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Abstract

This study aims to examine the role of pageant activities, the processes through which

sustainability concepts are communicated, and the construction and communication of masculinity
through the Mister Landscape Thailand pageant. Employing a qualitative research approach, the study

utilizes in-depth interviews with four groups of key informants, totaling 15 participants. These include
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the pageant license owner, provincial license holders, mentors responsible for preparing contestants,
and titleholders.

The findings indicate that the pageant functions as a public sphere in which social meanings
are negotiated and advanced, serving as a powerful communicative mechanism capable of generating
awareness and facilitating social transformation. At the same time, the pageant operates as a social
event that converts symbolic capital derived from the winner’s title into a value-based marketing
instrument, whereby titleholders assume roles as social spokespersons and role models. Furthermore,
the pageant plays a significant role in communicating masculinity through the discourse of the “eco-

4

conscious handsome man,” reflecting a shift from conventional notions of masculinity centered
primarily on physical appearance toward a more integrative paradigm that emphasizes social
responsibility and environmental consciousness. This transformation underscores the dynamic

reconfiguration of masculinity within contemporary Thai society.

Keywords: Eco-conscious handsome man; Male beauty pageant; Communication of sustainability
ideology; Mister Landscape Thailand
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Abstract

This quantitative research investigated factors affecting purchase decisions for Bangkok
Metropolitan Region (BMR) online platform health services. The goals were to 1) study and develop
knowledge of factors influencing purchase decisions for health services via online platforms in the BMR;
to 2) formulate strategic guidelines for healthcare service providers and online platform developers to
design services and business strategies meeting consumer lifestyles and needs as well as improving
messaging and response to target customers, while improving the effectiveness of customer
engagement and accessibility. The sample comprised 482 working-age consumers chosen by purposive
sampling, aged between 21 and 59 who lived in the Bangkok Metropolitan Region, were seeking
healthcare services, and had previously purchased products or services online. Data were collected by
structured online questionnaires with closed-ended questions. The content validity index (I0C) of all
questionnaire items ranged from 0.600 to 1.000, while the reliability test yielded a 0.976 Cronbach’s
alpha. Data were analyzed by descriptive and inferential statistics, including structural equation
modeling (SEM), to evaluate relationships among variables. Results were that the model fit the
empirical data well, with model fit indices: CMIN/df = 1.960; GFI = 0.971; AGFI = 0.945; and RMSEA =
0.045, meeting acceptable criteria. These findings suggest that perceived usefulness (PU) and perceived
ease of use (PEOU) positively influenced intention to use, explaining 52% of variance, with PEOU most
impactful. Additionally, user characteristics (health motivation, information seeking behavior, cues to
action, provider preference) and the 4E’s marketing mix (experience, exchange, everywhere,
evangelism) jointly influenced PEOU, accounting for 63% of variance, with user characteristics most
influential. PEOU, technology quality (information quality, system quality, service quality), and the 4E’s
marketing mix also collectively influenced PU, explaining 59% of variance.

Keywords: Health Services, Online Platforms, Purchase Decisions, Marketing Technology,
Marketing mix
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WUSUA LAz mmmLmﬂfﬂmmmmmsmaamﬂnﬂimmmmu llgmaiaundudlvineulandguilnauas
meﬂam’jwmnalmmmuiuamﬂm

4. nMsvonsumalulad (Technology Acceptance Model: TAM) Lﬂquwﬁﬁﬁwuﬂm Davis (1989)
Lﬁaa%m&lﬂﬁvmumiﬁﬁl%’muaau%’uLLavﬁwmﬂIuIaﬁsLmimsléﬁ' Taglan1gluus UNveIseUUaNSEUNALAY
waluladfdvia TAM iu‘U’J’]{jﬁ]‘\]EJﬁ’]ﬂﬁUVIﬁQN@G]E]ﬂ’]iEJEJJJiULV]@I‘LJI@EJLLau'ﬁu‘UUﬁ’liﬁumﬂ lnengui) TAM 1aue
ol mimmﬂ,aaammmiuiamaas’ﬂwuaaﬂu 2 Yadenan loun n1ssuiteuselevd (Perceived Usefulness:
PU) LLazmisUgmmmmsﬂumﬂsﬁmu (Perceived Ease of Use: PEOU) WadW589n5UIUNITIBUSU

LY
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walulagNusingesnunltuglvesnisldanussuuniousnisess (Davis, 1989) luusunvesnwided weinssy
nslduasasiourumMsigusinasndulageuinisaunn
INULIAANE UYL ITITI anTamrUANToULLIANYEINUIRY Aalandluzud 1

Expectation
Health Concern P Savine Time
Confirmation -
E-Commerce Buying Behavior
= User Characteristic
—
Purchase Intention
Online Platform Literacy Perceived
Usefulness
Information Quality Purchase of Health
Quality of Service On Online
System Quality Technology Platforms
(Intention to Use)
Service Quality
\ Perceived Ease
Recommendation
inentor
dE"s Marketing Mix
Ease for
searching
HUNAFIUVIINITIY
o9

miﬁm«}ﬁé’]’aﬂ%ﬂ“ﬁﬂizﬂawﬁ”wauuagmmamuiﬁa ail
auuAgiudl 1 dadesnumginssuveadfléary (User Characteristic) Sivsnanisuaneehadidodfnyse
Taduaunisiuitauselevd (Perceived Usefulness)
aundgiuil 2 Jadesnunginssuvesfidany (User Characteristio) f8vananisuaneehdidodfnyse
Tadgaunsiuianudglunisldau (Perceived Ease of Use)
auuﬁgmﬁ' 3 Yadusinununinveunalulad (Quality of Technology) d8nSwanisuineg el
dnyieladeriunssuitiasele (Perceived Usefulness)
auuﬁgmﬁ' 4 Yadesnununnvennalulad (Quality of Technology) f8nSwanisuineg el
dayreladeinunsiuianudielunisldau (Perceived Ease of Use)
auuagmﬁ 5 JaduauaiuUszann1an1seain (4E’s Marketing Mix) i8vSwanisuined1siitedfgy
sotadusunisiuitseleond (Perceived Usefulness

auufgIun 6 Yadeasuaiulssauninisnann (4E’s Marketing Mix) fnswansuinagnelitedidgy

v o

U

[l

o o

U

(el

seladusunisiuiaudtglunisldanu (Perceived Ease of Use)
auuAgun 7 Jadeanunisfuiannudnglunisldanu (Perceived Ease of Use) figngnanisuinagnedl

Weddnyriatadesunisiuinausylevd (Perceived Usefulness)
auufgIun 8 Yaduarunisiuinsylend (Perceived Usefulness) figngwaniauinegaitedfsy

e

fatadAuAIUAILALEaIU (Intention to use E-commerce)

o o
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auuAgun 9 Jadeaunisfuiannuiiglunisldenu (Perceived Ease of Use) davignanisuinegedl

o '

HedAgsoladosuausslaldu (Intention to use E-commerce)

eERVATERERL

1. 9uAdeiidunuideideiaia (Quantitative Method) nauuszansiildlunisdne Ae nqu
Uszwnsieiau onguseann 21-59 U Tudlaqiiu fendoeglungammamuasuazuSumma fidosnisvie
aulaldusnsdiuguain uasiinsdodudmievinmakiutesmisesulat fvuanguiedisiimnzaudie
wanNsUsEINAAIMImesAe3sladagagean (maximum likelihood) 3Uszgnalddandsimuangs
Fretnsetnetion 20 Wihwessaulsdanald (Khonemalai & Distanont, 2018) fatilunisAneeddetuile
fFuusdaunald $1uu 17 fuds Wethanguiu 20 wihuds ndudegsfivnzanialdivindy 340 fegh
uiitetlesfumnurmadouvestoya fitedafutoyanngudesafununiu 482 dreg eifiuany
wiug1 anmnunaanaeuTedlina waziiiummideiiovemantside Woglunasidmuslunsiese
Tayameuuuaesaun1slasaing (SEM) dwalilunainnuaiesuazAnedauaenaqesadlunaiu
ToyaaUsydny

2. msfmunseuLIAnaLide {idelsihdeyauartaduiildannsnuniuissunssu uaznns
dumwaliBadnangiformngundaned wasiamuszneufudunseunnAnlunuids nedededlidnw
lunuidedsznaume Jademunginssuvesgldau Jadesunnninveanalulad Yadeiudiudssaum
nsnan Jadednunisiudieusslend dadedunmssusamudelumslieo way dadeduamudddaldo

3. mswaua3 osdolunisifuteyaldunsiauidedininenuiden ezldlutvuas uaiy
(Questionnaire) Tugunuufaudnuara1eln (Close-ended Questions) dsdaranu uiseenidu 2 dwu
fio dufl 1 mowfeiudeyartiluresineuuuuasuny wardwdl 2 dandinietuiladesineg Wuuu
\dannou 5 32U (Rating Scale) MuzUuuuYes Likert's scale uagléfinismaaeunnugniesvaaiionlngld
wiatlan1sIAIRsiauEenAd e (Index of item objective congruence: 10C) (Khongmalai & Distanont,
2018) TnefiA 10C voausiazdaniuey sewing 0.6-1.0 nduisinimadeunindefiovenndosde
(Pilot Test) Aunquuaaayu 31w 30 fre81s Ingldmalinn1sinaiuaenndedves wuuaaun1u (Intemal
Consistency Method) #833n1smeArdudseans Cronbach’s Alpha tnefia1 aruidesuresuuuaeuaiy
lng533 0.976

4. wuuasuauldgnihluldifusiusudeyannnquiiegisinutemisesuladluguuuy Google
Forms Sgvinatafion unsian 2569 fafiou funau 2569 wazldsuuuuasunuiiiideyansufuauysaiuas
HuAuaLdRng UL 911U 482 4

5. MAAATETeyafIINTIAT el Al s s (Descriptive Statistics) [Wudayadiiuulaan
nauiegns Ingseazidenvesdoyairsiudlayainounwuudeunaluudazde dnausluguiuunsuanias
A11U8 (Frequency) A1¥auay (Percentage) AMuimA1ad e (Mean) LLaZﬂ'WLﬁ‘IENLUHM’W]iE’IU (Standard
deviation) Ll suansdnuaziluvengudied s InsuansssazidoaiiieaSursAvesdeyavesinou
wuvaauauluwaazde wag N133LAT1¥MLT98U NI (Inferential Statistics) lagldinaliansTias1ey
29AUTENOULTIE1529 (Exploratory Factor Analysis: EFA) Lﬁa%’mﬂa;uﬁmﬂi wazwAlANITIATIERANNTLT
TAs9a37 (Structural Equation Model: SEM) wlefinwianuduiudsewineade

o o
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HANISANEI

Adelsvinnsrunuteyannnguuszansieia o1guszana 21-59 T Tutlagiu fendeetlu
nsammmuAsLazIuama fidesnavideaulaliusnisduaunin warlinsdedudmieuinisudeamis
ooulat! Fawan1sAnwauidedes “ﬂa%’ﬁﬁddNaﬁiaﬂ1sﬁmﬁiﬂ,ﬁ]%au%m'izfumwchuuwamWai‘uaauiau“LuLW
nsawmuasLazUiuame” Tasvinisuanuuuasunidlugiuuueaulad fneasiden il

1. mssgidoyasuadfidanssaun (Descriptive Statistics) nan1sitaszvideyailuvesiney
wuvaeunulagldaifiBanssaun (Descriptive Statistic) {MBUKUUABUNINTIUIY 482 AU WUIHMBU
wuvasunwaulne dumands $1uau 237 au Andudevay 49 lnsdneuwuvasunudiulngfonyet

¥%in9 21-29 U $1uau 204 au Andusesas 42 seiumsany diulugjddanisanenseruuSyginssiuiu

198 au Anludosay 41 ordwdulngduninauensy $1u 273 au Anludesay 58 seldadeseiou
dauimy'agjﬁ 20,001-30,000 UmsaLfau 31w 161 au Anvdudewas 33 Ima;ﬁmauwuaaummﬁu’wmLﬂeﬂ,‘i?
U3msgunim Suauannilan Ae 369 au vieAmudosay 76 niiavan wasaglduimaunanrlesuseulatl
Tunsdeduduiovinmislafiniy wniigasuunanilasu Shopee S1uau 145 au nieAnidudesas 30 91
fneuuuuasUa IR

2. MIATIEdeyanieUadeided1579 (Exploratory Factor Analysis: EFA) Si’faaﬂaﬁlm”mﬂmnﬁu
WUUABUANNYNUIINARBUAIUWMINZEN LavauduiusveseInuseznaununsauluiAnuide Tagldvin
n3lIBN139neAUsENaumeds Principal Components kagn1suyuwNumeis Varimax lnglanivuainae
m‘ﬁ‘wmaaummmmxamm%yja fﬁ'ﬁ‘ﬁ (1) KMO - Kaiser-Meyer-Olkin Measure of Sampling Adequacy 14
oSusAMumINzanesteyalasiia iy snnniwmFewindu 0.50 (2) Total Variance Explained lnglfiile
fudussdusznauinanunsnaduisdoyalduinifiedle Tnefidiuinndt Cumulative 1nnnd1 65% Fuld (3)
Rotated Component Matrix 11l so5 u1fsdanuseineg daaseglussdusznoula Ariildiia Factor
Loadings la{tfaandn 0.50 (4) Communality Inedniilalddosnd 0.50 il eTannuuususiuvesiauys
FAdelduenienesidadodednadungudads dnsufuusededman welinailiaenndesiuinmsii
fualy wandlifiuimanismasouvestoyaiimumnzandmiuldifesiiunsinseideludusely

M15199 1 Namimaaumaﬁ@mmmmzamaﬁaaﬂa

n&jmﬁ‘m‘di KMO Cumulative  Communalities Factor
% Loadings
UadeinungAnssuvaagdanu 0.865 72.863 0.539-0.831 0.629-0.863
Uadeanunaunnvanalulad 0.719 75.244 0.674-0.884 0.777-0.909
Uadedrudrulszaunismsnana 0.862 82.092 0.795-0.852 0.841-0.877
Uadeanunisiuineuselevd 0.677 66.759 0.795-0.852 0.841-0.877
Jadednunisiuianudrelumsldnu 0640 67.023 0.631-0.704 0.795-0.839
Padedruniuadaldau 0.639 69.365 0.631-0.704 0.795-0.839

o o
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MnmsAnuERfelsdnngusuusiianuduiusfudunguidentusazyhmsdnsuusladiladhngy
violifimnuduiugssninetueenainauise mnnaeiatiinesddsenau (Factor Loadings) $1adiuvi
Tnansdnnduesiussnouvesiaudslvl Hudeld

(1) Yadednunginssuvesldau (User Characteristic) dnesduszneulmiidu 4 asdusznauminfiu
wagliifinnsdnderiaueen Jeliderniudiuiy 14 4o windn esdusznevlniusenaudiiy usagdlaniu
aun1M (Health Motivation) 1gAnssunsAumdeya (Information Seeking Behavior) ansefun1sufUa
(Cues to Action) wag ANuTeLluglUSNIM9auAmN (Provider Preference)

(2) Yadudruguamveamalulad (Quality of Technology) SnesAUsznaulna lagasliii 3
asfUszneuariowuiy finsiadermaiueen 3 4o wide 8 4o arniu 11 48 iflesene Factor Loadings
yosdorawiiesnin 0.5 Fslsisiunasinsiionsan ililiaunsodneglussdusznoulnesdusznounils
9

(3) Uadgnudiudszaunianisnain (4E’s Marketing Mix) dnasAausznaulvd dn1sgusiu 9 4
psAUsznoumde 3 asdUsenay lnefin1sinesdusznau madrdmniinnina (Everyplace) oonluuagiinig
Fadoraiuean 2 Yo wide 8 40 91niiu 10 Ya widessiusznauiie Uszaunisel (Experience) nswaniUdsu
AauA (Exchange) uar Auduann (Evangelism)

(@) Yadeanunssuinauselovd (Perceived Usefulness) 83AUsenauiimsgusid a0 2 aausenay
witte 1 asAUsnau w3e 1 Uadendn fie Yadudumssuiteusylew (Perceived Usefulness) uagliifinisdn
YaA0We8N WITOAININTIUIU 4 T8 LAY

(5) Uadadrunisiuimnudiglunisldan (Perceived Ease of Use) a4AUs¥nauiin1syusin 210 2
aarUsEnaumEe 1 aadusznau vise 1 Jadendn Ao Yadudunissuinnuditelunislda (Perceived Ease
of Use) uazlifinsdndomaimesn JeflUaaiudiuiu 4 49 wiidu

(6) Jasuf1uarudlaldem (intention to use E-commerce) a3dUsznauiin1sgusas 210 2
0afUsznoumae 1 esAUszneu nie 1 Jadendn Ae Jadeduaanusalaldau (Intention to use E-
commerce) wazlifinsdataraiuesn it uIu 4 90 LAY

ndsntuideazriinisindeyaludinnegilaslduuuiiaesdisaunisiaseang (Structural
Equation Modeling: SEM) Tuasuginly

3. ANTIATIZAULUUTI809A18EUN15IATIAF9 (Structural Equation Modeling: SEM) Wun3tAsigi
ANdNTUS sEnInadauUs Tneanunsatald 2 wuu Ao (1) Anuduiusseninaiaudsfidunald (Observed
variables) fusaudsurs (Latent variables) (2) anuduiusssninsiaudsiss daus 2 faudsiuld Tnea
auduiugseninaudsdiensimsziduni (Path Analysis) feindansusulana wudndmeandi
Lﬁ&n%’aqnﬂﬁ’mn%ﬁqmmaamﬂﬁm (Fit) Usznaumiga1 CMIN/DF, GFI, AGFI wag RMSEA (Tanthiew, 2020) ¢4
ATNLERHENTIAT Il UIIANeRAdRINaunAui uToyATIUsEINY (Model Fit)

o o
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A1579% 2 AYRTTNAINUADAAADINAUNAULALHATNTVDINUITY
A0ANNea9a9 (Measurement Indices)  AEDALEAIIIAE  WAANWSITUIYY NANISNR1ITAUN

#9AAADY
CMIN/df < 2.00 1.960 BN U
Goodness of fit Index (GFI) > 0.90 0.971 BN U
Adjusted Goodness of fit Index: AGFI > 0.90 0.945 RNULN U
RMSEA < 0.05 0.045 BN U

NAINNNISILASITHLUUINABIA8AUNTTIATIAS1S (SEM) Wil enadauluimaluifausydnua wang
NANSENUININNNTILAENI0 Y @NUNSOLAAINITIATIZMAUNILNDANWIANUFUNUSTEMIN9R U TFWNA Lo
WazAILUTUE AegUR 2

JUN 2 Han53ATIEY EFA Uag SEM

Health Motivation

Information Seekine Behavior
User

| Cues to Action Characteristic

| Provider Preference Perceived

Usefulness

| Information Quality Purchase of Health Service

Quiality of

| Systern Quality 03285 On Online Platforms

Technology

(Intention to Use)

| Service Quality

R? =063

Perceived Ease of
Use

| Experience

4E’s Marketing
Mix

CMIN/df= 1.96 GFl= 971 AGFI= .945 RMSEA = .045
0 < 0.001, **p < 0.01, *p < 0.05

| Exchanse

| Evangelism

Ya o o

H378a1dun150153A5 18 lunaann1sidalaseasne (SEM) i enadeuauufgiuwasnagey

U
v ¢

ANUFUITUSITIMANaTENINRILUTANeY Agluliealaeiiansanaindl pvalue Tunsusslussautudfny
Y9adifif 0.001 (***) 0.01 (**) 0.05 (*) waruUanalasn15MNAITIINAIS1Y Standardized Regression
Weights ifiglsnsuantmiinanuduiusssainaiuys SsannsoldvsznaumsagUausfgiulfesiedivaua
Fam9n9di 3
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A19719% 3 ANANUELNUTTENINALUTHAZHANISNAABUNNTIY

ANANNUSTZNI19AMUS Ambwnindiunius P-value HaTagRY
1IN

Perceived Ease of Use <--- User Characteristic 0.543 * yausu
Perceived Ease of Use <--- Quality of Technology 0.189 0.795 Uijas
Perceived Ease of Use < 4E’s Marketing Mix 0.486 xxx yausu
Perceived Usefulness <--- User Characteristic 0.198 0.804 Uijas
Perceived Usefulness <= Quality of Technology 0.427 * yousu
Perceived Usefulness <--- 4E’s Marketing Mix 0.285 * yousu
Perceived Usefulness <--- Perceived Ease of Use 0.329 xxx RE Rl
Provider Preference <--- User Characteristic 0.629 xxx gausu
Cues to Action < User Characteristic 0.660 Frx gausu
Information Seeking Behavior <--- User Characteristic 0.667 xxx yausu
Health Motivation <--- User Characteristic 0.824 xxx yausu
Service Quality <--- Quality of Technology 0.035 0.460 Uijas
System Quality < Quality of Technology 0.759 *xx YUTU
Information Quality <--- Quality of Technology 0.790 xxx YUTU
Evangelism < 4E’s Marketing Mix 0.693 e YaUTU
Exchange < 4E’s Marketing Mix 0.787 xxx YaUTU
Experience < 4E’s Marketing Mix 0.632 e RERAY
Intention to use E-commerce <—- Perceived Usefulness 0.297 xxx RE Rl
Intention to use E-commerce < Perceived Ease of Use 0.578 Fxx RERAY

dMSUN5IATZsIdUN1S (Path Analysis) a5 eil 19n1sUssanar i simesvesdunadieis
Maximum Likelihood wuid1 Jadesunissuitiasslewd (Perceived Usefulness) wag Uadesunisiuiaing
elumsldfan (Perceived Ease of Use) fdvanaiisuandanisviliian anusslaldan (Intention to use
E-commerce) l¢i50e/az 52 (R? = 0.52)

dudt 2 Jadesunissuiauinslunislden (Perceived Ease of Use), fladafunaninues
walulad (Quality of Technology) tay JadeaudiulseauniIniIsnan (4E’s Marketing Mix) Wu315su
denauaresuiy Jadestun1ssuiteuselew (Perceived Usefulness) lasesay 59 (R? = 0.59) Jadunu
AN mvasnalulad (Quality of Technology) aiqwau’mﬁq@ ﬁﬂ"ﬁfmﬁfnmmﬁwﬁiyﬁ 0.427 so9asulaun
Hadufunissudanudiglunisldan (Perceived Ease of Use) fiAmiwiinarmdrdayil 0.329 uagtiadedu
dauvsraun1an1snan (48’s Marketing Mix) fianinuninainuddad 0.285 Insdfadodunuainvos
walulad (Quality of Technology) denasia Yaduaunisiuiiieuselevi (Perceived Usefulness) mmﬁqm
TnAsddty Usenoulude aaunmaasdoya (nformation Quality) Srthutinarwd iy 0.790 uas Amaw
Y9958V (System Quality) 0.759 Aua1AY

il 3 Yadudungiinssuvesldau (User Characteristio) uazdadafudiuuszaunisnisnain
(4E’s Marketing Mix) wudnsuriudawasie Jadesunisiuinnnudtglunisldnu (Perceived Ease of Use) 1

o o
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Sovaz 63 (R? = 0.63) Inedadesnunginssuvesdlday (User Characteristic) \udladefidanaunndign flen
vmdnauddait 0.543 sesaundasesudulszaunianisnain (4E’s Marketing Mix) Sdntfanidn
Ay 0.486 TaniladesnungAnssuvesldau (User Characteristic) ilutladeiidmainniian se Uade
A1UN155U3 ANd18Tun151d91u (Perceived Ease of Use) Usenauluaie wiegeladiugunin (Health
Motivation) ﬁﬂ'ﬂf’mﬂ’ﬂmmﬁﬁm 0.824, WyAn33uN15AUNIToYA (Information Seeking Behavior) {f1
dwidnanuddy 0.667, AanseumsUFUR (Cues to Action) fiamimiinanudfy 0.660 waz sty
Flsiu3nsnaguan (Provider Preference) feinviinadudnday 0.629 sudidu

druil 4 Jadufudrulszaumsnisnann (4€’s Marketing Mix) desiasio dadafunisiuiamnudelu
314 (Perceived Ease of Use) Usznaulusae nsuaniddsunmen (Exchange) fidndmiinanudidny
0.787, Anuiduanin (Evangelism) ﬁmfmﬂ’ﬂmmﬁﬁﬁ’m 0.693 Lay ﬂﬂiLLaﬂLﬂgﬂuﬂmm (Exchange) @1
ﬁ;mﬁfﬂmmﬁwﬁiy 0.632

dsduazanusiena

nsAnuidumidedunmsdiiunsludnvasronisinuudeinm Tnserdemafudoyaninu
wuvasuauluguuuuesulall lagisudusienisdnuideyaanionats medvinisuazunanuiiieddos
wieuaoruuzianiiderng Mnduhneiruisuuaeuay lnensaaeusuiiomsaiiondeisnis
WA 10C wavynIsvedeunLdeiie (Reliability) Inefinnsanananduusyansanudesiu Cronbach’s
Alpha Tasalaisnga 0.5 Wekiutuneunisnssaeudnauda eldhuvuasuailuifudoyainnga
fetna S1uau 482 fhegne siutessesilay wasthdeyaiilduiiaszisnediniseinsg Tasuszneuluse
(1) MIIATEAAARTINTIUW (2) MTBATIwRToyamedaduitedrsng (EFA) (3) Mmseilinaaunisil
lAseasne (SEM)

MnnszuIumMsieesiainsiddasaing (SEM) §3delddnudedefidmadenisinaulateuins
gun s uuwanvleduesulavluluansuvmumiuasiazuTuama lnonadildainnisiiasigvinudn den
CMIN/DF tienin 2.0, difn GFI 1nnndn 0.9, dlA1 AGFI 11nndn 0.9 wag i RMSEA tieandn 0.05 (CMIN/AF
= 1.960, GFI = 0.971, AGFI = 0.945, RMSEA = 0.045) wansliiiuinuuinasaluinailannuwuisausayil
mmidefieannsntneiuisiiesevinalunisfing ﬁﬁaﬁdamam'amséfmﬁu%s’ﬁyau'%ﬂﬁqmmwmu
uwasesueaulatld amnsotuofnena Hd

Mnuan1sfing wuihtadedmamanssdailfifnemuddalumslfnuumaniosuoulaflunisde
U3msguam Aomssuivsslmivasunanesueoulal way mssuiaudielunisléon duta 2 Jadeils
Sufudwmanaresuisismudlalunsliauiniuld fevar 52 namvasouausfigunuindadoduiuy
audglunisigau dqwaumﬁqm uonang Uadeaunissuianudglunisldam, Jadesunmuninues
walulag war Jaduiudiuuszaunianisnain wudisiududmaiarasute Jadedunsuitesslon 1o
Sovay 59 Fadadesnunnnmussmalulad dewandign sesawnleun Jadosunisivianudielunisld
1 wazladumudiulszauniinisnann

Jadusunanmveanalulad dsuanenissuiieszlond uniige Tasdsddy Ysznauluamnm
yostoyauay ANNNYRITEUY MNAIRU Tewensuanuigiud 3 axiuldinduslanlianudifyiu A
gndes asuiiu wavaudeiiovesdeyaguamm Wudduusn Wesnuinmsiugunmduuinisifan

o o
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B934 (high involvement service) msdnduladafasendedoyatiinunmiieasrsnrusiulanazanaiill
wiupy luvazifeaiu Aunmuesszuy Wy AuEdies ANTIAGE wazauUaende Aunumddg vili
dldanansafsuinisliegnadivsyansan dwaliifianissuiissuuivselovisenisldauass wan1sdinw
faenndssiunsounufn Technology Acceptance Model (TAM) &sa5unei n135ususeleniidulade
ddnyidmasionisseniumalulad Tnslamzluuiunveaumanosuesulal mssuiiaszlovidmaioniy
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Abstract

This research, "Analysis of the Return on Investment of Organic Bamboo Charcoal Products
from Local Wisdom: A Case Study of the Rak Samunphrai Community Enterprise Group, Som Poi
Subdistrict, Non Din Daeng District, Buriram Province," aims to 1) study the current state of organic
bamboo charcoal products, 2) develop new products, and 3) analyze costs and returns. A participatory
action research method was used with 45 group members. Tools included semi-structured interviews,
observation, cost recording forms, and satisfaction questionnaires. Qualitative data were analyzed using
content analysis, and quantitative data using descriptive statistics. The research findings revealed that:
1) The group's main product is bamboo charcoal briquettes priced at 50-80 baht per bag. A SWOT
analysis identified strengths in raw materials and local wisdom, but a lack of knowledge in product
development and cost management. Opportunities arose from the popularity of natural products and
supporting government policies, while obstacles included high competition. The research aimed to
mitigate climate variability. The outcomes included: 2) developing three new products: bamboo
charcoal shower gel (189 baht), charcoal powder for washing fruits and vegetables (200 baht), and
charcoal odor absorber bags (79 baht); and 3) a five-month period (February-June 2025) showing total
revenue of 32,090 baht (a 28.36% increase), total costs of 19,929.45 baht (a 2.20% increase), a net
profit of 9,593.35 baht (a 219.78% increase), and a net profit margin of 29.89%. The highest-return
product was the bamboo charcoal shower gel. (Gross profit margin 45.16%) A pre- and post-
development comparison showed that the number of products increased from 1 to 3, the average
selling price increased by 150%, distribution channels increased from 1 to 3, membership increased
from 10-15 to 45 people, cost accounting knowledge increased by 74.8%, and satisfaction increased
by 58.10%. This research demonstrates that developing products from local wisdom combined with
systematic cost-benefit analysis can effectively enhance the competitiveness of community
enterprises, create sustainable income, and serve as a model for other groups in developing products
from local resources.

Keywords : Rate of Return, Organic Bamboo Charcoal, Local Wisdom, Cost Management
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nsdmdisduldlifu widsfidesindunistmuiesdanuddiunisinsziduuuasnaneuunudnu
FUsznounsIaviaYuYL denndeeriu Phongklang (2019) finuinmsinsizsidunuegaduszuutaels
nguansafmunsIefivanzauuazaiisaamlsle dhuadudes suneluufiuuas Saminy3sud fins
Ugnldliinda 50015 wazdinsuusguiluauliiliuszana 5,000 Alansusel asviouliiulisdnaninves
vwenslufuiifannsoiauresonld naulamiayuvuinyayulng Uudssasunniu vy 3 duadudes
gnsluuAuung Jamiayssud ﬂamwumnmﬁ’mmﬁuaqm‘ummLLawmqmu’meuwummmmmiaiw
5'181@Laim'1ﬂ‘m‘wsnﬂﬂﬁlwmmaqamqqmmugimﬁluww IﬂammqﬂiyamL‘waLLUigﬂaguIWiLLamswmﬂs
viosdulidunansausifdyady adeneldliuianndn uazeysndad Jyannsednaulilifduneniumn
gunilugury Jagtulandniangifounasiouaransuau 45 au Tasaundndwlvaidunendgs (Gos
az 66.67) flengszning 41-50 U wazdondnndniduinuasns (Feway 44.44) Tuszaunsalimaulungy
Tamiayuwy 4-6 U (Seway 44.44)

Wunquilndndasindniiessiiafied fe awldliieu dmuiglusian 50-80 umsiens vssyly
gananadnlalaglifiaainuazvindeyandndue Tdeemdmitemeoimmasieinenainluyusy uazdl
aundndifdusalunisdndunuaiafios 10-15 au 2nN1TIATIEH SWOT wuin winguaziqaudsiu
Tngiviionuanysaiaznityaviesiuiidunenuneniuiu uidwszaulyuazguassanansUsznis eun
nMsvIaaL iU sianHanSusiarnsonLuLUTIIS arinsgauilaa nslufissuudnddunuidu
ssvuiliduusunulfifiosUszanuns dsalinsimusnausliuiuduagiilsldieeniniagg
uenINd ngudInAMEEAIUNIIIAIARAENITIENBT eI LN Vil g ugnAnsAReg LTy
Tn&iAes Snvtsdafitymnsvszguilliashiaveuazaundnddiusution Sedsmaroruduuioayanudiu
voanguluszesen

nsAnwduuLasanauwuvenandusiauldliessuniinlneerdunsevnwiAndunisinyd
Auv (Cost Accounting) LLavﬂmme”mmwamauLmumﬂmiaam (Retum on Investment : ROI) 3¢
“lmjmumﬂﬂmqmwmum fvunsAeingan uasnasumsdndeiutilsldesndiussavinm
mmm'ﬁmwxmmmmgamNaffmmsz/?lﬁluuaamﬁaaaz 50 wavadumeldfintutssanasosay 30 fe
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Juwwinmslunisandunu nsnawsuiiunaiils wagn1susmsdanisdaviagusulviusednsain suay
wlugnisimunasegiogusniiduuduasdadu

=Dy

D

o

AQUsTaAvaIUITY
1. ilefnwmanmilagdu nsvurumsnan uazdam vesudnsnsiauliilioasundn
2. viterimumanfasiduliflioosuninliinnimannasuaziiinyadlasnsiidimsmveasndn
3. Lo AT NANBUWYU LaSiTnanauwnuvemansusidwlfiieasuniniusuiiiey
NOULATNAINTHAILN

nsauuuAnildlun1sise

M98 3e4 mﬁmeﬁé'mwwamauLwlusumNamﬁmsﬁdﬂulﬁlN'aas‘u.ﬂﬁﬂmﬂqﬁﬂmmwﬁaﬁﬁulﬁa
#nIEAUANAINITIlUNSUY T UTRINgRIa A dususndayulns dvadules duneluufiuuas Janin
38 Anziteldtmunnsouuunfnlunside Fuansguil 1 fedl

[ uuIAauazngufilslunsise j
NS3VBTIUHTAMS n1sUYIAUYU N15AATITURANBUUNIY
wuuiidausau (PAR) (Cost Accounting) [nn13amu (RO

n3zuaunsiidIuiauvesyuTy Fuyuifuuys Fununsil BEP ROI, B/C Ratio, Payback Period

o el o a o . ' -
Anguszasan 1: Anwanwilagtuvesndniusinuldldessunia

iivsyeyrvinsdu N1531A312Y SWOT dayanguiamina
nssudswanaiuliils ouis yadau du1®n 45 Ay
UG YsAanasiad Tan1a guassa w@n 5,000 nn./A
Wunign 500 13 VBINGFIUIFMNIYUVU wanNuTUIgUu Ugyvn
o <o o o

SR R G
& Uy Oy 2y

AOUSEENAT 2: Walueand s linainvalsuasiiuyarilasnisiisausau

XA . it - - o
wauiunulaila waauaeAnuals esugANaY
371 189 UM $7A1 200 UM 3781 79 um
GPM 45.16% UITYNUTIHIASEIY wWfisdne viauTuan
o = a ar
[ ANOUSTEIAT 3: FATITWHUNU NARBUUNY LaZIRSINANDUUNY ]
AUNUNISHEAR AMMuAsIAIYIY saglauaznils INTIMANDULVIY
DM + DL + OH fuvu + uanivia GPM / NPM ROI = 115.2%
VC /FC/TC aRamu (BEP) B/C Ratio = 1.61 Payback = 10.4 \fiou
[ 8N3TAVTAAIIUANTA UM SUVITUVDIFAMNIYUYU j

3UN 1 ns0ULWIANYRINITITY
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52108Ul53qY
FUUUUMSIY
mﬁﬁaﬂ%gaﬁlﬂumﬁﬁsL%aﬂﬁﬁﬁmmwﬁdauim (Participatory Action Research: PAR) lng

YIUINTITITYWUUNEUNAIU (Mixed Methods Research) IugﬂLLUUﬂ1§aaﬂLLUUL%ﬁa%mﬂLLUUﬁwﬁU%umau
(Explanatory Sequential Design) fie tiukaziiasizideyaieusunaluszezian Mt wafildunesune
iisdusheteyadenunmluszezsenn suidunisnasnszezinan 12 ey wiady 3 szozaminguszasd
939 ol

szezil 1 nsAnwanmilagiuvesdndusidlilisasunin (Snquszasddeil 1) Woud
1-4 Anwusunuazanmiagiuvesnguiamiaguvuindayulnsluuiuuns Iagldisnsdunvalidedin (In-
depth Interview) fiuglyidayandn (Key Informants) 911w 10 AY laln Usesiungu 109Use51U 1av14n13
wydn wazaudndifdusvaunisainsnanliiesndn 3 ¥ S1uau 6 Au AALEenwUULAI¥as (Purposive
Sampling) IAEAA15IAINUNUIN Funis wazdszaun1salfiisades srudunisdunauuudaiusau
(Participatory Observation) ilatufindunaunisudn fnafu gunsal wazlymiinuseninenisudn uazns
Asgienansitisados ihdoyailldudiasgidnenmueangusdionsey SWOT Analysis Lilaszygauds
yngou lana wazalassa

szezfl 2 mawaunansaueidwulilisasunin (Saguszasddei 2) ieuil 5-8ddunns
faunaAnfusiHunsrUIuMTdusmvesandnnguiia 45 au Tasutsiunoudsd funoudl 1 dnuseyid
UAnTT (Workshop) il aszauaudniiuLagivuaiianisnisiamundnsueilng ngldmaiauuud
AuAA (Mind Mapping) uagn1sszauanss (Brainstorming) $2uiu dunoufl 2 oonkuukazvaaenin
wARSuTFuLUY 3 3l THun wae s ulsile nedudrainuasnaldl uazgunandudulill Taodmue
an3 dulsEnou uagnszuIuNMERARTItUAINTN Sumeudl 3 eenuuuuTTySasiuaraanlldinIgIu T3y
Toyandnsusinsudau duneud 4 Ussifiuguamadndusidunuulasfidorngy 5 viu wasdaideya
WisuieuneuwasvdanmuINansioe

ezl 3 nsdaszidununazsnswanauunu (Taquszasddai 3) Wauil 9-12 i
wnudeyanisudauaznsdmviielugig 5 e (NUAMUS-Iquigu w.a. 2568) INauTnnguIania
gusunvayulng dway 45 au Tnglduvuduiinteyasunumsudn wazuuvasuauaufisnelafinoulng
a3 35 au FadaidenlaeiBnnsdueenedne (Simple Random Sampling) 91n@snTnfilinsauAanssunis
fiaundndsiuagnsuimsiununaensragnside eilunisiiauenanisidedudeyartiluvesaindn
1%§1u%aaﬂaam%ﬂﬁwm 45 Ay

Uszvnsuazngudangng
Useanns fe aundniaviaguuinvanulng diutdevazunniu vy 3 suaduley sunsluufu

w3 Teninyasud $1unu 45 e Faduandniidnedoluns deunasinsdoruazautungs
nausegwUndu 2 nqu il

nqudl 11 4oyandn (Key Informants) $1u7u 10 AU AALEDALUULINEAS (Purposive
Sampling) Usznausie Uses1ungy 1 AU 59sUsesu 1 AU 1av1yms 1 au wsydn 1 Ay wazaundndid
Uszaunsalnsudnlidesndt 3 U 91uiu 6 au dwsunisdunivalide@nuaznisdunawuuidiugiuly
srei 1
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nauil 2 aundndamiagueusndanulng 41 35 au Aadenlagidnisguetiedng (Simple
Random Sampling) 3Na@u¥n7d133UANTTUNITAHAUINEAT I LA NITUTUITAUNUNADATEHENTITY
dmuneukuuasuauANianelaieatunIsuTMIAUnUYeInEy

w3eailelunnside
meidundaiilfindostiolty 4 oiin deil
wuudumueiidlassadns dmsudunvalflideyavanluszesil 1 aseurquusziiuioya
vl UsedRngu nszurunsndn Yymuazauassa avwdesnislunsiamneadngdos uasdoyadusunu
warsien lineuTnguszasddort 1
wuudunanuuiidusi dmsuiufindeyaifefuduneumanan fmgfunargunsel

q
a

spgviantulsartuney waslyminnuseninanisnin ldneuingUssasten 1 wasden 2
wuudufinteyanununsndn dnsutuiindunuiasNanauLUYeINEns eI 3 viln

'
a

1w waoruthasewldll neduldilidainmalsl wargeanildligandu Tneuinguszasddo
wuuaeunuAufisnely dvsuussiduanufisnelavesann@nsen1susm s uresngy
THunmsidudszana (Rating Scale) 5 sxdiu Tneuingusvasited 3
N15A3I9EBUANATNLATD D

aranfisansndaiion (Content Validity) iadesiios 4 wlinauesefiformadua 3 viu
Usznausae {ifsrvnainunsidouasiamndndasiyuey fidermgeunsnaiasdndusiuey was
HiBmmgiunssana sl WeUssiunuasnadessenindomamivingUszanside neldsui
I0C (Index of Item-Objective Congruence) AxiNaaIlyinzkU +1, 0 Wag -1 AWIAT I0C Aregns I0C =
SR/N fmusinassidaidendediniuiifien 10C > 0.50 wan1sasvaeUNUITeMnLiiAY I0C oejszning 0.67-
1.00 uansinedesdiofianuifismsandadomeglussduasiun

arandosiu (Reliability) thuuuasuauarufswelafiinunismsnaeuaniismsadaion
wiluneaesldfunguiiidnwarlndifsatungutiminesiuiu 30 au Ansegideundetiufeduussans
wean1we1AToUYIA (Cronbach's Alpha Coefficient) ldAamud afuwindu 0.89 wansinadesdofniy
estuagluseiugs

[§7)

nMsuATITRveya
nsiengideyaidequnm 1nsiesesiiidon (Content Analysis) dmsudeyaiildainnis
Funwaluarnsdana Taedudunsniuduneu fi (1) neamunsdunvaiuazanduiined1sasden (2)
sudeyaramnifielmAnanuidlalunmeu (3) Samnamiioya (Categorizing) mutssuduiidn (@) agy
wazfnudoyan1uingUsradni1side (5) asivdeunugnieswesteyalngldisnsraaeunuuaiuid
(Triangulation) Wagudaya FuiBms uasdudifususadeya
nadmeiteyaietiinm uiady 4 daw dil
duil 1 Msdasesidununsransaoe
1.1 funuingiusionis = Usinaildenine (n3u/ua.) x Mademiievesingiu
1.2 fuyuusanuseniie = uiuiluilddaiomn x dussedalue) + S1uamumie
Tindn
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1.3 AuYUUTTTAeVIY = T1A1VIR/H9 + SIANRAIN + FIANGDN (Hevilaw)
1.4 duvuiusysaendaeg (VC/Unit) = AUNUIngAufentls + AUULINIURBNELY +
AuUUTIYI ety + AasnsyUlnasenae
15 é’quumﬁi’m (TFO) = Andousanaesiie + At (@) + aldaensisu
1.6 ﬁunumﬁﬁauma (FC/Unit) = G’Tuv!umﬁﬁ’m (TFC) + Smnuvtheiingn
1.7 dunusidsiavidig (TC/Unit) = VC/Unit + FC/Unit
1.8 ﬁunuim‘ﬁmm (TC 57) = TC/Unit x S1uaumiisfindniiaan
dauit 2 Mmelnmzinanauunu
2.1 18ld5an (TR) = TAwesionie x Swaumbefinngldiomn
2.2 lstudustemize (GP/Unit) = siAmwesiovize - VC/Unit
2.3 tlstudusu (TGP) = Mlstudusontie x Swaunhefingldromun
2.4 Mlsgnisieviag (NP/Unit) = s1anesiense - TC/Unit
2.5 flsavisan (TNP) = mlsavdseniie x S1uaumhefivngldimun
daufi 3 mIlansidnsdiuninisity
3.1 Sasilstusu (GPM) = (lstudusn + s1eldsan) x 100
3.2 §nsinbsama (NPM) = (inlsandsay + s1eldsau) x 100
3.3 SR WANBULNUIINNITAMY (ROD) = (MlsgnBsiu + L“quaw;luﬁy’wm) x 100
3.4 Sasrehunaustlowiiiosiuu (B/C Ratio) = suldsam + Funusanian
3.5 3zaznmﬁu‘1@u (Payback Period) = L“quamuﬁy’wm + ﬁﬂiﬁqw%mﬁaﬁiaﬁau
dufl 4 nsAaseigadunu (Break-Even Point)
4.1 99duYY (Me) = Funuasiisiusoliiou (TFC) + (51A1vesavae - VC/Unit
4.2 AUV (VM) = IANNY (MI8) x SIAeReNYEY
nsmsziaanuiewala 19adfiBanssamun (Descriptive Statistics) Usenaude aade (Mean)
wazda1L D BaULATEIL (Standard Deviation) MvuAnaeinsuUaAILvENe §ad Alads 4.51-5.00
PUBES ﬁmmﬁawa%mﬂﬁqm, 3.51-4.50 17n, 2.51-3.50 U1unans, 1.51-2.50 Uee way 1.00-1.50 ﬁaaﬁqm
sdanldlunisimszvideya
adnrllumsivendeilusvnaudae 2 Ussian fail
adfdanssesun (Descriptive Statistics) leun A1508ae (Percentage) Aads (Mean) wazean
drudoauuannsgiu (Standard Deviation) 1¥3iasngrideyariluvesaundnuazanuiswslalunisuims
AU

v

adAn1aNsiukardayd (Financial and Accounting Statistics) laa N153WATIERAUNUNITHER

7

(Cost Analysis) N153L1A312919AANYY (Break-Even Point Analysis) N1534A318%8A3INL5TUAY (Gross Profit

q
a

Margin) N133tA51¢18n311L5gw3 (Net Profit Margin) N1331A1¢ NI MARDUKMILAINNTTAYY (Return on
Investment: ROI) N153iAs1eidnsadunaUsylovusafiunu (Benefit-Cost Ratio: B/C Ratio) wazn153tAsIey
5e8LIa1AUNY (Payback Period) 197tAs1giduukazdnsmanouunuvendadusiauldliaasuniin
Wigugunauuazmaan siau
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nsflfinwinguiamiagueusnvayulng druadudes dnelunfuuns Famdnussud Unauenanisive

muERUIngUsTasA 3 Uo fail

naudl 1 veyaniluveuilideya (au1dnnquiamiayuusnyayulnsluuiuwng)

A15719% 1 AN519LANBIIAUDLALS DAY

518n15%0ua uundssian 31U (AW) Souay
1. twe %418 15 33.33
AN 30 66.67
39U 45 100.00
2. 49018 (D) #nin 30 T 5 11.11
-31-40 0 12 26.67
-41-50 0 18 40.00
- 111041 50 U 10 22.22
374 45 100.00
3. Uszaunsallunisineulu N1l 4 8.89
nauiawiaguwy @) -1-31 10 22.22
-4-61 20 44.44
-1 6 Y 11 24.45
374 45 100.00
4. 91TNUAN - INUATNT 20 44.44
- AE / AN 8 17.78
- wlsgUayulng 12 26.67
- Sudheialy 5 11.11
394 45 100.00
5. S¥AUNITANEI - UszauAne 9 20.00
- fisgufnen 15 33.33
- ayUseyayn / aa. 13 28.89
- Baygyestuly 8 17.78
374 45 100.00

11 : KaNTIATIENTRYaINLUUABUAIY (W.A. 2568)

nA15797 1 nudn greuwuvasuavdungidumendgs S1uiu 30 au Anludesas 66.67 &
918351I19 41-50 U 97uau 18 au Aadusesar 40.00 fuszaunisalvineulunguiamiaguey 4-6 T

17U 20 au Andusevay 44.44 To1dnwndnidununsns 371w 20 au Astdusauay 44.44 waziiseau

AsAnwsENAnE S 15 au AntduSevay 33.33
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aeufl 2 nan13semuingussasdded 1: anmiagiuvesndasusidwldlbisasundn
nauiaviaguvusnyayulnsluuiuuns Jaundn 45 au dndadasivandenulilidew s1a1v1e
50-80 Umslana wanNATTayaviesiuiidunenmeuiy vssqlugmaadnlalifiaain fdeamedming
iigadomnaiisafeonaialugusy uazflasndnfifdndulunsdiiuausiafios 10-15 au nan1Tiaszs
SWOT wuin nguiigaudsiuingiuiigauauysaluazidagywiesiu wislgnseusunisiaminaniusi
U339 N3ean wasnstuiinUndsunu dlenaainnssuaninuileunaninmsssusfnazulouisniniy
Tatfuayusdndasiguoy uilguassaanmsudsiugaayauilsusuvesaningioinie
Avufl 3 HamTITemuIngUszasdtan 2: mawawanfusidulfliaasundn
nsaINdnfuganlunsiIunsEUINNTITel unswuuiidiusiu (PAR) Inednussy
BeuftRnsimiuaindnngu 45 au lmadianisssauauosuazunuiiniude Iimundnsasilnl 3 via
#io (1) waoruthwad il 9101 189 VI (2) mesudnadinuals! $1e0 200 UM wa (3) gadugAnaY T1A7
79 v wandusie 3 vialdfuniseenuuuusssusliviuate Soanasufiumuninsgiu wegdunns

Usziiulagglienvay 5 vinu egluseauftediinn TnglangmuauAnaieassALaAnA KGNS 0

M3797 2 ANTUERIANUARLTALNISUIINSFUY g Tz ANS A e snguianuiagususnvayulns

TuuAULA
' = ' = Y
Y _ ARdY daulisaun sEAUAIY y
ATUNITUINITAUNU - LR
(Mean)  wwsg1u (S.D.)  AALkY
1. AUAITINUNULAZNITIANIS 4.45 0.52 un fimsnausudunuiaauiay
. Anmuaildanalndtn
2. MslimineInsog1aAua 4.60 0.48 WNVan fimsldingvviostiuuas
(AU KUY Lazkia) usseulutgaTy anduUMS
' nan Lo
3. MstuiinUnyddunuuaznis 4.35 0.60 1N YUVLATOAINTIANVIY
AUINISIANYNE IegnAesmumantayd
4. MIIATIENTRYaN1NITRY 4.25 0.57 N finsfnadnsmaneuiny
LASNANDULYIUY WAZRAAUNUATY WAEINIANTT
wWiguiguiunain
5. mathdeyadunululdindula 4.20 0.61 1N Suhdeyadunululinua
BINagns (Wu N15AI31AT N3 gafalad HAMSRLLTIN
YN{ITYLY

YY1YAA0) :

FIULRAY 4.37 0.56 Tagsaumsuimsaunuvanguagly

seaU “UUszaninnge”

11 : nanTIATIERTRYaINLUVABUAIN (W.A. 2568)

NA1597 2 WU nguIamnaguuiinuAaiuieatudunisuimsdurulaesiedlusedu
11N (x = 4.37, S.D. = 0.56) oNasansenu nuiregluseAuinniign 1 a1 uazegluseduunn 4 6 1589
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nuntutes 3 arduusn taun nsldmsneinsed1esquen (x = 4.60, S.D. = 0.48) ATUNITIIUNUKATNIT

Janseuyu (x = 4.45, S.D. = 0.52) wagnsUufinUgdauyuuasn1sA1ingaIveg (x = 4.35, S.0. = 0.60)

ANUAIAU

AaUN 4 Nan1FIFeANTNQUITAATRT 3 1 NTIATILVIRUNU NARDUWNY UazdnTWanauwn
A1919% 3 uanaNsiUTUgURAaN SATIUO N URAEAINT SHRIVITeINGI TR ALY

fu AAUNITWAILN NAINITNRIUN nsiasuudas
- 3 1A 1. 1389 UUININUY -
o . 1 ¥iln , e o +2 wiin
1. HANA U , Y 1116 2. wapuanasinualsd o
(eulgileinawn) (WANYY 200%)

2. ussyiouai

3. S1ANV18LRAY
(UM/91198)

4. sl (5 o)
5. AunuTIU (5 1figw)

6. MlsTudY (5 LHaw)

7. 9951015 TUAY (%)

1. gawanamnla
2. laiflaan
3. v1Indoyanansin

50-80 um

Uzl 25,000 U
UYszund 19,500 U

Uszued 5,500 U

3. gaganaua Ll
1. UI0/09A NN
2. flaananeany
3. s¥yUeyanIUNIY
150-200 um

(198 189 / w9198 200 /

qq@mﬂéu 79)
32,090.00 um
(To3/a9349)
19,929.45 um
(To3/a939)

12,160.55 v

UTuuse 100%

+100 - 150 U
(LU 1509%)

+7,090 UM
(+28.36%)
+429.45 ym
(+2.20%)
+6,660.55 U
(+121.1%)

Usvanal 25-30% 37.89% +7-13%
8. Alga1eAL Ly +67.20 U
- Jseaned 2,500 U 2,567.20 U
(5 LPow) (+2.69%)
o - ~ +6,593.35 un
9. mlizjm (5 ) Jseuned 3,000 U 9,593.35 Uum
(+219.8%)
10. wsnlsans (%)
Uszanad 15-20% 29.89% +10-15%
11, FUIUANTA 10-15 AU 45 Ay +30-35 Ay
Nildusan (To3/a9349) (WL 200-300%)
12. 49IN14 1. 4BIN9 3 9oL, AAINLUYNY +2 FDIN
Y 2. AANLUYNYY 2. 974 OTOP
3. paulay (Facebook)
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Abstract

This study aims to examine the impacts of social media influencers on brand engagement
and consumers’ purchase intention, as well as the impact of brand engagement on purchase intention.
The study focuses on food review influencers within the Thai social context. A quantitative research

design was employed. The sample consisted of 400 consumers who follow food review influencers on

o o

213619398 ININTIANTT NN INBIEEI1VAYEUNS VN 10 aUuN 2 wasnAx - BanIAN 2569 1]12



Journal of Management Science Research, Surindra Rajabhat University,
Vol.10 No.2 May - August 2026

Facebook fan pages: Starvingtime, Peach Eat Laek, and Momtanaddak. Data were collected through an
online questionnaire and analyzed using descriptive statistics and structural equation modeling (SEM).
The findings reveal that social media influencers have a significant positive impact on brand
engagement (B = 0.77, p < 0.001) and consumers’ purchase intention (B = 0.74, p < 0.001). In addition,
brand engagement plays a significant role in linking this positive influence to consumers’ purchase
decisions (B =.20, p < .001). These results indicate that contemporary consumers are no longer passive
recipients of marketing information; rather, they actively interact, express opinions, and participate in
brand-related activities, which ultimately influence their purchasing behavior. This study highlights the
importance of social media influencers as a social mechanism shaping consumer behavior. The findings
provide practical implications for marketing communication planning, influencer selection, and the
development of brand—-consumer relationships in the food and service industries, particularly within

the context of Thai society.
Keywords: Social Media Influencer, Brand Engagement, Purchase Intention

unin
Tugadagtulanldintngenidvia lnewaluladdedinueeulaulidundnandudinuszdriuuag
S

npgsiaduegiann sudanginssunisdeansvesuilng Fuwheanuavmnuazmiasilunisindedoansle
finsldunannesueeulad lawn wadn ol nInmes Suaniunsy viegyu n1sthdedinuesuladluldedns

¥

FanFrdealilinsads wewns wazuilaadenluyniiufivudessulail (Ho & Ito, 2019; Hakuhodo, 2022;
Mupattararot & Chinchoo, 2025) nMsfAnfedeansiinatussrinaiouvudiateoulauddiusinlunisuustiu

ANUHarseunstayaiddguaziiaula nuidensuniisenudt guilaaliuuiliuiziiedieuas

A vaa a

dnaulaannilemneionSnavudedeaueaulatingwns (Shareef et al,, 2020) N15LYpUABNLAAINNNNT

U

wnsnsznevesdedenuesuladldiuisugnduresiuslaalunuuiy (Evan, 2019) uasiudsuainuduius

senieguilnanazandudlaeduds Tuanmwindeudldreufiamesidudenans fuilaaliwaniainudnudiu

2

WNeatundndueiuazuinig Serunalunismvaunszuiunsinduls dadu guilaaidsilyuwadsunisioans

Y

n1snansssundnaely dedinueeuladviliauviimiidunsfuilaauwasfaduayuwusud dudd
(Lamberton & Stephen, 2016)

yaa a =

Tunanenemssuiisinuan nsliyarafisidedomdodiidnsnavudedsaueeulayl Wy asnmeuns
wazyarafifiveidedluseaiyn luadssielunmsusugimsdeansmanmsnain adunagnénisnismansi
ffuns (Knoll & Mattes, 2017) egslsfiniu illosandedsauosulatifioginly nisiifwesdiidvswaiaiuiy
a813917n (Appel et al., 2020) auadfglEBumnesidnuszanm 50% ammmﬁﬁy%Qﬁ@m%wavuﬁaﬁmmaﬂaﬁ
LLazﬁquﬁ’lLLuzﬁwaqQ’ﬁﬁw%‘wa Tuvasd 40% 4 odudndsarnfuuuduaniunsy “30g U (Digital
Marketing Institute, 2019; Duffett, 2017) Tull 2018 fuslnArmowuidsu 19% ToAudinsziiisvinavudo

o

Fipuooular! (Social Media Influencer : SMI) wugii (Audrezet & Charry, 2019) Tneiannzegnedalud 2018
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tinnsnann 86% lesamiiidnsnavudedsnueeuladlilunagnsnsdfsteya Tnesamuunliuiinindias
indulunenssulug (Rahal, 2020; Kapitan & Silvera, 2016) mwjiﬂﬁ”umﬂ%mimmmﬁﬁ@w%wauuﬁaﬁmu
ooulatififinty woazn1nint uves sM lugusiedesdenisnisaandddgldnszdunaivlnvessie
(Hughes et al., 2019) LLaxioﬁ"ﬂmaLﬂuﬁﬁamaamﬁ%’luqiﬁa?{a (Audrezet & Charry, 2019; Hosie, 2019)

o
v o =

At NMsANYINavesEBnSnauudedinueeulaunisenisiidusinlunsduiuazaunslageveduilan

=

& 2 o o av vu S o a o = & 2 o v av vu
"\]\7L‘Uu'ﬂigLﬂuaqﬂﬁyml@i‘Uﬂ'ﬂNalﬂﬁ]ﬁnﬂmﬂuﬂ’mﬂﬂqi%aguﬂﬂ"lic‘]a']ﬂ T\NLUuUigL@uaqﬂwjm‘lﬂiUﬂaqﬂJﬁiﬂf\]f\nﬂ

v o
o

faindrnsuazdnnsnaiadaiy Sndudesdamudileesadndwaraseunquuiniy iedslenives
ANUIMANsLarnsU iRsun1IRan
Haqtudedseuoeulatviolndeaiifedirnuddymntulunislavan iWeswnguilnaldinandi
Tugeguulaneeulal WiuldannganssuduilaaiFuiinisindedeasiulnsdnsi Smart Phone fldidy
Foemausnlunsdendumdeyainuesaula Jeiliinnisnatauazuusudniensidudinig q 1ivin
Content Marketing IlndGauazaenndesiunginssufuslaaiivasuuvadly Taemsligiiavsnavudedny
ooulatnioduslgioues (Influencer) 1 ifussdusznouddgvenagnsnisnain Inslanizee1ad el
vwavudedinuooularl (SM) mMefunsIiemslutiagiuusauldiaufunmadenvesendn (vonts
et al, 2020) A28ANUAINITOLUNITVENHVUIALALAIUIIALTATUNITHELNTTDAIN AINKAETIAlaUY

VY yaa

Sumediiln vilviTiBvenavudedinuesulatannsofugaguslaaldiiuduoumnn afegruurundy ghnmm
wazduglimuugihdmiugfnn afuanuindeieuaznisindul adendnist fudu vidnmiodives
gafvlssndudomsnindasslovivesnissudletu sl untu Tnemslddelawan weatuayu Tuslun
WARSUT UATUINTURIUTEN T SMI aztauendnsine aienisiuuazarmandilungugnAdimang Wy
mnmaFRnEeninnisaaaserEanswavudedemesulay (Jearatecrawit & Satawedin, 2022)
PNMIILULIAR ] uazsmATeiAgtes nudiidedidalunisesuisauduiudsening

Yaa

Aadnswavudedaueaulatl Midusulunsdum uazanundatievesfusiaaluusunveniniinemis

N

vudederneaulatluuszmelng iy fIdedsaulafnvinavesdldninavuiediruesulauidnenisiidiu
Tulunsduiuazanundadevesuilan WebiAnanudladeusedng wasiwan1sideluldduuums
Tunsnaununsean nMsdenldiiidvsnavudedaueaulal uaznisivunnagnsmenisnanalivanzay

ﬁuﬁumaqqsﬁ%mm{luﬂizmﬂl‘wa

TUITAIAYUITY
1. wefnwiidninavudedinuesulaiiiinasienisiidruiulunsidui
2. iednwimsidusulunsdumiiinadeainuddlage

3. Wefnwiiisvsnavudedinuseulatninasonunslate
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nIoULUIANTUNTITY
IINNITNUNIURLIAR Neud wazauddeninertes ITuldimunseuiwiAnlun1sideiessune
a =

ANuduRussenIglidnsnavudednnesulad n1sfidiudinlunsdudi uazanudsadovesfuilan
Aananalusuil 1

.

S5vsnavudednueaulatl Asiidusnluns ANUASLTD

R
( (Brand Engagement) (Purchase Intention)

a..¥

Social Media Influencers)

H2
LILE=4

JUT 1 nsauunAnlunsidy

AUNAFIUNTIIAY
auuAgud 1 : fidvsnavudedinuesulatifinaifeandensidiusulunsidudn
aufguil 2« mafidusalussauddnadnndenuilade
auufgiudl 3 : fRavinavudedsnuseulmifivaiisuindonudilade

{AseldimuysTiBvanauudedsauoaularl mafldminlunsiaud uazanudidlade widinue
Hunsouuwndnlunide ilelvaenndesiuinguszasdvesn1side wasifleAnwinavesidvinauudedny
ooulatfifivemsidninlunmiuduazanuitlatovesuilan naddnwiiniiemsuudedsnuesulay
Tudszmelng

Wanliun13ide
UTENIUasNgun29e19

Uszrnsfililumsine e fuslnafildeudedseuooula Mnmumaiifidonieatunisii
9111150 UY 8910wy nunuina (Facebook Fanpage) 8 uan1Asy (Instagram) waze U (Youtube)
nguiiegaildlunisdne e fuilaafidnniumanissiremsniuresmamlednunuma (Facebook
Fanpage) lngl#38madaidenuuuianzas (Purposive Sampling) Mninaiidgaauifnianasivfime loun
1) fuauginaulusedugs 2) Snnmeunsidenuieatunisiitemsogasiaue uay 3) faedunisd
dunmasfnmulusziugs Samnzaudensitonsfidminlunsiuiuasanuiilate Tnefidednden
W933791M159703U 3 4w LA Starvingtime (§fnna 5.2 d7umu), Peach Eat Laek ({Annu 4.1 d1uaAw)
uaz Momtanaddak (fffinna 3.2 d1uew) azvieufainsduuvdssmmesiuslaniandesiremsluiniig
aseunquiuslaaiidnumainuatediudnuusUszeng ledenatfenguuszvnadmanediden
Ve aenndostudenuusznnsvesside wasviefinussans awlunisiiusiuniudeyal slsmm
yuanguineesiitvualfegramunzay Tnegideldivuavuinvesnauietisiivzdnulaefiansanain
wdnnas 2 ndninast IiuA 1) fAnsanaingasduds Tnsvhmsimuanaudetaideanisdnuaingms
dufaves Cochran (1977) uag 2) farsantadousls Tnsmsimunngusogsfivanzaudmiunsiinses
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v

1A59a374 (Structural Equation Modeling: SEM) 3nfuuginves Hair et al. (2010) mgwndiidedsiarsan
mumﬂfjuéha&mﬁmmzaumﬂué’ﬂLﬂmsﬁﬁu’d 2 yéninas wuin vuiangudegisiuangasluns@nwiiniy
400 f9e1
i3esilefldlunisideuazaunmusaaiasiie

FAdevins@nuindnnis uundn nquijassunssy wazsideiferdeadeofmundew dus
wazanasiafiazihuiamedesiieuvuasuniy §ideldiuuuasuanslifilesng S 3 v finnsan
n3r9deUAILRTITaion (Content Validity) vesdefamluiuuasuniy TnsmsvAduiinudonndes
sewinstadnuuasingusrasd (ndex of Congruence: 10C) Han13ATIad0ULATBTaNUT AN 10C vBste
FnudiAnegsening 0.67-1.00 Bsfidnannninnast 0.50 ynde wansiifuirdosnwinnunsadaiomer
Tusgdufivousuld (Rovinelli & Hambleton, 1977) uenanigifeldvaaeunrudefuresuvuasunia
(Reliability) Tngld@duUszans ueariveansoutia (Cronbach’s alpha) wuindAMaAy 0.89 Feunndn
it 0.70 wansinaiesledlimnuidosiveglusefufivonsuld

Tun13idedi3delduuvasuauesulaflunaifunusudoua freviuvasuaudeanoy
LUvaBUAFIEAULES (Self - Administrated) TnsnuvasuniuUsznousaemam 5 @ léud dwd 1 oy
Boadu dawfl 2 Foyavhluvesmeunuuaouny dwd 3 dsvdnauudedsauseulau duwf 4 nisdidautam
Tuns1Aud uazdndl 5 mwddalumsde

nsiiusausandayaluniside

HaveLiusiusindeyanuvasuaiuludiou dueieuy - wgadnieu w.e. 2564 lagliy nau
LWUUABUAINIINITNTBNT DL AR I8AULEY (Self — Administered Questionnaire) N1ULUUADUAIHUYBIN
gaulail (Online - Questionnaire) N13953vdBUTOLA (Data Screening)

HIdenisnsIvaeudeyaneunsiiaszrinieeaia Tudiuvesnisnsnaeunuauysaivesioya
NFIATIEYINMINTEAEvesaa (Normality) Wagn1siinTevimnuduiusseninemaiys (Multicollinearity)

nsAAsIzvidaya

fAteldddumsiinneiteyaitomanuduiusseninetadera 3 dads e fildviwauude
Fsauooulard nafduinluanaud uasaruddlalunsde Ineldnsiinmeideyadaeisnimisadn 2
s dail

AT ERdeyafuaiRidanssaun (Descriptive Statistics)
1) M5UaNIAINIA (Frequency) wazAnsasas (Percentage) liilaeidayavestoyaiily
VDIADULUUABUAIN FB LNFl 18 A0 SEAUNIAN® 013w $18la
2) M3IIATIEVANRAY (Mean) Wage1ld 8aluuLInI§ U (Standard Deviation) ldd1miu
isgriseiuiuysvesiiade Ao dilndnavudedinuooularl (Social Media Influencers) msiidausaly
A3EUA (Brand Engagement) wazarudslalunisde (Purchase Intention)
NyATIEveYafeadnideuNu (Inference Statistics)
Tumsideiifunsiieneilasnisldlunaaunislassadna (SEM) Fsusznaudae 2 dumeu
(Hair et al., 2010; Kline, 2010) @@
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1. M53ATeilanaanisin (Measurement Model) adunafianisiinsnevinnudusiug
seninafulsdanalé (Observed Variable) futladauls (Latent Variable) Fudunsiaseiesdusenouids
Busu (CFA) Wlemanuduiusseninsiulsdanalduas Uadoudsinduushulumaiinnumnzauvioll
wiondudangusudsifiandnumiloutudutadoudafiotu

2. msiaszilumalassaing (Structural Model) dudumaianisiinszvauufgiu
synIntadoursnaty q Jadeniaunu

nsnaaeulinmaaunislassadns dmunsideadeiiisedenldlusunsunonfiunesdisag
meedReeTUsLna 1BM SPSS AMOS Tnefidumeuntsimsnzvisil

1) Mm3fmuadeyadiinizluma (Specification of the Model) Msinuadeyadtinizluing
Tunsiserdeidlilunamsiinseimnuduiudifdasanadadu Susznoudemudsuluassuusdans
1§ Tnefmunaunfigiudesiuin enuduiusseninduustmunduauduiusidadu @wan weady
AMNFUNUSNIUA YT TERINRLUTA18UBN (Exogenous Variables) kardaulsnielu (Endogenous
Variables)

2) N3UTENIAIMNI TR D3 03lULIAa (Parameter Estimation) N15UTeN1aANIT IR0 S
vadlumalueuiseildas Maximum Likelihood (ML) adudsildsuanauiion ewinimuaudunnd
fisvansnm warlifuiuannsta (Byme, 2010) nan1shnsziuansliiiudniminesdussneusening
FauUsudeuazsaudsdunald Aduusyans anuduiugseninsfaulsulaiineuenuazansly saude
Fulsyansniswennsal (R2) vedlumanisiauaglinnalassadns (Kline, 2010)

3) N19NTIVFOUANIUADAAN B9UDLULAA (Goodness of Fit Measures) N19ASI980UAIIY
aonndesvadluinaiiinguszasdiiesziduinlunadimguiianuaenndesiudoyaifUszdndifiode
Tnefinsanandeilinanudenadesiiluiivonsuluniddedumsinseiaunisiasiadne sl

3.1 Fhafiala-auads (Chi-square Statistics) limaaeunnuaenadessznitalunaiudeya
Fausedng nefiansandnaaiu X2/df Sedvandesrinvesanadala-aunislunsafidewiadmetidlvamie
Tuwaiianugdugau (Schumacker & Lomax, 2010)

3.2 filinseiunnuaenades (Goodness of Fit Index: GFI) \udeuiifiazioudndiuniny
wsUTIUTwestoyaifeuszdnyfiannsaesuielddeluna Tneddidilng 1 uansdenmmanzan
voslanaaluszauas (Byme, 2010)

3.3 puiinssaunuaenAdeuIoulfisu (Comparative Fit Index: CFI) T6iUssutiiau
mnugeandesvedlunadmauiiulunadass lngeafigauansisauauisavedanaluniseduisdoya
WeUszdnwlan (Kline, 2010)

3.4 A15INV0IANRE BAITUARIALAG DU I0910IN15USEI A (RMSEA) 1wl
fiagvousziuanuliaonndesvedlumatuamindauunususiusinvesusewins lneandisuansfianau
winnzauvadluna (Kline, 2010)

3.5 fN91NY04A LA 8ANEIABITBIANARIALAT DUNINTFIU (SRMR) THUsziiua
ammndoulassiuvesluaa lnsrrilndauduansinlumaiinuaonndesiudeyaidsUss dnlusedu
feausuld (Byrne, 2010)

o o

215615398 ININTINNT NN INBIEEI1VAYEUNS VN 10 aUun 2 wasnAl - §anIAN 2569 6|12



) Journal of Management Science Research, Surindra Rajabhat University,
Ot Vol.10 No.2 May - August 2026

NAN153Y

msimsgitadudinyananuin nguiegsdulnglumands Srusu 204 au Anduiosas 51.0
91gveInauiI0g1e dnilngifony 25 - 3¢ T S1udu 153 au Andudosas 38.3 sefunsAnwniidusanie
Mdfnuaguesnguiieg1e dmannegfiszauliganniuieiisumin s 263 au Anduiesas 65.8
o1inveanguiiegs dmsnniduninauuidniensy Siuou 148 au Anduiesas 37.0 waz oldiads
Rowurasnguiteg1e dwlugdiseld 20,001 - 30,000 vm F1uu 106 AuAnluiosas 26.5

mMsinseideyaseaifmssaunvesiuusdunald Tngldrnads (Mean: %) uazdudsauy
11A351U (Standard Deviation: 5.0.) namyaiamznuidaudsdaunald liud “vuiininudesnislulduinig
deldnsuisanuesesvese s’ (PI2) ummaaawam (% = 6.26, S.D. = 0.833) ag/lusy m‘umﬂwam ﬂumm
AuUsdanala “;334aﬁnﬁ‘wawmugafﬂ,umisnsmawmiuuaaamuaauiaumjaLam" (SMI2) fenadesiniian
(% = 5.73, S.D. = 0.841) agluszsuun dwiududoauumasgu wui fuusdanals “gTdvdnaniviu
$3nlun1s3iruemsuudedeaussulatfiniuyndefie” (sMi1) farduifsuvuninsgiugefign
(S.D. = 0.956) vaurdiduusdanald “AsiiAetestuomsiigivsnavudedinuoouladiuzihfgaaiiy
aulavesvinlé” (BE2) Trdrudsauwanasgiusiifian (0. = 0.789) uandlifiuindneunuvasunuiiaaiy
Anwiusiedemanilnesmeglusssuannisnniian

M19199 1 Msaseilunaesdusenauaduduvedidnsnavudediaueeulal n1slidrusiuluns1dud

LazAURTlate
X 2/df GFI CFI RMSEA SRMR
Iumaﬁyugm 2.334 0.885 0.902 0.058 0.0532
Tu Lﬂa‘ﬂ%{U‘U?ﬁ 2.004 0.915 0.939 0.050 0.0440

M51971 1 uansranIIAsIIEpUAINADnAdDsatlulaanisin (Measurement Model) Audoyaids
Uszang wuanAla-anaas wuaa X 2= 444.929, df = 222 uay X 2/df = 2.004 uazaA el inszauam
aenndad (GF) Wity 0.915 AduilinsziuanuaenndeadIeuiieu (CFI) Wiy 0.939 AiauaaaLAey
TumsuszifiuAmaiives (RMSEA) Wiy 0.050 A151nues Alndefindsaosweinsiaaousasg i (SRMR)
Wity 0.0440 yenaniiudaamimidn esdUszney (Factor Loading) vesmndaudsdanaldfidigs (> 0.50)
uazdln t-value g9 (> 1.96) 4 ynArrunsifiimun feiu Tunansinvesiiidvsnavudodinuesula]
nafidusalunsaud wasaruidlate darumanzay figuil 2
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Chi Square = 444.929, df = 222, Chi Square/df = 2.004, GFI = 0.915, CFl = 0.939, RMSEA = 0.050 SRMR = 0.0440

JUN 2 HanTiesgiosduseneudeduduvediidninavudedinuesulal nsiidnsiulunsdum
warAURilaTe

nsidausnlunsduan
(Brand Engagement)

B = 0.77%*= B = 0.74%*=
KHanswauudedinusaulal AMuaslalun15%e
(Social Media Influencer) (Purchase Intention)
B = 0.20%
LB —> gauSvanufgIu - - - - - - 3 > Ufasauumgnu
B R’ = 0.60, R’/ = 0.88

*P <0.05, * P <0.01, ** P <0.001

JUN 3 Mslenwilunaaunislassasgiidninavudedinuesulal nisiidiusulunsdu
wazAUATlaTe

o o

215615398 ININTINNT NN INBIEEI1VAYEUNS VN 10 aUun 2 wasnAl - §anIAN 2569 812



Journal of Management Science Research, Surindra Rajabhat University,
Vol.10 No.2 May - August 2026

?; :

nlunanisaialassadediansnavudediauseulay nsiidusiulunsdud uazaundlate

yaa a

AN TITeAAmualY Ae “HllanSnavudediauseulauiidnadunisidiuiinlunsdui uagai

o
(%

Adlageegnsls suiniTemnsuudednusaulatlusunalve” {idelanvunauufigiuiiensumaiunis

o

TReuazymmegevauufgiulaeinanisaaeufiseazidensolul

M13°99 2 agUNaNIINAdRUANNAZILNITIVY

JosuufgIu FUNAFIUNTTIAY NAN1SNAHDUY
H1 HiBvEnavudedsnussulatiinaBsuindumstidninlunsiaud gy
H2 nsfidusnlunnauiinadanntuemiudilade gy
H3 favsnauudedinueaulaiiinaileuanduadilato gy

a a =

1NAN5NT 2 waggui 3 diidnsnavudedenuesuladinadsuindunisddiusinlunsdud

' Yyaa a =

HAN1SVAdEUANNATIU WU fHBnSnavudedennesulall (SM) dwadenisiidiusinluns1dudi (Brand

Engagement) agsdieddgynisadafisyau 0.001 Tnedianudn (B) winiu 0.77 sglusziugs Fawansliiu
IiIdvEnavudedinuesulatulnannsiasifianiiduuinsenisiidnsulunsaun

nsflausaulunsidudinadauaniuanudslade man1sneaevaNuRgiu wudl nsidnsinluns

'
a v =

dufn (BE) Inasioarusdlade (P) sgadiivddgisadifnszdu 0.001 Inedanudi (B) wiriu 0.20 aglu
sedud-Urunans Seinaninsauasdiiamaniduuan
wazrildninavudedinuseulatinaiBiuinduanunslae nanisedeuaNNfgu wud JilBnsuna

vudederuoaulail (SMN) finanepuadlade (P1) sgrsivudrfgmadafissau 0.001 Tnedianudi (B) wiriu

o ] o

0.74 eglussiuas uansifidvinavudedsnueoulatinannswazdiansiduuinseanundladeves

Huslan

aAUsIwNANTIVY

nseAunenanmsITemuinguszasdveinsAnviuazdnuvazauduiussznineiuus faause
oSueléail

1. Qﬁ@w%wauuﬁaé’aﬂmaaulaﬂﬁNaﬁiamsﬁﬁauﬁaﬂumﬁuﬁﬂ WU Qﬁ@m%wauuﬁaé’wmaaulaﬁﬁ
naLdsuInfunsiidusanlunsdudedluszaugs (B = 0.77, p < 0.001) asvieuliiuinguslaaliauddey
ﬁ’uLﬁ”amﬁﬁﬁ%m%wauuﬁaﬁ’mmaﬂaﬁﬁwLaua Tnenzeg9dinisihemnsiddnuvaundssaunisaluag
nsdeansiiuninuaziile deaslunsnsgduliAanisfidiusiulunsdud wansiteassdaenadosiu
AT Xiao et al. (2018) wag Erdiyana et al. (2022) ﬁwudwﬁﬁ%m%wawﬁaé’aﬂmaauiaﬂﬁmmﬁwﬁ’ﬁﬂu
msafeansidefieuaznsziunisildiusiuvesuilaalunsdud

2. msfidausalunsduiinatenusitlade wuin nsidrusaulunsauddnaduaniuag
filade ogluszdudfialunans (B = 0.20, p < 0.001) uansliuduinsidusulunnauiiinadonin
filate wiludeadvatuayunnniithfondn deSoufounalasnssosidvinavudedsnuenulat
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The Influence of Al-Driven Factors on Customer Satisfaction and Loyalty in

E-commerce: A Case Study of Taobao Users in China
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Introduction

Al Personalization, Customer Satisfaction, Customer Loyalty, Trust In Al, E-Commerce.
The international e-commerce industry has continued to grow at an incredibly quick pace. Industry-wide
estimates put 2025 global retail e-commerce sales at around USD 6.9 trillion, with the figure expected to
surpass USD 8 trillion by 2027 (Statista, 2024; eMarketer, 2024). This rapid growth has driven increased
competition among online platforms, shifting the basis of differentiation from price and assortment to a
customized customer experience. Al, particularly in the form of conversational agents and recommendation
systems, has now become a means to make this personalization a reality — it enables high-volume
behavioral data analysis and allows for customization of interactions almost in real time.

Despite this widespread adoption, a persistent limitation remains in how Al technologies are deployed
in practice. Chatbots are typically optimized for conversational support and problem resolution, while
recommendation engines emphasize predictive accuracy. The two systems rarely share state. We refer to
this fragmented deployment as the siloed Al problem, in which independently operating Al components
fail to learn from one another, thereby delivering disjointed experiences for the customer. The academic
literature mirrors this fragmentation: prior studies tend to examine Al applications in isolation—chatbot
efficiency on the one hand, recommendation accuracy on the other—without considering how integrating
multiple Al systems can generate compounded value (Adam et al,, 2021; Huang & Rust, 2021). The
multidimensional nature of Al-enabled customer experience encompassing functional performance,
procedural fairness, and emotional connection therefore remains underexplored, and theoretical
frameworks suited to explaining such holistic value creation, including Service-Dominant Logic (Vargo &
Lusch, 2016) and the Three-Layer Value Pyramid (Wang & Prompanyo, 2020), have not yet been fully

leveraged in Al-driven e-commerce.
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There are several distinct gaps in this fractured landscape. First, although the idea of perceived
synergistic Al personalization—the complementary interaction between chatbots and recommendation
systems—has been identified, more empirical study is required to determine its impact on actual consumer
happiness and loyalty (Riemer & Peter, 2021). Second, the significance of perceived warmth in Al
interactions—examined through social cognition theory, based on human-Al interaction research—in
providing users with peaceful comfort (Kim et al., 2022) and adequate comprehension in an e-commerce
scenario has not yet been fully investigated. Third, the effectiveness, openness, and equity of procedural
aids in Al-enabled service delivery have received less attention than outcome-based evaluations (Shin,
2021). Fourth, although data quality and Al process competency are regarded as functional qualities
(DelLone & Mclean, 2016; Huang & Rust, 2021), their combined impact in an all-encompassing multi-
dimensional model has not been examined. Finally, because of the ethical and comparative aspects of Al-
mediated space, the direct and independent impact of confidence in Al on loyalty would require careful
examination (Glikson & Woolley, 2020; Lankton et al., 2015).

In response to these gaps, this study offers an integrated view of Al-enabled personalization. Instead
of assessing individual Al tools in isolation, it examines customers' responses to synergistic Al personalization
the combined functionality of chatbots and recommendation systems that yield frictionless, personalized,
and contextualized experiences. Besides, the study devises a detailed customer satisfaction-and-loyalty
model comprising socio-relational factors (perceived warmth, procedural value, and trust in Al) as well. The
research seeks to provide empirical testing of this model and contribute to the theoretical understanding
of how Al alters consumer outcomes, and also offer practical insights for practitioners involved with Al-

powered e-commerce platforms through data from Taobao users in China.

Research Objectives

Based on the identified research gaps, the objectives of this study are as follows:

1. To examine the influence of perceived synergistic Al personalization on customer satisfaction
and customer loyalty in B2C e-commerce.

2. To investigate the effects of perceived warmth, perceived procedural value, Al competence, and
information quality on customer satisfaction.

3. To analyze the influence of trust in Al on customer loyalty.

4. To develop and empirically validate an integrated multi-dimensional model of Al-driven

customer satisfaction and loyalty gsrounded in Service-Dominant Logic and the Three-Layer Value Pyramid.

Conceptual Framework

Service-Dominant Logic and Al as an Operant Resource

SDL holds that value is not anchored in physical outputs but rather co-created through actor-to-
actor interactions (Vargo & Lusch, 2016). Chatbots and recommendation systems are examples of operant
resources in Al-powered e-commerce that use data as input and link the customer and algorithmic process
to co-create value. Asserting that interactive, adaptive learning across touchpoints is the route to co-creation
enabled in intelligent systems, SDL has expanded into digital and Al-enabled services (Hollebeek et al,,

2021; Verma et al,, 2021). On the other hand, when Al systems are implemented without this form of
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coordination, they are rarely able to integrate resources efficiently, and the consumer experience typically
seems fragmented.

Siloed Al versus Synergistic Al Personalization

The term "siloed Al" refers to the isolated implementation of distinct Al applications that do not
exchange behavioral or contextual data with other deployed Al solutions. Chatbots and recommendation
systems, treated as separate processes, have been the main focus of prior research on the use of Al in e-
commerce (Adomavicius & Tuzhilin, 2005; Adam et al,, 2021). These studies show improvements in
individual performance, but they largely ignore coordination across Al systems, which can increase perceived
value. According to a second study focused on digital transformation, in order to enhance customer
experience, connected personalization necessitates coupled and amplified integration across the
technologies (Edelman & Abraham, 2022; Riemer & Peter, 2021). The current study expands on this idea by
examining perceived synergistic Al personalization as a separate consumer impression. Thus, this research
suggests:

H1: Perceived synergistic Al personalization has a positive effect on customer satisfaction.

H2: Perceived synergistic Al personalization has a positive effect on customer loyalty.

Functional Value: Al Competence and Information Quality

Functional Value: This is about utility: how well this performs a task and whether it looks quite
decent while doing it or not. Al competence in Al-mediated environments is the perceived ability of an Al
system to do a variety of activities competently, while information quality is the objective quality (Del.one
& McLean, 2016). Good recommendations and good responses minimize the effort for decision-making and
increase perceived utility. AIX and 1Q are also acknowledged as key value drivers of customer satisfaction
in online service research (Huang & Rust, 2021; Pillai et al., 2020). Wherefore:

H3: Al competence has a positive effect on customer satisfaction.

H4: Information quality has a positive effect on customer satisfaction.

Procedural Value and Al-Enabled Service Processes

Procedural value refers to the quality of the service process rather than the final result. It mainly
involves whether the process is efficient, open, and fair to customers (Parasuraman et al., 2005). In Al-based
e-commerce platforms, procedural value is reflected in how quickly the system responds, whether the
process is easy to understand, and whether customers receive a stable and consistent service experience.
Studies have shown that when Al systems work in unclear or inconsistent ways, customers may feel the
process is unfair, which can reduce their satisfaction (Shin, 2021; Lee, 2018). However, when the process is
simple, organized, and transparent, customers are more likely to understand how the system works, feel
less uncertain, and complete their shopping more comfortably (Schafer et al., 2019). So:

H5: Perceived procedural value has a positive effect on customer satisfaction.

Emotional Value, Perceived Warmth, and Trust in Al

This emotional value is the feelings that are obtained from interpersonal service interaction. Social
agents are assessed on their qualities and behaviors across two key dimensions: warmth and competence
(Fiske et al., 2007). Previous studies have shown that in human-Al interaction, perceived warmth through
polite language (e.q., polite advice), empathy (e.g., expressing sympathy with the user), and human-like
tendencies (e.g., a smiling face) significantly improve user comfort and satisfaction with Al use. Previous

research related to conversational Al suggests that a friendlier communication style can often lead to a
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higher overall perceived service quality and satisfaction after the encounter (Kim et al., 2022; Roy & Naidoo,
2021). Al trust, through reducing perceived risk and relational commitment online, improves emotional
value (Gefen et al., 2003; Glikson & Woolley, 2020). Perceived warmth and trust are two of the most crucial
elements in making Al-driven experiences turn into long-term consumer loyalty. As a result:

Hé: Perceived warmth has a positive effect on customer satisfaction.

H7: Trust in Al has a positive effect on customer loyalty.

The proposed conceptual framework is presented in Figure 1.

Independent variables Dependent variables

Perceived Synergistic Al

Personalization Hl
H2
Perceived Warmth H ?| customer satisfaction
H4
Perceived Procedural Value ] s
AT Competence (BE >| customer loyalty
Information Quality ( H7

Trust in Al

Figure 1: Conceptual Framework

Research Methodology

Research Design and Sample

The hypotheses were tested using a quantitative survey design with a cross-sectional approach.
The sample was active B2C e-commerce consumers in mainland China who had experience using Al tools
on the Taobao platform. As per the latest annual report of the operator (Alibaba Group, 2024), Taobao has
more than 900 million monthly active users in China. Based on the platform engagement statistics, the
population eligible for this study, i.e., those who actively interacted with either or both of Taobao’s chatbots
and recommendation algorithms, was estimated to be around 600 million users. Eligibility requirements
were: (1) Aged 18-60 years; (2) made at least three transactions on Taobao in the last six months; (3) used
Taobao’s chatbots and/or recommender systems in the last three months.

The minimum sample size was determined using the Yamane (1973) formula at a 95% confidence

level and a 5% margin of error, giving a required minimum of 400. The recruitment approach was based on
convenience sampling. Convenience sampling was chosen because a complete sampling frame of eligible

Taobao users is not publicly accessible, and because the research is directed at a population that is already
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inherently active online. Convenience sampling has been broadly endorsed in similar e-commerce/digital-
services research where probability sampling is not viable (Etikan et al,, 2016). To address the known
limitations of this technique, we intentionally broadened recruitment across multiple Chinese social-media
channels (WeChat, Weibo, and Xiachongshu), posted invitations at various times of the day to capture
different user segments, and used screening questions to verify eligibility prior to respondents entering the
main survey. The questionnaire was administered online in Q4 2025 via the Wenjuanxing platform; the use
of a unique-link method prohibited multiple submissions, and respondents who failed any screening
question were immediately filtered out of the survey. After the data cleaning process, 405 valid replies
were kept for analysis.

Measurement and Instrument

All constructs were measured with multi-item measures adapted from the extant literature and
minimally adjusted to the e-commerce environment. Responses were recorded on a 5-point Likert scale
(1 = Strongly Disagree, 5 = Strongly Agree). ltems on Perceived Synergistic Al Personalization (PSAP) were
adopted from Riemer and Peter (2021) and Adam et al. (2021). Items measuring perceived warmth (PW)
were derived from Fiske et al. (2007) and Kim et al. (2022). ltems measuring perceived procedural value
(PPV) were modified from Parasuraman et al. (2005) and Shin (2021). ltems for Al competency (AIC) and
information quality (IQ) were adapted from Del.one and MclLean (2016) and Huang and Rust (2021). ltems
for TAI were modified from Lankton et al. (2015) and Glikson and Woolley (2020). The items of customer
satisfaction (CS) and customer loyalty (CL) were adapted from Wang and Prompanyo (2020) and Oliver
(1999). The questionnaire comprised: (1) screening items to verify eligibility; (2) core construct scale PSAP (4
items), PW (4 items), PPV (4 items), AIC (4 items), IQ (4 items), TAI (4 items), CS (4 items), CL (4 items); and
(3) a demographic section (age, education, shopping frequency). Sample items include: "The chatbot and
recommendation system on Taobao work well together to understand my needs" (PSAP) and "The Al

interactions on Taobao feel friendly and approachable" (PW).

Reliability and Validity Assessment

The Item-Objective Congruence (I0C) Index, with a minimum value of 0.50 as recommended by
Rovinelli and Hambleton (1977), was used to assess the item content validity, in which each item was rated
by three subject-matter experts, and both together were retained at a value of 0.5 or higher. The resulting
IOC values ranged from 0.67 to 1.00, with an overall mean of 0.81. Cronbach's alpha revealed internal
consistency reliability was satisfactory, as all construct values exceeded 0.83, avoiding the normal threshold
of 0.70 proposed by Nunnally and Bernstein (1994).

A principal component analysis with varimax rotation exploratory factor analysis (EFA) was
performed to confirm the construct structure. The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy
was acceptable (0.799), and Bartlett's test of sphericity also indicated that the data in this instance were
appropriate for factor analysis (X2 = 6,981.200; df = 496; p < 0.001), suggesting the adequacy of data for
factor analysis (Hair et al., 2019). The exploratory factor analysis (EFA) produced a clean eight-factor solution
corresponding to the expected theoretical model and explained 67.4% of cumulative variance. All items
loaded above 0.71 on the intended factors, with no cross-loadings exceeding 0.40, confirming both

convergent and discriminant validity. Table 1 shows the EFA results in detail.
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Table 1: Exploratory Factor Analysis Results

Construct No. of Loading Eigenvalue % Cumulative %  Cronbach's
ltems Range Variance o
PSAP 4 0.781 - 0.852 4.21 13.16 13.16 0.871
PW a4 0.762 - 0.834 3.07 9.59 22.75 0.851
PPV a4 0.755 - 0.829 2.78 8.69 31.44 0.844
AIC 4 0.748 - 0.821 2.62 8.19 39.63 0.836
IQ a4 0.741 - 0.819 2.49 7.78 47.41 0.832
TAl a4 0.736 - 0.812 2.31 7.22 54.63 0.838
cS 4 0.728 - 0.808 2.15 6.72 61.35 0.851
CL a4 0.713 - 0.802 1.93 6.03 67.38 0.847

Note: KMO = 0.799; Bartlett's test X2 = 6,981.200 (df = 496), p < 0.001.

Research Results

Sample Profile and Analytical Strategy

Data analysis was performed using SPSS in a systematic multi-stage process: (1) descriptive statistics
to profile the sample; (2) Pearson correlation analysis to examine bivariate relationships among variables;
and (3) two multiple linear regression analyses to test the hypotheses. The first regression used CS as the
dependent variable with PSAP, PW, PPV, AIC, and IQ as predictors (testing H1, H3, H4, H5, H6); the second
used CL as the dependent variable with PSAP and TAI as predictors (testing H2 and HT).

The sample was dominated by young, educated, and experienced Taobao users: 41.98% were aged
26-30; 59.75% held a bachelor's degree or higher; and 77.53% had used Taobao for more than seven years.
This profile is consistent with the core user base of Al-integrated platforms in China.

Table 2 shows the descriptive statistics for the eight variables in this study. As all means lie above
the scale midpoint (3.00), ranging from 3.84 to 4.06 on a five-point Likert-type scale, this indicates that
respondents hold overall positive perceptions of Taobao's Al-enabled service. Standard deviations range
from 0.62 to 0.74, suggesting a moderate level of variation, while skewness/kurtosis are within 1, which
provides support for the assumption of approximate normality for parametric analyses (Hair et al., 2019).

Table 2: Descriptive Statistics of All Study Variables (n = 405)

Variable Mean SD Min Max Interpretation
PSAP 4.06 0.62 1 5 High
PW 3.92 0.68 1 5 High
PPV 3.97 0.65 1 5 High
AlC 3.89 0.71 1 5 High
1Q 3.95 0.66 1 5 High
TAI 3.84 0.74 1 5 High
CS 4.01 0.63 1 5 High
CL 3.96 0.69 1 5 High

Note: Means in the range 3.41-4.20 are interpreted as "High" on the 5-point Likert scale.

o o
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Correlation Analysis

Pearson correlation coefficient results in Table 3 revealed significant positive correlations (p < 0.01)
between all independent variables and the dependent variables (CS and CL), providing preliminary support
for the hypothesized relationships. PSAP, for example, was significantly correlated with both CS (r = 0.254)
and CL (r = 0.283), and CS and CL were positively correlated (r = 0.259, p < 0.01).

Table 3: Pearson Correlation Matrix

PSAP PW PPV AIC IQ TAI CS CL

PSAP 1

PW 0.140** 1

PPV 0.162** 0.198** 1

AIC 0.190** 0.132%* 0.156%* 1

1Q 0.121* 0.166™* 0.137%* 0.156** 1

TAI 0.084 0.225%* 0.237** 0.133** 0.132** 1

cs 0.254** 0.239** 0.239** 0.216** 0.228** 0.242** 1

CL 0.283** 0.144** 0.234** 0.227%* 0.184** 0.262%* 0.259** 1

Note: * p < 0.05, ** p < 0.01.

Hypothesis Testing via Regression Analysis
Determinants of Customer Satisfaction
The regression model with CS as the dependent variable was statistically significant,

F(5, 399) = 16.50, p < 0.001, with an Adjusted R2 of 0.161 (Table 4). PSAP (B = 0.170, p < 0.001), PW
(B =0.147, p < 0.01), IQ (B = 0.185, p < 0.01), PPV (B = 0.144, p < 0.01), and AIC (B = 0.119, p < 0.05) all
had significant positive effects, supporting H1, H3, H4, H5, and H6. Substantively, this implies that for each
1-unit increase in perceived synergistic Al personalization, there is an increase of 0.16 points on the 5-point
scale in customer satisfaction when controlling for other variables, and PSAP has the largest standardized
effect size among the five predictors. The patterns in the standardized betas show that integrated
personalization is the most important factor, but that warmth, information quality, procedural value, and
competence all have significant contributions to satisfaction that are roughly similar in size. All VIF values
were close to 1, confirming the absence of multicollinearity.

Table 4: Multiple Regression Analysis with Customer Satisfaction (CS) as DV

Predictor B Std. Error Beta t p VIF Tolerance
Constant 0.740 0.227 - 3.263 0.001** - -
PSAP 0.160 0.045 0.170 3.592 0.000** 1.072 0.933
PW 0.150 0.048 0.147 3.110 0.002** 1.079 0.927
1Q 0.144 0.047 0.145 3.082 0.002** 1.062 0.942
PPV 0.139 0.046 0.144 3.039 0.003** 1.082 0.924
AlC 0.118 0.047 0.119 2.516 0.012* 1.077 0.929

R? = 0.171; Adjusted R? = 0.161; F (5, 399) = 16.498, p < .001; Durbin-Watson = 2.146

Note: * p < 0.05, ** p < 0.01.
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Determinants of Customer Loyalty

The regression model with CL as the dependent variable was likewise significant, F(2, 402) = 31.97,
p < 0.001, with an Adjusted R? of 0.133 (Table 5). Both PSAP (B =.263, p < .001) and TAl (B = 0.240, p <
0.001) emerged as significant positive predictors, supporting H2 and H7. More specifically, the authors reveal
that customers who perceive Al tools on Taobao as working synergistically, and are subsequently more
likely to trust those tools, also tend to be significantly more loyal to the platform; integrated personalization
shows the largest standardized effect on loyalty of any Al capability evaluated here—implying that in this
case at least is better than social proof—suggesting that a combination of complementary/beneficial
capabilities drives repeat behavior greater than any individual component examined in this study. VIF values

were near 1, indicating no multicollinearity.

Table 5: Multiple Regression Analysis with Customer Loyalty (CL) as DV

Predictor B Std. Error Beta t p VIF Tolerance
Constant 1.500 0.173 - 8.648 0.000** - -
PSAP 0.241 0.043 0.263 5.652 0.000** 1.007 0.993
TAl 0.231 0.045 0.240 5.164 0.000** 1.007 0.993

R? = 0.137; Adjusted R? = 0.133; F(2, 402) = 31.969, p < .001; Durbin-Watson = 1.899

Note: * p < 0.05, * p < 0.01.

Table 6: Summary of Hypothesis Testing Results

No. Hypothesis B p-value Result

H1 PSAP — CS 0.170 < 0.001 Supported
H2 PSAP — CL 0.263 < 0.001 Supported
H3 AIC — CS 0.119 < 0.05 Supported
Ha IQ — CS 0.145 <0.01 Supported
H5 PPV — CS 0.144 <0.01 Supported
H6 PW — CS 0.147 <0.01 Supported
H7 TAl — CL 0.240 < 0.001 Supported

Discussion

The findings provide robust support for the integrated multi-dimensional model. Each of the seven
hypotheses was supported, and the relative magnitudes of the standardized coefficients are themselves
informative.

First, the result that perceived synergistic Al personalization is the strongest predictor of both
customer satisfaction (B = 0.170) and customer loyalty (B = 0.263) directly addresses the siloed Al problem
identified in prior research. But, anyway — why is this effect so strong? Another probable reason is that
they see chatbots and recommendation systems as one functionality and enjoy a holistic experience with

the site. In different Al components, the state is shared in such an avatar; for example, the chatbot could
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read that an item is offered as the next recommended, as shown by the recommender, and the customer
feels more understood overall, and their satisfaction increases as well. This relational commitment is
needed to make loyalty adhere higher. This finding further develops the work by Edelman and Abraham
(2022), who theorized the existence of an identifiable driver of customer value greater than backend
efficiency, by empirically testing this and taking the Service-Dominant Logic one step further by claiming
the Al tool bundle as a co-creating operant resource, not each individual tool.

Second, the findings contribute to Service-Dominant Logic by demonstrating empirically that Al
systems provide higher value when used as integrated operant resources rather than separate tools as
suggested by Vargo and Lusch (2016). To the best of our knowledge, this is one of the first quantitative
demonstrations that an SDL-grounded “Al bundle” perception predicts customer outcomes more strongly
than any single Al capability tested individually. This is a theoretical contribution that fills a gap left open
by earlier conceptual work on Al in services (Hollebeek et al., 2021).

Third, the significant effects of Al competence and information quality on satisfaction reinforce the
role of functional value in Al-mediated services and align with the DelLone and Mclean (2016) information-
systems success model. The two effects are roughly equal in magnitude, suggesting that customers do not
separate "what the Al knows" from "how well the Al performs tasks" when forming a judgment of satisfaction;
they treat both as facets of overall functional competence.

Fourth, the positive impact of perceived procedural value highlights that customers evaluate not
only outcomes but also the process by which Al-enabled services are delivered, corroborating service-
quality research (Parasuraman et al., 2005; Shin, 2021). Efficient and transparent procedures appear to lower
cognitive load and uncertainty, and so produce more favorable evaluations even when the eventual
outcome is the same.

Fifth, the significant role of perceived warmth confirms that emotional value remains important
even in automated service encounters. Consistent with social cognition theory (Fiske et al., 2007), these
findings echo prior evidence that human-like, empathetic Al interactions improve user satisfaction (Kim et
al., 2022).

Sixth, the strong effect of trust in Al on customer loyalty (B = 0.240) underscores trust as a relational
mechanism that operates beyond satisfaction. This finding aligns with Gefen et al. (2003) and Glikson and
Woolley (2020), reinforcing the view that reliability, security, and transparency are particularly critical for
long-term commitment in online B2C environments.

A brief note on the small R2 values (0.171 for CS and 0.137 for CL) is worth making. While these
values are lower than those usually reported in laboratory studies, they are in line with e-commerce studies
based on the field, where customer views are affected by many factors such as price, product variety,
logistics performance, and social influence that are outside the scope of Al experience and are therefore
excluded by design. The low R? in this case should not be interpreted as a limitation of the model but
rather as a reminder that Al-based factors are just one important set of drivers among others. The
substantive significance of the supported effects is retained by their uniform direction and statistical power
(Hair et al., 2019).
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Theoretical and Practical Contributions
Theoretical contribution. This paper offers three theoretical contributions. It first engages with the
notion of perceived synergistic Al personalization as a construct and provides empirical evidence that

customers form a unified perception regarding how well various Al tools perform in unison — which has only

been conceptualized but rarely tested. Secondly, it gives its explanation of Service-Dominant Logic as a
piecemeal multi-level integrated Al bundle (i.e., no specific singular/narrow/weak-type Al tool is the operant
resource for value co-creation in this environment). Third, it combines functional, procedural, and emotional
value into a single model to offer an explanation of customer satisfaction and loyalty in Al-mediated services
that is situated more holistically than the outcome-centric literature to date. Altogether, these contributions
address the research gaps identified in the introduction, particularly that on siloed Al deployment, and
connect back to findings with The Three-Layer Value Pyramid (Wang & Prompanyo, 2020).

Practical contribution. The most practical consequence for e-commerce platforms is that
integrating components across Al is not a back-office worry but rather a customer-perceived attribute that
fosters happiness and loyalty. This means platform administrators should focus on architectural decisions
that allow users to see this connection, shared customer state, uniform personalization layers, and
consistent dialogue context. The study also identifies particular, lower-cost levers: tweaking the chatbot
tone for warmth, revealing the reasons behind algorithmic decisions to promote perceived procedural value,
and being transparent with consumers about how Al is utilized and how their data is treated to establish

trust.

Conclusion

This study aims to explore how Al-driven factors influence customer satisfaction and loyalty,
focusing on Taobao customers in China. We are particularly interested in the value generated when chatbots
and recommendation systems work together, rather than independently. The suggested paradigm combines
functional, procedural, and emotional drives into one single framework based on Service-Dominant Logic
and the Three-Layer Value Pyramid. The empirical results of 405 active Taobao users validate all 7
hypotheses; the best predictor of happiness and loyalty is seen as synergistic Al personalization, and faith
in Al reinforces loyalty. This study contributes to the field by giving empirical evidence on synergistic Al
personalization as a customer-perceptible phenomenon and extending SDL to Al-driven e-commerce. For
practitioners, it emphasizes that integrated Al design that is warm, transparent, and trustworthy is a genuine

source of competitive differentiation.

Recommendations

Practical Recommendations

More broadly, e-commerce platforms in China and similar markets need to make integrating chatbots
and recommendation systems a strategic priority rather than simply spending too much time on the
technical details — shared customer context across them is by far the single biggest lever for both satisfaction
and loyalty, this study finds. Secondly, platforms should concentrate on the affective dimension of Al
interaction, in particular with regard to conversational design signaling warmth, empathy, and

approachability, as warm personality traits were found to have such a high weight when explaining good

o o
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encounters. Third, transparency mechanisms (e.g., explanations of why users received those suggestions for
improvement or clear escalation paths to human agents using the service and policies governing data use
presented clearly) should be deployed to improve perceived procedural fairness and trust. Fourth,
customer experience teams should monitor user impressions of Al synergy as an explicit KPI that is separate
from the typical happiness or NPS measurements, given the outsized influence it has on loyalty.

Recommendations for Future Research

To test the generalizability beyond the Taobao setting, future studies should test the concept in
other platforms and markets beyond China. Second, longitudinal designs would be effective in defining
causal direction, notably with respect to trust in Al and loyalty, as well as tracking changes over time
between the firm and its consumers following expanded capabilities of Al. Third, the comparatively low R2
values suggest integrating additional constructs (e.g., privacy concerns, perceived Al autonomy, switching
costs) and possibly moderators (e.g., generational cohort, past Al experience) into an underlying structural
equation model. Fourth, qualitative research methods such as interviews or think-aloud protocols could
provide insight into why users regard Al products as “co-working” and assist in finding design clues that lead
to this attitude. Future studies may also consider negative or border impacts of Al personalization, such as
creepiness, filter bubbles, and algorithm aversion, for instances that go beyond the current investigation

but are becoming more prominent in the literature.
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Abstract

This research aims to 1) design experiential nighttime tourism activities in Kamphaeng Phet
Municipality and 2) develop a distribution model for tourism products of the Chakangrao Community
Tourism Club. A qualitative research methodology was employed, with data collected from 40 key
informants through in-depth interviews and focus group discussions. The data were analyzed using
content analysis. The findings reveal that: 1) Kamphaeng Phet Municipality has high potential for
developing nighttime tourism by integrating religious, spiritual, and contemporary lifestyle resources

into three types of experiential activities: participatory activities that engage tourists, activities with
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historical and cultural significance, and nighttime atmosphere-based guided experiences. 2) The
distribution model should be developed as an integrated system consisting of three main processes:
product development, distribution through hybrid channels (both online and offline), and service
delivery through a collaborative network among the public sector, community, and private sector. In

this system, the Chakangrao Community Tourism Club plays a central coordinating role.
Keywords: Tourism Activity, Tourism Experiences, Night Tourism
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Abstract

This research aimed to examine 1) the level of service quality perceived by customers using
domestic transportation services provided by a private logistics company in Nakhon Pathom Province.
2) Investigate the level of brand image perceived by these customers. 3) Assess their level of customer
satisfaction. 4) The influence of service quality and brand image on customer satisfaction among users
of the domestic transportation services provided by a private logistics company in Nakhon Pathom
Province. The sample consisted of 300 customers who had used the company's domestic
transportation services. Data were collected using a structured questionnaire with an overall reliability
coefficient of 0.92. The data were analyzed using frequency, percentage, mean, standard deviation,
and multiple regression analysis for hypothesis testing.

The findings revealed that the respondents rated the overall service quality, brand image, and
customer satisfaction with the domestic transportation services provided by the selected private
logistics company in Nakhon Pathom Province at the highest level. Among the four dimensions of
service quality responsiveness, customer understanding, reliability, and assurance. Responsiveness had
the strongest positive influence on customer satisfaction, with statistical significance at the 0.05 level.
Furthermore, brand image was also found to have a statistically significant positive influence on

customer satisfaction at the 0.05 level.

Keywords: Service Quality, Brand Image, Service User Satisfaction, Logistics Business
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Uszanauen woadu 5 ssduiferfussiuanudaiu el 5 i 1niiga 4 s 1n 3 vnefls U1y
nans 2 vaneds Yow uaz 1 maneds Yesilan (Likert, 1967)

Tunsisonsedl si”?ﬁaﬁwmiwaaui”mmmmL‘ﬁ'mmwamfam (Content Validity) Tagnsli
fidenmaiunisuimsgsiasasiedafindsunn 3 viu ansaouidenuesuuuaeuny wdinsginants
MIINFOUAILITNITNIAIAIUADAAG 095817 19T aAa 1A UTAaUSEasd (Index of ltem-Objective
Congruence: 100) Wil Farauiifian 10C daust 0.50 TulU (Rovinelli & Hambleton, 1977) fi9718A214
aonadesiuinguszasd wavausalldlunisiivsiusiudeyald nanisvegeu wuln dendviinig
aonndosszviailomegsewing 0.67-1.00 MnuuuasUNITMIAs LI 41 To niuldvhnsmadeumean
mnuBesiusnenmsiwuvasualunaassly (Try out) $1uau 30 ¥ Audszvnsiisldnuaslndidsaiungy
#1081 Tngdvuad1amdestudl 0.70 Fuly (Cronbach, 1990) &sl@nanisnaaauAIAINALE o3l uY e
LUUADUNIATT U 0.92

LY
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mafusausawdayalun1sive

Fidedauuuasuaniugamesylatilnenisdsdsdiain Google Form lngusegnalduinig
yudaneludszmavesgsialaiainduismenvuuianis ludmiaunsugu aoudaiuauasuduau 300 4a
wazsariusIuTteyansumuswudidmun Tagldszoznalunsfunusadeyaluriafounain we.
2568 (Nudeyaiudumsteiuans van 09.00 -16.30 w. IUATU 300 YA)

nsAAsvidaya

waanihnsfiusiurndeyaseuiesuds fidehuuudeuauuyhnsinszideyalneldada
Ssteluil

1. affAanssasun (Descriptive Statistic)

gl 1 wuasuaudeyadruyanavesneuwuuasua T¥nslinsgiaiAud (Frequency)
wagn1TmIANSesay (Percentage)

@il 2 wuuseuauAuAMNTIIUINNT dwdl 3 Luvaeun N waNwalngIAUA wagdd 4
wuvaeunmaiawelavesvudinelulssmavesysaladandlunisnensunimildudminuasugu 19
MsieTEimIAaas (Mean) LLazﬁauLﬁmwummgm (Standard Deviation)

2. adiflg9oynU (Inferential Statistics) NMIMAdOUANNAZILIUNTIATIZIAUATN 3
Tuimsuazamdnvainsaudfiiavsnadernufiswelavesilivinsvudineluvsemavesssio a3
afndluvismenvuuimilduiminuasugy Tneldnsiesgiaunisanaoeiemman (Multiple Regression
Analysis) Tneruaiieddaymnsadiiszsu 0.05

HaN1339Y

Tun1sAnwiies quatmnisliuinisuaznmdnuainsrdudiidsninadeauiwelaves
glivinsvudanesluuszimavesgsialadaind uismenvuuianisludmiauasugy Sinquszasdiie
Anw 1) sgAuamunmnsliuinisveslduinisvudinislulssinavesgsfaladafindus dnionyuuna
wildludminuasugu 2) sefunmdnualnsdudvesilivinsvudsnielulssimavesgsialadafndy
F¥envunianils ludmiauasusy 3) sefumnuiiswslavesilévinisvudenislulsemevesgsialad
aAnduitnienvuwimiduimiauasusy 4) aunmnisliuinisuas nwdnualnsdudiiisnswade
Anuitanalavesliuinisuinisvudinielulseinavesgsialadaing
Uismenvuwimisluimiaunsgy namsdnuilseaziden fad

nan5idedeyamiluvesmeunuvasuny Suunaudeyadiuyana wuin greunuuasUANAIY
Tngldumands Souaz 55.00 To1g521319 20 - 30 U Saway 63.30 dn1sfnwUSyyns Souaz 81.30
Usznouandnsuinehly Seway 51.30 wavdselasingi 10,000 Um Seay 37.30 Auasu
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M13197 1 Anede dudsauunnsgiu wasseaununmnisiuinmsveslduinisvudinigludsemaves
gsnaladaindusEnenyuiriilalulwminuasugy

daudsaiuy
AMNINNTIAUTNTS Anade NINTFIY ulawa
X) S.D.
1. anundugusssuesnsuinis 4.34 0.55 mmﬁqm
2. Anundedie 4.32 0.56 maﬁqm
3. N1IADUAUBIGNAN 4.39 0.50 mnﬁqm
q. ﬂ’]ﬂﬁ’ﬂ’nuﬁuiﬁll,l,dgﬂﬁ’] 4.40 0.52 mnﬁqm
5. nsiinlauaz3angna 4.40 0.53 Wniign
ARy 4.37 0.48 1niign

M 1 wuih nguinegidlianuAniiugunmnsliuing amsaweglusyiuinniiae (X = 4.37,
SD. = 0.48) WeRiasansesy nui1 nasueglusziuanniian Tassuifauaaiududiiuusn fe msls
asiilaunigndn (X = 4.40, SD. = 0.52) matlauazddngnén (X = 4.40, SD. = 0.53) MamevuauesgnAn (X
- 4.39, S.0. = 0.50) PowidlugUsssvBINSUIMS (X = 4.34, S.D. = 0.55) uagddiugnvine fie eidedie (X
= 4.32, S.D. = 0.56) AU

A1599 2 Anade diudvsvuninggiu wagsedunmanealnsdudvesliuinisvudinnglulseina
ganaladafndusgnienyuurivialudwminuasugy

MNANWAIATIRUAN daueauu
Aade NATFU ulana
(X) S.D.
1. fléudnstimnudesiulunmdnuainsidumues 4.35 0.72 1niige
it ussinsiifianuidetouaziauiung
2. MNANWAlvRINTIFUAUTENY dvvioutiannnIn 4.34 0.70 mm?'izjm
LazannsgIureInsliuinsiiresseliles
3. gldusmssuiinnmanualnduAvesuseny i 4.29 0.75 mmﬁqm
ANHlan WuwazuandsNgudstulugsiadeaiu
4. ATAUAYDIVTEN deviauinMAILaLIn 4.42 0.71 wniian

Fynauued 89ANT WU ANNTednd Anuduile
1IN WATAINY SURAYBU

5. AFIAUAIVBIUTENALVIOUNNAN¥AIVDI09AN T 4.32 0.76 WINign
adisuaziiinnsgiuseavang
6. MNANYEINTIAUAIVDIUTEN Y axvioufsTRusTTY 4.34 0.73 Wndian

aafnsfgaiugmunmyszansan uazaduie
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Mwanwalnsdu Frudoauu
Aade UINIFIY wlawa
() S.D.
7. asAUAMYDIUTIMY uansiyadnnmuosedngd 4.38 0.71 uniige
Dufias Winnuddgyiugldusnsuaziemuduie
91N
8. {ldusnsiianuniagiladlalivinsaneléng 4.43 0.75 uniige

AuA1YD9 USEN™

ARfEsI 4.36 0.53 aniign

1N 2 WU ngusegsisziunnuAniiunndnuaingidui amsiueglussduinniign (X
= 4.36, S.D. = 0.53) WeRnsandusiede wui yndeegluszivanniian TaedefifiszaumuAniududiu
wsn fe gléusnstienunagilafilldudnsneldnnaudves Uisn (X = 4.43, SD. = 0.75) 5038370
ATAURTBIUTENY avvioufvanAuarininyInuues 0sAng WU Audedng aruiduiea T uaze
SURinveu (X = 4.42, SD. = 0.71) ATAuveIUTINT uansteypdnninvesesdnsiiluding Wianudfydu
gldvinisuaziinunduiiontdn (X = 4.38, 0. = 0.71) flHunsianudesivlunmdnvalnsdudves
U3 sufussdnsiidauundedonariautiuns (X = 4.35,SD. = 0.72) nMNaNwaivesnsIaud
UMY azviouilenaunInuas mmgﬂuﬁummﬂﬁﬁmsﬁﬁa&hdﬁiaLﬁaq (X = 4.34,S.D. = 0.70) NMWanwal
ATALARIUTINY axioudsinusauosdnsiiutiuauniw Ussavsnmuazanududa (X = 434, SD. =
0.73) miﬂﬁuﬁwaw%@’msﬁaumwé’nmﬁmmaaﬁﬂiﬁﬁ’uaﬁaLLazﬁmmgmisﬁ’umﬂa (X =4.32,S.D. = 0.76)
wazdwiugavine e Jliuinissuiinnmanualnsdusvesuiing danulanwuuazuanasainaudadulugsia
ey (X = 4.29, S.D. = 0.75) mud1du

MINN 3 Anady dudsuunnsgu wasseduanuielaveslduinsudinelulsemavesgsialad
afndusenenyunantisludminuasusy

drudoauu
AANaNa lavasldusnsuuds Anady UINTFIU wlana
x) S.D.

1. flarufianslasemnuduszuuues 4.35 0.79 1nian
ArugniesestumeunslinIg

2. finnuiieneladenslimuinisiiuinsse 4.39 0.74 wniiap
ANuELanAlidonUUR

3. dauitanelasenislusnisvesniinaudl 4.37 0.80 1nitgn
ARSI AL AAND

a. ferwiianelasedunnendliuinig 4.35 0.76 1niian
TulsaravIuINISVOINTINaT

5. wiinewlvidesueuarneudeasdulings 4.36 0.77 1niiae
Usziiu

6. wiinausinnudaeulunslimuuzig 4.36 0.73 1niiae
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daudeauy
AaNana lavasldusnsuusds ARy NI wlana
X S.D.
[ L4
Judselovd
7. wilnuinistusmselvideyandnina 4.37 0.73 WINAign
wagIsUURNwAiunsiusInsTy
H3UUININTU
8. walaiusne 4.44 0.72 W INVige
AR Y 4.37 0.54 WINMgR

1N 3 nuinguiegalissduanuAniuAsaiuauieels nwsaw eglussduanniian
(X = 437, SD. = 0.50) iefiasundusede nuin nadesglusziuunan TastedfiszduammAniuiy
Sreuusn A welafusian (X = 4.44, SD. = 0.72) sesaanie danufianelarenisliusnsfiusnmsmeniny
wanonaliidenufoR (X = 4.39, SD. = 0.74) winauiinstuasdelideyandninasinasisui iRy
Lﬁ'EJ’Jﬁ’UmﬂﬁU%ﬂﬁIﬁBﬁ’UU%ﬂﬁﬂi’m (X = 4.37,SD. = 0.73) finnudisnelase A5 UI NV
wiinauiiaunssenawazasiaue (X = 4.37, S.D. = 0.80) wiinvudaudmaulunisladuugiidy
Uselewd (X = 4.36, S.D. = 0.73) ninaulviresuisnazmeuteasdulsnsalseiu (X = 4.36, S.D. = 0.77) 3
anuftanelasesuauntnauiliusnsluwsazanviusnsvesntdneu (X = 4.35, S.D. = 0.76) Lazasu
anving e ﬁmmﬁﬂwaiwiammLﬁuiz‘uuLLa5mmQﬂﬁawaq%ﬁmaumﬂﬁﬁmi (X =4.35,5.D. = 0.79)
AIUAIAU

M13197 4 wanra1duUTEanIvesnanIMNSIRUS NSk AN vl AUANNENSNadeAY T
wolaveadliusnisuinsvudinigludssinavesssialadafnd usvnenvuuriailsludminuasuguningiu
Tngldnsiinsevinisanneenyam (Multiple Linear Regression) lng33 Enter

o ¢ Std. Collinearity Statistics
AanUswensad B Error Beta t P-value
Tolerance VIF

AAafl (Constant) 0.116  0.133 0.869  0.386
AN duUsTINUeINIs 0.032 0.042 0.033 0763 0.446 0.377 2.650
usns (XY
AU dete (04 0.140  0.045 0.144 3124  0.002* 0.323 3.098
nsnoUauasgnA (X°) 0.265 0.055 0.249 4.837  0.000* 0.260 3.844
mﬂﬁmmﬁu%udqﬂﬁq x 0.135 0056 0.131 2416 0.016* 0.236 4.245
nsdnlawagddngndn () 0191 0.048  0.188 3.93¢  0.000% 0.304 3.294
AMuanwaingdua (X°) 0.264  0.046  0.257 5726  0.000% 0.343 2.919

R =0.893, R? = 0.798, Adj. R? = 0.794, F = 192.627, Durbin-Watson = 1.921
* ffodnAgyneadfnszau 0.05
Fudsanu e Anufsnelavesyldusnsvuddadaind aawsiu
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NNENTNN 4 WU A MNSIAUINS 313U 4 au laun nsmeuauegnAn Mmsilawag3angnAn Ay
Wweds uarnislianusiulanigna sumsnmanualnsduadavswaderluimavudimelulssmeesgsiala

a_a

Jafnd Usnenyuwimilsludwminuasugy egrfidedAyyneadaniseau 0.05 Wulumuaudg Inesmi

a -

T8vSwasnnian Ao AmanvalnsAUAT Jesaan fie MIweauaynA NMslauae3IngnAn A YeNe uay

o v

Sdugating fo nislimnusiulaungnén Tnesleduszavsneinsal wihiudosas 79.80
dsduazanusiena

asUnan1339s 1Feq aunmnisTivinisuaznmdnuaingdudiidansnadenuimelaves
fivinaudsnelulssmavesssitlalafnduismenuuvimidudmiauasUsunud il

1. nguegadimnuAaiuisafugunmnisliuinng amsweglusedumniian Wefiaisanse
s wud1 nsuegluseduanniige Tnesuiifanudaiududiduusn fe nrslianusiulaungnd ans
\ilauaziingnén msneuaussgndn Anudugusssuvesnisuinig uazmmnindedie audidu

2. ngusheenafinnuAniiuifeiunmdnualasaud amsm eglusedunndign

3. ngusegafinnuAniiuAsiuaufianelalunisliuins nmsaw egluseduanniign

4. qruanymslsiuEms 1wy 4 s 1dun nsmeuauesgndn madilauasingndn mnsnindedie uas
nslausiulaungnén setnmdnualnsaudisvinaredlduinmmudamelulsmaesnsia Ta3amind
Uitnonwuwivilsuiminuasusy ogsdidodfgynaadansziu 0.05 ulunuasigi lesuidsvine
innfign Ao nmanwainsdudi sesmen Ae maneuausgndt madlauasisngndn msnidetie uazddy
anvne Ae nslvimusiilanrgnén

aAUs1Ha

Taquszasdded 1 ifefnwiszduamaimnisliuimsvesléuinsvudinnsluuszimavesgsio
TodaRndusdmensuwimildludminuaslgy

nnan1sinemuin ngudiegsdiaudaiiuguninnisiiuinig uau 5w ldun
5Us59183M5U3Ns Anuidedte nsmeuauesgnd mslianusiulaungni uaznisidilauazFngndn
amsweglussiuinniign Wesnuidmenvuwsivilivinruddglubewesnuammsliuinsimsens
Tiusnsiifiaunmeeuyiligndnanadusugsia inszanudursduasgnarevenlugsgdu vilsinade
nsadanmdnualfiAvessio Geaenadesiunguiues Parasuramam et al. (1990) ind1331 AmAMANS
Tusmsiiesdusznauvdn 5 Usenns ldudrnudususssuvesnisuins amnundedie nismeuaussgnin
nslirusiulaungndn waznisitilanaz$ingndn uazaenndesiuauiseues Attaviwek (2019) 1309
AanmnsTiuinsiidnasdennufiswslaveadlduinig u3em 1aes ndinsa (Uszmelng) S1da Tulwn
n3amaues WU JlEUInns U3eh 1ee3 Bndnsa Wsewmelng) $17 Tuwansavmasnuns Sanudaiy
Rendunaamnsliuins amsmegluszdusnniig

Faqusvasdded 2 iefnwiszdunndnualnsduiveslduinsvudenelulszinavesgsio
Tadandussmenvuuimila Tufmiauasusu

MNAHANSANBINUIY nquiegalauAniunmdnvalnsaudn amsmegluszduanniige
\lesnamdnualnsdudvsueniayadndnuasyesdud duunnayliitnislevanuasmsdaaiy a3
w1e Tnowduidnuasanizeesdudniousnsny o devdwananiudduvesesdnsaeoldlusuinn
donndasiuLUIARYeY Kotler (2009) uag Keller (2003) wudt gldusnmsvudnieludszimasuinanueily

o o
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adudilasnisaidaliilaney fanuduendnual indefie uasiuimsiisinigs gnivsusiugh saluds
nsfiudnsfinsuneasdeaenndestunuideves Panthong (2021) Besdadedunisliuinisuasnmdnues
psdmsfiddvinadensidenuivnuadunisievesesulatvesfuilanlunsammamiuas wuih nwdnwal
vosednsiBvEwasiomadenuitmuuadlunisdovesesulatvesuslaalungunmamiuas ogfluseiuinn
o

Taquszasddedn 3 ieAnuszdvanuiiamelalunislduinsvudanelulssinavesssfaladand
uitmenvuuimiliuiminuasUgy

INHaNISANYINUIT naudiegdanufmiuauinelavesflduinisvudinislulssing
amsegluseiunniig downaruiiaelatudumsinduladessdiuifedundannnisuilnanieti
#1313 Fegnénagdspiliudszaumsaifldfuimswuanusdosnisviela uazagihlugnsiinanudnty
Banvideideausionusuivierlviuimsasnadeatuin@nues Kotler (2003) way Hult (2001) Fawuinany
fawelathu msfimslsuinmemudiduiuneu - wds egagndes lhuinmedeanuainauenia lhdonufos
wazdimunssonan luiamsliduugihiduusslonivasannsoneuteasdelinsaszifiuiaenndes
AuanuAdeves Qin (2021) Fesnsusziiumnuiiswslavesgnindunisyudauaznszanedudn nsdfnw
U3t Jing Dong wunAnufisnalavesgnAinunsvudaznszatedum a&ﬂuizﬁwmﬁqm

Tnqusrasaded 4 ilefnwiannmnislvuinisuazandnualnsduidisiavinasdeni ik
welavosliudnisuinmsuudinelussimavesssialadadnduismonvuwimilsluiminuasugy

NHAMIIAAOUANNAgIL AusnagUld Gl

A nsTu3ns $1unu 5 fu leun anuidugusssuveanisudnis anuidede ns
nevauosgni Mslrinrusiulaungndn waznisidilauazidngndn idvsnasedlduinsvudsnelulseme
vosgsRaladannduisnentuuiails Tufmiauasugu $1uau 4 du ldun msneuauesgndiidvEnain
fign sesasnAensitilauaziingni anuvdedio uaznisliienuiiilaungndn egheidoddymeaiad
53U 0.05 Feaenndoaiusuideves Meepan (2020) Anwnizesdvsnavesgunmnislyuimsuasdadvdiu
Uszaumsnsnaafidaasenisdnduladenliuinisvuds laueudd Bndimsavesfuslnaludmiauyusni
WU AAATMNNTUIANS FunsneuauesgnAniTBvEnainiigase nsanduladenlduinisauds 19
woudd Bndinsavesiiuslanludminuvusiflegredifiodfamaadiafiszdu 0.05

Tudurasnnanualnsidum 1answaseyliusnisuudinelulssivmavesgiialadafndusenienyuy
wianils ludmiauasugy ogafidoddymisadifsedv 0.05 Wulunuaunfginiadli dsaenndosiu
$AT8YRe Panthong (2021) Anwidesqaunmnisliviniswazamdnuallusuddlnediidnsnadenis
anduladenidusnislusealdingluansammumunas wudt nmdnwalluswaldivedidnsnasonisdndula
Fonltusnslusudldlneluwangammwamuns egnsfidoddmsadiafiszsu 0.05

URIGIRIRIE
Paauauuzlunisiman1s3gluly
NHANITANE TR AnInNIsIRUINIsHagn NN valn1duANLdnSnaneauianelaves

gliusnisvudsnelulssmevesgsnaladafndussnenvunimila ludmiauasugy {Adeiunmsausnuy
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sudifidnaden welidusznounisgstaiifsddesannnsatluussgnaldlunisliuinsienudsdu
Fasteluil
ANINN1STUIANS
1. amdndefie msiinsdnousuminauegaliaue Wenwuinudazinyglunis
UftRnulnugndes wiugt wasdulumutuseunisiinunasgiu Taedonniseusumsasouagu
Bostunsumsliuinsvudemelulszing n13dnnsiendans N1TIUHLLALAIUANTEIZIAINTTIUAS M3
uiladgmiamizndy sadsnmsudmsianisdesoadsuvesgndn el msdansevsuegisioslasinaay 1
afs vivadadenlay 2 At adsaruszanas 1-2 Yu ieliminauannsadanufluvssgndldlunis
UftRnldognsdiussaniam wazaiunnudesiulyiundlduing
2. AU dugusITuYeInIsusnIg dosnngsialadafindivisnulveuagausinamnafiiniuuing 3
msinnnudeusuiiudimeazen gnmieuies aunsayeldneulivatsniv uazasiredlidmiuiu
anAnlagiane w1edsssanuazaineg 9 Wuiadeddyfiasiounmdnvaluazauuiifeieves
osdnslumenvesflivinsdetisaisnussivlausnuazashilaliungndldidusgned
mMwanwaingdud
astiauddyfunmdnuainsdudlusomesauivats anulanwu msigazvilianse
FRagalsglduiniafnanuaulasnduuazdasioufeiansssuesdnsihjautiuauamdssavsam uazaiu
Judmhliglduinsianunagilailadlivinmsneldnmaudvosmieny
anuswelavasglduinig
asfinmsuiuugsauazmntunisliuing andunsumsinuliinssduaznin mns wesdianu
Banguunndud i liglsuinnsannsafiadesugliuinsmielduinsldieuarmniiieiu gl
awddlumsitauuasiiintesmdlsignldiflenasesFoudefananitousuusuassinudeld
Forausuuzlun1siduadsialy
1. meiteadutely fidumsvegveuunnsinuludmansfiuiivionaretonin wielwausa
Wisuifleunnuuanssvesaannmsliiniswesnmdnuainsdudluusazuiunldesnsdinauddu
2. A5MTITBBRuAmINUsEENAldAIUR UN19ITeLdsUTuna Tnensdunualidedn

nsviseginetes ielgiduanmnsadlayuues Ussaunsal wagarumianisvelduinisliegig

v '
=

Wy Fezeglinansidelianuanysauazanunsainlldussleniliogndivsednsnmuingagu

=

Qe

c
). and

LONH181989

Attaviwek, P. (2019). A Study of Service Quality Affecting Customer Satisfaction of Kerry Express
(Thailand) Co., Ltd. in Bangkok. (Master's Thesis in Management). Mahidol University.

Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the Value of a Brand Name. New York: The
Free Press.

Cronbach, L. (1990). Essentials of Psychological Testing. (5th ed). New York: Harper.

Department of Business Development. (2023). Juristic Person Registration Information. Ministry of

Commerce. https://datawarehouse.dbd.go.th.

o o

215615398 ININTINNT NN INBIEEI1VAYEUNS VN 10 aUun 2 wasnAl - §anIAN 2569 12|13


https://datawarehouse.dbd.go.th/

‘m Journal of Management Science Research, Surindra Rajabhat University,
Ot Vol.10 No.2 May - August 2026

Hult, T. M. (2001). Does market orientation matter? A test of the relationship between positional
advantage and performance. Strategic Management Journal, 22 (9), 899-906.
https://doi.org/10.1002/smj.197

Keller, K. L. (2003). Strategic Brand Management: Building, measuring and managing brand equity. (2nd
ed.). Upper Saddle River, New Jersey: Prentice Hall.

Kotler, P. (2003). Marketing Management. (11th ed.). Prentice-Hall, Upper Saddle River.

Kotler, P. (2009). Marketing Management. (13th ed.). Upper Saddle River, NJ: Pearson Prentice Hall.

Likert, R. (1967). The Method of Constructing and Attitude Scale, in Attitude Theory and Measurement.
New York: Wiley & Sons.

Marketing Department. (2025). Number of existing and new customers using domestic transportation
services of a private company in Nakhon Pathom Province. Between 2020-2024.

Meepan, K. (2020). Effects of Service Quality and Service Marketing Mix Factors on Consumers
Decision to Use the Logistics Service of J&T Express Company Limited in Pathum Thani
Province. Independent study for the Master of Business Administration program.
Rajamangala University of Technology Thanyaburi.

Panthong, K. (2021). Factors of service quality and organizational image that influence the choice of
shipping companies for online shopping by consumers in Bangkok. (Master's Thesis in
Management). Dhurakij Pundit University.

Parasuraman, A., Zeithaml, V. A,, and Berry, L. L. (1990). Delivering Quality Service: Balancing Customer
Perceptions and Expectations. New York: The Free Press.

Qin, Y. (2021). Customer Satisfaction Assessment in Transportation and Distribution: A Case Study of
Jing Dong Company. Burapha University.

Rentech Digital. (2023). List of logistics services in Thailand. Retrieved August 9, 2025, from
https://rentechdigital.com/smartscraper/business-report-details/list-of-Logistics-services-in-
Thailand.

Rovinelli, R. J. and Hambleton, R. K. (1977). On the Use of Content Specialists in the assessment
of criterion-referenced test item validity. Tijdschrift Voor Onderwijs Research, 2(2), 49-60.
https://psycnet.apa.org/record/1979-12368-001

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

o o

213619398 ININTIANTT NN INBIEEI1VAYEUNS VN 10 aUuN 2 wasnAx - BanIAN 2569 1313


https://doi.org/10.1002/smj.197
https://doi.org/10.1002/smj.197

Journal of Management Science Research, Surindra Rajabhat University,
Vol.10 No.2 May - August 2026

e

WUINNRAUINTERETUNTVIIREAIMIIT1IUEANIYBITFNMN YN BY
guaudiude dunauiles Jmdans

Development and Promotion of Purple Rice Products of Community Enterprises,

Na Khao Si District, Nanyang District, Trang Province

fayan3ond wawia' fesfinng yaywae” wndnual gassamy’ uassunim wsagns’

Kanyarat Poolperm " Kongkidakorn Boonchuay * Yaowaluk Suwannakhae * and Prarnkamon Kajonjatupon ¢

Received: UNAngEs

February 15,2026 mﬁf-ﬁ'ﬂﬂ%u'&ﬁﬁfmqﬂizaqﬁLﬁ"aﬁmanmﬁmiaumm’hummmmﬁ%ﬁaLLasLmea
WalIn15na1nd Iai edwadunisviendndusid1auigondavesiamasgusu

Revised: suawdrude suneules Jmiands Tdsudevisidedmunin Andendlideyandnuuy

April 22" 2026 191939 10 AU Hudeyadmensdunivaidedn wagdnmeiemsinsziiilen wamlﬁia
WUl IamiagurutEuiNIIaIaRviai1unsUR TR Inenaunaugidaygyivesduiu

Accepted: wielulad wayld Facebook wag TikTok iuteswnamdnlunisdeans gauvesyuyu léun

August 172026 MsAoansiFadeadn NMSHANARUUNALHATY LLazﬂﬁﬁﬂuju‘LmJLﬂuﬂavLﬂ%'ULﬂﬁaué’maﬁﬂ’a

aghlsfiany fmudedriadmunsieseideyalisin anulisiianevenion n1svin

DOI: sruudansdeya uasnsdnavednanvalviosduiavanusdsuiniagieans (Gl) ndsla

_ Fonau wuwmaimunduaseildidunagniniseain 8Ps lawn (1) Waudndnualnansm
10.65205/jmsr.2026.e284830 )

wazusTRdueidunuUasndouaraniug Gl (2) MNUATIAIAINAMAT (3) V818T0IN4
Fmheesulatl (4) duasunisvigriunisaievendawaziienidauiedn (5) Wamnvinyey

aa o

Adviavesnuluguu (6) dan1sillemegianduszuy (7) Waunssuuuinswayeuduiusiv

v

anAnseezen uae (8) liteyamdviaatiuayunsindulaidnagns

Y

o ° s v aa o v ] a a
A& EU: MIFETEUNA, N1IRAIARINA, VIIUIEBAUIN, IF1UNIYUTY

122 919158 AngUYweRansuazdInuAmans unInedevingo

Lecturer, Faculty of Humanities and Social Sciences, Thaksin University.
¢ 919158 AUTATYEMANTUAZUIINTTING Wninendevinga

Lecturer, Faculty of Economics and Business Administration, Thaksin University
*Corresponding author, e-mail: kanyarat.p@tsu.ac.th

Abstract

This research aimed to study digital marketing literacy and digital marketing development
approaches to promote the sales of Khao Baoyot Muang rice products of the community enterprise in
Na Khao Sia Subdistrict, Nayong District, Trang Province. Using qualitative research methods, 10 key
informants were selected through purposive sampling. Data was collected through in-depth interviews

and analyzed using content analysis. The research found that the community enterprise learned digital
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.EL :

marketing through practical application, integrating local wisdom with technology and using Facebook
and TikTok as the main communication channels. The community's strengths included storytelling
communication, integrated marketing, and the use of young people as a digital driving force. However,
limitations were found in in-depth data analysis, inconsistent content, lack of a data management
system, and unclear presentation of local identity and geographical indication (GI) status. The
development approaches were synthesized into an 8Ps marketing strategy: (1) develop product and
packaging identity emphasizing safety and Gl status; (2) price based on value; (3) expand online sales
channels; (4) promote sales through live streaming and storytelling content; (5) develop digital skills of
community members; (6) manage content systematically; (7) develop a service system and long-term

customer relationships; and (8) use digital information to support strategic decision-making.
Keywords: Informatics, Digital Marketing, Purple Rice, Community Business
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Abstract

This study aimed to 1. examine the level of opinions regarding cultural capital components
in strengthening community resilience 2. investigate the level of opinions on elderly workforce
management components for enhancing the grassroots economy and 3. analyze the causal relationship
paths of cultural capital influencing elderly workforce management in community enterprises A

quantitative research design was employed The sample consisted of 160 agricultural community
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enterprise entrepreneurs in Tak Province selected through purposive sampling A five point Likert scale
questionnaire was used and data were analyzed using descriptive statistics and Structural Equation
Modeling The findings revealed that overall opinions toward cultural capital components were at the
highest level with human resource capital and cultural knowledge capital receiving the highest mean
scores Likewise overall opinions on elderly workforce management components were at the highest
level particularly knowledge management in an age diverse workforce The structural equation model
demonstrated that cultural capital had a significant positive direct effect on elderly workforce
management and the model showed a good fit with empirical data The results confirm that cultural
capital functions as a structural determinant in strengthening the grassroots economy through

systematic elderly workforce management in community enterprises.
Keywords: Cultural Capital, Elderly Workforce Management, Community Enterprises
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putoslui uilLdmaeaiug funisdndsuuvasuanuluguuuuseulaiiil og1usauazaanuignoy
wuvaeuaw uazimunszezialunmsneundusgedmauiieliildteyaiiasuduauysal nszuiunsifu
FwTmdeyafnanuiuaugnieeous ANNainslaveslitoya arANUMINEANYRIUTUNMTIY
iioliteyaildfuiinmioudmivnshluiessinnuduiudideamaselunaaunislaseady s
Tgusrasdvasnsfnwegiaduszuy
nsessideya
nshinsidoyalunisidoafsdldnistinsedlinaaunisiaseads (Structural Equation
Modeling SEM) iilennasunuduiudidsanimguesiuUsmunseunninmside Ineussifiuamiuaonados
voswhuuuivtoyadaszdndauuuimanes Hair et al. (2019) Fsimuainusinisfiansananunaunduves
Tunalinsivaeuauaenndesesiwuuiudoyaidalszdny lawn A1 CMIN-p %58 Chi-square Probability
Level Fsilinguszasdifiensavaoudanninvziduveslaauniidazdedhiivoddynieadia Tnafivun
\neut P 1NN 0.05 uae P BaNBaR A1 CMIN/DF 3o Relative Chi-square Tmsanaeuinduuuiiai
aonadaafudoyadeUseiny lasdmuninasitesndn 3 wagen CMIN/GF 1ilnd 0 8951 A1 GFI 38 Goodness
of Fit Index 11l e¥asefumnunaundudSeuiisulnefiaszning 0 fa 1.00 Tasfmuainasiuinnin 0.90
wazAn GFl 1dnlnd 1 597 wazdn RMSEA w3 Root Mean Square Error of Approximation ldiieuananaan
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1. iemsAnseiszRuaNuAniusssrUssnaunuInusssulumseBuasrnuduudsliivgumy

911997 1 wudn sefuamAaiulunmssvesesduszneunuianssalunseiuaiisay
Wuudabinuyusueylusziu maﬁqﬂ (X = 4.22, SD = 0.49) azviouliiiuingnounuuasuaiunszntings
anuddyveanslinuinussaluidfivananslunstuiedeunssiauygususgadussuu Wefiarsan
nsaduALadBretesAUsznounanAlUTes wuin ssduszneuiildfurindsgeiigafe unineinsangud
(Human Resource Capital) (X = 4.29, SD = 0.46) sesae1A8 NuiUayey1Tausssy (Cultural Knowledge
Capital) (X = 4.24, SD = 0.48) Imaﬁaaaqanﬁﬂssﬂaua&ﬂuixé’fuumﬁqm Fsagiioudsrnudfaymosnisiaun
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Capital) (X = 4.18, SD = 0.50) Uag NuUNAWAMN (Physical Capital) (X = 4.16, SD = 0.52) wilaglusedu
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M19°99 1 AnedsuazdiuleauunnspiussauanuAndiuneesruseneunuinmusssulunsaiuadiany
wiuwdalius

29AUTZNOUNUIAUTTIN X SD FAUAMUAALIY
L. yunenignw (PO) 4.16 0.52 1N
2. NUAUNTNEN1INTRU (FO) 4.18 0.50 Tl
3. nuiideysyrinusssu (CKO) 4.24 0.48 wniian
4. yuninensuyed (HRO) 4.29 0.46 niige
33U 4.22 0.49 mn‘ﬁqm

2 wanslnTzRsERuAMUAniuABBIAUsENaUNSUSUIIANTTUS I geengLiaaisnay
Wanddliiuiaseghagiusin

9nT1e7l 2 WU sERuaAitluA M weIBIUsENBUNTUTIMIIAN LTS g il
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wuugeunwlianudAyRen1sUTmsInnsusulgeeiglunanedfegadaiau lnganien1sdanisaans
AULSIUAN9T (KMAD) %ﬂlﬁ%ﬁﬁmé"agaﬁqm (X = 4.28, SD = 0.47) dzVioUi A NEIAYUBINITENUNDABIA
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1. msnausiNsnsEntin§Iviggeens (AWT) 4.18 0.52 il
2. mydaaunsiidndrinlunisedsiuiu (ADM) 4.22 0.49 Wniign
3. msdansanuivihanuiiiuszansaings (HPWM) 4.15 0.51 1N
4. MIIANIANUIAULTIUATY (KMAD) 4.28 0.47 Wniign
57 4.21 0.50 wniign

3. namsiessiidunsanuduiusideavguemuinusssuiisnwasanisuimsians
WINUKFID18 VRIIEMRYUYU

9NANd 2 uanswanieTgilunasunmslasaanandiiui eaauduiudidsmgues
nuiamssuiTvEnatensuImsiansussnuggiegve e mRaymulauaenadesiuteyai sy ing
a&ﬂummsﬁﬁﬁ Taefian Chi-square Wi 121.845 fisgdu df = 118 uazen p = 0.412 9lififoddnymneadn
avttoudiluaanunquiliunndrsandeyatis uenaind A1 Relative Chi-square (X2/df) Winfu 1.033 A1
GFIwihfiu 0.911 A1 NFI iU 0.887 #in TLI winriu 0.995 A1 CFI iy 0.996 A1 RMSEA i1 0.012 uag
A1 SRMR wiriu 0.072 uansliiiuinlunasinnunaundudvteyalussiufisensuldfessiuiun Wefiansan
AnduUsEAnSLdune wud1 yudaussan Cultural Capital CUC figviEnannsadsuindonisuimsdnnis
L3991uK{g987y Elderly Workforce Management EWM agsiisdndty Tnefidduussdniunsgiumindy
0.845 YuzfiEIiu pefUsENOUTMUTALTTIIUTENOUR Y NUMNINBAM Physical Capital PC it
99AUTENOUINNY 0.803 NUAUNTNEN19NM5IEU Financial Capital FC Wiy 0.776 nunidayy1inusssy
Cultural Knowledge Capital CKC winiu 0.841 wazyunine1nsuywd Human Resource Capital HRC iy
0.799 Gsawttouiiesiusznouiadduiaruduiusidaintuuinussaulusedugs ludmuvesesduszney
N15UIMITTANITUTIUL A998y WU Awareness Training AWT Samiinesdusznauwindy 0.792
Awareness of Diverse Mindset ADM winfiu 0.755 High Work Performance Workplace Management HPWM
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WU 0.816 waz Knowledge Management Age-Diverse Workforce KMAD iU 0.778 uansliiiuinupas
asRUsEnaulANUduiusIdwINAumLUsLEINsUTMsInnsussnud aeogluseaugaduiediy lngagy
Han1TIATEndudulmuinusIsuddnsnalamvnog19ilded Ay an1TuTTIANITHINIUL A998 YRY
JamnaYuYY walumafivanduiinnuneadlunsesuisanuduiusssriafudsmunseuuuiues
3398

Awareness Training: AWT

Awareness of Diverse

Mindset: ADM
Elderly
High Work Performance MWOI’kfcrce .
Workplace Management: HPWM anagemen
(EWM)

Knowledge Management
Age-Diverse Workforce: KMAD

2 Q9 @

Physical Capital: PC
Financial Capital: FC

Cultural Knowledge Capital: CKC

Cultural Capital
(cuc)

Human Resource Capital: HRC

Chi-square (x?) = 121.845, df = 118, p = 0.412 Relative Chi-square (x*df) = 1.033
GFI=0.911, NFl = 0.887, TLI = 0.995, CFIl = 0.996 RMSEA = 0.012, SRMR = 0.072
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RoN1sENIEAUANENINNILATYRvedd AN sued 1 duszuY %qaamﬂa”aqﬁuwamﬁ%’aﬂ%’ﬁﬁﬁwudmu
ninensuywdnaznuni g fausssuldunsussiivlussduinnitan waasliiunnudenlosszning
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Pongsung et al. (2023) fldfnwides msituniamiagmuiiofundouasvgiagrunnlaonisdduinmes
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Abstract

This research aimed to (1) examine the level of digital marketing of Siam Surin Sports Limited
Partnership, (2) examine the level of consumers’ purchasing decisions for sporting goods at Siam Surin
Sports Limited Partnership, and (3) investigate the influence of digital marketing on consumers’
purchasing decisions for sporting goods. The sample consisted of 385 consumers who had previously
purchased or had experience purchasing sporting goods from Siam Surin Sports Partnership Limited.
The researchers selected the sample using purposive sampling. The research instrument was
a questionnaire. The researchers analyzed the data using descriptive statistics and multiple regression
analysis.

The results revealed that (1) the overall level of digital marketing was high (X = 3.92, S.D. =
.46), with product content and information and promotional strategy having the highest mean scores;
(2) the overall level of consumers’ purchasing decisions for sporting goods was high (X= 3.92, SD. =
.50). Consumers reported high levels of post-purchase satisfaction and information comparison prior to
making purchasing decisions; and (3) digital marketing had a statistically significant influence on
consumers’ purchasing decisions for sporting goods and jointly explained 48.80% of the variance in
purchasing decisions (R?2 = .488). Specifically, product content and information, online marketing
communication, social endorsement and engagement, and promotional strategy significantly
influenced purchasing decisions at the .05 significance level, whereas customer experience through
digital channels did not.

The findings confirm the important role of digital marketing in influencing consumers’
purchasing decisions and provide academic insights for developing digital marketing research models
They also offer practical implications for further research and for developing marketing strategies for

retail businesses and other businesses with similar characteristics.
Keywords: Digital Marketing, Purchase Decision, Sports Equipment
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Abstract

The objectives of this research were to: (1) examine the levels of corporate image perception
and purchasing decisions regarding CPAC ready-mixed concrete in Surin Province, and (2) investigate
the influence of corporate image perception on purchasing decisions regarding CPAC ready-mixed
concrete in Surin Province. The sample consisted of 384 consumers and construction entrepreneurs in
Surin Province who had experience purchasing or using CPAC ready-mixed concrete. The research
instrument was a questionnaire. Data were analyzed using descriptive statistics, correlation analysis,
and multiple regression analysis.

The results revealed that the overall level of corporate image perception was high (X= 4.00,
S.D. = 0.70). Among the dimensions, employee image received the highest mean score, followed by
executive image and organizational culture image. The overall level of purchase decision regarding
CPAC ready-mixed concrete was at the highest level (X= 4.27, S.D. = 0.53). Most respondents reported
purchasing CPAC ready-mixed concrete consistently, despite its higher price compared with
competitors, and were willing to recommend the product to others.

The multiple regression analysis indicated that corporate image perception explained 50.71%
of the variance in purchase decision (Adjusted R2 = 0.5071). Employee image, facilities and equipment
image, organizational culture image, and social image had significant positive effects on purchase
decision. In contrast, operational image had a significant negative effect, whereas executive image,
product and service image, and organizational atmosphere image did not significantly influence
purchase decision. The findings provide practical implications for managers and ready-mixed concrete
businesses in developing corporate image strategies to strengthen customer confidence, enhance

purchase decisions, and improve long-term organizational competitiveness.
Keywords: Corporate Image Perception, Purchase Decision, CPAC Ready-Mixed Concrete

uni

miﬂ'aa%ﬁaLﬂuﬁaﬂﬁmmamwgﬁﬁ]ﬁﬁmmﬁwﬁwiaﬂ1iﬁ@uuﬂﬂiaa%’wﬁugwuLLazmiaﬂizéﬁ’mmmw
FinvesUszrvu Taduiiogends szuuauuALLds 011sIdled AaendulAsINISTBINIATTLAL MALENTLY
nsiAulavediles NMsiRLILYALATEEAY Wazn15UeefetgnavnIsuneassdmalinudanslddan
Aeadafintuogsaiio Tngnzasundananasaddiunumdfysernuuduse aruamy wava
Uaonfevodlasaading (CEIC Data, 2025; IndexBox, 2026) Ssningunsiduiuiinilsdfimafaulaseadng
fluguogwiaiios ansamides lasamsfiegends orarswidied uaglasinisieainaniasy iy nuu
YA WAzeIPISESIY AsaliAnuesnsldneunanamastluuiifuul ity Ineen susna
a"wLﬂaLﬁaqLLaa‘ﬁuﬁLﬂiiﬂgﬁ%ﬁ’]ﬁ’ﬂgﬂuaa%’wi’m FettuidulemansssiadmiuganuazSminonouninuaniasa
izt wwalidiegeavnssuneaswwas anneaswesUsewalveas ieunisveeiivenudeanisian
ﬂ'aa%'wmﬂmiamumﬂ%’guazmiﬁu&naﬁwaqmﬂaé’mﬁw%’wé (Department of Business Development,
2024; Krungsri Research, 2024) nelausunaenan aeunianauiasa CPAC Meldn1susmsvesnseloads
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.EL :

(5CG) Wunans il sunudenanguszneunisneairsuaziuilan esanauainuazainnsguves
HARA T ALLT LT ILATANN AL ALY INTLUIUNITHAR Tmﬁdmﬂﬁﬁmﬁﬁmaumqu (CPAC, 2025;
Krungsri Research, 2024) agslsfinia mautsdulunanmmeunianauasaseiudmiaduwliugunssduan
fsznaunsiildnagnidusa msdsweuiisiaii uaznisliuimavdinmsneiidhdsiuiiunndu vl
daduladeenalildtuey fugunmusssdndusifissesnufien uiAsadostuaudetudeasdns ns
T3NS MsdaRumIvie waznmanualvesuTengkanme (Mordor Intellisence, 2026)

’Luamumifﬁﬁ;ﬁu‘%lmﬁmmé‘aﬂu’m?jyu nsfuinnanualesdng (Corporate Image Perception) 34
Wudsuiuiinislinnuddny esanamdnualosdnsazviounisius mnuide anudseiivla uazviruadi
fuilanilsionsdng Fafnannisiufifertununmduduazuing anuindefio madidugsia uazadny
HUinveUsodInLveIeIAng (Nguyen & Leblanc, 2001) InstaweganatannoadsiinanAnusienasinudnuny
Tndidgaiu amdnwalesdnsanunsadudumildumsagviourmunindofio anusiuns wazauaiifuilaniug
Mnesins wavaradenlusiunnulinda mufianels mnuddlade uararusndsowusug (Armstrong &
Kotler, 2020; Kotler et al., 2022; Nguyen & Leblanc, 2001) aghslsinnu AR uRg U WS e
sAnsinyjsiuuIunvesdudgulnauilng gsiauinis uieesdnsialy sagdinisAnuiluuiungsiatan
feads Inslawzreunsanauasslussiuiudiddidosdn sty UseudduiiduesmsimnoudaUszdng
Ae Juslaauazusenaunisneadsludwminasunssuinmanualvesasdns CPAC Tuseaula uaznisius
amdnvalosdnslunsasduiidvinadenisiadulatoneuninnamata CPAC wieliuazesnils frnudanan
fienudndnyflosanus! CPAC agiifaidssuarldsunissensulussiuuszma uinissuvesuilaalunann
#osduanaunnaslumuuunnisudsiusasuszaunsaivesfldluiiui nsideyadessdndifai
AnudunusAinandaieiuiudedidavesesdnnuiaiunisnainianneds 19 uazvinliaiunsaesune
wofnssumsdinauladeneuninuauiaeluuiundmingiunslidaaudsly

Fromnil MefnweuduuSsErimsiuinEnualosdnatumainaulstonouninnauaiaded
mmthﬁigﬁy’ﬂm%ﬁsmmmaxL%aﬂﬁﬂ’a Tudfinns wans@nwazdgversemidilafeiuunuimves
amdnuaiasdnsdennfnssunisdnauladeluuiungsiatagreasns faduuiuniidnnsnwegiediialy
Uszinalng vauriludalfod sansdnwazdieligusznounisneuninnauiaia CPAC uazfifeddodly
fingsuniidlaosdusznavaesnmdnuaiosdnafifuilaaiuy naensutefeiiiedestumadinaulado
e lldUsznoumsimualuImaFiunsnatn Msdeaseadng msliuinig warmsadannudusiusiu
anélimnzaufuuiunvewaluiudl suszdieiaduaiisauannsalunsudsiunagmsinwgiugni
Tusgezen (Krunesri Research, 2024) uanannil nsvianudladadeiiisadestunisidenldnaunin
waaadsfinnuiAsidesiunsideniagieaiaiifiaunmuarldunsgiu Ssiidusoanusiunauaz ey
ﬂaamﬁmadq’mdaa%’mLLaxﬂWﬁﬂ’wuﬂﬂﬁqa%qﬁugﬂﬂuﬁuﬁ (Mordor Intelligence, 2026) et TeRIERGIIEY
AnwFos “Bvdnaveanisfunmdnvalednsfidsmaransdnauletonsunianauaia CPAC ludimin
asund” Tassdnwisedunissunmdnualesdnsuarnsdnaulaife maenauiinseidvinavesnissuy
amdnualesAnsidivonisinduladensuninnauaia CPAC ludmingiund elilddoyaideusednyd
anusahlUlddunuwmslunsiawnagnininiseaiauaznisaiunulidenadesiuainudeinisves
fuslaeluiiui
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TUITaIATIUITY

1. lefnwszdumssuinminuaissdnsuazmasdulateruninnauiass CPAC lufmingiuns

2. \iefnwidvEnaveamssuinmdnualosinsfidsadenisdndulodeneunimnauiaia cPAC lu
Janingiuns
nsaukIARluNTITY

MnnsumuIAnefunmEnsalesdnsuarngAnssumaiadulate maonauntsiinwnuided
\Rertes wud1 masuinmdnualesdnsdunmsussdiunmsauvesesdnanesdusznoumansdi fadiy
UARINT MIANTUNY FUAazUINIT @an1nUIndeun18lUBIANT R0 ATUUNUIMLAZAINTURATOUVBY
psAnsredsny eadUszneufinanaansndmarienudiesiy viruad uasmsUssiiuguavesuilan 3919
ilugmssaduladevionsidonldndnsusivesesdns dmugsianouninnauasa nisiaduledalald
firsunanzaudnvazremandurivity widuisadestuarndeiudedliuing anundoslunis
fwuau yaains nsliuints wdesdlouasgunsal maenunmdnuaiuazunumvesasdnsludae e
nsfinwafeiTatmuanisiulnmdnualosdnadufuusdass Usznoudae 8 du ldud nmdnuaives
HUSYNS Awdnualveamineu Mwanvalvesduauaruinig amanyalvedidnisaniiuveu ananuaives
UsIBIMIARIAng nmdnwalvendeaflonazgunnidiinnuy nmdnualvesiansssueadns waznmdnwal
yadsns wazrimuanisdnauladonrounianamaia CPAC uduusniu e luAnwanuduiusuas
Svinaszminduusdinanluiunvesdmingiuns annsdunsigiuuifn vl uaznan1sdnuii
\Rendes §ideTaimuanseunudnlumside fsamii 1

mifuinwaneniasfng
(Corporate Image Perception)
1. dunmanuaiueuims (Executive Image)
2. aumndnuaivesniinau (Employee Image)

3. ATUANENYaiveduuazUTNIg (Product and

Service Image)

4. ANUMNENWAIYBIITNIALUUIIY (Dpera‘uonat Assadulede

Image) (Purchase Decision)

5. ATUANENYRITDIUTILINABIANT

{Organizational Atmosphere Image)

6 ﬁwumwﬁmzﬁﬁmm%aﬂaua:;qﬂniniﬁ’wﬁnmu
(Facilities and Equipment Image)

7. umwdnsaiunsinusIuaIAng
(Organizational Culture Image)

p o ey
8. aunmEnEAINIEIAu (Social Image)

AW 1 NFOULNANNTIY
ANNAFIUNTIY
1) Ms3uinmdnualesdnssiunmdnualvesfuimsisnsuaidsuindenisdnauladonsunis
nanasa CPAC ludswingsuns
2) msfuinmdnuaisdnsdunmdnualvesiinauiidvinadeandenisdniuledensunin
Hanasa CPAC ludswingsuns
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3) mMsfuinmdnuaiosdnsdiunindnuaivesduduaruinisi snswadsuandenisdnaulate
PaUNIANANESY CPAC ludwingsuns

0) masudnmdnuaiosdnsdunimdnuaivediinisuiunuisvinadindenisinaulade
AaUNIANANESY CPAC ludswingsuns

5) mssunmdnuaiosdnsunmdnualvesusseiniresdnstdnswaidsuandenisiadulade
AOUNIANAULESY CPAC Tudaning3uns

6) Ms3uinmdnualesdnsiunmdnualvesedssiouargunsaidinauidvinaideuansens
dnanlatoneunianauiaia CPAC lufwingsuns

7) msfudnmdnuaiosdnsdunimdnuaivesiausssuesdnsiidrinaiandeonisindulate
AaUNIANANESY CPAC ludswingsuns

8) Msfuinmdnuaiosdnsfunmdnueindeauidvinadeindonisindulatonsuninuauiase
CPAC Tudaningiuns

52108U7539Y

n1933uadsilifumsideideuiuna ImstmwuaaummLﬂumsamdumimmwmmama wlofinwn
seunsudnmdnuaiasdnsuaznisindulafensuninnauiada CPAC Tudmingiuns mummmawawa
voamssuinmdnualosdnsitrentsindulatonsunismauiate CPAC Tnefimeandonisauiunside dl

UsEnsuaznguilegng

Uszrnsfildlumside Téun duilnauasiUssnouniaeassiifivszaunsalumstdendeldnounin
wesla3e CPAC TudaningSuns aseunquifumnieains ivesermsmdsd 1iwesfiogends uazfuslaa
siluiifidusalunaidentonieldneunimnauiaa CPAC esnnlinsusuiussrnsiiuviuou §ideds
fvunvuanguieglngldgnsues Cochran (1977) fisefuanudosiudosas 95 wazAmuaanIAdey
0.05 laaurangudieg1931uiu 384 au wazldnisguiiegrawuuliaduaiiuiiazidu (Non-probability
Sampling) Aa83EN 1sideNAIRE U UUAEAIN (Convenience Sampling) tnaivuAliERoULUUADUNNABY
Huifiusraunsallunistevieldneuninnauiata CPAC Tudwingiuns

i3asileildlunisideuazaunmusaaiasiie

\nFesilelflun1sidufonuuaeuniu (Questionnaire) FMALIINNITNUIULLIAR NOuE 1BNATS
wazsnAdefiieadediaenadosiuingussasduasiuusidng wuasunuuieenidu 4 meu 1 44 e
leiun meud 1 foyadiuyanauargsiavesineuLUasUAN S 1Y 7 To meudl 2 m3fuinmanualodns
911U 32 U8 ATEUARY 8 AU LA NMINENBalveIUINIS AmEnyalveIntinal A ndnvalvesduiuar
U3ns amdnwalvesisnsduiiuau amdnuwalvesussenimesdng nmanwvaiveunsesdleuargunsnl
diinanu amdnvaivesiusssesdng uaznmdnuainedey neudl 3 masindulate S1umu 5 4o wasnou
i 4 Forausnugiiindy Jadumouaedn Ingderonluneud 2 uag 3 [dunsUssanuAUUUAIA
(Likert Scale) 5 32 fifonsraaeummuilssmsadaiion (Content Validity) TnslEiamgys i 3 viu
UszidluanuaenasedsenintomnuiuingUuseaidvein1sive wazAwuaAIsviinuaannded (Index of
ltem-Objective Congruence: 100) Tnafnuminasioonsusaus 0.60 TulU nan1smsavaeunuifesnwd
A1 10C agsewing 0.67-1.00 Intuiuuuasuasilunaaeddd (Tryout) Aunquilfidnuaslndifssiungy
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#298195109u 30 AU uAzATIRABUANLLT Bl ufIBALUsEANS Lean1vesnTaUYIA (Cronbach’s Alpha
Coefficient) Inrmuminasivonsusaus 0.70 JulU namsvageunyILUUaoUN LTt uidATId et
Wi 0.938 uansinedesdiofaudesilussfuguasansathlulfifusunudeyals

nsiiusausaudayaluniside

Fidesdumsifusiusudeyafonuuasuanuiiiiumsnsaaesunanmidianngusiegad iy
384 au dududuslnauazdusznaunisieadsiiiivszaunsallumsd evieldrouninnamiaia cPAC lu
Faningsuns Ineufudeyauuuindamih (Face-to-Face) andilulduinisuasdiisuuinisdndedudnluiii
Anw §ideduasinguszasiuardvslunsidniiunisidouigrounuuasuny uaznsndeUALATURILTES
wuvasuamneuthdayalulinsedt sisdl neideldsuniseniunisfiarsunadesssunisideluuywd
(Certificate of Exemption) 31NAMEaLNITIUNITITEFITUNTIETULYEE WnnInerdemalulagsvusnadany
g nngiuns Wotudl 2 flunau 2569 sasuses HEC-03-69-028

nsessideya

TnswnteyalagldaifiBanssaunaratfideyu Joyadiuyanauastoyan1egInainszviaieg
A15UANLIIANA (Frequency) uazdasay (Percentage) ei’sumi%’uimwé’ﬂmjmﬁﬂsLLazmsﬁmﬁﬂa?ga
Ansvidieaeds (Mean) uagdruidosuuninsgiu (Standard Deviation) Ingldunnsuszanme 5 sedu
wazuvanaradeidy 5 sedu leud 4.21-5.00 sefuanniign 3.41-4.20 Sefuann 2.61-3.40 seutiunans
1.81-2.60 sesfution waz 1.00-1.80 seutieniian dwiunisAnundnsnavesnisiuinmdnualesdnsdiise
msmmaﬂwaﬂauﬂmmamam CPAC 1611mmmemmiamaammuwwﬂm (Multiple Regression Analysis)
Tnetwunsedutsddmieadan 0.05 sl (idemsrnaeutonnandowiuresnsiinsesinisannos Tiun
aududumss mnududaszuesiranandey mnuuUsUsIVTesAIRANAAABuA uasTaneuduiug
syinefuysdasy IneRarsanenduussavs anduiiusseninafauusdass A1 Tolerance wawen Variance
Inflation Factor (VIF) Lﬁaﬂizl,ﬁuﬂigm Multicollinearity

NANNSITY

anAsamuinguszaside 1 ssiumssuinmdnwalasdnsuaznisdaduledonsunianauade
CPAC Tudwming3uns

nan1sAnudeyaTiluvesnguiedis wuin nquiegsdanlnaumnane Torgsening 25-34 1
Usznevan@ndugdumu/uszneunisneadne uazdniansfinuseduuigans Tnedilngindnodos
reunIanauiass CPAC Wldlunureasmiosuman finnuilunisionandos 3-6 adwed wazdould
AounImHauESlUINTIgn

HANSANWITEAUNITTUSNMENYalasAns WU naudlegslimssuiandnvalasdnslnesiueyly
sefuan (X=4.00, 5.0.=0.70) iiefimsanusiedu wudn nissuinmdnuaiosdnsite 8 dusgluseduun
Tnelspaansualad sarnunlumdes laun nndnwalvesniineu (X=4.12, 5.0.=0.58) nMuanwaivo4

1%

HUIMNS (X=4.08, 5.D.=0.79) A ManuwnlvedinusssuedAns (X=4.06, S.0.=0.57) Awdnwalveamsosiioway
gunsaldineiu (X=4.03, 5.0.=0.69) nwanwainadeay (X=4.02, S.D.= 0.64) NTNanwalvediFnIs
ANTUIU (X=3.94, S.D.=0.76) NMMNANWAVIAUAMATUITNTT (X=3.92, S.D.=0.73) WAL AN NWAI VD

U5581NFABIANT (X=3.81, 5.D.=0.82) mua1RU

LY
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KansAnwszAuMIindulatenounIanaass CPAC U nauseghafinnsdnaulatelassaues
Tusgdusnndign (X=4.27, 5.0.=0.53) ilefasundusiete wui defifieiadeeglusziuanniign leun nns
Fonaunimmauiatn CPAC atsasiiaueluusiazd/lasenis (X=4.37, 5.0.= 0.71) maidendeneuninnamnass
CPAC ulfrAnganingdmineedu (X=4.33, .0.20.68) msuurihlviButonsuninnamaia CPAC flosann
fennmifulslugmnimuazins (X=4.31, 5.0.20.75) uavmsidendensuninama’a CPAC iudaidenusn
dleflanudeenis (X=4.22, 5.0.=0.74) aud iy dauﬂﬁaﬁﬁmmﬁaasﬂui:ﬁumﬂ Tgun nnstuunltufiasde
ARUNSANALLASY CPAC Wndulueunan (X=4.14, S.D.=0.79)

nansAsEauingUsTasAde 2 Suwavasnsiuinindnualasdnsiidaananisindulada
ABUN3ANEILESY CPAC Tudewingsuns

NUNTIATIENNITONNBENYAD r;fﬁé’]’amwaaummé’mﬁ’uﬁ‘ﬁwdﬂaﬁaLLUiSaizﬁa 8 AW WU Ma
MssIvEBUNUNIAdIUsANSaduTus s IeiuUsBaszeg stming 0.348-0.828 waglinugsuusladian
duuseaAns anduiusioud 0.90 TulU wmziien Tolerance ogseui1e 0.231-0.578 uagen VIF ag3eming
1.730-4.333 FadslaiiAunamiflifiasaniym Multicollinearity agnsilifudndy Ssanunsahduusidigns
WnTwRnIsanneenvale
A319fl 1 waAndulsrAnsvesnsiusnmdnuaiodnsfifdninasednauladonsuninnamaia CPAC Ty
Janingiuns

o . Collinearity Statistics
fianUswensal B Std.Error B t P-value

Tolerance VIF
ﬂ"]m‘ﬁl 1.52065 0.17419 - 8730 0.001* - -
1. EXI (X1) -0.05130 0.03233 -0.07832  -1.587 0.113 0.573 1.744
2. EMI (X2) 0.17230 0.04418 0.19166 3.899 0.001* 0.578 1.730
3. PSI (X3) -0.04231 0.03808 -0.05%921 -1.111 0.267 0.491 2.035
4. OPI (X4) -0.21622  0.05262 -0.31633  -4.109 0.001* 0.236 4.244
5. OAI (X5) -0.06810  0.04973  -0.10652  -1.369 0.172 0.231 4.333
6. FEI (X6) 0.15193 0.05174 0.20186 2.936 0.004* 0.295 3.385
7. OCI (X7) 0.60148 0.05163 0.66504  11.649 0.001* 0.428 2.334
8. SCI (X8) 0.11457 0.05047 0.14142 2.270 0.024* 0.360 2.779

F=46.39 P<0.001 Adjusted R2 = 0.5071 R=0.716
MJudndnymneadf fisesu 0.05

KANTIATIVNMINNAENMAMAINAIT1ST 1 WU nisFuinmdnuaiesdngita 8 uanunsodauiu
osueAMuUTUTIuTeImsinAulatenouninnauiasy CPAC Tudwingiunsilidosas 50.71 (Adjusted R? =
0.5071) Inauwuusaesiidudfymneadn (F = 46.39, p < 0.001) Wiofiasandninavessuussesu wuin
awdnwalvamidney (EMN) d8nswadsuindonisinauladoodrediveddymisada (Beta = 0.19166, p =
0.001) nwinuaiveaadesiionargunsaldiinnu (FE) favswadauandenisindulateogneideddyms
a0 (Beta = 0.20186, p = 0.004) MWanwaUBIIMUFTTLBIANT (OCI) fisvswadauansensinauladontis

o o
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Hdvd1Agyn1eaia (Beta = 0.66504, p = 0.001) uaznAINanwainIsdsan (SCI) ddnswadsuanaenisandula

Hogulitud1Ayn19ada (Beta = 0.14142, p = 0.024) JatiuayuausfgIui 2, 6, 7 uay 8 auddu

Tuvasinmdnualvedisnissiiuau (OP) fidninasonisinauladestelifddaynieadd udil
Arnaduau (Beta = -0.31633, p = 0.001) Felaiiduluaufiamsi dvualiluaundgiu Fsliadvayy
auNAgIudl 4 daunmdnvalves{uims (EX) mmdnwalvesdudiuazuinig (PS) uazandnuaives
UTTUINABIANT (OAI)lﬂwuﬁmﬁwaﬁiamsﬁmﬁﬂaeﬁyaaﬂwaﬁﬁ’aﬁwﬁ’@mmﬁﬁ flesnndidn p-value iy
0.113, 0.267 wag 0.172 AUaey %ﬂlﬂaﬁuauuamaﬁmﬁ 1,348 5

Mnmanleneiansndeuaunisonnesnvnalugazuuuauldsed

PCD = 1.52065 - 0.05130(EXI) + 0.17230(EMI) - 0.04231(PSI) - 0.21622(OPI) - 0.06810(0A) +
0.15193(FEl) + 0.60148(0C) + 0.11457(SCI)

dlefinnsaneduusyAnsuinsgiu (Beta) nuin amdnuaivesiamssauesdng (OC) favEnadens
dnauladeinniian (Beta = 0.66504) 0%aun léur nmdnuaivesismasuiunu (OP) Felidvinalufiens
au (Beta = -0.31633) ndnualveuns esileuazgunanidnineu (FEN) (Beta = 0.20186) nmanwaiues
WiiN3a1U (EMI) (Beta = 0.19166) waznmanuninedsay (SCI) (Beta = 0.14142) mua1diu

dsduazenusena

1) ms3uinndnualasAnsvas CPAC

HaN13398NUIN NguAl919ln155uT nnanyalesAnsves CPAC Tnesiuegluseduuin oy
andnualvomiinanuiaiedegegn sosaanfonmdnvaivesiuimsuar Tmusssnesdns azvioudnfuilan
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Abstract

This study aimed to: 1) examine the influence of Perceived Destination Image on the revisit
intention of international tourists in Bangkok, and 2) analyze the influence of Perceived Tourist Safety
on tourists’ revisit intention. This study employed a Systematic Literature Review (SLR) approach
through a document selection process based on recognized academic databases and analyzed relevant
studies according to predetermined criteria. The conceptual framework was based on the Push—Pull
Motivation Theory, the concept of Perceived Destination Image, the concept of Perceived Tourist
Safety, and the Destination Loyalty Theory, which collectively explain the relationships among the
studied variables.

The findings revealed that a positive Perceived Destination Image is a significant factor
influencing tourists’ revisit intention. The key dimensions of perceived destination image include
tourism resources, facilities and services, accessibility, local communities, and linkages with other tourist
attractions. Furthermore, effective tourism safety management was identified as another important
factor directly affecting tourists’ revisit intention. Perceived tourist safety consists of physical safety,
health safety, and psychological safety, all of which contribute to enhancing tourists” confidence, trust,
and positive travel experiences.

Therefore, integrating the enhancement of Perceived Destination Image with comprehensive
and multidimensional tourism safety management can effectively promote international tourists’ revisit
intention. This integration can strengthen Bangkok’s competitive advantage as a global tourism
destination. The findings provide valuable implications for tourism policy formulation and strategic
development planning aimed at achieving long-term sustainability. This study applies the Push-Pull
Motivation Theory, the concept of Perceived Destination Image, the concept of Perceived Tourist
Safety, and the Destination Loyalty Theory to explain the relationships among perceived destination

image, perceived tourist safety, and revisit intention of international tourists in Bangkok.
Keywords: Perceived Destination Image, Perceived Safety, Revisit Intention
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N19AUNIG waruTNIsAtuaREAe 9 (Tourism Authority of Thailand, 2024) ngannuviuAstugIuziiies
VaNLATAUINANN TAUMTEINIUsEIA Selunumardrylunisisgeiinviesiinainiilan
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2) Lﬁléﬁmeﬁmi%“uﬁmmﬂaaﬂﬁa (Perceived Safety) fidsnasionnusslandunioussingn

o o

213619398 ININTIANTT NN INBIEEI1VAYEUNS VN 10 aUuN 2 wasnAx - BanIAN 2569 3]13



) Journal of Management Science Research, Surindra Rajabhat University,
Ot Vol.10 No.2 May - August 2026

awanwalvaauasvisaiien

amdnualvosunaiesiien mnedinsuiuazanulsevivlaveninvieniivaregamangyanemng
Fafnnnisussifiuesdusznaunansii safumeniw i AgnadauazAssnemnuazain Muuinis
LAZAANIMNSHOUTU FuanNNLIRdRLLAzINATNSAIUABAAY asmauIasTLLAYUSEAUNSalleTy
sEienRAuNg wnAadldsunisesuislag Gunn (1988) Mamdnwaiidtasaiiseuaulauasiagn
tnvionfisanduunioud vasfl Crompton (1979) wavinmdnuaiasiounssgslanaznmsuseifiua1ves
tinviesiisarewiomdeaniuiiviouiies dau Echtner and Ritchie (1993) Idlauoinnmdnwaisenaudedia
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tinvieuflenlfognsdiuszansnm
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) naun1sTuiauAuazUszaunisal (Perceived Value and Experience Theory)
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al., 2018) IngasAusnaudAnyvesnisiuinman laun auAmne1sual Aty AuAndn wag
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foNTsasNMITuIAMANTIUIN

4) Nneusegslanuy Push-Pull (Push-Pull Motivation Theory) 85ung1 Wg#Anssun1s
vieufininannuseudnanslu (Push Factors) Wi anudesnisinreunouarmmuszauntsallug uazuse
Asganieuen (Pull Factors) 19U AMWANYA] AIINAIYIUYVBITITUYIR Aanssuiiinaula wardssuieainy
dzman (Crompton, 1979; Yoon and Uysal, 2005; Lam and Hsu, 2006; Chen and Tsai, 2007) N1SNaUNa1Y
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V]ENW]EJ’J (Perceived Destination Image) mmﬂaamﬂumswmmm (Tourist Safety) LLa”mmmﬂﬁmaum
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UTIEINALABTIN IUATELU Chen and Tsai (2007) waz Chi and Qu (2008) U1 AMWANWAILTIUINGE
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Student in Master of Business Administration of Modern Management Program, Faculty of Management Science,
Surindra Rajabhat University, (....... Campus)

? 919138UseTanIv1n1390N1s AngINEINSINNTT unInendesvigaiuns

Lecturer in Department of Management, Faculty of Management Science, Surindra Rajabhat University

2.5.4 3w (e-mail) WiiuWSiavesidoundnu o Useaiuauunaing nasdoniny
*Corresponding author, e-mail: #n@18e13 *Corresponding author, e-mail: maharaneell@gmail.com

2.5.5 szyfiannudmiuiu/feu/Asuunain (received), ufau/Aiuflvunaiy
(revised) waz Ju/ifau/Ifinou Suunaau (accepted) YaIUNAIN ANUFI8819 Received: XXX
XX XXXX ; Revised: XXX XX XXXX ; Accepted: XXX XX XxxX nefifidoidouanzindously
FouszyIuil Wall luynnsnsans asdudimuntuiinw e.a. (@3addnse) Tuumeumussuuliviau
AUt uneuYensansT Tuddudaly Wiy Received: October 6%, 2025; Revised: January 10",2026;
Accepted: January 19",2026.

2.5.6 UN@nga (abstract) fwmualidl 1 vide 2 ety Wiiuiundagonaniw lneuas
2159w lasiilomitasnuazdesaenadestu uasgndesmundnlensel S1uaufiivnngaedos
1ailAy 300-350 ¢ Witmuardday (keywords) 119 3 - 5 i iellunisduduunay

2.5.7 umi1 (introduction) Fuasisiinesidosuanmmnaiinyidosiu uandiduintym
vievhioideiudauddinusmsuinsinmduaimndney erananisnngnisaifidudiomil
doaurlansnnnd lnssnnguiuaziansidefiierdesnd1ds atfuayu

2.5.8 TnqUazasAva991uATE (objectives) Tuasiannusjsmngvasnisiduiifosnising

ogls mnitinguszasdinnnimilssemslideunenduden Bosddumuauddny
2.5.9 n58ULUIAATUN1TIRY (conceptual framework) (£13) 1WunisussananIuAnsIv
onvsITefiuaninuRtesseninguUsifnm vioauufgiunside
2.5.10 s2108U353498 (research methodology) 85unefiaisantiun1sdnyl Inunaiads
Uszansuaznguiiegns iunvesngusiegne uvasteora msiiusiusudeya msldieiesle uazafiafld
lun9ideussesesidoya uladomibuideden il
1) Uszsnsuaznguiiogne Ined liifuiednvasesssansinlandudszens
Titsmuavdoursdau dlduisdiu Smadennduiedisedsls Swausetsdivunauiila Hus
2) \nsedlefiltlunmsitouazaunmueaeiesile Tagliszyiildiadesiientls indeile
fufarnindefionndenifiedls mniduaiodefifidouatiatuefidoesusiinsaine uarns
fuunnunmvenaiasiienuidesiuasidniauieinaiesflofiadaiinnuiismsuasiniofo wu

o o
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Flduuvasuniuiiadied wesfidosesursdaisadrsuvuasunin nsnaaouisarminiofieves
wuvaouny sy
agnslsinnu n1sdsuaunisnadamansluunany wy
TAit = B0 + B1(1/Ait-1) + B2(AREVit) + B3PPEit + eit
ludydnualfiunendinaiansnieaunis velidinusldsuwuudnusuuy Calibri
YA 14 Weud A1 vise JULUUSNYILUY Cambria Math Yw1n 11-12 wees den
3) mafiunusudeya leuesvaziBenisriunmsiusunsdeyainsunudeya
iols egals ienansliiuinlaldismsivililddeyaiiedelfigu dlduuuaeuau deseSuinieis
da FAunuuaouny usiu

4) nshasiziteya Wssyisnisdnnszyidudeyadiviusiusinanls Infindninael

Y 9
'

og11ls efureiadanldlunside Idinseiteyalneldaaifiodsls Tivaninasiozlslunsdaduin
gousunToUfasauNAgIY
winudedunuidewuunaunaiu (mixed methods research) Tideuszudayal
psuiuitaeluideifeai
2.5.11 uan153398 (result) Wiaminan1533eIiasuniunuingussasnvasnuide @
Wnausluguuuudoninu n1513 n wiegunw WWusu
2.5.12 ayUuazafiusena (conclusion and discussion) Wunsasunaiildannisdnunie
38 arsfiniseAusenadidunisveisesdanudildanmsagunalinirswnuasdaaud u iduns
Fsafludavauafenuidediviluuds Tumelanansitedsunnguiuiu vedlaeataguszasdua
anufgrureamIdedunuinia
2.5.13 Yaiauauug (suggestion) L‘T;Judauﬁ;ﬁﬁauiﬁ%’aLa‘uaLLuzeLuUizLﬁuﬁaLLdzgmmﬁ] i
\Redesiumsidouazdefunuainniside usnidu 2 vdedes Taun
1) Forauouurlunsiwansieluld wetliduinamsideiasiluliusslomine
Uszgnalusnueinge laegals wag
2) Forauenurlunionduioly ilevenelasadrsnudusineg vesnuideldnirwna
uaznsounquilymueansifelianBenasufuauysaidsly
2.5.14 fndAnssuusznia (§11) (acknowledgement) ilunisnaniauitatuayunisdidy
AT Tnoszy Jovu Fevhenuvderdlimu wazdeuussanadilasu famnlsifinuatvayunuddeill
AoasTY
2.5.15 1@n&1591984 (references) Tildszuus198emuszuuwInt (name and year system)
Ingdnguiuuves APA (American Psychological Association) (99® 3 n15ilguena1581989)

3. MITyulena1381984
madeuussanynsulunssusindeyaildluniserdeansaumesing o ARTevinsdse

U
v

Anwmelilunisdunsesideyafsrfulssiuiiaula Fuihligiezandnwanidoduausadoules
Uspuiifuasawmnnndeldlunsiamnemideluewanls egrslsia JULUUNSOBsanaivaneuy
11 1. APA style (American Psychological Association) 2. MLA style (Modern Language Association)
3. Vancouver style La 4. Harvard style 10usfu usiguuuunsensdaiiléfuamnuiendo uwuu APA Tnod
sUnuUNIsdundn 2 dau Ae 1. n1381985luiilon (in-text citation) uay 2. ns81edevineiduuie
ussuYNTH (Bibliography or References) Hagtiufinmsusuusailomliiianuiuady Wunssesiuns
Sredaiiommedod dnnsefinduazyiunsersdaunsdnliiaumnraniuawinesniulasady
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danduatiufanindsdl 7 (A 2019) MITIEAMEINTIANT WrinendeTedgaiunsiatvunguiuy
189D APA &3]
1. fvuagUuuunssnsds Miduniwisinguviniuluguuuy APA (7th edition) faiiu
Tulaunassnadeiiduenansmnawinedunwdinguimun (rumdninasives AC) Tagldianig
uwanadiuwity (alld Souasdonare) warld ¥ ae wnu e wwu 33am WnBans uasuays uganes
(2568 : p. 121) MAldidu Potisarn and Malithong (2025 : p. 121)
2. Wldionansdrsdaiidunmlnedeu Tnedeshdumuisdnusvesdosfinus anduduld
$re8afidunundangy tneFesddumuiadnusvesumanadidou vioTonueau viounusds el
nsdllaifidegusis Lififemhonulilideienansuny
3. msdraddluidevniosseyFordnusuas i Suddy dofu Tunsdigrdademn
lngnsvsaluIAnUIEl iadnaantaruuRduININduatumsIE Uil ime Tneiiuviseyied
fud Tnelddnuseos p. w3 pp. Gnmsersdedenmutuiissnindonld p. Buassa mudeeunii wu
p.14 §ilsnnndn 2 wii 19 pp. uasse susetaunti Wy pp. 156-162) wimndunsdliidunisagy
mivammﬁuaaLuammaLLmﬂmmwmm%vamawvuLawmﬂlm onviu nsdifiduduannduledilddia
wih wivnnludulsdidulwdaaumhlissyaumiie
4. nsdlerinus uazd we fudanioudu mssrdduenansliifiudnus a b c muds
AU .71 AoE9TUY
Bank of Thailand. (2021a). Guidelines for restructuring the labor market to drive Thai economy.
Retrieved from https://eeco.or.th/webupload/m_magazine/443/49/file_download/
29b14b6318c8b 49e81dcle7bec8edOca.pdf.

Bank of Thailand. (2021b, March-April). Look at the career trends of the elderly Retired but still
have electricity, can work. BOT Prasiam Magazine, 2, 32-33

5. nsdiliusingUitiud WEsnwsde n.d. @damumneiidudi wuy. vieluniwilne)

6. nsdliuviasdnsdannnit 1 s1ems Wildsemsensdanmvun lnsldiedesmnesmnia ()
Auseminauviasdnads neliFedifumineulundmuddu sndudifermilisesddunuisnys

nNIRle9BIYNETEAIL:
$19879 : ... (Purateeranrath, 2016 : p. 34; Potisarn et al., 2017 : p. 121; Nok Mueang
Subdistrict Administration Organization, 2018 : p. 55)
7. n3didedauvadddudomnliamsodrdanundaiule
NIAOBIVNEToAIIM:
$9814 © ..... (Booth, n.d. : p. 70 as cited in Potisarn, 2017 : p. 121)

3.1 Uwuunadsuenansdredsluiiion (n-text citation)
Tunnsensdaluni om %ﬁgﬂwuumiéjwﬁwﬁﬁammLLazﬁ’méﬂ'ammﬁme{’mﬁu Taedl
SrwaziBonuayiegi fail
3.1.1 nsdiginusd 1 au
1) sUsuumsdndwmihdeni : ang/(T, lauin)
#1908 19 : Wanichbancha (2006, p. 12) LA ¥n1959U5149 03,8910 15631
wuvaauny wazlaussanusnsinisneunaulisesay 40
2) gUuuuNMIBaTnedenIy : (@na,/l, i)

o
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fa9e4 : Tun1suanuuvasuay §I3elavinisussanagnsinisneunduiosas 40
(Wanichbancha, 2006, p. 12)

A va s

3.1.2 NSUNERNUST 2-3 AU

B
A va s

NI InuSH 2-3 Ay %L%ummqamaqQ’ﬁwuéﬂuqmﬁwaﬁaaﬁwdw and ndunns
damtndenny wagld & mndunisonsdeinedeniny
1) JUnuUNseBwmthdenay : ana’ and ana’/@) vie
ana’, ana’ and ana’/@)
#1981 : NM5ANIWBY Chancharat and Preecha (2023) Fliiiuinnanisendusu
vasustannzifevulunaandnnsnduwisssmalneanaslugiafl COVID-19 ungszun

2) guuunsBanedeny : (ana'/&/ana’/U) vise (ana’/ana’/&/ana’ /)
f18819 : COVID-19 fedamalvinanisaniiuauvesusenmiansidoulunaiavanning
wisUsemalneanas (Chancharat & Preecha, 2023)
3.1.3 nadififinudaou 3 autuly
nsdififiwusioun 3 autuly Wduuenavesinuseunsn uagaudie et al,
1) gUnuumssadanthdennu : anad I ot gl /(@)

#2981 : N15ANYI89 Booth et al. (2001) lung uUszinAREaiau1 4 ny

ANFURUSITIAU Imaﬁﬁmmﬂw@LLu’ﬂﬁuﬁaﬂ%’uﬁﬁﬂﬂmqa%’mﬁunuﬁa&Jm"]
2) JUWUUN1589BWIeTeAY : (ﬂfgaéﬁfzw‘"‘ﬁ(m"“’5ﬂ etal./ V)
#0819 - nqu SET 100 idwanelassas1adunu eradunauainiassadieauin
1‘1)1513%1?’33%553111%11waaaﬁﬂiﬁLL%QLLﬂi'aﬂﬁw'%ﬁmmmﬁﬂ (La Porta et al., 1999)
3.1.4 nsdiiliedfyanavionthonulunsifiu
nsdiflideifiyana Wy UTEN au1AL MeNUTIINTT Mhewenyu 3Fiamia mas
Tunsiiiant Weryiedfypaavionthesuiududinus
1) Uuuumsersdmihdennu : Jomeau/@)

$19819 : Office of the National Economics and Social Development Council
(2022) wuihnswanuaznsdseendufevnsdniagudingifinamanaumsuuuinvi oidududdild
aayadisliuiians

2) JUKUUN59NBWIETeANY : (Formioau,/A)

#29813 : N1sndnuazn1sdeenduriemsdniagudiulng fenndndunigy
wuuiius edududniiliasrayad i aliunfanis (Office of the National Economics and Social
Development Council, 2022)

3.1.5 3l i@ edAyanavIemitsalunsifiud uazdnislidegevesiiynnanie
smhesuiluadedaluiigds

a

nsdlfilidedAyananiemitsaulunisiiud wazfinnglddedevesiAynnanie
wihpnuiluadidalufiends lumsersdendausn IldToduvemieau 2ududedede drunsensda
afadnly annsalddedeldian

1) sUuuunsenedmihdenin : nsendendausn 19 Jemhenw/ @edonieau /)
dumsensdendadn 4 10 14 mssradendadaly Fedemhonw/@)

o o
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f0879 : f}7iay7050ﬁ73\m 51 ...The Office of Small and Medium Enterprises
Promotion (OSMEP, 2022) wuiniawisvuindendsiidnenmuaslonalunisiiulalussdush Hadu
A3 Yinwe MmaiitsdeyauaznisuTuim
158 NBeTIAlY .. OSMEP (2022) duadulifiamiavuingoumiumadnfaundminensuienug
Fmnzay

2) sUUUN158198 e teAI : M381edenansn 14 @/ @egenieaul/

) dumsensdandadn o U e nsendendadinly @odemapa,/A)

Fredns : msedInusn . Aamisruadeudilidnennuaslonalunisiivialy
SEAUMI ﬁyqd’mmmf Wnve n1siddadeyauazn1sUsuaa (The Office of Small and Medium
Enterprises Promotion [OSMEP], 2022)
mednbmisdaly .. damismundeulanianznduems fesmuumnadnfaumadmineinsionug
vy (OSMEP, 2022)

3.1.6 nsdiftlifidedanus uarlifidomitosulunisdfiu Wy tenansmiangusne uie
ansauwanduduvilosnudy (uvlundide/unaiilunsans/asnsy) va Tlideonaisuny
1) jUuuunseadanthienny : Jei3es,/@)
F19819 : “NIEI1TNRadss1vand@asu 60 U" 14 The Sixtieth Anniversary
Celebrations of King Bhumibol Adulyadej's Accession to the Throne, (2018) ...
2) sUuuumssdenedennu : @eisesvdedengmune, /)
A0819 : "NsEsvUy AR NATEILIIY WA, 2541" Tunwidengy Ae Labor
Protection Act B.E. 2541 (1998) 14 w3190yl AANATOIMTIIIUN.A. 2541 LAAIMUANINTFIUNIS
AunsoanssuiustlignienauldsunmsujoRanuisdisegavinfientu (Labor Protection Act B.E.
2541 (1998), 2023)

3.1.7 nsdldunteal
nsredsianmsdunvaliilufinmameunsansisae Widsusdduidemviniulaelsl
dodldidusenisgadaineunainy wiemndidedesnisiiidulyaundnasesssunisidelunywd
ansasyyaLLAvesignauntval 1y “nislilnsdmitledeiduesendmivdgseny..” @nthu n,

FunwaliloTul 5 naunieu 2561)
1) 3UuuUn138198 1T er : Snwsted o

” o « 0 o, -
KA NdUNB WA NdUNB
t O

/ana /(personal
communication,/taeu/3u,/U)

§10E19 : Tokugawa (personal communication, January 25, 2019) Tdelausuuy
ALBLIATN...

v o, -
W8 NE UNTW

2) 3UuUUN138 198 et eAdy ¢ (Fnwiged 8"t /ana

Aandumel /ersonal

communication,/\fau/3u,/U)

Fa0819 : anTasenienisidostamuad naaudy (. Tokugawa, personal
communication, January 25, 2019).

faoy1en1sld urndund : Itis reported that ... (N. M. Blampied, personal

communication, June 10, 2023)

3.2 SUNUUNSI0BULLNE5819B9INBLEN UTTANUNTH 1301anEa1581984 (Bibliography)

o o
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1) Ussmvynmn719/7214&/71/724Uaz17un7y7a”\1nqmf\mm Teil Founmuineriinusviete
unAusans Sedlngiasinndeudununsinguliogud drwdeduss Tounanu wagdu 4 s
wadunmwidsngy Wideunsavasunnivled Tagldnwdinguiidusngeguds wu Jeduss
Mwdange mneumanulgudanu ﬁ%ammé’qﬂqwagjjl,m”ﬂﬁi%%afh q Lilgdunsdeutunies

2) Wswrmenansaligndslvheunanuiiosmudiusnusvoumnassndauaranagideou
el umdsrensdredeimsunsmndunwdug Aldliandings Wy nmwilne Ivisey [in Thai] 2191
wnud Tiszy [in Korean] iduvneniséndausiagsiens wimnnisensdadunivdng luseassy

3.1 nadeuderdinug
3.1.1 nyglglinus 1 Ay
RIGHIE aqa,/é'ﬂmsja%a./(ﬂﬂmﬁ).
A79E79 : 39991 Indans (2560) 14 Potisarn, W. (2017).......

3.1.2 NSNS 2 AY
sUkuu : ana' /8nwstee’ /&/anaz2,/snwsdete’. /(Uium).
A79819 : 33051 InSans waruayy usdnes. (2560) 14 Potisam, W. & Malithone,

v

3.1.3 nsdlginusacue 3 Autuly waldifiy 20 Ay rldvedtnusynnau Tngldnsemune

(,) NMuseninade uagld & Wouana snwstednvesinusaugaring

suluu : ana'/dnwsgede’/ /ana2/dnusdetie’/..& ana™ """ /Snusdede™
RV G T

A0819 1 313957 InBans, dnsned WWeduns, 458018 qAusTh was Usznns

q

yeyuaon. (2562) ........ 14 Potisarn, W., Juajun, J., Sukantarat, & S., Boonplod, P. (2019)........

s d'

3.1.4 nydlgdnusiAu 21 au Lildveddnusaun 1-19 TAsuYNAL ANAIBLATEININY

U

(,) 2550 UMY ... LAYANA DNYSHBTDVDILNNUSAUGAINY

1 U q
sUkUU: ana’/anwsgete'//ana2,/anusdete’ /... /ana’ /anvstete C. )./ ana

AUEAYINY AUEAYINY
~ E A

/Snwsdede YNN).

f79814 : loannidis, N. M., Rothstein, J.H., Pejaver, V., Middha, S., McDonnell,
S.K., Baheti, S., Musolf, A, Li, Q., Holzinger, E., Karyadi, D., Cannon-Albright, L.A., Teerlink, C.C,,
Stanford, J. L., Isaacs, W. B., Xu, J., Cooney, K. A, Lange, E.M., Schleutker, J., Carpten, J. D., ...

Weiva, S. (2016).

o o
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,EL .

3.2 $r98ennunanalunsasgliay Wwiensasdiannseding

LRIGLL
ana /Snwsdede./ Ufifiun)./ mawmm JForrsavisengans, Viasui)aanth.
ana /aﬂmaaﬁua /TR Founeu /7fm7§“msmaumsfms/ ﬂw(a‘uw) /\@aunin,/
http://doi.org/doi
*ffsuanansodentd DO wuuduviauuuemild

Bunsin, O. (2014). Guidelines to create production oriented enterprise for community enterprises
in the industrial sector. Silpakorn University Journal, 10(1), pp. 1572-1589. [in Thai]

Taweewattananon, P., & Yansomboon, S. (2022). Electronic service quality, perceived value, and
service satisfaction of digital comics applications. Business Administration Journal, 12(2),
pp. 88-99. [in Thai]

E.M. Feit, P. Wang, E.T. Bradlow, & P.S. Fader, (2013). Fusing aggregate and disaggregate data with
an application to multiplatform media consumption. Journal of Marketing Research,
50(3), pp. 348-364, https://doi.org/10.1509/jmr.11.0431

Khan, A., Huynh, T. M. T., Vandeplas, G., Joish, V. N., Mannent, L. P., Tomassen P., van Zele, T,,
Cardell, L.O., Arebro, J., Olze, H., Forster-Ruhrmann, U., Kowalski, M. L., Olszewska-Ziaber,
A., Fokkens, W., van Drunen, C., Mullol, J., Alobid, I., Hellings, P.W., Hox, V., ...Bachert, C.
(2019). The GALEN rhinosinusitis cohort: Chronic rhinosinusitis with nasal polyps affects
health-related quality of life. Rhinology, 57(5), pp. 343-351, https://doi.org/10.4193/
Rhin19.158

3.3 319899 nvilede wilsdeuta 5189y visedle

F240e1
ana,/enwsdete./ANRuUN)./Tai504./(Ruia3si).Allesiius//dinfiam,
ana,/dnwstede./ANNuN)./Fai5a9n 1w suatu/[Felean1wsangu]/(Nuiasai)./dlesnfiam//

ANy,

Findlay, I. (2018). Business communication now (4th ed.). McGraw-Hill Education.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis. Pearson
Education.

National Statistical Office (NSO) Ministry of Digital Economy and Society. (2024). The Labor Force
Survey Whole Kingdom Quarter 2: April-June 2024. Thailand : Social Statistical Division
[in Thai]

Miamphon, S. (2014). Thritdi kan banchi lem 2. (Accounting theory volume 2). Bangkok:
Infomining Press. [in Thail

Wanichbancha, K. (2006). Statistics for research (2nd ed.). Bangkok: Chulalongkorn University
[in Thail

o
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nisdeuta
Pastoureau, M. (2018). Blue: The history of a color [M.l. Cruse, Trans.]. Princeton University Press.
(Original work published 2000)

3.4 319999 UNIUNLSHD

CRIGEN
ana,/Snwstetevesfinus /(Viifum)./Fo1509./In/Snustedevesussaninis /ana/Ed. vie Eds)./
RIGEN
Fomide/(awmth)./driindi.

Elson, D. (2011). International financial architecture: A view from the kitchen. In N. Visvanathan, L.
Duggan, N. Wiegersma & L. Nisonoff (Eds.), The women, gender and development
reader (2nd ed., pp. 295-305). Zed Books.

Yukongdi, V. & Rowley, C. (2017). Chapter 11 -Business Networks and Varieties of Capitalism in
Thailand: Adding the Context of History, Political Structures, and Social and Cultural
Values In Nolan,J., Rowley,C. & Warner,M. (Eds.), Business Networks in East Asian

Capitalisms (pp. 235-268). London: Elsevier.

3.5 819d9niulad

Fde
ana,/Snwstatie./ [,/ Ju/deuiiwewns)./Faise./meavBoanisiiud (G15)./ Mg iulus.

Monaghan, E. (2019, December 10). 5 reasons modern slavery at sea is still possible in 2019.
Greenpeace. https://www.greenpeace.org/new-zealand/story/5-reasons-modern-
slavery-at-sea-is-still-possible-in-2019/

Phromchana, M. (2021, September 9). The state's mission to alleviate suffering and promote the
well-being of the people. Bangkokbiznews. https://www.bangkokbiznews.com/
blogs/columnist/959060/

Planning Division, Chiang Mai University. (2021, November 16). Chiang Mai University Education
Development Plan: Phase 13 (2566-2570 B.E.). https://planning.oou.cmu.ac.th/?p=3570

3.6 8199991 INYIUNUS FI5UNUS UaN15I8DHTE

FUTE
ana,/nwstede./ANNuN)./ToTne 1 dnus./seaudSygveringinusuasvieUssinvvesing inug

ASANUS./FBUMINYSe.
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Ketpenwong, T. (2022). Social ewom toward brand attitude and brand advocacy of Streaming
Video on Demand (SVOD) brand in Thailand. [Master’s thesis]. Mahidol University.
[in Thail
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