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Abstract

This study aims to 1. study the level of exposure to digital outdoor advertising
media by local government organizations of people in the metropolitan area; 2. compare
the exposure to digital outdoor advertising media by local government organizations of
people in the metropolitan area classified by demographic characteristics; and 3. study the
influence of factors of digital outdoor advertising media on the exposure to digital outdoor
advertising media by local government organizations. The survey research was employed
to collect the data from 400 people in the metropolitan area. A questionnaire was used as
the data collection tool. The statistics used for data analysis were frequency, percentage,
mean, standard deviation, One-Way ANOVA, and multiple regression analysis.

The results of the study found that people in the metropolitan area, which was a
sample, had a high level of exposure to digital outdoor advertising media by local government

organizations. The aspect with the highest average value was Selective Attention, followed



SUTHIPARITHAT JOURNAL Vol. 39 No. 3 July - September 2025

by Selective Retention, Selective Comprehension, and Selective Exposure, respectively. The
results of the hypothesis testing found that people in the metropolitan area with different
ages, education levels, and incomes had differences in the exposure of digital outdoor
advertising media by local administrative organizations. In addition, it was found that
3 factors of digital outdoor advertising media, consisting of Components, Design, and
Creativity, are factors that have a positive influence on the exposure of digital outdoor
advertising media by people in local administrative organizations in the metropolitan area.
Meanwhile, the Attractiveness of outdoor advertising media has no influence on the
exposure of digital outdoor advertising media. Digital outdoor advertising media can explain
the exposure of digital outdoor advertising media by local administrative organizations by
77.50% (R* = 0.775).

Keywords: Advertising Media Factors, Digital Outdoor Advertising Media Exposure, Local

Administrative Organizations
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Abstract

The objectives of this research 1). The purchase decision of a house from famous
property brands in Chiang Rai. Province classified by demographics. The samples of this
research were 400 samples of residents in a house from famous property brands in Chiang
Rai are collected and analyzed used in the analysis were frequency, percentage, mean and
standard deviation. Hypothesis multiple regression analysis.

The results of this research showed that process affected the purchase decision
of a house from famous property brands in Chiang Rai 1. The marketing mix factors that
affect the decision to purchase a house from famous property brands in Chiang Rai most
are process factors, physical characteristics factors, distribution factors, product factors, price
factors, personnel factors, and marketing promotion factors. 2. The research of the influence
of relationships that influence the decision to purchase of a house from famous property

brands classified by demographics.
Keywords: Marketing Mix Factors, Purchasing Decision, A House from Famous Property Brands
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HsuuinmsianudAgsuiinssuriumsdaifeniazmsiaineusuiazasiausslalviuyaains
Wielymiinaimdeniiaonadosivesdnsuazasiounwdnuaiveauusudldegied

6. MANFIUNNNIEAIMN (Physical Evidence Presentation) fie N198519%ANgIUNINIEAMN
flazfoufanmuainvasuinisfignéazlésu Helufumseenuuusudnvaivesgliuinisuas
Aawnden sufensguanuazeauazamBeuies MslsiignmuaznsluInsfisInga
Auahiarainsszaumniinuaradeaiiemelaliurgndn

7. nszuumsliuins (Process) fis msdanisianssuuazszidouislunisliuinig e
Trsmsnnduazgnies matmunduneusazniivesyaainsitdanuartigliusninduly
pannsgIu (edaid wesdy, 2559) iligndnlafuuimsifuasiinnaseiivle el
Tus1e1M3 Fast Food mimmiawLUumiLainmiLaaLwaiuaﬂmlmwimimsuu Tasins
fiTrsansgninnsfisyaansiieanauddifusuuiiiindunisianisesdusznouivani
agaiisgAvBnmanunsatisaiuanufianelalifugniuazduasuaudusaliiugsiald
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wuIRAaENguNeInuNeiulsEYINSANEnS
anwaralszrnsmanivasyaralaudfysonmsuisaiunisean lewindudnvas

drfnggaenmvuanaadimvine Bnvsdiiestensinunnitdanlsdu mudseuladuaiuyana
fl

an

v
v

g9l
1. e Jaduimunadsasiongfinssuguslaa Misnudn Aoy wasvinuai Fauwsazine
a o va | o A o a a | | v a Y a a a
finmsfuiiuaneneiy Wedwnuiinisdsuwlasdendwmalimginssuduslnaiinisiudsuudasly
wuiy (Wuds Undl, 2562) dwunsfinundadedunassnisligusenaunisidilanginssy
gustaalauniu Gan fszlana, 2558)

2. 01y Wuladenilsdawaronnudosnisvesduilaaiilianunse nseidlddn wiaz

=p =b.

0y
oy

Hrvegdunguiuslaanddnvasuuulaiinnudenisegals Wefasaunsawidiunalnuas
anunsaidnfenguguslaadmngliegnausdugunniu (iR guedsd wasUszandy wauwd,
2559)

3. SEAUNISANTI SEAUNISANYINWANAIAULBUAINARDVANAR N15USVLATIAT

] U
v @ a a

msindulafifieuuansing Suegifutssaunsafineusimnaaiumeusiazaniuftagiiuuni
Brsgaunsailulufimmailimiloutu wu fiiflsedumnuigeazidenliduiuasusnsiitinanm
fuenfumeiitely daduinmanainannsnitadedumsdnmanusdiunain aunssug
a9UsLaAle (ASanuwal LWYsAN wardnsns Ve, 2557)

4. e1nsvhe prgmsnnuieuuinasteufenutuadueinuas el ity
Fududedudfiineliuilaatimnuivlalunsaspuludunsndszeron wu thu ergmsvianu
\Rendasfuszdunelivisiuedn seldorainiidiade shlinisdaduladetudesiis
Arwanzalun1stsedu Pananuazdarsendn Meldfiiututeiuanuansealuns
Fothuiifnmsgiugedu

5. swdusslfiadesedouiinadonginssunsuilae Tnegiiseldgeaunsndodudn
vieuimsiinsatumufesnisléinniu Sedsuadenmazmnausuararufionela vnusdgid
selatpsdnedpndendudviousnisfiaenndosiuneldvonu (UNA \AeUseans, 2559)

6. evinivannvangawmalimiufesnisiudviouiniswaninedu duilinisdentotu
fanuusnsaiuse lnsemendudeiitordniswnsdontnausgiamiadnlinud iy
Tadesing 9 deeningudinBenieny 1991w eveUu/uidtnu (Afn1ud Juwdaly, 2565)
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ASOULUIAANISIY
TunsAnwiieiu “dadenenisnaiaiilnasonsinaulatelasan1sUIUIAATIHUTUA b
FmTRe9518” @1U150A519NTOURLNIANLAAIT

i 1

nNTaUULIANIUNITIT

WwUszaun1Inan (7Ps)
. NARAu9
. 5101

. YBIN9TNNNAUNY

d

1

2

3 o o0 & v o .
LA nsenaulagelasan1sUNUIRATIUUTUA

4. NNTANLEIUNITAANA

5

6

7

Tudamin@ease

. ASEUIUNSIIUSANS

. MANFIUNNGATN
. YAAINS

Wanliun1side

Uszrnsuazngusaens oun fiidedulatoriudnasuusud lufwindesns dvue
yurafegslignsiuiaues Cochran (1953) fiszduanuidoriy fovaz 95 wazArAy
aaardeuiivensuldienas 5 ldvuadiogisiuan 400 au diliannsassydwaulszeins
Auueuls wazdusegiauuuagaIn (Convenient Sampling)

wipstioflHlun1side miifoadsilduuuaouniu (Questionnaire) wagnsdwuuuaouny
madulesiuzedumesiin (Online Questionnaire) Tnsuvadu 4 dw il

@il 1 uwvasunudoyasuuszansmans liun wa eny sedunsinu eldiade
felou 01w uazsroznatUtRnuuitiny Tnemauluduiiludnvazuuularede
(Closed-end Questionnaire) fiffnsuidendineuandadeniiinualy Fsludutazusznoudie
AU 6 U0

duf 2 mstovesuilan Tasdonludiuiifudnvasuuuuatsla (Closed-end
Questionnaire) 31U 5 U8

dwdl 3 madnduladelassnisthudaassuusud Tnefauluduiiudnuvasuuy
UsganuAn (Rating Scale) 1uau 7 98 wazuuadu 7 a1 ldun wdnduel s1a1 Yeamienis
Jadmng NTELASNNNTAAIN NIFUIUNITIIUINIG MANFIUNNIBATNLAZYARINT

dwdl 4 doyadrunsindulatotudnassusud Taefideldasuvuasuniundy
Mananelin (Closed-end Questionnaire) dsilfnauidunuusensidenneuluguuuuing
dnuUsvana (Rating Scale) Tnefidornanuludiuiistuau 5 9o
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frunmsneaeumuidesiuresiuuasunuisaty ndlothudnasswimis lusune
dlos Ywrindesse filifliseds S1uau 30 Au JedesdiAn Cronbach’s Alpha w1nAd1 0.700
(Wans3AsziilaAn Cronbach’s Alpha =.986)

maiusiumndeya Wannsiiusiusudeyalaeniswaniuudeuniy (Questionnaire)
Tifunquauiidetululassnstuinassuusudlufmindesss 1w 385 au Taofide
sndums fil

1. davimiadovomnueyianzsiuazamsanielunismeunuuasunailésuiuugii
MNNIEIUIIY FemFuadlFosuiaiefuuuuasunuusazdiuesnsasiden dau il
TAnnthlafinssiuinguszasdvesnside

2. gemnuuiislunisiiusiunuluudeuay wazanlunisdnvimunaiavsiadniy
LuUdeUAUAaL TR [ilaALALAINIUNNSATINEOULALANMLNA

3. Pdelafnnuiusivsudeyaaindiegns neldnalunsfiveuuasuauysyana
a-6 FUai ielsilsdeyaniesnsunuduiuiidionis Wisliussainguszasdueanisise
wazanuidedoldvesnguiioeng

4. {AfeldhunuasunuiiviniegaivmmnamaseunugnFowuas ALy sal
VDUUVABUNULAEANTUNTIAT I ToYD

NgUsENaUAY

WINTsadU (Descriptive Statistic)
anAdanTTaIu TauA ATHantaInul (Frequency) Asesas (Percentage) ALade

GRE
a0
(Mean) wazAdIudeuunInsgu (Standard Deviation)
AIelaltatifideuuuiionaaeuauufgiunside nefidelainseianuduiusiae
dvswavesiuUsdasenlramulsmu mualian1singinnuaansenvan Nseautlud iy 0.05

NANIINY

1. mamsfnuniladeduszanmenisnana wuh ynilededavenasomssaduladelasinis
Tnudnassuusuludonrindose egdifoddniisedu 0.05 uwaz 0.01 wandifiuin Jode
W 7 dunelussdnsiinadenisinduledesdeiodfy Tnedsshduaninnldmdes tdun
N3¥UIUNT (Beta = 0.277) ¥ANFIUN9NNEAN (Beta = 0.257) N159ndnng (Beta = 0.231)
nARse (Beta = 0.200) 51A1 (Beta = 0.176) YAaINT (Beta = 0.165) Wagn 5adLaIUNITNAIN
(Beta = 0.155)

2. wanmsdnnmsinaulatetudaassuusudlufimindese wui Tnevufiaguu
La?isaqﬁluixé’umm (X= 4.33) Iméﬁuﬁﬁﬁmﬁqm fo fansandernudnlu ((= 4.51) se3a9
infiansandaselevd ()X = 4.36) LLusﬁﬂﬁQ’?ﬁ'usﬁa (X =4.30) faufioelasonnsn (X =
4.27) uazisuidleudeyanoudnaulede (X = 4.20) msfisvsananudufulumsdetufe
Huiladeiiddydandmiumsinaulate muudonisfissaussleniildanniste doya
Mnuvaseing o fratiesandleSouiisuiuiadedu q lunszuumsinauladetusaassuusus
fuludmiadoene
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3. HANSNATDUANNAFIUNTITY

A15799 1

HANITNAFUANNIF 1IN YT AN 19N ITHA

s

a

o AUUN e NINGIAU - AU oo

AUNAFIUNTTIDY NANSNAHBUHNUAFIY
auufgiuil 1 Jedvduszaumanmanaiaiinase goUSUALNATIY
msdnaulatelassmsthudnassuusus ludmiaidesne
1. wansiou gouTUANNAFIU
2. 91 gouTUANNRFIU
3. M3IRINUNY YaNTUANNRAFIU
4. NM3ALESUNITAAIN gaNTUANNAFIU
5. UPAINg gouTUANLAFIU
6. nszuIUNTIUINIg gouTUANLAgIU
7. MANFIUNNLAN goUSUALNAFIU

wan1sAneIdadwdiudseaunianisnannniinanani1sanaulagalasan1suiudnasswusUN

Tudwmindeese

A15199 2

RANISANYIAIAUY S NG Onnega UYL aUN NNI1TamTIdras e 15anauladalasinITUIuInaTS
wusus ludsnindesse

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 | (Constant) 1.792 0.241 7.450%** 0.000
NanS U9 0.210 0.046 0.200 4.558%%* 0.000
31A1 0.149 0.065 0.176 2.280* 0.023
NNV 0.123 0.113 0.231 1.984* 0.028
NTANLEIUNITAAN 0.122 0.049 0.155 2.499* 0.013
YARINT 0.172 0.069 0.165 2.499* 0.013
N3LUIUNITIIUING 0.206 0.057 0.277 3.619* | 0.000
NANFIUNNNNLAN 0.179 0.039 0.257 4.588*** | 0.000

* 55 NaDEN
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31NAN5199 2 D199U NANITIATIRNANNANREITINY WUl Tdediulssaunnenisnanndl

Hason13inaUlaTBlATINTUIUIRATILUTUA LI I InWBITIe gslldud1Agnisaia Usenousie

7 o laun wdndaet 9191 M3dndnie nsdaasunisean yaaing nssuaumsliuinmg wae

vdngunenenw eBesdiduanedsannesanuinluties Toun nsvuunisliuinig (Beta
= 0.277) ndnNgINNMEN (Beta = 0.257) N133n9 MmUY (Beta = 0.231) nansioe (Beta =
0.200) 51A1 (Beta = 0.176) YAa1ns (Beta = 0.165) Lagn1sdaaiunisnain (Beta = 0.155) Ay

A6y

a
AN

KA 1sANWIANNITanegUITEFINY s aUNINAITAaInTdNanan1TinaUlaTelATINITUINIRaTS

3

wusus ludsnindesse

Adjusted R|Std. Error Change Statistics
R [RSquare| Square of the |R Square Sig.F
Estimate | Change Change | dft df2 Change
0.618 | 0.382 0.371 0.36361 1 0.618 |0.382 | 0.371 | 0.36361

Fuusaon 1sanaulate 1ASINITUIUIAATILUTUA bUTIMIATEII18 FIUANVUIAAINUFUNUS

NH15197 3 9199U A1 R 1iAU 0.618 wanedatladudinysraun1anisnainialiny

Wiy 0.618 wazAn R* wiriu 0.382 uandliiiudn Jadudiudszaunenisnainaunsaesuy
AaLUTUTIMsinduladethudnassuusudludmindesneliadissesay 38.2

aiUsena
nsfnwdiiderunuddngdn Jadedrudszaunienisnaiannauiinasenisdndula

FolasansUiudnassuusualudmindesny lneladeniisnsnagean fie nszuiunsliuinig

AINFIEVENFIUNIINEAIN FOINNITTATINUIY KAASNIN 51A1 YAAINT wagnIsaaasy

A15RAN AIUAIRU

NN FBINNNITIATIMIUNG WEASI 5917 YAINT wagnsduasun1snatn 1avswasenis

nan1sfinwmudn Jadediudszaunnanisnaa (7Ps) lown nszuaun1s wangiuma

snduladelasinistudnassiusuntudinin@ssseegddudagnieads Tuauauddgy

YDILAAEUITY WU

drdgiuduneudiazain s wazlinulusddalunisduiiuvenu dwdnslideyadessiuly

1. Yadenszuiunislidvisnauniian (Beta = 0.277) wandliiiuin guilaalinlnm

UTINTLUIUNMILEUNTIUENS (515 A3, 2559)

ijﬂ’?W%’Nﬂ']&m’]W‘UE]ﬂﬂiﬂﬂ?i WU AUAIYNNVOIUIUY AIOTUILAUETAIN LagiLafing

2. 5990930 Ae YdendngIuniantenn (Beta

anunsaasuanuiianelauaranuiulaliung@ela

= 0.257) @eazvioutaniudAgyves

: 25



01sa1sgnsUSAAU Uil et 2TUT 0 NINYIAY - AUBBY wEDR

3. Hadetesmnanmsdnsmiing (Beta = 0.231) fnaensinduladelugduion uans
Thiiufemnudnduveanisivomsmsididsiiazanuaz nslideyaiiasudiulunisaduayy
nsanaulavesgnm

4. Tudrwvesdadendndun (Beta = 0.200) uars1A1 (Beta = 0.176) Advisnaluszau
flndiAsstu nedliduin aunmveswithukasaumsnzauvesaiinadenisinaulaly
sefuvile Insiamnznduideiiifosindnusudszina (Fumay uwdy wazavagd wiyalews,
2556)

5. U3duynains (Beta = 0.165) uagn13daa3uninain (Beta = 0.155) udlasiignsna
Houiiaalunguiiadests 7 uddinsdanuddylunisatvayuiaznsefunisdnaulade wu
msvimsfidveswiinanuse warlusluduiauedvdusslovifsnfnungne

a1 R vodlumansins1eivindy 0.618 uazdn R? Wiy 0.382 wansin Jademg
nsnaaiiAnulunSidannsaesusamundsunuresnisinaulatoldgesosas 382 Sefieh
ogfluszavihimelalunuidemananann deyaiildanmsdnmidannsniludszgndldlunis
UUHUNAYNENTAA1N kazn1simwilasinisivaenadasiuaufieintsvesguslaaludmin
dosnelsognadissaviam ieietuaiannuldidieulunmsursdulunainedimiumngifing
iulnognsioiile
Foruonuziiotluldlunsidendsdl
1. Yorauauuzideufia

nEan1sAN wud Yadenszuiumsiiuinig MangIuvaNenIn wazYeInen1sIn
$e SanEnasditeddsensinauladethusnassuususlusoin@esse da

1. fusznounisannsalianudAyfunsfulsduneunisuinslidanunii
daau wazaganseguilaa

2. msitmulassnismsntiunisesniuutiuwasiufidunasiifinanm wasdegluy
viafiannsainfidldie iledenndestunusionisvesman

3. Audeamen1sdndiviie misveren1sidntedeyalasinsiiutesnisesulatuay
oovllatfivarnvans iiewinlomanissuuaznsiisvesgnAnidming

dwsutiadususen wansite yrains wagnmsduaiunsmanaiisvswalussiusedasn
ausardunisialag (@uvie Tuf, 2558)

1. Amuananfidenndesiununinuaznguidivaneg

2. Wanuannsavesyaanslumsiuinisuazuuzihdeyaiidnay

3. dnvilusludunteitoulimsneiidetenisinaulatoogammnzan

2. daiauanuziauleung
mhenuiisrdosansnideyannnsfnunilulddumdunisaduayulasnis

Shudnassiijatuinasguauam tsludulaseds ssuuinvianulasade uaznisiaun

Tnssadnefiugiu 1wy ouu szuulih uasiidssd Weduauanuthegonduvesitui

26 :



SUTHIPARITHAT JOURNAL Vol. 39 No. 3 July - September 2025

Foruanuzdmiunsidenaialy

1. Anwndadeduiiiy egedadodmumaliladuazuinnssy Jnsevinansenuveansly
Smart Home viawelulad 10T (nternet of Things) sen1sinduladetu saudwansznuan
\Avgiauarn1siu Anwmanszmuvessnmendsdufuionudurumaasygiasenis
dinaulatotu

2. mFIFoidsgunim maduneal@edn (n-depth Interview) Wiutoyadsdnaingtofid
Uszaumsaflulasensthudnass e lafanmmaiidudeunassmomeiiuilan uazmsdiases
anufinelavdanmsiefnwaruimelavesideluszeren wu mnfimelaionmuaiunie
UIMINRINSUY

3. fumsueneauansite Wy Aufiinm seeiuiinsinulussmislndifes wu
Fedlual dmu viedmindulumamile Wewisuifsunginsaunastafonsinaulaluusaziiui
waznguiegaiivainvans Anwinguiiogisany 1wy Qﬁ%@ﬁmﬂ%’wﬁﬂ (First-time Buyers)
vi3eifiderfionsasu (nvestors)

4. Anwianufinelavdanisteluszeren Woussdiuitadefiinadenisindulate
donmdedfiuysraun1sainIsegerfuasviol
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AdADy: Aanden daau N1SMAUYUA NTOULEIAR N1sUsHIEUYaAIAINTT
Abstract

The concept of Environmental, Social, and Governance (ESG) is gaining significant
attention in both business organizations and academia due to its crucial role in sustainable
business operations and its impact on decision-making. Numerous studies have examined
the effects of ESG on financial performance, risk management, and firm value. Awareness
of the impacts of environmental issues, social changes, and the demand for transparency
directly influences investors and stakeholders. The findings from these studies remain diverse,
with some supporting that ESG enhances firm value by reducing capital costs and boosting
competitive ability, while others suggest that ESG may impose a cost burden that negatively
affects financial performance.

This article aims to review the literature on ESG by synthesizing related concepts and
theories, while analyzing the impacts of ESG as a key variable. A structured literature review
was conducted, selecting articles from reliable databases and using comparative analysis to
highlight the differing impacts depending on ESG integration and organizational strategies.
It was found that the effects of ESG may vary depending on environmental factors such as

industry characteristics, regulations, and the level of ESG disclosure. Although the research

131



01sa1sgnsUSAAU Uil et 2TUT 0 NINYIAY - AUBBY wEDR

findings show both supportive and conflicting views, it is clear that ESG plays an important
role in firm value in one way or another. Thus, this article provides a key direction for future

studies to enhance understanding in the future.
Keywords: Environmental, Social, Governance, Conceptual Framework, Firm Valuation
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o w

THwmensin nMsdnanauaudIAy wazdsn1sTenuiiwenasiueg1eiited Ay
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wuaAREaIYaAIAINTS

yaAAans (Firm Value ¥30 Enterprise Value) iluuwnfndndayifimunnisinannuuims
M33ANTSYaeT (Value-based Management: VBM) Fedodunuamenisusmssanisiiviunns
aemnusisdsgeanlsiundfiovulussaram (Amold & Davies, 2000) Insondeiadosiloddnysing 4
Liianlussuuuimenagns nszuiunsiased msiananisaiiuau uaznsugnileiansssy
09Ans iondnduliAnnsinduladaamnielussdnsesnaddy

uAnildsldTunsveenuliinseuaguiansadieyarfislufifdng q lifenans
sofieruvinty uidisndeidnlddudonduiu wu winew gné uazeueu Tasduegiu
WININSUIMSInnsuar TausssuasAnsfiunndsiuluusaziants (Haspeslagh et al., 2001)
Fauansliiiiudn vem llsmgaeginadnsmanisiuiissegnaiion mausassausuldliney
Tanduuvadlyi q srunnudsduldodidangu

Copeland and Dolgoff (2005) Satfudnin msdamsyarildliudmaiunardlsvie
seldluszordu uhdunalnddyiitieatvayunisdaduladanagnvesuimsuazinasmu
Tuszaren mduduuunAniiduasuligsioosnmauesesdnsiiuvatsdd wu yarmis
N5A1A Yar Uyl 4aA191nN3INNTSITNagNs naenIuyaAIn1uATEga (Femando, 2022)

Frewnil unfayarfansidldifisnduedosiielunssiiuyamanivesesdnainiy
wigsansasiesenlugnsysanmsiuuuAnsuamudiiy Tnslawzesndaile@enlesiu £SG
feazahelimavssidiuyariosdnsdiffifinnanndeiu asounquianadnsyenisiuuasnanssny
nsdsen uarduneden aeandesriunszuanisilisullamedlangsiagalmiflianuddyiu
madulamaasgiamugluiumuddumsdsaunarsnadouogiauiioss

ngensluiuny

nguimadusiunu (Agency Theory) Duwwndaddililunisesuisanuduiussewing
s (Principal) Jesinmaneds dfioviu ieivesRansiuiuny (Agent) davmnefa fuivns
TneiJunsadnnuduiudaudyyviedonnassenineidesing Afan1sueunanendng
Tdunudniunsuimsdanisnineins nediidmunglvlananeuunuasgn luvaeideddy
Funuagldsurmmauunuainnsvieuty Jensen & Meckling, 1976) ag4lsAny AINMLAN
Ghﬂum’hwmEJLLazﬁﬂuﬂaﬁmmmL?iUqﬁw'i'mwzaaaaﬂwaawariaiﬁl,ﬁmﬂmm wiu A liaenadog
Tumsduiuau viesuyuiuny (Agency Costs) dnnainszuunismuAumiensilniie
Foyafiflane eranszmuseUsaNSANeteshnsls

TunuadeiiAndestunsdamedeyanisduiunusudunaden deu waznsiidu
gua (£56) nauimafudumildfunisuszendldegnaunsmanailonsuisin msdamedeya
ESG eglusdlaaunsaviminiidunalnlunisanmnulsiaugavesteoya Juduislunisianis
ANnutandinanaUselorlseninguivisuasiiony  anvesinsvemaUselorlsenineguinis
fugtieviulaegeliusednsaim (Chairani & Siregar, 2021b; Kwintana & Hanggraeni, 2023)
Fahlugnsiiiumnuihidefiovetesdnsuazduaiunisdnduladenagmsluszeren

wudwemauinsiiusuny fie mandnduliAumaunmsumsdansilusdauas
fmnwsuinzey Instameiloasdnstimsiiduny £SG fidausasilnmeseasisas azannse
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andoasduvesiiiovu adrusseniawieulinge werananudsinnsinaulanenatase
wWhnunevesesansinegaiitodgy
‘&l i% diﬂyw 1 o Y a o U a ‘ﬂ'd

wenani Msuszyndlivgufildivatiuauulifauuinisiiuguaianisnd (Good
Corporate Governance) d4431338555UMN4TINA warassaunasenitmalselovivosyidla
FHevnie aamai‘mmﬂmimﬂauia]mﬂawﬁwmlﬂamimmamﬂ%mi Immawwvamaaﬂuaﬂw
unawuiwmmmﬂwﬂumimLuuﬁ'ﬁﬂ%Emmau Fatiy nguinisiduiunuiedsasiunum
dAyuargniuldlunisAing Lwaaﬁmammauwuﬁmmaqmmmwmnﬂmmwaaﬂa ESG
funisasieyamnanis lnelanglulifvesnisananudandimawalssleviifiussauanulussla
pavaLasuNSHUlNBg1998URR9ANT L USTEZ 813 (5NIUA B1R9A, 2560)

a yA Y o

ngufisidulade

Y
ava VLMQI

lunuddgineitesiunisilanedeyanisaniuauaiuy ESG naudiddiulaide

a v

(Stakeholder Theory) LﬂuLLmﬂma’mmmnmmisuamqLwama‘LummaamuﬂmﬂmLwamaua
ESG LwaaﬁuwammauwuﬁiumwaaﬂﬂsﬂumumulmLawnﬂau Tianludfioru winaw gnén

e e

3

o

Fnwaneioos vieumu viquiiiiugrin U'iwvl,umimLuuuwmLmwaﬂiﬂmumamawummu
uimsliauddfunisaianuaiedisaunauas Ssdulvunglidnlddoiomn (Freeman &
McVea, 2001; Freeman & Reed, 1983)

Inn1sAnikIuI atfuayuuuAaiegisdaiou Tasnuin n1s\Uawmedeya ESG
Tuwnliudsraideuinsdeussavsnmmsdiiunuuazyarfonis Tasesansiildle £5G fhldsu
anulindanngiidnldideluanie dahlugnsandunuiBsszuy iWnlssdnsamnisuims
IANTT LLaxa%fN;‘JjaﬁhLﬁﬂuwasm’J (Delvina & Hidayah, 2023; Fuadah et al., 2022)

folfiusuvemguidegiimadayuuesnidliesdnsuadinaninduaumarils uindy
Tanuddyiuladeiidusoddon wu anulinds anulusda anusuRnreu wasdeldes
¥9404ANT Fedudsnaemuansalumsudeiilulangsiagelul

et elnauszndlivguiifdnlfideianaetnuiiads esinsmseonuuuTEUY ESG
fomstuiiidwldideldosneduszaninm niouishnmunaesisioiies uasdaaiumsiidausm
othsaseds llvifioaioTngusvasddumsnaanioassnmdnuaisverdu uiilewedugunnues
mwdaduluszoreogiaiung

NudBsERIIMIUamedayantsaiiiueu ESG sulidnswasayafinanis

s unatuayudn Malamedeyanisanliuenu ESG dnSnadeyadiianis
othdlsfnu madndnnadfeitiusndindimumanvaisuazunnmafulusmandunvesusiaz
UsenALAYgRANMNTI  NSANWIIaY Zhang et al. (2020) AnwiuisvluiBesld uanduiu
wui1 madawedeya ESG duansznudeyarianisludnuasiiuandeiu Tasfudsnnden
laifivfoddy vasdidhudnudssaluiBeuan wassumsiiuguanduinaluday Tuvhusadeaiu
Chairani and Siregar (2021a) finwngusiognslu ASEAN 5 Bulailids unale WaUTWd denlus
waglne) Anwianuidenlosszwing ESG wazyaAfans windunuin £SG laifidvswalnenss
Fadnudsriunaidoves wasniing egnandu wargannsal Auagadng (2564) Anwiuitmasmedeu
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Tunaamdnvindussussmelnenuin £SG fnadsuandeyadiiams uenaind Ssiinisdnudn
Sruuanniddlinadnsiunndsiuly Wy anssed InsUszdne wavenz (2566), Delvina and
Hidayah (2023) ua¥ Perdana et al. (2023) fagiudiudn ESG dewaldeuindeyadiianis agidls
Aimna Hikmah and Daljono (2023) wuradnsnssiudu vaued Karina et al. (2023) ndulsinumany
duiusle 9 sewdne ESG uazyadnfiang Lﬁaﬂmammuﬁaaﬁqﬂ Terdpaopong et al. (2024)
Anvuienlulve wuin nslame ESG dwaludsuinegrsiidudiAgymonanlsueiedans
Wulfiedtu Fernandes et al. (2024) AdnwuTenlunguuind egndlsfiny Bahadir and Akarsu
(2024) FaFnwruviluglsy ndunuin £SG Tuusagiuliifinansenuiitaiusioyarifians

A19199% 2
ayUIeuaz TSN TINTNEITRITUNM SITRNE Tayan19A T ESG TiassaseyanInan1s luyas
1 2020-2024

K3y Foside wieaiely | daudsAnen | wanisAnwn
Awguns) nsUszliu
9159 [Asdaasierlamadunns ECO ECO > TQ Positive, Sig.
TnSuszdny |lassaisnsawedoya socC SOC > TQ Positive, Sig.
wavey | mswandididu fdawasie ENV ENV > TQ Positive, Sig.
(2566) Qamﬁﬁ]mimummﬁmrﬁq INS INS > TQ Positive, Sig.

N9N1503U VoIUTI
annzdeulunainnanning
wisUseinelve naununs
WAZEAAYNTTHDNS
NAUUSNTUAENANAUAN
aulaauslan meldinganisel
nsunsszunvesdelta
lalsun 2019

NSeuANg | BnSnaveanissieauny EN, EG, EM, EN, EG, EM, Positive, Sig
289NN |ANSURRvaUmedIANay | CO, PR(ESG) | CO, PR > TBQ

wargm1nsal |n15dan1sinlsndanasioyan

g
<

duagydnd | Aan1svesuIunannzideu
(2564) TunaIAmaNNINEwIAS
Uszimeilng
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M15719% 2 (5i)

A3y oeidy wiesdlely | saudsAnen | wansdnen
Uwguns) nsUszidiu
Bahadir and|anwwindexudayaves ESG ESG > ROA | Negative, Sig.
Akarsu (2024) | USEVdNaRDANUFUNUS ENV > ROA | Negative, Sig.
329119 ESG asnans SOC > ROA | Negative, Sig.
anduaunenstuvseld GOV > ROA | Negative, Sig.
wanguaNeaInglsy ESG > Tobin’s Q NS.
ENV > Tobin’s Q NS.
SOC > Tobin’s Q NS.
GOV > Tobin’s Q NS.
Chairani and|NaNTENUYBINITUINITAI ESG ESG > ROA NS.
Siregar \A89ve9edAnIsonanis ESG > TBQ NS.
(2021a)  |[AndlununiensRuLavya
AAN1T: UNUINVDINANIT
ANTLUAIU ESG
Delvina and|NaN3NUVBINITANTUIU ESGC (ESG |ESGC > Tobin’s Q| Positive, Sig.
Hidayah |1 ESG iayafian1s uag |combination | ESGC > ROA | Positive, Sig.
(2023) Uszansninnisaiuauued|  score)
UITEN
Fernandes |nansenuves ESG fifite ESG ESG > QTOB | Positive, Sig.
et al. (2024)|ldudwioyarnainuay ESGc ESGc > QTOB | Negative, Sig.
YoINAANIINITRUYOIUIEN |(controversial
lunguuind ESG)
Fuadah Tassasransidudnves was ESG ESG > Tobin’s Q| Positive, Sig.
et al. (2022)| msiamedagadudsuandon | disclosure ESG > ROA NS.
deA uaznsiugua 4am | (GRI 2013)
Aan13 kazUszansnn
NMSVUTBIUTEN
Hikmah and|nansenuvaIn1silaneg ESG ESGD ESGD > TBQ Negative, Sig.
Daljono  |an nAdes wagnsneusie ESGD > ROA | Negative, Sig.
(2023) YaAnans
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M15719% 2 (5i)

{39y 5o43dy wiealielu | fauusAnen NAN13ANEN
iuns) AsUszdiy
Karina et al|NanIznuUv0INITIANITAINM ESG ESG > Tobin’s Q NS.
(2023) AEvesesfnIfonanis (ESG GRI) ESG > ROA NS.

ANIUNUNINTIRULALYAAT
A9NTS: UNUIMVBINANTS
Aduauay ESG

Perdana  |NANIEyUIDINaNIsALTIUIU ESG ESG > Tobin’s Q | Positive, Sig.
et al. (2023)| fudsandeu dinu uaz (ESG

nsRuseyaAianTg: performance)

VANFIUIINAIANITTUIATT

Tuo@ou
Terdpaopong N3t UALKEBNTNAVDINTT ESGD ESGD > TBQ Positive, Sig.

et al. (2024) \Uniwetoya ESG sienarils
Y0409ANT: Yayaliednain

USunvealng
Zhang et al| nansznuannUaunus ESG E_dis > Tobin’s Q NS.
(2020) S¥1319 ESG haguinngsy (ESG S _dis > Tobin’s Q | Positive, Sig.

ddeuaznansenusiayarn | disclosure) | G_dis > Tobin’s Q | Negative, Sig.
NINTTINYLLBIVBINT
Uninedoya

o

NUBINR. LATOIMINE > viEneis danasta, Sig. viinedis HtudAgyniaadif (Statistical Significantly),

o

NS nuneds lafitdedAtyvieata (No Statistical Significantly)

neAdefiiedensdiuldin nansenuves ESG @iagaﬂ'ﬁﬁ]miﬁ'juﬁmwwmﬂuma
Tnefvfsnadndianin Weau warlifinanssnuiifideddy Tusgiuvarsdad Wy viunves
Uselna gaanmnsaufian) TBnsindeya ESG WaryIena1veen1sAny Fsanunsnagulein £SG
\utladeddyiiannnsadamasioyanifionts udfdesiansantededu q saselunisuseiiiu
HANTENUTIUTRSS

unasuuazdaiauaunuz

ESG L*fJuLLmﬁmﬁﬁuwmm2‘1"1ﬁﬁyLﬁuﬁu‘luﬂwsﬁ'mumﬁﬂmqmﬁﬁwLﬁuqsﬁaiuqﬂﬂaaqﬁu lny
jonisligsiaiulaldogedatilusseren nmsdiawedeya ESG dwasensindulavesiidiu
Iide swdainamu laefifiRerfuanudedu aulusda uazausuiineudedinuuas

a4 .
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Awandon SelaildfuuamsufoRmunarimstfuguariiy widadunalnfiteaiuadsan
Wesiulinawmu Wiuawanansalunisussiu wazdssasonstiiuyasnfanislussezenmuiinga
yamAsnsigatunsaiisanusiiauniieny uasdiidnlide

MNMsMUMUIsTANssluTsT wa. 2563-2567 Wuin KadnsanaAdeiiAsadestu
maamedoya ESG uadviwaseyarfanisdianunanvaeuazuanssiuly deiladuayuuay
Tnudartu Tnsruidevansduatuayut ESG dwadsuandeyaians (e nduss3ng uay
Ay, 2566; Delvina & Hidayah, 2023; Perdana et al., 2023) ImaLaww‘luqmmmiiuﬁﬁmm
\desgeinussnadiuveadiidaulside wu nguuinis dudeulnauilan uargsianisiu egnslsina
aATsutuiiAnwunluglsuniegnamnssuiidfunugs wu wisnu viegnamnssumin
ndunud ESG unesinuanadunisziunuviselifimnuduiusiuyadifanisedisdnau (Bahadrr
& Akarsu, 2024; Hikmah & Daljono, 2023; Zhang et al., 2020) ANULANANNYDINANITANYIB1D
ssvelinnuanedade wWu Anuazresenamngsy wInNsawedaya ESG munngina o
WU GRI, SASB 50 Bloomberg sufisszuunielussAnsuazisaslavasiuimslunisaniiu ESG
Famnladlddiiunsesneaiads enalugnisweni@ien (Greenwashing) u3on1sasianing
Juiinsredanadenihansauiidedevesesdns

Tulgmgud wwifn ESG anunsadeyisuunuvlaainaieyuued Ineewigannguinig
Wuduny %auaaiﬂmiﬂml,maﬁaaﬂaﬁw ESG Wunalnddnyiitieandunuiuni (Agency Costs)
waziinszsuanlusslavesesdns dwalimanaulindessninaudmsuazifionu wavante
‘UG]LLEJW]NNa‘UﬁUIEJ?me%Lﬂmuiumwﬂu (Chairani S|regar 2021b; Jensen & Meckling, 1976)
Snvedsanusaiilugnsuimanuiiiiuszansaimanntu uastieifiuyadfanslussezenild
wanNil wqwgammulmaﬁ fuaueimsiiesdnslvimudfyiu £SG svtoieiuasisanudusiug
Auazdeduduiiidnuiedemnngy ldineziduninanu gnén dnawmu vidoyuwu Genraiewels
vosfiduldiFomantansouaddeududelfiuioumensutedu dmalifunumeniatuanas
Fneuanunsolunsidugsiadistu uasiefigadmadsuandoyarifanislunmeu (Delvina
& Hidayah, 2023; Freeman & Reed, 1983)

atalsfin wenwidleanaeamguiiudnainand ESG Sanansafaulaniunsounuifn
yaanquiiBaan1tu (Institutional Theory) Ssuasinesdnslallédniiuau £SG Liisuwsgiiy
Uslorifanagnsuionsanduyusiiiy snnudunsmeuaussteussnaduainuiunmeuen iy
ngsudeurennisnufifiu esgussduanna vienrunan ivesansn s indnduliesdng
Sududessusiieilasunisuensu (Legitimacy) wagsnwnmanuaiiifluszazen (Cui, 2025;
DiMaggio & Powell, 1983) Tiimsmevaussousnadudaatussnarlildisnuasmesuniou
fuyNeaAng Lwi?z'?uagJJﬁummmmmL%qwai’m (Dynamic Capabilities) #30AMUAINITAVDIDIANT
TunsiBeus Usudh wavaiauinnssuilensuaussieaninmndeniudsuulas (Aragon-Correa
& Sharma, 2003; Teece et al., 1997) Wnednsiianuanunsadmaings Aaunsona ESG
drifunagnsudnuesgsialdesnsdivsyaninim vnsiivisesdnsfiviniiugiudinam enasidu ESG
Wsaioadanndnvaliinsm wefideniinis “wenden” (Greenwashing) ds8inaduusuifiu
vhmefinulunansgpamnssy laslamziilonsiamedoya ESG duduluifioaussusanadu
Baan1dunnnInn1sasnmAnase (Lubloy et al, 2025; Yang et al,, 2020) ety n15R9saN
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ESG mIseguugIuvesnseutuiaaiivanvats lid1ezfuninuduiiusniasiune (Agency)
pumavTsvesilaulalde (Stakeholders) M3aUTunusenadumsan1tu (Institutional Context)
ugfumsvssdiudnenwsesesdnslunismevaussdsnagns Fatamatasinlugarudlafian
FaBstustounumves ESG TunmsadayaAamsesnauiiasauasddy
nsAnwnNsAiuukaznsUanetoya ESG wazyariansdsdinudAndesidns
namu wagdfidwlidsegedfiduddy nisfnwmansznuves ESG sayarnanisdinaiuy
Useifuddaiiesléunsfinvidiudy Tnenmgluuiunvesuisnaanedoulunainndnning
wisUszmelng mavhaudlatedeiifiavswasie £SG wuamslunsdufiunuiu £SG saufs
n3ysNMs ESG agraumnganazdsliosdnsausoimuuuamanmsiiugsiafineulandia
sunagns Msumsnnadss wasmudiiu wienaiadansluszeremogaliussavam
Tavasy £5G hildfuiivandosfiofummiuinveudedny uidudugnsmaniidouloaiy
MsUsyarAans manausgamnza gouthluganudedulunniifvesesdns

JolauauuLITaIY

NSANYINANTENUVDY ESG AITWENTLATIVAIUNGUAAAINNTITY LaBlanizuIem
amzdedlunaandnuinduisUssmelng (SET) Fsdiamumannnanesisludusiugu welulad
wazAINAFUIINGReYU NIANYITITILLNNANGAAIMATIN WU LNYASUALEAANMNTINDIMNS
walulad ninens dumaeavnssy durngulaauilaa edniuninduaznoadne uagusms
axtelidladngulalasuyssleviain ESG ludyarfianis wasngulaenauunsuduyuuinnd
wanouwny Meliiannsaimuaulonnsuaznagns ESG Avanzaluusaznduonavinisy ua
vanidsansld £SG wuunseunguilagliiddsdsuumane

wuIMeNsITedasanLasdalauaaUsTend

MnramsAn ausniluimudesealunuidseunanldvatnuaisuuams G?Tuazg
fuingusrasdvesnsfinwuazuunveusazgnanmnssy wumadsithauls Ae msdudunis
Weludnvaus@un Ineefeluudnaeamuasyglia Wy n153As1zin1sannee (Regression
Analysis) womsiaseilumaaunislassadne (Structural Equation Modeling: SEM) &3zt
IanmnsaUssliupnuduiussenineseduasiuy ESG fuyamnanistuldazanaivnssulaogns
Wuszuu Tnslanngmnlideyannuvasiidediold wu grudeyavesnmandnninduwisuszmelne
(SET), Bloomberg, MSCI %38 FTSE azdafiumnuuduginazainuiniodiovemanisinsisi
uena Nt wuvnen1sididsmamdsdiunumdidy Ingofmsduneallddniugumssvivas
thasu vieildwlfdelunsiaznguanavinsy Weagviouliiiuiaussgls nagndlunsdiu
ESG naenvutosiauaseuiimefifiniusiduuiunewusaresdng Snvaunsaldmsideuuy
KauHAY (Mixed Methods) litTiudeyadsafdntutoyadauiun durielidlaftudeinuas
Bt seulandmnududeuves ESG lusviugnsraniosdnslaegaasaunay

uonwioTINiLINNTITeud nansAnmidnillugleiauaiusgnd (implications)
fannsnthlUllunaufoilfesnmainuas dludelovis nsamu nsudmsdans ey
A3 fail
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dwmsudimusulouns mhpnusgitwidmiuguanaauuazgsisvuslug msiansantina
msdnwilfativayumetanuazmatmusinasimsUssiiuanssmu ESG deyaifamily
sefugnamnssmegaduszuundeuioonuuuanaenizydle wu Avsusslesinanms vienisdn
Sufuasdnssnunmddy ieduaialviosdnsduiiu £SG edraTadauasioiiles

dmsutinasu sansAnuluadsdamsoiluldiduuumdunsussfiuamninues
A3 Taonnzluniveamsiinsgimnuduiudsening £G fumnudsauasnansuumuluszey
81 thasuasld ESG Score mugiumsUszifiunagndesdns ileUsznounsdndulaasnuoeis
fimusuiiaveu uazssgarmdsdu

dwiuguimsesdns guimsanunsaliteyannmisdnulunisivusuleuisuasnagns
£SG Taenndostiuuiunvetesdns Inglimudfmiunisuimseundes nsadeauldiiieou
Tumsutsdu uaznsneuaussiemumaniwesiidwlids duvtsaiuainnuiunuas
WinyarnAanslusezen

dmsuinIdenaznnAlvng wmmiﬂuﬁugmﬁﬁﬁ@mmaaﬁfvaquuaamimmamﬁ
Anudiu ESG valufifvesnsimumaul] msaidlunadinnest wasnisfinwidansdiitasiou
NAIPLAYAIUUANANYDILARLNANRAFINNTTH

o

nalagasy £SG Fadildduiisauunlduiesdnsdesusudmmunseua wirienalnddsy

nanunsaweulesseninanagnsnisgsiadudminesuanuddulaegeiivssdnsam mnlasu
nsfne W wasilldlumsfiRegnsounu wazmangay
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Abstract

The objectives of this research are 1. to study the decision to purchase amulet
jewelry through the TikTok application of consumers in Nonthaburi province. 2. To study
the decision to purchase amulet jewelry through the TikTok application, classified by
demographic characteristics. 3. To study the influence of content marketing on the
decision to purchase amulet-type jewelry through the TikTok application; and 4. to study
the influence of beliefs on the decision to purchase amulet-type jewelry through the
TikTok application. Quantitative research was employed. Relying on a questionnaire as a tool
for collecting data from a sample group, namely people living in Nonthaburi Province. and
404 people had purchased amulet-type jewelry through the TikTok application. Statistics
used in data analysis include 1. descriptive statistics such as number, percentage, mean,
standard deviation and 2. inferential statistics such as multiple regression statistics. at the

significance level of 0.05.
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The results of the research found that consumers in Nonthaburi province made
the decision to purchase amulet-type jewelry through the TikTok application at the highest
level (average 4.30). It is also found that consumers with gender different educational levels,
occupations, and incomes lead to different decisions about buying amulet jewelry through
the TikTok application. Additionally, content marketing for entertaining content Useful
content and content that touches on emotions and feelings influences consumers’ decision
to purchase amulet-type jewelry through the TikTok application. This study also revealed
that physical beliefs, security and the aspect of prestige influences consumers’ decision to

purchase amulet-type jewelry through the TikTok application.

Keywords: Social Media Marketing, Beliefs, Consumer Decision-Making, Charm Accessories,
TikTok Application

umin

US¥N Lucky Heng Heng s1891unadn Usyansaesusemalngdiuiy 52.5 a1uau
vido¥evay 75 finnmideluiFesgne wazdeyaues Line Thailand s1891udn nadnssuvesild
weUAlAdu Line 59undn 53 duau paeed ne. 2565 Insliusnisyng (Auidesulymzen
53NN SIFINTYILAZDIIRIUEY) Usznouse

1. gans (Fevaz 68.1) 2. vy ($esaz 57.90) 3. Lesesns (Fevar 42.80) 4. Auas
\aasea ($owag 36.90) 5. Auagdsindans (Fovay 27.50) agviouliiiiuin amnymgiisnsniadula
wuuinnszlan MnesndeluFomweslyaarsdudunauananngiuaionainanmiasugia
e wazn1sidles InhlieSesnwesdsnasunduedodamiondale wazdusidielunis
sniuiiavesiau (Inmseaulatl, 2566) ImaLQWW“M%W?MWUWM@Lammuamwuma
ogduaunniaudeuuuws wimual Bug uardu q Aduuwdwonslirmn anusn uay
mﬁmﬁwwawaﬂugﬂLLuumq d msugmawazmaawumlmgmaQ’Lumaaﬁwaumwuﬁqwm
Ay agviouliiuiauludmiauunyiteuyingenaunn (U351 neatul uazinined
ansiados, 2567) madulnvesnanymguuuinansgland dundainanmeluladnsivili
dodsnnaaulari (Social Media) anmsaiirfauslnanduithnaneldesnaanisianzawmniu
Tnemslinisaainidaiont (Content Marketing) fasgunuumannvatslunisisganimayls
nseuluslnainnsindulatoietu wu sUkuuMmsLansdudiindunfiula nmsdeans
Timeudulfaesfiama vilsamsauaniudsuanudaiuiuldiuiiuvuuEealns (Real Time)
Mst158iiu Msdedudn viensAududniilded1asanig Tnslamzuounaadu TikTok
fiduiaunamiosumdodsauooulatuariuinesulauiidadidliuazsennilnansusunds
Tud w.d. 2566 (De Beukelaer, 2023) Fsii¥1udlunnannosusiurunnnaduduianiseiy
isesUseAuUsEIAMAT09se uasldsumudenduatnann Tnesienues Future Markets
Insight 58y nsviafieadensns, gadyanminasegialiiuuseinadig 9 lands
13,700 duneaarsansy Tl w.e. 2565 %50 465,800 A11UM wazaziiiniu 40,920 d1uneaans
anss Wl wa. 2576 vie 1.4 wduum Jafinduiou 3 wih Wdn 10 O dremih (ETDA

54 .



SUTHIPARITHAT JOURNAL Vol. 39 No. 3 July - September 2025

Wavsngmsalyiinia arudenandia ahandwenswiiesing, 2567) {ideTeasulf
nsterdossEiulssaniaTesssudemuaUndedu TikTok iunaaiiiniuniiauls
ilesnnpanaiiyadigauaziiuualiudnsnsdulagenn

fAdodaituin dagtudilifinsfnwifntunmanadadomididenisdnaulate
idosszdulssanadossns mnfimsdnwiitunsdadulateiniesussdulssinniaiesg
HutomaLeUNaAtY TikTok (RS J9aa1ns, 2563; A31550 La35hu wazAny, 2563; Kotler &
Keller, 2012) frensdnwiladeiinininsiinadenginssunstetiandnumensszensmans
Auandreiu Ssansailddmuangunaiaidivineg (Segment) ldegnaiiuszansnm (Key &
Czaplewski, 2017; Schiffman & Kanuk, 2007) nsaanidaiemauidemitlanutuis
Frudomiifuuslond uazdudomiidiforsuaiuazanuddn Wedluiauideoniluns
?amsmsmmmﬁmmaaLﬂﬁﬁ@jﬂﬁﬂﬂlﬁa&hmiﬂ% (NMuA watey, 2565; Hollebeek & Macky,
2019; Kotler & Keller, 2018) wagaruidiasmunioam suassiuasasnds asidesunis
ogauiuludenn shunsiifesies wazanudedunisussadminevesdin e lUlHdy
wnmdlumsiaunmsiemsnsmmaitelifuilnaRangAnssumuiiinnismaindosnis (usiaes
F1mn uazAnAney anasiaiios, 2567; Maslow, 1954) tiethluiannnagvdnisdeansnisnanals
fuslnafnmisdadulateiiu nduandeth Smnuilumstewnniu wienisuendelviiBuundon
1# damsifeedsillfidonihnitetuduslaelufminuumd Wesmndunduuszensauelng
waziifimdete Taefifomanten nafildannisideasannsailuldidumdiuiduszney
g3fansveLATessEiuUsEIANATeIT I uTRIaLeUNELAdY TikTok Tumsmuinagns
msudsduiimionirgudsiuldlueuan

UITAIAYINTITY

1. iefnwinisindulatoirdesssiuussinmaiasssiueUndndy TikTok vos
guslaalufminuunys

2. itefnunsinaulateniaseiulstinniaiossisuueUnaady TikTok $auun
AUNEBUENIUTEYINIAERS

3. ioAnwBvisNavssIaaBuiiomitidensiraulatertosseiuUssaniATes
NuLeUNELATY TikTok

4. \fednwdninavesmnuideifinenisinduladeindesUssiuUssinniaiosseHiu

¥

waunawasy TikTok

wuAALAzITIUNSIUIREI TS
a a Y v a & o v ¢
1. uuafa uaznqufineatunisanauladedudieauladl
nNMIFnemguindadulateresiuslnannuuiAnues A3ssa w3Teyd wazauy
(2563) waw Kotler and Keller (2012) a1 nsdndulagevesuslan fe Yadumeluveuilan
@AnIng) waztadeneuen (@anmiasegia deuv wesesdlensaaantnniseaalinseduliiin
nsgeduA) nsdnduladevesdulaaiinainnisiuianusenisandnseduanaigluiives
guilaaadlunisneuaussnnudeinisiugiuie 9 vseladelunismstin (Yaded) wu

: 55



01sa1sgnsUSAAU Uil et 2TUT 0 NINYIAY - AUBBY wEDR

Paduneluananuideuazanudesnisvesyed vietlhideneusn wu nsdearsnisnain
dhemananadation GsmanTmadnsliiuslnandesnuidnimudnduiisfesdindosssdy
Uszinmaiesss (udu Sedandriifueiesdiovesdnnisnatalunisnseduliguilan
WAAMNADINTTIUAUAIMIBUINNS (Kotler & Armstrong, 2018) Imaﬁjﬁim%ﬁmﬁu’la%@?aﬁ
mmsﬂmauauaqmmﬁaamimaammaﬂé’mﬂﬁqﬂiuamumiajﬁu 9 (Blackwell et al., 2006)
ﬂ'ﬁzmumiﬁm?{uh%asum;:JU'%Im (Kotler & Keller, 2012) & 5 4 léun 1. %uma%’uﬁf]zym
Miwgivilidesnisiiedossns wu Fesniaiumeen 2. fun1sfumdeyalsnsaeunu
neulndda winewane wiensfumiluszuudumedidn 3. dunsUssdiunaden defuslan
agdnduladenainmadoniifndnldusslosinniigalunaiduainnisdoyaidumiun
a. sunsadula Faoraazilyanadu 9 Wianddviwaluvusdidadula Wy winauie
auluasounts uarervazdadulauwnnssnnmadeniiuiident’ deunth wag 5. Sungdnssu
ndinstornintufreideduilnalidodudilunds WWauwd uaniAnauidnfianela vdo
lifienelasenin sunansoonlusuuuusing q 1wy vendelvigaudenielide viensnduan
Fog1 1Hufu anauiteluefniikiuuinuin ademssssnsmans uazdadeduiaine,
fnasdongAinssumsiyrnssiaies (B59un 39A3, 2554) Anu@euazaulingde uay
msvendeiuundetnnseeulavdwmanenisindulaimsziadesvosauludmiauunyi
(1AUITT NrAMAS wareRNeY @Asiades, 2567) waznsiadudeuariirunifileiniossns
yoswda Ussiamiedesusesu (Bavnnsal 2edsssuna, 2561)

LA uagnguiifeaiudnvugnsssrnsaans T ergma vunasouaia
anwasoundr Meldlade 01w nsAnvudunasiidesldlunisutsdiunain Tngdnvoy
Frulszrnsaaniidudnuasiiddy wanduadffiauisodald svuanaiadmunegls d
anwagnaUszrInsmansanusanfslaieuasivseansnimlunsimuasaindmaneunnniy
FuUsou 9| (Key & Czaplewski, 2017; Schiffman & Kanuk, 2007) ﬁé’ﬂwmzﬁﬁwﬁaﬁ 1. flea9n
nAnfusiozdosmeuausinudieinisvesnguiuilaaifenguandie dnnisnaiadsliongdu
wusimlunisinanuwanasuesnisiuediunatn 2. edusudslunisuisdunain

€

=3

e =D

d1fty waztinmsnaindesenfenisfinwdudsiumeaegesounay wazlagiudusinedna
AesnsdsunUaangAnssunisuilan 3. dnvaraseuasiluthnuneiddgluniniseain

=2

Fannsnanauladuiunasdnvugvesyanraluaseuaiilidudviandadale dehldld
lunmsiainagnsnisnatnliuungay waz 4. 578l s3AUNITANYY 81TN wavan U
T¥imuadiuvesnain Tnsmludnnismainszaulaguilnaiifianuinsie udeddlsfnng
asauafififiseld Urunarauazseldinudunaiaiifvunelvennnimainausise

2. uRaRgatUMIRaIAGaom

nsaaadaden uiemanainnoumnud wneds manaedldidomasumudidu
iwsosiiolumsdinsangdsansludafiuas Sawusudazanunsadoansiugndnldinumeneuimus
(Content) angluppumudiuasarldvatsesns bilniftosuduaudu vidounamuilidush
wifsdowhiu uwannsaviluguuuuresnm 3l Wes uagdu q wu nslevanluslundudves
wusudliduizan videilensiitegauszasduisegng wu nsvedudn viemsaranissus Wudu

56 :



SUTHIPARITHAT JOURNAL Vol. 39 No. 3 July - September 2025

(Hollebeek & Macky, 2019) Tnsfinsmaadailonidunagnsnmanaaiidunszuaunisaing
\emifinuauazyselostigedmsunguitmanelifanudenloafuuusud Tasldiden
Wy unAw 3dle gUaw uazdu q fiurauladudenarsfivisdeansiunguidmansuas
s lauazuunliulvignérdinauladentdedudwiouims nefinisamadenillénagns
nsasradomihaulalunadialentanisdifnguitimaneedeiiussanian wazdioiia
ganvIpdudviousnisld wasduiBnsadianuidnuavnmdnualvesuusuddadidudiglunig
d519nsansuarieldssunanusunsie (Kotler & Keller, 2018) Lﬁamﬁﬁﬂmm%mmmﬁmm
mnuaulavesgnéniifidnenin dsmasenauszlovilususenue namlsvdenadwsluauin
Hluewan Sadunadwslusverennnnitnisaimadnssverdu (Mud wiatios, 2565) Mnann
dadomiudemiliautuis dudemiiiulsslon wasdudemildnfsorsuaiuay
awddnlunsdeasnseaniiasnsairfefuslnaldediensdla (wsviiu quussiass, 2558)

3. AnuTaduying

amnude Ao mnuAn anudilawazniseeuiu duie Wesiuludmiddalagluidosd
wpalmnatiuayudofign edoraiivingruesnafisseiiasfigadld viseraarliivdngu
fazthalifgadlifusiafssuaaiufly feilugueseudoduasaadosivaudosnis
vosywdlnsutsoondudusing q il 1. funeam Huenudosmstuiiuguvosmyud
iiglnuieslifunismevausaiieniuegsen 2. suanuiunsasafefiunnitanudenis
Tutladed Tnosoenisliinuamdinddtu 3. dunsegmfuludsnuduanudonisioy
ogludenn nseeusuandsey 4. sumsiifesiemduanudosnisvesiiegludnuiiozlisu
n1senges assiasyindinnudify waz 5. awnisussgilvunevesdisduaudenis
yasyAnafifesnisuanseenisnnmduiinuimieningdu (udfaas M wazAndnag
aAskaies, 2567; g3WuS JUnNLAUEITI, 2546; Maslow, 1954) Tnenssnaulatolrdeasey
Uszlania3essainifinainanuide uazauaianividuddesdinunndiiussansam
waznnsfigshauazdudiisifuanudeedianiessainnnisiuywdiinnnude ains
Tiadesnaduiidamierinleinegdrelinuiinnuaunisludeidonts (uuda iesing
wazAstud SRanwal, 2564)

. 57



01sa1sgnsUsSAAU Uil et 2TUT 0 NINYIAY - AUBBY wEDR

4. NSaULUIAANTUNITIVY
NSAULUIAAIUNTSIVBAAIL

a1
nTOULLIANIUNITITY

anwaugnsUszvInsAEns

- e

- 91

- S¥AUNSANED

- 97N

- 57el@

- @0UNN

fiun: Schiffman and Kanuk (2007)

nsnannBaLlonn msanauladensasdseau

- Ul IANUT UL UILLANLATDITI WIUTDINNG
v & P ¢ A o . PN

- muuiammﬂuﬂsuiaﬂuu ——p  ueundAAdu TikTok veuslan
v =1 a YV o= L4 o Ve o o a

-'(ﬂ’mLu@‘Vi’WlL‘UWGQEJ’]'ﬁJmLLauﬂ’NiJEﬁﬂ quqmqmuumu‘j

tan: wiswilu qulanai (2558) #ia: Kotler and Keller (2012)

P2

ALY

- PUNILAN

- uAnuduAUanng

- punsegsauiuludsay

- unsilifeshes

- pumsussgidmunevetin
#l: Maslow (1954)

Wanliun1side

M iendaiifunsidelaUsina (Quantitative) 14353Te@sdhsna (Survey Research)
A uUaDUnIY (Questionnaire) ffrnunsannaiiom (Content Validity) 21nn195053@2UN
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Foyashouuuasumuaniiogsiiduyaainsmisausivnsuands $1uu 300 au Tnegldada
Tumsliasgsidoya e Sovas Aade duidoauunnnsgiu mIvadeuauNRgILmY ttest La
F-Test S3udsnsiaszvinmIannegluunyan (Multiple Regression Analysis) lneinviuniiedfay
fisysu 0.05 nan533 wuih yransmhenusnsuimdiiissernainu uasussandng
frdaumnsaiu fansjuilunsieuuensaiy venand Saud Sadeduaunnedia 3 du
Tgun enandeadeafuguuy anmwndounanionm wazanminadeunisdndinuddvinanis
UINABAUYIITUNITYINGIU EUUMAEUNIZYARRNaVENaNIAY Tnetladeris 4 dw aunse
asuIsANULUIHUTINadaAuYjilunsviuld 45.3% (R’= 0.453) Bnvadanuy AUFY
Tun19vianu 6 anu laun gunnle 119sgIuNISAISITN ANUAURUEVNEIAY AU INAIELaY
aruanansolunsHuiveIan MIIAAaLN I gUnIn wasn SRy TBvnamsuandeaiy
vuilunsvhagesyamnshsnussmsuimil Sstiades 6 fuanansaesuisanuuysu
Asionrunjuiilunsviauld 72.9% (R= 0.729)

AEnARy: gunena anuarlunisinuy anuuwlunisvinnu
Abstract

This research aims to 1. compare the level of work engagement, classified by
personal factors, 2. investigage the influence of well-being factors on work engagement,
and 3. determine the influence of job happiness on work engagement of employees in
a government agency. Data were collected using a questionnaire from a sample of 300
personnel of a government agency. Statistics were used to analyze the data, including
percentage, mean, and standard deviation. Hypothesis were tested with t-test, F-test,
and multiple regression analysis at a significance level of 0.05. This research found that
employees in a government agency with different tenures and types of job had different
levels of work dedication. In addition, it was found that three well-being factors, namely
Enterprise Community Involvement, Physical Work Environment, and Psychosocial Work
Environment, had a positive influence on work engagement, while Personal Health
Resources in the Workplace had a negative influence. The four factors could explain 45.3%
of the variance in the effect on work engagement (R* = 0.453). In addition, it was found that
six aspects of job happiness, namely Psychological Well-being, Living Standard, Community

Vitality, Ecological Diversity and Resilience, Health, and Education positively influenced the
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work engagement of employees in a government agency. These six factors able to explain

72.9% of the variance in work engagement (R*= 0.729).
Keywords: Well-being, Job Happiness, Work Engagement
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Ag AUYjIINE AN (Y= 3.85, 5.D.= 0.712) 584431 Ao AuvEuTuuda () = 3.83, S.D.= 0.714)
warAuIndeldla () = 3.73, S.D.= 0.761) Muddu

NANIINAFBUANNAFIUNTIVY
AUNAFIUN 1 Yransmiieauswniswimiliidadediuyaaaniuandreiuiaauyum
Tumsyhauuansneiu

aTedl 1
HANTNATOUANUATIUNITITET 1
FTAUAINYAN Uadudauynna
Tunsvineu WA 218 | #@0uAIW | SEAU | STzl | Useam
dusa | N1sANE | NSV | §nsannas
puANudutuLds [t=0.5131 | F=1.098 | F=0.785 | F=0.169 | F=4.234** F=3.279%
sig=0.596 | Sig=0.335 | Sig=0.457 |Sig=0.845 | Sig=0.006 | Sig=0.021
fupnumefinay | t=0.374 | F=0.348 | F=1.484 | F=0.636 | F=3.048* | F=2.820*
sig=0.709 | Sig=0.706 | Sig=0.228 |Sig=0.530 | Sig=0.029 | Sig=0.039
frupNandeldla | t=0.226 | F=0.979 | F=0.655 | F=1.325 F=2.248 F=4.022%*
sig=0.821 | Sig=0.377 | Sig=0.27 |Sig=0.267 | Sig=0.083 | Sig=0.008
AINTIU t=0.404 | F=0.842 | F=1.949 |- F=0.356 | F=3.534* F=3.374*
sig=0.686 |Sig=0.432| Sig=0.144 [Sig=0.701 | Sig=0.015 | Sig=0.019

VNUBWA. LATBIMANY *, ** N8 danuuansingegiall
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N9 1 96U maMMAABUANLAILA 1 WUT YAaINThBLTwANIWaTls
Asgaznaninuuandeiu fanuvavlumsvhaulunmsuuansaiy WeRasanidusedu
Wud TAnuuaneneiu 2 a1 Ao duanuvdutuuds wagdiuauiumefinay wagnuii
yaansfiusziandnsidauanasuianujumlunisiauiensieiy Falunmsuuay
4 3 du

duufgIui 2 Yadegunnienfdmasionnuyumlun1sieuueIyAaINuIBIIUITIuNIS
LIAIUTLa

M1579% 2

a v

HANITNATOUANNGFIUNITIVET 2

Unstandardized | Standardized Collinearity
ﬂm"ﬂqwmqsﬁﬁ Coefficients |Coefficients t Sig. Statistics
B  [Std. Error Beta Tolerance | VIF
(Constant) 1.304 | 0.174 7.511***| 0.000
PIUANTNLINRDL 293 | 054 330 [5.416%**| 0.000 0.498 [2.007
NWAYANTN
PIUANTNLINADL 123 | .050 133 5.416* | 0.014 0.640 [1.562
N19INEIAL
AURNEIFUN -100 | .028 -168  13.618***| 0.000 0.861 |[1.161
uﬂﬂaiuﬁv‘hmu
Fupuiete 330 | .051 363 [6.454%*| 0.000 0.587 [1.704
AUy

R?= 0.453, Adj. R”= 0.446, F = 61.112, Std. Error = 0.5.195, Sig. = 0.000%

o

nuewe. ¥, **{avsnasg1ailledrAnyfsyiu 0.05 uag 0.001 ALEIRY

1n9d 2 $adu wan1smedevauuAgiudl 2 wud mameaeuldesfuientu
AMUFNRUSVRWINYT nTRAIETINANFURUSNTLAY (Multicollinearity) lneldadis
Tolerance waz VIF ionsivadeudymiauduiusuazanuulsusinvesdands nud e
Tolerance ¥1ANN 0.1 wagA VIF doendn 10 waned Lifidgymanesiunyiady Jeenunse
nsiasgianneenyan (Multiple Regression Analysis) feis Enter wandliiiuin Jade
quAIEARALNIA8UI8AMNLYSHUYEIAATUN TN UYEIYARINTMLILIUITIVANT
wisvilsld 45.30% (R= 0.453) uaziilevaaeuauigiuiissiuanudoriu 95% wuin Jaduge
amgdifdsrasomuuvlunsinnuresyaansmhenuTeMIwiils S1uau 4 fuus Teun
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1. mmﬁimﬁiaaﬁ’wqmm (Beta=.363) 2. @an1NINRBUNIINIEAMN (Beta=.330)
3. anINeNN9IndIAY (Beta=.133) uay 4. Lmdqqsuquﬂﬂa‘luﬁﬁﬁm (Beta = -.168)
Tagsuananfgdeafuguey FuanmiadeuvainienIn waziuaninuIndemaindn
favswamsuindennuumlunsihay luvasisuuvasguaizyaaaluiivhauiiavina
N9AUAB ALY LN UYBIYARIN SNBSS

ANuAgIun 3 AnugulunsinudranonuumluNISIINUTEUARINTNEILIIUIIVNNT
LIAIUTLa

M1519% 3

a v

HANITNATOUANUAGINNITIVET 3

Unstandardized | Standardized Collinearity
aruavlunIsyiney Coefficients | Coefficients t Sig. Statistics
B  Std. Error Beta Tolerance VIF
(Constant) .300 .152 1.973* | 0.049
qmmvﬂ,a .235 .056 .249 4.191***| 0.000 0.265 3.778
g0 115 .054 124 2.130* | 0.034 0.277 3.612
Asltan 0.34 | .040 033 0.838 | 0.403 0.618 [1.619
ANSANEN 113 .048 121 2.373* | 0.018 0.360 2779
AINUNRANNUAYNN -.009 .049 -.009 -0.188 | 0.581 0.377 2.652
TRIUTTIULASANUNTD
Tunssuilenns
Waguuas
§55U1AUa .002 .062 .002 0.25 0.980 0.246 4.069
ANUFURUSN9FanY 157 | 074 154 2.132% | 0.034 0.178 |5.619
AIMUNRDNNWAYLLAE 133 .062 141 2.141* | 0.033 0.214 4.671
ANNAINNSALUANS
Nusivasan nwiInaay
ANSY19U
UINTFIUNTANTITN 138 1 .043 170 3.189** | 0.002 0.330 |3.029

R* = 0.729, Adj. R = 0.721, F = 86.799, Std. Error = 0.35621, Sig. = 0.000*
nuewn. ¥, ¥, **{gnsnasgrelidudfgniszau 0.05, 0.01 uag 0.001 AuA1GU
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s 3 19u wensmasoUANNRgIUNTITed 3 wul nsmeseuilesduiAe
fuAMUALTUSURIRILUS YT0N1IETINANNFURUEWTAEY (Multicollinearity) Tnen1snageu
feadf Tolerance uaz VIF iionmnaeudgymenuduiuduararuusunuvasiuls wui
A1 Tolerance 11AN1 0.1 wagAn VIF Uaenda 10 wanedt liflaymnnigsiuny@iadu Jeamnsa
nsiaseiannsenvaa (Multiple Regression Analysis) s3e/35 Enter uandliiiiiudn anuae
Tun157MUEIN13095UIANURU TR YRR N TN UYBIYARINTUUIBAUTIINT
wianilslél 72.9% (R = 0.729) uawiilovadevuauufgiuiissiuanuidoiu 95% wuin avaay
Tunsvhanudananauandeauvumlun 15 uYeIyAAIN TN UTINI SIS S1uau
6 fuUs loun 1. guamla (Beta=.249) 2. 11MIFIUNIANSITN (Beta=.170) 3. ARNENTNLENIA
dapn (Beta=.158) 4. arumainuansuazaannsolunsiuivesanmwadeunsiney
(Beta=.141) 5. gun1w (Beta=.124) uag 6. N135ANW (Beta=.121) MUAIAU

n3AUTIeHE
nuanIsAn afuTenalidd

nan1sAnudeduguaziinuin yaansiaunnsidluninsy egluszduliunans
wazilefinnsansedu wui1 anuieItestuguvuiiszfuanudndiusniigaeglussivann
599891 A ANNLINELYNNENN UazuasEuAIzYAARlUTTNY Aud iU MsdaiaduRanssy
mnufuinveusiedinu (CSR) uarlasansinenantiedoulesiugusy waznisinaniniindon
Tuvhaumnzanisauazoiauazaudaends Gedioiaiuaieanufismelalunisa
otdlsfinny Senanisduaiuguanizdiuyana wu Auiiindeundefanssuduaiugunmn
p1inndosinduninensuietud sufdnsurauiiduamduniini aenndeaty
Kehoe et al. (2013) WAz Van De Voorde et al. (2011) fiszyi1 Yaduguanizdiddinasenii
vuilunisvhan wenanid wamsfinvanugulunisihaumuin yaainsinnugelunisyhe
Tunmsaweglusziuann wazidlofimsansiefunuin mnumainuaneymsiansssuuaznsiuile
nswasundasiiszfuanudniuanian sesasn Ae nslina uwazansgIuAnIATadn
puddy nsfiynansfiviarnvanefisdueiguar Tausssuaiaussemanisvhauiilan g
waznsUiuifunsdsuuanmaneluladuazulovienisnds Jsiewmuinuyvesynains
sumslinafiegluseiuinn axvieufiansuimsdansnaniifuardaaiuaugadinnsihauuay
Findui widuaspumsisednazegluszdvann uwilldndetosiign 1esndediia
Frufudeunarataimsvesszuuaens muianzavgianareinsesiniigelu aonndosiiy
Ieves 33§ Tndume (2565) waxasgy1 ansadlenia (2565) finudt augalunisieses
yaansnasgedlusedunnn wasnan1sAnwianuumlunisyhaudmudl yransianusum
msvihalunmsamegluseiuinn wazilefinnsansesunuit anuvumediaauiissiunudn
Wiusnndign egluseiusn sesasn e Anuvduduuds wazamandeldla auddu yaains
nszmiinfannuddyesnsfuasiimuaiugiianuiteUsslovidnuny Saussaosdinsiuiu
mufuRnTeuLazAdednd Tronsduliiyaainsiinnuduiuuds eradunaunainszuuns
Uszifiunauasiduynannuinviiluendn (Career Path) fifluszuy dwanuandeldlaudiozer
Tusesuinn usileadediesiign (esandnvasaiuiiivanraeuayUinanuiiinn denndes
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FusiAdeves vluns dvyan wazanz (2566) inudn mnuvawlunsianuyesinssnsmng
%uﬁmdﬁzyzywﬁmag"lmzﬁumn

NAMSYIARBUANNAZIUA 1 WUT yAaNSTITINA 918 @NUAINANTANTA WaLTEAUNNS
fnwn Ausnssdudianamuilunmsvhaulunnssilduandeiy enadeiniamsssuesdnsd
Wuudauagssuuuimminginsyaaaiiiuseansnm viliyaainsnauuaninasjumldosig
Wity vazfiszeznammhauazyssamsnsidunneeiu Tnadenamumilunisiam
Tasyaansiifiszeznansvhauuuindanuungenin luvazivssiandnnidsifinase
muruanafeansiuasuaglenmanufinmi deandestuiddeves gmana Suui
uazAnE (2564) FwUTn 1A anunwANTANSA SEAUNSANY engiumnsnatulasienan T
nsviaulaiuansneiu

NaNTRERUALLATIUR 2 wud1 Jadugunnaeiia 3 du Tdun auRgidesiuy
ANNINTOUVNILATN LATANNINRBNNITNFIAY danavnsuinsaauyumliunisinuyes
ynaIns enaiinanmsiiyaanslefidusmiuguvusiufanssuing 9 TohlAianuniagile
waziiuRaAlue aaaﬂsumﬂwuL‘vﬂ,uﬂ1immul,waﬂiuiwumusmmﬂwuu uenNd anm
wandounImeniisizan i Sauasaing gamgl Auiviienu uasdssiuaeruaeaineg
Preduasuliuransaunsariauliegiivsednsamuazasainaviglunisvuniua ludu
yosanmndonmsdndsauiidamasomuyuylunsyhaudu eradunssussenanisvhe
Aufunsatiuayudstusasiu msfaudniuifssrinafleusmnuuasitedudymn naenay
mslasunseeniunazifiuguAanifiousinny vildyaansidndasasonsdnlanaziinnugy
Tunsvieu Semdeuflasuimennumersnalumeahawnniu nansinuiaenadesiuiunin
84 Kehoe and Wright (2013) ua Van De Voorde et al. (2011) fiwuin msdaaiuguniz iy
MsvuiiNaseANTkaENaN1TUH TRUVD09ANS

Bnvis wamsnadpUaNNRg U 3 Syt eugeluntsvineu 6 du Tiud dugunla
fagvioudsannyinlafiduudaasiuns funpsgrunmsisdninansdenuiundunisdiiu
Fin shuemuduiusmedensiiagiiounsiufauiusintuiiiousinny susuvainansuas
Arwannsslunsiufvesanmiadoumsvhauiinanidausssnianisinuiiienyu fu
gunmiazvieuiansiiguammnediudauss uassunsAnuniuansdslenialunisiimunaniuain
190 udmaliyaainsdianuvuslunisvhauiigeau vl eadesnnideyrainsiinuge
lunsvianuasiiinauidnyniuiuesdns Guseele wasiinddlunshanuldussaidmingves
09An3 Feaeandosriuaideves sumnsal arfisd uazlvady gnuiauga (2563) inuin mnuay
Tunsyhadianuduiusidauinduanuyumilunisiinu

dalsuauuy
o = v aw
FarauauulaannnIsie

1. anmsfnenudn Jaduaun e iatavisnansuinsiennuyumlunsineuveynaIng
MRBNUITIYNITUAIME 1AglamneAuANgITiuguYL MUANINIIARDNNINIEAIN ke
AUANNKINGBNNINTRAIAL Aty FRITeTnauswurluusias AUl
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1.1 fumnanfgdesiugueu mmnmsfnyinuii Ussiuiisidiedoian Ae A
welafufanssufivihsnurhimiugumu fadu uimsmsdaaiuliyaansiidusalunatmun
Aanssufivhiauiugmu il Wosuadsnnudiiusuasindinfitssrhonhesnuiugmou

1.2 FUENNINAZDINIINIENTN 9INATANYINUTY Ussifuiidaiadesan Ao

¥ a v

yaanslafunstinousuisafuaauaendeluiivhaiu dudy fususersdanisiineusud
Aenfumnudasadelufivhansnntu enii Andeundls
1.3 suanminndounadndsan 2nnsAnwmuin Ussiiuiidaedeman fe
mhsruiiuiliyaansuanddeumuRaiuisiuaeiu fadu fuimsesiaiufidunaadio
elenaliyaansnulsiiiouaniuasunnudaiiudstuasiu vienafinisassiluiiesulatiile
Ualomalviyaainsanunsanansninudniulieddase
2. NMsANIMUI AaaelunisyihuiiBnsnansuinseaurjalunisinuees
YN ILIELIIM sl Ineddadudny 6 fauus fedu fiteTaauouurluusasiudel
2.1 suguamla :nmsAnemuin Ussdiuifaiededign fe dsilduannisiinu

Yoo

Aurnffunumeneudivumly fadu Fuivnsmsuoursnenuiinsaifuawadlauazamatinues
ynans ilelalemalilddnenimdud wazuansnruduravdoususisialiderihnulszau
audse elviyaansddnfeenuduantuanuneisuiildiun Snsdadunnaiuaing
Anugilawazusegdlalunisviay

2.2 FMINATIUM ST MnMsEnwImU Ussdiuiifdindodiign Ae e
fiavaRmsfivannvansuasnouauasauiesnsldd dadu fuimsmemumulasaisrnauwn
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2.4 Fuarumainuatsuagauassalunsufvesan mwndeunsvineu
nnnsfnwmud Jssifuiidanadeian fo mhenuiyindeuvieresisunaisaiuiaion
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nsammamuAs Aenseesiumalulad wag 2. JUnuUMsALILTIR flanudiiudiuniseensu
walulagvesgvululwanjunnumiuas Inen15338139Usu1a (Quantitative) Tduuuasuaiy
(Questionnaire) uir3aadiolunisiiusiunudeyaandegaidugfuruadvaUssdnies
Usgrnslungammasuas $1uau 210 Ay Tinsiesideyatiiennasuaunigiusienisiingies
AILEDAMNULUTUTIUNGFYEY One-Way ANOVA (F-Test) wazArandunusiiesdu (Pearson’s
Correlation)

Han1sAnw wud1 Yadesunginssuvesuruaivavsanis diadeniseeusy
walulaBvosSusumauatosdnts Aliunndnailunniiu dausanisAnmmiudiussening
sUuumsanliugin uazniseeniumalulad wud anuduiusseninegluuunsaiduiinuag
nseensumalulagveiurunivavosdnis Sanuduiusluiuanuaulalunnlade wazaiy
duiusszringuuuumsafiudinluduianssy uagduenudniiu Sanuduiusiuniseeusu

o o

walulagveSururivavsgaviislusmanuiuinnudiglumsldnu egeiideddnynsyéu 0.001

o

AdAey: sULUUNIALEUAIR nsgeusumalulad mssuruaivassdnil
Abstract

This research aimed to study 1) the behavior of viewers watching movie spoiler clips
in Bangkok towards technology acceptance 2) the lifestyles that are related to technology
acceptance of viewers in Bangkok by using quantitative research was questionnaire as a tool
to collect data from a sample of 210 viewers of movie spoiler clips in Bangkok. The data were
analyzed to test the hypothesis using One-Way ANOVA (F-Test) and Pearson’s Correlation.

It was found that sample was behavioral factors of viewers of movie spoiler clips
had no difference in the acceptance of technology in all aspects. The study results of the
relationship between lifestyle and technology acceptance was found that the relationship
between lifestyle and technology acceptance of movie spoiler clip viewers was related
to interest in all factors and the relationship between lifestyle in terms of activities and
opinions is a statistically significant relationship with the technology acceptance of the viewers

of the movie spoiler clip in terms of perceived ease of use at a significance level of 0.001.

Keywords: Lifestyles, Technology Acceptance, Viewing Movie Spoiler
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UNANED

AT IngUsrasdieAnwBrinarensiuiam mananarunisasailon uas
dunaunen1san (4ps) sennuauladeneulafiloululssmdlnevosgnAdiouan swided
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nIUMRIMTUAT (79.80%) waznaunuuaaunudlvg) (58.40%) Foamsderoulafifeusin
wilsfsanudum Andetesusuy (38.40%) nansiasizsinsannssdadungn sudads
M3suinnan AuAvunsiFu (aunm) waznumiuday Tavsnaegiiiuddnyseninuaula
Fonolnfideslulszmdlnevesgnéndlousnfisssu 0.05 uae 0.001 AuEIRU MeAIRHILMIESS
domdudoya Funnutudis uasduUjiutusmedinudrnaosaiiioddysonuaulade
oulafidouluuszinalnevosgnindousndissdutiosnin 001 msdaasunsmainiduilade
drunaunisnisnanaiiesiladeiienfiiensnasgeiitoddyonuauladonoulafiioy
TudszinAlnevesgnnifleusniissfutiosndn 001

AdAeY: N13FUSAMA1 NSIANARILNITETINEEN dURANNINIIRAIA (4Ps) Anuaulate
Abstract

This research study aims to investigate the effect of perceived value, content
marketing, and the marketing mix (4Ps) on the purchase intentions of condominiums in the
Thai real estate market among Myanmar consumers. The quantitative method is employed,
using a questionnaire to collect data from 400 Myanmar buyers who are interested in getting
condominiums in Thailand. Multiple linear regression is applied to examine the data and
to test the hypotheses. The research results show that most respondents are aged 20-29
(64.5%), male (76%), and eamn less than 50,000 baht per month (70%). 79.80% of the
respondents stated that Bangkok is their first choice when buying condominiums. The
majority of respondents (58.40%) indicated that they will spend between 1 and 3 million baht
on a condominium, with a one-bedroom units comprising 38.40% of the preferred property
type. The results of the multiple regression analysis revealed that within the construct of
perceived value, both the functional value (quality) and social value have an influence on
the purchase intention of condominiums in the Thai market of among Myanmar customers,
with significant values of 0.05 and 0.001 respectively. Content marketing of information,
entertainment, and social interaction were found to have a statistically significant influence
on intention to purchase condominiums in Thai market among Myanmar customers, with the

significant values of less than .001. Promotion is the only factor in the marketing mix (4Ps)
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that significantly influences the intention of Myanmar customers to purchase condominiums

in the Thai market, with a significant value of less than .001.

Keywords: Perceived Value, Content Marketing, Marketing Mix (4Ps), Purchase Intention

Introduction

The Thai real estate market, particularly the condominium sector, has demonstrated
continuous growth in recent years. According to a report by Thailand Business News
(Languepin, 2024), the size of Thailand’s real estate market size is projected to reach
approximately USD 71.70 billion by 2029. The condominium sector is expected to grow
at a compound annual growth rate (CAGR) of 5.41% during the forecast period from 2024
to 2029. The major drivers are rapid urbanization, increasing foreign investors, and ongoing
infrastructure development. Under the current Thai law, foreigners are permitted to acquire
ownership of condominium units in their own name, providing that the total foreign
ownership does not exceed 49% of the total floor area of a condominium building. The
restriction aims to balance between domestic and foreign ownership of the condominium
(A guide for purchasing a condominium in Thailand for foreign investors, n.d.). This legal
framework has contributed to foreign direct investment in Thailand’s real estate sector.
Foreign investors are from countries such as China, Singapore, Russia, and Hong Kong. These
foreign investors play the important role not only in a property transaction but also
stimulating the growth of condominium investor.

In particular, Bangkok, located in the central Thailand, has become the major
destination for condominium for potential condominium buyers. In 2024, the population
of the Bangkok Metropolitan Region accounted for 16% of Thailand’s total population.
Bangkok is the largest city by population size, opportunities for jobs, and its lively city life
(Ciba, 2025). The rental market in Thailand offered a brighter picture in the first quarter of
2024 especially non-land properties. In the first quarter of 2024, Thailand’s rental property
market revealed remarkable improvement. Rental rates for both non-landed properties-such
as condominiums and apartments—and landed properties—including single-detached hours
and townhouses-experience upward trends. Non-landed properties recorded a significant
quarter-to-quarter increase of 7% and an impressive year-on-year growth of 18% (DDproperty
Editorial Team, 2024).

According to the Real Estate Information Centre (REIC) of the Government Housing
Bank, the number of condominium units transferred to foreign buyers in 2023 increased
by 25% year-on-year, while the total value of these transactions rose by 23.5%. This surge
in foreign demand not only reflects a robust recovery but also indicates that international
interest in Thailand’s condominium market has surpassed pre-pandemic levels (REIC records

25% jump in foreign condo purchases in 2023, 2024). In the first quarter of 2024, a total of
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3,938 condominium units were transferred to foreign nationals, representing 4.3% increase
compared to the same period of the previous year. The aggregate value of these ownership
transfers reached approximately 18 billion baht (equivalent to 492 million USD), reflecting a
year-on-year growth of 5.2%. In terms of nationality, the Chinese continue to represent the
largest share of condominium ownership transfers in the first quarter of 2024, accounting
for 43.8% of the total. They were followed by buyers from Myanmar, who comprised 10%,
and Russian nationals, who accounted for 7.5%. (Khaosod English, 2024). To purchase a
condominium in Thailand, foreign nationals are required to remit funds from a bank account
located outside the country. Furthermore, they must possess a legitimate basis for residing
in Thailand, such as holding a valid work permit or an investment promotion certificate
(Bangkok Bank, n.d.).

After the COVID-19 pandemic (2020-2021), foreigners have returned to buy
condominiums in the Bangkok Metropolitan Region (BMR) in large numbers (Pornchokchai,
2025). In the first half of 2024, Myanmar nationals ranked second both by the number
and value of condos transferred, surpassing Russian buyers who had held this position for
several years, following Chinese nationals (Khaosod English, 2024). This shift underscores
the growing economic influence and significance of the Myanmar community within
Thailand’s condominium market. The upward trend not only reflects the increasing number
of Myanmar expatriates but also highlights their expanding role across various sectors of the
Thai economy, particularly in real estate. As the political and economic situation in
Myanmar continues to evolve, this trend is expected to persist, further reinforcing the
Myanmar community’s importance in Thailand’s property market.

Though Myanmar customers turn out to be one of the potential prospects of
condominium customers in the Thai market, very little research has been developed to
create understanding and knowledge on how to promote this business effectively and reach
out to potential Myanmar customers. Despite the growing potential market among Myanmar
customers, companies struggle with identifying the most appropriate and efficient marketing
strategies and communication methods that would resonate with this specific customer
base. That is why there is a need to explore and develop targeted marketing strategies
that can effectively engage Myanmar customers. By utilizing these findings, developers and
policymakers can encourage Myanmar buyers to invest more in Thai condominiums. Thus,
this study intends to unveil the importance of understanding factors influencing the intention

to buy condominiums in Thailand of Myanmar customers.
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Research Objectives
The research objectives are as follows:

1. To investigate the influence of perceived value on intention to purchase
condominiums in Thailand among Myanmar customers.

2. To determine the influence of content marketing on intention to purchase
condominiums in Thailand among Myanmar customers.

3. To determine the influence of marketing mix (4Ps) on intention to purchase

condominiums in Thailand among Myanmar customers.

Literature Review

Purchase Intention

Purchase intention is widely recognized as a critical construct in studying consumer
behavior. It refers to the probability that consumers that will make a future purchase of
products or services. Spears and Singh (2004) stated that purchase intention is the conscious
purchase behavior of the consumer. Kotler and Armstrong (2016) suggested that purchase
intention represents a critical stage in the consumer decision making process, arising prior
to the final purchasing decision. This intention reflects a consumer’s predisposition to buy
a product or service based on their evaluation. It serves as a commitment that bridges the
gap between the evaluation options and the actual purchase behavior. Mirabi et al. (2015)
considered purchase intention as a multifaceted and dynamic process that is closely linked
to various aspects of consumer behavior. They argue that purchase intention serves as a
valuable predictive indicator of actual purchasing behavior and, by extension, product sales
performance. The findings, based on a study of Bono brand in Tehran, reveal that brand
name, product quality, and advertising show a statistically significant influence on consumers’

purchase intention.

Perceived Value

The concept of ‘consumer value’ has become the fundamental issue to be
addressed in every marketing activity (Holbrook, 1994, 1999), while the concept of
‘perceived value’ has become a strategic imperative for producers and retailers in building
and sustaining a competitive advantage in the 1990s (Sweeney & Soutar, 2001; Wang et
al., 2017). Value is the outcome of an evaluative judgment, whereas the term values refer
to the standards, rules, criteria, norms, goals, or ideals that serve as the basis for such an
evaluative judgment (Holbrook, 1994, 1999). Perceived value is defined as an interactive,
relativistic, and preferential experience. Consumers’ relationships with products or services
are shaped by a relativistic framework, where individual preferences play a central role
in shaping consumption experience (Holbrook, 1999). Zeithaml (1988) defined perceived

value as “the consumer’s overall assessment of the utility of a product based on what is
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received and what is given”. Perceived value is often conceptualized as a multidimensional
concept. Sweeney and Soutar (2001) developed a measure called PERVAL (Perceived Value
Scale) and refined it as a four-dimensional concept: functional value (quality/performance),
functional value(price/value), emotional, and social, that can be used to assess customers’
perceptions of value.

Functional value (quality/performance) refers to the utility derived from the
perceived quality and expected performance of the product (Sweeney & Soutar, 2001).
It concerns how effectively a product or service performs its function and whether it can
be relied upon to operate consistently without issues (Kotler & Armstrong, 2016). Another
functional value (price/value) pertains to the utility gained from a product due to the
reduction of its perceived short-term and longer-term costs (Sweeney & Soutar, 2001). This
is often reflected in premium pricing for products or services that offer superior performance
or durability compared to lower-quality alternatives (Nagle & Holden, 2002).

Emotional value is defined as the utility derived from the feelings or affective states
that a product evokes (Sweeney & Soutar, 2001). In the context of housing, emotional value
extends beyond physical structure to encompass feelings of security, identity, achievement,
and belonging. Social value refers to the utility derived from the product’s ability to enhance
an individual’s social self-concept (Sweeney & Soutar, 2001). Sheth et al. (1991, p. 161)
conceptualized social value as “the perceived utility acquired from an alternative’s
association with one or more specific social groups”. They further explain that an
alternative gains social value through its association with positively or negatively stereotyped
demographic, socioeconomic, and cultural-ethnic groups. Social value, according to their
framework, is assessed based on a profile of choice imagery.

Intaranootpinboon (2022) demonstrated that perceived value plays a critical role
in influencing condominium purchase intentions in Bangkok. Yao et al. (2024) reported
that perceived economic value, perceived psychological value (PPV), perceived emaotional
value, and perceived functional value have positive and statistically significant impact on
house purchase intention among Chinese residents. Based on these findings, the following
hypothesis is proposed:

H1: Perceived value has an influence on intention to purchase condominiums in

Thailand among Myanmar customers.

Content Marketing

Content marketing has been widely recognized as a strategic approach to
engaging target audiences through the creation and dissemination of valuable and relevant
content. According to Rowley (2008), content marketing involves the deliberate development
and distribution of meaningful content aimed at attracting and retaining a clearly defined

audience. Wang et al. (2017, pp. 1-2) further define content marketing as “creating, distributing
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and sharing relevant, compelling, and timely content to engage customers at the appropriate
point in their buying consideration processes, such that it encourages them to convert to a
business building outcome”. Pulizzi (2012) emphasized that content marketing is both an
economic and marketing process, where in valuable and attractive content is systematically
produced and disseminated to drive consumer engagement. In essence, content marketing
seeks to attract a targeted audience by consistently delivering content that is rich in value
and relevance across multiple channels (Goncalves & Rosinha, 2023). Bu et al. (2020) identify
four dimensions of content marketing: content information, content entertainment, social
interaction, and self-expression.

Condominium firms use a range of content marketing channels, including social
media platforms, blogs, and online property listings, to effectively engage with prospect
Myanmar customers. These digital platforms enable firms to deliver personalized content,
such as virtual property tours, property comparisons, and expert insights, which collectively
build trust and reduce the perceived risks associated with investing in an international real
estate market. Research studies on digital marketing underscores that delivering targeted
and contextual content throughout the various stages of the buyer’s journey significantly
enhances consumer engagement and support more informed decision-making (Smart et
al., 2019). Content marketing often extends beyond the mere technical specifications of
a product, offering information that is essential for customers to derive maximum value
from their purchase (Rowley, 2008). The rational appeal of information content not only
enhances the visibility and popularity of social media messages but also play a pivotal
role in fostering deeper customer engagement (Swani et al., 2017). Content Entertainment
is equally influential in shaping consumer behavior, often incorporating astonishing facts,
emotional appeals, emoticons, and humor to captivate audiences (Saenger & Song, 2019).
Such content is designed to elicit emotional responses, creating enjoyable and engaging
experiences that evoke positive sentiments and foster a sense of warmth among viewers
(Dolan et al.,, 2019). Moreover, entertainment deepens user engagement by aligning with
individual preferences, and leveraging interactive platforms that empower users to express
their opinions (Swani et al., 2017).

Social interaction content emphasizes customer engagement by addressing
customers’ interests and preferences. In this context, customer engagement on social
media is defined as the degree to which customers actively participate on these platforms
(Guesalaga, 2016). Encouraging interactive behavior, such as commenting, participating
in polls, and sharing stories, helps cultivate a sense of community and strengthens
customer relationships. Additionally, self-expression in content marketing enables consumers
to share their identities through user-generated content and personalized experiences. This
not only boosts engagement but also enhances brand loyalty by making customers feel

recognized and valued (Pulizzi, 2012). By aligning content strategies with opportunities for
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consumer self-expression, businesses can foster deeper emotional connections and inspire
brand advocacy.

Research by Dalbosco et al. (2021) showed that information content significantly
influences purchase intention when presented to consumers during the residential real
estate purchasing process. In the context of condominiums, such content plays a critical
role in shaping decision-making by offering comprehensive property detailed details, market
insights, and legal guidance tailored to the specific needs of potential buyers (Smart et al,,
2019). Similarly, Al-Gasawneh et al. (2023) found that visual social media marketing
comprising informative, entertainment, and remunerative content, positively affects consumer
purchase intentions within Jordanian real estate enterprises. Rahman and AkhmadSaufi (2024)
also reported that content marketing positively and significantly influences on consumers’
interest in purchasing homes. Thus, the following hypothesis is proposed:

H2: Content marketing has an influence on intention to purchase condominiums

in Thailand among Myanmar customers.

Marketing Mix (4Ps)

The marketing mix is a foundational model in marketing that outlines the key ele-
ments involved in marketing a product or service. Kotler and Armstrong (2016) defined the
marketing mix as “the set of tactical marketing tools that the firm blends to produce the
response it wants in the target market”. The concept was originally introduced by McCarthy
(1960) as the 4Ps framework, comprising product, price, place, and promotion. Each element
of the marketing mix plays a distinct role in shaping consumer behavior and market outcomes.
Product refers to the item or service being offered, encompassing its features, quality, benefits
and variety. By focusing on these attributes, companies can develop high quality products
that meet customer needs. Price involves the cost of the product, including pricing strategies,
product lines, discounts, and payment methods. Competitive pricing can enhance market
positioning and customer appeal. Place refers to the distribution channels and locations
through which the product is made available to consumers. Effective placement ensures
product accessibility and convenience for the target market. Promotion encompasses the
communication strategies used to inform and persuade customers, including personal selling,
direct marketing, public relations, sales promotions, and sponsorship. Promotion enables
companies to effectively convey the value of their products to consumers.

Lei (2017) investigated the factors influencing Chinese customers’ decision to
purchase residential condominiums in Bangkok and found that price, location, and promotion
strategies significantly affect their purchase behavior. Similarly, Wuthipong (2023) reported
that product attributes and promotion efforts positively influence the purchase behavior
of pre-owned condominium buyers. In a more recent study, Thaldumrong (2024) identified

a broader range of influential factors, including location, functionality, cost, safety, scenic
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surroundings, available facilities, projected property value growth, physical condition,
and construction quality, all of which impact Chinese consumers’ decisions to purchase
condominiums for residential purposes in Thailand. Thus, the following hypothesis is
proposed:

H3: Marketing mix (4Ps) has an influence on intention to purchase condominiums

in Thailand among Myanmar customers.

Figure 1

Conceptual Framework

Perceived Value
- Functional Value (Quality)
- Functional Value (Quality)
- Emotional Value

- Social Value

Content Marketing H1
- Information H2 .
Entertainment > Purchase Intention

- Social interaction

- Self-expression H3

Marketing Mix (4Ps)
- Product
- Price
- Place

- Promotion

Research Methodology

The research focuses on Myanmar customers who intend to purchase
condominiums within the Thai real estate market. The quantitative research methodology
is applied to systematically collect and analyze data to identify the factors influencing
purchase intention among Myanmar customers. The population of the research comprises
Myanmar nationals who have an intention to invest in condominiums in Thailand. Due to
the indeterminate size of population, the sample size is calculated using Taro Yamane

formula (1967), which is widely recognized for its applicability in situation where the total
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population is unknown. The sample size of this study is 400. A structured questionnaire is
composed of collecting via online questionnaire using purposive and convenience sampling
techniques. The questionnaire is divided into 5 parts. The screening question is employed to
ensure that all respondents are of Myanmar nationality. Part 1 collects demographic profile
of the respondents, including gender, age, income level, and education background. Part
2 is perceived value in the context of condominium purchase intention. Part 3 explore the
content marketing and part 4 examines the influences of the marketing mix (4Ps), including
products, price, place, and promotion. Part 5 focuses on measuring the respondents’ purchase
intention. Part 2 to part 5 applies the five-point Likert scales: 5 (strongly agree) to 1 (strongly
disagree). Perceived value comprising of 4 variables; functional value (quality), functional
value (price), emotional value, and social value. The item statements of perceived value are
17 item statements. Content marketing contains 4 variables, including content information,
content entertainment, content social interaction, and content self-expression. The item
statements of content marketing are 19 item statements. Marketing Mix (4Ps) comprises 4
variables: product, price, place, and promotion. There are 23 item statements for Marketing
Mix (4Ps). The purchase intention variable consists of three-item statements.

Descriptive statistics and multiple linear regression analysis were employed.
Descriptive statistics was applied to summarize the demographic characteristics of the
respondents. Multiple linear regression analysis was conducted to examine to which
independent variables significantly influenced the respondents’ intention to purchase

condominiums in the Thai real estate market among Myanmar customers.

Research Results

A total of 400 questionnaires were collected for the study. The majority of
respondents were aged between 20 and 29 age, accounting for 64.5%. The second largest
age comprised individuals aged 30 to 39, representing 19.5%. Most of the respondents were
male, constituting of 76.1%. The findings indicated that majority of respondents were either
college students and business owners (74%), with 70% reporting a monthly income up to
50,000 THB. Regarding residency, 59.4% Myanmar respondents were residing in Thailand,
while the remaining 40.6% were living in Myanmar.

The majority of respondents expressed a preference for purchasing
condominiums located in Bangkok (79.8%), with the most favored price range between
1 million and 3 million baht (58.4%). One-bedroom units were the most commonly selected
type, accounting for 38.4% of responses, followed by two-bedroom units at 30.3%. In terms
of communication preference, photos (54.9%) and videos (37.9%) were identified as the
most effective channels. Respondents primarily sought information about condominiums
through social media platform (48.0%) and condominium agents (42.1%). The most desired

facilities within a condominium was swimming pool (45.3%). Regarding payment
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preferences, 68.7% of respondents indicated a preference for full payment, while 31.3%
opted for installment plans.

Regarding functional value (quality), the overall quality of building materials received
the highest mean score of 4.54. In terms of price, competitive pricing of condominiums showed
the highest mean score of 4.29. For emotional value in condominium decision-making, the
sense of personal comfort and happiness, the design and ambiance, and the emotional
reassurance that the condominium would serve as a long-term home for family all shared
a mean score of 4.32. The highest mean score of social value was attributed to living in a
community or neighborhood that shares similar values or social status (4.30).

In the information content, the provision of full details about the condominium
achieved the highest mean score of 4.50, followed by content explaining the surrounding area
(4.47). Among entertainment content, room tour video received the highest score of 4.16.
For social interaction content, the highest-rated item was content that facilitates discussion
or sharing within one’s social circle (4.22). Regarding self-expression content, content that
reflects personal taste and lifestyle preferences received the highest mean score of 4.21.

Within the product dimension, the statement “the overall quality of the
condominium is important to me” received the highest mean score of 4.54. The price construct
showed mean score ranging from 4.17 to 4.27. In terms of place, the location of the condominium
received the highest mean score of 4.38. For promotion, after-sales service was rated
highest (4.40), followed by special offers and discounts, and sale agents’ responsiveness
and provision of updated information (4.16).

As presented in Table 1, the R value indicates a strong positive correlation between
the independent variables and the dependent variable. The R? value of 0.580 suggested
that 58% of the variance in the dependent variable is explained by the model. The adjusted
R? value of 0.567 suggests that after adjusting for the number of predictors, the model still

explains 56.7% of the variance, showing a good model fit.

Table 1
Model Summary of Multiple Regression Analysis on Purchase Intention of Condominiums

in the Thai Market Among Myanmar Customers

R R Square Adjusted R Square Std. Error of the Estimate

.761a .580 567 40425

a. Predictors: (Constant), Product, Place, Functional Value, Price, Content Social
Interaction, Content Information, Promotion, Social Value, Price, Content Self-Expression,

Emotional Value, Content Entertainment, Functional Value Quality
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Table 2 presents the analysis of variance (ANOVA) results for the regression model.
It shows that the model is statistically significant, as indicated by the F-value of 45.188 and
a p-value less than .001 level. This means that the set of independent variables collectively

explains a significant portion of the variance in the dependent variable.

Table 2
Regression Analysis of the Model on Purchase Intention of Condominiums in the Thai Market

among Myanmar Customers

Sum of Squares df Mean Square F Sig.
Regression 88.617 12 7.385 45.188 <.001°
Residual 64.224 393 163
Total 152.841 405

a. Dependent Variable: Purchase Intention

b. Predictors: (Constant), Product, Place, Functional Value Price, Content Social

Interaction, Content Information, Promotion, Social Value, Price, Content

Self-Expression, Emotional Value, Content Entertainment, Functional Value Quality

Table 3 showed the results of the regression analysis examining the influence
of perceived value, content marketing, and the marketing mix (4Ps) on the intention to
purchase condominiums in the Thai market among Myanmar customers. Prior to interpreting
the effects of the independent variables, it is essential to assess potential multicollinearity
issues. The results indicated that all Variance Inflation Factor (VIF) values are below the
commonly accepted threshold of 5, suggesting that the predictors are not highly correlated
with one another. Additionally, all Tolerance value exceed 0.2, further confirming the
absence of multicollinearity concerns. These findings support the model fit and its suitability
for the data collected.

The findings in Table 3 indicate that functional (quality) has a statistically significant
influence on purchase intention, with a negative coefficient (B = -0.182, p < .050). Social value
also demonstrates a significant positive effect on purchase intention (B = 0.263, p <.001).
Within the content marketing dimension, three components show significant relationships
with purchase intention: content information (B = 0.732, p <.001), content entertainment
(B = 0.622, p <.001), and content social interaction (B = -0.330, p <.001) which exhibits a
significant negative effect (B = -0.330, p <.001). Among the elements of the marketing mix

(4Ps), only promotion is found to significantly influence purchase intention, with a negative
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coefficient (B = -0.541, P < .018). Based on these results, the multiple linear regression

equation can be expressed as follows:
Y =1.662-.182X +.263X_ +.732 X +.622 X _-.330 X -.541 X
FQ Y CIN CE c PR

Table 3
Multiple Linear Regression Analysis Results

Unstandardized | Std. |Standardized Collinearity
Coefficients B |Error | Coefficients t Sig. | Statistics | VIF
Beta Tolerance
(Constant) 1.662 .356 4.663**%<.001
Functional Value -.182 .093 -.157 -1.943*1.050 203 |4.925
Quality (XFQ)
Functional Value 107 .060 114 1.784 |.075 263 [3.808
Price (X_)
Emotional Value (XEV) .027 .065 .027 410 |.682 .248  14.030
Social Value (st) 263 .061 .248 4.319%%<.001] .325 [3.073
Content Information 732 .075 517 9.779**%<.001] .383 |2.612
(XCIN)
Content 622 .084 597 7.421%%<.001] .205 |4.948
Entertainment (X )
Content Social -.330 .083 -.310 -3.956**1<.001 214 |4.746
Interaction (X )
Content Self- .024 .064 .027 375 |.708| .205 |4.888
Expression (XCS)
Product (XPD) -011 .098 -.007 =117 1.907 281  [3.564
Price (Xp‘) 015 072 .012 203 |.839| 317 |3.155
Place (XPL) -.052 .059 -.048 -.885 |.377 363 2.757
Promotion (XPR) -.541 .078 -.439 -6.970*%<.018] .269 |3.716

a. Dependent Variable: Purchase Intention

*, *** Significantly influenced at the 0.05 and 0.001 levels, respectively.

Research Conclusion
The majority of respondents were aged between 20 and 29 years (64.5%) and
predominantly male (76.1%), with a monthly income up to 50,000 THB (70%). Most

participants were college students currently residing in Thailand (59.4%). In terms of
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purchasing preferences, respondents favored one-bedroom condominium units (38.4%)
located in Bangkok (79.8%), within a price range of 1 to 3 million baht (58.4%), and preferred
to make full payment (31.3%). Regarding information sources, social media was the most
commonly used platform for searching condominium-related information (48.0%), with video
content being the most preferred format (54.9%) The most desired facility in a condominium
was a swimming pool (45.3%).

The average mean scores for perceived value dimensions were as follows: functional
value (quality) = 4.27, functional value (price) = 4.20, emotional value = 4.29, and social
value = 4.22. For content marketing sub-factors, the average mean scores were: information
content = 4.34, content entertainment = 4.02, content social interaction = 4.08, and
content self-expression = 4.12. In terms of marketing mix (4Ps), the average mean scores
were: product = 4.24, price = 4.23, place = 4.17, and promotion = 4.18.

The results of the multiple linear regression analysis indicated that functional
value (quality), social value, content information, content entertainment, content social
interaction, and promotion had a statistically significant influence on intention to purchase

condominiums in Thai market among Myanmar customers.

Research Discussion

The findings of this study revealed that functional value (quality) significantly
influences the intention to purchase condominiums in the Thai market among Myanmar
customers. This result aligns with previous research by Yanti and Astuti (2003), and Yao et al.
(2024), which demonstrated that perceived functional value (quality) has a notable impact
on real estate purchase decisions. Furthermore, the significant of perceived social value on
purchase intention is consistent with Yun and Evangelou (2016) findings, which indicated that
the social value associated with homeownership pays a critical role in shaping its desirability
in the US real estate market.

Although this study found that functional value of price did not have a significant
influence on the condominium purchase intention of Myanmar consumers in Thailand. This
result contrasts with several previous studies. For instance, Montvydaite (2024) reported
a significant impact of housing prices on Lithuanian consumers’ intentions to buy or build
a home. Intaranootpinboon’s (2022) and Yao et al. (2024) suggested that perceived value
(price) plays a significant role in shaping real estate purchase intentions. However, the present
finding aligns with Wuthipong (2023), who also found that price had no significant effect on
the purchase behavior of pre-owned condominium buyers.

The study also revealed that perceived emotional value did not significantly
influence condominium purchase intention among Myanmar consumers in Thailand. This
finding is contradicted with the result of Yao et al. (2024) that reported a significant positive

relationship between emotional value and house purchase intention. Likewise, Subasinghe
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and Weerasiri (2024) found that emotional appeals significantly influenced purchase intentions
in Sri Lanka’s real estate sector. Conversely, the findings of Pondaag et al. (2019) support
the current study, indicating that emotional buying motives do not significantly affect the
purchase of subsidized housing. Similarly, Hoe et al. (2018) concluded that emotional value
had an insignificant effect on customer purchase intentions in the residential property market.
Regarding the content marketing variable, the components of content information, content
entertainment, and content social interaction were found to have a significant influence on
the condominium purchase intentions of Myanmar consumers in Thailand. These findings
are consistent with the previous studies by Al-Gasawneh et al. (2023), Dalbosco et al. (2021)
and Smart et al. (2019), which also reported significant impacts of these content marketing
elements on real estate purchase intentions,

Among the elements of the marketing mix (4ps), promotion is the only factor found

to significantly influence the condominium purchase intentions of Myanmar nationals in
Thailand. This finding aligns with the studies of Lei (2017) and Wuthipong (2023). It contrast,
the remaining three components - product, price, and place - were found to have no
significant impact on purchase intention in this context. This result is consistent with nun
23504 W0NUIU (2565) study, which reported that product, price, and place did not significantly
affect the intention to purchase condominiums along the Bangkok’s MRT blue line.
The lack of significance for the product factor contrasts with the research findings of Bangbon
et al. (2021), Pungnirund (2016) and Wuthipong (2023), who reported a significant influence
of product on condominium purchase intention. However, Lei’s (2017) research on Chinese
consumers’ residential condominium purchase decisions in Bangkok found that product
had no significant effect.

Although several researchers (e.g., Bangbon et al.,, 2021; Lei, 2017; Rachmawati et
al.,, 2019; Thaldumrong, 2024) have identified price as a significant determination of real
estate purchase intention, the study found that price did not significantly influence the
condominium purchase intentions of Myanmar nationals in Thailand. This finding is
supported by Pungnirund (2016), who also reported no significant effect of price on
condominium purchase decisions in Bangkok and by Shinasharkey and Wattanasiri (2024),
who found a similar lack of significance in the broader Thai real estate market.

Finally, the study revealed that place had no significant influence on the
condominium purchase intentions of Myanmar nationals in Thailand. This finding differs from
those of previous researchers (e.g., Bangbon et al., 2021; Pungnirund, 2016; Rachmawati et
al,, 2019; Shinasharkey and Wattanasiri, 2024; Thaldumrong, 2024). who reported a significant
impact of place. However, it is consistent with Wuthipong (2023), who found that place did

not affect the purchase behavior of pre-owned condominium buyers.
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Research Recommendation

The findings suggest that condominium developers should prioritize enhancing
the quality of their properties to stimulate demand among prospective Myanmar buyers in
Thailand. Social value, shaped by peer recommendations, community appeal, and customer
testimonials, plays a critical role, highlighting the collective nature of decision-making
within the Myanmar community. Encouraging current residents to share positive
experiences through social media platforms and online reviews can significantly strengthen
trust and credibility. Therefore, developers are advised to strike a balance between delivering
high-quality, tangible features, and social incentives to create a compelling value preposition
that resonates with this target customers.

The significant influence of digital platforms on Myanmar prospective buyers
highlights the critical need for a strong online presence. This includes targeted social media
campaigns, comprehensive property listing websites, and engaging advertisements. Content
marketing has emerged as a key driver of customer engagement and purchase intention,
with several strategies proving particularly effective. One of the primary functions of content
marketing is to shape customer behavior and expedite the decision-making process among
Myanmar buyers in the Thai Condominium market.

Given that Myanmar prospects respond positively to transparent and informative
content, developers should focus on building trust and facilitating well-informed decisions.
Emphasis should be placed on providing detailed property descriptions, transparent pricing
structure, and visually engaging formats such as virtual tours and infographics. These tools
not only make property exploration more accessible and appealing but also effectively
highlight the unique features of each development.

By delivering targeted, relevant, and informative content through digital channels,
developers can engage potential buyers, reduce uncertainty, and guide them through
the complexities of property investment in Thailand. Furthermore, the legal complexities
associated with property ownership in Thailand, particularly for foreign buyers, underscore the
importance of educational content. Condominium firms should incorporate of comprehensive
guides and articles into Thai property laws, investment procedures, and financing options.
Addressing these concerns positions developers as trusted advisors, capable of guiding
Myanmar buyers through the legal landscape and positively influencing their purchase
decisions.

Moreover, the data indicates that engaging content, such as videos and interactive
tools, positively influences purchase intention. Consequently, developers should invest in
creating entertaining and memorable marketing experiences to differentiate themselves in
a competitive landscape. Social interaction features, including customer testimonials, peer
recommendations, and discussion forums, were found to foster trust and cultivate a sense

of community among prospective buyers. These findings underscore the importance of
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integrating social engagement and interactive content to meet the expectations of Myanmar
consumers and maintain their interest. Businesses should also tailor social interaction tools
to align with buyer preferences. While features such as interactive forums and live Q&A
sessions can enhance community engagement, they should be carefully moderated and
supported by expert input to prevent information overload and confusion among potential
buyers. By aligning marketing strategies with these data-driven insights, developers can more
effectively address the priorities of Myanmar buyers and enhance their purchase intentions
within Thailand’s condominium market.

Promotional strategies, particularly those involving after-sales services and visually
engaging campaigns, have proven vital for maintaining customer trust and satisfaction. These
findings underscore the importance of embedding customer-centric approaches across
all tools of marketing communication. Promotions that emphasize product quality and
detailed property features are especially effective in fostering trust and encouraging buyer
engagement. To effectively reach prospective Myanmar buyers, developers should leverage
platforms such as Facebook and property listing websites, with a focus on content that
appeals to entertainment preference and a sense of social belongings. Moreover, promotional
efforts must be data-driven and strategically designed to avoid perceptions of insincerity or
marketing fatigue. A well-calibrated promotional strategy not only enhances brand credibility
but also sustains long-term customer interest in a competitive real estate market.

The study’s focus on Myanmar buyers in Thailand presents a limitation in terms
of the generalizability of its findings to other nationalities or real estate markets. Future
research could broaden the scope by including buyers from diverse geographic and cultural
backerounds, thereby enhancing the applicability of the results. Additionally, employing
alternative data collection methods may help mitigate potential biases and improve the
robustness of the findings. Further investigation into how specific factors influence purchase
intention and customer satisfaction across different real estate contexts could yield deeper,

and more actionable insights for both scholars and practitioners.
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AdAeY: I B NIEUIUNIT DMAIC Jalinnain ona1suiesn nMsUsuusnmnI

Abstract

The preparation of outgoing documents is a critical process in business operations,
especially in organizations that regularly send documents to customers, service providers, or
other agencies. Errors in outgoing documents can affect customer relationships and result in
financial losses. The application of Six Sigma principles can help reduce errors and improve
the efficiency of document preparation processes. This article is the result of a case study
conducted with a private company in the maritime transportation sector. This article aims
to study the application of Six Sigma principles to reduce errors in the outgoing document
preparation process by using the DMAIC framework. The study begins by identifying
problems that occur in the preparation of outgoing documents, such as errors in customer
data entry or incorrect printing of important documents. Then, Six Sigma tools such as
Pareto Charts, Fishbone Diagrams, and Control Charts are used to analyze the causes and
identify methods for process improvement. The study results show that the application of
Six Sigma significantly reduced errors in the outgoing document preparation process, reducing
the error rate by 40% within one month after implementation. Additionally, the document

preparation process became faster and more efficient, leading to more continuous business
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operations and substantial reductions in costs associated with error correction. The findings
of this research can be applied to organizations that prepare outgoing documents in order

to improve process efficiency and reduce errors that may occur in their operations.

Keywords: Six Sigma, DMAIC Process, Errors, Outgoing Documents, Quality Improvement

umin

sstavudmamzaifunildugsiafiiniswdsugannlutegiu desmnnssudemi
ansnsesfuUTinadusvuelvglusuuiidnimsvudsnedy o vlnduindenideudmiu
nsruAsALFsEieUsse agndlsfinnn anuthmeddylugraminsudl fe n1sdanisienans
Afeades Wy Tuwudud Tususes wasionansiisniseng 9 fAdesmsanuasudn gnées way
9051 mdamsatvEedeRawanalumsdiiunisienans enadwmalrinnsuudsendn delsiidies
wigsalidnelunsuiluenans uddsdssansznusionudesiuvesgniuasiusiingynagsia
msdanisenansTiasuiiunassandududsdfaiiastglinisaudaduliegaiivszsdnsam
Snadsthsanalidnefiannmautluenasviesuiuiienafstunnaruadt fedu fuszney
nslugshvudmansiaiafedinnudifylunmumuissdidunsFesenansegisianuuas
fusgansam ielvinisuisdulunainiidululfedredeiowuarasismufionelaliurignd
(odysin WAl waziudal yuwiden, 2567)

nsdveendudegsarmnynduariusyAvsnmdy liiftesusiduegfussuumaouds
fifusgamamindy widieananisinnisenansdseaniigniesuazasudaudngae tonans
deoonilvnzaunazgnaeshiiousdiglrnszuiunsvudaduluognesuiu uidannsoanany
dosnanulianaafienafistusziens mnenansdsoniifefianana videlinsuiu erawily
grrwandlunisdadudn Feazdmansenusionauavdunulaiafndogiamnn uns $ieau uay
ALY, 2567)ImEJLawwﬂw’ﬁunmLLazé’unuﬁLﬁuﬁu Usgnisusn mnwenansligniesvieldasudou
wiliAnanuailunsnseaeuanmhsnuiiieades wu Aanns deerahliduignsziu
nsdoan demalilianansadsmevaumlrifugnéldmuimunna dsorathlugnsdesiy
Lﬁ?iaaﬂ’ul,t,axmmﬁqwa‘lamﬂgﬂﬁ'] (NSUNSARSUSEINA, 2564)

WnAa A Fnd nun (Lean Six Sigma) iunuamnslumsuiuugenssuaumsvhauiinay
ndnmsves Lean Sasjutiumsanaugaailunndunsuresnszuiumsiu Six Sigma Atunis
andeRanaInkazAULUTUTILNUNTIATzideyadsat Ao s dusy uy uuARiFmnyan
ogsBslunsudludlamenumsdanisienansdieen Fadunszuaunisitfesnsnnugnéios utugh
wazndunsldoganni luuiunvesnsdinuni faduuidmensudunsvudsmaneia wuh
UitmUszautiygmnisiavienansdieeniidudeu fdefanaindenn wu mansendeyalsiasudau
anuadlunsdandemenars wartunounisvheuilidnny dwalifnanuadlunisinds
duA Tadsnulifianelavesgnen i‘]gymméwﬁdaﬂwqjmmnﬂismumiv‘hmuﬁhjﬁmmgm
PATFUUATIIABUALAM Uaziinnunlsusugslunsastuneu wanafidenlduudedy nd
Fnan TusmiAded Adelfaunsninnsiamguosymesnaiiuszuu waeiuuiBnieyhaudid

1123



s

01sa1sgnsUSAAU Uil et 2TUT 0 NINYIAY - AUBBY wEDR

Uszansnmanntu Tneiamznsifieiesiie DMAIC (Define, Measure, Analyze Improve, Control)
Feaenndosfudnuazresdymilunsdfnumildidomandoianain Wwauuiug uageuau
AMANTBINIEUILNSIAenarsegnlussuy

Sy wnAnuasiedesiiovasiu dnd Gnun Sefletumneauiuuiunesisvaudmmsia
fsruunuenanaduiladdguesnmadiiugsie uaramnsatieiaiuaindanuaansaluns
wsduldoenadstu fadu meATeilFajwsrndldunndu Snd Snn lunsimseiuasyiulss
nszuumsiaviienasaseen Insendmsiinzideyadsadiledumtaunnses wionaaus
wnmemsiaegaduszuy WelfinUssavsammsyey annugala uazadeyariia
Tifunsguiumsieu suasiludnisenssdvaasgiunisianisienansdeentiiausings
usiugh waganunsaaiselfiusulunmsudaduegiadsdu

AININNTITY A LWIAREU BT Fnun anansadliedTulsnssuIuNMsIninenalsdeen
YosgInIvUdImImzialiegals

NSAULUIAAIUNNSIRY

Al 1
nsoUKUIANTUNITITE
Funoui 1 Funouit 2 HadWSTiAANTe
AnvdumeunszuIums Anwrteymlunisdnimi (Expected Outcomes)
lunsdosinenans | | enEnsvudddud | g UduUsauaiiia
w1080 lnen1suszandly VYDIUNUNYIDDN UseAnSnIn NIZUIUNTT
Fne Fnan IAVNNDNAITVDILNUN
21990

U addin WA warAuAdl wunden (2567)

n93enfaildunsfinuuumenisiminenansuudsduveaununionansisen nsdl
Anuuiemituszneugsiadseondudwimidudminvays Tneldndnns Six Sigma ieEusu
nsruauMsUulgduneumshauiliduiulunssuiunsesnly mssutumeunisvineu
dhdheduiousendane vieusanulunisiieu msdedduanulmilingan wagnisuiuuss
Fnsvhau vieassgunsaivagliinuldiedy Iaenedestuanmguostiymnisdsonniia
Auath wazderusulunsmsdseanluiminvays

1. mafnwduneunszurumslunisiaviienaisoen laensuszgndld Six Sigma
({uneuit 1)

Tutumeuusnuesnisite wasfnwtumeunszurunsilflunsdaviionansvosunun
y1een Tagmsuszgndliuuafnues Six Sigma deastisssyiymmiedeianarslunszuiunis

124 :



SUTHIPARITHAT JOURNAL Vol. 39 No. 3 July - September 2025

ety wazdrelumaiauunmensinuitaunmgean lesjmidsinszuiunmsdaitenas
fruusiuduasivszavsamaniu

2. miﬁnm{‘]zgmﬁLﬁ@%ﬂ‘i;ﬂﬁﬁf@ﬁﬁLaﬂmimuaiaf?mﬁwmLquﬂmaaﬂ (Fumeud 2)

Fumeudaly fo msdnudymndeglassaiiiatulunisiniienansuudsdud wu
fofiawanslunisnsendeya tenansiilaiauysal videmsadlunisdnviienans damdniasgn
sryuazihsmiesgiifomismsuilyiifiussansam

3. MaUFuduainUssAvsnmnsyurunsdaiienans (Funoud 3)

fumeugaine Ao nsUfulsasiauInTUIUNIIRThLonasvesuHUN BN
UsgAnsnmanndstu Taensdssandldnannnisineiluaesdunounsn wu nslémelulad
nsantumeuilaisuiy videmsiiuinwelviiuyaains miﬂ%’uﬂgaﬁazﬁhaam%’aﬂmwmm’tumi
Favienansuazifinszansamlunszuiunisvudsdudn

IgUIEaAN1sITY

1. wlefnudunsunszuiunislunisdniienasvesunununeenyamgia

2. ieAnudmlunsdarinenatsvudiduivesununoannimela

3. ilovuuamslunmsufulgeussansamnszuaunisinvienasuesununyieen
maeta tnensuseendsng Fnun

uudAauazassUNssuTiAEatas

F3dulfimdnnns DMAIC wes Six Sigma Ao nszurumslilunIsUSuysaassiamn
aunmlunszuaunsiinu aldlunsinuiBes nsUszgnd@ng dnan Lileandeiiomaalunis
Fovienansvneen lagUsenause 5 suneu Ae Define, Measure, Analyze, Improve, Control
ausazdumeudiseasidon il

1. Define (Mstuntlam) Funsuusnlunside fo namuadymvieingusvasd
figesnausuusdlunszuaumaenansdween desileflliludunout 1Wun Excel (fofasuidou
Foyauazununs) Fetaeliiannsassytaymusznsevnuiifededldodisdnay

o

2. Measure (M33na) duneuiiaes Ae nstivdeyaiiefiunszuaunsifegluilagdy
wu naniflilunisdweenionansviedefiananaiiialu nsmmsla (Pareto Chart) uirdosile
Alilunsuanstoyauazseylymmdniidesldiunisudly

3. Analyze (M3As i) Tunoutl Ao MnsgideyanTIUsIIeavnYesiam
vieguassaiiintu Wy aumgiviliAeaudivietofionain wisalledlld #un Fishbone
Diagram (Ishikawa) Sstelunsszyanmamanvesiyymiinunisuanmaluuuuuvesianguazsa

4. Improve (M3U3uUsY) Tumeuihjutiuniseonuuunieusudgsnszuaumsliituie
uiludiymiiny Tnewdastioflilutunout Ao unuglinislva (Process Flow) Ssthelumsesniuy
nszvumslmififiussavsnmuazanaududeulunisdsesnienans

5. Control (M3muAw) Sumeugatie Ae MsfinmuuazauauNIEUINNSTILESUNS
Usuugaitelidulahdymitieefeiuaglinduandn wiesfleflflutuneut] o Check Sheet
(unsraas) Felilunsmsreaeunaramunszuiunsiiteliilailduadndnuiidesnis

1125



s

01sa1sgnsUSAAU Uil et 2TUT 0 NINYIAY - AUBBY wEDR

ATeRetes a1 Sunsuau uasame (2566) wuin Ml Six Sigma TunisuFuuse
nsTUIUMSIANsENaTTtisannanIsAuenansifes ity Tnsnmzdensinfuenans
#sunausudgelifsndeunavannsodumlfhetuiussuuiava fshsandefiananalumsia
Wuuasshlsinisuimsdssnauiiussannmmannau mslénszuauns DMAIC faeufilymilagsu
uazisszavsamluszazenilumseununszuaunsinmsionanslussdnsninig daduuuams
fanunsnanuszgndlfidunsouuudnlumsifendsd feusuusnssuaunsinvienaisaseen
yesmAnTU Memslaszitameadussuy dutunsandefionatn Wiumung uas
ahanmsguidaailunszuiumsiny

9350 3113 waguduias dniieydies (2565) wui Six Sigma ausausulnsdanis
lnanshavialuismmaluladasaumaldlasandeianaialunsdaivioya Wuanualums
Fumdoya uazdeliniadniseyaddnyrhlfsnduazusiug msuiuuitefulssansnm
lumsihau ananueseaveIntnny wasyihlruidnaunsasessunisidulavesteyaluouian
Aty Feannsolfidunsounmnslunsidondsd Tunsuszendlduumues six Sigma Lite
UiuUsnszuaunsiansienansaseenlugsiavudmimeia InesjatunisandoRianann e
sndlumsiindedeya uaziiaszavsnmlunisvhauvesyaainslunssuiunsienansegnadu
JUU

AafdnA Tane (2557) TuduresUszansam (Efficiency) Six Sigma Yeliiesdnsananse
andunuldegnadugusssu Tasmsanveads aanafigyian uasaanisvhaugidou mstidn
AunssuilinelfiAnyad (Non-value-added Activities) ¥lsinsnennssionssnu nan uayan
gldognsduannndy dnlufuresssdndua (Effectiveness) Six Sigma suitfufinisussq
Wmneveanssuiunisidegnsgndesuasudugn Wy anugniesesteyalutenans aAnuiianala
v09gnAn viiesveznandlididuns Ssduduiiind nssuiunsmeuingUsrasdlifiedn
msdszgnild Six Sigma Seanunsadaslisinsliidiosandunu uddsaunsnenszdugunn
yosuinmaniendndasidodwioilonarddu nseuuimiufnveinisiteifoguuiugu
Y8IN3UTTYNALEUUIAA Six Sigma WieuiuUsyansnm (Efficiency) agUszansna (Effectiveness)
lunszuiunisdniienansdseenvesgsiavudimanegia Taegudunisanaiugyiuaiuas
Fofinmaalunszurunsvhauriunislfiadesiio DMAIC (Define, Measure, Analyze, Improve,
Control) dsthelfanunsnszydam Tasziannn wagnaumaudluldediaduseuy vl
nszvIuMsaglasun1suTulslvianunsaneuauewsialMINemMUALNY 181 LALAMNINTDUBNENS
1T Vil sddunuiieumng gnies wazadarnufiswelaliuignén wieuradudnea
anansalunisudsduvesesdnslussesend

waalunsidenliuuafndu 8nd Snan iuefesdielumsiinneideyasmiuuidmeny
Frumsvudsmamsialuade] dewnnnmuiteriounthdnduginssgndliuudadenariluuiun
yoslsmeung 83dninesy Mieuiniumaluladansaune vuzinniwAndu Snd Snan
wlfussiaudmmeiadaiunngegluadinmadeudneiin cadeididitmnededud
Y0311INaN7 UaznTRARUATIINEANTaARTRaN1SUTUURINsTUIUNslun AT TUds
mmziaegrnlugusssy

126 :



SUTHIPARITHAT JOURNAL Vol. 39 No. 3 July - September 2025

Wanliun13ide

ginsidelanunusadeyasendu 2 dasnan Taenisihnisdudin nisitudeya
AUNAT WAzAURANEIAYBIENA1SNSAIBEN lnswusdeyaneun1susuustludsungAIniey
WA, 2567 wazdoyandslsuusdluiousuinny w.e. 2567

1. maiusiusndeyanirauny (Field Data) 3deilufiiusiuniudeyadmenues lng
msvhmstuiinnsiivdeyadiunat wavanuianainlunisfddeyaiusyuunsyhauluuiy
Tudhuveununsdndadud (Delivery Plan) Tuffufiuve (Packing List) luwdawil (Commercial
Invoice) Tunsds (Bill of Lading) Tuvududuiesn Faust 1-30 neAdnew W 2567 1Huna
30 Tu

2. gvhnsidevinstuiinuaziiudoyanunan anuRanaialunisfddeyaiuszuy
nsvirusuundludiuvesinunisindsdua (Delivery Plan) lufifuiiusie (Packing List)
Tuudanil (Commercial Invoice) Tunsnds Bill of Lading) Tuwu Ailinsusuasussuunsyinu
LAESEUUATAUNALE Saust 130 $uAm WA, 2567 WWunan 30 Tu

3. hnsaitevfoyaveaeungadnieu we. 2567 uviianeideya Taonsliunug
WmimLﬁammaaummﬁmwmwé’amﬂn1§1J%"U‘LJ':;ﬁ'ﬁz‘uunwsﬁNﬂuLLazﬂ%’vﬂgaiswmiamm

Fnsduinetns msguiden Shipment $1uau 30 19m13 luusazdisnan Snguaiiie
Tlsegnaifanumnzaulunsinset Taglfinasianvunvesdneumuies Tnsduiane
#11a 40 ¥ (Standard Dry) uazidonanzluruiifisusemsaumuiniu welvliteyadil
anuasianslunauieuiioy seludunatlunsdifunsuassnudefianan

Brsduiindefianatn Fuanmevinedonunsdunsuinugainueuianarsluenas
Wielsiii (Agent) swdiunnsudla Mnntertuiinsenmsteinnannadumstuiindeinnann
Uszdntu esusalililumsiinneinouduieou

wnaeinstiudeiianain eiansananugnieseslayaluwiazUssinnionars lngiiey
fudeyaddstonngnd (u Sruuuasin) wasdoyannfiuderinaiede Wessygafiaan
\ndou

adaidluniside

mﬁ%’mi%mﬁLﬂi’lsﬁsﬁ'a;gaL%ammuﬂmmﬁ’aaaa 1y Aades (Mean) WiteInszozina
waglunsiuiunsdsoonienans uazaueauusnnsgiu (Standard Deviation: SD) ile¥nAa
wsUsumessEegadanan saanslddesas ileuansdndruvestoyaluusaznguetadmau
uanand Seusvendldunuisanivauazaa (Cause and Effect Diagram e Fishbone Diagram)
Tunsheseitadeiinelidntaymilunssuiunsdaienas lnesidunsmudunewweuuain
du nd Fnan (Lean Six Sigma) loszyuaziinTzignsouvesnszuIunsesaduszuy Suh
Tugmsusuusauaeiinuszansanlunsdniiuny
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Nan133IvBuazafUTIENaA
1. Anwidusunssurunislumsdnienansveausuneenmsta
Tums@nwiBeansuszgnd dnd dnan leandeiiananslumsiniienaisuesn nsdl
Anwnusemitusznougsiedeeandudusiilsuimiavayd §ifuldifususudoyadefianain
wazartluenansdsesn TnegfAnuliinsinulagliisang o Welilddoyauvhnsiinses

De

@

NU

AN 2
NSYUIUNITINYI Nona1aeenlne Ty

SupalAaTINNANINUTENAYAIENY

!

feaLnashignAasdnau " Py
L e ASIVAOUAIINYNFBIVEIDBABTT
AIRARDANAN > 4 v an
PO Unit per Pack gnsiaaviselal
TiuAludeyariui l
A90DLADIIATIUNAR

:

3991 Delivery Plan, Packing List kag Invoice

-

defoyalviviuviluru wagdunuise

fneaweshigndesiniau
vHosRaseand —p | . , , )
WABIANABGNA \ieeen Bill of Lading 3nUseinefunis
L4 ¥ v A
TiuAludeyariui !

nsraaauluvuLay Bill of Lading

.

dewen wazduenanslignAiusemealaienia

9wl 1 $redu ansneiuietuneusing 4 iieadestunisianiseamesaingnéan

Ussnaanemaléidad

1.1 fusaineiangnianUssmaaiens fie Sumeuusn fe masussinesaingnd
fssmavanenns ilelEunsEUIUNSAELAN

1.2 amdeuAugniestesnained visntuariemssaeuifeyalussinaiiin
ligndeavdelal dliignaosazdoaudsgnanliminnisudluiuil euflasBunssuiumsnan lagiame
SruuBusiendes (Unit per Pack) Ingnitesmuiignénsioants

1.3 davainesliifiunan mnoswmeignieuds azdeloyalUlifunanfeFunssuiuns
WAnAuAILAA T
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1.4 999 Delivery Plan, Packing List uag Invoice Wlpdumnanlasaua azfes
v HUN15INES (Delivery Plan) $18n15U53340u91 (Packing List) wagluwdanil (Invoice) dwsu

QUERNERI
1.5 defayalvfiuvihlurunasdunuise nisdstayalviiufigualuvu (Shipping

U
1Y

Documents) wazsunue wleeenly Bill of Lading Fudutenansddnlunisuuds

1.6 nsrvaeulurunas Bill of Lading lunsnsiaaeumugniesesenasieeuls
rioudsoan Taglamzlusuuas Bil of Lading Ignsasnudeyaiildimuali

1.7 desenuazdaenansligniniussimauaneyng ndsannsnsiadeuienasids dudn
wgnasoonuazienansitieidesazgnddliigniuanemaiielyinnsyudaindumsldauysal

2. Anwdgymlunsdainenansvuddufvesununyioanmeaa

2.1 mssrylgmananimnisinutagdu (Define) §Ideldvinistuiindeyaan
Shipment 1w 30 $19M3 LHesaniinansiirlunisfnyifiesaendiou fufuSudendudoya
910 Shipment fil§aunng 1x40" dry Fsiisuusienisaudnse 1 lusuresnwiriu tislideya
Aldfmuaenndesuarliunnsrefumnn §ideidendoyaud 30 Shipment AewhmsUsuussuay
\Fondeyaud 30 Shipment ¥&winn13U3UUT Fausiag Shipment axfinmsandiufinienaisdsesn
fiddeysiuau 5 agne I wnun15dnddudn (Delivery Plan) lurfuiuvie (Packing List)
Tuudand] (Invoice) lumsds (Bill of Lading) luvwdugueen (Export Entry) fetiu $1ususegne
fFlunsfnwinowinisusuussasdiiomn 150 ga (30 Shipment x 5 1onas) uagduauiegs
ﬁ‘lﬁumiﬁﬂwmé’aﬁwmiﬂ%’uﬂqwzﬁﬁwm 150 9 (30 Shipment x 5 Lonans) Wuiy Ssvun
shogndlunsiinwiadsil A 30 Shipment safutenansitauun 150 4 (30 Shipment x 5 BnA"3)
faitotufivmod miumsiereideyadesiunuuuimees Central Limit Theorem fiszyn o
YAfIag eIl 30 mihetuly Msuanuasesdiadsazidlndmauanuasuuuund wilsering
waduaglallduanuauuUnAfan (Singh & Masuku, 2014)

A 3
musyuigueyasenan KPl Anadeiona1iiar? (Delay) uazduauiungadely

20
18 16
16 14
14
12 m Sum of KPI( Minute)
10
s 7 m Sum of nareulfudsannsin
6 ® Sum of nanfiidundull
a
2
0
Bill of Lading  Delivery Invoice Packing List Turu

Plan
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HaNSANY1 NU AnadsreanatlunsiienansdieenusazUssinniBeinunnluies
figvail wnuns¥adsdudn Delivery Plan) TWaanade 20.37 undt luvududuieen (Export Entry)
TWnanade 15.97 il lunsnds Bill of Lading) THhanade 8.33 wit Tuwdawil (Invoice) Haan
way 7.57 udl warluffuiiuvie (Packing List) Wiianiade 6.60 undi

=
M19199 1
HAANSN 1T TATILYA UMDY T I T UL TFINYIN I NONT I 5081

Descriptive Statistics

Mean Std. Deviation
Delivery Plan 20.3667 5.66589
Packing List 6.6000 2.15918
Invoice 7.5667 1.81342
Bill of Lading 8.3333 2.29442

IUUAIBENA (n) = 30 Shipment

nanTATzRdsuarddssuwmnesu IneFeadduannluvmiios wuin faus
Delivery Plan Whanadeuniign (Auadegeanil 20.3667) Gaandvidiuin wonansdsosnvinild
naAavievhununnndulsay 9 Ineslanudesuuanndedeegil 5.66589

fuUs Export Entry Winauade 15.9667 Sunnni1dauys Invoice wae Bill of Lading
widatfeaninduys Packing List Inefdudeauuananadedi 4.31104

FuUs Bill of Lading Whaedy 8.3333 ?jqaauiiwdw"i%a?{aﬂuaa Invoice tay Export
Entry dhudssuuananaded 2.29442

FuUs Invoice Wnanadedl 7.5667 Fsgenindauds Packing List usidsastioanindauds
Delivery Plan wag Export Entry dauﬁauuumﬂﬁm?{aagﬁi 1.81342

fuvs Packing List Mnaedetiesiian (Aade 6.6000) Fsvanomuin Winatdey
Tunsafiunsvsevidsiiisatostu Packing List TnefinisidosuuaineAiaded 2.15918

2.2 Yonaifloszyaimguastiam (Measure) msluwunmmisiaazdisidoyauuans
Junmiiensiaszinundnnsvesmnists Fudunsuanadusnunmnsmuriaiivendsddey
$uutios (Critical Few) Audntiossuiunnn (Trivial Many) diewsnesnanniuldagiiliisannse
Julseduiiddyniniiethudanisidnen
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A 4
uansUsinmena 5a90en A IUAANAINUINTIFA

Error export document

20 150.00%
15 100.00%
10
5 50.00%
0 B = ®m = 0.00%
Bill of Export Delivery Invoice Packing
Lading entry Plan List

N S TunuAFRnan s e—le bz

nnnswslauanslifiunsingideianainluenaisdsesn wuin Bill of Lading
\Huenansitfinisiiananaunniigafletfisuiuienansdu 9 Afinnsiana Ing Bill of Lading
ﬁaﬁ’wmuﬂ%ﬁﬁmwmquqﬂﬁa 15 afs daAnulu 55.56% vosdeRawainsmuelunszuaunisi
fedu maiauuassuURnssrumMshadluduienadudfuusnidedimnuddy e
Hwanteianainluoanuazifisdszansamlunsie

2.3 mAneiamnuealym (Analyze) awmgudnuazaiivasesiiviilflenansdsoon
Hanaa (mudaniedan damM1E) laensiesiganngveslamlunisiienaisdieandusn
Aanann wazandn lagl Cause and Effect Diagram %38 Fishbone Diagram n1slai1annas Six Sigma
$2fu Cause and Effect Diagram (Fishbone Diagram) {u387iRlunsiiasginarsvyaimaues
Yamlumsinenansdseenduifanainuarandn fafaarssdisuanddiduiedadesg q i3
KanIENUian1sinlenansdseen

AW 5
uaEa e nio i sIwimanuazaaveslym)

M Man wiinau M Machine iA3asdnsw3agunsal
=< 3 o v (3 5 v LY
ansEnausulun1sdavitenans_\ nsldwonduasanaiy
adszaunsallunsnsaaeuenans SeuUADLRLAD AT
nanuldlalunisasiamudeya \ Jayms
> | vhwenans
ANUUNElUNMINY Wy Su 490N

. . ¢ alainsud ATPUIUATIN
nangoBlARIUNANALINY TVOHAIATUAIU__ o
Lonanshdaau

anwandeufiduesuniu msfiuvideyaianatn_/  vennsgiuly

mislfienansideyadads ASASIEDU

E Environment M Material M Method
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- M (Man) au (Qﬂﬂaﬁﬁmﬁﬁaﬂ) awevan toun n1svienisiineausulunisiavinenans
degan Madszaun1sallunisnsivaeuenans Maanuldlalunmsesianiudeya anveses loun
Ay madlunssUmadeyaviensiteuinszuIunsiid 4 anueseavserussulunsviy
fiorhliAndeianain

- M (Machine) 1a3eaile/imalulad awngudn léun nisliwondurivieiaiosile
Alimnzanlunisairaenans szuureuiumesnielusunsuiiideianaravietates aumgses
A msfenszuuifanududeuivlunieldlisunssuinteianainlussuudmlusfAaldly
NNINTIVABULBNENT

- M (Material) Jag/deya anvguan laud deyalinsuduvseligndesannuvasdeya
fofiawanplunisnsendeyauuenans wu avitooined flegfsu Meandendudilinsatudsdo
amnges ldun nmsfiurideyafianann mslitenansiifidoyadasionieliisenndesiumnudonis

- M (Method) 38013 anvemdn Wi nszuaumsiainenarslddmau viefidumeu
drdiou vnunsglunsnaseulareydflonansiounisdsonn auvmses dun nsliisns
Aliigenadesiudomvuanianguunevieninsgiuaina nshifnszuiunisienisnsiaaoy
finsounguuaziduszuy

- E (Environment) anwwiadon anvievdn Iiun enugandslufivham wu aaiiui
Amnzaulunsdamsienans dedrdnlusunaiwagninensivililiannsonsivaeuienas
Isfegafiudl avnses leu amnujunelusgninamsiau wu msussinesvanssienislunan
\Feafu anmuandenfifidsssumunielifimsatuayuaniivalunisiham

3. yuunelunsUud U sEAnEaInnsEUINNTIATILENAT TV IUKUNYI0BNN1NELA
lnensUseenagng nun

3.1. sumensunledeymn (Improve) wumsunludeymnsdnsitenansdsoaniinnain
Taun5Uszand Six Sigma leudlvilggmnmsvienansaseonlvilanugnieaazsans Inegnw
Iein1sAne) 3 wwne laud MInsaaeuAugndeinauddesn (Pre-Shipment Document
Review) M3l Check Sheet Tnedaisenisnsivaey (Checklist) dmiutenansiidesiinnsdudu
rounsdeen damviununmsmuaunisufinuiietestuenansadn
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A919% 2
N71INTIVFIVUASIUTUDNaITNOWIUSDEONT (Working Day)

Usgnn . Working | Working | Working | ATD: Fudi
i Loading Date o =
LanNs1969an Day 3 Day 2 Day 1 | 139980334
luasidsdum | sneazdenanisdnrin B/L | Checking | Confirm

(Bill of Lading) |lumsndsd@uan (Bill of Lading) |First-Draft

UWAUNISIAEY | 9188108ANTITIAYILAY Delivery | Checking | Confirm
(Delivery Plan) | n1539mds (Delivery Plan) Plan
First-Draft =
9
Tuwdenil swazBunnsinvilundani | Invoice | Checking | Confirm gi
(Invoice) (Invoice) First-Draft %“-
FI8N15U559 T | T18asBean5iavinsients | Packing | Checking | Confirm %
(Packing List) | u353siauat (Packing List) List 2
First-Draft
Tuvuaum F8a8IANITIAYIN Export | Checking | Confirm

(Export Entry) | luaugdudn (Export Entry) First-Draft

IINANUERITURBUASYIeNaNsdseanTidashnisasidLarnsiedeudoulGeay
gannuvianats neuvadufuiauiidesuiunsaudiduieniuiiiessnass (ATD) Fuenans
wrazUstnmazfomutunousing 9 WU NFINIINTIVG

(First-Draft) n15m52988U (Checking) waznsiugu (Confirm) Aeufivzndoud1nsunisds
BRLRLRR!

meviaulunsraziu

Working day 3: Tufl 3 feufuiiSesensds iuiuiidewhnssaenans

Working day 2: Yufl 2 fleufufi3esenids deshnisnsiadeuionans

Working day 1: Yufl 1 deufuilSesenass deshnstuduenaisliSeuses

ATD (Tufideeenaa): Tuiiediivzvudduiesnanunatals

4. nsauaNfILlsEng 9 lunszuaun1syianu (Control Phase) dnisldmisnatudin
UIUANLEANAIN (Error Reading Sheet) sztrefnnudeRnnanuazdufindefinnainfiintu
lutenanseing o legreliszuu wazyhliaunsadinsgiannnvesdeiinnainuazniniaudily
epgnefivsednsam waznn3aine Check Sheet dmsunisiiuniusudeyaenalsdieenizdie
Tuns@nn LLazmiwaaummgﬂé{awmLaﬂmﬁiwﬁw%umaumiﬁw Shipment d@soan layay
tuiindoyaiddu
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ﬂ']i']\?'ﬁ 3
Check Sheet nrsasavaeuluyuaua) (Export Entry)

USEV WA AURUvY. A00000000000001.......

= % = Sy
FUN1INATIVEADU anavy LLm‘U iqﬂﬁzwﬁlﬁﬂﬁa\ul’fsﬂﬂ

2 |egidsenn v | WuTedin

3 |Yopundulnes TuNluduleed

4 |veluFalsene Useimauanenng

5 |Fruuiiuvie

A a v

6 |Todusnwlveuazsing V' | wWudesuieia

P
a o £y a

7 [dwiingvs ininTiniivvie

8 |Usuau muneUSunauduan

9 |91AFuA analiu

10 | s@adf

11 |@nSUselavy (19 773 vawe BOI U1ngeng) Vv | Wy aviine
A Yo a v A v
awawﬂwuaum AUORATIY
(oo ) O )
e TTRY U IO e lTRY UK IS
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M1519% 4

171983579 Check Sheet iilonsiiusIusIudoyavesionasaioen

Vessel Destination | Destination | Paperless Container
Code Name ETD ETA Status
No Port Code | Port Name Code Size
SEASPAN |  SEA/TAC Seattle 2836 Wse udvTdu | 07 1x40' 31- On
YANGTZE [TRM] wvadata Jan- Jan- time
V.034E (C1&C2) (&@nv.) | 2025 2025
ARCHER NY/NJ New York 2835 Yo LCMT 26- 1x40' 22- On
V.504N [TRM] (A0)@nNu.) Jan- Mar- time
2025 2025
YM LAX/LGB | Los Angeles 2840 vigo udnadu | 20- 1x40' 14- On
WELCOME [TRM] wadata Jan- Feb- | time
V.044E (D1&D2&D3) 2025 2025
(anv.)

agunan1suszgng au 3nd Fnun Tun1suiuugenseuiunisinienaisiienisdsesn wu

1 awnsaszyavguaslymlunszuiumsiaienansidegstnnu uenanil Ssanunsadrdeya
BelSunanfiegunimgiiiemuuimeanisuiluteranainlinsgn Fawan1sidetyaeliamnse
uaukuzhuIslunsUTulTInseuIunsdavienansidegndiussavsnm uagiiuanuaansaly

ASAIRaNbRDITY

M1519% 5

WA SUFURIUNDUUAE 1A NI SUTUYFIN T2 UIUNI 5911971

Export Before After Reduce Time Reduce Time
Documents (Minute) (Minute) (Minute) (5ovaz)

Before-After Before-After
Delivery plan 20 15 5 14.29
Packing list 7 4 3 8.57
Invoice 5 3 8.57
Bill of lading 8 6 2 571
Turueen 16 15 1 2.86
59 45 14 40.00

*Reduce Time ARYIN 35 Minute

HaN19398 wud1 MsUTulsensEuIusIniienaisdieendieaniaatvinaulasadl
Delivery Plan @210 20 un#i 10u 15 w1l Packing List ana1n 7 Wit 14 4 u#l Invoice anann
8 unil 18u 5 undl Bill of Lading ana1n 8 w1t 1w 6 w#t Turuvieen anann 16 uri 1y 15 Wil
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Tagiodsudmdansuszend @nd dnun andeifindszdvdnisdavienansuieen anunsnanian
vasmsvhnuld 7 wii viseaanawihauas Sevar 40 MnRouEUUTUUSS

pAUTIBHaN13IT wansAnwadsilBusuisanuminsanvesnisuszgnduuiin
Six Sigma lunsdfulgenszvaumsiniienanslugsfivvudomazia lasnuhannsnan
fofiawanatnwn ifiueuusiug uasanszernmnsiidusmildosnstaiau dewalfnszuiums
fovionansdiarmings fauam wagseuaussaufeansvegnélddsetu egrdlsfinm
nsefvnenanifeluaidfiliannsadioudoutunuitedulugramnssurudmasa
Tudszmelnglalnonse iosnndslifinudnurountild six Siema luusunientu uinssiu
wansAnuiisaenndostuauidelugramnssuduii Six Sigma lUusegndld Wunuves 3am
Bunsuan uazaAny (2566) Tewuin msUszendld Six Sigma Tulsswenunatisanailunisdum
wnansuaginlszavsamuasnsdaiuinussuuRdvaldegediteddy sudsnuves essane
a1 wavudusas Suiiaiies (2565) a1 Six Sigma lWldRusTuuenansvesuisninalulad
asaumA uarnud ansnsaanansRamaialunsiaiu uanusadilunsdhiedeya uay
snsvduATILiug eI ULIENaIATTA Faly winauTeudsunansinyazdiiiaegdly
U3undnageamngsy uinan1sinwiansadugadiudmiunisueensidelugeainnsam
yudmmgialulszmdlne WomuuummansUiusnssrumashauiivangaudsiuluuiun
vodladafndlneluowan uenand wansidelundsd Smenndesivaifores AaRdnd tang
(2557) Fe8IAiudn wuaAe Six Sigma Sldutagldesdnsansafiuussansam (Efficiency)
Ifognadaau Tnsnsandunusiiunisandufuanuadiionars msaanaifigyiua waz
msannutdou wieurisindaanssuilineliiAnyadt (Non-value-added Activities) dwali
nslimdwensing o liiesfuussnu sienan Wulvegsdueuasiiuszansamandatu
ueninil lufuvesusyavsng (Effectiveness) Six Sigma Sssitiumsussauiimanguasnszuiums
PEYNFABY WU WATADAARBINUANMUADINITVRIGNAT WU AagNdasvestayalulenans
mnusIndlunsiiduny wassgduanuiaeleveslduing sudutiiduddyiiasviouds
Aud1sIreINsUsuURInszUIunInelueing

unasuuasdalauanu
Tumsfinudumeunsyuiuns I e NN I8N HANISANY AR
iU nszvaumsdnienaislusnunviosnvegsiavudmimsia UsznoumelenaIsnan
5 Uszian lauwn Delivery Plan, Packing List, Invoice, Bill of Lading way Export Entry Tnounag
FumeufiosorfensUsvamnussnheihess 9 seamelusazaeuenesding sudesdaesen
fFoyatigniosuazasuiumelunseunaniisiia
Tumsanwdgmilunisiarienasvudsduivosununvieanmeia wui Jamiiin
o
dnilngunananueanndeurestoya nsvaunsgulunsimieuenars nsUszanu
nuad uaznsdafuienansiilifissuy dwaliAndefianaiauagainuadlunisdiiuen
Fsonathlugaliiefisninuas msgaidonnudesiuaingndi
Fatudlevuumalunsuiuussussansnmnszuaunisdainienalsvesunun1een
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maela lnen15ussgndld Six Sigma KansANYIMUIN N1sUTEYNALLIAA Six Sigma laelaniz
Huadesile DMAIC anwnsaandeRanaialunsyuiunisdaviienaisviesnldegnslitedfy
Tnesamenufiawananasisforay 40 meluszssinandios 1 Heundnisuiulse sedsels
nszUILMThuTIAgTu fusrAvBamenntu uazandilideiianannsudludeRinnan duwa
Tinmasudugsiadianuseiouanatiosdeiu nuiteilsamsossgndldifuwmdunsia
Usgansnmmsdaviienansueenluesdnssing q Taslanzlugsiavudimmeia fidesnisna
gndies waiug wagriunatlunsaniueu

TorauonuzandedunuresmAfoiuandiiiuin nsuszgndiunin Six Sigma lagiany
H1uIesile DMAIC teandeRanainlunszuiunisdaviienaisdioon iinauwiug) uay
ansernalunsiiunuldossddeddy dnffsaueuudmisznounslugsiavudommeaa
UUINN9U84 Six Sigma lUUSultluunundainenans Ineaniznsivuauinsgiulunisnsvdey
wonans mawaLssUUinAuardumdoyaiifiusyansa uazmsdatineusiynainsiidlady
nousgradiuszuy Faaztreifinyszansan andunu wazairsmisvelaliiugnnliluszezen
aeslsfnnu muié’aﬁﬁﬁﬁaﬁﬁﬂﬁﬁm Ao WumsAnwBensalanuSenensusinunsuudmimea
Wiesuiaien Ssenaliansnsnasiounwainvesgaamnssuiunldoguaseungu faiu Tuaue
wuglmsideluounanfnuannvansuidnlugramnssudedu Weldldteyaiinanvats ua
aunsaiUTeulfigunseTiasisiAnLLAnYeIkLINIINITInnIstenatsluliasuTunlaedi
Antasnndeiu oradenAnwuisuuadn nanauarivg) eUssdiuauimnsauyesnsUszgns
WWIAA Six Sigma TuusiaeseAUYeIDIAnImeY diudulssansnm (Efficency) AIsimuALInTgIY
navieuegsianuluudazduneuvesnisdariienars eanausideunazanugaula
misltszuumaluladansaumna lunisdaufiu fum uaznmadeuionans ilelvausaansyezing
msfidunuuaziuyuusany msidnfanssuilineliAsyan (Non-value-added Activities)
wu mansadeutlaglifinswdsusadeya msfineusiyaannstidianudlalunssuiuns
favhuonans uasanunsnUfoReulfesugnieduatiusn eanmsudlnuuazansunuitlis i
drufuUszavisea (Effectiveness) msianinieslomununanmilansansIvdeunmgdes
yosdayaluenarsiounsdsey Wofiuauuiuduazandofionatn astmuniadin (kpis)
ileUszifiumnugndes Asuiiu warszeznaniidlunsiasnszuiunsegnauszuy msadesyuy
nssnuRakazdeRanatn tethlullunisiiasgsitazuiuugenszuaunislinsemu
Inqusvasdvesasdns msduilsdeiausuuzaingniniioyssifiussduaufionelauagiidoyaluld
lumsuSudsamsuinis dwsudusznaunislugsiavudimimzianiniiuuimiees Six Sigma
wusultlunaundniienansdseenlaeanis misdnismvuauinsgiulunisnsiaaeauenas
nsmurszuudafuwazdumdeyadifiussaniam nsdeinousuyaansliidilatunou
og1aduszuu maddumsmauumadinanasheiinlszavsnmlunisliminens andumu)
wazifinuszavsaalunsdiduau (Ussainguszasdedisgndes)
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Abstract

This research aims to: 1. examine opinions on online marketing mix, 2. explore
opinions on influencer credibility, 3. study the online purchase decision-making process, and
4. investigate the influence of online marketing mix and influencer credibility on consumers’
online purchase decision-making process. The study population consists of Gen Y consumers
aged 28-43 years (as of 2024) residing in Vientiane, Lao People’s Democratic Republic, who
have previously purchased products through online channels. The sample size is 400
participants. Data were analyzed using descriptive and inferential statistics, specifically

multiple linear regression analysis at a significance level of 0.05.
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The research findings indicate that 1. the importance of the online marketing mix
was at the highest level on average. 2. the importance of the influencer credibility was at
the highest level on average. 3. the opinion of the online purchase decision-making process
was at the highest level on average. 4. the hypothesis testing results showed that five out
of six online marketing mix components including place (Beta = 0.252) data privacy (Beta
= 0.2241) promotion (Beta = 0.196) personalization (Beta = 0.182) and price (Beta = 0.110)
positively influenced the online purchase decision-making process respectively. Additionally,
all four dimensions of influencer credibility including trustworthiness (Beta = 0.320) similarity
(Beta = 0.278) attractiveness (Beta = 0.2101) and expertise (Beta = 0.129) had a statistically
significant positive influence on the online purchase decision-making process at a significance
level of 0.05 respectively.

The research findings provide valuable insights for businesses to refine their online
marketing strategies to align more effectively with the needs and behaviors of Gen Y
consumers. Businesses can select influencers with high credibility who have a strong impact

on the purchase decisions of their Gen Y target audience.

Keywords: Online Marketing Mix, Influencer Credibility, Online Purchase Decision-making

Process, Lao People’s Democratic Republic
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Tnvieafieryadnsnalutisduunfmemeaiamluued s Swiadedud 2. Wisuidey
nsindulalunisvieuiisrvesinveuiisrviiismilutisiaduufmoueaanuuesdis
Fmiadodlul Suunmudeyadiuyanavesinvieaiion 3. Anviusegdlalunisvienilenves
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fifmmudesiuresuuudeuanuiiatu whitu 0.962 afafldlunsiinsizsideya Uszneuse
adAdanssonun Tiun anud Sovay Anads mamidesuuinasgu wavadfdeoyunuiiionagou
AUNAFIUYRINITIEMENITIATIENAMURUTUTIUNARLT (One-Way ANOVA) wazn1siasien
annegnAnM (Multiple Regression Analysis) NaN13IdY WU 1. LLidgﬂﬂumSﬁaﬂLﬁmLLas
nssnaulavieniisivesinvionfisrydeilulisiduufneseamluugaday Ymda
el mwmummﬁwﬁ’zyazﬂuizﬁwmﬁqﬂ (%= 4.68) 2. WnvipaflsrwnssnAiing ey
W@ szdunisinu 01dn siwlddeiieu anudlunisliuinig thanandiliuing uasyaaa
Aamuuviesfisadnsfuiinisdedulavieniisrvesinvieaiisaviadiandluyiedaduun
Asneuoataluuesd’3 Ymiadoslmiuandsiuegnadidodfisedu 005 wag 3. usegdla
Tunmsvieadivesinviesiisnvrsnanidmasensindulaviesiieruisdadumnfmenoaamiy
et Sninidedunl egnadifuddniiszdu 0.05 Tnedadendniidmanonisinaulaviondien
gaiian e minrewdavla (B = 0.719) sesaun fie ewuduiussewinayana (B = 0.319) uay
nslélnddesssund (P = 0.079) sy dudladeiidmanenisindulaviendivageiian Ao
auudantvd (B = 0.230) se9a Ao ANUANA1 (3 = 0.205) uagn15U3N1s (3 = 0.138)
AUAIAY

AdAey: usepslalumsvesiien nsdnaulavieaies Ynets

Abstract

This study aimed to: 1. examine the travel motivation and decision-making of
foreign tourists visiting the Lanna Kingdom Elephant Sanctuary in Chiang Mai, 2. compare travel
decisions based on the tourists’ personal characteristics, and 3. explore how travel motivation
influences the decision to visit the Lanna Kingdom Elephant Sanctuary. The sample consisted
of 385 foreign tourists visiting the sanctuary. A questionnaire with a reliability coefficient of
0.962 was used. Statistical analyses included descriptive statistics (frequency, percentage,
mean, standard deviation) and inferential statistics: One-Way ANOVA and multiple regression

analysis. The findings revealed that 1. Both travel motivation and decision-making were
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rated at the highest level of importance ( 7( = 4.68). 2. There were statistically significant
differences at the 0.05 level in travel decisions among tourists with different genders, ages,
ethnicities, educations, occupations, average monthly incomes, frequency of visits, time spent
at the attraction, and companions. and 3. Travel motivation had a statistically significant
influence on the decision to visit the sanctuary. Among the push factors, relaxation was
the most influential ( [3 = 0.719, followed by interpersonal relationships ( [3 =0.319) and
closeness to nature ( f): 0.079). Among the pull factors, novelty ranked highest (B: 0.230),
followed by value for money (3 = 0.205) and service quality ([3 = 0.138).

Keywords: Travel Motivations, Travel Decisions, Elephant Sanctuary
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33 92.400 | 384

FEAUMSANY elungu 2.153 2 1.076
FENINGY 90.247 | 382 236 4.557* | 0.011
32 92.400 | 384

91N elungu 5.413 4 1.353
JEWINaNgu 86.987 | 380 229 | 5.912%* | 0.000
32 92.400 | 384

51elel melungu 14.057 4 3514
JEWIaNgu 78.343 | 380 206 | 17.045%* | 0.000
33 92.400 | 384

HAnAuLviaalen aelungy 6.366 3 2.122
FENINNGY 86.034 | 381 226 | 9.397*** | 0.000
et 92.400 | 384

* xx eexflpLana e sEAUtEdIAYy 0.05, 0.01 Way 0.001 MIUEIAU
= Y v T a ' ada & a 9 = =
NNMTNN 4 919U WU dnvisaiieIvnasinileny Wevid seAunsAnw 81w

swld uavgAnauuvieuiieeiuiinisdndulavieunieivesinvieuiierrinsnatuyieda
aMuwAauealamuestIs Jarinlesind InesauuanaeiusesitdediAgisyau 0.05

166 :



M1519% 5

wan1TiATIziuTIgilalunisvieaiiedveinyeuiie w196 19rIanawmasen I sanaulavieed

UNT N TULIAIN DU UUTITIS 9 ImiTealvs

SUTHIPARITHAT JOURNAL Vol. 39 No. 3 July - September 2025

fauds b S.E. B t Sig.
AAaTi 0.859 0.397 2.162* 0.031
X, 0.669 0.058 0.719 11.475%x 0.000
X, 0.039 0.074 0.029 0.524 0.600
X, 0.092 0.047 0.079 1.962* 0.050
X, 0.277 0.041 0.319 6.810%% 0.000
X, 0.125 0.072 0.095 1.748 0.081
X, 0.042 0.073 0.026 0.570 0.569
X, 0.170 0.041 0.205 4.178%% 0.000
X,, 0.267 0.071 0.230 3.735%% 0.000
X, 0.019 0.050 0.019 0.390 0.697
X, 0.128 0.050 0.138 2.559* 0.011
R=.824, R’=.680 Adjusted R’=.670, a=0.859, SEEest =.282, F =71.946, Sig. of F =.000

'
a

* o fgvinag1elitiedAyNeavu 0.05 waz 0.001 MuEIRU

9597 5 ey wudh mlleneislenduyssavsanduiusny (R) winfu 0.824
wansliiiudn usagalalunsveaiieaimnuduiusludeuindunsindulavioniielusefugs
uananil A R Wity 0.680 Ustd usegalalunisviesilsrannsaeduiennuuysUsIuves
nsdnaulavieadienlsfeiesar 68.00 dafoidudadiuiinnnneanns azviouliifiuin duds
suussgdlaiidnsnasgredaausiongiinssunisindulavesinvieaiion diue1 Adjusted R
sy 0670 uanad efinrsanandnududsiliuddsaansoosuisauulsusues
sudsauldegnsdidudny warlifadgminisldaduusdaszuiniiuld (Overfitting) wagan
SEEest Wiy 0.282 Jadurrmnuamairdeunnsgiuvesnsnensaifioglussiusm uandls
wiud fienuudugiiunsnensalreudnegs

feduagulédin dafondndunsinioundouls (X)) (B = 0.719) drumuduius
swieyana (X ) (B = 0319) wagsunslalnd@asssuni (X ) (= 0.079) dwdaduds
leuA dupnsuantysi(x )( B =0.230)sunnuduen(X )( 3 =0.205)uagfimumsuinsX )(f =
0.138) $ameBuIsANNLUTUTIVTBIsAndUlavioaisIUd1sduuAsnouealauL T3
Joriadedvdvesinviesiienvrsinaei 165esay 82.40 egnadifudfynieadn
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UNANEa

mMefodUTinuiingusrasdifeAnwtatefidmarenisinauladiaufanssuduadu
NINAIALUUELBUTIIWBINGURLBLITUIE (Gen Y) waztaiweistud (Gen 2) Tusuladudiuyana
nsUasudniens uwaznisgeusumalulad dege Ao fuslaaluwanjuvmumuasuazUSumma
117U 400 A iiudeyarswuuaeunuesulatuayiinseidmeadiidanssuukazad Aoy

HaN13338 WU ngu Gen Y fdadedruynnadiuszaunisfinuiuazsnglidinasie
nsdnaula dun1silniurnans nau Gen Y lanuddgiunsitaiuteyatazUszaunisal
vauzdl Gen Z wiumsiasuuszaumsaifuvdn sunseeniumalulad Gen v fiflgwinund
sonslifidsnasonisiadule Tuvnedl Gen z fatmunfidensliuaznisususslonifidma
sonsdndula nansiteuandliifiuin eaesnguiiidefidmarenisiadulauansisiu Tae
Gen Y wiumsiiidefeuazUselewilésu dau Gen Z wiunsildiuiuazUszaunsaliiaynauy
n1sesnuuURaNIsUduaSuNIIRaIaLUULatoudsImsUTulmngauiudnuuzianzves
usiazngy

ANENALY: N1INAIALENOUITY LILUBLITUIY WLUBLSTUT

Abstract

This quantitative research aimed to study factors affecting the decision to participate
in virtual marketing activities among Generation Y and Generation Z consumers, focusing
on personal factors, media exposure, and technology acceptance. The sample consisted
of 400 consumers in Bangkok Metropolitan Region, collected through online questionnaires
and analyzed using descriptive and inferential statistics.

The findings revealed that Generation Y’s decision-making was influenced by
education level and income. Regarding media exposure, Generation Y emphasized both
information and experience reception, while Generation Z focused primarily on experience
reception. In terms of technology acceptance, Generation Y’s decisions were influenced
only by attitudes toward usage, while Generation Z was affected by both attitudes toward
usage and perceived usefulness. The research demonstrated distinct decision-making factors
between the two groups. Generation Y prioritized credibility and perceived benefits, while
Generation Z emphasized engagement and entertaining experiences. Therefore, virtual
marketing events should be designed to accommodate the specific characteristics of each

generational group.

Keywords: Virtual Marketing, Generation Y, Generation Z
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anuddyegdsdumetannnagydmsdearsnsmaafivangan osniiaesnguiingingsy
wazANudesnsTiuandaiy msiilatladeiideaiensinduladisiufenssudaaiunisnaia
wuuiadiousisazdeliinnisnainaiuisnooniuunagnsinouaussALFeINITYBILAaL N
Iggnaiiuszansnm Instamzlugaiimaluladfdviaiunumdrdysensaidudinuas meihgiia
msfnidadumaiuiuresinmadrnislumsianudilanginssuduslaegefivalution
VYBINTNAAEL DU

nsAnwnsUasuvesusinangy Gen Y uay Gen Z sieguuuunisnaiaiailouasadl
anuddyesdidumeiannnagydmsdeasnsmaafivanyan osniiaosnguiingingsy
wazAmFoInsuandaiy madiladedeiidsmadenisindulairsiufanssudaaiunisnain
wuulaslouasaztelviinnsnannaansnoonuuUnagnsInouausInAFeIN YR sUsaznalH
ogslivszansnn Tnslawzlugaimeluladfdaiunumddydenssiiuiinuaznisvingsia
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aa o

nmsfnwifadunsfnnutesinmannslunmsianudilangfinssuuilaneandvialuuiun
YDININAALAUIT

IgUIEaAN1sITY

1. efnuiafudiuyanavesnguaiusisiunsuasnguiauesiudiuandistu dea
foN13AnaUlaNTINAINTTUALES NN IAAALUULEN O UAS

2. iefnuiladensiliadutnansiiuansstudmansnisinauladnsunanssudaasy
NIIRAALUULENOUITS

3. WiefnwdadunseensunmanaluladfiunnanstudmansnisinduladisiuAanssy
AUATUNIRAALUULEN DUDTS

YBUWAVDINITANEN

mﬁ%’aﬂ%ﬁﬁﬂm@ﬁimﬂq’mLmuaw%’mw (818 22-37 V) uaziualstud (a1
12-22 ) TuwwangannumuasuasUsuama freiuszaunsaimsdhsuRanssuduasunisnan
wuuiafleurieetnaton 1 ey luted wa. 2564-2566 laesaiunwiladvdiuyana maday
F17813 wasnissensumalulaifidsmanenisinauladinsuionssusangn

HUNAFIUNTTIAY

H1: Jadudruyana (e 01y sERUNSANYY 813N T16ld Taan1esnssutnans) Aunneing
fusinasionsinaulaisiufanssuduaiunisnainiuualoudsweIngu Gen Y uag Gen Z

H2: Uaden1silinsudnians (nsuandeya nisiliasudeya nsiasulssaunisal)
fnasionsfnaulaisiufanssuduaiunIsnaInluuEloudswengl Gen Y uaz Gen Z

H3: Yadumssensumalulad (ns3uiusslent nsSuianudng vieuadidenisly nadAnssu
arusilafiarld) Snadomsdinduladhiufiansudaadunisnaiauuuiaiioutiwesngy Gen Y
ey Gen Z

auuAgIuaLQNNAGEUMIEARR t-test dmfunisiTeulfisuaafeseninaaeangy adn
One-way ANOVA dmsumsilSeuiiieuaiadesening 3 ﬂfjw'fulﬂ uazana Multiple Linear
Regression dmdumslnnianuduiuiBavgua Ingldsedutdfamaadan 0.05

wwIRnuazassUNssUTiAEfas

1. uuIAANSIUASUETS (Media Exposure & Perception)

wuaRansdnfuansedurenszurunisiiguilaadeniaiudoyaniuniualauay
fiauaRiduyana (Schramm, 1973) Inefivistafontelu Usvaunisel fisuad) uasadoniouen
(madhisde Uiummaaswgiauazdany) madndumsiimiuddnsemsdadulatisiufanssy
Msmanmasiousd esnnguslnadesiunszuiumsiuidoya msUsifiumnaidede ua
nsfinamnevesteyaneufiazdndulatidiniin nsemzluanmadouaiiouaienguilan
ianansaduiaduimieuinisiilaenss madasudeyannuvasiidedie lfisdinaddnyenisaing
muidesiunaznisindule

176 :



SUTHIPARITHAT JOURNAL Vol. 39 No. 3 July - September 2025

2. wwaRamsdananssusiiud (Event)

nsdafanssudiudiduaiesiomamsnaaiiaadsraunsallvingudmng wadu
Event Marketing, Special Event Wag Hybrid Event (Ejﬁfm VL‘ZIEJE]%’], 2561) ﬁﬁ’mqﬂ‘isa\‘iﬁlﬁalﬁmﬁ
Sugdeuusuiuazaeufduiusiuguilon (algwa louui wazamy, 2562) Jadoursaiudise
#io mawasianssududemiive armdlannudosmsgiuilan usgnstineluladuinnss

3. WWIAANTIANINTIUBLIUALELRUAT (Virtual Event)

Virtual Event flo nsdiassfanssusivhulanesulay fasansuyuiagziiiunsididsngy
wWnne (Global DMC Partners, 2023) wuailu 6 Usesnn tawn nisanenananssulal nsduuun
soulay nsunasineaulal Anssumdygdidnnseind n1sleuiadvia uaznisusyyunely
asdnseaulay madinAuladnfuRenssatiouniduegifutiadenareuszns Tun anuazain
Tunsidnds arudndefievesunanilosy auamvenient anvanunsalunisufduius
warUseloniididnianeinaglésu vonand dadediumalulad Wy arunadosvesssuy
anudglunisldou wasanulasadevesdoyanidnsnanenisandulavesuilnawuiu
(usngm Tudiziud, 2555)

4. wuAan1snanlsUszaunisal (Experiential Marketing)

nsnanleUszaunisalitunisaseufduiuslaensaiuwusud desduseznou 5 Usens
Tgun msliuszamduda msadrsensunl nsnsedunisn mInsedungingsy warnmadenles
fudsan (Usennd 1A3099 Uagdsnnn Mauansy, 2561) luusunvesnsaaiaaienass nsasia
Uszaunsaiazdesadomaluladlunsmaunudszamduiaiviame laglinsiin 3 T3 1deq
wazmsufduiuduuuldnouiiioadsenuidnilndiAssiulszaunsaiass msiaduladnginds
Juegfiumumantmesuslantylisulszaunsniifiauauazaonadostuausioinisvesmu

5. wwafangfnssuguilnaeaulay (Online Customer Behavior)

noAnssuguslaneeuladlasudnsnaanmsivideya osual anuduis vinuadse
desoulayl LLazﬂ’JmmLﬁawaawqﬁﬂiim (Hoyer & Maclnnis, 1997; Richard & Chebat, 2016)
Tugaddvia wodnssufuslaninisidsuuvasedadidoddny Tneguilaaldnatuuunaniesy
Adviunntu Serunianidludosaunnfuezanuazainauis waglieudidgiunisd
drusuuavnsnevaueILuuiudl nsdnduladhsiufanssuniseainiaiiouasaddlasudnsng
nUszaunmsaimsldnumalulagluefin sedvanuazainauislunisidau waganulingda
Tuwnannesufava (Nalisa, 2563)

6. LurAnanN1sEaNsuUWMAlUlad (Technology Acceptance Model-TAM)

Tuna TAM eSunedadofidemarenissensumalulad Uszneusne mssuiusslond
n1sfuiauirglunmsly wagaaunlunisldam (Davis, 1989) Tuusunveinisnanalaiousse
mseansumaluladiiniudrAgdudiee Lﬁadmﬂ;:iuﬁmé’mﬁmmL%aﬁ’uiummmmﬁmms
mnsdasndfovesnaluladieuiivzdaduladhinfanssy masuUsslonilsifisaudifeiuiiaes
voumnalulad wisdsUssleniiguslanmaieglisunnnadismnanssy wu mwazmnaue
nsusgndanal mshiedeyaviseussaunsallui uagnisasraaiediemedeng n1siuiany
felunmslfsuazdsaiernuilanazaimionlunsdisiwianssy Tnsamezdmsuguilan
Asraumsnidilunsldinaluladlvel (@lya lwevey, 2550)
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7. uunAngafueweistuneuazioiuaisiud

nauiuelstuNe (Gen Y) viedalawiva Wunguilinsewingd w.a. 2523-2543 Tdnway
e fe wulslugauesnsidsurugmaluladddvia fimsdnwgs Tianuddyiunsiam
putedkarANiImtluedn duwililunsineideyastnseunsuneudndula uasuesm
AuAuazUsElsniszereannIsamuvomstoauduazuintg nquiiinuseiinge Tilunsld
welulaflniazdeanismusiulaluruvasndowarUsslorifiazlé5u (Rahman, 2015; Twenge,
2017)

NauLLEIITUT (Gen Z) w3 Digital Natives idunguiliAnsewined w.a. 2538-2552 Liuls
wnSeudumalulagidvianazdumesiiin danuduiglunisldmaluladededansalla
Wiauddgiuanusing: anuazainauls wazauaunauiulunisldau daudents
MsfaduTiuwagnsUfduiusgs veuanuwUanivsivansvuanisdny uazduuildulunmsudedy
Uszaumsninudedauseulat nquiifiamundnglunmsvaaeaaliladlvinasileruaamiigs
AoUsraunsainsdruiniuduLayiidiusan (Francis & Hoefel, 2018)

NTDUULIAANNTIIY

AuUsdase

1. Yaduduyana (el 018 S¥AUNSANYT 01T T18ld Yean1enisiuYians)

2. M3asurmas (msuarandeya n1silasudeya nsidasudszaunisal)

3. msvensuwmalulad (Msfuidselonl n1sfuiaudte viruaisenisld wadnssu
Anuidlafiayl)

Auusany
AsenaulanTINAINTSUALESUNNSAANALUULEL D UAS

Wanliun1side

Uszwnsildlunisinen

Usspnsilflumaiutoyanisitended fo Ussvsurmilne ngumaiueisduriowas
WLoLsTuT Uszneuse nau Gen Y MiAnszwingd) n.a. 2523 fied wa. 2543 (a1g 22-37 T) $1uau
15,825,341 AU wagnay Gen Z PAnszwined we. 2543 A w.e. 2553 (019 12-22 ¥) 9w
10,310,432 Ay 539dU 26,135,773 Ay (@nauadiuviand, 2565)

nausiegnenIfendedl Ae fuslnaunamsuasinandgsiiaodisiufonssudaaiy
manaauuuLaiTeuaisogation 1 ads uthasewined we. 2564-2566 slamsuduaulssans
fuueu szduauiBeriufesas 95 wazAamaaaedeuiissiuiesay 5 lnimunuu
FRE19MENISANUINANGNTVOIABLATY tHTuIndIBEns 384.16 AW uagdIdeusulu 400 Au
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nsiiusausandoya

mi'iiﬁ’m%@f‘ﬁ%mifjuﬁaasiwﬁlaimﬁ’ammm%L‘fJu (Non-Probability Sampling)
WumAdeiidnwnannguifiteuly Fd¥Bnmsdaidenuuuionziaizas (Purposive Sampling)
aunudnuazdiimuali sedmawieulvluwuuasuauiuguilaafifiussaunsaiiaodi
Anssuduasunmsaanauuuiaiiouaiiegaden 1 a%e Tudresewingd ne. 2564-2566 aniu
Tn1sidenuuuladi (Quota Sampling) neuuadungu Gen Y d1uau 250 aw (61%) wazngu
Gen Z 91w 150 A (39%) LLazLLﬂaﬁuﬁmsLﬁuﬁaaﬂaL‘ﬁuﬂqamwumum (70%) wagUiumna
(30%)

fRdelduuuasunueeulall (Online Questionnaire) $1u3u 400 F39E13 Inelfiusiusiy

' N

Joyatindeungrineu-ieusunau w.a. 2566 yaluszaziia 2 eu

isesilafililunisiiusiusudeya

wdosdioflilumsiduedsiiunuuasuniuesulay (Online Questionnaire) Tnsande
wnAnanienasuazaideiiieades uwiseeniiu 4 gy e

daufl 1 msdndengneunuuasunuiiudaiudanses Wedndenngusiegiamy
A

dauit 2 deyarhluvesgfmeunuuasua FelidnwazBumanuiidvansdmeu (Multiple
Choices) wazdamuasTa (Close Ended) $1uam 6 4o il e 01y sedunisinu ondw
meldindesiofion wazdomnanmssurnasmdn

dauil 3 maiaduuarnssensumaluladiidmasenisdndulaiisiuAanssudaaiy
manaawuuLaiiousss wuseenidu 2 du laun

1. mun1siaiuinians Yseneume mMswardeya nsilasudeya wazn1silaiu
Uszaunsal

2. snumssensumalulad Usznaume n1sfuiuselend nssuianudie iauadsenisly
uaznginssuauRtlafiorlidnunzaauiuuumasdussane 5 sefu (5-Point Likert
Scale) Wszdumsindeyauuusunsniadu (nterval Scale)

daudl 4 nsdmduladhsuAanssuduaiunisnaiauuuiaiiousts Anvazdauuuy
Uaeln (Close-ended Question) lagdnuwazveuuvasuauduLuvasUAINLUUIEINADY
Wiessneuiien Taedunmsindeyauuudunsanadu (nterval Scale)

Bmsmasoulniasie

thuvuasuaiiviusudloudaluinsiengimannuilesmsadaidon Tagldad
mnudenndetsywindasemsmauiuUssfundnvenilemiifonisine (100) f\nﬂﬁv‘?ﬁnﬁzﬂﬁg
$ruau 3 v Teefmueliazuuuinnsandadondemnuiifidduiliauaenndesiaud 0.67
diethluatauuvasumusely uasthuuuaeuniudluuiuuiadaaarieluneasddd (Try out)
funguiiegns $1uau 30 Ay mAmmdesiu (Reliability) Idrdszavuoarvesnsouuin
(Cronbach’s Alpha Coefficient) wiffu 0.897 @wnnndn 0.70 uansinuuvaeunmiaudesiy
TusgivasazansadlUlfiiudeyals

. 179



o o

01sa1sgnsUsSAAU Uil et 2TUT 0 NINYIAY - AUBBY wEDR

NANISANE

1. Uadwdruunnavas Gen Y uag Gen Z

Ny Gen Y fidnumgnsUssrinsmans fodl daulvgdumes (Gevas 54.80) fong
5¥Wi19 26-30 U (Sovay 44.80) ddansanwnseruUiygns (Govay 71.60) Usenouendnmiinau
Ustmienau (owaz 35.20) fiseldndeseiiou 25,001-35,000 um ($euaz 45.20) uagldinadn
WudesmmanlunisSudnens (Gevag 29.20)

naw Gen Z fidnunzmeUszrnsmans foll dadlug)dumane Gevas 58.00) Tong
sewing 15-20 U Gowaz 100) fdadnulusziudininUiuyng Gevas 77.30) faanunmdu
Tndewetindnw Gevaz 92.70) Iveldindedeadeutesnin 15,000 v (ewaz 80.00) uaz
Tuamunsuduremmamdnlunisiutngs Gosay 65.40) Famnsnedi 1

a
A15199 1
TIIUUAY TDIALYDIFIDEN DUUNNIUAN WL NUTEYINSAIFNT

AnYaENINUsTVINIAENS _ najuwuﬂY . i Z,,
ATUIU VY[ VTUIU VYA

LNF

%8 137 54.80 87 58.00

N 113 45.20 63 42.00
594 250 100.00 150 100.00

21g

1520 U - - 150 100.00

21-25% 68 27.20 - -

26-30 U 112 44.80 - -

31-35 1 70 28.00 - -
594 250 100.00 150 100.00

STAUMSANY

aninUSeaes 28 11.20 116 77.30

Usayns 179 71.60 34 22.70

Uyeyn 43 17.20 - -
594 250 100.00 150 100.00
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A1519% 1 (5id)

ANEAININUTTVINTANANS . nzjmwa . AU Zy
MU Sovasz MU fowasz
21N
15195/ SFIAUA 45 18.00 - -
WUNUUTENLENYUY 88 35.20 - -
g3fdiY/IweIRaNg 45 18.00 6 4.00
UnBew/dnAne 41 16.40 139 92.70
Sudeily 31 12.40 5 3.30
bt 250 100.00 150 100.00
selaaiiou
Hosninuseiieuwin 15,000 um 22 8.80 120 80.00
15,001-25,000 U™ 101 40.40 24 16.00
25,001-35,000 U 113 45.20 6 4.00
111131 35,000 UM 14 5.60 - -
bt 250 100.00 150 100.00
Faamen1sidiniudinansunniign
Facebook 73 29.20 17 11.30
Youtube 34 13.60 8 5.30
Line 14 5.60 3 2.00
Instagram 38 15.20 98 65.40
Google+ 60 24.00 19 12.70
374 250 100.00 150 100.00
Suunsiinedhsafanssudusiunisnaiauuuiaiioussslud 2565-2566
1-2 Ay 168 67.20 118 78.70
3.4 pds 67 26.80 23 15.30
56 a%q 15 6.00 4 2.70
1 6 ASe - - 5 3.30
39U 250 100.00 150 100.00
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2. MsasuRanssuduasNNITIAIALUULERBURT

M33TENUI NgU Gen Y Hsgaunmsilasuianssudsasunmnainwuuiaiiouasalagsiy
agluszAuin ( A= 3.77) Imaé’wunw@m%ﬂwaunwaﬁﬁmLaﬁaqﬂﬁqm (X = 3.78) Gumsﬁﬂfcj:u
Gen Z fiszfumsilinulaesiueglusesuinniign (X = 4.60) uaziimsiasuuszaumsalgsiian
Wiy ( X = 6.61) flams1ad 2

A15199 2
ANRAY FIUTONUNNINTTIN UaETEAUNITTNTUNINTIUAUFTUNITARIAUUUTUDUDTI 761N
M74nq4 Gen Y Uuay Gen Z

o _ GenY Gen Z
AUNISIUASY - =
X S.D. wlama X S.D. wlama
MsuaYaya 377 0.58 10 4.59 0.68 | wniign
naUnsudeya 3.76 0.60 1N 4.58 0.67 | aniign
nsiUasulsgaunsal | 3.78 0.58 N 4.61 0.66 | 1nfign
AaAsTIY 3.77 0.59 1 460 | 064 | wnilan

3. msgauiumalulad

NMsATIERsERunsEensumnAlulal wud ngu Gen Y Hsedunisveusulaesivetly
seuann (% = 3.80) Tneiivimundsenisltinaluladaeiian (3 = 3.82) dwungu Gen Z fiszdu
nsseusulnesameglusydumniian (X = 4.57) uariinginssuanudalalumslfimeluladgdian
(% = 4.65) g3l 3

A13197 3
AMRFY STeNUNNINTTN UdzTeaunIssausUmAluladnanInssuauasunInaImkUUIaioy
939 TUUNAINNGH Gen Y Uy Gen Z

. . Gen Y Gen Z
n1sgauiumalulad = —

X S.D. wlana X S.D. wlana
nssuiuselend 3.81 0.57 1N 4.54 0.66 | wniign
REHTFGPRHN Y 3.80 0.60 1N 4.52 0.67 1niign
ViruARsonlY 3.82 0.58 fly 4.59 0.67 1nitgn
wgAnssumwsdlafiodld| 376 0.59 il 4.65 0.63 Wniign
AaAsTIm 3.80 0.59 1 a57 | 062 | wnilan
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4. NANSNATBUANUAZIY

KanAAeUALL AT LTt Ly ARSF LA U Tandu Gen Y (t = 0.981, Sig. = 0.508)
uaENgY Gen Z (t = 1.26, Sig. = 0.21) fienTuddnymneadfunninseduiaddayd 0.05 ENTREG
auufgiunsise uandliiifiuin maiuanssiulifinadenisinduladhsufanssudaaiunisnans
WUULANOURI

HANTIATIANNUUTUTIUN AR vesladuduyana wud Tungu Gen Y seRunsiinm
(F = 4.052, Sig. = 0.019%) uazs1ela (F = 5.935, Sig. = 0.001) dnanen1sandulansiuianssu
a'aLa%umimmmLLUULaﬁauaﬁqaﬂwnﬁﬁaﬁﬁzymaaaaﬁizﬁu 0.05 Tuﬁumzﬁmq (F = 2.275, Sig. =
0.105) uazendw (F = 2.452, Sig. = 0.470) lildwmaromsdndula dungu Gen Z wut feordw
(F = 3.052, Sig. = 0.050) wags1ld (F = 0.191, Sig. = 0.826) lifinanensandulaiismianssy

o o a

AaSuNInaInL LA DUATI0 T T A AYNI9EdA AInI99 4

A13199 4
HANTUATIZAIULUTUTIUN A Y TaTed Y ARaTiasanen siaaula SN InsIuaaT
msmaIakUULailouasy 9UUNAIUNGH Gen Y Uay Gen Z

fiuus nqu SS df | Ms F Sig. NaNSNAFaU
SEAUMSANWY | GenY | 2150 | 2 | 1.075 | 4.052 | 0019* | seuSuauufigIu
218 GenY | 1224 | 2 | 0612 | 2275 0.105 | Ufesauuigu
91N GenY | 2605 | 4 | 0.651 | 2.452 0.470 | UijiesaunfgIu
seld GenY | 4568 | 3 | 1523 | 5935 | 0.001*** | weuSuanufigu
91TN GenZ | 2261 | 2 | 1131 | 3.052 0.050 | UjesauumgIy
5¢la GenZ | 0.147 | 2 | 0074 | 0.191 0.826 | Ujasauufgu

o o

* e flelanaseeeilitodAgy MszAU 0.05 tag 0.001 ANaIHU

nsefUsTENa

1. YadudauynnavasnguiaiuaisiursuasnguiuaLsfuduanirsfiudnase
nsanduladnsiufanssudassanisnaiauuuiaiiouas

nan1snw wud Jedudiuyanaveandu Gen Y fidsnasenisinduladisiufanssy
duafunmsmaanuulaiiouats Ussnause sedumsAnuuazneld esnngy Gen Y Wungu
Aanusiunsmanmsiuiaylirnuddyfun e mgimuduiioudaduls aonndosiuuuiin
Aeafudnuases Gen Y fidunsimuinuesuaruownUssloissozeniannisanu sy
wivesnakaiiunes mafissiumsinunasmeldinaronisinauls uandiiuh nauifldnnu
SuwazUszaumsallunisusziliunuAvesianssy uazdidsdefifiomodmiunadnsmianssu
flonafielding aonrdasiu Rahman (2015) finuth Gen Y snfinrsandswaneuunuiiagldsuiis
Tundnsiaiuinue nsaien3etie uaglonians1dn
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Tuvauziingy Gen z fifissdomansduimanswiiuiidsasonisdadule Seaeiion
dnwairves Digital Natives Aidulmunnioufumeluladidviauaslsimnuddgyiumsinfedeya
warUszaunmsaliiudesmeiivannnany Taslanzdedsaueeulavfifinnsnevaussuuuriuiiuay
msufduiudas maiitadviuasugialidamaienisindulaves Gen Z orailosnnguildau
TngdaduinSeuindnwnazdilifselavesnues ualinuddgyiulssaunisaluagnisilaiu
JsnnnNYademaesugia

2. fademaiinFuraasiuansisiudenasenisinauladinsaufanssudasiunsnain
WUULENRUDIY

m'iL'me%’UszinawumﬁgdaaqﬂajuﬁmmLLmGiNﬁuasmsﬁ’mw laengy Gen Y gfeiiu
nsuaendeyaiundeieanuvasing q Taglfeuddasiiunadeiudeya ( B = 0.355)
wazmslindulszaumsal ( = 0.163) Feavieudnuazmsdrdulefiseunounasioinsioya
finsudaunountsiidiusan msfinguilviaruddyfunadesudoyauiniigauandliifiud
mnwdessdileneaziBunvesiansay Ustlonifiagldsu uaranuiidedevesiinnousadu
Ta denndosiu Rogers (2003) fiedunein mslindudeyasiunumddylumsiaduaiisadile
uaznsPeNIUIIES

Tuvaurfingy Gen Z umsiadusiuresmsiifinsnevausisiaiuazannsaiujduius
Igviud TnedliieanisiUnfuussaunsal (= 0.333) whiuiidswasionsdndula Gadenndesiu
dnuaizvesnguiFionsawaynauy anuudanlvl uagmsidusiudigs msfidademsuaion
foyauaznmalindutoyalifnatenisindule uandvidiui nquifuuildudndulanuaudin
wazUszaunsaiiaanisagldunnnnitnsiinszsiteyastiaziden aenndeaiu Anderson
and Johnson (2021) finuin dedsauesulaiivinagiienisdndulaves Gen Z Tnsiamne
Tufvnssufiiunsadeuszaunsoiuagmsutstiuiion

3. Yaduniseausumamaluladiiuandnsiudemasensinauladnssufanssudasiu
N1IAAIAUVULANBUII

nan1sAnwinanslimiiuauuanasesssiuniseusualuladszninsasingy lay
Gen Y (Awade 3.80) fflesirunisionisld (B = 0.203) wivluildwasionsindule Seazviou
mwsziiasrTuasdesmsanusiulaluusslovifasldfuteuniseesiumaluladlv msiitade
Bu 9 wu mafutsrleviuasnsiuimmudlidmasensinauls enafosannguiifiszaunisel
Tunsldimeluladumeaumswazdenudilaludadrdauazarudululdvewnalulad 3dlvniu
drAyiurauaflaeTndenisiduInn ARz veumalulad donafeiuLuUTIAeY
msseusumalulad (TAM) v84 Davis (1989) fiiunnuddyvesinuafisoniseeusumalulad

Tuvausdl Gen 7 (il 4.57) Saviaundsonsld ( B = 0.275) waznissuiusslond
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Wususindeyaainaunistiu steanudszdnl (wuu 56-1) uazangiudeya SETSMART 2e3u3em
fannzdoulunaandnvindudsszmalue lundu SET100 Rl we. 2562-2566 3 5 T
WU 100 U3EM wilisaungquanamnssugsnan siunsedlasaing demmun wagnguune
fupnsnsangaanunssulssavd q nilisuuisniiteyaliasudu wasidfaund S
21 U3 Aumdediogne 79 Ui 395 naudeya afiAtld Ao afifiBmssann wazaiRdieyuy
HAN$ITY wud Aenuilen dediuanenssunsdasy wardadiunisiovuvesiteviusielvgy
5 dudiu dwansenuseiulunadievesusenaansidoulunaiandnvsnduialsewmelng dvil
SET100 usiluvpuzifeniudndiunnznssunsusum Wdwmansenusaduiunadng 91nnan1s33e
vilitinawuiifesnisegdadulaamuiiionimalubeseaiulunamnninisfsilsamisn
iheadfeluldlumsfinsanteumsasu Snitsfuimsvesgsiadasnsmiwalulilumsfionsan

v
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NsAliuIuTesia WeliAnnadnsianwetinamuuaziusms Snnwilsnuiineitesiy
nsaamulalusuiag

AdnAey: AANLley dndlunuznssuNITUTEn Ruiunadiy
Abstract

This research examines the influence of the Goodwill and composition of the board
of directors on the dividend payout of listed companies in the Stock Exchange of Thailand.
Data were gathered from financial statements, annual reports (Form 56-1), and the SETSMART
database of listed companies in the Stock Exchange of Thailand within the SET100 group from
2019 to 2023, encompassing 100 companies over five years, while excluding the financial
services sector due to its distinct structure, regulations, and legal framework compared to
other industries. Furthermore, 21 organizations with incomplete data and anomalous values
were removed, resulting in a sample of 79 companies and 395 data sets. Descriptive and
inferential statistics were employed. The research findings indicated that the goodwill, the
ratio of independent directors, and the shareholding percentage of the top five shareholders
influenced the dividend payout of listed companies in the Stock Exchange of Thailand’s
SET100 Index; however, the proportion of the board of directors did not impact the dividend
payout. The research findings enable investors inclined toward dividend investing rather than
speculation to include these outcomes in their decision-making process prior to investing.

Furthermore, corporate executives may utilize the findings to evaluate the organization’s
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operations. This is done to ensure that investors, executives, and agencies involved in future

investments receive favorable outcomes.
Keywords: Good Will, Proportion of the Board of Directors, Dividend Payout
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ideves Ali et al. (2018) nud Tassadadienu warUssandammeriilstudmadsuan
futudusadne Feulsueiudusaszdudidislunsananudaudssyninaudmsuazinamu
MnATeiAedesiiannsauahaduauufgiunive fil

H, &ndiunnznssunisuidndwmansznuneiulunadngvesuignaansidouly

paanannInewisUsEmnelng

dndununIINNTDHTY

auenduasuanItunssun1susening (2564) leinana31 Angnssun1sdasedeaiininy
\Wudaszanmsmuauvesiuims fievfuselng uazdeshiflduedemieiidnlsideiums
MIEULAZUSMTVRININTS stwazﬁ?umnqiﬁa‘[,mﬁnismmiﬁaszﬁLﬁmwa%lﬁmmsdamaéww
Tunssndulavesnssunaiiaaeriilinsuimsinmsussmiianalusdda weeduluievsslon
vosyteviulaey Yagtumedinnuamgnssunisiiurdnninduazaatamanning lanivun
naildadiuresnssunsdaseisiuau 1 Tu 3 vessuiunmgnssumsioun wazdesdilaisng,
3 A FafoindudsddnuarFosdhdyiinisgsiaszdesiieufifnu aenadesiuauidoves
Dhanti and Sugiharto (2024) wuin UssEmAvaRRTuezdsvsnamunfuulsvetuliunaves
Uitlunmandnninduwisuseimadulaiife lnsusssmAviaiifazdsznouse dndunugnssuns
VTN AREINAMENTINNTIATY dRAIUANENTIUAITUIMT WardRdIuAMENITUNNTNTIAADY
Snviamanuitoves Lestari et al. (2023) wut ulswenssrofuiiunaasdudsililunsfionsun
daduladroduiunalisugionu Tnsuloursnisdreiuilunaduasiinansenulaensady
HANIALIUUYEITINY UavaenAdeiuaideues Das Mohapatra and Panda (2022) wuin
nsMivguanansiagnzdndIuYeIANENITUNTUTEINAMNENTINNITIATY LavAMENIIUNIT
Uimsiintudidusonsmunuuardmansznusonsieiuiunaressia neaziuasiiule
11 msfiugRensiadeasufedndiuvesnnnssunising vosuisniuasudiulszney
liAnnsimusarinrsannsseiuliunaredssia aneuAdeiifsadesdsannsatimn
asrafuannfigunisivy il

H, ddunnznssunisdaszdwansynudeiulunadngvesuidnannziloulupain
nannsndurisszmnalneg
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1 [

3 1 = %4 ) L4
arﬂmummanwmgnanuﬁﬂwm 5 aunau

dadaunnsievuredforunelngiuiuindussduszneuiididydnesdusznounis
wmsgdnvarreanisieruielngduoraiinadniunnsrsiuly faudu madunisioru
selvadumsieuiiegludnwazaseuass (Family Firm) msfievfuiuunszansa (Ownership
Concentration) fuSndnwaz Ae N1siavfunuunszay (Ownership Dispersion) d4n1sfiaviu
wiazdnwairasinansenusonisinnsanulevieiuiunawssGuiunadne Inslunisieide
Ievhmsiiuteyannsiiovuresiiuselng 5 susfuusn ileazthanlilunsieszsifwansyny
Tunssreduiiuna fanuideves Yusnita (2020) wui Tassadunsiteriuiuardmanszvuse
nsimumilsuisdieiuiunaveagsia Snveeuiferestiuns Wiy waznuilen @993y
(2564) wu1 dndrunsieruresdieiusslug 5 Susuusniuiianuduiusivulovionis
Freudunavesusvnaangidoulunaravdnninduisdsemelny wazdiaenndosivauide
w9 Fitriyah et al. (2024) wuh Tassadmsiefuduiianuduiusuulauensieiuiuse
waznstedutiunauuudeiiesazaiiousegile waeddndtuuisndu q shilstnamufiarsan
amuluuiniiu 9 uenainil Tahar et al. (2023) U AuznssNIUIMS warlnsaasiinsio
Funuunszandiinanszmuidaunantuniiaunanisiu widwanszmuidsndutuuleueduiiune
Fauandliifiuin Tassadedfioru Tnsamedfevuaniuduardmansznutonisinaulumanis
Rulunisinsanulevisdulunaresssia wasauidees Rajverma et al. (2019) wuidn dndau
nsfiorurestieriusging mndusuunseuasvieiiendt wuunsyanfduardsuanseny
soulsunensieiuliusaiianas wazdwmasioyariuiianas 9neddeiiiieadesdaanusoi
waaduauuigiunside deil

H, dndunistioviuvesiieiusielve 5 suduusndsmansenuseduiunadnsvosuien
aangzdoulunaiandnninduisUsemalny

WAtunIY

UsEInIuazAa9eng

Uszansililuniside Ae uidnilaanzifovlunaravdnninduisszinalng fuil
SET100 %7131 100 U3t Tnenfiuounds 5 T daurl 2562-2566 savieau 500 ndudoya

Hegslunside fo vinieenzfoulunaiendnminduiasemealne dud SET100
$1u7u 100 U3 Tnenffudounda 5 9 Rl 2562-2566 wsilimungugaanvnssugsianiaiu
\lesandidnunznsdniuny ngsudeu uazanasgiu Auandsluanngugnamnssudu 9
Linuuidniignifinaounszidieifinaey suiaiswiiddeyaliasudiu weelitoyadifinund
11U 21 U3 sauiedu 395 ndudeye

CI 3 v
wsasdlanldlunsinusrusiudaya
ddedaiuteyanunasioyaniend Inedafudoyalisussdnvanunasdeyasing 4 fsil

Y Y

1. AAnudey (GW) %’mLﬁuﬁayjamﬂﬁwmuﬂmqmiL’Euﬂiza‘iw%ﬁmumwamaaumﬂ

o

aoulnysueynnuisUsewmelng

E>3
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2. dpaunnenIsun1suIEm loun dndrunnenssunsuiem (IBOD) dadiunmenssuns
dasy (ID) dndwnisieruvesdiouselvg 5 suduusn (OTPS) dafivdeyaainsieaudsyd
wuU 56-1 uaggudeyalunaiavanyninduisUsemalng (SETSMART)

3. Julduwadie (OP) daiudeyavinsteudsedd wuu 56-1 wazgiudeya
lunaavanninduwisusewmelng (SETSMART)

nsAATIzikazulanMIaNEvadaya

PnuIRanguiuazauidefiiierdesideinaiinduduvuuazainunuiglunis
Tnsreideyalanail

DP = B,+ B,GW) + (3,(BOD) + B,ID) + 3,(OTP5) + %

wlanulddail
DP = Juluwadne Awinann Rulunasesiu * 100 msmeilsanSdenu

GW
IBOD = dAdiuAenITuNITUIEN AUIANIINTIUIUANZNTTUNITUSENIIINNATDIUTEN
D AAUANENSIUNTBATE MLIMTINSIUILAMENSTUNNTBAS LN MNAYRIUT N
OTP5 = dadiunisiieviuvesgtousielvg 5 duduusn Auwinaindiuiuiesay

AA il Awnangadmutydvessiauion i FuaunaUyd

nstievuvesnevulvasmiuduIu 5 dusuusniusngegguteyaresusem

adandlunsimszidoya

Qﬁ%ﬂlﬁiﬁaﬁmumiﬁﬁﬂﬂ%&ﬁé’uﬂixﬂauﬁw

1. adAdanssan Usznoude Aieds mdmdenuuinnsgiu mgean wazArign
WipeSunefannsinvesusnausiuysing 4 Tunuide

2. addideoyunu Usenaude nslnsieianduussaviduiusveadiosdu 1unisia
AMuFuTusURILUT 2 Fauds ieRinnsananuduiusuazanududassvesdus ned
ANNENTUSBOAUTEWING -1.0 B9 +1.0 madnlng -1.0 30 +1.0 uanedn Liudsaudusiug
ynannvieleniu uasinhmsiessinnaesnmgn fadumsfnvmanseyuseninasiudsiu
fushudsany Tasreuflazyinismaaeuanufgiugideldinsmaaouanududaszsening
Fudsniou Faeefinnsananne Tolerance minfirdnlng 1 wanein favuduiusiusuusdu o toe
wimndAvindu 1 sidexnnndn 1 wanedn danuduiusiudiuusdu 9 wn uwazAn Variance
Inflation Factor: VIF ynfiAnannndn 10 waned1 Sauduiussusudsduinn (Bowerman &

O’Connell, 1990, Myers, 1990)

NaN133LUaTaAUTIENA
NaN1339Y
1. feyanmsiuvesuivnivanseulunaiavanninduvisUsenalne dvil SET100
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M15799 1

doyanmsvesusvniaangideulunaraanniwduvisszimalne dvid SET100

AuUs Atade Adudsauunasgiu AEER Argn
DP 40.80 27.15 127.45 38.65
GW 21.09 2.44 26.61 15.79
IBOD 16.43 2.64 24.00 7.00
11D 5.23 1.84 12.00 3.00
OTP5 57.15 14.71 87.07 15.52
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NneER 1 ey wud UsnieansidevlunaavdnninduisUsemelne dal 100
finsdeiuiiunaiade 40.80 UwseTy gean 127.45 Umseu Mgn 38.65 Uwsoty i
Adlen 21.09 §1UUW gean 26.61 um fnan 15.79 duum Sdediunaiznssunisuien
1aAE 16 AU gean 24 Au fan 7 AU TdnduvesaarnsTINIBAsHIeRY 5 AU gean 12 AU Agn
3 au uazdndrunisfioruvesiievusnelvyadedesar 57.15 geaniesay 87.07 wazsgn
fovaz 1552

2. MmsnnasumdnUszansanduiudifiesduseninsdiudsvesuidniannsidou
Tupanananynindurisuseinalng duil SET100

A1579% 2
nrndeuadsEAnsanauiusvesusenienna deulunarmannsnduissznalne Fi
SET100

Aaus DP GW IBOD D OTP5

DP 1

GW -0.148* 1

IBOD -0.020 0.544** 1

D -0.172* 0.362** 0.352** 1

OTP5 0.114 0.072 0.041 0.277%* 1

*Significant 0.05, **Significant 0.01

1INANTNA 2 110U WU N15AATISRAFUUSEANTanduiusseninadaul s
wud yaraudey (GW) danuduiusiutuiunadne (OP) (r=-0.148) dndiunmgnssunis
U3t (IBOD) Hanuduiusiuyadianuilen (GW) (r=0.544) dadiuannssunisdase (ID)
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fanuduiusiulutunadng (OP) (r=-0.172) yaranuilen (GW) (r=0.362) uazdndiunmey
N33UNISUSEM (1BOD) (r=0.352) wazdndiunisiiovuvesdieusglvg 5 duduusn (OTPS)
Hanuduiusiudadiunmgnssunisdase (ID) (r=0.277) anARuduusAIna1aziiulan
AMUEUTUS VR IILUTITTA5ENINe -0.148-0.544 Faflmnudusiusiuszduuiunans (Best,
1977) Favihlisudshifinuduiussenineiues wiegalstiony fAdeldvinismeaeunuiu
Sasvveduusanauiielinsuinisldiiaauduiudiusunareduiudsiaiendu
(Multicollinearity) Men15ATI@OUINNNTIATIZIATolerance wagA1 VIF wuin A1 Tolerance
fiAnsening 0.671-0920 Fsdidndnlng 1 uslliidilng 0 uazdn VIF ogseming 1.087-1.491 &4
Arldiin 10 vlidudn fudsiananiivuldluns3seliias Multicollinearity wavanunsa
i llunsinaesiaunisonneeidanmanls (Hinkle, 1998)

3. ASNAFBUANUAFIUNITITELIRY AUTEY LasdndiuaAnenITuNIsUTENdna
i a i Ao o =~ U w6 v
noRutunatnevesusenaansdoulunainmannindwisUsemelng dudl SET100

A13197 3
NANIINATOUANNATINAIINTEI UaLTNTIUANENTIUNISUTENTIFINANDNUTUNATIEVEIUTINT
vanziteulunaiamannsnduasemalne awid SET100

fauds Unstandardized Standardized i

- - t Sig VIF Tolerance
Constant | 58.290 18.639 3.127**|0.002
GW -1.747 0.981 -0.157 -1.781* | 0.038 0.671 1.491
IBOD 1.384 0.919 0.132 1.506 |0.067 0.674 1.484
1D -0.706 0.275 -0.211 -2.566™%| 0.005 0.772 1.296
OTP5 0.330 0.139 0.179 2.372**10.009 0.920 1.087
n= 395 Sig = 0.01 R=0.278 R Square = 0.077 Ad]. R Square = 0.056 Dubin Watson = 2.004

*Significant 0.05, **Significant 0.01

PNANTNT 3 WU MPeziauiin wazdndiunnznssunsudEniidmanaiuuna
FevosusEnfiannsdeulunatavdnninduiessmelng fuidl SET100 fif Adjusted R Square
WU 0.056 wansin filadedidnwiesuieldsesas 5.60 uazm pvalue Aty 0.01 wanai
fifhuuseenetios 1 i fidwmasoiudunadievesusniinnnedovlunaemdnninduisussmelne
dosid SET100 Tawanansaaguldad

DP = 58.290 + GW(-1.747) + (IBOD)(-0.706) + (OTP5) 0.330

1. garawden (GW) dewansznudanndufuiuiunadnsvesuisniivanzidou
Tunanevdnnswduissemalng dvdl SETL00 (Sig = 0.05) fduuszavdanneswiiy -1.747
RUIBAINUI yjaﬁwmmﬁauﬁw‘ﬁu%ﬂaz 1 azdwmansegnuinidutunainvanasiovas 1.747
saonndosivannRgunyided H,
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2. dndnuaniznIsunsdase (ID) dwansgnudsniuiuduiiunadnevesuisnilaansideu
Tunanandnninduisseinelne fuil SETL00 (Sig = 0.01) fisnduuszavsannesviiiy -0.706
mneud dndauangnssunsdassiintudosay 1 awdwmansznuinlhiiudunaineanas
Sovaz 0.706 FeaonndoafuaLLAgIUNTITETN H3

3. dndunsiioiuvesiiluwiudilvg 5 Sudu (OTPS) dwmansenu@mnduiuiuiuna
FevesusemieanzdoulunaemdnminduisUssmelng fud SET100 (Sie = 0.01) firdudszans
annaBihty 0330 e dndunisieriuresiduiudnlvg) 5 Susuifiniulesas 1
adsnansznuilviutiuadedfisdudesas 0.330 Ssaonedoaifuaunfigunsived H,

aAUseNa

NnuanIdefinanazwuin ey 3 YedeiidmasiefuiiunadnsvesuTinivanzidou
Tunaamdnningussussmelng dail SET100 Tavannsaedumenaldded

1. yareuiien (GW) Wusuusimilsidssansenusefutiunadnevesuisnitanneidou
Tumanemdnmiwduviaszinalne dvil SET100 lesanyamauionaziinannssmfanisves
gafa uielimssidununieguiunuiinnutusanntu Tasmsnuiansuisedoraduns
drieRamsluisdumesgsiady lwdsiidednandullyadiiduiuasdosdinisinemingau
T Guyaiagtu TneviliAnuaiswesdunindluvisedsduningigniodun viefanisi
PuTtuiininensfifinssedmadnsiioraaniniuluouanialuduniiivilfdemanseny
somssidugsitluszeren famansenubsinuandsay Fsusgfuanneuieaniunisaive
wswghalulidy 1 mseasdunsifyadiamnudonfistufirdsmaagiourilinnsfiansunds
mﬁiwﬁu{]umaaﬂﬁaEJaﬁL‘Wiwai’ﬂLﬂuﬁaa@mamsﬁﬁLﬁumuﬁﬁmﬁm%ﬁﬂuamﬂm $2u79nS
AAnsnadnsvemingduveafianisfignaiusn Faazazvieuisansuunuiinianianinnis
figsfadnsduteluniigegs domndinnuaianianaianudeuvesianisiignioun
Feaenndeatunaiuiseves Henning et al. (2004) Tdnanain smaudeufiinainaanuaunse
Ya3g3natun1INeliAngnIManaULNUIINNITIINGIND LLam"ﬂmuﬁuﬁﬁhaqqLﬁuiﬂmﬂmi%a
AamsduiAnanmsusziliugafanisiianain ssdudeagiioulfiiufesslovdiBansugia
Tuawian NNTLENTNEINT wazn1SUTUUTINTEUIUNTHER uennilanidees Zhang (2013)
wui gsnendanmdsuazianuduiusivanmages Ussansnmmnarils wazanimdeves
g3t Swvedasrieuiadilsavdreriu Guilunadne waznmsamuresinasmu 3nva Satt and
Chetioui (2017) wuin gshefiflenmnudeuiifesdmansenusonanisaiiunuyeagsia uay
Fragviouluialoniglunsiieiutiuna Fadudundeivinlitnamuinsanamulussia uay
1338v89 Tahat et al. (2018) Wud1 AAudeudiAUENTUSAUNAN1TANTUNUTDIIAT
felutagtuarluouian Tnsamenisidunumeldnsifouasiann Gasilfgsiafanis
afamaluladuazndnfusilvl Suszdwmaviligsiafnussavsammails Insiullunadia
WAZATNNARARBNTNINTUNAWLVBITNAMU UaraenASediuaIdeees Han and Tang (2020)
WU ﬂ'wmmﬁwLLUULGTNmm’l’uﬁ%dqmwuﬁwamiﬁwLﬁuaﬂumaaqsﬁ% 531n15918duduNg
WAEIIAIU
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2. dndrunmgnisunidaszdiansznudoiutunadisvesuigniaansideou
Tumanemdnmiwduviaszinalng dudl SET100 esananznssumsdassiinthilumsiiugua
fans Breguanauselevivesuisvuasgfonu Juinihfiatuayuulouievdednduulouis
fne g Adiuinlhfussausofiedy inszardunsteiuiunesiduasfesiumsyseyuves
Uitmneufiaziinisdng Insangnssunisdasyazassmunuuazinnasualunsdadulaves
AENsIINSUTE telinsdeiutiunainanadusssuuasforulssunayssloviunniign
sIzaziumnAmgnIIINIUIEdosnsfiazdisiuliunaiigy augnssunsdassiazdiun
AIUANALATINTUTTWAEANIINEaNYa s eRuduNa Wsgazdy mndiaagnsTunis
ﬁaszLﬂ'mﬁuwﬁﬂsiumiﬂaamuaummmmmmﬁqmﬁﬁmimﬂﬂammwLﬁu{]uma duavdIna
vilvinaznssunsuislilamsiozdavinisane Rudlunamuaudeinisvesauedld aenades
funanuAdeves Lestar et al. (2023) wuin Wlevismsineiudunaszfudsililunsiionsan
dinduladedutiumalitugiudiuuntile Tneulsnensieduiiumaduasinansenulnonsi
HANTSAEIUIIUYEITINY UaraBAARBIiUIWITEYaY Das Mohapatra and Panda (2022) wWuin
nsifugUanaNIslnglndndIuT0IANENTIUNMIUSEN AMENTTUNITIATE LasANENIIUNT
U"%miﬁﬁﬁ?uﬁdawiamimuqm wazdanansznunen133188ulunavegsie wazaziy
giuldin msmfugAanisiipdsezsiufsdndiuvesnnznssunisang 9 vosuiEniiy andy
dusznauiliAnnisivunuasfinsannsieduiunavesgsia Snfedsaenndesivainey
duasuanitunssunisusenineg (2564) 1eina1na1 anenssunisdasziesdinnududaszain
NM3AIUANYBIUIMS fRevusielng wazdeslifidiuisitemdelidlsdslunsnisitu
WAZUIMITVBININNT LWiﬂzazﬁuwﬂﬂqsﬁaimﬁﬂssumﬁaix‘ﬁ'Lﬂmwaamﬁmmsdmaaéww
Tunssndulavesnssunatiaaeriilinsuimsinmauismiianalusdda weeduluievsslon
vostjlariulassa wazanIdoves Dhanti and Sugiharto (2024) wuh UssEnAVIATIRTUALTBYENa
Ganniuulsvsiuiunavesusinlunaemdnninduisszimadulafide TnsussinAviaiia
UTENOUMY dRAIUANYNTTUNITUTEN dndiunnenITunITdasy dndiunnenIIuNIsUIMIS
wAzdRdIUANENIIUNINTIAEDY

3. dndiunishevuvesneviuselvg 5 suduusn dwansenuieRutunaingvesuiun
faamzidoulunaavdnninduwisUsemalng foil SET100 iiesandadiunisieviuvesfionu
slngdy fenuddgsonisieiuiunamasdelainuissiaidnvuznisiofuuuy
ATaUA3 (Family Firm) wielassaianisiiesiuluunszani (Concentrated Ownership) 8wilsk
fevuselvgdisrunanuauuitnuaznistmuaulouieins q ufinsiudunasiedae
gonAdeanu Daily and Dalton (1994) na1111 dndiuvesanynssuniseniinieuentoeninnigly
9mardsransynuiensAduuLagnsimusulouiedns q ldhenigsiafidanenssunis
meuanuInnnely 5m?lgaéJ”daamé’aﬁmm’iﬁmmqﬁmw WYanT wardnsngual uzluiis
(2566) WU HAFIUANYNITUNITOATLURIUTENAINANTENUABNARBNTANTUNULAZNANT
FuuueIUTI uagauideveavusnita (2020) wudn lassairenisiedutuasdamanseny
sansivuauleviededuiunavegsnag uenntl 1uATeVesIUNST WL WAL WA
duasey (2564) wudn dndiunisheviuvesiiousielug 5 dudu danuduiusivuleuie
nsPeRutunavesussmanziloulunanandnninduisUsemalng uavdsaenadosivanuide
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999 Fitriyah et al. (2024) wuh Tnssadmsiefudufianuduiusuuleuensieiuiuae
warnsiedutiunauuudeiilesazaiiousegile wasddndduuidndu q shlsthamufiarsan
amuluuien uazdsaduayuanuideves Tahar et al. (2023) Wud1 AMENTIUNMTUINST Uay
Tassasensioruuuunszaniinansznudaninfuniaunanisdy widssanssnuidmndy
fuulovedutiune awandidiui Tassadedfioru Tneewzdfioruanduliuasdmanseny
sen1sanaulumansiulun s sanulsveRudunavedgsia
druuysilidawansgnudeiutunadngvesuidniivansidoulunaiandnning
wisUszinalng vl SET100 Tusuideiazd 1 fuus Ao deduemenssunisuisn Tag
AniznTIIN TUT TSt lunsuimsgseviou foanthiamdlafuneunng wasdwhmihd
Aamunissndunuvesglasuneunmelnduluaudmmsuazveuin anniiidangtn
9199z unavilidadiunnnssunisuivn lidwasedudunadie wsiznisuimsdedndu
wiosfiRmugluduannssunisdiuing q 8n wrgastunsfieuznssunisuienidngu
Funvieteeflilfilunarlvnisdetuliunaiiutunioanas medflnasnssunmssudy q
osmuANgua lelinsufiinuiuluedisiivssansnmuaziinusssniviaia aeandesiu
HaWIdpvedlneusnd wled wazdsned Junseu (2565) wui lAssEinenuEnITUNISUAY
Tssadadforuliildfanuduiusiunsseduiiumanedusnsie Suliunauar Snsduiiuna
ouuny Bndsaonadaatunainuideuas Abdelsalam et al. (2008) Wui1 asdUszNaULES
ANENIINNITUSEN waglassasisanududiveslifianuduiusivduiunadunanisandu
NUYBILTEN waturazfediuliaenadesiuauideves Jackson et al. (2017) wuil vuIA
AMENTTUNTT WAZNITAIUTINAILNUITBIUTETIURALANLNTTUNTHNANTENUTIUINAY
Guilunadne udrnznssunisildldfuims wazszoznainismssiuninssunisuisy
Tnansenudsmniuiutiudunadny wagswideves Pucheta-Martinez and Bel-Oms (2016)
WU dRAIUAMENITUNITINANYA LLazé’mdmmiﬁaﬁuamﬁuﬁLﬁuLWﬂmﬁqﬁwamwuﬁa

Rudunaangy

unajuuazdaiauauue

NnHamFITeEes Mmanuden wardndrunuznssunsuTTniidsaie Sullunadigves
vsdmaanzleulunaiavdnnindurisdsenelng duil SET100 wud1 yarimulley dadqu
AuENIIINIBAsE uazdnaunsiiovuvesieviudiulng 5 sudu \ulladviidmareiuliunading
vosuTenitannzidoulunanandnninguisszinalne fuil SET100 uidndiunaznssumsuien
Lifinasioiuiiunadne mneasiuinamuiiaulasamuienimansuunulasianiziuiusa
msfisandauitniidadiunnznssunisdass uazdndunmsiiovuvesiiieruselng 5 Susu
wIn ﬁLuuwammﬁu‘J‘ammmﬁw Fuluddeddyiavaziouliiuduuimanisfiansan
mM3dneduduna Snﬁy’aé’ﬁmié’qmmmﬁwmamﬁ%’alﬂ’lﬁﬂuﬂ'ﬁﬁmmﬁqLmeqmsﬁmum
ulsveduilualitugsiadieliinusslovigeamiaeduimauasinamuldsoluluouan

TolauauurIINNaITadinanmiulain yadanuien dndiunmugnssunsdasy
wazdadrunisievuvesiienuielug 5 suduusn Wusudsidnansznuseiuilunadig
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Abstract

This research aims to develop guidelines for managing the Chiang Mai Inky-Cap
mushroom community business group through a Gentlemen’s agreement and to examine its
effects on business management performance. A mixed-methods approach was employed.
Qualitative data were collected through semi-structured interviews and focus group
discussions with 12 key persons through purposive sampling, including community enterprise
leaders, treasurers, and producers from four community enterprises located in San Sai, Mae
Taeng, Doi Saket, and Saraphi districts. The purpose was to collaboratively draft a written
Gentlemen’s agreement. Quantitative data were collected from 1,000 stakeholders through
purposive sampling, including enterprise heads, members, and producers, in the Sansai,
Mae Taeng, Doi Saket, and Saraphi districts of Chiang Mai using structured questionnaires to
assess the impacts of business group management in four key areas including production,
branding, marketing and finance. Statistical analysis revealed that production, marketing, and
brand management had significant positive effects on business management performance,
while financial management had a significant negative effect. The research model showed

strong explanatory power (R2 = 0.770, F = 75.0, p < 0.001), confirming that implementing
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a Gentlemen’s agreement enhances collaboration, improves business efficiency, and guides
strategy, while highlighting the need to revise financial management for the sustainability of

Chiang Mai Inky Cap mushroom community business group management.
Keywords: Management, Business Performance, Inky-Cap Mushroom, Gentlemen’s agreement

Introduction

The business management performance of community enterprises plays an
important role in agricultural and food-based development, supporting local economies and
rural livelihoods (Zain et al., 2023). Community enterprises based on agricultural products
often face long-term challenges due to weaknesses in four key areas, including production,
branding, marketing, and finance. Each of these areas is important for business survival
and growth. Effective production management helps ensure product quality and reliability.
Strong brand management builds customer trust and helps products stand out. Marketing
connects businesses with customers and improves sales. Moreover, financial management
keeps the business stable and helps it grow. In Thailand, the Chiang Mai Inky-Cap mushroom
community business is a successful local model that turns traditional knowledge and local
resources into income for farmers. However, it still faces problems such as weak structure,
unclear roles, and limited coordination (Talerngsri-Teerasuwannajak & Pongkijvorasin, 2021).
Solving these issues needs a clear management approach with written agreements to guide
cooperation and support business success.

The Chiang Mai Inky-Cap Mushroom community business group, formed by four
community enterprises located in San Sai, Mae Taeng, Doi Saket, and Saraphi districts, faces
supply chain inefficiencies, posing ongoing risks. Unlike large-scale agricultural enterprises,
it relies on informal agreements and collaboration, leading to operational challenges. This
decentralized and unregulated nature often creates management gaps that affect group
cohesion and performance. Moreover, stakeholders such as producers, enterprise leaders,
and community members may have differing goals and expectations, further complicating
coordination. Business groups, composed of interconnected enterprises, enhance efficiency,
market access, and financial stability. However, the absence of structured governance often
results in inconsistent practices, pricing issues, and financial instability (Sinnarong et al., 2022).
To remain competitive in dynamic local and regional markets, community enterprises must
adopt mechanisms that balance flexibility with accountability. A Gentlemen’s agreement, a
documented framework of shared commitments, responsibilities, and financial rules, serves
as a non-binding but formalized tool for aligning stakeholder interests. In this business, such
an agreement can enhance collaboration, ensure compliance with business practices, and
strengthen pricing and marketing strategies. Formalizing these agreements supports trust,

reduces financial risks, and supports long-term business management performance.
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This study aims to establish a Gentlemen’s agreement for guiding the management
of community business group and to evaluate its effects on key areas of business
performance, including production, branding, marketing, and finance. It also seeks to
contribute to broader efforts in community-driven economic development by providing
clear and practical guidelines for managing similar enterprises in rural areas and agricultural
contexts. These guidelines can support better decision-making, increase efficiency, improve
accountability, and promote long-term sustainability. Based on these considerations, this
study addresses the research question as to what extent does the implementation of a
Gentlemen’s agreement influence the business management performance of the Chiang
Mai Inky-Cap mushroom community business group across production, branding, marketing,

and finance.

Research Objectives

1. To create guidelines for managing the Chiang Mai Inky-Cap Mushroom community
business group through a Gentlemen’s agreement.

2. To evaluate the impact of Chiang Mai Inky-Cap mushroom community business

group management on the business management performance.

Research Hypotheses

H: The community business group management through a Gentlemen’s agreement
process has a positive impact on production management performance.

H: The community business group management through a Gentlemen’s agreement
process has a positive impact on brand management performance.

H3: The community business group management through a Gentlemen’s agreement
process has a positive impact on marketing management performance.

H; The community business group management through a Gentlemen’s agreement

process has a positive impact on financial management performance.

Literature Review

A Gentlemen’s agreement is a process used to encourage positive member behavior
within an organization (,an3a Nngiln, 2566). This process can support the development of
a written agreement for the Chiang Mai Inky-Cap mushroom community business through
cooperation between entrepreneurs and stakeholders in the value chain. It involves four
main management areas, each related to a research hypothesis about its effect on business
management performance.

Production Management integrates technology-driven production planning,
transforming raw materials into value-added products (Clark et al., 2021). The societal

benefit of agriculture product management is its ability to generate more employment
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opportunities (Durham & Mizik, 2021). Based on this understanding, the research proposes
the following hypothesis.

Hl: The community business group management through a Gentlemen’s
agreement process has a positive impact on production management performance.

Brand Management emphasizes building and maintaining a strong business identity,
enhancing economic and social value by generating employment and income opportunities
within the community (Li et al,, 2022). It plays an important role in shaping consumer
perceptions by connecting personal experiences and emotions to a brand (Daldanise, 2020).
Building on this understanding, the research proposes the following hypothesis.

H: The community business group management through a Gentlemen’s
agreement process has a positive impact on brand management performance.

Marketing Management collaborative market share planning, promoting the
product’s recognition and acceptance while ensuring job creation and fair income distribution
(Kareska, 2025). Business groups play a significant role in processing and marketing agricultural
products, creating market competition that benefits local producers (Kalogiannidis, 2020).
Based on this understanding, the research proposes the following hypothesis.

H: The community business group management through a Gentlemen’s
agreement process has a positive impact on marketing management performance.

Financial Management focuses on effective financial management for planning,
execution, and monitoring business operations among entrepreneurs (Rahim, & Balan, 2020).
Working capital investment positively impacts profitability by providing financial stability
for business expansion (Anton & Afloarei Nucu, 2020). Building on this understanding, the
research suggests the following hypothesis.

H4: The community business group management through a Gentlemen’s
agreement process has a positive impact on financial management performance.

Related research shows that a documented commitment framework improves
agreement adherence, efficiency, and business performance. While participants recognized
both benefits and limitations, they emphasized the need for community participation in its
development (Halewood et al., 2021). The framework strengthens relationships among
stakeholders, encourages the use of local resources, and promotes social and economic
value. It also supports planning, fair employment, and income distribution. As agricultural
entrepreneurship evolves, success increasingly depends on innovation, opportunity
identification, and market expansion (Cheriet et al.,, 2020). In the case of Chiang Mai
Inky-Cap mushroom community business, these elements improve management, strengthen
collaboration and governance, and support competitiveness and sustainable local economic

development.
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Figure 1

Conceptual Framework

Community Needs The Chiang Mai Inky Cap - Community enterprise
Business performance Mush C i management.
| Busi . p . > us ro?m ommunity I | g
improving Business Group - Creation process of
agreement

Knowledge and Techniques

Creation Process of the Gentlemen’s agreement (Documented Version)
1) Identifying the needs of the community business group
2) Drafting an agreement for the formation of the community business group
3) Expert review on the contract for forming the community business group
4) Finalizing the agreement for the formation of community business group

5) Understanding of stakeholders in the co mmunity business group.

(H) Production (H)) Brand (H,) Marketing (H) Financial
Management [ | Management Management Management

Chiang Mai Inky-Cap Mushroom Community Business Performance Management

Research Methodology

This study used a mixed-methods approach to examine the Chiang Mai Inky-Cap
mushroom community business group’s performance under a Gentlemen’s agreement across
four areas, including production, marketing, branding, and finance, with data collected from
1 March 2024 to 1 February 2025.

Qualitative research collects the experiences and views of 12 key persons through
semi-structured interviews and focus group discussions. Key persons include leaders,
treasurers, and producers from four Inky-Cap mushroom community enterprises in Chiang
Mai, including the Sustainable Agriculture Community Enterprise in Ban Sob Faek in Sansai
District, the Agro-Tourism Community Enterprise in Mae Ho Phra Sub-district in Mae Taeng
District, the Local Agriculture Community Enterprise in Samran Rat Sub-district in Doi Saket
District, and the Sustainable Agriculture Farmers Group in Ban Nong Faek in Saraphi District.
The goal is to create a Gentlemen’s agreement to guide group management and improve

performance.
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Quantitative research employed structured questionnaires to collect data from
1,000 stakeholders, based on Yamane’s formula with a 95 percent confidence level and
5 percent margin of error (Yamane, 1973). Purposive sampling focused on key persons in
four Chiang Mai districts. The questionnaire assessed business performance in production,
branding, marketing, and finance. It was developed through literature review, expert input,
and pre-testing. Three experts confirmed content validity, with IOC values between 0.70
and 1.00. A pilot test with 50 participants showed item-total correlations from 0.35 to 0.81
and a Cronbach’s Alpha of 0.88, confirming tool reliability.

Experimental Results

The creation process of the Chiang Mai Inky-Cap mushroom community business
group through a Gentlemen’s agreement (Documented Version) for community business
management performance involves five stages in the agreement creation process, as shown
in figure 2 below.

Figure 2

The Creation Process of Gentlemen’s Agreement (Documented Version)

Creation Process of the Gentlemen’s agreement (Documented Version)

:

1) Identifying the needs of the community business group.

v

2) Drafting an agreement for the formation of the community business group.
I

\ 4

3) Expert review on the contract for forming the community business group.

v

4) Finalizing the agreement for the formation of community business group.

v

5) Understanding of stakeholders in the community business group.

1) Identifying the needs of the community business group.
The Chiang Mai Inky-Cap mushroom community business brings together four local
enterprises from San Sai, Mae Taeng, Doi Saket, and Saraphi to enhance product quality,

create jobs, and support vulnerable groups. Through advanced technology, training, and
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standardized production, the group ensures high-quality mushrooms that meet market needs.
Strong stakeholder cooperation supports marketing, branding, and knowledge sharing. With a
focus on sustainability, the initiative emphasizes efficient resource use, financial transparency,
market expansion, and skill development to drive long-term business success.

2) Drafting an agreement for the formation of the community business group.

The Chiang Mai Inky-Cap mushroom community business agreement strengthens
efficiency and performance through a transparent framework co-developed by
entrepreneurs, stakeholders, and researchers. It promotes knowledge sharing, market
integration, and community participation in three key areas: enhancing stakeholder
relationships to improve engagement and product quality as supporting a shared business
culture to align goals; and providing economic incentives for ethical production and fair
pricing. This structured approach boosts competitiveness, productivity, and long-term
resilience of the inclusive community business group in Chiang Mai.

3) Expert review on the contract for forming the community business group.

The Chiang Mai Inky-Cap mushroom community business agreement was reviewed
by experts to ensure fairness, inclusivity, and feasibility. Input from the Northern Regional
Research Chair guided improvements in collaboration and risk management. The review
emphasized group formation, participatory processes, and risk reduction. Expert feedback
enhanced trust, member engagement, and sustainability. This structured, inclusive framework
supports stakeholder cooperation, transparency, and resilience for long-term growth and
effective business performance management of the community enterprises.

4) Finalizing the agreement for the formation of community business group.

The Chiang Mai Inky-Cap mushroom community created a documented agreement
to boost employment and income distribution. Through collaboration in financial, brand,
marketing, and production management, the agreement improves cash flow, business value,
market reach, and efficiency. It supports unity, accountability, and stakeholder relationships
while promoting sustainability. By using local resources and generating social and economic
value, the initiative supports inclusive growth and long-term success, as part of a research
project to strengthen the local economy.

5) Understanding of stakeholders in the community business group.

Understanding entrepreneur and stakeholder perspectives is vital to the Chiang
Mai Inky-Cap mushroom community business. Shared awareness promotes agreement
adherence, efficiency, and sustainability. Key goals include building relationships,
encouraging participation, and aligning producers through a unified agreement. This
participatory approach enhances cooperation, resilience, and long-term performance growth

of the community business.
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The impact of Chiang Mai Inky-Cap mushroom community business group management

on the business performance management.

1) Analysis of Chiang Mai Inky-Cap mushroom community business group affecting

the business performance management is shown in table 1 below.

Table 1

The Mean and Standard Deviation of Chiang Mai Inky-Cap Mushroom Community Business

Group Management Affecting the Business Management Performance.

The impact of Chiang Mai Inky-Cap

mushroom community business group

management on the business % S.D. Interpretation
management performance.
Production management 4.62 0.30 Very High
Brand management 4.12 0.45 High
Marketing management 4.28 0.39 High
Financial management 3.81 0.50 High
Average 4.21 0.41 High

Table 1 shows that the key persons see the Chiang Mai Inky-Cap mushroom
community business group as having a strong overall effect on business performance (average
score = 4.21). Production management ranks highest (4.62, SD = 0.30), showing it is viewed
as the key driver of success. Marketing (4.28, SD = 0.39) and brand management (4.12, SD =
0.45) also receive high scores, while financial management scores lowest (3.81, SD = 0.50)

but is still considered important. The small standard deviations mean most people gave

similar ratings, confirming that all four areas matter, though to different degrees.

2) The relationship between variables was tested using the Pearson Correlation

Coefficient (PCQ) to identify significant correlations at the 0.05 level. Only variables with

significant correlations were included in the Multiple Linear Regression analysis.
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Table 2
The Correlation Coefficients between the Dependent Variable and the Independent
Variables.
Variables Y (Business performance management)

(X1) Production management 0.820**

(X2) Brand management 0.460%*

(X3) Marketing management 0.580**

(X4) Financial management -0.710**

**The statistical significance level is 0.01.

Table 2 shows the Pearson correlation coefficients between each management
area and business performance management. All four links are significant at the 0.01
level. Production management shows the strongest positive relationship with performance
(0.82), followed by marketing management (0.58) and brand management (0.46), which both
indicate moderate positive effects. In contrast, financial management has a strong negative
relationship (-0.71), suggesting that the way finances are currently managed may hinder
overall success. These results echo Table 1, confirming that better production, marketing,
and branding support higher performance, while financial practices require careful review.

3) Testing the relationships between independent variables to ensure they do not

cause multicollinearity problems by analyzing Tolerance values and VIF values.

Table 3

Tolerance Values and VIF Values Analysis.

Predictive variables Tolerance VIF
(X1) Production management 0.720 1.390
(X2) Brand management 0.650 1.540
(X3) Marketing management 0.680 1.480
(X4) Financial management 0.700 1.430

Table 3 shows that multicollinearity is not a concern for the four predictors. All
tolerance values are comfortably above the 0.10 threshold (0.65 - 0.72), and all VIF values

are well below the critical value of 5 (1.39 - 1.54). Production management has the lowest
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VIF (1.39), while brand management has the highest (1.54), both remain in the safe range.
Marketing (VIF 1.48; tolerance 0.68) and financial management (VIF 1.43; tolerance 0.70)
meet accepted standards. These figures confirm that each management area adds distinct
information to the model, allowing them to be analyzed together without inflating error
estimates.

4) Using the variables that affect the business performance management to perform
Multiple Regression Analysis.

Table 4
The Multiple Regression Analysis of the Independent Variables Affecting the Business
Performance Management.

Predictive variables B Std. Error Beta t Sig.
Constant -0.100 0.150 - 0.670 0.505
(X1) Production management 0.650 0.080 0.450 8.130 0.000
(X2) Brand management 0.320 0.010 0.200 3.200 0.002
(X3) Marketing management 0.480 0.090 0.300 5.330 0.000
(Xd) Financial management -0.550 0.070 -0.400 -7.86 0.000

R = 0.880, R* = 0.770, F(4, n-5) = 75.0, p < 0.001**

Table 4 shows that the regression model is strong, explaining 77 percent of the
variation in business performance (R? = 0.770, F = 75.0, p < 0.001). Production management
has the largest positive influence (Beta = 0.45, t = 8.13, p < 0.001), followed by marketing
management (Beta = 0.30, t = 5.33, p < 0.001) and brand management (Beta = 0.20,
t=3.20, p = 0.002), both of which add smaller but still significant gains. In contrast, financial
management shows a significant negative effect (Beta = -0.40, t = -7.86, p < 0.001),
indicating that financial practices reduce overall performance. These results confirm
that strong production, marketing, and branding practices boost success, while financial
management needs improvement.

Discussion

The Chiang Mai Inky-Cap mushroom community business group management
through a Gentlemen’s agreement for business performance management as outlined in
figure 3 below.
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Figure 3

Chiang Mai Inky-Cap Mushroom Community Business Group Management

Chiang Mai Inky-Cap Mushroom Community

Business Group Management

Dimension 1 . Dimension 3
2 v v
Production Marketing
Researchers H»  Entrepreneurs &  Stakeholders
Management (H,) ¥ Management (H,)
> Gentlemen’s agreement Nl
N 1)  Goals of forming the community business group. <
2) Operations through the community business group.
Dimension 2 3)  Members' core responsibilities Dimension 4
Brand 4)  Performance evaluation for operational standards. Financial
5)  Building cooperation for community business group.
Management (H,) Management (H,)
6) Guidelines for accepting new members in the future.
7)  Procedures for non-compliant members.

v

Chiang Mai Inky-Cap Mushroom Community Business Management Performance

This study shows that implementing a Gentlemen’s agreement enhances overall
business performance in the Chiang Mai Inky-Cap mushroom community, especially in the
areas of production, marketing, and branding, while highlighting weaknesses in financial
management that need urgent attention.

The study confirms research hypothesis (H1)’ indicating that production
management is the strongest contributor to business performance. With the highest mean score
of 4.62 (SD = 0.30) and the strongest positive correlation (r = 0.820, p < 0.01), production plays
a foundational role. Regression analysis (Beta = 0.450, p < 0.001) further confirms this
influence. These findings suggest that well-organized scheduling, the use of modern
production techniques, and strict quality control not only improve product consistency but
also reduce production risks. This aligns with Clark et al. (2021), who noted that effective
production strategies improve resilience and add value in community-based agricultural
models.

For hypothesis (H2), brand management shows a moderate yet important impact
on business performance. It received a mean score of 4.12 (SD = 0.45) and a significant
correlation (r = 0.460, p < 0.01), with regression results confirming its effect (Beta = 0.200,
p = 0.002). These results indicate that a clear and trusted brand helps the business attract

repeat customers, maintain market presence, and differentiate itself from competitors.
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A well-positioned brand also contributes to customer loyalty and price stability that
consistent with the view that that brand equity improves long-term market viability and
economic sustainability, particularly for small enterprises in rural areas (Li et al., 2022).

Hypothesis (HS) is also supported. Marketing management emerges as the
second-strongest factor, with a mean of 4.28 (SD = 0.39), a significant correlation (r = 0.580,
p < 0.01), and regression results (Beta = 0.300, p < 0.001). These findings suggest that
strategic marketing practices, including digital promotion, customer engagement, and
diversified sales channels, have helped the community business expand its customer base and
increase income. Additionally, community involvement in marketing boosts social capital and
trust among buyers. This confirms Cheriet et al. (2020), who emphasized that opportunity
identification and market development are key elements of sustainable agricultural
entrepreneurship.

In contrast, hypothesis (H4) is rejected, as financial management shows a significant
negative impact on business performance. It has the lowest mean score (3.81, SD = 0.50),
a strong negative correlation (r = -0.710, p < 0.01), and a negative regression coefficient
(Beta = -0.400, p < 0.001). These results suggest that limited financial planning, informal
budgeting, and unclear financial roles may weaken overall performance. This aligns with
Rahim and Balan (2020), who emphasized that financial literacy and structured systems
are vital for small business stability. The study recommends improving financial literacy,
adopting transparent budgeting, clarifying roles, and regularly monitoring financial activities
to enhance sustainability and support long-term growth of the community business
group.

Overall, the documented Gentlemen’s agreement contributes positively to
business performance by enhancing collaboration, setting clear roles, and aligning stakeholder
goals in production, branding, and marketing. However, for the agreement to achieve full
impact, financial practices must be urgently improved. Strengthening financial literacy and
governance will ensure that community enterprises not only survive but thrive sustainably

in the long term.

Conclusion and Recommendation

The Chiang Mai Inky-Cap mushroom community business showcases how
a Gentlemen’s agreement enhances collaboration, trust, and shared objectives among
stakeholders. The model significantly boosts production, marketing, and branding
performance, while financial management remains a major weakness. Based on the findings,
production should be supported through technology and training, while branding needs
development through storytelling and packaging. Marketing performance can be improved
with digital tools and online market access. Financial issues must be addressed by offering
financial literacy programs and transparent budgeting systems to reduce risk and enhance

sustainability.
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Using mixed methods, the study surveyed 1,000 stakeholders and conducted
interviews with 12 community leaders across four Chiang Mai districts. The results confirm
that structured agreements positively impact business performance, offering a practical
model for other rural enterprises. Future research should assess long-term impacts of such
agreements, compare regions with and without formal frameworks, and include stakeholder
perspectives. This study contributes to rural development by linking local entrepreneurship,
resource mobilization, and inclusive governance to sustainable economic growth. It offers
a strategic framework for community-based business models in Thailand and similar

contexts.
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