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loun shuemugnifuvesuvy suvirunafdedannden wazsumslanuasugamensieailss aunsaiune
nsdsnasie nsfuinansenuideuindenisiidiusinvesuszrviluguaulunisiaminisieafietegsdedu
TnedlAn R? ogfil 0.856 3) Yadeiidsnasenissudnansenuideavilanutadomiloutiadeoiidmansenusionisiug
Bsuan ansnsoviunemsdssasie mssuiiansenuidsaudensiidusvesssrulugmilunsiaumsvioadien
ogessiu Tnefien R 097l 0.449 ndsanihildiindeyaifauinandauneidudeyaidunimiilebuduauign
wazmiImMaiaNsiidusdoly eedlélauaenedestunalufeimn nansiteiamsodusuamis
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Abstract

The objectives of this research were to: 1) study the relationship between perceived positive and
negative impacts on community participation in sustainable tourism development, 2) study factors affecting
the perception of perceived positive and negative impacts on community participation in sustainable tourism
development, and 3) study ways to develop community participation in sustainable tourism development
in Bang Nam Phueng Community. The 370 samples, who were selected by multistage sampling, were people
living in Bang Nam Phueng Community. The tool used in the research consisted of a questionnaire set
and an interview form developed from the analysis of the quantitative questionnaire. Statistics used for
data analysis were percentage, mean, and standard deviation, Pearson correlation coefficient analysis,
and stepwise multiple regression analysis with the statistical significance level of 0.01.

The results showed that: 1) The relationship of perceived positive and negative impacts on community
participation in sustainable tourism development was at a high level. 2) There were three factors that
affected the perception of positive impacts, which consisted of Community Attachment, Environmental
Attitude, and Economic Dependency on tourism aspects. They could predict the impact on perceived positive
impact on community participation in sustainable tourism development with the R® value of 0.856.
3) There were three factors that affected the perception of negative impact, which were same as the factors
that affected positive perceptions. They could predict the impact on the perceived negative impact
on community participation in sustainable tourism development with the R* value of 0.449. Moreover,
the quantitative data were synthesized into qualitative data to confirm the hypotheses and propose
ways to develop further participation as well as the results were consistent with the quantitative results.
The results of the study could encourage youth to participate to ensure that participation is sustainable in
the Bang Nam Phueng community.
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suanmIAmsAne nanisvieadien Tudsiagury nfindrandudinsdiymanelugmuuaifesiides
Tneaswionisuimsdanisiud dufeauluygusuddhinmuioumumuifivesiueasiiians dwmalfunum
ﬂﬁﬁehui'amamuiuﬁmuﬁy’uﬁaaaaiﬂé’w (Bangnamphueng Subdistrict Administrative Organization, 2020)
Tushumsvieadeniirsiluegranniesendernuisionnamlugrudieiaunmsvieaietitul dufiamadoatu
\loneuauessaIudesnisvosnaulugurulaziieliiinUsslovigeansodyavunaz auluguyudundn
WeduasulsiiAnnszurunsnstidumvesadlugueulunsfauinisvesiisregradaiulugusuuiniis
SunonszUszias SminamsUsns allugurudeadaiiuieeudifyuesnsieniistegiedsdu Ideglstng
dawariofnaunmTinveseiluguvuetils Teldimnandivondierfianmsmiumyudoulususuiionimuims
vieafielugursurnluisnunmdinvesaulugurulvifgeu afesnguiduasndeduludunssenouendn
MsfiwuTdieaiey nasnaunisaiisinddndidliuddnviosisaazaulurnruiiunseysnvawnndey
nseviinuazifiunuavesinensildlily thalfliAausslonigagalagliifonfousssund ogrdlsinu
nsitauededstuasiatuldfdedediiededliinnduniasgioonvunievssnaluiuiifesuiony
Wiedldausamuay / ieatiuayumsiaun msnaususensiiiuuleuiedosldsunsimumviesadulasiuiy
Tneyanafiieatoudielfinusslovigaadmivguvuiiosdulaoidealdidiedesiian iieaidfaziilug
AuaureanswmuYiesiiu (Untong et al., 2010)
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'
a VA v =

MnaddeiiRedesiigifoAnuundy fnuidvddesiivhnsfnuiladeiidmatenisuiuteraund
funansEyuIINMvieaiisl msfuiuieiausdsunanssnuanmsvieaies mstldusiuvosuru msatuayy
mMsmuINsvienilsn mswamnsieaiisr mewunsvisuislegsdiduluuszinelng Felusrsuszime
Iihmsideliedramainvats Fadulonadifisearinideifiednuniladeiidmasenisiudnansznunianis
nsveafieadenisiidiuiuesgurulunsimuinisieadisresededu quvuuiahis sunenssUszung
Famdnasmsusinng esnszduesdand anunszuiing Indrin wazaunm@invesauluguvy THduiuds
aruddnuaglioziaisiinananiley sailufisnstadomssuiuazmssudnansemuii 3 fuannisvieaiety
fisnswasionisidusmvesavluguaunnioniiols Milveduilesesfudnvieniisryninewazensimni
Helvnulugmuannsalyimuiieraudnlaudtnvieaiieals masgansasidunsinanmsideilusuld
Tunsafsulevieiiiefsssvmiliduniiduiulinnian erafinsigluuuidsluiamsiosealuuiun
Fruduvieluiiuiisurluewian neliAnmuandad aunmdinincureseilugusy wagnmaeudledlugumy
fivmunsegiululueunn

IUILEIAYDINITIVY

1. ilofnwmnuduiusvesnisuinanssnuidauanuagifiausenstidiusmvesssuvuluguvilunistamn
mMsviouilenegiedsdu ﬂgmumqﬁﬁa sruaunsiiia SunonsEUszung JminaynsusInig

2. \lefnuntladefidenarenisiuinansznuiBsuinuaziBsausenisildiusanvesuszvvlugusulunisfaun
maeafisregdiBu sumuutshis suauisiis SunenszUszuns Swinagmsusims

3. diefnwuuamislunsiaunsdidusavesnuluguruiensiau e istegadsduguauunaiis
fuauinife sunenseUszuns Sviaagmsuannis

YBULIAYBINITIY

1. vouaduRud

msfnuluadidiun fufvinumpmuuaii SunenszUszuns Sorfaasmsusns Anwdaianuada
fagyhmafinuszdunsiidusimvesaulugury ssdnsuimsdusiuauteiie nefuinansenusomsiidiusiu
wazdadefidsnasdonissuinansznuiensildmsiuvesnulugmilunsimuinsvioaislegrsdadure sy
UNTIES SunenszUzuns Sminaymsunns wiewnuuvnaRannsrunsiidusve e AT
wieneliAnn s Iviea s e e sdunelumy

2. YBULARIUUTEYINT

lé’LLﬁUimmﬁmﬁaazﬂuﬁuﬁu’%nmﬁmawﬁﬂﬁa FLNONTTUTTUAS JINIAAYNITUIING 91174 4,946 AU
(Department of Provincial Administration, 2020) nMsAwIMNguAIeE1e ideliisnisimunvuiniiege
ANUNSIUATUNANGUAIDEIALINANGRTVDI LS 8134 Taro Yamane (1967 ensiisty 511iuns Aadang, 2549)
FefAfeisuuiuusdunadiuiu 14 f vundegsinganiasiismeianisd 370 e uagaudn
Y0303 NTUSINTEILIUAUI RS AL 9 Ay

WuIAR NEE wazuIFeNNgITDs

AUENHUABYUYU (Community attachment)

wwIARYeInIENTURBYLYY (Community Attachment) Hnuriiiinunainmeg ) Interpersonal Attachment
Theory ¥sil Raymond et al (2010) wag Cui and Ryan (2011) finaai A nstuseuvy Tnehlugnasun
Thdudnwuendninevosurazyanadfiasfioudsnnugnitunisensuaivesmiesefuaouil uenand
AyniuesNrLdaAEdeatunmiEn ersualierauianidudwesyusuvesauluyuwu (Nicholas et al,
2009) eanussyvutIElunsaiisnsustansEnuLassaTuayLraIUsEUla SRS iDaL e
(Choi & Murray, 2010; Cui & Ryan, 2011; Lee, 2013; Lewicka, 2011)
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TiruaRradIndau (Environmental attitude)

Schultz sgyinvimuafivesninurisledodawindouisngiuunanuuidniierfunuiosveyana
wazsERUfiwiarautesivdesieaduduvilwedaunndounesssund luvaeiitnisonudu finnsanviruad
é’wu?mmé’aummgmaﬁu 1 ﬁaﬁLﬂuguéﬂmﬁﬂﬁmmﬁflﬁigﬁmiimﬁﬁm%’uéhﬁut,aq (Thompson & Barton,
1994) nsAnwiruaifudanadoudiiusslonidmiunsinsefunsatvayuvesszvvilunisaiiuns
fudwanden fimuaulovis santhgnetu vt vnld §dan1senans wazfuszaiununisilefa
faRldUselominnmsiseriaunfaudanndss (Heberlein, 1989 g1afsly Clayton, 2012).

miﬁqwqLﬁwgﬁamqmwiauﬁm (Economic Dependency)

ngnauinsuanasunediny amnsnesuisranseuvesiademaasugiasonisiuivessyanvy
lnogatmela (Andereck et al., 2005 819@slu Rasoolimanesh et al., 2015) aun@nluguvulasunalsslovi
ymaassgiannmatdusalasnsuasiasdolugaamnssumaiondion iesanfanssumaasysiafidiatu
Tuguru FedudnenmuesssrsuluguruiiagldfusslovimansvgalaiunssudiBuaniefunsimn
nnsvioadien (Rasoolimanesh et al, 2015)

{Ateldinisatadulsaninuidesian dunuiditadenariuidmanenisiudnansznuidauan
uazdsaulned 3 dadeiidmariensiuinanszmuBsinuasisauiifiginsinwsnniigatiufe anagnitusiogsy
vruafdedundey waynsiiasygiansnmsviendies v 3 Jededududmatenisiidusuvesnulugumy
somsianvieaiieluaneuiuniiug l{ﬁﬂi’aﬁqg{aqﬂﬁﬁﬂmiﬂuu‘%nmaaﬁuﬁﬁmumdﬁwﬁyaﬁ?u Uadeiidwa
sennsuinansenuldeuInuazBsavdsnanonisidiusinvesaulugnyuiensiamInsieafistegnedsdy
vielsioghdls ileneuasniigiuiinaideldmmual il

H1: AugniuvesyuyulonswaiteuingenIssugnansenuidavingenisidaiusinvesnuluyury
somimsvisaiieIeediduvesaumuinhii sunewssUszun Siaaynsusing (H1)
H2: AaugniuyesyuyulonsnaldauinaoanIssunansenuiBsavgenIslaiusiuvesauluyuy
Hon s 108 988 ue TR SnaewsssEun S inaynsUTINgg (H2)
H3: viAuafneduindeudsninaiiauinsenssuuansenuidavinsonisilaausvenulugusy
semsiiannieuiieIegudiduresumuuinii sunewssUssune Smiaaynsusins (H3)
Ha: viauadseduandoudoninaifeuanaenissuinansynuideaunonisilaiusiuvesauluguay
Hem s TieuTI0e 9diE U IRl SnaewsEUssung SinSaaynsUsIng (HA)
H5: msawmaAsygialnsnaifauangenssusnansynudeuinsenisiaiusanvesnulugumy
Hom s I08 988 ue TR SnnenssUsEUn S IaynsUTINGG (H5)
He: nsilanmiaaswgalaninadeuansenIssuiuansenuideavnonisdaiusauveenulugusy
somimsvisaiieIeediduvesaumuinhiie SunewssUszun Smiaaynsusing (H6)

AslidIusIu
Cohen and Uphoff (1980) na1391 n1sfidrusaniudusiidemnununesiuieianssunas
aonun1saifiuanesiudusiuauinn sududesiemumnevessrindidwsuiinizamtesdduanunisella
Tngldinssuunnsudusanoandu ¢ Yssuan deil
1) msfidusulunisdndula (Decision Making)
Anudpsnsesinisgnimuauasiinisdndfunuddy eiinnudiduedien wdandy
suflunisidendszrnswazulevieiivisados asfosdinsdndullutiafiBufuncuny B nduns ey way
PratumeuUiRmuLy
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2) nMsilgusiulunsaniiunis (Implementation)

Tududuneunadiiiunig axdidnuiilandulifivhusdloniudasemsiuazannsovhusslon
Tane3dla

3) Msfdusulunssnenauslovd (Benefit)

uaﬂmﬂﬂwﬁmimdﬂﬂﬂﬂu@ﬁﬁwiﬂaﬁnﬁ Safpsfimsantenisnszmenalsslenife Saosfinnsan
waUsEleitanauinuazynsay thumnedussloviuasinwsoyanavionduauludsa

4) nsilgusiulunsuseidiung (Evaluation)

AeelinsdunaienuYey ANAIAKIY AuARWiY Fadudendifann insiznauaidonsna
anunsaldeunginssuvesyanavsenguaula

n3su3

sATedeunihidldnisAnuanudoulssszninnisiuivesUssrvu nslidiudinvosguyy
wagmsafuayunmsvieaiion Tnglivguiiaqunguiifidmldduds uasnquinmsuaniudsumedany (SET)
(Byrd, 2007; Easterling, 2005; Jaafar et al., 2015; Nicholas et al., 2009) IﬂwqwﬁmmamU?iwmﬁmm
Hunquiiilansu nquinsuandsumsdsaugniluvssgndldlunannvangaideiievhanudlanisiuduan
'izwusuaqﬂimwuﬁﬁﬁiamsaﬁuaqu waznsidusanlunsiaunsvieaiion (Gursoy et al., 2002; Ko & Stewart,
2002; Latkova & Vogt, 2012; Rasoolimanesh et al., 2015)

mssudkanszudsuanvesmavieadismmneaaringedendelusiosiuldsunansenuiimssuay e
MMNHANTEIUMAATYINT deaTausTa werdwandorludeanamnniannnsvisudiluiuivem s
fimsfspansaasnnuseydua e mAvTuIAna MUY TLAENEUN AL 9 msdmnlendlunisinsn
quiamaiuﬂﬁwmawaauh uaznsinwlendnuaimsiansssu miGeudTausssuvesinvieaileaminunsiaun
wotnedutnviendion Malenidlunisdudne mauguss Hmanividooimsnaiu mssysnbninenssssuyd
LLazmi‘UiU‘UqﬂUimimﬁﬁmz (Abdollahzadeh & Sharifzadeh, 2014; Blesic et al., 2014; Brida et al., 2016;
Chuang, 2013; Lee, 2013; McGehee & Andereck, 2004; Rasoolimanesh et al., 2015)

ns¥udnansenuiisautesmseadivaneimsidegendtlutiesduléfunansenuiimansuasmeden
MNHANTENUEIAUMAATYEAY daniamsTsy ardandenannsiauinisviesiodluiesiuvesny leun
iwmauﬁﬂuazﬁﬂﬁﬁqaéﬁyu gnsRule LLazm@w%’Wéﬁuﬁqﬁu uildFuAmneumus SasnsiAnetanTsy
ﬁgaéﬁu ANLLDSA ATILESNYEIN1TITDT LisusuFeamussrinsadluviosiukaztinviouilen nasnuse Tamsssy
Fadaluttesiu fennuidesinsuvesdanadon ansvhaessuuindluioiy wesnsvudewvenhiifiuiy
(Chuang, 2013; Brida et al,, 2011; Garcia et al., 2014; Ling et al,, 2011; Latkova & Vogt, 2012; Lepp, 2007,
McGehee & Andereck, 2004; Muresan et al., 2016; Nunkoo & So, 2016) Naﬂiz‘Vl‘UL%ﬁauméﬂﬁﬁ'ﬂﬂﬂﬂgjmm% e
sewinsUsernruLaynvieaiien (Ling et al., 2011; McGehee & Andereck, 2004)

FAfeldinisatafulsanauddinsgfunuinddedefdmarenisiuinansznuiBauanuaz i Baay
fudrudauduiuddensiiduseseulugurusensimunsienfiorlunaesuiunitui fidesesnsfine
Tluviunmvesiufiguyuunsiiedy mii‘uwaﬂivmmmﬂLLavLﬁmauummamwuﬁﬂumiummamaamﬂ,usumu
demswamsvisaTetheBuvssliotnls donouamnigiuimagidelainualifed

H7: m33ugansenuidevandarnsiniusaonisdaausmyesmuluguaunonsinminisvisaiiaee e

YouuLyIEe SnneWszUsEUA S InaynsUTINg

H8: M33ugnansznudauiinuainiusaonIsiaausmyasmuluguauson SR Yo I0e 1988y

voayay IR SnnenszUssUng SindaaynsUsingg
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NSAULUIANVDINITIY

AL

AoTuTY

2

P =
‘J'J‘Ué HAnNiznuiruIn

fumsugia

o & EJ o
HNFUARAD - AudInunaz TaUETIY
Fandoy - Awmdanaden H7
matiduimlumaianms
' = ] HE
rioafianedadaduvesyuruaiii
dunenizilizuas 331l
& =
3Tl uATEg aymstng
namseadien Ha

# =
MITUFHaNTENLFIAY

AuATHgn
3 o
Audanunaz Tanussmy

B B
muﬁamman

b

uamelumssiannmsid wimesau Tugnyudemsianuins
- A LT P
roafienndedatu Turuaing sunenszlizuas S ia

dynalims

o '
[ v a

AINNISNUNIUITIUNTTUAINATIV9AU ﬁﬁé’]’alé’ﬂflmist’ﬂﬂumauLmemﬁmﬁiﬂumﬁi’amaﬁ JLAPIANNNTNA 1
AT 1 NFOULUIANUAATIGLUNSINE

AU
myideluasell ITelinmTedUinanas@runin wagldimvuadsaiiunsideauddu fadl

o/

Uszynsuaznguneeng

WedaTun

Uszanns liun Usznwuiiondeegly ﬁqmumaﬁ’lﬁﬂ fruautathis SunenszUsEung JNIPALNTUTING
U 4,946 AU (Department of Provincial Administration,2020)

nau9E3 I Ussmuiiendooglu gumuuiainie siuauiaiie sunenszUssuas Smdaamsunintg
F1UIU 370 AU NTAIUNENAIBE1N HI8 1IN SMTUATUIARI0E19UNTAIIMUATUIANAUAIRE1AILIURN
49599 M1l3 813U Taro Yamane (1967 8198Lu Silpcharu, 2006) fseruaudesiu 95 % lagldaunaianaey
Tumsdu 5% ddudaly Wisnmsduuuulmeaiiersuiisudadiudnaudsznnsusdazmytilatiuam 370 Ay
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WU

[

Aidelavinnisidenngudiegiawuuiansaugnd (Purposive Sampling) Tngvinisfnidenngusiiegis
Hufidlddmdetonisondien fintdnerdeegfisuauinins Sowglisng 18 ¥ ifugfiummsmuslous
firtostunisiendion vialuditumumlumssidufenssunisveadlealuuoy Suuddunivaiiu §ide
yhmsdumualiteliléindsdoya autoyaiimudusiedeyadn Iunuddunvaegi o au

i3eaiiefildlunnsise

wndesiiofililunmsfinwaiiidunuuasuamatiunmilvg (Questionnaire) Tnsdeununguifliidaya
LQW’]%U’ﬁSﬂJ’]ﬂjuﬁmﬁﬂ@@jﬁﬁ?’maU’Nﬁ’lﬁﬂ gunenszUszuad Jrinaysusnis nsaeuauduluunsonmenules
(Self-administered Questionnaires) Tnguuvuasunuazdszneusederauiiieidesiu Jedeidmarionissuy
nansenuien1stdusmvesrulugurulunsiamnmvesiiesgieddiu mssuinansznuiBsuinuazifeay
sensiidrusinvesnulugurulunisfmuinisveaiisregeadsdu uagnisiidiusinvesdszuvuluguoy
Tumsiimunmsvieadisretnedsdu Jsanunsautdlassairswaauuasuaulushedoa ¢ dw

uenilennisdesiiothausiuuudunwalitolimadedmunmdsefmammemuudimuallsvimsuiuug
Fomanumansansidodaliinm etanduduauRsuuasmwamdlumataunsfidmsuvesaulugumy
vsihissely

N15A3I9HBUANNNILATAEID

iAfelddiunmsaseununiiaiosiie Tnglivssnand S 3 Auaradeumiudenadaseiion
Idemnumssnaniion (00 fenuifldldsnduagdodion 10C daus 0.50 Fuld wdsniiniuuuaeunulunnaedld
funguinegreilallinguinegsililunside s1umu 30 au wdnhluiesgianudesiuveauuuasuniy
Mnderaniaunnaizues Cronbach’s Alpha Coefficient ldmarudesiuriatiuwihiu 0.95

Tudhuvesnmidudenanmdemonslsfimsiumnantavesiuuasumuiitothinaeumugidanilsamde
Tugsmuunaiiafiolldundsdoyaludaindenevauniguildmmualy fedoonniuldiiunnmaaey
MnessivEnuineninusieufiagiinmitluasunudianlddudsluguruusiisoly

nsAATIEVideya

mMslnsEiteyamuuuuasunmnoudl 2 Gesvesiladeiidsuadensiuinansenuiauanuazieay
funnagniuTesYTY FMuviruafdedanaden uazsumsiewniasygianissvienien §ideldnsiesei
wAnade uazAdudsauuiasg nefinasinisulannuvieaiiade il 1) Anade 4.21 - 5.00 mned
WiudheeteBe 2) Anade 3.41 - 4.20 wuneds Wiude 3) Auade 2.61 - 3.40 wu1ede e 4) Anade 1.81 - 2.60
vaneds lsiiude way 5) Auade 1.00 - 1.80 vaneds liiiuseoatabs

MsiesgideyamuLuuasUaNnouil 3 FeannsiuitansenuifinuayBsaufiuasegia Audsay
uazdaussan wassnudanaden iddlimsinsesrimeaniade uasmaudssuunasgu lnefinasinmswanumne
Flade il 1) Auade 4.21 - 5,00 el fudinilan 2) Aiads 3.41 - 4.20 vaneds $u3n 3) Aiads 2.61 - 3.40
vanefia SufUiunans ) Aede 1.81 - 2.60 wnefa Susties wag 5) fade 1.00 - 1.80 mnefis fuiliesiian

NSNAFUHNNAFIY

1o

nsnadeUaNuRg U FITelYMTInTeimaAduUsanSanduiusuuuiiesiu uaznsieTevinisoanee

a [

AU UiTuneu lnemvuadedfynaiiniseiu 0.01
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d3UNan153Y
1. nanshaneideyaledefidimadenisiuinansznuiBsuanuazifeausiansiidausiuves
Ussrulugnmulunmanauinsvisaiisaasnedsdu guauunaiibe muaunaiiis Sunawszdszuas Savda
dynsusnig
M5afl 1 uansransiasesitadeiidaarenisiuinansznuideuinuaziBeaudanisilduianvasuss vy
Tugnwulunisimuinisvisafivregnedediu yuvuursiieduauisiis sunawszuszuns
Jandnaynsusnig Tumwsisuazseaiu

Uadeidanasianisiuinanseny AEnn L.
- - . JUAY
\BeUINUAzITIEY % S ulana
1. AUAUKNHUVBIYUYY 3.94 0.96 1N 1
2. puviAuARsadLIngou 3.77 0.98 10 3
3. MUNIIAINLATEEAY NINTYTRATYD 3.83 0.94 el 2
3734 3.86 0.90 unn

01517 1 nudn JadedidmarienisiudnansenulsuinuaziBeau Tuninsiuuasynenuilanadie
aglusziuinn (X = 3.86) Wiefiansandusedenudt dedaundszdunisiuiaande don 1. duanuyniiu
Voeyuyy (X = 3.94) soswmaundu Jail 3. dunsianiasygianienisviendies (X = 3.83) uazadugaving

Wude 2. suviruaRsedandon (X = 3.77) auaisu

2. wan1saszideyanisiuinansenulsulnuazideausianisidiusinvasusevrvulugusulunisiaun
. = | = T X o o W
N59199L71870819898Y YUIUUNUIHS AUaUILIHRS SunanszUszund Janinaymnsusng

M13199 2 WEASHANTITILATIZINTTTUSHANIENUBIUINFAan1sidusuvasUszvrvulugusuluntswaun
N151104L1828819898Y YUBUUINUIAL AIUAUIUIRL SNINTEUTEUAY JMInaynITUTINTG

v Y a ﬂl']ﬂaa % s
ANSSUSHANTENULBIUIN DUAU
3 _
X S udana
ATULATYTNT 3.90 0.96 170 1
AUFIAULAL TRIUTTTY 3.78 0.96 110 2
AUAIINADY 3.78 0.90 1170 3
9794 3.83 0.90 N

1A1eA 2 wud freunuvasuanslasdiulngliaudniiusenisudtansenu@suin Tunmsy
wagseuegluszduunn (X = 3.83) Weiarsundusemunuin suasvgie Wusufidanadeunnign
(X = 3.90) dwuiisesasnidu sudsnuuay Tausss feiedeedil (X = 3.78) uazddugavneidufudanaden
fiflAnadetieniian feadveyil (X = 3.78) sudiy
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A151971 3 UERINANIAATIIMTTUTNaNTEURsausan silduuva sz vulugawulu Mswansvie e
2819898Y YUBUUINUING AIUAUINUIHS BnansUsziuas Jamdnaynsusinig

o Y a ﬂlqaaa s [
N33U3HaNTENUReaY - dUAU
X S wUana
AULATYTND 3.65 1.03 UN 2
AUAIAL LAY TRIUTTTY 3.59 1.06 170 1
AUAIINADY 3.61 1.01 31170 3
3734 361 0.97 11N

NAINIA 3 WU GreusuudeunulasdulvglianuAnmiuienissuinansenud@sau Tuniwsiu
wagsreduegluszduun (X = 3.61) Wefarsaidusiedunuin duasesia WWuduiifidadeuinign
(X = 3.65) dauisesaswlu dudwindon Jruadeegi (X = 3.61) wavdrdugareduiudinuuas Samusssy
nilAadedesign IAaduegi (X = 3.59) Aua16u
3. Han1TAAsIzidayan1sTuinansEnulsuInuasidsausanisiidiusanvasUszrvulugasulunisiaun

Y
0 v

N13vi09ig10819898U YUIUUINUIAL AIUAUNLIAS BnansEUsEua Javdnaynsusinig
3.1 MIATIERANNENTUSYINTTUINANTEN U UINLAzTaUsieN sTdIuTINvesUseyulugu sy
Tunsiaunnsvieaiietegnededy yuouu1aiiie fuauediis sunensylseunadsminaymsusinig

A15197 4 uaaeRNFuNLSIEndenIsTuinansenudeuandanisiidiusanvesauluguyuds n1sWeun
N1371291N18208 19098 UVRIYNBUUNUIASG 3NaNTEUTTUAY JInTIayNTUTING

nsfidiusinvasaulugasuian1TWAILINI SR NY)
-] T X o
2819898 UV IYUYUUUIHS TUNBNTZUTEUAS

Al JWMINFYNTUIING
n r p
N135U3NanIENUBeuIN 370 0.79 0.00*
ATULATYIAT 370 0.72 0.00*
PUFIALLEY TAIUGTTY 370 0.74 0.00*
Frudwndey 370 0.78 0.00*

*TudAgneananszau 0.01

1A 4 WU MsFuinansemuBsuinimnuduiusiBsuannsildiusiuvesauluguusienisiann
maeufiegediuroauruuetiie SnonszUszuns Swinasmsusinig eglusedugs (r = 0.79) ednedituddry
naadffisedy 0.01 WeRinsundusedunuit yaduilanuduiudidauanmstdiusinvesnuluyuay
Giamiv"v’wmmsvimLﬁmasmé'fa@mammuuwﬁﬁq SunonsrUszua Ssminaunsusing lneduiifinnudunius
gefignio sudaandes (r = 0.78) 593891 Ae sudsnuuaz Tmusssu (r = 0.74) uazsnuiAsygia (r = 0.72) Muady
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3.2 MAATgRANuduiusreInTuINanTEnUduInLasidiaudensldusvesusyusuluguay
TunsmnIN1viaa e 1819898y YUBUUIUIES MUaUINEIRe dnnenseUseuns Jminaymsusinis

M13799 5 uanIAMNENNLSIEnIemMsTuiransenuBeausianslidiusiuvasaulugususan1sHaLINSviBdieD
DE19TIBUVIIYNYUUINUIAG NUNBNWITLUTEUAS JINInaYNTUTING

n1sidusInvasaulugBuAaN1TWAILINISTIB LYY
-] T X o
28199981V IYNBUUNUIHS TUNBNTZUTEUAS

s AWINFYNTUIING
n r p
N135U3KNaNTENUReaY 370 0.68 0.00*
ATULATYTNT 370 0.69 0.00*
AUFIALLET TG 370 0.65 0.00*
Fudunndey 370 0.59 0.00*

'
v o w aaa

*ydAgyn1eananszeau 0.01

910A15199 5 WU nsFuinansemuideaviinuduiusiBauandunisiidiusiuvesauluguyy
sonsiaunmvienieresnsddurosmuauuinii sunenssuszuns Swinagmsusins eglussduunang
(r = 0. 68) st AaymsaRANszsU 0.01 el sanlunesunui yasulimudniudiBeuindensiidusu
Guamuiwqmjwiamsﬁwmmi‘viaﬂLﬁmaﬂwaﬁqﬁumaqﬁqumuuwﬁﬂﬁq gnanseUszung JNInaynsUTINNg
Tnofudifianuduiusgeiigaio dulrsugia (r = 0.69) sesadun Ao Audenuuazimusssy (r = 0.65)
uazFuAawInden (r = 0.59) muau

3. wan1sinTeideyaladendmadanisiuinansenuldeuinuasideaudanisiidiusanvasussyvuluyuu
lun1sianisviesiigtagnedediy YuruUIIAg AMUaUIIAe SnansUssunt Jmdnaynsusins

M350 6 uansAduUsEAvEn1sanneenanvasiaulsluaunsnensaldadendwmasianisiuinansznuBeunn
dansiidiuinvasuszrivuluguvulunmsiauinisviswiiedagnedstiu yuyuutediEs Auauaiig
gnanszUszung JmInaynsUsnIg

Faudsiidnen b SE, R t Sig.

(F) ﬂﬂiﬁawmmmwﬁa 0.408 0.38 0.430 10.801 0.000*
(F) Virunfdodunndon 0.242 0.33 0.265 7.284 0.000*
(F1) mmaﬂﬂ’u%mm%u 0.270 0.39 0.289 6.995 0.000*

a = 0.289

R = 0.925

R? = 0.856 (Adjusted R* = 0.855)

F = 123.827

SEest = 0.34358

*p< 0.01
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11nM15197 6 Uit Yadeiidamasnunisianimaasugie (F3) Jedesuiaundnedunndon (F2)
wazadeauanuygniuvesuy (F1) aansatiuduneinsalitdmasie n1siuinansenul@euinsensidius
vosauluyuvuion1sfmuInIioiiogiadady qu“liuUNﬁéWﬁﬂ fMuaUIIAe SunenszUszun
Jaipaynsusinis (X1) laseeay 85.50

Tnvanunsa@euaunisnensaliladeiidamanonisfuinansenuideindenisidiusnvosauluguay
oM simLINSioaiIeg1sdiEu ﬁu%umafﬁa FuaUIAS SunensEUTEUAY Jarinaymsusns lusunsiuLmy
feasoadil

x1=0.289 + 0.408 (F5) + 0.342 (F,) + 0.270 (F,)

aun1snensaldadendmadonisSuinansenudauinenisidiusiuvesauluguvusnan1 e,
N5YeueIBE1NgIEY YUYUUIUIAE AIUAUINIEL SnensUszuns Jminaynsusns luguasiuuannsgiu
I51uazLdeanal

Zx1 = 0430 (76,) + (Zf,) 0.265 + (Zf,) 0.289

= o a £ o v A, ' @ a
M13199 7 uansAduusyavsnisannssnanvasiaulsluaunmswennsaliadendwmasianissuinansenudeau
' a ' @ ' = | T X o =1
sanstidiusiuvassznvuluyavulumsiauinisviewing1ae1edadu YuBuUIIEe AuauIeiie
3NaNTTUTTUAY AU INEYNTUTING

fausdidnen b SE,_ B t Sig.
(F) 0.299 0.70 0.304 4.273 0.000%
(F) 0.257 0.81 0.255 3.153 0.000%
(F) 0.158 0.80 0.155 1.985 0.000%
a = 0.868
R = 0.670
R’ = 0.449 (Adjusted R* = 0.444)
F = 99.265
SEest = 0.72549

*p< 0.01

NP7 7 nudh Yedeiidmadurimuadsedaanden (F2) Yadesunruyniuvesyuvu (F1) uazdady
Fumsfenmaasugia (F3) anansasamiuneinseiidmasie mssuinanszuidsausiomsiaiusmvesauluyuoy
AensauInsvioniletegdsdy ﬁm%umfﬁa fuavtniiae sunenseUszLAg JmTaaynIUsInIg (X2)
9Sevay 44.40

Tnganunsadeuaunisnensaliadefidimasdonisuinansenuisauienisiidiusanvesnuluguy
semsiannMsvieaienegnadsiu guruuniis suauiniis SnenseUszuas Smiaagmsusing TugUasuuui
fwawBondad

X2 =0.868 + 0.299 (F,) + 0.257 (F,) + 0.158 (F5)
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aunsnensalladeiidmasionssuinansenudsausionisiidwusinvesauluguyuiensiaiuInNIsiee?
9E1998U YU FuauIahids SunenszUszuas Jmdnaynsusnis luguasuuuinnsgu Iseazdeadiil

7X2 = 0.304 (Zf,) + 0.255 (Zf,) + 0.155 (Zf,)

11nM15197 6 wudn dadedidawasnunisiianimaasugie (F3) Jedesuiruaddedunadon (F2)
wazladeinuanunniuvesguy (F1) anansasiuiuneinsalitdwanis nssuinansenudauindenisildisu
vosaulugurudon stauInIenfisndrededuy yusuuiaiiie suaviaiids SunonszUszuns
Faipaynsusinis (X1) lasesay 85.50

Tavanunsadeuauniswensaliiadeiidmasnonisiuinansenuideuindenisidiusnvosauluguey
somsRanNSYiBaiedee19dBy ﬁm%umaﬁﬁa FruauIniRe SuneNsEUsEUAY JarinaumsUsng luguazluuay
fwandoadsil

4. wan1sdunuaituamslunsaunsiidiumvesaulugusudenisiauinsisaiietagiededuguvy
Ut fuaunaiids Sunewszuszuns Smdaasmsusins

4.1 wdiusveamssuiiansenuiBauinuasidsausiensiidusuvesslugurusomsiannnsvisadien
peadsBu YuauUITEe siuautethis SunenszUsung Sainaynsusins

Tuuduvesmsdunal flideyafienuuiuaenndedulufimmadentu Tnsagused mesuinansznudeun
wazideavdanananisilaiuTinvesauluyuueg 19wt IngauluyurunsentniamansenuBIuINkasiay
Hueehed ondegaty masuinansznuideanlubesmesiuasughofiundududui 1 auluguvunszuiing
Ieldnnmsvieadisdmaionnnminvewimnuies nlufsataing SsdsmaliAnmadianidusou
Tunsitmnisviendior ddufesmesnelduaratainmsiusnanismetuahiadundnidelfaauwdeeld
sonuluguvy sumsiuikanseyudaveglusudsunazdundey ssduluFewewes ausensadilsiifioane
wazidossnin ludewosmeriinduiunsfiafuniesinuey Tufelimshuezahdulssadanniigaunis
Fatlonnuezamifinmirludesenlumstisaulasiivinaiusiivessmtiu Semenatuldhdsnamninnues
3J’]’J’1\‘1€(]>1‘Mu'1EJI‘IM@’]G]U’N&]%&@@}LLay’J duvesanusensaidsiiiunsvesatusensaiiiesesiuinvieaisdiitnan
vipafiennTundinaniunsainisunsszuiavedlsn Covid-19 Mssuikanssmu@auinuasdsauvesaulugmy
vahisudlngiinannisssaunureieivemanuies wasfididysndiudontsniunisyinussenny
WenelfiAnnssudsiuAunasasefuvesauluyusy aulugusldfidiusinlunisesnaudniiu Inndiansed
fustamaAsuuauasnsiauvesiaiiuiigumilundoundu iereliAnyssloviganveseluiud dnd
vaspuluguruiidunfiduiudentinsesmseaulugurunsuiiniseadedeliiAnUseleninniiui
LAZIVBININIYILEY

4.2 adviidmariensuitansenuBeninuariBsausonsidusuvesmiugsusensimunmsveadion
onedaBu guauLIethis suauneiils SunewszUszuns Svinamsusns

a

1 3 Jade Usgneude duanugniuesgy duiiruafiredunaden wasdunsfianymaasegia
sedanasion1ssuinansenuiBsuinuasidsauronisidumvesauluguvudensiamnnsvisniieiegradadiu
Tuusumesnisdunuenl flideyaianuaiinrudnfuaenadeslulufimmaiontudn sumsisnmaasvgio
tudsnasenisuikansenudeinuasiBeauinniign edenalugedn 2 fuiivdetuile Fuerugniuresy
uazsusiruAdedaanden Tnsynannenueun fesiliaulususuiinmsvieaiiiivsslovideniniviegls
nsviesfielidsnadesiafmine Weauluguwuiinnmsvienfierdsmausslovidesmnendanelmianissu
fuarn1sfidusaunudiiy ludwvesnelduaratainsiudmaiiuodianndenissuinansenuidevanuay
Feau Melduavatainisvdniumnainaaint ImJLfJumiLﬁ’UaﬁfaﬁmimmmiumamﬁﬁmLﬁ'aﬁ@umqmmw%?m
yosnuiivhanlusaaiuazaulugusuaudug esandamaiuimsdanislusuuuuvessusy a¥afnisiida

dusldtuuimsdnassudnuduluFewenisiaivvesyades N15U3M5IAN1395195 MIRAUIAMAINT IR

215MSIINSUSHISSSA? 23

dnauaavugauAnuenvuwissunalng
Tuwszargudiud audowszmminusvgnn sumususvnuni

Uil 12 6 2 UszSifiou nsngra - Sunau 2566



vosgfgeeny yumsAnwiliuAinlugmu mesvneuia e uaznsuimsianislududugmunnuivsnya
auluguvulesdiiitinvesmuieeguiiannsaniddinlildegramideauy iiadudadnuaiusssgum
fnsugnilaenviliidunfudiuvilsesmsieaiion asanugniuliineliAnlusvesenvuiiieduadli
Annssuslusvessmsumaniuewasdsalfiianisdidususemsiauvionisweluluouanegeseoiios
Tusuiruafivesdanden milugurudivinnisveadiealdldvilnaunndeuluiiuiidudoumely fnadeaden
Awandeuthiludosweinisuiuresiiuiivesnaintn wimnamhesnueun Aimsugnifisadud e liiud
fandlidsssumifiasn Jaduddnyfefemaulummruemssminiidunndeuluiuilis lonidonanan
Huegran Inhliauluiiuiisnlusaiuiivesauesn

4.3 LLuawN‘Lumiﬁwmmiﬁa'aus"smaq@uiusqmwiamiﬁwmmwiaqLﬁmasmél’qﬁwqmuuwﬁﬂﬁa
fuauaifa SunensEUsEuAg JInEynsUIING

flideyatanuaiinnufiuasnadeslulufienafertuluFoswasnisimuiesulidaunion
Tumsdnidusadumsiannnisvesdion Teemamhesnueundadiuienuddyrosenmiluiuiidusgrann
desnnfuusshdmanlunsdsaduuasiamniiufinisveadedlueuian Tnennsdnisuimsaausua
whuanngueneuimiengaties duasulufuresniv aunmdinvessnvuriulasinismieimsiii
warlassn1sdammantes dn1suuziwinidaslieivudiuiaedndy Fauinye nssuINALAARII
Fhemuaadioliionyumaiuimiundian ndwh nduanseen shidlunszuiuniseseeidesiimsduauaug
wagInussauRafuesiiuillinsegosnsdsiu Auvandvlienauiuiauddyresiiuigmuiasipmuios
relmAnAuLnuteiuf wesiuisUsslovivoshituigmuiiiedienyues Wewmsumaniulfifui e
vostufiinnifisswe dwalienvundduiusgdafisgnduinimuiuiivarouinsTaussamesyumuiifogud:
saduldvausolulflueuan

aAUsENa

MARaNTITeEes wumdunsiaunisiiduiuvesnuluguvusonsiaunisieaisiegedsbu
ﬁm%umaﬁwﬁq SunewszUszuas Swminaymsusins ideiiseiuiitinefAunerafsfunsiuitansenuidauin
waziBeau Jadefidsuasionisiuitansemudaninuazifsay warsudsidmasienssuinansynuideuinuas ey
en1sfidrusanvestszasulugurulunisimuinisveniivregedaiu yuruuiahis fuauisiis
NNONTEUTEUAY JIInaNTUTINNG il

1. ms¥uduansznudsuanita 3 dulunmesdauduiussonsiiduiiuvesaulugmudonistaums
yioaenagsdiBurasmmuuieinie sunenszUszuns Sminauvsusnis Ssaenndesiunsfinues Untong et al
(2010) HaMSANWIRINETEYIN HANTENUMALATYERadaNaten satuayulunsiauINsyionieaundign
Tusnirfinansznududaunndounassansenuiudauuas Sausssutudeudwdamaionisaduayulunisiam
nsvieadien Tuddudnunaenadeaiun1s@neg1uee Wang & Yamamoto (2009) ldszyituansznuideuan
uassgRatayAnndonsmdmaienstdiusuluniseudnusssmni uazaenndesiunisfnu Rasoolimanesh
et al. (2017) findmiluitufivuunsansenudswaninadniiduvinluaeiluiiumeaiiomansenuidaun
ilairosinruddy wavaarhedenndestunsfinuaes Choi (2013) find1an Y1Ivegauiinssuludeuin
AenansENUMAATYERaNardsAsLay Ias TN INMTe s AN SaimsiuiTdunanafeafusanseny
Fudsundenludananidesnnmanuiudonielidiude Seduegfudnuuznisissginsvesmanian
Tuduveanisdunivaiiinnuaenndesiunasinuuuasuaiy auluguyunaind dnissuiluiseswessels
waratannsfuogsifinnnnslendien auluiiuiidnlnaduiendndiiionmaviondir afemuduesia
Tifuwanian SsdiarnuBuiuasdiladuoghanniissdanddusulumsinumsvionieiogsdduluiiud
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2. Mafudkansgnuidsauiis 3 Aulunmrsiianudtusremsidusmvesaulugurusionsiauinis
ViaqLﬁaaasméfqﬁumaﬂﬁqusuumqﬁﬂyq SunenszUsin S inaymsUns SsaenadeatfunisAnyived Jansr (2019)
pans AR N IS MeSUSanss U uUINLAA ALY BNaReN sTTduT Bt Usselianamss i
fawansgnusuauusinadilafiazidusnmazdnadumplufionssumenisviendsn uavasandesiums@n
93 Choi (2013) leszyivmvesseuiinisiuinidunarafeiunansenusuauvesnisviendion (rsugia deau
Jaussn wazdaindon) luduvosmsdunvaiiauaonadesiunanuuuasuny auluyuvunain Mssud
uiigslaifinisnszaneda naggndegiinundulandunilafivaviidy Sedwmaldnisfdusniananaunguii
ns¥udeeudndudniug luowandsesiimaainenisusliuntulunguelusuvuifioiuntsusliduniy
Selumnfunsviesiiendiiifedonnniudmaliinveadiemadvadnnuiuiinatu Samiinumedadiuldoee
Aomsasasindn fsoavandusunsnnluiungaiens enfing uag umgatindngnd uenandymiluBewesmsasas
iy Saiitmiludeweslaymussiiavauseiiownegenuiy UonwileantuMSTENF Y8 INAINTNUNAS
HdsnaliAunndouundnluiuiigniasadludnde Tudwuwemgul] aenndesludmguiuandisumsdsa
Ap (1992) Thinmquiuanivdsumadsnanussgndliiunmsviondsndundiusn nd1min Sruszeneusuitmade
TumsWannsviesiien f\i’ﬂﬁ’ﬂmm&y’ﬂ%mmﬂlfuﬂumiaﬁuawmﬁﬂ’wmmsvimLﬁea

3. fhuvs 3 Yeduidwarenisiuinansznuideuan Tiun fuanugnituvosyuey (F1) fuinuad
fedandon (F2) Wag fMumsiawmaAsysia (F3)

Frumsfianmaasusgia (F3) msviendissdssaliAnnsifiuswvesinviendeafindsivadanludiud
dawasdeswldvesanlugury Aanisvesauluguruiinnmilosyuindu Fefinuadiudmadoseld
vosaulumumuiavmn lvelugmudaunmdinfiitu sensdasiumideves Rasoolimanesh et al. (2015) find1ah
Hadomasnunmsflanuasugiaiinasionisiuirensudtansenuidaninvesuszvvuifsonsiannnsvesilen
Fsapandestuunduauaianauluymuinesuieiu lnsaulugusunainin maveaiindldliuselovideyum
Hueehann a5wendlsiudaulummu abeeldlsiualugm nsawzshmaehunsthieiduwaseseneldn
Turmdluguru doinanministuaulugmuiddiaunuesdundmaionimduegiitiuvesaulugmy

Fusimnfroanndon (F2) Mavioadierdudmagivmisasdsnedonluiuildunmsoysnd ldsunsuntles
wazquainu fuflugumldsunsduasesmmunguune uonmniumsviesdisadawillidaunedeuluiuildsunsiiuy
Tnememheruuazaulugusuesiifiaunsswindsauddnuedanedenluiiuiiogaue lesindunadon
Tianseloionuluiiufiosnuiivie aenadosfuauideuns Nicholas et al. (2009) findmdr Hadedusimuad
ﬁm%aLnmé’ama’waaiami%fuifﬁuawszsmsuu dlosanUszrvudilngfifrunisuuindedwinden Faiuwiliy
fazaduayunsvieafiolaglidfdaUselovisuasvgio

fumNgnuYesyNTY (F1) a1u15ana1dlddn nsvisaiisddsualdauluguyuinainuningile
Tushguruenduegisann Audosndurelianyselovidoaulufiuiiduesann Sdmalfauluguwy
youagluguwuil mmsniigsudaianssusie fietulugusuiuduiinnuddaronuluguey vonainty
Hydsmasodssruasanuazainvesauluguuuldsunisiaun fanunddudmaliaulugusudaugniy
sofyuvudusgiann aenndosiuaiideves Vidal Rua (2020) findnin Usssnwuilauidnesndnanadduayy
myvieadisrseileminuiinnagiilalususuvesaueazidionuneusniiudlugmureamne uaziluudliy
wfimnugniulusduiigiudomanimidafivinnisieaiiswilivusuresmananity gusuvesmanauivls
wazasadonnniy
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4. fhuvs 3 Jadefidenadensivinansenuidsay Toun suanugnifuvesyuwy (F1) susinuad
fodaundon (F2) wag fumsfisnmaasegia (F3)

fuANugnLYesLYL (F1) anansananlédn mmnmsiinmsvieafienivsslevisonuluguvuduogisnn
Jelallevilvieuluyuvuidnlimagilalusgueu laiflaudndliyniusosyusy wieflanuidniinsvieaiien
yhlismugapdsanudusafuvesauedly fuaidudmalinulugusuiianusniutesyumuduogann
FsaenndoeiuauIdoves Nunkoo et al. (2009) ind1nin Jadedsdamasnonissudnansenudauinuagiiaay
fifldensiaunisvieaiiss ausateiwumenieliituieusslonigsaavosildsunanssnuinniian
PMnMsaLM e senrdosiuundunsainneuluprusenudeatulesmdugmuna i msfimsvieadien
Tugurutududosdin Wauaunmdinnuienatuaunmiiavesnulugsuliftey

suiirunsiodannden (F2) anunsananlain aulugumulilfuesinmsveadendusviarsdanedes
Tuiufiinnueindu ldansnsavdnidedldiaeiniseadiedlivharessaumluiu uinamiluguruiasmiseny
fiieatedailitinsdueula miBnafenuydundeuluiuiigydsly Jadumhfgadlhdldhmeeaden
danalidunadouluiuilldfunisquaiuegad Geaenadosiuauideres Nunkoo et al. (2009) find121
Hadedadamaiensivinansenuidainuassauifson saunnisvieaiien ansnsnteiaLInsvieadiodl Aty
WlestlomigeanveadiiléFunanszmumniigrannmsimunnisvieaiisy Jsaenndeafuundunyaiannalusgmey
Fhomuieatu lasaulugusunanrh ufasldldasthmemavendenduluguuunaiis mevanisendien
Tuiuiildimadendeusssumpluiiuiiluuvisdn widesmnaulufiuiinsznindmudifyvesduindo
wazningnssTTTATogluiufidunuiduogudn

sumsisnmaasegia (F3) mavieudtvutududdyianiiamelduneiuguu duafilveulugumy
Iiorinfianssnidesiaedld elugumumesillifmmevoadiodlléinhmevoadninilinguomnaanas
wazauluguruesldlifininseldvesaulugusuduldlinszaied viofonudnisviendeisgiaion
melsvasmuluymmuesaninsavnanaduldivudeniu daudatumideves Jurowski (1994), Gursoy etal. (2002);
Ko and Stewart (2002) #ina131 Jadesunisfisnmarsegiaiinanseyuegrdlififodfysentssusidsay
Y9915 Beenndosiuundunvalaneilugruseuiiontu lnsauluguvunaini aulugusudaiuinanssmy
BeauiiAnnnmsvieadeadueehe uddlerndrstutiadesumsgRiandiu aulugmusaesimnanldsulselond
MNMsvieafieannnindeansaindeiusanseudsauiiinannsviesitedld

5. Lmeﬂumiﬂ’mmmiﬁéauiammmuimgmwiamiﬁwmmwimLﬁaaasmé"q@uﬁqmumqﬁﬁa
fuauishis SunenszUzuas M TPaLNIUIING INNANTIBRBUTUULALITIRUNINTANLADAAR DY
Tnoauluguwunasiihgusudadiuiesliruddysuensududdyielhdurusmdnlumsivauasii
oglugumulvishsegldoly Tnsruugnilinguausulmliidadiuisnnudduasaneosiud nelviAnarumniiu
wazarileisusloviiiddonniunesifosnals innzaulugusunesiideiifiogduduasiianssssnuld
Tegluthgnimau
GEL

PNEaMTITeNU nMssuikanssmuiadinnuasidsautudmaronsiidusamesmilummuduegiann
safetladora 3§ 18w Frueugniuresyuey duiruafrodunaden uardun1sfianmiaATysie
Favupdudsraronissuianssnudaaniasdauissuiniu lnenansideuandviduisuiudedmain
wavdnasutefomaideqiuly Wosnaulugusuuandifuudridmalfnaudunddusmesauiiass
Fosmsduadalsemnoudruniduslumsianiuiilinntu madduewmerenaiinisdndamsmveseluye
wndundniifinsiauusrdassudafomaisnde
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Abstract

The objectives of this research were to: 1) study the influence of supply chain integration on
supply chain resilience of handwoven silk entrepreneurs, 2) study the influence of supply chain integration
on the sustainable performance, and 3) study the influence of supply chain resilience on the sustainable
performance of handwoven silk entrepreneurs. The sample group consisted of 238 handwoven silk
entrepreneurs, receiving community product quality certification in the lower northeastern provincial
cluster 1. The data analysis was descriptive statistics and inferential statistics using the structural equation
model. The results showed that the structural equation model was consistent with the empirical data with
the chi-square value of 24.468, df = 16, p = 0.080, Xz/df = 1.529, GFI = 0.975, AGFI = 0.944, CFl = 0.993,
RMSEA = 0.047 and RMR = 0.005. The internal integration had a positive influence on supply chain resilience.
Customer integration had a positive influence on supply chain resilience with the influence coefficient of 0.449
and 0.558 respectively. In addition, internal integration had a positive influence on sustainable performance
and customer integration had a positive influence on sustainable performance, with the influence
coefficient of 0.185 and 0.308 respectively. Moreover, the supply chain resilience had a positive influence on
sustainable performance, with the influence coefficient of 0.334. The findings of this study can be applied
by entrepreneurs in supply chain integration and operational planning to mitigate risks during uncertain
situations to achieve sustainable performance.

Keywords: Supply chain integration, Supply chain Resilience, Sustainable Performance, Handwoven

Silk Entrepreneurs
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Rodn unisalfildunilaegrssinga vlfaunsasnudunuldedindessnarivszaninmeasnnszsuiums
Tﬂiqﬂmu (Yang & Hsu, 2018; Umar et al.,, 2021) 2) mmﬁmmju (Flexibility) PUYDY AIINAINITOVDINDNT
TuuusuasmevauosedaunsalmsiasuudasldsndiegaiisyavinmuazUssavisna siwlunsusuae
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USinansranaufuaginis safamsidndudnivannvandmsungugnandiunnsediu e linsatuanssioans
maqqﬂﬁwﬁLﬂﬁauLLUaa (Amoako-Gyampah et al., 2019; Yousuf et al., 2019; Delic & Eyers, 2020) 3) AULDILNT
(Robustness) gl anuansalunisaianisal uaznioumiensuflefuaniunisaifioraiatulusuian
Tnenmsnaunusasiuaudss wlaunsovdndsmioanmimdssiiazintuld Tnslsifestinisufudsuguuuy
yaan1siuiunulvial (Piprani et al,, 2020; Mubarik et al,, 2021; PN., 2021) 3491n01591UNILISIUNTININNLIEE
dulgwuihnmsitudaluligunuidvswamsundenanisiiiiunuegdidu Sunuiteves Garcia-Alcaraz et
al. (2017) wui Aansiifianuedeaariathunsususidendyanunsainsuasuwansdediuusyaninin
FuaswsAalsiuAanisld Snfisnuideves Khan and Wisner (2019) finuth mnuedesuadriaskiluldquniu
weifiumansduiununimsiulasiomesonueuastlsmnmssidunuresians venininuideves
Li et al. (2017) wuimsiusa mswesumiesuazaundesindmanonanisaiiiunusunsiuvesions
uazaATeTes Yusuf et al. (2020) Anudnsuftinuiindesineluanshliianisiuiildesnssnds
Fedmarsenanssiunuegnadiu dandu lunifedfshmuelifauis i

H5: msiltusalulyguniuidnsnanisvansenanIsauiuguee 1969

wansALiusuegnedediu (Sustainable Performance)

msanUszavsnaedtgunulidauliiu demathmnenmaasugialiduumadortudmne
sudanadennazding Tannsuiulgsransnmvesldgunuastisifiunanisiiuaunssiuluszezen
wazauldiusulunisudsduliuionts (Shibin et al, 2017) Tasnansiliuauednedsdu (Sustainable
Performance) efis m3faruannsnvesfiamsiionsnaeuiarUiuUsssyavsamlunsiidunuvesionis
Tumndulvindy felunsufoinu sanmaiulnvesselduasUssansnimmienisiu suiansauasUsadu
UsgAvsnmuazUsyavsraveanssurunsiuligunu ileussqtimanglumsimuiliinanuddulusuasusia
FuAunden uazeudsau (Chan et al, 2017; Delic & Eyers, 2020; Kamble et al., 2020) FalunsAnuniilétana
nssuilunuegnadsduluanudf faid 1) HANTALIUIIUAULAITEEAA (Economic Performance) viangfis n153aKa
N13ALIUYEAEIAY TuliveINan1TANTLUNINITRULALINATIEIUNINTAAIN WY Nsiiulnvedeenuiy
Auasalunsviils wazgnsiulaesdrunimmenisnatn WWudu (Shibin et al,, 2017; Yusuf et al., 2020)
Fadusniaiddylunisaanisalanudifaioanuduldldlunisegsenvesfianis (Yousuf et al, 2019)
TnofumsiasFeuiisufudiinen 2) nan1sdiuaududannden Environmental Performance) g
fla mamsgmindsmnudAuedaanden Tasnsanuansznuresnslivinenslunssuauniseing q veaians
msanmsliianiidusuaneuasiduiiv mathanuwdelinduantdlue waznsiidunususng  AiRedesiudsinndon
Fansudnnaealiguny odgliesdnsldiuioulunisudstunaiivssansnimes1edsiiu (Shibin et al, 2017;
Yusuf et al,, 2020) uar 3) wan1saniuarusudens (Social Performance) vangiia nanTesITUNINFIAY
FadulszifiuiinnAanisiedlinnudidy Aansdosiifeulynaiauiilusssy Insdandsuanimuinden
Tunsviauid Aneuwnuiidusssu Teauwindeutu Ssnumanaienisiausssdutladomadnudidana
soUstavBamlunsiuiunuuasltgumuiidsdu (Chin et al, 2015; Shibin et al,, 2017) 1INATNUYILITIUNTIL
HresudaimuanseuinAnnise fanwd 1
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Internal

Economic

Resilience Performance Environmental

A

Social

Customer

Agility Flexibility Robustness

AN 1 NTDULUIAA IUNISIY

AWAiunIY

Ussrnsuaznguiegefililunside Ae uszneumsinlmamedielunianyfusenideaunionouans 1
flssunssusesnmuamnansusig liun fusenounsihlmmetiodmingiuns 268 1o fuszneunsinlnumedle
Janiay3sud 164 918 gusznaunsinlnuvneiiedwminuasswdun 70 91e uazgusenaunsinlvuveledmindugil
86 578 (Thai Community Product Standards, 2021) Aguf108193INATAIUIUAIEFATVBNLT BN
(Yamane, 1973) fiszfunnuidiosiu 95% Tasvsusuuszannsldvuinngusodne 238 fetne léun nausieeis
Janingsuns 109 578 NauAIeg 19T mInuITud 66 918 ngudieg1edimiatend 35 518 UaznquAIegI
Fmiaunsnedin 28 918 Tasifiununudeyanniusznoumsinlvamediofisininiufanisey Jufudoua
lugrapiauiunmu-iguiey 2565

isesilefldlun1side

n9feilunsidodeUinn wndesdiofld Ao wuuasuaw (Questionnaire) Tasutseanidu 3 nou
1dun neudl 1 doyaimlvesfusznaunisinlnameiiofudaiuvasla LuunsI19a0u518715 (Checklist)
neuit 2 Usgnoude (1) JeyammuAaiuioatulisdonsysannisidgunnu 2) deyammianiuisatutiadonisiush
Tuldguyu uaz (3) feyarmnudniuissdudadonanisdniunusgadedu Fadomauneud 2 19n1s¥n
LUUIIMSIUTEINMAN (Likert Scale) wisoonilu 5 sedu fe ey 1 vnefs vooflan sz 2 mneds des
526U 3 vanefa Urunans sesU 4 mnefle inn wag seU 5 el snnilan waseud 3 detausuuy WushnuUaneda
Tnefimsvndeumuiissnsadaiion (Content Validity) sngideamadumsdanistigumuvesiamiayumu
UM 3 VU MeAasiaNaanAdes 10C (Index of item objective congruence) NANIINAGOUNUI
fifegjsenine 0.67 - 1.00 FasnnAinas 0.50 -1.00 (Rovinelli & Hambleton, 1977) uagnansviaaeuaiieiio
(Reliability) w8suvudaUny Nngufogsiiddnumzadiofudmau 30 918 TasfinnsanArduussanssan
¥83AF9UUA (Cornbach’ alpha coefficient) é’?ql,wi 0.70 ﬁ'ﬁuvLU (Tavakol & Dennick, 2011) Wuﬁﬂﬁﬁhagjizwﬁ&
0.782 - 0.917 Jawnnninna aguldiuvuasuauianuiidede
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MsiAsIzvideya (1) afRiBsnssann (Descriptive Statistics) oA Aade drudsauuanmsgiu mamd
sl Ahavdiiusuuuidiesdu feensideoyadosiureshuls uenitonsnaoudennasdosiuvesnisinses
WUUA1ARaNn1sATIase uay (2) afifWseuunu (Inferential Statistics) MensIATIEiIAUsENBULTIEUEY
ilemsraaeununmUUTIasNsInduAunsadslassaine (Construct Validity) wazn1siinsizsinuudias
aunislassadne levnasuauuigiunside Taelfinamidirnuaenadesvosuuuiiassiudeyaidaseing
299 Hair et al. (2010) lnefinrsanainandsil Alaauniiduing (X7/df fesnth 3 @1 pvalue w1nnd 0.05
Adviinseduaunaundy (GF) mdviinseduanunaunduiiuiuuiuda (AGF) uazAndvil insefunuiaenndes
naunAuBaUTeuLiiu (CF) 11nnd 0.90 Andwilsnildesvesnumaaiadeulunisuszanaa (RMSEA) wagsuilsnn
19318 anuaisvanas (Root Mean Square Residual: RMR) fioenin 0.08

o ' = ' ] ' ' ' v a £ v W
AN 1 ARAY JIULVYILVUNINTZIY AUl AUl wazAdNUSTANSANFUNULS

fiands Int Cus Agi Fle Rob Eco Env Soc
maﬁa 3.50 3.58 3.39 3.52 3.41 3.18 3.44 3.60
E‘i’mLﬁENL‘UU%J’]GﬁE’m 0.403 0.443 0.382 0.371 0.353 0.487 0.359 0.335
AR 0.051 0.148 0.475 -0.276 0.433 0.303 0.431 -0.285
AAIULAS -1.605 -1.032 | -1.325 -1.064 -1.162 -0.565 -0.422 -0.953

Internal (Int)

Customer (Cus) S5T7*

Agility (Agi) .658** | 725%*

Flexibility (Fle) .688**% | .695%* | 718**

Robustness (Rob) H18%% | 663%* | 738** | 723%*

Economic (Eco) S | 577 | 576** | 519% | 585%*

Environment (Env) 402%% | .442%* | .400%* | 360** .384%% S5T7**

Social (Soc) A43%% 1 A8A** | 445** | 496%* | 418 534%* | 568%*

AUYNR: **p-value < 0.01

a1

N139599aUTaRNALUBRNYRIMILUIMINANTIT 1 WU Jeyaiinisuanuaswuulaaung daianud

(Skewness) ag/5ewing -0.285 fa 0.475 Liifiu +3 wazA1Ala (Kurtosis) A1085emi9 -1.605 it -0.422
T3l £10 (Kline, 2016) N5 Aszsianduuseandanduius (Correlation) wuin sauUsinuduiusfudadunss
mﬂﬂWa:mJ3zawﬁamuwuﬁizqumLLiJiummauwmaglwmmqmmﬂu lnefA10g5ening 0.360 i1 0.738

FalaiAu 0.8 (Stevens, 2012) Tnefitfudfyn1sadnfisedu 0.01
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] a ¢ < a A o
AN 2 HANTSAATILVDIAUTEND UL U

faus A SE R? AVE CR
Resilience (Res) 0.73 0.89
Agility 0.841%** 0.006 0.707
Flexibility 0.834%** 0.006 0.696
Robustness 0.842%%* 0.005 0.710
Performance (Per) 0.54 0.77
Economic 0.694%** 0.016 0.482
Environment 0.722%%* 0.008 0.521
Social 0.748%* 0.007 0.560

nueua: ***p-value < 0.001

ANINTIIEOUANUATITIATIEVOIMUUIAIN T I Tiasesiesdusznauddudu aumsei 2
wud wudaesmsinmsituialuldgumuasaedesiutoyadeszdng lnefialaauaiiduing (X%/df = 1,526,
p = 0.217, GFI = 0.996, AGFI = 0.975, CFl = 0.999, RMSEA = 0.047 ez RMR = 0.004 (Hair et al.,, 2010)
AmtinesdUsznau (Factor loading) fA1egseming 0.834 e 0.842 Fefidnnndr 0.5 (Hair et al,, 2010)
fintfudfyneadnfisyiu 0.001

Ltfuuﬁwaaqmﬁmmaﬂﬁﬁ‘hl,ﬁm’maéﬂﬂﬁﬂﬁuaamﬂé’aﬂﬁu%aﬂaL%qﬂszﬁﬂﬁiﬂaﬁﬁﬂﬂal,lm%ﬁmﬁw% (X*/df) = 1.578,
p = 0.209, GFI = 0.996, AGFI = 0.974, CFl = 0.997, RMSEA = 0.049 waz RMR = 0.005 (Hair et al.,, 2010)
AnhatnesiUsynou (Factor loading) fAegening 0.694 04 0.748 Fafiewnnin 0.5 (Hair et al., 2010)
finnTedndunsadffisesu 0.001

AnuuUsUTIUTadnldade (AVE) Sldnegsyning 0.54 - 0.73 Geegluinasineansuls sudsiinnaninigede
TnemsiiAnnnivsomiafu 0.50 (Hair et al,, 2010) ArAadetuvossauwUsueds (CR) A19g5eniNg 0.77 - 0.89
FaglAmnnin 0.7 (Hair et al, 2010) LLadeTaLLUﬂaﬂLLUUﬁTWammﬁmﬁﬁhmwmﬁmmsqqq

HaN13398 (Results)
HanN1539891nm13997 1 wudiduszneunisinlnuvedeniludiedialunsidefinisysannisiugndn

a

msysanminelu nsiudaluliguniu uasnanssifuanuegiedsdulunmsmeglussduin lnefidiad
WiNAU 3.58, 3.50, 3.44 Lag 3.41 AUE6U

HAN1SILATIZYAINABAASBIVEIANNITIATIaTInUINdAuaonAdesfutoyallaUsedny
aeiia Chi-square = 24.468, df = 16, p = 0.080, Xz/df =1.529,GFl = 0.975, AGFI = 0.944, CFl = 0.993, RMSEA = 0.047
ikaz RMR = 0.005 (Hair et al., 2010) mﬁmﬁﬂmﬁﬂizﬂawmﬁaLLUié’ammiéﬁqﬂ@fﬂuLLUUﬁTﬂaaqﬁﬁaéﬁmmqaﬁa
fisgdu 0.001 A1egszming 0.695 fa 0.862 afiAnannnd1 0.5 (Hair et al, 2010)
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Internal

Economic

0.449%»* R?=0.570

0.796***

Performance Environmental

Resilience

/IN

0.558%**

0.308**

L2 23
0.728 Social

Customer

0.862*** 0.828***

Agility Flexibility Robustness

A 2 NANTSIATIZRUUUIIaR9EUNTTIATIEE S

A15199 3 HAN1SIATITRRUUIIaRIaUN15IASIEES

FUNRFIU A ”uﬂszﬁwéamaammgm S.E. t R?
H1: Int —> Res 0.449%** 0.037 9.882 0.803
H2: Cus --> Res 0.558*** 0.034 12.201
H3: Int --> Per 0.185* 0.060 1.894 0.570
H4: Cus --> Per 0.308** 0.062 2.768
H5: Res --> Per 0.334* 0.121 2.094

AUBNARA: ***p-value < 0.001; **p-value < 0.01; *p-value < 0.05

INWNANITIATIENAIUAITN 3 Uagnnd 2 wudn Asiuddluldguniuiddninanisnsegeiian

q

Doy

a

sonansiiiunuoedsiu lneflmduussansavswaniniu 0.33¢ sesaanidunsysannsiugndn Senduussans
SvBwawinfiu 0308 uaznsysannisnely Wusuusiidviwannsalosiigadonanisaiuanusgiadadiu
Tnefirduseavsdvdnawinty 0.185 muddy Tnsanunsnosunelddall msysannismelu wagnisysanns
ffugné aunsnesuenaUAsundasmesnisiuiluldguniu 1¥esar 80.3 namie Tneiinsysannisnielu
wazmsysannsiugnénddviwamsuandensiudalulsgunu Ssonsuauufigud 1 wae 2 uinisysanns
fugnédaeligussnountsinlnumedioaunsaudaluldguniu Téuinndinisysuinisnielu ndnafe
mnfusznounsinlnunedeifiunsysannisiugnéndosay 1 azdsnalifusznounmsilumedeaunsoilui
Tuldgumuldgeiufenar 55.8 wagmnifiunisysannaneludosas 1 asdmaliiusznounisinlnumeiio
ansnsoitusluldgumuldinniudesas 44.9
uenanidl MnranTTeTEiuUUTasaNnsTaTaine Smuiinisysannianiely nmsysannstugndn
wazmsiludalulgguiy amnsnesuenisuisuniamesmanssniuauegwdsduléfesar 57 nande
sansysanmaniglu msysannisiugnén uagmsiudalulsguvuiidvinanauindenansiuiiunuegiediby
ﬁwau%’uam@gmﬁ' 3, 0 Ay 5Imstﬁ*?;’\luGTﬂuIsqummhaiﬁ@:ﬂizﬂaUﬂ’ﬁrz’IﬂmwaﬁaﬁwamiﬁﬂLﬁumua&méﬁ"aﬁu
IFunndnisysannisnelu waznisysannisfugndn nande snguszneunisiilvavediewfiunisiiugy
Tuldguyuiesas 1 azdsmalifsznaunisinlvanedofinanisdiiunuesdsduldifiniuiosas 33.4
yndunsysannsiugnndesar 1 axdsalvgsznounsdnlnunediefinanissinfiueussnadiuldgetu
Yovay 30.8 uagmniiumsysanmsmeluiesas 1 szdmalifuszneumsilmedloannsafiumanissiduay
ogudsBuldunniudosar 185
NSASINMSUSHISSSTA 39
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91nA1599 4 1iloRnsadvEnaniaden wardviwazin wudn nsysanItugndiininasau
gefigadenanssiiunuegadidu Tnsdaduuszavsaviwaniiiu 0.494 uazsesasnidunisysannisnigly
TnefiandudssAniavsnawiniy 0.335 suddu TasanunsneSuigldded n1sysan1sglukanITysiInTg
fugniilavisasaumsuanderamssiiunueg1edidu lnsmsysanmsiugnnildvisnarsdeusionansaiiuamy
oghedaulaesiunmsiuslultguniu namite vnissneunisysannssugninidfisdesar 1 asviliamssidun
ogedsiuiindosay 49.4 dhunsitudiluldgunu wasnsysannsnigluidvinamsdousonanisiniiiuny
ogsdaiulasrunstudilulegunu nannfe mnguszneunisysanmamelufeniniiufesas 1 agvinly
wamsriunuededsiuiindosay 33.5 dunmsitusiluldgunn

= a " @ a Sa a . a a .
A15199 4 Wan15ILATITIANFNUSEANSBNSNan19nse (Direct effect) dnSwanneday (Indirect effect)
LazdNsWasIu (Total effect)

fiauus
fiauus Resilience Performance
DE IE TE DE IE TE
Internal 0.449%** 0.449%** 0.185* 0.150 0.335
Customer 0.558*** 0.558*** 0.308** 0.186 0.494
Resilience 0.334* 0.334*

NUBWR: ***p-value < 0.001; **p-value < 0.01; *p-value < 0.05

a Y

31NA19197 3 wanITBATIEEAduUTEAnSidunIuuTIaesaunislasiaeaInsalIin a1 e
mudngUszasAlanadl

[N

TagUszasdn 1 Wefnwdnsnavesnsysannsitgumuiiinadenisiuiluldaumuvesiilsenaunis

fnlvamedie wudauufgiun 1 nsysannisneludidvananiauindenisiuiluldguniu Inediddudssansvdnea

Ex]
o w

Wwinfiu 0.449 NsgautiydnAyn1eaiin 0.001 ‘Vm’]EJF"I’J’]ll']’]N‘Ui‘”ﬂ’e]‘Uﬂ’ﬁ'VllIﬂ’]i‘Uim’]ﬂ’]i.ﬂ’lEJIUﬂﬁ]ﬂ’]iﬁ]”ﬁ’]ﬁﬂﬁﬂWUWJ

o
a

Tultgunu uazauufgiuil 2 nmsysannistugnénddviwamsuandensiudalulsguny Tnefiedissans
BvBwawinty 0.558 fisdutiuddmaadin 0.001 mnerwrigUsEnounsiitinisysanmstugnéasnsaiius
lfegnasinga

SoqustasAn 2 iefnwdvEnavesmsysannstigunuiidinasenansiidunuegisdduresiussneuns
flvsmodie wuhaundgiui 3 maysanmsmeluiidvswansuinderanisdiiuanueeaddu laedaddsyans
SvEnawiiu 0.185 Aszutddyyead 0.05 mneaNuIEUsEneuMsiiinsysannsagluazsiliians
fnansandunuiidedu wazanufgiud 4 msysannsiugnAnfidvinanisuindenanissiuauegadsdy
Tnofiadulsyavsdvinaniiiy 0.308 fiszdulivdrdyniseda 0.01 mnsarwhusznounsifinnsysanis
fugnfazdmwalianisinanisduiuauidsdu

Faquszasdl 3 iodnudvnavesmsiusluligumuiiiinanonanissiiiunuegsduresiusenoums
flvedie wuhauufigiudl s mstuslulsgumuiidvinameuandonanissiiunuegiedibu Inefiendusyans

aviswawiiu 0.334 Nsgsutedrftynieadia 0.05 vingAanuIgUszneunsidinisiusiluldguniuagyilinanis
franTsALiuLeg1dIEy
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aAusENa

TngeAumemaringuszasdlised

Fnquazasddafi 1 eAnudvinavesmsysannisidgunuiifnaiomsiiusluligumuresiusznauns
rlvunedio

sundgudedt 1 masysannamelulidvinansuindensiuslulsgunu seusuaunfgiu wandlidiu
myanusNiuwasmsUszaunuiunielufons lihezdunsnaumunsve mﬁm%@i’mqﬁu msuaniasumthil
Tunmsvhautelifusznaunistilmmedeannsafluiaiiesesiunmaidsuuladldesisni dsaonados
fusAdeuas Yu et al. (2018) way Shukor et al. (2021) Anuimsuaniasudeyanielufanisdmaliians
frnudanguinlianansatfunssuiunisndn Unaduiinanldmuigndndesns awnsardeduldunnsis
punguvesgnAn edsaenadesfuauideves Tarigan et al. (2021) Awudinisysanniznielufans
TemssafmasumsufiRniliiululunmadendu mauarhienuduieseu uasmsussanunuduhiisng g
FaelAanisianudaneuuazannsaljifnuionsvaussdonisidsunlasldedangesda ilvAanis
anunsnUsuAsuuunsiAndiosesiuaruiesmsvesgniuazaniunisailsnszunald egdlsfinumanisfnil
uanensuaLAferes Shukor et al. (2021) finudinisysunisteyasevinsdununiglufians Wedoya
sefuduimsnds mIsvudsdud lifinasoruerdesuadiiadhvesfianmslumsnevaussionsdsuuUasesnain

sunfgiudodt 2 maysannistugnénddvswamsuandenisituialuldgunu seufuausfigiu uandlidiu
mssudlefugnévesiuszneunstinlmmedie TaglignénfidauslunisAnaaaeiilmilunuuiignidesnis
wawns3uitssrsieatusmnmaesnlitatnauiu suaeiannann iRty dwaliissnaunmsilmmade
aansanevaLeIAIfBINsYesgnd uazrfuilefuaniunisalitliuiueuldesesings Jeaonndestuaise
93 Shukor et al. (2021) finud1 mauansutoyatansiugndn iedeyamamanann Foyamsdatedudn
PrefiunnuadosiiluldgumuuazenuBungulufians Mannatlunsudauasiaundndus ausauiulse
sgfumTUInsgnd viliannsauiulganimevauesdeninudsuuUaswamaialisinigitu uazaonados
fusAdeuas Chen (2019) wag Dubey et al. (2018) Anuiinisysanmsiugnalunsnausunsnandma
sornunaeunariadkluldgumu viliiansiinnueaesialumssusefuanunisainsdeundaddesmnii
ogdlsfinumanisinuiiuandnafuanuddeves Piprani et al. (2020) fiwuin MsaeuIuATMABINITIINGNAT
nsuustutayanisudniugne waznisliignanddiusiulunisiaunadadueilvdliinadornudaveuvesianis
TunsuuBeufdsnesdlussesnasudy

Faquszasddei 2 ledAnuidnSnavesnisysuinisldguniudiinadenanisdndunuegisdaiu
vosrUsEnaunsHlameiie

aunRgnudei 3 msysanmsmeluiidvnamsuinseransmiiunuegadiiy seusuaniig uandisiu
Tuanumsainsunsszuinvestaia 19 fuszneunsinlmmeiiofifinmsudstiudeyalunissiduau uazmsviiny
Swdumelufams eiqwa‘[,ﬁ;:iﬂszﬂaumiﬁﬂwwaﬁaﬁwamiﬁwLﬁmmﬁﬁﬁﬁu Feaenrdesiunideves Changetal (2016)
fnuimsysanmsniglufans teenswsduteyafifendesiunimdn medndetngiu uasdeyamanisnaa
sywhanthey Hodfinssavsammssiiunuresionts uenanididenadesiunuisbves Hendijani and
Norouzi (2023) uae Irfan et al. (2022) finuhmsuaniUdsuteyaseviomisnumelufams fefoyafifeaiu
FunIRANA Funu AN ANUFBINSTRIgNAN MATAesgNAN TrelinlszAvBn s RunasHamsiLduTy
vasiams sgdlafimunansAnuniunnsstunuideves Pham and Pham (2021) fiwuth mssaufiouagnsutsiiu
FoyaiReriundnsamiseninsdmnuilifinasonanisdiiunuiuduindon Ssiansdesinnuiuasiauniinue
F5ndufefudanndalituntdnudelndnnunssmindeenuddyvesdunndey

215MSIINSUSHISSSA? 41

dnauaavugauAnuenvuwissunalng
Tuwszargudiud audowszmminusvgnn sumususvnuni

Uil 12 6 2 UszSifiou nsngra - Sunau 2566



auudgnudefl 4 msysunnisiugniildvdnamauindenanisaifiunueisdsdu seusuaunigiu
wandliiiuinnisiignAndidusanlunisesnwuuatnaitediluy nisiiAfvuresgndinidiuiainane
vosfilmilivannrasnarUsuupauamuesilalviaay dwaliusznounstilmmetiofnanisdiiumu
fiftu Geaonndostuauideuns Donkor et al. (2021) fAndrrinisysannistugnélngliignénfidausay
Tuniseanuuunazimundud deadrenanissnidunuiiuasugionardany adsaenadosiuauise
994 Pham and Pham (2021) finuinmsysannsiugnénteiiineeaneuazanuaunsalunsviiilsliiuians
uazuonIINLSsaenadoafuaIderes Guo et al. (2022) Ainud1 maysannsiugnédsmainonantsdiiua
Fudanaden agnlsfimunansinwiupnssiunuideves khan and Wisner (2019) finuinnisadnsnnudinius
ﬁﬁuaﬂﬁﬂuizsvawalajﬁwaﬁﬁﬂﬁﬁamﬁﬁiwlﬁﬁaaammmﬁwﬁu wag Hendijani and Saei (2020) Anuin
IuamummmmmlmLLuuauiuﬂaﬂmmaamimaqaﬂm feuwdazdinsysannisiugnalagnisivignanilaiusy
Tunsvmwdndaslviuitlideelitonsiuansiiuemmsduddy

Inqustasddaft 3 efnwdvinavesmsiiuiiluldgumuiinarenamasiunuensdduresusznoums
Hlvumedle
aundgrudedi 5 nstludlulgeunuiidvinanisuinderanisiiiiunuesediiu voufuauufigiu
wamaliiuingusznounstilvametiefiannsausuiasumssnsnanisognesng nedlnldnuaieans
vosgnATiddularaInans aranunsaiuiiouasaeuaussdeaniumsninailasuuladdesnanada dadmad
sonansiiunuvesiusznaunisinlvmeile Fsaenndesiunuideves Garcia-Alcaraz et al. (2017) finui
Aanisfidmnuagesdilunisanduny ewmdyfuaniunisainianisnainifianuduaiuasaiinsausudn
iompuaussALFaIMTTEIgNATlFaE1ITInG ) BeheiiiulsevsmminuimsugATliity Snvisdaenadestuamide
909 Qazi et al. (2022) finuiAsnisfiauisanduidnduaudulniliegssndmdmnudgiuaaunisal
nswasuuUas ﬁmm’%ammuéﬁmLﬁasm%’uﬁmmﬁamﬁﬁu wazniinnuanuansoivannvenearaansesuiie
fuanunisalitldutueuldfedmainenanisiiiunuvesionisieilsuarsenuie uenanisiaonndos
AuatAdeues Sturm et al. (2023) AinuiAansimausesiuaudsLiiefuliefunsidsunamaasugia
gannsaufusaldidlendyfuanunsaifliuiuou fsselifansaunsodiiugsivldedneiowles uazdenad
seramsiunuesiansiasangeaveuasils sgslsinumanisAneiunnsafunuiseres Alshahrani
and Salam (2022) FinuarsudaunsaesianislunmsnuienisdsuwlaslsifiemediazyilviRansinaneuwm
a3ty

Forausuuriildfuannsise

darauauusidauleuny

1) nrunInsgAITdnasukasinudnenliiugUsznaunisinluuneie Tnegfneusulininug
Tumsdaviununagvd Weliusznounmsilmmeiioaansnlinsizsianinuandon fvuaidmane uaznagns
fmnzauiuions Welinanumsaifilimefnguszneumsinluamedle azanansayseyndlilunisuiuaou
uwumsUFtRnuielianssininiunudeluld fasdmaidenanisdiiunuresians

2) uaﬂmﬂﬁmﬂ%’gﬁwmmmﬁLﬁméﬁaamsausuiﬁmmﬁlﬁmﬁ’umivﬁmutﬁuﬁu dtelsnidna
flmnediorty uihfinnusuiiavey fnszuaunmmhauidaey Weldmsufsinudulvlumadeiu
FsmsufoRanumsuazisfiunsysanmsniglufionig

3) masgmseuslianufifeafunsiannmsdiusiugni wWeldilunuimalunsairsufduius

ugnélunisuanidsuteyanisnisnainiugnd uagnislignanlafidiusulunisesnuuuainaneritl
sifusznounsinlvamedioanansathuszgndlilunismennsainudesnisvesgndn deazdieliianissuile
unsiasuudas uagtiiusanisduiunyluionis

42  NSASIVINISUSHISSSNA

aurauanIiugauAnuLanvuuvisUszndlng
Tuwszmyuiud saufonszmmiausivgan sewusisonund

Uil 12 1 2 UszSufiou nsngran - Sunau 2566



darauauuzIdeU R

1) Msysannsivgndn a1naaunisainIsunsszuinvedladn 19 nisysanisivandndutadudidny
fidsnasonanisduiunuvessznounstinlnanedie fufufusznounsinlnanediensaunuinfugnén
iloanansainudesnisyesgnalueuian Innsuanidsudoyanisnisnaiafugndn TignAnfidiusau
Tunseeniuumnaneinlng uiahmisuvesgndmunuiusmunimuazananeilnlvinsstuaudens
¥93gndn FathelAanisasnsanouaussioanunsainisasuulasiiednesng uazfiumanisauiduny
TAnang

2 msysannmsmelufans iSulldefitedumamasidumddituiusnoumsinlmeie dadu fussnoums
finlnumedionasdinsudsiufoyauaznaununiandniiufussninsdunusing q edatetngavliifome
AENINIHER uaﬂmﬂﬁnﬂLﬁaumsﬁﬂfﬁﬂizﬁuémﬁ’utﬁ@ﬁnﬂmmﬁmﬂLﬁm%uuwwwLmea%’UﬁaLLazLLﬁlﬂJﬁigmi"mﬁ’u
Ferelifanisiuiieuasinuanuduiusaatugnilduilunsiifinnsdsundas

3) matuiluldguniu mnaaunisainisundszuinvetein 19 mstlusirluldgunudutiafofifidute
Tiusenauntstinlnumetiefinanisdidunuiiiiutu fdu fusznauntsinlnumetioasanuisnduiuden
WHUNMFURTRMY P199RaINIHER TasesRstedenns uaruaniuBeutoyatuune ingRuuargnénogaaenian
iieFuimsiasuuvamianisnain Jevinligusenounsinluumeiioanunsonevaussaufesnsuesgnan
Ihsimsandngus

Foruanuzlunisiseaiasialy

1) msifedifunafutoyaluuunesiussneunsinlnamediolunguuaseyiunsuaiildonaunnseiy
Tuwsiazgiima lumsifoadetelumsfnuiunguiiussneunmsinanssussnndu videnduiUszneumsiiadne iy
usipuaznguiminileualdunuisudisuauunneg uaziteituuumdunsifisssavgnmlunsduiiun
Tvidadu

2) Msidsiinaivdoyalurasaniunisainsundszuinvedain 19 viliuaiildenaligannin
Tunsiteadwielummihtaddufidmatonansiiiunuandnyifiudu wu anuamnsolunsudedu vienagns
Tunsassnuuansinslitunansast ethwailduusuisuinluanunsalliunasuaanunisaiuninadls
unnsnsiuagsls uandielildosdarnudidnauinnd iy

LONE1D19D9

Agarwal, N., Seth, N., & Agarwal, A. (2020). Modeling supply chain enablers for effective resilience. Continuity
& Resilience Review, 2(2), 97-110.

Alfalla-Luque, R., Marin-Garcia, J. A., & Medina-Lopez, C. (2015). An analysis of the direct and mediated
effects of employee commitment and supply chain integration on organizational performance.
International Journal of Production Economics, 162, 242-257.

Alshahrani, M. A., & Salam M. A. (2022). The Role of Supply Chain Resilience on SMEs’ Performance:
The Case of an Emerging Economy. Logistics, 6(3). 47. https://doi.org/10.3390/\0gistics6030047

Amoako-Gyampah, K., Boakye, K. G., Adaku, E., & Famiyeh, S. (2019). Supplier relationship management and
firm performance in developing economies: A moderated mediation analysis of flexibility capability
and ownership structure. International Journal of Production Economics, 208, 160-170.

Bahrami, M., Shokouhyar, S., & Seifian, A. (2022). Big data analytics capability and supply chain performance:
the mediating roles of supply chain resilience and innovation. Modern Supply Chain Research and
Applications, 4(1), 62-84.

215MSIINSUSHISSSA? 43

dnauaavugauAnuenvuwissunalng
Tuwszargudiud audowszmminusvgnn sumususvnuni

Uil 12 6 2 UszSifiou nsngra - Sunau 2566



Chahal, H., Gupta, M., Bhan, N., & Cheng, T.C.E. (2020). Operations management research grounded in the
resource-based view: A meta-analysis. International Journal of Production Economics, 230, 107805.
https://doi.org/10.1016/].ijpe.2020.107805

Chan, A. T. L., Ngai, E. W. T., & Moon, K. K. L. (2017). The effects of strategic and manufacturing flexibilities
and supply chain agility on firm performance in the fashion industry. European Journal of Operational
Research, 259(2), 486-499.

Chang, W., Ellinger, A. E., Kim, K. K., &Franke, G. R. (2016). Supply chain integration and firm financial performance:
A meta-analysis of positional advantage mediation and moderating factors. European Management
Journal, 34(3), 282-295.

Chen, C. J. (2019). Developing a model for supply chain agility and innovativeness to enhance firms’
competitive advantage. Management Decision, 57(7), 1511-1534.

Chin, T. A, Tat, H. H., & Sulaiman, Z. (2015). Green Supply Chain Management, Environmental Collaboration
and Sustainability Performance. Procedia CIRP, 26, 695-699.

Delic, M., & Eyers, D. R. (2020). The effect of additive manufacturing adoption on supply chain flexibility
and performance: An empirical analysis from the automotive industry. International Journal of
Production Economics, 228, 107689. https://doi.org/10.1016/j.ijpe.2020.107689

Donkor, F., Papadopoulos, T., & Spiegler, V. (2021). The supply chain integration — Supply chain sustainability
relationship in the UK and Ghana pharmaceutical industry: A stakeholder and contingency perspective.
Transportation Research Part E: Logistics and Transportation Review, 155, 102477

Dubey, R., Gunasekaran, A., Childe, S. J., Papadopoulos, T., Blome, C., & Luo, Z. (2018). Antecedents of
Resilient Supply Chains: An Empirical Study. IEEE Transactions on Engineering Management, 66(1),
8-19. doi:10.1109/TEM.2017.2723042

Frederico, G. F. (2021). Towards a Supply Chain 4.0 on the post-COVID-19 pandemic: a conceptual and
strategic discussion for more resilient supply chains. Rajagiri Management Journal, 15(2), 94-104.

Garcia-Alcaraz, J. L., Maldonado-Macias, A., Alor-Hernandez, G., & Sanchez-Ramirez, C. (2017). The impact
of information and communication technologies (ICT) on agility, operating, and economical performance
of supply chain. Advances in Production Engineering & Management, 12(1), 29-40.

Guo, X., Xia, W., Feng, T., & Sheng, H. (2022). Sustainable supply chain finance adoption and firm performance:
Is green supply chain integration a missing link?. Sustainable Development, 30(5), 1135-1154.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data Analysis: A Global Perspective
(7" ed.). Pearson Prentice Hall.

Hendijani, R., & Norouzi, M. (2023). Supply chain integration and firm performance in the COVID-19 era:
the mediating role of resilience and robustness. Journal of Global Operations and Strategic Sourcing,
16(2), 337-367.

Hendijani, R., & Saei, R. S. (2020). Supply chain integration and firm performance: the moderating role of
demand uncertainty. Cogent Business & Management, 7(1), 1760477. https://doi.org/10.1080/
23311975.2020.1760477

Irfan, M., Rafig, Z., Sial, M. A., & Sani, B. (2022). The effect of Supply chain integration and IT use on Firm
performance: An Empirical study on service industries. Bulletin of Business and Economics, 11(1),
208-221.

A4 NSASIVINSUSHISSSNA

aurauanIiugauAnuLanvuuvisUszndlng
Tuwszmyuiud saufonszmmiausivgan sewusisonund

Uil 12 1 2 UszSufiou nsngran - Sunau 2566



Jajja, M. S. S., Chatha, K. A, & Farooq, S. (2018). Impact of supply chain risk on agility performance: Mediating
role of supply chain integration. International Journal of Production Economics, 205, 118-138.

Kamble, S. S., Gunasekaran, A., & Gawankar, S. A. (2020). Achieving sustainable performance in a data-driven
agriculture supply chain: A review for research and applications. International Journal of Production
Economics, 219, 179-194.

Khan, H., & Wisner, J. D. (2019). Supply Chain Integration, Learning, and Agility: Effects on Performance.
Journal of Operations and Supply Chain Management, 12(1), 14-23.

Kline, R. B. (2016). Principles and Practice of Structural Equation Modeling (4" ed.). The Guilford Press.

Leuschner, R., Rogers, D. S., & Charvet, F. F. (2013). A Meta-Analysis of Supply Chain Integration and Firm
Performance. Journal of Supply Chain Management, 49(2), 34-57.

Li, X., Wu, Q., Holsapple, C. W., & Goldsby, T. (2017). An empirical examination of firm financial performance
along dimensions of supply chain resilience. Management Research Review, 40(3), 254-269.

Lii, P., & Kuo, F. I. (2016). Innovation-oriented supply chain integration for combined competitiveness and
firm performance. International Journal of Production Economics, 174, 142-155.

Mubarik, M. S., Bontis, N., Mubarik, M., & Mahmood, T. (2021). Intellectual capital and supply chain resilience.
Journal of Intellectual Capital, 23(3), 713-738.

Munir, M., Jajja, M. S. S., Chatha, K. A., & Faroog, S. (2020). Supply chain risk management and operational
performance: The enabling role of supply chain integration. International Journal of Production
Economics, 227, 107667. https://doi.org/10.1016/j.ijpe.2020.107667

Office of Sericulture Research and Development (2022). Government action plan for 5 Year (2023 - 2027)
Sericulture Department. https://qgsds.go.th/newosrd/wp-content/uploads/sites/115/
2022/10/2566-2570.pdf [in Thail

Office of Strategic Management Lower Northeastern Provincial Cluster 1 (2022). The Lower Northeastern
Provincial Cluster (Group 1) Development Plan Review edlition, fiscal year 2024. http://www.osmnortheast
-sl.moi.go.th/file/plan_develop/1669618464.pdf [in Thail

Ozdemir, A., Simonetti, B., & Jannelli, R. (2015). Determining critical success factors related to the effect of
supply chain integration and competition capabilities on business performance. Quality & Quantity:
International Journal of Methodology, 49, 1621-1632.

Pal, R., Torstensson, H., & Mattila, H. (2014). Antecedents of organizational resilience in economic crises-an
empirical study of Swedish textile and clothing SMEs. International Journal of Production Economics,
147, 410-428.

Pham, T., & Pham, H. (2021). Improving green performance of construction projects through supply chain
integration: The role of environmental knowledge. Sustainable Production and Consumption, 26,
933-942.

Piprani, A. Z., Jaafar, N. I, & Mohezar Alj, S. (2020). Prioritizing resilient capability factors of dealing with supply
chain disruptions: an analytical hierarchy process (AHP) application in the textile industry.
Benchmarking: An International Journal, 27(9), 2537-2563.

Piprani, A. Z., Mohezar, S., & Jaafar, N. I. (2020). Supply chain integration and supply chain performance:
The mediating role of supply chain resilience. International Journal of Supply Chain Management,
9(3), 58-73.

215MSIINSUSHISSSAT 45

dnauaavugauAnuenvuwissunalng
Tuwszargudiud audowszmminusvgnn sumususvnuni

Uil 12 6 2 UszSifiou nsngra - Sunau 2566



PN., S. (2021). The impact of information security initiatives on supply chain robustness and performance:
an empirical study. Information and Computer Security, 29(2), 365-391.

Qazi, AA., Appolloni, A., & Shaikh, A.R. (2022). Does the stakeholder's relationship affect supply chain resilience
and organizational performance? Empirical evidence from the supply chain community of Pakistan.
International Journal of Emerging Markets, DOl 10.1108/IJOEM-08-2021-1218

Rodrigues, A. M., Stank, T. P., & Lynch, D. F. (2004). Linking Strategy, Structure, Process, and Performance in
Integrated Logistics. Journal of Business Logistics, 25(2), 65-94.

Rovinelli, R. J., & Hambleton, R. K. (1977). On the use of content specialists in the assessment of criterion-
referenced test item validity. Dutch Journal of Educational Research, 2, 49-60. https://files.eric.ed.gov/
fulltext/ED121845.pdf

Shibin, K. T., Gunasekaran, A., & Dubey, R. (2017). Explaining sustainable supply chain performance using
a total interpretive structural modeling approach. Sustainable Production and Consumption, 12,
104-118.

Shukor, A. A. A, Newaz, M. S., Rahman, M. K., & Taha, A. Z. (2021). Supply chain integration and its impact
on supply chain agility and organizational flexibility in manufacturing firms. International Journal of
Emerging Markets, 16(8), 1721-1744.

Siagian, H., Tarigan, Z. J. H., & Jie, F. (2021). Supply chain integration enables resilience, flexibility, and innovation
to improve business performance in COVID-19 era. Sustainability, 13(9), 4669. https://doi.org/10.3390/
su13094669

Stevens, J. P. (2012). Applied Multivariate Statistics for the Social Sciences. (5" ed.). Routledge.

Sturm, S., Hohenstein, N. O., & Hartmann, E. (2023). Linking entrepreneurial orientation and supply chain
resilience to strengthen business performance: an empirical analysis. International Journal of
Operations & Production Management, 3(9),1357-1386.

Tarigan, Z. J. H., Siagian H., & Jie, F. (2021). Impact of Internal Integration, Supply Chain Partnership, Supply
Chain Agility, and Supply Chain Resilience on Sustainable Advantage. Sustainability, 13(10), 5460.
https://doi.org/10.3390/su13105460

Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach’s alpha. International Journal of Medlcal
Education, 2, 53-55.

Thai Community Product Standards. (2021). List of Producers by North East Region. https://tcps.tisi.go.th/
public/en/certificatemap.aspx?region=3&region name=North+East [in Thai]

Umar, M., Wilson, M., & Heyl, J. (2021). The structure of knowledge management in inter-organisational
exchanges for resilient supply chains. Journal of Knowledge Management, 25(4), 826-846.

Yamane, T. (1973). Statistics. An introductory analysis. (3 ed.). Harper & Row.

Yang, C. C., & Hsu, W. L. (2018). Evaluating the impact of security management practices on resilience
capability in maritime firms - a relational perspective. Transportation Research Part A: Policy and
Practice, 110, 220-233.

Yousuf, A., Haddad, H., Pakurar, M., Kozlovsky, S., Mohylova, A., Shlapak, O., & Janos, F. (2019). The Effect
of Operational Flexibility on Performance: A Field Study on Small and Medium-sized Industrial

Companies in Jordan. Montenegrin Journal of Economics, 15(1), 047-060.

46  NSANSIVINISUSHISSSNA

aurauanIiugauAnuLanvuuvisUszndlng
Tuwszmyuiud saufonszmmiausivgan sewusisonund

Uil 12 1 2 UszSufiou nsngran - Sunau 2566



Yu, K, Luo, B. N., Feng, X., & Liu, J. (2018). Supply chain information integration, flexibility, and operational
performance an archival search and content analysis. The International Journal of Logistics
Management, 29(1), 340-364.

Yusuf, Y., Menhat, M. S., Abubakar, T., & Ogbuke, N. J. (2020). Agile capabilities as necessary conditions for
maximising sustainable supply chain performance: An empirical investigation. International Journal
of Production Economics, 222, 107501. https://doi.org/10.1016/].ijpe.2019.09.022

215MSIINSUSHISSSA? 47

dnauaavugauAnuenvuwissunalng
Tuwszargudiud audowszmminusvgnn sumususvnuni

Uil 12 6 2 UszSifiou nsngra - Sunau 2566



Tadedulsraumensnanaiiinasion1svansuladiiionyailnfalasansvasduilan
w1 lngludwmingeslng

Marketing Mix Factors Affecting Thai Consumers’ Purchasing Newly Launched

Condominiums Project in Chiang Mai Province

NUANTIU 83TTOUN Fuitlduduativonay  : 4 Sunau 2565
UnAnwImMaNEnsUIMITINMMTUAN AMLUIUNTTING itz »

- . , A 1 : 3 nUAUS 2566
u el adail 2 - 4 WumAL 2566
Kamonphan Ariwanna Juitnousudfaniuvanw 7 fiquisu 2566

Graduate Student in Master of Business Administration,
Chiang Mai University Business School
E-mail: Kamonphan.a@ornsirin.co.th; Ph: 053-942130

3. Joan n13ed*

AHermans1asduszannmivinisdanisuasnmadulusenaunis AugussTIna univendedediv
Dr. Niyata Kawewong

Assistant Professor of Department of Management and Entrepreneurship,

Chiang Mai University Business School

E-mail: niyata.k@cmu.ac.th; Ph: 053-942130

(*Corresponding Author)

3. UAun ArnaluAIng

HYI8A1En319158U5rANN1A3N S0 AMEUIINTEINY uninededeslng
Dr. Pitima Diskulnetivitya

Assistant Professor of Department of Accountancy,

Chiang Mai University Business School

E-mail: pitima.decmu.ac.th; Ph: 053-942140

a3, wuns lveuszans

Aemansansguszinairnsianisuaznisiliudusznaunis aauimsgsia uninendededin
Dr. Kemakorn Chaiprasit

Assistant Professor of Department of Management and Entrepreneurship,

Chiang Mai University Business School

E-mail: kemakorn.c@cmu.ac.th; Ph: 053-942130

i 48 NsasIyIMSUSHISSSAA

aurauanIiugauAnuLanvuuvisUszndlng
Tuwszmyuiud saufonszmmiausivgan sewusisonund

Uil 12 1 2 UszSufiou nsngran - Sunau 2566



uNAnEa

fnguszasdueanuifed efnwdadudulszaumanananiiinadenisdoroulafidouraadain
TassnsveaduslaasnilnelufminiBeslml Tnsnisiivwvuasuniuainnguiaedsiiensulaiiien
Tudmiafedni 31w 385 au seninel we. 2561 89 w.A.2563 l¥nsiasevadfidanssaun Usenaume
Frfevay Anadsuazdnidonuuiinigiu uazadfideouunu Ysznaude nmslesssiimdnvesesddsenon
warnslaTzinnsannasladain wan1sidenudn adedudsraumsnsnaaiiinadenistensuladiden
HraUadlasanisvesguilaavilneludmiadeddu Usenaudig Jadesusian Jadesundndue Uade
aundnaulardinnug Yadesiunszuiumsneuiasndnisue Jadesulavanussunduius uay Jady
Frunmsdaaiunisne audidu tnetadeitnaseduslnailnelumsdnauladonsulafieulufmindedm)
Tuthadasilassng Uszneusme Jadedusian uwazdadvsundndus lnoguilnafilianuddgyunnsdetad
drusnan agiuunltiufiasdonsulalifiounounisdeatiaudauade  lusneiifuslnadlimnuddyanniudade
Frundnfasiasdunlduiinsdonoulafidounounisieaiauduatatesnin naainnsnisidednanaiin
Dudegansninagndduadunisvievesiusznaunsiaulasinsaeuladidenludmindedmivasiusznaunms
Wamnlasinsnoulafidedludmindun 1a

Addgy: eeuladilluy n1sdindulate Wedlvi dudszauninisnaie

Abstract

The objective of this research is to study the marketing mix factors affecting Thai consumers’
purchasing newly launched condominiums project in Chiang Mai Province. The questionnaire set was used
to collect data from 385 samples, who have bought condominiums in Chiang Mai province from 2018 -2020.
The analysis of data was composed of descriptive statistics, which were percentage, mean, and standard
deviation as well as the inferential statistics, which were factor analysis and logistic regression analysis.
The result found that the most significant factors affecting Thai consumers’ purchasing newly launched
condominiums project in Chiang Mai Province were price, product, sales staff and office, pre- and post-sales
processes, advertising and promotion, and sales promotion, respectively. The factors, which affected Thai
consumers’ purchasing newly launched condominiums project in Chiang Mai Province, were price and
product. Consumers, who paid attention to price factor the most, tended to buy condominiums before
construction was completed. On the other hand, consumers, who paid attention to product factor the
most, tended to buy condominiums before construction was completed less than consumers’ who paid
attention to price factor. This research finding can be the data for entrepreneurs’ sales promotion strategies
to promote condominiums project in Chiang Mai Province and entrepreneurs from other provinces,

who are interested in promoting their condominiums project as well.

Keywords: Condominium, Purchasing decision, Chiang Mai, Marketing Mix
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Fufiutudesay 34 dewisutull 2560 Geflsuan 104 (Real Estate Information Center, Government Housing
Bank, 2018)

Mnilsnsmsuimsianmsduiadesddsmualiiuiilusunedior Smiadedvl Dumeiiuiivuiuiu
sfenafifuiiivgatuiudmalinsueeiuiiogordlunusmududululdessiin demniiiogoids
UsnnveaulnfidonFagnatstulmiduiownnluansunaifiondedmivarisnuisiuossoidos Tnewut
ﬂﬁiauﬂiimﬁmémmimsluﬁw’iﬁL%ﬂﬂmﬁj 2561 Thudlsuan 4,906 78 Miuduesay 15.4 Waieusul 2560
uawAnidugae 9,627 uumifsiuderas 27 deiounnnd 2560 dmiulasimsomswariomeeglusuaeidioadedsl
UNDEUNTIY TUNDWNAY SUNDUNTN LAZSWNDEATIA (Real Estate Information Center, Government Housing
Bank, 2018; 2019) Ssneulafidisaduannsaneulanduasuilnajulnalufuaruazninauis Indiiles fmangn
niudeuardadudnuilsomndunsislonialunisamu

\omniasugivestsindedmidimsueieaeilos yufaatimewmsulniduauagmnaue
uarlsifoanadunidlng fideTseehamudissnistetiogeideussameeulafidesluforiadedsasdinadiumnni
odlsfinudausiimnudoanstossiifsnnniu uwinsussdutussriegUssneumsiuedonSumingiseduviosiu
wazsziuUstmelunisroadsrouladiflodlvl q AfluinTuuiiont Wieloiifuszneunsansnsaimuniiegede
Ussinveeuledliflosldnssiuanudesnsvesiuslnag uasfuslandléfegendeinseiunnusioans ide3edimmavla
fazAnuiladvdusraunsnimaaiiinanenisteneulpfidesluiminfedmivesuslnasmlneludisnan
mMsadalasanis (Pre-sale) Fsmninazifuvsgloviunfusznoumsedmsumindlunmsiannnagnénisnain
dHosmnnmsneasulafifiesluriadadleasins (Pre-sale) fuasthsanmnmdss afunmdnvalfidduanuduag
Tunlasanis LLazéTQﬁmméﬁmiumiﬁﬂﬂ?juﬁﬁuﬁuamﬁ’umsL’Eu (Edelstein et al, 2012)

{Ademantrimamsidelunfidandulssloviundusznounisgsfivedmuning Tasanusarluld
WuwumsdumsWaunnagnsmsnaiaves ieadealdiusoumamsutedy wavannsaimunduiuasuins
Taenndestuausiosnsiasuluvesiuilan

LY s
nUIzen

1. iefnudadeniidvsnasenisdndulavereuladieutianlafilasenis (Pre-Sale) vasruslnayilng
Tudwmindedl
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wuAn Nl wazeAseiinedas

wudARuAzNgufiNgafungAnssugusing

wainssuEfuslam (Consumer Behavior) unsanuniawginssuesynna nau visessdnsgaieatumaden
Tunsdle wazidenliauiuasuins onouauswioarmdesnsvesiuslae defuinnisnainsidusesine
uaziinginginssuguilaa earldanunsadndansedurdenagndnisnanfianunsaaussdonnuiianels
vasffuslnaldotnamnyan Snsdnaronnudifavessiamslinrsinaauas g insauiuinatiy axdidnonm 7 Ussms
3o 6Ws war 1H tiednsziidn laseglunatadmuns (Who) fuilandoarls (What) virluguilaa
Jaiie (Why) lasfidusanlunisinaulate (Who) duslnatieiiola (When) §uslantofilv (Where) uae §uslaa

¥
=1

Fa0814ls (How) (Sereerat et al., 2009)

wqwﬁéanszﬁu-mmauaum (Stimulus-Response Theory)

wqaﬂs'ﬁmaqQ’U’%Imﬁ?ummsaa%mEﬂ,é’ﬂmstéTsJ nguiAnseu-n13meUALea 13 S-R Theory (Kotler et al,
2022) snanai1 ngdnssuvesduilaatufnandsnsedu (Stimulus) SeknudnanluarmidninAsesiuilaa
JuSeuiaiioundessi (Marketing Black Box) silifuslneifinnsnouauas (Response) sodsnszdutiusemsinaula

¥
=1

HoAUAIMTOUINNS

Aanszdu (Stimul) tudseneudedansgdumananaauasdansedudu 1 lasAnszdunisnismann
(Marketing Stimuli) Shuuszneusiedudszaumanisnatn wie 4Ps laun Gudwmiousnis (Product) :1A1 (Price)
mﬁmﬁmﬂw (Place) wagn1sdaaiunisnain (Promotion) InegsiadeseankuukasimudINUsEaunIaNITnaIn
Avanzauiionsy Aukay gydlaguilnaliiinaanudesnisdeduduaruinisvesssia Jagdunisdniugsia
fnsudeduiuganniy uaﬂﬁlﬂﬂﬂMﬂWW‘UaﬂﬁuﬂﬂwmLLa’JﬁiﬂﬁlEJmENLL?JQ‘UiJﬂNIULiEN‘UENﬂmﬂﬁwm‘ﬂ%‘iﬁmi
JafinsiiuesduszneuvesduUsEavnansaaaiiandn 3 ssduseneu naneilu 7Ps leuA wiinewmseddhs
(People %38 Participants) N3zUUN1T (Process) LarANIAZDLNIINIEAMN (Physical Evidence) (Constantinides,
2006; Goi, 2009) ANseduduT (Other Stimuli) Hu Usznaudieduindeunisuaniissialianmsaniuauld
W aniAsegia malulad nguune n1sies wazimusssy WWusu

duvszaumemanaaussduszneuiiddyifanisansomuesildlunsimunnagnénisnisnans
denszduliAnmasindulatovssiuilna (Kotler et al, 2022) iflesaingshvmeulnfilonditandnfusiddusodls
(Tangible Product) &l ﬁaaﬁ;mﬁﬁmaﬂﬁmsﬁa waznAnfasiisudaslillé (ntangible Product) lewiiuaanuanuise
msnsuteu TduAnsunsméidifesn nsmsndeuneudweuiewn nsfulsziuresgandinisie
wagmInnuasiios ffedddaulszamianisnain 7 Ps lumsfinudadeiiiinaronistoneulnfitdentaaiingy
Tnssmsadedl

amdniinAnvesgné (Consumer’s Black Box) (Kotler et al, 2022) unszuiumsnegluvesgnén
‘1'7iLﬁ'msﬁaqf‘ﬁ"umzmumiﬁmﬁﬂﬁaﬁuaaqﬂﬁwﬁamiLLamaaﬂmqwqﬁmsmﬁ'LLmﬁmf‘ﬁ’u gelsudvisnanniadunieuen
wu Yadumudenuuas Tausssu wasladunesluy wu Jadediuyanasazladenidnine)

A1sMauaUBs (Consumer Responses) ilognanlasudsnsedusine o WhsnluanuidndnAnuesgnii
fuNsEUIUMIAN 9 anaeuenuaznslusagndn auiamudeansteaudiuazuinig Taefinszuaunis
Tunsnevauesiiosindulate léun msdenuiindudi (Product Choice) M3idanns1aus (Brand Choice) Msidaniudn
visaunusmmine (Dealer Choice) Usinadunisde (Purchase Amount) faananiunisiedudn (Purchase Timing)
WaEIsN19T1928U (Payment-Method Decision)
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wwanruAnfisrfuasulafifdsuuazdasnatlunsde

roulafiLien Aeamsyainendedsiuinduedmmunindussnvnil fiyanaanunsousnnisienssuans
vonliifudiu q Tnsusazdiuusznaufonssuanslunindduyanauasnssudvisuluningdiunas wu ymadu
Tuln & aszineth fieensa ﬁamﬁuﬁﬁaﬂﬁuﬁm%‘ﬁu (The Royal Institute, 2013)

Pranailunistensulafifiouiuaunsoutsoontdilu 2 42 lhud deudeadraaia viendsadaata
wipudhagende (Boonpadung, 2017) ngtananeuadsaiatiuausoutsesntdifu 2 daaldun dradadh
TA59n13 (Pre-Sale) Fadutrsneudavisegrudunsnsdsaziinaueiivfigaiioadsauaulaliuigndn
Tnegnénnguiifegnénfiinnudslansdogean uasiraladlasins daaedinninisasgeduniigng Pre-Sale
wivzlinmsdeasunisuenuulilvimngaunuaniunisel

nstoneulnfideniatalinglasinis (Presale) wastradanelassnisbadunsionoulanouneatn
udnasatuiifen fe lassnsiinisduaiunmsmedifiitefmaeuaulavesgnén siavieagn fimsansamiesniiu
Asssufionnisleu naenauntsuanuaminlesineslidnie dumsdeneulpfifendisilasimanoaiuduate
wionogiuiited Ao gnétannsndrodeglifuiiviaasodunislounssudvs anaudssFesnsrouan
annsaudesléiull uavanunsaituionTazn o

Hadenszdunsnsnaniunnsirsiuoraduanvnivilliuslnaiinszuiunsmevausdusugiana
Tun15308usn (Purchase Timing) Auandnefy fejuiuisessaulafnudadediulszaunisnisnan
fidswarenisinduladensulafiflon wastrnailumsdensulafidouvesuilaasnineludmindodvs]

mATeineta

Thongoun et al (2015) Anwnginssunisdadulatensulafideslusinaidios Swiaunssdn wut
Safodruyana dun 09dn 5eld Sruuandnluaseunta gliduun Suadengfinssunisinduladensuladiden
Furwaiuiiliaos suusznumste uarszsrnalunsinaulade

Kongphod et al., (2019) Anwdadengdnssumaniuaztadeaiulszaunisnimainiifinasonissndu
Tadendeneulafifioululasinisufindya Tungunmwamuas wud1 01y sedunisiny waeselfiadesolion
fumndnsfudssarenisinduladentensulafidelulasinisindga dmiudadedudiuuszaumnanismann
(1) Mundndue nudnguiegisdiulngiinnusesnsiidssuudesiusnmanuvasndouazifiousdsluoinis
frnnilan (2) shusien wuihnguiegsdningeudesmstitinamnzauiunanmlassamedassimsnniian
(3) sutesynansdasivming wuinguiegdnivainnudesnislimadilaseimsiiamnasnds idsssunse
1nilan (@) srunsdaaiunisnana wuingusegisanilvafinnudesnslrifivesuonsine Wegramnzaiannian
(5) Fruyama wuinguiegnsdulvieudesnsliininauiiufoandiwnatgnin T8sendeR Buudunniiae
(6) fudnwaizmsmenm nungushethsulngiianudesnislinseenuuulassainseransiianumumuinniign
way (7) AUNIEUIUNITIAUINIG nudnaudtegsdulngiianudesnislissuunisiauinisiinauasain
wagTnEanniian

Chaijariyavet et al. (2021) Anwiaseiidnasensindulatoda Loy aouln viwse ﬂqqmwumumimsﬁmﬁa
Yadviidinadenisindulatiedn lau Aol viwse winfign Ae Uadesudedosuasnmdnual sesasnldun
Hadusundndne Jadofuduaiunisnain Jadvaniudl uaviesiian Ao Jadedusian uansingiiends
ogfludd lou mouln vimsy nganmumuasliauddgdnuiedsuazamdnuaiveslasinisinniian esn
fitendudanlngaglianushdanisliinisifannmvedasimaidudedndny

Khernrat and Khumsap (2022) finwniladudiulsvaumanisnanaiidnasesnauladondeneulaiidon
Yoz Insluwanseunnamiues nuingugnAmienudidgyiuladediudssaunmisnainseauuinnneu
Tnetldsdmuszanmanisnaindifiindsuniigaesusia sesaunfefugiuuunsneaing Fuviiading
Lazsuitosigaefunsduaiunisnann
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NI2ULUIAATUNITIAY

defnuniatedulszaumsnsnaaifnadenisdonsulafifoutiadadlasnisvesuilnailne
Tudawiadedl fifeldmdumsidomunseuuunfaduiolud

1. Snneinginssulunistensulaiidonveuslnarilneludmindedd Tnelénseuuuidn 6ws
way 1H léun Taseglumarnidmng (Who) fuslnageasls (What) shlufuilaniade (Why) lasiidausan
lunsiinduladie (Who) fuslaetaiieln (When) fuslnadeiiluu (Where) uasgfuslandioagisls (How)

2 At ssaumemsraalumsinaulatereulafidioudiadailasins (Pre-Sale) vosfiuslon
ynglufmingesdu

Jadednudiudseaunienisnaia
v a0 X - a
Tunsandulavanaulniidisw

. AUNARN N

. AUSIAN & aAa e w
v o o | ﬂ'ﬁ‘l]i]ﬂauiﬂﬂ“uﬂuﬂn\uﬂﬂﬂq

. AUTRIM9NNSIRT MY

. AuUNTARESINIAAIN 1as4n1s (Pre-Sale)

. UYAAR
. AUANYUENAEAN
. AUATTUIUNS

~N O O BAWN -

AT 1 BEAINTDULUIAA LAY

ABAndun1siy
Useynsuasnguaagng
Usensiildlumsiade fie nquiuslarvnilvendersulaitlodluimiagedudlugag 3 Y (2561 - 2563)

Felansuuiudsznnsiuduey  dsudsinunvuiavesnguiiegidagldansnisanaiuulinsudsenns
YaeABUATU (Cochran, 2007) Ns¥fiuaadiosiu 95% uayseruauaaanaeuneeusUlaliiu 0.5 {ideaninsadmiuy

ee

YUIAAIBEN9beNTU 385 FBend

in3esilefldlun1sidy

iATeliuuasuaa (Questionnaire) WWuiASesiislunsiiusiusiudesa Inautanguimanueenidu 5 dw e

doudl 1 dnwdanseafieatunistouazmanseunsesiosmaoulafifion

daufl 2 doyavhluvesfneuuuuasuay Ténwaziduluunsinaeusens (Checklist) Téud e o1y
seiuMsAne an1unin o1 seldiadesioiiou gliduun ssesnaiiondvegluiminBedivesiuslaawnlne
ftoroulafidonludmindedmsl

duii 3 wfinssuvesesiuslnasmivelumsdoreulafiiosludmindedu liun dnunzeeulafifouiive
wmalumisde yarafiiavsnaiemsinduladente anuiide Tonidlunistouasdnuaeniste (Pre-sale o

asasanionnt)
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dauit 4 Jaduduiszannammanniidnasoduilaatilnelunisdensulafidoulumindedm]
oA MMuREAU F1UIIA1 AUTIMNNTIATIMLNY AIUNITERETUINITHAIN ATUUARE ATUSNYALVINNIENN
UAAUNTTUIUNT TneidazAnuazlidenyseanuaA1luuaATy (Likert Rating Scale) Tnouusszaumud gy
oondu 5 sedu (Erdnanniian = 5 1n = 4 Urunans = 3 tow = 2 dedign = 1) Wemumudeyaudazldis
Mswdanasil Avuuunde 4.21-5.00 mned ixﬁummﬁﬁzymﬂﬁqm ATILLAEE 3.01-4.20 el seduruddagInn
ATULURAY 2.61-3.40 vianefie seAuAudAyUILNa1Y Azkuuedy 1.81-2.60 winedls seRupuddntos
AzLULRAY 1.00-1.80 vanef szduAudRnydosdig

daufl 5 farauouufeniumstensulafiien fnvaziuuuaeunuumadamamaunmueuaiosile
ldlumside fHselinsmaseulnsmamaanuidesiuresuuasunuieiinsmmdulsyavsweativesaseulin
(Cronbach’s Alpha Coefficient) (Cronbach, 1974) Tagwuinauidesiuvesmndadodiaminndt 0.80 Jafiodn
wuugsuaiifimnudetiolddmiuammiafonuy Basic Research (Hair et al, 2010)

nseszideyaluniside

Tumsifoadeillfaditeneidoyadwiolud

1. MyAnsvideyaianssaun (Descriptive Statistics) fio fr¥evas Aeds uazAndsuuLmsgY
ileeBundnuaznisnszaneiivesdeya

2. inseiininuesesduszneu (Factor Analysis) ierhladevesdinlsraunianisnainin 7p’s
uesgsifionmiminuasiiundaesdusenoundn uaresdusznoudosfionisiandusulsfionisingg
99AUTZNBULTIENTI9 (EFA) hazn193tAsziodnUsenou@edudu (CFA)

3. 11iadefilaarnnisiasisdt Factor Analysis lumaruduiussewinssudsiifinadonisindula
Fonoulntrsnounoadraasa (Pre-Sale) feadnnisn1sinswinisanaesladain (Logistic Regression Analysis)
Tnglimsinaulageneulatiseuroadiaesa (Pre-sale) Sauviiu 1

HAN13398

AN tafidulssaunsnmanafiinatenisteroulafidouralindalasanmsvesfuilnasmive
Tudsmindoslu nmsieseviadaimssann (Descriptive Statistics) Jauansisdoyaimluvespounuuaeuny
385 AU nUMEmaULUUdeUaLad v umemd (Gewaz 58.7) flene 31-40 U (Fowax 47.0) lin1sfinwnssauuSyey e’
(Soway 64.4) anunwlan (Gevay 52.7) flseldadeseiiou 20,001-30,000 Um (Seway 28.6) NG RAVRIH
oidmindedll (Fevas 56.6) svoznaniinegerdeludmindoslnl Ao 1-5 T (Gevay 27.01) Invodvotmuifien
(Sowa 44.16)

amslaneinginssuilusesiuilnavilnelumsdensulafifoulufmindeddlaglénsey 6ws
uay 1H wuiduilnadulvgdoriosn 1 eseu Govas 53.0) Imannussdonny (Govay 85.7) fuuia 36-45
s ($avag 34.0) feaglndouumendn aunsaiunsldaznin (Govay 38.4) Teiilelufiogordourisiiaes
($oaz 38.0) fsuszanadumste 2 & - 3 uum Gosay 35.1) ddulaiesenues (fevay 52.5) oy
Aeatueeulafidionandedsauosulay Gevar 63.6) undsdeyandnlunisinauladolduinsBeumulasiniseds
iegrishega Gevas 72.5) laruddyfudiuaniuan Gosas 46.2) daulvgfiolsinsiineasuduadansonsy
($ovay 51.4) Tonsenndriinaumevesiasms (Gosay 89.6) warlinalunsindulate 1-3 ifou (Gova 41.6)

B4  91s&1s3uINISUSHISSSNA

aurauanIiugauAnuLanvuuvisUszndlng
Tuwszmyuiud saufonszmmiausivgan sewusisonund

Uil 12 1 2 UszSufiou nsngran - Sunau 2566



1NNTIATIENBIAUTENBY (Exploratory Factor Analysis) tievesAusenauidAgyvainguminls

Fughudszaumenisnanaiia 7 idaasienisteneulalutas Pre-Sale nuimamsinssianumnzauveiauls
Sasyin 34 s (7 P’s) Ineldnsiiasizsien KMO (Kaiser-Meyert-Olkin) waz Bartlett’s Test of Sphericity Wua1
KMO 11U 0.943 lag Bartlett's Test of Sphericity 191 Sig. iy 0.000 Wan931 MIKUSHAMUMAINZEN @13750
Tnatansimseladslunmsuusnagudiudsls ainmsliasgiesausenaumen (Principal Component Analysis)
FromsnyuwnLFe3873usnd (Varimax Rotation) Aifieleinu (Eigen Value) et 1.0 3l wuthanunsadnngu
Hadeldianun 6 ngw TeanunsnoduneamuuUsunuldtesay 68.72 §idulévinsdnfudstosiiguandisainngy

ihlufaedlunguiiidnuary ndifesiunniuwdvhnmssmasounumnzaudemsinsgiesdusznaudeiiusu
(CFA) Bnads Tneilefionsanesdusynaudesudranunsarmundoldsmisned 1 sl Jedesunisduaiunisang
Yaduamuninaulazdiinauane Jademunssuiunisnoulasnainisue Jadeamundndue Jadeniunislaean
Ussdunus wag Jadeaiusinn

A157199 1 LEAINANTSIATITHBIAUSENBUITeEN529 (Exploratory Factor Analysis)

Uadeuan a9AUsznaU Factor Loading
Uadedrunisdaasy | 1.1, ﬁmiaaﬂwuaﬂamuﬁ WU uvnssuiinuiaziy 0.829
n135918 (P1) 1.2. L%ﬁwﬁﬂmumﬂmu@uémiﬁwLﬁammazmﬂiuﬂﬁ 0.781
dounudayalasanis
1.3. n159aRanNTIY Wy 1WasilATan1s In9udueunsdun 0.722
Uszdnl
1.4. femeuunuiiowuzthauande 0.676
1.5. finsnsuinanauunulunmsasyulassii 0.657
1.6. 28z tazIUIUR UKD UAIULIAULNZ Al 0.657
1.7. Bifidua 0.630
1.8. drinnumessegluviaiiaznanlunisiase 0.552
Jadeduniney | 2.1 winnunedimuiifortudeyalasiisdueded 0.709
wazdineve (P2) | 2.2 wilnnuwglideyansuiiu waziilaieg 0.701
2.3. fuilensn wardssnsnnuaznInlunsenso 0.696
pgrafuszuy
2.4. Wesweguandliiiunsanuiuresives Jan 0.694
flfaddluiosys
2.5, winaunglinisdeusu Msusnis egreanm 0.655
U UUUUAIDsEAER
2.6. &MU AnkAsEIsIL SaldRing eme 0.631
oN155UTeIGNAN
2.7. melulassnsiinisdaifuiidaunans aauesisas 0.630
UssE1nAN18lulATINIIEY drean
2.8. MusadrassuandliiiiugUuuueamsidumnsgu 0.518
asafueIAsTiayieadnanse
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A15199 1 LEAINANTSIATIZHBIAUTENOUITNAN529 (Exploratory Factor Analysis) (#a)

Uadeuan 29AUsZNaU Factor Loading
Hadedunszuaunis | 3.1, mendinnisTounssudv’ dn1siuuseiu 19 0.685
AounaznaanIsute | InszuiumsliuinismainisuieegvasnInuazsIng,
(P3) Tunislviuinis
3.2. INsEUIUNNINTIIARUNBUAINBUTIDIYRDE 1NaLLBYA 0.648
sufsanusautladounnsosfingranuld
3.3. mIWunandansneiia 0.603
3.4. YanreasrsiTannm uleuss numu 0.601
3.5. nsvualumsnesazmIngInd) uasdyyaziearans 0.566
fannsgnaidiede Meazidunnsuiu
3.6. nsrvrumMstiaueveiigUuuuiidilaiesetonans 0.391
Tuinaenens uaggunuuresyadaiiviosneglidivu
waglvideyaseagnees
Uadadundadiaue | 4.1, JULUU AuEsny wayauviuaiuveennns 0.725
(P4) 4.2. sUnuu mavnusimslusssreiuildaesnelusios 0.712
4.3, yhuafidalasents dumsazann 0.673
4.4. F981UNEANALAIN WU Fitness T190AT0 0.573
szuusnwaruaends CCTV Adnda aseieth Wudu
a.5. pwdnwal autndede anusiuamIsIiuLay 0.521
U58aun150i99991904LATINS
Hadudunslaan | 5.1. flsTlududuaiunsueiiiaula w wieddlui 0.711
Uszndunus (P5) | wilasiwesasugn Wusiu
5.2. Musludupssmuaiudesnis wu wWiduaid 0.668
druaniuan duansinAvieyn 1usu
5.3. madoasnemanaasudsaueeulall In1sas 0.635
nedoudanlate vieasunudeyaruromsonuladly
\wu Facebook Jusiu
5.4. finslawanyssvduiusinaisiasinsaouladidey 0.610
Kunanvanede
Tadednusm (P6) | 6.1. sindlanusngauiununndan 0.780
6.2. Milenumnzauiurug Muiliaesvoiown 0.721
6.3. andianunzauilesuiulasanislndides 0.671
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Yadenlaanmisned 1 Wetinsiei CFA wuinesAuszneunauaiai Factor Loading 41nn71 0.50

wardAPiANNADAAAINANNAY RMSEA = 0.10 kag@1 CFl
Mmysngautiy RMSEA A358g381Ing 0.05-0.10 wag CFI A3511ANT1 0.90 (MacCallum et al,,

L -1

1996) WY

= 0.79 agslsAmusvirnuasnndasnaunau

1]

IA1THANsANARFILUSALAT Factor Loading #n11 0.70 aaﬂLLawﬁfmﬁmeﬁaqﬁﬂizﬂam%wuau (CFA)

snadaauldAn RMSEA = 0.88 uaven CFl

TumsihlWieseviaunisanneeladain (Logistic Regression Analysis) Tugsudinly
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A Sequential Serial Mediation Model of Brand Image, Customer Experience
and Smart in-store Technology Application on Repurchase Intention:

The Case of a Counter-brand Skincare Products
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Abstract

The purpose of this study was to analyze the sequential serial mediation model of brand image and
customer experience and the adoption of smart in-store technologies to determine the impact of perceived
usefulness and ease of use on the desire to repurchase intention skincare products from another brand. A
total of 250 online surveys were conducted using random sampling. Qualified respondents were selected
as well as 194 questionnaires being returned for analysis. The statistical software and advanced statistical
software were used to analyze and interpret data. The statistics used were the descriptive statistics, which
consisted of percentage, mean, and standard deviation and the inferential statistics, which consisted of
sequential serial mediation model were examined. The results of the study found that neither ease of use
nor perceived usefulness were strongly related to the intention to repurchase cosmetic and counter brand
products. Similarly, the results found that there was no significant positive relationship between the use of
smart in-store technologies (reported ease of use and perceived usefulness) and repurchase intention when
brand image was used as a mediator. Moreover, the results of this study found that customer experiences
played a critical role in the interaction between in-store technology adoption and repurchase intention.
Lastly, this study found that a sequential serial mediation effected among ease of use, perceived usefulness,
and repurchase intention for cosmetic and counter brands. As a result, this work provides both theoretical

and managerial implications for improving the customer experiences in omnichannel marketing and retailing.

Keywords: smart in-store technology adoption, customer experience, repurchase intention
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Introduction

Nowadays, brands need to take care of smart in-store technologies and adapt to survive in the
competitive market, especially in the new normal time during COVID -19. As a result, retailers need to
provide a specialized offering to meet consumers' individual needs and provide a smooth and consistent
experience (Roy et al., 2020). The current study fills a knowledge gap in consumer technology adoption by
developing and implementing a store customer experience strategy that is consistent with the concept of
a frictionless customer experience.

According to previous studies, smart technologies in stores, such as the Internet, smartphones,
QR code, e-payment, e-wallets, holographic screens, and others, are the digital innovations that improve
the shopping experience and service (Grewal et al., 2020). Several studies have found that the consumer's
experience with the technology and the level of usability influence the adoption of in-store technologies
(Weber & Badenhorst-Weiss, 2018). Moreover, perceived usefulness is the critical facet of in-store technology
adoption, and perceived usefulness and usability are the most important factors in in-store technology
adoption (Alam et al., 2021).

In the last five years, the market for cosmetics and skin care products in Thailand has become very
exciting. The Thai skin care and color cosmetics industry is one of the largest in Southeast Asian countries.
For example, dermatological products in Thailand had a market value of approximately 92 billion Thai
Baht in 2019. In comparison, oral cosmetics had a market value of about 25.6 billion Thai Baht. This year,
the market for beauty and personal care products in Thailand was estimated at about two hundred billion
Thai baht (Statista, 2023). In 2027, the market is expected to reach $3,530.00 million, representing a compound
annual growth rate (CAGR) of 10.03 percent from 2023 to 2027. In 2023, the user penetration will be 11.8%
and is expected to reach 15.4% by 2027 (Statista, 2023).

In the face of competitive marketing and the dynamic development of high technology, customer
experience becomes the fundamental component of omnichannel retail marketing, which has been overlooked
in previous research. Few scholars have investigated the critical role of customer experience as the second
mediator of customers repurchase intention for beauty products. Therefore, this study examines the sequential
serial mediation of brand image and customer experience to determine the influence of perceived usefulness
and ease of use on the desire to repurchase skin care products from a particular brand. Although most
research applies multiple theories to explain consumer behavior in repurchase intention through S-O-R
theory and the expectation-confirmation model (ECM), some researchers apply other theories related to
technological advances in the digital age. This study fills the research gap by applying the Technology
Acceptance Model (TAM), Social Cognitive Theory (SCT), and Expectation-Confirmation Model (ECM) in this
study to gain a deeper understanding of user motivation and the influence of customer experience on

customer repurchase intention.

64 NSASIVINISUSHISSSNA

aurauanIiugauAnuLanvuuvisUszndlng
Tuwszmyuiud saufonszmmiausivgan sewusisonund

Uil 12 1 2 UszSufiou nsngran - Sunau 2566



Research Objective

The purpose of this study is to examine the serial mediation effect of brand image and customer
experience and the adoption of smart in-store technologies to determine the influence of perceived
usefulness and ease of use on the desire to repurchase skin care products. This research applied the
Technological Acceptance Model (TAM), Social Cognitive Theory (SCT), and the Expectation-Confirmation
Model (ECM) to gain a better comprehension of consumer motivation and the significant influence of

customer experience on repurchase intention.

Review Literature

Technology acceptance model (TAM)

According to Davis (1989), this model is based on the notion that perceived usefulness and ease
of use or perceived ease of use are the most important determinants of intention to use a technology
(Davis, 1989). Previous research has shown that the more user-friendly a new technology appears, the
greater the intention to use it, and the greater the intention to use it, the greater the actual consumer
behavior. Nevertheless, many researchers have cited the Technology Acceptance Model (TAM) because of
the simplicity of the model without considering the actual applications in their studies, which may mislead
young researchers and deprive them of the opportunity to apply the theoretical model in a real organizational
context. TAM is that this model excludes external factors that influence technology adoption,
such as demographic variables, user motivation, organizational strategies or policies, etc. (Ajibade, 2018).
TAM are limited in explaining perceived ease of use and usefulness as customer attitudes.

Thus, if there is an external factor in the model, other theories should be used for further
consideration. Conversely, it could be argued that measuring behavior is extremely problematic because
hidden personality traits often motivate behavior. Similarly, TAM is used to explain about the organizational
level perspective, which is not focused on individual interactions. (Ajibade 2018). Ajibade (2018)
recommends that TAM is not appropriate for use with technology in business, academia, and organizations,

but is primarily designed to study human cognition.

Social cognitive theory (SCT)

According to social cognitive theory (SCT), this theory is used to explain how individuals acquire and
maintain certain habits and also serves as a basis for intervention strategies. Previous studies have shown
that SCT suggests that personal and situational factors influence behavior through a self-regulatory process
in which people make evaluations and form cognitive beliefs. According to presence research, people who
are confronted with a sophisticated shopping mechanism evaluate their ability to understand it and the
potential outcomes of its use (Sun et al., 2020).

However, few studies have used and integrated this theory in the retail and marketing literature
to explain customer behavior in the age of the digital revolution. SCT examines the socioeconomic
determinants of human ideas, feelings, and behaviors by establishing reciprocal, triadic, and interactive
causal relationships among people, actions, and the environment. From this point of view, SCT is an effective
model to overcome some limitations of TAM in terms of technology use. Therefore, this theory SCT has
been applied as one of the theories in in-store research to explain the marketing in the present study.
However, SCT is loosely organized and based entirely on the complicated interaction between a person's

behavior and the environment in which they live.
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Expectation-confirmation model (ECM)

This study applied the expectation-confirmation model (ECM) proposed by Bhattacherjee (2001)
to study post-purchase customer behavior and post-purchase technology acceptance to bridge the gap of
TAM and SCT. In addition, ECM has been used to examine consumer behavior from a marketing perspective,
including customer attitudes toward in-store technology, e-commerce, and online repurchase intentions
(Polcharoensuk & Yousapornpaiboon, 2017).

However, there are few scholars who have integrated ECM to study customer experiences supported
by the technology acceptance model (TAM) and social cognitive theory (SCT) in the cosmetics and countertop
brand industries. To understand how the adoption of smart in-store technologies affects customers repurchase
intentions, this study focused on customers who used and purchased skin care products from a counter
brand that adopted smart in-store technologies (SIST). In this study, the ECM was used as a theoretical basis
to construct the behavioral pattern of in-store smart technology adoption in relation to repurchase intention,
integrated with TAM and SCT, both of which were used to explain customers' attitudes and internal and

external factors related to the adoption of new technologies.

Conceptual Framework Hypothesis testing

Usability and Repurchase Intention

Usability or perceived ease of use refers to the attitude of consumers who accept and perceive
new technologies and innovations as replacements for existing processes or previous products and services.
Then, the acceptance of a new innovation from the perspective of its usefulness is evaluated based on its
usability. Numerous studies have shown that usability of use has a direct impact on consumer purchase
intention in various industries, such as beauty and cosmetics, apparel, and retail (Moslehpour et al., 2018).
Moslehpour et al. (2018) found that usability had a positive, significant impact on purchase intention in a
panel of Taiwanese consumers in online stores. Similarly, Hossain et al. (2018) found that customer
satisfaction with quick response codes (QR) had a positive effect on the direct and indirect purchase intention

of e-commerce customers. Accordingly, the hypothesis for this research is as follows:

H1a: Usability has a positive and direct influence on repurchase intention for counter-brand
skin care products.

Perceived usefulness and Repurchase Intention

Perceived usefulness mentions consumers' attitudes toward new technology or innovation that
the technology can improve their productivity. Davis (1989) asserts that a high level of perceived helpfulness
indicates a positive linkage between process use and achievement. Perceived usefulness explains the
extent to which a customer is able to use a system or technology without difficulty or effort. In addition,
the perceived usefulness of online shopping could change consumers' attitudes toward purchasing (Wang
& Hsiao, 2012). In different research contexts, perceived usefulness has been found to have a significant
impact on behavioral intentions to adopt new technologies, such as quick response codes (QR), augmented
reality technology (AR) (Alam et al., 2021), digital signage. Previous research has confirmed that consumers
or potential customers who are convinced that these information technologies are beneficial to their daily
lives, brand, company, retail store, or online business may be encouraged to adopt these technologies for
themselves. Accordingly, the hypothesis for this research is as follows:

HZ2a: Perceived usefulness have a positive and direct influence on repurchase intention for

counter-brand skin care products.
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Brand Image and Repurchase Intention

Brand image is consumers' perception, belief, and attitude toward a brand that is remembered
through association with the brand (Kotler & Keller, 2012). Therefore, a better and positive brand image
influences purchase decisions. In addition, the perception of a brand image may also result from experience.
Previous studies have found that consumers with higher brand image perceptions are more likely to repurchase
products and services (Lien et al., 2015). Therefore, a strong brand image of counter-brand skin care products
mediates the relationship between smart in-store technology (SIST) application adoption (usability
and perceived usefulness) and repurchase intention for counter-brand skin care products. Accordingly,

the hypothesis for this research is as follows:

H1b: Brand Image of counter-brand skin care products mediates the relationship between usability
and repurchase intention for counter-brand skin care products.
H2b: Brand Image of counter-brand skin care products mediates the relationship between perceived

usefulness and repurchase intention for counter-brand skin care products.

Customer experience and Repurchase Intention

Customer experiences are described as the consequences of interactions between consumers and
companies in the form of physical, psychological, sensory, sensory, or emotional experiences (Jain et al,,
2017). Several studies have defined customer experiences as consumers' feelings during direct and indirect
interactions with companies (Park et al., 2017). Moreover, customer experience includes information acquisition,
purchase, consumption, satisfaction, and other related responses (Becker & Jaakkola, 2020). In addition,
some researchers have explained online customer experience as the interaction between consumers and
businesses through online channels, for example, searching for information, subscribing to current information,
and purchasing products or services (Bilgihan et al., 2016). In addition, an excellent customer experience
creates a significant competitive advantage over competitors to provide the company with a profit, build
a lasting relationship with consumers (Lemon & Verhoef, 2016), and encourage consumers to repurchase.

Accordingly, the hypothesis for this research is as follows:

H1c: Customer experience positively mediates the relationship between usability and repurchase
intention for counter-brand skin care products.
H2c: Customer experience positively mediates the relationship between perceived usefulness and

repurchase intention for counter-brand skin care products.

Repurchase intention and Serial Mediation Model

Repurchase intention refers to consumers' need to buy a product or service again and again in a
given time. In omnichannel retailing, repurchase intention refers to the consumer's or user's intention to
select and use the same online retailer again after having some experiences with the service through online,
offline, and omnichannel channels (Pasaribu & Pasaribu, 2021). In addition, there is a wealth of research
examining the use of in-store technologies in relation to consumer behavior in omnichannel retailing.
For example, Keni (2020) found that in-store technology adoption has positive direct effects on consumers.
Both consumer-perceived usefulness and perceived convenience impact consumer purchase intentions
via consumer satisfaction and trust in e-commerce websites. Previous research has shown that perceived
usefulness has a positive impact on online trust and repurchase intention among online businesses
(Lukito & Ikhsan, 2020). Accordingly, the hypothesis for this research is as follows:
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H1d: The impact of usability on repurchase intention for counter-brand skin care products is
sequential mediated by brand image and customer experience.

H2d: The impact of perceived usefulness on repurchase intention for counter-brand skin care
products is sequential mediated by brand image and customer experience. Hence, the conceptual

model shown in Figure 1 was created and examined as follows

Customer

Brand Image

Experience

Adoption of In-5tore Technology Repurchase

- Usability

Intention

- Perceived Usefulness

Figure 1: Conceptual Framework

Research Methodology

Research Design

In this study, quantitative analysis using covariance-based structural equation modeling was
conducted to examine and confirm the existing theory (Dash & Paul, 2021). In addition, the research data
were analyzed and evaluated using statistical software. This includes both descriptive and inferential
data for the purpose of validating the sequential serial mediation model. In this study, the regression
bootstrapping technique was used in Hayes' PROCESS module (Model 6). This study was conducted using
an online survey as the research instrument. The sample studied was customers who used and purchased
skin care products from a counter brand which adopted Smart In-Store Technology (SIST). Between April 1
and May 1, 2022, data were collected from customers who used and purchased skin care products from
a countertop brand with smart in-store technology (SIST). 300 online surveys were distributed to selected
study participants via selected online channels such as social media platforms (Facebook, Instagram, Line
applications). At the end of data collection, 250 responses were returned, of which 194 were considered
valid for hypothesis analysis. The data showed that there were issues with an unqualified sample that had
not passed the screening questions.

As a general rule, the minimum number of observations for an observable construct should be about
5 times per measured variable (Kock & Hadaya, 2018). If this study contains 38 observations, the sample
size should be approximately 190 (38*5). For this study, an online survey was sent to approximately 300

individuals, of which approximately 250 returned, and 194 usable records were collected for this study.
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Research Instruments

There was a total of 34 items introduced in the first part of the questionnaire. These items were
rated on a seven-point Likert scale, with 1 representing "strongly disagree" and 7 representing "strongly
agree" (7). The items included in the study were empirically validated. Table 1 lists the items of the
questionnaire. Davis (1989) used four measures to assess usability. The perceived usefulness of eight items
was one of the independent factors. Davis (1989) used perceived uncertainty as an independent variable.
The first mediator was the brand image, which included three items; the scale was adopted from Martinez
et al (2009) and Ali¢ et al. (2020). The second mediator was customer experience, which consisted of three
subscales with a total of 34 components. The scale was developed using the scales of Maklan and Klaus

(2011) and Lemon and Verhoef (2016). Hellier et al. (2003) used four items to assess repurchase intention.

Data Collection

The five retail brands were selected primarily because they specialize in using Smart In-Store
Technology (SIST) for private label skin care products and are more familiar with it than other brands.
For the purposes of this study, the five brand names are not identified for confidentiality reasons (hereafter
referred to as Brand A, Brand B, and Brand C, Brand D, and Brand E). A non-probability sample was used in
this study, with an emphasis on using judgment sampling. In addition, screening questions were added to
confirm the qualification of the sampling unit. Due to the coronavirus pandemic (COVID -19), primary data
were collected via an online link to the questionnaire sent to the sampling unit via Facebook Messenger,
Instagram Messenger, LINE, and so on. In addition, the researchers asked the respondents to distribute the
guestionnaire in their own communities. Then, a total of 250 questionnaires were sent out and participants

were selected from the 194 completed questionnaires.

Data analysis

In this study, research data were analyzed and evaluated using statistical software. Both descriptive
and inferential statistics were used in this study. First, descriptive statistics are performed and mean,
and standard deviation are calculated. Then, inferential statistical techniques such as bivariate correlation,
internal consistency, factor analysis, exploratory and confirmatory factor analysis approach, and bootstrapping
method are used for mediation analysis. Then, serial mediation studies were conducted using Hayes'
PROCESS macro model 6 (Hayes et al, 2017) to conduct the expected study of mediation models A
and B, as shown in Figures 1, 2, and 3. As recommended by Hayes, the models were evaluated with
5,000 bootstrap samples and a random number seed to allow for repeated bootstrapping across studies
(Hayes et al, 2017). It is worth noting that bootstrapping is a nonparametric statistical technique that does
not depend on the assumption of a normal distribution (Hayes et al, 2017). Preacher and Hayes (2008).
claim that bootstrapping is the most critical assumption.
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Although SEM Amos can also be used to analyze the serial mediation model, there are many
limitations and reasons not to use it in this study. First, previous researchers have claimed that using SEM
Amos requires a relatively large sample size to calculate and interpret the hypotheses. The results should
include at least 200 samples (Kline, 2015), which is not compatible with the conditions of the present
study. However, in confirmatory factor analysis, the minimum sample size is about 150 samples, which is
the standard threshold (Muthén & Muthén, 2002). In addition, SEM AMOS requires special software or additional
statistical knowledge to use a certain command about syntax, which is complicated for researchers who do
not have in-depth knowledge of statistics in analyzing the multiple mediation model, compared to PROCESS
Macro, which is convenient and simple for research in analyzing multiple mediation in a few steps without
knowledge of syntax (Hayes et al., 2017), with the model already created and represented by numbers,
which is easy for all researchers and analyzes the results in a short time and reliably. The software was
developed by Hayes et al (2017), who was the first researcher to propose this program and discussed the
alternative technique of serial mediation analysis using a software package that can be used by anyone

and analyzed in a short time compared to SEM AMOS.

Results and Discussion

Research Results

This study employed exploratory factor analysis (EFA) techniques, which are typically used to determine
the structural model of a data set and to examine its internal reliability. In addition, EFA was used in this
study to examine common method bias (CMB) using the one-factor Harman test. Due to the cross-sectional
design of the study, there is a possibility of common method bias (CMB)-an unintentional variation in the
measurement of the constructs-that could affect the reliability of the scientific results. Therefore, it was
necessary to test for the possible presence of CMB bias prior to data analysis in the present study (Lindell &
Whitney, 2001). In this study, an experiment was conducted to detect CMV bias: the use of the SPSS version
of Harman's single factorial test. Therefore, in the present study, we first conduct Harman's single factorial test
via principal component analysis using exploratory factor analysis in the statistical software. In the present
study, all 34 Likert scale items in Harman's single factorial test converged to a single non-rotated factor,
and the single factor explained more than 43.73% of the total variance, which is below the threshold of 50%
(Kock & Hadaya, 2018) indicating that CMB bias was not a problem in this study, according to the results.

Then followed the further method of exploratory factor analysis, the results of which yielded a
Kaiser-Meyer-Olkin value of 0.93, which is above the industry standard of 0.8. (Hutcheson & Sofroniou, 1999).
The results indicate that the sample size was appropriate. The present study also examined the standardized
factor loading to assess the reliability of each item. As a rule of thumb, the value of the standardized factor
loading for each factor should be above the standard value of 0.5. The measured items that are below 0.5
are then cut out before further hypothesis testing (Samuels, 2017). According to the results, out of the total
38 items in the first part of the questionnaire, 10 items were cut out, namely Perceived Usefulness (PU) No.
3,4, 5, 6, Customer Experience (CEPM) No. 6, Results Orientation (CEOF) No. 4, Moments of Truth (CEMT)
No. 2, 3, Product Experience (CEPE) No. 4, and Repurchase Intention (RI) No. 4, and the remaining items
were presented in Table 1 Exploratory Factor Analysis. Therefore, the data were divided into five groups
based on the following main constructs: Thus, the remaining items for hypothesis testing in this study are
28 items.
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Table 1 Exploratory Factor Analysis

Constructs/ Variables Usability

¢))

Perceive
usefulness (2)

Brand
image (3)

Customer
experience (4)

Repurchase
intention (5)

Construct 1: Usability

us1 0.78
us2 0.57
Us3 0.74
usa 0.92

Construct 2: Perceive
usefulness

PU1

PU2

PU7

PUS8

Construct 3: Brand Image
BI1
BI2
BI3

Construct 4: Customer
ExperiencePeace of mind
CEPM1

CEPM2

CEPM3

CEPM4

CEPM5

Outcome focus
CEOF1
CEOF2
CEOF3

Moments of-truth
CEMT1
CEMT4
CEMT5

Product experience
CEPE1
CEPE2
CEPE3

Construct 5: Repurchase
Intention

RI1

RI2

RI3

0.85
0.68
0.66
0.79

0.76
0.85
0.52

0.55
0.66
0.66
0.61
0.60

0.53
0.52
0.97

0.52
0.53
0.53

0.67
0.69
0.60

0.67
0.70
0.60
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In the present study, a validity test was conducted according to the recommmendations of Campbell
and Fiske (1959), who proposed two criteria for determining the construct validity of a test: Convergent
validity and discriminant validity. Convergent validity is the degree of certainty that the indicators of an
attribute can measure it reliably. In contrast, discriminant validity refers to the degree to which measurements
of different attributes are unrelated. Generally, confirmatory factor analysis is used to assess construct
validity in structural equation modeling (Joreskog, 1969). Then confirmatory factor analysis (CFA) is another
statistical tool used in structural equation modelling that allows the examination of the factor structure of
a set of observable or predictive variables (Schuberth et al., 2018). This approach was used to hypothesize
relationships among variables in the measurement model. In this study, model fit is assessed using the
absolute values of Root Mean Square Error of Approximation (RMSEA), Goodness-of-Fit Index (GFI) and
Adjusted Goodness-of-Fit (AGFI), Standardized Root Mean Square Residual (SRMR) and incremental construct
validity; Comparative Fit Index (CFl), which are presented in Table 3 below;

Table 2 Confirmatory Factor Analysis Fit indices

Model CMIN DF CMIN/DF CFl GFl AGFA SOME RMS
Initial model 1562.53 499 3.13 0.78 0.66 0.57 0.85 0.11
Adapted model 151427 467 3.24 0.78 0.66 0.55 0.87 0.06

Notes: CFl=The comparative fit index, GFI=The goodness-of-fit index, AGFI=The Adjusted Goodness-of-Fit Index, SRMR=Standardized
Root Mean Square Residual, RMSEA=The Root Mean Square Error of Approximation

Table 2 shows the results of the original model and the fitted model. According to previous research,
the process of model modification is emphasized by the information needed to create appropriate models
(Chou & Bentler, 2002).

Despite the presence of a common belief from a basic statistical perspective, exploratory factor
analysis (EFA) is a technique to test for dimensionality to determine if the items adopted in the survey as
a group have a similar response pattern to understand the interrelationship of these variables (Hair et al., 2014).
Confirmatory factor analysis (CFA) is a statistical method used to validate the construct structure of the
observed variables. CFA can provide valuable information about the fit of the data to the specific theoretical
constructs and measurement model, and is likely to provide clues about possible inadequacies of some
items before hypothesis testing is conducted (Hancock, 2001).

However, recent research has shown that CFA techniques alone are not sufficient to identify the
best-fitting model, especially in scale-fitting research that relates to the fact that a study's scales were
conducted in a different context, such as a different country, culture, or setting. For example, Orcan (2018)
has shown that translation errors may occur in an adaptation study when attempting to translate a
questionnaire or scale from the original language to the new language, and that the use of CFA alone could
result in a situation that differs from the actual situation, causing the model to bias the results (Orcan, 2018).
Therefore, the study shows that a good-fitting CFA model for a dataset does not necessarily mean that it
is the optimal model, which is consistent with the reasoning of a previous study (Orcan, 2018). Scale-fitting

studies may experience structural changes due to cultural differences and item translation.
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In addition, a dataset may fit multiple CFA models, so it would be better to conduct an EFA first
to account for possible cultural differences. If no EFA is conducted, a researcher cannot test a second
model because the first model fits the data. Therefore, it is essential to first perform an EFA to identify the
potential error.

After that, the reliability and discriminant validity of the instruments was determined. The results
are summarized in Table 4 Composite reliability (CR), the square root of the average variance extracted
(AVE) (boldface). Furthermore, Fornell and Larcker's threshold (1981) is frequently employed to evaluate
the degree of shared variance among the latent variables in the model employed in this study. The average
variance extracted (AVE) and the composite reliability (CR) can be used to evaluate the convergent validity
of the measurement model, as shown in Table 4, which depicts the correlation between the main strut
and the results of AVE and CR. Hair et al. (2014) recommended an acceptable range of CR greater than
or equal to 0.70 and an acceptable range of AVE greater than or equal to 0.5. Consequently, as shown in
Table 4, all constructs satisfy the standard threshold. Similarly, discriminant validity can be assessed using
the Fornell-Larcker test procedure by comparing the proportion of variance captured by the construct (AVE)
with the variance shared with other constructs. Therefore, the values of the square root of AVE for each
construct must be greater than their respective correlations. If not, the values of AVE for each construct
should exceed the squared correlation between the constructs. Thus, according to the results in Table 4,

most constructs are discriminant validity.

Table 3 Composite reliability (CR), the square root of the average variance extracted (AVE) (boldface)
and correlations between constructs

(1) (2) (3) (4) (5)

(1) Usability 0.89

(2) Perceived usefulness 0.78** 0.77

(3) Brand image 0.57** 0.75** 0.77

(4) Customer experience 0.60** 0.81%** 0.71% 0.79

(5) Repurchase intention 0.49** 0.65** 0.60** 0.72** 0.81
Mean 5.94 591 6.04 573 5.81
S.D. 0.96 0.83 0.59 0.76 0.88
Internal consistency 0.85 0.89 0.75 0.93 0.76
CR 0.87 0.80 0.62 0.91 0.70
AVE 0.79 0.59 0.59 0.62 0.65

Hypothesis testing Results

The statistical results of the study are shown in Figures 2 and 3. The summary and results of the
hypothesis tests are presented in Table 5. They show that the direct and indirect effects of usability and
perceived usefulness on repurchase intention for counter-brand skin care products are influenced by brand

image and customer experience as follows;
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The direct and indirect effect of usability on repurchase intention for skin care products

The direct effects of each construct are shown in Figure 2. The findings indicate that usability has
no substantial direct connection with the desire to repurchase. (B =0.05, SE = 0.06; 95 per cent Cl 5(-0.06, 0.17)
for opposite brand skin care products. Similarly, brand image has no direct impact on repurchase intention
(B =0.22, SE = 0.21, 95 per cent CI 5 (-0.08, 0.52) for opposite brand skin care products. However, the results
showed that usability was directly positively related to the brand image (B = 0.35, SE = 0.04; 95 per cent
Cl'5(0.28, 0.42). Similarly, the effect of brand image on customer experience for counter brand skincare
items (B = 0.70, SE = 0.07; 95 per cent confidence interval [Cl] 5 (0.56, 0.85), while the effect of customer
experience on repurchase intention (B = 0.68, SE = 0.09; 95 per cent CI 5 (0.51, 0.85). Therefore, Hla was
rejected. In addition, the indirect effects of each construct are shown in Table 5. There is no indirect effect
of a brand image between usability and intention to repurchase opposite brand skincare products at
([3 = 0.08, SE = 0.06; 95% CI 5 (-0.03, 0.19). In comparison, customer experience had a full mediation effect
between usability and intention to repurchase opposite brand skin care products (B = 0.15, SE = 0.05, 95%

Cl 5(0.08, 0.26), H1b was negated while H1c was accepted.
Customer
Experience

Brand Image

Repurchase
Intention

Usability

Figure 2: Sequential serial mediation model of brand image and customer experience between

usability and repurchase intention

Finally, the results suggest that the indirect effect of usability on repurchase intention for
counter-brand skin care products via the serial mediating effect of brand image and customer experience
is a significant positive relationship (B = 0.16, SE = 0.03; 95% CI 5 (0.11, 0.22). This supports the serial

mediation model. H1d was thus accepted.

The direct and indirect effect of perceived usefulness on repurchase intention for a counter-brand
skin care product

Figure 3 summarizes the direct consequences of each construct. For counter-brand skin care products,
perceived usefulness is not directly related to repurchase intention (B =0.14, SE = 0.10, 95% CI 5 (-0.06, 0.33).
Similarly, a brand image had no direct effect on repurchase intention for opposite brand skin care products
(B =0.18, SE = 0.11; 95 per cent CI 5(-0.04, 0.41). There was still a relationship between perceived usefulness
and brand image ([3 = 0.54, SE = 0.03; 95 per cent Cl 5 (0.47, 0.61) and a direct relationship between
customer experience ([3= 0.59, SE = 0.06; 95 per cent CI 5 (0.48, 0.70). There is a similar effect of brand
image on customer experience for counter-brand skin care products. The effect of customer experience
on repurchase intention for counter-brand skin care products is 0.62 (B = 0.30, SE = 0.08; 95 per cent
confidence interval Cl 5 (0.14, 0.45), and there is a similar effect of brand image on customer experience

for counter-brand products.H2a was then rejected.
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Table 5 summarizes the indirect effects of each construct. The results show that there is no indirect
effect of brand image on perceived usefulness and intention to repurchase opposite brand skin care products
(B = 0.10, SE = 0.09; 95 per cent Cl 5 (-0.07, 0.28). At the same time, the indirect effect of customer
experience showed a significant positive impact and a complete mediation relationship between perceived
usefulness and intention to repurchase opposite brand skin care products ([3 = 0.36, SE = 0.07; 95 per cent
confidence interval [Cl]: 5 (0.23, 0.51). Consequently, H2b was negated, whereas H2c was accepted.

Customer
Experience

Perceived . ‘ Repurchase
Usefulness Intention

Figure 3: Sequential serial mediation model of brand image and customer experience between

perceived usefulness and repurchase intention

Finally, the results indicated that the indirect impact of perceived usefulness on repurchase
intention for counter-brand skin care products via the serial mediating effect of brand image and customer
experience was a positively significant relationship (B = 0.10, SE = 0.03; 95 percent CI 5 (0.04, 0.17).
This supports the credibility of the serial mediation model. Thus, H2d was accepted.

Table 5 Hypothesis testing results

'ﬁ Bootstrapping 95%
< Beta
é Relationship ® sg Confidenceinterval  gog s
f Lower  Upper
Hla: usability - repurchase intention 0.05 0.06 -0.06 0.17 Rejected
Hlb: usability » brand image - repurchase intention 0.08 0.06 -0.04 0.19 Rejected
Hlc: usability = customer experience -» 0.15* 0.05 0.08 0.26 Accepted
repurchase intention
H1d: usability = brand image = customer experience 0.17* 0.03 0.11 0.23 Accepted
—=repurchase intention
H2a: perceived usefulness -» repurchase intention 0.14 0.10 -0.6 0.33 Rejected
H2b: perceived usefulness = brand image - 0.10 0.09 -0.07 0.28 Rejected
repurchase intention
H2c: perceived usefulness = customer experience 0.36* 0.07 0.23 0.51 Accepted
-repurchase intention
H2d: perceived usefulness = brand image 0.36* 0.03 0.04 0.17 Accepted

customer experience = repurchase intention

Note: Standard significance levels were applied as follows *Significance level at p < 005, **Significance level

at p < 0.01, ***Significance level at p < 0.001 (Hair et al., 2014).
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Discussion and Conclusions

This study examined the direct and indirect effects of usability and perceived benefit fulfillment
on repurchase intention for skin care products of another brand via brand image and customer experience.
In addition, this study examined a sequential serial mediation model supported by integrated ECM, SCT,
and TAM. Nevertheless, there is strong evidence that usability and perceived usefulness have a direct
impact on repurchase intention when it comes to technology adoption in many industries (Sun & Chi, 2018).
However, in the present study, no significant direct or indirect relationship was found between usability
and perceived usefulness in terms of consumers' intention to repurchase skin care products from another
brand and no mediating effect via brand image. When consumers adopted technology, only usability
or a mediator was found to increase consumer repurchase intention (Asnawati et al., 2022). The model
of the present study then examined an additional aspect, customer experience. The results indicated
that customer experience acted as a mediator for both usability and perceived usefulness in consumers'
propensity to repurchase skin care products from another brand. Similarly, Amoako et al. (2019) found that
in the hospitality industry, user experience was the most important construct between consumer adoption
of technology and intention to repurchase. Nonetheless, the findings of this study fill a research gap in the
retail marketing field. In addition, previous research indicates that serial mediation helps predict outcome
variables in complex interactions and examines domino effects in consumer behavior where one treatment
triggers a chain of responses (Tofighi et al, 2019). Finally, in contrast to previous research, the results showed
that brand image and customer experience have a sequential, serial mediation effect on repurchase intention
for skin care products of a counter brand in the relationship between in-store technology adoption, usability,
and perceived usefulness. While Khan et al. (2019) discovered that brand image in the form of brand equity
is critical in mediating the relationship between social media marketing activities (SSMMAs) and customer
response, this model was monitored by smart social media marketing activities (SSMMAs) such as connections,
postings, and customizations to improve customer experience and reduce consumer resistance to technology
adoption. Therefore, this study recommends that customer experience is another important issue to think

about when building and maintaining long-term relationships with customers and brands in retail.

Limitation and Future studies

This study has some drawbacks that may go unnoticed. The scope of the study is limited to smart
technologies in stores, such as QR codes, e-payment, e-wallets, and e-coupons. When this study investigated
the COVID -19 pandemic, it decided to use only social media to disseminate the survey. This included
brand community groups of counter-brand users on Facebook pages, as well as the Line Mobile software
and Instagram direct messenger. If you want to learn more about emerging technologies in the beauty
and counter-brand industries, as well as in other retailers, you might look into mobile apps, augmented
reality (AR) and virtual reality (VR) in the apparel, sports or consumer products industries. Another major
shortcoming of this study is that it is based on quantitative research. Therefore, the results can only be
interpreted as an overall picture of the views of a single group. A different methodology could then be
used to examine the success of each brand's economic sustainability strategies, such as facilitated mediation,
mediated facilitation, or similar approaches. This leads to some additional recommendations for the
studies that will follow this study. They should use the mix approach to gain a deeper understanding of
customer actions, and the new customer group should be broadened and specified rather than limited
to demographic characteristics. The next step in developing an effective marketing plan is to identify the
group of customers who have similar lifestyles, such as Generation C, Fashionistas, Beauty Block Leaders,

or Key Opinion Leaders.
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Research Implications

Theoretical implications

This work adds to the existing literature on digital marketing on digital and retail marketing by filling
the gap in studying the complexity of consumer behavior and the customer journey in the digital age by
using Hayes and PROCESS's macro statistical software model for data analysis. This study validates the latest
retail customer experience metrics. Despite the increasing importance of customer experience (CX) from
the business perspective, there are few empirical research studies that apply and investigate the customer
experience model. The results show not only the importance of usability and perceived usefulness in retail
stores, but also the importance of considering the in-store customer experience to improve brand image and
the use of smart in-store technology (SIST) on repurchase intent in retail stores. In addition, the results of
such a study can also answer and prove the importance of the concept. Frictionless customer experience
is on everyone's lips nowadays. Moreover, the results of this study showed that ECM, SCT and TAM can
be used to explain the sequential serial mediation effect of brand image and customer experience in the
relationship between customer usability and usefulness on repurchase intention in in-store technology in

the cosmetics and counter brand industry in Thailand.

Managerial Implications

According to the results of the main hypothesis, this study offers many benefits to marketers and
retail managers in improving repurchase intention, especially for private label skin care products, by focusing
more on the creation and development of brand image and customer experience. First, the results suggest
that the development of customer repurchase intention is not only focused on promoting consumer
perceived ease of use and benefits of technology in skin care stores or technological support, but also on
developing and promoting brand image and customer experience in stores to achieve consumer desired
outcomes. Consequently, stakeholders should consider public relations methods when building brand image
through various market channels and marketing communications, such as owned media (corporate websites,
brand social media platforms, smart in-store technology (SIST) applications and etc.) and paid media (online
advertising, Google Business and etc.). These methods include demonstrating and communicating about
the brand award, brand certification, and brand image that the brand has ever received or had in the past.
The goal of these methods is to create a brand image that is not only focused on sales, but also conveys
high quality and high standards through holistic marketing. In addition, creating a customer experience is
critical to communicating the value of the brand to our customers, not only through the perceived ease
of use of the technology in the store, but also through each component of the brand strategy when they
are in the store such as sensory marketing and personal selling techniques. In this case, stakeholders could
develop an in-store sensory marketing strategy to enhance the shopping experience, such as using ambient
scents to increase recognition and recall. In addition, marketers should train their sales staff to be not only
knowledgeable but also friendly and provide a good shopping experience for customers by recommending
products and technologies that are appropriate for them. In addition, gathering customer feedback is another
way to improve the customer experience by developing and improving customer service, which in turn

affects repurchase intent. Then, the brand should establish a brand loyalty program to collect this feedback.
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Abstract

Thailand's transition into an elderly society in conjunction with advancements in digital technology
depends on whether the elderly is socially resilient, open to change, and able to manage digital technology
relevant to themselves appropriately to lead a high-quality life in the era of technology integration.
The objectives of this research were to: (1) study social immunity and the digital technology management
of the elderly, (2) analyze the relationship between the digital technology management and social immunity
of the elderly, and (3) analyze the factors of digital technology management that influence social immunity
of the elderly. The samples consisted of 400 elderly who used digital technology and lived in Bangkok
Metropolitan Region, selected through quota sampling and purposive sampling method. The statistics analysis
consisted of mean, standard deviation, Pearson's correlation analysis, and multiple regression analysis.
The research results found that the social immunity of the elderly was at an actual level. Technology
management of the elderly was at an actual level. The social immunity of the elderly was positively
correlated with the digital technology management of moderately older people (r = .800). The digital
technology management had a positive influence on the social immunity of the elderly. The personnel
aspect had the greatest influence (B= .370), hardware aspect ([3= .332), and Internet Network aspect
(B: .210). If the elderly are prepared to procure equipment, software, and internet expenses, it will be a
factor in promoting the use of digital technology. The software primarily used should not be complex but
rather easy to learn. Moreover, supporting personnel will act as a driving force for the elderly to learn about
new technologies. The process of participation in building social resilience arises from the involvement of
families and communities, supporting the elderly in leading a high-quality life.

Keywords: Management of Digital Technology, Social Immunity of the Elderly, Elderly
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T 2565 UszmAlneiissansgeeny 60 Vauly $1uru 12.69 Sruau vieAndufosar 19.21 vesszans
Tutssmerionn Fadudnsnmafintuenssinids (Department of Older Persons, 2022) Waidoyainyaiis
aotuideuasiaudgeielnenuin Jaedelvednsulufanssumsdiaududivaunin leedhsiuduaundn
dlevhAanssuvessusuing q unfe 7 dueu nsuRanstigelelatinisdadilsaSeutaeleUsana 1,163 us
iiedgeivaglatlenalunisFouinaendin dsannsasessuinGeudgeislsnnds 64,000 au sziiulfindgeielne
Hefindmeuarnddlaagnn lunsdhsafenssmsdsnumant fgelelnesulmifinsfnugduniggeitlugaon
vnUszalnefinisivuaulouisuazanasniseing 9 Mzdoaiuaidenamsdsnuvenguygeiondsings
wariinauAn unuifgefoasdunisznsquaresaseunss ny uazUsemanA (Foundation of Thai Gerontology
Research and Development institute, 2018) uananiifgefodsdiaudoanisasiisnusonisdsdin wy
mslasumsqualudinusydniu dsveaiduu iesughia flegonde deyar1iens mathdsusmsndnu wasandeanis
AT IINATEUAT Y UazSgua indliTsdinAnSuasnamvealigelt (umsuchat, 2017) egnslafiony
n1sndngdeauggeisvililssmalnelasunansenuluvaty q d1u 919 1) HanIgENUNIEIULATYEAR
mamwﬂﬁimqaﬁwawsmﬂﬂﬁLﬂaaulﬂmﬂmumamamm‘u‘ummmamqmmwLmumaamaa 2) HANIENU
ymadudenn ymigeognvesfishlifaefoneanueugu neliAntammasuanmdnle nvadlefsleinduneny
Ladldvihawinlidgedesdnme ldifaauniagilaniiewduniseivgnuaiu e193dntiesls Fuiadh
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yudelagmavnmsnnedeulnsu liudeuss (Putson & Pornsiriwatcharasin, 2018) 91nlassasavnedanuiiaeuly
biaseuaiiinailiudauntosas nsiasuadiarudundsinseunsy Jadunihfiveswmnaiadiuluday
Mydwauaniiquiumsdedlituvanndntuaseuasisuiasisiiaunsamsedinlaegadianiugy

R HINGR AT

nsiirseunsinieusuuazeglumruiituuds azanunsaundedsadasing 4 medsan eulnsesliauauls
waztsfuaiandduiumadiey feivhlddenueuarnsndnduliniuulsusuasfianansiauyssme
wsziledsnufigifuiuiifudussrsumilneazlifeatulsaionsdny I33nRdaunmuasduen (Wasi, 1999)
msasepiduiumedensludsemealng ioeiuainedannuansavesszvmuangrusnvosdsanliidauds
wannaulinaunm gunmudauss Andu vt fnsBeuimaontin ansathmaliladansaunanazgfitya wiesdu
unauna1uliinaiuangalunisenssduquaindino tielasuaiianinutuamiadeanunusssvu
ogevhiandusssy Wewduainsmuawguauduuds unuimvesaseunss wuvy sadnsUnAseEILYIDIAY
waganumadanslunsiausnusing 4 (Kaewlangka, 2017) MNATNUMULIARLAEN WA AT UIATe
wuhgfifuiumsdinumesigelofugunnedulimudiiudiuiisdmalifgeodaunmdindia aruisodsedin
Tugusulfesnafinnugy Saguaneiifsrtostugidutundseslumanud Jsznoudae gunnedusinis
aunmedudela wargunnedudsey Meandeasil

qUN1

gun1iz \Junzfiyaraaansauanseenliivanzaunsuunuinmedsay annsaviauldauunuim
ot1afusrdnBamm anunsaUfuiiuaniunsaluardanndenls Wunmeiudazyrrauireannnisaiiduer
Sinfimnuae ldheuguiuasinanaugumeuenyierrugunielu Saunmidin sedanluwid fenufisels
AONIALLUTIR ﬁmmauuuizﬁﬂzamama 3nla 915u0] oyay) Asmauasdwandon (Prasertsin et al,, 2018) Wudeniu
Wasi (2008) na1ai1 guanae fe azidugy fanwauysainene 3ele o1suel Jayan deuuazdanades
WU $19meudauss Taf Ideuidum fityayrseuiivinviu 1usiu uaz Chasoongnoen and Kuhirunyaratn (2011)
nand qunne Ae Msfiasanisinquasdalaliud iy msiiyaraiauAnideun Tusnuguaiw des iasugha
warAunadon egnliiannsausnsenaintuld lneseasBenusagdu fd

HUN12AIUIINTY

gunzdudienie Wunsiuivesyaraitnuiesiguamiudouss Sanuaeviefiddequainnig
wazdingAnssuduasuaunn Wy n1seaniiainie nssulsemueminsegiamunzay lidutiennanie 1usu
(Suwanphahu et al., 2013) Wuideiu Wasi (2008) TiAumsngdn gun1eausenie vuneia s1eaneauysel
uiaussndesnaailidshidulsalifingg fiasugiavidedadendnduiome Liflgifivnsunsonaziaunndey
fiduaugunim uonani Tiamthiporn and Chaiyong (2011 ldlemusnerh gunmevname vanefaantigressnens
Alarwanysal ulauss wigduln od1eUnd szuusng o vessrsmeausavhauldiduunuasivszavsam
sumedianusnumulsalad Usenlsadeldidusazanunnwanin

gun1zauiala

aunmzimdnle Wumsuihlufeafussaunmsalifeuanluanumsaliing 4 vesdin ieluauaunse
Y939ULed Nadlantudd wazlinaumnds (Prasertsin et al., 2018) WulALIiu Wasi (2008) ianuvungdn n1siidala
ﬁﬁmmqﬁuﬁﬂ aseswAs SrnuwamduiatununuesEsTwas Tam flauns Ty saursnsananuiuuds
aslusne wazynilaudiuuidiegliifnguansfauysainiedn dnuazvesiiiqunminid e danuannsa
Tusuaadaggn Lﬁuﬁﬁaﬂmﬂiaﬁﬂ wazidnladesng 9 widgwegiumnzay Sn1suanteannisdiuesual
dewdgyiulymeuassamuauensualldmnzaniumenisa fnsuanieonyedsnuegasnganiuniamney
goufumuesluynduisiuuInuasduau (Department of Mental Health, 2013)
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FUN12AUHIAY

gunmgiudenn lBumssuiiimsativayuanniiteunieaseuadilugmdniu mansenindsaudusiug
sernenuesiugdy Suiimududumiwosdien Wudlvinsatuayuifnuen mstomdeussidladsiunas i
wuieaiu Wasi (2008) Wianuvane i nsegsiuiumedliaseuaiieugu gusuduuds dwnufinnugfsssuauenia
fin1snsam fduinm dszuuu3nisdn uwazdanudulszndany Tnsnmsamaiasgladidunisimuniios
VIﬁ’]ZﬂiﬂEﬂu%Uﬂ?l’mauﬁ']ﬂI‘Mﬂ‘Uﬂﬁmﬁ\laﬂ’,}86[,1/1?{’111150’e)EJi’JlIﬂUUiu‘U’]“Uuau 1 lugrdlednadinnugy Wumsislennis
iosessudinuigeioseniadsuuadunedonimanmenmuarAunndoudsnuiaramanseuretinauiiuey
LaZaUNINUSTYITU A9YUNISANYIU8Y Prasunin (2022) szf[,w,vmmu:u’mmjmmasmaammawaumamwuﬁ'ﬁm
Fnidanudiudszrietumaedeny Sidmanglunisairsanutiuns arwduiusuazanuvasadelunisdiss
Fovamnesenieuardsla wenanni Jaitae (2013) nanai gunzndpudunisegsiuiumedlunseuasiguuy
haudanuuazlan sﬁaiauﬁam'ﬁﬁu'%mimqé’qmﬁﬁLLauﬁé’uamw

Tuuneuilasuléh gunniz iWunnsiiyaeaiicumdouiomedusiane 3ala wasdsen annsaUiuim
fuaaunssiuasdaunndenfiudeunaduls LLauaﬂuﬁﬂmmmi@a&mummzfu aunEiin oy dumasiadigeloios
waziinarensagsrmiuyanadu sl msldAnuuinin uastideiietostuaunmevesiaete Wuanudiuiugn

&

iuﬂwsmﬂ’nmﬁuﬂﬁ]mmmwaﬂw LwaﬂiiwﬂumiaiwuiamW'ial,mamqiumaqﬂuwmi’aﬁ%mmuléﬂuamﬂm
WAy ummmﬂmamwﬂumsaﬂs“mﬂmmwmmmamama n1stasuaiguanIe suaa{ija Folvidiauanysal

¥
a =

LLauummmammﬂmqﬁaamgmmumﬂmﬂwm wiouflasindaysiensidsuutasitingy sarerailuudly
ludununnies SauedesiulgmdensdpunenainduiudgeTesie

nsdan1smalulagndia

welulaflfdunbusdosielumstundouimeiuasugia dsau anmuandou qunim vesauludn
e M0t adiun1sAeans MaAunie nsumd Msfinw g3Re uarnESua s LEuSlndTaludem
TnofinsAndedeas Hromdeativayy faeieffiuszaunsainsviuannsalidumesidauazueunaiaty
WimLaES A 1ANTIUYYRINY YIAINTINANG 4 Ieghdiussavnm Ingltimalulagdiemdaya Aanuaius
P33 Tvinsldineluladlunisadrendusususeulavifionisadrsansslon fadefoasiuaundnngy
fitfos gavanu Wours 1usu (Kuptawathin, 2023) lunsin3eundoudniudaeionuuny gnsmansufina1ain
Fousdeumunieuluynifined insushe dew gunmuazAunadon dusdunisadsassdmelulabuazunngsy
paenuaATUALUNIININUYeIgeTanuAIIINZaN wNuRATTaIoIrTugRavesUsznAlney THf1vua
gmsmaniddnluFesveosnaimuilasadiiuguddvalfiiussansnmgensounquitiseimaiiynauddald
(Accessible) fimnundosld (Available) uazoglusimitinglél (Affordable) it l¥igeToaunsatndsuagliusslowd
1NUINTAN 9 veadgriumaluladidvia ndnenimuazinwensltinaluladfdvavestgele (Ministry of
Information and Communication Technology, 2016) Msannsiwalulagfaa Wumsdamuagldaumalulad
Idegnamnzauasnsaliusslevinnmealuladidamldmudidalivseendu 4 fuldud 1) funisuimsinms
) drulassadisiiugiu 3) funsiauiyeaing war 4) dunisdaasunislinaluladnive seasdoadd
(Thitikornpraphapong, 2016) ATUN15UIHI5IANT tAKA N1sRaRIuANA1INTIA1umAlulad @) TauLme
fiannyaans msdavn nsldan nsdnvianusiunsuaonse (Punyaburana, 2015) fulassasnsiiuguusznaudie
g1$ams wovliing insethensdeanstoua uazszuuaumdn Uiracheeppattana & Bunmanich, 2017) sumssiain
yaansilunialalenalifgeiedanuainsalunislduasiunadalenialifgeieinuaiunsalunisly
wazilemaiagliinaluladddvaiiousslovidsing 9 faeiefinnudeaniside nsilneususumaluladadia
wansnafumuaaunAeafuTeliuarUssaumsal ldiesduduaomiivasnafiidlunisfineusu (Mayoungpong,
2013) frunsaaasunistinelulad aunfesvedassadiugusumellatndviauazmsdoas dutladvddy
dmdunnuseina liedualunsiiganssumnedidnuselind wulnsdwiadoud uardumefiinusenuusud Wudu
(Electronic Transactions Development Agency (ETDA), 2015) Tuunanuilgiounisianismaluladianie
Tnssadsfuguiunaluladiiduduusznoumanaiiefilésiutu Usznoudie ensaund vendiagd wdedns
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g1$auas Wugunsaling q Avssnevtuluedosneuiamed fdnuwundulasseaunsousadiudaenm
wazdudals Tasaufviweunalulad wilvgunsalneufinmesfvuininasuasiauaiuisouiniy
Aeuinnssumeluladlviiogiseiilos vilslumeluladfildumnuiovegnaunsnasde aundeliu Judugunsal
fsmnsfnritlefiouazaeuiamesileitutlihedu nsdwiamnsalruduniunumeanndeiitinve sigels
(Obchuey & Pothisombat, 2019) anwazmnautelulanfdviaivh g fansnsaliauansalauldluynimana
fifoens anunsodiduiululandedsnussulatlilasie viowdu Woutadiife wuny wagdeansluguuuy
Sidnnseiind Prenszduinenimvesaesuazaudvesaeivld uanaint Suigunsaifliiduwesiuuanild
wazithAnaugunn fidaeligeloamnsnmuasuanmmunndermneninldfitu nsldgunsaidunudedes faedy
ausalnsmanndnluasoundh ssnsiieulsinuen uasdhdsautufiussdoyaldedisione (Baik, 2022)
fegunsalsng q wardanunsaatuayumsliFinUsssiuresaeldiduogi

govsns \Jugpidmoseniinnes vielsunsuiidilinesfame i sendnituuennnazaunsdldnu
vuneufiupasliudi Swnnsalinuuugunsaiindoutiosuiiudn aunsaliu senduddununndldiauntun
iioloifgatelaldausiiuanndnliy venmieanueundinduiedenussulatiiellunisinsodiears yane
vieLflonuTuliisedns Facebook Line YouTube fiuiifisslduniignlunguigsds (Kleechaya, 2020)
W weunAlnduUsEIuguweeLes wouwAlduiiiounisiue ueundduieafunisesnidsmevieliniug
Aeaulsaselfiiu ueundinduanidu WeduldlstheansaAnuisnmsugumeunadesiu viedensoneuals
nslnugondiafivard lnewnnasdesamefoulimstufindoyadiuyana Togaguamm mnsaulnsdwinade
Fvoaffgeieies TlUGenA uasdoya Miferdies Feguassaiifgetenufie Jymmaduaeni wu foanisuaam
waum uazaminh Jywnlumsissidernu Jmsnuanud Jamnnsunanudifertuisnsidougenduns
(Gitlow, 2014) ¥llalansnsaldumendinimantiuld dsfunstauseninidosnildaeiinuant dwelnsdhi
wazUszaunsalfinungldngudgede

wletnedumesiin .uedeteneufiamesithunele fnsdeusesewinaeietevans o wieteilan
flifannsndoansieiuldvanemausedanusuiiluinusssn futeinunisfing nsmnduduasgana uaenstuidis
PnFeumsdTIanginssunislidumesidelulszmelve U 2565 vesdrinnuinugsnssunididnvseiing
wut udlddumeditn 52.5 Sruau ludndiunin 79.3% WeSeuifleuiusuulsznnsined 66.2 Suau
Tnend Baby Boomer Aufllfing2sd w.a. 2489 - 2507 finslfiaugeie 3 9alus 11 w7t TnsRanssuvesauToidlveg
Titensdeansaumun Aamuimansyily wagvinfanssuduminnis Hgmiwuanniian 3 Susfuusn léud anudih
Tunsideusedumesidn Usinalavaneeuladiinisuniu uaznisliuimsdumesidndsliviaia (Electronic
Transactions Development Agency, 2020) dwsunisiousedunesidn gliusnmsiianuddguayiuunly
vimsBumesidnnnuiiguadeuiinnndu femuazmnlunmsiatouaranunsadidsinmsdumesidelfistu
(Office of The National Broadcasting and Telecommunications Commission, 2021) ?jﬂﬁﬂmﬂﬂﬂﬂﬁﬁmuﬁuLﬂa%Lﬁm
vosffgeiolutssmalve \ulufimnafenfussmadu o “menuaiftuaded 45 Reafunsiaubumedidn”
Fawmsunslneguidesainietisdumesidndu (China Internet Network Information Center, 2020) gfli8umesi1in
fiflorgannnin 50 Viduufe 16.9% vesUszns a Woudlunean 2020 mslddumesidnldanznguigiony
warldres  USuae3adinuseauly (Aalbers et al, 2011) W fanssunsdndeay nstoves uavautuiis
dmiudgeeny MdavAsunneovlaviduseulay Sumesidnfunsissevesipuilanmeuen aunsaliinisiasie
Madans MsatuAyUnIadany LLﬁSﬁﬂUﬂﬁﬁﬁ&ia%MLLﬁﬁﬂuuﬁﬂsﬁu (Cresci et al., 2012; Hakkarainen, 2012)
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yaans udiudsznevvesmsinnismaluladluyuuesnisiamiyaainsiiiedalonaligede
fewanunsolunisliuasilonafiasltveluladddviaiieussloviing q Jsmsduaiulifgsiodanudenis
faziihdanalulafesaduussd ilefsiauvinusuagiruadsudndusensildmsludmuvisnnag fgede
Fudusiosldzunstineusuuasimuniielannsoliinaluladedsiusyavsnmuasdauaansadioglddnenm
vpunaluladidvasgrafiuniiuaiunsa (Thitikornprapapong, 2016) wonaNHaNNTANEITeanTuLaz
ANUABINS MINNBUTAMUWAlUlagansaumAvrasrarisluanunnamuAT Mayoungpong (2013) wuin fgede
finudeanstineusudumaluladarsauma undnsfunsanunimifafuselduasssaunisal fgeie
dulvgiasfivszaumsaininousiaaziineusuisituizeanaianisdududoyatnas uaznsldanmane
Sidnmsetind (e-mail) viamatianislédedsnuasulatl (Social Media) pgatiu Facebook v elesuuselon
nmisldimaluladfidva lunsiauaundiedatulddely

otslsfmuudinaluladiiszlenidodgeleluvans 9 s Jegelonfauaniemnanedia azanansodam
THnwgunsalwelulaglseggniowazdulszlovd aunsaseuduagliuselominndoyaimasuulanosulaild
usesftssz Yedlgmvdetomedinuiionaasiintuiudgets wu dgefouneulufianindumedidnddsmanisay
sonsiAanssueg o ludiausziiu Wedgeltldnuseidendunaunussdmadodeguamneg wu Uinidles
PN ABUTL uaruds Tauauaun Wudy (Tirakoat & Polnigongit, 2018) uananifgeiefiaaudesnis
Aeafunisdaaiuvesniaizediaminzan o msatuayugunsal wu nda wivide asflnousiliiun
Haetelaglsifanlidng aassasdfmusu/ausulgeilumsdaaunnuiiiuass Selviineufnmesansisus
TugmudgelonnuiaiionsGouifonues uazmsatuayunsliviniseietedumesidnegaiialaslife
Aldusnisdumesiin (Mayoungpong, 2013) uenaini fgefe faudesnisfufidemarsauna
AefugunmTIndotsnduimdunisufdaaliilauninia amnsassedineglédely Saraphon (2018)
dmsumaimuueundndudmiugais asduliiianuderenislinu fmsnysuazduiivualrgasoueuiu
Iddaau wu naduifannsafunisdsdyyindunisvennutismiesingnvaiu viedensaneiuia
Istoenssanida s (Srichatrapimuk et al,, 2016) yniiypannsiimewasirmuuzinsliaumealuladvieussaunu
msdafanssuAsdesiugigels daetoasiimnudeslumsldan

nmsuvwsInsTaiu nu e TeimslimelulaBiivalutinussdriudsnniulaeilaseiiiugu
memalulagidudiuatuayuliun 813aus vendws wIstiedumeiidn uasuaains wingaeiedinunsen
uazansnsadmswaluladfdvianifedestumuedlivztedauaduliigefofigifuiumedeendia annsoogludsnm

9 Y
a

Ippghaimnuauuaziinunmdinia n153deaselidvinsmaaeuanudiusuasBvsnaseninmdnnisinalulad
ARvafuQiiANTuMNIdINTeeEEly IneAsauuRgIuasil
ViadinmaaIs NN UINAUNIRNAUN 1T IAUYR I ITE

o aa
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auuagId 1: n1359an15melulad
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NSOULUIANNISIY
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A15ARNISIAlUlagRINa

- lnssasnaiugu piidufiunnsdenuvadgeds

. GI5OUIS - PUFUNILNNNEY
. PR A— o a

YONALIS - AUFUNTIENNRALR

A ] a f &
. A3RUEBUMBSLIN - uguAENeany
- UAAINS
AN 1 NTBUKUIANNITIVY
A liuN15IY

UsEuInIuazngual9eng

UsensfillunisideideUiunn (Quantitative Research) léun favivogmaust 60 T uly flendvogluin
nsamvLAsLarUTuMma HuA uasUgn vyt Unusdl aymsunins wavagmsanas Sunusidu 1,732,875 Ay
(Department of Older Persons, 2019) ssilf3duldimusuiavesngusegneiildlunsinuaded dun daete
flendpeglumngaummmuasiasUiuama warliinaluladidviaugunsaiansalnu vieuiudmidonouines
Tneriwnrameaawadou 0.05 viasefunnuidesiy 95% uasiwmuavunavesngusiagndlngldmsamsimua
YUAFIDE19YD3 Krejcie and Morgan (1970) ¢ uaungusnetng 385 au ilelsilsnguietnaiinsui anzgide
aldimunsiuaunguiiognuiingn 15 au dwiunsdivuuaeuamdidneulianysal faiuddldnduiegis
asnain 400 AuvE st I s eudndumus i sssntgeislusas S inilesmunduaungusaegng
Funaudania iemvuiaiiegiininzanuagaseunquinaunguitegaifnszansluudaz dann
Fauandlunisnedl 1

M1519% 1 IUNFUABE1TWUNAUNTININ

UIUNFUADE19 (n)
90 uuUszBINT(N) Souaz o ) )
Y UENHIU ATUIUIN
NIUNNUTIUAT 978,455 56.46 217.37 217
uATUgY 142,221 8.21 31.61 32
UUNYT 207,129 11.95 46.01 46
Uyt 145,575 8.40 32.34 33
aunsusINIg 181,703 10.49 40.39 41
GHUCLElE 77,792 4.49 17.29 31
et 1,732,875 100.00 385 400
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i3esilefldlun1side

anziAaelivinnsumamssunssuieades Auaiiauimaininis wnfn nqul waseuideiieades
iielinssUszifunazanadosiuinguszasdiimunly uaslfiduwmsunsaauuasuammsdanisinalulad
Adviauazgiifuiunsdsaesigels ieduniesdleflilumaiuvnunuteyadmiunisids Tnsuvuasuany
fanwazidu wuuns9sien1s  (Check list) wuudatela (The opened form) LazLUULINTIAIUUTZUIUAT
(Rating scale) ImaLLwaaummLﬁ'wﬁaaﬁuﬁmmmﬁmmsmﬂiuia%aq;:Jqﬁaé’wuimﬂa%ﬁugm laun 815auws
gorind inTernedumediin uasyrains dudugifuiumedinuvesiaels Tadudofierieiifnduiudaete
leuA gun1En1en1e gua1enadnle guanienediay way 1935 Likert scale I 4 sediu Tinailunisiimum
dwiinvesnmsUsadiudu 4 sesu dun Waiian Aoudnaaie liresads uazlisdaay il

Wiian Athwiinazuuuresidennouwihity 4
ADUTIITY AthmnAzLLLYRIRIEe nneUWINY 3
IRGEERER Atz uLLYe IR EenRUWAU 2
laia3aay AhmtnazLuLwesiIEenma WY 1

il Auzfidernismseaumnuaysaivesuuuaoua Tnsthiausmsinagd nTvdeuamaIn
yoaAesile $1uam 5 vy wiadu dindvnisinlainendeny 1 vihu mumv-niuiaamma L v Aun1suimagsia
vioadRidagsia 1 viw waedifenmgdnuinine/nmeguadiaete 2 viw ilensndeuduanuiismsseaiom
(Content Validity) errmnzanlud il ( (Wording) TnsUsufiunuaonndasosdamaiuuasiauusivin
wtumesvilauaenndes (10C) wagnagauluuasunulagduiiod19d1uIl 30 #7819 N13RTIAEBY
AAmdesiu (Reliability) vouaiosdelnothluldfunguililingusetne uilldnuaradrondsiungusedng
117w 30 AU FeTFiinTesiandissavsioati (0- Coefficient) TasazaLuLIA (Cronbach) wu ldAmnudesiy
vountesileiaty 978 wanrhuuuasunwiiaidulinunmussianumnzaufeshiidlumaiusunadeya

sdanidlunsiinneidoya

Tun9idoaded] Plihmanneiteyailénunuuaeunuimn Usssnanalaelilusunsudidagy
yaadin fiszdutddamieada 05 adanlflunsinsgideun Idd
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3.26 - 4.00 Huaiedign
2.51-3.25 Juasa
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0.81 - 1.00 Tanudusiusiuuin

0.51 - 0.80 fanudusiusiuuiunans
0.21 - 0.50 flauduiusiutosnion
0.01 - 0.20 Janudusiusiutasunn
0.00 laifipuduiusiu
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AzEITEATuNIIANNALTUSTEnIILUINsInM snalulagaTviaiugliauiunsdsnuvesasde
Ingldanduiusveailesdu (Pearson’s Correlation) wuiniudsnisdnniswealulagaiviavesigeTediauduiug
Faunfundduiumedensmesgigeislussiuuiunas (r = 800) wazidloduunuszidiunsdamsmaluladaavia
Jusiedu loun duensawns dugenduas dunsetiedumesiin wagduynains wuin gliduiunisdeny
vosfgeipfimnuduiudmeuinsyduunmsiunsianismaluladadviannsu Inefudifiaduyssavdanduiug
gaanlaun AuYAaINS (= .745) 503890 laiun Anuesnuas (r= . 737) uazia3etnedumesiin (r= 652) egnadileddey
MeadATsEdy .05 Fusnglunsed 5 wagn1sei 6
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M13°99 5 AnuFuNussEndensdIanismalulagfidnanugiiduiunisdinuvasdgeisluninsiu

A15AAN1SIAlulagfndna A5AAN1sAlulagfndna
plAuiunedeny
HGGIVRRGATH Pearson Correlation .800**
Sig. (2-tailed) 000
N 400

M15199 6 ANNFUNUSTERINYRANNUNITIrNvedgriBuazn1sdanismalulagfidnadiuunsneaiu

nsdnn1sinalulad o o - T
sy v oy F13IAUII YN a g YAANT
UANNUNINEIAY BUMBILUA
pilAuiumsdsmy | Pearson 737 615 652%% 745
Correlation
Sig. (2-tailed) .000 .000 .000 .000
N 400 400 400 400
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AugRIdelanvualassaiisvesiuuinaeslagldaunisannesidedon (Multiple Regression)
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M13197 7 Ardudszansandunus (Correlation) sendnamsdnnismalulagadvanugiduiunisdinuvasdgels

SIE HW SW NW HR
SIE 1.00
HW 37 1.00
SW 615 102 1.00
NW .652** 637 .505** 1.00
HR 145 35%% 16 .625%* 1.00

Y

INENTNN 7 KaNTIATIERAENUsEAVTanduiusIEnInsinnsmalulagfaviatugiauiunisdeay
YoaRgIy nuIdUsinuagiulsdaseiinnuduiusneuinegralidedAynsaiiiiseau .01 waslianuduiug
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MuszAuUmnang feil msdanmanalulagmuaiiuag (HW) dugiauiunisderuvesyggede (SIE)

W a £
UANdUUsEEAND
L o oo«

FEANFUNUT 615

L o o e

FANAUNUT .652

Y W o v v ¢

wazn13danisimalulagenuuaains (HR) AugiiAuiunisdinuvesaeds (SIE) dAdudssansanduriug 745
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Y
o

ANAUNUS 737 nsdanismaluladeumenduns (SW) funiia

Y 9

ufiumsdanLvaRgade (SIE) dAduUsyan

[

nsannIsmeluladsupsovedumasiin (NW) funiAufun 198D 1938 (SIE) dendudsean

Y 9 AU
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waztofiasunAuduiussendneiaudsdaseng 4 61 wudn diwdsdaseyndafianduyssansl
wansliniunduysdasglifinuduiiusiues aunsainsinsziannsenmgals

LAY 0.8

AnzAdevinnisnnaseutlymaruduiusserinsud sBase (Multicollinearity) Woswiuvasfuusdasy
1 4 66 e ldiFnAuAaALAdeuBuse (Tolerance) karAndnsiAuuUsusaudle (Variance Inflation Factor: VIF)
s ludesumnmsUsznunisuuuieesaumsonnesBedou wui a1 Tolerance Srlsidlndaudinagszug
0.352 711 0,540 uazen VIF vessudsdasyluusazsdianegsewing 1.851 fla 2.837 dalaifianlaiiu 10 wandlviidiudi
Liifuusdasefinetlym Multicollinearity fauandlunnsnad 8

M15199 8 ANduUsEANS A1 Tolerance wagAn VIF Tun1sUssunaunIskuuanaasaunisn 1

faudsau (gRAuiunsdpanvasdgede Sig. Collinearity Statistics
nnsidanumnalulagnaia) Tolerance VIF
AuUsdase g5nuIs .000 355 2.817
LY ITeH 509 423 2.366
et dumesiin 000 540 1.851
YAanng .000 352 2.837
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nMsvageUATALUTEANEI0LUTBATEMBAEDA t wuAduUTEANSYo IRl UTRasT TS Tudn Aty eadia
= ﬂ % U U

Nsgau .05 laun Augensuas tnelen t- statistics wiriu 509 Fananiladn gendwsliinadegifuiunisdany
Youyaivag1aledAyn1eEinn .05 dulu Aueidedadulsvenduwisoananaunis
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M13°99 9 HaN1TIATIRINNTRnRLIBdauYaINITIaNsAlulagadviavadgeiendinasnanifuiumaedeay

9

vaegeiy
Unstandardized Standardized
Model Coefficients Coefficients t Sig. Collinearity Statistics
B Std. Error Beta Tolerance VIF

AAati 1.223 080 15.222 | 000

g15AS 247 034 332 7.200% .000 408 2.450
YonALIS 020 030 030 660% 509 423 2.366
LAS0UY 165 032 210 5.230* | .000 541 1.850
dumesiia

YAAINS 239 029 370 8.123* | 000 419 2.389

R =.810, R Square = .657, Adjusted R Square = .654, SEest = .286, F = 252.361, sig = .000
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* ffuddoynnsadatisesu 05

M 9wuhmsinmsmaluladiiviave sgeloniivanaregiiduriumsdinaaaligeloluseiuuunans
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SIE=1.223 + 0.247*HW + 0.165* NW + 0.239*HR + ei (1)

= A v Y% o Naa o daa a i a
NNTNA@BUANNTN (1) LW@@UWW%Q"UEJﬂqUﬂqiﬁl@ﬂ’ﬁLV]ﬂIuIﬁ‘EJGH]V]aV]N@WﬁWﬁWE]Q@J
aa =

Aaa o daov o w
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1) 8503 (HW) Sfeddaymsadffiseiu 05 Insrwavesandulsyansmsannsesananidawintu 0.247
oA fersauaiuiuigiduntiomiog Insausliiudsdasydu ¢ luwuudaesdiiinadl avdmalviniduiu
yedsnnvesgeioiiiutu 0.247 wie

2) idetneBumediin (SW) ffaddymneadifiszsu .05 Tnsvuavesmdulssaninisannesdingt
SR 0.165 mnemnu duedetnedumesinuufgdiundme Insaunilvfuusbasssu 1 lusuudiaes
fiAnasfl avdsnaligdduiumedsanvsiaeiodiutu 0.165 wie

3) ynans (HR) fifeddnymsedifiseiu 05 Tnsvunnvesrdudsyaninisannesdsnaniiaiviniu 0.239

mngaNud fryeansgacisltinalulagaivauiumgaiunilonie lnvauudlidiulsdasedu q luiuudiaes
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v a

a an' \ Y ay o o v X '
HUAAIN %mmaiwﬂuuQMﬂumﬂmﬂmmﬂI;‘\JIE;]JQEJL‘W:M‘U'u 0.239 Y
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aaulau“lmm]umaiwmummmmmﬂmiwuﬂu‘wmﬂa nanAsuGsuiiuileugs saufenstdauneundiadusig
lumshnsiodemsuasinnnmassng  feiu ensiimstanueUnaAdudmiuan el wiude dmiuggete
Tflarnuiesenslinu wu naludefausalnsmgnianu Sensane1una viseven Y iewiiess G]lmamﬂi’ama
Fu (Srichatrapimuk et al, 2016) einoUndindurievenliwSulnaildfodlidudou annsaBeusnsinulag
uieSestleuazgunsaimaluladlutiogtusinannaeyszion waslimsimunguuuusasilsddunsiinuiivatnmane
fastvamanuszauiagmistunmslinuuarnisdoudsdn q fdsuwasegunn dadumsidaivayy
nsldanulaiinazfugn vam eilndde iours uazfReites axfldualtivayudaasunazdunswdnduligsde
Fousifertumeluladlu q wndetu uardadunmsduaiuiaulidgeleinfduiuid Ssmsdudusani
AsUATE gn 9 vanu 9 atelifgeleinnugy dlitudemenisaiuazssiinsy YaReiudeyaruasuniy
Tnenssvaunsfidusanlunsadegidufumsdaufifntuinnnisidmuiuvesnseuaiuasueu \Junsdou
STuiu USnwmnIefiu (Thongsa-ard & Boonchup, 2011) dgeTeiinnuiinle auls Wanuddgiunisidmalulag
ARvia meLﬂumaﬂm‘umiauuauuimmmuaamaLwaiﬂﬁiﬁwaaﬂmq maLfmmmmimmaimﬂmmmamaa
yingAuvestigeolagligin Gaesg 4 erammaiuled wdetedeneaulat s1om7ing Insvd 9a+ uonanil
ng8mu‘[,my:uqm%mumaﬂﬂumaumaﬁmsJauua‘Lgumuqﬂmm Tensdmmannsalriulilion uiduia-tde
eieuiiiduAdumesiin mnnesglinmsaduayunislimEnsisdeiisdumesidndmiuggeds uasaumurgels
sadensdeliduins wi-ri Tnglaifnauinig Wasounqumniiuf (Rojanaprapa, 2017) asidunsdaiaduatiuanyy
Tifgeisanunsalimallaidviaifionnaiuadegiduiunsdsnuvosgeislisnse

Forausuuriildfuannsise

1. fowauanuzndalonts mifnwadaifduaduayugussloniudaulovafotuumansiams
mf-ﬂuiaamwaL‘wamiLaiuamﬂmmumqammaamm&muma&imummswuauaumiauwauumﬂ%mamﬂmu
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Abstract

The change in the current digital marketing environment and consumer lifestyle have been driving
companies to alter their platforms of communications creating a better connectivity with the target consumers
in terms of social media platforms. This study aims to investigate the effectiveness of viewers’ perceptions
of celebrities’ self-disclosure as a moderator on the relationships among parasocial relationship and the
self-brand connection and brand trust. Those will lead viewers to desire to purchase the sponsorship brands
presented in product placement context by celebrity YouTubers. The data were collected online from
238 respondents who aged between 45-64 years old and experienced in watching the selected YouTube
programs. PROCESS Macro was conducted for testing the proposed hypotheses. The results found that
parasosical relationship between Thai middle-aged viewers and celebrity YouTubers can both directly and
indirectly affect viewers’ intentions to purchase the same brands as celebrities. Further, parasocial relationships
indirectly influenced purchase intentions via the increase of perceptiveness of self-brand connection and
brand trust. Moreover, the result indicated a significant interaction between celebrities’ self-disclosure and
parasocial relationship toward self-brand connection and brand trust. The study provides implications in
understanding that the use of celebrities as for the company’s brand influencer in the product placement
context is still usable. The outcomes of this present study suggest that content creation with the use of
product placements in YouTube platform can be the company’s greatest asset if they carefully manage
the contents that attract the interest of middle-aged consumers. Especially, when these viewers perceive
that YouTube celebrities are more open with their personal life and opinions that consequently motivates
them to develop the feeling of brand connections and brand trust towards the brand content presented
by the YouTube celebrities.

Keywords: Parasocial Relationship, Self-brand Connection, Brand Trust, Self-disclosure, Product Placemen
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Introduction

The digital landscape requires marketers to increase connectivity with their targets. Thus, it has
been the challenge of companies to evolve their core marketing essence utilizing human-centric marketing
(Kotler al., 2016). Consequently, content marketing has become an important marketing initiative for achieving
long-term long-lasting relationships with customers. These contents on social media have come to replace
traditional advertising in mass media (Chung & Cho, 2017). Consumers pay attention to good stories that
are relevant to their needs and wants (Diamond, 2022) thus leading to the importance of media persons
or reference groups, who have become online social media influencers (Miller & Laczniak, 2011; Djafarova
& Rushworth, 2017). Consequently, Thai and marketers worldwide realized the significance of this evolving
search behavior of consumers. Social media plays an essential role in consumers' brand searching, especially
video content on YouTube, which is ranked second most popular search engine (Kemp, 2021). Social media
particularly YouTube has become the power source for creating marketing content in this digital media era,
such as online articles, infographics, videos, podcasts, and live streaming (Stever & Lawson, 2013). Previous
studies have shown that the effectiveness of communication through this channel depends on how strong
the brand drives consumers to pay attention to the key messages that are more applicable to their needs
and wants (Chung & Cho, 2014, Sirichareechai et al., 2021). Boateng and Okoe (2015), consumers will trust
and eventually lead them to purchase and involve with the brand and product they prefer or love.

The communication via social media allows viewers to form intimate relationship with media persona
like celebrities or influencers and develop attachment in relationship with these reference groups as if they
have known them (Chung & Cho, 2014). This one-sided relationship is known as parasocial relationship.
According to the current lifestyle of most YouTube viewers, they seem to bond a strong connection with
YouTube video content creators whom they admire (Kolsquare, 2022). Many producers and brand owners
found that this can demonstrate how the product can be used and insert these presentations as parts of
the storyline they present (Hackley & Hackley, 2013).

Product placement can either be prominence (intuitive) or subtle in nature of its presentations.
To clarify this, the prominent (intuitive) placement means that the product or brand identifier is made
very clearly to be seen and have very high visibility to the audiences when viewing the program.
Subtle placements refer to those products and brands that shown not very clearly and prominently.
In general, the subtle placement aspect, it will show no obvious brand elements on the screen but rather
plays as a part of the story line in media channel (Gupta & Lord, 1998).

Previous literature reviews regarding product placement related to the parasocial medium,
type of media program, characteristics of brand endorsers, and effectiveness on television, sitcom, movie,
online game, advergame, social game channel (Boateng & Okoe, 2015; Vashisht, 2015). Nevertheless,
limited numbers of studies concentrated on the relationship of product placement in character
representation and self-disclosures in a parasocial relationship as the indirect effects of self-brand connec-
tion and brand trust. Hence, this study will examine product placement and self-disclosure via parasocial
relationships with celebrities as a key determinant for middled-age viewers’ brand purchase intentions.
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In addition to this, the research objective is to clarify the understanding of the middle-aged group
(aged 45-64 years old) social media behavior, which covers around 43.6 percent of the total population
(Kemp, 2021). The reason is that Thailand has become the third country in Asia that enters the category
of an “aging society” and a 2017 report declared that the spending of the middle-aged consumers will
continue to increase (Bank of Thailand, 2021). As such this age group is very attractive to marketers as they
bring opportunities for unique products that fit their lifestyle.

In terms of theoretical contribution, this study examines product placement model (Russell et al., 2006)
and parasocial relationship theory. Especially in applying product placement and parasocial relationships
in the social media environment. In addition, this study offers helpful information for extending the study
of self-brand connection and social identity theory (SIT) between celebrity endorsers and followers in the
form of product placement in online video content. Moreover, in terms of managerial implications, it would
help in the understanding of how to invest the money on the right communication channel like YouTube,
but more specifically to the right brand presenters, content messages, and target audience.

The main objective of this current research is to investigate whether product placement in celebrities’
YouTube channels with the parasocial relationship viewers pertaining to celebrities can determine the
stronger perception of viewers' self-brand connection and brand trust toward their intentions to purchase
or not. In addition, this present study also expected to find the impact of celebrities’ self-disclosure as a
moderating effect that can increase the higher perceptions of viewers’ self-brand connection and brand
trust. Therefore, the objectives are listed as follows:

1) To study the influence of viewers’ parasocial relationship with celebrity YouTubers on their purchase
decisions using product placement on celebrities” YouTube channels.

2) To study the influence of viewers’ parasocial relationship with celebrity YouTubers on viewers’
perceptions of self-brand connection and brand trust.

3) To understand the effect of self-brand connection and brand trust on viewers’ purchase intentions.

4) To examine the effect of self-disclosure on self-brand connection in the relationship between
parasocial relationship and purchase intentions.

5) To examine the effect of self-disclosure on brand trust in the relationship between parasocial
relationship and purchase intentions.

Literature Review and Conceptual Framework

The application of parasocial theory on product and brand placement includes brand exposure,
awareness, brand recall, and improving brand attitude and desire to purchase the product/ service brand
that the media characters they admire used and presented in the media program. Therefore, the parasocial
theory is being used together with the product placement in this research. It is found that viewers have
a positive attitude toward the media characters or celebrities or influencers and the brand or product if
they could expose more knowledge about their personal life, lifestyle, and similar personality. Moreover,
they will develop more trust and self-brand connection and extend the parasocial relationship with them
when they perceived these people on the media program as if their friends and family members in their
circle life (Russell 2002; Naderer et al.,, 2018). (Lee & Lee, 2017; Williams et al, 2011). Thus, parasocial
relationship between social media users and celebrities who endorse brand online is lead the viewers to

have purchase intentions (Kim et al., 2020; Liu et al., 2019).

Hypotheses 1: Viewers’ parasocial relationship (PSR) with celebrity YouTubers
positively influence on viewers’ purchase intentions (PI).
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According to social identity theory, people will be induced to form attachment to those who share
similar value and preferences as them (Jacobson, 1979). The theory indicates that consumers buy brands
as in the part of their personalities to demonstrate their self-concept, in order to identify who are they
(Escalas, 2004). Many researchers used social identity in different context of reference groups to further
explain how these group influence self-brand connection (Escalas 2004; White & Dahl, 2007).

The way that brand information is generalized into the story of the brand that consumers can effortlessly
relate with will likely raise the intention to buy product brands rather than those brands that show no brand
connection (Escalas, 2004; Ren et al., 2012; Harrigan et al., 2018). They are seen as the aspirational groups
that portray dynamic ranges of brand symbolism, in which later bring desires for consumers to purchase
product brands (Dwivedi et al., 2015). Thus, the brand strengthens parasocial relationship through the media
persona with its customers, will enhance self-brand connection and intention to consume the products or

services will be by its nature of the relationship. (Dwivedi et al,, 2015; Lee & Lee, 2017).

Hypotheses 2: The viewers’ parasocial relationship with celebrity YouTubers

positively influence on viewers’ self-brand connections (SBC).

According to Berens and Van Reil (2004), the fundamental thought of the effects used for assessing
corporate branding or reputation is a social expectation, trust, and personality. Especially when media
characters or celebrities or influencers have gained credibility in consumers' perception of their trustworthiness
and expertise, the one-side relationship will be developed and have more confidence on brand's
reliability when media character explores more on their persona (Cohen, 2018; Erdem & Swait, 2004).
This is in accordance with the balance model of Russell et al., (2006), which clarifying the level of relationship
between audience and media characters through the placement used in sitcom that associating with the
attractiveness, trust worthiness, and affective of media characters audiences perceived. Essentially, trust in
person and brand require tremendous of information for consumption, especially needs messages to be

repeated over time through the celebrity endorsers (Chung & Cho, 2017).

Hypothesis 3: The viewers’ parasocial relationship with celebrity YouTubers

positively influence on viewers’ brand trusts (BT).

Previous research indicated that parasocial relationship was influenced by customers' attitudes and
behaviors, especially toward the brand that reference groups adopt in real life (Kim et al., 2020; Hwang &
Zhang, 2018). Once customers feel they have a brand-related response with the firm, they were likely to
have self-brand connections. Based on the self-concept theory, brands are the symbolic meanings that
signify the self-identities (Belk, 1988; Dwivedi et al., 2015). In particular, self-concept is a vital part of social
identity theory as it occurs in the consequence of perceiving as a membership of social groups (Tajfel &
Turner, 2004). Self-brand connections are being mentioned as the way that customers develop connections
between their self-concepts or brand personality and brands (Escalas & Bettman, 2003).

Power et al. (2008) found that the positive image and non-negative brand personality relevant to
brand trust can dominate the sense of self-connectedness with the brand. This is also relevant with the
self-concept that discusses a person can form any two types of this concept, namely, actual, and ideal
concept (Jin, 2018). Brand trust is projected to become successful when consumers view the brand as
relevant to their personalities and think positively about it. It is likely to be found that consumers will feel
more closely to the brand when they notice that the brand is link to themselves in some ways (Escalas,
2004; Harrigan et al., 2018). Once consumers perceive the linkage between a brand and their identities are
more important, it is expected to be pointed out as their self-brand connections.
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Hypothesis 4: Viewers’ parasocial relationship with celebrity YouTubers exhibit positive relationship

with viewers’ purchase intentions via the increased in their self-brand connection (SBC).

Hypothesis 5: Viewers’ parasocial relationship with celebrity YouTubers exhibit positive relationship

with viewers’ purchase intentions via the increased in their brand trust (BT).

Self-disclosure refers to a person will gradually reveal personal information to others through
interpersonal relationships. (Chung & Cho, 2017). At present, both consumers and influencers tend to expose
more about their personal information through the media content created, like taking a photo with products
and writing something about their daily life experiences. In addition, self-disclosure is a fundamental form
of privacy behavior of individuals whom will disclose themselves on social network site (SNS) to begin or
maintain relationships with others in coping with the situations or events, or experiences that point out
their characteristics and identity (Masur & Masur, 2019).

According to the social penetration theory, self-disclosure is crucial in using for growing the parasocial
relationship. When consumers perceive self-disclosure as used by celebrities, the enhancement of parasocial
relationships will occur as consumers will be more familiar with the branded product and form a higher
level of trust with the celebrity endorsers (Kim & Song, 2016). As such, people will perceive trust in brand
when they perceive that the influencers or message senders engage more in their self-disclosure. Moreover,
interpersonal trust is a factor that determine the level of self-disclosure. This is supported by the study of

Wheeless and Grotz (1977), who indicated that interpersonal trust is a strong predictor of self-disclosure.

Hypothesis 6: Through the indirect relationship of viewers’ parasocial relationship with celebrity
YouTubers with viewers’ purchase intentions, the perception of celebrities’ self-disclosures (SD)

moderates the viewers’ parasocial relationship toward their perceptions of self-brand connections (SBC).

Hypothesis 7: Through the indlirect relationship of viewers’ parasocial relationship with celebrity YouTubers
with viewers’ purchase intentions, the perception of celebrities’ self-dlisclosures (SD) moderates the viewers’

parasocial relationship toward their perceptions of brand trust (BT).

This study examines the mediating effect of SBC and BT to apply in this research, in order to explain
the relationship between PSR and PI. Therefore, this leads to the development of the conceptual framework

of the study (See Figure 1).

Self-disclosure
(SD)

He6 Self-brand
Parasocial

Connection
Relationship
(PSR) \ H7 HI1
N Brand Trust /

(BT)

Purchase Intension
(PI)

Figure 1: The conceptual model of the study
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Research Methodology

In previous research studies of parasocial relationships and product placement, most of the studies
used quantitative design by using the survey method for their studies (Kishiya, 2018; Evans, 2020), which
was also applied to this study. In order to reduce the errors of questionnaire development and ensure the
reliability of the questions used match measurement scale, the back-translation was used to confirm the
validity of the content used for designing the questionnaire and the accuracy of the translation questions
from English to Thai (Malhotra, 2010; Churchill et al., 2010). The item-object congruity (I0C) was applied.

The YouTube channels were selected for displaying the same sponsorship that were known brands
for more than 5 episodes within the past 12 months. The YouTube channels had to have more than 10,000
subscribers. The product placements shown in the video content should be the brands that can be referred
to consumers’ identities and related lifestyles. The respondents of this present study were chosen based
on their knowledge and lifestyle. These target group are fans and viewers who habitually watch the chosen
three programs that displays most lifestyle shopping product placement where the companies aim to signal
the sense of consumers’ identities through their admired celebrity YouTuber. These video contents consist
of a vast variety of activities that are consistent with consumers’ newly daily routines during the uncertain
time of Covid-19 pandemic. The selected programs hosted by Thai celebrities are: Wanlamuan, Bebe Fit
Routine, and Jeebnoonoi. All of them hosted by a Thai famous singer, Oat-Pramote and actress, Bebe-Thanchanok.
Thus, it has been deemed that these YouTube channels are appropriate for this present study. For instance,
the program about film and digital photography provides guidance and tips for the viewers who are fond
of taking pictures. The channel about workout videos, triathlon training and running activity also provides
new ideas for viewers to keep themselves healthy and get away from boredom.

The respondents had to watch at least three episodes in the last three months and they were
subscribers to the celebrities’ YouTube channel. So that, the suitable method for recruiting respondents is
purposive sampling. It is the type of non-probability method that randomly selects the population members
that consistent with the above criteria (Dormnyei, 2007; Etikan et al., 2016). Hair et al., (2009) suggested that
the sample size should be at least between five to ten times the number of total variables used in the
research analysis. Thus, there are 23 measurement items in this study, which means that the sample size
employed in the research must be at least 115 (23 x 5) to respond with a 95% confidence interval. The data
collected between August to November, 2021, in order to reach those target respondents whom already
viewed at least 3 episodes of the chosen program. The estimation of the YouTube video production Upon
distributing the questionnaire link a total of 238 were eligible for hypothesis testing and analysis, which
fit the criteria. A total of 149 (62.6%) were female, whereby 89 (37.4%) were female. Among this cohort,
the middle age group whose ages ranged between 45 and 64 years old, 45.4% belong to 51-55 age range,
42.4% belong to 46-50 age range, 7.1% belong to 56-60 age range and 5% belong to those who are 60-64
years old. Most of the respondents work as private company employees (52.1%) and some of them have
their own business (31.1%). Most of them have a monthly income above 55,001 Thai Baht (50.8%). Besides
this, most of them have earned bachelor’s degree (46.2%) and the respondents’ marital status, most of

them are married (62.2%).
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Results

The model Chi-square, RMSEA, CFl, and SRMR are used to measure Goodness of Fit (Kline, 2005).
GFI and RMSEA are frequently used as a complement to the chi-square measure. To assess model fit, GFl
compares the model to no other model at all, implying that a GFI value near 1 indicates strong model fit
(Ho, 2013; Rao et al., 2014). The RSMEA value should range from 0 to 1 where the small value of RMSEA
implying the model fit. However, the acceptable model fit must have RMSEA value of 0.06 or less
(Hu & Bentler, 1999). Tucker-Lewin Index (TLI), Normed Fit Index (NFI), Relative Fit Index (RFI), Incremental
Fit Index (IFl), and Comparative Fit Index (CFI) are the incremental fit measurements that should be examined
(Ho, 2013). The acceptable level of these incremental fit measures was suggested to be greater than 0.90
(Hair et al,, 2014). The cutoff values must be taken as consideration for the interpretation of the fit of
structural equation model (Marsh et al., 2004; Ho, 2013) (See Table 1).

Table 1: The Verification of Model’s Validity

Criteria Index Model Fit Criteria Estimate
CMIN/DF < 3 (Kline, 1998) 1.927
RMSEA < 0.05 (Collier, 2020) 0.047
GFl > 0.90 (Collier, 2020) 0.930
AGFI > 0.80 (Segars and Grover, 1993) 0.868
CFI > 0.90 (Collier, 2020) 0.976
NFI > 0.90 (Collier, 2020) 0.951
TL > 0.90 (Collier, 2020) 0.971

The standardized regression weights (factor loadings) should be at least 0.50, or preferably 0.70
in order to ensure convergent validity, meaning that the measurement items within the same factor are
adequately correlated to represent that factor (latent construct) (Hair et al, 2014). The factor loading of
latent variable parasocial relationships range from 0.696 - 0.907, Self-disclosure range from 0.506 - 0.930,
Self-brand Connections range from 0.770 — 0.925, Brand Trust range from 0.771 — 0.909, and Purchase
Intention range from 0.800 — 0.920. which indicated that those items represented latent variables.

Convergent validity was assessed by Composite Reliability (CR), Average Variance Extracted (AVE),
and factor loading in this study (Fornell & Larcker, 1981). Convergent validity shows how the items relate
to the underlying constructs (Churchill et al., 2010). According to Fornell and Larcker (1981), discriminant
validity is achieved when the square root of the construct's AVE is greater than the correlation coefficient
between the construct and the other constructs. The CR, AVE, and discriminant analysis value that composite
reliability of the construct range from 0.973 - 0.991. All these composite reliability over the threshold of
0.70, indicating the acceptable level of construct reliability (Hair et al., 2014). The AVE value showed that
each construct is greater than the criterion at 0.5. Moreover, the square root of AVE is all greater than
correlation coefficients with other constructs, indicating that discriminant validity was achieved for these

five constructs (See Table 2).
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In accordance with the previous KMO and Bartlett tests for all five primary constructs, revealed that
all indexes were acceptable and above the standard criterion of 0.5 at significance level of 0.0000 showing
no multicollinearity. The results of the Cronbach’s Alpha test for reliability for all five constructs ranges
from 0.788 to 0.924, which is acceptable (Hair et al., 2014; Maholtra, 2010).

Table 2: Model Validity Measure

CR AVE PSR SD SBC BT Pl
PSR 0.991 0.686 0.828
SD 0.973 0.610 0.392%* 0.781
SBC 0.990 0.681 0.452** 0.322** 0.825
BT 0.991 0.690 0.402** 0.253** 0.642** 0.831
PI 0.988 0.712 0.260** 0.198** 0.401** 0.554** 0.844

The measurement model presented a good fit model, all values are exceeding the thresholds
suggested by the previous researchers (Kline, 1998; Collier, 2020). The results revealed that the model
was well fitted as CMIN/df = 1.927, RMSEA = 0.047, GFI =0.93, AGFI = 0.868, CFl = 0.976, RFI = 0.925,
IFI =0.973, NFI = 0.951, and TLI = 0.971 (See Table 1). Thus, it was found that this model had good construct
validity and associated with the empirical data because all the estimated parameters of model fit indices
are above the suggested threshold. Regarding the absolute fit measures, CMIN/DF = 1.927, GFI = 0.93,
and AGFI = 0.868 are all above the recommended value. Furthermore, the incremental fit indices presented
below evince that NFI, RFI, IFI, TLI and CFl range from 0.925-0.973, in which exceed the 0.9, the guidelines
for the acceptable fit of the model. The other additional indices like CFl are found to be close to 1,
due to the association in 90% confidence interval, RMSEA used for evaluating the complexity of the model
was also less than 0.05, and CMIN/df was lower than 3 (Kline, 1998; Collier, 2020) (See Table 1).

The PROCESS Macro Model 7 was used as recommended by Hayes (2013), which establishes causal
effects in the relationship with the multiple moderators and mediators. The proposed model accounts for
the indirect effects of each mediator and the moderator that play as the mechanisms that simultaneously
strengthen the relationship. The indirect effects of the independent variables and conditional indirect effects
on the dependent variable were estimated using bias-corrected bootstrap point estimates along with standard
errors at the 95 percent confidence interval and 5,000 bootstrap samples. The overall results of the seven
hypotheses tested that shows direct effect, indirect effect, and total effect of parasocial relationship on
purchase intention of viewers are explained in the next section. Moreover, the researcher performed
the test of the hypotheses for both mediators, namely, self-brand connection (SBC) and brand trust (BT)

in separated models.

215a15301MsU3HISssi? 109

dnauaavugauAnuenvuwissunalng
Tuwszargudiud audowszmminusvgnn sumususvnuni

Uil 12 6 2 UszSifiou nsngra - Sunau 2566



In table 3 above, the total effect of parasocial relationship (PSR) in the test of the interaction
between parasocial relationship and self-brand connection (SBC) through self-disclosure (SD) on the outcome
of purchase intention (PI) was at a significant level (B = 0.089, SE = 0.022, t = 3.933, p < 0.001, 95%
C110.044, 0.134]). Whereas, the total effect of parasocial relationship in the test of the interaction between
parasocial relationship and brand trust through self-disclosure on the outcome of purchase intention was
also significant (B = 0.047, SE = 0.025, t = 1.907, p < 0.05, 95% CI [0.009, 0.097]). In additional to this,
the direct effects of parasocial relationship on purchase intention in the test of moderate mediated effect
of self-disclosure and self-brand connection was found significant ([3 = 0.737, SE = 0.075, t = 9.723,
p < 0.001, 95% CI [0.587, 0.886]) and the direct effects of parasocial relationship on purchase intention
in the test of moderate mediated effect of self-disclosure and brand trust was also found significant
(B = 0.737, SE = 0.075, t = 9.288, p < 0.001, 95% Cl [0.644, 0.991]). Therefore, hypothesis 1 was support.

The first hypothesis examines the effect of viewers’ parasocial relationship on their intentions to
purchase the brands endorsed by celebrities in their YouTube channels. The result reveals that viewers’
parasocial relationship (PSR) with celebrity YouTubers positively influence on their purchase intentions (PI).
The results showed that the PSR between celebrity YouTubers and this age group can significantly affect
the viewers’ buying decisions. This is probably because the respondents in this present study were the
middle-aged group who intentionally and repeatedly watched the YouTube program of those celebrities.
Unlike some previous studies, they concentrated more on the other types of social media platforms,
not YouTube and most of the brands displayed belong to the category of convenience goods (Chung & Cho, 2014).

Table 3: The Hypotheses Test: The Result of Regression Analysis (The Direct Effect of Self-brand
Connection, Brand Trust, and Purchase Intention)

Bootstrapping 95%

Confident interval
Hypotheses Variable Results
Point

Estimate

Product of Coefficients

SE Lower Upper

Predicted Purchase
Intention (R = 0.559)

H1: Parasocial 0.737%% 0.075 0.587 0.886 Accepted
Relationship
Self-brand 0.3087** 0.072 0.165 0.451 Accepted
Connection

Predicted Purchase Intension (R2 = 0.76)

Parasocial 0.818%** 0.088 0.644 0.991 Accepted

Relationship

Brand Trust 0.36%** 0.059 0.242 0.478 Accepted
H2: Parasocial 0.8677** 0.057 0.754 0.981 Accepted

Relationship

Parasocial 0.089%** 0.022 0.044 0.134
Relationship X
Self-disclosure

Predicting Brand Trust (R2 = 0.624)
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Table 3: The Hypotheses Test: The Result of Regression Analysis (The Direct Effect of Self-brand
Connection, Brand Trust, and Purchase Intention) Con't

. Bootstrapping 95%
Product of Coefficients
Confident interval

Hypotheses Variable Results
Point
. SE Lower Upper
Estimate
H3: Parasocial 1.045%** 0.067 0912 1.178 Accepted

Relationship

Parasocial 0.086** 0.026 0.033 0.138
Relationship X
Self-disclosure

Additionally, the direct effect of parasocial relationship on self-brand connection (B =0.867,SE =0.057,
t=15.093, p <0.001, 95% CI[0.754, 0.981]), and brand trust (B =1.045, SE = 0.067,t = 15.461, p < 0.001, 95%
C1[0.912, 1.178]) were all found at significant levels (See Table 3). Consequently, Hypothesis 1, 2, and 3
were supported. For the second hypothesis, the researchers examined the relationship between viewer’s’
parasocial relationships and their operationalization of self-brand connections in which the brands presented
on YouTube channels that incorporate extending their self-concept (Escalas, 2004; Escalas & Bettman, 2003).
In this case, it manifested that viewer’s’ parasocial relationship had direct influence on their self-brand
connections in which made viewers satisfied with some certain psychological needs like showing identities
and strengthening self-identity (Moliner et al., 2018). Thus, the PSR that viewers experienced and confined
with celebrity YouTubers since this enduring relationship can improve viewers’ brand response and their
self-concept. The result of the third hypothesis also disclosed that the viewers’ parasocial relationship
had significant influence on their perceptions of trust with the brand shown in the program, through the
insertion of product placement in collaboration with the brand promotion by celebrity YouTubers. Despite
the inconsistent findings from precursory study (Reinikainen et al., 2019), the findings of this present study
supported the enduring one-sided parasocial relationship that viewers developed towards the celebrity
YouTubers

The direct effect of self-brand connection toward purchase intention was found (B = 0.308,
SE = 0.072, t = 4.028, p < 0.001, 95% CI [0.165, 0.451]) and also the positive significant relationship be-
tween brand trust and purchase intention (B =0.36, SE = 0.059, t = 6.009, p < 0.001, 95% CI[0.242, 0.478]).
In corresponding with the theory of Plan Behavior (TPB), the researchers further conducted an analysis of
the mediating effects of both self-brand connection and brand trust on the relationship between viewers’
parasocial relationship and their purchase intentions by using PROCESS Macro Model no. 7. The indirect
relationship of both mediating effects was found at significant levels (SBC, B = 0.266, SE = 0.086, t = 2.965,
p < 0.001, 95% CI [0.101, 0.441] and BT, B = 0.376, SE = 0.091, t = 4.131, p < 0.001, 95% CI [0.231, 0.59)).
Consequently, both mediating variables were noticed to mediate the relationship between parasocial

relationship and purchase intention. Thus, hypothesis 4 and 5 were supported (See Table 4).
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Thus, hypothesis 4 was supported. This outcome gave evidence that the perceptiveness of
self-brand connection among middle-aged viewers is essential in constructing the stronger degree of purchase
intentions towards the brand promoted by celebrity YouTubers. This suggest that parasocial relationship
can effectively influence those middle-aged fans to purchase the same brands or products as their favorite
celebrities, their intention to buy will only increase when they feel that the brand have certain associations
with their self-concept and lifestyle, which are extrapolated by endorsement of the celebrity YouTubers.
Moreover, hypothesis 5 was also supported. Brand trust had both direct and indirect effect on viewers’
purchase intensions and entailed its role as a full mediator in this relationship. The results supported that
brand trust through the presentation of product placement on celebrities’ YouTube channel led viewers’

strong intention to purchase those brands (See Table 4).

Table 4: The Hypotheses Test of the Indirect Effect Analysis

Bootstrapping 95%
Point .
Hypotheses | Total Indirect Effect ) SE Confident interval Results
Estimate
Lower Upper
Ha. PSR—SBC—PI 0.266** 0.086 0.101 0.441 Accepted
H5: PSR—BT—PI 0.376*** 0.091 0.231 0.59 Accepted
Self-Disclosure
Index of Low Average | High Results
moderate | (-1SD) (+1SD)
mediation
Hé: PSR—SBC—PI 0.027*** 0.009 0.266 0.064 Accepted
HT: PSR—BT—PI 0.031%** 0.008 0.376 0.081 Accepted

Notes: n = 238, k = 5,000. *p < 0.05, **p < 0.001, ns = not significant. PSR = Parasocial Relationship;

SBC = Self-brand connection; BT = Brand Trust; Pl = Purchase Intension.

The inspection of the conditional effects of moderating variables revealed the relationship between
parasocial relationship and self-brand connection and parasocial relationship and brand trust showed
both statistically significant (SBC, B = 0.089, SE = 0.022, t = 3.993, p < 0.001, 95% CI [0.044, 0.134] and BT,
Bz 0.086, SE = 0.026, t = 3.23, p < 0.05, 95% CI [0.033, 0.138]) (See table 4). Therefore, self-disclosure was
found to moderate the direct effect of parasocial relationship on self-brand connection and brand trust.
Specifically, the high in viewers’ perceptions of celebrities’” self-disclosure, the more likely they perceive
in self-brand connection and brand trust through the vital of these parasocial relationships they have with

celebrity YouTubers.
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In addition to what has been said about the direct effects of all mediating variables on the purchase
intention, expressly, self-brand connection and brand trust, both mediating variables were observed to
mediate the relationship. Moreover, the moderator effects, namely, self-disclosure was found to moderate
the effect of viewers’ parasocial relationship toward self-brand connection and brand trust. However,
the interaction effect should be concurrently commenced into the equation, in order to test the overall
moderated mediation relationship. In this consequence, the discussion of the indices of moderated mediation
that confirmed the moderating effects of self-disclosure on the indirection relationship of purchase intention
via self-brand connection and brand trust is presented in the next part. While this can be expounded for
this sample group of viewers, rather than the interaction of their parasocial relationship with celebrity
YouTubers can influence their purchase intention but the moderating effect, self-disclosure through the
indirect relationship of self-brand connection and brand trust can drive their intentions to be stronger in their
decisions to consume the brands displayed as part of product placement in celebrities’ YouTube content.

The indices of moderated mediation of the indirect effect of viewers’ parasocial relationship
on purchase intention through self-brand connection by self-disclosure as a moderator was significant
([3 = 0.027, SE = 0.013, 95% Cl [0.009, 0.064]). Moreover, the indices of moderated mediation of the indi-
rect effect of viewers’ parasocial relationship on purchase intention through brand trust by self-disclosure
as a moderator was also found significant (B = 0.031, SE = 0.018, 95% ClI [0.008, 0.081]) (See table 4).
As a result, both proposed hypothesis 6 and 7 were supported. The description of the relationship between
the indirect effect of parasocial relationship and self-brand connection and parasocial relationship and brand
trust with the moderating effect of self-disclosure explained by the inference of the moderated mediation
indices come from a bootstrap Cl when using 5,000 bootstrap samples. As the Cl for the index of self-brand
connection moderated mediation by self-disclosure is totally below zero, this indicated that the conditional
indirect effect of self-brand connection manifested the indirect effect low at low self-disclosure (B =0.238),
increased at average self-disclosure (B = 0.266), and further increased at higher self-disclosure (B =0.302).

Whereby, the Cl for the index of brand trust moderated mediation by self-disclosure indicated
that the conditional indirect effect of brand trust exhibited the indirect effect low at low self-disclosure
([3 = 0.342), increased at average self-disclosure (B = 0.376), and further increased at higher self-disclosure
(B = 0.41). As an overall of the conditional indirect effects of both self-brand connection and brand
trust were significant at all three levels. To explicate the interactions between self-brand connection and
self-disclosure, and brand trust and self-disclosure on the viewers’ purchase intentions, the results illustrated
that there were the enhanced effects of viewers’ purchase intentions to buy the same brands as the
celebrity ensued from the interaction between self-brand connection and self-disclosure, and brand trust
and self-disclosure. The positive relationships of both self-brand connection and brand trust are stronger
when the perceived self-disclosure of celebrities is high. This means that the celebrities’ gesture of revealing
their personal and professional life to the viewers make an impact towards the middle-aged viewers such
that it enriches their relationship with them and develop trust to the brand endorsed. These advantages
in the PSR relationship will more likely increase the intention of viewers to make brand purchase as
recommended by the celebrity YouTubers.
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The results of all hypotheses testing showed that all of them were supported. The variation
in purchase intention in the hypothesized model is explained by all latent variables by 55.9% for the
moderated mediation model of SBC and 76% for the moderated mediation model of BT, 72.5% for SBC,
and BT at 62.4%. Whereby the unexplained in the model were leaving for purchase intention (SBQ),
purchase intention (BT), self-brand connection, and brand trust variables, accordingly, 44.1%, 24%, 27.5%, and
37.6% (See figure 1 and figure 2). These results designated the variance explained proportion was adopted
can determine the most and least measurement error of the hypothesized model in which consistent with

the other model fit indices results that proved to pass all the required threshold.

Self-disclosure
(SD)

R’=0.725

0.089%**
Self-brand
Connection

*

(SBC)

Parasocial
Relationship
(PSR)

R?=10.559

0
N

0.737%**

Purchase Intension
(PI)

Notes: n = 238, k = 5,000. **p < 0.05, **p < 0.001, ns = not significant.

Figure 1: The Research Model for Viewers’ Purchase Intentions to Buy the Brands Endorsed by
Celebrity YouTubers. The Analyses of moderated mediation model with Self-brand Connection

as a Mediating Effect.

Self-disclosure

(SD)
R2=10.624
0.086**

&5*** Brand Trust 0

1\ )
Parasocial .
Relationship Purchase Intension
(PSR) 0.8]8%%%* (PT)

Notes: n = 238, k = 5,000. **p < 0.05, **p < 0.001, ns = not significant.

Figure 2 The Research Model for Viewers’ Purchase Intentions to Buy the Brands Endorsed by Celebrity
YouTubers. The Analyses of moderated mediation model with Brand Trust as a Mediating Effect.
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Discussion

The study demonstrates the development of a comprehensive model exploring the mediating
effects of self-brand connection and brand trust on the relationship between viewers and the celebrity
YouTubers parasocial relationship (PSR) and the viewers’ purchasing intention. Moreover, this comprehensive
investigation was included the viewers’ perception of celebrity YouTubers’ self-disclosure as the moderating
effect in the relationship between parasocial relationship and self-brand connection, parasocial relationship,
and brand trust. More specifically, the existing literatures on the effect of parasocial relationship did not
include the theory building on self-disclosure as the moderating effect in the relationship with celebrity
influencers. In additional to this, the proposed model in our empirical study applied self-disclosure as the
moderator to investigate the impact of viewers’ parasocial relationship on the brand purchases through
the brand evaluations of viewers’ self-brand connection and brand trust.

Past studies indicated that self-disclosure and parasocial relationship are found to be relevant in
customer relationships and basically implemented self-disclosure as a mediator (Chung & Cho, 2014; 2017,
Kim & Song, 2016). Contrastingly, this study embraces self-disclosure as the moderating effect to predict
whether parasocial relationship and viewers’ self-brand connection, parasocial relationship, and viewers’
brand trust are fit well across the degree of perceptiveness of celebrities’ disclosure. The current study
found significantly moderating effect of celebrities’ self-disclosure that project the ability in increasing the
stronger connection with the brand and the perception of brand trust in parasocial relationship model.
Beside this, the perception of viewers towards the celebrities’ self-disclosure is found to be a mechanism
underlines the observed relationship between parasocial relationship and viewers’ self-brand connection,
and parasocial relationship and viewers’ brand trust. This in turn influences their intentions to copy the

behaviors of those celebrities as well as purchasing those brands broadcasted in the video content.

Managerial Implications for Practitioners

This study suggested marketing practitioners to adopt product placement in this new digital media
channel but need to be well integrated the product placement as a part of brand storytelling content
repeatedly in long-term collaboration with YouTube celebrities, in order to maintain parasocial relationship
in balance and stimulate them to reciprocate the behaviors like purchasing the same brands like the
celebrity Youtubers.

The same brand of product placement should be exposed in agreement schedule, more than three
episodes to increase the ability of brand recognition that ultimately guide fans to construct brand trust
and self-brand connection. Thus, the product placement of sponsorship brands should be in both forms
of creative and on-set. It means that celebrities should wear or use brand sponsorship products and put
them as a prop in the scene of their video content to trickery the viewers’ touchpoints in adopting those
observed brands in the future.

Moreover, YouTube celebrities who provide lifestyle content, reveal their self-disclosure (sharing
their personal life), and have reach high number of followers is an effective source of credibility that can
heighten the feeling of viewers’ self-brand connection as well as the expressive value of brand trust viewers
attain on this social media platform. Thus, YouTube celebrities can help companies manage their brand
lifecycle marketing properly through many episodes present on this platform.
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Limitation of the study

However, this study also possesses some limitations. Firstly, the possibility of selection bias as
the research criteria only includes viewers who had the chance to view the selected YouTube program.
Thus, they were more likely to adopt brands for promoting their personalities and interests to others.
Secondly, the type of influencer adopted in the study. Basically, general branding principles contribute
to the use of famous celebrities as influencers, however, what may change are the perceptions of social
media viewers these days. Some of them not only seems to form trust and belief to the well-known person
on media channel like celebrities, but also other influencer who seem so real and organic to them like
everyday influencers, nano-influencer, professional category influencer, micro-influencer (Diamond, 2022,
Chaffey & Ellis-Chadwick, 2019). Moreover, the study did not test other factors in terms of celebrity’s social
media characteristics such as the durations of video content and the established year that celebrities have

become the YouTubers.

Suggestions for Future Research

This study used self-disclosure as the moderating effect for observing the relationship between
parasocial relationship and self-brand connection, and parasocial relationship and brand trust. Future
research examining parasocial relationship content can use other variables as the moderators in this
condition of the relationship. Therefore, product placement can be employed as a brand communication
options through the parasocial relationship between celebrity influencers and viewers. Thus, the mode of
product placement presentation (visual, audio, or both) can be applied as the moderating effect to test

and comparing the degree of its presentation.
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nsfnuiiAnudszansainveanisasulundnnindfeglusedondnmindnguudiu (Thailand
Sustainability Index: THSI) ¥esUszwelny lagiUSouiiounNuuaNA1In9adi ttest veansinvaswsy
sewinavdnvindngu THSI wazudnvsweuennay taeiivdnnsweannsavinnsiSoudiouiulsdwam 22 nénnsng
wisszegan1sAnwieenilu 2 929 TouA FausnAe W.A.2561-2565 waztaingdhsalalsun w.a.2562-2565
wansAnwmudn lutisusnudnnindngu THSI Tugnaimnssuinuasiazenaimnssiemsiidviufigania
otaiiuddymeadilowTeuieuiundnnindusnnailugnanvnssuiendu dnuiasdiass nuin ndnning
nay THS! lugpanunssuedeniumsnduaymsneasnadiimniuiinnimdnninduennauetheitoddymaaiasnse
FefutinasmuiiamulunansvdnnindwisUsemalnanmsoifisssansamlunmsamuvedlddenindonamu
Tundnniwdngu THSI lugmamnssnnensuazenms sulusinniseuidssnnisdeuamesaudnning
lugrsaningilasmenisamulundnnindngu THSI nquanamnssuodmsuninduasnisneasne
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AEnARy : AYRuGIEY TudiBu 1nsinveswnsu nsunsseuiavethidalalsun nmsawulunigingd

Abstract

This research article analyzes the efficacy of investing in securities listed in the Thailand Sustainability
Investment (THSI) in Thailand. The study compares the statistical difference of Sharp's t-test between THSI
and non-THSI securities, using a sample of 22 securities. The study is divided into two periods: the first period
from 2018-2022, and the second period "during" the COVID-19 crisis from 2019-202. The findings indicate
that THSI securities in the agricultural and food industry had significantly higher Sharpe values compared
to non-THSI securities in the same industry during the first period. Similarly, THSI securities in the real
estate and construction industry had statistically significantly higher Sharpe values compared to non-THSI
securities in the same industry during the second period. Therefore, investors on the Stock Exchange of
Thailand can improve their investment efficiency by choosing to invest in THSI securities in the agricultural
and food industries and managing risks from changes in security prices during times of crisis by investing in

THSI, Property, and construction industry in THSI.

Keywords : The Thailand Sustainability Index, Sustainable stocks, Sharpe ratio, COVID-19, Invest in Crisis
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nsamuiiuANEsBu (Environment, Social and Governance: ESG) iutnmamsamuitlsfuanudes
wntududiu Inefienudsuvesinamunedosuarantudusiumenn Saeeuanmaivlpuazaeedog
imﬁaﬁm%"umiamuasmé"ﬁuﬂ"ﬂaﬂ (Ziegler et al., 2019) IngaMNNTTIUTINTBLAVRY Alliance (2018) WU
gatafiddunmsniglduumaiifiyadindt 30 Sudruneansaniyn viadulndudosas 34 lusseznanfioansd
Tnednduomdnmindfidiiununglinsouanudsiutunssaniegluiiuiiglsuiaranigenimniriosay 85
yosaunindlungu £SG lan (Alliance, 2018)

narpranninduwisszmelneflalinnuaulasazdinisandunislusuimadainariguiu lnglul 2561
nanavdnninguiassmalnglddavihaedongusfudsBu (Thailand Sustainability Investment: THS)) iitouandsnede
ndnvinduesuiinitnsdiiumanigldnsouresmsdiiunuduarnusuiuiuadusn lnsanineieige
tamuitalamulumsiinanlirunadlaamuislunaemdnvinguisamelneaniu suluieeaig
anuthideiausssgatnamulidnnamulundnmindnauiudduiutudnde Wosmnudnningfignussna
drlunedonsnuinddisiumsmuuumeenudBuondnalitnansuunuiiitusnde (Ashwin Kumar et al,, 2016)
Femsasilutungudsdulusamalnefliunnuaulanndnamulungusing q Wutuduswaunnlugena
i Tnefnsiulnvesyarnsamuluiungudsdusuu 2.2 wiudmumlud we2563 ldudou 3.4

wiluduuwlud 2564 (Rattanaampol et al., 2021)
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vashialalsuondnninglunguiudsdudmilulsznalng Sadudnussifundaihadlalunsinvimerui
BsuansAnuiwanszulutisnaingfulsravsnnlunisasulundnm$ndngu £SG luvssmalneazanunsn
Tduunasiedslumaidentiung THS! udunindasmuiiiondnidssnnudedunsdiiorsasfeing il ¢
Favzdawalidnasuuazdouaulovisaimisafiagiinanis@nuvidananlulddmiunisnaununisamu
waymsafuaulilifinmsduiunmssiunnudiduremdnningimzidedlunaravdnmnduisUssmalnedely

[

ngUsTaIAvaINIsITY
LiflerSeuiisumnuannsalumsaisranauunusienas iauuumnsUssrinmdnnsndioglungs THSI
fuvdnmiwdiioguenna
2. fiowSpuiisusmuanansalumsaiissanouunusms iauuumsUssnindnmsnedieglungy THS|
fuvdnuindusnnaulutisnaniiisdngfinisszumvadhialalsun

FUNAFIUVBINITINY

PnemATeTusmuh measpleefidnudtutuudieimemsinn i savsnmmsanuiuanseiy
Lm’Imsmfmié’]’mi'au‘tmgé'fqmvl,a,iﬁwaqﬂﬁsi'fmLaumaqﬂizﬁmﬁmwﬁm%’umsamummmfmwﬁ uazlileanauise
Tulsvinalnelauanalsiiiuin mé’ﬂm%’wéﬁa&ﬂumju THSI fAudesfisnndn (Asvathitanont & Tangjitprom, 2020;
Jongprasopsap et al., 2020) fifu3aerin (H) Tutranahlundnm3ndieglungu THSI axiiimnsdiigenda
nanninguenngy

& av a1 v Y & ' a o Y o e !
uaﬂﬁnﬂuqq‘Uﬁf\]U‘ﬂmqumﬂﬂLLaWQIWLMu’Jq IuslnﬂL'Ja']']ﬂf]@uu‘LlﬂaﬂVluaﬁlquﬁﬂisﬁ‘waﬂV]S‘WEJIUﬂQN ESG

o
v o =

JudunSndiienaniaesanudealadnaie (Burchi et al., 2021) flatfuianinin (H) Tugranarnining
nsunsszurnveathidalalsun (COVID-19) nannswdlungu THSI azdlevnsuigeninndnninduanng

o/

WUIAA NS wazUITENNITD

wqwﬁﬁL'f"im%'mﬁ'm'mmausssu (Legitimacy Theory)

msuszneugsiavesfiansiuiuaededdfuanuiiureuandsauiielifiomsansnsaduduianisdeiies
TulgeenagisBu dshansdnduiiessos fifnussdou ngmnouasinasgiuvesdinilassouiielildFuamuiuseu
91ndaeal (Chongruksut, 2015) itefisdimueustslunsiuiugsiaseluld aenomusauhlulsiuanlinmids
TusumnumeusssulumsUsznaugsivresfianmaiiiuanniu fgumamsfnuvesnasusmilildmunnagns
nsasulundnnindngy £SG Taomssluansivenandns lifinsidiudndrilundnnindaduiunisaelinsey
ESG LiumnFulugassresia £.a.1999 fe aa. 2019 (Alda, 2021) uenanilugaamnssniiiuuasfesssuyi
FawnlthngyhanesssumnAnazduanden Mmamidunmsmunuama ESG dwadsenausznaunswagmssniiunu
90979N1589nE18 (Ramirez-Orellana et al,, 2023) FanansAnwrsananuandlifiuii msinansfisuauiuseu
ndaulvaniuianis aglasuanuaulalunisamu swdaiuisodwmadsonanisaniuanulauiazey
Tugnamnssuiifinansznumiausedanadondsorvduissionisteduanussrmuldsnde fidnuitedian
Felduansliiiiuin Tunsaiinisuniszuinveshialalsun wumenississudeyaasiuunlfaiuaule
fugifdulddudefifimulnzuannnhififidnanniuesnenuiieasiounisususvesianisiides
Tdanuundlnsiinnnitnismevauessisaniunsaiieusilaeyiuil (Zharfpeykan & Ng, 2021) Faazvouliidiui
lursingfinisundssuinvashiafiiniu Aamslalianudidgiuanuveusssulunisnegueternsvenuies
RaunTy
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1Y

ngufn1sdedeyeyras (Signaling Theory)

v v
(% a

1% A o ' v vaa
mamﬂawaqﬂmmaﬂﬂ'ﬂﬂqiaqf\]\lﬂﬁqﬂqiﬂﬂigf\]qﬂlﬂﬂﬂQ‘Wll

<

uiyatesldediuiniioniu wu deya
vosmaUsznouNsiAntuineuimsvesianisaiuinouantuisashnmanszaedeyaludeliifidaasitos
3u (Connelly et al, 2011) T,maﬂfﬂamuazﬁwmimnaaué@mmmﬂm'ﬁﬁwLﬁumsﬁuaﬁﬁ]mmamﬂﬁaué’igzmm
fsnaduteyaiioviinisdndulamuluiuvesianisinuesauls Wu auamveadiouimsiidudiuses
WNMIRUAHaNSENURBNan UL UEIUAUYeIRIN e wditodRenIsas (Zhang & Wiersema, 2009) #38n15WA
FBUNNNIRUTEIRINT Awansenudaudenauesianisiu (Palmrose et al, 2004) g viainisi

a o

Aanisaidunisuimsianisauuuing £SG ndemmunluseinisguaianisegiadusssu (G) suilufisfanisay

L% IS

#89851891UMNEITINUANUTIBUTWNLLFL FaULFI919AI9LAIINNSARINITANTUNITAIUWLINIG ESG ax2el

¥

Foyailsiviiioutuvesiidmuiedemninoaniioyas (Huang, 2022) uarardswadserinamuiiaulaamuluuidm
figudugsfianuuuinie £SG uenanieuideargadamuifludicingfinisunsszuinveshialalsuiuidm
Afinnusuiinveudedsaudia (Corporate Social Responsibilities: CSR) ﬁwam'aﬂﬁﬂ%waaﬁﬁmimmﬁﬁwﬁu
Tunsmevaussioanumsaifiinanuazguimsdesnisiioznanlusenuussitvomuesiansuimsinms
Iuﬂwaﬁﬂqaw%LLmumsé]y’q%’ULﬁ'aamumizﬁﬁﬁ%u (Atkins et al.,, 2022) 67'5@%L’f]u%’a;ﬂaéﬂﬁmﬁazmﬂﬁﬁﬂamu
annsahlulilunsdnauleasulundnminslungy £SG IéRunnty

1In3IAUTEANTAINNTT89UYB9Y15U (Sharpe ratio)

nsiauszansnmlunisasuiutnamuazdossravfuamnudssesaufumnuressamdnning
ogauadatiumsTanamaanuisesasiosdiliiinnudssiindnsmiunansuun muluisnsamudutnamu
mslifunanauumuiigainimsasulumdimIndiunmanen i (erouumuduiy) esmnmsaspilundnning
fiarudsaiugeludanmuimsiiarldsunanouumuiigedumulude lnsmnas invesnsdunnsTananeuuny
vosmsasuiidfefisiinnudssuaznanouunuduiunnnsamulundnnindivsiannainudes
fuandligaamuiiiuinnsasplumadenlesiuszavsamlumsanuiiing Tnesssiavesmiusinsduiunis
Faaunns (1) ol

=1

g = n=r (1)

g 7, Ao nameuwnulindulunsamulundnning i

[

r, fio nanauwvuIINNIsaulurannsngNusiaananud il

S

nsAnuluesslldiustnssguiassedu

o, fe dulsuuunnsuvremansulnuiamulunanning i

A fuidaganiuansliiiudalssansamvesnisamuiigandt deanmsindnnindlundu £SG
fnnudumiuiisinituagldfunansznuaninieiinimannindfioguenngy sanlufsdnziuy £5G
ANANTENURIVINABNANDULVIUUDINANNINEG (Rattanaampol et al., 2021; La Torre et al., 2020) WA
frinuandenddinanisfnuiiderudaudeiu wifdidouiteidlnfuidazuun £S6 fnansznuideuan
sonanouunuLaEvdnNINS ESG Hulianuduniuiidini (Burchi et al, 2021) Fduiilevinaiuisuiiiou
vénnindfeglungu THSI Fumdnnindfieguonngulnenss animdnnindlungu THSI azslenmnsuiiganimanning
uaﬂﬂﬁjuﬁﬂumaﬂ"ﬂmmwﬁqnmﬁtﬁm%mﬁ
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ATeiiieates

anufissflunsasuluvdnuindiddainnudedumdadiuanuadlalunisamuiolan Tnedwaudu
ﬁamuiuwé“ﬂm%’ws?mjmé'fqﬂénﬁmil,ﬁwﬁuashwimﬁaq fefuFedonidefiaulafnuluvssifiuiinanifiuie
puidugiiu Famansinudindinanisinuniindnisietefiuasdostnvesnisamulundnmingngudanann
Tnsnisefatvayutesvosnisamulundnnindngusananliinaueliifiufwansuunuiifuazannundes
NMIsaUiINg Wy swidevesiidaviiiulud wa 2559 fivhnmsfnudssanouunuvesdnminglunain
Aelvsidiuau 23 wiskagnaadiiauiudisiu 23 ui aemsamuidenasuvemdnningildnziuu £SG g9
Tududiusosar 10 vesmdnnindfithunfinnsantisun wuhnsdadenudnningseiidnaliiansuunuiinn
oeanLau (Verheyden et al,, 2016) sniAdedntuiiuandliifuisiofvosnisamulundnvingngu £56 Tngamiade
fananlsvihnmsiFouiisundnninglugnanvnssuieriuiigndmdeniiidvilauiadu Dow Jones Sustainability
Index (DJSI) fundnnindilaildeglusvidndn nansAnvmuin WeiSsuiiisunelugnamnssufieriundn
w%’wéﬁagj‘luﬁ%ﬁ DJSI TailnaneuunuiianiLasiinuiurIuAisnni1 (Ashwin Kumar et al., 2016) Faagviou
Tiiudederlunsamuidilfisanudidu waznsheaziuy £56 ilfidutadelunsimunsavdnning
(Risk Premium) WuaninsnaimaneuLuiiiniuarannsadanisanadeddinitlunisairsngundnning
nudnmngilan (Pollard etal, 2018) uananiinisfidnminedimaziu £SG At dnanouunumnmsdiiuny
wazanmagedlunstorefinandae wararuduiusinaniarudanutuwdmnininvdsuanisunases
Tupanandnningvesddud (Aboud & Diab, 2019) uazvdnningdlunaiavdnninduasanizewiniiflrazuuy
udanadengaivnliufazinansuumuannsasmuiigsanaluse (Madhavan et al,, 2021)

faiiinuatesilduanmanisinuiandifudsforlufunsanaudssnnnsasmulundaming
nau ESG wu luamzviamideangingindnnindnguiinanaziinsanawesnaiitosniy uazideaninzaan
Lﬁﬁﬂgjammmizﬂﬂﬂa%ﬁmiﬁuéﬁmaﬁwmﬁL%:Jm'ﬂuﬂ5zﬁmammwé’ﬂm%’wéaw%’§aL;ﬁml,l,awmwé’ﬂw%’wéqiw
(Burchi et al,, 2021) 59ufaANNIABVBITRT AR UL IMANNINGNGL ESG TagviourunuuUsUsIu
drumde (Residual Volatility) Auandliiifiuindniimdnnindfleguenngudnse (Jacobsen et al,, 2019)

[V
v A v

addsdaifeivanddifuimdnnindiddienudduiuasssaviuaundssdifussuudinindnde
(Ur Rehman et al,, 2016) Tdsuisefiuansinmdnmnefndaazuuy ESG inuiuniuvesdns wansuwny
mmdmzjmﬁﬁm%LLuuqqﬂﬁzmmgaaaz 10-15 (Dunn et al,, 2018) UonNHIUISETR N Al ELan sl iy
fatofivesmssufiunssu ESG Aidsuardenssuiunisdndie Wy nmsdamedeyavesuitniiddanalisns
nanoULLeduRfovugtuLas MU U HaRe UWLBI ANV AAAlUR e (Czenwiriska
& Kazmierkiewicz, 2015) uazn sifinzuuy ESG figaazdisandununianisiiuasldsnda 9.64 basis point
(Stellner et al,, 2015) salUAslunsdlifinauszneunsseunetinamuazaulanzuuusny ESG vosvdnning
wntulngamedfdnuesugia (G) (Ng & Rezaee, 2020) uanniinmsasyulundnmindnay ESG tusfnasdiaudes
#fn97 (Asvathitanont & Tangjitprom, 2020) Tastinasuanunsalindnming £SG Wuundsasuionauss
Tuguing@lad (Burchi et al,, 2021) lnaanigingfitesughaveinduainnisunsssuinveshisalalsunlugisEign
§née (Omura et al, 2021; Sood et al., 2022) Inglawizegsdainasuamsnamulasdanuids i
nnmsamuluiuilinnuaulalufudanadougdurisnaiveanisunissuinveshiasana1n (Feriani &
Natoli, 2021) sns@nundilsnanmdsiulsuandiiuisdorlunsamunuuuinsanudsduiiasiouded
TundvosraneuLUNTaMuUAiAnIT kan1sdiuAanisifindt mnudsswesnisamuiidiniuazanuaiusn
Tunstifundnnindiuimsarndedutisingfldfnimdnmindngudu
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og1dlsAmudnaanudnuinansisdediauazlillfatuayudofivesnisamulundnnindngu £5G
othedau wu dmsuamandnnindluiuiiefouudinlugas we. 2507-2555 msasulungy ESG Tnawu
JrFospausuNanauLnuiianas (Auer & Schuhmacher, 2016) ﬁamﬁu’mamauLmumawﬁﬂw%’wﬁuﬂﬁcju ESG
wazusnnaulailatiamnuunnsrafudmiunsanundoyaludist we. 2556-2561 (Jain et al, 2019) WoRiasan
lwwiznguenavnssuinuin dnasulaildliyadivdmsunisddunsiunnudedulunguanamnssy
511ANT (Tasnia et al,, 2021) F91neniddofinaranlduansliifiuin msaspulundnmindfifarsaniennudadu
AlalldlFuaneuunuiidninauely SsnuansinuiAntudvhlsssliiteagudmivderlunsamulundnning
nau ESG laogadalau

dwsumsinwnmsamulundnmindnauidumensamelneiuivimanisfinuin wushsmansuuny
yeandnnswdtuldsunansenuiBauanainaaziuuiiu ESG (Rattanaampol et al, 2021) warsiamanniwg
gosuinlngdiuiu 50 vidnlunaiandnninduisseindlne asuuuvesededudinndounasdudiny
finansznu@auan (Suttipun & Yordudom, 2021) wasinansAnuidudeau wu ns@nwiuieuiisundnning
Afinsddunsi £SG $1uau 100 visvnuiliannsalsinaneuunuiinninnguvdnnindmarndiunosi
Wisuiiy (Benchmark) udfidsasmudoiitanudsswesmdnnindngu £56 dilanudssdimninnusiviey
Jiudeiduitu (Asvathitanont & Tangjitprom, 2020) saufstinasuiiasuluvdnning THSI Tuusuimalney
ILRTryAuiuNIuTisnindae Jongprasopsap et al., 2020) e?fqmﬂwamsﬁﬂmﬁé’amﬁwaw%LLE’I@ﬁ’u
wazdsaslifndfelulsamalnefiviinsfinunansuunuvesmdnnindngusanailunngingd Jevildasdnm
sudszansanlunisasu anuamnsalunisudmsanudssdeaniunisalingdlundnmindnguiidniunis
UKL ESG vievidnniwenay THSI tufiarniiauladfiumnniu
A5ATdUNITIY

nmsdnuluadsilldlidoyadnamanouinumetu r YowdnINGAiansan (i) nuassvarasniiiiy
vaes1Amanningdagdu (¢) wazduneuwnin (t-1) Ae 7, =log(P,)—log(B, ) lngteyasiavanning
fvnstomnslunaandnnindusisuszmdlne Tnetdoyasanefuiosuananeuunussfuangudeya
SETSMART fldavhlngmanamdnnineduviassmelne TasvhmsiwIoudisundnnindlungy THSI fundnnsnduonngs
ﬁawmsmﬂ‘%auLﬁauﬁulﬁasha%’@LﬁmmuLmeﬂmiLﬁaﬂﬂ&jmﬁaasﬁﬂwmmﬁ%’aﬁmum (Jongprasopsap et al., 2020)
Tnefluumamsdadenudnnineiliioufiouiused

1aaeusiedovemdnningfoglusede THSI LLé’w‘hmsizqﬂqumammiuﬁwé’ﬂm%’wéﬁu 9 9¢

2 aeasundnmindfieglunaugranvnssuieriuiundnniniinedolu THS laevhmsdugiiteiSeudiou
Tulpefiansanain 1) eglunduanaivnssunazngugsnaiiediu 2) dvuiayadinaiauazyad1dunindsiy
Funnsaiuliiiu 2 whileanransenuanuuavemdnningfifivunelnganniduluauliannsaulfivieude
Aule (Jongprasopsap et al., 2020)

3 dnvisneeglusede THSI Mlianansavgiisunsunasiluie 2 asgndneenlsigninnidlunsiioudioy
ilesnnlsianmnsavimsidFouiieulsogisdnion
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Tnsmsfinuutstisszeznanivhmsinuidu 2 92 Tnetassrornausn@udaust Tuf 1 unsiau we 2561
- 30 figuiou w.A.2565 Fadutusudulunsusemandnningdhialuduivudaiu THS Inglutisnaidengn
fndnninefieglusedesiuauiaau 79 ndnnindaunssiefananaiifimsszmandnnindludyd THs! ailul
(8 nINIAY N.A.2565) azdwmalisedovemdnnindludvifinisudsunvadly Sanardananindnning
lusiederisdu 170 wdnming Tnsvrananidifunisfnweuuanisesussansalunsasyulundnning
nau THSI Auvdnnindioguennguiterasioulifudsusyavsnmvsanmsanusiurislutisnailuuasdiana
fifingRiAntu wastisnatdesihnsinviansdisnafildBuduweinsunsszunveshalalsulngldvianan
fizufivnduunsdoluiiuiigdu Ussmeduruisisnandegiiufetudl 30 funeu wa. 2562 - 1 Favnam we. 2565
FadutranarivinisfnviitowIsuisudssansamlunisamulundnning THSI lulenigdianaiingd
I sunsszuInvathialalsundundnvsnduanngu

NaN15338

Frananiily

TnganmssidumsdadenngundnvindilenSouiiisulunguamaminssusing 4 luuseimelne Tutianm
1 1un9A8 W.A.2561 — 30 fquien 1.m.2565 MduiuiEussmaneTondnnindiungudsduwagnsuiuivay
sefondiangn lnsaunsadndenvdnnindfansaSeudsuiulifidnuarressiaasauiaotyadnaln

TuksazngugnaunIsumall

M1579% 1 umaNnSndnaursadugeuiisulaluudazananssy

NGNNHMNTTH uumannIngly THSI FuumannInduan THSI
NYATLALRAAIINTTHOIMNS 1 1
CEARAREISIY! 3 1
AuFanaIvnIsy 2 1
admsunInduazneaine 3 1
UIN3 2 2
walulag 3 2
53 14 8

[V

Femnensnadl 1 wuh Sndamindfianansadugiliouifiouiuldmannasiviivuniidauisay 22 ndnming
fanusaFeufieuiuldogiavinfiontu Tnedundnningfoglungy THSI dwu 14 vdnninduagndnning
uenngy THSI d1u 8 ndnning Tasamniianansasidunsdvglalusuumdnminglusnudsnaniilesan
gudnninddudunisiugaminasinsdadenaunsadugfulaludmiudndnivdnnindudazndnnind
ansniFsuiisuiuldedndnauieliaenndeaiuingUssasdvesnside Tagmsisil 2 uanswaranasin
vosnsUrmdnningvislung THSI fuuenngu THSI aaearaanfivhmsfnwwas msuSsuiiteuamiuuaneng
A §UREAEDR ttest agduiunnUisudisuamiuiiietunnmsitnamuiensemdnnindluisnamis
(7 Yu) maenszernmiiin1sAnu TnefsasdonrvsuuagmaTouiioudead ttest fodl
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A15797 2 MsUTeulisulsEAnSameaimsamuiiennsinvasrsuluudazanans s

NGUYNEINNTTY AsUvawmannsng | Arvnsuvasuanning t-test
THSI uan THSI

NYATLALRREINNTTY 0.008 0.004 2.746%%
91113
CEQRIREISI! -0.017 -0.059 1.277
AuAgnamnssy -0.023 0.036 -1.505
adwsuninduaznaasne 0.025 -0.024 0.972
U3N13 -0.003 0.002 1.017
walulad 0.045 -0.002 0.275
33 -0.042 -0.061 1.141

o Tifudfadl 0.01

1015197 2 wud eaiwsadunisasmulundnningnga THSI wnsiavesnsuvosmdnning
lundga THSI Hufidnfio -0.042 dageniwdnmindfleguonnauil 0.061 uandliFiuitlugasnaniivinisfnuiu
nsaspulundnnindlundgu THSI dulvissavsnmussmanuunusionndesiifngt winuusndiafang

o
o

Lalafidedfynieada deiudddensaansaagulainnisamulundnnindngu THSI SuUszangaimuinni
nannInguanngy

faiidlofinnsansendugnamnssunudt nsasulundnnindndy THSI Tungugmannnisuinyns
LATgAANMNTTNOIMT NM5U adamFuminduaznoaiuuasmalulad annsaadamanouunuianivanning
uanngy THSI 16 Tnefiavsvluusiaznguie 0.008, -0.017 ,0.025 uaz 0.045 Fannniménningioguenna
Tneflgravnssuinuasuazgaamnssu s fisaiiuifnnuuanssiuesaiifoddomeedn famsnsaa
TUNqUeNaInNITULNYATLAERINITAINET Unasyuaiuisaldnisidenasulundnnindngy THSI
ileadausEandammsnisasuldfndmdnninduannguld edlundunistu edmFuninduazioats
nazmelulaBuizlvimunsuiiang witllsduddnymeatassiansaagUlsensdanui avannsaaisssavsam
mansasulaanImintnamudedulaamulungundnnindanann

uennilgmamnssuaudgrannnssukaranamnssIUIIVENNInduonndu THSI Wnanouwnuiian
laglvAynsuveangunanning THSI e -0.023 uag -0.003 AUAIAU WAAIULANAISTUYDIAIYISY
voanguanamnssululalianuuanseiuegaitudAgyn1aia

FetfuFsagulddnisamulundnnindngy THSI Tunmsandy dnasuliamnsafiudseansam
vosmsasuldininisamulunguudnmindusnngu Jeaenndesiusmu@nuiiiuaniuandliifiuinnisamu
Iu‘waﬂmwaﬂam £SG tulaildlsiusansanmlunisamuanniin (Schmidt 2022; Tasnia et al,, 2021) wsflunuidesud
Fafunulfisindn mnfinnsaunamenguenamnssy tnasmuasnsafiezivszansaiwlunisamuifngs
Mnnsamulunannindngy THSI lunguenavnIsunN¥nsLayanamMNIINeIMs
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nsfiansaenzglanaiiiansundszuialaFalalsun (COVID-19)
hilalswlddnerumsmnesdnsouiilanimumsssualuiuiigsu Ussmedu Semsfnelithanadnan
TunssadanisBuunsszuinidesnidudisnafifiaruliviueuiazineldFuumsnszaeonunaunszmy
ausfusaulunsasu (Corbet et al,, 2020) wagdidunsnmauisnaiGusinnuseunaevedsalulsemelne
Ted¥iaIafe 30 SuIAU W.A.2562 — 1 faAY W.A.2565
feillustardltinsussmandomingiieglungu THSI Tl Tnglutsnaniiaingilsalalsulud we 2562

nannInduonngulugnaIMNITUNYATLAZRAAIMNTINEIMIS §ININTTRU FUAIEAEINNTIN USNsuasinalulal

a

o = = 1 ! 4 14 U ¥ 1 = ] Y o U U s
'V]Qﬂ‘h!’]ll’]L‘U'ﬁEJ‘ULV]EJ‘USL‘H‘U’NL’Ja’]ﬂ@u%ﬂﬂlﬂgﬂﬂigﬂﬂﬂﬂiUleJ’]iJ’]@%WLUﬂEjQJQ@ﬁ’MﬂiﬁN THSI Flwnuiuannsng
lﬂl I

feglungy THSI wazuenngy THSI fimsdsuuvasainnisinuilutisnanndifosnvdnnindfeguonnau
§5unsusumeglungy Tadenamdendnnindiianunsasiouieuiuldedrsdanuifisinguedmiuming
wagnsfeadufissnguiiisaniduiindnnindusnndussaslignusznialioglundy THSI Wuliuauasy
Y52U2naU W.A.2565
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(Burchi et al., 2021)
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iiolsinanisdnundananilanuindedeuazamnsntludssondldiBunsmluiandald mefise
Jaldimsaneasumuniidefievessans@nuisneiniesile Treynor ratio Fadusasiauszansnmyesns
awusemaSeuiisussansnmueanguudnningiivhnisasuiunrndeessmeinan (B) Tnsduanisfing
Faonanedt 4 dail

215aM1S30IMSUSHISSSA? 12Q

dnauaavugauAnuenvuwissunalng
Tuwszargudiud audowszmminusvgnn sumususvnuni

Uil 12 6 2 UszSifiou nsngra - Sunau 2566



M13199 4 NIUTBULNEUUTLENEAMYRINITaeUAIBNINTIA Treynor ratio TuufazanaIvnIsy

NHUIAHINNTTU Treynor Ratio Treynor Ratio t-test
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NYATUALANANNTTY 0.000 0.000 1.341%
91913
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UINg 0.0013 0.003 -0.266
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|

*dpdfgy 0.1
Tnensnsiaaevlneldunsinves Treynor ratio fusuduiuIsuiisuauidssiunaintunuii
Tunmsamdnnindngun THS! lllalfUszavBnmmemsasuiiind snunguuesinunsuazgnamnss 537N 50
fatinguinaluladifuliuseansamitlifnimdnminduonndy Geaeviouliiuin WeRiasananudsaio
fupanatiu thasuasdesinsanidonvdnnindsonguineruiu fainanaSeudeusinarlisydunisesue
nsadATidosainade dsduieddgd 0.1 Fadudsitnamuazdesiasauniuiniesoniulanally
\Humsmludnee
uaﬂmﬂ‘iﬁamaawizﬁm%mwmmmsamquiuszmL’Jm‘ﬁLﬁ@ﬁﬂqamsLL‘wéigmmaah%’a‘lﬂkmﬁwmuﬁu
Aelsvhnsmaaeusasin Treynor ratio tleBusuruideievesnsnaassinouansuanisinulumsied 5

e e

»
=De

N

A13199 5 N15SUTIBUATIA Treynor ratio dusunguademsuninduaznaaiisludiswiamifansunsszuin

va4la5alalsun

518119 nqu THSI uannga THSI t-test
PUIURANNSNG 3 1
Treynor ratio 0.011 0.003
S.D. 0.272 0.895

fatlidlofiansanan Treynor ratio fiRsanA A IAsuTsuusufunanalnesamui lugasnand
Aansundszuinvathalalsundu Wefeuiuanudssmesmaatu ndnniwdlungu THS) Suuseiiusyansnm
Tnesaudifngd wifldldfninesnafituddymeada avveuliiduin WefinnsanSeuisurmenudsaduaundes
vowmaalngsin ndnninslundgy THSI tultiaunsafiszaismanauunuiiinimdnninduonndues ety
msadd Feduminidnamuiesnisiasidenamulundnnindfing eisuifisufuanudsesnain
Femaedosinsannsamlsitifiunntu idesnife Ssuisutusmmmdsmesmaniu msamuludnning
naa THS! ladldfinrmanansalumsaiawanouunuimdeisuiiisufumanudssesmanlassaudsildnatin
U196

130 91581830 INISUSHISSSNA

aurauanIiugauAnuLanvuuvisUszndlng
Tuwszmyuiud saufonszmmiausivgan sewusisonund

Uil 12 1 2 UszSufiou nsngran - Sunau 2566



afuTENaLaTaTUNANTIAY

mMyinuszansnmvesnsasyulundnmindngu THS MdunguvdnnindAfinsiiduaunuuunmis ESG
wuitlunmsmeudeauyigiui 1 (H) fu winsamulundnningngy THSI awnsnadamanouunuiia
Iide3suiiisuiunsamulundnninduennguusflaldunnsneiusgad doddymisadfuansliiuii
Tunmsudmiuvssmelnedunisidenamulundnnindaniunismunuinis 656 dulslfifiudseansam
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frndlutenafiaing@lé Burchi et al,, 2021)
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Abstract

Business operations need to be constantly evolving in line with changing environments, consumer
behavior, and technology. Many businesses, including accounting firms, use technology to increase efficiency
in data management and enhance competitiveness in the business environment. Accounting firms in
Thailand are classified into 3 types: General accounting firms, Quality accounting firms, and Digital accounting
firms. These accounting firms are under the supervision of the Federation of Accounting Professions and the
Department of Business Development (DBD). However, the DBD found that the General accounting firms
are not ready to the digital environment, respond to technology usage behavior effectively, and upgrade
themselves to become digital accounting firms. The DBD, therefore, aims to develop Quality accounting
firms because these firms have strong management of accounting standards. The objectives of this article
were to study the application of accounting standards to Quality accounting firms in a digital environment,
to study the dimensions that impact the development of Quality accounting firms to become Digital
accounting firms, and to develop guidelines to transform Quality accounting firms to become Digital accounting
firms. The study used qualitative research to seek opinions via a semi-structured interview with 3 groups
of experts, accounting firm entrepreneurs, government agencies, and academicians, totaling 18 persons.
The results of the study revealed that accounting standards and technology applications were important
foundations for accounting services. The development of Quality accounting firms in Thailand to become
Digital accounting firms was required into 3 dimensions: 1. Digital environment management, 2. Organizational
management, and 3. Certification and development criteria. In addition, it was found that the use of technology
in accounting services not only increased the competitiveness of accounting firms but also added value to

accountants as information advocates for executives.

Keywords: Organization Development, Organization Management, Digital Accounting Firm, Competitiveness
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a'aLa‘%mWiLaUImaqwmwﬁﬂﬁzy%mﬂgmz@ﬁ’uﬁﬂﬁﬂ'ayjaL‘W'a"imiwﬁwamiﬁ%ﬁumﬂuaﬁm (Backward-Looking)
Huiiiesevdeyagsiaiioniuuildulusuian (Forward-Looking) uazatuayunsinaulavesguims
(Pornpipatkul, 2020) uaﬂmﬂﬁmi’jﬁwLLiNmmauaﬂLﬁafﬁ’ﬂmmmﬁzy}%ﬁu,uﬂﬁmﬁmqﬁuaéwwiaLﬁaﬂ LA
ANFRINMTNUUINMTERTannmgs AnudssnsandldaresusunuazanueInsiiiianaluladln o
iiensdnnns (Sofiah et al., 2013)
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aninw agslsfinny “dhandydnanm’ SmutedrinFesnnuannsolunssiunatesiu il 1. mMsUsEena
THeluladiilensvidafuasmsiinsesideya 2. maugnieswazausinilunsisideya 3. Ussansam
Tunsdndaenansuaznistesiunisgame uag 4. miﬁaﬂaﬁaaﬂaLLaxmsUszmawaswﬂﬂa
uennuwltunislfinaluladiiedanisautyd msdsundamginssuniusosnisvesilivinig
FudefiAn1anIiaILIYean13vindyduagn suiauigsian1sauas §ITudaimuinanInuinaeuLAsTygna
vosUszinalnedinaudsuulasgssuuditauntu Wy fssvutsziiuuudidnnsedinduisnd (National
e-Payment) Liteanuazaanlumsinnudeyaginssuadnaveansensasnisads wazilgnsaans D’RIVE
WiouinyszansainlunisdaiuniSuesnsuassning szuuAdviadnandawalfsuuuunsdanisautad
finsasuwlasarnuuunseasdunuuiina wazinliddnnudaidesiauinisliuinisliaenndes
fudanndenundia
nndeyainsdunandtidiuiauualiimslivssloninnmeliladiflefindnenmlunslEnme sty
Uy Tlaonadostumsudsunlasesdunndonddva uasiirmsmstaunditnaudyTlugunsgudingnyd
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fedu andgynisuamnsoasuidusinmeesnsideléd

1. meldanmwndenndviadinaudaydnunminsussendldunsgiunisiaydesnals

2. psdUsEneufunmsdanmsaanndonidvaraziunsdamanmeludinmudaTaunniiadenisimun
Wudinanulnydniviasdials

3. wumnnsiawddnanudydaunmiudiinnudydadnanmudninarinisiusestazn s
mMsdansudndndvanmsduseisls

IQUILEIAYDINITIY

1. ilofnyinisUszendliinnsgiunmstydvesdinautydaunmluanimundonddia

2. iefnwnansenunnesiusznauiunsinnsianadeuidvauarsunsianismeludinanudyd
A msien1simuludnineulyTaiva

3. Wle@nwinumnsmsiaunddnnudadauamdudiinnudydadvanuvdninasinisfuses
LAZNITHAUINITIANTIUTYTAINA

wuaAn Nauf waznuiseiinendas

maadTinutayinunwludninnmdagniva HumsuimstamséieumeliusunsiersUdsumdas
uazieuainaIsalunsusduiionsuaussmufoInsvesgnAuasigAnssudnuiuAsuly Tunsfnw
FesiifAteldvhmanumussanssuarnuidefifsdesfioaialunsouuupslaserdongul dueluil

nsanesin s dununAniiensuiuusaudsunasesdnsliiniiiduey nswamnesdnisanunse
suliunmseghadussuuiiieudluteunnsesuesssuuau Waszavsamynainsuaznsliminens iileUszavsua
LarNSLAULAYBIRIANIS (Sereerat et al., 2007; Promsri, 2008; Khejornnun, 2008; Teerathanachaiyakun, 2015)
mswannesinmsidunszuiunmsiannalssouzesinsegadussuuiidiiaiianmundonvesosdnisnasaan
Fuhnsasundasazlidyinuinazainnuiiuiliessnitandnavluesdnig ieriefumisnsudlatgm
pE9AS AT LA ADLDg (Lachanan, 2013; Teerathanachaiyakun, 2015)

msimesdnisdefeingusrasdlunmsiasuutasnnnimsBafinfudszaunisalluefin iieranugaan
19999AN13 MaluduusEAEN M UseAvEHalarAuaIs0eesinig

Meechart (2016) sifoyauieafuanimuandouvatesdnsitgniuundu 2 Ussian dail

1RndeuNEURNEANS (External environment) fie Yadeanmiindesnnaeueniinadessins

wu Yadedmunislieangrune Tadeiueswgia Jadeiudsnuuias Tausssy Yadesuuinnssuwelulad wnnisal
wnliusznieUssma naemautiadoiumhsnuiinmuaunsiiiunuyesednig uazguligsia

2. anmunedeumelunsdnis (intemal environment) A anmwndenmelussdnsiitinasenisduiunu
wu Jadesuanizgin Jadediuyaains Jadediuszuuimalulad Jadediuszuudeyanarnisniuqu
wazladeanulasaasng

VY o =X

PNUUIAANITHALIBIANITUALANINLINSBUYDIBIANTTV AU HITHTATURUINNITANSILWIARA N 8])
uazuiTefiAtestu “nsimwndiineutyTaunmdudinnudydfave” 15 3 nquid il

1. fiRn1sdnnisaaundaudivia vienguaanndenmeusnditinaudydaanm leun

1.1 MsfAuanmasg e msfimbenumaigiifetosegisanindniyd Adfuguanisiamn

wmsgun sty Tliinieunasgiuanauaznisuiuliimaluladilensviniayd (Thailand Federation of Accounting
Professions, 2017; 2021) nsuiaLngsian1si Affuguanmnmnisliuinisuaznsiiivaussousiumelulad
d1tina1utny® (Department of Business Development, 2021) uazn1stsduldnguunsfdvaiiienu
mmﬂaamﬁsmaﬁayjau,azﬂaqﬁ’umi'%"’ﬂmamaﬁa;gammimmqﬁLﬁﬂmaﬁﬂé (Electronic Transactions Development
Agency, 2019)
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a

1.2 Yadusuasugia Ao wnAnmswgioRdvaiiieadesedis “ssuuiseiunuudidnmseinduiend
(National e-Payment)” meldnnsguavesnsznsisnisadsdeanisidasuguuvunistrssainiuanidunisdiss
rutessBiannsedndinlasinisdeiiles 5 Inssins nslannglasamsszuunBuazienansganssudidnvseding
FafinuAgadeatudrinaudydifuegiann uazuuiAaiieddu “gusaianinisdaiiunid D’RIVE”
yesnsuassnIng gnlfiileriiunuAuarUszanamlunmsiafuadionisiasundasguuuurhnunuudsa
Wieuiuszavsnmmsvhauuasawaisalunsiaszvideya (The Revenue Department, 2019)

1.3 wgAnsamedsnsuaznsuReiiy fe unAnmsiitsdssavBnmmsvindndmnemalulad inseduilae
Hagtufoansmsneuaussuruuinsiiuiu msvssndldimallatSadudnddylumadiussavinmanins
Lawson (2019) Timnuiudndrinaudyddesinisusufmmuuiunvesenamnssunazindudedldinalulad
iasgavEnmmnisinny Ssaeaadestu Kaplan (2021) fiuansniuAaiiudemsuiuivesnisanausdou
YosuieszUUsHTuiA Anussnuaulindousonsasundas uazsruisanuazmnsussuulimiinnuansa
yhanildmniinaeaina uenanidaenadesiu Linjee (2020) finuidiinautiydaunsaatsmildiuiou
maMsidstuneLLenAveInA LIS Matszgndliimalulafasaumaiiensifiudnonmauuing
vosdinaulayd saonsunisitindyTauseatuayudeyaiiensiindulavesfuimsiviusioanunisal

1.4 uinnssumalulad fe maluladfiatuayunisviauiudydignihunldiiensvaues
somnufissnsvesgliuimsuazmsifislenanisnisutsduseveuavesuuinislv aauunAaves Thailand
Federation of Accounting Professions (2020) tag Noppakhun (2020) lauugirindinanuialdesiisyuuniva
delglduinsannsaiudeyanssniduanutagu Tugluuviesesiidedemsidlauazanunsanissinaulals
1032 Ganeluladfifedosivautnd fe Jyngusevg (A) maluladudoniwu (Blockchain) nsUszinana
uunguiue (Cloud Computing) NMTALATIEYITeYa (Data Analytic) N1581USNYTEATEUES (Optical Character
Recognition : OCR) LLazﬂizmuﬂﬂiﬁwﬂuﬁmiuﬁamumﬁﬂgﬂ (Robotic Process Automation : RPA)

2. fRnsdansasdnig videnguaanndenneludinanudadaunin liun
2.1 mevhausmfuasnnfinsdsundas Ussneuse 2 nguuuidn e
1) n1svheusmiu (Collaboration) anedis nMswaundinautydiduddnanulydnia
Fosodnisvhausmfunuusilanueuideiwny Gratton and Erickson (2007) e3uneinguivs smthay
ozt ideyaaaddrundnduliAnanusiledulufivemu mnsdusiegidunginssunisiiny
SR Twairsanmnadeniionisuiuauiuar dnfanssuaudiiusluosdng luvaed Microsoft (2016)
Tidoyainasughonivialsufifsunvunisdiiugsialugaamnssy ssAnsladinnuannsavineusiuiuia
wdsuulasgidvaldfinsznmsihausuiudusiunsuiui neinanisdrsaiuansiinisihausiuduia
dawasionsansunu msfiuauiavelaveignit msavinzreminauazmIiinselduenadng
2) AmzgthmsAsundas Bass and Avolio (1994) Anwmuinghitiinnedihmsiasuudas
Dugidvsnalunisnsziuanudn asnussgdaliginnuinanudilasasufifoulivssadhmuneseanudla
uananfuwIAnues Kouzes and Posner (2006) nuigiinngfiinisiasuuvasazimesenssuaunis
néfiazBeuntas sausuaundes wiouisRiananuasSoudmaondin Snfadusunuuresnnalusda Jednd
aa3n uagnsedulimuiunmelusuuasfesnsimunsyinnuliAs i
2.2 M3danisnsneansuyed Ao nsuTMInInensuywdiiinuseleydgeanniuulouis
wazdmneesdng Tuaaunisaivesnsustunasnmsivasuulasdinautayd Mondy & Noe (2005) aSunein
nMsdansninensuyudluesdnsiagtiufoundyiuanuinmennnsidsuulamesdunndouiinssuse
Msuisdnnisluesdng Wu amnumainvansvesidaussa msiasuulaseanalulad waznnsindneanuuins

=

INABUDNBIANTT Chartered Global Management Accountant (2019) laluginliinUyduazduimsdnsmun

U
aa v =2

VinweAwivndn inwedugsne sinveiuuaaing inveduanuiudin wasdvinueduidva sufnudnuos
ANUTIENTTTY ATTUTI haengAnssuvfiedennsesiudunndenlutagdu
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aa o A aa v

2.3 MsdamstydRdva fio unAsnsasuudassuuuunmsdamstaduuunszmuduuuuaiva
Tnen1swasuenansdaduvunseaudunisiansienaisidvia Jaiyen et al. (2017) W@asuieinisvautayd
seszuutuiinreufiumesiiuszavsnmginimainydszuutuiinge esnszuutufinneufamesdynains
tion famusiugige Uszndananlunsdmisenu Sszuusnluffiousvananadnlufivdsinisusuussems
wazaninsndnnsteyauimnasnniiedamitneauiinsesiudiieddes Tuvaedl Wattananont (2021) Iéndds
auAesintydluunumiinisifuiieudangsia wWeduszneunisdesnissenuiionisuimsuvuiiteuls
wlensauny il TdesaunsalissuuiansdoyaiiewSoussamiliiuimsifesaisn

2.4 M3IANTAMAINNTIAUINIT Ramanust and Wanta (2019) laAnwinuiiamninnisliuinis
wazanuitanelaveliuinsiisnsnasenisdnauladenliuinsdineudnd lnsaunnnshiusmsasiansan
910 5 Hadvfie 1. mwildnau 2. anuidetiold 3. mInovaues 4. msFudsedu wag 5. matelald lnsnsfiansan
anufienelaveslduinetufintsanain 4 tade e 1. Fruanunin 2. F1usie 3. Auyeans wag 4. FunszuIunTg
uenanil Jaiyen et al. (2017) Anwmumehdaduuusaiusiomndsunmunmnslivinsanmiumiiosdn
Y94yAaINT muAawaranMvhydssuuile msdavhnenuiliviudemnnisel Sesdnsaunsnanaindes
wianiilamem st duulsunsutyTesula

3. AAndninusinisiuseuazniswaun lunstundeunuAanisiaundiinaudydauamdu
dinaudnTaava hhunarudenstauveshenuneigiferdedulssmalneufinnsansmiuuuan
MsiaLINsIaNsuTyIRrannmssema Sewiliunfafiiesundninasinsiuseuasnsiauaninse
wuseanidu 2 IRdee Ao

v aa

3.1 nssusesmsiludinanuiydnivialaensuimuigsianisdn fe n1sfiarsanauvdninos

o

= 1

dl o L v Aaa v =
LLa&'ﬁL\‘i8141%1'141?’1‘Nﬂ"liUi%ﬂ’maWUﬂmUUQJ‘%ﬂf\mﬁﬁLﬂu N
=

a

TTIANUNTENVOEUIINIAINNUTYT (Leadership)

ffoadilanisldimaluladuasidalenaldmineuiidiusanlumsiaw venaniddifansandesninundon
Yosd1iinau (Capability) LileUszidiuFosnsuszgndltinaluladiflonsiauvesdriinnudyd wagmsaluayy
ANuSLainyeiuRAIawAnNTnaY

3.2 paidnyuziarsTEUINTInnsnudydadvalussiuaina fo audnvasidfadiedanis
MUY TUATLUIAANITANAIUINITINNITNUTYTRITAIINA1UTEMA Kreher et al. (2017) waznguinIdevesusum

1711 dhude 1. nstdlinsemy 2. ns@isuseszuulTAussuUAIBUDN 3. NTEUIUNITIANITORLULR
4. M3Uszaanavungue 5. nsadeenulusila 6. msdnrisenuiagiu 7. iwsesdewioulasdoyaduununm

v A = v aa v A (Y v A [ 3 v daa o oo w
Uy KPMG ﬂﬂ@’]@mﬁﬂ@m%ﬂﬁ]%aLW@ﬂWiQ@ﬂWﬁQWUU@%LLﬁ%ﬁEUL‘UuLL‘LDV]'Nﬂ’]iW@J'Lﬂi%UUUiUSUWT\] ananngy

8. msdamsaanmuasdoya 9. msihdulfuesszuuiiAsados 10. msysanmsszuy uae 11. mIlnszsiteya
weNIINT Justenhoven et al. (2018) waznguiinidevasuisniingg PwCIdAnwmuhmeussgndlfinaluladlussuutiod
msfuteiuyssdvsamlumshnuiasvoeuumint@iiulivelulatiensiamsnu meluladlyaszivg
Tusunsuvusudifion1svinnudelud® vdenivu Suildmgaslunisdanisnuenarsuiniy nadelssdoya
segfuasgnéntiefiudnenmlunisianistoya malinmgivssananauasdnmenu Snisszuuniseu
gnvsEAmeLas (OCR) fagaglunisuuatenansnszaviazTuiintoyadiviandlusyuudad
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NSAULUIANVDINITIY

%

A1SANNITRIINADUAING

« M5MAUINAIATT

- Jadeinuasugia

* WOANTTUNNFIPURATNTUIATY
- winnssuwmealulad

A15IANITBIANIS

« Myvhusiukazanzginslasuwla
« MIINNINTNYINTUY WY duinaulyyadva
- M3ANTURYTAIA

« MIIANMIAUAINNITIAUING

YANLNAIINITSUTDIALAITWAIUN

Y

- M3susesmaludinaudydRiva
IAeNsURILIGIAINITAN

* ANANYULUALNITHRILINTIANTT

aa o

nuigARIialuseavaina

AN 1 NTAULUIAAVDINIFTAY

[V

ABAUUNTIVY
n1939elunSalldunuide@nunin MaRnwiseanisimuididnaudydaunmlulszmalng

AR}

aa o =

Judinaudydnda leefideiinis@nwainnisiieszienals waznisdunivali@ednglideyadidey

o
17

nudnaluivea (Snowball Technique) wierivdeyaludssmalveannquilideyadidgylugiuey
nfianunerfedaensaivideidouasfulalideys

Calle
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UsEvInIuazngualegns

Usvnsitldlusuidended fe dfneuiydaunmilddunisiusendudiineuinyiaivadiu
UsednU 2563 uazl 2564 31U 21 U

nauietne Ae flvideyadidnyduiu 18 viu 1n 3 undsdeyaiileruanysaivesieya waznsiadey
aruideioldvosdoya deil

1. fusgneunsanaensu e fidemaanditihnutadaunmitldsumsiuseadudiihnulta@adasie
FudwhmihaudeduimsifauiluGesmsiamundudinaudadadva sium 12 viw

2. imihiiniads Ae funuanan indndyd uaznsuianngsianisé $1uau 3 vinu

3. 1n3vINs Ao dunutnInnisanauandinnudydaunn vsEnimulusknsulnd wagenanse
WNINYIRY U 3 U

failiAtedredamdnnisduiesdoya (Data saturation) uazdrsdamunasisuuglideyaiivazay
Y84 Kispredarborisuthi (2008) AuuzihnisiAudeyaideganimainduiuvesliteyaddaszmning 8-12 vy
uar Guest et al. (2006) uuzthdnauglideyaddyuszanas 12 v Tuwaedl Crouch and McKenzie (2006)
wusivhdnudlideyaddnlurmisedmuamliamiu 20 i uenani Macmillan (1971) Wwudmnndlsiteya
fis1uau 18 AU ShsmsanasuesmuAaALAAeu (Error) laitfu 0.50

insaaiiofildlunnsise

\r3esilonside fie wuuduauaiuuuAsiilaseairs (Semi-structured interview formiduauseifie sy
dmsuilsitoyaddnte 3 wnas nowssmnafmauaedadu 5 dau dil

dudl 1 Manufgiudeyadiuyanauazdoyanienu

a

duf 2 Aanudeafunisdavidydvesdrtnaudndauninludsswmealneniuninsgiunisiyd

Neanlasan1IvTnieyd
duil 3 MaruneiuaNAniuresrUsENaUvesN sHRIIE TN T Tlulsemdlnedudiinau
JoudiRavia Usznousme 3 4@ e (1) dan1sdanisdanndenddvia (2) AAN1SIAN1599ANTS way (3) Janantnus

Y

%

A
Anviusianudnuuzn1sInn1sUndRdva NdwmasionisWaunddnaudnd

\ PN ° = )
dudl 4 AnruigInuANAAL
Tuusymdlnedudinanudadnda

Y

! P o = [ Y [ o v v A < o v v Adaa
#IUN 5 mmumEnﬂ‘U‘*uaLauaLLuﬂumiwwmmumm iymﬂmmw"luﬂigmvﬂmLUumumm UUAING

N15A3IIHBUANN YD ILATDSHTD

1. Anflansadaion (Content validity) iitensideunmunmdutionmussuuudunivaiiuuis
flaseads Wnedidormgmaiont s1uru 5 i FrensesndeumaAianudenades AAuaanAdes
(Item-Objective Congruence: 10C) Fanuiniinade 0.972

2. Avmdesiu (Reliability) ieiinanuidesiuluinsesiionoulfifvdeyasds §idelduuudunival
fusutgaud Tushmsmaassiutinda@nliildglideyavessnidsduom 3 s

3. Ia59M 533 tiiun5SUTeResTINNTIdluNywd 1@ PIM-REC 036/2565

nsiiusuTIndaya

PAfefurunaudeyannunasugugiivnensdunival a aauiihnuvesdlideya waznsduntvel
WuszuuUsEyneeulay Google Meet muusnrmazaInvosliteya lnegidonuanudufvesteyasening
nsdunaikazliiudayansumudiuig 18 vin
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waiaitldlunisiaseidoys

1. mmngideyaidanmuain anmsdulssduddgandoyadunvainaidenluusazUssid
uazvhmsdnngudeya Wesloauwafn mudniusiAedesuasvesmnudenlss iofinnumnevesnnudisiug
FAINIMToaTUVINANITAATIENIINNSAAIUNNNE (Yoddumnern-Attig & Tangchonlatip, 2009)

2. MFIATIZARLIAR (Content analysis) wioAnuasudiuvesUszifuddyluniraudunivel
{ide3nhdmeuainnsdunualiinsefuusziiumany sasivaeudeyauuuaudn (Triangulation) 910 3 uvas
Foyafiuandnaiy wazaslidunansinszsiteya
NaN15338

ansnuEesmsiandihnutaaunmlulssmalnedudiinauty@iave snmaeneideyaly

DA |

voulideyadunival S1uiu 18 au wulglideyadAydiulnaidunands Sovaz 72.22 flongsewing 41-50

U
a

U Andufosaz 55.55 finsAinwaegnssdulSayain Anlufesay 66.66 fuszaunsalviausening 16-20 U
Andudosas 27.78 fhumismhisuRsveulutagududuinsdrhaudaiuasindadenla Anduiesas 66.66

nadasziinguszasddad 1 Anwinisuszgndlduinsgrunisdydvesdrinaudyiaunin
TuanmwandouRIvia wuianasyumanTndyin 4 ving fe 11nss1unIsTenunInM st esgumMsaeuid
UINTTIUMIANYY UATITTONIUTITUVRIEUTENBUTVITN Suflenudduasidunnspuiiuguiinndinmudod
A mERsUFTRMN 1iles91n 1. wesgrunsTenumnsii Wundninesgiuanaiuansieaniusiuviass
yosgsiefiinarensindulavesinanu 2. snsgrumsaeutiyd iunnsgudmiumsvhauhutuseineindad
wazfireutnyTiftemuaunisiavimealigndes 3. inasgumsine iWunesgunuausiiuguwesiinay
findddesdnufindnuazianudilalugsiavesiliuing Insddnanuiyddesdssuudanisanad
finsimuinesauiintyTosadedestainugindn (Hard skills) uagvinugnisdanisuagnisldinealulas
(Soft skills) wag 4. 95581UsIUvRIUsENa VI TN Lumdnemuaumsvihaliianugndes Wasdla Wusssu uax
a%fwmmﬁaﬁum;:fh’fu%mi Wi dinnudgdaunsedsasuliintgdnaanudilalundnuasgiumanandyd
LaranAABIRLNTYaTn iutesnsdeansvosdriinauaznsivuadunleuieuion

nadiasziinguszasddail 2 Anvinansznuainasdusznaudunisianisisuandenddauas
arun1sdanisnrgludrinaudyIaunndeniswaundudidnaulydaida awiseasuanudadiu
vosflidayadidnysite 3 wnds 1t 1

o/

A131971 1 anudaiuveslideyadAgyseilifesdussnavvasnisnaundudinanulydadna

finpeAusznau ” v w4 v o
e HU32Naun1snIAenyu RAMINNIATY UNIYINT
nIENUAANIIHAILY =
1. M59ANT lasmsaaeasunstadnavia - nsdsRuldnguuneddia - n15SuTRIRTEIU

AINAUAINA

NNASFLAZENSAIERS
D’RIVE ¥84N3UATINING
asanuideriulunswamn
Wudninaudydniva

1A33M3 National e-Payment
ansenans D'RIVE wag
lasansativayuaudyd
AIviatrassaulusela

TUsunsudgdeoulad uay
nstaduldnguuneaavia
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Abstract

The objectives of this research were: 1) to develop a comprehensive model of quality management,
innovation operations, and competitiveness of community product entrepreneurs, 2) to examine the causal
relationship between quality management and innovation operations, ultimately contributing to the
promotion of competitiveness among community product entrepreneurs. Quantitative research methods were
employed to collect data from a sample group of 200 OTOP entrepreneurs in Nakhonratchasima province.
The participants were selected based on ranging from 1 to 5 stars, and the samples were collected using
a stratified random sampling method, with proportional sampling at each stratum. The questionnaire was
utilized as the instrument for data collection. The coefficient of consistency for the questionnaire ranged
from 0.67 to 1.00. The collected data was analyzed by the descriptive statistics in terms of mean analysis,
standard deviation analysis as well as the normality analysis were performed to gain insights into the data
distribution and characteristics. Additionally, a structural equation model was employed to investigate the
causal relationships among the variables under investigation. The results found that quality management
had a direct influence on innovation operations, as well as on competitive ability. Moreover, quality management
also indirectly influenced competitiveness through its impact on innovation operations. The results also
indicated that engaging in innovation activities had a direct influence on competitiveness, with a statistically
significant level of .001. The analytical results were consistent with the empirical data: X* = 7.469,
X’/df = 1.245, p-value = .280, GFI = .995, AGFI = .908, TLI = .994, RMSEA = .035. The findings of the study
provide valuable insights that can be utilized to enhance operations and bolster the competitiveness of
community product entrepreneurs. Moreover, implementing effective innovation strategies, entrepreneurs
can achieve higher levels of competitiveness and successfully navigate current challenges and market

competition.

Keyword: quality management, innovation operations, competitiveness, community product, entrepreneurs
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WAmA iteunszAUlULUsEnouNs nuiavRaluannaniue OTOP THAnMsIasuLUas a$1smuumnsing
wazas19TnmuELsalunsuTItY Mmenis awinnssulungundngdoue OTOP TAnwNgusuwadIRNgINIIN
ANy fide3atmuslandidelumsiamunduuunsiansnuninuaznsdidunusuuinngsy iedaaiy
AN I usgnounaanturimu Tnenuidediiselineysumsssrinsaans Tdu nisdanis
sdansuianssu waznsdansaanm Husu e adusuuuiiansnsaiidlunmsdaaiumnansnsamamsusedy
wnguszneunsuandusiyuyululnialdegeiiuseansam
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o/

nUTLaIAYRINTIY
1)fleimniuuumsinmsaanwMsmEun AN I ageENINSaNINSUR e EUsENOUNNS
RERIAEGAY
2) lefnwdnuarmnudmudidaamnvenisinnisaunw waznsiidunusiuuinngsy wedaedy
ANNANTANINTWITUYRIUTENOUNTHERN UTIYLI Y

uwuAn Nl wazeiseiinendas

N1TIANITANIN

American Society for Quality (ASQ) MuuAIAMNNAR ANIRATINYEdmTUaTaRANLazNIITHRIUY
yoayud Tfmsduaiunnutasnsts mnsiua wavanessumLdeievemdntasidmiunsidnuasisas
(ASQ, 2018) nAnsfaamatl AaunmenauUaldaesramng Usenisusn fe Snunirvesdesyiug s uaudn
WIBUINT LATARTENLNTINBUAURIANUGBINTSYRIEs SauvUle UsennsTiaesdesliiidaunnsas (Su et al., 2020)
i nsdansnun sy menisiansigatiunisuiulsaunmediseiiedegyamnsynaulussdng
fidmdm lemeuaussmufossvegniuazaisnmfionslagean (Kaynak, 2003) dadunmsnisdams
fsznausheaumanvaneveawaiia sl uazmsjatiusnuyaansifieufulssmansiiiunusdussins
Ms¥nnsaanmIaUsnauseesdusEneuivianvanys i (Rahman, 2004) TunsAnwuarssyssduseney
YDINTINNITAUNINAINTOULNT Malcolm Baldrige National Quality Award anldilunseulunisimunle
(Prajogo & Sohal, 2006; Samson & Terziovski, 1999) ImEJ'eNﬁﬂizﬂa‘usiaEJSUENmﬁmmmmmwﬁuﬂisﬂauﬁm
6 askUsEnav Ml 1) MamausuAmAMEINagns Ao mafunusunnludanagns lnedddideatotoun
2) matjautiugnén e nslsianuddryiuanaieinisvesgnén wasthenafesnstunlilumsusuusmsdiiuny
wioimwninngsy 3) nsingunn wazn1sieszid Ae nsdaiuvdeyananisaniuau waslissuunisioua
Wednmunanisiudunuuarlfifudosdlolunisdanisaunin 4) msdansnszuiuns fe msdanszuiuns
NARMLUNUNTHAR LazilsruuduiiegLarnITnTIvERUomUANAMAIN 5) MIdidusamvesmiineu Ae
msfindnauddiusuludivugeauam lnsamnsoudedynivielausuuimianisudtawisuaanim
6) MsUfuussesraiiles Ae msliiaudfyiunmsuiuuanunmegisieiiles fnsussdiunadunounisvho
WAYATTUIUNTISHARAUAN (Black & Porter, 1996; Samson & Terziovski, 1999; Zhang et al., 2000; Prajogo & Sohal,
2006; Powell, 1995; Anderson et al., 1995; Das et al., 2008; Kim et al., 2012; Saraph et al., 1989; Flynn et al,,
1995; Kaynak, 2003; Ahire et al., 1996; Ooi et al., 2012; Rujirawanich et al., 2011)

NIANIUNUAIUNIANTTH

Rogers (1983) 1¢’fﬁmmwu’?ﬁ1ﬂiiuﬁu’uasﬂugﬂmm MNAR NIzUINMTIe TBsUFTROL viFedes
flFsunssensuhgnandutuinin uazannsailullaflussfumhsnuiarssduyana Ussnnesuianss
tuannsosuunldnudnune veuwn wasTngusrasdlunisilld FeuTnnssuudazyssianaziimsiudeuduey
1ag Bon and Mustafa (2013) utsuinnssueeniduaesngu loun uinnssufieadesiumalulad Ae nsuien
welilaglmhneuinnssunssuiumsviewinnssundnias uavuinnssuftlhifedestumalulad omsduunUssny
winnssumaihninenisimuilasuissoniu winnssudundnsdas (Product Innovation) uaz uinnssu
FunszuILnIs (Process Innovation) FaillndiAesfuuinnssuiiiesdestumealulad(Aujirapongpan et al., 2010)
uiiievenevauisliraouAquIINTU Data Interpreting Innovation (2005) IfiaueUssinywesuianssunisnain
difuuenuifeanuinnssundadasiuagnsyuinns Imau’a’mmimmsmamﬁ?uﬁm%qﬁ’umimﬁauwaaﬁﬁﬁag
TUNI500NKUUNANIUNYTOUTIVANI N1T9AINNEAT NI N1FUATUNITVIENENTUANTENITAIMUATIAN
Tngazdoaisrtosiuimamenmaafivisnlsieegliindeu drfunsfnuluadeifemuaussamoesuinnss
finseunauluduuinnssunansnug nszuiuns wasnisman lasuinnssuusasiu fyeasdeadsd
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winnssundnduet Aensiliinsdnduaguuuuln Ussinnduminl visenisusudsaudlundasdoe
fifleg (fionouausanruienanisvesgnd (Ar & Baki, 2011) safamsvilifauantinienslfnuiaty
(Rujirawanich et al., 2011) TPguSANTURAN ST AL S0NeTY TieTuUdaslatRRuNITLIANTTINTEUILMS
TuvndfiuTanssunssurumstunduliduiylunsauanalfiuioumemawsduliuresdnauazgsia Bender et al
(2000) awvauuIwinnssunsruunsiluesdvsznevdidglunisiau wasshwianulduieulunisudedu
Trifuasdnislaiannzgsiouins uasdelesdmsanansalimswennsiitlegedrsdrinlunsudndudvdeliuing
2819 UsEANT NN a'qwas[,ﬁizé'fumamiﬁﬁLﬁmmsua\ﬁaﬂﬁmiqa%u (Abrunhosa & Moura E Sa, 2008)

udanssunszuaunts Wunsussgndlduunfn 38015 wienszuiunisiml Aaeifiuusedansaim
Tiudnszuaunsndn tnsutrnssniueeglusuveaeiesdie gunsal viemelulaglunssuaunmssdn (Ar &Baki, 2011)
ety ui’mmmmzmumﬁaLﬂuﬁaﬁﬁaaluﬂﬂiﬂ%Uﬂiqwizﬁm%ﬂwwmaqﬁ%ﬂsiumiwam LAZNTLANNER DN
YBINTEUIUNIHAR (Garcia & Calantone, 2002) wimnssunsruaunsseinunliuiinsintulussdnsaunlng)
Ignnilussdnsvuindn ewinesdnissunlngduiitadedidsuauen wasiinssuiunisidudeu
sudedununaasygiauazdmiluszduigandn (Kim & Ronto, 2010) widmsusssnsmuadntun AL NI
nszuumMsannsamsmsdamsfiniugunm Avidudimngndn fe nsfiusdnam uasannwwdnfos)
Immhumaﬂ%’uﬂ‘iqmizmumiashwiaLﬁaa (Marti nez-Costa & Marti nez-Lorente, 2008)

uianssudunisnain WuduviwesuuAauaznagnnanismainfiuandaeInisnismensnaiaiu
pg1eaiau fidsoguuiiugiuaudlaiiiinssaauuuiniiduiunisegdu ldfsmeiaginwaiudiga
warAuEnsaNINautsiuluanwmanafifinsuedugs (Kotler & Bes, 2011) uimnssumsnismaiatutuagiv
msdaeiiatedlenimmaaiifedesiuaviuhiluimmevaussanufesmsvesiusinalasmsussgrnaldin ey
Tunsutetuiidaiu (Ferrell & Hartline, 2011) InetdunseuaunisivsendniunisiieusuiUasunandus
Tinsafumrudasnsvesgni Usudseiliidumsvio warahaudanssalumsdansgnen widesaenadesiuaaeinge
yosmtinau Sadunsuaunauszninenudmeuenildiuaingniuazauaansavesuis (Bendapudi &
Leone, 2003; Fang, 2008; Charterina et al., 2016)

AUFAINITANINTUYITY

ANAENINTAMeNSutsdi (Competitiveness) Aovaumniiasdnsansnsaassanurlumsdostuguidunans
vidomsiflugsiavesaulesléfininesdinsdu afmalszneunsligaininnasguvesenamnssy wioansa
aSaliiinnuAuiesdnsiInndguesdy (Putro et al, 2022; Chatreevisit, 2010) UsgnaumenuaINnse
fmelvesdnsassmuanimnnguds Tneidunamnanmssadulashumsinnisitdidy Uahanbakhsh & Amini, 2023;
Nagarajan et al., 2022) A MANTAN NN THteT Jadudsiquadlianansadounuuld vioguisiesjuninens
‘I/NN‘LWI‘L!LLauL’Ja’]LW@ﬁ]uLﬁﬁJULLUU Imsﬂmmmmﬂmumﬁwﬂawamamm&mmmﬂmqﬂu NIATNANUANTONEN
MseyaansiTinee waznsazauvindaunstygiioliliussansamlunanaiidnisudstugs wu uianssw
SEUUNNSIANTITANEIUBIANT STUUNISUSINS0IANT MWanwalvatasnns WWudy (Bhat & Darzi, 2018) ANEINN5D
ysnautsiufstuldanmsiiosdnsadinisdeus (Leaming) ivanlugniafinesdanug Suilugmaduosdng
uisn3eu3 (Learning Organization) fiansnsamunuimnssuannasdauiluesdns Ssmnuannsananisudedy
tutuegifumnuannsaiiiudaueseadng v 3 du fle 1) madufiidudiuyu (cost leadership) Ao Armannsa
Tumswanduddefuyuiimningudeduy 2) msthausduuazu3nsiuansng (differentiation) Ao msthiaue
dudmielruinisiunnssluanguishusnunuani@nislionu aunmddndn msldsunssusesnnsgiusieeg
3) NM3MDUALBIDENTIALT (quick response) Ao AIUTINGTUNITNBUALDIWOAIINABINTVRIGNAT tikn AILE7
Tumsannsdndasilvel msdadulannsiimsingd: Jansmevausdassnduandiiufnstirnudondu
28989AN"5 (Nakkasem & Pasunon, 2018)
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HUNAFIUNTIAY

Han1sAnw1nuIdeneuntilaseyinnisdanisauninidninaluldeuin vseldiudredaasy
TiAanmsamilunuiuwinnssy IngnnzswinnssuranfgiuaynszuIuns (Kafetzopoulos et al., 2015; Antunes
etal,, 2017; Panlopchanoknat & Laohavichien, 2017) T,ﬂaaaﬁﬂiﬁﬁjqﬁué’mmié’ﬂmi@mm‘waz‘wmmﬂ%ﬂiﬂwﬁ
mﬂw%’wmﬂiﬁﬁagLﬁ@ﬁ'qLa%ummmmsaé’mu’?mﬂsm dietiauenansaeiuasnsyuiung (Zhao et al, 2023)
Tuvauzdl Kim et al. (2012) IieBuimsdanisaanimsiunsdanisnssuiunsiinrudniusiBauanduuinnes
i1 5 fu lisauiesuAdundnde wagnszuauniawinbu uaskansAnyIvea Sahoo (2019) wandlifud
MsdnnsAunIm shuauanansalunsadsassAuinnssuvesesdns dmnnietemnsdeufiuussavsnmmsssia
FeafuayuuAniiinisdanisaann atuayunItinuanagnsiuLIanTINve Nan AueilaznszuIunIs
uazdsraludaundeysavBammainuvesutnluuiyuineg luvaeFeniussinsiiinisiansannimeduseiies
wannsInoUaLaIALfoInTuazaisaufianelauigndn Suthlugarulfiuisumansudstuiigeiude
(Kaynak, 2003; Putro et al., 2022) ﬁ&ﬁuﬁdﬁ’mumﬁuammagmﬁ 1-3 §ail

H1: 1153AN75AON I JONENARIIUFUNUSITIT UM IR T958N 1A NTUIUA UL IANTIUYOEUTENOUNTS

HARAMIYUYY
H2: N159ANI5ANNIN TONFNAAIUFUNUSIINA UGN TINOAIIUTINITANINITUYIT UYL UTENOUNTT
HAn YT

mssdumsiuuinnssutudunsiaunliAnd ] Tnefiuinnssundndausitasnssuiunsiainansyny
lneasssionnulaiusaulunisudsdureesdng lasudnnssuaunseuiunisasinananisusulalseansam
sumssiiiunu luueiuinnssusundndusioztsful s ssavBamuomwanisiveesins (Kafetzopoulos
et al., 2015; Antunes et al.,, 2017) 1ag Aziz and Samad (2016) l¥inaWadn SMEs AIsiin1sANduns
RAeafuuinnssuiielminanulfivseulunsudedulunain uenainil SMEs mswauuSanssy dieadenan o
usnlne) ﬁmauauaammﬁaqmimmqﬂﬁﬂﬁLU?%WLLU@&MLﬁa%’ﬂmmm”l,éﬂ,ﬂ%ﬁjﬂuﬂmmiqsﬁuaahaé’j’ﬁu (Berraies,
2020; Arsawan et al., 2022) SIRINSANYMANET U UAN LIRSS UINTE e nssaLa Al EUTeU
Tunsugsdu (Kamboj & Rahman, 2017; Herman et al., 2018; Udriyah et al., 2019; Azeem et al., 2021;
Tu & Wu, 2021) Fethlusvuauaufigiud 3 il

v & Aa

H3: N1sANIUIIUAINLIANTIY TONSNAAIIUSUNUTITNFUNIAENTINBAIINTINITO NN TTUYITY
VOIFUTZNOUNITHAR YUY

[ [

PnaunfgIunIdeiivueansatndeudunsounuifnn e e

ANSIANS
AN

AMUEIUNTD
719NN UUIVU

ANSAHUIY
ANUUINATTY

AN 1 NTAULUIAA IUNISIY
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ABANuN133Y

UsgnsuaznguAlagng

Uszrnnsiililumsinen fie fuszneunis OTOP fiilasinisnassanseanilasiva wilsndnsiasilng
(OTOP Product Champion) vasdsniauass1vaun Inglaunssngisuam OTOP faust 1-5 ana Faiisuan 622 518
(Office of Local Wisdom Promotion and Community Enterprise, 2020) 194y ammuauunueanguiiogis
Iaenndesiunisldaiiinsgiesdusenau Inenaeilunisimuavuangudiegne 10 - 20 e e 1 fawys
Zaunalé (Hair et al, 2010; Tirakanant, 2011) wAfeiusznavdefulsdunald 14§ fidedetmun
Sunguiiegn 200 wiie Tdendedlaeeduauiiazilu (Probability Sampling) Tneld35n 3du
wUUsERUTY (Stratified Random Sampling) faensdushesdlunsiassssutusadiudadau (Proportional Stratified
Random Sampling) laauiudegsnudnau il HUTENBUMTIEAU 1 A1 = 3 578 S¥6U 2 A1 = 13 578
AU 3 A7 = 54 578 FEAU 4 A7 = 68 518 UaEIEAU 5 A3 = 62 518 53U 200 18

i3ailefldlunnsise

mdelfuuuaeuadumdosiiolunsiiusiunndeya Tnsudseenldidu 5 @ Usznouse dwil 1
Foyamluvesiusznouns dufl 2 sefuanuAaiuReiunmsiansnanm dwi 3 sziumuAndfunsidua
suninngsy dndl 4 sefumnuAniuAsUANEINTaNIsIITY wagdwd 5 seRUANNAMTIuAEIAY
nansELiuay Inednd 2-5 Tdnvasduniesdiuysyanue (Rating Scale) JaseiuanuAnituteussiiumingg
Tng38 Likert Scale i1 5 sefu fio Wusheuniian wiwseann wudheliunas Wiusedos wasiiiusedosiian

nIRTIIdoUANNIMTaNATsaf i IITIRAoUATIRsIduilem (Content Validity) 91nseanil
wazfiieavigy S1uau 3 v TaensUssifiuainaduuszanianudenndos (index of Concordance: 10C)
fiAags¥ning 0.67-1.00 LLam’jﬁaﬁﬂmmﬁmmmaLﬁ?jm‘iama&ﬂuLﬂmsﬁﬁaam"uiﬁ (Nunnally & Bernstein, 1994)
niuuuuasunilunaseddtuiusenounisiilaldfegnesuau 30 11 wuhadulsyavueanvesasauun
(Cronbach’s alpha coefficient) ¥24fuUIN153ANTSAMANTANYINTU 0.889 MakUsNIsATUNUAIULTANTTY
fAwiiu 0.703 fwdsiuanuanunsanansuisduiiaingu 0.778 uazsuusaunansalivnuilAwithu 0.710
Favnsudsiienannndn 0.70 egluinausineensulsl (Lee & Hsieh, 2010)

nsATIEvideya

n933unSsilldafnBemssaun (Descriptive Statistics) fren1siaszvieiais (Viean) dnudsauunnsgiu
(Standard Deviation) M55 1eMiAARAUNAYRsURLA (Normality) waradardlunslinsziluaaaunislaseasn
(Structural equation modeling) laiun Ala-auas (X% Alad-aumisduing (Relative chi-square w3e X*/df)
Ardainssduanumngay (GFI) Adudinseiuanumuizaunefivsunilonds (AGF) Ardaiives Tucker
way Lewis (TLI) wazAIs1Invesadsidaewasnnuaaimadoulunisussanas (RMSEA) Tadninanianss

I3
a a

(Direct effect) ABnsnan1eden (Indirect effect) A1BnSNasIM (Total effect) AmduUsEANENIINEINTAL (R)
(Hair et al., 2010; Vanichbuncha, 2014)

nMTATIzAlunaaun1slATIasNa (Structural Equation Modeling: SEM) Usgnausmis@uusuna 3 fauys
oA N133ANTAMAIN NMIANTUNUALLIANTIN WagANaUTaNeN1TuTadu Tnefudsdane Lavessiud suls
1 3 2 uansl e aned 1 LLazLﬁaﬁﬁ’sLL‘LJiLLmLLaw“hLmiél’amqlﬁmL%EJUL%IMLﬂam’mﬁuﬂ’uﬁ‘@nmmmawu%’aﬁ
aunsadulssnmi 2
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QM1 QM2 amMm3 QM4 QM5 QamMé

@ COMP1

COMPZ

COMP3

COMP4

COMPS

bbddd

INO1

INO2

INO3

AW 2 TuaaAnuduNuSIBeEmAYaINITIANITAANINAUNITANTUILY

ATUUIANTTU LAZAIUEINITANINITUUITY

M13199 1 uansimuUsurauagdulsdunaldvedlunannuduiusideaniveg

FITRT AR

fauwusaanale

MIIANTAMUNIN (QM)

ASANRUINUAUUIANTTH (INO)

ANAIUITONINANTUUITY (COMP)

mMINunuaunludinagns (QM1), nMssjutugnan (QM2),
MTINANAMLAENITIATIEN (QM3), N15IANTITNTEUIUNTT (QM4),
nsdusmveantinau (QM5), Msdiuugsetedeliies (QM6)

uNanNaE (INO1), SuUNTEUINNS INO2), Anun1seain (INO3)

@mmwmémﬁmsﬁ (COMP1), n5@519AuLanN@1g (COMP2),
NsaRAUNUNINER (COMP3), Anudeiielunsdydnualiasndnsioe
(COMP4), M33U5831MMI§1U (COMPS5)
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NN
nan153denuinguszneunisiineukuuasuaudulngfidnvaznsaluaudunquininguy

=l

($ovay 56.5) Mdszuzainisaniduiusening 5 - 10 U (Sovay 83.5) Inefndnsusidiulngiiundndueidn
LATLASOAINTY (FaEae 33) MTBATIEviANURaUnfAvestaya (Normality) Men1snsIvaauaAInuLy (Skewness)
warA1ALLA (Kurtosis) Yaetayanianua@eilieg sening-0.021 i 1.552 uag -1.179 814 2,114 Faflregsening £ 3.290

Feeglunaeiwanuasdnd sudsnndaiinianseanedeyanuulasunid (Tabachnick & Fidell, 2013)

A1519% 2 uansALRRELAZd WU LUNNINTIIY

fauls Aafe (Mean) druifisaiuuanasgiu (S.0)
N3IANITALAN 3.25 534
AIANIUNUAULIRNT Y 3.36 555
AUEINITANNNITHYITY 3.23 578

N159LATILRANREE LardIudeuuuLINTEIUTMUNTIEAILYT NUdT NISANTUIIUAIUUTANT Y

a

ﬁmmaaqqﬁqm 3.36 599A9K1AB NIIANTAUNIN 3.25 UATAIINANTONNNITUVITY 3.23 Fansneil 2

dmdunamsiaszilunagunsiassadraduginmi 3 duwuin Aradafldainnisinse i
fidganinnusilifinnsuynde wandiifiuinlumaianumanzauasnadesnauniuiudoyadeuszind
Tnefimdviauaenadostmnsned 3

A15197 3 WENIANAYTANNUFDAAADIVBILULAAFUNTIATIESS

fulANNdenARDY LWNAUIINISNAITUN ATILE wlana
(Hair et al., 2010;
Vanichbuncha, 2014)

Ala-aunis X°) Not Significant 7.469 UL U
Anlad-awmisduing (X/dh ANBENIINIDYINAU 3 1.245 HULNOUT
AnvilinszauANIIEEY (GFI) AN 0.90 0.944 NULNOUT
ARTEINTTAUAMILNZEUNDRA ANNINNTT 0.90 0.908 HNULNEU

=

AUTURN LA (AGFI)

futiuee Tucker way Lewis (TLI) AN31AN1 0.90 0.994 NULNON

ANSINTNADIVBIAIUAANNLATDU ANUPYNINMSBLVINAU 0.08 0.035 NAULNEN
Tunnsusgunas (RMSEA)
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299999

|QM1—| IQM2—| |QM3| |QM4 IQMS |QM6

INOA INO2 INO3
7l 3 wan1snagaulunanNNFINUSIBEMAYaINITTANITAMANAUNTTANTLIY
AMUUIANTTU UATANUENITONINTULITY

HI 1 g a Q‘ o/ o o/ L a o/
197199 4 LLﬂﬂ\1ﬂ’]ﬁﬁJ‘Uiﬁ‘;ﬁVISL‘s"‘f‘iJVI'Nﬂ')'lilﬂllwuﬁdsll@\‘lh.lLﬂﬁﬁ'JﬂﬁJﬁﬁJW‘L!ﬁ‘L‘ZNﬁ'IL‘Viﬁl‘llﬂ\‘iﬂ']i'i]ﬂﬂﬂiﬂqmﬂﬂw
AUNSANIUIIUATULIANTTU LAZAIUEINITANIINITUUITY

Anusulanauan Auusuelanelu
ANSANMIUNUAUUINNTTY AMUAINITANIINITUUITY
INO) (COMP)
DE IE TE DE IE TE
N133ANIAMAIN (QM) 683 - 683 213 510 723
N15ALEUUAIULINNTSH (INO) - - 747 - 747
R? 466 821

nuneLn: DE = Direct Effect, IE = Indirect Effect, TE = Total Effect
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HANTIATEiAdLU T AvRIduN 9 NLdLTUSUeBYENAN19MTY (Direct Effect) Bvidnavmsdon (ndirect
Effect) WardnSnasiu (Total Effect) vadluinanuduiusidanivnnisdnnisaanimiunisaiidunumuuinngsy
LAYATIANINSANINIUT T AU 3 uaganeedl 4 anansneBugldsed madnnsanunn QM) fBvEwanenss
fansAiunuauuinnssy (INO) Ay 0.683 uazilA18nSnasiuviniu 0.683 N13IANITAMAIN (QM)
1BNTNANATIROAIUAINITANIINTULITY (COMP) dAnviiu 0.213 IaelliArBninanisgeuiviniu 0.510
LazABNENaTINAY 0.723 Tuvnzdinisandusiusuuiangsy (INO) F8vBwaniemssdemnualnga
N9NTUeTU (COMP) Seuvinfu 0.747 wagdiedvinaiuwiniu 0.747 Tuduresidulszavinanensal (R)
ldinmsiiasigyt wui Meduiunuduuianssu (INO) fiadussansnisneinsal iy 0.446 warmumane
Irinsidunuiuuinnssninandvinavesmsdinnisaanin fesas 44.6 Tuvazfiruannsanianisudedu
(COMP)fienduszavisnennsalviviu 0.821 vaneamnu mmmmim/mm3LLﬁdﬂ%’uﬁ?uLﬁmmﬂﬁmﬁwammﬂﬁé’fmmsﬂmmw
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Abstract

This study aimed to identify and rank the risk factors associated with logistics companies engaged
in supply chain finance (SCF) operations using the Analytic Hierarchy Process (AHP). The target population
consists of three distinct groups: staff of logistics companies, professionals from financial institutions,
and researchers affiliated with academic institutes. This study used questionnaire and convenient sampling
to collect data. The results showed that logistics operations management, pledge management, and supply
chain environment were significant dimensions of risk factors for logistics companies in SCF. The risk factors
were divided into three groups: high-risk, medium-risk, and low-risk factors. The study recommends that
logistics companies in SCF prioritize risk management strategies on the high-risk factors to minimize potential
losses and reputational damage. Based on AHP, those high-risk factors are pledge disposal capability, pledge
quality, pledge ownership, and legal & regulation. The study suggests that goods and companies can mitigate
these risks by implementing advanced inventory management systems, partnering with third-party logistics
providers or liquidators, seeking third-party assistance to identify the quality of the pledged goods,
and conducting thorough investigations into the qualifications of applicants and the ownership of goods
before conducting business. Furthermore, complying with relevant laws and regulations is crucial for logistics
companies to avoid potential legal issues and safeguard the success of the SCF business. These findings
can provide insights into developing effective risk management systems for logistics companies engaged in

SCF operations, enhancing their ability to operate successfully in this industry.
Keywords: Analytic Hierarchy Process (AHP), Logistics Company, Supply Chain Finance (SCF)
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Introduction

Supply chain finance (SCF) is a new concept that has been developed to address the funding issues
faced by small and medium-sized firms (SMEs) when applying for loans from commercial banks or financial
institutions. One of the main problems that limit the growth of SMEs is the lack of fixed assets, which makes
it difficult for them to obtain funding. SCF offers an innovative solution to this challenge (Gelsomino et al., 2016).
While numerous studies examine SCF risk from the perspective of banks and financial institutions (Liao, 2015;
Deng & Lu, 2017; Marak & Pillai, 2018), there are not many studies on the role that logistics companies play
in the SCF industry. Therefore, this study focuses on the logistics firms' role in the SCF business. In SCF,
core firms act as the anchor, providing financial services to other node enterprises within the supply chain
through trade ties (Mou et al., 2018). SCF can be categorized into three modes: the accounts receivable
mode, the inventory pledge mode, and the prepayment mode (Chen et al., 2019). Logistics firms play an
essential role in the inventory pledge and prepayment modes and are important supervisors in the SCF
industry (Lu et al., 2020). This provides logistics firms with an opportunity to generate additional revenue
from the operation process, such as warehousing fees, loading and unloading fees, and other service fees.

The current challenges of logistics companies in SCF encompass several critical areas. In logistics
operations performance (Jia et al., 2020), issues such as inadequate risk management systems, internal
control weaknesses, and human resource constraints have been identified. Evaluating client stability is
imperative (Du et al., 2019), with concerns over financial stability, information asymmetry risks, and the
assessment of client growth potential being crucial factors. Pledge management requires careful consideration
of pledge quality, ownership verification, and accounting for price fluctuations in pledged assets
(Liao, 2015). Additionally, in the supply chain environment (Tseng et al., 2018), adapting to rapid market
changes, navigating legal and regulatory risks, and leveraging policy support and economic factors are all
essential for successful SCF operations.

Despite the growing interest in SCF and its potential benefits for logistics companies, there is still
a lack of research on how to prioritize risk factors in SCF. While previous studies have identified various
risk factors associated with SCF (Liu et al., 2019; Abbasi et al., 2019), they have not provided a systematic
method for prioritizing these factors based on their relative importance. Therefore, there is a research gap
in understanding how to prioritize risk factors in SCF specifically for logistics companies. This study aims
to address this gap by using the Analytic Hierarchy Process (AHP) to develop a systematic method for
prioritizing risk factors in SCF for logistics companies. This method will enable logistics companies to better
understand the relative importance of different risk factors in SCF and prioritize their risk management efforts
accordingly. By doing so, this study will contribute to the development of more effective SCF programs
for logistics companies, which can ultimately lead to improved financial performance and competitiveness
in the market. Therefore, the objectives of this study are to identify the risk factors associated with SCF
operations involving logistics companies, and to assess the severity of these risks, by ranking them using the
Analytic Hierarchy Process (AHP). The findings will provide insights into the development of effective risk
management systems for logistics companies engaged in SCF operations, which will enhance their ability
to operate successfully in this industry. The scope of this study is to focus on the role of logistics firms
in SCF, an emerging financial model designed to address funding challenges faced by Small and Medium
Enterprises (SMEs).
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Literature Review
Supply Chain Finance
Supply Chain Finance (SCF) is an emerging financial model that aims to improve the financial stability
of Small and Medium Enterprises (SMEs) in the supply chain. According to Gelsomino et al. (2016),
SCF refers to the financial services that are provided to the upstream and downstream enterprises of the
supply chain based on core customers by methods such as trade financing, pledge registration of accounts
receivable, third-party supervision, and other means to close capital flow or control property rights.
This definition highlights the various methods used to control capital flow or property rights, which is crucial
for financial institutes. However, from the perspective of logistics companies, there is a need to redefine SCF.
Logistics companies play a critical role in the SCF business by acting as intermediaries between SMEs
and financial institutes. They leverage their existing relationships and expertise in the supply chain to
provide financial products tailored to the needs of SMEs (Lu et al., 2020). As logistics companies play
an essential role in the SCF business, they need to have a clear understanding of the concept of SCF.
Thus, SCF can be redefined as a capital cooperation model, a financial product that logistics companies use
to connect SMEs that are clients and demanders of capital with their upstream and downstream enterprises
and provide or introduce financing services to the SMEs. This definition emphasizes the role of logistics

companies in providing financial services to SMEs in the supply chain.

The Risk Dimensions of Logistics companies in Supply Chain Finance

This study focuses on identifying the risk factors of SCF business from the perspective of logistics
companies. According to the literature review and practical experiences, the identified risk factors can be
categorized into four dimensions: logistics operations performance, client evaluation, pledge management,
and supply chain environment. Each dimension has its own specific risk factors. The first dimension,
logistics operations performance, includes risk factors such as inadequate risk management systems, lack
of internal operational control, inadequate human resources, and weak pledge disposal capability (Jia et al., 2020).
The second dimension, client evaluation, involves financial situation risk, information asymmetry risk, and
development potential risk (Du et al., 2019). The third dimension, pledge management, encompasses the
risk of pledged assets losing value (Liao, 2015), while the fourth dimension, supply chain environment,
refers to external factors that are beyond the control of logistics companies (Tseng et al., 2018). Effective
risk management requires a thorough understanding and management of these risk factors to prevent risk

events from occurring.

The Risk Factors in Each Dimension of Logistics companies in Supply Chain Finance

The first risk dimension of logistics company in SCF is logistics operations performance. Several studies
have investigated the risk factors that affect the logistics operations performance in SCF from different
perspectives. Mu (2022) found that logistics companies in China face risks related to customer selection,
financial risks, logistics risks, and operational risks. Jia et al. (2020) found that environmental risks and social
risks are the critical factors affecting logistics operations performance in the context of green logistics. Ali et al.
(2018) highlighted information technology risks, operational risks, and financial risks as the primary risk factors
affecting logistics operations performance of SCF in Malaysia. The following discussion pertains to the risk
factors of this dimension associated with operation management, employee quality, and pledge disposal

capability affecting logistics companies in SCF.
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Operation Management

Operations management refers to the systematic process of creating and delivering goods and services
(Amin & Shahwan, 2020). In the context of SCF, the operation of a logistics company is vital in ensuring
the success of the SCF business. This involves managing inventory, supervising the movement of goods,
monitoring price changes, and implementing efficient controls to ensure that contractual requirements are met

(Pan et al., 2020). Failure to effectively manage operations can result in losses and increased business risks.

Employee Quality

Employee quality refers to the characteristics and skills possessed by an employee that enable
them to perform their job effectively and efficiently (Liang et al., 2018). Research studies have shown that
employees who are trained and skilled in logistics operations are better able to manage the complexities of
the supply chain (Meng & Wang, 2022; Schleper et al., 2021). Thus, lack of personal integrity or fraudulent
behavior by employees can lead to financial losses for the logistics company in SCF.

Pledge Disposal Capability

Pledge disposal capacity is the ability to convert pledge assets into cash or other liquid assets quickly
at a fair price (Mou et al., 2018). According to Lin et al. (2021), they suggest that companies should invest
in improving their pledge disposal capacity to enhance their logistics performance. In addition, logistics
companies in the SCF business may act as regulators and providers of funds simultaneously. Therefore,
logistics companies must have the necessary knowledge and expertise to ensure that the disposal of
collateral is carried out efficiently and without any losses.

The second risk dimension for a logistics company in SCF is client evaluation. SCF involves various
stakeholders, and one of the critical stakeholders is the client. Evaluating the client's creditworthiness and
risk profile is essential to ensure the success of supply chain finance programs. Several studies have examined
the risk factors associated with client evaluation in SCF from different perspectives, such as financial stability,
industry sector, customer concentration, and operational efficiency (Du et al., 2019); creditworthiness,
collateral, industry sector, and customer concentration (Li et al., 2020); trust between buyers and suppliers,
information sharing, credibility of the financing platform, and institutional support (Jia et al., 2020) as critical
factors affecting the credit risk of suppliers. The following discussion pertains to the risk factors of this
dimension associated with financial situation, information asymmetry, and potential development of clients

affecting logistics companies in SCF.

Financial Situation

The financial situation of clients, such as profitability and net asset growth rate, is a significant
risk factor in client evaluation for SCF programs. It serves as a basic guarantee for the repayment cpacity
of a company and also shows its potential for growth (Mou et al., 2018). Evaluating the financial
situation of clients is essential for determining their creditworthiness and repayment capacity in SCF
(Zhu et al,, 2019). Ali et al. (2019) also highlight the importance of considering the financial situation of
clients before extending credit to them. Li et al. (2020) emphasize that assessing the financial stability of

clients is critical in mitigating risk in SCF programs.
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Information Asymmetry

Information asymmetry refers to a situation in which one party in a transaction has more or better
information than the other party (Liu et al.,, 2021). It is another important risk factor in client evaluation as
companies may have fraudulent behaviors in the SCF business, such as conceal transaction information,
and collude with upstream and downstream cooperation to obtain loans from commercial banks
(Huang et al., 2021). Data analytics and other technologies can also be used to improve information symmetry
in SCF (Liu et al., 2019). Moreover, Song et al. (2016) suggest that logistics companies should establish effective

communication channels with their clients to ensure transparency and reduce information asymmetry.

Client Development Potential

Client development potential in logistics company in SCF refers to the client’s potential to develop
its business and increase its demand for financing solutions in the future (Zhu et al., 2019). The evaluation
of client development potential is crucial in ensuring the sustainable growth of logistics companies in
SCF. Several studies have investigated the risk factors related to client development potential in SCF,
for such as, financial status, industry sector, business model, size, reputation, management efficiency, and
creditworthiness (Liang et al., 2018; Li et al., 2020). In addition, a study by Zhao and Wang (2021) examined
e-commerce SCF and found that transaction frequency, amount, cycle, and customer ratings were crucial
factors.

The third risk dimension for a logistics company in SCF is pledge management. In SCF, pledge management
is an essential factor for logistics companies to mitigate the financial risks. Studies have shown that the
quality, ownership, and price fluctuations of pledeed assets are significant risk factors in pledge management
that can impact the loan-to-value ratio and legal validity of transactions (Liao, 2015; Yu et al., 2021).
Failure to verify ownership can lead to legal disputes and financial losses (Li et al., 2022). The following
discussion regards the risk factors of this dimension associated with pledge quality, pledge ownership,

and pledge price fluctuation affecting logistics companies in SCF.

Pledge Quality

Pledge quality is a significant risk factor in pledge management. Pledee quality refers to the value
of the assets that are pledged as collateral by a borrower to obtain financing (Deng & Lu, 2017). It is a
crucial risk factor in determining pledge assets’ value and the ability of logistics companies to recover their
investment, according to Bai et al. (2022). They recommend that logistics companies evaluate the quality of
pledged assets before accepting them as collateral and provide timely supervision to prevent deterioration

during the financing period (Wang et al., 2019).

Pledge Ownership

Pledge ownership is another important risk factor in pledge management. Pledge ownership refers to
the legal ownership of assets pledged as collateral by a borrower in order to obtain financing (Chen et al,,
2019). According to Wang et al. (2020), pledge ownership is a risk factor in determining the legal rights of
logistics companies to recover their investment in case of default. Therefore, logistics companies should
ensure that pledge ownership is clearly defined and legally enforceable before accepting them as collateral
when extending credit to clients.
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Pledge Price Fluctuation

Pledge price fluctuation is also another important risk factor in pledge management. Pledge price
fluctuation refers to the variability in the value of assets pledged as collateral for financing (Hu et al., 2020).
Deng and Sen (2017) advise logistics companies to assess the price volatility of pledged assets before
accepting them as collateral, while Huo et al. (2022) suggest that logistics companies should also consider
the price volatility of pledged assets before providing financial services.

The fourth risk dimension for a logistics company in SCF is the supply chain environment. The supply chain
environment refers to the conditions and factors that impact the performance, efficiency, and sustainability
of supply chain operations (Soni et al., 2022). It plays a critical role in the success of SCF businesses operating
in a globalized world. Sustainable supply chain management involves managing environmental, social,
and economic factors across the supply chain (Seuring & Muller, 2008). In the logistics industry, market
changes, legal and regulation risks, and policy support are significant risks associated with the external
environment which can impact the operations of logistics companies in SCF (loannou & Demirel, 2022,
Tseng et al., 2018). The following discussion regards the risk factors of this dimension associated with market

change, legal & regulation, and policy support affecting logistics companies in SCF.

Market Changes

Market change is another important risk factor in the supply chain environment. Market changes
refer to shifts in the economic and financial conditions that impact the availability, cost, and risk of financing
options for supply chain participants, such as shifts in consumer demand, competitive landscapes, or economic
conditions (Bai et al., 2022). While Lyu et al. (2021) recommend logistics companies to monitor market
changes and adjust financial services to manage risks, Lam et al. (2019) suggest developing contingency
plans to manage market risks. Moreover, Yu et al. (2019) propose a framework for assessing and responding

to changes in SCF caused by shifts in consumer demand or supply chain disruptions.

Legal and Regulation

Legal and regulation is another important risk factor in the supply chain environment. Legal and
regulation refer to the possibility of changes to laws, regulations, or compliance requirements that can
impact the operations of a business, such as product safety standards, environmental regulations, or data
privacy laws (Seuring & Muller, 2008). Legal and regulation risks can arise from factors such as compliance
requirements for government policies (loannou & Demirel, 2022), contract disputes (Wang et al., 2020),
and intellectual property infringement (Li et al., 2022), which can impact the creditworthiness of supply

chain participants and the ability of logistics companies to recover their investment in the event of default.

Policy Support

Policy support is also another important risk factor in the supply chain environment. Policy support
refers to government initiatives and programs aimed at promoting the development and adoption of supply
chain finance solutions (Tseng et al., 2018). These policies can take various forms, such as tax incentives
(Huang et al,, 2021), loan guarantees, regulatory reforms (Lyu & Zhao, 2019), and financial assistance to
support research and development (Liu et al., 2022). By providing policy support, governments can help
to improve the availability and affordability of supply chain finance, increase the efficiency of supply chain
operations, and promote economic growth and development. The above literature was summarized in
Table 1.
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Table 1: Risk Dimension and Its Risk Factors Affecting Logistics Company in SCF

Dimensions Risk Factors

Logistics operations performance Operations management
Employee quality
Pledge disposal capability

Client evaluation Financial situation
Information asymmetry

Development potential

Pledge management Pledge ownership
Pledge quality

Pledge price fluctuation

Supply chain environment Market changes

Legal & regulation

Policy support

Methodology
Analytic Hierarchy Process

The Analytic Hierarchy Process (AHP) was developed by Thomas L. Saaty in the 1970s as a
measurement theory to aid in decision-making. It is a valuable tool for breaking down complex problems
into a multi-level hierarchy of objectives, criteria, sub-criteria, and alternatives (Saaty, 1990). AHP uses paired
comparisons to derive a ratio scale of relative priority units, which are integrated to determine the overall
priority of each alternative. By employing a structured and hierarchical approach, AHP allows decision-makers
to evaluate and weigh different factors. This method has been widely applied in various fields, such as

engineering, business, and public policy.

Target population and data collection

The target population for this study comprises three distinct groups: staff of logistics companies,
professionals from commercial banks and financial institutions, and researchers affiliated with academic
institutes and universities. The rationale in choosing each group is given as follows: the first group can
provide insights into the operational aspects and challenges faced by logistics companies in the context
of SCF; the second group can offer perspectives from the financial service providers, allowing for an
understanding of their role, challenges, and risk assessment in SCF; and the last group can bring academic
insights, research findings, and theoretical perspectives to the study, providing a broader understanding of
SCF. By including these groups, the study aims for a comprehensive understanding, practical relevance,
and a balance between theory and practice in addressing risk factors in supply chain finance. Our study
employed a convenience sampling method due to practical constraints and the nature of the population
under investigation. As such, we did not have access to an exhaustive list of the entire target population.
Instead, we gathered data from seven representatives within each group, which allowed us to gain valuable

insights into the perspectives of logistics company staff, financial professionals, and academic researchers.
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The appropriate sample size for an Analytic Hierarchy Process (AHP) study depends on factors like
decision complexity, the number of criteria and alternatives, and desired precision. Although no strict rule
exists, stability and consistency in pairwise comparisons guide sample size determination. Studies suggest
10-30 participants for reliable AHP results (Saaty, 1980; Saaty & Vargas, 2006). It is important to note that
in AHP, the focus is more on the quality of participants' judgments rather than the quantity. Therefore,
this study ensures that 21 participants are well-informed, have relevant expertise, and understand the
decision problem. Overall, the demographics of the participants reflected a diverse range of ages,
educational backgrounds, and work experiences, which helped to ensure the validity of the study results

as shown in Table 2.

Table 2: Demographics of Participants

Group Gender Age Education Working Years Position
Logistics Male: 6 40-49:1 Master: 1 20-29: 1 Management Level: 2
Company | Female: 1 30-39: 6 Bachelor: 5 10-19: 4 Supervisor Level: 5

Other: 1 Less than10: 2
Financial Male: 4 Over 50: 2 Master: 1 Over 30: 2
Institution | Female: 3 | 40-49: 3 Bachelor: 6 20-29: 2 Management Level: 2
30-39: 2 10-19: 2 Supervisor Level: 5
Less 10: 1
Academic | Male: 3 40-49: 7 Master: 7 20-29: 5 Associate Professor: 5
Institution | Female: 4 10-19: 2 Lecturer: 2

Questionnaire Design

To analyze the risk factors involved in the SCF business for logistics companies, the 16 risk factors
were selected based on relevant literature. They were classified into four main dimensions: logistics
operations performance, client evaluation, pledge management, and supply chain environment, based
on their respective characteristics. A questionnaire was designed for participants to rate the importance
of each factor on a scale of 1 to 9, with 1 being the equal importance and 9 being the absolute importance.
Detailed information regarding the ratio scales is presented in Table 3. The use of a 1 to 9 scale in AHP
for assessing risk factors in SCF for logistics companies is appropriate for several reasons (Saaty, 1990).
This scale allows for fine-grained distinctions and clear differentiation between factors, ensuring participants
make explicit decisions about their relative importance. It prevents neutral ratings, promotes consistency,
and aligns well with the AHP methodology. To verify the questionnaire for our study employing AHP,
we followed a systematic process. Initially, we sought content validity through expert reviews, involving
professionals who are highly knowledgeable in the field. Feedback was crucial, as participants' input helped
refine clarity and relevance. We ensured questions were non-redundant and that the response scale was
appropriate. Incorporating this feedback, we revised the questionnaire and sought further expert review
for final validation. This process ensured that our questionnaire effectively captured the required data for
our AHP-based study. Using the AHP model, the authors aggregated the responses to calculate the relative
importance of each risk factor and dimension, identifying the most significant risk factors in each dimension.
This systematic approach can help logistics companies develop appropriate risk management strategies

for their SCF business.
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Table 3: Ratio Scale and Explanation of Analytic Hierarchy Process

Ratio Scale Name Definition

1 Equal Equally
Importance | Comparing two elements, their contributions and significances are
equal importance.

3 Weak Moderately
Importance | Based on the judgement and experience, the participants compare

two elements, and the participants slightly incline to one element.

5 Essential Strongly
Importance | Based on the judgement and experience, the participants compare
two elements, and the participants strongly incline to one element.

7 Very Strong | Very Strong
Importance | Based on the judgement and experience, the participants compare two
elements, and the participants very strongly incline to one element.

9 Absolute Extremely
Importance | Based on the judgement and experience, the participants compare two
elements, and the participants absolutely  incline to one element.

2,4,6,8 Intermediate | There are intermediate values between five main ratio scales.

Values

Data Analysis

To determine the priority risk factors, the weight of each risk factor is calculated based on the
collected data. To ensure reliability and accuracy, consistencies in the data must be checked using a
consistency ratio, which is a tool used to evaluate the consistency of the pairwise comparisons made by
the participants. If the consistency ratio is less than or equal to 0.1, the data is consistent and can be used
to calculate the total weight rank of the risk factors. The weight of each factor is calculated by multiplying
the value of its dimension's weight by the value of its weight in the hierarchy. These priority risk factors can

help logistics companies identify and mitigate the most significant risks in their SCF business.

Calculation Process
To clarify the process of calculation, this study has chosen one of the participants, an academic staff

member (A3), as an example, and the evaluation results are shown in Table 4.
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Table 4: The Result of Participant (A3) of Dimension Level

Dimension Level

91876 41312112 |3|4|5/6|7|8]9
Logistics 3 Client
operations evaluation
performance
Logistics 3 Pledge
operations management
performance
Logistics 3 Supply chain
operations environment
performance
Client 2 Pledge
evaluation management
Client 3 Supply chain
evaluation environment
Pledge 3 Supply chain
management environment

Step 1: Construct the Normalized Pair-wise Comparison Matrix

This involves setting n as the number of components in the matrix, A as the pair-wise comparison matrix
in AHP, and a, as the comparison weight, where i represents the component number (1, 2, 3, ..., n) and j

represents the comparison number (1, 2, 3, ...).

a, a;;

aj; - 4
Step 2: Calculating the Weight of each Dimension

Once the normalized pair-wise comparison matrix has been constructed as shown in Table 5, the next step
in the AHP process is to calculate the weight of each dimension. To do this, the researchers first need to

calculate the geometric mean of each row. The geometric mean of each row is obtained by multiplying all

the elements of the row and taking the 1" root, where n is the number of elements in the row.

Table 5: The Matrix: Dimension Level

Logistics operations Client Pledge Supply chain
performance evaluation | management | environment
Logistics operations performance 1 3 3 1/3
Client evaluation 1/3 1 2 1/3
Pledge management 1/3 1/2 1 1/3
Supply chain environment 3 3 3 1
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The formula for calculating the geometric mean of each row (W7) is:

1

H” L\
j=1 4ij

1
n n n
j=1 (H,-=1 aij)

The calculation process is as followed:

W, = ij=12-n

3
M1—1x3><3><—=3
3
1 2
M2_§X1XZX§_§
1 1 1 1
M3—?X?X1X?—E

M4=3x3x3><3=27

W, = M = V3 = 1316

4

— 2
W, = %M, = |= = 06866
2 2 9

4

, 2
VM = )
W4 - 4/M4 = 321 - 22795

I —— .
W= W, + Wo + Ws +Wa | = 11316, 0.6866 , 0.4855 , 2.27951)
n

0.4855

W;

z W] — 1316 + 0.6866 + 0.0855 + 2.2795 = 4.7676

j=1
W _ Wl ~ 1316
logistics operations per formance ~ no__ T 47676 -
j=1
_ WZ _ 0.6866
Weiient evatuation = n " a7e76 0.144
Z. j
J=1
_ W3 _ 04855
WPledge management = " __ 17076 0.1018
W;
j=1
w.
_ 4 _ 22795 _ 0.4781

WSupply chain environment ~
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Step 3: Consistency Ratio (C.R.) Checking

In the AHP calculation, the step of consistency ratio (C.R.) checking is crucial to ensure the validity
of the data. The C.R. is a measure that indicates how consistent the pairwise comparisons are. Inconsistency
in the data can lead to inaccurate results and undermine the reliability of the decision-making process.
Therefore, it is essential to check the C.R. to ensure that the calculated weights are reliable and valid.

To calculate the C.R,, the consistency index (C.1.) is first calculated using the formula:

First, calculating the value of )\max, the formula is as follows:

n
A = w i=12..n
max — TlWi =12..,
i=0
where Amax is the maximum eigenvalue of the pair-wise comparison matrix, and n is the number
of components (or dimensions) in the matrix. To calculate )\max, the authors need to find the eigenvector
corresponding to the maximum eigenvalue. This can be done using matrix algebra or software such as excel.

The maximum eigenvalue of the weighted matrix is Amax = 2.000. The calculation process is as followed:

1 3 3% i -
0.276
1 1
= = 0.144
aw o= |3 123
0.1018
i1 1
3 3 3| [04781]
33 3 1
. -

1x0.276 +3x0.144 + 3x0.1018 + EX 0.4781

%x 0.276 + 1 x 0.144 + 2x 0.1018 +%x 0.4781

1
3 X 0.276 + %x 0.144 + 1 x 0.1018 + %x 0.4781

| 3x0.276 +3x0.144 + 3x 0.1018 + 1 x 0.4781
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1.172766667

_ 0.598966667
0.425166667
2.0435
n
Ay = (AW) _ CAW)AW),AWD (AW),
r)\/\/i CLW1 4W2 4W3 ﬁlW[1
i=0
1.172766667 0.598966667 0.425166667 2.0435
= - + - + - -
4 x0.276 4 x0.144 4x0.1018 4x0.4781
= 4.214836399

Second, calculating the consistency index (C.1.), the formula is as follows:

C_]_:}Ml
n—1

The calculation process is as followed:

A —-n 4.214836399 - 4
Cc.].- - 0071612133

n—1 4-1

Next, the random index (R.l.) is determined based on the value of n, shown in Table 6. The R.l. is

a measure of the expected C.I. for a random pairwise comparison matrix of the same size as the original
matrix. Once the C.I. and R.l. are determined, the C.R. is calculated by dividing the C.I. by the R.I. AC.R. value

of less than or equal to 0.1 is generally considered acceptable, indicating a reasonable level of consistency

in the data. If the C.R. is greater than 0.1, the pairwise comparisons need to be reviewed and revised to

improve their consistency. To calculate the consistency ratio, the formula of consistency ratio is as follows:

C.R C.L
" R.I
Table 6: The Consistency Index in Different n
n R.L. n R.L. n R.I.
1 0 6 1.26 11 1.52
2 0 7 1.36 12 1.54
3 0.52 87 1.41 13 1.56
a4 0.89 9 1.46 14 1.58
5 1.12 10 1.49 15 1.59
Source: Saaty (1980)
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C.L
C.R. =

0.071612133

- T

0.89

= 0.080463071 =~ 0.0805

Therefore, when C.R. < 0.1, the matrix has high consistency. According to the above data, the
participant’s )\mox, =4.2148,C.l. =0.0716, and C.R. = 0.0805 in the dimension level. The C.R. = 0.0805 < 0.1,

which means the matrix has high consistency and the data is valid.

Table 7: The Calculation Result of the AHP

The Total Calculation Results of Analytic Hierarchy Process

The Weight of Dimension Level

Dimensions Weight in Hierarchy Weight in Dimension
Logistics operations performance 0.2542 0.2542
Client evaluation 0.1269 0.1269
Pledge management 0.3496 0.3496
Supply chain environment 0.2694 0.2694
The Weight of Total Factors
Factors Weight in Total
Operations Management 0.093 0.3659 Logistics
Employee Quality 0.0316 0.1244 operations
Pledge Disposal Capability 0.1296 0.5098 performance
Financial Situation 0.0741 0.5841 Client evaluation
Information Asymmetry 0.0221 0.174
Development Potential 0.0307 0.2419
Pledge’s Quality 0.1264 0.3617 Pledge
Price Fluctuations 0.0975 0.2788 management
Pledge’s Ownership 0.1257 0.3595
Market Changes 0.0697 0.2587 Supply chain
Legal & Regulation 0.1016 0.3773 environment
Policy Support 0.0981 0.364

The weights calculation results are presented in Table 7. Based on the ranking of risk factor weights,

the next section will propose suggestions for the logistics company to develop SCF business by considering

these factors.
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Discussion

This section discusses the risk factors that impact logistics companies in SCF business and provides
recommendations for developing the business. The study identified logistics operations management, pledge
management, and supply chain environment as the most significant risk factors, with client evaluation being
less impactful. Table 8 presents the risk factors ranked by weight and grouped into high-risk, medium-risk,

and low-risk categories based on AHP analysis.

Table 8: The Results of Prioritizing Risk Factors

Risk Factors Weight in Total Rank

High: Pledge Disposal Capability 0.1296 1
High: Pledge Quality 0.1264 2
High: Pledge Ownership 0.1257 3
High: Legal & Regulation 0.1016 4
Medium: Policy Support 0.0981 5
Medium: Price Fluctuations 0.0975 6
Medium: Operation Management 0.093 7
Medium: Financial Situation 0.0741 8
Low: Market Changes 0.0697

Low: Employee Quality 0.0316 10
Low: Development Potential 0.0307 11
Low: Information Asymmetry 0.0221 12

The high-risk factors, listed from 1% to 4™ in table 8, are pledge disposal capability, pledge quality,
pledge ownership, and legal and regulation. These factors threaten the logistics company's SCF business
by influencing the pledge's value and security, requiring risk management strategies. Non-compliance with
law and regulation can result in financial penalties, legal liabilities, and reputational harm, making legal and

regulatory compliance critical.

The medium-risk factors, listed from 5" to 8" in table 8, are policy support, price fluctuations,
operations management, and financial situation. Although they are not as severe as the high-risk factors,
they require the logistics company's attention to prevent negative effects on the SCF business. While
policy support affects financing availability and cost, pledge price fluctuations, operations management,
and financial situation affect pledge value and security. Thus, effective operations improve SCF processes,

reduce costs, and enhance satisfaction.

The low-risk factors, listed from 9™ to 12" in table 8, are market changes, employee quality,
development potential, and information asymmetry. Although these factors pose a lower risk, they still
require proper consideration and management for SCF business success. Logistics companies should monitor
and adjust strategies for market changes to avoid potential default or non-payment. Skilled employees can
improve service, efficiency, and reduce fraud. Transparency and clarity in commmunication and documentation
are necessary to avoid information asymmetry risks. The following section will discuss only the high-risk

factors relating to the three dimensions.
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The first high-risk factor identified for logistics companies in SCF is pledge disposal capability.
This is because logistics companies need to have the ability to dispose of pledges efficiently in case of
default by their clients. The lack of proper disposal channels or a weak network of buyers can lead to
longer pledge liquidation periods and higher costs. Studies have shown that logistics companies with
effective pledge disposal management practices are more likely to reduce credit risk and improve financial
performance (Foisal & Sagar, 2021; Ronchini et al., 2021; Yang et al.,, 2021). To enhance their pledge
disposal capability, logistics companies can implement advanced inventory management systems, establish
partnerships with third-party logistics providers or liquidators, and conduct regular assessments of their
collateral management processes. They can also partner with auction houses, establish direct relationships
with buyers specializing in the type of goods being pledged, and leverage technology solutions such as
online marketplaces or platforms. Ensuring that collateral can be sold quickly and at a fair market price is
critical to minimizing credit risk and ensuring the success of SCF programs.

The second high-risk factor identified for logistics companies in SCF is pledge quality. Poor pledge
quality can lead to credit risk and financial losses (Zhang et al., 2015). Logistics companies may lack the
expertise to accurately assess the quality of the diverse pledges involved in the SCF business, leading
to potential blind spots. To mitigate this risk, logistics companies can seek the assistance of third-party
organizations to provide an objective evaluation of the quality of the pledged goods. Research has shown
that the use of third-party organizations significantly improves the accuracy and reliability of quality
evaluation in SCF transactions (Li & Chen, 2019). Additionally, logistics companies can leverage technology
such as blockchain to enhance transparency and traceability in the supply chain, making it easier to track
the quality of goods. A study found that blockchain-based SCF platforms can improve the transparency and
efficiency of the supply chain, reducing the risk of accepting low-quality pledges (Bai et al., 2022).

The third high-risk factor identified for logistics companies in SCF is pledge ownership. This is due
to the potential for ownership disputes or uncertainty, leading to legal issues and credit risk for logistics
companies. Research by Mou et al. (2018) highlights the importance of effective pledge ownership
management in reducing credit risk and improving financial performance. In inventory pledge mode, pledge
ownership is critical for logistics companies, as it can impact the validity of the pledge business (Chen et al., 2019).
When ownership of pledged goods is unclear, it can result in repeated pledges or transfer of goods to
downstream enterprises, leading to potential risks and losses (Marak & Pillai, 2018). To mitigate this risk,
logistics companies should conduct thorough investigations into applicant qualifications and ownership of
goods before conducting business, ensuring the authenticity and reliability of the transaction. It is essential
for logistics companies to operate only when the ownership of the cargo is clear and controllable to avoid
disputes and maintain the value of the pledge.

The fourth high-risk factor identified for logistics companies in SCF is legal and regulation. This risk
arises from the complex and often uncertain legal and regulation frameworks governing SCF transactions,
leading to financial penalties, legal liabilities, and reputational damage if logistics companies fail to comply
with them (Guo et al., 2022). Legal risks should not be underestimated, and logistics companies must comply
with all relevant laws and regulations. Legal considerations are crucial for logistics companies in SCF as they
enter into various contracts and agreements with suppliers, buyers, and financial institutions, which can
involve complex legal issues such as jurisdiction, governing law, dispute resolution, and security interests
(Zhou et al., 2022). Compliance with tax regulations and environmental, health, and safety regulations
is also essential. To mitigate legal and regulation risks, logistics companies must have effective risk management
strategies in place. In sum, all four high-risk factors identified in this study are interrelated and critical for
the success of logistics companies in SCF.
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Conclusion

The study's objectives were met through a comprehensive analysis of risk factors in SCF operations
involving logistics companies. Firstly, the study successfully identified high-risk factors specific to logistics
companies in SCF. These include pledge disposal capability, pledge quality, pledge ownership, and legal
and regulatory compliance. Secondly, the severity of these risk factors was thoroughly evaluated, providing
valuable insights into their potential impact on logistics companies engaged in SCF. For instance, pledge
disposal capability emerged as a critical risk factor due to its direct association with efficient collateral
management. Inadequate disposal channels or weak buyer networks can lead to prolonged liquidation
periods and increased costs. This result emphasizes the imperative for logistics companies to implement
advanced inventory management systems and establish strategic partnerships with third-party providers.
Moreover, the study employed the Analytical Hierarchy Process (AHP) to rank the identified risk factors,
enabling a structured and systematic assessment. This approach offers a clear prioritization of risk factors
based on their relative importance, aiding logistics companies in allocating resources and efforts towards
effective risk management strategies. Lastly, the study provided practical insights to enhance risk
management practices for logistics companies in the SCF industry. Recommendations included leveraging
technology solutions like blockchain for improved transparency in quality evaluation and ensuring clear
ownership of pledged goods to avoid potential legal disputes. These findings contribute significantly to the
development of more effective SCF programs, ultimately leading to improved financial performance and

competitiveness in the market.

Limitation and Future Research

While identifying and prioritizing risk factors for logistics companies in SCF is crucial for effective risk
management, there are some limitations to consider. One limitation is the lack of consistency in identifying
and measuring risk factors across studies. Different researchers may use different criteria to identify and
measure risk factors, making it challenging to compare results across studies. Additionally, some risk factors
may be more relevant to certain industries or countries, which may limit the generalizability of findings.
Future research could focus on developing standardized criteria for identifying and measuring risk factors in
SCF, exploring the impact of different risk mitigation strategies, and investigating the impact of technological
advancements on risk factors.

One limitation relating to AHP is the potential subjectivity in the weighting of criteria and sub-criteria.
Different experts or decision-makers may assign different weights to the same criteria, which could affect
the prioritization of risk factors. Future research could develop more objective and standardized methods
for weighting criteria and sub-criteria in AHP analysis, explore the effectiveness of using AHP analysis in
practice, and examine how decision-makers perceive and use the results of AHP analysis to inform their

risk management strategies.
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