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Abstract

This study investigates the impact of production factors on the competitiveness of Thailand’s service
industry, aiming to examine the relationships among key inputs and their influence on competitiveness.
Multiple regression analysis was employed, with capital (CAP), labor (LAB), average wage (WAGE), and
technology (TECH) as independent variables, and competitiveness (COMP) as the dependent variable.
This research utilizes secondary time-series data comprising 32 annual observations from 1993 to 2024.
The LAB variable was sourced from the Ministry of Labor, CAP and COMP from the National Economic
and Social Development Council (NESDC), and WAGE from the Bank of Thailand. TECH was calculated
using the Solow residual method based on Total Factor Productivity (TFP), allowing for a more precise
estimation of technological impact. The findings indicate that capital and average wage are positively
and statistically significantly associated with competitiveness in the service sector. Accordingly, the
government should promote capital formation through measures such as tax incentives, low-interest
financing, and infrastructure development and oversee the adjustment of the labor compensation
structure to ensure appropriateness to enhance sustainable competitiveness over the long term.
In contrast, labor exhibits a statistically significant negative effect, which may reflect issues related
to low labor productivity or mismatches between workforce skills and market demand. Therefore,
policy efforts should prioritize reskilling initiatives, digital skills training, and strengthened vocational
education to improve labor quality. Although, technology does not demonstrate a statistically significant
relationship with service sector competitiveness in this analysis, it remains theoretically important.
Policymakers should thus continue to support technological adoption in the service sector particularly

automation, artificial intelligence, and data-driven systems to foster long-term innovation and efficiency.

Keywords: The Service Industry; Diamond Model; New Growth Theory
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Introduction

The service sector is widely regarded as a key engine of Thailand’s economic growth. This role has
become increasingly important in the context of rapid global economic change and the expansion
of free trade across regions, both of which have intensified international competition. In this environment,
production factors—particularly labor, natural resources, and investment in technology—play a central
role in strengthening service-sector competitiveness. Enhancing the efficiency and quality of these
inputs has therefore become a critical determinant of the sector’s capacity to compete in both
domestic and international markets.

In recent years, Thailand’s service sector has encountered numerous challenges, including
the development of workforce skills, the enhancement of technological capabilities, and the need
to adapt to changing consumer behaviors. These issues highlight the importance of studying the
relationship between production factors and competitiveness within the service sector. Such an
analysis can support both entrepreneurs and government agencies in designing strategic plans to
elevate efficiency and competitiveness effectively. In 2023, employment in the service sector accounted
for approximately 47 % of the total labor force. Moreover, the average monthly household income
in the same year was approximately 29,030 baht (National Statistical Office, 2023). However, in 2024,
the Thai economy is projected to experience a slowdown in growth, particularly in the export and
manufacturing sectors. This is due to weakened global demand, the slow recovery of the Chinese
economy, and structural factors that hinder the expansion of industrial goods exports and tourism.
The impact of production factors on competitiveness is reflected in Thailand’s ranking in the Global
Competitiveness Index (GCl) 2024, where the country placed 25" out of 67 economies its highest
position in five years (Office of the National Economic and Social Development Council, 2024).
This achievement underscores the importance of enhancing the productivity and efficiency of production
factors to strengthen Thailand’s global market competitiveness.

Accordingly, this research aims to examine the relationship between production factors and
the competitiveness of Thailand’s service industry. The study seeks to provide insights that can assist
both the public and private sectors in formulating strategies to improve production and service
systems to compete effectively on a global scale. It will also assess the impact of these factors on
competitiveness, thereby offering a foundation for future policy development aimed at enhancing
the sector’s long-term competitive potential.

Research Objective

1. To examine the relationship between production factors and the competitiveness of
Thailand's service industry.

2. To analyze the impact of production factors on the competitiveness of Thailand's service
industry.

Theoretical Background

1. Michael E. Porter’s Diamond Model of National Competitiveness

Michael E. Porter proposed a conceptual model that analyzes the underlying reasons
why certain countries possess greater competitive potential than others (Porter, 1990). This model

identifies the core elements and determines factors that influence a nation's industrial competitiveness,
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ultimately affecting the development and adaptability of its industries. The model consists of four
key components that can shape and modify the competitive environment to create industrial
advantages (Santipholwut, 2015).

1) Factor Conditions: the quality and availability of domestic inputs such as labor, infrastructure,
and capital resources.

2) Demand Conditions: the characteristics and sophistication of domestic demand for goods
and services.

3) Related and Supporting Industries: the presence and strength of competitive and efficient
supplier industries and supporting sectors, and

4) Firm Strategy, Structure and Rivalry: the context in which firms are created, organized,
and managed, as well as the nature and intensity of domestic competition.

In addition to these four determinants, the model includes two external factors chance
and government which influence all four components. These exogenous elements may exert both

positive and negative impacts on a nation's overall competitiveness.
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The Diamond Model of National Competitiveness by Michael E. Porter

Related and
Supporting Industries

Figure 1

Figure 1 (Porter’s Diamond Model) provides a conceptual framework that underpins the
variables examined in the present study. Specifically, the "Factor Conditions" element directly corresponds
to the production factors analyzed in this research: labor (LAB), capital (CAP), average wage (WAGE),
and technology (TECH). These variables reflect the availability, quality, and efficiency of input resources
that determine a nation's competitive advantage. In the context of Thailand’s service industry, labor (LAB)
and average wage (WAGE) represent both the quantity and cost-efficiency of human capital, while
capital (CAP) captures financial investment in infrastructure and operations. Technology (TECH), derived
from Total Factor Productivity, reflects the role of innovation and digital transformation. Together,
these factor inputs influence the dependent variable—competitiveness (COMP) as conceptualized
in the Diamond Model. Thus, the present study operationalizes the abstract components of the
Diamond Model into measurable variables, facilitating an empirical assessment of how foundational
production factors affect the competitiveness of the service sector in Thailand.

2. New Growth Theory

This is an economic concept that explains how long-term economic growth can arise from

internal factors within the economic system (endogenous factors), particularly through investments
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in human capital, knowledge, and innovation. The theory posits that knowledge is non-rival in nature
and can be transmitted or disseminated without incurring full marginal costs (knowledge spillover),
thereby generating increasing returns to scale. Research and development (R&D), education, and
learning-by-doing serve as critical mechanisms driving productivity and competitiveness. Moreover,
the theory underscores the pivotal role of government in promoting growth through policies that
support education, technology, and infrastructure development (Romer, 1990).

The aggregate productivity of an economy can be expressed as Equation (1):
Y=Ale) K*- L (1

Where: Y is Aggregate output (Gross Domestic Product, GDP)
A(r) is Technological progress at time ¢, which is driven by investment in
research and development (R&D)
K is Capital input
L is Labor input
a A parameter between 0 and 1, representing the output elasticity of capital

Literature Review

The study analyzes the competitiveness of the Italian wine industry using Porter’s Diamond
Model and Industrial District Theory. Despite a fragmented structure with numerous small producers,
the industry leverages internal strengths such as cooperative networks, knowledge sharing, local
resource use, and strong brand identity. External supports—including public policies, regional initiatives,
and export diversification—reinforce its sustainable competitiveness. However, emerging challenges
like climate change, shifting consumer demands, and environmental regulations necessitate strategic
adaptation for continued success (Pomarici et al., 2021).

The study examines the decline in Indonesia’s palm oil exports to India through the lens of
Porter’s Diamond Model and the Developmental State theory. Key contributing factors include an
uncompetitive CPO tax structure, rising competition from Malaysia, and over-reliance on a single export
market. In response, the Indonesian government has adopted proactive strategies, such as the
establishment of the CPO Fund, trade promotion via ITPC Chennai, and development of POIC industrial
clusters. While these measures have stabilized exports in the short term, the study concludes that
long-term sustainability requires tax reform, market diversification, and enhanced regional cooperation
(Yahya and Gunawan, 2019).

The study compares the digital trade competitiveness of China and Malaysia using Porter’s
Diamond Model. China holds a stronger position due to advanced digital infrastructure, innovation capacity,
and a large tech-savvy population. Malaysia has made regulatory and adoption strides but faces
limitations in scale and innovation. To strengthen its competitiveness, Malaysia must invest in digital
skills and innovation ecosystems. These findings offer strategic direction for enhancing digital trade and
sustainable growth (Hu, 2024).

The service sector plays a vital role in regional economic growth through technological

adaptation and productivity improvement. found that the service sector in Chachoengsao Province
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part of Thailand’s EEC showed a positive technological change of 0.0507 %, reflecting its contribution
to sustainable economic expansion (Kasrisom, 2024b).

The study introduces a simplified growth model that challenges key assumptions of the
Solow model by allowing savings to be partially invested in labor, not just capital. It demonstrates
that output growth is independent of population growth and instead driven by the allocation of
savings. The model explains how differences in parameter values such as savings allocation,
productivity, and population growth can lead to either convergence or divergence in per capita
income (Ahmed and Nawaz, 2024).

The study explores key trends in the New Growth Theory, particularly its relevance to financial
risk management and broader economic impacts. The theory emphasizes the role of knowledge
creation, human capital, education, R&D, and entrepreneurship as endogenous drivers of long-term
growth. It highlights the importance of policy support in sustaining growth through innovation and
technological investment. The theory also cautions against excessive intellectual property protection
while acknowledging potential justification for trade restrictions amid global knowledge disparities.
Overall, it links economic development closely with strategic investment in human capital and
innovative ecosystems (Mubanani and Fadhil, 2023).

The digital industry plays a pivotal role in strengthening economic linkages and stimulating
inter-sectoral growth. found that Thailand’s digital industry exhibits both strong forward and backward
linkages, with a multiplier effect of 1.91, indicating that a 1 % increase in digital industry activity raises
total economic output by 1.91 %. This highlights the sector’s crucial function as a driver of structural
transformation and industrial integration within Thailand’s economy (Kasrisom, 2024a).

One study examined the competitiveness of Thailand’s cosmetic industry using Porter’s
Diamond Model. It found that sovernment policies, strong domestic demand, and the presence of
related supporting industries played key roles in enhancing competitiveness. However, basic factor
conditions and internal firm strategy remained underdeveloped, suggesting a need for structural
improvements to support sustainable growth (Jinachai et al., 2016).

Regional analysis of Southeast Asian countries using the Diamond Model demonstrated
that nations with advanced human capital, strong domestic demand, and high technology adoption
showed higher national competitiveness. The study confirmed the relevance of Porter’s framework
for cross-country benchmarking in developing economies (Kao et al., 2008).

An empirical study revisited Porter’s original framework and proposed an extension called
the “competitiveness web,” emphasizing the role of networks, global supply chains, and cross-border
institutional interactions. It argued that modern competitiveness requires a more dynamic and
adaptive framework beyond traditional national boundaries (Vlados, 2019).

Comparative research between Singapore and Thailand evaluated the role of government
in fostering competitiveness through targeted policies. The study concluded that proactive fiscal
incentives, R&D funding, and human capital development were key to Singapore’s superior
positioning. It emphasized the critical influence of state intervention in shaping industrial success
(Wonglimpiyarat, 2018).

Research into Thailand’s apparel industry used Porter’s model to assess export dynamics.
It revealed that the country benefitted from sophisticated demand and established supplier linkages
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but faced challenges in technology upgrading and global branding. The study recommended greater
investment in innovation and workforce reskilling (Watchravesringkan et al., 2010).

Another study focused on traditional weaving clusters in Indonesia and found that local
know-how, supplier networks, and community cooperation reinforced competitiveness at the
grassroots level. However, challenges remained in accessing modern technologies and achieving
global scale, limiting international market expansion (Indaryani et al., 2020).

Collectively, the reviewed literature illustrates that competitiveness whether at the firm,
sectoral, or national level is driven by an interplay of internal capabilities and external institutional
support. A recurring theme across various contexts is that sustainable competitive advantage
emerges not merely from resource availability but from how effectively these resources are mobilized,
coordinated, and upgraded. For example, Italy’s wine industry and Thailand’s cosmetics and apparel
sectors exemplify how localized expertise, collaborative networks, and policy alignment contribute
to regional strength and export performance (Pomarici et al.,, 2021; Jinachai et al., 2016;
Watchravesringkan et al., 2010). Studies in Indonesia’s palm oil and Malaysia’s digital trade sectors
further emphasize that market diversification, digital readiness, and responsive governance are
essential to mitigating sectoral vulnerabilities and enhancing long-term positioning (Yahya and
Gunawan, 2019; Hu, 2024).

These insights align with both Porter’s Diamond Model and New Growth Theory. The former
highlights the importance of advanced factor conditions, sophisticated demand, related industries,
and firm strategy all of which are observed in empirical studies. The latter emphasizes endogenous
drivers such as innovation, human capital, and learning-by-doing, validated by evidence showing that
R&D and education amplify productivity and competitiveness. In the Thai context, particularly within
the service and digital industries, progress has been observed in areas such as technological adoption,
human capital development, and infrastructural improvement, especially in strategic regions like
the Eastern Economic Corridor (Kasrisom, 2024b). Altogether, these findings suggest that fostering
competitiveness requires not only investment in key production factors but also institutional

coordination, innovation systems, and long-term capacity building.
Research Methodology

This study utilizes secondary data in the form of time-series data, comprising 32 annual observations
spanning a period of 32 years, from 1993 to 2024. The focus is on analyzing the influence of production
factors on the competitiveness of Thailand’s service industry. The labor variable (LAB) was obtained
from the Ministry of Labour (2024), reflecting both the quantity and quality of labor employed in the
service sector. The capital (CAP) and competitiveness (COMP) variables were collected from the
National Economic and Social Development Council (2024), a credible source of national-level
economic data.

The technology variable (TECH) was calculated by the researcher based on Total Factor
Productivity (TFP) using the Solow residual method, a standard technique for estimating technological
progress. This method isolates the contribution of technology by removing the effects of labor and

capital from total output, thereby providing a more accurate measure of technology’s impact on

6



competitiveness. In addition, the wage variable (WAGE), representing labor cost in the service sector,
was obtained from the annual labor wage statistics published by Bank of Thailand (2024), which
consistently compiles national wage data.

This study employs a quantitative research approach, consisting of two main components.
(1) an examination of the relationship between production factors and the competitiveness of Thailand’s
service industry using the Pearson correlation coefficient and (2) an analysis of the impact of production
factors on competitiveness through multiple linear regression analysis. The regression analysis
evaluates the slope coefficients ( ) and statistical significance levels to assess the influence of each
independent variable on the dependent variable.

This study adopts a quantitative research approach, employing a correlational research
design and multiple regression analysis within the framework of Porter’s Diamond Model. The analysis
focuses on the factor conditions namely labor, capital, technology, and wages to examine their

relationships and effects on the competitiveness of Thailand’s service industry to Equation (2).
COMP = 3, + B,LAB + B,CAP+ B, TECH + 8, WAGE + & 2)

Where:

COMP is competitiveness level of Thailand’s service industry (dependent variable)
(billion Thai baht).

LAB is labor, The total number of employed persons in the service sector. Number
of workers (persons).

CAP is capital, referring to the level of investment or financial resources used in
production (billion Thai baht).

TECH s technology, an index of technological progress calculated using the Solow
residual method based on Total Factor Productivity (TFP), expressed as a
dimensionless growth rate (percentage change per annum), as derived from
Equation (1) A.

WAGE is average wage, representing labor cost or compensation in the service sector
(Thai baht/month).

By is constant term (intercept).

B, =B, s regression coefficients representing the effect of each independent variable
on competitiveness.

£ is error term, capturing the unexplained variation in the model.

The Regression Coefficient (8): >0 The variable has a positive effect, meaning it increases
competitiveness. B <0: The variable has a negative effect, meaning it reduces competitiveness.
Significance Level (p): p <0.05 : The effect s statistically significant. Coefficient of Determination (Rz):
Indicates the percentage of variance in COMP (competitiveness) that is explained by the independent

variables in the model.
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Figure 2 Conceptual Framework

Figure 2 presents the conceptual framework of this study which was developed based on
Michael E. Porter’s diamond model of national competitiveness and supported by relevant empirical
literature. The framework posits that labor, capital, technology, and average wage are key determinants
of competitiveness. It assumes that variation in these independent variables exert significant influences
on the level of competitiveness, the dependent variable. Consequently, the framework provides a
theoretical foundation for examining and empirically testing the proposed relationships among the

study variables.

Results

The multiple regression analysis was employed to examine the relationships and effects of production
factors on the competitiveness of Thailand’s service industry. The independent variables included
capital (CAP), labor (LAB), average wage (WAGE), and technology (TECH), while the dependent variable
was competitiveness. Prior to conducting regression analysis, the stationarity of all time-series variables
was tested using the Augmented Dickey-Fuller (ADF) test. The results are presented in Table 1.

Table 1  ADF Unit Root Test Results for Time-Series Variables

Variable ADF Statistic p-value Conclusion (5 % level)
COMP -4.85 0.0019 Stationary
CAP -3.76 0.012 Stationary
TECH -5.01 0.0007 Stationary
ALAB (diff) -5.23 0.0003 Stationary (after diff)
AWAGE (diff) -4.67 0.0011 Stationary (after diff)

Source:  From calculation
Note: Variables LAB and WAGE were transformed using first-order differencing (ALAB and AWAGE) to

ensure stationarity.



The results confirm that all variables are stationary at the 5 % significance level. Non-stationary
variables LAB and WAGE were differenced before regression to ensure the validity of the statistical model.

The proposed regression model exhibits exceptional explanatory capability, with an R-squared
value of 0.99766 and an Adjusted R-squared of 0.99698, underscoring its suitability and robustness
in modeling the structural dynamics between production factors and service sector competitiveness.
The F-statistic of 1465.698 achieves statistical significance at the 1 % level (p < 0.01), reaffirming
the overall validity of the model. Furthermore, the Durbin-Watson statistic (DW = 1.912), being close
to the benchmark value of 2, indicates the absence of first-order autocorrelation in the residuals in Table 1.

1. To examine the relationship between production factors and the competitiveness
of Thailand's service industry. Based on the results of the multiple regression analysis examining
the relationship between various production factors and the competitiveness of Thailand’s service
industry, the following findings were obtained:

1.1 Capital (CAP): Capital was found to have a statistically significant positive relationship
with competitiveness. The regression coefficient was 0.2420, with a t-statistic of 3.671, which is significant
at the p < 0.01 level. This suggests that increased investment in capital such as machinery, infrastructure,
or relevant technologies has a significant impact on enhancing the competitiveness of the service
sector in Thailand.

1.2 Labor (LAB): Labor demonstrated a negative relationship with competitiveness, with a
regression coefficient of -0.339 and a t-statistic of -2.453, significant at the p < 0.05 level. This indicates
that increasing the labor force in the service sector contribute negatively to competitiveness. Such a
result may reflect issues related to low labor efficiency or a lack of adequate skills among workers,
potentially diminishing overall system productivity.

1.3 Average Wage (WAGE): Although the regression coefficient for average wage was
approximately 0.000, the t-statistic was remarkably high at 29.910, indicating a statistically significant
relationship at the p < 0.01 level. This implies that average wage is significantly associated with
competitiveness. The result may reflect that service industries offering higher wages tend to be more
productive or employ higher-quality labor, thereby enhancing their competitiveness, even if the
magnitude of the effect appears small.

1.4 Technology (TECH): The regression coefficient for technology was -0.017, with a t-statistic
of -0.221, showing no statistical significance. This suggests that, under the current model specification,
technology as defined in this analysis does not have a significant relationship with service sector
competitiveness. A possible explanation could be that the adoption of technology in the Thai service
industry remains limited or lacks measurable effectiveness at this stage.

2. To analyze the impact of production factors on the competitiveness of Thailand's
service industry.

The results summarized in the preceding table underscore that both capital investment
and average wage levels are significant positive determinants of competitiveness in Thailand’s service
sector. Notably, capital encompassing machinery, equipment, and infrastructure plays a pivotal
role in enhancing firms' competitive capabilities.

Conversely, the negative association between labor and competitiveness may signal
underlying issues related to workforce productivity or skill mismatches, suggesting that human capital
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in the service sector may not be optimally aligned with the demands of a competitive environment.
Although technology (TECH) is theoretically positioned as a driver of competitiveness, the regression
analysis did not reveal any statistically significant effect. This may stem from constraints in measurement
or from the limited diffusion and application of effective technology in the service sector at this
stage of development. In conclusion, the empirical findings align with Research Objective 2, affirming
that selected production factors specifically capital and average wage positively and significantly
affect competitiveness, whereas labor has a detrimental impact, and technology does not yet

manifest a statistically measurable role.

Table 2 Provides the regression estimates and corresponding statistical metrics that elucidate the
dynamics between production factors and competitive performance within Thailand’s

service sector.

Regression coefficient

Constant/Independent variable -
Service sector

Constant 13.422
(11.319)%**
Capital (CAP) 0.2420
(3.671)%**
labor (LAB) -0.339
(-2.453)%*
Average Wage (WAGE) 0.000
(29.910)***
Technology (TECH) -0.017
(-0.221)
R® 0.99766
Adjust R* 0.99698
F 1465.698***
D.W. 1.912
N 32

Source:  From calculation
Note: Numbers in parentheses are t-statistics values.

xxx xx % s statistical significance at the 99, 95, and 90 percent levels, respectively

Conclusion and Discussion

The results of the multiple regression analysis indicate that capital and average wage have a positive
and statistically significant relationship with the competitiveness of Thailand’s service industry.
These findings are consistent with the principles of New Growth Theory (Romer, 1990), which
emphasizes the role of investment in human capital and internal economic resources as key drivers of
long-term growth. The results also align with Porter’s Diamond Model, which highlights the importance
of factor conditions, such as capital and labor resources, in enhancing national competitiveness
(Santipholwut, 2015).
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In contrast, labor was found to have a negative impact on competitiveness, which may reflect
issues related to labor productivity or skill mismatches with market demand. This observation is supported
by Kasrisom (2024b), who asserts that adaptability in terms of technology and workforce skills is central to
driving the service economy.

Although technology is theoretically acknowledged as a crucial factor, the empirical findings
did not reveal a statistically significant relationship. This may be due to current limitations in the
application or integration of technology within Thailand’s service sector. Nevertheless, the development
of policy strategies that prioritize investment in human capital, technology, and infrastructure
remains essential for achieving sustainable competitiveness in the future.

Summary of Policy Recommendations: The analysis reveals that capital investment and average
wage significantly enhance the competitiveness of Thailand’s service sector. The government should
therefore promote capital formation through measures such as tax incentives, low-interest financing,
and infrastructure development (e.g., logistics systems and digital platforms). In addition, it should
oversee improvements in the labor compensation structure to ensure that remuneration levels are
appropriate. These efforts are essential for enhancing sustainable competitiveness over the long term.

Conversely, labor shows a negative effect, likely due to skill mismatches. Policies should focus
on reskilling, digital skill training, and vocational education to improve labor quality. Average wage has
a significant positive impact, implying that high-quality labor boosts competitiveness. A productivity-based
wage system is recommended to incentivize skill development. Although technology did not
yield significant results in this study, it remains theoretically vital. Policymakers should continue to support
technological adoption in the service sector such as automation, Al, and data systems to drive long-term
innovation and efficiency.
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Abstract

The objectives of this study were to investigate the influence of social media advertising value on the
purchasing to supplementary food product through online channel of young elderly and to examine
the impact of technology acceptance on the purchasing to supplementary food product through
online channel of young elderly. Online questionnaires were used to collect data from 395 participants,
employing non-probability sampling through convenience sampling method. The data analysis
included descriptive statistics such as percentage, frequency, average, and standard deviation.
Hypothesis testing was conducted using multiple regression analysis with the Enter method.
The results revealed that advertising on social media, particularly in terms of entertainment,
informativeness, and credibility, positively influences the intention to purchase online of young elderly.
Additionally, technology acceptance, particularly perceived usefulness, has a positive effect on the
intention to purchase online of young elderly. Therefore, the findings of this study can serve as
guidelines for promoting the development of marketing communications tailored to the needs

and behaviors of young elderly using technology.

Keywords: Advertising Social Media Value; Technology Acceptance; Intention Perchance; Young Elderly
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seRuATWARWiY 5 Sefu (Rating Scale) @1 1 mnefadiusnetosiign f 5 vefafiuseunian
Tngldfinsemasouamuamuuvaeunulasmmageumissmsadaion (Content Validity) ronism
ARtALEDAAaDY (Index of Item Objective Congruence: 10C) IG]EJﬂ’I{LﬁEEL%EJ’J‘U’lﬁgﬁT’Iu’Ju 3 VU
finsandesmuieumnzan donadostu VeildmiunamaaoununmreuUaaUnY TaeaTIadey
A esiurosuuuasuny (Try Out) $1uan 30 4a wuinderiildegszning 0.75 - 0.95 Farnnin
nausiRansan 0.70 (Faen Mdvdtiywn, 2553) fatudsasuliin wwuasunuiimuiissnsaannsoiluld
Tumsifunusadeyaiiotsniesginaada
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3. MsnusIUTIMdaya
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udeyaanenguiasogluwansunmumues uasUiuama dmualiddaudansesdnouluvasuniy
feazsoaudgioneiifongdaud 60 BulY Senmannsalunisfioninuies quanues @neld fdwfy
Infndaulunismsedn) uazenduaglunsunmmuniuns uazUsuumna
4. M3AATItaYA
Tngadaltlunsieneideya Uszneusme affdanssaun Usznoudes mnnwd Ardesas
Aady mmmﬁmwummgm waEMTiATIERAIanneelenyAn (Multiple Regression Analysis)
Fe ¥ Enter \ionaaoudviinasewiiulsdasy uazduusinu Gamsfinniasi MudsdaszUsznoude
audosmslavanuulndoaiifls uasnsseuiumalulad dumuusem Ao anudiladedudesulat
voageegy Ul

NANI5I8Y

dmsunamsfinudninavesauanislavanuuledeaitle  uasmiseusumaluladiifsonmddlade
aueoulativesigrongiulil Tungumumuas uesUiuama {idewuh frouuuudeunuiamediuy
395 au dwlngidumandgedmau 297 au Aaduiesar 7520 eldledesieifousysening
20,001 - 30,000 UM 31U 320 AU AnluSeway 81.00 AnsAnwiluseAuUSnIn3 S1uau 208 AU
Aafufesay 52.70 uarliluduaiifielunisdoans Ao wadn latl uazduaniunsy audidy
duAiadsuardudonuuinnsg aunsoesuigldmidde auemomislavanuuledeaiife
Seadrduanuniunidesnudn duanuduiie (X = 3.49, SD. = 0.87) A1uN133UiToyav1Ia1s
(X =3.44,5D. = 0.73) uavsnuanutndede (X = 4.29,SD. = 0.69) muansiu aaunssensumeluladisedsu
Pnunlumdeenudn arunsfuiuselend (X = 4.33, S.D. = 0.56) uazsunmssuianudelunisldnu

(X =437, 5D. = 0.69) wazarwaslagenoulat (X = 4.24, SD. = 0.59) fann5199i 1

M990 1 N15BATIevAduUsEavTanduiusTeningeInlsenouveInuAINIs i v uFe ledealiiie
nsgeusumalulad uazauashavevesusinandudaengsulvy

Aduus 1 2 3 4 5 6
Aade (X) 3.49 3.44 4.29 4.33 4.37 4.24
dmudeauuannsgiu (S.D) 087 073 069 056 0.69 0.9
1. AUTULAS 1 0.74** 0.50** 0.16™* 0.16**  0.38**
2. ms¥uiteyatnans 1 0.69%  0.11%  0.19% 044
3. munjdetie 1 0.60%  0.28%  0.40%
4. Mysuuselevd 1 0.15%  0.22*
5. m3fuianudeglunislda 1 0.14
6. Arwiilate 1

'
LYY

* sgAullsdIA? P < 0.05, ** P < 0.00

vy
(% VY

Maidelafmualiinisiveideya WenadeuauuRgIumen1TInTIeinNanneelanya
Y aa v o A 19 ¥ oa @ a = [ TR a
a1835 Enter laglalinsnsiraeudeyaiielilminlymiiuusdasziinnuduiusiues viedym
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Multicollinearity 91nan1971 1 nurhndidsedvisandniusssnisesdusenauvesaumnslavanuulsdealife
Usznoudae amutuile nisiuddeyadnms wasamnindetie Fulusulsdasslunisfnwaded fia
agsENIN 0.50 - 0.74 dyunsgeusumalulad Usenaume mumsiuitelselovd wazsunisiuianudie
Tunsbian Gafushudsdasslumsfinunadiil Smegsewing 0.15 FieliiAu 0.80 uddioRmsantufum VIF
WuTIA VIF agszwing 2.19 ZalsiAu 10 finnsansiufum Tolerance nuidn Tolerance agfszsring 0.31 - 0.51
FaflAnegsening 0 - 1 fatuTeagulidn annsmsnaeuanuiudassvowusardu fadussdusznay
yosnaummslavanuuledeaiif uaznseesiumalulad rudniusiussnihsusdassilineliAntym
Multicollinearity (Hair et al., 2019) ﬁqmmsaﬁwlﬂmaauawﬁgmﬁqsJmﬁtmwﬁmmamaawmm

M990 2 wan1TIRTIERavEnavesnuAInslavunuudelulsalifis Ndwmadenuatlidedudieeulatl

vogIey Ul
Aunslade
ﬂ.mﬂ'ﬂmﬂmwm’muﬁ'a Unstandardized Standardized i
W Beadine Coefficients Coefficients s
b Std. Error B
Al 2.83 0.14 2041 0.00%
1. AUUULTS 0.10 0.04 0.13 1.97 0.04*
2. M3Tuiteyarnans 0.17 0.06 0.21 267 0.00%
3. ﬂ’]’]ﬂJﬂ’]L%E)a’e] 0.16 0.05 0.18 2.98 0.00**

R = 0.32 Adjusted R* = 0.34 SEE. = 0.57 F = 10.17

'
v o o

* seautledAgy P < 0.05, ** P < 0.00

NATT 2 HANTAATIEINANBEIBINYAN (Multiple Regression Analysis) 335 Enter lngfauei
mslavanuudeludoafifodmaronuilateduiooulavesigeengiulml Ussnoude Funnutudis
Fumssutieyatnans uasduauindedewuin awnsaesuielddesay 34 (Adjusted R’ = 0.34) fo
AuANHTLTS (B = 0.13, P < 0.05) muns3uiteyav1iens (B = 0.21, P < 0.00) wasuAmLndede (B=0.18,
P < 0.00)

M13199 3 WM TIATIEVBvEHaveIn1sEeNSumalulaBdmadennuntlavedumesulativeaengulul

AMuRIlaTe
Asvausumalulad Unstandardized Standardized Sig.
Coefficients Coefficients
b Std. Error B
Al 3.20 0.27 1179 0.00%*
ns¥uuselend 0.23 0.05 0.22 4.43  0.00*
nsfuimnudglumsldons 001 0.04 0.01 0.18 0.80
R = 0.23 Adjusted R°= 0.14 SEE. = 0.57 F = 10.17
* syutlddaufi P < 0.05, * P < 0.00
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somsliinalulaflugiuuudne 9 lasemenstiidudesndunsdeduduasiinistiues viliguslan
naufasorginiiruailudauandenisliinelulafdmaronnudsladoduiesulatvosgeoigsull
Tuwansamavnuas wastiunma SeiisagUldheoniuaufisd 21 egwlsinumuh mssuipnude
Tunsliulidmaromiudilatoduiooulatdvesiasengiulvl Tnefuslnanduiasogulmifnnunion
foziFouidd q waziivnuzlunislémaluladunnnindgeengluedin mszineruisyiauinney
Jltmallatuaslmdoaiifoidulszdogudn  Gamssudanuie  ligeennlumslinuidailsussisuddy
Tunsdsmasieruiilatoaufesulatveszienyiulmi aeandesiunsfinuvessabiuns gues (2561)
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Abstract

This research aims to study the participation in group management and product innovation that
affect the success of community enterprise groups in Lampang Province. This is a quantitative research.
The sample group is 315 community enterprise groups in Lampang Province. The research method
used was probability sampling. The research tools were questionnaires. The statistics used for data
analysis were frequency, percentage, mean, standard deviation, and multiple regression analysis.
The study results found that 1) group management participation was at a high level, with the greatest
importance given to participation in planning to determine development guidelines. Product innovation
is at a high level, with the greatest importance given to customer satisfaction surveys. In terms of
operational success, it is at a high level, with an emphasis on collaboration and unity. 2) Product
innovation has a statistically significant influence on operational success at the 0.05 level. While group
management participation does not directly influence the success of community enterprise groups,
the success of community enterprises in Lampang Province depends more on product innovation

than on group management participation.

Keywords: Participation Group; Management Product Innovation; Operational Success; Community Enterprises
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* Correlation is Significant at the 0.05
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Abstract

This research aims to examine the relationship between perceived value, tourist satisfaction,
and intention to travel of tourists visiting Nakhon Phanom. It focuses on analyzing the effects of
perceived value on tourist satisfaction, as well as intention to travel in terms of revisit intention and
recommendation of tourist attractions to others. The sample group consists of 400 Thai tourists aged
18 years and above who travel to and stay overnight in Nakhon Phanom. The research instrument
is a questionnaire developed based on the perceived value framework. This study employs PLS-SEM
statistical analysis to examine causal relationships. The results reveal that perceived value in all
dimensions has positive effects on tourist satisfaction. Furthermore, economic value and cultural
value have positive effects on intention to travel. In addition, tourist satisfaction has a positive
effect on intention to travel. These findings indicate that enhancing the perceived value that tourists
can recognize is an important factor for the sustainability of the provincial tourism industry and
serves as in-depth information for formulating policies and strategies to develop tourist attractions

that effectively and sustainably meet tourists’ needs.
Keywords: Perceived Value; Tourist Satisfaction; Intention to Travel; Nakhon Phanom
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TurddemsusemAsegnainsmany (Kiage, 2018; Wang et al,, 2018; Kim et al.,, 2024; Qian and Li, 2024)
wigsfimsuszgndlforreditalununvesnisvondiondiui  Tnsawglussdudomiavossumedlne
nuATeiRdldhunAansuinuswuuaeifulfifunsouunfelunsfinu  eTieswviesdusznay
fidemarannufianelanaznginssuvesinvieafisregradussuy wonN® UATET WAL T
ms¥uinamdamudiusludanndernufiselevestivienien  uasidutiadhlugnafnssuiifeszacd
Wy nsndualuinstuesmsvendenuutnden SwdsmaremndiBureuvasieniiedluszeren
(Rt Yar3, 2566)

ogndlsfin wWiiminuesnusaelidnenmiuminensnsveniioniludeiausssy UsyRmans
wardtTinflanen  uidundnyfudesiinddufe é’miﬁmiﬂﬁumLﬁafssgwaaﬁﬂvimLﬁaaé’ﬂagﬂmzﬁuﬁw
Seleutuimimieafivrdululsamelng  Snviedainduoudynmsuteiudumsonisaniminlndifies
ffimsitauundwvioniisauaznismmadegninnty - Satemadazioufsrnudndulunsianudila
LL’N«@J&%LLaxﬂﬁ%’Uﬁ@mﬁhﬁuaﬂﬁﬂVimLﬁa’ﬂﬁﬁﬂﬁwmﬁu Tngiamnzluriunvesiminmeuauifannnuide
BauszinddeedursunuimyesnsiuipaanuunanelianiseanufisnelouazngAnssunisvieaiien
Tudeiiul sidedfaiingussasdiionaaoumudiiudssviunmsiuiaualunaiefii dssenoude
AMAINNNOTITUA] ANAMNEIAN AUAMNILATYIMENT LagANAMITIAUSTT AuAnuiianelauay
anusslalunsveadivesinviendisrfiundoudmiauasmuy  Tasywmisdiagvianudilavnuinues
wiazdiflunsdssasionufianelalunmsvieadivwasnmadndulanduindeutuasmatusiuvdwiondie
iy leldudeyaidedndmiunsiannnagndduaiunsviesietogisdiussansnmuas ey

WQUszAIAYaINITANED

1. ilovnaeudvinaveansiuinualunanslii Uszneude auAmisensunl AuAmedany
AuATNAATYEMAns LazAnAMITaLssTY Idsernufianelavesinvioadien

2. \lennaeudvEnavesnssuinuatlunanelid Uszneusny AmuAwsenNal  AuAmedany
AuAYIATYEMARS LazAnAT LTIy ddenusilaluntsviendieavesinvieaiien

3. \levadeudvinavesnufmeltlurestinviesiinififiveruidalumsviesfivivestinvioniion

wurAadunnsvisuilaTmTauasHuL

Frfauasnunfuvilduimisvesnians fusenidvamilefififnanmsnumsvieuiisndsimusssy
wazssaued  Tnefindviemisuilashilususnnuniugfuammainuaienalss fimansuas Tausss
Adoleatulng a1 wagdoauny mswamieniisludmisldfunmsduaiuedsioidoninaais
dunsasauFIENAdY Wy NonASARRLIATIY TANSEsIRNL AT IUNA greuLsnAnden
sufsnsUiuussituiladifumdwioniiondeiunnisaugiunsinfanssussndviosiuiinge
dnviondlerienlnewaransned  (Fminuaswu, 2561) SULUUNM 3 BaLl B8 IUATNLNALNTD
Fuunldidy 3 nquvdn loun nsvieaflsnBemauiuazamsssy Wy wizsiasauasTndnyysuun
nsviewivndeseiamans wu Thugdle wazeyasalaniuleddui wazmsviesiiondesssuni Wy
gneuwiindinuasidunsiudnsswdeuiales Tasausiveanisvieadisludmiadlildsade
WiesuAan il i Ritiesuilias Shdnuaiviesdu LLazﬁ'mLéﬂﬁazﬁaugﬁﬂmmwnﬁm
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Nndeyaatiimsvieuiadmiauammsud wa. 2567 wuihiiunli@anlushuihuugidoudeu
LLa“mstﬁmﬂmiviauﬁm whdudninuazdnsinsdvinezanaaanies Taedwuugideudou
m‘mmaw 2,221,803 ey WuTLINY e 2566 fillsuau 2,157,410 au Andusnsininudsuulas
Fudu 298 % Geweuiinadulavesmsvieaiiorlasregwedion Tnsewendutinvendivin i
Afiutuognafitoddan 139,701 au Tl we. 2566 1Ju 180,379 au lull we. 2567 wieriuduil
29.12 % wvarfidnviondisrvnlveddiuou 2,041,424 au Windudndesandneudl 2,017,709 Au
vaoRTusnTmMsUEsuLasiity 1.18 % ognslsfin IMUGNINaAARN 810,967 A Wide 787,147 AU
vidpanas 2.94 % wazdnamstiiniedeanasnn 77.08 % LWy 73.05 % agvieufauualdunisidisin
flonanszawoenuenszuulsausurienisinavesdu udluduessgia Meldnndideudounduiuiuan
3,814.31 drwuw 1By 4,093.39 druvn vFedadunaidvlnds 7.32 % Usddenislddiedeiives
dnvieafisrfifistu viemsuimsdanisuvasieaiisafiiiuszansamunndulud e, 2567 (nsenaag
nsvieaiieanayiu, 2568)

wuIAnizeINsFuZAMAT (Perceived Value)

N1535UFAaIA (Perceived Value) \Juwmndidglunginssuduilan lneanslugnainnssy
mMvieafisrdaieiduionssuiiiduuguazdoddna  dhvisaiirdedinnuleaumilsiuanuszaumsal
vieuflgregnaiiifudndny (Qiu et al, 2024) Tnsgaenfisuiannsaduunlsvansdid wu AuAvnesual
(Emotional Value) deazvioufisnrmidndilssuanmsuilnananiusiviouins wazidvdnastraunnsie
ausilalunsnduniliuimsdn (Asshidin et al, 2016) audmsanLGEonsulantvel (Epistemic Value)
adiusiumueeneeniusarmsueaUsyaunsallvel (Kim et al, 2024) swidenauAmanslda
(Functional Value) Mfuusgloviiifususssn wu guam fnsnn wiemnuAuAIMIaATYEA9
(Wang et al, 2018) TnsmsAnwiluefn wuinsiuiaufinadmalnonsatonufionelauazmiusils
Tunsnduunlfuinisdnads saedl Oriade and Schofield (2019) LaupiinIssuimAvaIedf L
Auensunl 1ATEgiY uardiay mamamquwaiﬁlLLaqummﬁmmuﬂwmmm R D
nagnsMsUIMsvisaiistegeysanmsifleaiisszaunsallvuatnvieadivaetnadsdu mmwuiﬂmwum
aaAUTZNaUYRINITTUTAMAN Imam&aamﬂﬂsammmLsaamiiugﬂmmmm Qian and Li (2024) 1o3an
nseunuAniisenadosfuuiunvasnisvieniisrfminuasnundedinsduaiunseaiendeinusssu
Usgnoumy  MsfuiamAmeesunl nsTuiRuAedial MsSunummaATegenans  uagnsiul
ARMATMIIMUETTY

mssusaaimImeersual (Emotional Value) wnefs auilinvisaiisnsudainanuidnduuin
fifetusenintesrauntsainisvendien Wu euge Armindamdu Anudourmy waraufiawels
silushuseuivieadieniinsiuaumeudui  ussomaiteliinauiinauisle sufinsussdumme
vossvaunmsaiindudsiiaiunnugunagenunsssiduan Tneamuamisersualifisvinasonuddla
Tumsndusliinmsdnadt uasnginssumsviesdieslusunan (Scaglione and Mendola, 2017; Qiu et al,, 2024)

mssuipaurmediny (Social Value) wnefs aumitinvieadinduiannnslésunseoniumadaey
vidonsaiunmdnualfifdesuemiiunmsidenuasiidauulufanssunsvieniien  Taslawglutiunves
MsvieafievuLn FeteiiuanuiEnsamisdien Wy nstivhdeaunnsmiugiu nsaumnsdseivla
TuBain Wy mahewdernissensldladundes rassaumsiuihmsidenidisvuunduddlasu
nsgausuludsan (Scaglione and Mendola, 2017; Oriade and Schofield, 2019)

MssuFnaIAmINATYgAIENS (Fconomic Value) anefis aueiitivioniirsuslusudsslon
memsRunieruduaildiuanmsuilarduduariing Wsuifsudunavidomadendu q ey
wntnviouflerdnitnunmvesuinsviendndusiiaumanzay viegindisaiians Aegiuudliy
dnaulatevieliuinmunniu lnetedefidmaronmamaasygmansluuiunnisionden 1o anudue
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YowinAns Aunmeesiulesvesihsosulad anuazmnlunsussndatuuazim AN TMUBIUIIVITS
LATAAAMYBITNN (Sato et al,, 2017)

Ms$usaamIMetanisssy (Cultural Value) manefis aufitnvieafieasuiannnsldtidns
wavdufiaiuinussaissduszrinmsieniion ldhandunmadsusuanuinsssiiaand nsduda
FaTAnvuun anrdeenssufiudy vienadhdauRanssuusandviesiy Wy vumananionute
Jeusvaunaaimanivildnaiumdaumnennday  warduaiuenudlalusdnuainisaussy
esifuiity 9 (Qian and Li, 2024)

wurAnduauiswalavasinvieaiien (Tourist Satisfaction)

aufisnelavesinvieadien munefls sefummiEndauinidnvieaiinfiveuszaunisalvioadie
Fafnannsieuiiiouseninteanuaiavianounisvieniisafunssuiusraunisalaidluseninanas
wdansliuinig mavszaunsalitldfugeanimiewinduauaands dnvieadietaziinanuiianela
Tumenduiy snasnaumaniasisealifmelslughunsvoadien arufmeladeduidind iy
N VoA MUBAUAMLAZUINTST WU ANNALANEUIETINTAUNN AYIIABNAYBIAILTVIDTEN
AMNNANEILIBAIARIN ATMUaERY uasn1TUINSTRIyARINTYiondien wenani Anufenela
Hrdmarenginssluewan Wy nanduiniBeud wasmsuense Sikarensai e uinideuvdsiondin
(Finen Taudl wazynen dandy, 2562; Yang Wasun1I3I0 LunsUsERYs, 2567; Seow et al., 2024)

wwaRnduAuRslaluniaaiiss (ntention to Travel)

aruddlalumsviendien mneds arunjsfuesinesfinesiunmeadisdluowan Suda
MnMsUssiiunmen ailanela wazUszaunisaiiiun Jedefifinadernudala oud nssuiamen
amdnwaluvasvioadien audesiu maNavanauty uazusegdladiuyana arustlatisnduiiaddny
Tun1saanisainginssunisvieadisn  wazaztousudululdddnvendisrgnduinlivinssmie
vensouvasienilealifBunny dwmiunudded fmuslfnsiuiaui wsafimelavestinvieadle
Dushuussaseiiinansevuserusslalumsvieadien (atl wianem, 2563; U5 %:ué?u WaweRiNa auum,
2563; Luo and Lam, 2020) 31n15nUnIwIssanssudnesy gi3eddlaimuinsausuifnnisidy ﬁ’agﬂﬁ 1

FUNAFIUATTIY

aunfigiudl 11 msfuipurviesualiinansemudsuindemufisnelavestinvieadien

[ 1

AUNAZIUT 22 MITuRuANdRuinansEnUBuINAenLianelavetinvioaien

(% {

AUNAZIUT 3 MITUIRNANIAATYIMERTINaNTENUTUINAeA N ianelavetinvia e,

(% |

auuAgIun 4 m3suiaudmeiausssuiiansenuduinderuiiinelavesinvieaiien

auuRgIun 5. MIsuiaummeesualinansenudsuindennuadalunisvieaiien

auNAgIUT 6 MISuIRuAmERinansenusuInseauadlalun1sie e
AUNAZIUT 7: MITuIRuANaATYEAansinansenudauIndenunslalunisvisaiien
AuuRgINN 8 MITuiaummeiausTIHdRansEnU@suINAenuRdlalunsvisaien

auudgnun 90 anuianelalunisvisaiieniinansenulauinseanuadlalunisvie e

¥ H1-H4 anuanelavesinviaien
n153usnmen
- myfuinnAmnensunl

v Y ' [ H
- MIFUIAUAIMSTIAN H5 - H8 ?

v v ' A 4
- msfuinmuAmassygeans \
- M3fuiAmAINITIRLETIY auadlalunisviedien

UM 1 NSOULWIAANITINY
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A5 UN5IY

UsEynsuaznguaagng

Uszansildlunsided fe dnvieuflommlnefidumandoudmipuamunlusewiniui 1
wwBy 2568 B9 1 wouaAN 2568 fifeny 18 JulU uasindausiludminuanuuedieien 1 fAu
(WYY ANFUNT UavusATaY Lauauns, 2568) N13AIMUATINIUNGUA1E RTINS NN
roamslaneilunaaunsdilasaaauuy PLS-SEM Tnsruanguitegismsuinndt 200 fegsiuly
viposhatios 10 - 20 whvesswumaiiwesivssdu Sluadmuduiougaiediiiasnaumndedd
PAFIENNNTU (Hair et al, 2021) uenanii marmusndusegnasiendevanmsimunuuangushegng
9NgATYRY Yamane (1967) fmnzaudwiuuszansilimsudnuniueu Tnsfmunranudesiy
flseiu 95 % wazAAuAmAREUTBaNSUIRT 5 % dwalinguioestusivanzaudsiua 400 au
fiinguiegdldsunsdaidonlngldiBnisduuutazain (Convenience Sampling) Faimanganifumside
maaunluUTUNYe VA LlE?

insesilafililun1sise

wiesfleflilunafuniuruteyaluafed Ao wuudeunuauAaiuiigidvasatuieldtn
sgAuAMuAnuTeIneuLuuaaUny Tdnuaziluiniuuateln (Close-Ended Question) Usgnaude
4 nou laun

pouil 1 deyailuvesinouuuuasuamidnuardamiduwuunsiaaeusienis (Checklist)
fi 7 4o 1dun e 01y anuawansa meldiedeseiiey sefunsine Suuediieeuidieaidmie
warsutuiiinusuiitorinuaswuun sl

poudl 2 AuAnuRgaiunsiudame Ussneudedesmauianan 16 4o Uszgndainuunin
¥84 Qian wa Li (2024) ﬂiaUﬂﬁjuLﬁlaWﬁl’jﬂ 4 75 oA AeuAIN19015Ual AMATVINIEIAY ALANNIUATHEATENS
wazAMANITaNsTIN Huwuunisneumauiluninsdinlssnnuanuudiiase (Likert Scale) 5 seiu
TnoBosdrduansedud 1 mnefs lidiudeognsds sufls sedudl 5 el Whushoegieds

poudl 3 anuAndiuisafuanufelavesinvioniion Usznoudedomanudianun 4 4o
UszrgndannuuiAnued Seow et al. (2024) 5UuuvunisneuaiauiduuiasidiuuszuiuaLuuifse
(Likert Scale) 5 s

poudl 4 auAniuRfuaudilalunsiesiien seneuseternuiomn 4 4o Ussend
NUWIAAYEY Luo uaz Lam (2020) T3Unuumsmauranuduninsidimuszanaeuuudidse (Likert
Scale) 5 5¥9U

wuvasunwEldiuNITaeuALnsIdadon (Content Validity) ngwssnandsiuu 3 au
rowhluldess wleliiulaindedauaunsainsuysidosnislidesagndesuazasounau Taefie1 Index
of Item-Objective Congruence (I0C) ogfil 0.67 - 1.00 Fsnnni1 0.50 Aedndunasiviveniuls (Rovinell
and Hambleton, 1977)

nsAATIEtaYa

Tumsivondai Tdn1siiaseideyaniedsn1s SEM (Structural Equation Model) Tneituneu
gy il

Fupouit 1 MeinsiesiUszneu@sdudiu (Confirmatory Factor Analysis: CFA) Lilonsiaseu
PR aiiesRUsznau (Convergent Validity) AATINASIRNUN (Discriminant  Validity) Audest
Aelu (Internal Consistency) wazAuaanndasvadling (Model Fit Indices) Audeyaideusyding
deuduindiiaanunsoaseusuususdldessgndesuardanuaonadosiunguiiinmualy
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TUPDUN 2 ATIATIZALLLAAAUNISIASIES19METS Partial Least Squares Structural Equation
Model (PLS-SEM) \iannaeumudunussenIndinyswianuauufgueeeuidetiodninauised
lingushegreutates wagliiainismswanuasuwuuiunivesteya wagldivalla Bootstrapping tieUsziiu

o w a

Heddgneadifvesriussinalulumadmiunisvaaevanuigu
a v
N8N13398

AsneFaUANLTiEInsIlesRUsEnaU (Convergent Validity)

nsATIIARUAMIL BN TEN ORI TUAN R9rsanan 2 Fadiandn ldud A
09FUszNoU (Factor Loadings) uasAademuuysusiudinenld (Average Variance Extracted: AVE) #1574 1
uanHaENSTINMIAdEUANILTBImsITsesdUsENeUNUT f Factor Loadings wasshdimmunatsyuig
0.796 - 0.918 FeilAuNnn3n 0.70 uazitfudAnEda (p < 0.05) LanTIFITTndAuansaazsou
AuUsuslsldagneiiusgansam (Hair et al, 2021) #aN1SAWINAT AVE YaeusiazimuUsursdimagsenin
0.719 - 0.773 Fallgsnininausi 0.50 wanvhdhudsuslsdenuannsnesuismuul U e ldfieae
(Fornell and Larcker, 1981)

ASNAEDUAMLLTIEINTIS LN (Discriminant Validity)

nMsvageUATILgsTILuNYesTaLUsul Yiinsvaaeulagléen Heterotrait-Monotrait Ration
of Correlations (HTMT) 137471 2 uansAn HTMT og3zming 0.647 - 0.811 HelsiiAuinasi 0.85 uansi
fRvessudsulslaiimnuviudeuiuiuly (Hair et al., 2021)

nsnagaUALWasiunely (Internal Consistency)

navnaauamdatunslutesyafad Trluusas A uUsussinnsnnaind1 Cronbach’s Alpha
uazAeudesiuBeesduszney (Composite Reliability: CR) 113047 1 wanamadwsanAIAdBUNUT
fi1 Cronbach’s Alpha TesuUsudaianuniidiagsening 0.870 - 0.901 Fsgandnnast 0.70 wagen CR
YosusaziuUsuAsImegsEing 0.911 - 0931 FsliAganininasi 0.70 wansrruiesiulaesiuvesyaiiiia
Plaluns¥aduusuisdinnumnzay (Nunnally and Bernstein, 1994)

A9 1 ADATNSTUULAENANITIATILRIAUTENDURIE WY

o — . Cronbach’s
AIUTLH S X s.d. Factor Loadings AVE CR
Alpha
ns¥uinuAIeesual (EMV) 3625 0825  0.796-0918  0.773 0.901 0.931
nssuiaaAmIsdnu (SCV) 3627 0.780  0.840-0.860  0.723 0.873 0.913

€

nsfuRuAaATEgAans (ECY) 3570 0770  0.803-0876 0719  0.870 0.911
nssuianAmMeIausTsu (CUV) 3436 0819  0.805-0.882  0.736 0.880 0.918
anuitanelavestnvieaied (SAT) 3518 0804  0.855-0.891  0.759  0.894 0.927

mméﬁy’ﬂﬁﬂumiﬁamﬁm (INT) 3411 0.833 0.834 - 0.888 0.752 0.890 0.924
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AN5197 2 WANITIHASIEYANULALARSIIMUN tagldan HTMT

G [RIEIAN EMV SCv ECV Cuv SAT
SCV 0.791
ECV 0.719 0.770
Ccuv 0.683 0.765 0.783
SAT 0.647 0.717 0.706 0.668
INT 0.653 0.691 0.724 0.771 0.811

NsnAFauANdanARavadluaa (Model Fit Indices)

nsUssdiuanuaenadesodlinadiesvil SRMR wudn fiAn 0.055 dendnwsi 0.08 wanedy
Tuinafiruasnadastudoyaidesedndlusedud uananian NFI iy 0.837 Fafidnannnda 0.80
wanshoglunasifisanuldmudoiauates Hair et al (2021) Fagldiluaamslinseiiiinuaonades
fudeyaleUsedng

EMV1 SAT1

SAT2

EMV2
*+—0.000 0.150 (0.030)

0.000
MV € SAT3

EMV4

Emotional valul Safisfaction AlE

0.260 (0.006)
SCv1

SCV2
0.138 (0.028)

SCV3

0.064 (0.333) 0.426 (0.000)

scva Social value

0.268 (0.000)

0.016 (0.840)

INT1

0.292 (0.000)

Economical valye INT2

INT3
0.125 (0.060)

Intention

INT4

Cultural value

UM 2 nansnaaeuauuigiulaglinisinsiey PLS-SEM

NSNAFDUHNNAFIY

NANSNARBUHANTEVIUYBINSIUSnRImTE oM imelvesiinvieafivasagull 2 wuh msusamem
Feusznausne 4 17 Teun msuinaurimeensual (B = 0.150, p<0.05) Ms¥uinmdmisdany (B = 0.260,
p<0.01) NMsTuSRummMaATYgAEns (B = 0.138, p<0.05) uagn1sSudanAmeIausssd (B = 0.268, p<0.01)
Transzyudsuinseuiisnelavesinviesienegaiidoddymeetn Jaweusuauufgiui 1 - 4 (i 3)

KANSYIADUNANSENUTEIN TSR TR usdlalum oo mssudamn fumsius
ANAMNAATEFANERT (B = 0.292, p<0.01) kazN1sTUIAMAIMITINLGTIY (B = 0.125, p<0.10) HHanseny
Fennsermusilalumsvienfivesivieairresnatitudfoymeatin Swwensuauuigiud 7 uay 8 Tuvawd
m3suiamAmsesual (B = 0.064, p>0.10) uagn1ssuianAmediny (B = 0.016, p>0.10) laliinansenu
sorrusslalunisviendien SeUfiasauufgiud 5 uaz 6 (15197 3)
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wenant wan1sadeudmudl Anuisnelavesinvisanelinansenuauindonuaslalung
vioaigveatinviaaiies (B = 0.425, p<0.01) IgouTUANNAFIUN 9

M9 3 HANTNAARUANLFTIY

aunAgIudl AUFUNUS B p-value NANINAEU
1 EMV > SAT 0.150 0.030 ouSUaNLAgIY
2 SCV > SAT 0.260 0.006 gaNTUANUAFIY
3 ECV > SAT 0.138 0.028 goNTUANLAgIY
4 CUV > SAT 0.268 0.000 gouSUALNRAgIY
5 EMV > INT 0.064 0.333 U iesauNmgy
6 SCV > INT 0.016 0.840 UJ)Lasauungu
7 ECV > INT 0.292 0.000 YaNTUANNAFIU
8 CUV > INT 0.125 0.060 gouSUALNRAgIY
9 SAT = INT 0.426 0.000 gouSUANNAFIY
2AUI18NANITIVY

HanSvRdeUALNAgILEAU nstudame Ussneude mssudenideensual mssudandvnedan
Ms¥uiamAaATYgmans uazmsiuiauameiausssy Siansenudauinderuiimelavestinvieaiien
donAdeaiuaifelusfinues Oriade and Schofield (2019) wudn MsudAuAmAIEA WU Muensuel
isughe uazden Tnaderufinelauasnafnssuvestinvieadies Qian and Li (2024) wuh msiuinme
meensuel NsSudnaAmnsdiny NsSuianANIATYEERS warn1sTuianANIeIRueTI dmansEny
FeuandemnudAnifsunviomugnitunisensual - Gsenumniumsensucify  fwnlhfaglianudinds
arufineladietu  uasdsdnamaideluofindnunnuefidununnuduiuiBaanserianmsiuianeuay
avufisnelavesinvieadien (slamy et al., 2022)

MnuanIfedlidiuin masuinuemansugmans uagnssuinuemeiaussss dnanseny
Fansenruddslunisvieadivwesinvieadien aenndestumidelusinves Wang et al. (2018) wui
N53uUTAnAMINTITITNY MeN1sRy meensual nedy wazvseuLUantud Inansenulgauinge
ngAnssunstevesissAnluaniufifies Pujiastuti et al. (2022) wud1 mssuinaiinanssnudsuanse
wqaﬂiimmﬁﬂvﬁmLﬁaﬂumwaﬂs}iamm@ﬂﬁu LavANLRsN AN Ui uenani Mengkebayaer
et al. (2022) wui1 MsfuiamAuazUszaunsaiveainfinaauindeanuinfdegasngaeni
wazyarmsAudesnUmens egslsiniy lunisnwadsiinudt nstudnmamaenuaiay
masuianimedenslillddmalaonsatomusdalumsvieaden  SusrafumszaualuaesdtiingiBvina
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Abstract

This research aims to analyze 1) the influence of service quality on passenger satisfaction, 2) the
influence of satisfaction on repeat usage behavior, and 3) the influence of service quality on repeat
usage behavior among passengers at Phra Nakhon Si Ayutthaya Railway Station. This quantitative
study collected data from 400 railway service users through convenience sampling. The research
instrument employed was a questionnaire. Data analysis utilized frequency, percentage, mean, and
standard deviation, along with multiple regression analysis. The research findings revealed that
1) service quality has a positive influence on passenger satisfaction (Adjusted R? = 0.582, p<.001),
with tangibility (B = 0.051), reliability (B = 0.039), assurance (B = 0.056), and empathy (B = 0.059)
showing significant effects at the 0.01 level, while responsiveness showed no clear influence (p = 0.188);
2) passenger satisfaction positively influences repeat usage behavior (f = 0.029, Adjusted R? = 0.594,
p<.001); and 3) all five dimensions of service quality—tangibility (B = 0.043), reliability (B = 0.033),
responsiveness ( = 0.033), assurance (B = 0.047), and empathy (f = 0.050)—directly and significantly
influence repeat usage behavior (Adjusted R = 0.663, p<.001). These findings indicate that developing
service quality and creating satisfaction are critical strategies for enhancing repeat usage behavior

among railway passengers.

Keywords: Service Quality; Customer Satisfaction; Repeat Usage Behavior; Factors Influencing Railway Service Users;

Phra Nakhon Si Ayutthaya Railway Station
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Favnduunldusnsiusnads (Oliver, 1999) Imsﬁatﬂug‘uwaﬁwaammﬁﬂﬁ (Loyalty Behavior)
smAdelunpuds (Wisutwattanasak et al, 2023) wuiglasansisuiaanmuinsguaglasumiuiianels
ﬁ]%ﬁLLuﬂﬁiﬂ%ﬂ%mi%ﬂQd%ﬂ Tutsunvesszuunslulsemalng ns@Anwwes Lieophairot and Rojniruttikul
(2023) wu ewienelalumsliuims SiBvdnagelensindulalivinistvelnsarssaln Tastanny
TuduAssmuazmnuaznmdnuaintnony  SdliduiuumiBnagnivesnisaninnssuinig
aufonelafidusnansddy

NIBULUIANTUNITIVY

AunmMsTiuIms -
' auiawelavasdlagens

- audugusssunisuinig (1)

- nhidedalindslunsuins (x2)
- MImpUAuBIiedHUINS (X3)

- mslanushilawnglduins (xa)

- nslalagliuinig (xs)

y a ¥

waAnssunslduInsEn

UM 1 NF0ULWIARNITIRY

FUNAFIUATTIY

1. aanmnistivsnsidvsnaleuindennuiianelaveslagans

2. ufiswelaveslavansdidvinadauindenginssunisliuinisd
3. ganmmslinsdidvdnaifauindenginssunisliuinise,

A5AUUN15Y

mteadiidumsitodaing Tnefudeannussmauildvinssln anisalnforiamssunsaiogsen
$1uu 400 au FATedmuanguiedlagligasmsdmnanundegilinguinulszans luseiu
aruideiufosar 95 arwemaARoutosar 5 uasmIdeiliBniadennduihenuuuodearuagenn
(Convenience Sampling) %ﬂLﬂu’as%‘mi?jmLLUUiﬂS’lfﬂ’num%Lﬂu (Non-probability Sampling) lagg3de
Husurudeyannglasansiliuinisaie

wdesdioflilunmsiiunusudeyandsifio wuuaeua (Questionnaires) fiasrstuainnisdnen
foyaenansuiisie vnud worenAdefiides lnsataatedioliaonndesivusufiutomuazvouin
nsideudadu a duded

@il 1 wuvasunaietudeyaThluvesmeunuvasuny $1wiu 10 o Feildnwaidy
wuvaeunulatela wuuAnaunaesiaden (Multiple Choices Question)

gl 2 wuvaeuamALARTuREfUAMAmMNSTIUIMIUsEne Ui anuidlugusssunisuins
annhidetiolindlelunmsmeuaussiegliting nsliewusiiaurgldiuing msldlagltuins sruu 20 4o

@il 3 wuvasunweuAniuATuAawelalunsliuInng Sy 5 de

gl 4 quaa‘umummﬁ@LﬁuLﬁmﬁquﬁﬂﬁmmﬂ%’ﬁmiéﬂ 1wy 5 9o Wumauvaneln
fanwanilunnsdiyszuiuan (Rating Scale) lngluusazdomaiudaneuliidon 5 seau laun
wniian 1n Urunans tes uaztdesiign mInTvdeuaunmesesiie Ty 1) n1smsidouANLITiEInss

Wailevn (Content Validity) Inggidenngy Sy 3 vihw ldddlinnuaenadesseninemauiuinguszeasd
yoa.{lom1 (I0C: Index of Item Objective Congruence) 8¢5¥%113 0.67 - 1.00 Fadulumuinaai
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2) MIRTIARUANLITEsT (Reliability) TnemsmenduUssaviswearh (Alpha - Coefficient) snii5vaIATOULIA
(Cronbach) Frduuszansueaniiildannisnsiageueyszwing 0.779 - 0.816 edidwnnnin 0.70 Fon
wuuasunuiinadesiuaansaliAudeyald Rty Jaiunm uazaale, 2567)
afafldlunsiinszideya fo afRBswssann Wessuredeyavesimeunuuasua leun A
Sovar AnsesisziunmAniiutesireuLuuasuay Ingliriedeuardudsauunasgiu Ml
AdusrAnsanduiusuuuifiosdu (Pearson’s Corelation Coefficient) ifto3iAs1einruduiussening
AU warldatiinsimeinuannaskuuny (Multiple Regression Analysis) Tunsiiassiauumgiu

NAN1SIY

naMTAEieyaNU freunuvasunud iy 400 Ay dndvejundsiiau 207 au (51.75 %) smnh
25 Y 1w 156 AU (39 %) Seldtosndn 15,000 U s1uau 182 AU (4550 %) SesunisAnwnssiusind
USgYIn391uIu 186 AU (46.50 %) DAINUNEHU/UNANYY 971U 168 AU (42 %) @n1un nlaniuiu
267 Au (66.75 %) WWumslansal 4 - 5 afyduani S1uau 115 Ay (28.80 %) Tmqusrasdluninfums
TngsalvlileBounisded oy 118 Ay (29.50 %) Famaitunisléuinssalyl nan 06.00 - 1159 .
$1uan 184 Ay (46 %) wmpalunisdnduladonlduinig fdnsAlnsansiigndiiu 137 au (34.25 %)
nanIdeiiseanden dail

TumsveaeuanRguielaihnisnraaeusuandRveshuls MieuwmngauiumalinnsinTen
AMARABLLUUNYARL $hensmAduUsyAvSanduiusuuuiiiosdu (Pearson’s Correlation Coefficient)
Tumsnsgvienudiiusszrinehus  Wevandesdymanudiusserinauusdassfigaiuluauealin
Jymaneiidudsdasziinnuduiusiugeauilinanisiinizioanesaaiaindeuuaziaiulaein
(Multicollinearity) (yajla A3afindusins, 2553) wuh MmduUszAvisavduius sevineiuus 1) amnmnisli
Uimsusznouine amndugusssunisuing enmhidedelindalunmsreuaussiiiiuing mslvmnuhile
uigldu3ng waznislala 2) aafianelalunisliuinng 3) wgfnssunisliuinisdn denogseuing
0.033 - 0.669 @slaiAu 0.80 UsznoufunsimsananmTldnsIvaeuuUsBassinmudniusiuguiuly
viselailuuuudrasannase (Variance Inflation Factor: VIF) wuin agsening 1.181 - 2.368 @slsitiu 10
waneh anudiusvesuUsBasylinelmAndym Multicolinearity dethy Fsanansathlunazevaufyu
MENMTIATIziANLaneskuUNYAM (Multiple Regression Analysis) I nan1s3tasgsideyanui

M390 1 MTIRTIRinIsanneenAnednEnavasnnnmnsiiuInsidisennuiianelaveslagans

AauUswensal B B t p
(AnAafl) -0.541 0.221 -2.446 0.015
1. anufugusssunsuinig (X1) 0.448 0.051 8.794 0.000"
2. mudediolinddalunsuins (x2) 0.144 0.039 3.645 0.000"
3. MsneuaUBIraRliuINIg (X3) -0.051 0.039 -1.319 0.188
a. mslimnusiulaudglduinig (xa) 0.295 0.056 5.292 0.000"
5. nmstalagliusng (x5) 0.296 0.059 4.990 0.000”

Adjusted R Square 0.582

vnewg:  p<0.01”, p<0.05
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1NN 1 Hamsieseimsanassnrgamuin Jedusuauammsiiuimssiuou 4 sy
oA mundugusssuvesnisiins anudedelindslunsuinns mslimnusiulaungldvinms way
msldlagldusnms TBvwadsuanderiimelavesglaganssalwosaiivddyymeatiansziu 0,01 Tuvaid
Uaduimunismeuaussserliuinis lidwmadeauiianelaveslngaseeeiedAgyvneadd (p = 0.188)
I@ﬁjﬁﬁhﬁmﬂisawéaﬂaaammgm (B) winiu 0.051, 0.039, 0.056 Way 0.059 AUAINU Lazila1 Adjusted
R Square = 0.582 LLamdwﬂﬁa@mmwmﬂﬁﬁm'ﬁﬁn 5 fuihiuniiesgiaansoeiugeunUsusu
vosmuianelavesflavansld Jovas 58.20 diwfiivdedovas 41.80 Wudvsnavesiladududilailssom
ogfluanms odoulugUaumsnnnosnyanilddal

P =—0.541+0.448(X 1)+ 0.144(X 2)-0.051(X 3)+0.295(X 4)+0.296(X 5)

M990 2 MTIATIRNISanDRENYANYRVENaTRIRMNMNNSTTUS N sRsengAnssunnsTduIn1s

Aaudswensal B B t p

(AAs) 0.063 0.187 0.337 0.737
1. anudugusssunsuinig (X1) 0.146 0.043 3.385 0.001"
2. ananidedelnddalunisuing (x2) 0.336 0.033 10.082 0.000"
3. NMsnauaURIRaRliUINTg (X3) 0.181 0.033 5.493 0.000"
a. mslimnusiulauddlduinng (xa) 0.301 0.047 6.373 0.000”
5. m3ldlaglduinig (x5) 0.634 0.050 12.607 0.000"

Adjusted R Square 0.663

wnewmn:  p<0.01, p<0.05

PNT 2 wamsiesIzinisanaesnveamuit dadeduanninnstiuinsie 5 du ldud
anudugusssuveanmsBms euiidedeuarlindalumstinig mamevausssefliinig msliimnushile
uAfldEms waemsldafliving fvenadindenginssunslivimsthuesilanansaaln egsiitdiny
nsadAfisedu 0.01 Tnodedulssavinanesuinsgiu (B) Wiy 0.043, 0.033, 0.033, 0.047 uay
0.050 iU wazdlen Adjusted R Square = 0.663 wanhihduamnmnslsusnisi 5 duiihaniinsei
ansnosUEAILUsUT MBI RnsTun s U Nse L Senay 66.30 dafvdeoray 33.70 Wudvswa
yoatladeduilildsuogluaums Wodoulugaumsannosmyanldded

$=0.063+0.146(X 1)+0.336(X 2)+0.181(X 3)+0.301(X 4)+0.634(X 5)

M99 3 NTIATIRTINTannRENANYBIALTtne lnddengAnssuMslEuINsTY

faudswensal B i t p
(Amadl) 0.899 0.118 7.535 0.000”
Aueanelalunsiiusnig (X1) 0.722 0.029 24.148 0.000”
Adjusted R Square 0.594

wnewmn:  p<0.01, p<0.05
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9NN 3 wamTiATIzsinsanaeengaNUi mnufiawelalunisliuinisiiaviwaidauanse
nginssunsiuinssvesglasanssolndmiomssunsaiegstegaiiioddymeainfisedy 0.01 Tasila
Adjusted R Square wifiu 0.594 wamehanuiewelalumslimuinmsaninsaedueamnuulsusiuvemgingsy
msliusnsildderar 59.40 dufindederay 40.60 udvinavestaduduiilbildrmedluans edou
TugUanmsanaosnvealldwsil

$=0.899+0.722(X 1)

2AUIIINANSIVY

NaINMTIdeTngUstasd 1 iiedlangidninavesnunmnsliuinisifidenufianelavesilagas
anfisalvdmianssunseSossen  uandliiiuinesdusenouvesnunnuinistussasiuiunuinaenissul
maq;:ﬂﬁi’fu%ﬂ'mmmmﬁuﬁaﬁ
mupnudugusssuvesnsuinsidvinadennufisnelavesilnsassalwdmianszunsaioasen
iesnmsuinsifiaumieslududsdsanuazen awazenn arandusudeou uazamdnual
vosypansiiliiuing Wussdusznoviiglasansannsanesiiunasduidlalnenss deadanuuszivla
wazanudeiluaunmuinig nmsuinmsidmnudususssutaaudsgliglaearsidninnidlaves
mhsnuseATuFINsiugLwesliUins shlAsmslindausssFniinsiiinsgu wnlidndn
aonAdosfiunansAnwivesgiasng v (2566) Tuespanimnisliuinig nquauduaiunsisy
Tsamenunanans ngawmamnuAs Seuhanudugusssuvesing WU muazealazALNSeNvBIERLT]
Hulladeddniiairsnnussivlauasinmnufionelavesdfuuims
mnu@edeuarlindelunisuinig Wulladeddaiidmareniudiamelaveslnsaissalyl
Femenndoafuamidosustuvrudsmeanaituimunsaienal  mNgndewestoya uazANuasiaNe
GU'eNﬂ1'ﬂﬁu%m'ﬁﬂuﬁﬂ%aa@mﬂWWU'%m'i (Satirasetthavee et al, 2022) waansaanandedansuiuaivy
MIUIMITEUUNesUsEmMARUY fumnuidede 1'71'Lﬁuﬁﬁ]%’wé’ﬂﬁ'ﬁﬂﬂdm561’m§u1a16i’fu%ﬂ'ﬁs{?jﬂ uay
ﬁﬂﬁﬁﬁ%mﬂ%ﬁmiaéwmLﬁaﬂmwwn (Ministry of Land, Infrastructure, Transport and Tourism
(MLIT), 2022) Gaawviouliiiiuin ufusunvesinouazdiuazunndnsiu winalnueanimni@eiielugiuz
Tadunsmvuannuitanelaveslagansildnvaugiuiiluseduaina
funsnevaussioflivinshidmarienufiimelavesilasarssaliidesainnisliuinnsves
wmhenuizifnditediiamudinnuyaainsuagssuumsdoas ilinisliinisendibihiadefieuiu
wihBnuenyy fifinnsnevausiogsTIniEiuaznsign Jsdwmanonnuiimelanazaiusndvesilavans
athetan (Ardiani et al, 2025) MauAnsesanamaieuTesaddasaiwessyuusalulng uaztlidiu
AnamsiaulusunanmndenIsenssRuUsNSdATgIvEINa
sunistianuiulandglivinsidudadodfyiidsninadennufianslavesilasarssala
msrzanusiulavesiflasansiinannsiisanvasafoaudsmuilindslunislduing Tnsanzaimg
wazauduiieodnvomiinny - aunsadisanmnuidsuazansliwiueulussrinsnslduinnsldvile
osanssantiulaieuldsuusmsiifiaunm aeandosiunuidvvesnwud Boumie wavivsnn Awisuans
(2567) Badnwinuamnsliuinmslumsnusiens wuimsiiyaansidannmg anudlelunuuing
waznsdeasitay  Pwadnanuilaliuigliuinsuazdmadonnuiiaelalunmsuwudeadu
fuamAfefuszuusalivosssmadyu inaninistineusiyrainsegnaduszuy Wunalnddyluns
%’ﬂmmmiﬁW@mmWﬁmﬂmzEJSEJ’TJ (Ministry of Land, Infrastructure, Transport and Tourism (MLIT), 2022)
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aunslalagléving wudhdidvinasennufisnelavesdlasans insznistalauduesduszneu
feesuaisnnuianelalitudlavansiidunlduinsianinldsunelald UjdRedraduiing uas
dlaluaudosmaameromy  anfsarutssivlaussiunldundunlduinie Hunisazsiouds
Susssuesdnsiiiy flduimadugudnans Fsdiunumdfaysionisadrsnuduiusiidduseninieadng
fuiflaans aenndostfusmiAdovesiuv uumes uasdvisdy Wimes (2566) Fes MsFuiAMAMNIUINS
fuenufianelavesilivinsluanisugeufiny  Sarhnsliinmememmerlaldunsarudnlaluglduing
Juthdendniiduasumuiisnelaluszezenn wazaenndosiunuidoass Utsunomiya et al. (2023)
fnunsidussfivesuisnsolionsululssmadiy  uastlsiduheufimelavesliuinsiiunumady
serudsdunegsisvesianissala Tnslewmzluuuniivisvsaludeudsdunazuiuimluguzesdns
Bedvdanntu

naNMTITeTaqUIvasdil 2 ielinsesiduinavesaufisneladifidenginssunislduinisen
voslagansanndsalufmianszunsadoysodeasviouliiiuiianuimeladudadeiddylunisdenles
ssreUszaunisainisiusmsiuanuddladmginssuluszeren

Fruarnudugussaesnisuimadamadonginssumslivinisdwelasans  ilesandssiue
mNAYAIN Amazenn Auviuaisvesand waznmdnualveantinauili ieaisanuusyivlauas
mssuitsnanimuinsidudedsd vinmsiidusadeu fuesgu  uaslidesnieamnuazainasuiy
dwaliflavansiiniemaldlovesesdng uwanfnarudestufiagndualivinisddnlueuan  aenndoatu
Adevosgun Suves wazanz (2565) PAnwnmnmnnslruInsvesandsaluyamamelugnuin
“pnundusUsssuesuins” wu mnuazerauazdssiuismnuazaanluaniil Wulladudifyiisnswa
somnufisnelanarniandualiuinssweslnsansestedideddny

Frumnnhdetiouss indalumsuinaiivisnasenginssunsivinseswestinsansesditudidy
Hesnnmsliinsiinsaiennan anugniowesieyn uasmuahianevesmsliing dieauaulinga
Tuosdns uasinenudesiuilituultdunduinliuinisedne aesadesiunuvesdusn Ussaaniad
wagauwa v (2567) MnwauamaslvaMsvesszuusaliih BTS wud mmnhidefiouazaasiiae
Tunslsuins Duthfondniifnadernudilalivinsewoslavasessdamuruieiufussuusalngiu
gneeusulugiuzinsgulanduaunssienat dslnalaenssiennudniveslnsasuazaudsiy
BINBIVDITZUUTN (Ministry of Land, Infrastructure, Transport and Tourism (MLIT), 2022) msiUSeuliieu
fnanuandiifuin msenseduanuindedevesanisaluniinialulneannsodsuaiengingsunisly
vimstldlusdulassai Wldiesssdumiuiselaamzads

mMumInauauawiegltusNsluusuIMsRumeeszuusaln inalaenswieruuseriulalunmsuinis
Tagovnzlogliuinmsannsadnnistuliamiamneutih nslideyaininduaznisdeansiidaauannse
anruiineionveslavasuasiilonalumsnduuiliuinise aenndesiurmideues Wang et al (2020)
fifnwssuusoliihludioafioudu Ussmnedu wui Responsiveness waz Reliability fiviswaeendituddey
soanufianelavesilasans wazanudslafiaglduinisds Tasnisnouaussiiigsanauiaienuay
dinanulinddasessuunsludiedle

Fruntsasnnuiulauwndlivinisiisvinadenginssumslivinsiwesilasasedisdidoddny
iosnyaainsiidanuiuaziunsem  funumdrdglunaiuaulindedessdnsvudeasisuy
Tnslawizegnadduszuuiidanusudougs wu saluin salwnialna wieszuuvudessluwnidies
aonAdeafunsANWIYeY lbrahim et al. (2020) fidrsramnufiawslavesildudnisseuvaudeduglsy
p¥uoen wuh Assurance \Wunillusudsiidmadeuandenufinelauarnisiaaulanduulivinssnads
Tagmznguiduszaunsaiifiumslussuvsudmate oy
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Frunslalagldvinsiisnsnadengfnssunsliuinisdivesflasars osinnisliuinieid
eadiuenilasiedlneans Wy msdadiuanudfiyliiasens nstewderiinig visemslimuuzthiBen
Tnalnensasiornuduius T IgiusNsiugliuinis denmdosiuaideves Aristiani and Yenita (2023)
uay Ricardianto et al. (2024) Misevimnuindvesilasanssalufluduladide wuinsliuinmsiuansd
ANMUWIIIAUABINITVBIRNAT WU ATALANLATAIINANUTIZUKAENTAS19UTEAUN Tl IUIN
fnansenulpemsatonasininfuazanuddaliuinisd

NAINMTITEIngUsTAT 3 melmwwawﬁwasumﬂmmwmﬂmimimmawqmmimmﬂﬁummim
YOulAgaTNU mmwawa”lﬁmlmLUuLwmNaaWﬁmammmwm'ﬁusm'ﬁmfluu widsvhmihfidushduindeu
Fangingsy MdeslosUszaunisainslivinmsiunsdindulaiunsluounen

arufinelalunisliuinig fdvdwadsundenginssunstiuimsavesilasansosnaiiifoddny

o
v

yaads lneilerlasansiiseduanufonelaluuinisgetu svdwmaliduwaldundunlduiniss ity
sanufimelafeainnssufuesiasasrenmnmuinsiléty Wy erwasmnauy eowaveIaesantil
msliudnisesnagnin uazmsquatelaldveswiinnu deeaiisuszaunisaliauanuazanuddnlinda
Tuesdng aenndasiuauideves Lieophairot and Rojniruttikul (2023) fidnuniladedidmasonisinaula
TgusmssalnvesmssalwuisUsemalng (State Railway of Thailand: SRT) laglduuuinaesaunisiaseaing
(SEM) 91nngusneensglagans 1,250 auiiUszme wan1siasizinuin “anufieelalunisliuinig
(Service Satisfaction)” iuthiuiiidvisnaguiudiuiiaosomsinaulalivinstwesiloans (TE = 067)
sesmnauATYesiNs nslowslulssiudssinenuazmnuazmmdnuaiominmuiagluuiunnund
AT smmAdUuasiounmitrenadesiuagnediaiau Tae Utsunomiya et al. (2023) §
afimelaninanunssonan mwazetn wazasluondnvemmiinnu Wuledendnivhliglneans
Fuuliuinssolreddaideduszeren whsiimadenmadunmduiiaznininndufionn Ussiud
frwodveidavioudouh aufmeladldtuiumaluleftugafivsoiauien uiifnan “Uszaunisel
msuimsiasihianeuazidedels” daduunBeuddydensiaunsyuundlne

VDLEUDIUL

1. dalEuauuaNHANITIY

1.1 fhunrdugusssureansuinms mssale mi‘u%‘uﬂ@LLaxﬁmmﬁwu?ﬁé’mwmmazmﬂ
meluanil iy fidein sesh ssuudesUssna warthouenmdiiiimnuarein fuady uasdaiunntu
iieaanmdnualfifuaziiunnuisweloveadlngans

12 suanmidedeuarlinddlunisuing emstmumnesgiunadusalinsaionaiuas
fisruunawdstoyailusdla Wy nadsiied nstuaanmdndes Woadrmudeduwaranaulsinel
VoI LAEETS

13 shumsnevauasseiliuimsmaiaduountnadugeEmams q laslenztsnaiseu
uazdneususnunsieansivilasans Welranansameumanuuazleutiomdeldninduasivssavsam

14 dunslimmsidauiilasens msdneusiyaanslifianu amaansa wagenugam
Tumslvuins iieadeeuidniiile vaende uazlindavesdlnsans

1.5 amumsilaldflagans asdaaSulindnauidnuinig (Service Mind) Trianudndiy
fuglasansynngu Tnslennzgeeny Wn uazaufinig sufsdnszuuivilmnudadiudieiluiamuuing
ogsseiileg

1.6 uanufianelalunisiiuinislaesiy  Asasieszuuinaulssiiunannuiianelaves
Hlovanaiutsysmnd Welidudeyalumsimuulouierdms ussinugugnéuiulnAnmslivinise

58



2. doiausuurdmiunsidelundasely

2.1 5umaﬁuﬁﬁﬂwﬂﬂé’mmﬁsalﬂugﬁmva% q Wieldsuiisudnuuzanufionelauay
wgAnssumsliuEmssiluwiasgiinia oramuanuuanmsnifomefausssuuarsruuuimsdamsluiiud

22 msdssuUsunmdnuaiesdng vie aummsIy WenviunumuesiiuUsdedive
fifnaronisiadulanduinliuinisd SservtheeduisaudiniusiBdnseswiheamnwuinisuazaudng
vo3lnganslidedn

23 askssdeuiTideuuunaunay (Mixed Methods) Tngifiunisduntuali@sdn (In-depth
Interview) Aulasansvisogiudmsani WelrlieyaBsnunmiiasioussmoweslivinislfetnsaseungu
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Abstract

This research aims to examine the effects of Artificial Intelligence Risk Disclosure (Al Risk Disclosure)
and Artificial Intelligence Compliance Disclosure (Al Compliance Disclosure) on the firm value of listed
companies in the SET100 of the Stock Exchange of Thailand. The study covers 92 companies with
a total of 276 observations between 2022 and 2024, using a quantitative research approach. Data were
collected from annual reports and Al disclosure reports and analyzed using descriptive statistics,
correlation analysis, and multiple linear regression. The findings indicate that both Al Risk Disclosure
and Al Compliance Disclosure have a significant positive relationship with firm value, and the simultaneous
disclosure of both aspects leads to the highest increase in firm value. Among the control variables,
firm size and profitability positively affect firm value, whereas high leverage has a negative effect.
In conclusion, comprehensive, transparent, and balanced Al disclosure enhances investor confidence,
reduces uncertainty in investment decisions, and increases firm value, providing clear benefits for

managers, investors, and market regulators.

Keywords: Al Risk Disclosure; Al Compliance Disclosure; Firm Value
o
Unun

winlula8UgyaUseivg (Artificial Intelligence: Al) lé’wt”nmﬁummé”]ﬁaﬂumnﬂﬁlauuﬂmgﬂqumiﬁ%ﬁu
gstavhlan dudnsifisssdBamnmsininy msaadunu nslesesidoyarunalng luauiansaig
winnssundndmeinazuinisivd q (Bello y Villarino and Bronitt, 2024) AnauUfaures Al laun
armaansaluns3ouiieriaduladnlui®  Jeheliuitanunsonouaussiomsutsiildogiiussavznm
agndlsfinn nsi Al anldeusanndeufuanudsmatsii Wy enudssmianeda 238535y
Anududiuiivesdeya wasn1sujufnungsedeu

USniinsUnmedeyannundssdiu Al (Al Risk Disclosure) wasdoyanisuflifniungszideu
#u Al (Al Compliance Disclosure) aenslusdla siassanudesiuliitudamu ananulsiuiueuves
MIBMU WardmAlaUINFaYa a1 (Marin et al, 2025) feenudu Microsoft ledavhunsgunsly Al
9¢193URinYoy (Responsible Al Standard) @ssvymnudesiiierdesivenivedluns arwidudaud
vosdaya uazanAsNIIiugua WU MIisnmEnTIINIAIU Al Governance uagmsRLiunTUsHiiuNG
NSENURBUKEUNSHAR ST oUSNST Al (Microsoft, 2022) luvhueafieniu Google (Alphabet Inc.)
Doy Al Principles fiiuninulusila anusuingeu wazasesssuvesssuy Al wiousemuauinme
Usgdl yafauunmesvanidesmsussendld Al lumuiiduens waemsdslrinsesaaeunnyananeuen
(Third Party Audits) ﬁm%’umﬁzwﬁﬁmwm%mqa (Google, 2023) vqurfian1iun15i3ueg13 J.P. Morgan
Chase Wawednsld Al wag Machine Learning Tunisussiliunsinuaznsivaeuginsiuegnelinseu
msffuguavesanizeiiniuazanninglsy wiouuansdoyaiieriuanudswiudeyadiuyanauay
aruUaeadenslsiuesiieatos UPMorgan Chase & Co., 2024)

U'%ﬁwﬁﬁﬂm%stsﬁ’agammLﬁsaﬁwuﬁmmwﬂisﬁwﬁ (Al Risk Disclosure) un8fla NIEUIUNT
flusdndeaseeddevu tnamu uazdfdnlfidnfntuanudssfioniniuannislémelulad Al
welududaneda Wy muRanaiavesdanesiiy visomsBeuinndeyaiifiond susdesssy Wy msiden
UfuRnseanuludusssy duanududiuiuasaulasndevesdoya (Data Privacy and Security)

62



muﬁqmwm?{m@qﬂaqwéuaz%ﬁm%w%ﬁw (Wang and Yen, 2023; Uberti-Bona Marin et al., 2025)
mn“ﬂmma‘ﬁa;@mmﬁuﬁﬂﬂiwﬂgiuiwaqwuﬂixﬁﬂﬂ (Annual Report) FreUANUE (Sustainability Report)
visoluduvesnslameiiadoainades (Risk Factor Disclosures) melutenansiiuisminsiniletaue
sevhenuiiugua W euiuuesy 10K veshiinnuangnssumsiiuranninduazaanavanning
ansgouin daelidamuainsaussiduanudosiifoadesiunsdiunutaznislitvelulad Al
laegnasounu (Marin et al,, 2025)

Tuvhueadeaiu Mmatamenisufianungssideumulygyussivg (Al Compliance Disclosure)
el MInenuiedemsromssaresinsUftRmudotimun ngvane 1AsgIu uazleiAY
uaiifeitesiunsld Al egrandandn WU EU Al Act, NIST Al Risk Management Framework %3051n5gu
ISO/IEC uszuudams Al ity ISO/EC 42001 sadluunymenieluesdng iy msssnenssunsiiugua
fu Al (Al Governance Committee) M3UsEUKANTENUDS Al (Al Impact Assessment) neuihszuulUleass
LAZAIIAAUALUININRSE55TU (Code of Ethics) Tunsly Al (Microsoft, 2022; Goosgle, 2023) n1siUalug
Foyamuidsswnuilyausziug (Al Risk Disclosure) wazn1sUfiRniungszifousu Al (Al Compliance
Disclosure) agvioutsnanulusila (Transparency) LLazmﬁmmiﬂ’mJLﬁﬂﬂ@ﬂ?ﬂ (Proactive Risk Management)
Y9983AN5 MNUIENUaedeyasgatany dnamuldsuiinuseninisuimsinnisiumaluladuas
ngunaueieg19a3eds dawalinnandssfiudeides (Reputational Risk) wazarmibiltueunangvang
(Regulatory Uncertainty) anas steifiuaidesiuvesgiamuuaziiidwldids (PwC, nd)

Tumandui vnuismidinieerenslinmedeua Al 1areliAnaminaisiumudsadeszu
(Systemic Risk) WU Auinnanvesdane’iiuiidssanssnusonszuIunssgsiauazgnn vienisaziin
foyaduyann  o1athlugdefimmmangrneuazmsuiutsmudermunvemhenuifugua  uonaini
Anldanesunsufoanungsudeu (Compliance Costs) fimamnlals Wu msdedasiaaeunieuen
nsUsulgeszuumalulad  uagnisuImsmnudsadanguang  o1adawansenusonaUsEnaUnIsLaY
ANt UBnagSTeIT  Measiasduiisasioufanmsuivisianisfilifany  wazannan
NILNUBIAUABYAAINANTST (UUNNT LEAAT UagAY, 2568; PwC, n.d.) feg1awu Microsoft Lag Google
fnsameneanusu Al 9385350 ANadss wagmsufinungsadeveisieiles sihlsinamuuas
panayuNBosinavA il fs i nnss LmemmmmamvmﬁlummmLaENLLa“mﬁiJgummmgi“L‘UEJ‘U
dualiyarionsdulnuasaninsndnugiutamulfetnsiuns (Cheong, 2024) uenantiddeiinuan
Aendumadameteyamuduandon dau uazsssniuia (ESG Disclosure) wui1 mslawmedoya ESG
TinaroyamAansuaziuuiuUoensiiiddy (Rohendi et al, 2024) agndlsfiniu msFnwRuIfU Al Risk
waz Al Compliance Disclosure lnansegadidnin Ineanizlulsenelng udvateuienlungu SET100
wBuamuinu Al wesdamedeyaiferfunsinmamaluled widkliflmAdedessdndiminnginanseny
AeyaA1ians (Firm Value)

fofu  uAteddstmuninguisasdifiofnseuduiusseminanisUnmedeyanudsaiu
Usysysehug (Al Risk Disclosure) wagn1sufjummungseilounuliyeusefug (Al Compliance Disclosure)
fuyarnfanis Tneldussmannedoulungy SET100 Wesniduuishmuuelmgiiiyarmaings danududeu
Tunsaiiugsia wazdlunlunmstmaluladuas oy seivsunldlusesuifdodfy §ﬂﬂu’qé’&a§jmﬂiéf
ussnadusundamedeyauaz s fuguaaninasulasmhsnuhfuguasnanisninly msfnwnil
Jadufutesinmsdning uaziilelauedouusi@sufoRdmsunisensedunonusuanandsuas
nsUftRnungsudeudu Al lulssmalne felsoatuaieenulida mudeduresinamu was
aduayunsiiulnegadaduvesyanianis (Firm Value)
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NUNIITIUNTIULAZUITE AT
1. yaA1nan1s (Firm Value)
yaAian1s (Firm Value) ufifnfiagiiouruaninsnvesuidvlunisadiswanouunuun
thamuuazidulsidedy 1 Wifvsusdluifnals wisufnnudduvesgsialuszazem Wu et al, 2022)
yamAanstiazrisununariwemainionisianisades miu'%mil,%ﬂﬂawé UEGERN
uinnisu wasmalawmedeyadenagnsetnslusda lnevaufidyao (Signaling Theory) FhnsBeasuugsia
naMsALILY Laznsuismnudssannsadedygannuihdefioundamu ananuliuuou way
Faeodesiy Shasviouseniluyarnainvesuisn (Al-Nimer, 2021) uonaInEuuIARMIUIIAMIASS
Y9993ANTUUTBIATI (Enterprise Risk Management: ERM) uandliiuin nmsuimsannadeadagnsinu
mMeUssumnuidsarmadameteyasglsida aunsofunnuamnsalunisuedy anduyuituyu
uazdaaiunisiivlnvesyaiianis (Chen and Xie, 2022) madamedeyaiivnzauigliinamuuay
dnlidsaunsaysadu mudssumallad msufdRnmungsudeu uazmuidsadaiosssued
osfnsléimauty Sastonssnaulaau nsseasmu uazuaARanslassa (Al-Nimer, 2021) Vinanmsdeu
Tungu SET100 ilunguuismaunalngiifinnuannsalunisamusumaluladuaznnsuimsanaudsgs
(suimswisUsenalne, 2567) yarensagsiouisnnuanansalunsinnismalulad eudEsadnagns
anailusila uagamnnidefefiaiummsiuloudtnamulve Jsaslih yadfanshilituegfeanarils
vieseld wiazviounsdeansiBanagnd nsameteyasdalusda uaznisianisauideadegn
PwaianudoiunasaudBureednsluszozen
2. mslamedoyanuidssdulyyiuszivg
msiWamedeyannuidssuilyaUstiug (Al Risk Disclosure) mnefa msdeansdeyaiieniu
anudesfionaifstuannstimelulad Al lsasounquisnudssdanain Wy arulamaeuesdaneiiy
Mseuiandeyaiiiiend Anudssiueesssy wWu madenufuivionnuliidusssn uazanuides
é’mmmLﬂuﬁauéf’sLLaxmmﬂaamﬁwaq%’auﬂa (Data Privacy and Security) (Shaban and Omoush, 2025;
Xia et al,, 2023)
malameruidsadiasrioufs aulusda (Transparency) uwagnisudmsaudsadagn
(Proactive Risk Management) ¥desns Felvinasuuayiiidlidsaunsaussdiunnudesdiiiertos
funsld Al ldegneseudnu uaratuayunsdrdulaasmuinideyansufuuasiulainntu snAdeiiuan
wuin msdeansaandes Al egsdnlautisananalsiuiueuvesinamu uazadsenuidesiulunainyy
(Cheong, 2024; Marin et al., 2025) A15.UALNE Al Risk Disclosure mmaaﬁamimﬁumwﬁﬁ%wm
(Signaling Theory) iuudﬂmﬁﬁamﬁamﬁﬁmLﬂué’mmmmﬂ (Positive Signal) Giaﬁﬁmuiﬁlﬁmhaam
ﬂ's']uluamamawaua (Information Asymmetry) LLauLW&JWJ']%JU]L‘UE)O@“UEJQU?@V] (Liu et al,, 2024) uenant
ENaamﬂaaﬂﬂ‘uLLu’mmmiUimimmLawuaqamﬂit,wummm fitfunsuimsanudsadegniiieainyan
uazenudiBuesesdng mssyywasieansadssdin Wy msUssdiunansemuesssuuiyanuseiiug
vidonsdalitiuaznisisslifsszuunismununeluiing sy sﬁwammammuﬁmﬁ]Lﬁmsﬁumﬂmﬂ%’ Al
LLauqummmus[,ﬁ]Lmuﬂawmaummmﬂmaa (Big Valley Marketing, 2024) Feths Sauus Al Risk Dlsdosure
qumawumwwuwuuuwumumawqwgammm (Signaling Theory) LATWUIAANTUTINTANIAD RS
9IANSUUUBIATI Lloazvioudn madawmedoyannudssiu Al vesussndundsslodinagnstisan
aslliintuounien1siu ineudesiuveanarnuasiinalnenswioyadifanis
3. m3ufuRnungsudsuiulyyiuszhvg
nsufUamungselouiulyanuseivg (Al Compliance Disclosure) visn88i N1531847137
UitmiimsufRmudedmun ngvsne 1esgiu wazuumeinduguaisadesiunisldivelulad Al
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PE1ATIASA Mgl EU Al Act, GDPR, NIST Al Risk Management Framework SIME9WUINISUBIDANT
FTNUALUINTFIUNAMNTTUAN 9| (Papagiannidis et al., 2025)

Tuseduesdng Uitmdsasanmsnisnielu wu nsdndnnenssunsmifugua Al (Al Govemance
Committee) M3Uszliunansgnuann1slityayiuseivg (Al Impact Assessment) Aauthszuululgeuase
uarn1sdnvhassenussasnu Al (Code of Ethics) tielmslian Al aenndesiuvdnaiessaunastorivun
manguue (Coglianese and Shaikh, 2023; Xia et al, 2023) UssvannzleulunanndnvinduisUszmelne
nay SET100 unguidsmiifivunaluguaziinnuanansalunsamusiumeluladuasnsuimsenuidog
nMadameuasniansufifaungssideu (Compliance) wasuisvivaniasvioufsanulusslauas
Anusulinveusegamuasiidwladslunainnulve (raiemdnninduisUsendlne, 2567) aanadesiv
nouideyayred (Signaling Theory) Ima%’jﬁmiﬁamﬁa;ﬂaLﬁlmﬁumiﬂﬁﬁ’ammasmﬂ&mLﬂué’zyzyﬂmt,%qmﬂ
soffasu Freanmnsliaugavesteya (Information Asymmetry) uazifineudesiulurmnidedioves
U (Liu et al, 2024) uenanilfliaenadesiuuinAnnsuimsnudesesesinsuuuesds (Enterprise
Risk Management: ERM) flifun1sudmsaundsadsniiafiuyaduazaudsduvesasdns dewmnil
mqummeauamiﬂgummmm“qumu Al (Al Compliance Disclosure) 3abuileifuiiesnisufjifnu
nasduwiniu LLmENLU‘LlLﬂi@QZJ?JL‘U\‘iﬂaEI‘VIﬁ‘VlL‘U@MIENI@ElG]iQﬂUﬂ’]ﬁLWiJﬂJamﬂﬁ]mi (Firm Value) v03U%8w
iesntisaierundesiu anaudssaingmng wazaduayunsuisianisanudsadenagnsues
aeAnsluvsunvasusenaaveleulungy SET100 vasusewmelne (natavdnnindursusemelng, 2567;
suwiAsisUsenalng, 2567)

4. MsWawWaau Al Risk wag Al Compliance Disclosure fiu Firm Value
miﬁJmLmaéﬁa;&aﬁaaaaﬁaé’mﬁu Toun miLfmeLmaﬂmmﬁwﬁ’m{]agiywizawﬁ (Al Risk Disclosure)
waen1sUnmensufiRmungsudeumulyauseivg (Al Compliance Disclosure) teasviouisnnulusdla
(Transparency) LLﬁzmi‘lﬁ%ﬂiﬂ’J’]ﬂJLé&lﬂ@ﬂ?ﬂ (Proactive Risk Management) U8483ANToENATUMIU MseEns
aosutelitnamuuasiiiduldidelfsudeyaiithuuiiuanudsuazanmsnmsusinungssdeu
ﬁﬂﬁmmmﬁm?ﬁuiﬁ]amulé’asmﬁu%mmﬁu (Shaban and Omoush, 2025)
navmnadameiisaesdiTsanaulsiiueuninguing (Regulatory Uncertainty) uag
audesinuieides (Reputational Risk) dseraiinananuianainves Al wien1sufoRliaenadaaiu
formuavangine uennisaaailideferafinrnnslduiifmungsadevedidaimeia wazaia
pusiulalumnuansavesuswilunsudmsianismaluladuazanuides (Rohendi et al, 2024) 1uise
Aruannuin madawmeteyalanagnsnaredAdisiiunuavesdnygial (Signal Value) sofamu
vilsidyanauinanmsdeasifieanauliaunavestoya waziiuamidesiulunaiayuesstaiau
(Shaban and Omoush, 2025) wenantinsAnU3snammedeulnelundu SET100 wudh niallamedoya
FalusdafsrfuanuidsataznsufiRnungssdovteliinamuaunsayseiiuniudewosusn
Isetnausiuduazadannsiulalunisamu (a3 wiuls uazane, 2568; PwC, n.d.)
Tudmgunmsdnmeuivaenndaaiung widyn i (Signaling Theory) wmwmsaamisuammﬁzy
Dudyanauinsdeiiidulade wasteananuliaunavesdoys i’Jll‘VNﬁE](ﬂﬂa’e]Qﬂ‘ULL‘LJ’Jﬁﬂﬂ’]iUiW]iﬂ’J’]ML?IEN
GUENENﬂﬂiLLU'UENﬂﬂN (Enterprise Risk Management: ERM) fiiifun1sudmsanuideadsgnifioaiayaci
LLauﬂ’mJENEJuﬁUENENﬂﬂi (Bahari and Napitupulu, 2025; Alzeghoul and Alsharari, 2025) mammumiwmmﬂ
W3 Al Risk Disclosure wag Al Compliance Disclosure Fsliiiiieausinaulangnisufufinungseidau
uidaesesiiofenagvsimheainaamaans (Frm Value) ganmslameusasiifuentu msdeanstoya
Galusslaviadnuennuidssuarnsufdimungsadouteslithasudladnenimuazaundouvosio
Tunisuimsdanismelulad Al edsseudu uenanildaisanaruliiuiueulunisdadulaamuuas
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anAMUABUTesEUU (Systemic Risk) ﬁa’mLﬁmﬁfuﬂﬂﬂsﬁaﬁmwmw%msaxLﬁmﬂgsmﬁw (Shaban and
Omoush, 2025; Bahari and Napitupulu, 2025)

nuATeilsjafnumansenureamalinumedoyaduilyaussiug (Al Disclosure) wazn1sUFTR
mungzidousuduseivg (Al Compliance Disclosure) seyaffants (Firm Value) Lite3ias1gsii
nsdeanstoyadnayndivandamsaiuaudesiunitnamu ananulsiituey wardwmareyan
Aunsetnals Tumsinuadsil Ismuaduusnisin el

MuUs9asy (Independent Variables) laun ms@mmammLﬁsaéjﬂuﬂﬁgmwﬂszawﬁ (Al Risk
Disclosure) wazn1slanenisufjumngseilsumulaaiussivg (Al Compliance Disclosure)

AuUsn1u (Dependent Variable) loiuA yaAfanis (Firm Value)

fudsAuAu (Control Variables) b vu1au3en (Firm Size) 818U3 (Firm Age) 8ns1ils
(Profitability) wazszuniiay (Leverage)

nsauLUIANTUN1SIY

H1

[

ALl Risk Disclosure —— v

H3

»> Firm Value

Al Compliance
Disclosure

[ H2

Control Variable
Firm Size; Firm Age;
Profitabilty; Leverage

UM 1 N9OULWIAANITINY

av Ao

U 1 LLamﬂsauLLummmi’a%mwwmﬁuumﬂmwg Fuey10u (Signaling Theory) lasfinviualy
maﬁJmmmagammLammuﬂzyzmﬂszwﬁ (Al Risk Disclosure) waznsilawedoyan1sufiinungssideu
ﬁm{]mmﬂizﬁwé (Al Compliance Disclosure) L*‘fﬁJuGT'JLLUiSaixﬁmmmawaﬁamﬂ'wﬁa}ms (Firm Value)
Yuzflouausev (Firm Size) awmw (Firm Age) 8ns511ls (Profitability) LLauiumwﬁﬁu (Leverage)
gniwuaduiudsauny Wiemuudvinavesthfoiugiuiiondmadeyadifans

ANNRFIUNTITY

auufgiuil 1 (H)  nslawmedeyamiuidssimuiiyanuseiug (Al Risk Disclosure) Savmiduiug
MIVINFBYAAAINTT (Firm Value)

audgIud 2 ()  nnsufvAnungszdeudutiyaiUseiug (Al Compliance Disclosure)
fpnuduiusvnauindeyaAanis (Firm Value)

auufigiudl 3 (H)  nslawedeyamuidssiuiyanussiug (Al Risk Disclosure) waznsUflR
mungseLleumutlayausediug (Al Compliance Disclosure) iayuduiusvneuinsayadinanis (Firm Value)

A5 UN15IY

Usgnsuaznguaiagig
Uszanstunisdneased lown vsunaanzloulunaianannsndurisusewmelng (SET) 9299
WA, 2565 - 2567 $1WU 100 U3EN (SET100) Faduudemuwalue aseungumainnaneanamngsy wu
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M3 M3sdn wau wazwelulad deyaillunisnuilinainsissdsedrd (Annual Report) way
sreuaudaEy (Sustainability Report) Ua4usiazuTem (Stock Exchange of Thailand (SET), 2025)
naufegegnAnidenanUssrnsfenailagliinaianisidenuuuiaigas (Purposive Sampling)
ielrlsussmisideyansuiuiniunslinmetoyasutlyassivg (Al Disclosure) Uszneusne Al Risk
Disclosure uaw Al Compliance Disclosure saidayanemsiuildlunisiuingaeions (Fim Value)
AsBUARNIZEZM 3 T daus wel. 2565 - 2567 MeamBeansfadennausiegny M 1 Tnewdminde
Uniilidoyaliasuiiueenuds ilwldngusegeruivau 276 U3En-U (Firm-years)

A13190 1 nqueiegalglunsfnunseningd w.e. 2565 - 2567

SIYALLDYAUTEN 2565 2566 2567 374
s Enaangideulu SET100 100 100 100 300
v viTmitlsiidoyansudou (3) @) (@) (11)
Wn Usem7ilaifsneau Al Disclosure ATUAIY (2) 2) (3) 7
uuiee19gns (Firms) 95 94 93 92
FUIUUTEN-U (Firm-years) 95 92 89 276

* oya a4 30 AA1AY 2567

5199 2 ALUSHarN1TInAT

. Feuanwal v . WA9819D9
A3 (Variable) ¥ n1590A1 (Measurement)
(Symbol) (References)
nM3dawmenuEs i AIRISK  fedisiuain 3 AV TFun pudsudameia Marin et al. (2025),
Usyayuseiug (Al Risk (Technical Risk) 9365551 (Ethical Risk) wazaandu Wang and Yen (2023)
Disclosure) d1uf (Data Privacy & Security) Tase Likert Scale 1 - 5
MsdaNeNTUTRAY AICOMPLY  diwilsanannnisufiimudeninun ngvany ansgu Microsoft (2022),
nnszlaumutyauseivg QRANNTTY kazaMIN1INETUBIANT Google (2023), Shaban
(Al Compliance Disclosure) 1nde Likert Scale 1 - 5 and Omoush (2025)
yafnanTs (Firm Value) Fv Ln(Market Capitalization) Wu et al. (2022)
YUINUTEN (Firm Size) SIZE Ln(Total Assets) Al-Nimer (2021)
819U3IM (Firm Age) AGE  dunulidsusianmsideou SET (2025)
dms1mls (Profitability) PROF  ROA Wu et al. (2022), Chen
and Xie (2022)
“ﬂﬁiuwﬁauﬁanu (Leverage) LEV Debt-to-Equity Ratio Kraus and
Litzenberger (1973)

a5l 2 wanaseazBendnUsildlunsine Useneudeduusdass Téud Al Risk Disclosure
uaz Al Compliance Disclosure fuusau lawn Firm Value wagfUsAIUAL laun Firm Size, Firm Age,
Profitability uay Leverage niouvauandisnsinAuasumnasendwosiulsusaz i

adanidlunsiaseidoya

afAdemssaL (Descriptive Statistics) grilfiiieiinsnzvidnuaisyhluvesinuls Wy el egsan
ﬁﬂﬁ?ﬁ?j@ LLazdauLﬁmwummgmﬁuaﬂ Al Risk Disclosure, Al Compliance Disclosure, Firm Value Wag
FuUsAIUANEY
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MFAATIEmNENITUS (Correlation Analysis) gnibwlfifiensiadeunnuduiussewing Al Risk
Disclosure, Al Compliance Disclosure fu Firm Value 531897WUSAIUAN (WU YUIAUTEN 18UTHN
Snarinls waesdunilay

mMFAAsEsinsannesdanyan (Multiple Regression Analysis) gnlfiftonsiaeuasmignu H, - H,
waziUIguiigunansenuveIusazifves Al Disclosure #ig Firm Value

nsldaunisannsslunisinseidoymiianasouaunigu Tnslunavisanurimundal

Liaa 1 WSaHAYa4 Al Risk Disclosure g Firm Value w3ausiaudsniuny

FV. = B, + BAIRISK, + B,SIZE, + B,AGE, + B,PROF, + B.LEV, + <,
Laa 2 A93UImMaYee Al Compliance Disclosure #ig Firm Value niausiuusaiugs
FV, = B, + BAICOMPLY, + BSIZE, + BAGE, + BPROF, + B.LEV, + <,

Tuaa 3 93 Al Risk Disclosure wa Al Compliance Disclosure \lonsi9seUNaTIIve e

fikUseia Firm Value wiauiuusaiuny

FV, = B, + B,AIRISK, + B,AICOMPLY, + B,SIZE, + B,AGE, + B.PROF, + B,LEV, + €,
HAN1333Y

A1919% 3 AradAnTIadUN (Descriptive Statistics)

AuUs Adngn  Agegn  Aneds  Andsauuniasgiy
Al Risk Disclosure 1.000 5.000 3.380 1.120
Al Compliance Disclosure 1.000 5.000 3.450 1.090
YUINUTEN (Log Total Assets) 2.950 7.120 4.020 0.730
818U3EM (Firm Age, U) 3000 65000  28.700 12.400
oms1mls (Profitability, ROA) -0.080 0.320 0.091 0.057
ﬁmﬁauwﬁﬁuﬁanu (Leverage, D/E) 0.100 4.650 1.360 0.790
;ga?i’lﬁﬁlmi (Firm Value, Ln(Market Cap)) 2.800 6.980 4.250 0.840

MNAT 3 uanseaRAnssuUIvewuUsTIReesfunslnmen sy Al wasdnuay
vosuTmannzideulunaavdnnindwisUsemelnelungu SET100 nud1 msiamedoyaninadssiu Al
uanafarnaziuuadsuarAL s ULAsTLALANA19AY Tag Al Risk Disclosure fiAade 3.380 Azwuu
LLaxﬁﬂLﬁmLuummgm 1120 Azuuy niedl Al Compliance Disclosure fidade 3.450 AzLuu
wagAauLINmsEIU 1.090 AxULY AUEFU Buemesiams (Log Total Assets) Siruade 4.020 (i)
uaweeasiaNI (Firm Age) fidniade 28.70 U dudanidils (ROA) fifuady 0,091 wardndiuviAuson
(0/E) fidnady 1360 uansdsanuuansndlunsliviFussrinaism sasiiyarfans (LnMarket Cap))
firniady 4.250 wagAdoauuinsgiu 0.840
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o = A‘ o o % !
NANISANEINISIATIZAANTUUSLANTENTUNUSVRIAUTIUU W.A. 2565 - 2567

M990 4 HaNFIATsTANduUsEavEavduTussenILUsvesUTEvlungy SET100

fiauus AIRISK AICOMPL SIZE AGE PROFIT LEV VIF
AIRISK 1.000 0.520** 0.200% 0.150 0.180* -0.050 1.43
AICOMPL 1.000 0.180* 0.120 0.200* 0.030 1.47
SIZE 1.000 0.300%* 0.250% 0.220% 1.41
AGE 1.000 0.100 0.050 1.39
PROFIT 1.000 -0.280** 1.45
LEV 1.000 1.37

nunewme: ¢ dlvdrdgnneadifnseau 0.05, ** ddydAynadanseeu 0.01

9NN 4 Ui FanduiudseninsuysBaszeglutag -0.280 fla 0.520 uansdsrnudusiug
seutunens vaufieiusdmuiuuussan (VIF) egsewie 1.37 - 1.47 sandunast 10 daeu uansi
fulsdasslifilym Multicollinearity wazganusntdigaunisonnesdanvanlieenamnzay (Hair et al,
2019) ilaTouigrudoyaiienuauysaiuasiudsfimuuandadisame vlinanisiesgiidedons

M0 5 WaNTIATIEENSaAneedaduNYAn (Multiple Regression Analysis)

fiauus Tauwaa 1 Tauwaa 2 Tuwna 3
B t Sig. B t Sie. B t Sig.
Constant 3.215 10.32 0.000**  3.198 10.36 0.000** 3.210 10.35 0.000**
Al Risk Disclosure (AIRISK) 0.152 251 0.013* - - - 0.148 250 0.014*

Al Compliance Disclosure
- - - 0.138 2.38 0.018* 0.134 2.37 0.019*

(AICOMPL)

Firm Size (SIZE) 0.081 238 0.019* 0.083 237 0.019* 0.082 2.38 0.019*
Firm Age (AGE) 0.022 195 0.054 0.023 196 0.053 0.022 195 0.054
Profitability (PROFIT) 0.047 247 0.016* 0.049 245 0.016* 0.048 2.46 0.016*
Leverage (LEV) -0.064  -3.05 0.003** -0.062 -2.95 0.004** -0.063 -3.00 0.003**
R2 0.783 0.771 0.791

Adjusted R? 0.759 0.746 0.767

F-statistic 14.56 13.92 15.03
Durbin-Watson 1.97 1.96 1.97

naewm: ¢ Iduddgmneatianisedu 0.05 ; ** Ileddgynieatiansesu 0.01

1) nanslaTzvnnneedmvanvedliing 1 (A1519% 5) (Al Risk Disclosure) Wui1 Al Risk Disclosure
TEvSwalleuInsieyar1nanis (Firm Value) egalltidAgynneatiafisedu 0.01 wanainsiUnikenides
N5l Al egralusdlagisasisanuetulvidnamu dwalvyadfansifindy Asluauuigiun 1
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v
v o ! aAa

AliFunseeiu dmsufuusemuny wnUsTniasdnsmistiBvsnadeuinuasiitedfty vasidnaIuiby

o

o w

Aevuddnsnalisay diweryusunlilidninasdeyanifianis ewnluddudAgveada luwailden

<

1 a 13

Adjusted R* = 0.759 wansddauwdslulinaauisaeuieanuwdsusiuvesyadifanislasesas 75.9
dufidesrafinanshuusduilailisuedhlua fdil Dubin-Watson = 1.97 egluths 15 - 25 uanah
AAuRana1ndudasereiy uwazAl F-statistic = 14.56 fdadAunieaia wansinlumalnnumsinga
1a8533 (Durbin and Watson, 1951)

2) HamMylasginnneedanyanvedliaga 2 (Al Compliance Disclosure) wud1 Al Compliance
Disclosure #i@vigwaldeuindeyarnanig (Fim Value) pgelitfuddyneadafioedu 0.01 wansinsdame
msufiRmungssdeudu Al eglusddateifiumudeduliinamuiassilviyadianisgedu fedy
auufigiuil 2 FldFunsseusy dwiusuusmun vuauTEnuardnslsidvinadunuasiitioddy
vugidadunildusonuiiavinadou dueguidliddvinadeyarifiants esmnlifideddnymeada
Tusaiiien Adjusted R = 0746 uanvivhudslulimainsnesuisanuulsusiuvesarionmsldsosay
74.6 AerEl Durbin-Watson = 1.96 uamsiAmAnuiananiludasyroii uagen F-statistic = 13.92 fduddny
MeEnd wanvinlunaiinnumngaulag sy

3) Han1TiATIEinnneulanAnuedliag 3 (Al Risk & Al Compliance Disclosure) #ui1
W1 Al Risk Disclosure uag Al Compliance Disclosure iiavignaldeuinseyadinaniseesiltiudnfyniea
fisydu 001 wansihmadaweidesdfidutuamsaifiuyasmslafininaasedoladunis
Feduanufgud 3 F9ldsuniseeusy dmsuiiwlsaiuau YuInUTENLarsnInlsliansnaluinuay
fidddy wnsilasemifidvinadeau dueguidnliidvinadoyadions idesnlufiduddy
yaadf Tuinatildn Adjusted R = 0.767 uansindauusanunsaeduieanuulsusiuresyaniians
1¢5oeaz 76.7 fdil Durbin-Watson = 1.97 uanshemenuianaindudaszsoiu uaze F-statistic = 15.03

Hlvd1Agn19eda waneinlimadaungaulng T
= aQa o
9AUT19HaN1529Y

wansieTeitiiiiudn madamedeyamiudssdiiu Al (Al Risk Disclosure) warn1siamentsUfoin
ngszideuau Al (Al Compliance Disclosure) danuduiiusidauindeyarfianisvesusenaangiieoy
Tundy SET100 eesdniau msiWameanudssny Al Saeliinamuuasdialidssuiinnuanse
vosuEmlunsuImsinnismaluladuazanudsadanagns  dwalviAnanudesunazifiuyadiians
nadnSHenedesUALLRg L7 1 LaratiUaLANYeY Uberti-Bona Marin et al. (2025) isvymssga
mudsnfeniu Al Faglihamudnlanasmsinmsanuidemesn i il Galaz et al. (2021) wui
nsdeasanudsazanulusslalunislidygruseAvidisanmnudsadszvunasiuauiila
vosthamu axveuihmadawetoyaruidosnutyguseivg (Al Risk Disclosure) lilldifissnsnenudeya
WAt Lm'L“ﬂuLﬂ%imﬁaé”lé’zyiumia%ﬁqmmLﬁ?faﬁuLLasLﬁugaﬁhﬁamiaéwé’ﬁu (Sahut et al.,, 2022)
Tuduwesnsiawensufianungsadeudn Al nmsdemndadusdafetuanuuidode
wazmsnsiifuguanelussdnstisairsanusivlauddasuuazatuayumsindulaanu  dawalviyad
Aansuiuty wedwitaenndosiuaunfignui 2 WaratiUAYUIIWIILYRY Nastoska et al. (2025) wuin
madawedeyafunsifuguatazanuiidedevesssuy Al utladuddgylunsairsamnuidesiuuay
funsUseidiuganifsnisednstaeu  msiawedoyadslsdatisanmnulsiuiuounisngruneuas
Adsaudeldes yasatiuayumsuimsanuideaden hlutansnsoususuaziuiiofuanaime
smuneluladuazngizdoulfognediussAniaim (uads mils wazame, 2568)
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aa v '

dloRsanmalameiidesdiitnty nuinisdemsdeyanmundsuarnisufifinungssdeu
dru Al Paeliinasuuas]iidnlddeldsutogansudiu Hadnenimmalulad anudsadanaie
AURAYeUNIT3ESTIL  uazanasmshAuneluesdng nsdeansilusdlaanmnaliuiuounazanandes
Baszuu vhlsutilanntu wadwstaonadestu Cheong (2029) Tesyrmsliawmedeun Al ogneseusu
a¥umuidedeuaratuayunisUssiduyadifianisegteudug S Marin et al. (2025) 341038
ﬁ'ﬁﬂmmmmL?ﬂ&LL@zM@iﬂﬁﬁﬁU@LLaé’ﬂuﬁiyzywizawiaéwmuﬁau finlasunmsussdiu@uinaneainnu
vty madawedoyadsnanimelesdinsansaszyuazdanseudsadeszuldoendiusavisnm
wazatfuayuaudsduluszezen (Mirishli, 2025)

dwiuduusmivay  wuduausenuagdnmlsiianuduiusiduiniuyariams  asvieud
Uitmualnniasddnea s fugsaansnaimanouwLLA SN w e e slaR  aneillaseadond
IANUFUNUSTEY denndesiungullasaasieduuves Modigliani and Miller (1958) wazauideves
Huda and Zulvia (2025) Wuﬂmﬁquﬁummﬁm anudavgulunisamu diuegusemliiisnsnasie
yaAians wansigamulimnuddyivann dls uwaznsuimsenudesinu Al inniienglaenss
uenani msdawedeyadiu ESG Fanutsatiuayumsuimsanudsmisnsiuasmsdndulaasu
(SAsiny 2330%, 2568) nmTHANITITeTI N dawedoyadiu Al annudes (Al Risk Disclosure)
warn1sUfURmuNg sy (Al Compliance Disclosure) dnalleuinsoyadfianisvesusevlungy SET100
Tasnsidamgenandesdiu Al higaduanudesiliinamu vueinsdamsnsufiaung ssidouesy
aruidofiouarauluidla nsuitsaesfiflulnafisnfiuauamsaluniseluisanuulsusi
yosyaAfans Insdawedeyansuiuuaraunadunagnsfifivssdviam  dreanaralliuuey
MungrneLarAIAEBdsTUY Ui uthanuuaraisasilddiounansutsiuegadbu

unagu

MAdeEosmuduiussznininsdameteyarnudsuar s foanmng sudousudggussivgiu
Yarfan1s vesusEaavzileulungy SET100 wui msﬁJmLmaﬁﬁaaﬁaé}"lui‘]fgﬁyjlﬂszﬁwﬁﬁgﬂuﬁaﬁuaammLﬁsa
(Al Risk Disclosure) uagnsujifmungsuideu (Al Compliance Disclosure) finaldeuinsoyaianis
waztheaduaiennuidesiuvesinamulunsussifiudnenmuesisvlunisuimsinnismaluladuay
mmdes Inslamznslamedoyasumsufiinungsadeu efiumnmindeiowazanulusdaves
foyaniessia uennil maysannisnsdiamedoyarsaediflilumenulsyidaunsafiuanuaningg
SLumaa%mwﬂaﬁﬁamﬂé’ﬁéﬁu wazasvioudsfnan muIUsEnlunsuInsdIan1slyausehivgagensuinu

dalauauug

PNEANISANYY  USEnIanzideundsysansmalamedeyanudygiuseavidiiunagns
nsdeansesdnsednaduszuy tieananaliudusunaziauaiennuiulaveninamu vty
mhsnuiiuguansatuayumsliamedeyasulyaussivgiieslusdasasfunnsgu esnsydu
AunYeITIBuLazAMBesllunaay dwiudamu  mshteyanslamesuliyaussiviuld
Sufuteyanenisiulunisussdiugarianisuazdsenaunisandulaamu wonandl  muideluowan
ms?iﬂw'n,ﬁuL?mLﬁmﬁ’ummﬁmﬁuészmwmsﬁmLmasﬁaaﬂaﬁmﬂ@mﬂﬁzawﬁﬁuﬁaLLUiL%awqaﬂiimmﬁ’ﬂamu
wanszvuluszezenrenaUszneuns waznsUszsgndlilugranvingsudu 4 Wedudunuimluvemadns
LAYYLLVOUIAYBINTANY
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Abstract

This study aimed to (1) examine the influence of lifestyle tourism on novelty seeking and tourism
experiences, (2) analyze the influence of novelty seeking on tourism experiences, and (3) investigate
the mediating role of novelty seeking between lifestyle tourism and tourism experiences. The research
was conducted using a case study of Song Wat Road, Bangkok. The sample consisted of 347 tourists
who had previously visited the area. Data were collected using a questionnaire verified for content
validity with an item-objective congruence (I0C) index ranging from 0.80 to 1.00, and an overall reliability
coefficient of 0.95. The data were analyzed using descriptive statistics, confirmatory factor analysis (CFA),
and structural equation modeling (SEM) with JAMOVI software. The results revealed that lifestyle
tourism had a significant positive effect on novelty seeking (B = 0.897, p<0.001) and tourism experiences
(B = 0.981, p<0.001). Novelty seeking also positively influenced tourism experiences (B = 0.950, p<.001)
and partially mediated the relationship between lifestyle tourism and tourism experiences (B = 0.853,
p<0.001). These findings indicate that destinations designed to align with tourists’ lifestyles and
preferences can stimulate curiosity, enhance engagement, and create more profound and memorable
experiences. Such experiences ultimately foster satisfaction and revisit intentions among tourists,
contributing to sustainable destination development.

Keywords: Lifestyle Destination Tourism; Novelty Seeking; Tourist Experience; Song Wat Road, Bangkok;
Mediating Variable
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psAUszneUddudy  uariienzianuaenadesvedinannudusiudidsanndninavesnisvieiien
BslafialndreUszaunmsaiiivientin Tnsmaumenanuulanlmiduiuuseunans: nsdnwauunsng
nywvIvLAT T Tudenadoatudeyadseing mademeilunaaunislasadddagising JAMOVI

nsUssliupnmvaslaaldinaeives Hair et al. (2019a) Ingnualiien Factor Loading = 0.50,
A1 Composite Reliability (CR) > 0.70 wagfn Average Variance Extracted (AVE) > 0.50 fiednegluseeu
soufulsiessiuf durdulssavdmsimun (R) fnnndn 050 Sedveglusedugauaranansassune
ANULUTUTINTRIMILU T LAR

NAN1SIY

NamAeUsznoume 6 du T dnil 1 naninngidoyaduyana duil 2 nanmsieTeiteyangingsy
yostiwioniien @il 3 namsiesesisefunnuAniuLaENISTIvEBUMSHINLAMUUNARWY dwfl 4
NANSTITAOUAIEITUSS T INILUS dhufl 5 HansvedeUANLRg LA MTIAEiesdUsEnoUdst Ut
wazdudl 6 namFiasesilanmarudTUS TR

duil 1 mamsiszideyadiuyana NgmeULUT@RUAMTIRUI e ATlEIELaLLUNSI
NFWVNIVILAS TIIU 347 AW WU Freuuudsunwdlvelumemdiouas 75 93901859WIe 26 - 35 U
Soway 46.7 anunmeanulrelulansesay 71.5 waslisziumsanussauUSyans Seuay 68.9 Usenousin
wilnnuuismenvusnniigaiesas 48.1 warseldladereiteusgszwing 15,001 - 30,000 U Yevag 42.1

dwil 2 mslinesideyangnssuvesinvieaiisanuin  freunuvasuawdnluaineiiums
wvleafignguauunsinaudigsdosniisndidesay 651 dnlngiiumannioniioudosar 61.4
faldanesiensaagsening 501 - 1,500 v Yevay 48.7 Sezernanifidluiiuinde 1 - 2 42Tus Sovay 58.2
LAzl IngUsEasRvananunIn WAuEY Seuay 63.4

duil 3 wan1sIATIERsEiUANARLIuLAaEN15SIIERUANSUINKRLULUN AT YD s ILU S
énlun1533s Famssdi 1

A1399 1 HANITIATIZTEAUALARNILLEYNINTINERUNTHANLIIRUUUNALTINY

AUy N Mean SD Skewness  Kurtosis NaN1ILANLAY
Lifestyle Destination Tourism 347 4.17 0.638 -0.712 0.225 Uni
Novelty Seeking 332 412 0.690 -0.673 0.117 Uni
Tourism Experience 347 4.15 0.683 -0.779 0.417 Un#

NUBWA:  Lifestyle Destination Tourism = msviessvieadalatdlag, Novelty Seeking = msuansmauudanivl
uag Tourism Experience = Usgaunisaliinvioiien
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9597 1w dhvieadieafinnudniudennduusegluseduin (X = 4.12 - 4.17) lagns
vieaenBilaiialpalidedogean (X = 4.17, SD = 0638) sesunfeUszaumsaiinvieniion (X = 4.15,
SD = 0.683) uagmsuaamanuudaniyal (X = 4.12, SD = 0.690) nuddu Aarundensewing -0.779
019 -0.673 uagA1mulAITEnIe 0.117 - 0.417 agluinauel +3 auinaeived Kline (2005) uwag Westfall
and Henning (2013) kansidayaiinsuanuasindifesunivunzausenisliasigiaunislaseasng (SEM)

dufl 4 wansnsaseuALdITLS SIS Fansnedl 2

A15197 2 WANIIMSIVABUANUFUNUSTEMINF WS

ANUENNUSIININEIMUT  Estimate SE B p-value d3Una
LIFE <> NOVE 0.3509 0.0329  0.897 <001  fAnuduiusigeuin
LIFE <> TOUR 0.4178 0.0386  0.981 <001  fpnuduiusideuin
NOVE <« TOUR 0.4272 0.0408  0.950 <001  fAnudunusTeuln

v 6

HANTIATIRANUFURUTTENINAIMUSIAN®IAINT197 2 wudvnadiudsiianuduiusieuan

Y
aad

Tuszduge uasildoddymeadafiszdu 001 Ifun nsviesiendslaialadiinnuduiusiuniswaam
avuulanivad (B = 0.897) wavfuuszaunisaliinvieadion (B = 0.981) vaefinisuaromauudani
frudiusiusvaunmsalinvieadion (B = 0.950) Tnemanudiiusiomaiimannnt 50 Saduilumnnast
94 Hair et al. (2019b) Aiszymmudiniuslussiuiinaniohianudriuifainuazegluseiufivessuld
Jsaguldimniuusiinnuduiusluiiamadiondiu azvouliiiuiinsviesiondelaalad nsuanmn
auwlanivel wasdsvaunsaiinviesdin \uewuszneuiiieuiiestuessdituddy waswnzaufneily

Tnsgvseluliaadaimeg

JUN 2 namTieseilunarnudiiusidenvngrinaveinsvieuiientlaialadieussaunsalinvionien
Tngnisuanamanuulantmiiluiiuusdunans n3difinwauumsema nJumumIuas
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9N3UT 2 wamsAT RN fhuususlsynéafien Factor Loading agseving 0.73 - 0.90 Fgend
\neust 0.50 e Hair et al. (2019b) uansisuusdanmannsaedunadmuusuaslan Inesuds Lifestyle Tourism
1 AVE = 0.80 thaz CR = 0.93, Novelty Seeking #i AVE = 0.77 way CR = 0.92, wag Tourism Experience
i AVE = 0.79 uaz CR = 0.94 Fynsuussl CR 11nn1 0.70 uag AVE 11nn1 0.50 Fsasuldindimmniiosnss
BalassaiauarAUmMINsaueInInUsEnaulusEaun

dWil 5 MIvadeuauuRgIULATNANNTIATIERRIAUTENOULT B S Tudaniidunsinaue
HAN1TIATIENRIAUTENOUTBUSYU (Confirmatory Factor Analysis: CFA) WieUsuiiuanuissnsaay
AT ANTRIIT TR Tufmamsvadeuauygiuredinaaaunsiasaing finsed 3

A9 3 NANAFRUANURFIY

AUNATIN  ANNFNRUSIIRIGuYs  Ussamdndwa B SE.  pvalue  WanIINAHBU
H1 LIFE — NOVE N9AT 0.897  0.033 <0.001 @aduayuauRzIy
H2 LIFE — TOUR N9AT 0.981  0.039 <0.001 @aduayuaulRzIy
H3 NOVE — TOUR NNAIY 0.950 0.041 < 0.001 aﬁuayuauuagm
Ha LIFE — NOVE — TOUR IRREL 0853 0037 <0001 avuayuaNLAgIU

HanSATEaNn1slAsIEsne (SEM) femnsnefl 3 wud ynauuRgulasunsatiuayuetndited Aoy
neadAfiseRu 0.001 Tnenisvieaiendsladaladfidvndnaidauindenisuaromanuulanlu (B = 0.897,
S.E. = 0.033) wazseUszaunsaiifnvieaiion (B = 0.981, S.E. = 0.039) wenvniinisuarwmenuwlanil
Srdamadeuinseuszaunisaiinvieadien (B = 0.950, S.E. = 0.041) wavvimthiduiuusiunansuisdau
sewiemsvieaiiendalaialndiulszaunisaliinyioadien (B = 0.853, S.E. = 0.037) @oAARDINULNEUNVDI
Baron and Kenny (1986) ﬁiijﬂé’hLLUiﬁ"uﬂaNéfaﬂﬁ%wﬁwaL%amﬂsiaﬁ%qéhLLUié’TuLLazéTaLL‘Uimm HASNSAINET
azviouinnisvieniivandddaialadiiuvnuimddglunisdaaduliminniswarsmanuwdaninivay

aieUszaunisalinvieaiesnindanariinuaunduigeuluiiuiouunsen

A9 4 HAN1SASIEVBIAUTENDUE U U

FauUsurls (Latent Variable)  #%30 (Indicator) B CR AVE nsulamna
LIFE CE 0.883 0913  0.794 ARBTRLIT]
ALE 0.902
UA 0.885
NOVE ™ 0.851 0.881 0.662 NLLNEN
CR 0.731
BA 0.838
SU 0.827
TOUR ED 0.802 0.877 0.664 WULN U
ES 0.793
EN 0.848
EC 0.817
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NaMTIATRsRUsEneUdEutusinsed 4 wuih faveusazsudsiiddminesddsznou
(Factor Loading) ags¥nin 0.731 - 0.902 Fannniunas 070 wanstenudenndeeintiarelaswEsns
ulsluusiasdid stefuds Lifestyle Destination Tourism, Novelty Seeking Wag Tourism Experience
A CR = 0.913, 0.881 way 0.877 AUAAU wazdlA AVE = 0.794, 0.662 way 0.664 Sannnnaeas 0.50
(Hair et al., 2019b) Faagulfideyafimnuisansadeaenndes (Convergent Validity) aglusziufivmnza
dmsunisieseilueaaivesiely

dwd 6 HAN1THATIERLUNAAMUENTUSTEMY  dlauonan1sTiaseilunaaunisiasaasng
Bsenin (Structural Equation Modeling: SEM) Litofiansaundviswanianss Svibwamnsden uazdvibnasiuved
fudsluluma neurmanuaunsalunsesuieauuUsUTInTessakUsay famns1ei 5

AN 5 NANITIATIBANNFURUSITIA M0

AuuInY AuUsame DE IE TE R?
NOVE LIFE 0.897* - 0.897* 0.804
TOUR LIFE 0.981* 0.853* 0.981* 0.862

NOVE 0.950*% - 0.950*%

nanSeTgiauduTuBamevesiauusluliea finsedl 5 wudh msvieadieaddlafialad
nswanenaawlaniul waslszaunmsaiinvieadien Snuderuduiudideuinsetuesaditudfynsada
sz 0.001 Toefie R vesmsuanamauudanlndiviiiu 0804 way R’ vesUsvaunisaliinvioailen
Wi 0.862 uansiwulsdaszanunsneduteanuulsusInvesiulsmulalusyiug

definsamaniagouanuAgiunuin  maviesiendsladaledisvinaidauindonisuanm
auuUanival (B = 0.897, p<0.001) wardeUszaunisaiiinviondien (B = 0.981, p<0.001) aehefiiaddry
eadd warniswanamanuslanludidvnaduinseuszaunisaltnvieadion (B = 0.950, p<0.001)
wazvimidusuusdunanaunadiu (Partial Mediation) sewinsnsviesiisddslataladiuuszaunisol
nviesdien (Indirect B = 0.853, p<0.001)

lpaansaesuiganuduiusida g liegnzauuazegluszAvas  aenndeiuwiAnYes
Hair, Risher, et al. (2019) fiszyinA1 R gandn 0.50 wansisluimadifinnuudanssuazannsasinungld
némlagasl samsinsziuiiui msvieadivadslanidladdsmalnonssuaslnedonseusraunisalinvioadion
runswenanewanlil - Ssegvieuitivieafindiifizuuuunsvieadismlladdladianzeu  Shuamon
anuulanlniuazdszaunisalfifamamisersuainnd uidedumslufiuiiveailregsouunsin
NIUNNUVIUAT

dsduazanusiena

nansidelnesnandidiuin maviondiondslaialadddviwariamemsaasnisdeudenmninuszaunisal
vieadier Tnefimsumoneuuanlmivimihfdunalnideulosddy il fundeuiidenfanssuuay
ussMAdsaenafasusatemowu Shifansiidudin Maleul wavannnanuszaunsnildfntddu
Sy AdeidldagUuareivmenansionudssdusing 4 dwieluil

1. HanFIAsIzidoyadiuyAnaveIneuLUUAsUAINMARI NI drneuluuasunudulg
Junquangulviimendgs angsewing 26 - 35 U dwlngifianiunmlan wasaunsfneszaulsayaes
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Uszneuennwiinauuishiensy Sseldiadeseifeustyring 15001 - 30,000 um fmevadnivajineunfou
grunuunsauudiegsiesnisads neloumfumanniomdou faldaeronieglurasssun
501 - 1,500 U WeFnssMIiesTdlnguuuusreydy uariagusvasimdnlumsiumenvioniivide
dladhenm Wuay uaglfnaindouluiiud deasviouuuiliinvesinvondletsaludilviaudidyi
Usgaumsalilazavingran aiumannninsusinaing (Pasaco-Gonzalez, 2024) UagHaN1TIATIEN
sfumwARiunUT thvisafieadimsAniiusienniudsedluszivinn Tnslemgmsvioadiedslaialag
edamalaonsiensuaananuuanlviuasUszaumsalinvieadisy  uandliiuhmsesnuuuuwdsioaiion
Taenadostusadouuarifdinamengu wtsadanudssivlauasUssaunsaifiandwnsensual
aonndoetuLLIAnLATYEAIUsEAUNNTAlYes Pine and Gilmore (1999) fiNasiinme1vesnTviesiien
Aeannisiidruiamesinveadioiiilussduensuaiiarqunionm

2. wamsnadeUaNLAgIuil 1 meviedivadlaidladlidvinadsuindonisuaamnenuutanivl
gosinvieuiion Femneanudn Ynveaiiedfilieud fyduiadin n15eenuuy wasusIEINIAYeN
widsvionfisifiondnwalianny szfuualiugdlunisuamenionssilml 9 Ausnssondinuszdiiu
naidoiimonadesiuuunfaves Lee and Crompton (1992) fszyhmnudeamsasuantvsifuusagslandn
Tumsipumsvieniion uazaenndesiunaNsANKIYes Kim and Kim (2015) #iwut msuensensuvaniv)
funumddglumsimusmginssutinvieadion  Tnsusfinvioadienazdaudionelags  wimndiuualiy
wanomanuuanivigefoadeniiglinduanBous uwirlufunuwdsioadsmadonlmiu erouaues
AnufeIsUsraunsaifiuanen fudu wazndnuiineniusin Saereuliiduindnieadisandui
Fosnsmsnszduanaslu o egiawe

3. waMadouaNNAg LT 2 mavieadivuddlaidladiianinaieuindeuszaunisaiiinvesiien
vosinvieaiisr waddeinandiifiuinuiumesundsionieafioonuuuliaonadosfusaionuasiidin
anengy  aansnaieUszaunisaiiienduaraiuguamdalalituiindeuldlasnss  aeandesiu
mnAnAsgRaUszaunsaiues Pine and Gilmore (1999) ausinmsvieafisndeszaunsaiiinainnis
fausiumeesuaiuagaunssnmueuilan

4. wamsneAeUANLAFILT 3 MsumuneuLanlmiivinadiindeusraumsaiiinviondien
vostivieaiisr Faandiifiuingilnsuaddn q uazndrassianssuiliduing avansoaiienisivd
Usraunmsaideuanuasinanugulumaiiuniddinnndt watiaonadestunisinuves Huynh (2025)
finuieuuanlmivazussoniafiinaulafinadeaunimvesssaumsaiuaranusdlandusnideu

5. wansedeUALLATILT 4 mIuamamanuilanivavhvih A sfunansserinansyisadin
Fslaaladiulszaunisalvesinvioniienegeivoddaynadn Tnedvsnansdeuiiiing uaziauin
msviesfledslaaladlailidmareysraumanifsmmansahiu  uidsenseiuliAnusegdalunséum
auudanival  Fadududsddgivinldindesfisniouszaunisaiidndauseiinuameensunininiu
uaiteilaonadostuinasimansaeusuUsdunansues Baron and Kenny (1986) fissyidauusdunans
FeauansdvinaaindiuUsdunazdnanoiiuusnuegaddoddgdaduluaudedmunnnuszang
TuriAssiuenaniifseenadoiunanisinuves Nguyen et al. (2020) #wudn msuansmauuUanivel
Hutaduddfidsmaidaundenssvd Uszaunisal uazerwiowelavesinvieaiion Tnewdlotinvieadien
#sunanssdudennuudanin warlidues asilugnisussidulsraunsallugumesintusgtediszuy

6. HaMThATEiALdLTLSTIE e uandidiuiranuduiusssriaiiud sudsieans Teun
nsviesienddlaialad  nisuansanuulanivy  wazdszaunisaliinvieadion danuduiusiBeuin
Tussduguuasiiteddymeedn Tnefidmtinunasgiuegsening 0897 - 0981 Fadulunmnasives
Hair et al. (2019b) fifmunin Arauduiuginndy 0.50 wansisradesloadaninlufimmadeadu
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annsoeduelih  msvieadieadilafialediiunumddlunstundeulszaunseiivieadieriunseuiuns
wansmaruuantyel Tagenduiusionmsuesmedonii@enlostusgaduszuy ndnfie nseeniuy
widwioafinliineuausesatouuariiTinamzngy  whensequlitnvesienfnauaulaluddml o
Fahlugnmsaassaumsalidadnmeiausssunayensual denndesiunuideres Moon and Han (2019)
Asgyiaunmuszaumsnidnieadisduiusesiiduddytuanufianelauasanufnfsounasiouiien
yuifauinAnues Pine and Gilmore (1999) Mlaueissaumsalinvioaiiuinanmsiidusmvestiieaden
Wemsosuel denu WAZINIEYEY Y

Twagy msvieadlendslaialed f8vEwarimnensaasmedousioussaumsnidnviondes Taed
nsuansnasudantud Wunalnddglunisdenlosszritaussgslafuanrvesuszaunisal dnvieadion
fidenfansaunazussmdlsimenndesiusatonduynna shinmusiniidusn Gous uazinanugnity
mssuniUiuTN Y nadnstasToufanthnesmveniimiealildenuddiuanameszaunisel
NNIMsuslnaing i MseonLUURINTILarAINASeITBt DT sTaUNslenzsh
fatouendnuaiiosiuuaiitinvesiuil eadenuuanssnunawienfiondy q esnsedunmnmn
UszaunsaltinviesieuasiaiuaiuaudBumaasvgiauas Taussalusseyem

FoLAUBLULAINNANTIY

1. uddeidlidusgsdninudn  nsvieuiisnddlaraladisninasouszaunisaitnvioniien
Hansarney  tnensuaamnanuwlanidvimiiiduiudsiunaniiiiifedify - Seheelune
woAnssuinvieadieagelvaifiliruddyiusndnuailazamamaszaunmsaininniinisuilaeing

2. malifeyadsUiinamazmsfnyiluiiuianzonadiliasiouliiveorsuciuagauminedein
yosUszaumsalmsviendisalaegisasuiiu sdsiinnsesuienaluriunvesunasvioaiis sy

3. {UsgnounsmIsenuuLiansT  UssemAnsviesfivafiiunuulanlyuasSndnualuesiiud
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4. mhsruiiAsfesmsysannsanusudelunsiauniuivesfieniassassdliaonados
fulaftaladvosinvioniien Feaslugnisensedunmuamdszaumsal umnugniusionudl uasdaadu
anuiiureumamisaieluszerem
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1. Asdfiududsdumadnuensual Wy anuaynautennumAnnay  TugusiuUsds
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2. maipuifisungushednduiufidiondvied uatnsassdty  eBusuauaenadeomadng
Tuusuniuanseiu

3. mafiumaivieyadgunimdienisdunivaliednintesiisndediidulddudeluiiud
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Abstract

This research aims to draw lessons from the operations of pilot MICE tourism communities and
analyze their success factors to propose strategic guidelines for sustainable development based on
the BCG Economy Model. This study employs a qualitative approach through documentary research.
Ten pilot communities in five designated MICE Cities were selected via purposive sampling as case
studies. The researcher utilized Thematic Analysis to synthesize data by coding MICE operations,
classifying codes to identify success patterns across areas, and crystallizing them into three main
themes: MICE Product, MICE Management, and MICE Marketing Promotion. The findings indicate that
while each community possesses distinct product characteristics based on its local context such as
Wellness MICE in Chiang Mai or Eco-MICE in Surat Thani, there are three key common success factors:
1) the possession of a unique and distinctive MICE product; 2) a strong management mechanism
supported by a mentoring agency; and 3) a clear capability to link with target markets within the
MICE industry. Based on these analyses, the researcher proposes four strategic guidelines for
sustainable development: developing BCG-driven products, upgrading human capacity with
sustainability literacy, creating marketing channels that emphasize sustainability, and building

collaborative networks within the BCG ecosystem.

Keywords: MICE Community; Sustainable Destination; BCG Economy Model; Lesson Learned
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Tugmanathmsnemugnsaansnisdaaiuves TCEB iloadsnuannsalumsudedu (Ginaudaesy
N59AUTEYNLarinTsANTT (24ANITUMTL), 2566)

@il 3 wadwsuaznansEyuAidedy Aetmneuanemsweamisiiaun Geazvieuniudisalugy
LuvresLsWinaisludididu Aawnsaadiaugavemalsylovinuuuimvedinaaiasugia BCG
siiluifiesugia deen uardunedon thlugmainmeiiuosiauiuasdoiaueiusdmanms esznaude
nMsieseitadouiseudia Wevnauswnufianauasdoiausuuzideulsuedmiunsuenenasiely

Tngnsouuurdadanunsniludszgndlfidusunutlunsdnuidelovsuas s iiuisu
Inensldngufseuu (Systems Theory) Lﬂuimqa%ﬁwé“ﬂiumsé’mzLﬂﬁmsﬁaaﬂaLaﬂmiﬁms%’mﬂisma
Tidumnamsiineu (Systematization) Helsifidsanansaysannsulonessiusmmadhnfudiumsnens
sesfuitudl (Macro-Micro Integration) wazyibiuewdiu "nszuIun1swlszy’ (Transformation Process)
Adaauin yuvuhdunuisifeguiaunaiayadifivedisls suAnduaudisa Jeheliamise
aqﬂmaaaﬂmL%u%umauﬂ§au,u:]maﬂﬁﬁ’ﬁﬁmmsJmuSummsaﬂﬂUﬁwmﬂﬁﬁa (Practical Guidelines)

2. mafiukazsIvsIndaya

fATesdunsTuTadoyaniendl (Secondary Data) nunasdegahindede Tasiitunoudd

1) AruadIRy (Keywords) fimuaiddgiisniulneuasnivdnguienisdudu
ogaATOUAGY WU "gmiondielud’ "MICE Community' "BCG Model Tourism' "nisvieaiietagnadist’
"Sustainable MICE" mudlﬂﬁ’u%asqmuﬁﬁ'mﬁq 10 uvis

2) Aududaya anfunsdududeyaaingudeyaiviniseeulat uledveamiienuninady
LazesAnsiReItes uazedsdoyatnansiindede

3) susaudayavnlasinisiises fIdedndunissiunudeyanisgianiena1ssigay
aunan1saLiiueu (Project Final Reports) Wawtena1susznaun1sdnnanssuvedlasanIsnauIguyy
vioadiorladlu 5 ieslad@h (g vaud aregiond Bodu uavvouuiy) Tewhdeyafiunstuiin
HuanednualdnusiAvaiunssuiumsianndnenimguey sUluuAanssunsvisadivafildfunisesnuuy
(MICE Itineraries) uagnan1sUszidiuaumioslunissesiunanlud evudinnesiidommudoifionss
Asnglutenans

4) Annses Uszfiugaunn uazasdvdauAMuLBetievasdeya tenasiiduduldsiudy
Joyaunaruniseunnuszaunisainsiuiulasinisthses AnnsowmunaeinsAnien (Inclusion Criteria)
iy Anuietestansaiuideide mnudutiagtuvesdeya (wounsluma 1 - 4 Yikuan sndfulenans
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Banguiifiddn) uazarunideioveuvasiion Veilileanead (Bias) andeyaseulafienadidnuos
Junslavanuszanduiusifissinuiies fidelduszandlinisnsinaeudeyawuvanudinudeya (Data
Triangulation) Tun1saeumuaNugndetazaNd@ennsas (Consistency) lngnsiuseuliisudayaain
3 undmdn loun 1) deyausznduiudandedsaussulatuaziuladvesyuvy 2) deyaddivnsuas
senumsUszifiurafdumsnisinnenunas (Bu TCEB avwm. nsunsvisaiien) uag 3) deyaBesying
(Empirical Data) :1nUszaumsainisasiiuiidiiulassnisihdes ielidulaindeyafiiuinseiasiiou
auduatauasiinnuiideiiomaininisgegn
3. M3ATIvitaya

iilimsinseiidemmunin (Qualitative Content Analysis) iludosiiondnlunmsiinses
foyafisrusuld Tnsfnssviunmsieseimunseuuunaiinmualy feil

1) msfavanevyoya thipyaanenansismunudaanavyuayiesesinudfnmaidua
3 gy firmuslilunseunuidn ld wandneilud (MICE Product) nsdanislud (MICE Managerent)
wazn1sduasunIseanlug (MICE Marketing Promotion)

2) MFIATILVLANASE (Thematic Analysis) §338Uszgndlinszuiunsiiasisiiiuansy
PALUIAAYDS Braun and Clarke (2006) Wiedaiaszvidoyaninnsdifinu 10 guwu TasBuannisimun
siatioya (Coding) AReadestumssifunuludlulifang q sniwhmshuunuasandusainnuduiusiy
dleAumuuuusy (Patterns) vasaudafiusngglunansiiud uazanudnifuuniuaiss (Themes)
vdn 3 ¢ ldun dusdnfasilud sunsdanislud uazsunsdaaiumsaanlud Wevsnduasei
HudadouisanudifauaziummamstuiedoumuingUszasdniside

3) MIAAMULALATUNA thuanmseneginaumninnusandenlonnuduiussewinegs
msfdunuuartadowiiniudiia Wolinnesidu "sUuuumsiuiunuvesuvuiesfleludadsdy’
wagiilugnisiaus "wuamemsduiedeudnagns’ Anouiaguszasduesnsidelutunougeving

NANISI8

MnMTnTiienasfiistesiugusuriondedludinges 10 wisly 5 Smialuddi aunsednmed
sUsuumMsAfiua Jadourisanudda uazanurimieldsedl
1. NMNUMILAT MIdayaAiuInusantaus LA uiidZealudias

ngamnumuaslivsgleniannanuniendulasadisiugussduainalunsiaugusy
vieufiludifloairsuszaunsalfiuandng Tneflaessuuuuiilanisude MICE @einauazmiuiuiiaveu
podeay uay MICE WeaseassAkazusnninusssy

1) guvudsuenzdt Wuiuwuutes MICE @ilnauazanuiuineusedny (Eco-MICE and
CSR) Tedinalnnisdanisuguuuuiasetnernusiuiionnanenindiu. (Multi-stakeholder Collaboration)
elalAsin1s "OUR Khung BangKachao" %aﬁgaﬁ%ﬁaﬁmmL‘fJumeé’ﬂiumsﬂizmm'}uﬁ’wm&mumﬂ%’g
LazlenTUNT 100 89ANS temsNaLNTidonndasiuthmnenswauidEu (SDGs) (yaildTeinmn, 2562)
wAnSusludilaniufo Aanssuiiedsay (CSR) Adumsoyindaunadon wu msadishevzasi
uarRanssufuiniefideslesiitinuns (SCG, 2568) Mumaman guauldtunisdaaiulasmssndinegy
duasunsdnusyyunasilnssans (TCEB) lugruzaniufidafanssumewiiauay CSR fidndyvesngammwg
(padmsuimsmsimuuifiaiiomsviondisnasnedsiu (ewn), 2564) egndlsfinn auhvnendnie
mMsdanisransenududanedey Tnsmmstymeszuaranusidulunmsussdinlaauaunsealunsseasu
sl (Camying Capacity) agnadiuszu (esmsuimsmeimuninifmsitonsvieadiagsddu (awn), 2565)
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2) guyuamAtey WiauesUluU MICE WeasnassAuazusanyeinmsssy (Creative & Cultural
Heritage MICE) Taeidudnmilsvedasims "druadsassdaignge Mundeulpsdiinauduaiuaswgi
as19as3A (CEA) Fvimihiidusnanadeslssznounsulmisuailusavudafu (Creative Economy
Agency, 2021) wandnaitudiinnulanaulugiananiauesniuuniavmne (Bangkok Design Week)
Feflnsdaenun B5nde wasinssanislufiuiififiondnual (Unique Venue) wu Tndarsethulusas
(Bangkok Design Week, 2023) mimammﬁawﬁwaqLﬂ"??aszhEJQ’UizﬂaumﬂuﬁuﬁLLagmﬂﬁi’fﬁaé’muaaﬂaﬁ
Bundn (wadun Sundla, 2565) audimeiiddyfe wansznuInnIRUAsuLUasiiulhduny
(Gentrification) ZsdsnaliAnafifugedunazadrausainaduredagendedaiu suoiahlugnsgade
dndnwalvesiTindusunudAvesduguvu (Tana 2edansing wagnsass ITesuszing, 2564)

2. JWINYAYT N198519U5EAUNTAIETHIINGIUNBATNTTUUAL TAUSTTU

Tugrugaudnansveauaimunfiasaany fuesen (EEC) vaysliiannyuvuludiioains vinwy
ANNEIUTOTANTIOUE (Soft Skills)" 1'71%1'&La'%mmwé’wzﬂmmLﬁaqqmamnﬁm (UMINYeNRRE, UAYE
NS, 2566)

1) FamnagururisuiisalasyuvunziAsuds Wufuioutes MICE Banunsuazgunm
(Agro-Wellness MICE) flenszdiuanunzningfanssudsaiisassd suvuinalnnisdnnisfitauudeniels
"Takhian Tia Model’ @sasinsumsmsimufiuiifieuionisvioniisregedsdu (ewn) dhand
unumddlunmsnsngunsiauuuuiidnsin (edmsuimmmsianiuiifiasiienisviondes
pen9daBu (evm.), 2563) nansaueiludnlasunnudouie Wumetludnseu 100 @ AugiuasnieU
fifendasiundndamianuenin (esdnsuimsmsinuiuifieuiensiendisrosnsdsu (ewn), 2565)
andSavesmaulFFunsiuiuaingata PATA Gold Awards 2022 uduedesiienisnismannitdrdey
(PATA, 2022) a8ndlsfi BudBIRByfUPmTMETINUsINAdluNM v esiufignamnssilumn EEC
Feodsuansznusoiuiinumsnsslusvezem (esfnsuimsnmsimuniuiifimauiiensviesdienegnedsiu
(@Wn.), 2563)

2) guvumaadulumanud hiaue MICE Beinusssuazyszaunsaionumiu (Cultural &
Nightlife MICE) Taedl "wusuduaiunisvieaiioalasyuwus’ 1Wunalamdnlunisuimsdanisauuauiiu
Tunnfuians (naviasuarelng, wUy) wandusindnde nsueuUszaunstinuisiousy
Tuusssnediougn FauBeuspuailiiy aouidnmuiddia (Living Venue) fumndnsainnisdnau
Tulsausy (Readthecloud, 2562) yauldunisdaaiuan i lugiuzsunamieaflondsinusssuiiddny
(Msvioaflouissendlng, 2565) mﬁ%’a%ﬁﬂﬁaLLﬁﬂﬂ’Jmﬁﬂﬁaﬁéﬁfﬁa ﬂﬂiﬁﬁfmqﬂizméﬁsﬁmwﬂumi
"HUEU TN %ﬂﬁmﬁﬂﬁmmmmﬁﬁmmL%q‘wwﬂmsﬂﬁagﬁlumauﬁmmxam (739 QU DAY WATAE, 2563)

3. Janinweslnd msenseaunidayaundiuun gaatn MICE urunvia

Fodwiliaaudsnunumeausssuuasnineinssssuvafigauanysaflunsimun MICE iy
Uszaumsalliednauguamuas Jauss sy

1) guvutwlsnasle Wudiidu MICE @guain (Wellness MICE) Tnefinsuimsdanisiu
sUnuIsmiagmuiidiudauagldsumsaiuayuan ewn Tunmsnessuulildinmsgiuana (esdnsudms
MR ion v Tienegnadhiy (anm), 2562) ranfauemiduldvanie BindeU "unnendy’
Fadumansvninduunluna mudiuinssuduaiuauamdy q @ihnueuenssumsguamiieni
(e%), 2561) Foidvavesunildunsiuduanisiagaamnssuvioniioalny (519¥afud) nanvasiedeou
(s1e¥agramnssuvieadivllve, 2564) uonantvumussll nesuatainmsyuy’ fagieudsnalnmanszane
nausyloviidusssunarainannudBumedeny (quiinyueimendiuss (esdmsuvnaw), 2564)
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2) yuvulnAeiosaaaniie tiaue MICE Befausssumfnug (Ethnic & Cultural MICE)
Toeil “nananie’ way "nquvefilnde’ \ugudnasmsians (esdnisuimsdwsuamanie, uU.y)
wanAuiludaiunafoudinunadousuantinensslnioussnevhidndeunein (Rfissiuduguun,
2562) ognlsfimy  yuyudalanuvimnglunisvengtemnanisnainiinnguidinay MICE lnense
wazsludosimnatasiedeanshavalsiiussavsnmunniy @nd vAse wazeme, 2567) Usslowiven
Arpildsuiaiiluinisduauusanmeiausssazamunanilalusndnual - fenavhmedid oo
nsdssiegideynndgeengdausului (auddsasufaunTnseninelsema (esAnsuma), 2563)

a. Jdagmugiond nmiiausauinAaTansuiuasusaninanssu
arugiodiaungueuluduuilafoduianssuadufiadsaudndsliuidnifumdiyming
NNEeng

1) FawviRayuruwisaiisnBeyindaasdiesans (usuuuy MICE Welinarassuazihuoiay
(Canal & Mangrove Forest Eco-MICE) i "audmseudpiithygnitutin iugudnansianssu Taglésu
msauayuan aaa lutissudulasans @rfnaunesuaivayunsaiaaduquam (aaa), 2560)
waAnfasivdnde Aanssufulafsuay CSR Wy nsdesdorugluadiuan wasnsugniheiau @idnay
duaSunsinusyyuuazinssans (eadnisumvy), 2564) guvulasunmsussanduiusan nvm Tuguy
Wiawiaadien Unseen New Chapters (nsvisaifienwisusyimnelng, 2566) anusimedinudenisdnnis
GU&Jzﬁmmﬂﬁm/iaaL‘17fmLLazmaﬂizwumizwﬁnm’mmié’msmqSaﬁl,ﬁm%u (adgn1ud sIueen, 2553)

2) TevinvyuvuthunaBEes thiaue MICE @eiansssuiniviamasnisBeudityadu (Sik Weaving &
Muslim Cultural MICE) Taefl "ngumeitunuFes Junalntuiedeundnuazléunsatuayuain
ATUNITARUIYNTY  (NSUNsWaIIYUYY, 2565) Nandueiyudunguduwuiinawadndiuiindey
"nsneflnnuBer ARdhnldadioufiRels (quiduadufaundnseniteUsema (eadmsumiaw),
2563) i lvmuiFesasdudud OTOP uarldfunstunadounndndnuaidaisdmegiimanslng
(Thai Geographical Indication) Sufuiresiionsaandiddry (FudansaumevtoulnuwasUssunduiug
nsuvsioulny, uUY) uslufifvesanssulud gurudiansdeasuazmsaauininafidanuiioda
HAM mmﬁnmaﬁimpjﬁqmﬁa nsdunengiidayanisnerigausulug

5. Janinveuuny n1sazvisudndnualdauuazuvasiteuissaiinegaaalud
veuunulugiuz MICE City gudnansvesnanzusenideanie lewamnguvuludfiazviou
FaussnviosdunasiiausuvaSeusitiondnua]

1) FawiaueuRanlauand diauo MICE Suilihnwesayiisauiamaty Riverside & Modern
isan MICE) Tagsimsdansidunddusuuuviamiagusunaslsunsafuayuaindrinnuiauiguvy
Jrdaveuwny @ninnuimugusudminveunny, 2565) wdnduiivanie nMsdnUssguvuiabnuay
Ranssuenvine 1y "msdesdeiulssmuomnadulusiines wasdindeurhuieniguiy Ginnududy
MsdaUszyLaringsAns (esdmsumaw), 2561) ywvudunsinlunguidanuriumsdassuvedlasnis
wpuiu MICE City' wazmsadaedetnetuumimendouaslsmenaluiiud @innuduaiunisdauszau
uazingIANIs (PIANITUMTL), 2565) AIUTITMEEIAYAD MITANINSNENTINLAERANTENUAD RN
Suilausid Feaonndostudoyaninasdnisuimsdndminvoundy @Uy) Atlddudusanadusio
A mtluEWMeIVANBMAGIY TINIAGAATNTIL INERINTIL aENSUEeRaTesNTY By
Fosfinsnaunuuasdanisuuuysannsssiugmudy 9 saendtitea s

2) FamhayuyuvisuiisauazFeuiuwilaluand Wudediwes MICE Wessdlineuas
sEeu3 (Geo-tourism & Edutainment MICE) @il "gmenussdivouudu’ Wumhenunandunisussanunu
AUNNIEI UNESCO waglasunisatiuanuminin1sannsuning nsssal (2efn1susmsaiudavinuauuniy,
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2564) WansaueidaunguAnwignuiuianssy "nsdumuseslaluas uazdsndey "yavleadadiaes”
(nsum¥wennsssd, 2566) msldsundnduiiotunsdeulilugneussdianvesgiualn (UNESCO Global
Geopark) faidudosdionanmananiinsmdsiian tesnseiuiiuiigseduumned (nsunineinsesd,
2565) Hhladdyresmsinmsidsdufie msadsaunaszying "mseysny’ uwndaoatatiliianansanaunuls
U "5 iUsElen” LﬁamiviaﬂLﬁaaLLazmiﬁ‘aui (NSUNSNBNTESE, 2564)

#5UNan133e

IINNITIATIZANTMANYING 10wt wuIrdadewrtsaudnsaluladuiissnistudunsauwuiAniy

'
=

wildunisduny "nalnigedn’ MvibinseusuiAnuuinludn1sujiflaese dadussdmnulniiinlug
v dgj

Torauouuzdanagns Tavanunsoaguarudduasiminvousastadel s
1. fnunaasinailug (MICE Product)
wamsAnutimdudodunulmi dtafies "Fuyumelaussaviesssund’ lifismede
ATINANSY WiFpenUNSTUILNTT "adeassAnEnsniSess' (Flagship Product Creation) fidaauiiesnils
vidoansegrauazidonlosiuling BCG Jnavannsafgananaludliaie ndngrudeuszdndde quvutiuls
nosBsitlillfuneTausssuduuinuuning q udlizasie "gidgyinsuanendy’ aunaeludud
Anannandn uansnsnyuruifiagelniadainussauywilunisdearsnisnain
2. dun1sIanshud (MICE Management)
tafuiiodu "Jafefifiwiinuiniian’ (The Most Critical Success Factor) o diSauas
audsuresuvuluiuil 5 Swinluddd winguadvayuie naUFeudieussuinanguyusuid
"mhenufidss (W ewn. vie nsumineInsssd) resrifuguaiasgIu (u guaunsReude wargnety
sflvounny) wuiiianuaansalunssesiunauesansvuslvauazdanuserdodumsduiunugeniy
ndummuiiuieAeoulasunuihifissdivesneditoddy defunuiinh ssuufidesuaznisdanisnuensgiu
TMVS" Aenauadfyiiuasy "widsioadeayuwy’ Wnaewdu "gevngdanemislud’ foendn
3. gunisdaasunisnaiabug (MICE Marketing Promotion)
Tuduinanisifenuinisiiniseaeiiluiuladeaiifsldneulandaaraludiiify
"meenleaedotns B2B' (Business-to-Business Linkage) AnudiSvesyuvudsunanziiuarfanlouaind
LilfAnannslavandsineadienedes widsannsnduiusinstulsusunazosdnsluiuil (du
unInendeveuniy) Feimihiteugndilresvasitate uandliifiuinlununvesludyuvy "usiing
M19g3Ma" IAnudAgEInndT "uuszanadlavan’
wiis 3 dadeasvhauaenuszauty uddunisdanisled Tnsaniznisiinalaiidsuay
wwsgrumsuims uledeiiavisnagean wssdusinguimiilvdnsusiinunwasiuasaiamnudesii
Tifnnsnatandninldiaueis mawiansdanisia wiindndaeidunionisnand Aldaisnsosnu
grugnantudlussezenile
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aAUsIgNanI15IY

o o

M9 1 wandliifiuinanudidavesnisenseduyvuggamneuanemsludiaudenloseeaitediiy
fumsUszondlilnnaiasugia BCG Tu 3 duvdn sundnsiausilud arwdieegiinisuussuaunindse
WaNLATYENaTINIM (Bio-Economy) wazlAswgiadlien (Green Economy) Tinaneidu "winsdnai5ess’
ffaeu Wy yeuthlsnesdaienseiugliiygmsunnenidy vioyuaudsunaneidfiyaaeiuiu CSR
Bsouiny fumsdanislud wuhnalansuinsilussuusesnmsiimbsnufildsselhindnasgia
ey (Circular Economy) snusulfaufinuiasgiuuinmsiiundede dinsdvesguounzifouie
sunsasasunMInaalug fensly "maur BCG' Wugaueddsy (Unique Selling Proposition) Wiodeans
luamandmuneriiun1ssusewnsgIussavaIng

KansAnwdaenadoatfuuuAnmsviondidlasgumu (CBT) wee Prakoso et al, (2020) sz
uinnssumadsaunaznisenseduninsgududssududmivnisegsenvesyuvulunainaelng
WidsinsAnwigunuiisdsde vSunvesmsdanislud (MICE Management) #e3n15u1nninany
"Jureswi® (Authenticity) wuusadia namie feainsnay "anuiduiiear@n’ (Professionalism) wld
Tunszuaunsdanisenauuuidou Fsduduinailues BCG nldldldidudionssua uwidueiesdle
Banagniiteidonlodndnuaifedudruinaspuanalfesadugussem nemsitiinimihiduaion
FuiiBer’ (Blueprint) lun1sufiase TeeFliuuumanmsuussudumuyeulidundnfasiyadige
mavdn BCG mugiunsaiiessuusimsiansunsgiu Sshelivusuannsasnsdudaniuaansa
Tumsutsdunazingniiludssivannalsognsiunauas i

aglsfinny iunanseudiGasainaranuimngusudundayiuauymesan (Common Challenges)
fiddy fie Jgmvesinsewingdy (Intergenerational Gap) ?z'faaiqmaﬂiwuﬁamsﬁ‘umamqﬁﬂzy}zyﬂé’wﬂu
seNATYERITNI wardamuausalunisinmsuey (Waste Management Capacity) #ifadudodnin
Tumsussquihmneimsugiamudsussvanysaliledessosiuinfumngilvy  mswannluszozdsly
Fapsjutiumsatunalnnsiduiuvesauiulmivasnsamululasasiuguiuaunedoumugiuly

YorausuuziBanagnsiianisensziuyuvugauaneUatenidlud

iieliysruvionisrannsadsuinugnindugavmevaremsludliegadidnenmuag dadu
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wamsmstulndeudinagnilasfalestutladowiseudiia 3 du wasdelausnusiBeuloe il

1. Fundnsausilud (MICE Product) nswarutuszaunisaliiduinfsudieTuia BCG

yuruAIsRITINIINATTNaueAInssuvisafisiall lugniseenuuy "Uszaunisallug”

fineulandesdnsuazaiiamansenuieinegiaduglsssu Tnsysannsndnns BCG lulusnedniasi
nanfe 19 "eswgiatanm' Wugulunsahayadnfivangitdyywiesiu wu meimuivesiisyan
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wasassalvl wagld eswghedden' Wudhwinglunisiaunlusunsuausuiinveusedan (CSR)
T ndunseusndfidany mehrutzteaiumuwnniauaznevausdasnswiossinsiigesns
JnRanssuiiaenndesiudmunensianniidadiu (SDGs)
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Abstract

Despite technological advances in electronic payment (e-payment) systems and their increasing
relevance in modern economies, many consumers, especially in countries like Thailand, remain hesitant
to adopt these innovations. This conceptual model emphasizes the necessity of addressing these
psychological barriers, especially traditional and image barriers to E-payment on alternative attractiveness
and intention to use by presenting an innovation resistance theory that interlinks psychological
resistance, alternative attractiveness, and intention to use. Finally, the findings are intended to inform
not only academic debates but also strategic practices for both fintech innovators and policymakers
seeking to drive inclusive digital transformation, and it offers recommendations for research design
aimed at facilitating and accelerating the adoption of electronic payments as a mainstream payment

modality in the future.
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Introduction

In the digital age, financial transactions have undergone a profound transformation, with e-payment
systems are emerging as one of the most innovative and rapidly expanding sectors in the global
economy. Electronic payment (E-payment) has become increasingly popular for online shopping today.
E-payment is an essential part of e-commerce transactions, including electronic payment for buying
and selling goods or services offered by organizations over the Internet (Sindermann et al., 2021).
In Thailand, cash remains the dominant payment choice for most Thais, compared to e-payment.
The proportion is 66 to 34, with Thai people typically using cash for daily consumption and expenses
(Bank of Thailand, 2023). This transition toward digital payments promises a multitude of societal benefits,
ranging from increased financial inclusion and convenience to heightened efficiency in financial
transactions (Rampton, 2016). Despite these advantages, adoption rates of e-payment systems do not
reflect their technological potential, especially in developing contexts such as Thailand. This gap raises
a critical question: What are the unseen psychological factors beyond technological access and
utility that deter individuals from embracing digital payments? Security concerns, risk perception,
and conflict with traditional practices are emergent themes in scholarly and practical discussions
(Hayashi, 2012). Adoption rates could rise if these psychological barriers can be addressed systematically.
This study, therefore, aims to identify specific resistance factors to guide practitioners in developing
strategic interventions—such as trust-building campaigns and user-friendly interface designs—that mitigate
consumer conflict and facilitate the transition toward a more inclusive and resilient digital economy
(Ram and Sheth, 1989)

A previous study found that adopting e-payment systems has largely centered on the technical
aspects such as usability, security protocols, and perceived value (Laukkanen, 2016). Theoretical
frameworks like Innovation Resistance Theory (IRT) shed light on the various barriers, both functional
and psychological, that inhibit technology uptake (Ram and Sheth, 1989; Claudy et al,, 2015). Functional
barriers tend to focus on tangible issues like complexity or lack of perceived improvements, while
psychological barriers are more subtle, relating to habit, tradition, and perceived reputation (Joachim
et al,, 2018). Recent studies have confirmed that a negative image or perceived incompatibility with
prevailing traditions significantly dampens interest in e-payment options (Laukkanen et al., 2007;
Mani and Chouk, 2018). Simultaneously, attractive alternatives such as cash or other digital wallets can
sway users away from adopting new platforms, even when such platforms offer superior functionality.
(Colgate and Lang, 2001). Alternative attractiveness increases intention to use; however, alternative
attractiveness, affected by resistance barriers, decreases intention to use (Lee and Kim, 2022).

Unlike previous studies that predominantly relied on the Technology Acceptance Model (TAM)
to explain adoption through functional drivers like perceived usefulness and ease of use (e.g., Davis,
1989; Venkatesh et al., 2003), this proposed framework shifts the focus toward 'resistance’. While TAM
assumes that positive attributes lead to adoption, it neglects the active resistance caused by psychological
conflict. This paper particularly contrasts with (Laukkanen, 2016). who examined barriers generally,
by specifically integrating 'Alternative Attractiveness' as a moderating force. The theoretical contribution
of this study is explicitly declared here: This research proposes a novel, integrated conceptual model
that extends Innovation Resistance Theory (IRT) in two critical ways. First, it validates IRT's applicability
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within the dynamic context of financial technology adoption in a developing economy, moving
beyond traditional hardware innovation contexts. Second, by introducing 'Alternative Attractiveness'
as a key intervening variable between psychological barriers and intention to use, this framework
explicitly addresses the known gap in literature regarding the "pro-innovation bias," by explaining
how the persistent allure of cash actively reinforces psychological resistance to digital adoption.

However, one substantial gap exists in the current literature: Limited research explores
how psychological resistance mechanisms directly influence consumer perceptions of alternative
attractiveness and the ensuing intention to use e-payment systems within unbanked populations.
While some works have touched on resistance and alternatives (Kuo, 2020), the interplay between
psychological barriers, perceived options, and intention to use is rarely theorized within a unified
conceptual framework, especially in markets where banking penetration remains imperfect and
traditions are deeply rooted. This study advances theoretical and practical understanding by
presenting an original conceptual model that interlinks psychological resistance, alternative attractiveness,
and behavioral intention. By situating empirical analysis in Thailand, a country balancing rapid
digitalization with enduring cultural traditions, this research not only extends Innovation Resistance
Theory but also offers new recommendations for developing payment solutions. Consequently,
the findings promise to inform not only academic debates but also strategic practices for both fintech
innovators and policymakers seeking to drive inclusive digital transformation.

This study attempts to answer the following research questions based on the identified
research gaps.

RQ 1: Which Traditional and image barriers are significant in the context of E-payment?

RQ 2: How do these barriers decrease the attractiveness of replacing E-payment and
behavior intentions?

The main theoretical contribution of the answers to these research questions is that they
can provide new insights into undeveloped but critical knowledge in the E-payment literature. This study
utilizes the innovation resistance theory as a theoretical lens to identify a resistance mechanism
to E-payment has not been studied. This approach highlights why resistance to the adoption of
E-payment is formed and explores the impact of innovation resistance on consumers’ attitudes
and behaviors toward E-payment. The results of this study address pro-innovation bias, which is a

gap found in prior literature
Method: Literature Review

Innovation Resistance Theory (IRT)

The IRT offers a theoretical framework for customer resistance. The theory helps in understanding
the resistance-oriented behavior of users. Innovation resistance is “the resistance offered by customers
to an innovation, either because it poses potential changes from a satisfactory status quo or because
it conflicts with their belief structure” (Ram and Sheth, 1989). Innovation resistance theory investigates
what influences consumers’ resistance to adopting technology-enabled new services or products
(Yu et al,, 2015; Yu and Chantatub, 2016; Claudy et al., 2015). Innovation resistance theory consists of

both functional and psychological barriers. First, the functional barrier is an obstacle that directly
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impacts the constraint of consumers; it can be divided into the usage barrier, value barrier, and risk
barrier that consumers may associate with a new product or service. Also, the usage barrier mainly
implies the role of functional usability of an innovation. Moreover, the value barrier is defined as the
perceived superiority of an innovation to the product or service it follows. Furthermore, the risk
barrier relates to the form of different risk types, such as fraud or product quality. Second, psychological
barriers are often caused by conflict with consumers’ prior beliefs, including traditional and image
barriers. Besides, the traditional barrier arises when an innovation is incompatible with an individual’s
existing values, norms, and experience, and may block the adoption of the innovation. On the other
hand, the image barrier could be considered as the image of mobile banking services (Yu et al., 2015;
Yu and Chantatub, 2016; Jansukpum and Kettem, 2015; Ram and Sheth, 1989; Laukkanen et al., 2007,
Luo et al., 2012; McCarthy and Schurmann, 2015; Ram and Sheth, 1989).

Psychological barriers

The psychological barriers to perceived value include consumers' habits, norms, beliefs,
images, and traditions. When designing and deploying an innovative product/service, traditional
norms should be considered, and a favorable image should be maintained. Any compromise or
oversight in this matter will be disastrous for the company.

The current literature (i.e., Claudy et al., 2015; Laukkanen et al., 2007) has divided psychological
barriers into two major domains: tradition and image. The traditional barrier is defined as the
consumers' perception that adopting or using a new product/service will challenge or change their
habit and lifestyle compared to the use of the existing parallel product(s) (Mani and Chouk, 2018)
Despite, the image barrier is defined as the degree to which a new product/service is perceived as
having an unfavorable or lousy image (Claudy et al.,, 2015; Ram and Sheth, 1989).

According to Ram and Sheth (1989), traditional barriers usually become stronger when consumers
believe that adopting or continually using a new or innovative product will affect their value, and
the product should thus be resisted. Likewise, a relatively complex and risky product/service, such
as a mobile payment system, may obtain a negative image (Hayashi, 2012), which will reduce its
perceived usability, benefits, or value.

Alternative Attractiveness

In competitive environments, the number of alternatives will increase based on the marketplace's
principle of demand and supply. This implies that the consumers might choose products or services
that fulfill their needs and preferences. As the market is competitive, the possibility of emerging
alternatives is high, and, as a result, the likelihood that customers will replace their current service
provider is also high.

Alternative attractiveness is conceptualized as a customer’s estimate of the likely satisfaction
available in an alternative relationship. It is a favorable situation to retain the customers when there
is a lack of alternative attractiveness offering (Ping, 1993). Alternative attractiveness is identified when
customers perceive that alternative services have many advantages over current services (Cheng
et al,, 2017; Colgate and Lang, 2001; Jones et al., 2000) Sharma and Patterson (2000) commented
that if the customers do not know the better alternative suppliers, they may still stay with the company,
although they perceive less than satisfactory. However, if the customers know the better alternative

suppliers due to the availability of better service, better location, a full range of services, or lower fees,
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they will decide to terminate the relationship with the company and go to a new company.
When customers recognize alternative attractiveness to innovative services, the psychological and
practical relationship with the current services is negatively changed, and a new relationship is built
with the innovative service (Kuo, 2020; Liu et al., 2016; Sibona et al.,, 2017). Alternative attractiveness
influences consumer decision-making to stay with the current service provider (Colgate and Lang,
2001). Although prior studies have discussed alternative attractiveness effects on the relationship
between affective and behavior constructs (Zhang et al.,, 2023), only limited studies have been
conducted in the e-payment area, especially in Thailand.

Intention to Use

The dependent variable of the proposed conceptual model is customers’ intention to use
E-payment in Thailand. The Intention to use is the customer’s will or plan to use a new service.
Therefore, behavioral intention provides useful information for predicting customers’ actual behavior
toward new services (Venkatesh et al,, 2003), and was measured using the method described by
questionnaires (Lee and Kim, 2022; Schierz et al., 2010; Venkatesh et al., 2003)

In previous studies, behavioral intention was used as a key variable to explain customers’
behavior toward E-payment in Thailand, that are in the initial stage of introduction. However, previous
innovation literature has indicated that customers’ innovation resistance decreases their behavioral
intention (Joachim et al., 2018; Lian and Yen, 2013; Talwar et al., 2020).

E-Payment

The emergence of electronic payment (e-payment) systems represents a pivotal shift in how
consumers and businesses conduct financial transactions. E-payment, broadly defined, refers to digital
methods of transferring monetary value without using physical cash or checks, including mobile wallets,
internet banking, and contactless payments. These innovations are often promoted for their
convenience, speed, and potential to increase financial inclusion (Hayashi, 2012).

Viewed through theoretical frameworks such as the Technology Acceptance Model (TAM)
and Innovation Resistance Theory, e-payment adoption is shaped by more than just technology
readiness. Emphasized that security, consumer trust, and perceived benefits play crucial roles in
consumers' willingness to use mobile payments. The perceived risk of personal data loss, uncertainty
about transaction safety, and the absence of universally accepted standards often hinder adoption,
despite the technological feasibility (Hayashi, 2012).

Building on these insights, we examined how psychological and functional barriers influence
the adoption of new financial technologies. They introduced the notion of “innovation resistance,”
explaining that consumers may reject e-payment not only due to technical complexity or security
concerns, but also because of habit, tradition, and a lack of perceived advantage over existing
practices. Mature consumers tend to show higher resistance grounded in routine behavior and
skepticism towards digital solutions (Laukkanen et al., 2007).

Resistance can also stem from “image barriers” — negative associations about the unfamiliar
or untrusted nature of digital services. When users perceive e-payment brands as insecure or
incompatible with their lifestyle and social group, intentions to adopt are further weakened. This is
especially true in cultures or age groups with deep-rooted preferences for cash and physical banking
(Laukkanen et al., 2007).
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Innovation Resistance Theory adds depth to understanding these phenomena by distinguishing
between functional barriers (practical obstacles, such as usability issues) and psychological barriers
(emotional obstacles, such as tradition or image). Their framework clarifies that for financial innovations
like e-payment to succeed, both sets of barriers must be addressed, not merely technological
shortcomings (Ram and Sheth, 1989).

In summary, the adoption of e-payment solutions is a complex interplay between system
features, perceived risk and advantage, and consumer psychology. Addressing only technical aspects
is not enough; proactive efforts supporting trust, perceived value, and compatibility with existing
habits are necessary to unlock the full potential of e-payment in society.

Data for the analysis were collected through an online survey. The questionnaire for the
survey was developed by adapting pre-validated scales used by prior studies. All items were measured
using a 5-point Likert-type scale (from 1=strongly disagree to 5= strongly agree). The model was

tested using the partial least squares structural equation modeling (PLS-SEM) method.
Result

Conceptual Model and Research Proposition

Customers have been experiencing human services for a long time and have values and beliefs
that lead to satisfaction and trust (Laukkanen et al., 2008; Ram and Sheth, 1989). Previous studies
found that customers prefer current services that can maintain their beliefs and values when
innovations cause unacceptable changes in their experiences (Joachim et al., 2018; Mani and
Chouk, 2018).

The traditional barrier is classified based on psychological innovation resistance as an
interference with valued routines. However, the tradition barrier indicates how the influence of tradition
on resistance varies (Ram and Sheth, 1989). Given this prior literature, it can be assumed that if the
traditional relationship that customers expect is not developed between customers and E-payment,
customers will prefer cash (Figure 1).

Proposition 1: Traditional barriers have a negative effect on alternative attractiveness.

If the advantages of innovative services are not highligshted to customers, a negative image
of innovation is developed, and they cannot replace current services (Joachim et al., 2018).
specially when the innovation belongs to the same category as the current services, innovative
services can replace the current services only by providing a positive image to customers (Lian and
Yen, 2013). The image barriers are formed by stereotypes of innovation, which are based on the
country of origin or the industry, and are likely to result in resistance. The image barrier is established
based on prejudices, which are perceived individually (Ram and Sheth, 1989).

Proposition 2: Image barriers have a negative effect on alternative attractiveness.

Alternative Attractiveness and Intention to Use
Alternative attractiveness is an important factor that induces customers’ intention to switch

from current services to alternative services (Kuo, 2020). If alternative services are not provided or
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lack attractiveness, customers will continue to engage with the current services (Ghazali et al., 2016).
Moreover, if innovation offers customers more attractiveness than human services, customers’
intentions to use the innovation are developed (Kim et al., 2016). These previous studies provide
strong theoretical evidence that E-payment can be chosen by customers if using them as an alternative
to using cash is attractive.

Proposition 3: Alternative attractiveness has a positive effect on intention to use.

Traditional P,
Barrier

Alternative

Intention to Use

v

Attractiveness

Image Barrier
P,

Figure 1 The conceptual model
Theoretical Contributions

This study extends the Innovation Resistance Theory (IRT) by indicating that resistance not only
directly inhibits intention but also encourages consumers' perceived alternative attractiveness,
a psychological defense mechanism. Last but not least, the attractiveness of the alternative is a key

variable in reducing the intention to use the new innovation, such as E-payment.
Conclusion

This study aimed to identify the psychological barriers hindering the adoption of e-payment systems
in Thailand and to examine how the attractiveness of alternative payment methods (such as cash)
moderates this relationship. Based on the integrated framework proposed, the analysis reveals that
psychological resistance—specifically Tradition and Image barriers—plays a critical role in shaping
consumer intentions. Unlike functional barriers that can be resolved with technical upgrades, these
psychological factors are deeply rooted in user habits and perceptions. The findings confirm that
when consumers perceive cash as a more attractive and reliable alternative, their innovative
resistance to e-payment significantly increases, thereby diminishing their intention to adopt digital
solutions.

The primary theoretical contribution of this research is twofold, extending the boundaries of
existing technology adoption literature. First, this study extends Innovation Resistance Theory (IRT)
beyond its traditional application. While previous IRT studies primarily focused on product innovation
characteristics, this research successfully validates the theory within the context of financial service
digitalization in a developing economy. It demonstrates that 'Image’ and Tradition' barriers are not merely
passive hurdles but active psychological inhibitors in the Thai context. Second, and most significantly,
this paper fills a critical gap by integrating 'Alternative Attractiveness' as a novel determinant within
the resistance framework. Existing models like TAM or UTAUT largely overlook the 'pro-innovation bias
assuming innovation is always better and neglects the pull-power of existing habits. By theoretically

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



N3a15 w3 ey atuuyvermansuardanuans U7 13, aufl 1, @Wnseu - fguieu 2569)
RMUTI JOURNAL Humanities and Social Sciences Vol. 13, No. 1, (January - June 2026)

linking psychological barriers with the attractiveness of alternatives, this study provides a more
holistic model. It elucidates why resistance persists even when technology is functional because
the psychological comfort of the status quo (cash) actively competes with the new technology.

For practitioners and policymakers, these findings suggest that strategies focusing solely on
technical efficiency are insufficient. To overcome the 'Image' barrier, marketing campaigns must
reposition e-payment not just as a tool, but as a modemn, trustworthy norm that aligns with Thai values.
To dismantle the Tradition' barrier, interventions should aim to decrease the perceived attractiveness
of cash perhaps by incentivizing digital transactions or highlighting the hidden costs and risks of cash
handling.

Despite these contributions, this study has limitations that offer avenues for future research.
As this research utilizes a conceptual framework validated through literature synthesis and initial
propositions, future studies should conduct empirical testing using quantitative methods (e.g., Structural
Equation Modeling) with a large-scale sample to statistically validate the proposed relationships.
Additionally, investigating the moderating role of demographic factors such as age and digital literacy
could provide deeper insights. Future research could also expand this framework to compare
resistance levels across different types of fintech innovations, such as cryptocurrency or central bank

digital currencies (CBDQ), to see if the 'Alternative Attractiveness' variable remains a dominant predictor.
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Abstract

This article aims to propose marketing strategies for the transportation business driven by Generative
Al as transportation business plays a crucial role in economy and life, serving as a key component
in connecting people, markets, and resources worldwide. It provides services related to the movement
of goods, passengers, and raw materials from one place to another. The challenge for running
business nowadays is to adapt and build competitiveness by integrating modern technologies and
innovations, such as Generative Al, into its operational processes. However, the competition in the
market requires effective marketing strategies, which act as operational plans that businesses deploy
to attract customers and increase sales. For these reasons, marketing strategies for the transportation
business driven by Generative Artificial Intelligence (Generative Al) encompass four key components:
1) Generative Al Driven Marketing and Business, 2) Customer Segmentation, 3) Personalized Marketing,
and 4) Media Optimization. These components are critical variables requiring business to prepare
and intelligently adopt Generative Al within the context of evolving challenges and transformations
in the modern world. Such readiness will enable business to navigate the increasing influence of

this technology on its operations in the future.

Keywords: Marketing Strategies; Transportation Business; Generative Al
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dususuian (Spuinsal Fianty uazamy, 2566) quﬂaﬁﬁaﬁ'Lmiuiagﬂigiymzﬁwﬁ (A) Aanszlan
pgu5Isy  gsfansvudsilaSunansemunasiinsdsuutasegnann  JgyguseAuvguuuiaing
(Generative Al w38 Gen Al) Feilmuanunsalunsadrsassiifienilnl q endaegraty fenu am
wazidle Idnaneiduedosdioddlunsiundeunagvsmananvesgsiavuddiiszansaimunndeiu
deasmmiliiBelumsutiiunasnouaussmuiesnsvesgnailugatiagtu Gmmaeainves Gen Al
fgniannduedimng: vhlvigedldanfnuasdsnufesslonifuinse sanssvudeuyweri sl
vanasessavesnshlulivselond  Famnnadiugsiansfnufsummsliusslonivagaszmings
wansenuitorafstuiiesuionn “weluladvanlaslon” SWAlE @il Usznmssauned, 2566) dhenspana
Tussdnsgsiadsiodinnudfgungiz Gen Al troifisrszansnmuazanusenadodlunsioasvesesins
msafuayLgnd wazn1sTumsmseaialsl 4 uenaniiilen Gen Al wlfldfazanunsnuilugnisiaue
UM nsaUSNSESURNUSTUUSMLLER (Automation) ﬁﬁaaaﬂﬁunuﬁﬁw (Royce, 2024; Upadhyay, 2024)
wiuldndyauszivguasdygnussivuuuiahelinaredunieaieddyiidransauinvesuyud
iievslunsdndulanazuidgmldegrausudilunssnssduaunmdin  nuszdniaiwnisinanu
Tunadiush 4 Taduasugio gramnssy wasmsvimssudunafiudannuasnsovesUssmafidomals
WNeunnUssmalulaniinisiauimelulad Al waz Gen Al unlagnaen
ganamsvudaugsiandsiivanidedldliidndesseniunmahiygussivsunlilunsdiiiugsia
Fafeain Al uay Gen Al lgszuunsianismaeaviadlggaAinisuinig lddndunssuiuns ninens
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waghonssusng q ARedeatfunsains mssEn waznsdweuUinsuglesans siemsuudsdsesiua
ﬂaqwémsmmm‘imsfh’fmﬂiuiaﬁﬂfgiywszawiﬁﬁwmasmf"]’nﬂiﬂmluﬂWsﬁwmlﬁuéﬂhEJ Inen1si Gen Al
uUszgndlifumsvhnssanuasdaslunsinduladusiBesheluauiadedituion Hdmnmsmusadoys
menzitoya wasmsdananguithveneviounlimaasugitlugiuuuing 4 sadeeliaseinadng
wazifinyssAnsamuanyniseans  Insnsiiudeyannuaudynsnainiidsoanludsglasansviegnii
gy msUFuwsidemnilivinzan nsiiuAnuAnaisassAlvfuleynisaan Msmanisalngingsa
voagnén 1wy fednenimues Al Aldfang Gen Al mufindniandreiuudady Sududnfviluey
Fuduanawhmevesinnsnainlugsiansuudsiogdiunagninisnaiaiiduindeuse gy s fvg
wuufansednsls suhluguumenisiiauenagnnismanaivsnzaudmsugsianisuds

AMULANA1eTEndnelyUseRng (Artificial Intelligence: Al) AutaiuseRvguuuiasne
(Generative Al: Gen Al)

Joyausedng (Artificial Intelligence) wio Al ilumaiiafivaslinoufiamesanunsnideuuuy
woFnssusgud TaevhliensnsoBens dedule asdisuuuy wesuitgmidudeuliludnuasiindoadaiu
artlyennged Sedugoses Al Mldimediatugaitonsinduguuuulugadeyauualvg) Vilsedesing
anunsaSeuiuazuudile danesiiu (Algorithm) T3S sBeuswuLiiiiu (Supervised) n3slaiflginfiu
(Unsupervised) Bani1 msEouiuaandos (Machine Learning) w3e ML Tnsdiugosves ML fildieSatne
Uszaniiien (Neural Networks) dwiunssuiunsussinanadeyaidnuasinidinmeililselesinnniatets
Ussamiisamaetudioatanudnuuzssiugandeyai  Tasdeuwuunshouresaesyudlunsiud
wagvhanuidiladulan Sendn NsiSeudidedn (Deep Learning) v3e DL ddulaaussRvguuuiaing
(Generative Al) ¥30 Gen Al udruganves DL fiadrailovn wu doarm am weldn (Code) Lludu
Tnesrsdsandeyaiifiogiensiinousuuugadoyaruelng Tuea (Model) wiahiannsansaduziuuy
wazaamadnslilaglidiosdidmdsianzinizas  TngldBnmsBeuuuuiliifunesluddifunasmanuiu
(Zhuhadar and Lytras, 2023) aunsouansaudiiusldssd (Uit 1)

Uyauusedieg (Artificial Intelligence) %3 Al

N13138U3041A89 (Machine Learning) %38 ML

N13138u31898n (Deep Learning) %38 DL

| I
UaygyrUsehnguuuiasne (Generative Al) %32 Gen AL

g‘U‘f/‘i 1 AuduRussznaIng Artificial Intelligence (Al), Machine Leamning (ML), Deep Learning (DL) Wag
Generative Al (Gen Al)
un: flWeu

ﬁnﬂgﬂﬁ 1 wansliunlganussivg (Artificial Intelligence: Al) WunwiAnning < ﬁmamqu
wiAlulagang 9 "Lum'ﬁa%ﬁqLﬂ%ﬁﬂiﬁﬁmmmmsﬂumsL'%EJu%LLaWLLﬁ{]mm”LG’T aulyaUseivguuuiasn
(Generative Al: Gen Al Huduniles Al vmm’1a,Jmmsﬁﬂumsamassﬂwamﬂm 1 e Gen Al awnndn
i wazBoudiing 9 1 lidheudu suhs dhws & viseinin siullufedos mnuusyumuu’mamammu
lﬂmaaamaummawama “aﬁwaﬂm a7 FilsildnnsvenTuan (Zhuhadar and Lytras, 2023)
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daulsznaudasuszinnvastygy1ussivguuuiaine (Generative Al: Gen Al)

Gen Al Usznaushewelulagivannvians 16un 1) Generative Adversarial Networks (GANs) Tluns
a$1anmiienas 2) Variational Autoencoders (VAEs) Tflunsadnanmuasdonna 3) Transformer Models
TlunsUszanananissssunanazaiisdonu wag 4) Diffusion Models THlumsadranmitinunings
Jusiu (AWS, 2024) TneUszunnaes Gen Al Usenausae 1) Text Generation (f8A21%) nanfie Gen Al
fauaunsalunisiienudila asu wazadedmalaegld Al WhanglgmdelusuveinsiSeuiesioya
wieuifinanudusssumduaranuaiisassdlagendonisiFeuisuuuunsiinivaindeyaideudly
(Zhuhadar and Lytras, 2023) 8nf19819@9u N15@sudiua NS@euunaAN N1slsuan3ud nasnau
msmsseaouhensal uazmsiauezULuUMSHuuG 9 2) Code Generation (IA) namife sjutiulud
nsaalAnlusunsy (Zhuhadar and Lytras, 2023) lngendunisBeuijuuuuiaglasainuwesnwinedinmes
1nsyuUUsyanana Large Language Model (LLM) Tianunsadeulanlaisinaziiusea@nsaim 3) Image
Generation (5Un ) nanfie Tilunisasienin lnemsteudennu Adise (Keyword) v38vi1n1s Prompt
(Fommuvdosnuiliifutoyadududmivisuu Al el Al afadlevvienisnovaussemaiusioly
mudtimualiludonnutu 9) @nsty asshuius, 2567) Wevendsisioansls Al shnisadsguninty
MNMsBEeudugEtes Usslamain uazsuiuunueenuuuiideudily uaz 4) Audio Generation (ex)
nanfe Mlunisulasdernududenn (Text-to-Speech) uazulaudeadudoninu (Speech-to-Text)
Ipegnauiugn Taeldnszuiunts Machine Learning (ML) whindigusvananatoyauy Input uaiuuas
pontuidu Output fidoens (Martineau, 2023)

nsidyanuszvguuuiaing (Generative Al: Gen Al) anldlugsianisvudetagiu

Gen Al LiJummmmmmqmﬂIuT,asmmmummumﬂiaaama (Logistics) uazdnmaeiwu (Supply
Chain) Tnmsdraaanues Gartner wuh Revasdluanmosiiamsdwnaemunwsuiagihmaluladi
wldnely 12 weutwth (Gewar 50) malmmhﬂmaﬂuamns (Seway 14) (Gartner, 2024) dngnn
Tunswdeudameaealiladiidalonasummmalunisdndusassulpnssuiunsladaing  aelvesdng
afannuuanshedwnanewuivgeatn Bandu uazduindewseteya tiesesiuauvimelulan
Fdouasesirndliluouman (Mizell-Pleasant, 2024) siiinsidan Gen Al lunaladednd (Logistics)
wazdnwansiwu (Supply Chain) lan 1) nswensalnu@ean1s (Demand Forecasting) 2) N192190HY
N5WaA (Production Planning) 3) MsmAnIsainIEes (Risk Anticipation) 4) n1sAnLEONENNABLODS
(Supplier and Subcontractor Selection) 5) AMsEBALUUNARNSA (Product Design) 6) nsUiulmsUszaunITal
Qﬂéj’l (Customer Experience Personalization) 7) ﬂ’l‘iﬂ’]gﬁﬂ‘tﬂ’lﬁﬂw&ﬂﬂiiﬁ (Predictive Equipment
Maintenance) 8) nMainUszanSnnnsAnseninalszme (Global Trade Optimization) 9) n1s@RALUU
\3atneladafng (Logistics Network Design) 10) mswisoufdsde (Order Preparation) 11) N13AAAIY
LL@%LLG@G‘EJ}EJN‘J&LLUUL%EJGVLWJ( (Realtime Tracking and Visibility) 12) nMstvuasAiivsunuanIunisel
(Dynamic Pricing) way 13) msindszavanmdumnasuulewndin (Dynamic Route Optimization) F Gen Al
Iauansdnanmlunisufifapavnssuladafindrienisusulseenuedosn Hands  uavaudanguve
Fananlivmnzauiulanfiudsuasesinng maluladiidalenalfesdnsuiunssuaunisvha
wazdndulasedoyaegiediusyansnmgean (Kardinal, 2029) aillassadrefiugruesssuu (Platform)
voan sy ussvguuuiasne (Generative Al: Gen Al) unldlugsianmsvudadesasimnudilauiun
yosgsRafld Al iumsBeuiveandosuarmsBouiidadnidugiuaue (Neumnan, 2024)

Uyeysehuguuuiaing (Generative Al: Gen Al) Tusidvasnisaaiataglu

vangearnsgsnalsth Gen Al inidlumsduiafiougsia iiesnsiunagnémamanagmsaseaiile
Tusane wWilagné uazidhlalenianmsgsia (Marketing Intelligence) Tnerfusiusandeyasing q MAerdoes
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fugsRauazmagravinssuuuuBLaln uashuiinsigiieliiomieya@ean (nsights) 3nMsgmsus (Trend)
visonszuatiouvdnlunan ievluiannnagnsasslemansgsianarasliiuisumieduds Usznaume
1) nsaddszaunsaignéniidudiush Taelieruddyfumsatadoningda 8 Gen Al aunsoiases
foyagnén 1wu UsefRnsdsdo ngRnssunisium wazaruauls udy ieathademmananaiinsaiy
mNuABINIvRIazyARa endiegaty Telausduaniinseivaudiignauls vdeAuugiduduma
funzay wonanidddiEnsaunuuuusalue Imﬁh’ﬂﬂﬂmmamﬁama%m’%ai‘]zy@mﬂizawﬁﬁa%ﬁﬁu
eguansanmunvesl (Chatbots) TuiFeusE Gen Al lenansansufmansgnanlsieenasiniuazisiugh
Hroudlalymuazlidoyafignidionisidnaon 24 $alus @and Ussamssamsd, 2566) 2) msuiy
UseAnBamnisaaiaidva Taesnisadadonmianisnain @9 Gen Al aunsaairadevivanisnans
Iivannvanezuuuy Wi unau udien Blog) wdualivielnad (Social Media Post) wawdium (Email) s
sz"maméquuuaxLﬁm‘%mmﬁamﬁmaLLWi’ mapnauNsUFuUTIMshaUledliliussdnsnmuazsessunsin
Sufuuu Google (SEO) @3 Gen Al anunsafinsigvifgdinuarainatomiinssiuarudesnisvaséum
eliiulevasssiafnduiudumly Search Engne 1ty 3) maimunAnfasiuasuing Tnenshesei
mNLAMTUgNAN B9 Gen Al anunsadiasizsinuAnfiutesgnAiantesmising q iethdeyauniiaun
Nﬁmﬁmsﬁuaw%mﬂﬁmﬂﬂgﬂﬁmm?quﬁu (Potwora et al., 2024) nasnauniseenluuwiiAng (Package)
% Gen Al anunsatheoenuuULiRNTAUAMIAz TSN STawlauasfegagndn way @) msaiauusudliudaunss
Tnenjatunsadafessmuesuusud 1 Gen Al ansaadsBessmihalafefunusud Woaiamudonles
fugnfnuazassnmdnueiRlvfuLUTw Paenaunsaissusoulatl B9 Gen Al ansnsatanainsufdius
fugnérutesmaseulatl 017 nguuuleBeadifie Woasmnuduiusiiiuazairsnnuindeuusus
asuli Gen Al lnaneifueRestioddalunmsiuiedounagninisnainvesgsiavuds Tneteliigshaanunsn
ahaUszaumsaignniiudiudh iuUssavsnmnisranndadia Wauaadaeiiasuing wazadauuTus
Tudaunsa (Bluebik, 2023) agnlsfionu M3 Gen Al wnUszendlddiniinnuyinme wu msatatlemn
fllgunmuaslusssuei  msdnwmiudasndevestoya uasmsdanstulymmehusdesssy s
siRavudsTadasinsiamninueresyaansuazadisssuvinaiidorenisiunaluladdunldlfiae
Usglovilgean Uin et al., 2024)
fiannefefulygyrussAvguuuiaine (Generative Al: Gen Al)
miv‘hmmL%’ﬂf\]ﬁL?‘im%’mﬁ’uﬂ@gmﬂ%%ﬁmuﬁﬁ%ﬂ (Generative Al: Gen Al) finudAgyoe1un
semsiimunagldon Gen Al TiliuszAvBamuaziiniusuiinvou Gen Al fidnsamlunisasuuvas
nszunsyhendluvaneiu McKinsey and Company (2023) lananvi1 Seeae 40 Yemounuudmsnssyh
aqﬁﬂiﬁuuﬂﬁuﬁ%Lﬁuﬂ1iamﬁflfuL%ﬂiuiaﬁﬂag@wﬂszﬁwi (A) Taesamannty Sudeananeufmnives
wAllad Generative Al Bsdife 4 ihnelgsiamnsoimuuadlnumaluladlfessiuiingou Taglifies
uiuUszAnsnin widsidsdmansenuiienaiatuludedosssnardsan Ussnoudae 1) n1siuas
nadla (Know and Understand) fifthtiunsvianudnlafiugiues Gen Al uazuwndaiideates o1
msliou Gen Al luszuumsvudaiieliane ﬁl,ﬁumaﬁ?]ﬁam InelitayanisamasuasdoyanionniAwuuEealnl
2) msldauuazn1suszyna (Use and Apply) ARt Gen Al hﬂi’ﬂumvmumimmu%q D4
mi‘Uim’lﬂﬁsﬂaﬁJﬁLLauﬂﬁai’NL‘L!E)‘WmaWEJi‘ULLUU 019 nmsadulewanuuuinledy q Aihdeyaanzyana
ondneEaty nsuuzthuInsvudsiinzauiuusazgsie 3) msUszifiuiaznisaine (Evaluate and
Create) fiffiun1mvaouasUssfiuaaidefioves Gen Al famsaiademiiiaunin o1
nsld Al afeneiieneideyalussiansvudidifinisasaaouaugndesninunasteyavatounad
uay 4) Feesw (Ethics) SRtktumsmideamnulusdda aruefsss uasnsufiRnungssdeulunsimm
warlforu Al o1fi MW Gen Al iileadidlaaniilbiasidindvavivielidoyavesgninlnglalisy
ANNEUYDY (Jin et al., 2024)
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z:l'cv d' }7 a

unagy: nagnsn1snatnginsugsnianisvudenduindaunlsdyyiuseae
wuu3ase

Na,

&

NASANYINBNAT MINUMILITTUNTTIMguuazuiteiiAeadostreiuiungunagues
nagnsn1smaIndmugIRansvudsiduindeuelyanussanguuuiaisiinui lugeRdviafimalulad
fimsiamnetwiaios NSAAALALIINAFAN ) ¥ unanszvueenaiitddyanmauAsunlasmemginsau
fuilaauazmstmeluladuldifiuuszdvBam msuiuldeonduag (Software) uastlygusedvg (A
Iasuanuauleegrann lagianigludiunisadeszuunisnaingalud@  n1sdanisianssunienisnaia
uazmsUsulasunagnéiilensuaussaudesnisluga New Normal Suiflesnainaniunisallsaszui
Covid-19 dwali Generative Al (Gen A lnanendumaluladddaiidrsadaideniivd Wy donnu
A wazdes Wiy weaivayunmsiidugsialunannvansgaamngsy endegnady msuuds ladafnd
LazNIAAINATTA Gen Al Yamai1annswennsalannudeants msuiuussraunisalgnd wazansuy
UssAvBnmmasapsnuiioviinsdlagnéuuuiansyean deenndesiunuiAnuas Davenport et al. (2020)
Aeafunanisunumues Al lumsesgideuaduilan msaianagvsinevaussuuuGealnl uaznisifi
UsrAvBnmesuauilgnanann wenani gifvaansald Gen Al ileadsmudlanaarum e
Toyadisdnuazinliunsnaniulagiu sgulsiomy dwiumagsiansuuds Gen Al Slunumdndlunis
UFUUTansEuIums Wy NMsneInsalnNaeen1s Manskudunisiuulauniin wazn1sinaudeya
wuuBealsl sy DefamnsBavgunazangeshluszuuiimaneivy dseenndosiu Kotler et al (2020)
fensdemuiugwesmsnennsamainssuguslaadeltlua Al fusuuadRvnsfusiaznana Tuvaideitu
15l Gen Al Tunansnaingiaiannuldiuisumamaudeduiiunisainaiomsnlud® nsaunu
SluifRsne Chatbots warnsTenagvsmMsnaaiituindeusedeya uentninisimues Gen Al Ssadng
Tomalisioimulasaiaiuguuasnagnsfiusuisenadouas Tnefussnaumsiifosmsaudisa
Tugaddiadoutiunsiamanudanymanaluladanudilanginssuguslnauaznisutangugnin
ogsdniau wieuvinlusiwdgnaninfenlisudunumslunisaresnnudalifugsia

msysannsyanussAuvguuuiasne (Generative Al: Gen Al) Tunisfivuanagnsnisaaindedu
iasuddnlugadivia 3muinisves Gen A IUﬂWSLﬂgauLLUaﬁf\]’lﬂﬂiavmimmﬁLL‘U‘UG??QLaMIUEjLLUWI’N
Aduindousedeya nszuaruiuiifIfy Generative Al (Gen Al MdmdnduliAnaudeansnadng
FeszAvEnmiiiuinniu (Wiles, 2023) Fwhaniudszavinmnisaeuasnstidelunsean nseAuUNSd
duTmvegnm YivanialunsEuIuNTaeT kAL (Campaign) duaSunagnsnisaain uasUuus
Anusiugivesnsnensaiiliunann sausnisenginsauguslan Giaenadestu Dhamani and
Engler (2024) TuUseifiuitin Gen Al anunsntssumsaaelsiussatiminglfi5Bsdunassiaenndeiu
Chaffey (2022) luu “Digital Marketing Trends” #indn731 Generative Al YgUFUUTINIIAINNITR]
wwiltiunan Taglinmsinsgitoyauuelnifterilinisnainduuuuduyarauiniu wenain Gen A
fanuddnlunsiinUssavsnmmeiha . dwaduayunisdaduls Teduadnianss uastianduny
Tumsiiliugsfaud Gen Al fsheduindeunalndns 9 Timadugsiavuduazgnamngsa Toiun nisvuds
1a3aFind (Logistics Transportation) N1svuedun (Freight Transportation) wagnisvuddilagans (Passenger
Transportation) Uszneusie msvudameauy (salagans) nmsvudmness (salw) mssudemai (Ee)
uazmsuudmeIA (eseaty) annsadudululfimnasnavasuas msie wasnsudsdiuiigs
Tuwan  anfinaniansismuadnsiuansnsorenagninisnaindmiugsiavudelidyUssAusuuuiats
Tunsuiadoununisnanaldded (U 2)
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JUN 2 nagnsmsmaadmsugsianisvudituinfowmeYyaUssfugiuuiaing
un: (e

9n3UR 2 wandiiduinnagsmsnanndmivgsiansvudsituindeuse g ussivguuuiaig
Usenausie 1) Generative Al Driven Marketing and Business Ao n1sunnalulagtgyaiuseivg
Wuu3ase (Generative Al anllunssuiumsvusuwasaliun1svegsiavuds nafe nagnsluseugsna
wazUfUAnsnsenthiidesiuuAnnisnainunduindeugsiafiltimaluladygyussiviuuuias
Huindostloddnlnslidneninues Gen Al lumsadiadom nsieseitoya uazmsiaunesdUsznoy
Faufanssw floneuaussaufoINsvesgnéTliiussAvinmunnddu segnemshlull fo sl Gen A
Paiumuuzihmafunaamzyana Wy mslidumsudduiidunmsfiundiingn ansvezia
wazduyun vy (Jui SniadaansoaiuemglavanuuusiludRingelagné endegiagu
msdnlvillavaniiuansstlovivesnsiiuinmsvudshondsnuazetn  Ssaenndesiuamideluussmelng
wuhmath Generative Al sszendlflugnaninssaladadndldsumuadladiaanniu s e
uazani (2568) levhmsanwuieaiunisld Al iieTinsgideyangiinssugninluszuuladadnddnoudise
wui sty Al eannandndedasay 20 - 30 uaransuyuiesas 15 - 20 laesyyindeyanginssugusinape
YadethdfgdmrsunsnNULEIN99SYE 5ﬂﬁgﬂ§aaamﬂé’aqﬁuqmﬁﬁ WA wasinide aBnasnu
(2568) 1’71'14"'1msﬁmsnLﬁ'mﬁ’uﬂfymmssawﬁéhLmﬂumﬁmmsmﬂﬁﬁqﬂmuz wumsgszuuladafinddnluda
wui Tuwsamsirdulauuudaselos Al evdndadinvesmswennsaluuuisnawasmsdinaulove e
Aeldnngiurg  siepeausyaninmnisandunuainmlinseiddnlignisdndulasaznisaiiuns
asﬂ,umimaﬂiﬂﬂmﬂuwamwm 2) Customer Segmentation f© mmmmauaﬂm (Customer Segmentatlon)
TngmsduunnguanAmudnuusianiznueny anuaula wqmmmmﬂsﬁusmiwawqummuusms
vdoUsinamsiedusns wielviansnsariannnagnénisnainfineulandusaznguidivaneldegausiug,
Fasonadeadiu Davenport et al. (2020) namdsunumues Al lunissuunngugninamginssunas
AdeINg Weannagnsnisaaainoulavdiamznguiimineg Seatuayuin Tuea Machine Leaming
ansaaalnsiidgnArainteyadiuiuninliegiawiugr  wavdwalinagnsnisnainkuuanizngudl
UsrAvBnmgedu MegensthlUld Ao lussiavudsiidundoudns Gen Al ssuuanunsolideyagnén
pnfegtaty UseiRnisdedevidonginsaunsliuinig teutsndugnd 1dun ndugnéngsiafivesnis
yuAudTIILIN ndugnAenzeiifesnisrudsdudduden ndugndrgsiafivesnisuimstosndy
oghaathiaue naugnégaiafifesnisuinsuin 9 ads B Gen Al aunsnaduluslridgnéniiasiBenanniy
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917 aNdunan1ANISIAILARINTMIVUANLgANAYDIENAMIsENEN INNSANWIlLUTUTRIUSEImAlNY
Uasthus Sufyayntiuni (2568) Idvmsfinwieafudvananes Influencer Marketing sewginssuguslan
uazadesssilunmsdeasmsnaanuin wnliilusuianves Influencer Marketing fiaglssunanszmuann
waluladadelnd wu Jeygseivg arudusdaaiion waviundsa Gi’IaLauaLLuxmﬂmiﬁﬂmﬁguﬁu
M3asaNgATEnINUEABA NN INsIaaiuA LS URRYeUdBEUSnALardInL Tauansiaun Influencer
Marketing 7ifla3esssunazdeduluszasen Sniadiaonadesiu Aseus mise wavdmstunt Ayaiinims
(2568) ﬁ'ﬁwmsﬁﬂmLﬁmﬁ’u@m%waﬁummisam%’umﬂiuiaﬁ‘i’]zyay,mszﬁwﬁuaw%’wmmmﬂ‘ﬂwiaamsaus
msnaaRaTaveiUsznaun s uailudminnanuin wadwsannsliinalulad Al fio eifiugenung
Y935 F09a87 Preifiunmdnualiaznisandiuusus waztlsiiiunnuianelovesgndn audsy
tafunuasnanasadlulilunsusuusainagnsnisaainvesiusznounisand lngldinalulag Al
ierimunneumuinsnsaaafinsanguimng  Anesiteyagniuazinliuaaaiiensununisnans
BetoyaogafiszAnEnim muiead e uuaneiamIInIsulst U Sk IIYIe NS ARALAY U
avanususaluiR Fetheiiuanufiovelauazauinduesgndn saeaauERAnIAMNTUTITuYe s LA
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