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Abstract

This research objectives were to study 1) the interrelationship between fresh market management
and the needs of trading partners, 2) the relationship between fresh market management and the customers
in the new normal era, 3) the correspondence between fresh market management and the needs of trading
partners and customers, and 4) the guidelines between fresh market management and the needs of trading
partners and customers using Ying Charoen market as the case study. The study is a quantitative research
using the questionnaire as a tool in order to distribute to 400 trading partners and 400 customers who
purchased products/services at Ying Charoen market. The statistical methods used to analyze the data
consisted of mean and standard deviation. The congruence of the data was analyzed using a structural
equation modeling (SEM). The results revealed that: 1) the business partners and customers had a high
level of overall demand for management in the new normal era and the market management was directly
influenced by marketing mix factor. 2) The customers had a high level of overall demand for management
in the new normal era and the market management was directly influenced by the marketing mix factor.
3) The two models had consistent indices with empirical data. 4) the fresh market management approach
consists of three concepts: (1) before entering process, the market has to create the readiness in order to
make a confidence in buying, paying or using the services, (2) entering process, the market has to create
simple, convenient and fast trading activities, and (3) after buying process, the market has to create trading
in delivery form. This study will be useful for fresh market management in the new normal era as well as

promote as the practice guidelines to various market demand as well.

Keywords: Management New Normal, New Normal Era Fresh Market
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Introduction

The coronavirus 2019 (COVID-19) has widely spread in the People's Republic of China starting from
Wuhan in December 2019 and has dispersed to almost every part of the world. The World Health Organization
has declared COVID-19 as a pandemic and advised all countries to speed up surveillance, prevention and
control of such pandemic (Department of Disease Control, 2020). For Thailand, the COVID-19 management
center has been established to determine preventive measures as well as relief the measures. The measures
mainly consider public health factors by taking social and economic factors into the consideration and
establishing a central standard for each type of business for all areas to adhere to. Unavoidably,
the lockdown measure has affected businesses in all sectors. It negatively affected some types of businesses
including tourism, retail and restaurants. However, there are some kinds of businesses that have a higher
growth rate according to the lockdown such as health products, online sales, and food delivery businesses.

The measures taken during the COVID-19 pandemic have resulted in a new normal life, to which all
people have to adjust their way of living. In easing the lockdown measure according to the Emergency Decree
on Government Administration in Emergency Situations B.E. 2548, the first group to approve the waiver has
a total of 6 activities and businesses: market, food store, retail and wholesale business, recreational sport,
beauty salon, and pet business. After easing the lockdown measure, there has been an evaluation of the
trend of infected people (Public Relations and Dissemination Group, Spokesperson's Office, 2020).

Ying Charoen market, located in Saphan Mai district, is a prototype of a standard Thai fresh market.
It is the largest retail market in Bangkok, operating for more than 20 years. The Covid-19 situation had been
affected the purchasing and sales of goods and services at Ying Charoen market. Therefore, both partners
and customers had to adapt to this situation for ongoing. As Bangkok's prototype market, Ying Charoen
market has established measures for everyone to strictly, seriously, and continuously following in order to
prevent getting infected and spreading the infection.

According to the above reasons, this research evolutes the correspondence between fresh market
management and the needs of partners and customers in the new normal era using Ying Charoen market
as the case study. The study links the new normal living with trading of partners to raise the awareness of
prevention of the spread of COVID-19. The objective of this study is to ensure that the market management

meets the needs of trading partners and customers as well as achieves sustainable development.

Objectives of the study

1) To study interrelationship between fresh market management and the needs of trading partners
in the new normal era using Ying Charoen market as the case study

2) To study the relationship between fresh market management and the customers in the new normal
era using Ying Charoen market as the case study

3) To study the correspondence between fresh market management and the needs of trading
partners and customers using Ying Charoen market as the case study

4) To find out the guidelines between fresh market management and the needs of trading partners

and customers using Ying Charoen market as the case study.
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Literature Review

The researchers investigate 6 factors or 6 M in management (Liliana, 2016) relating to the fresh market
management in the new normal era that corresponds to the needs of business partners and customers.
Such factors include men, money, material, method, message, and more data. The description of each
factors are as follows. Men include customers who come to buy products or services, individuals who sell
goods or services, and staff. Money refers to wages, costs of operation, and anything used as a medium for
exchanging goods or services. Materials involve raw materials, equipment and appliances, tools, buildings,
and factors contributing to the ease of operation. Methods involve methods, procedures, or processes in the
purchasing of goods or services. Message is the data management and the use of communication networks
for communication with customers. More data is the linking of various information of the environment,
current situation, and customers-partners of Ying Charoen market.

Moreover, this research studies marketing mix factors consisting of an 8-factor marketing mix (Azimi, 2017):
product/service, price, place, promotion, people, process, physical evidence, and politics. Product/service
is the products or services that are sold in Ying Charoen market. Price is the value of a product or service
expressed in monetary terms. Place is a space where the market allocates to trading partners to set up sales
of goods or services to customers as well as an area where the market facilitates customers. Promotion is
a marketing activity that informs trading partners and customers about an activity. Mass communication
tools used included advertising, promotion, and public relations. People refer to individuals involving in the
market, such as executives, business partners, customers, and employees. The process is the stages from
the customer's purchase of goods/services to the completion. Physical evidence is the forms, decoration,
arrangement, allocation of the space used in the services, facilities, and tools for use in the service. Finally,
politics is the laws or regulations related to market management, including measures to prevent the spread
of the COVID-19 according to government policies.

The Bureau of Occupational and Environmental Diseases has established occupational health and
safety measures, recommending the use of hierarchy of controls for the control of threats in the workplace.
The best measure to control the threats is to keep them away from the establishment. However, in the
case of COVID-19, the threat cannot be eliminated. Therefore, effective methods must be used to reduce
exposure as much as possible. The most appropriate way to prevent COVID-19 is the use of engineering
controls, followed by administrative controls, safe operations, and the uses of personal protective equipment.
Choosing any method in its advantages and disadvantages, namely implementation, efficiency, and price.
Typically, a combination of methods is used to protect employees as it is not able to use any method
separately. Area management, service area allocation, and panel rental are based on customers’ convenience
by providing them with the easiest access. Moreover, the wet and dry areas are divided to be easier to
control the area. (Department of Disease Control, 2020)

Over 64 years, Ying Charoen market has developed in all dimensions. In the situation of the
COVID-19 pandemic, Ms. Narumon Thamwattana, Chairman of the Executive Board, has taken measures
and campaigns to prevent the spread of COVID-19 at Ying Charoen market. Such measures and campaigns
include wearing a mask before entering the market, blood donation to defeat the COVID-19 crisis,
the One Person Shares — Many People Receive Campaign, exemption of panel rental fees for traders, and the

“Ying Charoen Protects campaign: do not receive, and do not spread".
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Research Methodology

Sampling and data collection

1) For quantitative research, the populations in the study included 1,500 trading partners and 30,000
customers According to the structural equation modeling (SEM) of Hair et al. (2010), the optimal sample
number should be at least 5 to 10 times of the scorecard. The questionary used in the study had 70 questions.
Therefore, the minimum sample size should be approximately 350. In order to avoid an obstacle to statistical
calculations according to the number of samples, the sample size of 400 trading partners and 400 customers
was used. This study employed stratified sampling. The trading partners are classified by the operational
period at Ying Charoen market and the customers are classified by their revenues.

2) For qualitative research, the stakeholders are three executives of Ying Charoen market

Research instruments

1) The quantitative instrument was questionnaires which was divided into 2 sets: for trading partners
and for customers. Both sets consisted of 3 parts. Part 1 was the questionnaire about personal fundamentals.
Part 2 was the questionnaire about fresh market management in the new normal era (6M). Part 3 was the
market mix variables questionnaire (8P's). The questions of parts 2 and 3 had the characteristic of a 5-level
rating scale based on the Likert scale (Saunders et al., 2016). The Index of Item-Objective Congruence (I0C)
was used for testing the quality of instrument by experts. The IOC value of each item was higher than 0.5.
The study results indicated that the reliability of designed questionnaire for collecting data was high because
the value of Cronbach’ alpha reliability coefficient was 0.934 for partners and 0.986 for customers.

2) The qualitative instrument was interview form.

Data analysis

1) Basic statistical values including frequency, percentage, mean and standard deviation were used
to analyze the individual characteristics of the respondents, the new normal fresh market management
(6M), and marketing mix (8P's). SEM was utilized to determine the correspondence between fresh market
management of Ying Charoen market and the needs of trading partners as well as customers in the new
normal era. The statistical significance level was set at the 0.05.

2 ) Content analysis was based on open-ended questions from Ying Charoen Market Executives to
find out the guidelines of the fresh market management approach with the needs of partners and customers

in the new normal era: the case of Ying Charoen Market.
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Findings
Table 1 The level of fresh market management of trading partners and customer in Ying Charoen

market
Trading Partners Customers
(n=400) (n=400)
X S.D. Level X S.D. Level
Fresh Market Management in 4.22 0.46 High 4.24 0.45 High
new normal era (6M)
1. Men 4.27 0.50 High 4.30 0.44 High
2. Money 4.00 0.67 High 4.12 0.59 High
3. Material 4.19 0.58 High 4.31 0.54 High
4. Method 4.28 0.56 High 4.25 0.54 High
5. Message 4.23 0.55 High 4.14 0.61 High
6. More data 4.36 0.47 High 4.33 0.53 High
Marketing mix (8P's) 4.21 0.46 High 4.24 0.45 High
1. Products or Services 4.38 0.49 High 4.42 0.45 High
2. Price 4.08 0.67 High 4.18 0.52 High
3. Place 4.11 0.63 High 4.11 0.60 High
4. Promotion 4.19 0.59 High 4.26 0.55 High
5. People 4.29 0.54 High 4.36 0.47 High
6. Process 4.33 0.47 High 4.36 0.49 High
7. Physicals 4.23 0.54 High 4.42 0.51 High
8. Politic 4.10 0.66 High 4.19 0.61 High

According to table 1, the overall level of fresh market management in new normal era (6M) and

marketing mix were high in partners and customers.
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The structure equation models for the fresh market management

The structure equation models for the fresh market management cofresponding to the need of trading Customers
corresponding to the need of trading partners. Chi-Square = 73.962(59 df) P =.091
Chi-Square = 57.408(44 df) P = .085 GFI=.974 , CFI=.996 , NFI = .982 , RMSEA = .025 , RMR = .005

GFl=.980, CFl=.997 , NFl = .988 , RMSEA =.028 , RMR =.007

Figure 1. The results of the analysis of structure equation modeling for the fresh market management
corresponding to the needs of trading partners and customers in Ying Charoen market (after

adjusting the model).

According to Figure 1, after adjusting the structure equation models for the fresh market management
corresponding to the needs of trading partners and customers, both models had relative chi-squared < 3
(1.30 and 1.25, respectively). The values of GFI (0.980, 0.974), the comparative fit index (CFI) (0.997, 0.996),
and the NFI (0.988, 0.982) proved to be more than 0.95. In addition, the values of RMSEA (0.028, 0.025) and
the root mean square residual (RMR) were < 0.05. These indicated that all values were well consistent.

The analysis of the structure equation models for the fresh market management corresponding to
the needs of trading partners and customers indicated that the relationship of the fresh market management
and the needs in the market differs according to the contexts of using market services (as a customer and
as a trading partner). The coherence can be considered according to direct effects (DE), indirect effects (IE)
and total effects (TE) as shown in Table 2.
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Table 2. Correspondence of the causal influence of fresh market management to the needs of trading

partners and customers in Ying Charoen market (Management Variables).

Variable Management Variables Management Variables
(Partners) (Customers)

Influenced DE IE TE DE IE TE

Management (6M) - - - - - -
Men 0.817%** - 0.817*** | 0.680*** - 0.680***
Money 0.734%** - 0.734%** | (. 713%** - 0.713%**
Material 0.838%** - 0.838*** | 0.810*** - 0.810%**
Method 0.823%*** - 0.823*** | 0.878*** - 0.878***
Message 0.762%** - 0.762%** | 0.795%** - 0.795%**
More Data 0.787*** - 0.787*** | 0.806** - 0.806***
Marketing Mix (8P's) 0.980*** - 0.980*** | 0.988*** - 0.988***
Product 0.651%** - 0.651*** | 0.733*** - 0.733%**
Price 0.787%** B 0.787%** | 0.765%** - 0.765%**
Place 0.789%** - 0.789%*** | 0.715%** - 0.715%**
Promotion 0.853%*** - 0.853*** | 0.876*** - 0.876***
People 0.848%** - 0.848*** | 0.763*** - 0.763%**
Process 0.703%*** - 0.703*** | 0.725%** - 0.725%**
Physical 0.781%** - 0.781%** | 0.762%** - 0.762%**
Politics 0.733%** - 0.733*** | 0.750%** - 0.750%**

(*p < 0.05, **p < 0.01, ***p < 0.001)

According to table 2, the management (6M) of trading partners was directly affected on the
marketing mix (0.980) at significant level .001. The highest independent variable affecting on management
was material (0.838), followed by method (0.823) and men (0.817), respectively. Nevertheless, the highest
dependent variable affecting on market mix was promotion (0.853), followed by people (0.848) and place
(0.798), respectively. The management (6M) of customer was directly affected on the marketing mix (0.980)
at significant level .001. The highest independent variable affecting on management was method (0.878),
followed by material (0.810) and more data (0.806). Whereas, the highest dependent variable affecting on
market mix was promotion (0.876), followed by price (0.765) and physical (0.762).
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1) To study interrelationship between fresh market management and the needs of trading partners
in the new normal era using Ying Charoen market as the case study. The results indicated that most respondents
were female, 249 people, representing 62.25'%, aged between 41-50 years, 137 people accounting for
34.25% with diploma/vocational level, 121 people accounted for 30.25%. Most of partners respondents
(186 people, representing 46.5%) had been opened a shop at Ying Charoen Market for more than 5 years.
The overview of the need for fresh market management in the new normal era (6M) was at high level. When
considering each aspect, it was found that the aspect that had the greatest impact on the need was more
data, followed by method and men. For the need for marketing mix (8P's) in the new normal era, the overall
picture was at a high level. The aspect that had the greatest impact on the need was the product/service,
followed by the process and the people, respectively. The results of causal influence analysis revealed
that the management (6M Partners) was influenced by 15 variables. The highest causal variable was the
marketing mix (8P Partners) 0.980. The results of the causal influence analysis revealed that management
(6M Partners) was influenced by 15 variables. Marketing mix (8P Partners) with a total influence value of
0.980, followed by marketing promotion (Pp4=0.853), material stuff (Mp3=0.838), and people (Pp5=0.848),
respectively. statistically significant at the 0.001 level

2) To study the relationship between fresh market management and the customers in the new
normal era using Ying Charoen market as the case study. The results showed that most respondents were
female (236 people, representing 59%), aged between 31-40 years (98 people, accounting for 24.5%,
with lower secondary education and bachelor’s degree (91 people, accounting for 22.75). Most of them
were private employees (110 people accounting for 27%) and the average monthly income were less than
20,000 baht (147 accounted for 36.75%). The results showed that Most of the respondents were female,
236 people, representing 59.00 percent, aged between 31-40 years, 98 people, accounting for 24.50 percent,
had a lower secondary education level. and bachelor's degree number 91 accounted for 22.75%, most of
them are private employees, number 110 people accounted for 27.50% and the average monthly income
is less than 20,000 baht per month, 147 people accounted for 36.75%. The overview of the need for fresh
market management in the new normal era (6M) was at high level. The aspect that had the most impact
on the need was more data, followed by material and men, respectively. The overall picture of the need
for the marketing mix (8P's) in the new normal era was at a high level. The aspects that most affected the
need were products/services and physical evidence, followed by people and process. The aspect that had
the lowest need was the place. The results of causal influence analysis revealed that the management
(6M Cus) was influenced by 15 variables. The highest causal variable was the marketing mix (8P Cus) 0.979.

3) To study the correspondence between fresh market management and the needs of trading
partners and customers using Ying Charoen market as the case study. The results of the research found
that both trading partners and customer on management aspect had the same top proprieties in management
in the new normal era, namely material and method. The examples of material were such as available
sufficient alcohol for customers, providing Covid-19 prevention equipment, and the cleanness and standardized
stalls of trading partners. Moreover, the method for management in the new normal era were quite important.
The examples of method were checking the temperature before entering the area and providing partition
for communication between trading partners and customers in order to preventing Covid-19. Promotion was
the first priority in marketing mix for both trading partners and customers. They concentrated on the warn-
ing signs of keeping standards for preventing Covid-19. The trading partners followed Ying Charoen market
news via Facebook while the customers focused on the PUKSUK Cabinet in order to alleviate the impact of
the Covid-19 epidemic. Before conducting SEM, the researchers tested on condition. The Pearson correla-
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tion coefficient between the observed variables of the trading partners and the customers was correlated
between all 91 variables with the same direction correlation, resulting in a positive direction. Trading partners
and customers had correlation coefficients ranging from 0.357 to 0.739 and 0.451 to 0.727, respectively, at
a statistical significance of 0.01. Such correlation coefficients were lower than 0.80. Therefore, there is no
problem of multicollinearity. Hence, it is suitable to use them to analyze the structural equation modeling.

4) To find out the guidelines between fresh market management and the needs of trading partners
and customers using Ying Charoen market as the case study.

According to the correspondence of causal effect on marketing mix and the needs of trading
partners and customers in Ying Chareon Market, the researchers concluded in the new model of fresh

market management in accordance with the needs. The model was classified into three groups per figure 2.
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Figure 2 The Classification of the correspondence of causal effect on marketing mix and the needs of trading

partners and customers in Ying Chareon Market

From the figure 2, it found that highest variable on causal effect on marketing mix and the needs
of trading partners and customers in Ying Chareon Market was method, following by material and more
data respectively. Each variable of management had differently affected on marketing mix. Therefore, the

conclusion can be concluded in figure 3.
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Figure 3 The process of the correspondence of causal effect on marketing mix and the needs of

trading partners and customers in Ying Chareon Market to the concepts of new fresh market

management in the new normal era.

According to figure 3, the researchers were grouping the three variables which had the highest

affected on the model into 3 groups. The first group was based on SUKKAI which consisted of material,

money and message. The second group was based on SUKJAI which consisted of method. Finally, it was

based on SUKKAPAPDEE which consisted of men and more data. Consequently, the model can be grouped

into 3 concepts and 16 guidelines per the following figure.

SUKKAI
concept
The conceptual
framework of fresh

market management

that corresponds to the
SUKJAI

needs of trading
concept

partners and customers
in new normal era: the
case study of Ying
Charoen Market

SUKKAPAPDEE
concept

Guideline 1: It is one stop service.

Guideline 2: It is public relations in order to give information to the
trading

Guideline 3: It is a marketing role model in order to create a good

image of staffs.

Guideline 4: The price of goods and services has to be maintained.
Guideline 5: It is easy to reach the goods and services

Guideline &: It is fast trading.

Guideline 7: It can buy anywhere.

Guideline 8: It responds to government policies.

*  Guideline 1: It has to create an atmosphere for shopping

*  Guideline 2: It has to offer both retail price and wholesale
price to make customer valuable.
*  Guideline 3: It has to organize the entry and exit of the

market

* Guideline 1: The packaging for Delivery

*  Guideline 2: Trading partners has to offer delivery pricing

*  Guideline 3: Area for delivery riders

* Guideline &: The market has to set a time for cleaning,
sterilization

* Guideline 5: Coordinate with government agencies in order to
facilitate traffic safety and any security.

Figure 4 The conceptual framework of fresh market management that corresponds to the needs of trading

partners and customers in new normal era: the case study of Ying Charoen Market
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According to figure 4, it can be concluded as follows:

1. SUKKAI concept means the process of fresh market management of trading partners and
customers in human resource management, raw material, equipment, facilities including available services,
building confidence with buying and selling at Ying Charoen Market. This concept can be classified into 8
guidelines.

Guideline 1: It is one stop service. The customers can buy any variety goods, rare items goods or
not sold in the supermarket. The trading partners have to provide the variety of goods, seasonal goods,
local product as well as trending products.

Guideline 2: It applies public relations in order to give information to the trading partners and
customers. The market has to make a public relation in rotation of each trading partners. Moreover, it has
to be communicated in three languages and pictures: Thai, English, and Burmese. Website, Facebook and
any channel of public relations had to promote to trading partners and customers in order to recognize
the products and services at the market.

Guideline 3: It is a marketing role model in order to create a good image of staffs. It has to reward
a good service, and smiling and cheerful staff in order to be a good staff model for others. Besides, a role
model of trading partners may be the one who can find success in their life such as providing a good education
for their descendent. Consequently, the other trading partners will be confident in financial trading at
Ying Charoen Market.

Guideline 4: The price of goods and services has to be maintained in order to create the customer’s
confidence both selling at stalls and through ordering from delivery services. Ying Charoen Market has to
maintain the price for trading partners during the increasing costs.

Guideline 5: It is easy to reach the goods and services at Ying Charoen Market because of traffic
facilitation. Parking is also available for both trading partners and customers as well as trading through
delivery.

Guideline 6: It is fast trading. The market has to provide a fast service on goods to match the
presented fast paced lifestyle. Ying Charoen Market increases the convenience of entering and exiting the
market for pedestrians and car parking for customers by arranging effective traffic routes. These traffic routes
will help to decrease the traffic jams accumulated on public road.

Guideline 7: It can be bought anywhere. Ying Charoen Market and trading partners are collaborating
on selling online. Customers can ask any questions of goods via Line or Facebook including delivery service
through KERRY, POSTOFFICE, Lineman.

Guideline 8: It responds to government policies. Customers can use government projects such
as the Half-Person project and state welfare card at Ying Charoen Market. The market offers training on
government policies to trading partners. Furthermore, the market has a campaign on cashless payment for goods.

2. SUKJAI concept means the process of managing a market with methods and procedures in the
new normal era. The objectives are to create easy, convenient, and fast trading activities. It consists of three
guidelines.

Guideline 1: It has to create a convenient atmosphere for shopping at Ying Charoen Market in
order to stimulate shopping and encourage customers for buying more products from trading partners.
Furthermore, Ying Charoen Market has to cooperate with trading partners to organize various activities to

stimulate shopping.
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Guideline 2: It has to offer both retail prices and wholesale prices to create value for the customer.
Trading partners should set prices for retail and wholesale. However, the setting price should not differ
greatly between each trading partner in order not to compete at a lower price. This situation may lead to
splitting up trading partners in the market.

Guideline 3: It has to organize the entry and exit of the market in order to facilitate trading partners.
Ying Charoen Market provides good car traffic management, zoning of products, and delivery time for
transporting raw materials to sell at the market in order to avoid inconveniencing customers.

3. SUKKAPAPDEE concept means the process of managing the market after trading activities between
trading partners and customers. Ying Charoen Market practices various information of the current situation
in form of delivery on cleanliness and standardize hygiene of the fresh market. It consists of 5 guidelines.

Guideline 1: The packaging of the product has to be in perfect condition as fresh as if the customers
bought the product by themselves. Ying Charoen Market also recommends packing methods to each trading
partners to deliver fresh and clean goods for customers.

Guideline 2: Trading partners have to offer delivery pricing including shipping cost based on distance
in order to clarify the pricing system to customers. Customers who find it inconvenient to go the market
have an alternative for ordering fresh goods.

Guideline 3: Ying Charoen Market has to arrange a delivery area for delivery riders to park their
motorcycles in order to increase and speed up the ordering of products through delivery as fast as possible.

Guideline 4: The market has to set a time for cleaning and sterilization in order to maintain
the hygiene of the fresh market. Ying Charoen Market has clarified the cleaning schedule on each zone.
Trading partners have to look after and clean their stalls while the Ying Charoen Market has to look after
the overall cleaning and sterilization of common areas such as the parking lots and pedestrian walkways.

Guideline 5: Ying Charoen Market has to coordinate with government agencies in order to facilitate

traffic safety and any security.

Discussion

1) To study interrelationship between fresh market management and the needs of trading partners
in the new normal era using Ying Charoen market as the case study. According to the study, there was a
level demand of fresh market management trading partners in new normal era at Ying Charoen Market
through social media such as Facebook, Line, and website, which could be communicated between trading
partners and customer. Therefore, the executives played an important role on social media communica-
tion to meet trading partners and customer’s needs. The results were consistent with Wachiratripob (2015)
who found that the commitment from the executives was influenced on passing the standard of fresh
market criterion. The role of executives in management on arranging facilities, equipment, clean and fresh
products with sufficiency quantity of products were affected on fresh market management. All of them

were important to deal with management in the new normal era.
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2) To study the relationship between fresh market management and the customers in the new
normal era using Ying Charoen market as the case study. The need of customers who came to buy products
at Ying Charoen Market was press released on hygiene material and equipment using in the market.
Moreover, the products had to clean, fresh, good quality, and with sufficiency quantity of products.
The results were consistent with the results were consistent with Phromreesi and Phomanee (2017) who
found that product diversity is a marketing factor that affects customer purchasing behavior of community
businesses in Bang Khen area. In addition, the dissemination of reliable news through the website.
Or through various channels of the market, it is important to build confidence for customers to buy products
at the market in the new normal era. The news released via web site or any social media also effects on
the customers confidence in new normal era.

3) To study the correspondence between fresh market management and the needs of trading
partners and customers using Ying Charoen market as the case study. The variables were directly affecting
on Ying Charoen Market management including marketing mix, working procedures, people, money,
and sufficiency information. The marketing mixed on people, place, product or services, process, physical
and political were indirectly affecting on Ying Charoen Market management. The results were consistent
with Khumhaeng et al. (2018) who found that the modern marketing management had a causal relationship
to the success of modern marketing management for entrepreneurs to Thailand 4.0.

4) To find out the guidelines between fresh market management and the needs of trading partners
and customers using Ying Charoen market as the case study. According to conceptual framework,
the fresh market management that corresponds to the needs of trading partners and customers in the new
normal era; the case study of Ying Charoen Market could be classified into 3 concepts: 1) SUKKAI was the
management process before entering the market; 2) SUKJAI was the management process in the market
and 3) SUKKPAPDEE was the management process after trading activities. All of them were guidelines for
adaptation of fresh market in new normal era. Moreover, the technology and social media were used to
increase channel on buying products as well as respond on customers who wanted speedy, convenience
on shopping themselves. The results were consistent with Gaikwad and Kate (2016) who found that
traditional marketing would replace by electronic marketing. Zhu and Gao (2019) were also found that the
retail marketing would be more integrating with technology by using social media to communicate with
customers. Besides, it was consistent with Leong et al. (2021) also found that adaptation during COVID-19
outbreak was using information technology, social media and E-commerce to promote economics and
development. According to the results of this research as well as the related researches, it can be seen
that it is necessary for the markets to adapt to the new normal. Such adjustment requires cooperation from
all parties involved. This was consistent with the report of Amsa-ard and Siriwong (2017) which reported
that the key factors in the development of the market to be successful and well-known were the unity

and cooperation of the community together with the government.
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Recommendations

1. Applying the fresh market management guidelines the needs of partners and customer in new
normal era: the case study of Ying Charoen Market to adapt in new normal era and bringing the practice
shortcoming to improve and develop to meet the partners and customer’s needs.

2. Developing the Ying Charoen Market to be learning center of new normal market in order to be

operational market model of new normal era.
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Abstract

The objective of this study was to study the relationship between the accounting earnings of
listed companies in The Stock Exchange of Thailand and the gross domestic product of Thailand. This study
collected data from the database of the Stock Exchange of Thailand, Bank of Thailand, and the Office of
the National Economic and Social Development Council from 1999 to 2020. The total of datasets, was 81
datasets, was used for the analysis. Statistical analysis was multiple regression analysis. The dependent
variable is the gross domestic product change rate in the next quarter. The independent variables are aggregate
net profit in the current quarter and net profit change rate in the current quarter. The control variables
are public debt, average exchange rate, interest rate, and unemployment rate. The results showed that
aggregate net profit in the current quarter and net profit change rate in the current quarter had a significant
positive correlation with gross domestic product change rate in the next quarter. It was also found that public
debt, average exchange rate and unemployment rate were related to the gross domestic product change
rate in the next quarter. This result of the study will be the recommendations for of the Stock Exchange of
Thailand, Bank of Thailand, and the Office of the National Economic and Social Development Council in terms
of the accounting earnings of listed companies in The Stock Exchange of Thailand and the gross domestic

product of Thailand as well as public debt, average exchange rate, interest rate, and unemployment rate.

Keywords: Accounting earnings, Net Profit, Net Profit Change Rate, Gross Domestic Product

215MSIVINSUSHISSSA? 27

aunauantugauAnsIenvuwissumdlng
Tuwsesgudud sufawszmwiausvgan seraususunan’

Uil 11 @i 2 Uszdifiou nangrau - Sunau 2565



unii
TumsiieneianumsaiduassgialnesussduUssme dnliemeiianniaigyiolontu naenau
tinivnsvidetihamudilve aelddviinanfasinnasalulszma (Gross Domestic Product: GDP) Liuia3es
ﬁa%ﬁ’mamwme%ﬂ%adﬂim%ﬁ (Office of the National Economic and Social Development Council, 2020)
Wensiiasigit aanisaliiams Maunuivunulouts vieidudeyalunsdnduleamu Seduilndniusinasm
TudssmadumsTayamvesduiuasuinmatuaninedidslulssmeluthnamis gl icuanantuasdntuan
seminensvesUszmndla mamaUdsunlamesiviinandusinaslulsemavesanantagtuuisuiiou
futhanannounthduianduuin fodudygraniafasvouliduiinmsunasugaseduussmaninadule
wiovenefity dsmansznuegddedidysonisdadulivesinamuiidesnisamuviendoudieduamu
thandeuvasiuyuiaznisveeimaasegiadely widnsidsuulasesfuilndndasisasiululsema
yosnantagiuiouiisuiuiisnmneunidduaudsagioufinsurasivesnmeiasvgiaseiul s
flonvvzdwmasioyuuoswastinauvsetndasziluniinssiudiy (Gaertner et al, 2017)
detihiesgivionamuldfyiinandusinanululssmalumsiinngsienanisaiismaanmasegia
yosUszna Wlomsinaulaaswunieindoudiefuamu Asausaasviouliiiuifanssumsamuvioindeudng
L‘Euaamlé’asm%’muﬁﬁams?gaémsflummmlﬁuuavmmmméuaaLwia“ﬂivmﬂ fauenanarlitoyanistenelunaiamu
iloningsiiamanunlifuaniniasugAaud mmLmﬂmwamimLuumusuaaﬂamiﬂﬂummwumLUu
villudeyaddyiliiiensiinngidnenmuesgsfefiannsnamaneuuniliiuatnamuuazamsaduindou
szuuiasvgRavesUssmeliAulaluiathld danfunisi¥aanmiasugRvvesusana wonannstiduingniost
asnilulsemendy Aefianunsoazriouanmasusiavessemalddnmandaife nanmsdiiusmuengugsia
fioglunaranu vdemlsmadydvesuisniioansifovlunarandaning Afanuduiiuediadvodfy
fudtinandnaiuiasialulseing (Konchitchki & Patatoukas, 2014) waziikasionsinaulavestinaamuiduseniu
wennAyindnsduaiulasululssmaiuilsvesuidnlunaiavannindasiinnuduiusiuniunisamu
vosthamulnensud Jadeisaesddianudiniusssnisiunnmadolsuasiotortuiansalussuuasugia
sprihhelaswgiasing q fe esnngugsiaiamadoulunaandnningiedudulsznouvilifimnudidy
wazfuiiufiestuindoussuuinsugiavestseine Jaldvdnauazifeadesiunsmyuisuremeiasvgiauas
Aonssulussuuiasughouvniaograanideadls Tnedulumunalnvesmaiauazidnsvesgsia (The Stock
Exchange of Thailand, 2015) Fadausasdiumeldsuvesuitnianzfeulunainndnninduisszmnalng
sondnfasinasululssmavessalvends 5 Ddounduiue wa. 2558 1 2562 fo Sevaz 73.78, 69.06,
72.19, 76.07 4ag 73.03 ANUAPU BardnsId@uaaesInvesusEnanngdeulunainudnnsnduislsemalng
AonAnSginanylulsemavesUsemdlnends 5 Udeundanaud w.A. 2558 f9 2562 e Yevay 67.73, 61.57,
64.91, 68.74 Lay 66.96 MUa1AU (The Stock Exchange of Thailand, 2020)
AanssumaAsvgiavesuisnilaanz Doulunaiavdnnindaiinsduiindeyauaz fananisiniuau
agUoenunlugUvesmailsvionauavsiuanseglusesnunsiuludiuessuilsnauidaiada (Accounting
Professions Act B.E. 2547, 2019) Sxfeyadudndiihamuietininmsiansndiieyaldiuiuandullagsu
ansalduseleonilunisinsgi manisalitanie Usslvaniwasugiavesuseinealnelsd (The Stock Exchange
of Thailand, 2022) Fauazdinldinniseniunuvesusemaanzdeulunaiandnning uislsemealneiunuim
ﬁwé’ﬁgﬂgmamﬂwaL%usum'ﬁzwmwgﬁamaiuﬂizmﬂimsmiqLLazﬁmmﬁﬁ@g@iaﬁﬂamummmﬂﬁﬁﬁﬁagaﬁEmu
mavgyBifiensindulauieatu
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INNTNUNIUITTUNTIUTH LN UTINANSAnwAEdNiusseninaf st dvesussnannedeou
Tunanandnningiundnssiuarailulssmaliailiaonadosiulasnuiannudiusfiduuan (Konchitchki &
Patatoukas, 2014; Atmini & Sumiyana, 2017; Son & Jeong, 2022) ) Tun9ansaiudINUITeves Sum|yana
(2014; 2020) ndulsimuanudiiussewrhetlsmetfturandasinanlussmdlulssmadidainu wenand
MN91UIIYYBY Gaertner et al (2017) Uag Gaertner et al (2020) wm']ﬂ’lstmmaamkqmsuu"l,ummsa
mansallddsfianeesdnfusinasululseme fifiswdnisanamosilsgvsuiduiiasoaansaléas
fiavnevesnantusinaululssme Suandiiuiamubifauuromanisfinm SniamsAnwauduiudssring
mlsneUydnundndusiuiasmlulsyimaveslssmalnedaddruauliunn FeUstaerinwensiteTeduiy
FosfinmsAnyifisidu

Femniiiteininauaulalunisfnuisanuduiusseninsdlsnedadvesuisnana dou
Tunaandnninduisszmalnefundasusiuiaslulszimavesseimalng ielvimsiudenisasiiou
anwiasygnaveslszinalnglagldvayanisdydlusisnunistuvesuignaangidoulunarandnning
wisszinelng pasmauiieliiniiasziainainsgvieniaenvu dnamu iegfiauls lelddoyamatnyd
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ilemsindulaamuniensusufvuaiuamadlsuiesng q vesdrunuiieadedls

WQUszAIA
1. Wefnwanuduiusseninsilsgninieiydvosuivnaensifoulunarandnninduiaseimnelng
fundnduauandlulsswevessemalng
2. WeAnwiauduiudszninednsnisidasundasvesilsgninieiydvesuitnaanzidou
TupaneandnninduisUsewealneiundnduiinanuludssnavessemelng

wunAn nufuazauideiieadas

nlsm1eUsyd (Accounting Earnings)

ﬁﬂimaﬁm%w%ﬁL%ﬂ'jflﬁﬂiqm%ﬁu WWnanimasmuesselan sy dinmenasiuvesailtane syl
fiantulutrenamil Selinuesddsznovvestilsvnyuidaaia (Accounting Professions Act B.E. 2547, 2019)
Tnesglsmesndtufntuannsfstuesamvedunindmainfviensanamemiiaumen uaslummssiud
ﬂ'ﬂ%’ahEJ1/1Wﬂﬁm%ﬁuLﬁmfgua]Wﬂmiaﬂawaayjaﬁiwaﬁuﬁwémﬂﬁzy}%w%amnﬁm%uﬁuawﬁauwmﬁzﬁ Tnenls
mstaduioidendidlsandzuantoglunmenunisitu duvesuilsnanudaiate dvlulssnalnedy
wﬁ'ﬂimmnmﬁmLa%%Qﬂ%’mﬁw%ﬂﬁlﬂulﬂmmmmgmmsﬂiy% Uil 1 Bosmsiiaussunsiu (Accounting
Professions Act B.E. 2547, 2019)

suilsvanuidaade Usznoude 2 dwd ey fio druvesiilsvianu FsuansvaziBonveaiilsunmu
avisdmSunn wazdiuveatlsvavudneddu saduduniuilnemsadrdusesivadaglisutydilsuemu
ﬁqf‘iﬁﬂsawﬁmﬂumsﬂﬂmuLﬂmauamm‘umlimww,umLaﬁaﬂ,umumn Ao duvesilsuanu wiliisaesduseney
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nanfinaiaIasuTuUsEIWA (Gross Domestic Product: GDP)

yeldssrndifinnninfnmsingarmvesiulaenslinaauiudiinusandnvesUssme seannisamom
seldusznmidlfgninauedeyadiiauenudeszanivessumaansludl a.a 1932 Sauudnildsunaian
Brsdnmmuazgmit o sunsaiglunasounsisludumadusitanandlusAnfisusuasludy
nslésauiiensimuaulsuiensudslusuian (Santirojanakul, 2012)

wanfasinaslutssme WunidunaeBvensttaneldussamnd e wandasiuarlulszna
yanefls yarnusmaaIavesduiuazuinmstugaTneiinasldiamamelusemalurasnamils Tl
HANBAT Y HART UG e NN URsUsEmNeAle (Santirojanakul, 2012) @snsaauandle 335 lauA Imesmunandn
Fmanueld wagismainuseing

1. Fvnesunandn sunlasmsnuyaeifiuromandautaztunou mnnsliyarvasduduazuinig
findnlsl neenseyardunuvesduALas U3

2 Fmadueld funminseldvestiadonwanimunignflunsndnaudiaguinis (Factor Income)
iy A AmeuuLIIL aenude fils Adeusian mgshaneden sy

3. Fveduedns funmanMedeteiudnaruinistugavnefiuseneulude 4 asddsenou Tiud
N15UTLNATRINIARTISEN NMIAMUTBINTIALNTY N1FLTTNEVRINIASTUNE avn1sdteanansvesnIARIasune
(M3dsopniingIen1sig)

felun19ifed Afeldldidoyanansusiuanululssmavesssimalnefidiunlneisnisusedig
esniduidfiaunsaosuieldfsefunislideuasussiannisliinevesmeasugialddaay aenadesty
net fuasidamedarianssumnaasugiavesussmalnglulagii (Office of the National Economic and
Social Development Council, 2020)

ATeiAedos

PNAITNUNIUITTUNTIUNUIIAMNFUNUSSERIeMlsmedyTvesusenannzidoulunainnannsng
fundnfasiinasalulsemaddlifitoasuiuide Tnonansidodmmianuindanudusiudideuinseninsiils
ety Tvesuienaanziloulunatandnnindiunandunuiasululssiva 1wy 11398909 Konchitchki and
Patatoukas (2014) fivhn1sAnwanuduiusseninsiansesglimetydnelasnavesussrlunaandnning
Usgmaanizeniniuiinmeessdndainantlussmetasamuaaiainde ureansnensainanSusinas
Tutszina Iaw Konchitchki and Patatoukas (2014) Weinilsvesgsiaidudiulsznouvilsvomwdninusinasom
Tuvssmenazdimuiedestussduszneusin o vesndnsdasinasalusema defedumduindeussuniasugio
1388109 Atmini and Sumiyana (2017) fivhnsAinwdSeudisuussvlunanndnningvesUsemeaiinaunda
uazUspmaiiidniann samisenuiuonmnasduiusszrnmdiusszrnehlsavsnuvesitnaemadou
lunaaunannindiundaduduiasinluuszmaluuinuds fanisvesitlsanisiuvesuiemaanzifou
Tupanavdnnindlungulssmaiinamudaaunsolviminlunisaansaifiensvessdasasinanlulssna
léfﬁﬂ’hmjmﬂizmvaiﬁﬁﬂé’qﬁmmﬁﬂﬁw 11348ve4 Zhang and Fargher (2021) fifinwiauduiussenineils
n19gn35InvesvInlunatnndnnindussinaseamsifuiundndunuiasinludssimanuiinisdvle
maﬁﬂsqfw%sauL‘Tlu%m%ﬁﬁﬁaﬂaqm‘:t@uimsuaqwémﬁm‘*ﬁmamﬂuﬂizmrﬁ WAZIIUIIBVDS Son and Jeong (2022)
fvhnsAnuanuduiussenineilsmsgnisuvesuisvlunaiavdnnindUsemanimasunanfasiuiasi
ludseina wuimlsansmedganunsavingdasniswivlaveadndueiinasululssmelusuiaala
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uaNANEUITeve9 Gaertner et al,, (2017) uaw Gaertner et al., (2020) fifnwnUIouiouaudusiug
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waswlulszmdalueuan lnenan1sidenuiinisanasvesmisgrivesussvlunaiavannindaunsanianisal
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(2017), Zhang and Fargher (2021) 4a¢ Son and Jeong (2022) fidnwauduiussewindlsmedytuasndn s
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miﬁﬂmﬁtﬁm’fagamﬂﬂizﬁmﬂ{[,umﬁ'&ﬁ’a Taun vsenaanzifoulunaranannindunsuseindlne
I 623 USEN (The Stock Exchange of Thailand, 2020) lnesiusiudayaidusielasuna

A15197 1 AuUsNIFTuNISANYY RANIIAIMUTUNUSANU WaLAANIIAUTUNUSAAIANIS

NAN9 NANI9
s uidglusha AMUFUNUS AMUFUNUS
fiwu finand
fasnu (Dependent variable)
Snsnsidsunlamemdnsudinasiululsandlulasinadaly (GDPCR)
faU99a52 (Independent variable)
Mlsgvdsaululpsinadagiu (AGGNP) - H, Atmini and - +
Sumiyana (2017)
Sumiyana (2014) Taidl
Sumiyana (2020) Taidl
Sammsasuuvasvesiilsaniem Konchitchki and - +
Tulmssnatiagdu (NPCR) - H, Patatoukas (2014)
Gaertner et al +
(2017)
Gaertner et al +
(2020)
Zhang and +
Fargher, (2021)
Sumiyana (2014) +
Son and Jeong +
(2022)
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715197 1 AuUsNIFuNISANYY RANIIAMUTUNUSANUY KazRANIIAMUTUNUSAAIAUIY (AD)

AuUs nuidelushin AN AAN19
AUTUNUS ANEUNUS
iy fin1ands
AuUsnauAl (Control variable)
yarn1sustaanaenvululasunadagdu | Tungtrakul (2010) - +
(CONS)
yarn1sdseeanlulasinatagiu (EXP) Wangnai (2007) + +
yarmnsndlulasinadagdu (IMP) Sonsroi (2010) + +
yarn1slddngvessgunalulnsunatagdyu | Thanapatkuntorn + +
(GSP) (2013)
nilanssarlulasinailagtu (PBD) Aiemsopa (2005) + +
Nimanussornkul et -
al (2013)

dsuwandsululasinatiogiu (EXO) Muiprom (2011) + +
Snsnonidelulpsunatiagtu (NT) Muiprom (2011) + +

Punchai (2010) - -

nsiiusuTINdoya

ToyamAusiunuiiedidedudoyauuunfonl Al

1. JoyamlsnadaivesusdniavzleowlunaavanminduisUsemelneg iomeanduUsdasshe mlsanssou

wardnsnsidsunlasrenlsgnssinlulasunadagtu lnesiusiudeyavngiudeyavesnaravanning
wisUszmnelng (szuu Setsmart) Wustelasuna sauslasunan 4 U 2542 felasunain 4 U 2562 5au 81 lnsuna

2. TeyanandueinarilulssmevesUsendalng iomadiulsaufednsinmauasuudaaswansioue
waswlulszmalulasinadaly uagduusauau lngsiusiudeyadngrudeyavessuinisuislseinalng
wargudoyavesdtinnuanznssunsTRuINsAsygnakasdnuwiend Juselasuna swalasuai 1Y 2543

Aelasunad 19 2563 59 81 lnsuna

¥

3 t:l' a ¢
ALUUN G IUNI5AATIZVBYA

u

Fauuud 1 H)

GDPCR_, = B +B, AGGNP + B, CONS +B EXP +RB IMP +@ GSP +@ PBD +[B EXC +R, INT +

B, UNEM e

FAUUT 2 (H)

GDPCROI+1 = BO+[31 NPCRq + [32 CONS o F [33 EXP q+[3£l IMP q+85 GSP q+B6 PBD -t [37 EXC q+[38 INT -t

[39 UNEM . te
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1ne?

GDPCR g+1 =  $nsn1sidsuudasvessdnsausinasuluusyma Tulasuadaly

AGGNP g = mlsgmisiu Tulnsunatagliu

NPCRq = dhsinmsdsundasesiilsanssin lulasinatagiu

CONS g = warmsuslaaniaenyu Tulasunadaqgdu

EXP q = yadnisdseen Tulasunadaqdu

IMP g = yarn1suud Tulasunadagdu

GSP q = yaAnslETevessua lulnsunatagdu

PBD g = wilansisae Tulpsunadagiu

EXC q = SnsmanivAeleagieds Tulasnatagiy

INT q = dnsmendelasiade lulssnatigtu

UNEM g = dasnisinesanu Tulmsunadagiu

q = Yszeza Melasnd

n133nA1Auls

1. $anmsiasunlawemansusinasailulssmalulasinadaly (GDPCR)
Funalldded GDP_ - GDP_

GDPCR= —————— =x100
GDP_

oy GOP = wandusiuasinlulseina (Gross Domestic Product) AMUsI8318 AIINAINTIBTNY

iemsgulnauslan + sedreifiensazauyu + edeiiensgulnavesiguia + msdseanans (Office of the
National Economic and Social Development Council, 2020)
q = ¥assezig Melesna

2. Anlsanssanlulasinatiandu (AGGNP) Faannnasiuyarivesinlsansvesuitniioanzifeu
Tunanavannsndususewmalngluisazlnsuna (Accounting Professions Act B.E. 2547, 2019)

3. §asinsidsuuasesiilsavdanlulasinaliagiu (NPCR) Jnanndesazmsivdsuntaswesriilsgnd
ywnglasuna

4 yammavilnaniaentululpsnatiagtu(CoNs) Imnmslitedomsgulnauilneduaarhevesaiafeu
wazmslinafionsgUlnauilnadugeievesanidulsiuamdlslifuinsniadeuselasna (Tungtrakul, 2010)

5. garmsdseanlulasunatagdu (EXP) Tnainyavesdudiean o wakauAanInsvasUsemadonn
(Free on Board: FOB) @slisiuAnsznnauazatseiudeiiinainnisiidhdud (Wanenai, 2007)

6. yarnsthinlulasunadaydu IMP) dnannyarvesduaning e wauauraninsvessewmagdonn
(Free on Board: FOB) #dlsisamszansuayadszdufeiiinannisuidrdudn (Sonsroi, 2010)

7. warnsidrevessguralulasunatiogiiu (GSP) Yannyadinislideiiienisaulnausinatugarig
Y0355U1a Usznauluse Amouunuussnu sedierdeduduazusnis meldmnmsneduduasiinsliadifeu
wazEUsENauNs AndeusImmsngau nausyloviatannisdany (Thanapatkuntorn, 2013)

a Y

SIENMNINYY

8. wianssnrlulasunailigtiu (PBD) Yaainuilfinsensasnisnds mhenuvessy wiedy A
vieviininsynyumandsmuseiu uildsndmivessiamiadvhgsialifiuiulaonssnsnnisededidasstu
Tnadudoyasalnsuia (Alemsopa, 2005)

9. dasmanidsulaeiadslulasunategiu (EXC) aandnuanivdsulagindsvessurasnidyd

Tunsammumupsiglasina lnglidnsndnsdefensanviansy (USD) (Muiprom, 2011)
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10. dammenilelandslulasunatdagdu INT) Jnaindnsneniletiudinauninduasurnsnaizg

Tnewadesglasuia (Muiprom, 2011)

11. dnsn1sisnlulasinalagiu (UNEM) Inndasndiuiosayssninalssynsii e iusoidaus s

swselesuna (Punchai, 2010)

ananidlun1sieszidaya

NFIATIEVATFATINTTNUN (Descriptive Statistics) Lﬁaﬁﬂmaaaﬁyugmsuml,wiazﬁaLLUiLﬁaa%maJﬁﬂwmz
YaateyAwAariIMUT MINATIEaDATIeUNY (Inferential Statistics) naaevauuigtulagliinalian1sinsen
ANUAANBELTINY (Multiple Regression Analysis) Fadunsiaszimeuduiudwasimnsmnuduiusszning
Faudsannnin 2 fuustuly Teeldlunisineiwes Konchitchki and Patatoukas (2014), Sumiyana (2014; 2020),
Atmini and Sumiyana (2017), Gaertner et al., (2020), Zhang and Fargher (2021) w8z Son and Jeong (2022)
diomanudiusseninstlsmeiydvesussnanadeulunanndnnsnduisUsemalnefundn Sasinasu
lulszimavesusemdlne TnaivualiiilsmelyBilumulsdasy wasndniusinaslulssmeadududsnnu

NAN15398

aa a

NANNSILATISAT DALY INTTUU (Descriptive Statistics)

M5199 2 FDATINTTUUIVBIRILUTWIUST U0

AU Minimum Maximum Mean Standard
Deviation
ShssUasuLlames -5.91 % 13.51 % 1.55 % 3.66
NAnN ANl uUTE A
(GDPCR)
ﬁﬁli?j‘w%i’m (AGGNP) -39,517.26 923,883.97 333,951.83 233951.06
AU AU AUV
ShsnsUasuLlames -310.41 % 223.29 % 24.85 % 76.77 %
lsandsia (NPCR)
;gaﬁhmiﬁimmmaﬂm 669,977.00 2,168,164.00 1,382,711.28 433 649.57
(CONS) AUV AUV AUV
;gaﬂ"]miaiqaaﬂ (EXP) 735,051.00 2,692,363.00 1,757,205.50 615,817.53
AU AUV ANUUM
;J“ﬁﬁ’lﬂ’]iﬂ’]lfﬁ’l (IMP) 612,594.00 2,398,628.00 1,580,392.31 526,121.20
AUV AU AU
yarn1slddngvesizuia 162,655.00 728,967.00 410,964.10 174,964.44
(GSP) AUV AU AUV
PUANSITUY (PBD) 985,603.00 5,741,488.99 2,960,344.24 1,391,347.49
AUV AU AUV
shsuaniUasulnuaay 29.80 UM 45.39 UM 35.66 UM 4.47
(EXQO) AonaRIiansy | deneaaviansy | sienoaaiansy
shsmenilelnaaas (INT) 0.51 % 2.78 % 1.08 % 0.56
15111537997% (UNEM) 0.47 % 4.76 % 1.51 % 0.92

wanewe: Teyalunisned 2 WWudeyaselasuna
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NAN13IATIZREARALTIBYUIU (Inferential Statistics)

1 Mwseanduiusseninaganls (Correlation Analysis) mumsnsdi 3 s eiseitvenfiosdu
(Pearson Product Moment Correlation (1)) IngAasnesianduseAvsavduiusseminediauys iefinnsanifuds
frnuduiusiululuiamslawagiinrudniusiunntesiiodds mnmslnsgianuduiudssriniulsilily
M5dy nuimulsruasiinsdiusserintuesune A dymiGesiuusdassiruduiudssninsiues
unuly (Multicollinearity) TnefiandudszavSanduiusiiau 0.8 daldun warnisuilanniaensu (CONS)
fauduiudiugarinisdseen (EXP) warinisiidh (MP) yarinislddnevesiguia (GSP) wilansnsue (PBD)
wazdhuaniUdsulneinds (EXC) Tneladulszandanduiusintu 0.981 0.957 0.984 0.975 uay -0.809
padIFU yarnsaseen (EXP) fmudiudiuyarinistd (MP) yarin1sliansvesizuna (GSP) wilasisay
(PBD) uazdnsuanidsulaeiade (EXC) InefirndudsyavSanduiusivingu 0.969 0.977 0.952 uag -0.809 Ay
garmmaiud (MP) fanudiiusiuyarinislidiovesiguia (GSP) wilasisne (PBD) Snsuanidoulnsiads
(EXC) wazdns1nsinsany (UNEM) Taefianduussavsanduiusivindu 0.937 0.895 -0.861 way -0.828 anudndfy
warnsliinevesisuna (GSP) Samuduiusiuniansisas (PBD) nefledussAndanduiusiviniy 0.975

fatudieldliantymiiuusdassdauduiussriestueminiuly ide3uhnmsuiuussiuds
Tusfuuud 1 uagduuud 2 Tnsmsiduusmuauiifienuduiusseninafuesnniiuly Wi yarnisuilan
MALenT (CONS) warn1sedsesn (EXP) yarn1suddn (IMP) uagyarnisiddngvesizuia (GSP) 199NN
Fuuuisans LWE)IM&’]&J']?OV]@&E]ULL@JJLﬂ'ﬁ%'ﬂﬂi)’lﬂﬂ@lﬂ@&L‘UQW‘VI (Multiple Regression Analysis) YOIIABIFIUUY
lavialy mumiwm 4 Tnesuuudl 1 uasdauuuil 2 dsnsusudssiauuseuaslual Sisd

Uil 1 (H)

GDPCR = +B, AGGNP +8, PBD +8 EXC +f INT +B UNEM +e

FUUT 2 H)
GDPCR_ = B+B, NPCR +f,PBD +8 EXC +B, INT +R UNEM +e

a o a & v o ¢ ' o ' o o
A9 3 AFNUTEANSARAUNUE TEUINIRLUINIUNITUSUUTINILUTAIUAY

ANFUUSEANTANFUNUS Sen 9 US

#Us | GDPCR | AGGNP | NPCR | CONS EXP IMP GSP PBD EXC INT

AGGNP .194

NPCR | .367** 219

CONS -.102 165%* .007

EXP -115 760** | -.033 981%

IMP -.100 627 .003 957 | 9697

GSP -.065 160** .016 984%* | 977 | 937%

PBD -.105 Jqa2ex 1 -017 975% | 952%% | .895%* | 9T75**

EXC 30 | -572% 1 076 | -.809%* | -.809** | -861%F | - 775%* | -708**

INT -022 | -.606** | -055 | -756%* | - 731** | -704%* | 731 | -736%* | 571

UNEM -149 | -.675% | -105 | -763%* | -784** | -828%* | - 730** | -.671%F | 760** | .718%*
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M19°99 4 ArduUszAnSanduussEndnsiuUsuansusuleRaulsaauay

fiaus GDPCR AGGNP NPCR PBD EXC INT
AGGNP 194
NPCR 367 219
PBD -.105 42% -017
EXC 130 -572% .076 - 708**
INT -.022 -.606** -.055 - 736 ST
UNEM -.149 -675%* -.105 -671%* 1607 118%

2. MIAATIENAIUAAABELTINY (Multiple Regression Analysis)
mseludilldtmunduuuililunmsimszideyauendu 2 fuuu fil

1. Fauuud 1 (H)
GDPCRq+l: [30+81 AGGNP q+B2 PBD q+[33 EXC q+B4 INT q+[35 UNEM OI+e

9nA5197 5 wuirilsavssalulasinatiagtu (AGGNP) anansaesuesudsmufe shsinsiasuntag
yosrdnfurinasnlulssmdlulasadall (GDPCR) l6¥osas 21.40 uazidlefiarsananuduiussewinafuys
dasyiumuusnuiisedulivddn 0.01 vieisedumnudediuifesay 99 wui ilsavdrululasunaiiogdu
fiauduiuslufianiaferfusgaditedfynadddusnsmnisisuwlaeindnsusiuiasululssna
Tulssunadnld nedlsanisnlulasnatagiuiisdud seavsanduiusvindy 0.463 wagdanadn (tvalue)
Wity 2.881 waned mnuTEnTaansdeulunaavdnminduisUsemdlnediilsansralulasnadogiufuty
wgdenalidnsnisudsuutasuosninduinaululssmavosUssmalvelulasiadaluifiug ususy
fadudsouiusunignu H, il

o w

& o | v @ & A o A o Ay &
UDNAINNUSINUINNTEAUUYEIAEY 0.05 NIDNTLAUAIUBUUNTDEAY 95 Mumﬁﬁmﬂﬂmmﬁa@m

o

P [

wagdnsnsIneululasinatdagiuiienuduiuslufiammsiudivegaideddyneadfdudnsnswieunda
vaanandudiaswlulssmelulasunadaly Tuvaueidasuanidsulasnislulasunadagduiinnuduius
Tuiirnafeniuegrsiteddgmsadftusnsinsivasuslawemdndurnanululsswalulasuadaly
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M19°99 5 HAN1SNARUAMNANNUSTZNINMLsgnETinvasusEmaanzileulunatananning uislszmealneg
TulasinathgiuiudasmadsunUaswaskandueinanululssmavaswsamdlnglulasinadaly

faus Coefficient t-value p-value
(Constant) 0.000 -1.280 0.204
AGGNP 0.463 2.881 0.005**
PBD -0.445 -2.250 0.027*
EXC 0.429 2.484 0.015%
INT 0.035 0.206 0.837
UNEM -0.486 -2.513 0.014*
Adjusted R Square 0.214
Std. Error 3.2422
F-statistic 5.302
Prob. (F-statistic) 0.000

o w aaa

mnews): ¥ Amdussdnsanduiusiiduddgymnsatianseeiu 0.05

1 U a Q( U U L3 U o QJU aa U
** anduUseansandunusivedfun1sananseau 0.01

>

2. fauuuil 2 (H )

GDPCR+—[3+B NPCR +8, PBD +f3, EXC +B, INT + UNEM -+e

NN 6 wmwamwmsL'tJasJuLLiJaqsuaaﬂﬂsawﬁiaﬂu"lmma{]ﬁ]ﬁmu (NPCR) mmmaﬁmamwimma
Snnsdsunlamessdndusiiarululssmalulasinadaly (GDPCR) 16¥orar 20.30 waziilofansmn
AuduRussEnineiuUsdase fududsmuiiseduifedidny 0.01 viefiseiuanudesiuiieosar 99 wuin
danmadsuntasesiilsavivululasinatiogiuiinnudiiuslufiamafeiuegildoddgmeadatudn
nsasuiawesndndusinaralulssmdlulpsinadaly lnsdasnsdsuwlawesiilsanisalulasng
HaquuiirdudsyavSanduiusiiniu 0.278 wagiirnadi (tvalue) Wiy 2.668 Lansd1 ynuEmiiannsidou
Iummwé’ﬂw%’wémwivLwﬂl‘msJﬁé’mwmquﬁlauLLanENﬁ’ﬂﬁa‘m%sauiuimmai‘]wﬁw,ﬁwﬁu QzamaliegnsInIg
WasuuwawessdnsusiunarslulssmavesUssmelnelulasinadalufisusuiu druiweniuauutigiu H,
fAfals

uenanidmuiisyRuleddey 0.05 wiefissdumuifetuiisesas 95 Savuanisulnendslulasina
Hagtudmnuduiudluianafeafueeiifvddymiaditusnsmadsundanesdndusinasalulssine
Tulssuadaly Tuvazfisnsnsismilulasnatagtuianuduiusluismmnssfudiimegideddymieada
fusasinsdsuudawewdnsuinasululsenelulasing duniasisaslifauduiusiusnm
mMswasuulasvesdndaeianlulssmalulasuaesaidoddy
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A15199 6 HANIINATIUANFUNUSILNIN98NTIN1TUABULYAIVRINTlsgNT TNV IUTEINIANL T8
lunanavannindunsussinalnelulasuadagiuivndaduaulasiuludszmavasdszmalng

Tulasunadaly
fiands Coefficient t-value p-value
(Constant) 0.000 -1.053 0.296
AGGNP 0.278 2.668 0.009**
PBD -0.158 -0.913 0.364
EXC 0.394 2.233 0.029*
INT 0.059 0.351 0.727
UNEM -0.568 -3.032 0.003**
Adjusted R Square 0.203
Std. Error 3.2657
F-statistic 5.013
Prob. (F-statistic) 0.001

WBWAR: * AFUUTEAND

o £ ° aaa
** pduUsyavdandunusitdAyneadainszau 0.01

Y}
=~
=
=
o,
)}
=
o]
)
2
=
)
Lo
=N
)
=)
=D
al
ee
e =¢
o
o
(6

aAUsuNa

N3350 Anuduiussznineiilsnadydvesuidnanzifoulunainndnninduiauszmelneg
fuwAnsarinanylulssmaresyssmalneansnsoofusenaldded

flsavdslulasnatiogiuiinuduiuslufiemadiorfuiudnsnsiasundase swansusinasi
TuussimavesUszmelnelulasunadnly Insaenndesiunuisoes Atmini and Sumiyana (2017) iwuin mlsams
mumestmanmzdoulunaandnninddarudiiudianiundniasinasalulssme uagdnsnaudsunlas
yosilsgslulpsinatagtuiauduiuluiamaferiufudnnmavasuulamemwdndarinasalulssme
vosusznalvglulasunadnly aonrdesiuauideves Konchitchki and Patatoukas (2014), Zhang and Fargher
(2021) war Son and Jeong (2022) finuin msiulavesilsneadadsuvesussniavzileulunaandnning
Hushustddsennliunmaiviavessdnfusnaslulsemdluewan Snuansiessindesauigiu
amnsaeyanuledn mnuieniiaengidoulunaiandnninduisUszmalnefinanisduiiuaunisiinnises
sanssuiunululasnatlagsuiiity swdmalivansurinenululsmavsssemdlnelulasnadaluiifens
Fnduduiy esnusdniieanvifeulunarnndnninduiadssmalneiodiniiaudfanseisnsna
sia'awuLﬂwgﬁﬂmzﬁuwmmawszLmlmﬁqsluﬁaéhuﬂ‘ﬁwmqmmwafmmmmmﬂizLﬂwqiﬁau,aﬂuﬁa
sudnvesvhildvesgsiusazUssamiinseunauszuuirsugiadulngvessemealne Ssansdidunuidusarils
v3ouavuvesTEninanzideulunainndnninduisemelneduasioulddsnafindunioanasweszdu
MsvuduvesnsTuaRuAnTEayarAuR AL UINNT nanauszAuNsliIsvesaadiusing o MilussAuszney
vosiwitinsruuasusRvssiummavesUsemalvefondnfarianlulse
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Tudmvesiuvsmuny wui Sasuandsulasiadelulasinatagtuianuduiuslufiamadeady
fusamnmsasunwlamemdndusinasululsemelulasinadaly denrdostunanisideves Muiprom (2011)
wananiFamut Shmnsinelulasinadagtuiiauduiusluianmsstudufudasmnisdeunag
voswdnsusinanululsemdlulasnadaly Tnsaenedosiunan1sideves Punchai (2010) uwagwiansisasy
Tulpsinatagtufirnudiiuslufiamanssuiuiusnsnsiasuamessdndusiunasslulsemelulasng
fold Beldaenndosfunansiseves Alemsopa (2005) finutn nilansnsasiiiutuasdanalinanfosiuaasy
Tutssimaistuguiy oghdlsfnunanismageudinsaanndostu Nimanussomkul et al. (2013) finudwiasisoe
finansgnuidsaudesanmaivlavomandusinasululssna dusudsmuaud ldud shrnendelaeinde
Tulpsunathigtu Wifanuduiudfusamnsasuawemdndarinanlulssmdulasinadaly

1'%

FJoAUNULELTBLEUBLULAINATTIVY

mlsmadafuasdnnisidsusdaswesiilsmedydvesussnaane Seulunanavdnnindussymalng
Tulpsunalagiuiieuduiiusidsuindundadusitaslulssimavessemalnglulasuadaly wanslmiui
ANENTatUNITANANSalTANsEnLAsEERalusEAuLnAresUsTnalveldann1sieszinan s L
yosusenaavzleulunatandnnindunaUsewmelneg

i dhamu viediieates aunsmhteyaiilsmsdyTveswitnasmzdoulunanandnning
wisUszinalngangrudeyavesnatandnninduisszmalnefiannsadideldegaiuiinazifudagoy
ullunsinsesd mansaiienisunliy Ussduanmasssialuseiuunnievesdsemalngld iilen1sdndula
Tumsasyu MsNauuny viemsimuaulsusuuImasig q vesesinsvieritieides eviivu dhasplideya
Mlsmatydiiensdnduleasmunelulsmavielndouneiuamuszninasema vienagsialidoyarils
ety Tlunsussiusarannisaingiasegialasruiiionsausuuagdmumilevisduieg wu ulsuie
Frunsnann ulswnednunisasmu eviedunsudn idudu uennndtinlienehisssgmansanunsolideyarils
matnyTvesiitnannedeulunaandnnindwisemdlnglunmsfinsanwarinszitedefiiasowuiufiana
YDIANTNLATHFATUTEAULNNAVDIUTTINA

fosriauaztoiauauurlun1sidunsoly

1. meifondsifadulssaninisdnaulonyguiuiueduds (Adjusted R Square) fideudistios
aitadenTermuusou 4 Mduteyametnduesuiimanmadolunaavdnninduisssmdlneiionvdsmanszny
senansasiinasululssmavesUssmalnedfidefldhumaaoutazinnsan wu nslidddgluFos
?&Lnﬂéjﬁm 93 WarssIu1Auta (Environment, Social, Governance: ESG) ¥84A9n15 ﬁdﬁ?umﬂﬁmmimmﬁﬂ
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Abstract

The purposes of this research were to examine: the indirect effect of accounting information
quality on the corporate success through decision-making efficiency and total quality management, and the
direct effect of accounting information quality on decision-making efficiency and total quality management
of automobile manufacturing and exporting companies. A total of 310 management level of automobile
manufacturing and export companies were chosen and gathered as the sample in the study.

The results of the Ordinary Least Squares (OLS) regression revealed that accounting information
quality, which composed of on time, relevant decision making, and faithful representation aspects,
were positively related to companies’ decision-making efficiency and company achievement. In addition,
the accounting information quality aspect and the relevant and faithful representation in a simple format
aspect were positively related to total quality management and company achievement. The result of the
study can be the guideline for management level of automobile manufacturing and export companies for
initiating decision-making efficiency and total quality management skills. Moreover, management level of
automobile manufacturing and export companies should pay attention to the on time aspect; and the
relevant and faithful representation in a simple and understandable format aspect, which play a major
role of being positive related to total quality management and company achievement of automobile

manufacturing and export companies.

Keywords: Accounting Information Quality, Decision-Making,

Total Quality Management, Success of Companies
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Introduction

Exports are crucial for a country's economic success. Thailand has an economy based on exports,
and its economic policy emphasizes creating competitive advantages and strengthening the business sector,
both of which are beneficial to the country’s economic and social development. Furthermore, Thailand's
recent economic expansion has relied on growth in the export sector as its main driving force. In 2018,
Thailand's exports accounted for 77.28% of its gross domestic product (GDP) (Ministry of Commerce, 2019).
Thailand's top ten export products for 2020 have automobiles listed as the most popular export item,
and exports are expected to rise by May 2021 (The Federation of Thai Industries, Corporate Communications
Department. (2021)). However, two risks must be addressed when exporting: (1) COVID-19 outbreaks in
Thailand's trading partners, where uncertainty remains, and (2) the shortage of electronic chips from the
world's major manufacturing plants, where the situation remains unresolved, which may affect chip allocation
planning for factories all over the world (Kasikorn Research Center, 2021). Therefore, Thailand needs to
accelerate the development of zero-emission vehicle (ZEV) technology in the future, as Thai automobile
exports in the same key market may face increased competition from other manufacturers, including steps
that will stifle exports, which are expected to grow.

For management to be effective and create a competitive advantage in the automotive export
market in such a fierce and fast competitive environment, the situation depends on several factors.
Starting with administration alone may not be sufficient. On the other hand, executives must be responsible
for making excellent decisions and managing duties (Ditkaew, 2015). An important factor in complete and
comprehensive management is accounting information for management because the account works in
concert with business activities to demonstrate the company's progress and growth. Managerial accounting
information is useful for business executives and staff to plan, resulate, and make correct, appropriate,
and timely decisions to meet the organization's highest goals (Ditkaew, 2015). In 2015, the Federation of Accounting
Professions published a conceptual framework for financial reporting that focused on the qualitative
features of useful financial data. The information must be provided with four extra qualitative features in
addition to the basic qualitative characteristics of relevance to decision-making and faithful representation.
These four complementary qualitative features improve the utility of information supplied to managers in
making informed planning and control decisions (Federation of Accounting Professions, 2013), conform to
sound management principles, and support the present business operation, which has evolved from the
traditional business.

Furthermore, accounting data are used in production by combining production cost data produced
from estimates or predicting sales with import production forecasts and informing them of the raw materials
that must be ordered. To determine the selling price, we add together the costs of raw materials, direct labor,
and manufacturing overhead. As a result, the importance of accounting information quality presentation
for management reasons is recognized in this study. This is because the way administrative accounting
data are presented varies depending on the demands of the information user, type of firm, and executives'
objectives and visions. Considering that the executives of each department are not directly in charge of
accounting, accounting information has not been adequately exploited for the benefit of management.

Alas, a management that does not follow the policy nor accomplish the organization's goals may be ineffective.
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This study aims to determine whether the quality of accounting information impacts decision-making
efficiency and total quality management to help automobile manufacturing and exporting companies succeed.
Therefore, this research investigates the consequences of accounting information quality, specifically how it
affects decision-making efficiency and total quality management when organizations encounter a situation

such as a pandemic.

Research Objectives:

1. To test the effect of the accounting information quality on the decision-making efficiency of
automobile manufacturing and exporting companies.

2. To test the effect of decision-making efficiency on the success of automobile manufacturing and
exporting companies.

3. To test the effect of the accounting information quality on the Total Quality Management of
automobile manufacturing and exporting companies.

4. To test the effect of Total Quality Management on the success of automobile manufacturing and

exporting companies.

Research Questions:

1. How does the accounting information quality affect the decision-making efficiency of automobile
manufacturing and exporting companies?

2. How does decision-making efficiency affect the success of automobile manufacturing and exporting
companies?

3. How does the accounting information quality affect the Total Quality Management of automobile
manufacturing and exporting companies?

4. How does Total Quality Management affect the success of automobile manufacturing and

exporting companies?

Literature Review
Resource-based View (RBV) Theory

The resource-based view of a firm explains how businesses are interested in internal resources.
For organizations to achieve a competitive edge during business operations, resources should be considered.
This edge should be developed and planned based on the available resources to compete in cost with the
product, be different from competitors, and adapt to changes in the surrounding environment. According
to Barney (1991), the term "resources" relates to an organization's assets, capabilities, work procedures,
firm attributes, information, and knowledge. The RBV must have an important factor in the capacity and
resources of the organization, which is unique; unity and assets are hard to find. To achieve a competitive
advantage, one must have a high sense of self-worth that is difficult to mimic or substitute. The RBV of the
firm is a conceptual framework (Figure 1) for examining the qualitative aspects of the accounting data used
in this study. This framework is considered the idea of knowledge resources that can help people make
better business management decisions in the twenty-first century, thereby advancing manufacturing and
contributing to the company's success.
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Accounting Information Quality and Consequences

Businesses must remodel their organization and management style in the increasingly competitive
economic climate of firms that developed during the COVID-19 outbreak. Operational strategies must rely
on executives' capacity to effectively conduct management functions. Based on the necessity and rationale
for needing accounting information for management, accounting information is divided into two categories:
financial and management accounting information. Executives who obtain accounting data will be able to
use these data to make decisions that will help them manage their businesses more effectively, thereby
giving them a competitive advantage (Ditkaew, 2019). Florin-Constantin (2013) stated that accounting data
aid decision-making. Accounting information is used in various ways, but the need for high-quality accounting
data can be considered in economic decision-making. For this research, we use the conceptual framework
project summary on the criteria of useful financial data, which are basic qualitative features of the information
that must be conveyed, such as faithful representation and relevance to decision-making.

There are four additional qualitative factors to consider: comparability, verifiability, timeliness,
and understandability (Federation of Accounting Professions, 2013). For efficient decision-making in the
three areas, the qualitative qualities of the accounting information indicated above must be conveyed to
management. First, the primary function of planning is to determine the objectives and alternatives for
guidance. Both short- and long-term goals can be achieved through the budgeting process. The budget
process will aid in the creation of a quantitative work plan to develop a strategy and serve as the foundation
for all subsequent actions in primary functions (Ditkaew, 2015; Suriyasarn, 2016). Second, for directing,
it is the responsibility of management to issue orders to fulfill the objectives set forth; thus, there must
be a strategy and method of ordering in place to ensure that each party's responsibilities are carried out
smoothly. In addition, management must inspire employees to work together to achieve a common goal
and make choices to attain the utmost efficiency in achieving the organization's goals (Ditkaew, 2022). Third,
for control, the management's responsibility is to guarantee that the activities are carried out according
to the plan. By establishing a performance standard and comparing the actual performance report to the
established work plan, the efficiency of the operation can be determined to ascertain how effectively the
plan has met its objectives and decide if there are any flaws that need to be addressed (Ditkaew, 2015;
Lebedev, 2015). Thus, this process leads to the following hypothesis:

Hypothesis 1a: An organization with greater relevant accounting information quality, the higher level of

decision-making efficiency.

Hypothesis 1b: An organization with greater accounting information quality that provides faithful representation,
the higher level of decision-making efficiency.

Hypothesis 1c: An organization with greater accounting information quality that provides comparability,
the higher level of decision-making efficiency.

Hypothesis 1d: An organization with greater verifiable accounting information quality, the higher level of
decision-making efficiency.

Hypothesis 1e: An organization with more timely accounting information quality, the higher level of
decision-making efficiency.

Hypothesis 1f: An organization with greater accounting information quality that has a simple format,
the higher level of decision-making efficiency.

Hypothesis 2a: An organization with greater accounting information quality that is relevant, the higher
level of TOM.

21SASIVINSUSHISSSA? 47

aunauantugauAnsIenvuwissumdlng
Tuwsesgudud sufawszmwiausvgan seraususunan’

Uil 11 @i 2 Uszdifiou nangrau - Sunau 2565



Hypothesis 2b: An organization with more faithfully represented accounting information quality, the higher
level of TOM.

Hypothesis 2c: An organization with greater comparable accounting information quality, the higher level
of TOM.

Hypothesis 2d: An organization with greater verifiable accounting information quality, the higher level of TOM.

Hypothesis 2e: An organization with more timely accounting information quality, the higher level of TOM.

Hypothesis 2f: An organization with greater accounting information quality that has a simple format,
the higher level of TOM.

Decision-Making Efficiency and Success of Companies

Decision-making is the process of choosing one of the alternatives. The executive role is essential
to an oreganization's business operations. Therefore, having good information and tools with access to
data collection and analysis will help managers consider alternatives accurately and quickly and resolve
problems effectively, making the most appropriate decisions. Moreover, decision-making in the modern
economic system that all businesses face is an immense challenge for executives. As a result, it is more
difficult to stay in business and achieve its objectives. Many aspects are involved in a business's ability to
succeed in the face of such challenges and to have a professional network. Work systems must also have
international standards as vital infrastructure to assist firms in gaining long-term advantages with strong
partners (Ditkaew, 2019). It is a thriving business that conducts performance measurements by utilizing
high-quality accounting information to aid in planning, control, ordering, decision-making, and cost control.
Performance evaluations will assist us in comprehending the existing status of the company while helping
it acquire a long-term competitive advantage (Ditkaew & Jersittiprasert, 2021). In this case, more information
is available, along with management accounting information. The more decisions the manager makes,
the more accurate the decision is. In this case, the more accurate the planning, the better the management's
performance. Basically, the management’s performance is influenced by the nature of the management
accounting system data (Hardika et al.,, 2021).

In addition, Putri (2018) indicates that managers' decisions have a significant impact on organizational
performance and success. Efficiency and effectiveness ultimately have a positive effect on a company's
bottom line. Putri (2018) shows that decision-making success influences financial and non-financial performance.
A company’s performance is a view of its overall status over a period of time, as the company's operating
activities influence its achievements in the use of its resources (Dyahrini et al., 2021). A company's performance
is determined by the management of processes or operational activities that require everyone in the organization
to do their jobs to the best of their abilities. To produce high-quality work, performance must meet the goals
set out with efficiency and full capacity. The success of the company in this investigation was determined
by (1) goal accomplishment, (2) resource management, (3) internal processes and operations,
and (4) customer satisfaction. All four aspects provide useful information and instructions that demonstrate
the necessity of implementing business growth. By examining each aspect of flaws or weakness, it is implied
that the problem analysis model is the source of the problem determination, that is, what occurred or did
not occur in accordance with the objectives. Once the problem has been recognized, operational goals
or procedures may proceed with the troubleshooting process to further improve the firm. Thus, this study
proposes the following research hypothesis:

Hypothesis 3:  An organization with decision-making efficiency will achieve company success.
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Total Quality Management (TQM) and Success of Companies

Every firm should place a premium on its quality. Quality contributes to the creation and maintenance
of a competitive edge. Total quality management (TQM) is a concept and method for leading a company
to excellence and is a management style that prioritizes service quality while adhering to a user-centered
approach. Furthermore, by employing scientific concepts, a concern about the impact on quality arises;
the organization has the personnel, teamwork, continuous improvement, and employee training attached
to it, all of which allow employees to work independently. Its unifying goal is to encourage operators to
participate and enable them to work independently (Goetsch & Davis, 1994).

Additionally, Macdonald (1993) stated that total quality management is a change agent with the aim
of motivating people to work systematically. Thus, total quality management is a management approach
that focuses on the organization's total efficiency to consistently meet customer expectations in terms
of product or service quality through a process that stresses that everyone is engaged in the company,
based on the three fundamental principles of quality orientation, process improvement, and total involvement.
It can be seen that TQM is customer-centric; hence, companies often use it to improve operational
efficiency (Hardika et al., 2021). Sunarni (2013) researched the impact of TOM on management performance
in an organization and found that the application of TOM has a significant positive effect on management

performance in leading organizations toward success. This leads us to the following hypothesis:

Hypothesis 4:  An organization with greater TOM will achieve company success.

Decision-making Efficiency
. . . « Planning
Accounting Information Quality |15+t 3
« Directing
* Relevant , Company Success
. , « Controlling
« Faithful Representation « Goal Accomplishment
« Comparability » Resource Management

« erifiable « Internal Process and

« Timel .
Umr:je y ] . \ Total Quality Management / Operation

. tandi ' . . .
naerstanding or >impte « Quality-oriented Customer Satisfaction

Format H2a-H2f . Ha
« Continuous Improvement

* Involvement

Figure 1: Conceptual Model

The population used in this study consisted of 1,500 automobile manufacturing and exporting companies
(Ministry Commerce, Information Technology and Communication Center, 2021). The key informants were
executives, directors or managers of automobile manufacturing and exporting companies, which were
asked to select 1 person per company. Thus, 1,500 directors or managers of automobile manufacturing
and exporting companies are appropriate samples of this study because they can offer different contributions
and implications to the existing managerial accounting literature. Regarding the questionnaire mailing,
310 responses were received. The effective response rate was approximately 20.67%. The response rate
for a mail survey, with an appropriate follow-up procedure, if greater than 20%, is considered acceptable
according to Aaker et al. (2001).
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Measures

We used a questionnaire tool to the collect data. The general format of a questionnaire provides
important data quality for presenting findings, which is essential to confidence levels. The current research
collected data using a questionnaire that was established from constructs of the conceptual framework
and then operationalized to variables that could be observed in the reality of each construct. A construct
can be divided into various dimensions that are measured by multiple items adopted and adapted and
identified by items to measure the construct appropriately. All constructs were measured using a five-point
Likert scale ranging from 1 = strongly disagree to 5 = strongly agree. To obtain accounting information quality
that was relevant, four scales were developed to measure how characteristics of the company's information
are related to decision-making. For accounting information quality that was a faithful representation, five
scales were developed to measure information that is free of bias and is presented correctly and reliably.
For accounting information quality that demonstrates comparability, three scales were developed to measure
information characteristics that can be compared over time or against other companies. For accounting
information quality that was verifiable, three scales were developed to measure data qualities and sources
that could be verified. For accounting information quality that is timely, four scales were developed to
measure the attributes of timely information to make decisions and immediately apply them. For accounting
information quality in a simple format, four scales were developed to measure the characteristics of
relevant information supplied in a readily understandable format based on the context. To measure the
decision-making efficiency of planning, five scales were developed to measure decision making during the
planning process and to assess the plan. For decision-making efficiency of directing, four scales were developed
to measure ordering assignment tasks to employees, as well as ordering efficiency. For controlling
decision-making efficiency, five scales were developed to measure how forecasting, and budsget control was
aided by historical data analysis. For total quality management (TQM), eight items were developed to measure
continuous improvement, quality-oriented resources, and total involvement. To measure companies’
success, eighteen scales were developed, namely, four scales to measure customer satisfaction, five scales
to measure internal process and operation, four scales to measure resource management, and five scales to
measure goal accomplishment. The conceptual model in this research contained several important controls.
Control variables were treated as background characteristics of a firm that might potentially influence either
accounting information quality, the success of companies, or both. The control variables were firm size, firm
age, and firm capital. Firm size indicated the scale of a firm, which might be positively correlated with the
accounting information quality and success of companies, while firms of different sizes might be affected
by government regulations. Furthermore, firm age indicated that older organizations might be restricted
by earlier investment in information, and such firms probably employ older and less-skilled employees.
In addition, differences in firm capital due to differences in large and small capital may affect the quality
of accounting information. Firm size was measured as the number of employees in the firm averaged over
the current year. Firm age was measured as the number of years since the automobile manufacturer was
founded. Firm capital was measured by the money or assets used as investment operations within the

organizations.
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Method

The validity of the item-objective congruence index (I0OC) demonstrated that the research tools
were appropriate for measuring the objectives (Polit & Beck, 2012). The scale of I0C from three experts
was reviewed and had a value ranking of 0.67-1.00 (greater than 0.5). This shows that the questionnaire
was consistent, correct, relevant, clear, comprehensive, complete, and language-appropriate. Additionally,
to verify the validity and reliability of the research instrument, a factor analysis technique was used to
reduce a large number of variables to fewer factors. Factor loadings had values between 0.504 and 0.977,
greater than the 0.5 cutoff; thus, they were statistically significant (Hair et al., 2012).

Furthermore, the reliability of the questionnaire as a good-quality instrument was based on pilot
tests conducted on 30 automobile manufacturing and export companies that were not included in the final
sample, which used Cronbach’s alpha (Cronbach,1990) to revise the questionnaire to ensure its reliability. In
this research, the scale reliability and Cronbach’s alpha coefficients of all variables in pretesting had a value
ranging from 0.926-0.961, which was greater than 0.7 (Hair et al., 2012). The scales of all measures appeared
to produce internally consistent results; thus, they were deemed appropriate for further analysis. Table 1

presents the results of factor loading and Cronbach’s alpha for the multi-item scales used in this study.

Table 1: Results of Measure Validation

Constructs Factor Loadings Alpha AEV
Accounting Information Quality (AIQ) .660-.866 961 774
Decision-making Efficiency (DE) .506-.948 .939 .708
Total Quality Management (TQM) 524-977 926 696
Companies’ Success (SSC) .504-.948 946 717

Table 2: Convergent and Discrimination Validity

Constructs AlQ DE TQM SSC
Accounting Information Quality (AIQ) .880

Decision-making Efficiency (DE) 429 .841

Total Quality Management (TQM) 367 752 .834

Companies’ Success (SSC) 441 773 701 .847
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After the data were collected, descriptive statistics were used to present the exploratory findings,
such as mean, standard deviation, and correlation matrix. The conceptual model was analyzed using regression
analysis to analyze the relationship between the dependent and independent variables. Ordinary least
squares (OLS) regression analysis was used to test the hypotheses. A number of equations were formulated
to examine all the relationships related to the hypotheses on each sub model. All these equations were
based on the regression analysis statistical method formulated as follows:

The investigation relationship between accounting information quality and decision-making efficiency
was formulated in Equation 1 to conclude Hypotheses 1a-1f as follows:

Equation 1:

DE = /301 + /BZRE + /BZFR+ /33CP+ /34VE+ /35TM+ /355F+ /37F5+ /BSFA+ /39FC +e

The investigation relationship between accounting information quality and total quality management
is formulated in Equation 2 to conclude Hypotheses 2a-2f as follows:

Equation 2:

TOM =8+ 8 RE + 8 FR+ [ CP+[8 VE+ [ TM+[8 SF+[8 FS+[8 FA+[8 FC+e

The investigation relationship between the decision-making efficiency and success of companies is
formulated in Equation 3 to conclude Hypotheses3 as follows:

Equation 3:

SSC = /303 + 3, DE + [)’ZOFS+ B, A+, FC+e

The investigation relationship between total quality management and the success of companies is
formulated in Equation 4 to conclude Hypothesis 4 as follows:

Equation 4:

S5C = /5’04+ /BZBTQM + /324F5+ /325FA+ /326FC +e

where RE is accounting information quality that is relevant, FR is accounting information quality that
is a faithful representation, CP is accounting information quality that has comparability, VE is accounting
information quality that is verifiable, TM is accounting information quality that is timely, SF is accounting
information quality that has a simple format, DE is the decision-making efficiency, TQM is the total quality
management, and SSC is the company’s success. The control variables are FS (firm size), FA (firm age),
and FC (firm capital).

Result and Discussion
Table 3 presents the descriptive statistics and the correlation matrix for all the variables.
Multicollinearity is a situation where two or more predictors are highly linearly related.
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Table 3: Descriptive Statistics and Correlation Matrix

Variables AlQ DE TQM SSC
Mean 4.30 4.29 4.19 4.26
Standard Deviation 0.50 0.49 0.53 0.45

Accounting Information Quality (AIQ)

Decision-making Efficiency (DE) 197
Total Quality Management (TQM) -.293%* 740%*
Companies’ Success (SSC) 197 66T7** .693%*

** Correlation is significant at the .01 level.

In general, an absolute correlation coefficient of >0.8 among two or more predictors indicates the presence
of multicollinearity (Hair et al., 2010). The correlations ranged between 0.197 and 0.74 at a p-value = 0.01
significance level, which means that the possible relationships of the variables in the conceptual model
could be tested. Therefore, no substantial multicollinearity problems were encountered in this study.

Table 4 presents the results of the ordinary least squares (OLS) regression analysis of the effect
of accounting information quality with certain dimensions, namely relevance, faithful representation,
comparability, verifiability, timeliness, and a simple format on decision-making efficiency. The results show
that the variables of relevance, faithful representation, and timeliness have a significant positive effect on
decision-making efficiency (Model 1: 31=0.084, p<.05, 32=0.184, p<.05, 35=1.041, p<.01). Thus, Hypotheses

13, 1b, and le were supported.
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Table 4: Results of Regression Analysis for Test Hypotheses Hla-H1f and H3

Independent Variables Dependent Variables
DE SSC
Accounting Information Quality (AIQ)
Relevant .0847*
(.041)
Faithful Representation .184**
(.084)
Comparability -.030
(.067)
Verifiable -.030
(.077)
Timely 1.041%*
(.089)
Simple Format 1.062
(.103)
Decision-making Efficiency (DE) 452%x*
(.033)
Firm Size (FS) 146 140
(.091) (.088)
Firm Age (FA) -.061 -.120
(.086) (.084)
Firm Capital (FO) -.106 -.093
(.085) (.083)
Adjusted R 879 974
SEE 347 163

Sig. of F =.000, **p<.05, ***p<.01
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As a result, accounting information quality that is relevant, faithful, and timely is constructed as a
tool for decision-making efficiency in all three dimensions of companies. Consequently, executive managers
receive valuable accounting information in accordance with the conceptual framework project summary to
convey data on essential qualitative features such as decision-making relevance and faithful representation
(Federation of Accounting Professions, 2013). The issue of timeliness must be addressed as a qualitative
factor because firms confronted with changes in the market environment, unforeseen circumstances,
and high competition need to be informed swiftly and in time to make decisions. According to Florin-Constantin
(2013), accounting information assists in decision-making. Accounting information is used in various ways,
but the need for high-quality accounting data can be considered in economic decision-making (Vardon et
al,, 2018). Therefore, it is essential to recognize that data need to be more accurate and that there are
aspects of quality, such as relevance, timeliness, accessibility, coherence, faithful representation of the
budget process, set objectives, and alternatives for both short- and long-term guidelines. Decision-making
includes orders to guarantee that each department's responsibilities are met and that operations are carried
out as planned (Ditkaew, 2015; Suriyasarn, 2016). However, the quality of accounting information in terms
of comparability, verifiability, and simplicity has no bearing on decision making because the quality of
accounting information in terms of reliability and faithfulness is based on the qualitative characteristics
of useful financial information that must be presented in accordance with the federation of accounting
professionals’ conceptual framework. Additionally, there is a matter of the quality of the information added
for decision-making efficiency, namely, the timeliness aspect.

Moreover, the results show that decision-making efficiency has dimensions, namely, planning,
directing, and controlling, which have a significant positive influence on companies’ success. Thus, the H3
hypothesis test results are supported (Model 3: 319=0.452, p<.01). Accordingly, Ditkaew & Jersittiprasert
(2021) indicate that quality accounting information will assist in understanding the present status of firms
and ensuring long-term performance by contributing to planning, managing, directing, decision-making,
and cost management. This is in accordance with Dahal’s (2019) research, which depicted accounting
data's role in the twenty-first century as an information age and knowledge-driven economy that generates
competitive advantages. As a result, in a market environment with unforeseen circumstances and competition,
a strategic understanding of the decision-making process will aid businesses in achieving their goals.
In other words, having solid accounting data for corporate decision-making, whether it is assessing strategy,

budgeting, or performance reviews, contributes to the organization's successful performance (Hasan, 2017).

215aASIVINSUSHISSSA? BB

aunauantugauAnsIenvuwissumdlng
Tuwsesgudud sufawszmwiausvgan seraususunan’

Uil 11 @i 2 Uszdifiou nangrau - Sunau 2565



Table 5: Result of Regression Analysis for test hypotheses H2a-H2f and H4

Independent Variables Dependent Variables

TQM SSC

Accounting Information Quality (AIQ)

Relevant 161%
(.083)
Faithful Representation 407
(.177)
Comparability -.330
(.068)
Verifiable 234
(.154)
Timely 241
(.079)
Simple Format 148***
(.207)
Total Quality Management (TQM) .894%*
(.025)
Firm Size (FS) -.142 .073
(.094) (.090)
Firm Age (FA) 148 -.104
(.089) (.092)
Firm Capital (FO) -.101 -.110
(.091) (.090)
Adjusted R 517 809
SEE .689 437

Sig. of F =.000, *p<.10, **p<.05, ***p<.01
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Table 5 presents the results of the ordinary least squares regression analysis of the effect of
accounting information quality, which has the dimensions of relevance, faithful representation, comparability,
verifiability, timeliness, and a simple format, on total quality management. The results show that relevance,
faithful representation, and simple format have a significant positive effect on total quality management;
thus, the H2a, H2b, and H2f hypothesis test results are supported (Model 2: 310=0.161, p<.10, $11= 0.407,
p<.05, 315=0.748, p<.01). It can be observed that having qualitative data based on the idea of relevant
and faithful representation, complemented with qualitative data in a simple format, improves total quality
management. The results show that accounting information quality, namely a simple format that presents
information in an easily understandable manner, benefits every employee who must strive to improve to
provide the finest products and services. Accounting data have two key qualities: relevance and faithful
depiction. This is in keeping with the Federation of Accounting Professions’ (2013) guidelines, and the
quality of the additional data, which are in a simple format, will have an impact on TQM. This outcome
adheres to the principle that TOM is a subjective term for which each person has his/her own definition.
In technical usage, quality can have two meanings: (1) the characteristics of a product or service that impact
its ability to satisfy stated or implied needs, and (2) a product or service that is free of deficiencies
(Kano, 1996; Krtiger, 2001).

Table 6: Result Summary of Hypotheses Testing

Hypothesis ltems Standardized S.E. p Hypothesis
Estimate (R) Result
Hla AlQ (Relevant) — DE .084 .041 *x Accepted
Hilb AIQ (Faithful Representation) — DE 184 .084 *x Accepted
Hic AlQ (Comparability) — DE -.030 .067 - Rejected
H1d AIQ (Verifiable) — DE -.030 077 - Rejected
Hle AIQ (Timely) — DE 1.041 .089 ox Accepted
H1F AIQ (Simple Format) — DE 1.062 .103 - Rejected
H2a AlQ (Relevant) — TQM 161 .083 * Accepted
H2b AlQ (Faithful Representation) — TQM 407 77 *x Accepted
H2c AlQ (Comparability) —TQOM -.330 .068 - Rejected
H2d AlQ (Verifiable) — TQM 234 154 - Rejected
H2e AlQ (Timely) —TQOM 241 .079 - Rejected
H2f AlQ (Simple Format) — TQM 748 207 xxX Accepted
H3 DE —SSC .0452 .033 rx Accepted
Ha TQM —SSC .894 .025 xx Accepted

Note: *, ** and *** refer to the significant level as of .10, .05 and .01, respectively
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Furthermore, high-quality data based on the principles of relevance to decision-making and fair
representation can aid in the development of problem-solving processes that are critical to TOM's success.
Regarding the company's impact in dealing with high competition, it should prioritize and focus on qualitative
data to achieve success in TQM, including quality-oriented resources, process improvement, and total
involvement. This is one of the techniques used by a company to acquire a competitive advantage.
Table 5 shows that TQOM has a significant positive effect on companies’ success; thus, the H4 hypothesis
test result is supported (Model 4: 323=0.894, p<.05). This is in accordance with Kunst & Lemmink (2000),
who discovered a link between TQOM and improved business performance. Alaraki (2014) found that TOM

has a statistically significant effect on performance.

Theoretical Contribution and Future Research Directions

This research confirms that the resource-based view of the firm is a valuable theory that can clarify
and verify the effect of accounting information quality’s three major dimensions, namely relevance, faithful
representation, and timely decision-making effectiveness, which lead to companies’ success. Moreover,
accounting information quality is affected by the three major dimensions of relevance-a faithful representation
and a simple format-on TQM, which leads to companies’ success. In other words, information is an
organizational asset with intrinsic value and is difficult to imitate or replace to gain a competitive advantage.
In this study, accounting information quality, decision-making efficiency, TQM, and company success were
input into the same conceptual model. All research relationships were empirically confirmed. This study
focuses on the concept of accounting information quality. To expand the understanding of decision-making,
TQM, and companies’ success, future research needs to create antecedents of accounting information
quality as it relates to the competitive situation, which has forced an era of disruptive technology. In addition,
future research may need to add a moderator that affects the relationship between accounting information
quality and decision-making efficiency and use the competitive advantage concept to build dimensions.
To test the generalizability of future research, a comparative study may be conducted to test the direct and
indirect effects of the research relationship and compare the results to yield more benefits and increase
the generalization of the study. Moreover, firm executives can apply and utilize accounting information as

a valuable tool for building companies' sustainable success.

Managerial Implications

Owing to the impact of a highly competitive situation on businesses, accounting information must
be presented faster than ever to enable executives to make planning, directing, and controlling decisions
effectively. Two major dimensions of accounting information quality that evolve from a conceptual framework
project summary, faithful representation, and relevance to decision-making, are important for companies’
success in achieving TQM and effective decision-making. They also aid businesses in surviving, sustaining,
and adapting to the pandemic and a highly competitive situation. Accordingly, the results of this study
reflect the importance of information for decision-making and quality management in uncertain situations.
If a corporation has built an accounting database, it will be aware of the data types that can be useful to
the company and, therefore, use them as valuable tools in company operations. Likewise, executives need
to encourage their staff, especially accounting staff, to focus on accounting information quality. In addition,
they must be informed of the benefits of accounting information quality. More importantly, the results
demonstrate that having information in a simple format that is easy to understand enables managers and

employees to use that data for continuous development, which is in accordance with the TOM principle.
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Conclusion

Many businesses have been compelled to change due to changes in the market environment,
unforeseen circumstances, and high competition. Information that is both helpful and of high quality can
aid an organization's survival. Interestingly, this study investigates the effect of accounting information
quality on decision-making efficiency through companies’ success and the effect of accounting information
quality on TOM through companies’ success with automobile manufacturing and exporting companies in
a highly competitive situation in Thailand. A total of 310 companies were selected for the study sample.
The results of the study show that accounting information quality has the dimensions of relevance, faithful
representation, and timely decision-making efficiency, which lead to companies’ success.

Furthermore, the study results show that accounting information quality has the dimensions of relevance,
faithful representation, and simple format with regard to TQM, which leads to companies’ success.
Both decision-making and TOM usefulness are mediators of the accounting information quality-company
success relationship. However, future research must create antecedents for the effect on accounting
information quality and use the competitive advantage concept to build dimensions. Moreover, firm executives

can apply and utilize accounting information as a valuable tool for building companies’ sustainable success.
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Appendix
Table 1A: Opinion on accounting information quality.

Relevant Accounting Information Quality

[tems Opinion on accounting information quality

r201 The Company has information that is informative in nature that educates the results of

previous decisions which can also be used in future judgments.

r202 The Company recognizes the value of the accounting information presented to help

predict future outcomes.

r203 The company has information that can be used to make decisions about relevant issues in

a timely and demanding manner.

r204 The Company focuses on presenting accounting information that is useful in making

economic decisions, by reducing the uncertainty that may arise in the future.

Accounting Information Quality that Faithful Representation

f201 All information necessary for the user has a complete picture, such as a complete picture

of the asset group.

f202 The company attaches importance to the disclosure of accounting information to users

who understand it in its entirety.

f203 Accounting information is accurate or able to estimate prices or unobservable value.

f204 The company has accounting information that is complete and accurate according to the

needs of users.

205 All information necessary for the user has a complete picture, such as a complete picture

of the asset group.

Accounting Information Quality that Comparability

c201 The organization adheres to the methodology used in the last fiscal year to make it easy

for users to understand.

c202 The company has the accounting information prepared and presented can be compared
with historical accounting information to predict future trends in the financial position and

performance of the entity.

c203 Accounting data that may be compared to other companies is very important.
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Table 1A: Opinion on accounting information quality. (Continued)

Verifiable Accounting Information Quality

v201

The company's account information can verify balance confirmation and calculate results.

v202

Company accounting information can be verified for accuracy and source.

v203

The works performed are correct according to accounting standards.

Timely Accounting Information Quality

t201

Company has timely accounting information for users to make decisions on such issues.

t202

The company offers real-time accounting information that allows users to use the
information immediately.

t203

The company prepares and submits financial statements within the time specified by law.

t204

Businesses prepare tax document reports in a timely.

Accounting Information Quality that has a Simple Format

t201

Company has timely accounting information for users to make decisions on such issues.

t202

The company offers real-time accounting information that allows users to use the informa-
tion immediately.

t203

The company prepares and submits financial statements within the time specified by law.

t204

Businesses prepare tax document reports in a timely.

Accounting Information Quality that has a Simple Format

5201

The company provides accounting information both internally and externally to provide
users with an accurate and complete understanding of the information.

5202

The company focuses on providing accounting information in an easily understandable
format to benefit economic decision-making.

5203

The company focuses on providing accounting information and financial reports have a
clear and concise classification, preferences, and presentation of information.

s204

The use of accounting information for decision-making must not ignore information that is
too complex or difficult.

Table 2A: Opinion on decision making efficiency.

Decision-making Planning Efficiency

p301

The company can make decisions in planning the accounting information to be analyzed
in order to respond effectively to the needs of the customers.

p302

The company has a good decision-making process, able to plan budget plans by the
heads of various departments.

303

The company has the ability to make analytical decisions, formulate long-term action
plans to set strategic goals.

p304

The company makes step-by-step decisions that help in strategic planning by clearly
categorizing the levels of responsibility.

305

The company has effective decision making in the preparation of short-term plans to sup-
port work on production projects with contracts up to 1 year.

11 62
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Table 2A: O

pinion on decision making efficiency. (Continued)

Decision-m

aking Directing Efficiency

d301 The company has a directive by pushing employees by motivation under leadership of
executive.

d302 Efficient decision-making allows for ordering of assignments in accordance with the given
job description.

d303 The company provides written instructions for the order recipient to properly comply with
the order.

d304 Effective decision-making helps directing in a way that motivates people to work in a
friendly way and that doers are willing to work.

Decision-making Planning Control Efficiency

ct301 Effective decision making enables analysis of historical data to forecast income and ex-
penses incurred.

ct302 Effective decision-making helps to monitor supervisors to adhere to a consistent action plan.

ct303 Effective decision-making can control the financial budget to help systematically meet
performance criteria.

ct304 Effective decision-making can control oversight as well as manage the success of the plan.

ct305 Cost-effective decision-making can be cost controlled by management in accordance with
the responsibilities of each party.

Table 3A: Opinion on total quality management.
Total Quality Management

tgm1 The company attaches great importance to quality management as a whole of the organization.

tgm2 The company focuses on the needs of customers.

tgm3 The company focuses on the work process from the beginning to the end of the work process.

tgma The company focuses on continuous improvement of work processes.

tgm5 | The company continuously promotes knowledge and provides quality training for personnel.

tgmé The company allows personnel to participate in making suggestions or expressing opinions
for improve and develop the organization

tgm7 The company attaches importance to the use of numerical data and information for
consideration and decision making in operations.

tgm8 | The company has a system to measure, inspect and monitor the quality of service in order
to know the satisfaction of the customers and lead to the benefit of continual improve-
ment in quality.
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Table 4A: Opinion on organizational success.

Organizational Success - Achieving goals

gab01

The company manages the business according to the goals and objectives set.

ga502

The company returns in the form of higher profits than the previous year or meets the
expected targets.

¢a503

Processes are performed according to the scope of work accurately and reliably.

ga504

The production was completed on time and the work was delivered on time.

ga505

Operations and operational guidelines are clearly tangible to affect the achievement of
the goals of the work.

Organizational Success - Resource management

rm501

The company uses efficient resources resulting in sufficient funds for the implementation
of the plans and complete budget management.

rm502

The company's procurement of resources is sufficient, reasonable and timely, saving the
time and costs involved.

rm503

The allocation of budget funds is complete and sufficient, resulting in smooth and streamlined
operational plans.

rm504

Efficient procurement and use of resources

Organizational Success - The operational process

ip501

The company has efficient operating procedures.

ip502

The company continuously supports the development of personnel to have skills and
expertise to work in order to increase work efficiency.

ip503

The company has developed strategies and work processes to complete in a timely manner.

ip504

The company brings innovation and technology to help work faster.

ip505

The company has adjusted the work procedures appropriately.

Organizational Success - Customer satisfaction

cs501

The company has been praised and regarded as a model company in management from

customers.

csb502

The company is able to continuously better respond to customer needs, resulting in

customers coming repurchases.

csh03

The company can accurately respond to the needs of customers in terms of products,

resulting in customer satisfaction always.

csh04

The company's market share has increased due to the persistence of existing customers

and the continuous increase of new customers.

11 b4 NSASIVINISUSHISSSNA

aunpnantugauAnuenvuwissunalng
Tuwssguiud audansamminusvgan denuususenun’

T 11 16 2 UszSudiou nsngras - Sunau 2565



Table B: Item Factor Loadings and Reliability Analysis in Pre-Test

Contracts ltems | Factor Loading Reliability
(Cronbach’s Alpha)
Relevant Accounting Information Quality r201 .682 137
r202 .862
r203 772
r204 .660
Accounting Information Quality that Faithful Rep- f201 122 759
resentation f202 .831
f203 .748
f204 595
f205 .660
Accounting Information Quality that Comparability c201 759 730
c202 .866
c203 .788
Verifiable Accounting Information Quality v201 759 730
v202 866
v203 .788
Timely Accounting Information Quality t201 .685 739
t202 862
t203 774
t204 660
Accounting Information Quality that has a Simple s201 .862 739
Format 5202 .685
5203 774
5204 660
Decision-making Planning Efficiency p301 .786 815
p302 836
p303 836
p304 506
p305 786
Decision-making Directing Efficiency d301 554 770
d302 .948
d303 948
d304 574
Decision-making Planning Control Efficiency ct301 625 .840
ct302 .730
ct303 928
ct304 928
ct305 649
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Table B: Item Factor Loadings and Reliability Analysis in Pre-Test (Continued)

Contracts ltems | Factor Loading Reliability
(Cronbach’s Alpha)
Total Quality Management tgml .849 926
tgm2 9717
tgm3 .849
tgm4d 917
tgm5 524
tgmé 977
tgm7 .958
tgma8 9717
Organizational Success ga501 .842 .804
ga502 .583
ga503 765
ga504 844
gab05 764
rm501 931 751
rm502 741
rm503 931
rm504 631
ip501 .585 .862
ip502 979
ip503 504
ip504 979
ip505 979
cs501 .948 745
cs502 .948
cs503 .581
cs504 514
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Abstract

This research has objectives to study the problems of doing musical theatre business and the challenges
of the business in the future, study consumers’ behavior and demand towards Thai musical theatre,
and study the guidelines for doing this business during the year of 2022 — 2026 The mixed-methodology was
applied for conducting the research by using the interview method for 4 famous music theatre producers,
who are well-known among Thai music theatre consumer. The questionnaire set was used to collect 200
Thai consumers in Bangkok and vicinity, who have aged 18 and older as well as have ever seen musical
theatre. The research results, both qualitative and quantitative research techniques, can use for developing
the guidance for the musical theatre business in Thailand, by using the business function concept, as
‘2 Build — 2 Reduce’ strategies which are: building brand identity and revenue, and also building personnel
skills, knowledge, and ability; reducing cost and business risk. All of these strategies will be better achieved
if entrepreneurs are collaborative within the industry. This study could be a conceptual model for musical

theatre business and also other show businesses in Thailand by 2026 for efficient business operations.
Keywords: Musical theatre, Business management, Thailand

unii

avasinasimduniiduarasniifeduduiddnlulssmalnelunfsiSaussauazasafinnpe funnldidn
weunstulszmelvetissraionssumansanszgaseunaidnogin (a.a. 1868 - 1910) lngazasinadlas1vedma
TenanelusunuudAydmsvarasinsiusiikavarasieseadlneludisnaifinan Uungwiwattanaporn, 1999)
azmsniilulsewalveladignisandunuiugsialugid we. 2536 WJudunn lnguienlsazasngunm
(The Bangkok Playhouse, Co.,Ltd.) #78n15U3%1591u%04 Dass Entertainment @ldsniiunisuansazasiaf
1daus A, 2529 (Jungwiwattanaporn, 1999) Tnganunsayauenanuldszana 7-10 Fusused Uszunad
w.m.2535 Builssazasfidelivinmsludnunsdagsiufiutu onf fmsnfiBemes Fujaduasaaniifiuasasnag
LLazaszﬁuLﬂuﬁug’m warndsaniufiiazasnitdassdnsuauann edlsinudymiidrdyvecazasiad
Tudsemalnedsinuiasasnawneiu Afevnisatuayuluszezenainaiaiguazdosiianiiuaivayy
PNAALNYURENIN TIIRazAsHTuUssmelezfosUssauiuruenaunvasnunsdu uaeiieunnuyme
Tunsiihdsnguiuslnadstiagiufidsdiogesnesia Uungwiwattanaporn, 1999) agnslsfinuarasinasesinetiy
Lﬂuﬁaam%fumﬂ%ﬂuﬁwﬁu SudlonnindselveGusoniuasannasiuuny Tunnuagaundadelniundedy
avAsaUURE IunnILalieuinarlasuniseeusulud@sgunssninnnansuansle (Polachan, 2012: 25)

dmsutsrinudunvesaranmasdondudlulsemalnedy nuinduazasinasuesuisn uad
LOUMBSIULLUY (Dass Entertainment Co., Ltd.) 1389 “sufimasuunsn” Inousonldnannasuasasinas
othwaifosniudusuin dewnlud wa. 2536 Tssazasiduisewes (M Theatre) filifoifuinlssasasnganne
lﬁgﬂdaﬁqsﬁu mamuazmmaqL‘%iamiﬂﬁgﬂé’]’mLLamﬁIsqazmﬁma’nﬁtﬁm%ﬂuﬂ WA 2540 fases “BlAnangse
AOUTINNAIUNAULALULINA” fiaxnlul w.a. 2544 UTEm Husle 311 (Scenario Co., Ltd.) loihgnanaazasinas
uazHAmaATNAIStn “Fnudles” Tu warulReiul Uitvazeanasnuidaoridntudui fo Ut sduuend
LOULABSLNULLILY (Dreambox Entertainment Co., Ltd) F9ARoUSEN Wad Lounosuuuiliy uazndnazasinas
Gosusnluuuvesuidvlyel nelddeiies “amanmsunsw’ Waunsvesazasniuazazasinasgiuualiy
J9309Tudonq Inelud w.a. 2505 U3EM BiusTe e IRadlseeaniledine Swnde Sowestu uaznieulinu
Tu n.a1. 2550 fremsdauansazasinaaos “dhasavae” iWudessn udmniliuiu wa. 2552 U3 Gihada
it (Be Musical Co,, Ltd)) Idgnedatusn dslunsuusnifuuisniiduiugsiademsiavneuwasniionisnaa
wazAusuuisnsdnagasind TnoSudnuansazasinasnsausnlud we 2557 MeldiFes “gilnien wesindda” et
amuBosnnnslituRssinnmszinnsdsonsrosiilamansuviiugsuiiunavsesuuans (Be Musical, 2014)
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mawsiulugsRaazeamadutssmdlnetiu wihamesinnadn uiduidegsoulitos dithhondusasnan
anialavesazasinadlugugdugsuvidalzuazmaniuiainisuins ldfgelagiussneunsssiangasinas
Tussmalnelilsunuiuiuessaides fuussnoumsuuanansuazaunadn lisfunsdivisvaanasasnas
dymRsanguetauIe waannes B3aki (Selladoor Worldwide Co., Ltd.) Alsidnunamuluuszsmalnelul we. 2561
Tnelifoussnt v3e waames 1ide uUTin 9170 (Selladoor Asia Pacific Co., Ltd.) HANILAYATNAIEUIN
Tuvsznelng Ae “Little Shop of horror the Musical” fififuatiuainansgewnt Bemenslsifiuingsiail
HFafiauveunanu esnslsinuazaninastesineiivarasfisadenazonney warliafivszauaudisa
wazliuszaunudnse é?&Lwiaﬁmauﬁqﬂﬁ]ﬁ;ﬁuéﬂizﬂaUﬂﬁiazﬂimeﬁi’ﬁmuiﬁﬁaaﬁﬁaqﬂﬁzauﬂmmmmu
NNMIWEANATTUBENgRaA 877 11T .. 2558 FinazAshniiFes “wiuAuveas exinada” eenniUnwedeya
msﬁmmmmamiLwam%"mﬁqmdn LLazmaﬁﬂﬂgimﬁﬁuﬁﬂmuiﬂﬁa&J (Voice Online, 2015) uilseiisheendliiiuuy
uifdnunasendunannanuesengaataunnnitlusiin (Sungsitivong, 2015) Sammnisalivuiifiusingliiu
Aowfinnnznsszuinadslngvedain-19

otslsfinuiifelsmuysuiiuiiuala fadutiavmmsalvesudumaivesiUsznoumsazasinadlne
vne luvsniuinuiddussneumsiidsasUssaunnudidaeting ufensdliuiem (35eions Bumesmusiu
(Workpoint Entertainment Co., Ltd.) I dnlssarAsiAnuanaouianuaATy warsnvaraAsig 2 Seq ldun
Bo1 “Inilse nozihada” uay “Inalse meviinAda Restage” winduuszaumuadaluetem Hannisuieting
wagsnglangatiuayy (Workpoint Entertainment Public Company limited, 2012) I@amammﬁﬂﬂéﬂiﬁ@
Julud wa. 2558 Funanfeafuiviidearasdulszautiymuanu aefoulidiuitvhunaisingavesgsia
mnguszneunsgladladsmsaniugsiawd wifuszneunsainlvgjagdszaulymiun st uiniseiiugsia
Isrdiaftsafnaulsd

SlevpsndusniigsiaazasmadlurisiivhlanuagUssmalneUszauiunsunsszuinvedlein - 19 Geazasinas
wazaaTnilaunansemuatianin Tnewuiilul wa. 2563 msuandiamunaedomenesdn omnunasnis
mnsgiliieygnalitinisuansneluanuiite luvasfeiuns iussogmamnsdans (social distancing) findunan
Juguassnegisdesnnlunisdnuaniazasnfiuazazasinas Jederdunisanmeuasivesnisuansazasiniiasly
(Thansettakij, 2021) Usgifufsndramanitiangdniuinfussneunisazasinaswesineaginideluegaals
TuidegsAa Tnslanizimgnisaintendinisunsszuinvedlain - 19 Amdsagiuiuly luvugiianiunisel
Faflenmiliniueureutnenn amufnademananeiuiuedaia wazanumssimstuivesrsusialnefinansain
wiluslddninsiiuieuasvgialan ﬁqﬁuaaﬂJﬁ’quam‘TuﬁﬁzmmLazmiﬂé’ummaaﬂ’ﬂﬁauﬁm Tuvauzd
Snsfulofifiugstuilan (Manprasert, 2022) mauasuuamdlunissiiugsieidululfenaduntdlusatae
fUszneunsioglugnanvinisy

failifledududoyaluofin wuidlimAfoiiuarasmadulssmalnseglites dulvgandunsfinu
Aenfumsaisassdazasinas Uszdamansmnudunn mslnseiinsahssunssy wamsmsdseiudound
Tuaudsmshagasimadluldiieimuinugmadunsine TusaginsfnviRsrfuunaansinugifivesasas
waseg 9191 M3finwinagnsnisaiiugsiaazasnas UM F1sle 911in (Rieanthong, 2011) MTiAs1wigUass
n1sfurtarasmasresUsEiInsluanunnuriuas (Pornpongapisith, 2019) wsaudiusiiin1suiauenagns
Tunsudlatlapmuasiimungsivasasiiisuuuuingdaluussmelne (Pitchayakamin, 2020) fiweunsiiled w.a. 2563
fruan winsgiudomdeyadsndnn fasviouuumuazdymlundmmuaniunisainisundssuiavediaia-19
Tureiidusrasdresmifvatuifonniauouumeiidululddmiuiaungsisasasmadiugg 5 et
Fosewing @ wa. 2565 — 2569 Meteiausidlusrerdunarlussezem
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Faiuiteisszasiassuiumsidodes “wumnenisiugsivasanmadussmelng” Tnglinnudiy
funsinwenudnfiuresiussneumslugsiell Sufunisinwmginssuuazarmdesnisvesuslaautimne
Feamilugmaauouusimmemsidugiieaseanaduszndlnelfoatuussau mamsfnyluadeuenanandu
Usrlemisiodusznaunslugsiaasasinawd So1afuwuimsdmiudusenaugsianisuansanynussiny s
fFadunilslugrudoyalifuininns dhnw uazdaulamly Mszasdesinudeyaiieafuanunisaivesssf
azATavating sauludswuImamsmInuIngaluwdyusing 4 8naae

T UTEaIAYadlATINTg
1. wlefnwanmdgmlunsdiidugsiaazasinas naenaummimislusuian
2. ilefnwingAnsssuuazranudiosnsvesiuilaniifineazasinadulszimalne
3. WeAnwuumenisaiugsiaasasnadluyssmalnglu 5 Y (e, 2565 - 2569)

a = awv dd v
UUIAR N WY UATIUIWNNYIVDY
wuIARNENUNNTALTUSIND
NNsNUMIBNEITENgiuLLINIINSEEiugsta nukwRaranvatefidnIfeladanldduiuimnia

a o

lumsaniiuns3de 019 91Wideves Jiratanyasakul (2021) s@nwiuuimanmsaiilugsiadmivgsnaneasne

]
Y

yuenatdlagluuifnresuiaiud @nesniin AseuAaNKLINIIALTUNT 4 U lakA AuN1sEN A1ugnen
sunszuaumsnely uaziunsGouiuayaswun luvue?l Boonrattanakul et al. (2020) shiaueuuImg
nsiflugsiafiisadestuggeongluszmealne Tnszyinuuimmenisuimsgstainddiedu 5 du lfun
suuianssunazmalulad funisnann Munszurunsnelu sumsBouiuassiau uassnunsnens Tuvasi
nmAfeRnfuuImsiamsiiefinanuaansalumsutsiuregsisuinsuudilngves Bunrueang et al. (2021)
denldladulunisaniunis lawn fun1seatn Mukuu duussy aunalulad waga1unisuimdnnis
Faziuldhnmsidenundslunsiiiugsiassidenlesetifussinmvesgsiafivhnsnuause

TunsAnwiAsauumanmsdiiugsivazaamaduaded fifeTainsanidonliuwAnifetuosdusznoy
1143309 (business functions) 5 Usen1s lokA N133AN1T (Management) N13maTn (marketing) N13ANLILIY
#30N15uAn (Operations Management) 1543 (Financing) (Wiset, 2012) Uagn15usmsningInsuywe
(Human resource management) (Grzegorzek, 2022)

fatimadants anefa mawasndmansvesssdntsiisavsamuas sy AvBraden sy snnnsny
YDIEAU (people) HIUNTFUIUNNTNTINUKY (planning) N153ABIANTS (organizing) M5&INIs (leading) uarnN13AIUAN
(controlling) ﬂ’m@w%’wmﬂwaqmﬁmi (Kinicki & Williams, 2018, p. 5)

dmsussdusznousnumMsamjatiumsudsiuilsimdAryiumsyinanudnlagulng maengums ey
Aenfudiulszaumnanisnatn (marketing mix) 3eldun wdnsaudt (product) 59101 (price) Yaamnanisdnsiniig
(place) wazn15aLEINN1TAAIN (promotion)

MsslunuSenIskEn Fansuan (production) armneTINEmIsHEnTALLAR U3 luaTiniseiliuny
(operation) agvanedansyuaunsideutadend (inpub) 1oun 5 M's fie Au WIBMINERaYAaINT (manpower)
\w0sdnslunawan (machine) 3ngfu (materials) Ry (money) uay MIUTMNMIIANS (Management) Lite Winanas
(output) FefiRedusviousnsiiules (Apiprachayakul, 2007, p. 56)

nMsuAedmfisuiaveuuMIiureesdng dadunsdanslunisamuluduning lassairedumyu
uazanmAFes (Tulasombat & Chuchuen, 2019, p. 27) luwaisfinisumsnsneInsuywd Aedunsuiiaveuiientu
nsUIMsdansyana fan1ssvatasyaaailld galaliviau wazuImsdanistuussuiideseenainauly
ﬁqﬁ?udammﬁ?mmamqumiﬁNLLN‘Umeu Ms3uadns M3ty MsUsediunaUsydnl madnane wasnmsmmiinau
nN1eUBN (outsourcing) (Grzegorzek, 2022)
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dmsulnssainesdnsvossinavannasiy uielildfssylossdnau urnmsmumunssaunssy
NUIIN59RLATIAT1999ANTILBIAUNITUTININTIkaz]ssazAT (stage management and theatre administration)
fhaiflun1sfnwuas Archasal and Thamkulangkul (2020) seyimsuimsianislssazasusazisetu o1afinems
Tnssadrsosdnsiiumndnatuoonly Matilosndafovarsdsenis eni JURUUBIANT SUUTERN wagFURUY
vosazAsied Inglumsfinwveavilaondisguuuumsuimsisaeasiulsenang Tunnnuinnsusmsdansddlvgy
avwtnfushernifufiad vide Artist director uwazsheu3mavide Administration InevisaosihefigsoaAedesiudeny
aeldmiu lnedaiuaunisuds vise Production manager \Jugusganuauseninsdaniunuwazieuinig
%aLﬂuéﬂaU@u@LLaﬁammSu 9 laun dhedes (sound) dewad (stage) Hegunsalusgnauain (props) dheidefin
(wardrobe) wazr1e913ls] (carpenter) salufsEhefiAedosivamoonuuy e goenuuuain (set designer)
;jaamwm??aﬁ’] (costume designer) feanuuuLas (lighting designer) (leniiUuLEed (sound designer) (e T8N15WAY
(musical director) wagtineonuwuuyiay (choreographer)

finuAdesnamsdduanitinsuimsiamaazasaiivesusznaunslutssmalne Fuussiduunnsig
fhauls Swunldidu fusznounsazasniinilsazasiluvesaues wasiliflsazasduvesmuies Hanui
nsumsianisvesiusenounsiilssasanduresauesiy asdinsmudiunalidqudnans fnsimuandai
Tumsasassdaeasaiildreuinsmsuiu winthiiumsianiserauansseantl o1 luusesdnsimsdaiessuunne
(star system) Avihuthilguatinuansdififoidsasaudie Inedidumiseing q A5uiinvouguanisudnly laun
vvthiheagasiad ddufad eenuuuain Wivthillssazas uaznesdiuiens luvefifussnounisunese
whumsneEF UM (subcontract) Ffduuivilueseiieriummsiansii wousslovdlunsuimssnmstuny
fansdiifailasaivesdnadnadlunn Inserawdesmumisnin L aanisiasans feenuuuain wasdmdhil
Tssaraswimiu faimnduiszneumsitliilaasaanduromuod fazidfiosianisifly (managing director)
WAZHAIUANNITHER (producer)

ABANTIUN1IY
NSNMUAUTEYINTUALAITHNADEN
WAIAI5NITIVENTINAN TN
Hltoyaddnlumsifoadsd Aeduanazaamadulsemdlnefiuuividededudunsininasasnas

Y

{ = a

Tumnganne uanduiiddnlunguiuilaefifingfnssurouiutuazaanas InefmunamauoRLisE
1. ilugnanazasmasifinnsdavhasasmaaduussietnadeiiios
2. Huvssnenvuiivhmsiaazasmaniontmaludemndudiviy
3. fedvadunidnlurnisazasniivieasasinas
1. 9xfesiimsdpnazaswasedistionTay 1 e uazdesinazaainasFosaiannely 1 I (nelud
N.A. 2563)
5. Budliteyaiuiide
FreimuaniifianautRgnannsiuiu 4 e ldud
- USE @usle 911 (Scenario Co., Ltd.)
- U aSuvend loumasinumum 911in (Dreambox Entertainment Co., Ltd.)
- U3¥n UihEda 911ia (Be Musical Co., Ltd.)
- U3t waames e uUTiin 411 (Selladoor Asia Pacific Co., Ltd.)
vouwmduiomdmiumaiianisidedamnimn Wuteyaieatfuanmnsaivesgsialuofinuas ot
anmdgymlunisandiugsia nsudlodumiiniusnuazanuvimel o foraintuldluounnn
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UsevInsUaznNgus 10879

dwumair s idedeUsinu dvusssnnaduiuilaavninglumnsarmsmuasuar UnumanineTu)
avasnaangluszesnen 1 Ukiuan (melud wa. 2563) wardiongiausd 18 Tauly Sslimsusiuiuiuvueu

dwiunguietiananuszanslngazdeadugisianudilalunslddeyasionisaeunuuasuny
SuawItaEY 200 Ay LﬁaﬂmﬂL‘TJumjuL‘ﬂmmaﬁﬁﬁﬂuauﬁmmﬁﬂ (Ngarmyarn, 2011, p. 60) Ingl435nsdusiiegns
LUUINE93 (Purposive sampling) lUSinguiuslaaitureunssuazesinas Tneitazsouuuuaeunilfagsosmaudan
fnnsosdeyainfinudnuagasafuiissyliTaasausaneuuuuasunuld felannsesnuuuasuniuaiemudi
flvtoyafineuuutasuamasUiuiAy 223 99

vouwnduiomdmsumaiiansifoidatna thdeyaietungfnssunsiumazasmasmesuslng
ymlne suiluismudoimsiingutmneussasdazliuannsiursazasinas naemaurumavisesuilna
fiilroazasmasvesinelusuan

in3osdloltlunisidy
Tumsifunuradeyaluassd alfintodiofiiauniuli Tnsussnouse wuudeun i wasuuuduntualddn
wuuiidlasease fail
1. wuudunwaluuuislaseade (semi-constructed interview form) sl lun1sdunisalidiadn (in-depth
interview) funguglidayandn dmsudadiany laun
- gnunisainivgshaazasivadiuusznalnglugisneudszaulsaszuin (w.e. 2562) hiialedadu
wiulstinslusiruzvarinu
- anamunselluded 1 iutszaulgvinegsieegalstng wasuiludgmdinaneensls
- 9In@nUNsAINISIEUINathiTa 1ATn-19 (w.A. 2563 - 2564) dwasiagsnaazasnatluysemnelng
uazAINTINVBIRAIAlanoe 13l
- Btmeswumnslunmsuitamdenaniedisls stdluszerdunasluszozen
-aa3tudn 3 - 5 e gsiaavasinasasluguls lnslamguussiunsuidiulagnginssy
Huslan
2. wuugeuaIAEAUNgAnTIN AmFeamsuazammenidlumsviazasnasesiuslaayilne
ﬁaimué’umwaﬂuazu:uuaaUmumumimmaaumwuLﬁaqmqL%wfammmgﬁmmfgﬁmu 3 ¥iu
wazinsnsaaeuaudesiureuvasuauduladeifinadenisnduinviazasinas femdulsyansuoari
(Alpha coefficient) ¥09A58UUIA (Cronbach) (Q) WAy 762 %qagiuisﬁwau%’uiﬁ (George & Mallery, 2016)
Tnefemnuidesunede - atu (CTO) 9E521319 .245 - 585

FnsiiusvTIudeya

Tumsdndunafusuradeyadtunou fedl

1. spnuuuasuamanguiogsiiiuguilnatimine ieifiusunudeyafeiungiingsy anudai
wazAfasmITIazaainawesuslnnt e Vatidtazdniuuuasumue coogle form Liielnay
wuugaunuan iU unkarnaumaulaviuil aaen1ua link wuuasuaiueeaulatinll
U Facebook page venguguuauinazasiuariseasAsnas 4 ui Lan The Showhopper Aaus
Msuand axAsifl uazidsndoulunsawm Theatre Shows and Workshops ae Be Musical

2. dunmaidnazasnasiiuiu 4 vhu ielrldteyeddiuguiugsiacsasnasmeddne aoesauuufn
wazauAniuidde s lugsiaazasinas ﬁy’aﬁ;ﬁ%’sﬁmié’mmmishmwwwaLﬂ%uﬂizﬁmaauiaﬂ

o o A

Tngveaugaglndeyalunistiuiindsaveslideyaddgiielilunsiasgideyalunends

)
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MsuATIFVITeYa
dnumsinngideyalumidoaded eswmnidunsifonauis Fsuunnmsnmgideyaly dei
1. doyaildannsdunivel {Idethunduavalunihnsieseideyamenisinszilagnisduun
wilataya (typology analysis) MENsTILUNTBYAMIEYAAIMEAN (domain) kAA13IEUU (taxonomy)
iiolimsuisanmamlunisdiiugsia sasnaunumansuitymuazanausinielusuias
nilioyandniis 4 viu Radiidefimsrmadeusunmvestoyaiuuadn (tri-angulan) lnsnsiadey
ANARRRSBITEYItaYaYRN TRy adAYy uarALdenARRITEnITRYATUS I TaY iR
2. dmiudeyaidauiun fvuauumdunmsiinseideyalifed
2.1 feyavhluvesiouuuuasunu sun deyaiieafudeyadiuyaratasngAnssunisvunisazasinas
ANUABIMILarANUAIAnIlueLNAn s eideyaneaifianssan (descriptive statistic) Ingly
AAnud Sovay Aads (mean) uazdridosuuamsg iy (standard deviation) iilessunedeya
fildsuainniseesnuuuasuay
2.2 feyaanuuuaeumuiitdiiienismsvheudlangAnsssusazenusesnsvesiuslaaifireazesinag
Tuuszielne eanansmirlugmstiausuuimsnisdiiussiaselulusunan fideTadenldans
17991984 (Inferential statistic) AuananAaaUR (t-test) az One-way ANOVA
3. mananudeyafildananaiunursdeyasemaleifomunmiasmaleifodeiina Wefmua
Duwwmnslumsadugsiaselulueuian

NaN15I8
AagIdelamiunsieseinansinyilaeuuseendu 3 diudsl

dauil 1 nan1sAnundeyaarnngudfuslarasasiwasluwanzamwamiuas
1.1 ayanalumsussrinsmansvesnauLyaoua Il
pansAnayaThlumaiulszennsenansvesauLUABUMLTAY 223 A dndlvgHumenne (53.8 %)
918551319 18 - 23 T (32.3 %) ns@neszauuSayaes (61.4 %) fondwduinSeuindne (28.3 %) lndifssiv
wiinauuismensu/gning (25.1 %) lneiseliadeseifouyszana 10,000 - 30,000 U (39.9%)

1.2 JoyaiieItunginssunITsUTNALATING IV LD ULUUAD VAT

wulmgAnssinsiusasasnasneluszezaa 1 Ui grounuuasunudnlvgfurtazasinag
Toewade 1 - 3 Sowtel (74.9 %) Shidenvuazasiwaduseutneuans-onind (42.2 %) dnlngfuruazasinas
fuiileunniian (42.2 %) dwsuussamaannasiinguseshainidenvalndidostu Tiun Ussamaeusd (aan)
(25.7 %) 59IR9UNAONVUUTLANLIUNUFAN (24.7 %) hazUsslanasnil (@xvioudin) (22.8 %)

1.3 Jaseiilianion 15na UL ITALATIAWALAIINAIAY I TN TUAIAATINA YDA UL YU U U

dusunanisnwiiefuiledeiifinadenisnduinsuasasmatuazanuninnislunssusuasasina
Yoangusoehs Ham eyt thivfldmatenisnduinsuavanwasannsnagUmuaniads il AadsTiogluseii
ﬁﬂﬁ’zymﬂﬁ'zjﬂ T¥un LieEes (X = 3.65, S.D. = 0.60) seasunAuusyvivlaluasasimwadluans (X = 3.43,S.D. = 0.74)
wazuuwasilluazasinas (X = 3.34, S.D. = 0.80)

Tuvauzithdosu q Srmuddaluszsuinn TneSemnaadeunnlutios ldud aAnuedsmsvesannuazidedi
(X = 3.22, SD. = 0.79) winuans (X = 3.14, SD. = 0.87) dnsidrvu (X = 3.06, SD. = 0.85) an1uiidauand
(X = 2.91, SD. = 0.93) Msanuanudnuauvdelusludusinieg (X = 2.86, S.D. = 0.96) USPmEuAnazATIHAS
(X = 2.76, S.D. = 0.93) gllguunazas (X = 2.75, S.D. = 0.98) guUseiiusinas (X = 2.75, S.D. = 0.98) uazgmiu
(X =2.73,S.D. = 0.95) Muady
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leaoumungushegnaisanuaaidunisuasanmaduadedily wuihssiuiidurwmantanniigs
URNGHIZPLERN TneSswmuaiade leun gueundiglulssazas (X = 3.66, S.D. = 0.61) sosanAvAUwUANT
Tunsuana (X = 3.65, S.D. = 0.60) Lﬁfal,%"aﬂmjﬂ (X =3.52,5.D. = 0.66) wazritnalulad was & @e Fuasiounniy
(X =3.30, S.D. = 0.84)

Tuvaiefenuaaniwesngusossdsegluseauann Besdiumuriads Iéun mswiuundosnnniumya
(X = 3.01, SD. = 0.81) Hefuaznisussnievssdnuans (X = 2.86, S.D. = 0.85) uaztnuanuifiddeides
(X = 2.43,S.D. = 0.96)

1.4 msnsreiteyaiuiuielsTunsimuuimelumsindugsiazasnaslulszmalne

Tumsnsgiteyaiudnielflunmsiamuuumdunmsiiiugsfivasasmaduussmdlne ideldRansan
fehuusmamnAnssumansiddydmiuginaagesnas lnefinsandwnundunuaiildnnadansidedenanm
gslunsdnwiinuifulssuiunisiuruarasinasadodeUamsnazioudanisdandugnadinuie
FremMsulsdunaamImaRnssInsTe TeinsuldunandenaeTitinnseaasualidesdeinuuums
finaslumsBusuiitontsdiunain (Kotler & Keller, 2016) MsTas1zvidoyaiianislagGusuanmgingsumnud
Tunsg enasiouliiudeshsrnuunnsefivliuslnefisuasasmasiion nanedugfuelfnnivlusuanld
fatidmiumalieneidoyaiiudiug eusiiteTdldfaufguiuby di

auNdgIu: HUslnanidaualunssuvuasasiaunng iy svllanvalzUssvinsmans wadnssunITvy
ATINGY VITETNANDNITNAULITUALATINGS UAZAIINAINNIINUAITSUTUAZASINGY Uans19nWy5sals ogels

Tunshinsgidayaifisdud n1sinssianuunndissgrdangy Tnswisuifisuanuunneis
frudssaneans ngAnssunmsvuazasinas Jedefinasionisnduinuuazasings wageuminnisunis v
azasmas HansAnwInuinguiiinnuilunsiusiazasinasadeseduandieiy fadesulszansmans
warngAnssunisvaazasnasiudug Liunnesesnaltoddnmieadn uinuanuuandissedudug Taeld
mMsvagouvaRAiolIsuTBUmIuansesEienay Tutadeiasonsndusnuazasimassenenaguiiinnd
TumsSuriayvasmaaieneTuansatiu fen1smaaeusieadn One-way ANOVA nuanuuandsegeliteddy
18 anuuanssusen sunuamasiildluarasinas fuaniuiidauans uasdunnuedinsvesanuagideri

ievnsiazsinuuAnaneTeg (Post hoc comparison) WU naNERsUTIAEATINALRAYADT
FhemmAinA 1-3 3es 4-6 Fd uaz 7-10 Bos Iianuddyiuneuasuuimasililuagasinas snnningug
frerudunnnit 10 Beswel edeiitudfysadfisesu 05

sfanguiiuriazasinasadeselimenmiiviiiy 1-3 Gos uazmnuiiniu 4-6 Fes Timuddty
fuarmednisvesinuagdeiunnningusudaeauivindy 7-10 Bos lurusdinguioudeaiufuinnd
10 Bosted Iianuddyfunnuedinisvesanuandeintdosningursudioanufiving 1-3 Fes egredideddy
yaadiATisziu 05 wazaavhe nunguiisuTLATAsINALRABseUiBALAWNA 1-3 Bod uazanudivindu 4-6 Bes
Tianuddyivanuiidananinnninguguausoanuiuinnin 10 Feaied egriiuddynsatnfiszdu 05

Tudhuaueanidunssazasnasedaialy ssrianguifirnudlumsiuriesaanaadetotunnsaiu

(%

NUNSNAARUMEENR One-way ANOVA wag Brown-Forsythe wuansuanasegaiideddnlulssinuinuansia
fildeidsauazauudanivslumsuans
ﬁu’ﬁlﬁamaaummLLmﬂ@mﬁng (Post hoc comparison) wuinngugisuriasasinasadesedienimd
Wiy 1-3 Bosuas 4-6 Fea fanmaanislutinuannhiiidedes snninguivussauiviniu 7-10 Fes
waznduiandnearuiiinnn 10 Fesed egredituddmaadinfissdy 05 ueninismuingduifitutuesannas
Wwdgselmeanuinindy 1-3 Fes danumanisluanuudanlmilunsuanadesninguiisuuazasinag
wasselseanudivingu 4-6 egniltuddymneadivissdu 05 fuandunsed 1
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M13197 1 UEAINANITMAFIUTIEAURINguRvuazATInasniiaudaslun1sivuazasnasiaduAnsneiy
TulszhuanudAguasiadeuazanumands wwiznguinuanauanisegnsdidesfeynieedan .05

AR A1 Mean different Tuusziauanudrdgassdade A1 Mean different
Tunswu Tudssifunuaianis
azAsLNEl 5190 901UR5 | WUIWaY AN doufian | Onuans | Adnuudan

(AS9/) ik 984N13 G0N fvedes | Twives

aAs
1-3 4-6 .08506 -.04382 .13038 .10561 .04845 -.27681%
7-10 -.29222 -.23473 1.19401* 48743 1.10299* -.01317
>10 1.10778* .93670% .70830* 1.00171* 1.07442* -.27032
4-6 1-3 -.08506 .04382 -.13038 -.10561 -.04845 27681*
7-10 =37727 -.19091 1.06364* .38182 1.05455% 26364
>10 1.02273* .98052*% 57792 .89610*% 1.02597* .00649
7-9 1-3 29222 23473 -1.19401* -.48743 -1.10299* 01317
4-6 37727 .19091 -1.06364* -.38182 -1.05455% -.26364
>10 1.40000* 1.17143* -.48571 51429 -.02857 -.25714
> 10 1-3 -1.10778* -.93670% -.70830* 1.00171* -1.07442*% 27032
4-6 -1.02273* -.98052* -.57792 -.89610* -1.02597* -.00649
7-10 -1.40000* -1.17143* 48571 -.51429 .02857 25714
ANEnRNAdU F=4.260 F=3.404 F =4.059 F=4.288 F=14.940 F =2.806
sig.= .006 sig.= .019 sig.= .008 sig.= .006 sig.= .002 sig.= .041
Levene test 907 361 .494 210 .092 .000

nansAneiaesUszinuidazvoulmivimndudvuazasmaiildlouruiugud dnazlimuddey
fuuszinunduneavidenuwindounis g agenn nasewestadeniinanensnduvuazAINGS WaEAILAIARTS
Tunssuruazasnas luvagiilunquiusinafsuazasimasnduwinle Afnazddewdlunisfusnasasimas

Yp8AYINIY

' = = v v a
dauil 2 wan1sAnudayanngusznaumslugsiaazaswasvadine
dunsunansfinviagaunindwundusziuddy Tawn

2.1 anunsalynluvasazasimaslulsanalneluriassgziainounalsassuin 1a3n-19 929 W.A.2562
wuussiauiaulasiseluid

1. Ysnaunsdiaueagasiiiiel: dwsugdamiliiy asimanisuingegaegn 4 Sewieay Tuvaed
TigaSvandewintduianuisarinaruiusevlunisinausazaswmadlauinds 10 - 12 5aUADIS04
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2. mawtstunglugaamnssu: lugpamnssuiinsudsiufiiaulavansyszms lasaenuldisuugin
ﬁaaﬂiiuqmmmsuLﬂuﬁi’ﬂmummﬁ’jﬁwLﬁmLamﬁﬂmyj MmneaenvusazanIneds Tneddedunniidaian
luthareufifslsssunaiilvg Snsusngiesiamilmideainduliafitunadnnndtu asoulfiiuds
asnhaultlugramnssuillufaugresyarameen agelsimnuddnselngifisnnansewaingawn el Humagh
Hinseluajsineziidommenisusznduiusifuvesaues Iiuunyudsuiifisame fanswietnuansazasii
feondnludefnuaziianuimiuvesmuies lusasiifiasedudendaussusudunalonnainnismntesmis
TunsUszrduiusaues lnsamzrinudeussanduiusiiasuvuialng

winazdnnsudsdunielugnamnssugs uifdmuussifuiiiiaulavesgramnssud Aonisudedy
Hulueteadaasse mamazgUsenounsierinavasnausiasenetestiumsuteiuiinanm aiamnsuaneig
fduendnuaivosiaues unninsudedulubesvossian qumawmiﬁuﬁéﬂizﬂaumil,wiazmEJGTWLﬁumi
vhgshawuuduiusinsinnniinsudetu dunnldaniidfleglunsnsasdintuduedisi asiinssmsurunsuans
wardnsaluBsadrsassdliiunasfuiane nfadinestiomdotumnglavszasdvonnutismdetudae
fathilosgsivazaamasinauwdsiulinsindesniifidundnegsnauliinn ussdinnumaniilissivazasinas
Wulsludszmalneyilinsandugsiaduiusiinsunnniinisuasdu

3. naufuilnadagtu: annsAnuiluadsivilfanunsoduunnguiuilnnazasnaslussmnealng
Tuthsreunmaiielsnszuinadslvgdoonfuamunguiey Tiun

1) nauifgeongnduigeengieiniunduiifiindtonn mnBulasdetnsldnaunaiodie
avaznas Snitadunduiliingfinssunisvuasasnasessainiaue uasiinazdunonngfinssunissuasasinasty
Iifuymswaudneie

2) i ngufevhandaidugifongegszwing 25 U 35 Y feiulunguyanaiinnundon
Tuesmesneld uavannnuzamuiveududidusuuuuuaniye 4 fuilnenguiifultumsuslnailenmdnal
winlwdnawlaluTmusssungJuan mnaw%uuﬁiiuﬂizLﬂmﬁazﬁauiﬁLﬁuﬁqamuzmaé’qﬂmﬁ'qaﬁ'ﬁu uenanil
nauisvhauzdinmassnindtuiidnavasmaseeadiulddn monufeuidongazaswasanaednanlaguammils
innimsgedrvannvany daeidudnusiiasdmiudausilne

3) nauifiongtosnindewindu 21 U: fuilaanguilfoindufuilnandulmifdsnsnadiuiu
oehaiulddaluda 2-3 Yewdansszuinvedhalaio-19 uualdudnaniunngegluunduntvaiveslidoya

drAgununnse Anuinguisgulinuaulalunisvuazsaswasnniu winmnwianaliimasdeuntdn winBud

a

fagdurssiitdlunagniigavietinsansian Ineflougazasuualsusnfn (romantic) man (comedy) viauursnuuman
(romantic comedy) Fululszifuiidonndasiunanisfnendessunm

WBNINNTIAUTLANNGUNAAIUAAIT UL SanungugruazaTnadlagaang uLnuAfUAs
Fadunguiiliszyvouwnizosetony mndunguilinisatuayuaisnduddy Qﬂﬁﬁﬂﬁuﬁﬁﬁwﬁﬁ?gaqwm
wazavamuitzdetaslumaunaielildlnddafuaalufiondurey egrslsinudwivduilanwilnedy
FafianuaianidunsvuazasnnasiuansisainngugnanluinsUszimasgraiiulddn dufieauainnisis
adudlunisdieuazasinas Tnssinfiasunainanuedinisvesainuasyavesinuaniuinniniedos
FadulsuiuiiaonadosiunanisfinuiBeUina

0. wnlimsdulavemana: aamazesnadutssmaletsiowinimanisaiszuina il wuhiuu iy
madulavesmaaistu Hiifusananiingueuiulviadalussasmasmnntu Snvisdaonufnuidaaeuluay sl
dintududiu winssduiidunadulwuuiiandnesties lunmfefugramnssundudfdafiutudusimunn
dwmalinaaiulalivufugumuremain nanewiffdadudunumnuaissdnguiuiloaiiiulpduslian
e wonanimsnaunuvasnauiuilnelu duinasnduliifogliesfiuaidie T nfizannsoadwanauuny
Tfugusznounsld Tuvazfinguguslanenegieedslinnuddyivdedinuosulatinnniinisdheuazasinas

v
=1

Fadleieuailineseninsmnutuiisaesdall Aasnuinsdiwuazasnadialianeiginiiun
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5. guassatunsaniiugsia: diideyaddglavandiiuiadeyanerduavassalunsaniugsial
Msngliiiuiusneufissinnsszunasilvg InsanunsaasUanszdfalaiu 4 Ussinu fie sunulunisudnazasinas
gann unasseladidndin yransiianuiluazasmasdnin wazensenisiivuasiadminednsivanzay

2.2 annunisalsennauinlsnseuin (2563-2564)

Tutssswiamafalsassuatuy nansdunuaiansoagdlit finazaamadiinauiuiilurisssesoa
sananegluy 3 dnwae loun

1. m3$mngugnénasaanadiinsegfunmaamaseanaatuiu: dmsuTBnsiiusznounsasiinisitaue
AYATLNAIHUYBINNITINEUNIANHY Y89 Facebook Fanpage, YouTube channel vsevinngdnseladivednsvial
Huvosmuasiariunmeunsaguusensinsvimivesau seifofsfuslnalalsilumenusuiisduaumadda
azasinasly witinsiezliannsoadswanuiele 4 Wfuuson widenininfazhllfiinruedoulmln q Hetuae

2. msanAnlddnoiiedszaosgsie: nsdifdnazasiwasiiinisindrenidnaiulszd Aorvazieq
finsUasmiinnuesnifiesnualldsneliivietosiian iiwHaasulusmeanuguinta witanusuduasdosdon
nmssnwusenliduddny

3. msvenesluggsiafianmnsaliminenssuiulé: lutananilaasasliamsldnuiednasasnadld
uifensnsaltiitensdaussandinnn vieliigilsazasiiomsdu finunsnefupuansagasiuousnn fduaseeld
Tnelaligyaun finunsneoramiluduivinunliiulsedouseantusig 4 Wasewseineusiieafunsuans
vunT videwdiusinsaeudeanas vssenateilu oreanizer SnnudashausrdeuinisiidesnsinsanSedl 4
Befinavasinasiimnunenegud

2.3 msmmmsalaniunisalagasinaamaninlsnsyuin

Jivdoyaddnyliauoyuusmainvansfiieaiesiuaniunisaivegsivazasinasnievdsaniunisal
Tsnszuinasuasdeduualiufiity fedusngnisaimanisallfidu 3 Ussiiu 1dud

1. msmanisalifeafuguilne: mnudnavesilideyaasviouliiuriuuunaninguilnaeadsuulas
safoufumnusuifidudound sudesnanmisduiutumiusuiishuiossulavinniu Tnsewg fundugs
sulmal wonanildafinismanisaifininudsundasiurmanaauazaumainuats Tnsnaindzgnuuides
Hunaedidvwadnamzngy disuidownanemumeisulunsanduunisnde uagmnvhaaaamengy
AIgaN130AINAINITIOUNTUTDINAALIOEITAIN INNTINITTNAIALUUNIAYY (mass market)

2. m3mansalifeafuginazannas: wiluramainlsassuinasdfinazannasinnulidosiivasie
wigliitedAryfuidadiuin Frsnandanannduduusmandligaunssmindemuesin wanwnmsiazeenuan
Tonaludin uasileflenadnadsiasiiazassirludsfionni fafuminaniunisainevdilsassuiafty
Aeerinaeifinaranmamiilnifatudnun leeamznguauiulmilmifindAandwh waendeuthiausasazinas
Auvanluiluanniiu

3. msansalifeafusuuuuretazasinas: dwugUuuuvesasasmadlasumsannisalldvanednuas
1$ud maiaueasaslsadn nsthiauaidemiulantvel uasmsdiausazasnasiiaziiousnsuninuddnuuulal

(New mood and tone)
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2.4 Thdgdnvanmsidulnvesgsiaazasinadlulssmealne

mnmsdunuailideyadidylussitazeanadutsemelnetu ansagudafeiidarrnnisasyiole
vosguamnasuily fefeiluanuimigluowandiisznaumsasdosszay fall

1. Yadeiuguilan laud guslaasnilneviaanuiuazanudilalunissuasasinas (taste of culture)
waFnssunsuslaneutuiisesmusmlnehazidenvuasasnilenzieazaslnazaswile milsfausiauduen
wazidlailonldie fuilanfianutuimadensgmanvans fuilaelienmalanmzemmuiufdiilitodos
\uvildluduans wazduslanviinefisatounisuslarazasmasiidrdfe aulaninuedinisvesazasinas
donvuazasinasiaelduienneu wu neiduazamdsn vieunanuidens Wudu waznisidengazas
punszuaton Wy azasides "hiduul fuduasaamasdsefRmanimades warldsuauiouludnume
yoenszuadsauegiann Wesmneglurisgaiuimenisileauasnisieniesoagnusulg

2. tadpsudununsnan: fedutiedeludiuiiaesiildiunsssyfannnsdunualilitoyaddty Tnewesin
Tunsuanagasmastiuazfesdoalidnglumsdiiunugann iesanlunssuiunisdnisossenoulude
ypansiuusnn nuansuazan i sullufwieddszaznatumsdndeuuasuanaunmenuu viliiibifaagas
Huveanuiesazdossraudodrfiasusumuninglaegas luvasinsamuludmmesesdUssnouasasinas 019
an deriadowussne endvavsun deamuluudfviowinng lildlfnuedaities st lilfuanshidoniy

3. Yadeamuyeans: dmsutinuanmdnuazinuaniusznavluasasnasiudafinnuannsolinsudiu
WINWI9IEdinNENsaluNITHENY WinvnANEInsatunsiuies Wiemnulianuanunsatunisieunas
fdmnavinuglunsdoansensusiuaznisuanseentinuazasiil Wudy flideyadfynannivinuzdmiutnuans
avAsasinueTiddty fe S0 Wy Wuazas Faedesdiasuindaniutnuanavasadiald Tuvaesiidnuans
waflilaamuianiiestsds luvusidneuunutinuansazasmasiligein mnuddeddidsnouazinangann
faiynanadomdsiiddyanfefifouunazes FafmuigdouunazasitinsanslunsBeuumiundumlden
Tuvaugiypannsaudu q 01f fusziudausiftneziiussiutlagmiuandufatiug vildnanissonsuilsany
AnLiuyaelsIuiiy %ﬁﬂ'ﬁzLﬁuﬁﬁﬂﬁ%’agaﬁﬁmuaﬂdﬂLﬁmﬁuiuaaﬂwsazﬂmaq

4. afosuaniviasugiio: nafimurnussduduanasvgiafowrsugRianns fdwovesiuslonnnaos
suyunsndeiiuuiliigedu Snfsdomaveuse iuiedatuayuldennun

5. tadefudedialuniniiauoasasinas: azasnasssaasuanduiuite inszudiiinerginaue
avasnasluiiuiansisaslutidlain-19 uiilissaumiudida vdomstiauouuuoaulatifianunsouansonsunl
arudAnlafvhiusuazasan SndlulssmAlneflsesasiimnzauiuniuansazasimasoglaiuniingae

dufl 3 wuamsmsanidiugsivazannaslulssmelneg

dlelsirdeyaildannsdunvaiglidoyadidyanfionsanudy nuiwssiuiymvesiinazasinas
fusmunldnuosdusznauresnisuimnadns Seldun msuimsdants 113du Mewa1n NIWAER warn1UINS
yiwennsuyed ognlsimumuinssiudunsiuty mnudluesdussneumsgsiaduluud favanansoudludigm
Fuilaandlude Feilidemiiiaueiedumdlunsiiiugsiadumiedios 4 ssdszneu melduuie
“2 Build - 2 Reduce” s3ffumsugnamauTsiionniusznaunisiugnanvnssy doassrdiudouazanuaninsn
Tunssiosesmagsia duwandlugudl 1 sedumdlunsdniunuduundu 2 svor 1dun szovdu fo 1-2 0
(WA 2565 - 2566) UArIzereMIADIEELIAT 3 — 5 U (W.A. 2567 - 2569) dmTuluImanisaiugsivavasinas
Tuusswelnelu 5 U uandlumsieii 2
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M13199 2 wwamnensaliugsnaazasiwasiudsemelnely 5 Y amelduulfa “2 Build - 2 Reduce”

WUIAR wWnune

WHUSZUTEY

LNUISESETI

2 Build: @519

a9AUsENaUMUNSAaNA (Marketing)
wWhuane

1. loadesmdnual (Brand identity)
TnuAeazAsINas

2. Wioasa5elé (Revenue)
TuAsazAsINGS

1) MsAnwITenquilmingvesrgarATING
ielAnanuilasgregega: Wnavesdoya
mnmsdnmilmiunwdungutimane

- msndnavasluszezdu tieliiuslnaldaulaly
agAsmadnew SsanisAnvimuinguilanduvey
avATNAIL Ussavaomad (man) Tauuufin uas
Uszlanassh (azvieudin) wnniian

- uanenlonavnagsialu o Aldminenssauiu
lpfiugsiaagasinas (new business model)

- ggnenaintudngudmunelug 9 lussnis:
naiaunishnuennsoudmiuasasinas il
mi%amgﬂquﬁy’uammamﬂwammLﬁulﬂﬁmﬁ]
yilvlalannsadeansludenguitvanel o 1¢
ns@ialemalsilsliinasivannmans nslaugad
(Lip-sync) 1l viseudumvinliazasinasianuay
WU festival Aigaulsiifiosusisnvuazasinas
uiildinanesd vidediAanssudula vinlviwanin
Snhadifenanssuiiwmaalild Aueiliarasnas
anunsodoansludingugndlel q Thfudu

- Mmaalenmaliguslaatidiuiuivazasinas:
Juuwifn immersive experience A NITATN
Uszaunisallnl o lunsvuazaswadlvifiuguilon
Wunsigvuaunsaneglumsnsaivesaeas
wivsensltinalulagidiyie 01 anasanaily
Tukendinduunsi Wedilanasuranasigiau
et Wusiu

AMsHaNeAUliA18aASINAYaTATINGS
Usyanagazas
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M13199 2 wwamnensaliugsneazasiwasiudsemdlnely 5 Y aelduulfa “2 Build - 2 Reduce”

LUIAR

Wviane

HUSSUTEY

LNUISYSYTI

2) @$14 Brand lsifurneazasinas Tngyngaueiud
uanssld Mathdosnnuamsfinumuingusing
gnivedidinginssudenvuasasnilanizieazag
Toazanils Fed1dusesdl Brand vesrsazas
Audaunss

3) MIATNNTLUANOUNITUAA

2 Reduce: an

29AUSENBUAIUNISHARN (Production)
Wviung
WHOATUANAUYUNITHER

- M35l outsource

- mIumsgUnsainsuanaiioysylorinnagsia
U 9 uaziitenslidh

- msafemnusamiledugiidruAsides

- MIARTUINTBAYATIWAS IR INAENA MunsthiEue
avasasiinnuuUanimivuate Jse1vanneu
Haymidesnsldanuiivualngadls

- NM5E519159aEATYBINULDINTOT A UALT U
nelaaunnu

- mananaulirvazasinadiarasnasUsza
ANUAYAT

29AUSZNBUAIUNITIANTS
(Management)

wWhnung
wielinsuimsdanisiiussansnm

- Risk management: MsUFMsANUALIEmTUTIa
azATNad AITANTNEIRIAUTENOUAIAYNIENAT
WIRN15aININIEA8veslIATEUIR (post-pandemic)
oA mnuidssnngnssuguilan arundesann
wialulad Anandssnisnunsiu uazauides
Pnammiesusiaonnes Satrlssduunngidiu
NNMIEEVIRUANINANIINGIoLAdARY Six sigma:
WnAn Six sigma Fidmaneiiesungsnszuiuns
fuflusegiseiiles iloanauiianain
Tunssummavhaienniian sunssuaums 5 funeu
oA NMsszytaym (define) n13¥ana (measure)
nsRasenlayn (analysis) NM3UTUUTS (improve)
WAEN13AIUAL (control) 385831 DMAIC

mandnsuliiAneusuiieluszduesdnsifieaiing

\Setnevideansiusitionam Lile

- SwawuaialsarATvsoanAulsREATNaNd
lpgMIatiuayuIINAIATTUALIONYY

- advayulianudiuduiion adefiuilidauldd
feazasinaslens Men1ssilisiumnenuningg
fatfuayudoaiaassd

- atfuayuantunsAnumndaedul i
fuRadgsade

- atiuayulazdaasuliinsInmanaasAsf/
avasmadlussiUAasTULU AR areLleg
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aAUTENANITANEN

dmTumseausienansAne %G‘hLﬁumiaﬁﬁmamamui’mqﬂszmﬁﬁqﬁ
1. lednman milgmlunsaniugsin uszaamimeluauing

MnEamsAnInUhgUassalunissdussisarasnadulssmaleianaiou uasssrinansunsssun
vadlsalain-19 yuiluisenuvhmelusinasdsinsanaintadefitnrnsnsidulmesssisavasmaduussmalne
anunsaazusulalu 5 Usziou loun Jadeduuslon dmusununisudn duyaains duanmiasygng wazinudadinin
Tunsiauoazazngs wan1sAnudindidestumsdnuives Pitchayakamin (2020) dswuintlymuazguassn
Tumsuszneugsivazashiiluguuuuinadaluussmalne AResunulunisndnuazulusinduiigeann Tuvae
mamaegldliidulumuenumeniwesszneuns fuslaaynilveesilifeugazasniivininuasdinnszand
oglusauios amsfinwtutiusngiiilunuSeunes Rieanthong (2011) u @ w.a. 2553 fiwuinguiuazazinas
luvszmdalvensgynieglunguidn lneguuazasmasdnivglivsviuusssudenlunissuruasasnas
Feawvieulisiuinguilnanamiuilutewesdauysmadie luvnsiFriunguiiilneidinsdefnegfursazasinas
nshanuazasnasiiiuiisan viewiuiBafaduaaduiidededugusiriundy Sroradadedunaliiudiog
dulundt 10 T uimgdnssuguilaavnlveunuliasuulasluanidy naedivuindiiauazgmilounisves
fdfaonimnumanisfiesandu asvieuliifuinainvinnisnszduiignies wazviansliruiigedays
og1aue3e Juiliimunsvesmatnduluegradosth Wuderdudgmiassgiannsisuimiinegiseniuiy
Tnglugassroznadinandmalifuszneumsaeiosansadandimanisuans wigdauadatuayu (sponsor)
anlusfniiaeitusn

Twrngiivszifudedinduilesnainnsiazasinasazdeuansuuniifngay AlFFunsaduayy
ANuAnAIUIINgluulisuras Cohen (2020) ﬁﬂénﬁqﬂiwﬂgﬂﬁﬂiﬁﬁaﬂzmmam (performing arts) #14 9
dosusumnnglanesulall osnnliausauansluanuildlusasszernanisssuinvesleda - 19 Tagiauei
nsUsushglanoeulavesnsuansanand vilsuiiiyuningsfaldomaddinsuwansitifufuas g
a9aUA uardamnaudaldidiunsuanafiun isgmndunsuaadulaaseieiu fidsesiitnindnaannd
Aunuagldiiutnuandlddatn egrslsfimuuniseudsedn mnnmeunsdesgiulsinmeunsdula avasina
fensuansuundiduiiy waelsaeasldadsensualsm arualiousds Yssaunisaingus doanasdulmae
wwvssiasnniiluSyrosdilslimuisluauicaenin dadsilldenaiatuldannissuazasesulad
filannndaduaintu wezdssseutsiineniu

z%’m%’uﬂizLﬁuqﬂaiiﬂﬁmﬁmmmﬂqﬂmﬂiﬁ’u tnuandazasinasgengnannisin wmnwandutdnuans
avAsasionnTn winwazdesdiinusiiduadludenisgy $9 waznisuansuuni (Morton, 2015) Tuwai
yaansdunuAadziniussdulgmilunmsinuiudu dddundafunsgyaanandiitngnasuliiinu
wuvRELRgIInnIYeu Uiy marewannsieusaniuldsnn (Fisher, 2007) sﬁmﬂﬁaﬁmﬁuﬁwﬂimg
sauetl e, 2550 uiUsziudsslimueluanuamafals

2. ilefnwmginsssuuazmuioinisvesusinaiidneaasmadluyssmale

MNaNsAnYIMUIN woAnssunsfuriazasmasneluszezian 1 INkLINvesinouLIUABUAM
drlvgsuruazasnatinende 1 - 3 Bewed dnidonvuazasmadiuseutieuans-onfind dnilvasuruaznas
wastuiilousnniian dusuuszinasasnasiinguiednaindonulndifesty Tiud Ussianaomud (man)
sesasundenvuUssnnlsusuin uasUsenviasi (aevioudin Instaduiidfyssiunniandenisnduinuuasas
wiaswasnguiegs Ae iaFes mudseiivlaluazasnadluofin uazuuunasililuazasinas dusueuamam s
Tunsawazasnadluadedaly nudssiuiidumiuaanianniignveandusaegns lnsFosmuaads Tdun
aveundilulssazas avuudanmilunisuans iodedlul 4 wasfinelulad uas 3 o ftuadiounntu mudidy
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nansAnwiindlAssTunsAneives Pitchayakamin (2020) G?fﬁwuiﬁ]ﬁaﬁQﬂé’ﬂdaﬂ%wﬂﬁmmﬁﬁm
Tu 4 duduusniie AuAIMFILALNTLARIYBITNLARS dedesimuiadla Sunumvarnvansuasinfinay
@mmwsummil,l,ammmzauﬁmﬂmﬂ’mﬁ%a wazunimasiituiedlaetnuansdininulneg wazwsnzaufuunum
Tuvnizflanuwes Sungsitivong (2015) Fs@nwinisadsassrasasimassinasie fMen1siteenansuasnisdunivel
dvideyaddty luiamaiiansideguuuudu 9 9amshe wuiiesduszneunsuansiiensi 9 Uszns Tnemildluiiy
fenseanuuuaussfiliuanmannuas Snuansifanuannsanainvats SnnseeniuuuaazAiafim ua
fanuadassalusuazasinas dzveuliifiuiianuulaning adsassa Finadulssinudrdyednsun
Tumsiiaueasasmas  sgalsAnudadefivraulafinuannisineilugisnisunsseuinves 1ade-19 Ao
Anuddvesauenndelulivasas axvouliviuannwedenluvaedy 9 ﬁ@w%wasiammﬁﬂLﬁumaaﬂu'ﬁﬂﬂaéwﬁa
wAnssuvesiuslaniafudsifusznounsassesinnisinmedsaiiausuazseiiles

3. ilefnwuuImemsandugsiazasmadlutssmalnelu 5 Diremh (n.a. 2565 - 2569)

dnsunsinuluadedifihiausuumdunisdiiiugsiaszeasnasmedineg ameluszezna 5 Vi
Aosemingd ne. 2565 - 2569 FeunAn 2 Build-2 Reduce tufiomsyaiiuainsdndnuaingidudn uazareseld
Tifuosdng Ineldlauanuameivannvans lén mawaslenmanisgsfailimineinssaudu nsvengmanslyl 4
waznslalemalvguilaaiidiusiuiuazasinas SuAumsESuiuinysLazANNANNTATBIYAAINTALATINGS
Taenndestunisdidunuaiesgsie dasviliheaaudinunnuesazasinasiesngnainazegluannings
fionahlugnsinlugaunmszdulanld luvaeiinisandunuuazanaundsadulssifiudfaiazsilsiannsa
Frruauimelusuan Tainsanmnudeionsld Lean Six-Siema azdumadeniiasaasnisye
ataduszuy In1smuan Useiliuwa asiaaauls

msasudndnualnsaudivie Brand identity itudssidiuddpeslangshvluiiagtiu Bmaagsiaazasina
fusTnaledfryiureasasmaselamenidasiams Tuasveulidiuimnmeazeslalifsndnualilamsu
laiflsumiansndudn (brand positioning) Ansdlagiuslnn axyinligiuslnnandsldenn lumsdnwives Shafaat et al.
(2020) Fwhnsfnudensddnuondo Gul Ahmed luszezina 8 Woud1 wuinisiinisdeanskiude
Hnweaulaegnainuesieadoldmanssisionnaemsiaud (orand equity) luasidonmansaud
fe o gonefiaziiutuetnadiulétn SddumsAnudsnaninumahansaifiusenusléniiesas 24
il Aaker and Moorman (2018) atfuayuiniladduesnagnidunsaudffensasedndnuainsaudiies

liiflssusnisadransdudhduiifuddifinasannasazdosadrsiuosatuuds mnudnisiiyaains
Ainwy anamien wazanumnuamsafisme swihlnisihauazasmasudutagianuduiioondn
Filuvhegeaztiandunilunsuanazannasadld nsze1atianszoznailunsiiiunuadlddng anuaanss
109yAaINsThas Heinsius and Lehikoinen (2013, p. 14) seylifiudiluamssuil 21 4 auamilfuondnual
(unique quality) veanuRaliieduteulaiiddyetedaen winsazvilinuadiinunmluendnvallanses
finsindufaduliitianuanunsaunnwe il Vondracek (2013, pp 20-21) Madsisnuisovenanin faduais
TvinwedAty 4 Usenis laun Aadnwaigdiuyana (personal aspect) 817 nsAsIsieusINY eamy hile
Lianuduguénans vinwgidanthil (functional skills) 81t finwennsdeans msilasest msuimsdans vinwe
AuAIU3 (knowledge) 891 mmﬁlﬁmﬁumﬁ‘m AHIATUNITAAIA ANUTFUNTAAFBUTEATIU WAZLNUVAN
sufiale (artistic core) @19 AusTINwavAley Anududasy Jwmuldiinsdufalulesdndndudeddsu
nsRnNuRABA
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Tuvaziinisiiuseldfimadendiiululimainvats wilslumadendiginasasinasanunsavinldviud
fAonslinfumsuiiaueiiuvanivel lunisAnwives Green et al. (2014) agviouliifunslianiameimdssam
PURSTuARIULAZATIAEAS A.A.2014 Tagmannuiussamaussfitniduiidesmslunsuansazesinas
¥ Ussinnwasuuudaiy (Traditional) favay 40 inassauasf (Contemporary) $atay 30 wazmasUszan
flou/3an (Pop/ Rock) Fewaz 25 Uszinymnas Legit (n1550sazasinasiilésuussiunalannnisdesuuunaada
uazLUURIAL (Jones, 2015) agifiesioray 5 anumainuaglumstiaueazAsmaIoLLINATILANAEL
Usnglssilunsihiausazasmasuaianddadeituuraslsasnsniilaayanmasilsssrigalulan 017 azasinas
"Hamilton" FaduarasinasdasyfRmansanigeusniivszauanudisaegsdunan iosaniiauodanusiu
wasdusey (Hip-Hop) waztwasiin (Raps) (Petridis, 2017)

dmsunsandunuuazanaudssiu Wulssduiiufasldldilunngramnssuduliauddy
fulsdutl InensestssresnmfideasannasUsyauimgnssinsunsssuinvashia Covid-19 agviaulmiiuds
mMamdgmintuanzarndssesgsiafifinegsioides Malinsuimavmnisaiifiedefuingd (anti-crisis
management) fialussAUsznounilweanIsuTMIoIAnTg BamsatiunsUivnIgnseuvesesdnis (Zugrav, 2019)
faiflunsinuivas Alharthi et al. (2014) ldliuinlugnamnssuiiudfisuasde (entertainment and media
industry) anansauimstanisaauidesldfensussendlfuundaues six sigma idesmndunundndls
anuddyiunisuulslu 3 Ussiiudidy liun nsdlernudesnisvesgndt nande waznaniseiueu
Funsdu TnedeBnstaunsoasseuannsalunmsuisilituesdnsld

warluinegaud gtaazasnasetinsarinluldlnedu mndianusiuiietuosnadususss adluiemut
Tuthytuiimeazasmadulssndlnemdsinnumhomioatiuayuiuay iy uifeglusuvesmmudniusiluidumanis
whedinguyanasiduaiennuiuiofuaraaniitunluiagiu winnudidelugsiaintuldtidedfussnounis
selngdndande dnsufumgsiewsAntulfidessdnamis q Wiudnnagldsunmasidunuiidenlude
Uis?ﬁm%mwﬁasﬁumﬂiauﬁaﬁuﬁgu (Pefa & de Arroyabe, 2002, p.37) ﬁqﬁl,ﬁamiiam&jumqqiﬁﬁ]Lﬁmﬁ'ﬁu
lusUrasaunius auiay M’%aﬂejmml,l,é’mfu gounalimiing1u19lun15603904 (bargaining power) fun1ASE
andunsinu uazaaensudy 9 1d Mssunguguszneunsisigniausuurilunagnddmiunisuansssamay
wuiiu lag Boonyam (2019) lauainmngusenaunisaniiiunisiiessieiey wanwidnnulameunineins
Tumsdnuansaus o717 S1unudatiu Sunuimas vieusludtamidatuliifedesigafisames mausdiamiloru
TugUvesniorioud fagdalomanisgshaldundude

Horeuauuziianisihlulduaziten1sideluounan

dmsuiusznounslugsivazasnamiessionisuansdu  luuszmelne ansnsatinuanin 2 build - 2 reduce
wdusmdumsadugsiavemuasle Feihdhmnevdnddfomaiiuseld ansedie wazmsuivnaniudes
Tneflesrusznetlunsuimsdansesnsduedededdylunstusdoulildmuthmnednan sufnsvnieiesie
flanunsnangneounazguasiavesgsialiliunian uarlivsslomianloniauazqauiveseadnslunsiivun
nagndnistuindoussdngseld

dmfunsidelusuanerednvuindilulssiiunisaieanusmienisgsivazannadaefiansan
anuduldldnnduuulusineUseme saldfinmsfinwduwwmdunsaduanuiimudavzswadelitudusing
ymlne WieliAnaumieusdensuslnanuavyiuiazananilems fuan mawsioradulssggmatihiausssiineg
ugnanasnstsanald donadeulosinusssuiiuandsiios
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Abstract
The objectives of this study were to: (1) develop a causal relationship model of organizational
dynamic capabilities, organizational creativity, organizational innovativeness, and business excellence from
information and communication technology business in Thailand; and (2) study a causal relationship among
organizational dynamic capabilities, organizational creativity, organizational innovativeness and business
excellence from information and communication technology business. The 340 top management level,
who have been received authorization from 340 Information and communication technology businesses sectors
and certified by Department of Business Development, were respondents. However, only 175 respondents
were returned in total. The data were analyzed by using percentages, mean, standard deviation,
Pearson correlation coefficient, factor analysis, and path analysis were used to find out the causal relationship
with structural equation models (SEM). The research results were found as follows; 1) Organizational
dynamic capabilities had a positive influence on organizational creativity. Organizational dynamic capabilities
had a positive influence on organizational innovativeness. Organizational creativity had a positive influence
on organizational innovativeness. Organizational creativity had a positive influence on business excellence.
Likewise, organizational innovativeness had a positive influence on business excellence with a statistical
significance at .01; 2) A causal relationship of organizational dynamic capabilities, organizational creativity,
organizational innovativeness, and business excellence: : An empirical investigation from information and
communication technology business in Thailand indicated that this model was consistent with the empirical
data statistical value of X2/df = 1.095, df = 80, p-value = 0.262, GFI = 0.944, CFl = 0.996, AGFI = 0.904,
RMSEA = 0.023. The result of this study will be the guidelines for driving managerial policy as well as practical
skill development in terms of organizational dynamic capabilities, organizational creativity, organizational

Innovativeness and business excellence in the information and communication technology business in Thailand.

Keywords: Organizational Dynamic Capabilities, Organizational Creativity, Organizational Innovativeness,

Business Excellence
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Tngsamvesesanslumsiiausdslva o songnaransoilanaialuyl TnenaunaiunisIanuInadnagns
AUNTANTIy NORNTIU UAENIEUIUNIT (Santos et al, 2018) AINAINNITANIIUIRNTTUBIANTHUNUINAIATY
Tueududeigsiavesesdnailelilsdueulfiuzoumnsursiuegiedsdu fautu nsuugtiundn wandosi
wsensruIunsival 9 Tuesdns gsfawnunnussianiaundyivanuimelunisneuaussioanInwingey
msmanisduifnaAsunlasegsmnduas ingais meldioulaiVimewmant amnuansonisuinnss

sarnsadulledeiiliannsoaziesld Wesnfunumddglunsiaunanududanisgsia (Alamir et al,, 2020)
NSANSINMSUSHISSSA Q]
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oA mansnsanisuinnssuesdng Useneuse 4 SRstaunlag North and Smallbone (2000) l#uA 1) Aviansnga
NMIUTANTIUNAANUI 2) AUAINITANNUTANTTUNTEUIUNTT 3) ANANNTANNUTANTIUNITNAIN WAy
4) prwanansamauianssungingsy ewnanmsuuuauansalaesvesednsmuglufun i
arufusstoyadednlu q dwalinrududanagsfiofty enuasomsuinnssuesdnsgnuasindunagms
finguaussiensiudsuutadlurudesnisvegnin anuanmsalunsutsdy uazsinugmanalulad nsnw
Srurusnlusnunagnuaznsnanidesiuitanuannsonisuinnsmesdnsidoulosiulszansamimilendy
yosmmidudanagsia iesnnifuisiaigalunisussaanaliuieulunsussiu (Celtekligil & Adiguzel, 2019)
NN WeUszdnduanslidiuinanuaunsanisuinnssuesdnsiidvsnansuindeaududaniegsia
Aalu Santos et al. (2018) way Chinchang (2019) Landlilind1 ANNEILITANNUIANTTUDIANSANUEUITUS
fupnuduidaniagsia wardsnsdanudifylumsifinuszansnmesnnududanagsia Wesanuuidn
wandael U3ns vienszuaumsiuy q Wudsslewlifintuanauanunsanieusanssuasdng ilrinnswam
USuUse uaraduasssuinnssuiionsvauesaufoansvemainogsasiatenazseiios Jagtutinnsutedy
seinagsiefigunse Sududesdimnuaninsamauianssuesansivanzandigawiniosdululs elwhdslunanm
YDIHARNUTLAZUINS UazaunIaansuunIsadunl WudedunsAinwives Alamir et al. (2020) wansliliiui
ANEsaNIinnssuesAnsiiauduiusseaududaniegsia lneanuduiusiainanausanauaues
Giaﬂmﬂﬁlaw,l,ﬂmﬁuaqamwLL';mé’aumqﬁﬂé’aéwﬁﬁsﬁwﬁm ANaNsansuInnssuesAnsiuiiladfny
yosmsanmdudangsivedwioiles ssdnsazliiuussloviguanlutouluniwdiielnesuueesdns
yniinsaduayueuannsaneuiansuesdng Jnungmasauuigd 5 dai

qUUATING 5 . pImEITON NN IANTSUBAnsTaNE AN NUINden T UEAY 59

AusluaAN19gsia(Business Excellence)

AU TuAAN19gsAe nueds seduaNaInsalunskELasdweuNaRiuese U Inefiilmune
lunisusuusedseansameunannisvesnisiaduandn auvesiiduladinds wazn1sdnnisnseuiuns
(Vartiak & Jankalova, 2017) aruifudavesesdnsdundsludeuludowiudmivarudsafisedu ey
mslinnuldlalunsinunazyszgndlimnandudnvosesdnsdadunidailiasfiansanindudsiesdns
wwanunsoussaliluszerdunindy widunmaissawadndlassuiidfianlussosnanaasszoren naeaau
aﬁuaqﬂﬁlﬁmmiﬁwuﬁﬁé"qﬁusluaumm (Jankalova & Jankal, 2020) lanAdniluazanunaaulun1sndeynu
paafidanudesnisuardudounniy megramnssudegniaduliinaudsunlanielfanunsoudadu
#niu uazmevauseanmuandeunsueniiinmautediugs asdnssing q Tédumuuamdlmifiivssanam
WieiinTamuanunsalunisdnnisedsseiiles (Metaxas & Koulouriotis, 2019) Ananudanisgsiia Uszneuse
4 Fdfy Minulag Dahlgaard et al (2011) IHuA 1) yaains 2) mnusaievidefiunu 3) nszurumsviany
uaz 4) nAnfaeivieuims anududmmegsiafdndslumssidugsiausenyefiiiutu wassshunsansiu
uazifiszAnBamueansyuinunsBnie edselfesdnsusvauenudisalalussezen anududaneasia
wandlsiiuddasaiawvionagnsiduie nsussarnududa deeumanTmwognéifiutulafnusmdndy
TunsWmuussansnmuasanim Tnsdusunnnsjaduamendadusiviouinsaulugemmmetsaliianty
vhisesng vaneesdnsldhundenududmsgsianiidesanaseviniiniudefeddyrasdaadlidg
wnURTATaaues Duadesilefideronudisavesnagnimeiugmnin nsfauSeuiisumsUssiiunuies
uaynsUFUUTIegseLiles (Jankalova & Jankal, 2020)
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NIULUIAANTTIY

N13ANYILATIATIIAMUFURUTIENINANLAUITATING TNVD98IANTAUAUANAT19ATIAVBIDIANT
AUEILTaNIUIANTIURIANS wazAududan1egIie: nsRnwildauseindgsianaluladansaumea
waznnsdeansluvszmelng §idoanansammunenuduiusseninsmnuamsadmainvesesdnsiuaudn
a¥9aTIAY0I09AN ANLEBNIIYNILTRNTTUesAns uazmmdudemnagiie munsouuLAnnTITefanwd 1

AUANES19ETIA
YDIBIANT

anudude
Y8955N

AUEIUITALTINAIR
YBIBIANT

AMUAIUITANS
UIANTSUBIANS

e o AWl 1 nsaULUIANNISITY
W/ANTUNITIY

UsEynsuaznguaagng

Uszansiililunside fie ssdmsiiduugsiomefumelulafansaumauaznisdeanslulszmelne
MheN5IATIEI (Unit of Analysis) lumidigsyauesang (Organlzatlonal Unit) Inggfusmsseauga (Top Management)
fldsuueumneanesdnsiisiiussiadumealuladuaznisdeans uardunsidoufunsuimungsianisdndu
{lideyadifay (Key Informant) Tuniseunuuasuny tesannunguiifiannumnzaudsanunsalideya
yosgsnamallabasaunauaznseaslulssmalne MiRsafuauausadmainvososding arwAnadisasse
Y9993ANT MNANINTIMSLINTINeIAnT uazAuBudavnegsia IWidueg1ed Smsudaudszeing (Population)
Awuou Ao osdnsiiduiugsnedumaluladuesssiamaluladarsaumanagnisdearslulssimalng
FruauiteAy 1,619 wike Fslsnanadadoyagsia (Datawarehouse) NTUAIWAUNGSAINITA NSENTINIEIYE
Uszwelng Uszdnd 2565 Fadumhsnumaigunaildiunsseuiuuasiamiuinidedioludsinnig (Department
of Business Development, 2022) #33glannuaruinvesngudiegs lngldgnsauiuues Yamane (1973)
fsgdutiodfey 0.05 naannisualduunnguiiegis 321 et wazdseuiiedesiununainndou
vosdiaya 19 feg vumvesnguieginTIfeaalduiniy 340 fegrs dmfunisiarsananumnga
vosnguiaegsilflunsifoadedl Atelivinsfinsandauavenguiesnsifanumngauiunsinses
Tnaasinsidslassadng (Structural Equation Modeling SEM)8sf33tTd38msimuanaushetrsnunguiisanadaiau
(Rule of Thump) Fadunsimuasuiandusegisiianlifuegaumnivats uazlifunseenusulunmsingzy
seh runanguetsmstieiatios 10-20 whvasaudsdaunald (Wiratchai, 1999) maiduasaasudsdunels
F1uau 16 fhuls Sunufedisiifiarumnzaunaziiissmedmsiietnetion 16 x 10 = 160 fis 16 x 20 = 320
Fanaannizduandainanidusiuiuvesrnanguiiegisdusii 160 fiegn ilelin1sideiideyaiiivane
EPIRHRCILER P ﬁ’aﬁ?uﬁummﬂajuﬁaa&m 340 a8 Fuduuiiunzanlunisinwadeiiiianunse
Wnnlglun1siesgilunaaunis@alaseadie (Structural Equation Modeling :SEM) l¥n1sgudagie
wuvafauu1azdu (Probability Sampling) Ine3Snsauuwuudne (Simple Random Sampling) 3 ngsAawmnalulad
yosgsiamaluladansaumauaznsieansluussmalng $1umm 1,619 wis Inglilusunsuguiielildvunnsiois
ATUANTIWIU 340 FIBENS
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aunauantugauAnsIenvuwissumdlng
Tuwsesgudud sufawszmwiausvgan seraususunan’

Uil 11 @i 2 Uszdifiou nangrau - Sunau 2565



wsasilefildluise

wiesdlefliluide Ao wuuaeunu fiseiannTunnmguimmlduiouiuninensuasamuvnevosiauls
fvsulmi sadahunannauddeidnun Tneuuvaevanudadu 5 neu fil

nouil 1 feyainluifvafufuimsssiamaluladansaumeuaz nsdoanslusemele fdnvazdoda
Wuluunsiaaeusens (Checklist) $1uau 7 49

noudl 2 Jeyarhluisiiugsiamaluladansaumenaznsdearsluussmelne Tdnvardemaudy
WUUATIAEBUTI8NT (Checklist) 911U 7 98

aeufl 3 AmnuARiuReIfUALANNIOTMATIVEIBIANT AMUANASIIATIAYEIBIANTUATAINLANNNTE
M Tnnssuesins Sanwasdemanudunuuinasaiuusyanaa (Rating Scale) lnedudamanuuuuuseidium 5 seeu
Y9saLAN (5 points likert’s scale) Besdiuain 1 (sefuanuddnyliosdign) 83 5 (szfuanuddnNnian)
Tnefinnuanansadmainvesesdnsimufinainnseuwuifnues Teece (2014) S1uru 4 Fo AnuAnadsassd
YOIDIANTHAIUIFITINAINNTOULUIAATDY Woodman et al. (1993) 41UIU 4 U9 AIUAINITANNUIANTINDIANT
WA INAINNTOULUIAAYDY North and Smallbone (2000) 411U 4 98

poudl 4 anuAndiufsiunnduidaesgsivesgiiamelulaasaumnauay msdoaslulssindlne
Tonwardemanudunuuninsid@uyszaiaen (Rating Scale) Tnailudamaiunuuuseifiuan 5 seAUvesaLAs
(5 points likert’s scale) [FesanAuUaIN 1 (ﬁzﬁummﬁwﬁigﬁaaﬁqm) 845 (wﬁummﬁﬂﬁmmmﬁqm)Imaﬁlmwmi‘]uﬁﬂ
Y0433NIMAUIFIIINIINNTBULLIAAYEY Dahlgaard et al. (2011) §1uu 4 Uo

neudl 5 TeAnifiulardelausuuzifIfunsuImsinnisvesgsiamaluladansaumauas nsdeas
Tudsenelng iWuuvasuadamesaiielvinduiegnilduanstefniu uastaiauonuslulsuduiineades

mM3fusIuTIndoya

v v
v v e Y

maiununndeyadmsunsideluasell Hduiudeyalasduuuaeunumalusudd uagldsuuuuaauny
pounduniady 177 atu Tasthaldlunisiesgisiuan 175 et simsziuuvdeuniy $1uu 2 ady
fildfeyalsinsuiu Andudnsmeundu fevar 51.47 FaanaAdeves Aaker et al. (2001) szyIndmsINsmeUNdY
(Response Rate) ¥owaz 20.00 1Husnsnisneunduiivensvldidulumunusifiseyly uonandiifels
VAFBUAINDAFIUNIIABY (Non-response Bias) lngluTeuiieudnumzyaenguiiags 2 nau Ao naunauneau
(Early Respondents) 9113 88 atu uagnqunaun1enas (Late Respondents) 311w 87 atu Ingldading (t-test)
TunsmageumMaUSsuifisunuuanssvessiadevesi 2 naw Renfuyulunsiiiiun ssevnanlunsiifugsi
Frsundnauludagdu uazselfiadevesfianissed wanismaaeunuin nguRsUABULALABUNENAS
laiflenuusnsnafuogsiifoddynsadn uansideyaildsuliitameanueailunisno Hudeusdinniae
Tundel] Wifitymmnudnsesunsnouwuudeunwesiifodfty (Armstrong & Overton, 1977)

ANAMYBLATRLIEN13ITE

mi"?Lﬂiwsﬁﬁwmmaamé’awaqLﬁamﬁaﬁ;mﬂixaﬂﬁ (Index of item-Objective Congruence: 10C)
Tnegsiunsiansanangidensngy 3 vinu fensewing 0.67-1.00 Feeglunamifisensuld (Nunnally & Bernstein, 1994)
Moo ufuilumudoiausuurvesiFenmauazinlunnaedd (Try-out) fugsiameluladansaume
wagnsdeanslutsumalneandsznnsiililinguinogiadiuiu 30 Aanns msmeArAImiBmss (Validity)
warmeeuidesiu (Reliabiliy) vewndasle Ingldnsineriesriusznaudsdudu (Confirmatory Factor Analysis)
vofaus fanimiinesduszneu (Foctor Loading) agsesing 0.744-0.915 Fsannnh 0.40 waveglunasiiisuld
#14l Hair et al. (2010) in3esiofinunimsngaumusatiluliAviogannnguiesisld doRasanddudsyans
woaN1v89IATAUUIA (Cronbach's alpha coefficient) ﬁuaal,lfuuaaumuLaﬁlaﬁgwmagjﬁ 0.766 - 0.908 Gannin
0.70 mannaeinsuldves Nunnally and Bernstein (1994) uanslfifiuinuuvasunnilunsiseiiinnuiienss
wazmuidesiuveaielefiunaminaziimuidediogs naruiismsuazAANuBesiudulufmnsnsii 1
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A197199 1 NAN1SNAEBUAULTBNASY (Validity) uazuiAtauadu (Reliabiliy)

ANUANTY ANudaliy
fands l0C (Validity) (Reliability)
(Factor Loadings) (Cronbach’s Alpha)
ANNENTOTINA TNVBI09ANT (ORD) 0.67-1.00 0.853-0.910 0.908
ANMNANAS19ETIAUBID9ANS (ORC) 0.67-1.00 0.850-0.915 0.900
AUANLNTANNUTANTTUBIANT (ORI) 0.67-1.00 0.744-0.798 0.766
m’mtﬂulﬁﬂmaqiﬁﬁ] (BUE) 0.67-1.00 0.843-0.888 0.884

a v aa t:l' a o
nsnszvidayauaananitluniside

MTIdeasall IdvlinTevideyalngldadifdonssaun (Descriptive Statistics) Usenausig Aade (Mean)

Y
'3

dnudesuunnsgu (Standard Deviation) M3diasgsianuiinUunfvastoya (Normality) M3diasigidudssans

3

auduius (Correlation) NMAtATIZMOIAYTENOUTIBUSU (Confirmatory Factor Analysis) wagn15itas1zsluLaa
aunslAseasns (Structural Equation Moedling : SEM) TnafiUsuas Ussnausme 4 duus loun anuansnsadisnain
YDIDIANT ANUANASIATIAVDIDIANT ANUAWNIANIUTANTIUDIANT UazAuTudavnegsia drusudsdunald
vowudsurie 4 ¢ Usznaudae

FUTUAE ANENITaBanaTnUetaeAns Usenausie Anuaunsalunssuilena (ORD1) Anuaing
Tun13Usulasaas1e (ORD2) ANasanIImUANEavEuTamAlulad (ORD3) ANAINNTAN A UANNEATEY
¥8383AN3 (ORDY)

AuUsiels ANUANEI19ETIAYRIRIANT UTENaUMeY N5eUIUN15a31eassA (ORCL) NANSMTa319a55A
(ORC2) upansas19assA (ORC3) anuNsalasneassd (ORCA)

AU Thele AINAINNTINIIUTANTIUDIANT UTENBUMIY ANANNTINIIUTANTTUNEAR N (ORIL)
ANUENNNTINNUTANTIUNTEUINNT (ORI2) AINANNTONUIANTINNTRAIN (ORI3) ANLANNTANIUINNTTY
WeANIIY (ORI4)

wusuels puludaniegsia Usgnoudme ueains (BUED) anusauievieiiuaiu (BUE2) nssuiun1svieu

2299

[[ore1 ][ orc2 ][ orcs ][ oRca |

(BUE3) hasndniaeinsausnis (BUES)

[ ori ][ oriz ][ oriz ][ ora |

& @ @ €

27l 2 TAaANUFUNUSIINEMAYDIANUAINN TN TNV IRIANTAUANUANET19HTIAYDIDIANT
AUAINNTANIUIANTTUBIANT kazAUTWEANINGSAT
NSANSINMSUSHISSSAT QB
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NAN1SIY
HaN1FITENUN frounuuaeunudmlngidumens Soas 54.90 InmsAinwsziuuiyeessesay 53.70

<
(%

fuszaunsainsihaumnndy 20 Y fewas 42.90 fiseldiledeseiiiou 50,000 - 70,000 UM Feway 41.70
wazdidumisnulusumisdinnisil Sovay 75.40 uardnwazdadvdiuesdnsnuit sUuuugsRaduuismifn
Jewar 96.60 fivulunisaniiuaiu 50,000,000 - 100,000,000 v Sewar 44.60 Hsveznailunisaniugsia
wnnih 15 Viulu fevaz 80.60 fdwnuninaulutiogiiu uinnd 150 au Sosay 58.30 warmeldladsvesians
#ol 25,000,001 - 75,000,000 UM Foeag 50.30 NMFIATIRVIANNRAUNATETRLA (Normality) Inenisnsivaeu
AnAaL (Skewness) wagAnar e (Kurtosis) vesdasatiamuniianagsswing 0,039 9-0.525 waw-0.004 fis -1.284
FalAnogsening + 3.29 Feaglunaminanuasuni uansimniuusiinsnszaedeyauuuldsnd (Tabachnick
& Fidell, 2013) nM3lAszndulssansandusiug (Correlation) nuinAnduussavdanduiusseninaduusuds
fiAnogszming 0.353 fv 0.559 Fayngdauduiusuuuiiianaferfunasdalifu 0.8 (Hair et al, 2010)
e Felinuymearuduiussuserineiuusdase (Multicollinearity) Tudauvas Aade (Mean) wavaudosiuy
1M5E (S.D) uunTIefuUs WUl AnuAna1sasIAYedeadng IAedegean 4.125 dudeauuinnsgiu
0.658 5e%a% Ao MNNERNIATmATAvetesAns dAnads 4.060 drndeauusnsgIu 0.655 ANLENTA
mawinnssuesdns faniade 3.947 duudeauwnnsgu 0,547 uazddugavne e arunludamsssia iaade 3.802
dnudeauunnsgiu 0.591 dauandlilumsed 2

M15199 2 HAMIRATIERANREY ANEIUTERUBIINTEIU HaSNTIATIERaNUSEANSANaUNUS

AU ORD ORC ORI BUE
ALaae (Mean) 4.060 4.125 3.947 3.802
dnudsauuinnsgiu (D) 655 658 547 591

ANUEIUNTOTINAINVDIBIANT (ORD)

ANUANEI19ATIAVD909ANT (ORC) 375%*
ANENINIanIIWInnssedns (ORI) 408** 353%
A duwdaniegsna (BUE) 460%* 533% 559

Q6  21SMSIVINSUSHISSSAA

aunpnantugauAnuenvuwissunalng
Tuwssguiud audansamminusvgan denuususenun’

Uil 11 du 2 Uszddou nsngau - Sunau 2565



29292

ORC1 ORC2 || ORC3 ORC4

71 B8\0  @g45 BT
(1)
404 e 276
©), 853 & 17 1)
@ 8 ' B803,[ BUE2 @
SR SRS
(=) o & | &,

4497 350 X171 857

ORIl ORI2 ORI3 ORI4

207l 3 HaN1INATRUTIAAAMNNFINUSIBNEUATBIAUAINITOBINAINVBIBIANIAUAIUANAT19ETIA
VBIDIANT ANAINTANUINNTTUBIANT uazAMaTuEANINGSHa

msdesevanmslasais (il 3)lualinnuaenndosutoyadsssindlnetiala-auens (X2 whius7 611
Toflnutnazdy (P) witdy 0.262 flesendass (df) windu 80 Anlad-aumsduimé (X%/dh wirdu 1.095
fiAnlaiAu 3.00 AeriinseRuruminzay (GF) Ianwinfiu 0.944 andailinseiuanamugauneidaUSeuidieu (CF)
Wity 996 ArdiifaszduamnzaneRfiuuLAluuds (AGF) Wity 0.904 Gsismuniiaunndt 0.90
wazAdiisniiaeavesanuniaindoulunisussann (RMSEA) fausiniu 0.023 Gediatfesndn 0.05 Avadn
flFannslinszitimuaeguuiiugussduaainfuugi faflagandunasiilifinsanyndeusdlffui
fiaumnzavaenndesnaunduiuduet1ed Byme,1998) fanandlunsned 3

N 3 UagnseTl 4 AndulseAvBidurnanuduiusuesdvinanians (Direct Effect) Svidwavnadey
(Indirect Effect) wagdnsnasiy (Total Effect) U04luinanIuduiusITaa1ms A U@ T0TanNa InveaeAns
UALANASI9ETIATD983ANT ANAINITONIIUINTINIANT wazaududaniegsia navean1sinse
thiauedulssavsidumeaudiiusserasuuslusiasdumeanansaesulénal arwannsadmataves
BIANIIBVENAVNINTIHEANNANANATIATEIRIANT HiAnviniu 0.404 BviEWaTINWNAU 0.404 AVINENINTORINETR
YDIBIANTAIDYENAN N THOANUANTOVNNWINNTINBIANS AU 0.356 BYEWaTIIIU 0.504 AVUANET19ETA
YDIBIANTHIDYENAN 1N TIHOANUA LTIV NUINNTINBIANS TANINTU 0.366 BYENaTIINTU 0.366 AVUANATIATIA
19383AN5 TBVENannsaenudaniegsia dawvidu 0.276 Bvgnasiuindu 0.507 AwaInnse
mewianssuesdnsidvsnannssannuludanegsia Tawiiu 0.630 Bvswasiuwiniu 0.630 uenInd
naenAfuillFuansiduussavinameinsal (R vidormudeiiunetelunsindudumissydadiunnuuysiu
semriaflsfuasdusznauiin adulsydvimaneinsaflussiugesasiiouliifufseaudosu Taedus
Allanudesiugeanliisn Anuudemagsia (] = 651) Anuanansamauinnssuesdns (R = 366) uasmsanasnsasse
Y8383ANT (R* =.163) Aua Ay
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A1579% 3 AATTUITAUFINATDIAZNANNEUVBILUABANTUNUSITIANANANAINTODINATAVDIDIANT
UAMUANESIIATIAYBIBIANT AUENNNTANWIANTIUBIANST wazauTudAnIegIia

uq:g 14 (4 1 A Y 1 [ 1 aa o v v
AVUUIYAIUETDAAADY LNEUNNIT fann ludauuunauUsuluna Anann luAnuuaslsuluna

waznaunay W5 (Fesonndauaznaunduiudoya
(Byrne, 1998) WeUs2an)
il AUNLNY il AUTNY
1. AlA-awmas (X°) Not Significant  X’°= 324.140, lslshwnat Y= 87.611, HAULNEL
df=99, df=80,
pvalue = 0.000 p-value = 0.262
2. Alai-auaasduims <3.00 3.274 Taienunousi 1.095 WL QU
(X*/df)
3. Avilingzau >0.90 0.821 laiuineus 0.944 HULNEU

AU EN (GFI)

4. ARsEInSEaU >0.90 0.878 Talenuneue 0.996 NN
AL FUNDA
WaUSguLigy (CFI)

5. AR InTERy >0.90 0.754 Tainunue 0.904 NAULNN
ANLVAUNZEUNDAN
USundlunan (AGFI)

6. AdailsnTiaes <0.05 0.114 Talenueneua 0.023 NAULN AU
YDIAIIUANALAZDU
Tun1suszaunas (RMSEA)

= " a £ v o a a . a a .
M15199 4 ArduUsEENSIuNIANTURUSYRIBNENAN19A TS (Direct Effect) 8nSwaniedau (Indirect Effect)
wardnSwasau (Total Effect) v24laiaaAIUFuNUSIBIAUNAAINEINITATINATAVDIDIANT
AUAYINANASNETIAVBIBIANT AINAINNTONIUIANTINBIANST wazauludanisgsia

Aanusulanielu
AU
ORC ORI BUE
AMYUBN
DE IE TE DE IE TE DE IE TE
ORD 40g*** - 4O4*** | 35E%*  14g¥**  Hg*x* - - -
ORC - - - 356%*% - BEEFFE | DTEREE D3 xxx pOTRRX
ORI - - - - - - 6307 - 630%%*
BUE - - - - - - - - -
R’ 163 366 651
GRGAL) X?=87.611, df=80, p-value= .262
GFI = .944, CFl=.996, AGFI=.904, RMSEA=.023

DE=Direct Effect, [E=Indirect Effect, TE=Total Effect (Standard Errors: S.E.) *** p<0.01
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A15799 5 HANISNAFBUHNNAZIY

FUNRFIU NAN1SNAFAU
ANATILN 1 ANEINNIWnaTRveIaIAnstanSnan1suINdonUANAS9ETIA SRR
UDIDIANT
AUNRTIUN 2 ANEINNIWNATRT0909ANITBYNENANIIUINABA AN SRR
MIUIANTIUDIANT
AUNATIUT 3 AUARATNATIATRIRIANTHBVENAN I UINABAINELTE gousy
NAUIANTINDIANT
auufigIuil 4 AuAnadsassAvetesAnsidvsnanisuindenuludaniagsia RHGY
auufgIuil 5 enwanansenswinnssuesinsiidvsnameuinseryidudaniegsia CRHGY

2INAN51991 5 LARINANITNAAD UANLAFIY fail arwasniBanainvesesdnsidninaniauan
foAUARASIATIATEIDIANT (8 = 0.404, p<0.01) BaufuauRAgILfl 1 uenaniimuansndmainvesesdns
fiBvswavnaansenmaIsaNuiansIIesAng (8 = 0.356, p<0.01) seuiuaALLAFIUT 2 A WARASATIA
Yo30IANSIIBVENATNIUINABANLAINTANIIUPNTTUBIANT (8 = 0.366, p<0.01) BavSUAMNAFIUT 3 A wARESsAT A
yosoaAnsTiavEwamsuInderuuamagsie (8 = 0.276, p<0.01) BeuFUaMAFILA 4 AmaNTIMeU RN

aadnsiidvdnamsuansorududaniegsia (8 = 0.630, p<0.01) ausuauufgui 5

aAusENa

MnuansIfeiFeddaniaiianuduiusszninanuannsadmainvesesdnsiuanudnaiieassd
YDIBIANT AILENITAVNIWIANTINBIANT wazr L dudan1agsna: msfinviBalszdnvgsnamaluladansaume
waznsdeansludszmelne {ideldeAunenansidonuauuigiunside ol

auufgiuil 1 mnuannsnidaainvesednsiidvwanisuindennuAnaiiassduetedns nan1sise
wandliidiudn ssfamaluladansaumanaznsdeasiulsemalneidudngshanieiifesondonmaunsadwads
yososdnsifudledemdnlunsifiueudnaiassdvesesdng dslutlagtuununngsiveglusumisiionnduinun
[esananminadennisssiasimaiuAsuulasegunniuassuuss amassadmainvesesdnsiimudiy
somsvihanudlanagivuanagnsivgauieiuanuaansanauinnsmesdnslunsaiieassAnandoei
wiausnstnl 9 TWanunsaneuaueinufenIsueImaInLasnoUaLeenen1sutdy Ssaenndostiuiuide
14 Ferreira et al (2020) ar Wang and Feng (2020) #l¥idiuth arwannsadawaavesasdnsansnsndioduaia
Fnoamlurnudnainsassdvesesdns madudunsgsnalugalanmAimifsinrundunain nsdeansinsesmne
LagnanfidANNuNIY Fsilanudesnisnisidenlosnnuduiudsenitannuanansadainvesosinsuas
ANUARASNATIAVDIBIANT

aunAgui 2 mwansnsaidmainvesesinsiiaviwameuindenmannsanauinnsINeadng nan5Ide
wanslidiuingsiameluladasaunaas nsdearslulssmelneiununnuduiusifeansenisauansn
Bawadmuesesdnsiazanuannsoneuinnssuesdns esnluanmiadounisgsiagalamiiniuazimalulad
fiimsasuudaddahdlifnfnonmmamsugsiuiidesiuindoussialviianuayiiauendnfaeiviouimsll 4
gsfefitianuaansalunsaireassAuinnssunadliussloviannudndne vinwe uaznineinsiislogieanunsa
a¥dlonalval « Fsenndesiunsineives Farzaneh et al. (2022) uay Sijabat et al. (2021) g lfiuinauananse
Faainvesesdnniulladeauandenuamnsonisuinnssuesdns Suasliunsiindnenmmianisudaduy
JonavaustederniennUAsuasnsuendufniunnsdsuwlamanaluled nassauaudonis
vosgnalutlagtuiiivdsundasly
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auuRguil 3 AuARAINATIAYEIIANTHBVENANIIUINFANLANNTINIUIANTINDIANT HAN1TIde
wandlififuinssiamelulaBansaumeuazmsdomslutssmalnedunuemuduiusiaunsswivmufnadeassd
yespsAnsAUAINaINIaNIsuIanssuesAng neliruddaiilfaunsonisnouaussmudeanisuesgni
uazannsameuauasslomaniiuiulusain nszvunmsaisuinnssvessiamalulafasaumauaynisdoans
Tudszmalnedndudedivinusuasnsiniunnsiisiu anuannsalunisuimsianislumslivinusdeasisasse
fnaunauiuogamnyadluutartureuresianssy shlvigsiefivsrauarudiSaunndaingsiadu Sufnan
msgathiluianuduiusseriauiasdunourasnufnadsasdvesesinauasauanusamauiansauesdng
Faaonndasfuauideves Stojcic et al. (2018) livAnwdanisitenlesmuduiusanunadsassdwasuinn sy
fingligshaing 1 annsavsulilunmsamuiielinisdiiuanuity fadulafeddydanudubamnagsia
suanihlugaruegsenuazanudisalussazen

aunAgiuil 4 anuAnaiisassdvesesAnslidninansuindennuludanisgiia uandiifiuingsi
walulaBansaumanaznisdeanstulsemelnenislinnuddydensiaunanudnaisassAvetedns oswin
Wuthdvddyiannsaaismududemsssioluaniminadeniifimsusduesnadudunaysuuse anufnadsassd
yaspadnsdudunnuinmefiauddydenisiauianududanigsiavesgsiamaluladarsaume
wagnsdeanslutsemalng (esananudnaivassavesesdnsiduiiadudifydenisaioyad nsdaey
wazidunaln ilefsgauasnauaussmuiosmsvesgnéi adioduesdusznaufivhlifimuanunsolunaaiuaig
anududansssiasuinlugnnauendndasivieuimslmiuignuanduwdeldfiiutusioly dsaonndos
funnsAnuwes Taghvaeeyazdi and Niaz Azari (2020) finuinanudnadisassaluesdnstuanunsaiioziiiy
aududansgsianeldanimuindeunianisudsduld lnernufnasisassatussdnsiliinuuifalng o
TunsruIuns B3 uaemsvTuUEmsaniung muAnasNasIAreseAnsdllaud@iusauinuayildud gy
seaululdan1agsia waza1uideues Hamouda and Abd El-Aliem (2020) Auaadliiifiuindiniaideslss
ANUAUNUTIENINANURNASNETIAVDIDIANTAUAMITLLEAN19G3AT

auufgiuil 5 AmnuanIsansuInnssuesAnstBvEnansuInden I duAasgsAe uandliifiuingsia
welulafasauneuassaeansliulsemdlvemsiianuddsensiiuanuannsomauianssuesdnsdelinanssny
Gauansenndudemagsia Tulagdussdnsdnunnlasiamzedisdsgsiamaluladansaumnaiaz nnsdoans
Tulssmalvedafoauammanududangsia wilifisdsifesdnswiiuiidrfuasussauadSails anvevdn
vosnudifaiiddyuseniviieifo mafiuanudilaeidndaiefuunneududamagsia lnsaws
ag9Ban1slinud AR UNUIMYBIALENTINILTANTINeIRNS MTiTnANEIIsaIIUTANTIHeIANS
utadeddylunisuiuugmamsdiiusuazihlugaududaniegsia Wesnmsiaduaiisauaunsn
mauianssuesdnsvesgsRamaluladansaumauazmsdemslulssmalneaztiefiuyadlviundn fasinieusnig
wazdidnenmlunsiiuanududanisgsie mnudunainvesannndeuswaionilidnuasianzyosgsio
wallafansaumanaznsdeaslulssmalneldatuayunansifoiieatunanssnuvesnmannsoynaianssy
psAnsfiddennuludanisgsia Fududnvasiiddgydonisfiuaudnenimmisniswisty aoandsaiy
n3AnwI984 Santos et al. (2018) FswuAnuaansameuinnssuesdns  dviswalnenssionundudamagsie
aeldunliunsiasuulauunatn yesdnsiauadyanuiuniuresaninuindenssdnsiiinuaiansa
mauinnssesAnszansaviiliAnnauasuulas uasmaaiuaindeniamsgsia suduthioddnseaundude
yragafia detiu mamfodliduienuidenlosfiufunsssenianuausomeuinnssuesdnsuaranuduiaa
yagsiafiivturesysamaluladasaunauaznisdoaslulssmalng wadwitiauasnndastuduagnad
funs@nwues Alamir et al. (2020) inuinanuannsamsuinnssuesinsiinnudiiusiuanududaagsia
Tumsarennendsiunas fulazdoulefafulunisussauas snwinrandudamassia
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A3UNANT5IY

nifendsinudt esdanudlmivesnudded fo lassadunruduiusseniteuanns Boate
YDIBIANIAUANIUANASNATIAVDIBIANT ANUEUTaNILINNTTUBIRANT wazanuludansgsialugsiamalulad
asaumanaznsdeansiulszmalng Auandifiufsnnuddavesnnuannsadmainvesesdnslugiia
welulaBansaumanaznisioamslulsemalne Seldfumssauiuinntu Bos 1 Ianuausodainvesesdng
udnuagddaiivieliosinsauadsfnennenuAnadsdssAreIning wasaNaILNsanauInnssLeIdns
waztdusngiudniumafinanududanisgiie mnesdnsaansalidneniwdsnaniiieliannsansvaues
soaninuandeunegIRafiuAsuilategsanda Snisanuanunsnidaovainuesesdng aruAnaiisasen
U9383ANT AMUAINTINIUIRNTINEIANT wavauludanisgsiadululadenanlunisadeanulduseu
yansudatufieligsiaegson uasUszauaudiSalusszem dafu nansideadeidlinuumduganmdnla
firtuveslansaiennudiiudseinnnuandmainvesesdnstumiufnaiaassuesosdng ATuanso
Meuinnssnesdng wazmuidudansgsio melduiunvesgsiamaluladansaumanaznisieanslulsemalne
Tngianizegnads suideidisiaiuanuudunidifunsidelutiagtuitulasadsanuduiussewing
PYNENIOBIME TIUeIRIAnsiuALARaSNETIATtIANT ANEINsaNIUInNTIUeIAnT warAUTuEAN NG
Hosneumvesmiteillfnsraeuluanminndesnamautsiuvesiigsiamalulafiansaumeauasnisionns
Tudszmelneaiiuniseg

Horausuuzitldzuainnisise

1. ULEUBLULITINg ¥ msﬁm-nﬂ%y’df:ﬁa";uaﬁuauuéﬂsﬂmﬂu@wqwﬁLﬁ'mﬁ’ummamwm@ﬂwai’m
YDIDIANTAUAIUARNAS19ATIATOIBIANT ANUEINITANIIUTINTSHBIANS wavAuludanisgsialunainwany
WA wavannsatwan1sieildlusesealumadelutsadiudy q nsdnwadidinldiueudleidaey
Ansnszutinfsvesanuduiufidsanngauansadmainuesesdng AuauAnai1aTIAved0idns
ArwEInsameuInssesdng waraududamagiie msdnwadiinelmAauselonilufmoud 2 Jsens
Uszn15usn Ao msﬁﬂmﬁlﬁmmammvﬁﬂaLﬁ'mﬁ’umqwﬁmmlé’uﬁwé’mm%’wmﬂ'ﬁ (Resource-advantage Theory)
wltflunisesuisnseunAnnazidenloseuduiusseninenuansadmainveednstuanuanaieasse
UDIDIANT ANUANTANIUTANTINBIANT warAududaniagsin lunsadsanuldSeumeiunineins
fwmileninguis Juinannisaseunsesminensifinuunniiunagliamnsandeudielfoaauysal
TuuslazAanis Usgnisiiaes fe wansdnuiluafsduandifuianuduiussannganuanusadmato
yes03ANIAUANARET9ATIAvRIRIANT MNLEBNTaNIIUTANTINBadnT wazauluAAnagsia dadieiiia
ANUENsakAzUEANSAMluNTU ATy

2. YorausuuziBansufln fusmsvesesdnisgsiamaluladansaumauaznisdeanslulseimalneg
annsaraiildanemidsluuiulideduteyaitugruiiodinsgiuasnnsimuanagnslunisdiiiue
WloadennuaNnaTE M MIHANNAIUTENIIALEITTINaTnYesesAnITUANLANaT9aTIAYI09ANT
AnuEnnTaneuinnssesdng waganududansgsiafididunislussdnsediiusransnmuas U susAviung
1Bty Semniauviedaadudnenmiissinuironailfuasss A nmuas sy Avinaanadlddaazinlug
eou fuinsvesesdnisgsiumaluladansaumanaznisdearsluseinalnedeanszuiniadedidn
YDIANUANTOTINATNUIDIANT ANUARASI9ETIATIDIANT ANUANITaNINUIANTSHDIANT wazauTlude
yagia Aifeguazmsiaumiudovgu  @anagrslunisdnasmmineinsiasnisusraunuinsgasitionsedu
nsfuninaluladlni uagaaielvi o Feenadiglifanisvgaiuainiudinauasnsauagagiouliiuii
FamnuannsavesgsianalulafasauakarnsdoaslulssmalneSaiulnegwsioides
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3. faiauauuzdelonis nan1situedsiagfulsslovddmiumhenuuesisuna onvu wavesnam
dofudeyaiuguiiinlugnsasdeuodalesdnslimuddyfilnsadnuduiudssrieuansn
BN InveeIAnIAuAMUANES19ETIATEIBIANT AVINEINITANIWIANTINEIANT wasauludaniegsia:
Wiadunsinwnasiamunanuaunsanansusiureaianisegdeiilos Ineflunumlunsndndunudida
LagmaiRANEINIadmainuesesdng auAnaiisassd waruinnssulagueamnszuIuNg asnsaLiy
HANIZVIUVDIANANTOTIWaTH vaseadnsrorududansgsilaenisnszduanuAnasisassiuazuinnssy

Foruauurlunsiseassioly

1. mafemsaelumsinuannduiesnagsanguau iierhdeyaainnuAdeluussgndliifugsiadu
Aupndiudeonaasiinnumiewdoanuuanin Ssusnmieluannguinedisvesgsiamaluladarsaumne
wazmsdeanslulssmalveniiu iledunsresennuisensd

2. msiveadeolumsiiunisinuidsdnuazaecadoiy o feradudsdfaiiavdefiansands
AUAUTUSBEINAINENN TOTING TVRIBIANSAUANINARAT19ATIATBIBIANT ANUENLNTONINUINNTTUBIANT
warAuLdwaan1egsia

3. maldeadatelumsliiinisfununudoyasuuuudy q Afarumanvanediufudielilddeya
fiflruasdeanseiuingusvasduesmaiiidennteiu asiamzesnsBenisiselsamam wu madunuelifedn
(in-depth Interview) M3aunwIngu (Focus Group) #3alNITeuuunaunauy (Mixed Methods Research)
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lunaiandnurslsewmalneg wazfnwianudunussenitsesausenavvamunisdyafunanisaniuanuves
Usenaameideulunanavdnuisdsemelng Useynsheusenaavsideulunanandnninduissemelne Tuseningd
2560-2563 sncfuuisviieglundugsianisitu vamunsiuan 1,810 melnevivn WiEnndenngusedng
LUULANLA ié’fﬂﬁjué’aadwﬁiﬁumﬁﬁa U 1,167 518U 519U MUATe TS e LRSI AN seAnS
avduiuduuuifiosdu uazilaszinisannosBanvan Wlevaaouanuigiu wanisAnymuin yumsiyan
fanuduius@euindunanisasiuau lnganan1saiuanumesnaneulnusioduning wavdnsmanauuny
soduvasnovu Tuvaeifie iy anransAnwluduUsTnauvewun ety WU unanenn uagulaswEsa
AANUFNTUSITUINAUTATIHANBULNUABAUNITNG WazdnTWanULVIUADEIUTBENDYU duyuLLgTANUduTUS
Tumenssdudrufudnsmanauunudoduning uazdnmanouunusodiuvesdionu muideddlfiiud
wumqﬂmmmumwmﬂimmLLmﬂmsummwgmumwmm edudilsesdinsiisimsasmumemeni lunssuiuns
mellsifiusyansnmifleadsauduiusiiddugnd muenisamulassads luniweinsvesesdnafteatuayu
msieures ARy AvERalun SRR LY Hutedeivisdaaialinanmssiiusuvesesdnsluguses
fnanauning uazduvesifovusimuainn ity

AneAty: ety KanTseiiua

Abstract

The objectives of this study were to study the relationship between intellectual capital and
firm performance of companies listed on the Thai Stock Exchange, and study the relationship between
components of intellectual capital and firm performance of companies listed on the Thai Stock Exchange.
The population was 1,810 companies listed on the Thai Stock Exchange during 2017-2020; except the
companies in financial sector. The sample group were 1,167 companies by purposive sampling technique.
This study used the Pearson correlation coefficient and the multiple regression analysis to prove the
hypotheses. The results revealed that the intellectual capital was positively correlated firm perfor-
mance that measuring by the return on asset ratio (ROA) and the return on equity ratio (ROE). Moreover,
the components of intellectual capital also found that the physical and structural capital positively correlated
with firm performance. However, the human capital is inversely related to firm performance. This research
suggests that the intellectual capital is the resources according to resource-based view theory to be confirmed
as the organization investment in physical capital in efficiency internal process for a good relationship with
customers. Moreover, the investment in structural capital in resources will support effectiveness firm operation
as well. These intellectual capital factors could help increase firm performance in asset and equity

measurement side.

Keywords: Intellectual capital, firm performance
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unin
syuusegialulagiulinsasuadegnisindiesinsdoaundayiunsuedustnaguis vhlrfowniuami

<

[y

wsenagnslndunlilunisuinisdnnis luednesinsinliauddgiumalulaguasRunu wilagtunalulad
fimsasuuvatedunaiuazannsoasnidounuuld druduyuiiiunasiuuduiuninfiasnsadam
diolflunsindusmild fedussdnissne Smergumuumaes nagvisidunisiamerieliaunsadeusuy
& loAnallaUS Ut e (Sim-im et al,, 2019) 6‘3&LLmﬁmmﬁﬂumiﬁmﬁmmﬂuamummﬁﬁqmammiu
finsudedusgneguuseBondn “ssuuiasugiogiuaug” (Knowledge-based Economy) fildrnuiidusaduindeu
\easeanuivlauarisdalituianis neldAanisiauiesedsbulussreny (Charoenroop et al., 2017)
Tagszuuiasugiogiuainad Wunisamuvesianislunisaiisesdanuiiviliaunsoudaduiuguistudsdama
AaNanN I NULaTNISAULAYeRIANslE (Mukherjee & Sen, 2019; Xu & Wang, 2018) lngasAnaus
Hunsnernsidmuddgesmilawesssuuiasugiaguaug duindnnsdnlngiinnanduidunulunsais
psrmudiananidudedndudmiumaueiuiiinsuwnuuasdadedyumsdygidunnaldiuieulunsudedu
yospsAnTilrnanmsiuiunuvesianisinaudsdu (Mondal & Gosh, 2012; Xu & Wang, 2018) lagnsasyu
AanaFenIunetya (ntellectual Capital) ﬂwlﬂajLLm?m'ImJﬁmm’imumqﬂz:gzynﬁLﬂuﬁum%fwﬂlaiﬁﬁmuﬁ
Inaneidutiadeivilssiauszauanudia (Thamprasart & Phajongwong, 2018)

Tnedslunmsinnunedyaiivaneds 01wy drinavesdunindliddinu v3e 35 Balanced scorecards
30 35 Market capitalization (Xu & Wang, 2018) LLGiﬁ%%‘ﬁﬁ&Jﬂ%ﬁ'ﬂnuwNﬁmuimL%?Jmh “Value Added Intellectual
Capital: VAIC) VAIC simiunlag Ante Public Tul 1998 fASmsAuindtanmnsasilding waganunsauszend
THlsuAansnnuune Tnglidoyansumlsuayuuassusansgiuznisiu samfuiladosing  Amnzauivdnvs
vaafansusazUszan Uoshi et al, 2012) lneyumelgausenausigesdusenaunan 3 @ fie Nun1enIw
(Physical Capital) numg‘wsj (Human Capital) LLﬁxVJuMaﬁ%ﬂﬂ (Structural Capital)

mﬂf'muﬁwﬁmﬁﬂﬁwa%’ﬁaﬁuﬁqﬁﬁ%ﬁﬂuﬂﬂ:maﬂy’ﬂuﬂﬁzmﬂLLameizmmauiaaﬁwmﬁﬂmmams‘wusum
Numedgyanunanisaniiuauyesianis ‘1?'?&msﬁﬂwmumaﬁzgzywLLazmﬁﬂszﬂawamuwﬂww Fanan$3de
falnnuvannvaeuay liaenndesiunuwsiasusunvessemenngg  uilagidvaulafinumanuduiussening
numqflzyapﬁ’umamiﬁﬁLﬁumumaw%ﬁwﬁﬁmmLﬁaulumaﬂmwé’ﬂﬁwETLLWUWLWI%EJ deviliAnaudile
wazmdeaguiidaauvosyunisiygiluviunvesdszmalng Tuniseduiaiiuainsalunisdniueu
yasfanIseely

NUITHIAYIINTIY
mﬂmiﬁﬂwmuf‘;{fﬂiuaﬁmLﬁ'&nf'fummé’uﬁuﬁ‘izwjﬁmuma‘iliyzmLLazmamiﬁ%ﬁumwaﬁﬁﬂmi WU
yumsdaaiadseuss s nmesmsainsamianisanninensiiteg (Value Added Intellectual Coefficient:
VAIC) fianuduiusidsuindunanisaiiusueesianis (Xu & Wang, 2018; Dzenopoljac & Janosevic, 2016;
Ozkan et al,, 2017; Fathi et al., 2013; Mondal & Ghosh, 2012) vhlvaauz3dertmuningusrasdluauide Tased
1) dieRnweaduiusssrhmumatygniusamsiiiumues iz doulunanevdnisissamelne
2) \lofnwAnuduiudszninsesdusznouyunadyafunanisdndunuvesuisnaameideuly
panavanuAsUsEmAlny

215aAS3INSUSHISSSA? 107

aunauantugauAnsIenvuwissumdlng
Tuwsesgudud sufawszmwiausvgan seraususunan’

Uil 11 @i 2 Uszdifiou nangrau - Sunau 2565



wuaAn nqufuazuAdeiineada

1. nufFIUNINYINT (Resource-Based View Theory)

nauwiziunineins \unquifidsngrusnannguiniaasvgaaniuaznguinisdaniadanagns
fduiminennsiinansaseursedidnuarienzuasliminsadeuuuuliilifonsansaunnmatasiAnelfiuse
TuniswistuidlewSsuiiisufuguaadu (Xu & Liu, 2020) Tnsdnvazvesmineinsineliinanuldiuiou
nensutstuntseenidiu 4 dnway Ao 1Huninensiidamen (Valuable) menn (Rare) annsardeunuuldenn
(Inimitable) wagliausanaunula (Non-Substitutable Resources) (Nguyen, 2018)

niwensfifidnuaigiia 4 SnuagameuigumineinsGenit “VRIN” FavhlRanisanunsafinfugurstu
Llidhuudedulsvderduguassalunisutadu (Xu & Liu, 2020) uazanansaifindszansamlunisudadu
vilnamssidunuvesionsiwuliniindu (Nguyen, 2018) et INNUNILITTUNTIUANLEITEIIUIAR
vomguigminens uililumsesunenudiusssyiaumstiyaatuminensiifidnuasemeoglumsmunu
yosRansiunsidvlnegiedsbu

2. wuaRaReRU UMl

yuvnatiya) (ntellectual capital: I0) WuninensiifindnenmyesiansliAnanalsiuseulunsudediu
pgadsBu dewadensifisduvesarmannsalumahiiilsuesiians (Xu et al, 2020; Mukherjee & Sen, 2019)
Taenunmadygyniunsihnusuiuresesduseneuiiuanane Tiua yuayed (Human capital) yulasaain
(Structural capital) wagnuAUEUUS (Relational capital) wiavasAUszneuliTwasidyun (Sardo et al,, 2018;
DZenopoljac & Janosevic, 2016) ﬁﬂ‘ﬁ

1. Nuuywed (Human capital) Wuesdusgneundnvasumelya wasidundneinsvasiianis
i dnanniigadaduuvasiviliifAnnisimunnagnsiye o anudnaiisassd auaunsasuuianssy
wazailsiuSeulumsutsiuiidsBuresfioms Seinananuanunsauagiinuzveamingy sddelusfindnisdnm
\Rerfunansynuvesiunuvesuuywdyasiansfieglusumisiifudmssuninauiildlsduimsaiidenisiduls
yesianis Tnsnuayuwdiidufuimsseiugedsmansenuisnindedninisidulavesionts winuuywdilals
HuImsszAvatlinuransenudanga1d (Xu et al., 2020)

2. yudlasaadng (Structural capital) Wuesdusznevveamumsilyavdesglufansudani
wifnaueenluuds lneyulassaiadvayuuszansamvesuuysd dududadoddyfifnadonisiauiyu
Tnssainauazifindnnmusssdnslumsifiuyaruazsanisiiive Inemulassaisinannanuannss Jausssy
nsrUIUNT Andling AuAns Adosmunenisén gudeyauazdu o vesians

3 YU LS (Relational capital) iuruanansavesianslumsiiiumudniusiugiawlside
meuenuArdusiSussUszneuvemumetya e tunldindaiannmsasaenudussyulased
iiAansSuivedidulaidevesianisia Ineyuanuduiusinainaiuasindnaluduidmivgnen
amdnwalvesnan srnslunaiauazieidusvesianis

M3inA1veunelyaiviangds uwiis Value Added Intellectual Capital (VAICTM Model) Fadu3s
floslutagiiu (Xu & Wang, 2018) sWaunlag Ante Public 1ut 1998 annsathdeyalusunisfusntdlunisduam
Tnglitoyansumilsvianu suuansgruznsdu swiuladosing 9 fvsnzauiudnvazveaiansusazUssin
Uoshi et al,, 2012) Tngnumdgailesduszneundnitlilunisind 3 esdUseney Ae 1) yunenm (Physical
Capital) 1991NUs¥ANTAIMVBINUNINIBAINLAZYUNINITEY (Capital Employed Efficiency) 2) yjuuywe
(Human Capital) i’mmﬂﬂisﬁw‘émwmaaé’unuﬁLﬁmﬁuﬁ’umimammuwﬁmm way 3) Nulassains (Structural Capital)
farnuszavsnmuesszuumssidunuiagnszuiunslunmssiiunueesians fay ARl VAICTM
Model TumsinAlunmsimvemumsiyan Wesnniduisidouazanunsauszgndldldfuiamsynauin
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3. Anudunusszndunelygnasnansandiueuy

mAdelusfnvownsssmanin@nviferiunumaiyauaresddsenousesumsiyyfdmanseny
sonansiiuauvesiants wui yumsyg@iinse VAICTM Model fianudusiusifauiniunanisaiu
NUNINSRLTEIAINTT T InF SR maneULUAeAUNSWESIY (Return on assets: ROA) WazdnsHaRBULNY
soguvednevu (Return on equity: ROE) (Xu & Wang, 2018; Dzenopoljac & Janosevic, 2016; Ozkan et al., 2017;
Fathi et al,, 2013; Mondal & Ghosh, 2012)

nsAnwesAUsEnouraumslaaIAe un1anieam (Physical Capital) yuuywd (Human Capital)
uaznulaseade (Structural Capital) fidssaseransiidunuesiants wansidelusiawuin yumanmenw
TAnuduiusidsuIniuransAlLeLYesianis (Xu & Liu, 2020; Xu & Wang, 2018; Fathi et al., 2013) uindinanuise
ﬁwudmumamemwwﬁmaﬂizwuL%ﬂa‘uﬁ"umams@i’wLﬁumuﬁ%ﬁumwmﬁﬁ]mi (Dzenopoljac & Janosevic, 2016)
wazWITEl U ANNUIYUNYBITNANTENURIUINABHANT IALTLUYBIAINTST (Xu & Liu, 2020; Xu & Wang, 2018;
Fathi et al., 2013; Reza, 2011) wenani Sanun NULATEIAEINAN TENURIUINABNANSANTUNUYDIAINTT
(Xu & Liu, 2020; Xu & Wang, 2018; Sardo et al., 2018; Fathi et al., 2013)

druuidslusinvessemalneiiietesiunsnvmunsiyafdmansenudonanisdniuay
Y8915 WU MUl INansEnuGauINAoRan1IAILUNNNITRUYEIAINTT kavnuinesRusenay
vowumelayamunulasiaiussunennduansenudauiniuransadunuyesiians uivuuyediiiansenu
WaUAUNaNIIALTUIIUYIANIT (Thamprasart & Phajongwong, 2018) 5914 Charoenroop et al. (2017)
laAnwAnuduiussEniuIyediu - nan1saLliunuredians ndifinwusensamzideulusaiandnning
wislsgwelng wudn yunywdlanuduiusaonanisativaiuvesusenlunaiandnning sulduwn nanauuny
PNFUNTNG (ROA) waznanauwnuNdIudiony (ROE)

AUNAFIUNTIY
INNITNUNILITIUNTTUVI IR AU sianansadunumgdnTnanauwudeduning uag
ShamanauLLsDduTeNiey wavanusoasUauuRgiulumsidelasd
H1 : un1elyer1dnudaniusiBauIniuen sInana UL g eaun e
H2 : yun N UgaidnuaniusiuenTIana UL usa e gD o
H3 : 99AYsENaUYIUN NI ITAIUSIRUSTIVINAVINT AU ST SHE
H3a : NUNENINIAIUFURUSIIIUINAUSH T IANULNUTBFUNTHE
H3b : YU EInIUTURUSITIVINAUSH S IHANOULNUA DT UNTNE
H3c : NulasIasNdRIUaUIUS N UINAUSH T IMAnDULNUADTUNTNE
H4 - 89AUsENaUYeIUN NUY Q1A INSUTUGIUSH T IHANOULNILA DA IUYDIEDOY1
Haa : UM IR IUATISIIVINAUSN T IHANO UL LA DT UV IEND YU
Hab : YUY YIEIAIUATISEIUINAUSH T INANDUUN LA DA 1UVD D1
Hac : YulATET 1A IUNAITUSITIVINTUSATINAND ULNUADA 1Y IF DU
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ABAiunsIdY

Uszrnsuazngudiaesns nsideaieilidunsidedalina Tevhnisfnuanuduiusseaing
nunelgaiunanisaniunuvesuseniansiloulunaiananninduislssinelne senined 2560 - 2563
Tnglsisiungugmanunssugsiansiu Uismussiamnesuskaznadiiienisanu uismidiiegniinasy
wifdegsrmineitufanis vniliannsafudoyafudsldasy visninatydliasstuiui 31 sunew
warusilunana MAl Tneiilszannsidusunuussninanadeulunaamdnninevamuns o 1,810 s18U518USE0
T,mWé’qmﬂﬁﬂU%ﬁmﬁagiuﬂajuﬁqﬂéﬂamﬁaﬁ‘hmu{?hasiwﬁlﬁ'ﬂuﬂwﬁﬂwﬂumuﬁaﬁﬁqéuﬁmu 1,167 578U518U59m
Fennmuidedlitnadennduiesiuuuaizas Inesunudegnuansiensad 1

M15197 1 I1UIUNGUATBE

Furuusenildluniside e
2560 2561 2562 2563 33U
Juuiensangidsulunaiandanning (lbison | 433 443 472 462 1,810
Usgnlumain MAI Usenlungugsianisiduuas
nesuadsiuning viEnidiiegnifinaou
LL&iﬁ’]éJQE]gJ:iSWjNﬁuWU)
sin Uisilideyalsinsuiu (104) (81) (99) (101) (385)
Uisiiteyainung (53) (62) (68) (75) (258)
AdLAAD 276 300 305 286 1,167
319 2 Suudeyaselneuisniuunamungugnsvnssy
QAEMNTITY I1UIUADENS Soway
1. NFUNYATUATRAIMNTINEINS 142 12.20
2 nauduigulaauslng 87 7.50
3. NAUAUAIDNAIMNTIY 200 17.10
4. nauedmnsunsnduasnoang 231 19.80
5. nguninens 105 9.00
6. NGUUINNS 308 26.40
7. ngumnalulad 94 8.10
33U 1,167 100.00
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nafiusausauteya Feyafitiuldlunisideadidldvinisfiuanundsdeyaveaiuledditnau
AUENIIIM VAN INSUazRmAANNELIUTEMALNY (Www.sec.or.th) BaUsgneuse sunsiu mnewyUsenou
JUMIRY 1891UUsEITuasIUY 56-1 YeIUiEMlainesoas TRy Imaﬁwmstﬁu%’a;&aﬁ«mﬂ 2560 — 2563

AuUUN19338 AnziIdeliinsfnwianuduiussenitmunelyadunanisaiiunuresuien
fenzideulunaandnnindusislssinalng sensitaszvinuannesidmmagy (Multiple Regression)
Tngsuuuildlunmsmaaeutsznousie

ROA; = B, + B.VAIC; + BySize; + B,LEV; (D
ROE; = B, + B.VAIC; + pB;5ize; + BLLEV; (2)
ROA; = B, + B.VACA;; + B,VAHC + B,VASCy, + BsSize; + BLEV:, (3)

ROE, = B, + B.VACA; + B.VAHCy +B,VASCy + BsSizey + B LEV: (4)

ANINAANNVDIAILUS
MNANNISNFITE dnansaesuemsinAvesusarfuUslddmelud
1. VAIC fa yumadyayn (ntellectual Capital) ysnefs ningnsvesiansiiisdnenmyssiants
TAnAuansanuldvssulunsudeduetedidy demadenisifiutuvesauanunsalunisiniilsvesions
FaUsznausie 3 esruszneusidl
1.1 VACA A3 Junnanenw (Physical Capital) 10910 Use@nS01nueavuynenIgn1ngae un sty
(Capital Employed Efficiency)
1.2 VAHC 8 jusiyud (Human Capital) $nannuszavsnmwessunuiliatutumaneuunumiingu
1.3 VASC fa nulaseadng (Structural Capital) dnandsganinimuesssuunsaiiuauiag
NSTUIUNNSIUNSANEUNIUUDININTS
2. msdanansanfiue Wunsssunadndlunisidunuresianis sanan1seduaumianisiu
waglaildnianisdu Ussneusme
2.1 ROA #8 8RS INARDULNUADEUNTNE TN
2.2 ROE fia 8nsmanauunusiaduvediionuy

NAN5IY

nswansdeyaiiugiu wagnsnszaneivestantsdniuay Tneiaandnsnanouunudeduningsu
(ROA) Uagdnsmanauunusioduvefiiony (ROE) NMunen1enm (VACA) nuuyed (VAHC) yulasasne (VASO)
waznunalayayn (VAIC) WARIUANTIeT 3 Bawansliiiuinfudsfithun@nundianuuansieiu waznisnszany
voafayaiiauunndeiuAoutiege Jananladunadyyr esdusznavvemunislan) nansaduay
waziuwUsdu q lugassseziandivhnisAnuniinnuunndieiy
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M15197 3 AafY (Mean) A1gedn (Max) Ardga (Min) uasdruileauuannsgiu (Standard Deviation)
vasiulsnlglun1side

AUy n Minimum Maximum Mean StdDev
ROA 1,167 -.1238 .2504 .0604 0612
ROE 1,167 -.2333 4445 1092 1091
VACA 1,167 -.1144 3.0393 7405 5704
VAHC 1,167 -3.9911 24.0097 5.3261 4.3151
VASC 1,167 -.1099 1.5149 .6966 .2089
VAIC 1,167 -2.8550 26.0353 6.7633 4.6524
SIZE (um) 1,167 | 391,739,218.00 | 749,380,878,000.00 | 25,337,145,873.77 | 68,835,857,174.43
SIZE (Ln) 1,167 19.7900 27.3400 22.6641 1.4588
LEV 1,167 .0007 .8860 .4180 .1986

NINAFBUANNADAAGOIUDIALNITANNTNTUSIAENITUIAN Sig. = 0.05 wansintayasuusiuwuuinaes
YosdUMIiANNEDAATEITU dnsm AR UANLALTUS U I LUS LA (Tubsiruk, 2012) A1 Sig.=0.000 Landliliiua
fuUsBaszanunsnesuieimuusnulinaunis finn9199 4

A15197 4 ASNAFBUAINUHBAAADIVBIAUNITAMUTUNUS

Model Sum of Squares df Mean square F Sig.
1 0.426 3 0.142 41.821 0.000
2 1.077 3 0.359 32.588 0.000
3 0.534 5 0.107 32.27 0.000
4 1.493 5 0.299 27.97 0.000

myaszimanduiusvesiudsililunsvade Wevadeufirmemuduiusuasnadoum Ui
gaadaulseng 4 lunsnsaaeuilym Multicollinearity vesuUsdasy nefiansanananduussavsanduiug
WUULNESEU (Pearson Correlation) TneAnandunusluiiu 0.80 (Simmarun, 2010) kaganana Tolerance luiwlna 0
WazA1 Variance inflation factory (VIF) lailfiu 4 w3e 5 (Piriyakul, 2013) fioinliiadaym Multicollinearity
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A15199 5 AduUsTANSandunusSuuiesdudmsuA U Inagau

Variable SGR VACA VAHC VASC VAIC SIZE LEV
ROA 11 .090** 31 181 .140** .080** -207%
ROE J61%* A72%* .149%* 201%* .168%* 256%* .149%*
VACA 1 275" 281%% 3917 -.027 206**
VAHC 1 .684** .992%* 278%* .044
VASC 1 137 .253%% 014
VAIC 1 266 .067*
SIZE (Ln) 1 4947
LEV 1
Tolerance .805 .508 .509 924 .630 .668
VIF 1.243 1.970 1.966 1.083 1.588 1.498

* Correlation is significant at the 0.10 level (2-tailed).
** Correlation is significant at the 0.05 level (2-tailed).
*** Correlation is significant at the 0.01 level (2-tailed).

NA97 5 wandAandunusYaswUsNItlunsnadauiAsEIng -0.207 kay 0.992 WINRINTAN
AANFuTusSYoImuUuyYd (VAHO) Aununiadygn (VAIC) AnAund 0.8 wansirflAianuduiuslusedugs

Tnglunisnagauwes 2 fudsldlunismaaevanuigiuludinuuiuanenediy wazillefasuna Tolerance
fiA15z1319 0.630 way 0.805 F3uviAn VIF flfinsznine 1.083 waz 1.970 wanslidiuinfmulsaldlunisveageu

annAgnuliiindayayr Multicollinearity

mneeuANdTUSIE UMy B3duseneuremuUMIUyaiUNaN SR LERININANTIT 6

M1397 6 ATUNBNTNAFBUANNAFIUNNGIY

Variable Model 1 Model 2

Coef. t-stat p-value Coef. t-stat p-value
VAIC 0.106 3.656 0.000%*** 0.110 3.757 0.000%***
VACA,
VAHC,
VASC,
Size, 0.206 6.284 0.000*** 0.208 6.183 0.000%***
LEV, -0.317 -9.874 0.000%*** 0.039 1.186 0.236
Adjusted R’ 0.095 0.075

* ** *¥x Correlation is significant at the 0.10, 0.05, 0.01 level (2-tailed).
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M1519% 6 HTUNANITNATUFNNAFIUNTIVY (6iR)

Variable Model 3 Model 4

Coef. t-stat p-value Coef. t-stat p-value
VAIC,
VACAit 0.150 4.903 0.000%** 0.157 5.066 0.000***
VAHCm -0.035 -0.918 0.359 -0.052 -1.325 0.185
VASC, 0.106 2.751 0.006%** 0.131 3.370 0.001%***
Sizeit 0.245 7.064 0.000%** 0.243 6.965 0.000***
LEVn -0.359 -10.662 0.000%** -0.003 -0.098 0.922
Adjusted R* 0.118 0.104

* ** *¥* Correlation is significant at the 0.10, 0.05, 0.01 level (2-tailed).
A15197 6 WU nsnegeuANUdNTuSIENIUn g ke dnsnanauwnusiodunsndsin (ROA)
WU Nunadganianuduiusluianafeliuiudnsnanausnusoduningsiu (P-value = 0.000) lagd
Apuduiudiviniu 0106 Asedulivdifynieadd 0.01 wazfuusmuguisianuduiuslufenaiendu
fusasmanouknusodunindsin fevunavesiants (Pvalue = 0.000) dawdanduviausudedunindsay
finnuduiuslufiemmssudiufudnsmaneuunusedunsndsau (P-value = 0.000) fisgfuiiuddynieada 0.01
nMneaeuANUEITuS Iz Uy uar s mana UL usedILYBsETiavu (ROE) wud1 unatayan
fanuduiuslufimniafgiiuiudnswanauunusediuvedteniu (P-value = 0.000) lagdArAduduius
Winfu 0.110 Tiszdudiodfameadia 0.01 uazduusmupuifmuduriusluiismadeiuiudasnansuum
soduvesfioviu Aovurnuasians (P-value = 0.000) urlimuarmduiusseninednadumiiaususoduning
USRI AN ULNUR DA IUVBIRD VY
nsageUANNEITUSsSEItesRUsEnauve UMl LasdnsHana UL UsaALN SWETIN (ROA) WU
Nununennkazulasadlaudmiusiuiamadeiuiudnsmansuunusedunsnegsid (P-value = 0.000)
war (P-value = 0.006) MU TnafiAAnuduRusvindy 0.150 uaz 0.106 TAiseRuifeddgnisadf 0.01
wildinuanuduiusseninmuayedfudnndunansuunudoduningsn  uagfuusnuauiifiniuduiug
Tummadieatuifusnsmaneuuwmusedunindsiu fovuinresiants (Pvalue = 0.000) drudnsrauniiausu
Aedunsngsmdauduiusluiianansaiudiy (P-value = 0.000)
nsnaaUANNENTUSIEiNesAUTENeuYemUN Iy e Bn T INana UL UsiadILYeY fieviu (ROE)
WU YunmenmuazyulasahdanudiusluimmadeiuiudnsmaneuunusiedunSngsa (P-value = 0.000)
wae (P-value = 0.001) mud1su TnedAnAuduiusiviidy 0.157 uag 0.131 fiseduoddneadn 0.01 wiliny
AduuSsE I uLyediuSnsdLHans uLUseAUNING T wazduUseIuRuATiauduuslufiang
WenfufusarmaneuumusedunndTu fevuinveiants (P-value = 0.000) drusaadruniiaususeduning
sadiaudniusluianmssiuty (P-value = 0.922)
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anuTENa

MnuansAnwafeinuilunmsnvesuisnaanznfoulunaavdnnindusiasemalneiiea iy
yumatiyan nudh garuduiinanmstinumadyan (VAIQ) snanmsasuluvusyed (VAHO Safunisasmu
lunisiauyrainskagn1sdeameuinudmiun1sufuiaulaiuesdns waznisamulunulaseaiis (VASC)
Adumsasplunsassmmuduiusiugni sudisnsaiiensyuiunsmelussdnsliifussuu sudeu dislvaug
finwy Usvaunisal anuanansn sasstnisaspulunumnanenm (VACA) asldun msawmulufuningidiny
yullUidunindmanisiusing nsenwlag Bl meteyameaindeyuny nuiwumddya (VAIC) lanudusius
Tuidsuanfuranisenuiunu Faaenandasiu Kewsuwan (2021) fina1yin ui’mmwﬁ@wqumﬁ]zyay'mzﬂbaéqLa'%m
arwimnth Eiunnuudaundsdumssidugsialdifuanntu Tnsannsaaguld fed

ANuduRusseniaunelaa (VAIC) Ianuduiusluiimnisfediuiunansuwnusedunsng (ROA)
yosusemanmzlolunaavdnning iemuauiaduduiionadsaresnaiunansuunusiodunsng Sawansinu
gouFuaNLAgIuNTITef H1 uasnan1ifuaenadosiunanis@nyivues Mondal and Ghosh (2012), Ozkan et al.
(2017), Reza (2011), Fathi et al. (2013) fiwuin ANNFUUSWIUINegelited Ay vnsaifseninauniataya
(VAIC) AUSRsIdIuNanauLnusodunsng (ROA) LLaxLﬂumsﬁqﬁ]ﬁﬂiauLLmﬁmﬁ'jmumaﬂfM'] Hanudunus
Tudsuinfunaneuunusieduning Sstendnfunansuunusdedunindsulufiemadoruluiign egrdlsiay
wa 3AniTaudatu Joshi et al. (2012) Alinuenudiiusedeiifoddymeadfseninmumatiyan (VAIC)
fudnadiunanauunuieduning (ROA) 2nsanAfeuandliiiuinlunmsamvomunstyn fseneude
msasplunineinsyana szuumeluesdng uaznineinsvesesdns iudedeiduadulvinanisdiiunuvesesdns
Tusamesiaandunindsuniiniy

AnuduiussEIenunelaan (VAIQ) danuduiusluiiamuseifiuiunanauwnusiediuregiiony
(ROE) wasuitmaangidoulunaandnning FawansAnueenivauufgunsided H2 nan1siduaenndes
furan15AN®Iues Mondal and Ghosh (2012), Fathi et al. (2013), Xu and Wang (2018) finuanuduiusi@auan
sgafituddymsatfseninamumadyg (VAIC) fudhandiunanauunusediuvediieiu (ROE) dunisiigaid
yumstlygn fienudiudluBuaintunaneuunusiediuvesiiioniu Ssdusmdndunanouuuseduvesifioru
Tuiamadiafuluiian agunanmsinwianuduiusnummaonadesiuiiunisiyafinnuduiusludun
fudnsdrunaneuwnuRodIuvesiiievu (ROE) anuan1sideuansliduitlunmsmvemumdyg Wulady
fidswaviilinanisdndunuresesdnsiluyuuesifaangierufisdu

ANUFITUSSENIIUNINEAIN (VACA) uagyulasaasne (VASC) danuduiusluidauinagnaiifedfny

o

a

nsadRfusaTduNansULUsoAUNING (ROA) vesuitmannzidoulunaiandnning Fsaenndesiuauuigiu
53907 H3a way Hac waznamsIToaenAdoIfUNANTSAN®IUDS Mondal and Ghosh (2012), Fathi et al. (2013),
Xu and Wang (2018) finuanudusiusiBsuinegsiifuddnmisadseninaunisnienin (VACA) uagnulassaing
(VASC) fludhsndiuranauwnusioduning (ROA) 1Jun1sfiganinnumeniann (VACA) uazyulaseaing (VASC)
frnuduiusluBeuinfunanouunusioduning (ROA) uaxidusndndunaneuunusedunsndlufirmadieiiu
Tuiian damusingud (VAHO) Senuduiusluideauedishififoddymeadffusanadunanouunusioduning (ROA)
Felaidulumuannigiuenidfod H3b egslsfinuna msfnuidaudsiu Ozkan et al. (2017) fiwuarmduius
luauinegaiifuddgiudnsdiunaneuunusoduning (ROA) agunanisAinuanuduiusnuaiugennqediu
TNUNINIEAN (VACA) Uaznulaseadna (VASC) lianuduiusludauinegradideddyiudnsdiunanauuny
seduning (ROA) Jauansliiiuinosdnsinmsasplunszuiumanmeluliiussansnmileaiisruduiusig
ugnAn LLazimﬁgamiamu‘Lum%’wmﬂiﬁuaqaﬂﬁﬂiLﬁaaﬁfuayumiﬁmuﬁuamﬁﬂi‘LﬁLﬁ@Uizﬁw%wﬂumsﬁwLﬁumu
Juthdeiitieduaialinanisdniunuresesdnsluyumosiifaandunindfmuaifiuiu
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AT TENIUNINIEAIN (VACA) Uayulasaasne (VASC) danuduiusludeuinagraiidedfty
ynaadRtuSns @ uNansuLUseduveiavu (ROE) vesuismasmeidoulunaraudnning Ssaenndoiu
amagmmuﬁﬁeﬁ Hda way Hdc Nan15Iveu@anmaadnunanIsAneuad Mondal and Ghosh (2012), Fathi et al.
(2013), Xu and Wang (2018) Wu31 Anuduusuinegaiidedidynieadfseninamuninienin (VACA)
wagyulasade (VASC) Audnsidiunanauunusodiuvesdionu (ROE) \unisfigaidmumienienin (VACA)
yplasaadng (VASO) flemuduiusly  ieuinfunansuunusiediuvesiiioviu (ROE) dsaulusndnsdunaneuunu
soduvesiovuluiiemaioafuluiign drunuuyed (VAHO) favuduiusludsavednifidod fameadi
fudnsdunansuunusediuresiiionu (ROE) dslionadosfuauufigiunsided Hab nisAnwidlaenndes
U939 Joshi et al. (2012) ﬁl@iwummé’uﬁuéaEJ'Nﬁﬁ’aﬁﬁmmqaaaiwdwmumaﬁ@mﬁué’mwa'aumammmu
oduvedieu (ROE) asunamsfnwianuduiusnunuaanaaediudmunianientn (VACA) vulaseaing
(VASQ) fiannuduniusluigauinegeiidedrfgyiusnsdiunanauwnusiodiuvedieriu (ROE) 3nuan1sfne
wanslifiuimumanienn dadunsasmuluszuunisluesdng uazyulaseains Mdunisampulunineins
va309Ans Prwduaiulvinansiniunulupmesiiranduvesferuiindu uwinnesdnsamuluninensyaea
iigsegaden Ingldldlimnuddyivawluosdusznouduresmunisiynn Gumanennuasyulasiai)
nsamunuayed Alllfdutiadefivaelivamasiiunuvesesinsity

d3UNANTAY
uAdeRlmudunedyarfiauduiusidavaniudnsnaneudeduning wazsnsimanauuny

A a

odiuvediionu lnalefinnsuiluseesdusenaunudn numanieninwaznulassassdiauduiusidann
fudnsmansuunuseduninduazsnTnanauwnusoduvasiieiy Inenuuysdnuanuduiuslunimsaiuig
fugnsmanauLnusoduning uazdnsmaneuwuseduvesEionu Jmudmumalygyduninensauwie
yosmguisruningins dsusuldimumalggniuninensifinue Wudsimenn Wundnensiduendnual
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The Role of Online Brand Community Experience in Driving Brand Evangelism
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Abstract

The purposes of this research were to examine: 1) the influence of brand experiences from online
brand community towards online brand community commitment and brand evangelism; 2) the influence
of online brand community commitment towards brand trust and brand commitment; 3) the influence of
brand trust and brand commitment towards brand evangelism; and 4) the influence of brand experiences
from online brand community towards brand evangelism through the creation of online brand community
commitment, brand trust and brand commitment. The online questionnaire set was used as a tool as
well as the purposive sampling technique was used to collect the data. The samples were the members
of five Facebook groups for car brands in Thailand and own that particular brand of car. The total of 398
respondents were valid to be used for analysis. The Path Analysis was used through Structural Equation
Model (SEM) in order to prove the hypotheses. The results revealed that: 1) members’ brand experiences
obtained from online community positively influenced on online brand community commitment and brand
evangelism; 2) online brand community commitment had influence on brand trust and brand commitment,
which then led to brand commitment; 3) brand trust and brand commitment had direct influence on brand
evangelism; and 4) brand trust had indirect influence on brand evangelism through the creation of brand
commitment. This study can be proposed as an integrative model explaining how brand evangelism was
influenced by overall online brand community experiences through enhancing customer’s commitment
towards the brand community in social media, brand trust and brand commitment. In addition, this study
will be benefits for the management of automotive industry of Thailand in order to understand the online

brand community‘s behaviors and attitude as well.
Keywords: brand evangelism; brand community experiences; online brand community commitment

unAnga

AT ngusrasdiiiensiaaou 1) SvinavesUsraunmsnifeniuuusudangusussuladeauniiu
fuguvumusuiuazmduannuesuusus 2) Svdnavesanugnitufugrunususosuladronuderiuluuusus
LazAIENUAULUTUS 3) BvBnavesruiBeivlunusudiasanuyniufulusudie s duaninvesuusus
uay 4) Bviswavesuszaunsalifeniuuususinnyuvuiususulatifdenaiduainves wusud dwnisai
Anugnsuiugmeu Anadesiulunususd uas anuyniufuLusus wuasunuesylatignihuldnsifusius
Yoyamensdadensiegauuuionzinnzasanaindnlu 5 ngu Facebookifeafuuusudsasudluszimnelne
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sonnluannueausudiunMsiRAMIgniUgruLUTUdosulat sndesiulunusud uagaugnity
fuuvsus Tndsmsdnadiandulslovituiuimmesgramnisusosuifnsinudilangfinssuuasiauad
vosyuruoulallaluag1ad
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Introduction

In all purchase situations, customers typically experience some sorts of perceived risks before a
purchase and certain level of psychological discomfort after a purchase (Harmon-Jones & Mills, 2019).
After purchasing a product, customers may not be certain if they have made the right decision,
which may result in psychological discomfort. Such psychological discomfort after the purchase due to the
inconsistency between their beliefs and purchase action is known as post-purchase cognitive dissonance
(Festinger, 1957). In recent marketing milieu, one of the ways in which customers reduce these risks and
cognitive dissonance is by obtaining positive brand experiences and information within an online brand
community (Harmon-Jones & Mills, 2019). With over 1.8 billion people using Facebook group, and over 10 million
groups on Facebook (Newberry, 2021), it is a rapidly growing form of brand community in social media
comprising of brand admirers who join the community because they share common interest in the brand.
Participants in an online brand community share their experiences and stories regarding the brand to
the community and support one another in upholding and promoting the brand (Cestare & Ray, 2019).
This membership triggers the so-called brand evangelistic behavior (Riivits-Arkonsuo et al., 2015),
which is the practice of positive WOM communication and other behaviors to promote and defend
the brand activated by the emotional attachment he/she has with the brand (Harrigan et al., 2020).
The reduction of the consumers’ post-purchase cognitive dissonance as initiated by this membership in
a brand community and the development of brand evangelism consequently enhance their self-esteem
through the expression of their social identity (Harmon-Jones & Mills, 2019; Trepte & Loy, 2017). The social
identity theory stresses that a person’s self-concept is magnified when they know that they belong to
a group that represents who they are and projects their interests (Tajfel & Turner, 1979). Shi et al (2019)
encapsulated that a person’s commitment to a brand community is built upon their cognitive beliefs in the
values obtained from the commmunity and the affective attachment of consumers towards it. This relationship
a customer has towards a brand community usually generates stronger relationship he/she has with the
respective brand (Wang et al, 2019). This then leads to the development of brand evangelistic behaviors
and actions as brand evangelism is largely formed through consumers’ brand commitment and brand trust
(Becerra & Badrinarayanan, 2013). However, scant research about how brand experience obtained from an
online brand community drives brand evangelistic behaviors could be found from past studies.

This present paper provides significant theoretical contribution to the social and behavioral
science in the scope of social-media-based brand community. It aims at investigating the influence of brand
experience a person obtains from a brand community in social media in driving brand evangelistic behaviors
through the creation of customer-community relationship and customer-brand relationship. In addition,
the managerial contribution is the improvement in the understanding of the role of consumers in brand
promotion and advocacy in the social media communities context that would promote the long-term

success of brands.

Objectives of the Study

This purpose of this research is to examine 1) how brand experience from online brand community
influences the commitment to the online brand community and brand evangelism; 2) how online brand
community commitment influences brand trust and brand commitment; 3) how brand evangelism is influenced
by brand trust and brand commitment; and 4) the influence of online brand community experience on brand

evangelism via the creation of online brand community commitment, brand trust and brand commitment.
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Concepts, theories and literature reviews

Online Brand Community

Muniz & O’Guinn (2001) defines brand community as a community of brand admirers regardless
of geographic location, both in online and offline channels. A very common form of brand community
found nowadays is the ones established in social network sites such as Facebook groups. It was identified
that members of a brand community have the feeling of connectedness and belongingness with other
community members as they share brand stories and experiences and feel obligated to assist others in
the community (Muniz & O’Guinn, 2001). However, with the large number of Facebook group and fan
pages available for a particular brand, the values and experiences a customer obtains from each brand
community may vary to the extent that it affects their relationship with the community (Kaur et al., 2018).
Despite these differences, the core focus of the interaction centers around the brand as it is evidently the
main reason why they are in the community in the first place. Consumers consume the experiences with
the brand and share common cultural meanings with the other members, which essentially shape their

experiences, identity, and relationship within the community (Andreini et al, 2018).

Online brand community experience

Online brand community experience indicates the total experience that members obtain from
their interactions with the online brand community that they belong (Wang et al., 2019; Qiao et al, 2019).
This concept of online brand community experience stems from the experiential marketing theory, which
posits that consumers focus on obtaining unique and memorable holistic customer experience through
their interaction with a brand. These experiences provide the consumers not only the functional values
from brand features and benefits but also sensory, cognitive, emotional, behavioral and relational values
(Schmitt, 1999). Brand experience is how customers form their internal response towards the brand stimuli
through various sensations, which can occur in both online and offline contexts (Brakus et al, 2009).
Past research suggests that the interactive functions of online community platforms should be integrated
with brand experience to create emotional engagement and co-creation (Merrilees, 2016). In this present
study however, online brand community experience is defined according to the six dimension as presented
by Qiao et al (2019), which include affective, sensory, intellectual, entertainment, interactive, and relational
experience of generated in the community.

Customer experience with a brand in online community was found to affect customers commitment
to the brand community (Wang et al., 2019), community identification (Qiao et al., 2019) and their loyalty
to the Facebook page (Chen et al,, 2014), and willingness to participate in value co-creation behaviors
(Zhao et al., 2018)

Online brand community commitment

Online brand community commitment presents the emotional bond and strong attachment a consumer
has towards brand pages (Wang et al., 2019). While a number of scholars treated brand community commitment
as one dimension, which is basically attitudinal or affective (Liao et al., 2019; Wang et al., 2019), alternative
approaches are also available and adopted by others. This present study adheres to the definition that it
comprises of both affective and cognitive attitudes that members have to prolong their relationship within

the online brand community as recommended in the study of Shi et al. (2019).
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Once online brand community commitment has been built, customer relationship towards the brand
will be enhanced (Wang et al., 2019). Past literature also suggested that relationship among customers in the
particular social media community enhance their trust in the brand as cognitive belief in the community can
be transferred to the trust in the brand (Liu et al., 2018). Besides, customer’s brand commitment is likely to
be enhanced if he/she is committed with the respective brand community (Islam et al, 2018; Mousavi et al, 2017,
Liao et al., 2019). Consumers build stronger bond with a brand if they see themselves a part of the brand
community in social media (Clark et al., 2017).

Brand trust

It is defined as “the willingness of the average consumer to rely on the ability of the brand to
perform its stated function” (Chaudhuri & Holbrook, 2002, p. 37). Brand trust, in this paper, is viewed as
the result of brand experience in online community and commitment to that brand community, and not
merely based on actual product performance. Through continuous experiences derived from the community,
consumers’ confidence in the brand is enhanced by the information and experiences shared by other
members in the community. With brand trust, customers are convinced that the brand would be sincere,
honest and dependable in delivering its claims satisfactorily (Yu & Yuan, 2019).

Brand trust allows customers to alleviate uncertainty and risks related to the purchase due to their
confidence in the brand (Jain et al., 2018). Consequently, it encourages customers to engage more in such
supportive behaviors as purchase, brand advocacy and/or brand defense (Becerra & Badrinarayanan, 2013;
Jain et al., 2018). Besides, customers are likely to become committed with the brand only if they find it
trustworthy (Brown et al., 2019).

Brand commitment

Brand commitment encompasses the emotional attachment a consumer has towards a brand,
which motivates him to use the brand over time despite changes incorporated into it (Osuna Ramirez
et al,, 2017). Brand commitment usually simplifies customer decision making process as it implies repeat
purchase behavior and leads to several desired outcomes for a brand (Osuna Ramirez et al., 2017). But only
trustworthy brands are valuable enough for a customer to invest tremendous efforts in being committed
with the relationship (Brown et al, 2019) which leads to positive word-of-mouth (Sallam, 2015), brand loyalty
(Alkhawaldeh et al, 2017) and brand evangelism (Riorini & Widayati, 2016). According to Chaudhuri and
Holbrook (2002), if consumer’s brand interaction is satisfactory, he will become emotionally committed
to maintain enduring bonds with the brand and become resistant to other brands’ offerings (Chaudhuri &
Holbrook, 2002). Brand commitment, in this paper, is conceptualized as the emotional attachment customers
have with a brand due to their previous satisfactory interaction with it, leading them to maintain their

consensual relationship.

Brand evangelism

Brand evangelism, first introduced by Matzler et al. (2007), refers to an active attempt of a customer
to spread positive opinions in order to fervently convince others to pursue the same brand. It highlights the
brand advocacy aspects of brand evangelists as the result of their strong passion with the brand. Collins et al.
(2015) added the essence of consumer collectives into the definition and posited that brand evangelists
are members of any brand communities who are authentically connected with the brand. This definition

highlights the presence of brand evangelism in the brand community.
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Recently, due to the growth of online brand community, Cestare and Ray (2019) included “online
conversation” in the definition of brand evangelism. They explained that consumers who have strong bond
with a brand are prone towards engaging in online conversation with others to convince them to prefer the
brand. This highlights the significance of online platforms as the channel to evangelize the brand. Besides,
Harrigan et al. (2020) conceptualized brand evangelism as the act of brand advocacy and brand defense.
They postulated that brand defense is the utmost form of positive WOM as the consumer who loves a
brand will defend on its behalf against any negative criticism. This present study, hence, defines brand
evangelism as active behaviors from an emotionally attached customer to promote the brand and defend
it from any negative messages aiming to convince other people to prefer the brand over others.

Past studies suggested that consumers are prone to evangelize the brand if high level of brand trust
is perceived (Shaari & Ahmad, 2016) and feel strongly committed to the brand (Riorini & Widayati, 2016).
Besides, it was demonstrated that experiential stimuli are the key drivers for customers to evangelize
(Harrigan et al., 2020). Past brand experience on social media influences how customers perceive a brand
as well as supplements customers’ social identity (Hsu, 2019). This then leads for the customers to behave
in a way to support the brand and its community (Hsu, 2019). Meaningful experiences trigger consumer
evangelizing behaviors as consumers have the desire to share those experiences to convince others
to acquire them (Riivits-Arkonsuo et al., 2015, Anggraini, 2018). Through memorable brand experiences,
consumers will be able to find a connection or similarity between themselves and the brand, leading to
strong brand evangelism (Kang et al., 2020).

Theoretical Framework

This present study is anchored on theory of social identity, which posits that consumers identify
themselves with a particular brand that shares the same identity with them (Tajfel & Turner, 1979).
This means that consumers would feel so attached with the brand such that they will behave in the way
to support the brand because what they do with the brand is the same as what they do to themselves
(Ashforth & Mael, 1989). Consumers usually classify themselves into diverse social categories and behave in
the manners that create their identity in the society (Hoge & Terry, 2000). The theory describes a person’s
self-concept through his relationship or socialization with other members in the society or community.
A person’s self-esteem can be enhanced by enhancing his social identity (Hsu, 2019). This explains the brand
evangelists’ behaviors when they convey the message to convince others towards their favorite brand.
As a form of socialization, they evangelize in order to convey their social identity and create the sense of
collectedness. Brand community participation enables consumers to strengthen their brand identity and
customer-brand relationships (Khamwon & Pornsrimate, 2018). Social identity theory suggests that consumers
will support the community and the brand that is perceived to have strong level of oneness and reflects
their identity (Khamwon & Pornsrimate, 2018).

Conceptual Framework

From all literatures reviewed and presented above, the conceptual framework shown below illustrates
the directimpact of online brand community experience towards brand evangelism and online brand community
commitment. In addition, the framework also depicts how online brand community commitment affects

brand trust and brand commitment, which ultimately stimulate a customer to evangelize.
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Figure 1: Conceptual Framework

The following hypotheses were developed in this present study:

Hypothesis 1.

Hypothesis 2:
Hypothesis 3a:
Hypothesis 3b:

Hypothesis 4:
Hypothesis 5:
Hypothesis 6:
Hypothesis7a:
Hypothesis7b:

Online brand community experience affects online brand community commitment
positively.

Online brand community commitment significantly enhances brand trust.

Online brand community commitment positively affects brand commitment.
Online brand community commitment positively affects brand commitment through
brand trust.

Brand trust significantly enhances brand commitment.

Brand trust significantly stimulates brand evangelism.

Brand commitment significantly stimulates brand evangelism.

Online brand community experience positively affects brand evangelism.

Online brand community experience positively affects brand evangelism througsh

online brand community commitment, brand trust, and brand commitment.

Research Methodology

Context of study

Online brand community is an essential context for this study because members of brand communities

are more likely to purchase and recommend the brands to others than the non-members (Sharri &

Ahmad, 2016a). As the most popular platform for online brand community, social media offer a channel for

customers to display their brand-evangelistic behaviors (Harrigan et al., 2020). Among all popular social media

platforms, Facebook has the highest number of active users and serves as the base for brand community

for largest variety of brands and products (Touni et al., 2020). Past research has examined the difference

between Facebook fan page and Facebook group. While both are considered forms of brand community on

social media, Facebook group was found to better represent brand community due to its stronger level of

social identification (Clark et al., 2017). It allows more direct interactions among members-and-members,

not only between members-and-brand in Facebook group.
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Car was used as the context of several studies regarding brand evangelism and brand communi-
ty because car, as a material object, reflects and extend the self-concept of an individual (Algesheimer,
et al, 2005; lgwe & Nwamou, 2017). It conveys the personal meaning and passion that express who they are,
which may eventually trigger their desire to spread positive word-of-mouth and engage in brand evangelism
behavior (Matzler et al., 2007; lewe & Nwamou, 2017; Choudhury et al., 2019). Since buying a car involves high
perceived risks, many customers usually seek information from various sources, including brand community,
to reduce the perceived risks and potential cognitive dissonance. Some members may join the brand
community even before buying the car to observe others’ experiences. From continuous consumption of
experience and interaction in the community, they tend to build stronger relationship with the brand and
participate in the experience sharing behaviors (Algesheimer et al, 2005; lgwe & Nwamou, 2017). Besides,
brand evangelism is likely to be found in the purchase situation when there are several differentiated brands
and consumers’ needs are heterogenous (Igwe & Nwamou, 2017). In Thailand, there are over 40 brands with
over a hundred varieties available (ThaiWebsites.com, 2016). Thus, Facebook groups for different brands of

cars will be used for the context of this study.

Sampling procedure and Data collection

The respondents of this present study were Facebook group’s members who must also be current
users of the brand of car that the Facebook group is particularly built as the brand community. Two steps
were involved in the sampling process. Firstly, the Facebook groups for car brand were selected based on
purposive sampling as many Facebook groups are private group. Permission from the group administrator
was required for data collection. The Facebook groups selected must be active groups of car brands with
at least 2,000 members and are not commercially oriented in order to examine the brand experience
shared among the members without being affected by the difference among car categories. Secondly,
purposive sampling was also adopted to select members of each group. Respondents must have been the
active members of the group for at least 2 weeks, visited the group at least once a week, and owned that
respective brand of car to ensure that they have obtained adequate brand experience in the group and
control the effect of user status in the study. In total, 398 responses were collected through online survey

using Google Doc from five Facebook groups (five brands) for statistical analysis.

Measurements

The measurement items for each construct were carefully selected from past studies and properly
adapted to fit the study context to ensure consistency with their conceptualization in this present study.
All items for the constructs are measured using 7-points Likert scale. The measurement items for online
brand community experience, which consisted of 21 items grouped into 6 dimensions (intellectual,
entertainment, interactive, sensory, affective and relational experience) were originated from the study of
Qiao et al. (2019) while the indicators for brand community commitment were derived from Bateman et
al. (2011) and Shi et al. (2019). The indicators for brand trust were adapted from the study of Yu & Yuan
(2019), three items measuring brand commitment from lIglesias et al. (2011) and five indicators assessing
brand evangelism from Matzler et al. (2007). The questionnaire was then pretested for reliability and content
validity check before its actual launch. Back translation process was implemented to ensure the content
validity of translated scales. Besides, item-objective-congruence (I0C) was executed to ensure contents of

the measurement items were appropriate to represent the designated constructs
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Statistical analysis

After collecting the data, descriptive statistics were performed to reveal respondents’ profile.
Then data were checked with validity and reliability test to ensure internal consistency, convergent and
discriminant validity. The confirmatory factor analysis was then run to assess the fit of the measurement

model, followed by path analysis based on structural equation modeling (SEM) (Ho, 2013).

Results

Descriptive analysis shown in Table 1 reveals that the percentages of male and female respondents
do not greatly vary, accounting for 55.5% and 45.50% respectively. Majority of samples are married (61.30%)
and aged between 31-40 (36.9%) with monthly income between 30,001 - 50,000 Thai Baht (30.7%).
Most respondents have at least a bachelor degree. All respondents are active members of the Facebook
group as they visit and view the content in the group at least once a week. Most of them (75.90%) viewed
the group contents every day. 66.30% of samples became the members and participated in the group more
than 3 months at the time data were collected. It is confirmed that all respondents are current customers

of the car brand and active members of their respective Facebook groups.

Table 1: Sample Characteristics

Variables ltems Frequency (%)
Facebook Group Membership Duration 2-4 weeks 5.50
A month 9.50
2-3 months 18.60
Longer than 3 months 66.30
Facebook Group Visit Frequency (days per week) 7 75.90
4-6 16.10
2-3 7.30
1 0.80
Gender Female 44.50
Male 55.50
Marital status Married 61.30
Single 38.70
Age 18-20 0.50
21-30 18.30
31-40 36.90
41-50 30.20
Over 50 years 14.10
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Table 1: Sample Characteristics (Contd)

Variables

Items

Frequency (%)

Monthly Income (THB) Not specified 5.80
Below 30,000 28.90

30,001-50,000 30.70

50,001-80,000 20.40

80,000-100,000 6.80

Over 100,000 7.50

Occupation Student 1.00
Employee 45.20

Government officials 30.20

Business owner 8.80

Freelancer 7.00

Unemployed 1.30

Others 6.50

Table 2: Measurement Items Reliability

Construct and Items

1”*Order Loading

2"order loading

Cronbach’s alpha

Construct 1: OBCE
Intellectual Experience
OBCE1
OBCE2
OBCE3
OBCE4
Entertainment Experience
OBCE5
OBCE®6
OBCE7
Sensory Experience
OBCE11
OBCE12
OBCE13
OBCE14

0.801
0.876
0.857
0.630

0.659
0.876
0.782

0.850
0.843
0.838
0.810

0.762

0.877

0.870

0.880

0.804

0.901

0.943

1111 128
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Table 2: Measurement Items Reliability (Contd)

Construct and Items 1*'Order Loading | 2™order loading Cronbach’s alpha
Affective Experience 0.970 0.886
OBCE15 0.890
OBCE16 0.866
OBCE17 0.810
Construct 2: OBCC 0.930
Cognitive OBCC 0.742 0.810
OBCC3 0.900
OBCC4 0.821
OBCC5 0.611
Affective OBCC 0.983 0.947
OBCC6 0.837
OBCC7 0.922
OBCC8 0.905
OBCC9 0.859
OBCC10 0.857
Construct 3: Brand Trust 0.881
BT1 0.825
BT2 0.786
BT3 0.854
Construct 4: Brand Commitment 0.879
BC1 0.920
BC2 0.841
BC3 0.841
Construct 5: Brand Evangelism 0.924
BE1 0.832
BE2 0.844
BE3 0.866
BE4 0.882
BES 0.781

In Table 2, Cronbach’s alphas of first-order factors under online brand community experience
range from 0.804 to 0.901, while those of online brand community commitment range from 0.810 to 0.947.
The Cronbach’s alphas of the second-order constructs of online brand community experience and online
brand community commitment are 0.943 and 0.983, while those of brand trust is 0.881, brand commitment
is 0.879, and brand evangelism is 0.924. They are all above 0.7 which suggests that the internal consistency
within the construct is confirmed (Hair et al., 2006).

215a1S30INSUSHISSSA? 12Q

aunauantugauAnsIenvuwissumdlng
Tuwsesgudud sufawszmwiausvgan seraususunan’

Uil 11 @i 2 Uszdifiou nangrau - Sunau 2565



The CFA suggests that all measurement items are well represented by the latent constructs. A X2 of
1,264.837 (n =398, df = 473, p < 0.05) was produced. The statistical findings suggest that the measurement
model has reasonable fit as indicated by various indices. X*/df = 2.674 with RMSEA of 0.065 are acceptable
as they exceed the values recommended by Hair et al. (1998). IFI of 0.933, TLI of 925, and CFl of 0.933
indicate reasonable fit of the model as they were above 0.90 (Hair et al., 1998; Gefen et al., 2000). Included
in Table 3 is the composite reliability (CR) values of 0.860, 0.901, 0.924, 0.927, and 0.860 which exceed the
cutoff number of 0.70 recommended by Hair et al. (2006). Besides, to confirm the convergent validity of all
constructs, average variance extracted (AVE) was computed and falls within the range of 0.676 and 0.759,
which exceed the suggested value of 0.50 (Hair et al., 2006). In Table 3, discriminant validity was measured
and suggests that all other constructs except brand trust and brand commitment have no concerns with
discriminant validity. Despite discriminant validity concern between brand commitment and brand trust,
the constructs have been tested for content validity by experts in the field of branding and marketing

research and were accepted for further analysis.

Table 3: Construct Reliability and Validity

CR AVE BT BC BE OBCE OBCC
BT 0.862 0.676 0.822
BC 0.901 0.753 0.943%** 0.868
BE 0.924 0.709 0.776%*% 0.802%** 0.842
OBCE 0.927 0.762 0.639%%* 0.5777%* 0.562%%* 0.873
OBCC 0.860 0.759 0.588%** 0.514%* 0.563%** 0.839%** 0.871

Note: * p < 0.050, ** p < 0.010, ** p < 0.00

After verifying the construct reliability and their validity, all hypothesized path relationships
were tested using SEM. The results suggest reasonable fit of the relationship model by several indices.
A X’ of 1,305.003 (n = 398, df = 475, p < 0.05) was produced for the path model. X*/df was reasonable at
2.747 with RMSEA of 0.066 (Hair et al., 1998). Moreover, CFl of 0.929, TLI of 0.921, IFI of 0.930 are all higher
than the suggested values of 0.90 (Hair et al., 1998; Gefen et al., 2000). Table 4 below shows that H1, H2,
Hd, H6 and H7 are supported, while H3 and H5 are not supported. For research objective 1, the positive
direct influence of online brand community experience in enhancing online brand community commitment
(0.882) and brand evangelism (0.143) is found significant at 99 percent confidence level; thus H1 and H7a
are supported. For objective 2, the direct positive influence of online brand community commitment
towards brand trust (H2) is significant at 99 percent confidence level (0.649). The result fails to support
H3a as online brand community commitment does not significantly lead to brand commitment (direct path).
However, H3b online brand community commitment has significant indirect influence on brand commitment
(0.639) through brand trust (indirect path) (0.639). H4 is also supported, suggesting that customer’s brand
trust positively influences his/her brand commitment at 99 percent confidence level (0.985). For objective
3, H6 is supported, suggesting that brand evangelism is directly driven by customer’s brand commitment
at 95 percent confidence level (0.562). However, brand evangelism is not directly affected by brand trust
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as H5 is not significantly supported. Lastly, for objective 4, H7b is also found to be significant (0.363).
It suggests the indirect influence of online brand community experience on brand evangelism through

online brand community commitment, brand trust and brand commitment.

Table 4: Structural Relationship Hypotheses Results

DV OBCCOM BT BC BE
\% DE IE TE DE IE TE DE IE TE DE IE TE
BC - - - - - - - - - 0.562** - 0.562**
BT - - - - - 0.985%* - 0.985** | 0.139™ | 0.554** | 0.693**
OBC- - - - 0.649%* - 0.649** | -0.067™ | 0.639** | 0.572** - 0.412*%* | 0.412**
COM
OBCEXP | 0.882** | - |0.882** - 0.572** | 0.572** - 0.505** | 0.505** | 0.143** | 0.363** | 0.506**
R? 0.778 0.421 0.890 0.607

Note: ***p<0.001, **p<0.01, * p<0.05, ns = not significant; DE = Direct effect, IE = Indirect effect, TE = Total effect

Next is the Path Analysis Results

H7** 0.143
OBC R2=0.421
Experience
s
H1%++ 0.882 Brand Trust e O,
o6 T
X 0
OBC W H4*** 0.985 Brand
Commitment v Evangelism
R?=0.778 43 05, Brand R?=0.607
“Os> Al ;
7 Commitment e
R? = 0.890

Note: ¥**p<0.001, **p<0.01, * p<0.05

Figure 2: Path Analysis Results
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Discussion

This present study’s findings suggest that the overall brand experience a customer obtains from
their interaction with other people in a social-media-based brand community plays a vital role in driving
consumer’s brand evangelistic behaviors. Overall brand contents and stories that trigger customers’ sensory,
intellectual, affective, entertainment responses stimulate their commitment to the community, as driven
by both cognitive belief in the values of the community and emotional attachment. This means that
the holistic positive brand experience obtained from an online brand community makes customers think
that the online brand community is dependable, and they concurrently feel emotionally attached to it.
As the consequence of their commitment to the community, the level of trust that customers have towards
the brand is enhanced since they continuously consume positive brand-related experiences in the online
brand community. The findings may be supported by post-purchase cognitive dissonance theory suggesting
that customers are prone to seek positive information about the brand after the purchase to verify their
decisions and to reduce their psychological discomfort (Bolia et al, 2016). This, in turn, escalates customer’s
trust in the brand. Once they trust the brand, their brand commitment will be enhanced and drives them
to participate in brand evangelistic actions.

Different from the proposed hypotheses, the present study suggests that online brand community
commitment do not exert a significant direct influence in cultivating customers’ commitment. This may
be due to the fact that online brand community commitment in this present research is conceptualized
as a second-order construct of cognitive and affective online brand community commitment. Though past
studies found that brand commitment was directly affected by online brand community commitment,
they treated online brand community commitment as a unidimensional affective construct (Mousavi et al., 2017;
Liao et al., 2019; Jeong et al, 2021). Similarly, Zhang et al. (2013) only found direct impact of affective
online brand community commitment on brand commitment but could not find the direct influence of
continuance (cognitive) commitment to the brand community on brand commitment. Since online brand
community commitment in this present study is treated as a second-order construct encompassing both
cognitive and affective online brand community commitment, it does not holistically exert a significant
influence on brand commitment. This means that customers who believe in the dependability of the online
brand community and feel emotionally attached to it may not spontaneously become emotionally committed
to the brand. However, their commitment to the online brand community allows them to absorb more
positive brand experiences and gradually enhance their trust in the brand, which then directly create brand
commitment. Besides, unlike previous studies, the findings suggest that direct influence of brand trust
in driving brand evangelism is insignificant (Becerra & Badrinarayanan, 2013). Previous study by Cestare
and Ray (2019) found that brand evangelistic actions are not merely triggered by their trust in the brand
(Cestare & Ray, 2019). Rather, their trust in the brand encourages them to become more committed towards
the brand, which ultimately drive them to evangelize for it. This connotes that the role of the affective
brand commitment in stimulating brand evangelism. Though the findings suggests that brand trust does
not directly stimulate brand evangelism, its indirect influence through brand commitment is found in this
present study. Specifically, customers who possess a strong trust in a brand are more prone to engage
in brand evangelistic actions to support the brand only if brand trust, as a cognitive aspect of customer
relationship to the brand, results in brand commitment. In other words, without the presence of brand
commitment, which is the emotional attachment a customer has towards a brand, brand evangelism will

not be directly triggered by brand trust.
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In conclusion, online brand community experience cultivates cognitive and affective relationship
among the members of the community, which is then elevated to become customer-brand relationship
in the forms of brand trust and brand commitment. Such highly committed customers who find the brand

trustworthy will consequently perform brand evangelistic behaviors in support of the brand.

Theoretical and Managerial Implications

Despite its significance in today’s marketing milieu, studies on the concept of brand evangelism
have been underdone in marketing and branding academic research (Kang et al, 2020). The key theoretical
contribution of this present research is the findings that depict how brand experience that consumers obtain
from a brand community in social media cultivates their commitment to the brand community, which then
results in stronger level of customer-brand relationship. In addition, as forms of cognitive and affective
customer-brand relationship, how brand trust and brand commitment are stimulated by community
commitment were also addressed in the present study. Importantly, how brand evangelism, as a behavioral
aspect of customer relationship with a brand, is affected directly by online brand community experience,
and indirectly through the enhancement of brand trust and brand commitment provide another theoretical
implication. As far as we know, this present study was among the preliminary research attempts that examined
the role of brand experience obtained in an online brand community, specifically Facebook group,
in driving brand evangelistic behaviors. This present study then contributes to the understanding of how
brand experience in an online brand community could result in relationship between customers and the
community, attitudinal bond between customer and the brand and brand evangelism which is considered
as a behavioral aspect of relationship. For marketers, this new knowledge gives fresher insights into the
vital contribution of consumers in the marketing process such that their experience with the brand matters
in brand promotion and advocacy. This is especially true in the world of social media, where online brand
communities are readily formed to discuss and evangelize a brand. Thus, marketers must recognize the
positive impact social media communities have towards the creation of sustainable brand power, and
initiate approaches that help the company build long term success.

For marketers, since brand community on social media grant opportunities for value co-creation by
customers in the form of brand evangelism (Harrigan et al., 2020), marketers should be able to participate
in an OBC such as Facebook page and Facebook group in order to create appropriate experiences to stimulate
those supportive behaviors. Brand managers should motivate their customers to join and participate in
OBC in order to absorb brand experiences shared by other customers. They should develop activities or
program in order to generate intellectual, affective, sensory and entertainment experiences in the OBC.
Specifically, brand contents on an OBC should focus on how to trigger members to think about the brand,
to arouse their emotion towards the brand, to release their pressure and to allow them to enjoy the sensory
pleasure of the brand. Additionally, to promote brand evangelism, “brand” should be the core focus of
interactions among the members in OBCs in order to create commitment and confidence in the brand.
Brand community members in Facebook group who consume those experiences and possess certain level
of commitment in the community would then find the brand trustworthy and create so strong commitment
in the brand that will lead to information sharing behavior in order to promote the brand as well as defend

it from negative attacks.
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On the part of the consumers, this research contributes to the understanding that belongingness
and affiliation certainly affect the creation of social identity, which is facilitated by consumer experience
and attachment to the brand. According to social identity theory, when consumers become attached
to the brand, they behave in support of the brand as they think that the brand represent themselves.
This amplifies the popular notion that consumers are defined by the products they consume, thus getting
them to experience the brand in a positive light makes them become advocates of it, and consequentially
evangelize it to others.

Limitations

The limitation of this present research is, firstly, the generalizability of the findings to other types
of product categories, other cultural background, and different usage status due to the potential existence
of selection bias. Secondly, the serial mediation role of online brand community commitment, brand trust
and brand commitment were not examined as this present study only aimed at exploring how OBC experience
could possibly result in brand evangelism. Thirdly, this present research did not examine whether the results
will be generalizable to different social media platforms as it focused only on Facebook group, which
may have different characteristics from other platforms and even from Facebook page. Lastly, this present
research measured all constructs based on customer perception and opinions without observing actual
behaviors in the social media. In addition, it only involved quantitative research method, which may not

allow the researcher to gain deep insights behind respondents’ behaviors.

Future Research Recommendations

Studies in other countries, non-consumers, other types of cars, other product categories, and other
social media platform are recommended for future studies to investigate the generalizability of the findings.
Secondly, comparison between closed groups and open-groups could also be made as the degree of
connectedness of members in these two types may vary. Besides, all Facebook groups that participated in
this present research are user-hosted, thus it would be interesting to know whether or not findings would
be the same in brand-hosted groups where members realize that contents in these groups are somehow
generated and controlled by marketers. Lastly, other qualitative research techniques are recommended
to gain deep consumer insights behind their evangelistic behaviors. Specifically, research questions such as
“What are the real motives behind their behaviors to join the Facebook group and continuously consume
the brand experience even after the purchase is made?” and “Does post-purchase cognitive dissonance
plays its roles as presumed in this study in stimulating brand evangelism?” should be explored further by
qualitative studies.
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Abstract

The objectives of this research were to study the problems of knowledge management practices
of electrical components manufacturer electronics and automotive towards the business expansion in the
electric automotive industry in Thailand, and to propose the guidelines for knowledge management practices
of electrical components manufacturer electronics and automotive in order to expand the business
in the electric automotive industry in Thailand. The researcher used a qualitative research methods,
which was a specific case study and a personal in-depth interviews for 5 people, and the academic experts/
the experience and expertise experts in the production of electrical components electronics and automotive
for 3 people. This research used the semi-structured interview technique to be a tool in order to collect
the data as well as the content analysis by using the triangulation method to validate data. The results
revealed that the problems of knowledge management practices of electrical components manufacturer
electronics and automotive consisted of knowledge creation and acquisition aspect, knowledge repository
system aspect, knowledge sharing aspect and knowledge integration aspect. Moreover, these 4 aspects
had an impact towards business expansion in the electric automotive industry in Thailand. In addition,
the guidelines for knowledge management practices of electrical components manufacturer electronics
and automotive in order to expand the business in the electric automotive industry in Thailand found
that the manufacturers need to have a good perception on knowledge creation and acquisition aspect.
The standardization of knowledge repository system aspect is concerned to be used for management
and employee level in terms of knowledge sharing practices as well as the knowledge integration aspect
should be applied for efficiency and effectiveness among employees. This research can be the guidelines
to develop and improve the knowledge management practices in reverent industries in order to strengthen
to achieve the industries” goal setting plan in the future.

Keywords: Knowledge Management, Business Expansion, Electric Vehicle Industry
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ﬁﬁhuuﬁdL{Jum%mﬁa51‘1/1%‘Uﬂ’1§ﬁ%1<1ﬂ’JWiﬂﬁuﬁEJ‘U‘V]”Nﬂ’liLLGd\?‘?JJuLLazﬁ’laﬂﬁﬂ’ﬁiﬂém’mﬁ’]L%’iﬂu%%%&lﬂ (Abbas & Sagsan,
2019; Migdadi et al., 2017) é’wm@ﬁmmﬁﬂL%ﬁ]sua&ﬂmﬂ'aEJEJmqﬁaﬂuqmammimmuaumﬂlw%ﬁﬁuagjﬁummi
Uszaunisel Vinwrueayaaing kazanudorviganiznia deliliyunisnieainuaznisiiusgiafen
Tnsasdnsiszauanudidalunisrosengshaganannssuetusudinih ssdnsrinag fagudsangaavinsslaiin
Sidnnsednd wazsusudofuuasduiselminngaavnssudug wiazesdnsisdimududuasdomnaus
FeanIoununioulunaredudmiunisresenssfagramnssueugudlniiudsuiiddnyasdosdudy
fhomssegennAITTogAuvasynans wageuBsgvnegsna lnerunszuIunsinmsemsdesnadusyuy
Laun nisadrsuazuarmaiind nsdassuuadenus nisuuadunanug wagnisysannisldaiug udu
\Wumsdeianndneamesswiinaulifiesdrmsl vinuenshau sadsanudmaguousaryarassaduszuy
Lagsiolilos s‘z’faLmma'1‘7iﬁwﬁ’gyﬁ’uaqﬁmsﬁ?uLLamﬁqmmﬁﬂam'ﬂﬁuaﬂmmﬁugmzﬁwmﬂﬁﬂ‘/‘iﬁms‘z‘quﬁwﬁaqf“f“u
Snuwamanzimenidousuulild wagldanunsanaunuld (Obeidat et al,, 2017; Prayogo et al., 2019)
miﬁé’ﬂwmzLawwwra'wﬁﬁﬂﬁumﬁms[,umi%’mmsmmﬁlﬁaa%ﬁmmmlﬂu?ﬁﬁﬁmﬁ’uaﬂﬁmi (Yousaf & Ali, 2018;
Al-Sa'di et al,, 2017) wipsanntsliosdnisiianuaiunselunisadreuinnssunisnevauoInonIuAIAnTs
yosgnAasuutadly wazmsadseulsiuIeumansutsiiueenadaiiu (Al-Hakim & Hassan, 2016; Ghi, 2017;
Triono & Jaya, 2020)

FefunsAnuifeaiuiiadedunisianisanudvesiantudulnih Sinvsedind wareusudiidma
Aon1sreangInalugaamnssueueudiiiusemalnadunisnaunuiazinionanunionesfusznaunis
wAnTuALlIAn Bifnvsefind enusud wasmhseuveaniady meentuseld

v

IUITAIAYRINEUTY

1. wlefnwanmiymsunisianisenuivesrdndudiluih idnnsednd uazeusud fidwasie
nsregongsnalugnamnIsueueudinihUssmelng

2. iethuuavnadiunisdanisaudvesiuantudlui Silnnseind wazeusud Tudseyndld
lunssisgengsivlugnamnssueueuiinissmelne

awv o a v

LUAN VIE]H{] LESITUIVYNENYIVDY

= LY

anmwndeniifinisudsdufiugeanndy dudou luueuy uazdsuudasednasindy msdanisannul

Y
v €

anudsivgdudiuniwesdunindosdnng Wesaindnadronnuldiuievlunisudedunaznisiiesdnis
lugussavsamitmileningudedu Geusnituszaumnudidasodinssusumsivieliiiszuu nmssiusiu mswewns
elounuimnuideinauaneneiiiuuselovidmiunsiesengsiuaziiiofnwanuldiuioulunsudadu
(Mardani et al., 2018)

Bolisani and Bratianu (2018) k&g Tan and Wong (2015) mii’fﬂmimmilﬂuﬂizmumiﬁaaﬁmiﬂ%‘uﬂqﬂ
nsnevALeIgnALaruIanssILilaLinysEAMEAMANTILTeIeIAn SNSRI suteti nsldaand
wagnsdTIIRmATesIg feiunuiieunsoutsoenidu 4 Ussiav Ao 1) Know-What vaneis dnvasvesdeya
auiilasuaidudeiasts (Facts) 2) Know-Why vanefis anudiiinannmeaesmainermanslusiosu fiAns
Mnmiisauiteiinadguasniaenty wientisnuiiieados 3) Know-How wanefis vnwe Ussaunisal
wazfasziunuiBomyaniznegiie laglanzeg9deisnng sinuwznandn wazysannamaluladiviuas
Fednilvajazgniiulimelutismnsizidunnudumegsia uaz 4) Know-Who mnefis yaannsuiediBeivay
fauianudoingile wagdomisuasmaialunsdnfsf@eivgitisades (Obeidat et al, 2017)
Tngosdnisimuanszurumsiaudnnisanuinielusendu 3 szeg Ae 1) Mssausmamg 2) madesles
mnufanguteyadamaliinnisuaniudoy msdenen waznshdeyamnlismiu 3) msiauidnenimnns

w1qmsuawﬂmﬂimﬂﬁumuﬁuauamwm (Tan & Wong, 2015) ‘l@ﬂa’n’J’]ﬂi U?Uﬂ?if’qﬂjﬂﬂ’ﬁﬂ’l’m%ﬂ’nmL%%J’J“UWQJJ
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TuuFunnisvhendluesdnis Sasgnaudae 4 duseu fe 1) madfagiudona 2) msassdeyaniug 3) nisil
yostoyannuinmudeIvia uaz 4) msutsiudoya Lai et al (2014) wag Masa'deh et al, (2016) 52y
nsvUIUMIIANIIANLSANINTaRTIRN 3 Fumeu Ae 1) Msumendeya Ussneude msadeanudaruideasy
31NN15VURALaiEen skLImIswIanssuvd wisiluwuimsdmsunisdumdeya n1ssiusindeya
wagn1sUszandlitoya 2) nisdaszuudeyadanuledludnvazausodudumldazainuazdesenisldiu
Usenaume Msadiegluuudiass n1sdnuseiandeya nishianudAgydeya siudanisysanisdeya uag
3) M3nszaneuarmsevendeya Wunsuanidsumnuinelussdnmssetuieiodns Taensld Information
Communication Technology (ICT) $igd1uismuazmnUszneusie nmsuanwasudeya msthdeyandusnldlvl
naiushdeya wawmsuusthudaya 3nuuafa Tanand Wong (2015) WWeSunefisssuunsdnnisanuiannumaan g
ugmuhanudildusslond 7 4 duneu Tdun 1) mauasmanug (Knowledge Acquisition) 2) n1sdmufiuaasg
(Knowledge Storage) 3) M3anelounagiensaIus (Transfer and Dissemination) Uag 4) n15Uszendlivoya
leiog1agneas (Knowledge Application) wenaninaniteveninivnisiieudniiiudenadesiuientu
msdansanuiinduissveinssuiunioudedisieiiles fsosdnisiithmmnedidaeudmsumsimunnisviany
wagimuynans Tnsflenuinnudemguasnssuiunsinmanuiiduetedie maendomealuladan sauwme
wtelunstansanudesnaduszuy fdunistansanudinnudduiionindieliesdnsdianuaiuisn
Tumsasauinnssunazmevauosion LA TwesgnAfiudenly (Al-Hakim & Hassan, 2016; Obeidat et al.,
2017; Abbas & Sagsan, 2019; Tan & Wong, 2015)

msdansanuilussdnig lumsinnssusuesdrnuiiasysraumsaiffegluuion danszdansyane
oeluimiinnunimuegraduszuu el nunneluuidmansaidurasansld daiilfAanuandeu
Amufisewinfusasionaundneamaueditanuirudeny sudadelfiearudlndlumsdesongsi
vidonsEusugsRvlmidmivenavinsanieluel iedsmalviuTsmilnuiliuisumileguiaiu amnsautsnanmg
ganilu 2 Ussian ldun (Lai et al, 2014; Obeidat et al., 2017)

1. mmiﬁﬂaa&ﬂum (Tacit Knowledge) LfJummiﬁlé’%’Umﬂﬂixaumiaiﬁaé’mﬁmmpmmaqLwiazyﬂﬂa
dmfunsFouduaranudladsineg dausediliausadieneadaisnisdoasmanamioaednuaisnusld
WU vinwrnainuangau nMsvihawinuile waen1sialddesizideya ioseninduanuiiuunnusssy

2. ana§dauds (Explicit Knowledge) lumnsifianansasiusiunazaevenld lagruisnsiuansediu
wu nstuiinduanednualdnes ngul wazallon1svihau wieSeninluanuiuuugsssu

N3¥UIUN153AN5AIU3 (Knowledge Management Process) Dunszuaunsfiansnsateliussnladla
feduneufiaduayudemaifinnssuiunmsdanisanug dmsvdnasuminnulifiaruinnudengilazdmad
FoMmIAUIE Usznaudie 7 Sunou (Al-Hakim & Hassan, 2016; Mardani et al,, 2018) l#uf

1. msvstianud Bumsfiosaidoia iusfauasthvneves isntmualiosdls uasitonsussqiivane
mitasderls Uidmiimnuerlsths dneglusuuuulauazegiilath

2. maasauazuanamanyd iunsadsanasanudemailel dmsumseieueumieslunsadeassd
winnssulnivsensiauuiuvn

3. msdamsanusliduszuy Wunmsassuulassaieend ewdenanumiendmniunsiiuaiug
mesruunalulagasaumnaveIuITm

4. miﬂismaLLazmiﬂé"uﬂimmmi Jumsitmunszuugduuuenanslinduanasgiuaina %mwsﬂ%“wﬂqﬁ
widstoyalitiilomnilanysaiuasiuary

5. mathiaenuy maviligdeanslidonannuannsatnianuiidesnsuduldeisnisiag
LazazAINTING 01ty sruumeluladansaumea vasaussnduiud vieunasdoyaduvosuitn
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6. Msuvstiunanidsunng ansnsaviildvannnaneitlaglunsalifumudidauds Explicit Knowledge)
wu davinduenans prudoyanius uesmalulafansaume uazdunsdidunnuiiisogluey (Tacit Knowledge)
W Favinduszuu Audwanenu dRenssunguamnin nduaivassiuinnssy seuuidss mauudeunu
nilkanAsuawy sy

7. msBeud iuinsduniwesnsBeuinu sudadussuumsBeudensaheesdanuignsiiang
uuszgnaldlfesnamnzan waziinnsiBeus anuideiwey uazuszaunsally lneussmaydesatuayunisFous
ogssieiileg

auidudsddydmiunnesdns %amaﬁwmdaﬂmﬁﬁﬁugmmﬂmmifmmL%msngl,l,azmm‘*ﬁﬁmzy
¥9909AMs MI3dnnseufifuamdnuaziiuindeuddyvesuitninanaziduumasasauniudanudeinsy
fifidmea dsnnsdanisanuidunssuiumsiferdunisassmanuianasuenuazaiglunisidenlss
fupruanansanEnegsna lnenssuaunsdnivegadiussuuru nsaduasuanwnang msdnssuuedannug
mautstuaud uaemaysannstinnug Temshanudpudemyifedluosiniaduiugulunsinunaalyd

o

nsasauinnssalvyl sadsdlenmanissosongsia 9nuaiseifetunsianisanuiinansenuedraiidedfny
ADATULINNTTN WINATIUNAASUN waruinnITuNTEUIUNT uaziinansznudauinegsiltodAgsoUss@nsnm
nsEudugshalul nMsesengsia ﬁqﬂ?umiLﬁm%ﬂm’mmmmmatﬁ%‘auiﬁuaqwﬁmmLfJuLi’J”mmsJﬁé’lé’fysuaw'%ﬁw
InganunsaasUesrusenaun1sdnnisauilsenauaie 4 Usens (Migdadi et al,, 2017; Tan & Wong, 2015;
Yousaf & Ali, 2018; ALSa'di et al., 2017) il

1. Msa1auazualsmamg nsuarsmanudnivsslend uardwmasonsandunuanunasieya
sameluuazneuonudsn liun mageusmu mfineusy mfinyse NM3diusun wazdszaunisaimiinay

2. M3dmsruuadinud UitnasdesimuaisnmsdniuesdanuianuidimauasnsthanldlmAnuseTowd
fuu3em lown nan1339e manisveaes wasnisdaivdeyamnizniwinumnaila lnenstuiinduaiednualdns
Uuiiniugudeya (Database)

3. msutadunid Wunsaienenniuduasnsilulivsslemisuiem fainannisnszaeniug
waznsanenenrLiANLBIImy ST nufeiuetTIngs d9iBnsdevenauiiivanaanednuas
dun manyudeudeunhiimaiauremiinan waensdaszuufidesdiiuminnuogannzay

4. msysannsldanud msihenusluussgndlivedudazyana LUUNGUANNAIENY WAZNTYIUINTT
Puasnulunsanfunulifnussanianaandossdnis lawn n15vinAanssudnaeny wasn1smave
wazunlelamegraduseuu

fefafosunstanisauivesndntudiulnih Sidnnselind wareusudiidsadensdesenssiialu
geavnIsueueud i ludsemalng uanedanisa 1

144 NSASIMSUSHISSSAA

aunpnantugauAnuenvuwissunalng
Tuwssguiud audansamminusvgan denuususenun’

Ui 11 du 2 Uszddou nsngau - Sunau 2565



a13199 1 Yadedumsdanisanuivesduantudiulnii Sidnnseling waseueudidwadanisdesangsia
lugnaminssueueudlniusznalng

> > .
— ol ] o ]
8 3 39 2 3 3 E 3
2 2 g = 2 by ) S eade &
< ), & " 2 ee 90 =) Cale

¥ ) afe c e ] =) dge CaNle =2 =
A o) Z = = 2, @ gee ® = =
3 D De 3 Re 3 o) % e =]
= ge 3 2 3 5 % 3 2 “
Calle E? eShe E? ege E} p=d
Cane eane

Al-Hakim and Hassan (2016) v %

Migdadi et al., (2017) v v v v

Obeidatet al (2017) v v v v

Mardani et al (2018) v v Vv

Yousaf and Ali (2018) v v v v v

Abbas and Sagsan (2019) v VoY v

Prayogo et al (2019) v Vv v v

Tan and Wong (2015) v v v v

Al-Sa’di et al (2017) v v v

AAA 6 7 8 9 1 1 1 1 1

NN 1 wansesAusznauaInmsduneiuuifavg el IngasiuszneudAgdmsusmunisianisaiug
voufuantudlnifi Bidnmsotind srueud Usgneudae 4 Jade Tdun 1. Jafedumsaisuasuaanenud
Ao MsarsuazAumALimIdsImganumainniiazainyaains saufansilamedeyasevinsiy
Fsagteairagauiddunsdesengsia Tasnsaiueudanudomnayieduguteyadmiunisaiauinnssy
nsresongInIMdensaudugsAaliszauanudsaldedededu 2. dadusunisinszuuadannud e
MITIUTIANESANIE IR unsTavIavy dnndudeya msdavheiionisvinu dwmsuifususiudoya
nnmeluazasuenesdnistiiduszuuadirnuinnudsivguesednis Tnsimaluladasaumeundie
Tumsiafudeya iethluuszgndlilunshau wasmssosengsialiAnuszavsningeaniuadnis msduiin
\Hugutioya (Database) dnftussdenuimmudsamauasmsianiiliiAnusslovituuien Sadudeyananiside
HaN1INAaed uazn1siaiudeyataniznisinwnaie 3. Jadediuniswisluainud As nisdanisaanug
Fosnanmisdeud nstieveavdonisutsiiuauianudeimnysenityaainsviienguinintudaulii
Sidnsetind vusud wasidunsuanudsudeyaiazthlUlflumslidinum nmsuitiam viornuianuidesny
givniulsslomidmsumsseengsiavesesdns fensudstiurmnuimudsngyserinsesdnsuasniinegy
mefuaztsatuauuliuisndulaliedasing uay 4. Jadedunsysannisliinnug Aensthanuivesiingn
Fudnllnif Bidnvseiind uaseuoud iethanudluussgndlivesusiazyana LUUNGUALABNU WALNITYTRNNS
Pumenulumsslivniliiaussdninmasgasiensregengsiaveteinis wasilugamulaSeumensudeduy
Tngnsthanusluiaundnsdoe/uins wazUFuUssnszuaunsvhenlitiussavsamandaty
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WALV

myibdestudvdumsdansauduesdstuduliih dnmselind uaseusuiidmarenstoongsia
Tugmamnssuenusudlifinuszmelne Seiideldsdouisnisiteifenunin (Qualitative Research) iunsinun
AinsevideyannnmsIuidaenans (Documentary Research) MsnuMILLLIAILAR ML LazdssunssuiitAeIdes
funsdamaanuivesantudlii Sidnnselind waretususd BnenasMenuMTIfouarTeivinis
oA Aunsasiaaziaaaeg MunsInssuuasaug suniswusduanud uagdiunisysanisldanug
Lﬁaawmﬁﬂ'isﬂauﬁaﬁf&G’fmmﬁﬂm’:tmmifmmé’mém%uﬁmlﬂﬂq Sidnmsetind uazeusuidsasiomsrevengsia
Tugnamnssuusudliihssmalne §iduldudduneunisiniiunsidodenmnin senidu 7 duseu faawil 1

TURDUN 1 MIANYILUIAA N8 waLteNaI TN MNYITEIAMUAIN

v

v
U

P % A4 A av a
YUNBDUN 2 ﬂ']iai’]qLﬂiﬁ]ﬂ@i@'ﬂﬁ]ﬂlﬂﬂ@mﬂqw

v

1%
v a

JURDUN 3 NITATIVADUANUTIEINTAATOILDTILTIRUNN

v

Tupauil 4 NsMruANgUAiIeg1

v

Tumoudl 5 nsfiuTiusindeyadnunim

v

Tunauil 6 NMTIATIENTyaleRMAIw

v

JURBUN 7 NSUBEUBHNANITIATIZVIVBUE

Y

ANA 1 KARITUABUNIALTUNTIFUTIRUNN

n33dpildsuuvunsidedunmduuuufneiianiznsd (Case Study Research) lngnisfinw
anzdadedunisdanisanuivesiuandudnliin Siinnselind wareusudiidsadenisdesonsifa
Tugaamnssugusudlniissinalye Jaedosiolumafunusudoyamsisudenmunmasidibudora
wuuAslasadna (Semi Structure Questionnaire) WWumsimuIIINNsOULLIAILAALAL N Wi ILABITDS
uazldrinunsasivde UM weAsaloNiMIIANdl $1ua 6 Yy warAALNTIINISITETIINTITY
Tuywdlefiansanlvnisiusealasanisidoiasdl NMCEC-0049/2564 Juiilin1siuses 7 wauwaiay 2565
Tngesdvsznoudfydmiunsinudadeiidinaienisaesengsialugnaivnssueusudlniidszinalng
Usznause 4 Uade Sefliitoyautseanidu 2 ngu loun
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a1 ElieyeivhauluuisndidetuduniedudsneugUnsailnih Bdnvisofind uasdnantudiueueus
fAdelimsdunwaluuuinzdndiuyana (in-depth Interview) $1uau 5 viwu Jemsdadenglvdeyaseitnisly
nsaugins Qudgment Selection) Tneffidefiansanmunaasifuas fvunnasinisdadon dail

1. m'il,ﬁaﬂ@mauﬁ’amaqﬁﬁm@haﬂwﬁy’a 5 YU %ada%@mﬁ%ﬁuqsﬁﬂmwjﬂ 30 U Tumsgrunsinau
Hudteenzuanmelulasinaseine e?iw%ﬁmgwam%ummﬁamuﬂizﬂauqﬂﬂim“IWWw didnmsednd \Huudtn
fierdoatfugramnssueusud wasuIEnikantuduusus

2. flteyaidudiiioadosiunsidouavinnnndnsasilv msnsununiswdn nsudadui nsea
Hugiisuisseunsinudeiumsiandudilv Wun madenimelulafadislminnsimusssognamandudil]
MSATVANAMAIN NFATUANFLNLNNTHER M3iuUsEANEAIWbISYeBaEn1SWEn nsve1eTssan Hudy
Fsfiuszaunisalmahenilaidesndt 3 7

3. Jlvdoyaliuszaunisainisvinauegatdey 5 U lawn g3aniseeideuasinu g3anisiiednawny
fanmisthendn uazidnnsthemsnan

nguil 2 umsmmimapumﬂmumiaiuasﬁﬂ’gmL%Imsmqg lagsnsdnidenglideyanigisnisiden
Tngl#A91sauaas Qudgment Selection) $1usu 3 v Ssdmumnasinisdadon il

1. madonguiauifvesinimmaviefisraunsaiuasiieudgyii 3 viw Wuddnisnsidedes
wazinanuiedarudemngiunsdaiududedussnougunsallnih Bidnvsednd uargaamnssueueus
fiuszaumssiuazdmnuideivigy 11nin 20 U mnaelulssmaviosisuszine

2. {litoyaiiszaunsalfidusmiulasamsvesnasgiifedestusunsadndudlm maluladasel]
IMUANANNIN NSATUANAUNUNTHER NMIITiLUsEAMEITWATYIeL

3. fliiteyaiiuszaunmsaiuivinuildfumhsnumasgnieniaenyy sg1sies 3 U viedliteya
fuszaunsalnsuntymliduusenes ey 5 anudsenaunis

Aidelalinsdunivaliednuuuulateda Tnenisesnuuulassainsvesdemaudmiunmsdunival
wuuitdlassas (Semi Structure Questionnaire) ¥aMsduMuAlLUUTL (Guided Interview) Fadunszuaniimsidy
(Methodology) fifimsidan‘rsuazaudavijugs wiensthdds (Keywords) ulddihdsenevlunsdunival
Hunsdariinstemaniifidnvaztaisda wazniounieudmiunisuiviosadedaiuliaonndes
fuglidunualusiazyanaeeamngas

Tnegfliteyaaunsanansuanildsuussifiuding 4 Ideg1edassfufdunivel dsladandnglidoya

Ya

seauidslanazannsaeduisuaniddsudoua Uszaunsalldesnsdasy {3dulianuddryiuglrdunival
aufinilanazauiiassdvivihdeyaifunuimedomnnlunisdunvaiviiusoly sunszisdeyafisgndush
wazliifidneuueniniiennussiuglideyaviunounthd dsdfumslinnesitoyadestiadedunisinnisarmg
voafuAndudaulnih Binvisedind LLaumuauwamamamsmaEJamﬁimﬂuamammsmmuauﬁlﬂﬁﬂuﬂiuLml‘wa
Fsmsingitoyatiliannisdunivalianzdn (In-depth Interview) §3deldindoyaniiaseiuazyszanana
Wunsdudiunshufunssuiunssiussdeyaannisnuduninainenansitiedes (Documentary Research)
Tagmssuiumsidoidenmnm liud mslinngideyaainuseifiundn (Major Themes) u3orandniiduny
vosdoyaiildanmsdunuaiionun mntuivssduinionsawasuisesndulssifiugos (Sub-Themes)
putladefiAsatestunmsiamsanuivosindntudinlnils Sidnnsedind wazeueus dmiunisdesongsia
Tugaamnssuoueudliin TneEuduainmsinssiamsulugnsnneissifudosionszuiumsise
TIAUAN kagTERINeNsaNA¥aianzAnlanLiunisnssuiunsasviou (Reflecting) Tuusiazyisniugluaieiu
dielnnsifeiBanaunin (Qualitative Research) dniunislégniaauaziirududu (intensive Process) annBsiu
wazmsesesideyadiliannnsdumuaiionzdn (n-depth Interview) lnsnswssanndeyamansingnisalsmsneg
dielilfundedefunuainnszuuitmaidedanunm Sadunumadmiunsimidelausuusiiigitutlad
Frunsfansaradvesdntudaliih Sdnnselind uassusuifidwardenisosenssialugnamnasueugus
Tt luysemelneg
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myeseidayalisnanin (Qualitative) 1WuMsIAT1wilon (Content Analysis) lneldinsmsanaey
WuUaskE (Triangulation Method) ielilanan1siasizindauindete loun

Toyavntenans ToYaINNI3 UoYaINNI3
Mmigtes dunyainiina dunyaldBeIvey

N | e

N153ANTSToLAIRMA TN

v

a

NFIATINVBYATIAUAIN (NFAANL/AATIELEDN)

Y

mMaEeNan1TIATIZveYa

AR 2 LERINTEUIUNNTIATIZYLEUDMN (Content Analysis)

1. foyavnunasn1sauAudniununILITINNTIN (Documentary Research) Lol $1891un15338 13813
M3 Teyaviniuled

2. Foyaannduiiivhanluuisnadniuduniodulsenougunsailiih ldnnselind wasdnantudiu
UG

3. doyaaninimnisvediiustaunsaiuaziianuBeing Wy Riluszaunsaliidmusiudulasinig

U YU
v
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dyUuazanusnena

asUuareiusenanisidedesnisianisanuivesfudndudruluiia Sidnnsednd uazeruoud
fidswarionisresenganalugnamnssueusudliluussnalne fifoasuldded

1. YadeAun1sasislaghanmInLg I%miazammmimmL%wwmﬂLmdqmmiﬁ”’wﬁwmu
aelutazaisuen Faazdrsairegaudslunisdesengsfalugnainnssusiusudlniinlulszimalng
waznsadenaiilsedanelios FeaenndasiuaLiTevss (Obeidat et al, 2017: Lee & Wong, 2015) WU
MsasazNIsEINANNITiNan s uag it fysiouinnssu uavlinansenuduinegnadilddiaysionudse
TumsFusugsialnl

2. Yadesnunsdnszuundernnug Tnemsthmallaansaumandislunsinfvieya ennuazain
vomnnnulunsiviutoyauasiiliussendlilunsdesengsfiavesanaimnssueueud ininliinUsednsam
g9an Tedenndeafiusideves (Migdadi et al, 2017; Abbas & Sagsan, 2019) wuin svvuadanNwiiduavan
uazshiuiadouiiddnyesnaifinuinnssy Saddniidnaduuvasasaumuiiifiduas toyailauanumasmely
wazaouen HamsduszvunsiFeusludnuvazindnaudidddazain lasiinyadlfiugaamnssulns
wazaalFUToumensutstundadu

3. Yadusumsudsiiuninud Tneidunisuanivdsudeyaniuinnudsivglunguaietiegsia
fanafguaznaentu an1tusieg fasluldusslenilunisdosengsiavesgaamnssugusudlii
Fedenadosiuruideves (Migdadi et al, 2017; Al-Hakim & Hassan, 2016) wunswdsluanuiidnsna
soAnuansaduuiansslunisaiassdadninngpamnssutudiueusudludanamnsaududiuusud
IyihuazdsnansznusioyssavsnmussesdnslevamsiannsGeudardsmademuamnsosuuinnssudne

4. Yadoirunisysannisliannud nmsihanudanudesguesinandudiulni 3idnnsednd
wazepus Wethluussgndliveausazyana wuunduauaeny waznsysannstwasalumssosengsio
yesgmanunssueusudliilfsrauanudidanazihluganuliuioumenisutadu Ssaenadostunuide
484 (Mardani et al., 2018; Migdadi et al., 2017) wuin1sysannisiinuivesesinsidninasenisaiauinnssy
fiutuld TnsamgluuunresUssmaidstauniundngudssindlunisaiennuannsonisysainis
T¥anuivesesdnisdmiunisndnndndusiiiuuinnssulugnamnsslnl madudunisegdivszansam
LU TUUTANNANNTAYRIRIANITHAZAT AU IS BUMNaN St

5. nsthiamsnumsdanserusvesiantudulnih Sidnvselind usssusuiluuszgndlimariesenssia
Tugpavnssususudliiuszmelng - Fsuddmansliauddyiunisdnnisanuiediaduszuunassoiies
emsiannaudnnnuanesamnssudniduglunsdeseassnsumananuiangBovauesauey
prugudliliilnevieiusinamisnisdtannaelusagiisssna dhunsinousy nsduuw wion13ide
wazfunTauiy T msfmunmswdniuduviegunsaloueudli mswammealulad uaznisaiaassd
uinnssu Tneuisnazdesaigruteyalunisdafuteyanisviaudindnauaiuisaunldlunisin
fednasands Wy nseenuuuiudeususlvi nsruIunITNaR uaranAsTIuASYIeN Tafenssaniu
fuitusinsmenisilugnamnssueusudliilulssmanasinssana waensudstudeyafudnmansions
(Supplier) #renisldgrudeyaiioadu dunszuvaunisudn nisandunu naluladnisudniuday
sl anun AL uazmena el ssmALasseU sena S Sesdeseuayunsysanmstinnudsauty
stusfimsnansdnlunasdetudueusudlih fensadsuuuudmiunafvleyauasdeiausuuzainngugndn
reumsnAsudugusuilniheds mndudsnuiuladusuuuiiany sl wemmdistdumsresengsiauasnsads
mlsldognsieiier Seaenadosiuruifores (Obeidat et al, 2017; Abbas & Sagsan, 2019; Prayogo et al., 2019)
msfansamudfiduiduedeuiiddyresnmadulmesgsiaanduiiugiunisilugnissesensgsia nisaslena
TugnavinssuiAnlml Fanmslinaelunineinsvesesdnsfiddglumsiamidduluanmnades
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nidnwauznsiufsunUateg1agunse (Migdadi et al., 2017; Prayogo et al.,, 2019; Al-Hakim & Hassan,
2016) lpsnnanuiianuddyesnannialuesesdiodmsunsassenuliiisumnisudeiuaziludaudisa
lusveze

forauauuzdmiumsiseasadaly

1. mﬁ%’aﬂ%ﬂﬁﬁumﬁ%’aL%q@mmwﬁ”’mmﬁmmimmﬁmaqéwamﬁ??udaulvxlﬁw ddnvselind uazenueus
fidawasienssosengsialugnavnssueusudlnilulszedlne faulsassadnuiadefifvadeadiaiy

2. fiaulafnuifosunsresengsiavesgmamnssueueud i lulssmelne anunseinadilaludnu
WeBwunmanzananssusioly

3. faulansofnwdnuarnauieuiislunsteseagsiavesussniantudnlnih Sdnnselind
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unAnga
ATl IngUsrasivefinwinansenuananiunsainsssuavedlsaine lisalalsun 2019 (COVID-19)

AanusziinszTanelydvesuidnaanzifouludszmalve lneivsiusiudeyaviniunisdulszdnd

= oy i

Tur2e® n.a1. 2561 - 2564 Fefioyailflunuidetmunsiiy 1,989 fegs uarusnnguiogauiiovnaeuliuif
Tunquidenldnagniiiinnioandils uazndudegefifiszdunisinnisilsgavded Tasianuszdase s
U 31NNTRITUIFUUNNTTUINATIANUBE1IUNIAIINLULAAYeY Ball wag Shivakumar uaznaaey
auuRgIUNITIT Mmensinzinisanneslimvga Tnewlsdayasenidu 2 933a0 Ao YIIaIneun1sIEUIN
vodlsnnidiolifalelsu 2019 (COVID-19) daust n.e. 2561-2562 uagtnsnamsszunedlsaindelialalsu
2019 (COVID-19) fausl W.A. 2563-2564 wanFIdenuintranarneunissruinvaslsnindeliyalalsun 2019
(COVID-19) Usemananzidsulupaananninduislszimalneldlafinnusydasz Tomeda® uazrasnainisszuin
vaslsnRndelisalalsu 2019 (COVID-19) Fsdwmalinuszinss fomedTanasesaditud iy Sofimsanuenng
madenlinagnéilsuazsziumsdnnisiils wuilunguuisnildonnagnsiiiumls uasdszdunmsdanisilags
fuimsaglithmssudraviavuesaiunauily lesinnssuiiaviauegwiunm azdmalrinanisaiduay
smimanssiuenulussdund sy fuimsdediidensuinavimuetieiunalugisadinga namsidedl
wihenuiiuguagunsehivlidudeyaaivayunisusulsnginaeinismiuaua uazuuiniansdnriaunstu
Tugsiifvgnisalliuiueuintulusuan

AaAgY: NsszuInveslsafnelisalalsun 2019 (COVID-19), mnussinseimnatnd, nsdanisiils

Abstract

The purpose of this research was to study the influence of the Coronavirus disease 2019 (COVID-19)
pandemic on the accounting conservatism of Thai listed companies. The data collection was gathered from
the annual financial statements from 2018-2021, which consisted of 1,989 samples. The samples were also
separated for additional testing into the group that chose the income strategy in terms of income-increasing
or income-decreasing and the group that chose the levels of earnings management in terms of high or
low levels of earnings management. This research used the accounting conservatism model through the
timely loss recognition from Ball and Shivakumar model as well as used the multiple regression analysis
to prove hypotheses. The data were divided into 2 periods of time: before the Coronavirus disease 2019
(COVID-19) (2019-2020) pandemic; and during the Coronavirus disease 2019 (COVID-19) (2021-2022) pandemic.
The results revealed that before the Coronavirus disease 2019 (COVID-19) pandemic, the listed companies
in the Stock Exchange of Thailand did not have any accounting conservatism concerns. This effect caused
reduced levels of accounting conservatism significantly in the period of during the Coronavirus disease
2019 (COVID-19) pandemic. When considering the different groups and selecting for income strategy and
levels of earnings management, it was found that management did not adopt a timely loss recognition in
companies with high earnings management that chose an income-increasing strategy. As a result, operating
performance was lower than normal operating performance. Therefore, management had not chosen
to recognize the loss in a timely manner during this period. This research finding can be used to support
improvements in regulatory regulations and guidelines for preparing financial statements during uncertain

events in the future.

Keywords: Coronavirus Disease 2019 (COVID-19) Pandemic, Accounting Conservatism,
Earnings Management
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MIunssEUInvedlaia-19 (COVID-19) dwansenusiaiasusailan Tufamamdnninduosuism
wnmzfouluavigowsnn ¢vil S&P amas 30% ferdunsuiuanuniigaillevluFeudieuduingamisniaiu
TuT a.;. 2008 (UOB, 2020) uaziilefiansunluvunvesusemalngnuil COVID-19 dsnansznusiouien
mzidoulunaavdnninguislszmalneduegannn ewssuiisuluseu 10 Y Fdduspmeswesgiuims
\Wiud1 COVID-19 LﬂuﬂaﬁfaL?ﬂﬂﬁﬁﬂé’@ﬁi@ﬂﬁ@ﬂﬁﬁﬂqLﬂi‘iﬂgﬁ%awszmﬂm (Tangsomworapong, 2021)
wazdamansznuRanan1saLiuny ludiafouwuwieu wa. 2563 Uszwelng louszniadenanal (Lockdown)
danaliRaniseng q desdadias Felusnaussmanuin COVID-19 dwaliiianisiinuaninsalunisviriilsanas
iesanAanssumarsvgiadiulnajgnssiulusisssmaldinnsnisdenanad (Lassoued & Khanchel, 2021)
uen9Ntu COVID-19 SeviiliAnanuthuaulupaianisiulan dswaliAnGuyuluasenanUszinaasugia
pamAntrdidudiuaunin (Funke & Ho, 2021) aanandnnsndunsuszmelngdneglulssmanaraiinlm
(Apaitan et al., 2022) 6?5&Lﬂuﬂ'ﬁzmﬂﬁﬁﬁzuuLﬂi@gﬁﬁ]ﬁé’ﬂﬁﬁwm (Dua & Gaur, 2010) Lﬁ@\'ﬁ]’]ﬂﬁgaﬂl’méjﬂw%ng
pusRakarUSInamsteretianinn ieSsuiisutunaauiiianud wu saeyulussmaanigensn
(Vivattanachang & Supattarakul, 2013)

Uszinelnededudszimanainiialusl 91n3nga COVID-19 1aviliiinasyulunguiivianmidosiy
Tunanisafiunudadulaneuidunueanly (Funke & Ho, 2021) Anulduiusunisnisduiieindanudfny
detasugialvelagsay saudauloviemansugiauazailiniueuntansileaiuiedefiadrwmanseny
somsasunniignegasaiiios (Apaitan et al, 2022) s2avisluting COVID-19 SjunavesUsemAlnediuleveiniugua
MsuNssEUIReg LN Turasiediu nsmansalkdndnsiulasiululssme (GDP) vasUsumnalnglud w.a. 2563
I¢¥unansznuann COVID-19 innfiaeluie@ons Susenidedls (Southeast Asia) danalvitiszsiu GDP sniuszimadu
Wuethaunn sudlesnanusemelvedesiionnisviondioanaznisdioangs Fedssansyusniigasienduuinig
nMsvieafien 159Uy Lagn1sYUdImIgeIne (Wicaksono & Rinaldi, 2021) e1ananalédn COVID-19 denali
AINTIUVDITTUULATHININEAT Lazdanalinanisalineauresfianisanasduiesiu muidelusfnnuin
Turaan138enaail (Lockdown) vinliannanAeadesvesdonansdndfiinansenudonisdndulavesinasmu
Tunsaanisaianas iesnlugianadinanasalinmuindefiovesunisituanas Sedwansenusionginssu
nssindulavestnamu (Ajawaheri et al,, 2021) Aan1sseurByiuanuliutueusgiswinlugie COVID-19
\losannlsiaunsanianisaiifeadunisszuin COVID-19 uazdsdanalasugionns (Cui et al., 2021)
middelusinuansliivhineussiasy S Baiimud i deflrnalduuewiniu Foyamedadmindetio
wtelvinamuUssifiunantsiiiunuléABetu (LaFond & Watts, 2008; Khan & Watts, 2009; Kim et al., 2013;
Balakrishnan et al., 2016; Cui et al, 2021) dwSun1sunsszun COVID-19 Tusudseisoni “Ingn COVID-19”

Tuasinganisdusindwansenulinanisdiunuresionisanas Srgdmansenulaeaswionsdndula
Faasegiavesldiulaids (9u dnawmu) luusudedduludiings COVID-19 dwasdonanisnniiugu
yosfansluuszmelne (Tangsomworapong, 2021) uazsihlvinasyusnaulaneriunfield anwsmadsnanguims
gosRansonasdusesiundesmuidetusenanissnduanulugas COVID-19 Wunsianisiils (Ozili, 2021;
Rahman et al., 2022) Inglsifilafisnnusesinge Janadayd O’ Callaghan et al. (2018) Nd137E UM TRRTAIUT I
Tumsdansiilsitenanidomwanilsiianas faify Turasingm COVID-19 Fsdamansznulnensaionanismiiue
vosusEnaangideululsemalng (Tangsomworapong, 2021) Q’U’%msmf\]Lﬁaﬂiﬁi’fﬂaqwéﬁmﬁﬂi HIUIIUNITAIANS
fRuegifunasiita Inglaifildamdnanusssing fmeind iedesnslfsedunamsidunuiiuandusuniaiu
laigwgndrguaedu (Ozili, 2021; Rahman et al,, 2022) usludlagiiundngruiisaiunansenuyes COVID-19
sonunwnlsSalldnautios (Lassoued & Khanchel, 2021) Fsanuszsiasefamalny@fiinainnssuiuavianu
g viunadeidusunuiieSannniwrils (Dechow et al,, 2010) fiagvioudsganmsumsiiy
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Angn CoVID-19 lallvimmmsaimansugia uilutadofidsmansenusouitnasmzidoulunanemdnning
wisUszimAlnemnniumgnsaity fintuluefin (Tangsomworapong, 2021) Feazthlugnanisdiuay
asfansfianas uazowhliuimsvesfanadentimssudiladanhuamanu el lsgedunasdisueniaiuia
(Ozili, 2021; Rahman et al., 2022) %"’qLﬁwﬁaaﬁ’umﬂmzﬂm'iﬁamaﬁﬁy%LLUUﬁﬁaulmﬁmﬁ]Lﬁmﬁ'ﬁumﬂﬁamumizﬂﬁ
lsluriuau (Beaver & Ryan, 2005) $auita Tutna COVID-19 wsnuiifugualulssinalne wu antindwdy!
Isszmelsiiinslfinnsnisreutsulugag COVID-19 §an5m titeanmansenulumsdavhaumsiiuvesusinmannei Ty
Tunanemdnninduisssmelne wu eygpaliianiadendiarlaith COVID-19 snduthdedeudlunmmasoudone
videlshir COVID-19 summmsnifineliAnnssgniudmsumensailiwiuouluduremsyssanunisiay
Judu (TFAC, 2020a) @nauanslsiiuinlugas COVID-19 Aansiulsewmdlneenaludmdnanusedinsy Jimelad
ulflun1sdnvineunisiu (Wu msfuinavianuetiaiunan) wszazdimansenudenanisdduanuiianas
melfanunisalfiliuiuey syt Ussalnefianmwadennaasvsiafiuanmeainssuszna (Phakdee &
Srijunpetch, 2020) sgfasitsmnisvieadiendundn wasdszmdlnedsliiunansevusossuuiasugiaunniig
Soleutuusemadu o luedonsSusenidesld (Wicaksono & Rinaldi, 2021) wenani YamusssuvesUsznalne
faflnsvanidesmudsseglussiugs (Hofstede et al, 2010) agvisufsmsiimusesiase Sdluseduann uazdilsiny
nsAnwileludsemalneifsriuingn COVID-19 fumnussinsTamadnd Juduussgslalifnuilaglideya
MnusEmansdeuluusenelng

NnmgHaFana uAnmaalunsideiin COVID-19 dsmansznuseruszsingy Jamadaydvielal ognsls

o

v A 1

sahs nmsdenldnagnsls uwassedumsdanistilsiumndnafudmanssnudeanussdase famedaToeils
Lﬁaﬁmizmmﬂ%@gaiuu%ummaﬂmmwé’ﬂw%’wéumﬂszmml‘ma Fudulszimenanialuy (Apaitan et al,,
2022) uazdulourenismiugualurag COVID-19 agraduin Jedenansznuenanisaniuaulaonss
(Tangsomworapong, 2021) 5290 ﬁmmsmssiauﬂsuwmﬂ’zg%%"amn (TFAC, 2020a) @auansineannUssmnapy
iTedFei fnguizasdifionnaounansznuves COVID-19 demuseiaseTanatyduesuisnanns oy
Tunanavdnninduisuszmalng Turel we. 2561 - 2564 uazlduonnausegiaiienaaouifindslunguiidents
nagmsiinvEeanls uaznguitlsysunisdnnisiilsgevSoni Feliuselowdiilasu 3 Usenns Usenisusn $n3vms
waziinideiindngiuanauiderfininiiisidesiunansenuvesings COVID-19 Aulszlovivastoyatnyd
ruNsFUdkavIanueg1sTiunat dadusunuvesnuniwdils (Dechow et al, 2010) iflssannuideluein
wwﬁﬂgmlﬁmﬁ’umﬁmmiﬁﬂﬁ (Aljawaheri et al., 2021; Liu & Sun, 2022) Uszmsﬁaawmmmﬁﬂr"ﬁJ@LLa
i anAvndd wazdineu nae. Indngidelidlafetuiamasenansenuvesings COVID-19
AflfienmnImvesaunsiiugiaiainouings COVID-19 luuszimalng Jefeifuuszsimanarniinlnal
waziinsvanidesanudsdlussiiuge (Hofstede et al, 2010) wagdsyansianutinasu gl dfovunazild
Foyalusunmatiuansnthaansidefinuadsdluladuayunsdnduladaasuginludusg 9 Tdogsssinge T
i N5te 118 vidededuammu udu

1 a A o ada P a wua o N A ' o o o & PPN o N A ) &
UszniAan1 v dndaylin 16/2563 Bos wurlfiinenstad Bes wmsmssoudsudansmdmsumadonisdunsdyTiiessssunansenuainaaiunsel
Asunssrunvedlsainiahisalalsun 2019 (COVID-19) (TFAC, 2020a)
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wuaAn ngufuazuAdeiineada

NaNIENUVINGA COVID-19 fausenannsiiou

Jngm COVID-19 (COVID-19 Crisis) el gnsaimsunsszuinvaslsndnsefidsnansznusonisiidiuay
VIPNUATITUAVDENTURTY WAZAIHANTENUABTZUULATYNDE19TAIAY (Liu & Sun, 2022; Tangsomworapong,
2021) wazluriaingn COVID-19 AaN15919AB LT AUAMURUNIUTDINANTITANBTUITULAZHANTENUAT 9
MLLUIARYRIMNg B N1Tdda 10 (Signaling Theory) Husnisenasinaulalunisdnnisiusienislusunistu
Tngdeanislinanisdniunuiiiausgnieasludsinamumeousniiiesufifertunanissiiunulusuiag
(Sun, 2011; Liu & Sun, 2022) 53894 N eifnu (Agency Theory) Sratiuayuiidusmsenalinginssuaielena
Tunsdamsiils ielimuesldsunadselovidiush Jensen & Meckling, 1976) lunsvildmilsiiutunioanas
(Liu & Sun, 2022) WulisrfulnAnaamguinstyidsufigiu (Positive Accounting Theory) finanyinguims
o1 ismstiy T linuesliiunaUsslovigean W Werneuunudud annisazfinfouludyyFud
LLazamé\’unumamil,ﬁmimEJm'ﬁLﬁaﬂl@iv‘fﬂﬁwam‘as‘hLﬁummﬁuﬁmaﬂ%aﬂ%’gma vJudy (Watts & Zimmerman,
1986) TununesvemguifuuLaznguinsTydidsufunandiidiuiguimsndenisnedad elvnues

¥

losunauszleviasan (Waweru et al., 2011) Juivnsvesiamsdsdiusegdlanivarnvanglunmsdnnisiudauiils

Y
o -

Tusunsiiu (Liu & Sun, 2022) Liledeansasdaygadimieiunanmsduiunuvesianisliiutnamu aauuundn
Yoy i nsadedayanailiiuyaraniewen (Sun, 2011; Liu & Sun, 2022)

Anqn COVID-19 finansznusionanavuitalan wu uusswelye 3ngn COVID-19 Afiaturilinansduiuny
vaausenaamzloulud w.e. 2563 anasegafitudifny WewSsudisuiul we. 2562 (Tangsomworapong, 2021)
o1 liEdnlsidengusing 4 vemnudesiudernuaunsalunmsiiiunuresusnaazidoulunaandnning
wisUszmalng nanfe guimseradinduladenuansnanissiiusnilugis COVID-19 fganiwnd Taglsisi

CY [ v A

fandnanuszinseYanedd eideluefn wuhuimssdenlimadansdanismls ilevilimlegedu
Faazifunisatrennudesiulifuinamy esenfanislidesnisuanimanisiunuiigiugniguaadu
(Ozili, 2021)

covip-19 ilsasrualmifintululszmelng Saluaeunsaiidilineiatuluedn Suilkivingu
MATeRITURaNsTNUYEs COVID-19 denanmiilsliiinn uasfirmaveananisidedslidamu uiwuvdngiui
COVID-19 anpaiendeswesdoyatiyd (Alawaheri et al, 2021) Wiuszdun1sinnisiils (Rahman et al,, 2022)
Beffusmsoradenlilianuszsinsy Smatyiunsiuinavianuegisviung mszazyinlinansdiiuny
Tutias COVID-19 anas mMsFuinavayuethaiuna uaznsianisinls feidusiinauanlsiiasioufsnnnw
1944UN133U (Dechow et al., 2010) Lassoued and Khanchel (2021) nanrimdngmudalsedndiedunisians
Alslugasmsszuin COVID-19 Ssfidnnudosiagmenn Jaandiiuinnddofoatu coviD-19 Miedosty
AanmIunsiuilefinnsanduaunmilsasinsdusuiagy welivdnguiuansdiiiuiuansemy
Wiafimnauasmuduiuifidanu wonani Ajawaheri et al. (2021) Anwludsunaddnnunansenuiiddey
29401155U7A COVID-19 daseiun1sinnisnils iesanisnisdesnissnuisesuvesmlslugianatdng 1
Flaifosnslitnarmlsfinuiunnu uazshldAanansenuvesnsiuivestnasmuluiBsuan (Aawaher et al, 2021)
ae3lsfinu COVID-19 dawaliszuuimsugialunmsiungas wazdwalinanisiinanisanuiuiuanautuiieiu
nanunsalanullutusufinaeaiinansznusenusEdnsy Il (Beaver & Ryan, 2005)
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Tusesvasmsdansiilsrinunagiiiavdoantils 113doves O’Callaghan et al. (2018) nAMITEUTWS
yosUTEmonaiidinnlunsinnisils evdnidssarilsiianas desiaaeuussgddaiioatunslinagnéiiumls
ﬁmﬂiwBﬂﬁﬂﬂﬁwﬁﬁuagﬁ’uaaaﬁﬁ% (O’Callaghan et al,, 2018) Yan et al. (2022) Wui1 COVID-19 finansenuidisun
fusenaasdnsiituegiunaefifiafiasounagysnafiuils luusswedu Taglitoyat 2018 - 2020 sata Kazemi
(2022) wuhifuimsvesianisluanmelsuidenlinagvsiuilsludag COVID-19 dwfu Turasszuin COVID-19
fuivnsonadnduladenidnagnidiniils dumslinemsnsineiituegfusaeiaa Taglddilsdmsnanusziinse ¥
matiyd esnguivsenadesnisadifessiunansiidunu WenSsuitsuruguasdiu (Ozili, 2021) usigsindngu
TueAnnUssmmansgeudnifinunaléuds Tasnuifsmsazidenuitaviamudiusnnlutag COVID-19 namfe
Aansidenidnagnsmsanmlslugasiandang s (Liu & Sun, 2022)

vanguluefnfidnuifsafusefunisdanismils Haque et al. (2019) wuiAanisiogluanunisad
flsiutusuagiimuieadoatunmsianistilsiiusennsdnsiituegfunasfiaiiutu ussalliuusudsualit
HANTANTUUAAAY Lassoued and Khanchel (2021) lansivseunansenuves COVID-19 fiaseaunisdannsiils
dlefimsananaduysaesnenisnsineiituegfunasite fmuhAsnstultufiesdanssilslugsidnsssun
COVID-19 snndlugienouszuin COVID-19 luviuesfeaiu Rahman et al. (2022) Wui1¥33 COVID-19
ylAanisiszdunisdanistilsiiuiniafingstu uandiiudn covip-19 Wuildendnduliigusmsdnula
Borlfimaliansdamstilsiuisanntu mnvdngrusinanuansidiui CoviD-19 Huanmamilsiiviliguims
Fenlfinadanisdamatilakiusenisasdnsiituegfugasita (Lassoued & Khanchel, 2021) uazmsdanisils
w934 (Rahman et al,, 2022) Wiesnunseiuranisaifiuay endlidddmdnanuseinsg Tt deRansan
FuNsSUiNaTIAUeaiunadlefinsaSsuisulutasieu wazdisingm COVID-19

AN IIMSUYTUazN1sIANISATLS

AUsETaseds (Conservatism) fidayal@dnsililunseunuifnd msunisserunianIsiy mudssne
an v Tndnyd 9 48/2563 Bonin “anuseuasy” mneis “mslinaeidoneldtouluvosaiailivuuey
9g195ednsds n1sldanuseunsy nueaNudUnSnduareglalinansgaiuly wazniaunayalddng
iwansiiuly wasmslimmuseursuidsivosliuandunsndviensldifuluvdouanmiBuienliToguauly”
(TFAC, 2020b) 1350unssuluefnuiiniusesinsyTamedadeenilu 2 Usvinn (Beaver & Ryan, 2005) @s
1) anusesinsy Seonedyduuuiiteuls (Conditional Conservatism) fie nafiinannstydiiassoutniiolfii
N319138 (Basu, 1997) W AMTTUIHAYIANUBETIUIAN L{’Juéh*Tmmﬂmzﬁmz*ﬁqwﬂ’zﬁuwﬁﬁauisu Tnevily
mmazﬁmﬁwwﬁm%wuﬁL%u"lfuazLﬁ@ﬁfumﬂagjmdéfmmﬁLLu'uau (Beaver &RRyan, 2005) g 2) ANU5InTe
madgyBuuulifideuls (Unconditional Conservatism) fie yarsudgydvesdunindavsuandlimninandueis
suilosnanudnnsdaydiidnueli (Beaver & Ryan, 2005) Feeuddeiauladnuininusedasy Yoyl
wvuiideuly esn CoviD-19 Aerfuaniumsnifliuiuounazdmanssnusoiasugiia (UOB, 2020) Tats
a'mLﬂuﬂﬁlé’aﬁﬁmﬁdqmaﬂiwwiammwﬂmzi’wwﬂ’zﬁLLUUﬁﬁauisuﬁsﬁyuaaﬂiﬁ’uamummﬁﬁhjuﬂuau (Beaver &
Ryan, 2005)

Cui et al. (2021) wuitlugas COVID-19 AanslutszmeRuiinruszdasy Sonedayfuuuldouluiud
SoflsviunisanasesHaneuLMLYL LLazﬁmmMLﬂ/i%ﬁamﬁ’uﬁuaqsﬁa%agqsﬁu d0nAADIIUNUITEV8Y Balakrishnan
et al. (2016) nuhuFeniifieussiings fmedyifutuasidnuuzvemiauiiintusasiinanouunuiuanas
wuiieafu uenand ©uideves Diantimala et al. (2022) wuiigshasuiansagiinusedase Ymedayd
quﬁﬁaulsﬂLﬁmgasﬁuius&aﬁﬂqm COVID-19 ilosarnn1saianisaininuidssainnisinfagissui
ﬁmmifwLﬁuﬁ’nﬁawﬁmﬁa%qm G?fnLLamWLﬁuﬁamiLﬁmizo’w’ummwﬁmzi’qmqﬁiﬁmuﬁLﬁiaulmﬁqqﬁu
24 Kim and Shawn (2022) WUthU%@’wﬁizé’ﬁm’JWuwﬁmizi’amaﬁm%gq%ﬂuﬁdaﬁﬂz:m COVID-19
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MmdngunAteisulumansisernuluiasema duandiiiiimnAsmsdensdyiunaunsszun
COVID-19 agimuseiase Yomedfifintu widshmundnglulssmelnefiontu COVID-19 fuausssins e
matiy idesanUssmelnesiiausssy (Culture) uansnsanUseimeABy (Ratsamewongian et al, 2021) ANaiaaAIBS
99 Hofstede et al. (2010) i fnsuanidesendedusziugs ilsfedanunnn Timnuddyiuings Wudu
luanuuanianisiausssudnaeainlidssauanusednse Tainedndgs s Uszmalneflanimundey
maAsygRTLAnmsInmIUszna uazlasusansznuaIn COVID-19 sesvutimsugiaoeannideifisuiuussmnadu
TuiewdenyTuoonidedld (Wicaksono & Rinaldi, 2021) wagmsnwiafaddldfinsanfufudnguiogg
dnuaignslinagnsils (nagvdiiuvieanrils) uagseiunsdanisilags () Awnneeiu Gaaglymvdng b
NnaIdeluedn

N139an13Mls (Earnings Management: EM) o m’mé'?ﬂwmé’u%mﬂumiﬁﬂﬁﬁaLamﬁﬂlilﬂulﬂmwﬂfmma
fi83m3 (Ruch & Taylor, 2015) 34 Younes et al. (2012) wuiuiswiidiszdunsdnnisiilsiaziinisiuinavomu
ot1svnaliFnIuTImitisefunisdnnisilsge arnudngusananotanansiifiuiniensifissfunsdnnig
Alsaeazsuinamladanimavianu wionanliiuignizuanssenisiaelimiafinnusedase iy d
Tuvziianuszdassfamadad (Accounting Conservatism) Iiyuadlufianansafuduiunisidenldds
MaUayTegn (Aggressive Accounting) wiensdeniiTiuslsdlonanisiniunulif (O’Callaghan et al., 2018)
ilesanausgiinsgSamatyBezdunsuandiiiufiinisanasesyariduning sadanslinginssuiteanils
(Ruch & Taylor, 2015)

auAdeve Jackson and Liu (2010) wuduindanmsalidrentanlras ieliussqiimnevesils
Bauansliiuinguimslinagméifinils Tuvaizd Ruch and Taylor (2015) Idasuifianininguimsazldwafingsy
pelonannudnanusyiasy Yoty lnensidudsesazaniatu Sragyiliaunsnslusunisituwanayad
Bludruaudiduiuly wegmslingAnssusainandmgliussadmnguesilslunaeuandemuiiu udlurisings
COVID-19 Aansdeandayfudgwimnenisiusazanuliuivey vliRanisiuuildufivzdondanistusenis
TusunmsBuniiuanniu (Susak, 2020) 11u33ewes Haque et al. (2019) nuinfamsiiegluanumsniitliuuou
wfienuiAatestumsianismlafiudy uasdmuhsedunsianisiilsiauduiusifauivausedase s
yatiiuuuiidoulluussmaunianiu fuiu mnfanisdentinagniiiusilsiunenisasiaitueg funasiiia
wardlszAunisdanismlsasavagyiouliiiuisnnussdnsy TameUnydvsels

ynmsnursIunssdlueRnwandiiuiifuimsveiinsesdeniinginssunielenaanvdnanusednsy 3
N30T LﬁaﬁﬂﬁmﬁqLi’]mmmaqﬁﬂﬂuaumm Tnennsdadudisotarauniiuaiussdasefomdad
wuvlsifideuly (Ruch & Taylor, 2015) nsnszsidenaniuansdiifiudamsifiuduresssiunsinnisiils Sainain
woAnssuRrelonavefuIssuanihluganuliviniisuiuresioya uarn1sdansmlsdedmaliniusedaseda
mathyiuuuilidoulvanas (Hague et al, 2019) st sUssmeldinesnstioudsulutng coviD-19Tumsdavisunisiu
wuhuiEnitnanayu videlsrdunilaugeiuimsandenliunnsnisieulsu ileannansmusiosumsiu (Bungkilo
& Tulardilok, 2021) wangiumanaenauandliiuil mnguimsideninauesunstulaemiladmnuseings 3
ey Humssuinavinuegwiuatedmalinan s iunulugg COVID-19 wardunindgvSanatetnawn
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N135U3HaYIANUBENeTLLIAN

N5TUIHAVIAYLBENTIUNAT AD MITUITIEM NGV UVTOALTIgaE1eviuIanlusuN1sRY Anudngu
Nudsluefawandiiuingunmeasinsenunnsiuldsudrsnanlademaasugiaumnia (Liu & Sun, 2022)
Fetfu nsundszuraves covin-19 Fadudniadefidmmareasugia Faazinlugransenuiididonanimn
y933UMIiu NuiTsifsanauamrestuNiuINATLsERTy et Bkuudidouly kiunisiuinariayu
9819%1Ua (Ball & Shivakumar, 2005)

mAdeluefaldfuuuMsFutauInyuegviunan (Timely Loss Recognition) iusiuvuaesnnuszdnse 33

o . = Y o ° o Y o Y o )
NNWULYY (Conservatism) @4 Basu (1997) vLﬂu’]LauaLLUUQqaaﬂﬂqﬁiuzma%qﬂnuaEJ'NWUL’Jaq LUUANUANUTEUATE N
v P vy Y] v ea v v . . \ |
medyBuuudeuly waslifoyaninsinmannindfazvioudeyalunatavu e Dietrich et al. (2007) naai

o

wuu1aeses Basu (1997) famades (Bias) lun1suszanaen Tuvaziiuuudiasswes Ball and Shivakumar
(2005) AldHeyanszuaiuanuazsensasiniidelsiuisuannniuuusiassues Basu (1997) iilesandauys
Mtlunvudraedaildlidoyasamdnnindirsdaannan Jsezgrvananuidsdlunisuszanueilignios
(Garcia Lara et al,, 2009) s1Aduii3adonlduuushasswos Ball and Shivakumar (2005) dusfunuanussinge T
RNl

Balland Shivakumar (2005) létimnnduuuiiielfes s sunnssaansiuiuarilsuieuimmuatneiuna
Fefsananaudiniudseninsemsasinauasnszuaiuanlunntagiiu lnevhlunensasiatasnszuaiuan
sgauduiusluideay amuuuAnvesnsiuinaviauogiwiune Avniseziuinaviayuiiuiiilofanis
AATenIstuIindy Wy Aansudriienisdesavesduning vidoRansaaiduningansunsenis
lineliAnnssuatuaniuluomanud vielssnundnduiussautimmaassgialagldfloniaviudaviliyacn
voslsanu faderfudunindansanasazgnivilunatydiui dwalvinssuatuanavsiaeieglisuluewan
anas (Ball and Shivakumar, 2005) ¥NAINITTUIHAYIANUBETIUIAIHIUTIENITALAN denalinduduius
sEniesensaeinasnsziatuanianduuin (Ball and Shivakumar, 2005) wuudiaeen1ssuinavIa
ogavuAuAR

Accrualsiyt: /30+ /31CFOLt +[32DCFO__t +/33CFOH* DCFO‘_I+E_"t

il

Accruals = FIUNITAIANTINVOIUTEN | TN t MImedunsnd sl t-1

CFO_ = NTPUARUANIINAINTTUAWTUNUNTVRIUTEN | TN t MImeFUNINds TN t-1
DCFO | = fudsifu mn CFO_wasuism i U1 t dnTuaulvivindu 1 mnlallawiriv o

vty lusuudasslduvanguiansifinszuaiuananfanssudidunuidanduuinuazau
Tngunuendumuusu uazazidudsiuluvimanszmusi (interaction) fuduls CFO dsmnduusavsuesinds
CFO * DCFO (Bz)%f;f’e)dﬁﬁ’]LﬁuUQﬂLLaSﬁﬁﬂﬁﬂﬁm FataduanuseinseTamadaTedafidouly (Conditional
Conservatism) Ingauduiusiiauanifinainnisnissuiananuegisiunalunadyfifisatu nanie nsius
“917518” (Bad News) 989N aRUANRNAULALI1EN1TAIAILANUAUNUS IUAAN19LAeINU (Garcia Lara et al., 2009)
Jadunisagiounisiuinaviayuetiaiunan wienanlainfanisianusednsg ity d
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COVID-19 fiuaduszdingedanetaydy

mAfeifinsaneusrdasyfmedad dunsfuiiaranuegieiung feunfaiiAanisesivg
wawavuiud ifefansmeiisenistuandetu anmsmumuassunssyluefanui iausssuvessewmelne
fauanz (Unique) iilasindanisasdinnuseinssfamedad dan1sduisenisvienindawedoya
(Ratsamewongjan et al., 2021) 733 luga33ngn COVID-19 fwgnsaiivhlsiAaniserafessuinaninnu
aEgaiuna W MsSuinaviayuannsiesmvesduning visedunindvesianshinelviinussleviduasugia
vz COVID-19 Hhutladeiiiliiamsdowsszanameviiau iusu desnisualulsamdlneldfimsusznmagennad
wagsiamadniiug Afnismuffuresaudwauinn Suduavemisiiviilianisiestuinanauesnaiunm
wilunsdavhsunsidu an i dndalausenmannsnmsieuunuiiliansdenldirdads covip-19 WHudumils
109N135UHaTINNUIINNITFREAT uFeUsTIMAIMEAY (TFAC, 2020a) N133usHasIAnuaEIIuRa
vl lddelusuilsnequiniy ddutsnardinaienavilianudeiuresinamuniedieruanas
\osaniinmstivafianisdnnisiils (Lassoued & Knanchel, 2021) ifteshwnszsuveskamsaiiunulslvtanuiumay
(Ajawaheri et al., 2021) o1asfudygrauiviiliiantsladidenldnissuinauayuedisiunan inszazdanaly
NANIANILNUVRIAINTTANAS

agnlsinu 93deluefnues Rusmin et al. (2013) atduauyuinguimsiugnamnssuvudwedonyiiliniils
anadlutasings Welrddnluiif sty Svrnduladeniaiiasiouiinuseinssfimatydlutidinga
COVID-19 @enAdaafiu Persakis and latridis (2015) wuiAan1saziissaunnmimlsanaduyidinganenistiy
seéulan (Global Financial Crisis) iy anauanansaluniswennsalils uasisenisasinafindu Wudy

nswaauNAgIuluniside

MnmInumusIunssluefndmundngrufsatu COVID-19 fummsziasyTmslydduules
3971390 Lassoued and Khanchel (2021) wuinnsszualugjves COVID-19 dmansenusiasesunsdnnistils T
Tutessuialugves COVID-19 Aansagdiszaunisinnisilsuinninlugieneaunissyuin COVID-19 eradunsy
fuivnsresnisfendesnnudeduresinamuuasdieovu fuimelduultuiandeninisdanisiilafiaiy
wieliguznsituvesianislaiugningudadu (Ozili, 2021; Rahman et al,, 2022) luvihue iy Rahman et al. (2022)
nuiisnannzdeululssmaiuiisedunsianismlsfiufaieihufonssmisgsfiagau anvdnguding
a1auansliiiuinusenazidondnnisnils (Lassoued & Khanchel, 2021; Rahman et al., 2022) Taglaitwdn
AMUTEIN T T TR TU Il un153IeuNI1sRY denAaednu Cimini (2015) wuinlugasings (A.a. 2008 - 2012)
'mJmimﬁwﬁ%uagjﬁ’uaaaﬁﬁmﬁwﬁu’luﬂwmm%"qmaLLazé’ﬂmmﬁ%ﬂ

Tumensednu md3deues Cui et al (2021) wuhuidlulssmasuiinnussdasy Somedaduuuiidouludfiviu
Sleuisniisyiunaneuunuasiuanadluras COVID-19 uagfimmuiliviiilouiuvestoyagetu wuReiunuide
799 Diantimala et al. (2022) wuigsRasuIATaziinuseinse Tty duuuitoulufingeduludidings
desmnfuimsldmanisalarudssinnisiatagisend suesgiuduiontasdoargy Juandiifiuds
nsfisefunnuseiinsy fmatyfuuuideulaiigatu

peslsfinnu TuuSunvesUsewalnenuinlugig COVID-19 anIunTndayt Inussmealiiinsidinnsnsteuysu
ieanmanszMUsiBsUNSRY (TFAC, 2020a) wawHaNTIdeues Bungkilo and Tulardilok (2021) wuih U3smiinamay
vioilseiuviiaugrndentfunmsmsioulsuiteansansenutosunaiu erdundnguuandsiduimssuiiaanu
stsviunalutisnafindnazdamansenusernansiidunulaesiy st nudtluefanuitludidinga
COVID-19 Aamsaxdisesunsaansinlsiiudiu (Lassoued & Khanchel, 2021; Rahman et al., 2022) s1A3eiia1a
COVID-19 gdamanssnusonuselingy syl ﬁaﬁwmmamagmmﬁﬁwﬁﬂﬁﬁqﬁ

H1: 3nge COVID-19 aesiansenumendIusednsy iUy
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Aaa a

miAedlduennageunanssnuves COVID-19 semnuseiassSmedaflunsdiitfanisissiunmsdans
fnlsgs (9) uaznsidenlinagnsiilsifin (@a) Anls Teeuvseenidungusognsdon Jdldmmunaunfigiiaiy
Mnauuigiundn Inewaeaiiaduansliiiuinlugag CoviD-19 Aamsaeiseiunisinmssilafisiu (Lassoued
& Khanchel, 2021; Rahman et al., 2022) LﬁaaﬁnﬂQ’U%Wié]’mmiﬁaﬂ%faqmmL%aﬁuﬁumﬂfﬂamuuazﬁﬁaﬁu
fusmsdaiuunliiufesdenldnstansilafiatu Weldgugnaturesionisliugniduisdu (Ozil, 2021;
Rahman et al., 2022) wmz@U‘%Wiﬁmmﬁgﬂaﬁ%ﬁﬂﬁﬁaLasuﬁﬂlﬂﬂulﬂmmLﬂmmﬁﬁaami (Ruch & Taylor, 2015)
waglugag COVID-19 Faduvnnisalidmanszmuienanisdniunuvesuitnannzidoulunainvdnning
uwisszalneg (Tangsomworapong, 2021) navilvgudmsidentdiBiiurlsidenanisiniiunulsii (O’ Callaghan
et al., 2018) Lﬁaqmﬂﬂu%miﬁaqLWTJQJ?TULmﬂﬂé’usuENﬁﬂlﬁﬁamaﬁqﬁﬂﬁuh%’ﬂmiﬁﬂi evillefiuty
(Smith et al, 2001) 1113303 Aflatooni and Mokarani (2013) wuiu3sndesasdefidmdeutoyamlsifovanides
waamuuazilsidugud vismeglisudnauayuetneiuna iWesnudngruunsdumuinssfuausysingy T
quﬁ@%LﬁuﬁﬁumwuL’ﬁaulﬁut,awwmaaﬁami (Cui et al,, 2021; Diantimala et al., 2022) 5973 Yan et al. (2022)
wui1 COVID-19 finansgnuidauiniusenisasinsfitusgiugasfidafiazfounagndifintils lussmaiu
LAz uATEYes Kazemi (2022) wufusmsvesianisluananglsuidenldnagniifindilslugae COVID-19
Wiy ey vauenAaniseaniduianisiidennagnéiiin (an) iils wanseyuves COVID-19 Afiseszdy
Ausziinsy Tty dusgials mu'i%’sﬁmmﬂuﬂ@juﬁﬁ]miﬁlﬁaﬂﬂaqwéLﬁuﬁﬂi%ﬁszé’ummisﬁmzi’q
nUgyTanas (Haque et al,, 2019) ﬁaﬁmumamﬁgmmﬁ%ﬁaﬁ

Hz: TuAamsilidennagmsiiiumils 3nge COVID-19 dmansenuiiiausioniuseinsy Smayd

AlaiiuusuvesanIuNal COVID-19 finansznusmenanisaiiunuyssiansiulszmalne nsdnnisiils
ﬁaLfJumﬂﬁﬂwﬁqﬁ;:Jﬁmiazﬁmﬂ%’lﬁa%’ﬂmwﬁumamﬁﬁwLﬁmm (Smith et al., 2001) LLawﬁﬂL?{mmammu
(Aflatooni & Mokarami, 2013) wangiulusinauseinanuintugis COVID-19 USemilserumssanisiilsiiugu
(Lassoued & Khanchel, 2021; Rahman et al,, 2022) is1zilusanasuiidosuimseuitelilsiiiutu (smith et al,
2001) 3893 Younes et al. (2012) wuiwiemiszdunisdanismlsmaziinisfuinavianuedieiunm
I¢Rniusemiidszdunisianisiilage dafumnuenfemsiifissdumsdanisilags () wanszvures COVID-19
fifiremnusyinseTadydefuediils wuia‘j’a‘ﬁmmfwﬁﬂmiﬁﬁizﬁum3%’@miﬁﬂiqq%ﬁmmasﬁmzi’d
matiyTanas (Younes et al,, 2012) Fafwmaauufgtunsidessd

H3: luAsmsiifissaumssanisilsgs 3ngm COVID-19 dswansenuideauaonimszdinsy Sy d

iU
n153deillddeyadegnsanuignaanzideulunaiandnninduvialssimalnenanualaglisiy
NANEAAIVNTTUTIAINTITRY NBINUTIN HHBIINGAAMNTIUAINATIMALNOMUTINTTUUUUNMTULAUDIUNITRY

CRA ]
= '

TALLENIE KaTUANAIIINEAAIMNTINAY 9 SunsuIdeilldsinteyavesuieniiddeyalinsudiuy
muingUszasimyidelunislddnimuds nemvunteuanlinsounau 4 U At w.e. 2561 - 2564 dvsusiegns
AAluNITLUaAINITANERNAINITIN 1

215a1S30INMSUSHISSSA? 169

aunauantugauAnsIenvuwissumdlng
Tuwsesgudud sufawszmwiausvgan seraususunan’

Uil 11 @i 2 Uszdifiou nangrau - Sunau 2565



A19719% 1 N1SAALABNAIBENS

snuitmenfoulunanandnmindwissemalneriomn (2561 - 2564) 2,608  U-U3Em
90 USEVNGURREIMNTIUGINANITRU (260)  U-U3tm
NOWUTI (280)  U-u3tn
Uieniitideyalinsuiunaringussasdnside 79 Y-uivm
PUIUVSENFIBE19ALUED (2561 - 2564) 1,989  T-usEm

Tngguaiidentranardsnarnidesaintud wa. 2563 - 2564 1HusasiiAanisunsszuia COVID-19
wazlurael n.. 2561-2562 utaneu COVID-19 e lidayaiildiinesiiinnumnzan uasiivanaiifivowe
somsfimnsaniUSeuliisunansyuvesingn COVID-19 Mfinanseyusensiuinaviayuetheviuna esmnnuide
Tuafaldruslinisldfeyatidings 1 U1dudedinlun1ide (Lassoued & Khanchel, 2021; Rahman et al., 2022)

ASNAUILUUINADIIUUATY

Rahman et al. (2022) AinwransgnuilAendeaiu COVID-19 demsdansilsluusemedu lngliteya 3 ¥
Faus 0.4, 2017 - 2020 FarfwmualFuUs COVID-19 Huuusvu Inglsias COVID-19 fianiitu 1 fe U a.e. 2020
uaylvivaeneu COVID-19 a1l 0 Ao U a.a. 2017 - 2019 d@ennassiuauifeves Lassoued and Khanchel (2021)
fifnwmanIzENUYes COVID-19 ensdnnisinlsves 15 Ussineluglsy dedardnuus COVID-19 1Wusuusiu
Avualieael a.e. 2017 - 2019 Wuaaeneu COVID-19 wayd a.a. 2020 10uY3a COVID-19 2INASNUNILITTUNTT
Tuefin 9uideiSsalafnwnansemures COVID-19 filldenussdinge Tomadinunissudtauanuesneiunm
uaz InAFLUS COVID-19 Tnewiadutisnau COVID-19 uaryae5ewing COVID-19 wudeniunuideluein (Lassoued
& Khanchel, 2021; Rahman et al.,, 2022) lngruualisiandu 1 mneglugd wa. 2563 - 2564 (¥393ng9
COVID-19) uazdianwlu 0 vneglutael w.e. 2561 - 2562 (Waanew COVID-19)

msﬁ%’aﬁﬂszqmﬁwuaﬁ’waaams%’uimammnuaEmﬁuna%mfmamimﬁw (Accrual-Based Model) i aue
Te Ball and Shivakumar (2005) Wienageunansznuves COVID-19 Tuusunesuienasmsideulunanandnnsne
wisUsenalng wuudiasesenarndunisuansliiuiennuduiussenIneanseuaduanlagsIgn1sAIANT
%wzﬁmmlm'wi%ﬁsmﬁ’usuaﬂmi%’uifﬁﬂw'%ammu (Yangetal., 2014) LONANTA FALuUIna s alrumngay
ﬁumm”l,aimLﬁsmﬁ’usuaami%’u%fﬁﬂw'%ammmﬁéﬂﬂLﬁmﬁuﬂ%aﬁiﬁammm‘umiﬁu (Ball & Shivakumar, 2005)
MnAINTsinITTuiNavIAnUBE 1A mwa‘me%muuammaum B, Tunuudnaes (1) awdler > 0 Faazviou
mmwm“mivaamwm (Ball & Shivakumar, 2005; Givoly et al 2010) ﬂm’ma Andulszansasiianduuin
uazdtudAey L:uawmizmmunwsiumamwuamwunm Fatu nsiseasiiaindn COVID-19 azdanalel
mnusziinsy Tnedydanas viseldthnsiuinaviayuetsiunawnld Janadid b, aiinailuauseefivedfny
NIADF

AccrUOlsf,r:bo+b1CFOi,r+ bZDCFOM+ bECFOM*DCFOl_I-I- b4COV/D—19 + b5CFOM*COV/D—19+béDCFO,_)t

*COVID-19 + b7CFO/',t*DCFO/,t* COVID-19 + ngizel_yt+ b9Leveragei’t+ bwGrovvthLﬁ Industry + EM

o -

Accruals = IUMIAANTINVIUTEN | TN t MsmeFunindsndi -1

CFO = NIEUARUARINAINTINANTUNUGVEVRIUTEN | TN t MsmeFunindsindi t-1
DCFO | = fudsyiu yn CFO_ fianduau Biviviy 1 snalaildiniu o
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COVID-19 = Ingaladn-19 (COVID-19) Amualimdusiuusiu wnaglugael w.e. 2563 - 2564 9
fifnviiu 1 wnegluyaed wa. 2561-2562 Tsiandu 0
Size | = sumﬂﬁams;uaw'%ﬁm | U7 t 5’m¢hmﬂmgam‘%ﬁmmmimamaqﬁwsuwéim
Leverage = ”mﬂmwﬁﬁwiaﬁw%wészfaw%@’m P U9 t ‘leﬁhmﬂwﬁauﬁlwmiﬁwﬁum%’wéimI
Growth = SrNSRUlaURIUIEN | TN t darmannsnglaiun t inselaui 1 wagmsmeselaun 1
Industry = QRENNTIL S 7 gnavnssu uualiinandusiudsiu 6 duds lnelidandu
1 luusiazgmanmnssudiauls snnlailalidandu o
€ - AAuRaIALAReY

it

Mnuuusiaes (1) uiduassiaiadaen b ezilnailuavedreildodfynieaia Fananaliifiuin
Tutias COVID-19 Uismanmziovlunanemdnnindasiinnuszdase fmsdyTanas ilefinrsanrudanuunssug
NAYAYILDENVLANINTIBANIAIAA (Ball & Shivakumar, 2005) 1ilasannlutias COVID-19 dwanseyuluusiazanis
uansneiy wagtileliiineudndesvemanisids Tuwuuiasstsiuldmunumanssnuansuinians (Size)
Snsrdumnildu (Leverage) Matiulaasianis Growth) uargnanmnssn (Industry) wuifeaivemideluada
(Warganegara & Vionita, 2010; Yang et al,, 2014; Boonlert-U-Thai et al., 2021)

nATieseiteyalnsliinalinlinszionasewven (Multiple Regression) lnguonuansuan1siinses
o 3 du il

@il 1 1Hunsvedeuanufguvdnvesnuite wWensumaiuiitings COVID-19 lunarandnning
wisUsgimalnedanansznudenuseiinse imnadnd Inefia1suiiuluudaen1suInavInueg1aviuIe
91N578A15AIA9 (Ball & Shivakumar, 2005) Lﬁamaauamagmﬁ 1 (H1)

dudl 2 Wumslengiinfuiiovsionanisideandni 1 lnsfinsurinisdenlinagniily’
KuTeNsAsens Insuianguegeeniiu 2 nau fe nguidonnagnéuiiurils (ncome-increasing) wagnaguidennagms
anmls (Income-decreasing) %ﬂi’fﬁhﬁSﬂﬂiﬂﬂﬁﬂdﬁﬁuagfgﬁj@aaﬁﬁf (Discretionary Accruals: DA) %10 DA
firnnndn o T dungunagmsiiiariils vin DA fetfesnd 0 Widundunagvdantils (Laksmana & Yang, 2014;
Rodriguez-Pérez & Van Hemmen, 2010) Lﬁamaauawﬁgmﬁl 2 (H2)

dudl 3 Wunshessdifinfuiiovensnanisisenndiuil 1 uazdiuil 2 lnsfionsaniiusediy
A15dannsanls Liiesann CoOVID-19 vlFfisydunisdnnisilsifindu (Lassoued & Khanchel, 2021)
mu"?%’ﬂﬁﬁmim’lu,u'ﬂﬂ@jumﬂmé’muuimisuEmﬂBﬂﬁﬂqﬁwﬁﬁﬁuag}ﬁ’maaﬂﬁﬁ] (AbsDA)* $amffusia 3 uuusiaos
(Aggregate) lagldinsisogiu (Median) lun1suvsngu Tnenguiiiian AbsDA gandrArisegiulidundu

Pfiszaunsdanisiilsgs Tuvagiinguiifien AbsDA sndnansisegulidunquindiszaunisdanisiilssi

9
‘msifoillduianagnils de nagnsiiiurils vienagnsantils Tasfisrsanainmsusssnassenisaneiiuegifugaeiits wuderiumuideluedn
(O’Callaghan et al, 2018)
3awuiﬁaﬁﬂssmmmﬁwamsmﬁwﬁﬂﬁuagﬁuaaaﬁﬁa‘lﬂaﬁmiwmum Residual 911 3 wuu1ae95Iui U (Aggregate) Ao Jones Model (Jones, 1991)
Modified Jones Model (Dechow et al., 1995) uay Kothari et al. (2005) Model tieliliAnanugndsslunsinafauls msUszanaanlidayaniafnung
(Cross-sectional data) 9uunsnegaamnssaluusiasy
"mafuans Aggresate EM avldrnUasifusiuasn1sdndusiu (Percentrank) 910 Residual mmmuﬁwamﬂszmmmﬂam'ﬁﬂdﬁmﬁﬁuagﬁuqaaﬁﬁaﬁgﬂ 3

wuusaes Jones, 1991; Dechow et al., 1995; Kothari et al., 2005) wazihluAnamanadsiieilaaseaunisinnisilsvesnayianis Wiieananududes
YDINTINANAUUST

NAN15IY

namFneviadanssauilunsed 2 wandidunmsnvesdeyaduusililuamide Tay Panel : A
Lﬁummammaﬁamaq@hLLUiﬁIGi’ﬂuLLUUf\‘haaqms%uimammnuashaﬁunm (Ball & Shivakumar, 2005) wazfawls
muAniietes dwlu Panel : B Wumsuansirfosazvosiinlsnguusznousy Ingalain-19 (COVID-19)
nslinagmnsiialsvesianis (income Stg.) wayseAun1sIAN1IALT (AbsDA)
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A151971 2 aBANISAUUN (Descriptive Statistics)

Panel : A n Mean Median Min Max S.D.
Accruals 1,989 -0.0298 -0.0351 -0.9405 0.5847 0.0989
CFO 1,989 0.0764 0.0713 -0.5145 1.2360 0.1151
DCFO 1,989 0.1865 0.0000 0.0000 1.0000 0.3896
CFO*DCFO 1,989 -0.0122 0.0000 -0.5145 0.0000 0.0413
Size 1,989 22.6566 22.4420 18.8690 28.7550 1.5367
Leverage 1,989 0.4541 0.4630 0.0000 0.9990 0.2177
Growth 1,989 0.0598 0.0120 -1.0000 2.6650 0.3866
Panel : B n Dummy =1 | Dummy = 0 % of 1 % of 0
COVID-19 1,989 998 991 50.18 49.82
Income Ste. 1,989 1,015 974 51.03 48.97
AbsDA 1,989 994 995 49.97 50.03

9197 2 wudilugaenon COVID-19 sl w.a. 2561 - 2562 fi1uau 991 fapeha Andudesas 49.82
warlura9sewing COVID-19 faudd w.e. 2563 - 2564 fidmau 998 faeehe Amfufenar 50.18 uenanil
nguAansilinagndannils (Income Stg. = 1) fidwau 1,015 dog1e Andusovas 51.03 uaznguianis
ldnagmsifiails (income Stg. = 0) iy 974 dhetne Anidufesas 48.97 luvznguisnsidszdumsdnnis
filsga (AbsDA = 1) fid1uau 994 dhetne Amiliufevas 49.97 uaznguisnmsiidiszaunsdnnisilssn (AbsDA = 0)
fid1u3u 995 fegs Anluderay 50.03

mennedanoeswan lumuidvilldvaseuteauudifedos ielinansinsgidanumnga
waztdeie Tudruusnauddeildmagautiam Multicollinearity Tnglinansiimssianduiuguuuiitesdu
(Lumi'mﬁ 3) @ty Autocorrelation Tn1smagey Breusch-Godfrey Test uay Ueynn Heteroscedasticity
T¥n1smadeu Heteroskedasticity White Test wanisuagaunutlynn Autocorrelation way Heteroscedasticity
mslanesinnnesnvgalusmdfediddmessunuddulszavsewmaia HAC standard errors & covariance
wleussmiauazlvia p-value fmnuwanzay nanmsiaszionnosnvguuanslunsed 4

Tunsnedt 3 Wumsiansananuduiusvesiinusdasslunuudiasenisiuinasiayuesiiuna
Inglinsimseanduiusuuuiiiesdu (Pearson Correlation)
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A15197 3 NANTSATISHANFUNUS

fiauus CFO DCFO CFO*DCFO | COVID-19 Size Leverage Growth
CFO 1 -0.589** 0.585** 0.012 -0.043 -0.118** 0.111**
DCFO 1 -0.616** 0.033 -0.066** 0.085%* 0.014
CFO*DCFO 1 0.001 0.050* -0.077** -0.113**
COVID-19 1 0.043 -0.004 -0.073**
Size 1 0.399** 0.034
Leverage 1 0.086**
Growth 1

WULAR: significant at the 0.01 level (2-tailed), *significant at the 0.05 level (2-tailed).

RNA5N7 3 HamInageuAadlTuSTaswUInUTwuUBasswiaealinudiniushiguiuluiasielm
Multicollinearity Iumﬁl,ﬂi’lzﬁamaawvmm (Multiple Regression Analysis : MRA) &4 Shrestha (2020)

narvinmanduiusliasgaiundy 0.80 ¥3e -0.80 Al ANNANMTIATIERaNAUTUSN UK DA URALE
fanuduiusedlurig -0.616 fs 0.585 aslianfulunazihliandeym Multicollinearity Hamslaszvinnnee

NYAUUAAIAINII9T 4

M19199 4 HANTTAATITVIDANBENYIAN

(Constant)

CFO

DCFO
CFO*DCFO
COVID-19
CFO*COVID-19
DCFO*COVID-19
CFO*DCFO*COVID-19
Size

Leverage

Growth

Industry Dummy
Sig. F-Statistics
Adj. R2

n

Pre COVID-19 During COVID-19 Full Sample
Coef, p-value Coef. p-value Coef. p-value
-0.123*** 1 0.001 -0.174*** 1 .0.000 -0.135***1.0.000
-0.588*** | 0.000 -0.407*** 1 0.000 -0.618*** 1 0.000
0.016* |0.073 0.017* | 0.090 0.014* 10.093
-0.266* | 0.076 -0.662*** | 0.000 -0.204 0.159

-0.025*** 1 0.003
0.227*** 1 0.009
0.001 0.928
-0.519%** 1 0.007
0.007*** 1 0.000 0.009*** 1 0.000 0.008*** | 0.000
-0.062*** 1 0.000 -0.081*** | 0.000 -0.074*** 1 0.000
0.019* |0.076 0.073*** 1 0.000 0.048*** 1 0.000
Yes Yes Yes
122.830 | *** 116.906 | *** 170.727 | ***
0.596 0.582 0.577
991 998 1,989

WA : 2-tailed p-value *p < 0.10,%p < 0.05,**p < 0.01, Pre COVID-19 o 939U ¢ 2561-2562, During COVID-19 fi 934U w.A. 2563-2564
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NA997 4 MsUsTINAduUsEANS (Coefficient) Tunuudiassvesuddeilldnsivasuiym
Auto Correlation waz Heteroscedasticity iiaussimilagmsanans wazliien p-value Srumunyay Seliinadaly
nMsUszIamduUsEaTSewaila HAC standard errors & covariance NaN13ATNLUUS @ ARSI
Tunmsiuusenaanzilsulunaiamanyninduisuseinalneluaig Pre COVID-19 wag During COVID-19 lailai
wdnmssuinaviemuetiaiunailunisiiausiunisiiy Wesnlurie Pre COVID-19 fuus CFO*DCFO
flAnduUszansuindu -0.266 (p<0.10) wazlugaa During COVID-19 fauds CFO*DCFO ilduuszans
WU -0.662%%* (p<0.01) avirlsidiunasineinlutiag During COVID-19 Ardulsvansuasfauusienaniiiuio
WU -0.396 [(0.662) - (0.266)] waziilefinnsanlunuusiass Full Sample wudn COVID-19 dwansznuluidsau
sonsFudkavIuetieTiune esndiuds CFODCFO*COVID-19 fladussansivindu -0.519%* (p<0.01)

nan15IvenSeiinansliifiuin covip-19 dwalwusdmannzideulunarnndnnindunalsyinelne
lailfhnssusnanuesneiunaarifinndu meelisunansenuainingn COVID-19 Ssdmanssyusonamsiiiuau
vosudtmanngJoulunaemuiinlan sats luuszmalvedngn COVID-19 MAntwiliuauszneunisvesusin
samzdaulul w.e. 2563 anategefifeddy WewSeuifloudud w.a. 2562 (Tangsomworapong, 2021)
mMsuinavavuogsiunatasyinlinansidunuresiianisiadludn Mnuansideasiiseonsuauuiigiu
N19398 H1: 3ngn COVID-19 danansznusionuseiings 1anaiyd lnewaninaluianimsaiugiy

MsAAsesiiaLAn (Additional Test)

nMslneiiindy Wumniiauenansideludwd 2 dmdummesevauufsiud 2 (H2) fvualii
Aansfidennagnéiiiudils COVID-19 avdamansznuiBsavseanuszdasyiomatiyd lasdmundanide
iwsdnildnagnsdils unndafuasdinsduinavianuogisiunaiedisls suidedlduingusedisdos
(Sub-sample) L8u 2 ngu lagfinrsanannislénagnéifinils (Income-increasing) waznagndanriils
(Income-decreasing) mmwmzmﬁwﬁsﬁuaQ’ﬁ’uqaaﬂﬁa Fadunaveenanisisenndui 1 danudhaudsi
NANTAATIEUARIF N9 5

A15797 5 KaN15AATITInAnRENAMUUIRINNagNSTnls

Income-increasing Income-decreasing

Coef. p-value Coef. p-value
(Constant) -0.015 0.635 -0.238%** 0.000
CFO -0.241%% 0.000 -0.619%** 0.000
DCFO 0.021** 0.016 -0.003 0.877
CFO*DCFO -0.514%%* 0.000 0.755 0.372
Covid-19 -0.010* 0.095 -0.038*** 0.001
CFO*COVID-19 0.112* 0.089 0.273%** 0.004
DCFO*COVID-19 -0.009 0.444 0.028 0.244
CFO*DCFO*COVID-19 -0.471 1% 0.005 -0.406 0.667
Size 0.002 0.136 0.012%%* 0.000
Leverage -0.016 0.131 -0.078*** 0.000
Growth 0.0471%% 0.000 0.0407** 0.004
Industry Dummy Yes Yes
F Statistics 95.150 Frx 54.044 o
Adj. R2 0.608 0.456
n 974 1,015

B : 2-tailed p-value *p < 0.10,%*p < 0.05,**p < 0.01, Income-increasing g ﬂa;uﬂaqwéLﬁuﬁ"lli ‘mﬂiwEm"riﬂqﬁwﬁ?juagjﬁuqaﬂﬁﬁaﬁﬂ'ﬁmﬂmfﬁ
0, Income-decreasing fie naunagsanrils mnensAseRTuegiunaefitadiamdesndt 0 (Laksmana & Yang, 2014; Rodriguez-Pérez & Van Hemmen, 2010)
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9NAN31971 5 @ F Statistics 209wUUSIABY Income-increasing uaz Income-decreasing Wiy 95.150
ua 50.044 MU wasnulddynEiRitlen p < 0.01 amsinszvdssavsnsanaesnuiiiug e COVID-19
Uitmannzioulunaandnmindwisszmalnefioglungs Income-increasing fus CFO*DCFO*COVID-19
fiAnduUszAvBvingu-0.411 (pvalue = 0.005) uandliiuiudnfidonlinagmiiiuilsiinansenlufimnansatuda
fumseiiasefanadyd videnanldiuimbilshvdnmssuitaviamuegisiunatlugag COVID-19 Tuvmsiings
Income-decreasing #uds CFO*DCFO*COVID-19 fAduuszandmindu -0.406 ualinuteddyniaads

[

NNHANTIATIEY Fananasuladnlugas COVID-19 vemannzleulunaandnninduisUssimelneglungunagns

]
[

Wulsagliithnissuinaveyuetiaiunanunly iWesndnansenudivauseausednse Tomelnydeeeliduddny

o

)

JewonFuanuigiu H2: luRansidennagnéifiurils Ingn COVID-19 dsransznuisausernusyiingg Smead

dmsunmsinsgilugind 3 umsmaaevauuigiud 3 (H3) ifmueliiniensifisefunsdnnismlag
COVID-19 %a’qwamzmLﬁ‘ijaawiaﬂ’nmxﬁmzﬁfqmaﬂ’m%ImEmu"‘af{']’aﬁiﬁﬁmumﬁﬂmmLﬁuLammmﬁmwﬁlumuﬁ 2
JwnnsgAun1sIan1silsvesianisuanseiuazdmansenusenisiuinananuegsiunawseli lnsuweniiansan
izﬁwaaﬂwﬁmmiﬁﬂﬁmﬂmé’muﬁzﬁmaqmEmﬁmé’wﬁﬁua&ﬁmaaﬁﬁﬁ] (Absolute Discretionary Accruals: AbsDA)
sufuiie 3 wuusansvean1sinen (Aggregate Absolute Discretionary Accruals) wagldrdsegiu (Median)
Tumsudsnguges Tasnguilsl AbsDA geninAsisegiu e nguiiilszfunisianisrinlaga (High AbsDA) dunguil
AbsDA sninensisestu fe nguiifiseiunisdanisilesn (Low AbsDA) HaMTIATIEALAAIRINITIT 6

M13199 6 HANTAATITVIAANRENYAMUUIANNTEAUNITIANISATLY

High AbsDA Low_AbsDA
Coef. p-value Coef. p-value

(Constant) -0.177% 0.000 -0.058** 0.026
CFO -0.750%** 0.000 -0.360%** 0.000
DCFO 0.025%* 0.033 -0.012 0.181
CFO*DCFO 0.020 0914 -0.688*** 0.000
Covid-19 -0.041%** 0.003 -0.019%** 0.003
CFO*Covid-19 0.320%** 0.010 0.198*** 0.004
DCFO*Covid-19 0.014 0.447 0.031** 0.033
CFO*DCFO*Covid-19 -0.649*** 0.007 0.519 0.233
Size 0.0107** 0.000 0.003%** 0.002
Leverage -0.085%** 0.000 -0.037*** 0.000
Growth 0.047*** 0.000 0.040*** 0.000
Industry Dummy Yes Yes

F Statistics 113.104 oHx 36.105 Fx
Adj. R2 0.644 0.361

n 994 995

WUBLAe : 2-tailed p-value *p < 0.10,p < 0.05,**p < 0.01, High_AbsDA Ao nauiisziun1sinnisilagefin1snnainan AbsDA ganinAngdsegiu, Low_AbsDA
Ao naufiliszAunsdnnisiilsnfiansanaindn AbsDA sndindsegiu
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NAN5199 6 A1 F Statistics YaakuUTnaadlungy High AbsDA wag Low AbsDA Wiy 113.104
LAz 36.105 MUAWU waznutsdAmnaainn p < 0.01 nanTinTeidiszansnsaanesnuiilugas COVID-19
uitmaanzidoulunaiandnninduisuseinalneiioglungu High AbsDA fauls CFO*DCFO*COVID-19
fiFduUszAvBIITTU -0.649* (pvalue = 0.007) uandliiiiutuismiissesumsdnmsilsgslildlivannssudaumu
ogevuIaluY29 COVID-19 Tunnugfings Low AbsDA s CFOXDCFO*COVID-19 fiAndansz @iy 0.519
wildnuladrAgynieadd annan1siesien Jsasuladnlugae COVID-19 Uvsdnaanzideulunarandnning
wisUszmelnelunguitissdiunsdanisinlsgeaglivhnisuiiananuegisiunaantd esniinansenudeay
sonmissingy TimnaliyTogaiideddny Sewensuauuigiu H3: luRansidszdunsdanistilsgs 3nga COVID-19
AINANTENUITNAURDAINTZINTE 1IN 19U YT

dyUuazanusnenan1sive
mu”?é’]’aﬁﬁﬁfmqﬂsxmﬁlﬁamaaumaﬂsmumﬂiﬂqﬂﬂ%—19 soAuTEiinTy Tyl Numsuinaniau
otariunavesuitaavzdouluraavdnyinduisssnalne Tnedideyadldlumadoimmuawini 1,989 fegs
wagldusnnauiegraiienaaeuifisidslunguidenlinagméifiuvieandils waznguiidszfunisdnnisilsgs
vi3or nuAseTinmuseingy fmalind Tnefinsananduuumsiuiianayuegsiunaiiiuauslae Ball and
Shivakumar (2005) uagnageuauuigulumsiselagldmaiiansinszionnesnam Insuusdeyasonidu 2 939
oA aariou COVID-19 Aa W.e. 2561-2562 LAz aNTUNSIEUIA COVID-19 fi W.A. 2563-2564 Nan1TITeNUI
Turmsunsszunlain-19 (COVID-19) Usevaamzidsulunaanannsndunsusemalng liifinnussdnsy Smetyd
waglilenageuaLAzuNMTITenuitluiagingn COVID-19 duwalimuszinsgimadnydanas videlinanszny
Tuiirnanssiuinueenafiteddy iesannlurnanadindnuemldsuranssnuannisussniadenaii (Lockdown)
veassuialulssmalnefidinansznusoiasusianazranisiiiuauvesuidnanngidoulunarandnning
winsUsginelng (Tangsomworapong, 2021) mmimmmwmaﬂwmluLaaﬂimmamwu@mwunm
wazdlmnudalaftagyilimanissidunuiatu LuaqmﬂwmmsawwmimLmemwmssmwaﬁmwuasmvmnm
gsilvnansiidiusnuansias LLaumamimLumeLwquwwuuim an1FIdefinugenndeaiuauideves
Lassoued and Khanchel (2021) k& Rahman et al. (2022) wuinlug33ngn COVID-19 Aan15aziissAunisinnig
flsiiudu waznnAnsINveuIMsfinandsaenndesiunguiiunlunslinginssuanslenia tielinules
I¢5unaUsslenigean Uensen & Meckling, 1976) uananil Tuaniunisaifinanisduiiumuanas fuimsaziden
Fymetayddiiumilslaglisuinaviaquegieiuna s‘z‘faﬁmmaamﬂé’aaﬁ’wqwﬁmiﬁ’m%@aﬂﬁmu Tuyuues
voInaLienIoUURmeliy (Watts & Zimmerman, 1986; Waweru et al., 2011) nanAdeildiaenndoatungui]
nsdsdyn WesnnfuinsorndeniviilaituiedesnisTvdnamuivinanissniunuludain
Fenfuranssigunlusueg (Sun, 2011; Liu & Sun, 2022)
uenanil namsIeianuinlunguuisniidennagnsiiiniils guivnserlithmsiuinavaueeaiunan
uld WenSsuifisuiunguuismiidennagnsandils namsidedifundnguiuandfifuiguimslunduuion
fdnagnéifinls lidenlimdnanusesinge Tamada@ludis covip-19 Taglithnssudnaviamuedieiunan
unlilunsdnvhuagiiaussunsiu esnnsidensuitaviayuetisviunm enaviliansiiiunuvesionis
sntmanissnduniusgduund fadu fuimsislddenldmasunanamuogsiunatlugag COVID-19 ud
raananszvudesunsiulagldinatian1sianisiils (Lassoued & Khanchel, 2021; Rahman et al., 2022)
sasa Tugas COVID-19 U3Emaamsidoulunaavdnnindwissemalnefifnauianu viodseduniaugs
audenldinnsmsneulsuiioansansenuReUNNTRY (Bungkilo & Tulardilok, 2021) Tnglaiyn COVID-19 unduilade
Tunmsnageunsfesd viensUszanumniaudmiumanisaifliuiuey Ssagylifansdestuialiane
Tudnunwsnn uaggfuimsonamamsaindrinlsluswnelidulumantmine Wesmnliasnsamuauanaliviuen
93 COVID-19 M33uiaviemusniusnnetansevusionansiuiualaesiy Ssnsiuinauinyueesiuna
laifinansgnulungunagndaniils uenanil nanifoadaaenndesiu Yan et al. (2022) uay Kazemi (2022)

Inuifamsazidentinagnsiiumilsluyis COVID-19 Fallnadsauiuaiusydnse Yy (Haque et al,, 2019)
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loRasanfssziumsdanisiils wuinguuismidszsiunsdanismlsge fusmsezlihinissuinavemu
ogwiunannly ideiSeuiisuiunguuidniifssdunsdanstilsi Wesnduimseiafiasanfenaliuiuen
naaIun3al COVID-19 fidsmansenusenanissiiuay 3ddwginssuanslonta Wielilinanisdniunugiug
Tudhanandand1n Jeaeandeadu Rahman et al. (2022) wuigudmsazidenliinaiianisdanismilsiusiase
dielvuansdoyarlsfigedu sausis Lassoued and Khanchel (2021) wudh COVID-19 shl¥sedunisdanisrils
w'nmﬁmsmﬁnﬁﬁﬁuagﬁmaaﬁﬁ%Lﬁ'uﬁu ilofeansBoniesmnudesiuaintnamu wasinansiduau
ﬁl@iﬁﬂﬂ'ﬁﬂﬁjuﬁda%’u (Rahman et al,, 2022) 5314 laigiosnslnanissliuanuiianusiumam (Ajawaher et al,, 2021)
uaNIN% Haque et al. (2019) WWlsivdnguatuayuiufuiianisiiegluaniunisaiftliuiusuasinnuisidos
ﬁ‘l.lﬂ’]ﬁ';]}ﬂﬂ’]‘iﬁ’ﬂﬁﬁi’mi’]&lﬂ’]ﬁmﬁ’]&ﬁ%u@gjﬁ%@ﬁﬁﬁﬁ%Lﬂlm‘%u wiszanulduiueuiinalu@auiuransaniivey
BRI msdanisilstianudusiusiBauiuanusedinsy Tmneadnd ednslsinnu nansIseTinuadel Saanades
fumguiiununasnguimsta@sufsuinaniifuinseadenismedyidihlinuedifunausslovigean
(Jensen & Meckling, 1976; Watts & Zimmerman, 1986)

Jatauauunlaann1side dedfauazdaiauatuzdmivauideluauian
NnuanITeinuasititluglaauasuglummauiuasmal §URaE dowauouwuslunimguf] muided
Tindngruiiudnindesglugie COVID-19 Fuduanunsainuliviusuidmansenuseninuseiins Jmadyd

>

a

Aanslutszndlneazliideniuinavianuegisviunaunsizazyiilinanisaidunuvesianisgdiugninfu
nuAdgluewanerativgnisaianuliuiueuuenain COVID-19 wiptmansenuves COVID-19 31NUITY
adsiluAnw i uonand Aansiidentinagniiinils uasilsedunisianisiilsgeasyiliseduasesinay ¥
medayanas iesangudmsfinnsanudimuiilugag COVID-19 avdssansenusionanisiuiusuiianas fusms
JldngRnssuaielonia warlidensuinavianuegrsiunardulundngiuatvayunguinisiaydlaisu
LAEVI B ALY

TorauonuglumIUus am’i%’aiﬁﬁwé’ﬂgwmﬁuLammzLﬁmssmmimﬁﬁmi’fmﬁu COVID-19 AuAuseainse s
eyl shunsiuinanemuegisiunan fetdusununuaniils Ssluras COVID-19 Aamsazlaiduinavamu
ogeTfuIan Faifu mhsnumiugua Wy ddnnueugnssunsmiuranninduazaaandnning (n.a.0.)
andvdntnd awrsoiivssduinulunuideefidluldiduteyeativayungunasinismiuguaianis
wazuuImInsdavinsunsduludisiifimamsalliviueuinduluowan wonaini dnawmu wazffaulavialy
mmamﬁ’wmamﬁ%’aﬁlﬂﬁaﬁuaquﬂWiﬁﬂﬁuladﬂiuﬂiaqﬂﬂiizUWQ COVID-19 \ilefiansaunainsunisiiuresuisn
anzileulunanrdnnindurauseinalng uenldlaihnisiuinavayuegisivnanunldlunmsiaussunisty
Wlevilinsusziiuyarfians gousnsiiu wazkanIsAiunuiiuszavsnmanndsty

AR 2 Uszms Ussnsiivi o luuudeesnssudiamauegnsiunanfissuusaeaden
Tunsfinw uazUsenmsiiaes sddedlilfuenfinsarlunegnamnsy wu Wisnitvsenougsiauinig maunme
warnsfunazvuas ludu iosmnusgnamnssuldSunansenuatn COVID-19 unnsefu faifu sniddeluaunag
oAy iAnlng U aeImssuiiarIaue ANy 9 WU wuudaeswed Basu (1997) Fwnalinanside
finvaenndomiounndanauddei oifundnguliianudaauddy venaniu nisdnuluewien
pruENAnwIeNIEEgRamNTIIfiaIiuA T AILAs e e uiBU viiethuuusteedlunuideluiam
wiodunuamdunisaaeunansenuanmansaiauliuiueuduiiiornusesings Samadyd wievenona
meAselnelieyasegsmnisUszma desnnUszmdlvedianminadesmsgsiauangyneusnsannusinady
(Phakdee & Srijunpetch, 2020) pnavnlvnamsisefinuaonndes viounnasanaanuided
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An Exploratory Study of the Community's Competency in Producing Innovative
Cultural Product and Segmenting the Target Market using Cluster Analysis
through the Supply Chain Operations Reference (SCOR) Model and the
Technology Acceptance Model (TAM)
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Abstract

This study aims to explore the community's competency in producing the innovative cultural
product, Chod Boon Teung, in Bantoon, Phayao province, and to segment the target group for the product.
This study employs a mixed methodology. First, in-depth interviews were conducted with 15 community
members, in which the Supply Chain Operations Reference (SCOR) model was used as an interview guideline.
The data were analyzed using thematic analysis. The findings illustrated that the community has competency
in planning, sourcing, delivering, and communicating with customers while segmenting the relevant target
group can be problematic. Second, online questionnaires, utilizing the technology acceptance model
(TAM) and the marketing mix as measurements, were collected with 539 participants. Cluster analysis was
performed using the derived factors from the exploratory factor analysis (EFA). The strength of partial correlation
between variables of the EFA model (i.e., KMO equals 0.74) indicated a robust partial correlation and plausibility
to conducting EFA. The results revealed that 2 clusters are considered the most appropriate segmentation
groups (i.e., Calinski/Harabasz Pseudo-F is the highest at 199.77), resulting in the Northern ladies living
far away from the home group and the middle-aged men who are entering the retirement group.
The behavioral intention and product acceptance scale results have shown that the Northern ladies’ group
is the potential target group as they are more likely to purchase the cultural product than the latter group.
Theoretical contributions to this study involve utilizing the TAM for the first time and the SCOR model with
innovative cultural products. The study's implications are twofold. This study is among the first to identify
a potential target eroup for the innovative cultural product. The community could generate impactful
marketing communication strategies aiming at the right target eroup and generate income from the sales

of such innovative cultural products.

Keywords: Cluster Analysis, Innovative Cultural Product, The Technology Acceptance Model,
Market Segmentation, SCOR Model
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fAdfunAnuuuassnisseusumalulad (TAM) uazdutssaumamsnann aiesesidanguiuslnafivons
Tundada fonsfusuugevau Tasuselowidfivnsvesnideifeidunsimguiuuusaesnsuensy
walulad wazuuusiass SCOR Model ultfundnsamiuinnssudeiamsssuvesyumu Undosiemnssunssui
wuzil9ily SCOR Model AUAUAYUBULALILATIEIRUULTIAMAIN (Kusrini et al., 2019; Rodriguez Manay et al.,
2022; Sundarakani et al., 2018) uagldwuudnassnisuansumalulad (TAM) AuFuAuinnssuinusssuguu
HusmFuusng Rafique et al, 2020) dutszlovdidiifuonanasnmuisinenmuesgurulunisuanaudn
Fausssuud masrynautimneidauasdumdumsnausumsieasnismann Waenndestunnusesns
yoanguiwnefiaulalusndntasiegiauviase suasliulsslomirensifiugungugnios@nstasi usssmy
waziiniAsegiayuvulueuan

o/

AQUsZEAYRINISIY
1. §1593ANEN NN THARNEA AU INNTTUTITAUSTTUVDIYLTY
2. AnwngueuslaaidmanevdnieuSunan duaiuinns sl iausTuve N

184 215aS3IMSUSHISSSAA

aunpnantugauAnuenvuwissunalng
Tuwssguiud audansamminusvgan denuususenun’

Ui 11 du 2 Uszddou nsngau - Sunau 2565



wuaAn nguiuazmuAdeiineadas

FTUULATHENDATNE59A AUBUAMNIEInIUSTTU

mMsthfausssuunaundududifiensvaussienisuilnrvesuywd dsmalvionainnssuiamsssy
fuianaiuln idudeiissualnedadiumiuddymeldszuuinsusinassasse (Creative Economy) Tnediingy
animuinsiasegianazdenuuisnd () ladeussuuiasugioadieassa 1 “Junsimuiasugia
vuiuguresmsauadifesdanug anudnadiisassd uasmingdumelyideslosiuiiugiunsiausss
Msdaannuivesdeny walulad uazuinnssy lunmswdndufuazuinsin Weaayarufiumansugia”
(NXPO, 2021) Bamsfsuadaiiuiseuddguesnsiaunssuuiassgitaiassiietisdundouasvgialng
ﬁqlﬁ%’méﬁy’qé’ﬂﬁﬂmuﬁua‘%mmegﬁ'«aa%fwaﬁﬁ (Creative Economy Agency) satiun1siauIAngn1niasugie
a¥asse Wangusznouns Weslsandidyan Samsssu uazaamanandndneiiu ilodaainanssaiisasse
vadlnglu 15 @191 91 uililewaginanssy Aaznsuans undy o1mnslng wagnmisvieafieadeimusseu
(Creative Economy Agency, 2022)

dudmatmusssudidiadegnamnssuaiieassalulnedegnussgegnieldnisndnduves CEA Tag
HANIENUNNTITUIAvRdlAdn-19 Aognaivnssuainassdtulvedmalvnalivesguaivnssuasiaassdlud w.e. 2565
tfuananit 17.1% widlinguiildilsgean liun vuiifouasinonssudifislafutuaind we. 2564 fa 17.4%
(Creative Economy Agency, 2022) 91NANSNUNIUITINTIUNUTN MsAnuuAeafuaudidelausssuty
Wulveghaunsnans enii nsiiiuyariduiiamsssuems (Haisiikul & Tahom, 2021) udnsAnwidnean
Tumsnanduiniausssuiendnduidiedlngliidufirduiasughoatvassdseduana uaziitelignaivnssu
aassdveseveliiudsndu uazdewhegwewios (Amatyakul et al, 2016; Creative Economy Agency,
2021; Nuansara et al., 2021)

WUUTNAR931989NTUURN1NLUNU (Supply Chain Operations Reference Model - SCOR Model)
fudnenwlunswanuandaeilugusu

uuaeseBensufiRnsindaguniuvie SCORModel iurdosilofifusyansnmlumsUssiiudnann
YOINTFUINNIIOY MsUnsianig n1sdeans wasRanssufiAsatestussiananundifinanenisnovauas
foAuFesNseIgnd1 wuutaesannsaldeiue Wam uardfuussdnsamuesviasldguueusdu
nanet wardaneth lnsnszuiumavhedluusesfanssnzgnusadunmiirfudunpssuiortu Snssnaue
MTN9UHU (Plan) M3damunaaingaiu (Source) Msu&En (Produce) N33R (Deliver) uagmsSuduAAuIINgNAT
(Return) (Sundarakani et al., 2018) Ing SCOR Model gnlfifuinsasilolumsindneninmanisnanyesuien
WioguruiuegauNsane 817 AnenmnIsHanveafUsEneun1suUIANaI-4aN (Kusrini et al,, 2019) wargnamngsu
nsedseanmenlil (Rodriguez Mafay et al., 2022) tJumu

NNuRUTRULATYgRILATdsANuiaRA atiufl 13 (A, 2566 — 2570) fiisnensvinliiamAsguy
Hfnanmnanlaiaznaidu annsaidndnwalvesiausssu Qﬁ{]mmwaaﬁqmuma%’mgamLﬁﬂﬁmﬁuﬁwLLazU'%m'ﬁ
wazannsnaineny adeseldliuiedugurudu shliduinsiaundnenwlunissdanEn o iauss s
doreliAnselduiaulugmusgdduiuuesiimevesusuma lnsmsimunialdguniuiiissansam
sgrgliguyuinisimunAneninnisnaalidanuaisaviniisuseavainals sauluiuvuaiunsonavaues
sermusisnsvesiuslnaldi deliAnmeldiisiusnge dafunmsiadnenwmenisdnuesguuu melfuuamain
vowvhdldgunududsd it limsusmsiansmanaavesgumuiiuszAvsnmanntu leeysuanansaldiuuaio
diduwmdumsiannidtediudnenwlunisueiy wagfmuAnagnsamsunsaiiiuaudneie (Atthirawong et al,,
2017) 31NNITNUMILITIUNTTUNUTMHUUTIAEY SCOR Model §1v1mn15tiuninsievlu®edn (Kusrini et al,,
2019) Tagianzmsiidoidsnaunmiiolimsuisnnudnenmazanulfiuiounisnsutsdu (Sundarakani
et al,, 2018) SnvadsunamstanUSulE R UnaR SaeiTivannvany (Rodriguez Manay et al., 2022) WU WanAwUA
u’"imﬂﬁsmL%ﬁwuﬁiiwqmuimwu"“gf?]’a%uﬁﬁ%v‘hﬂﬁﬁmwzﬁ@aﬁﬂﬁuﬁmﬁmﬁué’wmumuLL‘UUfSWaaﬂ SCOR Model

215a1S30INSUSHISSSA? 185

aunauantugauAnsIenvuwissumdlng
Tuwsesgudud sufawszmwiausvgan seraususunan’

Uil 11 @i 2 Uszdifiou nangrau - Sunau 2565



nufduUszaun1nIsnatn (Marketing Mix) waekAANMIUIANTIUTITMUSTINYNYY YAYRYDS
Aruaduey Jaminngien

vquiidiuyszaumansnann (Marketing mi) namfisaruyszaumemsnanavasdudnlunisiisyilguslag
AnAnufeensauAiiesdusenausy 4 MuUs Lo 1. wdnsdun (Product) 2. 5901 (Price) 3. F04M1eN153AT MY
(Place) way 4. n13dua@suN15MaIn (Promotion) (Kotler & Armstrong, 2020) Witlarnanaduiivindnw
wAm i Tanssudenusssugavu gaygis sesiufiduatusu Smfamgien aufudsdulssaunamnaig
1. wanfau Aedsilauovsfinevaussnfeanisvosgndnlifianels gnitannmanvesiililunsUszneuiisngss
avmzaTzivesaulumamiie Seusssionasldvesaniommn nsenanundas (aeans) ulumunisdunse
Tgvisnssumuneszsinualan Asildluages Yssnaude sudniuasmaduiuiii dess uasadosym
017 $128sTn v w1 nde Feu dnvu Tussrw nsswdioy Uausi uigsmldfinisusuasuesluagnng
HuguuuulmliduresisimmniieliaznnlunisudaasUssnouidldies (nusuil 1) ddumsusenaufisngsu
Ragdlinusive) videwovuu Wudmevinigiuazmvaad sz taeduduianssugueul gnéaansoriisidies
Tnguundesdudazdl QR Code figndnanansnawnulindsunamavesionuiuiioUszneunsisaziaziasiz
2. 71 Audiidwiefinem 159 vw Ewamndunu 60 Un) ey limuAdads 3 gomenisdasmne
fAudnmsogiigudante (Felsfoumuianto) Yathusuld fmiansien madakeynmuaugmuingg
wararnnisdadudieaulat 4. msduaiumanain [Wunisindedeanstoyasninsdusiuide laewdosdio
n1sdeansiimegurullunisduaiunisnann Aenisdakeynaunugueusingg uasfiquiaiute dindevin
wagooulall (Facebook)

Fadisuusdndszaunsmananagninailiosaunsaelunuideaud inusssugueueni dudleney
Wwinid (Narin et al, 2021) wazrnluuvedle (Thammabutr et al, 2021) waznsanaulaidenliin3adudeygiu
Imﬁ’wﬁmmmjmumumaL'i%"uLLszm (Subanjui & Bua-in, 2021) MATETaTYNsAnETILUTEUST AN SRaTa
fifiasterudilatovasiuilnass 4 fauus

AN 1 HANFUITUIANTTUTITHUSITN YAYYRDS

e uuUIaaIN1sEanTumalulad (The Technology Acceptance Model - TAM)
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Price
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to use/purchase
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Tumsusznouomawile uazensmieuanshaundnlunguiunuiiduesiue s nussamandeuslilsodoer
yanawile fuwaltuflasdondnfasiuianssinussiidesenmnaniisnssumanie fnsfuuuuaouniu
Ay 539 g usuauflegluinast fuin (300 = &, 500 = A, 1000 = Adew) Mundnmaiuiiedn
iledanguius (EFA vie CFA) (Kyriazos, 2018)

\3aaile

(1) msdunwali@edn (In-depth Interview) dun1walgndnndnduaiuinnssudeinuusssunuag
Uszana 1 $alus Wuuudunwalfdassaislaefivszifiulunisdunivainuuuusiass SCOR Model 1o
nsnansuluniseds s Tagmaunuiagililuisnssuats nmande/idsnsnan nsruIunsindedudn
nsdsuLazdeasiugndn

(2) MsiuuuvasUnN (Self-administered Questionnaires) saulatifungufuilaaffuualdy
flaggonsunanfasiuinnsmdeiuussamguru Insusssinmeenidu 3 du fll daufi 1 Sﬁai&aﬁugmdauqﬂﬂaiéﬁm
A 91y M3Anw 017N 9181 wazanunw S1uau 6 9 drufl 2 UszaunsalnsiniBnssumanie liuA aliduun
FoRsnasuiisdn dunueddlunmsvinfnas wasmgualunisiiSngsy S 4 4o dawdl 3 dadeiviligusioa
goNFUNAn At InssuIBsTausssuyay $1unu 28 do Uszneusesuuaiinafutladudndsraumenanain
1A wansinut 5 98 (Product1-Product5) 5181 3 98 (Price1-Price3) 983n13n159mti8 5 98 (Channel1-Channel5)
warN13dESINIIAaIn 5 8 (Promotionl-Promotions) uaradunisvensumalulad o mssuitemnude
somsldian 3 4o (Fasel-Fase3) mafuifavssloninistéo 3 4o (Usefull-Useful3) wazarudsladiald/de
4 98 (Intentionl-Intentiond) Taglududi 3 Fdnvazuuuduinnsidulssanan 5 seu (Rating Scale)
Uszgndnuunsinvesdidsa (Likert Scale) wisszfuanudrdgeenidu 5 szfu Aewiufeodisds (5)
Wiuge (4) Ununans (3) laiiudhe (2) uazlsidiudeognsds (1)

nsnagauAMLisInswaaasadie (Validity)

AuMMTBsLUABUA AN InTEY i ALY sEAvELeainuansauLIA (Cronbach’s Alpha) 193195 TR
LNINMINUIILITINSSUFBILNNT 0.7 (Kline, 2000) sail JadedmuUseaumanisnann (Lim et al,, 2021)
lauA wanAaset (Product) 5181 (Price) 499M19n15911U"Y (Place) Wazn1589L@31n15Ma1n (Promotion) AYinAy
0.722 0.778 0.882 0.898 mwaau wardadunisveniuwmealulad (Cheng et al,, 2006) lawn n1sFuitiennudne
N slau (Perceived Ease of Use) nsSuiiauseleviinislda (Perceived Usefulness) LazAusdlaTiavld /e
(Behavioral Intention to Use/Purchase) ffwinfiu 0.934 0.929 0.923 auaau
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nsAstaya

NUITBIRuU AN IAnsa v srNrUlunTHAANER S usiuinnssudeTausTsuyuyy 3381933
MTIATIZALUY Thematic analysis 1UASTmnzatdmunsiaseinIsdunweildsdn (Braun & Clarke, 2021)
il 6 dunoudtall 1. vheuduiesiuoyatiunanmaneamuduaeal (Transcribe) 2. fvuaduiifosa (Coding)
3. SuunuazALM Theme 4. As19deau Aaranilen uazfiarsmn Theme il 5. szyuasado Theme
6. @39UpaTUMALTIBNUNANITITY

mAfedwinudanguguslaatminefivonsusdndasiuianssudsiausssuyurunndeyanguiegng
1HflUsunsuneadii Stata 14.0 Aineideyasonsiinsesindames (Cluster Analysis) Satuisadenluamide
udsuransuaznisnaa Wesnnanansaudsiuilnaviegninmunginssumsulnadudnenele wu nmsdnngu
woAnssuinvieuleasemaaily (Pulido-Femandez et al,, 2020) Tiwafla K-Means Clustering Ing Hartigan
(1975) wtianguiusegng 200 Tuld ftunoudsil

il 1 dangudeyaidu k nqu 91nNsIngusaLUs Exploratory Factor Analysis (EFA)

fudi 2 AuaIgARINANNELD I Z NG

il 3 ﬁwmmww’wﬁwé’qaawaaLwiazmi’;sﬂﬂé'fwmﬂawaﬂduﬁwﬁaaﬁuagImsﬂ,ﬁ ESS (Error Sum Square)

whiussegrnemasaevesusiagmie Wdanainay

& 2
ESS = z (xi - )Ec(i))
i=1

Tned C,= nauYRIheT | uay ESS = Nauinuessrogvinsnusazmielunguludiganatsngusmmnngsy
ndulafifien S i uansimhefioglunduduiinnuadendiuy

fufl 4 msfinsandrondu agliinasinstenuiidnilaluduil 3 Tnsagsinisthemied i ludngy
fivilsiean Ess fendhan S1duit 4 Lifinnsdrendudnud uansinguindsldtumunzanuda uddluduil 4
finsthengu nauiiinhededwiediesnazfesihmssunamaanarnaulmidufedesnduluvdud 2

Tudumoudt 2- 4 §elndnnsmeganseumnsdangs (Calinski & Harabasz, 1974) kasdle i3 uunguud:
THaf@anssaun (Descriptive Analysis) 91nA15auay (Percentage) wazn151191514197 (Cross Tabulation)
WigulgudnwenUsEannsmans Lagvinuadisendnsiusinnssudeiausssuyus seninguadanesiuilng
wiagnguitls aniuimsseynguiuslnaimanefioonsunandost fonsutsansnianunianssanivesdeya
(Data-centered quadrant approach) SsfiAsemesnudpumanslilunsieszsituegaunsviane (Lai & Hitchcock,
2015) Tneinszduiimunse fadudiutszaumanisnaiauazadeniseeniumalulad 1anade (Percentile)
vowusaznguedameTldluuartafoioutuaiaisvestafodulunmwaveanduiiegisimun (n=539)

NaN13I8

ANBNINNITHAANBAN I INNTTUTITAIUSTTUVDIYUVY

nuATodsnunAnyAnen e symmlunnansEnSus aunsoagUnantidelded

pn9197 1 uanstoyaidosunarunumlumssdandafsiuiansaudeinusssumuvesignduntval 15 au
Usgnaumeruhyuyu (i wesAnyasd uazag) dnusve) (Wenuw) videgtuagusenauiinssy Quaninugnies
vos¥an uazunaadiliiundnsiausiyuey waraundngudau e Quéﬂﬁam%ﬂ{]wﬁ’uﬁgwm 60 AU LAEIIUTUNER

AR SuYTUNgUg1noing
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A135197 1 FayaiUaiuvasdgniunval

Fo(uwauyd) | 919@) | e 219N unumlunsHEn
1wy 33 | vwe | wisfnwasd | fuieudanudy QuansInnngy uaskanduen
2. oy 58 | we | dnUTwe] | HUIIENIT/QUARINgNARIURINENTTUYNYY
3. A 59 | e My AU IRusTIW/audnaudau iy
4. fin 45 | v | dnuswe] | GUIiENTIN/QuaninugnAeduesionTINYNYL
5. 6 56 | il | az@eeran | duguvwsinutausssy wanluaundngudanu e
6. AN 43 | e i anTnaudanudy TIvAINTIN waTHARFUAMYUTY
7.7 46 | A AUY aunTnaudanudy TIvAINTIH UarHARFUMYUTY
8. Um 44 | A1 aunnAudaIndy SIRANTTN wasHARFUA YUY
9. 478 51 | v At | @ndngudanuiy 39NN wasninduAYLTY
10. v 55 | v i aunTnaudanu iy TIvAINTIY warHARFUAYUTY
11. Un 53 | A i aunTnaudanudy TIvAINTIN warHARFUAYUTY
12. 59 | ¥e i aunTnaudanudy TIvAINTIH uazHARFUAgUTY
13.lu 57 | v i aunTnaudanudy TIvAINTIY warHARFUAYUTY
14. um 48 | e Vi aunTnaudanudy TIvAINTIY wazHARFUAYUTY
15. il 59 | g N aunnAudaI iy SIRAINTIN wasHARFuA YUY

Y

190

HANNTAATILNEUNTORUS Theme (WNuanse) MiRgvaeiudnenmliun1sHERYe L TUMLLUUTIRBI8798

fanabul

1. NNSAINBRUNITHAR LN EINDADYDNEIRD

nsUfURNMIdgaunIu 5 Usems Usenaunign1snaiku (Planning) Msdavunasingiu (Sourcing) NMswin
(Producing) M53nd« (Delivering) kagn1sdeansiugnAtie SuiiuaAuaINgnAn (Returning and Communicating)

Alvideyavnaunseniindenue uazinguszasdlunisvesnsndnduiilueg1ad

“uneeglinathu uslusazviniseensls wormmlunganmanlsil gnvanunenlsiyTsinSesvesd msuniisne

Msmanvesyr vz lia st ulaaenIindadu” wia
“auaadlngazanlinmsaumeansiziiouas 1 A3s vionlaiagluyasisaniinwen” deos

naguruiinsusunsedaidunssuiums Wiilemedennudesnisvesendtefiduluuiazase

N PR NG R LIS
“59n15USmsInnN13ngulunI19YiNIna Tse UukUaenmiITaLaY 05U sy AU TONe N 1IHER

uazlgigeatanduudlunsinauls uasdnisuseannaugnamasaInsinae” /i

“himsazinzinTIgiuaivzsanaviglonintu Uniaargnuaiunduiiuaeyirvaetivalainsius]

o &9 v o | A My ooy yda & = = ” '
ugguilignuaurinesdurwilulenaulanneiiiunisduanisemelis)” s

“@umziATIYy uazyvunguarylanadluiudu 15 A1 deemtiungezyIaiu (579 NUANTINNGY
iwwnanaualiiasvdon ngiaremi iiauauilesnenenudedns Unfis19edn155iungui

yniuamindegua nesiiuiusaunguiuiiuerindas 2-3 Tusgmsunandun?” wi
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2. msl¥ingRunaunuilauamednlawiniisuiy
iosningavlumsihiisaiedesdomsanldlunsenazinzinsest {lidoyarsdanuiunssdiuin
wdosdaminghuneunuamsaniitnadnunsndiAssfilunsiis udannsonsmeuiely 00 Ausugudng
msfamingAunaunulidutiymusiosnda wieurtsuenTBmehAliaus Tl ldaunsavinnnulfiosicu
“windurhdiiuihu ayulnsmnuieivindiwemsan ibiesiilusluimnsseglduniu faammrednls
Aumuriiae inaae] QR Code iaunuuasilnunainvaseyumiouass” @
“msihingauliundelaunuvesanluaznunseniaunizingizi] wan 9160uLn vy 4ens1I Nae
g0 Unwsia vilsiisaundnlugueiireldiiedu vessgivabaniu” o
“5195i38n5UsenoUlis oeazidenlinugndrdianaes dausituneui 1 luausuneudl 4 luirest
Asmniguiumamieguiiudnlunmsegalmismasuinaegaluunou imsasmzinsizy Sagnn
aunsoihaualuusznevislaleslneasaanuuen” Jan

3. mMysnlaiundniudn
guyuldgudanuioduiuiinsudndui magudimsyungusauit w.e. 2551 aindnnnaudueulugugy

1

wazdinfuduegnad Insyungudatanssusauiunneniing glideyaudsimemuuuiinainulunsndnduiiiese

Y
=

wazdaunieulunisngn ﬁqé’aasmﬁm”mialﬂﬁ
“Lyrinnansuiuyneindegua wulraiassa auunegUiume) lulnunedie vInvsnandua)
iragRu wuuynasaiteyylmlumitu i59fesly” Ge
“mssasuihaud g lmiuinnssul unsveaiusiedausssueus) svsuasuingiu
fgensnunihuinusssuagasuliignuauiaginalaflonamusovssndiiugein den1svaeius
siliisreldundaiu irdadulafiasin” nu

4. grunsadndsdudlitesnougneyinng
fidoyaudeiluusazifousziivrciidugneid lunsiiSasinzianed youdou ddunsndou
MsnERduA Megudaziinmsseylulfiviusazeniing Sadluy Juluy swduiuiimnzandmiunshituas
riliiruan1sdndearamhlviviunisuszneuiiBiaslunsazeniing
“msviisluusiazidoussdufiunanituily usideuaraududoyaliungnarirsulmuduiug
Suiismasvinits vialsidenailunisasls eeredumse oz iyneniing gnmniseslasuaummeluiulou
israneugny 4 Su e lihaAsi lusvdetusuas visundeiineuas” doe

5. nsaeansesulall wazvthaudlunisinsodsAududi
s’ﬂmauamwmmL‘Uumaqumiaamsnuaam‘lumimaaum haudnAeorls mPemslm iiteriiuseld
Tiffuguwy sz avuummusﬂmjaqmqmsaamsmmqaaulau wagutigudaitinduldunidede suluds
mnmwagiumsmaumma
“s1engni AU sazmzAT e unIGelAenals aaluuansaviiEls magnAiesUssdiuig,
ldiusr9zldnardnaetssnna 3 3y Aezdosdeaaamin ilelsmiurais 1ddeyaiiaglunisiy
MINYIN AN i Waln nTegnAransalnsindevnInteyalaiae” lu

“VogaFunis1iudalilurem9ing NaumveusUszneumeingiueslsthauazunumeesls duselevd
lunsviriseels vaeisevesls FgnAniageeing minlaveslunasansen (avaie) lumsuninmoisild

isreesnaslUlmauliiusausiisonly” van
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witymitnuedlsteyaliasnsaszynduithunevdniidnmuld fashegadmesoluil

“ngugnAnmse liisuzguiuumusrdasdlulignuaiuinsunws feldenauiueey” m

“ynitmuiuthensoniiaguldiunay Sunouiivrsauunundidonduluesmiousu” dy

“auilasdodudnsluiisiosinouduauiizsnasmasln douduaunie wiednumilouusiiug

usiidnvieuiieafideias luuls lnsitunguaudeillsiunlesseg” uih

PnranIsEuNwaliuliuuianuneuwasdnenmlunisndandndusiuianssudsiausssy
mamdnuuuSaesdsBansufiRnisddgunuisedunils witdgymndnvesmailiauiidingssuuiasegia
auassdogudidu Aonsssynauifuilaaimsnendniidaiey suazihlugnisverogugnd uasiinisinsodeans
fugninlsnsanguiiieliAniasugiaguulusunan

nsdnnguguslaaidvanenan

nuATodsUTInadanguiuilatimnefvoniunanfasiaunsoagUnaidelasd

Joyaduszrnsmansvenguitogaiaman 539 au iumemds Sosay 50.46 fio1gsewing 28 - 40T
Sovay 59.18 M3AnwUTayans Sevay 38 22 uareldiadeseiieu 45,000 - 60,000 U foray 27.46 waznidiun

agnAwile Souaz 59.18

n1s3anguaauUslaeldisansnesilied13aa (Exploratory Factor Analysis - EFA)

nsIANguLUslagaIe35 Principle Component with VARIMAX Rotation Lienen Eigen Value fifieAu 1.0
wasdiAminesdlsyneu (Factor Loading) 1nn31 0.4 Faduriimianza (Guadagnoli & Velicer, 1988) Adauay
99ANLUTUTINAAY (Cumulative Variance Explained 38 CVE) 111011 60% (Aungsuchot et al,, 2009)
uagiiduuszansuearinvesaseuuia (@) 1Innd1 0.7 (Kline, 2000) ligadanusaiunguiiuiu 5 ngu
Fauandlumsnadi 2

A5197 2 MsdanguiauusTaeldas EFA (n = 539)

nauAIwUT AB3UTY Factor a Eigen | CVE
(Factor) Loading Value (%)
Factor 1 anusdladadudmuaman uazsaiitiaue 0.965 14.45 62.89
Intention 2 | n&wrniunwinassdud suflnwaulefiazgedudnil 0.9307
Intention 3 | Sussnnuuziilifleuainvosduieduduianssuds 0.9296
Sansssuil
intention 1| firudululefisuasdoduiuinnssudeiansssul 0.9170
Intention 4 | Suiusesauduianssudaimusssuilusuian 0.8786
Ease 2 Suflenuussaunierldauiuianssudeimusssail 0.8147
Ease 3 SuRninduiuianssudeiausssuifldanuavan 0.8120
Product 3 | sUkuukarvuIavesdumianumanzaunenisldem 0.8027
Price 1 F1PMTe 159 Umilanumnnzauiududn 0.7343
Price 2 sienflanumnzansioflouiuauiiBdinusssuiisunete 0.7253
Product 5 | Audniidasmminedauiisane 0.6668
Product 4 | WARANAETILEIAMUALNZ F 0.6552
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a51971 2 nsdanguiauuslngldis EFA (n = 539) (sie)

NHUALYS ABsUY Factor a Eigen | CVE
(Factor) Loading Value (%)
Factor 2 49991191159 MAUNTAUANZEN 0.783 2.45 73.59
Chanel 4 | Website Hutawnsiinzauiigalunisiadimineg 0.7860
Chanel 5 | nih¥witn tusuduromnaiivanzaniign 0.7131
Tunsdndving
Useful 3 SudninsinudusutanssudeiausssuidllFianmegs 0.6434
gndiagld
Promotion 4 | Website L*ﬂuszimm@ﬁ?immzamﬁqﬂuma%mﬁayjaLﬁmﬁu 0.5945
NanuA
Factor 3 nMspausufsuselovtuasdudn 0.862 2.13 82.86
Useful 1 JuARIAUAUIRN TN TRusTsHiiUsE Lol 0.6939
Product 1 | @uenilagunin 0.5171
Useful 2 Tngsuudduaninsidauauinnssulisinusssuddon 0.5007
Ease 1 SudensHAuA sl Tausssuduanudaiia 0.4603
Product 2 | Aufnasudaumuanuide 0.4190
Factor 4 mMsdeansnisaanadinndnmanzes 0.726 2.02 91.67
Channel 1 | Facebook ifutawnaiiivsngasiigalunisdndiving 0.8242
Promotion 2 | Line OA ¥usesmaimnzaniigelunisieanstoyaioaiu 0.6775
HAR AU
Channel 2 | Line OA iudasmsimnganiigalunisdndming 0.5834
Promotion 1 | Facebook Lﬂusu'aww?'immsamﬁqm‘iumi%amﬁagaLﬁmﬁ’v 0.4196
NanAuN
Factor 5 | atfuayunisaalusludu uazdaaiunisvie 0.888 1.03 96.15
Promotion 5 | mndmfanssuduaiunisne suasiierwaladedudnunndedu | 07796
Channel 3 | Instagram LHutesnsimngauiigalunisdndming 0.4550
Price 3 fnsudaaz@ntesadaau 0.4513
Promotion 3 | Instagram L‘fJu"UIENW’NﬁLWJWS&ZJﬁEjGﬂUﬂ’]iﬁE]ﬂ’]S”ISJIE)yJaLﬁlﬂiﬁlu 0.4181
NARAUN
Product 2 | Aufnasudaumueuide 0.4023

MINTIRARUANMVINTaNTaITeayalagliatia Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO)
wuinA1 KMO wihifu 0.74 (>0.50) uanei1 susiinuduiusiuluuneivnzaslunsiluieses EFa 1e
(Kaiser, 1974) uaziilonaaouanunsadssuun (Discriminant Validity) 91nAanudusiussenitanguings
(Inter-Factor Correlation) fauanslumsisil 3 wudrArANuduiusiadingt 0.7 lunnnguiuls uansii
wiinznguAUslauduiusiu (Hair, 2011) Ianuwngailunsiaseiesrusenauld Jaihmsdanguiuslon
Tudunousiely
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A13197 3 AANANRUSTENINGUAILUS EFA

Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
Factor 1 1
Factor 2 .3966 1
Factor 3 3717 3178 1
Factor 4 .3269 .1409 A771 1
Factor 5 JA117 -.0302 1841 -1122 1

Adelevhnsdanauiuslaadmnelagannisinngudauustedu 5 fauds wuimswdsnaudustaadvneg
wianguiuilnafivsnzauiigaidu 2 ndu samdnmangamsduansdnngy (Calinski & Harabasz, 1974) faugns
Tumsnedl 4 Wivudisunsdanguiuilae Wy 2, 3, uar 4 ngu Teemsdanguiuslaadu 2 ngu T Calinski/
Harabasz Pseudo-F qaﬁqmﬁ 199.77

M1319% 4 A1 Calinski/Harabasz Pseudo-F vainsdnadanasiuslnatmuigainyadeya

5’1u0un€jm§uﬁnﬂ (Number of Clusters) A1 Calinski/Harabasz Pseudo-F
2 199.77
3 140.07
4 178.00

AM5ATIZRAAELNDS (Cluster Analysis)
MTlRTzaRamoTIINN1TIANguiwUsLUY EFA lanquiuslaa 2 ngu nageunsnslyd (Cross Tabulation)
dioiFeuiisudnumsmalsssnnsmansvesnduedainedii 2 ndu (et 5) Tanadsd
(1) nguanamiioadafag¥indnedu Srum 319 au Andudosar 59 vesnguiogaiamun Tunguidumeamds
Sovay 52.66 aaﬂui’aﬁwmuﬁﬁwé’q&y’aé’ﬂﬂwﬁai’ﬂﬁwmizswﬂmamq 28-40 U $owaz 93.10 n1sAnw1UTeYg v
Spuay 86.21 wariiondnawneusaiduntnauenty sgsasusyanusosas 34 57818 15,001 — 30,000 U
Jeuay 25.08 ausaudl eway 53.92 gilduuregaawmile Tevay 93.10 FUsvaunisaln1sn1sviienITy
yaniionud 3-5 ads Tnsduslnannaulunguaeyinisasnziaeyt yrifiou Guem ussistutulndnud
2 nguminlnaflndinBuns S 220 au Andufosas 41 veangusegneiun lunduiliuneedonay 52.73
agluTevhnussegnandllaufessezUangeny 41-60 U Toway 40.91 msAnwUSaans Sesas 52.27 deniin
Fusnsvsentinausyiavie Sevay 32.73 18l 45,001 - 60,000 UM oeay 32.73 ausaLdd Seuay 58.18
giiduegmanyfusenideaviefudmauinniign (Gesay 27.27) sesasnifunianars (Fevay 24.09)
fivszaunsninemavhidnssumanile 1 % AsfirevhAeasaziasey Yoy Furen uasistuthulml
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A3197 5 WSBuisudnuaemalssrnsAan fvaanguadanes (1) nguanamieai1eiagtinsintu S1uau 319 Ay
uaz (2) ngumisdlngylndinden 31 220 Au

Variables Cluster Frequency Percentage

LN (1) VAN 168 52.66%
B8 151 47.30%

(2) 418 116 52.73%

MY 104 47.27%

21 (1) 28 - 40U 297 93.10%
21-27% 22 06.90%

(2) 41 -60 1 90 40.91%

21-27% 56 25.45%

28 -401 54 24.54%

wnn 60 T Buly 20 09.09%

n13ANE (1) Uyl 129 86.21%
USgyyten viseLiguwin 44 13.79%

USyaye3 91 45.77%

auUSyeUIa. viseLfig UL 33 17.24%

HseuAnwIneulane/Ui 22 06.90%

(2) USeyyea 115 52.27%

Usgyayn 52 23.64%

auUSeyeyUIa. viseLiigulin 11 5.00%

21U (1) AN8/gINTd UM 111 34.80%
WiNL/gnInaensu 110 34.48%

U1519M5/3FIAMNR 54 16.93%

LNEAINT 22 6.90%

UnSeu/nfne 22 6.90%

(2) 15195/ SFIAAI 72 32.73%

AU8/§INAAIUG 44 20.00%

Winw/andnaenu 43 19.55%

LNYRTNG 30 13.64%

Buq 31 14.98%
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3197 5 Wisuiisudneaemealssrnsaansvaangunadanes (1) nguanmioni1eiagidnenedu S1uau 319 Ay
uaz (2) nguviulngflndinden 31w 220 AU (de)

Variables Cluster Frequency Percentage
seldiadede (1) 15,001 — 30,000 UMW 80 25.08%
Wiou 45,001 - 60,000 UM 76 23.82%

65,000 UMY 64 20.06%

30,001 - 45,000 UM 55 17.24%

10,001 — 15,000 UMW a4 13.79%

2) 45,001 - 60,000 U 72 32.73%

65,000 UMY 54 24.55%

30,001 - 45,000 U 42 19.09%

10,001 — 15,000 UMW a1 18.64%

15,001 — 30,000 UMW 11 5.00%

#0UN N (1) GEEL 172 53.92%
ldn 102 31.97%

NE319/Mee 45 14.11%

(2) s 128 58.18%

lan 70 31.82%

neg1319/mene 22 10.00%

a1 (1) Mawile 297 93.10%
MARLTUDDNIRBINLE 11 3.45%

AIANAN 11 3.45%

(2) MARLTUDDNRNLE 60 27.27%

ANANAN 53 24.09%

MARZIUAN 32 14.55%

MARZIUDDN 32 14.55%

MALnile 22 10.00%

aMaka 21 9.55%

Uszaunisal (1) 34 nad 208 65.20%
m;“ﬁ?"’zgﬂﬁ“ 1 6 ade 77 24.14%
(R3erint) 2 0 34 10.66%
2) 1 p¥s 116 52.73%

1NN 6 S 52 23.64%

2 afq 30 13.64%

3_ 4 22 10.00%
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A3197 5 WSBuisudnuaemalssrnsAan fvaanguadanes (1) nguanamieai1eiagtinsintu S1uau 319 Ay
uaz (2) ngumidlngflndinden 31 220 AY (do)

Variables Cluster Frequency Percentage
NONTTUNIY (1) ALLANLLASIE 319 100.00%
IRIUTII (2) 220 100.00%
aevin -

v (1) YYNYU 297 93.10%
(nauld R
191 1 99) (2) 198 90.00%
(1) AUz 297 93.10%
2) 145 65.91%
(1) | #sgutulnl 297 93.10%
(2) 165 75.00%
MANA (1) FuanuTusssuUsemdiaa 207 64.89%
lumsusznau finauAmeinudnle 207 64.89%
NONITY o 4 aav A1 o 5

o o w iegiidlvrunaduluLa 262 82.13%
(1389810U
AnuddRyan (2) fianuenanuinla 104 47.27%
unlutian) Auanutmusssuusendifiney 86 39.09%

ﬁwﬁaqﬁﬂiﬁmﬁéwé’ﬂmﬁa 126 57.27%

naudanevanisausunandou

§338vn1sseyngudusiaaidivingnanainnisinseauiauaide dadediusraunianisnain
wazladunisvensumaluladndrenindugiuinnssugainusssuyuoy 31n35015UURNTAIANINNIINTEIND

‘Uaﬁa;ﬂa (Data-centered quadrant approach) (Lai & Hitchcock, 2015) In gliAuade (Percentile) %QQLLﬁiazﬂﬁjmﬁaLmﬁ

A i v Yl = v & Y ' & ) a1 Y o
V]vLéﬂs‘ULLWa5{1"\]ﬁ]f_lLV]fJUﬂUﬂ']Laaﬂsﬂaﬂ{jf\]f\]EJuuG]SLUﬂ']W§']§JSUaﬂﬂq&lm’)aﬂqﬂﬂﬁﬁﬂﬁ (N=539) LUaNaNFAUAFRFADYBATDY

aueedsluseaunalul
WAL aE1984

< v
WAUADE
Ly 9
Tsiwiuane

Liiviudneadnqsa

AinAsTesnauARaIme NN 80th Percentile vasAadpszwiiladeurly
ANTIVDINGUFIOE LR

AlaRgTeInguARAMaTaLTEIIN 60th Lag 79th Percentile vasAiadsadeiiug
Tunmsmmesngudaegieimun

AdgvoInguAdanDsegsIing 40th way 59th Percentile YadAndssening
f]ﬁ]ﬁaﬁ?uSﬂumwmmaqﬂﬁjmﬁaaﬂwﬁy’wm

AdsvoInauAdanDsegsEIring 20th WAy 39th Percentile YaAlABsEing
tadeifurlunmsuveanduinedteioe

Aadvenguadaineiinit 19th Percentile vosrnaisseninatadotiug
Tunmsuvesnguiiogieiug
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A15199 6 1WSeuisunruaRfaladedIuUsTaNNeNIsRanatasUadenIsaNsumMAlulag N nanN i UIANT T

a o 1 Yoa [ 4
Welmusssuyuvuvaanguiuilnadwiane 2 adsnes

ngu (1) 2
freg1e | anawmlleadiein | wunluglndinden
h9un §¥3ndnsdy
31U (n) 539 319 220
fauus Mean Mean wUana Mean wdana
Product 1 | ufilnann 3.11 349 | wiwne | 257 | lduiudoe
Product 2 | AufAsudiunuaide 3.39 412 | wiushe | 234 | Liviuse
Product 3 | SULUULAZIWINTRIEUATIAIY 3.94 4.79 e 271 | laiiusae
Wizausion1sleeu
Product 4 | HAnAMIIlALTITAMLUNN A 3.00 3.41 Wiugne | 240 | laiviusie
Product 5 | AuAfidnsvnefinnuiiisane 3.20 340 | wiushe | 291 | lLiviugae
81384
Price 1 | 51A1 159 Uwillmnuwingaunvdum | 3.60 417 | wiwse | 277 | Liviusoe
81984
Price 2 | inflemumiinzauiioisuiudud | 3.96 4.38 | wiume 3.35 1Re9)
FeTusTsuisunede
Price3 | insudnazfntesaidaau 4.22 4.93 L) 320 | laiviusie
Channel 1 | Facebook Hutesmsfivanzaniign | 4.33 451 | wiushe | 4.08 BEL
Tunsdndnnung
Channel 2 | Line OA utownaiiivisnzaniian 4.46 4.65 | viugne | 4.18 bUY
Tunsdndnnung
Channel 3 | Instagram (udosnaiivsngasiian | 3.35 427 | wiwsne | 202 | Lidiusog
Tunsindvung
Channel 4 | Website iuromnafivnzasiian 241 2.58 BEL 216 | Liviuseg
Tunsindnvuing
Channel 5 | utih$uil 0 thugu Wutesmisd 2.83 2.61 LY 3.15 Wuse
wangauigalunisdndming
Promotion 1 | Facebook Lﬂusdmvmﬁmmzauﬁq@ 4.18 4.28 L2819 4.03 L8
Tunsdoansteyaiieaiiundniousi
Promotion 2 | Line OA Lutdasmaiiivsnzandian 4.51 4.64 e 4.32 18
Tunsdeanstoyaifediundnsioe
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IS a o ¢ o

A15197 6 WisuisunAuaffaladsdlulsTaunIInIsaaaLasladen1seansumalulag NdnananineiuInnssy
Welmusssuyuvuvamnguiuslnahvane 2 adawmas (se)

QGH (1) )
freg1e | anawmileadiein | wunluglndinden
Wavian é’%%mi'm?iu
31U (n) 539 319 220
Auus Mean Mean wuawa Mean wUana
Promotion 3 | Instagram 1{uvesmefingauilan | 3.50 455 | wiwhe | 197 | Lidiusoe
&LumﬁamﬁaaﬂaLﬁ'mﬁumamﬁmefl 0898
Promotion 4 | Website \utosmsfivngeauiian 2.38 249 | wiughy | 2.21 LY
Tumsdoanstieyaiieaiundnsiosi
Promotion 5 | #ndnianssudaasunisuie 4.25 4.69 WiuRaeY 3.61 | Liiuse
Sunrilnnuauladonanamiunnay
Intentiont | fimunduldlavisuasdedudn 3.36 413 | Wuene | 225 | laddiuse
WinnssudeTmusssul
Intention 2 | AaINALANTIABIEUM 3.34 4.13 | wWiume 220 | Ldiiusiae
Sufleuavlafiovdodudnil
Intention 3 | fussnnuuzilffouainvesdu 3.38 4.16 | wiuse 2.25 | Ldiuse
FoAupuIINTIU SRS TS
Intention 4 | Suiiudedlddumuinngsy 3.39 4.03 | Wiueae | 247 | laddiusoe
Feimusssuiluewan
Ease 1 | duAninmsidumuinnssuda 4.01 4.25 | Wuee | 3.67 | laddiuse
Sausssuduanudnds
Fase 2 | suflmuusisowniieslddudn 3.81 4.13 | wiuse 334 | ligiuse
uinnssudeTmusssul
Fase 3 | dufninduduimnssudeimusssul | 3.67 4.00 WiLRE 320 | lsdiusne
Tduazain 08198
Useful 1 | AuARIEUAIUIRNTINTITAIUSTIY 3.62 3.63 L8 3.61 128
fuselovd
Useful 2 | Tnesisudduaninnisidauan 3.77 4.13 | Wiuse 3.25 | Liiuse
UIRNIIUTIINUSTTUIVDA
Useful 3 | dufAni1n1sauduauinn s 3.58 4.22 WUy 2.65 | lidiuse
Souusssuilalldfionnugeeniiorld
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M99 6 WU nauaTImieasgTinmsiu linsenundnsusiuinnssudiansssuguruannndy
naumisilvaflndinSonegraiiulidn tnefuslnanguanimieasrsid@inmeiu fruadiusaeiumslinanstasi
uinnssudsiansramuilumsUssneuifnssuasnzansiiosiithu 019 véanniiunmdiaesdudn duilmnueals
Flagtoauiil viedudnindufuinnssudeTaussaiilselon] $9ef warlildenugseniiadld Seheanvirund
voandumsilvaflndinBendlidiusedunslinandusid fudu nquduslaadmsnevdnomanfasiuinnss
W Tnusssuguey gy Aenguanmileainwng®inseiu

dsduazanusiena
HANTITETRUAMNUIIINYLEAINTosLazAne A wlunSERHER U T TUde TRIus ST LYY
MULUUTIa8s SCOR Model Asziuwils A Theme (uiuans) Al laid1esidu msnauwunsuanlfifiose
sosandida (Planning) Memsuiinsdnnisiunsuimanguiioniusunisnanléd meliingAunaunuamen
madnlawinifieniu (Sourcing) ansnsausuUsswauWanSusisae anTilinndeaenndesiuuiumsan mdsny
fdsuly fin1sld QR Code Wdanaedlifuslaranunsalaunamauazyiiislsies WWunisifinuinnssy
Tdundn fusiideiausssuvesusy nsralafundndud (Producing) 1ilesnyuvuiinissiunguiueguda
meldqudanuonndani evhAanssuwaniudsuanuiiufuaglungy Seanansadanisdunisnandudi
SruuldR anusadndedudiliifenougnvinis (Delivering) Fefife Tumstluusazifou salufsnsdoasooulat
wagvihauglunisdsiuduan (Returning and Communicating) desmnen1sAnsemudumdaiau uazlideya
urguslnatseaulay wazeenlat aenndasfuauifenisinudneninnisndnainnisdanisilsguaiu
¥93n1352nguEfUsEnaunsEnluy (Atthirawong et al,, 2017) finuinguguszneumsiiszuunsdanslunisudn
Audnlusedul wasnansinuiiaenndesiuauidsunmafituuuiiaesdsdansufifnisiulsguniu
WlHlun1sesuie Wauuazuuussdnenmvesisldguniuiiensuausdoanudesnisvesiuilaeliidy
917 Aneamnisudnvesfuszneunmsvuianans-idnlulssmaduladidedinuirdnenmlagsamegluszdua
(Kusrini et al., 2019) LLaxmiﬁﬂmﬁﬂamwmiu'%m'iﬁummst'ﬁﬁuTumeﬁ@lU (Sundarakani et al., 2018)
TFRATBsnuamuRefumAfetuidnimansinwdnenmoglusedud uikansAnmiddnudatuamide
Fonmnsnanduinyuruimin@esmeiingnin mawanaudsusudaiymenuingiu msnaia uaznnsuIms
Jan1sey (Nuansara et al, 2021) suldfsoAdounmnmaidnmdneamnsndngnavnssunisdsesnaenlsl
TuUmMAENIADSIAINUITUABUNNTIN LAY waznN1INaNgIRaalin1sUTuUTe (Rodriguez Manay et al.,, 2022)
lesandgwimdnvesyuvuiivatiugu fmiangiende ldansaseynguidinuneidaauld
FaduguassalunnhauiingszuuiasvgieaisassdieliAnseldnddy sulufaiansugiagum
Tuawian Jansvhnsanymnnguithmnevanvesdusmantadenissensunalulad wastadedulssaunsnain
Wi lauaninsvensgIugnAn uasiinsinsiedeansiugninlanssnau Tnosansidedaimnamui nguidmne
vénfivonsundnsnriuianssudeinusssumsu Aonguaniwmileatnsing@inmaiu Sanuduineiumsasinziase
vosmamamie Wasuuutidonssensumalulad Iunenuslatondngast e mesuiisamnudetomslinu
Wiusheegnads uarmsiustsustlevinsldou wiude uadliiesuuutadvdussamsnsnana wiuseynilade
umnssarnngy ulnglndinBem Alvezuun laldtude nniladeiadatenisvensumelilatuas Jaduduysvan
msmsnanvessaniae wansliduinguilaaiidude uasiigliduiannnduazlidesseusundnfus
WINNTTURTRUTTTUYNYUIINNINAWILE stwzaxﬁ?umjuLﬂmmwé’ﬂmaqwémﬁmsﬁu’i’mmsmLﬁ?jﬁwuﬁﬁwqmju

mssdunguuslnafifidnvasmeasrnsmans viruad uasngAnssulndifesiunguanimiioadefd@inmedu

'
a o

1 = < 1 a al =) 1 I 4 < ¥ a = 3 1
ﬂa’]’)ﬂaLUUﬂaquﬂuVlllﬂlla’]Lu%ﬂﬂﬂﬁﬂL‘Viua LLG]’EJQVLﬂﬁ‘U’]u L‘Uuwzyq 818 28 — 40 U d@nnun nausa vUuLk

Y

LATATIY1 UAYIUADINITILIIINTALLANLLATIET LN AULBILALATOUAST LA8YBINIaNTSHRASUaNINSARADEDENS
uazdndmanieireteanisesulal laun Facebook, Line OA, Instagram, uag Website uananiigeiiminuaula
lundndugiunTumniifanssudaasunisnaindnde nauilliligafnfiusuuuunsusenauisnIsukuuauay
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wiganSumsuszneuiBnssusUwuulvshumesdndaueiuinnssudeinussauguey lnglivauaveansasinzins e
fomsduanuiansssudsundiinay Saudmishuiale uagiilegiidlvauiidsduluud

nslidadenisseusumalulad (TAM) umaaeuniseeuiuwaznsandulalduinnssuluivesduslan
ﬁ?uaamﬂé’muazLﬁulﬂmmwu%%’siuﬂwﬁwmﬂﬁﬁu (Alfadda & Mahdi, 2021; Manis & Choi, 2019; Rahimi et al.,
2018) Iagiam Rafique et al. (2020) finuinnsiudisstlovtiuasanuiesensidoudmalinuiunlduinngs
sullufansitiaddudszaumanisnanesnmaaeuanidedui iansssuguvuiivainvans (Narin et al, 2021;
Thammabutr et al., 2021)

Usgloriidaivnmsveanuidedie msthuuudaesdrdanmsufoansvisldgunmuaninsesiluuiun
VoINARA T InNIsUTITRIusIsuYUYY (Rodriguez Manay et al., 2022) LLaxLTJumuif{TsJ%uLLsﬂﬂiuﬂizmﬂim
finsiuvuitassmsseniumaluladunsesenuszendldiunisseniuveduilnaiiflvendniasiuinnssy
Feiusssuguvuisesenandununsiausssy daduddivinegannmsmumuissunssufidnwudnseousu
wielulaB Wy uenwdiaduriesaun (Rafique et al,, 2020) BnisnuAteilinderimnssunssufituuudans
§1989nsUJuRnshalgaUunuundeseiludadnuuuanidednanmdunuusny e Kusrini et al. (2019)
fifnwdngnmmananvesiusznaumrianans-ilnuuudsSmnaldtuasiosisluninii SCOR Model anld
Tudsnmnmdne snfunues Sundarakani et al. (2018) fifnudnanmnuinIsvesaenstukasvidiu
n15@nE1 SCOR Model wuuideganmdadudidosnis wazaiteifilatesielunsinudnenimaisuan
duduuszfuguniisslaganziunsinmingiu nsiinisnain LagnsUImIiansvesyNYy
(Nuansara et al., 2021)

UselowiifsfiRvoseniddeife doyadudnenwlumsudnduiinussuvomuruandulsslon
oAU TisinanSariadeiu Weamsaufuuss wasinnszuunsinnisnisandudfianunsonevaues
sonnufeansvesuilnanmelinmsiannsruuiasvgioadsasslumstmuinussssniauuasaisyadiia
IhduauvesUsumnea denndostumuianiasugiakay i atiufl 13 (w.a. 2566 - 2570) Snviedaduamiide
Juusnaiannsnszynduitmanevinuoman st inussamgmy Duuumndigmunununsieasnsean
Triaenndosiumusesnsvesnguitmnendndiaulalusedndasiased uuselomiosabsie msvenegiugni
yosuAnfausimusssnguvy MinAnseld waziaswgiavuvulusuianetnadadu

UalauaLug

Faauauuglumsdmnalddelulduszlevd

1. rAdeiidunisAnwusnfiduuAsuuusasiniseensumalulad wldsunsseniuresduilng
fifvonansmsiuianssudaiausssuury wansliduimguidanmsataldsuaudlndfivau
inanyuimussald wazannsadumnmadunsinuvnssensuvesiuslnadedufveusnsdug figuiu

2. wansAnwdnenmnisuanduiguruaInnsiuudtaessdinsufifinsidegununnduuuanis
MesIet wandifuimquiianansaiaiensiddnfunidfodamunnld waranunsoliosune
dnannvesnisudnduiguruliiduogned

3. naaszidanguilnendn uenanazduamiAdeusngfaunsassyngudmangudnliiundndoei
"Jfﬁuuﬁism;muﬁuﬁﬁ’wju Fmdanztenluvensgrugniuazifiusgldunguruudy Sennsainaide
Wabuanuigrilunsinadamesnguidvmnedudguuuduqglidn funlifaeiidnvazussnnsmand
waztruaRitudsafunguildlunut eriduaulugameaieatuiudgumy uasivauadfiadenisiuay
Faussaiosdiu Wusu
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4. guyunuiduatuu fmiangie ansadimanisAnwlunanunisaeasnisnainiungususlaavan

v

(nquamamtie) le 019 aslithduniseensuduiunduteninugda (Wu dudldnuie) uaznseduanuauls

v
'

Iﬁl,ﬁ@mi%aﬂ%y’dLLsﬂﬁ”uﬂfj:uLﬂmmwﬁﬂé’wmﬁmﬁaﬂﬁmﬂLa%mmssma lesnntaduiinguitimang
Tinzuuuluszau wiuse Wudu

5. lunsnaunumsdoasnismaadunduiuilnasesngumisilng ) gusuiiufisuatiudu Tamiamsien
msifunsdeansisannudidy wasdstlowivesdudidundn Wosaniadondndnust wasdadonisivg
fausslevinisldanumenguadieglussauliiviuse

Forsuouurlunisviiideasedely

1. astimathtiadomssessumelulaglUfnnnseensuauiniaussasumulssnvduiiegmeldszuuiasugi
ahuassaiuiuslane Tnslemznauguilnaiigliduunmeandufiamusssugusuivhmsdnw

2. psiinsAnwmnnguiuilaadmnevdnvesduiinusssusuruussanduiiegneldssuuiasugia
asassalaglditmliasgindaines

3. MITMsAnwUTeULuAngn NN SHERFUA1 TRINETTUYNYY (Comparative Research) a1nyuwu
i Sanssaudiaaiy
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