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Abstract

The research article aimed to analyze factor of digital organization characteristics of school under
secondary educational service area office Chonburi Rayong The sample population consisted of
13 school administrators and 287 teachers, totaling 300 individuals. The sample size was determined
using Hair's component weight approach, which suggests a minimum sample size of 250 when the
component weight is 0.35. To account for potential data loss, an additional 20 % was added,
resulting in a total sample size of 300. The research instrument was a questionnaire designed to
assess the digital organizational characteristics of school. The questionnaire exhibited a satisfactory
item-total correlation coefficient ranging from 0.60 to 1.00. Data analysis was conducted using
exploratory factor analysis with varimax rotation. The results revealed four underlying dimensions
of digital organizational characteristics: 1) Digital Organization Management, 2) Digital Manpower
3) Digital Adoption, and 4) Data-Driven Collaboration. Together, these four factors accounted for
64.093 % of the total variance which each component describes the variance at a percentage of
17.883, 16.569, 16.099, and 13.543, respectively. From the research findings, it was discovered that
digital organization management is the component with the highest component weighting.
Consequently, the research results can be utilized to study guidelines for educational institution
development to promote or develop educational institutions into digital organizations that align with

the context of society in the digital age.

Keywords: Exploratory Factor Analysis; Digital Organization; School
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Abstract

This research aimed to study the marketing mix factors and technology acceptance factors influencing
the decision to purchase dietary supplements online among the elderly in Suphanburi Province.
The sample consisted of 400 elderly individuals, and data were collected using questionnaires.
The data were analyzed using statistical methods such as frequency, percentage, mean, standard
deviation, and multiple regression analysis. The results revealed that most respondents were female,
had an income of less than 10,000 baht per month, and had an education level below a bachelor’s
degree. The respondents' overall opinions on the marketing mix factors, technology acceptance
factors, and purchasing decisions were at a high level. Additionally, hypothesis testing showed that
the marketing mix factors, including product, price, distribution channels, and marketing promotion,
as well as the technology acceptance factor of perceived ease of use, significantly influenced the
decision to purchase dietary supplements online among the elderly at the 0.05 significance level.
These findings provide valuable insights for developing marketing strategies and promoting
technology acceptance to enhance the accessibility of dietary supplements online for the elderly

more effectively.

Keywords: Purchasing Decision; Dietary Supplements; Elderly; Technology Acceptance; Marketing Mix
o
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Wuszuuaaulatdvasfgeongly
Jeninguisays

Uadenswausumalulad

UM 1 NSOULWIAANITINY

A5ANluN15IY
nsinu i ngUsvasdiiietinmesitifeiidmarenisindulatondnfariomsasuiussuueeulal
vosfgiongluimingmssny’ Inglfuuaeunudueiosiolunssusadoys suloifineandondd

U389InT MIMAUATUIANGNATDE1S WATN1SRaNNENADDENS

Usgnnsilmunefegaogludmingnssay3dnuin 200,356 AU EENNULSRIUTMIRaNTIS,
2567) Insnguthvaneiugiitmstondnsusiensidiususzuuooula

nsaunaafegdldlusunsy G*Power iilafuindIuitesafivanzan Tasdards
nsMAgeU (Power) 71 0.95 wagAALARIALAGDY (Error) 1 0.05 15maé’wéﬁ1mumjm§f’sasm%gwi"ﬂﬁmﬂ%’
luns@inwie 200 au edndlsiny itelflduanisAnuifinsounquunndu Sstmuarunadiognedily
Tun193deidu 400 Au Fufisswerionsiaseitoyauarso93UnITIIANBUNEUTBUUUADUN LU 1SEIL

mﬁnmiﬁ%ﬁ%mzzﬁuﬁaaaimwuﬁ’m@zy (Convenience Sampling) Wit seeulall Tngmidung
Futoyaruuuuasuanesulaimunlagld Google Form wazweunsasivuuasua (Uniform Resource
Locator: URL) lugfsnguseesfifinaiantfnssnuinasiiiiivue

insaaiiofldlunnside

wdosflefllilunisrvsndoyanded fAnwildlduuvasuanlnefinnsanannseuuunnnufouas
Fuuseng q Wethmnaaduuuvasunalnednuaslasaisuszneulude fmausiatatedn (Closed
End) Tnsuuuaeunsutseanidu 4 du dsil

wuuaeuadwi 1 Wunuvaeunuieafutoyadiuyanavesinounuuasunia leun e seled
WAZNISANYY LUUATIAABUTIENT (Check List) F1uu 3 T8

wuvaeunmdwd 2 WuluvasuauAsadudulssaunianismatn 4P ldun dundnsas
AIUIIAT AUTBININITTATIMING LazaunIsauasunIsna1n lWaauelaunsidimdseanud 7 seau
(Rating Scale)

wuugeuadud 3 unuuaeunuifnrfunissensumelulad THdauvdiaannsdimulsyanm
A1 7 526U (Rating Scale) 41u2u 15 70

wuudeunudnd 4 Wunvuasuaunisdnduladondafusiomsaiuinussuuesulatves
Aavongludmingnssays TWaauvilaunsidiuuseanue 7 seau (Rating Scale) 311w 15 9o

n3nsradeuANuletuveaLuasUn AL TN THIuA TAge UAANUTE AT UDaN YRS
Cronbach Ingvhmsnaneadesiu (Pilot Test) funguiiegna 30 AU KanTAAEUNUIELUsEAVELoAYN
oglutae 0.759 - 0901 Fsgandinausitushil 0.70 (Nunnally, 1978) wandliifiuiuuaeunufianuindetie
Tusgiveousuls
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mMafusIuTIudoya

ideivdeyalnelduuvasunin (Questionnaires) rusyuusaulal (Online Survey) lngasna
wuugeuaily Google Form wagimgunshuugauanue URL (Uniform Resource Locator) Tugsngusinaeing
117U 400 AU KuTemseaulay Tfkn nau Facebook wanga LINE Sedidunaudl

1. wignuuvaeunuilasUiuUssmunseuLnAnLasnguiitisades

2. dawvuasuanilvingusegisriuszuvesulatinazifuteyalurisnandiimun

3. ATIVABUAUATUNIULALAUYNABIVRITBYANOUNITIATIEN

nsAATIEtaYa

1. adfdemssann maeneitoyaluvesimeutadvlszrnimans dadudulszaumanisnain
uarthionssensumelulad uasnssnaulatondnduriennsdiuruszuuseulavegosdringnssnni
Mnsimseilagldienaud (Frequencies) Adasay (Percentage) Anafds (Mean: X)) wavdiudeauy
1173511 (Standard Deviation: S.D.)

2. diddsounu  mlneideyaifmafuliadudulszamensnaauasdadunsseniumaluled
fidsnarionisindulatondnduriomnaaiuiiuszuveeulatvesigiengfminanssand  Wnnsdased
n1sanneenvAad (Multiple Regression Analysis)

NANI578

Ya v

msdrsansinduladondndaeiomsiasuiiussuveeulavvesgieny  idelduuvasuaulunisdmiu

TTmdeyaNnaufiieg 19911l 400 AU uarlananTinseideya fall

nanTIeT gty luvesineuluuasUnamUN Frouuuuasuaudnlva umandeiun
269 Au Amdudesay 65.50 f5eldAingt 10,000 vwReeY Sl 220 AU Andudesay 55.00
Tngdnilvajfsziunsfinungaan Ao dniuTayaes S1uau 366 au Anluiesas 91.50

M51991 1 AledsuazanleauuInggIueITERUAINANLL

fauds X SD.  szAuAMNAALIUY
Uadwdaudszaunienisnana 4.30 0.48 7N
AUNARTU 4.30 0.53 110
AUTIAN 4.30 0.55 10
AUTBINIINITINT MUY 4.27 0.53 170
AUATEUESUNITRATN 4.35 0.48 n
Uavasruniseausumalulad 4.25 0.47 170
Aunsiuianadaiula 4.27 0.54 1N
Aunsuianuivssleviannsldau 4.23 0.41 170
Aunsiuimnunglumsldan 424 042 1N
msfnduladendadusiosasuruszuusaulal 4.24 0.54 N

AN3197 1 wansAadeuarAdenuuInsEILYeIsEAUANAAIuYeINguiieg 1 tufuUsIdn
wuhlunmsin Yedududsvaumnanisnain (X = 4.30, SD. = 0.48) FweglussiiuaruAndiumn fmuniseeusu
wmAlula8 (X = 4.25, SD. = 0.47) sglusduanuAniiunniguiu wazn1sdnduladondnduyiomisiasy
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suszuvosulat (X = 4.24, SD. = 0.54) edlusziuanuAniiunn avviouisruddeshud il
TumsimuangAnssuguslaangurgeeny

KamaaRoUFNyRgILT 1 adudulssaumenisnanadeuadenisindulatenaninsiamnaiaiy
iogunwvangudgees Tuswmingnssays

nshnseinisindulaendnsusionmsaiusiuszuuesulatvesgeongludminanssays
Taunsannegilenyian (Multiple Regression Analysis) Taofmuadoulunisinsevidsd

1. Aadsvesnmaaaiadeu: fawiniu 0 Fadulumudeimvuavesitmdaeiosdign (Least
Squares Method) fivil¥iriadevesnnumannndeuyiniu 0 e

2. MIATINEDUANUEUNUSVRSILUTDATY: Mmsaans Collinearity Statistics wua1 A1 Tolerance
oEsTIiNg 0.373 - 0,425 siluAndn 0.10 uaze Variance Inflation Factors (VIF) ogszing 2.353 - 2.680
Faflentdeundt 10 waneiuUsdaselifitem Multicollinearity

3. MInsRaeumdNUsEAVSanduiussenieiuUsBase: wuldndulsyaviandiuiusogsening
0.742 3 0.820 &asindn 0.85 (Kline, 2005) wansirmuduiusseyiefuysdassligeauiuly uay
annsalilunisiiengviannesld

'
a1

A5199 2 WANTSILASIENUIUAIUYTTAUNIINITAAINNEINARN1SANAULARDNAN A UN D1 TLATY

Husyuveaulal
s nsdnduledonaninal . 0
B SE B
A () 0.081  0.106 0.767  0.444
FunAn o 0173 0038  0.172  4.597*  0.000
Fusnen 0.191 0039  0.195  4.869*  0.000
AUYBINTATINUE 0.295 0.041 0291  7.140**  0.000
oﬁ”mmidua%wwmwmm 0.306 0.039 0.303 7.765%* 0.000

Adjust R Square = 0.699 R Square = 0.761 R = 0.872 Durbin-Watson = 2.004
Std. Error of the Estimate (S.E) = 0.266 F = 21.135 p-value = 0.000**

PNl 2 Hamnsgionnssdmmgauandiiui Jadeduusraumemananaris 4 du
oA fundadinet fusIn Mute@ad g waesunsasdiun1snan Tevisnaduinsenisdndule
Fowdn e nasiriuszuveeulaivesigioigluiminanssuyesddeddameadfdsedu 0.0
Tnedssdiunuddrannnlumidosded fumsdusdumsnan (B = 0.303) Wilaibiiidviwauniian
sensinaulato suresnadasming (B = 0.291) favsnagudududuass dusian (B = 0.195) Jdvidwa
Fauansdensinduledolussiuliunans sundedne (B = 0.172) $8vsnadsuandenisindulede
Tusedusan wamsliemesinu Jadeds 4 duaunsossueauulsusuvesmsinaulatendnios
onsiEsinihusruvosulavesigeengliussanudosay 69.90 (Adjust R Square = 0.699) TagAnAuasil
Durbin-Watson winfu 2.004 #eeglurasfivmizan wansilifdgymmnindvinadadusoiies
(Autocorrelation) luluna wamslamgiativayuaunfgiuiidn Jadedrulszaumanisnaindanaso
msdaanlatendndsiomaaiuieguamuesgogluimingnssand  Tasamedunsdnaiunimann
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uazPeamsdndmhefiiunumddnygean uenanil HaNsAnwLansdienudAyveINITeRNIUUNANS
ysnsnaafisnzauiioneuauos o svezieeuazinlenalunsdadulatornusz uuosulai

wansvaseuaANyAgIul 2 Tasenssensumalulafdwadanmainduladondniusiomnaaiy
iiogunwvasngudges Tusmingnssays

nsinsednisinaulatendndusionmsaiusiuszuuesulatvesgeongludmingnssay’
Taunsannegilenyan (Multiple Regression Analysis) Taofmuadoulunisinsevidsd

1. Aadsvesnmnaaiadeu: fawiniu 0 Fadulumudeimuavesitmdaeiosdian (Least
Squares Method) fivil¥irindevesnnumannndeuyiniu 0 wue

2. MIRTIVEDUANNAUN UGV ITILUTDATE: Meaans Collinearity Statistics Wua1 A1 Tolerance
9EsEINe 0.742 - 0,986 FsilAunnd 0.10 uagA Variance Inflation Factors (VIF) ogszwing 1.014 - 1347
Faflentdesnin 10 waneifuUsdaselifitem Multicollinearity

3. MInsRaeUmdNUsEAnSanduiussenieiuUsBass: wulddusyaviandiuiusogsening
0.042 &3 0.499 asinin 0.85 (Kline, 2005) wansidulsdasylaifilym Multicollinearity uazanunsald
lumslasziannele

= a ¢ ) o A ] v a - a
M99 3 Han1siasendadeniseensumalulagndwasionisdnduladondnineiemisiaSuriuseuy
poulatveae1yyuTL JMIngNTIUYT YeInquLadene

nsanguladanan e

fauus t p
B SE B
AAsil (a) 2341 0.220 10.629  0.000
Aunsiuimnunglumsldan 0443 0052 0390  8574*  0.000

Adjust R Square = 0.152 R Square = 0.390 R = 0.390 Durbin-Watson = 1.561
Std. Error of the Estimate (S.E) = 0.440 F = 73.511 p-value = 0.000**

o w a

* fifaddun1eadng 0.01 *eddeymneadid 0.05

PN 3 HamTiienzianaesdmmgauanddifiuin Jadesnunsseniumaluladiidsasie
nsmauladonnsustemsiaduriussueeulatvesigeenglusmingnssayFeswiitodAgmieada
fiszdu 001 fo shumsuarminglunislion Tefimdnsyavinsannosnasgiu (B) = 0390 wazeAsi
(8) = 2.301 uansbifiuindgeengisuiinisldnussuueoulaiiedensldou fuwldufazdnaulade
WaR ST aiEEussUUseUlatinty  kanTiessikandifiuhitedesunsiuiaunelundldou
annsnesuIAuLUTUTuRIMIindulatonantusiomatasirusr uvsesuladldussinadesay 15.20
(Adjust R Square = 0.152) uazd1 Durbin-Watson Wiy 1.561 Zeeglutisiimanzan uansilsifitaym
dswadadusieoiiios (Autocorrelation) Tuluiaa nan1sinseviatuayuannfgiuiiin Jadeniseensu
welulafdmaremsinduladendndusiomsaiuiioquninvesdgogludmingnasays Tasane
funssuianuitglunsidauidunumdidy msfauisazusuusaunanesuesuladlildauine
Faufunagnifiddlunsnssdunisinaulatondnfasienaadilundguiigiey
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84 Kotler and Keller (2020) Fsszyindadonansins 51a1 Yownanisdndming waznsdaaiunisnain
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Tumsdnds wazdolauafivavaindais wan1sAnwiaenndestunsidovesinginas weslant uas
VR gunsalfe (2565) dliituiiladesunanfusiuasaiduiladddiinssduliiuilnadnauls
FoAudviudomsooulat lnsamznquitddsdinnudue Wy dauaauiensdndms uenand
fraonadosiuauifevedisiad Juyumauas uazanlz (2565) fszyiinisduadunisviy wWu diwandiley
viensdndmd fumumddylunsnsedunisinaulatedudvesdgeony nan1sidelaenadoatuaide
483 Suyanto and Dewi (2023) §sfinuniedvinavesdiunaumenisnainiiinenusslalunsgeuay
wansynuran1siadulatendninet Somethine ludulafide Tnewuidadedumnain Wy Aadnume
vowAnfel yefingan anwazanlunmsdnds warlusluduman Tualuduindennuidlalunisde
wazmsdindulatondn tausidena
Mnauufgiuiidadenisseniumeluladasuadonisindulatendnfuromnaiuiiogunin

q

o v A

vounauigeensy lufmingnssays nansfinwmuidnunissuianuielunslinududadvddyidma

<

'
(Y

son1sinduladendnfariomaaiuiussuuoouladlungudgsengesiideddamneadfnisesu 0.01
idesananuiglunisliiuesunanwosueeulal Wy nisesnuuunthvedimnzauiunsuesiiured
fasony nslimilsdoralng uasduneunsdstofiliidudou Hulatefivivanminfnavesgeny
waziuanutulalunsldinelulad  wansfnwvideulssdungquinissensumalulad  (Technology
Acceptance Model) fiszyinmssuiamnuielunislian (Perceived Ease of Use) wavnssuiuseleom
(Perceived Usefulness) dutladuddnyfidenasensoeuiumelulad Tasiamslunguiigeengisnuesm
wAlilaBfdnuheuaslsifudeu namsfnwesinensdostunsdnumoadiams Yoy uasufin afungad
(2565) fiRnwiFosunumvasmIseniuwaznslinumeluladiifiiensindulateduieeulaivoi
wihgdeeniigaeny Anuimansiseiindioniseensuuaznsliumeluladmaiuiiruaidenisldony
ns¥usteustlonildsuannislion suemnuddalfnumeluled duanssnummssionisindulade
Audeaulall uenininansidudiaonadostu Ratmono et al. (2023) SdldAnyiFasnanisfin e
Feniudvinavesiinanissensumelulad Yadomadien wasmmilatoiidmasomsinaulitedushosulat
Tngnuihdatedumeluladuaznsinuunaniesussulaifiasmnausiinaronginssunistovestuslna
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1. Uadediuuszaunienisnain

namidedafodulsranmansnaniifnadenisinauladendnfusiemnaiueeulativos

Aasorgludmingnssauys 31nnsAnITenudn MsdeasuNIIRa1n (Promotion) WagYeenedndnning
(Place) TBvisnageaarenisinduladendninsiomuaiuooulaivosgiorgnudiiy fududusznauns
mslienudidnyse 1) Msdaedunsnain (Promotion) AasifiunagnésulysTudu wu nslidiuandie
msuanvaskoy uaslsunsuavanudy fegdlaliiasenydoduiesulatinniu Waslawanimanzaudy
faieny Wy Aelamwany Facebook, LINE way YouTube flannsaviiausdoyadudlsogisinnuuay
ihlasne mslinagvs influencer Marketing Tnedeniiiaviswalunauigaeny wu thlnvunns vieyana
Alssurudeieluyguvy eaiunuilinsdadendniasi 2) Yomnadadwiing (Place) mIwauIINg
Jadeifufinsiuggeony wu nsdndauvuiideisiioves viensinsudanoudedudieliuilaingsu
ansafududliagain msadrequduinisgnanluseiuriesiu ileteliigeensannsadnsoasuany
Foyaiivafvauduazuinmsldlaense mafideaministissRuiivanvats Wy nsdiszRudaioms
(Cash on Delivery) w3ansloudurunoundindusunns wiolazmnsodgeeneyiilindalidasiasin
3) dhugn (Price) InmsiTenuididvsnadearudatoliinin enaifiesnggeoigdainldsusvana
PNAMULUIVDILING  LNTNT  NIDAUTOUTNNINAIINTIWTBUTIBUTIAEAUDY  SaudslraudAgy
funvsudfindofonssdifodos wihasiisagandiom fafu mafimademaduarududarats
anusiilalsifuguslaaunnnitnisudedusuaniissegudeadisdaaiunisvensdnlustududiem
WU duananzngulgieny  wiemsazauazuuuisuanfuansusslevlifiuiniesnuigiugndn
4) aundndmel (Product) HRERFUAIAITHAILIAMAINKNEN S UATNSITUAUABINITUDINGIDNY LU
mafiudeyadulsznounazaussloviidaau nfounisiusesnanm

2. Jademssaniumalulad

amsidetladenissouiuirunisiuiauielunislieuiidninadenisdnauladonan fosi

onsiuhuszuvssulavegieny mnfgeengiuiinnislinuunanesuseulatiiuFesins avann
waglidudou wanwnagiuwnliufasioaudvesulatinniu  egnlsfiom dgsenguaonudundyiu
guassalunmsldoumelulad wu enallddwesiussuudda dodidaduamen waveufnaiaiy
anutasnivvesgansauoeulat fudu eatuayuligiengamsndndauarlivsslominnunanledy
ooulavilfossdivssavinmannty  Sulufostiumidunsuulsuasianssuulivngaufungugldan
msoenuuuwnanesillidufinstuigeony  dulwivioueundieduililunistondnfasiownaatunasd
mseenuuUBuhe MHimddevunalve) #ndutneu uasiuyidlanedfoanmsdudoulunsidnu
msliianudiemieuasmsaouldon Afudntedeiiddy favegueuenalidunsiunisdedudesulat
feidu nsdeviimleaeumslian dileatuie wiesruuwmuaniianmnsoliuuziuuudealn el
fasorgdanusiulalunisldaunnndy wenand enadidesmsliiaderdmidiulnsdmivie LINE
dmsuiitliaznnldunanesuseulaiilnenss

Foruauurlunsiseaiasialy

1. vieliamsfinuiannsailulivsslonilfegnniemnenndsdu  msfinsantnamside
IusierenfemsinugUuuUay 9 Muenwileanmsifusiunudeyafeuuuaeuna wu m9idouuunamay
(Mixed Methods Research) Tnsnisduntuaii@sdn (In-Depth Interview) Litelsildtoyaifsqmnmiianis
wazsENDITaINAEINTY SeasthesryuuvnansiauasUfulsinzanian uenainiaasuia
fuusdy 9 flenaildvina wu Jadesulasiairsesdnsnietedusumsdanisaiwd ilevenefifves
melereikanfiveudlaluliidoiifinadentsiaduladendnsusiomaaiuvosgeogldftty

26



v v
v o

2. MyIuAstlyatunfnudadenidnsnadenisdndulafondndusiemsiasuvesdaseny

9
v

ity ety Tunsifeadately mstinsmumuissansauuesinynuideiifedondudu ieatiuayy
nseonuuuNUATelinuATeUAGUANNBITY Wy Matmusdudsfunans (Moderator Variable) %3
AsAmuafulsunsn (Mediating Variable) lunisiasisianuduiusvesiaudsse 4 wenani
psisUltn AT EieunTRalaTeass (Structural Equat|on Model: SEM) Wiethelaninsansiaaey
anuduiusideiudoussnheiiulsldesnegnieuarantanntu
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Abstract

This research aimed to: (1) study the general information and service usage behavior of customers
of slow bar coffee businesses in Khon Kaen Province; (2) examine the motivations for using the services
and engaging in electronic word-of-mouth (eWOM) regarding slow bar coffee businesses in Khon Kaen
Province; and (3) analyze the motivations that promote electronic word-of-mouth about slow bar
coffee businesses in Khon Kaen Province. The sample consisted of 400 customers of slow bar coffee
businesses in Khon Kaen. The research instrument was an online questionnaire. Data were analyzed
using descriptive and inferential statistics. The findings revealed that most respondents were male,
aged between 18 - 25 years, students, with an average monthly income of 9,001 - 15,000 baht.
They frequented the coffee businesses 1-2 times per week and spent less than 100 baht per visit.
The overall motivation to use the services of slow bar coffee businesses was rated at a high level.
When considering each aspect individually, all dimensions were rated highly: perceived quality
(X = 4.36), sense of atmospheric immersion (X = 4.14), and feeling of a slower pace of life
(X = 4.02), respectively. The level of electronic word-of-mouth among customers of slow bar
coffee businesses was also high, (X = 4.13). The results of multiple regression analysis using the Enter
method indicated that perceived quality, atmospheric immersion, and the feeling of a slower pace
of life significantly influenced the motivation to engage in electronic word-of-mouth at statistical
significance levels of 0.001 and 0.05. These three independent variables together explained 54.1 %
of the variance in the dependent variable (R2 = 0.541).

Keywords: Slow Bar Coffee Businesses; Motivation; Word-of-Mouth; Electronic Media
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Aduys X, X, X, Y
usagalagumnudanfidindias (x,) 1 7324 618 485*
usagslashunnuidndusluusseinia (x,) 1 703% 560%*
wsegslarinunssustanmnin (X,) 1 551%*
usagdlalunsuendeurnserninudedidnnseding (v) 1

** Correlation is significant at the 0.01 level (2-tailed)

i 2 Wi ArdudssanSanduiusvesiiudslundasduvesussgslalunislivinig
Sunmuwwuiut - fuusagslalunisuendeundetinrudedidnnsedindveslivinsiununuuuidiui
Tudmiaveunauiiansening 0485 - 0.732 lagsumwdaniidinthas sumwdanausluussenia
fumsiuifenunn  waznisuenseunseunrudeIaMseindlinuduiusnisuinegelieddy
nsaATisEAy 0.01

= a a Y 1% a v oo ] ] ] =
M1919%1 3 BvSnavewusegelalunislduimsfuniunuvuiiutiidinasenisuendeundeuindiude
ddnselindvesdlduinisiunuruuuiiuiluiminveuwnu

Unstandardized Standardized

Model Coefficients Coefficients t Sig. VIF
B Std. Error Beta
(Constant) 932 .155 5993  .000
Fumusaniitindna (x) 101 050 105 2022 .044* 2240
shumuEnaualuussenme (X,) 342 056 347 6.057 .000%* 2748
AUNTTUTTRMAIN (X,) 328 044 365 7375 .000***  2.049

vnewn: R’ = 0.541, Adjusted R” = 0.538, D.W. = 1.895, P<0.001***, P<0.05*"

MNANEA 3 Wil InnsesRaeutaaadusTugiwesiuUsBasy (Multicollinearity)
meA1In VIF (Variance Inflation Factor) Wu31 @1 VIF vasuUs X, = 2.240, X, = 2.748 waz X, = 2.049
Feoglutaaiivonsulsl (VIF<5) mudeiausuas Hair et al. (2010) wanalsifdamarudiiudiugaszning
sudsBasgluluna Fenmnseaglliiluwannoesirmumuzanlunisesuieanuduiussenineudsims o

uafmﬂﬁwamﬁmi’wﬁamaawmm (Multiple Linear Regression) P835 Enter WU LL’N‘}]JQEL‘\]
sumsiuitenanmn usagdladuanuidndusilussenia uazussgslasuanudidiasdmasioussgdle
Tumsuendeunnsenninudedidnmsedindfiszfutioddmeadian 0.001 uay 0.05 Jsussgdlashuysdasy
i 3 ¢ aunsdmeSuiefusiosar 541 (R = 0.541) Tnsflaunisanneswyan (Multiple Linear

Regression) §13il

Y =0.105X,+0.347X,+0.365X,
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Abstract

This study aimed to (1) examine the influence of service marketing mix factors on the purchase
decisions of food from university-based restaurants in Chanthaburi Province, and (2) investigate the
influence of service quality on the purchase decisions of food from these restaurants. The sample
was drawn from students at a university in Chanthaburi. Given the known population size, a sample
of 305 respondents was determined using Cochran’s formula Data was collected through an online
questionnaire. Descriptive statistics, such as frequency and percentage, were used to describe
demographic characteristics, while the mean and standard deviation were used to analyze service
marketing mix factors, service quality factors, and purchase decision factors. Inferential statistics were
applied to examine the influence between independent and dependent variables using multiple
regression analysis at a 95 % confidence level to test the hypotheses. The findings of this study
indicate that: (1) Among the components of the service marketing mix, the dimensions of people,
physical evidence, promotion, product, and price exert a statistically significant influence (p<0.05)
on consumers' decisions to purchase food from university-based restaurants in Chanthaburi Province.
Conversely, the dimensions of place (distribution channels) and process do not exhibit statistically
significant effects. (2) Regarding service quality factors, the dimensions of responsiveness, assurance,
empathy, and tangibility are found to significantly affect purchasing decisions at the 0.05 level of
significance, whereas the reliability dimension does not demonstrate a statistically significant impact.
The findings suggest that among the components of the service marketing mix, the personnel factor
has the greatest impact on customer satisfaction. Meanwhile, customer responsiveness emerges
as the most critical determinant of service quality. These insights can be applied by business

operators as strategic guidelines for future business operations.

Keywords: Marketing Mix (7P’s); Service Quality; Purchase Decisions
o
UNUI
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nsdnaulaidendoomadunsruiunsiildsusvinasnnanedade Fausdazdadeiunumddey
Tumsimanginssuvesiuslng susen Blnasdmsduimdoiisufuiinauasaaunmwuesems
Tasemzlunguindnuiifieuussanadin auamewnsiiudniadovdniisauesand muanlvl way
ansemslesu %ﬂdaNa(ﬁiammﬁﬂwﬂﬁmmgﬂﬁw (Padint et al, 2024; Racine et al, 2022) Anu@zen
vosiuuazgueuiilumsUssnovomsinanonlindavesiloauandunasiddlunadentee s
(Carvalho et al,, 2024) wonanilanInwindouvasiiu Wy muAzAINAUIBTBSTITY MInnuAsiIY way
vssenalnesdidinadoUszaunisallunisiulsenmueinsdnaie Turaeiaeaiu wginssunisuilan
vosusiazyana 1wy anudealuensifioguam mstdeniuusemusmsiumsus viemureuaILsh
Adudntdeiidmarenisfadulaidento (Alkader and Mohamed, 2010; Kwun et al, 2013) $1ue s
meluiminendodaduaudnamesindnu anasd waryeains Sdusieadlatiadomariognainds
iieanansneenuuliye s Uiuusauammsliuing uazadunagvidmsnaiaiimnzaitensuaues
Anufossvasgnéildogaiiussananm dslufitAonduiindnu

oy dndnuiedurisnaiensuidd@isluiaminedeiedunitoudentilaneimns
domniduadiusniimnanidasslunmsdnaulawasaunuidtinvesmueegnauiiaie Tasianzedieds
Tunsdififesegerdousnaneseuaivieetvilnaantiu  mawBsuriudndssiugmunuiatudsiuie:
vsefddydmiuTedivajneusiy FaudunSusnimnanlsilomasnaulafefunsdensuussmuems
PEnuUed (Marquis and Shatenstein, 2005) ﬁfﬂﬁﬂmdauimy'ﬂaﬁmaﬂﬁdwaﬁﬂﬁlﬂﬁqﬂﬂizﬁﬁwaﬂmiﬁa
vosnaimamTienduineiedlil mawdenemnsan Wy fueniedn Sfufeddnauargunscinds
Amnzaslunsugemsedagnies luvarflonsamusiu Wy uesuosines awnsadsldneluna
Fedaifunindmndiie denaruly erwazmnauedinannaeduide ussihefangnuesridudeiu
dieltanansassedinludanuiis S uls

sAderountiiilag Glanz et al. (1998) svyirdaduddniiidvinadenisidonuilonemis
Tunduienvu 1A savi 1m0 auAmslnsums ansaeen ansfimels uazmseuanhvin Tuvaed)
Satalic et al. (2007) wuinin@nwminedednivgjinidenonslnefiansanandunuilausatisls
Uz saimumdenlunsdnfownsnusiu uenainil Yahia et al (2008) Wl
thnwihideniulssmusvnsnusmuiesmnamuasmnuazanuansalunsdfdliie aAdeiinn
wandlfifufindui safouuaznginssunisuilnromnsmaniinldsunsiauasUgniandaustown
(Birch, 1999)

INsAnY1ves Kasirye (2022) seyihiindnwidinasiansantadeauussauvnenisnaiausng musim
uaziutesedasminefusuyslunisdaduladevesnidunsnvemmine ds wagldldRansan
A mauduazlusTutu ogslsinunisfinuves Andriyanto (2019) wuin wanfusidusuusdify
lupsAuszneumaNIsAan (Marketing Mix) 1ngAAMUBIHARMI AMUAINVANEUDULY UALTAYIA
Aduendnual (Tutadefl Rocket Chicken THdugaumnsng (Differentiator) tesgaamalavesiuilna
uenanin1susulgsnanfausiegrsdoidosiiofudsniuiloliausanevaussdoniuainndy
Adsuudaslivesfuilaa Tnolmznguiindny Judunguilmanefivemszaunmsalsueimsis
ANuvaNNvaeuazTivale wendndaduadiulszaunienisnainudd Sakinah et al. (2024) Anwiwaanuin
vjmmwmiu%miﬁ%m%waGiamiéfmau%%ammﬁ]’]ﬂ%'mmms s Asmarani and Usman (2021) #ifinw1
i auammsEns enalinde wevaruuaefeiBvinatomssnaulatedumentlatvesinfnu
W ne1dessaniden Tuvazdl Salsabilla et al. (2023) AnwiBvswavosanmnnsuIng Tiauandus
nsfudmudes wagnmssuiarmannsolumsliou denisiadulateensesulat udmudn auam
nsuinslifivswasionsindulatonmsseulatl
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MnfnanisufausidnmAdenldfnuniadvaulssamamsnainuimtayannmnising
fdsmasonsdaaulate winanmsieddiduliluimmaionty lesewrosndiduriunuesiueminelu
uinends Srumaniindgnémdndesenoudeddn nfnw 919158 wasyaansngluanity dadl
TassadamsUssrnsmansuagnginssunsuilaafiuandaainduemisiald  (Serthan and  Serhan,
2019; Kwun et al,, 2013) ‘17?&é’aﬁmﬂﬁﬁ@mmﬁaﬁﬁmﬁmﬁuﬁ 1387 karduUsTaNuYRIdnAnY) i’J@J‘I;?QLN%Zg
ANUAIANIIN LAWY UTTEINIA LLazmmﬁumqm’jﬁmmuﬁﬂﬂ (Serhan and Serhan, 2019; Kwun
et al. 2013) uilHiAntasiumsidouasinmniunsided Jadeladiddvinadentsiaduladoansan
Sruemmaneluiminerds fdufidelohnmsfng dutssaumanmsnaauimauazamunwTuIng
dwadensiadulatoomsnniwomnangluumiinedeluimindung:  waddeluedsiliusenouns
3R msmglusvinedevdeduszneunsiuemsiluansathiadendsvawaldunndiaely
Usuuseuesresaueaiionauauasionisindulatold

WQUILAIANISIY

1. iefnwilafediniszaunisnainuinisiidmwaronisindulatoemsindueimsnisly
wInendy ludamindunys

2. Wiefnwiauniwnisuinisiidaadonisdadulatoemsaniuermsnelunmineds
Tudwmdndunys

uwurRnuaznguiiientas

wwaRanazngufieatumadndulede

nsdnduladondnsusilandn Susiviadunszuiunisilinadenlunisdnaulaanimivde
wniniu Fanandulumumofinssuvesiudlnauiazau Kotler and Keller (2012) Toamudiut fuslng
Bondendnfasiilenouaussruioinisvemuies nsuIunsionaieidesiunisysanmamiudiieat
WAndos 31 Msduaiune wavanuiidiendatae Guilaresdnaulatondnsusimdinlasy
Foyafidnduvdoifismedmivmsdnduladsnan

Tngasunisdnaulafemaneds nazuaumsifuilnednauladendondndusifidesnisanmaden
fifleg (Kotler and Keller, 2009) wonaninszuruntsfinandsldsudrinandiulszaumanisnain
(Marketing Mix) Gshuthidushnseslsuslnadinanuanlanasiilugnisnduladeluiian Tneduusyay
msmsnaadiunumddyiensdndulavestiuslnasutladesne q Wy 1A aanuiidmiie uaznagns
msdaedunsnanniiosdnsiievilinansusiduiizinlunan

Kotler and Keller (2012) I¢nanrinszuaunisinduladevesiuilnausenoude 5 dunou léud

- ms¥ulilym (Problem Recognition) ulunssuaunsiifoBumsemindeamasosmstenan s
eausseufinelavewuios Tnsamnufesnsiionldsudvinanniafomeluuazmeouen Wy anmuanden
flondvog vidoAusiinssdulviAneufesnsiidudunniu

- msfumdeya (nformation Searching) Lludumeufiffiouaamioyaifefunansusindosnis
Tnedsldsudeyamnuilafiazdsmadessiuamaulauarlonalunsinduladondniusiduinniu

- msUszidiumaden (Evaluation of Alternatives) dafiunszuiunisiguslnaiinssvinay
Ustiliudoyaiildsuiiiiundnsus devheudilanudnvasiaraudwomandusitounisinaulade

- mdndulatie (Purchase Decision) dududusoudifuilnadaduladuaniineinasioniolite
wan st TnefinnsanandeyafinusmuasUseduntdeuniig

- wofinssuvdansto (Post-Purchase Behavior) tlunszuaunisiifuslnausuifiunmamuos
wanfasmdamsld Ielidaausuusislunivinuasuiou Sudutidviiinademssindulaieluouan
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asUh defuilnnanunsossyndnsiusiifioelaliudy wainwaednaulatendnsusilneerdemsussdy
foyaiildannsduninneunt dwaliszdunisdinaulatoifigsiu

wunAnLazngufeafudulszaunianisnaiauinag

dundadauai (Product) Kotler and Gertner (2002) Tl "wanfmst’ Jududsiinaue
Tusanaifioaussnudiesnsuazmuunsauvesiuilnn Jse1veglugUvesdumitdudeslividonansins
Adinerudumesidn warluunnsdiinseunquisuudn (deas) 8nde namlagasy windusidy
mssfureduduasimstinauaiiieiuilnatovioliaoslunamilenouauasrdosnsvesmuies

#usa (Price) Kotler and Gertner (2002) Tidndeintsade yarvesiiuiignivunuay
Seniivdmsundndouminnglunain %namwﬁgﬂﬁmwﬂm&JU%ﬁwﬁLﬁuﬂﬁmmwamﬁm%ﬁqﬂa'n uena Nt
Kotler and Gertner (2002) Ssssyimananunsagnionsldindumsuanidouyarivenisiussninegde
wazfredmiuduiuaruims it medussiuszneudfismiafisrnnuunfanmseaiaiausoais
eldlaoasdifuuim luvaefesdusznoudu q SunuinlunsfuuaLuIMILeEINTINgIUININISEY
yososAnslugUnuuuLAns ey

f1un1sdaasunisaain (Promotion) udnuisdadefifiunumddnlunszuiunisdaiula
Fovesrfuilan Tasusdmens 9 dndudunagnddulasaiuaznisnaiaieduaiundafusifdmun
Fanszuumsiisintundmniiuisnadedui dvuesm weesifunagndifieasianssuditeatusdngios
Gerudsnagnsiumsdaaiunman fifu wiesdleililunisdudiumsnmnisihuihfifuedesdiodoms
fifisnswaderuilaalunsdadulovslaandadast mnmnwmuiidudiunsstuanudonisvesmy
(Kwun et al,, 2013) wenaNE Kotler and Gertner (2002) l@nannlilumsdnunveawinnisdaasy
nsnatadunszuiunisdeansiyatiunislideyaiedduusslevivesndndasiungnadinune
vaiifouddlsmsuuargdlaliAnnafnssumstouasnislindn s

fuvam1an1ssasmig (Place) vanefs nmssuiuveanisdnassuaznisdndulafondu
YOININITNTEIWFUM 6‘?3@Lﬁaaéﬁmﬁummé’uﬁuﬁ‘maaﬂa@Lflmmasluﬁuﬁﬁﬁmum Kotler and Gertner (2002)
E“J’ﬁquwamuﬁ'wmaﬁqﬁyuﬁmqqsﬁaﬁ@ﬂﬁwmmsmﬁﬂﬁaﬁuﬁﬂé’ Tuvsuni aonufivanefsiumeiics
Yo uAUanIUIAEn (Mini-Marts) waznisdiiuianssumnagsiaifieliuinisuigni Ssaniuitanansa
deansznuagaiituddryonsruiunmsinaulatevesiuilng esnuaniususssamldannsod e
Tuanuifidaudstumisunazansedfnindnsnrideanisdoansle

fuunna (People) viveniingu (Employee) MuN8ANURY WNUBIUVTEMULI WY o
a¥aufswelalifugninliegsunndnsuaziviloninguistuuasdosadrsnnuduiusiafugnan
ogsaiLaNe

fuaneznenIen W (Physical Evidence) L‘Uumsaﬁwu,au‘mLauaaﬂwmumqmam‘vﬂmmaﬂm
delanéifnanulssivla Taemeremaisnanmines ldhasdunihiniiameny mswsadens
maqummqmwaauiau wasmslius s vienaustloviiu 7 figndnmaslesu

funszuaums (Process) (Judanssuilifsddesiuisnisuaznsuflusunisuinisgndn
dievilvignAnifnmuyseiivla

mnfindnindrsiutiadednlssaunmainuinistinnudiniusiunssuiunisinaulate anided
FalsinAnviduiulsdassiidmatonssuiunsindulatoomsvesindnmmelusminedousimily
ludmindunys

wudARUATNgBfREafuAUATNNNTUINS

Parasuraman et al. (1988) na17i1 Tunisussiliuamuninnisuinig guslnaverltusnisuseidu
MneskusEnouvesgmninlunsuInsdsil
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uAdeiiendas
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Oktarini et al. (2022) AnwdvEwavesaunwmsliuinsuazsaientsinduladerisuems
Mr. Fox @mngmimmeulsd wamsidenuh asnmnisiivinmslunnsauasandanuduiudideun
fusinauladefiuens Mr. Fox amingsarnismmeuls

ofwaf sunduguian] wozegan wianws (2564) Anwidesadununmnsliuinsidase
mssdulateomnsuaend nsdifinn Sueend awaminendesdn kansinwnudn Jadbamnm
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nmMauTIunss . AdiRssgndnnAnuasnquiduUsramamseaainig 7Ps
(Marketing Mix 7P’s) WWIRALKAZNGEANAMNITUINS (Service Quality) LLmﬁmLLazmwﬁmsﬁﬂaﬂﬁa

ISSN 3027-6837 (Online) 45
https://s005.tci-thaijo.org/index.php/RMUTI_SS/



N3a15 w3 ey atuuyvermansuardanuans I 12, atufl 2, (nsngew - Suay 2568)
RMUTI JOURNAL Humanities and Social Sciences Vol. 12, No. 2, (July - December 2025)

(Purchase Decision) lnguinAnuazyguijlunsazaiBvdnafidmadsiuuaziu dnnasadunseuwwipale
AU 1
faulsdasy faudsnu

Uadpdrulszaunnenisnainuinis
- wansuet (Product)
- 51@1 (Price)

- MsdadSunsaana (Promotion) msinaulade
- Y9IeN13IndnUY (Place) - ms3uitgym (Problem
3
- ynAa (People) H1 Recognition)
- anwaznaNenIn (Physical v
' - M3fumdaya

Evidence) (Information Searching)
- N3¥UIUNIS (Process) - msUszdiumaiion

(Evaluation of Alternatives)
- mssindulade (Purchase
Decision)

tmelilty) H2 wohnssumdinsde (Post-
- ANUUIYEND (Reliabiligy)

- MIneUALBWagNAN

Uaduaaunmnisuing
- amudugusssuvesuinig

Purchase Behavior)

(Responsiveness)
- nslianusiula (Assurance)
- nstenlald (Empathy)

ASOULUIARNINUITY

Cal
c
=D.
[

HUNAFIUNTTAY

H1:  Yadedrudszaunenisnainuinisdewadenisiadulatesrnisainiuermsniely
wninerdowimis TudmindumGodrsiioddnymisada

H2:  dadunmuamnisuinmsamadenmsindulatesmsaniuemsmeluuivedouvimis
ludmindunySegdidudAgnisada

ad =
A/N1IANYN

nsfnwdadeiidsmadenisiaduladesmsainiuemsnislunisdaiulateormsaindiuenis
Tuaminendouimis lufmdaduny Téhmunisnssiiunsifessd

Ussnsuasnguileia

Uszrnsne msideiidumsifodelinalnelduuuasuny Ussrnsiilidnuiluidoadsd Ao
tnAnwamingdowimidudung faidwauvssrnsiommn 1,072 au

ngudaagns vumvesnguiednsililumsinwdmausinulssansfiuidn fudu Satmue
naueg1esnIsiuIAfegRIIes Cochran (1977) Tdduauieau 291.30 au egwlsinuiiietesty
foyailiauysainanioluiummesnguuszrinsiafungusegnssuiusisau 305 au Tagléisnsdu
mjmﬁ’aasmﬁhiLf]ulﬂmmiamamqaﬁﬁ (Non-Probability Sampling) ?fai%%%ﬂﬁdmmmmazmﬂ
(Convenience Sampling)

inzaaiiofldlunnside

ns3telundsdiunsitedewina unusadeyalaglduuuaeuniy S5uaudiniunside
fifoamstavisdu 85 dow 3 YJade Feusdariladofmunnanmanunussunssuuazesungldsd
wuudnuuisesnidu 1) deyatiadedulssrinsemans wu e $uT euz/a 91eld 2) Feyadad
Fudiulszaumenisnainisiuaudiouisdu 35 faw 3) PayaladesiunnnInnIsusnIsiauIu
Froniedu 25 daw 4) deyadadedunisinauladoisiuudiniuiedu 25 daw 5) dolauouuy
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il

sRuAzLUY (5 = WnTign Ui 1 = Wesdign) waznsulanarpzwuuaisluszauni 9 dell (Weue
A998 wAzuaAVan Fuena, 2551)

1.00 - 1.80 wneile  sgauAnuddnyiesign

(% @

artauludnd 2 3 waz 4 fideussdivamauludiuilagliunsinEesd1du (Ordinal Scale)

v

Y
1.81-2.60 ey seauaudAyilos
2.61-3.40 wued  szauANdIAYUIUNaI
3.41-4.20 wed  szauANdIALIN
4.21-500 wneds szduANudARENTign
MInadaULAIDLiD
namsvaaeumLiTissnsalagliEiBeive 3 viw ldnaey 10C wdwuin Tuyndedaudia
0C>05 dumanuidotiuvesuuugouaumuin Mnngudieg 30 fegn Amnuideruifiatsanan
fdhseaviseahussaseuna (Cronbach's Alpha Coefficient) e 0.970 Wumstudilinuuuaeuanuil
firutndeie (Hair Jr et al, 2017) aunsathurldlunuddeluadidfls eehamudetuveuuasuany
fAdethanuandlifensnsd 1

A5199 1 ANAURDLUVDILUUABUDNY

Reliability Statistics

Cronbach's Alpha N of Items
970 85
n35usudeya

meiinusmdoyaan 2 undsoya namfte doyanfegi (Secondary Data) iunisdududeya
NNenasianunsadedeld wu wilsde 13anIN53d NsEIMAnnIg wermsduAuanmeadumeside
VUMNUITIUNSTUILUIAN  Muiififoadeaitoaianseuuuifsnsifeuasuuvasununside uavdoyausugi
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Tnglduuuaounuesulaiiu Google Form dwiugewmsluduaiifiesns o Welduuuaeuaiuasuny
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1) msdeszideyadanssaun (Descriptive Analysis) WadiiBmssaunn wu Al drfevas
Anads waramdudonuwnesgiu iessuiednuurteyanisssmnsmans Jadududszaunisnain
U313 Paduamninnsuinis waelladunisdadulade

2) MwTzsideyaileyny (nferential Statistic) ieAnwiA mANTUSLALEVENATENING
fusBaszuaviudsny Wnsinsieinsanaos@omens (Multiple Regression Analysis) Sesfunadesiu
7l 95 % lumsvameuamigiu nsAnutiadsiidmaronsindulatoomsansiuemsluumine1dy
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NAN1SANEN

v (% 1w 1

1. dayadnuaznguAlegne drounuuaeuniudlvg Wuwawediu 144 au Souay 47.20

a o

ﬁﬂiﬂﬂ@@j%uﬂ% 1UU 103 AU oAy 33.80 Usnwle 4,001 - 6,000 UM WU 136 AU Seway 44.60
ANEINEIAansLasfaUmanstIuIl 202 AU Seuay 66.20 Waza1u1UIMsTINIMAENTIANTSladafnduay
N15AYIELAY 91U 112 AU Sogay 36.70

2. nan1sinwiladedrulszaunisnanuinisfidenadenisdnduladoomsainiuenns
aglunvminendowimtls Tudwdadumd wulh ngushethsiszduanuAniiutiadednudsaummenisnans
vinslagsmegluseiunnniign (X = 3.806, S.D. = 0.468)

3. wamsAnwgMUAMMsUIMsTideadanisinduladaarnsnniuamsmelusmine s
wiwils Tudwmdadunys nwuin nquiedisiissduanudniiudedadnunmnisiruinislnesmedlu
sgauNN (X = 3.832, S.D. = 0.486)

4. wamsfnwnisdnauladesnsnniuemnimelusingdeuwiois ludmiadunys
wud ndusegdisziuanuAniiiudedafonisinduladelnesamegluseduinn (X = 3779, SD. = 0.516)

5. wan1snadauaNNAgIu lWn1slenginisannselannan (Multiple Regression Analysis)
sesuauidosiud 95 % lumveseuauufigiu nsfnwiladeiidmadenisdadulatoomnsnniuewns
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FUNAFIU H1: Padedruvszaunenismainuinisasmaenisdadulatesimsainiiuems
anelusminedouianils ludmiadunySeddideddgmaada

meiteilitadudndszaumenimatn 7P’s Wusudsdase Yssneudne dundndast dusia
ATUNTAAATUNITIAIN AUYBINNNITIATIMUIY AIUYARD AIUNTEUIUNTT KATATUSNYULNINIEAIN
wazdudsmuite madadulatoomsnniuensnieluimineds lufmindunyd Smaleseiised

M1390 2 MTIATIEIRneeRnvan (Multiple Regression Analysis) Uadeaiuuszaumansnaiau3nig
Mdwaronisandulageimsainiemnsiuuvnineras Tudwindunys

. . Unstandardized Standardized Collinearity
AUsaEUUTTANNIS . . o
R Coefficients Coefficients t Sig. Statistics
N1IAAINUINNT
B Std. Error Beta Tolerance  VIF

AAafi 0.214 0.113 1900  0.058
AUNARS U 0.159 0.038 0.167 4.186 0.000 0.452 2.214
AUSIAN 0.125 0.044 0.131 2.823 0.005 0.337 2.970
AUARESUNITAAN 0.186 0.037 0.224 4.999 0.000 0.358 2.790
ﬁmqﬂmﬂi 0.264 0.043 0.284 6.196  0.000 0.342 2.925
ANUSNWUENIINIEATN 0.206 0.042 0.215 4.836 0.000 0.365 2.737
FUNTTUIUANS 0.050 0.047 0.051 1.055  0.292 0.305 3.280
ANULDINIINITINT UL -0.018 0.047 -0.018 -0.381 0.703 0.332 3.009

R = 0.886, R-Square = 0.785, Adjusted R Square = 0.781, F = 217.924, Sig. = 0.000, N = 305
Durbin-Watson = 2.206, P<0.05

48



MnMTIATannesdmman Mulsnensaidusraimnmaiauinist 7 fus wud
1 2 fuUs AeAUNTTUINMT WaTAUYRIMIINISIRdMUNY TA1 Sig. AU 0.05 wansliiiuil 2 fauds
fandmlidmadensindulatoomsnniuonsluuminetds ludminduny3

M9l 2 dudsnensaldusraunienismaiauinisne 5 fuds Sananuduiusd 0.886
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dfivBesnaniladedu uaslien Durbin-Watson whify 2206 (§edud 29071 uawAme, 2567) uaNaING
Fulswennsalien Tolerance ez 0.337 - 0452 uag VIF Sfsewin 2.214 - 2,970 Tngeits 2 agluinausi
fifeldsulsmennsaliivhandnseilunded Ldalymimudsdassduiusiumn (Multicolinearity)
Faduilunadennantowmemsliaiinifinszinsonnesfitwmalien Tolerance dosfidnunnnd 0.10
waze VIF foatieendi 10 (fagn MUvddny, 2556) LagaInnaauadufgIuaiun1siAssionney
Fewgn wuhiulsie 5 @ i Sig. teenheiiddymaditiisiy 0.05 wardsshduamnnlumios
il MuUTEINUTEaNnINIAaIAUINIIAILYAAINT (B = 0.264) ATuaNEMENNIEATN (B = 0.206)
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+ 0.206XMUANWENNNMEAIN) + 0.186X(MUANETINITNAN) + 0.159*((MunGEnfae) + 0.125%FusAn)
wazllguaun1snenIalluguLuUATLLULNATIY

nsinduladaemnsaniuemanslusminends Tudmiadunyd = 0288 uyaaing) +
0.2154(@UANYALNNNIEAIN) + 0.224*NUANATUNITNAA + 0.16 7P unGnsiaue) + 0.131%(Eu51A1)

FUNAFIU H2: ﬂmm‘wmiﬂ%maa'mam'am'ﬁs?fmﬁuslw’??ammimﬂ%ﬁummﬂuwﬁw&né’&mﬁwﬁa
ludmindunySegdidedAgnisada

meeiiuennYadudnsyamananan 7P wlsithiondadenaunmnisusnisundusuUsdase
Fesznousme sunnuidususssuvesuins anaiidetie funismevaussegnd sunslrenusiila
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M390 3 MTIATIRVianneglenyAn (Multiple Regression Analysis) Uadeamninnisuinisitdenasie
nsandulageomsaniuemismeluuninerdy Tudwindunys

Unstandardized Standardized Collinearity
AuUIAMAINNITUINISG Coefficients Coefficients t Sig. Statistics
B Std. Error Beta Tolerance  VIF

mmﬁ 0.278 0.115 2.407 0.017

FrurudusUsssuveaUsnIs 0.159 0.048 0.152 3.320 0.001 0.358 2.794
Krunsmeuauaisiagnin 0.388 0.044 0.425 8775 0000 0318  3.143
ﬁquﬂqsiﬁﬂqqmﬁuiﬂ 0.195 0.053 0.203 3.679 0.000 0.245 4.084
frunsielald 0.173 0.052 0.182 3333 0.001 0.250 3.999
frupuidede -0.010 0.061 -0.010 -0.165  0.869 0.188 5.333

R = 0.881, R-Square = 0.776, Adjusted R Square = 0.773, F = 259.347, Sig. = 0.000, N = 305
Durbin-Watson = 2.097, P < 0.05

Mnmslienioanosdmman fulsennsalamunimnsuinisn 5 fuus wuhdl 1 duls fo
mdedadian Sie. 1Ay 0.05 wandlifiuindaulssnanlddmadanisdnaulagesimsaniemsiu
wInendy ludamindunys

NAN997 3 FulsensainunnnsuinIsi 4 fuds Sinanuduiusi 0881 Gadiddlng 1
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wagshunsienlald fanuannsalumsneinsal Tneflen R - Square 8gfl 0.776 vie¥oras 77.6 dniivde
119 nd93u8u uarilen Durbin-Watson Wiy 2.097 (3adus 299791 wazamy, 2567) wenNiiuys
wensaiien Tolerance a9 0.245 - 0358 waw VIF Sienszwring 2.794 - 4.084 TngAniia 2 oglunausiiols
Siudsnennsaifivninseflundsd iRedaymiulsdassduiudiuinn (Multicolinearity) dufuly
mudemnandosiuvesnisliadifinsiinmeinisnnaesiidinualiien Tolerance osfiAnunnd1 0.10 uay
A1 VIF diosoenda 10 (fagn Miyddayyn, 2556) kagaNNARBUALNAFINAIENITIATIZR0ANDLEINYIAN
WU 4§ Sen Sig. desndiAdeddmisaianisei 0.05 wazdsshduanunnldmdes I
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Abstract

The purpose of this study is to examine the impact of Environmental, Social, and Governance (ESG)
disclosure on investor confidence and economic value added (EVA) with a particular focus on the
mediating role of investor confidence. The sample comprises 116 listed companies on the Market for
Alternative Investment (mai) between 2021 and 2023, resulting in a total of 348 firm-year observations.
Secondary data were collected from 56-1 and sustainability reports of the SETTRADE database.
The Statistics used for analyzing were descriptive statistics analysis, Pearson correlation coefficients
analysis, multiple regression analysis, and PROCESS Macro Model 4 with bootstrapping techniques.
The findings indicate that ESG disclosure has a statistically significant positive effect on investor
confidence. However, ESG disclosure does not directly influence economic value added. Investor
confidence, in contrast, significantly affects economic value added at the 0.10 significance level and
serves as a full mediator in the relationship between ESG disclosure and EVA. This study contributes
to the existing literature by offering a fresh perspective on the role of ESG disclosure in determining
firm value, particularly within the context of the Market for Alternative Investment (mai). The results
underscore the importance for both businesses and investors to consider ESG factors in investment
decisions. Moreover, the findings highlight the value of transparent reporting in reducing stakeholder

risk, supporting informed decision-making, and promoting sustainable business practices.

Keywords: ESG Disclosure; Investor Confidence; Economic Value Added; The Market for Alternative Investment (mai)
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AaliuINgIutayanAull Wy 189UV 56-1 way SETTRADE msinUssimanainnssy (IT):
flneldiauussiu (Dummy Variables) Wifuusiju Weuwungugnamnssuianmn 7 nau Tunsildiimue
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naunINeINT (RESOURCE) \unguéneds iilesanildnuaslasiainsiannanasiunans Samngauian
dwdunsiieuifisunansenuveanduenamnssudy q lunsadd ievdnidesiiym Multicollinearity
FramAntudlefusdasiirnuduiusiugesduorahluguadnsidadeu Jeadadios (k- 1) Fudsiu
91 k ngu Fovmneansldidfiss 6 uUssiuan 7 ngugaavnssumundnnsmeadia

wwmslumssiuauas TafuUsauauiaifisselinisinseinanssnures ESGD e IC way
VA fiasiugunntuvhiu uwidiaenndestunnufiflunidetounth warsadeuisideiiduivens
Tuanumsfuwansoa® aud S8, 2563; Taill Suueie wasiuung Jevassi, 2563; 530 Wik, 2565;
WeyNIEAnmS unuzUShAEn wazyaysnd g, 2566)

mslaneitoyalideldihdoyafifusunuieseitoys Tngldadnsd

1. MyAnsesiaifdanssaun (Descriptive Statistics) Ae Anady dmidesuuinnsgiu Agega
Avinan

2. MnngiadulssAvdanduiusifiesdu (Pearson’s Correlation Coefficient)

3. mﬁm’mﬁamaawmm (Multiple Regression Analysis)

4. myaazilunaaunisiaseaseldlusunsy PROCESS Macro (Model 4) 989 Hayes (2022)
Tned1 B PaTziLUsdunatses Baron and Kenny (1986) Wievnaeuunuivmvasinusunans
fe75 Bootstrapping Tun1suseiliuaAmansznunieeeu (Indirect Effect)

wuudaesildlusiAdeaunsi (1) - @)

n

1C, = iy + B(ESGD, )+ B, (LNFS, )+ > filiT; )+, (1)
P
LNEVA, = B, + p,(ESGD, )+ f,(LNFS,,) Z BT, )+, 2
LNEVA, = B+ B,(1C, )+ p,(LNFS,, ) Z BT, )+, (3)
LNEVA, = B, + B,(ESGD,, )+ ,(IC,, )+ B;(LNFS,, )+ Zn: /3j(1T,.,j )+ & (4)
=

ESGD, i seaun1siliawmedoya ESG vesusem i lud t

fie sefumMITesiuesiinawmu

LNEVA, f® yJaﬁ'ﬂLﬁumqmmgﬁﬁﬁmﬂaaLﬂuaaﬂﬂ%ﬁuﬁiiumwa
LNFS,  fie unavesus¥nluguvedasnisnusssuni

IT, AB MLUTYURNUUTEAVEAEIMNTTH
g A9 ANPAINLAGU
B fio AnduUsEanSannosvesRLUsdaselunAazauns (m15199 2)
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5199 2 AUSHATNITINAEILUS

Yaauus Yogaiaus Bn13in/mMsAuIN
nsiawmetoya ESG ESGD seffuATMLY ESG (1-5) Tlfinnmsutasazuuu SET ESG Ratings
(1195899UAY: Ordinal Scale)
WAALANNALATYENT EVA AN (ROIC - WACC) x Invested Capital
ANITRUYEITINA) Y IC AWIMEIS DCF Lagld FCFF, WACC uag Terminal Value
YUINVDIUTEN FS Tdr1aen3fiuvesdunsndsiu: LN (Total Assets)
UsELANYDQAAINNTIH T Puunlaglifianusiu (Dummy Variables)
a o
W&iN13398

NI AATIREDATINT UL TIOLANITNYUETBWIMUIIEN FUUIAIUAN WAZNISTIMUNNGUEAENNTTY
YosusEnlunaiaudnnsng 10y 1o o (mai) #ann9197 3

¥
¥ = ¥ v

A1519% 3 mamﬁmswﬁé’wmxuamagaLuaqmusummt,nh

Auus N  Min Max Mean  Std. NUBL

ESGD 348 1.00 400 108 043  sgiunsiUamedeya ESG

IC 348 6342 100.00 7623 5095 ATuiildnnsUssiiungds DCF

EVA 348 4.08 3240 1772 498 yaAufiumaAsegia @wum)

LNEVA 348 1522 17.29 16.65 0.31 log EVA

FS 348 4.65 59.87 3845 1323 yuiauIEm (Wudwum)

LNFS 348 844  11.00 10.56 0.42 log FS
IUNANYTLNNGAEMNTIU (Dummy Variables)

NHUAFINNTTY Jadadauls  FwauuIEm (N) Souaz

ITAGRO (nALNYATUAYEINIS) m1 7 6

ITCONSUMP (Fumgulaauslag) T2 10 9

ITINDUS (gn&nunnssu) IT3 36 31

ITPROPCON (adanmsunsnduasnaasa) T4 22 19

ITSERVICE (U3n19) IT5 29 25

ITTECH (walulad) IT6 6 5

WUEWN  NaugRaInnIIunineIns (RESOURCE) gnlfilunquandslunstinsieidudsiu

MMM 3 wudh sedunsawedeya ESG (ESGD) fredy 1.08 anAzuuwiy 5 $wnenn
nsudasArszdunsindudu £G Wummsidiuiaey 1-5 (Ing 1 = sefusinge uae 5 = sedugean)
Solneideyanuinddiaawintiu 1.00 wagArgsgaiiiu 4.00 asviouiuismandnylungusedng
Fadinsamedoya £SG luszduiidaliiguin uaglifividvlafldsunisdndufusedu AAA (5 azuuw)
dmfumnuideiuvesinamu (0 fAuade 76.23 vmderu uansiesziumnuderiufireutnsgs yasufis
MaATesAa (EVA) Wy 17.72 Anum uasfinsuvanduaen3fiusssuni (LNEVA) wudenduanauiomn
(FS) Mvaadu LNFS dafldnads 10.56 dwmiumulsjuiimuauussinngnanynssunuil ngumdn len
gnamnssy (ITINDUS) didndiusesas 31 U315 (ITSERVICE) Sesar 25 wazodumsuninduavnoasng
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(ITPROPCON) $oaz 19 dungudu leun uaulnauilna (TCONSUMP) inwnsuaze1ms (TAGRO) uag
wiAlulad (ITTECH) fdndusouas 9 6 wag 5 Mua1AU

{ Y a £ v W v W ' o
ANS199 4 NS IATIEIANALUS AN S ENEUNUSWALNANISNAABUANUAUNUSTENINFIUS

Collinearity Statistics

fauls  ESGD IC LNEVA  LNFS ITy IT, T3 T, ITs

Tolerance VIF
ESGD 1 0.884 1.131
IC 318" 1 0.849 1.178

LNEVA  -023 .101 1
LNFS -093  .046 012 1

I 009 -027  .029 022 1

IT, -010 086 102 080 -078 1

ITs 106" 194" -015 008 -1707 -206" 1

ITq -022  -085 -.053 -058 -058  -123°  -149" 1

ITs -047  -098 .084 -013  -146" 1777 3877 -2797 1

ITe -044  -097 -035  -015 -059 -072  -1577 -113° 135 1

o w

nmnewa  ** syautdediAgy 0.01, ** syautadiAsy 0.05, * szautldnAmy 0.1

NPT 4 wuh ESGD fianuduiudi@auntu IC egeitddvneadiisyiu 001 (r = .318)
awiouilo ESGD st euderhmesinamuituuliinfutu vauedt £SGD liflanufuiuse ey
U LNEVA uaw LNFS wanannil IC fpnuduiua@euiniuenavnssy T, (r = .194) wagnupudiusday
TEMIUNNGURRAVINTTH WU [T, U T, ( = -.149) uag IT, U IT, (r = -.279) wanstanuuansiiadadasaadn
YoInAUENAMNTIY dmFUnIATIaaey Multicollinearity wuin VIF vesiuusdasvagluinasivivanzay
(< 10) Fslaimudgyymeanuduiusivgassnineinys

Y

A15°99 5 WNANITIATIERANNSUNUSLATHNANIENUB LU ATENTRaRILUTANM

Model 1 Model 2 Model 3 Model 4
Gy IC on ESGD LNEVA on ESGD LNEVA on IC LNEVA on ESGD + IC
B t Sig. B t Sig. B t Sig. B t Sig.
Constant 61.64 809 <001" 1655 3887 <001 1680 3785 <.001"" 1610 37.88 <.001""
ESGD 423 601 <0017 -002 -563 574 - - - -04 113 260
IC - - - - - - .005 1.79 074 .006 2.05 041"
LNFS 875 124 216 002 050 1960 012 341 733 .008 213 831
Iy 042 025 984 051 567 571 049 542 588 053 583 560
T, 242 156 119 189 222 027" 158 187 063 159 1.87 062
ITs 983 743 458 086  1.19 234 073 1.00 316 076 1.05 293
ITa -167  -12 904 052 691 1490 053 707 480 055 737 461
ITs -092  -07 946 143 1.96 051 142 194 054 144 1.96 051
ITe 133 77 442 039 415 678 048 509 611 049 522 602
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Y

AN5197 5 HANISTIASIZYANNALNUS AT NANTENUTBIRILUTDATENIMaf WU SR (siB)

adf Model 1 Model 2 Model 3 Model 4
Adjusted R? 0.581 0.419 0.663 0.651
F 24.388 18.912 29.851 29.937
Sig. F <.001 <.001 <.001 <.001
Durbin-Watson 1.833 1.821 1.819 1.822

o o

nmnewa  * syautdediAgy 0.01, ** syautdediAsy 0.05, * seautldAzy 0.10

o

A5190 6 HANITIATITEUNNBYSNaYe ESGD fe EVA Taedl IC WusuusAunans (PROCESS Model 4)

Paths B SE t Sig. LLCI uLCl Result
ESGD — IC 4.4204 07097  6.2284  <.001  3.0245 58163  @iuayu
IC — EVA 0.0060 00027 22184 00272  0.007 00113  @duayy
ESGD — EVA (Direct Effect) -0.0456  0.0375 -12185 02238 -0.1193  0.0280 Uf)as
ESGD —> IC — EVA (Indirect Effect) ~ 0.0264  0.0120 - - 0.0033 00510  @wuayy

nugmn - Direct Effect PUNUDI NanSENUlAensIvee ESGD fa EVA: Indirect Effect Mungdd Hansenu
egaury IC Tuguesuusaunans; LLC waz ULC Patennudediu 95 %; A1 p-value < 0.05
wAAIDYEIATYNINEDH

NnwamTesesianaesnmaalumsnedl 5 wuin wuudiass Model 1 3MIzinanIEUveq
ESGD ¢ialC A1 Adjusted R? = 0.581 wagA1 F = 24.388 (p < .001) LAAIIILUUTI809@IUT0DTUY
AMULUTUTINYRS IC Taegnsiitiddey T ESGD fdvswalsuinse IC egrslidudAgynisedia (B = 4.23,
t = 6.01, p < .001) azﬁaudwLﬁaizﬁ’umﬁlﬂml,maﬁmﬂa ESG Wudy 1 e wdwaly IC iiuduade
4.23 v GeatfuayuansBgiui 1 (H1) ogslsfiny uwiluudiass Model 2 F93iAs1zsinanseues ESGD
s LNEVA avanansnesunsmnuuUsunumesamifsmarsugiolilussiuiiunans (Adjusted R? = 0.419,
F = 18.912, p < .001) lnedifudsaiuanussiangnainnssuuengy wu nauduaadlnauilan (T2)
Tovdwadsuinegeiiudfyne LNEVA walinumuduiudiBevddgsening ESGD fu LNEVA (p = .574)
sagiiouin ESGD liléiiavEwanerstnnuludeadfdensaneyarfiumaasugialuuiunvesuidvlu
aaevdnving 18u 1o Lo (mai) daalviliannsaduduaunBgiud 2 (H2) vaizdl Model 3 Aiasigvinavos IC
ma LNEVA wu IC fdviswalsuinegsditudaglusydu 0.10 (B = 0.005, t = 1.79, p = .074) wag Model 4
F3129h ESGD waw IC 3 wu ESGD lifinavnansesa LNEVA (p = .260) wil IC Smsfinaeensiituddey
(B = 0.006, t = 2.05, p = .041) FeatfuayuanyAgd 3 (H3)

YoNNG AN IASIEREumBTEwe (M31971 6) 1neld PROCESS Macro (Model 4) was Hayes
(2022) T AATIELUSANAPLANNSYBY Baron and Kenny (1986) seud1 ESGD laifia
N9ATI0 EVA ag1slitladdny (Direct Effect = -0.0456, p = .2238) ualnan199au[1u IC ag1editadfy
(Indirect Effect = 0.0264, 95 % CI [0.0033, 0.0510]) In8e1AENIFUILIUAINANILNUNNDBUAILTT
Bootstrapping #%19Amidosiu (Confidence Interval) linsoudud aonndesiuinaminisudanaves
Baron and Kenny (1986) ﬁisqfiw mnuansenuninssliidediny wanansenuniewauiidudfey
LLamﬁqwmmméhLmiébuﬂmqasmamgﬁai (Full Mediation) ?Nmmmﬁuﬁuawagmﬁ 4 (Ha) 1@
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d5Unan1sIeuazanlsiena

ARdvaunauazefuenalulssinudfyauaunigiunisive il

auudgiudl 1 (H1) Jaauedn mslamedeya ESG fnaBsuindeanuidesiuvesinamuldsy
MsBudu FednwiAafunansenuresnmsDameteyamudannden diu uazussemAuia (ESGD) Tiflve
anudeshuastinamuiu 1#3unmsBusunamslinszsiain Model 1 (C o ESGD) msBusuaunfgiud
Ui nadamedeyn ESG eglusilauaznsaeuldfidmudieaiuauemulindoesinamu uay
Hazoufsnsioansfifiissavinsgvieanisiulfdnldide  dedunuilannadostuuufnvemeui]
naueildilsi@mds (Stakeholder Theory) Faasinnrmilusslauazannuiuiiaveusiofiidiuieidos
Hussdusznevddnllumsaienuideriuuazaudiduniessfianuideues He et al. (2025) léidiuin
ESG Disclosure finguiaiodmaausiomsneuaussosiienliids Tnsiamzludsniill £SG performance o
nsWamedoyailusdaiadunagniddnlunisananudssnudodouasiivnnudoiuvesinamuy
aonndesiuamiddeves Liu (2022) 341 ESG Disclosure BeUTinmtisananuaquinievosdeyauny
dneudesiuvestinamu suaiuayunamsidoveund Sy (2563) Femuin msdiduau ESG
Tnsannglufifussiive  uardunadon  farwduius@uaniusausenounamamsulundugaanyngsy
lmnwseuln feya ESG Aidmau arald uaziDameesnueilos tsdudunminvaiuaraiminietio
vossinslumeninamu Adnsoasveufvinenmmaiulnluszeren wasnendrh ESG lilffudies
wmeiuatessy  widadunagndddlunisaireanulfidToumamausduegnadedu  uifiaade
sgiumsiawedeya £SG Mmulunsedl 3 avegl 1.08 Seawveuuiemarninglunguiedns sana mai
fanafimadamedoyaluseduiiliguin udnanisinseidrstusandiiiuin nmafinduvesniandame
foya ESG liaeduduansedile dwaliaudeduresinamuiinduesnsiifoddomisadn Sadu
nstuduauuRgiy H1

ARG 2 (H2) Baieued msWasedeya ESG Tadewnseyardamansygia (EVA) lilésu
msaifuayunanTienest Tnewud ESGD lifiuadeinegnadiduddnse EVA dofumuiirenadesi
nAdereunth (Fadan umuneadn, 2563; 3nAiv1 fmulswn, 2561) fimuin msamedeya ESG vie
mMsdndudu ESG diliidsadauiniifanusonamsduiununansiiuvdoyarinainvesuitvunaidn
TastomzluuTunvesnataudnning 18 1o 1o (mai) Gednlngiuszneudg gsiavuinnatsuasnges
(SMEs) fififadriasumineinsuazussgdlalunisdniu £S6 edradussuy Snitsinasulunatn mai
dulvgifunegesilieuddniutoyaminisiusserdy Wy sunisiunglasnaioranouimuann
1MUY 1NNIINSRAITINaNIENUTTEsE1IINNIRLl ESG dwmald ESGD diliignldilutadendn
Tumsusziliugadiianis uazdegnuosindudumuiliansauvasfunaneuunumansvgioldlusiug

auufgiuil 3 (H3) Jaauedn mudesuvestnamuidvinaduindoyarfiumaasugia (EVA)
Ipsunseausulussaulisddguiunans Tnewansbiiuiianulindavesinamudunumsenisasiayan
maAsygiavesesdns laslamzluanneiinisamudiosnisteyaiindofiouasdsfu  aonndosivamves
Sl Sumzite wazliua Aewasst (2563) inud senumudiiuasnsiifuguaiensidinuninge
iduaannudesivvesinamunazihlugnsussifiuyadfsnsludann Tasowzanyuuowesiou
uazinamuszezem Todunuiifiaonndosiunanisinuvedisaly wuT uazeay (2567) 1 U3
nsWawedoya ESG lagsiuidanuduiusidauinegadidudAyiunanisaniununinsty lngamne
naDameiilusdaansaaiuaiunuindete fmatnamu wariilugussaninmlunisviniilsiigadu
lusyeze
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aunAgiuil 4 (Ha) ledunsaduayy Tasuaaddidiiuin anudesiuvesinasuvimiiniidy
fuUsAunanegaaNysalszing ESGD uay EVA aenadeafiuiuifnyes Baron and Kenny (1986) uag
uansfAnulag Mohammad and Wasiuzzaman (2021) 7741 ESG adutoyaiilaldfaiu avanunsoulas
Huyarmaasvgiald Adeidessdnsanansaainansiviimmunideielumentamu thlgnisan
aundes islonalumadndauvanu uasandunumensiu WACO) Fsdudutihduddadensaine EvA

foagu swAdeddlfidiuin nmadawedeya £SG egnilusdlaannsnasisyadmansughald
oghailifodndny  uinanssnuililddeulnenss  wihnsaiayadidnananfedufidedoosdnsannag
ahumudesiunddiidnlidvedrafuszuunavingede Tnsenudotiuvesinamu (0 funumdidey
Tugruzshuusrnansossauysalluamdiudssrinamsliamedeya £SG Auyarifamaasugiassainiay
il wnAndiunsianegiedsduldldiduiissnseunsaiesss winudBunagnsdrdalunisad
arullfiBeuvnamsuieiy. maduiiussienumdn ESG tewduaiunmdnualiiivesesdng Wueanulingda
mndfidnldide uasfgatnamuiilinnuddyfuanudiiy  SniddmadeindoUszavsaniely
pIANIharNaUsENoOUNIIMAATEEATIAETIM (Eccles et al., 2014)

darauauuzazdadninvainisidy

AnsduiussEisaudesiuvesinasu (0) Augarufiumarsegia (EVA) wuindiduddry
yeadRTtsiy 010 Feeti mudealssfindnsilidunsin viediliudusaindiens waslmmdululs
fiaglasudninaaniadedu o Aeuddedddlshunulilusuuiaes Wy UssdnSammsdiiuenu
yosfians  nagvidmsssiavieulsnneifenfusuyuiu fusmury vuauiTnuasyssnvgaamunssy
Liuansdninasgnivoddglunnanns  Fserainandediinvesnguiiegiafisifnanizuion
Tunanandim3ng 18u 1o e (mai) iy

datauauuzdmiun1sidelusuian

Asvenenguiiegdliinseunguuitnlunatavanninduisssmalve  (SET) wlalSeuiieutdiy
NAugAAMNTIN IeliuAImaINvaslasANATeUALYEsTeY TaNfemniiudiudsiiAsades 1wy
UszAvBnmInen sy nagns £5G ielidnlanssuiumsaiisyadynaasegionn £SG Ifpgnsseususnniu

AMATLAZAIUFIAYVDIUTIY

MmiAdeifaueAsoTndninyd negsia dnamu uazmisnuiitugua ImaLLam‘LﬁLﬁudﬂ
madaweteya ESG liliissasiounuivilavousiodin widstasaiuaismudesiuveuinasmy
adanariensifgar I aAsygiTvesfansediioddny doya ESG Tlmuamuazlusdlamunsavhuiig
By “yuuismnuidesiu” (Trust Capital) fimsysannislussuulyBuagnsmenuninsiu Tngawy
Tuuunvesnisiasuitugnisseauaudsdunuinasgiuaina  ileatuayunisamuideduuay
Anulusslalumannyu
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Abstract

This research explores how the transformation of media technology influences the use of imagery
in advertising and analyzes current trends in visual strategies and production techniques in the context
of digital media. A qualitative research methodology was employed, using in-depth interviews with
six advertising professionals, each with over 10 years of industry experience. The findings reveal that
digital media particularly social media platforms, have significantly reshaped the advertising landscape,
influencing production workflows, creative turnaround times, content budgeting, and approaches to
image design. Effective advertising visuals in the digital era must be flexible, clear, quickly comprehensible,
and tailored to platform-specific formats and audience behaviors. Key findings highlight the growing
importance of visual storytelling, the strategic deployment of key visuals to ensure brand consistency,
and the aligcnment of imagery with stages of the customer journey. Furthermore, artificial intelligence
(Al) tools have become integral in streamlining content production and enabling rapid experimentation
with creative styles. This study offers practical and academic insights for advertisers seeking to
enhance their visual communication strategies in alignment with the dynamics of digital consumer

behavior.

Keywords: Advertising Image; Communication Strategy; Digital Media; Advertising Creativity; Advertising

Production Technique; Visual Storytelling; Artificial Intelligence
o
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ngAnssuuslnaliinn1sneuauenuingUsrasrvaLuTus

alumslewan tududunimeatovmodenan Tnefunumming sidusumslideyatnens
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fowuoues Messaris aonpdsiuanimuandesdelutiagiuifusloaudnyfudoyausnammaalunmsudy
Tnoanzlunguildnuaesdu 7 AlwgAnssunisiandeuuy “@eusi’ (Scrolling Behavior) uaziidas
euaulagias (Dwivedi et al, 2021) asaliniemiiignuay nMwedeulynd (Short-form Video Content)
@ TikTok, Instagram Reels Wa¢ YouTube Shorts ﬂmaLfJu;gUquﬁlé’%fummﬁamqqqm Lﬁaqmﬂmmsa
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wusulugesuiinud Inadfivssneusmenmeaievioinle fonsn1sidiusin (Engagement) ganinlwas
fidudermmudegnideddy Tnsamznisnalad uanseudadiy waznisues Sadunginssuddny
flazouauadlauazmadeulomorsunivesflfeniifvaden awddadldvimihifiesasuton
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Ifuenndednandensiauedn awldliduisaeiosdiolunisdearsiden uidsimiflugiue
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wenant awuuAeesulaviainsnasiiouatsunl muvine uazusgda Tdunnidenim
533UA1 MIUNENYBY Dual Coding Theory (Paivio, 1986) %ﬂsﬁlﬁﬁudwmiﬂwLauasﬁa;&aiugﬂqumwmwjﬁu
fornuannsafiusninisansuazanudlavesdiuansldednedssAnsnmannty
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Communication) lugnsaeansidsufdusius (Interactive Communication) #salenalsiuslariiunum
Fagnlunstidiusufuuusud (Berthon et al, 2012) Mmaasuudasiananesugldsneunin "Sasy
5 Usgns" (Five Freedoms of Digital Media) vauolng Wertime and Fenwick (2008) diilfie 1) Base
Nntedrinsnunan (Freedom of Time) fuslananunsaidensvdslsnniinnnan ligndrfalasmasng
2ONEIMAVTOTIIATIUNSHELNT 2) BaszInnsuuaun1agiienans (Freedom of Place) Aldamuanunsa
drdademldanitmayalan Taglisududeseglufiuiifeatududede 3) SasvanvunauazsUuuy
(Freedom of Format and Scale) \ilemanmsatiauslusuuuusine 4 Tdvarnvans sademu
B 3 visedonan 4) dasznnginasiesdenti (Freedom from Traditional Structure) tns1zdenana
liflessadmesandounisdefiunt dng vielnavimi Judedonsvanosuazarufnaiuassd 5) dasy
9INN15AUANTRIHARTBUUULAN (Freedom of Control) fuilaaaansnidu "fudnient” 1éieq
(User-Generated Content)

wwRRElREUNsTEealag Kaplan and Haenlein (2010) kunsouuwadn “fuslnelugiuy
fpande” (Prosumer: Producer + Consumer) &agviousnunlymivesgiludsnsiiva Inaimesuuumanyios
Social Media dlalemalsildnudunmumitdlugiug “ffuans” uas “fawans” lunfoufumsBousii
dsnalnemssionagnsnisdeoasveausus Tnsiamglundvesnsoenuuunmuasiiemiidasiiisd
armdunainvesunanesy (Platform Dynamics) dnwaugn1siaiusinveflion uazdndnuain1amdva
yosnguilmne fiiielimsdomainussavsamaaeludoiiliveais

4. wurRaBasnsadsassdlavanuudesaulail (Creative Strategy in Digital Advertising)

msaamwumwuazLﬁawwimwmwiuqﬂﬁ%ﬁaﬁi"]Lﬁuéfaa@qﬁ’ué’wmuawwﬁms&aamaﬁi‘ﬁ
Tun1sdeansviounaniosuvesdofilawanlumeuns aunnsisanuuImsnisaandelavanuuuiiy
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1) lem (Content) maia13es (Storytelling) LLazmi?{'amsﬂmm (Value Proposition)
Junagnsdrdnylunisadauusudindediva Tnsanzeisddugaiifuilaaiinnuamavisgeteidon
Flenumneuadenloauoisual meiselae Kaur et al (2024) Fidiuinnsl Storytelling vudoava
ansafiuededeuasnmdnualvosusudlumeniguilnalsedadidedidy

2) gUnuunAm (Visual Format) msidenldgunuuialedimnzauiuunanosududddy
nsAnwilag Mulier et al (2021) wuimsiimleuwassluunanlasy Wy TikTok wag Instagram Stories
anunsarfiunsiidauimesialfinnnififewueuluuisnsd

3) wAliAn1Wan (Production Technique) nsunaluladlul 9 Wy Al-Generated Images,
AR Filters Wag Motion Graphics lflulasanfidviaanusaifiuussansamlunisisgaaualaveson
wazai1eUsrauniseifiunansild n153delae Manic (2024) svyinnnsliiledudiidevnideensuaiuas
mmsaLLsuﬂé’dwsJﬁwmwﬁwﬁiglumsLﬁmﬂ'ﬁﬁdauﬁammaaﬁu‘ﬁm‘iuﬁaa%ﬁa

ueNaNteITeu83 Kujur and Singh (2020) SsszydsunumussnuAnaiaassdaunIn
Tumsiiiumsiidusauvesuilnauasiaiuadanuduiusszninauilanfuuusud Tnewuiinisldnm
ffldlovnansy auntiudis wasussgdamunsonsedumsiduimesiuilnaluludeaiifelfoseiideddy

dmsuusunveimsidslusewelng dade fgav wasiugunn awfidns (2565) laanw
Hasusuniseenuuudelavaniavaleiua (Digital Signage Advertising) fifidnSnaseauiraulauas
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TawanAda Tnslamgognaidugaiifuilaaiindutosesgeiu uasiuuilduilas “Goniam” amziiion
finouaussnnualaanisyanavity

A5n15a10UN15IY

mifoadiilifunsisefenmnim (Qualitative Research) fimuszasdifiofnunauasuntasmesiuili
wavwaiansadisassanmlunulavandmivdeniva Tneldnisduniwaiifadn (n-depth Interview)
Huiedosdondnlunsnusmdeyaangliteyadiity (Key Informants) (ins1ei 1)
1. nquiiegaznIsiaeNnaNfieg1

ndusagndlunsifoediiiite fidvmaiunslavanuasmsoasamiiusraunsainyia
othwailsidlugadoduiuuazeaiiva tnefanauifidowuie

1) fivszaunsabinuluangerdnlidesnit 10 Y

2) fuaruviounumilunszuiumsaiiassdnmlevanuudondviaogisdniom

3) Buduazazaniiveyalunisdunival

nsidennguiieg1aldds MsidenwuuaIzas (Purposive Sampling) Tnewufianuanunsely
msliteyaidedniiiisrdesiuinguszasdvesnising

o

M99 1 JeyalnvasUvesylideyadnfny

Hdevngy Uszaunisalvineu @) UNUI/ENYZIU
Hidemayaui 1 20 U He1nen1seeaseegssa (Creative Director)
USEnamunulaban
Hidoamgaud 2 201 fiUsnudneas19as3@ (Executive Creative
Consultant) US¥namunulaiyan
demnaaud 3 20 U H818N15818a319a53A (creative Director)
USEnaunulaban
Aidermaaud 4 191 He1nen1sewaseeassa (Creative Director)
USEnALnulaban
Ademayauil 5 191 Henen1sHeasassa (Associate
Creative Director)
Ademaaud 6 181 HE198n15U13 (Executive Director)

USENALN UL

2. w3adlelunsive
Lﬂ‘%l@ﬂﬁaﬁIﬂUﬂﬁLﬁUS’JUS’JﬂJ‘ﬁaﬂJﬁa TouA wwakaudunwelwuuislasadns (Semi-Structured
Interview Guide) fisiun1snsiaaeuauaonndosiuingUszasdvesnisise uagldsunisiansanan
fnsanand 2 viu ifleruidetioveaiom
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3. msiunusiudeya
duAutunmsdunvali@dnuuusisies (One-on-One Interviews) lagliisnsdunwaliuuia
Aol eyaanunsouansaufaiivldessdasy nsdunuaiusazaddldnaissanmu 60-90 un
uazli3uauBugenlumstuiindeaietlunennuegnansudou
4. MIIATIENTeYA
masiteyald® medeseidatien (Content Analysis) Tneutstoyanulssifufmnnid
wvhnsdangueniuving (Thematic Coding) tevnuuuusuLazuualthmasdoyaiiusng s
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5. NMIATIRARUANUYNABIUBITaYA (Data Validation)
wielsinansidedmnuindede §ideltinada msnsivaeunuvauid (Data Triangulation)
Usznausiy
1) wndedoya (Source Triangulation) Wisuieudesaanilieyavansmuiiunumuansadiy
Tugnanvnssulaigan
2) 38M13 (Method Triangulation) T¥n1sdunuaisiuiunsfinudeyaienas (Documentary
Research) Wy fagnstusmilawan unarafindn waemesruuuliigramngs

[

3) 1n3¥8 (nvestigator Triangulation) YeyaurvdulasunIsATIRaRUTINAUTNITEE

NI

A lusunisdeansivedesivenilunsiiasien

NANI5I8

]
1 1

1. mswasuulasiumaluladdefidmanedsnislénmlunulawan
NaMsAnIINMSEuATERlRENGRImahuau 6 vy wuh welulaBReRivia Tnelamnzetnds
uwanlasudodsau (Social Media Platforms) Tdasuntadlassassfiugruvosnisldnmluaulewan
Tumannuanein oludenszuiunisndn euAnaiiassd sulssanu saenaunginssuvesuilaaiiiie
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4. Yoiausuuzdmiuntsanuaseely (Suggestions for Future Research)
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Abstract

The objectives of this research were: 1) to study motivation factors, maintenance factors, risk factors,
and job performance of supporting staff at Rajamangala University of Technology Isan, and 2) to examine
the influence of motivation factors, maintenance factors, and risk factors on job performance of
the supporting staff. The sample group consisted of 400 supporting staff members from four
campuses: Nakhon Ratchasima, Khon Kaen, Sakon Nakhon, and Surin. The research instrument used
was a questionnaire. Data were analyzed using frequency, percentage, mean, standard deviation,
and causal relationship modeling. The findings revealed that: 1) Job performance was rated at a high
level, with an overall mean of 4.23, covering quality of work, quantity of work, timeliness, cost,
and efficiency. Risk factors were rated at a high level, with an overall mean of 4.16, including strategy,
operations, finance, and regulations. Motivation factors were also rated at a high level, with an overall
mean of 4.14, covering career advancement, nature of work, achievement, responsibility, and recognition.
Maintenance factors were rated at a high level, with an overall mean of 4.09, consisting of welfare,
job security, relationships, and safety. 2) The analysis of influencing factors showed that motivation
and maintenance factors had an indirect influence on job performance through risk factors, while risk
factors had a direct influence on job performance. However, motivation and maintenance factors

did not have a direct influence on job performance.

Keywords: Motivation; Sopportive; Risk; Work Efficiency; Support Staff
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dostuaudes Fegvsenansend 20 9 Tieudidgdenisinuetisiivssdndnin wazidudid
nseulienansduiiianaiuida etlostuaruidsmenisiu Sniemseanind 20 T ey
AuANEINITAUTIMIIANISTIAALazUIN1Ted1liUsEAnS A muazlUsdla Taenisadisuasimuvinee
aaﬂmﬂmiaumwmLﬂumamwimaumﬂ%aﬁiﬁnwumiuﬁuwum mwm‘mﬂ‘wymmmumaﬂ%ﬂsﬂmu
NnteyaliionsnaunugIiauas mmaa‘uwmmmsmmmmmaﬁimim AsdBauenmienInnis
Muutlosiuudh msadeinurlimmseuiiuanudes uenaninsystiydRnisgaufinu wa. 2562
(2562) namids amdugauFnwdesdsssninaniuiionnulusdla ausuinvey uazanudusssy
lnganrtugaudnwdesimuniusised ndanudedddlddiunds waslidnssuilsarufaiu

84



dieuudgsiusialfaenndoafunudesnisvesdiny  uennifsdinstmuslfianznssunisnadon
LATARZNIIUNIFIHNAUIANALaTusTIL e linmsddunuvesantudulusgslusddaazdusssm

wivendemeluladsvnradaiy  Iaudidysenisuimsianisarudes  duflunisdanis
Ansgimnuumsdesiuamudssiienisutsieugnssunisuinsenudes deidumsgadesiadielv
Aerudsandetionfian  Snviaminedumelulafseusnadann  sulumsireusumstimsmiudes
waznamusumeluuinedelituyaains e aiinevsiiluguuuunisUssguosulavuagnisousu
Tuviessz Weliyrannsludindlesdrnuiiumstimsanuidos uazmsmuaunely asnseesides
wwImsdanmstidndussuunismivguangluegeiiussdniam  Jsedndna uazussqauinguseasd
fuguidtedl 74 “Gmshssuurimsmudsantilunszuiunauimsmsinn” SuasihlugnmsuFon
AdulUlufimmadontu @rgn sz, 2565) vangesdnssmaitymifeaiuamndes Tetymeaandes
fdhdnuesonafinnnssuuiive sdinagns ngswlou welulad mudsmemaains wasaudes
vosmsgaydedeyauaznsinunnudu (Klymenko, 2023) mnuidsswnuniweinsyananielussdnsidu
mm@mﬁﬁﬂﬂéi‘]mmﬁﬁm ﬂ’ssﬂaqméﬂflﬁmmsm’mLéaqﬁﬁﬂszﬁw%mwLﬁaussmmmﬁamaﬁmaLﬁms'fu
(Filemon et al, 2024) ussgslaluosdnaiAnturnuastafofunnssiuluesdng Srudsmansznude
UsgAnSammsiauvesymains Uanosik et al, 2024) Jymnisanfunuuagnisuifnueiaiia
aulailusalalunisufifamld (Narasimhan, 2020) arwidsaferfuussavsualunsufoRnuves
ypansangatvayy  Insanizladeiiuusgdalunsujifalunmsunasiusglasmnouiny  waz
aYaRnsfimudiudiusyainaveinsUftRnuiimsuazssmsvesyaainsuarinins - daduarandes
SLussé’uqﬂmﬂié’m@uﬂigmﬁﬁwﬁfg (elun wiys uazimay Aaitiand, 2560) oy mnundeay
uwsegtlavesyaansniglussdnsqivdmasousednsannsvinau. Jywinisuimsdanisusednsam
ﬂ13‘1/Tmuﬁuamﬂmﬂﬂuaqﬁm@uﬁqéﬁm msunlatamuasmaiaseitymussansnmendun1sin sz
Banagns iediiumsiiasyavsnmnsuithnuresyransegunsiga (Trofimova, 2024) il
gaatladuaudes ﬁmwwﬂaﬁaLLiagﬂf\]é’auLﬂuﬁﬂﬁaqﬁﬂsmﬁﬂﬁaﬁﬂ naneasAnTUszaulynininan?
sufsmsdanmstunansufiinsfiissansnmdurislresdnninniswamneenedsbu

fathu el lauudauasndnnmsuimsmudsmosesdnsuasissgily Gsenafiaseusyavnm
Tumsuftanuvesyrainsaeatuayy  sninerdoweluladsveadan  uazanimaraina ey
fifededinnuaulaiezAnundadegilanazanudssifidninadenisufifnuvesyaainsansativayy
uinendomeluladrsmeadan  msfnwadidduiunsfuieyafuynansaeatvayuresumingdy
walulagsvieaday  waznansAnwduaiazdulstleniieunminendelunsihnansidelUlddaleus
sudeinidenazgiaulafetunsuimsmudsdusadng wasfunmsiamuaminerdslausaiuly
Framihogaties Ssiu nuradunsifiudsydninansuiiRnulituvesnsrely

IUILaIAYaINTTIY

1. iefnutladegdla Jadeaqu Jadeennuides wasUssAvinmlunisufdRnuvesyaains
avativauy uninerdumalulagsviinadau

2. ilefnuniadugdle Hadurnqu wazdadunrudesiiidniwasoussansnmlunsufifoy
YIUAINIAEETUAYY uanedumalulagsvienadany

wudARUATNgufitieta

1. LLmﬁmLawqwﬁLﬁEJ'Jf“fULL'sagﬂmLazi’Jﬁaéﬁqu

usspdladudsddnysossinadumaauusdiuranslussinsanunsau fiimihioensdiussavsnm

noudidnveusegdlalsznaume nuinisyilavensesudsn (Herzberg, 1959) Anwiyamnnisasne
usagslalummhanunazairmguiiifendt nquiaesesdusznau (Two Factors Theory) wazauiienela
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Tunsvhenddl 2 esduseneu fie 1) Yadegdla (Motivation Factors) Useneuse 5 ¢u fie eaudisavesany
(Achievement) nslasumspensutivfie dnwaevea ANNSURAvTEY  warAUAINTRluMUMLNI S
(Advancement) uay 2) adudnqu (Hygiene Factors) \uthffidudunadeulumsviian Ussnoude
11 ¢y fo Temaitzldsumminminluouan awdmiusiuiisdudam anudniusfuglédsiutym
audiuiufleusine anuzveson®n ulsnisuaynsuiisnu anmnsihany msduegdiush
anusfupslusy sunasesidutyy  waskudeou uaﬂmﬂiﬁ’amwﬁﬁLﬁméﬁaaﬁ’ULLiqgﬂaﬁeﬁﬁag
vosualad (Maslow, 1970) na1afle ANUABINISTRIYEE 5 &1fu Usenaume 1) AnufeenIsnuseme
2) arwdesnsanuiuasaendy 3) mudiesmsvnedian 4) mnudieamIfesReateldsaidesurmadeny
wag 5) AussnsTrliunnuaumidudin wnAnues Rozi et al (2024) nanfle usegdlelunisyinay
fidvswariousyavsamusswinauegslideddey usigdlafigaiuiilugmaiiunandn Vinanu sjaliy
Frunan anuduAuarasjsiuiiinty Sdufignfaduayunisussqlivenevesesdng Snaamifoves
Amirullah and Natsir (2024) na1afls Yadeusegdls Wy anmuIASoNNSNNIL SNUMETRNTY MABULY
ANUSURATOU MSHALIOITN  LaznIstasuniseausulidnsnadeussansnmlun1sufiRnuveaningu
ﬂﬂiﬂ%’ﬂﬂgﬁ]ﬁ]é’fﬂméﬂﬁlﬂu?ﬁéwé’z:yﬁm%uﬂﬂiU%UU@qﬂﬁsﬁw%mWImEmmLLasﬂiz?ﬁm%Naﬂwaiuaqﬁﬂi

uenINEWEIMSSUY mioans mudida emwfionela sUsuuATI U wevanmwandey
msvihanududvsnadidnseusigslanasnanisufiRnuveminnu  Tnsdmasededoninudsmisdon
nnsiduTiuvesinaIn (Dharma et al, 2024) dadeussgslaveaniinmuianisluaznisuen
ﬁ@‘m%waaEmﬁﬁfaéwé’aurjwwﬁ’ﬂmu%’u@azmauauaam’amﬂm?iaﬂuﬁﬁwm suieladouseglaveantdnauy
WU Gufeu nalnmsideushums ussnadilumsyian msnaumuedn wavanunseiduynraiisvona
sioAaEes (Yin, 2023; Xie, 2024)

2. wurRaiefuiladeainudes

wAnieatuladsnnudes fennudsadummmaniienafintungldaaumsniflsiuiueu
ANEBINLNARTNSENT AN BT dthanddansensisfinuitng (2560) uismndsseenidy
4 ¢ Uszneuime 1) mmdssnunagns (Strategic Risk: S) 2) ANUEBIFUNSALTLITY (Operational
Risk: 0) 3) AMUABSFUNTEY (Financil Risk: F) uag 4) Anuidssiungssdeu (Compliance Risk: C)
AudssNLLNARvesdThnuAnn T sTLsEULIT NS - dihaunaznssinsiaunssusinsung
(o nns) (2552) seyanandedluesdng Ussneuse 1) anudssiiunagnd vinedls anmides
Fesuleny uny Wushia nagnd/gnsenans 2) mnudssunsdiduny el anudssmsiiiunu
mwgaenlumsuFRon msUsziuguam 3) mnudewiunsiy Wueudesnsdaassuussann
nsUSMIan wavdunsndanlisng 4) ﬂmmammum'ﬁﬂgummmgwma ngszdeu Hupuides
TuBeditly manmaaoumely msmuaunely mima&mwaqngiumw HWIAAAIIEBITRIDT GUNTIgND
(2550) n@1I msFuRsesazesdnsitefudbumnsilumadouldineas sy Auds
AfusmsasdoandaUsznauie 1) mnudsdlassailouisaniudng 2) amnudssienandnuasuins
3) anuAsswNUYAaINT 4) AmdswnulsEAnBatmmisnaiu 5) anudssiuiagmineins uag
6) AMABNUNIUIIIIIMS AnudEssBvEnadeuindeustavBnmmsiitiuny Taenmsuimsensides
ﬁﬁﬂisﬁw%ﬂwwﬁﬁamﬁmizawﬁmwmiv‘l’wmmaqué (Tenrisau et al., 2025) SnnsUITIIANILe
fdvdwasieUszavsnmmssiiunuegsiitodidny WumsangtiRmmuasnsgadenionisiu uwastoiis
auaondy anduyu wazthlugmvgausindunsduiiusnuiienailuganaudss (Melnyk et al, 2024)

3. wuIAAREIRUUsEAS A MANSUR TR

UstdvBnmmsuiiRon Wuanuannsavesnstiminennsiduan fustlovd uazifonagsan
Tuosdns mufl Peterson and Plowman (1953) nanfls esdUsznouvesUszdnsnmnisuiifnu
4 Usgnaumie 1) AmAN (Quality) Aunmvesnudeddamnm drdauasdlilausslovd AuAuag
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fanuitanela 2) USinawey (Quantity) Usinasnumsiulumuanumenivesnhisany 3) nan (Time)
naIMsAduuIzARnAeINANLINgaNiuuLazivaly wag 4) A1l¥Tne (Costs) eAnlyang
s lunuaeamuzaiuny serlsenouUsednsnmmsuiiRnuauufnves Nawcki et al. (2023)
na1fe UsgdnSninvesnunImn1saniuaiualsiatsunnagns  n1sdanisanuliaenadesuias
Msdaassminens dalaesssueAsiniqunm Usina nan dunu wazyadiveanisiinineinsly
NIPUWMIALTWY UUIAAYBY Najar (2020) namils UssAvBnmnsufdRnuvesesdnsifeatesiu
mshdhveminensronadwsluvazfivszansamgatiuluiinsussqimneriunszuiumsiignes
UsgdnSamnisujuRcuaseunguannin UTunad a1 Auny Uazyar1reInsiivnineins uay
mMsUfulasEaBammsiuiunuidudunudnuusddyesenuiudalumsufoiou . aseunqu
fulsgavsamiivannuans sawdsganw USina nan dunu wasyadmineIns aeandesiudidaie
ANNVDIUTEANTNINNITALEUIU (Kovilage et al., 2022)
MNMIMUTILITIUNSIILaENguiieadesiutedegdenasdeduanuidesiidvinasionis

v
o

U iRnuvesyransmeativayuuingrdomalulagssusnadaiy Yadegddanarladermquiideiam,
NNULIAALAENWTYEY Herzberg (1959) Uadvgdlaiiaviwasianinuidsswnuuuifnues Dharma et al,
(2024); Yin (2023) uaz Xie (2024) UajuyslasidnSnaseussaniamlunisuiRnunuuuifnves
Rozi et al. (2024) wag Amirullah and Natsir (2024) ATMABITALIINULIANTDINTENTANYIENS
d1naulannsensIdnwiIsnig (2560) wagdrinnuanenITUNIHAILISTUUTS19NS @y nns)
(2552) anudssiidvEnaseUsyansnmlunsufoRnumuuuAnues Tenrisau et al. (2025) wag Melnyk
et al. (2024) UszanSamlun1suiRaugidewannainuuiAnues Peterson and Plowman (1953)

IngagulannnisivuansouwuiIfnn1sITeAsun 1

Uadbgile
- fupnuiamilunu
- fudnuurvesUIUS IR

- fhupuduSavesnu Usgnsawlunisufineu

- muanusuRaeulunu - AUAMNNYDNY

- munstasunseeusutiviie | - Sy

HaduAnqu | - dhuszznm

- shuafanisuazAmauun - fuAnldane

- uAsuAsluaY - uanuduattunsldninenns
- fupnuduiussenineyana

P Py o
- AUANUABINITANUURBANY

)

Yaswanudes

- Aunagns

- munsaiiuay
- AUk

- snungsuideu

UM 1 NFOULWIANNITIRY

FUNAFIUATTIY

1. ﬂ'«aé’agﬂﬂLLﬁxﬂ%%’aé@@uﬁSm%wamamqLLax‘vmé"amm'a‘u53?11/1%51ww‘LumiUﬁﬁammamﬂmm
awativauy uninerdumalulagsvunadau

2. Yafuaruidesiidninanisnsedeuszansanlunisujifnuvesyaainsaisativayuy
wInedemalulagsvuenadanu
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A5 UN5IY

nefeadeiiunsidoleUiunn (Quantitative Research) Tneifisnssidunsdnudsd

UsgynIuaznguagng

Ussennsiidlumsitended 1oun yeanseneatuayy smivendomeluleBrwuseadanu S
4 g1 Usenaume urIngrdumaluladsivaeaadany IenuaTivdnn Inenunvoulny
MPNVRANAUAT UALINGUAGTUNS suszenss g 1,128 Ay

ndusfegn T yransaeauayuamimedomaluladssaenadani 4 nenwn Guduny
lun1sauluuaaUunIl  N15AATIElUeaaunIsiaTeasne  (SEM)  lagd3eimunlunauiainngud
Ananungadu JEUNANNAIYRINITInAIluea (Measurement Model) ¢en15ia1sainaInal x/df,
RMSEA, CFI, TLI wazd1 SRMR iileuszifiunuaenadosadlinna (Model Fit) ndsnniudinszsilna
wazdnfiun1suiulaea SEM suduuzihvedlung (Model Modification) uanainiiudanisiiasizs
mui%’aﬁvﬁ’ﬂLﬁumﬁmesﬁ%gaé’w‘lﬂsumm Mplus TneaUpreufinmesfiuugiindmsulusunsy Mplus
dmsuauideraly aasld Central Processing Unit (CPU) Intel Core i5 (3ewflsuiin AMD Ryzen
5) #8AIUI1 Random Access Memory (RAM) 8 GB Storage: SSD 256 Gigabyte U wazasld
Operating System (OS) Windows 10/11 %58 macOS (64-bit) Inengusiieg1amssivua 10 - 20 i
vosdnnuiulsidanald audoiausves Hair et al. (2010) lngwunadiegefidanumnzande
200 - 300 fheg1s MyITeedsiliimuusidunalddiuau 18 fuusdasy auldinunvesnguiogiatush
Ao 360 fed artuudidaungudiesedian 400 ey Ssfisiuaufidvuiafiemeuarinnny
yuAveIngufiegeianIntunlnseideis SEM duflunsduinegauuuusdugi (Stratified
Random Sampling) egafidndnluusazineun ielildsunumeuwuudeuany

inFesiiaflflumsideuazanniwiaiasiiodde

wiosiofldlunside Ao wuudeunw (Questionnaires) TIdeas et TnsordunsouuineawiAn
Banguf uwuuaeunuutieenidu 4 meu Usenewsny meudl 1 wuvuasuawiAgiuanuamilUved
AMBULUUABUNIY UTENBUME WA 1Y @RTUAIN T¥AUNsAnYY duviany eldsaifiou wazdarin
WUy Checklist souil 2 wuuaeunuieafuthdogda dszneusne suanufamiiluny fudnuasy
Y0suAUFTR duanudidavesnu duanuiuinveuluau wazdunmsldunisseniutiuiie uas
Haduaqu Usgneude suatainisuazameuuny duausuaducy fuanuduitusszrinayana
wazmuANNfBnIsANUaensy WuluuansUsyanaa (Rating Scale) 5 Sefu (Herzberg, 1959)
poufl 3 wuuaouamAfUTaduauides Usznouse sunagns dumssuiuem funsiu ua
sungIzdeu Wuwuuumsiussunaa (Rating Scale) 5 526U (n5zn533@n®13n1s dinuldnnsznsn
AnwiSnns, 2560; dtinauangnIsuMTiansEUUTITIINs (@dnau nws), 2552) uazpeudl 4
wuvgsunmifgafulsgdnsamlunsufoien Ussnoudis  diuamatmwesu uuTinmeu
Auszezal auAliane wazduauduattunslininens Wuwuuanesszunuan (Rating Scale)
5 56U (Peterson and Plowman, 1953)

msmaunmeiesdiedds §ITeAnwiundn vw waznuideiifeades ethundivue
Aiomdwilanzuazaiiuuuaouay tuvuasunuauoseddeinay 5 viu Lilensivaounmaw
dupnilssnsadaiien (Content Validity) Ufudsaufludnunenililusuuasuany ihuuuasuam
luveaedld (Try-Out) Auyranseneatiayu smianedosuiganauns Mslinduieeneeie S 30 au
WameAnaudesu (Reliability) veswuvdavauunazilads Tnemarduuszansueanivasaseuuin
(Cronbach’s Coefficient of Alpha) lasfidiaudesuisatuegi 0.969 wuuasuamHuMT3UTEY
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mM3gnuMsiansandsesssumTiteluinged uvinendemalulagsvumadany s9%lasin1s (Project Code)
HEC-01-67-055

mMsieTziteyauazaiAld

mAnneideyaiifeduiumsiinngidonassmanedosay  aueds  dulenuunnsgiu
wazA LU TR TIElnanLdUTUSIEYe Inefia1snne x/df <2.00 (Kaplan, 2000) A1 Root
Mean Square Error of Approximation (RMSEA)<0.05 (Diamantopoulos and Siguaw, 2000)
A1 Comparative Fit Index (CF)>0.95 (Kaplan, 2000) A1 Tucker-Lewis Index (TLI)>0.95 (Hu and
Bentler, 1999) wazA1 Standardized Root Mean Square Residual (SRMR)<0.05 (Joreskog and

Sorbom, 1989)
NANI578

wamsAnudeyarnluvesmeunuuasuny neynannsvesumiiendomealuladsvasaadany moatuayy
W 4 Fveon Aneunuuaeunudvgumandsdiuou 285 au Anludesar 71.20 yeainsiiony
31 - 40 U d1wau 245 au Anduiesar 61.30 a@nunwausasiuiu 209 au Aaduiesay 52.20
msfnwszauUTyansTua 289 au Aadudesay 72.20 sunisduninyuluaadugaufnuidiuau
311 AU AnduSasay 77.70 iwloﬁ’aguiﬁ 25,001 - 35,000 UmsoLmau 31U 195 au Antdudauay 48.80
wazdaindiuluaife unineawnaluladsivusnadaiudiuiu 150 au Anduieeay 37.50

A131990 1 wanswnseilunaladendmansenuseyseansnmlunsufiannu

fianus X S.D. wuan
Uadeusegsla (Motivate)
1. AuAInLn (Progress) 4.03 0.753 11N
2. anwuzUnNIU (Perform) 4.20 0.587 170
3. AnudSavesu (Success) 4.23 0.569 11N
4. AMNTURAYDU (Respond) 4.15 0.626 170
5. nseausutiuie (Respect) 4.08 0.689 1A
37U 4.14 0.568 N
auAnqu (Sustain)
1. a@Jafns (Benefit) 3.96 0.790 11N
2. puuaslusu (Stable) 4.15 0.630 110
3. ANUANTUS (Relate) 4.18 0.630 110
4. anuvannny (Safety) 4.06 0.670 170
394 4.09 0.610 4N
Jaduanuides (Risk)
1. Nagmns (Strategy) 4.11 0.619 110
2. MsAiuau (Operate) 4.04 0.695 17N
3. M3U (Finance) 4.16 0.686 N
4. ngszidsu (Rule) 4.33 0.603 k)
37U 4.16 0.562 N
ISSN 3027-6837 (Online) 89

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



N3a15 w3 ey atuuyvermansuardanuans I 12, atufl 2, (nsngew - Suay 2568)
RMUTI JOURNAL Humanities and Social Sciences Vol. 12, No. 2, (July - December 2025)

A131990 1 wansnszilunaladeidmansenudeuseansnmlunisufinnu (e)

fiankUs X S.D. wuadn
Usgansnn (Efficien)
1. AuMWUR391U (Quality) 4.25 0.570 n
2. U3unaianu (Work) 4.22 0.574 170
3. seaza (Time) 4.21 0.583 11N
4. Alga1e (Expenses) 4.20 0.616 11N
5. AUANA (Value) 4.28 0.581 tly

374 4.23 0.552 41N

puR11e7 1 wansAnwedugelafidnadslnsiuegluseduunn (X = 4.14, SD. = 0.568)
thvmquiiieilasseglusziuan (X = 4.09, SD. = 0.610) Yadurwidesdimndelneruoglussiuan
(X = 4.16, SD. = 0562) wazUszAvsnmlumsufiRmuesyransaneatiuamasimnelnesmogluseiumnn
(X = 4.23, SD. = 0.552) msdnwsziuiadeiimmdogeanusznausne yaansanvatiuayuiimisaedndaain
LagANLTBSsIIHRD FsTyannsum e dowalulaBnvusnadaubntetiredugen (X = 4.39, SD. = 0.627)
sesaunfe yaansaneativayuuiiniung seilsuvewminedemalulagsvunadaiegiunsinia
(X = 4.37, SD. = 0.624) LLazmiazLaEJﬁawﬁwﬁtﬂu?ﬁﬁyﬂmﬂswﬁmmé’awquIa?szmﬂaamuhjmiﬂizﬁw
(X = 437, SD. = 0639) uonniludriladeiifeaioian daduiladoaulavesyransasatuayy
Uszneusne yeansameatiualdiuataRnsiinseusmuimuouaryaraluasaueth (X = 378, SD. = 1.032)
sesaanaafinisvesminedelduteliyamnsaeativayuiiruduegiid (X = 3.86, SD. = 0.931)
wazypansaeatvayuilenmangldsununisinuiileviudosnisdianndifigetu (X = 3.83, SD. = 1.035)

wansAnutadogdda taderau wasthdomnudsdiidvinadeussansnmlunisufifaumes
yaannsanaiiuayy  aniinendemeluladeunadany  (JunsAnwiliearuduiusideameiiugu
vosiladvgslanartadomnuidssifidvswasionsufiReuvesypainsansativayy uminerdomalulad
J1Aadan Inefinwananuduiutuasusiagiiuls Menmsmeanduius (Correlations) HAANuERuS
seineduys 0.538 - 0.894 Fauaned Sleuduiudiy uaslimmwduiusiulusydugs msvaaeunmzsm
Wunsany (Multicollinearity) tieidunstuduindudsdanaldaztianlimsnseilisinnaduiusiu
geuenaiararensirludafeafudevhunedideutu Tnse Tolerance mssnd 1 Bwanisvadounu
# Tolerance awuUsduNAlATIANTEWINe 0.109 - 0.340 M Variance Inflation Factor (VIF) a3siaendn 10
nmsisbilien VIF vesudsdunaldfidnsewing 3.024 - 9.137 FasmunaueinUszns wansinduds
dunaldlunmsfinnadeilaifdymanesumdunsmmg

msﬁwﬂlmLmammé’mﬁuéﬁmmLmﬁugm%q{]aﬁagﬂaLLasﬁﬁammL?imﬁﬁ%w’%wasiamsﬂﬁﬁﬁmu
yosypansaeatiuayy uniinendomaluladsunadan dadumsinngianudniuduessudsig 9
ilensraaeuindeyaifeszindiianuasnndesnunquivioli  Tnsnisusziununaunduvestuiaa
AudTUsBsa R futeyaiBeszdndluningiu (Overall Model Fit Measure) wagUsgiumnunaunau
VDRGNS NANITIATILAUAAANUFUNUSITIANNANUT Immaﬁa%’m%amLmﬁugmmmﬂﬁegﬂmmz
HaduanudusiifidviwadensufiAnuvesyaainsasatvayy  uvingrdomaluladsvunadan
frnuaenadosiudeyaiBeusying fagui 2
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progress

perform

success

/. quality [— 108

work fe—-131

respond

time [—.105
respect

expenses [+ -1 56
benefit

value [—.187

stable

relate

safety 1.000 .859 .831 .951

strategy operate] finance rule

1226 ﬁIﬁ\.‘%/alez 243

-091
-.026

x’-test = 381.755, y*/df = 1.491, CFl = 0.970, TLI = 0.945, RMSEA = 0.000, SRMR = 0.040
Ul 2 lusatladeiidssanssnusionisufiRausesyrannsaeativayy smivendowmaluladswuanadau

1N3URN 2 HansTREBUAIARRRdewedliaa Fidusudunsinesimiuaenndeestinng
$u 3 afe TneiinisuSuanlagendeoinaminisinnsanamumnzauluea (Fit) ausuuzidweslsunsy
LavASi 3 wuh y/df = 1.491, fiAannnd 2.00 m CFl = 0.970 #munna1 .95 A TLI = 0.945 fmunnam
95 A1 RMSEA = 0.000 fAtlesndn .05 wazA1 SRMR = 0.040 fimueanii .05 wansalunalinnugenndos

L4

Mudeyadelsedny

A13199 2 wansnseilunaladendmansenudeyseaninmlunsufianu

Standardize

fiauus Estimate Sig. R’ CR AVE
Error
Uadausegsla (Motivate) 0.930  0.728
1. AU (Progress) 0.745 0.023 0.000  0.555
2. anwazYeU (Perform) 0.902 0.012 0.000 0814
3. AWA59VR9U (Success)  0.886 0.013 0.000  0.785
4. mMuSURAYaU (Respond) 0.864 0.014 0.000 0.747
5. nseaNsutiudie (Respect) 0.859 0.016 0.000  0.738
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A13199 2 wannszilunaladeidmansenudeuseansnmlunisuiiRnu (e)

fauls Estimate ~ onoardize Sig. R? CR AVE
Error
aduAnqu (Sustain) 0.921  0.746
1. @dafn1s (Benefit) 0.816 0.018 0.000  0.666
2. amusupsluu (Stable) 0.882 0.012 0.000  0.779
3. ANUFUNUS (Relate) 0.885 0.012 0.000  0.782
4. auUasnny (Safety) 0.870 0.013 0.000 0.756
Paduanudes (Risk) 0.884  0.657
1. nagmns (Strategy) 0.881 0.014 0.000  0.776
2. M3Atuau (Operate) 0.756 0.023 0.000  0.572
3. M3XU (Finance) 0.734 0.023 0.000  0.538
4. ngszidev (Rule) 0.862 0.016 0.000  0.744
Useansnw (Efficien) 0.969  0.861
1. AuNWUR991U (Quality) 0.944 0.006 0.000  0.891
2. Ui (Work) 0.932 0.007 0.000  0.868
3. szuzlaan (Time) 0.946 0.006 0.000  0.894
4. Anlgane (Expenses) 0.920 0.008 0.000  0.847
5. anuANA (Value) 0.896 0.010 0.000  0.804

HANTIATILVANNASIAANTIAINANTIN 2 WU Mudsdunaladanunsawuugidmunne
i e Tamhwtindaudsdaunals (Estimate) agszwing 0.734 - 0.946 Jaduenfunnndy 0.50 uazsiuus
dunemnenildedfymeadiin 0.50 Muusudans 4 Sehunumanunsadauun lagdn Average Variance

Extracted Evaluation (AVE) afigausulsvasnnuiesnsssdaiife liaasainin 0.50 (Hair et al., 2010)
IneshuusussdiAnannndy 0.50 yne wazAATIIeI (Composite Reliability - CR) vnAnigauanslyiiiui

p9AUTENOUNY 9 Uszneumedemniuniedidiinnianduiusniglunifneiy (ntemal Consistency)
Aveusulavesruwesiuvlinilfe liAdsendy 0.70 (Hair et al,, 2010) FeA1 CR HAWIANTT 0.70 VAN

A9 3 NANTINAFRUANNAFIUNTITY

Effect EStimate S.E. P-Value HANIINASDU
Motivate -> Efficien 0.041 0.246 0.869 Ug)Les
Sustain -> Efficien -0.149 0.162 0.922 Ujjias
Risk -> Efficien 1.049 0.213 0.000* YRUSU
Motivate -> Risk 0.752 0.196 0.000* YOUSU
Sustain -> Risk 0.206 0.197 0.294 UﬁLaﬁ
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HANINAAOUANLFATIY AUAN5199 3 anunsoasulacail

1. YjrasUadeglanazladeriquildninantanssdeuseanianlunisugdfnuresyaains
aneativayy uinedemalulagsvusradan wazgeusuladudlanasUaduanquilBnSwanisdeusiu
TadeanudswioUseavanmlunisufiRnuvesypainsaeaivayy wiverdomalulagsvusnaday



2. gousunladeanudedidninananssdeuseansamlunisufufnuvesyrainsavatvayu
WIngaemalulagsvanagay

d5duazanusnena

nsfnwFes Jadegdlanazdadonuidesiiidnsnaronisufifnuvesyaainsansativayuy
uninedemalulavunadau aluaveiunenanidessil

Han13Any1dadeqela {]'«J'%’agwqu Jaduanudss wazUszansamlumsufoRnuvesyaains
aeatiuayy winedemaluladsvusaadanunuin yndudsiaiedsegluszduinn wansindadvgdae
tadornqu  JafommudsuarysyAvsnimnisufsinuresyaains yaansiieudisnelaaglunasiiia
wnfiansananmsmeuLUUgeUay Tnsradugean Ussneuse yaansaeatuayuiiaudedndaaie
uazALiasTsuie Adiyaansumninendomeluladsuinadaudaiio sosaunfe yaansmeatuayu
URtRmung selevvesmiinerdemelulaBsvusnadauetiantinin uaznsasiassonthiidudsiyaains
wminendemalulagsvusradaulinisnsei andedunudingn wudyaainsangatuayuufURnu
suanudednd fanuiissssy UftRnunmng sufovedhanssadn safsiinnsaziadentii
Hudsilsimsnszyin FaduennuednduarnsuftRnmuseninietns aenndesiuing guasth wasane
(2567) ﬂ@inﬁﬂé”gﬂﬁmwﬁﬁﬂL%aﬁaﬁiimamﬂmmﬁqﬁ”ﬂmﬁmawﬁawmqgiw%mmﬁa Usznaunie
auiednd mnalinda arwefsssy wevauiuRiaveu ImaaaﬁﬂizﬂauéﬁﬂénLﬁuﬁu@ummmﬁﬂﬁiﬁmﬁﬁ
VYBIUAANNTENYATUAYY ﬂé”]aﬁ’mwu%%’aﬁmmzm'ﬁﬂﬁﬁ’?muiwmm'mmﬂ%fg TR ImsTinadodng
wazausuinvey eraidumsngseideuvionsanadeuanmisenunaiy Wmhiviendnau
ﬁaﬂﬁﬂ’ﬁmua&m%aﬁmé

uoninindeteiifiauadonan fafutadhadlavesynansmeaiivayusznoude yaains
aatiuayuldTuatainisfinsounquiinueuaryara  sosanataRmsvesimendeiidutasliynains
apatuayuirruduegii wasyransaeatuayuilenans|Fsunumsinvidioviudomsiinandiiasdy
TuLLagumaaaaamﬂwsLﬂuaaawLUuLLaULﬂu{]waﬁuuwugfluﬁuamﬂmﬂs Haqtiuatafinisiiyrannsuesumiineds
walulafseusaadai yaansaeatvayuindasnsliumingdednaiuliuniu aonadesiy
Andnwal Wuguugn wazinivr mauns (2566) nanfeladeanuiianelaluadadinisveanineuy
wnneauanguUAnsgansalivinendy Auguaimeundle mulAsegia audsauiariunuing
finnudusiusaoudiain Tasauidevesginasnsaiuningrdefuuming domealuladsuusnadan
Idofunuiindrendeiufeivaiaing  enmagulinumiinendomsduaiufnfiuvaiainsvionndueg
vosyransliFBe eataRmsTirdmadenisufoRieuiiiussavam uennnataimsiilsfismeudn
nsAnwrelusedugefiudsddyiiyaanslunminerdoinadosnisiauiauivesauedigely
widagdunisdnassyuvesunninededlidifisanenanudeinis duty UITe0IR0IAT founes
uazAns (2565) AifiunisdinannuAndiiuresyaansauznymaniivnieu winedouiina Fafiu
nun1sAnwuarIgeuiadnaifesasfidesfignasnadosiuauifelddiaiadonediulonassldsu
yumsfnuisedetos enaitunnztegtiuasugio viieRugamuemhsnuenaiidnnulies nmsinass
yunmsAnyiiienisiauaandfigduillifismeronnudoms  Sadudsuninedolsimsuosduuay
AITATIUAYU

mavndeuamRgIuNUT Dadbpdlanasdadomqulifdvinalnnsimseeusyavisnmlunsufohe
VYIYARNTAATUAYY UMTINe1demnAluladsvaenaday 31NNISANYILAENUNIUITIUNTINUIUDNGS
HadugdlansradodnquidvinasoUssBvsnmmaiey  uazdidensnenudunaiianuissvesssmelng
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wazsUszmalitodunuitadeydauasetdquilsvdnadeUssainmnsian uwinnmuideienad
FounnsamnnderumunnniAdonlu endumseanmeisaususiveglutaiousadaluhdemmuiomih
Aedudeswedlonalunsinuidelifinandfigiy wasademquluideatadinns Headuatafinns
vosmamine1de Teefetosuandadefinanenlidmaioussavsammevhau fedufuimsansli
msduaiuAeiuataimIuasnsinwrevesyranslifiuinty  fessndnduliussAvinmmsufoRnu
YBIUARINTAANUALUBDNUA ﬁﬁ]ﬁagﬂaLLazﬂaﬁ’agﬂquﬁﬁm%wamqé’auN'mmmLﬁaqﬁaﬂizﬁwﬁﬂﬂw
TunsuiRnuvesyransaneativayy uwivendeweluladsvuaadan wgdadulededdgrons
MUYBIYAAINT dBnRdedTuLLIARYeY Constantinescu and Stegaroiu (2023) namd1 Yadeuseydlauay
Hafeaquilnadouszaniamiuaudsaintuldfianuduiuseninaszdniamveaminay
dnwazyadnamidesn uaziadoussgslatieiiuuseansnmluiiviiny uasaenndesiu Setiawan (2023)
namils wasgslamelusesmeuennieuduaruginusmauazivaluladiivewadenumiouvemiinu
findnyfuanuidesosndideddy Tavdsmanisdomrensufifinu nuidedmanidnuuzedetunidel
ms1znsUUROuRTusegslaiifetsanmmdsddunsufoinuasld  uazazdawasiensujuRauia
wnniinanuiimddaiesmihnudeduimslinsatuayu anudssdunsuiifnuanasls

HadsanuidssiidvsnannssieuszavsamlunsufoRnuvesynainsanealivayy uminende
welulaswasaadany amndeaundstedofiinanssnudensufoinu Ussneuse anuidsmianags
nsduduan madu wasngisdou aenndesfualsy yius wasduing Woaszn (2566) ndnads
Hadvanudesiuufiinuiartadurrndssimulens Tviwadeusraviammsufiinuresynains
gailiddny uazaenndeatuaninn nazdnd worUseiaigdng Inives (2568) nanrin Yedemmndes
sulftRem wazdedunrundsnulouts TviswasoUsravsnmmsufiRnuvesyaains anmides
fio AnelmAnenudemesioesinaviesmingds TasanmzanudssumsuiiRnuidmadsensufoinu
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Abstract

The objectives of this research aim to analyze the influences of artificial intelligence competence
and innovative teaching on learning outcomes. The research tool used was a questionnaire.
The researcher collected 702 respondents of the administrators and teachers before analyzed
by multiple regression analysis. The research results found that the components of artificial
intelligence competence in terms of pedagogical knowledge, technological content knowledge,
technological knowledge, technolosgical pedagosgical knowledge and content knowledge are able
predict to innovative teaching significantly and simultaneously at R2 = .89, F = 9.34 (Sig .002). Besides,
innovative teaching predicted significantly to learing outcome R2 = .89, F = 15.09 (Sig .000). However,
the research results concluded that learning outcomes level will be higher because of the influences

of artificial intelligence competence on innovative teaching development.

Keywords: Artificial Intelligence Competence; Innovative Teaching; Learning Outcomes
o
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Abstract

This research explored the relationship between logistics practices and brand perception in the
luxury hotel industry in Bangkok, Thailand. The study focused on how logistical elements such as
supply chain coordination, service responsiveness, and back-of-house operations which influence
guest’s perceptions of luxury and brand value. Using a qualitative content analysis approach, data
were collected from the official websites, social media pages (e.g., Hotel’s Facebook page), and
online reviews (e.g., Agoda, hotels.com, booking.com) of more than 10 prominent luxury hotels in
Bangkok, complemented by review of over 15 related academic publications both research papers
and academic papers. The findings reveal that effective logistics practices, especially those related
to consistent service delivery, personalisation, and responsiveness which play a critical role in
enhancing brand trust, uniqueness, and perceived worth. Furthermore, the study highlighted the
tension between global standards and local cultural expectations, requiring hotels to balance brand
consistency with authentic Thai hospitality. The study contributes to the existing literature by
applying logistics theory in a service-oriented luxury context and offering practical insights into
strategic logistics planning to reinforce brand identity.
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Introduction

Importance of logistics in service-based industries

Bangkok is a competitive city in the hotel industry whereby hotel operators ensure that
they have good relationship with the customer as this is very critical in view of the effect of events
in the world on the luxury hospitality industry (Kemrichard, 2023). The luxury hotels particularly
the Asian and non-Asian catagories must emphasize on their specific brand attributes as a part of
their services and also adjust to the changing demands of the customers on the one hand and
at the same time, have a high service performance rate (Diskul, 2023). In this competitive context,
digital transformation also holds the key to enhancing efficiency and customer/guest satisfaction
(Anwar et al., 2024). This paper will ponder how logistics not only enable an active daily course of
affairs but also have direct effects on customer satisfaction, brand trust, and loyalty. It is aimed
to provide a detailed background that illustrates the contribution made by logistics strategies to
the success and continuity of luxury hotel branding.

In service industries, logistics helps improve how customers feel, runs processes more
smoothly and gives the business a boost over its competitors. Organisations in the service sector
are realising that applying logistics principles is necessary to give individual customers the help they
need and maintain excellent service quality. Because service flows must be managed in different
ways than goods, this emphasises how important they are. The next parts look at how logistics works
in industries where services are the main product. The quality of logistics services helps to increase
both customer satisfaction and loyalty. Influencing these factors are information capacity, how the
company shares information and the services offered to customers at purchase and after.
Good customer service in logistics results in greater client satisfaction, more customers returning
and good feedback, all important factors for remaining ahead in the service industry (Hauser, 2022).

When a company has strong logistics skills, it can benefit from an important advantage
over its competitors, since logistics services set them apart from others besides price and terms
(Adiguzel et al., 2024). Providing high-level logistics efficiency is associated with better firm performance
and top service for customers, as demonstrated in Pakistan’s furniture industry (Masroon and
Siddiqui, 2024). When providing service logistics, organisations ensure they meet individual customers’
needs by delivering benefits, planning effectively and using customer service that fits each person
(Kolasinska-Morawska et al., 2022; Richey et al., 2021). Logistics used in service sectors means
handling consumer and resource movements, arranging service activities and assuring quality in the
procedures (Sirina and Zubkov, 2021).

Importance of brand perception in luxury hospitality

For luxury hospitality brands, how consumers see the brand can greatly affect sales,
a company’s reputation and its ranking in the industry. Besides products themselves, luxury depends
on other factors that make each experience for the customer unique and exclusive. Influences on
this perception are brand image, exclusivity and matching what consumers believe and these all

help build a brand’s equity. Specific sounds in brand names such as "i" and "v," are said to create
the idea of luxury and motivate customers to use a luxury service (Motoki et al., 2023). To build an

exciting brand for a hospitality destination, using these cues is very important.
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Preserving a strong brand look is crucial for keeping a luxury brand respected, especially
now that the internet plays a big role. When online brand promotions are positive, they attract
luxury brands and raise consumer perception of their value (Lee and Kim, 2020; Correia et al., 2022).
Exclusivity and privacy are important for luxury brands because they make people feel emotionally
attached and part of a group, both of which favour the brand (Keni et al., 2022; Tahir et al., 2024).
The way people see a company’s commitment to social responsibility (CSR) can affect the way they
view a brand. CSR activities that fit a luxury brand’s values increase the brand’s perception,
whereas behaviour that seems insincere in CSR may cause consumers to lose trust and regard in
a brand (Hu et al., 2023).

Why Bangkok is a key setting: a global luxury tourism hub?

Due to its smart infrastructure, rich traditions and good location, Bangkok is now a top
destination for luxury travellers from around the world. Festivals are a unique way of Thai culture
depicted in Thai festivals, and this draws big tourist firms to Bangkok and other regions. They offer
deep experiences to tourists as they immerse themselves directly in the event such as water fights,
local dances, worship activities, and art exhibits as seen with Songkran and Loi Krathong festivals
(Huang, 2024). Such celebrations not only place emphasis on the rich traditions of Thailand but
also help provide a festive air augmented by local cuisine, Buddhist temples and colorful night
markets, that makes the nation an enthralling cultural destination (Hussain et al., 2024). Concurring
with its cultural attraction, Thailand has also made a sterling reputation in medical tourism,
which is supported with high quality of healthcare services and skilled medical personnel. Combining
hospitality with healthcare services also enhances its market in the field of medical tourism
across the whole globe. The results of this merger of care and comfort in Thailand are revealed
in the fact that Thailand has become a destination location of medical tourists, not only of other
parts of the world but also neighbouring countries of Thailand, such as Myanmar (Cham et al., 2021;
Pitakdumrongkit and Lim, 2020). Because of its good international links and big airline companies,
Bangkok makes a convenient starting point for anyone travelling to Southeast Asia (Kerdpitak, 2017).
Traditional Thai culture is blended with luxury in the city, giving high-end travellers unique and
exclusive enjoyments. Bangkok is recognised in luxury tourism after luxury hotels and resorts attract
both visitors on business and vacation (Punson and Pokharatsiri, 2023). Spacious temples, beautiful
palaces and charming markets form a backbone of the city’s appeal, allowing visitors to take part
in rich historic activities and enjoy the finer things in life. The city’s reputation worldwide is boosted
by promotions that highlight the unique things it provides for visitors. Tickets to diverse tours,
Bundles and travel packages as well as low prices attract wealthy tourists according to experts
(Singvee et al,, 2025). Luxury retail in Bangkok plays an important part in making the city popular
with luxury tourists. The city gains a reputation as a top luxury shopping place because high-end
shopping centres, popular international brands and loyal local customers attract big spenders
(Theerarak et al,, 2024; Ndineyi and Theerakittikul, 2022). As a result, Bangkok is key in making
Thailand’s luxury tourism sector important across the globe.

Experts use brand perception theories to explain the creation and advancement of attitudes
toward brands in the minds of consumers due to myriad factors. Many have looked into the area of

celebrity endorsement, as it is thought credible actors or models can make a brand more popular
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by passing along their fairness, credibility and know-how. A trustworthy and popular celebrity can
help people think a brand is trustworthy and of good quality. The symbolic values of a celebrity
are typically shared with the brand and this transfer can greatly shape what people think about
the brand (Sharma and Jha, 2024; Serman and Sims, 2022; Baudier et al., 2023). Some experts say
consumer traits and surrounding conditions are significant in forming a brand’s image. According to
this method, brand perception depends on the brand’s features, the person’s specifics or wants
and the environment in which the brand is examined (Liu et al.,, 2021; Lee and Kim, 2023). People
review both what they hope to get from a brand and what they are asked to pay for it and
these things influence their brand perceptions (Bian et al., 2018). How these dimensions are
evaluated will influence how positive a consumer’s view of a brand is and if it fits with their way of life.

People’s perceptions of a brand often reflect how loyal they are to it, as their views determine
if they will stay committed and buy from the brand. Consumer behaviour and loyalty are the result
of how brand awareness, quality and brand image are connected (Foroudi et al., 2018). When trust
and credibility are at the heart of a brand, it leads to lasting loyalty and many positive recommendations
(Parris and Guzman, 2022). Additionaly, both branch personality and type theory state that consumers
see traits in brands, like sincerity or competence which influence their decision on how to categorise
the brand and what they are expecting from it (Alguacil et al., 2021; Hassan et al., 2023). In the luxury
sector of hospitality, service quality and logistics cannot be separated, given how high the expectations
are from customers (Nguyen and Ngoc, 2024). Good delivery of services depends on effective logistics,
so guests notice the value and quality (Aljohani, 2024). Because offering exclusivity and personalised
experiences is a priority in luxury hotels, every function such as stock control, collaborating with
suppliers and delivering services must be carried out flawlessly (Avula et al., 2024). Specifically,
the reputations of internationally recognised hotel brand names create an expectation of what services
and reliability should be delivered. Usually, these brands can make the guests think about eating a
good experience earlier in their lives so that this puts their confidence and trust to the test (Deng,
2022). Also, user-generated content and news on social media can have a strong impact on the
perception of people, both boosting and negatively affecting a brands image, depending on the
experiences that are shared (Ryu et al., 2021). Setbacks in logistics, including late services, shortages
of products or changes in quality, often reduce people’s opinion of the brand and their satisfaction
with the service.

Research sample

The SERVQUAL model provides a useful way to see how logistics affect customer opinions
about quality, including in transportation and logistics (Yang et al., 2024). The dimensions of logistical
efficiency—reliability and responsiveness—are closely associated with tangibles, reliability,
responsiveness, assurance and empathy (Setiono and Hidayat, 2022). To be reliable, a transportation
company must perform its promised task with accuracy and dependability which largely depends on
effective logistics. It is largely logistical tasks that ensure that room service, the concierge and event
staff can help guests quickly. When logistics are efficient, the strengths in these service quality areas
become clear, resulting in satisfied guests and better brand views (Septiana and Alie, 2023; Pangestu
et al, 2023). When working in hospitality, Supply Chain Management (SCM) is not just about buying
goods; it also includes many processes designed to add value to end customers (Berthold, 2019).

ISSN 3027-6837 (Online) 1 13
https://s005.tci-thaijo.org/index.php/RMUTI_SS/



N3a15 w3 ey atuuyvermansuardanuans I 12, atufl 2, (nsngew - Suay 2568)
RMUTI JOURNAL Humanities and Social Sciences Vol. 12, No. 2, (July - December 2025)

For high-end hotels, SCM covers buying excellent products, maintaining relationships with service
providers and guaranteeing that good and services arrive promptly and continuously. A properly
organised supply chain helps hotels offer the same high level of service and raises customer
approval which are crucial for a luxury brand (Alreahi et al., 2023; Ayam and Kusi, 2023). This is even
more valuable in the Experience Economy propounded by Pine and Gilmore (Ranjan et al., 2022).
From their perspective, it’s more important to customers now to have a memorable time than to
own something physical. As a result, both operational tasks and feelings of immersion and
personalization during a stay are supported by the logistics in luxury hospitality (Kastenholz et al.,
2022; Kang, 2025). As a result, logistics helps establish the unique, memorable experiences that
sum up modern luxury hospitality. Some examples are Ritz-Carlton Hotel Nanjing and Hotel AX
in Helsinki, where the logistics are carefully arranged so that all visitors get hand-written welcome
messages, their room-preferences stored between their stays, and their requests fulfilled almost
immediately, via internal digital systems. These back-stage logistics generate invisible service
provisions that strengthen the luxury image and the emotional experience that the brand has
with the visitors (Tao, 2025; Abdalla, 2024).

While the way a brand is perceived is key to luxury hotels’ success, there is not yet enough
research about how logistics operations affect that perception in Southeast Asia (Krupka et al., 2021;
Chalermpong et al,, 2022). Even though service quality, brand image and consumer enjoyment are
mentioned in most luxury hospitality works, the way logistics support these elements isn’t, according
to Jain et al. (2023) and Mercan et al. (2021). Effective logistics covering supply chain, inventory,
guest services and technology can influence both the direct and indirect views of a brand’s reliability,
exclusivity and quality (Boonchunone et al.,, 2024; Somabutr, 2023). Because of its importance in
luxury travel, Bangkok is a good example of this relationship. The city’s high competition for luxury
hotels and its unique culture means that logistics both pose challenges and create differences
(Zhi et al., 2025). However, relatively little research has been done on how efficient logistics affect
brand reputation and satisfaction among guests in the luxury hospitality world in this part of the
world. Because there is little focus on investigation, specialists have difficulties developing advice
and strategies that help hotel managers work towards enhancing their brand value. Therefore, it
becomes clear that a detailed analysis of logistics and brand perception in Bangkok’s luxury hotel
industry is needed to quickly fill the research gap and advise better hotel management.

Definition of Key Terms

Logistics in the luxury hotel industry is defined in the context of this study as the strategic
coordination and management of all the activities in the company, resources, services, that is involved
in the front end and the guest operations that are supported by the back-end processes in the industry.
This provides services like procurement, inventory management, delivery of food and beverages,
house keep supply systems, event management, transportation, responsiveness to the needs of the
guests. In contrast to manufacturing logistics, service logistics does not stress as much on timeliness,
customization, responsiveness, and service quality (Liu et al,, 2023; Reza et al.,, 2020). In luxury
hospitality, logistics also has to facilitate the engineering of memorable experiences which resonate

in accordance with the brand expectations and cultural distinctions.
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The paper is premised on thematic and narrative literature review using Academic journals,
literature and research in hospitality management, logistics and marketing and supply chain studies.
Along with academic sources, the data of this research were collected via desktop research of the
official websites and Facebook pages as well as confirmed reviews on online travel agents (OTAs)
websites (Agoda, Hotels.com, Booking.com, and TripAdvisor). Concentrate on the quality hotels in
Bangkok as well as the international chains and domestic hish-end brands so as to have the diversity
of brands identity and style of service delivery. In addition, more than 40 related articles presenting
research works, professional reports, and case studies were reviewed to cross-validate the insights.
This multi-source strategy is balanced in terms of customer perception and what the industry does.
The data scope was defined in two dimensions: logistics applied to consumers (e.g., room service
delivery on time, concierge delivery, logistics of amenities) as well as internal logistics (e.g., procurement,
inventory management, responsiveness of supply chain), creating a conceptual map structure on
which to analyze the data.

The main aim of conducting this research was to investigate the influences of logistics
practices on brand perception in luxury hotels in Bangkok, Thailand. In particular, the study was
intended to identify the logistics strategies used by these hotels, encompassing not only front-end
operations that customers experience but also back-end operations. It also aimed at analysing the
impacts of such practices on consumer perceptions of luxury, including brand value, reliability,
and exclusivity. In addition, the study evaluated what dimensions of logistic, including responsiveness,
reliability, personalisation, and technological integration, had the greatest influence on shaping guest
perceptions of the hotel as premium brands. In these ways, the study added value to the literature
on the strategic utility of logistics to support brands in terms of positioning within the luxury
hospitality industry.

Content Analysis

Logistics and Operational Efficiency in Luxury Hotels

Luxury hotels rely on logistics (Figure 1), mainly by efficiently handling inventory, managing
suppliers and using proper buying techniques. Literature points out that the best hospitality requires
energy efficiency, but most importantly, it is key to all aspects of service delivery. When logistics
are efficient, the hotel makes sure that great beds and delicious foods are ready for guests, protecting
the smooth delivery of service. It has been found that strong logistics support hotels in making
services unique yet maintaining the same high standards for luxury branding. It is only possible for
departments like procurement, housekeeping and culinary services to coordinate well when all
operations are streamlined and reflect the brand’s promises of uniqueness and class. Issues such
as stockouts or late deliveries may result in poor customer opinions, so it becomes clear that
logistics help form the core of luxury customer services.

Guest Experience and Logistics Touchpoints

Lots of partly hidden details behind the scenes help create the quality experience that
guests notice in luxury hotels. Being timely and personalised which are top priorities in luxury hospitality,
depends on smooth logistical operations. For example, in-room dining needs to be prompt,
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cheque-in and cheque-out should not take extra time and unique amenities must be available,
all because of close logistical communication. Good restaurant services depend on ordered inventory,
organised supplies and correct staffing which are all handled in the backend. It seems from literature
that most guests aren’t aware of the efforts behind their experience, yet they do notice the positive
effects like efficient service, staff on hand at all times and customised experiences. If logistics don’t
work smoothly, it takes away the sense of ease luxury is meant to provide, so backroom logistics

remain essential for great service and customer happiness.

Logistic in Luxury Hotels

4

| Inventory Management | | Procurement Strategies | Supply Chain Coordination
y A 4 A 4
| Timeliness I l Personalisation | In-room & Dining Service
2 A 4
Visible Logistic (e.g., Valet, Invisible Logistic (e.g., SCM,
Service Delivery) IT System)
y A 4

Content Brand Image l—’| Enhance Guest Experience '—'I Luxury Brand Perception

Figure 1 Logistics Impact on Brand Perception in Luxury Hotels

Brand Image and Service Consistency

The reliability of distribution plays a major role in how prestigious luxury hotel chains appear
(Figure 1). When logistics are solid, it becomes easier to maintain the brand’s trust with guests. It is
widely recognised in the literature that service must always be consistent in luxury markets. People
expect a perfect experience both at one property and at different branches of the same company.
To be consistent, businesses depend on good logistics that guarantee the same service steps,
quality supplies and prompt operations. It is interesting to see that the literature puts valet parking
and luggage handling under visible logistics, while treatments such as coordinating the supply chain
and stock control are classified as invisible logistics. How logistics are handled helps improve how a
luxury brand is perceived: visible activities create a memorable impression and invisible ones ensure
guests have a smooth, top-quality stay. shouldn’t affect your reputation, as both play major roles in
the way a hotel operates and communicates with its customers.

Local vs. Global Standards in Bangkok

Bangkok’s cultural background plays an important role in shaping the relationship between
what people around the world expect from luxury and local style. Delivering the same experience
to guests globally and meeting local wishes requires careful design in luxury hotels. So, when businesses
use local foods, honour native hospitality and respond to regional needs in their supply chain,
they are applying a localised way of operating. Additionally, these chains are expected to uphold
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their global branding, so they usually need one logistics system and often import the materials
they use. According to available literature, managing the tension between heritage and development
is especially vital in Bangkok, where cultural diversity underlies part of the city’s appeal. People visiting
can anticipate familiarity from premium brand names along with the special features of local culture.
Therefore, good logistics here means acting in coordination with countries around the globe and
with local communities which takes thoughtful organisation and respect for different cultures to keep
the brand’s identity intact.

More specifically, Thai principles of warm hospitality Thainess, culinary offerings based on
regional products, the ideology of adjustment to Buddhist traditions and local aesthetics in interior
design in hotels are frequently observed in Bangkok standards (Suksutdhi and Boonyanmethaporn,
2022). As an example, Sukhothai Bangkok uses customized Thai architecture and domestically made
décor to provide a feeling of cultural imersion to tourists (The Sukhothai Bangkok, 2025).
Global standards, in contrast, are about brand, quality assurance, and service standards observed
in international properties. One such illustration is in the Waldorf Astoria Bangkok that retains most
of the Hilton world-wide working protocols like the luxury room furnishing, the standardised
checking-in procedures as well as the availability of international sourced gourmet foods, but still
incorporates a feel of Thai flavour to show its roots (Waldorf Astoria Bangkok, 2025). The delicate
balance between these two standards is important. International brands should be able to satisfy
expectations of globally-travelled guests who have come to expect a specific degree of service,
as well as differentiate experiences to respect cultural identity of Thailand. As such, it is necessary
to maintain a high level of efficiency in delivering local goods (e.g., organic produce grown on local
farmland) and international ones that are of world standards (e.g., spa products or European-made
linens) in a timely, efficient manner.

The results of this research indicated that the logistics operations-specifically, responsiveness,
consistency and personalization, played a significant role in determining customer perception of
luxury hotels in Bangkok. Those factors increased brand trust, service delight, and brand exclusiveness.
In practice, luxury hoteliers could leverage this knowledge by enhancing their brand based on their
improved logistics operations, including delivering services on time, managing level of stock to
prevent out of stock occurrence, and investing in training and implementing digital technology
to personalise the experiences of the guests. The research also showed that back-stage logistics,
such as coordination of the supply chain and internal service efficiencies directly contributed to
excellence in front-end services. With effective management of logistics processes, luxury hotels
would be able to address global service requirements as well as the cultural needs of guests in Bangkok.

The content analysis indicated four key themes as to how logistics can impact the way in
which people perceive a given brand in terms of luxury hotels located in Bangkok. To begin with,
the paper has highlighted that the brand loyalty of guests depends on their expectations and
experiences when dealing with international hotel chains. Second, it established that the main
difference between logistics and services is that unlike services where consumers go to meet the
provider, in logistics, the consumers are brought to the provider. Third, the local vs. global idea
revealed the need of luxury hotels to balance the cultural authenticity with international
expectations and the coordination provided by its supply chain. At last, the opinions of customers,
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search engines, online sites and service experience ensure, on the one hand, good brand reputation
and, on the other hand, the choice of customers in the future. These themes in collective imply
the critical position of logistics in terms of not only operations but strategic placement of the luxury
brands.

Conclusion

This study explored how logistics activities shape consumer perceptions of luxury hotel
brands in Bangkok. It revealed that strategic logistics practices such as efficient supply chain management,
service responsiveness, and quality consistency are integral to enhancing brand image and reinforcing
consumer loyalty. By drawing on the SERVQUAL model (Yang et al., 2024; Setiono and Hidayat, 2022),
the findings demonstrate that logistics operations can serve as core capabilities that directly
influence customer experience and brand differentiation. Hotels that integrate logistic into their
strategic brand management, particularly in luxury contexts, are better positioned to meet elevated
consumer expectations while maintaining global standards.

The study’s strategic implications suggest that logistics in the luxury hotel sector should be
viewed not just as a back-end operation but as a customer-facing function that contributes significantly
to brand equity. Instead of merely focusing on operational details, hotels should invest in logistics
systems that deliver reliability, personalization, and innovation, particularly by leveraging real-time
data and technology-enabled services. However, this study’s is subject to certain limitations.
The analysis primarily focused on luxury hotels in Bangkok, which may limit the generalisability of the
findings to other geographic regions or hotel tiers. In addition, while qualitative content was examined
through secondary sources and customer reviews, primary data collection through interviews or
surveys would strengthen the findings.

Future research could expand this study’s scope by comparing logistics and brand perception
across multiple cities or countries, or by conducting in-depth interviews with hotel managers,
logistics officer, and development could also explore hybrid frameworks that merge brand theory
with logistics management. Thus, the study connects the research objectives, understanding how
logistics impacts brand perception to real-world strategies and theoretical insights. By aligning
operations with consumer expectations, luxury hotels can enhance customer satisfaction, preserve

their brand promise, and secure competitive advantage in a demanding hospitality market.
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Abstract

This article aims to analyze the business strategies and innovations for competitive advantage in the
hotel industry in Thailand, focusing on creating experiences and enhancing service value for hotel
businesses. This is considered a critical factor in ensuring the survival of hotel businesses in the digital
era by presenting comprehensive marketing and public relations approaches. These include
marketing through influencers' perspectives, as well as collaborations between hotels and other
renowned businesses to create networks and expand customer bases. Additionally, business
expansion by leveraging existing products' reputation and quality can transform them into new
business models, increasing product and service value to establish a competitive edge. Therefore,
the business innovation models, relying on new marketing and public relations strategies, serve as
a key factor in generating revenue and profits for hotel operations in the digital era, while also

enhancing customer satisfaction, which is the ultimate outcome of hotel business operations.

Keywords: Strategies; Business Innovations; Competitive Advantage; Hotel Business
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wioufanssudvaruinusssulnglidudWinyisiagfveslsausy Riva Vista Riverfront Resort
Fwtaidese Judu anfindnandisiu diduifouedudunsaiayaduialitusinsitosiy
anunseadeUsraunsaifiuvantmilituilduinauaraeneldiduinniulitugsia

5. MSNAILNBIRNTEENISEu e ESG (Environment, Social, uag Governance) Hunumdnfgy
dogsalutiogiy  Adesddiiemnuiuiisveudedunadeon msdamsanuduiussufseninsgsfauay
derulogsou wavAdesdeifdulidedundn dwmalissialswusunatsuisdoslsudalidndufianig
mssnfunuildlasudanadouuasdinumnniu vhlssialsusuvansuwislfiumaa “Green Tourism”
Usullunsdidiuan wu Tsausuydnluede 1 Hotels vesanigaumimiilianiudidgduaiudadu
shemsesnuuuamslitanusuiiaveusedannden msidenlianlufadmiunnusseinns wazidonld
nandareasuninfiduiinsredandey T5eusu The Grand Hyatt Singapore 7ifiszUundauyIuan
aduounanIuviasie 1,200 dusied wagliingAuussomsnnnszuiunsudnilivdosaniuouain
uwdsHanRdsdy dmdudsemalne Tssusumanewddldiiuundn “Zero Waste” uionisanverlulssusy
Tiduaud wu swsufide Weodml ihuaweguuuunisadnends 360 e nmsiiieinessuniin
Mnnvpsnswaesuluiiui eveununsidingiunndeUssma anUiinuansuedlasenlediiie
Mnmsvudsdud uagdsoimsonnsnnadnelulsausundugnsuiterlouuumuio wiouinihoy
sufunwnsnsluviesduieteimudumsinuasiiulaedudidu melduunfn “From Farm to Table:
nmhsudlfizons” aaenaumstiausiuyensilegunmsne fngiuuazasulnsigniosannviniusesunie
warnsdntufieniiedeusurdudn Bouinssviumandnlusiazdunounasnanouandsuidoudt
nsnsry wenantdfenssdndndiosusemuewns ismulsraunisainsvioniiendeadieassd
sulludumsiBeudifnriumsensnvdannden  1ufanssufiannsaaiisyadisliiugsialsausule
faiinagnsnsmmauazszduiusvedsusuiids dodwl aunsaignduinvoadeildlatugunimn
wieusilsinnud s Buandoumudluie  iBuuianssumsvimsemiliiansnadienaldiniou
msmsudedy wagnanaidunagnsmanismannsuuuulnifiannsafaganguinvieniisinaningsliiy
§53nal59uu (Melia Chiang Mai Hotel, 2023)

Mnfinadeiy fisuamsatiaussuuuuunAnisifunagnsuazuinngsumiegsna
dionruildiuFeunenisudsturesgsialsausald ded
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wimsmmssie  ssiquieadalfiuieu
(Business Innovation)

nagnsuazuinngsunIg

Mensutedy
YaegInalseusy

Tudszindlng

JUN 1 nseumiAnnagnsuazuinnssunegsiaiierulaIsumenisuiaturesssialsusy

Mn3UR 1 uandlifidiudn nagnslunsadnsmnalditieumensudstu Wuladdnyivialer
ginvlsssuagsenlugARdvia memsttaueruiUaninilunisdweuuinislviugne aaenaunsiLawe
sUuuuMsmMsmaauazUssnduusuutlvsivesssialsausy idnvieadienlnsiamznguandilusilasdn
TsausaisnBety dnuuinnssunugshakaruImMslugliuuine. 9 Wy nsUssnduiusisususuiuems
Alssusetaivau myvhmssaauuulmiiuspesnmsiauslasdugoueesieds msswieruszying
ganalsausuuazgsiony 9 Mileldes wu aur Al Huewns e eauaTennsuazvenegIugni
Tidaanntu efudemdumsuszendniusgidsustiduiinnmgdu weuiinmevengsidlvl 1
ofanmiteldeanaznunmannandasifdogidaaulndugiuvugsiauvulml  ieifiuyasliiy
wandneinazuinislunisademaldiuiounemwistu  ieigaguuvuresuinnssmnegsiauay
MsvEMsfangn AaensumiauesULuumsnsnaalvsuuulmideniiingussasdiioadseuiienela
Tungdnsuuins duilunadnsasanlunsaniunuresgsnalsusy

Uslenluazdaiauauuzdmiunisidelusunan

Uszlgati@en1sinnig (Managerial Contributions)

nnsfnwmud nagnslunisainaulidieunamisudeiy Sndudeserfeuinnssumiegsia
uarnsUINg leassmnuuansslimioninguis Tnensasdulumsduiusmiidosiign aaenau
ahayadiiliitugsialifinnuaenadosiunginssuuazwnlimengugnailutiag iy

jiatl gefalsausuanmsaisadildindssgndliiduuuimisunsusuieairsnagnsuuuln
wazasemliUSeumansudstu Tnsendmsaineuinnssumsgsiuag3mssmenafaamliiiusdnsas
vieuimsfitiogiin nieuinseenuuuisumnaelifianuaonadesiuanunisallulogtu Taenisih
AeiiliogRusimuilusivosnmnmiaruianssunisuing seenaunsiulietugiony 9 leifiutesna
lunisusevrduiusuazvenegruanailynugsialsausuvesnuesdiuuinnssuwazinaluladadeln
donavaussaufents  assszaumsal  Wiugaalitusdnduriuasuinig suiinanInnsuinig
iieliignénlesulszlonigean uaziAnmusinidegsn

daiauauuzdmiun1sidelusunan

annsathBessananludesendnuifindudunsidelueuanld annsinseuuwAnieiy
nagvduazuinnssumnagsiaiionulfiuTsunssuaduvesgsialsusy  luwamiemenuduiug
Fednunntu wieuiiansaUssendnquiitu 1 Weairwhuusiidanunainvans wiedinuidnnanes
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fuvsanmmduiiiinadenisainsnagnsuasuinnssumegsitvesgsialsausilulssmalne fiazanunsaaing
asilfiUzBumanmausillyitugsialdluowen fiaunsolinreiosiuseneuviedangutiadosms q
eIEmsilsviosduszney (Factor Analysis) tietaelunisdangusnuusudonsivaeuinduslate
sty naeasunsiidednanmeugilemunaanguigiusin (Grounded Theory) Tusi 4
Tndeianuiiaulasely
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