauunys waedminaymsusinis

HAINNFITeNUD HasogilseAuussatiuayunisdiny agluseivunn Aunmiinvesateny aglusyiu
Uunane wagANuguuasaiey aglusyiutey

auLAgIUT 1 ussatiuayuynadany AMNINTIR WazANAYYRILgIDgANTITNLIUAT SanTaUysil
Jadiauunys wavdminaynsuinis egluseauUiunans

HANSVARBUANLAFIU WU sukseaTiuayunsdiny agluseauinn uagmuann madn agluseaulunans
FruFaensuaunfgu fumiuguresaeny nui fasengiianugueglussiution feduisiasausfgy
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Faguszasdn1sIsed 2 lewSsuliisussiunuguuesggeengun ngummnamuas Jminunusiil
Jamdiauunys wardwminaynsusinis Iuunaudadediuyana

NAINMTITENUI MsiSeuiflussduauguesigseny Suunmsiwe wud fgseny Awesinsdiy
fsziueuauuanseiu egadidodfynsaiafisefu 0.05

wamsUToUTisusEAUAIAITRLgIeny SuunmLYNeny WUl faaeny TiTivasengsineiu Sssduaigy
Tiuansnafiu sgndifoddymneadnisziu 0.05

HANSIUSEUEUTEAUAINEUYRIREIRTY TMUNANTEAUNMSANY WU Hgeeny NilszaunsAnisaiy

aad

Tszauanuguuansinaiu egaliteddgmieainnsyeu 0.05

NaNSWTEUITDUTEiUANAYYRIESeNy SIUUNMNANIUAMNNTANSE WU Fgsengidiaanuainnis
ausarafiu fsefuamnugy uandnafu egnailduddgmeadansedu 0.05

wamsIsuiisussiumuauuesgieny Suunsunelfiedeseifiou wuindgeeny ifneldiadedeiiou
ety dsefunuay windneiu sgsdiiddymsadiffissdu 0.05

aunfiguil 2 Yadvduynnaineiusedumuauuesgiegnngammamuas Smiaunusi Smiauuny3
WAz InaNNIUTINTLANANaT

NAMSYIRGBUANNAFIU WU Haeeng i sziunsfing aanunmnnsausauazsieldiadesiofiousnediy

a a

JUQ)LasANNAgIY

Z
=
=
AN

Fnquszasdn1ITei 3 ileAnwidvEnavosussaiuayumedsa uazauNMTInTiienLgUve ey
wansaunnamues Jamdauyusiil dwdauunys wardwminaynsusnis

HANSANYINUIN ussatuayunisdiny uazAunddn d8nSnadennuguueddgeey agluszduuin
atnefifaddyn1eadffisedu 0.05

auuAgudl 3 ussatuayumadiny wazAunIWTin TaVENaReANATYBIFIDILYN NTNNANILAT
Fainunustil Jminuunys wazdwminaymsusinis

HANIINAABUANNAFIU NUIUTI@TUaYUNIdIal LagAMNNAInlanTnanenIuquYeIigIeis
oglusziuann egnailifuddymsadAtiszdu 0.05 FruFaensuaunfigiui 3
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Abstract

The research purpose was to develop and validate the structural equation modeling of perceived
quality, corporate social responsibility, switching cost and customer satisfaction influencing customer loyalty
on mobile phone brand network in Samutprakan province. The sample was 600 customers, who used
mobile phone brand network in Samutprakan province. Data were analyzed by using the Structural Equation
Modeling (SEM) technique. The research result found that the model of factors was goodness of fit with
empirical data with statistical X* =88.23, df=68, p=0.06, CFl= .989, GFI=0.987, AGFI=0.951, RMSEA=0.02,
RMR=0.007. The customer loyalty on mobile phone brand network received the highest directly influenced
from switching cost, perceived quality and customer satisfaction. The switching cost, perceived quality and
corporate social responsibility had indirectly influenced through variable factor of customer satisfaction to
customer loyalty on mobile phone brand network. The research result can be used for the executives of
companies, who have involved in mobile phone brand network in Samutprakan province, formulate the

guidelines of service development plan to strengthen the high customer loyalty in the future.

Keywords: perceived quality, corporate social responsibility, switching cost,

customer satisfaction, customer loyalty on mobile phone brand network
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WeimukaznTIRdeUAIARnAasadlinaaInisiastaieniIsTuiamuaIn ANUTURRYeUYRIBIANT
sodany AununsUFsuulauazanuianelagnAniidninadennuinfgnarnunsdusiasetielnsAnsidetie

wuaAn nau wazeAdeiifeades

mi%"uiﬂiiuﬂ’lw Kotler & Keller (2016), Dararuang, Kao-un and Chongketkorn (2018) uag
Damrongthakoengkiat, Chaiyasoonthorn and Chaveesuk (2019) Wmmwmaﬁuaqmﬁ"uif@zumwdﬂ
winefe Anumszandviunisidaufiauiuazuinnsiianuaiunsalunisnevaussanudiesnisosgnin
puihiuaue ilunafigniaalifususnuasdmalsignéifiannufimels vdsiiussaunsnism agd n1ssusnmnm
mneis N13SuivesgnAvseRSuUIMIIINMsUsTluRavANiUsTaUNsalTInInMsIdEuAuALUSNS BN
Fanunvesesdns tnsiUisufisudsiinnainaglésu mndsitldsudulunmuiianinngldfuguaniasiiniy
NAN1TI98984 Kittinorarat and Paholpak (2019), Hossain, Sultana and Mazmum (2016) tag Saha, Islam and
Hoque (2016) Nu3MN133UIAMAMUBIANAIAINNSINLTUSNISIATeY e InsAnilanoazieassauianels
Anmssesiulazanidetislusmauddnanasaionnuiniluiign donndes Monchantha and Weerapaiboon
(2018) nuinssudnamnwesgnAIIaNYsEaUNsaiTiiuIndsralignAAnnNTimels sz
flldlagnin G]@Uﬁuaﬁ’mL%’JGli\‘iqu‘UmWugf’e]flﬂﬁiﬁﬂmﬁiﬁ@ﬂﬁﬁﬂﬁnuﬂ%@LLﬁSI%U%mi‘g’] WainsAneves Plungpongpan
(2019) wuiMsFuinunnaInMTieresdtinaulyTdmasonufianelavesgniniiuliuinismeegyinli
mMsuiuaresgniUstaunadiFanuianl minnsumuimuaiduasdg

H 1 : m3sugnan e nan1auIngen i lagne
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AMUSURAYBUVDIBIANSABEIAN Certo and Certo (2018) Wag Noonin, Jadesadalug and Sansook (2016)
Tanumnevesauiuiinveuedesdnssediny wuneds nsudmsinnisfiesdnsthanllunissiiugsio
MmhmeshnsliAulnUszaunnudife mugnsguadnm vimun dunedon dsen melinsiiuetisseroadioni
aunauazdsEl uay Jain, Jain and Rezaee (2016) Whaamine anusuinveuvetesinsiedsnuinudniudisuan
fuaruienelagnén shlsiesdnaifiulauasiyaniiutulunainogddu agu mnuiulisveutesesdnirodany
yanefls Msuimsdnnisvesesdnslaeilsfagiidauldide wu gnén suvu deudus 1a9 Heaiunnuianda
Tiugnfuazifidulfidedmaserudisaretering nan1sfiny1ves Hsu (2018), Watphuangkeaw and Thiangtam
(2018), Bianchi, Bruno and Sarabia (2019) wuienusuilnveuveternsredinuanitsnmiasseussalienieu
anénfnlduin gnénasfenufioels dandinsenunauin deedearuidlatediuazausiniluowian
uaz Mohammed and Rashid (2018) wui1 mnwsufismeuveesinsrednmdutiadovaniiosdnslugnavings
nsusnthu e L‘WiwﬁqmaGiammﬁqwahqﬂﬁwﬁmﬁfﬁaLﬁmﬁﬁLLazqﬂﬁwau%’ﬂumﬁuﬁw %04z7 Plungpongpan
(2019) WU AufuRnveLYesdinLTRFTodnLdmaionwielavesgnATuliusnsmaevilrigndn
Snfroasdnsuariiosnsdinuduiusinlusseren mnmsumut s SuauRgilddd

H 2 : AuSUARTOUYDIeIAN SHOFIANANNAN U INGOAIIUNINBT9gNA

FununsiAsuutas Willys (2018) ndnd1 dunumaildsundas Wuilademuaivinligndwdels
llsusmssedudesaniusuuiifisturesgnéviestadualidiesi 4 Afusedsild uas Xhema, Metin
and Groumpos (2018) liasmnedn fununsiddsundas Wudunuvesgnanidedoauasuuvasmnanaudifu
TUns1auddu enaliudatuvdelalmtu Téua madum naiuna mslinat Wudu asu fuunisudeundas
manefle madsuuainisamuresiuilaatesinunsiuaildine funanionisduaiiaemiGeuidoyall
naenaunnyliuilsludsiiazifntulusuian nan1s39uves Tuan and Rajagopal (2018) Wudwﬁunumsmﬁammm
MnmsteRudwieuinafigeiuazdmaonufimelagnéuinan wargnéneralinduintediinsgyilignén
finnseenldanefifiuty denndos Kim and Jung (2017, Hossain, Sultana and Mazmum (2016) tkag Calvo-Porral
and Lévy-Mangin (2016) nuddumumaildsuuiasdamuisdosiueufisnelauaznisnduanlduinizen
Tnslowzdodunuiiugdugniasdeululinsauidy mmgnéidninssifinduludesesailidne
vauzdl Park and Koo (2016) wuin diunuilidasuuiasdamasenisiddsuuvasnisldssuud foanissening
0S uaz Android Lipsaniisansszuvannsavhauldlndidestu mnssutlavinliduyuvesgndiutugnén
auildsuntadiuldszuulnl aenadotnaddoves Willys (2018), Saha, Islarm and Hoque (2016) uwag Ramadania,
Theresia and Sadalia (2018) wuihdununisiasuulasdsrasioruiswelauazausnivesgnilagianyduu
mamsiuiiiualderegniivinanniigamneshlignédnsygedu annsumusinunduaumisy
Igiota

H 3 : dupumsiaeuuiassmanisausondiisnalogna

H 5 : GunumsiaeuuassmaniausionIuinigna
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ANewalagn@ Leon and Joseph (2018) waw Ngo and Nguyen (2016) Tiaumsneauitanslagne
mnefe nsfignélésuludeiivssandadunisdudmnevesesdng mszgnéiagnela inn1suilaat
warenuinnsdeansitednuuaiiuayuliiaudioniudne Saha, Islam and Hoque (2016) THaumaedn
awitawslagnindunisysailiuvesgnéneudszaunsalessitlsndssudmnuanansalunisneuaus suowan s
asuU anuilanelagnén munefls MmauanseensueuiEniifseduiuas ismaviedliuinsuesgnii anmsuseidiu
AfiRnduAaiilisuass dearomudin ensunifianela mngnéndand ensusianafesnisfinnuazmstoslusunen
Famfintu fofumnuitmeleddmuddymssiliesinsiisgfifistuanauafunndusuniss e dudn
WAYUINIS HANNI98VBS Pumim, Srinuan and Panjakajornsak (2017) iag Khundyz (2018) wulnanuiisweladsvisna
Tussfugalermusnivesgnénuasmeinauladentdidnfaiiousnae immegnénUssilawarseusulussaud
AOARABI HAN1TITBVDY Monchantha and Weerapaiboon (2018), Seng and Jarinto (2018) tag Waratornpaibul and
Luksitamas (2019) nuidlegnéndimnaiianslaanuszaunsalildsuannnsiiaudmselésuuinsovdsmalignin
nfuINTeuarliUS NIt Laraenades Bianchi, Bruno and Sarabia (2019) ﬁwudﬂmmﬁmd&agﬂﬁwLLazmisJam%’u
prAuFThindenusnlunsAuiuesesing mﬂmimmuﬁ’mumLﬁuauuagmlﬁﬁaﬁ

H 6 : AaIuilswalagnAIaaINuINeenIIUANaGNAT

AUANAYNAT Dararuang, Kao-un and Chongketkorn (2018), Kittinorarat and Paholpak (2019)
WAz Monchantha and Weerapaiboon (2018) lalviaiumsneanusinfgnan nunefeszauiauai woinssu
wazauFnvosgnidlituanduaruinisnnnisiuiamnmiinananufoeladssateanudsladiay
gUfiufnstodn dedliiuinsiliuinisedlutivgtuissmodndwadosaunaaduaudiiusinluszen
syriefe GluinmstuiBeniedlduints wwbidsulalulilulinsauidu vhuidsnsdearsuindetn
lﬂé’ﬂﬁgﬂumﬁ vzl Khundyz (2018) iﬁmmwma'jwmmﬁﬂﬁLﬁu?ﬁﬁwﬁmmﬂiums%ﬂmaﬂfe’h nsasawanils
Tusvergmuasamuliivieuunsugedy asu eundgndn el mnuddnidauiniigndvsesiiuszaunisal
Sudilvifunsdumuainisldduiuazuinig LuaaﬂmLﬂmmmwawaifﬂa]uﬂawwamma%auaslmmuwm’]aum
dunaneifudumilweamginssunsde naneifunnuynifuuazeraiinisuendefioligBuinmssensuiuiu
NAN1SIV8UDI Dararuang, Kao-un and Chongketkorn (2018), Vahdati and Mousavi Nejad (2016) wag
Boriphonmongkoland and Chienwattanasook (2020) wuiin1ssudaaninuianduiuazuinisitinan
Usgaunisainsiidausimvesiuilanauianissouiulunnauduasuinisdindndsmadeniudilados
waznanedunusnfisonsaud vzl Sothonwatthana, Sriwanut and Pathomsirikul (2019) uag Kittinorarat
and Paholpak (2019) wu31 nsfuinmnInvedgnAaNMsEnlduinig nmsquatenlald nslasuaiuazain
Husuusddyiiiaviwadensiineusnivesdliinisinsdwiindoud uazandunieiv Wegnéndiauudiuin
vinsduiauanila arunsanevauessludeiidosnisldesieliussaniaim gnérdouinninussiivla
wardanudeansitazliusnsdely wazanmsumudmuaduaumguldsed

H 4 : M55UFRaNINERAN NUINGDAIINANAGNAT
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MNMIUMURTeelewruduiusiiieia e TEe UATNdenAReIRdlARALNNSIATIEIN NITU
SN ANuTURRYeUYetBtANIAadIny dununsUdsuMauarAauanelagnANTavswasder U AgnAiny
asdusiaseelnsiniiletie lorinsauluAnnside dannd 1

NSULUIANNITIVY

AN

3101

AFNEUAT
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AIHUINTBOD

AsTesi ns ninaw 3
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AU

ANSUDNND

a

ANANG
anA(CL)

ANUianala
anA(Cs)

H2
—=

LTEFNT NAYRUUDY

29ANS (CSR)

HanAnNa
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/aNluUNTIY

Usgmnsililunmsdnwadaidogninilivimantetisnsdwidoio enfoeddminaymsusinig
el 6 dwne leuA UnsUe UNME V1aase nagUsEuAY NsrARMSARY uaiilosaynsUsng Falinay
Frunufiniuey ﬂa'w%’haEhﬁaaﬂﬁwﬁiﬁﬁﬁmiLﬂ%ﬂhﬂiﬂiﬁwﬁﬁaﬁa odulu 6 unet1enu lneniwue
muwmﬂaumamwmmu 20 wnsuaﬂmmummhmLﬂ@lé’ﬂwwumaaﬂ (Hair, Black, Babin & Anderson, 2018)
mmmammquummumLL‘Uiaammlmmau 22 fuUs AauAlY 20 Nl muuﬁmlmﬂaumama
J1WIu 440 Fegn mﬁ]aLwaﬂmmmmwa’]mmmﬁmauLLuuaauammLﬂmauaqu 30 % DN
fiviu 572 dreea Lwaavmﬂmamﬂmswmmamqm‘u 600 18819 T,ma‘Lmamsammamqquaumﬂ
(Convenience Sampling) mu,amufuuaaumﬂwmmmﬂiumﬂmuquaaumu o Ummmmuawumuu
lulsiazd1no WU WoNIIETINAUAT AaA YUY LLawGﬂQJW‘u‘VlE)EJ’eJWﬂEJ Dudu

meuaﬁlﬁumiﬁﬂm fonuudouauTiad1euannIsnumuLLIAn mwguaumamm%mmmmm
‘Ui‘“ﬂ’e)‘UWJEJ fewdi 1 Uadearuunnalaln o 818 21T seRun1sAnm seldindedeousazaniunmansa
noufl 2 AUNITUIRMNIN dnvazaeTdulssnaawuudinesm wiadu 5 szau lun fununm
fusan funsFinasaud smumaindedie funnudedndeidlalunisuinig fuanuamisn
glvuinmsuagiuruannsalunsiamn aeufl 3 suausuiinveuvesesdnsredenn dnvarmTIdIw
Uszanaawuudmesn wiadu 5 seau lowd dudseleoviniaasugionasfiiuassenussuniegsng
pouil 4 fusununsiasuulas dnvaginendulsanusuuuiieem wiadu 5 seiu i fuditu
fimanaTliae srusuyuanmsidenan susunuaumeeslumsmdeyalmivasiuamislaiuuou
Tunswasuudas meudl 5 fuanufinela Snvazinasiamyszanamsuuieesy wadu 5 szdu
Toun frumnuazaIniilesu é”mm'ﬁﬁsvmumu AugseAaNINUALAUSNIT AUANAINNITUSNIS
WazAIUTIAIAILYINE mau‘w 6 A1UANUANAVBIGNAT dnwazuIndIulsy mmmuuuamaiw
wiadu 5 szeu WA drunsdedh mumiuaﬂma fun1sTianARTia wasdunseaSeu waznoudl 7 Jolaueuny

mMsmAunmATedle Fuaismsa (Validity) AdeduugeunalviUENIINSEM Il
5 uFademgdiunisnain MsUEmsinns dunsidouazduada lnelfinausiiaranuaenadedae
IOC (Index of Item Objective Congruence) liipzuuude + 1 Asnulademaininiudenndss
Aunseuwifn / 0 Aeliudlatemauimugennassiunseuninda / - 1 Asudlademamlifinuaonndos
funseunwiRalanaeilunsdadentemainarfinnsanaindemaudilda 10C sewing 0.50-1.00
mndasinulafie 10C dind 0.50 wansidesauiuliaenadosiuinguizasduein1side uasna
91391 10C vesuuuasUANnUIFAvTinaeandedagsEing 0.60-1.00 fuaudosiu (Reliability)
LAHAAINN1TMIAT Cronbach’s Alpha Wu31 PQ = 0.81, CSR = 0.82, SC = 0.84, CS = 0.78 tay CL = 0.70

mMynszideya afdnlilunsendddmuuuiiassannslassais (Structural Equation Modeling : SEM)
\WiRnwmavesiiuUsnneuen (Exogenous Variable) Aadauusnnelu (Endogenous Variable) susiuusiunans
(Mediators) mufiauslunsaunwiinnisise Tinsiziaunsadalnseadns (Construct Validity) feisnnsinsize
pefUszneudsdudy (Confirmatory Factor Analysis : CFA) Tnendendefifiminesduszneu (Factor Loading)
fiflifoddny MsuszanuAmsdines (Estimation the Parameter) Wumsiinsigsiandoyafiiuainngusiedis
msUszliumnuaenndasuadluing (Evaluating the Data Model Fit) ilaUszifiurudenadowadlinassdussnou
PNATRMTUAADAVBINANITIATIEIN LAUA AaDRlA-aLaIs (Chi-square Statistics) futinszAuaAuNaNNaY
(Root Mean Square Error of Approximation : RMSEA) maasilinszauainunannau (Goodness of Fit Index : GFI)
ARl inszAuAmIunaNndu (Adjusted Goodness of Fit Index : AGFI) (Diamantopoulos & Siguaw, 2000)
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NaN1538
Naﬂqi']ﬁ]‘&lillL@aﬁmﬂ'ﬁiﬂﬁﬂﬁﬁ']ﬂﬂ?iiUiﬂmﬂ']‘W ﬂ'ﬂﬂJi‘UN@“ﬁa‘Usﬂaﬂaﬂﬂﬂﬁf‘]aaﬂﬂm WUWUﬂqﬁLﬂaHULL‘UaQ
LL@uﬁ'J']ﬁJWﬂW@I"\]ﬁﬂﬂ’WlllE]VlﬁWﬁ(ﬂ@ﬂ'J’]ﬂJﬂﬂ@aﬂﬂ’]ﬂ’]umﬁqﬁl‘lﬂ’]Lﬂ'ﬁ@“ﬂ’]EJIV]'ﬁﬁ‘WV]@JE]ﬂE]GUENNU'ﬁIﬂﬂf\N‘WﬁﬂﬁNVﬁU'ﬂﬂ’ﬁ m\m

M5 1 manudiazmanalasesiuusdanald shuau 22 dauds

Frauus ALY ANAlAS FaUs APY AIAUles
(Skewness)  (Kurtosis) (Skewness)  (Kurtosis)
AU (PQ 1) -0.42 074  mumsmdeya (SC 3) 0.25 0.79
571 (PQ 2) 0.31 0.48 sumuldudla (SC 4) 0.15 0.58
n31dUA (PQ 3) 0.13 050  AnuaEnIn (CS 1) -0.39 0.78
aundetie (PQ 4) 0.09 -0.44 AnsUsEaIuau (CS 2) 0.10 0.53
anuidesiu (PQ 5) 0.23 0.67  wifnaulsiuing (S 3) 0.40 -0.30
PNENINTOELIAUSNS (PQ 6) -0.28 0.74  AMANANTUINIS (CS 4) 0.10 0.37
ANENTARAUN (PQ 7) 0.15 0.82 suvueliang (CS 5) 0.18 0.50
Ustlomimnamsugia (CSR 1) -0.06 -0.24 nsdadn (CL 1) 0.12 -0.47
338U (CSR 2) -0.06 -0.64 n1suanee (CL 2) 0.33 0.63
AuelEne (SC 1) -0.10 0.56 flanaRfia (CL 3) 0.24 0.60
Auan (SC 2) 0.16 044  Assesdeu (CL 4) 0.12 0.39

seuTTbddynsaRRATissdiuy 0.01

99 1 Aeativazaiasldsesnmsianuasiuamsin nui uvsiseglusuuuinisuanuas
Tudnuwauzittne (Araudiduuin) Inefiaianud senae -0.06 4 0.33 wagArnulasinisuanuasdianduaulae
HA1AulaesEIng -0.24 64 0.82

A15199 2 A1AMUUSUSIU (AVE) wazA1Auiady (CR) 989A2uUsaanale 911U 22 aauds

FuUs AVE CR fws AVE CR
(Average  (Composite (Average  (Composite
Variance Reliability) Variance Reliability)
Extracted) Extracted)
AN (PQ 1) 0.52 076 mummdaya (SC 3) 0.53 0.77
5701 (PQ 2) 0.60 0.81 auaulauule (SC 4) 0.57 0.80
AIIEUAT (PQ 3) 0.50 0.75 ANNEEAIN (CS 1) 0.55 0.79
aaidede (PQ 4) 0.51 0.83 n1sUsEAaU (CS 2) 0.56 0.79
Aandesiu (PQ 5) 0.53 0.77 wilngluuinig (CS 3) 0.55 0.79
PNLEINSORIAUSNS (PQ 6) 0.47 073  ANAIMMTUINS (CS 4) 0.56 0.79
ANNEINTIRAIL (PQ 7) 0.52 076 sunuAlgIne (CS 5) 0.55 0.78
Uselemmmnamsugia (CSR 1) 0.55 0.78 msiedn (CL 1) 0.58 0.80
255971U5584 (CSR 2) 0.55 0.79 n1suansia (CL 2) 0.54 0.77
Frualddne (5C 1) 0.58 080  flanARiiA (CL 3) 0.5 0.78
Aua (SC 2) 0.58 0.80 n133eseu (CL 4) 0.54 0.78
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INENTNN 2 AANULUTUTILLALAIATRTUYDINITLINKAIUAINTIN NUT1 AnaBeauuUTUTIu
YosfuUsursasuelamefmuUsdunadiAnunnndl 0.50 Nnfenyiu PQ 6 fif1 0.47 uag AANUTIENUDIFILUTURS
fAnunndn 0.60 Nnd

PQ1

PQ 2

PQ3

082 s 1 CS 2 cS 3 cSa S5

PQ4

0.77 0.52 0.92 0.75

0.79

PQ5

PQ 6

PQ7

CSR1

CSR 2

SC1

SC 2

SC3

SC4a

N
0.72
‘/049
GA 0.21
(2.90)%*
o cL1
0.76
=0.79 GA 0.8 ¥ BE 0.34 045 CcL2
(6.00)** (2.137 %
0.79
- / 0ra_ L3
0.71
N
GA 0.33 GA 0.54 cLa
(3.84)** (3.83)**
~
0.88
*-0.84
0.46
“048 X’=88.23, df=68, X’/df=1.2975, p-value=0.06012, CFI=.989,
« GFI=0.987, AGFI=0.951 RMSEA=0.0223, RMR=0.00703

AN 2 HANNIATIFRUANUATUTIATIATIBIFILUUTIRRIANUANAGNANATLATIAUAN

NANT 2 Wummmu X°=88.23, df=68, X*/df=1.2975 FaluiAu 2 0, p-value=0.06012 Faunnin
ey 0.05, CFl=.989 331N 0.90 wazlaiiiu 1.0, GFI=0.987 F331nn31 0.90 wazlifiu 1.0,
AGFI=0.951 B31nni1 0.90 wagliiiiu 1.0, RMSEA=0.0223 Farlosnin 0.05, RMR=0.00703 Fatlosnin 0.05
(Diamantopoulos & Siguaw, 2000) gl luaaaunislassaiaiifauutunidauaenndesnauniy
fudayaeUsedng
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A1399 3 UEAUFUNIANUTURUS BnSwaan1ense BvEwan1edau wazBnsnasinvanIsTuiannIw
ANUTURAYRUVRLRIANTADEIAN FuUNMTAULUAS AMuwalagnAnsidviawasaaasing

AUATIRUAT
FLUTHAANS fanUsanve
PQ CSR SC CS R’

s DE 0.21 0.48 0.33 - -

IE - - - - 0.852

TE - - - - -

DE 0.43 - 0.54 0.34 -

IE 0.0714 0.1632 0.1122 - 0.816

TE 0.5014 0.1632 0.6522 - -

KU : DE = Direct Effect, IE = Indirect Effect, TE = Total Effect

NN 2 UagenTT 3 wanadumenuduiig Brswarnanss Svwaneden uardvswarivesduna
ANuduuSsEnINennsiuiauaIn miuiuinveuvetasdnsredeny dununsiUdsuulas anufianels
wazrLANFUAS LR HaTesnT T ERi e duTuS s hesuUsTuusasdune arunsnesuelesl

MIsuinMmURsgnAinasiaAuanelagnAn eehalitludfyn19atia Inedavswaniumss (Direct Effect: DE)
Wi 0.21 uasllnadeausinignaegiituddnmeatia lneddvsnanimse (Direct Effect : DE) Wiy 0.43
dvSwan1sdeu (Indirect Effect : IE) wiriu 0.0714 wazdnswasiu (Total Effect : TE) wirriu 0.5014

AINUSURAYDUYDIRIANTRRdIANNasanuianele sg1eldodAgynisada Tneldnsnanianss
(Direct Effect : DE)wiriu 0.48 wagilnasionnusinfgnenegsditdudndaynedia nedisnsnaniedeu (indirect Effect : IE)
WU 0.1632 uazdnswasiu (Total Effect : TE) iy 0.1632 unlididnswan1anss (Direct Effect : DE)

Funumaasuasduaternuiiele ogredilddymieada Ineddvdnanianss (Direct Effect : DE)
Wiy 0.33 uariinasenusinfgnAegiifuddynieain lnedisnsnan1anss (Direct Effect : DE) iy 0.54
dnSwan1egeu (Indirect Effect : IE) wirfiu 0.1122 wazdvgwasiu (Total Effect : TE) Wiy 0.6522

AnufisnalagnAdnasionuinigna egreitudAgynieatia lneildvisnanianse (Direct Effect : DE)
Wi 0.34 unliddvswanisdau way PQ, CSR, SC awnsaviuneauianelalisesas 85 way PQ, SC, CS
ansaviueauinflasesay 81
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M131991 4 WANSNATBUANNAFIU

NINAADUANNRFIY duuseans t HANT

WAUN NAFOU
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matguazMANTUIURlg 3 898nT enausEAUUTIWarsERUUATRNSINNNT 9,000 AU kagsL Ly
111NN 30 T FauUsiidnuie fauususs 4 fuus e UszavBrassdns nnzfiiinisivasuulas Sanssaesdnig
LagusTeINANIsaisassAuianssy iudeyalagliuuuasuany Ainssvdeyaseadd Ae Sevay A1ade
Andesuuninggiu MAATIEREuNI LagasIadeuANdonadesvesluinanuduiusiBeaniug
YoeUsrdvEnarIAnITvRsgIiauInIsladaindiudeyaisUsedng

HANFITeNUI WA NUEITUSITIa AU T AVENARIANNTYRISINAUINITIadaRnd dAudenndos
fudeyaidausedny egraldedAyni9ada lnelala-auads wiidu 142.543 esrdaseiindu 71 Arevdl
syiuALdDnAZes Wiy 0.970 uazmmNAIARdoUluNTUsEINMA NI Enes WinfU 0.044 maddy Fauds
UsyaviBnasAnslasudvswanmssandulsiausssuesinsinniign sesaunfefuusamgiinnsivasuulas
WarAILUSUTIEINANSES9@sIALIRNTSN Tnaflvuindnswawindu 0.59, 0.48 wag 0.19 mua1su sgrsditedAey
yaadAnszeu 0.05 fuusluluinaainsaeBune AU sUsuvesl sUsyaniuassinsvesssiauinisladaind
ladeeay 89.30

AENATY: UseavanansAnis ndgEiin1sdeunyas Jaussiuesnns
U3581N1AN15A319aTIANINNTIN §3nausmsladannd

Abstract

The objectives of this study were: 1) to study the causal relationship of transformational leadership,
organizational culture, innovation climate and organizational effectiveness of logistics service providers
in Thailand; and 2) to analyze and prove the consistency of the causal relationship of transformational
leadership, organizational culture, innovation climate and organizational effectiveness of logistics service
providers in Thailand.

The samples were 644 respondents, from management and subordinate levels, who work in 3
logistics service providers in both public and private organizations. These organizations have employees
more than 9,000 employees, and have been operated in logistics business more than 30 years. The variables
used in this research were four latent variables, which consisted of organizational effectiveness,
transformational leadership, organizational culture and innovation climate. The data were collected by
using the questionnaire tool. The statistics, which were used for analyzing the data, were percentage,
mean, standard deviation, path analysis and prove the consistency of the model of causal relationship of

organizational effectiveness of logistics service providers with empirical data.
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The result found that the model of causal relationship of organizational effectiveness of logistics service
providers was goodness of fit to the empirical data with the statistical significance. It found that Chi-square
was 142.453, degree of freedom was 71, GFl was 0.970 and RMSEA was 0.044, respectively. The organizational
effectiveness factor has the most direct effect from the organizational culture factor, followed by the
transformational leadership factor and the innovation climate factor. The effect size of those factors was
0.59, 0.48 and 0.19, respectively with the statistical significance level of 0.05. The variables of the model were

able to explain variance of organizational effectiveness of logistics service providers by 89.30 percent.

Keywords: Organizational Effectiveness, Transformational Leadership,

Organizational Culture, Innovation Climate, Logistics Service Providers

unidn

tnidelumanifunsuimsiansliauaulauasdeissaniuassdnmauunfnndnifinisine
198190319 azEIILL LI AN p1UTEAVBNaR R sTAud Ao sanidnunendnve s uide
fifefumsuimsinnisesdnisie msuFuUimuUsyasuansAnsg FouddyiiAntufonisuivmsesdnig
TAnusyansualuaninnsaitagtutu SuludesendeiiadverlsthdunsduaiusyAvinaesdnis

masé’ﬁwLﬂuummwmqmﬁﬂmiwmwﬁqﬁﬁmmﬁwﬁzyum Stoedill (1950, as cited in Buchanan &
Huczynski, 2017) we931 nnzfiifunszuiunisiiyananeendiazainadninadsenginssuvosgnunio
dlaafudaiiteussqitmne (Goal Achievement) Taganggiiinsiudsuudas (Transformational Leadership)
Husuuuunilsvesnnfihfidnivnisaulafinuiisesnlaenasn Bass and Avolio (1994) na1alidn nnawfih
naAsuutanduniumensuvesinlunisadeanunsendniliAstuludaging Wasuulaseuneg
yosfpuligaduninfinants fequautiuasnginssumaiiagilfesdnisiudsuudasllumeiindy
a¥feanuduuddliuiednis wagiliesdnisussgiauseansnmiazyssaving uanainesAnisasdiin
AopduiRdouN s duOuLd NnesinsfudliamssmesdnindusniiuauAnuasnisnsyiindneg vesandn
a1t Denison (1990) nanilit Yamsssnesdnig vanefs andiew arwide uasndnnisiugudaimindlugiue
Adusngruvessruunisdanisesdnis mATevarstuuandlidiui TamssswesdnisdwaliAnuszansna
osdmsluduniaidu iy sonueiiulatiu vEeranaULNLASAIMLIINTY (Gregory, Harris & Armenakis, 2009)
videUszanSuansdnislufunsifiundnnin vdenisiiununmuesdudi (Sarros, Cooper & Santora, 2008)
Jusiu Scholz (1987) Faaguin Samsssuesdnsiidnvarddyusznmanilsde dwadeuszavsnaveseadnisls
TneUszansnansrnssainulsiumufonsuiiaundnlussinistnte Jsfife Tausssuesdinis (Bunchaluay, 2013)
uenanifuimstifesduaiulifinusseinianisadsasssduinngsy JaduvsseneddeliAnnisasisassd
wazuinnssy lasaudnluesdnisnisezdesiiiunAniviinie (Challenge) Tunisvharulfussquiivang
fdaszlundn liunsatiuayusilefinsiiausuuaflvs (Ekvall, 1996)

dremaiivis 3 Jadei Seldun nnazdinnisBeundas Yaussanesdnig warusseInAnaieETs
ufnnssy rudutlideddysenisuimsdnnisesdnis suidsaduifulsiisAnviisanuduiusidaig
vosiladeoiis 3 4 Tnefianandiuin nnzdinnisudsuniasey inaroTansssuesdnmislagesdnisliduata
ThAnussemansassassiuinnssuiladons 3 § awdwadlindnawimihilvewueseifian L,Lavuuaawmam
nauvszAnsualunshaulunihiinngg uazaadeasduniafulssaniuassdnislaesiy suideadull
FujsinundsmudiniusfamnuesUsydvinansdnis laonsfnwadsdazdnufuduimauasninelugsia
Uinsladafndaniaisuazniaenty dudugsieiidduiulnesnannlutagtu waideadedasfuusslond
somsthluadsguuuuanudiiudiitelfmhsnuiifedesiluinudsulssssaviuassdnig aiennulfie
Tunsudesdy wasiaunasegialaesinvesusenalneg

68  215MSIVINSUSHISSSAA

dunausadugaunynenvuuvisUsandlng
Tuwszaguiiug aufonszmmiausvgann aemususiunang

Ui 10 16 1 Usziiou unsran - fiquisy 2564



IgUsrasAvaINIIdY
1. ilefnueudiudiBsenmnveaniziinniswasuulas fansssuesdns ussetmansadeassAuinngs
flulsansnaniAnisvedgsnauinisladafndlulszmelng
2. \ilodiAsngriuaznsIREeUANARAAFDIvRFULIUANLENTUSIEE M ve A1 TR uLdag
TAUSTIUBIANTST UTTHINANTESWETIAUIANTIU AudsedvBrassinisvasgsnauinisiadadndlulssmelng
futeyadelsedng

wwIAn Qe wazauddeiiieados

UszAnSnansAnns (Organizational Effectiveness)

UszdnduansrnsiluLuifnd Ay uean1sdnnis Robbins and Coulter (2016) 83Unei1UszAnSraniAnis
5u1ﬁﬂaﬂuﬁﬂﬁzyﬁiamiﬁwmﬁlﬁmsqlﬂwmsﬁamaé’wémmaqﬁmi (Shiva & Suar, 2012) IngnsUseiiiudseansua
psdmsiufenlinmsiauuumanenast dnifefiitedemasauldinauensussifiuusyavinansdnisTneBauuy
vaneLnat W Mott (1972) Wannduid inuUszavisnanidnis (Index of Organizational Effectiveness) 3 #u e
FrunBnnin frumsuiui uazduaruBangu @u Hoy and Miskel (1991) diauasustlunisin 4 Usens
fio n3UFufa nsussadimane msysanns wegmsinyiuuuku TN (Latency) nsthiauadeiain
1 2 LLu’J‘V]’Nﬁgﬂﬁ"ﬁﬁmﬂWi'ENagJ:U’N‘U’izmiIﬂ&l Quinn and Rohrbaugh (1983) #iauedn Aumenedlunsysanng
wnAnUsravinadailrunauiniooy uarldiannfassuuinasiiausyaviuassdnisesaugussanduan Boni
Fawuun1sutetuvesandisn (The Competing Values Approach) areliiAnsuuuges 4 fuuufiaiuise
TauszAnSnassAnisidegensaunau ANgEIENUI N15UTEEINUTEENSHABIAN1SYEY Quinn and Rohrbaugh
(1983) annsauuszendlilunisussdulssavsuassAnisvesgsiauinisladafndluusemelnglaiduead &
Ustlovdsomehaliussaimnedavasa fnszuaumsndluiin shauneldissuuda wasausimnuduiudiu
Tunsviau

azdiiniswasuuuas (Transformational Leadership)

U ) \ '
2 o = I3 a CY 6\ 1 2 o aada o o ¢ U =
mawdmﬂmfdaauLLiJaaL‘LJumaLUasJuLLtJaqﬂszmummulﬂa@mmmawm Andagala Tansssu

Y Y 9
=

wazdianuanansatumsnszdugmalsifienudugiih (Zuraik & Kelly, 2019) Burns (1978) WugBufnuideos
Amgghimsasuas InefluunAnndnie ynaulussdmsaunsauansnmginsuasunadls Ts Bumns (1978)
wisgrheenidu 3 dnunrAe nmgiinisuanivdsuy amzdinsiasuuyas wagnzfihuuuadussa (Bass and
others, 1987 as cited in Hassan, 2019) aEhﬂiﬁmuLLmﬁmmawgﬁwmnﬂﬁauuﬂawm Burns E"J’\iﬁgmma&ﬁuﬂu
uaelfeBunennfinssvesnmzdinadsuuaddliandne Bass (1985) JldanuuiAnues Bums liinsdaiau
897 Tne Bass f\lzLﬁum'mﬁwé’mmm’az;:iﬁflﬁﬁﬁw%wasiaémm Q’mmLﬁ'?'j'aLLam’m”Lﬂu;:Iﬁflmewﬁﬁ']ﬁmsﬁ (Charisma)
uenINesAUsENEUYBINNEHhMIIWABUL AW uNMsTusinsensTiBvEnase1siigaunisaludn Bass Suiiaue
aadusznoudn 2 Usens fie furdesdianuannsatunisnsgdunisdy wazmsidaiianududawnyaea
(Hurduzeu, 2015) wifuuAnnnedinniaudsuulames Bass ediaruauysaiiudnasdunis uddsnyumes
Fosmuduiugssvinedinuagdniu Kouzes and Posner (1987) Wuffiusuugsuuifnes Bass Tnsfiiugu
anuidemadufiirdudunszuiunsiiaeuduld Tnefunldsudviwanngdduuasdsauau oghdlsfio Bass and
Avolio (1994) Ifsaufuufutsuumpnnmedinauasuasnadmils suldlumanmedinfiusuuuy (Model
of the Full Range of Leadership) Ssuidsiarldiuuifnuas Bass and Avolio (1994) Fsfiauauysainniige
Tnnmefiinisdsuuvasiiosduseneu 4 Usenis Ae n1siidvinasdraiigaunisal nsadausstuniale
nsnszaunslan weznisidsirnudutawnyaea

Fedauauniguil 14

auufguil 1 n1aefnisiasuuadsniwanienseiaussansuasednis d5nswan1edousiiu
TRIUFTTUBIANTT UAZIONTWAN NODUAIUUTTIINIANTTA T NATIAUTANTTI

215aS3INSUSHISSSA?  HQ

auauaniugaudnuenvuuisUsznalng
Tuwsggudud audansamminunvganT deuususvnand

Uit 10 i 1 Uszdifiou unsiax - fiquieu 2564



IUUSTINDIANTS (Organizational Culture)

FausssuesdnisBudmsvaunduduuuluga 1990 lag Denison (1990) 1#@nwianudusiug
FENTNTAUTTIUIANTAVUTEANTHADIANTT Inene1e unaUmaIN 2 10 Ap TWUSIINRIANTITINANTENY
wiselianuduiusiunsujuRnuwaslseavnasdnisetnals (Hartnell & Walumbwa, 2011) Inegusuuiniusssy
89AN15Y89 Denison (1990) &1 4 JUuuy Ae Jausssudusiu Wunsildiusinvesanndn Jausssuenan
whualouidaiau Sausssunisuiui wunsa$anndasullas wagdanussuiusia Wuiensgnsaans
aun Daft (1999) laAnwianuduiussenineinusssuesAn1sivlsednsnassAnis WuReaiu Denison
InguuadnusssuesAansesndu 4 Yszaw fe Jausssuwuuaseuass wunsfidiusiuvesyaains Juusssy
WUUSI9NTS LHUNG setuUmaghU UK TausssukuuUsum wumlenlun1snouauawiagne wagTmusssuiuy
sanadugud wumadwsuarliafeusunisudeiu msfnwlueanieduuutausssuiudnivg e Ussasinin
Ao Tausssuesnnisidiudiglunisiauissdnisnsetisliesdnisussginguszasdvetesnnislaegnls
i iAdelutned 1990-2000 8 Sackman (2010) @y auTally nuhilnuAdeiuanidenuduiusuasdydna
vosiausTsnesdmsfiiineussAniuassdnafiutuinn fegnaty TausssuesinisdssaroUsyavinansdnis
Tusun1313u (Gregory, Harris & Armenakis, 2009) daase NS iunEnN N IFUA (Sarros, Cooper & Santora,
2008) 1Huffu @rmuuIAnues Sashkin and Rosenbach (2013) finmsAnwiguuuyinmsssussdnisfinseuagy
vaneiu wagilauiuasiomnziugavesnisidsunas {ide3adenliuumAnues Sashkin and Rosenbach
(2013) FnnausirinusssnesinsUseneufeesdusznau 5 §u fe nMsUimsmsasunias msussaidivang
maUszanuANTINile N13LignA wazauduudwerinussy

Fedaduaunfgiud 2 9

AUUAFIUT 2 S TINBNAN1STBNSNAN A TIaY L ANSHABIANTT UasiTBNSWaN198essUYTTEINIA
NIFFNETIAUTANTIY

usseNAlUNSE319855AUTANSIU (Innovation Climate)

uAakarATefiAsafuTsnelumsadsassuns sty dWdldsuaualalutng 20 Bkiuan
Inednguszasdananiunis@neridedrulugasniArineudn vsseinialunisadieassAuinnssuidiugae
Tunmsaamsiasuiamesesinmaiiesuiiofuanmuande annaulusadns waztmesdnslugnsdudua
ageliUsEaAvaNalang1als (Glisson, 2015) dn3denangaulaiauIiuIAnkauUUsHEIUUTIEINIANITATETIA
uInnssu Wu Ekvall (1996) l@usuuuuszifiudie Creative Climate Questionnaire (CCQ) BsUsznaudiedii
Tunsusedinussemealunisadisassauinngsy 10 i we Amabile and Gryskiewicz (1989) dimuunuuyssidude
Creative Environment Scales tilaUsziiuaninuindonssdnisiiaznseduliiinnisadnassd wiuuife
LLasLLU‘UUizLﬁummﬁé’ﬂﬁmqﬁauﬁiﬁﬂiauﬁquﬁﬁwﬁ’mmmmaﬂmia%qaiiﬁu‘?@ﬂiiu%"ﬁLﬂu?ﬁlmmazﬁmwmﬁu
funnansiusenly (Ngo, 2015; Ashraf & Khan, 2013) aghslsAna NATEatu e unAnves Roderic (2007)
efpmesimiineuasiingfinssunisadassduinnssumnrietesiueg fuvsssniafidadensadiauianss
1NYSANMIAUULIANYBS De Dreu and West (2001) uag Jong (2007) (as cited in Sivapitak, 2011) §ennuzg3demnuin
NM5UTEIIUUIIOINIANITAS NATIALIRNTINYOY Roderic (2007) wag De Dreu and West (2001) way Jong (2007)
aunsniuUsegnaldlunisusedliuussenianisaseassAuinnssuvesgsnausnisladanndle wasliusslowl
Aan1TIATIzingAnTIuveInulueInns Tneliesdusznou 4 du A Auldasylunisvineu anulasnsiy
wuuildusin avumenemiienrundudn wagnsatuayulumsaiassduinns

Fedaduauufgiud 3 9

FUUAGIUT 3 UTIEINIANISAINATIAUTANSIUTBNSWaN A TIAaU s ANEHasIAn TS
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PNUUIANFINGY AEFIFELAAINTBULLIAANITITY AakanaNalunIng 1

arzfinswasuuda UszAvSnaasfnis

- M3LdvSnangsligaunisal - gl avgHa

- Myasaussduaiala \ - gunszuunsngly

- MsnseAuN Ty - nuszuuln

- msmidatsnnududanyana - funywediug
IMUSIIUDIANT UFIIINANITAZ19ETIAUTANTIU
- MsUSInIsUAsuuUas - anuddasylunisvingu

- Msussadmne | - enudaeadeuuuiidus

- M3UszaIUAUTILLD - Anameneaiionan e
- M38agnn - msatuayulunisaineassa
- AU e T TUs S II UInNIsU

MA 1 AnudiusRiamnve s dvinaesinsvesgIiauinsladafndludsemelne

BAiunse

UsEnsuasnguileig

mheinsginasnuided 1 ssmsdlsuimslalafindvesnaiguazniaonsuualvfidniingu
170131 9,000 AUl

Uszns 1A fudmsuaznineniivihanulussdnisliminstadaindluussmelne

nqudreeig Taua fuinisuazninauiivhauluesdnisglivinisladadindaiady 1 uss
wazanALeNTY 2 Wit Tasesdnismaniiiuesdnisglivimsladefndniaiguas maentudaduuisndusd
mmmlmy'ﬁﬁwﬁmmmm’h 9,000 autuly SnvdlrusnisladafndasursasuasliusnisiAsidestuladannd
uurund1 30 U deiinguiaegisuesesdnisdliuinislaiafindaiassfildfunisdaden Ae fuinis
wagndnauvesuIynlusuddlng 9140 wazndudiegisvesesanisglyiuinisladadndaiaienyu
fio fudmsuazntinaureauitn A @eaund) uazuitn B @oaund) Tnofilideyaifuguims vioninau
Afluszaunisaliiedduladaind ed1etion 3 U uazfidedndunisdudiedisanguinisuazniiniy
Yoavia 3 asdn1stesiy Mamsnedl 1 edudpounuuasuny
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A1579% 1 5’1‘14’314%19\8ULLUU§1E]U§1’13J

AUYIU IUIUGUIVT/NTUNWY IUIULRDURUUFIUY
({u3ms/minaw)
MIBNUNIATT 17,167 386

Uswn swdldlne 910

PUIBIUNIALDAYU 15,784 258
USUN A hazusev B

33 32,951 644

[
9 (9

ﬂmz;:ﬁ%’sﬂ%msejuﬁmsimwwaw%umau (Multi-stage Random Sampling) Tnefidumeussd

1. 19m1574 Krejcie & Morgan langusiagadnuau 379 Au

2. Avuanguiiegiadin 70% il elwldngudiegeinnd unazsudunudssrnsias iy
(Neuman, 1991) lingusegsdniu 644 au

3. yualaadiesdnsladafndiunduiognafiinainesdnisniads 60% andninaulugudeiauy
U9UY WElune wazgauay Langdudiegne 386 AU WAZEIANITNIALLNTY 40% INUTENDNTYU A
UL 130 AL LATUTENENTY B 1uu 128 Au landuddegie 258 AW 31nT8N15du8EN9

WUV (Simple Random Sampling)

i3esdefldlunsidoifutuuasunudadsdiuyana wuvUssidiusednsuasidnig (Organizational
Effectiveness) U3UU39na nkuuUszifiuseavBranidn1sues Quinn and Rohrbaugh (1983) wuuUseiiy
n133U¥ngdinnsiasuudas (Transformational Leadership) AUfuussnainuuuyseifiun1aggin
nsasuwlasde Multifactor Leadership Style (MLQ-5x) ¥®84 Bass and Avolio (1994) wuuuseiiiu
M153UFUTTEINIANSASATIALTRNTSL (Innovation Climate) MU3UU38N9INUUUYSEHILUITENNABIANNS
484 Roderic (2007), De Dreu and West (2001) uag Jong (2007) uazluuUszidunissuiinusssueddns
(Organizational Culture) ﬁﬂ%uﬂgﬂmmﬂLLUUUszLﬁu’Ywuﬁiiumﬁmi fido31 Organizational Culture
Assessment 84 Sashkin and Rosenbach (2013) wa3osflefl#lun1sidefdiaufissnsadadon
wazdlmmimiissisatiusihtu 098 fiTesidunafvloyalneliuuuaounuatiunssasuasuuveaulay ¥y
wuugeunuAuIILIL 531 atu dnsInsmeunduiesay 82

HaN1539Y

a3 ATz ey afl ugIuTEINg 18813 Ao fuTsarwtneuesuT ¥ luswEdlne Sain
waznAenTuie vitnduihiuladainddaduuieniund S 2 v Teedliteyadalvgidunae
flongszning 31-40 U duFanisfnwszaudgginsdiulngvhauluesininiady wazilundnauasunse
wilnoudsednaud Iuszaunsalnmsinuludumisdagdu sswie 15 Y

wanisiasgidoyaiesiunud fuimsuagndnaulussiauinisladadind Ssedunisivg
Aerfuyszansuasdnisvesgsiavinislaiadndlutssmalnelasnimsiuegluszfuuin efinnsan
Humesumuiiinnudadiuegluseduinnia 4 du Taedesradsanuinluties Hud fufaussaueadnig
fuusseIMAnsaaTIAUIanTN fuUsAvinansAntg wagiuanzgihnsiasuuuag
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v ) ¢ N = ' o ¢ ' Aa = =
ﬂ’]u’g@]u53§3JE]QF]ﬂqillﬂ’]ﬂ3LLuuLQaEJE]%IU'ﬁSWUN’]ﬂLLagaQﬂ‘Uigﬂ@‘Uﬂﬁ]ﬁ‘W@JﬂqLQﬁEJlHﬂV]?jVI

A 1

Aan153sgnAn FuusseInIAnIsadsassAuinnssniidinzuuuadseglussduiinuazesduszneudes
ffAAzuuuRAsInAigaAenisatuayulunisadieassduinnssy dudszaninassAnisiidnzuuuiade
oglusefuunnuazesdusznevdesiiiiAnazuuuadsuinigadediutiivuiedannuadiuniizgi
mMadsuudasiimazuuuadeglusziuinnuazesduszneudesifandsnniigarensnszdunislaa
N153LATIERANUFURUSITIa1MnveIUseaNSHanIAnITuesgsiauinisladaindlulsvinalne
Frenienesiiduns (Path analysis) TneldlusunsudnSagumnaadfusenaudesudsussitanan 4 fauus
l6un Fuuszandnassdnis (OF) sdruntgdihnisidsuntas (TL) dufausssuesdnis (0C)
warfuUIIBINANITaTsasIFUIINTIN (CL) wasdudsdunaldiomn 17 fuds feuflasshnisinsey

duneauduiusidanrnueslsedninasiAn1svesgsnauinisiadaindlulssmalneidelainansy
YUIALALNANIIVDIANUAUNUS TEWINIA LU WERIAIAISIN 2

A15190 2 LIASNAANFUNUSTLNIN9RLUT el

AuUsHela Uszndua  A1azduiims  dausssu UI581NA
29ANS Waguwuas 298015 MSE3NNETIAUINNTTY
(OE) (TL) (00) (CL)
Jse@nsnaninnns (OF) 1.000
Amegihnsiasuutad (TL) 0.891* 1.000
TusssueIanns (OC) 0.867** 0.889** 1.000
UFS8INIANNTAS9ETIAUIRNTSY (CL) 0.879* 0.930** 0.906** 1.000

*5<0.01 *p<0.05

9INPT 2 Rsanusdndandiuriusseninafud suss wud Aduussavsanduiusvesiauusuang
HululufiemadentusssiivunmuduiusduuanlaeimdulssavsandiniussewinsuUsussiaug 0.867-0.930

INNSRATANA KMO wae Bartlett’s Test of Sphericity (Kaiwan, 2013) waneian3ndduyseavsanduius
vouUswlslulunanisinusednsnassdnisvesgsnavinisladafndluvszmelve luluassndiondnual
wazaudniudsvieiuUstinnneiosiluinsesiseluls

MR 3 AnanAnAdaU KMO uwag Bartlett’s Test

dnAnagou ANEDn

Kaiser — Meyer — Olkin Measure of Sampling Adequacy 0.872
Bartlett’s Test of Sphericity Approx. Chi-square 2934.66
df 6

Sig 0.000
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HANTIATIREUN1UAEN1TATIIFOUANLAAARDIVBILUAAA LA LS g Ve U sEAVBNARIANTS
Y83g3nUINstadafndlulssmelnguansfaning 2

Chi-square = 142 543 df = T1, p = 000, CMINIDF =2 008
JGFl= 970AGFI= 938, CFi=995 RMSEA= 044 RMR=.002

AN 2 MIATERduneLdITLSBEImgTetsEAniraaAnIsvetgsAausnsladaindluusewmelng

IMNANA 2 NANITIATIMAUNI (Path analysis) ANMUENTUSITIA UMY VEIUTEAVENADIANITVRITINT
Uinsladadindludszimelng wui lueailaugenndesiudeyadelszdng lnginnsanaindaifnldnsisaeu
ANUdDnARBIsENINlunaiutayaeUsedny (Wiratchai, 1999) fausinglunisne 4

i a 1 v oo % v oy a v ¢
M54 4 ﬂ']i'JLﬂ3'1Sﬁﬂqﬂ%UﬂﬁqﬂJﬂaﬂﬂaaﬂﬂJaﬂiﬂJLﬂaﬂ‘U‘U'i)%aL‘Uﬂﬂi%’\]ﬂ‘t‘}

e A ) N13inesAUsENaY
AT QLT - -
AEaRN WAaNIINITIEUN
X*/df <2.00 2.00 NULNOUD
GFI >0.95 0.97 HNULNEUA
AGFI >0.90 0.93 HNULNEUA
CFl >0.95 0.99 LA U
RMSEA <0.06 0.04 LN
RMR <0.05 0.002 UL U

s

NFIATILNBNENANNTAENTRNANNENTUSTE WA U0 s AVENaDIAN1TTRIgIAUINTaTamnd
Tudseinalve wansisn1sem 5
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M19199 5 HANTITIATIZNBNSINANIIATILAZNITDUAMUTUNUS TSN UD U T2 ENEHADIANITVDIFINAUINNG
Tadandluuszmalne

AaUsHa UISEINIANISEEIGETTA  IIUsIINR9ANIS (OC)  UseanSwaasAnis (OE)
wINNSY (CL)

ﬁl’JLL‘U‘JL‘VWJ TE IE DE TE IE DE TE IE DE
nﬂazﬁjﬁﬂnqiLﬂﬁauLtﬂaa 66 36%  30% 91% - 91* 93  45% 48
(TL)
JAUSIIUBIANS (OC) 40* - 40% - - - 67% 08¢  59%
UF58INIANSES9E55A - - - - - - 19* - 19%

wINNSY (CL)

AaALA-aIAd =142.543 CFI=0.995 GFI=0.97 AGFI=0.936 RMR=0.002 RMSEA =0.044

*0<0.05

9115797 5 wuiUszaninassdnisldsudvinanismsinanzfihnisiasundasiausssuesdnig
LazUTIBIMANSaaTIAUTAnsy Tamsssuesdnsliiudvinamesannnangiinisasuulas ussene
nsadaassAuinnssuldsudvdnamnssainanzgihnisiasunlauas Tanusssueadnis Usansnasednnsg
§3udvBnaniedonainaizfihnisasunuasuas Tamsssuesdnis LasusIeINIANNTasNasIAuTnngsy
I¢5udvswa medonnamziiiinisdeundas

INNANITIATILIBNTNAN IR TIALN D DUVBIAMUFUNUSITIA0 V01U T2 ENTHADIANITVBITIAT
vinmsTadafndludssmalnemufifisedauufgnily asuldsed

FunAgiui 1 n1azghin1saguudasidanswanensineyssansuasidnts danswani9dousiiu
IUUSTIUDIANTT UAZTINENANNSOUNIUUTTIINIANITATNATIAUTANTTI

NaNINRERUALNAgIY 1Ui1 ArdthnsdsuulasdidvinannsweUstaniuassAnsgaduly
puanuAgy Tvsnansdeuruiamsssuesdmsadulumuanuign uazusseinanisaiisassduinnsy
suvEnanansaainaneinsasuidauasdvinanansaainfaussmesdnig uslifdvwanisden
luguszansnassansdalaidulumuaunigiu

SUNAFIUI 2 TRIUSTTUBIANITIBNTWAN 1A TIUTETNTHADIANTT UazITNFWAN WS DUAIUYTTIINIA
N15aSNATTAUTANTIH

HANIVIAABUALLAFIU WU TRIUsTIUDIAn1sidnSnamnsaseussansnansinis Jadulumuaunfigiu
warusseINIenIsaieassALinnsulasuBnsnanmsaninussneins ualilidninansdeuluguseansug
023An1s el dulumuannfigiu

SUNAFINA 3 UTTGMNIANITA I NATTAUTANTIUTINFNANWATIADUTENGHADIAN T

HANIINAADUANNFFIU WU UTTEINIANITAT19E55AUTANTIUABVENAN19n5 R0 U5 AVSHADIANTS
Fadulumuaunigu
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aAUs8wa

fuvsiifuanumnnanssesseanuansdnisvesgsiauinisladaindiiianun 3 fuvs Tnefuds
fflavENamInsmnTign Ao famsssuesdnig sesaunie nmgfinisdsundas wazddugarnefousseinie
msassassfuinnss §idvefunenantsite mudadunululupam udiiusieavauasausfgiuniside feil

1. fausssuesdnmadufuusnidvinamnsiieUsraniuassdnisuniigadauaniininmusssuosdnng
HushulsitimnuddeyiigalulamarnudiniudiBeanmmesssvBnassins iamsiingiteyanuh Jansssuesdns
fivsnasieUszavdnassinsunniign JadenndesiunuIAnves Denison (1990) AfnwANuduiusseingTausssu
29ANTIAUUTEANINARIANTT IagnudnTusssueesanisiianuduiusiunanisufifauwasyssdnsnassAnis
WuReiuanAdeves Daft (1999) Ausuirimusssuesdnmsidvinadernudisaviovsavinaveesdmaidu
9813310

UBNINIALGTTUBIANTNTBNENANInTIoUTEANSHABIANNT FeaenndosiunuiTenaisiFoud
(Gregory, Harris & Armenakis, 2009; Sarros, Cooper & Santora, 2008) MNRIITUNDIAUTENBUVDI TRUGTTUBIANIS
Fafivtavmn 5 futu man1iTewui fuimsuaswinnulugsiauinislalafinddanudiuin Yamusssuesdnig
sfunsssgnAndanuddyiian JedeandeaiuuuiAnues Sashkin and Rosenbach (2013) 3ams5u09ANNg
FrumssjsgnAniunudsiifuimsusenihaulugsiauinislalafindasBndenandodiuin magnén Smanesands
msfmhonuiivlevedmaulumsnsuausseriufoinsuesgnin msliusmsgniuog1ad wasnssjaurdam
Tfandniiu awvtliosdnsUszaunudisald (Hartnell & Walumbwa, 2011)

Tursunvesmsduiiugshasumsliuimsladafndlutagiuiiinisudsiuiuogagedu nsliamuddy
sognénanielunaznisusnasdnstuianuddyunn fdunsinedosdionenisuimsuiliiilensuauss
AufiaansvesgnAndaiaudnduegieds wWu msinedesiiensianisgniduiusintiluszuunisuinisuas
afamaspnilumsiien Inssunsdeyaifeniugnd msdnnisdeaminisaeasuaziannaufuazuinig
flenouauasionuienisrasgnd wienstiszuunmsuimanugunwald Tnsyaainsnseauiauims
wazvinnuazsedlimuddysenufeimsveignin munaniwesgndn uazgTiieesiussAnsnUsLam
\wdasflouarsruuuinmamaniaginindesyaniamuasUsyAndnavesasdnis Judiuldd Saussauesdns
dunsjsgnéntuudiiddyineliiAnussaninassdns aonadestumslinnesiefuuainawide 84 Fos
Tnoiinguiegafiuanssiuludnau 94 ngu Janudt Jausssumsnain (Market) viiotanssauiiliiaudhiiy
Gi@gﬂﬁ’]ﬁ?u fmuduiusuasiinanaUsza@ndnassAnis (Quinn and Rohrbaugh, 1983) TSy
ANAINNITUINNT wazAUTnalavedgnen

fodunuainnisidoaded uanINTRUsIINDIANIIUNNTsgnAaziinuddndusuiuniudn
arudiudsvesianssaesinisdaduesduszneuniswesfausssusadnistu uimsnagnidnaulusadnig
gafansliuinsladafndlinnuddquiusudusesann Tnsaruduudwesinussanosdnisiumnesiuds
msfifuimsuazniinaudilanazsuiieingussasduesesing Sunsuenuddnyieuvdeesiny wazmsdnauls
$1199) mwﬁqiﬁaﬁuﬁmmﬁa Ja1919959399gvliaeAn15UsrauAIudISale (Sashkin & Rosenbach, 2013)
anuduudaosinusssuesdnisiinadenisifiuusyAvsuaasdniatiu aeandestunmitonasies i nuidees
Assessing Organizational Culture and Investigating its like to Organizational Effectiveness 189 Puppatz (2017)
a3 Lee and Tseng (2005) Fuwin3delull 2005 uaznunanuduudwesiausssuesdnsdfiosduszneu
8 fu BNSNaBIUINFeUTEAVIEHABIANS
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2 faussanesdmsiiBvinamamswiaussenianmsaisassduTnnssy Hansideadetinuin fausssuesdnt
fviswamensaroussenANsaisassAuinngsy Ssaonadosiuauideves Ahmed (1998) Bos Culture and
Climate for Innovation Fswun JamsssuesinsiidnuausnaneyssmsivznelmAnseiun ez ielmAnuians
TUBIANTS WavaonAEeIUNATu8 Johannessen, Olsan and Olaisen (1999) TiFnw504 Aspect of Innovation Theory
Based on Knowledge — management Lagwuan Tussseinnsazneliilinesrn1suinnssu (Innovative Organization)
Tnednuairredeadnsitussenaduinngsy Aetdusidn1sdasn (Proactive) ndudea (Take Risks) rolvifn
ANt wazEulARnaAsuIas Teasiiulih Yausssuesimatudusiinsssulfiiaussonmsinngsuld

FoRunuannuidoadsilfinuiy %uusiiuawﬁmaﬁSw‘ﬁwamamwiamiawmﬂmia%ﬁqaisﬁu’ifmﬂisuﬁ?u
u‘uLUuawmmmmﬂmummaammiﬁimiuﬁmuu lidesAnistuasfuasdnisniaisuionaenau il
WIgUsIEINIAnIsaisassAutanssuty mnefls nsfindnauluesdnisiidastlunsien faradaonis
wuuidndan femeteuiiernudude wasinsafuayulunisaiiouinnssy (De Dreu & West, 2001;
Jong, 2007 as cited in Sivapitak, 2011) Tnsramsideadsinuinfanssuesdmafumsuimsnsuasuulag
dmarausssnIansai AT NI esiUsEnaud By RelinazdrTaussaesdnisfunsuivig
nMaBsundasiu astiuanuBangusaznisuiuiuiedniu sudadalenaliniinnuannsoiausuuidn
wazmsiuldegiedasy etieliosdnisannsaseniunniymilutiaaivesnisusulsuaziasundasls

asulénn TausssuesdnsiiaviwasioUsyavinassdnanniign Tnsiame Tusssuesdnsiunisjgndn
sadsiidvinadeussemansaiaduinnssilufunsuimnaudsuasie

3. amefinsdisunlasdidninaninssioUssaniuansdnis wansideaseidnudn anagdi
nsiasuuUasiiavinanensaieUszansuassinsifusuiuasssosasnaninusisuesdnis lngaonndes
fumiAfenaetuiiidedunui ngdiniadeusasinasdeysyavisransdns (Burns, 1978 Bass, 1985; Kouzes
& Posner, 1987) v309u3duwes Pratt and Eitzen (1989) Aldnaazuin UssAviuansdnistuiuagfunmyiin
mMaAsuudas amgdnn maaunandnluesdnig wagsruuuimsdnnis lnetadeiiinadeysyavEnasdns
1nflgafe Azfihnsiasuuuas wWudertuanuidees Branch (1990) Aldteaguin amgiiinsdsuudas
fitdnuasdiouaiiousionanemsdmosiihaularuniliu awildvinadenishan wagn1suimsesdnis
IiAnUszavEranasUszaumudnsala

dlefansanesiuszneuvesinudsamggihmsidsuuaud nansidouandlsiiui fuimsuasminnu
Tugshusnsladadnd finnuiuin dnwavdonginssudfyuesnnedihmsiasuudas e nsnsedumisdaan
Tnglannzegadensfiguimsdaasulimdnaulinsgimannmvosiymlumshau uaddilddeyandngiu
fundedolunisdnaule Sedenndesiuruiseees Rui, Emerson and Luis (2010) Sewu3n nsfinsnaulasu
nsatfuayulidadulavuiugiuvestefianiuasndnguiidedels w%miﬁmiammﬁgﬂé’famazﬁunmﬁ?u
awrliinUseansualunisvinaula

dnuazveinmzihnsiasuuladifuimstagninaulugsisuimsladandlimnudAnysesasnnie
nsiavisnasgaigaunsal Inesuidn gusmsesimsiiauadenaia danuaunsalun1svinu wasdsenginu
Huuuvegafiuintiney deandesivamiddeves Kuhnert and Lewis (1987) flasuin fiiniaudsuuasiu
FodldFummuainsuazidedienngmavierdianu uazfihdeaumegaiidungsamuau

namilagagUlain nsdidvawaegnetigumsnitu fundossengfnuiuuuuosaunday darwananso
wazslmsgiulumaiaugs dadudsiguimsuazninaulugsiavinisledadnddeans uasJunudnuas
guilaUssawwemhsnuynUsean
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uansIdoadaiigonuin maaiussiunalafifuosdusznevresnnisiihmaasuudasifiarudidy
sosasundususuiiany Fedonndosiuiuideves Rieley (1993) Aiduduin UszansransAnistuatinduls
dleflanmundeniineliAnanudiainuniziiiritnddumansgdulinniauasuudadumeiintu fundy
FosdinnantRinmeazeliosdnsuszauamdisald uasnidudnvasfimio anuaunsavesiifiaznsydu
TAensaeansluSoatmnevesmainuiitaou Smdsnnvesiihaztisairdesdmsiiiemaeinlutramin
agnafune Tudruvesnisadrausstumaladiolfinnisiasuulasiy vmuiseves Rafferty and Griffin (2006)
wuh agginswdsuadaduiieesainussiunalawasnszdulninnuuulss wasuwadinmsihauln
fi3nsnasgramndonisivdsundasienandnedu uaznadnslnesinvesnsiasunvasfiiielsiosdnns
fiulugrnudiSaiiaey

4. nmzfiinaAsuuasdiBrinanmssioTaussaeadnis mideadiinuiamediininuasuudag
fivnansnssieinusssesfng deaenndesiunuideues Jaskyte (2004) Fswuinanzginsiasuuiag
flnvedesfnig way Tausssuesins fimudniusiBeuindetunas iy uaswuiameiihneliiAn Tansssmidunds
uazihlugadouvesesinsiidsluguinngsy uazauideuves Saros, Cooper and Santora (2008) Fanan153de
Fuduin amgfiihnsAsuulasivswasie Sausssuesdns Ingesduszneuvesnnizfinmsiasunasiidsvdna
siofanssIuBsAMsINATIaN Ao MsTEiAdeimiRdnau (Articulate Vision) s8sawnfe ssdUsEnausmumsmamTs
nansviedigs uaznslimsatiuayudldtadutyridusoynna

5. Azfinsasuulasidninanenssdeusseinianisaiisassauinnssy uenainanegih
mMswdsuuasslidvinavninssieyUssaninasidnisuazio Tausssuesdn1sudn SaldvEnanensisiousssne
mMsaisassruinnssufe SaaenadesiuamAtevarsGosiidnuiuy sy wu 11idsves Avolio, Bass and Jung
(1999) Fawui mas@’ﬁwmsLUﬁauLLUmﬁuﬁ%mﬁwaLLaxa'aLﬁ%ﬂﬁtﬁmmimmﬁui’mmsmLLazmsLﬂﬁauuﬂaﬂuaqﬁms
¥30911338984 Zohar and Tenne-Gazit (2008) FsthiauslnnadiimualsinzdihnsasuuvauasUfduiug
yedsan (Social Interaction) WufuysiinaseusseINIABadnIg Gawan1sidenudn anfihnsiuasuulas
fiauduiusuasiinasieusseinieesins wan1sivelunasesnilinaludnvaslndiAsaiu wunuideves Aarons
and Sommerfeld (2012) l#Anwrfsnnuunnsireszninenigfinnadasuidatuasniggihuuuuaniuaey
AnasieussoImALTnngsa nansIdenuin amgdiihnsiasunlasdidvinagunndenisaiiausseiniauinngs
TusgninensufiRnu viesnAdearaelul 2014 3o An Exploration on the Relationship of Transformational
Leadership, Innovation Atmosphere and E-commerce Organization Innovation 984 Lin #an153988uduI
;ﬁﬁwmsLU?%auLLUaaﬁi%mﬁﬂixéjuwﬂfgzyﬂLﬁ'aa%ﬁaLLsaﬁumwaialﬁLLﬁwﬁﬂawufu aglimiinauAnnisiudsuulag
vieaunsnaiautansauionannuedls nuneliAaussemamsaiisassauinnssutuneluesing

6. usTEIMIANTaIaTIALTansaLdufuUsTanEnananssoUsEaninansdniailiuddugaiineg
YOI IUTURY 3 672 ashql'iﬁmmam'ﬁ%’aﬁ%ﬂﬁﬁLﬁulﬂmﬂmauuagwu uaraonAdasfuNLITvane o wu nuiteves
Adams, Bessant and Phelps (2006) finuinosinisasiivsyavinaiiuty ﬁawﬁﬁua&Jﬁumsa%’wwsimmm
filiganidudassiitsdBuanuAnaivassdhuiunsmunliuinnssiiaduiuslonigan
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Un3YIn1snateauLanInNiukaziinan1s3deNatuayudn ussen1an1saseassn uinnssy
Y30UTTEINIABIANTITHULUTANTIUUY eiiuusInseduliyrainsadisuinnssursouwInian1svinaulng
finsdeuivinuelnl wavasausanseiubiyransudyanudeegidivgue agduldin usseiniansaieeasse

uinnssuduudsiiyeansiulmifesmsuarsonsuindaruddniivsdisduindoussdnisatslmilugaanne
(Ashraf & Khan, 2013) Fsaeandesiuuuifnves Gray (2007) flaguin fivilwesnnudisavesesdnsie idasy
Tunmsasauianssu ndnaumslasulenaissnaaswhonlunseusupanioisnslngg aslasudaseneaunis
Mndihflarlitsdvauiuluinedonihnuuuuivielneisdvindy mondnouiinnudeadsassdiansiuils
wazdalonalimtinauyieugisnislmig e §08mslmlienalinadnidinsuuuduils
dmfuesduszneuvesusseIMAnsaiisassuinnssuiifuimsuasninanulugsisuinisladadnd
Tanuddyann Aeng sudoutesesdnmsdonderenshauliagan 53051 uazadow UTIBINADIANTS
AluBafntung suidevmnniiuliin doudsaliAnmnuiidasylunameassailug sl Suazdwaliin
winnssuwazarwddaluels vsenldsvdlding S warusdmenvudunituisoeeuiiaeunns

ilemeuaussiernudessvagnaliliuniian Tnslamziletadufuiivauasgsiadreuiisaiuniedos
91930

d3UNan15IY

nideassinudt Sausssunsdnng aafiniswdsunas wasusseinenisaisassuians
ssfidsraroUsyAvransdnistedunuannsitenuin TausssnesdnaliufuUsiidviwaroussaviuansdnis
unfige Taglanizedadeinusisuesdnsiunsignidadudeiidifyann nsysmevausddonufednis
warAnuianelavesgnAntuganisinalednavesddia (Digital Disruption) Wuanuvimevesdiiesdinisynau
flazdoslinizdihnsivasuntadtaglinisnszdumetyan Adaasuliminaunnauljsfnulaedandn
vosnsliimamauazdoyanuaivlunishau uenaniiausssuesdnisdsdisvinadoussenianisadnsassd
uinnssy Feastrduatilindnaulussdnsibasslunisvheu danameguniennudiube wagldsuns
afuayulumsadaassduinngs samdlunfidasdiglinisuimsesdmaussauaudiZanniu deguins
IianudAtyso Tnusssuasnsiunisisgna nsiinlziihaunisnsedumsdaa waznisialuasnsussene
NsaseaTIALInngsy

Forauauuzilinnnnisise
1. daauauuznsiinanisdgluussenalyd

FuUsnfidvEnannssieUszdninasdnisindignie SausssuesAnns se9afe Aefih
MswaBuLUAT LazUssEIMANSESeATSALTANSTY

1.1 fuimsesdmsanansatmanmsidelulilunmsiinsduussavtnassdnisle Tnenslimnud ity
fensadmuss oINS TiLaasonsTaY SEINUAIRUAIINEIAYVDIVDAUNUIINNITIVY i

1) Yausssnesdnisdiunisgagnén nisgegnéndumnesiufenisiiesdnisiidnfion aruide
wagvdnnIsfiuguiidefuAtuundn aﬂmummmﬂmmmmﬂmsmsmq6‘] ABINBUAUBIABAIUADINIS
wazadrsanuienelaliiuigndn uuAaiiugiudiunisisgndifisaindensliannsafagagnéiiinnadon
TunsTiusnisenag lnanuanegemns fsduluanminisaitiagtiuduimsasiuwninges msietlaldagné
(Empathy) sifemsuinisiiendt wilawnldlaslvinndign esdnssesiimnmditlagndn Singndesnisesls
Hauesgninegmsdinu ud3adauinslinevauswidemnzauuigniusazsne Jamnesdnisliannudiny
sofmussTasdMIduNEignéuda AdeldissAviuaotesdntsoadiugedy
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2) Fusssnosdnsiumaiaiuaienuduudaesiuusssy Samnefnsfiesdnsiiusia e
wazdngUszasAlunsadunuegnedanu dnsinaudseiliunaniussesinan wasinsuiuugmunaloundu
oemaonia mnesdnmssadeuduulwesTausaudiud esdnisfiaranunsousqussavuanuiidaly

3) JAusTINEIANIFIUNTUIINTMSaBuLYas fuimsesAnisaaslimuddydenisuims
nMsdsuuias TnsmsdaaialinsufoRnuvdonsufifaulussdnmstimubaveuiazususldidedsni

1.2 fuimsesanislugsiavinisladafind aaslianuddnsoniggihnsidsuuvasiu 2 du
MMUTOAUNUIINNITIVY Fip

1) amzgthmsasundasshunsnsydunstitigan Aonisnseduniedaaduliminnulideya
ansaumea uazvdngiulunissyydam uazsismslumsuidgmingldansaunandnivegraduszuu laesdns
Fodlienuddyeoasaumna uazsruuasaumediienisindula min1sdanistoya Big Data ionisuims
peAMsIiiAnUsEavEHagIgnaeY

2) AENBMEYaIdl BIRNSRastiwAAdIuNIsUSIINSNensuyedunldlunisendes Way
ifeasengdn wasduwuuessfifvesmidnay
1.3, n15IRAUAIAYADUITEINIANITASINATIAUTANTIN UTT81N1ANITA519a855ALTRNTTU

o

B
Y

wihnaziliviswaseUstavsransinsusdiavinasgluszdud fudmsesdnisgsia vinisladadnd dadussdnis
fifosnsuinnssumndislunsvhou FesafruarduaiuliAnussomaduuinnssy lnsnsedulvinignay
a$rauinnssuviiertausuuidslmdlunisinuldesnedasy ndflasdeniuwndni Uiadesenlageadng
oafinsanlinetaduussdalininnuldanaisassd maialalomalininanuldiZeudinundlunsyin
dielvanansavhanildfluanmnndoniiinadeunasegnaonam uenaninstuiadoudionslmanusseinie
nsa¥sassfutanssudy desdudunislasfuinsynssdu wenolhifnusseiniauinnssuiifisssasd
wagn1stuindouliinussernianisadisassduinnssutiu ssdnsdesnsevedrsdeidouanduuses
FaazAnnaidususssuia
2. forausuurlunsisuaedaly

2.1 myieadsiidunsinneilssaniuansdng dufudsifnansenuselssansuansdng
Toun nzdihnsidsuntas Jausssueadnis uazusssInAnsaisassfuinngs whitu Tumsfinadadely
o1aLfiufuUsBuY Wu noAnssuvesiin viie nnssunaluandniiddessdnig mssuimsatuayuainesdms
viensdnisuwiimateud Weassanudlauasduaiulvesdnisiivsyavinauniu

2.2 NanFITonuin fausssuesdnsifuiuusiisninadeussdninansdnisuiniian

a '

SUNILDNTNAABUTTYINIANITASNATTAUIANTTUAIY AIUUTIAISANYIBIAUTLNBUVDI I USTTUBIANNS

1% A

TuuragauididnsnaunnteaiiiedaiulsednSnassAn1sluLAasaIL Lazn15aElasNas 19l ImusIINBIANIT
annsaneliiAaussenansadsassAuianssutuiiosiussneulathefidhunieides

2.3. mawliﬁmmﬂﬁlauwaa Jusnnilsfudsitianinanedssansnanidnig susailanina
Ao YRUsIIHDIANISAY FauTenafnenin aqﬁﬂizﬂaﬂmﬁuammﬁd’ﬁﬂmaL‘USwuﬂaaﬁﬁ@w%waéai’@umﬁm
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Abstract

The objective of this study was to study the relationship on linear relationship model of causal
factor of psychological factor, personal characteristics factor, network factor, and innovation factor affecting
successful entrepreneur of small and medium business in the central region of Thailand. This study is
the quantitative research by using the questionnaire set as a tool to gather the data from 1.500 samples,
who are entrepreneurs in the small and medium business in the area of manufacturing, trade, and services
sectors. These samples are also the member of the office on small and medium enterprises promotion
(OSMEP) as well as are senior executives or business owners. The statistics used to analyze the data were
percentage, mean, and standard deviation; and the analysis of relationship on linear relationship model of
causal factor was the Structural Equation Model: SEM, at the statistical significance level 0.05.

The result found that the relationship on linear relationship model of causal factor was good fit to
the empirical data with the statistical significance: Chi-square was 18.05, p = 0.31, df = 15, p-value = 0.00,
X2/ df) = 1.20, GFI = 0.85, AGFI = 0.71, RMR = 0.021. In terms of validity of the observed variables, it was
found that the achievement-oriented factor has the most value of 0.99, followed by the dependence
factor with value of 0.98. The standardized coefficients value of successful entrepreneur factor has the
value of 0.83. This value indicates that all factors in the relationship on linear relationship model of causal
factor are able to describe the variance of successful entrepreneur factor by 83 percent. The result can be
used for the recommendations to drive the strategic planning and strengthen the successful business for

entrepreneurs of small and medium business in the central region of Thailand.
Keywords: Successful Entrepreneur Factors of Small and Medium Business, Central Region of Thailand
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AWondadl ﬁy’ﬁlﬁaqmﬂﬂqumﬁm‘iwmé’mmﬂL‘f]u{]a]a‘ﬁ’wﬁﬂﬁawmsaﬁmEJwamiﬂg’jff@muuamamﬁawa‘iﬂa
Guadﬁliﬂizmmmﬂﬁ (Luthans, Avey, Avolio, Norman & Combs, 2006)

auugg1ua 1: Taded1u3nIne 1dnuaiusiNa g i unIsUssaURn IINa 15 9Ye9EUsENaUNI5gIAIYNINNG NI
vImgouluaiunIANaNvesUsHmalyeY
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Ltmﬁmﬁammﬁnwmzdwqﬂﬂa (Personal Attribute)

@mé’ﬂwmxﬁﬁ’]ﬁzymaqmni‘]u;iiﬁszﬂaumiﬁ]zsﬁuaejﬁ’ué’wmwaamaummﬁm WaNNDIVRIUTENOUNNT
uiazaumeldanminndouasdnuae Sansssuvesesdnsfiunniieiu Ssgudnvasiddyomaduliussneuns
fuszaumudisaiu uszneumsaedoalidnuaemessrnsmanfuardnuaenisyadnnniin uiasdes
vinwzveafusznaunsidniu lidnesidudnuaenisiiuniud Yssaunisal anundudes nsldadiyan
uazauansalunsUsEnougsia mdianuAnadieassd nisradhmineuazyam nsnuEunagns nsltuin
Inlagdu nmsBundasedvhauviin meviewegaduidseuannsn mseszaumsailusinuiduunGen
nsiiauansalunisuimseny madudihiia Sanudesulusuies Mdeiiminiidlna Sanuiuinvey
farmnseitotodu Wmarwdidudu nddnauls uasiinnuyumugwens lifinnuniafugdu Snsnaus
msvhandutlagduegnsseunsu amnsauiumiihfudunnden fmnudesiulumnuaninsavesu FnUszanamuies
fanusuiouazudedu fiarwdsenda farwdodnd vauvnglunmsmanuivndu nddanundn Livienss
wagviouinulaimn waynaides (Dess, Lumpkin & Eisner, 2007; Harms, 2009; Chonnapasatid, 2009)

auufgi 2: JasedruanvayaInynnadnNauRUsITIa g AUNITUseaUn a5 IYeEUTENOUN 139
YWIANA NIV IRg o TR IANaNYeIUsEAlNe

wunARRgIfUgsIsTUIANATLazILIAEaY (Small and Medium Enterprises)

INaTIANANAL LAY B e §IRTRTUAMLUTHANGEIAY S1uaumsT s tnvesuaanzidy
WNATBIFUNININ1T BaAv e HAMLTYRINITUTENBUNTST kAL IUANAT IAUATOUARNAINITUUIANA LA YW N Y
syuaRInsTwagey (Mini wae Micro Enterprises) AaN155U49N1THEAR (Supporting Industries) Aan138ase
(Independence Enterprises %38 Stand Alone Enterprises) 39iidnwauefidday fio NYABNTHVINGINA HdAuAaa,
TUMSUIMTIANIT @NTOETNANNTIUNYLANIZE Lﬁ@iﬁLﬁmUizﬁm%mwLLazﬁwuwlﬂejmimémauﬁwLLazU'%mi
Aldnwazanzd Wugsiaifanudangugs lunsdiifianiunsafingaueuwmvesanudemeaglivnnyiniy
gatavualng Snvsdadunalniiddyfazdesiunimnuin vietaeliAnnsudeiulussdumsugia (Office of
Small and Medium Enterprise Promotion, 2018)

uwuAnuaznuiineafuieietnegsha (Business Network)

{Jf\]«’gﬁuﬁmiLﬁuﬁmmmﬁwﬁummqsﬁﬂugﬂmemLﬂ%szi’mﬁﬁﬁﬂ (Lin & Zhang, 2005) Ingludszmalney
finsthsruuefetionldlunsdidugsafiumndulunanuaneii dlusuuuunsasiaeietts (Networking)
LA¥N3TIINGNgINA (Clustering) Fsiioifunagnénildlumsuszanundssudutuindounnuegsenuaynsiaiaivle
YdguamnsTviongussia Wilanuudaunsauaginludraiegatuns lngazifuldannsdnunideves
Lalaeng, Chaiphet & Uea-aree (2018) finu AnaninnsasunsetienvgsivdmasenulaluTeunIanI sy
yaddamiagusy InedadondnduliAnnnudifalunsdenlesszuuieioinsgsiaiidfyedades 6 Uszns
(Farinda, Kamarulzaman, Abdullah & Ahmad, 2009) lawn 1) Aruadu (Necessity) 2) mmhjau@a (Asymmetry)
3) psfewiefeiu (Reciprocity) 4) muiiuszansnan (Efficiency) 5) awsiue (Stability) kag 6) AUYDUSITU
fidedaldhtatondndu 6 Uszns ulflunsfinu fedifedunisinuidededinarudutadeiidema
ThAnanudSavesiussneunmsgsiavuanasuazsunagesluniiuiinianansvesssmelneuieliiogsls

audgud 3: JoverueSorIedn uauUSITIaUInIUNITUsEaUA LA U590 UTENaUNITFTAVYUIANAN
uazyuIndonluwmiuinIananveUszmalne
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wurAMAEATULIANTSY (Innovation)

M1 ufmnssu w3e Innovation Tuarmiinlavesdaudilngjinezifenlesfundnsneiniodsing 4
dutmgdudosls Wunavesnsusulguasunlas wieanuuaielmifiaensufuifnsiasundasedan
nazwnliuaudesnsvesuilnalunann lurnuiduasewiansslildffonidialifosuaiimeingidusedls
ity mnuiiuansslulssnndy 9 Sesznougsinenauesiuvieldldlimuaulanndn fd uwinnss
353N AUALFULULMNIGIAY 3 Business Model fifi wualwslumsuszneussia Fslutlagiuiiismvigsia
sUuvulmhintunasanailulan vedienaguitouduunfansgefiefidunseguds udanuddyiuiass
ogiiffanunsn3BuisUuuugsiatusnldtoudau uasdonavihul mnguuuuturiunisfigadd aunsalfnuléd
yhilsuarnadulsliiudwessstafasiadtngshadndumilsitesfivhmusuuuugsiatu liHasdumamensu
iliuilounsesmuUaaiiolfiAinanuunneng (Ativetin, 2018)

ﬁm%’umﬁa%ﬁﬁmuﬁisﬂuaqﬁﬂsﬁuﬂzLﬁﬂmﬂmmﬁaLLazwqaﬂiimﬁﬁnﬁ’umaﬂNmLﬁawmam%ﬂ
luesdns Ssdulngiinanduimadudimunismaviessuuiunifieldauifeuazndndungfnssududily
Tuosdng fedu measuuasuiaussuesinsldtuasdoddssosnauazasfosSumnguivnsou Saduauvmman
inlESmssinuesi JausssuesinsidudiuiiRdunenfumnumiazsnsemsiuasuudas viemniasuudas
fonadamansznuenisuivsnuvesuimaedld dufu mndesmsdasduliinTausssninnssunielussdng
fuivmsazdesindidudfimesnswdsuas LLavavmaqmuwmmﬂmwmLLuvmmﬂmwmiLﬂumm (Jansir, 2017)
FatunisfiegiaunosdnsliAuniilugnisaieassdutanssuldiu amnugeiusasinndeaduduanguinig
mushelassadsesdnsiinssduiazneliAnuinnssumeluosing lnsiamzesiddlasiaduesdnsifosdnnudameu
TusgdufivmnzaniiaznszduliiAnuinnssuaelussdng lasuinnsailutiunvessdng (Organizational Context)
Usznaumiy 3 Useian (Jayaram, Oke & Prajogo, 2014) laun 1) winnssunandast (Product Innovation)
2) wiRNIIUNTEUIUNT (Process Innovation) uag 3) Winnssunagns (Strategic Innovation)

uinnysn Idnanefusudsiididnyluniagsie lnsianzesnsdegsiamunnanauwassuingen sisiiilesan
uinnssuduedosdiefitaeifisdaaumnsolunsudetu naentuasamuuanieseineguss uavadsnadule
figsBulungsia Gs91nnsfinuideves Sukasiiwat and Gerdsri (2014) wuin UadefiddgyiTnasionisiamn
ui’mmsﬂuaqﬁﬂsqiﬁamuwmﬂaﬁaLLaxészmJauﬁ?u fitladeitdrdudoswiu 17 Hade Tdud 1) AUNUVDINITARIU
uinnssuazmsiionsiuntigs 2) msvensatuayuainguivig 3) mnudssiuguasd 4) Msveyaang
fiiinwe 5) Auenlunsumanuasiunu 6) Yyminssnwiyaannsiiauausa 7) MsvANISeUTIYAAINg
aelumieny 8) mnalinfensunisivdsuuvasemingu 9) aalinfensunisidsuutasvesguims
10) Msvemsngaunadayan 11) mavieanmiindeslun1siauiuinngsy 12) Msviauaaual 13) msatvayu
yasiguaiilifisane 14) mnufunumansegia 15) Msvedeyamsnsnats 16) msnadeyamaiumalulad
way 17) Msviaausimilentunthenunguen

Fefuagiiulgindadoduuinnssuiedulafonilsiiauddyesdetedusznounisgsfisrunnans
wazvungen esnnuinnssudueiesdioftiofindnnuasalunsudady naonauadianraunneiig
semIeAu wazaiensAulafdeduliungsfa Tnoguseneunisgsiavunananiasvuingendodugiidunum
ddglunnhdadefainarnlilunsuiuusuasinuiesdng Tnslanizegiedaninnssundndoei (Product
Innovation) WiNNT3UNTEUIUNTS (Process Innovation) kavuinnssunagns (Strategic Innovation) #3383
Tdafesinanundusudslunsine MedifodunisineisluuuresinnsaluidarsUuuudsaaliin
ArudSresissnaunsgaisuanasuazaungesluniiuiinanansossemelnenelsiogsls

AUUFFIT 4 z“]m”aé’?uui’mn551/17@371/&“’1/%5477@5774Wﬁ”‘un7ﬁjssémmwzfu?@waogﬁ/iznaun75@‘5?7@%7@%N
uazvuneonlumituiininnaeeatszmmlng
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N3aULUIAATUNIIIY

NnMsAnvLwAsvesnNdIsalunsduiugsia wui msfiesdnsazUszauniudisauazegsen
aeldnngnisutstudisuussdu nsendeddianisiunsiufissediaforiulifiome fUsznougaia
wfpIRuNTIanaluNIDIUaNA YurBUNSEUIUMINETL uutewnunsBEuwar N SR AuRiulUme
ogslsfinuanudiSaveusiazauenaazisuuuuiuansaiuly TumsdsnineinisiansfuaiuAnuazanimisla
Lﬂudauﬁé’ﬂﬁzyasmmm‘?i%ﬁﬂﬁijﬂﬁzﬂaumsﬂizaummé’wL%Q"Lé’mmﬁé’aqma Sﬂﬁgmmé’ﬂwmgﬁﬁwﬁm
yosmaduflsznoumsivsvauanudi§atu fssnoumsasiosidnunemassrnsmans Snuasyneyadnamiia
wazazdosdivinurvesusznounsiisndu uenaniinsddugsialugathyiuandiuldinsaaaiotnemegsia
Hunagnsnildunsuszamdsuiutuiedeunnuegsen wagnsiqiivlnvosgnaivnssumienaussna
Tifauudaunsauazinluiamiedisiung saaimsliuianssunfionsuiulss wWasuudas vieleaddlman
aaiuasilmiuigsiafisensutuiiniadsuamedan wasuuiltunudesnsvesuslnalunana viiidesan
uinnsaldnaneduiuusiiddyluniagsialasingedwisgshrrunanawasruagen ailiilesanuiangsy
Juntesdofivaeifindanuannsolunsuiedy aaonauadiaeiuuandeseminguns wavadansiuladissdy
Triurgsnia showgdnayiligidesimnudosnisias@nudsamauestiadofuisine Yeduaadnuuzduyana
taduinierns warthdosuuinngsu MmudniusBeamatumsyssaunnudiSavesUssneumsgsisruanans
wazvungesluanituiinianansosssmedlne Seideliinauensouuuafnlumsidossd
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nseuLLIARRINAIIAINMsANY It luefnTiAunud dadeaghliuszneunisuszauaudisa
azUsznevlusie Jadudiuyana TJadodumnudssiiveniuld Jedusuinusuazainudifieafugsia
Uaduiuynadnamuedusznaunts Jadedunsmsouninundenvedusznouns uwarAunuin audnse
Tumsuszneunmsvesduseneviamiavunnanuasgaugsndduiusmeuiniunadnuasvesmaduduseneunis
IsuAuszaumsallumsuivns g iundn yadnsnuanuibuiies anufiuinnss. anundndes anueasihiae
warliladony eraldlaluarudida mevhoudan nmslnsginanauazauds Amdnlunisudedy venaind
fanudn nagnsuazanudiiaveaiuszneunsunisiamisnuianaliwazuiagey iun nagnsaiuuinnssu
waznagsianzmiusiingynegsRaldvinasomnudisavesiszneunts 39 fuszneulinsairsusstuanale
nusegelalidugns mnudes waznisuinnuannsavesmules lasdadednanildodfyiidmanseny
sonsruIuNTIUInnTsar UsyAvBnmmasgana eglsfmuiladedindrmandgslilfina i lumsinuidean
nauiUsEneumIgsiTTuIanasarsuIagoluaiuiinanansvesUssnalne fady fideTaidauussing q
L‘WﬂlWﬁlﬁJﬂGmUﬂ’]iﬁﬂH’ﬁﬁqfﬁJIUﬁ%gﬂﬁl (Pavakanan, 2012; Chokpromanan & Jadesadalug, 2015; Atawongsa, 2013;
Inkhean, Kuprimai & Pornhirenkun, 2016, Machmud, 2017)

AANlun133dY

Uszpnsililunsidendsd 1dud {usenounisgsfavuianarsuazauindesluaitufinianag
vosUszinelng lanzuszneun1sgsisvuinnatstazsuingenitiuaundnvesdinaudaaiuiaivia
yuIAnauaztungen (e FadufuoRnulusssuiuimetuiuiiuly $1uau 1,500 fregs Insudaduaniiui
NFUNNUMIUAT I1UIU 744 518 NANTINTANIANANADUUU U 169 518 nqUIIMNIan1AnaaUTuMma
U 346 578 NANTINIANIANANABUA 1 I 119 518 UAYNANIINIANIANANABUEA 2 TIUIU 122 518
i lalduuvasunuiuetoditlumafununadeye Satoumssituniafununadessnnedesdiafngn
ArdeladwvuasuniuluiinisesiaaeuniAtdviauaenndosenitedemaiuiuynyaniigvenisidey
(Index of Item-objective Congruence: 10C) h”wl&%&nsuwﬁmu 5 vy wagnuin n3esiledindndandul
AEeAREel iAWty 0.90 dnsumsasardaummuieiu (Reliability) WU wuvaeUaINSTRUAIUARALTY
Aerfutladeiuinine: Yededudnunzdiuyana Yedudueetne Jadusuuinnssy wagtaduniudie
yosfsEnoumsssinrunnnasiarsungeslumafiuiinianansossemelng fenrudeduuinni 0.70
FA3ulalisnsiAununuteyauvuseulal Weldteyansudiundifidoezihdeyailsanuuuasuni
TutuiinBilulusunsudifagunseenfmesiionisiinesideyaseld

NaN1539Y

1. wamisgideyariluvesnduiegeiilufusznounsgsinruanasuassunngonl iy
nMAnavesUsemAlng wuin ngudegwanngfisumiadudivey fudiuvesfiansgsiavuanaisuazuinngey
MANsHEA N13A1 waznsuinslueaiiuiinanaiswessamale dulvgdumase g 41 - 50 Y fn1sfnw
seaudIyyns Usvezanufufam 4 ¥ a'au"[,mjL?Ju;jﬂszﬂaumsﬁa%”mﬁqiﬁﬁumﬁaamul,aau,azLﬂuéﬂisﬂaumi
fifszaumsnl wagldsumsfindunsigsfasauifaiinuietotu Taeduiuszneumsluguiuuidosauifion
fednlvgiisreznarlunisnesaniuyszneumaniudn 8 U uaziidnwarresanuusznounisluguuuuresiants
TAusng

2. amienzisziumsAniuRiulatesuAsingwesUssneunsgiavananaLazTLAg Bl
Tuwsiuiinananswessamelne wuh Tnosmingusogadiuseegdsietadesnuinive uadluusasadugos
naufegauseetBsiemnuiulalumnuansavemuios msueddanluwdd anusjmisiezllfadmine
warANEnEUNI9eITUa]
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3. waMTiATERsERUANLAAIuABIf U dusudnvarduyARaYeUTENOUNTEIAIYLIANA
wazruingouluaiiufinianansvessemalne wul Teesunguiiednadfiufedddedadusudnume
dmyana uavluudaztadodesnguietaiiufeedebsdednuanassuinsmans dnvagmayndnain
wagyinwrveUsENaUNS

4. iamPAnnesriuamAniiusfutadesueS et evesUszneunsgiavAna LAz TLIAL Bl
TusiuiinmanansesUssmalng wuh Tassunduiesaiuieetsotadedueierns uasluniasJasueen
nauhetauseeEsBwomuiiu ansliiauna msfienedoiu euiiuszavsnim anuhiag uasanveUsTI

5. HamMsAesisEAUALAMTuAT UYL TIvREUsENEUNSEIRTUIANAN sWAY ALY
Tusiuiiniananswesssmelne wui leesunguiesaiuieesBaetadedmuuinnssuuasluusos thivdes
naushethaiushegsBseuTnnssundnsiamt uinnssunsyuIuns wasuinnssunagms

6. namTAngiszRumLAnuRefuTaTurnud ISR siUszneums wuh Tnesungusegiadiuse
othadsrotatuanudide warluuaztadedesnguinogaiusesgiBuionszuiunsnelu uasmadulavesians

7 nansiaTziLuvaNnslasiasnsUssauaudsavesiusenounsgsinvinanauazuungen
Tuwpituiinenasesssmalne Sanmsnssaoutonnasdosiufiieafuamusiuiug (Correlation) wuh endsyavs
avduitusssrhneiauds 136 ¢ Tusuuifisdssavsanduiusuanimsangudesnaiiioddmsaintissdu 0.01
$1uau 134 ¢ Andufesas 100 Bafidvansathiauenansinseiteyaldinumae 1
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a, 1w a £ L AN S o @ v v ¢a Y °o & v
M15197 1 AduUsEavsavduiusvasiulsiunalilulnannudmusidiavavestadeanudizavesdussnaums
ginavIanauazvundaslulauiniAnalsvasssmalng

SEF OPT HOP RES DEM PES SKI NEC ASY REC EFF STB LEG PDI PClI STl INP GRO
SEF 1.00
OPT 611%* 1
HOP .544% 584** 1
RES 507 532%% 591%% 1
DEM 413 .387% 4617 .506** 1
PES 423 .358** .439** 473 .641%* 1
SKI 457 .366%* .432%x 451 .602* .646™* 1
NEC .394%% 356" 372%% 371 532 630" 713 1
ASY 371 .346** .380** 427 .505** .522%% 551 545%% 1
REC 4aqx* .369%* 439 373 .520%* 542%% 519% 513% 579 1
EFF 386" .364** 394 377 436" .493%% .449%* 476%* .482** .602%% 1
STB .390%* 351% .358** .393** 456%% 508 531% .499** 522%% 522%* 631% 1
LEG 423%% 409 361 400 432 497 .492%* 497 .503** 527 .553%* 596** 1
PDI .305%* 357 316 346" 368" 362" 379% 370%* .388%* 4127 .458*% 459% .589%* 1
PCl 404* 351% .358** .382%* .384%* 412% 372%% 370%* 359** .342%* .395%* .406** 416** .494x 1
STI 495 .384x* .500%* .520%* 698" .806** .609** .594x* 563** 531 509*% 536" .528** .430%* .5a44x* 1
INP 447 374% .438** 487 616™ .867%* .823%* .662%% .548"* 538" .468** 514% .510%* 364 397 649%* 1
GRO .433** 362%% 430%* 431 705%* 673** 910** 755%* 537 518* 448 522%% .483** 373 .353** .651%% 736%* 1

Mean 4.78 4.72 4.69 4.69 4.69 4.65 4.68 4.68 4.68 a.67 4.66 4.66 4.66 4.68 4.66 4.68 4.66 4.68
Sb 0.34 0.33 0.34 0.35 0.35 0.38 0.38 0.37 0.35 0.36 0.35 0.35 0.35 0.34 0.34 0.34 0.36 0.36
Bartlett’s Test of Sphericity = 723.810, P = 0.000, df = 134

Kaiser-Meyer-Olkin Measure of Sampling Adequacy = .800

* g dydnsalunufuisiomalunsiiessduaginauedeya Huddl PSF = Yafediuininen
SEF = anmsiulaluanuasnsnvesnuies OPT = nsueslanluldd HOP = adwssviafiazlulidativaneg
RES = adudangunisersual PNF = Jadediudnwardiuyana DEM = dnwazn1adssynsenans
PES = 8nwasn1eyndnnnsk| = vinweesgszneunts NWF = Jadesuedetne NEC = rnudndu ASY = anuliiauna
REC = msflenendeiu EFF = anaiiuss@visniw STB = mnusiung LEG = mnuweusssu INF = Jadaduuinnssy
PDI = winnssundndoeiPC = uinnssunseuiuns ST = winnssunaens KSF = YadeanudiSavesiuszneuns
INP = nszuumsneluGRO = maiulavesianis

HaNTIATIERIAUsENURNEUdUlLman1T IR (Confirmatory Factor Analysis: CFA) U89 LUsuAIn18uen
(Exogenous Latent Variable) 111 4 asdusenau Idud Hadusmuining, Jadedudnunzamuyaea dadesuaiode
waztaduauuinnssu 1aA1 Chi-Square AU 55.342 df Wwindu 27 GFI WinAu 0.98 AGFI Wiy 0.93 RMSEA
Wity 0.05 uaned1 lmanisiadaudswhnieuenyniaenadesnaunduiudeyadeszdny v3e nuneaIU
daudsussililunisfnunadel aunsotaldnndsdviesuusdaunaldauiidmueliomuiiu duedudseans
Ansissvesinysdaunalimndainldann R2 Faflendaus 0.32 - 0.67 wazramsuFuluinamsiaesddsznauad
auIndng1 Jademuanuazdiuuana Jadeswasedie wazdadeamuuinnssy wud lnan1sindauysiel
1 4 tu laafinnuaenedosnaunduiudeyaifassans Tnsfiedsdaunauniusis 4 du dunasinssonsy
Ao X°/df = 55.342, df = 27, GFI = 0.98, AGFI = 0.93, RMSEA = 0.05 3easulain Tumanuuiassaunislaseasng

L4

fianunaunauiudeyadausyding

G4
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nan15IAI1ERIAUsEna Ul udulunan1sinvesnauusuientelu (Endogenous Latent Variable)
WU 1 93AUTENOU WU tAA1 Chi-Square Winu 12.048 df iy 6 P-value Wiy 0.061 GFI infiu 0.97 AGFI
Wiy 0.965 RMSEA i1ty 0.03 uanedt lumanisinmuusiraniglunniiaenadainaunduiutoyaiausydany
waznan1sUTulmaanisinesdusznauiafoanudidevesiusznaunts wuh lnanisinfudsusetiu Tuina
fianugenareInaunfuiutoyaaUsydny InelAdviinnunaunausunamniseesy A X/df = 12.048, df = 6,
GFl = 0.97, AGFI = 0.96, RMSEA = 0.03 3a5ulain lumanuudnaesaunisinssaisdianunaunduivleyaialsedng

nanTTgessUsznauidsiudulaansiadudsulanda dwduduusie 5 esduszneu Tiun
Uaduinudeninen Uadesudnuardiuuana Jadesnuasetis Yadesuuinnssu uasladomnudidavesiusznouns
WU 19iA1 Chi-Square Wiy 159.025 df Wiy 83 GFI Wiy 0.96 AGFI iU 0.91 RMSEA LAy 0.05 Landan
Tumamisiaduususanisusnyniaenadesnaundufudoyadeszdny wie uuisanuddudsudedild
Tumsfnwiadel] anunsataldndusiviefulsdanaldmuditmualiougidu dumdulszandanudes
vosfudsdnnaldvniialdan Rz feendaus 0.35 - 0.68 waznanisusUlaanTinesiuszneuiladufina
WU oA Chi-Square WinAU 159.025 df Wity 83, GFI Wiy 0.96 AGFI winfu 0.91 wag RMSEA winiu 0.05
vownluna dmuaenadesiutoyadeszdng Jamnziunmahlviinmeiionsumanidosely

NaM AT Esiiionavaeunumsdimaruduius Bsamnvestiaduanudisavesseneumsssia
auananazangedluniiinmanawesUszmelve TnglTUsunsudeisa (LISREL: Linear Structure Relationship)
dlefiarsanaadfnaaouaunigiu 11 wnindanduiustuduamindiondnual (Indentity Matrix) wialsl
1nely Bartlett’s Test of Sphericity wazfiasuiilniges-luieas-ovanu (Kaiser-Meyer-Olkin Measure of Samping
Adequacy = KMO) &3 Kim and Mueller (1978) tawsl¥i1 d1da1unnndn 0.80 fiun wazddosndin 0.50
Wlaile dddunisdinszainedl wudh A Bartlett’s Test of Sphericity Sewiniu 721.030 Fiituddymeada

(% =

A5¢0U 0.01 WAAII NI NFARFUNUSTENINAILUTHANA19INLUNINGLananwalag1aldedAny wazian

]
L 13

duillniges-lues-oeafu Wiy 850 wansi1 Mudsimnuduiusfumnzauianhluinseiesduseney
(Kim & Mueller, 1978)
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Bnawa PSF PNF NWF INF KSF

TE|DE|IE TE|DE|IE TE|DE|IE TE|DE|IE TE|DE| IE

Unstandardized Solution

PSF - - - 63% N - .85% .94 .23* 62% 91* .23% N .85% .43*
SE - - - (11) (11) - (.42) (.42) (11) (:32) (.43) (51) (:33) (.23) (.43)
PNF - - - - - - 91* 93* - 23* 27* .45* .95% .95%

SE - - - - - - (71) (22) - (11) (21) (.48) .41 41

NWF 21 21 - .05** .02% .04 .15% .04 2% .04 .06* 15% 16" .02 13%*
SE (01) (01) - (01) (01) (.01) (.03) 0.1) (01) (01) (01) 0.4) 0.2) (.02) (.05)
INF .03*% .04% - .02%% .04* .02% .06* .04* .07* .03* .01* .05% .06* .02 05*%
SE (.01) (.01) - (.01) (.01) (.01) (.01) (.03) (.03) (.01) (.03) (.02) (.03) (.04) (.02)

Standardized Solution

PSF - - - 25 25 - 16 61 a3 25 68 a7
PNF - - - - - - 30 42

NWF 85 85 - 55 24 27 65 a7 15 72 32 7
INF 22 22 31 21 17 32 23 06 21 21 28
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Nnfustadeduniedie uagiulstadesuuinnssudunsuinedsliiideddyniseadia wenanidus
vivaes fie fuwdstdiuaiotneuazsuusladeduuinnssuddmaremulsdaduanudisavesiszneunis
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fudsnguandanald b S.E. t R Auusnely b S.E t R2
Faunald

SEF 33 03 8.84 71 INP 70 05 1042 87
oPT 71 03 11.22 93 GRO 62 05 1033 76
HoP 69 05 15.72 99

RES 79 04 11.45 82

DEM 65 02 9.74 91

PES 42 o1 10.37 72

SKI 32 05 11.42 67

NEC 21 03 12.98 52

ASY 11 05 8.79 61

REC 45 05 1121 98

EFF 34 05 9.33 87

STB 23 02 11.24 73

LEG 84 05 10.23 81

PDI 72 05 11.98 52

PCl 91 03 10.33 78

STl 64 05 11.56 61

Chi-Square = 18.05 df = 15 p = 0.31

GFl = .85 AGFI = .71

RMR = .021 R for structural equation (R2 : KSF =.83)

KMO = .850

Bartlett’s Test of Sphericity : Approx. Chi-Square = 721.030, df 134, p = .000
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Abstract

This research aimed to study the debt load, assess the level of debt literacy and debt management,
and analyze the relationship between debt load and debt literacy of government teachers and educational
personnel, in order to provide guideline in managing and solving problems of debt more sustainable according
to the Sufficiency Economy Philosophy. Online questionnaire was used as the tools for collecting data
from the sample of 612 government teachers and educational personnel in the North, Central, Southern,
Northeast, and the Eastern region of Thailand.

The analysis of debt situations revealed that teachers’ debt load as measured by the debt to assets
ratio of teachers (1.5 times) is much higher than the standard criteria (should not exceed 0.5 times).
The results of the measurement of basic knowledge on debt showed that most teachers had a “low” level
of knowledge of debt. From the hypothesis testing using the Binary Probit Regression Model, it was found
that government service life, household expenditures, and debt literacy level affect the teachers’ debt load
with statistical significance at the level of 0.05, which the debt literacy level affect the likelihood of debt
load in the opposite direction. The basic knowledge of debt that teachers should know is the compounded
interest, the ability to repay debts each month that should not exceed 40% of their monthly income,

and the debt load or debt to assets ratio should not exceed 50% of their assets.
Keywords: Debt management, financial literacy, teacher and educational personnel
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Insight by TMB Analytics vassuiasnimnsine et 2561 (Thai Military Bank, 2018) Al#Anunginssunisldane
vospulneINgIUTeyavesdtinualifuiavfind 35 aueau wui aulneidymmnanisdunatediu lne gy
il Jamnisituosuneldlits 6 weu wieflGussuteniiull Fellymilidatuaulnesuauun
Tngllldtuogiuszduneld ey Ussaumsaimsvinnu wtefiufifiusznavein mszdiiideelfnnnd 30,000 v
oo Iwuinnieiesay 70 IRussuteeiiuly wazdiisielatesnit 30,000 vnseliou dRuseutoaiull
Sovas 80 Inonguniinnuenvunazgusznovendndasziiiuseutiosiiuly fevas 89 uay 78 mudiy Tuvad
nauihssuaznnusFiamAituesutieeiuly Suaudesar 65 dmiuidvesiansiidndiuegfisesas 62

uaﬂmmf gﬁﬁ“ﬁagamﬂaﬂﬂma%mmm (Bank of Thailand, 2017; Kenan Institute Asia, 2015) \UnaLNg
nsafiudn aulvevinauslunsinnismnanisiu Jaweanusedasy Sdunslide audedymnianistu nsany
Hyuiauduyeea ludagtueilnedunilitu wasdultuivelianmnsodrsenifldnusmun Seefouldiu
3089UIINNTVINNNYELUNITINNITNNIEY (Bank of Thailand, 2017) sats anunsainiinirFeulne
fadussduiimhsnuiifedesiosianuetndlndda HesmnuileaFeusoiffivedlneeglusyiugiegwaiiios
Faflanmmunannanedads e nadndsuiniamanisiuldiety wnsnisniadglunisnseduasugio
wazmmsaiiwialalutaed 2554 fviliasadousesdiuiletouusutu ogndlsin awvmadnmestommian
Sunnwgfnssunsliitevesadaifeuas (Bank of Thailand, 2019) lutsirun anunselmsduniiveseulng
Wasuluegnann dedeyaannisdimmvenasinyls wuin augelmddunii$atu Huntinnty Dunduwdy
wagiuwltufiagfuniluauneneny (Kenan Institute Asia , 2015) deyainauswennsaiirsugionazgsia
uinendevensinive Samuth aulnefesar 84.7 fudaudenslidemludiedosunmuanionissznaugsi
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Tnodsnfdeulneiviauafteuay 316,623 U Tnefinserouniliiouas 15,925 UM 1N@0UNT
nifauatiFeululssmdlnsasiouliiiudaoud aulvefinissviauduiuogsdeiiios (UTCC, 2018)

dwsuihswnsaguazyaansmemsinen Saduifitumumddyigalunsiannemeuiduonanue i
welendni AMSzga sesavIBMIANENTIINMSANASNaTaRnsuaza TR AsuATYAANSINSNSANY (anan.)
Damedoyadodouunsan U 2561 aseniduresaguazyaannsmansfinlulasinisdudaundnneau
nsanUufnauenevhaiieunguasynansMemsane (uw.a.) flauidelaiiu 3 Suum iffn1 400,000 o ou
293U 760,000 F1uuv 1Beusann 1.95 Suuvdenu s duinInddniausniigalungudrssnising
Fedndusesay 80 18391519713 Ine (Kruwandee, 2018) wiinagfimhsnuiifedesiumsiannauamdinagvany
yhsa Wnergliammemdeaslunsdanistogmuiduegadeiiios nsuulasadmi nmeindrsead
madineduliy msUsuanssaenide uintiuvesasuaryaanamemsinunilallfananas SedeyaaandiDame
Tnsnnznssunsudleigmvilauyeainsnssvsndnudng wui aguasyaainsynansiine duniaulussuy
191 1.4 Euduum lsunuiduniilinelmanseld (NPLs) nin 40,000 a1 M (Matichon, 2020)

it fvdngudaszdndanmsideddnuiiefuanuslunisdnnismanisiu (Finandial literacy)

1A a

U9971 woRAnssumansiuazilulumuanuiuaziineenianisiuveayana nsizanuduasinueninistiu
fodutladuddyiilriunraaunsafndlamnanisiulsegiavmnzan (Kenan Institute Asia, 2015) Bsszunag
Tunsdanismenisiuvesaulnemlusglussdu “i” uaghifanuuansnsiuluudagngudany og1dlsia
miﬁmsmLawwLmzmLﬁaaﬁ’Uﬂ’miﬁawﬁ?{u (Debt literacy) fadilinnin (Cwynar, Cwynar & Wais, 2017)
sadtmmiaudulymittunounnusiunmansiusasaruguasuvesdenumog iy

NS RslAAnuilaymuiauasiasfinnsanananseuiiau Debt load) wasUssifiusedumnuidomiiay
(Debt literacy) vost11n19AgUATy AT NIIMSANY iflelidlaaeumsainiEuaguaramiuinseostym
niiAuvesng wagtiiesrumuuamislun1siauIAL$n19n1s&u (Financial literacy) Tnelanizognsdennug
Tudemilau (Debt literacy) ionsedulinglilninsos Bous uaznssmindesslonifirldsunnmaasiiednnis
N19N1918U (Money management) 9462,94981993994 Tngianiznisdaniswilay (Debt management)
derduuuuetsiiruninGeunasdsaslieovauniani uassoniuduegndeithrmnsaguasyransmanisfine
wAnanuAuilunsfmuissdnuiiarssenanisieunsinue inlunsinnismenisiulussuunsin

p8MLNzANAD LY

o/

AQUsEAIAYRINTITY

1. ednyiamumsainiiauresiiismanguazyaainamenisiine

2. iiodsmduszduanudludemiduresiismnisaguasyaainamenisiing

3. fefnuenuduitussevinsssdueudludomilauiasnsevilauresihenseguaryeainsynensfin
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o
o

WUIAA NEE wazuIdeNngIdas
mafeilidunsfinwimnuduiussenineseduanuidomiautunseviiauvesinswnisaguazyaains
yan1sAnEY InnITUMUITIUNIILaze St luefnfildAnviFeanngnilduvesndusiegsiiviainuany
Tuusewelng (Kingdee & Siripanit, 2009; Intachom, 2011; Wiyaporn, 2016) #Wui ﬁﬂ%’ﬂﬁéﬂﬂﬁiﬁﬂ&juﬁ’mﬂw
AnnTeniian Usgnoumedadudiuunna Jadesuaiuuiasnginssumedeny uasladeiuaiannisvedasdns
917 81y 51818 97T @aunm AdenmIndn adouniedeay ngAnssulunisuilan Tuvnsfiewise

Tussussimmagssfnuanuduiussenisanmeanuduniautuseduauilumsdansmenisiu Tasame
mmiﬁawﬁﬁu (Brown & Graf, 2013; Cwynar et al., 2017; Lusardi & Mitchell, 2014; Lusardi & Tufano, 2015;
Yoong, 2010) &y naumegedulngianuilun133nnsnienisiiu (Financial literacy) lusgdu “Gin”
dusumsfinwuieafussiuanudiFemiiay (Debt literacy) fideidudiunilwasaulunisdnnismanisiiu
wud mafianudlumsdansnamativlussdu “3” envedildifivmelumstanmilauideddaudFemiay
firout1anIza1zas (Cwynar et al, 2017)

Tudsewalng surasuisdseinalng lagaarduAtduuiaeds lainssduainuinimistuvesaulny
munseUMsIAnaYeesAnsiiion s iovnaATygiatar AL (Organization for Economic Co-operation
and Development: OECD) Tu 3 du lakA fuadnuinien1stiu ngingsunianisiy wasiiruafni1anisty
Famui aulvenindosas 73 danumamsiuegluszdutiunansaeuirsnishiign WeRiasanamudnume
maUszvnseans wuin nguauiindslisunsienlaladufimudosniniinnuimianisiusninngudu laud
naugifiegludminvevounazdminfiinslnasndmingudnatmisgsio nduiiiiinnsdnudoslneianis
Tusedufishninsison naufiifiselés naueulsBeunasndulgels nisfnud Ssugiifieamdmanistius
wagAautnei fhvinnudmansiulunanefii faduniseeudu mahdylnesuseds msdaviusumsiy
M3UMsdinnsTeang waznisasuiianzan (Bank of Thailand, 2017) UsesuyaisAtiuwinedy anloyyns
a3l seylulasemside “aulneinalng ldlansiu” 91 “anudmanistiu (Financial literacy) Iu‘UiuL‘VlFiVL'V]EJ
o Yagtiu fedndunddudinuzfidniuiian uas s NAFumsannifiass MMneniBuduyAnaTiiLgedy
LLa::m?mmmgmmLsuﬂ:«mNﬂwmuLﬂu{]saawaﬂwﬂwmmmawmmlmwnmamaaiwsﬂ,mLLawmmmmuﬁuu
vhszma” (Bank of Thailand, 2019) dwisuanuiluFesiiau (Debt literacy) vaneds ANuiiuguiifedes
funisdnduladesduluntsduni 1éun nsdanendenuiu n1sidnenimvesnuieslunisdend
LLazmﬁmmamﬁﬂumﬂiauﬁﬁwﬁiuLwiazLﬁau (Lusardi & Tufano, 2015; Yoong, 2010; Wongchan, 2012)

Wl MUNANNITIUNITIANITNINTRUEILYARAE (Disney, et al., 2008; Wongchan, 2012; Yomsin, 2009)
namis muditugniludemiiauiiyanansilih edredosiian yararsiinenmlunsientiiarauasnsaly
n9F19EMTUBIALLDY

¥
a

Tnendnaninlunisneniusaniszuiiauauisaintsain

¥

dm1aIUNNAUAREUNINY (Debt to assets ratio) =  WUAUTIM
AUNSnIsIu

dyQ 1 a 1 G 1 al dyQ a 1 a [ & o [
Msgnilduveyana linsi 0.5 i wisuaaakinlsintdwiundt 50% vosdunsng dmsuaiuaunse
Tunsiaudrszuilluksasiou auisaruialaain

dnsauRurauninesele (Debt service ratio) = IUIURUNBUNTLULFALLHBDU

sreleasaLfau

IngdnsauRusouniionels iasiiu 0.4 wh viseyaralimisHeudisenisiundl 40% vesreldvemou
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yteid ilod 2550 naznsasinuBmsldtvuauugvsmanslumsudlaiammiauesuasyanamenisine
Tnessyitusiandnliin axddumsudluliygmuiEunguasyeansmemsinwegaduszuuasuases aowtumai
ndnUsvgvenaswsRaweifiedluuszgndliifionsuflutgmniEuogaugusssu Wiyapom, 2016) FsaEudu
¥84n159ANIMINsiumuvdniasegianeiiios liun 1.0158anifgadeaisafunisdanismanisidu
war 2. nMsdlausssunseiitelun1sdnn1amianistu dmiunseuiunisiaunukaznsindulaninissu
sgdondulunu 3 vdnniswisnuweifios Toud 1. fanuweuszana Ae MsFdnaniugmanisiuiiuriads
yosnues nMsnusguined lirluitesiaileiiusuiuned 2. fingiiua Ao msfidmneymanisiuidnaunasiin
Tdenuanudidulivadlumunszua was 3. Sgfiduiludia Ae nsfiiudseailogniduliiae 3 - 6 i

vosrlgielundaziiou ielinsousunnudevisowmeanduiionasiinduls (Chansom, 2010; Yomsin, 2017)

A13197 1 wuwamnslumsussgndlinanusvgrvaaasegianaiiesdun1sdnnismiani sty

29AUsENaU WU WNafiAIndn
BAIATUNDLNY S A1SIANITNINITRU ALNAVU

2 Jaulunugiu

A3 niauingnaeslunisineuny  Juaztnlalinisdanismianisitiu
LaEN15IANIININISEN tiud anu Nignded
Tunseaudu Nslany nsvedunsng I

g MIdensuildumsuseiude dawau
N13aeNU NsRUNe TS

AISITU Anauldiduaudidenienisdu  vimsdanmsduldegiamngay
F9neanu aandu Lidendounuouaziou

3 NANNITHUIAITNNDLNE S

AMUNBUTTUIY Javieumsdu lewn FANUENINTRUTUADTS
WTETUTI8NY FINNGANTIUNIANITRY
IUAREIUYAAR
AUAMALIKE vl vnen1aNTRiung fifemslunsdnnisnienisitu
snaulamuaud i fwmeralunisldang
nsiigiiduiuludang drsesduliNewvaniduetaley Wiousullafiuaudevsewns)
3 - 6 wihvasrldangluusiasiiou NAUNNTRUNRLAA T

n: Taseansidedaiaun “agwaiies Uasanil Flauna” Yomsin (2017)
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Iué’amﬂmaﬂigmwﬁauﬂgl:fluijigmﬁazammmuLLazL%uﬁigméa%’aL%ﬂmaa%fwﬁl,ﬁlmhjdwﬁﬂ 1A59N15398
B “agnaifies Uaoavil Tiauga” laeyadirafsen dnaumindaudunssumnsnis (Yomsin, 2017)
wuh mmaﬁwﬁzﬁﬁﬂﬁﬂgﬁmﬁwﬁfﬁumﬂLﬁu‘waﬁ’«aummmmﬁummqmiL‘Eu Ao MIv1aALilunsuImsdianis
yemsiufigniosssnadnduvaddudeldesnsiems Tneliafenluindwagdususdiegduiifum egrady
nafuniiiodudesund mszasdulngdreiiiuni audeimliagianudududenisduni
unamanszieteiulunisiananil vierdouihanduinindugedififesh fdnAa3 asdaestidundslg
fsnpuiilvg lavoshonudnmnnnitauinly sruedwull AsliAndaymnsldseduiush Auegifiugiue
duniifuenus i ﬁaﬁ?ummf’flﬁui‘]zymwﬁ?mﬂgmmﬁﬂiﬂﬂgiuaﬁm%aﬁﬂlﬁﬂszaumméhL%f\]whﬁmi ey
ldgnuAlvidumaiiviass FrnuntymmiluagingnuBuentundulssdunmdeuduszey oabunse “ag”
Saduiunumadnlunisassanuduesimuvinue sl fudienvulne nduduiiitagmlumsdanisiuduynea
foutrann sultiasnsodusuuegeiindedield

nsthradenifutumnemsiuliunussnalnedielhAensiauTisBuiu maiuadseu fiusnsiams
uazviruangnaessensBeuieswoideaas fusruulussuunmsne suinduguidenflunisdanisiu
udusesdnnslymnstudiuunnavesnegiasadudiduusn

oealsfil luusunvesdsanlng ilifnuiseiidnuiamenzasiesauiludomiiau (Debt literacy)
Tuidedn wihelinmsAnwiieaiudinezauilunsinnisynnsiu (Finandial literacy) ogfths wazBuazléiunnuels
wiludeulousuaziisiunnig Bank of Thailand, 2019; Kenan Institute Asia, 2015; Yomsin, 2017) NaTed
?mg:qﬁﬂ‘mmmé’uﬁuéiijwmiwﬁﬁuLLazisG"TUmmﬁ‘lm%iawﬁauﬁumﬂgLLazqﬂmﬂimamiﬁﬂm ioiRssesing
meidelnesamanngiiuriatevestyumiiauay etmausuumdumstannanuilunisinnisuiauuiag
st ganuazivssaninm wasnisliAnnisveneraluszuunsfnwegralussuusiely

[

NIDULUIAANITINY
NNTNUNIWITTUNTTULALANBIWITeMAITRY fIelanrunnsouwwIAnn 33Tl idel

fuUsdase AUsany

1. Yadeiudnuugdszvnsenans
Loun et @011 918 818IIVNNT
A0UNIN SEAUMIANYY IuIUKegly
gUMsy dnunizflegende

2. JadudnuiAsugiadiuyana ' MsEnilfuvesng

Town s7¢le Russy AlINeRTISaU
AlgIglunsHautIsEnl

3. szaiuaduluisawmilau

Tvauufgilunside Wudsd
auuigiud 1 Yafodudnuaryssrnsmanidademasniiauresns
auuRgIui 2 ﬂﬁ]fﬁ]’aé’ﬂul,ﬂwgﬁadauqﬂﬂadmaGiamiwﬁ?msumﬂg
auuRgIui 3 isé’fUﬂ:1mi‘[,uL'%Iawﬁﬁudmaﬁiamiwﬁawuamg
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Waiun15de

589N NUAT0819 LATVBULUANTIIY

n9feifunsidedaUiina (Quantitative Research Method) Inglduuuasuamealati (Online
Questionnaire) W whe Google Forms uedesiielunisiiudeya Ineusznnsitlilumsids Ae d1swmsag
u,azqﬂmﬂsmamsﬁﬂmﬁ’aﬂszwm Fafldruau 433,704 au (Office of the Civil Service Commission, 2019)
NnMsfwmmvLnYeInguiiegslnglignsves Yamane (1973) Aanuaadeuiivonsuldviiiuiosay 5
YuInYesnguiIgTiIzanie 400 au §3dElE5dennguiieg1anugnamany (Purposive sampling)
desndeyaninisiuiudoyadiuyanafireuiraluanudu Jsenflaniiudeya edidielildngusods
Huidhunulsznnsaganinuseme fideiweiuteyanninsvnisaguazyarainsmensing §1uu 612 au
fanswousudafiinslusde “UimsnsRuuuuauna auvilsme vénirsvgianeiiios” Sadulasemslveng
yaNsRULATISITN1IATHATYAAINTYININSANYTIUSEINA nsoUsBsURTRnsidntuly 10 dwin 5 niinnA
$un newile manans mald naneTueen warnang Tuseniduavile Tasdinauenssinmsmsinwduiiugu
(@ng.) NIxNINANYIZNT warswIrsesndu fidneususin 1,200 au fRulaiudeyaludiniounguaiay
fadoufiquisu wa. 2562 InguelvingusnegneuluuasuamesulanouFunseusy

inseaiiofldlunnside

wiasleillunafutoyalunuidet Ao wuuasunweoula TnenesvilAuasms InssduenusSomiian
s sBamumnuiimsdansmsiudiuyeratasddeiiieades dueyalusuuasunuazaseunguieyadiuyana
Foyavnemsiu wazdanuiasgduanuludemilauiiiannanamideves Lusardi and Tufano (2015) Tnesauusem
wazfuUsdaseililunuddel Snvandendsil

#u15973 (Dependent variable) Asyviiau Yade snsndumilausedunsng (Debt to asset ratio: DA)

Ya

FHeldouan19N13RUTRINGUAI0E19NAIWIUMNBR T IEIUMTAUARRUNTNG F9nunaeiuNnIgIL YaRa LS

a |

i
Hnfldusiuuinnda 0.5 Wiwesdunsngsiy (Chansom, 2010; Wongchan, 2012) Wt uﬂﬂaﬁﬁé’mdawﬁﬁu
T30 0.5 whwesdunndsan fuwildufieeddymniauiisusduuarenaesliannsavanmilldreunsenong
A7 mezmiﬁé’md’awﬁ%uﬁmmLﬁulﬂsjaueidmaIﬁLﬁmm33‘Lumﬁsjauw‘iwiazLﬁaquﬁ’w WaEAIYAITE
nssouninunniuned seldfivaedmiunisldsseslineifivenissndudianuund vhlkesdesiond
dinluBes o Winwsmanisiuiiduman LLaz%a'qwamwwiammﬁummqmiﬁwuamgmﬁqm@ammqiwmi

(Yomsin, 2017)

ans1druviidusadunsng (Debt to asset ratio) = NUAUTIY
Aunswesay

v
A U s %4 1

le?l  dandiuviidusieduning desndwFewindu 0.5 G931 Intduldifunaeiuinsgiu

v v
' L4 '

dnsehuvildudedunsng 11nnd1 0.5 fodn  AvddusnnifAunaeiunnsgiu

dwSudIuYs8ass (Independent variable) §idelFtmuniidsBase itBviwaronseniiau Hu 3 nau dil

1. e udnvalz sz nsmans (Demographic characteristic: DC) wietladuauyana daduausnsg
fufiugruvesnauihednsitavisnareanmeanuiduniiaurenyana W e 01y 019318075 denunm UM
Srunufeglugunise uasdnunzilegende

2. thiganuasygnaauyana (Household economics: HE) lauA selidiuynaa Rueeu Alddnensiiseu
wazalddrelunsoutisemil

3. thdeduszdunauilusamilau (Debt literacy: DL) $198anauideues Lusardi and Tufano (2015)
fnspuauluFemiaulasmaniusinuiidumnudiuguieatuniauesyana 3 4o ogalsin lunuided

[

Wednszauanuivenguiiegmemaufgiuanusugufgiuniddy 31 5 e

eXe =)
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wonanil AdedalalvinguiegnsUssdiuaanunmsaimanisiu Ussiliussauanuiiasanaaansalun1sinnms
MIMIRUVDINULDIMEANNLITEVR Tufano (2015) dmun1snsivnunmueiuudeuny fidelauuugeuny
Tifnssaand 5 viufinnsannsiaaey wasthwailldumaiauanysoiuazarniismswoniom (Validity)
fremduiauaenndas (Index of ftem - Objective Congruence: I0C) WA 10C 3T 0.6 antalei
LUUABUNM 112w 30 Y lunagey (Try out) AunguasteinudnuradeUssansudlilingusegidlsvi
iieustifiumudesiu (Reliability) nan1snadeuny wuuasuaimudesiuluseugs fie diduustansuearh
aBvesAsauLIA VidemdUsAVSAuTosiuegsrming 0.791 f1 0.924

nsATIEvidaya

ma]mLﬂmvmauawaﬂmimﬂ‘uaammmmm (Descriptive statistics) ldunl drfouay (Percentage)
ﬂmaa (Mean) druifissuusnnsgiu (Standard deviation) tiodinsizvideyaiasiu dnumsitugiu auduius
Dosdu antunsaineniaiu waniteosunsudnuusiulsernseaniuassuasugiadiuyang

dmsumsliaseiteyaduge §ifeldadfdeoyuny (nferential statistics) lnsnsiinsesinisannoy
InsOvuuund (Binary Probit Regression Analysis) LWE]ﬂﬂH’]ﬂ’J’]iJﬁNW‘uﬁSUENG]’JLLUiE]ﬁiuVI‘J,JG]@Iaﬂ’]a‘ﬂ%uﬂ’ﬁf\]um
mspniaunnniunasiinsgy Swudsnu fe nsenilduvesey findesandumiaudeduning (Debt to
asset ratio : DA) {3de3simunliduusmandududsvu (Dummy variable) laun

1.Y = 0 o asemilauaglunasiund (1 DA tesndmdewiniu 0.5)

¥

2.Y = 1 Ap MsegundaunnnIwnusun® (A1 DA 11nn31 0.5)

€

Tagaun1shuudaoadusadl
DA = B, + B,0C + B HE + BOL +3

Tnei DA mswﬁ%umamg F¥adnesnsduniiaudeduning (Debt to asset
ratio: DA) lng DA = 0 g miwﬁfﬁuazﬂummsﬁﬂﬂa
DA = 1 s Msgnildunnninnasiung
DC  fA® nNREIIUSNYUrUTZTINTAEAT (Demographic characteristic: DC)

LAWA WA @01UAIN SEAUNISANYT 918 91931¥NT AU F1U3UE B
Tugunise anwaeilegende

HE  fie  wnwesauasygiaduuana (Household economics: HE) bk
seld Jueeu Alfdneadizou Aldinelunisioudiseni
DL fe  swsiuamjluFeamildu (Debt literacy: DL) A S1uiudeiineu

Aanadeiuniidulagnies
2 fa  AAnuAaAARoY

NaN1538
1. HANINATIZNTOYAFINYAAS NUTIFNYAENIIUTEYINTAIERSVBILABULUUADUINTIUIY 612 AU
dlng)dung Govaz 78.8) inand (Savax 68.8) agluiunatau ¥a3e1e 30 - 50 U (Foeaz 60.6) faaunwausa

(Fogay 54.3) unsAnwiluseAudSaaes Geuag 52.1) lazUSua1in (Fegay 46.9) lnedlongsvnsegluie 21-30 Y
(Seway 24.7) mﬂ‘aagmumawuwwﬂaaﬂmiwuau ($ovay 46.1) LpsanAguazymansmMensAnydlng

ARunannsalosunindazivedetuuasinu asdlngldivunvasnnisenildy uaslunmsiuagaiulvg
fifeelugunisednuau 2 au (Fevay 32.3) Magazidenlunsnd 2
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A13197 2 UULAIYATYRIERBULUUABUAIN TUUNANANYMEUTEYINTANERS

AMANEAY U (57U 612 AL) oAz
LNF 68 191 31.2
VAN 421 68.8
dgarunw | lan 243 39.7
GO 332 54.3
e 37 6.0
218 wosnin 30 Y 108 17.7
30-40 1 194 31.7
41-50 9 177 28.9
51-60 133 21.7
21859%M5 | Ueendn 5 U 141 23.0
5-101 131 21.4
11-209 119 19.4
21-30 1 151 24.7
111N 30 U 70 11.5
nsAne | Ul 319 52.1
Usyan 287 46.9
Usygen 6 1.0
duvds | JuSmsanudng 97 15.9
A3 482 78.8
WUNIUIIVNT 33 5.3
flagonds | TruswesUaeani 282 46.1
Uuegseninaneudisy 215 35.1
UIUNNUBINTIVNT 37 6.1
U1 48 7.8
e Aives 30 4.9
Hoglugunise | 1 Ay 171 279
2 AU 198 32.3
3-4aU 93 15.2
11NN 4 AU 15 25
Lififegaunise 135 22.1
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a a A

2. HamsuATIziUses uATYENIEINYARS WU FRauluvaeunNdulnglRudeus A INgg UL
WFlouag 15,000 e 35,000 v (Gevaz 60) Taglifselédu (Gevas 48.4) aerlsi Tfnounuuasuammnnia
Yovag 10.4 MlRuAeuTIMATINEgILEINNNTN 55,000 Uwssifiou daeinduseldfigeninelfiadovesaulne
Tnevnlusouinann luduveaiusssuazaliane freuiuuasunulmgiRuson Ruasmu Uszana 1,000 - 5,000 U
sielfiau (Fevar 49.1) uagdora 12.9 lifiiuoow Weflnsandldinniazeu nui luusasifeudnouuuuasuay
Jalga1emsiSeu hjiwmﬁsiawﬁﬁwﬁ?masﬂ,usu'm 10,000 - 20,000 U (Feeay 46.4) uazilnauluuaaUy
wnfefesar 12.8 fifiarldaeaiuFouninnin 30,000 vdeifiey dwduailidrelunisdoutseniau
vosmauLuuasUnaulvgjaglugae 10,000 - 20,000 Vmsiabiau (Faeag 39.1) InellinouluuaeUn LTI 14 AU
Anuduferay 2.3 Mliudlaheuwesieutseniiumluuianiou

Tnowazidondoyadumsugiadiuyana uandlilunsai 3

A19197 3 LA TRLATYRIERaULUUFRUAIN FuunauTadesuATegivdIuyana

174 =Y o v
YIYANIINITAU U (57U 612 AU) HlGH

RUNBUTINAINGFIUL (UINFBLHL)

Touni1 15,000 U 29 4.7
15,000 — 25,000 U 214 35.0
25,001 - 35,000 U 153 25.0
35,001 - 45,000 U 80 13.1
45,001 - 55,000 U 72 11.8
55,001 - 65,000 U 40 6.5
11NN 65,000 UM 24 3.9

181aduq 819 AdeunNLAY (UnAaLRau)

#88n71 5,000 UM 156 25.5
5,000 - 10,000 UM 103 16.8
10,001 - 20,000 UM 32 5.2
11nn31 20,000 UM 25 4.1

Tyifisneleau 296 48.4

Rueay Ruawwu (Rudazau nuv. fuannsal)

Howna1 1,000 UM 109 17.8
1,000 - 5,000 un 300 49.1
5,001 - 10,000 um 61 9.9
10,001 - 15,000 um 29 4.7
1111791 15,000 UM 20 3.3
luifiduosu 79 12.9
oouynieuLaliiAum 14 23
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M13°99 3 IwIUkaIeTazvanauLuuaauaIl Iuunaudadedinuasegiadiuyana (da)

dayan1en1siiy 119U (57U 612 AL) Souay
AldiEnensaBEou lisaurauwd (Umseiiow)
wouna1 10,000 UM 120 19.6
10,000 - 20,000 umn 284 46.4
20,001 — -30,000 UM 111 18.1
30,001 - 40,000 um a7 7.7
111n77 40,000 UM 31 5.1
laiudla 19 3.1
Aldsnelunisiouthszuiiay (Umdeifiaw)
#owuna1 10,000 U 105 17.2
10,000 - 20,000 U 239 39.1
20,001 — 30,000 U 119 19.4
30,001 - 40,000 um a7 7.7
40,001 - 50,000 U 21 3.4
11nN737 50,000 UM 25 4.1
Liflasewiiau 42 6.8
Taiudla 14 4.3

\dlefinnsandoyaaniugnisnisiiu wudl grevuuvasuniudyadidunindiade 2,971,330 viv
Tnegfiaunindgean Taunindyadn 20,000,000 v uazdfiaunindyadisian Taunindyadl 20,000 Um
dmdunisgniian frevuuvasuauiaiseviiduwady 2,422,551 v lnefianseuiaugeanianseniiay
11174 10,000,000 U191 wazgfiin1seviiausian iy 100,000 um agdlsiA ffpouuuuasunulifanseuiau
S 42 au Anidudesas 6.8 uasnnsdALAY AT TdLMTiAudeAUN NG (Debt to asset ratio: DA)
wui Anadedanduniausodunindvosinounuudeuniy (15 wh) gendunasininsgiu (0.5) Aeudreunn

lngdnsduvildusedunindveunauiuuasuniugaian gedia 11.25 i Nl mumann1sdansnistivdiuyana

msiviiunnniduning fedudiiduduium (Yomsin, 2009) Teyayardunsng nsevildu uazdnsaiumiau

Aodunindvosinounuuaauny wandlilunisnei 4

A13197 4 FaYaanUENINITRUVDERBULUUADUY

dayan1en1siiuy Aade AR AE9EN
yarduning (um) 2,971,330 20,000 20,000,000
A15TUURY (VM) 2,422,551 100,000 10,000,000
dnsndrunidusedunsng (win) 15 0.2 11.25
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3. wamsaATIsisyAvaugludoamiay lunisiassiumuiludomiiay (Debt literacy) §idelimnm
wuuiidden (W) wetarmudiugudeatunsiuvesyara Gadmauiflilunisfnmidiauianauidees
Lusardi and Tufano (2015) TneluaAdeves Lusardi and Tufano (2015) Weansuuuyside 3 4o tiednsedu
AudiugTudomiaurenguiiesns og1elsin lunsfnunidfidetaseduanuiveanguinegedeniu
Aerfuanuiiugruieatuniau s 5 4o Geioililunisife Sunuwesdndiuvesinougn rouin
uazgnouin “lins” Tuusazdodon Tdanslilumssi 5

M13199 5 IuudaziesazvanaudAnuludazde s9u 612 Au

v v a v
Knaugn HRaUin Hnau
Y Y Y RV
A1A1Y (Sovaz) (Souaz) lainsu
(Sovaz)
1. AU 10,000 Um TngsuIANTAR
nonlesesaz 10 sl duseldladnseni
o a’lj @ = o a agllq 155 368 89
PUUUGY LUUIAT 2 U AU 1sinlEuy
X o4 (25.3) (60.2) (14.5)
VAGIT Tl
(ssdeniign Ae Yo A. 12,100 U7M)
2. AANUMATMsaNITTelnsinvileto
ww3a9ldlusIAn 20,000 U Mmadentasaly
XA ' % o A ) a 129 336 147
Unzdelvinudlideneniletesnan
o ) & v v a (210) (550) (240)
(Fudeniign Ae T8 v. i3 20,000 UM
voz187 1 U nsmenillysesay 15 sat)
3. sz dunilinsnsin 75,000 um
wnanuealillilnsinsinluiiBniaenasreudise
) v X0 . 23 478 111
Tue iseneHaunid Ll lussezim
; 2o ~ o Koo (3.7) (78.1) (18.2)
wuwila nlldnsiesindniuidazmue
(s udeniign Ao T 9. uUNT1 40 1Fo)
4.paunsvdudisglamauag 40,000 um
weImiAuTUSINANT 3 Wie Anldigluntsnewmil
g a vt oo L 130 357 125
avunvesnaunseiulimsuRumiuwiaou
= L e . & - (21.2) (58.3) (20.5)
Javzluilunsereumiliunniuly
(s udeniign Ae U v. 16,000 VW)
5. AMNANTBIHAUNINdYAA15IM 1,000,000
UM mnaamanseasduseadumil 103 455 54
weliasiiviFuiuium (16.8) (74.3) 8.9)
(faudeniign Ae o n. 500,000 UIN)
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Tnwagudnmdedl 1 dadusaudsatumstnnenidenusilunisiug Wumouiiifreuwuuasua
nougnuniign Anidudesay 25.3 ieUssanumidudvesineunuvasuaiy dwdauded 3 MTufay
Heatuszagnanmstseuiitnsasindumawiiifaouiuasununsugniesiign fe neugniiesiesay 3.7
vi3eiifnougnifies 23 Auan 612 au whily dwsumuiififpounuuasunumeuin “linsu” wnfige snnis
Yowaz 24 Toud mawdl 2 Fadefunsdndulafieidenmadendideaenidetosiian sesmsun Ae mawil 4
Fadusomieatumstaassiulumsieutseniauluusanieu Alfneuuuvasunumeut “linsw” unds
Sovaz 205 vizeUszanamilsluivesinounuuasuny

Tunsfiansanssiuemuduespeusuuaeun MmUY 5 o ideldtmuanasingiassdueug
yosnouuuvasunueenidy 3 sy liud fanudsedugs Uunans wazen (Lusardi & Tufano , 2015) Tngdaan
Snnudemmuiifeunuuaeuniunsugn vngaeunuuasuauaeusiagn 4 feduly dsaaduiosas 80 July

gitoindugfimuiludomiaulusydu “ge dudiinougn 3 9o fedfimnuslusedu “Ununans” wagmnaougn
topnd 3 4o dndunguifieudlunsdanismiau “d fflaglumad 6

[

M13°99 6 INUIUUALTVYATVDIRNDULUUFBUATN JIUNAUTAUANNFFmiIHY

STRUATUUL FTAUANS 31U Jouay
$ovay 80 Tuly GN 32 5.2
Jewar 60 - 79 drunan 87 14.2
#nin Fevaz 60 i 493 81.6
3 612 100

v

foyaanasedl 6 nuigmeuuvuasuaudwu 493 au Andufesay 81.6 1ugianuiGemilay
(Debt literacy) luszu “sn” 5838947 Q’mauLLwaaumuLﬂuﬁﬁmmﬁféamﬁ%ﬂuizﬁu “Urunans” J91u9u 87 AU
Anduferay 14.2 wasdnounuuasunuiiieudidomiaulusedu “ge” fiftes 32 au Anidudosas 5.2 wihiy

wonani §iesdldlsinguiosessliuanuasnsalunsdaniafusar ssduanuiemsiuresmuesig
Inggnounuvasuniudulngussiliuimnuesiinnuaruisalunisdanisnistulusedu “nweld” uaz “@”
($owaz 53.4 war 25.0 mMuE L) dmiunansuspEuANuFINsRuvesues Ut nilduasme UL UaR U Y
Usziludnauesiinnnuiniamsiulusedu “A” uwag “fun” (Sesar 29.4 uar 3.9) laeilfnauuuudeuniy

WigeSosay 2.8 Winty Uszdiudtauesinnuimanstulusedu “uginn” deviuansunised 7
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A15197 7 wan15UssLiunULe Y

$UNSUSTLHAUAULD 37U (574 612 AY) Sovay

1. M5UsZIEUSZAUANEINTTA TUNTTIANITNISHUVDIAULDY

fan 19 3.1
A 153 25.0
wold 327 53.4
e 84 13.7
WELIN 23 3.8
Taiwaila 6 1.0

2. ﬂ']51]’525Lﬁui%ﬁlﬂﬂ’JﬁﬁJiVl'l\iﬂ']'iﬁU‘UENﬁmLa\‘i

N 24 3.9
A 180 29.4
wold 322 52.6
e 60 9.8
WeN 17 2.8
laiudla 9 15

4. uamsimTIeiteyaionaaevaLLigI Teinesidmslimessnuuuiassmnuanaesingdn
wuuA (Binary Probit Regression Model) Tasfuusmufle msgviiauvestimanisnguazyaainsnamsing
Fa¥mansnaaumiiausofunsng (Debt to asset ratio: DA) (Lusardi & Tufano, 2015) Eanfiduiallatiesnin
yieuiify 0.5 fod1 neenilFueglunusiund Tumsmssiudia wnd1 DA 101 05 wansils nseuiiaudias
WAuAIR5§IU (Chansom, 2010; Wongchan, 2012) §ideldimuadiuwusnulusuwusiu (Dummy Variable)
Tne 0 vanefls nsenilduogluinasiuni uay 1 muneis masniifigaiunasiung

a = = & =~ I o vo &
Tngauuignuildlunisfinuianusaewdunuuinaeslanal
DA = B, + B, we + B, @anunm + B oy + B, 2195195
o ¥ 1 £ = 1 o
+ B, Swudeglugunise + B dnvusiiegonde
5 LT} 3 6 U
L & 1 Y1 o A
+ B, seldviaidiou + B Alddreaiaseu
Y v o ai?a
+ B, szeiunnugiomildu + ¥

Tngfinsaeansalsmsdiwesililunsiinu Sfuusililumsdssanuaidufuusiugiumuuunin
wazAdeiunsiudyang laun

A @1UnIN 81y 811w Swaudeglugunisemanisiy dnvasiegendy meldeiiou mldee
ASISDUABLADY (Kingdee & Siripanit, 2009; Intachom, 2011; Ekarabaworkiat, 2018; Wiyaporn, 2016)

LLazisﬁummiﬁawﬁﬁu (Brown & Graf, 2013; Cwynar et al., 2017; Visitwarakorn, 2015; Lusardi &
Mitchell, 2014; Lusardi & Tufano, 2015)

TAENANITIATIETLEAIIUAITI9N 8
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M19199 8 NANTITNATBUANNAFIUAIBLUUTIaRINTTALUUNI

fianUsdasey AsEWiAY
Coefficient (Std. Error) Z-Statistics

ATl 13.1932% 1.8923
(7.0981)

LN 0.1447 -0.8904
(0.0873)

FADUNN -0.0798 -0.5679
(0.9801)

978 0.3659 1.8923
(0.0034)

87431913 0.1892** 1.7567
(0.0134)

Tuueglugunsy -3.1901 -2.8976
(0.0034)

Snwairflogende 2.8009 1.8960
(1.9870)

selanaifiou -0.0067 -2.9807
(0.0278)

AldaneaTEou 0.0576** 1.9876
(0.0861)

sefumusluFemiiay -0.3865% -0.6789
(0.0281)

N = 598 Observations (Marginal Effects are reported)

Pseudo R?* = 0.5919

Log Likelihood = -9.0978
Likelihood Ratio (LR) Test = 18.9945

5 < 0.05
*p < 0.10

HaaInNsVedeUALNRFIUluSN 8 TnensiaszvinuanaeslnsDnuuurd anunsaasuduaunsté sl

(9

DA = 13.1932 - 0.1447we - 0.0798801UNW + 0.365991¢ + 0.1892818319¥N15**
- 319013 wnufelugunise + 2.8009dnunETiage e
- 0.0067518ldnTiToU + 0.0576A 1IN BATITEU*
- 0.386558RUANAS T oAU
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v
a

MnaumsagUldd engswms alliseniateu uassviuanusomiiau Tuadeuwlihlunsinisewiiau
fnndnnueiiasgILYeIinIvNNIAIATYAAINTNIIN AN 1eTTTed Ay nsaiAisyiu 0.05 awaain
nspdeUANRgIY auelaw

1. 9193193 fawduitusidauindentsfimssviiauiinniunasiinasgiu ndnfe engssnsiisnniu
fuavilsimnsnasfulunsinnssiaufiinnfunosnasgugtu fendesturmideves Visitwarakorn (2015)
finudn mnstulssmuisunenisuuni 20 9 ﬁ]zﬁwﬁﬁumm’jmmiﬁﬁmqiwmiﬁaﬂﬂ’h WANLANETY
21nMSANYITRY Intachom (2011) finudn ngudegamenmstulszmuiiiongssnsuandafuiiniay
upnaeueeelulitdAgy

2. lidnensadou fauduiusidanndensiinssniiauiinniAunasiinasgu nanie alideasiFeu
fanntu fuavliauendlunsfeasenizufiinfunasinnsgugdu aeandofuuideves Kingdee
and Siripanit (2009) finu1 Atlieluasouasriiamduiusidandenadunivestrsmnisag

3. sefuamusludomiiau fanufiniusBsaudonmsiimssniaufinnifunasinasgiu nanie ssfuamug
luSowiaufiunniu favilrrunhandulumsifanssrifufinnifunasinesguanas denrdesiunuisuves
Lusardi and Tufano (2015) finud1 anudiFesniay danuduiuslufianemssiudiusuniseniay
wazidululufimmaieafufunisinuves Kenan Institute Asia (2015) fiwudn nsfinudvnansGuiiiiisdy
vasaulng avilidgmmansitu Tasamsdgmmilauana

aAusENa

nfedAnuaruduiussnitenudludomifuuas nseniauveses lnsvesveuiunnising
MneATefuauslunsdnnsmiansiu (Financial literacy) Fsadiiugludemilauiiyaraasiioudunt
1$ud msfnnonidenudu msaunsalumsioudisevifluuiasitoudbinsiuiosar 40 veseld uasaseuiiau
yiednadumiAusiodunindilimaAuiosar 50 vesduning Tnslamenzasinwinguiegsiidutismnisag
uazynansansane sadugiiunumardylunisaiannusuasimuninue Fsliudioneuiiduoueamue s
Lm'ﬂgLLazqﬂmﬂimﬂmﬁﬂmé’ﬂﬁﬁip}%ﬁﬁﬁﬁﬁﬂﬁig%é@%’qL%aimaa%ﬁqﬁazammmu (Yomsin, 2017)

HaNsANYINUT AskaryAansTInsAnsdienulaifuasmnansiudeutnegs esandiniseniay
fHndesnsdumiiaudedunindgeds 1.5 wh Segsniunasiinasgiu (0.5 ) Aeudnenn Swnumdnnisdnnis
N9nsiunsEndaunInninduning 5@19’1@%%@%5314514%14&’3 (Wongchan, 2012; Yomsin, 2009)
wasiletnseivaruiludomidusedauiiuguieatuniay nui asdulngyfenuddomidulusedy “i”
uen Nl MnmImArBUANNATIUS BN AT IEisERRaanosTnsTauuun nud Asiiorgssmstniuuliy
flazdivilduninninsiifiongssnistes esninagadduludos laglifinnsnwauianismiegisaiads
wrzraauifigndedunstanisviay dssnovfumdeuiiguiufunadun wevannsadhddudeldne
(Yornsin, 2017) as3easaviiauazanluidoss muengswnsiifisdu

i mﬁﬁmsvﬁﬂ%waﬂ%’aL‘%auawvﬁmivmﬁaummﬂdﬂﬂiﬁﬁﬁﬂ%@dﬂaﬂ%’aL'%Em‘ﬁ'ﬁasmﬁw Bafagailek
Fansslunsisudiseuiluudidouniugay (Kingdee & Siripanit, 2009) uaz dledinsneinnuduiug
sewhaszduanuiludemilaunazniseniian wuh seduadludemiduinadenseuiivesngosnaditoddy
Tneflarmduiusiuludsay ndnie aiidauiludewmiauliosiloniafieriinissuiauduiusmnnning
fifiausluFesmiiauun (Lusardi & Tufano, 2015) F019nanléi anusluemiduiedugiguiumenisi
fiddy flazhsananudedunnfnaneniauduiuiuesihsumsaguazyaainsmenisfnuld
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Forauanuzildannn1sise
Mnansinwil fieiideauouusiidnydsil
1. Yolauouus BN URA mMIUTIT 19N 1IAZUAL UAAINTN NI SANTY )
mneAdeluofnuarmsfinuniandulih enwdludemifauinadomsiinissniiauesay mnagunevil

1%
=

lngvinauslusewidn wazdunilluFes sueigsivnisiiindu wieu q duamldtieasiSeuniiind

v

MnAATedniLTULar A sElunsHouniiiia@um il Jyvniliduasazanauluizess asniividu
RmsANymanNsIansuiliiudiuyprauazrdnuiveveaasegianeiiediiinleegedowy wagdanimildy

£

YDIFILBI0E1993933 Vel ndnUsveyrvenasugianeiealundndn winUfuR AGududenisiinuingnses

€

wazdnausssudugudrdglunnnisdndulaynianssy (Dhammapiya, 2015) n1steuthwdnAnwAsugianetiie
srlflumstanismiiaureses Safesduduanmaiirnuiigndeduniaduni egasdos <3 anumsainiEuiivinss
vouad uay “¥ dnnauwariimsianeviiay defenuifigniedudemiFuudesasdiotants Uudeu
ngnssunsldiiunaznsiTinegaiity msuidywnilauasdedding %aﬂ’nuiﬂuﬁ'awﬁﬁu feouonsdfey
fagtelinsudlatigmiduluegmssaiian Tnsgadududidylunisdamsdgmmiau fe msaaduiinaeld
Arldneednsainaue nsvhaunaduyana Bunsng - nidu = arudans) uashmseagumemiauiome
dielmsuduuniauiiuiads mdnarnuwevszuia) anduldmuuadivanslunsuaavillidaiau
(mEnnsfimema) udnununsUaaviednaseunsy uazasdudisesiugnidulude ieatemnuniey
Tunsfuilemmlsinmitufionnasiniu dnnsiingfiduiulusia) dedl

M19199 9 agduuImslunsuszanalivanysvyrveaasegnanatineslunisdanisuilay

29AUsENAY wumsluy NanAINI
' = o Sa a &
AL RRFRVGRTEER n133ANsnilau WA
2 Raulunugu
Au3 wiausngnaeslusemidu loun danuifigndedunislunidileiznis
Auisetnanile Aneainlunts dansuilau duwmaunsianisnidy
denil Auatusalunisiisenil ey
wuantalunisdanisud astaaeu
A0 MUNTAIVUAUTUYIITvRIRLEY SanunsainiiaunuiasavenuLes
AFITY Anauliiduauiideonianisiiu vimsdanisuilldedranuizay Jaf

F9nennu annau Hnkulanuedliviin
wHUIAN1SuIlle Usenda Tsdad

Tunsledu dkultaneieanniseudl
Teunnau
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715199 9 aguuuInlunsUszendlduandsvyrvaaasughanaieslunisianisuildu (de)

13 = '
23ausznau LLu’)‘Vl']\ﬂu NANAINIT
' a Y =7 a X
LLANAITUNDLEWE N13IANIINRUAU ITLNAVU

3 NANNISURIAIUNBDLNY

AUNBUTEUIN Jariaunsiu lawn Spurnansiuiiuiate
WwNeiuneIne JNgANTIUNINTRY
URAFILYAAA Eonsyniiauiiaie
wazhATNaTUniAY fdoyalunsaunudanisui

AUTLVNIIHE sl fifhaneuasiendunisanaiiaui
nsUannillsaau dniau Jad Tmeiinalunisliane
Mausunslidemuanudndu
nsfigidufuludafia  Mausulasniegnssouney fusuidaaulunsdanisuiau

dseaduliiilemmaniay wieuuilefuanudsvseingnidy
pg ey 3 - 6 WinvasAldTNY yansiufionesindu

Tuksaziiau

1 AnuUasan “lassmsidedaiann agwelites Uasanil Hlauqa” Yomsin (2017)

2. Fowgusuuzdouleviedmsumheauiiietestunsinuigaunmiinng

1nauidslusinuarainnisdnwiasidiuldin anudludemiauinadonisiinseniaureny
nsgnsrsAnwBnisinontisnuiiieddesfunsiauiquamdindissnisaguazyanainsmnianisdn
917 drinnuAunIIINTALEHalaANSLazaERNMATLATUAAINTNINSANY (dnanA.) AdsduaSunTsmuN
audlunisdaniamanisiiuiaranudiFomiaunnag sauis fvuadesnisadisanuiunamienisdu
auvdnufrgrveaasugianaifiesliidunszuisnd eliAnnsiauissdanuiuasinveiunisiiu
druyananuvanuTvyvesasugianeiieasd19aseds Jagduasuazynainimanisinwideadnfunisineusy
vangvangmslunsiazdannvanemisnuiiwissnsiauaunmmsinwuas A mTinag mhenuiiisides
wianilmsmumushde 3013 nssvunmsiineusuuariugualinisiineusuiivssavn lideadounaasy
nandwiiuaseunth linsevusudey warasiEuiandngaseusumninsiu wazanuilunisdanviiay
fidudu Lﬁaa%ﬁqmmmwﬁﬂifﬁqmméﬁmmmmimqLLmuLLazfﬁ’ﬁmwwmiﬁu ATlTInnuanUSUY
yoaAsugiameLfiss dsenaazdafunseusunuvesulatiiioliinnisvensesdnimusilunsianismanisiy
wazdanaviauluint wardnevsudsftinsedraduiulunnddnnuaeiiuiinsdnwiiontmaenadsdu
Tudedn lusrozidsdiunsensnfneidnig lneddnaumnituiinisfine vieanufnwarsdalifinnseusy
FejiRnsitidenlumsdamamemstusesnsdamaviadliuiesiitigmuiau lnefiassvesmsdanismi
finseunauusziiuddy 3 Foe Wud 1. avwdndulunisdend 2. awannsolumsdeni uay 3. e
fagidntumndnmandlaild dwduinasnisluszesnaruazssezem nssnsdnuisns wiefuimsaniufine
msaaiauafiduinuaziasuussgdlalingantuiinsssoedeedissoiilos laserammunliusunisiu
viomsiinseineiuneieduenaisuszneumsfndonagiiiesunsiadagiesidie iesnluwuuuny
WOANIIUMLITIEUTIUYRINTNAT Te 9 TdmusmgAnssufiadszasdvesagliludedl 3 91 agfesdaianssu
duafulliudifnnateuiuaransosiduiinmundnassgianefioddd el e i dulununasgini ag
msdunuuegsifegadiunagishenslidiamelfissedisusiate

120 215aS3¥INSUSHISSSAR

dunausadugaununenvuuvisUsandlng
Tuwszaguiiug aufonszmmiausvgann aemususiunang

Ui 10 16 1 Usziiou unsran - fiquisy 2564



LONAID1984

Bank of Thailand. (2017). Thai Financial Literacy Survey in 2016. Retrieved from https://www.1213.or.th/th/
aboutfcc/knownfcc/Documents/ThaiFLsurvey59.pdf

Bank of Thailand. (2019). Financial Discipline of Thai Households and Bank of Thailand’s Role in Solving
Households” Debt Problems. Retrieved from https://www.bot.or.th/Thai/MonetaryPolicy/MonetPolicy
Comittee/MPR/BOX_MPR/BOX 2 3 MPR_TH Mar19.pdf

Benyasriawat, P.(2018). Money Management: The Case Study of Money Behavior, Attitude, and Knowledge of Employees
with Less Than Five Years of Working Experience. Journal of Business Administration, 7(2), 77-93.

Brown, M., & Graf, R. (2013). Financial Literacy, Household Investment and Household Debt: Evidence from
Switzerland. Working Paper on Finance 13-1. University of St. Gallen, St. Gallen, Switzerland.

Chansom, N.(2010). Personal Financial Management for Sufficiency. Bangkok: Center for Sufficiency Economy Studly.
National Institute of Development Administration. Retrieved from http://sudsesc.nida.ac.th/main/
images/books/cover-Nada.pdf

Cwynar, A., Cwynar, W., & Wais, K. (2017). Debt Literacy and Debt Literacy Self-Assessment: The Case of Poland.
Journal of Consumer Affairs, 53(1), 24-57.

Dhammapiya, P. (2015). 1997 Economic Crisis and the Sufficiency Economy Philosophy. (4" ed.) Bangkok:
Sufficiency School Center, Foundation of Virtuous Youth.

Disney, R., Bridges, S., & Gathergood, J. (2008). Drivers of Over-indebtedness. CPE Research Report. Enterprise
and Regulatory Reform. England: University of Essex.

Ekarabaworkiat, P. (2018). Financial Literacy and Thai Household Over-Indebtedness. College of Asian Scholars
Journal. 8, 62-70.

Intachom, N. (2011). Studly the Impact Liability of the Military Mind Department to Support the 9" Infantry
Brigade. (Master’s Thesis). Bangkok: Silapakorn University.

Kenan Institute Asia (2015). Financial Literacy Improvement for Better Finance in Thailand. Research Report.
Bangkok: Kenan Institute Asia. Retrieved from https://thaipublica.org/wp-content/uploads/2015/03/
1.Citi-LIFT-FL-Research-Report-THAI Draft.pdf

Kingdee, B., & Siripanit P. (2009). Attitude Toward Indebtedness of Teachers in Public Sector. Suthiparithat
Journal, 23(71), 147-160.

Kruwandee. (2018). Teachers have the Highest Debt Ranked in Thai Government Officials. Retrieved from
http://www.kruwandee.com/news-id36915.html

Lusardi, A., & Mitchell, O. S. (2014). The economic importance of financial literacy: Theory and evidence.
Journal of economic literature, 52(1), 5-44.

Lusardi, A.,, & Tufano, P. (2015). Debt literacy, financial experiences, and over-indebtedness. Journal of
Pension Economics & Finance, 14(4), 332-368.

Matichon. (2020). NPLs of Teachers’ debt is rising to 40 billion baht. Retrieved from https://www.matichon.co.th
/education/news 1944534

Office of the Civil Service Commission. (2019). Government Personnel Civil Servant 2018. Retrieved from
https://www.ocsc.go.th/sites/default/files/document/thai-gov-manpower-2562_0.pdf

Thai Military Bank. (2018). The TMB’s Survey of Thai Financial Behavior. Retrieved from https://www.tmbbank.com/

newsroom/news/analytics/view/Analytic-Financial-behavior.html

2153 IMSUSHISSSHA 121

auauaniugaudnuenvuuisUsznalng
Tuwsggudud audansamminunvganT deuususvnand

Uit 10 i 1 Uszdifiou unsiax - fiquieu 2564



Visitwarakorn, W. (2015). Debt of Government Officers after the 2013 Salary Policy: A Case Study of the Office
of the Permanent Secretary, Ministry of Natural Resources and Environment. Veridian E-Journal,
Silapakorn University, 8(1), 515-529.

UTCC. (2018). The Survey of Thai Household Debt Status 2018. Center for Economic and Business Forecasting,
University of the Thai Chamber of Commerce. Retrieved from http://cebf.utcc.ac.th/news_detail.php?
typeid=&newsid=278

Wiyaporn, P. (2016). The Solving Process of the Financial Liabilities Problems of Teachers and Education
Personnel. (Doctoral Thesis). Bangkok: Silapakorn University

Wongchan, R. (2012). Personal Financial Management. Bangkok: Boonsiri Publishing.

Yamane, T. (1973). Statistics: An Introductory Analysis. (3 ed.) New York: Harper and Row.

Yomsin, A. (2009). 365 + 1 Finance and Investment Vocabulary. Bangkok: The Stock Exchange of Thailand
Publishing.

Yomsin, A. (2017). Sufficiency Teachers are debt free and have a balanced life. Research Paper. Retrieved
from http://202.44.73.105/finance/finance-summary.aspx#

Yoong, J. (2010). Financial Illiteracy and Stock Market Participation: Evidence from RAND American Life Panel.
Working Paper. University of Pennsylvania: Pennsylvania. Retrieved from https://pensionresearchcouncil.
wharton.upenn.edu/publications/books/financial-literacy-implications-for-retirement-security-

and-the-financial-marketplace/

122 2153V INISUSHISSSAR

dunausadugaunynenvuuvisUsandlng
Tuwszaguiiug aufonszmmiausvgann aemususiunang

Ui 10 16 1 Usziiou unsran - fiquisy 2564



4 1 1

n133an1sgnAtdunusnIeBiannsaiindidewaranrudnfiuunuinieules

¥

VAIAMMNANNFNNUSUaTUTTEUNTalanA lugIRAsUIAITHIAIYE

Y 9

Managing Electronic Customer Relationship that Impacts through the Mediating Role

of Relationship Quality and Customer Experience in the Commercial Banking Business

ﬁuwmg QW\‘lﬁ Suilgsuduatuunay ;23 uAUS 2564
WnAnwndngnsusteauiUndinauivnisinnis AudlSivgomes

- oy * y o o Ased 1 : 26 Humu 2564
AUEINYINITANNIT um'mmaaswﬂgmmq aSeit 2 12 Wy 2564
Miss. Nanthanart U-pong SufineuSuiifiusiuneny ;20 wweu 2564

Graduate Student in Doctor of Philosophy, Program in Management,
Faculty of Management Science, Lampang Rajaphat Univesity
E-mail: nanthanart.upong@gmail.com; Ph: 065-149-5363

A3, YEUNIIIU 979U

3839MMaNI19158 UsedmangnsuiyaquUudina1v1ivnisdnnis
AMEINYGINTIANS UNINYIREIIUAYA1UN

Dr. Boonthawan Wingwon

Associated Professor of Doctor of Philosophy Program in Management,
Faculty of Management Science, Lampang Rajabhat University

E-mail: Boonthawan2009@gmail.com; Ph: 081-882-3465

A7, WYINW WUSUW

389MNANTIANTE UsesumangnsusvnsgsiauvnUaudin (MBA.)

AEUSMSTINILAEAaUMIERS W InendewAlulagsvuenaaIuw

Dr. Pichaphob Panphae

Associated Professor, Director of Master of Business Administration Program in Business Administration,
Faculty of Business Administration and Liberal Arts,

Rajamangala University of Technology Lanna

E-mail: pichaphob.pla@gmail.com; Ph: 065-056-5988

2153 IMSUSHISSSHA 123

auauaniugaudnuenvuuisUsznalng
Tuwsggudud audansamminunvganT deuususvnand

Uit 10 i 1 Uszdifiou unsiax - fiquieu 2564



unAnge

mtunfiiinguirasdiilefin anuddnuesnistanisgnénduiuimedidnusetind anunmauduius
UszaunsalgnAuarAudnfvesgnan BnsnavesnisdnnisgnAnduiudnisdidnnsetind Aaunimaauduiug
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Fdarunanes Sainunsassd waedmindess mddedifunitedatnm Wiovasuaudueiosde
swsmdeya Tinwidouasie affiBenssaun Ussnoude annud aifesas uazadnideauuninsgiu
wazaBiAgouuu MenTIwseuduusveaiulstuaunislasiasie faelusunsu ADANCO uay Sobel’s Test

nan5Idenudn Jadeanufndfissiuanudidguiniian sesasn de Jadunnsdanisgnanduiius
n1edidnnselind Yedeamninanuduius wazdededszaunisalgnidiszduainudidguin auddu
mMslegianinatazauidenleaneannislasiaine wuiinisianisgnndusiudnisdidnnsednddavina
‘m\ﬁmwiaﬂzumwmmé’mﬁuﬁ‘uazmi%’mmiaﬂé"}é’uﬁuﬁ‘m@L§mniaﬁﬂéﬁﬁm%wamﬂmﬂmﬂizaumizﬁaﬂﬁw
1nfign sesaBNAe AummandusBvEan e sHeruihfivesgnAuaylvaualgnniidvanareauing
y03gnén wenani miammsaﬂmauwuﬁmqaLaﬂmauﬂauamﬁwaiuwﬂmqaummmﬂﬂmmaﬂmLuaaaumu
ANANANNFUTUS uazUszaunisalgnen mamiﬂﬂmLUulJiuImjumaﬁmmswm%mymlﬂmmumﬂaqm
nsasuenuinfvegna1 Tudedindnnisuavinideanunsahlulilunsd@nuide

Ardfty: N1sdan1sgnAduTusIedidnnselind AanmAuETLS Ussaunisalgnén
ANUANAYegnAT swimsindvdvnalvglunnaiawie

Abstract

The objectives of this study were to study the importance of electronic customer relationship
management, relationship quality, customer experiences, and customer loyalty; the influence of electronic
customer relationship management, relationship quality, and customer experiences towards customer
loyalty; and the mediating role of the influence of electronic customer relationship management through
relationship quality, and customer experiences towards customer loyalty in the large commercial banks
in the northern region. The sample consisted of 522 customers, who used baking services through service
channels and electronic communication channels of large commercial banks in the large economic provinces.
Those were Chiang Mai, Kamphaeng Phet, Nakhon Sawan, and Chiang Rai provinces. This research was a
guantitative research by using the questionnaire to be a tool for data collection. The data analysis was the
descriptive statistics, which consisted of frequency, percentage, and standard deviation; and the inferential
statistics was the structural equation to be used for analyzing the relationships among variables with ADANCO

and Sobel's Test programs.
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The results found that loyalty factor had the highest level of positive attitude, followed by electronic
customer relationship management factor, relationship quality factor, and customer experiences factor
had the high level of important, respectively. The analysis of influence and association with structural
equations found that electronic customer relationship management had a direct influence on relationship
quality; and electronic customer relationship management had the most direct influence on customer
experiences, followed by relationship quality had direct influence on customer loyalty and customer
experiences had influence on customer loyalty. Besides, electronic customer relationship management
had a negative influence on customer loyalty when indirectly through relationship quality and customer
experiences. The results were useful for commercial banks to formulate the strategies towards customer
loyalty as well as scholars and researchers can use them to apply for their academic and research purposes.

Keywords: Electronic customer relationship management, Relationship quality,
Customer experiences, Customer loyalty,

Large commercial banks in the northern region

unin

Jagtunmsuiuiilugduuuin@ialugl (New Normal) lodiaudrdaysiegsiannussianludseimalne
iiolidensuiuusuniasuluvesnsunsssuinaddngvedlsalain-19 (Covid - 19) A1ANISRLANTEUIANS
vosUsznAlneinsufuiiliiudenisiasuuamanaluladuasnginsslvllviinisuinisginssumianiaiu
imnil nanan wazyngunsallasmeluladiliuiniswaznsindedearsiinsiawiegsnadufionsuauss
eI svasgnAfiinssdudinfivuasuniadly (Charoenwongsak, 2016) dsralvigndsihgsnssuseulat
wnfudenssnudentslnanuvessuasndud vt uioansuyuuazailitng Tnelul we 2561 uay 2562
a1vswsinavdduay 15 uidludsemalnelaUavinisudidnuiuannis 150 uag 250 a1w1nua1au (Bank of
Thailand, 2020) surA1snAdiTgynuslinuRuUIunagrsLaziinAuaINITaUINITLUUATTALUIARA
(Digital Banking) H1ugasvnauinswazaInaunsaldianvsatindsieg mwjf'fumsamﬁmuwﬁﬂmumLﬁaamﬂ
finnsldia3esiiorney Wumeaunuusasuay (Nurittamont, 2017) surmswidivdidinasldmaluladang 1
Tumsimuuinisiugiuuazuinisivuadorosonlifugnéfiodsueundndasiuas usnisliugn i
AOAUABINITVRIGNAT (Kaldeen & Thowfeek, 2020)

ArgaunInimianalulagsuiansedieg lausuduarlianudidgylunisdanisgnandusiug
yedidnnsedndunduiliintyuilunisinnisgnérduiusniedidnnseiindvessunrsndvslaud
daymdundnnuiizeudiaunueddiudenisiuasuudasweunalulad novausaudgndnlaisiuina
(Oumar, Mang’Unyi, Govender & Rajkaran, 2017) {Jzymé’mﬂﬁxmumilﬁm%umﬂmiﬂ'ﬁzmé’uﬂ’uﬂumﬁmﬁm%
wazUinsliinseunquiennufnImsTesgnin dedinvesgninlumsitnfiatesmenstiuinsuss o sfinsedoans
n9BiEnnseindfiunnsaiu (Zephaniah, Ogba & 1zogo, 2020) anfnenavzidnldiianislduinisvessuiais
Tuudazgeannsnisdoarsnisdinnsednd osanvinanuiiugiu aranisufusamuliviunalulad
finswasuudadlv dwaliAnanundwarlindeglduinstemBidnnseiindsineg vedsu1ans (Faraoni, Rialti,
Zollo & Pellicelli, 2019)
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dmsuvasnunmanudiniudgnin dlugifnantamnsingsnssufienann anadesinnsigsnssy
yen3iu iy Anudssanmevhgansausartuneu nsfndsuenndinduuinsiusuusdisUaomvomsilua
vesdoyailiuing dedsmanonulindavesgndn (Abdi, Hamidizadeh & Gharache, 2019) 1ilognénsus
amendensidauszuy andlivaends ammiliinidete uazszuudumesidalifinanmazdmasiemudisnels
191gnA1 (Lee & Lee, 2020) Bnviadudrsnarvasnisszuinlsalafalelsun (Covid-19) vhlvignénlduinig
‘vmmsﬁuu,waaulaﬂaEJ'NL&;J;;ULLUU (Wéjcik & loannou, 2020) v1an1siidiusiulunissuusnig ldaiunsa
Tinoufugninliiufivueuuinisviedadedearsilrgnanlssuuszaunisalilaldle uswinawliuinig
HrwadrUszaunmsaifiaungnnlasonisuidgmiuvaglivinididnmselinduaztivaiianudusiusiugnin
IuﬁmmiagﬁdﬂisaumidﬁmﬁﬁUQﬂﬁﬂ (Komulainen, Saraniemi, Ulkuniemi & Ylilehto, 2018)

aeliinganisainnsudstugaruunigiuuulug (New Normal) sunmiswdisdsnsdiuloueduindou
Bagnauaiunmsiamalulagliviuaionounnufen1suernA1nIen1sUTUUTITsUUMITNaIuMsIANIsanm
dusrusynediannseding (Harrigan, Ramsey & Ibbotson, 2012) LwiuNﬂ%y’a@zzu(ﬂwwmmé’mﬂ’uﬂuﬁmwﬁmmﬁﬁ
Aeutratesmsziloindgmilunislivinisliamnsaudlaldiui vilignamesinlasuuinslifvinians
wagvilildanunsavinganssumenistulaviuilifinyuuedudavdmaliiinanulifiswelanessuunsliuinis
wazenananisludsauyinliifnauildAndluluiian

nsadrsmnuduiudfifuazifuguamanuduiudvesmdnaunazszuunisinnisgnandusius
nedidnnsefindvessuins wioudulilenaildiuannisasuudamianaluladairsssaunisalila
Immaﬂm L‘W@I‘waﬂmmmmmnﬂmmaﬁmmiwmmﬂmnmwa@ (Chanwong, Wingwon & Piriyakul 2019)
Snianseanuuuszuudidnusedndliiedenislivuuasiinnuindederilmaaealindalunisuinig
ﬁmaLﬁummmmﬂssﬂaumﬁmmﬂ,ﬂﬂmmmﬂqmaﬂmmmsqﬂmauwuﬁmﬁLaﬂmaﬁﬂaiumumﬂﬁzm%mi
druyanavasgnanduanuvaeadelunislivinistsainenuiimelawasanulindarildandniinaiudnd
(Haq & Awan, 2020) Wnerudinadenudidgrosunasmdisdduegiann msganuinivesgnanlunsuansds
nsasgIugnAnfisunsazdutinsnangniitanunsaaieeldndnliunsuiasmdudlalussozen
wéouaiauiulnegeiung (Griffin, 2002)

dhetoyaiiinnauetuiuensfifeivimsfnmnisanisgnéndiniusmedidnmselindfidemasenusing
Tagsihuunumidenlewesnunmanuduiudiazussaunsaignanlugsissuiasmdudlaeidon ¢ damin
mawdeTeglumaituiiasugiavualvg) iosesiulenausrnisasulnsianznisaiuanuaiyivlaimansegia
dusgldlsituredudaduiuiiiulnlumsvingnssumedidnnsetind ileWsumsmdediianuananinugndn
uaznsuvstuilionmegsenvesgsiasioly

QUszAIAYaINISIVY

AnuzdifornuatigUszasd 3 4o dail

1. ilefnwnsziunsinmsgninduniusmedidnmsetind Ussaumsalgndn aaunmenuduiusiayanuing
Ya9gnAvegnAsIATIalsdvualnglunnamile

2. ilefnwdvsnavesnsianisgninduiusmsdidnnseiind Uszaunisalgniuazaaininadnuduiug
fifldemuinavesgnisumsmdvdnunalvaluwamamie

3. leAnwunumeridenlesdvsnaveansinnisgnnduiudmedidnnseindrunanmanudiius
wazdszaunisalgnenluganudnivesgnasuimsmdivduunalvgjluwnniemie
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a = a o t:l' d' v
WUIAA MU LazUILNNEITRS
AT LRI SVIUYIWITINTTNINUUIRAAMNINANNENTUS VD Zeithaml (1988) ngufin13dnnIs
anAduRuUSNIBIdnNnTetndues Berry (1995) uag Storbacka and Lehtinen (2001) wagauideieides

Y
2

yaluUssmaazsnsUszmea wagldrumuanudiiudfidoulossninatadeidmasionuinivesgnd Tnewui
nsfignéndinnsuendeliiBuiisludeanuaznislivinsuasdonansusiodedadosdulunauanasdnig
fnsdnnisgnénduiusnisdidnnselinddia Taeil Alrubaiee (2012) wuiAuAnFvesgnALinaInnnsiignal
1ldu3msuarindedeanstundnauiiliuinstedinnuiuasiinus ansaudlsdgmidldnseiuniudonis
dMTuN19A1UT04 Liu, Chuang and Huang (2012) wuiinisasniaausinfvesandnlussesendlasudnina
mangnniliuinsifianuiiazanansalivinslivarstesmailiinsdanisgnirduiudnsdidnnsednd
fianuddapnntu dusidoves Srivastava and Kaul (2014) agui gnénldsudssaunsaififlngldufdimiug
fussdnsneldinisliuinsvesntinay nsvuaunsiisnsuagssuumeluladfiviuais 1uideves Maroof,
Darabi and Torabi (2012) wuiauamarwduiusndmaliAnawfianelawazaruilindalngendonisivg
MnnslduuimsTituayniinnuiiasesssu Ssaduayululufirmafioriufuaddsves Chandra (2014) wuigndn
FenliuimauartondnfasituasdnauduinUssaumsniiinssdinisuusdilviyaradudomngnldsuaug
Tunmslalduanmauaruinisfinsatuamuaiamds Snitenu3denas Nobar and Rostamzadeh (2018) fifnwaaatng
MnUszaumsaivesgnAmuitnsindnaumdmeuligndnldluiiuiivilignénlafussaunisaififuas i
luganusnifitiiessdnssiellusunam naanmsmunanssansauandifiudshudsiiietos wasdandeonles
famusnvesgnén Tnefisasden deil

mM3dan1sgnAndunusnedidnnseding (Electronic Customer Relationship Management)

msdansgnnduiudmedinnsetind ueestiefiiuszansnmgatandiglumssiiunuvesuiais
ennudiSvesesdnistuegiu (1) weluladillsiuimsindedoasuatsdeamns fanuiiuaty fssuuneusy
§aluff uazanunsaliviefndedeaslimnnaiuaznnaniud (2) ninswiiliuinsdauamanunsalideya
uiladymildviunat war (3) gnénilduinislésudoyauuulmifiduiagou deilnnsdanisgnéndusiug
medidnnsedndiinnudenlosiunuamanuduiussenintaiinau gnduazesdnis (4) nsEuIuNIsUINSg
uazinsideansiiviunauasnsafunNudesn1vesgn (Pan & Lee, 2003) Mmadanisaninduriusmadidnnsetind
fi1uan 4 fu 1A (1) fumdinau (2) nszuiuns (3) sumelulad was (4) sugndn FellauaseunguuLIAn
nsdanisgndnduitug dufu nstauianuduiusseninsesdniafugndfiesthluganusinfvasgndn
Judefifinnudify Jsu@nwives Dalir, Zarch, Aghajanzadeh and Eshghi (2017) aqﬂdﬁmmiu‘[@ﬁﬁﬁuaﬁﬂ
Fosndliuinsavativayuligninfianuilunisltimaluladdsasiinnsuasundadludielvignaninanuing
wnBetu Feauufigd 1 deluil

H1: n133amsgnAIauiusyBianyseiinddansnanenaiusing
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AMUANA (Loyalty)

Oliver (1999) 1#agudn anudndiduanusssiulfifnnnugniulundadusivieuinislusuian
fiflmsuanssenaniiruaftaznaAinssuvesusazyanalasdsfiiedestuiruadluiBinvesgnéniifisiondn s
yieuinmatugamuing tuinduiieduddnpnnuesgsiasuemsmnded wremsadegugndiliiunsonnusing
vosgnAfunisfnuinnudBuresesdnig weilnnudnfduainugesiuligndinaiuyniulundnSosi
w3euUIN1slueunan (Dick & Basu, 1994) lngiin1suanieaniisnnnudingvesgnan Usenauig 1) anudnalavinuai
ffumnusanyniulududmieusnis 2) mwudnfiBmginssuiiuansoondionistendnfusiontunaionss
nsldusnsenfutosnds wazmsvendevieuusiauaug Tngldwdeuldldnansasimiouinsay

nsdanisgninduiusnisdidnnseldndeniBusidendszaumsalliidugniuuteanisnisliuinng
MeBLanNYTeding wavdewnenisannedeasniediannseing (Udo, Bagchi & Kirs, 2010) Laz411338v99 Kumar and
Balaramachandran (2018) léituin maluladszuudalufAiliuinsungnAnilfnisujduiusseninsgnén
fusuiasusznauiumalulaglvddigdrwirsanuazainliungnAlun1sygsnssun1ensEy agntdnau
Alsiuinisednaniagy danalinisdnnisgnirduiuniedidnnsedndiidnsnadonisuszaunisaignin
(Wulandari & Maharani, 2018; Mulyono & Situmorang, 2018) ﬁﬂﬁmmagm‘ﬁl 2 Gialﬂ‘f:

H2: n13damsgnAIauiusydianseinddansnaneyszaunisalgne

Uszaumsaﬁgnﬁ'] (Customer Experience)

UszaunsalfuunBouiiiuanniou uazUszaunisel fe wavesnisegluaniunisaliild3unisnszdu
auidniindn AuvUserivla nisldsuaiiuazainannsindeduesdnisidensefuidnisddudin
LLa5ﬂﬁiﬂﬁﬁmﬁuéﬁuMLLﬁiazamuﬁLLazLwiazamaaﬁﬁmuﬁm%iyagj (Jennings, Lee, Ayling, Lunny, Cater, & Ollenburg,
2009; Ismail, 2017) Insnsfignénlasulszaumsaifiivmemsuasmadeslussriensldsuuimameanuagan
fosdmsausansliuins etlesdusznevvestsvaunisalluifvesliuinist 5 esdusenou dsil 1) Uszaumsal
AuNITFNRE (2) Ysgaunisalaiuaiuian (3) Uszaunisaldiuainuda (4) Yszaunisaiunisidiusay
wag (5) Uszaunisalaun1snseyin (Schmitt, 1999)

AMANANUFUWUS (Relationship Quality)

aunmeudiusidunnuudunswesmudiniudlaesuserinssuimsuazgnniisuesanunsasusle
femudeanisiitesmevesgndn Tnedadeiaduayuanudidslumsaunnuduiusussgndn Ae Msneuaues
Anudeanisvesgnariunuamanuduius dudadildannsadudedld sunasdosimuinannauduius
ieananudsdudnlavesfliuinms Inenssjaiiunnunimeudniusg 2 fu fie (1) muielaway (2) malinga
Y83gnAN (Zeithaml ,1988; Crosby, Evans & Cowles, 1990)

suansdulngsuiiuiinsdansgnénduiusmedidnnsedndunntu esaniflunsiiuiinUssstu
yosnuthlufinsidsuuvas walulaBiinsiaminaennat yilvesdnisfedlivssloninnnsudsundasi
lngn1sdnnisgnAnduiusniedidnnseiindfidvdnadenunmanuduiusluduaufiselouazaiulingda
Tun1sl4usn1s (Farahani, Eaidivandi & Rad, 2016; Dalir, Zarch, Aghajanzadeh & Eshghi, 2017; Al-Dmourr,
Algharabat, Khawaja & Al-Dmour, 2019) é‘ﬁamﬁgmﬁ 3

H3: n153amsgnamaiiusnaiannsednddansnasonanmmIILaunus
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nshiusmsungnAndavisnalaensisiennnmANEuUsvegnaI (Alrubaiee, 2012) Maroofi et al (2012)
Taeufunissuilundndasitazuinsiiuislviugnivesiinausuins Tasganimaruduiussnitagni
fuswansiiistusuunamnanenalindauaserfianelarussuueaonfovestoyariliianalinda
wagdanudnalulufign nislésunisusnsiinsafuanuaends Wesuluauiissmss edndsnuinnudy
Foiliignnidenliuinisuasniouiiazuustiiliyanaduinlivinisesdnis uazazuustinilouasgndg uilduinig
fUBIANIT 5ﬂﬁgﬂﬁ]3‘1{u\lmﬁmﬁuaﬂﬁmﬂu§\1ﬁa (Yoong, Lian & Subramaniam, 2017; Tabrani, Amin & Nizam, 2018)
FeauuRgd 4

H4: AN INAIUGUTUSIONENANDAIINANG

Ustaunsalgndndudsddniuanseonismufimelsluduivouinsvesesdinisriiunsiuiiuuuendse
wuutnsieU N (Chahal & Dutta, 2015) ArmiduifussevinsUssaunsalgnéuaranudnivesgnéiunisiodudi
v3oldusnssunasedesaidessudunamnainanuiisnelauazilugaiusnfveagndn (Brakus, Schmitt
& Zarantonello, 2009; Athanassopoulos Gounaris & Stathakopoulos, 2001) 5?1‘1?1%%35&1%@ Nobar and
Rostamzadeh (2018) wiuuszaunisalnssitunisiduinisnisinnisgndduiusniedidnnsedinduazilug
ANUANALTINgANSTUYRIgNATtUBUIAR ﬁqfuﬂizaumiaiﬁam%wamamwiammﬁ’ﬂﬁﬁuaqqﬂﬁw (Mulyono &
Situmorang, 2018; Wulandari & Maharani, 2018; Sahoo & Telang, 2019; Pramita, 2019) ﬁﬂamﬁgmﬁl 5

H5: UsvaunisalgnAnildvsnasenuaing

INNINUMIUITIUNTTUAINGTITGU WUTIN5IANsgnAduiiusynedidannsedind Ussnausie wilhau
nszvrums walulad wazgndn utladendnfidwanisnsaagmadouruilado Beslosgauniwanuduius
Tugruarufianelauazarulinea sasnaulszaunisnignélugaiuiniiignéuanieaniiaaiinund
LazdangAnTsudensounnAnnsite dnnd 1

NIOULUIAANTIVY

n93seilalinguimatantsgnénduiudnedidomsetind a4 fw léud (1) dumineu (2) nssuauns
(3) sumalulad uaz (4) ugndn ves Zeithaml (1988) waz Berry (1995) 3nysannisiulssanssuiieides
Inefitadunisinnisgnanduiusnisdidnnsedndlidninanwnswoanudnfnmuiunainuinsinvea Dalir, Zarch,
Aghajanzadeh and Eshghi (2017) dansgnAnduiusniadidnnsedndiidviznanimsiseuszaunisalgndieam
113NN IR Wulandari and Maharani (2018) ka Mulyono and Situmorang (2018) N53nnN1sanAduiusnIa
dldnvsefindlidvdnaniwmssronunnanuduiusaNL9InLRsIa Al-Dmour et al (2019) Aaun wALENLS
HBVENAN NN TIFOAMUANANAIUINIINLINTIATOS Mulyono and Situmorang (2018) wag Tabrani et al (2018)
wazUszaunsaignAniianinanimssenuinAmuIN11nUINTInves Wulandari and Maharani (2018)
uaz Sahoo and Telang (2019) way Pramita (2019) SansuUsiidvdserusanini 1 nseuunAnnside

AMNNAUTUITUS

Uszaunsalgnen

ns¥an1sgnAEuTLS
n1adidnnsetingd

v a
AIUNNA

H:1

ANA 1 NTDULUIAANITIIY
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WnsAntuIY

Usgnsuaznguilegng

Usznsfiliide Ao gniniilivinsinuresmalivinisuazdesmanisindedearsmsdiannsednd
YBIFUIATNIAYIVUIA NG T1UIU 5 UK Ap suIAISNFInN tnewidlyd nyalne ndnslng waznjeeSeesyn
Tuwadaninasugiavualnguesniauile 4 9anin As Janindeddmal MUNANYs uATAIIIA LazlTee9e
(Office of the National Economics and Social Development Council, 2019)

ngudetns Ae gniitaeliudnsinudemdliuinisuazdemnsnisindedeaisnisdidnnsednd
VBIFUIANTMABIVUIA LG T1UU 5 Uk Ao suIAINTann Inenidvd nyalng ndnslve waznjerSeysen
Tuwadaninasugnavualnguesniauile 4 Sanin As Janindeddml MUNANYs UATAIIIA LazlTee91e
§1uu 570 AU AmNeIYBa Tabachnick, Fidel and Ullman (2007) fihiauedn sasdrudiuaudiedis (n)
fusuuduusnnsta 5, 10, 20 wheesiuusnasin dwsumAfeifisuufulsnasiaiiy 57 Fus
wagrvualiling 10 : 1 vuinvedngudiegeseslitosndt 570 Ay (Hair Jr., Black, Babin & Anderson, 2010)
auzfideldhnisdsesteyaiiolidviunsduvvasvanuluauysnidn wu ddoyagymeviolddels
AouULUUdaUn Seldifisiuunuuauamdn 30 au sanduriaiiodne 600 au Tasiiunisidenuhediegng
wuulaen T,mEJmsﬁmumﬁmdamﬁmuawwsuaqﬁmmi‘wwaisuéﬁuu”lﬂimﬂmwiazﬁwﬁ’ﬂLﬁumﬁuﬁmwgﬁ%mmimg
yoanawdodutugd esndunuarvesusasfarinlivhiu

w3eailefldluise

\esiion1sidy Fo uuuasuam (Questionnaire) Insutsoaniu 3 daudil

dwit 1 FeyavhluReiugmeunuuasuny

duil 2 Hunmsamuusudnuseneudie (1) msdansgninduiudmedidnnsetind (2) Ussaumsaigndn
(3) AUAMANUFNITUS way (4) Anudng

dwit 3 Hunuvaeunuvansln

nsinAIAALBsmsadeduun (Discriminant Validity) iefnintedaiusedesglunduifisadu
shemsiuiunsiieseimeduyssansanduiussede (Corrected Item Total Correlation) Wiy 0.977
ntuuuaeuaILUUINATELUTEIMAY 5 sedu Tuneaedld (Try Out) fugnAlduinissunasmidivd
flaldndusesnsnesifeisdauanifnudoatu Ao fdvinmssuasmded nuisdu 50 au Tasieso
wihifu 0.977 \ievadeurnnadesiu (Reliability) Taanduuszansueanivesnseuuin (Cronbach’s Alpha
Coefficient) fauusinun1sdanisgninduiusedidnnsednduiniu 0.942 duamnmeuduiusivindy 0.925
suUszaunsalgnAwiniu 0,958 duanuAnfmindy 0.922 sauyndadefidsauiiiu 0,936 Fannedis
asﬂumm%ﬁﬂaﬁuiéﬁ’ (Nunnally & Bernstein, 1994) mammaauﬁa%’imﬂﬁaﬁm Loading LAuA11 0.50
TneflAdaus 0.520 - 0.828 AoavineuIn lefinrsanaina AVE Sediaus 0.481 — 0.565 wne AVE SiA1#1i1 0.5
usifiAn CR u13a A pc 1IN 0.6 (Fornell & Larcker, 1981) ffuddymeadiai p = 0.000 dwhlusazdaunsa
Padudsudiwasnuldd farufissmsafaniou uasiimnuidetiolds
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nsiiusIuTIndoya

anizgAdoidenldisdusmetauuuimunlain nqufediede gnalduinisiiudemddiuinng
Lazdownensindedearsmdidnnseindvessuimsindvdvuinlng Taifusiusudeyaainundagugd
Insuuvasuaueeuladliiiunisnsianunmissuiesuanazyinsussauanuludisuasmavdvuinivg
Tuwadainesugiavweive) 4 Jain Ao darindedvl Munangs uasanssd wasliesse wondusunasunalng
Jarindedva 183 anv Sogay 54.14 31U 325 AU AMUNANGS 26 @191 Torar 7.69 31U 46 AL UATAITIA 59 d1N
Yovay 17.06 $1uau 105 AL waxdB9s1e 70 a1 Feuay 20.71 $1ua 124 Au 734 600 Audosaniiudl 4 Sma
fogluinitufimsugiavurelng esesiulonauasnsamulnsianensaianuasyivlamaasygia
seiugamaiinmshenunazlinsnensiiifouselomigagaiiioainsneldlsifuviosiu Howdunmsmsmansugia
Tussdusmaevessguna waeduilnafimddonandusivieliuinmroudgedmalifnmainssnssumienisiy
fiflanuvannnans Tasdsuuuasunaiieiiudeyaseulatl (Online) sy Google From ¢ Link wuuaouam
ABAULDY [Link: https://forms.gle/nNgWFBORFCKESLYP6] ﬁ?ﬁlﬂ’]iﬁﬂﬁ@ﬂﬁ’]ﬁL‘idJUﬂE]:MLﬂ’MiJ’]EJﬁﬁLﬂ%E]‘U"]EJ
Tuusazdamiamanenwdindulay uwazdimadiuadvesgnlaginsnszanelutisduniusnveaieusunny
wieufunnsurmsuazyndmin wazldfuuvuasuanunduinaelutatednid 1 veufousunau 2563
wiilddnidonuuuasunuiilianysaloon $1uru 78 9 AavdsuuuasuawRaNysalsuIl 522 9a Anduieuas 87
Tngszoznandiiuanide 16 Weu dusifiounanau 2562 - 15 unsAn 2564

nsAATIEvidaya

Auzideiinnesiteyalagliaiimssauniiomaiosas Aade wardinidoauunasgiu wesnsiine
aafUsznoudadudy (Confirmatory Factor Analysis: CFA) wazfn loading vesfuusdunsldiiiensinaey
Arissnsauazaudefiolduesiaudsdunald (Observed Variables) 9nduliadeysnurhnisiingzs

LAaaNn13lAsIEsNe oY N INABUANAFIUNITIERALINNTIATIERDNBNAN 1R TILALBVENAN9DaNVDIF IS

Ingllusunsu ADANCO asuuazaiusngnarun1syannsiuLIAnguiuaznldemineides nssiuniutoya

Y v 6

nldannuuudounuuaznTIATIER multiple mediation model s¥niansdnnisgnAduiusnsdidnnsedind
deasianuding lngruunumwesleswesnunmaNudiusLarUssaunsalgnAlugsnasuiasnisye

q

NAN3IY

anmilivinisuasinsodomsiiudemnsdidnnsedndvossuiamsmdvdfisidunisnouuuuasuny
fawysaldau 522 518 wuih dlngfumemdsdnidudosas 38.89 flengsewing 30 - 39 U annilan Andudosas
43,30 anunwansasniign Andufesas 48.47 SszdunsinuUyanlniteganinanniian Anluievas 54.79
feldiadedeiiiou 60,001 v Fulanflandnitudosay 25.20 Ussnevendngshvdiudanniian Andufesay
27.97 Yrfauiimsugiavualvgvesmamileifmeuuuuasunuismuanniian Ao Smindedl sesasn
fio SavinBease Saminunsanssd suaiy war S unanesiosiian dulamduiusiudnaumuiluisiaz i
finsldusmssuiAnssuImIsuaNAe su1AINgElve sesan fie nansivelnenided nyunn uasnjeAsaysen
tovitan Tnglivinsiutemdiuinmemeadidnnseindunitan fe diofidu (ATM) sesawnfe Tuu1ouusia
(Mobile Banking) Suimesiiinuuséns (intermet Banking) ArNEuaAR (ADM) wiasng (Prompt Pay) auansu
dmsumsliuinmsinudemninmsiasedoasmediinnseindunniian fe malnsdn sesawwn fe ladoovliladea
(Line Official) Biuad (e-Mail) muddu il sveziliuinis-fnsedeansiutessdidnnseindvossuinns
wniign e szevnaIsziing 5 - 10 U Anidudesay 50.96
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Yoyavnluvesgndngliuinisuazinsedoarsiiudennsdidnnseindvessurasuansinnands
Fovhaudnisdnuiiiisnelddeutsgeusznevgsiadiudiazlianuddglunislduinisuasindedoans
iutosnediinnseindvessuinns Tneldgiofidu Tuvisuusdis waznisindonisinsdniidudauuin
desndsanudniulunslinfoniaiifinfivdsunuadlulugadagtuiinanussiu shlddesihgsns
uazmsAnsleiusInAmsdvg Rl LsIG azmnaus uaslanuindedie smumadnsiunngsuimsngilnegnin
THusmsnniigafuszeznaununii 5-10 U wansisuasiimnuindeiouazmevaussnusioinisvesgnanls

nan1AnsziingUszasddet 1 leAnwszfunisdanisgnénduiusmedidnnsetind asnwanuduniug
UszaunisalgnAtuazadnuinfvasgnAtvasgnasuiatswinisdvuinluglulwaniamile wul glyusnig
Hugeansliu3nisuasdesnsindedoarsniadidnnsedndvessuimsmidivdliaiudfyduninudng
Tnosuilaedesyfuanniian (X= 4.27, 5.0.=0.30) (lasangndnlinudfyiuuinisuaznisindedoans
Fosmadiannsedindlagazltidudusuusn sumsinnisgnnduiudmedidnnsetind lnssauilaadeluszuun
(X= 4.17, 5.0.=0.18) wszgnéndanuduias winsuieueilaldgndisuisnisivloyaiidutiag i
aeldldimaluladiiviuadi Fuamuaimauduiug lnesuildnadsluszduuin (X= 4.10, 5.0.20.17)
desanmszgnaniinufiselelunwsiuuaziiaalileluanugnieswesuinig wazsuuszaunisalgnén
Taeufianadelusyiuinn (X= 4.06, 5.0.=0.18) ms1zgniiiinuduienlivinisuazinsedeansiduioaiu

nan1s3tAsIsiIngUuszasAdeN 2 iilaAnyinswavesnisdanisgndrduiusnisdidnnsedind
AuAMANNENTLS uazUszaunisaigndniidnenusinfvasgnisurasmdivdvunalngluwaniamie
ATt i RemeidyEnanisiansgnéndiuiusnedidnvsedndfifironnusing danmd 2 il

Electronic Customer Relationship . Loyalty : LOY
Management : E-CRM 0.584%** R%= 0.341
(17.991)

Ml 2 BnsnanisianisgnAnduiusnisdidnnselindndseauding

NG 2 nudNENanIsTANIsgnAduRuSINBEnnIetind (E-CRM) Aiiseranusing (LOY) fiAnge
waziledAny (beta = 0.584, t = 17.991) ndunnzAIT8lAILATIZ9ONTNAVDIN1TIANITANAIFURUS

Y Y
Y aa o

nedidnnsednd aunmanuduius wazUszaunisalgndifideniiuinfvesgnAisuimsnidudvuintng
luwanmamile fsnnd 3

Relationship Quality : RQ
R2 = 0.630

0.794%%
(43.527)

0.455%**
(7.983)

Customer Experience : CE

R2 = 0.523
0.723%** 0.472%%*
(33.630) (8.523)
EL.ectro.nic Customer Loyalty : LOY
Relationship Management : 0108 R2 = 0616
E-CRM (-2.874)

2NN 3 I;JLmamié’]’mmi@jﬂﬁﬂé’mﬁ’uﬁ‘ma5L?ﬁﬂmaﬁﬂéﬁzﬁ'qwaﬁiammﬁ’ﬂﬁmuwmmL%amiaq
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saa

9NN 3 wanTiesIzsinsiansgnnduiusnisBidnnsedndidvdseganmeuduiusinndian
TnefiaduUsansidune whiu 0.794 sesaanie msdanisannduiusmedidnnselindfidndreusyaunsalgnén
TneRanduussansidums windu 0.723 wazdszaunisaliidviswasennudng nedadulseansduns wiiu 0.472
AuNNANLEITLSTIEVSNasnMANG IneslAdud sy AvEidumng iy 0.455 dfuaninensdanisgniduius
ediEnmsedindiiaviswastonnusing Inefladuusyansidune Wity -0.128 audsu fmnsned 1

M19197 1 Ha3ATITRBNINANINTY N19dau wasdndnasInvan1sianisgnatdunusneBiannseiing
Uszaunsalgndn AuAINAMNFNRUSKaTAUNINANAD

duuszAnsidunevasiouys DE ID TE

msdnnsgnénduiusnididnnsendnd — anudng -0.128 | 0702 | 0573
msdansgnénduiusniedidnvsenind — Usvauniselgndn 0.723 - 0.723
M3nnsgnAduiusn1Biannseniind — Aaun wANLELRLS 0.794 - 0.794
ANNMANLFUTUS — AUANG 0.455 - 0.455
Uszaun1salgnAl — anudng 0.472 - 0.472
msdansgnénduiusmedidnuseniind — annmenuduius —anudng - 0361 | 0.361
msdansgnénduiusnedidnvsening — UsvaunsalgnAn — Anuding - 0.341 0.341

91Tl 1 BvEnavesdulssAvdidunsresnisiansgnénduiusmedidnnsedndiianinaniense
foAuANG A1 -0.128 Bvizwannedouiian 0.702 Bvswasiuda1 0.573 n1sdanisgnAnduiiusmedianseiind
fiBnswavnemssmoUsraunnsaignAn Jen 0.723 Bvsnasiudian 0.723 MsdanisgnAnduiiusediannselindivna
NATIHDAMNINANUFUNUSTA 0.794 BNFWaTINTAT 0.794 ANIMNANUFUNUSTEVENAaNInTIHERUANG
fif1 0.455 fiBviEwasI 0.455 UszaumsalgnAiiondnanmswiendnusindlan 0.472 T8vSnasiu 0.472 axiiulad
Msdnmsgninduiudmdidnmsetindivinauniignsenanmanaudusiug uansi mnuitemele wazaalinge
vosgnéluyumesesaun AU Tlafuinmuardeaudlandunaiildunnisufduiusssimine
Wusssuiirvesesins dudafenszuaunslumsivuinisesennds Iiuuinssemaluladiviuat

AN AT IRgUIEaeAT 3 unumanuideuledvswavesnssansgnénduiusunediannsedind
HuAMAANNENRUS uazUszaunsalgndluganuinavasgnAtsunarswiaivduunnlvgilulwaniamile

unumanudenlesannANudNTussEnInsnsiansgnAdusiusnisdidnnsednduazanuing
fiindvisnasiuiniu 0.361 uazi@eslossraumsalgnénssrinamsdnmsgnindiusyedidnnsetinduazausing
Tngilovhmsnadeunuaunisiassadne wud edenleaismuusannimarudiiuuarUszaunisaigné
Wdrseninnisianisgnénduniusmediannsedndiuainudng wuin nsBvswanudunianisdanisgneduiug
n1diannsednd (E-CRM) lufsmudnd (LOY) amasann 0.584 (t = 17.991) wdeilu -0.128 waziivediny
(t=-2.874) uansi suATmErRTinsansgnduiusmadidnnsedndlussfuimnzauaugiunisuey
awitswelasazanalindeiidussduszneuvesnuamaniudiusiué srusefumsuouuszaumsainmiugni
Tuvaugiignélduins-Andedeansriutesnsdidnnselindiiielignénfnfsesunnsedisreiiles fmsnad 2
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A58 2 Bvswatinsdanisgndndunusniediannsating (E-CRM) disiaanudind (LOY) adausruamnin
AUEFNRUS (RQ) uasdszaunisalgndn (CE) fia E-CRM -> RQ -> LOY uag E-CRM -> CE -> LOY
Tng3insenalelusunsu Sobel’s Test Usngua fail

Wunnadi LunIg Effect Test-Stat Sobel Test BootSE  p-Value
1 E-CRM -> RQ -> LOY 0.361 7.852 0.046 0.000
2 E-CRM -> CE -> LOY 0.341 8.273 0.041 0.000

NATA 2 nudBvEnansSeudidedrdnmnidunis Tasidunemdnaudelaus 2 Wunie Tiun
E-CRM -> RQ -> LOY uag E-CRM -> CE -> LOY fiandvwavmadesviniu 0.361 wag 0.341 suddfu Sadue
filndiAssiu usidumadifiandvdnageiian fio E-CRM -> RQ -> LOY sheeduuszansidumna beta = 0.361
wansanudnvesgninilivinissuasmdeduualgiudesuiaslddidunsnsianisgnéduiug
yediinnsetind agdesorfnmamaruduiug werUsraunmsaiuosgnénsiudie fwned 3 fedl

A1519% 3 Namimwaa‘uauuagm

FUNAFIUNTIIAY coefficient t-stat a3una
H1: mM3dnnsgnénduiusniedidnnselindlvdna -0.128% -2.874 afuayuy
RoAUANG
H2: mMsdnnsgnénduiusniedidnvselindidvdna 0.723*x* 33.629 avuayu
soUszaunisalgnm
H3: nsdanisgnénduiusmedidnvselinddavaa 0.794%* 43.527 atuayy
FoAMAINAINEUTUS
Ha: A mANudTUSIBVEnadaauAng 0.455% 7.983 afuayu
H5: Uszaun1salgnAldvisnaseauing 0.472%% 8.523 G

**p<0.01, and **p<0.001

91N015199 3 MANaN1IATIERIINNANISAFOUALNAFIUN 1-5 Asll

AuuRgIun 1 M3dnnsgnAduiuiniedidnnsetindlidvswasenusing
b‘da

HANINAARUANLAFIUNUT N153AN1sgnAdNTusIeBiannsetindlidvinadonnudinafiduuszdns

'
o

UMY -0.128 wagAn t-stat Wity -2.874 alfuayunuauuigiu s seRutedfgi 0.01
L3 1%

AuuRgIui 2 nsdnnsgnAnduiusniadidnnseiindidvwaneUsyaunisalgnn

Y
a '

HANIINAABUANURFIUNUIN N153ANITgnAdNTusNIeBiannseindiidvinadeuszaunisalgnan
fduUsrAvRIdUNainiU 0.723 Wagen t-stat Wiy 33.629 auayuiuauufgiu o sefuddni 0.001

sunAgnuil 3 M3dnnsgnénduitusmadidnnsetindiaviwasionmamanudiiug

HANISVAADUANNAFIUNUIT N1sTnnIsgnAtduiusnisBiannselindinadanmninaauduius
fnduUseAvaIdumMaviiiy 0.794 uazen t-stat Wiy 43,527 aduayuauanigu o sfuteddi 0.001

auNAgIU 4 A uduiusTvEnasdenuAnd

NANSNARBUANNAFILNUT AN wAmATUSTvEnadeauing InsfiduUseansidumaindy 0.445
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fifviwasensinaulaliuimsmsviesdiademsunmdvastinvieadisnnngulssme CLMV fufivsunulne-am
Fiavussae uazdmingessnil AnwnlaemeATdsdina iutoyameltiuuasunuaniinviesiien §1uam 400 au
Tngld38n1sduuuutadafeaifidmssauniofinsesitoyafiuguldud s anulds darwd fesas
Anedsiavadn dnidesuunnsgu uasadfdeynuiedviiudumiuaenndesliun advil la-aums (),
CMIN/df , RMSEA , RMR AGFI, GFI

NamMsAnwIwUT vieafiendemsumdnnngulszma CLMY dnlngiduivesgsia inemds uazdauau
iliEnsmseitadelsaaneyng asnguaiwialy vimsnnany/dny anamsgiuiuasnsieaen A3
Wlauazraenion USNIINTIAUANTIY ABENITUANUGY u,azu'%mia'aLa%m,l,azﬂuuqusumwgﬂquﬁuﬂ MUAWY
LLUUa"ﬂaa&ﬁﬁmmﬁuﬁmmaaﬂﬂé’mﬁusﬁagaL%&Uis%’ﬂﬁuﬁsé’uﬁ X2 =11.42, df =8, P = 0.11, GFl = 0.99,
AGFI = 0.89, RMR= 0.0025, RMSEA= 0.003dlaethdefleglushuuuannsasniusiuisanuulsusuvesmssndula
THusnsmamsunndldfenas 64 (R2 = 64) anunsndsadiduatniinesdusenouvestiaduosdusenauldddl
Tadgaunisdaaiunisnain (8 = 0.83) Jaderunisnevaussanudanisaui (8 = 0.74) Yadedunnmn
LassIAUINIg (8 = 0.69) Jadesuanufinasnisdnds (8 = 0.58) Jadedudsdivieninu B = 0.53) uaz
Hadesuminensvieaiioy/uvasioniien (8 = 0.41) Gosmmau nansidodulssloviionsimunnagns
MsWRIL uaznsdLERIMSeLisadsmuwmdvesninvieaieaainnguuseme CLMV Tuiufivouailne-an

ANEARY: N15VBUTEATINTUINNE USNIINITvRATEITINITUNnd dnvieaiiednnnguuseina CLMV
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Abstract
The purposes of this research were to: 1) study medical tourism behaviors of CLMV tourists in Thai-Laos
border, Nongkhai and Udon Thani provinces; and 2) conduct confirmatory factor analysis on factors influencing
decision to use medical tourism services of CLMV tourists in Thai-Laos border, Nongkhai and Udon Thani
provinces. This survey research used questionnaire tool to compile data from 400 samples of tourists.
The accidental random sampling was used for this study. The descriptive statistics were used for data analysis,
which consisted of frequency, percentage, arithmetic mean, and standard deviation. The inferential statistics
were the congruence indexes, which consisted of Chi-square (X*), CMIN/df, RMSEA, RMR AGFI and GFI.
The results found that the majority of medical tourists from CLMV countries were business owners;
female; and cross border to receive services for special diagnosis, health checkup, ophthalmology, obstetrics,
gynecology and delivery, cardiology, dentistry, surgery and health restoration, respectively. The model of
factors were goodness of fit with empirical data with statistical Chi-Square = 11.42, df =8, P = 0.11, GFI = 0.99,
AGFI = 0.89, RMR= 0.0025, RMSEA= 0.0034. The factors in the model were able to explain variance of decision
to use medical service 64% (R* = .64). The factor weights were ranked as follows: marketing promotion
factor (8 = 0.83); personal need responses factor (8 = 0.74); service quality and price factor (R* = 0.69); place
and access factor (8 = 0.58); facilities factor (8 = 0.53); and tourism resources/ attractions factor (8 = 0.41),
respectively. The results of study can be benefits for strategic formulation, development and promotion

for medical tourism services towards tourists of CLMV countries in Thai-Laos Border Area.
Keywords: Medical Tourism / Medical Tourism Service /CLMV Tourists
NI

gravnssumsiesidunumddnsonstundouasugiavesineiduogisunn Wuumdeiunueaseld
duafiliiAanmsaslussiafeniowineg anumsaiveaiiodlneglull wa. 2562 fkiuan Sdwuinvieadien
ssrAdunsresfisnfistuluninsiy whrldsunansenuananuiiunureaasvgialan uwissnalne
fanafugamaneuarsmamdnidnifumsdiosnsluiie afifluriedusnvedd wa. 2562 finvieaieasisni
$1uau 26.5 dueu Aetiaselduszann 1.29 dwduum venefiesas 3.04 WeSsudisuiudisnanieiiu
Y0907 Tnenguiinvieaiiendn Tiun ¥adu Sudle inwiald snngusn uastnvieuiisrnnnguussima CLMV
(faumwn am deusin wasidonua) Auwldunedifvgaiuduiosas 10 vesdnuinvoniswnsssmes
(Department of Tourism, 2019) %gmalmlé’ﬁmumqwamam%maﬂmmmmL%auimﬁwimﬂiuﬂuﬁmﬂ
iernusiunsmamsugiaasdany Taosjdimnuddnyfunisiuaznisamu daadumsveisnainnisimeuny
fulspmaiieuthu munseutennasmusiiiovessemamninenidouiiosnsziumsniielugedoulisenso
(Seamless ASEAN) diaSuan stanenin andesitsmsiauaznsanaasugiadadusuiuriunisé msasmu
puiiuiinsuaulaglifanssunsieaiondueiesiionugnsmaninisieiiviendou wa. 2559 - 2568
dwaliimintuiinfnaishrnmaiulmmaasysiafigduiniussneunemelmilugieduiiisudomandonles
sewihaguszneunisinefunguussina CLMY dhlugnisiadeudnedud vinis dadeniswdn wagnisviouilen
Tgnedufintu lnslewgnguianssuvendeiifngldfuazndunisvieaiiondsgunimiinisvensdags Ins Global
Wellness Institute (GWI) lddndusuussimalneiflvunnainnisveaiisndquameglususu 13 veslan
finsldane 9.4 W uwBenanssn Thuumaiune 9.7 & ueds neliAanslidinelaeate 254,202.46 Vv e/ visu
Faganintinvieaileaialufia 5.17 i1 (Marohabutr, 2018) $guralngldfmuagnsamaninisiaunuszine
Hugudnansguamunnmni (2559-2568) titeliuszmalneidugudnarsnsuinissunisunmd (Medical Hub)
WendnduasugRansvieaiisndegun meldideiimd “Uszmalnefuguinarsguaimaestan (Thailand Hub
of Wellness and Medical Services) Mgl 10 Ttanti1 (w.. 2560-2569)”

215aSIIMSUSHISSSTA 14 3

auauaniugaudnuenvuuisUsznalng
Tuwsggudud audansamminunvganT deuususvnand

Uit 10 i 1 Uszdifiou unsiax - fiquieu 2564



it msveafisndsnmsuwndidudiuniwesnsvioniondaguamiduunliiveofageedasioiies
Tnefiyadsashlan winfu 563.2 Wuduwioganig Andulssnadosas 15.6 vesneldsmannmvieaiisrs
wazmansaihagiulaiutuaiefosar 4.1 laefyarsn 8.7 Suduaeaans ansga fiuan 7 Suduaeaans
an¥g ludel) e, 2558-2560 MngUasnaAlsgunn fgsiuanswulssrinauazengdevesUssrnaiigetu
MABAIUNALNTNITNAIALALANUNTIVTNAUNALLLAENINTWNNE donaaasiu Global Wellness Institute (2018)
ﬁizqdwaﬁhmwiauﬁmL,%amiLL‘wwﬁaﬂiumaﬁmummmﬂﬁaL‘ﬁ'wﬁu Anludndin 1 Tu 7 maqgaﬁﬂﬁgﬂwum
yesnsviouiisnBeguan Sgunalnelsuszmagnsmaninisiannuszmalnglidugudnasquamuiuneia
(.7, 2559-2568) Litesesiudnnutinvieaiivadsguaimuazideanisunngiaanssiiazinuliusnnnsveied
yhlanlutasd na. 2558-2562 TneiiyarUsyann 808 fiudumdogyangn (Global Wellness Summit, 2016)
duadftnvioniieadsnsunnslussmafiiiuntdui funldufuluguiotuianmmainlan Taedfuiu
WavSevas 20 setl WeiSeuiiouiul ne. 2560 TnelyariUszanas 70,000 &uum uazlusuAnmansalin
Aanssunsvesiieandanisunduedineaznanaifugramnssuuinmsvdnlunsaieneldunivssmaniely 5 9
Hramih Tnefingumanaithmnede dnvieadiernglsy Guu giusennans wagsmiainvieaiivannngulseme
CLMV %ﬂﬁaaamsﬁumﬁﬂmmumLﬁﬂﬂuﬂimﬂlmmﬁmqﬁu fefowaz 18.68 sial (Pattharapinyophong, 2019)
Tnednsnnisvensfvesguasddonisvienfiondenisunndvesinvionfisinguussina CLMV 1iugsty
wdsfesay 7-13 sel WuraINMTRLTuTesILILYTEYINT SERUNTTRNALYEIUTEMA LaEN1TY8 85
maaswgia lnetdnveadiordymfamilsammaueediniofiutugean MainoAnssumsdauauduliving
yreMsuIERT U B MTaEUsEs 017 AnuwEesd warlentanaidissruugunm (Aday & Anderson, 1981)
ANNIN 51A1 UAZHARSUITUINIINNTUNNE (Stancioiu, BALTESCU, BOTOS & Pargaru, 2013) Myduiaiunisnans
naenugUassAlumsiudlUliUINsmeluussmenu Bye, 2007) uastadesuninensvioilouarunawioniion
e?iqﬁﬂﬁl,ﬁmqﬂaqﬁm’au‘%mzmqmﬁwwééﬁ'mLmuLLazﬂﬂms‘z‘iﬂIammaaﬁjﬁﬁaﬁLﬁ'mLﬁaaﬁw‘%mﬂ%qqmmwﬁu
wazegndlsAnmnngmsaifinandaiandsansenuiensinnisvesaauuinisguainueaniaizive naneidy
A3EANIIIBLATANTENUVBIYARANT AAEAIUNTTAIUANLIATENINUSEINA (Weerakit, Chaiyasain, Aksornpairoj
& Sonpiam, 2019)

viall UssmaaunBnon@euldimundennasausmilossnitsdumseniisnfiesnssduauianile
lugenBeulisossie (Seamless ASEAN) iloantesinamsiimuiuasmsainaasugiadsusmfurunsiuazasyy
munaAamsiauarldliuss lerisufunliueafnmoniondmamdmuiiuiinewnuluimingiag
auaeeiegailos mnuisnteyansAnuidaiuilufassing fudunsieneiesdussneudeiusy
yostladuiiddninadensdindulalivinismaeniieniansumdnnngulssina LMV fufimsunulng-a1
Faiavuosny uardmingassrilagasededuiu Wethlunusuiauuasaivayunisnszaslenanisidng
Usslminnfanssumvieadiordsiuiidminginelfaonndesiundnnsensefueusuiiolugondeulisosse
(Searnless ASEAN) luuFunmsidhiisuinisguammdnumsuunu naesauiiiothdeyaluliusslevifunsiaungsia
TuldgunuiiAguilewioly
IngUsTaeAvan1sive

1) Anwmginssunisviendieadanmsunmdvasinvieaiisrnnngulssna CLMV fufiviouaulng-an

Jamianueny wavdmingassnd

a |

2) JAs1ziesnUsenaudiedudurestadenidnsnanenisandulaldusnisnisvieaiiendaniswnng
vasinviedigINnguUseing CLMV funveuaulve-a1 Swiavuesny uasimingnssnd
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Fmtngfinieiiddnsnmduguinarsiuionsismenisunng fusenaunisssiaquaiwluiiuiivainuane
aouneuialduinasgiuaina UC) Wuilseniunnnduiineniierdymfaniwazdoaun Andudadiu
$ovar 6.4 (Mnsuruiivienisndansunmdisnisuiomn) wandundudnreaileafifisnsfiutuiniias
Tnewdauiisusutinvienfiondywfsun ludsemne CLMV

FUNAFIUNTITIAY
Luudassesduszneulieduduvesiadonisninadenisdndulaliuinisnsvieafisndenisunnd
yostinviesiisaninnguussna CLMV fiufivisuaulve-an Smianuesas uasdwingnssiiivsznoudae
(1) Hadesunaan 510 wagnanfausiuinisnenisunmd (2) Jedefuanuiuaznisidnga (3) dadesudss e
Awazaan (4) Yadesunsdaaiumsnana (5) Yadesuninensvieaflsinazuvdwiondion uas (6) Yadsu
Anudeamsdusvestinvieadietiinnuaeandesiudeyaideusying

Jaduanunisaaasunisnana

J29uAUAINNABINITEIUAIVBINNYID LY

Jadesuaunn 5907 WaskaRfNUINIg

Jaduauan UNLarn1sIDg
YadeauaIsulgaAUaLaAIn

UM UNSNEINTYID N IAL LA LTE

Al

Javgniansna

sion1sanaulaldusnisng

Vieadlondensunme
yostinvieadien

NNNGUUTEINA CLMV

il

;

AW 1 AUURFIUNITINY

wuaAn Nauf uaznuiseiineatas

wwIRngUasAnaIngun1m (Demand for Health Service) wu31 usn1snamsunmdhulandagiuldnanedu
Uimsthued ffudn fusuasdde sesufesruunmmauasnmndusinamiiulunalnnanduiaiimun
wiazegluszuunataudedullanysal guasdreuInismensunmdiidnvasiawiaandudiiald 1éun
1) WugUasdduiiles (Derived Demand) mnefsarufimmelaandutudofuiloatiqunnd 2) guasiduinan
gumudni (Supply Induced Demand) 3) fiaulaikuupugs (Uncertainty) 4) AMUABINITUINITNINITLNNEG
Huduwanszrienisuilaauasmsamuiemaemsdnmnasnndeaininmsidafielnnuaufianela
soquawiinlugnisvinnudun WegnadiusyAvsamm (Khasuwan, 2017) uenainil Bye (2007) l¢agudlafofidenalst
yaradumslusnwdasnaiuhised 1) esunmsdnuilsaiiliflusemavesny 2) iWelfaunsaldsunsinm
Tuiuilaglidessonsdamnenumslulssmavesmuiidedddssoznaiuiu 3) wWelidsdlddglunsin
fignninisdnwiludssimavesau 4) iesnunlsailaldfunisduaseslasnsusssiuseiuguam Tulszine
5) Wiedoslusaiignniiues 6) ilesnwlsadlaildsuounlulsswany uananidsdonideiifnuiads
dfydu 9 Tidwadenginssunsiumetaueuiteuasmundsliusnismensunmd W adanundeudn
warN1SDITEULAUNIN (Aday & Anderson, 1981) UadgauAMAIN 5107 LagNARANAUTNITNINITLNNE
(STANCIOIU et al,, 2013) YadunisduaSunisnann uaztadesunswennsvieadisuazunawioundies (Sujarinpons,
Manirochana & Permphon, 2018) ﬁy’mmv‘fﬂﬁtﬁﬂqﬂmﬁﬁiau'%mimamiu,wmﬁmLmu%u
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LLmﬁﬂwaaﬂﬁmmsVimLﬁmL%qqsumw (Health Tourism Behavior) 1unginssuanuaulalunisguadn
guamwesinviondidfiuaninisfnaulaideonuinisquaindngg iloneuaLsINITRLATAYIAYAINALLDS
annsauvanguiuslaafiiendnwiguam (Wellness Consumers) 1u 3 ngu leud nguiuslaadisiuualia
fiaudniusiuguawluiifiisies (One Dimension) nauguslnAnansmunsinwaunm (Core Wellness Consumers)
FaupanmuUUBIATI (Holistic Approach) wagnguinvieaifisdfiguaguanvesnuieaduingussasdsos
(Department of Tourism, 2019) lngausdlauazainnuisnginssuenuaulalumsguasnuiguniniesan
viangawe Wy Wulthe/ Iisuuaduangd@mg Tussuiafiume Jedesuinismanisuwnd/ antuneuia
Tuuszelng msdnmuanyarasisg aaensusunsuteyatmansferfuudnisiunsummdauinauals
Failadeinaronisdndulalivinisiunmavioniisndsguainuazasunnd liud 1) :aAu3nig 2) deldes
YoIAnUNE IR 3) Tordsvoaunng 4) Msuuzthuesunme 5) msiugiiivesiivinwsuguaiw/Munusuguam
(Loedlukthanathan, Onmung & Liblub, 2016) il anﬂsiumiviauﬁmL%qqsuﬂwwluﬂizl,mlmﬁi’ﬂL,Luﬂié’é’a'ﬁ
1) dnvteaieaililduliuinmslasnsuminermsiduthsisuiufondhiunsinm 2) dvieaiidideudiana
vhsnnuienveadieaiisumsvieaiisndaquamlisnedu 3) sdemninunedeeglulszmalng (Expatriates)
ftymmisguninuasdriunisuinislulssnalne uay 4) dhvieafinfidslannuuimamensunmslagnss
(Medical Travelers)

WRARTAAMNANINSaNISUTTUYBIN e T TINSuNNE (Competitive Abilities of Medical Tourism)
MULLIAAYBI Horowitz et al (2008) waualiiusznaume 1) Taanuaunsan1ssneg 2) Anuniou 3) A2uTIni50
funan 4) arwgeusoanuiiuinisuay 5) ivsumatatenng nedUssmalnegnesusuindugavansdans
funsieaisndsnisunmdszavlan Tasfidannuarunsanisustuiilanduvatesiu Jafianulsiuie
Besuyuiiialuidvesnisuinms yaans adldine giitygviesiu uasuvasieadlen Tl wa. 2560 Uszmelne
fanuneuatilaiunissusesnnsguseduaina JCI Joint Commission International Accreditation) 61 Wiid
Hulsmeruna 47 wie uazadiin 14 wit Sniaillsmenaensulnglédsudendu 1 Tu 5 anunenuiafiafian
seulan Tl wa. 2561 dutimsiitnvieaiivadsmsunndlimuaulaliuing I wwasfouazdaaiuguam
(Anti Aging & Wellness) (2) mssnwdilynsen IVF (3) Saeinuasauddmiunisilngfnaueanseed uaziing
ua (4) UIs3aeiMaunIn Weerakit et al (2019) 181U Msvioafisadsnmsunmdazidunssuiuiainng$nw
wazflenudiiusiuaiunmanaindulungussiaiiioduaiuaunin

LNAANITIATIZeAUsENUENE U (Confirmatory factor analysis: CFA) 1uAgn1svnsadia 7idaeliindse
a$1909FUsENeUMNFIUITaTs 9 FuUsATATTULNATISEAUTN (Interval scale) wazannsdasiau (Ratio scale)
wliiflensulassaiveuduiusvdonainlasaismudiniuvesiuusmsasduguuuuln Wnsasoulasins
owUsznauvieluaafifanniuiudeyadeszdne fandnunziitvansyszns T Wuuumafnwanudiwss
Adasaisveuniosile Uszanummuiismemveaeut .unsasadeumuasivesetminesiuszneu
THussuifisulassadnsesdusenausenisssnstaudassnauduly (Bollen, 1989) fivdnnis 5 tumeufe
nsimueeuduiusiddasaiswedunastduszneu (Model Specification) nisszyanuduldldanies
yosluna (Model Identification) NM5UsENATWIT MBS (Estimating the Parameter) nsUsgiliumnuaonnaes
voluLma (Evaluating the Data-Model Fit) wag n1sdauuUsluna (Model Modification)
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Anlun133Y
ngudszwInsiild Ae dnvieunednguuseina CLMV dyardariitruuauunlduinisnisieaien
Wensunndluiundminginialuniang TusenidoanilevesUssmalng donngudiegndlagldisnisgu

fvusvuanguseg lnemssduiissiuameadnuiesay 5 lvuandusiegng 398 au Uuliudiua 400 au
MnadAduuinves sy ienAtmingnssnil wazdmiamuesene Tul wa. 2561 fduausam 6,493,896 Ay
Tagduautnvieaiiordmingnssnil winfu 3,726,286 au wavdunulinvieadiendsinrueanie winiu 2,767,610 au
asnsadundadumnefeg iUt iagnasi $1uu 230 au uas drdnunanguiiesiuiitariauesme
F1uau 170 Au vhnsfusunadeyadewuvaeuniufiiaundu nsduiivieyamudisinaveananfiviaiu
Tuanutsznaunis Ae eddinnenssy Adtniuansss lsmeunaensuiiidedemosiuiiuras Smin

wiasiio}de Ao uuvaeuns (Questionnaires) Fimutulsznaudeition 4 dauldun 1) feyailugmon
wuuaeunw anvaziu checklist 2) %aagawqﬁmsumwimLﬁmé’ﬂwmzLﬂu checklist 3) Uadufidiansna
semssnaulaliuinenmaveaiivadinsunmdluiuiifminginiavessemeAlne 6 f1u s dusnuasda
wuUIAEILUsEINMA (Rating Scale) 5 53U way @) Teldusuuy wlssedunTmTn oS unsnAdy
(Class Interval) sg3dmuinnundnnisiade fd1siifiu 0.8 ieutanadoyauuuninsidiuyseuiaan
wesdiofidunaunsimuuarldumsUsziduangmasnand 3 1#e1 10C whiu 0.97 dusamsvedeuaudodiy
(Reliability) Try out flunguidmviungdnuiu 30 Au Igenduussavsuean (Alpha-Coefficient) w84 Cronbach
winfu 0.724 mneiiaeiesiioannsaldldnunast uazusuliauysaiieululdase

maiurusndeyadisd siurudeyanfiond (Secondary Data) anmsiinsizviionans ldun s viulus
#0133 Lenanuazassaun s ates 1iud nquiifeatuniside senunide Inednus arsinus naenau

% ' A a ) a \ ~ a ¢ v o ~ ' o a
GU@HEWJ'TJ?{’]TV]Lﬂﬁl?ﬂ‘UWﬂmﬂiiNﬂ’]iwaﬂL‘V|EJ’JLsﬁﬂﬂ’ﬁLL‘W‘V]EJSU']lILLﬂuﬁU@QUﬂ‘W@QLﬂﬂ?ﬂ@mﬂﬁ%lfmﬂ CLMV AYVIRA

a

dudayausugdl (Primary Data) Hiusiusindeyariswuuasun1y (Questionnaire) §713u 400 4n ANTinviouiieIngy

[

Usena CLMV aigﬁmam’rﬁmLmumﬂﬁi’fﬁmimwiauﬁsnLG?Nm'ﬁLmeé‘LusLuﬁuﬁ%’wi’wummsmaz%’wi’mqmmﬁ

nATIEveya ImiﬁﬂnmsuﬁwL%ﬁ]g‘dLﬁamﬁé’]’wwé’mmmam% 19y 1) MTUATIZAAIUEDANTTUUN
(Descriptive Statistics) litonssaundnuaisinluvesdeyauaznginssunsvieadisadsnsumiihuunuvesinvieadien
warlaifnssnundmiveiuednuasdeyaiionisiinsevidugsldun anade (mean) uazandsauumnsgiu
(Standard Deviation) A3l (skewness) Aulae (kurtosis) Wag 2) N15IATIE0IAUsENaURIBudurestade
aafUsznaviifidninasenisindulaldusnsvesinrioaiisndenisunng Taen1sieszesrussnaudedudu
Susuii 1 (First Order Confirmatory Factor Analysis : CFA) Wi‘smuﬁauﬂaéj’maﬁa Aade (mean) warAndeuu
4INIFUY (Standard Deviation) A1 (skewness) A1alas (kurtosis) ay mmaaummaamﬁaﬂwmaﬁu%ga
Feuszane lngldinasisatiuseiliunuaonnasd laun e la-auas (X3, CMIN/DF , RMSEA , RMR AGFI, GFI

wazwlanalagaSureanuduiusvesiuwlsluduuuanyine (Hair, Anderson, Basin & Black, 2010)

NAN3IY

nud nguiegsdulugilumendgs Andudesas 63.8 drlngilionysening 40-49 U Anilusesas 51.8
wazsosaaldun nqudfienguinndt 60 Yiuld Sndovar 17.5 dwluafinisdnusedudsen/ondadnu
Anusosay 52.25 dwlngifudwesgsie Andudesay 58.0 Taeflsgldadeninndt 100,000 nead1dsed
(3,064,300 Unsel) Aniduforar 40.5 Ingld¥umuuzihanaulndda léun tieu Anludosas 41.3 Aseuasv/ani
Anidufesas 355 nan1slAszsingAnssumsveaiisndnisunmdveainveaiierainnguussina CLMV
fufimounulng-a1n Sminuesans uastaoringnssni auemsned 1
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A159991 1 WeRNIINNITIRATIEITINTTUNNGVatinviaalinanngulssing CLMV Nunwisuauy neg-a1a
JMIANUBIAY UaTININGATSIT (n=400)

NOANTIUNSYIBANBNTINTTUNNS VR sLNYiDadIE U (AL) Joway

Uszaunmsalilgusnismswnngdludsemelng

Adausn 152 38.0
AelgUS NS 248 62.0

FIUIUALNTNNTIUAUNG

2-5 AU 329 82.3

1N 5 auduly 71 17.8

AMUDLUNITIIUSNITNIINITENNE

FedUa9 25 6.3
BLHOU 279 69.8
PnNeu Jutindngne 71 17.8
3u 9 wu e lduiueuudunlona 25 6.3

UTELNNUS NSNS NNINS N AU LA UL TUS NS

M5M519gUA NI LY 72 18.0
NI TALLIANIZN 89 22.3
UIMTATIIN/INY 67 16.8
N3RT1sNY I lanasaenldon 50 125
AAUNTTUANLAI 20 5.0
N1IATIANERUIHALNTINAREN 64 16.0
UINTNTIINUANTT 34 8.5
U%miﬁua%ml,azﬁuvjqﬁumw 4 1.0

1Y)

TagUszasnlun1sliusnisnisunme

ilegunin/daaiugunm 68 17.0
iiothtinlsn 186 46.5
\emudaunng 50 12.5
\ionnaswIniurisng 25 6.3
3u 9 Wy epInaeINTITAULLZI 71 17.8
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91 1 i dndvginvieniisannguussma LMY Sussaunisalivanlduinismsnsunmg
UszwAlne Anludevas 62.0 Inadumanldudnmsmansunndlulssmalnedudszd yaidou Anduiosas 69.8
FaquszasAndniiievatalsn Andudesas 465 sesasunenaifumetiuunuiiioguain/daaiugunim
afufosar 17.0 TneUssnnumamemaunmsiduuaualiuing Seswnugi fail (1) aneitedelsaansna
Anluterar 223 (2) ivagunwinluAnidusesas 18.0 (3) U3nsnsan/dny Andudosas 16.8(4) Mmansramaging

b 3D ) =)

wazn15vinAasn Anusear 16.0 (5) N1snsiasnehlatazvasniden Andusasas 12.5 (6) USN1IATITUANTTY
Andudesay 8.5 (7) Fawnssunnwes Andusosas 5.0 waz (8) UsmsdaaSuuagiiuylguaimuiuudy q an
a [ 2 ] a a v : a = a I v Y v
Antdudesay 1.0 dulugdenfanssudeudamniinaivine Andudesay 56.5 aztinusUlswUsUUTZLAYN
3 AUl Andusesay 48.3 wazlsawsuvuindn dndesar 42.0 daldanewade Windu 3,378.12 UMABAS
unTudeudass wiiu 3.16 Ju d9uiudfnnuade wiiu 3.32 au
Han1FAs1IEmiienssuuteyataduesauseneuniidnsnadenisdndulaliuinisvesinvieaies
WINSTENNEALADANTTUUT ANUANTIN 2

A13197 2 UadeasAusznauniiansnadenisandulalduinisvasiinvieaiieadenisunndnguuszma CLMV

finuiineuaulng-a1a Smiavussans uazdmingasenil (n=400)

Jady Max Min SK KU X (s.D.)
AMANLAYIIATUTNNT 5.00 4.25 -1.065 | 3.056 4.40 0.620
aonuiiwarnsdnds 5.00 4.33 -0.461 | -0.106 4.33 0.592
?dé’ﬂmammazmﬂ 5.00 3.64 -0.867 1.307 4.17 0.480
nSnennsvieudion/wnawiouniien 5.00 4.21 -0.886 | -0.467 4.21 0.329
AIEUEINNITRAA 5.00 4.45 -0.501 0.224 4.66 0.882
N1IMDUAUDIAINADINITAIUG 5.00 4.39 -0.219 | -0.363 4.50 0.482

21191997 2 uanseaiassidesiuiienssuundoyatiadeiiotinsziesdusznouidedusy
MgaiAnssaun wud deyalianuiminzauuazanniniluiiasieiesAuszneuldsdudula farsanlaain
AR (Skewness) wazA1ulas (Kurtosis) 8g5ening -3 3 +3 assmmnae doiluyadeyaiinisuanuas
wuuUnd Tnefidoglutng -0.467 fis 3.056 assmunas uenaniitafeesduszneuiiiidninadenisfnaule
Huinsvestnvioadiendamsunmdusagdududed Jatedunsduaiunisnaindaigean fszduinniian
(X= 4.66, S.D. = 0.882) Jadusunismeuaussanufosnsdiusia fszdumniign (X = 4.50, SD. = 0.482)
Hadusununmuazsauing Aseduunn (X = 4.40, 0. = 0.620) tadesnuanuiinazmsiinfeanuitiszduann
(X = 4.33, S.D. = 0.596) PadufunmnmuarsIAUinITmeanIsuImEiisefuann (X = 4.25, SD. = 0.709)
Hadvsuninensvieaiivauazunasvieaiiodfisziunn (X = 4.21, 5D, = 0.639) wazdadesudssunsamazain
fiAnshan agluseduann (X = 4.17, S.D. = 0.480) vt g Fudsdinuausimngaunsnszaeivosdeya
fumngaudensiinseifomaiansinsgiesdusnoudedusu
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nMsmuuA Coding Len

1 Q&P = Quality and service price AMAMNLAZSIANUINTS

2 L&A = Location and access aonuiiuaznsidnda

3 FAC = Facilities AeeuneANEZAIN

4  T&D = Tourist Resources / Destination nSwernsvieadier/unaaendien
5 PRO = Marketing promotion NTANLETUNITHAN

6 RPN = Responding to personal needs NSMDUAUBIANADINITAIUG

A15199 3 AnduUsTanSandunusinesduladsasrlsenauni1sanaulaldusnisvastinviaaieddeniswnng

¥ ]
il =

nguUsEmA CLMV wuigeuaulve-a1d Smdavuasnng wasdmingassiil

Uade Q&P L&A FAC T&D PRO RPN
Q&P 1.000

L&A 0.244%* 1.000

FAC 0.151%* 0.310%* 1.000

T&D 0.216** 0.334** 0.939** 1.000

PRO 0.275** 0.276* 0.178** 0.337** 1.000

RPN 0.185%* 0.088* 0.185** 0.376** 0.303** 1.000

wuEme - **P < 0.01, *P < 0.5
Bartlett’s Test of Sphericity = 459.332 P = 0.000
Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KOM) = 0.783

PNATT 3 WU AduUsEAnsavduiusiiesduladuasiuseneviiidvinadentsdnaulaliuinng
yosinvieafiadsnsunmdnguuszima CLMV ludamdagiinna yadadedimmuduiudiueaiitdoddy (P < 0.01
uay *P < 0.5) AN@0A Bartlett’s Test of Sphericity = 459.332 (P < 0.000) Lan¥INANUNINANSURUSIZIIN
YadeusnansanaAunsniendnvalogsiitodfny Aatn Kaiser-Meyer-Olkin Measure of Sampling Adequacy
(KOM) TAdlng 1 (0.783) wansi Yadedaruduiudfudfismeriazihlvinseviesdusenay nan1slnses
aefUsznaudstudiu (Confirmatory Factor Analysis) lufluuaumssedumunseuuinnnsiseuasndensususuuy
Ifianunaunduiudeyaidausednynudn Aradfusziluanunaunfuvesdasdiwuuiudeyadislseing
Tusgaun Taefia1saunan a1 X = 11.42, df = 8, P = 0.11, GFl = 0.99, AGFI = 0.89, RMR= 0.0025, RMSEA= 0.0034
Fevsdhwuuuiiimutudiaunauniusufoyadsy inslussdui aunssd 4
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AN5199 4 LEAIANERRUTSIIUAIIUNAUNAUVBIAUNTTILATIFS L UNANAIUSUA LU

Ayl Naein | HaAws HaagU wuIAATUN1531989

X? p. > 0.05 11.420 psanae | Hair et al (2010), Bollen (1989)
CMIN/dF. <50 1.427 nsunaue | Bollen (1989),

Diamantopoulos & Siguaw (2000)
GFl > 0.90 0.990 AN | Hair et al (2010)
AGFI > 0.80 0.890 psanes | Harrison-Walker (2001)
RMR < 0.08 0.0025 AN | Diamantopoulos & Siguaw (2000).
RMSEA < 0.08 0.0034 ANl | Hair et al (2010)

NAINN 4 UanIHaNInTIEeUANNdenndesatladueiuszneumsindulaliusnmsvestnvieaies
Bamsunndnguuseme CLMV iuimewaulng-an damiavuesny wasdswingnssnll nuil esrusenauidedudu
finnuaenndesiudayadeUszdne lnefiansanaine X2 Sawiiiu 11.42 Fallaanuasludilnd 1 9P windu 0.11

Moerndasy (df) Wiy 8 wansitveusuauufgIuiitesuseneulsiudulinnuaenadesiuloyaldeuseany
wazdvdladunauniy (GF) dAwviadu 0.99 dudanunaundunuiuuiuad (AGFI) davindu 0.96 dAnga

wazgandn 0.95 wansinesAuszneudidudulianuaenndesivleyadausedng nunvivisnvesideiaesade
Va4t (RMR) deninfiu 0.0025 Falandlndauduansitesduseneulsudu ianuaenndosiudeyaelseding

]

n1519% 5 JadeesAusznaunidansnadenisindulaldusnisvastinviaaiieadenisunndnguussima CLMV

wuneuaulng-a17 Jmdanusiay wazdmingnssi

Tadeiitidnsnadensdadule Factor Loading t R?
AMNTNLAZTIATUINTT (Q&P) 0.37** (0.05) 6.06 0.69
aonuiiuazn1sdnda (L&A) 0.23** (0.05) 4.84 0.58
A8 ueAEEAIN (FAC) 0.20** (0.05) 4.02 0.53
n§nennsvieiien/wnawioniiea(T&D) 0.15** (0.05) 3.98 0.41
NsdwEIUNIIHAIN (PRO) 0.76** (0.08) 8.44 0.83
N1IMDUAUBIANADINITAIUG (RPN) 0.49** (0.06) 6.12 0.74

X*=11.42,df = 8, P = 0.11, GFI = 0.99, AGFI = 0.89, RMR= 0.0025, RMSEA= 0.0034
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anusniaustadeesddsenaunisdedulaldusnisvesinvisuieadanisunndngulsena CLMV

¥

funyeuaulng-an Jmianuesny wardamingnssnil lanan1ni 2

0.76** Yadeaunsauasun1snain

0.49** JaRumUANLABINTENUFUBILINYIDEN

0.37** YfermuAmNIN 5911 UASKENSNNIUINIS

0.23** J938AUADIUTILALNNTND
0.20** J998A1UEIDIUILANIUFLAIN
0.15* YA uUnSneNSyia e hasuiasyingiie]

a2 afeesAuseneunisindulalduinisvesinvieanegwdamsunndnguyseing CLMV
funyeuaulng-a1 Jminnuesnne wazdamningnssiil
el Weansanunansiiasisiosdusenauidadududusuinvilsesladenidnsnadonisdndulaldusnis

Jadunidnsna
sanisenaulaliusnisnis
YU NYATINTENNE

AN

YDIUNYIDILNE?
NNNFUUsENA CLMV

/

A

yosinvioiynBansunndnguussina CLMV fufimeuaulng-an Swfavuesans LAEIIMINGATEIT WU
Hadviieglusuuuaansasuiusiuiennuuususiusesnmsdndulaliuinismenisuwndlifosas 64 (R2 = 64)
Tnefiaminesdusznaudeusd 0.76 f 0.15 uasiiduddymaadafisesu 0.001 nilade TnsannsnGesiads
Fifietmti (Factor Loading) snmnalumdeldsal susuiivils e nsdudiumsnana Suiuiiaes fie msnouaues
AuFasnnsdIuf Sufufiany Ao guawLazsIAIUINS Suduid Ae antufiuaznisidide Sufuivh fe
Asnnemuazmn warduduiivn fo inensvieailen/wdsioniisr Sufutadefitamiminesduszneutiosiign

anuTENa

MnuaNITIATIEENgAnssuntoniiondnisunndainngulssma CLMY fufigiowaulne-an
Jardanuesnne uazdsingassiiinuii dwlngdumandsianatsau (918551319 40-49 V) nsfinwiszauiisew/
ovihAnw 1uifuszneunts waziiseliedsdoudsgeiedunguinvioniisinunmgaanussimeiiouty
AonARDITUTIBIUN13E5I9983 Chusri and Lalitsasivimol (2020) 5eyin auy. an fiswauthvieadisadnenings
Usezanas 18,323 Au dulugusenauoningsiaadiudiiananginssudegunnlaednueainusnsnunsunme
Fradatloatunassniiviuali wWuiugFenmamenisumg waeliaruaulansquaguamuuvesdsuuie
aiis
Lsun1smeusuiduseisfiainngugnAnsedunans wf]wﬁ’ulﬁ”msnamsmLﬁwﬁuLﬁaiaﬁuqﬂaaﬁmmmqmmw
ntinvieafisademaunvdinniu ussuonandingugnisedunansisgendudanarddesdalUduimemenisunms
filslne udnilng Tnsdumsmuaukiiudiunns sesasuddusd egslsAnudmuingugisdmuay
nauiifiseldvesfiunadunauniiiofnudlaslduinsmuuuameuauduuen fsaudiuuauning

$1891U913579UIN1IAUANNNNLAEN T Ra ST e Inssuveslsaneualenudy i Alngly avd.an

wazgaNauUsEsng o Iagdenidnliusnistuanuysenaunsvessy e s aneUIagUBUA NS WNDYILUAUA 9
FsunduanmansynusoanwasAdseslsame1UNa3E MANWIVEs Gan and Frederuck (2011) wuin thvieaiiien
snamAsinazinsedulsmeuialuiisussmelaense uisinazduinsdulsmenuiaiidosnisfiumnsluing
Jeszanuanusenuesilienaazdyiuiymasnumenuanlilizuiunsesiedunseslinsununsusss:]
Uszuguaiw nsAnwives Yu and Ko (2012) Lausitnsuvsusziniinviesfiondsguaimidu 3 nguldun
1) naudlm i Maximum Effectiveness) 2) naufilimnadfayiuanuduaisnusian (Cost Effectiveness)
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uay 3) nauitlaiidnsan (Non-Participating) élifuimaAnssunisléuinismamsunndinasduiusiuiade
Wedsineuaziisvisnasenssinaulatiuuauininw Insauluglinnudfyiulssaunisel musnanvesaulnade
WU fiew AsEUATY/EA (Al-Amin, Makarem & Pradhan, 2011) denndosiunantsiseiifinuin aulnddading
somsdnauladumshauauninuiussmalvedsalnadudinelfsyfunansisgs aonadesiu Sriampomekkul
and Chuntuk (2018) wuidn giselaszaunansdeszauasnandinasdiuuaudianldusnismanmsunndvaalne
fislsameuiassuazionyy Tnedoniiuiludodny Hun wuesms gassd unawns wazquaswsil Hudu
WinaniTewuidnvieaiisrdndvaneiivsraunisallduimsmamswmdiussmdlnemnneuvieduauldusyan
fanpumssinseieurewnng dnafumaluldvinsitminduluegsimingassdmmedismeiuna
fldupsgruannt weedledinannmmorslihAanssuvesdiendug Alasiamensteutl viouadsiludien
uwdsviaaiendndny aenndesfu Sujarinpong et al (2018) wuin AsfitnvieaiisdnBsguaimdeanis loua Jadesu
mMyvieaiiien e mnumesnuveaniuseina ammmenuvesanuivieaion auazmnuagATliaelunsiums
anuiraulaves Package viouflen Msuugthanuisming lsawsy nsvudesolagans uagdadoduaanimn
¥99U3Ns IHuA Aramainvansu3nng AmnNassasuMwIRnssEna Aameliissvesyaans Tl suAGUAM

1%
=1

Anoamlunissesiuiinvieaiiondqua dslunsiazituiifinnaunnsiisiu annansiesginuintnviouile
Bsnsuwnndannguuszina CLMV fidarliusnisluiiufidmiaglimenesing sxfidlddsameainumeiua
WAty 3,378.12 vsoads Sruautuiade 3.16 Fu SSwugfeaunads Wity 3.32 au Ssaenadearty
Office of Small And Medium Enterprises Promotion (OSMEP) E-Saan Center for Business and Economic
Research (2018) 9189131 Wnviosifigranngulsemnea CLMV dealdinalurisfungasnivieadieisiiaiies
fupsouaidoiflouiifuiag uazrnfearlitinamafundubeugFluiadoduanufeaiu

Nnuanneitadeiifianinaiensdndulalivinisvesinvieaiioadanmsunndannguuszime CLMV
fufimeuaulng-an fwianuoses wasdmingassnd wud ddnesdusznavdadoris 6 dw Tenduuan
wazilfodfymsadansedu 0.001 nndady TnedadvesAuszneumunsussduiuduaznisdauaiunisnain
gean osueldd dnvieafisndenisunmdannguuseina CLMV fufimeunulve-ann Tarianuesans uazdamda
gns511 aglviaudAyiudadudunsyssnduiusuasnsduaiunisnaingege duladesunisnevauss
Audiasnsaius uazdadedunisidennisuinis (Selective Factors) iudduses Jesumnenaainnisnudy q
W Kulkalyuenyong (2017) finuin Jademisnisunng andi AAINNNTUINNT gUnsalviuade A1SnyIkasALAUNI
Asdedans NsUINISAauRARNEINISSNY RasnuALansalunsdifinisusns dadudadedAyndn
druAnssunisvieaiien (Wu mnuuraulevedlsunsun1sviondisn ANNIANNIIEIIHTIR waze1ns)
Frudutadesusiuses wie Lam, du Cros and Vong (2011) fifnwinisvieadisndetriasnuilunifin wuii
fusumnuddnlumsinsandeduladenaaneasmaiollduins Ae s1a0 anwazen Aunmweseiedle
IS AT EIYAIINSIINSLIE 3Ny uALUaensievesnly sgndlsinu adeTidmasdenssinauls
Lﬁaﬂamuﬁﬁ%iﬂﬂwﬁ’mfu%uagjﬁ’uimﬁéﬁaqmi%’ﬂm ANABINTNTIVINHIEUNIN ANFRsNFUUIABUAN L
otfihnsTitelAsuussIMAAsuosual vieanduurthueuwne/fiTevqduddy Fsenssndumszdng
TuwpinavssmaeBouuiy Fliduinsiesiieadsininululssmalneldfumnuionaninveaie
Arimszdiafefgadidy Ao SnmAuinish yaainsianuamisowazanudearigy Snienagns
MsUsEn@iudia dnvaedinamesuigldi Jadeifdvinadenisindulalivinisvesinesisndenisunme
nnguUszna CLMY dnanldusnisluiuiifaringfinaedineissnounsdedimmuddnyiunisiannnagns
nsUsEmduiusuaznisnaiadmiunguineaisnninUssmaiioutiu uananiuanisidedmuinilade
AnuiAnNddsguansznisiiuiidedinadenninssuduunulusnuituszimaarensiiigauainuinndd
Fail 2 Uuuu A 1) noAnssuduuauluinuitussmamensifianudouddeguammgandi fgunmannn
fnvieafisndansunmddmuauazlinuauladetadoiunismeuaussaudiosnisganintadefununim
waz A Simsifeidliduimginssunisoaiiendnsummdthuuaugnimusdeeuiousugunwlufiamg
wuumssiudu TasUszmadatenisasdaddiinnaimuiguamgsndt wandaainnisviesiisataunusialy
fiussmaUanemediesgnuaziiiesme viesnnninssmagiiaiuvesay
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uay 2) ngfnssudnuuauluinuiivssmadaenisiifianadendudsguamlndidssiundosind dnvieaiiien
FansunmdinuunuarlimnuauladedadesusugunmiaragsaanserinGosnulaoniouazanudue
Snvagddundsdnuindunginssunistondendenisunndiald uasdndunguinoneanmuain
NnnauUszmaglsy nauUszinans fusennans MienguUsimaasugiainl dunginssuinvioasionGenisumme
PuunuannUssmaiouduiidinulussmalne Audseendu 2 ndu Téun ngutinviesiisandanisunng
Frauauiifidnenngslunisiie nquiasivinveudliaieies unandedueuarliadanisgaliane
TuAlsmeuia drunguithstmuausiwnadunguaussiunasioasiidumstaususetadonismevaues
anudiosnsdiududundnnduildunidifidneniwlunsdeasnsaunaedunissalidefinatuuisy
Fodunuves Khasuwan (2017) 811 msidenlsmetuiaazfinnsanaindeidos arsamzynavedlsmenuia
mmﬁ&nmwaumwé way ASnYIMENUIaTIviNZaY donAded Patthamaritthikul, Na Thalang, Jittithavorn &
Tungbenchasirikul (2019) wu1 Yadeifonyuddnldud aruduiinsuesaulne uagnsiuvasionielulssme
Srununniinviesiiendsdoumnnsatvimdeuiuiiaseuaduiiodlutiananfentu @ Horowitz et al (2008)
wui HatedrusiandnadenisindulaluinvidisUssmamngdntoniisndanisunndnguisinidugiae
Alsifuszfuduasesnisdnvimeiuiauazdrulugidunisniunsdasnssunanues Funnssy nsrdnuUas
waznsuasites [Judu Fefeslimnuddnysenlideiignniy

Forausuuzitldannn1sise

ForusnuzlunmsiammsisaiisndsmsunmdvasUssmalne

- wiumsdaaiumsaanmamnzmng ahsenusiiefugsiedu edestunsviesiiendsnsummd
Fovhputeyarnuinyneauwedsmenaluszmelne 'ﬁm'ﬁam'ﬁ{fﬂ&ga@uéé’mwmmamaﬂiﬁﬁuﬁﬂviml,ﬁsn
FansunmdsenineUsemea WamfinsinuesunwidisUssmaliyaainsmianisunmdynseiu deaenndes
funamsidendnidosnnazdmataiudenarntimnetineaiisndaimsunmganussna CLMV Tussordy

- NaunumsrdaumsliiauBemyenzne nufwdaumdiazyaainsnanisunng iesesy
nsiAulareInaInnI e nTINTUNnendngnIuuud duadunsidensiauiuagnisuaniaieilo
gUNIAINNMITLING Laznvdueinianisunng annsidwdndae duasulviusznounisienvululssine
dhsmmsusesnmsglssmetuialusefuaina (oint Commission International: JCI) ttetfisdnraananss
nsutsturosnsieafisndsnsunmdvesUssima Tuiedndsquivinindaasafiosusanuazainid
tinvieafieadamsunme

Parruauuzileuedmiudusenaunisssnanineadas

- fUsznaun1sgsniaguaInAIsaiagauvaIn suinIssnndluaivianiznsliidu Top of Mind
vide Brand fleglulaguilan senagndnsuszuduiusivainvats samfunsnaindnuas “Lwuuvense”
fungumanaidming

- ffuszneumstiUseneunisssisguamuazgsiadenles loun gsfeuismdunu/ivinwsuguam
(Health Agency) mssamimuaguuuunsinnisgumuvesgsiansviesiioandsnsunmdnasaiialsguyiu
Thluszuu Wetheidudutesinansuinissnindlsmenviatugniuisamnd smihiiasdeuszaiuau
uazs1nsamazmntumsthgnAesUssmadiniuuinmenisumdilsmenuialfosansuies

154 2153 INSUSHISSSAA

dunausadugaunynenvuuvisUsandlng
Tuwszaguiiug aufonszmmiausvgann aemususiunang

Ui 10 16 1 Usziiou unsran - fiquisy 2564



foruanuznnsiseaiasialy

-enFifuRITuIMeMsAsERIMsasusEUUmAlUTaEaswYmE (Digital Health) Wioris@annaansnse
mMsvieafiradimaunmduesussmammeananssuumalulaByninswmdariiunumddysegsiauinsmansummeg
\Hueghannaaeaauiliglduinisiulalussavsnmuazanutaensdelunsliuing diunansdoudedaaiu
THAnnwanuaififvesuImImansunmdveadlng

- mATuRnAUIIMsTansndnUssfugun e sivieuis e Auaznguiinvieuiisndamsuimg
Fuuauiioannisganlidredudafvbilfuasiiuneliunis lnsussaruanusuilossninssema iissuy
ns¥nnisndnusefugunimfinsounqunautinriesindesnisunnddunaunsdiruuauiiusiuaiisuay
rleulsusng qiteliAnauidonlowessruutsefuguamiaranmansenusaniszalidefiazioty

AnAnssuUsENA
drunilevaddasinis “ngAnssunisvenieadainisunvgvasinieniieanguusesine CLMV Tuiui
Jwinginia” yuatuayu an1iuseninsUsemeiionsmuagn1siam (fnsumun) Usedtauusyana w.a. 2562
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Abstract

The objective of this research was to investigate spa business enterprises, STP marketing, and the 7Ps
marketing mix of small and medium spa business. Data was collected using a questionnaire survey from
396 SMEs spa users and a focus group of 155 spa entrepreneurs from Bangkok, Khon Kaen, Chiang Mai,
Krabi, Songkla, and Phuket provinces.

The study found that SMEs spa businesses fall into the Unfocused. Most SMEs spa entrepreneurs
do not take their STP marketing nor their marketing mix strategies into consideration. As a result, they lack
the ability to compete. In addition, these entrepreneurs encounter difficulties in accessing finances and
maintaining staffing numbers due to an unsteady income. It is recommended that the sovernment should
play a greater role in enhancing entrepreneurs’ knowledge on business operations and access to finances.
Furthermore, tourist destinations should be diversified by appealing to tourists during all seasons which
would mitigate the cyclical nature of tourism-related businesses and stimulate tourism throughout the year.
This would lead to an increase in customers of spa businesses.

Keywords: Spa business, small and medium enterprises (SMEs), service marketing mix

unii

gifaatmenanazduuvasnliid dgvessemafiinisliuinisauiuds Sseliannisdiany
Tudszmednine  s1elsvosgsivatnlaniinnsvetediodisdeiios Tnglul wa. 2560 yaraamaU1vialan
fyan1geda 2.8 Suduumn waviliiAnn1331991u8s 2.5 d1uAu (Global Wellness Institute, 2018)
dwsulsumalneyarnpanmaUTiyarngeie 35,000 Auum uagiiSrnmaiulaiiuszinadenay 7 #ed (Thongtub, 2019)
Tuw.a. 2547 Sgunalvelafivlevendndulivsemalnadugudnansguamuiaginiaeide (Medical Hub of Asia)
dquasuliusewelvedudemauisalilugiinaewde (Capital Spa of Asia) (Department of International Trade
Promotion, 2015) wazueunuglinszvsivasnsaguiniunugvsmansnmsimuissnalnedugudnasaunin
IR (wel. 2555-2559) lneiidevimilissimalneidugudnansgsfisuinsiileduaiuguaimsydulan
Aounsglafvungnsmaninisiaulszsmalilneduaudnasauamuedlan (Thailand Hub of Wellness and
Medical Services) melu 10 T (.71 2560-2569) Inpiigasjmneiionsiimunuagifindanmuaunsalunsugsty
é’mqmmwmmﬂizmmﬁaLLsdqﬁiTuﬁ’whwﬁzMﬂ (Department of Health Service Support, 2016)

9g13lsAd g3fsaunlnenguiamisvuianalswazvuingau (SMEs) (aldazisanit “aun SMEs”)
Tuuszmalnedensdszavdymeglunatedd lnsanzdymsuyanaing esanduuagiinaeudsd
ANUvIARARY Jsdanaligsiaaunindymuiauaauninginsyana (Chantaburee, 2016; Department of Health
Service Support, 2016; Esichaikul & Chanpayom, 2013; Junead, Jamnongchob, Wanichakorn, & Manirochana,
2018) uenandl Joymmaddsunasduyuresilsznaunis (Chantaburee, 2016) Aluguassad daluntsiaun
safvatilneuiu suidetastmguinsnaiaulifinsesissisaunefodfindnauanansolunisudedy
AuA1aUsEIne

[

ngUsTaIAvaINsITY

1. ilefnugauiuresgsiauinisalilunguiaviavuinnansuaznge (SMEs) Tulsemelng

2. Wisfnwinisulsdiunana (STP Marketing) Usznaudie MIWUINGUNIIN1TAATA (Segmentation)
n1sivuangudiniien1anisnata (Targeting) HagN15319ULNUINIINITAATN (Positioning) ¥@4gsNaaUN
nauiifiiamisuuianaisiazauingen (SMEs) Tulsznalne

3. lefinwidinysEaun1an1smanauing (7Ps of Marketing Mix) Useneuse wanfausin1suinis s1a1

Feanansdadimineuazanuiilfuinng msdeansnisnaiauazAanssudaadunisve daandeunianienim
N3zUILNS Wagniwernsyana lugsieaunguiluiaviavuinnatsuazungey (SMEs) Tulszmelne
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a v

wuaAn nau wazeAdeiieades

NagNsYALINgsNaUINTT (Service Focused Strategy)

nAEMSALiugIAIUINS (Service Focused Strategy) anfuuInNuAABesgaLil (Focus) a4nAnswan
flesdnsiinssdniulinildlsluanudesnisuesmaiaanizdinuasngiomauesnufonsUoman
dutiuneldmeluladiiesdnisiieg Wegnanmnssumsliuinsivlaty wnmisdndesaiiudEugniiunld
WiefisannmmsliuINs wastiiveuaansalunsusstu lnsnhegsiaenaviiufiveuwanisu3ns (Range of
Services) WsavauAnaIA (Market Segments) il Johnston (1996) wuagaiu (Focus) Tun1sliusnsvesesdnis

Mlugsiauiniseenundu 4 ngu (gand 1)

c N [ )
S NSHUINIS nnslaifigaui
s § (Service Focused) (Unfocused)
g NG U\ J
= 5 y N A
Q ag NSUNIUINISHaEAaIa nsiuman
S (Fully Focused) (Market Focused)
“° \_ U\ J
WAY N9
YBUWANITUINIG

Amd 1 wwdnnslinisunas (Service Concepts)
#i311: Johnston (1996)

naudl 1 Msifunsu3nig (Service Focused) Aansflasdmsitiulsziamduduinis (Range of Services)
liannidn usifingumisnismainviendugnén (Market Segments) fidfaanisludnisnainvianenaa 1wy Microsoft
WAn Microsoft Office LiissuimsiAaifielausvsungnémnngulsiinasfunauguilan dinau andnw
naonauuilnarily

naufl 2 Mawiusana (Market Focused) Asmssjsnanaiamzan Ingesdnisitungumsnisnanaviengugndn
(Market Segments) azﬂmqaﬁﬁmﬁum (Narrowly Defined) usfisnunududu3nis (Range of Services) fiiannwans
wu andunstulnglidnsiiewrainvasianizungieUnsiasin

nawil 3 MaLuianInaILazn1TUINIg (Fully Focused) Aon1suinisiisiussinvnisuinisladunin
yielunnsedionnaziivinisudniiessninfier uasiindugniflanzanzas gsfednuasitnosdadunsiam
msuimsvessilidudaiiionovausingugnintmineifivanguideaidevign

nawit 4 mslaifigaiiu (Unfocused) Ao mslsiusmsilildfianuiu idluwingugnéndhvene viesiuu
YesUsTLNMTUINIT Fedawaliiesdnmsniemiegsiafesdiussnvunaniamivinsivarnnanslinoneuauss
AnudiINsvengLanAYNnay vizeagUlaset mslsifgawiufioms “vivnetns ilemeuaussnufisssvemNAL”
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o

A1sUIAIUAANA (STP Marketing)

AsuUsduRan (STP Marketing) fie nagmsmsmanafiliinnaddnyisgnenuayautsniagsia STP Marketing
Jun3esilefiiauslag Kotler and Keller (2016) iaglvanunsaanzanfeneazidonvemaninminisuinig
Saetang and Pathomsirikul (2016) Wuinnagnsnnsaaindmasienuinfvesand newuldannslduinis
%ﬂﬁﬁmmﬁqqﬁu STP Marketing wusnnsatasesieanidu 3 Funou Taun NSLUINGUNIINITAATN (Segmentation)
nsfruangulImuIen1an1seain (Targeting) agN1INIMUARILILINIINTTAANA (Positioning) (Lovelock &
Wirtz, 2016) lnefiseaziBendsil

NISUUINGUN19NI59a79 (S — Segmentation) winefansdnnguandusedsuuinisesnundunuanmy
manasiifvuanasidenlieraduussnsmans (Demographic) (W 81y e sedunsAnEY 913w elel
Heow i) n3imans (Geographic) (Wu A WU Way/auumn) InIne (Psychographics) (W UASNAN TMusITY
ATAEU) Uay/ V38 NaRnsILAan$ (Behavion nieuuuuaunsuslaa (W ersdlunisdedudn Usinanstiaudn
Fnwaznslddud)  asudangumisnisnaavilimsuanudesnisvesgniusaznguiisiannuuansiiaiu
eazaneliuszneunisannsafmuanagnsmemssaaiofisdannuanansalunsusedu uenaind gussnauns
gaannsaldnmsuusngumanisaanalunisaumanaiivallueuian (Potential Customers) ladnaae

FE1INSUINANMNINTNATA 191 aNBnN5DU Thai Air Asia dafuaenisTudunusii ungumsnismans
MALUUIKLATUSINA WU ngugnniingsiafienafssasuudasmsiiunmssanunsal mesnemstufasslneans
sUluuiiaansadsulaimsidunaldnasananieliiiaaudangulunsfiunis vienguilagaisild
flvauddyfusmaduddy mEJmsﬁuﬁ%mauauaﬂqﬂéﬁmjmﬁé’a85@1@8313%1@116‘% wildanansanAeuntas
Fudiumslduazliflomnsuinmsuundosdusgninadiuma Wus

msnmuangantmenNnNI59aIn (T - Tc argeting) nnglamMsUsziuuazAnEeNNaugNAmTERSUUINS
ﬁlﬂmwuumaumsLLmﬂaamwmsmmm (Segmentation) 1u°uumau1/|LmemaﬂawsamwmLwamvmmﬂuﬂamﬂ”mm&
m%uummimammmamu naugnénfiidenludunoudandungugniriiiaudosnisnssiuaudwieuing
flasdnstiiaue Siswati (2021) iauadtlumstmuanguwanenemanaieii fsznsumsnsifeiazannie
WARALAY/ UM T RoUaussALdsTvRsgnAlFerlsth luvaimentu Suneuiifienadaeliesdnisldssalns
isinnsing LLazﬁﬂﬁqiﬁf\]UszawaéwL%ﬁmm%u

fregen1smruanguidininenianisaaialiaenndeswionduausalun1snanduAuazuInTg
yosgfUsznouns 1wy Fasy iiudienudernglunisuinisiumuguanysalosdsia (Holistic wellness)
winslsusmaiinanisaaninisssdugs fuu Inesfetmuangutmnenamnandunguiidnelfas
waglianudAgyiuanuguanysal Dusu

SRS WI197759879 (P - Positioning) vaneiismsmesnumissnaust/mslsiusms wielgfuslan
ALz dudviouinsveaeonandud s uinsuiindeadstu Wy ssRanisluvesarsnisu
Uanenuesiag Maumtansnsaaadndiu Asia’s Boutique Airline iitelsigfuslandils lusu nsfvunsiumis
mamsamadewalitusinafinnudledudwidouimsiifussneumsiiaussengaain anmsdnwwes Zimmer,
Salonen and Wangenheim (2020) wuihnmsimunsumisnenisnainiieuduiudifeuinsennunde (Purchase
Intention) veguslnAdneie

Cravens and Piercy (2009) IﬁmmLﬁu’jﬂ%umaummﬂﬂﬂ&jmwmsmmﬂ (Segmentation) N15A%UA
nauven1aNIeaTa (Targeting) 1ANUEANFABNITIFIUNUINIINITAATA (Positioning) LW IENMTINNAYNT
aestunsuusnldFanuartisatuayulifuszneunwanduduasuimsfinouaussausissnsvesnaugnildty
msimuasmisnamsmanelfegumnrauuar s e AuAIAT S STineUaue s e T saatiu3lan
sxtefiudaruanunsalunisutsti (Malega, Rudy, Kovac & Kovac, 2019) avnindigudetulunanafeaiy
vanes1e fuilnnaziiviruafiiasreduszneunsiinenmdnualaenadosiumumiimisnisnainvesdudn (Batra,
Charles Zhang, AydinoGLu & Feinberg, 2017)

160 215MSIINSUSHISSSAA

dunausadugaunynenvuuvisUsandlng
Tuwszaguiiug aufonszmmiausvgann aemususiunang

Ui 10 16 1 Usziiou unsran - fiquisy 2564



dauuseaun19an15nan (7Ps Marketing Mix)
dulszaun1an1snann 1ise Marketing Mix lunagnsvinsnsnannfigaennunuidinszsidiulsznaufiddiy

)
[%

yamsaann shlsilsununismanauaznseulumssiiunuii Aesvilinandudvseusnisidunfisnelavesgnin
LAYABUAUDIAIINADINITVDIGNAAaNENLA (Van Waterschoot & Van den Bulte, 1992) wuidindiuusea
N9N1IAEN 4Ps LAUBIALAERTIANIENIINISAAIR Jerome McCarthy Tl a.d. 1960 wiewaudnauanunse
Tunsutsdudmiuaudidudosls (Tangible Product) 4Ps 59Lﬁuﬁugmmmmuﬂizamwm'immﬂ (Marketing Mix)
Feuszneuse ARt (Product) 317 (Price) Fosnanisdndmmieuazanuiliuinis (Place) wagnsdoans
AsRaIaLasianssuanasunIsue (Promotion) Tunaisewn dudniildanunsadudests (Intangible Product)
I§gninauagnatadfinnnty ey 1T 1981 Booms and Bitner (1981) Laueind@nyUszaun1nisnann
TngtannglugsRauinisesasiiindn 3 fuldud Fudaandeunisnignim (Physical Evidence) nsguaunis
(Process) uaz n3nennsyara (People) ity 7 ¢u Meaundeavesduszaumnisaaaadiolmina 7 du
fwanBondall

HERAIIINITUSNIT (Product) HEnsaminisuInsAensliuinmsndniidwenlyignin nsuinisdesend
Anut1ugy (Competency) vosliiuinsdadunndnuasianziveusiazyanalunisliuing anudung
Usenausme vinve AN n1sAne Uszaunisal muause nafAnssu viaued war/viedsnisaiugiia
arudnglifssudagdamalifuszneunisamnsaUssauanudiSalunisdidussianidy mnusdailug
ANUBANA1tUNSHERLAzdBUUINTILNaNAENeIe (Kotler, Bowen, Makens & Baloglu, 2017) lesan
msuimaduluifiensuausinudesmsvdoitourdamiliiuulan mslivinisdansdfafanudosnns
%aﬂéﬁiﬂﬂlﬂuﬁ’lﬁiy (Skowron & Kristensen, 2012)

nAnsfasiuinsiignvarddioduddildannsodudecld safumsvenanfasiuimsadunsuedud
flondanufianelanndsiidudioshildifuessoysslonidiintuninnisuilan Seianndudiidudosldily
Uin & Gu Suh, 2005) Aanwaasnslusmadudsiignélvinnuddydususuusn fafunsinaulandualde
vosffuslnatuagiuaninimuimadundn (kwok, Tang & Yu, 2020) uendniiu fuilnasinaxndentoanzaudn
fnuesdiruosmsusinawiniiy wu wdimadinadurihsnglidlutgi udlidmadiuenedunasdien
wilemaiifuslanazdadulaliiend fufundndusludagiuonafimnusidufazfeshiudmiviamsyana
(Personalization) k¢ (Kusumawati, Oswari, Utomo & Kumar, 2014) N1SU1AAMUBANAIYDHARNAUS/N15USNNT
(Product Differentiation) 3adullgmiddasznmanilsluiFeanagnsaiuUszanynanisnann @4 Kankaew (2011)
Tauiuimsademuusnsdliuindafauriuimssaussaudesnisvesiuilaeldanvarengy wislonia
fiffusenounsagidigniniiaiy

57A7 (Price) 'ﬁﬂﬂﬁalﬁuﬁgﬂé’wamiwLﬁaLLaﬂﬁ’UﬁuﬁW%ﬁmﬁlﬁ%’u (Bearden, Ingram & LaForge, 2007)
mstmuanedunagnsmsnseaneiiddyidesnnnaidudnudstaunamsnaindidsasionsdndulaliuims
(Duncan, 2008) 3T ATigaAulealrderuluouinmsanuidnauds vietodudmaunu Szl
gmsgdeseniouazilsvesuism mat sl AfiBsnImMsUinseiistuusfagnssunails
mssndulaimunsmisiesiiansansdisseunsy Tugsieitinsliuimsndendetu annwmindfioudu Jedosan
ﬁuwmwé{’wﬁiﬂumiﬂizﬁumiﬁmaﬂ%mQ’U%Imiﬁlﬁaﬂiﬁé’fu%mﬁﬁﬁiwmﬁmdw (Yaghoubian, Jahani, Yazdani-Charati &
Mahmoudi, 2018) 31AYeEUAKALUINTILANUFITUS IUAI LR ToAYRIAINTT (Market Survival) Taxflagenng
(Sales Growth) Gsillemadsrasiariils (Profitability) s1an3aunagniuilaignldlumsiiinmuanunsalunsusady
(Competitive Pricing)
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msimuasAdlaraneiuuAe (n) AsmuuasIARULUINAIlS (Cost-based Pricing) 1un1sAuuATIAN
Tngldsunudundn eeruisaldielunsdidunuuazailidedu 4 mahusssiduius vieuunmdnual
wérihdunuihiluuanduriilsiisesnts () mssmunmauuuUszdiuga (Value-based Pricing) ifunsiimunsian
TnglduArvemanfusianyuvesiedundn () nstnunsiaInugUasd (Demand-based Pricing)
JunmstmuanalaeddsUiunumiudioinistovesgniiininudsutas viemnubandurosguasdronan
(Price Elasticity of Demand) Aaileseiudsuly anusasnsvesuilnnanddeuntasiognls et deyatl
wldlumsmnunsia wie (©) MIIUUATIAIAINNSHLITU (Competition-based Pricing) 1HunisivuasiAn
vosudntmnglamauisdubugulumsimun lnsenfunmsaindsvesguisiuiiatulunan udas s
yasaadlifgant s viewhniumaiadeiy nsfmauuuilflunsdindnsusiusnslilfunnmeandudatu
finsutsdiunnn (g veniidegu thdnau 1udu) Tanedesss violunsdiduslaenauneniinedulunan
Taevily (Bearden et al., 2007)

faufmewdadusiuinsasfiduddglunisdnduladiiuuinig uinmiidifaneiaaslilifuden
vouUslnaaely anmsfinwdnusvaunsnanlugsivanuusnsneuIaves Abedi, Malekzadeh, Moosazadeh,
Abedini and Hasanpoor (2019) wui1 Jadesaniinasenisandulavesiuslaalunadilduinmsaniuneiua
093 luvaifitladonuamuinmeviesndnsusivinsiinasensindulavesiuslnalumsdhldusmsanuneiua
vosonwu warlunguandniiselin Jadesauaziadosensdaaiunmsuedanuduiusiunisdnaule
Wsuusmsinnniladesu 9 (Ravangard, Khodadad & Bastani, 2020)

FoaNNNITIATIMNEUAZaNUAIFUENS (Place) winefa Faamsnsuinsiiussneunisihiauesiagndn
(Kerin, Lau, Hartley &Rudelius, 2015) se1asalufsanuiineesiu daduanuiindauardmweuuin uenaini
anuiidomnefagaiineliinganssunistorondndusiuinistu waemnoarusindsaniuiidaweundnfost
U3N159n978 (Kim & Hyun, 2011)

nN3fnyIzes Sonkaew and Chaiprasit (2019) wumsiignéannsadifsanudseneunisidine
fduiugonvigesnaiiteddiymnaadd uenaintu 21nuan1iTees Seng, Sum and Mahfar (2015) figumny
Tudnwasiieatusasausuuy hiUssnaumsasdiliisauasmnuesiuilnaduddlunistmunaoudis
VBIgINIUINISG

uennfumisiinefiagmnaztelifuilaadifisanuiidegsiouinisidlasieuds Susaduayu
Thannsdldusnsunndusngae nsimunanuiivsznounsliiinuiaanguisduiiduyssiiudify
fifasrileia edlilodumsannisudsdufiensasiniy dadu iedusznaumsiinsliuinisludnvunienty
ﬁhjmiﬁamuﬁﬁﬂﬂé’ﬁ’ummLﬁiﬂfd (Manrai & Manrai, 2007)

158981501598 19UAZAINTTUFUATINI5Y (Promotion) \TuAanssuvienisdearsnienisnain
frnelruslansunnudoyaifiriuuinsesesinis/gsia Wumsnszdulignénidhmneifisradesnisiiozliuinng
flesimaiiaussongnann laevilrigndvdegiuusmsvsuhuinmsithaueiiusslomitazaouaussausioims
I¢feenals (Navarat Na Ayudhaya, 2009) Promotion 3aiflufianssunisdeansmsnsnanaiiainsanumseniing
lunsiiegveansndud fduAuazUIN1T (Duncan, 2008)

sAenInInaIALarAaNTIIANASIN15Y1E (Promotion) Sithusvasdndnanuusgnse (1) Msuddlymetu
(Informing) 1y M3udsgnalimsiuinlutianamis q S5ensduaiunisviseslste wienslideya
Feafuusslemivestdns (2) msdnau (Persuading) Wy msdallidunaedddudnisiva 4 uag (3) madouanudh
(Reminding) 1Wu nsudaiieunanda-Uaudnstval Wudu (Bearden et al,, 2007) aeslsfinu nsdeansnisnain
o19doansHuteamailiidumanisAld iwu nsuensie (Word of mouth) (Lovelock & Wirtz, 2016) Saiunsdeans
Tnglddomadiliidunienig dndunisdearsiiosdnisvieaniuvsznounisldlddelamsunsarananiu
vonlumeen nmsdeasludnuned ssmsinliannsamuauiiansmsdeasld Tnsangnsdomsdoyaidean
Aanunsaunsnszneluldegmnfiazdmanssnusenidnisenaguuss
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Fauamdoun1inmenIn (Physical Evidence) LﬁuﬁauﬂizammqmimmmﬁgﬂLauaLﬁwﬁumﬁm%’uqiﬁaﬁms
Faduvssamaudidisanniululangelu Aanndounisnienin (Physical Evidence) vineds giviaiuinas
(Servicescape) fignfnisnlfuinisazdomududannnsintiuing enaduanuidmsususemasliuinisgnd
¥R BedipserdmssanuuunnusdiiinAusuuuunsuinis Aunedeuvnamenmidudsiianunsadudals
Fredszamduiian 5 1 n1sueadiu mslddu msléndu n1sisa uar anuddnniasnanie las Physical Evidence
YesgIRaUINMIAINTaasInNgeiio mnulinde uazarudseivlaliiugndnls Asndounisnienim
JdlilsiAetesiumsuinmslaenss uidssasenu3inves3uuins (Kasper, van Helsdingen & Gabbott, 2006)
Hoffran and Bateson (2006) léhausdsnndouvnenienimlianuanlann 1) fsanusanieuen (Facility Exterior)
Aonmsmnusiienasaniuiimeuenlimeay fthouandiifufanuiifigsia mafAs e anuagan wu 13nns
frensadlonnduuins saensunisadsdanndenlaeseuliiinauasny 2) msanussniely (Facility Interior)
Aonsmnussngluaauuszneunslifienuaenndesiulszamgsiaiivh wuanuUszneunsalimsdinisnnues
meluiiannieuragliuigiuuing msafenduliiAnauanzin vidensiiedesiledmiuvlseneunis
Tusmsiiviuadeduiu way 3) dufidusedlddu o (Other Tangibles) Wu 3osnuuninaufisianuEeuios
nstlusiuiusanuasteyauinig mstidulsdiiteliiuusnsannsnduiudeyaiitousneunsinaula

N32UUNIT (Process) N3zUaUMIUIMInaefaguuuumsuinsfiinisssyisnisuastuneunmsuinig
ilemeuaussaudeinsuazaiseuiienelalyiungnnlfed1939n137 (Fitzsimmons & Fitzsimmons, 2004)
nszvaunsnslinisuinisidarnifunssuaunisidanuduiinssiufoatu fafieuazaanauie
wazauUseriulaliungndn  Wirtz, Chew and Lovelock (2012) Tiaudiiudngusznaunisgsiauinisansd
nseenkuUnszEIUMIUInIslneviduuiuiiuanstunaunisvieu (Flow Charts) iouandlimdneumay
oghedaaudt TunsliuimaungiuuinistiunsGusuodls deladufivinflunisduiuns asdndums
Tuusiaztumauadisls uazaumsliuinisluguuule nagrsiflidssmfamsoonuuunssuiuns MsTunus
nsliuinis  msianansiaaeunazUszidunisiiuinis Malnsgininginsuaznsinassau waznsiang
msufiRnudue Key Performance Indicators (KPIs) wagnsvingiienisaniuiu

ninwensyama (People) Tugsanisliuinmsdndusesiyaainslunisliuing yaainslugsiauinng
fanuddyesanniaghligniuseiulaluuinsilasu msiiynainsiafsamnieufunisiidudidaunm
yiwensyaaaluitsufeinee anuaunsavesliuintg Swsdidwhlignidndulafiend suinmield
uen il ninensyaradeldulumsaisaruduiusiugusion feenavlignéndanufimelalunmniwuintg
Wiusndu (Kwok et al, 2020) yanaviegnindlussdnisdsmsiivinugfvmnzauiunuivin Kasper et al. (2006)
Tenuiuhnsdanismsnennsyaraliiussansamussnaume 1) mseniden (Selection) yaannsluliaummnzea
fumihfisuRnweu 2) msfineusu (Training) Wilmdnglunuivihidvesssiasziesamuiuaudaiuaunsa
vosypansiiterinuszavsnmliiussia 3) msussiiuauanusalunsuf iRt (Performance) iilelviiilat
wifnauudazauaramsandaardwouUinsldnssmunsgIunsUInsianulssnoumsivunly uaz
1) 15519t (Reward) unntinauiifinnuaiunsouagannsafifauldauiaoulszneunisimunaly
dwumAdeidnwisasvatilnenuiminensyaraluglassaidfalunisdniugiia Inetymdiuun
AATINNITVIARARLUTINUTATI Y (Aksornpairoj & Pakdeepini, 2017; Chantaburee, 2016) LLazLﬁNmﬁﬁﬁﬂmqa
Afinazdin1sdenutes (Junead et al., 2018) Fsdawaliigusznounisiianlddremunisiineusuas
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Tavasu drudszaunisnismain viie Marketing Mix iunagnsmanisnanndidielyinaniamiuing
Huitflanelavesgndn uazanansaneuauesANLeINISUBIRNAIFAZNEN (Van Waterschoot & Van den Bulte, 1992)
mylaTziduszaunisnan Sdudesdenudilalupnudesnisvegnd sz imundiulszaunianisnain
Ieignéios (Solimun & Fernandes, 2018) :nnmsnumulssaunssunuinaidefidnmnsliduussaumsnisnain
(Marketing Mix) 11 4Ps waw 7Ps fion1snouaueInLfinamsvasgndviersuuimstivlumadentuin daudszay
yamsaanaiinangsnsonsindulatedudn vsernaulal1FUUINSYeIaNA W 1WITees Kaiwansil, Sangpikul
and Pongyelar (2018) Ainwinginssunisidenltdindaliiuaiuuszannianisnain #se Lee, Ko, Tikkanen, Phan,
Ajello, Donvito and Raithel (2014) AnwanufnfrensauditdvEnaandrulszaunienisnatn agwiulsi
gsRruinsiinislddrudsraumanismann 7Ps iileasanudfianelaliuagusinamsizdiuuszaumanisnain
fanuduiudidsuintuanusnivesfuilae Sediuszaumenismaiaiiesasidutiadoddylunisaly
%qmmﬁ’uﬁuéizmwﬂuﬁmLLazéﬂizﬂaumﬂuiwzma (Othman, Harun, De Almeida & Sadg, 2020)

AUENNTOIUNISUTITU (Competitive Advantages) A1LAIN150TUNTUUITUMNETIALAINTE
yp39sAnsluMsaenAn (Value) uazausiads (Wealth) IAntumiogudsty Tumanismana asdnisanansa
afeanuasatunswistulasgnisiinagnsnieniseaintugdiuui 9 alElunseuiunsueunnan
(Kotler & Keller, 2016) muansnlun1susstudsinanuailssfuiuiionsdnisinisdoaisnianain
fuguslanlagendenagnsaiutszaumanisnain (Mojahedi & Hassanpour, 2016) Tuwaiz?l Al Badi (2018)
wuladudiulsyaumanisnann uaznisiinanssuduaiunsvslaeemziuesededinueaulal T8vswauan
foa1Na1Nsalunsuatureauszneunis 9nauddefiniunnlasaguaiinaiuisalunisugady
Dunaanaruanunsatunislinagnsmensaaisludiusing 4 laslangnisiuanagndaiudszauminisnain
T¥nevausinudiosnsveiuilan fenafmanzay Yiausriutesmsidniddlneie wasinisdoansia
athlugnininganssudens fuszneunisagldsutsslovineuunulugluvuresilaviequisduedy
viesnienilafusznaunisiinnuannsolunisusiumioguds

N3aULUIAATUNIIIRY

uATeAnwInagnnismsnatnveusznaunisgsisat SMEs Tuilagdu Fanisaaununagns
fvnnzasazihlugeuannsalunsusiuvesiuszneunsle Ussiiuidnulaun gaidugsiauins msutsduman
wadIuUsEANNNNIINAIA YBegINvaUl SMEs vaslng

paudugsAausmsussugaidugsisuinst sddenumsimungauiumesussnoumslureunuinig
(FanUssanuInig 1n-teos) uazveulwanann (Iuaungugnalmie un-tee) TieAnunnitaueuims
uignAvesgsisatlnedndueenils uazuimsiinausilonsuaussaudesnsliuigndnguln

nIsuvsaumaIn (STP Marketing) ludssidiutl fifousnussiiugeslunisinyioenidu (n) nisudsngy
M Iaa (¥) Mifmuangadmvanenianisaain wag () NsivuafLtm1anImaIn veelsznaunisal
SMEs Tutsewelng saimdnnsuasvanaifusznounslflunisudsdiunan (STP Marketing)

INNTNUNILITIUNTTY WU MIUUINGUN19N15maA (S — Segmentation) Tasutisgnéniidiaausionis
fnfivdwnuiausss fersusimuiiniindrondsiu sendunay 1 anduteysativapliiuszneunsinsnfionsan
MsHARAUAUazUIMSieReUALDsgNAUsaEgY (Kim & Park, 2020) msfsuangumanemanisaas
(T - Targeting) ﬁmmzauﬁ’ummmmmiumm%mﬁuﬁqLLazU%misuawﬂ’JEJqsﬁﬁ] vihludnisdaneudun
warusINsiAeg1eliusza@nsnw (Shiau, Huang & Chen, 2013) Lagn1SAIRUARILALINIINIIAAIN (P — Positioning)
wvilsuslnaussilauagnsenindiensiiogueduiuaruinisdsiiluganuneluowenld (Zimmer et al, 2020)
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FIUsEaUNNNITAAIN ANNITNUNILITTUNTTUNUIINTATIAUUANATY (Differentiation) vesdum
V3OHANAINTUINNT (Product) lusueing o i sudnuel auaud asvilignanidnnelaninmslasumsmeuaues
(Kankaew, 2011) Tuvaigdl Kusumawati et al. (2014) wuingnénazidendedudiineuaussnudesnisves
nueslnelame (Personalization) snnnindudiinanuely Tudiuvessien (Price) drulszaumnansnaa 7Ps
namiseriudlegnémnuisessnusslerinnmauslaeduiuaruini gndndsasiulafiertoaudwidousnistu
(Bearden et al., 2007) ﬁm?ﬂué’maw'%miﬁgﬂﬁﬂLﬁsﬂﬁﬁhEJmalﬁhiﬁué’m’%au’%msﬁﬁﬁxﬁummﬁﬁﬂﬁqﬂLamﬂfd
Srnduanduiuaruinisanansoassauansdlfinunauduasuinsvesuesgninfseudnefisiagiu
(Abedi et al., 2019)

Tuguresmanisdasimirouasanuilivinig (Place) Aauifinisidenanuideaniuyszneunis
Trignfaunsaiislilnsioasdisairlomalunisie (Sonkaew & Chaiprasit, 2019) wifiUsEnouUNTHARTLAN
uaz3nmsingne fusazWadiumsluuinalndifesiududnnunn forgagyidliAnmsutsiussniegussneums
Iuizﬁuﬁqﬂ (Manrai & Manrai, 2007) dususun1saealsnisnalnwayianssudasunisune (Promotion)
\uRenssuifieatrsanunszuiiniianisileguosduduazuinis (Duncan, 2008) mMsfidufanssunisdeans
nsmanauazAnssudaaiunseddaudnduisdesiuiunsedwioidesuaziinunaduam

NAYNSNINITAAIN
YDUAHUING
NAYNSIALUTINIUINT (Range of Services)
(Service Focused Strategy)
YOULIARATN

(Market Segments)

MSUUINGUNNNTAAIN
(Segmentation)
MIUUAILNAN nsimvuanguidmanennisnana
(STP Marketing) (Targeting) Awaansalunsudeiy
(Competitive Advantages)
NMIAMUARIUNLINNITAAIA

(Positioning)

o HARAMINNITUSNS (Product)

o 91A1 (Price)

o szj'aqumi%’mﬁmmaLLazamuﬁiﬁu%ms (Place)

o NMsdpAINIRAIALAEAINTTUELESUN1S18 (Promotion)
o ninensyAna (People)

© AT¥UIUNNT (Process)

° AINEEUNIINIBAMN (Physical Evidence)

@ulsraun1enIsnane
(7Ps Marketing Mix)

AN 2: NSAULUIANLUNISIFY
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F1uAIndoun1en1en I (Physical Evidence) daiduuszifuiifinnuddguininsiznisuinis
Hudeiildannsadusiodls (ntangible) nsanusisanuUsznaunsliiauaisay (Hoffrman & Bateson, 2006)
nsfiAseAmaznIn Wuu3nsfieansn (Mohammad, 2015) vieifngsswiutiseuuins (Miles, Miles &
Cannon, 2012) siffldudaeaivayuliiuilaafianelaluuinsle dunssuiuns (Process) Aldudiuaiuanyy
Tguslaainnruianelafunsuinisladntiadends msdmuanszuiumsuinisidanuuasiiveuasfuns
a519010351UNMTIUINNS @319anuAsduaIAAnLANISUSNS ﬁwlﬂzj@mmwmﬁu'%miﬁa (Kasper et al., 2006)
suninensyara (People) lugsiauinisninensyanaduindnduiruinislaenssduaziluganufinels
v3elifanelananInu3nis (Kwok et al,, 2020)

asUUsTinuNIsANYAILUSTANN1aN1SRAIR (7Ps of Marketing Mix) v9453RaaUn SMES 97nN13NunIu
ssanssvasdnuilulssduded (n) wandasinisudnis (Product) (@) 5181 (Price) (p) Toemnansdnsnng
wavanuiliiuinig (Place) (2) funsdoansnisnanauagAanssudiaiunisutg (Promotion) (1) NINYINTYAAR
(People) (3) NszUIUNT (Process) kae (@) FUIRdeUNIINIEAN (Physical Evidence)

Tusueuaninsalunisugedu (Competitive Advantages) mu’if{']’wma%uaﬁuaqu’hmiﬁﬂﬂaqwﬁ‘mqmimmm
Tuguuuusing 9 wild Wy nagnsdiuUszaumnanisnann azfinanuansavesesdnislunisadnnad (Value)
wazAusiads (Wealth) ThAntumieduiady (Kotler & Keller, 2016) TusuAdedimuannsnlunisudedy
wInanamgils-ammuluseudiiunvesanulsenounisgsiaaun SMEs

Tnwasy nseuuurAnlun1fided AnvinagnsnienismaiavesgsivaUl SMEs 99NN1TNUMILATINNTIA
WU’j’lﬂ’]ﬂ’NLLNuﬂﬁq%éﬂTﬁmﬁ’]W;}dﬂLLGiﬂﬁfﬁ’muW\J‘ﬂLﬁuﬁq’ﬁﬁf\]‘u%ﬂﬂ’ﬁ MsuUsdumaIn (STP Marketing) Lilarimug
nauanAdming wennguanAidiveng wagn13UMLIN1INIIARIATBINULLY WarnsivuANagnsa U Tay
nanseaabiaenAdesiuaNaINsaluNIsHERLAYAIaUAUA1/UINIT ULaraanAasTUAIINABINITVBINAN
anilgnisasianuansalunmsutsduresusznaunis

AU
Toyadalsunalduuuaeununugifuinisaun degaiiananmiudeyaainnisaunuings (Focus Group)
HUsEnaun1s mdeaniiunisludisiounainu w.e. 2560 - fugngu w.a. 2561
wuvasunuagliuinsatidnateyanmilunslivinsaun uazarldiienaslunislivinisa
MsaunuINgs (Focus Group) fusgneunisinudeyanisliuinis nsimsiziyeiuvedgsiauinis nsAny)
nsuusdunan (STP Marketing) diuusyaun1an1snaingsnaaln (7Ps of Marketing Mix) sdeUseifiudy 1
i Srunugnandluaanudszneunts amziils-navuvesuszneunsluseudiiiumn
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UszyINSUaNGUA10E19

Usgnslunisinwilfediuuimsaln uazdusznaunisssiaaurlungudanviavuinnalsuasuuingey

Y

IngngusiiegaUsenausig

1. g5uU3n1saunduan 396 au aIndandangunnuiiuas veuwny Wedlvnd ned awan uasgie
Fodudminvesfisaidngyodsaniulas Google Destinations Faduiuleaidnaruiliowesuszimanig qlu

Tanfithvisafendesluiinluusaztisna uazdndendamindiinsliusnsavuntnviesileneeaunsvans wuin
yoanguiegdlinsne Yamane (1973) fiszdusuaaimndeudosay 5 wazauiauszansfisuau 100,000 Ay
FadudnulszmnansgFurimsauinnnslidoyavesiiuinwanstusailne msduldisnsguuuuadey
(Accidental Sampling) §3uusmsauiluanulszneunsiduilinnusudielunafudeya nausegisuszneude
ylnsuazammaUszma lnsuuuaounugndntudu 3 niw léun Tne Singw wardu esaninvieadiesislng

wagsUsemedugnandifiyuesgsivall SMEs

2) fUsenoumsgsiaall SMEs illanuusenaumsatrludamin njamnaumiunas vauwiu Wedvid nsed

awa wazifin nenisimuadmiatunisiudeyatiu {idudendwmianinvieadiendentilugamneseniey
muiina1altd Tude 1.swnudendamianszarelilunatenia wavasuaiuaiiuadaslalunisaunuingy
(Focus Group) vefUsznaunsgsnaaln SMEs lagdldnuiuglvideyanivan 155 Ay

Nan15338

msunauenanITesrazunansITomuUssulunseuwnfnlun1sned 1 uazeduneuseneundnsneay

M13799 1 a3UNaN15ITY

Uszihu ABn1sfnen HANTSANYI
1. 9ALugINIUINIg
1.1 vaulnuInIg NIITBLBIAUNN HUsEnaUNsiuINIsivianviang a3 uiiusnisau

(MsaunuInguElsEnaUNg)

1.2 vauAgne NMSITIRRUNMN
(M3awmnnasEUseneuns)
WaENNTITELTIUTINY

(LuuaBUAURFUUIN)

2. NMTUUSEIURAIR (STP Marketing)

2.1 MIUUINGUNINNT - ATITLLBIAUAN
nan (Market (MsaununguElsEnauI)

Segmentation)

2.2 MIAMUANGUGNAT
wWhnune (Targeting)

2.3 MSANRUANTBIAUS
N9N1591819 (Positioning)

Felaluinsatn Sudnilvgfivuadn gning
Puuliiunn gnidediusmslannussiny
anédianudlunisliuinisliunn gusznouns
Faldiimsimuaveungna uagldiinsimue
naugnAndmng nsdsgnAmuIndidesay 60
finsliusmslaiau 5 adsluseuTiikuan

MSUUINAUNINIIAAINA (STP Marketing) wate 2.1,
2.2 ua 2.3 fusznaumsathiifungusiethalallivi
wnNad s dumsgiuszneunmsdnlides
wedugning winnuwsaUlusmuuszneunsdu 9
ey WeilgnAuszdn SaFusenunidafianisied
ilelsiuinisgnnuszveswmuiesinsianis
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A19199 1 §5UNaN1339W (sie)

Uszifu 33n1sfnen

NaN1SANYI

3. @rnudszaunianisnain (Marketing Mix)

3.1 HARAUIIUINIS MR
(Products) (MsaununguRUsenauns)
3.2 579@1 (Price) NSIFLLTIAUNN

(MsaumnnauEsEneuns)
uazNTITTIUTI
(LuvaeUaUTUUINT)

3.3 8991191590 MFIVUTIAUNIN
vtheuavan Ui (MsaununguRUsenauns)
U3N13 (Place)

3.4 NM3ARANINITNATN  NITIFLTIRUNN
uazianssuduasy (MsaununguRUsenauns)

N195918 (Promotion)

3.5 NINYINTYAAR NMTIVUTIAUN N

(People) (MsaumNNguRUsENaUNTS)
3.6 NTLUVIUNT NSILLTIAUN N

(Process) (MsaununguRUsenauns)
3.7 AWINRBUNNS NMFIVUTIAUNN

nenm (Physical (MsaununguRUsenauns)

Evidence)

nansuiusnsllinnuunnse vendmiiney
wnathAuReiuiins N s uaneanuUsznaums
videfiFunin “vuede” Faliifanuunnsneinu
WHENUANEAUINNT
AusznaunsdwlvginnsimuesAuuLady
(Competitive Pricing) tiunsluaiuanlunsl
u3ms videsasaliinindudanedu o tiofage
anmlisndulaliuinisluaniudsznaunisveniies
nsdsIvgnAmuinUszanafesay 30 IA1lane
Tunsliusmslaiin 500 vwsiends wasUszan
Zoway 47 Slenldanesewing 500 - 1,500 vmsense

Fuszneumsiuaunnideniazideliuinisly
aonuiivieddien Wy emue Sariansed matines
Jriagiin auuiinuu 2 Swindeddn Gusu
nsfUszneunsidenitozlaliuimsluanud
Wenfluvaetdliuinmsdnvazmiiouty
ﬁm’;ummﬁqLﬁ@ﬂmmjasffuﬁqq
AUsznoun ST IuINnLiunsly Facebook
Weaduremmanludeasnisnaiauazianssy
duaSunisvie uinisundrdeya (Post) naulaiiaig
Asduan mdlumsthidthdeyam naenau
HAnn (Follower) lu Facebook Page Faflsmnudities

Fuszneumsiiumsiineusy ilewamildewinny
wInal1 wiinnuwInaU1RdiANNENNT0ge
wiiflosnnsdenianaliuinisluanuiiveadien
Fadimmduggniage Welilegluggnanisvieudien
dmaliuutinvieadinanas wilheuwalifisgls
fiisanewnifadamnsansenvesmiingu Farhy
%aLﬁm’ﬂ%’«mLﬁaﬂﬂammwﬁﬂmuimia&jmaamnm

Auszneunsawlvgliuiinsivunanseuiuns
Uimsfitanunsizfuanuussneumsuuaidn
andedwiuliiunn guszneunisiiuiinisanenen
N3EUIUNITUINSMEIBLUUINUEN

Ausznounsdwlnglitiunisasaanuunneng
TuANYAZNIINIEANYDIENTUUTENBUNT
Wunseanuasuuie ¢ ldinsassendnwalianig
Juvesnues
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M1579% 1 d5UNan1s3Te (s0)

Usziiu WwMsAne NaN15ANY"
4. puanansalunig MTILLBIUTUY AusEnaun1sUszuna 1 lu 3 Uszaunnizvinnu
wiadu (uvaeuaudUsznouns) | luseuliruu gusenaunislunianaiauay
Aengiuandaamiaysyaun1iguianuuInian

ALIUFINAUINNT

uuiifnwuseenifuaesifliun fRveuwnuing (Fuudszamuinns snn-es) uasiiRveuumgndn
(@ungugnatvang un-ee)

FouirmyinTs mafnwUspduiiumsiissanduulssannsuinsesaniuysenoums nisissam
nslfunsnauiuludusenuandifufamsuaausunganizdu mnmsinuiidenudn fusenounis
g3faaln SMEs Tudszimalnediulngiiduudszianuinisunn faliliusnsungnAwiegSuuinmainuaie
siezfivimsesnsduilidninduiinsanlivinmsmugiunstivinmsauiluse wuuinsuanyih Winsuelne
USmsweiuane 1wy vidu viesihe udy definnsanduaugninaaedsluaniulszneuns anudsznounns
Yowaw 49 Tanthaiade 1 - 5 auuazSevas 28 fgndndluaniutssnaunsiaie 6 - 10w (9197 2) feduanudsgnouns
dusnnfidnugnindsisnn il idusedineusugnaindidmnuansalunislivimslivaneussin wlesessu
msudnsvannvaneianuyszneunsililiusnng

M13199 2 Iaugnineluaaiuusznaunsaun

UGN I (An) Jovay
1-5AU 69 49.3
6-10 AU 39 27.9
11 -15AU 14 10.0
WA 15 Ay 18 12.9
LiiUszasadoya 15 9.7
33U 155 100.0

M : Teyaanmsdnagusenaunisal

YoulrmgnA1  vianeta NuungugnAndming un-dey MsAnwmuin gUszneun1sgsnaaln SMEs
dunnazaenswUsEunaIn (STP Marketing) Fsdawalviveuiunsainvessenaunsgsivall SMEs innnanineunn
liaansafmuangugnéndinngldogisdnay nisaruilunslivinmsaniifisulinngn (s 3)
deseidoyanisdimagusznaunisgstaatlulssifugatiuiiugiuresssivaiaesdd §3dowudn
nauUsEnaun1sssiaaUl SMEs dimsimuaveulnn1sliusnIsuagILILNgNaNAMILLLIARYeY Lovelock and
Wirtz (2016) ludnwaugitlaifigaiiu (Unfocused)
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AN5199 3 UIUASIRBUNTYUSNFEUN

s/l U (AL) Sauay
Ll 5 A% 240 60.6
10 - 6 A¥q 88 223
1511 %y a2 106
20 - 16 A% 9 23
> 20 A 17 43
et 396 100.0

1 : TeyaannnisdrsaRUsenaunisaly

nsuusdIunan

fiaannismsaunnga (Focus Group) Usgnaumsgsinath SMEs flegluituiimsfine wuifuseneunis
Lilalinnuddyiufanssu STP Marketing visoenananilaiguseneunsdnuuannladlamildansuisdunainas
Seistoyaliauiuin “ilélinsdangugnéntmine Wadiosegnd walk in” Euszneunslufaninnsed)
way “gniniiuduannasdunulng $1uime lWAdusemnithe @Usznounsludminns:d)

UONTINHU NMIAEUMLINGY (Focus Group) wuin fuszneumsdumsnniredugnindluaniutssnoums
aunduannou Jsflanuduineiugndegthuds uariinuAniinisusenevgsivandugsianldiuasudes
Usgneviulidesnisuusdiuauinisiunednudu Enudszneunisgsnatilagyssann Sosag 90 lifiRuisiou
Usghdngliungnineiiduninauunaun uddeadslagmsudsdiumuinsseningussneunsuasniinay
winaU) fusznounsteednidugniauasiinnuslunuuiealiegudeonunlagsiadeies diglvdoya
TAnaiiudin “dAanndszdegui fgndusedieguds” Eusznounmsludmiansed) fuszneumsgsivat
TunduilFainlildsdeisnsdangumenismanadiodudiiugsin iselignéusssiindenasnunnliuinisegud

drulszaunnensnaiagsiaedn

msnsgdulszaumnsmaagsRvaUn tinan1sideded

NanAaYINITUTNIT NsfnenuIanulszneuntsgsivatd@mlvgssiimsliuiniswmiiou q fudunaldan
syUsnsfiwanstianielunas meuenanusznounis IneUssinnnsudnsigliuins WWud wani wasiian
Yty waanth vwa viEu Ausznaunslianuiiuil “auieu copy i woislimilouaudy anAagsmil
yhladsimiton promotion $1uthu fegnlédvesiutiu gaviefie copy fMulianos Foninfesmiamion” (usznaunis
ludwmdangunnuniuas)

uenandl fuszneunisdauszautymnisuauaauninauuanaliiiiie suhlfAandnauuan
fifusznaunaFonit “nueie” ety ueidluarmnedifeninauuiailildidtausssegudidios
anuvszneunisgsiaauiladunisians mnwinuelafuassidunidluliuinisdsaniudsenauniseis 1
Slefusznaumstose uarluusedmueisazindegnénlnensaiiooanluliuimauenanmuiidnie dlitoua
Tarnituin Suiignénliidesises gnirsfimen faeli38insdonuowaum 1 narfignédunudawiing
flsine” EUszneumsludminnszd)

170 215aS3¥INMSUSHISSSAR

dunausadugaunynenvuuvisUsandlng
Tuwszaguiiug aufonszmmiausvgann aemususiunang

Ui 10 16 1 Usziiou unsran - fiquisy 2564



AuLANGseINEnSusTUINsTidtiosagudatu Ussnaudunisfifinueianliuinisdae vinlsgnan
Lifdnfemnuuandndunisidenldanuuszneunsauiusazusis nszanuUszneumsanssainselivueie
ffFuUsmssesnsliAumann VUi msfsanuusznaunisvesauls

WANIINMTVIAAVILUANAIUHEASUIUTNNTTEnINaIUUsENEUNSTSNAaU iU anudsenaums
“Uaiiteguain’ Adedndududmauny (Substitute Products) fiflnilndiAsafiuanuysznaunisgsivatn
Hueghann annulsgneumsuaiiogunindsdiunumlumsidliAnsuanaumndusviauw (Threat of Substitutes)
nsAnw MU anuUszneumsaiiieguamsuinniinisliuimsiindreadatuuinmsiianulsenaunsgsia
aniilliusnslunaduinsiininng Qunasseiutne aamudssneumsgsieauritisensuimsiaaulszneuns
winfleguaniiumslgsuuinsui) SsdesaliFurinmshiiiuisanuunnsessdndamiuimsaiflsing
luanuusgnaunisgsnvad LLazamuUszﬂaumimmﬁazjsumw

7177 lwiusnERdewu i fuseneun sTnununagnsMITmMuATIAUULITU (Competitive Pricing)
Tneuhuiinsansianeinslismnigudsnedu o luasionifeniu feiglstoyaldlinnudiui S ilustudu
Sufviluslududne $1utnen senan duassadne” (Ussnoumstudariangammanues) e auiluitufifieatu
fashsenlaimsiunniieliduegls Tignirsdnwh” @uszneunsluimingin)

nsutstudusaludnvazdinldfnfuaouszneunisgsaniidnsiausdadusiuinisal
dieasannauaning feiiglitoualviarundiuin “Adlifdfuisnatas Husesdugun wagansnmnm
voaslusind eafisuiiusndnual Fmidnawes was simmick w835y femillssSouiiqouvhan AlduTeu
niiaw” Eusznaunsludmiaguin

FoanNMTIAT IIEasa T3 nagvsTesensias e vieanuTin (Place) vastiUsEnaunis
ssivaundsaathilufidumisidlumasionden flitoyalutmiadedulfenuuiuin “@onfidmslndlsausu
wagiiunei fvensn assildurhiaveduasiotuias insehiluivisens sgdlsaufdouiuluuasfiegudain
location Haxiilssusndudnisosias” (usznounisludenindesdus)

msfanuiiddluuamioniinenateliussneunsilendldgnénlusiuauiinnn uidildesud
prnsanuiinasdisnsiigeiulude Swnnhiussneunisliannsofagalianddsurimsldifemeroademals
Uszaunnzuianuuazihlugnisianionts Avnwasniusatilne lelideyadnaniulsznounisgsiaai
Tutssnalveiusimada q U 4 agnaenal JUsTnounIsUNTwAniMsAiiunmsssivalndunsdniugsia
feussiinmsamuifinasdhunamy wisemsudsiuiigs fuszneunsfiinarnenlauarduaniulussesnmsudy

fawffuszneunsgstaathdndvnjaziiunsidenanuiivszneunsluvasisafioaiiodinlemaiigndn
vioRFuuinisinfeaniudszneunsidlasine udalunauisiiuszauanudifanduideniioglinagndingnei
Wnldusnisluaanuuszneunisvesuunu “iiadulif egluves Aeeglureslngass wikendnludnlugesidn 4
Fosduenuivinduiingsdn undueuilidesddnuiing udisuenitwanassihuug ersuddifias vantyaun
wdssaluSuaeay” (Usznoumsludmingiin)

N15Aea1501398IALAEAINTINAUATUAITYIY IINNSANYINUIEUsENEUASTSARaUIuIuNIN
WunisyhAanssudearsnismainlunislavanyssmduiusiiudedinuosulatvesauies uidgminude
1) fusznounsaifAnmudnnuties 2) dennuiiinisnaimuaidunivlng ildslenalunisdeas
fugniwfend 3) fuszneumsmaanuasduanilunisinadeainudoasiugiuas 4) Facebook Page
%39 Instagram lu'a’m'ﬁa%aaﬁﬁ’ugﬂé’wmmamwﬁ Lﬁugﬂﬁﬁ‘lﬂ’ﬁuﬁgﬂﬂG]ﬁzuﬂ’l‘ilfﬁ’lﬁ\‘i Facebook Page Jusu
ognndeyavesivdeyatudmingiin Fatumsinfenssudeansnsnaineume Facebook Page Wi sdownadien
Lwiﬁt'fa;&aﬁuamlu Facebook Page ﬁ?uwudwﬁaﬁ’wmué@mmuL‘waﬁLﬁm 50 Ay wazaudlunisinadeauads
Fisadteuay 1 asainiu Snfissiuan Tad (Like) fuansdonisiiufduiusseninsaniulsznaunisuasgninty
Wdniiss 1lad delnawiniu mslidedsauooulatvosiuszneumsgsiaadilunisvhianssunisdeasnisnann
uazfanssudnaiumsnefissesnafeniuiadiifiome uazdiliaunadoansludnguiiuasldogaidis
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nsmeInsyana fusznaumsaulnaiinagnssuninennsyrratindnoadatu fegusznounseslsimiddny
funstineusuninaumeaunluegrunn feguanuiunngidoyadu “1519g train winvuynAunouLIe
THunads 9 wasidmsueslunsaouwmaliudwineudulssdmnidou venaniisdedinamaaetiiie
vaantnauyniiewdnme” (usgneunisludmineddui) vie“musveusvziinisdneusuimuiiloagynd
wazadluutstumaun dadinsdaniautstuuniiimen ierdd Ut Iud 2 Andedu” (Uszneunsludminasa)
nagvdmsmaasuvwensyaratifuszneumsaulnglifadunstinnuddyiunfineusimasiauiifomsuan
wsgninnunaduiidawerdaeutinig dwnntmdnnuneivnusiinuddudesamsadsueuyinisin
TungnAmsegsuusnisle

;ﬁé’f&lé’ﬂwudwaamﬂisﬂaummsﬁ%‘dﬂ@mi’suimgﬁy'uﬁﬂﬁamuﬁé?ﬂaaﬂmﬁawiaaLﬂ?ia'ﬂmj 9 1wu U1nes
Tudwingiiin erundudmiansed fusnuwduiludoriadodnl fundmoudsaaimsiiognaniseaden
L‘fJuéhﬁmumﬁ’m’mﬁﬂviaqLﬁaaﬁa“LauwwaLsiwuwﬁﬂsiau WU dnvieafisriAuniands Uines Saniagiin
W308713U1 M Innsed avmmmuamaﬂummmNumaqmmauwmumﬂLLav‘wwm TunmenduruUSnaninvieadion
afsnnniuluggiou fudu Surfafifisnutinveaiisnfiutunioanasmungmatiesdmaliiusznaunisgsia

Uszaulymilumsuimsdamswinauwnafifley luvasidentu winnuwinaitiauddnlitunatunuiii

L‘wmzizeﬁ’mwlﬁﬁwﬁmmmmamié’%’uﬁudaﬂw@iu”mﬂmﬁﬂﬁQ’%’Uu%mﬂﬁtﬁuﬂmwé’amﬂmﬂﬁﬁmi
Uinainvieafierfianasdeudinansenuieneldvominauuinaiifiasdesasanauluie Jomdnanideil
Anauoslvavesniinnuuaaurludiisssmea mngmaduninnuusauriildindluiassmesinasfiseld
fifnd WewSsuisusudnnudilunsihenilndidesdiu

anulszneumsaurflegluuvameafisrifmuduggniageindaldaelunsiinousuminnuganiy
anuUszneunsgsRvaU luumasd stwnﬂﬂ%ﬁag"lu*zmuaﬂq@mamwiauﬁm (Low Season) fdfnagdintinau
winaUraeen waziileferianaiggnianisvieaidion (High Season) fusmatnveadieanduniniugnads
Ausznaunisgsivauindianudndudesassmdadonninauluiuazdnnistineusulimeusuiuiuaugndn
iy shlialdelneslumsiidugsimessznounafiutulude

NTrUIUMT MafnwmUhanuUszneunsgsinalvuadn Amsuimsianislasidveafissnuien
finaglaifinisdminunsgnunisufimau (Standard Operation Procedure: SOPs) usivglisn1seSuteueniiunsioUn
deldiinaunsnuindes fifdedsuuimsogsls fau msliuinmsfannnnueadunadunin Gaunnsis
NnanuUszneuMsTLRlngiitienasnasgunsUiRnuiidaeuitunsiiuing ilieauUszneunsgsna
awwnlvjaianulssivluddFuusnsliunnn

Fauandeummen {idewuisUuuunsnnussetmsaniui wie Physical Evidence vesaanuusznaums
ganiaaun SMEs laifianuunnsinetiu linazduguamiilinnuss saenaugunsaluassdnisinlilunisuszneugsia
dwmalanuusznounamadulilansoadsenuuensaadrdnuaiunanulssnounisvesnuasld ognlsia
nsflanuUsznaunsgsinaiazaiiadnumenienisaiwludiusig 4 dndnundueisssiudesdienn
ooz duSesiiululllfasdmiuduszneunisgsiaaUmunmdniiviatadoduiuamu msizansdinlid
dnwagmemenin ldiazdunsanudsormsanuiiiensny madeliifiadouuntnem mawioueiunden
Tuesmsinwmndasnsis masrnmmazmnluBesaussnsndmiugni duudusdeddtadusuiuasmu
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AMUEINTO IUNSUT 9T

Tughumuannsalunsudediuiiu ;ﬁﬁaﬁfmmﬂwamieﬁ’%ﬁumﬂuiauﬂﬁmum NNMIANY MU HUTENBUNTS
$1uiufevar 33 Uszaunnzvianuluseuliiiiuun wazilfuszneunisiesay 52 dmlsanmissudunu
Tusa Ui (15799 4)

M15°99 4 IwIgUszneunsniinalsznaunismls/vayuluntsUiniumn

FIMIA U 1Y Souay U U Soway

ls VAN
N1ANAN (NFINNUKIUAT) 26 13 50.0 26 12 46.2
AADAY (VOULNW) 12 9 75.0 12 5 a1.7
aneld (@svan nsed uazquiin) | 88 a8 54.5 88 26 295
mMamile (Wesln) 29 10 34.5 29 8 27.6
33U 155 80 51.6 155 51 32.9

a1 : Toyannisarnalagliuuuaeuauguszneunisau

aAUsEHaLAZATUNANTIY
midfeifnwnagnmanisnain Tdud nuiugsiauinns (Focused Strategy) nisuusdaunaia (STP
Marketing) wazdaudszauynansnan (Marketing Mix) lugsRanisvieaifieadsdaiaiuguninananath SMEs
AURALLUGINIUINNT Johnston (1996) lalauauwinufansliusnisiudazeddn1senaliyaLtiu (Focus)
Fumnsnaiu Imwﬂquﬁ%w%Lﬁuﬁﬁuawummiu%ms (Range of Services) WisavaulmnaIn (Market Segments)
Algdmsuroumauimsmidoinuinsisauilnedinisuimmaneyssnndaliliuinisuignén uaedeiiusnisdu
AlsidmrindurnsauilivinsmuglufumsliEnisaune Tuvuefianulssneumaifounssiigninadwaules
Wied 1 - 5 auvilvigndnsusiasaulzdowdinnuaansaiusnsivaneUssnn damalignanawinaugiugyaniza
dmiureulngnAl NuEUTENaUNITEINNINALLAEAANTIU STP Marketing Rsdanaliivauiunnain
vesffUsznevgsivarfianuniiann liaansafmunngugnandmnelddany Wedmauanuusznounis
f5unn Tuvaeiglduinsauifunsedisnsnnislivinsdedaoudnes msustufuseninsussnounis
Tunsmgnénisgs daiudsoradummpaiivhliussnounisdemensufagagnélunn 4 ndu fensdalviiuing
nnussnviluanudsznounsiiteliiysivegsen Suhligshvaundunisuinsitlifigauiu (Unfocused)
mun1sulsdIunann Lovelock and Wirtz (2016) lianuiiuinnisutsdiunann (STP Marketing) Ao nagns
nsnaafildaudAytignuarguimsgsia nnsAnwmuhiiszneumslililinnuddifunsudngs
Men1sRaIN1sAmUAngudIvinen1en1snaia (Targeting) kagn1smuuAmUnLININITnAIA (Positioning)
w3ee1aNa I UsENeUNsI LI lilemTainsuusdunaaae
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shuguUszanmansnan (Marketing Mix) Sadunagnsmansnanafitionaumiiinsgidudseney
fddymienismann ililduunsmanauaznseulumsiiiiunuiid aevausinmfeInIsvesgnusasnguls
(Van Waterschoot & Van den Bulte, 1992) mMs3dunuitaniulszneunisgsnaUrdnulugvinaiuaiunse
Tunsadaanuuaneslunisudnng Safndnnsliudnnsiindne q fu vldviaanuannsaluniswedy nanside
Usziiuliaonndasiuaures Sangsuk, Pungnirundi and Pinyoanuntapong (2014) inuinanuuansnsvenansiasi
agaueuldiuisulunsuwisdu dmivdanedounisnenm falanuddylussisuinndesainnisuinig
Huaudilianunsadudedld nagnsdanadeunisnisamaztisainsanuddndualiatuluislavosgndd
winsassdanadommanmenmiidldduduiuiideddiuamuiiuaumn feusznounisauilnesinaeiade
fuduasuuazunadsiunu Jeyaiiaenndosiuamiddeves Chantaburee (2016) ina1ain fusznaumsssia
avsederlulssmalnenauasiunuiiansnsadisliie Idiannsafmungsionuesls

JoymFumstmuanagnidesminmsinsving msinwmuiguszneunisinideniisluvasieadls
gy wu gruelan uun guuin lunguvnumiuas grutweddudmiagiin druauudnuumiiug
Tufanindedlnl vieghusnuidludmianszd Wudu udnisfenaniuiideaniuuszneunisluunasyuey
wilow q Aunduadielymliungusznaunis msegdidwivaniudsznaunisiuazuindgaduuinauiuly
dsnalifAnnisuvstussninausznounsssialuasanifenfudeudiege shefigaiaziinnisuvstusiusa
fiefsnngne

nsdeansnismaiauazAnssudaaiunsve nMsAnvmuinguszneunisdidiunagnivinisnain
TuRanssudaadunisue (Promotion) Inefisaifufanssunisdeansmsnanaludnuvaslalldfinsimunngugni
Hrvsneiidosnsvhnsdeansegnadnau neaanivigudeyaazduniuies vesadsfusznaunmslideamis
TuAenssudioansnsaannRindesna wu fusenounstideyaineennlitgnénenndudulivins uiinfenssudeas
manamanzawinglu Facebook Page wihiiu luaruduass gnéremiduenaliiniwilnevioodlianunse
14 Facebook Tumsaududieyauinisld esnngnTafunisdifis Facebook Aanssudoansnisnainsinudaamis
dodinuoaulatiigusznounsdningltifuremmmvdnlunsussnduiusamsimuangugndnidmnefitao
uazvhnsaeanslieiu

Jymmuminensyana msAnuilgranssiudufURaMATeTiR N W Chantaburee (2016) Aksornpairo)
(2018) w3e Junead et al. (2018) findnigshvalneitlymiunseussnuiiifinensinwidndunuiussny
Aduniinnunnauilugsiaalneiinueadidudilng widymisuninensyaaalugsisauilnedutiaym
ns$nwntinaulinged (Employee Retention) dewnnurdwesitealulsemalnetuiisnvas Juuaniondion
MuggnIa namde Wemeialugefeu ienriluggvun Wudu Wesguenggnianisvieadion Sruauinvieaiien
wanasdnalielivesfussneumsuasminauunanasiuse winauweieanliiunuazaeenluszneusndu
Tuthsuenggnia leflsngniamsviesfiendnadssznounisisindufesassmynanslmiuazshnisfineuss
winueatuwuniineueiiaioenty Ssianssumdrdmeffduindunituiusenounstidu

sueuanansalunisudediu Ssinananeils-veulusoudiniuamn wuifussneumsyszanas 11u3
Ustaunnznamuluseudiiiiun Inegfussneunislunmanansuas madanuussaunznayusnniian Az
dundafnanguszneunisgsivath SMEs lildlsienuddryifunagnsmensnaiainiiaas
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Forausuusillduannnsise

1. mhsnunasgasatuayuligusznounsnnuwsunagnsnienisaain lnenistianuiunguseneuns
Weldiuasdannuansalumsusiunarativayuiusznounslidnfaumaaiuny sufeiamuuvamiondion
Tuussmalnglidammanvanglunntasggnia nszquliiitiviondieslunndieng ieandgmuosUsznougsia
fildsunansznuanmsvieafieanuggnia

2. fUs¥NOUNIIATINUHLAINTTINNNITAAIN RILANTSLUSEIURAIA LagMIfVLANAYYENIINITNAR
diedmunuuamdlunmssuiunldogfidmneg anmnufianaiafiennasistunnnsdudunulagynaan
wunsiLLY fUszneunsmsneneuaisanuuansliiAnuiuinisveanues wieliuinisveanued
alaaiunazdmiuuanisnuImsvesUszneumsnedu 1 lugsiaideaiu

LONET9199

Abedi, G., Malekzadeh, R., Moosazadeh, M., Abedini, E., & Hasanpoor, E. (2019). Nurses' Perspectives on
the Impact of Marketing Mix Elements (7Ps) on Patients' Tendency to Kind of Hospital. Ethiopian
Journal of Health Sciences, 29(2), 223-230. doi:10.4314/ejhs.v29i2.9

Aksornpairoj, P. (2018). Thai spa business: The development of human capital dimension post-ASEAN
Economic Community. Retrieved from https://scholar.utcc.ac.th/handle/6626976254/3874

Aksornpairoj, P., & Pakdeepini, P. (2017). Strategies for improving competitive competency of spa in hotels
and resorts in Phuket province. Ganesha Journal, 13(1), 177-191.

Al Badi, K. S. (2018). The impact of marketing mix on the competitive advantage of the SME sector in the
Al Buraimi governorate in Oman. SAGE Open, 8(3), 1-10. doi:10.1177/2158244018800838

Batra, R., Charles Zhang, Y., AydinoGLu, N. Z., & Feinberg, F. M. (2017). Positioning multicountry brands: The
impact of variation in cultural values and competitive set. Journal of Marketing Research, 54(6),
914-931. doi:10.1509/jmr.13.0058

Bearden, W. O., Ingram, T. N., & LaForge, R. W. (2007). Marketing : principles and perspectives (5" ed.).
Boston, Mass: McGraw-Hill/Irwin.
Booms, B., & Bitner, M. J. (1981). Marketing Strategies and Organizational Structures for Service Firms. In J. H.
Donnelly & W. R. George (Eds.), Marketing of Services. IL: American Marketing Association.
Chantaburee, S. (2016). Opportunity and competitiveness of SPA and Thai massage business in Thailand.
Kasem Bundit Journal, 17(2), 49-63.

Cravens, D. W., & Piercy, N. (2009). Strategic marketing (9" ed.). Boston, Mass: McGraw-Hill Irwin.

Department of Health Service Support, Ministry of Public Health. (2016). Strategies to develop Thailand
into an international health center (Medical Hub 2560-2569). Retrieved from https://hss.moph.go.th/
fileupload/2560-102.pdf

Department of International Trade Promotion, Ministry of Commerce. (2015). Thai SPA Business. Retrieved
from https://www.ditp.go.th/contents_attach/143532/143532.pdf

Duncan, T. (2008). Principles of advertising & IMC (2™ ed.). Chicago: McGraw-Hill/Irwin.
Esichaikul, R., & Chanpayom, C. (2013). Final research report on strategies to develop Thai spa to enable it
to become the regional training center for ASEAN. Bangkok: Research Council of Thailand.
Fitzsimmons, J. A., & Fitzsimmons, M. J. (2004). Service management : Operations, strategy, and information
technology (4" ed.). Boston, Mass: McGraw-Hill.

Global Wellness Institute. (2018). Global Wellness Economy Monitor: October 2018. Retrieved from is.gd/
hwHIMb

Hoffman, K. D., & Bateson, J. E. G. (2006). Services marketing : Concepts, strategies & cases (3 ed.). Ohio:
Thomson/South-Western.

215aS3INMSUSHISSSAA {75

auauaniugaudnuenvuuisUsznalng
Tuwsggudud audansamminunvganT deuususvnand

Uit 10 i 1 Uszdifiou unsiax - fiquieu 2564



Jin, B., & Suh, Y. G. (2005). Integrating effect of consumer perception factors in predicting private
brand purchase in a Korean discount store context. Journal of Consumer Marketing, 22(2), 62-71.
doi:10.1108/07363760510589226

Johnston, R. (1996). Achieving Focus in Service Organisations. The Service Industries Journal, 16(1), 10-20.
doi:10.1080/02642069600000002

Junead, J., Jamnongchob, A., Wanichakomn, A., & Manirochana, N. (2018). The study on potential of Thai
identity in spa business and traditional Thai massage toward world class health tourism sector.
Panyapiwat Journal, 10(2), 1-16.

Kaiwansil, C., Sangpikul, A., & Pongyelar, A. (2018). Push-pull factors and behavior affecting Thai consumers’
decision to use day spa. Ph.D. in Social Sciences Journal, 8(2), 1-14.

Kankaew, P. (2011). An all-out win achieved by looking at the market from different perspectives. Retrieved
from http://www.tpa.or.th/publisher/pdffFileDownloadS/gm161 p092-95.pdf

Kasper, H., van Helsdingen, P., & Gabbott, M. (2006). Services marketing management : a strategic perspective
(2" ed.). New Jersey: Wiley & Sons.

Kerin, R. A, Lau, G. T., Hartley, S. W., & Rudelius, W. (2015). Marketing in Asia (3 ed.). Singapore: McGraw
Hill Education.

Kim, J. H., & Hyun, Y. J. (2011). A model to investigate the influence of marketing-mix efforts and corporate
image on brand equity in the IT software sector. Industrial Marketing Management, 40(3), 424-438.

Kim, S. M., & Park, M. J. (2020). Evaluation of cross-national global market segmentation and strategy:
The case of Korean Wave for ASEAN countries. Asia Pacific Management Review, 25(4), 207-215.

Kotler, P., Bowen, J. T., Makens, J. C., & Baloglu, S. (2017). Marketing for hospitality and tourism (7" ed.).
UK: Pearson.

Kotler, P., & Keller, K. L. (2016). Marketing management (5" ed.). Boston: Pearson.

Kusumawati, R. D., Oswari, T., Utomo, R. B., & Kumar, V. (2014). The Influence of 7P's of Marketing Mix on
Buying Intention of Music Product in Indonesia. Procedia Engineering, 97, 1765-1771.

Kwok, L., Tang, Y., & Yu, B. (2020). The 7 Ps marketing mix of home-sharing services: Mining travelers’ online
reviews on Airbnb. International Journal of Hospitality Management, 90, 102616. doi:10.1016/
j.ijhm.2020.102616

Lee, C. H., Ko, E., Tikkanen, H., Phan, M. C. T., Aiello, G., Donvito, R., & Raithel, S. (2014). Marketing mix and
customer equity of SPA brands:Cross-cultural perspectives. Journal of Business Research, 67(10),
2155-2163. doi:10.1016/j.jbusres.2014.04.025

Lovelock, C. H., & Wirtz, J. (2016). Services marketing : people, technology, strategy (8" ed.). New Jersey:
World Scientific.

Malega, P., Rudy, V., Kovac, J., & Kovac, J. (2019). The competitive market map as the basis for an evaluation
of the competitiveness of the Slovak Republic on aninternational scale. Journal of Competitiveness, 11(4),
103-119. doi:10.7441/joc.2019.04.07

Manrai, L. A., & Manrai, A. K. (2007). A field study of customers’ switching behavior for bank services. Journal
of Retailing and Consumer Services, 14(3), 208-215.

Miles, P., Miles, G., & Cannon, A. (2012). Linking servicescape to customer satisfaction: exploring the role of
competitive strategy. International Journal of Operations & Production Management, 32(7), 772-795.
doi: 10.1108/01443571211250077

176 215aASIINSUSHISSSAR

dunausadugaunynenvuuvisUsandlng
Tuwszaguiiug aufonszmmiausvgann aemususiunang

Ui 10 16 1 Usziiou unsran - fiquisy 2564



Mohammad, H. I. (2015). 7Ps marketing mix and retail bank customer satisfaction innortheast Nigeria. British
Journal of Marketing Studies, 3(3), 71-88.

Mojahedi, S., & Hassanpour, E. (2016). Identify and prioritize neuromarketing strategies nervous and their
impact on the competitive advantage of the company on the basis of the marketing mix
(Case study: Shiraz travel agencies). International Business Management, 10(15), 3077-3083.

Navarat Na Ayudhaya, T. (2009). Services marketing : Concepts and strategies (3“ed.). Bangkok: Chulalongkorn
University Press.

Othman, B. A., Harun, A., De Almeida, N. M., & Sadg, Z. M. (2020). The effects on customer satisfaction and
customer loyalty by integrating marketing communication and after sale service into the traditional
marketing mix model of Umrah travel services in Malaysia. Journal of Islamic Marketing, 12(2), 363-388.
doi:10.1108/JIMA-09-2019-0198

Ravangard, R., Khodadad, A., & Bastani, P. (2020). How marketing mix (7Ps) affect the patients' selection of
a hospital: experience of a low-income country. Journal of the Egyptian Public Health Association, 95(1),
1-8. doi:10.1186/542506-020-00052-z

Saetang, W., & Pathomsirikul, Y. (2016). Marketing Strategy Model for Building Customer Loyalty in Feed
Wholesale Business. The Journal of Behavioral Science, 11(2), 109-126.

Sangsuk, S., Pungnirundi, B., & Pinyoanuntapong, B. (2014). Differentiation strategy for competitive advantage
of ceramics OTOP in the lower northern region of Thailand. Social Science Research and Academic
Journal, 9(26), 43-60.

Seng, L. C,, Sum, L. W., & Mahfar, M. S. (2015). Creating product visibility to the bottom of the pyramid:
Integration of marketing mix and human value ecosystem approach. Journal of Entrepreneurship,
Business and Economics, 3(1), 1-30.

Shiau, H. L., Huang, C.J., & Chen, F.C. (2013). International involvement, target market selection, and
consolidated performance: A firm-level analysis of Taiwan's FDI in China. Emerging Markets Finance
& Trade, 49(Sup4), 184-196. doi:10.2753/REE1540-496X49055413

Siswati, E. (2021). Strategies to target market segments for traditional food products in Surabaya based on
coworking space. Russian Journal of Agricultural and Socio-Economic Sciences, 1(109),43-46.
doi:10.18551/rjoas.2021-01.04

Skowron, L., & Kristensen, K. (2012). The impact of the recent banking crisis on customer loyalty in the
banking sector : Developing versus developed countries. The TOM Journal, 24(6), 480-497.

Solimun, S., & Fernandes, A. (2018). The mediation effect of customer satisfaction in relationship between
service quality, service orientation and marketing mix strategy to customer loyalty. Journal of
Management Development, 37(1), 76-87. doi:10.1108/JMD-12-2016-0315

Sonkaew, S., & Chaiprasit, K. (2019). Marketing mix factors correlated to satisfaction of buying japanese
cosmatics in Pathumthani province. EAU Heritage Journal Social Science and Humanities, 9(1), 229-237.

Thongtub, S. (2019). The continued future support for entrepreneurs and their competitiveness. Retrieved from
https://www.thebangkokinsight.com/125178/

Van Waterschoot, W., & Van den Bulte, C. (1992). The 4P classification of the marketing mix revisited. Journal
of Marketing, 56(4), 83-93. doi:10.1177/002224299205600407

215aS3IMSUSHISSSAA 177

auauaniugaudnuenvuuisUsznalng
Tuwsggudud audansamminunvganT deuususvnand

Uit 10 i 1 Uszdifiou unsiax - fiquieu 2564



Wirtz, J., Chew, P., & Lovelock, C. H. (2012). Essentials of services marketing (2™ ed.). Singapore: Pearson
Education South Asia Pte Ltd.

Yaghoubian, S., Jahani, M. A,, Yazdani-Charati, J., & Mahmoudli, G. (2018). The role of marketing mix (the 7 Ps)
in patients’ attitudes to Iranian hospitals based on their kind of ownership (case study in Iran) International
Journal of Healthcare Management, 13(Sup1), 268-272. doi:10.1080/20479700.2018.1505226

Yamane, T. (1973). Statistics : an introductory analysis (3 ed.). New York: Harper & Row.

Zimmer, M., Salonen, A., & Wangenheim, F. V. (2020). Business solutions as market signals that facilitate
product sales. Industrial Marketing Management, 91, 30-40. doi:10.1016/j.indmarman.2020.07.014

I 178 21s&1s3vIMISUSHISSSNA

dunausadugaunynenvuuvisUsandlng
Tuwszaguiiug aufonszmmiausvgann aemususiunang

Ui 10 16 1 Usziiou unsran - fiquisy 2564



N15RAUIFULUUNTsIANITldgUnIuiuAInensAaNIn g1 NI TUARANY

8191501591078 1SINEIUNAILNDAAIVINIAUATIIVEUN

Development of Supply Chain Management of Agricultural According to the Food

Safety Hospital Standard for Sikhio Hospital in Nakhonratchasima

WYY ITTUNIALRTEY Sufldsusuatioumena
919138UsEIavIvINMsIanisladafnduazlgauniu iu'ﬁ"mff‘fmm““
AREUSYNITINIUMING IR EYIANG :Z: )

Phitchaya Wannaphongcharoen Tufmouuifaniuneu

: 25 paAAY 2563

1 23 Un31AN 2564
1 30 Wweu 2564
2 5 Wy uAAN 2564

Lecturer of Logistics and Supply Chain Management Program
Faculty of Business Administration, Vongchavalitkul University
E-mail: phitchaya wan@vu.ac.th; Ph: 090-890-8106

Ausd analdATmun

9719138U5 @1V NIVINITINNNT
ANZUIMNITINAUMNING T WEIEANA

Pamorn Sakullertwattana

Lecturer of Management Program

Faculty of Business Administration, Vongchavalitkul University
E-mail: pamorn_sak@vu.ac.th; Ph: 080-446-1719

U158 299UNIARS Y

919138U5291@1U1IYINTIANTT
ANEUSMNTTINIUNING IR EYIRANG

Baramee Wannaphongcharoen

Lecturer of Management Program

Faculty of Business Administration, Vongchavalitkul University
E-mail: baramee_wan@vu.ac.th; Ph: 098-181-0323

21S&1SIVINSUSHISSSA

auauaniugaudnuenvuuisUsznalng
Tuwsggudud audansamminunvganT deuususvnand

Uit 10 i 1 Uszdifiou unsiax - fiquieu 2564

179



a

UNAnRge

MR fngUsrasdiftofnundgmussquassavedlgunuiudinunsdesnsgiuemsUaon e
Tssmenuraduneda FmfauasediniileiannsuuuunmsiamslsgunuauiinuasdennsgiuemsUaensy
Tssmeasinedin Sminuassedun uaztitelauogunuunsiansldgunuaudinuastioveauinymsns
S1nodan erfauasriun

madedidunsitedmunmilnseiesdiofldlunisdn usuudumeaiiuuiiassada wusufindeya
wazuuvauamiamuiedilanmstenendeyauaz szt SWOT wioudnsih TOWS Matrix Lileiaue
LN IRANgULUUNsdanisitgunududineansnauliidoya Uszneufeinwnsnsuazdiiieides
ﬁ’mizmumiﬁaNamamvmm'ﬁmwmL%ﬂgjiﬁaﬂ%’ﬂﬁawmmaé’ﬂmaﬁﬁa 41U 28 519

nan1sitenuinnisifiunuluguuuudegtudsiideunnseduizenisssaunuiussninanunsng
waglsaneguna Afesnisuszaunuiuluuiediu wazdmulymuazgvassalusunisivalisuvesdoya
Tnsguuuumsdnnstigumuaudunuasimiszylfinuasnsdadondu uagviamsuiy weduiunmdunssuiums
nanevnavhuthludussanuany sununaznszMerandnuasdeya uenani invmsnsusiazsnedadeadugiam
wandmanunuasnsTedulaglissuugnls iedanuardsingiuauddsie dusuanudilavonnumins
wazanundenlunisthsuuuunisiansldgunududinuaslugmsudin wuhderudnladomuasanumson
sedfuInn uadis1uau 4 e asnsaufoRnaldmndunen mAded annsodluduiamenmsuimszduuunmsinns
IdgumuduAinunsmuunsg e suaeaiedmiulsmeunasely

AEARY: N353NSR UMUALALNEAT WINTTINIMITURBALY
151U N0aRI I IAUATIIVEL

Abstract

The objectives of this research were to study problems and obstacles of agricultural supply chains
towards food safety hospital standards for Sikhio District Hospital in Nakhon Ratchasima Province; develop
a model for agricultural supply chain management towards food safety hospital standards for Sikhio District
Hospital in Nakhon Ratchasima Province; and propose the agricultural supply chain management model in
order to educate farmers in Sikhio District in Nakhon Ratchasima Province.

This research was a qualitative research by using the structured interviews, the data record form, and
the questionnaire set to measure knowledge and understanding of data transmission; and SWOT analysis
to enhance TOWS Matrix preparation for promoting guidelines to develop the agricultural supply chain
management model. The key informants used consisted of 28 farmers and those involved in the process
of delivering agricultural products into the kitchen of Sikhio District Hospital.

The results found that the current model of operation still had flaw in coordination between farmers
and hospitals. Those were concerned about coordinating in some part of process management and facing
with problems and obstacles in the flow of information. The new model indicates farmers to form a group
and work together in order to be representative for driving the intermediate processes. They will perform
as coordinators to gather and distribute productivity and information. In addition, each farmer has to be a
supplier of produce from other farmers by using farm system to procure and deliver raw materials according
to orders. For farmers' understanding and readiness to implement the agricultural supply chain management
model to their practices. It found that it had a high level of understanding and readiness and four of them
were able to follow every step. These results could be the guidelines for managing supply chain management

of agricultural under food safety hospital standards.
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