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Community enterprise management guidelines case study of Chalobon Chakri, Ban
Kiew Subdistrict, Mae Tha District, Lampang Province
Wichien Wongwanl, and Hussaya Wongwanz*

! Thailand National Sports University Lampang Campus, Lampang, Thailand

? Faculty of Management and Technology Lampang Inter-Tech College, Lampang, Thailand

Article Info Abstract

Research Article The research objectives are 1) to study the management aspect of community
Article history: enterprises 2) to study the guidelines for community enterprise development Chalobon
Received: 29 January 2024 Chakri Community Enterprise Member Group, Ban Kiew Subdistrict, Mae Tha District, Lampang
Revised: 29 May 2024 Province. It is qualitative research. Data were collected from a group of 35 Chalobon Chakri
Accepted: 31 May 2024 community enterprise members, consisting of 1) leaders and stakeholders, 5 people, 2)

community enterprise group members, 30 people. The instrument used was a semi-

structured in-depth interview and small group meetings qualitative data analysis used content

analysis. The research results found that community enterprise management, members are

Keyword

most satisfied with the product or service deal. Followed by market management knowledge
Guidelines,

and information management, community enterprise leadership and management,
Management,

community enterprise operations planning and management of community enterprise
Community enterprise L . . .
members. As for the guidelines for developing community enterprise groups to have
continuous activities, they include the development of group members: promoting savings as
an investment, strengthening knowledge on growing other vegetables, making your own

fertilizer to reduce the cost of growing vegetables for members. Production and marketing

*Corresponding author: development, promote it as a tourist destination, creating production plans and increasing
xbonus3@gmail.com channels for distributing products and product processing. Knowledge development a
learning center for growing organic vegetables has been established. To be able to transfer

knowledge at every step to interested people and members of the next generation.
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Administrative Organization and 2) to study transformational leadership and human resource
management that influence the performance of personnel in the Nonthaburi Provincial
Administrative Organization. A questionnaire was used as a tool to collect data from 258
personnel in the Nonthaburi Provincial Administrative Organization. Statistics used in data
analysis included mean, standard deviation. and stepwise multiple regression analysis. The
results of the study found that 1) the level of opinions of personnel in the Nonthaburi
Provincial Administrative Organization In terms of leadership, change, influence with ideology
Inspirational aspect Intellectual stimulation and consideration of the individual at a high level
and the level of opinions of personnel in the Nonthaburi Provincial Administrative
Organization Human resource management in the Nonthaburi Provincial Administrative
Organization Human resource management Recruitment and appointment Discipline and
maintaining discipline In terms of enhancing efficiency in government service Resignation from
government service and personnel planning and positioning at a high level and the level of
opinions of personnel in the Nonthaburi Provincial Administrative Organization Performance
aspect Performance according to roles and duties and performance according to the situation
At a high level 2) In terms of having influence with ideology Recruitment and appointment
Personnel planning and positioning Influences the performance of personnel in the
Nonthaburi Provincial Administrative Organization. Statistically significant at the 0.001 level
and intellectual stimulation has an opposite effect on the performance of personnel in the

Nonthaburi Provincial Administrative Organization.
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‘Ui’lﬂg]’jWLLUUﬁEJUmMﬁIQWMWﬁﬂzLLuugl’jﬁLLGi 0.66 - 1.00

4. duuvasunuiivivlssuilondaluneassiy
Uszrnsiilaldngusegissiuiu 30 ¥a iemauninwes
winaile Taun1smen Reliability veswuvdounulagld
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WY A MUULUUY UABU (Stepwise Multiple Regression

Analysis)

Nan1538
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VY AN ﬂﬂmamﬂmnﬂuamm‘sm‘msmu
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FIIAUUNYSF
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Y ' < v

nausegrsd@lnglunangs Andudosay 69.4

q

wazinave Anidusesas 30.6 lnsdrulvaifitnceny 41 -
a5 U Aeduderar 31.0 drwlngfissdunisnuiidnie
syauligns Andusesas 71.7 drulugdnseiiumis
$1919015 Aevdudesas 52.7 drulungfseldsnia
20,000 Un/ieu Anduiesay 35.3 dwlniissesian
Tunsufohnumnnd 10 Pauly Amdudesas 50.8
seauaaduaiuazszauauAniuves
yAanslueeAnITuTNITdUIMTAUUNYS A1uNanIs
YUY Frunrazdiinisidasundas wasdunis
USsninensayud
MleTeszauAduItwassTAuALAnLAY
YBIYAAINSIUBIANITUSMTAINTMTAUUNYT AUNANIT

a wa v

U R Arune

o s

NINYINTUY WY

o

"msiUABuLUaY waiunN1TUIvg
NUIAEAINTIUNANITUJURI UV
yAansluesAnIsusmsddwinuunysegluseauunn
(X = 6.13, SD. = 0.38) WoR9150151881U WU F1ung
UFUA U uunuIntd1i kazd1unisu g Uaaa
anumsaleglusziunn danadewindu 4.13 uay 4.14

AUAIAU (AN5197 1)

a5197 1 szaumnuduaiwesyaainslussinisuimsdiudminuumu muranisuiifou

nansU{UAY X SD.  IZAUANAALIY
1. msuFTRNummunU Mt 4.13 042 11N
2. nsUfuRnunmanIunsal 4.14 043 110
57 413 038 W
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A5797 2 sEAUANAAILYIUAaINIIUBIRNTUSNSEIMTAULNYS funziinisdsuulas

nan1sUURI X SD.  STAUANAALI
1. punsiidviznaseeiianunisal 375  0.66 taly
2. mumsasieusatunala 374 067 N
3. funsnszAunetya 372 0.70 11N
4. iuniseniladadalanyana 372 070 1N
37U 3.74 0.62 an

NMTNA 2 WU TngnImsInsERuANAALY
Y8UAAINTIUBIANITUIMITEIUTITAUUNYS f1un1ie
gurn1siUdguwlas luesdnisuimsdiudminuunys

wud egluseduinn (X = 3.74, S.D. = 0.62) idlofiansan

180U WU AreinsAsuwlasiunsiBviwe
ag13dgaunsal AuNTasIaLsduAale Aun1InTERu
melayayn waganunsailadadaanuana agluseauuind

ARAWINTU 3.75, 3.74, 3.72 U 3.72 ANAINU

A15197 3 szAUMNAATILYIYAIINITUBIRNITUSNIAT M IAUUNGS MunISUTIIMSNEInsUY Bl

nan1sUURIU X SD.  STAUANAALIY
1. FUNNTIIAUTAT IR AL ATATAUAR WAL 3.83 0.55 17N
2. ﬁwum'ﬁaiimLLawﬁa}LLm&u’q 3.97 0.56 un
3. gunsiasuasissgavsnnlunisufiaanu 388 053 N
4. udteuarn1ISNYITY 3.89 0.60 170
5. AMUN1TANDBNAINTIVANT 3.87 0.52 170
371 3.89 044 10

21915197 3 1udn TeenmsmszRuAAaLiy
Y8IYAAINTIUBIANITUTIITAIUTINTAUUNYS AUNg
UImansnensuywdlussnnisuimsdudminuunys
wud egluseduin (X = 3.89, S.D. = 0.44) idlofiansan
FIUANU WU NFUTIINTNOINTUYBE MUNMTATIIIUAY
UFTUAIHY FuiTeuasnnsinuite dumsaiuaiig
Usgdnsnnlun1sufufsnunis Aun1saeenang1vnis
WATATUNITINUN USRI IS AL AT UAf LTI oglu
sysiuann fidnadewiniu 3.97, 3.89, 3.88, 3.87 uas 3.83
ANEAY

o

Jaden1asguin1sidd suudasuaznisuinig

¢ daa a '

ningnsuyed NBvswasdenan1sUURUvIYAaINT
TuaeAMIUTMTHINIMIAUUNYT
NMyiRsgvteyaldn1siinsgrinnnoenva iUy

Y UnoU (Stepwise Multiple Regression Analysis) WU

18

AanUsneguinisiufsundasuarnisuimminens
wywd Naunsaneinsalnanisuuifauvesynainsly
ANV W TAUUMYS Wiseautied1Aty 0.001 Ap

AuNsiianSnasg1adiaaun1sal (X)) AUNIsaTINILGY

v
(%

UTTIUAINT (X,) FIUNTTINURUSATINIF WAL AI1UA

FANUL (Xs) wazaun1snsea un1adaan (X;) a1
duuszavdanduiusnugas (R) wiriu 0.506 Arusuudly
Tuniswennsal (Adj RY) windu 0.245 fianuszansninlu
nswensal $esay 25.6 lasdanuaaaadousnasgu
Y TneINTal Wiy 0.330 Fnns1edt 4

mam'ﬁmswﬁmmmaawmmiumsmﬁmﬁﬁﬁ

¢adaal

WeanuAkUsneInsalianga weldlunisaseaunis
Wensal bakn Aunsidnsnastadianunisal (X,) Ay

N13ATINHALUTTUAIAG (Xg) ATUNITINUHUBATIAE
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wazAmUAIULY (Xs) wazaunsnszdunieslaa (X,)

SNYALLBYARINITIN 5

M19199 4 Ardudseavsanduiuswyga dudszdvonisnensal sanmmeaeutuddgmsatinvesiuusiinanluaunis

LLa%ﬂ’Nllﬂa’mLﬂaaum’lmiﬁﬂuﬂaﬂﬂﬂiﬂ/\l&ﬂﬂiﬂj

fauUsnensalfidnluaunis R R’ Adj R F SEest
X4 0.428 0.183 0.180 54.438*** 0.344
Xy Xg 0.478 0.229 0.223 37.819%** 0.335
X; Xg Xs 0.494 0.244 0.235 27.281%** 0.332
X, Xg Xs Xs 0.506 0.256 0.245 21.813%% 0.330

o w aada o
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This research is to 1) study product composition and purchasing decisions of herbal and
healthy food products in Amnat Charoen Province of consumers after the COVID-19 situation,
and 2) study product components that affect consumers' purchasing decisions for herbal and
healthy food products in Amnat Charoen Province after the COVID-19 situation. This research
is quantitative research. Using multi-stage random sampling, the sample size was determined
from consumers of herbal and healthy food products in Amnat Charoen Province, using Taro
Yamane's formula, 400 people. The research instrument was a questionnaire, data were
analyzed using Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA).

The research results found that consumers' opinions on the decision-making dimension
of herbal and healthy food products in Amnat Charoen Province at all 5 aspects are at a high
level, arranged in descending order: inquiry and answer, knowing the product, support side,
product liking aspect and decision making. The overall the product components dimension
of herbal and healthy food products in Amnat Charoen province is at a high level, when
considering each dimension individually, consumers' opinions are consistently high, ranked
from highest to lowest: potential of the product dimension, expected product dimension,
complementary product dimension, product appearance dimension and core product
dimension. The results of the confirmatory factor analysis of the product component factors
affecting purchase decisions revealed that the three product components: core product,
expected product, and augmented product, significantly influence purchase decisions, with

an R? value of 69%, statistically significant at the 0.05 level.
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P 1Y a
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P 1Y a
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ngufa0g13 FeArduuszansLoainuasasoutAInnis
A fe 0.92 usidlefinnsansneusasdade ogszming
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AMOS18 wazlim1ddfsovay A1RA Y d@23uLl 89Uy

110557 ANEARLA-duAI5 A1 Relative Chi-square %39

A15197 1 ANduUsSEANSweaN1v89ATaUTAYBILUUAB UL

CMIN/DF AN@9H7TASEAUAINUNAUNAY AR YU AINY

ADNARDATIAUNNS A1 RMSEA wagA1 RMR

. TR Aranadodiu
Uadpivinnshnen
foulsu nwasusu (Reliability)

DIAUTENOUNARA N

NARAUINAN 4 9o 3 9o 0.88

sU a9 549 4 g9 0.94
HAnSTTIRIAN TS 4 98 398 0.94
NANSUIIAIU 5 48 4 9o 0.84
Fnenmiliefundndos 599 4 98 0.96
nsinaulatde

NS3INHARSUN 6 U0 5 4o 0.96
MsTutOUNERS T 548 2 98 0.97
NSERUANLATABUY 4 9o 2 9o 0.93
nssnaula 4 9o 2 9o 0.83
nsatiuayu 5 49 4 9o 0.91

Nan1sI8 10,001-20,000 U wsiaiiou Antdusesay 27.0 drvudaly

Arounvuaeunmluduilaandndamiayulnsuas

gmsifiegunmdsningiuaiasey wuan dadugidume

a

wie Anidudosa 71.7 dawlugjeny 41-50 T Anduses

az 52.8 avudald Ae 81y 51-60 U Aedudeway 19.7

daulnginsAnwrusynns Andudesay 53.0 a1du

falu Ao USayln Aavdusesay 25.7 daulugsiela

Ao s18l@u1nn71 50,000 UnsaLieu Anduseuay 26.0
dulvnandnawenvu Andusesas 47.8 drvudaly fe
winauwessy Andudesay 21.0 Wrvesianis Anduses
av 16.7 futemanisdeaseeulatl dilvgldveans
Line Amduseway 73.5 drvudaly Ao ¥eema Facebook
Antdudesay 15.3 Yaenng Instagram Anidusevay 6.7

wazYeInna TikTok Anludesay 4.5

M19099 2 nanFAATzvideyafeiueiusEneuNGnfTivesmanduayulnsiareseguAMYRITIvIn

IUINITEY NINTIY

29AUTENAUNARAN X S.D. asulaka
FUNAR TN 3.59 0.88 170
AUFUI AN 368 086 aly
FuNAn S iananTs 3.90 0.87 170
FUNARIUINAIU 3.86 0.88 170
FudneniTURaR S 4.04 0.93 1A
ANTU 3.81 0.77 4n
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M19099 3 KanFeTzvideyaeiunsdnduladevewdndadiayulnsiazomisiioaun nvedming ualasey

AN
mssnaulade X S.D. nsudana
AUNTIINHENS U9 4.17 0.84 10
FuNSTUTOUNAR 0] 3.71 1.21 11N
FUNTEOUALULAEAOU 419  0.82 110
prunsinaula 343  0.96 Uunang
AuNSATUAYY 373 0.82 taly
ANTU 3.85  0.71 11N

911719197 2 waz 3 {uSlandaufaiuse
asdUsEnaunAndudayulnsuazemsiioguamimin
91Uy NI agluseduinn (X =3.81) Wefin1san

F1ea1u WU fuilaadadnudaiuseosdsznau

nansuel aglusyiuunnynay Beswuaisuainuinium

Y

I~ v LY

98 AD AMUANYAWA IV UNARA I (X =4.04) AU

NANAUTTIAIANTS (X =3.90) AUNARN AU (X =3.86)

AUFUIINERA Y (X =3.68) WazUALATUNGR TN

| £

(X =3.59) drnguslnaiinnudaiudenisdnduladaves

Y

Huslnandndusiayulnsiazoimsiioguaindanin

g1y tunmsimegluszauiin laeda1iade 3.85

a £

Wefiasanseaiu wuln Juilaadanudniusenis

v a

fnaulate aglusyauun

Y

Moy Ao ATUNITHOUMLLAEABY (X =4.19) FMUN1TIaN

4 $1U L389RNUaT UL LY

HANSAMI (X =4.17) Aunisadvayu (X =3.73) uagiu
MsTureuNandaei (X =3.71) drusuitegluszduiiu
nan e unsindula (X =3.43)
AOUYNNTIATIEAANNFUNUS LAYIINSIATIEY
AEATANITIATIZ0IAUTENOUTNE1993 (Exploratory
Factor Analysis: EFA) Lagn 15T LAS1E% LT 98 udu
(Confirmatory factor analysis: CFA) YaauUsunatade
AueInUsEnaunaniue Inneinlsdunaladiuig 18
fuls waziuUsudidadedunsindulateresuilae
Tamamulsdanaladiuiu 15 @auUs uinsnsiadeu

a

ANMUFUNUTAEITILAT

ee

NOIAUTENBUNANAILNITNYY

wnuAs Varimax lagldadAnageu KMO (Kaiser-Meyer-
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Olkin Measure of Sampling Adequacy) wazA1 Bartlett's
Test of Sphericity tinN153UNEUAUFUNUTVDIRILUS
Tl eeaflifoddymeadnfl 0.001 feseazidenlunsng
7i 4 uae 5

fadanssdi 4 WAAINITIUNGUAMUTURUSAINUT
TnyaeednUsulsnussAUsznoundaf sl naznig

dnaulate fellsuavidensadl

v
v o

1. fuUsueenuasAusEnaundnsde 3 nauty 3
fudsdanald 18 duus fail

1.1 wdnsauingdn (Core Product) Hudsdanala
9 duys lawa duinnssuludandiunavansadinain
533091A FanmngfunninennTodldlaguam fnns
widglunguslae dgeslvd q fineulanganudiainis
voujuslangnann fvuiauuzthilvnzay asnindens
T fnuaudfnanvaglindennssmiuaiudenis &

o o

PR PN HETRE VI

1.2 nAndauaifin1ans (Expect Product) Siduys
dunald 6 fauUs laun AunImwazUITUIMATININAIY
ADINTT LONANBAINANAUNTALIU HARAUTIAOUAUDIAIIY
Foan15ld nanduehduinsdud windounazadinain
555u97A nonawlianug Tiduwugdn wagnaudoasde
voawdniasile wanAusiidnsanlinsguLasdud
gaudy uazNISEIUIEAINATAINTUNSIEDNT aNAR 0
Frevilideiulundnsous

1.3 nanAm9inu (Augmented Product) iA2ULUs

dunald 3 dauus laun Preilunguamsisnieduegned
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2. fawdswlennunsdnduladerdu 3 nguiu {67
wUsdanmbe 15 Anusisnvazdennatl
2.1 N1533nuAnSu9 (Aware) fFuusdunala 8

a o 4

fauds b SAnkandueiwazyselevinssiuanudenis
WisuisudedildSunnwdadusinouriinisde aunm
wianganiugusuunsanduiia dnsuanddiiiugs
Audnwazitaay ninnunelideyaIouiisunagls
arundlalundndast aunseitiinauladondo mioys
uaAuaNTRkAnSuTnourhnste Wedtiymannsld
Tasumsunladgmiegissnga

2.2 nsatiuayu (Advocate) Afuusdaunala 4 6o
wis laun nisldensuaiuazaiuidnlunisdndulauas
Fondendndast n1sldanuidniouiisuauunnsng
Aanrdnfusilvineuaussaudeanisundign ns
Fendondndustannsauansanuduiinuld n1do

NAnSuAs 19PNt B lNUTINUle

2.3 nMsinaulade (Act) dwdsdaunale 3 fuds

'
=

laun Welasunsunladymegnmsne naudianel

wazBuiflazifondnfasiandn nisussdiumssuiuasiud
flvdenansneianads mudlodgmarnidvemansost
281959157
ilevhmsimseiamindavduiusvesiudsng 2
U978 1agn157LA 18 LUNS g andunus veen uys
29AUSENOUNARA N WU aunsayinnTilas1zrtadela
Fahluvsulumaiolimluwaiiruaenadenaunduiu
Toyaiauszdngaieraiinsing 9 laun CMIN = 260.587,
p = 0.052, CMIN/DF = 5.318, GFI = 0.965, RMR = 0.040 ,
RMSEA = 0.074 L@n931 luinadlnnunsadalasiasaves
Fudsdunmldina 18 duds wazdlovhnsinsgmumsng
anduiusvesiaudsnisindulade wuin awnsaviinis
Faszidadels Fwihnsusuluea elilumaiiaiu
geandonaunduiudeyaelsedng laud CMIN =
74.051, p = 0.055, CMIN/DF = 2.389, GFI =0.988, RMR =
0.021, RMSEA = 0.042 Lan971 1ulAat A UASILT g
Tnssadrevesdnudsdunaldn 15 dauds feseasdeonly

A15719% 5

A15°9% 4 wan15InA1 KMO wagan Bartlett's Test of Sphericity U83fuUIUNA1UBIAUTE NDUNANA UIILAZ FHILUTHRS

Funsinaulade
sl Ywtinasdusznay " Bartlett's Test Cronbach’s

Eigenvalues of Sphericity Alpha

PUDIAUTTNOUNAR I

ARNSuYInan (Core Product) 6.564 0.845 8295.281 0.951

wAnSuTTinInnTs (Expect Product) 4.064 0.773 3845.63 0.900

NARANIAIU (Augmented Product) 2.315 0.662 1331.761 0.827

PUDIAUTTNOUNAR I

N533INHERsUN (Aware) 5.556 0.828 6406.663 0.935

nsauuauY (Advocate) 2.963 0.735 2115.226 0.882

nssadulade (Act 2.235 0.685 952.491 0.816

N333INHERsUN (Aware) 5.556 0.828 6406.663 0.935

37: INNNTATUIN
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A15199 5 NaN1SAATIZYBIRUSENoURSEuTuYadlunanisinne 2 Jadusaminusdans ndsnsusuluna

M3InasRUsEnauNaniueiranuUsELNR

msansanaulatenafuusdann

Fix Level — — — —
Reference nauysu nalsu nauysu nalsu
Index  Acceptance e D] dguma
Tuea Tuea Tuna Tuea
x? Schumacker and , ,
X? I 7711.584 260.587 WU 4922.81 74.051 WU
Np=.05 Lomax (2010)
Schumacker and . ,
p-value p = .05 0.000 0.052 WU 0.000 0.055 WU
Lomax (2010)
X2/df < 3.00 Kline (1998) 58.421 5.318 Tl 56.584 2.389 N
Hu and Bentler . .
GFI 1.00 > 0.527 0.965 WU 0.106 0.988 WU
(1999)
Hu and Bentler . ,
AGFI 1.00 > 0.388 0.878 WU 0.601 0.854 WU
(1999)
Hu and Bentler . .
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The objectives of this study were: 1) To study the identity of the Salaengthon Village,
Prakhon Chai District, Buriram Province, 2) To develop products based on the community
identity of Salaengthon Village, Prakhon Chai District, Buriram Province, and 3) Evaluate the
satisfaction with prototype products of the local community identity of Salaengthon Village,
Prakhon Chai District, Buriram Province. Using qualitative research methods with a sample
group of 30 people in product development, data were collected from focus groups,
observations, and ballots. Data were analyzed using descriptive methods. and quantitative
research with a group of 50 general people, satisfaction questionnaires Data were analyzed
using statistics: percentage, standard deviation. The study revealed that the community's
identity encompassed various elements, including 1) the Salaengthon shrine of the ancestors,
2) earthen walls, 3) Salaengthon trees, 4) field crabs, and 5) engraved patterns, Therefore,
community identity is used as a strategy for developing community products. Until finding
suitable patterns to serve as prototypes for weaving, 5 patterns, dyeing the cotton threads
with natural dyes from local plants. Use color mixing techniques to create various shades of
color that are beautiful for weaving. Design 5 unique reed mat woven patterns. The colors
used are community identity colors. Designing local woven fabric processing products Using
techniques for laying out fabric patterns that are appropriate for product processing into 1
set of clothing and accessories, designing 5 types of woven products emphasizing
sophistication, strength, and utility, and adding value to community products by creating
Brand It includes branding, product tags, and packaging. Emphasis on symbols of community
identity. Both appearance and color are strategies for promoting the marketing of community
products. And the results of the evaluation of satisfaction with prototypes of local products
of the Salaengthon Subdistrict community from consumers and the general public, totaling

50 people, found that there was an overall level of satisfaction in every prototype of the

product. at the highest level has a mean value of (X = 4.52, S.D. = 0.64).
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This research aims to investigate the factors influencing trust in the
Pipatchara brand and to assess the level of trust in the Pipatchara brand among
consumers. An online questionnaire, validated for quality with reliability
coefficients ranging from 0.746 to 0.865 for each variable, was employed as the
research instrument. The data were collected from a sample of 400 samples,
both male and female, who are familiar with and interested in the Pipatchara
brand. The sample was selected using a convenience sampling method.
Descriptive statistical analyses, including percentage, mean, and standard
deviation, were utilized. Additionally, multiple regression analysis and Pearson
correlation coefficient were employed for data analysis. This study found that
the factors of brand image (S = 0.137), product uniqueness (£ = 0.143),
environmental awareness ( £ = 0.137), and product innovation ( S = 0.497) affect
trust in the Pipatchara brand, while the factor of fashion involvement (S =
-0.038) does not affect trust in the Pipatchara brand with statistical significance

at the 0.05 level.
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This research aimed to 1) study the problem of folk music skills, 2) develop the efficiency
of folk music skill training kits to meet efficiency according to the criteria of 75/75, 3) study
students' academic achievement after using the music skill training kits, and 4) study their
satisfaction with the folk music skill training kits. It is a mixed research method. The data were
collected from 20 of Students at Chaloem Phrakiat Border Patrol Police School, Ban Rong
Lueai Buriram Province. The research instruments were a pre-test and post-test of folk music
skills. The folk music skill training kits assess folk music practice skills academic achievement
test and a satisfaction questionnaire with a satisfaction questionnaire regarding the folk music
skill training set. Statistics used in data analysis include basic statistics such as percentage,
mean, and standard deviation. The statistics used to check the hypothesis were t-tests. The
research results found that 1) the students learned only some basic music skills in the subject,
and there was no practice. The musical instruments are still insufficient, 2) The efficiency of
the folk music skill training kits by learning to participate in quality development towards
lifelong learning is equal to 76.25/88.25, which is higher than the set criteria 75/75, 3) the
results of the academic achievement test after studying are higher than before studying, with
statistical significance at the level. 0.05, and 4) students were satisfied with the overall skills
training kits at a high level. In each aspect, such as measurement and evaluation, the teacher
side and learning management activities are at the highest level, and the teaching instruments
side of learning management, the music skill training kits, and the content of this course are

at a high level.
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D1 UUOY

wnaein1sUseLiiu 3T asldvaninaeinisuuanag
mMsuUsHanumdnueInsuUIsuRsaATY (Class Interval)

Ineuvsnzuuuigafianilu 5 seau anazuuuadenlisy

86

d N

270 Wuva U ﬂmmuﬁqwqm D 5 ATLUL LAgAYLLY
filan fo 1 Azl

4.21 - 5.00 vaneRadiuseglussduinniian

3.41 - 4.20 yanenasiumeluseiuiin

2.61 — 3.40 nunenaiuselusziulunans

1.81 - 2.60 nuneduiuseluszautios

% d

1.00 - 1.80 wunedaiusgluszautiosian

dqufl 5 wuudeua A eafu Tedaiu way
Forauouugdug $1umn 1 4o

nsanseideya

va o

NAq
Y

a

glaanidunislunisimsigsideya any

LY

TrgusrasAvein1side dwialull

ddl 1 malinsesiiladedauyana fdonanimst
wsgunnuanila Smiaguasivsnil sudeyaia luves
greunuvasunuiidnwuzidudauiifivaredneuld
W@enusidenmnaulatesAinouLAsa (Multiple Choice

Question) laun 1w 918 sEAUNIIANYT 818w s1eldsie

Wwau lagagyinsinsieideyaniluvengusiiegns lag

Y

a

T9af@Tanssaiun (Descriptive Statistic) L un15uAn

v
] a

Nugruneadd ledun A1Aud (Frequency) Anfasas
(Percentage) tngldlusunsudusaguuazvinauonanis
Aasgiteyalugunuuresnssusnaususseeaing
1816un Annad wazenfosay

dauil 2 melinsevidadusunisnaiaiidaasie
ﬂ'1sm”mﬁuiaeﬁyamﬁmﬂ”m%‘wigﬂmﬂﬂmﬁa 9110
9uaT1Ys1Hl adAnlvleun adAnssaiun (Descriptive
Statistics) UsnNoudien1suaniaanaud (Frequency) A
Souay (Percentage) Aeduaunda (Arithmetic Mean)
wara ULl 89LUUNIASFIY (Standard Deviation) 115

annenRAu (Multiple Regression)

NAN15I9Y
wansIfeannsasuunldnuagUszasdssil
1. Jadedruumnava s neuluuas Uy §nou
LUUADUNA 117U 400 A Suuneutiadediuynnadsil
dulnaidundls Sevay 51.5 anunnausa Sevaz 63.0

91y 41-50 U Sovar 25.8 Aun1sAnwTERuUIaes Sou
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ar 28.5 UsEnaue1dndnsnvnis/sgiaviag Sesay 30.5
seldaasseiiou 15,001 - 20,000 UMW Seway 26.5

2. n5hasevdadedunisaainiidmanenis
Faduladondnfusiuaria Yaninguasissd adanld
laun adAnssauun (Descriptive Statistics) Usenaumienis
WINWA9AI1UE (Frequency) A3 08ay (Percentage)
Aad viavadin (Arithmetic Mean) wardauid saiuy
193571 (Standard Deviation) N150A00 8N A
(Multiple Regression)

2.1 Yadedrunisnataiidmasonsindulade
nanduavanila Jaminguasnusid Aundedue ans
oglusgduinn (X =4.31) wefinnsansedeisosdwuan

Vo v

wnlumideeladsl WWundndnmndinanin/sania (X =

4.42) 503830 \Jundndueinfivselovd aaamaems

<

(X =4.36) 1Hundnsuaifivaoadefiuinsgiu (X =4.32)

o

Huwdefarifiduendnualvesioiu (X =4.31) uaziu
wAnSeiTungsRindoiau (X =4.19) auddu (a1ei
1)

2.2 Yadedunisnaniidenanonisdadulade
Handagivatia dwminguasivenil susia amsineyly
sduan (X =4.38) illefinnsansiedeiosdduanunly
tfedl#deil :Angnningdutatu (X =4.45) sesamn 3107
winzantuanIN (X =4.43) fvaneszdumailndents
(X =4.36) wazdn1358y31A108197AL9u (X =4.30)

AIUAIRU (A15197 2)

M19199 1 Jaduiuniseaniidenasionsanduladendnduaiaiia Sminguasusnil sundnsdoe

FunanAnI X S.D.  szAuANEdAgY
WAAFuITIS I/ SEvAR 442 072 1N
waR AT Low AruANn1ae1I 436 0.6 taly
wanAnsiivasafeiinnsgiu 432  0.86 taly
wan st duendnuniveaiosdiu 431  0.78 )
waR e T vds s Faia 419 0.75 taly
AMNTI 431 4.99 1N
mafi 2 Jadednumananaiidmanonisindulatondnsusiuaia Torfaguasivsd fuman
AusIAN X S.D.  s¥AuUAIINEIALY
FIANLNLANTUAIA TN 443  0.71 )
fimsseysAegrednau 430  0.71 )
EUGRALIPRTITAk 445  0.68 Gl
fnanesziunenlmidonde 436 072 N
MNTI 4.38  0.55 Tl

2.3 Jadufunisnaniidsnanenisandulade
nandmeivatla Jminguasysi Autem1niie
g nmsanegluseivann (X =4.35) dlofiansansie
Foidpedruaninnlumdeslasd dnssasmingly
anufiagmindenisifuni Wy udyueu queletiey

FuazaIngenily Sruvewintudminguasnvsill as

87

(X =4.45) 5898931 0159 1munen g oan1seaulal
way E-Market Place 1% u (facebook shopee lazada)
(X =4.37) ansodnsoaeuaudoya/dsdudilaegi
awaIn 70157 (X =4.30) uaziiusmsdndsdumetiaingy

590157 (X =4.27) auasu (15199 3)
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2.4 Jasuiunsnarniidwanenisindulade
nandngivanda Yandnguasivsd aunisdaasy
n1saan AMnsameglusgduan (X =4.37) ilefiarsan
sredeisssdsuaninnlumidesldd finsussanduiug
duAmisoaulad wun13UTEAdURUSN19 Facebook
fanpage, LINE, TikTok (X =4.48) 59984931 N15d3La3unIs

18 WU anT1AL 8% aUSUIUUIN N1TARSIANLUY I

wrn1alananLAwa19e N15lRvasan (X =4.43) 1013
Uszmduiuslaeniseonys Muuansdusn OTOP Usedn
Fmiauarsufadmindug luginie (X =4.38) uawd
wiinauweliduusidia eSuesieazidonduidaiou

(X =4.38) pudsiu (13197 4)

M19199 3 Yaderunsnaniideradionsanduladendnduaiuaiia Sminguasyenll sudemienisindviie

AIUYDINNITINTINUNY X S.D.  sEAUAIINEIALY
fnsdadmireluanuiiagansdensiiunis wu udguvu quélefioy 4.45  0.64 N
$ruazminderily Suveshnludminguasesi av
finsdndnninenutesvneeulailasE-Market Place 1y (facebook 437  0.66 110
shopee lazada)
fusnsdndsdudetnwhiynnii 4.27  0.74 110
ausafnsieaauaudeya /AAudnlfensaznin TIns 434  0.69 110

NNTY 435 056 el

M19199 4 Jaduiunisnaniidenasionsanduladendndnaiuaiia Yminguasyenll sumsdaasunisnain

AUNITEAEIUNIINAA X S.D.  sEAuANEdAgY
n1sUszdunusaunmsesulall wunsUsErIdURUSNe Facebook 448 061 170
fanpage, LINE, TikTok
nslaalngn1suensea 317 4.24 0.71 170
MsduasuAsIe W ansiAdiedeusinamnn nsansianlugaanenia 443  0.64 110
Tonaniawang 9 nslrusay
findnauueliruuzdiiia ssunessasBundusdaiay 4.34 0.67 170

2N 437  0.56 11N

2.5 Jasufunisnaniidsnanenisandulade
nandueivantia Jminguasiwsiil nmsiwegluseAuuin
(X =4.35) lefarsansiesudesdisuanuinlvmtdos
Teadl #1us1A7 (X =4.38) 5098931 A1un15d a3
A15981A (X =4.37) A1UYIN19N153AInUNeY (X =4.35)
WardURARS LT (X =4.31) auddiu (115797 5)

2.6 nszUIuNIMsEnaulatandnfausianntaida

oI UILAA AUNITTUIAURBINTT nnTIneyluTedy

88

WA (X =4.37) WeRsansedesosdiiuainuinlim
Youlddad Anudesnsnansusivaiafiazaansenis
SuUsEyU (X =4.49) 5898911 AUADINTISNARSMIUaT
JamsgldlaiFosaunin (X =4.43) avwdosnisudngdasi
Uanflafi Sunaeii urund ofe (X =4.33) A2 uf 09073
wandasiUarlaidusslovd auamae1ms (X =4.32)
LazANd DI IHAnS ueiUandad vasadofiuinsgiu

(X =4.31) gudsiu (A3197 6)
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M19199 5 Jaderunisnaniidewasienisandulageninduanuania fminguasvsil nmsw

Jaeaunisnainingdanananisanaulade

e e ey . X S.D.  szAuANEARY
nanfuIivala JaninguaTvsil Mwew
PUNERNSUN 431 049 110
AUIIAT 438 055 N
AUYBININTIAT MUY 435 056 1N
ATUNITAREATUNITHAN 437  0.56 )
ANIW 435  0.46 1N
Mt 6 nsvvaumsmissinaulatendnsusivinadavesiuslan funsiuimindenis
aunsuianudens X S.D.  sEAuUAIINEIALY
fanudesnsnandusiardamszldladosgunm 4.43  0.69 taly
fanudesnsnandusiUardafiiiusslond aumnemns 432 070 1N
frudeansuandusiuardaiuasadedumsgiu 431 079 1N
fanudesnnandusiUariafiazaandenisfulseniu 449 064 N
frudeansuanfusiardaiiuasiiunindede 433 077 1N
AN 4.37 0.44 41N

2.7 AszuIunsnsanauladendniueiainlanila

YoeRulaa sunsAumdeya nmsinegluseAuin (X

v
a

=4.35) lofinnsansedesudisuanuniumdeslasd
m¥oyadusumg iedn (X =4.42) sosasu1 myeya
dUATWU Shoppe (X =4.36) MUayadud1s1u Lazada (
X =432) wazn1¥ ey ad ua 1w U TikTok (X =4.31)
AU (1571971 7)

2.8 nsvuaumsmsinduledonanseiannlaria
voaffusloa Fumsindulate nmsamegluseduann (X

@

=4.40) WiaNasansiedaisesdrsuannuinlumieslassll

Y

dnauladondndusiuardafiguaninmnindede S
FIUNQ UUUUTA NN AYUYU OTOP (X =4.46) 5898941
dnduladenansusiuandamszndolunsuends 153
voToedu (X =4.42) fndulatondnsasiarialay
finsanuszvuesduiiiuvanivl fselovidogunm
uaznfousulseniu (X =4.38) wazdnauladendnsioei
Uandamsizdnsdnfansdauaiunisve 1wy n1sansien

A5hYRLLaL (X =4.36) Aua1au (AN5197 8)

M19099 7 nszurunsmsdnduladendniuianndaiiavesiuilnn aunsdumdeya

funsiumdaya X S.D.  sEAUANEARY
MYBYaFUAWIUNAG TN 442  0.72 )
MYDLATUAINIY Shoppe 436  0.70 110
mMYeyadufHY Lazada 432 0.69 1N
MYauAaUAINIY TikTok 4.31 0.75 11N
AT 435  0.59 Fah)

89
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M19197 8 nszurun1sNsAndulageninduinUariavewuslan aunisindulage

frun1siadulade X S.D.  szauAdIAy

dndulatondnfsiuardammedinisdafomsduaiumsne Wy msansia1 436 0.68 110
nslvveduay
dndulatondn e dalasfiansandsnnnveduiniiulanivl fusslend 438 068 taly
AgUuNIN wavnTousulsevnu
dnauladendnsuriuafafifnandanuindefofimsunguuuuiani 446  0.71 )
i1 OTOP
dnauladerdnsuriuardamnudelunisuende mi%'iaﬂuaqﬁeﬁyaﬁwé"u 442 075 N

AN 4.40 0.47 41N

2.9 nszuaunsmsinauletendnsasianntaida
y0afuslnA Aunisusudu vdsnsdenimsmeglussdu
1A (X =4.41) deRsansiedaiiosdiuainuinlim
Houldsil azuuziliyanadudendndusiardadiviiu
\BEe (X =4.43) sosa3n flaufiowels uazdeniste
grluowian (X =4.41) wazinisussidumadenta e

fosrnaulataluauias (X =4.40) mMuansu (AN5199 9)

2.10 nsvvaunisnisinauledendnsasianntaiia
voujuilna nmsameglusziuann (X =4.38) Wefiansan
sreguSesdduanunlumdesldaed runisussidiu
w1580 (X =4.61) s09a911 drunisusviduniaden
(X =4.40) frun1sindulade (X =4.40) runsuiaa
784n15 (X =4.37) uaza 1UN1TAUNITeya (X =4.35)

AUAINU (A157199 10)

M19199 9 nszurunIsMsdnduladendniugianndaiiavesiuilnn AunsUsvdiunainide

grunsuszifiundanisde X S.D.  sEAuANEdAgY
frnwimela uazdosnsdesluewan 441 072 1N
fnsUssdiumadonll Wedeswinaulatelueunan 440 073 1N
%LLuzﬁﬂﬁqﬂﬂaﬁu%aNﬁmﬁmﬁﬂmﬁaﬁﬁ’mlm%ya 443  0.72 1N
ANIW 4.41  0.67 Fah)
A5197l 10 ﬂixmumimié\’mﬁﬂﬁamﬁmﬁ’m%aWﬂﬂawﬁammﬁﬁiﬂﬂmwmu
ﬂiS‘U'J‘Llﬂ’]iﬂ'lié\lﬂaualﬁ]‘%l"e]Naﬁﬁmﬁﬁﬂﬂﬂa’]ﬁa%ﬂ\‘iE:\JIIU%Iﬂﬂ AN X S.D.  sEAUANEARY
AUNTTUIANABINTT 4.37 044 1N
AuNsAUMYeya 435  0.59 tly
AuN1sUsEEunIaGen 4.40  0.65 )
Fumssdulate 440 047 el
Funmsvssiiundniste 441 067 el
ANIW 4.40 047 Fah)

2.11 M53AsIzvinisanneeny A (Multiple

q

Regression) 984suUsdaseiludineinsalfidanananis

pduladondndusivariia Jaminguasivsi wudien

duUseandandunusseninatadun1uni1snane (Aauwls
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A1) Ndswananisanduladendndusivania dania
guas19s1Hl (Fudsdase) Ae Arundndu (X,) A1usim
(X,) AUBDINIINITIATIAUIE (X5) BAZAIUNITALATUNIG

N135Aa19 (X,) NAfsiaNuFuTus fuiudluUsegiall

C)

HodAgnsadanszau 0.01 Inedardulseansandunus

v
o '

faust 0.5 T4 0.80 (M157971 11)

dlofinnsanaruduiusseninsuusdeiu wud
AduUTEANS anduwus A aus 0.45 89 0.80 § gein
AdNuSEnIadUTNensalme iUz el ligs
Vuly fe decluiAu 0.80 1t edastudgyminisiia
Multicollinearity uanai1 daudsiivunldnensalidusa

wUshia annsadldiieseviannesnynadld

A15199 11 ANFUUSEANSaVAUNUSTE IS TadeaIuUsEaun19NHan (FRwUsny) Naswasnen1sanaulade

nandaugiuaila dwminguasisiil (Faudsdase)

AUy Y X, X, X, X4
nsdnaulegendndusilaria (v) - 0.80%* 0.80%* 0.68** 0.46**
FuNanTu (X,) - 0.77%* 0.45%* 0.50%*
fusIA (X,) - 0.52%* 0.56**
FUTBINNAITIATNAUNE (X5) - 0.80%*

fuNTdLEsuNITNaIn (X,)

Ao o w { oy

HldAgnsadaniiszau 0.01

*%

A58 12 namsiszinisanneenvanewiwUdassiusinennsaluay msdnduladendnsdinrivanda Jwin

guas sl Wuduusinasi 1035 Enter (n = 400)

AduUsEansn1sannae

fauUsdasy t p
g Beta
AAafl (Constant) 0.003 0.036 0.972
FuEdnsue (X,) 0.303 0.306 12.570%* 0.000
AU (Xy) 0.451 0.504 19.693** 0.000
FIULDINNITINTINUIY (X5) 0.160 0.183 5.329%* 0.000
fuUNSEUESUNITRAR (X,) 0.093 0.106 2.964%* 0.003

R = 0.953, R? = 0.907, Adj R® = 0.906, df1 = 4, df2 = 395, SE = 0.151, Fy 355 = 0.000

T
Ao o W =

** fdydAyneananIzeau 0.01

157 12 Mnsieonnesnmgalayis
Enter Wit on15wennsalnsinduled ondnfaaianila
Janinguas1vsil fefudsia 4 fauds Idun fauds
WINT AMUNEAU (X,) A1UIIAT (X,) ATUTBINNIT
TATINUIY (X5) LAZATUNITAUATUNINITAAIA (X,) A7
wUsau Ao nsiaduled endnsueivarda Sanda
9uaT1511 AeduUsie 4 FuUs Ardudszdnd

ANFUNUTTENI199 U ATTarALUsA1NTAAU

91

0.953 (R = 0.953) AR ILUTT ALY NAIA1U15D
nensalfIwUsAUlaLaraILUse 4 Aauls Tneddiuls 4

wUsanunsasiuiunensainisindulatenanSueiuan

[ [

fa dminguasasndl lasesar 90.6 (R* Adj = 0.906)

fatupunfIwUSNY 4 fkUsRaIunsaneInsainig

v

pauladeandnduaivaiida dminguasivsil undeu

AUNSlAnat
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aun1snensalluguaziuusy
Y = 0.003 + 0.303 aunansdaa (X,)
+ 0.451 U517 (X,)
+ 0.160 AUFBINNITIATIUUE (X,)
+0.093 PUNTARATUNINITAAIN (X,)
aun1sanneglusUunzuUNINTEIY
Z = 0.306 AUNAANNI (X)) + 0.504 A1UsIAT (X,)
+0.183 AUFBININITINTIUUE (X,)
+0.106 AMUNTALATUNINITNAIN (X,)
Hadedunsnanaiidmanensinaulatonansia

o o a

Uanila Jwmdnguasiysni@uegiutadens 4 anu fail

a

1R eIN1SAAdulaT aNdnA Mg Uaiila J9uin

= v

9uaT1Ivs1H T U oay 100 gAoaiudadeniusien

WINAYU 50.40 AMUKARAS 11U 30.60 AIUYDINIINIT

ATIMUIGLYINAU 18.30 kaTAIUNISALASUNIINITAAN

WINAU 10.60 AnUaRU

n13aAUTI8Na

911158 w1 JeTuR1un1TAaInT dNanoanis
Faduladendnsasiainuania JamInguasIusnll wuin
Hasudumsmanaiidmarenisinauledonandusidania
Fminguasvsnil amswegluszduann efiarsanse
FruFesdduanunnlumdeslasad dausian sesan
FIUNNTAUATUNITHANN ATUTBININITIATINUNY LAY
Aundndel auaiau lneduilaaliaiuddyiu
HAnAueITIAgAnIgudety In1susenduiusauaiHy

a

N1909ulay @01UNTIMUNYEUAIALAINABNNTAUN LAY

a o ¢ = '

HAnSulnuNLardsanan Weeaindagduddimie

U

14

HanduguUTsUIInUatia Janinguasiysill dlvgd
A13IAINNUNYLANIEYBIN UL TULAT AU ULAR I UA
Fneswmsaaty widslifinnssimineruromseaulad
ﬁﬂﬁéﬁﬁﬂﬂiﬁmmﬁﬁfyﬁuﬁ'awmamuﬁﬁmwﬁasmﬂ
AONISLAUNIY WAvazRefuAgmuIndinisiuiveya
Aentunandusiniunsesuladidundn Tnemnaanse
Wavemisnisuigesuladlassyi il uilaaaiuise
Adanansasildinety wazezdmanosesueiinaule

LY

A28 FIAanARDITUNUITHVDY @387 ARYIUE wazaigat

92

Usgitudnay (2561) ldAnw13se Fos dademansnanadi
fnaensdnduladevaradauussuneliussadusily
na1ainuandtugly d1neurand Jaminaynsusinis
wud {uilaadilianuddgysedadudiuuszaunis
msmamﬁﬁﬁw%wam'amiﬁﬂﬁue[,aa'ﬁyaﬂmaﬁmlﬁdig‘u Tu
amsmeglussiuiunaaflofinnsanidusediu wui
Frundndut oglusgduuin uentdufiaudaiiuoglu
seAuUIunge kA A1usia1 Augesnenisindiviieg
wagfumsdaasunIse uenanissaenndesiunuise
o3 sagaus deganuiay, Dogdan yuifin uaziva gue
gaus (2565) laAnwideiies dudszaunsnanniigndn
iaauladouaradaulssuludminaymsusinig wui
Faounvuasuaulianuddgf sadud1uuszan
nsnaafilifnauladeuamadauysguluninsiuseduann
ideusnamusiesunuitegluseiusnnynsu 3esdy
Aadsanunludes fe fusian Fundndusl du
Y89119N159AT11U18 waza1UA1TEwEaTUNITA AN

ANUAIAU

d3UNaN1339

i‘]ﬁ]ﬁadauqﬂﬂamm@mauLLwaaummﬁ%amﬁmﬁm%
wlssuannuanila Fmdnguasivsll freunuuasuniy
3117 400 AY ﬁTWLLuﬂmm{]ﬁ&Jdauqﬂﬂaﬁaﬁ

wet daulug) i dundgs Sruau 206 Au Andusosay
51.5 @anunn d@ulugjansa 1wt 252 au Wusevay
63.0 91g @l 41-50 Y 91u3U 103 AU FEAUNMIANY
drulungusgeind 91uau 114 au 019w darulng
H51wms/3giannie $1udn 122 au eldiedesieiien
gl 15,001 - 20,000 UM WU 106 AU WuSeeay
26.5

Hadusunisaaadidsuasionsdinanladondnasi
Uarfla Faninguasnvstd amsauegluszduunn e
frsanmesudssduanunlumideslas fusan
FOIAIUT AIUNITHUATUAITAGIN ATUYDINNITIA

F17UNY WAAUNARNN U MIUFIAU
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HIGIRIIE

Farauauusiildainnsive

Han153ve nuIdasesunisnandidemananis
dnauladondnfausinaria Swminguasivenid wui
Hadudunsnarnfidmasienisinduladonandnsivaiida
Jainguasvsnil amsmegluseduinn WeRiansanse
Fusssddunnunlumsesladsl dusan se9adn
FIUAITELESUAITAAIN ATUTBINIINITINTINUY LAY
FrunANS T Auay feduSideiaueuus e

Husznaunsmsiinudftyionisitvuasiali
aNNIAKYITU Naudnsuslivainvate asaiuadm
ABINSVBNEUTINA Wingemansinsmenisesulal
LATINNINITUAUAIUNITVIY LU NITAATIAT AT IRUDS
Loyl

Faduauuzlunisinisanenluldusslov

1. Usgnaunis msigukuuNagnsnIsiaINIg
naallUsuldivusUNvesgsiawazUssendldnunEn o

PNaINMABUINTU

L@NE1591999

>
o a

2. §U3gNoUNImI iUy MaN15InTIMUeNIY
paulatundu Wesngusiaalulagiuiinmsdagedun
\ < 3 ¢ X
Huwannesuoaulatunndu

o v

3. HusznaunsaIshinudAyfun1sansuny
nswan telsianunsadmuasiavelimniigudstu g9
aannsaadanssgdlafusaliuslnadaduladodudn
¥ty

;74 = g’ ]
Jarduanuzlun1sAnwiasesald

v
a va o

1. Tumsidensaliideldfnuianiznduiaegadi
Hufusgnounsluiiuiifainguassiiivindu feduds
svhmsAnudusznaumsluiiuiiduduia

2. msvins@nwilodiaszvidneninlunisin
nsnatneeulal Miuunanesua1eg WiowSeuisu
sULUUnAgMEMsIAATIiANLIINE ALB IS AL TR

3. miﬁﬂwm%gaﬁl,awwnduLLUi;UUmﬁa 70
guas19sdl 4 elun19inidenseneluaisdnuings
FUsENoUNSNEANEY 9 19U NEULUTTURAARANI9NSINYAS
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nauanau LU

19381 ARIFUNS. (2558). lagan159navgsnaiiuyanIusTeiay (nerinusuImsgsnaumdudin). ngavm:
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A

A Lsnliiendios. (2560). tedeiiduanonisdnduladoinsosiuiiogunmyeswiuslnnlusengunmumiugs (e
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Article Info Abstract

Research Article This research investigates the key factors influencing purchase intention within the Thai
Article history: context. The study's objectives are twofold: (1) to develop a causal model that elucidates
Received: 26 May 2024 the factors impacting purchase intention for smart home products, and (2) to analyze the
Revised: 27 August 2024 direct and indirect effects of these factors. The target population comprised technology-
Accepted: 30 August 2024 interested consumers aged 15-59 residing in Thailand's economic hubs. A multi-stage sampling

approach yielded a sample size of 456 participants. Data collection employed a structured
questionnaire. Structural equation modeling (SEM) techniques were utilized for model

creation and data analysis.

K g The proposed model demonstrated a strong fit with the empirical data (}(2 = 118.598,
eywor

m df = 106, p = 0.190, GFI = 0.978, NFI = 0.989, TLI = 0.997, CFl = 0.999, RMSEA = 0.016, RMR =
Compatibility,

. 0.048). Among the directly influencing factors, attitude ( 8 = 0.64), facilitating conditions (
Social Influence,

Facilitating Conditions, = 0.50), and social influence ( S = 0.01) exhibited positive effects on purchase intention. While

Purchasing Intention, the direct influence of social influence was statistically insignificant, it exerted an indirect
TAM plus effect through perceived usefulness and attitude (,6’ = 0.20). The compatibility factor also

indirectly influenced purchase intention through three pathways: (1) perceived usefulness

and attitude ( £ = 0.08), (2) perceived ease of use and attitude ( = 0.17), and (3) perceived

*Corresponding author: ease of use, perceived usefulness, and attitude (,B = 0.04). This research contributes to the
nitirote_sup@vu.ac.th current understanding of smart home technology adoption among Thai consumers. The
findings offer valuable insights for marketers and policymakers aiming to promote the

proliferation of smart home products within the Thai market.
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SUANNSALEUNUIY @1UN505895UMTHIaULe LAKA SYUU

\wetnedumesidnnislutiu yaraniosadnsfive
AUzt onNtsmas lavinssuudlem nie A
winzauwesFULUUNIYOU WUl auvgud UTAUT §
fiufin Venkatesh et al. (2003) s¥y31 anmdssuienny
avan davEnadenginssunisldnunelulad Feanunse
ouuuldd1 anwd ag1ureauazaIn T8nSwase
woRnssupuRslaldituiy Tno Alalwan et al. (2016) 1§
naaouiiady anmAssaseuazaan fu anudslaly
UINIFUIASHIUINIANUDI9D5HAY waznuInditedfgy
n19aif aonadaaty Rahi et al. (2019) A14 UTAUT lu
nsfuvntladefiinasionsldsunasuubumedidn waitld
afuayud1 anndsgruieaiuazaan fansnase
wefinsuAauAle uanaIniiu Lee and Shin (2019) 16
naaouladofiduiiimuanissensuvesliving loT
fududn anwdssruaeainuayain Yudnasgrannde
audsladanginssulunisldusnng loT Tnease wedu
aunfiguvesiuUsi Ao

FUUAFIUT 8 (H8): anmAdIureAuazaIn i
Svdnannsadenande anunilateduiainsalay

viruad (Attitude) Ao Ao AwiEn Ailse
Audnaurseley Svidwavesiauad Afldengfinssuniny

$9l3 9n Venkatesh & Davis (2000) Naday karduduLan

U

MNilded1Aty denndesiun1s@ne1vee Park et al. (2017),

Mashal et al. (2020), Guner and Acarturk (2020), La g
Zhang and Liu (2021) fifinwviauafluusunvesauisn

oy udunseiudl ruad Tansnadenginssuaunsla

BN NLASUDL 196D ILTIAILITULUA 1 -LUF1ANH VD

U

I a

Feng et al. (2021) fisgyin viEnavesinuaR dawansenu

somuddlaLduag1un fatiu GHEE RN PRI
m/mﬁ?im 9 (H9): AuAR LDNTNANIIATATIUIN

5D mmmﬂwaaumamsﬂam

=) dl a o
nsauKuIAANIYluNIsIve

[

A15398UANTULUIANA 9L
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H1

AoudnuUEATIL
siilel

H2

Useloand

andnanadaay

ANNEID T

AEzAINlY
msldau

UM 1 NTRULLIAANITIY

YBULYAVBINITIRY

YBULUARUUIZYINT

Usgmnangusaegndlunisinuadsiiie fuslnai
aulaluwmelulad anwvivady wazanuazaInauie o1y
eI 15-59 U fiondvogluuasunodiomesdminiiu
AU Na1InIsATYgN vedunasn T nla Lo
NTUNNUMIUAT UATIITENN Weslnd vay3 wagasvan
(10NUANENTTUNTHAUINITIATYENALALH IR
WINYIRA, 2525) I1UIULENUBE 456 AIDE

vauLvAduFuUsTiANE

Faudsdase Usenoudae Audnuueddniuld
(Compatibility: Compat) 8 n§wani19d aAy (Social
Influence: Social) waganmassusALazaINlunsly
914 (Facilitating Conditions: FC)

FauusAunats Usgnoudae nssudinldaudng
(Perceived Ease of Use: PEOU) N353 319 Usglawil
(Perceived of Usefulness: POU) uagyirunaf

Fauvsmu Idun anudsladedudianinlan
(Purchase Intention of Smart Home Product: Intention)

YBULUARIULIEAN

n9iteadstl Ialunmafununadeyaniside
wagdiATIevidoya syuinufeu nuinieu 2564
e 2565 Inetfusiusiudeyariu Google Form @l

manulunisAnnsesituilvideya uasinsoruszanunuly

msiuiildau
iy H3
ASuFndl

101

ViFUAR

&
mndtlada
FuAdanialaa

¥ '
S|

Auiidmneg wWedudunulunisiivdeyavengu

Feg 9NN

Wwnsaniiunsive
UsEynIuaznguAlegns

Y al

nuslnanaulalu

U

walulag Anuiuade wazaduazaInaule Te1ysening

UsLenshuNISANEIAS I A D

15-59 9 fo1dvoylulundineiiesesdaniai iy
AugnNatanIAsEINavetunasn a1 baun
n3aMLYILAT UASTWALN Wodlul vayT uavaswan Gadl
TuTAuUszINN 13 d1uau @innueugnssung
WAUINTLATEFAILALHIRURA YR, 2525) Taan1run
YUIANGUAI0E1T 10 — 20 Wihanduusdunald 23 da
(Schumacher & Lomax, 2010) 1A 31u7uag 191 es 456
et 138 sduiegauuunastuney (Multi-Stage
Sampling) Funoufl 1 Fennauiteglngliodeai
11919 (Non-Probability Sampling) senisideniieda
kUULRNE9 (Purposive Sampling) Lﬁaﬁﬁmmuﬁaﬂmju
frogndmiaiifugudnatsmaasugialugiign 5
FuAUKIN LA NTUNNUNIUAT UATIIVENT el
Yay3 uazaaral (@naueuenITunsRaLINSIATYENA
LATFIANLAIYIR, 2525) Sumoud 2 dufieg1auuuendy
A1uu19zLdu (Probability Sampling) #2838 134w

08N UULUITY (Stratified Random Sampling) tiVoLU4
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dadiudnuiungudiegenuvuiavesusenslulday
Jantn wazdunoud 3 duiegnauvuendeautinandy
(Probability Sampling) A7838N15gufI8E 19 UULUINGY
(Cluster Random Sampling) TA8KUING UAUYAT1LAND
\fioseudazdmia felldnvarnelunguiniounay
WANFAAUANUNGN LA 818 BTN NM3Ane wawsngla

iwsesildlun1sise

LUUADUAM (Questionnaire) gnldiulnTesiisly
MaLAUTIUTIToYaINNaUAIDE Usznaumeyadiniy
3 ey leiud moudl 1 Wanufiierfugunsalaunimlen
wuunsedu wisusunmuseneu LLazaaumuﬂagaﬂ"ﬂU
vosfnoukuvasuaududnuvateUauwuuidanneuy
pouft 2 \Wumoudmsumsaiudsussis 7 fauds Tae
Idn1siauvvuinsidindssanudinuuiiasvainag 6
526U (6-Point Likert Type Scale) wiananidsanisnoulu

YANANVDIL MBUN NI TBAIAY b1 89970

9 Y

HnoU
sudusondonauauiidnlafuniwesainanisnouly
Foranutiy iunsfunuiseiidesnsnaiiutueu anany
Lﬁ"Uamﬂmfmﬂa'mmgaﬂumsﬁmﬁu%mawaqg&fmau
wuvdeuaw SnvadsliAnnuiiismse (Validity) wazan
Auiesiu (Reliability) ﬁqﬂuiswé’uﬁﬁam%’dﬁ (Seassh
Tauen, 2549) uazneauil 3 Lﬂuﬁwmma’mﬁmﬁdﬁémau
wuvdeuaTuLaue Uz uAulud e enalaldanulilu
WUUEDUAM
LLwaaumugﬂﬁﬂﬂmaaumwmﬁmmu%uﬁam
(Validity) A28n15MIAIAINUEDAAR DITENINTDAINAY
“mqﬂﬁzaaﬁ (Index Of Item Objective Congruence : 10C)
fifn 10C oglug29 0.67-1.00 Fadd1u1nn3n 0.5
wanzalunisiniafuusiane anduiilunadeu
Dowufunguuszannssiuau 30 au udr3ailuiesei
waANaenndesnslunseaut i ede (Reliability)
TneRansanAduuszans sana AdAaaus 0.7 Fuly

a

(Jump, 1978) wWuan ﬁwé’uﬂisawéLLaaWWagisma 0.887-
0.948 uarwuiiAnduUsEAviuoanszving 0.900-0.952
dlenaaeuiunguiieg1sianun 456 au Seaguld
wuvasuanufimsnindedelunisifiusiusuteyaain

NENFIDENS
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nsanseideya
NuWITed Jesieiteyanild (meud 1)

Y

WUUADUAIUA8ATALTINTIaUU (Descriptive Statistics)

VDI MOU

Tagn1suiAnsesay (Frequency) Avad 8 (Mean) A1
\JeaLuunnsgIu (Standard Deviation: SD) uaylHafifids
ausnuU (Inferential Statistics) lnglénatinaunislasasng
L 9A21uUTUSIUT 23 (Covariance-Base Structural
Equation Modeling: CB-SEM) Tun1s3tasievideyaunas
Jade (moudl 2) drun1sinsesiesrusenaudsbudu
(Confirmatory Factor Analysis: CFA) Tuluinani1sin uag
Uszananalulnaneaunislasedsng (SEM) lnunsiageau
Foyaifosurounsiaseinut et -1.97
fla -1.18 Aanaldeious 1.93 s 4.30 Faaglunasinu
W £3 wazaalad + 10 993n15hankaskuuUnd (Kline &
Rex, 2011) Tun1sitasizrianuduiusseninednlsiay
NNIATIADUAIIUATIVEILILAANTIA HANIIANBILERSIA
Windnflaunsadsdiiun (Discriminant Validity) nande
wiardadedanuduiusseninatusdUsvendniy
wanFeTy @nunsanenuezranssnuanzdaseduty
Padedug Tuwuudasdls warldiindaymanissidunss
Fany (Multicollinearity) Ineiansunainadudssdns
aduiussevinediuysusazaeglutag 0.158 s 0.618 3
FANINAEIT 0.8 (Hair et al,, 2019) MIIATIEAULAANNT
Tanuandiaunsudanileu (Convergent Validity) Inaan
ihninesdusznavvewiUsdnndaluusazdauUsuddien
1101 0.7 uenanil lmadauansnuaenndesiudoya
\WWausydnvuarianunsadislaseadng (Construct Validity)
TagNa1naInAnviauaennd0eriee loun Aala-
AuAISENRNS (CMIN/DF) tounin 3 fastl RMSEA uay RMR
1oen31 0.08 wazawll GFI, NFI, TLI wag CFl 11nn31 0.90

Fudulumunaeiiseusuld (Hair et al, 2019)

NAN133TY
touaifasduvasnguinagng
nauegadufuslnaiiinnudilatodudianie
leulundaniangunnuniuas Wedlnd uass1vdun

YAYS wazaeal S1uIuva 456 au dalngidu (1) we
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a

w4 Sosaz 63.80 (2) flongszning 36-55 U Anlufovas

68.20 Tnsfinguengseving 36-45 U wnilan Jouaz 38.60
50999018%29818 581319 46-55 YSowar 29.60 (3) 4

=

43

o

YU

o
o

aounInansa Sevay 51.32 Judwulng (@)
66.45 (5) 101N

a a

3 Aot

(%

msAneluszauUigen uSouay
$u swmsniian Anduiesar 3838 sosauniiondn
andne fevar 35.53 (6) diswlanaiiow 1nNn3n 20,000
v Aaidusesay 48.46 (5) Wnerdeeyludinin
nyunmEuAsLay upsTedun Andudesay 43.86 uay
19.52 auddu (6) dnsldTreieafududiaunsalen
1,001-5,000 UM W@ 5,001-10,000 um Aedandusse
av 43.42 uaz 26.56 MU (7) @ouiilunisdedudn
aursalavaulvg deo Truvieins oeldluialy
Wreassndudi unanrlesunainveud soeulay 1du
Lazada Shopee wagiuedumlefilumsassnaua an

Wudosay 67.11, 62.06 way 54.39 aua1aU (8) AuAn

aunswlaudi tvaduaula lawn ndeaeasingansey

a

Y

& [ a

dand9aSuy @INU99asuy A3 pINen

o
o

[
b

GRS BRD!

(%

anAsIasey Anlu Sesay 72.15, 59.43, 37.94, 34.21
uay 34.21 sy (9) Audamnialauiiileniaazgnie
loun napeaslindanses aenlndansey dandaadey
anTsendey wazin3aalenannadanses Andudesay
77.19, 51.97, 32.89, 27.85 waz 21.49 aua iy wazidud
ihdanain dnduvesdudaminlanusazainiguslael
A “aule” fu “Tomasrgnile” fnnuaeandostu
NANS AT R NNTTIATIESS
nATeldsUsEIN g s AL sy
d9d a (Maximum Likelihood Estimation: MLE) wa¥
USuivasulunaniioanainunainiad oussninuuvsng

ANUWUTUTIWTINVoyaIaUsEdny uaslunindaiy

WUsUTIUT VR UUTIaIuauNRgIu tnanTiasIei

[

|_Easy2 | [ Easya | [ Easya | [ Easvs |
NE a0 .81 ‘a0
80 %o
82 !
91 06
: Compat
5 &1 -48 26 a2 - 68
-
2
@ S or
i = 85 78
25 &2
i - -
] Usefuld {
72 85 64
51
o5 06 90 81
- .80
Y > 20 [itentiona ] .79
(T @ ....................... P
Lo 5 oA
91 9 =0
Chi-Square = 118.598; df = 106
74 .86 Relative Chi-Square = 1.119
92 p-value = .190;
84 " GFI = .978; NFI = .989
] — . —
86 —rm—] TLI = .997; CFI = .999

**¥¥ p-value < 0.01

FUN WA 2 NFBULLIARNITIVY

s
@
o

P37: IANNTIATI

103

RMSEA = .016; RMR = .048
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[

NANISILASIZW LULAARNNITLATIAS 19NUT AN

Fulszans svsnasewinsiaunUswliunasiiveddyma
add (Dulunuanign) sniudfies Svswamedsey d
Svdnaanswionualateduaunsaley ualiaunse
gausulanieada (Uasanufgiu H7) d@rudviaiy
donAansYadlulaa WUl Chi-Square (?) = 118.598,

df=106, Relative ( y*) = 1.119, p-value = 0.190, GFI =

0.978, NFI = 0.989, TLI = 0.997, CFI = 0.999, RMSEA =
0.016 ¥a% RMR = 0.048 ulunanasividmun nande
lA-aupduning (Relative y?) fiAtlesnin 3 avil RMSEA,
RMR fifonin 0.08 wazdiwid GFI, NFI, TLI wag CFl &mn
117131 0.90 (Hair et al, 2019) k@43 luLAad AN

denndvnaunfuiuteyalsedny

M19197 1 AdudsEavsdnSnaldunaseningdulsavnwas iUy

fanusnnu Easy Useful Attitude Intention
ﬁ’JLLﬂiﬁ']mﬁ] TE DE IE TE DE IE TE DE IE TE DE IE
Compat 0.54*  0.54* 0.29* 0.19* 0.10¢ 0.44* 0.44*  0.29* 0.29%
Easy 0.18* 0.18* 0.59* 0.48* 0.11* 0.38* 0.38*
Useful 0.62* 0.62* 0.40* 0.40%
Social 0.51* 0.51* 0.32* 0.32* 0.21* 001 0.20*
FC 0.50*  0.50*
Attitude 0.64* 0.64*
R’ 0.294 0.513 0.864 0.963
newve): TE = 8nSwasiu DE = 8vSwan1anse IE = 8vswan1ade
* syputidnngy 0.01
10015 1 anansaasumsiieseidnsnadunie I1dUselevd (Useful) wasviauad (Attitude) 5761

vodlunaaunsiassadislasad

1. fruUsiruaf (Attitude) AdvSnan1wmsagauln
sonadns arustlatodudnaunsalen (Intention) gefian
sosaen Toun anndssiuneanuazanlunisldau (FO)
wazdvSnanisdsny (Social) Inedia1d8nSnanianse (Direct
Effect) 0.64, 0.50, uwag 0.01 MIUAINU LADNTNAVDIAY

wUs Bnswasedsny tuaunsasausuleniaana

a a [

2. dndnanredemy (Social) A8 nSnanievause

AMUA LT BAUAANSALEY (Intention) KNULEUNIE NS

U Y

udUsElewl (Useful) uagsinuai (Attitude) Tnedian

SuUszaviasnswaniaday (Indirect Effect) (0.51 * 0.62 *
0.64) = 0.20

(%

3. AanvaziAula (Compat) wuindidnswa

o w '

nsdoundrfgysanuasladedudauisnlau (Intention)

3 wdumseiu Lo 1@umned 1 answadaiiu n1ssus
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< [

duUszansanswan1eeey (Indirect Effect) (0.19 * 0.62 *

v

0.64) = 0.08 LAUNN 2 : BNTWARINIY NISTUSINTINU

Y

I3
aa a

418 (Easy) hawiiAunaf (Attitude) dAduuszansdvdna
n19893 (0.54 * 0.48 * 0.64) = 0.17 uavidun1edl 3 :
gnswadeinu n135ugInldaudiy (Easy) n135U330d
Useleay (Useful) wag vAumad (Attitude) 1med AN
FuUszan3svswanisdon (0.54 * 0.18 * 0.62 * 0.64) =
0.04 da3suflsumduyszanine 3 dumadanui
dumadt 2 1 Budumeiifianduussansidunianniige
(0.17) 50389 1ABLE UM 1 (0.08) wawldumndi 3 (0.04)

La a v

ANUAIRU HATINVDIANAUUTLANTDNTNAN199 9NN

ANULEUNIAVINAY 0.29 (0.08 + 0.17 + 0.04) Feuandi

dvsnasinfivvddyvasnudnvasiiiiuladeniny

Atlagodumauinlay fuduusrunatsnne luluea
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4. fudsdase: Audnwugidiuld (Compat)

a

Svswannedenu (Social) waran wassunenuazanly
nsldu (FO) fuusdunans : mssudinldamie (Easy)
N135Us 38 Uselevd (Useful) wagyiaunf (Attitude)
#11715092UAUDTUNEANULUTUTIULALIBVENALTIUINGD
Fauusanu: anusdladodudanialey (Intention) 143ee

ay 96.3 NszAutivdAgnsana 0.01

nAsanUseNa

v
' [

a a d'cl dy 4 s
ANSNAN1INSNARDAUA TR RUAIEUSA LY

dnsnannansaidseniunaladeduniauisaloy

a a

oA WAUAR wazanIndss uleantasaIntunsidau

I a

NAUARY AR oduA1auIsalaudunumafyegaunee

o
o (%

ANUAILITD danAaBINUNISANYIUDY Park et al. (2017),
Mashal et al. (2020), Guner and Acarturk (2020), Lag
Zhang & Liu (2021) fidnuvimuailuusunvesauiinley

aa

Sudunsetudn auad Tovsnarengfinssuaudsle
wenanil luauidse Feng et al. (2021) & sld 52570
3T luna TAM uas UTAUT Tunsnuniimunun?
LATIZLUAN-LUAIAA 1 LaeTEYINBNSNavee viAuaAf I
Sviswasiorudtla (Intention) eghaudaunss
FauUsannd swruieanuazaintunislda
Snswasie Aunlade luvsunvesdudiaunsnlay
dlosndumausalenlimiloutuaioddlnihly deq
ofysvuninmivielassairsiugulunisiianuesis

szuuasavngldatenielutny wazwenndndy Wudu dn

v
v v v oA

PNFIADINNNTANF AL UTURIAINISYINIIUN DU IAUTD

o

auldegragndes il e esdiniug deuiou

Cafle

FBsldan dosanunsnasuanAsiugunsaliugivie
fueldessazaan Saavanunsaldondld ey anind
grneauazaanlunsldou Fadutadedduiivae
nszfuauislad edudauinleuls Tsaenndomiy
e UTAUT 994 Venkatech et al. (2003) Aiszyinnislss
nsatuayudulaseaiieiugin n¥nens wazay

Prumdemuaugitlunslimaluladfiled (Facilitating

Y

Condition) 4ana1N#UN15338v84 Lee and Shin (2019) &

naaeudadefidudiivuaniseeansuvelduinis loT

105

WATNUINANINEIGIUIEAINALAINTNADEINUINGDAINY
AslailisngAnssulunisldusnig loT Tnemss

HLUTINTNAN19FIAY TDNFTNAN1INTIF DAY

v v
(Y g a v s

Fabatadurausalay webdaiunsosausulanisanaly

e e Fufaundalanduadoddluinides
o1feAnuilunisdo Ands dedn wazdosodeiniodng
Sumedudnliaeaislutu deduusiazgndngeain
AsaUAYI Loy niowiausinau fldersdwmalnenseiu
mnussladailesandedfindndn Snstnudleag i
904 Shalini et al. (2022) fsdfadeidmansznvog el

WodrAgysaniseausugunsal loT Tudiu vuiugiuves

1% a

Tutaa UTAUT2 wuin Jadesusnsnantedany ludl

gninaninsaennundladedudiauisalay Useian
walulaguazanuduiia dualuasiisounaznisguasi

ANUAzaInA18luTIU

v Y
1 g A a ¥ -4

dnSnan1edauniisanrnunslagaiuaidauisnlon

dnEnan1evauNineaufdlageduaauisnlay

1Y) -

Usznaumeminlsdase audnwaziniuls way dnsna

q
o v

N9FIAY NAINARBANUAIRATDFUAFUSH LT

NIUGILUS

o

Tuna1e bawa n13susUuldaudg nmssuiinfivselev

LaYIALAR LAearanUTIu518azLunRITl

'
I

Aadnwasdgiuld dunuimdudaudsndnd
Wraulalunwidegud nueds seaunigunsalauninlay
lasunisueainaenadesivaladnisviie ladaled a1um

1 Y o P 1

fing waviiiuladunsedddnglutnuwuuiuiiiey wse

]

Y o

dhitldsewhegunsalmadveru anualalufuysiiee
210 (GFK Growth from Knowledge, 2018) unanwasu
Uinslidusnwndmsugnannnssududaulnauilnai
lanlaszydn {uslamdlngdenislissuuvesgunsal
aungaleuuiasd ufl e199zu191ng nARAILUTUS U
a1usad ouslouarie1us A uld (standardized
communication) lua gz us¥naualng ag1a Apple,
Google, Amazon uax Zigbee Aldidnsmluiusiinsiiio

1% M

afaunsgunananisdeansseningunsalaunsalaulay
laliAuAavans (Apple, 2019) uansliiuindulssiiuil
d1fey Tuns@nwinudn Aadnvazidiuld Wusauds

MeusndIn1udnSnanteeuludinnunslad aduan
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aunsalon lodusgneing 3 ldums lnsunazidunisds
nsnaruAIkUTUElATIATI90 TAM ASUNNAILYS
wansliifiudn dudsqudnvazidduld [Wududs
meuenfiddyuulasasne TAM Faaenndestunising
9849 Corrocher (2011), Lee et al. (2011) Liébana-
Cabanillas et al. (2014), Hwang (2014), Yang et al.
(2016), lIsaac et al. (2016), Shin et al. (2018), Nikou,
(2019), way Hubert et al. (2019) l@3AT1TRNANTENULDS
AudnwazAdn il denissensumalulad o1fi aunin
Tou Fluma wagu3nmsfianaldls Wusu szyin aadnuas
anudiuly onefisvinadennudsladermansauay
N199 9UN 1UIATIAT 19 TAM (Perceived Usefulness,

Perceived Ease of Use, Attitude Wag Intention)

v
=1

dNSNan19FInN UBNTNaN 190 UMD AINUAILATD

{ P

Aua1ausalay WrusInUsAaunans tawn n1ssusIng

Y

'
' P aada

Uselowid wazvirund egedldodinynised@n 0.01 wagdl
ArduUsEaANE SnSwan1ason 0.21 @enAdastUIUYDS
Pliatsikas and Economides (2022) Ta@nw1 Jad8 4
svswasioanudslalfnaluladaunslon vesfuslnaym
N3N WUIN “Bndnan1edean” dANudunusigsuiniu
audslafiarldmaluladaundnleslusefumidsiunans
Tagltdudn “eninaniesdenu” Junvinlunisninun
“PAun@” maa@u’%‘lﬂ%ﬂﬂ%ﬂﬁﬁﬁiamiﬁwmmiuia@am%m
Touunld wirineglailotadeiddnyiign urdvsnaniedany
flduviliAnnnuddalnesalunstdmaluladaundn
Tauaug v nssu§induselovd mssuiinldaude
LLaszé’ﬂwmﬁwﬁﬁﬂﬁ Fauans1991n91uee Alolayan

o

(2014) Fsryimnudslaiiagldgidusaasozvolddy
1$udnSnaainiiiou eusaueu WA YUYUYDININLY
Tnenss uonand Lee and Shin (2019) Fslannasuilade
Adudaiinuanissensuvelduinns loT fuduin
Svsnamedany Snavgrannsonuddladmginssly
MslUSNS loT uae Mashal et al, (2020) fiFnuaded
d8vSnasenisgeusuusnsausalanluaosuau nun
dvsnansdeny dvdnalnensron1sueusuUSASENISH

lauveagegendy
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LRIGILITTE

Farauauuzigaulaung

niAfeilamsadudoyaduusslonitunady
Tumsvhanudila uilnedudauisalaululssmalne
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UYszuliuannanuieanelaludin (Life Satisfaction)

ANMUFIAYVRIAUNIFNNIRTad M TULUTINS

Tsai38u

murgnyadslatiauddny Wesniinansgnu
feAugy Anunelavesdiinlasdiusin nsfiyanady
Uszauaudiie luszdunisiiannuangnnisdalady

e yanadzaesdauimelaiuiinuaziiyuues

114

ymaundeafusmesazaniunsallasdiusy uenaini
yAnazdesanIndnnisFesesuainsauvesmuedliils
warluvuLLA N ULARIAINITATNYIAIIUAUNIIAIUY
o1swalluFinvesnuesde uenaniaumngniiediu

o =

ugunnAAdnele dn1sfnwmaneso

]

Inladeyndineg
Y &

NFUALTAUIN N15TNTDUANUAANIIAIUUINALT AL

U

Aerdesiunsanmndsswesmaidulsaile vioany
gaeneing o fadu Sadiaudrdyeesdeiiasyinliynnad
AuYsIsauIT azquanuted Tusiusng q il edaasy
qmmw%miﬁﬁisﬁugﬂ%u (Boogaard, 2024)

Usglevivaannunignniedntadnusenisvilafe

Py
=

NsRAIaNdRunATY dryaraiinuianelaludinves

aues fanuddnfiiiieatuaues yarafaudluynitueg

U o W o a

AUANNUTATNNINEIAU LLa%ﬂQﬂiiu%?ﬂgﬂﬂNﬁUuﬂﬂasu

I

nauselevuiaziindu 9 2 AU Ao MSHFUNUSAINT

Tnagafuypraduls wazlinnsAunudn agvilidnisiaw

wsoUsuUTaunmInlaniy Jnzduasuliin Auge

NN LANATU

v v
v

Metyaradzalunsainuuszasnniedalale
ag14ls ilaannarunignnedaladudidaiumung
ni19 9 uaegnslsiny dnidenareaulad n1sdnwile

N

o

wadnsaonadesiuiiuandliiiudesduszsnouiian
AIHarANUHIENNANTA

lun1sinAdnuntanniednla wasea SvW (Carol
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92550l 2555) liatu1enumanevesnLaudenIde
(Subjective Well-being) mangfie M5UTEIUNINTS AR
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Fanuuy szy 5 asdUszneuiassilidininawaulols
aaFUsEnauie 5 Usznau 158n31 PERMA MODEL &4
Useznoulume 5 asAusenou (Seligman, 2011; Aiwdunn
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puies wasawaslumavan savsuiedldvsluduiuas
drutlaid
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In the twenty-first century, highly refined marketing processes and
procedures are the primary catalysts driving corporate sales. The process can be
improved, however, by using consumer behavior and psychological knowledge
to create more targeted and effective advertisements. While there is a broad
scope of literature discussing the effects of modern marketing campaigns, this
article specifically examines the positive effects of consumer psychology on
marketing in contemporary businesses environments. This study focused on
three core aspects: how subconscious advertising impacts businesses, the power
of persuasive techniques, and the psychological tactics used to create pricing
strategies. The authors curated data from narrative literature using qualitative
thematic analysis, providing an in-depth and comprehensive review of the topic.
The findings show how the use of smell, sublimation, and color appeals are
used to influence consumer preferences. In addition, the strategy of encouraging
emotional attachments to products using emotional triggers was also analyzed
and explained. Finally, the process of applying psychological principals to create
pricing strategies that affect purchase intention was explored. The conclusion of
these findings suggest that consumer psychology has the power to positively

affect marketing campaigns and elevate brand strength.
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Introduction

The application of consumer psychology in
marketing is an area of research grounded in a mixture
of theories and concepts used to attempt to explain
why and how individuals and groups behave in certain
ways in consumer activities, such as acquiring,
assessing, or discarding a commodity or service. (Jia et
al., 2018). Research indicates that although the
subconscious mind is rooted deep in brain, it plays a
significantly outward role in consumer decision making
processes, and because consumer behavior originates
in the mind, comprehending its intricate processes
allows marketing campaigns to be customized in
positive ways (Mohd Isa et al,, 2019; Sutil-Martin &
Rienda-Gomez, 2020). This interconnection between
consumer psychology and marketing strategies has
brought in a new era of hungry corporations seeking to
capitalize on the advantages associated with hacking
into the minds of consumers (Halkiopoulos et al.,
2022). The profound understanding of consumer
behavior not only enhances a business’s competitive
edge, but also empowers the adoption of more
effective marketing strategies, allowing for targeted
approaches and a heightened connection with specific
audience segments. (Li & Leonidou, 2021). In addition,
marketeers must understand the consumer decision
making process to understand what consumers look
for when choosing a product. This process can be
examined and understood using the following 5
concepts:  exposure, attention, comprehension,
acceptance, and retention (Stankevich, 2017; Panwar
et al, 2019). Additionally, phenomena that influence
consumer behavior, such as social status, religion,
class, personal and/or psychological factors must be
understood, as this understanding is a powerful tool
for developing persuasive tactics that are necessary to

thrive in competitive markets (Zak & Hasprova, 2020;
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Sundareswaran et al., 2022). By understanding the
actions of buyers, marketeers can tailor their strategies
to specific groups based on their influences, needs, or
desires, ultimately facilitating the development of a
reputable brand image and valuable products and
services (He et al,, 2021; Anaza et al., 2022).

Although there are many factors that influence
businesses’ marketing strategies, understanding and
exploiting the psychological aspects of consumer
behavior is one of the most effective strategies to
develop market success, when paired with strong
rational data (Borovac Zekan et al., 2022). Also, existing
research  has extensively covered consumer
psychology and marketing practices independently,
but there is a notable gap in studies that review the
intersection of these fields. Specifically, there is limited
comprehensive analysis on how the application of
psychological principles to marketing strategies can
lead to increased customer satisfaction, loyalty, and
overall business performance (Smith, 2022). Thus, this
review seeks to fill this gap by focusing on literature
studying the effects of consumer psychology on the
marketing industry by examining the ways in which a
more advanced grasp of the consumer psyche can be
used to increase sales or brand loyalty, as well as to
build deeper and more beneficial relationships
between companies and their customers. In addition,
this article provides valuable insights for academics,
business professionals, and policymakers in regard to
how the relationship between psychology and
marketing can benefit both the market and businesses
without increasing costs. Finally, the understanding of
how individuals think, behave, and respond to
marketing tactics, such as subconscious advertising,
various persuasive techniques, and pricing strategies
was examined and explained in order to highlight the

power of personalized approaches to marketing.



The Positive Effects of Consumer Psychology on Marketing

This study employed a narrative literature
review methodology based on thematic analysis to
provide a comprehensive and structured overview of
the existing research on the positive effects of
consumer psychology on marketing within businesses
(Braun & Clarke, 2006). By synthesizing findings from
various sources, this method allows for an in-depth
examination of how consumer psychology principles
are applied in marketing and their benefits. Both
qualitative and quantitative data from previous
research were reviewed, with a focus on three key
aspects: the impact of subconscious advertising, the
power of persuasive techniques, and the use of
psychology in pricing strategies.

How Subconscious

Advertising Impacts

Businesses

Employing psychological tactics in marketing,
such as subconscious advertising, can pave the way for
the development and use of innovative and effective
strategies to promote goods and services. One way of
doing that is to use subconscious advertising to shape
consumer behavior, which is done with the strategic
use of subconscious cues, subliminal advertising, and
subtle visual elements.

Subconscious cues

Corporations can harness the power of
subconscious cues in advertising to enhance brand
recognition and drive sales higher (Bercik et al., 2022).
They can do this be stratesically tapping into
consumers' minds, employing subconscious cues that
entice them with offers they find difficult to resist
(Hornikx & le Pair, 2017; Garci-Madariaga, 2020; Brierley
et al,, 2020). For example, Chebat and Michon (2003)
investigated the impact of scents in shopping malls on
consumer behavior. During the experiment, a diffuser

emitted a citrus scent for three seconds every six
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minutes. Afterwards, consumers perceptions of the
shopping environment were measured, and it was
shown that diffusing the citrus scent did, in fact,
subconsciously shape consumers perceptions of the
shopping environment. Other similar studies showed
that scents not only enhanced shoppers’ moods, but
also contributed to positive perceptions of individual
stores, increasing consumer spending (Chebat &
Michon, 2003; Rimkute et al, 2015). Leveraging
subconscious cues, such as scent, work by establishing
an association between the pleasurable smell and
certain products. Knowledgeable companies use this
association to craft advertising campaigns, paying
careful attention to the emotions, timing, and
frequency of the advertisements, all based on an
understanding of the brain's sensitivity to various
stimuli, particularly when the five senses are engaged
and the brain is more likely to develop or revisit the
positive memory (Riza & Wijayanti, 2018; Ali, 2019; Rao
& Jetti, 2020). This method has the added advantage
of conveying information that may not be as effectively
retained through other techniques, such as creating the
brands' identity and creating stronger emotional bonds
with consumers (Ariely & Berns, 2010; Errajaa, et al,,
2021). In summary, understanding consumer responses
to being exposed to subconscious cues can assist
businesses in comprehending individual differences
and help them tailor their advertising campaigns (Shen,
et al., 2021).

Subliminal Advertising

Subliminal messaging is another powerful tactic
available to marketeers (Tanasic, 2021). They can
incorporate this tactic into their strategic plans by
facilitating communication with consumers in a non-
traditional approach that communicates with the
mind rather than

subconscious relying on the

conventional direct sales method (Sofi et al., 2018;
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Madan et al, 2021). Subliminal advertising is
characterized by messages that are not clearly
received in consumers’ conscious minds. These
messages are not overtly accepted nor rejected but
rather discreetly immersed in the subconscious,
encouraging consumers to buy targeted products
(Punniyamoorthy 2017; Sofi et al, 2018; Maaliky &
Choughari, 2020). These subliminal messages take
various forms, such as visual images and audio sounds.
Audio-visual content marketeers strategically introduce
modified subliminal images with the intention of
influencing buyers beyond their conscious perception
(Irianto, 2015; Karan et al., 2017; Bashir et al.,, 2019). For
example, Auty and Lewis, 2004 explored the
effectiveness of product placement in films where
actors were portrayed consuming and mentioning
Pepsi cola. During the screening of the film “Home
Alone”, participants were provided with both Coca-
Cola and Pepsi and asked to complete a preference
test, and the findings revealed that 67% of the group
leaned towards Pepsi, underscoring the significance of
product placement and its potential to influence
consumers (Auty & Lewis, 2004). This study was
supported in another real-world example when
Reese’s Pieces candy sales increased by 65% in three
months after being strategically placed in the movie
‘ET’ (Chavadi et al.,, 2019). This approach has proven
to attract a large customer base and foster positive
emotions towards a brand (Ahmadi et al., 2023). These
subliminal messaging techniques provide businesses
with opportunities to refine their advertisement
elements and improve their bottom lines.

Use of Visual Elements

Using visual elements, such as color and
symbolism, attracts consumers when implemented
properly in marketing strategies (Bytyci, 2020). For

example, color and symbolism can be used to
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captivate consumers’ attention, establish connections,
and enhance the perceived value and aesthetic appeal
of products (Casa & Chinoperekweyi, 2019; Suriadi et
al,, 2022). One way this works is by setting taste
expectations in food by, for example, injecting green
dye into mint-flavored products. In addition, distinct
colors can be used to establish learned associations
between a particular color and a specific brand
(Spence, 2015; Spence, 2019). A third way this works is
by using the color spectrum to subliminally instill trust
among others. For instance, the strategic use of the
color blue in social media applications like Facebook
fosters a sense of trust and relaxation, causing users to
unconsciously perceive the application as trustful,
which is one of the most important relationship
components in marketing (Broeder & van Doremalen,
2021; Mouzas, 2016). Previous research has also
indicated that blue is the preferred color when used in
contrast to red, as the color combination is associated
with natural spaces like the sky, aligning with people's
inclination towards natural environments. This color
association is linked to better moods, higher self-
esteem, reduced psychological distress, relaxation, and
enhanced mental health (Su et al.,, 2019; Broeder &
Snijder, 2019; Zhang et al, 2023). As a result,
consumers have lower risk aversion when exposed to
a blue environment (Neuber, 2022). Understanding and
using this information, marketeers can foster a positive
brand image, enhance customer loyalty, and boost
revenue (Jin et al,, 2019; Mohamed & Adiloglu, 2023).
Businesses can also employ visual stimuli, like color, to
subconsciously communicate with their audience
through visual storytelling, broadening target markets
and capturing interest (Spence, 2020). Clearly, color is
an integral part of advertising and can be used to

create trust and foster a positive relationship between

companies and consumers. (Kim et al., 2020).
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To sum up, positive results from the use of
subconscious cues, subliminal advertising, and color
symbolism, marketeers can use subtle integration
strategies in their advertising campaigns to create
lasting effects in consumers’ minds in order to create
emotional bonds, enhance the ability to remember a

brand, and positively influence purchasing decisions.

The power of persuasive techniques

In today’s marketing industry, persuasive
techniques such as using emotional appeals, accepting
celebrity endorsements, and online platform design,
have become increasingly prevalent in advertising.

Leveraging emotional appeals

Emotional appeals pull the ‘heart strings’ of
consumers, serving as a persuasive tool with the
potential to increase B2B and B2C sales (Guitart &
Stremersch, 2020; Kemp et al., 2020). Marketeers also
use other convincing psychological techniques to sway
into  their for

consumers emotions,

by tapping
example, the use of fear (van Breda et al., 2023). One
way fear is used is as a mechanism for promoting self-
protective measures, which is considered to be one of
the most effective methods of persuasion. This is done,
for example, by portraying negative and even life-
threatening circumstances that will occur without the
product, the assumption being that individuals will be
highly motivated to reduce the current risk of particular
behaviors (Antonetti et al., 2015; Sharmila et al., 2023).
For example, Ruiter et al. (2001) used fear in an
experiment to alter consumer behavior. They used
statements like “staying in the sun causes cancer”
followed by “use this sunscreen and you will not get
cancer” to increase the likelihood of product purchase
by tapping into the desire for self-preservation (Ruiter
et al., 2014). Highlighting potential danger to create fear

in order to elicit emotional responses that encourage
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certain behaviors does change purchasing behavior;
however, this tactic cannot be used alone. Marketeers
must also understand the needs of consumers in light
of all aspects of the marketing mix. (Jeffrey & Thomson,
2018, Liao, 2020; Huang, 2023, Yu & Lu, 2023). When
done in such a manner, marketeers can optimize this
strategy to convince consumers that the product is a
necessity, thus reaching specific target markets and
encouraging impulse purchases (Ahmed et al., 2020;
Sobol & Giroux, 2023). Next, employing emotional
appeals can infuse a personal touch, elevating the
connection between consumers and sellers, as
consumers can relate to the emotional appeals crafted
by businesses (Vrtana & Krizanova, 2023). Using
emotional appeals not only fosters the creation of
heartfelt advertisements, but it also plays a pivotal role
in cultivating loyal customers (Ozden, 2022).

Using Celebrity and Influencer Endorsements

Celebrities and influencers are effective bridges
between brands and consumers (Moraes et al., 2019).
Utilizing this form of advertising provides brands with
an opportunity to communicate with their audience in
a positive way, establishing a recognizable face for the
brand in the consumers mind, which grabs attention
and cultivates trust. (Liu & Liu, 2020). Moreover,
research shows that using influencers in advertising
campaigns is an effective means to create brand
awareness and purchase intention (Sesar et al, 2022).
This is an effective strategy because individuals often
view famous stars as idols and, therefore, are more
inclined to try products endorsed by them--believing
that they too mirror the appearance or lifestyle of their
favorite star, thus creating brand salience (McCormick,
2016; Saldanha et al., 2018; El Hedhli et al., 2021). This
strategic tool is used to make otherwise mundane
products seem eye-catching,

which produces a

competitive advantage over rivals, giving them a
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unique selling point and a positive brand image (Keller,

2016; Li et al, 2020). To illustrate this, British
supermarket Tesco collaborated with the world-
renowned chef Jamie Oliver in 2002. In the campaign,
microwaveable dishes, once perceived as dull and
boring, were transformed into something quite the
opposite, resulting in a remarkable $2.25 billion return
on investment and an additional $2.2 billion in
incremental revenue (Pringle & Binet, 2005).
Furthermore, research has demonstrated that
when consumers are aware of the product endorser,
they are more inclined to establish an emotional
connection with the product, and this connection
positively correlates with increased demand and
repositioning the product more favorably in the
market. One study showed the usage of this technique
increasing market share by 39% (Pringle & Binnet,
2005). In another study, an analysis of an endorsement
program between Nike and football player Cristiano
Ronaldo showed that out of 347 participants, 71.64%
could recall Nike and deemed it as the strongest brand
in comparison to competitors, thus differentiating
themselves from competitors and adding increased
value to the brand (Sande, 2019). This clearly showed
that incorporating celebrities into advertisements can
strategically propel a brand ahead of competitors and
position them strategically, targeting specific market
segments to amplify positive consumer influence and
boost profits (Jun, et al, 2023). Businesses that
leverage celebrities as a communication and marketing
tool can also better grasp customer demands, thereby
increasing the likelihood of higher sales (Gurel-Atay,
2022). While celebrity endorsements are considered a
lasting presence in the marketing industry, marketeers

may also benefit from the emerging digital marketing

era.
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Tactical Marketing on Online Platforms

Promoting products via online platforms like
Shopee, has the potential to reach millions across the
globe, and during the first quarter of 2020 these outlets
received 71.53 million clicks, the shopping method
providing an efficient, contact-less experience leading
to spontaneous purchases from consumers (Amrudhia
& Nurfebiaraning, 2021). Impulsive consumer buying is
induced by tactical marketing on websites, encouraging
thoughtless and careless purchases, constituting up to
40% of the total online transaction volume (Kathiravan
et al., 2019). These websites themselves serve as
persuasive tools through their design and layout. For
example, when consumers reach the end of a web
page, the “next” button is deliberately designed to be
larger and bolder than the ‘previous’ button, which
encourages individuals to continue reading and
potentially make additional purchases (Djamasbi et al.,
2011; Qalati et al, 2021; Molinillo et al, 2021).
Employing scarcity advertising is another marketing
strategy. Using this strategy, a sense of scarcity or
deprivation is conveyed to consumers in order to
evoke a sense of urgency, haste, and anxiety (Shi et al,,
2020). This strategy is based on the premise that when
a product is perceived as scarce, consumers tend to
believe it possess greater value. Then, the assumption
of widespread demand and the fear of missing out
prompts them to make impulsive bulk purchases
without extensive deliberation (Huijsmans et al., 2019;
Wu et al., 2021). This strategy can be used to foster a
competitive atmosphere among buyers due to their
fear that others may want the same limited product as
them, encouraging them to purchase more or pay
premium prices (Gupta & Gentry, 2019). Marketeers can
effectively use website design in conjunction with
scarcity to cultivate an

impulsive  shopping

environment, potentially resulting in increased sales
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and economies of scale (Cremer & Loebbecke, 2021;
Dolega et al., 2021).

In conclusion, persuasive techniques highlight a
strategy in which consumers views and perceptions are
shaped througsh emotional appeals, celebrity and
influencer endorsements, and impulsive shopping
triggers. This strategic technique can be used to make
tailored marketing campaigns to audiences using
testimonials and emotional appeals to enhance a
product’s public appeal, durability and quality, while
scarcity can create a sense of urgency creating quicker

purchasing decisions.

The Use of Psychology on Pricing Strategies

Pricing strategies are a crucial component of the
marketing puzzle, as providing consumers with insights
into a product’s value for money plays an important
role in shaping perceptions of a brand.

The Perception of Value for Money

Consumers often purchase a product or service
based on its price and its perceived positive benefits,
especially if it is more affordable than alternative
products or services (Muhammad Yusuf & Nuuridha
Matiin, 2023). In light of this, sales tactics aim to
convince consumers to buy more of a specific product
within a limited timeframe by creating a sense of
urgency with their pricing models. (Kempa et al., 2020).
For example, marketeers frequently utilize a popular
sales tactic known as ‘Free offers’ or ‘zero price
effect’. One example of this strategy is ‘buy one get
one free’ models, which show how the inclusion of the
word ‘free’ can alleviate feelings of guilt associated
with a purchase and causes consumers to perceive the
product as more valuable because it comes at no cost
to them (Shampanier et al.,, 2007; Lee & Yeung, 2022).
Much research has shown the effectiveness of these

types of complimentary promotions on perceived
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value and buying intent in categories such as groceries
(Palmeira & Srivastava, 2013), cakes, and sweets
(Hossain & Saini 2015; Mazar et al., 2017), and even in
other sectors such as gaming (Rietveld, 2017) and
healthcare (Cai et al, 2018; lizuka & Shigeoka, 2022).
Essentially, when consumers are considering
purchasing a product, they weigh the perceived loss to
benefit to

ratio, and they compare products

alternatives. By emphasizing the word ‘free,’
marketeers of products can distinctly communicate
their products value, reducing the feelings of loss with
a purchase and encouraging sales (Shampanier et al,,
2007; Ahmetoglu et al.,, 2014). Marketeers can leverage
this approach to capture the attention of consumers
who view a product as high value, making them
inclined to purchase more, as they perceive that they
are getting something at no cost (Khan & Warraich,
2021). Finally, crafting compelling advertising price
campaigns not only aids in reaching a broader
audience, but it also fosters customer loyalty (Joseph,
et al., 2020).

The Design of Menu Pricing

The designs of menus plays a crucial role in how
a restaurant presents its pricing, as it influences
consumers’ choices in several ways (Peters & Hervé
Remaud, 2020). For example, the way prices are
showcased on the menu impacts the likelihood of
consumers purchasing items, as well as their
judgements regarding its value and quality (Ozdemir &
Caliskan, 2015; IP & Chark, 2023). In addition, using odd,
‘0,” or ‘9’number pricing influences consumers image
of a restaurant, particularly in regard to the perceived
quality of the items presented, thus affecting sales and
profits (Baumgartner & Steiner, 2007; Santana et al,,
2020.) The psychology of pricing theory mentions that
when a price ends in ‘0’, the restaurant is seen as

prestigious and reliable, whereas when ‘9s’ are used
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the restaurant is perceived as being a good value but
lower in quality (Kiatkawsin & Han, 2019). In addition,
in one study ‘even-ending pricing’ was applied in the
fine-dining industry, which caused customers to view
the restaurant as a more sophisticated culinary
experience. Importantly, their views were not that the
pricing strategy was a marketing tool, but that the
rounded numbers were a true display of the dining
experience (Lo et al., 2018; Tang et al., 2019; Kiatkawsin
& Sutherland, 2020; Gupta et al,, 2022). Moreover,
Naipaul and Parsa (2001) investigated the significance
of odd ending pricing in 92 menus in quick service
restaurants and noted that 37% ended in the number
5, and 33% ended in the number 9. The data in the
study indicated that when a price ends in an odd
number, consumers may perceive the cost to be
smaller, fostering a greater willingness to make
purchases (Asamoah & Chovancova, 2014; Jaber &
Jaber, 2020; Kumar & Pandey, 2021). In addition, Dayan
and Bar-Hillel (2011) manipulated the position of items
on a menu to increase or decrease the frequency of
consumer choices made, which is known as the
primary-recency effect. The authors of this study
believed that by placing healthier options at the
beginning of the menu and unhealthy options at the
end of the menu they could increase customers
choosing the healthy options. The findings showed that
most individuals chose items towards the top. The
second most chosen items were at the bottom of the
menu, and the least chosen items were in the middle
(Dayan & Bar- Hillel, 2011). These results were
confirmed in other studies, which also recommend
that in order to maximize profits, preferred products
should either be placed at the extreme top or bottom
of a menu (Andersson & Nelander, 2021). Marketeers
can employ this approach when creating menu

advertisements in order to strategically shape public
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perceptions, as different display strategies affect buying
decisions (Chen et al., 2019; Liu et al., 2019).
Persuasive marketing is manifested in menu
design, strategically appealing to a specific target
market,

(Camilleri, 2017; Cinar et al., 2020)

and cultivating a desired brand image

The Use of Luxury Brand Image
Perception of Pricing

Brand image can be either a problem that needs
to be fixed or an asset that represents a businesses or
brand in a successful way. Successful luxury brands
leverage their own names as a form of advertisement
(Ko, 2020). This works because consumers believe that
certain luxury brands create associations to wealth,
luxurious living, and sophistication. (Dhaliwal et al,
2020; Balabanis & Stathopoulou, 2021). Researchers
have found that 78% of luxury purchases were made
by individuals under the age of 35, many strutting
runways on college campuses, having decided to
invest in luxury items for status despite having limited
incomes (Eastman et al., 2019). This highlights a growing
trend in a contemporary society that is characterized
by extrinsic motivation where luxury brands are used
to provide psychological benefits like self-esteem and
social recognition (Vickers & Renand, 2003; Shao et al,,
2019; Donvito et al., 2020). This need for affirmation is
a good indication of why certain brands command
higher prices, as they target individuals seeking a sense
of sophistication (Kapferer & Valette-Florence, 2021;
Singh, 2022). This is exemplified in Prada’s marketing
slogan, “Be seen, be heard,” which encourages the
belief that purchasing the brand will make individuals
stand out in society. This strategy encourages
individuals to overlook price in an effort to feel good
about themselves (Loureiro et al., 2020). At the same

time, the emphasis on high price is also used to

illustrate the products quality and durability, which
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helps create a loyal customer base (Mitchell et al,

2020). Pricing strategies in luxury brands are
thoughtfully crafted to convey a lifetime of wealth,
aiming to persuade consumers to justify elevated
prices for a positive self-image (Zhang & Zhao, 2019).
Overall, pricing strategies serve as a persuasive
tool that is shaped by perceptions of value, menu
design, and brand image. The application of these
principles can be transformative in marketing, as their
use can encourage consumers to view products and

services more favorably in certain situations, such as

when odd numbers are used to create a perception of
affordability without comprising the quality or image of

the product.

Conclusion and Suggestions

This study has highlighted the beneficial impacts
of consumer psychology in marketing, with evidence
from recent literature, case studies, experiments, and

interviews.

Table 1 Summary of consumer psychology, its applications, and positive impacts

Aspects of Consumer Psychology

Potential Applications

Positive Impacts

1. Subconscious Advertising

1.1 Subconscious cues

shopping environment

Using a diffuser to create

Enhances shoppers’ moods and increases
consumer spending (Chebat & Michon,

2003; Rimkute et al., 2015)

Using five senses

Creates positive memories (Riza & Wijayant,

2018; Ali, 2019; Rao & Jetti, 2020)

1.2 Subliminal advertising

movies

Product placement in the

Encourages consumers to buy targeted
products (Auty & Lewis, 2004,
Punniyamoorthy, 2017; Sofi et al., 2018;
Maaliky & Choughari, 2020); increases sales
(Chavadi et al., 2019)

1.3 Use of Visual Element

Color symbolism

Captivates consumers’ attention and
enhances perceived value (Casa &

Chinoperekweyi, 2019; Suriadi et al., 2022)

Green dye into food

product

Sets taste expectations and establishes
brand associations (Spence, 2015; Spence,

2019)

Use of blue

Enhances moods, trust, and relaxation
(Broeder & van Doremalen, 2021; Mouzas,
2016; Su et al., 2019; Broeder & Snijder,
2019; Zhang et al., 2023); lowers risk
aversion (Neuber, 2022); fosters positive

relationships (Kim et al., 2020)
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Table 1 Cont.

Aspects of Consumer Psychology

Potential Applications

Positive Impacts

2. Persuasive Techniques

2.1 Emotional appeals

Portraying negative

circumstances

Motivates risk reduction behaviors

(Antonetti et al., 2015; Sharmila et al., 2023)

Fear

Increases likelihood of product purchase by
tapping into self-preservation desires (Ruiter

et al,, 2014)

2.2 Celebrity and influencer

endorsements

Using celebrities,
influencers, famous stars

and well-known chef

1. Creates brand awareness and purchase
intention (Sesar et al., 2022)

2. Increases market share (Pringle & Binnet,
2005); differentiates brand, boosts profits,
and increases sales (Pringle & Binet, 2005;
Sande, 2019; Jun et al., 2023; Gurel-Atay,
2022)

2.3 Impulsive shopping triggers

Providing an efficient,
contact-less experience
including design and

layout on their websites

Encourages spontaneous purchases;
enhances engagement (Djamasbi et al,,
2011; Qalati et al,, 2021; Molinillo et al,,
2021)

Employing scarcity

advertising

Promotes impulsive bulk purchases
(Huijsmans et al., 2019; Wu et al., 2021) and
premium pricing (Gupta & Gentry, 2019);
increases sales through impulsive shopping
environments (Cremer & Loebbecke, 2021;

Dolega et al., 2021)

3. Pricing Strategies

3.1 Value of money

Creating urgency with

pricing models

Increases purchases within a limited

timeframe (Kempa et al., 2020)

“Buy one get one free”

models

Alleviates purchase guilt and increases
perceived value (Shampanier et al., 2007,

Lee & Yeung, 2022)

Emphasizing “free”

Reduces feelings of loss and encourages
sales (Shampanier et al., 2007; Ahmetoglu
et al.,, 2014)
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Table 1 Cont.

Aspects of Consumer Psychology

Potential Applications

Positive Impacts

3.2 Design of menus

Using odd, “0,” or “9”

number pricing

1. Influences perceived quality, affects sales
and profits (Baumgartner & Steiner, 2007,
Santana et al., 2020)

2. “0” pricing for prestige, “9” pricing for
value (Kiatkawsin & Han, 2019)

“Even-ending pricing” in

fine dining

Perceives as sophisticated culinary
experience (Lo et al., 2018; Tang et al,,
2019; Kiatkawsin & Sutherland, 2020; Gupta
et al., 2022)

Odd number pricing

1. Perceives as smaller cost and Increases
willingness to purchase (Asamoah &
Chovancova, 2014; Jaber & Jaber, 2020;
Kumar & Pandey, 2021)

2. Encourages healthy choices (Dayan & Bar-

Hillel, 2011)

Positioning preferred
products be placed at the

top or bottom of a menu

To maximize profits, preferred products

should either (Andersson & Nelander, 2021)

3.3 Luxury brand image

Targeting individuals

seeking sophistication

Commands higher prices; boosts brand
image (Kapferer & Valette-Florence, 2021;
Singh, 2022)

Prada's "Be seen, be

heard" slogan

Overlooks price for self-esteem (Loureiro et

al., 2020)

Emphasis on high prices

Illustrates quality and durability; creates

loyal customer base (Mitchell et al., 2020)

Conveying lifetime wealth

perception

Justifies elevated prices to promotes

positive self-image (Zhang & Zhao, 2019)

Source: Authors’ synthesis

The findings of this academic paper highlight the
significance of incorporating consumer psychology into
business practices for the development of targeted
marketing strategies. This article, in comparison to
previous literature, has emphasized how consumer

psychology can be used to positively influence
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consumer behavior in  marketing environments.
However, this paper does have limitations. While the
traditional components of marketing examined in this
paper are important, the study does not address more
modern aspects of the industry. For example, the

marketing process and procedures discussed in this
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paper should not only be applied in traditional ways; campaigns. In light of that, it is recommended that
instead, marketeers need a comprehensive further research about how the process and principles
understanding of how current technology, such as of traditional marketing strategies are being affected by
modern content delivery devices (smart phones, smart a modern and rapidly changing technological
watches, smart g¢lasses, VR systems), artificial environment be undertaken. In particular, the
intelligence systems, social media applications, and application of the aforementioned traditional
software applications work. With that knowledge, and marketing  strategies  applied  using  modemn
the information in his paper, marketeers will be better technological devices is an area of study that would
positioned to develop successful modern marketing be beneficial to those in or entering the industry.
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