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Abstract

While this scholarly article examines the development of an Islamic Studies
curriculum for Thailand's unique educational context, it suggests that further attention be
paid to the complexities and variations in the learning environment. The framework aims
to connect Islamic values with Thai objectives, drawing on history, culture, and education.
Currently, the Islamic education situation in the country is being analyzed comprehensively.
However, the curriculum's progress in cultural responsiveness to Muslims could feature
more complex explanations alongside concise summaries. Additional analysis of how
Thailand's origins influenced modern Islam could bolster understanding. Overall, meaningfully
integrating Islamic education demands carefully balancing uniform explanations with varied

complexity, lengths, and depths for a human-like presentation that benefits all.

Keywords: Islamic Studies Education, Thailand Curriculum Design, Cultural Integration
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Introduction

Thailand, renowned for its extensive historical background and multifaceted
cultural fabric, offers an exceptional setting for the incorporation of Islamic Studies within
the country's educational framework. This section examines the historical importance of
Islam in Thailand, particularly its influence on the cultural identity of the nation (Smith,
2010; 1MUY BUFY, 2560).

Objective

The primary objectives of this study involve conducting a comprehensive
investigation into the historical backdrop of Islam in Thailand, evaluating the present
condition of Islamic education, and suggesting a culturally appropriate curriculum, that
adheres to Islamic principles and aligns with the educational aims of Thailand. Moreover,
the curriculum should connect Islamic values with Thai objectives, drawing on history,

culture, and education.

The historical context of Islam in Thailand

1) The Early Emergence and Dissemination of Islam

The introduction of Islam in Thailand can be traced back to ancient times,
predominantly through peaceful engagements and commercial exchanges (01UUN Q'uﬁﬂ,
2560). This section explores the historical origins of Islam in Thailand and how it progressively
assimilated into the indigenous culture over time.

2) Cultural Influence and Integration

This section examines the impact of culture on society and the process of integrating
different cultural elements. The research conducted by ©13iu asun (2557) plays a crucial
role in enhancing our comprehension of how Islam has exerted its impact and become
incorporated into Thai culture throughout the course of history. The emergence of syncretic

components contributes to the country's abundant cultural variety.

Contemporary state of Islamic education in Thailand

1) Islamic educational institutions

This refers to educational establishments that are specifically dedicated to providing
education based on Islamic principles and teachings. These institutions play a crucial role
in the dissemination and preservation of Islamic knowledge and values. They encompass
a wide Islamic education in Thailand is currently marked by the presence of several
educational establishments, including Islamic schools and universities (@afn 918 waz
AANUTIIU VNI, 2555). This section evaluates the influence of Thai Muslims in shaping the

religious and cultural identity of their community.
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2) Challenges and Opportunities in the Field

The study conducted by 9% @19 uaz §1550 waaiiiy (2559) offers valuable insights
into the current challenges and opportunities that exist in the field of Islamic education in
South East Asia including Thailand. It is imperative to acknowledge and effectively utilize
the opportunities while also addressing the problems to ensure the successful integration

of Islamic Studies.

A Theoretical Framework for the Development of an Islamic Studies Program

1) Incorporation of Islamic Principles

According to Masriah et al. (2023), a theoretical framework is presented that highlights
the incorporation of Islamic concepts within the conventional educational curriculum in a
cohesive manner. The proposed paradigm posits that instead of isolating Islamic teachings,
they should be integrated into the core content of many academic disciplines. According
to Masriah et al., this methodology promotes a comprehensive comprehension of Islamic
principles and scholarly expertise.

The process of integration entails the identification of shared elements between
Islamic values and the goals of mainstream education. For example, the inclusion of ethical
teachings within the field of Islamic Studies can serve as a valuable supplement to values
education initiatives. Similarly, the historical aspects encompassed within Istamic Studies can
be aligned with a broader history curriculum, enhancing the overall educational experience.
This theoretical paradigm advocates for educators to perceive Islamic Studies not in isola-
tion, but rather as an essential component within a holistic educational context. According
to Masriah et al. (2023), students can develop a more integrated worldview that integrates
Islamic values with many academic subjects by embracing this particular method.

2) Correspondence with Thai Educational Objectives

To adhere to the educational goals, set forth by the Thai government, the
theoretical framework must take into account the rules outlined by the Ministry of
Education, Thailand (2021). The educational objectives of the Ministry span a wide range
of areas, such as the promotion of ethical conduct, the cultivation of critical thinking skills,
and the development of a profound understanding and respect for cultural variety (Ministry
of Education, Thailand, 2021).

The suggested Islamic Studies program ought to be created in a manner that
complements and augments these stated aims. The ethical teachings within the field of
Istamic Studies follow the Ministry's emphasis on the development of moral values. By
adhering to Thai educational objectives, the Islamic Studies program can effectively integrate
and provide a constructive contribution to the overarching educational aims of Thailand
(Ministry of Education, Thailand, 2021).
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3) Curriculum Development

The research conducted by aRdnm H‘Uﬁ (2565) offers significant contributions in
understanding the methodical process involved in designing an Islamic Studies curriculum
that is specifically catered to the educational requirements of Thai students. The process of
curriculum development encompasses a series of fundamental steps: Firstly, the purpose
of this study is to conduct a needs assessment to gain a comprehensive understanding
of the specific needs and requirements of Thai students and educational institutions. This
encompasses the careful consideration of cultural nuances, language preferences, and
academic standards (@RfnA Wll, 2565).

In addition, stakeholder engagement: The active participation of diverse
stakeholders, such as educators, students, parents, and community leaders, in the
process of curriculum development. This technique guarantees a more thorough and
all-encompassing methodology that accurately represents a wide range of viewpoints,
according to aAdnA Wil (2565).

Lastly, topic Integration: Thoughtfully incorporating Islamic teachings into the
pre-existing disciplines within the Thai curriculum. The process entails the identification
of shared characteristics and domains in which Islamic principles might contribute to the
comprehension of diverse academic fields (aaﬁ'ﬂﬁ ’quﬁ, 2565). The integration of cultural
sensitivity into the curriculum is necessary to uphold and accurately represent the
multifaceted nature of Thai culture. This entails the integration of local illustrations, customs,
and historical allusions (ef@n# ’L;Uﬁ, 2565).

Curriculum Development for the Islamic Studies Program

1) Core Subjects

In the context of education, core subjects refer to the fundamental areas of study
that are considered essential for a well-rounded education. Drawing upon the scholarly
contributions of Khan (2016), it is imperative to incorporate essential disciplines within the
proposed Islamic Studies program, which serve as the fundamental pillars for a well-rounded
understanding of Islamic ideas.

Firstly, the field of Quranic Studies encompasses an in-depth examination of the
Quran, focusing on its historical background, linguistic characteristics, and thematic elements.
The primary objective of this endeavor is to cultivate a profound comprehension of the
principal sacred scripture within the Islamic faith, as stated by Masriah et al. (2023)

Secondly, the present study aims to delve into the chronological progression of
Islam, examining its significant impact on civilization and shedding ligsht on the notable
individuals who have played pivotal roles in Islamic history. This course offers students
a comprehensive comprehension of the development of Islamic ideology, as stated by
Masriah et al. (2023).
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Thirdly, Ethics and Morality: An Analysis of the Ethical Teachings of Islam and Their
Pragmatic Implications in Daily Existence. The objective of this discipline is to cultivate moral
principles, promote ethical conduct, and foster a sense of accountability among students
Masriah et al. (2023).

2) Elective Courses

The research conducted by yviiinsevd wivizay uagauy (2564) provides valuable
insights into the development of optional courses aimed at promoting program diversity,
accommodating the unique interests of students, and fostering a comprehensive educational
experience. The academic course of Comparative Religion aims to provide students with a
comprehensive understanding of various major faiths by examining and contrasting Islamic
ideas alongside those of other religious traditions. According to Ahmad, this practice
facilitates an enhanced comprehension of the various religious beliefs and practices, while
also encouraging constructive conversations and exchanges between different faith traditions.

This academic study delves into the extensive heritage of Islamic art, encompassing
various forms such as calligraphy, architecture, and visual arts. The elective course provides
students with an introduction to the cultural and artistic dimensions of Islamic civilization
iugdnsend wivsuy uazanz, 2564).

The present study focuses on the examination and analysis of contemporary
concerns in Islam, with a particular emphasis on addressing the current global challenges
and issues that are prevalent within the Islamic world. The course aims to foster critical
thinking and facilitate debates regarding the potential of Islamic teachings in addressing
present-day challenges (yiuiinsond wivizws uavauy, 2564).

4) Pedagogical Approaches

Drawing on the pedagogical approaches proposed by Bond and Bedenlier
(2019). The curriculum implements a range of strategies aimed at fostering active student
engagement in the learning process.

Experiential learning refers to the deliberate provision of opportunities for students
to actively participate in hands-on experiences that facilitate the integration of theoretical
knowledge with practical applications in real-world contexts. The educational program
encompasses various activities such as visits to historical locations, interactive workshops,
and engagement in community-based projects (Bond & Bedenlier, 2019).

Promoting Collaborative Projects: Fostering initiatives that facilitate collaboration,
emphasizing the cultivation of cooperation, effective communication, and the exchange of
ideas. According to Laal and Seyed (2012), the inclusion of group tasks and collaborative
research projects within an educational setting fosters a dynamic learning environment.

The incorporation of technology: Utilizing technological tools to augment the

educational process. The integration of multimedia resources, online platforms for
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discourse, and interactive instructional tools have the potential to enhance the accessibility

and engagement of the curriculum. (Bond & Bedenlier, 2019).

Cultural Sensitivity and Community Engagement

1) An Examination of Thai Culture

The field of Thai cultural studies, as explored by Arphattananon (2018), provides
valuable perspectives on the intricacies and subtleties of Thai culture. This section highlights
the significance of comprehending and valuing the diverse cultural aspects of Thailand to
facilitate the development of an effective curriculum.

2) The Significance of Cultural Sensitivity

The research conducted by Garcia and Pantao (2021) emphasizes the significance
of cultural sensitivity in promoting an inclusive educational setting. This entails the
implementation of a curriculum that accurately represents and acknowledges the cultural
identities of students.Strategies for Community Involvement

This section examines techniques for actively engaging local communities in the
curriculum creation process, drawing inspiration from successful models proposed by
Zakariya (2014). The program's effectiveness hinges upon the imperative collaboration with

local leaders and parents.

Difficulties Encountered in Executing the Program

1) Cultural Barriers and Misconceptions in Cross-Cultural Communication

The research conducted by ug @19 uay 1558l vy (2559) examines the
cultural obstacles and misunderstandings that can potentially emerge in the course of
program execution in ASEAN. Strategies aimed at addressing these difficulties encompass
the implementation of cultural awareness programs and fostering open debates.

2) The Presence of Institutional Resistance

The insights provided by Wekke et al. (2019) are of utmost importance in
comprehending the possible opposition that may arise within institutions. This section
examines various ways for effectively managing resistance, with a particular focus on
highlighting the advantages of the program for all parties involved.

3) Academic Context

The financial models developed by Riinawati (2022) are utilized as references to
suggest options for sustainable finance and resource allocation, ensuring the program's

durability and efficiency in achieving its goals

7
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Opportunities and Advantages

1) Academic Excellence

The research conducted by Masriah et al. (2023) provides evidence that the
incorporation of integrated Islamic studies into educational curricula can enhance
academic achievement through the cultivation of critical thinking skills and the promotion
of a comprehensive educational experience. This section examines the potential impact
of the proposed program on academic achievements.

The Significance of Social Harmony and Cohesion

According to Kraince (2007) study, the implementation of an integrated program
has been found to foster social harmony through the facilitation of mutual understanding
and respect among students hailing from various cultural backgrounds. This section explores
the potential societal advantages of the program.

2) The concept of global competence

The study conducted by Susilowati (2023) posits that the implementation of this
particular program has the potential to augment the global competency of students through
the cultivation of a comprehensive comprehension of Islamic principles within a global

framework. This section examines the worldwide ramifications of the suggested scheme.

Conclusion and Recommendation

In conclusion, it can be inferred that the aforementioned points support the notion
that the topic at hand is worthy of further investigation and analysis. In this section, we
present a concise overview of the main findings obtained from our research. This section
provides a concise overview of the main findings, highlighting the importance of implementing
an integrated Islamic Studies program in promoting cultural cohesion and achieving high
academic standards. The integrated program will connect Islamic values with Thai objectives,
Thai and Islamic history, culture, and education.

The research conducted in this work has significant consequences for educational
practices, advocating for an inclusive approach that acknowledges and appreciates
cultural variety (81uun Ejuﬁﬂ, 2560). This paper presents practical recommendations for the
implementation of the proposed program.

Subsequent investigations may delve into the enduring effects of incorporating
Islamic Studies into the curriculum, specifically examining the influence on students'
scholastic accomplishments and their contributions to society. This line of inquiry would

aim to address the gaps identified in the present study.



NI TENIUTYiIAY U oz AUl o wwew - guey beow

References

Arphattananon, T. (2018). Multicultural education in Thailand. Intercultural Education,
29(2), 149-162. https://doi.org/10.1080/14675986.2018.1430020

Bond, M., & Bedenlier, S. (2019). Facilitating student engagement through educational
technology: Towards a conceptual framework. Journal of Interactive Media
in Education, 11(1), 1-14. https://doi.org/10.5334/jime.528

Garcia, K., & Pantao, J. (2021). Cultural sensitivity and classroom management of teachers.
International Journal of Professional Development, Learners and Learning,
3(1), ep 2108. https://doi.org/10.30935/ijpdll/11093

Kraince, R. (2007). Istamic higher education and social cohesion in Indonesia. Prospect,
37(3), 347-356. https://doi.org/10.1007/511125-008-9038-1

Laal, M., & Ghodsi, S. (2012). Benefits of collaborative learning. Procedia-Social and
Behavioral Sciences, 31, 486-490. https://doi.org/10.1016/j.sbspro.2011.12.091

Masriah, T., Ajizah, W., & Mahwiyah. (2023). Islamic education curriculum development.
Journal of Learning, Teaching and Educational Studies, 1(1), 15-21. https://doi.
org/10.61166/amd.v1i1.3

Riinawati, R. (2022). Strategy of financing management to improve the quality of Islamic
Education Institution. AL-ISHLAH: Jurnal Pendidikan, 14(3), 2757-2768. https://
doi.org/10.35445/alishlah.v14i3.1519

Susilowati, T. (2023). Framework of intercultural learning in speaking for Islamic higher
education in the international context. Script Journal Journal of Linguistic and
English Teaching, 8(1), 83-97. https://doi.org/10.24903/5j.v8i01.1170

Thailand, Ministry of Education. (2021). National curriculum framework. https://ncf.ncert.
gov.in/#/web/home

Wekke, I. S., Siddin, S., & Langputeh, S. (2019). Islamic Education in Thailand Pattani
muslim minority: What are the institutional continuity and change?. Tadfris:
Jurnal Keguruan dan Ilmu Tarbiyah, 4(1), 127-134. https://ejournal.radenintan.
ac.id/index.php/tadris/article/view/3753

Zakariya, H. (2014). Community engagement in Malaysian higher education: An overview.
Proceedings of SOCIOINT14- International Conference on Social Sciences and
Humanities (pp. 612-616). Istanbul, Turkey. https://www.researchgate.net/
publication/280527604 COMMUNITY ENGAGEMENT IN_MALAYSIAN HIGHER _
EDUCATION_AN_OVERVIEW

Tug ang way 3536 vidaisle. (2559). nsAnudaadluenBeu: anunmLaZANNYIMIL.

219AITDAA AN I ING 18IAIVAIUATUNT, 7(2), 19-32. https://s5003 tci-thaijo.
org/index.php/JOIS/article/view/170060



10 SUTHIPARITHAT JOURNAL Vol. 38 No. 2 April - June 2024

Fakn 918 war AANUIIIY UINT. (2555). TIMuIN1sNsEeunsaeudaaufnyvadlsasey
nyugeumansaaluamuiminneuaunialidvedive. 97557595-ys Javdie
Menay unInegraeniged, 7(13), 55-64. https://so01 tci-thaijo.org/index.php/
NUR YIU/article/view/4651

windinsenld wveur, 915394 asadles, ydunlineiiil dweedsd, glau ywyas, uay @318
anevies. (2564). pudnwarlstasdluanisseil 21 vosBeudaaudnululsaSoy
onvudeurmaundaalulsundlng. 275975998 70AN SN INGILANYATIATUNS,
32(2), 40-50. https://so04.tci-thaijo.org/index.php/jil/article/view/253437

ofdinm yuil. (2565). mavamdngnsdaamAnuiluanitugaudnuiiaennadesiuuunves
dseulne. 115875FaUmIENT UWIINEIEEIER, 17(2), 83-101. https://rsujournals.rsu.
ac.th/index.php/jla/article/view/2754

91U guse. (2560). Uranuseindivesmaundaaniiidvinasodsnslne. yusiad, 2(2),
12-21. https://so01.tci-thaijo.org/index.php/bdm/article/view/179610

nilu aeun. (2557). WwwInnsleulsy iamansoaatuludinulne (asyarin-na. 2511)
MAnednusUs e unduds, uming1dusssueians). TU Digital Digital. https://
digital.library.tu.ac.th/tu_dc/frontend/Info/item/dc:104628



o

CAEGREGISIE G U oz aluil o wwew - iguiey beow 11

AsTUARUEANUNISLAUAVaININIS lLdn1UN15allAda
Yp9UsENIANzibaulunatnnannsndunsusenelng

Cash flow and firm growth in the Coronavirus
Disease 2019 (COVID-19) pandemic situation of
companies listed on the Thai Stock Exchange

Received: 11 September, 2023
Revised: 9 March, 2024
Accepted: 15 March, 2024

W5 Ianae*
Premarat Vilalai*
NIYUN LAAUNIE**

Pornchanok Chaleampong**

“MREUIMIITIRAINIINTINWAENSURT v Ine1dugsiatuding

*College of Innovative Business and Accountancy, Dhurakij Pundit University

* Email: premarat.vil@dpu.ac.th

“ppuzmalulagdiny wninedemalulagssuseansiueen Inenuniunys

**Faculty of Social Technology, Rajamangala University of Technology Tawan-ok Chanthaburi Campus

**Email: pornchanok.mae@gmail.com



12 SUTHIPARITHAT JOURNAL Vol. 38 No. 2 April - June 2024

UNAnNEa

MASifunsFnsnssuaiuanuazavesisnsrenisiulavesiansluaanunisel
Tain 19 vesuitmaansfoulunarandnningurisUsemalne ngufegansitedlddoye
nusEnaamedeunaandnninduiassmalng wea. 2561-2564 S1uUFI0ENIIEY 7,103
fheg afanldlunsiesei Ao malnseiadadmssaun waensinssiaiinisanaeenvea
NANISANYINUI ATZLARUAAIINATANTUNIUY NTLUARUEAINNTTIANIRU NILUERUAAIINATST
8 wazrwInvasiaNsiikansenulufiamafeiuiunsdiulavesfianistuaniunsalunsssun
vadlsaindalidalada 19 (COVID-19) wansliifiuin Aanisitinssuaduanainnssnduny
AT LLaxmiamuLﬁmqﬁuimﬁgﬂﬁummmﬁamﬁ‘iLﬁuQﬁﬂuamumsmﬁm’wmmmaa
Tsnfindgla¥alaia 19 (COVID-19) dwmalinmaiiulnvasianisludiutude idesnguilnaazses
finslisulumsdeduirgulnauilneundsiwluaniunisaiunsssuinvedsadsnaliianisnng
AiReTestuanunsaituiinssuatuaniututiues

ANEARY: NITLARUER YUIAVDIAINTT NMstRUlneIianis lsafnelisalalsu (COVID-19)

Abstract

This research is to study the effect of cash flow and business size on business
growth in the situation of COVID-19 of listed companies on the Stock Exchange of Thailand.
This research sample uses listed companies to announce B.E. 2018-2021, 7,103 samples
explained. The statistics used in the analysis were descriptive statistical analysis. And
multiple regression statistical analysis the study found that operating cash flow cash flow
from financing cash flow from investments and the size of the business has an impact in
the same direction as the growth of the business in the situation of the COVID-19 pandemic,
indicating that businesses with increased cash flow from operations, financing and
investments, as well as increased business size during the COVID-19 pandemic, have resulted
in the growth of business in the country also increased because consumers have to spend
money to buy consumer goods to survive in the pandemic situation resulting in various

businesses. Related to that situation, there is an increase in cash flow.

Keywords: Cash Flow, Firm Size, Firm Growth, Coronavirus Disease 2019 (COVID-19)
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NaN133eUazaiUTIENa
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A5199 1 LARIANEADALTINTTUUILENABUNITUNTSEUIN COVID-19 LATITNINNITUNTTZUI
COVID-19
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(N =2,610) (N = 4,493)
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N1SAATIBAAUNAFIY

TAULARIT18aLBEANTTIATIHRENNITANNDUTINYAN IINNITIAATIEANANTENUVES
nsvuaiuanuazauavesiamsinentsiulnvesianisluaniunisalungssuinvaslsafinie
1%aladn 19 (COVID-19) Fauansseazidon Tupsiait 2 fedl

A15199 2 NMFIATITINANTENUVBINTLHARUAALATVUIAVBINAINTSNLRBNSAUIAUBIRANTS

Unstandardized Coefficients | Standardized
Model Coefficients t P Value
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Sig. F-stat  0.000% R® 0.045 Adj-R® 0.044
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nMsifeilingUsrasdiile Anwndiuuszaunsnainooulay nssuiiauusud anuing
Tuuusud uazanuinlunusud fdsasomsdndulatoiniosdionsiuunansiosu TikTok vas
Generation Y Inglin153de1@sUsunn ngusieene fie guslaalungu Generation Y 439918 387ine
27-02 Y Tavdushegauuuiazasnguinetowiesdiorsiuunanlosu TikTok $1u7u 400 Ay
uazlinszitoyafeaifiBssann liun eiesar Aads dulsnuunnsguiaznsinge
msnnaesnvan KamTIdenui Jedefidwionsinaulateiniosdionsiuumaniesy TikTok
994 Generation Y laud Audnlunusuddud sesasndenisiuiawusud autemianis
gty aunsSnwrrdudiudn wagsanuinilunsidua egradidedAgnieans ne
Hadehs 5 Fru annsndmfunensainmdnauladoiriosdensinuunantesy TikTok o9
Generation Y l#%osaz 70.8 lagnfulstmunsnadsaunisnnaosnygm foil

Y = 0.098 + 0.285(Brand Love) + 0.237(Brand Awareness) + 0.167(Place) + 0.154
(Privacy) + 0.132(Brand Loyalty)

v
U a

Aandgy: Msdnaulade nagnsnisnainesulad LeTesd1ene unanesufndeon Wwiuelstue

q

Abstract

The purpose of this research was to study online marketing mix factors, brand
awareness, brand loyalty and love of brand which affected to purchase decision cosmetics
through the TikTok platform of Generation Y by using quantitative research. The sample
group was 400 consumers in the Generation Y group who aged between 27-42 years old
by using a purposive sample from a group that had purchased cosmetics through the
TikTok platform. The data was analyzed by using descriptive statistics, including percentage,
mean, standard deviation and multiple regression analysis. The results found that factors
that affected to purchase decision cosmetics through the TikTok platform of Generation Y
included love of brand, followed by brand awareness, place, privacy protection and brand
loyalty statistically significant. All five factors could predict to purchase decision cosmetics
through the TikTok platform of Generation Y about 70.8 percent by bringing all variables to
create a multiple regression equation as follows;

Y = 0.098 + 0.285(Brand Love) + 0.237(Brand Awareness) + 0.167(Place) + 0.154
(Privacy) + 0.132(Brand Loyalty)

Keywords: Purchase Decision, Online Marketing Strategies, Cosmetics, TikTok Platform,

Generation Y
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Wrunsedu deladumaniignieuddszuunianszuiunsfavesuyuwdufadunginssy

28NN

[

IINMIANYIUIAALAZNG B @unsanmuansoukwIAnluNwIdels dall

AuUsddsy

dauiszaunisnanneaulail (6Ps)
- PUNERAN (Product)
- (;miﬂm (Price)
- PUTBINNSTRS LN (Place)
- gwumiéua’%mwmmimmm (Promotion)
- ﬁwumﬁﬁﬁmia‘mqﬂﬂa (Personalization)

- AunsShwAnsduaIud (Privacy)

N5¥ushanusun (Brand Awareness)

AuAnAluLUUA (Brand Loyalty)

ANuSnlukusUA (Brand Love)

AN 1 NTOUBNANLUNNTIFY

va o

AdelanrunanuRgIunTIdel iR

AuUsIN

MsenaulaTaLAIpIdIa19INIU

- uwanwesy TikTok 184

Generation Y

auufgIun 1 drudszaunisnaineouladdwmananisdndulaiainiosdieniiu

wnannesy TikTok Uad Generation Y

AUNAFIUN 2 N1sTuianusuddasienisindulatolrTosde UL NaRNBSY TikTok

P99 Generation Y

AUNAFIUN 3 AnuinAlukuTUAdHateNsRndulataIAT @ UL NaRWe Y TikTok

UDY Generation Y

25
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auufgnud 4 anusnlunusuddsadenisdndulateiniesdonsiuwnanilesu TikTok
U84 Generation Y
Wanliun1side

msfinunfadiiselimsidedaiunn (Quantitative Research) Tnelddnunzdrsig
(Survey)

Ussrnauagnguinegns fie fuslaelungy Generation Y fitieny 26-42 U fiande
iSesdenssuunanile fu TikTok Sslimsmudnnulssnsiiuiueu idedddiBdungasues
Cochran (1977) sl

NNGAT n=P(1-pPZ’
dZ
1oy

n = PUIUNGUAIDY
P = dnduvesUssnnsNeideavdy
Z v a

'
v v o w aa a

= anudedufmuualinseautsdAgyn1ada 91 0.05

o

'
~

d = dadumnumandouiivonsuld

UVLANINGAT P = 0.50, Z = 1.96, d = 0.05 shsid anmssuanilduungagng 385 au
witetlestunnuiianann fAnwndatmuavuiangusiegadmiumsanud iy 400 au uag
NIANLERNENAIDE19UUUANEAS (Purposive Sampling)

in3esilefldlun1side Ae wuudeunw (Questionnaire) wiseanidu 6 dw léud @
i 1 fMouAnfuiaduduyana Tiun e 01y sedunsAng 013w wavseiuseld dnwoy
MondunuunsI9aeuIens (Check List) @il 2 uuuasuauifsdudeyamungfingsuves
fuslnadenadondeiniesdonsiuunantiosy TikTok dnwardnudusuunsideusens
(Check List) @ufl 3 fnmanfenfudiulszaunmsnaineeulall (6Ps) Useneudny dundnsios
(Product) #1u51A1 (Price) ATUYBIN19N13TATIMUNE (Place) ATUNTITARATUNINITAAINA
(Promotion) ﬁwumﬂﬁu%maa’uuqﬂﬂa (Personalization) wagA1un1ssnwAuLdudIuda
(Privacy) gl 4 faniertunsiufauusud (Brand Awareness) Aasinfluuusud (Brand
Loyalty) uaranusnlunusus (Brand Love) dwdl 5 dannientunisinauladeindosdrensiiy
wnanWasu TikTok ¥ae Generation Y Usgnausig n133uilam nisdumideya n1suseidiums
Fon msdinaulate uarngRnssundinnste Tnedwil 3 -5 Shvaruuvaeunuidusuuinasidan
Uszanauen 5 S¥aU (Rating Scale) muanasinuuu Likert (Likert’s Scale) fmuanistmdu 5 seau
Gk mnﬁﬁm (5) 1110 (4) Urunana (3) ee (2) LLazﬁasﬁqﬂ (1) uagdnui 6 iusanileuanin
Aoviiudeafulgmuazdoiauouuy Snvazdauduuuutaedna (Open Ended) uagldvinnns
nadeuANUTesiu (Reliability) fref Cronbach’s Alpha Bsiiinegszming 0.808-0.933 seglu
sesufivausuld

nmafiusauniumenslduuuasuauanguilaalungy Generation Y lagnisdssie
(Share) Tnglfuuuaeunuluguwuveeulaudiedisd https./forms.gle/ygDzkCD86fV2vWZVA
Tugsesmsonulatisng o Inglsfgnounduand iy 422 g vauzilduuuasunuifaraysel
Wlans3iAT129i S1uau 400 %A
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nmleseideyalagldlusunsudnsazuneada laun fAdesar Aud ALade Ad
WguuuNInggIL Lagn1INAFBUANNRTIUA28NITIATIZYNTaNNBEINYA (Multiple

Regression Analysis)

NANTIVBUALBAUTIEHE
nsidenagnsnsmainidmanonisinaulateiniosdensiuunanilady TikTok 109
Generation Y mnnausegnsfuilnalunds Generation Y 93y 27-42 T fnetioirdosdany
siuuwaaosy TikTok $1uau 400 Au fuamsidesdl
Haduduyanavosfuslaalungu Generation Y fliasdoiadosdionskiuunanosy
TikTok wuth nausegadiumemdsnnilan o1y 27-30 U dwlnnjaunmsfinusedulByaneivie
Wiguwin Usenauan@nntinauusevienau wazilsiela 25,001-35,000 U
nginssuvesfuilaadenisidentoirosdionsiuunaniosu TikTok wui fuilna
lungu Generation Y d@nilugjidenteiniasdenstszinnavain dendeiniesdanaiiosnin
seamugauns anwilunisdente desndt 1-2 efweiieu yaeafiduadenindonde
wiesdronssuunanladi TikTok Aoufiow/fleusinau uwazdnnuiuiide tesndt 1,000 vt
drutszaunismanneelati (6Ps) InsszfuamAniiuninsiseglussiuann Ssiansan
Huseiu Ineflenudauiuluszduinnmnd e Gesiindeanunnlltios wui lususdnsiosi
(Product) Aadsiiy 4.10 sesnAesusia (Price) Aadsiyiniy 4.06 funsaieiumienis
ma1m (Promotion) Adswitiy 4.03 uazdunsliudnisduyana (Personalization) uaz
sumssnwmsiiugindia (Privacy) fifwdewindu agi 3.96 lnelefinnsandndosuusnnsgiu
fidnsening 0.615-0.544 feldinfuslnadimuAnuiuliuanseiu efimrsananadiudeauy
wpsgIuildifosndn 1 fansed 1

M13°990 1 Anedewazdrudeauunnnsguvedulssaunisnaineoulatning iy

daulszaunisnainaaulay X S.D. FTAUAUANLAY

AuKARA N (Product) 4.10 0.544 1N
fus1A1 (Price) 4.06 0.566 110
ANULTDINIINITINT MUY (Place) 4.03 0.606 170
FNUNTELETUNIINITAAIN (Promotion) 4.04 0.610 470
sunsliuinisaiuyaaa (Personalization) | 3.96 0.612 1N
aunssnsandugnsa (Privacy) 3.96 0.615 an

394 4.03 0.517 4N
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Auslnalungu Generation Y fiszdumnufnuiiusonudnalunsidud (Brand Loyalty)
fanuAniuninsimeglussiuann Seedewindy 3.97 seann1susfauusud Brand Aware-
ness) fimnuAnifiunnsimegluseiuann danadswintu 3.96 uagtasoauinlunusud e
Anwiunmsinegluseduann fdedewindu 3.94 eadlefinnsanAndsuuinasgiu fmsewing
0.619-0.644 FolsguslaadamAniuliunnsnaiy Tnefinnsananadudonuunnsg
letfonndn 1 famns1aii 2

M990 2 ARdgLardIuTBLULIINTEILYBINITTUSTUTUA (Brand Awareness) ANUANG
Tuwusus (Brand Loyalty) wazanusnlulusus (Brand Love) A5

Uady X S.D. n1suUsna
mi%ﬁJiﬁﬂLL‘Uiuﬁ (Brand Awareness) 3.96 0.619 4N
ANANALULUTUA (Brand Loyalty) 3.97 0.644 41N
AMusnluLUTUA (Brand Love) 3.94 0.636 170

msinAulatoirdosdensiuunanladi TikTok 489 Generation Y Wy fmnufnuiu
amsmegluseiuinn danadowintu 3.96 Ansundusesuiimudadivlusssuinnyneu
dleusrniadeanunluties wuth fuilnedninduneumsteiniesdionsihuumanosy TikTok
firude Anadewity 4.02 sounde fuilnadninedideiniesdonsihuumanosy TikTok
Srlundulely Anadewiniu 398 fuilanfninadewiesdorsiuunantiosy TikTok 9103
Fhludedsruoeulerd uazfuilnafnazuusinfloudonuiinlideirdasdonswuunansiosu
TikTok a8autiuau Anadewhiy 3.97 uazuslarAninisdeiniesdiorsiuunaniosu TikTok
lildsudsraunsaiiuandne fieiade 3.86 lnewlofinrsanaideauumasgiu fesening
0.800-0.885 feldifuslaniimudniiuliunansrsdiu uiddndsavunasguildtesnia 1
anunsoulUiieedld fsnsnadt 3
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M1519% 3 ARfswazaAdlenuuingIuveInIsinduladeirsosdions

nsnndulade X S.D. | msuUswa
HuslnafAndnTstelnsesdosr UL anwasy TikTok 3.86 0.800 1N

MlnAlasuUsyaunsaliumnang

Huslnafninnsdaintesdiensiuunanesy TikTok 3.98 0.885 )
azantunisiumdaya

v

Huslamfininazdeirsesdionsuunanasy TikTok 3.97 0.823 170
INNsINudedsanpaulayl

Huslnnfndtduneunstainsesd e UL AR eSY 4.02 0.805 170
TikTok HA31147¢

Huslnnfndnvzdaiasesdensiuunanviosy 3.99 0.867 170
TikTok dnluasasely

HuslaafAndnvzuuzduieuvsenuidnlvdelnsesdiend 3.97 0.840 N
Huwwanwesu TikTok agauuau

373U 3.96 0.647 an

NAN1SNAHUANNAFIY

nsnadpUANIRgIuTinely {Adeldvhmannaeusensinagiedussdnianduiug
geufiesiustreiulsdasyfumsdnaulateiniesdormiuunantiesu TikTok vee Generation
Y uamsiasze wui dudsianuduiusiumaunn Tnedinduussandanduiug () sewing
0.579** 1 0.787* uansih Avwduiusvesulsifunasivivsindgmanuduiusvesiuys

dasyguniu (ens lneassel, 2561) Aann3199 4
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A15199 4 NMsNaaaUANLELTUSSEINadendiananunsinauladarnsasdnansnusnanlasy
TikTok 984 Generation Y

AnduUsTANSanauNuSINeSaY (r)
Y 1 2 3 4 5 6 7 8 9

U2y

Mssnaulade | 1.000

AR 579**| 1.000

3101 673%% | 702** | 1.000

499111990 .682%*%| .665%* | . 784** | 1.000
MUY

NITANEATUNG |.695%% | .608** | .722%*% | 765** | 1.000
N13HA0

MslAusS | 716 | .644%* | 693* | 712** | .787**| 1.000
duynaa

%ﬂmmmﬂu 748 | .625%% | .699%* | 703** | .[765**| .802**| 1.000
AU

MsSuie | 764" | 605%¢ | 684% | 675% | 714%| 733**| 746**| 1.000
WUTUA
AMUANA I55%F | 58AX* | 640** | .632%F | .677T**| . 760**| .779**|.784**| 1.000
Tuwusua

ANUSN T87**%| .603%* | .660%* | .666%* | .685%%| . 762%%| .789%* | . 785%*| .834**|1.000
Tunusua

ddgldmsliesgniliseunnulagaiinisanneenyans (Multiple Regression) #eid

=

Stepwise FATNANITIATILA @1NsaazUmNaNRFILIAATL

auuRgIuil 1 dulsraunsnaneeuladsadensiaduladeiniesdonsiuunaniosy
TikTok 989 Generation Y wud1 fiified 2 iy AeAUYewaNIsIndmuie (Place) wasAun1g
Snwranududiuda (Privacy) damasionsinduladeiniosdrensriruunanedy TikTok ves
Generation Y agnsditfudfayn1eadiiszsiu 0.05

auigiud 2 wudn mssuiTauusud dwaremsdaduladeiniosdensiuunanmosy
TikTok was Generation Y aghefitddaunsadnisssu 0.05

auufig i 3 wudh ausniluuusud dwadensiaduladeiriesdenshuunanniosy
TikTok ¥e4 Generation Y aghsfiieddansadnisssu 0.05

aunfguil 4 wud enwinlunusud dwadenisdadulateiniesdonsiuunaniosy
TikTok aghafitfedfynieadndisedu 0.05
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MnransAnwannsanensainsinaulateiniesdersinunantiesy TikTok s
Generation Y agaiudAayn1eadaii 0.05 Tnsanansanensainsinauladoiniosdionsin
wwanlasu TikTok ves Generation Y l¢%aea 70.8 (R2 = 0.708) Tngansntheauusiavunin
WYINTAINIUNTAEUANN TN DL NI A il

Y = 0.098 + 0.285(Brand Love) + 0.237(Brand Awareness) + 0.167(Place) + 0.154(Pri-
vacy) + 0.132(Brand Loyalty)

AUN1TFURUUAZLUUNINTTIY Ieil

Z =0.280 + 0.227 + 0.156 + 0.146 + 0.131

wazilefinsandudsipfianio mnunlunusud sesaanAonisiudiuusud sutes
neMsdasviing sunsinvarududini wazanudniluwusud Tnefadudseans (B)
WU 4.960 4.531 3.837 2.859 uay 2.372 Fan5197 5

M15797 5 MFezrinsannedanaatadedmaiunsindulatersesansihuinanlesy
TikTok w84 Generation Y

fauls B |Std. Error | Beta ([3) t Sig. | Tolerance | VIF
ﬂ"]ﬂﬂ‘ﬁl (Constant) |0.098 0.130 0.759 0.448
Brand Love 0.285| 0.057 0.280 4.960*** | 0.000 0.232 4.309

Brand Awareness | 0.237 0.052 0.227 4.531*** | 0.000 0.296 3.381

place 0.167| 0.043 0.156 3.837*** | 0.000 0.447 2.236

privacy 0.154| 0.054 0.146 2.859%* | 0.004 0.283 3.536

Brand Loyalty 0.132| 0.056 0.131 2.372* | 0.018 0.242 4.124

a. Dependent Variable: msinauladeindosdensruunanlasy TikTok 981 Generation Y
R Square (R2) = 0.708, Adjusted R Square = 0.705, F = 191.371

*ifdndaynneada fisedu 0.05, **fuddynead fisedu 0.001
aaUsgNa

MARaNSANY @unsaeiuTenalawe

PnNaNsInzRiienageunud dwlszaunisaaneaulal (6Ps) dwwarenisinau
Tagoin3asdronsiuunantiesy TikTok 281 Generation Y finuaenadosiuwuafnues Kotler
and Keller (2017) fiadungliin duszaunsnanneeulatl (6'Ps) fe srusznavddnylunis
dufununsnmeesulatfaiuiadefiawnsomunuld aenndewmansfinuives Saen A3
wazAn (2564) Tidnwides Yeduanuszaunisnaineaulatl (6Ps) idwasonisinauladownios
UszauRuvasduslaauudesmamladn (Facebook) lunsammnuviuas wudn Yadediudsvay
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nansnatnesulall (6Ps) ﬁwaL%qmﬂsiamiﬁmﬁu%%aLﬂ%‘laaﬂizﬁuL?umanU%Iﬂﬂuusdaqmq
widin (Facebook) Tungaimmasuns eegnsiifoddayiiszdu 0.05 uenanilssaonadasiunanis
Anwiwes 1997 aaalu (2564) Adnudaduduussauminmsnaneeulatiidmasdensdadule
FoAurutesmanduddidnnsedndvosnguaiueitu Y wul1 fusia dudesmienisdn
$1mive wazduAud swdsiunsduaiumarmadutiadeifuadonisdaduladedudriiu
Fosmemndvddidnnsetind uazaonndosiunanisfinuues vos Wuduna (2565) Aidnwtladeddl
nadensFdulateirdasdornadinesiuudiumaenndieduseulafluannjmwemuas
nundadudiudszauniinismain lua1ugeminisindvmuieg wasa1unsauasunITnaIn
finasianisinauladeiniesdrennmiinesuususiiumuennaindusoulay egreldeddy
NGENRA

NNWaM AT IEsiovadeUnUI1 MIFUSTaIUTUA (Brand Awareness) dnasiants

sinauladoiniosdionaiiuinaniosy TikTok 983 Generation Y ag9dltadAgyneadan 0.001

=

FawwiRnves Keller (1993) o5uneliin msnseniingludusud (Brand Awareness) 1un1sszdn
vidoandls Gauusus Aeglumnuvsadwesiuilan defuilnnaziinrmannsolunisuonues
vidoszyfauusud luanunsaliiliwmilouty aenndesiuauideves ASuud assuing (2565)
namsfnw MU nsuinmnmuesdud dwadenruaslavesiuslnafiteiniosdansiiu
PaaneeuladlulwanjunnuvuasayUsununagdidud Aynsaia

PnRaNITIRziienageunuin AuAnFluLUTUS (Brand Loyalty) danasenisdad
Tagawrspsdenssiuunannosu TikTok vas Generation Y agnafitfuddnyynsadian 0.05 Fauuidn
Y99 2596 dunase (2553) asueliinAnuindlunsidual (Brand Loyalty) Li‘jJumiﬁ;gU%Im
TiruaAfiAdenAus miainanmsusziiumadenlusndud suiliAnanudesiu nistinds
uaznionsdlafiuslag uaziinnistosieiios

NnranFAnTeiitenaaeunui euinlunususd (Brand Love) duwasionisdndula
Fain3osdrorsuunanslada TikTok was Generation Y aghsfitedfaynsadiad 0.001 denndas
fuaAdeves Carroll and Ahuvia (2006) eSuieuwIRRREITUANLSATURT AUAT I Tusedy
vosanuidnnaslnaiulusanuidniionolavesgnniifidedudvieuinissuilufansaudi
yosAuduieuinisty 1 uenaniidsaenndesivanidderes fyuws arszga (2561) Wui
anusnlunduddssasonisdeansnisdearsuuviindedanludiud dudunisdeansna
nsnanalulsiyaranilidsternanslussauduiionsefuliannsdold

Farauausiildannnisise

1. Mnnan1sAnwdulsrannseainesulal Tududewnenisindning (Place) way
sunssnwandudiuda (Privacy) danasiensinduledoiniasdiensiuunantiads TikTok
489 Generation Y aviiu Sufuuunasesy TikTok deslimuddyiunssiveuanining
Aniuludulsifianuvasndy warnsiideyanisdsdedudmasgningnifuduniudy egsls
Amuunanwedy TikTok nszusumsiiamuasnn wavdemesensiday venani Sufnis
%é]’mismﬂamEJﬁ?'iL?‘imeumﬁ%’ﬂwm'nmLﬂudauﬁqmaaqﬂﬁﬂ (Privacy Policy) lvitntau
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2. Msfuitwusud dwarenisanduladeiniesdionaiiuunannasy TikTok ves
Generation Y axiiu 9nNan1sanwnuAniunuh fuslaalieudfguasnelaiulszaunisal
nldweirsasdensiuunanniesy TikTok lneguslaadnidendeuusudiniasdionsiidanuduiay

a (%

Fuioidsanaznndneaivesnsidudadesdienanususagld fafu $udieiesdions
vuunannasumsAnidenuusuaiitedsmiodufivensulunain

3. arwnlunususaudn dwasenisindulederdosdonsinunanlody TikTok ves
Generation Y axtiu MnwamsAnwanuAadiunut fuilaalinnuddynaaudieiosdean
uwaaosy TikTok insnziduaudiifinisdfanananfusiegnegiisssy uanaini guilaalsiaa
ddnyiuaudniitiussafasiglandu msitussafamifaulanbuagiliduiilmuhalady
Huslan

v

datausuurdmiunsideasedaly

1. mefelundsdfitedmuanguiiognaduguilnalundy Generation Y fitaseny
27-42 U nednnsonanzfuilnafiasdoiniosdionsiuunanosy TikTok agiu n1sfnwede
fold easidenvienduitosnaielinanisfnufifinnunseunquuazuaninad ety Wy n1sfiny
Huilnatasenydu 817l Generation Z Fsfinsindesdenaiuiu wagihuafilduniouiiisuany
wansasEnineteievesuslan

2. lumsfinuedediduiitodeniitnsisedeinm dillannsoasinluneasidon
fnnmuiigesns mfeluadsinlufsmafiumsdnui@sauam Feomsdunvaldsinuas
danamsaiifuslanlungu Generation Y uazmsvneifisnsludiuvesiiismieiaiesdrensiny
uwamady TikTok wiellddeyaluifsiniuwasaseuaquunndedy sndwundunagnsnismain
ooulatifianunsonoulandlafissaviamanndstu
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Abstract

The research aims to 1. study the level of adoption of lean techniques by
operations of hot pot buffet restaurants of various sizes, and 2. compare the use of lean
techniques across hot pot buffet restaurants of different sizes. This study includes 3 samples
from each size of restaurant small (1 sample), medium (1 sample), and large (1 sample) in
Chiang Mai. The data analysis involves statistical methods such as mean, standard deviation
for examining 8 wastes of lean techniques. This study found that three sizes of hot pot
buffet restaurants have differences in using lean techniques in many factors. Small-sized
restaurants still lack the use of lean management concepts in terms of operating systems,

such as a lack of systematic data collection, there is no application of technology, and
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employee movements, such as inefficient employees and high employee turnover rates.
Medium-sized restaurants still lack the application of lean management concepts in terms
of properly customizing tools and choosing appropriate equipment such as the compressor
cutting system box for the air conditioners, and reducing electricity and water use by using
spray water dispensers. Finally, large-sized restaurants, even though they use a variety of
Lean concepts and techniques, still can develop lean techniques to be more efficient in
the operating system, employee movement, customizing tools, emphasizing reducing costs
on raw materials and preparing raw materials. However, restaurant operators of all three
sizes are still can improve on understanding and awareness in applying lean concepts to
their businesses in many areas. Studying various techniques will affect the use of resources

effectively which increases competitive potential and consumer satisfaction.
Keywords: Lean Techniques, Lean Concept, Wastes, Hot Pot Buffet Restaurant
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Abstract

The research aims to 1. study the service marketing mix, Maslow's motivation, and
purchasing decisions, 2. explore the relationship between the service marketing mix on
purchasing decisions, 3. investigate the relationship between Maslow's motivation on
purchasing decisions, and (4) study the influence of Maslow's motivation and the service
marketing mix on purchasing decisions. The population studied includes Thai entrepreneurs
who have or have not used ready-made online accounting software listed in accounting
offices, residing in Bangkok Metropolitan Region, and have a known population size. A sample
size of 400 was used, described by descriptive statistics, and hypotheses were tested with
inferential statistics, including Pearson's correlation coefficient and multiple linear regression
analysis, at a significance level of 0.05.

The hypothesis testing results showed that Maslow's motivation (r = 0.709) has
a relatively high positive correlation to purchasing decisions, significantly more than the
service marketing mix (r = 0.678). It was found that access channels (ﬁ: 0.287), the need
to belong and be loved (B: 0.252), the need for safety ([3: 0.238), personnel (B: 0.180),

and physical evidence (B: 0.150) significantly influence purchasing decisions. Converse-
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ly, price ([3= -0.219) has a significant negative influence on purchasing decisions. These
variables can accurately predict the purchasing decisions of ready-made online accounting
software by 60.4%.

Keywords: Service Marketing Mix, Maslow's Motivation, Purchasing Decisions, Thai

Entrepreneurs

Introduction

The Department of Business Development has revealed that the number of newly
registered partnerships and companies nationwide in 2022 amounted to 76,488, compared
to 72,958 in 2021, an increase of 3,530 entities or 5%, and compared to 63,340 in 2020,
an increase of 13,148 entities or 21%. It was reported that as many as 76,488 businesses
registered, marking an increase from 2021, following the impact of the COVID-19 situation
on businesses in Thailand, necessitating adjustments. One popular adaptation has been
adopting technology for business operations, with online accounting software becoming
a popular tool for business management today (afifin1sanveideugsiausydnfoununIius
2566, 2566).

Online accounting software refers to computer programs used to manage financial
and accounting data of businesses or organizations via the Internet. Users can access and
utilize them through websites or applications installed on internet-connected devices such
as computers, smartphones, or tablets. Online accounting software offers significant benefits
to Thai entrepreneurs, including: 1.Convenience: Entrepreneurs can access their business's
accounting and financial data anytime, anywhere via the Internet, eliminating the constraints
of being at the office. This makes accounting tasks convenient and not bound by time.
2. Time and resource-saving: Online accounting software reduces manual accounting work,
such as using paper and manually inputting data. This saves time and resources in accounting
operations. 3. Accuracy and compliance: Online accounting software often includes functions
for accurate calculations and verification of financial data to ensure compliance with laws
and regulations, providing entrepreneurs with confidence in the accuracy of their accounting
data. 4. Reporting and analysis: These software solutions offer functions to generate financial
reports and analyze financial data, aiding business decision-making for improved efficiency.
5. Business process improvement: Using online accounting software facilitates tracking and
analyzing financial data received from the business, enabling entrepreneurs to enhance
business processes for increased efficiency and cost reduction. (Sikka & Willmott, 2010).

The growth of e-commerce businesses in Thailand is trending upward, driven

by Thai internet usage behaviours impacting online goods and service sales, which have
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expanded. Entrepreneurs are now required to adapt and utilize modern technology in
response to changes in consumer online purchasing decisions, anticipating business success in
the future. A study by Mahmoud (2018) found that a green marketing mix directly influences
purchasing decisions significantly, consistent with Chana et al. (2021), who emphasized the
significant influence of the marketing mix on purchasing decisions in improving customer
experience and satisfaction in Thai clinics. Similarly, Tanjung (2021), R. Jain and S. Jain (2022),
and Yusuf and Matiin (2022) found that the marketing mix significantly influences consumer
purchasing decisions. This aligns with the study by Wlaa55a Qua“ﬁiiﬁ (2561), reporting that
the marketing mix is an excellent marketing tool/strategy in the digital era. Similarly, 89101
ﬂ%‘@mﬁﬂﬁ (2565) found that the marketing mix significantly influences product purchasing
decisions. In the same vein, UNas MuULTU kag A5l Lgaﬁﬁuﬁm (2564), discovered that the
marketing mix significantly influences the decision of Thai accounting offices to purchase
accounting software. Moreover, other factors affecting online product purchasing decisions
include the research by Wawa aduuina (2564), which found that motivation in terms of
engagement, effort, and satisfaction significantly affects purchasing decisions, consistent
with the findings of Wu and Yu (2022), where motivation in terms of engagement, goal
achievement, and satisfaction significantly influences online product purchasing decisions.

From the origins and significance of causal variables that affect consumer purchasing
decisions, studies often examine the marketing mix through the 'dPs', but in the current era,
business operations are increasingly transitioning to online services. The suitable marketing
tool would likely be the service marketing mix, or '7Ps', which expands upon the original
'4Ps'. Motivational variables are usually measured by engagement, effort, satisfaction, and
goal achievement. However, research on Maslow's motivation and measuring purchasing
decisions using the 5W1H method is relatively scarce, providing a reason to focus research
on the relationship between the influence of the service marketing mix and Maslow's
motivation on the decision to purchase online ready-made accounting programs in Bangkok
Metropolitan Region, as demonstrated in the research conceptual framework (Figure 1).

This is expected to benefit Thai entrepreneurs involved in online accounting transactions.

Research Objectives

The research aims to 1. study the service marketing mix, Maslow's motivation, and
the purchasing decisions of Thai entrepreneurs in Bangkok and its vicinities regarding the
purchase of online ready-made accounting software, 2. investigate the correlation between
the service marketing mix and the purchasing decisions of Thai entrepreneurs in Bangkok
and its vicinities for buying online ready-made accounting software, 3. explore the
relationship between Maslow's motivation and the purchasing decisions of Thai

entrepreneurs in Bangkok and its vicinities for purchasing online ready-made accounting
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software, and 4. study the influence of Maslow's motivation and the service marketing mix
on the purchasing decisions of Thai entrepreneurs in Bangkok Metropolitan Region in buying

online ready-made accounting software.

Research Hypotheses

The research hypotheses are as follows: H1: The marketing mix of services
correlates with Thai entrepreneurs' decision-making in Bangkok and its vicinities to purchase
online packaged accounting programs. H2: Maslow's hierarchy of needs correlates with Thai
entrepreneurs' decision-making in Bangkok and its vicinities to purchase online packaged
accounting programs. H3: The service marketing mix and Maslow's hierarchy of needs are
influentially related to the decision-making of Thai entrepreneurs in Bangkok Metropolitan

Region to purchase online packaged accounting programs.

Theoretical Framework and Related Literature

Purchasing Decision Concepts. Purchasing decision refers to the process consumers
use to select and buy products or services. This process comprises five stages, starting from
1. recognizing the need, 2. searching for information, 3. evaluating alternatives, 4. making the
purchase decision, to 5. post-purchase evaluation (Prasad et al., 2019). Numerous studies
over the years have preferred to measure purchasing decisions or purchasing intentions
using this method, including Curvelo, et al. (2019), Rizwan et al. (2021), Prakash et al. (2023),
Mancher et al. (2023), Arachchi and Samarasinghe (2023). The tool known as 5W1H has also
been popular, though to a lesser extent. 5W1H can measure the decision-making process
for online product purchases (Almeida et al., 2020). Kotler (1999) mentioned the search for
consumer behavior related to purchasing decisions using a 5W1H analysis, which includes
Who/Whom: identifying the seller or brand of the product, examining the credibility of
the seller or brand, which helps increase the buyer's confidence in the product. What:
considering the product's characteristics, quality, and specifications, such as color, size,
material, and features, helping the buyer understand the product they are purchasing. When:
checking the required delivery time and the best time to buy (such as during promotions
or sales) to get the best deal. Where: considering the sales channel, such as a trustworthy
website or online platform, to avoid scams or purchasing from unreliable sellers. Why:
understanding the reason for purchase, whether a real need or just a desire, comparing it
with other products to ensure it's the most valuable purchase. How: Consider the method
of purchase, such as payment, delivery, product warranty, etc., and help the buyer plan
and prepare for the purchase in the best way possible (Almeida et al., 2019). Therefore,
using the 5W1H principle in online product purchasing decisions provides the buyer with
comprehensive information and helps reduce the risk of purchasing products that do not

meet the expected needs or quality.
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Service Marketing Mix Concepts. The Marketing Mix is one of the fundamental
concepts in marketing that provides a framework for companies to analyze and plan their
marketing strategies effectively to meet customer needs. This concept was first developed
by McCarthy (1960) and introduced as the "4Ps," comprising 1. Product, which refers to the
goods or services a company offers to its target market to meet customer needs or solve
their problems; 2. Price, which involves setting the price of the goods or services, taking
into consideration the cost of production, competition, and the customer's ability to pay;
3. Place, which refers to the distribution channels or means of accessing the goods or services,
where selecting the right location can increase sales opportunities and convenience of access
to the products; 4. Promotion, which involves marketing activities used to communicate
with the target market and promote the products or services, including advertising, sales
promotion, public relations, and social media marketing. Later, Booms and Bitner (1981)
expanded this in the service and digital markets to cover important components that affect
operational success and customer service delivery, resulting in the addition of the "3Ps":
1. People, meaning all individuals involved in the service process, including employees and
customers, where having skilled employees and good service can add value to the service;
2. Process, referring to all processes involved in delivering the service, where having an
efficient process can help deliver quality service on time; 3. Physical Evidence, meaning
the physical proof that a service has been provided, including design, decoration, and
presentation of the service, which can affect the perception of the service's value. Chana
et al. (2021) emphasized the importance of the service marketing mix, stating it directly
influences purchasing decisions significantly in terms of improving customer experience and
satisfaction. This aligns with research findings by Tanjung (2021), R. Jain and S. Jain (2022),
and Yusuf and Matiin (2022), which showed that the service marketing mix has a significant
direct influence on consumer online purchasing decisions. Similarly, Ususa fuiles waz
GRS %Juwaﬂ (2566) found that the service marketing mix elements of distribution channels,
promotion, and physical evidence significantly influence the decision to reorder cosmetics
in Nonthaburi province. Mahmoud (2018) also found that the Green service marketing mix
significantly influences online purchasing decisions. Based on the literature review of the
aforementioned variables, the research hypothesis can be formulated as follows:

H1: The service marketing mix has a direct positive influence on consumer
purchasing decisions

Maslow's Motivation Concepts. Maslow's Theory of Motivation (1943), or Maslow's
Hierarchy of Human Needs, comprises five levels of human needs. The first level,

Physiological Needs, pertains to the basic human requirements for survival. The second
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level, Safety Needs, relates to the need for safety and security. The third level, Social
Needs, emphasizes the need for acceptance by others. The fourth level, Esteem Needs,
focuses on the desire for personal esteem, recognition, and social stability. The fifth
and highest level, Self-actualization Needs, centers on the pursuit of realizing one's own
potential. According to a study by Anisha and Kalaivani (2016), Maslow's motivation theory
significantly influences purchasing decisions, a finding that aligns with research by Cui
et al. (2021), which discovered that Maslow's motivation theory has a significant direct impact
on the decision to purchase electric vehicles (EVs) in China. Based on the literature review
of the aforementioned variables, the research hypothesis can be formulated as follows:

H2: The Maslow,s motivation has a direct positive influence on consumer
purchasing decisions.

The Influence of Motivation and Service Marketing Mix on Consumer
Purchasing Decisions. Motivation refers to internal factors that drive individuals to engage
in certain behaviors. Consumer motivation to purchase services often arises from a need to
solve problems or seek satisfaction. It can be categorized into three main types: 1. Rational
Motivation: Focuses on the expected benefits from the service, such as saving time, seeking
convenience, or desiring quality products. 2. Emotional Motivation: Centers on feelings
and emotions, such as wanting to feel good, proud, or accepted. 3.Social Motivation:
Emphasizes image and social acceptance, such as wanting to display social status or be
accepted by others. However, this study will focus on motivation according to Maslow’s
concepts and theories. As detailed above, service Marketing Mix (also known as the 7Ps)
consists of seven components. Both motivation and the service marketing mix significantly
influence consumer purchasing decisions. Specifically, motivation determines what
consumers want from a product or service and whether they will decide to purchase it,
while the service marketing mix dictates whether the products and services offered meet
consumer needs. According to the study by A1LABUY BUWYE way VASY TOARSDY (2565),
emotional and rational motivations significantly impact consumers' purchasing decisions for
ceramic products. The most influential elements of the service marketing mix on purchasing
decisions were distribution channels, pricing, and the product itself. Similarly, qﬁ‘wé
Qmmﬁmnﬁ karAy (2566) found that emotional and rational motivations significantly affect
consumers' purchasing decisions. The most influential elements of the service marketing
mix were pricing and promotion. Additionally, #s3» o5uen1uUN wazany (2564) found that
the marketing mix and emotional and rational motivations significantly influence consumers'
decisions to use gym services in Bangkok. Therefore, this study can establish the following

research hypothesis:
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H3: Motivation and the service marketing mix have a significant relationship

in influencing consumer purchasing decisions.

Research Methodology

Population and Sample. The study population comprises Thai entrepreneurs
in Bangkok metropolitan regions, both experienced and inexperienced, who are listed in
accounting offices and use online ready-made accounting software from four companies:
1. P.UN. Intelligent Co., Ltd., 2. M-Party Consulting (Thailand) Public Co., Ltd., 3. Acwise
Co., Ltd., and 4. Best Choices Accounting. The exact population size is known to be 1,300
individuals. The sample size was calculated using the Taro Yamane formula, resulting in a
representative sample size of no less than 400 individuals. Subsequently, a convenience
sampling method was employed, distributing the samples according to the proportion of
the population size of each company.

Data collection. This research utilized an online questionnaire developed using
Google Forms to collect sample survey data. The questionnaire was divided into four
sections: Section 1, covers the general characteristics of the sample, including age, education,
type of business, business age, and monthly income of the business. Section 2, concerns
the Service Marketing Mix, also known as the 7Ps, which include: 1. Product: The service
or offering provided to customers. 2. Price: The amount charged for the service. 3. Place:
The locations where the service is available or delivered. 4. Promotion: The methods used
to promote and advertise the service. 5. People: The personnel delivering the service and
interacting with customers. 6. Process: The procedures and systems used to deliver the
service. 7. Physical Evidence: The tangible elements that serve as evidence of the service
provided include 26 items (developed from Kotler, 1997). Section 3, discusses motivation,
which is developed from Maslow's theory introduced in 1943 called Maslow's Hierarchy of
Human Needs. It consists of 5 stages: 1. Self-actualization, 2. Esteem Needs, 3. Belonging
and Love Needs, 4. Safety Needs, and 5. Physiological Needs, includes 15 items (developed
by Maslow, 1943). Section 4 on purchasing decisions, measured by 5W1H, includes 21 items
(developed by Kotler, 1999). Sections 2 to 4 utilize the Likert,s rating scale (Likert, 1932)
for measurement.Top of Form

Statistical data analyses. This study analyzes statistical data as follows: 1. It
examines the general characteristics of the demographic, measured by descriptive
statistics, including number and percentage. 2. It studies the service marketing mix, Maslow's
motivation, and purchasing decisions, measured by descriptive statistics, such as mean and
standard deviation. 3. It investigates the correlation between the service marketing mix

and purchasing decisions. 4. It examines the correlation between Maslow's motivation and
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purchasing decisions. This study tests hypotheses using Pearson's Correlation Coefficient (r)
at a significance level of 0.05. 5. It explores the influence of the service marketing mix and
Maslow's motivation on purchasing decisions. Initially, it checks for statistical assumption
violations, including 5.1 data normality (Linearity: Skewness, Kurtosis), 5.2 the interrelation
of independent variables (Multicollinearity) by considering the values of VIF (Variance In-
flation Factor) and the Correlation matrix, 5.3 the independence of errors (Autocorrelation:
Durbin-Watson), and 5.4 hypothesis testing through Multiple Regression Analysis, introducing
variables into the model by the Enter method and estimating the coefficients of independent

variables using the Maximum Likelihood Estimates (MLE) method.

Service Marketing Mix
1. Product
. Price
Place
. Promotion
. People
. Process

. Physical Evidence Purchasing Decisions

(5W1H)

~ o U hA W N

Maslow's Motivation
1. Self-actualization
. Esteem Needs
. Belonging and Love Needs

. Safety Needs

o B~ W DN

. Physiological Needs

Figure 1 Research Conceptual Framework

Results and Discussions

Results. This study can explain the research results as follows:

1. The general characteristics of the sample show that the majority are females
(70%) within the age range of 23-27 years (45%), hold a bachelor's degree (80%), have a
business income not exceeding 300,000 baht/month (60%), are in the service business

sector (54%), and have been in business for 1-3 years (56%).
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2. Regarding the study of the service marketing mix, Maslow's motivation, and
the decision to purchase online accounting software, it was found that the overall level
of agreement with the service marketing mix was very high (4.43+0.39), with the process
(Process) having the highest mean (4.58+0.46). The question with the highest average was
"You expect the process of installing and starting to use online accounting software to
be smooth in your business" (4.62+0.54). The overall level of agreement with Maslow's
motivation was very high (4.42+0.43), with the step making customers feel safe (Safety
Needs) having the highest mean (4.56+0.48). The question with the highest average was
"You agree with a stable system in operation” (4.64+0.53). The overall level of agreement
with the decision to purchase, measured by 5W1H, was very high (4.36+0.39), with "How you
think before deciding to purchase online accounting software" having the highest average
(4.57+0.52). The question with the highest average was "You agree that there should be
complete functions suitable for your own business" (4.63+0.56).

3. The study of the service marketing mix or Maslow's motivation significantly
correlates with the decision to purchase online accounting software. Hypothesis testing with
Pearson's Correlation Coefficient showed that the service marketing mix has a significantly
high positive correlation with the purchasing decision (p<0.001, r = 0.678), and motivation has
a similarly significant positive correlation (p<0.001, r = 0.709), indicating that both the service
marketing mix and Maslow's motivation are correlated with the decision to purchase online

accounting software. Details are provided in Table 1 and Table 2, Respectively Top of Form

Table 1 The correlation effect of the service marketing mix on the purchase decision of online

accounting software programs among entrepreneurs in the Bangkok metropolitan region.

Purchasing decisions

service marketing mix Correlation coefficient (1) 0.678***

Sig. 0.000

Remarks: ***p0.001

Table 2 The correlation effect of the Maslow,s motivation on the purchase decision of online

accounting software programs among entrepreneurs in the Bangkok metropolitan region.

Purchasing decisions

Maslow's motivation Correlation coefficient (r) 0.709***

Sig. 0.000

Remarks: ***p0.001



NI TENIUTYiIAY U o= 20U o W - Tguey beow 61

4. The study of the influence of the service marketing mix and Maslow's motivation
on the decision to purchase online accounting software showed no violation of statistical
assumptions, with data distribution being normal as per Skewness and Kurtosis within
the range of -2 to +2 and -7 to +7 respectively, following the criteria of Hair et al. (2010)
and Bryne (2010). The study of variable interrelations (Multicollinearity) showed VIF and
Correlation matrix values of 1.789 and 0.615-0.698, respectively, within the recommended
criteria. Autocorrelation was considered with a Durbin-Watson value of 1.818, within the
acceptable range of 1.5-2.5. Hypothesis testing with Multiple Regression analysis found that
strategies for customer access channels, sales staff, physical evidence, making customers feel
sincerity and love, and making customers feel safe have a significant positive influence on
the decision to purchase online accounting software (p<0.001), with independent variables
predicting 60.4% of the purchasing decision, leaving the rest to other variables not studied.

Details are provided in Table 3.Top of Form

Table 3 The Influence Relationship Model of Service Marketing Mix and Maslow's Motivation
on the Decision to Purchase Online Accounting Software by Thai Entrepreneurs in Bangkok

Metropolitan Region.

Unstandardized | Standardized
Predictors coefficients coefficients | t-value |p-value

B S.E. Beta
Constant 0.54 0.18 3.07** 0.002
Service Marketing Mix
Product 0.104 | 0.039 0.138 2.698** | 0.007
Price -0.157 | 0.046 -0.219 -3.428**| 0.001
Place 0.155 0.023 0.287 6.598*** | 0.000
Promotion -0.001 | 0.034 -0.001 -0.029 | 0.977
People 0.159 0.040 0.180 3.950%** | 0.000
Process -0.050 | 0.043 -0.058 -1.159 | 0.247
Physical Evidence 0.132 0.039 0.158 3.395%** | 0.000
Maslow's Theory of Motivation
Self-actualization 0.118 | 0.046 0.136 2.585** | 0.010
Esteem Needs 0.050 0.038 0.071 1.335 | 0.183
Belonging and Love Needs 0.190 | 0.039 0.252 4.891*** | 0.000
Safety Needs 0.195 0.041 0.238 4.720%* | 0.000
Physiological Needs 0.103 | 0.034 0.123 3.024*** | 0.003
R=0.777 R? = 0.604 F =53853 p-value =0.000

Remarks: *p0.05; **p0.01; **p0.001
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Discussions. First, From the study of the general characteristics of the sample, the
majority are females, aged between 23-27 years, with a bachelor's degree. This may indicate
a higher interest and understanding in accounting software among women in this age group,
along with having a higher level of education, which could be related to the ability to
evaluate and decide on purchasing new technology. Furthermore, having a business income
of no more than 300,000 baht/month, in the service business sector, and a business age of
1-3 years may reflect the need for using packaged software to help enhance efficiency and
business management in the initial stages, such as using accounting software for inventory
management, marketing management, etc. Second, the study on the service marketing mix
found that the overall agreement level with the service marketing mix was at its highest.
When considering individual components, the process had the highest average score.
Additionally, when examined by specific items, the statement with the highest average was,
"You expect the process of installing and starting to use online packaged accounting software
to be smooth in your business." This may be because emphasizing the importance of a
smooth and efficient process in service delivery can lead to maximum customer satisfaction,
reduce service complexity, increase brand trust, and make it easier to purchase if access
to online packaged accounting software is straightforward. This aligns with the research
findings of 91 L&A (2561) and ﬁi‘iu‘c’mfé JunsAng (2565), which reported similar results
that an easily accessible process significantly affects online product purchasing decisions.
The overall motivation according to Maslow's hierarchy was at its highest, and when
considering sub-steps, making customers feel secure had the highest average. When examined
by specific items, the statement with the highest average was, "You agree with the system's
stability in use." This may be due to the need for online packaged accounting software
that is easy to understand and requires long usage periods per session, which corresponds
with the research findings of §A1 Lus8aA (2561) showing that software programs that are
easy to use and accessible can significantly increase purchasing decisions. This is consistent
with the study of Guo et al. (2023), which found that organizing a website layout to be
easy to use and aesthetically pleasing significantly impacts customer purchasing decisions.
Meanwhile, the overall agreement level with the purchasing decision measured by 5W1H
was at its highest, and when considering individual aspects, the point "How you thought
before deciding to purchase online packaged accounting software" had the highest average.
When examined by specific items, the statement with the highest average was, "You agree
that it should have all the functions needed for one's own business." This may be because
entrepreneurs view the ability to meet business needs as a key factor in purchasing online
packaged accounting software. This includes the capability to customize the software to
fit the specific operational characteristics of each business. The analysis using 5W1H helps

understand what entrepreneurs look for in online packaged accounting software, particularly
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the "How" aspect, which has the highest average. It indicates that thinking and assessing the
software's capability to meet specific needs is crucial to entrepreneurs. Successful account-
ing software in the market should have a high degree of customizability, comprehensive
functions, and demonstrate the ability to meet the specific needs of a business (Adapted
from BviSde nIwSuaud uag Asdl (Bavuydn, 2564). Third, The study results indicate that the
service marketing mix has a relatively high correlation with the decision-making process for
purchasing ready-made online accounting programs. This may be due to the comprehensive
components of the service marketing mix influencing consumer purchase decisions. This
aligns with research by W51050 181158 (2561) and Ubonwan (2018), which found that the
marketing mix significantly impacts online product purchasing decisions.

Additionally, a study by Mahmoud (2018) discovered that the green marketing
mix also significantly affects purchase decisions, consistent with Chana et al. (2021), who
emphasized the importance of the service marketing mix in significantly influencing
customer experience and satisfaction, thus affecting purchasing decisions. Tanjung (2021),
R. Jain and S. Jain (2022), Yusuf and Matiin (2022) also found that the service marketing mix
significantly impacts consumer purchasing decisions. Furthermore, motivation has a similar
high correlation with significant impact on decision-making. This may be because Maslow's
hierarchy of needs represents an internal motivation influencing consumer behavior,
helping clients make informed decisions to purchase ready-made accounting software. This
decision-making process is not arbitrary but driven by diverse human psychological needs
and responses, making it easier for consumers to make decisions (Elgarhy et al., 2024). This
is consistent with research by Wawa Lauuana (2564), which found that implementing the
“5Ps” marketing strategy and creating customer inquiry response videos significantly eases
the decision-making process for consumers. Similarly, Chanthip (2021) found that motivation
through family, friends, or celebrities significantly eases consumer purchasing decisions.
Finally, From the study on the influential relationship between the service marketing mix
and Maslow's motivation on the decision to purchase online accounting software, it was
found that the significant predictive variables include 1. Access to Customers (Place), This
may be due to the importance of selecting appropriate channels to reach customers
being crucial in creating awareness and interest. Channels that effectively reach customers
at the right points can make informing them about products and services easier, thereby
supporting the purchase decision. 2. Sales Personnel (People), This could be because sales
personnel play a critical role in communicating the quality and benefits of products or
services. Knowledgeably skilled sales staff can help build confidence and a positive customer
impression. 3. Physical Evidence, This may be because presenting products attractively and
positioning them in line with customer needs and expectations can increase the likelihood

of a purchase. 4. Making Customers Feel Valued/Impressed (Belonging and Love Needs), This
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could be because building good customer relationships by showing sincerity and care can
enhance trust and loyalty. 5. Making Customers Feel Secure/Safe (Safety Needs), This may
be because making customers feel safe can significantly affect their purchasing decisions.

Several methods by which creating a sense of security can stimulate and increase
the chances of purchase include: 1. Trust: Customers often buy from brands they trust
and feel confident in. Businesses that can communicate professionalism and provide clear
information about their products or services. 2. Data Security: Protecting customer personal
information is very important in the digital age. Clear privacy policies and stringent data
security measures can make customers feel comfortable transacting with a business.
3. Quality Assurance: Product or service quality certifications or guarantees can make
customers feel secure in their purchases, such as money-back guarantees or exchanges for
faulty products. 4. Reviews and Customer Endorsements: Customer reviews can increase the
confidence of potential buyers. Having positive reviews and high product or service ratings
can stimulate purchase decisions. 5. Clear Communication: Providing complete and clear
information about products or services, including promptly and professionally responding to
customer questions or concerns, can increase feelings of security and confidence (Adapted
from Avisdy nneuaud uag ansdl 1Bovuzdn, 2564),

Conversely, the study found that price factors significantly negatively influence
purchase decisions. This may be due to: 1. Perceived Value to Price: Consumers often
evaluate the value of software compared to the cost. If the price is too high relative to
perceived value, they may hesitate to purchase, especially if there are cheaper or free
alternatives available. 2. Budget: The budget may be limited for small businesses or new
entrepreneurs. Deciding to purchase expensive software may not be feasible, leading
entrepreneurs to opt for free or cheaper software alternatives. 3. Long-term Value: The
investment in accounting software may be seen as a high cost in the short term, but some
buyers may not see the long-term value or are unsure how much their business will benefit
from the software. 4. Complexity and Usability: If the software is highly complex, users may
fear that they will need to spend additional time or money on training or technical support,
further impacting the actual cost of the software. 5. Comparison with Other Options: There
are many accounting software options on the market. Some may offer similar features at a
lower price or have different billing models, such as pay-per-use, which may attract more
buyers. 6. Future Uncertainty: Businesses may be uncertain about future growth or needs,
making them hesitant to invest in expensive software, especially considering future changes
or upgrades. 7.Consideration of Total Costs: Besides the cost of the software, there are other
expenses such as setup fees, support services, and updates, all of which can increase the

net price of the software.
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Conclusions and Recommendations

Conclusions. The research findings are summarized as follows: First, Maslow's
motivation (r=0.709) has a relatively high positive correlation with the purchasing decision,
significantly more so than the service marketing mix (r=0.678). Second, Access to customers,

the need to belong and be loved, safety needs, personnel, and physical evidence
significantly influence purchasing decisions. Conversely, the price factor significantly
negatively influences the purchasing decision. Finally, the variables studied, which have a
significant influence, can accurately predict the decision to purchase online ready-made
accounting programs by 60.4%.

Recommendations. First, Given the research findings that Maslow's motivation has a
relatively high positive correlation with the decision to purchase online accounting software
significantly, recommendations for producers or distributors of online accounting software
include: 1. Create awareness about basic needs by demonstrating how the software can
meet basic financial and accounting needs of businesses, such as data security, stability,
and easy access to information. 2. Highlight the desires for well-being and ownership by
promoting how using the software can help businesses operate more efficiently, freeing
up time for business development or personal time, and enhancing control and ownership
of data. 3. Address the need for esteem and social acceptance by creating campaigns that
show how using the software can earn recognition and respect from peers or customers,
emphasizing success stories and testimonials from real users. 4. Offer solutions for
emotional needs and personal growth, emphasizing support and learning resources to help
users develop their skills and grow alongside their business. 5. Customize communication
for target groups, using research data to identify the most responsive target groups to the
software, and tailor messages and communication channels to match customer needs and
behaviors. Second, Following the research indicating that the service marketing mix (7Ps)
has a relatively high positive correlation with the decision to purchase online accounting
software significantly, recommendations include: 1. Product: Develop features that meet
user needs, are easy to use, and flexible enough to be customized for individual business
needs. Regularly update the software to keep it modern and responsive to changing needs.
2. Price: Set competitive prices that align with the value received by customers. Offer a
variety of pricing packages to accommodate businesses of different sizes and budgets.
3. Place: Provide access through easily accessible online platforms, supported by
compatibility with various devices. Distribute products through diverse channels, both
online and through partners. 4. Promotion: Employ digital marketing strategies, such as
social media marketing, email marketing, and online advertising. Create special promotions
like free trials, renewal discounts, and referral bonuses. 5. People: Maintain a skilled and
continuously trained team to offer professional customer service, prioritizing excellent

customer experience. 6. Process: Streamline the application, setup, and overall usage
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processes to be smooth and hassle-free. Offer guidance and support through tutorial videos,
online manuals, and forums. 7. Physical Evidence: Build credibility through professionally
designed websites and clear product information presentations. Provide evidence of
success and testimonials from existing customers, such as security badges, reviews, and case
studies. Finally, with research indicating that access to customers, the need to belong and
be loved, safety needs, personnel, and physical evidence significantly directly influence
the purchasing decision of online accounting software, whereas price factors significantly
negatively influence it, recommendations are: 1. Enhance access and visibility, as
customer participation and receiving love from using the accounting software can be
improved through social media, websites, public relations, and trade shows to reach and
attract more customers. 2. Improve data security, as the need for security affects the
purchasing decision. Ensure your system is as secure as possible and clearly communicate
these security efforts to customers. 3. Training and support from personnel, training staff to
help and advise customers professionally. 4. Enhance and emphasize physical evidence, as
real-use cases, customer reviews, and case studies can powerfully demonstrate the benefits
and safety of the product. 5. Pricing strategy: Considering the negative influence of price on
decision-making, flexible pricing strategies, such as pay-per-use offers, customizable
packages, or special promotions, should be considered to make the product more attractive

and accessible to different businesses.

Recommendations for future research

Suggestions for future research include: 1. A deeper study of Maslow's motivation
should be conducted, possibly focusing on a comprehensive understanding of various
aspects of motivation. Explore which components of Maslow's motivation most influence
purchasing decisions and how they can be applied to increase sales. 2. The impact of the
service marketing mix should be examined. Although the service marketing mix correlates
less with Maslow's motivation, it still plays a significant role. Future research could focus on
understanding how the service marketing mix (e.g., product, price, place, promotion) affects
purchasing decisions. 3. Other variables that may influence purchasing decisions should be
studied. While the study covers the main factors influencing purchasing decisions, other
variables such as consumer trust, emotions, or social trends could also impact purchasing
decisions and have not yet been explored. 4. More complex forecasting models should
be used. Since the studied variables can predict purchasing decisions with 60.4% accuracy,
future research might employ more sophisticated data analysis techniques, such as machine
learning or advanced statistical models, to improve the accuracy of predictions. 5. More
specific market segments should be explored. Consider studying specific markets or target
groups to understand how the studied factors influence in different contexts. This research

could potentially refine marketing and sales strategies more effectively.
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AdAgy: dulszanninisnain waluladeuduasaasy anudslhfio lwiuesdu &
Abstract

The objectives of the study were to: 1. compare the differences in purchase
intentions of fashion products featuring augmented reality (AR) technology through online
distribution channels among Generation Z consumers in Bangkok, differentiated by gender,
education, occupation, income, and marital status; 2. examine the relationship between
marketing mix factors and the purchase intentions of fashion products with AR technology
among these consumers; and 3. investigate the relationship between characteristics of AR
technology and the purchase intentions of fashion products with AR technology among
Generation Z consumers in Bangkok. The study focuses on a sample group of Thai
consumers born between 2538 B.E.-2558 B.E. (Gen Z), residing in Bangkok, and comprises
400 individuals. Data collection was conducted through an online questionnaire developed
using Google Forms. Data analysis involved descriptive statistics and hypothesis testing using

inferential statistics.
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The results of the hypothesis testing revealed that Generation Z consumers in
Bangkok, with demographic variations in education, occupation, and monthly income, exhibit
differences in their purchase intentions for fashion products using AR technology through
online channels. However, there were no significant differences in purchase intentions based
on gender and marital status. Furthermore, marketing mix factors demonstrated a significant
relationship with the intention to purchase fashion products, while the characteristics of
AR technology also exhibited a correlation with the purchase intentions of Generation Z

consumers in Bangkok through online channels.

Keywords: Marketing Mix, AR Technology, Purchase Intentions, Generation Z
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Wisuiisuinssuenumaniadeld ddenslamunsavendevietedld widmndy
Tunnsstudwfasiilideanilriguild
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NFAULUIAIIUAN
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- AsAnEn
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- shelel — :
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anunslagaduAuntudsamalulad
- ADUNINANTE o
AMUTUIIAEIUHIUYDINIINTS
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v o Generation Z Tungamnwuniuas
- AUNARS U :
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- PNUTIAN
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v o o the Behavior)
- AUTDINNAITINT UG H2
Y - - MIUHURRUUSTTIngULazALELRY
- AUATALETUATNAN -
101984 (Subjective Norm)
- - - anuansalunisdnlangingsu
Audnvzvaunalulad AR
. y H3 (Perceived Behavioral Control)
- FTUAMNINYBIN AT OUY
- guANERLE
- gnuanukUaning
- guANEILITalunslanaU

AN 1 ATPULLIANGILINY

Wanliun1side

UsenIuazAIeeng

Uszansildfinu Ae nguiuilnavnlnefifioginlutasd w.e. 2538-2558 n3e Gen Z
fonduoglungammumiuns Murnvuiafiegamegasliniurninszvnsiuiueues
Cochran (1963) flsgfuanudiesiufesay 95% uavsauiuAmUAAIALAABLIINNTLAIDENS
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vostoyalunisdisafests fifedufuiegns Suaurisdu 400 au warliBmsdundusegis
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wSesilafildlun1sise

wnesflefldlunsidunds \Huwuvasunmesulall (Online Questionnaire) Fiwaiun
Fudsuardefamainnsnuniussanssy Jwdadu 3 dau ddl dwil 1 %’as&afﬁiﬂ%q
feg Tnalurmonulaelauuulidenseu ualifidenneuldiiisadmeauiierdiuin 5 4o
dauil 2 WuwvuaeunanAsfuandnuazvounalulad AR wardmUszaunisnanain lag
WumawlaeUnduay 18 98 laglduinsndiuuseifiuainzuuy (Rating Scale) AuWUUVBY
Likert’s Scale fimadenaeuls 5 szfu dwil 3 Wuwuvaeuniafuauddadodudundu
mowaluladanuiduasuasuniutemianisdadmitgeeulad nadumauvarsladiuiu
4 9o lngldundiulszifiuainziug mMuLuUTed Likert’s Scale fimadonnould 5 seeu

Wieszidoya

msliasgideyanisaddidenssaun (Descriptive Statistics) laun 317w Jouay
Anadsuazainudonuunnsgiu wayliadAiBeoysnu (nferential Statistics) nadeUaANMAZ NS
3o et 1. nsdl 2 naumegeTiiudaszainiu axnaaeumeaia Independent Sample t-test
2. n3dl 3 nausoenatuly IsmarpUATAMTUTIUA LA LLAMAFE (One Way ANOVA)
fhealid Ftest uaziUouifisuAiadeegieds LSD 3. nadeundenleessnineuys
BeUSina 2§ Tnemsussifiuaduussansanduiusveadiosdu () fssiuteddey 0.05

NaN1338UazaiUsIeNa
1. wadnszidayaniluvassiiegig

M13199 1 uLarSerardoyanuUsErINImans YBuERauLUUABUNY

Hoyaluvesgnauuuugeauny 31U (n=400) Souay
Ll
B8 179 44.8
VAN 221 55.3
STAUNTTANYA
FnIUSeae3 93 233
USeyes 265 66.3
ganuTyayes 42 10.5
1YW
1131%N15/5538UA9 49 12.3
NUNNUUTENRNTY 167 41.8
HnBew/ AN 117 29.3
Sudhaily 20 5.0
UsenougsnadIum 39 9.8
Buq 8 2.0
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A1519% 1 (si0)

Hoyaluvesgfnauuuugeauny 31U (n=400) Souay
selasafou
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15,001-30,000 um 172 43.0
30,001-45,000 um 101 25.3
45,001-60,000 U 23 5.8
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374 400 100.0
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330 au Anvdu Sewar 82.5
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fruanuanansalunisldiney (Interactivity) egluszduinn Welnnzidunede
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Mdsnau fszfuauAniiuinfutafoaudnuazveanalulad AR fuanuannsalums
1An9U (Interactivity) u1n
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PNNMTILAUENYTYRIMALLlaE AR WUl AUAMAINYBIN NN (Augmented
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uazanufiswelavesgnénlunsdedudifindu

3. wansdaszianundladedudundudlemaluladainuduadaaiuniy
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ogfluseduinn otiesgiidusede wui uBuAfisdiedufdetodudifinalulas
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sundguil 1 anuitlafedudunduismelulaganuduasuaiuiurommanis
Fndminvooularvesnguifuilaa Generation Z Tungammavuas uandnafu Wedwunay
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M1919% 2 NAVAABUANLAFIUANMLLANANYBIRRRETEAUANAT AT AU HTUMamALLLaE
audussauasuiiugmnsinsmheesulavesnguiusinm Generation Z Tungaumnumuns
IuNINUTEINIAERS

UszynsAnans NINAUANNAFIU
t-test F-test Sig. wUawa
LI 1.803*x* - 0.000 YUTUANNAFIU
N13Ane - 5.779% 0.003 YUTUANNAFIU
D1TN - 6.741%%* 0.000 RHEIGHE G
selasoifiou - 6.749%%* 0.000 goUSUANURFIU
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N o a

NUBWR. ¥, ¥, gl uandnsegaildedidgisedu 0.05, 0.01 wag 0.001 MUa1AU

NM5N9 1 910U KaN1TNAFBUANLFAZIUN 1 {USInA Generation Z Tungammumiuns
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a

PFasuutemnsinsvtseeulatiildunndaiy e Sie. Wiy 0.845 Fannndt 0.05
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fanuduriusiu
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A15199 3 NN5IATITRANMUFUNUSTEMINIAIUUTEAUNIINITAAIANUAINUAT LT D FUA W3 TL
mamalulaganudussaasuiugemanisdadmiivesulativeinguduilan Generation Z
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Sig. (2-tailed) 0.000
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NNHANMIVAASUANLAFIUTA 2 196U nuth anuduiud T TEaRTNInIIRATn
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N19IAIATOIAUANGIALUTUARTUNARNIUY F0INNAITIATNUIY LagNITELETUNITAIAEA
é’mﬁuéﬁuuasdqmamwmL%mﬂﬁummG'?ﬂa%a?mﬁwLé"ﬂéLLUiuﬁﬁuaaQU%ImasJNﬁﬁ’sJﬁﬁzww

aad

anfANsEeau 0.05
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Jussaasuihugeamansiadminseeulatvesnguiuslan Generation Z lungaumnuvuns
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Abstract

This study aims to determine pollution management guideline for sustainable
business of the closed system broiler farm in Nakhon Ratchasima. The survey research was
employed. Questionnaires were used to collect the data from 240 closed system broiler
farmers in Nakhon Ratchasima. Statistics used to analyze the data were descriptive statistics,
including percentage, mean, and standard deviation. t-test and F-Test were used to test the
hypothesis at 0.05 level of significance. Findings reveal that in overall, farmers strongly agreed
with pollution management guideline for sustainable business of the closed system broiler
farm. When considering in details, the most important pollution management guideline for
sustainable business of the closed system broiler farm was Farm Characteristics, followed
by Farm Management and Farm Location, respectively. The results of hypothesis testing
indicate that the closed system broiler farmers in Nakhon Ratchasima which had different in
number of employees, business period, and number of chickens had statistically different
in opinion towards pollution management guideline for sustainable business of the closed
system broiler farm (p<0.001). The closed system broiler farmers can use the information

obtained from this research as a guideline for managing, solving and preventing pollution
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from broiler farms in closed barns (EVAP) to ensure sustainable co-existence of communities

and entrepreneurs.

Keywords: Pollution Management Guideline, Closed System Broiler Farm, Sustainable

Business Operations
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Abstract

A literature search using “ScienceDirect” and “Emerald” databases indicates a
negligible emphasis of consumer-behavior-oriented research publications on the topics
relating to dental clinic services, which prompts this research to examine into the
integrative structure of perceptual, attitudinal, value-driven, and behavioral aspects of
variables. A particular aim is established to contribute towards a more systemic framework
that captures beyond the service quality aspects of the popularly targeted research theme
in the extant literature. In particular, this research integrates and statistically tests the
factors of customer participation behavior and the caring attitude of doctors as important
value co-creation practices to influence dental services that also manifest the nature of
values weightily able to influence satisfaction, advocacy, and loyalty. Ultimately, in terms
of managerial implications, the findings of this study offer valuable insights for clinic
administrators seeking to enhance their competitiveness in the provision of dental services.
By understanding and leveraging the drivers of patient satisfaction and loyalty, administrators
can develop targeted strategies to improve service delivery and provide positive patient
experiences. Additionally, the study contributes to the existing body of knowledge in the
field by advancing the theoretical understanding and providing empirical evidence to inform

future research endeavors.

Keywords: Participation, Perception, Value Co-Creation
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Introduction

A database search in “ScienceDirect” and “Emerald”, by use of the keywords “dental
clinic services”, shows nearly negligible consumer-behavior-oriented research publications.
Most of the published works are related to scientific disciplines, community-based services
of healthcare, healthcare faculties, such as dental lab and clinic (Leeson, 2020), safety-net
dental clinics (Byck et al,, 2005), and factors affecting the utilization of dental health
services and satisfaction (Al-Hussyeen, 2010), and development of a pharmacy referral
protocol (Palmisano & Mazan, 2018). Consumer behavior-oriented publications mostly
focus on areas of service quality (W. J. Chang & Y. H. Chang, 2013) or dental care attributes
contributing to customers’ willingness-to-pay (Sever et al., 2018). Thus, a more variables-
integrated research effort is urgently required, which leads to the following objective: “The
purpose of this research is to propose a conceptual model to describe how patients react
and interact with the dental clinic services, and empirically validate the model and suggest

implications for the clinic administrators, the customers, and the academicians.”

Research Objectives

This research aims to achieve the following objectives:

1. To propose a conceptual model to describe how patients react and interact
with the dental clinic services.

2. To empirically validate the model and suggest implications for the clinic

administrators, the customers, and the academicians.

Literature

Customers or patients use dental clinic services for several reasons, and the most
common ones are to rectify and resolve issues such as gingivitis and tooth decay (GBD 2017
Disease and Injury Incidence and Prevalence Collaborators, 2018), eliminate toothaches
(Sischo & Broder, 2011), or for implant treatment and the replacement of missing dentition
(Kashbour et al., 2015), and for oral-health improvement (Allen, 2003; Bukhari, 2020).
In this study, we make use of the utility value embedded in the theory of oral health-related
quality of life (OHRQoL), and establish the dental care services to deliver customer value,
i.e. the use of dental service to eliminate dental pain, leading to positing the following
hypothesis:

H1: Dental services significantly explain the level of customer value.

Apart from the holistic dimensions of oral health values to be expected from the
dental service, this study also acknowledges the customer value that reflects the tradeoff
between benefits and costs (Zeithaml, 1988), and, if applicable, would also capture a host

of other nature of values expected by the customers, such as economic value and relational
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value (Kim & Tang, 2020). Ultimately, what is sold is “value” (Zeithaml & Bitner, 1996). Due to
the unique features of service concepts, such as simultaneous production and consumption
(Zeithaml & Bitner, 1996), especially deem fitting to dental services, the factor “customer’s
active participation”, utilizing information seeking and sharing, and responsible behaviors
(Ennew & Binks, 1999), and customer feedback, would be considered. These factors fall into
the category of “the other interpersonal” element that drives the performance of dental
practitioners, together with the “technical” element going hand-in-hand with achieving
satisfactory performances. The two elements, technical and interpersonal, are advocated
in Donabedian (1988) to complement the deficiency of the generic service quality concept
as advocated in the SERVQUAL instrument by Parasuraman et al. (1985). Specifically, the
technical performance depends on the dentists' knowledge and judgment and the dental
clinic's investment. On the other hand, the interpersonal element is about using patient
interactions, such as through the patient communicating the information that is necessary
for guiding the doctor to take the right procedures and actions to meet the expectation.
Towards this end, the following four hypotheses are assumed:

H2: Customer participation behavior significantly explains the level of dental service.

H3: Customer participation behavior significantly explains the level of customer
value.

Hd: The doctor's caring attitude significantly explains the dental service level.

H5: The doctor's caring attitude significantly explains the customer value level.

The active participatory behaviors of customers, to some degree, capture the
concept of value co-creation as advocated also in the service-dominant (S-D) logic of
services (Vargo & Lusch, 2004). When customers rationalize the unique values they can
receive from the service providers, it would lead to customer satisfaction, loyalty, and
advocacy (Ma et al,, 2019). Satisfaction is an important indicator to reflect both the
effectiveness and the suitability of the treatment provided, including the aspects of the
treatment process. Also, when value is fulfilled and the expectation of the customers met
(Tan et al,, 2020), then loyalty is formed, describing a “deeply held commitment to rebuy
or re-patronize a preferred product or service consistently in the future, thereby causing
repetitive same-brand or same brand-set purchasing, despite marketing efforts to cause
switching behaviors” (Oliver, 1997, p. 392).

Accordingly, the following hypothesis states an ultimate state of achievement
captured in the conceptual framework describing how customers react and interact with
dental services:

H6: Customer value significantly explains customer satisfaction, loyalty, and
advocacy.

H7: Loyalty and advocacy lead to a competitive advantage of the dental clinic

when compared to the others in the neighborhood.
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Integrating the hypotheses deductively derived from the literature leads to the
conceptual model as shown in (Fig.1) The model centralizes on the value co-creation
between the patients and the doctors, as the drivers to influence dental services in the
positive direction. The dental clinic service is rather unique, and thus, quality assessments
should be made using a non-generic SERVQUAL instrument. The structure-process-
outcome (SPO) of Donabedian (1988) is employed, and has also been empirically validated in
W. J. Chang and Y. H. Chang (2013).

Customer Participation

Behavior:

- Information Seeking

. . > Loyalty
- Information Sharing \
- Responsible Behavior v

- Customer Feedback Competitive

| Dental Custom
P —»| Satisfaction Advantage

v

Service er Value \
Caring Attitute of Doctor v /

+ |

v
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Figure 1 Research Framework

4. Research Methods

4.1 Research Approach

This research is deductive in nature, which uses the extant literature to derive
a model to be tested. Nevertheless, to ensure some significant domains or areas of
contribution, an effort is made to make dental clinics as applicable as possible. For instance,
the generic nature of SERVQUAL is partly driven by the customer participation behaviors
and the caring attitude of doctors, which are the two constructs aimed to characterize the
roles of value co-creation and to establish the holistic dental values. Rather than using
the generic SERVQUAL instrument, the dental services would be measured based on the
structure-process-outcome (SPO) structure of service qualities.

Structure

According to the Agency for Healthcare Research and Quality, AHRQ (2020), care
structure is a very important feature of a health organization or clinic, and the structure's
design manifests the type and level of capacity to provide quality healthcare. In addition,
the structure of care, constituting of, for instance, the infrastructure or physical environment
of the healthcare system, including the healthcare providers and service staffs, eventually,
supports the healthcare processes (Elverson & Samra, 2012). The structure is, in fact, also

the important resources the clinicians need to consider so that the administrative staffs and
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the technical activities, so much needed for quality services, can be performed effectively
(Kim et al., 2010).

Process

Diagnosis of the patients who come to the dental clinics for services is very
important, and thus, without a proper interactive process between the patients and the
doctors, the dental treatment would be done poorly and not able to satisfy the customer
needs. Thus, the process should be two-way: giving instructions and receiving the information
(Bader, 2009). In addition, the service delivery process should be set and operated according
to standards so that customers can receive the appropriate service in a consistently good
quality manner (Sureshchandar et al., 2002). The process standard should embed and
consider various scopes of the operations, such as the patient waiting time and the treatment
standard and care, including communication with the patients and the time spent with the
healthcare provider during consultation and appointment (Ameh et al., 2017). To ensure a
strong, high-quality process of dental treatment, it is important structural support is there,
such as technical support, the skills and knowledge of the doctor, the accuracy of diagnosis
as a result, and the relationship between the doctor and the patients (El Haj et al., 2013).

Outcome

There are technical and interpersonal outcomes in a typical dental treatment
service (Ammenwerth et al., 2007; Bader, 2009; Donabedian, 1988). The technical outcome
demonstrates the deliverables of the physical and functional of care in terms of quality
of reduction in disease and the quality of life. The other is an interpersonal outcome that
describes the satisfaction with the care of the patients and the effect on the patient’s
quality of life (Bader, 2009).

4.2 Population

This study utilized a non-probability sampling technique to efficiently gather insights
from a diverse group of patients within an unknown population. This approach allowed
for practical considerations, including accessibility and cost-effectiveness. Using a diverse
group of patients’ experiences would enhance the richness of its insights, providing valuable
perspectives that contribute to a more nuanced understanding of customer participation
behavior and doctor's caring attitude in shaping perceptions of dental service quality for
competitive advantage in the industry.

4.3 Sampling

The population studied consisted of patients receiving dental treatment in a
hospital and clinic in Chiang Rai province, with a sample size of 400 people determined
using Taro Yamane's formula (Yamane, 1973) to calculate a total population of 223,725
people in Chiang Rai province (according to the data from Provincial Office Chiang Rai
reports 2020).
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4.4 Data Collection and Analysis

The goal of data collection is to find quantitative facts and evidence to validate the
accuracy of the findings. In this respect, data was collected using a semi-structured survey
questionnaire. The main part consists of the quality assessment of the dental clinic service
using a non-generic SERVQUAL instrument. The framework of structure-process-outcome
(SPO) introduced by Donabedian (1998) and empirical validation by W. J. Chang and Y. H.
Chang (2013) was employed, considering the unique nature of the dental clinic services
which enabled the researcher to examine the relationship between various factors and
the use of dental care services. As for the data analysis, the data collected were analyzed
using correlation and multiple regression methods which allowed reviews on the association
between dental services and customer value, customer participation behavior, doctor’s

caring attitude, and customer satisfaction, loyalty, and advocacy.

5. Research Results and Discussion

Table 1 Influencing of Customer Participation Behavior and Caring Attitude of Doctor to

Customer Value

Customer Value B SE. Beta t. Sig
Constant .056 136 414 679
Customer Participation Behavior .095 .033 102 2.852* .005
Information Seeking
Customer Participation Behavior 073 .051 .070 1.428 154
Information Sharing
Customer Participation Behavior .068 .051 .065 1.328 .185
Responsibility
Customer Participation Behavior 207 .047 202 4.413** | .000
Customer Feedback
Caring Attitude of Doctor 139 .043 13 3.205** | .001
Dental Services 409 .054 .386 7.543%** 1000
Multiple R 844
R Square 713
Adjust R square .709
Standard Error .380
F Statistic 164.404
Sie. .000***

Note. **, *** Correlation is significant at the 0.01, 0.001 levels (2-tailed), respectively.
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The findings of this study demonstrate a strong positive relationship between
customer participation behavior, the caring attitude of doctors, dental services, and
customer value. This is reflected in the multiple correlation coefficient (Multiple R = 0.844),
which indicates a solid overall relationship. Furthermore, the coefficient of determination
(R Square = 0.713) suggests that approximately 71.3% of the variation in customer value can
be explained by the factors included in the model, namely customer participation behavior,
caring attitude of doctors, and dental services. Even after adjusting for the number of
predictors in the model, the Adjusted R Square remains high at 0.709. The standard error of
the estimate (0.380) signifies the average deviation of the observed values from the regression
line. An important finding is the F statistic (164.404) with a significant p-value (Sig = 0.000),
which indicates that the model is statistically significant in predicting customer value. This
finding is further strengthened by the overall statistical significance confirmed through the
significance level associated with the F statistic. Customer participation behaviors including
information seeking and feedback, together with a caring attitude from the doctor and the
dental services, were all found to contribute to customer value in this study significantly.
However, Customer Participation Behavior information sharing and Customer Participation
Behavior responsibility were not found to have a significant impact.

These findings can be valuable for dental practitioners and policymakers who are
interested in improving customer value in dental service settings. They can develop strat-
egies to improve patient experiences and satisfaction by understanding how these factors

influence customer value.

Table 2 Influencing of Customer Participation Behavior and Caring Attitude of Doctor to

Patient Satisfaction

Patient Satisfaction B SE. Beta t. Sig
Constant .003 122 .026 979
Customer Participation Behavior .083 .030 .090 2.766** .006
Information Seeking
Customer Participation Behavior .053 .046 .051 1.154 .249
Information Sharing
Customer Participation Behavior 075 .046 .072 1.633 .103
Responsibility
Customer Participation Behavior .088 .042 .087 2.096* .037
Customer Feedback
Caring Attitude of Doctor 170 .039 1720 | 4361 .000
Dental Services 532 .049 507 110.889*** | .000
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Table 2 Influencing of Customer Participation Behavior and Caring Attitude of Doctor to

Patient Satisfaction (Connect data)

Patient Satisfaction B SE. Beta t. Sig
Multiple R 873
R Square 763
Adjust R square 759
Standard Error .342
F Statistic 212.587
Sig .000%**

Note. *, **, *** Correlation is significant at the 0.05, 0.01, 0.001 levels (2-tailed), respectively.

The results of this study support the existence of a strong, positive relationship
between customer participation behavior, the caring attitude of a doctor, dental services, and
patient satisfaction. This is reflected in the multiple correlation coefficient (R = 0.844) and
the coefficient of determination (R2 = 0.713), which indicate that over 71% of the variance
in patient satisfaction can be explained by the factors included in the model. This study
also found that after adjusting for the number of predictors, the Adjusted R? remained high
at 0.709, suggesting that the model has good explanatory power and is not simply due to
chance. Additionally, the statistically significant F-statistic (F = 164.404, p < 0.001) further
strengthens the argument that the model effectively predicts patient satisfaction. Breaking
down the factors included in the model, the findings reveal that information-seeking
behavior, providing feedback, and the caring attitude of a doctor all have significant positive
influences on patient value. These results emphasize the importance of patient autonomy,
shared decision-making, and open communication in building trust and satisfaction in the
patient-doctor relationship. Interestingly, information sharing behavior and responsibility of

patients were not found to have a significant impact on patient value in this study.
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Table 3 Influencing of Customer Value and Patient Satisfaction to Competitive Advantage

Competitive Advantage B SE. Beta t. Sig
Constant 446 .140 4.058*** | .000
Customer Value .168 .059 .284 5.029*** | .000
Patient Satisfaction .553 .029 526 9.330*** | .000
Loyalty 351 .064 .334 5.479%* | .000
Advocacy 299 .050 .304 5.930%** | .000
Multiple R .803
R Square .645
Adjust R square .641
Standard Error .439
F Statistic 181.037
Sig .000%**

Note. *** Correlation is significant at the 0.001 level

The findings of this study demonstrate a strong positive relationship between cus-
tomer participation behavior, the caring attitude of doctors, dental services, and customer
value. This is reflected in the multiple correlation coefficient (Multiple R = 0.844), which
indicates a solid overall relationship. Furthermore, the coefficient of determination (R
Square = 0.713) suggests that approximately 71.3% of the variation in customer value can
be explained by the factors included in the model: customer participation behavior, caring
attitude of doctors, and dental services. Even after adjusting for the number of predictors
in the model, the Adjusted R Square remains high at 0.709. The standard error of the es-
timate (0.380) signifies the average deviation of the observed values from the regression
line. An important finding is the F statistic (164.404) with a significant p-value (Sig = 0.000),
which indicates that the model is statistically significant in predicting customer value. This
finding is further strengthened by the overall statistical significance confirmed through the
significance level associated with the F statistic. Customer participation behaviors including
information seeking and feedback, together with a caring attitude from the doctor and the
dental services themselves, were all found to contribute to customer value in this study
significantly. However, information-sharing behaviour and customer responsibility were not
found to have a significant impact. These findings can be valuable for dental practitioners
and policymakers who are interested in improving customer value in dental service settings.
They can develop strategies to improve patient experiences and satisfaction by understanding

how these factors influence customer value.
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Conclusion

Based on the literature review contributing to a conceptual framework that
centralizes on customer value; these were made possible by the dental services that
were driven by two antecedent variables, namely (1) customer participation behavior and
(2) the caring attitude of the doctor. Ultimately, when patients perceive that they receive
the values as expected, they will be satisfied and develop loyalty and establish the
advocacy attitudes needed as enablers for creating competitive advantage for the dental
clinics.

To address the research objectives, seven hypotheses were tested. The results are
presented as follows.

1. From study provides empirical support for Hypothesis 1 (H1), demonstrating
a significant relationship between dental services and the level of customer value, with
statistical significance at p < 0.001. These findings highlight the importance of perceived
value in shaping consumer preferences and behaviors within the dental services industry.
Patients who prioritize high-quality care from qualified dentists have a positive treatment
history, and experience responsiveness to their needs are more likely to perceive greater
value in the services provided. Understanding these drivers of perceived value is crucial for
companies in the dental industry, as it allows them to develop products and services that
meet or exceed patient expectations (Zeithaml, 1988). By focusing on delivering high-quality
care, building positive treatment experiences, and ensuring responsiveness to patient needs,
dental service providers can cultivate positive brand associations and achieve a competitive
advantage.

2. From study provides empirical evidence supporting Hypothesis 2 (H2), which
suggests a significant relationship between customer participation behavior and the level of
dental service, with statistical significance at p < 0.01. This research highlights the important
role of customer participation behaviors, including information sharing, customer feedback,
responsible behavior, and information seeking, in shaping patients' perceptions of dental
service quality. These findings align with (Kim et al., 2010), who demonstrated that patients
utilize various information sources, such as recommendations and online resources, when
selecting a dentist. Our study extends this knowledge by emphasizing the importance
of ongoing customer engagement and participation throughout the dental care journey,
not just during initial selection. Encouraging information sharing, customer feedback,
responsible behaviour (e.g., following treatment plans), and facilitating information-seeking
dental service providers can enhance the overall quality of service delivery and, ultimately,
patient satisfaction. This research contributes to the growing body of literature on customer
participation and its impact on service quality within the dental industry. Understanding
and leveraging these behaviors can improve patient experiences and outcomes, benefiting

both patients and dental service providers.
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3. The study offers strong support for Hypothesis 3 (H3), indicating a significant
relationship between customer participation behaviour and the level of customer value,
with statistical significance at p < 0.001. This research finds that various aspects of customer
engagement, including information seeking, recommendations from friends and relatives,
providing feedback, sharing service experiences, and active participation in decision-making,
significantly contribute to the perceived value of healthcare services. While doctor-patient
interaction is essential for quality care, it can be subject to complexities and challenges
that hinder optimal communication. Miscommunication and lack of understanding are
common barriers that impede effective consultations for patients and providers. This
research emphasizes the critical role of healthcare providers in developing strong com-
munication and active listening skills to navigate these challenges. By encouraging open
communication and ensuring patient understanding, healthcare providers can enhance
the quality of patient-provider interactions, improve patient satisfaction, and ultimately,
increase the perceived value of healthcare services. This study contributes to the literature
on patient-provider interaction in two key ways. First, it provides insights into the causes and
consequences of challenging consultations in healthcare settings. Second, it offers practical
recommendations for healthcare practitioners to improve interactions and outcomes for
both patients and providers. By adopting these recommendations, healthcare providers
can cultivate positive patient experiences, strengthen patient-provider relationships, and
ultimately, enhance the overall quality of healthcare delivery.

4. This study provides strong support for Hypothesis 4 (H4), showing a significant
relationship between the caring attitude of the doctor and the level of dental service,
with statistical significance at p < 0.001. These findings highlight the critical role of the
doctor's attitude and interpersonal skills in shaping patient perceptions of dental care
quality. Building on prior research (DiMatteo et al.,, 1993; Furnham et al., 2002) identified
patient preferences for dentist certification, training, and experience, our study extends
this knowledge by emphasizing the importance of a caring doctor's attitude. Patients value
not just technical proficiency but also compassionate and empathetic care. This research
contributes to the literature by demonstrating that a doctor's caring demeanor significantly
influences patient perceptions of service quality. In essence, patients seek dentists who
are not only technically skilled but also prioritize patient-centered care. These findings
have practical implications for dental professionals. By encouraging a caring attitude and
prioritizing patient well-being, dentists can enhance patient experiences, satisfaction, and
trust, ultimately improving the overall quality of care. Furthermore, understanding patient
preferences regarding doctor-patient interaction can effectively inform targeted strategies
to address individual needs. In conclusion, our research advances our understanding of

the factors influencing patient perceptions of dental service quality, highlighting the signifi-
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cance of the doctor's caring attitude. Further exploration of these dynamics can inform the
development of interventions to optimise patient experiences and outcomes in dental
care settings.

5. In summary, our study provides strong support for Hypothesis 5 (H5), indicating a
significant relationship between the caring attitude of the doctor and the level of customer
value, with statistical significance at p < 0.001. Our findings underscore the pivotal role of
the doctor's attitude and behavior in shaping customer perceptions of value in healthcare
services. This research highlights that patients highly value doctors who demonstrate a caring
attitude through actions such as educating patients on oral hygiene practices, providing
informative guidance on dental care products, involving patients in treatment planning and
decision-making, and ensuring patient comfort and well-being during procedures. (Emmi
et al,, 2017) emphasized the importance of a doctor's caring demeanor in influencing
patient perceptions of value in healthcare. Patients value technical expertise, empathy,
compassion, and genuine concern for their well-being. This research has practical
implications for healthcare providers. By prioritizing a caring attitude and patient-centered
care, healthcare professionals can enhance patient experiences, satisfaction, and trust.
Ultimately, this can lead to improved healthcare outcomes and patient loyalty. Our study
advances the understanding of factors influencing customer value perceptions in healthcare
services, highlighting the doctor's caring attitude as a key element. Further exploration of
these dynamics can inform the development of strategies to enhance patient-centered
care delivery and optimize patient experiences in healthcare settings.

6. The study strongly supports Hypothesis 6 (H6), establishing a significant
relationship between customer value and key outcomes such as customer satisfaction,
loyalty, and advocacy, with statistical significance at p < 0.001. Our findings emphasize
the crucial role of customer value perceptions in shaping various aspects of customer
behavior and satisfaction in healthcare services. Customers who perceive high value in
their healthcare experience are likelier to report higher satisfaction, demonstrate loyalty
to the provider, and engage in positive advocacy behaviors. This can be attributed to the
confidence, perceived value, and successful treatment outcomes associated with high-value
services. These factors empower patients to regain well-being and happiness, ultimately
promoting positive perceptions of the healthcare experience. These results align with the
expectancy-value theory (Millward, 2011), which suggests individuals assess a product's
features and potential benefits to anticipate favorable outcomes. In healthcare, customers
are more likely to engage with services perceived as valuable and beneficial to their health.
These insights have practical implications for healthcare providers. By prioritizing delivering
high-value services that meet or exceed customer expectations, providers can enhance

patient satisfaction, cultivate loyalty, and encourage positive advocacy. Achieving this might
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involve improving service quality, communication, and patient-centered care delivery. Our
research contributes to the understanding of the relationship between customer value and
key customer outcomes in healthcare services. Further exploration of these dynamics can
inform the development of targeted interventions to optimize patient experiences and
improve healthcare service delivery.

7. The study provides strong support for Hypothesis 7 (H7), which argues that
loyalty and advocacy contribute to a competitive advantage for dental clinics compared to
others in the neighbourhood. The findings indicate that loyalty and satisfaction of patients
are instrumental in generating positive word-of-mouth referrals, encouraging a favorable
reputation, and ultimately attracting more business for the clinic. Patients become
ambassadors for the clinic through their loyalty and satisfaction, recommending it to friends
and family, thereby supporting its customers and competitive standing in the local market.
Moreover, studies by Hashem and Ali (2019) demonstrate that loyal patients are less likely
to switch to other clinics, even in the face of increased competition or relocation. These
findings have significant implications for dental clinic management and marketing strategies.
By prioritizing patient satisfaction, encouraging loyalty, and encouraging advocacy, clinics can
gain a sustainable competitive advantage. This may involve initiatives such as personalized
patient care, driven communication, and continuous improvement of service quality. The
research contributes to the understanding of the role of patient loyalty and advocacy in
making the competitive aspect of dental clinics. Further exploration of these dynamics
can inform strategic decision-making and facilitate the development of effective marketing

strategies aimed at enhancing patient loyalty and clinic competitiveness.

6. Implications

6.1 Theoretical Implications

For theoretical implications, this study can be used as a basis for further research
that explores the dental healthcare business about competitiveness in services. This research
results inspire healthcare institutions to improve their service provision. It is anticipated
that this study will make a substantial contribution to the existing body of literature in the
healthcare industry. Additionally, it is suggested that dental health care should prioritize
elevating the standards of healthcare delivery.

6.2 Practical Implication

First, the study shows that customer value comes from dental services. They are
driven by two earlier factors: customer participation and doctor’s caring attitude. Ultimately,
when patients get the expected value, they will be satisfied. Then, they will develop the
loyalty and advocacy attitudes needed to give dental clinics a competitive edge. Therefore,

all stakeholders have to ensure that the values of dental care service are delivered to the
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patients to achieve patient satisfaction. Practically, clinicians should consider the patient's
perspective. They should adjust their care based on it. This can involve checking with
the patient about the desired speed for scheduling referrals or ensuring that a scheduled
appointment meets their needs. Healthcare providers should focus on: highlighting and
repeating actions that help their patients. They should also avoid or correct actions that
are less effective. The clinician should continually evaluate their actions. They should also
evaluate the patient's reactions. They should make adjustments as needed to show their
compassionate nature effectively. This type of constant reflection highlights the complexity
and context-dependent nature of caring skills. The physician's communication of caring is
a carefully crafted and creative exchange. It aims to use evidence-based medicine to help
patients make health decisions. These decisions should align with their individual needs

and values.
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Abstract

This study aims to examine the influence of tax planning and profit efficiency
on the stock prices of companies listed on the Thai Stock Exchange. The sample group
for the 100 index on the Stock Exchange of Thailand consists of companies listed on the
exchange, excluding those in the financial business field. This eroup comprises a total of
80 organizations. Financial reporting and rules are established as a result of the specific
features of corporate operations. Additionally, it has criteria that are different from those of
other industries. Data storage the data is collected from financial reports, Form 56-1, and
SETSMART data, covering the period from 2018 to 2022. Descriptive statistics, such as the
mean, standard deviation, maximum, and lowest values, are used in data analysis, along
with inferential statistics. The analysis includes the use of correlation coefficients. With
the examination of multiple regression. The research findings suggest that the stock prices
of companies listed on the Stock Exchange of Thailand Index 100 is affected by several
financial metrics, including return on sales (ROS), net earnings per share (EPS), effective
corporate income tax rate (ETR), corporate income tax to total assets (ETA), debt to equity

ratio (D_E), auditing companies (AUD), and the size of the business (SIZE). Investors can
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employ the findings to guide their investment choices, while business administrators may
also find them advantageous. Engaged in strategic business planning to maximize future

operational advantages.

Keywords: Profit Efficiency, Tax Planning, Stock Prices, Stock Exchange of Thailand
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I§ifynrafiuiasa (ETR) (r=0410) ShymilAuseduesfieru (O F) fmudniusifeindy
S5 BRulilRyAnaTLiass (ETR) (r=0.241) uasdnsnsiuldiiynnasedunindsom (ETA)
(r=0.645) U3EMnT19auUYT (AUD) damuduiusideuindusiamanning (ST) (r=0.143) uaz
YIAYBINANTS (SIZE) Hanuduiusidauin fusiamanning (ST) (r=0.264) inlsgvidsiaiiu (EPS)
(r=0.259) UStEMnTIaseuUnyT (AUD) (r=0.202) uawilauduiusiwnduiudnandtulaiayana
Aedunindsiy nanuduiusiinanuansiiiiuinnududassvesdudsiaduuszans
anduifussening 051-0.80 Fafiemiduiusiuluszduunans (Best, 1977) Foviiliauds
ifiauduiudiues uwiegndlsfnnuldvinisanasuanududassdnadsonisinsesian
Tolerance wagAn VIF Wudn A1 Tolerance 8g5e1ing 0.516-0.995 wagen VIF agsyning 1.082-
2.396 sl Tolerance SiAlailng 0 wazer VIF lsifu 10 Faduluaumdnnisinneving
annaeiBemman (Hinkle, 1998) fan3nail 3
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M157197 3 wan1snadoUaNNAILUSEANS NNl Lasn13LRUN T BTdwMasasIAmanNTNe
YasusEnnIaniloulunaiaannsndwialsewnalnesyi SET 100

Unstandardized Coeff. | Standardized
fauds Coeff. t Sig VIF |[Tolerance
B Std. Error Beta

Constant | -2.939 1.111 -2.645%* | 0.009

ROS 0.006 0.006 0.044 0.916 | 0.360 | 1.005| 0.995
EPS 0.064 0.011 0.297 5.923*** 1 0.000 | 1.107 | 0.903
ETR -0.031 0.018 -0.090 -1.687 | 0.093 | 1.260 | 0.794
ETA 0.501 0.101 0.365 4.946*** | 0.000 | 2.396 0.417
DE -0.201 0.040 -0.333 -5.017%*| 0.000 | 1.940| 0.516
AUD 0.470 0.205 0.114 2.296* | 0.022 [ 1.082| 0.925
SIZE 0.233 0.047 0.280 4.964*** 1 0.000 | 1.396 0.716

n=400 Sig = 0.001 R-Square = 0.254 Adjust R2 = 0.238 Dubin-Watson = 2.029

[ aa o

ydAYNEdANTZAU *0.05, ¥*0.01, ***0.001

N7 3 drediunudt nnsvesevaNLRgILATeUsEAvBanails wagnisnausy
afidnane A mannindvesuiiniaangifoulunarandnninduisusemalneduil 100
WU M Adjust R2 Wiy 0.238 wansin siladefifnuaninsaeiunefdvsnaiidmanasian
vdnminduaauiniaamadeulunanemdnninduwisUssmalne fuil SET 100 I6¥osay 23.80 uaz
A1 pvale AU 0.001 wazuansiiifuuseteos 1 ffidwmadesinvdnyningvesuisn
fannsidoulunaavdnmindusisusemdlne s SET 100 Tnsanansnaguldasdl

1. AlsgndaoRu (EPS) denaldsuandosiamdnnindvosuisnioanzideuly
pananannIngusUsznelve fatl SET 100 (Sig =0.000) fimduusednsannaswiniu 0.064
mngauhilsavserufiatu 1 vinderu wwdmarilFeamdnnindvesuisniineme dou
Tusaandnninddail SET 100 iiiutufosaz 0.064 Tvaenndosiuauuigiunside H,

2. I ERulaTRuAradedunINdsIm (ETA) demailauindesmvanninguasusem
FaanzdeulunaandnnsndusUssmealne §uil SET 100 (Sig = 0.000) rdudszansannes
Wiy 0.501 mneAahshn SRl IRyenateaumsndufntudenay 1 awdmarhliaa
winnindvesuisniinanadoulunaamvdnninddui SET 100 dindudosas 0.501 Teaenndosiu
auufgiunided H,

3. wildudeduvesifiovu (0 E) dwailmniudesamdnnindvositniinansdon
lunanavanuninduaUszinelne vl SET 100 (Sig = 0.000) Aduuseandanaesiiniu -0.201
mnsarwIdmidudediuvesdevuiiutu 1 wih azdwmarinlinamdnningvesuiemi
anmzidovlunanandnnindsvil SET 100 anas 0.201 Wihdsaenadesiuannigiunisided H,
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4. UEMATvaeUtyd (AUD) dewalisuindesiavdnnindvesuisniiannzideou
Tunanavannsndwisuszmalne dvll SET 100 (Sig = 0.022) daduuszansanassvintu 0.470
wieANIUTENTdenlduitasnaeutydnidu Bigd szdwmarilvisiaiuresuiend
annzderlunanandnninduisUsanalvesail SET 100 dutudevay 0.470 Fseonndosiu
auufgrunided H,

5. YuIAe3RINIS (SIZE) dwmadauinsesiamdnnindvesuisniiannzideou
lupanavanuninduaUszinelne awll SET 100 (Sig = 0.000) rduuszdnsanneaviniu 0.233
wnemTIARINIsTivaReNsEuInRINunNe T WtuSeray 1 avdwariilieren
HuvesuisniannzdoulunaiandnninduisUsemelnedudl SET 100 Msdufesas 0.233
Fsannndeaiuauugiunside H

CMERENE

Mnsam e liiuidifuusdnu 5 fuusi dwansenudesamdnning log
ansnsnedusenan I eldnal

1. lsavdsievu (EPS) SadushuusmisiidmansenuBauindonaménninduesuism
faemzidoulunaavdnminduisusemelne dvdl SET 100 ilesandlsquiseriu (EPS) lunis
firsanszristilsavsiuiuuiuandyfieonswinouds mnfansiilsaviderudiiutu fa
agviouliiufssravsammsilsuassansiiiunuesionsia ilihasmuAsanuaule
ﬁavaqmuiuﬁsﬁaﬁy’u 9 donAnedfiungufdsdyans (Signaling Theory) Spence (1973) Na1vin
uﬂaq‘wuﬁ]vmmamawmulmumﬂmsl,ﬂmstfua34amaqUiwmaﬁsﬂauﬂsﬂumimmﬂuaawuma
Fowevdnning aenandostunanuiseves Aldhamari et al. (2022) wut flsgmasevubudu
Hadeidsnaluiirmaienfunaménnindvesisnianz Doulunaandnninduisuszmelng
VaIRgINaNSUNmME WUy Tanko (2023) wuin Milsavddeviududadefidmansemuiusan
wannindvasnaandnninderyay uazaeandesiu Delgado et al. (2012) wuirlsgvissenu
s1waaseflsans LLawaquauﬂuwaLﬂuﬂmawmeyjaﬂﬂwﬂmwmuaﬂmwa

2. S SRuldtRyanadedunings i (ETA) Wusuusiidsansevufunemdnning
dunisuimsnSlasidunindvesianianld esnndunindivanendudunings
Feuseneudae Teaunsndvyudou uardunindlivudey duduileiinisdatedunindans
wlflugshafivduianmsfasiansamuludunindamsiliiendounavesdunindiiniu
viewsinstinsmyudsuvesdudnaunie wiognvil mndamsiimauimsduninglaiffasrls
meldfainiuaniiosanineaniazasouwilindiuwituana viomnfansusmsaunsng
lifAansmyudsuiitosasiordmarhlifanisdesdialielumsquasnuauninddu 4 shean
fagdwavilimlsdosamazadanas uaznansznuinegafensdndulanisasureainamuea
vanawuLaasvieulUfITamanning aenndesiu Hoffman (1961) NA1TINTINUKUATE
tuiliAnn s ansUsslomdmanSludiuse q shlmAemediemendfidssavlilsans
M9 HaNAY @oAARBINUIITEYY SauN luRaITTal uas §01 V189Ad (2562) WU BRI R
IgiRymradedunInguiinudiusiBuiniunamdnming dufemnianisinsumens
ndunsndrmuniadmanosamanninduinuiy Tunendusumniinisudmsadann
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Aunindanasirdsmaresaudnnindanautudiontu muaenndesivamidoremnies
Tany uaz Fonnsal duagadnd (2564) wut SasmBulddayanadedunindsuduiladeiidema
nsgnUBsuINAUTIAusarnIsTieduiiuna Snvie Mulyadi et al. (2015) wuih AnguLTLTES
ANIENTIING WAaEMTUIMITeden® Tanuduiusiunadu mneilenuznssunisiinng
F1uney Suszaumenigauasinsuimsniiatagyiliomainanisdiiumuiindu wasasviou
ludsmasuhliinasmuinanualauaramuniiang) 19008 way Nagan wiukf (2562)
nwud dnnERulitfiyaranedumsngsin IanuduiusaenNUAIRUEIENINNITUNUATE
fusiasfuaniiyuesuisnngugpamnnssuuinisiunsums iaangidoulunanandnning
wisUsemelng

3. wilAusodiuveioru (O_F) Mnuaidenidusoduvesdfevuduniusiudamniu
funineanuimngsiadividudediuvesferuuniuardwmansznuilisiaudnning
ana desandudnadmiuansdslessaiafunussrhaiauivanuesior Sadusmmd
wuﬂawmummwmim L‘wmLua’Lmﬂmuwamwmiaqmummmwmmﬂmiﬂamuﬁymmq
viofnninfiuruainnisseandunu famndasmildusdediuvesforiuiingstu audes
ELum'ﬁmLuumuﬂaquummmew'qimmymwsmwmmmunuwiﬂmaawaamau Usgnaufiv
gafnenafinafostrgnendelitudndtudty mzasiudnmduniaurodiuvesdioru
Judusnsdmiasiioudonamdnnindludsniu msginamueaaziinauiinadents
Winnuvesgsna Inslamzgsefiiadinaalnl 9 viouszaunisalnnsuimsgsialiinnme
W iNaNTITE00NUIENAN ST NUTINNAL FaAARRIR UNUITEVRIYANS deusing wazae (2565)
wud1 Shsrduviiaudediuveadiiovu (0 ) Wulednieitdmusiumamsnminduesuin
Tunqugmanngsuuinis vanansuwne Snvieull Sal3uns way nevind WinyRusuan (2562)
wui Snsnduviausediuresferuiamudiiudfusninsudsuamesamdnning
vosuTunlunanavdnninduisUseinalne waliaenndesiuaideves Riani et al. (2020) wud
Snmdnmiauiediuresiorudmanssnudsuandonamdiming

4. UiTmnTaaeuy (AUD) damansenuisuiniunemdnnindvesuenivnnzidou
Tunanavdnninduisussmalne vl 100 esangsiafiliuisnnsinaeutnyd Mdu Bigd
thasuagliaudesiusosumsiuildlinssaeuanuismindy sig Y a—
Tnyduuelngaziiniesdieiivislunisasnasuiivainvans Sweluladadelvilunisdienis
nvvaey Usznoufuiasgunsienildfunsseniulussduana Sehlinamulian
L%aﬁuiuwmsﬁuﬁgﬂmnaaumﬂu%ﬁwmnaawmmimg Bigd Wazazyiouvinlisiamanysng
fiarfiutu donadesiunuideues Mohamad and Saad (2010) wuth mslddiineutidis
yuelg) (Bigd) aviiliiAneuindefiomszuismanaasutydifivuslnajazivszaumsal

o
o

LLammimmﬂIuIawumﬂi’ﬂumim’s%aauwmm/immm%mﬂmﬂamummmmuﬂﬁ]LLas
dsnalisimmdnnsndiiuty

5. qunvasians (Size) d@wmansenuduintusaundnningvesudenannsdoulu
nanavdnnindwisUsemelne dudl 100 Wumsizinilefansilaunsndsuiigaiazsilifonis

v
o o

fn1svyudeuresgsiald Snsdunsndnlivyudewrieamulufanisdeuianalselesiuag
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Aamsifaseld Sifls uazagouludianudesnsamuresiinamu Wevwavesianisvieves
Aunsndraiamaveauisnifntuardmarliyaciamaiuiniu shlinasudaiuin i
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dnen AUIUNINIA (2557) WU VUINTBIUTENIBVENAREN1IALTUNULAETIAMENTSHE V0
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YUIALEN

unasuuasdaiauanuy
A3UnNaN1539y 1399 Usednannmnenlsnaznisnawaun

o
N
Saa
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=] |

WasTIMNEININE Ve
FsUsznousne milsavdseru (EPS) SannBRulddfyanadedunindsiu (ETA) uazdius
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Abstract

This research aimed to examine the factors influencing the success of entrepreneurs
and the strategic factors for entering foreign markets in the export of ornamental plants
(balled trees). This qualitative study collected data through in-depth interviews with
10 entrepreneurs. The findings indicated that most businesses were family-operated,
primarily exporting to Middle Eastern countries. Key factors influencing entrepreneurial
success included: 1. Human resources as the primary factor, with comprehensive training
enabling employees to perform all tasks interchangeably. 2. Capital expenditures were
predominantly for employee wages. 3. Regarding raw materials and equipment, the
availability of certain seasonal trees did not meet market demand. The most sought-
after balled trees were the Siamese Neem and Flame Trees, followed by the Black Afara,

Purple Orchid Tree, Rain Tree, and Golden Shower Tree. 4) Management-wise, owners took
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a hands-on approach from task allocation to efficient capital planning, quality control,
and appropriate quantity management, which resulted in well-organized operations and
successful outcomes. Strategic factors for foreign market entry included direct exports,
which enabled entrepreneurs to distribute their inventory more effectively, maintain
constant product turnover, and avoid intermediary markups. However, this approach
carried risks such as potential late customer payments and the burden of managing all
documentation. Indirect exporting mitigated issues related to late payments, transportation
risks, country-specific regulations, and liability for damages during transit, but it also resulted

in less direct customer contact and potentially lower long-term returns.
Keywords: Ornamental Plants (Balled Tree), Direct Export, Indirect Export, Entrepreneur
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Abstract

The research study on the influence of celebrities on consumer purchasing behavior
regarding EP brand clothing aims to examine how the reputation of celebrities affects
consumers' decision-making behavior when buying EP brand clothing. This research is
conducted as a survey, with a sample group of 395 female consumers. Data was collected
through online questionnaires, and statistical analysis included frequency, percentage, mean,
standard deviation, multiple regression analysis, and analysis of variance. Research finding
indicate that the influence of celebrities in five aspects-attractiveness, trustworthiness,
expertise, respect, and similarity to the target group-along with the appropriateness of pricing
in three areas-promotions, employee service, and social media communication-significantly

impacts the consumer decision-making behavior for the EP brand.

Keywords: Influence of Celebrity, Consumer Purchasing Behavior, Clothing
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