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ABSTRACT
In this study, the researchers examine the influence of service marketing mix factors
affecting the service quality of the Bank for Agriculture and Agricultural Cooperatives, Pho Sai
Branch, Ubon Ratchathani province. The sample population consisted of 400 customers or service
users in Pho Sai and Na Tan districts using the technique of convenience sampling. Data were

collected using a questionnaire and Google Forms. Data were analyzed using descriptive

! ﬁmmﬂﬂﬂﬂ’]‘iLﬂHm‘Lmeuﬂ?ﬂiﬂ’]imi:rm; Bank for Agriculture and Agricultural Cooperatives; Email:
6624101621@rumail.ru.ac.th
? ANUTLINI9INA NUNINLNAEIINATUIN; Faculty of Business Administration, Ramkhamhaeng University;

Email: poramet@ru.ac.th
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statistics of frequency, percentage, mean, and standard deviation. The hypothesis test was
conducted using inferential statistics of multiple regression analysis.

Findings showed that the service marketing mix factors could explain the service
quality at 84.0 percent. The service marketing mix variable positively affecting the service quality
at the highest level was personnel (Beta = 0.287). Next in descending order were process (Beta
= 0.271); sales promotion (Beta = 0.102); and product (Beta = 0.088). The variable with the
negative effect was price (Beta = -0.125). The service users saw that the price factor was not yet

satisfactory with a low deposit interest rate, a high loan interest rate, or high service fees.
Keywords: Service Marketing Mix Factors, Service Quality, Banking Service
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ABSTRACT

In this research investigation, the researchers examine the factors influencing
employment preferences of mechanical engineering students in Sakon Nakhon province with the
consideration of four job-related attributes i.e. salary, organizational stability, workplace location,
and work schedule; investigate the relationship between personal factors and students’ job
selection patterns; and analyze the characteristics of the students who place different levels of
importance on these attributes. The research population consisted of 147 third- and fourth-year
students from Kasetsart University, Chalermphrakiat campus and Sakon Nakhon Rajabhat
University. The sample population of fifty-three students was obtained using the technique of
purposive sampling.

A scenario-based questionnaire (concept card) was used as a research instrument. Data
were analyzed using the techniques of conjoint analysis and cluster analysis. The hypothesis test
was conducted using one-way ANOVA. Findings showed that the factor that exhibited the
influence at the highest level on job selection decisions was organizational stability at 42.81
percent. Next in descending order were salaries at 29.18 percent, work schedule at 20.17 percent,
and workplace location at 7.84 percent. The cluster analysis classified students into three groups:
salary and stability focus; job security focus; and organizational stability with a fixed work
schedule.

The hypothesis test showed that the educational institutions and gender correlated with
job selection priorities at a statistically significant level. Other factors such as hometown, financial

status, and student loan obligations exhibited no differences at a statistically significant level.
Keywords: Job Selection Decision-Making, Engineering Students, Conjoint Analysis

ANuilumuazAnudr Ay aastiym
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§u3TnmA; Berthon et al. (2005) 1% @ n w1 Employer
Attractiveness; Magarian & Seering (2024) NAAaa41 U
vinAneAsanssy wudadefilildAneuunuisanang

Feli BenAeRA Ay
Tupslunupaugduilad
%Iuj Taald33 Conjoint
Analysis lunquindns
AAINITN
feluifinnsAnenFauiiey
AINNAIATYLRY Flexibility
U Salary/Job Security Tu
nguAeanslng
uddelufuiiaunn/
A19afandaar1An1ANE
n1sda/nsidauiiey
Taqef1UAIRALUNULAY
ANNITAS
galdgniaunldluudun
SINANEAAINIINATING
lusawdnanauas” iamney
Tangdiadanisaendu
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AINNIINLNIBULUIAR NE|1]] uazeLAfefiiendes wud’]ﬁ@@”ﬂ‘ﬁﬁwmwz%wﬁtyﬁi@maﬁqQm
waznisfindulaiaaninuaasusssugulud 1Hun AnmaUuNUTIITussTy AYNsuAYlLI AN
Banguluniamingu LAZANUTRTY ?ﬁlmz‘ﬁﬂiﬂﬁLﬁuﬂ@ﬁﬂﬁqwﬁmﬁﬁ@ ANITUAINNRTN Uaz
AR A T ANNINULazNs LT 6 fafu Adeiaaden Suseu (Salary) ANLTTAITRY
A9ANg (Job Security)m"ﬁmeﬁﬁ”ﬂ?\‘mu (Location) kAZLaa1M191U (Flexibility) uidupmiansoy
wdn (Attributes) luntsAneniasefizananasenisinauladeniueaindnm laal¥maianis
FAzsiasAlsEnausan (Conjoint Analysis) Lﬁ@ffmzﬁummzﬁﬁﬁmﬂmLLmzﬁ@ﬂ-TﬂLL@m%mﬂ
WORANITNNITABNINY

ANDNIREUATANNRAFIUNTIAE

anaNanlalunsAnsngAinssiniaaenuesinAnsssAugaNAnE Ineanizly
ngNUNANEIAMEAAINITNANERS ‘17'1'5?mqwmﬂ‘wmﬂﬁﬁugﬁuﬁmquqmma anuAne uazilads
AuAsEgna mnliAse Rt wieidunsenlunsiinen ssieluil

AnnaauAsed 1 indneiranssuAgniiadulaidensuaingls

AnIeniiaed 2 fladtidouypraiinasanisiinnudAyiuandn sz uise
ANNAFIUNTI98 (Research Hypotheses)

Hsa: 1‘Iﬂﬁﬂmﬁ'mmmmuﬁﬂmﬁiﬂqﬁuslﬁmmzﬁﬁﬁmﬁuamﬁnwmmmmumnmqﬁu

Hyb: tinAnEn ATl weisinaiu TARINANATY T AMAN H UL IR URAN AN

Hyc: tinfAne

Hyd: ¥nANw

ARANNANRY AN ANA AL AR N DL AR WA N AN

a 5 a
o/ o/

FIUENNNITRUANTY THANAIATYTLAMAN A TDIURAN AU

o
@9 v

boSh. Sho
L ) 22D

[

Hie: SinAnNHNM9eull nad. snaii WA udAtyiunudn iz uLansneiu

ANDNRNUIAETN 3 ANNTnAUUNTINANEAAINIINIATRINARanITuNgNANANHDIEN T 1T
audAysatadslunisiaanaulfvisela

] aQaaa o
CESTETDERLTY
UsetNNIUANGNAIBEN

=

Uszananlilunnsidaniell Ae dnAnm9zAULBUNAT AMSAAINITNANARS ANUNANITN
LATEINA TUAINTAANABAT NIUUATDLLYALRNITUNANHITUTIN 3 LA 4 99NNIAU 147 AL (NDY

131199910 1PUALTAR HUNANUIRLNBATAVAAS INUNIARANNIZINETRA, 2567: A11Tn49L&TH
AMNTATINUNZLTIE NMNINBNRYTNIANANAUAT, 2567)

nguAetNgNARAaNF9LAEN1T4NULLLAZAY (Purposive Sampling) tagmnmuaLn o 1

|
=S

L@Wﬁzﬁﬂﬂﬂmmmmmlfm@Jmmmmeu (nAns T 3-4) WinunRdaugon Lummmﬂuﬂ@wma
ﬁué’mqﬂizmﬁm@%“H‘Luﬂ’mﬁﬂmﬂﬁwmmﬁwmmmm«aﬂmu

lunsiiudaya ﬁ%vﬂLLfvmLLuumumﬂﬁﬁuﬁﬂﬁﬂmwz\mm 147 au lEFuuLLAR LT
FOLNALAUNIAIUIN 79 1A UATUAIAINATIAADUAINANYITNT AINYNFEY sauDendnAHALNG
(Outliers) W& ‘W‘udﬁﬁmeﬂumwﬁmmmﬂmﬁLmﬂzﬁﬂgmmmﬁmﬁﬁqmu 53 1A adeiy
miuﬁmﬂ’mﬁi%@?ﬂumﬁﬁﬁm%ﬁjﬁqﬁm@ﬂmﬁLmﬂzﬁmﬁﬂ@zﬂ@uéw (Conjoint Analysis) Az
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mmmi%r‘fumjuﬁmﬂwmmmLﬁﬂ”l,ﬁ LALNEANLLN DA 0TRIHARNE Hair et al. (2010) Wiz11490
ATHANUALERALLIUAD LD NBLNaTiaY 50 Audwll anusit Orme (2010) 1@3:191 Wil Traditional
Conjoint Analysis azaunsaldriugnaviies 1 Auld uinnizeanuuLANANNEZANLAZTANN W
nsiisuaupeulusiufuusihazdisaiuayuncnindeieremanside [iRan
FBAAUNY

1
=

wraalan Mlunnseasadinawuugeuninlusaneizannunnsnianaes (Concept Card) @

%

d” [ a o o 1 . . dl Y o o o [ %
WENUNTUATNUANNITIBINNTILATIE AR AL T NaLITIN (Conjoint Analysis) LW@i‘ﬁQ@ﬁ‘tﬂUﬁQ’]N?ﬁ’]ﬂﬂ&I

=

NinAnsAANsINAARSIHTUAMAN B UT IR UUAAHY TneniAdeilt 4 AUANTUE TULFAL
@mﬁﬂwmzﬁma‘:ﬁuﬁumnﬁmﬁu 18uA 1) RuLAaU 2) ANNTLIAITR99ANS 3) P RAalney
LAz
4) AN
nsasaATasila

wunaeunntladelunindaniu lnansairarsesiiafafaedinisinssiasdilsznay
93 (Conjoint Analysis) Usznaufae NMUUAAMMANHIUY (Attributes) LAYTTALUBIAUANTUY
(Levels) lunsfinmil §adeldsnifiunsifusumudieyaannmsdunealddniugl iR
¥ Sennasziud fuRnisuwazdnuiinfidheminennsyppaainasnaiinis dnfimnsavlvsidn
i SENAHIZER L‘WIQGL%Lﬂu?‘ﬁm;ljﬂﬁyug’msluﬂ%?@ﬂﬂLL‘]_I'LILL‘]_I‘]_IMJ‘]_IQ’]N
A15719 2 agdanuwulidayalunisdunienalidan

[ smus AUY ANMANIR
naNg lndays :
(Au)

1. 9A9N3 8 aom o o - .
fiRuluAumianniaguin Jusraunisnl
atatiae 1-4 U AsinluBdnddnuoizgsnauansng
nu

o = o = > o o o @ = N =

2. inAnwdutlgading 5 Aasazd1iannsdnmnluanandsanssuesedna

3. @ mihdheninensyAre (23RN 3 dheminensyana wasdilszaunisalinaaiunisass

Wasuadangaulv) w/ApaanidInsau luy

9 16

mwm Concept Card tngldldsunsumannainas mmimﬁmmwum 1mﬁmmm@ﬂwm”
m‘mm 20 g/ 794 Hold Out WAY AU 4 G0 Iagl Concept Card m‘wmuu nﬂmﬁwuslmﬂ‘]:rm”
megmmu (Full-Profile) uwmﬂ@mimmmuumm@maﬂwmz (Concept Card) LaZIeALARNANELY
Fauds (Level) Famnaasiallil

A9 3 ATIANHUSIAZTZAL
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AMANHE (ATTRIBUTES)

sz (LEVELS)

a A
1. KUY

2. ANNNUASTIBIANANT

3. AMWANAa199971

4. 1IAINN

23,000- 28,000 1
28,001-38,000 1
38,001-44,000 1N

o

1unag

49

£NUFINAUAZHAFINNITN
elnadlies

FUNT-ANT (MeaLani-annms)
AUNF-LAnT (MeALanFLIuang)
neudung 6 vigm 2 (87u.)
neudung 4 viegm 4 (1293.)

4n concept card lAFuniseanuuuludnwuzaeinisegadeya TegpauwLLAILDINAY

1H5Uan1UN190I81 409 BNAN BIUEIUANNLEENLANGNSY wiazgatlseneufos AnIAN Bz I8

% a o =K [ o A v o 1 I's [ o 1
94 4 fnu TneanuFAIENANEINIAINI9Y %L@@ﬂLmvl,ﬂmmuiul,t,m::mﬂﬂﬂmmﬂm AIREN

A % o o 1 Q‘y
NITLRANLAININTU ﬂ\‘]ﬂ’]‘Wlﬂ‘ﬂ1ﬂM

y3EN A
utdan ANINAIIDIBIANS souilfuann AN
D W -
; vnslnaiias
[y g
- PRI FITUAINNG KIURS N 12 T4,
<28,000 1. w1aLen/StartUp . _
. . 5y o | HWwanaEzeInINEG A | Y4 unge 49
madniniilamaiiatule .
ATNTWEN

0 1 2 3 4

O®OO0O0

TsiiFanusinan

5 6 7 8 9 10

OO0OO0OO0O0O0

Honuiue%

Mw 1 anaunisainisidendiuietatsng luuuuseunis (Concept Card)

[~ 9/
NTLNUABHR

HASHATULLIABUNINNUIRE Fael Google Form wavlugtluuunszane tnea31eAnnniy
anunisaianyf e liinAnsiaanTiiazuuuannd Aoy luusiazgapuanse (Concept Card)

WATIN LL‘].I‘].I@@‘].IQ’]%JVL‘]JVM@@‘LI (Pre-test Interview) ﬂ‘].lﬂ@lluﬂﬂﬂ‘i:l"]m’)‘ﬂﬁl’]\‘i U491 10 ﬂu ‘W‘]_Ifl”lll

Lu‘ﬂﬁ’]‘]_l’]\‘m%uﬂﬂiﬁ]@‘]_lLL‘]_I‘LI’&@‘LIQ’]NVLSJLmﬁi’ﬂﬁ'ﬁ’]&l‘m\l’]ﬂ‘ﬂN']"]Elmﬂ\‘iﬂ’]?“ﬂ"’@ﬂ 'Q\iLLﬂVIfII AT L?N‘V]G’]’&‘ﬂ‘]_l

LLILFELNY (Pre-test Interview) AXIT 2 BN9uaL 5 AL NAIATNTL tuuuaaunyldnaaay
LANeUAT (Pilot Test) Augpavuuugaununlildnguiantnsanuiu 15 A

N15ALATIZINA
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m:ﬁLm’]”ﬁ%ﬂmimmﬁfvﬁ“ﬂﬁ‘k’ﬂﬂm,mmﬁﬁGﬁ@iﬂmm'ﬁﬁ meﬁﬁﬁ‘ﬁmﬁmmﬁ fiatl

mmmmmmm@mm (Descriptive Statistics Analysis) mea‘ﬂaﬂwmywuﬁmmmﬂ@u
PRIEN Lsnu LA amuﬂm:m il AR §IUTNTRU LAY NelA. mmuﬂlmﬂﬁummmﬂ
A% AlaAY LL@“’@QMLUHQLUHN’]MW’M

ATALTIUINIL (Quantitative Analysis) ) 14 Conjoint Analysis 14 LWfﬂmmmm Part- Worth
Utilities 199UAAZIEAL WAL Importance Values 1B4LANTAUANTIUE memymummmmmw
vnAnsAnduladeniiy famusdviudnenisdadulaiivaneidade Inelinaarnnisld
AZLUUTARNUNITIANA8Y (Concept Cards) Tun1satuaniAselaatianusiazszau (Part-worth
Utilities) WaaNaLAINERAIAINNEIATY (Important Value) L‘ﬁ@c:]mmmer;iwﬁawqﬁmmsluma‘ﬁ@ﬂ
NIRP! uﬂﬂ@’mf:/ﬂvx‘iLafﬂﬂslgﬁﬂ’]??JLm"wﬁm?f%’]L,Luﬂﬂ@'u (Hierarchical Cluster Analysis) L‘ﬁ@f%’n,l,uﬂ
uﬂﬂﬂmrﬂ@ﬂLﬂumummLLm‘Euumﬂummmmmﬂuﬂmamq 71 Toerlainnuundnuaunguanuii
WaLILATIZRAINNIIN Dendrogram mewummmuﬂawmm AN Aannauaan n1Imagey
annAgu n1sdinszinanuudstsuniaibes (One-Way ANOVA) LW@L‘]E‘?;IULV]F;I‘LIV’]Q’WLLWW’N
VBIANANMNRNATYTTNINNGNE DY LU INA NUINEAE RALU FIUTNNNITR[Y et ol
NelA.

NANIFINE

HANMTIATITYIdRYA WUd1 AaInNnguseetinaa uIu 53 A graudiulunidumetis 3ee
Az 60.40 LaziwANN saaay 39.60 UnAnE1dau N uNaInuNANeN AN ERTANERT ANLNLLE
RANNTZINEIH AndnanauAs a8z 67.90 WATNMNANENAEIITANANAUAT TaLaz 32.10 UATAIL
) fuffifinfdwneglunmenziueandaamiie Aniufesaz 94.30 sasasunAanianans Sas
Az 3.80 NPUMNUUATLBNUNA FaEaT 1.90

a9 4 Msinduladeneuaesindne wud “aausiuasesesdng duladedil
ANAATYgIgasianis@aniu Anlufenay 42.81 2eansrndula sagannAe “Rukew’ sauay
29.18 189n19RAALIA uazdANIAR “AumieRelsenn” Seuaz 20,17 TeesnsimAlA dou “and
i’ 155eaay 7.84 1eanssndula

A9 4 LandAsALARLAN (Utility Score) 2equsiazseaLluusiavAnansue (Attributes)
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ATUANHE sEAU STAUAMAY  STAUAMNAIATY(%)

1. Qe 23,000- 28,000 1% -0.844 29.18
28,001-38,000 1 0.05
38,001-44,000 1N 0.795

2. AuTUAdIEIRIANT BN -1.593 42.81
1unag 0.216
&9 1.377

3. Fumdefinalseann tUgINAUATNAIUNTIN 0.093 7.84
velnailas -0.093

4. 1IAINN JUNT-ANT (MeaLani-annns) 0.1 20.17
AUNF-1anT (MeALanFLauans) 0.195
neudung 6 vigm 2 (81u.) -0.027
neudung 4 viem 4 (1293.) -0.268

AINAIIN 4 ENRNTNBTLNEN IR TRsANd AL AT AN i uAnE Nz IeeuR 14
slumﬁ‘ﬁ@mmﬁqﬁﬁﬂﬁﬂwﬂﬁmmzﬁﬁﬁmﬁu "ANATAITRIBIANS" mnﬁqm TnafiAnmaudn Aty
asjfisanay 42,81 189MeinAUla Vlga?fﬁjmmﬂu Tupege” 1nfige mudaeTunsunane” uag”
A" AMAETL

[ 4

A a A dl Yo 1 o v a v A
TANAINNAD "WNULADU" %ﬂi@?ﬂﬁ’]ﬂ’)’]ﬂ@’]ﬂﬂ.ﬁ?@ﬂ@ﬁi 29.18 289n19AnAW]A Iﬂﬂﬂ;lllﬂ‘ﬂ‘]_lm‘ﬂﬂ

o

1%

12931LAaY "38,001-44,000 LN mnﬁqmmuma "28,001-38,000 L1N” kae "23,000-28,000
UM ANANAL
Tadedufuanae Fumisfineslssny NANANAIATY TR AT 20.17 299N19AAAWLA
Tnefmeviden "thugiiauszgmamnes’ unfign uazmudag ilnaides
andineie naninen TkFupmudndntienfignlungn Aefenas 7.84 9asnnasindula oy
freuiaangluuunaInneu “Auni-lang (vgaaniiiuians)” mﬂ‘ﬁ'zgm WAYAINAYE “AUN3-ANT
egaLand-anngd)” , “vinanudung 4 vgm 4 uaz “Deuduny 6 ugm 2” mNaIsL
nsUszananadfafiaaiaiianziasAlssnausanatnsaunuAsAuAug1 Ay lunng
pndulaludavsrau ey lugluuuresannisnnes eliinmpaaidnladedn deil
Y =5.594—0.844(X,) +0.0216(X;) +0.795(X;) —1.593(X4) +0.216(Xs) + 1.377(Xs)
+0.093(X7) —0.093(Xg) +0.1(Xg)+ +0.195(X10) —0.027(X14)—0.268(X+,)
Tnafi: ¥ = azuuupa ufianalaffidanis1denanu, X, = Salary 23,001-28,000 , X, =
Salary 28,001-38,000, X; = Salary 38,001-44,000, X, = Stability-Lo, Xs = Stability-Med, Xs =
Stability-Hi, X; = Location_ BusinessDistrict, Xg = Location_ Countryside, X9 = Schedule_Mon-Fri,
Xi0 = Schedule_Mon-Sat, X;; = Schedule_ Shift 6 d off 2, X;, = Schedule_ Shift 4 d off 4laz ﬁi’]m'ﬁl
=5.594
HANTNARALANNAFIY
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m@mmmmmmmmmwmum ANHUTAIULARATDIUNANTI 111 ADTUANTN, LA,
ANAWY, §1UENNNNTRY LAEONUZIT] NEIA. mmmmvm‘ummmﬂmﬂuﬂmm@ﬂwmvmmmu
vsnly ImﬂhmmLmﬁwmﬁmmiﬂmu (ANOVA) Lﬂuma‘mmmniumswmmummmgm NANNT
AAgzinLgn AifadtdauyanaanuaL 2 fladufidanaunnsinsatnattddymaainnezsu 0.05
THuA “aouAnNEN” way “iwA"
1. A0UANY ﬁﬂﬁﬂmﬁmmﬂr;hmmﬁuﬁgﬂLLuumﬂﬁmmz%ﬁ Sryfiuradanisaanany
Fumnsinaiueeinefaiay
® FARAUWNL (Salary): TNANHNMNAINENAELNEATIAIARNT INLUIABANNTLNIA (KU.CSC)
slﬁmmz%qﬁmﬁumWﬂuLmuzg\iﬂdﬁ‘fiﬂﬁﬂmwﬁwmﬁmwﬁgmﬂ@um (SNRU) agi1afl
HadAny
® [19149L9ANTTN9U (Schedule): TunenaLiY WnAn®1 SNRU THiAaudAty iy
AN9NAINITNINIULNINNGNENANEN KU.CSC aeneliiadnAty
2. WA AsasinAnEdnasaszauaudnAy Tucase “ANNTTIAIT099ANS (Stability)”
TAEIWLGN ﬁﬂﬁﬂmmjﬂﬁmmﬁﬁﬁaﬁummﬁummmmﬁ'ﬂ?Nﬁﬂﬂdﬁﬁﬂﬁﬂmmﬂ@ﬂ'wﬁﬁmﬁﬁﬁm;
z%qm*uﬂ@foh”ﬂmummﬁlu 1Hun glawn gauenianistiy wazanuLi ned. linuaann
wansingaenaltidnATy TunisliinaudAyandnsuzansany
msumnauunﬁnmmmﬂLmumwmﬂmﬂunUﬂmanwmvmmmu mmmﬂau
m@mﬂumm%mm Iﬂﬁmmuﬂmmmﬂ”uﬂmuL,Luwumu (Hierarchical Cluster Analysis) LN@
AnuuninAnmeaniungutias W‘]_I’J’m’m%‘ﬂLLU\iﬂ@NuﬂﬂﬂH’]‘ﬂﬂﬂL‘ﬂu 3 ﬂ@wmmmmﬁuﬂu
ﬂ%‘IﬁﬂQ’W@’]ﬁ&lﬂUﬂ@@ﬂﬁ]’N °1 TRatredoau lAun ﬂaumuummmmu ﬂammuummuuﬂwm
ANANT Lmvnammuummmwmm 1 1A RLLAY AN LTIRI 1899y LLM@”ﬂ@NN@ﬂHmV‘WN
UszansnansTuAnenai 1 e gonuAne e lirseuass uazanusmiined. axfienliidi
dnifadtidauianaiiansnasionissindulainanauetinAnmadeiiidAny
A1579 5 HAN33LATI¥Y Cluster Analysis N135iAgWlARANIULBINGHTINANEN

ifaqn AANHAULIUANA nau1 nau2 nau3
N 26 17 10
1. RuiAau 40.21% 19.05% 18.54%
2. mmﬁummmmﬁm 41.39% 50.34% 31.29%
3. Fnusieiaalssny 3.57% 9.27% 17.84%
4. AU 14.83% 21.35% 32.33%
annfunns@ne KU.CcSC' 63.89% 30.56% 5.56%
SNRU? 17.65% 35.29% 47.06%
LA St 53.13% 18.75% 28.13%
TN 42.86% 52.38% 4.76%

'KU.CSC A HUNINENAENHAIANERT INNUALRANNILINEIH NS AANAUAT
2SNRU A9 NMINEAUINTAANAUAT
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AINA13149 5 N13aAziiaanguinaldinaila Cluster Analysis s uuninAneaim
wualtinlunisliiaandiAnyiuanidnruzaeanu nudiaiuisoulasinAnsnaanily 3 nguuan
il

neai 1: Nkt e liduns (Salary and Stability Focus) ngaiiifinanadndyiu Suideu
\udusiuuen sz 40.21 289n19AAUlA ﬁﬂﬁﬂmmiuﬁmuslmjmmﬂwﬁwmﬁﬂ INHAIANANT
ANLARLRANNIZAETH A9nTAaNaLAT (KU.CSC) 5a8ay 63.89 mﬂqﬁgmu*ﬁwm WATHLNAT S
HINNINUNWANTY

nauT 2: ngufidiu "AuuAtIa89Ang” (Job Security Focus) ﬂziuﬁylﬁmmz% Yol

o
v
o adA A

AasTLAsa989ANT uduFLLIN Saas 50.34 299n196nRAla ANHUTANTRINGNUADH
uﬂﬂﬂmumqmﬂmﬁﬁmﬂ

ﬂmm 3: ﬂmmuu "mmuumLmvmmmafmwuuuuﬂu" (Job Security and Fixed
Schedule Focus) ﬂauuslwmﬁmmmﬂum ANTUAIIR909ANT LAY iﬂLLuummmmumLuu@u
Inefdndrunzimadsiunainnu fesas 32.33 1eemeiniula uazaauiunsesesdnsses
ar 31.29 1e9n1sAnaula

dgduazanlsana
taqaninAnm lnANudIAuNINgR

Q
1

“ANAUAIIDIBIANS” LﬂuﬁﬂﬁﬂﬁﬁﬂﬁﬂwﬁmmmLm%\mzﬂﬁmwaﬁﬁmmnﬁthmi
AENIU ABAARBNNTLIINENNUIRY SEEK Asia (2025) ﬁ%yfjﬂl,mmu?uslmi Tmeilanny First Jobber 8N
iauddyTuaudueanisendmilususuii |

LLﬁfIﬂﬁﬂmmjuﬁq@ﬂw%mﬂumﬁmm‘a‘ummm%ﬁmmdwuﬁuﬁ"mmmmmuu’?‘@‘ﬂ@m@
Enui usnadnsnaLdindnannsunauladenan feenassfieuanntiunmasladn-19 ivnld
Nanuiasanulduivaulunaialieu ImﬂL@W’]ﬂ%ﬂ@lﬂﬁﬁﬂ’]ﬁ‘zﬂﬁﬂﬂﬂ. sznaubiag
RuniLTAnsetasminanauas sailantalunnsldnussaiedionfudieslun) Ademandd
pnnusumananeiu@ediinAnssemniiiernulaendenseninuazdin

g lsfinu mmz%ﬁﬁtyﬁumﬂ@%?:@wLﬂ?}lﬂuuﬂmiﬁrmummm%wu%mmﬂmgﬁ@ Gl
luananfifeanisaanudnasnaass s m@slﬁmﬁjwﬁﬂﬁummﬁwﬂw’?ﬁ@ﬂmﬁwmmummdﬁ WAy
mmﬂmgﬁ@‘ﬂmmmﬁﬁu ArusTunsAanananeiuadaseasly Tnausenuas Guse
AN mmmuﬁz‘gﬁyu vsalannalunaimiunmuies

“ANADULNY Lfluﬁ@fﬁ“m%ﬁmﬁuﬁumﬂuﬂqiﬁfﬂmmmmﬁﬂﬁﬂﬁﬁmm‘?mﬁﬁ‘@\m@
AT RUANNARAARBINLLUIAALAZINUIAEY 11 Towers Watson (2014) waz SEEK Asia (2025) 7
dﬁLL@\mug"uslmﬂﬁmmz%ﬁﬁaﬁummuLmuﬁLﬂuﬁﬁmﬂwu’m wlAmaLUNUAELNLINAATY
usnansAnEuansliiivinlugaaiiiaonnlal wUUUNIATEFAA UnANwdaas A NdrAtyriu
ANTUANNNAN Teenatfinannauimasend§lussaranuasnssuiiauifeuiasey au
WUIAAD8Y Equity Theory (Adams, 1963) wasenuazisziliuaoiuidusssuainninifzauiiey
ﬁqmuLmuﬁummwmmmmzﬁué%u winganldiflusssn uiieeAnsaziuas fdailannafiaz
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ABSTRACT

In this research investigation, the researchers examine 1) demographic factors,
advertising media exposure components, advertising media exposure behavior, and online
clothing purchase decisions of consumers in Thailand; study 2) demographic factors, advertising
media exposure components, and advertising media exposure behavior affecting online clothing
purchase decisions of the consumers under study.

The sample population consisted of 400 Thai consumers aged twenty years and older who
had prior experience purchasing clothing through online platforms. The purposive sampling
technique was employed. The instrument used to collect data was a questionnaire. Data were
analyzed using descriptive statistics of frequency, percentage, mean, and standard deviation and
inferential statistics (one-way ANOVA and multiple regression analysis).

Findings showed that the highest proportion of the consumers were females, aged from
26 to 35 years with a bachelor's degree. They worked as company employees with an average
income of 10,000-30,000 baht. They exhibited advertising media exposure behavior and online
clothing purchase decisions at a high level. The differences in demographic factors affected the
purchase decisions at the statistically significant level (p < 0.05). Those with higher education and
with a higher income searched for information and made purchase decisions at a better level.
Advertising media exposure decisions affected the purchase decisions, especially
advertisements on Shopee, TikTok, and Facebook which stimulate the purchase decisions at the
highest level. Advertising media exposure behavior affected the purchase decisions at the

statistically significant level of 0.05.

Keywords: E-Commerce, Online Platforms, Social Media, , Online Advertising Media Exposure
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AT uaLiTf AU 1 Facebook, Instagram, TikTok, YouTube gz X via Twitter G4y
toanedAtyaasnsiauneaulallulagiiv

4. naiflaFudelumon (Media Exposure) MN18I94 ma"ﬁﬁju’?ﬁnmﬁmﬁmﬁugﬂimwmquu
wnanlasuaslal vauuusla (11 nARTHEN) wazuulsisela (Wi Tsanunenludflaise
Wpan) %«m@ﬁ%m’%warﬁi@mﬁuﬁnmmﬁmzm@ﬁm@u%%”@

5. Tamaunanulall (Online Advertising) MuN8Ea NIAAF1ININITAAAENUTBING
Sumedilln wu lduaiide ulod sideuerwdndu Tnelidionam sulnaw visednte iensyiiuenu
allanasliatingliAnnnsgadusn

YALLUANIFIAE

1. aauaadulszans lun nquiiinantedetininuunanvaiueauladlulszinalng

2. gauAAuiiann Usznausiae tdadalszainsAians asslsznataaanisiudalasnn

a a) o dl o a dﬁl dy v 1 '8 'S Y o a
woAnssunnaivdeluwun waznisdndulagedatindiuunanvainasulataesfizinaly
tsznalne
% =S ug// dgjo [~ v 1 =

3. TBLRAIUITEZIIAT NFANEIATIHNMUATEzaan TunsALsIusaNdeaya lutamew

NUANWUE-WEHAAN 2568

a a av a a [
LUIAA NE ) LLASITUIENLNEAITR
Y

=2 a ¥ a dl dl % o a o dl v a da/ a
nsAnEIngAnsNE LI inAnRaadesiunninfude lumanuarnisindulaze dudnii
unannaineanlal AudusiasdnsBauuiAnuasngedainuainuaieis arnnsnaglassdndny i

o

°

o a
A9t

1. unARR AUz aNIANERS (Demographic) NUNED @ﬂwmywuﬁmmmﬂamq@mq
mm@mﬂwqmmiuma‘mm‘ummm”ﬂwmmu‘hsﬁmum [ WA B STALINNSANEY BTN AT
27814 (Kotler & Keller, 2016; Peter & Olson, 2010) Gl Satchaphan (2018) NANALATNIN AN LY
dszansaanfidunuguddnldlunsimazinguidunng wazannsatinlU 1 unnsnausm
mammmiumm‘qummimmmm‘ﬂnmmamm WaT Pew Research Center (2024a) €l 9NL31
AN mmu‘lmmLﬂm‘um‘[sﬁmmmﬂﬂmﬂamu snusfissduniafnEniluasevineelunis
faLﬂmwLu@m‘immm@mqmma‘magﬁm

a dl o L . . L dl IS

2. wuadAsnganun1sTamrainaaulall (Online Advertising) TasauneauladiduiAsaaiie
aAanyluganana anunsndfuilasuilanilfiaannfesiunguilnuuisuuumeyans way
wninszaneliacinagqm’da (Belch & Belch, 2021) da4n19i i FuAuTian liwn Facebook, TikTok,
Instagram wazlwannasudAanLisaasing Shopee waz Lazada nslamnineeuladainnsndauass
pnaula auaslage uazn1sfuiuusuiuesgiislnaatinaiiitd1Aty (Chaffey & Ellis-Chadwick,
2019: Duffett, 2015) tasnaniclududsvinnundunasaisualiazn nanwal Tnwanilbaau

& aa 3 A aAa a 6 o ¥ o dld 1 .

WMUFLLLAA a4 UiTadananan9ansuaiin Wnanausunandn (Lewis, 2025)
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3. LLMQ%@LL@::V]E]H{Q‘]LﬁlﬂQﬁUﬂW?Lﬂﬂ§Uéﬂ (Media Exposure) kilwlu 2 aneausuan Aa nns
Fnsunuusila (Intentional Exposure) 111 n1spanglnwninlnsadasla waznidlaFuuulisala
(Unintentional Exposure) v WAL N Lwlﬁ?ﬂsluimﬂfmﬂbb\nﬁmzﬂﬂ Green and Brock (2000) nann
ok mﬂﬂmumlu ANBUEHN ] danaRnAINNLEe ANNNEAN waznnAnssNaevLilnaattay
22U UBNANT LLmﬂmmqumm‘ﬁmmamm‘ummmmmLLmL‘flu 38R 1HuA 1) N17ua9un
daya 2) nandafudeya uaz 3) naidafudszaunisnl nulaseas19aed McQuail (2010), Pu
(2020), Green and Brock (2000) ua Lewis (2025) GefAdenianlfiieesunaniaidlafudelamnn
paulafluiBunreadetinuiulngiany whensulseresflssnauaesniefudelamaniifieate
mmmmmmhﬂaﬁm@ummLmﬁqummmmﬂ,ﬂm‘um 18ua 1) mmmﬂuma‘mmum 2)
Arrudlun1sidasude 3) Al NABaLTedT09N 20N LA UL e

'
Aaa

4) davaalunadlnude 5) yaeafidlavanaseninilaiude uas 6) Aruteusiede Seasdlazney
Luﬁﬁﬁéquzﬁqmaﬁiﬂﬂﬁimmu@wmﬁjuﬁm wazarntmliduinasilunisdnsesidneaznig
Hasudeludgfinssulfetnamunzan (Green & Brock, 2000; Kotler & Keller, 2016; Lewis, 2025;
McQuail, 2010)

4. N LﬁlmﬁquﬁmmﬁguﬁmLmea‘ﬁmﬁu‘Lﬁbﬂ woAnsINE L lnAMINERINgELAUNNg
‘ﬁlmﬂmﬁ@ﬂ 70 1 uazindnAus e gUeIANL ERINNT (Schiffman & Kanuk, 1987) 1ag
MHruansnaanntdadanieluwazniauen mu useqela iruas ATELATY UAYIRIUATIN EKB Model
(Engel et al., 1968) lHutianszuaunisindulazesfizinaeandu 5 Fupeu ”me nafufdam
nsuaaendieys nsuszifiunaiten nsndulade LL@”WQ@ﬂ??NM@Gﬂ’]?Gﬁ‘ﬂ nIALUUIAAT
wanzanfUAWR s TR euRasnniidutieow Bensual pawitenela uaznwanen

duULAAA

5. ynAdaTifaatias vuiseluednrduuunnliincuaulafuiasefifuasionginssuns
nAuAeewlat Tatlannzludulssannamans maidlaiude uazrauduiusiuTemiannulal
ﬁ@m’%waﬁiﬂm?ﬁmau%mmE”Ju?Tmmﬁ?ﬂﬁmﬂwﬁﬁmiqﬁm A"l 3dms TuRall LaTALLY (2566)
A m:qumm‘mm'ﬂsmmmfem@mmmm‘ﬂmmsﬁ@mummﬂ@u WL wqmmwmﬂmammmmmneﬁ@
au%ﬁ@@uvl,@umqulumsﬁ@muﬂﬁ@@uimumm TikTok Lives $89a9NNTaAUANNY Facebook Lives WAz
GﬁﬂmﬁﬁﬁmmmmLLU?W%W?W@WM ‘EmﬂuLw;mmuumumimmmmmammm’vn@uq
NNIUNAUBTIYULLAANINNGN Lﬁmmﬂmmmmumwm@ﬂﬁ“‘uémwiéﬁﬁummmzﬁmﬂaﬂmw
Fukn uaznsmeAuAneaulatanunae i azninnia TaukRdesnsteuss ReLieunanlE
mavla 1N0A WRTalen Lag aftyn Uhwasny (2560) ﬁm:mmﬂﬂm%uﬁ@ﬁ%ﬁmméu?‘l:ﬂmhwﬁ@qm\i
vl wudn nsfudetennis V%qu??qslmmﬁaiﬁ%qslﬂ ANNATALATIARTIZALNITANAULITUR LAY
@”mummmﬂﬂumieﬁ@mum ImﬂLfawq”sluﬂ@mminmw‘Lmemmmmmﬂuﬂi”m 5A5RI
Toufindng was 1g1adnual fuaseytlsy ans (2565) ﬂﬂqummwmm@mu Facebook

Marketplace Tmmmmvmmﬁﬂwmuqﬁm LL@vmmQumﬂumﬂmmmiu‘ﬂm NANTTAREWLIN

=
q
=
EIN

ke

ANAN170 TuN13 I eumaTuladl (Technology Acceptance) HnaagNeNINFABNNTIARNTRARAN
duladaaiine Ineanizlunguidlszaunisninanndt 1 T Pratama et al. (2023) 38aiungu 1
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Instagram ¥ TikTok tReALATIZRANNNANAUTTEUINN195UFUWLIUA (Brand Awareness) LAY
AnAReuwUTUS (Brand Loyalty) Han1sAn=wandliindn aoud lun1sdiuiusuausunannass
T aiif doaldInas19ANNAWALLAZANNENTLNNENTNn] aualififiannsTadn was Lewis
(2025) qmm”u@mﬁwmmqm‘ﬂ@mu (Short-form Content) uuuwamﬂmu leTok WAL Instagram
Reels mmmmu%mmmmm‘ﬂmmumﬂ 18-30 1 m@mmwwmﬁLuﬂmwmmummm S
AINAAN ANLsEanala isausatiuanala HandnagendnnisTamanuuuideyaatiunen uay
AaliiiAngAnssnTouLLIREUNAL (Impulse Buying) 1Hixnnndn
a o dl 1 % v dﬁl Y @ 1 o ' ' o dl
anuAsaRnataNid1afie 3lHiudiladailssannsA1ans agddsrnauuednisiuda
laiwoun uazngiinssuniaidaivde dunumdrAysenisiadulageduiiesulaaeciiine
‘EmﬁL@wqﬂumummﬂmmmwwqmmimmmmimLﬂaﬂuLLﬂaq@mqmmmLm Geulaaiunisld
unannaininToadnelunan TeaenadesiuuINI9INTANEIANLNYBIATETANNANTLE
m@qﬁ@wm\mmquﬂqummmm?mMu’tﬁsﬁ@Lmmmuu:wmW\Imm@uimﬁuﬂ@mm%ﬂ
ANNAFIUNNGINE
a a o dl 1 dldaz 8% o = =
anNAgIuAded 1 nguidraneideyadszanasnanifion e a0y sALNIIANE 81N

kYl
2
A

nelfimArereuiuansneiu imsirdulatedeiinuunannesueeylaiisei
muuﬁgmﬁﬁﬂﬁ 2 ﬂ@'uLﬂwuw‘ﬁiﬁmmzﬁﬁﬁmﬁumﬁﬂ?zﬂﬂwmmﬁuﬁﬂiwﬂmﬁ
uaninaiy azsndulatedetnrnunanefneeulaiuansneiu
muuﬁgmﬁﬁﬂﬁ 3 wq'r?mimmﬂﬂm%u%@TmHMWﬁEw%wmﬁi@maﬁmauiﬁyﬂLﬁyﬂé’hw’m
unannaiuasulaisesdiisinalulssmalng
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g A~ W0 N -

szansAans

WA
AN

q
. FLAUNIIANEA

=
_ANTN

Yy A 4 oA

_elflanssalna

D oA WN -

[-4 o
asAlsEnauTaInN1ssuRalasMN

1 dl Yo dl
- daan1an 15 uza lawnin
- Aud lun il naaulal
oy . o
. 92IZINA M MN195 U AR 1N
_goananlunnssuga lueoin
dlda a ] a) o dl
. ypPanNananasanisilaiuae
. ANNTRLARAS RN

a a e ﬂ'
Y Angsunisillasudalanan

. NM3uandiaya

) o Y
.Maidaiudeya
. madaiudszaunisnl

NN

1 NTALLUIAA MINITINE
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= aaaa o
szligUAnIaY
3398 AT UN15998F91 3NN 04 (Quantitative Research) Tagifiszidannnnas fat
¢/ ¥

o 1 a o nizl d”d Y Aa dl dﬁl A 1
1. deggnsuazAnat191a9nN19998 AL Af @JU?IﬂﬂIMﬂ?ﬁLVIﬂiV]HVILﬂHGﬁﬂLﬂ‘ﬂN’WN’]u

S

wnasnainasulal angy 20 aull naldgnsArusnaninsaatinaaas Cochran (1977) Famuny
Amiudszainadnuaunnnilianisnssyauanuivenld nanisaunslFaunnaagnedusi 385
AL NBANYNABILATAAANNARIALAAEY HIdtAdNAuIwWTW 400 AU uazlE3Tn 9gduuuy
. . o A o - I |
1a12a4 (Purposive Sampling) InaiAnidanianiziniidszaunisningslunisdaidefiniiudemis

Ly dl US4 dl 1 o ° o 2D o
@@ui@u L‘W@IMI{LG’W@H@VIL@W’]KL"\’]K@\?LL@ZLLNHE’]@’]M?UW]?'J@EI
=

2. Lm?;@qﬁ@ﬂ?‘iiﬂ”ﬂuﬂ’mﬁumumu%w@ A9 LUUAaUn1N (Questionnaire) m’ﬁﬁm’éﬁﬁyumﬂ
N13NUNIUITTUNTTN wiialli 5 dos Tun %@HmﬁﬂﬂmmémuLLuumumm A9ALIZNALTBINNTTL
dalawan wqﬁmmmaﬂm%%‘ﬂmwmq nsnAvladedetinruunanrieiueeulad uaziieRnui
FuiFn uuuaeunnlinaaeuAAunsdaiiem (Content Validity) Tmﬂlﬁ”mﬂmﬁﬁmﬂﬁﬂ%mu
MINWWINIT8Y Rovinelli and Hambleton (1977) an&naeAniqe 3 1w LAZMIVAGELAMLLNE e T
(Reliability) TagIlfn19AUIUMIAT Cronbach’s Alpha Fafluidsaanuaanadesnieluteamiedie
n wuduuugeuauiiAtAnud e lussfufieensulE (Anndn 0.7) AuLLmNsTed George &
Mallery (2003)

3. naAuTUsINtaya ilesanniflunsAnenAdeigedngma (survey research) £3aaIAgLiiy
YagnannsetnslasuanuuuseunuEudemiseanlall gy Google Form uazlniduailie el
awnsadndangautnglnsessiu InspsuauamanRivesnenlfinseiudewlazesngs
RRIRN

4. mmmmmm@m wthaeflu 2 dszinn 1Hun 1) @OML‘ﬁ\iWﬁ‘ﬁ‘muﬁ (Descriptive Statistics) 1511
LW@@ﬁUWﬂﬂﬂN@Wyuﬁ’]uﬂ@ﬂﬂ@NIEIQ@F;I’N 18un mm"mm (Frequency) BN (Percentage) mmmﬂ
(Mean: M) Lay mummmummﬁm (Standard Deviation: SD) 4 1 M5L3LATNY ‘wmu@mu
UszangFAans @mﬂ@”ﬂ@mmmﬁumimwmq WO ANTINNI9LL p3UAeTamnn waznedadylate
Lm@mmmmamwgm@@ﬂ@u2 ) A0ATIBYUNIU (Inferential Statistics) “lmwwmmmumgmmmmi
34 InalEn199manzdiaanuulslsun1aaen (One-Way ANOVA) @uFuilBauiieuaANuLanmng
gaqiiaselszanamans wazeedlsrnanaeenisiudelawun fun1sdnauladaide ity
wnasnafuaaulal uazlin1sinszinnnae@any (Multiple Regression Analysis) adiAsed
ananazeswnRnssunsdlafudelarnniindenisindulaieidetnduunanresueeulaizes
frislnalulsemalng
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REREL

1. iaMsIAsIzutayalszansans

mnmﬁLm’]zﬁﬂgaﬁﬂﬂmmﬂzﬁuﬁq@ﬂ'w wudn Hravuuuaaunindaulvaidumendgq
A1uu 252 A Antludenay 63.0 Hengatlutog 26-35 T A1uau 134 Au (Fesas 33.5) AN13An
sraul3tyrymTviEeauwvn A U 224 AW (Faaaz 56.0) Usznaua1dInnuinaIuu3sym A uau
103 AL (5R8a% 25.8) LL@zﬁmﬂiﬁmgﬂﬁimﬁ@u@qslwﬁw 10,001-30,000 L9 41471 129 AL AR
Seaay 32.3

2. namsiaTzviasAtlsznauaasnisiudalawn

feﬂﬂmﬁﬁLm‘qxﬁmﬁﬂizﬂ@mmmﬁuﬁlﬂimwmwmmjuﬁq@ﬂ'w ?ﬁluﬂuﬂzjméuﬁmﬁmﬂ%y@
Aefnriuunannafneauladlutlszmalng wudn nguseddaulvanuiiulssnndetintm
wnanWasu Shopee mﬂ‘ﬁfggm duau 129 au Aniilubesay 32.3 anuziinauilunindaiude
memqﬂﬂuiaﬁquuiwmgLﬁmﬁmﬂum%mﬁu U 197 au AndluFesay 49.3 duiuszazionn
lunssusnlasnnealaiienss nudn mjuﬁq@ﬂ'wﬁLLmTﬁm*usﬁu‘Lwﬁq\mzum;u ‘Emﬂm_iuﬂumiﬁi
FuAINGY 10 Funfl Lmzﬂziuﬁ‘ﬁmwdw 10-30 W17 28198z 128 Au Wil Anludasay 32.0
dranafingusatnslinuumanvlaueeulaiinniige Ae doadufianansiiu (szwinanan 18.01-
00.00 U4.) AU 260 AL AALTUEaLAY 65.0 muﬁ@ﬁﬂuﬂmﬁﬁ?ﬂﬁwar;*i@m@ﬁm'ﬁuhwudﬁ A1
Tun) lBFuansnaanAugaudauFaisasan e luunaane iy a1l 255 Au Anlutenas 63.7
waznguietsdan i Turenlasnnilifeyaduinetsazdunuaziniede Tnadduau 156
Ay Anduseeas 39.0

3. NANMSAATIEINGANTTNNTT nFuRalmN

mﬁmﬁvﬁwqﬁmmmﬂﬂm*u?ﬁlﬂ‘ﬂmwmwmﬂzmm@ﬁmLL‘].i\‘i@frmLﬂu 3 fu liwn ng
wansvndiays natlaiudeys uaznadaiudszaunisnl nan1sanseiiAcL
A5 1 mLfﬂ@ﬂmeqw,umLuummﬁﬁwumﬂ’mLmﬁqummmma‘mmum‘imwmq

waanssunsilasudelanan  Anede  dowdsauuninsgiu  szAuAMNAALTY

n1sLa%ntieya 4.02 0.922 i)
naidaiudeya 4.03 0.828 aly
nailafudseaunnnl 4.02 0.719 NN
CREY 4.02 0.823 an

ANAITN T WL ﬂduﬁq@ﬂwﬁwqﬁﬂﬁuﬁq 3 finueg luszavunn Inaniaiaiudeyad
AaAngefign (Aiedn = 4.03, A deauunInggIL = 0. 928) @ azfioudnfistnaluuatindaiy
devounusila (igu mmmnm‘imwmwmmmum uazlaifala (gu nsdeutiuAauEanLLi
Tasanlnatagey) u@ﬂmnuummmmimmmwmﬁﬂLuﬂmmmuuimmmﬂa‘vmmmw
sasasanAeninidlasutszauniend (Aade = 4.02, mummmummﬁm - 0.919) Fauansiians
mevAusssaiaA e suniiaznwanEnacuAn U tmaniliaus nw vitenisanites
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Lﬁ'@L%@uimﬁumm’éﬁﬂﬂumﬁﬁim wazgaingAa nisuawniioya (mm'&"ﬂ =4.02, dowideaim
NIMIFIU = 0922)1/1LLumumLfamLmﬂuﬂurna‘mmuﬂimuﬂ%‘m uiasfauAenuialanes
m_|?‘Lﬂﬂ‘Lummww@mmnumﬂm’mﬁnmmqn@ummmu‘l,fw@ U N13ENUTIvITeLL T UL
911 ufiaznulHenNaINTa9INI9nanetng Shopee fisny wafi3nadiduualiinnasaudaya
ANuMasELILEleIRalszneunsEaALla

4. uamsiaseimsanauladaidaiiuunanvaiuaaular
m‘:ﬁLma‘ﬁ”ﬁwqﬁmmm?ﬁm%u‘lﬁbﬂLﬁyﬂﬁqm'mu:wzqmWﬂﬁ?m@ﬂaﬁmmﬂduﬁq@ﬂN I5IN
aanidlu 5 Anu THun piunsfufdoy duntsuarmnieya Aunisdsziduniai@aan Aunns
fndulade ua mqummiwmmisﬁ@ nam szl
A1519 2 ﬂ’]Lf‘rmﬁlLL@J&'JHL‘LIENL‘].ILLSJ’]m?ﬁ’]u“ﬂfﬂ\‘lﬂ’]ﬂLﬂ?ﬁvﬂﬂ’]ﬁ‘[ﬁIﬂ@uIWﬁ@LZWJN’]N’]HLLW@IE]W@‘J‘N

aaular
mednavladaidaddnuunanain |, o dauiilaaiuu FTAUANN
aaulayl rvaat NIRTFIY ALY
AuN35LETeymn 4.00 0.916 Haly
AUNTRENTITeA 4.30 0.804 nniige
Arunisdsziiuniai@en 4.36 0.785 mmﬁzgm
Frumssadulaie 4.36 0.778 anniige
%Wquam‘mﬁﬁ\‘m’ﬁ%yﬂ 4.34 0.810 mmﬁzgm
CEY 4.27 0.819 mmﬁzgm

RINAIFNG 2 wudq ﬂduﬁq@ﬂ'wﬁm@ﬁmﬁuiﬁyﬂLﬁyﬂﬁ’wﬁhuLLWamWﬁmmhﬁmmqmﬂ
sluafvmumnmm (mmma =4.27, mummmummﬁm 0.819) ‘Emﬂmum@ﬂ@”mumu@ﬂﬂ
(Aniade = 4.36, mummmummam 0.785) Lmvmmmmui@eﬁ@ (ALaRe = 4.36, AT g1
NAIFN = 0.778) umlmm;\im M mmmqguﬂmwma‘mqmaL@@ﬂ@mqaf@umuﬂﬂummmuslﬂsﬁ@ Inel
WianwdnAyiutadedunnnin panadudi wazananindedesedmuin Sunisuasmndaya
(AafAe = 4.30, muﬁmmummﬁm - 0.804) agjlussFuanniig Ay medﬁﬁ}u?ﬁm‘lﬁmgmﬂ
ANWIAMTLASIAReszneunnafadula mm”ﬁﬁmmﬁu’éﬁmm (mm?iﬂ =4.00, doudieiy
NI = 0.916) e mumLm@ﬂ@mnmmumimmq aia ussisalanna i mqumm‘a‘wm
M5 (ALeRe = 4.34, mummmummﬁ’m 0.810) m@ummmﬂg@uwuﬁmLumrmLLmum Gid)!
%7 uuiisie Laiadn

5. Nam‘mLﬂs'lvw,w'awm'auauumm

auummuw 1 ﬂ’mLmqmmmmemwfqumm‘mm?mmmu‘hmmmmmmmmmﬂmm
aaulal Auunantadeszainsatans Tnanvunaunigiulicn ﬂ@mﬁmmwmﬁ%ﬂ
UszansAan3Hnu e ang S2AUNNIANN BTN mﬂ”l,mmmmmm@uwmmu MafmdLlaTaidniin
tnunannesueeulaTLAN AN HANNTAAMETIRT
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A543 HAN19ATIZFAN KL TUTIUNLAER (One-way ANOVA) 1aan 9 Aulad ald 0Nt
wnannesueeulal auunautlaseLlszansAnans
tldslszansamans s Auads Arudaaiuy AEDR  sAuUEdIALY
NIRTFIU

LNA 400 4.2693 .23896 8.808 <.001*
21¢) 400 4.2693 .23896 17.095 <.001*
SLAUNIANE 400 4.2693 .23896 18.120 <.001*
BTN 400 4.2693 23896 9.951 <.001*
nelfindaseiey 400 4.2693 23896 12.269 <.001*
CREY 400 4.2693 .23896

*eALITRIANATYNSETAN .05

1
aaa o o

NANITIALNLIN nﬂﬁmﬁmmmeﬁiﬁq@ﬂwﬁﬁﬂzﬁqﬁtymmmmmmu .05 (seauile
<.001) Tnenguinantys a1e 26-44 1 (199 Gen Y waz Gen Z) AN13ANHIITALAS uATHoTN
9elflszan 1w drsanisvisentinauigiaiuia Juualiindndulazedetieaulatigaindinguan

A
=
G

b Sho=v
) e

q
a ] o

azieuliiiudndnwusdszainsaianiianinasdengfnssunistestnednian uazaannfediy
muuﬁgmﬁ 1 989N1394¢l

ANNAFIUT 2 m'ﬁLm'}zﬁmmmem'ﬂwquﬁma‘umiﬁmﬁu%%@Lﬁy@ﬁﬁmmm@mw&u
aawlail Suunmuessszneugesnisiudelamn 6 Fu TngnueannAgiulidan nquidmaneg
‘ﬁliﬁmwzﬁﬁV’Tﬂgﬁumﬁﬂﬁzﬂ@mmmﬁug@‘lﬁmwmﬁLLMﬂﬁmrﬁ“u finnsinduladede ity
unaanefieeulaiTuAnsn il AN LA T AT
A1519 4 HaN133LATIZR AN WL TLTUN9AE9 (One-way ANOVA) gaan"9inRulag LA nHY
unaaneineaulad SunnasesAlsyneureentsiudelumnn

asflsznauuainisiuda  duau AeRe  ddudsaun  ANEDH FzAL
Taisroun NIMTFIU HadnAny

faavnei 45uAe s 400 4.2693 23896 1.853 066

Aarudlunisiulawmn 400 42693 23896 20.564 <.001*
aaulall

svazinanflflunisfude 400 42693 23896 110 979
TN

daainanlunnsiudelaman 400  4.2693 23896 35.350 <.001*
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yAPaNNENENAseNaitafy 400  4.2693 23896 11170 <.001*
Anlamon
pNTELsaAeHE 400 4.2693 23896 5.681 <.001*

EREN 400 4.2693 .23896

HANITARENLAN & 4 AuiusnsteiueeeldadAnyneatangesu .05 Hun annunlunng

Winlasnneaulad (ANafR = 20.564, szauiadnAty <.001), daaanlunnsiudelusun (ANahn =

]
%

35.350, seALUNAAATY <.001), qﬂma‘ﬁ'ﬁ%w%warﬁi@mﬂﬂmu%ﬂ‘ﬂmwmﬁ (A1ADE = 11.170, 32AU
HednAty <.001) LazANNTa LA AR IHIN (A1&DF = 5.681, sxAUTLANATY <.001) TR TiTeanng
AFsuanlaman (A& = 1.853, seALMA1ATY = .066) uazszeiznanlunnsiuaeluwon (ANGDR =
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aaflsznaLd Ui aazinanlunNsi Ty ANNATeIN 9L meﬂmﬁ@Lﬁﬂmﬁé}uﬁm%uﬁn@u Y
uwmmﬁqﬁtyﬁi@m?mzﬁquﬁm‘mmﬁy@ wnndntfadeidelaseaietinqunannainiisassazionn
RGN ?ﬁlqmmﬂé’mﬁmuuﬁﬁmﬁ 2 UBNNNTIRE

auumﬁ'\u‘w 3 mmLm%mmwaﬁuqummiumﬂﬂm‘u@@‘lﬁmwmﬁﬁuWﬂmammmu‘lﬂsﬁ@
memuuwammmﬂﬂuiau mmuummmmmhm wqmm‘mﬂ’mﬂmum‘ﬂmwmmﬂmﬁwam
mimmu%sﬁ@memuLL‘W@Im/\l@afmmﬂmmmmuﬂmiuﬂ@vmﬂim NANITILATIZTN AGTL
M19149 5 N@mmmmmam@ﬁmwu (Multiple Regression Analysis) m@qwqmmmmﬂﬂmum
‘Emwmm@mﬁwammmmuslfomLfa@mmmmamﬂmmmhmmNua“[ﬂm‘l,uﬂavmﬂim

(n=400)
Model B SE Beta t Sig. 95% CI
[Lower — Upper]
ﬂ"lm‘ﬁ 3.248  .041 79.770  <.001* [3.168, 3.328]
nsuandiaya 120 027 381 4.487  <.001* [0.068, 0.173]
naaiudeya 111024 361 4704  <.001*  [0.065, 0.158]
nadaiulszaunisnd 022 .024 072 929 353 [-0.025, 0.070]

R=.790, R’ = .625, F = 219.709, Sig <.001*
*seAUTANATYNI9ATAT .05

ANA1919 5 1ENn139tAszIinanetEIny (Multiple Regression Analysis) tWBAN®INNS
o a d” dgj v i e s o a a\ o dl o a
Andulagadelniuunannaineaulall lnaduangAnssuniadeivaelauwnnduioulsdass
dsznavdion 3 f1u MHun nisuansmndieya nailaiudeya waznailaiulszaunisnl uaznis
o a dg/ dy v I 'S s % a s 1 a a o dl
Andulatadeirtuunannaineaulamiiduioulinin nansiaszinudl woinssuniadaiude
Tamouniie 3 Sy Nansnasanisandulataidantineauladed19ldadAynieata lnalan
dulseAnaanduiugny (R) windu .790 uazA R Square Winfy .625 memmmmmmmmm
@ﬁmﬂmmLLﬂiﬂmmqumma‘uma‘mmmu%eﬁ@meammuuwamﬂmumuimﬁlm@mv 62.5 49Ae
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dnae/luseAlge dauna ANOVA 189uUUR1a89lAT F il 219.709 uay Sig. <.001 LN@d1aunIs

a
o

anneelidedAnyniananszay .05 IneanizngAnssudiunisuassindeyauazniniaiy
Ida 2

4 = ' v a dﬁl 1 N o o o dl IS o aHa a a
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LA l#9n
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pauFuNaNaNs (26-44 ) AnnsAnmnszAug uarilanglisyan Juwaius: nawladn Lﬁyﬂﬁﬁ@@uvl,aﬁggq
ﬂd"mzin'é"u mﬁ@uiﬁLﬁudﬁﬂ@@”ﬂﬂ?mmmmm§ﬁ§w%waﬁi@wqﬁﬂﬁumﬁ”@@ﬂwﬁﬁmﬁqﬁ”ty
ARAARBINLILUIAATRY Kotler waz Keller (2016) fieBLneIndn ez lsz NI aRS NN T e
mjuLﬁwmmﬁmwﬂ@qwﬁmimmm”l,é”mﬂ'wLmuﬁq LAZARAAABNTLNIUYEY Pew Research Center
(2024b) LLa¥ Pratama et al. (2023) ﬁ%”dﬁﬂzdmwmﬂmmﬂzm Gen Y uae Gen Z fluunliiuidlaiuae
aaulaiuas mmu%eﬁ@mmﬁ PULREINU UWHIARFIUENIUATHTIAUATAIAN (SES Theory) 184
Duncan (1961) ﬂ@umumwmmﬁ‘ﬂﬂmLmvmﬂimmmqumm‘a‘um@sn@wmmLmﬁ”mmVﬂm
mmu‘lﬂmnmmqmu

- tladeduesdilaznautesniaiudelamnn wudh unaswadu Shopee Lﬂuﬁ@qmqﬁﬂqu
ﬁq@fjwwmﬁﬂmmmmnﬁzgm mmﬁluﬂﬁﬁ“u'g@zﬁqu‘ma&iL‘fluﬂizﬁmﬂ{u Tnednidasuludaadu
fenanedu iFuanEnageansianieluunanesuuazaruteudaunasedudi ﬁqﬁa%uﬁnﬂu
lawnniiddeyadaauuazindeie naistilaenndasiuuuanaes McQuail (2010) Aindnai
u‘mmmmmwml,mmmmLmﬂa@mmmmqumm‘mNm‘l:m wazadLAYU Three-Exposure
Theory 184 Krugman (1972) fesuneinnssiulamnngt lugaananfvanzanainsanszunis
Talketinadusz@vanm

- ﬂ@foﬁ”ﬂﬁﬁquﬁﬂﬁuma‘lﬂm*uﬁlﬂimwmq wudn agluszausnnynanu Inanisidaiudesya
dAadngege sesasnie madlafulszaunianl waznisuassniieya wansliidiudngising
dasudeiouuusclauarlifla uazanansalifuansnaandelfluisaensdl deandeeiy
WIAATRY Lewis (2025) ﬁ%”dﬁmmﬂm%u??{@LLﬁMﬁ%’LF-ﬁmmwm’éNngﬂﬁrﬁimmmmﬂlﬁ

- {ladadunsiadulateideiindiuunanreiueaulad wudn wainssunsindulaie
Aefinuunanrefuaaulallngsanetlussiunniiga leanznistssfiuniadenuaznis
fndulatefinaadngegn Lmmﬁqmqm@uﬂ@mjmﬁ}uﬁmlumiﬁmammmmw AANHANAT
LATANNLN 0 A0 3 AN %@Ha‘i@@mmﬁmﬁu Peter a2 Olson (2010) af”mﬁmmmmmm
m@ﬁ@g@memuﬁﬂﬁuﬁiﬂLLmuﬁmma‘Emam\WiﬂLLNQQ’L@mema‘ﬁmu%eﬁ@mum
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2. annnnsAnEtadelssinnsAanininasantsindulataidatintnuwnannasuaanlan
wuan Tadedssansenaninia 5 1w ldun e ang n3fne a7@n uazanelfedasiaken Haax
waAnsneae1sldadAnieaia (Sig. <.001) ﬁi@wqﬁm‘mmiﬁmau%% TALLANIZLWANLYITE
° o = = = ~ o o = Y o a = ' y o
N9BABUANDINANY Hn1sAnEnge wardiselsilszan Huuilindndulazeninniinguau
aanARRNiLLIAA SES Theory 284 Duncan (1961) NTdnginnaAnmuaziisnelfgeainiingmnsss
N38aNNN1IATHLATNENFARLIANINNIN

= - o A PR ' o o P

3. a1nN1TANIeaAlsrnauTeIn1siuAe ln N NANaRan1sAnAuladalda Ny

LLW@MW@W@@u"L@u Ipe11% One- “Way ANOVA WU ALl laEn mm@ﬂumﬁum

o

um@mmmﬁwm LATANTOLIA R AR I E N 34mammimmmu%sﬁ@@mmuﬂmmmmmmm I
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Winzan g el e L agnat aian
= a P pRp ' o a P Y -
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and Brock (2000) uag Peter and Olson (2010) Mi@uadn Adsiendasuazanuiitenenesdays
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ABSTRACT

In this research investigation, the researchers investigate the relationships between tourist
experience, museum service quality, and tourist engagement affecting electronic word-of-month
(e-WOM), as well as examine tourist engagement as a mediating variable between tourist

experience and museum service quality affecting e-WOM.

' NANGRILIMNITINANMNLIUTA ADILANINNITANT WMAINENFEAaLNg Master of Business Administration,
Faculty of Management Science, Silpakorn University; Email: sunisa.pechmark17@gmail.com
? ANUYANEINTAANIT NN A AALINT (FusieUeUnA); Faculty of Management Science, Silpakorn

University (Corresponding Author); Email: weerapaiboon_w@su.ac.th

47



917ANTLINNIGINAUATAIANAIANT NUNINEALPIHATUNS
19 8 a1fu?l 2 nangnAN-EulNAN 2568

In this quantitative research, the sample population consisted of 330 foreign museum
tourists with the experience of having visited the National Gallery Museum. The research
instrument was a questionnaire. Data were analyzed using descriptive statistics, Pearson’s
correlation coefficient, and structural equation modeling (SEM).

Findings showed that the model exhibited consonance in accordance with the set
hypotheses. The model exhibited appropriate value with the empirical data as follows: df = 1.182,
RMR = 0.007, GFI = 0.958, TLI = 0.995, NFI = 0.978, CFl = 0.997, AGFI = 0.993, and RMSEA =
0.024. The analysis of the level of opinions of all variables was at a high level. The hypothesis test
found that all seven hypotheses were accepted. Museum administrators could use the research
findings to develop marketing strategies to be more efficient to provide services to tourists in the

future.

Keywords: Tourist Experience, Service Quality, Tourist Engagement, eWOM, Museum
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H:4 @mmwma‘u??m?ﬁﬁﬁﬁmeﬁmmrﬁi@mmuzﬂ’]rﬁi@ﬂquﬁﬂﬂﬂuimﬁ
H:5 mmmﬂﬁummﬁﬂviml,ﬁmmmﬁi@ﬂﬁ?LLuVﬂWi@mué@@@u%ﬁ
H:6 Wl’mNﬂwu"ﬂﬂduﬂ%‘ﬂ\‘iLVIF;Ifﬂ‘lﬁWuVWJLLﬂ?@\iﬁJ’]uﬁ‘yMQ’]\‘iﬂ? aumsalinviesfiendanasians

uustisiatiudaseulad
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H:7 Anugniuzestinviesdaalugnusiaulsdeinisendenninintsnisiiisinusidanasionis
wuzisenuaenaulal
NTALUUIARA LUNISIAY

/ B Tourist \

\ Experience /

H2

/ Tourist \ 4D / e-WOM \\.

\

‘r \ ———h" |

e % Engagement / a\ /
/ Museum \\ —_—

/
(

)
\ /

u\ Service Quality //

AN 1 NIALLUIAANITIRE

= aaa o

ST R L

UszansuaznaumIagng

Uszannsn 1 lun1s3dalunsell Ae WnvaaaaseiAnllszaunisal Tun1sidinay
AN s an st AveAall Wesanndinauiissinsianuuisanfnedaildaulung
Wlugnasinenid 39 A wulszansuiueu fRdaldnsiiasmyinaniaafioauunanas
ANN19LT9TATIATNY (Structural Equation Modeling: SEM) Tagl Yuan et al. (2010) na19919114914
et Auaziiizand mFuannislaseaingaregiszunns 300-400 98 Awinlueuddeiiineg
tasiunisianainuaziialiilidanuoudaetnaduglassalunisAiuanenadifsng | (Henseler et
al., 2015) AnNgxFA8L19R1UIY 330 Fvatine AeDedIlANINNZANR

=] a : a o
LAFRINan LG lunisias
dl A dl v a o A 1 1 [ 3 dgj 1 dl ¥ ql/ 2

wrsasiladldlunnsi4y Aauuuaaunx w6 4o Al doun 1 deyaialiaesinau
LuuaaunIN d9ui 2 deyangAnssnnvieanaanisinel doui 3 dszauntsnlinvieaiiens § 4
ANl AU 9 daA101d UFulganan He et al., (2018) AU 4 ADININANTLINNINNSA WA 15
AU AU 22 daAnd UFutlgennann Pop and Borza (2016) Aaui 5 ﬂQWNQﬂWuﬂﬂﬂﬁ/ﬂViﬂﬂLﬁﬂ’J
{3 1w a1uau 7 faA1nu UFuilgennann Siu et al,, (2022) wa douil 6 N1suurtinfeN1uAe
aaulail § 3 A1 Auau 7 daR1nu U3uilgasnann Feitosa & Barbosa (2020)

NSATIAADLAUNINLATRINAINE

ADIZERARAIIAARLIAMMNINATENHEdAt InE N ANANTENASIEIHEN tuiuaeunnw i
2 dl o 1 a 1 [ | % a o o “i// ¥ 1
HiaenTnyanuan 3 vinutlsviliuAraaiiannaanaies (10C) InalA1n NS uIuIINA 45 38 pinu
oy 0.5 Buldyndia antdumiAtaumesiu (Reliability) aninviaamisanlaldngusnaing
AU 30 918 LaelufazFanlsiAndullszAvnTueaniasenunm Aa Uszaunisalinvieaiisn = 0.873

D
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ANAIWLIETNINASA WA = 0.944 mmgﬂﬁummﬁﬂﬁ@wﬁ'm - 0.853 waznsuuztinsanude
aawlail = 0.851 ynsaulsfiinau@esiuannndy 0.7 feanansatisiasiiedss Ul

nsiiusaLsINdaya

raunafusumuieyannzAdelfrefustosssuluuyed Tnstuanznauasansalu
Ny UNNBLAINIITLIEY COE 68.0516-049 uazvinuilidaavaayay ainainsineAaillunisdinll
fudiasyas §adaldiansdnvinuuuasuniuenusyuesulati (Online Survey) #519ULLABLINNNNNY
Google Form uazds QR code 1oduuuaauanlidngusiaasing

NsAATIERdaYA
Lﬁmﬁu%@miﬁmu WAZATINAINNANY TINLFD mmmﬁwﬁmﬁ”uﬂlﬁ U 330 10 Tne
AAszvidiaya iaii 1) mmmmmm@mmM qum‘iuuﬂwmmm 2) NIATITAANMNANAUT VR
fautls wnAndusz@vizeaiiedu 3) matmsziedilsznendduduusaziounitensagey
4) MmanaaeuaNNAzulnan1Tiaszilunaaunisiasaase (Structural Equation Modeling: SEM)
WAZ 5) NMTILATIZIBIA uilsAunand (Path Analysis)

NAN19IaE

m@mﬁmﬂ:ﬁ%m%iﬂ fnatnglunisdsdauluniidu wange Hengsending 29-33 1
mmumw‘ﬂm mmﬂmavmuﬁmmﬁm ANTWNITNINULFEN LR NT mammﬁ”m@qumm‘m
uﬂwmmm‘wwmmmmummwmummmmwwmmm 7 InadAnldane i fumimuy 4mw
100-299 U TunsidunigldsalWin MRT fsaspunsllinsinsianuuisanfveall aausu
2-3 AL snermwim‘ummmummwwmmmmuLLmsmmmmﬂm@ Aedsnunaulas ¥ umuma‘ﬂ
N7 ua‘@‘iummqmmimmu%Lﬂuwmmﬂumﬂ”hﬂimﬁm AL ASEN TR0 S19m 2-3 A%
AN949 1 : HANNIIATIZHANANANUS AW 9

Aauils MSV ASV X MSQ TE EWOM
X 0.299  0.244  0.893
MSQ 0.343  0.369  0.546™* 0.719
TE 0.374  0.327  0.338"*  0.435**  0.904
EWOM 0.374  0.445  0.524** 0585 0.612"* 0.889

wnnee): TX: dezaunisalinvieaiien MSQ: AN nLENsARss el TE: Annugniuaestinvenies EWO: n1s
uuzthsiarudeanlarl

A1INA1I19 1 NAAELANLLREIRTLTeTATIA3N (Construct Validity) N193LAT12Y
ANNANANUTTZUIN9FwLsHiaeng1 1 (0.719-0.893) I UAEATATIET AR LA TUT SN
(Maximum Shared Variance: MSV) 741914 0.299-0.374 AR AN 89T B9 AN U US LI 95
wil9 (Average Shared Variance : ASV) 7217914 0.244-0.445 ftlaandnAtAuulssauiaan e
aaflsenal (AVE) uadiaseianduiugunnsdainudenely fan VAVE Tummuﬁﬁmu‘h@ﬂﬂdq
AANANR LSz UdvasAlszneunnA luanNfBaafuynaoulsurls uaasdnninsiaiiaany
Feanradednuunly Construct lafiansainannaAn MSV (Maximum shared variance) NU41H AN
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#88N31 AVE WazA1 ASV (Average shared variance) b@adiindnfauuuaedn1sIaN A N Re
= ~ ol o - a a = - P
waziAumsadull (1191990 1) asinaEiinivue InaiaanunensaFanuiean VsaAaNiean
o dl v & 1 1% d’/v % [ % = o % o
2991A93pLNe Lans Iiud Al sTdannfaanisndn Construct tneaiuls wuldnisinose
(Hair et al., 2009)
AN549 2 : ANKNMLNesALlsEneal (Factor Loading) A1 CR wazAn AVE

Aauis ﬁqﬁyf]uﬂ’n@qﬁﬂign@u ()\) Mean S.D. CR AVE
™1 0.89 3.96 0.44 0.940 0.798
TX2 0.84 3.99 0.53
TX3 0.95 3.97 0.48
TX4 0.89 3.95 0.47
MSQ1 0.83 4.03 0.37 0.840 0.516
MSQ2 0.69 3.98 0.42
MSQ3 0.74 4.00 0.41
MSQ4 0.77 4.00 0.44
MSQ5 0.53 3.96 0.49
TE1 0.83 4.02 0.46 0.899 0.817
TE2 0.97 4.06 0.45
EM1 0.80 3.92 0.5 0.963 0.791
EWOM2 0.79 3.95 0.55
EWOM3 0.96 3.99 0.58
EWOM4 0.79 3.93 0.54
EWOM5 0.97 3.92 0.53
EWOM6 0.96 3.93 0.55
EWOM7 0.94 3.95 0.55

wnneie: TX: dszaunisnfiinviesiian MSQ: AnunnL3nnsfia et TE: paauynWuaeddnviesiieg
EM: nMaunztisianudeaulal

n133LATEiRaRsenautiugu (Confirmatory Factor Analysis : CFA) Tnaldsunsudnizagy
M98DR AMOS RvualiifedniudiasiiAtiminesdsznauannndn 0.5 muiﬂ (Byrne, 2010)
arungnaglfian feannudetulifnfaudsuddld wudn faudsdunaianun 18 mu,ﬂ:“
umammmumwmnuimmmmm‘LuLmemmﬂ@m@uummuuﬂmmﬂ?mmLLmzmuﬂi @mn
0.53-0.97 LAZNNINARAL AN ENATIULLLTIALTY (Convergent Validity) ) dlunsmaaeua
Lmqﬂuvl,mmmmm‘l,mm £89AUIENAY uAa muﬂmﬂmuummwmm'mu (CR) 7211914
0840-0.963 Asilein 0.7 3wl Redneinuinaut (Hair et al.2009) u@ﬂmﬂuummmLLﬂafﬂmuLmﬂ
10989ALTENaY (Average Variance Extracted: AVE) @%?Z‘VIQ’N 0.516-0.817 %Q@Jﬁﬂ%ﬂ 0.5 D@91
NNULNEWT (Hair et al., 2009) YTl ANUEAAT LT AL AN LAt Az Ao Uszaunisn
invieiien ADININNNTLTNN SN S WA mmgﬂﬁmmﬁﬂﬁ@uﬁm waznIsuuztAaruie
aawlav] Srnadsetlusziuann

mm“mqﬂi:mﬁ%ﬁ 1 uae 2 lilunmagauanNAgIu mAdedlERinmsiluinaannsids
[GESGERN ‘EmﬂmﬁLm?ﬁ:ﬁ%%’%waﬂ?muma‘dﬁﬂﬁmLﬁmLLQOmwm@u’?‘ma‘ﬁﬁﬁﬁmeﬁﬁmm@m’@
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nsuuztisietudenaulal uwm‘mﬁqLL‘}J?@'@ﬁhummqﬂﬁummﬁﬂﬁ@uﬁm IEEAPUTTC R
aaAAAR31231NAAN3IA (Measurement Model) wudganadasivdayaiiadszandaslunmsd
A" Chi-Square WinfiL 127.666 Sig. 1NAL 0.095 (> 0.05) waz CMIN/Gf = 1,182, RMR = 0.007,
GFI =0.958, AGFI = 0.933, CFI = 0.997, NFI = 0.978, IFI = 0.997, TLI = 0.995 uaz RMSEA = 0.024
anAndiisananann Al mminn agddnunadanaenpdeavinzand Fannd 2

79
®
71 \_89 €9 €29
21 67
&2 TX2 -84 .82 TE1 €10
91.95 (Toetets expononces) s Enocoamanty .99 U8
€ 89 TE2 D
oy 73
@ EMT et
68 46 73
@ MsQ1 85 EM2 |=—€D
46\ g3 o 82
. EM3
@ ~[visczhe o N e
57 i
ik st nfosenlnt EM4
L e ) Ecvonc Vi irioom 89 AEL‘_@’
62
.90 €10
s T\
(&6 |-
@D+ MSQ5 Chi-square=127.666 df.= 108 Sig.= 095 CMIN/df. = 1.182 n. = 330 69
CFI=.997 NFI=.978 GFI=958 AGFI=933 IFI=.997 EM7 o
RMSEA=.024 RMR=.007 TLI=.995 HOELTER=344.000 <

AN 2 T AFNN17TATIAT

NANNTILAINZIINLARENNNTIATIASN meawmmumuuﬁgmﬁﬁqﬁ”

muuﬁgm‘ﬁ' 1 Usraunsafinviesfiengdanadeuandenisuusiindasinuaeaaulas Taesie
zﬁ”mﬂa‘@m?;mmmm@ﬂmmﬁm Wiy 0.29 ﬁi”ﬁuﬁmﬁqﬁmmm'ﬁﬁ (p = 0.05) AazaNTL H:1

muummw 2 ﬂa‘vmumamuﬂmmmmmm@meﬂmmmmwummuﬂwmmm LA
muﬂa‘mmmmm@ﬂmmﬁm Winfiu 0.16 mvmuuﬂmmmmmmm (p = 0.05) AqeaNTU H: 2

muumgmw 3 @mmwm:“mm?wwmmmmmmmﬂmmm@ﬂwmmuﬂmmmm 1A
zﬁ”mﬂa‘@m?;mmmm@ﬂmmﬁm Winfiy 0.35 ﬁi”ﬁuﬁmﬁqﬁmmm'ﬁﬁ (p = 0.05) AqeANTUH:3

mumﬁm‘w 4 mmmwrm‘mrm‘wwmmmmmmmﬂmn’mmvmmmmm@u% AN
zﬁ“uﬂa‘mmmmm@ﬂmmﬁm Winfiu 0.24 mvmuuﬂmmmmmmm (p = 0.05) AagaNFL H: 4

e

@NQJGW’]LW] 5 mmmﬂwummuﬂwmmmmmmmﬂmma‘uu”mWﬂmummuvl,au A1
ﬁﬂﬂ?t@ﬂﬁﬂ’]?ﬂﬂﬂ@ﬂﬂ’mﬁ‘g’]u Winfiu 0.46 W?S@UHH@’]V’]QJVI’N@GW (p =0.05) "ﬂ\‘]ﬁl‘ﬂllﬁ“i_l H:5
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M99 3 : NANNIIATIZURANNANNUSIT a5

AauwUsmaN
o - TE EM
Aawilsasss
DE IE TE DE IE TE
X 0.16* - 0.16* 0.29* 0.07* 0.36*
MSQ 0.35* - 0.35* 0.24* 0.16* 0.40*
TE - - - 0.46* - 0.46*
R-SQUARE 21% 61%

UNELWE “p < 0.05, DE = Direct Effect, IE = Indirect Effect, TE = Total Effect
TX: Uszaunisniinvieaiian MSQ: AN WLENIRRsA  TE: Annugniuaestinviesiien
EM: nnsuuziisaiudeaulad

f‘;”mqﬂa‘zmﬁ%@ﬁ 3 AsAAT e uLlsdesusiTe R Ll sAunana (Path Analysis) HaN19
NARDUANNATIU anm9197 3 HANNTILATIENAMNANNUSITIA 106 WUI1 Uszaunisnd
‘LIﬂVierLﬁﬂQﬁ?ﬂVI’%W@L%\‘i‘]_lfmﬁi@ﬂ’]?LLuzﬁ’]ﬁi@%ﬂ‘ﬂ‘ﬂull@‘lﬁmﬂﬁﬂ')’mEﬂﬁuﬂ@ﬂﬂ/ﬂﬁ‘ﬂﬂLﬁHQLﬂuﬁQLLﬂﬁ‘
darinu BAndutlszAnsidiunns 0.07 Inefiavinasenisiasunladesas 61 wasidadAtyng
aDAT 0.05 J9wanu H: 6 uay @mmwmﬁ?ﬁm?ﬁﬁﬁﬁmsﬁ?ﬂw%waL%amm;iﬂﬂwl,l,uxﬁwimjm?i'@
aeulaillnefipuynifuseninvieaiioaddufaulsdaing fedulszanaiduna 0.16 laaiianina
siansiAeuladsenay 61 LL@zﬁi‘Iﬂéﬁﬁtymmaﬁﬁ 0.05 AseiaNsy H:7

dgduazanlsana

nadAnfseiudsraunsalinviesiiien ANININNNTLTNIINNET U AN NTULRY
Tvieafien wazmsuusihsiesudessulad sulslszaunisnfinvieafiondpaaadiuszsiuann
Traigegn ABAUANTIWTN 5098300 TAUA ANUANININAAINAL F1UANAIAANNANEAT LATHNL
nsuanuiiannA A mNs L waaliiiudniniasfieasneaifdan s SueTanu
wisnAvaAailliFuarntiuiuaza s ARz dinTN Jluuun1s AN A N0
ﬁmmmamﬁﬁwu sanndesiueasAlssnautlssauntsaiinyieaiianves He et al. (2018) Ay
LIANY8Y Rusu et al. (2023) VI@ﬁmmﬁﬂ?mumafmuﬂmmmmwﬂummm@ummmw
ﬂgmwuﬁivmwuﬂwmmmﬂummuvmmmm HAu uazanwiandenilifaadiesiuiuensual
n33eus HAZAYINNIIANTI AL ANATNAANTTNANATUNA T2U919 UAZVAINITAUNNY NAIATIZ
WL HIUAININNTUINNI TR ARSI A NAALTIUIZAUNN TnegegaRe FruResuanpanu
azman 38980 AU F1unnadinde Aun1sdnnans FruLAaINg LATAIUNNTLEINSEENANAAL
nannsAneuansliduieifs furiaesuannaiuazain uazaamaiunsnnadinfeinases
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WiNasTuel aanAfediUadALsNaUAANINNILTNNIRNE nuTi1es Borza & Pop (2016) NATIATIZI
é’mmmmwmmuﬂmmmm HANAAINIzAUNIN Tnageqane F1uAINENRLUNISNGANTTX
FAIAINIAD HIUAIINENHUN 19BN TH D Lmuﬂ‘wmLﬁmﬁmmQﬂﬂuﬁ@mmquﬁﬂﬁuL%q‘urm
mmméﬁmﬁumﬁﬂ@zﬂ@ummgﬂﬁummﬁﬂﬂmLﬁmmm Siu et al. (2022) WATLIIAAYAY Brown and
White (2021)1’7%@%1_|’md’1 a‘m”umwQﬂ'ﬁummﬁﬂvimL'ﬁmLﬁmmﬂmﬂﬁmum\mwmwﬁu
Anssrnnsluiis ot waznatinnzinudn nisuustiseiuesewladdauAndiussdunn
Tneqegn AenisdsnnenauazinleReafuARs s isuERnsalur et udenneenlal as
AU AATLAY Zanibellato et al. (2017) fiaBunedn nauuztisesudeneulaluBuntlszaunisal
fRasuanduaudaiwideuiasaleeulaigdnsiisdusflimauninisdumefuln foya
Esunsmeunstnuunanrlefuaaulaiiavanasenisdaaularesdinmuifisfoet nasuusin
sardesaulaifuunadeyadfyfidenaenisiuireindeaiion Taadunuinlunisaing
AruAaviuaznslsndutlszauntsniieurdendanai s ru et
m@mﬁLm‘qzﬁﬂimumiﬂiﬁﬂﬁmL‘ﬁ'mLLmz@mmwm@u’%maﬁﬁﬁﬁﬁm%ﬁmmm'@m':?
LLuzﬂqﬁi@mu?ﬁ'@ﬂ@ﬂaﬁwmwﬁqLLﬂimNmmmgﬂﬁmmﬁﬂﬂmL‘ﬁm HAuaanAfesiuieya
datszdnsey luinosiiAraauasnpfeiudeyadelszandaslunousiaen Chi - Square winriu
127.666 Sig. Winfiu 0.095 > 0.05 ay CMIN/Jf = 1,182, RMR = 0.007, GFI = 0.958, AGFI = 0.933,
CFI = 0.997, NFI = 0.978, IFI = 0.997, TLI = 0.995, RMSEA = 0.024 TaaynaA 1A uasinouei
mwqmmg‘ﬂﬁdmuma‘ﬁﬂmm’éwLLuuﬁmm%w%waﬂa‘mummiﬁﬂvimL'ﬁ'mumammwmi
u?‘ﬂ’]ﬁ‘ﬁﬁﬁﬁmsﬁﬁmN@ﬁi‘ﬂﬂ’]?LLuzﬁ’HﬁiﬂB\iﬂu%ﬂﬂﬂui@ﬁUVIUﬂV}ﬁQLLﬂ?’&'\ir}\i’]uﬂQ’m@lﬂﬁuﬂm
ﬁﬂvimLﬁmﬁmmmmmﬁmﬂ@mﬁuﬁugﬁ@gaL%qﬂiz@vﬂﬁmummeﬁ@ﬂwﬁﬂﬂzﬁﬁﬁmmm'ﬁﬁ
mma“wM@umuﬁgmmﬁmqﬂ?zmVW']' 2 uaz 3 aunsneidnanaléfel nanaaen
ANNAFNU H:1 Uszaunisalinrieafignfianinaduansenisuusinserudesslad Filinaw
e lBFuLszaunsalfiAannnsdess iannenuaaaiiaiie AnawannaY uazduau I
il AnesnudaTuldeudulEsusdsrauntsalify Sadenasanisuuzitdentdeeanla
HanMsAETigen AeeUILAd L0 Preko et al. (2020) ﬁ‘wudqﬂqquﬁuﬂuﬁﬁxudﬁqqmnWWﬂﬁi
timsluunasssiRmanituanuisnelazesinvesfion Gedmusse ANNNANARDLANNFFU
H:2 ﬂimumafﬂiﬁﬂﬁmL‘ﬁ'mﬁ?ﬂmﬁwmL%\imﬂﬁi@mwgﬂﬁmmﬁﬂvimL‘ﬁm IuzfeNiise Garcia
(2023) ﬁﬂm‘uwmmmmﬂiuimﬁﬁ%ﬁalumm%qm”mmiﬂiﬁmmu% WAL ANNNNIEFNTL
uﬂ‘wmmm NAVIARDLIANNFAFIU H:3 mmﬂmeimma‘wwmmmmmﬁwaLﬁnqmnmmmmﬂwumm
iinvieaifien mqm@wmm:mﬂmmwmsmmmm@mwmmmmmﬂwummmwmmm (Jackson
& White, 2019) 81%1 1143981789 Pandey and Sahu (2020) fiwwdn ANANNUFIENINATUAINANS
mmﬁ‘ﬂumwmﬂwummuﬂmmmmiumummmmmmmmmmﬂ HANARALIANNAFIY H:4
@mmwmimﬂﬁiwwmmemmmwammﬂmma‘uuymm@mummui@u ABAARBIILNNUINY
Ismagilova et al., (2017) ‘ﬁﬁm:mmmﬁ“uﬁuﬁiwdwﬂmmwma‘ﬁm?ﬁﬁﬁﬁmeﬁﬁummu:ﬁqﬁi@
iudeseulmfeyaildannisuusinseriudesaulmigninllifesatuayunisiadula iz
@mm‘wma‘u’%‘maﬁﬁﬁﬁm%ﬁ?ﬂﬁwmﬁi@mmu:ﬁﬁﬁi@ﬂhu?il@@@uiaﬂ HANARALANNAFIU H:5 AN
QﬂﬁmmﬁﬂﬁmL‘ﬁmﬁﬁm%waL%\imm;i@ﬂmmxﬁﬁmmu?i'@@@uvl,aﬁ AAAAABNINEIRY Harrigan et
al. (2018) Andn ﬂ@ﬂmgﬂﬁuﬂ@\‘iﬂ/ﬂﬁﬂﬂL‘ﬁlﬂqLL@::ﬂ’]ﬁ‘LLuZ:‘I:L’]ﬁﬂﬂﬁM%@@@M1@1ﬁWﬁiUVI“ﬂﬂﬂ
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apavnssinsvieaiieslag Hanmdyiuumumaesaaagniusesinveadionlunnsnss fuli
Apnnsuustisietiudeasulatl

HAT Lﬂmzﬁ?ﬂw%waﬂ@mummiﬁﬂvimL'ﬁmmemmwma‘ﬁm?ﬁﬁﬁﬁmeﬁﬁmm@ﬁi@
ma?LLuzﬁWi@ﬂhu'g@@@uiaﬁwmmﬁqLLﬂm'\iﬁimmm@ﬂﬂmmﬁﬂﬁmLﬁm HANAADLANNAF U
H:6 ﬂ?”muma‘miﬁﬂviﬂuﬁmﬁ%wﬁwaL%qmﬂﬁi@mml,uzﬁﬁﬁi@?ﬁ@@@ﬂ@ﬁmﬁmmmﬂﬁumm
uﬂwmmmﬂumuﬂa‘mmu AAAABNILNNUASEYBN Harrigan et al. (2018) mwummmmﬂwumm
invieaiiien ma?LLu”mm@mum@@@ui@uﬁlu@mmumiwmmm‘lﬁmmwmﬂwummmm‘[mu
uwm‘wmmﬂuﬂ’]a‘mwmil,l,uzmWﬂm’mm@@u%wﬁnmqn%maL'wm’mugmzmwmwmwmw
B ‘Emﬂmw;ﬂﬂﬁmmﬁjiﬁimLﬂuﬂfﬁmﬁqﬁmiumm’éwmmuzﬂﬁﬁiﬂsj’]u%@@@uiaﬂﬁqmﬂ uaT
HanAReLANNAFIUTagATing H:7 AN nnIsUEN s s iREnEnaTeLInsenisuuzTisecii
?ﬁ@@@ui@ﬁmﬁmmqﬂﬁmmﬁﬂﬁmLﬁﬂmﬂuﬁquﬂm'wjm @mmwmm?mﬂuﬁﬁﬁﬁm%ﬁﬁ
mma‘aLﬂuﬂ?muma‘aﬁmumm%qmmgﬂﬁmmﬁﬂﬁmLﬁﬂqﬁﬂﬁ@mmmqﬂumwQﬂﬂu?ﬁﬂ
luAnnaulatl ganAiedLaLAL09 WU and Chen (2019) FanudnnnTlEmeatulagaunesuaniiv
luifsfuefaeiuilaznnnl dnvesfigainviesfisanisdenanszaunianiinunamaltulaie
dﬁLﬂuﬂ%fu?‘ﬂ’m‘gﬂLmuslmJme'qm’?mm@LLuzﬂﬁﬁ@ﬂquﬁﬂﬂﬂuI@ﬁﬁﬁ@mmw
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ABSTRACT
In this research investigation, the researchers analyze 1) the influence of the cooperative
management based on Sharia Law on the efficiency of the cooperatives in Satun province; and
analyze 2) the influence of the Sharia governance on the efficiency of the cooperatives under
study.
A questionnaire was used to collect data from the sample population of 428 members of

Islamic cooperatives. Data were statistically analyzed using mean, standard deviation,
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frequency, and percentage. The techniques of Pearson’s correlation coefficient and multiple
regression analysis were also employed.

Findings showed that the cooperative management based on the Sharia principles
consisted of the following principles. At the highest level was justice (Beta = .266, t = 7.568).
Next in descending order were transparency and accountability (Beta = .265, t = 7.776); free
from speculation (Beta = .087, t = 6.675); interest free (Beta = .178, t = 4.845); and uncertainty
free (Beta = .087, t = 2.216). These principles exhibited an influence on the cooperative
efficiency at a statistically significant level. Sharia governance consists of the following. At the
highest level was the Sharia-based risk management (Beta = .387,t = 9.951). Next in descending
order were the Sharia-based auditing (Beta = .320, t = 8.057); and the Sharia committee (Beta =
.248,t=6.311). These principles exhibited cooperative efficiency at a statistically significant
level. Therefore, cooperative boards should prioritize the Sharia-based principles of cooperative
management and the Sharia governance in order to further enhance the efficiency level of

cooperatives.
Keywords: Shariah-based Management Principles, Shariah Governance, Cooperative Efficiency
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a a av a a [
LUIAA NE ) LLASITUIENLNEAITR

neaseiiAnsnialinseus esdvitengunedaana Gumneaszunadenguanaiiun
ANNANAOULBIANABIMATNANTAANGATUBIAIAUIBAAIN ATDUAGNAIUFNG 7] TDINTTANIITIA
Usgdnfudulmuvsniaausuniiasitesd dudsaiunissiiunurasaunsadaaniifos
pdunsnelinseu e erdiusruunsRuBaan fei

uanni1sAnllselauazmannFuiingay (Transparency and Accountability) sjaiiuliiina
pNdAlauuazaINIsoasaseulilunnIzuaunisaesessns Avuldssla (Transparency)
umaﬁamﬁlﬂmLmﬂ%@mﬁzﬁﬁﬁmﬁimm%ﬂmmﬂ MU $IENTUNNNITRY ﬂ’hﬁﬁmau%ﬁquiﬂmﬂ
uazfanssudlAtndesfunisdifiugsia mmsnmnﬂﬂummﬁlumimmm@mmmu n134319natn
slumﬂﬂmmwﬂmwmmmmvmmummvmmqummLm@umﬂmmﬁnﬂiummm (Al-Omar &
Abdel-Haq, 1996) ludauresaaruiulingen (Accountability) wunsfianisfifjiiunsste
ADLENITNNNTABIFUN AT LABNITH AR U ALAZNITANTUNNTURIAUADANITNLAZABNTZLAN (Allah)
FNNANT 70z E

NANAINNERATITN (Justice and Fairness) daulunnuuanlunisuinisaunsainuuan
13esd nadafulupanuyfsssumanads mmafiaunsalfesfiRdeaundnynavetnaniieuiu
e laifinmsdendfjimldinasduludemesmsumadssland nsdaasminanns sidanslia@vs
TunadinDediasyauaziisnisuedessns (Iqbal & Mirakhor, 2011)

wdnnslsAannaanide (Prohibition of Riba) LﬂwﬁﬂmiﬁﬂﬁmL@uLL@zﬁﬁﬁmﬁqm‘Lm:uu
N17RUBAAN mwﬁﬂmﬁ@za‘mﬂﬁﬂﬁum@ﬂLﬁ”ﬂslum?ﬁ’]ﬁ;?ﬂﬁwwmmmﬂu%qr%l’m‘f)’iw
dlesanniedaenideidunisuasonuassloniitlhidusssuuazaineaanaliaugaszinag it
WaTET fafu nstmsauannsalmamangesd AdesmAainnisldnenifouaziunnle
stuuunsutisifunaninlsuazannyu (Profit and Loss Sharing) Ui (Chapra, 1985)

nann1sdsAannmanldusinau (Prohibition of Gharar) iunistiasiuludlifininnismn
genssufinaauidnsquitensnliutiuen Wy neindyaymieganadifeazdasdaauie
nsnganaitififeyaifiaae faajonuitedesillififinnnandevneseridaauuasiiidou
dawde faiu m@ﬁﬁﬁqiﬁﬂummfﬁﬁﬂﬁﬁﬁmw@“ﬂmﬁ@zﬁﬁms{qLﬁuﬂﬁiﬁﬁq@ﬂi?uﬁﬁmLfom
L‘ﬁlﬂiﬁm\m%ﬂﬁ’m%fﬂﬁﬂau%iﬁ@ﬂ’]\iﬁLMQN@LL@&Lﬂuﬁ??N (Igbal & Molyneux, 2005) N19Li5%19
aunsaffiaAannannaldwiveuiidasaienuiunmanisduluszaznauazaispanudeiu
luszuLiAIEgna (Usmani, 2002)

wann1silsAannisifieinle (Prohibition of Maysir) lundnni1snfinunisinganssuiise
AanssufiAeadasfunisiduiurienanudsiifiuaas nanafie nafieinls Aentsuansan

D
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91

nalszlamiannanyliunewiteniadeslan dodasianisliiunaneuunmlng lu15E AU
AINNNINUWTANTATNYAAILTASS (M. K. Alam et al., 2021)

11302dA1UNA (Shariah Governance) MN8N FLULNIIANLALALAZ LTI TAAN1TN 8 T
mﬁﬂmuﬂmﬁﬂgjﬁﬁmwzﬁ“ﬂﬂgwmﬂ%mu%‘\iﬁ@mgwumLﬁ@lﬁuﬂ@dmuﬂmﬁﬁqLﬁuﬁ@mi
@f;iwmfﬂmmﬁmﬁmgLﬂmsﬁmﬁum@ﬁmumlu'ﬁmmu (Usman et al., 2021) 2vUUT 0 daming
sulagevlunnsiusesinfansTaNAR LN AN VAN NN TR T oz d AFALIARNNHAR Y1951
ANAWN d9AN LATHFNA NHUNNE uaTAnILu Tneflaedlsznevdail

mmzﬂﬁmmafﬁnﬁ@zﬁﬁmﬁﬁﬁLﬂuﬂ@%miﬁ’ﬁu@memﬁﬂ's‘mﬂmﬁ@ﬂﬂﬂmmﬁmmumz
nasnineuluanitunisfuliisenakesiunguazndnnisasasiozd 4747l Grais and Pellegrin
(2006) EutiuinAznssuNsTSseviiiuasAlsznaud AtyresssuunsniLAUARNNANTEI0
mm:m‘mma‘ﬁqﬁwmmﬂuﬁqmemﬁﬁ@mﬂa‘:‘ﬂmﬁmmﬁﬁwiummquﬁﬂi?umﬂiﬂmmm
mmma‘smLﬂumuumﬁumﬂmmm@wmmm (Hassan et al., 2021)

maua‘m@mmmmmwzﬂﬂmva@va s ﬂ’m‘ﬁwummmm NM3nANEET WL
33emanIAEd (Ramly & Nordin, 2018) Sﬁmmmﬂmmmmmwmq@mmwmmmﬂumafﬂgum
puvanTZIaviinaunsaiinun M lussuuannsaliosneaaed WeaINnNITUIMNIANNLALNANNUAN
1L3R mma‘mmﬂtymmmmﬁ\iﬁqvl,ﬂslu@mm‘im

nMIAIAdaLANNANTITezd unszuunInTadeuLazlsstlun19A N HLIUI0IR9ANT
wsaganadnUfuRnndenmuauazndnnisreingunis@aanatgnsiasisald Tnasadiulinng
ﬁ?ﬁLﬁuﬁ;afﬁ@Lﬂuiﬂluﬁﬂwmzﬁm@mﬂéﬁmﬁuuﬁﬂmmm%mm TANLILAIATBINITATIARALATNNAN
g i3esd 1ilalfinanuaanndesiundnnisanaun Saanallsdlauazindede anasnuides udu
‘mm’jmamm%@uﬁﬁQmmwwxéﬁwiﬁam%ﬂﬁu%ﬁqm@mw‘hLﬁmmmwmﬂ?mmmﬁm
(Nguyen & Kend, 2021)

NuAsaRB U3 saunsainundnaidesd nudnilindanislEAnenlieng
NANNUAL ﬁjﬁﬁﬁmg‘ﬂmuﬁﬁﬂﬁﬁlméﬁm ﬁqi{Liu et al. (2016) QB LN RN TUAIINE 03T
neiguaziendulueesinsiasuazaulansiiiunsanduiusidauansndneanulylsdlauay
ﬂ@za‘v{%m‘wLﬁlmﬁuﬂizawqﬁmmmqmﬂ%dwwﬂa:mm%ﬁgma 41U3981989 Rehman et al.
(2022) Lmﬂﬁl,ﬁudﬁmmqﬁﬁﬁmwdﬁmﬂmm’jmmzﬁ“uﬁuﬁﬁummﬁ”wﬁﬁqmﬂﬁm 7] L AN
nalaluau AN Usednsninnisinany Lmvmmmﬂu@ﬂ"ﬁﬁ naaNINANe linaneieany
MNMLmvmmﬂm:ﬁﬁwmL‘fluwuﬁmmmmﬂm@@”éﬂumimmmumm Suharto (2018) W11
mmmnmmummmimmme?”m@mwium@ﬂﬂmm wazannsouiiiiunainlsvsaannmu
pndAdauTinnasiuedlusssn ulAeafUuAdaae9 Dusuki (2011) ﬂn‘mmummwm
m@ﬂLUﬂ‘meuuma‘mummmqmmma‘mwmmum@mmmﬂ meumummwummm
faEli AMn9LISELes M. M. Alam et al. (2017) ﬂmq'mmﬁ‘mﬁmﬁ‘wmnwmvmqmwmem
ananaiiniaauligRsssuuaznisienine ey faluRaRdasensnAawBaaIy Hanif (2019)
wudnafisinleinlifarauldgfsssnuazannlidanna anatilignisgoydeniasegiawn
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dreladnemit &T\u‘fuﬂq?ﬁqq@ﬁﬂummmﬁﬁmﬂﬁuﬁmwzﬁ"ﬂmﬁ@zﬁTmm{mﬁuma‘ﬁ%gaﬁéﬁmw
Lﬁ@lﬁmm%mmmﬁm'ﬁﬂ@i%@ﬂ’mﬁLM@N@LL@zLﬂuﬁa‘m (Hanif, 2019; Igbal & Molyneux, 2005)

ANNINUMILAsIINTTNNLSE 1At RREadesTuT ResdRunaihinansIddnm il
Ben Abdallah and Bahloul (2021) 1##igatinud6aNIEnLae9AMEns NS0 SHananasaLa
N17ANEUIIUNINITRULBIADNTUNTRUBARN Az Usman et al.,( 2021) WUAANN9 R AR
AniznIsuNIT T ezdazin WiildaulfdaudusiulalfdRanssuianungesaniunis@uas
s AannAanssuiidarendns Bezd anvaeuiseaes Bhatt (2019) ﬁwudmmm’?ﬁlmmﬂﬂﬁﬁﬁ
ANNNANTLIR TN LAN TN LITIaLAR1s2 AN TNNNN9N12R8U Lay Odia (2014) WUINNTATIAED LT
?ﬁ@:ﬁﬁﬁ@mmwzgﬂsiLﬁmsﬁqmﬁumﬁﬁuﬁm@mm AnNTUNNIRULAE A NARBNANITALTLNY
NNITRULBININLYIFE mnm?mummﬁmm‘mﬁjﬁﬁﬁmqLﬁﬂﬂ‘ﬁ'mmzﬁqﬁmmmmﬁﬂmm
WA AN UNAN T TezE Az dnasatlssANEA 1 NTa909ANS (Organizational Efficiency) Tned
Use@nsnInesAns umaﬁqmmmmﬁ‘mmmﬁmlun’m“l%m*wmmﬁﬁ@%' TddnanfluRdunu 1an
useant sidadan HAnnadHETATIEN Imﬂsﬁ%%‘/ﬁ/\lﬁl’mﬁ‘mﬁ’]lfuslﬁﬁ‘ﬂﬂﬁ@‘m Tuanuzineniuifansssg
Lﬂ’mmﬂLmszmqﬂizmﬁﬁmgﬂ?’i ‘Emmmﬁf«?n"ﬂﬁ”s{aLﬁuﬂiz'ﬁw%,ﬂﬂ‘w*’n@muﬂmié”mummﬁwﬂwm
auin nesaasminennsatniisz@ninmuazanuideiusioannsal

auuﬁgmmmmﬁé’ﬂ
muuﬁgmﬁ 1 NFLIUNIANNIIANNANT TR TN AN SN ARALILANB N NURIANNTDT

a dl =l A aa a 1 a a &
mmmgmw 2 Ti7ardnuaNansnanal s ansnIneesannan

NFAULUIAIMNAA LUNISIAEY

NNSLSUNITAUNTMANNURANTIFDEH
(Triki & Boujelbene, 2017)
« uann1zAullMlanazANTLRATAL

1sANBNINURIRUNSTDY
(Delaney & Huselid, 1996)
« pruRanalaaaNnTn

* UANANYFTITN
« wann9UsARNAanLiel

« uann9sAaNAN 1 LLLaY

. s o . NIAAATIVINEINTFALNGH
« wANN9LIARNNNgLAINN TS

ULANBNN

. AR UFRAUNIDT

WANTIFDEWALIA (Zain & Shafii, 2018)
. ﬂmzm‘ﬁ‘umﬂﬁ@zﬁ

« NFLIUNTANHNIRLNANNNANTFAL S
. NIATINAALATNNANTNTDLET

AN 1 NTALLUIARA INNTIAE
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CERTEMPLRET!

nAaAfThduntAde @ Bunn (Quantitative Research) A28N153LAT1ZEN1TNLNTOT
slununsimunlssAvsnnaesannsninnumangisazd

dszmng Aa anndnavnsnidaauludandinana fRdaiiudeyaainanndnannsal a1uou
34,266 718 NQNALBENN A9 dN1TNanNTaIanuaL 380 T8 TnenmuaruIANgusaatng (Sample)
*EN?Mmmeﬁmmmﬁq@ﬂﬁqmnmﬁazﬁﬁL‘%@gﬂmml,mﬁt,l,mmﬁl,ﬂu (Krejcie & Morgan, 1970) WA
ANINMUT04 Berdie ot al. (1986) N81991 $R2INNIAAUNFLRANN Aa S0t 70 ARREERIVRER
LWUUABUDIN A1UIU 428 98 mﬂﬁ-’mwmmﬁuﬁq@ﬂqq ﬁ%"ﬁl’&lﬁ\lﬁ’mﬂ’]\‘}LL‘].I‘].ILL‘].ix‘]‘ﬁQ/qumﬁ/ﬂ’e‘i'Ju
desanniszanszesnsineiinszanaauanansing I slmqmmm fahuAstuundngdou Int
fhdruaulszansvesuRazanmsiaaduauLlszansiienun ﬂmmmmquﬂ@mmmw
Faanna ielisuauugn fRdeaslinesdusinetnawuuatnaiesial

Freaiialflunaidy fe Lmumumwwmmm‘-mLmemmqwgwmmnumuﬂ@mﬂﬂm
‘Emﬂmwmmﬂﬁ‘m@mwLL@”mNm@mmmum‘Lw LW@IM@@ﬂﬂ@ﬂQﬂUU?‘UV}LL@"’ﬂmwlfJ‘ﬂ?;l’]\‘m
Anwn gadaldAmuauuuaaunnmiu 4 dow lHun ddi 1 ﬁu@g@mmmmQmmmumumu gl
2 glununisimuaunsainnvang sesd daufl 3 3 iverdAune daufi 4 UssAndnmaasaunsal
VinmsdnuuLlseN1uA1929RLASN (Likert scale) 5 9261 aNNTEAL 1 MN8N laiifiudaaasinads
AUDITEAL 5 U189 Lﬁué”mﬂmﬂﬁm uazdauf 5 feiueus

mmumﬁmmwwm@mLW@Wﬂ‘uﬂmmﬂ’mwmmmﬂaﬁ”mﬁﬁ} JedAsLiinisannas
LUUNWYARS (Multiple Regression Analysis) mm@@ummmmm‘wnqmw 1 (Content validity) gl
pnaaauAIATiiANAaBAR&ed (Index of Consistency: 10C) mmﬂtﬁnmm’m; 3 ¥4 HANNTATIRADL
WudA1AINARnAdedITdvdiaAnnAusudsluluusaeuaN HANegszidng 0.67 - 1.00 X
lulimsinausd (Hair et al., 2009)

nanMIAIAgaLANNITesTy (Reliability) 1&”11%meﬂumuﬁﬁuﬂgﬂﬁﬁmmvﬁmm\i
Gebenuda Tunaaeureuinl\i45e (Pre-test) funguiaatihednuau 30 9a Suiuypnanuas
NANAUNANAQIDENIATY wiaAnuaniAndulszansuearinzesnsauLnA (Cronbach's alpha
coefficient) FeufunuTTiA AEesusus 0.70 3l (Hair et al., 2009) wua1 lun1wsasAn
ﬁuﬂﬁzamémﬁmﬁmmmﬁqLLﬂigﬂLLuum@ﬁmm@unmﬁmuuﬁﬂéﬁﬁ@zﬁ Usenaufae wannig
Tsalauazarnuiuingey uanANeAS9TN adnnsdsAainaenide wannisismAanaanla
wiuan nannigisaaInnaienils HAwinfdu 0.84, 0.84, 0.89, 0.84, 0.91 MNAIAL LazFauils
TitazdAuna Yszneudan Anznssunissitezd n1siusaanudsemandnaiesd waznis
FINRARUANNUANTITaLd NAYINTL 0.88, 0.91, 0.85 AMNAIAL DOINMLLABUDINNADININ
anunsnlfiiudiasgalfas
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NANNSIAE

1. nan1sAnmdayaansmrlss1InsANARTULAZIEALAINAALTIULIRINADL
hUURRUAN

Tadudauynnaresgaaukuudaunin wudn douluniduinATiIgaue 228 AU Faeay
53.30 {01199 31 - 40 T A1uau 136 AW Fasar 31.80 AUNTANENILALILBLYYIFTANUIU 260 AU
AnuFasay 60.70 Nanalfsiameulaailszunns 10,001-20,000 1 Anlubeaas 60.30 wazany
nafluanngndaulug) 11-15 U Anflutesas 36.00 nsAtAsziesdunudn aundnaunsold
mwﬁmLﬁwﬁ'mﬁ”‘um:m?mimm';“ﬂimwzﬁ”ﬂsm%zﬁmuluazﬁumn(I\/|:3.94,SD:0.62) A1
T139zdAUNa WuIaNTnaunInitsTauANNAnTiulassaNlusEAUNIN (M=3.93,SD=0.63)

2. ANBWANTUTUNTAUNTUANUANTIFRL AUz T TR dAUaAaLszRNEn T NTRY
ANNT

é}ﬁfvﬁ“ﬂ%Lmﬁ‘wxﬁm'ﬁﬁuﬂazﬁw’émwﬁ“uﬁuﬂmuLﬁm‘zﬁ“ul,ﬁ@mafq@mu%@mnmLﬁ”@qﬁmmmi
AAszinITaAneENIAM AeFauLlsfiaslANANTUSAY §idtasi A udiufssudnagFauls
AU 11 faudls wazpsaaaauiliymininesuduns (Multicollinearity) Taaldinusinisiansin
Aa ANdNRusaeiaulsusazAfiesldiig 0.90 (Hair et al., 2010) wud ANNANNUTILUINNAN
LLﬂamwmumqmuwuﬁmmrﬂummqmeﬂumﬂﬂ memmuﬂaf”mmﬁwmwuﬁﬂmvmw 0.62
-0.75 @mmuﬂmﬂagmmnmmzmu 05 vadslinuAndun sy @nsszuinsfausfislenwindu 0.00

é}ﬁfvﬁ”ﬂﬁLmﬁtﬁmmmmmLLuuwm@mLﬁ'@mmmzﬁ”mﬁ“uﬁ'ﬁqLéﬁumNﬁwdwmafﬁmmuﬂmi
ANNUANT a0z UL AnBN NeaUNI0T LAASNAAIAITNN 1

1
caa

AN514 1 NILATITRNDNAUBINITLIVIANNTUANNANT e aN T AaLls ANBNINIRIEUNTDT

Aauils B Std. Error Beta t Sig. Tolerance VIF
A 0.606 0.083 7.261  0.000**
nannsldlauazanuiuingey  0.235 0.030 0.265 7.776 0.000**  0.411 2.430
udnAYRETS 0.219 0.029 0.266 7.568 0.000**  0.386 2.590
wannstlsrAannaenie 0.133 0.027 0.178 4.845 0.000*  0.355 2.819
nannstaAanAnlaliyduen  0.070 0.032 0.087 2216 0.027* 0.312 3.201
nannstsAannniaianils 0.193 0.029 0.233 6.675 0.000*  0.391 2.557

R? = 0.798; SEE = 0.29110; F = 333.837; Sig = 0.000

o a

TednAtyfisziu .05 * udnAtyszsu .01
mmammmmuuﬁgmﬁ 1 TnedimsnziinisnaneauuLnAAERE TGN wudn faudls
BasrARUANNITLIIMNIaUNIDIRNUANT T d nFulauduiusiudaulsanatneiipdnAty
mmﬁﬁﬁa‘xﬁuﬁmﬁﬂﬁmﬁ 05 ASLAASIUANTIY 1
n1saAszrA N UNENAUEI9N (Multicollinearity) 3avsiautlsnennsailaeuaniduse
f1% WU AN Tolerance 2a9dauLlsnennaninnsiauls HA9EsEidne 0.312 - 0.411 uazA VIF Jpn
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921314 2.430 - 3.201 wlulimnunaseians Hair et al.(2009) IR L Tolerance ¥1nN31 .01
wazAn VIF faglaifie 10
Slefiansantiminuansenuaesiauls wudn NANAINERDTTN (Beta =.266, t = 7.568)
sa9a9u1Ae nann1sllsalanasanufulingey (Beta = .265, t = 7.776) FUFUT 3 A wanng
UsAannnnaieinls (Beta = 233, t = 6.675) SUALT 4 An wdnnssAanaanie (Beta = .178,
t = 4.845) uardusugavingAauannslsaana N lililiuey (Beta = .087, t = 2.216) Hanswasia
132 AnBnnaasaunanl iieAinsnzirnduilszdnanimnun (R Square =.798) WU Aaul96in
AT niuesLNe T ANE N NTesavnIlNt AT 79.80 dauTivARantanaT 20.20 4147N
Tladednuiu
éfﬁ@”ﬂ?aLmﬁzﬁmmmm@ﬂLLuuwu@mLﬁl@mmmzﬁ“uﬁuﬁﬁqLﬁumaﬁ‘wdwﬁﬁ@zﬁﬁm@ﬁu
Use@NTNINUBIAVNIOL LAAIHNAAIFNTIG 2
574 2 NSAATLTANENATeMAN T HarE RN aRT AesyANB A aesavnIn]

Aauils B Std. Error  Beta t Sig. Tolerance VIF
AAsh 0.769 0.090 8.565 0.000
ADLENITNNNTT TR 0.211 0.033 0.248 6.311 0.000 0.377 2.654

NIRRT AT T30 0.332 0.033 0.387 9.951 0.000 0.385 2.598

T o VO 0.266 0033 0320 8057 0000 0368 2716

R? =0.753; SEE = 0.29110; F = 431.774; Sig = 0.000
* dpdnAnyNsziu .05 * dad1AtyTiszay .01

mmimmmmﬁgmﬁ' 2 InedAszinisnanesLUUNAIAaea bR N WL Aautls
Saszherezdinanninuiienudiiusiumudin asefiidndymieadifisssu 05

n1saAszriA N UnENRUE9N (Multicollinearity) 3avsiautlsnennsailaeuaniduse
A1 Wudn A1 Tolerance adsianlanensnivnsa Henagszidns 0.368 - 0.375 ua¥AN VIF HA7
92134 2.598 - 2.716 wlulimnunaeiaas Hair et al.(2009) TIPS Tolerance ¥1nN31 .01
wazAn VIF fagladifie 10

Sefansnntiminuanssnureaiauls wudn naBsA R EeRnuvdnT 0L E (Beta
=.387,t = 9.951) 74ANHNIADNNITNTIAFAUANNNANT1F02H (Beta = .320, t = 8.057) WALHUAL
qnfintAaAIZNITNNITI7asd (Beta = 248, t = 6.311) favsnanellsvdninnaesannsaiile
AipseiAnduLlsEAnEnnauua (R Square =.753) WU fautstirasdnunadnnngnsaNiuasLne
UszAvBnmaasavnsaimsbenns 75.30 daufivAedrienas 24.70 wnanniladefiuiu y

dgduazanlsana

AnsAnE e sUuuLNIREWNUscAnEn T waasaunsainunangisasd wudn nannng
u??mmwmfnimw@”ﬂmﬁ@zﬁﬁ%m’%waL%qmﬂrﬁi@ﬂ@xaw%ﬂqwm@mumtﬁ@ﬂ'wﬁﬁmﬁﬁﬁtymmaﬁ‘ﬁ'
36U .05 AnNFNRLEF N TN ULEaclfiudn nstvannnsLEmnsannsainnu s Fezdun iy
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AN9¥ANN AT e fintl s ANE AW LN IAIDNY F991A1RAIINANTAVENNNTAINANIENNN TSNS

mmL%mfwmzmméwﬁﬂumﬁmm%ﬂ denaliin1svinauuaznIILINAANsNUsE&MEN NN

1 FagenneeTULATHY04 Liu et al, (2016) Anansliidiudsnnuidenlaersyndngannullsela

wazANFuRnTeuselssAninwlunislddnaudszunniesigung wazdiaeanadeaiuenuid
v -

284 Rehman et al (2022) ﬁLL@mﬂﬁLﬁudqmmqﬁﬁﬁmwdwuﬂmm’jmmzﬁuﬁuﬁ'ﬁummmﬁqmn

A

509 ) 1 Ar NAenalaluan arngniu Uss@nsnannisinaunazaanadued e aniady
ARAARBINLAININUISEURY Dusuki and Bouheraoua (2011) %Iﬁ%l;ﬁLﬁudﬁmaﬁqm@muﬂmmuu
maﬁu’ﬁmmmj'fmmmmﬁzmqmaﬁum@muﬁﬂLmzmm’?mmmmuﬁﬁmm&ﬁu HANIANEN
wudnaNEnresannndaauiiln Aannaenidefnnufiwelaunniy ez ldiinsyaendad
dniluntsentinuesn waziiluldmiuearuddaaas Usmani (2002) m@u’?‘mmuﬂmﬁiﬂﬁmm
mmvl,mLLuu@ummm@Nmmmummqma‘Nu’Lmvmm mevm@mﬁa‘ﬂ@mmqmmmu%mﬂ
ARANNLAETIaNaLAnTuLAL m‘wmmmﬂulmvuummﬁm yanannuisanaf oy
M. M. Alam et al. (2017) wag M. K. Alam et al (2021) Wu1 ma?mﬁiﬂwﬂﬂﬂmnmnmﬁﬂuLLu
LLu@uLL@”mﬂmﬂﬂmwmamfmmmuumwmmw,m”mwmmmaﬂmmuLma:rﬁﬂfoﬂmvw
219 EA4BHANNAALIWINNTIN AN NINNNNIRUIBNBAANWTEUANINILENIANNMAN T30 L TN
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The sample population of 400 smallholders was obtained using the technique of
convenience sampling. Data were analyzed using the technique of multiple regression to test the
influence of seven independent variables: performance expectancy; effort expectancy; social
influence; facilitating conditions; hedonic motivation, price value and habit on the intention to use
the B2B agricultural products trading applications.

Findings showed that the performance expectancy, effort expectancy; social influence,
and price value positively exhibited an influence at a statically significant level on the intention to
use the trading applications. The factors of the facilitating conditions; hedonic motivation; and
habit did not exhibit a relationship at a statistically significant level. Findings show the application
design to be user friendly, to have obvious benefits of use, and to have economic worthiness. The
promotion of the usage through social applications will lead to a higher rate of the adoption of

digital technology in the groups of smallholders.
Keywords: UTAUTZ2, Farmers, Technology Adoption, Usage Intention
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Tuiaa UTAUT2 waznisissana ldlundunnisinsnsg

Tuaa UTAUT2 (Umfled Theory of Acceptance and Use of Technology 2) 1uN9WRIUNGIe
aananiueg UTAUT Aaihs Tag Venkatesh et al. (2012) aanuUuLieeFL1ngAnssunIsaaniy
wmalulatirasgislnaluizunnisldnuuuuadasla ldardnenzisunesdnawianly UTAUT fu
usn Tupatilsynaudnariadenan 7 ﬂi”ma‘ﬁmmdwmﬁ%w’%waﬁi@mmﬁ”ﬂﬂ%mm‘lﬁu‘lﬁ@ﬁ

1sznnsusnie AcuAAnslutlsEAnBn1m (performance expectancy) BaManefAINNITe
Smslimeatuladaztasfiunadng 1 Lﬂ‘]:rmmlfﬁmﬁLLﬂﬂwmmummmmﬂmemmmm@mﬂu
mumuﬂquvﬂmimmu 1snn3Tidadie ANNANAVIIENLANNNENENY (effort expectancy) T
azviauivanudrelunisBouiuazliu wnualnairduldnulidudeun Aazn g l45ansandy
WA Usznnsiianuie avsnaniedan (social influence) MNNETNULINNAAUWTANIFATLAYWAIN
umﬂm@u%q T4 N EAINT ATALAT EGIIEINGHIt S finuasanissadulatiimatulatiunl
tsrnneidne Hewludasiuae (facilitating conditions) 1@me@um‘wmmm”mmumum
lerne 11 NdnABumasin nstiaunsaliufimunzay sitenslEsunstinausanniduiing
Usznsiinae 19994 1a1TIANINAANAY (hedonic motivation) NHNATNAINALNAUIUIEAAIIN
fanelaniinduileldmalulad minnisliaudaanuinaula fazBanszduligideanidse
Usznsfinnie AINANAIAIUIIAT (price value) ﬁmﬁ@umﬁqﬂ”ﬂwﬁmwdwﬁunuumﬂaﬁﬂmﬂ
wninsasnawivdiA lanssesnislinunalulagiaouduen Fasuun Tt eanni anding
A8 ANNLAETY (Habit) 1/1mm@’mmﬂsﬁLmiu‘iaﬂ@mqmmu@mmﬂumwuwqumma‘uﬂ?vmqu
meslﬁnl,ﬂmmmmﬂﬂﬁnw,t,m Tanafiazl¥ mﬂ‘EuI@ﬂmfl,ﬂ’l,mvﬂvmqnmmmw (Venkatesh et al.,
2012)

NuAdERuuNn A tee UTAUT2 snddsegnadldluniminens Tnaanizluszina
ﬁﬁﬁqﬁwm'ﬁmwmmﬁﬂLm%m%fv‘iﬁﬁm%mim‘qm%wﬁ”uﬁmlmzﬁﬂmmqmm‘ﬂui@ﬁ L THRNE
Abad et al. (2024) Anwniseeniumalulagfoynidssingnieninnems LL@vWUQ’]ﬂ’J’]MﬂWMN
TutlsyAvEnw fevluesnuag uazaanuinedy L‘fluﬂ@@ﬂmmmwmmmmmmﬂfﬂmm 20U
Putra et al. (2023) AuAnziiniseanfuLalnaATun1nems luaulaflide waznudn ANANANIS
ANUAINNENEN LAY 8NENaN1edIANiunuAAtysanisfindulald 18NA"NTl Sharma et al.
(2025) Anmnsaaniumalulatiumalunianseas wudt ANANAIEILIIAT LazANIALTY
Wusaulsd1Aty 491971u299 Dudas and David (2024) ﬁﬁﬂmmﬂ?ﬁmLmimmﬂ’émuﬁ“ﬂuqiaﬂ
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1
= v o

Fiudn avanantedany way Meuluidasueiiufulsmaniingnfuntseniunislinu
walulagfanann

TuseAUnANIA 91U04 Larasati et al. (2024) Tudulatlids wudn AoauAandsly
dszAnEnw fevludesiuae mmmmu WA mmmf@mmuumm (Personal Innovativeness) Nua
siapuislaldinATulat loT HansinEnsuiudi 107 Wee and Lim (2022) lutlsyimanniaide
$7E91990 @mwmmqmmuLﬂuﬁ@fwmmymgm FA4AINIAR ANATANIAl LU TEANTAIN AN
ApnSaBNuAINEN Ny uazdenlaEes s lunnstesiumelulad Smart

A mFulszimalng Wongsim et al. (2018) wudnnisldunanwadu e-marketplace lungw
inemansdansdnia Intiannzlungugeiofiifednfnduinecuazanudinlasiomatulad T
ANANANIIAIUAINNENE N DatTugiassadnAy 17 Pothisoontorn et al. (2014) Geugiay
Wl Tuna UTAUT2 Taemse usfdneglassaidelaseasng wu panallifuneiuglnsniuaznis
Maussqsladedinn Teaenadesiumudslulumadingn

wildnTuipa UTAUT2 %éﬁwﬂ%mawqﬁﬂﬁumafﬂﬂm“uLm‘[ui@mummﬂwmiﬁﬂﬂ'w
ATALARN LLrﬁi\iﬁuﬁf«?@"ﬂz@'qu‘Luﬂjmmaiuﬁuﬁma‘ﬂ? ﬂﬂm”l,mwmumuummam L1 N19WNTLgn NNg
AANINIF LL@vmﬂmmm@mmmm mﬂﬂmm@ﬂﬁ‘vmﬁﬂﬂumuma‘mmmm@mmmw
NARARHALLNAANDSUARTALLY B2B 39 Chaudhary and Suri (2021) léiauadn AnulEansla
(Trust) Lmzmmﬁumuﬁmiquﬁwﬁ”ugm (Infrastructure Support) uilasad1Anylunsaauiu
wnannaiu e-trading m@ﬁﬂwmﬁuﬁ%mqL'r?mlﬁuquwﬁmdm TnentiudiasnzvingAnssu

]
a

inEmsnsesiaslunisaaniumalulagidqatladasnirenaialuiiuialnaiadulasunanna sy
N9 TR RUANEAT

auumﬁ'\umsqw
@uumm‘w 1 AruAAnde Ll ANE AN ENE N A BeLansieAusala ue UnAnduie
YR UANNATUDINEHTNT
muuﬁgmﬁ 2 ANNAIANTIAUANNNENLNHANENA LTI UINFaANeela e U na LAty
FRULRAUANNHATUDILNHAINT
muuﬁgmﬁ 3 ansnanNgdIANNansnaEsuansanuselaldLalwa LAt uTauaAWAN
NHATURILNHATNT
a dl dl dgj ] aa a a 1 nizl v a o d” a %
ANNAFN 4 NaulpesugRananadauansanNsela g ualnApduEau s RUAN AT
YN THATNT
a dl a a a aa a a 1 qg/j v a o/ dy
ANNAFIUN 5 U laTIANINAANAUNENEN AT LanFaAdNFala T ue UnaIaduTe
YR UANNATUDINEFTNT
a dl % Y aa a a 1 :/j v a o d” a %
ANNAFIUN 6 ANANAFUIIARNENENATNLINsaANsala T ue LA T uTa I B RUAY
LNHATURILNHATNT
a dl a aa a a 1 a,: v a o/ dgl a %
anNAFIUN 7 ANAETURENINALTLInFaAd At la lue i nainduTe nnaduA N AT
YRILNHFTNT
NSAULUIAAIUIAE
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INATE TN 20LLUIAR UTAUT2 (Unified Theory of Acceptance and Use of Technology
2) 484 Venkatesh et al. (2012) eAnun s RTavinasanuiclalfuaUnaiatud e g duAn
NHATLLL B2B 109in1nsnsing lnafiansauntadandn 7 Audaiusulsadss 1Hud Aoy
Arandalulsz@nsnw (Performance Expectancy) ANTNANANTIANTUAITN NN e N (Effort
Expectancy) angnan1943au (Social Influence) LQ@‘L&ML@@@’]L&')H (Facilitating Conditions) LLNN%
WI9AITNLNARLNGY (Hedonic Motivation) mm@ummumm (Price Value) Lag AYNLARITL
(Habit) saudsmniu As L (Behavioral Intention to Use)

Performance Expectancy
H1

Effort Expectancy
H2

Social Influence 3

H4

Facilitating Conditions Behavioral Intention to Use

HS

Hedonic Motivation
H6

Price Value H7

Habit

2N 1 NFaLLIIARTINNGISE
sziligulgias

1. et un3ddaiun o (Quantitative Research) Tne 1438013412910 AN EA
fladtanTuing UTAUT2 figenasaninusslalunislfunanne fuiaana Rusninun s B2B 184
NEAINTINE %Haﬁi%qﬂﬂmﬁLmﬂzﬁﬁfaﬂmaﬁmmm@ﬂwu@m (Multiple Linear Regression) e
NARDLANNANAUT TN UTENINgFauLsBasy 7 fa lHuA A NAIAndIf1ulse@ananin Aans
AAMTIALATINNEN NN BnEnantadenn Hewleiesuae w3999 1A TIAMNINEALNAY AN
ANANAIUIIAN UazANNLALTY TUALLRNN 1 60 Aa ArwsclaldueLndiaduiseunanediie
PUFUANNEATULL B2B

2. Usvannsi i lunnsiseAainsnnImetealudadasunanas deildnaninlunigld
walulad 1w N5l insdAnsinenevisedumesiin LL@”ﬁLLuQIﬁNﬁW’%@"ﬂ’mﬁuﬁ%”ﬂﬁ‘ﬁﬂslﬁﬂﬂéﬁslu
auAe N9iaannguanaengl§3sn1sguuunazaan (Convenience sampling) ) TneEfidatseanuany
AugunguT wu § luntinu memmfmmwmiumarmmmumwma?mm mmmmmﬂmm’mu
MALLLLADUNIN TUIAUBINGNAIBEWNAANTUIAINUUINIGLDY Green (1991) filguadn N =50 +
8m (Iﬂ?_l'ﬁl m ABANUIUAIWIIBATY) Saminduatnation 106 AW LATANNALULIINTRY Hair et al,
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v
R & Y

(2010) NMuuztihliilEngusiaatinesendng 200-300 Aulun1siAziluea uddatafiudagaann
NANFRBENITIINNA 400 AL ADEdIRAMNMNNTANTI EaRALaz AN NTesdiala

3. wraaian i lunnsd AaLULAe L NN LA TNma UTAUT2 9949 Venkatesh et al.
(2012) Iﬂﬂﬂ‘ﬁlﬁ@ﬂﬁﬂﬁLm\lﬁtm\lﬁ/‘i_lﬂ@:ilLﬂ‘]ﬂﬁlj‘ﬂ‘j‘j"]?;liiﬂ?;lsluﬂﬁ‘zmﬂVLVIF;ILL@KLI??‘LWm@\‘]LLW@MW@§N%@
MeAuANEATULL B2B wuuaauninutiveaniduaiudou 1Hun deyaialilaasgnen sranns
AaNNREaUAaLIRAES 7 Auresinea UTAUT2 wazfauilsanumandnusalalduadnandi
VERIdaUAASH 5 sve Faus 1 = lifiudiaaacinaga D4 5 = WiuAqaa198a faastnaAInIN ©iu

v a o da/ 1 Y o a azddy ’ A 1 = Y
“nsliuatnaipduiiazdoslfiduanenanan1fnaw (Performance Expectancy) “4uAn3n3EeLs
35 MuenwAldutazdieduiudu” (Effort Expectancy) way “AudnAnyluatndulinazativayuli
sulduetnaaduil” (Social Influence)
s v o - v & v Ay vo g = = o

4. nmafivdeyganirauinsnnBunistaaiiivieyanlfifunnsuassaazidaninaaiy
o '8 a o aa o ' o Y o (% dl v d” dl [~ % a
TnnusrasAnisissnasianisduniwnl Tnadszaruiugunginuinadnnuninuiieyaasely
sUuUUN1TANAHRILLUN LU (Face-to-Face Interviews) fnuwnemsng tae luuudauninady

2

a

AuRAIWI 400 11U fravuuuaeuninlfifuniseiuiednglizasfaessniideuasuaannay
wuugauaningadagla

5. maﬁLmﬁ”ﬁ%’@m?‘ﬁﬂmmum@mﬁqme{ﬁﬁﬁé%ﬂimﬂﬁﬁLﬁummmﬂfumwﬁﬂ A8 N9
qmﬂ”ummmwa?mm (Descriptive Statistics) LW@@?U@ﬂHM”VIQ1ﬂ°ﬂ@Qﬂ@NGI’J@H’N W14 LA 27
Anlads LL@muLummummﬁmmmumvﬁ%ﬂ P IT o TNTE SN (Reliability Analysis) e
NAROLAAINLT BITUTRILLLABLDNEE Cronbach’s Alpha KATN1ITLATIZADANDEINY AR
(Multiple Linear Regression) Fenpaeuaninatesaderia 7 antuing UTAUT2 Aapanuselald
uatnaadunNaNNRZIW 1-7 A 1Al Ade

mummwﬂmmumﬁmmmﬂﬂmmﬁmmmaﬂﬁﬁmmm@ﬂluuuw (IRB) Au1gLa
#1984 P2-0295/2568

NANIFINE

1. N@ﬂ’]ﬁfaLﬂﬁ"]tﬁ"gﬁ‘ﬂ%{@Lﬁy@dﬁu@’mﬂﬁ:mﬁ%ﬂﬂ’]\iLﬂi:ff?l’;‘ﬂ??’]?;lﬂ‘ﬂﬂlu‘:ﬁwﬁ/mﬁ’]LL‘W\?L‘W‘H?
MU 400 AU WU nguFnet wdulrailunATIeTeaT 60.2 LaTinANCINIaEAT 39.8 1998
finunniigaia 41-50 I $erar 33.3 sesasunFangueny 3140 I uag 51-60 1 audasu fu
nsfnen daulvnjauszsudsenAneneniibenas 54.5 uazilselfiadese iauseming 5,001
10,000 U Fasiaz 405 axfiaudnmnizaaenguinumnanafidsalfiunarsraullniesii il
insasnadaulunfesas 90.3 deliipaldualwaindusituniainemsunneu Aileedoutionfineld
U 1Y “Paksod” 1178 “MOCAgriMart” LL’&@\ﬂ,ﬁLﬁu'ﬁ’]ﬁ‘?&ﬁ‘]_lﬂﬁ?5‘].I§LL@$T1’]§‘1‘%Q’]MLLW@MW@§N%yﬂ°ﬂﬁﬂ
Fudninemslungunemsnsdear lussdusnun

2. mmﬁLmﬁzﬁmmﬂﬂwn@m?wdwﬁqLLﬂiﬁmzv%q 7 fivannlaiaa UTAUT2 Ausiouls
P Ae AnnsslalFuetnaiedy wudn ‘EmLmimmquﬁﬁmﬁﬂﬁagmmaﬁﬁizﬁuﬁmﬁﬁﬁm 001 (F =
71.562, Sig. < .001) wazNA1 R2=0.561R"2 = 0.561R2=0.561 LaAINFuL TR AssanuAANTD
aBLntAL s suTesAnL eI lE S atas 56.1 (Adjusted R2=0.553)
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A1519 1 LAneAFNLsZAnsunisamnastadANsalalung danunalna At uTan e Lans et
NINNITNBFATHUL B2B U09LNHATNT

Unstandardized

Coefficients Standardized

Aauis t Sig.
Bet Standard Coefficients Beta
Error

Constant 0.722 0.194 3.717  <.001
ANNAIANIS U se@nBnn 0.109 0.044 0.112 2468 0.014*
(Performance Expectancy)
mmmmw‘ﬁﬁ’mmmwmmu 0.226 0.044 0.264 5146 <.001***
(Effort Expectancy)
ansnan19dann (Social Influence) 0.130 0.042 0.123 3.116  0.002**
Heula@esiuae (Facilitating 0.014 0.047 0.012 0.301  0.763
Conditions)
W9 lalENANINAALNAY (Hedonic  0.089 0.047 0.110 1.894  0.059
Motivation)
ANANANAUIIA (Price Value) 0.279 0.048 0.267 5.755 <.001**
ANNLALITY (Habit) 0.068 0.046 0.081 1.483  0.139

R =0.749 R* = 0.561 Ajusted R* = 0.553 SE. = 0.742 F = 71.562 Sig. < .001
naELUR *p <0.05 *p<0.01 ** p<0.001

ANA9N 1 uansliiiunanisinssinnnasnignisasouls wuda § 4 JadeainTuna
UTAUT2 fidatasiamanuselalinetnaindudoansfusninsnsuiy 528 aeNTAATYNNeaDA
1aun AuAandsludsz@nsnin (Performance Expectancy- PE) eﬁ\mmmmﬂa‘vmmmmam B =
0.112, Sig. = .014 L@ eIt ua e uaUnALATuann Iy M ndeduelnaadutas
nsAnannnisangld SaunAuAIANTIENuA NNENNY (Effort Expectancy -EE) (B =
0.264, Sig. < .001) azfiouin AoxdelunslianuiinaesnsdnausienyinssuniseaniuuaLnain
Fu ludauresdninannsdenn (Social Influence -SI) (B = 0.123, Sig. = .002) LAANDIENENALR
ﬂfojwmaf@u%wﬁmmrﬁi@ma‘ﬁmﬁﬂﬂfﬁmﬂuimﬁ LazANANANAIUIIAT (Price Value -PV) (B =
0.267, Sig. < .001) nN18AINIIN1TUsIRUANNANATE NI seTamiua s A uaInnisldau
LelwAnduATaAana Ry H i

dgduazanlsana

mideiidagUsrasdiiteAnmnTadeiinavsnasennuslaliuednaindurseunanady
F0UNRUFUNHATULL B2B 104.N9A9NI1 8t 08 UdIMTAALNGINTS 198BIANNNTaLLUIAN
UTAUT2 (Unified Theory of Acceptance and Use of Technology 2) 184 Venkatesh et al. (2012)
NqNFAaL9UTENAUAINEATNIINUIN 400 AU %aiﬁ-’wmmnmmﬁmuummﬂ (Convenience
Sampling)

HANNTIATIZTDANRENIAM (Multiple Linear Regression Analysis) W31 tfadeifnuaans
AR UL ENEN N TaRuA1RANNAIANIIATRANNNENYN TAaANUBNENANNAIAN LAY
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ffadefinuaouANAFus A RBNENaTEILINat 19 T A ATuM9adia (p < 0.05) fannuiclald
weUnAinduTeIneAuAINEATLLL B2B 10usd Tadadewluidesune Tadafuieeqelaimanany
wwanwaY uaziladufnuannuasdulinudninasenalted Ay Tuisunaesnguinensnssetias
Tudaudanunanas

anisananisiag

AMNUANITANHIAINNTDLLUIAAIRLNLINAINANANTI U2 ANTA I NHANINAR DAY
felaliaanndesiunan1sAnuues Venkatesh et al. (2012) 95¥131ANAIAUSIARLIEENEAN
dudaniunananaeanganssunisaeniumaiulagluiduniislna Bnvis Anikiriza et al. (2022)
wudnfadaidenansenusanlinnsalalunis i uneuninemnsnsasldfunisausulunisldanu
A5 1IN 1NaN199AN1INN SN IALNIRNHATNT AN UATEAINAdanARasR UTads AN
AANIIA ULz AN TN NTRIA Al lE e UnALATuTa I8 A UANEATLLL B2B 284N HATNST el
TILFUNVRIANNAIANIIT LNERINTANANIIRULITE AN TN NERIN19 M ukaUnARduTidnaznn 1
dsz@nsnmlunisdeans Wnantiesas aniadsaunsadeslunismiidugnaniuanelieing
$9A159

[ = o dl % o =

ANHNANAWIIA T UANNE e uaNTadaNdan AR LNANITANEN289 Venkatesh et al.
(2012) wiwReniy aszydrmalulagnaisnsaldenuliiewasfliaunsoauiliing azinlig 4
Huseqelalunislieumalulagiulfnngedu Wwuaeaiuauaes Omar et al. (2022) NANEINg L
walwaLadis AgriFinance wazwuaineasnslinudrAyiulesloninlifunazaoudnalunig
A v 1 Ao 9 e I ' o o = A
GeugsrunTudetnitiidndny Mallazfiewdninemnslnaarsaniuuaznaaesldmaiulatluiiie
naainaniA lunsljusuazainnsn aulsliduien aaneuiddedinaitaenndesiuads
AMNANANTIA UL T ANTAINR9AR A la TE LN AL AT UL RUALNHATWLL B2B 284
NEMATNT NS 1FUNIBIANNAIANTIZBANUNENENNT 1N HRATNTANANIINIT I U RaLal nALATL
dln =l v v [~3 v dl 1o Y 1 a
e aunnBEaugliisonide nsldeunlududenuaslionaunull

ludauaasaninandipuiduiadenUusd1Anyn19ana udiAtaanuussaesanina (B) az

1 o OI 1 dl = o o dl (K~ Y @ 1 v = 1 o a v

agluszAuAInIlanauiudadeay uinuansliiiudiynnasaudnelinasanisandula’ld
wmalulatluszAuntls Ussifiutiaenadaeieuaes Sivakumar and Ismail (2024) NT91EHNTHTY
LAz AN NALATNNN TN ERINUN U NA A ABN1 78 AN T LRI ANTTNTAUNHATNT TINDNNULR
Septiani et al. (2020) ﬁ@%mmﬂuﬁmumwmm gﬂLLUUﬂW?%@@’]?LLUUﬂ’mﬁiﬂﬂ’m (Word-Of-
Mouth) flaauifludasniamanlunisnszanadeyamalulag g o aneuddedinaindennieaiy
fadadninanedannsamumalalivalnanduioansduAnensuuL B2B 109.n1nIngins
UsUNTeIANENENanI9dIanll esune lidulanguineasnsdaulng RansnanisauanLiu
wazyAAazaLinwansANARiuiTesaniUNNT M uIuanRLAdY Az lhinwmInsay o |
lanaNazinapaNsalaldanuelnaiadi

AnuduifadefinuanuAnAIAuIIAT udiansnasandnusalaliatiiednian asnafed
fiL9NUA8Y Dahmani and Youssef (2023) f9sz1yanTutlszmaniiaaimun §linuiniaisunaeu
¥ D v el o o = o = = o i o '
AnArszudnefiunuuazdsrlaninlffuneudndulaldmalulad nannsAnunaialiasaziaudn
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inumsnsetes Tedselfiednlussiuantelunans ARNA A LANNANATNGLATEETA
uazNanauunuaINNsdnuLeLndrdy uazaenadesiuladeaninantdinnseaauslald
weUNAIAduINLAUANEATLLL B2B Teunyaensing untesasaninanisdenuil esune 1
dnflanguinmsnsdaulug) §2aninanisanudsidiuazyanaseudisuanipanudniiuie
sanfumsinuresiednaiedu azinlfinemensiu AepausslaluueLnaudu

lumamsafiutin Tady Hevlndesiue 1999 AITIANNINRALNAY UAZAINLALITL THWL
@m%wmﬂﬁiwﬁﬁﬂ'ﬁ’]ﬁmﬁi@mwﬁlgﬂ@ﬁ ﬁﬁlmwLﬁmmn%@fo‘iqﬁmﬁm‘lﬁmmaé"mﬁyugm i nsdinda
BuMain ANnsaNaesginanl LL@:mmﬁumumqmﬂﬁﬂﬁﬁﬂﬂﬁ'qﬁq nailnenAdeeiLLTey
Abad et al. (2024) finudnnemnslulssmatndaimungslianunsn 1 matulafetnafudnanm
Lﬁmmnmmﬁ@ﬁ%ﬁuwﬂmzﬁmzuu I0UZH Aminah et al, (2024) a8UNEINAMNALTLLUNT 1
maluladifnduannisidnuseiies yninemsnsdeetludaeudiuzesnisduugssun anaas
FudldannsniesiulFetnenay

na1alneagy nansAneiazfenliiiuinnemsnsing ludminsunanesiiuua i
saniumatuladlniilaneuiulaland paruazaan parnduan uazlifunisainayuainypag
souding usfaidaaninfuacundanaatssuuaiayuLA sz AUANNABATAUmATUTAE

TaLAUBLUL

anuansisefinudnadaanuaaudaludssdninm anuaaviaduacunene
Bvawanadenn wazaNBLAduIAn Tananarenuilalivednandidenneduinems
wUL B2B Fatumianuiliftendesanunsatinadnan i i lunnseenuuuuasimunwadnauadu
sandarmuenlaLnadadsunsldinatulaglunanemsnssulfeteiidss@nanan

nATguaznAlenTuAsdiunseenuuLilsiduirerlandanufeanisvasnensng iy
SRR TR MsugnsieyamenaaauuLFualn wasiesdietsAuanduunanan
deiindszlenddalssaninwaugiumsimundausedsraugda i1 ladnauazmunziy
neRsnIgaang 1w lEnmuardyanenimuianiy uaziinleasuliu

Tudnudnananiedann neigannsodaudsn i nwmsnssiuwuy” vise “Eriguaw uf
weunsuazinanantszaunisainisluetndinduudifewnsaens iesieussqslauunngs
(peer learning) LL@mﬁumm@uﬁ?ﬂmzﬁwgmu muﬁmmwéuﬁqﬁqummmﬁﬁl‘uﬁuﬁwmi
iAneiluszazuan sivesarinlassnnsiingas (pilot project) ilaliiinemanssuinnianniauing
FLULALAILTNNIANNNT MU s eiveng
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ABSTRACT

The researcher investigated the correlation between financial ratios and stock prices of
the media and publishing companies listed on the Stock Exchange of Thailand (SET). This
quantitative research collected financial ratios from the annual registration statement (form 56-1)
of the Securities and Exchange Commission, Thailand (SEC), and stock market closing prices
from the last trading day on 2019, until 2023, obtained from the website Finnomena, covering a
total of 10 companies. The data were analyzed by using Pearson Correlation Coefficient (r). The
result revealed that earnings per share (EPS), current ratio (CR) return on equity (ROE) and return
on assets (ROA) correlated the same direction with stock price at the statistically significant. This
means that when a company's performance causes these ratios to increase, the company's stock
price tends to increase, and conversely, if the company's performance causes these ratios to
decrease, the company's stock price tends to decrease. But debt to total assets (DA), debt to
equity ratio (DER), and net profit margin (NPM) did not correlate. The recommendations for this
research were: investors of media and publishing companies listed on the Stock Exchange of
Thailand should analyze financial ratio focusing on EPS, CR, ROE, and ROA of the company to be
invested in to evaluate the stock price to generate returns according to the objectives.
Suggestions for further research include increasing the number of financial ratios, collecting data

on a quarterly basis, and selecting other industry group listed on the SET.

Keywords: Financial Ratio, Earnings Per Share, Stock Price, Media and Publishing Companies
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mmmiuﬂwﬁwm@ﬂLﬁyﬂfa’mmﬁmmﬁunummﬁ@mi i SRsdunildusanseduningdsan
ﬁmﬁmuuﬁ”@umurﬁi@mmmﬁ}ﬁ@ﬁu 4) §R31491AAINTRANNAIN17D TUN13AN 1S (Profitability
Ratio) TR lEsnrnusmnolunisininlsesiantg ﬁM?ﬁﬁﬂizgm% ARTVLARDLILNL
sadauaeviiadiu dnsuanauunuseduningson nnlesiaiiu 5) dnsdaudnaziyafinans
(Market Value Ratios) 1dnaauduinfszudesminainnesiiuansinyaasianisiuni lasadiuise
yareNLTyTsatiu 1y dnsdiusanilasenilasiadiu dnsndousantlaseyarfiuniaiyd W
fiv (Brigham & Houston, 2019): (Ranaunannineuiadsemeng, 2567)
ANN1IINLNIUITTUNTINN L WAS e luAsd sz inAdau g An A duiug sendng
ANNEIUNNNITRUALTIANU e lisauLlsdnandaunianisduiianau msdnmasuduriug
FEUINERINAIUNINNITRUALINAUIBILTENNGNNINAR lunaIauannineLlsn (PSE) Usena
a18170u5518n 284 Ligocka (2018) WUAERTINARDUULNUARRUNINE TN UALERIHARDLILNUAS
douresinaiiu Hauduiusiumaniju asnafeiunanisAnsanuduiusssndnednsdou
‘vmma‘ﬁuﬁummﬁmmﬁﬁmﬁ@mml,ﬁﬂuiummmmﬁ”ﬂwﬁ?wﬂmmim (TSE) UsenAangnvaag
Akhtegan and Elmas (2021) AN RIEARELILNUA RN TNE P ANINANDLUNUAD AR
D% LAZERINAVRUNUUNWIY HANANRUSAL AL uardiaannfesiunanisAne
ART149UNINNIPRUAUIIAHU : nanananningaulatlid@e 194 Fitrani et al. (2022) NUFAI
HARBLUNUADRUNTNEITIN Lmz@jvmqmuuﬁ”ﬁmwﬁi@zdf;ummﬁ}ﬁ@ﬁuﬁmwﬁmﬁuﬁﬁmﬁmﬁu
FONDINANNTANT HANTENULEIEATIAIUNINNITRUABIIANTULBILTENNNTHEAR 20 LFEM 1w
qmmum‘a‘uﬁyugmummmmﬁﬁﬂmmﬁﬂulummmmﬁ“ﬂﬁwﬁuimﬁﬁﬂ 289 Subastyan (2024)
WLIERIHARLIMUAAUNTNE TN uaznn lasiadiulinansenu@aanseAn Tl
mu’%@”ﬂluﬂﬁzmﬂ“l:vmLﬁ'mﬁumm@“uﬁuﬁﬁwdN@j“ma‘ﬁzﬁqumqmiﬁuﬁmﬂmﬁu NANNTIAE
nud T dnusaenndeiiluunednndauuazinandauiaudniusinenndei i
anafumzdndansnclssnmgsiawansinaiu naslifunaainaninuonfeusinaiu i $1uiay
284 TIAL LASETRE (2558) ﬁm:mmmzﬁ”mﬂuﬁimdwﬁma?ﬁquumqmafﬁuﬁmqmﬁummﬁﬁmm
nuifaulupainuanninduislszmalne | nstlAnHINguaAAIUNIINLENIS NUIIERIINARLLNY
AaRUNINL TN LL@v@mwmmﬂummumw HANANRuiiuTI AT dIUENTINARDLUNUARD
douf{Dediu dnsnnlegns @m’]mwumummmmumwu Tdfpouduiusiu Ay sudn;
TAUFITN (2559) ﬂm:mmmmuwuﬁizmwﬂmmmumqma‘muﬂmﬁmv;mmum‘mmmmmauslu
patananninguistlszinalng uuangsfanisinens A9uau 8 15 Taaldni1s9imsnziian
ﬁmﬂ@zﬁwémﬁuﬁuﬁmﬁLm’]xﬁmmmmn@ﬂﬁawu BT laT XV TR B TIVANE Y AN oY ¥k
AHANR U ANIARERTLSI AT ’Lumm:ﬁﬁmm’qwﬁﬁumuﬁi@muﬂumﬁgﬁ@ﬁuﬁmmﬁuﬂuﬂu
HAN19RediN doudnIAUEUY UYWAY LL@zﬁmwguﬁﬂmmqﬂuﬂﬂﬁmwzﬁ“uﬁuﬁ“ﬁmﬁm
N dryeyn AuRAntian (2563) AN LA THUNEUAMNANAUT LN NEAIIEIUNINITRUAL
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nanninel Alasnunl WAIZITIOU (2564) ﬁm:mmmzﬁ“uﬁuﬁmmﬁma‘ﬁmum\‘m’mﬁuﬁmﬁmﬁuﬁ%
nzifeulunaiauanninduiatlszmalng ngu SET100 wudn §nsnanauunusiefuningson 6n
HaseULNUAadoutesfDaliu é“mmhuuﬁﬁmqurﬁi@mummﬁjﬁ@ﬁu HAauduNRusiusIAu
lusnizfisneinlagn ifaaaduiufifumaiu gaims aeauind uas niini udiuazls (2564)
ANHIANNANRUSIENINNBRIAIUNINNTRUATII AT UIBILTENNGUAAAINNITNUTNNG UNIA
sudsuaziadaing faanzidawlunatandnninduislszmalng wudn §asuaneuunusie
Aunindsan s naneuuNUEdIuIndE e HAnuduiusiuAiu WASRIA T AN
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ATUIBNEDDNL DATIATUNUAUTINADAUNTNETIN LLllllV’VJ”IM’m~l‘1/\luﬁﬂ‘]_|?’W’V]‘tiu

ANNAFIUNNGINE
ANNAFIY 1) ENPIRIURUNUUNBIREUNAMNANRUTTUTIATTU aNNATIW 2) SRT1dau
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wiAnInFe RUN NNl ANNANTUETIIAIL aNNAgIu 3) Ensdeunii@ususediuteie

©
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NUNANMNANAUSALIIAYL ANNFFIU 4) ﬁmﬁﬁﬂiiqw%ﬁmmﬁuﬁuﬁ'ﬁmﬁmﬁu ANNFFIU 5)

q q

o ]

@mwmmuLmumau‘w§wﬁmuﬁmmﬁ“wﬁu§ﬁmﬂmiju ANNAFIU 6) ANTINARDLUNUADAIULDS
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CERTEMPLRET!

Wlunsieendafsnnn ﬂizmmﬁ@ﬁﬁwmﬁu?ﬁ'@Lm::f?ilqﬁuﬁﬁ@mwuﬁauhmmmmﬁ"ﬂﬁwﬁ
wiedszinalng Aauau 23 150 nqudtatsAsa uautioyadnsdauni1aniady uazsAiy
710U 50 daya Auanlaaldlsunsy G*Power 3.1.9.7 (IaanuuAn1IMAgaL Two tails, Effect
size 0.5, Alpha error 0.05, Power (1-beta error) 0.95 (HHU, 2020) a1n 10 138% 135n1sgusiantg
WULILAEAY fomﬂu?ﬁmﬁﬁgﬁmgmﬁmmmumqmaﬁmmmﬁmﬁumuﬁqﬂmwmm 51 faust w.el
2562 fia w.a1. 2566 Guilufieyaaqufigaluanznaniidneg nafusumsdeysiaiuieys
IHEY fdumeusail 1) AudeyadnadauniesnisRuiusetarnuuuuanssienisdiayailseant
(uuw 56-1) ddneuamznIsunIinALuaANnInduazaaauannIng 2) iivdagaanijures
ummﬂ@umummwmwmw aiulunanavdnnsndwislszmdlng o fulananadesnedu
qnvineaedll Faus .. 2562 f9 .. 2566 AnviLlan Finnomena (2567) 3) unfiayaldnae uay
i lihlszanananisatfsoalilsunsudidag

mﬁﬁmgﬁmezﬁéﬁﬂgammfifmqﬂa‘::mﬁt,l,@mmﬁgm lianAnaaauANNENAUTIENI
ﬁmﬁzdfmmm’wﬁuﬁmqmﬁu T R e (r) Gar=3 (Xi-x) * (yi-Yy)/
VE (xi - 92 + Zlyi - Y)?2 Tag Xi Aednandaunienisidu Yi Aesianiu %uﬂum@g@mmmmu
dmandou ‘Emﬂm@mmﬁLﬁ”@\iﬁu‘mmﬁLm’wﬁmmﬁﬁ Aadeya X U Y flacuuiludasylaidusien
Annsuanuandunuuilng wazlinonudunusansusidadu mﬁﬂéﬁﬁmmmﬁﬁﬁ?zﬁu 05A1r
WunisuanA1szAlANNANRLE agszidn 0 D9 1 winan rifuuan (Havudunusiuludeuon)
wamsindudsgealasuud e ufirniaiatu winen r ey (HANAuRusAuluEIan)
wanadn Faudsieaesiinislasuudadldlufiantenseding wazAraaudiniusiidu 0 vitenanis
naaauannAgliiiedAyneana memmLLﬂa?mm\ﬂmmqmuwuﬁﬂu ATTNUNNE T AL
mﬂmmmmmmuﬂa‘vmmmmuwuﬁmmm Soeandendall A1 0.00 uaneinlidAaaduLE
A1 0.01-0.20 LL@mdmmmzﬁ“uﬁuﬂmzﬁummm A1 0.21 - 0.30 FAndniuEluszALALN
F1 0.31 - 0.40 Sl udustudluszsusin A 0.41 - 0.50 fanadniulusziuraudnem s 0.51 -
0.60 A NANLF UITAUUIUNA1Y A1 0.61 - 0.70 HAHANRUT lusEAUARWENNgY A1 0.71-
0.80 HANANNUSIUIEALZY A1 0.81 — 0.90 HANANTUF W ALGININ LazA1 0.91 - 1.00 |
mwzﬁ“uﬂuﬂm:ﬁuqqﬁqm (Faen andaeityn ua g adadiayen, 2564; wain WWTsqaAs,
2544)

99



917ANTLINNIGINAUATAIANAIANT NUNINEALPIHATUNS
19 8 a1Tu?l 2 nangAN - SuIAN 2568

REREL

v % [ % c a =® a

m@ﬁuwummmqﬂa‘mm Lmeumgm 1 mmmmu 7
M1919 1 LW&AIAN Pearson Correlation Coefficient (r) A1 Slgn|f|cance (2- talled) NANITNARDU
mmmuwuﬁ@”mﬁ\mmwmuwmma*munmqmuummummnaumLL@meuwmm‘ﬂ L‘uw‘lummm

ﬁ@ﬂV]?WﬂLLM\‘]ﬂ?ULWﬂiVIH
$1A /P Pearson
Adulavdva  dudnAny AATHANNUD
ANANNUS (1) (2-tailed)
91A1 1.00
FRINdIuRUIHLREY 418* .003 seauAauinemn AludAtyneadianseiy .01
fnmdaunildususaduningdsn -110 448 luifidedArymneadianszsy .05
o ] d’/a 1 ) v ¥ 1l o ° o QQdI o
fnandaunii@usnsediuaasgiiadiu -.051 727 TdfddednAtynsatianseau .05
gmannlegna 199 166 TlfivbdAryneadifnsziu .05
BRTIHARALUNUARAUNINE TN 280" 049 szAUANNNN NpdAtymeadiansza .05
fnauanaLIUFedIuesiiialu 324* 022 seAuRn HiluAATynNadaNszAU .05
o Ly o 1y o Aa o a aad o
M laslatiu 467 .001 seauAnuiinemn AildAynieatiansfiu.01

o

() DladnAtyn1eadanezeau .05 uaz () TladAyneadansza .01

AINA9N 1 ERTNAIURUNUUNUALY (CR) uaznnlasiadiu (EPS) Hanuduiusiusanijy
TuseAuAaLdnsn lufiAm ATt Auneaiinfss L 01 SRsnaneUusedumINe
9934 (ROA) Ao udniusiusaiu lusziusnsnnlufirniaien iy uasdnsnaneuuusiediy

v 9 = o o & o ¥ o o a = o ] a o o 1% QQdI
2998Datu (ROE) HAnnduiusiusarfiuluszauanluiianiabaoivesnelisdrAnieading
Y61 .05 AVUBRINAIUNTAUIINADAUNTNETI9N (DA) fﬂ“m’]mwﬁ@umuﬁi@quummﬁjﬁﬂﬁu (DER)
dmannlegns (NPM) lufiaouduiusiusmeniiureBemnguieuas@eiuiinaanzideulunans
wanninduslszinalnadadAyn1eatinnza .05

nsanidsaua

ﬁmqmuﬁumumuﬁﬂu (CR) 8RTNARNDLUWNUFABAUNTNETIN (ROA) BRIIHARDLILNUGS
mummmwu (ROE) wazninlasiatiu (EPS) mmmuwuﬂummqmeﬂuﬂmﬁmuummmww
ﬂ@mmm”mwuwmmw cifeulunarandnninguialezinalng vananadumey UnaInu
WarguAruaninlunismanale anninlegrssadiu AN A ugnunsn lunn L RN g1
@ﬁmmmmmummmmmwu (ROE) 44 wazfnsndouRuyumnyunau (CR) Wussisuendd
umwuummwmm umwmmmlum?ﬁmﬁ‘mmvﬂa,zm Lﬂummm\immLsn@uul,muﬂmwu
AusRIgauME AL FuN W (DA) @mmmuuuaumummmmgnmu (DER) 8m31nnls
and (NPM) laiflaonuduiusiusiantiy fatenaflumezlne il lE e Geeiiduaesi3sm on
aeyuNasinEnfesnnsfiaglfifuunisnsfuads (WACC) ﬁmﬁimmfuﬁﬁwﬁmﬁﬁum
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o o o

14 lunanng mumuﬂmwuiﬂmmmmwmﬂﬂmmﬁ (NPM) Lwa‘ﬁjlummmﬂmﬂumiimwu

o
1
A

(EPS) 1nndn uazsafiuasiiauiiannuaiandsinlslusuanson yatanatiifadeay I tsznayd
HuasiasAtiu i Suifung mnmﬂﬂﬂ@\mﬂmnuslumumqmmeﬁ@ﬁmﬂuu

LAY A INa1NaenadaeTuuAdelulsinAT 1A% uasates (2558) WUINB I
HARALUNUABAUNTNE TN (ROA) HANANRuSILTIATY ﬁmaﬁdquuﬁaumur;i@mmméﬁ@ﬁu
(DER) uaz 803111 19qnd (NPM) Tddaonudusiuiiusaniiu aanafessnuddoaesdlaanmenl uag
4990 (2564) finudnenaEanaLLNUFe AUN NN (ROA) LL@zﬁm’mamuLmu&i@ﬂ'mmméﬁ@
7t (ROE) Hanuduiniiusaniiu usidnsnalegns (NPM) laifimnuduiusiusmaniiu aanaies
ALNUINEIRITATNS 240UANA WAz N30 wiinazala (2564) BN AT N AR LU UA AN INE
993 (ROA) UAZARIINARDLUNUAD A uTBE DA U (ROE) HANdNRuiAUs1AT U T
SR uniAuTI A e RN TN TN (DA) Lmzﬁmﬂmuwﬁjﬁumuﬁ@dqum@aﬁjﬁ@ﬁu (DER) 'l1#
mmzﬁ“uﬁuﬁ“ﬁmﬁmﬁu HRNANNREIE0AASAITLIATT0S NUINT RAAY A3TMT A9nn? uat
1A fumn (2567) AInLI SR HaRaLILURe RN INT 29 (ROA) @mmmmmmummummwm
7t (ROE) Hanuduiusiusaniiu uazdiaannfeaiuuaniiideues AUANG TaUEIIN (2559) 4
ﬁm:mmqq34zﬁ”mﬁuﬁ‘?wdwﬁmﬁmum\im?ﬁuﬁmqmﬁummu’%ﬁmﬁ@mmLﬁﬂu‘Lummmuﬁﬂﬁwﬁ
wivdszimalng uangsfianisinemns wud1dnsndounanauuLnuAedIug Dediu (ROE) X
gt lufianiadeniumandiu udllaenadeslusnmdanRuumguio (OR) Fanudnlf
AINNANAUEI LTI AT quﬁ”@’mLﬂumafﬁzﬁﬂwm:ﬂ?zmmiﬁ@ﬁr;mﬁ“u uasznaunislafuiinann
ANMLASaNTIFNY

fletinaideleAsne iU udsusnatlsz e wudgeandeatun1sAnE 1 Ligocka
(2018) FnLdNE R EaReLLNUFa RN NE TN (ROA) LLazﬁmmmmmwmr;iﬂqumméjﬁ@ﬁu (ROE)
ﬁmmzﬁ“wﬁuﬁﬁmﬁmﬁu Akhtegan and Elmas (2021) %qwudﬁﬁma‘ﬁmuﬁunumuﬁﬂu (CR) 8/91
NARALLNUARAUNTNETIN (ROA) Lmzﬁmwamume;i@quummﬁﬁ@ﬁu (ROE) fAu&uNusiy
1AATYIU Ma et al. (2018) Wudqﬁmmmuﬁunuuguﬁﬂu (CR) 83 HARALLNUADAUNTNETIN
(ROA) dnsnuanauunusadiuansiiaiu (ROE) uaznnlssadiu (EPS) HAruduwuiiusaiiy
goudnsnnlegns (NPM) Tadfiaouduiusius AfiuiazaIuaed Fitrani et al. (2022) AN
NABALLNUABAUNTNE TN (ROA) ﬁmwzﬁ“uﬁuﬁﬁmﬁmﬁu WAZTIERAARAINUNANITIAL DY
Subastyan (2024) AN SR ARE LI UA RN TNE T (ROA) Lmzﬁﬂ?ﬁi@ﬁu (EPS) NUANTEN
EeUaNALTI AU

TRLAUBLUL

anfefunuresnsiseluaied HANNFIARNUINBRIIAIURUNUUNUILY SRTIHARALIUNY
sloduningson dnsnanauunusiadouesnadiu uaznilasiaiu Jauduiusluianiamaiy
AiusAdiu ﬁﬂmnﬂwﬁﬁmmju%@LLazﬁqﬁmﬁﬁ@mml,ﬁﬂuslummmmﬁ”ﬂm“wﬁl,mmixmﬂi‘vm AQT
BAszidnsdoun1inisdulag lfiaoudrAnyiunnlesatiu dnsdouRuyunyuiiau 6n9

101



917ANTLINNIGINAUATAIANAIANT NUNINEALPIHATUNS
19 8 a1Tu?l 2 nangAN - SuIAN 2568

HARDULNUARAI TS DAY ARsNaRa LU UFa AU TN TN m@m?ﬁmﬁ@mmuluﬂq?ﬂiuﬁu
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ABSTRACT

In this research investigation, the researchers examine 1) personal factors, the level of social
support, organizational culture, work life balance, and work happiness of the employees at a savings
cooperative; compare 2) work life balance and work happiness classified by demographic factors;
examine 3) the compatibility of the causal model of factors affecting work happiness with the empirical
data; analyze 4) the path of the factors affecting work happiness of the employees under study; and
investigate 5) the direct and indirect influences of the factors affecting work happiness of the
employees under investigation.

The target population consisted of ninety-five employees working at a savings cooperative. A
questionnaire was employed as the instrument to collect data. Data were analyzed using descriptive
statistics, independent samples t-test, an analysis of variance, Pearson’s correlation coefficient, and
the structural equation model.

Findings are as follows. 1) The employees’ opinions towards work happiness were at a high
level. 2) Differences in age exhibited differences in work life balance. 3) The developed model was
consistent with the empirical data. 4) Social support and the organizational culture affected work
happiness through work life balance. 5) The model consisted of the variable with direct influence on
work happiness, i.e., the factors of work life balance and the variables with indirect influence on work
happiness, namely the factor of social support and the factor of organizational culture which affected

work happiness through the factor of work life balance.
Keywords: Work Happiness, Social Support, Organizational Culture, Work Life Balance
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utlsAunans ANTNANARTZMINNTRALAZNNINN9IU WLTN N19FUENsadlayLAINTN NsatiuayuAan
ATALIATY UAZATARNNINBYENANNATUTILINGADANNANAANIINNNY UazA N A L@ dn win
WINIUANNNIDNLEUNIAANIINNINNULAETIAdousa i et 1amnnzan Aaznaliiifinaiuanna
FEUINTIRUALNNINNU waznaliifnranianala lugin

BIA BUNINLG Uas Ande wilewlwd (2565) ﬂﬂmﬂ%wmmammqmummmma‘
NNIUYAAINIAZ mnmmummmmwummiﬂﬂmuﬁﬂmﬂmumﬂw VIR 9 WL TRNUBIINEIANT
ANHRAIANNENTNIA TN HENNEIAN LAz mmuumumqmmmmummﬁﬂumﬂmmxﬂa‘zmu
HAAANAYINLINFAAANARTIFNIINNUIBIAAINTAZ

23900 130T uaz Unumn aRFnunuuy (2568) AnmANANRLTaNAATIRdIUEN
AuN199in9 LazneanlayuIedeIANssiaANgelunIIInuasne U A N ulsane g
UTNONATDUNTUNWNUIBAT WUTT ANARTIAAIUAITLNIININULAZNNFATLAYUTBIDIANNGH
ARIHANAUSNISUINAUANga Tun9nIBasnaunadg N lulsananunaBunimase
NIMNNUIUAT athefidnAruneadAfiszsu .01

NUNAT H9THUAY UATAME (2565) ANHIAINANAUEIENINANAATIA TUNNINNIUIAY
ANALTUN1911914091NARIITN WLF ANAATIANIININULBIUNARIBNTNE ANENAUS
NUINALAMINAT U9 UATANAATIANTNUAINITaNEINInIAINgT TUN 19919
FR8aY 22

1
Aaa a

85391 WHaNuIA Lay J19y 1Hlsrans (2568) ﬂﬂmfmuﬁﬁumﬁmmmmwmmmmm

TUN19M19 LA AINAN AFBEIAN 78NN IRITNIUEAFINNITNEINNT IUAINTAANNIAIATIN
WU FIussINNATENATIIINFAaA XAl BLAZ AN AFa8IANS

ANNAFIUNNGINE

auNAgIui 1 Usznaudae 2 aunAgiudas HI1: snwossmlszansaniiseiu
ﬁmm’mm@a%ﬁmmiﬁqmuﬁumnﬁmﬁu H1.2: zﬁ”ﬂwmmwﬂim’mmmm§ﬁﬁﬂqﬁuﬁm@ﬁi@ﬂqquz§°ﬂ
lumsineufiuansig

ANNAFIUT 2 Usznaudag 5 annAgiudas H2.1: nsaduauunediANdaNaNI LN
FHOANAATIANITNINIY H2.2: JMUsIINeIANIAINANINLINABANARTIANINN H2.3: ANAR
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TN NIUAINANLANGBAINAL UMW H2.4: mazﬁ%mma‘ﬁﬂmmﬂuﬁqLLﬂafﬁ;uﬂmﬂu
mﬁu%w%wmqﬂmmﬁuMum@ﬁmmﬂﬂmmngﬂumafﬁﬂmw,l,aufluﬁqLLﬂﬁ?V-ﬁ;uﬂmmuu
qudqu‘ﬁ'mL@?M’LﬁLﬁm%w%wamwmr;i@mwzgﬂumafﬁwmu H2.5: aupaTannisineniusiouls
ﬁLuﬂ@N‘Lumﬁu%m’%wmmd@ma‘mmﬁmmiﬂmmmqﬂum@ﬁwm waziluaudsdunans
wLsdauiidasialiRaanananisuansenugalunisiney

NIAULUIAA LUNISIAE
va o K a e Vv [ % dl 1 ] o o = K
fadeAnEIN199A iU A nganasan N4 luN19M19IULRIN TN | NFEUANEN
AUNIOIDDNNZNELINTI FININ 1

NTRULAYUNNEIAN (SC)

(House, 1981)

ANARTIANITYINGIU (WLB) m'ngﬂumev'hmu
(Greenhaus et al., 2003) (WH) (Manion, 2003)

\ 4

IMUETTNRIANS (OC)

(Denison, 1990 )

AN 1 NTALLUIARA INNTIAE

CERTEMPLRET!
madeafaililunsideda b fendnizade sl
1. szansg
nemumudiesyayfaniannimuniunssonssy reenaunnEuasAdeiifeadies uaz
HivdeyatgunRanuuuaeunin Inetlszanng Ae winewRineluansaleasnnduvioiid o
95 A ganARETUNNIIIMLATUARRE T I saNmun e Tlnaaunnalassa e
Uszannumefinedies Hair et al. (2010 #1989l suns gnaus, 2567) ind1adn Ausufivanzan
AMFLNNTATIEE SEM aE5eudng 10-20 winaessoutlsdaine 15 mAstidmulsdunaliiau 4 f
wilsmunpAawinmiL 40 - 80 Au il AdeTiasiauauATaLAguINLITRINAY AeRia11 95 A
2. Azasilalunisian
wasdlen liReunuaaunny wiadu 5 dou lud Tadedouyanadua 8 fie Tadedmussem
a9AngauaL 17 da tadtnisaiayunisdiananuon 17 da fadoaunatinmanismienuaiuu 12 4a
Tadeiangelunieinau a1 17 da Tnefldunaunsaiiariesiielunisy ﬁ/\i‘iﬂ ANHLANEIT

a = a o dl dl & o v dl ¥ LA 4 o dl v
HWRIARA NO ) NWINENINETTDY 2) uwwawimmiﬂummmqLL‘].l‘].lmumu 3) WLULABLDINNATN

v
=

w‘lﬁémq@mqm’?ﬂ?uﬁummLﬁﬂqm\imuﬁf@m (Content Validity) Ine/ldAfatiaanaanafodues
daa1ouudardariudngisradd (Index of ltem-Objective Congruence: I0C) fAaassedian
annndn 0.5 3l (Uszande WU, 2557) 4) ﬁﬁmeﬂumwﬁthum?mm@mmﬁﬂﬁjm\iqum’ﬂﬂ
neaad kit (Try out) ‘Emﬂﬂﬂﬂ‘wM@uﬁumjuﬁq@ﬂ'wﬁﬁﬁﬂwmzm?ﬁﬁmumfﬁwﬁﬁqﬁuéﬁmu 30 A LAz

PINILATIZFIN AR N 52 ANBuean1289ARLLNT (Cronbach’s Alpha Coefficient) WL N ANARH
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23718921319 0.63-0.91 @NINNI1 0.6 (B1TUNS Aatlang, 2550) WAANINANDNNN ANNARAAEDITI

U

) )

Asthuuuaeuaai ililifiudesys

3. MRz Udays

ussenaAnErdayaldanATaWssniun (Descriptive Statistics) Ao Asesay Aladg
LL@tzﬁ'QuLﬁﬂﬁLuuN’]lﬁl?ﬁ’m Tnelfinausinisuanaresgnay Aslad (2551) daunismngeuanumgiu
1atimimaanunu (Inference Statistics) ‘Emﬂma‘nﬁ‘ﬂmﬁﬂumL@?ﬁlmmﬂzimﬁq@mmmmimﬁLﬂu
8d52many (Independent Sample t-test) wazatAszimannuLlsisaustanisnaaay ANOVA
(Analysis of Variance) N19639aaauilyrini1azsantdum sy (Multicollinearity) Anduilszdng
AUANNUS LU LLNE 54U (Pearson’s product moment) seudnasauilsdanmnlilaifin 0.8 (Hair et
al.,1995)

N199LANEFINIARANN1TTATIATN (Structure Equation Modeling : SEM) #WAa19041a1nAN

o o o A

Fatin1smsaagaUANnannanaaalima lHwn ANaDR a-duwaas ()(2) T RdadAty vige p > 0.05

o

a o e

(Joreskog & Sorbom, 1985 #19fielu nigsentl Yeygs waz Suniead Haesedmil, 2566), A1la-
AuASANANS ()(Z/df) fineindn 2 (Byrne,1998 81901911 3uns gnaus, 2567) AATHAIIN
a9AA&29 (Goodness of Fit Index : GFI), 111N91 0.90 wa A ATt RITALANL A ARRDRIUFLLA
WA (Adjusted Goodness of Fit Index : AGFI) 11nna1 0.90 (Schumacker & Lomax, 2010 #nanalu
JUNT NAUF, 2567) ANINTIde4T89AN AL I IAIUIMAD AR ALAABUINAIEBIUD N9 aN AN
(Root Mean Square Error of Approximation: RMSEA) $iaein41 0.05 (Schumacker & Lomax, 2010
#nanelu suns 4NAUA, 2567) LA ANFTTIAN I N TE04T89AN LA NAIF0TIFIUIAD (Root Mean
Square Residual : RMR) fia£1n91 0.05 (Joreskog & Sorbom, 1985 §19ni¢lu nlgaanil qang%r way
i nResadad, 2566) NANATiANARRARENANTUE (CFI) N1NN91 0.95 aanA&aariLnel
2194 Kline (2011 81901911 $un9 gnaws, 2567)

NANSIE

fadnlduianisAnseanidu 4 dou mudnnisrasAaesnisias ol
Faguszaadn 1 dszneudaananisidy 2 dou il

1.1) nanisAnutayailasadiuyans

HANTgALATIzTInNLINgNsnet wadW il esesas 49 mqfﬁ'ﬁﬂdﬁ 30 1 Saeaz 40
ansasasaz 50 918/1A91d9 25,001-35,000 LsiaRauasas 27 STUINANIEN luATIEeU 3-5 AL
Sataz 53 TAynsTesar 60 szAUNIANELETy mTI0naT 100 8189U 1-5 T $eaay 38

1.2) HANSANITZALANNAALULAdTAaE

NM9ANEITTAUAIINAALTINYa9TTAdE A1u6 7] Wudn fautlaudsfidsrfunaudaidiulu
nwsanegluszdumnn Wun augalunisinens (X= 4.05 S.D. = 0.331) sa4adunAa augaTan
N19N19U (X: 4.00 S.D. = 0.406) TBUFITNAIANG (X: 3.93 S.D. = 0.400) Lmzmmﬁuwumq
NG (X: 3.84 S.D. = 0.404) LmemmLﬁ@%?de -0.648 14 -0.920 wazAAN AR
0.539 D4 1.424 uansdndayaressioulsidnsniznisuanuasuuulislng
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@ P P = aa o °
TnnUsEaIA 2 WallFaunEuANNANAATa9T6 luN1991971 wazaugalunisiney Tne
ANANTIRRe sz N ANAR S

A1919 1 N9 LiguANANART8ITIR luN19M19U kazANg e lun1I19 TaaR uunew

tladetseansenans
ANAATBITIN WN39191U (WLB) AN U399 (WH)
NEEALLINIEER X F X F

LA bialdl 4.01 0.033 4.04 2.279
N 4.00 4.03
LGBTQ+ 3.94 4.44

ADNUNTNANTR lan 4,101 1.530 4.101 1.526
ANTA 3.998 3.998

A1919 2 N9 LELANANARTEITIR lWN19M19U uazANg L lun19I19 TaaR uunaw

tlaseitlszannsrnans
adtdauyAna X t X t
nadlyms Hyms 4.03 -0.493 403 -0.493
Tiflyme 4.06 4.06
elfainan 10,001 — 15,000 3.82 1.385 4.06 1.957
15,001 — 25,000 4.02 4.19
25,001 — 35,000 4.09 4.09
35,001 — 45,000 3.87 3.84
45,001 — 55,000 4.10 4.01
55,001 — 65,000 4.01 4.03
11nn9n 65,000 Lyl 3.53 3.89
1) fnndn 25 1 3.77 3.148* 4.07 1.683
26-30 1 4.21 418
31-35 1 4.21 4.19
36-40 1 3.99 3.93
41-45 1 3.87 3.86
46-50 1 4.08 4.02
51-55 1l 4.00 4.03
56 il 3.53 3.89
aun3nluAsaLAfI 1 AU 4.05 0.196 3.94 0.294
2 Ay 4.07 4.04
3-5 AU 3.97 4.04
6-8 AL 4.02 4.08
BIEN fnndn 1 1 3.77 0.929 4.01 1.529
1-5 1 3.99 4.09
6-10 1 4.09 411
11-15 1 3.96 3.89
15 P3ale) 3.90 3.95

T
o

wnnee): ** HilednAtyszau 0.01
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NANTTAINE WUI 8NEF191IY ﬁmmzﬁ?)mm?ﬁ’muumnﬁmﬁu (WadnAty 0.01) N3
WRaunfaunuuansemes nudnguens 26-30 I Saunadinnisincuunndinguiiangai
nd1 25 I wnndanguany 41-45 1 warunndingueny 56 Tl dousauds wa aundnlu
psauATa et e lEedseiRen anunmanss nsflyms fisneiu Saugadannisinadlsl
WANANSTT wananiufauls i 878 ANNINIUATALATY BIENTY melFiadesiaidion aounm
asa Mefiyns Aenei Saougalunisinewlaiuansinei
TagilszaaAn 3 enmagauaunaunauestinadavnresiadeiideastenugulunig
nnuiudieyadailsyand dszneullfaantsnmaasy

3.1) MSATINADLANNUANIZANURITANA IALATIAAAUNITUANUAIWLLUNG WAz
nMsnARaUANNANNUETzUIAIklsluTanagunsTaseasie

luma‘mqwﬂuﬂmmmwzﬁ“u‘ﬁuﬁ'i nIesaull98asy (Multicollinearity) Taginan
muﬂa‘mwammuwuﬁt,l,uumemu (Pearson s product moment) WUINAMNANNUETTZNIN9F L9
mﬂm‘Lqumemmmqmuwuﬁmum 0.552 fis 0.793 FefAnuduwusiulaiiu 0.8 nangdnlyl
AaTyriAaudunusszndnemands (Multicollinearity) (Hair et al., 1995) DO CITIECREY
gL vnzaiazi U weelunaaunislasaing

3.2) N19AFIARALAMNADAARDINANNAULDILNLARL IR WALDINITILATIEN
Wunsiladefidanasaanugalunisviausawinnuiudeyaidelseang

Tunadeangiimuniuieuuiuud wudn Tuaadsliiauaenndenannduiuiiens
2)_
10.778, fiaaAdasz(df = 2, )(Z/df: 9.889, ANATIDANNARAAREY (GFI) = 0.913, ANF TR A
svfUAINNARAAR U TILE LAY (AGFI) = 0.567, ANATRANNNADAARBIANAUS (CFI) = 0.904, AN
I1NTIF09T09A QAT DIAIUNAD AR ALARDURNRIADITBIN 7T TUAN (RMSEA) = 0.308, AN
FITANINRA04T8IAN AR EIADIIBIEIUMAS (RMR) = 0.015

uaslFuuAluinaldeaning wudn daousenndesiudeyaldelscdnyd tnadan
P =0.918, Aradila-auaaf (x2) = 0.011, fesandasz(dn = 1, Y2 /df = 0.011, Arfaiiaanu
a9aA&ad (GFI) = 1.000, A AT Rz AL AL AR AR RITILFU LA LAY (AGFI) = 0.999, ANATRAIN
aanpkesdiniug (CFI) = 1.000, A19nTidessesAiadstesdiumdonanindeuindesasasnis

Fatlszdntd TneAaiin9msadaLANNNANNANTBsgULILEAY P = 0.000, Aalif la-aumdd (Y

1lsza10uAn (RMSEA) = 0.000, ANATHA13 N da9189ANRan1aa489189491aa (RMR) = 0.000

[ % & 4 dl a c v o a 1 ) o dl o
TnUseqaAn 4 Wiediarziidunisiladaindanasiandnugalunismiauresntinaunnienuly
ANNIIADUNSNETUUINT LAAIAININ 2
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N7aULAUN IR

(SC) 0.348** 0.351 0.101

AHgY N8I
(WH)

a o
ANA[TIANITNINTY R

0.278**

TUEIINAIANT (OC)

P=0.918 Chi-Sqaure = 0.011, df = 1
GFIl = 1.000, AGFI = 0.999, CFI= 1.000, RMSEA = 0.000, RMR = 0.000
w2 Tnadunianduiusiadeniavinaseningalunimien

AINNIN 2 WU NsatiuayunRdIANLA I UsTINaIANTNARa A Mg TuN 1979
HAUANARTIANITNNY

imqﬂszmﬁﬁ 5 Lﬁ@ﬁﬂm%m%wamqmqLL@zmqﬁﬂmmﬂ@%ﬁmm@&i@mm@;ﬂum?ﬁﬁmmm
wrneuRTalugmnIniaeum Nl

AINA19 2 WUFY AIuLIN19aTLARUNINEIAN (SC) uaT TUTITNNIFN19U (OC)
mmm@“ﬁmﬂmwLLﬂa‘ﬂmummﬁqLLﬂmmqa%mrm‘ﬁqmu (WLB) #3088y 35.1 yananniii
anBnaTesiaLLlay Ine Faudsnisaduayuniedenn (SC) ﬁ%m’%waimﬂmqL%\imﬂﬁi@mm@%ﬁm
N19917°974U (WLB) (DE=0.348) WAy Faulsdmuassinisniens (OC) Nansnalaensaidauanse
ANAATIFNINNY (WLB) (DE= 0.278)

Aqulsnisatiuayun19dean (SC) dmuasINNIININU (OC) WAL mmm%immaﬁwm
(WLB)mm:m@ﬁuwmmLLﬂiﬂmummmLLﬂﬁ?mmm‘Luﬂﬁ?mmu WH) 18%a8az 10.1
yanantaufluavanavesiuleay Tnasoulsanna@ansinanu (WLB) Henswalaansaidaunn
Wamngﬂum?mmu (WH) (DE=1.061) mumLmemuumummmu (SC) Jananalaedan
\EaUanAanINglun19R19U (WH) (IE=0.369) uaz Aaulsdmuassunignie (OC) Jandna
Tnedanidsuansianiugalunisineu (WH) (IE= 0.295)

AUNANIINANTUINANINARALANNAFIUNTIFENLN @muﬁgmmﬁﬁ”ﬂﬁ 2124 §
Lz’ﬁumﬁm%waﬁm@mmﬁmﬁumuﬁgmﬁﬁwumﬁ AIRNTN 4
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A543 LAAIATNITININDTURNENLTZANDaNaNanI19msa (Direct Effect : DE) @nanan1edan
(Indirect Effect : IE) waz@nanalnasan (Total Effect : TE)

Aolng
FAauLlsing ANAATIANIINU (WLB) AN 1UNN9N19 (WH)

DE IE TE DE IE TE
nrauuauEn1edenu (SC) 0.348** - 0.348** - 0.369**  0.369"*
TUBTTNAIANT (OC) 0.278** - 0.278** - 0.295*  0.295*
ANAATIANIINNU (WLB) - - - 1.061%* - 1.061***
AANRULL S (R 0.351 0.101

AadA P=0918, x2/df= 0011, GFI= 1.000, AGFI = 0.999, CFI= 1.000,
RMSEA = 0.000, RMR = 0.000
TEGUIVE R
1) = flednAryneadaTiszAL 0.001 ** FidadnAymeadianszsiu 0.01 “RifadnAynieadinfisysiu 0.05
2)R* = AndunlarAvaniswannani (Square Multiple Correlation)

A1979 4 HANINAGALANNAFIUNNTINE

ANNAFIUNNTIRE Standardized: B b SE. CR. P-value  Mediator
DE
H2.1 SC = WLB 0.348 0350 0111 3159  0.002**
H2.2 OC = WLB 0.278 0332 0130 2559  0.010*
H2.3 WLB = WH 1.061 0864 0134 6431  0.000"*
IE
H2.4 SC2WLB=> WH 0.369 0.000%** Partial
H2.5 0C—> WLB=> WH 0.295 0.000%** Partial
NUNENNR

a

1) = JudAtyn1eadanszau 0.001 ** Tlad1Atyneatanszau 0.01 *AladAtynieadsngzau 0.05
2) SC = MaaniLaRWN AN OC = TAuSITUNIINNIL WLB = aNASTIANNIINNUE WH = g lunisinau

{INFANTIN 3 mmﬁumumqﬁmu (SC) qumwmmﬂﬁiﬂmu@@%ﬁmm?ﬁﬁmu (WLB) a4

Teledn mﬁ?xﬁu 0.01 WAZIRUFITNAIANT (OC) quNmmmﬂﬁiﬂmu@@%ﬁmm?ﬁﬁmu (WLB) @84
HilpdAuNszAl 0.01 wanaIntl aNAATIANIINNNNUL (WLB)  fadenanisuansianaugalunis

o

N9 (WH) asinelidadnAtyfiseau 0.001
nlld o o o

ﬁQLLﬂimu@@%mm?ﬁwm (WLB) 1A 9ARN AL L UNNAI UNH UL AN AtUNI19AT 5

o

=b_

o

72AU 0.001 Tun135uansnaannnIsaiuayun1eganu (SC) zﬁﬂﬂmmmqﬂum@m’mu (WH)

] [ %

uananuAals annaTImaN199n9L (WLB) deflusoulsAunatauuuunedauniisdAnyniead

o

fgzau 0.001 lun195UANTNAANNTMLEIINEIANT (OC) miﬂmm’mqﬂumaﬁﬁﬁmu (WH)

)
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v

dgduazanilsana

a1N190a3luazeRUNeNaNITIAEAINANNRFIUNNTIAE ATl
aunAgIui 1 dsznausas 2 aunRgiudas Toun

H1.1: zﬁ“ﬂwm:mqﬂi:mmm@m?‘ﬁﬁmﬁ“uﬁwm&i@mu@@%ﬁmm?ﬁqmuﬁmeﬁmﬁ“u WL
Resfingsiniuiiflaunadinniaineuuansieiu Taanguang 26-30 T Saunadinnisinamu
annndngaengangn 25 1 annndngaeng 41-45 1 uazannndnngueny 56 Tiull iesannnga
21¢ 26-30 11 iugasiianmnsaufufalunsineulidndanguengsinng 25 I uasdelifiniezeu
unnguenginiauundn auinliaunadinnisinnuaniionas Ussiiuilllaennieaiy
NS ANENT8989ANN BUNNINALE uaz Ande wileuTng (2565) inudn i el Anafuiiaunga

' '
a o IS

TIANNINNULANFNAN A9ua g TFTU HannaTian 13 191ulsA1aiY WesanBunesAnsd
AANUANFNTTY

H1.2: zﬁ“ﬂwmzmqﬂa‘zmm‘mmm'*?'iﬁmﬁuﬁﬂmm'@mmqﬂumﬁ‘ﬁ’muﬁmmﬁm NANITAE
Wudsauls oA 81g aundinluAreuaiy a1geuy melKieduseideu anuniwausa maﬁqm*ﬁl
sinafin Haonugalunisinauliunnsneiu Lﬂ@\imﬂmwzgﬂumiﬁq\iﬁu{umﬁuﬁ@ﬁﬂﬁlu I
AOAARDITLATAY B0TUNA Uaz UNusn aASNTUNLY (2568) Fanaidn AINg2 BTN
'%”u@Qﬁu ANAATIFINITN N UATNIAULIAUUANBIANT
aunAgIui 2 dsznausas 5 aunRgiudan 1Hun

H2.1: N19AUARUN NAIANAINANIUINABANARTIANIIN19U HANITIAENLLN N9
ATUAYUN AR IHININI U AN AATIANTN 19 Feiidumeeiaminauuasileusaney
Adauin lniInuRanaaTAAN TR TS AeAARBTLULIATNHAATEY BT INAENAN
LAz 11 139 (2565) fenanad mmﬁuwu@’mLﬁ'@uﬁ"qmmumﬁmﬁwm ATAINAFDANAA
FANNTTNTaEIUNAN Brunnstidausan uavinuninuitanela WZFAUTNUNUN LN A ALY
TunsimsdnnisuazguatinauiiuagnalfiAuTyT feludaamanauuasinndausa

H2.2: SBUSINaANIAIHANINUANFARANARTIANINNU HANTIRRNLIF TEUTTH
asAnITnzanazin liininouiangadsanisineuiintu deilidumsenzimusssuesdns
assoi Wintinaudnassuan lunisinnuaznsinienlfietnuninzas aanndesiuuwinig
ARYDY BIATIN FUNUNNAUE Uay ANty wilewlwd (2565) ﬁa‘zqdﬁmuﬁﬁmqﬁﬂ?dqmaquUQﬂﬁ@
ANAATAANITN WY

H2.3: ANAATIANITNINIUAINANIILINABAMNALTUN1TN9U HANITITENLLN nad
WiinaudanaaTIan19ewazin liindnauiiacngalunisinay Fraidumszniineud
ANaNTALEINSS AN TIRAUeILAZATELATY TV BINaan s TLaznsdindasRan T lu
GRTGEY %ﬁ'ﬂ,ﬁﬁmmqﬂumﬁﬁ’mmﬁﬁ”ﬂ% A0nAKRITLLUIANAAT NUNDT BITHUAY UAZANLY
(2565) Na1I91 ma‘ﬁ@ma%mma‘ﬁwmﬁmmzﬁ“wﬁuﬁ'ﬁmmﬁum*ngﬂumafﬁqmu

H2.4: maa%ﬁmmmﬁmmﬂuﬁqLLﬂa‘ﬁuﬂmﬂumﬁu%m%wmmmmﬁumumqﬁqmJ
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ABSTRACT

This research aimed to: 1) examine human resource development, digital technology skill
development, and operational efficiency of agencies under the Office of the Judiciary; 2)
investigate human resource development in the digital era that affects the operational efficiency
of agencies under the Office of the Judiciary; and 3) study digital technology skill development

that affects the operational efficiency of agencies under the Office of the Judiciary.
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This study employed a quantitative research approach. Data were collected through
questionnaires administered to a sample of personnel from agencies under the Office of the
Judiciary. The data were analyzed using statistical methods including frequency, percentage,
mean, standard deviation, and multiple regression analysis.

The results revealed that human resource development in terms of training, education, and
development had a statistically significant effect on the operational efficiency of agencies under
the Office of the Judiciary at the 0.01 level. In addition, digital technology skill development in the
areas of use, understanding, creation, and access had a statistically significant effect on the
operational efficiency of personnel under the Office of the Judiciary at the 0.01 level. These
findings contribute to a better understanding of the factors affecting operational efficiency.
Therefore, it is recommended that knowledge and skill development in various areas be promoted

to further enhance operational efficiency.
Keywords: Human Resource Development, Digital Technology, Work Performance Efficiency
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1 Aonudinla n13a31e nasdinga doudaudlaniu 1hun Uss@nsnimnisdfimeu desnaudion fu
AUNINBNTY AIULTNIDNY ANAT AupdlE|0e

2. 10URAULTTIINTUATNGNFRRENY

dszans MHun dr91mnnsanagRossn wilnaugmnng gnidnetszan wazgnang anuou
14,491 A HlUNgNs8ENT AU 400 AU

3. spuapduLAnTAne Wun minedludaindinnuagissss Wurmiaaeu
AUNANHATILNENUANAYRSITN TUNFINNANIUAT kaziaeuAagRsTINluNA 1- 9

4. VRUIRFATUIZIZIIA NINIANHITENINILABUNINGIAN — FUINAN W.A. 2567

a o Ao a a [%

WUIAA NOR] HAZINUIFENLNAITDY

NNINEUINTNENINYE (Human Resource Development) [ATUAILE A.A. 1969 1ag
Leonard Nadler (1969, #1989l Fuasing fsnnin (3a130) wazane, 2565) lAnananis nnswmwn
ninennsuyediiunseusunisdialszaunisainisBeuiaesyaans liln s Beugua Waw
agnesiaitiauazdetinlugosnannuiuey eliulauarimunismnauliilaanuasgyfinanii
ludunngendn sannludl A.d. 1992 Tag Woolner (1992 8140911 UseAaas nanuATmL havAny,

Y6 v a o o c 1 ¥ o & v c | = A
2560) 15 1#itlen nswmuninensuysdiiunisyaiivimunasAns iiifluesdnsursnismeg
TneysannisszndnenisFauiuaznisinaudinfoaiu ilun1simun 3 szau 1Hun sziuynna
seAunguuTe NG U IR uazszAulaasaN 8nia Rothwell and Sredl (1992 §1909lW nyua
a g 2 @ v v o o il o = Y

UNOAUS WEaNANE, 2563) filA LA NMNNY NMsWILIMTNEINsuyEdITunsaAn s BauiIe9
mﬂm memﬂivmﬂﬂuﬂﬁiﬂ@uﬂmﬂﬂ@mmumLuum@msluum@ﬁﬂﬁ‘ﬂgumﬁuiuuﬂ?WMﬁﬂﬁw
1IN3U UANATNTI Swanson (1995 Fnaialu niggAfoug dnazunares, 2562) Witleanees n1s
WENWIMSNE NI YT UN T2 UUNN IR U LA T AUNI AT INAINITDUBIYARING ROLFDBN9FN N
Walintszaunisal inwy LmvmmLsnmsmmslmﬂmmmmmmiumuwm ‘Emﬂmmmumﬂm@
‘]J?‘]_I‘]J‘;“\iLL@vLWNﬂ?V@VIﬁﬂ’]Wﬂ’]’;‘V}’N’]u wazWmwIinzAugiulude wazesAlsznanianig
WWIN TN EIA1N Leonard Nadler (1980 g19nelu Tusdms fennin (f-gm'ffm) LATADLY,
2565) iflunaiinnulssAnininnisineuaesyanaliilanuinyeasiuazauainim
\ < A o o o ~ - o
f0910a1ui eulFulganiaineu Hesdtlsznaussil

1. NM3nNeUsH (Training) Wunszunun siinyuANgEIBN9Eeus Tnaatiu n1awmun
MRl R lulaqiiu ieeanszduaang inee uazAINaIN T8y ARAYTANgNAL 1]

a o/ v dl % 1 = a A oI/ % o dg/ 1 1
annsndfumniinnlfesnaflidszdnsnan Tnevinlludantsinausneadnaulugduuusiig o i
NN3aLINNIANGE]) NSENUNUR n1sdiuu viseausneaulal

2. NM3ANE (Education) TUNTTLAUNNIWRUNINHEAYINE AINATNITD AUAFNIUNIG
Beuganniszaunisnl uarnisasuyaanslnanss nsAnEAIRUNLIMAAY lunsWILNYAAS

- = a o o ~ P o Ao A oa

LAYEIANT SaNTNNSETENANNGaN LTy ARINTHAGuasinEEAandulun s iR
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3. M9 (Development) lunszuaunishyatiunisfudlpaiseilasuudasyaains
Tususg o e liianadaninaau iufanssuniswmun il lfsaiaay udsadinlinanig
wasuwlasindssdanininlunisnaens dadinnisnieuiung WAZHRUNANENTNTBILAAA

P s v A g9 Y o N A o o ) PR

pNNesAnasiesnis ialiiaenafesiumalulativizedeusnionsing < Aasuutlacly
nanntasagil newamuwninensuyediiunssuaunsinn liiyaainslilszaunisaiuay
= Y dl QI o e dl dl L) o ) dl v
Feus iaNywinrrANiaNanisaienazinn Uiyl anatnnsa lun1snnau Liva i
ussquluNiaesedAng InunseuAquAanssnsng o MnaadesiuniswWmuIyAaIng 1w N9

Hnavuss naWmuNTnEY AN AIINAINITD YARNNIW UALYIAUAR LTT1siY

aAaa o A % dl A [ % cAaAa o 1 a '8 o s
walulatinasia Aa n1sUseensld sasile 4an gUnsnlnasia 1y AaNnaAes Tnsdn
=3 '8 dl = A v IQI dl 1 o o % 1 & 'S dl s v
witias alnend iAsaele vsaudusdenasiliannsndudals vy sandfund uazdesaulal unl4
Tiiadeelaad AunisdfuRurseimuissuunisineuliidaonuiuaiouasidss@nsnan
(Anmeae Usznauna, 2565) vsamalulatinanaiuginsnididannsatinduazuonaindunuy e
Wanwnaun tnsldmalulagifanalinnlssTuadgege ineauisannazaanludtnilszanduli

o % [~ QI &y v Aa o % A A o dj aAaa o

gunsannauliazaansniiifelu (Huiunes natania (1.4.1) sizedntlanil wmalulatifnaa
3 v v aAaa o a oA v dl A 1 1
duwinweanudnlawaziszendldmalulagfaialunisdjuimaulaeldesealiasie o 1w
a e A a & O ¥ dl o ) Y a &
panfiamef vzallsunsupaniained tnndseendldivadunisimuinisnianulinadssTomd
q9qn M lfesAnslpuialwasilsrAnsn nlun1sUfURUNINTL (49Nt a1iuATUaNT uas
axla Auidny, 2566) wazanuanilafazdaalinisniaullsc@nsaan e Fnen19f1uRaNa
(Digital Skill) 1luAanannsalunswiuuaz sy lomiaaaunalulat wu MiAsesiie qilnsnise
paniaaefunIgdingumedn sanneasnTaRmWganFwa s o uazdinlalunis@enldauu
Taneaulmiliifindsylamtigegn Nanuenneu uazneulandaesniaigrenisdiuaewiduesdng
pavia aliiinislmalulatinasialigniesuazinuizan (Ariinauaniznssunisinaaniswa
381, 2564) waziinweAana lun1ATFANduAeaT9aN NUIAFENNIININUAMNIZAN NI
nwenaduuaznisineyrainsiiinwefanaiieaduayuainfitoniitzes¥gunanadia
(OECD, 2021) Us2nauiuuian1anIsnmunines AN uaanaae9dnsenis muﬁmmmmmm?ﬂiu
1% aa o o % v ¥ Aaa o . . A o o dl A
AuAana NineeAtandnlanazn1sldmaluiagfasia (Digital literacy) AR BiNEZN13HLATEINE
qinsnl uazwaluladinania iy aandiawmed nsdnst wiviam lUsunsupaniawmed Wusiu w14l
nsieulidullfasaausmnge dauiiads Sdszdnsnaw uaziiatsyloaigegn (F11inenu
ATUZNIINNNTENINTNNINA T, 2560)
o o aaa o = dl 1 v o = dl
nswmuineemalulatfania e nsvusunyainliud s asuulasypaingly
v v dl A [ 3 caAa o 1 a 'S [ s [~ s dl A = v 1
AuNNT L Legesile dan gUnsniRAva 1w AaNWmeT Ingdnst uivian gUnend 1ATeaNe viveudius
QI dl 1 o o v dl Y a o o‘dldd” o o v =
Avraanlugnunsndudald WaliinanadandNadu (A1dnauAnenIsNN1391919n19I A B0, 2564)
T4 & MHun
o = = A Ao o A A -
1.7119M (Use) unnana asrnanntsnvizamaiianaiulunisldinsesile gunsnd vize
NINEINTES 7 INDIRANNIADT UATBULABTLTA WeliAnysslemhiamunanufifenis
‘Emﬂmﬂwmwmmmmumuwuﬁmwmmm@mumfm “‘Lsﬁ” 180 ma“LﬁnTﬂ?meﬂ@qumemm
i Tlsunsnilszananann Awa WBLUwussiaas way Lm‘mmmmmuq 1ﬂ@ummmuﬂmﬂﬁn°ﬂum
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2. anudinla (Understand) nnefe mnnuanunsnlunisiuidiayaetineanas deazdon i
vy a . 4 Add v eod oame . e oa 4 2 .
flisarndinlaluizesninandesiudefnanaauainnsoninissndulasedinuuuianaaulail
souivguaziinladnmalulatirsetdnaaniuansenusanan ANNITE HUNBY UWATHOANTTN
aeinals wananfigadaeinlsz@nininlunisannisansaumnaliainsin e iNmunaugos
3. NM98374 (Create) MUN81Da ANNAINITD NN IRAUYTANTHAR RN lllAsiu ey
= o QI dld 15 ¥ a 1 a dgj dl % 1 a a a
wiran1sfnulasdsndag WiAngluuulud wazanunsonanueninisdeansliatellss@nanan
I daavd‘ v v dlaavd 1 1 1 vaa v 1 o
dnumalulaginanianuainuans n1sasesaadesnanaaslilduanisgasnislilusunsy wsidssanl
teauannsnlunisfnulassniagliiaauuansrauazuainiang lilanzsls
o = = v = vy % -
4. N304 (Access) nunali AMA N0 luNsdn ez 1dfieya n1slddszTaadann
aAaa o =K v 1 1 dl ¥ o o v v Y KR a c &
wmalulatinaa sondediayatnaanssinee) waldluniaimun andusiesdnlawazdinie@umnaiiie
v 1 1 Yo 1 1 ay ay al 1 o vy v 1 = a a
Raeteannesnge 9usazdesmaidendeidaetnels anunsntinlddseandldFesnaltlsz@vanan
na1alaaagl nswmuinwzmaltulagfaiaiunscuaunisnyaiinlfuilgese
dl % v dl =l o caa o dd‘dy aa o
wasuudasyaainsludnunieli tesesile dan qinsninadia walulatnideyalugluuunaia
= v a '8 c '8 A 1 6 1 dl v [ % [~3
sandansldineniowmaed gansueg szuuATatng wazgUnandsing o iea31e dmiu desunana uas
1Y [ % aAaa o K QI dld o o dl aca o
dsvfiaya namuinezinalulatfanaasduddiunumddnylunisuasunlasdsnimnau
nsiEand warnisdeanslugailagiiv
Use@nsnmnisdfjimam UsydnsnndunazeanisUfimauineliiinaounmelaly
n17lHLUInN Ul s s Ua N RNALN 901399 1A waslBNARAULNUWTRA1E19a1NNNg
Ufj1iAautiis (John D.Millet, 1954 8190911 Fa19990u 1deane, 2561) sandansldninennsiiiaua
andgean tnenisUfuRanlinesqiinieededdng unliiaugniiesnNnIuuInTgIuLeY
neluszazinaiouue ldiinnsga@aninainsliandu deualiinnsdjiRnuianugnies
990159 YR INAMLaRan auldnasnsiduldnnunneae9adAng (ALN @N8AT, 2565) LAY
LuIAATRY Tuws viat (2559) HuwrmAnrdiaadeiulnglfesuiadn szdnsnan Aa nasldilads
WAZNIZLIUNNTANEUNINY Nanaluilin1suaneAdufaaa wianakandfaen1siuinDeanIzANg
Tadtisinee 1w Au dan Ju waznan TunsdfuRanuednadssudn Auan iiedasiunisgalan
dl a o 1 v o Y o dld 1 a ' Yo 09; a A
MAuANa T yadiunisinldininenshlegiialsyloaigegn uddnluuneaialsz@nsninena
Tdgnunsanansaanudum1lsr@ansnindesiaaals widnunsadaliniunadansniinluuas
ADANINTBINIIANTWIY mmﬁqﬁmﬂ%ﬂawﬁ‘ﬁ@mﬂﬁm%'%ma‘ﬂﬁu?lﬁmmvmm annaninlignas
Aanalfdauarligmunin wenaini newmunley mmﬁmwm?ﬂgummm mmﬂaf‘uﬂm
ANHAINITD LLavmﬂm‘Lumafmmummmmalummu LW@IMU?@@Lﬂwmmmmmm AN
mmJ@zﬂ@mmﬂﬁfmmmwm?ﬂgummwmmﬁwamﬂimwﬁmwmaﬂgumm §a7 Peterson
and Plowman (1989 #14Dvlu 38199900 1dsans, 2561) szyl 4 Fu Aall
LA aa v = Yo vy
1. ANUNINTBINU (Quality) AR IUNRAMNNIzaN A519pouNanalaliiuglau uay
Idsrlamifnen nanisineuiinaingnids gniesnuninigiu waziintsslanigeqasiaeAns
2. 131104973 (Quantity) A9 [NUIULBNIUNAINT0NN bA T2 a AN nuaLaziduld
dl ' o dl a wayyva dl & o =
FANTIB9ANIANANIS IneaunEaN UL TR ARA NNz AR TN IAN I LA TUUN WIS
wunne#ioneld 1se AL BN BRI RSN A M UARINAI IR ULBU T AN
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3. 1981 (Time) ﬁ‘ﬂ TS Lqmﬂm‘lumim\im‘mmmmu@mmﬂmq FURNE NITANAY
PANNT LL@vﬁJﬂ’]?‘W%Ju’]V]ﬂHyﬂ’]?V]’N’]uLW@IMNWJ’]SJ’& mmqmmmnmu

ANaa

4. A l%41e (Cost) AB mﬂéﬁm*wmmrﬁhﬂ LU AL AR U wazmAlulagndes lunig

a
a

pfunuetnasnzas ielilinainlsunnfigadanisamuitienfiqgn tife dssavinmaesu
izt lane faukuen uazfinniegodatieniqe

na1alneagy ummm‘mﬂimwﬁmwhmiﬂguﬁmu L‘i‘]u'ummm‘wmma‘nﬂ{]ummﬂu
wa3alnagndasutieniign nisusaniaddszdnian Lﬂuummm‘wm%ﬂgummmm
prua1nen mafianisineuiiaglFuasuifannmdudiuausan elisiunu Anldane
WAL aznantiesiign

ANNAFIUNNGINE
muﬁgm'ﬁ' 1 92AUNIIWMUINTNEINTuYEe n1smuineeinaTulatinaia uas
dsz@nsnmnisdinauresnienuludaindrinaumagfass
muﬁgm'ﬁ 2 IR BN INEININYEdFniUW HuaselssAnsninnisdjuruaes
g uludsindrinauenagRassiAnFNaiy
S

ANNFFIUN 3 nsWawTinsenatulagfariasieiu duasedssdnininnisUiRnues
g uludsindrinauenagRassiAnEnaiy

NIAULUIAA LUNISIAE

NTWRUINTWE N TN ]
1. Anunnsilinausy

2. AUN3ANE

3. ATUNIINRIUN

se@nsnmwnisU sy
1. FIUADANINTBIIY

— —— 2. AulFNnsay
NSWRIVINNEEINALUIAEAANA

%
iy 3. ANUAN
1. nns L Cae
3 4. Fauanlgane
2. pudnla
3. N84

4. N3N0

AN 1 NFALLUIAA 114N157R¢]

CERTEMPLRET!

1. enddeifidueidadabanm wum‘Lumm@ﬂ Aa wilseuludeindidneueng
yRnasn eznnsildlunnsise Ae ummm‘mum d1uru 14,491 pu (Hasya o ufl 22 gana
2567 AMNFTULAUNIMNIELAINTIANTA1aEA5371 hitps://phonebook.coj.go.th) Usznaufas
HrsnanisAnayRoseu wilnausans gninelszdn uazgninedansa TneldnnesednFaanemls
g1 (1973 E1909lu daan F3AMINUUA, 2562) ferduANNITaTUR 95% ANMUAANNARIA
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Lﬂ?ﬁlﬂmmmm;uﬁq@mqwhﬁu 5% lAnguAneEnaa119L 390 AU ierfasfupruianainainnig
AALLLLABUDNN A9NIUBANGNA8E 1AL 400 AU Tneinn19gdusnatnauuy Probability
Sampling w&authngusnadeanidungy fe Ufmsumiasuludiunaisisanagfsssuly
NIUNWHYIUAT WAZAIALATITHIUNA 1 - 9 21U 10 NG NgNaz 40 AU 79Nt 400 AU

2. irisesileflFlunmidulunfel Ao uwudeunis uvesnidu 6 dau lud dawit 1 franw
Fnnaas 41uan 1 e daufl 2 fayarillvestreuuunaenniy d1uau 7 fa daudl 3 uunaeuniu
FLAUAMNAALTIUNIIWIUININEIN TN Y A1UaU 9 da 7T 4 UULABLNINTZALANNAINI
mswaTinEematuladaama S1uan 12 do dauft 5 uwnaeunuszRLANARTuLsEANEN N
nsUf IR anuau 11 de uazdaud 6 %@Lmummmﬂ'mﬁu nsuunaauninlugiud 3-5 1
anmouzdieAnnaduuuinnadaulszannan 5 sziu dauf 3,5 liiukanetheisiaiudanatng
59 uazdaudi 4 u@wmmmnmm

3. ma?mmmmwLm@m@‘ﬂmﬂm@mmmummm\imLu@m‘ﬂmﬂmLLuumumwmwmu
L@N@NL?JF;I'J‘IJ’]G_I mmu 3 iy LW@W@’]?M’WM’WMNL‘NLH@M’] LL@vmmmummmmmmwm
wLgaUnAsIAaiiev (10C) AiflAn = 0.70 AvazBadnrinunnit G 10C zevitadleil =
0.95 mmfuﬂﬁmﬁuuﬁmmﬁﬁLLuzﬁwméﬁmsmty uAThULLABLNATRIUNIATARE LAY L
Aramnuiiiavlinaaeqls (Try-out) FudretefifidneuzlngiAaerusatnelunisAnEAsel
nuan 40 Au itenAtpadeTureuLLga L aE NI ANGNLsTANE LeanTRIATALLINA
K Andursz@nsuaannwiniu 0.906 - 0.915 Tedadnnunmainnunaliie 0.70 ull uazld
Tisunsudnidaginieatia lunisiinevidesya

4. ﬂ’mLmqvu‘“ﬂmﬂhmmmwaramuﬂuma?@ﬁmm@mmwimmumumumammn
%ataz ANaAE uAS mmmmummﬁm LATANALTNBUNIY wammmuummmmw 14nns
fmmvmmminmmﬂmw%m (Multiple Regression)

NANSIE

nannsdAIsitadadauyana wudn doulunidumands Sesas 66.50 Hangaznds 31-
40 1 $aeiaz 39.60 An19AnEgean luseAuBryssisaauwin seaas 62.10 Henalfseinow
251979 15,001-30,000 L% FR8aT 40.10 iuiinsan1smayRassd seaas 76.90 51821941019
Unimeu fnn 5 1) faraz 31.90 meﬂf]u“f?muﬁummmmaﬂﬁﬁﬁﬂumﬂ 9 3ae1az 20.30

1. HANIIANHITLAUNIIWMUINTNENIN YR n1swmuIinEzmalulatinana uas
UseAnaninwnisdf iRy
A1974 1 mLfa??iﬂLmzmmﬁmmummgm NNIWAUININE N TN

MSWBMUINENENTHYBE] FEAUAMNANLIY
X S.D. nsulsna
1. Anunnsilinausy 453 0.47 iuBnaaenads
2. ANUN3ANE 4.54 0.46 iuBnaaenads
3. ATUNIINRIUN 4.61 0.41 iuBnaaenads
MN5IN 4.56 0.39 \ugaaadeia
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AMNAITN 1 WL FEALANNAAIUNNIWINBININEN Iy e enuludsindiineu
ANAEATIINIAENINGIN @fﬂmzﬁmﬁu%qmjﬂwéq fAnadainy 4.56 definnsnidumafiou
Wi FufidAnadngeqa Ae frunisaun fenedeninty 4.61 sasadn fe unnsdne Fu
NTHNBLIN AMNAIAL
A1974 2 mL@'ﬁ'ﬂLmzmmﬁmmummgmmaﬁﬁmmﬁﬂmmmTu‘E@ﬁﬁ%ﬁ@

5 . SEAUAINNEINITD
NSNRIUINNELNALUIAERANA - SD. rsudsua
1. N7 LA 4.48 0.46 NN
2. Anuidinla 4.50 0.47 wnnan
3. NN974574 4.38 0.57 4N
4. N3N0 4.48 0.49 11N

MNSIN 4.46 0.44 NN

AINANTIN 2 WL ixﬁummmmmma‘ﬁwmﬁﬂmmmT‘u‘E@ﬁﬁ%ﬁmﬂwmmmhmﬁm
mummmaﬂmma‘u‘ﬂmmwmu @ﬂ‘lmvmumm ALY 4.46 WaRansauilumediig
WU mummm@ﬂmm A8 Anudnla TANeAWNTL 4.50 7898901 Aa N3l nadinds uas
N194519 ANNAAL
A543 mL@'ﬁ'ﬂLmzmmﬁmmummgm UseAnan nwnisdl iy

Uss@Ansnmnisdineu STALAMNAALIL
X S.D. nsuisua
1. FNUANUNINTBNNY 4.61 0.40 Wukanatingds
2. A1uLFNNUU 4.26 0.69 Windog
3. Auan 4.58 0.44 iuBnaaenads
4. fnuanlEane 4.54 0.46 iuBnaaenads
MNGIN 450 0.42 Wiusaeagnat

AINANI 3 sTAUANARTu ATy amﬁmwmaﬂgummmmummmiumnm
dinenuAagRsITlnanIne aglusziuiiufanetines 3 ummamwmu 4.50 ifiafiansniniilu
MefunLdn Sufifianedagege Ae Fuannamaesu fAneRumint 4.61 :asasn A Fu
a1 AUAEANE LATAULETNITY ANAT AL
2. mafﬁwmmﬁ*wmmméwﬁﬁﬁm@&i@ﬂ@xﬁm’%mwmiﬂﬁﬁmu
A1974 4 Lmmmﬁuzﬁ”mﬁuﬁrﬁwdwma‘ﬁmmm’;‘wmﬂ@ugmﬁlﬁmaﬁi@ﬂﬁ‘z'ﬁw%mwmmﬁu“ﬁmu

Al B S.E. B t Sig. Tolerance VIF
Fhﬂ\‘i“?ll (Constant) 1.081 0.172 6.270 0.000**
fﬁmmiﬁﬂfamu(xo 0.281 0.043 0.314 6.485 0.000** 0.498 2.008
Eﬁ’]uﬂ'ﬁ‘ﬁﬂﬂﬁ(xz) 0.171 0.045 0.184 3.811 0.000** 0.499 2.006
Eﬁ’]uﬂ']‘i“ﬁmu'](x& 0.296 0.050 0.288 5.894 0.000** 0.488 2.050
R =0.689 R*=0.475 Adj. R*=0.472 S.E.=0.308 F=135.828

** P<0.01
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AINAT9 4 WU m:“wwmmwmm‘muwwm@mﬂ@mmﬁmwma‘ﬂgummum@wmmm
ludsindriineuaagfisssulngsn aeefidudAynieadffiszd 0.01 Sefulsdas 3 fauls
féunarinune Ienas 47.50 lnaBeuedrduanndandsiiduasielszaninmnsjiiaues
mirganiludeiadnineanagsssunniigelimiienfign Wi Funisiineusy sesasunie
ANUN1TRENWN LATHIBNIIANTT ATNAAL %x‘i@’]ﬂ‘gﬁ@y@L%\‘]‘]J?::’%/ﬂﬁ@’m’]?ﬂﬂ’]ﬁqLLﬂﬁ‘ﬁ@‘-Tﬁlﬁ/\iﬂziﬁ’a
anliidunumslunaimnnypains ieidsuainslssananmnsdfiRnusesnisenuludeia
AUNaUAIAEATITH

3. Mamwrinsenalulatfarianinasedss@nsnnnisdfimau
M54 5 uanaANdNRLS sz wnsuvinsemelulag avianlkasedsyAEnwnnsU iR

B S.E. B t Sig. Tolerance VIF
A1AST (Constant) 1398  0.150 3319 0.000*
Fung L (X)) 0.285 0.048 0.310 5.915 0.000** 0.402 2.485
fruauiilax,) 0.075 0.052 0.083 1.442 0.150 . 0.333 3.004
FIUN1TAFIN(X;) 0.126 0.039 0.170 3.202 0.001* 0.390 2.563
Funadinfia(Xy) 0.208 0.048 0.238 0.366 2.732
R=0.711 R’ = 0.505 Adj. R°=0.501 S.E.=0.300 F=114.519

**P<0.01

AINAN918 5 WU NeuineTinalulaBRaatuaselssansnwn1sd iR e
e uludsindninaueagfsssnlngson ateiiidAnynadanszau 0.01 aedaulsdass 4
fautls Henunarinung Iisesay 50.50 Tnalenaduainudsiinasiedss@nsninnisyfimeu
weaneuludanndniinauaagfsssusnigaliniiaange 1Hun frunsld sesasun A fnu
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ABSTRACT

In this mixed-methods research investigation, the researcher examines (1) the factors of
English communication barriers of tourism service providers in Thailand’s eastern coastal region;
and investigates (2) specific purposes in the use of English affecting communication barriers.

Quantitative data were collected from 400 questionnaire respondents consisting of tour
guides, service providers in exhibition centers and souvenir shops, tourist police officers,
restaurant staff, and massage and spa therapists in Chon Buri, Rayong, Chanthaburi, and Trat.
Data were analyzed using descriptive statistics and regression analysis. Qualitative data were
collected using the technique of semi-structured interviews. Data were analyzed using the
technique of content analysis.

Findings showed that speaking skills were the most significant barrier. Next in descending
order were listening, reading, and writing. The major objectives in using English were to
understand customers’ needs, to increase income and benefits, and to promote tourism. Overall,
it was found that the difficulty in the use of English was at a high level. The analysis of the influence
of the specific purposes in English communication on the factor of barriers found that
understanding customers’ needs and personal development were associated with listening
barriers. Speaking barriers were influenced from the understanding of customers’ needs, an
increase of income, tourism promotion, and personal development. Reading barriers were
influenced from personal development. Writing barriers correlated with an increase of income and
tourism promotion.

From the research findings, the researcher proposes specific guidelines to develop
English communication skills and enhance communication efficiency as well as overall service
quality of tourism service providers which will strengthen the competitiveness of Thailand in the

global tourism market.

Keywords: English Communication Barriers, Specific Communicative Purposes, English
Development, Communicative English Skills, English Development of Tourism Service Providers

Introduction

The English language skills are crucial and essential as they serve as the primary means
of communication with foreign tourists visiting Thailand (Phaiboonnugulkij & Prapphal 2013;
Pinsirikul et al., 2023; Prachanant, 2012). Thailand’s tourist attractions remain popular among
international visitors, and the intention to return increases when tourism service providers
demonstrate greater proficiency and fluency in English communication (Boonyopakorn, 2022).

Therefore, identifying and understanding the English communication barriers faced by tourism
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service providers is essential for several important reasons. The language barriers could affect
the work productivity of foreign workers and directly impact visitor experiences, potentially leading
to misunderstandings, dissatisfaction, and negative reviews (Sallen et al., 2021). From an
economic perspective, effective communication enables service providers to better meet tourist
needs, recommend additional services, and increase revenue potential (Lo Presti et al., 2022).
Furthermore, addressing these barriers can enhance cultural exchange and understanding,
leading to more meaningful interactions—an increasingly significant motivation for travel. Such
outcomes not only enrich visitor experiences but also benefit local communities. This is particularly
relevant given that cultural tourism has been reaffirmed as a core component of international
tourism, representing over 39% of global tourist arrivals (Richards, 2018). By identifying and
mitigating specific communication challenges, tourism authorities can implement targeted training
programs and practical solutions that improve service quality, visitor satisfaction, and ultimately
strengthen the sustainability of the tourism sector.

Thailand has a wealth of tourist attractions, and one of the notable areas is the Eastern
coastal region, which includes four provinces: Chonburi, Rayong, Chanthaburi, and Trat. The
tourism industry is one of the key industries in Thailand, contributing to economic, social, cultural,
and environmental benefits. In recent years, the tourism industry has significantly contributed to
Thailand’s economic growth by stimulating domestic spending and drawing in foreign currency,
with international tourist arrivals in Thailand projected to reach 66.48 million by 2033, generating
approximately THB 3,742.9 billion in revenue—representing an average annual growth rate of
13.5% since 2023 (World Travel & Tourism Council, 2023). As discussed, the tourism industry is
a key driver of Thailand’s economic growth. To ensure continued economic expansion, promoting
tourism is vital. Such promotion may involve strategies to attract new visitors and encourage repeat
tourism.

Despite the economic importance of tourism in Thailand’s eastern coastal region, there is
limited empirical research exploring the actual English communication problems faced by local
tourism service providers in this area. The eastern region, particularly Chonburi, Rayong,
Chanthaburi, and Trat, plays a dual role: it is both an industrial hub attracting foreign investment
and a key cultural and natural tourism destination. This context draws a diverse mix of tourists,
including short-term business travelers, long-term expatriates, and leisure visitors from ASEAN
countries and beyond. However, many service providers lack systematic English training suited
to these varied groups (Suraprajit, 2017). The gap between required communicative competence
and current staff skills becomes particularly evident when considering the specific purposes for
which English is used in tourism. While tourists expect effective communication for service
efficiency, information exchange, and cultural interaction, frontline workers often face obstacles

such as pronunciation difficulties, limited context-specific vocabulary, and challenges in cross-
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cultural pragmatics. Investigating how these distinct purposes of English use shape
communication barriers is therefore essential for developing targeted training that enhances
tourist satisfaction and supports the region’s long-term tourism sustainability.
Research Gaps and Future Directions

Although research on communication barriers in tourism has grown (Boonyopakorn, 2022;
Kiatkheeree et al., 2020; Kraithep et al., 2021), notable gaps remain, particularly in understanding
the interrelationship between different English communication skills and how challenges in one
area may affect overall communicative performance. Existing literature often treats communication
barriers in isolation, without examining how specific communicative purposes may shape or affect
the obstacle factors. Furthermore, limited attention has been paid to context-specific challenges
faced by tourism service providers in regional destinations, such as Thailand’s eastern coastal

areas.

Research purposes

To address these gaps and support sustainable growth and competitiveness in the
tourism sector, this study aims at:

1. Exploring English communication obstacle factors among service providers in the
eastern coastal area

2. Investigating the influence of specific purposes of using English for communication on

the obstacle factors

Literature Review
The Importance of English in Tourism and Hospitality Services

English language proficiency plays a crucial role in the tourism and hospitality industry
globally. Several studies highlight that English serves as the lingua franca in international tourism
contexts (Prachanant, 2012; Zahedpisheh et al., 2017). In addition, Blue and Harun (2003)
established that effective communication in English significantly impacted guest satisfaction and
service quality perception. Their research demonstrated that language barriers often resulted in
misunderstandings that negatively affected the overall tourist experience.

Tourism employees’ English communication skills directly influence customer
satisfaction. Leslie and Russell (2006) found that tourists rated their experience more positively
when service providers demonstrated strong English abilities. Similarly, Bobanovic and Grzinic
(2011) concluded that hotels with English-proficient staff received higher ratings and experience.
The destinations with a more developed English language infrastructure were better positioned to
attract high-spending international tourists and establish stronger global tourism networks. Poor

efficiency of linguistic services in tourists’ languages often compelled them to adjust to the service
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providers’' language, which could reduce their overall satisfaction—especially for those with
limited proficiency in the destination country’s language (Ying et al., 2018).

Therefore, research consistently demonstrates that English language proficiency is not
merely beneficial but essential for success in the increasingly globalized tourism and hospitality
industry. It affects service quality, customer satisfaction, competitive advantage, and ultimately,
economic outcomes (Bobanovic & Grzinic, 2011; Prabhu & Wani, 2015).

English communication obstacles among Tourism Service Providers

Tourism has emerged as a significant economic sector worldwide, with its success
largely dependent on effective communication between service providers and international
visitors. The communication obstacles are factors that hinder the smooth exchange of information
between a sender and a receiver, making it difficult for people to understand one another clearly
(Luechatham, 2022). In regions like the eastern coastal area, where tourism forms a central pillar
of economic development, English communication competency among service providers has
become increasingly crucial.

Previous research has consistently identified vocabulary limitations as a primary obstacle
to effective communication in tourism contexts. Algahtani (2015) noted that insufficient lexical
knowledge affected all four language skills—listening, speaking, reading, and writing—and
presented a more significant barrier than grammatical mistakes in service interactions. The study
of tourism employees found that limited vocabulary frequently led to complete communication
breakdowns, while grammatical errors rarely prevented successful message delivery. Hsu (2014)
further elaborated that tourism service providers needed to know two main types of vocabulary:
general language used for customer service, and more specific terms related to local attractions,
food, culture, and geography. Phonological challenges also present significant barriers,
particularly for listening comprehension. Cook (2008) identified the diversity of accents
encountered in tourism settings as a substantial obstacle. The study found that service providers
frequently misunderstood key information when dealing with non-standard pronunciation patterns,
leading to service failures and customer dissatisfaction.

Furthermore, research has documented specific challenges associated with each
language skill in tourism contexts. Regarding listening skills, several studies have explored the
challenges Thai individuals faced when trying to understand foreigners in workplace settings.
Research by Kiatkheeree et al. (2020) revealed that sellers in Surat Thani and Chiang Mai
struggled with the fast pace of foreign customers’ speech, insufficient grammar knowledge,
difficulty understanding English pronunciation, and a limited vocabulary. Similarly, Phonsomboon
(2020) found that unfamiliar vocabulary and accents were the primary difficulties for vendors on
Khaosan Road. In terms of speaking challenges, Prachanant (2012) conducted a comprehensive

needs analysis of tourism professionals and found that anxiety about pronunciation, difficulty with
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spontaneous responses, and limited fluency in specialized domains created significant barriers
to effective communication. Writing challenges have received increasing attention as digital
communication becomes more prevalent in tourism. According to Maglalang’s (2023) research on
academic writing challenges faced by hospitality and tourism management students in ESP
contexts, these students demonstrated poor writing performance linked to low writing self-efficacy.
The Purposes of English Communication and Their Impacts on English communication obstacle
factors

The relationship between communication purposes and obstacles in English-language
interactions has been the focus of several notable studies, exploring how specific goals behind
English usage affect resulting communication challenges. English serves diverse purposes, each
creating a unique communication landscape with distinct barriers. Kim and Davies (2014)
investigated how motivational factors influence tourism service providers’ perception and
experience of communication barriers. Their research revealed that income potential functions as
a powerful motivator for English improvement among tourism workers, demonstrating that service
providers who recognized a clear connection between language proficiency and earning potential
dedicated substantially more time to language learning activities.

Tourism promotion has been recognized as the most impactful element. The foundational
research on tourism language of Dann (2023) highlighted the promotional discourse as a distinct
linguistic register with unique features. Expanding on this, Cappelli (2008) explored the linguistic
complexities inherent in crafting promotional tourism texts, emphasizing the need for a
sophisticated mix of descriptive, persuasive, and informative techniques. The analysis of
successful tourism content revealed that complex sentence structures, specific vocabulary, and
culturally appropriate language can be challenging for non-native English writers.

The impact of personal development motivations on language learning presents an
interesting paradox in the research. Noels et al. (2000) focused on the impact of varying
motivational orientations on language learning experiences, discovering that learners driven by
personal growth goals perceived greater challenges in receptive skills such as reading. Their
study suggested this occurred because personally motivated learners set more ambitious targets
and engage with more challenging authentic materials.

Cultural factors also significantly impact communication experiences. Edgell et al. (2018)
examined how cultural distance between service providers and international visitors amplified
communication challenges, with their research showing that greater cultural differences
corresponded with increased communication barriers beyond purely linguistic factors. Their study
highlighted that cultural expectations about how services should be provided made tourism

communication more complicated and added to the challenges caused by language barriers.
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Research Hypothesis
H1: The specific purposes of using English for communication significantly influence the

obstacle factors experienced by tourism service providers.

Research Methodology

This mixed-method research collected quantitative data from a questionnaire and
qualitative data from semi-structured interviews.
Population and Samples

The population in this research consisted of tourism service providers, including tour
guides, exhibition and souvenir shop staff, tourist police, restaurant staff, and massage and spa
service providers, located in the eastern coastal area covering the provinces of Chonburi, Rayong,
Chanthaburi, and Trat. The sample size was determined using Cochran’s formula in cases where
the exact population size is unknown, with an acceptable margin of error set at 5% and a
confidence level of 95%. The sample size was calculated to be 384. Then, the data were collected
from 400 samples in total.

A multi-stage sampling method was used. In the first stage, purposive sampling was
applied to select the occupations of tourism service providers and to determine the data collection
areas from maijor tourist sites in each province (Pleerux, 2014) to ensure good representation of
the population. In Chonburi province, the data were collected from Pattaya, Bangsaen, and Nang
Ram Beach. In Rayong province, the data were collected from Laem Mae Phim, Mae Ramphueng
Beach, and Ban Phe. In Chanthaburi province, the data were collected from Chao Lao Beach,
Khung Wiman Beach, Ao Khung Kraben, and Wat Khao Sukim. In Trat province, the data were
collected from Koh Chang and Laem Ngop. In the second stage, a simple random sampling
method was applied within the tourist areas. The number of samples from each tourist area in
each province may vary. For instance, in Chonburi Province, more samples may be collected from
Pattaya than from Bangsaen and Nang Ram Beach, depending on the number of service
providers present in each area at the time of data collection.

A simple random sampling method was used to select interview participants from the 12
tourism sites where quantitative data had been collected. From each of the 12 identified sites, one
tourism service provider was randomly selected for a semi-structured interview, resulting in a total
sample of 12 interviewees.

The instrumentation

The instrument was a closed-ended questionnaire applied from Kraithep et al. (2021),
Luechatham (2022) and Piriyasilpa (2014). The questionnaire was evaluated the Index of
Consistency Values (IOC) by three experts and revised according to their recommendations

before data collection. The I0C values of items which were more than 0.5 were accepted (Ismail
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& Zubairi, 2022). The questionnaire consisted of three parts: 1) General demographic information
of the respondents, 2) The purposes of English usage among tourism service providers, and 3)
Obstacle factors that hinder the use of English for communication among tourism service
providers. The semi-structured interview was employed in order to gather qualitative analysis. The
revised questionnaire was tested for reliability, resulting in a Cronbach’s alpha value of 0.873.
(Wood & Haber, 2014).
Data Analysis

The general demographic information of tourism service providers and objectives for
using English for communication were examined using descriptive statistics, including
frequencies and percentages. The obstacle factors in using English for communication among
tourism service providers were investigated using descriptive statistics, including frequencies,
percentages, mean, and standard deviation (S.D.). The influence of specific communication
purposes on obstacles were examined using a multiple regression analysis.
The Results

The results of the basic demographic data showed that the majority of 400 respondents
were female, aged 41-50 years, with a bachelor’'s degree. Most of the respondents were employed
as restaurant staff, followed by tour guides, and massage and spa service staff. The average
frequency of English usage in their work was 30%, followed by 40% and 50% per week
respectively.

The most frequently used English skill was speaking, followed by listening, writing, and
reading respectively. The purposes of using English for communication were divided into five main
objectives. The primary purpose for tourism service providers is to communicate in order to
understand the customer needs. The next purposes included earning a higher
salary/wage/income, promoting tourism, personal development, and gaining acceptance from
employers or coworkers.

The English communication obstacle factors among service providers in the eastern coastal area

According to the first research aim, the obstacle factors of using English for
communication among service providers in the eastern coastal area were explored. The results

were shown in Table 1.

Table 1 The English communication obstacle factors among service providers

Obstacle Factors Mean | S.D. | Level

X)

Listening skill

1. Listening problems due to vocabulary limitations, such as having a limited | 4.39 0.73 | High

English vocabulary for work.
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Obstacle Factors Mean | S.D. | Level
X)

2. Listening problems due to being unable to grasp the main points from the | 4.25 0.84 | High

customers.

3. Listening problems due to the different accents of foreign customers. 4.23 0.83 | High

4. Listening problems due to customers speaking too fast, making it difficult to catch | 3.98 0.91 | High

the meaning.
5. Listening problems due to customers speaking in complex sentences. 3.81 0.77 | High
Mean 413 0.82 | High
Speaking skill

1. Speaking problems due to vocabulary limitations, such as having a limited | 4.56 0.77 | High

English vocabulary for work.

2. Speaking problems due to being unable to communicate with customers in full | 4.31 0.75 | High
sentences.

3. Speaking problems due to not understanding the customer inquiries or needs. 4.28 0.93 | High
4. Speaking problems due to a lack of self-confidence. 4.05 0.98 | High
5. Speaking problems when making apologies. 3.94 1.12 | High
Mean 4.23 0.91 | High
Reading skill

1. Reading problems due to the limited use of reading skills in the workplace. 4.01 0.92 | High

2. Reading problems due to vocabulary limitations, such as having a limited English | 4.00 0.95 | High

vocabulary for work.

3. Reading problems due to the complexity of English documents. 3.86 0.88 | High
Mean 3.96 0.92 | High
Writing skill

1. Writing problems due to vocabulary limitations, such as having a limited English | 4.22 0.84 | High

vocabulary for work.

2. Writing problems due to a lack of proficiency in sentence structure and grammar. | 3.83 0.88 | High

3. Writing problems due to not understanding the customer needs. 3.80 0.75 | High
4. Writing problems due to not knowing how to start to write. 3.56 0.73 | High
Mean 3.85 0.81 | High
Overall mean score 4.06 0.80 | High

From Table 1, it was shown that tourism service providers encountered obstacles in all
four English language skills at a high level, with a total mean score of ()_(:4.06). When considering
each aspect individually, the most significant obstacle in using English for communication was
speaking skills (X=4.23), followed by listening skills (X=4.13), reading skills (X=3.96), and writing
skills (X=3.85).

The results also revealed that in terms of speaking skills, the most common problem was

the limitation in vocabulary, such as having a limited English vocabulary for work ()_(:4.56),
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followed by the problem of being unable to respond to customers in complete sentences (X:4.31 ),
and the problem of asking for customer information or needs ()_( =4.28).

In terms of listening skills, the most common problem was due to vocabulary limitations,
such as having a limited English vocabulary for work ()_(:4.39), followed by the problem of being
unable to grasp the main points from the customers ()_(:4.25), and the problem of different accents
of foreign customers ()_(:4.23).

For reading skills, the most common problem was the limited use of reading skills in the
workplace ()_(24.01), followed by vocabulary limitations, such as having a limited English
vocabulary for work (X:4.00), and the complexity of English documents ()_(:3.86).

In terms of writing skills, the most common problem was vocabulary limitations, such as
having a limited English vocabulary for work ()_(:4.22), followed by the problem of not being
proficient in sentence structure and grammar ()_(:3.83), and the problem of not understanding the
customer needs ()_(:3.80).

The influence of specific purposes of using English for communication on obstacle factors

The multiple regression analysis was employed to explore the influence of specific
purposes of using English for communication on the obstacle factors. The specific purposes of
using English for communication included five main objectives: understanding the customer
needs, earning a higher salary/wage/income, promoting tourism, personal development, and
gaining acceptance from employers or coworkers. The obstacle factors were speaking, listening,
writing, and reading skills obstacles. As hypothesized, those variables were taken to perform
correlation analysis to examine the relationships between independent variables themselves and
between independent variables and the dependent variable. It was conducted in order to verify
whether there were any significant relationships between the independent variables or not. The
results from the correlation analysis at the 0.05 significance level showed that none of the factors
had significant correlations with each other. Then, the multiple regression equation was analyzed

using the All Enter method.

Table 2 The model obtained from multiple regression analysis (Model Summary)

Model Summary

Model R R Square  Adjusted R Std. Error of the Estimate
Square
1 0.448 0.200 0.186 0.519

As shown in Table 2, the multiple regression model accounted for 18.6% of the variance
in the dependent variable (R2: 0.200, Adjusted R°=0.1 86). This means that the specific purposes
of using English for communication influencing the four obstacle factors account for 18.6%, while

the remaining 81.4% is influenced by other factors.
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Table 3 Multiple regression analysis of the influence of specific purposes of using English for

communication on listening skill obstacle factors

Note * = p<.05

Specific purposes Beta t Sig.

(Constant) .999

Understanding the customer needs 0.228 2.070 0.009*
Earning a higher salary/wage/income -0.022  -0.408 0.684
Promoting tourism 0.041 0.655 0.513
Personal development 0.139 2.617 0.037*
Gaining acceptance from employers or 0.012 0.211 0.816

coworkers.

As shown in the output, two purposes of English communication significantly affected the

listening skill obstacle factors: Understanding the customer needs (p<.05, beta = 0.228) and

Personal development (p<.05, beta = 0.139). The most influencing purpose was understanding

the customer needs since standardized beta value was the highest (0.228). Additionally, the beta

value indicates that if tourism service providers have a strong desire to communicate for better

customer understanding, they will experience greater difficulties in listening.

Table 4 Multiple regression analysis of the influence of specific purposes of using English for

communication on speaking skill obstacle factors

Specific purposes Beta t Sig.
(Constant) .999
Understanding the customer needs 0.121 1.776 0.035*
Earning a higher salary/wage/income 0.319 2.617 0.001™*
Promoting tourism 0.073  0.041 0.045*
Personal development 0.118 2.087 0.038*
Gaining acceptance from employers or 0.102 2.112 0.633

coworkers.

Note *** = p<.001

*=p<.05

As shown in the output, all four purposes of English communication affected the speaking

obstacle factors: Understanding the customer needs (p<.05, beta = 0.121), Earning a higher

salary/wage/income (p<.001, beta = 0.319), Promoting tourism (p<.05, beta = 0.073) and
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Personal development (p<.05, beta = 0.118). The most influencing purpose was earning a higher
salary/wage/income since standardized beta value was the highest (0.319). Additionally, the beta
value indicates that if tourism service providers have a strong desire to communicate for better

earning a higher salary/wage/income, they will experience greater difficulties in speaking.

Table 5 Multiple regression analysis of the influence of specific purposes of using English for
communication on reading skill obstacle factors

Specific purposes Beta t Sig.
(Constant) .999
Understanding the customer needs 0.119 3.012 0.056
Earning a higher salary/wage/income 0.022 1.403 0.206
Promoting tourism 0.061 1.958 0.291
Personal development 0.146  3.057 0.043*
Gaining acceptance from employers or - -0.366 0.715
coworkers. 0.021

Note * = p<.05

As shown in the output, there was one purpose of English communication affecting the
reading obstacle factors: Personal development (p<.05, beta = 0.146). Additionally, the beta value
indicates that if tourism service providers have a strong desire to communicate for personal

development, they will experience greater difficulties in reading.

Table 6 Multiple regression analysis of the influence of specific purposes of using English for

communication on writing skill obstacle factors

Specific purposes Beta t Sig.
(Constant) .999
Understanding the customer needs 0.113 2.070 0.057
Earning a higher salary/wage/income 0.254 2.655 0.044*
Promoting tourism 0.289 2.417 0.038*
Personal development 0.143 2.408 0.051
Gaining acceptance from employers or 0.007 0.118 0.904
coworkers.

Note * = p<.05

As shown in the output, there were two purposes of English communication affecting the
writing obstacle factors affecting: Earning a higher salary/wage/income (p<.05, beta = 0.254) and
Promoting tourism (p<.05, beta = 0.289). The most influencing purpose was promoting tourism
since standardized beta value was the highest (0.289). Additionally, the beta value indicates that
if tourism service providers have a strong desire to promote tourism, they will experience greater

difficulties in writing.
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In order to triangulate quantitative results, semi-structured interviews with purposively
selected participants were employed. The participants were selected randomly from each type of
career. Then, there were five participants in the interview section. The findings have emerged in
order to provide a complete picture of the obstacles in English communication and the relationship
between their purposes of using English and obstacle factors of English four skills. Then, the
interview was analyzed in order to determine the presence of certain results found in quantitative
data.

Firstly, it was revealed that two main purposes of English communication—understanding
customer needs and personal development—contributed to the listening challenges. Among
these, understanding customer needs was identified as the most influential factor. As a tourism
service provider said: “When | try to understand what the customer is saying, | sometimes face
difficulties due to different accents, and there are times when | do not recognize the words they
are using.” In addition, some of them stated that using English to understand the customer’s
purpose can be challenging, as it sometimes makes it difficult to grasp the main idea when they
do not fully understand the language.

Secondly, it was found that four main purposes of English communication—understanding
customer needs, earning a higher income, promoting tourism, and personal development—
contributed to the speaking challenges. Among these, earning a higher income was identified as
the most influential factor. As a tourism service provider said: “| believe that speaking is the most
important English skill for communication. If | can speak well, | can communicate effectively in any
context and achieve my goals.” One of them added: “If | can speak English well, | believe I'll have
the opportunity to be promoted to a higher position, such as a supervisor. This would also allow
me to earn a higher income.”

In addition, it was found that personal development—identified as the sole purpose of
English communication—had an impact on the obstacle factor in reading. This suggests that if
tourism service providers have a strong desire to communicate for personal development, they
will experience greater difficulties in reading. As a tourism service provider mentioned: “English
reading skills are used primarily for reading in academic contexts.” One of them also explained:
“Since English reading skills are mainly used for understanding academic documents, | often face
difficulties when trying to develop myself through academic reading, such as reading notices or
outbound tour details.”

Finally, regarding English writing skills, it was revealed that two main purposes of English
communication—earning a higher income and promoting tourism—contributed to the challenges
faced in writing. Among these, promoting tourism was identified as the most influential factor. Most
of tourism service providers mentioned that “English writing skills are closely related to creating

tourism promotional documents, such as brochures, catalogs, product posters, and tour
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programs.” As a result, they encountered challenges with this skill when trying to create these
types of documents.” They also explained that they struggled with writing skills when they wanted
to improve themselves. However, the reason they focused on writing was that they needed to write
in English for work-related tasks, which gave them a chance to get promoted and earn a higher

salary.

Understanding the customer needs

Listening skill obstacle factor

Earning a higher salary/wage/income

Speaking skill obstacle factor

Promoting tourism

v Reading skill obstacle factor

Personal development e

Gaining acceptance from employers or Writing skill obstacle factor

coworkers.

Figure 1 Model summary of the influence of specific communicative purposes on obstacle factors

According to model summary in Figure 1, the specific purposes of using English for
understanding the customer needs influenced the obstacle factors on listening skill and speaking
skill. In addition, the specific purposes of using English for earning a higher income influenced the
obstacle factors on speaking skill and writing skill. It can be concluded that English proficiency,
particularly in speaking and writing skills, directly correlates with income potential and career
advancement in the tourism industry. Next, the ability to effectively promote tourism is also strongly
related to proficiency in speaking and writing skills. Finally, the specific purposes of using English
for personal development influenced the obstacle factors on listening skill, speaking skill and
reading skill. This means that the desire for personal development in English among tourism
service providers significantly influences their experience of obstacles in listening, speaking, and

reading skills.

Discussion and Conclusions

The results indicated that the most significant obstacle factors were associated with
speaking skills, followed by listening, reading, and writing skills, respectively. The primary
purposes of English communication identified in the study were: 1) understanding customer

needs; 2) obtaining higher salaries, wages, and benefits, and 3) promoting tourism. These findings
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align with Boonyopakorn (2022), who emphasized that English plays a vital role in the tourism
industry, as it enables service providers to manage and respond effectively to a variety of
situations. Proficiency in English supports clear communication with international tourists, leading
to more accurate information exchanges, improved service delivery, and enhanced satisfaction
for both service providers and visitors.

Importantly, the obstacle factors related to English communication among service
providers in the eastern coastal area were rated at a high level across all items. The
comprehensive nature of these obstacles corresponds with Zahedpisheh et al. (2017) assertion
that English language competence represents a fundamental requirement for effective service
provision in tourism settings. Their research emphasized that without adequate language skills,
service providers struggle to deliver satisfactory experiences to international visitors.

When considering the issue in greater detail, it was found that speaking skills are the
most significant challenge for tourism service providers. As noted by Prachanant et al. (2016),
personnel in the hospitality industry experience difficulties across all four English language skills,
with speaking identified as the most challenging. A common problem is the lack of sufficient
English vocabulary relevant to their work. Additional issues include an inability to construct
complete sentences during customer interactions, as well as difficulties in formulating questions
and understanding customer needs. This is consistent with the study by Chaiyachana, Chiewchan,
and Thongnern (2017), which explored the use of English communication skills in hotel
receptionists’ work in Nan province from the perspective of foreign tourists. The research found
that the overall issue with English communication skills for hotel receptionists in Nan was
significant, with the most common problem in speaking being the inability to form complete
sentences. This is also in line with Intorn, Charoenarpornwattana, and Chuchuen (2020), who
studied the problems and the need for the development of English communication skills for
employees of a commercial bank in Pattaya, and found that speaking issues were a significant
obstacle.

The study of the impacts of specific purposes of using English for communication on
obstacle factors revealed that two main purposes of English communication—understanding
customer needs and personal development—contributed to the listening challenges. Among
these, understanding customer needs was identified as the most influential factor. This in line with
the study of Sriduandao (2022), who examined the development of English teaching material for
homestay entrepreneurs and found that the international tourists generally have basic
expectations regarding communication, particularly in areas such as greetings and the provision
of relevant information about tourist attractions, activities, food, and local culture. Effective
communication in these areas can enhance tourists’ understanding and leave a positive

impression, thereby increasing the likelihood of repeat visits. Furthermore, such positive
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experiences may also attract new international tourists, contributing to the growth of the tourism
sector.

Secondly, it was found that four main purposes of English communication—
understanding customer needs, earning a higher income, promoting tourism, and personal
development—contributed to the speaking challenges. Among these, earning a higher income
was identified as the most influential factor. The identification of these distinctive purposes
suggests that speaking challenges in tourism contexts are multifaceted. As Basturkmen (2006)
noted, different communicative purposes demand different linguistic resources, contributing to
varied challenges.

In addition, it was found that personal development—identified as the sole purpose of
English communication—had an impact on the factors that created obstacles in reading. The
finding that personal development motivation uniquely influences reading obstacles presents a
considerable point in language acquisition within tourism contexts. It suggests that even though
people want to improve themselves, this motivation might actually make reading in English harder
instead of easier. This seemingly counterintuitive relationship aligns with Dornyei’s (2009) research
on motivational self-regulation, which demonstrates that learning goals focused on personal
growth often led learners to engage with more challenging materials that exceed their current
proficiency level. Empirical research by Noels et al. (2000) specifically examined how different
motivational orientations affect language learning experiences and found that learners with strong
personal development goals reported higher levels of perceived difficulty across receptive skills
like reading. Their study suggested this occurs because personally motivated learners set more
ambitious learning targets and engage with more challenging authentic materials.

Finally, regarding English writing skills, it was revealed that two main purposes of English
communication—earning a higher income and promoting tourism—contributed to the challenges
faced in writing. The finding that promoting tourism was identified as the strongest influence on
writing challenges among tourism service providers offers important insights into the complex
relationship between communicative purposes and language difficulties. The identification of
tourism promotion as the most influential factor aligns with Dann’s (2023) seminal work on the
language of tourism, which established that promotional discourse in tourism represents a highly
specialized register with distinctive linguistic features. Building on this foundation, Cappelli (2008)
documented the specific linguistic challenges involved in tourism promotional writing, noting that
it requires a sophisticated blend of descriptive, persuasive, and informative elements. Their textual
analysis of successful tourism materials revealed complex syntactic structures, specialized
vocabulary, and culturally nuanced expressions that present significant challenges for non-native

writers. By developing targeted curricula that build specific competencies in promotional writing,
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tourism training programs can directly address the most significant writing challenges faced by

tourism service providers.

Recommendations
Policy recommendations

1. Since speaking skill presented the greatest barrier, it is recommended that government
organizations give tourism service providers speaking and listening-focused English training.

2. Based on the findings regarding the impact of goal-oriented English use on
communication obstacles, English language training programs for tourism service providers
should place a strong emphasis on developing skills aligned with specific communicative
purposes. Such training can help providers effectively understand and respond to customer
needs in real-world service contexts.

Further Research Recommendation

Future studies should consider expanding the scope to include a comparative analysis
across different regions of Thailand to explore communication barriers in varying tourism contexts.
Additionally, longitudinal research could be conducted to assess the long-term effectiveness of
targeted English training programs for tourism service providers. Incorporating perspectives from
international tourists may also offer valuable insights into how communication challenges affect

visitor satisfaction and destination image.
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ABSTRACT

Sustainability has become an important strategy of the hospitality sector resulting in new
expectations towards graduates to have knowledge concerning sustainable business practices.
Although existing research in sustainability has proposed a competency framework for graduates
in this field, there is no empirical research specifying subject content or knowledge issues
regarding sustainability that should be included in the hospitality management program in order
to be in congruence with the needs of the industry.

In this research investigation, the researchers focus on fulfilling this gap by identifying
sustainability-related contents that business operators in the hospitality business expect master’s
degree graduates to understand. In this research, the researchers used the reference of the
sustainability issue from research articles as a framework. The technique of semi-structured
interview was conducted with ten key informants from the education sector, the hospitality
business sector, and related organizations in Thailand.

Data were analyzed using the technique of content analysis. Eleven sustainability
knowledge issues essential for master's degree graduates were found. Findings showed the
integration of strategies, operational, and systematic competencies with an emphasis on systems
thinking, accountability, and impact measurement. The research findings propose a conceptual
framework for curriculum designs in order to ensure that the study of hospitality is in consonance
with the expectations of the industry and an approach of contemporary sustainability. It is also

empirical evidence reflecting the perspective of the business operators in the context of Thailand.

Keywords: Hospitality Sector, Sustainability, Higher Education, Instructional Content, Practitioners

Introduction

Sustainability has become a strategic priority across industries, creating rising demand
for professionals with sustainability-related expertise (World Economic Forum, 2024). In
hospitality, sustainability is now central to business strategy as hotels and restaurants adopt
practices such as energy and water conservation in response to growing consumer preference
for environmentally responsible services (EHL Insights, 2025). This trend has increased scholarly
attention to sustainability in hospitality, emphasizing education’s role in developing the
competencies and mindset needed to lead sustainable business transformation (Blanco-Moreno
et al., 2025; Nguyen et al., 2024).

However, the integration of sustainability principles in hospitality education still lags behind
industry practices. Curricula often lack practical orientation and contemporary relevance, creating
a gap between academic preparation and workplace expectations (Munjal & Sharma, 2023;

Srivastava et al., 2023;). Scholars therefore argue for curricula that are grounded in both research
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and industry collaboration to ensure that graduates acquire applicable sustainability knowledge
and leadership skills.

Several universities now offer sustainability-oriented programs—such as Florida
International University’s BA in Global Sustainable Tourism and NIDA’s Master of Management in
Integrated Tourism and Hospitality Management—yet many remain designed primarily from
academic perspectives, with limited disclosure of how practitioner input informs course design.
Consequently, empirical evidence remains scarce regarding the specific sustainability-related
knowledge areas valued by hospitality employers.

This study addresses that gap by exploring the sustainability-related contents that Thai
hospitality practitioners expect Master’s-level graduates to understand. The research question is:
“What sustainability-related contents do hospitality businesses expect master graduates to
know?” Using semi-structured interviews with experts from academia, industry, and related
organizations, the study identifies key knowledge areas that should inform curriculum design for
sustainability management in hospitality. The research contributes to bridging the academia—
industry gap in Asian hospitality education (Piramanayagam et al., 2023) and provides a grounded
framework to align sustainability curricula with evolving professional and societal priorities (Pimpa,
2023).

The paper is structured as follows. It first reviews the literature on sustainability and
sustainability-related contents in hospitality education. The methodology section then outlines the
use of qualitative interviews and thematic analysis. The results present the key sustainability-
related areas and contents identified from practitioners and academics. The paper concludes with

key insights and implications for curriculum design.

Literature Review

In sustainability education literature, studies that examine what graduates should be
equipped with typically adopt a competency-based approach. Within this field, much of the work
has been guided by the frameworks of Brundiers et al. (2010), Brundiers et al. (2021), and Redman
and Wiek (2021). Competencies, in their works, are generally described as integrated
combinations of knowledge, skills, and attitudes that enable learners to address complex
sustainability challenges. These frameworks collectively position the goal of sustainability
education as developing holistic capacities that allow graduates to act effectively and responsibly
in diverse sustainability contexts.

The same competency-centered trend is evident in the hospitality education literature.
When hospitality researchers discuss what graduates should be equipped with, they
overwhelmingly refer to competencies. For example, Piramanayagam et al. (2023) describe
Education for Sustainable Development as focusing on developing awareness, knowledge,

competences, and attitudes toward the Sustainable Development Goals, while Blanco-Moreno et
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al. (2025) emphasize the role of sustainability education in equipping professionals with the skills
required to implement sustainable practices.

Curricula tailored to sectoral needs (e.g., energy, urban planning, finance) integrate
specialized knowledge with general sustainability principles. Case studies in renewable energy,
urban climate, and corporate sustainability demonstrate interdisciplinary course designs that are
responsive to sectoral challenges and workforce demands. Such specialization supports
employability and relevance in diverse sustainability careers (Tavanti, 2023).

Thus, both in the broader sustainability education field and in hospitality-specific contexts,
the dominant focus remains on competencies—the abilities, skills, attitudes, and integrated
capacities that enable professionals to act sustainably. However, as highlighted in studies such
as Munjal and Sharma (2023) and Piramanayagam et al. (2023), existing discussions rarely extend
beyond competency frameworks and offer very limited insight into specific contents or topics. This
reveals a clear gap in the literature: the lack of empirical research identifying what contents or
sustainability-related topics should be included in hospitality programs to align education with
practitioners’ expectations and real-world sustainability challenges.

An extensive literature review on sustainability-related topics was conducted. The search
focused on curricular contents, defined as topics or subject matter areas that can be directly
taught to meet industry expectations. This excludes skills, attitudes, or mindsets that many
researchers have emphasized, as discussed above. A suitable point of departure for identifying
such contents in hospitality education was the work of Blanco-Moreno et al. (2025), which provides
a comprehensive bibliometric and thematic review of sustainability research within the hospitality
sector. Their study systematically maps the evolution of sustainability topics across more than a
decade of academic literature, offering an evidence-based overview of the key themes informing
both industry practice and educational research. Because their analysis aggregates findings from
multiple empirical and conceptual studies, it captures the dominant sustainability areas currently
addressed in hospitality scholarship. Using this paper as a starting point ensures that the
identification of sustainability contents is grounded in an objective synthesis of the sector’s existing
research landscape rather than in anecdotal or institution-specific curricula, while also allowing
comparisons with practitioner expectations to be situated within the broader trajectory of how
sustainability has been conceptualized academically in hospitality management.

To extract the knowledge contents from Blanco-Moreno et al.’s work, the findings section
of the publication was analyzed to identify sustainability-related content, which was then
conceptualized as topical material for teaching. Moreover, other publications (mentioned earlier)
that reported relevant knowledge were also included, using the same procedure. One observation
was that some identified knowledge areas were deemed procedural knowledge, such as problem-
solving and decision-making processes. These were often originally classified as competencies

or skills but were interpreted in this study as procedural knowledge because such knowledge is
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a fundamental component of competence, integrated with other attributes to enable effective
action (Redman & Wiek, 2021). Procedural knowledge is linked to how to perform domain tasks,
and a cognitive/procedural memory system supporting skill learning and fluency (Sahdra &
Thagard, 2003). In addition to disciplinary knowledge, which are content-dependent, procedural
knowledge is crucial for advancing sustainability transformations (Redman & Wiek, 2021). This
implies that knowledge is a foundational element within the broader concept of competence,
although the term "knowledge competency" itself is not explicitly used as a distinct category within
the primary framework of key competencies, which focuses more on integrated skills and abilities.

In this study, selected publications were used to extract teaching areas which serve as
the analytical basis. Collectively, these studies highlight a broad range of sustainability content
spanning environmental operations (e.g., energy, waste, and food management), social and
ethical dimensions (e.g., CSR, responsible consumption), technological innovation (e.g., Al, big
data, eco-innovation), and managerial or pedagogical themes (e.g., SDGs, sustainability
marketing, and applied learning). This synthesis provides representative examples that inform the

identification of sustainability-related contents for the study’s methodological analysis.

Methodology

Given the study’s aim to explore the needs of practitioners and hospitality businesses, a
stakeholder analysis was conducted to identify potential employers across various sectors. This
study recruited ten informants representing diverse sectors related to sustainability and hospitality
management in Thailand. The ten informants selected for the interviews represented a diverse
cross-section of expertise. They included academic chairs from hospitality programs, CEOs of
non-governmental organizations, managers from hotel businesses and the Stock Exchange, and
consultants from the retail sector, ensuring a comprehensive range of perspectives on
sustainability in hospitality.

The study focused on identifying contents, modules, or curricular elements suitable for
teachable subject matter, not abstract competencies. Semi-structured interviews were conducted
using a predefined set of open-ended probing questions, allowing flexibility for deeper exploration
(Bryman, 2016). The interview questions comprised two sections: the first covered organizational
background and the informants’ involvement in sustainability practices, while the second
addressed (1) experiences with sustainability graduates and their competencies; (2) trends in
sustainability management; (3) the demand for graduates from a master-level program; and (4)
recommendations for curriculum development. These questions were non-directive and
encouraged participants to express, in their own terms, what sustainability-related knowledge or
topics they expected hospitality graduates to possess. Follow-up questions were used only to
clarify or expand on specific content areas raised by the interviewees. The informants were briefed

on the study’s purpose, ethical approval, interview questions, and schedule. With their consent,
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the interviews were conducted and audio-recorded, accompanied by memo-taking. Each session
lasted 60-75 minutes. The recordings were transcribed in Thai, translated to English using back-
translation, and reviewed for accuracy and consistency.

The interview data were analyzed using content analysis, a systematic and replicable
technique for identifying, categorizing, and interpreting patterns of meaning within textual data
(Neuendorf, 2017). The analysis began with the identification of keywords and phrases based on
the sustainability-related contents while allowing for the emergence of new contents or teachable
sustainability topics. Coders independently reviewed the transcripts after a calibration session,
during which they discussed and familiarized themselves with the predefined content categories
to ensure shared understanding. Each coder then applied the content keywords to the data, and
coding results were compared to assess consistency. Initial codes were drawn from the quotations
of informants which discuss similar knowledge areas. Afterward, the themes emerged from the
grouping of the initial codes. These themes which are discussed further represent teaching areas
or subjects in sustainability management as recommended by the potential employers of
graduates of the hospitality master's degree program. Discrepancies among the coders were

resolved through discussion and consensus to enhance the validity of the final coding scheme.

Results

The analysis revealed eleven distinct themes representing the essential sustainability
knowledge areas expected of Master's-level hospitality graduates. These themes emerged from
the consolidation of the initial codes, collectively capturing the integrated environmental, social,
and governance (ESG) knowledge areas and contents that the industry expects new leaders to
possess in the hospitality sector. The initial codes were drawn from informants’ quotations
that similar knowledge areas. Afterwards, the themes emerged from grouping of the initial codes.
These themes which are discussed further represent teaching areas or subjects in sustainability
management as recommended by the potential users of graduates of the hospitality master’s
degree program.

The most frequently occurring codes relate to sustainable reporting, encompassing
sustainability measurements, documentation, and disclosure. A hospitality practitioner explained:
"At this stage, it's about planning at a strategic level-envisioning the future, developing prototypes,
testing them in practice, and then measuring the real impact. If we can measure it properly, we
can report it and link it to indicators in the GRI report. For example, in terms of carbon substitution,
most reports now ask: how much energy is converted? How much is the carbon footprint?"

The next two themes address stakeholder engagement—an inclusive process involving
the community and related stakeholders and stakeholder capitalism, a governance framework
creating value for stakeholders. An academic lecturer illustrated this with a rooftop vegetable

garden initiative: "Such a business establishment can also contribute to regenerating their
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neighborhoods. One project | particularly like is the 'rooftop vegetable garden' initiative. The idea
was to share the produce with local residents, allowing city people to access fresh, chemical-free
vegetables."

A non-profit staff member elaborated on stakeholder capitalism: "The essence of this work
is the ability to embrace sustainability within the business itself. There is already knowledge
available, but it should be adapted to fit into educational curricula. Essentially, we must assess
context comprehensively, conduct stakeholder engagement, and understand all dimensions—
local, national, and global. From there, we analyze ourselves through value chain and supply chain
analysis to identify our materiality issues."

The 4" theme, sustainability strategy, addresses integrating sustainability into core
business operations. A business case illustrates this: "Our brand now has a policy called X Impact,
which is divided into two teams: First pillar is called Empower team, focusing on community
engagement, and the other is Impact team focusing on sustainability initiatives." This quote reveals
connections between stakeholder engagement and strategic sustainability implications.

The 5" theme encompasses sustainable operations which involve implementing
responsible daily practices. A tourism business staff member noted: "Recently, we've designed
tourism programs that increasingly use public transportation — moving away from private vans
toward partially or fully public tours, like BTS-based itineraries."

The 6" theme captures holistic processes, reflecting comprehensive understanding of
environmental, social, and economic systems. A non-profit staff member emphasized: "It's
important to show that understanding sustainability is not a linear process. It requires holistic

thinking to truly grasp complex interconnections."
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Table 1 Thematic Analysis Results from Interviews

Awareness

narratives that inspire action and behavioral change among diverse audiences

No. Key Theme Definition Initial Codes
1 Sustainable The systematic documentation, measurement, and disclosure of environmental, social, and governance (ESG) Accounting and finance, Audit, GRI, TCFD, Impact reporting, Public disclosure, ESG
Reporting performance to internal and external stakeholders through standardized frameworks and transparent communication report, Carbon footprint
practices
2 Stakeholder The inclusive process of identifying, involving, and maintaining dialogue with individuals and groups affected by or CSR, Community engagement, Stakeholder mapping and assessment, Project-based
Engagement influencing organizational activities to build mutually beneficial relationships and inform decision-making learning, HR management, Civic participation
3 Stakeholder A governance system where organizations create value for all stakeholders—including employees, customers, TBL, Project-based learning, Equity, Inclusion
Capitalism suppliers, communities, and shareholders—rather than maximizing shareholder value alone
4 Sustainability The integration of environmental and social considerations into core business strategy, creating long-term value Corporate strategy, Sustainability branding, ESG, Cost-benefit analysis
Strategy through systematic planning, implementation, and monitoring of sustainability initiatives
5 Sustainable The implementation of environmentally and socially responsible practices in day-to-day business activities to minimize Operational expertise, Sustainability upskill, Integration of sustainability knowledge in
Operations negative impacts while maintaining operational efficiency and service quality operation, Health certificate
6 Holistic Process A comprehensive worldview that recognizes the interconnectedness of environmental, social, and economic systems, Holistic mindset, Sustainability mindset, Holistic perspective
enabling integrated thinking and decision-making for sustainability challenges
7 Carbon The systematic approach to measuring, monitoring, reducing, and offsetting greenhouse gas emissions throughout Carbon credit, Carbon footprint, Environmental Law, Reporting
Management organizational operations and value chains
8 Sustainable Design The creation of products, services, and systems that minimize environmental impact and maximize social well-being Eco-Design, Maximizing resource use, Minimizing waste, Water and waste
throughout their lifecycle while maintaining functionality and aesthetic appeal management, Resource efficiency, Health and well-being
9 Sustainable Innovative organizational structures and value propositions that create, deliver, and capture value while contributing to Core business strategy, Social innovation for sustainability, Regeneration
Business Models sustainable development and regenerative practices
10 Shared Value The business approach that generates economic value while simultaneously addressing societal needs and Return on investment, Triple bottom line, Interdisciplinary integration, Project-based
Creation challenges, creating measurable benefit for both business and society learning
" Sustainability The knowledge and consciousness of sustainability issues, coupled with the ability to communicate sustainability Purpose-driven narrative, Public awareness development
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The 7" theme addresses carbon management—procedural knowledge for measuring and
reducing emissions. A hotel director observed: "When we look abroad, these practices have already
become mandatory under the law. Airlines and hotels must include sustainability measures, and you
can even see carbon charges clearly displayed when booking international flights. In Thailand, however,
this remains unclear and inconsistent."

Sustainable design, the 8" theme, involves creating environmentally and socially conscious
products and services. One participant explained: "When participants join our program and later return
to their workplaces, they tend to have more ideas and can develop better, more innovative projects.
Compared with those who have worked in the same department for many years — for instance,
engineers in hotels who are responsible for wastewater systems, ventilation, air conditioning, or staff in
the food, kitchen, housekeeping, or laundry departments. Even supervisors or heads of departments
who have long relied on experience to respond to managerial expectations can now design projects
with clearer purpose and broader understanding."

The 9" theme encompasses sustainable business models—innovative organizational structures
and value creation. One respondent noted: "Employees who study sustainability must also learn to adapt
and remain flexible amid constant change. Organizations with flatter structures can respond faster —
for example, in my company, the CEO makes decisions directly, so adjustments happen rapidly."

The 10" theme addresses shared value creation, a business approach generating economic
value while addressing societal needs. A participant illustrated this point : "We can also visualize data
to demonstrate how sustainability actions affect costs — for example, showing that using certain
materials can reduce expenses without cutting staff. Linking these insights to profit margins helps
business leaders see the tangible benefits, which then encourages them to continue exploring broader
sustainability strategies."

The final theme represents sustainability awareness — knowledge communication affecting
behavioral change. A hospitality talent and development professional stated: "it's also about building
public awareness in multiple dimensions, both online and onsite, so that sustainability becomes
embedded." This comprehensive scope reflects the Thai hospitality industry's recognition that

sustainability leadership requires multifaceted knowledge competencies.

Discussion

These identified eleven themes can be organized into three distinct categories that represent
different dimensions of sustainability knowledge required for master's-level hospitality graduates.
Operational and Strategic Balance

The findings reveal a dual emphasis on operational implementation (sustainable operations,
sustainable design) and strategic thinking (stakeholder capitalism, shared value creation). This balance
suggests that industry stakeholders expect graduates to bridge the gap between sustainability theory

and practice, translating high-level concepts into actionable initiatives within hospitality contexts. For
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sustainability education, this prominence of findings is consistent with results from Blanco-Moreno et al.
(2025) in that sustainability knowledge must focus on management methods and strategies, not treat it
as an add-on CSR function.

The practitioner insights demonstrated a clear shift from focusing merely on operational
compliance (e.g., waste management) to strategic business integration (e.g., shared value and
sustainable business models). Content should cover organizational design, change management, and
strategic planning processes.

Systems Thinking Emphasis

The emergence of holistic perspectives as a distinct theme, alongside the interconnected nature
of other themes, underscores the industry's expectation for systems-level thinking. Graduates must
understand how various sustainability dimensions interact within complex hospitality ecosystems, from
local community impacts to global supply chain considerations. Our findings are aligning with Redman
and Wiek’s (2021) holistic processes in that understanding of conceptual relationships may need to
integrate with system-thinking methodologies. Students need frameworks to understand how
environmental, social, and economic dimensions interact rather than treating them as separate topics.
Measurement and Accountability

The prominence of sustainable reporting and carbon management themes indicates strong
industry demand for quantification and accountability skills. Thai hospitality stakeholders recognize the
increasing importance of evidence-based sustainability practices, requiring graduates who can
measure, monitor, and communicate sustainability performance using internationally recognized
frameworks. These findings are supported by previous works (Blanco-Moreno et al., 2025;
Piramanayagam et al., 2023), including certifications and procedural knowledge in sustainability
operation. These findings provide a comprehensive framework for developing sustainability curricula in
master's-level hospitality programs, ensuring alignment with industry expectations and preparing

graduates for leadership roles in sustainable hospitality management.

Recommendation for Future Research

From the perspective of Thailand's industrial sector, a notable paucity of research exists on the
integration of knowledge necessary for curricula development at the intersection of hospitality
management and sustainability. The majority of scholarship tends to concentrate on the implementation
of sustainability within the industry or on the development of sustainability-related curricula (Pasupa,
2016). Consequently, there is a obvious gap in research that synthesizes these two critical domains. As
the hospitality industry constitutes a cornerstone of the national economy, addressing this gap is crucial
for driving substantial growth and development across Thailand's industrial landscape.

While this study has identified essential sustainability knowledge requirements for hospitality
graduates from practitioners' perspectives, future research and professionals should consider
systematically reviewing and applying the Knowledge, Skills, Ethics, and Character (KSEC) framework

to curriculum development in sustainability management programs because a curriculum in Thailand is
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expected to be designhed based on the four domains of learning outcomes regulated by the Ministry of
Higher Education, Science, Research, and Innovation (MHESI) (MHESI, 2022). The KSEC framework
offers a comprehensive scaffold for designing educational interventions that transcend traditional
knowledge-transfer approaches by integrating cognitive competencies with ethical foundations and the
character development essential for sustainability leadership. Future studies should empirically examine
how the KSEC framework can be operationalized across different cultural and institutional contexts,

investigating the optimal pedagogical approaches for developing each dimension simultaneously.

Contributions, Limitations, and Conclusion

This study contributes to education literature by identifying eleven distinct themes that
collectively define the essential sustainability knowledge domains expected of Master's-level hospitality
graduates in Thailand. These themes represent an integrated framework of environmental, social, and
governance (ESG) knowledge that reflect the industry's expectation for future hospitality leaders. The
findings demonstrate that sustainability knowledge for hospitality professionals extends beyond
environmental practices to encompass integrated strategic, operational, and systemic domains. The
informants emphasized the importance of balancing strategic foresight with practical implementation,
underscoring that sustainability should be embedded as a core management competency rather than
an auxiliary corporate social responsibility function. Furthermore, the prominence of systems thinking
and measurement and accountability skills reflects the growing demand for leaders who can quantify,
communicate, and manage sustainability performance through globally recognized frameworks.

Practically, these insights might redefine sustainability education for hospitality management.
The study positions sustainability not as a specialized niche but as a unifying lens for organizational
innovation, competitiveness, and long-term resilience that create measurable environmental impact,
social value, and economic viability in Thailand's evolving hospitality sector.

This study has a limitation about its extensive literature review on sustainability-related contents.
Its key sources were solely derived primarily from academic publications. Other sources such as
textbooks can provide curricular content and should be considered in future review studies, to increase

the coverage of the review on sustainability-related contents.
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ABSTRACT

In this conceptual article, the researcher studies the characteristics affecting leaders’
credibility (ETHOS) in the feedback communication process, a crucial tool in personnel
development and an acceptance of the assessment results within an organization. The researcher
employed Aristotle’s ETHOS framework consisting of the three major components of good
knowledge, goodwill, and a good moral character which connected with the communication
process in an efficient manner.

Findings showed that leaders with qualifications in each component based on the principle
of fostering credibility would result in having an increased efficient communication. Employees

would feel being supported and in addition would understand what is needed to be developed
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explicitly. This would result in work efficiency and personnel development. This study’s results
provide guidelines for leaders and organizations in the development of creative communication

skills to enhance trust and sustainable performance efficiency.

Keywords: Communication for Leaders, Leader Credibility, Communication Credibility,
Efficient Feedback Communication, Organizational Communication
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ABSTRACT

Thai curry is more than just food because it is a profound reflection of the Thai way of life,
encompassing warmth, sharing, and creative local wisdom passing down for many generations.

In this article, the researchers conserve and promote Thai curry with the focus on the
distribution through the identity of the cultural heritage of Thai food, an important “soft power” of

the country. It is world-renowned at a national and international level. Currently, Thai curry is facing
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a crisis from the speedy mixed cultural streams as well as a changing consumption behavior. Thai
curry therefore has changed its original formula to become a modern fusion menu. However, such
change may bring both “challenges” and “opportunities” in raising the level of Thai curry to be at
an international level through the design of “culinary tourist experiences”, creating a cultural
identity together with a sustainable tourism economy.

This article presents the historical background of the Thai curry culture from the past to
the present in order to be used as an instrument to promote such culture in an efficient manner.
The recommendations from the study are that the focus should be on systematic documentation
and research in order to develop a database for the original and contemporary Thai curry recipes

together with guidelines for a creative inheritance in the future.

Keywords: Cultural Identity, Evolution, History, Thai Curry, Thai Way of Life

Introduction

The English word “Culture” is derived from the Latin word “Cultura”, which means
cultivation and nurturing to grow and flourish. It was originally used for groups of farmers in Europe.
Later, it was applied to the development of various aspects of human life (Department of Fine Arts,
1999, p. 37). In Thai, Major General Prince Narathipphongpraphan mentioned that the term
“culture” was developed by combining a Pali word with a Sanskrit word, “Watthana”, which comes
from the Pali word “Watthana” meaning growth and “dhamma”, which comes from the Sanskrit
word “dhamma” meaning the actual state of things. When combined, they indicate a condition of
development or discipline. However, it can be summarized that “Culture” is something that
humans create for the development of the community's way of life. It has been passed down
across the generations, such as games, performances, singing, and food.

While numerous studies have examined Thai cuisine as a part of cultural heritage, few
have specifically explored Thai curry as a narrative medium that reflects and communicates the
Thai way of life. This academic gap highlights the need to reinterpret Thai curry beyond its
gastronomic aspects as a symbol of cultural identity, creativity, and a living heritage adaptable to
globalization. Thai curry stands out as a prominent dish that immediately comes to mind when
thinking of Thailand. It not only holds a strong influence on tourism in Thailand but also reflects the
essence of Thai herbs, offering a harmonious blend of spicy flavors and vibrant colors. This unique
combination appeals to both locals and visitors, with popular variations like Green curry,
Massaman curry, Hang lay curry, Ho curry, Yellow curry, Khae curry, Om curry, Pra curry, Roasted
duck curry, Buan curry and so on. Moreover, Thai curry showcases regional diversity stemming
from Thailand's varied geography, rich cultural heritage, and local culinary expertise in adapting

to international influences. Throughout its history, Thailand has embraced diverse cultures and
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cuisines, incorporating elements like Chinese spices and Western culinary traditions from
countries like France, Portugal, and Holland. This cultural fusion, crafted in a traditional Thai style,
has earned Thai curry global recognition. For instance, according to the TasteAtlas World Food
Ranking 2022, several Thai curries—particularly Massaman Curry and Green Curry—were ranked
among the top 100 most delicious local dishes worldwide (TasteAtlas, 2022). This recognition
reinforces Thailand’s reputation as a “culinary paradise” and demonstrates how Thai curry
functions as a soft power tool that supports national branding and tourism.

The wisdom of Thai cuisine comes from learning how to combine the identity of raw
materials that naturally exist in each area to develop, add value, and interest to a menu by applying
various methods to make it stand out in terms of the smell of local herbs and reflect the identity of
the raw materials. But not only this, it includes the incorporation of the culture and way of life of
local people into Thai curry dishes. Despite the growing global popularity of Thai cuisine,
academic research focusing on Thai curry as a storytelling mechanism within cultural tourism and
destination competitiveness remains limited. Therefore, this study aims to bridge that gap by
analyzing Thai curry narratives through historical, regional, and intercultural dimensions. The
purpose is not only to preserve culinary heritage but also to reinterpret Thai curry as a cultural and
economic instrument that connects food, identity, and experience. This research thus contributes
to a broader academic understanding of Thai gastronomy as an evolving form of “soft power”,
capable of shaping international perceptions and promoting Thailand’s cultural identity through
culinary tourism and creative experiences.

Evolution of Thai curry (Sukhothai/Ayutthaya/Thonburi/Rattanakosin/Modern)

Thai curry is a quintessential element of Thai cuisine, reflecting the historical and cultural
evolution of Thailand. Its development has been shaped by blending local traditions and external
influences over centuries. Thai curry has a long history, from the Sukhothai period to the current
Rattanakosin era (1782 to the present): The common characteristic of this kind of food is the use
of chili paste, which consists of chili, shrimp paste, and other curry pastes. Historically, the
evolution of Thai curry demonstrates a continuous adaptation of local wisdom to external cultural
influences, symbolizing not only culinary creativity but also Thailand’s openness to international
exchange.Thai curry originated in the early 13th century CE, during the Sukhothai era. The first
impacts were from Indian cuisine, particularly through trade routes that introduced spices such
as turmeric, coriander, and cumin (Lalit Maha, 2010). The Indian culinary impact was significant,
as these spices became fundamental in the development of Thai curry. The 17th century saw the
arrival of Portuguese colonizers, who introduced new ingredients and cooking techniques to
Thailand. Notably, the use of coconut milk in curry, a key feature in many Thai curries today, was
a Portuguese contribution (Anchalee Pim, 2018). This marked a fusion between Indian spice

traditions and Western ingredients, creating the foundation for what later became distinctively Thai

183



917ANTLINNIGINAUATAIANAIANT NUNINEALPIHATUNS
19 8 atiuf 2 nangnAx - fuaAN 2568

curry. Before the Sukhothai era, in inscriptions dedicated to monks around the end of the 19th
Buddhist century, the words "Mo Khao Mo Kaeng" appeared in the Bihar Chedi Inscription (side
2, 1850 CE), referencing an offering of curry to the temple. It can be inferred that curry existed as
a common dish in the Sukhothai period, although its type was not specified. During the Sukhothai
period, curry served as both nourishment and ritual offering, linking food with religious and
community life-a pattern that continued into later eras. The evolution of Thai curry continued
through the 19th century during the reigns of King Rama IV and King Rama V. The royal court's
culinary experimentation led to the refinement and diversification of curry recipes. This era saw
the emergence of well-known curry types such as red curry (Kaeng Phet), green curry (Kaeng
Khiew Wan), and massaman curry (Kaeng Massaman) (Preecha Sukphong, 2015). However, it is
assumed that they were probably eating "Pla Chon Jungle Curry”. The main dish for Thai people
is rice, and they like spicy food. It is necessary to have curry on the table at every meal. “See this
one pot of rice, cook this one pot of curry” and “Every royal servant eats rice and curry” show that
in the past, local ingredients such as freshwater fish and aquatic animals caught from rivers,
canals, meat, vegetables, and local fruits were used in cooking since the Sukhothai era when it
grew up to be an important trading center. This made Siam or Thailand a center of diverse cultures
rich in food and drink, which is recorded in Traibhum Phra Ruang by Phraya Lithai (Department of
Fine Arts, 1961, p. 10). When King Ramkhamhaeng’s reign ended, Sukhothai began to weaken
until finally Ayutthaya was established as the capital instead in 1350, which was during the reign
of King U Thong until the reign of King Naresuan onwards.

Ayutthaya Era: Ayutthaya became the center of both domestic and international trade. There were
trade connections and people traveled by water using boats as vehicles until it was called the
“Venice of the East.” The palace kitchens of King Narai the Great reflected cosmopolitanism,
integrating Chinese, Japanese, Persian, Indian, and European influences (Yaowanut Wesaphada,
2001, p.100). During this time, Thai curry was seasoned mainly with pepper before chili was
introduced by the Portuguese. The curry-paste ingredients comprised pepper, lemongrass,
onions, garlic, galangal, fermented fish, and shrimp paste (Wyatt & Patani, 1967).

The introduction of chili peppers transformed Thai curry into a distinctive spicy cuisine,
differentiating it from its Indian and Persian roots. Massaman curry, which derived from Indian and
Persian influence, became emblematic of Thai culinary diplomacy. According to historical
accounts, Chek Ahmad, a Persian trader working in King Narai’s royal court, adapted Muslim curry
by replacing milk or yogurt with coconut milk (Santi Santi Sawetwimon, 2000, p.46).This
substitution represented a culinary innovation that balanced foreign influence with local taste—
marking one of the earliest examples of Thai-style fusion cooking.

Thonburi and Early Rattanakosin Periods: Evidence from Mae Krua Hua Pa by Thanpuying Plian

Phasakonwong—the first Thai cookbook—demonstrates continuity from the Sukhothai and
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Ayutthaya eras to Thonburi and Rattanakosin. Food from the Thonburi period showed Thai-
Chinese cultural blending (Kobkaew Nathapinij, 1999, p.225). During early Rattanakosin, culinary
arts flourished, with refined versions of traditional curries emerging under royal patronage.
The Thai royal kitchen played a crucial role in formalizing recipes, elevating household dishes into
national culinary heritage, and standardizing curry preparation for palace and ceremonial use.
In the 20th and 21st centuries, Thai curry continued evolving under globalization. The proliferation
of Thai restaurants worldwide led to adaptations of traditional recipes for diverse palates.
Globalization not only spread Thai curry internationally but also created hybrid identities—“glocal
curries”—that merged local authenticity with international expectations (Wong, 2017). During King
Bhumibol Adulyadej’s reign (Rama IX), the modernization of Thai cuisine coincided with cultural
diplomacy. Thai curry became a representative dish for Thailand in international events, solidifying
its image as a global soft power ambassador.

Summary of Evolution

Across historical periods—Sukhothai, Ayutthaya, Thonburi, Rattanakosin, and the Modern Era-
Thai curry evolved from sacred offerings into a dynamic symbol of national identity. This culinary
evolution mirrors Thailand’s historical resilience and adaptability, showing how local traditions
absorbed global influences to create a unique cultural product that now drives tourism,
international trade, and destination competitiveness. Therefore, understanding Thai curry’s
historical narrative provides not only a culinary perspective but also a foundation for developing

cultural tourism and soft power strategies aligned with Thailand’s contemporary identity.

EVOLUTION OF THAI CURRY

L 4
L 4

Sukhothai Era Thonburi and Earl Modern Era
(13th Century) Rattanakosin Periods | (20th Century—Present)
(18th-19th Century)

+ Originated in the early 13th * Became the center of * Development of Thai-Chinese * Globalization spreads Thai curry
century CE. international trade, introducing fusion dishes and formalization internationally through
« Influenced by Indian cuisine, diverse cultural influences. of recipes. migration and tourism.
incorporating spices such as * Portuguese merchants brought * Publication of “Mae Krua Hua * Adaptation of recipes to suit
turmeric, coriander, and cumin. chili and coconut milk, Pa”, the first Thai cookbook, global palates while retaining
* Curry used mainly as a ritual revolutionizing the curry base. standardizing royal recipes. authentic identity.
offering and household dish, * Emergence of Massaman Curry, * Curries refined for ceremonial * Thai curry becomes part of
representing the earliest form of influenced by Persian and Indian use and palace cuisine, “Gastronomic Soft Power”,
Thai curry culture. recipes, adapted for local taste. highlighting Thai craftsmanship strengthening Thailand's
* Curries symbolized royal and balance of flavors. cultural image and destination
cosmopolitanism and culinary competitiveness.
diplomacy. * Ranked among the world’s top,

100 dishes by TasteAtlas (2022).

Picture 1: Evolution of Thai Curry

185



917ANTLINNIGINAUATAIANAIANT NUNINEALPIHATUNS
19 8 atiuf 2 nangnAx - fuaAN 2568

Table 1 Summary of the Thai Curry historical context

Sukhothai Era Ayutthaya Era Thonburi Era Rattanakosin Era Modern Era
(13th Century) (1350-1767) (1767-1782) (1782-Present) (20th-21st
Century)
® |ntroduction of ® |nfluence of ® Continuity ® Refinement and L Globalizat
Indian spices Portuguese: from previous diversification of ion and
(turmeric, Introduction of eras with curry recipes international
coriander, coconut milk added Thai- ® Notable curries adaptations of
cumin) and chili Chinese like red, green, Thai curry
®Farly peppers influences and massaman L Fusion
references to ® Ayutthaya as a ® The first Thai curry dishes and
curry in trade hub, cookbook innovations in
inscriptions introduction of "Mae Krua Thai cuisine
Massaman curry Hua Pra"

Thai curry and Thai way of Life

Thai curry plays a vital role in both Thai culinary tradition and the broader representation
of the Thai way of life. It is not merely a dish but a reflection of Thai cultural wisdom, where the
selection of ingredients, cooking methods, and communal dining practices express deep social
and cultural meanings. (Rungrawee & Preecha, 2019). In Thai culture, food is more than
sustenance, it is an expression of relationship, generosity, and creativity. Each region’s curry
conveys not only flavor but also stories about local identity, seasonal adaptation, and cultural
exchange. (Wong, 2017; Yaowanut Wesaphada, 2001). The daily preparation and sharing of curry
connect families and communities. The process of pounding curry paste (Nam Prik Kaeng)
together with fresh herbs such as lemongrass, galangal, kaffir lime peel, and chili represents a
living tradition that has been passed down through generations (Anchalee Pim, 2018). These
ingredients embody regional identities: the northern style uses makhwen and ma khaen; the
northeastern (lsan) style features bai yanang and fermented fish; the southern style includes
turmeric and coconut milk—each expressing a way of life tied to geography and belief systems
(Department of Fine Arts, 1961; Kobkaew Nathapinij, 1999). Thai curry also reflects adaptability
and innovation, as Thais creatively integrate foreign influences into local contexts. The Portuguese
introduction of chili and coconut milk, for instance, was localized to fit Thai taste preferences,
resulting in a balance of spicy, sweet, salty, and creamy flavors (Pim, 2018; Santi Sawetwimon,
2000).

This adaptive spirit continues today through “culinary innovation,” where local chefs
reinterpret traditional curry for global audiences while maintaining authenticity. This demonstrates
the coexistence of tradition and modernity within Thai food culture (Wong, 2017). Furthermore,

Thai curry is deeply linked with religious and communal ceremonies such as ordinations, merit-
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making events, and temple festivals, where sharing food signifies compassion and social unity
(Department of Cultural Promotion, 2020). In this sense, curry acts as a cultural narrative
medium—connecting food with faith, place, and people—and plays a crucial role in defining
Thailand’s intangible cultural heritage (UNESCO, 2022). From a tourism perspective, Thai curry
represents a “culinary experience” that attracts travelers to explore regional food routes and
cooking workshops (Tourism Authority of Thailand, 2023). Transforming curry from a household
dish into a tourism product not only promotes local economies but also strengthens Thailand’s
“soft power” through cultural diplomacy and gastronomic storytelling (Preecha Sukphong, 2015;
Wong, 2017). Thus, Thai curry symbolizes the harmony between nature, culture, and community,
serving as a flavorful ambassador that tells the story of Thailand’s way of life through aroma, taste,
and creativity. Ultimately, Thai curry reflects a philosophy of living—balancing simplicity and
sophistication, tradition and innovation, local roots and global vision (Lalit Maha, 2010; Rungrawee
& Preecha, 2019).

Types of Thai curry

Curry has different ingredients depending on the type of curry. It has been popular in
Thailand since the Sukhothai period. Previously, authentic Thai curry was curry without coconut
milk, and no spices were added. Local vegetables and herbal ingredients were used. Later, there
was trading contact with foreign countries. There are many types of Thai curry in the country, both
with and without curry paste, using stock, coconut milk, and milk as ingredients. If we categorize
curry, we can include all curry with boiled food. Liquid food can be sipped or mixed with rice. But
if we compare Thai food with Western food service, curry is in the main course group, while boiled
food is in the soup group. The variations depend on the culture of each region of Thailand, which
was influenced by Indian civilization about 1,000 years ago (Pariwongkhuntorn & Thokaew, 2024),
and have been developed by combining, modifying, and inventing seasoning techniques to suit
the Thai people continuously until many new recipes are popular presently. Fusion is prevalent.
For example, the recipe for “Kaeng Kua Prik Kee Noo”, "red curry" also known as "chicken red
curry", does not include coconut milk. However, when the Thai people grow fonder of coconut
milk, they preferred Gaeng Phed with coconut milk, and by the end of the reign, the name "Gaeng
Phed" with coconut milk had been simplified to Gaeng Phed.

Gaeng Phed or Gaeng Kai's original recipe, which did not use coconut milk, was renamed
“Gaeng Pra”. The term Pra is an old language that signifies cooking, and it is also the title of
Thanpuying Plian's Thai cookbook, "Mae Krua Hua Pra," which was the first Thai cookbook
published by King Mongkut (King Rama VI). There has been a culture of using spices and

changing from using fresh milk to coconut milk. During the Ayutthaya period, massaman curry that
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received culture from Persia was introduced, and has continued to be flavored with Thai flavors
until the present.

Thai curry is generally categorized based on the color and ingredients of the curry paste
(Nam Prik Kaeng). These categories not only represent differences in flavor but also embody the
diversity of Thailand’s regional cultures and the interaction between local and foreign influences
(Rungrawee & Preecha, 2019). There are several major types of Thai curry, such as red curry
(Kaeng Phet), green curry (Kaeng Khiew Wan), yellow curry (Kaeng Kari), Massaman curry
(Kaeng Massaman), Panang curry (Kaeng Panang), and Jungle curry (Kaeng Pa). Each type
reflects unique regional ingredients, preparation methods, and social contexts.

1. Red Curry (Kaeng Phet)

Red curry is one of the most common types of Thai curry and is famous for its vibrant color
derived from dried red chilies. It combines a balanced mixture of chili, garlic, galangal,
lemongrass, kaffir lime peel, and shrimp paste. The flavor is spicy, salty, and slightly sweet.
Historically, red curry evolved from the Ayutthaya royal cuisine, adapting influences from Indian
and Portuguese cooking traditions (Santi Sawetwimon, 2000). Today, it remains a staple dish in
both household and restaurant menus, often paired with meats such as pork, chicken, or duck.

2. Green Curry (Kaeng Khiew Wan)

Green curry is characterized by its bright green hue from fresh green chilies. The curry
paste includes lemongrass, galangal, garlic, coriander roots, and sweet basil. The use of coconut
milk softens the spice, producing a sweet and creamy texture.Green curry represents the culinary
creativity of the Rattanakosin period, combining local herbs with Western cooking techniques
introduced through trade and diplomacy (Anchalee Pim, 2018).It has become internationally
recognized, symbolizing Thai culinary identity through global restaurant chains (Wong, 2017).

3. Yellow Curry (Kaeng Kari)

Yellow curry, known for its golden color, is influenced by Indian-style curry (Kari). It
contains turmeric, cumin, and coriander seeds, producing a mild and aromatic flavor.lts creation
demonstrates Thailand’s ability to localize foreign spices into Thai cuisine while preserving the
balance of taste and aroma (Lalit Maha, 2010).This curry type is widely enjoyed in southern
Thailand and coastal provinces where turmeric is abundant.

4. Massaman Curry (Kaeng Massaman)

Massaman curry is one of Thailand’s most globally celebrated dishes, blending Thai and
Persian influences. The term “Massaman” likely originates from “Musulman,” meaning “Muslim.”
It combines dried spices such as cinnamon, cardamom, nutmeg, cloves, and bay leaves with
local ingredients like coconut milk and palm sugar. This dish was first introduced during the
Ayutthaya era under King Narai, influenced by Persian traders (Yaowanut Wesaphada, 2001; Santi

Santi Sawetwimon, 2000). The unique fusion of flavors—sweet, sour, and aromatic—reflects both
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cultural diplomacy and adaptation of global ingredients into local culinary identity. According to
TasteAtlas (2022), Massaman curry ranks among the top 10 most delicious dishes in the world,
symbolizing Thai cuisine’s international soft power.

5. Panang Curry (Kaeng Panang)

Panang curry is thicker and less spicy than red curry. It contains peanuts, which give it a
creamy, nutty flavor. The dish likely originated in central Thailand but was influenced by southern
Muslim cuisine. The use of peanuts shows how Thai culinary identity evolved through trade with
Malaysia and the southern border provinces (Kobkaew Nathapinij, 1999). This type of curry is
commonly served with pork or chicken and reflects the regional harmony of sweet and savory
tastes.

6. Jungle Curry (Kaeng Pa)

Jungle curry is distinctive for not using coconut milk, giving it a clear broth with an intense,
herbal flavor. It originated from forest communities in northern and northeastern Thailand, using
wild herbs, bamboo shoots, and local vegetables. The simplicity and use of natural ingredients
mirror the traditional self-sufficient lifestyle of rural Thai people (Department of Cultural Promotion,
2020). Jungle curry highlights the ecological relationship between humans and their environment
in Thai culinary culture.

Each type of Thai curry not only showcases culinary diversity but also embodies historical
adaptation, religious symbolism, and regional identity. The combination of local herbs, imported
spices, and creative techniques demonstrates how Thai food evolves through intercultural
exchange while preserving its essence. From a tourism perspective, these varieties can be
developed into “Culinary Tourism Routes,” offering immersive experiences that connect visitors to
local communities, traditions, and Thai cultural identity (Tourism Authority of Thailand, 2023). Thus,
understanding the diversity of Thai curry contributes to the broader appreciation of Thailand’s soft

power and its living cultural heritage.

Identity of Thai curry in four regions

Thai curry has developed regional characteristics that reflect the geography, local
ingredients, belief systems, and ways of life unique to each part of Thailand (Rungrawee &
Preecha, 2019). The four main regions—Northern, Northeastern (Isan), Central, and Southern-
present distinctive flavors, ingredients, and cooking techniques. Northern Region (Lanna Cuisine):
The northern region’s curry, influenced by Lanna culture, emphasizes mild flavors and the natural
aroma of herbs rather than spiciness. Coconut milk is rarely used because the region’s cooler
climate does not favor coconut cultivation. Popular dishes include Kaeng Hung Lay (Burmese-
influenced pork curry), Kaeng Ho, and Kaeng Khanun (jackfruit curry). These dishes use

ingredients such as garlic, shallots, turmeric, and tomatoes. The use of local herbs such as
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makhwen (northern Sichuan pepper) and ma khaen creates a unique fragrance, reflecting the
Lanna people’s preference for earthy, herbal cuisine (Kobkaew Nathapinij, 1999). Culinarily,
Northern curry represents the harmony between nature and community—it is usually cooked in
large pots for sharing during festivals or temple fairs, illustrating social bonding and communal
living (Department of Cultural Promotion, 2020). Today, Northern curries have become culinary
ambassadors for sustainable tourism through local food trails in Chiang Mai and Chiang Rai,
combining food, culture, and storytelling (Tourism Authority of Thailand, 2023).

Central Region (Royal and Everyday Cuisine): Central Thai curries balance flavors—spicy,
sweet, salty, and creamy—and make use of coconut milk as a base. This balance represents the
central region’s role as the meeting point of diverse cultures. Famous curries include Kaeng Khiew
Wan (green curry), Kaeng Phet (red curry), and Kaeng Chuchi Pla (spicy fish curry). The region
is also known for Kaeng Panang and Kaeng Massaman. The culinary sophistication of central Thai
curry originates from royal palace cuisine during the Ayutthaya and early Rattanakosin periods,
where local ingredients were combined with imported spices (Yaowanut Wesaphada, 2001; Santi
Sawetwimon, 2000). This refinement later spread to everyday households, illustrating how royal
culinary standards influenced the general population and became a national identity.
In contemporary contexts, central Thai curries are the most recognized globally, functioning as
Thailand’s “gastronomic soft power” through restaurants, culinary schools, and international food
diplomacy (Tourism Authority of Thailand, 2023).

Northeastern Region (Isan Cuisine): I1san curries are deeply connected to the agricultural
lifestyle and seasonal ingredients. Instead of coconut milk, locals use bai yanang (Tiliacora
triandra leaves) juice as a thickener. Fermented fish (pla ra) is a signature flavoring agent.
Common curries include Kaeng Om, Kaeng Nor Mai (bamboo curry), and Kaeng Hed (mushroom
curry). These dishes have a salty and herbal taste with a spicy aroma. The culinary identity of Isan
curry reflects self-sufficiency, community sharing, and adaptation to the dry landscape of the
Khorat Plateau (Wong, 2017). Its distinctive aroma and use of local herbs demonstrate how food
functions as a “cultural survival mechanism” rooted in ecological adaptation. Furthermore, the
growing popularity of Isan food in urban areas symbolizes the cultural mobility of rural cuisine,
enhancing regional pride and promoting cultural tourism in the Mekong subregion (Preecha
Sukphong, 2015).

Southern Region (Peninsular Cuisine) : Southern curries are characterized by their intense
heat and strong flavor, using large amounts of chili, turmeric, and coconut milk. Well-known
southern curries include Kaeng Tai Pla (fermented fish curry), Kaeng Som (sour curry), Kaeng
Kua (curry with pineapple and fish), and Kaeng Luang. The use of turmeric and fresh herbs
reflects the region’s biodiversity and historical trade with Malaysia, Indonesia, and India (Lalit

Maha, 2010). Southern curry represents the intersection of Buddhist and Muslim culinary
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traditions, creating rich and complex flavor profiles unique to the peninsular region (Anchalee Pim,
2018). In addition, the region’s vibrant street-food culture—particularly in Songkhla, Phuket, and
Nakhon Si Thammarat—has transformed local curries into key tourism attractions, promoting
regional branding through gastronomy (Tourism Authority of Thailand, 2023).

The diversity of Thai curry across four regions reveals the interconnectedness between
geography, faith, and culture. Each region’s curry is not just a food item but a symbolic narrative
that communicates lifestyle, values, and history. From a cultural perspective, Thai curry represents
local wisdom in balancing flavors, while from a socio-economic perspective, it reflects the potential
for sustainable food tourism and cultural branding. By preserving regional curry identities,
Thailand maintains its intangible cultural heritage and strengthens its position in the global soft
power landscape (UNESCO, 2022).

Discussion

The findings confirmed that Thai curry is far more than just a dish. It is a complex and
evolving cultural symbol deeply integrated into the Thai way of life. Analysis across four regions
confirms that the diversity of curry types and their distinct local ingredients and preparation
methods reflect specific geographical and cultural identities. Thai curry, a prominent Thai dish,
has a rich history and reflects the diverse elements within the Thai culture. It has influenced tourism
in Thailand and is known for its spicy flavors and vibrant colors. Popular variations include Green
curry, Massaman curry, Hang lay curry, Ho curry, Yellow curry, Khae curry, Om curry, Pra curry,
and Roasted duck curry. Thai curry showcases regional diversity, even to the extent of
incorporating elements from China and Western culinary traditions from France, Portugal, and
Holland. The global recognition of Thai curry, exemplified by the "World's Best Curry Award,"
demonstrates its potential as a "soft power" tool for Thailand (Royal Thai Government Public
Relations Department, 2022). In addition, Thai curry is also set to feature among the top 100 most
delectable local foods worldwide, solidifying Thailand's reputation as a "culinary paradise" of the
world (TasteAtlas Awards, 2022; Tourism Authority of Thailand, 2023). Furthermore, the study
highlights that the “narrative” of Thai curry—its historical evolution, symbolic meanings, and
regional storytelling—can be transformed into an experiential form of cultural tourism. Culinary
experiences such as traditional cooking workshops, regional food routes, and heritage-based
gastronomy programs allow visitors to engage with Thai identity through taste and participation.
These experiences contribute to Thailand’s “destination competitiveness” by differentiating its
tourism offerings through cultural authenticity and culinary creativity. By positioning Thai curry as
both a cultural symbol and an experiential product, Thailand can enhance its image as a global
hub of cultural and gastronomic tourism. In conclusion, Thai curry embodies the integration of

culture, history, and innovation. It serves as a living representation of Thai identity and
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demonstrates how food can operate as both heritage and strategy—bridging the local and global

through soft power, creativity, and sustainable tourism.

Conclusion

In conclusion, this study finds Thai curry as a crucial element of Thailand's intangible
cultural heritage and a proven soft power asset. The comprehensive narrative derived from its
regional diversity and historical fusion demonstrates its power in promoting the national identity
worldwide. The curry's global recognition confirms its role as an icon of the 'Thai Way of Life',
reflecting a dynamic tradition of culinary mastery and cultural synthesis. Moreover, the study
emphasizes that Thai curry’s narrative potential can be further developed into cultural experiences
and tourism-based learning activities such as regional food routes, culinary storytelling, and
heritage cooking workshops that enhance visitor engagement and strengthen Thailand’s
destination competitiveness. To fully leverage this potential and ensure the conservation of its
authenticity amidst global changes, the study presents a critical implication: the need for
systematic research and documentation. This is not merely an academic exercise but a strategic
imperative. The study recommends establishing a national-level framework for systematic
research and documentation, conforming to international standards, to meticulously record both
authentic traditional recipes and innovative adaptations while fostering intergenerational
knowledge transfer. This commitment reflects a policy of dynamic preservation, linking the core
culinary heritage with necessary innovation to safeguard the integrity of this cultural treasure.
Future efforts must focus on formalizing this knowledge base to sustain the global narrative and
secure Thai curry's long-term status as a leading soft power instrument for the nation. Future efforts
should integrate cultural policy, tourism development, and creative economy strategies to sustain
the global narrative of Thai curry. Through such collaboration, Thai curry can continue serving as
a living representation of Thai identity and a leading soft power instrument that connects local

wisdom with global appreciation.
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