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Abstract

The objective of this study is to study the influence of corporate governance on
against corruption of Thai listed companies. The sample was collected from the company
summary of 466 firms on the website of the Securities and Exchange Commission Thailand
(SET) in 2023 and website of Thai Private Sector Collective Action Against Corruption (CAC).
The statistics used in the data analysis were frequencies, percentage, minimum, maximum,
mean, the Spearman correlation analysis and simple regression analysis. The results of the
hypothesis testing indicated that the level of corporate governance has a positive
influence on against corruption of Thai listed companies. As a result, corporate governance
and involvement in the CAC project are ideal instruments for CEOs to convey signals that

will increase investor and stakeholder trust.
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Introduction

Corruption is a prevalent issue in all nations. This is particularly true in developing
societies, as corruption is exacerbated by a variety of factors, which ultimately undermines
the development of all nations worldwide. The development of any country that is
plagued by a significant amount of corruption will be compromised in all aspects, resulting
in a serious threat to the economic and social development of the country and the
impairment of sustainable national development. Corrupt practices have been identified
as a significant g¢lobal issue as a result. The World Bank, governments, and certain
multinational organizations have provided support to Transparency International (T1) in
Germany, which was established as a result. An international not-for-profit organization, Tl
is a global civil society organization with networks in over 120 countries worldwide. The
primary goals of Tl are to 1) elevate the standard of public sector strength, 2) play a
significant role in the establishment of anti-corruption conventions, and 3) promote
corruption as a global agenda. In addition, since 1995, a corruption perception index (CPI)
has been developed to track corruption in countries worldwide, with a score ranging from
0 (high corruption) to 100 (very transparent) (The Securities and Exchange Commission,
2024). The 2023 CPI survey was conducted in 180 countries worldwide. Denmark with a
total of 90 points was ranked first in the world. Finland ranked second in the globe with
87 points. New Zealand ranked third in the globe with 85 points. While Thailand was
awarded 35 points, it was ranked 108™ in the world (Office of the National Anti-Corruption
Commission, 2024).

The Private Sector Collective Action Coalition Against Corruption in Thailand is a
collaborative effort of the Thai private sector, the government, and the Office of the
National Anti-Corruption Commission (NACC). Its purpose is to actively contribute to the
resolution of corruption issues. The objective is to establish and broaden a unified alliance
within the private sector through the implementation of Collective Action. This intends to
foster an anti-corruption movement by urging corporations to adopt rules and procedures
that prohibit the acceptance and offering of bribes, as well as any other type of corruption.
The Thai Private Sector Collective Action Against Corruption (CAC) has been implemented
in companies listed on the Stock Exchange of Thailand since 2010. Presently, over 1,000

companies have publicly declared their intentions to participate.

M BR Maejo Business Review
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Transparency is the objective of the Corporate Governance (CG) process. Although
fostering investor confidence is a duty of the committee, it is insufficient to attain listing
status with merely establishing investor confidence. The company's excellent corporate
governance is a priority for investors and the business sector as a whole, in addition to
favorable operating results. Consequently, corporate governance and anti-corruption
efforts are supported. As a result, it significantly enhances investor confidence. Prior
research has established that effective corporate governance plays a pivotal role in
averting corruption (Saiya, 2018). Poonate (2020) demonstrates that performance is
positively impacted and correlated with corruption prevention mechanisms. The
implementation of effective corporate governance practices contributes to the mitigation
of corruption (Boateng et al., 2021). along with indicators of corporate governance,
Phaosiriphanlop (2021) establishes a negative correlation between the aforementioned
factor and the corruption trend within the organization. Ghazwani et al. (2024) and Previtali
and Cerchiello (2023) found that governance mechanisms positively influence the quantity
and quality of anti-corruption disclosures.

Hence, to contribute to the existing discourse on anti-corruption within the specific
context of Thailand. As a result, this research focuses is on examining corporate
governance impact on the anti-corruption measures implemented by Thai Stock Exchange-
listed companies. The objective of this study is to determine whether and how corporate
governance impacts the struggle against corruption. Research findings serve as empirical
proof that enhances investor confidence in making investment decisions about securities

of publicly traded corporations.

Objectives
To examine the corporate governance influence on the against corruption of Thai

listed companies

Literature review

1. Thai Private Sector Collective Action Against Corruption (CAC)

The CAC project was initiated in 2010 by a consortium of 8 prominent business
organizations, namely the Thai Chamber of Commerce, Joint Foreign Chambers of

Commerce in Thailand, Thai Listed Companies Association, Thai Bankers Association, Thai

M BR Maejo Business Review
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Capital Market Business Council, Federation of Thai Industries, Tourism Industry Council of
Thailand, and the Thai Institute of Directors (IOD), with the IOD serving as the secretary.
Additionally, CAC collaborates with the Anti-Corruption Organization (Thailand) and the
Office of the Anti-Corruption Commission National (NACC), both of which are government
regulatory organizations with which it shares a common goal. Concerning global alliances,
CAC has formed partnerships with international organizations including the United Nations
Development Programmer (UNDP), the Organization for Economic Co-operation and
Development (OECD), and the ASEAN CSR Network. Additionally, CAC is a member of the
B20 Collective Action Hub. The Center for International Private Enterprise (CIPE), an agency
of the United States Chamber of Commerce and one of the four principal institutions of
the National Endowment for Democracy, provides the CAC initiative with its primary
financial support. CAC collaborates in its strugsle against corruption with local partners
including the Anti-Corruption Organization of Thailand (ACT), HAND Enterprise, and
Thailand Development Research Institute (TDRI). The primary goals of the CAC are to unite
firms that 1) promote transparency while refraining from engaging in or facilitating bribery,
without taking or providing any form of illicit payments, 2) Enhancing the efficacy of
measures to manage corruption risks in the private sector and 3) Implementing reforms in
the service delivery by the CAC and government agencies to promote greater transparency.
At this time, over a thousand businesses have voluntarily declared their intentions, and
472 businesses have received certification from CAC. Certified, Declaration of Intentions,
or Certification Expired are the certification's statuses, respectively (Collective Action
Against Corruption, 2024).

The Thai Private Sector Collective Action Against Corruption (CAC) prepared this
self-assessment on anti-corruption measures, revised version 4.0, in 2020 with the
assistance of the Thai Institute of Directors Association (IOD). It has been enhanced from
the self-assessment version 2.1, which is based on the 24 1-item self-assessment form of
Transparency International. There are 241 criteria in the following five categories consisting
of 1) Rights of Shareholders (32 items) weight 15% 2) Equitable Treatment of Shareholders
(19 items) weight 10% 3) Role of Stakeholders (29 items) weight 20% 4) Disclosure and
Transparency (53 items) weight 20% 5) Board Responsibilities (108 items) weight 35%. The
revised version 4.0 has been modified to be suitable for the Thai private sector for the

purpose of evaluating organizations' anti-corruption systems. The self-assessment is

M BR Maejo Business Review
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divided into seven categories consisting of 1) Corruption Risk Assessment (1 item), 2)
Internal Control for Corruption Risks (14 items), 3) Anti-Corruption Principle & Policy (36
items), 4) Human Resources (10 items), 5) Communications (4 items), 6) Raising Concerns
and Seeking Guidance (6 items), and 7) Review, Assess and Improve (1 item).

2. Corporate Governance Concept

The Corporate Governance Code (CG Code) of 2017 was published by the Securities
and Exchange Commission with the intention of providing the Board of Directors with a set
of guiding principles for effective corporate governance. Implemented in overseeing
operations to ensure favorable long-term outcomes for the organization. Stakeholders and
shareholders have confidence in it (The Securities and Exchange Commission, 2024).
Consequently, in accordance with the CG Code of 2017, oversight should not solely instill
confidence among investors, but also direct companies towards the following governance
outcomes: 1) competitiveness and satisfactory operational results while being cognizant
of long-term consequences; 2) ethical business practices that uphold the rights and
accountability of shareholders and stakeholders; 3) societal benefit and the mitigation or
development of adverse effects on the environment; and 4) flexible in response to
evolving circumstances.

The CG Code of 2017 consists of 8 principles, consisting of: 1) Establish Clear
Leadership Role and Responsibilities of the Board, 2) Define Objectives that Promote
Sustainable Value Creation, 3) Strengthen Board Effectiveness, 4) Ensure Effective CEO and
People Management, 5) Nurture Innovation and Responsible Business, 6) Strengthen
Effective Risk Management and Internal Control, 7) Ensure Disclosure and Financial
Integrity, and 8) Ensure Engagement and Communication with Shareholders.

To oversee and quantify the progress made in the realm of corporate governance
among Thai listed companies in Thailand. Since 2011, with the assistance of the Stock
Exchange of Thailand and the Office of the SEC, the Thai Institute of Directors Association
(IOD) has coordinated the Corporate Governance Report of Thai Listed Companies (CGR),
an initiative to assess the corporate governance practices of Thai listed companies. Listed
companies are encouraged to utilize the CGR initiative as a reference when formulating
policies and implementing measures to enhance the corporate governance of their
respective organizations. In addition, the evaluation results can serve as a guide for listed

companies to develop and enhance their corporate governance operations. Investors can

M BR Maejo Business Review
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further benefit from the CGR evaluation results by incorporating them into their investment
decision-making processes through securities analysis. The assessment criteria were
developed by referring to the Organization for Economic Cooperation and Development
(OECD) Principles of Corporate Governance and Thailand’s Corporate Governance Code
for Listed Companies. The CGR project survey criteria will be applied to evaluate
companies listed on the Market for Alternative Investment and the Stock Exchange of
Thailand, without requiring participation applications. in accordance with the
predetermined standards of qualification. Score ranges are assigned to the evaluation
results as follows: The following range of scores is indicative of performance level: 90-100
= excellent; 80-89 = very good; 70-79 = good; 60-69 = average; 50-59 = passing; and below-
50 = not applicable (Sustainable Capital Market Development, The Securities Exchange of
Thailand, 2024).

3. Hypothesis development

In 1976, Jensen and Meckling published Agency Theory, which outlines a
collaborative relationship between two parties. The principal delegates the resources and
rights to manage them to the agent (Agency), who is responsible for maximizing the
principal's return. Moreover, the agent will receive reimbursement for their endeavors. The
costs of monitoring management's performance and the costs of incentivizing
management to take actions that do not harm shareholders. The consequences of
management's actions that result in a decrease in the company's value are accepted by
shareholders. This will result in negative consequences for the organization and may pose
challenges in the future when seeking to raise capital. An agreement in the contract or
fraudulent behavior in the performance of duties has occurred if a company lacks the
tools to monitor management's performance and if management decides to create wealth
for itself by allocating resources to itself in addition to non-returns. Hence, corporate
governance and anti-corruption serve as effective mechanisms for preventing and resolving
conflicts that may arise between principals and agents. It is also regarded as a means of
regulating the operations of the company's management, so establishing an effective,
transparent, and verifiable management system. This fosters trust and confidence among
shareholders, investors, and stakeholders, as well as all other parties involved. Hence, it
can be asserted that effective corporate governance and measures against corruption serve

as means to enhance the company's value and foster its sustainable growth.

M BR Maejo Business Review
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Signaling Theory is an additional theory that elucidates the manner in which
investors will exercise their information to determine whether to purchase or sell
securities. Investors possess distinct information. Investors are afforded less information
than executives of each organization. Consequently, executives construct trust in the
organization by proactively providing the public with information (Spence, 1973).
Executives employ participation in the CAC initiative as one of the methods to
communicate their intentions and actions to investors.

As an illustration, Ghazwani et al. (2024) utilized gender diversity, audit committee
expertise, and audit committee independence in their evaluation of corporate governance.
The literature review revealed that corporate governance measures variables in a variety
of ways. Gender diversity, audit committee expertise, and audit committee independence
were identified as significant factors influencing the disclosure of anti-corruption
information, which is a measure of corporate governance. Anti-corruption disclosures by
the 100 largest companies listed on the London Stock Exchange exhibit a positive
correlation with both the quantity and quality of such disclosures. This finding is consistent
with the research conducted by Previtali and Cerchiello (2023), which investigated the anti-
corruption and corporate governance practices of Italian stock market-listed companies.
The number of women serving on the committee, the presence of outside directors, the
gender composition of the committee, and the level of board independence were used
as an indicator of corporate governance. The findings revealed the board of directors'
independence, the proportion of women serving on the committee, the number of outside
directors and the extent of anti-corruption disclosure are positively correlated.

Moreover, by analyzing the correlation between corporate governance and the
extent of anti-corruption information disclosure, Previtali and Cerchiello (2023) utilized the
variables chairman and managing director to designate the same individual as a
representative of corporate governance. A negative correlation was observed between the
level of anti-corruption information disclosure and the presence of the same chairman
and managing director. This suggests that the presence of such individuals is indicative of
their ability to exert control over management. As a consequence, the level of disclosure
pertaining to anti-corruption practices will be diminished. Nevertheless, this correlation
was not observed in the findings of Guntasam's (2018) research, which utilized the

shareholding proportion held by the controlling individual. Ghazwani et al. (2024)

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.



9

UM 6 aludl 2 WaunsngAu-Suneu 2567

discovered that when examining the correlation with anti-corruption, the individual
occupying the positions of chairman of the board of directors and managing director is
identical. There is no correlation between it and disclosures to combat corruption.
Furthermore, eligibility for inclusion in the SETTHSI Index does not necessarily preclude
the possibility that a given organization will engage in fraudulent activities involving its
financial statements (Phaosiriphanlop, 2021).

From the review of the literature several studies, including those by Ghazwani et
al. (2024), Benyasrisawat (2019), Guntasam (2018), and Saiya (2018), have discovered a
positive correlation between corporate governance and anti-corruption. The investigation
conducted by Previtali and Cerchiello, (2023) established an inverse correlation. Some
studies failed to establish a correlation, such as the investigation conducted by Ghazwani
et al. (2024). In previous studies, corporate governance variables were assessed through
the examination of gender diversity in audit committees, audit committee expertise, audit
committee tenure, and audit committee independence (Ghazwani et al,, 2024); the
number of women serving on the committee, the independence of the board, and the
presence of outside directors, individuals hold the dual roles of managing director and
chairman of the board of directors (Previtali and Cerchiello, 2023); independent directors
are those who hold directorships in other companies; the controlling individual determines
the shareholding percentage (Guntasam, 2018); the evaluation results obtained from the
Thai Institute of Directors (IOD)-ranked Corporate Governance Report of Thai Listed
Companies (CGR) were incorporated into the analysis (Phaosiriphanlop, 2021,
Chernviriyakul and Srijunpetch, 2022).

Anti-corruption is assessed by the degree of consciousness regarding the presence
of corruption within an organization (Boateng et al. 2021); it is evaluated through the
utilization of GRI-compliant reporting criteria (Previtali and Cerchiello, 2023); and it is
quantified by the level of awareness regarding corruption; Assessment was conducted
using the Dechow model, The Altman Z-Score, The Beneish M-Score, and The Altman Z-
Score models (Benyasrisawat, 2019). Additionally, participation intentions in the CAC
project were taken into consideration for measurement (Phaosiriphanlop, 2021). Given the
circumstances in Thailand, the researcher deduced that there is a higher degree of

corporate governance. Consequently, there has been an escalation in the efforts to

M BR Maejo Business Review
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combat corruption among Thai listed companies. Hence, the following assumptions are
established in this study:
H1 : The level of corporate governance has a positive influence on against

corruption of Thai listed companies.

Methodology

1. The population in 2022 consists of 904 firms listed on the Stock Exchange of
Thailand. The sample group consists of 466 firms. These companies have provided
information on their participation in the CAC project and have obtained corporate
governance scores from the CGR project in 2022 (The Securities Exchange of Thailand,

2023). Shown in Table 1

Table 1 Population and sample

No. Industry Group Population Sample

1 Agro & Food Industry 77 51
2 Consumer Products 61 23
3 Financials 81 60
4 Industrials 137 72
5 Property & Construction 208 75
6 Resources 80 57
7 Services 195 98
8 Technology 65 30

Total 904 466

2. Corporate governance is an independent variable. The evaluation of scores for
the CGR project involves gathering data from fact sheets, which are summaries of

information published for each company on the Stock Exchange of Thailand's website in

2022. These fact sheets bear the symbol CGR and are categorized into three distinct

SCore ranges

M BR Maejo Business Review
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Score ranges Symbol Meaning
90 - 100 Excellent
80 - 89 Very Good

70-79 Good

3. The anti-corruption policy of each organization is the dependent variable.
Participation in the CAC project is assessed through the acquisition of information
disseminated on the CAC website; this is demonstrated in three instances: The expiration
date for the certification, declaration of intent, and certification has passed. Then, proceed

with the data collection. As shown in Table 2, assigns values to the variables.

Table 2 Measurement of variables

Corporate governance Against corruption
Score range Measurement Level of Certified Measurement
<69 1 Expired 0
70-79 2 Signalary/Certified 1
80-89 3 Certified
90-100 il

4. The frequencies, percentages, maximum and minimum values, and averages are
all components of descriptive statistics. Inferential statistics encompasses the examination
of the Spearman correlation analysis and simple regression analysis.

To examine the relationships between dependent and independent variables, the

following regression models were constructed:

CG= Po+ PrAC+ €

Where
CG = Level of Corporate Governance
AC = Certified level of Against Corruption
,30 = Constant
B1 = Regression Coefficient

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.
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Results and discussion

Table 3 Level of corporate governance and certified level of against corruption

Corporate Governance Against Corruption
Industry
No. amount Signalary/
Group N/A Good Very good  Excellent  Expired
Certified
1 Agro & Food
51 1 3 22 25 6 a5
Industry
2 Consumer
23 2 3 9 9 7 16
Products
3 Financials 60 5 3 15 37 4 a6
4 Industrials 72 2 11 30 29 13 59
5 Property &
75 8 9 20 38 22 53
Construction
6 Resources 57 3 3 16 35 9 48
7 Services 98 9 7 24 58 27 71
8  Technology 30 2 2 3 23 3 27
Total 466 32 a1 139 254 91 375
% 100 6.87 8.80 29.83 54.50 19.53 80.47

Based on the data presented in Table 3, it can be observed that 254 companies,
accounting for 54.50 percent, exhibit the maximum level of corporate governance at the
excellent level. Following this, 139 companies, representing 29.83 percent, are deemed to
have very good corporate governance, while 41 companies, representing 8.80 percent,
maintain good corporate governance. The analysis revealed that 375 companies, or 80.47
percent, possessed against corruption certification and declaration of intent. The number
of expired certifications was observed to be highest in the property and construction group
and the service group, relative to the other groups. The gradual recovery of this industry
is a direct consequence of the severe effects of Covid-19 (Inchupong, 2022). Potentially as
a consequence, the service group and the property and construction group failed to renew

the project.

Table 4 Spearman correlation results

Corporate Governance (CG) Against corruption (AC)

CG-Total 0.412%%

#x0 < 0.01
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Spearman correlation was used to analyze the relationship. Corporate governance
in the context of each industry category is illustrated in Table 4. The aforementioned
factor exhibits a moderate degree of correlation with the endeavor to against corruption.
Given a correlation coefficient of 0.412, statistically significant at the 0.01 level. There is
moderately positive association (Hair et al., 2000).

To prevent the occurrence of multicollinearity issues, it is employed to verify
statistical values, including the Variance Inflation Factor (VIF) and Tolerance. The variables
are independent of one another if the Tolerance of a variable is nearly 1. A problem is
indicated when the value approaches zero. For Multicollinearity and the Variance Inflation
Factor (VIF); If the value is extremely close to 10, it indicates that the level of relationship
between the independent variables in the equation is high, which is a multicollinearity
problem (Miles and Shevlin, 2001). The study of the relationship between the independent
variables revealed that the Variance Inflation Factor (VIF) value of each independent
variable was less than 10 and the Tolerance value of each independent variable was not
close to zero (> 0.5). Thus, it is possible to infer that the variable "All independent entities”

is not associated with any other entity.

Table 5 Simple regression results

Coefficients?

Unstandardized  Standardized Collinearity
Coefficients Coefficients Statistics
Model B Std. Error Beta t Sig.  Tolerance VIF
1 (Constant) 144 .063 2.296 .022
CG .199 .018 452 10.907 .000 1.000 1.000
R-square 0.204
Adj.R-square 0.202
F-value 118.973
Durbin-Watson 2117
N 466

%0 < 0.01
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Consistent with the established hypothesis H1, Table 5 demonstrates that
corporate governance of Thai listed companies as a whole has a positive effect on against
corruption (b; = 0.199, p < 0.01).

The impact of corporate governance and anti-corruption practices on companies
listed on the Stock Exchange of Thailand is the subject of this study. The research found
that corporate governance of Thai listed companies as a whole has a positive influence
on the against corruption. This is consistent with the findings of Ghazwani et al. (2024),
who discovered a positive correlation between the quality and quantity of anti-corruption
disclosures and corporate governance mechanisms. A positive correlation was observed
between corporate governance and the extent to which anti-corruption information is
disclosed, according to Previtali and Cerchiello (2023). Similarly, Saiya (2018) discovered
that the level of corporate governance score is correlated in the same way with the anti-
corruption efforts of publicly traded companies in Thailand. Good corporate governance
has the potential to serve as a preventive measure against corruption. In regard to the
company's investment planning, this is regarded as a positive indicator for investors. Hence,
it is imperative that all stakeholders strictly adhere to and diligently observe the principles
of sound corporate governance as they are implemented throughout the organization.
According to a further explanation by Teerasuwiphakorn (2022), the values of the group of
listed companies that obtained a high score in the corporate governance assessment as
determined by the CGR project (or engaged in the CAC project) were greater than those
of the group of listed companies that obtained a low score or did not participate in the
CAC project. demonstrates that listed companies whose profit data receives high corporate
governance scores in the CGR project (or do not participate in the CAC project) are better
able to explain stock prices than those whose profit data receives low corporate
governance scores. Consequently, investors benefit from shareholder participation in the
CAC project and adherence to corporate governance principles outlined in the CGR project.
Proximate decisions may be formulated utilizing the data obtained from the corporate
governance assessment. In the future, these criteria will serve as a guide for corporate
governance agencies as they formulate evaluation standards to ensure that corporate

governance remains effective and suitable.
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Conclusion

The objective of this study is to study the influence of corporate governance on
against corruption of Thai listed companies. The sample was collected from the company
summary (Factsheet) of 466 firms on the website of the Securities and Exchange
Commission Thailand (SET) in 2023 and website of Thai Private Sector Collective Action
Against Corruption (CAC). The statistics in data analysis were frequencies, percentage,
minimum, maximum, mean, the Spearman correlation analysis and simple regression
analysis.

The findings of the research indicate that a significant proportion of corporate
governance score levels consist of values between 90 and 100, comprising 54.50 percent
of the total. This is followed by values between 80 and 89, which account for 29.83
percent, and values not exceeding 69, which account for 6.87 percent. The degree of anti-
corruption largely hinges on obtaining certification and declaration of intention, 80.47
percent of the total. While the expired certification 19.53 percent. The results of the
hypothesis testing indicated that the level of corporate governance has a positive

influence on against corruption of Thai listed companies.

Limitation

1. An analysis of companies that have participated in or been certified by the Thai
private sector anti-corruption project but whose certification has since expired is the focus
of this research. As a result, it might not serve as an apt token of the organization's genuine
anti-corruption stance.

2. Anti-corruption and corporate governance may be influenced by the
characteristics and scale of the company. Subsequent research should investigate the
characteristics of the firm and its scale, as they may relate to corporate governance and

anti-corruption.

Suggestions

1. Applying the findings of investigation

The study revealed a positive correlation between corporate governance and the
prevention of corruption in Thai listed companies. Participation in the CAC project may

vary depending on industrial group, as it does not differentiate between them.
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consequently, the utilization of research findings may necessitate the examination of these
concerns.

2. Theoretical contribution

The company's pledge to uphold sound corporate governance and combat
corruption is demonstrated by its involvement in the CAC project. The company's
accountability to society, the environment, and corporate governance is illustrated. It is
regarded as an instrument that executives employ to communicate the company's
intentions and actions to investors. It is predicated on signaling theory, which
administrators employ to create investor confidence.

3. Potential future research

3.1 An examination of the relationship between corporate governance and against
corruption should be conducted using a sample group of corrupt companies, which can
be identified through allegations of corruption made by the Securities and Exchange
Commission (SEQ).

3.2 Other variables that can explain and reflect anti-corruption within an
organization should be considered when analyzing anti-corruption. Furthermore,
engagement in anti-corruption coalition initiatives such as opposition to corruption
behavior analysis and utilization of predictive models like The Altman-Z-Score to identify

patterns of corruption, among others.
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Adaption Strategies for the Survival of Community Enterprises

in Nonthaburi Province

Anong Taiwan'" Nawarat Chowanachote’ Lalida Joomsoda® Pattareya Henklang’

Abstract

This research aimed to study adaptation strategy that resulted in the survival of
community enterprise and the relationship between adaptation strategy and the survival
of community enterprise. Questionnaires were used as the tool for data collection from
308 certified and registered community enterprises in Nonthaburi province. The
questionnaires were distributed to one person per one enterprise. Confirmatory Factor
Analysis (CFA) and Structural Equation Modeling (SEM) were used to find the relationship
between the variables. The results indicate that the adaptation strategies on the aspect
of focusing on customers, forming products differentiation, technology application, and
cost strategy had lesser p-value than .05. It can be concluded that all the four aspects of
adaptation strategies had positive effects on the survival of community enterprises.
According to the results, the group of community enterprises should foresee the
significance of the adaptation. When the environment has become the business obstacles,
it requires the entrepreneurs to adjust strategies along with changes in the environment in
order to survive and create competitive advantages. Therefore, businesses should form
relationship with customers to create loyalty in products and services and to make
outstanding differentiation that would become the identity. In addition, it is necessary to
adopt up-to-date technologies for the smooth operation with cost management toward

maximum efficiency.

Keywords: Adaptation strategies, Survival of the community enterprise, Community

enterprise
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ANUABINITVBINUSINA wazilunudeinisilidnaugawaseninudensuInTwiivigsne

9

aunsasdunsidlaluszezeny

[

INNITNUNIUITTIUNTTU N’J‘UEJlﬂﬂTVi‘lmﬂi@‘ULL‘Ll’JﬂG’II‘Llﬂ’]iQ 8 fiail

s [
Nagnan1suIun’

nstiaudAyiugnen

NSATNAMUUANANY ' a a
AIUBYIDAVBIIEINNIYN YU

nsUsulszendldinalulag

AN 1 NIDULUIAATDIUITY

HUNAFIUNTIAY

H1 : nagnsnsiiauddyiugnAtdanuduiiusidauinseninuey 50nves
AN IYUYY

H2 : NagNEN1TATNANMULANAAUREA T AUFUTUSIFIUINFaAILeY

FOAUBNIANIYUYY
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H3 : nagnsn1suTulssendldinalulagiauduiusidauinseninueysenves
JAUNYUYY

H4 : nagnseusuuilauduiusidauInsenLeg senveanagUI

521U8u3BN1539
1. Uszunnsuazngundagig
Uszns fe ngadamiagusuludmiauunyialdsunmsiusenastunsadou Felddu
UszrnaidmneuienguiiegsdmiunisAnuiluadsd S1uu 308 Tauia (nesduaiu
FAMAIYUTY NINAUATUNITNEAS, 2565) NUTIVTINTOYALALNITHINKUUAD U UFIUNY
nawauAa 1 au sl 1 FamAe TansuIuiaie 308 Ay
2. \n304ileAdy
M5398135USna (Quantitative Research) fisjafufinwinagnsnisususaiioninueg
somvadiamiryuvuludmiauuny3 nglduvuasuauueiosilelunsise
3. Msadaeiesiienldlunisise
nsaduUUABUNTY Wamnuanddeuiiduiaudvesnagnsnsusudildunann
NSNUNIUITIUNTTY
3.1 wuuaeuny Usenaulume 4 diu
drudt 1 Feyavily
ddl 2 nagmdnisususn
dudl 3 Anuegsenveia ALY
drudl 4 delauouuz
3.2 WUUATIREBUTIENS (Check list) M¥Sadeyamhluvesmeuuuuaouny
3.3 LWUUNRNTInUsELiuA (Rating scale) i 5 s¥AU
1 = laiugoogeds
2 = liiiuse
3 = laduidla
4 = ey
5 = Wiudgoeeds
NE1NTUINITMAADUAMAMYBILUTAB U Dl LARAUAT I UL B v
(Content Validity) Ingff3deihuvuasunuiiadadulignsnuyduiofisrmglanizidos
$1U9U 3 ¥1U YN3RI UNAENIIIABUAIINMLNE AN YD BV aTAIIIGNF B IR

' '
Ve = Va v

2IAUTENOUNEIT8A0IN15ANYY naINUWINsNAdeUIAIANTelY (Reliability) Ferf3de
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ASIIAANUTBL UV BANNABAAR BIN18lUAI8A1dUUSEEANSWaaN1veIATaUUIA (Cronbach’s
Alpha Coefficient) mgnisdiiuuasuauflaaiiunisusuusunlunuausinve et vy

iluneaedddiungudied1adslilynguiiegeasddunisddenseil 91uau 30 au lnedediany
AodlA1 O faust 0.70 YuluFashiodndemanuinnnudediu

4. nMsaaTeidaya

ya o aa o o

A338MmMuUAIENMTIRTsideyanvaifd msunsinseideyaidausuanlasuain

wuuaauny tngldatialumsiiasgideyamedsnumansielillanuminzauuazsasnndoaniy

'
a v =

ToyanaringUszatdnisize Fansiaseideyalasnismauduiusveiinls lagldns

q

AATIEY0IAUsENOULTIEUEY (Confirmatory factor analysis : CFA) kagnAd@ouTaauufgIuain

aun13lAs9asne (Structural Equation Modeling : SEM)

o/

NAN15398

[y

Tyanwalideildlunsiiasziveyauazgauna

nagnsNIsUsum Idydnualiage AS
nshinudAgyiugna Iddaydnualiige Cus
NNFATNAMLLANAS ledydnwalfge Diff
nsuszynaldinalulad Idydnualsage Tech
AU Ideyanualiage Cost
ANBYTOAYDIAMAIYLYY Ideydnualdnge SCE
AuUTEAVEHA ledydnwalfge Effti
AUUTEANEA N lddnwalfge Effci

1. M53ATIBIAUTZNaULT B UEY (Confirmatory Factor Analysis : CFA) nagngs
n15USuAQ

fustlunsianagnsnisusum 4 daued 1eud nisliarmddyiugnén (Customer)
n1saseAuRAneIg (Differentiation) N1sUszendldinalulad (Technology) kazA1uAUYU

(Cost) AaanIluNINg 2 wagm15199 1

M BR Maejo Business Review
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o3 Cus_3 -sss Cus
a96
ea
Cus_a 707,
s Cus_s =8
(e6D)— o2 725
®—> Diff_2 596 Diff
615
—> Oitf_s 605 -
es Diff_a 72
.52
10 Tech_1 774 74
.676
=1 Tech_2
< 536 Tech
®—> Tech_3
.69
@13 Tech_a "
Tech_S -87
R N s e
& -
Cost_2
o1 Cost
Cost_3
@ED— 646
@ t Cost a

Al 2 luwan1sinnagnsnisususa

AMuNaunauvaslamanagnsn1suTusa
CMIN P CMIN/DF GFI AGFI NFI TLI CHl RMSEA
136.192 .04 2.458 915 902 937 917 951 .045

M19197 1 A niinvesesRysenay (Factor Loading) : nagnsnsususa

Factor Loading S.E. C.R. P

Cus 1 <— Cus 657 .053 11.078 o
Cus 2 <—-—- Cus 674 064 9.802 o
Cus 3 <---  Cus 666 074 13.895 o
Cus 4 <—-- Cus 496 .085 13.785 o
Cus 5 <— Cus 107

Diff 1 <---  Diff 725 073 12.608 o
Diff 2 <---  Diff 596 .075 15.301 o
Diff 3 <---  Diff 615 062 10.741 o
Diff 4 <---  Diff 605 064 18.258 o
Tech 1 < Tech 774

Tech 2 <-- Tech 676 .082 8.881 o
Tech 3 <--- Tech 556 .088 10.845 o
Tech 4 <-- Tech 698 .087 11.981 o

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.
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M15199 1 AN niinvesesrusenau (Factor Loading) : nagnsn1susus (se)

Factor Loading S.E. C.R. P
Tech 5 <--- Tech 690 .094 8.371 o
Cost 1 <-— Cost 446 .082 15.664 o
Cost 2 <-— Cost .582 091 14.332 o
Cost 3 <--—- Cost 801 .088 9.445 e
Cost 4 <-— Cost .646

Toyan1nmsnsil 1 wan1siiaszsiesduszneudedudu wui1 lamanisianagnénns
U5uf danunsadadasadng fansanldanaiadfildasiaaeuaiiunseeddng tewn
A CMINp = .04 CMIN/df = 2.458 GFI = .915 AGFI = .902 NFI = .937 TLI = .917 CFI= .951
RMSEA = .045 wagainmiinuesesdUsenauveasinlsannnia 0.30 lunnesAusenay (Hair,

Black, Babin, and Anderson, 2010) F4A1UN1TINU0989AUTENaUVBIAILUTILABININATT 0.30

wandliiiuinlunansinnagnsnisusuditinnunsudeasiasaenndesiunanisin e

2. N1331AT121RIAUIENBULTIBUEY (Confirmatory Factor Analysis : CFA) A3ag
FOAVBIFEMNIYUYY

Ui fildlunsiae ey senvesiamisgurudufiuad ivamunanuunAnues
(Steers, 1997) Tagviinis¥aandausd 2 &1 Ao duuszAviua ldun nadlsgns (Net profit
LAz UIUGNATLANTY (Increase customers) AuuszAnsan ldun Arwasdngdnd/anu

\We3TuveegnA (Brand Loyalty) Asuanslunmi 3 uagn131ai 2

Efft_1 787

651

17

Efft_2

24 )

1665

Effei_1

1

A 3 Tueansin auegsonveiaI iYLy
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AUNANNAUVBILULARA1NDE TDAVDIIHMAIYU VY
CMIN P CMIN/DF GFI AGF NFI TLI CFI RMSEA
185.153 .03 3.014 915 918 902 917 967 .045

M19199 2 AnlinvesesRUsEnay (Factor Loading) : MINNBYIEATRIAMAIYLYY

Factor Loading S.E. C.R. P
Effti 1 <--- Effti 787 .047 14.715 orx
Effti 2 <--- Effti 651 .068 18.340 oxx
Effci 1 <--- Effci .665 .084 21.540 oxx

foyaanmsnedl 2 nansiaszsiesduseneuidsdudu wuin lumanisinnweysen
vesiaviaguruiiaunsadslassatie finnsanldanaadanlinaaounnunsseduing
TauAen CMINp = .03 CMIN/df = 3.014 GFI = .915 AGFI = .918 NFI =.902 TLI = .917 CFl= .967
RMSEA = 045 WagA1umtinuededfUsznauuedfusiinnin 0.30 lunnasdusenau (Hair,
Black, Babin, and Anderson, 2010) FernhmrinvesesdUsenauvesiiLUIzdosInnii 0.30
wansbiiuilumansinanuegseavediaviatuyy danunsadalasasdenaaosiunanis

AATIEH

3. A157LAS12Y9AUTZNBULT 98U (Confirmatory Factor Analysis: CFA) AauUs
593
A15IATIEVANLATUTILATIES 190099 UT R UsEnaUlulman15398 91UIU 2 AwUs

Lo nagnsnisusuiiuazanuegsenvaiamiayusy nansliasedandlunni 4 uay

A19197 3

el Cus 753
e2 Diff .651

71 AS

.68
e4 Cost

.62

& et 633

523 SCE
e6 Effci

2NN 4 TURan1IneIkUS5IN
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AMUNANNAUVDINUAAAILUTTIU
CMIN P CMIN/DF GFI AGF| NFI TLI CFl RMSEA
194.441 .04 2.175 924 918 941 966 926 047

A15197 3 ANUMTNURRIAUSENBU (Factor Loading) : flussiy

Factor Loading S.E. C.R. P
Cus <--- AS 753 .066 10.147 *xx
Diff <--- AS 651 .096 13.147 *xx
Tech <--- AS 710 .084 17.275 X
Cost <--- AS 684 064 15.185 *xx
Effti <--- SCE 633
Effci <--- SCE 523 072 14.938 X

Toya1nm119il 3 namslingiesduszneudsdudu wud1 laeanisiafauus
Lo nagnsmsuiudiiavanuegsonveiamiayuvy danunsadadaseaing farsaunlaann
AadanidnTadeunnunsavedlina Téwd @1 CMINp = .04 CMIN/F = 2.175 GFI = .924 AGF
= 918 NFI = .941 TLI = .966 CFl= .926 RMSEA = .047 LLazﬁ']ﬁ'mﬁﬂ?lEN@ﬂﬁﬂ'ﬁ%ﬂﬁ]U“U@\igf’JLLUi
11nN31 0.30 lunnesAUsenau (Hair, Black, Babin, and Anderson, 2010) FapmTnues
93AUTZNOUVBIRILUIIZABININNTT 0.30 wandbiiuanlunan1sindiudssauilinnun s

1ASIAS19ADAAADINUNANITIASIZA

4. NAFIUANNITIATIAT AT ANNAFIY

4.1 NMINAFBUANNITIATIATY

nsnaaeudadoidefuduld Tduldudaudsiiiunisiaesd Uszneuidadudu
(Confirmatory Factor Analysis : CFA) 417 LAS18 % @un15LATIaS 19 (Structural Equation
Modeling : SEM) Lﬁ'af‘;mﬁwﬁ@hﬁmﬁfﬂﬁwﬁwaﬁuamaqﬁnémiﬂ%’ué’h laun aslvanudAyiu
gnA1 (Cus) Msafamnuuaneng (Diff) nsusultinalulad (Tech) MsuTmsauauu (Cost)
waznagdeulunaaunislasiadeteyaaUsedndiulumanisinaiued enreaa MR
(SCE) Fadunsimszilumaaunisiasad1asedudion (Single Level SEM) Tnganunsawans

NALAGININT 5 WaLA15199 4

M BR Maejo Business Review
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27 @_’

483

611 631
@[T
=) @
®
22 435 0
®
A 5 lamaaunisiaseasng
AMUNANNAUVDIIULARFNNITIATIFS
CMIN p CMIN/DF GFI AGF| NFI TLI CFl RMSEA
253533 .040 3.018 958 924 954 937 924 .048

A15199 4 M1519NTInANNdBRAaRBdluLAa (Measuring of model fit)

Autin133n NTININTFINNITIR AEnn
p-value P> .05 .040
CMIN/df <3 3.018
GFI > .90 958
AGF > .90 924
RMR < .05 042
RMSEA <.08 .048
NFI > .90 945
CFl > .90 924
TLI > .90 937

i - Sinjaru (2012), Rangsungnoen (2011)

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.
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Yoyaainansnsil 4 wansiinszrinuaoandesuaslana (Measuring of model fit)
Mnlunaaunislassasiasaelusunsy AMOS TnefiansanldainAiadddildnsisasuniiy
aanndovadlunaiudeyadisusedny wulin A1 CMINp = .040 CMIN/f = 3.018 GFI = .958
AGFI = .924 NFI = 945 TLI = 937 CFl= 924 RMSEA = .048 fatfuisaguindoyadauuinves
lnaiianuaenndesnaunfuiuteayaidauseding

4.2 MINAADUALURAFIU

MnNMsAnwInagnsnsUsuiienuey senvesiamiayuvuldfvuadoauuiignu

v
v

ilevinnsmaaeudsil
H1 : nagndnshianuddyiugnA1dauduiusidauinseninueg senveiainia
YUY
H2 : nagnsnsasemulansudauduRusduinsenI1ueg 58AY AT
YUY
H3 @ nagnsnsUsulszgndldimaluladiinnuduiusideuindeninueg senvesiainig
YUY

H4 : nagnsausuuilaUduTuSidauINsenLeg TeAYe AU

A5 5 ANTNNITNRdRUTRANNRFIY

dunRgu wiesiuny  AduUssAns  SE. C.R. P
H1 SCE <—  Cus + .256 .078 4.588 X
H2 SCE <-- Diff + .245 .069 3.645 X
H3 SCE <—--  Tech + 121 .049 4.752 o
H4 SCE <  Cost + .168 067 4.115 o

M1 6 M1SNNTATUNANITNAARUTRANNRFIY

auuﬁgm NAN1INAEBU

[

H1  nagnsnisbinudidgivgnAnfienuduiusifeuindenuegsen  Julumuauufign
VOIIENNIYUVU
H2  nagndnsaseAnuLAns1eaUduRusdaUIN Julmuauuiign

MBA2NLDETOAYDIFIMNAYUYY

H3  nagnsnisuSulszgnaldnalulaginnuduiusideuindeninuey Julmuauuiign
TOAYBIIANNYUYY

HA  pagnsamusuuiinnuduiusidauinsenuegsen Dulumuauufign
VONIAANIYUYY
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dsduazanusnena

1. #5Unan1sIvY

MsAnuideies “nagnsnisuiuiiionnueysonvesiaviaguuludminuum”
aunsaasiuazenuseng Igieredd

1.1 dnuaeN1aUIzINTVeINguiiegis

naueieg 191w 308 AU ddlugilumands S1wiu 213 au Andulosas 69.18 91y
a6 YAl S1uan 145 au Andudosay 47.08 aunsfnwnssduuszaudnu S1uau 175 au An
JuSoway 56.82 svaviiarsniiueu 5-10 U $1uau 205 au Antdusesay 66.56 wavdrulveil
selaserioustszning 5,001-10,000 U W 1w 123 au Anduseuay 39.93

1.2 nansvedeunagnsNIsUTusiiBnsnasenueysenT AR LYY

PMNNANITILATIERANNEDAAADIBIlIAE (Measuring of model fit) anluLaaauns
Tassadreselusunsy AMOS lagfiansanaineiaddnlinsisseuauaenadesvedliinariy
JoyaldeUszdny wul1 A1 CMINp = .040 CMIN/df = 3.018 GFI = .958 AGFI = .924 NFI = .945
TLI = 937 CFl= 924 RMSEA = .048 fsiuisaguindoyadiuunvedlunaiaiuaenndos
naunduiuteyadaissdntuarainnimadeuanufigiui 4 auufgiu ldud

(% Y a v W

H1 : nagnsnisiiauddgiugnAdiauduiudidauinseninueysenvesiamving

Y

YUY
H2 : nagnsn1saseANuANAsllaUFNRUSIZIUINAA LY TRAYBIAMRAYUYY
H3 : nagnsnsuSulszendldinaluladiianuduiusidsuindeninuegsenveiamia

YUY

% 6

H4 : nagnsausuuilaNduTuSIduINdenLeg TeAYRIAMRAYUY

o w [y

HANTNAABUATUIN auuAgIuden 1 89 auuRgiuden 4 Ae nagnsnisiaaudideyiu

o

v =B

NAN NALNENITATINANLANG NagNSNITUTUUsEEndltnalulad uaznagnsaumunuil

q

D)

p-value Wo8nd1 .05 39a3UI1 NagNEN1UTUAING 4 AU ABNTNALTIUINFRAIINOY TEAYDS

JamnayuYY

2. NsanUs1Na

% Y

Toauugun 1 nagnsnishinnuddgyiugnandanuduiudidauinseninueyonvas

(Y 1 [y 13

Fawiaguyy ngudiegsdulngaglinnudidyiugndi msielunagnsuislunisaina

q

ANNAUNUSNALAZAINNTaATIIA AT UTENINGNATUAINITLAZUUTUR daravinlignand]
v v A & a ! 1 ¥ Y A 1 ! a =) 14 IS ! IS (%

ANsnAnFraluTus Ramsdulvglvgnanfidusiulufanssuvseldinaluladeselindnng

WiauszAunshiuInIsuAgnan afeaudilaluainudainisuegnan s1uvianauauese

ANUABINITYRINAMIlUAUNEA S IIkaTN15UTNTT FeaonadaaiuauIdeves seiaTva
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9

YAnAna wazyne dandu (2564) Alavn13@nv19uIdeises BnSnavean1suinsgnan

s (%

duiusuazanuTuiaveusadenuniineanassninAvegnAlsUsHaeT Fanan1sIdenuin

NSUIMTgNANENTUSIUNSARRNgNALazA UM TAIT SN AUgNAdIHALBIUINFBAIY

[

¥nAnd
TRANUAFIUN 2 NAYNTNITATIAUUANFANTANUTUNUTITIVINFADAIUBEY TON VDS
Famiaguru nguiiegvdiuliguesiinisaiisnnuuanasunandaidudnuilanisadng

Anuliusaulunisudsdu sengAnssuusianealniivdsuwdadsa Wedte voumiy

£ v

WANENY YOUAUIAALAULALHBINITNITEOUTU YINIHTINAABIMININOUANBIAIIUABINITVDY

¥

Auslnadlenisasisnnuuenaeidluiuauaudinisldndndue nseeniuudlsiniaivady

Y

N1390NLUVUTIS MR eemudaniu savdlva ndului saufsdduainarsudanlaal
AonAdesTULLIANYBY Porter (1990) naNide lelvinisdnnsiufAsenvesgnanlena u3em
Fesfinuanansafiazu foRnuldfninguaduiiesnisszyuaznevaussainuioinisvesgnii
w090U gnAfaglinuAwnduivens afdeliusoudnisuiaduliiuisinedegiunig

wenuegliAuAULANATDY NSUSUURAMAMENUSEiauevsaiauetalainvilinis

[ [y

JannsiulfisenvesgnaninaudugnSHanudy dnsiaumandusilranilanuaeuiaegiem

v A [J 1

FuAnedmhedddd nsinunmildwdatelddndudwdidglunisussaianisdanisiv

)

UfAsemesuslnaiimienit Snifsdaenadasiunuidevns gursn 01129A3 wax e
wudnwal (2558) IiAnwaAdeies nagnsmsusufiiieruogsenvesiuszneunisgsne
ihdmesiuluan sunedles dianigauyd annisininuii fusznounisldldnagnidan
UI2aun19NI3AAIA 4P’s NAYNTNITATMAIUUANAIS A1TLINAAANIZEIU N1TUTNIS
Anudusiud uazaufuiinvourodinuuazdwndeuduildniugluiunagnsnianisnaia
anunsaduiugshalifianueg sesesUsznaumsssininduriesiunaranunsadndauazasos
Taguslneldiduesned uenanidsaenadosiuauideves wiasng naslavis (2564) Anwina
q‘mémiﬂ%’uéhLﬁaﬂmmagiamaqqiﬁaLﬂ%@qﬂyuﬁumﬂuwmmﬂﬂmﬂ HANTSITENUIN NSUTUGN
ileruegsenazlsimuddysumaluladuinnssy fMumsuimsdunui funisaiianing
WANEATN kAEAUNNTHRTURAIARNIENGY

Toauuigiuil 3 nagnsnmsusuuszgndldinaluladiinuduiudidanindoninuegson
Yyadamnaguyy naudlegedulnglvnnuddyiunisusuldmalulagmsizuesindagdu
wAlulag i TunuInegeuInlun1svingsia naenaun1swiaduAsutIIguLse Aan1sAaeling
Usuiiteliiaonadosiuanunisalilidsuudadluiiennuegsen msvsuldimalulagidu

[

N1uaenluN1IsANMAADa1IN15II1D9aNALAALAIN IAL5T LAZUAINNAEYDINIUINEG WU

Y

A1U130R0UAUBINGANTINHUILNATIABIN15ANTIAGT Anwasainauiglunisidentduinig
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¥

W nMsdsdedudvseeulal nsthseAndudWuluvieweundindusie q saudsaansaduiiy
Aamsldegnendowia axninings uasdusednBnmanndedu dsaonadestuuuifnves 1n
funeuuii (2560) Ideuauliin mstauesuuuunsuinsiitelinisdnaulavesgndn
nsgilddnetu Tnogatiuauasmnauislignénanndulunistedudn lddnasterudamna
Fvnouuud Ay wied e unnseaulat wion15doAudHun1eRiALTUTeNIY Home
Shopping ﬁQU%Iﬂﬂﬂ’]NWiﬂﬁﬂ%@ﬁUﬁ’ﬂﬁﬁ]ﬁ@@ 24 Faluslaglififungn devadlvdefinas ol
susuumstissiulfdenldieinsyduanidofuresetasinuiinaashn Ssagtaenseduaiy
aenldesntovestuslneld uenanilfiaenndoatfuuideves unua oyausTaL uay wund
wWang (2565) AnwaAdeiFes MeseanaziumansUiufeiaviyuuuu AT vaivds
INgR COVID-19 vaslng Han153TunuI1 N1958AR1UNITIANITTINNguiulusULUUTaMAR
yuvussnanduifiutaninl msveesuladsuiuvisnsairanalunsveduiiauiu ns
soARIUAITARATUTINAINAAS g Ta AUy Y evawaulugusuliaiunsondandndue
JamAaguvuinesndnvaiflaasiu annsadnnitendndusildvatsteamng meseasiunsg
FanseufiamAvyury nsuanideuFeudiaviayuey lenuduinaifleauazyuwuluns
\ideszuunisduguey Wy msldueundiatusaulativesanitunisdu Wusu uenaindds
aenndaaiunuitoves windns navlavie (2564) Anwinagndnsusudiiionnuegsenves
ganuedadufuslunnianans san1sifenudn mavsusuiiernuegsenaglianudidy
sumaluladuinnssy FumsuTmMsEunLm fMunsaisaLLANANg wazsumsyatiunain
DY REAGH

TOANNAFIUN 4 NAENSAMUAUNUIANNFURUSITIVINA DALY TRAVBTAMA YUY

q

'
a o

nausegnadunglianudAyiunsuimsaunumemarane ludnnmaswevesusinaa

v

e g Uszneumsdulngyuduiensdnaiunisvesmenisansiaiegslaguilan

dmiugusznaunmsselngensazlinagnsansanlsmszdninensiiuinnin widimiu
fusznounsruienasuazsuainiidilsdes adsanunsaansiaiasldinnin dsdunagnsii
wangaude Msaafunu Aansmsleszinuuamsdunisanduruiduyunmsuasiuny
yedommszmnannsnandunuadld 1 um wirtuRanseediladistu 1 v duies g
Ui sunuasuuvasiunmganuasioiiieliesdnsanunsoudstulduas Uszauanudnialu

a

mMstuilugsiatadudsddglunszuiumasusuaz msthluoamenisuimsdansdunu

[

i ilelidundsilsfiiintudeneldiannsundouiiinisudetugs aenndosfunuifnues
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Modeling loyalty in agricultural brands using machine learning techniques

Sutheera Munsaen'® Sirikul Tulasombat® Wiyada Chaiwet?

Abstract

The transformation of farmers' status in Thailand emphasizes the societal and
economic changes impacting the image of farmers and agricultural activities. It is noted
that farmers are aging, and there is a decline in the number of new-generation farmers,
leading to a scarcity in agricultural technology and innovation development. Farmers
necessitate technology development and product standardization to meet market
demands and enhance product value. New-generation farmers need to cultivate skills in
modern agriculture. Information technology plays a pivotal role in analyzing customer
sentiments, aiding business planning, and decision-making. This research aims to examine
the types and levels of brand loyalty in agricultural products through machine learning
tools, utilizing qualitative research methods such as interviews and observations from a
sample group of customers who have previously purchased agricultural products from
businesses. In-depth interviews were conducted, and the data were fed into learning
models to analyze customer opinions using natural language processing and machine
learning algorithms, including Support Vector Machines (SVM), Naive Bayes, and Decision
Trees. These algorithms were employed to compare the effectiveness of categorizing
brand loyalty categories in agricultural products. The study found that enhancing customer
satisfaction or reducing dissatisfaction with products or services could be achieved using
data derived from classification methods through learning sets. Brand loyalty towards
agricultural products is most significant at level 1 and decreases as it ascends to level 5 in
the positive opinion group. Conversely, it is highest at level 1 and diminishes as it goes up
to level 2 in the negative opinion group. The obtained data can facilitate businesses in

efficient planning and decision-making, ultimately enhancing their competitive advantage.

Keywords: Brand loyalty, business competition, emotion and sentiment analysis
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AN 1 Uansdunaudun1n1sUIinAvegnan (Customer Journey)

UFuU39970: Shaw, Ivens, (2002)

2. wunAnnsBeuiuauasas (Machine Learning)
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UsyAvEnmmsvineuesssuuliRau (BM Cloud Education, 2022)
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msdangudayals (Clustering) (F1uinauduaSuiasugiafaa, 2565)
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ANUANARDATIEUATUAUTIALAR (Attitudinal loyalty)
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ngfnssun1sietegwioiiies :nnsAnwiunumussguuuuaunAludungingsy wud
seAuAIARuABIfUUsTAUNsalnAT AR wandiiiufeunldudvwadenuyniy

[y

YDIQNAT KAXN1TTUIANATEIMTIEUANaNTalUdAuinfrensd@udla Usvaunisaln

dwararnuinitinseusquitusyaunsaimalszamduda (Sensory experience) Usvaunsal
1991500 (Affective brand experience) Uszaun1sainiangfnssy (Behavioral experience)
Uszaunisal 19T ey (Intellectual brand experience) hagUszaun1al ATIAUA A 1Y
AUALIUS (Relation experience)

Auassnd LA T @nwiszduanuassndnanensidudn 5 Ussuandadl (W3a
unaauUIIaun, 2563)

[y

1. seaudl 1 Tfinnusnilanae (No Brand Loyalty)

D

(% =

2. seauh 2 Ranelavsede/uslnaluysesn (Satisfied/Habitual Buyer)

€

D

L =

3. 32AUN 3 fawela (Satisfied Buyer)

D

4. seeudt 4 Simnudureu (Likes the Brand)

5. 52AUfl 5 dAuBaRARURTIAUAT (Committed Buyer)

MBR'AHH] of Business Administration, Maejo University.
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52108UEN5Y

1. Usznsuasnguiegng

1.1 nqugnAifiiasd oA ud1n1an1sinuasaing sAas ut sAuA1mian1sineasuas
fusznaumnnuasiulmiludmindmu waeiiussaunsaiinsdedudiaingsiasimineaudn
yanainens 110097 5 assmgluszeringn 1@ou S1uau 10 918 T35dmEoNLULLEZ
(Purposive Sampling)

2. \30aiieAdy

mAfedidunmsifodenmnm indesdeflflumidulsun

2.1 wuuduniwal [fUszifudaauuuAslasaaing (Semi-Structured Interview) Tneit]
gnduntualanunsaneumauliegialinning @en3snmsdun1ualitadn (in-depth Interview)

2.2 westiufinidios ufinvadnRanssu

2.3 Sufinawluaniunisalsng 9 seninsdnduionssuaunun Sanudsanisdnda
Alvdaya

2.4 aynantuiinseninansdunivel

3. Mmsaansesdieldlunsisy

wuvdunwalfildussiumauiuuAstassaing (Semi-Structured Interview) Tnedifign
dunwalaunsaneumaiulaegnalnning ldenisnsduniwalidedn (In-depth Interview) 1u
inesileflfiiudeya TnsnanseutsziiiuddyluusiazidevesmsdunvaliBsinauuuamai
T lunsfinuide WethdeyamusuativayuteAunuannsidoidsuima esandeyadild
nngliteyandnidudoyaidenumnzanlunisidifsdodunuiinevaussinguszasdliuay
SEWINNTAUNWAILTY 98 n(Boudlaie, Shahidi, Kenarroodi & Nik, 2020; Shahin, Alimohammadlou &

[

Abbasi, 2024) Tnedlassas1awuudunivaliBedn aeil @i 1 dnwagnildveslideyandn

[%
[

Usenausmie Jeyamna Tayadamindeyaotende wazanudlun1syedunminisinunsiasy
= 1 P 1 [ v [ < d' LY [y v a a 1%
Wou wag @i 2 wuadu 2 eAanlulssliufeidulTean LarseAumIuAnAfRnTIAUA"
~ vy Y] Y a & d' Y] ¢ Y aa ! U o al
wielvigndunivallauansnnufaiu etuuszaunsalgnaidnaden1uassndnalun s
AuAmMeNISNEAS (Cuong, 2020; Puangmaha, 2023)

NINTIVADUALTEIRNTILLNT (Validity and Reliability)

Ya o Y Y N a & Y] ¢ a = aal .

AI38ANTIAERUAINATILAEAVUTIBUTLTD ML UUTUN W0l TENA1UT50e Adhabi &
Anozie (2017) A1l

1. Indenuvdunwalltednilaas @ ulie195gMUs nwIns 9@ un uAINILLAE NS
wlapnuvangvestamauiveliianunseanqulutedniuroaingussasanisivze niouve

ANLUEUNLUINIINITIATIZALL DM ILALITNITANTUNITIVY hazUIAILULUT LA SULITULUU

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.
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Funalielidauaseuaguluiilen warudlowvudunwaldednlifienuauysaindoutiay
il lunafununudeyalutuneudely

2. ileldTaugdulunisnsavasuaunssedenilunisfine nsiiaszild
sudunsanglinsevvesnisiiuniunudeyauaznsinssideyasunseisiianuuilonas
Wivsweitazianlflunside

3. ieliiAnAunssesuidelussninssandeavenssuauniside ewidedld
AMruAIsN155IUTIToyan1TInTzikasnIsiAuTeIleya AsieaiBenluiade N5y
FIWTIUToYa Uar NMINTIFUTYANaUNITIATIEN (Ouyang, F et al., 2022)

4. snAdeil#l4lUsunsa Orange Data Mining Tumsliaseitayalasfideidugmun
siavesteyaidouvunuugunnifioanmquiuugunguiildlunsnwiielmannudios
Tunissianay LLUamasuaw”auua (Bowornlertsutee & Paireekreng, 2022; Munsaen,
Chuchuen & Sukphan, 2023)

4. nMsaaTeidaya

4.1 MylasendeyaldenanIninuduius seninnsdaviianyiarnsinguiuy
vosdoyauiielidamnudilaunndululsingnisaidy q lumsinseiteyadideldldlusunsy

Orange Data Mining (Danish Umer, 2020) n1519lUsunssu Orange Data Mining az281#n1s

é’]’mm'ﬁ%’agadw%uﬁﬂ (Munsaen, Chuchuen & Sukphan, 2023)

= ¥ a a

1. dansdeya Pelunmsinsadeuuasmstuiindoyaidudeyanuiildanmsduntval
Suldiun anmUduiinides mnuuutudin fldaeuaiuainngusegn

2. famsuwannudn Grelidnsidrdsed usnilusiumanuAauasnguiald
msfnmandeyaiildanmsiiusiusnanuiundddteyaunmieanuiunilddne

3. fuvndeya msfummasuanfnmidmvualilusunsuaztisuanamaaIngIudeya
fiatestunsimuadaey

4. wansnmsmvesdeya nnsuanaiionvislasiarenAnluiunousing 9 ves
nszUINMsAeA MmNy MU A LdTuS s syadeyaiiinstufinasly

5. maseusa msliidenvesgudeyadanauamnuisoyaiisatuuuaiufn
Y9INGUTIBE1 LagnTzUILuMSTildHadwsvidaran ATy

Y v o

L TUSNSUAINN5098TUNNITINNITHAETLASIERTDUALS AIENTITVNIULTUNITAUNT

Y

'
a a o % t o v U

Toyauaznisdnuendoya Wudu winsesvgeuteyadadufonssuiunidedesiidiedies
nsafiunisisiufsnsaeandidesdunivaluaznisduiinteya Janasnsazgniiuinazisey

Sealnl naanduaziideyaniseuiteaaiinglusunsa TUsinsu Microsoft Excel wiauai

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.
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¥ a

FoyardrganisisouslasldinaianisiSeuiveuaios (machine learning) d1uvasnisiauly
nstayatdygansiseusingldlusunsy Orange Data Mining

4.2 MmsUszananadeny tiosandeyaiilfdenisnsduntwalifsdn (In-depth
Interview) §338levinn1santuiin wazaeawmdides aglusuuuutennuiasdosuasdoniiuli
oglusuuuuiinminoufiamesliannsaseuild ileaiuadsdoya denszruiunisussanana

v Y o =
VDANUUYURDUAINTINN 2

o A ev v
vinisaaawnl u.amu’mam‘mﬁl.m’mmq

Aumusalidedneananiluglunusaals:taa SentimentiModel ChatGPT

Feature Extraction

. Word Segmentations Positive Neutral Negative
LexTo

Bag of Words

Index trems

2NN 2 LEASTURBUNITALDUNUIILALNITODNLUUIIAD

FumeunisUszaanatenuinmil 2 Suannurademuilldnisdunivalidedn (n-
depth Interview) Mntuiin1snenmy uagfuidearunnsdunisaidsdneonuiduguuuy
vosselen Mndulfuendrawinefiiulsslenen senunluurazen Wemnamwlnedul
finsldiadnuseniedydnualitnldduseninsmuasnsiuissdmdountudengulu
nsfnuildlusunsudamaiuinedelusunsudndln (Lexto) Aitmurlnsqudinalulad
dlanvselinduazAoNiiinosunyd

nM3as9nd It (Bag of Words) 1l a5 urengusinvesanlaglalddadandn
Tensal Awudfiny uwardduvesilasuuanldidu Feature lumsdadauvsdordoniny
Classifier \iloldngaddmmidl waziluassdaiiiddny (indexing) Teglusuuuuveanninesen
iminvesdadunisdunmiain udnungvesenaisvionsmaiminvesd (Term
Weighting) 1u07u3%’851°i’fmiﬁ%’ﬂqﬁ’%ﬁwﬂmﬂﬂaﬂﬂsmmﬁmﬁﬂgﬂLLUUﬁWLﬁm (Single word)

o
[ Y

Ingli38nslimindndaduisnldussfiumddyuesmnionmdnuaeiu lneanihninvesi
mlgarnnisieuiisumddglugeanaiivinuumddginuludioiy tiediaauiun
AumAIninvesRvienanve Tudunauiiilusunsy Orange Data mining 1¥aeluy

nsaseensmAnivesdayaluguiuuniwiveg danimi 3

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.
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A S\ = -
g 15 .
PR
Y 8 g Lamn
o

Selected Data .
Data

Corpus
& fentiment Analysis|

Preprocess Text q e
%
¢ % Term Frequency: Count
§ \ S¢

S
Kl Document Frequency:  IDF v

Regularization: (None)
é " @ Hide bow attributes
=28 | F104 B1o4
(SEE]

Corpus —. paty

Bagof Words  Selé

Data Table (1) (1)

AN 3 NMsAaANUesAT (IDF) Iaslusunsy Orange Data Mining

4.3 1333 1UUTIaBINIsIATIEiANANIuN 1w Me (Sentiment Model) N15a314
wuudassdmiunsiioud Tagldlusunsu S-sense mstinsizsimuAndiiuuudelnidoaiiife
FemATan1TUszaIaNan MsTTNTIR LarnFeuiFieiaTes danndl 4 anduldSaneiiiy
n1951uun 3 358 Support Vector Machines (SVM), Naive Bayes wag Decision Tree bii®

) a a a o 1
L“LJ?EJ‘UL‘V]FJ‘U‘U?%?I‘V]SJ’I'WWﬂWiQWLL‘Uﬂ‘WiJ'J@‘ViH

@ thitinunbits ~

ontir

positive

a4 mslElusunsy S-sense AszrianuAniuLenszAUANSEN

NaN1SIY

A

NuITEiIasgUlkuUANasndndlunsduimemsinens lngldimalian1siseusves

. N o & awv = o v o a v
LAT B I@UN?@Qﬂigaﬂﬂ&LUﬂqiﬁfﬂﬁ I‘Uﬂ'ﬁﬂﬂ‘ﬂ']zﬂLL‘U‘UﬂWiaiWQﬂUWQJ"ﬂﬂsﬂﬂﬂﬂiumﬁanﬂqﬂqﬂ

1Y

N15NWYAT LagANYIUTEAUNTAINITTONEN NI AUAINIINITNYATVDIGNAIKNIUAT BTTBNTT

a v

138u30LA3 83 (machine learning) N353 98 un1539elwdsnunin TneddIdeunaue

[ [

HANITIAY 2 dumuinguseaadniside Al

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.
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a2 1 SULUUNI5E519A10ISNANA lUASIRUAIMNIINITINYAST

Y

A3glevinisduniual (In-depth interview) 3MNnguRI8E 9T INFUINANNIALTBFUAT

e

NFINITIMUEFUAMINNISINEAT YaeUsznaunisineassulailudwmind nu Munayiy
wAEe warllUsraunTsallAg@eduAINgINATIMUIEAUAIMIINISINYAT 1NN 5 ASsely
Sregiian 1oy 913U 10 518 wud dgddnuiegndwmin dmu way Wedlval dwmsunis
Unaueteyajuuuunnussndndlunsiduaimianisinens {33elainvayaluduwunlagly
ada a [5874 v [J a Y v a = [J aad
FMTegtayamekuuiasinsiseusliaglidanaiiiunisdnuun 3 35Ae Support Vector
Machines (SVM), Naive Bayes t.ag Decision Tree L amiﬁf’lLLumﬁaJ’J(ﬂm{“UENEULLUUﬂ’J’IZJ
PWINANAUATIFUAIMIINITABAT I1UIUTIEU 105 Tamudelnainnisduniwal (In-depth
interview) gnAMAEZRAUAIIINGSAATIMNEAUAMINMTNYRT Inedseavidundwoludl

gANsIEuiamnsaTunUsTiuANuAniutenaugnAieItugULuUAINaIsNANG
! a v 1 [ ¢ o &
AonTIAUAMNINISINYAT kuseanlu 2 Useiaudsil

1) sULUUAMHIINANARNTIAUAIMINNITINYAT UTeLanAuassndnan1aniuensual
NaN1STIMUNTBYE WU NaUgNALALARIRIUARALAEIAUNTTOFUANIINSINYATTIAADIN
° v = val 3 v a X v i
Puundeyavesnnsiseuineglulszianensuaiveswi@oiiniy Sevay 64.4 (M15199 1)

2) JULUU1THRIANRISNANARBNTIFUAIMNINITINEAT UsENaumeHanIsTuuntaya
WU ngugnAlauanInuAniufgIiunsTeduamInsinensiinInnsTLundeya i

v a1

sUwuuasHalnNassnANAsiensIdUA1 915UalTIUIN (Positive) Soeay 91.9 (M15191 2)

v a1

A15199 1 ﬂ']ﬁ"\‘]”]l,l,uﬂgﬂLLUUﬂ’J’]ll"N'%Jﬂﬂﬂﬂm@@iﬂﬁu%ﬁﬂﬂﬂﬂﬂimwmi

UsziAuANAnLIY AuA Souay
(Uszlem)
USELANMAT U 67 64.4
USZLANNIAUAANA 38 35.6
34 105 100

1NA519 1 naugnA1daNsnAnAfenI1duAINIINISNEATIUUTELAINIA Y

ansual Andudosaz 64.4 uniign seadulsznnnaiuvaua Aadudesas 35.6 aua1au

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.
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v a a

A157197 2 ﬂ’]i‘ﬁ’]LLUﬂE‘ULLUU@W?NEﬁﬂ’N&J%Q%’ﬂﬂﬂ@m@ﬁﬁ’lﬁu%’]%ﬂﬂﬂ’ﬁmﬂ@ﬁ

suuvansual AR Jouaz
(Uszlon)
915uallBIUIN (Positive) 96 91.3
915ulI9aU (Negative) 9 8.7
37U 105 100

NENTNIN 2 NFNGNANANNSNANARBRTIFUAIMINMSINEATHFUL UL THALTIUIN
(Positive) AntluFowaz 91.3 wnfian sesawnduguuuvesualidau (Negative) Anidusoway
8.7 ANUEAU

1NNaN15338luA15199 2 wudn nnqugnAdluluginnusndnaseduninig

[

mManwashudauan wasdanuianelalududigel egnslsin deyauandliiiiuinersuaids

[ a

UINLAMUANINAINDISUALTIAUE NI NEd AN 913NANNa18Ua98 WU AUNINDLavD 9

>

anAN ANULELBLIYRITBYA (bias) UALAMNINYDIFAUA

dauil 2 szERuAuRedAnAluas AR IMINMsINEAsHIuIATasilanTsBBuveaATad
nansiaTgidayadsatuusiansdmiunisdouiiasnageu S1uruisdu 105
Forudsldannsdunival (in-depth interview) nausiaag9dngugndnfiiasdedudnain
gafafismineAuA MmN nnens vesiuszneunnnunsulvallufmiadmu fanass ua

a o 1 a ¥ 1

i wazduszaunsalinedoduA1angsnaTiniigduamnianisinens 11nnan 5 aseniely

'
=5 [y o

J2EEa 1 Heu 911w 10 918 wui Bgidunegidmin dyu waz Wedlnl Jadudeyanis

Y

a ! Y  aa o w v & & ° Ve
wanaAuAAWINAINNAuanAT NdUnefiu (Label) Toyailu 2 Useiiu anunsadnuun anusan
2 szavu laun sgaueisualidauan (Positive) lananaiis Aunmvesduiegluseduiagiiuiu
AR AUTININNSINERsRS N glunsasTnAuA LA MsLUEaIngde social media WWudau
a = a N & v o a v a
7 1 JAzRUUNINTgAAD 94.12 AzluY 5838311 LWUUTELANANMUISNANANIFTUWIRKE ]

= a v g v a a i a v @& o o a a

Na90 ANNINYRIFUAMNNITNYAT NS sUgUSENINR T80 LTudAUN 2 Tazuiuy
9231 Azwuu luszausisualidaau (Negative) Linanaueisuallunnuszinu laen1sduun

| d' - a v d' . . oA X a v Ay oa o &
H1ULATRlaNTSIS U3 vaeATes (Machine Leamning) Wudn dn1stedudvisdvionuuazdsde

o U dl

a v ady 5% @ I3 = N a Y 1 =
au@']EJWBIWN@IQ?JLGUUﬂU Wuanaun 1 NﬂSLLu‘UNWﬂW?j@ﬂ@ 81 AZLUU T9IANUN 1@ﬂa']']ﬂ§1 {jig‘Vi’]

ANSLNDNYDINIINITININNUNY ALY 80 ATKUU

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.
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a0 a

M990 3 NSV HUNTEAUANUIITNINARBATIFUAINIINITNYAT

STAUYBIAMUNNARDATIRUAINIINITNYAT AUA LG
syaudl 1 Liflausndlaeiay (No Brand Loyalty) 50 47.1
seeul 2 Manelavsedo/uslaadulsyan 6 5.8

(Satisfied/Habitual Buyer)

s¥AUT 3 Wewala (Satisfied Buyer) a1 39.4
seduil 4 Sruduveu (Likes the Brand) 5 4.8
sedud 5 fiaudafnfuasdusn (Committed Buyer) 3 2.9

394 105 100

NeTNN 3 lvimsiesgiderussyladeiidmasianuassnindlunsidudives
gsnadmendnineinnIsinens Mnanuianikansesnun Yadesegignseuinluuin au

v

AosrAuraAUinAienTIduA1 NMsUsrendldnisiinsgideninunieweniuls Orange ey
naudaesngumdmuanuiEniiuTngluidazinde nmsairavilosmnuAaiuiiiedumiade
ddyaniminveusasidediden ﬁwﬁwﬁgﬂé’f@ﬂﬁjuLﬁuﬂdmﬁwﬁLmﬂﬁiwﬁ’ummf\i’m’auﬂ%ﬁﬁw
grvhelugndeya luduneumsataudnuurvestonudaniBng TF-IDF (Term Frequency-
Inverse Document Frequency) waziiauadayaluguuuuves luguiuu Word cloud snldlu
M531ATIERANLAY0IANEATY (Keywords) wazuansnaluguLuy Visualization Tun1siuun
TYARIUYANITITHUS AT MUNTBYAIINTEAUANNASINANATUATIFUAIFUAIN NN YATVD
ané oanidiu 5 sz dwiolud

siudl 1 lifianudndla 9 188 (No Brand Loyalty) Hanissiuundoua wuin ngugnén
Wuansmnudaiuieafunginssunsvesgnéniideuanunsadedudldvndie Sreuusus
lyudunusudilonnzianzas waganansadfulasununueisualvesauies Suundoyaves
yansi3ouslusziui 1 fevas 47.1

seauf 2 Wanelansede/uslamduusysn (Satisfied/Habitual Buyer) #Han1531uun

¥
=

Taya wul1 ngugnAlanansmuAnuiuludnvuznivansisgnainnuinelolududi
a v & ° 1Y vee % ¢ v o & 1% a Ay a v
duanduusedn uwiddanuidnnisiuersuaiinsgnunisdadulade gnAnaziudeudvedun
viuil lngduundeyavesyansiseusluszaui 2 Sevay 5.8

seAUT 3 Wawala (Satisfied Buyer) nan153nuundoya wuii nqugnAllauansainy
a o Y o ~ = o v a v oA T & Ao oA i
Aniuludnvugniivansisnisidanuauivdviedud1mde uaglidesuladedviedu udluns
wWagulagedvieduvesgnanvzssiitadeniewmnmailseuiisunvilviiasula lnedwundeya

YoyANTLsEuilusEAun 3 Sovar 39.4

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.
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LY

seAUfl 4 dauduveu (Likes the Brand) nanisdawundeya wuin ngugnenlauans
anuAniuludnvusiduantinnuiureu quvatiudie Juinainensuaimiuidnvedgnd

lngdundeyavesynnisseuslusedu 4 Sogay 4.8

sgAURl 5 dAnugadniunsidun (Committed Buyer) Han139auuntaya wuii nau

9

andlduansanudaiiuludnvaueiiuansdenisianuidnniagiladveuaremduiussumiu
f0 uaringinssudoduddrauduides Fufnnorsualamiuidnvesgndn Tnedwundeya
vosyansFeuilusediuil 5 fevay 2.9ngugnindinuasindndsensndudmanisinens wui
sefumNssnanalunsduddudmenisinens Tusedud 1 lfiausndlaquas (No Brand
Loyalty) Tuaugnénduuneelungusziuil 1 1nniign fosas 47.1 sesasn sedudl 3 flenele
(Satisfied Buyer) $ovay 39.4 syAudl 2 Maneslanded o/uslaaduuseysh (Satisfied/Habitual
Buyer) ovay 5.8 seiufl 4 fimudureu (Likes the Brand) Sovas 4.8 uaz szdud 5 fanude

a o a

Annuns1@uai (Committed Buyer) Sowag 2.9 muaInu

v A

M1519% 4 M3TUUNNGHAT (keyword) UB95AUANINTANA

Level of brand keyword Weighted
loyalty

3ZAUALATNANANGNAMNAATITIUIN

SEeuT 1 oA, ansdy, Audanll 30
SeeuT 2 Usvaunselfia, lesusuziianiiioy, vende 15
seiudl 3 AufusIen, s1A0gn, Audign 27
syt 4 MUY, Toliet 9, ALY1BUISN, Wuiules 12
SERUT 5 %yaazhmﬂu@u, Foutiuey 7

[

J2AUANIINANANGUAUAATIUE AU

SEHUN 1 Laiflpannaeaulal, 5urlna 14
SELRUN 2 AuAAuN NG wsilng, WIdssuAaun 3

1NA1597 4 ladiasiendeniuseydadeidamananinuassninalunsdusiredgsie
o ! a o 3 [J @ A
Imienindueinansinuasuenidy 2 Ussiaume

1) 52AUAUAITNANALUATIFUAIFUAINNNITNEATVBINGUAIUAAWI LT IUIN
(Positive) wudn Tusesud 1 Admdnuinian damdnviadu 30 589 seaudl 3 den
Wntinuiiy 27 seauil 2 Sedmdnewiiu 15 seaud 4 dendmtineintu 12 wasduduanyng

S¥AUN 5 TR MINYINAU 7 Auaeu

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.
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a v

2) 32AUAUITNANATUATIEUAIF UAIMIINITNBATVOING UAIIUAALAULTIAY

- a

(Negative) nun Tusgdudl 1 anbsiinandian dedmdniindy 14 sesasn sedufl 2 e
Bt 3 snads

nan1TUTEL ULUUTIa99 (Evalution Model) hazil N33 o UL g UNaNITILATIZN
FanesNuNITTIUNUTELAN 3 danesiiu LauA Support Vector Machines (SVM), Naive Bayes
waz Decision Trees m8lUsunsu Orange Data mining mmaaagﬂwams‘wmaaﬂé’ﬁamswﬁ 5

v

&
JU

A15199 5 kananN15UsEUUSEANSANUBILUUINEBY

Sentiment Algorithm Accuracy (%)  Precision (%) Recall (%) F-measure
Positive SVM 93.80 94.60 96.60 95.60
Naive Bayes 96.10 98.70 82.60 90.00
Decision Trees 80.30 94.70 94.50 94.60
Negative SVM 93.80 93.50 94.30 93.50
Naive Bayes 96.10 95.70 82.60 95.60
Decision Trees 81.20 91.90 92.45 93.40

910151971 5 wanan1sUssiulsEAVS AnueaiaLuUsIans nan1svnassdiofiatsan
ANYNABI IINTIMUNAIINTAN 2 S2av Laln ANUFANTIUIN (Positive) war Lsau(Negative)
ansnsoagUldsd

AUSENTIUIN (Positive)

1NN1ILATILTANAAIUAINS AnLTuan (Positive) taelddane3fiu 3 uuufe
9ane37u Naive Bayes 8ana39u Support Vector Machines (SVM) tagdana3fy Decision
Trees
Susuil 1 msldsanesfiuuszan Naive Bayes AZIUUAINYNABY (Accuracy) 96.10%
ANNSYIUNE (Precision) 98.70% AAutnaztlu (Recall) 82.60% wagf1 F-measure 90.00%
Tunnsnaaesilldsiasinisiauresdanesiuuuusianiiinseiiionsualineldsaneas ity
UsgLnn Naive Bayes Fafinisldmafiniluanidoniufissyly (Tesmuang & Chirawichitchai,
2020; Munsaen, Chuchuen & Sukphan, 2023)

Susiuil 2 msldsane3fiuuszian SYM azuuuANgnFes (Accuracy) 93.80% AN15
vune (Precision) 94.60% AmIuUnaziu (Recall) 96.60% wazA F-measure 95.60% lunis

PNAABIN LAI1ABINITYINIUVBIDANDINULUUINED9NLATIZU V915Ul lne g danasAuUseLnn
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SVM Gﬁﬁﬁmﬂ%mﬂﬁﬂﬁiumufﬁam’mﬁisqvﬁ (Bowornlertsutee & Paireekreng, 2022; Munsaen,
Chuchuen & Sukphan, 2023)

Suduil 3 n15ld8ane3iudszLan Decision Trees AZLUUAIUYARBY (Accuracy)
80.30% AN15YUNY (Precision) 94.70% A1A1N1Naztdu (Recall) 94.50% uag@n F-measure
94.50% Tun1snaansd ld$1aean15vuresdanes uuuusiansdiasizidrensuailngld
9anasNuUsLLAN Decision Trees %aﬁmﬂ%’mﬂﬁﬂﬁiumuﬁammﬁizul’? (Singh & Tripathi,
2021)

AUSENTIAU (Negative)

PNMIBATRRANUAATIUANNIENTIAY (Negative) lalddana3iiu 3 uuufe

Jusufl 1 w1 wadildmsiesgiseiuanuidnmsensualldsaneifiudseian Naive
Bayes A¥KUUA1UONABY (Accuracy) 96.10% AN13YIMUNY (Precision) 95.70% AAIINUIAY
T (Recall) 82.60% wazAn F-measure 95.60% Tunisnaassiildsnassnsvanuesdanesiu
LuUsaeslzitiensuallneldSanesiudssian Naive Bayes dsilinisldinaiiailusuise
m’mﬁ"izqi’qi (Tesmuang & Chirawichitchai, 2020; Munsaen, Chuchuen & Sukphan, 2023)

Susiudl 2 wudwadildnisileseiseiuanuidnnisensuallddanesiuuszian sm
AZLUUAINYNABY (Accuracy) 93.80% ANITVIUTE (Precision) 93.50% A1A3 uU19zL T
(Recall) 94.30% wazfn F-measure 93.50% lunisnaaesd l§s1aesnisviauvesdanes i
LuusaeslinzitiensuallneldSanesiiudssian Naive Bayes dsilinisldimaiiadlusuise
mmﬁisqﬁ (Bowornlertsutee & Paireekreng, 2022; Munsaen, Chuchuen & Sukphan, 2023)

'
v a

JUAUN 3 NuImanlansmTenseauANiannesuallianesiuuseinmn Decision

a

Trees AXUUUANYNABY (Accuracy) 81.20% AINN5YIUNY (Precision) 91.90% A1ANUNLITU
(Recall) 92.45% wazA1 F-measure 93.40% L1N15NAAHE LAI1899N159N91UVBI9aNDS Y
LUUINABIATIENSUALAEl Y anaSTiuUsEnn Decision Trees @9iinsidimadaiiluauidey

mafiszyld (Singh & Tripathi, 2021)

dsduazanusnena

N ugNAT LABd A UAIMINITNEATIING A ATIMU AU NN TN BATVDS
fusznaunnnuasiulmiludmindmu wariiussaunsaiinsdedudiaingsiasiminedudn
yan1aAEas 11N 5 adanielussezinat 1 Weu $1uau 10 918 uazauasinAniluns
AuUAIMINITINEAT MU ARassntnalunsdudmismsineesalngiinduain Ay
395nANANIAIUDITUAL UINNTT ANIIAFNANNATUMANG TEAUAINIITNANALURTIFUAT

o w

NINTINBATHIUATBIIBNTLTUTVBUATBY (machine learning) LiteAunIUadudrdAyan
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Janakiraman & Wang (2023) Way Leelawat et al. (2022) wag Satauri et al. (2023) @1u150%78
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The Relationship Betaween Greenhouse Gas Emissions

and Business Value: The Stock Exchange of Thailand

Sirinun Wannarungsee® Arunee Yodbutr® Chaiyot Sumritsakun® Ratchaneeya Bangmek?

Abstract

This purpose of this study is to examine the relationship between greenhouse gas
emissions and the business value of listed companies on the Stock Exchange of Thailand
(SET). For example, listed companies on the Stock Exchange of Thailand displayed their
greenhouse gas emissions for 2021 to 2023. About 705 samples were collected from
sustainability reports and annual report information. Business value is proxied by Tobin’Q.
The study is conducted by using multiple regression analyses.

The research has found a statistically significant negative correlation between
greenhouse gas emissions (tCO2e) and the business value of listed companies on the Stock
Exchange of Thailand. The benefit of this study are that the company recognizes the
importance of preparing greenhouse gas emission reports, stakeholders can use the data
from this study to make decisions, and it can be studied in the future for those interested

in studying greenhouse gas emissions from other perspectives.

Keywords: Business Value, Greenhouse Gas Emissions, The Stock Exchange of Thailand
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Scatterplot
Dependent Variable: TobinQ
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WAADUN | WaY j LUUDATEMDNU
- e Durbin-Watson < 1.5 uansinanuduiusvesdianunanadoud i uag j ag Tu
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- f1f1 Durbin-Watson > 2.5 uansinanuduiusvesdianunaandoud i uag j ag Tu
AAN19AU Lagn1A1 Durbin-Watson #A11nd 4 Wan9I1A1AIUARIALAG DUT | Lag | &
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Change Statistics

R Adjusted Std. Error of R Square F Sig. F Durbin-
Model R Square R Square the Estimate Change Change dfl df2 Change Watson

1 .358* .128 122 61890 128 20517 5 699 .000 1.558

a. Predictors: (Constant), LF, Growth, GAS, Size, Profitability
b. Dependent Variable: TobinQ

31NA15N 4 WUIIA1 Durbin-Watson iy 1.558 denaglugae 1.5 fi1 2.5 wansinen
anuAaaweaeud i wax j 1udasesaiu Lﬂuiﬂmmﬁauisusummﬁmezﬁmmamaa@qwn

Jouled 5 nsnsredeuauduiusfuenislusiulseu (Base) aninduidewiotisn
wUséu (Base) wnnin 13Ul esann edifudsdassvansda dewinsnsiaaouin fauds
Sasvimaniiiiauduiusfiuesnsluvdelyl msiediinaves regression agliiundede unanlail
AzuAnTIIMIinTuYe Ll sty et uanfulsdassituase 9 TneA VIF A1stiouni

5 wag A1 Torelance 11nn31 0.2 (VIF < 5, Torelance > 0.2)

AN5199 5 NSeERUANNdUNUSH U eluALUSAY (Basy)

Collinearity Statistics

Model Tolerance VIF

1 (Constant)

GHG 0.725 1.380
SIZE 0.428 2.338
PROFITABILITY 0.377 2.655
GROWTH 0.993 1.007
LF 0.837 1.195
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Qit = Bo + BaGHGit +B2SIZEit + B3PROFITIt + B4aGROWTHIt + BsLEVERAGEt + Eit
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1aA1iaN1s Tobin’Q

Fauys Beta Std.Error t Sig
(Constant) 1.887 219 8.610 .000*
USunaunisuaseinglsaunszan (GHG)  -1.4940 .000 -3.599 .000*
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ANaIsalun1svinals (PROFIT) .000 000 2.893 .004*
nsnaAulavessels (GROWTH) -.002 .001 -2.367 .018*
mwm?’immqmsﬁu (LEVERAGE) -.207 .027 -7.595 .000*

o o A

NUER « * nangdsseauluddayn 0.05
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a 1
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AnduUsyanavesaun1sanneuiniy -1.4940 awnAans (SIZE) a1 Sie. iy 0.003 Fetiee
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MngnuiiuarAudaunderiinnawhliliansadeiuiumauddforuld Fuisauduiudiae
ausiayarianis awanasalunisyiiiils (PROFIT) i1 Sig. iy 0.004 Getfanndn sedi
Fedrdglunisveaeuil o = 0.05 wasfiAduusyansvesaunisannesiviafu 0.00 na1fe
Auanansalumsviiils danuduiudideuanduyadifonis Wemnuaansalumsiilsves
Aamaifindu ashldinamudunamulufans fuvestanisandiuiy uazhliyadians

YOIVTHMANTY 8nIN15AUIAve91la (GROWTH) dA Sig. 11i1iu 0.018 91ieeninseaiu
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Forecasting the Used Car Price Index Using Time Series Forecasting

Methods

Anothai Theppanya®” Napawan Netpradit?

Abstract

This research aims to: 1) study the forecasting of the used car price index using the
Classical Decomposition Method, Double Exponential Smoothing, and Holt-Winters’
Exponential Smoothing Method, and 2) compare the forecasting methods for the used car
price index, including Classical Decomposition, Double Exponential Smoothing, and Holt-
Winters” Exponential Smoothing Method. The most suitable forecasting method was
determined by the lowest Mean Absolute Deviation (MAD) and Mean Absolute Percentage
Error (MAPE) values.

The results revealed that: 1) the Classical Decomposition of time series using a
Multiplicative Model provided the lowest error, with MAD = 6.1813 and MAPE = 6.5451.
Forecasting using Double Exponential Smoothing (0L = 0.8, y = 0.8) resulted in MAD =
3.9621 and MAPE = 4.1532, while Holt-Winters’ Exponential Smoothing Method (Ol = 0.8,
y = 0.6, O = 0.8) resulted in MAD = 3.9535 and MAPE = 4.0722. 2) The Holt-Winters’
Exponential Smoothing Method was found to be the most appropriate for this time series

data, as it produced the lowest MAD and MAPE values.

Keywords: Forecasting, Time Series Forecasting, Used Car Price Index
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2. Winssuifisuisnennsalduilsiasasuniieass laun 33usndiuuszneu (Classical
Decomposition) 33l sunuuiendluuTsasiaeinsa (Double Exponential Smoothing)
wazdsn1sUTuisutendluileuldoauuuiumes (Holt-Winters’ Exponential Smoothing
Method)

ANSNUNIUITSUNTITUTNIVDY
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AI8YINSANYILATTIUTINENANT WAANguuaruITeNineITeeiu n1sneInsal
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i

avllsmsasusioaaddasldinatinnisneInsainieada i ed1u1Useynafuni1sITuAs
= = U dy
fs1eaziden eail

1. A1SNEINTA NUILDI NISAIANITIAIINABINITVDIAUAINT BUSNITNAIAINLLAATY
Tudreszezanlanainisdusuing waztinailnainnisweinsalunlduselevilunisinsie

v P ' A& & 1 a Y] PP A a ¢ '

AMNABINISTTUAIUAS 9 atdudsylevdnenisuinisinn1sndussdnsain nswensalius
Auszezatlatldu 3 Useian Town 1) n1swensaiseasdu (Short-term forecasts) tuanuae
mMsvuneYlessegatdu o ldiiu 1Y 2) manensalszeznats (Medium-term forecasts) 1u
dnwaznsnensadlugnaainilsUnseanst 3) n1snensalseyze1n (Long-term forecasts) A%
& ) & 1 v X ~ v o ) &g v
Wudnwauzvesnisneinsalatemi 3 J9uly wielddmsunisinsununagnsildiaailunis
adunisuanel (Montgomery et al., 2008) waflalunisnensaluisoanidu 2 Usvian laun
1) MInensaiidenmnIn (Qualitative Forecasting Techniques) Aa o1deUsyaun1saivesy
wensalusEnaunsneInsal vieldivdnyusveslymnliddeya 2) nsneinsalidaunmn
(Quantitative Forecasting Techniques) {unsnennsainflesldiuegnsunsrans 1Wunisdien
wanmsvnsanalaelddeyaluenunasadudwuulunisneinsal (Montgomey et al., 2008)

nNadf JUNSIITeshazane (2566) wanwiniswensalsanviesasud i lulssimalne

q

Weenagnslunisiineenvienelinensuddugs Innmaaey wul1 35n1snensali
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wingauiunsnensalvenviesasudlnitlulssmelng fe Moving Average NiANWAILENEY

ax

wazA MAPE #1n11358u 9 egrelsAnuiietisum1 MAPE, MAD, MSD a¥#u1135 Moving
Average JuiSnsnensalffianurainipdeutasninisou aeduenaldis Moving Average
I = '3
WUdNLUINelUNISNEINSad
93%1 UNIN1 wazdundy numtung (2564) laAnwinisneinsalyarinisdseen
sosud aunsaluavdlulseneuvetlszmalnemeitoynsuial TnaiseuWisunisnensaiis
' a ' A aa v a & ~ '3 a ¢ aa
ALRA YLAA BUN A5 USULSUULBND LWbUULT 9akUULaaY has I uLnes wazls Seasonal
Autoregressive Integrated Moving Average (SARIMA) %’agaﬁiﬂumﬁmwﬁ%mmmﬂiﬂilﬂu
UayayarINsateensaeud gunsaluardIuUsEneuTEouandlnuUdAnTENTINIEYY
AaLALAOUNNTIAY WA, 2551 Bafousuaay w.a. 2562 Wudwiuiaviun 144 Heu Teyanildlu
= 1 [~4 % q' q@' [~4 % 3 = =
n1sfnwaggnuuseandu 2 ya lnedoyayaninils \utayanudlaauunsIny w.e. 2551 89
Wauswaaw w.e. 2561 aggnlddmiunisasnsiwuuneinsel diuvesteyayniiaes \uteya
AILALADUNNTIAN W.A. 2562 DUABDUSUINAN W.A. 2562 219 IUNSIUTUTNBUAINULIUE VDS
mkuunensal lngldasesavanunainndouduysalaie (MAPE)
AMswennsaintglunuideasatiusenoume 3 35 oA A5vinbAssukuULeNGLULULT e a
%1884A39 (Double Exponential Smoothing) A5n15Us U utenglUilsulduanuuiumes
(Holt-Winters” Exponential Smoothing Method) 23Hiinnulaataulun1sdunawua g s
° v ° Y | A ° Yo v A a v ~
wargana vilimsnzdmsudeyagaiainie q et lUldiudeyanluwiliuiazggniad
oy 1Uszansnndninnadaniswensal waz3sniswendiuusznau (Time Series
Decomposition) #4N15:88n38N15NeINTUTIMINE AN AT UL NINTUIINAIAIUAANAIN
auysad (Mean Absolute Deviation: MAD) wagAnUasidudaupainafouduysainde (Mean
Absolute Percentage Error :MAPE) iflA1anfign 1neld35n15v1A1 MAPE waz MAD 1UuLneusiii
Tlun1siSeuisudwuunensal Fedanuuneinsalluuiilyian MAPE wag MAD fnvign fa
wuuNsNeINIaltuaziamINTauYeRyaRUN TR YA NN TR
2. dnwasnsiadeulnvataynIua
nsAnwdnvaznisied eulmveseynsunandunisiatsannewiteynsuiaidinig
wWasuwlasdnwarla laun wualidu (Trend T) fgUuvunisiiufiuvieanasegesiaiiiotn
= 1 . = U 1% dl’l A a d? <) o LYY
w3ali 9N (Seasonality S) HsUhuuANNAUNIY Anvazn1sTU-ae MAnTUTuUsEdn 19303
(Cycle Q) %ﬁé’ﬂwngmwumﬁu—aq WUUT 9 LLaszmﬁammmwma (Irregular 1) 19y
anvazgUwuunliiuuunay fa1sanainnsinvedeynsunanisuiuim wagldisnimieain

dmIuNITIUTIAATIEteya (una uiuliuns, 2549)
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3. MyIATgideyan1eana (Msnensaliuveynsua)

(%
[

35nswennsadn b lunisideasad loawn A5vintwSsunuuengluluuTgagd@ainsa

¥
a A o £ ¥

(Double Exponential Smoothing) 35 msnzdmiudeyadifinsiad eulminuuuuiueuids
dunssazlifnnsedeulmuvuggnia 3Fnsuivsuendluifeudsauuuiumes (Holt-
Winters’ Exponential Smoothing Method) agT5n1suena1uUsznou (Time Series
Decomposition) #sfiinausin1siuisuifisufio MAPE uay MAD itoedian faflseasben deil
(A WA, 2562)

3.1 SElAFeuuuuendlUiuuduadhansnds (Double Exponential Smoothing) 1y
FBnensaifindefuisusuesuendluiloudeanuudne (Single Exponential Smoothing)
FBnnensaisd [Huasildudnnsvesnismanadsiividagliiminanuddnytudoya
Twsisnn Amernsalaznevaussiuteyalmiidundn mnzdudeyafiinsidsuuvauazain
wnlsionn usdiuualidu (Trend) Whnniedes uifidosiindedondunuliiBadunss uazns
nenIaiANFEINITIRIYIAIAe ATt ayaTadesrlinaInT I druusndoyagu
wareuftaondudeyanutu eflaunisiell (Syaun esadin wasling 2dse Yy, 2555)

Fi= OLY, +(1- OL)F,

Fe=QF+(1- OL )F’¢4

F. = Anennsalsuilsiansaeunilodasainnisususibissulkuuengluiuuidsasg 1991
Y, = sulisnmsneusilogeiliinduasslunuieiian t
F' = uainisnennsalannnmsusuissudiaeanse dmsunan t

3.2 A8n1sUsuissuteng lutloudoaluuiuimes (Holt-Winters’ Exponential

2 ada ¢ q'

Smoothing Method) {u35TAszrounsunaninisiadeulninanuuilduiazdiulsenou

[
a1 o o o

§ANanaNN1S Ae deslimsmnuaAtsudukazAS U mTNgRslAUTuhudn 3 A1 lauwn o

WuAusuihwind msuawwaliy ¢ Wususuimind wiuanudu waz O Wuausuiwin

[y

Y It =2 = Y a = aa =
MMIUEANA sanvunlglunis@nwiasedl Wumuuudeuin delglunsannisiudsuiiasees

Mo

v
v

Toyameluggmalailsfisisieuunliuvestoya (Bowerman and 0’Connell, 1993) fail
Yur) = e + Pr t+ St + &
Amgnsal T henaraamiifinensal o nan t
Tnefimsiwes e, Be, St unu drnsit pudu uae diulszneuggna muany
fusdu &t = 1,23, ..t wnu mnuamandeudisidedeiniuaud il anduiug
wazANLuUTUTIUAS

3.3 A8uendiuusznou (Time Series Decomposition)
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n1sneInsallslminzdmsudeyaniuuiliudninavesggnia ldnensalsvevduna

19
aada v 9[)9/ v

szazUrunay A5udnsltnannisusussurawendluiieudsawasdainsnusus s uNne1ve9

A U

fuganIa Av FkuunsAn (The Multiplicative Components Model) Hudrusznausisdves
oynsunafidfmuuunsgu waziianuduiusiu Weduladundadanvdsundasliesd
nansznuAensUAsuLaesdLUszNeUdY 9 nde fuuunsganduiifeldiumniiae
Yi=TXCXSixly
Y, = A1UDINITNEINTAI
T, = A1BVSNAVILLILY
S = ANBNENATDIYNA
C = ADNENAVBIIYINS
. = ANDVENAVDINITHULUSLUURAAUNG
4. MyiaFmNuAaIRLARBUYINTNENTA]
meideafedldAnviuTeudieuisnmanensaifiuansautueynsuna 35Anadsves
Woesidudauianainduysel (Mean Absolute Percentage Error) taglda1 MAPE 1lu353n
Anuwiug Insdnnanlosidudanuiismarslunsweinsal ariildfesdanuwiudigs fans
fuad fadl (adgwa 5818, 2561)
MAPE = S|(At - Ft)/At | n X100%
lay At =f195a At

' '3

Ft = @IwenTed 2 1Ian t

[ [

n = Srnudeyadihunfionsan
uaz FSAnadsvesanuianainduysal (Mean Absolute Deviation: MAD) 1u3Bnsia
auusiugn Tnewdtanisandsresnuiianain (Mean Error: ME) 98fi915001A213UANGS
AvffuAnensaifignafiuan il
MAD = S|At - Ft | n
Ing At =A1939 ad At
Ft = ATWEINTAL 0 1380 t

n = uudeyaninuiiansan

s2iguITN133Y
1. Usgannsuaznguniegig

UszanstglunisAneasel A AuisIA1sasudiieand suiAswislsemalne (5unans

wisUsewnalne, 2566)
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[y

naudaeenaililumsnwiadell fe duflsesnsudiieass dausiouuna 2562 s
Wausuaw 2566 913U 60 Loy

2. M3ATVdaya

mAfeifimsiinnsiiuuunamensaidvinassudiiones Meifeunsunan 333
¥un 339hlnSsunuuendlduidoatnansnds (Double Exponential Smoothing) 33n15U%u
Seuendluilloulsaluuiumes (Holt-Winters’ Exponential Smoothing Method) Waz35n13
wenaILUsENDY (Time Series Decomposition) wazyinmMstUIsuifisusuuuneinsalivsnza

fuaunsurian Tagldr MAPE uay MAD unawilunsiseudieu

NAN15IY
mamﬁﬁﬂmé’ﬂwmzmﬁmﬁaulmsuaqawmuL’Jm
mﬂmiﬁmmwé’ﬂwmmimﬁaulmmmmgﬂmLamﬁuaqﬁﬁnﬁiwmiaauﬁﬁaam & aus
WouunsIAN 2562 S9iausuaNAL 2566 ST 60 LHOU BINESIINUATNNITNTZANEY HanINi]
1 wudn sunsuanduuilivanadlurinfeuliguisu 2565 daufausuinay 2566 el

duUTENaUVRIANURUKUIAINGANIA AINTN 1

Time Series Plot of total C
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1. namsATeinuingUssasdin1sideten 1
1) Mswensallagisuenaiuyszneu (Classical Decomposition)

INHANITIATIEVDIAUTENDUVDIBYNTULIAT WUTHIDINsFawliuuazggn1aeen

I
o

amdlidnwarnsiedeulmveslayamilowdy Tuwansdl teyasunsuaiyaillidiiawnliy
warggniauesduseneu fuanslunmi 2

Component Analysis for total C
Multiplicative Model

Original Data Detrended Data

\| 1 W \
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uA 62 A 62 A 63 A 64 A 65 A 66 uA 62 A 62 A 63 A 64 A 65 A 66
month month
Seasonally Adjusted Data Seas. Adj. and Detr. Data
120 20
/\.* ol .
o g §
100 'y o
& m ofé n.\ g v
101
80
201
uA 62 A 62 A 63 A 64 A 65 A 66 uA 62 A 62 A 63 A 64 A 65 A 66
month month

AN 2 N15NTLANYVRIRVUIIANTOIUALDEDY AILALADUNNTIAN 2562 DILABUSUINAL 2566

3% Multiplicative Model T#A1 MAD = 6.1813 wag MAPE = 6.5451 fauuldanisuen
duusznouedeynIUnAveITeyAYALLUY Multiplicative Model (39105 @1 MAD singa

AILAAILUNINA 3

Time Series Decomposition Plot for total C
Multiplicative Model

120+ Variable

—@— Actual
— M~ Fits
--#-- Trend
110
Accuracy Measures
MAPE 6.5451

N
’,"‘\ J MAD 6.1813
a'\ﬁ{:‘\:’.wﬁ'n.‘ o MSD  72.5677

)
"V’m
% \

“ \
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S
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70 T
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o o © < <
A S G
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AN 3 Lansnani1swensallasisuendiuUszneu (Classical Decomposition)

LUU Multiplicative Model
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2) AviliiFeukuuengliiuudsagna@esase (Double Exponential Smoothing) N3
wensallaglddsvilmssunuuengliiuudivaganinss (Double Exponential Smoothing)
(a = 0.8, y = 0.8) NUMAIAINLARIAARBUTBINIINGINTA] MAD = 3.9621 Uay MAPE = 4.1532

FILEAILUNINS &

Smoothing Plot for total C
Double Exponential Method
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" — M — Fits
120 y
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1 o (level) 0.8
110 " n lﬁ y (trend) 0.8
./:"g ! in n /.".* 9 Accuracy Measures
u 100 "~ " e X\ i \ MAPE 41532
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g .\ // \\ t u A “ MSD 281672
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AN 4 LanINaNISTNEINSallaedTYinlmSsuwuuLe NG UL LT s aTgN@0 A5

(Double Exponential Smoothing)

3) sUsusputendgluiisul@ealuuiumes (Holt-Winters” Exponential Smoothing
Method) n1sneansallaedsnisusuiisutendluilouldoauuuiumes (Holt-Winters’
Exponential Smoothing Method) (o= 0.8,y = 0.6, § = 0.8) WUIIAIALARIALAA DUYBINTT
WeNTel MAD = 3.9535 wae MAPE = 4.0722 fauansluninil 5
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Winters’ Method Plot for total C
Multiplicative Method
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AN 5 LEAASNANISNEINSAlReATUSUB s UENG I UMBUTgakuuIUYaS

(Holt-Winters’ Exponential Smoothing Method)

'
v Y A

2. AN TIEMNIngUsTAIANITeTen
ANHNANITNEINTUAINA1IATIEM TS UTULS 8 ULaNg LUl g UL T 8awuUUI ULYes
(Holt-Winters’ Exponential Smoothing Method) 3a.lufuuuannisnensaifiiaunangas

AuaunsuIaIgaliuniian e nlvial MAD = 3.9535 wag MAPE = 4.0722 @8R AIN1319

N1

A5199 1 LAAIAMUS UM BUTDIRUUNITNEINSAILFAREIT UNANAT MAD Laz MAPE

Wild MAD MAPE
1. MTIATIERIAUSENBU 6.1813 6.5451
2. msvhldeunuuendiviuudsatnanende 3.9621 4.1532
3. MsUsuissuenglusudyauuuIumes 3.9535 4.0722

Wevhnsissuisuaiamnueaiatdauluuaazds wuinisusussulendliilowdua
wUUIUmNaS (Holt-Winters’ Exponential Smoothing Method) fifnA1uAaInAGaUsINgALle
Wisudunsnensaliooau o lagldriannuaaiaaael MAPE Wi 4.0722, MAD W1AU 3.9535

v gj = A ad v ! fw 6 A o v
ftudndenisaenanlunisnensalavidsinsnsunileassluainunnld
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o ' fu ¢y & = = A )
A9 2 LLEASATNYINTUAYUIIANITOYUNUDEDY AILLFILADUNNTIIAN 2567 9 LABDUTUINAN
2567

U hau NANTISWEINSAIRYUIIANTAIUALDEDY
(Forecast)
2567 UNINAY 60.2424
NUAUS 56.6689
HuA 52.2471
bW U 43.0608
NOYAAYL 38.8085
guieu 33.8473
nIngIAY 25.8791
damay 20.9481
fugneu 15.4475
nanAL 8.6975
NEAINEY 3.0876
SunAL -2.9524
MAPE 3.5633
MAD 3.0487

] I | a & = o =
31na15199eula I lugadlasunan 1 dssiifouunsiay fufouiuiny 2567 A3
NYINTAITIAT8UAN 0ARIIANTANAIIINABULNTIAN 60.2424 LABUNUNNUS 56.6689 uay

WoULUAY 52.2471 AuaeU

dsduazanusnemna

PnMFIesgRnIsneInsaifuiisasasusieaasiiviuvay feituendiulszneuves
pynsua1resayayni uuy Multiplicative Model 1099101 A1 MAD #an A1 MAD =
6.1813, MAPE = 6.5451 Amennsailaeldasyilyseunuuiendluimudoagianinss (Double
Exponential Smoothing) (a = 0.8, y = 0.8) ANANUABIALAR OUVBINITNEINTE] MAD = 3.9621
way MAPE = 4.1532 wagn1snennsallagdsnisusuiseuiendluideufsanuuiumes (Holt-
Winters’ Exponential Smoothing Method) (a = 0.8,y = 0.6, § = 0.8) A1AINNARIALAR BUVEA
NMSNEINTal MAD = 3.9535 Wag MAPE = 4.0722
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31NN g U B UAILUUNEINT AL AN UaY N TuaR vl sIAsg Uil oaeq
a o I ada o = = a a = dl s
HAaN1FITENUINITNsUTUS sUeNGlUHsuTsanuLIMnasinuInsauianlun1sne ol
v & P A o a a ' al , ad | aa o
Aeilsimsasudiieastuiniian Wevinisiseuiisurmanuaainndeululaagisnudl 35Usu
FeutengluilsulfranuuIumes (Holt-Winters” Exponential Smoothing Method) diA1A273
dl LI7 dl dl = U O‘Qddl Yo dl 1 %)
AaIALAd ausnigail oiieuiun1sneInsalisou q laeldrianumainiadauy MAPE Wiy
4.0722, MAD winiu 3.9535 Lilaaannduisniwsizviainsdeilsiasasudileassiniuunlusin
o Jo a & a a ' ) v Qv v )
alidvilsmsagudiieassiinsivisunategnaoaial nadulisimsagudlduivadianas
denasiagInayIFosneuiInamgias@anazwuilduiusele Nelaymeinsesdniiiuasdy
< Vo P ' a A s A o o A a A Y = a Y
Sanaisikazaudulunisuaesduitosnsun sedilladedu o MAeITes J9ATHAITUIGN
aa D v oA oA ) ) ) ¢ ala a
wlsninadedyisnasaeudiieant AaiuAITUTUUTIRIMUUNEINTAINTAUMINTdULE 0481
wWagulubilulagiusely a1nnisiwseuiieuisnensaliviisiasasudieass 3 35 wui1ds

a

sala o i & aa v & = = a s
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Unidedanudniiuinan1sfinyiluastdiinuaenndodiuaiuidersinaifl Juniidusuas
Az (2566) ladnwinisnensalsenviesasudlniilulssnalng nan1s3idowandbiiiuiim

a a d‘

asa a a 1 W ¢ aa cala
A0035dUsEANS A laiuansinsiumunuel MSE wagdSnisnensaindussdnsainuiniianniy
\Neusl MAPE A n1snensalselsiumes waslinuaenad0aiuauidevesg vl Junsan
£y L% v Y =2 L3 1 1 (3 3
wazdundy nusdung (2564) laAnwinisneinsalyaninisdsesnsasud gunsaluay
drulsznevveslssimalngsigiSeunsuan lneSeuiisunisnensalisanadendoun 35
Usuissutendliiuuldvaunuulaariuaziuines was3s Seasonal Autoregressive Integrated
Moving Average (SARIMA) #u11 A8Usutssutendlulunidesauvuleainaziumes da1sovay
ANUAIALARBUANYTIRREWNAY 9.68% luvugiitARRuRRouLaETs SARIMA drfeuay
ANUAAIAARBUANYTllRAEWNAU 9.91% 10.18% awddu AeiuisuTussulendluiuuies
wuulgarinagiunesdlianumunvaukazianuuduglunisneinsalyarinisdieansosus

gunInluaz ALY sTINALNENNTan

VRIGIVRINE
1. forauauuzialy
wadansnensalnadinsasundasmuaudesnisvesgndsasudioassluusiaz
s fedufnwaslimetanamenseivarnvansmeiiadiolildmmanensaifvanzan

& 1% a a v a o v
Ngn wazestitoyavsenindifsaiviagiunan
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Factors Influencing Cloud Enterprise Resource Planning System Usage and

Firm Performance of Thai Listed Companies

Rossukon Suwannakoot' Prompassorn Chunhabunyatip? Khajit Na Kalasindhu?

Abstract

Recently, information technology for business operation is rapidly developed.
Many firms intend to acquire a modern information system to enhance their operational
processing and to provide accuracy, timely, and relevance for management decision-
making of managements. The purpose of this research is to investigate the effects of
antecedent factors on cloud enterprise resource planning system (Cloud ERP) usage
according to the Delone and McLean Model. System quality, information quality, and
service quality are posited as independent variables affecting Cloud ERP usage. Moreover,
this research also examines the relationship between Cloud ERP usage and firm
performance. Samples of this study included 166 Thai listed companies using mail-
questionnaire as data collection instrument. The results of this research indicate that
system quality, information quality, and service quality positively impact Cloud ERP usage.
Also, Cloud ERP usage positively impacts both financial and non- financial firm

performance.

Keywords: Cloud, Enterprise resource planning system, Firm performance,

| nformation quality, Service quality, System quality
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AOUA 5 AMUAALAULA BIAUNANISANTUIIUTDIDIANT ANwMELULADUNILTULUY

WAEuUsTIUAT (Rating Scale) wuudiAsvaina (Likert Scale) wualu 5 syau lnaisesain
Y] = & v 1] d' = Y] & v N ° v v

AU 1 Mneia Wumetssfign lUautasedu 5 Wiusieaniign 31w 10 9o Usenaudie wa
nsafusuresesansmdudadu $1uau 4 7o waznansaiuauvesesnnsiliiilufiikty
U 6 T8

3. N1IATIVEIUAUNINLATOND

A3 eHYINTAge AU BensIvesuUUdauaulayldan Factor Loadings wWuln
AMAINYBITTUULAIANULTEINTI8E5ENIN9 0.77-0.84 AMAINYBIENTAUNALAIAIUNLINTS
983811319 0.77-0.85 AMAIMNNTIAUINNT AA1AUTBINTI9E 58N 0.79-0.86 N15lE5UY

Y] ¢ A N | ! o a I3 PN

TIUHUNTNGINTUUUARIA HAIAIUNEINTI0ETENIN 0.64-0.83 HANIANTUINUYBIBIANTT
Id v a a1 ~ 1 1 o a [ = [~ U a a1
JuiMRuA1ANUNeInT90g58miNe 0.76-0.81 Uagnansiniliuauvedesansiikidudiduiian
ALLTIB9R598E 58117919 0.80-0.85 9 Nunnally & Bernstein (1994) lalauawugininuainig

a ! = a A aa 1 I I o 1%
NATUIANAIUNYIRTIVBILATDINDNENUNIT 0.40 LUUﬂ'W]EJ’eJiJiU‘lﬂ

s
a a

uen9ni Meideivhmanaaeuaidesiuresuuvasunlagldidussanuoarh
#1335983AT8ULTIA (Cronbach’s Alpha Coefficient) Wui1 Ao NvBsTEUUTAdUYEANS
Loavh 0.82 AN WYBIAAUWIATIANdLUTEAVSUeaN 0.83 arnmnsltuInsiadusans
weann 0.86 MsliszuuaaunumineInsuuuaas fduUszansuoarh 0.84 nanseiduy

3 A v a a1 o a £ (J a (3 A & v a a
U0989ANINUUR UL AEUUTEEANS oA 0.78 LLﬁSNﬁﬂ’]i(ﬂ’]Luu\‘]’]usﬂ’@\‘i’e}\‘iﬂﬂi‘VIliJL“LJ‘UG]’JL\‘i‘UiJ

'
£ =

AduUsEANSwaann 0.91 FedA1u1nndn 0.70 MJunauailun1sAa1IsuIAIANLLT 93 UV B4
RN (Nunnally & Bernstein, 1994) foduaneausule
=3 v
4. NM3NUTIVTWTaYa
MITeidszesianisiiusiusandeayasenineiuil 15 unsiau 2567-15 furpu 2567

v Y o

Inedelndsuuaaunumalusudldludsguemseasaunavesussnaave o ulunain
vdnmiwduisUszimnealne $1uru 696 U3em Tuduil 15 funau 2567 wudn fdnnunuvasuaiy
pounduitiedu 172 atu ludwaudiuuuaeuowiliiauysal 6 atu Telddasanainnis
Tinsesideya fafu wuuasuauiianunsaldlunisideadaiiidau 166 atu Anduiosay
23.85 vossuulsErInsioun Sadushnmanounduresuuuasuamiivouiuld (Aaker et
al., 2001)

uannl NM5IsEd M smegeunulieniiveinislineundu (Non-response Bias)
Tnsuvsnguiaogseanidu 2 ndu fie nuilneunduiia $1uau 83 atulsn wagnguiineundy
1 910 83 atunas uagldinismageulUTouiisuanunanasestoyalsevnsmansves

naueeslaeltadia t-test lawn szuzgnalunisaniiugsia nuaanedeou uuntdnnu way
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1 v

Srurufuamudnuasaumamaissiod wuih doyausssnsmanivesnguitegieiansngulad
ANULANA1SA U1 TYd1AYNINEDA (t = 0.16,p = 0.88; t = 0.86, p = 0.39; t = 0.15, p =
0.88; t = 1.10, p = 0.27, AUE1RV) G?fﬂa%mleﬁ’jﬂﬂzjmﬁaasmﬁI%ﬁm%’umﬁ%’ﬂﬂ%’jﬂﬁﬂsmmﬂ
DARYBINITIADUNAY (Armstrong & Overton, 1977)

5. M3AATIEVdaya

ms’i%’aﬁﬁwmﬁmiwﬁ%’amaﬁﬁmammlﬁ”mﬂquaaummé”gsﬂﬂiLmimamﬁama%
GRIEERAY Tnefimedaneadnildlunsdaszid Usznousie nsiasiziaiudy ”u 5L
wls Mmsesevanduiusuuunvan uag MIasIzinansEnuveIiulsBasefididadiuys

v

a1y TS meianuanneLuunan Inedlaun1sneinsal o

aun1sii 1 USE A + 8,50 + 8,10 + 8,5VQ + B,SIZE + BAGE + €

aunsi 2 FPF

QO + B,USE + B,SIZE + BAGE + €

aunsi 3 NPF O + B,USE + 8,,SIZE + B,,AGE + €

Tooi
USE  viuneds n1sldsyuy Cloud ERP
FPF  viuneds nansALiuuvesesAns i
NPF  vaneiis wansAiunuvesesdnsiliiduiactu
SQ gl ANAMNYDITEUY
Q  wweha AN TINYDIATAULNA
SVQ  vaneda ANAIMNNTIAUINT
SIZE  vaneds Yuevenanis (Muvsaueu lnaldvuannzidewy
#3n)
AGE  vangis SrelIa1n L iuIuYeanaNg (Mudsauaw)
HaN1339Y
n9deilldfmualinuaInTeITEUL AunmYRtENTALYA WagAMA AU NS

aaa

LiJumLLUs@aiwmawﬁwam@mﬂﬁmzw Cloud ERP LasnaaauNansenuwadni1siassuu Cloud

s

ERP ﬁﬁ&iamamiﬁhLﬁumuﬁuaqaﬁﬂi Ingldn1siiesisianduiusnman wagn153LATILNNNS

[
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M13199 1 HaN1sVAdeUanduius AN

FPF NPF USE SQ 1Q SVQ VIFs
Mean 3.65 3.61 3.60 3.60 3.67 3.53
s.d. 0.79 0.74 0.75 0.72 0.70 0.77
FPF 0.56**  0.52** 0.47** 0.57** 0.53**
NPF 0.53** 0.67** 0.65** 0.65**
USE 0.65** 0.65** 0.63** 1.01
SQ 0.74** 0.65** 2.54
1Q 0.64** 2.50
SVQ 1.96

e * Adeddynsatianseeu .05, ** Ilvddgyneatiansesu 01

A15197 1 wanamanIsadeuanduiussendnaiauusdaszuariiulsanulagldnisg
Ainsrzsianduiusnvan wud dedaust 0.52-0.65 wagdsldvihnmanasouanduiusseminei
wUsBase nuln fudsdaselanduiusszning 0.64-0.74 FelaiiAu 0.80 uansinlaldideym
Auduus T ulsdasy (Hair et al, 2006) wenanii Waldnsmageuiiiomen ViFs

Y

U31n£)31A1 VIFs 9836uUs8aseliAsiaus 1.01-2.54 Fedatioandn 10 wansindawusdassl

v o w

AMNFURWS UL LT Aeynean@ (Black, 2006)

M13199 2 HANTIATIENEUUTLANTNITANNBYNVAMLHDNAFBUBVENAYDIAUANYBITEUY

AN MNYBIANTAUNA LazAMNINNITIIUINS Nilsienisldseuu Cloud ERP

A15LYs¥UU Cloud ERP (USE)

fulsdasy Sulsedns  avweanamdeu t p-value
N150ANBE 1R

Al -0.00 0.12 -01 0.99
AMNINUDITZUU (SQ) 0.26 0.09 3.02 0.00**
ABNNYRIETEUYA (1Q) 0.29 0.09 3.41 0.00**
ANAINNITIAUINIT (SVQ) 0.29 0.08 3.78 0.00%*
YUINYDININTT (SIZE) 0.10 0.12 0.79 0.43
J28ZIAIAILEUIIUYDININT -0.12 0.11 -1.07 0.29

(AGE)
F = 36.28, p = 0.00, Adjusted R? 0.52

e ** Iduddgvnsatifnsedu .01
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M51971 2 LARINANSYINADUNANTENUTBFUUTBATE THuA AaunwYessEUL AAIAW
YpsaATAUA UazAMNMNTIHUINNG Alsenisldsuu Cloud ERP nan1s3dumwuin aunm
VITLUU AN MNVDIANTAUNA UaZAMNINNITIIUINIG Aransenudsuinsenislyseuu Cloud
ERP ngsdiddAgyn1eads (6, = 0.26, 8, = 0.29, 85 = 0.29, p < 0.01) Fariu §eweuiy
auuAgIudl Hia, Hib uag Hic Am3UNansenUYesiuUsnuay WUl YuAYesAanis uas

o a a = 1 L4 ! a @ o
syezhianailuauuesianis linansenumenisladsyuu Cloud ERP DY NUUYAIALYNINEOR

(p > 0.05)

M13199 3 HANTIATIEREUUSEAVENISARRRENYALTENAdRUBVIENaYeINT5IYEUU Cloud

Aa o a 3 A & v a
ERP VUADNANIIANLUUIIUYDIDIANTVLUUAILEY

o a

HANSALIUITUYBIBIANT

v a

Mduitu (FPF)

AkUsdasy — y t p-value
dudseans AUAAALAADU
NSNANBE UINTFIU
ATl -0.25 0.15 168 0.10
nslgszuy Cloud ERP (USE) 0.51 0.07 762 0.00%
YUINUBINANTT (SIZE) 0.14 0.15 0.92 0.36
J282a L IUIUYDININTT 0.26 0.14 1.91 0.06

(AGE)
F = 21.45, p = 0.00, Adjusted R? 0.27

o w

nngie) ** Teddgnisatansedu .01

d' v Ao o a
MITNN 3 LLﬁ@QNaﬂ']iV]ﬂa@UNaﬂig‘m‘Usﬂ'@Qﬂ'}{lﬁﬁig‘U‘U Cloud ERP 7y@aNan1a1budude1u

“U@ﬂ@ﬂﬁﬂ’iﬁlﬂu{;‘hlﬁu NAN1SI8NUIN N15ISEUU Cloud ERP SRANSENULTIUINGABNANIS

[
K =

adunuvesesrnsmiiuiitu egrdidedAgnieads (B, = 0.51, p < 0.01) At Fewousy
AUNAFIUN H2a dmMTURNANTENUTBIFMIMUIAIUAN NUTN VUIAYDIAINTT hawseeeiiatniuau
a o

Y93R2n15 luflnansenusonan1TAiuIIuYe9IAnsNIdudIEY ag1eiitude

0.05)

1Y

neaEdd (p >
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M15199 4 HANTIATIERdUUSEAVENISARRRENYATENAdeUBVIENaYeIN1sIYTEUU Cloud

ERP Aflfianani1saiiuaiuvesesnnsiluidudiiku

NANTSALIUNUTDIDIANT

L Pl dustiu (NPF)
FauLUIaTe —— 3 t p-value
dudszans ANNARIALAGDY

N130RNN8Y 419133714
Al 0.02 0.14 013  0.90
n3l9szuu Cloud ERP (USE) 0.51 0.07 772 0.00*
YWUIATDINANT (SIZE) -0.20 0.15 -1.37 0.17
3282a1A L HUUTBININIT 0.22 0.13 1.65 0.10

(AGE)
F =22.93, p = 0.00, Adjusted R? 0.29

= o

nngive ** ddgddynneadinniseeu .01

AN3197 4 LARINANIIVIAEUNANSENUYBINISSEUY Cloud ERP fifldenanisaiiiuey
vos0sansiildidumiiu nan1s3senuin nsldszuu Cloud ERP Snansenuidsuindonanis
fudunuvesesdnsiliBusandu (8, = 0.51, p < 0.01) Farfu ﬁaaam%’uamagm‘ﬁ' H2b d11s5u
HANTENUVBIAIMUTAIUAL WUT VUIAVBIAINTT hagszeziiatdiiluauvesianis Ll

v o w

HansENURBNan1sALILUYesIRnsNllduity edsiiveddnsadia (p > 0.05)

dyUuazafiuenansivg
Wannsvessyuvasauwmaludagiuinisasyivlned19sinss esdnsgsnadedies

ueamslumsihssuuasaumanyszgndldlussdnsieatuayudeyatszneunisdnduls

wieussquimanglunisdifiugsia szuu Cloud ERP ussuuansaumanieadnsthunuszgndly

lun1suszarananisuURnuiueg1aunsvats 1Heenidn15ve18Uanua1915031NTEUY

'
=

MHUNTHEINTVoR3ANSWUUANTTEAnenwlun1sdeans Sung uwasdssinanatoyalibuy

[

PuRiule Usiaanntedanineunan @nui kaznisiinteteua vinlmiudseansamnsenaula

Y

[
[ = Ao

vosuIms thlugnsussqiminevesesdns sAdedfalinguszsasdilenageunansznuves
AAATNYBITTUY ATMAINYDIANTAUMA LagAmAIWNNTliUTNS Afidenisldszuu Cloud ERP
LaznpFoUNansEUYaInsliszuy Cloud ERP fifldenanisdniuauvetesdns Taslduidman
nzifeulunaavdnnindwisUsamalnefumheiinszitoya fwanimmaaovausigiuagUls

Y =
AIRNNT19N 5
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M13199 5 @3UNaNITIAADUANNRAF Y

AR NANSNAFBURLNRAFIY
auuAgIud 1a: AuAMYITEULINAnTEUEuInAUMsld T UL RHELY
TNHRUNTNYINTLUUAATIA
auuAsudl 1b: AunvesEnsaumaAlinansEnuLdUIndunsly CRHEY

FEUUTNLHUNTNEINTLUUAATIA

auudsud 1o annmnmsliinsinansenudauaniunmsld CRHRY
FEUUTNLHUNTNEINTLUUAATIA

auuRz i 2a: MsldsEuULILININEINILUUAR AT BousY
wanszvudsuiniunanisiiunesesdnsiiufiiu

auuRgiud 2b: nsldseuunaununingInsLuuaaIfdl gousy

NANTENULDIUINAURANISAMTUIUY99An S L T usEu

¥
v A

mitedAnuluviunvesnisldszu Cloud ERP wan1s3dedliiudn 1) auninwes
53UV Cloud ERP fifimsUszananaasinaeuazdmnugnaesusiugn 19nude waziinrudomey
wagannsavuasuldnunnudesnisvesldiulazimaluladiasuuvaseg1esoit og
finansenuideauinsiansidszuy Cloud ERP 2) Anmwesansaumne laud s1eaun iy
$8UNINTEY Lagenuiiisitesiunsdndulavesuims AldanmsUszananaves
s¥uUU Cloud ERP Aiflmnugnsfes 1defiold wazsiuen dnansenuilavansensldszuy Cloud
ERP uag 3) Aun1nnisiiusmisiaeiinsadvayuuazdiemas iy a1usanauausiny
desmsleviuiiilolifosnsidrdadeSongteya uasiiszuunsinwanuvasafevesioyad
Ydetie Tuansznuldeuinsensldseuu Cloud ERP aenpdesfiunanisiseves Neuyen & Luc
(2018) WUT1 ANNTNVBITEUY AN INYBIENTAUMA LAZAMAINNITIAUING HBVSwaLgauInse
n151952uU Cloud ERP lun15ySINITNTEUIUNITANTUNIUTENINNUYIBU LATET 9
HaUseleylansveeAns nan15338ved Lin et al. (2006) WU AMAINYBITEUY LazAMAIN
vosansaumARBvEnaron1sldnusruy ERP etasad mamsdiunuesesding uenani
HANTSIT8Y09 LUtfi et al. (2022) WU AMAINYBITEUU ANNTNYDIATAUWA ULATAMNINNIT
Trusmsiidvswaisuandenislissuuansaumamensdaduuuysanmsiiowiudneniwlunis

fnaulave9eInng

)
aAav o a

YNNG NanN15ITegITLAAUIN N15TE5EUU Cloud ERP d9NansenuLdauInmonNanis
adunuvesasansnaidudidunas ldduditu denndesiunuideves Gupta et al. (2018)

wui1 n1sldszuu Cloud ERP Yagliinswssuansauwmeiieativayunisdndulaaiunsodniela
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wuuuiviule finseevauesisinga vlvmsandunuseninamiisnuen 9 Tussinsiinau

(%
v w1

UTukasinn1sysannsteya snvedediglinsindeiieulessenineesAnsaiguen Wy

¥ '
= = 1

vy visegnea HUsEANSA NG FedawalresAnsiiuseaniainlunisaniiufanssunig

@32

g3fawazausauaImilenalviniegsiald wazaenaaaaiuuideves Jayeola et al. (2020)
Wu31 N15UsEENAlYsEuY Cloud ERP ABnEnaldeuinsenisasneaulauTeunianisudady
annsauauedudvieuimsiifisimgnuariiuianssulu Snisnovaussdenisiudeuutas
Frunismandisiniga uardsnanenanisdiueuteseIinIviamadIunIImaILAEN AT
133U wenINd Al et al. (2017) wudh msiauazthszuy Cloud ERP wldsuyilwosdng
AAN1sYsNIsTeLaLaz e liAnUsEANE A NY0989ANTN 1N UETANTTUAUI UL UL AR
WINNTTUAIUNITUTNNT WIANTTUAURER U LAz InNTIUAUNTEUIUNM AT
siedlFfuunlivunevesianslaglinuaansfoududiinauavesians way
szeznaniiunuvesfansdudulsaivay agdlsin nan1sidenud vunvesianswas
szoznaiiiunuresianis Liflnansymusienisldszuu Cloud ERP wagnamsiuiuauiiiiy
fdunarlaidudiiu eghdidedidny Fensldssuu Cloud ERP Tudagtuilyanlslgenndsdu
Ruyuvesianisenvvsliiinansenuegaiideddglunisidenldssuu Cloud ERP wagszesiIan
mssfunuvesianislifinansenuetnsfidodidy esnluaniunisalmsivasuudas
mssnumeluladfifiaudumiuinn ssdnsiifiszeznadiiuianisfoseiaseiinnuaninsaly
msUsusliiudonsussgndldssuumsaumanuulnlliwaninminesdnsidsyesnaniiu

AaN15uIN

UszlomiiildFuannauide

1. Usglewdludangud §3delauuuudiasinisinanudiisvesssuvaisaunea
wUszgnaldiunisldauszuy Cloud ERP datdunisaseandaynis (Generalization) Ty
wuusiaesd iesndilifiuisereundhihnsmeasuanudiiavesnislészuu Cloud ERP
dusunguiegnsuiinanmadoulunaandnninduisUszmelne uenaind Seldinsussand
Faudsuauselovians (Net Benefits) Tiidunanissniusuvesesdnaii oldidudaiana
Ustlowtiflesdnslésu Inedimsinmamssidunuiduituuay i dusib

2. Uslgailunsilldou annnanis3de duimsmisiianudfyiunisussynald
52U Cloud ERP naenaumaluladasislusifivaslunisuszananadoyauuusiudisiula fins
Famdsuasaumaiiousznoumsdadulafiuna winauaunsadideszuvanuldiouas
avanaune deaztelfesdnsanunsnadenanisiuiiunuiigausuiilugnisusss Tnguszasd

YDIDIANT
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JarauatuzaIniunIsIvelusuian

1. 1153968 mnuatasedfidsninanonisldszuu Cloud ERP AunsauwuIfinves
DeLone uag McLean Ingusznausie 3 U938 Loun AAINTDITEUY ANINTDIATAULNA
wagaunmNTluIng egslsinudainsounndndu 9 Aldimustadeifidvinaienisld
SYUUANTAUNA LU nTaukulIAnlunseeusumnalulad (Technology Acceptance Model) 1u
fu nuiteluewpnedlditdedu q Wennaeudvdnafidnenisldseuvansaumeld

2. mifeivinafununadoyannuidnaamzdeulunaavdnminguiaszindlne
FaideRansanudrindunisniinuaansdeugs wazdnsiinsesitazoonuuuszuunis
Afluruiifivsgansan Ssanunsaldseuu Cloud ERP Mdegnefidnenin mnauidelueuian
Feansfias@nwilaglivsrunsuaznguiaodadu 1wy vismvmanatnazvuadn Sudui
wwsesUszidiudnenwlumsussgndldssuuamsaunaifduyulunsiaungeie

3. 1939eiidunsusuduninudniavesnisidszuu Cloud ERP vosasrns Tagls
AvunladeiununMYeITEUY AANTDIESEILINA wazAunMNISIEUSNT Wutadans
299115052 Cloud ERP uagnadeuauduiusvesnisldszuy Cloud ERP fifldonanis
fufuauvesesdng agslsfnny euidedlddaiutsanuienelavosldausenain
wuudasadosnidunsfiusvsudeyannmieieseiluszuuesdnsiilydssuuyana
dwdumsidtlueuanenaaszysuiiuamnufanelavesildnudsfinnudsiusiunsldaussuy
ansauwA LazgansanaaaudvsnaifinonansAuuld

4. uiselusuiAnoR i unsAn v B S navesiauUsiiu (Moderating Effect) 4l
HANTENUABAUFUNUSTEVTNAMNINVBITEUY AMNTNVBIENTAUNA AMNINNITINUINIT N3
Tgszuvasaume wasnan13nLluaIuYeI0IAns laoauladninavosdanIniinaauynIaIAng
LU TAIUSTIUDIANT LTINAAUNINAITUIITU AMURURIUNIIALUlaE wazn15lRsylAulaeg
welulad WWudu Feudsmaniaridduasulfiinanudesnsldssuvasaumnadioia

UsgAnSn1nlun1samiuaIuYe989Ang
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Influence of Marketing Content on Repurchase Decision Via the TikTok

Platform of Mahasarakham University Students

Areerat Pansuppawatt' Aukkarawit Robkob!" Palan Jantarajaturapath’

Abstract

This research aims to determine the influence of marketing content on repeat
purchase decisions through the TikTok platform among students at Mahasarakham
University. The sample size was determined using the Krejcie and Morgan table, amounting
to 380 individuals, and the simple random sampling method was employed. Data was
collected via an online questionnaire, and analyzed using statistical methods, including
percentage, mean, standard deviation, multiple correlation analysis, and multiple
regression analysis. The research results revealed that the influence of marketing content,
particularly content that provides advice or knowledge, has a positive and statistically
significant relationship with repeat purchase decisions through the TikTok platform among
Mahasarakham University students, with a significance level of 0.05. This finding suggests
that informative or knowledge-based content helps consumers gain useful knowledge,
leading to repeat purchase decisions. Thus, sellers on the TikTok platform should offer
advice or share beneficial knowledge with consumers by creating content that provides
updates and new knowledge, along with accurate, clear, and comprehensive information
that meets consumer needs. Additionally, the content should be entertaining and
enjoyable to attract attention and motivate consumers to continue following the content.

This, in turn, helps build trust, confidence, and long-term consumer loyalty.

Keywords: Content Marketing, Repurchase Decision, TikTok Platform
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AnAon (TikTok) Ya9lanutnINeIaaumIaITAIL

fauUs LNC LDC SOC EDC REP VIFs
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LNC 1 0.76**  0.74** 077  052* 297
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REP 1

o ad
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unannasuRn@en (TikTok) F9dinanani1sanauladasn NuIn AU aNLTIAS19LIIUUAIALD

(LNC) sutilonndislailaiis (LDC) sutilonndenisunlotgun (SOC) uagauiiionia sl

'
ad v o W aa v v a

AuzivIeAIXs (EDC) Ianuduiuslugeuiniideddymisadfnunisdadulados (REP)

Tagnigaulordaliaeusiinsaninys (EDC) Adanudunusaanannunisanauladagn
Y Y

'
L% o w aaa o

Hod1Anea@danszavu 0.001 wansliiuin fduusdassiinnuduius fuduusau waylu

YY)

uzfgnudLldaszunazauilanuduiusiues deeraneliindynn Multicollinearity

Aty {33839vN15MAd@ay Multicollinearity laglaen VIFs U51n31A1 VIFs 983duUsdase

Y
=

W9 ILTIN15AAIA TR e 2.97-3.99 FaiA1dauni1 10 wansliiuln daudsdasei

o

o w - 1y

ANUFUNUS AU we bl Jad1Any (Hair et al,, 2006: 585) 13 aNINTUNAIFUUTLEANT ANFUNUS

o

Y

SENINAIUTDATELLDNUTINITAAIALULABLAIU WU TAUAUNUSAUAUIANUNTARFULD

Yy v '
I~ o 1 = o w aaa

wotn pgitudAynsatianseiu 0.05 lnglladulsednsanduiusegsyning 0.51-0.81

A15197 2 NSNAFBUANUFUNUSVRIAUUTLEANTN50MD08UB LN LTINITHANNNUNISARAULD

FaruLnanasuRnGan (TikTok) UaIRANNMIINYNFUUNEITANY

nsanduladasn (REP)

dloviBsnismana Sudszansnns ANARIA t p-value
annDY \nABUINATEIY
At (a) -0.320 0.320 1010 0310
FudlomiBadauseunals (LNC) 0.150 0.120 1.280  0.200

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.



131

UM 6 aludl 2 WaunsngAu-Suneu 2567

A15197 2 NSNAFBUAINUFUNUSVRIAUUTLEANTN50MD08UBLLENLTINITHANNNUNISARALLD

Faguuknanasuan@en (TikTok) vaal@nurIng1asumalsay (sa)

n1sanauladiodsn (REP)

Lﬁam@ammmﬂ ﬁmﬂsgaménqi A7NUARTA t p-value
annnY Lﬂ?iaummg'm
sudlomddilewds (LDO) 0.020 0.140 -0.150  0.880
é’mﬁamﬁqmmﬁlﬁuﬂmm (SOQO) 0.170 0.130 1.290 0.200
Frudemiddiduugimionnul 0.670 0.140 4.960**  0.000

(EDC)

F = 45.390, p = 0.000, Adj R? = 0.37, Durbin-Watson = 2.07

'
v o w aa

* ** fjedfgneadaiseau 0.05 wag 0.001

1NAFNA 2 WU BVSHaveulennTaInnain muiengsliiuugdmieninus
(EDQC) fianuduiusuaznansenuldeuandunisdnauladied (REP) og1sidadAynieadan
AU 0.05 FegauTuanuRgui 4 ludives mulonilasiusatunala (LNC) mMuilonias

a

Tilawe (LDO) arutionudsnisudlatgn (SOC) Glusidedrdgynisada dunisanduladad

(REP) wanalvsiulndanusssnanluinansznuvinliiinnisanduladoes (REP) Feldlsausuy

A va o

aunAgIud 1, 2 waz 3 Mudiu wazanmsfgIdeldinisiinneginnsannesuuunyu 39
annsaadsaumsnennsal msiaauladedn (REP) liseil
REP =-0.32 + 0.67EDC
Feaun13ilad annsanernsalainisdaduledodn (REP) Idpgnsdived damisadni
526U 0.05 (F = 45.390 ; p = 0.000) LLazﬁiwé’uﬂizﬁmémMﬂﬁwmﬂiﬂiﬂ%’uﬂqq (Adj R?) winfiu
0.37

dsduazanusnena

v o v

Fayanluvasgnaunuuaauniy

nqueieddw gy iwemdgs S1uau 223 au Aadudesas 74.30 ¥a90e drulng)
WJu 20-22 U T 234 au Andusesay 78 seaududnsAnwdiulugiduduln 4 $1uau
132 au Anidudovas 44 dulngiiisngladediousyil N1 6,000 U F1uu 122 au Aady
$oway 40.70 wardwunaunguavivInanwdIulng WWudiuu3msgsia-Aaumans d1uiu

147 au Anludesas 49

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.



—_

32

ol

UM 6 atui 2 weunsngau-sunax 2567

NKANITIATIZI NANTENUVDIBNTNAVDWLDNMTINTNA1ANFINasaN1TFnaUlaTaT
NULNAANBSURNADN YaIRAANMIINEIRUUNIAITAIY WU DNSNALL 9N ITIN1TAAIN AU
ﬂ’l = Y o o = v a U %} L4 a U U a d” 901
Wanddliruugimiaadus (EDC) dauduiusuasnansenuideuiniunisandulated,
NUWNARNDSY TikTok 999RaRUNIINGI8gUMIENTANY L D991 N15Anauladag volan
UUIINYIFYURIAITAY ﬁuaaﬂ'ﬁ’mﬁamm?qmimamﬁ%a%’wLﬁamuammqﬁwﬂ’azﬂaﬁLﬂu
Uselond iedaganiuaulavesnguidwane ilildaiaaudseivlauazandiddunmvse

a v o & v v v A v a v v
nduAly 9 lngillendesaseassaliilunuiaula wunmsuwansauasslanasvianusa
gnies @ennd e uulIdeves sian daledu (2561) ladnwn n1snatnesulaufidnasie
weAnsTuN1sPeAuAeaulal vaaduslnaluundinaiilos Jaminuassvdun nan1sfnwimui
nseatneauladsruannuiedidnnsetdng Luled n1snaindwilant n1snaianudodany
paulal wazn1IRaIANIuLAIBIloAuNT Janudunusiunginssunisdaduaissulategidl

% o w aad

Hod1An19aifisedu 0.01 @onnaInuIUiITeUed Huseynov, Huseynov, & Ozkan 2016 1a
Anw nansznuvenIsnannudedsrueeulatidsen ndnuainsdus anulinsdaluas
Audn wazaudalate Tutdumvesaudenuenilulssmaresuay nanmsidedlndiuinnisnain
N1ud adsanesulatfinansenuiidrdyrenindnvalnsduduazainulindalunsdud
wonani msanudamuinanulindalunsiduduazamndnvalnsdudiisnsnaseadl
Yoddusennuddlaie aruduiusseninenmdnvalnsduduazanulindalunsidud
dn3a0s U1IEAULUTUTInvesAuRclad e ladosay 70 §lunidu nsnatarudedenn
seulavanunsneiuieanuulsusiuvesnndneainsdudldSesas 45 Tuvagiiaunsaesune
ANukUsUTINYeInUlINdaluasidudladosas 55 uazdiaonanaiunuiteves tvwse 4
Souding (2565) ldAnw Bvdnavesnagnsnsdoarsmenamdaien dudosmsaulad
deasionisindulanazaunniu Yesfuslnanainansuys Kan13AnY) WUl "1 nslddoynna

a

aE]uVLauLUu{jﬁlﬁ]EJ“U@Qﬂﬁﬂ%ﬁﬂ?iﬂﬁ]ﬂ?ﬁﬂ?ﬁma’]ﬂlﬂﬁL‘LJE]‘VH HUYeIM9eeulauilsnsnaltuINge

[y

ﬂ’]iﬁ]@ﬁ‘lﬂf-\]LLauﬂ’J’]ZLINﬂWU“U@QNUiIﬂﬂG]@W@ﬁ@ﬁUUi B‘EJNNUEJﬁ'WﬂﬁU‘VINﬁQ 3 AU 0.5

[

LazdAAaDINUIIUITEYBY Sharabati et al. (2022) ladnw ﬂ%%ﬂﬂﬂﬁdﬁ@ﬁh\‘iﬁﬁﬂﬁ’]ﬂm

o

sorufisnala laun n1suanseannismues mslideyatnias anuidndudinumis wasainu
Y Y X ! <] v av A 1 A v o W ! =2 4 ! Y o

adeluanfen eg1alsiniu Yadenldinaegalideddgsaniuiianela laud nsiddeay
Anudnuniiu uaznsldiandnludnden tneladedandnanusaesuteanuiianelalisesay
48.5 vnefign aruisnelafidvinalisuanegudideddgyseauasdalunisldnuindenadi
novilovan 19 LLasmmiaa%mEJmmﬁ’ﬂﬂumﬂ%mu@*&hwmLﬁ@qlé’%’aaaz 30.6 lagagy
osdnsdududediimnuddyedrannfuiladeifidvinaseniufimelavesild Weriuaiu

dilalunsldnueddeiososld

MBR} aculty of Business Administration, Maejo University.




133

UM 6 aludl 2 WaunsngAu-Suneu 2567

mnmsAnudisduannsoasUléi druidenideairusetuniala (NC) druilomn
Bsllaiie (LDO) wazduidawidansudlatlym (500) enaffunuwlunisaseewaula
Tufomledeailie uililddnaedwdivoddysonisinduledod oswn duionieana
wsstiunnale eliffuslaailadmngludsiiaule afsusegslalunsdhfauasAnaududi
thiaue udaiiaustennuiiadamdaninuaznszduliiAnanudosnmeasddaudiazann
P wazduiloniddlilawde (LDC) ovuwansesu TikTok Sondnuaiuazanuutantvalsl
d1las Tnethiauesnmsaienmdnuaiuazaualuidud wioudesmiituazandlésng 4
pruviuaiuavasnndosiunszua wieuiainsuansaruAnfiuuazuansooniivannvasuas
Wauleeg1aun aennneeiua1uIdeves Chen and Lin (2019) wuinguilaa lagianizausy

Tl JuwildufiaggnnszAuaindadenisdinuuaznisiidiusuvuledeailife agielsinig

[
=]

deviladausatumale wandemiifigun iWenidsvuufnalm Wildfnad dnysenis
daauladesn nsgninenfnd aminisuugihaind eundenisiiunisldanuaiwesdud
unnmsiedunssumalaaniomludeaiifieioegiauiion luiusafontu Godey et al.
(2016) wuh A wwendomindeaiifeiunumddglunsaiunmdnuaiuazeuindode
YOIUTLS Feanasodsmaidensaiamanusuiluszazen wilunsnseduliiAnnisdodn
nan1sidenuindeoniidauninoraldlfiudadendniiagyiliiuilnadnauled sgriud
doannistesrenatuegiulusludu iensuusihanyeaaduuinmiy
ﬁﬂuLﬁawﬂL%anWSLmeﬂwuwﬂ (500) uilemuuunanvesy TikTok tiausuuifn
33nnsTuil 9 warmadenidudsslonilunmsudlatgmegradilade s1n57 wazansilddne
niousaninsndwiauazusliBulisulsylond aenndosiunuiteres Chae, Stephen, Bart,
and Yao (2016) wu31 mMsfidausaumsdeny vseiendenisudladym vulndeaiiie wu
TikTok finalunisifiunsufduiusuazanuaulalusiuvsus wildldinasonisdnduladodn
Tnonss Feaenndosiunan1sideves Chen and Lin (2019) uaaslififiuinnisiidiusailusesu
dpnonatheaismuduitusiuuusudld uinsdaduladeddndldudninantadedu wu
UsraumsniflfaTauarnisiusesainyaeaiidefield uaruonainidsaenndasiueuidoves
fn3n 530191, (2566) 1ddnw Bndwavesnagnsnisdearsnmsnamidadenidunadenis
dadulatoder iy duresmseeulatvesnguaaisdune ey atufnwinszuiuns
dinaulatovesifuslan Tnenagnsnsaaiaidaion (Content Marketing) faifumaiianizaan
fiiunisa¥auasmounsidomilinuuasiinududgnd wiuflsrdatiunisedudvie
U3naiissednafien wan1339s wuin lewn we Content adrausatiunala iilewn Content
vonuumaidam waz dWew Content ad1eesuainderuduiic lullddwmasionisindula

WRURINAUMIDE1N

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.



—_

34

U 6 alun 2 wWounsngAu-sunaw 2567

¢ yav v =
aeARN3NlAaINN1sAne
AUsENaUMS seRvedud s uunantasuanden (TikTok) mishiadudidgyiuiiem
Wansnann auilendsliduugdivieninys lnaidendnausiilonianieniiuseloviuay

ASINUANABINTVOIRSUTH TuiuAdmSufaniug1Ians saufisesdanuiln 4 Nutaula

a &

Wemiteyamduaiuase Ianugndes Faau wazasutuauysal lnenmstiaueiidnuaell

PR ¥

Fudau vintin Susnaunsad e onleagnedtenne wanannigeilnisuausilavnuy

Y

aunawy iieAuduiila FafsgaliiSurtesinfinnuiianisielusnale avulviianis

Y

v a

findulatodnveauslng suinduausnfronsidud sufaduundseldftunuazddy
Yo4gINILA

wandliiiuinnsfideomitadaussiuaala (LN ganmidlon (LDC) wagnnsidu
Saunnadenu (SOO) fiunumtunisasinissusuazanudserivladewusunuuledeaiiie ue
dewafsnsdnaulatos Yadewmarientldifivmediazadamansgnuidauanasaidod iy
\losannsdnduladesniinldsudnswasnadusy 7 19U N155UTEINIBY NMsduasNNIT

1y WeUsvaunsaluslnalaense

UGIGPGIIE

v ° o Y

darauauuzdmiugusznaunis

1) Jurgdunstuinannesuanden (TikTok) aashiadudiAglunisasriailennl
AuuzdmsenuiTilulssloniundusian

2) mashidayaiiduaiuas Irugnisadaiay LasATUIIUATINEAIINABINTVDY

AUSLAA

3) ensinauaidemdnuasdifuilaaidniildSudeyaddauazarunsailulély
Finusedriule

1) pseanuuy videaadomliinaulauaraynau efsgamuaulivesuslaa
waznszdulsiiuslnaesninmunionsioly

5) mslitoyanansdamtogazBoanarindetie Yaelifuslaamusodnaulaldietu

6) mmiiauaidomiiuuginslinuiiaieusslond Weifuausiulaudduilnauas

atuayunsted

doauauuzTunisfnuinseialy
1) fnsanvenengudminglunsfinw wu nduduslnanalulununduy 9 vsenqueny

wazeInfviainviane welvlnteyanaseungukasiluinTu

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.




135

UM 6 aludl 2 WaunsngAu-Suneu 2567

2) AnwndIsuiisusevineangandmaneduiiunndnaiu 1wy Taaumnine1desis q vie
nauauyhauluiesg 9

3) Msl#BMTATBsnaAN Wy Msdunwaildedn Wiemsaunungy lelinlani
AniunazUszaunisalvesuslnnegsasiden

Ao

8) pasRrsandnwunanrledulefeaiifiedu q Addnvazadieiu Anden (TKTok)
191 Instagram Reels, YouTube Shorts viounaneduisleduay ‘ WewSsuiisunasaum
anuuansslunsinduladosn

5) MsaaTeinsidunanrasuluusuneng o Wi nsveduaaiulatan nsldlawan

= ! v =) 2/ dy 14 v
wuuderldine vsemsarallenlaegldauily

318N1591989

N5 elinz. (2558). Snnavesde Ussaunisaluasnssuinam duareniuilmelons
saaulvihduasmsvense waqﬁw@vﬁw‘ﬁﬁ’amﬁmﬁamumm [neinusUsgegn
waudin]. andududiniauuImsaans.

e oSweddlv. (2564). Syewavesnisinaulededudvlndyadiieidmanonusnie
uvsuavesuslanlugnmananvessemalne. [mssuaindaseUSyayrumdudia).
wInendesuiglageainsal lunssususyudud.

f5dfinn Bunfifiey. (2566). BvBwarasn1sadassAmInandaion nsadanueim uay
AnsyntuvesuilaaidnernuassnAnilunsauduudsauesulal. 175a75356uas
wIBNTIUAIUNITINNIT, 17(62), 32-42.

L3 a S

QY38 gieuding. (2565). N135ANYINENAVINAYNENITTOAITNITNAINTUTONINIUYEIN I

9 9

cal ' v a

poulaliiawasonisanaulauasmaiugniuvesuslnpnainansuys. [ineridnus
USQuUuginl. NM1INeIRYsIIUANERS.

st WSAUASINY. (2564). M199PnIsEamFailon) (Content Marketing) iikasaniy
dnauladoyneeniidinievesngugndgndauusud Dharma Bums Tuussinalne,
[MsAuAIBasyUTyaumUndin]. avnIne1dengawmm.

stinn Seledu. (2561). nsmarmeeulariiinasonginssunisdeduiesularvewuilnalum
FUNDLIeY 99InuATIIvAN). PBvendnusUIygiumUaudal. wnieraswmalulagss
LIPADATU.

usws Ay, (2564). taseiiamaronagnsnisaamiiduasonsanduledodusni
Facebook, Instagram, Line, TikTok wadﬂwq;uaw?ungomwwmm [NSAUATIDESY

USgyeyruvnUauding. 4mInenaengan.

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.



136

U 6 alun 2 wWounsngAu-sunaw 2567

HIHRT NRUNIU. (2562). ﬂiiﬁﬁﬂmmﬁmeﬁmimam%qL"f'jamimiaamqLW%ﬁmwwaqqiﬁ%
Fruemsingdssinnemsla. [nsauadassUusyauintudia]. uninedengamm,

WS Wayaefina. (2567). TikTok nsdlAnwinsudetuii(lsiiniies e social media + e-
commerce. https://www.bangkokbiznews.com/tech/gadget/1113741

it onlaniie. (2557). 5 4wINNIT Content Marketing fiiluussleminognan uvsie
lauseleniiasal. https://blog.readyplanet.com/14827260/content-marketing-5-easy-
ways-to-do-helpful-content-marketing

A3 591w, (2566). SrEwavesnagnsnIsdeasn e iiauasiontsinduleds
aﬁ%ﬁ?’mW#uzzhuﬁaowwaauZaﬂwam@mmuam?’mw [nednusUs e Undin].
uInendeAalIns.

uInedmansenu nemzleuwasUsvanana. (2567). Suauianinevimus.
https://www.msu.ac.th/

Smunnsal sunnas. (2564). Hedeiiaaranonginssunisinaulefoaudsuueynaindi TikTok
vouuslnnlusemalne. MvenlinusUsyanumyada]. Iedeuinsssiauinnssy
warn1sURT uninendugsiaduding.

2ied loua. (2564). Bvisnavesmginssufuilaaiifdemnuidadouazauifuladnedioto
Wndun3d Tudssinelne. 29557507301, 13(1), 30-44.

Anvug Waswgled. (2560). msdnauenIsmamdaiomuudonivauayausilesuyseyiu
97m75AFY. [IednusuSyauvndndin). imIng1denganm.

aulR vhelser. (2553). suleuisiseadmsvuyvemansiazasaumans. Ussamnsiam,

aansa ansudl. (2562). TasuiiamasonIsdoausrumeteaeaulal, Bneriinususyan
U], WAIneasLTesing.

drinauiaungsnssuneBidnnsednd. (2565). nsa599nginssugltaumesidalusamnalne
Thailand Internet User Behavior. https://www.etda.or.th/th/pr-
news/iub2022.aspx?feed=cb66f430-5546-4dd8-b279-3827e88d154b

ot wnatan. (2556). msUszmduniusiionisasrenmanyal nuvmuvuas: dinfisiusis
PANTUUN NS,

Snws ansdlunsd. (2564). SvawavesnITInIsaImduilen) (Content Marketing) ideia
wan7sanaulaldusnisunannosy Onlyrans vasngugnmiulszmealye. [msauaii

dasyUSyaumUndin). Un1INeIRENTIN.

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.



137

UM 6 aludl 2 WaunsngAu-Suneu 2567

ADA. (2023). Understanding consumer behaviour in the digital era. https://www.ada-
asia.com

Anderson, E. W., & Sullivan, M. W. (1993). The antecedents and consequences of
customer satisfaction for firms. Marketing Science, 12(2), 125-143.
https://doi.org/10.1287/mksc.12.2.125

Chae, I., Stephen, A. T, Bart, Y., & Yao, D. (2016). Spillover effects in seeded word-of-
mouth marketing campaigns. Marketing Science. Forthcoming.
https://doi.org/10.2139/ssrn.2676047. https://doi.org/10.1287/mksc.2020.1245

Chen, Y., & Lin, Z. (2019). Social media’s impact on consumer behavior: A study of social
media influence. Journal of Marketing Research, 56(3), 345-357.
https://doi.org/10.1509/jmr.17.0430

Dahniar, S., Anugra, W., Sakinah, A., Febrianti, W., & Hasan, M. (2023). Utilization of TikTok
Shop interactive features and their impact on consumer purchasing decisions.
International Journal of Asian Business and Management, 2(6), 947-960.
https://doi.org/10.55927/ijabm.v2i6.6891

Deloitte. (2023). The Thailand Digital Transformation Survey Report.
https://www?2.deloitte.com

Dodson, I. (2016). The art of digital marketing: The definitive guide to creating strategic,
targeted, and measurable online campaigns. John Wiley & Sons.

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., & Singh, R. (2016).
Social media marketing efforts of luxury brands: Influence on brand equity and
consumer behavior. Journal of Business Research, 69(12), 5833-5841.
https://doi.org/10.1016/j.jbusres.2016.04.181

Hair, J.F., Black, W. C., Babin, B. J., Anderson, R .E. & Tatham, R. L. (2009). Multivariate
data analysis. (7™ ed.). Pearson Education.

Holliman, G., & Rowley, J. (2014). Business to business digital content marketing:
Marketers' perceptions of best practice. Journal of Research in Interactive
Marketing, 8(4), 269-293.

Huseynov, F., Huseynov, S. Y., & Ozkan, S. (2016). The influence of knowledge-based e-
commerce product recommender agents on online consumer decision-making.

Information Development, 32(1), 81-90.

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.



138

U 6 alun 2 wWounsngAu-sunaw 2567

Kim, Y., Galliers, R. D., Shin, N., Han, H., & Kim, J. (2012). Factors influencing Internet
shopping value and customer repurchase intention. Electronic Commerce
Research and Applications, 11(4), 374-387.

Kotler, P., & Keller, K. L. (2012). Marketing manasement. (14" ed.). Prentice Hall.

Krejcie, R. V. & Morgan, D. W. (1970). Determining sample sizes for research activities.
Educational and Psychological Measurement. 30, 607-610.

Linn, M. (2014). How to Build a Better Content Marketing Strategy.
https://contentmarketinginstitute.com/2014/10/build-content-marketing-strategy/

Nunnally, J. C., and Bernstein, I. H. (1994). Psychometric theory. (3 ed.). McGraw- Hill.

Pea Tanachote. (2024). 5 reasons why marketers like you should start paying attention
to the hottest platform called “TikTok”.
https://thegrowthmaster.com/blog/tiktok-for-marketer

Pérez-Pérez, C., & Panadero, E. (2019). Emotionally intelligent students are more engaged
and successful: Examining the role of emotional intelligence in higher education.
European Journal of Psychology of Education, 34(2), 469-488.
https://doi.org/10.1007/s10212-019-00458-0

Pulizzi, J. (2012). The rise of storytelling as the new marketing. Publishing research
quarterly, 28(2), 116-123.

Sean Watson. (2023). TikTok has become Thailand’s popular e-commerce platform.
https://www.globe.co.th/business/tiktok-has-become-thailands-popular-e-
commerce-platform

Sharabati, A. A., Al-Haddad, S., Al-Khasawneh, M., Nababteh, N., Mohammad, M., & Abu
Ghoush, Q. (2022). The impact of TikTok user satisfaction on continuous intention
to use the application. Journal of Open Innovation: Technology, Market, and
Complexity, 8(3), 125. https://doi.org/10.3390/joitmc8030125

Thailand Business News. (2023). Thailand’s e-commerce market is expected to grow by
13.7% in 2024. https://www.thailand-business-news.com

TikTok Shop Academy. (2024). What is misleading content?. https://seller-
th.tiktok.com/university/essay?knowledge id=6837792713967361&default languag
e=th-TH&identity=1

TikTok. (2023). Do You Know? What kind of content won't be blocked from being seen
on TikTok?. https://newsroom.tiktok.com/th-th/do-and-do-not-content-on-tiktok

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.



139

U 6 adud 2 Weunsngiau-5unau 2567

We Are Social, & Hootsuite. (2023). Digital 2023: Thailand.
https://datareportal.com/reports/digital-2023-thailand
Zeithaml, V. A,, Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of

service quality. Journal of Marketing, 60(2), 31-46.

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.



140

2395550 TuNSANUNKAN153981U Maejo Business Review
Maejo Business Review f1A11313937 U7 93N W1AMAINYBIINTAITUALATI N YT

1M3gIUAUsEsIsHluNSANL TaudansuURnudemivuneginasinia ieusslevineg

Xy

NN MADAURB1U WIAIIIVINT WardIrNlanesIU Maejo Business Review

9P UA3 85550 TUNTANUNHSLNTUNANUAILUNUMLAE AN DR Is e lUT

unumuazwihiivasiinus (Roles and Duties of Authors)

1. UnAn s Tnusfideiiofiansanifuwlu Maejo Business Review Hu ¢
Lilsunmameunsilaunnou vislieglunssuiunsfiasanvenisanivimmisnulssy
Amsdulanieuiu

2. mnginusinisdianuvesdunnldluunanuveswnuies {inusazdowiinig

Y
(%

91999 DTN SIUNINSINYINSI8NN5EN9BNeUNANLlMS e USaY
3. dnusazdendeuunanunisdgnsiignd os wazsidulaiugduuud
NBIUTTAUSNTITUa D Tum sz lunswssuunay

caa Yaa |

4. fiwusidnedeunngluumane axdeaugifdusniluuneuiuegs

Y

5. Jinusaesnenutamiaaseiiiintuainnisidesasnisansiuu lnglidadeu

v = vy A & 3
ToyanseWivayailuia

6. ffinusdessryumanuiatiuayundouas seynaUssleviiudeu @i
UnuMLaz vt vasussaNan13913813 (Roles and Duties of Editors)

1. UssBmsinthiifiansannaunsesuaznsiaauunaLiidailefionsandfiu
Tu Maejo Business Review tngfiansanilonunannuiiaenndasiuingUszasduasvouivnnas
N33

2. Us3aNEnsRaNsaNAAlE o MIaandf Iaud srvgasaiuaiwivves
unANuty 9 Wevhmsussdiuguamunana Tnefidmssaandlifidnlddudosudinus

3. ussansmsdesliiUnmedoyavesfinusiazinsenandllinsusdeniu

4. ussansnssesldivananiaizinislunisiansanunaiy nglifiepdvsevana
duilunsiansaununanuvesinug

5. UsTABMSFRsATIUNUNANTUNNIRINTANNEMTIRAAILED wazgdnudly
yhmsUsuudmudelausuuraninsseandudaiiu

6. ussansmseslifidiulddudsiuginusvsemssnandl waglidiunainunie
Myasluliuszloniludsgsfaniethluilunanunsdsnnisvewmues

1. Uiiﬂ,ﬂ’gﬂ'T569]/@\1Glillﬁ]ﬂ@‘l_lﬂMﬂWWUWﬂ'J’]MIUHiB‘U’JUH’]iU'ﬁELﬁu BALMNINYdADU

MBR} aculty of Business Administration, Maejo University.



141

AANUNANURBUNSANURNATY
8. U350418N130 83U JURMIUNTEUIUNITHAETUABUAY 9 VD9158150814LAT9ATA

WAZSNWININITFINYRMNTANT TIDIMTTRILITENsdaun wLarinuTuauagiaue

unumuazvthilvesnsenngdiuszifiuunaau (Roles and Duties of Reviewers)

1. {nsaganddessnuiaiuduuagliidawmedeyaduladruniaveaunaiiy
AfasuILAyARADY

2. finssnandimsussiuuvenaluayiniiaueadenny weinrmdamndile
Tudemunanuiisulssiiueghauiinie nefinsUssdivinsaldomunanuuaslidodnudily
W95

3. {nsenandidesmdadsnunimunanudundn lulendnsomanadiudaly
nsUsglivuney waglifidladudsduginug

4. mniwssganddduindemselidmlidmdiuunauiinesussannnsdsls
Ussiiuty dvssanndagdesudslinosusaninmamauiiug

5. i M3an A f 89T nwszaraalunisusaiduunauaIunseUsEeELIand

ABIUTTUNTNITANNUA

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.



142

° o o v v o ¢ ; aa
ﬂ']LLuzu']ﬁ'l‘ViTUﬁdL“UfJ‘LI‘U‘VIﬂ'J']ﬂJVl‘lJ'izﬁ\'iﬂﬂgﬁQUﬂﬂ?qﬁJﬂWNV\ﬂu

Maejo Business Review

1. nsnviuatieny (Definition)

UNANIBINIS (academic article)
a d'd o @ o 1 [ a dy a d' Ly Y d' (Y] v
URYUNTNITANNUAUTELAUUNAUDDYNTALIU LLLDWINIIVINTNVUFLNELNLINUATU

N139AN15 N30T N153U N15AAIA TTUVATAUNANIGIND wastATwgAansgsia Mlu

]

a

Uselowillaggadnaueaianiuslvi {lsuiinismuniulssanssy wnfa ngudiieidesie

aluayuNanITIATIEE Nsdaaszi smunanignisuaziinisiauesgaluszuy

UNAUIRY (research article)
mstaueasunanisAnwiinisdnuduaitegraduszuugndeavanzanaiuman

sudpuitnsiduidufivensumundnivinislaefinsmnuaingUszasdnsdnuidaiau

foagu namsAnwineliiAnesdnuiiiulszlovinadvnmsiunsianis matd nstu

NIINAN TLUUANTAUNANINGIND LaglATugaanigana uazanunsatlgliegramunzay
2. MSHTIUUNANAURUU (Manuscript Requirement)

UNAINIYINTG (academic article)
mM3deuunedvnsiifaunmeansseneuseseasden fil
1. Uspiuiiauemsianuviuadie
2. fddumninaueidlade
3. Insdenlomauiiiiadesmundnivins
4. fnsazd duamenesdnnusivl
5

- dnsoedduillomiunzauwasduluniundn APA 7.0 egsgndes

M BR Maejo Business Review
Faculty of Business Administration, Maejo University.



143

UNA1MIIY (research article)
unAnuideesdinmiauessauszuy fall

1. undnge fvaziduniiioatoannzanilisnidlaldlagasy

2. umih anudAgreslym In1sszudsnnudnduwazdymvesnisfinwedredniau
UefaUsglesivesnising

3. A0NHIIRY UagingUIzaadn1Tide daudniaugenaqesiuumi

4. msnunssanssy finmsdenleauuidn nqud MAsiteadenledlugnisiaun
NIOUKNANNITITBMAT NTTRILIANNAFIUNMITeaenna ot UIngUIEaIANTITY

5. 38115349 finsivuaUszaing fedae ndesde msiadduys nmafusiusu
foyauazmsidenliadminszitoyafimnzaufulssiiuiifnw avvioufsgunmuosnuide

6. wan1sAnw dMsleszinanisfinwaenndanisulaniuldegiagniias

o

7. mMsagluazediusena danuaenndesiuAinuuidewas ngUssaaAn1ide

a wa

8. UalauauzATUITNRUMETBIaUsLUsNITINSHavTalauakuzlunsun lUUL R

[

9. dodnnnveimITeuaviuideluouian misuq%’aﬁﬂﬁmﬁLﬁ@%ﬁ;LLﬁzLM@LWWﬁ%’&J
Tuawan

10. FofunulnifinelhiAnosdanuiln dnsagudedunuvesuansideiiazvioulsds
aernNU3lnalludnnisuasiBel f U

11. m3dedegnaeswasidulusumdn APA 7.0 og1gnsiad

A1SEIUNAIIY

Tideudsunenuduatulaetuiindulnddaideuazdesdaldunanulugduuy
wana .doc/docx NUsEUUNISTUUNANMUBEULAYBY Maejo Business Review Website:

https://s005.tci-thaijo.org/index.php/MJBA

MBRI aculty of Business Administration, Maejo University.



L/Sh’\Sae

MBR Faculty of Business Administration, Maejo University.

https.//s005.tci-thaijo.org/index.php/MJBA



https://so05.tci-thaijo.org/index.php/MJBA

