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Abstract

This research aimed to study demographic factors affecting quality of work life and
quality of work life factors influencing employee retention among operational-level staff at
Mae Fah Luang University, Chiang Rai Province. This study employed a quantitative research
approach, collecting data from 486 operational-level employees through questionnaires.
Statistical analyses included descriptive statistics and inferential statistics (one-way analysis
of variance and multiple regression analysis). The analysis results revealed that different
demographic factors significantly affected operational-level employees’ satisfaction
with the quality of work life. Furthermore, the quality of work life factors that significantly
affect employee retention among operational-level staff at statistical significance levels
of 0.001 and 0.01, with the highest influence, are opportunities for self-development and
career advancement. Among these, opportunities for personal development and career
advancement had the highest influence. However, factors related to a safe and health-
promoting work environment and work-life balance were not found to have a statistically
significant influence. These research findings can be utilized as guidelines for policy

formulation to enhance employees’ quality of work life, creating satisfaction and enabling
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employees to work happily, while also sustainably improving organizational efficiency and

effectiveness.

Keywords: Quality of Work Life, Employee Retention, Operational-Level Employees,
Mae Fah Luang University, Chiang Rai
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51816 81897 UATUTENNTDIAII) AIHAFBAMANTINNTINOUMUNS 9 aeelled1Atyni
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HAUATIZYAIUANANTRIEUTEYINTAIANTIUANG WAUGIHAF DA INTIFINITY I

ANOVA

qmmw?ﬁmmsﬁwmu Sum of Squares df | Mean Square F Sig.
LNF
Between Groups 56.114 143 0.392 3.860*** | 0.000
Within Groups 34.767 342 0.102

Total 90.881 485
21
Between Groups 44.425 143 0.311 2.332%** 1 0.000
Within Groups 45.567 342 0.133

Total 89.992 485
SaUNTN
Between Groups 78.645 143 0.550 3.256*** | 0.000
Within Groups 57.767 342 0.169

Total 136.412 485
FTAUMSANEN
Between Groups 82.167 143 0.575 4.166** | 0.000
Within Groups 4ar7.167 342 0.138

Total 129.333 485
swla
Between Groups 211.639 143 1.480 3.652*** 1 0.000
Within Groups 138.600 342 0.405

Total 350.239 485
91897U
Between Groups 408.629 143 2.858 3.544*** 1 0.000
Within Groups 275.733 342 0.806

Total 684.362 485
Usennuaediuay
Between Groups 632.000 143 4.420 3.344** | 0.000
Within Groups 452.000 342 1.322

Total 1084.000 485

'
a

NUBWA. ** upnssegreditdAtyfiseau 0.001

12




SUTHIPARITHAT JOURNAL Vol. 40 No. 1 January - March 2026

auuAgiuil 2 guam@smshauiinasenisaseguesminauszivaneufiing nans
Ansinsanneenan wui1 Jaduamnindinnsineu 3 mu laun n1sysannismediaumie
mMsvihnusiudy Temalumsiaunuesazamufinvihluondn uazdmeuunuiiiusssunay
Wiganeddvsnalauinegdiduddgymeadreonisasegvesniinnu Inslonalunmsiaunnuies
wazaminviiluendn Wutladeiddvinageiian luvasfianmnadeunsvinnuiivasndouas
duaSuavnn wagAuaunasenIedindunisiaulinudy f8venaedrslivvdrAgnieada
Aonsategrantina aedldn R2 Wiy 0.514 wandliiiud AuamdInnsvhauaunse
gsungmsen siasenteglunwraminusEARUAEU]URNTT avingndeusiiivans Weese
I#Sevas 51.40

A13197 3
HaNITUATIFVANNITORN0TYNINTTEAMN IMNTIANITYINIUTNAREN I sAYEE I IUYeININTIY
LAUFISUNUANIT UM INeIEUNIAI 1TENTIEY

Coefficients
Unstandardized |Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 0.526 0.165 3.185** | 0.002
NSYTUININNEIAUTTE 0.213 0.061 0.190 3.466** | 0.001
AIVUTIUAY
Tonalunsimunuesas 0.427 | 0.069 0.360 6.174** | 0.000
AUATIAUT LT
anmwndeunsiauiivaeade | 0.001 0.052 0.001 0.017 | 0.987
waTALASNAYN N
Aneuwnuiiilusssuuazfivane 0.186 0.049 0.195 3.834** | 0.000
ANNANAATENINTIAAUNITINGIW | 0.058 |  0.048 0.055 1222 | 0.222

'
=

e, **, ** Javinasg1aivudAyseau 0.01 wag 0.001

NANT5IRBUAZAUTIOHA
HansAlaszitadeuszrnsaansiuansnsiudesnadanmunmdinnsinauvasmiingy
szAuaeUURn1s umnAnendeuiimans Weese wan153dy nudn Tadeusernseans wu
91y 91810 018911 UarsEAUNSANYT dnadenun NTInn1svuTetinaueaiitedAy
Ferenndesiununfames Walton (1975) fhauedn Hadefiugiu wu Aneuunu Tenanisiaun
wazANANgaTIn iTuesUszneudyvesamn miinmaineu uenaini Svaensdesiunuves
Sy WWeulsas uazgmiin adresiudia (2566) finuin naumdinauiitlengauunsindanudfionele
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gandngulv egnalsfiny widevesglsissa Juawdy (2562) ndunuin Jadeusernsmans
lifimduiusiuaudlansegluny §ideuesin auuandsienaiinnndnuasienizes
Uiunesdns ilesnnuminendouiimansiissuvativayusuaiaRmsuazanmiandennsinnu
fiffunsnimansesdng Filidadeuszansmaniiavswadniumnnit lusinanisiasgy
fannsadeslosiunguusagileanstadoves Herzberg (1993) Taemud1 Temalumsiinnnuas
nsldsuniseensuifuiiadgslaiiddy Tasdmeuunuuazanimnndeunisvinnudneglungy
thfomqu Fonnlaifazdelfinaalsmelalunshou Snvlusuanuanuaienisaeisdu
MNUTUNYRIM AIendeiifiniinaunansraats Taslanizngy Generation Y dudungundn
lupeAns wan15ide wud wiazkiwastulianudesanisuasusaslalumaiauuandiu lng
Gen Y Wianuddfunmsiauandnuasnslduniseensu Tuvaeii Gen X lfanuddaiu
mmﬁumLLa:mmau@ais‘de%?mLLa:mu (A5 TERIENBY, 2563) NaRINaIABAAADS
funguidiutiuaudonisues Maslow (1943) Fewandliidfiuin Gen Y faufesnisdiu
Esteem way Self-actualization 310031 Tuvaiedi Gen X Wianuddyiusediu Physiological
uay Safety Needs 110 §deiiuin mnuuandsilagviounatamedsnuuanasugialutlagsy
Tne Gen Y iulalugaillomalunsiaunsinueuaznsaseurmuesiinudfaygs vasil Gen X
Fapslimnudfyiuadosnmmeanistuiaranuiuaslua Tadidenndefiuuuana Self-
Determination Theory 84 Deci and Ryan (2008) filtiuin anudusiug (Relatedness) wa
ALENN3A (Competence) L‘TJuLLid@Jﬂﬁ]ﬁug’mﬁﬁqwa&iammgnﬁu’luaqﬁm

nan1353As1esidadeannIndinnisvinulinadenisaeglusiuvaanineuszau
a18UfUANs wnInerdeusifianade nansliesgiuuanneenvan waned Jaduamninin
miv‘hmw’?‘idqmasiaﬂﬁma&Jmaqwﬁfﬂawuaéwﬁﬁaéﬁzy Taun 1. Tonmalunisimuinuiouas
arwimmth 2. Aweuwnuiiusssy 3. maysanmamsdsauniensyininusautu Seaiue
anunsnesuneanuRilaneglussdnsldedneitediny denndesty duwu Vintuna (2562) uay
Wun$ suunmd (2563) finanain Temalumsimuinuies avvioudisannudenisseiugeny
Maslow uazdnaglungu Motivator Factors w84 Herzberg dawnnasdnsiuuimisdnauluns
WawAneamninay ssdreairussdalul@auinuarandnsinisaiesn (Dibble, 1999;
Ellenbecker, 2004) Tngmeuunuiiingan Wudadeiuguiininenlimuddy Tasane
nguiiiinnszaseunds deeanisanuiuadudin vuAdoveaiudian sufasty (2565) uay
Dibble (1999) &1 Ameuunuiiiisswedranaruilifinels wasdudeuludosiuiiduiy
ﬂ'EJ‘LlWﬁﬂ\‘1’114?]35?(12\]ﬂﬁuﬁU@ﬂﬁﬂﬂU'ﬁzﬁUﬁiﬁﬂ‘ﬁu %qmiy‘imﬂmimqﬁmmﬁwaﬁiammiﬁﬂ
\Wudunilawesesdng wagauduiusialuivihauitisananuieienfiuanugulunisiau
Fsaonndoafuilii Social Needs 489 Maslow WazAuFesNTSHi Relatedness A Self-
Determination Theory (Deci & Ryan, 2008) agnslsiniu Jaduduaniniandeunisvinaunay
Work-life Balance uffagilunumadnluniwsn uwiluanideillsllddmaronisnsegvasniinay
ogaiitfoddny ideusshavanienananuiunvesminedeiifsruvaivayunuanga
Finuazauegluszdugiegudn o1l msimuanammhauiviueulazaiafnisfuguan
finseunqu Fwilintnnuliveritiadomafiduidadulalunsasegsely
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Nnusiensdnsuas Allen and Meyer (1990) adwuneenidu 3 Uszian Téud mnugniusiny
0l (Affective) NM3A90Y (Continuance) wagmuUITIAgIu (Normative) lagnudusazUady
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Taunton et al. (1989) fivs?in Jadufuypdnwineu Snumsvesesdng uazaudnunzvg
fuims Sudussdusznaviidwmasienisindulasguieluanesdns Ssmsdamsideszuululia
wanilazheliesdnsanansasnunyeainsiifiaunnlililuszesen

unasuuasdaiauanuy

NNaNTIAE nui Yadedulenalunsiamnsuesasanuinminluendn mneuwnu
Ausssuuazifiome uaznsysanmsnedenavdonsvinusiuiu Suidvinasgreddeddy
rlonsategvasntinnusyivagufiin1g uniendeuwsifimvads Weese Faid padnsessiu
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Abstract

This study aims to examine the influence of profitability and capital structure on
stock prices of listed companies in the Stock Exchange of Thailand, service industry, tourism
and leisure sector, during 2019-2023, which was a period when the industry faced both crisis
and economic recovery. Therefore, this study is important for understanding the financial
factors that determine the market value of companies in a sector that plays a strategic role
in the Thai economy. This is quantitative research, collecting secondary data from annual
financial statements of 63 samples. The independent variables are gross profit margin, net
profit margin, return on assets, return on equity, and capital structure, while firm size is the
control variable, and stock price is the dependent variable. The data were analyzed using
descriptive statistics and multiple regression analysis.

The results of the study found that gross profit margin and capital structure have a
positive influence on stock prices, while firm size has a negative influence. Net profit margin,
return on assets, and return on equity have no significant effect. These findings indicate the
important role of profit quality and capital structure management on market value creation,
which is a new issue that enhances the body of knowledge in finance and provides practical

guidelines for managers and investors.

Keywords: Profitability, Capital Structure, Firm Size, Stock Prices, Services Industry
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Fuilunauazilsanmsuendnming uimsamulundnnsndddimudssiidnamusofiansan
oghssaunay LiosmnuaneuLuigeinamdoufumuAsiiiiutu msananuidssainmsasu
Fesndusosordoaruirmudlalunguiugiunansiu lasengnsiesesiunaiu fadu
wiaafloddalunisusufiunanisiiiunuuazaniuenenisdu

Tumsideadsdiidoaulafinumamdnning Wesnmamdnnindioduladuddy
fazviouyarvosiulunaamuuasiinadensdndulaamuvesinasy nsfnwadadienamivin
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Tunaiavdnnindunssemalne naugraIvnssuuIngg mungsRanIsviefluazdunud
3 azvisuliiuinanuansatunsiilsuazlaseadnaduyuiinudfglunisussiudvsna
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ilefnundninavesanuansalunsvinls Tassaafunuidsesavdnnindves
Ustmianzdeulunaandnninduwisusemelng nguananvnssuuinms mnngsianisvieadien
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raneuuny Tagddaainnisuilaatuna Geagviouiimiliaunasenieneiuuaznednglu
Fana 9 dealiiAnnisesn wasmsidy eudmsdnnimmiweinsmensiuliengay
(aavanmsnduiausemelve, 2564) lnstinamuaunsadenaulundnningvionsta1snianis
Ruyjsasnmanauunulugunszuaduan (TFEX, 2566) lnonsasuaninsanuseenidu 3 Ussiam
vdn 1fun msaamuiiten1suilna nsasulussia wagmsaspilundnnin (ngrains Tmisns,
2563; 13U3T1 JUNINeY, 2565)

uunAnuaznguiieafulasastuyy
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Buszazen siuBuavs Fuansiy uazilsazan (TFEX, 2566) warlnseainsvaaiumuilvnzay
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2561)

nguiiferiulasiaiieiuyy esnnlassaatunuvssudazenamnssueIauaneg
fusgrsdinia Wy mnudsuasdnunzveagsiefidsnasionisidenliunasiunusineg dhiwnis
vanovhulsanmauitoosueauduiudsznindasaaiuyuiazyadivesianis Teua
1. Mgy M&M Proposition | uaﬁwaaﬁama%%aﬁuaéﬁué’ﬂdausvmNwﬁyauuawmsuaqﬁﬁaﬁu
LW'ﬁvuammaam}mil:duwa'i'smamamwuauuaku 2. i} M&M Proposition | mwumaa
mqumun%amuma mﬂmunuammumamuauuamu Lmeumumaqwaawummmummmu
nilaufigitu 3. nouflassaireosiunulnemilsfwanssnunisnd aenibedieanunsain
anngounBld Fasrilidunuiunilsenuanandessiefivifu 4. nquilasedesiuny
Tnesnisfuunnmsduazaiadlovsivinidaunniuly anudsmnmsduasasasiiaiu
ﬁﬂﬁtﬁ’]’mﬁéf@)qmimamammuqﬁu (raenanNnSHEWiIUsEImALNY, 2565) kag 5. NHEANITIN
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o wnliissedagliviay wavanieazeondulul ilevanideamsneviuieniseantilul
flenadssansznusiesiatiu (Yaann Miug, 2565)

ngufnsdedyan

nufnsdsdayeyiad (Signaling Theory) vianedis nginssuvasdusynstunmsindulaseauyu
TaoannzlunsaliduivsidoyafeiveuanuesesdinsiionslldiUaweseasisay n1sidends
mssvaamuisennsaliifueiesdielunsdidyganfeivanumsaivesuisvlugainasmu mn
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fugfdettulmi uandenflazreviiiienymaneuwmililvfuddeduin Womaiuuiuigstu
Utniansaooniuiuyulilunafigeiu wasmnuisnsrautigvdefuualiuldd fuivns
o1densentuaniilmiiievhiiuinsesiunisvianu fensszmmuieisienadedyg aniay
sonmdnuaivesuitvlumenuesinamu du masnwssduniadlimazsaeliuidnannse
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SnwmBavgulunsszasmuluomnanlaglinsgnudemuidesiuvesinamu (@und uwiled way
AL, 2567)

naufinaaiiiuszansam

auiinaneiiuszavsnm (Efficient Market Hypothesis) luuwiAnfiuansliiufianann
flannsnaoudeyasmasiomualdogsanysal Tnedoimafuszasfouyariuiaswos
vstiawe deiiteyatmansly q Aiedu mefussuiuimuiuiiuarasfoutoyamaniuegis
s5 madnaulatensvestnamuarliannsnaiuilafuniiseduunild esnmauay
Ususmudoyatmasuardafoiuguiifiniaudsuaduiudl dhasuannsamansaisem
wunfudsiidmansenusionanlsiogafingua annsaduunseduamnuiiuszansameesman
18 3 52y Ysznaudne 1. anuiivszAvsamluseium degaililunsdaduladenefulssnon
fhedeyanineain wu savularUinumstenslusiinegliaunsoliluniswennsaisavulu
ounalel 2. mnufiustavBnmlusedunans Sevfuazasvioudeyannmanauasd e siweuns
gansnsaur Tewdledinsuszmadnlml 9 siavuazUsusaaiiuil uas 3. anuiivszsansawly
sefuge evuagTieudeyaynuszinn Kaidumssasuaslidumsnsae (Tafnue 91929,
2564)

wunARREafuIUNsRY

sumsiudmidudielitoyafetunindauiiosdnsiivionseunseses widaiunuluns
dammsnens uaznsliusslonianmineinsanan lnesunisiumanysenauimeauga surls
VINNU LALIUNTLHARUER (§aA5m1l inSeUaTeTmn, 2554) %wquaiﬁ;ﬂ%’wmiﬁummsaﬂﬁxLﬁu
Han s lunuazUsEania1nn1suImsiansveesnnslaegansuiiuy. deyaannsunsiuay
gnltlunisiunudndunianstiuwaensiinneinansaniun suiinisaienisalsela
nszuaiuan wazadssvesianisluswman (Bay diozans, 2560) M3davhaunsiudesufod
anamdnnstiydisusesilu Inglulssmalnesvuslasanivdndnd warluanizeminmiun
ny FASB (Financial Accounting Standards Board) @afinszuiunstadfimanzaufudnuoe
gnEvNIINRg o nsidensnstiyTfimnzauenavinlvideyavnansRuagiiouaauziuansg
fuld wardwasionisiIeuiisuszrinaiansfiliidnistydaaiu Sainsimueliiinnems
Uszneuaunsiuitedamedeyafisniu Ssaimi wdsusdeian, 2554) Tassunisiiuuseneu
sy 5 Usziamvidn Tiun suga suilsvianu sunssualuan sulanansiUAsuldasdiuvesiie
YU UaevnewvgUsenausunsiuy

wuaAMNIAUSAsIEIUIMINSEY

N33R IAIN1NN5EY (Financial Ratio Analysis) luiaSesiieddnylunisussidiu
Usgavsnmmssidiunuresesdns lnensiisuisuiuarlusumsiuiioussdiuaonugmens
Fuvesesdans dnivinisargvinldlimnumneiieafunsieseisasdimumianisdu wu
nariaing 35miens (2563) indnni Wunszvaunslimiaransunsfuioudisussninesenis
#14 7 Leszyauuazgaseuesianis aenndesiu Ausninm vuesmin (2567) nanain Wuedes
flofitieTinszsienuidenlosssninmenmsluumstusazianadusnmduviowefidud uas
aonAdosriu Sansnil nSouaieiand (2554) inaniin WumsrseaeumuduiussEninesens
e 9 TusumsitusaymsiUSsuiisusnsduiust oy 9 WU NaN1IANTUNUTDIAUIINTE
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3. yuavesfamsazvioufnilvavieidnvesesdng ulnaselemalunsithsunaay
wazMIdIAuvAIRuYuAEUeN W NseenvuvsemIfeniy usenuunalrgdndanuladsey
sunswensmanisiunaslaseainonensiuiiudaunss sueiansiiaunsaasiiouyanives
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ning lnsuitmunalngfianuldiuievlunisaisanudesiusiornanu
wunAaRgafusIAmMEINTNG
woRnssuTnvdnminsliadalunmsiinseininadeulmvessamdnmindluounan Ty
finsantafedidny 2 Jade Tiun daduseiunen waetlhdouinunstorevdnning Fasau
anunsnaeTeuteyauaznasiitharomsinaulasuimun meuinasedeulmlufiana
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yauzifgafunamulimuddyifunadavemdnnindilossiiuiienisnisamu Wy N5t
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AMuamsalunisvianals
1. dnsilsTusu
2. 9ns1nlsans SIPANNTNE

3. SRTINANDUUNUIINAUNINE Y > (naugsnansvoaiien
4. SnTIHanBULNUARAIUYDTBYIY wazdunuInIg)

TAseaiakumnu
snsdumilaudediuvesiionu

fauusAunx
VWIANINT

w1 Yszanalaeyidy

Wanliun1side

UseInIuazA29eng

Uszrnsitlilunisine Ao viinileansideulunaiavdnninduiasemndlng nau
9AENVNTIUUINT vanngIRINSYiBaiazdunuINg $1uau 16 U3E TaensAnwlideyaann
seeuUsed Ul we. 2562 8 ne. 2566 uardeyaain SETSMART wewmaavdnning
wiAtUsEwAlvg A1sidenieg1aluUaNIZlaIzas (Purposive Sampling) TunisAnldenmeeng
wut Sfavun S 80 feh Findregesuisnilidideulusiuay 17 feds aunde
Anssnuiouludum 63 e

Auusluniside

nsfnwIANuaNIatuNinils lassasialdunu T8venadesamanvsngvesuien
Aemgzidoulunmavdnninduisussmalnelungugaanvnssuuinig mnegsiamaviesiisiuas
Fununns daudd e, 2562 89 nel. 2566 TneldifuusBaseudn 2 nau Iiun 1. Shsrdauay
annsalunsvinils lud ssiilsdusiu GPM) Snsilsans (NPM) Shsmanauinusieduning
(ROA) uazdnsmansuunusiediuvesiiionu (ROE) way 2. lassairaiunu deinansasidru
wilausiodiuvesieru (OF) dushulsmuililunsinu Ao siamdnning (Price) Tabusan
Unwowdnmng uazsuuseuny Ao wuaianis (Size) Afamnyamaunsndsiuvesuiom lng
Tdyardunindsidluguuuasni3fiy (Logarithm)
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nsiiusausudoya

nsAnwIANNaInsalunsimls lassaiiaduyu T8venadesiavanvsndvesustm
faemzifovlunaiandnninduisusemalng ngugnannssuuing mnagsRansvienflsiuas
Fumunns Turnuitedidunsidodesiina Taglideyaniogianduludvesmaandnming
wisUszmealng wazszuugtudoya SETSMART 8457u5amanuuuuanisionisieyauszdnd o

Auso Ul TUeIARZUSEN D989 UUTEIT AAT WA 2562 619 w.A. 2566
nmsnsendeyanseatanldlunisinszideya

1. MTIATEY msmwssmm (Descriptive Method) Ineldafi@danssuun (Descriptive
Statistic Analysis) WU Awnan A1gsan Anads uazdudsauuiasgy Wislidlaninsu
GU?N“ZJE];JuaE](ﬂi']E‘i’m‘w’Nﬂ'lﬁLﬁ‘uLLaBS’Iﬂ’mafW]iW?J“UEN‘UiH‘Vﬂ‘uﬂQNQMG’]%ﬂiiﬂJUimi WUINGINI

msvieafieuazdunuing leedunsihauedeyailuifisadesiulsziide

2. MFAATIEATWIIIN (Quantitative Method) Tnediaszsideyanisnfinlsain
nMssunateyaiiiethiAnmanuamnsalumsviils wazlasseiatunuindidvsnasesian
vannindvesuiiniiaanzideulunanndnninduissemalne Tasldnsiinszsiaunis
anaaeNgns (Multiple Regression Analysis) Baiflumsiinsigvmudiniugseninedaudsay
(Dependent Variable) wazfuisdase (Independent Variables) Foust 2 fAUlY leUspdiu
SviwavesfiuUsdassidinadasiuusma (siamdnning) uaunisnsanasenvgas Weuwdy

aunshanadl

Price, = B, + B (GPMIt + BNPMIit + B,ROA) + B (ROB)t + BOE) + B (SIZE) +€

Wan153eLazanUsIena

M157199 1
KANITUATIEVIAITDATINT T

AuUs Anga | Angega| Anede |Andeauuiniasgiu
Snarrilatudu (GPM) -63.46 | 68.62 | 30.8949 24.11940
dn1mlsans (NPM) -267.06 | 338.93 | -17.4343 68.20850
dnsmanauwnusodunIng (ROA) -17.59 | 1523 | 0.0646 5.99770
BNTWANBULNURDEINYRINOYUY (ROE) | -70.54 | 15.68 | -6.1967 15.42014
SnarduniiAusiediuestfioriu (OF) 004 | 11.14 | 1.7052 1.76509
YNNG (SIZE) 588 | 856 | 7.0059 0.55647
FIPVENNINE (Price) 0.23 | 382.00 | 26.8995 50.51200
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1NA5199 1 9199 LEAAIHANTITIASILUANEDATINTTUUT F99SU8APER ANEIE

q LVENRE]
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Anade wazAdesuumasg enaasuauamsalumsviils Tassaireduyuiusan
vdnninguesuitniiaanzideulunarandnninduisuseimalng ngugnaivnssuuinis vaon
piamavesfienuardununnms wuh sasslstusuiidiadowindu 30.89 sanlsavsiaade
Wiy -17.4343 Shsmaneuunuseduninddaadowiniu 00646 Sasmansuunusielieru
fiAadewinty -6.1967 Shandunidusediuresiorulidiaionihiu 1.7052 wasauinianis
Mddusuusmuauiidadowiiu 7.0059 Tudusiamdnninddiamaasintu 0.23 Wuves
U unsud woaian Tewad wous neewmosH 910 luaufargegauindu 382.00 \uvesuitm

Toloviiuea 3119 (Ur1Yw)

A9199 2
Naﬁ7534@5757/?@551#775&7@()85JW77@§2J (Multiple Regression Analysis)

Unstandardized |Standardized
fiauds Coefficients Coefficients t p-value
(B) [Std. Error Beta

Constant 177.005 | 68.469 2.585% | 0.012
Sasrlstudiy (GPM) 0.641 | 0.254 0.306 2.522* | 0.015
dnsrilsgns (NPM) 0.163 | 0.109 0.220 1.490 | 0.142
dnsmanauuusadUnINg (ROA) 2,665 | 1.745 -0.316 -1.528 | 0.132
SnTHARBULUADdIuveiiaviu (ROE)| -0.328 | 1.047 -0.100 | -0.313 | 0.755
SnsnduniAusiedaunestioru (OF) | 12786 | 5.695 0.447 2.245* | 0.029
YUINAANTT (SIZE) 27.227 | 9.866 -0.300  |-2.760*¥| 0.008

Adjusted R Square = 0.384, R Square = 0.444, F Statistic = 7.446, p-value = 0.000

N o

nuewma. ¥, ** ignsnasgaifudrdgiseiu 0.05 way 0.01 mua1aU

9397 2 19y namieneianassdmgaiiienuasumNausalunisyindils
Tassaatuny Tvdnadenamdnmindvesuddniaansdeulunaavdnninduisssmalng
NANERANMNITUUINT MRgsRanIsvioufisanardununns wud Jd1 R Square Wity 0.444
A1 Adjusted R Square winiu 0.384 f1 F Statistic AU 7.446 wazA1 p-value wirdu 0.000
Fasniseutiuddny 0.001 Sethy fhuusiidnmannsassuiensdsuudanmesamdnning
(Price) I¥atsfituddameadn Insagunanisvadouausigiu feil

auufgd 1 Sammlstuduiidvinadauindesmiamdnnindvesudinitaanzieon
Tunanavdnnindursuszmalng ngugmannnssuuinns mnngsAanseaiieanasdunns
nams3se wut Shsiilstudusisvsnaduindesiandnming Tnefien pvalue whitu 0.015
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Abstract

This study aims to investigate The Relationship Between Financial Influencers’
Credibility and the Financial Product Purchase Decisions of Generation Y in Bangkok.
A guantitative research approach was employed, utilizing an online questionnaire as the
primary data collection instrument. The reliability of the questionnaire content was assessed
using Cronbach’s alpha with a pilot group of 30 respondents, yielding a reliability coefficient
of 0.82. The main sample consisted of 300 Generation Y, aged 28-45 years, selected through
cluster sampling. Descriptive statistics were used to analyze respondent demographics and
to evaluate the perceived credibility of financial influencers and purchasing decisions, with
mean and standard deviation calculated both overall and by dimension. Hypothesis
testing was conducted using Pearson’s simple correlation coefficient at a significance level of
0.01. The results revealed a statistically significant positive relationship between the overall
credibility of financial influencers and financial product purchasing decisions (p < 0.01). In
particular, dimensions of credibility—expertise, trustworthiness, attractiveness, and overall
credibility—were found to significantly correlate with consumer decision-making, supporting

the research hypothesis.

Keywords: Credibility, Financial Influencers, Purchasing Decisions, Financial Product,

Generation Y
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1. Avdeaviey vaned miﬁLma'qmiﬁmmi’u%ﬂwaummﬁﬁmﬁuﬁfaaﬁ?u 9 uay
nadonundsansazgainesda Usvaunsal uazanuidermolududvieuinsiy 4 msld
yamaiildzunseonsuindamnudeimglunslavanianuddlumslideyainnnimiienn fe

137



NsarsansushAl #i @o atudl @ uNTIAN - FTLNAL bEbw

nslioya demslifidededinageanidoyanaiuinnng Ussaunsel wasanufiunnwelums
Tawan wiasansilszunmssensuindudidamudungviodssmnaiulasumdsanunseliuin
Taldinnriyeaaiiferudiungyaudiios arudeimnauomundiasinnsuanuiiuvdsnsig

2. emandlinda mafigfuanstuasdedoluteyadulildiifoudmudenmnagesuio:
uwidsansiuardosiianudodng worlassorussn lunisiemssenluusinaslundsansduay
fiaud widmngSuansdiniuvasasiulifunans Tas Solomon (2017) Idesuneludaumes
amudevesiuans Weanuidedifiumsivranaadlefiuasiuildiuvasmsvioddnsduiions
TnsenRuszinnitvil Ao eafivneau awdndudledlvideynoradendeniouosdayaliidunans
dwalufimsinaulavionsliudrlavesiuarsls enflumsiiauefniudeisnsiaue
foyavosfdianslitaglaedilaviolidila SsonaiilfAnarunainedouresnudilaves
H3uans

3. awidsgale lalldmnefaurgudnuaineusnifiosogadien uisluisanasAdvil
yaranuiugUaulTluNeIes§UAT 1wy yARnAM Y ANLBURY waznsHeasTIiu
fnslaegfdansiiguifsgaoiiuulinsunnalimndauasamnuduseusnnndt Gaztrediislena
fgFuansazeniunazadesnudoyaiidionnly Fannuurdsgeletinalaensanisiuiany
Undlefievesidsans dnvazvesidiansivinligsuanssantsmmduinsuasdivandosineszning
HesansiugSuans

McCroskey and Young (1981) Ethos Anidnuaizvesifdsansiifinasenstiinlafifisngiu
WNnVqud “Ivme” veseialaiiu mnmiidedetinasomsltininleegdiduddry fdsensi
asnsaassangasEriaia 3 fu anudeivy (Competence) msniilinsla (Trustworthiness)
AruUTsauR (Goodwill) a¢ldsunssensukazdefionniu Ohanian (1990) a1 A
\Woilauauvasans (Source Credibility) Uanfunmudnunizresuvasansidwasonseeuiutanin
youfffuamsluBaniiuasduiuiundmsduliamuiuasinueifsrdestuisidons vio
Uszaumsaiihdefeudfiaduuvasanslifienfuarlvitoyafidodiols

Fowa afindyns (2567) eunindede i 3 1¥ud mnuiidedie armulila auniige
yofiiBvinanunnuAnuudediny Tnadensnszuaunisindulade s 5 fu ldun nisiud
nsAumdeya n1suseiiiuniuden nsinaulade ngAnssundin1steres Gen Z lun
NFUNNUNTUAT

waRaLasnquiifeatumsinauladonanfueinienistu

nsindule Wunszuiunsiiyanashnsidendadeniinfignainvanesinden lageds
mMsleneiuarUssdiutoya nsruaumstignnssdudoussgda anudoams viedymiideans
wAly (Kotler & Keller, 2016) #aUsznavluae 5 duneu laun

1. msmseniinfedym fuilaaBuidndsauunndnaszninaaniustagduivaniug
Afioens wu ameen WusnsedliiAansnszmiindetiam Wil Jamvtenudesnise
gnnszaulasdedonielu wu anmsanie viedadumeuen wu lavanvideduugihanyanadu

2. msfumtoya Wudureuiifntuidofuslnarssmindsdymuar Gueandeyaiion
maudly Tnedeyatilésuasnsatislunndendudviouimsineulanddaymudonnusdomnis
vosjuilnalaagamnzay
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3. MsUseLiumaiden Lﬂu%umauﬁwé’fzyﬁ"azﬁﬂﬂgjmi@fﬂ?ﬁuh%aé’aaﬂﬁﬂsxLﬁuwmLﬁaﬂ
Mndoyailldsunnnsinudusimndeyaisnglusasneuenieisudeusadonitluduns
Usznaumsdnaulate Tnsfinnsanainmsiuitoyaauaudivesdudmieuimatu uwsagdanio
Arasnsfiastodudviouusudvaniy uagdvswanndelavaniuanudaiuresdulag
thinFsuidisuiieifunadenlugnsiadulate

4. masnaulate fuilnadenionansusvieuimsiidemeuaussarusissnsioudly
Py léaiian etrlsfiony masealadlilffstuluanneilliitefowadonidsvina uon
Antuldanitruafvesddu uzmmnisaidlieedn

5. ngRnssuAevEINIsTe HuslaAzinsussilundndaeiinnseaiuanuaianismie
1 nspviunsiinaderufianela Ssasilugnsdnaulalusuien Wy nmandusndedmie
MsuugthRAnAsiuAgay mnandusinssiuanuamands fuslarasiuunliuioziinany
wanelanazasrimnudnddowusud wivnldassiuauaiands duslarorafnaulinels
FeordewaliitinistesSunionansarniudsausonan sty

uwuAnLazNqufiieafunisamu

nsasu e nszuILMsTamulinIneIns wu fuvy nan vierametsslunis
Fnassludaduningaing q Taewiviegldsunaneuunulusuian deeranluguvesnisifiugasi
nindauvomslafuusslovimaasugiadu q Tnsinsamumaneyssinn wu msasuluduning
yeneiu (G asiasvd) msasuluaunsndisusedd (odmiumIng vead) uienisawmu
Tusies (Msfnwiwazmsiamvineg) Tnsnsamunnuszianiinudedienayinlinaneuuny
Liulunudimande wuil Bodie et al. (2014) a5uneliih msamuiieadesiunisinassiiuu
Tugunswéong 9 ieifiuyarlusuian (Fabozzi & Markowitz, 2011) nsasvuiiaamainans
uaznzanfuiasuitidmneuaznagysiuandstu Tnsmadenszinnvaanmsammuiueg
futladevaneuszns wu rudssiiseniuld nansuuwuiinans uagszeznalunsasu Tag
3350 Aduf (2500) Idndnis mahfunamuiteldsunaneuumuiiinniu lavesuieins
amuilanuideseugiuly Suaddgyuesnsamueyiimsdndulasgssounsunazmsnundeya
Tasudunoufiazihfuluasmuuazannmsinuves vfgeun ladensd (2565) ngudioeiad
wnltunsdndulaamuluanaiuidviaiideunuunisamusesaudivluginnitnisamulag
Tioyavesinies iluFeswesniadenanaiu Yinumsteviens wasnsiaduladevions

UsBnYeen1samu

1. myasnuludunindgn1an1sdu (Financial Assets)

msawu’iuaumwamamsLauLUumﬂsuNuwu’Lumﬁﬁvaaumw Sfifinsdevrglunain
M9 WU AaeTy AaeeEIYE wFenansnemsiulssavdu q

1.1 #5189 (Equity Investment) msasuluuvesuisnitannziDedlunmandnving
Tnoithmnslumssunanouumuanmaiinturessaiy waen1siieduiiuse (Bodie et al,
2014) msasypluuindanudssgansznevuaansafuruldnuaaiunsaivowain

1.2 psransnil (Debt Investment) msasyuluiustinsviorudfioonlnedguiavio
U3 Fufnalinanauunuluguresondefideutrsuiveuasiinuidswhniiiu (Fabozzi
& Markowitz, 2011)
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1.3 neawu3 (Mutual Funds) msasyulunesmuiisiunuiuaninamuvaisniiie
awuluAunsngvananeUssan Wy wu a9l wiesdmniuming lnensamukiunomu
swtiwanaNudssnnsasuluduningussnniies (Bodie et al, 2014)

2. msasuludunindfidudedld (Tangible Assets)

(Y3

nsasuluduningidudedididunisamulunindauidyaduazansodudesld wu
admnIunINduazauA@nalvg
2.1 ad3aming (Real Estate) nmsasuludiau 01a13 thu vieasulafifen
eenunsalinameuwmiluguvesmstiiuyarvieselsninnisi (Reilly & Brown, 2012) nsasmu
Tusdsmumindinaefimnuideswinluszozen uideddiiunugs
2.2 @unsngnanienin (Physical Commodities) Wy NaIm iy WEeAudnuns
Fauduaunindidyadluiiouarannsndounslilunandudlnadus nisasuluduning
Ussianilinazilenudsinauiunuvesnanaia Bodie et al, 2014)
3. nsasuludales (Personal Investment)
msaspulusies mnefe mslifunienatlumstanndinuzuazad eifiudnenin
Tunsadeseldluswian
3.1 MsAnuagn1sEneausy (Education and Training) nsasulundngmsnsine
susimiemseuiinurlml q fezelifasuausadiudneniwlunsviainuasadeseld
luauran (Bodie et al., 2014)
3.2 A (Health Investment) n1sguaaunniaznisUesiulsn Wy n1seeningg
MY MINTIRGUAM Viemssulszvue I sTiusslond Geanusatisandlidiedumsinwm
weunalusuaRLayinliansavienl LA
4. n3a9ulugsia (Business Investment)
nsawulugsia e msliiuyulunsSuduvevensgsia Tnsgamimansuun
NNSANTUAINTT W n1sUadud msasuluuisuled viensumuluuiuneing 9
4.1 msasplugsiadis msdiafanmsviemsanpulugsiafiannsoaianssuaiuan
wazrlsluszazen Wy Msdasemnvsessiauinig
4.2 nsasulugsiaduiu miawuiuﬁim]w,ﬂwumu Tnedetfurosiniommadeu
Tunanandnning tilefunanouununmsfiuyarvesvuaznsineiutiusa
5. N5A9YUN9HIAY (Social Investment)
Msasuyadae el Msasuiiddiwansenudedsnuuasduanden Tnglsigm s
WEIHARDULNUNNTRY
5.1 Impact Investing Msasuiisjaiunisaiiamansznumsuindedansuas daandes
wu nmsasmulugsRafivhianssumisdsen wu gshefiveuilymarmeinay viegsiafiduady
nslwasuryuisy (Reilly & Brown, 2012)
asUluvsunihns@nwinisasmunisnsiu mneds maiEunuvdedunindlulily
M9y i u tustng nesuu vieanaiuAdvia LwaiﬁlmumamuLmuluimwusummli
Ruiluna v3enonidy szmmiamuﬂﬁumwumaqmﬂamﬁwmimaEmsamau ilesanuaneuuny
fasinfiazsnndoutuanudssiifistu dhasudidudessiiummmnsauveduningiiden
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awmuliaenadesiuihmanemsnsiuiiyaatdudesnsiizamu seiuanudesivonsuld way
szoznamsamuuazlunsasmunisdndulaamuniserdensiinseideyauaznisinaunud
seumeuitelaInsndansnnudes uazifislemalumsluiatimneymamsiiuldedisdiannn
wasdulumaringusvasdiiyanamaniulamels

AUNAFIUUIIY
ANINGeRTeERBVENaNsANUARUNITRUTANLdITLSTUNsinaulaTenEn S

MenNsRuveInguiuastuNelungumnumuag

NSOULUIANVDINISIAY

AuUEaie msfnduledenandasinianisity
1. Anuideavey 1. nsaszuindeldgm
2. enahlinda  [———»| 2. nsAumdoya
3. ANUFeATR 3. M3Usziliumagen

4. nsenaulaluie
5. WOANIIUNAINITTD

BanuMIITY

UTENsuasngunl9e1s

Ussansiildlumsidoaded Ao ndmaiweisdu ¥ fordeglunsammamuns e
JEUIUIAVBIIUINYTEYINT HoE19ATULIU (Infinite Population)

Mvunvuadeg1laglilusunsy G* Power 3 wuiavemansenuagluseiuliunans
(Input Effect Size £ = 0.15) AnupaIndeufivansuls Ao 0.05 (L err prob = 0.05) W&wes
Msveaey fe 0.95 [Power (1-f err prob) = 0.95] Sunuvessuysdassniosnuiuvesius
#l#lunswensal (Number of Predictors) Wiy 3 ansnsaduwiallduuiadiaegnadusi (n)
audouludneiu wihiu 119 wiilesnndnusegudaindailimisualiianuadu
A9 (Hair et al, 2017) fatiu ;:ﬁ%’aﬁqLﬁaﬂiﬁfj’%mmﬁaaEhm'mﬁl,ﬁulé’ﬁa Al 300 AU LABNAIBES
f875 Cluster Sampling uavuUafeaenseanidu 2 Clusters fim 429 1-31 Tu1Au W.A. 2568 uag
1-30 Wwigu w.A. 2568 Gauszwnslunsiay Cluster fdnwazmluliunnsaiy fideidusod
Aneunuvasunalalutig 1-30 Wwwieu wa. 2568 uazngaiudeyaiilofetiansy 300 AU

w3asiiefililun1side

wiesileililumsitended fe LLwaaummﬁQ’%%’aa%’wﬁumﬂmwﬁ wunAniAedes
Tnsuuuaouny Usenousy 3 pou fail

1. doyariluvesgmeunuuaouny Usznausey e 91y seAumsAn uazeld

2. foyainrfumnuindedeliianinanismnudadunistiu annidefiodisvana
n19AuAnUNTEY SefnmifuluuiesdulsanaaILuy Likert Scale wisosniiu
1. muidenngy 2. autinidedio way 3. amnwdagela
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3, Gﬁ'am‘jaLﬁ'mﬁ’umﬁm?ﬂu’la%@wamﬁ’meﬁmamsﬁu Fsmmufunuuinasdnyszana
AU Likert Scale wuseanidu 1. msnseniindealam 2. nsfumdeya 3. msdszdiuniaden
a. msdinaulae uag 5. ngRnssundenste

MSMAGBUAdNATEIRSILATAITDLIY

fAdefnuundn vqul Tnsvhenudiladersuidomiaginisidedealfiiy
wumnslunsadianuudsua wainisnsadeudenvemuuaeunslfaseuaquIngU A
voamsisvlundel {AsvdwvuasunululiiugBemgduou 3 au ldud soemans1ansd
a3 Alsay qsdun fennemmdngasimamansuvndudin a1vinisdeansifenagns goae
Mans19138 15.99919 Awidmes enansdUszsmdngastimamansuvtadin a1vinisdeans
Fanagnd wazaauys Jeaduey Redsuismsiiedeansesinssunmsesudy ensieaey
anaifiansseniom I8lddvdanuaenndessenienenistemaufiuingussasdniside
feA1 10C (Index of Item Objective Congruence) asg:ﬁ 0.85 &Nty dglauuuasuay
Tunaaedld (Try out) Aunguifdnuwarlndifssiusetnadiuin 30 au Aeunsiiudeyasss
dievaanmueseiesile TnsAduysyavs Cronbach’s Alpha Wiy 0.74 {Adeiieseideya
myidelaglilusunsudisoguneniumes wasvndeuaunfigunsideieaifanduiusosnaine
Wiesdu (Pearson’s Product Moment Correlation Coefficient)

msfiusiusudoya

mifediildiiununadeyalnensmnunasdoya fo wdsgugd Tnedideliuinas
mndiules Google Midandn Google Form Tunsasrauuudeuaueeulatitun wé’amﬂfu;ﬁ%’a
Igdsuuuanunmeeulatlusamna Facebook 1eadeafunisiunagmsamudmay 3 wa léun
WA “BIUUILY §1UIU 95 AU WA “naenulnud? oaandguuszaunisal” Sy 112 Ay
Lazma “wmnesAu Dime Hnasmu wantfu fiuiinendetueen” S 93 au s1undu
fhegaisdu 300 au Tasfuluuawignguinesdy Y fordveglunsummumuns doffide
IifunuvasununduAunasudiumudiy dufiunismsisaeunuuasuauosuladiilazusn
WiensagrNaNy iR IIne UL Lazthrafildluiinseideyaseisnsmsadseld

adandlunsimszidoya

YA o

AdeiwuvaeuanuildiudieseideyalngliiusunsuneniamesdnsaguiiienAinig

Y

=D

4
1. doyaviluvesgmeunuuasua Tngliadanssamn (Descriptive Statistics) 1ilevnen
AuAuazieray
2. AnsesinunidedevesiiidvisnameauAanienisiiu wazmssindulatondn osi
van1siiu Tneldadfnssann (Descriptive Statistics) Wiieruamanads (X) wardrundesauu
11m3gu (S.D.)
3. naaevauigiy Ingldadfounnu (nferential Statistics) Ae adRanduiusognsd1y

U o W

\esdu (Pearson’s Product Moment Correlation Coefficient) fiszsiutiodda 0.01
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Wan153eLazanUsIena

A15799 1

JayaniluineIfunnanvaleUssrnsvesnauLUUao U

AnwazUszyIng U (AY) Sovaz

LA Sl 117 39.0
i 183 61.0

37U 300 100.0

21 28-33 9 123 41.0
34-39 ¥ 146 48.7

40-45 U 31 10.3

374 300 100.0

msfne | dndSyaed 19 6.3
USey s 238 79.3

UTeygyin 42 14.0

Usgugyen 1 0.3

374 300 100.0

selé N1 10,000 UM 6 2.0
10,001-15,000 umn 25 8.3
20,001-25,000 um 167 55.7
25,001-30,000 um 63 21.0
30,001-35,000 v 19 6.3

35,001 Uiuly 20 6.7

374 300 100.0

ased 1 ey wuin fegsdulnglumemds Sy 183 au Andudesay 61.0
wazslumamie $1uau 117 au Anludesay 39.0 01g5ening 34-39 U 1w 146 au Andu
Yoway 48.7 NMafnwsERuUTRRs S1unu 238 au Andufesar 79.3 uasinelfindedeifiou
20,000-25,000 U 311 167 aY Anllusesay 55.7
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A19199% 2
ANRAYUALANTEUULLINTTINYDIA N UTONDYDIFIDNTHAN 19AINANA LN I TTU

anuUndede X S.D. AU
ATy 4.10 0.62 1N
AulIngla 4.13 0.70 11N
GRRHEREIR 4.12 0.65 110
593 4.12 0.56 N

997 2 198U WU enudeamgaimsmegluszduann () = 4.12, SD. = 0.56)
IﬂammmmL%aﬁaﬁﬁﬁWLagamﬂﬂﬁqm Ao AuUlIngla () = 4.13, S.D. = 0.69) egluseduun
Susuans mmiagela (X = 4.12, S.D. = 0.65) agluszduann uasdusiuagnng Amnudeiney
( X = 4.10, SD. = 0.62) agluszauan

A15199 3
ANRALUALANTENUULINTTINVDINITANTUITONANS U1 1907513

nsinduledonanfarinienisiu % S.D. 32U
nsnsentndalam 4.15 0.65 11N
nsAumdeya 4.14 0.65 1N
madszidiuniaden 4.24 0.61 1N
nsindulate 4.09 0.71 1N
ngAnTITdINTHo 4.19 0.65 1N

373 4.16 0.50 ann

Mneadt 3 Fredu wud madndulatondndusinanaitu mwsameglusduunn
(Y = 4.16, S.D. = 0.50) Imaﬂizmumiﬁﬁmm?{ﬂumﬁqm Ao MsUsuiflumaiden (Y= 4.24, S.D.
= 0.65) aglusyduun Sufuans nnAnssumdansie () = 4.19, SD. = 0.65) agluseiuun
Susfuanu msnsemindedlagm (% = 4.15, SD. = 0.65) agfluseduann Sufud msdumideya
(7 = 4.1, S.D. = 0.65) agflusziuin uazdudiuaniing nssindulade (7 = 4.09, SD. = 0.71)
agluszAuNIN
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A19197 4
SuUsyANSANAUTUS TN I NG WUTAINUNTONDVOIFIDNTNAN A INARH 1N ISR UUAYNITHAFY
laGoransineinenIsiiureaaiualssuIe

Fauls msaszudn | nsdumn | msussdiy | nnsde | waenssy | Buledle

felaymn foyn | maden | Aulede | wdnisdle | nisin

ﬂ’J’]ﬂJﬂﬂL‘?ﬁlaa@ AT 539%* .A44q6** 552%* .493%* .654**

ATy 450%* 429%* 399%* 482%* 436% 574%*

Anulingla 40T** 434%x 382%* 441%x 352%* 527**

ANAIRALA 333%x 500%* 3a44%x 473% 063* 553%%
“{ifadndnyiisedu 0.01 (Sig. 2 tailed)

Fwls ANNLILTRND karn1sAnaulateNan gIN19N1SRY Ao AkUSIUNINTIN AILUT
MNFeNIUUA A AkUslun Neae

a a

1A 4 V199U WU TAZAINTIN AUULTBNBUDIELDNTNANIIANUAAAIUNITHY

U
o w o

Tnanen1sanaulatanNan gIN19N1SRUVDAUBLTTUINY BE19lTuEAUNTEAU 0.01

o

v a

ANNUWRARYRINTIBVENaN1IIANNANAIUNITRY InadenisAndulateninduginig
NsRuTeAIUEETUNe TussAuun (r = .654*%) agrelituddgiiszau 0.01 Mslunwsmdas
' g & a ' v U fY a 3 = o o g i
AMEENI NSAANUANENALTUS19BANMIIMIYN Cohen (1988) FaMnuUATIAT 1 faws 0.50

Fulufiodanuduiusunn
AMNUTEIVIYVOEIBNTNANIANARAUNSRUTINasen1sAnduladondn Sueinia
msRuluseAuann (r = .574*) egnslitedAgNseau 0.01 MluAmwILLazA NEoY

yaa

AulINaveidnsnanisanudnsunisiuiinadenisinduladeninduginig

nsRuluszAuIn (r = 527*) agadlddAgiseau 0.01 YislunnsmLazAne o
Aufglavedldnsnanisanudniunsiuiinanenisanduladendndueinig

= 1Y

msRuluszauunn (r = 553*) egslidudAgfszau 0.01 WlunwuLazneoy

n1saiiusiena
ArwduiussevianuidefiovesdfidninanisauAndunisdufunisdadulade
wAnFusimanisiuresnguauaisiuglungammamuns wud Wulunuaunigddise
Tanmuall ImsmmuﬁL%aﬁasuaaQ’ﬁ5w%wamnmmﬁmﬁmmiﬁu W3 g @Fueuidentey
Fruauinlings wagdumisgele) dwatonisinduladendnsusiniamsiu fd
Fruanudenny wuh Sanuduiuidauinfunntuneuvesnisdindulate deasieu
Tiiud Aaug LLamJisa‘uﬂﬁaf!sumQ’ﬁ§m%wamqmm63ﬂﬁwumé’wﬁ’zyiunma’%ymmﬁu%
wazanawilinuueuvestiuilan Tasamzluuiunvessdafusinensfuifaiududeu ua
Auidssgananisideliaenadesiunuifinues Ohanian (1990) uavanAdeues sufng seuui
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(2560) fiszyin arudsmguesilideyaaunsafuszduaudeturesiuasly Snstnu
Fuves Suna adndyns (2567) fanani guslaaiuunluieniiidvinanamsiudifiamuiass
wazfivszaumsaiuinnimsandulasienues TnslanigluviuniiAsatestunisaayuild
GRAHERE

Fruamniilinda wuh fanudaiusidauantunduneuremsdinaulade Wuilady
fingusheehdlvieuddnanniian axvieuliifiuin aulusdda amwaida waslamunitliveuus

a o

yosgidvsnavsnAnsumsRuiiunumd g lunisairsanudeiuliuniuilae Tasiawns
Tunguaiueisiuneiilimnuddgiunginssuvesidsansunninaniuguionmdnualaneuen
saonndosiuamuves viarun lwatensd (2565) inudn dhanpuludunindadvalianudiiy
fuarnulusdlauasianuasdsans wuReiumanmsinuifuansdidui mndisvenada
93900 WaweuszdR vielilavanuddlaslals azldfuanudefiogaainnguiaiueisdune
Tnsamuidofuurituidestunsduiifiianssnudesuanmaasugiavesiuilnalagmss
Fadenadosiundnassenussnvessaeanslugafdviafl Kotler and Keller (2016) nanafiein
anuthideievesdayalugaillalldinandumis usanmainssuuazanslusda
AUANFIRALD fanuduiugedaiivodfytunsinaulatewuiy ufesdududs
AfAfesnitanudsvguazauinlinds dadunumlunisisganuaulasaznisaing
mnuduiusszoremiuAnau Taslanzidediiniwadyadnamitiula dndhds wasildlad
1

Y
a

AMsEEUeNUNEUlY TIFDAARDINUNUTDY DAL

i Ad )

FINTUUN (2564) INUI1 YANNINLALLEUN

1Y v

vosiivEnaanunsansumuaulanareuynifuve s lunguaiuaisiuneld uazdmseiu
yuses Ohanian (1990) findndn euhsgelafunilduamesduszneuddyues “anu
Udefie” fiflnasionginssuvesiiuslanlusueisuaiuazauidn

fadu aanidefevesiavenaniamnuAndumsiu f8vEwanisenuAadiunisiu
finasionsindulatondnfusinansituresnguiawosdune Tasnmadetiausriugoms
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Abstract

This study applied the CIPP model to examine how economic, non-economic, and
developmental incentives influence employee performance in SMEs in China’s cultural
and creative industries. A survey of 470 employees was analyzed using SEM with CFA
validation. Results showed that economic and developmental incentives significantly
improved perceptions of incentive implementation, whereas non-economic incentives had
weaker effects. Perceived implementation mediated the relationship between incentives
and performance, with high-quality implementation—characterized by transparency, fairness,
and participation—enhancing engagement, innovation, and job satisfaction. The SEM model
demonstrated good fit (Y 2/df = 1.98, CFl = 0.97, RMSEA = 0.051). The study underscores
the importance of combining financial and career development incentives with transparent

processes, offering evidence-based guidance for SMEs in creative industries.
Keywords: SMEs, Incentive Mechanisms, Employee Performance, CIPP Model

Introduction

The cultural and creative industries (CCls) contributed over 3% of global GDP, with
SMEs accounting for nearly 60% of employment (Organisation for Economic Co-operation
and Development [OECD], 2020). These firms depended heavily on human capital but
often struggled to maintain employee motivation. Prior research indicated that excessive
reliance on monetary rewards and weak implementation reduced incentive effectiveness,
whereas balanced systems combining economic, non-economic, and developmental incen-

tives promoted innovation and retention (Liang et al., 2023). Implementation quality was
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equally crucial; employees’ perceptions were strongly shaped by transparency, fairness, and
participation (Gao & Zhang, 2023; Abdul Majid et al., 2023). In China—particularly in Yunnan
Province, where cultural tourism and creative sectors were regionally significant—many
SMEs emphasized short-term financial rewards rather than structured career development,
resulting in limited innovation and higher turnover (He, 2022; Su et al., 2022). Younger creative
workers increasingly valued autonomy and growth opportunities, yet inconsistent or informal
implementation weakened the impact of such incentives (Liang et al., 2023).

Despite increasing scholarly attention, few studies integrated incentive types and
implementation processes within a single analytical model, especially in the context of
Chinese creative SMEs. This study therefore adopted the CIPP framework—Context, Input,
Process, and Product—to examine how incentives were designed, implemented, and
transformed into employee performance outcomes. The model incorporated industry
dynamics, incentive mechanisms, and employee responses, testing classical motivation
theories while offering practical guidance for aligning incentives with organizational objectives

and employee expectations.

Research Objectives

Objective 1 : To analyze the impact of economic, non-economic, and developmental
incentives on employees’ perception of incentive implementation in SMEs within Yunnan’s
cultural and creative industries.

Objective 2 : To assess how employees’ perception of incentive implementation
affects their performance outcomes in the context of cultural and creative SMEs in Yunnan
Province.

Objective 3 : To develop a practical and operational evaluation model for incentive
effectiveness within the CIPP framework that can be applied to SMEs in Yunnan’s cultural

and creative industries

Scope of Study

This study examined SMEs in Yunnan Province’s cultural and creative industries.
Yunnan was chosen for its distinctive ethnic culture, strong cultural tourism development,
and concentration of creative enterprises, offering a representative context for analyzing
incentive mechanisms in human capital-intensive sectors (Zhou & Mo, 2025). The sample
consisted of employees from SMEs in cultural tourism, design studios, media production,
arts and crafts, and digital creative fields. Following Chinese and EU standards, only firms
with fewer than 250 employees were included (OECD, 2020).

The study focused on three types of incentives—economic, non-economic, and
developmental (Gao & Zhang, 2023)—and their implementation in terms of transparency,

fairness, and feedback/ participation. Employee performance served as the sole outcome
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variable; financial or long-term organizational performance was not considered. Data were
obtained through structured questionnaires, and all findings were interpreted within Yunnan’s

specific regional, cultural, and organizational context.

Research Methods

This study adopted a quantitative research design, employing Structural Equation
Modeling (SEM) to validate the causal relationships proposed in the conceptual model. The
conceptual framework, illustrated in Figure 1, was constructed based on the CIPP model and
encompassed inputs (economic, non-economic, and developmental incentives), processes
(incentive implementation, measured through transparency, fairness, and feedback/
participation), and outputs (employee performance), thereby enabling a systematic evaluation

of incentive mechanisms and their performance outcomes.

Figure 1
Framework of Study
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The research focused on employees working in small and medium-sized enterprises
(SMEs) within Yunnan Province’s cultural and creative industries, including design, media,
cultural tourism, and the arts. Restricting the study to one province ensured contextual
consistency, while SMEs—defined as firms with fewer than 250 employees according

to international and national standards—provided a relevant setting given their com-
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mon challenges in managing human resources. A stratified random sampling strategy was
employed across major creative subsectors, and questionnaires were distributed through the
assistance of human resource departments. This procedure ensured balanced representation
across different creative fields.

The study focused on employees of cultural and creative SMEs in Yunnan Province.
Following SEM sampling recommendations (at least 10 participants per observed variable),
502 questionnaires were distributed online. After data screening, 470 valid responses were
retained (94%), ensuring adequate statistical power. A stratified random sampling approach
was adopted based on industry sub-sectors (cultural tourism, design, media, crafts, digital
creativity) and job roles (managers, creative staff, administrative staff) to ensure
representativeness. The questionnaire consisted of 42 items: 15 on incentive types
(economic, non-economic, developmental), 15 on incentive implementation (transparency,
faimess, feedback/participation), 8 on employee performance, and 4 demographic questions,
all rated on a five-point Likert scale.

Content validity was confirmed by five experts using I0C values (=0.80). Reliability
was strong (Cronbach’s QL = 0.82-0.91). KMO = 0.927 and Bartlett’s test was significant
(p < 0.001), supporting factor analysis. CFA results indicated good construct validity, with CR
values of 0.88-0.93 and AVE values of 0.55-0.72. Finally, the study adhered strictly to ethical
guidelines. Participation was voluntary and anonymous, informed consent was obtained
from all respondents, and confidentiality of both individual and organizational information
was ensured. The research protocol was reviewed and approved by an institutional ethics

committee.

Results and Discussion

A total of 502 questionnaires were distributed to SMEs in the cultural and creative
industries, yielding 470 valid responses and an effective response rate of 93.63%. The sample
largely comprised a young and well-educated workforce: 60.4% were aged 18-25, 19.1%
were 36-45, and 96% held at least a bachelor’s degree, including 23.2% with postgraduate
qualifications. In terms of roles, 63.8% were frontline staff, 17.9% were founders or owners,
and the remainder held supervisory or managerial positions. Firm size was predominantly
small, with 43.6% of respondents working in companies with fewer than 50 employees.
These characteristics ensured both data quality and representativeness across different

organizational levels and firm sizes.
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Table 1

Demographic Profile of Respondents

Characteristic Category n %
Age 18-25 284 60.4
26-35 32 6.8
36-45 90 19.1
46-55 56 11.9
55 and above 8 1.7
Total 470 100.0
Education High school or below 11 2.3
Vocational college 8 1.7
Bachelor’s degree 342 72.8
Master’s degree 78 16.6
Master’s degree 31 6.6
Total 470 100.0
Position Frontline employee 300 63.8
Supervisor 24 51
Middle manager 23 4.9
Senior manager 39 8.3
Founder/owner 84 17.9
Total 470 100.0
Company size < 50 employees 205 43.6
51-100 employees 100 21.3
101-150 employees 55 11.7
151-200 employees 35 7.4
201-300 employees 75 16.0
Total 470 100.0

Descriptive statistics confirmed data suitability. All observed variables had means
above 3.0 on a five-point Likert scale, with standard deviations between 0.6 and 1.0,
indicating balanced distributions. Economic Incentives scored 3.2-4.2, with lower satisfaction
in salary but highest in bonuses. Non-Economic Incentives ranged from 3.8 to 4.2,
reflecting favorable views of supervisory feedback and team culture. Developmental Incentives

Waveraged 3.2-4.0, showing approval of training and promotion, though mentoring support
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was weaker. For Incentive Implementation, transparency and fairness both averaged 3.76,

while feedback and participation reached 3.92. Employee Performance scored 3.7-4.2, with

work engagement and innovation rated highest.

Table 2

Descriptive Statistics

Construct Mean Range SD Range
Economic Incentives (El) 32-4.2 0.7-1.0
Non-Economic Incentives (NEI) 3.8-4.2 ~0.7
Development Incentives (DI) 3.2-4.0 0.7-0.8
Incentive Implementation-Transparency 3.76 0.84
Incentive Implementation-Fairness 3.76 0.84
Incentive Implementation-Feedback & Participation 3.92 0.76
Employee Performance (EP) 3.7-4.2 0.7-0.9

To ensure reliability and validity, confirmatory factor analyses (CFA) were conducted

for all latent constructs. Standardized loadings ranged from 0.66 to 0.82, exceeding the 0.60
threshold. Individual models showed good fit (CFI > 0.95, RMSEA < 0.06), confirming
convergent validity. Within the integrated model, Composite Reliability (CR) ranged from
0.882 to 0.927 and Average Variance Extracted (AVE) from 0.553 to 0.719, both above
accepted benchmarks (CR > 0.70, AVE > 0.50). Discriminant validity was also supported using

the Fornell-Larcker criterion; for example, the correlation between Incentive Implementation

(I) and Employee Performance (EP) was 0.55, while their VAVE values were 0.85 and 0.77,

both higher than the correlation.

Table 3

Reliability and Convergent Validity of Constructs

Construct Standardized Loading (Range)| CR AVE | VAVE
Economic Incentives (El) 0.72-0.81 0.882 | 0.599 | 0.76
Non-Economic Incentives (NEI) 0.66-0.75 0.886 | 0.603 | 0.71
Development Incentives (DI) 0.75-0.82 0.889 | 0.607 | 0.80
Incentive Implementation (II) 0.70-0.75 0.927 | 0.719 | 0.85
Employee Performance (EP) 0.70-0.81 0.891 | 0.553 | 0.77
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After confirming the reliability and validity of the measurement model through CFA,
the structural equation model was estimated using the Maximum Likelihood method to
examine the relationships among incentive types, incentive implementation, and employee
performance. The overall model demonstrated an acceptable to good fit (}2/df = 1.983,
CFI = 0.968, TLI = 0.958, IFl = 0.969, GFI = 0.913, RMSEA = 0.051, SRMR = 0.046), with all
indices meeting the recommended cut-off values proposed by Hu and Bentler (1999) and
Hair et al. (2019). These indices indicated that the structural paths were statistically reliable
and provided a robust basis for hypothesis testing. The results supported the CIPP logic of
“Input — Process — Product,” validating the theoretical structure of the model.

Table 4
Model Fit Indices for the Overall Model

Fit Index Model Value Recommended Threshold
A 2/df 1.983 < 3.00
GFI (Goodness-of-Fit) 0.913 > 0.90
CFI (Comparative Fit) 0.968 > 0.90
IFI (Incremental Fit) 0.969 > 0.90
TLI (Tucker-Lewis Index) 0.958 > 0.90
RMSEA 0.051 < 0.06
SRMR 0.046 < 0.08

The standardized path relationships are presented in Figure 2, which displays only
the significant paths and their standardized coefficients. As shown in the figure, Economic
Incentives (El) and Development Incentives (DI) both pointed toward Incentive
Implementation (Il), which in turn predicted Employee Performance (EP). By contrast, the
path from Non-Economic Incentives (NEI) to Il was weak and failed to reach statistical
significance. This visual summary clearly depicted the theoretical linkages and the empirical

support for the tested model.
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Figure 2
SEM Model
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As presented in Table 5 and Figure 2, economic incentives (B =0.25, p < 0.01) and
developmental incentives (B =0.22, p < 0.05) significantly enhanced employees’ perceptions
of incentive implementation, whereas non-economic incentives (3 = 0.10) did not show
a meaningful effect. Incentive implementation also exhibited a strong positive influence
on employee performance (B = 0.55, p < 0.001), confirming its mediating role between
incentive inputs and performance outcomes. These results were consistent with the CIPP
logic of Input — Process — Product, indicating that the effectiveness of incentives rested
not only on their design but also on how fairly, transparently, and participatively they were
implemented. The insignificant impact of non-economic incentives may be attributable to
their informal and non-standardized use in Chinese cultural and creative SMEs, which limited

employees’ recognition of such practices as part of a credible implementation process.
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Table 5
Path Coefficients and Hypothesis Testing Results

Path Standardized Coefficient | Significance Level

Economic Incentives (El) 0.25 p < 0.01 **

alncentive Implementation (1)

Non-Economic Incentives (NEI) 0.1 Not significant

alncentive Implementation (I1)

Development Incentives (DI) 0.22 p < 0.05 *

alncentive Implementation (II)

Transparency (T) A=0.72 A> 0.70

alncentive Implementation (II)

Faimess (F) alncentive A=0.75 A> 0.70

Implementation (II)

Feedback & Participation (FP) A=0.70 A> 0.70

alncentive Implementation (II)

Incentive Implementation (1) 0.55 p < 0.001 ***

aEmployee Performance (EP)

This study employed the CIPP framework and SEM to examine the incentive-
implementation-performance chain in cultural and creative SMEs. Within the CIPP structure,
Context referred to industry conditions in Yunnan; Input comprised economic, non-economic,
and developmental incentives; Process captured implementation quality—transparency,
fairness, and feedback/participation; and Product corresponded to employee performance.
The model demonstrated an excellent fit () 2/df = 1.98, CFl = 0.97, TLI = 0.96, RMSEA =
0.05, SRMR = 0.05), supporting its structural soundness. Addressing RQ1, economic (B =
0.25, p < 0.01) and developmental incentives (B = 0.22, p < 0.05) significantly improved
employees’ perceptions of implementation, while non-economic incentives did not (B =
0.10, p > 0.05). This indicated that not all inputs translated into effective processes. For RQ2,
implementation exerted the strongest effect on performance (B =0.55, p < 0.001), confirming
that transparent, fair, and participatory processes were crucial for converting incentives into
engagement and innovation. In line with RQ3, strong validity indicators (loadings = 0.66-0.82;
CR = 0.88-0.93; AVE = 0.55-0.72) and supported structural paths verified the CIPP logic of
“Input — Process —» Product,” demonstrating that the model could be feasibly applied

to evaluate incentive effectiveness in cultural and creative SMEs.
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Discussion

In the context of cultural and creative SMEs in Yunnan Province, this study
found that economic and developmental incentives significantly affected incentive
implementation, whereas non-economic incentives were not statistically significant. This
outcome was closely linked to both industry characteristics and cultural norms. Creative
SMEs typically operated under conditions of income instability, competitive pressure, and
project-based employment, leading employees to place greater value on tangible financial
returns and sustainable career advancement rather than on recognition or emotional support
(Liang et al., 2023; Wang & Lin, 2024). Within China’s “face culture” and a high-uncertainty
environment, non-economic incentives lacked institutionalization and were often perceived
as subjective or inconsistent, making them less influential in evaluations of fairness and
transparency (Ghasemi & Shakerian, 2025; Hu et al., 2025). Thus, although intangible incentives
carried psychological value, their impact on implementation perceptions remained limited
when clear standards, open procedures, and consistent delivery were absent.

Theoretically, these findings supported the CIPP logic of “Input-Process—Product.”
Economic, non-economic, and developmental incentives constituted the input stage, but
their effectiveness depended on the process—specifically, the transparency, fairess, and
feedback and participation embedded in implementation (Deci & Ryan, 2000; Skinner, 1953).
Incentive implementation functioned as a significant mediator, suggesting that incentives
did not directly enhance performance; rather, they produced effects only when employees
perceived the process as credible and just. This clarified why some firms “offer rewards but
fail to motivate”—the issue was not the absence of incentives, but the lack of trustworthy
execution.

Overall, the study confirmed the applicability of the CIPP model to cultural and
creative SMEs in China and emphasized that incentive effectiveness relied on both content
and process quality. Practically, SMEs should institutionalize and communicate financial and
developmental incentives, and transform non-economic incentives from informal gestures
into structured, verifiable mechanisms. At the policy level, governments could support SMEs
through tax incentives, training subsidies, or talent development funds to help establish
transparent and equitable incentive systems, thereby improving employee retention and
industry competitiveness.

Further Studies

This study was limited to cultural and creative SMEs in Yunnan Province and adopted
a cross-sectional design. Future research could extend the model to other regions or
industries to test its external validity, employ longitudinal or multi-source data (e.g.,
supervisor evaluations or objective performance metrics) to strengthen causal inferences,
and further explore why non-economic incentives did not significantly influence
implementation perceptions, including potential moderating factors such as organizational

culture or generational differences.
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Abstract

To study the mechanism and relational pathways among the McKinsey 7S Model,
Customer Relationship Management (CRM) and Sustainability, this study took K-12 after-school
educational training institutions in Kunming as research samples, constructed a “7S-
CRM-ESG” relational research framework, adopted quantitative analysis methods, and
collected data from institution employees via questionnaires for empirical analysis. The
findings reveal that in K-12 after-school educational training institutions, the McKinsey 7S
Model exerts a significant positive impact on Sustainability and a significant positive driving
effect on CRM. However, CRM has no significant direct impact on Sustainability, nor does it
play a mediating role between the McKinsey 7S Framework and Sustainability. This study
not only enriches the application scenarios of the McKinsey 7S Model in non-enterprise
organizational contexts and provides empirical support for its practical use in educational
training institutions, but also offers valuable references for the government to enhance
governance effectiveness and promote the standardized operation of training institutions,
thereby providing practical assistance for formulating relevant policies and advancing the

Sustainability of the training industry.

Keywords: McKinsey 7S Model, Customer Relationship Management, Sustainability,

Extracurricular Training Institutions, Kunming City
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Introduction

Prior to the implementation of the “Double Reduction” policy, China’s off-campus training
industry underwent a period of explosive growth, with its market scale expanding to
approximately 3 trillion RMB by 2020 (Lanzhi & Jun, 2022). However, the full implementation
of the “Double Reduction” policy in 2021 fundamentally reshaped the industry’s landscape,
compelling a shift from an exam-oriented focus to quality-oriented education and regulatory
compliance (Ministry of Education of the People’s Republic of China, 2022). This transition
provides the essential backdrop for this research into the sustainable development of these
institutions. How to move beyond short-term survival anxiety and build sustainable
development capabilities capable of withstanding external risks and achieving long-term
value creation through systematic optimization of internal management and strategic
reshaping has become not only a strategic imperative at the enterprise level but also a key
issue affecting the healthy development of the entire industry.

As a classic management framework (Peters & Waterman, 1982), the McKinsey 7S
model emphasizes seven internal elements that enterprises must focus on in pursuit of
success: structure, systems, style, staff, skills, strategy, and shared values. These elements
work in concert to influence overall organizational effectiveness and long-term
development. Customer Relationship Management (CRM), on the other hand, focuses
on promoting continuous corporate growth by establishing and maintaining good customer
relationships to enhance customer satisfaction and loyalty (Buttle, 2019). Against this
backdrop, this study focuses on K-12 off-campus educational training institutions in Kunming,
deeply exploring how the McKinsey 7S Model and Customer Relationship Management (CRM)
can synergistically promote the Sustainability (ESG) of these institutions. This research not

only holds theoretical value but also offers significant practical guidance.

Research Objectives

The aim of this study is to build a “7S-CRM-ESG” relationship framework based on
the McKinsey 7S model, to investigate the influence of these three elements, and through
multi-dimensional verification analysis, to further propose the Sustainability path for education
training institutions in Kunming and even in China. The research objectives are as follows:

(1) To study the impact of the McKinsey 7S model on sustainability (ESG). Propose
a Sustainability path for after-school educational training institutions, providing theoretical
support and practical references for the Sustainability of after-school educational training
institutions. Assist educational training institutions in formulating development strategies
and marketing plans, enhancing their competitiveness and social influence.

(2) To study the impact of Mckinsey 7s model on Customer Relationship
management (CRM). Through in-depth research on various after-school training institutions

in primary and secondary schools in Kunming, we explored the role of relevant elements in
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the CRM practice of these training institutions, as well as their impact on the Sustainability
of the training institutions.

(3) To study the impact of Customer Relationship Management (CRM) on
sustainability (ESG). Explain the intrinsic connection between customer relationship
management and enterprise sustainability. Sustainability is not only reflected in economic
benefits, but also encompasses multiple dimensions such as social benefits and ecological
benefits.

(4) To study the mediating role of customer Relationship management (CRM)
between Effectiveness of training institutions and sustainability (ESG). The research is based
on the McKinsey 7S model, with a focus on the impact of the performance of after-school
education and training institutions through customer relationship management (CRM) on
the sustainability (ESG) of education and training institutions. A “7S-CRM-ESG” functional

relationship framework is constructed.

Literature Review

Existing research has formed three basic consensuses: First, the McKinsey 7S model
significantly enhances organizational effectiveness through the dynamic fit between its hard
elements (strategy, structure, systems) and soft elements (skills, staff, style, and shared values)
(Peters & Waterman, 1982). Second, Customer Relationship Management (CRM) maximizes
customer lifetime value through customer data integration and value mining (Buttle, 2019).
Finally, the ESG framework provides a four-dimensional evaluation system-—economic,
environmental, social, and governance—for sustainable development (GRI, 2021). These
consensuses provide the theoretical foundation for this study.

Scholars have attempted to establish theoretical connections between these
concepts. For instance, it has been noted that the successful implementation of CRM requires
a synergistic configuration of an organization across multiple dimensions—including strategy,
processes, personnel, and technology—which is highly aligned with the core elements of
the McKinsey 7S model (Payne & Frow, 2005).

Al-Shuridah and Ndubisi (2023) proposed that CRM indirectly enhances ESG
performance through the adoption of green technologies. Similarly, research indicates that
the successful integration of ESG principles is deeply rooted in the synergistic configuration
of an organization’s core elements, a concept central to the McKinsey 7S model (Friede et
al., 2015). However, these studies share common limitations: first, their research subjects are
primarily concentrated in the manufacturing and finance sectors, lacking targeted analysis
for the education and training industry; second, they have not considered the potential
moderating effect of the ‘Double Reduction’ policy on these theoretical pathways.

Based on the above analysis, this study identifies three key research gaps: a

contextual adaptation gap, where existing ESG measurement scales fail to account for the
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specific characteristic of the education and training industry—that ‘policy compliance takes
precedence over environmental responsibility,” a trait further reinforced by the ‘Double
Reduction’ policy; a mediation mechanism gap, as the transmission role of CRM between 7S
and ESG remains at the stage of theoretical hypothesis and lacks empirical validation; and
a policy moderation gap, as there has been no quantitative research on how the ‘Double
Reduction’ policy alters the weighting of 7S elements.

In summary, the existing literature has initially confirmed that the McKinsey 7S model
promotes sustainable development and provides foundational support for CRM practices,
while also revealing potential synergistic or moderating effects of CRM between the 7S
framework and sustainability. However, these theoretical consensuses and explorations of
interconnections are primarily rooted in traditional business contexts such as manufacturing
and finance. When the perspective is shifted to China’s K-12 off-campus educational training
institutions, particularly against the backdrop of the ‘Double Reduction’ policy reshaping the
industry ecosystem, the limitations of current research become apparent: first, the synergistic
mechanism between the 7S model and CRM in these institutions lacks targeted empirical
testing; second, the specific transmission path of CRM between 7S and sustainability remains
unclear; and third, research on the ‘7S-CRM-ESG’ relationship within specific regions (e.g.,
Kunming city) is virtually non-existent. Therefore, this study aims to fill these critical gaps
and provide regional empirical evidence for understanding the sustainable development of

educational training institutions.

Research Framework and Hypotheses

Relevant studies on the McKinsey 7S Model, Customer Relationship Management
(CRM), and Sustainability have shown that this integrated management approach is an
effective management tool. Through the rational application of this approach, enterprises
can not only achieve the standardization of internal management but also enhance external
competitiveness, thereby gaining better economic and social benefits. To further explore
the functional relationships between the McKinsey 7S Model, CRM, and Sustainability in
after-school educational training institutions, this study proposes a “7S-CRM-ESG” relationship
framework based on a literature review.

The core variables of this study include three aspects: the McKinsey 7S Model,
Customer Relationship Management (CRM), and Sustainability, covering 14 dimensions.
Specifically, the McKinsey 7S Model comprises 7 dimensions: 1) Strategy, 2) Structure,
3) Systems, 4) Skills, 5) Staff, 6) Style, and 7) Shared Values; CRM includes 3 dimensions:
1) Customer Acquisition, 2) Customer Relationship, and 3) Customer Value Enhancement;
Sustainability consists of 4 dimensions: 1) Economic, 2) Environment, 3) Social, and

4) Governance.
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Based on the above analysis, the following hypotheses are proposed:

H1: The McKinsey 7S Model exerts a positive effect on Sustainability (ESG).

H2: The McKinsey 7S Model exerts a positive effect on Customer Relationship
Management (CRM).

H3: Customer Relationship Management (CRM) exerts a positive effect on
Sustainability (ESG).

Ha4: Customer Relationship Management (CRM) plays a mediating role between the
McKinsey 7S Model and Sustainability (ESG).

Figurel

Research Framework

Customer Customer Customer Value
Acquisition Relationship Enhancement
Strategy
CRM
Structure “ustomer Relationship
Management Economic
Systems
75 Environment
Skills /V
Effectiveness Sustainability \
of training Social
Staff
Governance
Style
Shared values

Research Methods

The population of this study consists of 567 K-12 after-school educational training
institutions in Kunming urban area. A stratified random sampling method (stratified by
institution size and training type) was adopted to select 100 institutions as samples. A total
of 300 questionnaires were distributed to employees of these sample institutions, with 258
valid questionnaires recovered, resulting in an effective response rate of 86%. This sample
size meets the requirement for SEM analysis (2200 samples). The data collection tool was
a questionnaire, which included 3 variables, 14 dimensions, and 73 items. Prior to formal
distribution, 3 industry experts and university scholars were invited to conduct an 10C

pre-test to optimize the clarity and relevance of the items.
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Quantitative methods were used for the data analysis. The specific steps were as
follows: Basic statistical analysis was conducted using SPSS software, including reliability tests
(all Cronbach’s QL > 0.8) and validity tests. Validity was assessed through confirmatory factor
analysis (CFA), with composite reliability (CR) and average variance extracted (AVE) required
to exceed 0.7 and 0.5, respectively (Hair et al., 2018). A structural equation model (SEM)
was then constructed using AMOS software. The model fit was tested using fit indices (e.g.,
A ?/df < 3, GFI > 0.9, RMSEA < 0.08) to verify the path relationships among the variables.

Research Results

The demographic section of the questionnaire covered six items: gender, age, years
of work experience, educational background, job position, and professional title. Among the
valid respondents, 148 were male (57.4%) and 110 were female (42.6%). The study included
20 sample groups, and the questionnaire itself contained 73 items. Reliability analysis was
conducted using Cronbach’s Alpha coefficient. The overall Cronbach’s Alpha value for the
questionnaire was 0.952. Furthermore, the “Cronbach’s Alpha if Item Deleted” value for each
individual item exceeded 0.700. These results indicate that the questionnaire demonstrates
sufficient reliability for the purposes of this study.

1) Descriptive Statistical Analysis

Findings of the analysis on opinion levels regarding the impact of the McKinsey
7S Model and Customer Relationship Management (CRM) on the Sustainability of Kunming
educational training institutions are as follows: Overall, the opinion level fell into the
“Agree” category, with a mean value of 3.568. The data exhibited a relatively high degree of

dispersion, with a standard deviation of 1.310. As shown in Table 1.
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Table 1

Descriptive Statistics of the Variables

Variable Dimension Mean standard | Aspect Skewness | Kurtosis
Deviation | Level

McKinsey 7s| Strategy 3.548 1.312 agree -0.615 -0.800

model Structure 3.533 1.319 agree -0.600 -0.839
Systems 3.551 1.321 agree -0.633 -0.788
Skills 3.616 1.274 agree -0.699 -0.635
Staff 3.572 1.320 agree -0.628 -0.813
Style 3.585 1.290 agree -0.655 -0.718
Shared Values 3.621 1.310 agree -0.686 -0.724

CRM Customer Acquisition | 3.539 1.340 agree -0.613 -0.830
Customer Relationship| 3.555 1.324 agree -0.620 -0.818
Customer Value 3.529 1.304 agree -0.598 -0.782
Enhancement

ESG Economic 3.608 1.297 agree -0.692 -0.662
Environment 3.509 1.312 agree -0.533 -0.883
Society 3.622 1.305 agree -0.664 -0.726
Governance 3.574 1.314 agree -0.601 -0.806

2) Confirmatory Factor Analysis (CFA) Analysis

The study employed confirmatory factor analysis (CFA) to analyze the construct
validity of variables in the measurement model. Specifically, the 14 dimensions of the three
variables—namely the McKinsey 7S Model, Customer Relationship Management (CRM), and
Sustainability—were tested separately, with the results presented in the table 2 below:

The correlation coefficients between observed variables were all statistically
significant at the 0.01 significance level, with all showing positive correlations. The correlation
coefficients ranged from 0.602 to 0.782, indicating a genuine positive directional
relationship among the observed variables in the model. Results from Bartlett’s test of
sphericity showed that the chi-square ()(?) values ranged from 1661.303 to 2533.530, with
degrees of freedom (df) = 10 and p < 0.001, which was significantly different from zero at
the 0.01 significance level. The Kaiser-Meyer-Olkin (KMO) measure approached 1, with values
ranging from 0.889 to 0.929.

These results indicate that the correlation matrix of observed variables is not an

identity matrix, and the correlations among variables are sufficient for factor analysis to
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test construct validity, thus supporting the establishment of the “7S-CRM-ESG” structural
equation model (SEM).

Table 2
The results of Confirmatory Factor Analysis (CFA)

Correlation |Approximate
Variable Dimension Loadings| coefficient | chi-square KMO
range value

McKinsey 7s| Strategy S1 0.643-0.712**| 1794.300 0.897

model Structure S2 0.616-0.709**|  1699.155 0.893

Systems S3 0.671-0.721**| 1875.908 0.903

Skills 5S4 0.664-0.721**|  1844.105 0.902

Staff S5 0.673-0.732**| 1919.427 0.901

Style S6 0.641-0.734**|  1838.680 0.894

Shared Values S7 0.665-0.751**|  1928.470 0.895

CRM Customer Acquisition C1 0.602-0.731**|  2351.755 0.923

Customer Relationship C2 0.654-0.737**|  2533.530 0.929

Customer Value C3 0.664-0.768**|  2470.040 0.926
Enhancement

ESG Economic El 0.683-0.739**|  1959.447 0.905

Environment E2 0.617-0.713**|  1661.303 0.889

Society E3 0.640-0.709**|  1756.101 0.894

Governance = 0.631-0.782**|  1840.968 0.894

Note. * indicates a statistical significance level of 0.05, ** indicates a statistical significance
level of 0.01

3) CR and AVE Analysis

Further analyses were conducted using composite reliability (CR) tests and average
variance extracted (AVE) for latent variables. For composite reliability (CR) of latent variables,
the threshold value should be greater than 0.60. The analysis results showed that the
highest CR value was 0.740 and the lowest was 0.610, with all values exceeding 0.60. For

average variance extracted (AVE), the threshold value should be greater than 0.50.
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The analysis indicated that the highest AVE value was 0.941 and the lowest was
0.873, with all values exceeding 0.50. These results suggest that each latent variable
can adequately explain the variance of its observed variables. The model evaluation is

presented in Table 3.

Table 3
CR and AVE Tests

Variable Dimension Loading CR AVE
McKinsey 7s Strategy S1 0.671 0.891
model Structure S2 0.633 0.873

Systems S3 0.699 0.921
Skills Sa 0.627 0.894
Staff S5 0.740 0.919
Style S6 0.682 0.915
Shared Values S7 0.673 0.911
CRM Customer Acquisition C1 0.613 0.905
Customer Relationship C2 0.726 0.941
Customer Value Enhancement C3 0.701 0.933
ESG Economic El 0.643 0.900
Environment E2 0.632 0.896
Society E3 0.610 0.886
Governance Ed 0.625 0.892

4) Results of Structural Equation Modeling (SEM)

The researcher conducted a structural equation modeling (SEM) analysis, aiming to
examine the consistency between the hypothetical model and actual data and verify the
preset hypotheses. An analysis of Pearson product-moment correlation coefficients among
the 14 observed variables showed that the correlation coefficients between almost all pairs
of observed variables were positive and significant at the 0.001 statistical level, indicating
that the variables under study are linearly correlated.

However, results of the structural equation analysis before model adjustment
revealed that the hypothetical model was not yet consistent with the actual data, as shown
in Table 4.
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Table 4
Initial Model Fit Indices

S1 | S2 | S3|S4 |S5|S6 |Sr |Cl |C2|C3 |El|E2 | E3 |E4
St 1
S2 |.793%| 1

S3 |.805%* [.866**| 1
SA | 723% | 791 .848*| 1
S5 [.T64%* | T73%*|.841%%|.805% | 1
S6 |.761%* |.814*%| .804%*|.793** |.844*| 1

ST |.801%* |.786**|.830%*|.812%* | .843**| .855** | 1
CL 725" | T72%%| T70%*|.778** | .789%*|.836™*|.770**| 1

C2 |.664%|.743%*| 822*%|.808%* | .809**|.805*% |.770%* |.836™* | 1
C3 [.642%% | T13%*| 725" . 762%* | 747**|.809** |.747**|.800** |.812*| 1

EL [.771%| . 758%| .795%*|.756™* | .800**|.804**|.822** |.789** | 736™*|.772** | 1
E2 |.654%% | 729%* | 699*| . T27%* | 678**|.672%* |.654** | T78** | 728**|.734** | 742**| 1
E3 [.703%* |.740%* | 769%*| . 7947* | 734%* | .T04** | 784* | T87** | T67**|. 757 | .835%|.804** | 1
B4 |.720%% | 714%% | 758%*| . TLT** | 695%* [.69T** |.T63* [ T31** | T13**|.679% | 763 |.753** | 792%*| 1

Note. ** indicates a statistical significance level of 0.01

The model fit was assessed according to the following criteria: Y 2/df < 2 (Kline,
2005; Carmines & Mclver, 1981); GFl > .900, NFI > .900, and TLI > .950 (Hu & Bentler, 1999;
Kline, 2005); RMSEA < .08 (MacCallum et al., 1996; Schumacker & Lomax, 2004); and
RMR < .050 (Browne & Cudeck, 1993). The initial results indicated a poor fit: the Relative
Chi-Square (y2/df = 5.257), Goodness-of-Fit Index (GFI = 0.826), and Root Mean Square
Error of Approximation (RMSEA = 0.129) did not meet the required standards. However,
the Normed Fit Index (NFI = 0.918), Tucker-Lewis Index (TLI = 0.918), Comparative Fit Index
(CFI = 0.933), and Root Mean Square Residual (RMR = 0.027) were all acceptable. Therefore,

the model required modification, and the revised fit indices are presented in Table 5.
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Modlfied Model Fit Indices

7l <o AUUN @ UNTIAN - AUIAN bE&b

Indicator Evaluation Consistency Level Consistency Evaluation
Criteria Index
X2 / df < 2.000 High degree of consistency 1.426 Through standards
2.00-5.00 largely consistent Through standards
GFl > 0.900 High degree of consistency 0.969 Through standards
NFI > 0.900 High degree of consistency 0.986 Through standards
TLI > 0.950 High degree of consistency 0.992 Through standards
CFl > 0.900 High degree of consistency 0.996 Through standards
RMSEA < 0.050 High degree of consistency 0.041 Through standards
RMR < 0.050 High degree of consistency 0.011 Through standards

As shown in Table 6, the factor loadings of observed variables for the seven latent
variables of the McKinsey 7S Model ranged from 0.851 to 0.920; the factor loadings of
observed variables for the three latent variables of Customer Relationship Management
(CRM) ranged from 0.879 to 0.919; and the factor loadings of observed variables for the four
latent variables of Sustainability ranged from 0.808 to 0.908. All variables were statistically

significant at the 0.05 level.

From the statistical results, the direct path from Customer Relationship Management

(CRM) to environmental, social, and governance (ESG) did not pass the significance test
(path coefficient = 0.100, p = 0.579 > 0.05). This indicates that in the context of after-school

educational training institutions in Kunming, the direct positive impact of Customer

Relationship Management on Sustainability is not significant.
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Table 6

SEM Path Coefficients and Significance Test

Latent variable Observation variable | Estimate value | S.E. C.R. P
McKinsey 7S > CRM 0.956 0.168 | 27705 | ***
McKinsey 7S > ESG 0.859 0.168 4.986 xEX
CRM > ESG 0.100 0.168 0.555 | 0.579
McKinsey 7S —> Strategy 0.851 0.040 | 22.846 | ***
McKinsey 7S —> Structure 0.866 0.039 | 24.106 | ***
McKinsey 7S —> Systems 0.918 0.036 | 28.000 | ***
McKinsey 7S > Skills 0.890 0.034 | 26.443 | ***
McKinsey 7S > Staff 0.910 0.037 | 28.612 | ***
McKinsey 7S > Style 0.917 0.032 | 31.999 | ***
McKinsey 7S -—> Shared Values 0.920 0.036 | 27.001 | ***
CRM --->| Customer Acquisition 0.910 0.039 | 25.728 | ***
CRM ---> |Customer Relationship 0.919 0.038 | 27.543 | ***
CRM -—> Customer Value 0.879 0.039 | 23913 | ***
Enhancement
ESG > Economic 0.928 0.046 | 21.291 | ***
ESG -—> Environment 0.808 0.049 | 19.355 | ***
ESG -—> Society 0.908 0.040 | 24.825 | ***
ESG —> Governance 0.860 0.049 | 19.693 | ***

Note. *** indicates a statistical significance level of 0.001.

5) Results of Hypothesis Testing

Direct Effects: Regarding factors with a direct effect on Sustainability, it was found
that the McKinsey 7S factors exert a direct effect on Sustainability, with a direct effect value
of 0.859, while the direct effect value of Customer Relationship Management factors is 0.100.
Regarding factors with a direct effect on Customer Relationship Management, it was found

that the McKinsey 7S factors have the strongest direct effect on CRM, with a direct effect

value of 0.956.

Indirect Effects: Regarding factors with an indirect effect on Sustainability, it was
found that the McKinsey 7S factors exert an indirect effect on Sustainability, with an indirect

effect value of 0.096, while the indirect effect value of Customer Relationship Management

factors is 0.000.
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Total Effects: Regarding factors with an overall effect on Sustainability, it was found
that among the factors influencing Sustainability, the McKinsey 7S factors have the strongest
total effect on Sustainability, with a total effect value of 0.955, while the total effect value

of Customer Relationship Management factors is 0.100.

Table 7
Direct, Indirect, and Total Effects

CRM ESG
Variable Direct Indirect Total Direct Indirect Total
impact impact impact impact impact impact
McKinsey 7S 0.956 0.000 0.956 0.859 0.096 0.955
CRM 0.100 0.000 0.100
Table 8
Mediation Effect Test Results
Standardized Indirect Effects value
McKinsey 75— CRM —> ESG 0.001
CRM —> ESG 0
McKinsey 7S—> ESG (via CRM) 0.001

Results of the hypothesis testing revealed that the McKinsey 7S Model has a positive
direct impact on Sustainability (path coefficient = 0.859, p < 0.001) and exerted positive
effects across the four dimensions of economy, society, environment, and governance.
Moreover, the McKinsey 7S Model had a stronger impact on Sustainability through Customer
Relationship Management (CRM) (path coefficient = 0.955, p < 0.001), which is consistent
with Hypothesis H1.

The McKinsey 7S Model has a positive direct impact on Customer Relationship
Management (path coefficient = 0.956, p < 0.001), consistent with Hypothesis H2.

Customer Relationship Management had no significant impact on Sustainability (path
coefficient = 0.100, p = 0.579), which was inconsistent with Hypothesis H3.

Customer Relationship Management did not play a significant mediating role
between the McKinsey 7S Model and Sustainability (indirect effect = 0.001), so Hypothesis

H4 was rejected.
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Conclusion

This study focuses on K-12 after-school educational training institutions in Kunming as
its research sample. It mainly explores the interactive influences among the three variables—
the McKinsey 7S Model, Customer Relationship Management (CRM), and Sustainability—
in the context of after-school educational training institutions.

1) The research confirms that among current after-school educational training
institutions in Kunming: Hypothesis H1 (the McKinsey 7S Model has a positive impact
on Sustainability) is supported, and the McKinsey 7S Model exerts a stronger impact on
Sustainability through CRM. Hypothesis H2 (the McKinsey 7S Model has a positive impact
on CRM) is supported. Hypothesis H3 (CRM has a positive impact on Sustainability) is not
supported. Hypothesis H4 (CRM plays a significant mediating role between the McKinsey 7S
Model and Sustainability) is not supported, as CRM does not exhibit a significant mediating
effect.

2) In after-school educational training institutions, the direct impact of the McKinsey
7S Model on Sustainability is far greater than the indirect impact of CRM. This is because
the elements of the McKinsey 7S Model do not need to rely on CRM for transmission.
Additionally, the Kunming municipal government has implemented supervision and regulation
over after-school training institutions, requiring them to first meet compliance requirements
through the relevant elements of the McKinsey 7S Model. As a result, the functions of CRM
are directly replaced by governance, weakening its mediating role.

3) This study integrates and applies the McKinsey 7S Model, CRM, and Sustainability
to the specific field of educational training institutions, particularly targeting the K-12
after-school training industry, thereby addressing the gaps in theoretical application research
in this field. The study developed the “7S-CRM-ESG” mechanism model, conducted an
in-depth analysis of the relationships among the three variables, and revealed the direct
impact of the McKinsey 7S Model on Sustainability and its effect on CRM. This provides a
new perspective for understanding the Sustainability mechanisms of educational training
institutions.

However, the research sample is limited to Kunming, which may restrict the ability
to infer causality from the cross-sectional data. Furthermore, the current application of
Customer Relationship Management (CRM) in off-campus training institutions lacks depth, and
educational training institutions in Kunming still face numerous challenges to be addressed
in terms of sustainability.

Recommendations: First, take the McKinsey 7S Model as the core driver to strengthen
its direct driving effect on sustainability, and optimize the practical pathways of the McKinsey
7S Model by dimension. Second, promote the coupling and adaptation of CRM with the
McKinsey 7S Model, break through the limitations of its tool-based nature, and upgrade CRM

from a customer management tool to a “7S-ESG transmission carrier.” Third, establish an
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industry-specific sustainability implementation system: develop an “ESG system exclusive
to educational training institutions” in combination with industry characteristics, promote
the transformation of ESG from general standards to industry-adapted ones, and build a

government-industry-institution collaborative ESG ecosystem.
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Abstract

This study assessed the effects of irritation, informativeness, awareness, and credibility
in Krungsri Bank’s OOH advertising on service usage intention among 400 Bangkok residents.
Using a quantitative, predictive design, data was gathered via a Likert-scale questionnaire
(stratified sampling) and analyzed with multiple regression. Findings showed that irritation
and credibility did not significantly influence intention. Conversely, informativeness and
awareness demonstrated a significant positive influence.

The resulting prediction equation Y (intention to use services) = 0.480 + 0.392
(awareness) + 0.305 (informativeness). This model explains 27.9% of the variance. This
suggests that consumers prioritize receiving clear information and brand awareness from OOH
media over issues of irritation or credibility. These findings can be utilized in designing OOH
advertising strategies for Krungsri Bank and other financial institutions to enhance marketing

communication effectiveness and more successfully motivate service selection.

Keywords: Awareness, Informativeness, Irritation, Credibility, Purchase Intention
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Abstract

This study aimed to 1. explore personal factors, logistics system factors, and the
transportation performance of frozen seafood products in Bangkok, and 2. analyze the factors
influencing the transportation performance of frozen seafood products in the same area.
The sample consisted of 400 participants, including transport business operators, logistics
managers, and delivery personnel involved in managing frozen seafood logistics in Bangkok.
A systematic sampling method was employed. Data were collected using a questionnaire
and analyzed using descriptive statistics and Multiple Linear Regression Analysis.

The findings revealed that logistics management was rated at the highest level,
reflecting the importance of strategic planning in managing the supply chain systematically.

Personnel, transportation technology, and infrastructure and environmental factors were
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also rated at a high level. Based on the assessment, logistics system improvement strategies
should emphasize the development of specialized personnel skills, appropriate allocation
of infrastructure resources, and strategic planning aligned with the competitive context
of the frozen seafood industry in Bangkok. In addition, the transportation performance of
frozen seafood products was evaluated at a high level, particularly in terms of customer
satisfaction and price competitiveness. This highlights the potential of logistics systems to
manage spatial constraints and respond effectively to market demands in large urban areas.
The results of the multiple regression analysis indicated that personnel, logistics
management, and infrastructure and environmental factors had a statistically significant
positive influence on transportation performance, while transportation technology showed
no significant influence. This finding reflects a gap between theoretical frameworks and
practical implementation, suggesting that investments in technology may not yield optimal

outcomes without integration with skilled personnel and appropriate operational systems.

Keywords: Logistics Management, Personnel, Transportation Technology, Infrastructure,

Transportation Performance
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whiglunsdanisduduarananuianaalunszuiunisvud Tasamsluiuifiitostadu
Tassadaiuguuasnalulad

wurRaiefuYsEanBamlun1suude

Usgansnmlunisvuds mneds anuanansolunisdmeududlinsmiunaififun
meldimsmuunuanazdunuimzay Ballou (2008) TarmdrdyAumsuimssiunusm
vassruuladadind lnglaniznsneuauduniaeaznsdanisdumasndeegaiusednsamn
uzd Bowersox and Closs (1996) wiudnfamunsssianan anuniidefio uazmsanaunds
mevesduAlunszuIunsvuds Jadussdusznevddgueinisaiisanulsiuieulunsudadu
TuseduUoAns uenani Christopher (2016) ldlausnseumsuimsladafndidsnagns lae
wumsneuausinwFeInsvesgniuasnsUszgndlivaluladansaumaiiefinusyavsam
yaaszuulaesu TuusunvesUsenealng muddeves w@nd 985%lng (2558) wudn N1sUIMNT
adsAufuarAudandsog st vinaainsoanduladaindldognsdnau s ilvuideves
HoyeySuel 35ausue (2564) wud unmvesduidutadudfglunisdenguuuunisauds lng
nsdsusEnmeuenlinadnsiulszansamiiAninissudumsvudenislussdng wenani
vurii (2025) WAnwinisdanisladafndluicldainudu Tnenudn anuuduglunisaiuau
ﬂismumwudqﬁwaimamwiams%'ﬂmqmmwﬁuﬁwLLaxammmL?immEJﬁLﬁﬂ%ﬂﬁmimmﬂMﬂ
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aguduYs99n91U 39870 1909

fauus UNAID19D9 uwaAa/mansanen | nnsinluTyluauide
msdanisledafing | Wwhun lefinadles waz | msysannsnszuon | THluduusdase
nOuen wEue (2566), | Ndnun nswdn uay | ileTiesevinanseny
\@ndl 9a3wiing (2558), | msdawaududiile RoUsEaANSAMN
Ballou (2004), udsEansam AsvUdIlUUSUN
Gunasekaran et al. andumu wazaeeny | Wedlvig
(2004), Lambert and anansalunisuasdu
Cooper (2000)
walulaBnisvuds | 9% guan (2566), | nsld GPS Wuiges T dusulsdase
Davis (1989), gl uagszuudn | Lileustiliuunuimues
Kedigui et al. (2025), mMsvudstheiinny | weluladrenisvuds
Lipwop and wiud andellanan | Audemsvzialduds
Achuora (2021), wasifiuAnulanndy
Singh et al. (2017) Tuvislgaudu
Tassadreitugiu | Tofun Whniados wey | nuu advAud uas T dusuusdase
WAZANINIAGDY | NQWE1 ULWD (2566), | anmaInTeiikass iieliaszsidasin
BIM (2012), Button AUTING? Faiud Adanasie
(2010), Degirmenci pudede waz UszanSnInnisvuas
et al. (2017), Harrison | AMNINYDIFUA Fupuaiudaluweiios
and Van Hoek (2011) | lussuuladadnd
YAAINTAU Toiun WwAnaties uaz | Anudaniznig T dusuusdase
ASVUE nOuen Uswd (2566), | NMSENOUTH way e
Kashyap et al. (2024), | n155U59IUAT U ANENITOVDY
Kedigui et al. (2025) | ¥1aaANEANA1N YAAINTABALNMN
WAL way uazANUaansiy
LESNANININAITUUES YDINTYUEAUAN
Usgandamnis | Tygivd 25vdgasud | mnusssdenan 1 Jusudsmu
YUAFUABIMT | (2564), el 9a5uling Anudeie Tunmsiwsen
NZIAUTUDS (2558), Ballou (2004), | MIMUANAMAIN Uay | HansenuaNTady
Bowersox and Closs | fumuidusidiandn | fuladafinduas
(1996), Christopher Y29USEANS AN USUNLE D 9MBHAaNS
(2016), Yurii (2025) MsYUAIEUALYLD NTVUES
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ASOULUIAANISIY

a1
nTOULLIANIUNITITE

Javeaussuuladannd
(Logistics System Factors)
1. A5IANISLaIdRNE

(Logistics Management) US¥ANSNINNSVUAIRUAD I TN LA LD
2. walulagnsouds —> (Frozen Seafood Transportation
(Transportation Technology) Performance)

3. Inssadnefiuguuazanmwndon

(Infrastructure and E nvironment)
4 Ynans (Personnel)

WAty

n93dunSaiiiun939uiBeUsan (Quantitative Research) lngldfsuuuunsidediednsa
(Survey Research) tilesausindeyaanngusetns Fadusunuvesuszansithmanglunisdnm
1y

YBULANTANEY

'
a1 '

nsAnwAsIladumiasentadeing q NdwadoUssdninmnsvuddudeims

a a ¢

neautuds Taeiy 4 Jadevdn Tiun msdanisledadnd weluladlunisvuds Tassadreiiugu
UATANINKINADN UATUARAINT wall agiieneianuduiusseninedadomaniiulssansan
Tumswudddufifd iy Iun arumssionan fununsuuds warannwYeAuR LiloaTiounadns
FeufvinsiiaunsathlullunsimuuumeansianisTalafndausududduusuniiuiiiles
agaluszuy

UsEynsuasngunleeis

Uszans leun yarafifunumifendestiunszuiumsvudaagnsuimsdansladadnd
vosdumenInziautuddunganmamnuas dssznouse fusznounsvideriivesians finms
visorhmihiheladafindnievuds sasasuninnutusauazgninaiifertosiunsindsdudn Tne
Uixﬁmﬂ'ﬁﬁmﬁnﬁé’ﬂwmwmnumaﬁu’qﬁwummmqiﬁﬁ]LLazgiJLmewhﬁuﬁﬁ]mi oiwn Jania
ety Famiavuinnans uazesdnsvuelng Ssiinsnszaesgauaziinanadeulmdeiies
Tudufidiesmans yilwlianansassydnulssrnsiiuiueulfogsdmau

nsfmdandiegeliisnisduuuuliendeaiuiiazidu (Non-probability Sampling)
Ingidenlinisguuuuazain (Convenience Sampling) $auiuimalianisuuziisie (Snowball
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Technique) wialvianunsainfisnquidmneliegiamunzgay Ingldgnsnsduinues Cochran
(1953) fiszAuANLBIL 95% uazAARIAATEY £5% Fieil

ans n = PQA-2)7°
E2
Tefi Wiy awnsegedigents
P Wiy dndiuveslszannsfinninasiidnuasasimudigeanis
(Favumdu 0.5 leloildvungsgn)
e Wiy suamueasadeuiitensuls (+5% w3 0.05)
z Wiy easdindenndesiussiuauidesiu 95% (wihiu 1.96)

nmsswalduueiegnstusiviniy 385 au agndlsfinn ilerfiurrinindetioves
namfouazanandssnmsgnydeteya fideafiuduumegadu 400 au

insesilaflilun1side

wwsosdlonldlumside 1éun wuuaeuaw (Questionnaire) Tnsuuuasunuutseanidy
4 dou oun dawil 1 Feyaieatuiadediuyana loud duvissn Uszaunsaflunisviay
UsELnMve9e9dng 1uNAvesesdns wazdausavudsuauenmgll dndl 2 deyaiietutlade
shuszuuladafindiidmareussansamnsyudedudi dwi 3 feyaiirfuussansammsvuds
dufemanziautuddlunsavmuvinuas uazdnd 4 YelausuuzifiniAianngneunuuaeuany
fRfovnasumumssduiien (Content Validity) Tnegifisavigysuau 3 au wui én 10C 109
Fomauegluras 0.67-1.00 eidmnndn 0.50 uanadn wuvasuaufiaamnzaslunis
P (ngmd Usenn, 2567) Mntulshuuuasunilunnaeddiuiesnssuau 30 au i
dnwarlndiAsstunguiiivine uasnaaunudotiufiodadi Cronbach’s Alpha @l
oglutiag 0.74-0.95 uansin wuvasuaudmmnidedeuazannsathluldluniniudeyasidls

nsiiusausaundoya

{AdelEBnsuuURaunay TneduliunisuanuuuaeunaislugUuuudidnmsetindsinu
53UV Google Forms uazuuuasuamnszay Llslsinseunqungusiogisiivarnmansuazande
Srinsnudeamensiings Inewmeunssudendvia wu Slua Insdwyi Facebook way LINE Aug
funsuanuuuasunslnemssluusiud §id6ldRnmunanisnoundueuseiios uaznsradey
pnuanysalvesfeyadeudidignssuiunsiassiniada nedufunisivieyassnirafou
fwpudanouiueIeu w.e. 2568

nsAAsIzvidaya

nsiaszideyautsoonidy 2 @ ldun adddanssau Tanisuanuasaimd
Afosar Aledy wazdudouuuasg WeeSuiednvazihluvesdoys wazaifdeyuu
Tnemsiaseianneenyan (Multiple Regression Analysis) \ennaeudninavesadosiu
nsdansladafing welulaglunisouds Tassadeiiugiuuazanimwindey uazyaansdidie
UsvAnBamnisrudsduiomnnzsiautudslungannumues wiewiaisaunisneinsoiidie
Uszilusgiudszdnsnmludalsunaegralussuy
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NaN1I8LaZaAUIIENE

nan1sAnsideyaladvduynna

QmaUquaavmma'austmy'Lﬁuwﬁmm%’maﬁagﬂﬁwﬁLﬁmﬁi’faqﬁ’umﬁmda U
187 au Anluseway 46.8 fusvaunisallunsvinausmunisvudsduaemisgiauguds 3-5 U
1 116 Au Andusesay 29.0

dlngduninauiuivan/guidesiniin S 121 au Andudesas 30.3 viheou
TussAnsvuaan (Wiinau 1-50 au) $1uau 237 Au Andudesar 59.3 uazdulvgosdnsdidiuiu
savudsPIuANaangl 1-5 Au $1uau 201 318 Aadufesas 50.2

nan1sAAsIzRUadednuszuuladanng

msiaszndadeaiussuuladannd laun n1sdanisladadnd waluladlunisvuds
Iﬂiaa%aﬁugwuazamwLmé“au LAZYAAINT Faanslunsed 2

A15°99 2
ANRduaa TN TTINYeNTRTER s UUlaTaang

Uadearuszuuladannd b S.D. ulana ufU
nsdan1sladanng 4.21 0.48 Wniign 1
wialulaglunisvuds 4.07 0.49 1N 3
Tnssadeiuguuazanmandon 4.04 0.38 1N 4
YAAINS 4.13 0.44 1N 2

39U 4.11 0.39 umn

A9 2 F19Fu WU dnounuvasunwdulngdiseduanudniuielade
szuuladaing Tnenmsaluszdiunn (Y = 4.11, SD = 0.39) WeRasansiesunuin sudis
Aundugeiian fo n1sdanisladaind eglussduinniian (A = 4.21, SD = 0.48) soun o
yeanns egluseduann (A= 4.13, SD = 044) waluladlunisvuds eglussiuan (X = 4.07,
SD = 0.49) LLadﬂsqa%’mﬁugﬂmmxamwmmé’am agluszAuNN (% = 4.04, SD = 0.38) A&y

nan1sAAsIzRUsEANE AW sTudsd Ui InziaudulslunJamnanIuAS

UszAnsnmmsvudsdufonmmeiantudsunsammamues daandlunised 3

A15799 3
MsAnREUATE I TUVUNINTFIY TEAUUTZANEAINAITYUAIFUATD M SNAAUTUT

UszanSnmmsvudedudia i meiautuls Y S.D. wiawna
U ANSAINNISVUAIRUAIDIM TN LAY TS 4.16 0.44 11N
39U 4.16 0.44 41N
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NN 3 D19U WU ReunuudeunudauAniuseUsEaNEMN1TULEELAN

amsnziaududslungammumuas lnanmsadlussauain (X = 4.16, SD = 0.44)

NANI53LAT12RU8NUDNTNARBUITZANTAINNISVUFIAUAIDINITNZLALT LT

Tungamnamnuns

RdglanTvaeunsdunsITIGany (Multicollinearity) vesuUsdasenvan wui
A1 Tolerance 1Mnnd1 0.1 uagA1 VIF st 10 Pseglunaeifiseusuldnmuuuiniees Hair
et al. (2010) wanei Lifigyuidunsssiuseningulsdasy dwaliaunsathdiuysnivug

dhgmisimaziannesnylnegiavuizan Aauandlumnsned 4

A157199 4

Model Summary

Model

R

RZ

Adjusted R?

Std. Error

Durbin-Watson

1

0.748

0.560

0.556

0.292

1.719

NN 4 U199 WU

|

AU

4

Uss@ndavduiuswygal (R) Wiy 0.748 wanadi fauys

Basziie 4 ¢ W msdansladafind weluladlunisuds Tassadsiiuguwazanimwindon
wazupang fanuduiuslussavgeiudmudsnu fie Uss@vsnmnisaudadudomnveiawtuds
Tungammumuns mduuszavdnismeinsal (R) wirfu 0.560 vuneaudn daudsdassiis
4§17 @1wnsasuiuesuleAuLUsUTINTeIUTEANS NMNNNTILAEUA19 1 TN LU U
§¥ouaz 56.0 vaizdien Adjusted R? WU 0.556 wansdanaEInsatuNsesUETL3Ives
Tunalefinsusuamusiuiudiuysdaszuazauindiog s wazan Durbin-Watson wi1fiu
1.719 G?faasﬂwzmﬁmmsau lngogszning 1.5-2.5 uansin Wifidymeianududassainiy

Y99ANUAANMAABY (Autocorrelation)

M99 5

lunamsannegny nsuavestladesusyuuladafinanineussansnmnIsyuaNaumeInIsngLa

uvudalungaummumiums

wrasAURUIUIIU SS df MS F Sig.
Regression 42.916 a4 10.729 125.751%%* .000
Residual 33.701 395 .085

374 76.617 399

U ANAN9DE19T

o

3]

dAgysEeiu 0.001
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o w

1M 5 1AL WU AN F (F-statistic) winiu 125.751 kazilAnseauntadfuniadna

o
v
o a o

(Sig.) Wiy 0.000 FsfiFntioenitsyiutiddaidrualii 0.001 wandlidhuin Fuusdasss
a ¢ lun nsdanisTadaind walulaBnmsvuds Tnssadaiuguuazaninwindon wasyaaing
fisvdnauiuseuszdninmnsvudidumemisnzawiudslunsannumiues egslidadfey
MeadA aunsaeSureaunlsUTIuvesUsEansnnnissudduiaimmziaududldodned
HodRny

A13197 6
HANTTIATILINITONOoENYYRITTEIIENENAG U AN M TYNANEUA 18I Tk lu
NFUNNUNIUAT

Uszansamnisvudedudn

SN 3 B Std. E | Beta t Sig. |Tolerance | VIF
(Constant) 0.713 | 0.168 4.237%* | 0.000| 0.331 |3.017
msdnnsladafing (X ) 0.234 | 0.053 | 0.255 | 4.391*** | 0.000 | 0.327 |3.057
mﬂiu‘laﬁflwamua'a (X) 0.087 | 0.052 | 0.098 | 1.681 | 0.094| 0.515 |1.941
lAsEseiugIULeY 0.136 | 0.054 | 0.117 | 2.506* | 0.013| 0420 |2.384
anuwangey (X)
yAaIns (X)) 0.378 | 0.052 | 0.376 | 7.289*** | 0.000

R = 0.748, R”= 0.560, Std. E = 0.292, F = 125.751, Sig = 0.000***

a

* e IfvswangiltudAgszau 0.05 wag 0.001 ANEIAU

1NM197 6 19U WU wuuassENIsnesuIsANILYTUT YU TEANE AW
nsvudsduitemmztastudslunsannumuasladosas 56.0 (R2 = 0.560) lnefmuduiug
lusgAugessnisiudsdaseiudiuusmu (R = 0.748) uarlianuiianeauyauuuinaedogidl
Tedfuneadn (F = 125.751, p < 0.001) lefinrsandvinavesusdarJade wui YAANIHBNENG

o w a

Bauinuagited1Atynieeaiifigean (Beta = 0.376, t = 7.289, p < 0.001) 5098317 A0 N13IANTS
1a3afnd (Beta = 0.255, t = 4.391, p < 0.001) LLaziﬂiqa%ﬁﬂﬁugmuasamwLmé’au (Beta =
0.117, t = 2.506, p < 0.05) FednfidvEnadeuinesadiudfyn1eadn vaefimaluladnisvuds
lawunddvswasegeiitdodiAyeads (Beta = 0.098, t = 1.681, p > 0.05) il A1 Tolerance
uaze VIF vesiudsdaseiiamuaogluinasifion3uld (Tolerance > 0.1 uag VIF < 10) uanadn
13ifi¥aymn Multicollinearity fidsnasiapuiidedovasuuusians
NaNTIATIERanaatiuayuaLAgIumdn H1 fiszydn Yededussuuladaing aun
nsdnmisladafind melulaBnisvuds lassadafugrunasaniandey uasyaans Savswase
Usgdndnmnisaudeduieimsnziaududsdunsunmumues egndideddgnieada lnoaniz
aunAgiugos Hia, Hic wag Hid ld¥uniseensu vngiiauudgiuges Hib laildiugensu ilasan

sanvUsaumalulagnisvudsifideddgyniseda Insannsa@vuaunsanaoslaead
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aunsannesluzUaziuuiy

Y =0713 + O.234(X1) + O.136(X3) + O.378(X4)
aunnsaanesluguAzLULIINTEIY

Z= O.255(X1) + 0.117(X3) + O.376(X4)

CIMERE

mM9deiEes tadviidssasoussavsamnsuudadumemmziaurudslunsamnavuas
anunsnoRUnenaldfall

1. 31n¥nguszasdvasnisidedei 1 ied1saaliadedruyana Jadudussuy
Tadafingd wazUszansnmmsvudedudamnmziautulslungammamiuas

wan1sAnElmAud wsseilussuvaudsdsasisnnyaainsseduloannsluoedns
yumdn Tnglameminanudusasasimihiindsdud fedunumadalumssnuiaunindud
Tussminanisuas nauiedsdulnyiivszaunsalianeyna 3-5 U fadedensmuauamnin
wazanAugydeluszuulaiaind aonndesiuuuifnues Ballou (2004) fitiuin yaanslusedu
UfuAnisiiunumdrdglumsdianisauninuwasdunuluilgouniuy sunisdanisladafnduas
yranslisunsusziivlussdugefign azvoudisnnudfguesnisnaunudums nsuims
AdsALA wamsWuinwryaansesaseLilos aenndesfuluaAnued Lambert and Cooper
(2000) tfuin Msdansialsguniumsdenlesfansuszninsesdnsodiaduszuy tile
WisUszansamlnesuuazananugadslunszuiunisladadind sumeluladuazlassasng
fiugu wildumsvssiilussduan uwissudesfalusud-danaluladaiuaugungiivugs
wazanmouluwailosdiliidedensvudidudurudc aeandasiudedunures Rodrigue (2020)
finudn Iﬂsqa%ﬁqﬁugm‘lwfumLﬁmﬁﬂLﬁuqﬂaﬁﬂé’ﬂﬁ’agﬁamiﬁﬂLﬁumumaaizuu Cold Chain
Logistics Ingianzlumuanunsmeanaiiazanuiaonisvesdun Tudiuesuss@nsninnisouas
duiemnamzaududslunsanmumuas sgluseduan leswmziuanufisnelavesglduinig
waganuamsnlunsuesiususin aonadeaiuunAnves Christopher (2016) fllauadn
UsvAnsnmladadndluladnuaduyunaziia) widesudrnuaiusalunisnevausddoniny
Feamsvosgniluuiundifidedidngs uaznsinwvinuamaufuazn1sUII SR ULl
Usvdnsnwluiuiiiides fasmlassaiisiugiu uansisinonmuesssuladafndfianansoadng
aulldiU3sudsgsialdegiedaau uazaonadosiuuunAnues Chopra and Meindl (2016) filtfu
wmmaqmmmwianmLLazmimucﬂuqmmmuiwv Cold Chain Logistics

2. 9ninguszasdvainisisededl 2 iedasziladeniisnswaseuszansam
nsvudduAIDIMINZIAUTUUTTUNFUNNUAIUAT

Kan1sIAsIEY wudn nsdanisledafng Tassadieiugiuuazanimuinden uay
yaa1ns Ldnswaavinednivdrdynisadfdeusz@ninmnisvudsdudiomisnsiaududs
Tungamasuas vazfimeluladnsvuds linudvswasgnaiiduddy Seasvioufiviosisewing
wwaRamanguivnisinluldasduusunvesgsiavudduimemungiiniuay lagaunsneiuse
PRI )
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msdansiadanind \Juesdusenevddfidmanousyansamnisvudsdudenmmeia
wiuda Taeannzludnun1sunudune Msdnnsdufneds N15nTIREeUANNTWALA uaz
NSARMIUNANITALTUIU é'ﬁwhEJammqugLﬁaLLazLﬁmmmmmmhmiuﬁdﬁuluv'%wﬁﬁ%a
$rfnflassaaiuguArN19TaT WU NTwITUAT HansAnwdenadesuLARTes
Ballou (2004) fiaued1 matanislaiafindesnsouaquiausinisnnauny nsaauAumsAAaY
fhedum Tuaufensdansdeyaileativayunsdaeuiifiguaimuasnssnan wazaenndes
fuaAdeves wndl 983uiing (2558) fiwut nsdnmsAudasedietamnzauaynslitud
adsdudegiuTs A nmanduuLazinnun w1 dunulugaamnT e M INELA
wduds srudeaenndostunuideves Saadud 15udaisud (2564) finu svuuladafndiianunse
arasudounduliaziirunduszuy Hrefinanihdefiouazananudsslunsgyidedud
ognslsiiony dedriaiiny fo fuszneunmsunedweassuuyssdiunaidussuunaznisdans
FoyauvuFualnyl Fsorvdmariensinduladnagndluszezen

walulaBnsvuds wiiimaluladazgnuesindunalnddglunisifisdszansnmues
szudladaind lnstavnglugsfaiidesmunuaunmaudeogiaudune wu ovnmeauuds ud
namsAnenaSaiinui waluladmswudsifsninasgrelioddunsetnroUsyavsamnsuuds
Tungamamnues Tedunuiiasieuisorissewhamniamamguisunmailuléas Tnedaus
WUWIAN Resource-Based View 789 Barney (1991) uazuifnienfiu Technology Acceptance
Model @9 Davis (1989) aziauein waluladilunsnennsadgiianunsaasaanuldliey
mansuteiy uilumaufoaiuszneunisaulnydifmeluladlussduiiugiu wu GPS seuy
muaueunal wazweunaiatudeans lnediliamisauszendliinaluladludanagnsiile
MinUszansnmvieasannuuaneisliesnsdninu aenpdesiunuideves Kashyap et al. (2024)
fnuin msasulumaluladifissegrafenliannsomiulszansanld mnlifnsiaunrinee
yaayransAugiuly uazanAdaues Kedieui (2025) fiwuin malulafazdwmanoUszavsamle
frialoanunsnanduyundsnuuazieslstoyanasanszuiunisvudsegradussuu uasaniide
283 Lipwop and Achuora (2021) finuin nmsléineluladluszuuladafndleduaziiauseavdua
gean edinmsdansianegamnzaunaziinseusuynainsmugiuly desiaiing e nsun
nsysanmsmaluladidniunszuIunmsinanuass warmstinaluladiissiiouddyvianzmin
NINNINITIURUTINAENG

a

lassadaiugiusazaniniinden Tunumddglunisaduayunisuudidunaungl

Y

muAx TnslamzesduseneufuanmaLY SEUUATas ensn uazgunsairiunuaumgll G
Prwananuidsuazaudemessninnssuadduandes mansinuidululuiueadiay
WuIAREs Christopher (2016) fiosuneh lassadnsitugruiifianudamguanunsoaneiliuiueu
Tumsidiuau waziiumumlunsfiuguaiigndnléuannssuiumsladaind Geaenndesiv
uAdees Toiun Wwinafies waenquen usue (2566) nui Tassaaiiuguiutadonisuen

'
aAaa a '

nildnSnageanseuszdnsamnisdtesnduduusguutuds uenaniifiaenndesiuauifeves

4

Wil guun (2566) Iwudn MsysaMsteyalassasieiuguiumalulad lnganignisidif
gunsalmuANgniuaraEuIEANazaIn Tualaenswonisannudemewasiiudnenin

9 q

NSUYeTuYeIgINVUAIAIUANEUNON UALNUITBYBS Singh et al. (2017) wud1 AunTouves
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UNANEa

Uldnguszasdiie 1. Anwianuunndvesdadediuyanaveguilnangs

n15398
wweltuneninananssuiunsdnduladentduinisauiais nsfifinyn Dog’s Paw uag

2. Anwianuduiussenirsiruaiuazanufianelavesguslaanguaiueistuineiunseuiunis
sraulafenldusnisaigidy nsdlfny) Dog’s Paw nqudiege Ae FuslnAnguiaiueistuie
Tuwansanmumuasiiaglduimsstu Dog’s Paw agatias 1 ads $1uaw 400 au Tneluuuasuna
Wuedeadlelunsifiuniunndeya wasiianeideyaseatfiBenssauuazadfidoyunu Tiun
Independent t-test, One-way ANOVA Waz Pearson’s Correlation Coefficient Nan13338 Wuln
e wazsERuNsAnufuanestuiinasenisinduladentdusnig egnsdituddymneadaisedu
0.05 vauileng antunmm 913n :16ld Femen1ndaiude uardnuadifingliuinisiunnsing
fuliidsmatemsinauladenldusniseddituddumsannlussiuiiontu yonani auafuas
Anuianelavesduslaainnuduius@uiniunisdnduladonlduinisedrslifedAgymeata
fisgdu 0.001 agviouinfuilaaiivimuniuazanufisneladeuaniuunliudaduladenlduinig
ANEdY Dog’s Paw 1T

AdAey: viruad Auilanela AuElY Wuesdune weinssuguslan
Abstract

This study aimed to 1. examine the differences in personal factors of Generation Y
consumers that influence the decision-making process in choosing to use dog café services,
with a case study of Dog’s Paw, and 2. investigate the relationship between attitudes and
satisfaction of Generation Y consumers and their decision-making process in using dog café
services. The sample consisted of 400 Generation Y consumers residing in Bangkok who had
visited Dog’s Paw at least once. Data were collected through questionnaires and analyzed
using descriptive and inferential statistics, including the independent t-test, One-way ANOVA,
and Pearson’s Correlation Coefficient. The results revealed that gender and educational
level had a statistically significant effect on the decision-making process at the 0.05 level,
whereas age, marital status, occupation, income, media exposure channels, and frequency
of visits showed no significant differences. In addition, consumer attitudes and satisfaction
were positively correlated with the decision-making process at the 0.001 level of statistical
significance. These findings indicate that consumers with more positive attitudes and
satisfaction tend to have a higher likelihood of choosing to use dog café services at Dog’s

Paw.

Keywords: Attitude, Satisfaction, Dog Café, Generation Y, Consumer Behavior
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aenadostuuwlifi Pet Humanization fifuslnauesidnideaduduniwosnseunts oedls
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1. yiauafn19eutaueun ﬂ%ﬂ?j‘l}ﬂ : NSMANWN Dog’s Paw
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2. firuAin1inuensualnuidn
3. YiAUARNNATUNGFNTTH

=
AUNanala

1. anuianalasmuanugzain

2. anuitanelasutoya
3. AnufianelasnuamnImuInIg

santun153e

nM3¥unSailiuns39edaUsina (Quantitative Research) Tnglduuuaeunnuiunes
fiovdnlunsifiusivsindeyadaiaay FaanunsatandinseniBeadnle

UsEINIUazNguA29E19

Ussmnsililunisideaded lun fuslnanguiaiueisdune (Generation ) flendueglu
ATUNNUIIUAT %ﬂﬁa‘imauﬁgaéu 1,652,147 au @dnauuimsnisnzidou nsunsunases, 2567)
yueshogaralaglignsves Cochran (1977) fvunsziuaaidesiu 95% Faumansiadeu
59% wazdndausrring (P) Wiy 0.5 nansiualldsiuiungusionstusi 384.16 au iileany
soureulun1siivoya §3deTeimundiegrsdiuiu 400 au tngldisnsduuuuliendeainuin
211 (Non-Probability Sampling) lesanifunsnwiamenguiitinaaudfnsanuinguszasd
193115398 FadenliiBnmsAndeniuunmzianzas (Purposive Sampling) Inetfiudayaainguslag
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nauiueisTuNeIAnsEing w.a. 2523-2540 Fsordvaglunsavmuruasuaziagliuinnsaui
a1y Dog’s Paw aenstios 1 ASslutasl n.e. 2566-2568

w3asileildlunsisy

iwdesilefldlunisiiusiusindeya fie uuuasuniu (Questionnaire) Fefisuatnsduain
nsAnUIAR Ve warnuATeiiiendes Tnsudseonidu 3 dw il

duil 1 Foyateduaiuynnavesliuimsaiaiy Dog’s Paw léud e o1y sedy
nsAnw aanunn 09dn el deannenisiuideya uazdnnuadeilliving Wuuvaeua
WUUATIERUTIBNTT (Checklist)

gl 2 demauiaviruniuazaufiswslavesliuinig Tasviruaduvsesntiy
3 g lown dnudeya duenuidn wagiungingsy daanufianely Useneudie Auany
avaan snudeya warduAuAmMNIIUIMS Tesdulssanme 5 seaumuluuvesdfsm
(Likert Scale)

duil 3 FerannAeniu nszuaunsinduladenliuinig auaiiv Dog’s Paw AsouAgy
AunsAumdeya sun1sUszdiumaden wagaunisiiuinis Wuesdmussinue 5 sedu

v

AURUUVBITATNIR WA
Tneludndl 2 uar 3 vesuvuasunu Winuvinislezuuudus 1 = Wudedesiian
fla 5 = iudheuniige
wemndavhuuvaeunwauuuain gl weslemdniianeud idahlliansn
Tnegmsanand 3 Au LW@U%LMHWJ']&JL‘V]ENWNL?NL‘LJE]W] (Content Validity) laeffuanein Index
of Item-Objective Congruence (I0C) Wil Fodnuitiien 10C daus 0.50 Fuludednda
\issnsafleanedmiunsiiluld (Agah et al, 2023) man1sUszdiumudn A I0C ogflutag 0.67-
1.00 Jsogluinausia azviouiuuvasunwiinmaenadesiuingUstasdvesnsitouazanunsa
ihluliiAudeyaasdlsiogaindede
adandlumsiiensdoya
melaneitoyalunisidendadifadfdmesnuuazadfideoyunu fol
1. adfwsnwssaiun (Descriptive Statistics) I%Lﬁaa%maé’ﬂwmxﬁﬂﬂﬂuaaﬁmauLmuaaumu
Tngldaaud (Frequency) uagm13ouag (Percentage) 'JLﬂsumauamuﬂiﬂﬂmmamuau
Tddade (Mean) uazdruidosuusnasgiu (Standard Deviation) AlAs1zsisziuasAniiiu
auriauAR anuianela wasnisdnduladenliuinisaiaiy Dog’s Paw
2. adAeeaU (Inferential Statistics) linaaeuauwRgIun1s3Ide laud
2.1 Independent t-test \iiaiUFauiisuanadeseninaune
2.2 One-way ANOVA Lileisuiisuaiadesenineey sefunmsdne anmunm
217 Uarseldl LAMINNUAIULANANIIEVIAABUTI8ARETS Least Significant Difference (LSD)
2.3 Pearson’s Correlation Coefficient LiteAnsgianuduiusssninsviruaiuas
Anuaneladumsdnduladentduinig Insinaeinisudanamnuduiuseu Best (1977) fio
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48.75) uagidldusn1sn gy Dog’s Paw wnmin 5 ads (Fevay 49.25)

HaN1TAATIEsEAUTIALAR Aduiewala waznszurumsiadulavesdliuinisa
gtly Dog’s Paw

A19197 1
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578015 Y S.D. wlama
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AUNSIIUINIS 4.36 0.482 mﬂﬁqm

N5 1 i wud Jlusnnsauialia Dog’s Paw iviFuad Auileanala uag
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MNeNeR 2 198U wud iruednazaufisnelevestiuslannguaiueistunedany
dusidenntumsdnduladenlduimsaiaiiv Dog’s Paw egnsfitfoddamsafiiszdu 0.001
Tnedaduinwinuadlunnesauseneu taud aulaa) fuetsualauidn wazdungAnssy
fisgfumnuduiusuiunans (r = 0.755 - 0.806) vauziitafefuauiaelauisesduszneu
W FMUANAEAIN (r = 0.825) ULagAUANAINUING (r = 0.814) dsgaumnuduiusas wang
Tdiuin fuslnaiiiviaunfuazanuieneleludindenlgiviiuunliuiiesdnduladenld
WnMsuntueehadltuddynisann

126 :



SUTHIPARITHAT JOURNAL Vol. 40 No. 1 January - March 2026

aAUseNa

msAnwFed simuaiuazanufianelavesifuilannguiniusisiunesenisiadulaidonld
Uinsauilaiiv: n3difinwn Dog’s Paw IshhaguranisAnanidenleaiuiunfn noufuazaide
Agtes Lﬁ'aaﬁﬂﬁwai’mqﬂizaaﬁmﬁ%’aé’aﬁ

Faguszasdil 1 iadnwiaduuanstevesdadvdruyanavasduilnangy
RissTuNeiifinasenszurunsinduladenldusnmsaigiv nsdifneun Dog’s Paw

NNanTITe w1 Yaduadruunravesuilnanguiaiuesduine taua 01y @niunm
918w 39ld dowmnannlaivde wasauedifiiagliuinig Lidwaronisinaulaidentd
Uinsalaiiv Dog’s Paw egnailifudndnymisafifisedu 05 luvasil nawagsziunsinei

o w a

wRnAINudINasan1sanauladenltusnsegnalivdeddunisananseau .05

o

a '

nan1sAnwduandliiiiud inalidvinadeuuuunisiuiuaznszuiunisuszdiunis

[

andulavesuslan Tnsmandeinlvanuddyiudssaunisalideensual vsseniavesiuy
mnshinuesgti wazanusanseusaevr Ui nsnanweeidnaiadaadesunmuam
ANALAN WazATIIAEAINAUIE SednadpariuuIAnves Kotler and Armstrong (2018) fleBuny
11 wadufulsmedsineniitinastensyuumsindulafeduduarusns dewmnaruuansng
msoraual ussgela uazafoudilimdoutuluuiazine fiiaenndastunuidoves nsim
ATEMTIINT (2560) fidnwiiladefiinadenindenlivinsuniunluwsnsanmmuniuay
Ysuama wuln wendsduunlidenldusnsunnnitnayiy LﬁaamﬂﬁLLiagﬂ%ﬁmmmgﬂﬁu
nvorsualiudaideanni

dmuszdunsfine wan13de wui guilandiifinns@nwisefuuiyaaiiuuli
uladenlduinisaatvgeningisinsAnumsedugenindSyyiln dsenaesurglein ngu

el

And
fisinsfnungsnidindinasinisfiansanidudou Tianuddyfunauniwiaznane uwmuan
nslduInisuanndt TusariinguuIyaeslinuddyfulssaunisainieensualuazain
flanelaszninansldusniadundn nadindnaenndesiuwuifnves dnens auels (2550)
fiosuiedn nsvvunsdndulavessiuilanduiusfuszdunsiuiuarnsussanadeyavousiaz
yAna TIAILYes g1uana sade (2564) inud sziumsAnwdinasionnuaemisludusza
namsraeuinsvesiuaigiy esnduilaaifissiunsfnwsnafuiisuuuunisysaidy
anAuaznsindulafuandaiy

oghdlsfinu nan1sidetunnineinaues o3en yyUsuialy wavany (2564) fidnwn
Tadpaiutszaunanisnainvesiuaiiuualungavmumuns wudl seaunstnyliiinanenis
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UNANEa

a o

n9eil JnquszasdiioAnvinuainu3nisdidnvnseind uazAanssunisnainsitu
dofsnuooulatiidmadonudilaliuinisgsiansundiatuninsharuazeavesgndily
Usawelye Sadunsidodauinalssliuuuasumalugiuuueeulat Usssnsililunisinuads
il Ao segnemilnesmenasndeifiony 18 AUl A¥nuasiienualafiagliuinisueundiady
Usmavhanuazowtulssmealve lnefimuawuadiesg1991uIn 400 AU kazYIIN1SAREONAI0E1S
wumaetunou saddinsiiengianuanoosdadungu ielilunisvagevauufignu wans
e WU AanINUINIIBaNTIeIndlusuNSRUANAINABINTT AUATINEANINTAVBITTUU UaE
AUN1TTNYIANNTUAILYARE ﬁam%wamamqm'amméﬁgﬂﬂﬁﬁﬂﬂﬁﬁﬁﬁaLLaﬂwﬁm%’uﬁmﬁﬁﬂmm
aveavosgnélulsunalyy waraunsaesuiemuiuulsiiidvinasonnuidlaliuinisgsia
weUnAladuuInThewazemesgnélulssnalveldenay 43.4 (R = 0.434) SnitsAansau
msmanarudedsauesulatlusunmduiis srunsldneu fuanuviuasis uazsunsusuls
wingziugnén fdvEnansmssernudlalivimassineundiaduuinisheuazernesgndn
TudszmAlne warannsoosuisemuiulsidsvinarearudaliuinsssiueundinduuins
hanuazeinvesgnalulsswalnelasosas 60.3 (R* = 0.603)

Addny: AnnmuIn1sBiannsednd Aanssuniseatanudedinueeulatl anwadalduinns
weundinduuinisvianuayenn gnAnnilne

Abstract

The objective of this study was to examine the influence of electronic service quality
and social media marketing activities on customers’ purchase intention to use cleaning service
applications in Thailand. This research employed a quantitative approach using an online
questionnaire. The target population consisted of Thai men and women aged 18 years and
above who were aware of and interested in using cleaning service applications. A sample
of 400 respondents was selected through a multistage sampling technique and multiple
linear regression analysis was employed to test the hypotheses. The findings revealed that
electronic service quality, particularly in terms of fulfilment, system availability, and privacy,
had a direct influence on customers’ purchase intention to use cleaning service applications
in Thailand, explaining 43.4% of the variance in purchase intention (R2 = 0.434). Moreover,
social media marketing activities in the dimensions of entertainment, interaction, trendiness,
and customization were found to have a direct influence on customers’ purchase intention
to use cleaning service applications in Thailand, accounting for 60.3% of the variance (R? =
0.603).

Keywords: Electronic Service Quality, Social Media Marketing Activities, Purchase Intention,

Cleaning Service Applications, Thai Customers
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unin

TugaddviaiingAnssuiuslamdsulugammaznin 530131 uazUasnsie gshaueundiadu
Fuuin1svhauazenn (Cleaning Service Applications) léiulnegsraifiodtnsamzlunann
fegordonazthuFoulan daduddnindndunadula 1éud nsvenefvesniiBeuiise
I#aoanns ammvuutureadies wazarmmseniinduguoundofifisdundsaoumsnllaln 19
lngaanauaundiadurinauazeatuiiyasiuseanm 1.2 Wuduwvloyanssiul a.a. 2024 uay
maiazivlade 3.5 fuduvdoyanignielud aa. 2033 mednsnsiavlaedeiel (CAGR)
1 12.5% Feazvioufeonsvenediegisinnzlanvesgiauaundinduuinisiiauagen
Tusgeuana (House cleaning App market size, SWOT, growth, & trends & forecast 2033, 2025)
Turasifetu aanngenduiiiferdastuuinisauazein (Cleaning Service Software) Al
wnliudulngs Jsmadnyadnainaifinain 1.79 WudruSegansy 1D e 2024 Hu 292
WuduwTogansy Tl e 2029 Andudnsinisivlaedsded (CAGR) Uszana 10.2% @
wamsloistud Tutgtuduslnauazdlviuins@alsimnuddgyfune undindu/sendusiivies e
AnuazaInlunadideinig anuazainlunisees waznmsinnisaunmuinisegiadussuy
sduansbiiiui nalulagfidvauazunanresueeulatldduniunuimddgysegsiauinis
yanuazenailan (The Business Research Company, 2025) dwsuusewelng gaamnssu
Uimsvhanuazeniinsiiulnegisdeideaduiu Tnslawzluwailosiiussmnserdveg
MUNUUULAZIINTIASISU AIUTI89UVBS Sagar (2024) S¥U1 AA1AUINITINANEERIA
Tulssmealneaziulnogasiunslugied a.a 2024-2031 Jadeddnpnamnauiudisuguouns
msneadlasmsfiogendoifintu naidsuwaseslaialadlufeudiosifruinaridosas
nmsvhauuasnslifinfisau sudeelivesuilanfigeiu el nisfannvesumanmosy
vauazainliudaelilivimadndninehauarealdarmnturiueundinduisl
Wenvainvane (Sagar, 2024) aenadediuteyavesdtinnudaaiuasugianiva (DEPA) fiwun
yarmaetaueUndinduharuaroriulilneinafvinedetotiedeesi 15% lutisiusd
WA, 2563-2565 WarAninazdulaluis 1,800 druum Tl w.a. 2568 uardanudn gl
weUndindurinarmarerathuiintussadeiiios Tnelud we. 2565 Swaugldamegd 2.5
1uau uazarniasdintwdu 3.5 Swau Tl ne 2568 Sntuiu Fwandiiiuin gshe
wouwdiadurhanuazomtnlulnefiuunlindvlnedsioides uazlinnsuvsdugs (dosuay
FenusiiurenainNareIn uazlen1alsvesgsna, 2566)

mﬂm'ﬁ@iﬂmLLasmm‘dﬁmaqﬁjﬁﬁ]LL@UW%Lﬂ“ﬁ’uv‘hﬂamaxmmﬁqﬁuaEhwial,ﬁm nagns
msnandadundlsluimaeiddydmiuisznounslunngifinsudstugs uazfuszneuns
Fndudensznindsssiiuddglanagnslasanizluiuvesnuaimuinimiadidnnsedng
LﬁmmﬂﬁwﬁﬁﬁLﬂuﬂaqmémwmwmmﬁéﬁmﬁm%’uQ’U'33ﬂaumsﬁﬁ]ﬂ%ﬁamia%ﬁqmmmeﬁha
Tifuusnisvewulyiwiienitauas (Sharma &Bahl, 2019) wardadusudsfiddasenisliuins
FefiauRedostuseiununmvsmansusiuaruinisfidweulvitugné fafu g3fauinig
Fedndusiestinisianistunmunmuinsfiavdmaroruiiaelanazdsuarionnuiclatevosgndi
(Kim, 2021) B Anssumsmanmsiudedeeseeulatfitudnnisaduddydmiugshanussian
Tumsiirfengugnétdmne Weiunsiidusmuaznsiuilunsdui sufnsziuonuie
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uaznsas1slontavnagsiia UJamil et al, 2022; Yang et al., 2020) FansounauiansooniuuLaz
weundidomuninietededsauoouladlunisiivsussgTngusrasddunisdaaiuuasnisading
n31AUEN (Seo & Park, 2018) Bnit dulussduszneuiisnuresnagnsmananaiaa Seels
ganaausarndengumingluanireliiduegned nszdunisiidiusiu saudanszdulninmiy
Filatedudmuazusnsvesmanngldeeadiui (Manzoor et al., 2020)
nsysansTRuamUInsBidnvsedinduasfinnssunseatarudedauoolaiied
anuddyesaddlumandndulfiAnanuddlalivinisvesgnén lesananuddlaliuimstiedu
fdaginssuiiasioulenalunisliusnmssidueuian dulnadensiulauasaudBuves
gsRalunaadiiimsutetuga (Chan et al, 2020) shewmpassnandnasy §idedsaulaflasdinu
AuAMUINIBEnTsetind uarfanssunmseaiakudedeaueoulatl fdswasderuddlaliuins

q
a

ssnaueUndeduuInmshauaretnvesgnAttulssmelneg diethunlfiduwwmiadunisiamn

q
a

538 visetluuszendldlunismaununagnsmenisnainlaegramungausaly
ANIUNTIY

AuNMUSNsBaNNIelind uazinssunseaarudedrussulatiidninaseruidls
Tusnisgsnakeundiatuuinisviauarenvesgnatulseinelng egidls

TngUszaeAn1sIdy

L. Lﬁaﬁﬂmﬁw%wamaq@mmwﬁmiﬁLﬁﬂmaﬁﬂéﬁﬁsiamm@iy’ﬂﬂ%ﬁﬂﬁqiﬁﬁ]LLaﬂwﬁLﬂ%’u
UsmsvhanuareavesgnAtulsemelng

2. \iefnudvswaresianssumsmaakudedsaueoulatiifidenudilaliusnisgsia
woUndnduusmavinAuarenvegnATulsewmalne

wudRauazasAINTsUTiAEataa

1. Ausdlaliu3ms (Purchase Intention) manefis sEAUYRIn ISR N
fuilnniionisinaulatoduduaruinis Ssazfieutvnrunanduiifusloaasnaununie
fuliuflassihnistoauduasuinisluaunan (Wu et al, 2011) siFananldBndeniein u
wwilthwdorudululfvegnénfssdumstoauiuaruinistidusunan laongfingsuding
ffnanmssuiieselonidldsu mmnddndin uazUssaunsaliiferdosiundniasivie
U313t 9 (Anas et al, 2023) @oardesiu Schiffman and Wisenblit (2019) fiszyin ausila
lunmsPadusidfesduamumesunasanuuimesuiloalumsuanmnfinssumsdeaudn
Tnsanunsodansldiinnisuansesnierala anuidls uazmsnwsulunstodudegataa
namilagazy arwidlaluniste Ao aaumsaififuslaeduunliiedsdnouiinndentondn i
Usenmlauseinvmils feasvieuismnusiulanazanumdeslunisenaulage (Shah et al, 2012)
Fodu windniisedauddyedreddudunisnatn esnanunseliusd Tauavannise]
nginssufusing Feaeliiinnismainannsmusunagndiiionssdunisindulatevesguilan
FognaiuszanSam (Anas et al, 2023) 119t TuuSunmsesyla Q’U?Iﬂﬂﬁﬁmmﬁawahmmﬁ
fiufduiusiBsuanduuusudvieduan snasiuultufiesinaulatoaudwiousnisonuusudvie
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fndnsretu Faansifiuinsraunsaiiuaseuduiusiaddusswiuusudtuduslani
ﬂiawnaaauiaﬁamﬁmiamasiammé?a‘laﬂumi%alé’aﬂﬂaﬁﬁaéﬁm (Dabbous & Barakat, 2020)
2. ArunmuIMsBidnnsedind (Electronic Service Quality) mnefis nslusnsiidniu
nmskudedidnnseiind lasiawzegebeiniaiotisdumesiidn Tnsaseunquisginsaudng q
iasndunsdereduiuasuinig mathawidu uasmsdwevaud Sefailussduiidulasivie
Sudosulatannsaliuinmsineuaussionudesnisuesgnilsognaiiussansain (Zeithamt
et al, 2002) ‘Luu%uw%aaqmammimmiﬁmsﬁasﬂuamwmmé’aumqaaﬂaﬁ Faduwauian
Wannsvedumesidailéiutounuaisnisvhnu nsdeans uasnginssaluiiauszsifures
fou Tuvairfigshauuudafudldiundidunuhussuuosulatduntu fudu Sderwsndu
TumsnsaaeunsUsziliuganmnsuinisiliiaenadosuazvsnzaniuuiunmaseulatiifend
AuAMNUINITBLaNTelind (Mamakou et al., 2024) wail wwIRAAMAINUINSBIaNNIeling
§gnimuavdoimuniulng Parasuraman et al. (2005) dsldtinenuafngunnuinig
(SERVQUAL) snusuusaiitelvidnduuiunmsgsiedidnnsetind uazlufigaildwauiaiodlofild
TunsUszifiuganmuimsdidnnsednd (Elrctronic Service Quality: E-S-QUAL) fisznaulusig
4 parUsenav laun UsednSnw (Efficiency) Msiiuduainu@desnis (Fulilment) Auanunsaves
¥UU (System Availability) LLaxms%’ﬂmmmé’udauuﬂﬂa (Privacy) F191NN15Anw1ve Goutamn

a cal

et al. (2022) wui AanNUINsBENYNseindldnEnammswienudtlatiovesgnédn lnsasvieu

Tifiuin dgshefiszuuuinmsdidnnsedindifigunmgunnuiile Adsaunsadassulmann
Filadelvitugnénldnntuniiiu aeandestunsinues Kim (2021) fiseydn aaunwuinisma
oouladlusuusitddnlumsliuinisgni Inefinnuiedesiussfunuamueswdndusiuay
Uimsfidseulvifugnén fedu gsfauinmsisududiosinsdamstunaunimuinisfiasdmare
anufianelauazdsuasieauiilatovesgnén

3. Aanssumsmatnrnudedsaveaulal] (Social Media Marketing Activities: SMMAS)
vinefis nszvrumsliunanlesudednuooulatiileduaiuuazinsnannlviiunanfasivie
U3 InefeduedeslofimsmdsdmivgsianuszianlunsinfangugnAndmune lewis
nsidmsmkarnsiuilunsdud naudansedugenvisiarnisainglenianiegsna Jamil et al,,
2022; Yang et al., 2020) FapsaunquANTIEONLUULAZIHEUNI D ULIASoT e Aodeaupaula]
Tunsflazussg inguszasddunisanaiuuagnsadansaudn Snva Selfiioasnamssud hiuns
Usngiuarn1sandinsidui afeanuduiusiugnan sufdudunindusiuazuins (Seo
& Park, 2018) dwisunisiaesddsznauresianssumsnaniufodiaueslatiu Kim and Ko
(2012) uaz Seo and Park (2018) lélleuesduszneuvasfianssunmsnaarudedanseonilai
fiuszneuluse d asduszneu led Autudis (Entertainment) msldnay (interaction) Aasiy
asley (Trendiness) waymsUsulimneAugndn (Customization) #391nMsAnwIves Moslehpour
et al. (2022) wud1 Anssunsmansnudediaueeulatl T8vinananseeeditddnysoninu
ddlalunsde Feaguldn dessiadimsuimsianisianssumanaaiiudodinueeuladlfeds
fivszAvsam arwdlalunistovesuslananiiniu lnsdedsnusaulatiduedostioniduusi
warlfnudelumsmeunsteyaiiorfundnfusiviowsudvesgsia Famndinmsduidunisodis
wnza dedsruosuladaranunsnainssslovinasmuazmnlyifussdnsifegiann aonndesi
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- P a |

A3ANEIUBY Manzoor et al. (2020) NsgyN ﬂ’i]ﬂiillﬂ’IifﬂEﬂ(ﬂN'l‘uaa?aﬁﬂlIE]E]uvLa‘lefIUENﬁﬂigﬂE]U

3
t% a

fdnduresnagnsnismainddvia Feeligshaaunsadniangudmngluisnineldiduegned
nszRunsiidnn suwdnssiuliinanuidadeduiuazuinisvematadivungliogiunud

o

INNITNUNIUITTUNTTUAINANTNAY FVIMNTIMTUAENIRZIU kEENTBULUIANYEINWITYT

e

fafiswanden foil

auigud 1 (H1): guamuinsdidnmselindddvinamnswiomudaliuinisssia
weunAladuuInsvhanuazenvesgnATtuUsTnelng

auufgiudl 2 (H2): Aenssunisnaneriudedsausoulatfidvinammssionundlald
Uinsgsiakeundinduuinisyhanuazennvesgnantulsemelng

i 1

ATOULLIANTIUTY

AuATWUIMsBLanmseiing
(EE-Service Quality Quality)
1. Efficiency
2. Fulfitlment
3. System Availability

4. Privacy N
911 : Kim (2021), Mamakou et al. anusdlalduinisgsio

(2024) and Parasuraman et al. (2005) LEUNAATLUIMIMA AN
vosgnAlulsenalny

(Purchase Intention Intention)
Aanssumsaanariudedsnusaulal i : Anas et al. (2023)
(SMMASSMMAS) and Dabbous and Barakat (2020)

1. Entertainment

N\ /s

2. Interaction

3. Trendiness

4. Customization

fian : Anas et al. (2023), Kim and Ko
(2012) and Seo and Park (2018)

25A U159

nsAnw3deasetiiuns3deBesuns (Quantitative Research) Usznsilddne
TusnAdedl Ao fegrenlveamneussndsiifeny 18 B1uly A¥inuasiimualafiagldiuing
weUNAPTUUSNSYAareeluUstndlne Wy BeNeat, Seekster uay bTaskee @alinsiu
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Iuudszynsiiwiueu 3avhnsguiiesndlagldiBees Cochran (1977) fiszRuanuioiu 95%
Aaseluil

n=2 n= 196 <% n - 384.16 (385)

4e’ 4(0.05%)

Mnnmssnaldunniiedns 385 au wliteruazanlunisUssiduna wazdeaiy
nshanannvastoya fitedeinunyadiseaiududn 15 au dafu Ssdvuradograienun
400 AU LLaw‘hmiEjuﬁ’JaﬂNLLU‘meEJ%umau (Multi Stage Sampling) il 1. uwlsssns
soniflungudesiifunin Cluster mudwinnuadfuisnanldussuuseanslull we. 2567
sanlu 4 e ldun aanans mawmile meeziusendeanie uaznield 2. lnsguiiedn
LLUU%’uqﬁ (Stratified Random Sampling) lngviN1sgulaandaninm1e o YodusaznIn uag
THinausinisdisnininansinusssnsd wa. 2567 ludmindu q sndunust wansduld
$1u7u 4 Fondn Tdun ngavmasnuns dedval uassein uavuasAisssuse dedmriamenils
fivszanadudwnunnveduusaznie gﬂﬁdﬁﬂﬁﬂizmﬂﬁﬂa@jﬁgﬂ 4 mevesUsemelng (FIuIy
UseyIngaInmsnzend w1g v uagtu Swumtusienin uasdwin w.e. 2564-2567, 2568)
Mndufideazdidunaiudeyatusesnanndmiatreiu Tusswiadoumweudsnsngies
wa. 2568 1Wusaulsifiingy 400 feehs Ingliuuvasunalusuuuuesulavsiiuszuy Google
Form @dldszymanudansosineunuuaeunuliosnsdaau tiun 1. viududiidongdaus 18 9
gl Tdvdeld 2. Wuidngshakeundiaduuimsviauazeinlulssinalng Wy BeNeat,
Seekster, bTaskee lividoli uay 3. vufimuaulafiesliuinisueundiaduuimshnuazein
Tudszmelne lyvely

il 1nFestiofld fo uuvaeumueoulal $1uau 4 daw ldun dwdl 1 Fegaluves
Hrounuvasuny duil 2 doyaiReriugunwuinisBianmsetind (Kaur et al,, 2020; Mamakou
et al., 2024; Parasuraman et al., 2005) ’ﬁl’mﬁ' 3 %’agaLﬁmﬁ’uﬁﬁlﬂﬁuﬂ’ﬁma'mchu?iaé’l’muaaulaﬁ
(Kim & Ko, 2012; Seo & Park, 2018) uazdudi 4 %a;ﬂaLﬁmﬁumamé’?@h‘l‘ﬁu’%ﬂm,l,aﬂwaLﬂ‘i?‘u
¥hAuazen (Anas et al., 2023; Dabbous & Barakat, 2020) Ingdafansiluaiud 2-4 Tuns
SUUUAATY 5 ey R 1 vaneds desftan 89 5 wnefls wnfian (Hair et al, 2010) dadl
nstmumnaridniunmswanariadeflilunisasuna Aeulsanunsomafidevesazuu
18y (Nyutu et al, 2021) TnefiRsnnsA sl

BUATAATU

AZLUUEGIER - AZLUUAER

FUIUTUVDIAZLLUY
= 5-1 = 0.80
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feu inaurinzuunlunisulanariadeidudedeluil 4.21-5.00 sndtas/Munn 3.41-4.20
Wn/f 2.61-3.0 Yrunans 1.81-2.60 tfon uar 1.00-1.80 towfian Snvis wuuasunlésy
nsnsradeuaIfisnsadaiion (00) Tnediderminsiuiu 3 au lédegsewing 0.67-1.00
Feganinnasi 050 uanshuuuasunufiarwesadation (ssdl unwng, 2551) Mndulii
Tunaaedly (Pre-test) Aungustegnasiuau 30 au tiessaseunIIdediy (Reliability) Fae
AnduUsAnsuearvasaseuIn (Cronbach’s Alpha) (ffaen Miladlayw, 2551) nan1svadeu
Igeindy 0.960 annndunmsi 0.70 wanad wuuaeuaufimmnidedelussdufun uay
ansnsauluifudeyanseld (Hair et al, 2010) msamesiteyavesnuideildadfdanssamn Tdun
Ml Frfesar Anads wavAmdudonuunnsgiu dvivaiAideouun lin meinsie
wenduussansanduiusveailiesdu (Pearson’s Corelation Coefficient) sewinadauus lng
AANFuRuSUazAuUTlAISAY 0.80 TInfivIAT1evieA Tolerance wave VIF vasdulsdasy
Taeen Tolerance #asiiAannndt 0.10 uagen VIF Fosdandiliiiu 10 wiefinnsandsanindym
fonafntuannmMstunUs syl (Multicollinearity) (fiaen fvdUnyyn, 2551; avs
Ineassel, 2561) warn1siAsigrauanneBadunvan (Multiple Linear Regression Analysis)
wigltlunmeaouasnignu vieiiomdvinavestafunuamuinsdidnnsednd uazanseu
namaaEudedsauoaulall fidmaderuddlaliuinsgsiaueundiaduinsvhenuazenn
vosgnAmlulsenelny

WNAN153e

v o

Foyailuvesnguiiegediuau 400 Ay wud naudtegsdulngdumends S
211 Au Anluferay 52.8 fongsewing 26-41 U §1uau 202 au Andudesaz 50.5 @anuam
lan 91w 205 Au Aaduesay 51.2 feldeglusedu 35,001-45,000 uw F1uu 130 AU
Anduderaz 32.5 nsfinwegluszAuUigaes $1uau 190 Au Andufesay 47.5 wavilon@n
Juminauuisn/gndng $1uau 152 au Anduiesay 38.0
giummAniuenammUINBdnnseindlunmsimeglussiuiniian (= 4.21,
S.D. = 0.525) LazlSeedausIeniu wud1 auUseansain (Efficiency) Sanudaiulusyau
wnfign (7 = 4.45, S.D. = 0.506) 5098331 Ao FMUMTINIANIEUGILYAR (Privacy) T
Aniuluszauann ()= 4.19, S.D. = 0.636) ATUAINEANNTAVBITTUU (System Availability) a1
Aaviuluseduann (Y = 4.17, S.D. = 0.670) LazAUNSHLGNAINFDINTS (Fulfilment) Ay
Anulusauann () = 4.02, S.D. = 0.628) MW
sefuANIAMiuifidoRanssumsnankiudedsanesulatlunmsiueglusefuinn
(%= 3.97, S.D. = 0.650) WagiSesdRuTIBAIU WU MUNSIERBY (Interaction) HauAnALiy
lusgdusnn (Y = 4.08, S.D. = 0.701) sesasnde aun1suuliminegiugnan (Customization)
anuansiuluseduunn (Y = 4.05, S.D. = 0.643) AuaNuTAe (Entertainment) SAnuAnLiu
Tusgauann () = 4.01, S.D. = 0.734) wagamuauviuee (Trendiness) danuanmiuluszduann
(X =3.75,5D. = 0.828) muddiu
33(;ﬁJﬂ’J’lllﬁﬂLﬁuﬁlﬁﬁiaﬂ”J’luﬁzﬂﬁlsf,{m%miﬁﬁﬁﬁ]LL’PJU‘INELﬂ“ﬁuu%miﬁ’]ﬂ’l'mﬂza’m Tunm
swegluszivun (X = 4.07, SD. = 0.608) dloesdusesiu nauseglinuAmLAu
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fuwlifuflsidentedududeuinisinueundiaduuinisanuazeinduinniigsiasy
Vewazoaialy Sawdadiulussduann (X = 4.15, SD. = 0.745) setaw Ao fiAudle
fzdeaudviousnisanueundiaduuinisianuazonilusuiansulng fanuAnudiuly
syeuLn (X = 4.14,S.D. = 0.736) warilmnundalafiaaneiuanniudmsunsteaudmiousnis
NN UNAIATUUSNMSYANLaYeaE danuAndiulusesuinn (A =3.91,SD. = 0.641) MuUARY

NANSVIAEDUANLAZIY
M15199 1
AIGUSE AN ANTUNUS VDU STUTE I NA IUUT

ads Aduuszansandunusvaiiesdu
F1 F2 F3 F4 F5 Fé6 F7 F8 | F9
Efficiency (F1) 1
Fulfitlment (F2) 61171
System Availability (F3) |.568** | .743** | 1
Privacy (F4) B562¥% | .648** | 740%* | 1
Entertainment (F5) L404%% | 543%* | 562%* | 524** | 1
Interaction (F6) A51%% | 539%* | 561** | 581%* | . 769** 1
Trendiness (F7) 310%% | .480™F |.465%F |.482%* | . T0T7** | .769** 1
Customization (F8) BT1%* | 513%% | 521%% | 538%* | .687** | .787** |.686™*| 1
Purchase Intention (F9) |.472%* | 549** | 597** | 608** | .681** | .745%* | 658** | .678** | 1

** JEANdUNUSNTTAU 0.01

mATeildneseimendulsransanduiusresiiosdusswingus efinnsan
Saanndymiteraintuainnisiuudssuiumnniiuly Tneanuduiususasfaudslians
fAfiu 0.80 (fag1 NUYdUn, 2551) NaMTAATIZINUD MmuUsnadauduiusiugaun
ogafidoddyneaiffiszdiu 0.01 lnedarduussansanduiusegsening 0.310-0.787 49
198131 0.80 wanedn iAadgymnisiuldsswdusnnnuly Jaihlunegeunisitesizinisannee
Gadunmgusiely (faen nivddyn, 2551) famsredl 1

UBNANG Han1TATEViA Tolerance waz VIF ndudsdasyresesdiusznousauds
A UINSBLEnnsetind nudn 1 Tolerance ogfszwing 0.330-0.574 Fsunnnd1 0.10 way
A1 VIF agsening 1.742-3.031 Faflanliiin 10 Snvie edUsvneUfuUsAINTTUNTIAAIARY
dodanuesulat] wuin A Tolerance ag5¥WIne 0.244-0.366 as1nnd 0.10 uaze VIF oejszning
2.729-4.104 ailaiiAu 10 wanein liiAedgmsfunyssmiusnniiuly (gvs Ingrssel, 2561)
Fam151971 3 uae 5 auddu
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AuNRFIUN 1 (H1): A nuin1sBiannsetindlidninannsweanuadlaliuinisgsia
woundinduusmaianuazeavesgnAtulsemalie

A13197 2
HANITIATIZVNITONNBETUTUNY A IYBIAAIN YN I5 8NV SOTnaIdaNEWaN 199 59983715910
lgusnsssnaueUnamTuUnITvimINayeInvesgnmlusymelne

Std. Change Statistics

Adjusted | Error of R F Sig. F
R R Square |R Square| the Square | Change | dfl df2 Change
Estimate | Change

.659 434 .428 .46007 434 75.688 4 395 .000***

a a '

N9 2 198U o punnuSsBldnvsedindlidvswanwnswienudaliuinng
ganaueUnAltuUIMTInAINazonesgnA lulsEmAlny NszautivdAgniseda 0.001 Tae

9 Y

fenanduiusnvam R = 659, R® = .434, Adjusted R® = .428 FsaunsneSurganuiulysidl

dvznaronuadlaliuinisssianeundintuuinisianuazeavegndlulsenalne Jouay
43.4 (R* = 0.434)

A15799 3
HANTINATOUAUNAFINT 1

AATUINS| Anunslaliuinsgsiansuniindutinisihauazaavasgndrlulsamdlne
diannsaiind Beta S.E. t Sig Tolerance VIF
Constant - 209 4.731% .000 - -
Efficiency .096 .060 1.915 .056 574 1.742
Fulfilment 128 .059 2.101* .036 .388 2.580
System 220 .060 3.334%* .001 330 3.031
Availability

Privacy .308 .056 5.237*** .000 414 2.418

'
° =

*x %% e (5ySnang9luud1AYNsEAU 0.05, 0.01, 0.001 MIUAIRU

1NN 3 $19du wamsmaseuaNRgIU 1 TasmsienzvinrmannesBadunuy
wanulaeTs Enter wu AunmuinisBidnnsedindidvinamansaernuddlaliuinisgsi
waUndlatuuInsiauazeIavesgnAtulsemelng egraildudAynieada loun dunis
WLANAUABINNT (Fulfilment) (Sig = 0.036) AUANNEINNTAVBISEUU (System Availability)
(Sig = 0.001) wagsuMIsnwIANUSUdINYAAS (Privacy) (Sig = 0.000) lagassaunIsnensal
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Iadsil anusdlalduinisssfaneundnduuinisianuazein = 0.128 (Fulfilment) + 0.220

(System Availability) + 0.308 (Privacy)

a = a oA o saa a i ]
auuﬂgﬂuw 2 (H2): ﬂ"\]ﬂﬁillﬂ'ﬁ@]fﬂ@Nqua@aﬂﬂllaEJ'Lﬂ:'ﬁUN@WﬁwawqﬂmﬁﬂﬁaﬂﬂqﬁJmﬁiﬂ

Vol. 40 No. 1 January - March 2026

TusnisgsnakeUndiatuuinisvihauarenvesgnatulsemelng

M1519% 4

HANITIATIZINITORNDETIUTUNYAIYBININTTUN IR MAINT T IANDDUl AU S WAN 199 798D

pnunslalduinisgsnaueymaintuuinisiauazeInvesgnAlulszmele

Std. Change Statistics
Adjusted | Error of R F Sig.
R R Square |R Square| the | Square |Change | df1l df2 F
Estimate | Change Change
76 .603 .599 .38548 .603 149.718 4 395 .000***

NPT 4 ey nudn Aenssumsnanarudedsnussulaviiinsnamansasien
dilaliuimegsiaueundinduuinmeharuazernuesgnilulsumalve fisydudeddymeeda
0.001 nefiramdiniudnuga R = 776, R? = 603, Adjusted R? = 599 Fsanunsaedunsrmnuiuns
ﬁﬁ?m%wam'ammé‘?ﬂﬂ%ﬁmsqiﬁaLLaﬂWELﬂ%’uu%msﬁ']mmaxmmaagﬂé’ﬂuﬂﬁxmﬂlm Jovay

60.3 (R” = 0.603)

M1519% 5

HANTTNATOUAUNAFINT 2

Ranssumsnann | arwclalduimegsiausuninduuinisianuszainuesgnéilulsmalng
Wudedenneaulat|  Beta S.E. t Sig Tolerance | VIF
Constant - 128 8.811%* .000 - -
Entertainment 197 .043 3.753%%* .000 .366 2.729
Interaction .368 .056 5.730*** .000 .244 4.104
Trendiness 118 .039 2.251% .025 .366 2.730
Customization 172 .050 3.224%% .001 .355 2.818

a o

*x ek e 5y Snaeg9ltud1ANsEaAU 0.05, 0.01, 0.001 AIUERY

PMNA15197 5 Fedu wanIaaeuaNLAgIud 2 Tasnsinsgiaunanesidudy
wuunveailags Enter mud1 Anssumanaminudedinueeulaviidvinanenseioninudiila
ldusnisgsfaneundinduuinisiaiuageinvesgnatulssmalng egradideddgyvieada
Taun duauduis (Entertainment) (Sig = 0.000) funsARBU (Interaction) (Sig = 0.000)
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suanuviualie (Trendiness) (Sig = 0.025) uagsmunisusulimangiugndn (Customization)
(Sig = 0.001) Imgadrsaunisnensailanell aunslalduinisgsfaueundinduusnig
MAnNazeIn = 0.197 (Entertainment) + 0.368 (Interaction) + 0.118 (Trendiness) + 0.172

(Customization)

dsduazeniusena

MNMIVedeUALLAFIUT 1 iloneufniunsidy uaringuszasdnmsideded 1 wui
AunmUInIsBLEnnsedndiidnsnaninsadeninuddlalduinisgsianeundinduninng
anuavenvesgndiulsznelve sgnsdiddiymeada esuneldan aanmusnsBildnnsetlind
fidvswariennusdlaliuinisesnsdivddy Insianslugefifuslnalifosiasunauasdoans
mwazanuazsInlumsiiiieuinng asieulsiiiui fuslanGunssnindsanuimiima
waluladfiamisadfsuinsdidnnseindifinunmldyniinnnat Fadedndudaaiunis
dnanladelfosnaiiuszananm v fegsfauaundladuuinmhauaseniiuinisdidnmsedng
fiflnunmnnidla fdsannsodnaiunnuidalivinsidnntusiiiu aeandestumsinuves
Kim (2021) fiszyi1 auamuinsmsesulatifuiuusiiddylunisliuinisgndn Taedianna
Aentestuseiunmunwuemandasinasuinmsiidueulitugnén dafu gsfauinmsdesudusiosd
msfanstugunimuimsivvdmaronnufiovelanardmanonnuiiladevosgndn vt aunsn
ofuTeralsSosdduamd Ay e f Ul siiisninammswonnuddalivinisgsia
woUndntuusmavinAuazenvesgnATulsewmalne dail

1. nsfnwanududmyana (Privacy) Hanm1sITenudn n1ssnwianududILyanal
SvswanimswieauislaliuImagsitueUnAAtuuinishauazonvesgndlussmalne
Sadusulsiddnenamnniign (B = 0.308) wandliifiuin ueundaduuimsheuazeinaasdl
wasnistunisundesteyadiuyaravesgndi psinsussmeuleuienssnuanuiudiuiives
anfeunsevUlRnuasesteyadiuyana (PDPA) ag1etniau asiinisvesugnvsevenIy
fugenlunsifivteyanslinuvesgndn suudsmstimsudaligldanunsvedalusslafonius
msdmfivtoyadimyana fedavaritadudsdyuarsidunniiasdealifuilnafnaiude
funarlindasuilugauddaliuvinsluiian aenndesiu Dhingra et al. (2020) fissydn A
\Wudusvesteyagnd (Privacy) fednfudsddunnlutiunvesnsnanfdviafiaznoliin
Anutindalunisigsnssunisesulan

2. AMUAINITAVDITLUY (System Availability) HANTITENUT AVINEAINNTAVRITHULL
Sm%wamqmwiammé?ﬂﬁﬂ%’u%ﬂﬁﬁﬁﬁ%LL@U‘W%Lﬂ%’uu%mﬁﬁwmmazmmaagﬂé’ﬂuﬂizmﬂl‘ma
B = 0.220) uanslifiuin woundinduuinsvianuazernmsiiszuuiilinuldnaennanlag
LiAndamdndesiosnss miﬁis‘uUﬁaﬂmmv‘mmiﬁmmﬁwé"waq;:ﬂ%mulﬁasmgﬂﬁaumjuﬁw
sudsmsiisruumavhauiisesiunslinundontuandldswaunnlfidueged Sedandnd
annsnaieuisnnundenlunisvhauesssuufarannsaiiluganuddaliuinsld aenndes
fu Parasuraman et al. (2005) fisgyin msfiszuuiiadosnmlunmslinulagaunsaneuaues

nslfuldnaeniiat enadinlenaliguisseulatiiiuauntladerseliuinisvesduslnala
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3. MIANANAINABINTT (Fulfilment) HAN153TENUIT N1sifANAIUABINTTE
Svswavenseteruaslaliuinissianeundinduuinishanuasemesgndlulssmelng
(B = 0.128) wansliiuin weundintuuinisvharuaseinalsiinisiiausdudvsouinis
asamufiszyld astimsthiauedeyaifoafuauduazuinsiifianugndios asudn siudeens
faudmiouinsiifaunmasinuiidyailifugnd dsnsufianutedvuaieidutiade
figndnyfigausznisuidunisindunmamuinimesliuimamsosuladsuasiiluganusile
THu3nsvesijulaals denndesiu Parasuraman et al. (2005) fiszyin mssnwdsiudnyan
Tunsliuimauaznisufifnuddaentnagnieadussduszneuesnmuamnisuimsduilug
aruidlatonieliuinisvesiuilnald

MNMIVedeUALLAFIUT 2 ioneufniunsity uaringuszasdnsidededl 2 wui
Aunssunsnaarufedsnuesulatiidvinamnswionnuidlaliuinmsgsianoundiaduuinig
anuazeavesgnAlulseindlne egrefidudAgnieadia eSuielddn Aanssunisnaiariu
dodsmueaulaldnanadueiesdlomamsnaaitiunumddysenisadrsnnudslateuarnsly
Uimsvesifuslaa Falsifivsusideliifusinasufeauiuasuinisidesnaminduas i widwe
afunmdnualiazainiidefiolviiugsiadnse denndeaifu Dabbous and Barakat (2020)
fszyin Tuvsunmsesulay fuslaaifanufiswelennmsiufduiuideuandugsia snaed
wualtufiezdaduladoduduiouinisaingsiasetu Juansliifiuinszaunisaiiifuas
AduitusTiasstussrhsssiatuduslaniutomseoulavansndsaromudalunstold
aghaiiudniy el anansaeiunenalneBediiunudfyes e uUsTiTensnanmss
somnuslaliumassitueundiatuuimaiauasenesgnénlulsmelng il

1. nslémay (nteraction) wan1s3donudn nmslinouddvinanisnsetonmndlald
Uinssshueundntuiinmsimisazemvesgninlulszmelne Sadusuysiddvenainnian
(B = 0.368) wandliiiiudn getaueundnduuinisauazennlIsnovaussRafnILse
mnuAniuresviuuudedeueeulatiegsindy msiuilinnudAniuriedeiausuurvesgni
vudedsanooulall sufsmsadannuduiudiugnindinudedsausoulatetseios dans
Tineutoaiunuduiusiifuazairenisildiusinseninagsiatugnifiazihlugnisiiuaang
Flalunstevieliuinmslauniu aonadesu Cheung et al. (2021) fiszyin msldneulsiifivaus
rwasennuduiudiugndiniy uididsadanndenisiuivesgnéniifiiessiednde e
Wonuh defuilnafiufduiusiuuusuduudodinesulmiazdiodiudilatouazmdidausm
fukusUA

2. Audulile (Entertainment) wan1533enudn AnuTuiddnsnan1anssie
anudslaliuinisgsiaueundinduninshanuarenvesgndilutssindlne (B = 0.197)
wandlidiu iomihiauerudedsauoeulaivesgsiwueundinduuinisvhenuayeinaisd
AYEYNAUIY WaARmEY AsiinisnseduliAnnsTdiusinvegndn Wy n1sluan nsEuny
wievhAanssuseulall saufemisadisersual@uinlitugnanld Tnededndunisaseniny
aynauTuwarszaUNIaina Seheifueuddatorsoliuimslatuduiinald aonadosty Anas

o o

et al. (2023) uan psAUsEnaumumNTuidinaseruadlalunsteetsiidudfey Fensln
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anudnyiuesdUszneviastigliuisnannsadislenialunsdevesgndldinntu Tnsewy
domihaulauasisgels feidudsindulunisnsgduemiudilalunistevesuilng

3. msuSuliimungriugnAn (Customization) wan153demuin nsUSulimangiugna
ﬁam%waw’mmwiamm&gﬂﬁﬂsfj’u%ﬂﬁqsﬁaLLanaLﬂ%’uu%miﬁwmmagmmaagﬂﬁﬂuﬂizLwﬂlwa
B = 0.172) uansliiiuin gshaueundinduuinisianuazeinnisiimsliivelulad wu Al wie
Recommendation System iflawauaiiiomimansfundugnéiuuiodimmesulay arsiinisii
iuslUsunsuMsAEuMIRan Wy nislawan msdaaiumsveuudedinuooulatiingaiu
mwavlavesngugni safamsinaiiausdeyavesduduazidnsuudedennesulaiiingsdu
mwalavesngugnAitmane aeindudsiigsisaunsaneuausirudesnisianizuesgni
1 ¥l nausuliomnefugnaludedsaussulatasdianuuandsaindenuusadiu insiganunsa
thiausdeyafimnzauiuusiasyanaldlanss Suenszduarmdlalunistonielduinisves
Huslna @enndesiu Wiaya et al. (2021) fiwu nsuulvimnefugnanidavinadeuinesad
toddysonnuidlalunsie Famsifinszivresnsusulivnzfugniazannsadaaiuniig
dilalunstoldogaiiussansnm

4. arwituaste (Trendiness) wamsidenuth euviuadfoddvsnaniansaienumile
THusnsgsianeundnduuimahmivazainvesgnaludszmalng (B = 0.118) uansliiiiui
gheUndliuUimsimareamnauedoyat e siviuauiudedeueslaogiaue
misld Influencer Aiflamdnwaliviuasis Tunsinausdeyatmansriudedsaussulaludngy
anf wazesaueteyatmansivihliiuslaasudinsusvionszudluel q Amdaduiifon Tog
fodumslidedsnuesulatiiielidoyasuinmiefundnfasiuazuinisldogisiuind i
Heliudanansiisrtunansusiviouinsindldedenng daelvgsiaeglunuailouay
nszduausiladevieliuimavesgndn denndesiu Guha et al (2021) finudn Auriuare
gnuesindudedefifiuszansamnniaslunisiageildliddusmiuunaniosudedsnuooular
fedsnartenriilaluniste

Forausuuranauieil

1. 9neaddenuin aunimuinisdidnnselindiviwannanssonudlaliuing
gsfaneUndlatuuInishauareinvesgnatlulsemalng laun drunisshwanududiy
yAra (Privacy) fMUAYINEINITOTRI5EUY (Syster Availability) waziun1sifanduniudenis
(Fulfitment) idvisnareausalaliuimsvosgninessided iy fedu megsiaueundinduuinis
euazonaunsadlusuldlunsantiugsia lawn sunssnwanuduaiuyana (Privacy)
fusgneumsaisliauddgyiuuleuts PDPA agsdnau davissuuinwnnudaensievestoya
Wy nsuhsiia (Encryption) wazmsvemnuBuseuangnaewiudeya tileassmuidesiuas
AulInddalunislinuueundindu iuaNaInnsnessEuu (System Availability) A3sWaRILN
woundinduliiades sesfunslimuldveidedaslidades sudsannsaliiuimsgnémdonru
Frusnnld Fauifindszaunisainsiinuinudunesnseulignalduinns uasiunisidaudy
ANFiBInTs (Fulfilment) msTyiteyauinsiinssnuets dweununuiidyaliogsnsuiuuay
psInan Twdsiaumasgiumshausesliuims Weldgnldsuuinmsiduauagiineny
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fiawelagegn fofu g3fvasiosdnwnsguresnmnmu3ns desdesimuauazausnlunis
fiaauamuINsliRBay tofinssduuasdngdliigndlivinisedueides

2. MnuaATenud1 Anssumanaminudedsnuseulaviivinamnsitenundlald
UsnsgsnaneundnduusnsvinauarenvesgnAtuUsemelve laun sunslineu (nteraction)
AuAHTUAY (Entertainment) Aunisusulvimnediugnd (Customization) wagauALyiv
aifo (Trendiness) &aufiavisnalasmsstonnudalaliuinisvesgninesredituddry fedu mesia
waundatuuinisiauasetnauisailyusulglunisandugsia lawn diunisidneu
(Interaction) fsznaunsmsmeundugniegrssind lutesmadedsausaulati wu Facebook,
LINE OA %38 Instagram W"ﬁ"aua%ﬂqﬁaﬂiimﬁLﬂﬂi@ﬂﬁﬁiﬁ@ﬂﬁwLLammmﬁmﬁu Wiodiunnsiiduga
uazaenmdussTozen suAnutiuia (Entertainment) msoonLUUABUIUATIaYNAUIL
Wy adUdl Fmsinusia viefanssuseuladilignénsanlvin/duiny Weaiisssaunisol
Weuanuazaugniuniesualivuusun aun1susuliuangdugnen (Customization)
THinalulad 1wu Al ¥3es53UU Recommendation Lleuuzthlusludu U3n1s vieneumudi
nssfuarmaulavesgnéamengu wwtelignénianiildsuuimstinsddamndy warduany
Viualdy (Trendiness) §Usenaun1saisly Influencer 38 Key Opinion Leader (KOL) fivtuaste
ieduasundndueiniousnis sudsdamunsyualn q vudedinuesulatvariiudenles
fut3nns Wy msusmuazeInifioquaw Ve Eco-friendly Cleaning fetiu fUszneunsans
Wunsudmsdnnisfanssunisaananiudednuesulavesinfuszuy Tnglianuddyiu
nslimeu msasrsarmiuds msvsudenlfimnzautugné uagnstiauedeyaiiviuade
Feaztoiaiuaiunnudiiudiugnd umssuilunsdud wesnssduanusdalivinisesig
fusednSam

darauauuzdmivanuideluauinn

1. lunsfnwiaded] Fisedenldsndeuisitodeinm fienadiliaunsnoiuieyssiu
dednldegnensuiiu fadu euitelueunanmssausauuueITadnmuamidnange wu
mMsdumualidsdnfudiiiiuszaunisaliunsnainesulativiessiauinig edumsudsin 4
forafisvisnarenuiilaterieliuiniuduidulanadunvaaeudeiindnada itelils

a

KamsideTinseunguuarinteiety Tulnetisvensouauiuandudilyaliitunisively
BUAN

2. siinmsfinwdadoding q luuiunmseeuladflensdsmadeauitlalivinisgsia
woUndtuusmMainAuarenvegnATulsewmalne duduanmsifeilnsome wu el
nagmsnmInaadidnvsetind auamuwanvieu anulindeseulat iudu ilefiervensveuin
yoamAdelmantasunulu o luddvniswazdaljiisely
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S18N1591999

a I3

fiawn MTwnyn. (2551). 0799 aaRTLUgIAaE SPSS for windows (Rusiaded 6). neden
atn AnNAYERansLarn1SULTY YaINIaiumIveIde.

T2y INT0INNITNATIU 998 NG UazU 1Y TMUNTUTIENIA Uagdinin WA, 2564-2567.
(2568). dinauadALIYIF. https://www.nso.go.th/nsoweb/nso/statistics_and
indicators?impt_branch=300

s Lneassal. (2561). wanadiiseuazmslalysunsy SPSS (faindadl 5). unasnsal
UYL,

15361 wNINR. (2551). 359N 1533EN NTIRUAITNT (farindafi 2). ANV,

dosuaVy Senuaituvgnmrinuayen uazlonialnvedgsia. (2566, 8 WoAIN1eL). Smart
SME. https://smartsme.co.th/content/251473

Anas, A. M., Abdou, A. H., Hassan, T. H., Alrefae, W. M. M., Daradkeh, F. M., El-Amin, M. A.
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Exploring the influence of social media marketing activities on followers’
purchase intention in the restaurant industry context. Sustainability, 15(9), Article
7207. https://doi.org/10.3390/s5u15097207
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Abstract

This research aims to assess marketing and product potential, examine the factors
of the marketing mix that influence tourist satisfaction with tourist site services, and develop
marketing strategies for the Koh Lae Nang Community Tourism Enterprise Group, Thepha
District, Songkhla Province. This is a participatory action research study consisting
of qualitative research. The sample includes group members, community leaders,
entrepreneurs, and representatives from government and private sector agencies. The group,
which consists of 25 people, used a purposive sampling method related to community-based

tourism promotion.
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The research instrument was a semi-structured interview. Data processing involved
analyzing interview data using content analysis. And in quantitative research methods, the
sample consisted of 100 tourists visiting the Koh Lae Nang Community Tourism Enterprise
Group. Non-probability sampling and purposive sampling were employed. The research
instrument was a closed-ended questionnaire. Data processing involved descriptive
statistical analysis. Basic statistics used for data analysis included percentages, means,
standard deviations, inferential statistics, and multiple linear regression analysis.

The research findings indicate that marketing and product potential are managed
informally and lack efficiency. Areas requiring improvement include distribution channels
and sales promotion, particularly advertising and public relations. The marketing mix factors
influencing tourist satisfaction are, in order, product, people, distribution channels, and price.
Marketing promotion, physical environment, and process have no impact on satisfaction.
Therefore, marketing strategy development should focus on improving product, people,
distribution, and price to maximize satisfaction and encourage repeat visits and word-of-
mouth referrals. Additionally, modern marketing strategies must effectively communicate
distribution channels and sales promotion to tourists. Government and private sector agencies
can utilize the research findings to improve or present community-based tourism plans for

sustainable community tourism.
Keywords: Community Based Tourism (CBT), Marketing Strategy, 7P’s Marketing

Introduction

Thailand recognizes tourism as a key driver of national economic development,
as outlined in the 12th National Economic and Social Development Plan under the vision
of “Stability, Prosperity, and Sustainability.” Tourism is used strategically to drive national
development, responding to global trends and changing consumer behaviors. The industry
aims to attract quality tourists, diversify tourism offerings, and preserve the country’s cultural
identity, traditions, and community uniqueness. Initial efforts have focused on generating
tourism revenue, establishing service standards, and ensuring equitable income distribution
at the community level, while emphasizing sustainable tourism that links regional
destinations (uanusiunnieldgnsmansed Ussidu (05) nsvieaiisa (w.a. 2566-2580)
O R R TRIRIA

In Songkhla Province, 16 districts with 29 commmunities have been selected for creative
community-based tourism (CBT) development. These pilot areas follow the CBT Thailand
standards, comprising six dimensions and 31 objectives, along with the Sustainable Tourism
Management Standard (STMS), to enhance community tourism sites. Among these, Ban Koh
Lanang in Pak Bang Subdistrict, Thepha District, has been developed as a community tourism

site under the OTOP Nawatwithi program. Its rich marine resources, natural attractions, and
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community-crafted activities attract tourists to visit, engage, and purchase local products
(?ﬁm Wi]ﬂ‘@qmm, 2565). Ban Koh Lae Nang community, located in Pak Bang Subdistrict,
Thepha District, Songkhla Province, is one of the areas that has implemented
community-based tourism under the OTOP Nawatwithi program, in accordance with
government guidelines (Af/mﬁu'ﬁszw'auﬁm%ummmmfo 4.3 9.U10UN dUNDINT 9990
aura7, 2564). Tourism activities are conducted exclusively through a participative manner
that engages community residents. The village currently provides tourism activities that
leverage natural and environmental resources as primary attractions, including oyster boat
tours, boat excursions through mangrove forest tunnels, and visits to a stingless bee farm
(a3 ng%’mﬁ, 2568). Community staff provides the popular oyster boat tour. The tour involves
cruising on a boat and tasting fresh oysters that were harvested by the community staff
during the trip.

However, the Ban Koh Lanang community tourism enterprise group faces challenges
in marketing knowledge, limiting its ability to promote products and services effectively.
Currently, the community relies on a single Facebook page and lacks systematic marketing
strategies to enhance tourist experiences, stimulate repeat visits, and build brand loyalty.
This highlights the need for capacity building in marketing and management to develop a
competitive and sustainable community tourism model, aligned with national economic
strategies and the vision of sustainable development through tourism.

Community tourism not only generates economic opportunities but also fosters
understanding, confidence, and social cohesion by showcasing local beauty and cultural
authenticity, particularly in areas such as Southern border provinces (Unsal Suledu uay
ARy, 2562; ﬁﬁlfﬂ’]%’@ﬂﬁm‘gfmm dendnmeunuls, 2561). Integrating marketing management
principles, including the 7P’s framework, can enhance community-based tourism by addressing
service quality, human resources, and overall visitor satisfaction (¥auun duUna4, 2568;
UAITI FOIN Uavins1al W3, 2564).

This study focuses on Ban Koh Lae Nang as a case for creative community-based
tourism development, aiming to enhance management capacity, implement participatory
approaches, and improve marketing strategies to attract tourists, maximize satisfaction, and
support long-term sustainability.

We expect the findings to enhance the community’s competitiveness and align with

Thailand’s broader strategy of using tourism as a sustainable economic development tool.

Research Objectives

1. To assess the marketing and product potential of the Koh Lae Nang
Community-Based Tourism Enterprise Group, Thepha District, Songkhla Province.

2. To examine the marketing mix factors that influence tourists’ satisfaction with
the services provided by the Koh Lae Nang Community-Based Tourism Enterprise Group,

Thepha District, Songkhla Province.
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3. To develop marketing strategies for the Koh Lae Nang Community-Based Tourism

Enterprise Group, Thepha District, Songkhla Province.

Literature Review

Marketing Strategy

“Marketing strategy is the process by which the organization translates its business
objective and business strategy into market activity.” (Fifield, 1998, p. 27). Consistently,
Business strategy has always relied heavily on marketing ideas, but in recent years the
influence of marketing on strategy has grown greatly. Today, more than ever, strategy is
dominated by ideas that sink their roots deeply into the discipline of marketing (Schnaars,
1998). The contribution of marketing strategies to shaping controlled consumer empowerment
is evident in the rise of information-driven, consumer-focused approaches that aim both to
facilitate and to regulate the delegation of decision-making (Pires et al., 2006). In today’s
environment, each organization needs its own clear marketing strategy to satisfy customer
expectations and market needs through its products and services. Customer satisfaction,
customer retention, customer behavior, customer profiling, and reward programs are crucial
factors in successfully executing an organization’s marketing strategy to enhance overall
productivity (Kaur et al., 2022). Summary, marketing strategy is the process of translating
business objectives into market-driven actions and has become a core element of overall
business strategy. It focuses on meeting customer needs through effective, consumer-centered
approaches that enhance satisfaction, retention, and organizational productivity.

Moreover, a marketing strategy is a company’s high-level, long-term plan to reach
potential customers, build brand awareness, and drive sales by defining its unique value,
identifying target audiences, analyzing competitors, and guiding promotional efforts like
content, pricing, and distribution. It’s the blueprint for how a business connects its goals
to its marketing activities, ensuring resources are used effectively to achieve measurable
results like revenue growth and customer loyalty. Sugandini et al. (2018) studied marketing
strategy on community-based tourism in special region of Yogyakarta found the analysis
of secondary data indicates that the number of international and domestic tourists visiting
the Special Region of Yogyakarta has been relatively increasing over the past three years.
Community-based tourist destinations in the region are also growing and continually
innovating. Meanwhile, primary data analysis reveals that, from visitors’ perspectives, the
quality, satisfaction, and image of these destinations are good; however, visitor loyalty is
low. Most tourists come to the Special Region of Yogyakarta only once, treating it primarily
as a transit destination.

After marketing strategy literature reviews found the important of marketing strategy
for the business and could adopted it into this research. The marketing strategy was adopted

for this research, which revealed CBT tourism’s behavior, and took the result to develop

: 155



156 :

NsarsansushAl #i @o atudl @ uNTIAN - FTLNAL bEbw

the marketing strategy of the Koh Lae Nang Community-Based Tourism Enterprise Group,
Thepha District, Songkhla Province. Moreover, one of the marketing strategies applied in
this research was the 7P’s Marketing Mix, which is appropriate for service businesses due to
its revealing parts of service: people (competence and service quality), physical evidence

(facilities and environment), and process (service efficiency).

The 7Ps Marketing Mix

Marketing strategy serves as a framework for creating products or services that meet
the needs of target groups, requiring efficient allocation of resources, strategic planning, and
precise market targeting (533AUNT LNFVYT WazAMY, 2566). Traditionally, the marketing mix is
described as a framework comprising four key elements: Product, Price, Place, and Promo-
tion, commonly referred to as the 4P’s. These elements represent controllable managerial
factors that organizations can strategically design and adjust to effectively meet customer
needs and enhance overall customer satisfaction (fiuweus HeuAl, 2564). For service
industries, the mix is expanded to seven elements (7P’s), adding People, Physical Evidence,
and Process to account for service delivery and customer interaction. These elements are
crucial in shaping customer satisfaction, influencing purchase decisions, generating word-
of-mouth, and fostering brand loyalty.

This study employs the 7P’s framework to evaluate tourist satisfaction in
community-based tourism, including product (quality and uniqueness), price (fairness
and perceived value), place (accessibility), promotion (marketing effectiveness), people’s
competence and service quality, physical evidence (facilities and environment), and process
(service efficiency). Findings from this analysis will inform marketing strategies for the Koh Lae
Nang Community-Based Tourism Enterprise in Thepha District, Songkhla Province, supporting

sustainable community tourism development.

Community-Based Tourism

Community-Based Tourism (CBT) emphasizes environmental, social, and cultural
sustainability, managed by local communities for their own benefit (aiggWas uailsad,
2560; 7aan 1550dledn LavduRss Q%ﬁ'ﬂﬁ, 2567). CBT enhances local capacities, promotes
cultural appreciation, and enables participatory management, fostering value-based tourism
that balances economic growth with social and environmental responsibility (a1 "334%11814,
2568; 2173550 ARONE, 2568).

Pak Bang Subdistrict, Thepha District, Songkhla Province, is a community that has
developed and registered a community-based tourist management entity known as the Koh
Lae Nang, Pak Bang Subdistrict Commmunity tourist Enterprise. Tourism activities are conducted
exclusively through a participative manner that engages community residents. The village

currently provides tourism activities that leverage natural and environmental resources as
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primary attractions, including oyster boat tours, boat excursions through mangrove forest
tunnels, and visits to a stingless bee farm. The primary categories of visitors include study
groups engaged in tourism-related educational activities and tourists attracted to nature-based
tourism. The tourists comprise both Thai and international visitors, notably from Malaysia,
whose cultural background closely aligns with that of the local community, as around 95
percent of the population is Muslim. Community-based tourism in Pak Bang Subdistrict,
Thepha District, Songkhla Province functions in accordance with a tourism calendar due to
specific spatial and environmental limitations, including variable water levels and
ecological conditions (13 qtﬁmfi, 2568). Community staff provides the popular oyster boat
tour. The tour involves cruising on a boat and tasting fresh oysters that were harvested by
the community staff during the trip.

Empirical studies highlight the relevance of the 7 P’s in community tourism
marketing. qﬁmﬁ POIDDU uazUsvande unuﬁ (2563) found that the people element
significantly influences tourists’ perceptions. A3gf @vievey warosIuUNG ALA (2566)
noted that tourists’ intentions to engage in creative CBT were more affected by attitudes
and perceptions than the marketing mix, particularly among high-income groups. 235UWs
wwﬁgﬁﬂﬁﬂﬁ kazAe (2566) emphasized multi-channel marketing and public relations for
promoting community health tourism products effectively. Hence, the 7P’s marketing is
appropriated to explore the product and service of community-based tourists of the Koh
Lae Nang community-based tourism enterprise, Thepha District, Songkhla Province, where
they serve the tourists all around who visit and travel there for more activities and natural
resources.

Overall, the 7P’s Marketing Mix is a vital framework for developing marketing
strategies in community-based tourism enterprises, directly impacting tourist satisfaction,
loyalty, and the sustainable development of local communities. This study applies the 7P’s
model to guide strategic planning for the Koh Lae Nang CBT Enterprise, ensuring alignment

with tourist needs and community empowerment.
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Figure 1

Conceptual Framework

| TP’s Marketing Mix

| 1. Product

2. Price

| 3. Place

| 4. Promotion | Tourist Satisfaction

| 5. People

6. Physical Evidence

| 7. Process

Methodology

This study employed a Participatory Action Research (PAR) design with a mixed-
methods approach integrating qualitative and quantitative methods (117ug4 ﬂ?z/l«’\’]'au ey
Adg, 2561; aulnvil awunaw, 2548; dyey) B3 wasfilad usniiiing, 2561; Creswell & Clark,
2007; Huff, 2009). PAR facilitated comprehensive data collection from stakeholders and
required active community participation throughout the research process. Step 1: Literature
and Secondary Data Review, Relevant documents, previous studies, and secondary
sources were reviewed to construct the research framework. Step 2: Qualitative Assessment
of Marketing and Product Potential (Objective 1): Semi-structured interviews were conducted
with 25 purposively selected participants, including 15 community enterprise members,
5 community leaders, 1 entrepreneur, and 4 government and private agency representatives.
Triangulation of observations, interview records, and secondary data ensured data validity.
Content analysis was applied to analyze qualitative data from interviews and focus groups
(@fnn Ynumeunnd, 2564). Step 3: Quantitative Study of Tourist Satisfaction (Objective 2)
was separated in 5 sections; section 1: respondent profile, section 2: tourist behavior, section
3: marketing mix factors affecting, section 4: tourist satisfaction and section 5: intention to
revisit and price sensitivity, a survey of 100 purposively sampled tourists, calculated
using Cochran’s formula (1977) at a 90% confidence level, examined the effect of the 7P
marketing mix on tourist satisfaction. Descriptive statistics summarized the data, while Pearson
correlation and multiple linear regression analyses tested relationships and hypotheses at a

significance level of 0.1. Questionnaire validity was confirmed via the Index of Item-Objective
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Congruence (IOC > 0.5) by three experts, and reliability was verified with a pilot test (n=30),
yielding a Cronbach’s Alpha of 0.843 (Cronbach, 1970). Step 4: Development of Marketing

Plan (Objective 3), Findings from the qualitative and quantitative analyses were integrated

to develop a community-based marketing plan aimed at enhancing the Koh Lae Nang

community’s economic foundation and promoting sustainable tourism development, which

can be drawn as a picture below:

Figure 2

Participatory Action Research Process
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Step 1: Step 2: Step 3: Step 4:
Review of Interviews Survey of Data
Relevant with Selected Selected Processing

Background Participants Participants and
Information (Qualitative (Quantitative Analysis
Approach) Approach)

* * * *
Research Research Research Research
Operators Operators Operators Operators

by the by the by the by the

researchers, researchers, researchers, researchers,

community community community community
members, members, members, members,

and relevant and relevant and and
agencies. agencies. tourists. relevant

Developing
Marketing
Strategies of
Koh Lae Nang
Community
Based Tourism,
Thepha District,
Songkhla
Province

From: Compiled by the author

This study was conducted in accordance with the principles of Ethics in Human

Research. Ethical approval was obtained with the Human Research Ethics Certification,
SCPHYLIRB-2568-054, from the Human Research Ethics Committee, Sirindhorn College of
Public Health, Yala Province, on March 5, 2025.

Result and Discussion

Objective 1: Assessment of Marketing and Product Potential

The primary product offered by the Koh Lae Nang community-based tourism

enterprise, Thepha District, Songkhla Province, is community tourism, which includes oyster

boat tours, mangrove tunnel exploration, kayaking, honey farm visits, and seafood dining at
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local restaurants. The oyster, harvested from the confluence of three major rivers—YVYala,
Pattani, and Songkhla—stands out as a distinctive local product. Owing to its unique origin
and characteristics shaped by this natural setting, it is widely recognized as the “Three Rivers
Oyster” (“lorzuanislunng” YUYUIND 1 1-AIU ﬁlﬁvzlyﬂﬁwﬁﬁ], 2567). Service packages range
from 300 to 1,500 THB per person, depending on customer preferences and group size, and
include guided tours, meals, snacks, beverages, and activity participation. Distribution (place)
relies on direct phone bookings through community members or the local administrative
organization and via the Facebook page “Koh Lae Nang Community Tourism OTOP Innovative
Life,” which has 2,200 followers but is managed by a single administrator. Limited staffing
has affected content creation, social media engagement, and marketing effectiveness. Pro-
motion consists primarily of Facebook posts, word-of-mouth marketing, and participation in
exhibitions or public relations activities with local authorities. Formal sales promotions are
minimal due to the product’s unique nature. Personnel (people) are highly cooperative and
skilled, ensuring efficient service delivery, fair allocation of work and benefits, and fostering
community cohesion. Processes are organized to facilitate smooth tourist experiences, from
initial reception to guided activities, with flexible itineraries tailored to visitors’ preferences.
Physical evidence includes well-maintained landscapes, uniforms, and hysgienic facilities,
supported by both community members and local authorities.

Beyond the primary enterprise, other villages in Pak Bang Subdistrict offer distinct
products, including OTOP handicrafts, coconut oil, dried fish, and local produce. While
products are locally sourced and basic, marketing remains limited, and standards are not
fully certified.

Consumer behavior analysis identified two main groups: sovernment officials and
institutional visitors seeking educational tours, and independent tourists seeking authentic,
natural experiences. The latter often pay higher prices (800-1,500 THB) and book via social
media or direct calls, influenced by word-of-mouth recommendations.

SWOT analysis highlights strengths such as abundant natural resources, unique
products, fair pricing, strong community cohesion, and flexible service processes. Weaknesses
include non-replicable natural resources and fragmented tourism routes. Opportunities exist
in social media marketing, local government support, and policies favoring community-based
tourism. Threats include seasonal limitations and geographic constraints on visitor capacity.
Overall, the Koh Lae Nang community tourism model emphasizes sustainable tourism,
community ownership, and value-based tourism development, integrating human capital
development, resource utilization, and market balance while considering social, cultural,
and environmental sustainability (31525504 WnakE, 2568; YA INA ey, 2568; algies
wdllsand, 2560; Jaan v530ulean uazduss 3407, 2567). Hence, the Koh Lae Nang community
tourism potential is fully supported by natural resources, community staff, and the Pak Bang

Subdistrict Administrative Organization (SAO) to enhance the tourism destination as Pak Bang
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Subdistrict, Thepha District, Songkhla Province. On the other hand, there are shortages of
management skills, strategic skills, and even marketing strategy to fulfill their capacity to
serve tourists at the end.

Discussion, the findings align with prior studies aif)gWas uailsal (2560) and Taan
ssailean uavdudss 3AnA (2567) highlighting that this perspective emphasizes that
sustainable tourism, which integrates environmental, social, and cultural dimensions, should
be guided and driven by the active participation and leadership of community members.
Community-based tourism empowers locals as resource owners to manage and preserve
their assets while providing educational experiences for visitors, promoting participatory
development and benefits sharing. Systematic implementation further enhances
sustainability and local development (3153550 vinang, 2568; YA IunAeY, 2568). By
strengthening community capacities, human capital, and the value of local resources.
Effective community-based tourism requires careful planning, good governance, and
stakeholder collaboration to ensure long-term economic, social, and cultural benefits.

Objective 2: Factors Affecting Tourist Satisfaction with Community-Based Tourism
Services at Koh Lae Nang, Thepha District, Songkhla Province

This study employed a quantitative research approach, collecting data from 100
tourists who visited the Koh Lae Nang Community-Based Tourism Enterprise (CBTE) to
examine the impact of marketing mix factors on tourist satisfaction and to inform marketing
strategy development for the community. It was explained in 5 sections as below;

Section 1: Respondent Profile: Most respondents were female (63%) and aged 41-50
years (38%), followed by 31-40 years (36%), 21-30 years (23%), and 51-60 years (3%).
The majority were married (83%) with undergraduate education (44%) or lower (55%).
Occupations were predominantly self-employed (55%), private employees (21%),
government/state enterprise employees (15%), and students (9%).

Section 2: Tourist Behavior: Most respondents (53%) had visited the community 2-3
times, while 449% were first-time visitors. Facebook was the primary source of information
(72%), followed by word-of-mouth recommendations (21%). The main purpose of visiting
was tourism activities, including oyster tours, mangrove exploration, kayaking, fresh seafood
tasting, and homestay experiences (89%). Personal vehicles were the primary mode of travel
(90%), and most tourists traveled with family (52%) or friends (36%). Peak visitation occurred
from April to June (83%).

Marketing Mix Analysis: Multiple regression analysis was conducted to evaluate the
influence of the 7P’s marketing mix (Product, Price, Place, Promotion, People, Process,
Physical Evidence) on tourist satisfaction. Results revealed that marketing mix factors
significantly affected satisfaction at a 0.1 level, with a multiple correlation coefficient of 0.535
(R =0.535) and R? = 0.286, indicating that 28.6% of the variance in tourist satisfaction could
be explained by the marketing mix. Among the seven factors, Product had the strongest

influence, followed by People, Place, and Price.
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Conclusion: The findings highlight that the quality of the product (tourism services),
the personnel providing services, the accessibility of the community, and pricing are key
determinants of tourist satisfaction. These insights can guide the development of effective
marketing strategies to enhance tourist experiences and strengthen the competitiveness of
the Koh Lae Nang CBT.

Table 1
Mean, Standard Deviation, and Level of Tourist Satisfaction toward Marketing Mix Factors

of the Koh Lae Nang Community-Based Tourism Enterprise

7 P’s Marketing Mix Mean Std. Deviation Lclevel (?f Satisfa(.:tion
Satisfaction Ranking
1. Product 4.7180 .3540 Highest 2
2. Price 4.6300 .3283 Highest 4
3. Place 4.1900 3656 High 6
4. Promotion 4.2820 .4998 High 5
5. People 4.9014 .2501 Highest 1
6. Physical Evidence 4.2200 4239 High 7
7. Process 4.6680 3931 Highest 3

To examine the combined influence of independent variables on the marketing
mix of services provided by the Koh Lae Nang Community-Based Tourism Enterprise (e.g.,
restaurants, boat tours, oyster harvesting, mangrove tunnels), multiple regression analysis
was conducted. Pearson’s correlation coefficients were used to assess simple relationships,
and variance analysis was performed to test the joint effect of the independent variables
on the dependent variable. All seven independent variables were simultaneously entered
into the regression model, with statistical significance set at 0.1 (Ol = 0.1), as summarized in
Table 2.

Table 2
Analysis of Variance (ANOVA) for the Multiple Regression Model

Model Sum of Squares df Mean Square F Sig.
Regression 4.937 7 705 5.274 <.001
Residual 12.303 92 134

Total 17.240 99
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Table 3
Model Summary of the Multiple Regression Analysis

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

1 535 .286 232 .36569

Based on Table 3, the independent variables, the findings indicate that the
marketing mix components—namely Product (X1)’ Price (Xz), Place (XE), Promotion (Xa), People
(X)), Physical Evidence (X ), and Process (X )—together demonstrate a moderately strong
association with tourist satisfaction (Y), with a correlation coefficient of R = 0.535. Together, these
seven independent variables can explain approximately 28.60% of the variance in tourist
satisfaction with the services of the Koh Lae Nang Community-Based Tourism Enterprise,
Thepha District, Songkhla Province (R2 = 0.286).

Table 4
Coefficients of the Independent Variables in the Multiple Regression Model

Unstandardized | Standardized
Model Coefficients Coefficients | Beta t Sig.
B Std. Error

Constant .200 933 214 .831
1. Product (X1) 247 .083 277 2.968** .004
2. Price (Xz) 182 .085 211 2.155% .034
3. Place (XB) .198 .086 215 2.298* .024
4. Promotion (X)) -.039 .059 -.059 -.658 512
5. People (X)) 425 .145 265 2.929** | .004
6. Physical Evidence (X) -.055 075 -.066 =734 465
7. Process (X ) -.036 077 -.044 -471 .639

*, ** Indicate statistical significance at the .05 and .01 levels, respectively

From Table 4, the t-test at a significance level of 0.1 indicates that only 4 out of
the 7 independent variables have a significant influence on tourist satisfaction with the
services of the Koh Lae Nang Community-Based Tourism Enterprise, Thepha District,
Songkhla Province. Considering the Beta values, the four independent variables that
significantly affect tourist satisfaction are as follows: Product (X1) has the greatest
influence with Beta = 0.277, followed by People (X5) with Beta = 0.265, Place (XB) with Beta = 0.215,
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and Price (X)) with Beta = 0.211, respectively. Hence, this research can draw a forecasting
model as below:
Y- 0.247(X ) +.182(X ) + .198(X ) + .425(X )

Note: Y = Tourist satisfaction with the services of the Koh Lae Nang community-based

tourism enterprise

X1 = Product
X = Price

2
X3 = Place
X, = People

and Variables X4 (Promotion), X6 (Physical Evidence), and X7 (Process) were
excluded from the regression equation because they were not statistically significant
(Sig. > .05).

Section 4: Tourist Satisfaction with Services Provided by the Koh Lae Nang
Community-Based Tourism Enterprise, Thepha District, Songkhla Province

Tourist satisfaction with services offered by the Koh Lae Nang Community-Based
Tourism Enterprise—which comprises restaurants, boat tour services, oyster harvesting
activities, and mangrove tunnel excursions—was found to operate at a generally high level,
with an overall mean of 4.669 (SD = 0.258). ltem-level analysis showed the highest satisfaction
with overall community activities and the service process from booking to activity
completion (mean = 4.870, SD = 0.338). High satisfaction was also reported for location
and parking convenience (mean = 4.860, SD = 0.377), activity venues (mean = 4.840,
SD = 0.395), pricing of activities and community products (mean = 4.850, SD = 0.359),
and service personnel (mean = 4.780, SD = 0.440). Satisfaction with promotions and
discounts was comparatively lower (mean = 3.610, SD = 0.984). These results are summarized
in Table 3.
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Table 5
Mean and Standard Deviation toward Tourist Satisfaction with the Services of the Koh Lae

Nang Community-Based Tourism Enterprise

Tourist Satisfaction Mean | Std. Deviation
Overall satisfaction with the services provided by the 4.6686 .2583
Koh Lae Nang Community-Based Tourism Enterprise

8.1 Satisfaction with overall community activities and services | 4.8700 .3380
8.2 Satisfaction with pricing of activities, services, and 4.8500 .3589

community products

8.3 Satisfaction with location and convenience of parking 4.8600 3766
8.4 Satisfaction with promotions and discounts received 3.6100 .9837
8.5 Satisfaction with service personnel 4.7800 4399
8.6 Satisfaction with venues where activities are organized 4.8400 .3949
8.7 Satisfaction with the service process from booking to 4.8700 .3380

completion of activities

Section 5: Intention to Revisit and Price Sensitivity

All respondents (n = 100) expressed an intention to revisit the Koh Lae Nang
Community-Based Tourism Enterprise. Regarding the expected timeframe, 40% planned to
return within 1-3 months, 39% within 3-6 months, 20% within 6-12 months, and 1% after
more than 12 months. Most respondents (83%) preferred boat tours and oyster harvesting
as their first activity upon return, followed by visiting the restaurant (10%), the stingless bee
farm (6%), and the mangrove tunnel (1%). In terms of price sensitivity, 63% indicated they
would still revisit if prices increased by 20%, whereas all respondents (100%) would return if
prices decreased by 20%. These findings provide insights for developing marketing strategies
for the Koh Lae Nang Community-Based Tourism Enterprise.

Discussion, the findings of this study confirm that the marketing mix is a critical,
controllable tool for guiding business operations and meeting consumer needs (53558
NS LNEYYT WazAMY, 2566; RuNoNs TuuA, 2564). Among the seven elements of the 7P’s,
Product exerted the greatest influence on tourist satisfaction, followed by People, reflecting
the importance of service personnel in community-based tourism (AU AINA UaY
ANlY, 2566: qwéLamﬁ FuLAINIYAY, 2562; giiveg noteau wavUssande wauws, 2563). These
findings emphasize that designing products and services aligned with consumer needs and
ensuring high-quality personal service fosters satisfaction and repeat visits. However, this

contrasts with

: 165



166 :

NsarsansushAl #i @o atudl @ uNTIAN - FTLNAL bEbw

ANGR aviEvien waresduns ASlA (2566), who found that for tourists engaged in
creative community tourism, the traditional 7P’s elements were less influential, with
attitude, perception, norms, and perceived behavioral control being the key determinants
of participation. This suggests that the relative importance of the marketing mix may
vary depending on the target tourist segment and their expectations. On the other hand,
Sauasmal qazmmuuﬁ kazAny (2568) found the most significant influences on consumers’
purchasing decisions for home-applied herbal products are the marketing mix, particularly
product quality, distribution channels, pricing, personnel, and promotional activities. These
elements collectively enhance consumer intention to purchase branded herbal products
in Chiang Rai Province. In conclusion, the 7P’s elements of the marketing mix could attract
the consumers’ satisfaction depending on the type of products or services. However, the
community-based tourism enterprise has to understand consumers’ behavior before making
a marketing plan.

Objective 3: Development of Marketing Strategies

The product, people, place and price respectively of 7P’s marketing were significant
on tourist satisfaction toward marketing mix factors of the Koh Lae Nang community-based
tourism enterprise then should adopted it to improve tourism destination and services as
Pholphirul et al. (2022) indicated tourism and hospitality service providers must prioritize
“development,” commencing with upstream processes such as research and development,
leveraging local knowledge, and embodying cultural identities, while also concentrating on
downstream activities, including the integration of contemporary media. Simultaneously,
operators should prioritize marketing and sales promotions while pursuing exposure via
websites and social media, alongside the development of downstream activities. Dai and
Suo (2024) has confirmed the interconnections among the variables of Product, Price, Place,
Promotion, People, Physical Evidence, Process, the travel experience of older tourists, and
brand loyalty of elderly tourists. And Kyi and Piriyapada (2020) was advised to incorporate
the 7P’s of the marketing mix (product, price, place, people, physical evidence, process, and
promotion) along with perceived quality (tangibles, reliability, competence, responsiveness,
and empathy) to enhance managers’ focus on customer satisfaction and loyalty. the private
caregiving service for early childhood development Nay Pyi Taw council region in Myanmar.
While process, promotion, and physical evidence in turn were not significant on tourist
satisfaction toward marketing mix factors of the Koh Lae Nang community-based tourism
enterprise. Because the process was set depending on tourist requirements as a private trip,
promotion was necessary to use to attract tourists, and physical evidence could not change
as the tourists requested such scenery. On the contrary, Puteri and Jamiat (2024) identifies
advertising elements and physical evidence as factors that significantly influence purchasing

decisions at Wisma Sukapura Hotplate, Bandung Regency, both individually and collectively.
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But the Koh Lae Nang community-based tourism enterprise should consider these factors
to improve the potential destination tourism.

The third objective integrates findings from Objectives 1 and 2 to formulate effective
marketing strategies for the Koh Lae Nang Community-Based Tourism Enterprise, Thepha
District, Songkhla Province, aiming to support sustainable development and enhance
the community-based tourism destination. Then, the researchers have improved their
marketing potential with a digital marketing strategy manual, a promotional video of
community attractions, a revised tourism calendar (PDF), and a digital marketing training
session. These outputs are intended to strengthen the enterprise’s marketing capacity and
competitiveness in promoting sustainable tourism.

Discussion, the third objective of this study is to integrate findings from Objectives
1 and 2 to develop effective marketing strategies for the Koh Lae Nang Community-Based
Tourism Enterprise, Thepha District, Songkhla Province, aiming to promote sustainable
development and enhance the destination. Key outputs include a digital marketing strategy
manual, a promotional video, a revised tourism calendar, and a digital marketing training
program. These initiatives are intended to strengthen the enterprise’s marketing capacity and
competitiveness. Applying these strategies, community-based tourism can drive economic
and social development by creating value-focused tourism, enhancing community capacity,
developing human capital, and adding value to local resources, while ensuring sustainability,

good governance, and multisectoral support for long-term community benefits.

Conclusion and Implications

The findings of this research highlight the importance of integrating marketing
knowledge, digital innovation, and community participation in strengthening the
competitiveness of the Koh Lae Nang Community-Based Tourism Enterprise, Thepha District,
Songkhla Province. Through the development of digital marketing strategies, training programs,
and promotional tools, the research contributes to building the community’s capacity to
manage and promote tourism more effectively and sustainably.

Community-based tourism serves as a key driver of local economic and social
development. Therefore, the process of developing such tourism enterprises should
adopt a systematic and integrative approach that emphasizes value-based tourism, human
capital development, and the creation of added value from local resources. This integrated
framework will help balance marketing activities with sustainable community development.

Furthermore, the development process must be implemented with prudence and in
accordance with the principles of sustainability, good governance, and inclusive participation
from all stakeholders. Collaborative efforts among the community, local government, and
private sector are essential to ensure that the benefits of tourism are distributed equitably

and contribute genuinely to community well-being.
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This study offers valuable insights into digital marketing strategies for the Koh Lae
Nang Community-Based Tourism Enterprise; however, several limitations should be noted.
First, the research focused on a single community enterprise, limiting the generalizability
of findings to other contexts. Second, reliance on qualitative and participatory methods
may introduce subjectivity and bias. Future research could incorporate mixed-method
or quantitative approaches to validate and extend results. Third, the short timeframe for
implementing strategies restricts assessment of long-term impacts on tourist behavior,
community income, and sustainability, suggesting a need for longitudinal studies. Finally,
external factors such as policy changes, technological developments, and global tourism
trends may affect the applicability of the strategies, highlighting the importance of

continuous monitoring and adaptation.
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