01881898 IN1SASUND Baus
Sripatum Chonburi

Academic
Journal @

Un 22 agun 2
IUYU - UNUIYU 2569

>
r

ISSN 2985-1513 (Online)

ttttt ://s005.tci-thaijo.org/index.php/SPUCJ



2136153V INTATUNY VaY3
SRIPATUM CHONBURI ACADEMIC JOURNAL
U 22 atiufl 2 Weulwneu fa Aguiey 2569 ISSN ONLINE 2985-1513

ERL/HR
WIS UNY TNenvnvay3
79/9 viaj 1 p.vuedliiuag o.llnvays
2. 9ay3 20000
Insfni 0 3814 6123
Insans 0 3814 6011
fiuznun
FRIAINTINTENYIU Ulia
J9983NTURA
UIINIREATUNI TN NUNYAYT
JANANTI19158 AT VRN Basug
58983NTURA
WIS UNY INennvay3
UTIUBNITUINNS
3. YU Fedumn
WIS UNY TNeNnvay3
Amtinaeussansng
sesmanansdUszians Maian
WIS UNY INeNVRVaY3

NBIUITUISNS

£ 3

JOIANANTIANTE AT. JqNIT FUNINUATSA
andumalulagnszaauNaIIANNIS
annseUs

HYILMaNI19158 A3, IR TIUNG

WIS A I NN
a5, Amddnn uiluay
drifausituiiussouAneuasuien
A3 Uil dnsena
yadBiflevinueuriseuan
as. figgy nesogiiu
WIS UNY INenvnvay3
919150V IEBUAD

1NIYINSDRTY

¥ =

dhediannsatind

91956eRANR Aaayas

WIYANBNIE WNFNY
deigandnys

WNATALINT weaney
Heiav1uns

WNATITATING NeInas

o

nQUszeed

<

1. tiloifuunaunsuns unanun i vinig
wagNaUIToA U YBEAIanShasdIALAIan sty
41971391N15ANYY NYUUIBWALNITUNATE
Unn3g3ia N30T Raumand doatsuaanu auds
waluladiflodsanvese1a1sd yaains uazlind@nyn
fiiluuazuonantu

2. iiodunTetneuandsunaumsinms
spwrisany eluuazuenan iy

3. LeUssenduiusuvinerdsludunanm
MAIPINTINUTEUUUTEAUANAIMNIINTAN K
Aviungan

Yoy 4 atu (WnsIAN-Huiay,

Wengu-gungu, AINYIAN-NUIEU

wAEAAIAL-5UINAL)
d11inanu

dinnuddeuasiauuinngsy

WSS UNY Inenunvay3

Inséwii 0 3814 6123 sig 2507

Insans 0 3814 6011

e-Mail: journalspuc@gmail.com

a £ ] o v

taeuiivsngluasasatull Wudvdnsanizdiuiivesiideu

v v a

FasioeFURnvaUABNaNIN) UNENARAYY

X ' ' a
16 laifinasanaaussansnis



—_

v

KN59ARIAINAUNTDY (peer reviewers)

v o N o kR LD

e e eXRp @ e e

PALI-)

S eXp &

e eXp &

e e

e eXpe &

PALI-)

e eXpe &

e

AER519158 A3 AU da9iun WNINYRUELIVEEITUTTY

A1EN519158 A3, 99913 Ve d11N9UFUTRWINTTINMALUTIUAMAINATANY
AARIIATEFUA L0MB UNNINYEYTIN

JRIFNEANTINGY AT ATITN Wdeed 5190090 ydnfneanIu

509ANENII9158 A5, Nagn

S0FNEANs1915E A5 TN
TRIANANTINTY AT BYNIY
SOIANENTIANTE A3, FSITTEU

JRIANANTITY AT, gNY

. 309MARTITE 73 Vusdnd
. FRIMEANTINTG 7. FFOUA

. 3RIANEANTIATE A3, TN

. 59INEANTIASE A3, I

. 599ANANT1A5E A3, SuedY

. TRIFNEANTIANTE A9, LU
. 593fanT1ansdseLdey

. TRIMANTINTTIAA

. TOIANANTIATENIQYIU

WANENTINTE AT TEANT
YIWAARTINTE 75, I35
YIANANTINTE 73, $U1ITIU
PIAIERTINGG 73 F3T8
YIWAEANTINTG A3, DFN

PIAIERTINGG 73, FURUG
YUAENTIN5Y As. I
Yurans1se Ag. 3la

Y 8A1ER19158 AT, Asanval
G8AERT1915Y AT, LoNING
48A1ERTI158 AT, N
Hemans1anse as. waatan
PIAARTINTE A3, ING
YAE@nI19158 AT, NQYIU
FIWANARTINTE AT, AN

8A1ERTIANTY AT, IIINT

e e

¥IEFA1ENSIAN58 95, U139R

AUFS
AInu
duruas
yonaila

Yoy Iy
ledaanina
qund
dunsviel
ETR

ATyTNUS

€

& &
WS
a3
U3

RGN

LN =

23
ho) ]

3N
YUYNT
fuwa
quanady
NTFFINEN
JUNSA
FRONTIU
Beludns
Qe
Uelss
AUNRYAY
AsAranidun

o

Taunang
HAainde
QRIS
551U

GINIGH

UM INGIRYTIUAUN
UINeNSealTiesITIEsY
UINYITETUYI

UM INGIRYYTIN

WNINYIRYYTNN
antumalulagnszanunaidnnunmsainnssds
WIS IEAY Il Iel
UnINNoasy

U Ineaeintu

UIMINRBATUNI TN NUAYAYT
UINGFEASUNY INeUVRVAYT
wnIneaeAauing

UNINGIRYYTNN

UINGSEAZUNY INeNVRVAY3
UATINIRNATANERNS
WINeSealriess s
WIneaenAlUlaBnsEIRNaITUY3
WMIngaumAlUlagnIEUNATUYS
WINeEemAlUlaENsEIRUNAITUYS
wnneaewelulagsvuserashulnduns
uIngaemalulagygsun3

UM INGIRYYTNN

UNNINYIYTIN

UM INGIRYYTNN
UNNINYNTYTILAUNS
IS AN Il Ial
WIS A I NN Iel
WMIngaeATUNY

WIS UNL Inenunvays
UMINRBATUNY TNUNIRYAY3

WNINREATUNI INGNINYAYT



36.
37.
38.
39.
40.
a1.
42,
43,
a4,
as.
a6.
a7.
a8,
49.

eXp  eXp eXp

e eXp eXp

e

2]

3.
3.
3.
3.
3.
3.

A3, &5

QUANARNSIINTE AT, ITNAE

YIWANENTIATY AT, WILWS

PuAanI195d A5.aUTIeN
FIAENTINTINNNNA

YIFNENTIN5ID138

. WNUWLs

FUNTNY

afnAnTENa

PIWA1ENI319158 INToen3 ATl Janes

TIUT

AUINGA
Sedluna
ADURA
GG
atan
v9539Aal
uduau
\Wioed
PN TR

AuUFuA19A

UINEFEASUNL Ingunvays
UNNINYIFYTVAGNITEUAT
UNNINFEIAY ATaEINY
WREAARSIE nTANN

UM INGIRYYTIN

UnMvInsdase

N RPVERRERI
WINeNdenAlla g YNIAaNTEUAT
ISl sel
anduenasudad
dtnanuaaiiuiivszoufnwuasuen
AagATITH

UM INGIRYYTIN

WMINeREATUNY



UNUSSUISNIS

Nsansivnsidunalndrdglumsmeunsuazuanidisussdnnuifinanmsidouas
nsfinmduat vadadueiesdioasieunuinntimsinnisvesaansugaufnwinaz sy
a5 egdlsfinmugaaivesisasiildinanduiuunanuiafuivionislasunsineylu
giudoyaring q sty mnuidesfinnsananaunmensuLNIIeInINg ML ofe
YBIUNANY UazHanIEMUTilsensivnsuazdany Wiladfguenisansivinmsiifdaunimae ns

AfsinanuITeRdianuulaning adeesranuilng vieanunsasesensidaiuiifulaegiadl

(% [y o [y

° av v aa ¢ A o a d' v ~ ada Ql' a a ¢
Uyanney ‘UV]@’J']QJV]VL@TUﬂ']i@WllWﬂ’Jillﬂqﬂ’]llT‘i]EJV]GU@L"ilu 16033 LUYUIDIVYNLRUIEHN UNITILATIEN
% 1 o &

Joyantugneies uavinauedeauiiaenndosiundngiudausedny anueiiduiugiuvesriy

'
o w A v a

Undefien1sivinis Judunuantiddyifeiuuazinideaanisniniisarsaunin uenain
AMIAMNYBIUVIAIULED NTZUIUNNTRTANUNAULALENIRaNdl (peer review) faidunalndifity

o a A ] = Y ada
Tun1ssnwInInsgIuvesans seuunsusediuilusela Wusssn uwagldmsnandindaiy

a 3

THIPIYATINNEIYTIY HILUNTEAUAMNINYBIUNANUADUNTANUA wazasaanuedulvug

a

Teuuaseu vzt nesussansnisdesufiAnifedgradudasy Saduluasesssuivnis

@32

wagnanidemalssleviivdoulunniuneuvenisaniuny

o 1Y a = = o & & ayal v a I~ = a

d1m5U115anTIvINsAsUny vays atuiidudn 22 adun 2 wesuwwieu 09 dguieu
2569 U3zNausigunAIg S1UIUNeaY 16 509 wuaduunaudde §1uau 12 1583 Lazunaiy
A3 91U 4 53 lnesanaszaudiduEesveinisfiny) Mavieniies NMSUSMSINNG uazdu o
v v ] & v A - aa 1
infauazdouANuuinn 9 v lngdudmanglndunsarsniiauamlumnissein 21 Ndueguu
ANNITEIALY 4 U513 LW AMNINUBIUNAIYN AMNITNTBINTEUIUNITNAITUI AMAINYDINIT
UIMI3TANTT wazAnAaT el um0393gIn1hasdea Inenisinisarsivinses Uy vaus
azlpsuniseensunsluszauminaseauuumd wieunsihwihmdusinguddguesnisiaun

BIRANNILAEN1TENTEAUANEN N VBIUTEINABE 1By

™
dr:ﬁm /
S99AANI1AsIUTEAFAS AadEn

WINUINBIUTIABAS



d13U8Y

UNUTIUIENIT
UNAIUIY
anufianelavesasiifiienneiinisiasuulaweuimsanudn
Tupauamnsinund 16 dninnuesiuiinmsfinunussoafnwandans e 2
WYARY 8190189, FLATTTU LTBUUTEUNNT ..o 1-16
amgfidsaravesuinslsnioulssoafnu dsindtdnnueiiuiinisfinsssoufnw
431905574 Lo 3
w13say uiao3md, Tanas tRYsWAY, USE WAEUIR oo 17-32
MARKETING MIX (7PS) AND RESTAURANT SELECTION CRITERIA AMONG INTERNATIONAL
STUDENTS: A CASE STUDY OF BANGKOK UNIVERSITY
Varot Panitchavit Pinpat, Andhika Pradana, Justin Kaewnopparat................... 33-47
finweiiigalmivesiuivsaniufine nduarinenwnthuds 3 diinauasiiufinsing
Uszaufnwvaysiun 1
gian Jugnssal’, G3a6 Uaesitl, JUAUT 81A....ooccoo e 48-57
mmﬁuﬁus‘iwd’]wﬁEJWmﬁmﬁmiﬁ’umiLﬂuam%ﬂﬁﬁ%qmﬁmﬂmﬂg damdineu
aTuAinsANYUsE0LANYUASAZEIINTY 19m 2
SoyeySnid gudgad, 35nU 535010501, WIA WATFUIA....occc 58-73
THE INFLUENCE OF CULTURAL DIFFERENCES ON STREET FOOD CONSUMPTION
BEHAVIOR
Chayanisa Wongphan, Saengduen Ratinthorn, Nuttanuch Issariyakulkarn.... 74-96
NEEDS ANALYSIS ON CONTENTS AND ENGLISH LANGUAGE SKILLS FOR WRITING
ENGLISH FOR AIRLINE BUSINESS TEXTBOOK
Bair PItEDUNT ..ottt 97-115
miﬁmmﬂalﬂmﬁﬁi'fuLﬂ?{auﬂ'lﬁﬁﬂmgjﬂmu§Q§u1uﬁuﬁuimﬂsiumﬁﬁﬂ‘m
JWIATEE0INWNITLAY
I YUY, ATFITTU WRBRUGV.....oorroevrrerrrereserresirnssesssesssesesssssse s o 116-129

Y o

AziRIaganagnsiugadyayiuse

ho))
@
No
Lo
o)
mo
2
)
Lo
]
=
2
=
=D
=
=b.
)
]
N
[
)
@
2

%

Y
IseufnuIYayT Srees

AT UG WU B oo e, 130-149



Jaefidemarioguuuumaseniumelulad wasnisiilaldineluladvesns
dafndrinnuaaiiufinsfnuuszauAnunguasssd

sunsal annadns, Sens alnaviewn, QiYe FUNNAY, QWAL WEHY...orreeeen 150-161
\swgRaaiasIAfunsiaLmMsvieiissyuwueg1sBurethuvioaden
deeysndlauawmdlnglos Ymianszunsaseysen

307 UUNZES, 8550LING WANWADINT, AT WIUANEAY ... 162-179
nstiwmelagldyurunIsseuIn It AINEIUNGUATOU I TRIUIAMNATNNSANY
dafpddnemniuiinsfnuuszaufinwandans wa 1

U UTINGE, ANFUTENTY TUNTTAN oo 180-198

UNAIUIBINTG
a a | a Y | -dl o <
neANIIUNITERNNTRRNEIlneyNyLvetinies e Bawalsty Z Tuniznia
FINTAUUNYS: UUBATHUUIAARATNITIATIATNE 6]
=K1 a [ ¢ I3 14
AUANTE LURSTIWIAI, NUNNTUA WADU oo 199-206
a Y U Ng Y v o M I
nMsUIMsIanIsaulatueLutud Tidundsduinfoussans
UNTYNR ABUURI. e 207-215
NAgNSNISNAILINTVBLNENTRM ey alaeygusy: nsaifnwemaviuniy
AYNIUNADY
ATIRT TAVINTE. e oo 216-240
Organizational Management for Enhancing Competitive Advantage: the
Strategic Role of Innovation and Digital Transformation in Achieving the
Sustainable Development Goals (SDGs)
Chainarong Chaichinda, Thunyanun Somboonrattanachoke,

NTKNOIM IMIULNG. ... ettt ee e e veeeeneenens 241-254



NIATIVINTATUNY ¥aY3
Ui 22 atudl 2 Wouwiou fa quneu 2569
auNawalavaspzidnaniteFiinsiaguLUasveduIMsaauAne

TuwnamnMNIsANET 16
frinauaiuiinisineUszaufnenandans wa 2
SATISFACTION OF TEACHERS TOWARD TRANSFORMATIONAL
LEADERSHIP SCHOOL ADMINISTRATORS IN EDUCATIONAL
QUALITY ZONE 16 UNDER CHACHOENGSAO PRIMARY EDUCATIONAL
SERVICE AREA OFFICE 2

YYARY 818, 3ladssal isuuszuans
Noochsarin Angthong’, Wilaiwan Teanpranomkorn
#1UIVINTUIIITNSANY TudinIne sy InIne1aenIunnagdIssugil
Education Administration, Graduate School, Bangkok Suvarnabhumi University
“Corresponding Author e-Mail: noochsarin@gmail.com

(Received: 2026, February 3; Revised: 2026, May 1; Accepted: 2026, May 7)

UNANELD

AM5IATITT TN UsE AR iafnwseauANLNInelavesnsNTnean1zaUINSUAs UkUAY

9 Y

54

¥ o

PN =2 P = = Y ¢ Ao A
YBIRUTMTANUANY UaziivellIeuiiguseauauiitnelavesasndseniizgiinisivagunlas
YOIUIMTAO AN SIuNaLNA 818 FEAUNSANWT wazUsznisallunisyiney ngufegiady

ATluRAMAINNITANYIN 16 drdnnuweiuinfnyseaufnuazi@ans) we 2 9w 108 AY

(%
[ a

AU UtUNE Inelisudndiulseynsuarnaudieg1eniusielsauseu kagduedediny wuy

i 1

) d' & A 2 v 3 aaa a ¢ v ! a
URAN LﬂiaqmamimUﬂqiLﬂUmaﬂﬂaLﬂULL‘U‘Uﬁ@‘Uﬂ']lI ﬁﬂmmIﬂUﬂqﬁjLﬂiqgﬁm@NalﬂLLﬂ ATAITUN

Y

a @ oa - 1

A1Seuay ARy ANTEAULNIATEIU NMSVAdRUATY wuuassnauiiludasesieiu Msmaaausen

o w o

AIATILIAMULUSUTIUNILALD EIaNUAMULANANNURg T TedANI9@dd vinnisiUSauniiau

o

ANUUANFILTuTIBARIEIses LSD (Least Significant Difference)

Y o

HANTITeNUIN 1) anuilanelavesasiiineni1izginisiudsunuasesusmsanuinm

Y

lnesiuegluseauuin Wanansandusieaiunudn Aeasdudusiunsnas sun1saieneaudy

Jalnuana sesmeinunsnsedunalya wazaunegluduiuanyneds aunisasiausadunia

1 Y o

19 2) mswguguauianelavesasiidenizinsildsuiuasesduinsaniudnu wui

Y

uunaune lngsaudiauianelaunndrsiuegrelifidedAgynieadan .05 vaeidunaueiy

>


mailto:noochsarin@gmail.com

a ) b=}
SENTIVINTAIUNY VaU3

UM 22 adud 2 Wwesuwwgu 9 Tguieu 2569

aad

s2AUN15ANY Uszaunisallun19vineu lngsiunanaedueg19iivdAgneadfin .05 3) n1s

Wiguieun1ggiin1sildsunuasesuimsaniufined 31uunnig seRunsing wudiasid

Y

a A a

seAunsfnuUTyyes Imnufauiusieniziiniswdsunlasvesduinisaaufing desniiag

U a 1 =

a = i a o o w aad = a =
WN?%@UﬂWﬁﬂﬂHquﬂ'ﬂ']ﬂiiyiy']@]i DYNUUYAIAYNNEADAN .05 4) NANISLUTHULNEUAIIUNIND

Taanufisnelavesngifidenneiuinisasuwlaswesuimsaniufinw Wuseg wudagiiien

Y Y

ey

o ]

aafiudiauianelasieniziinsdsuudawnndiuegrefidedfynieadinn .05 lngagideny

Y

a v & =2

1NN 40 VilAnadegegn vasnagnduszaunisalyinausinsiuniiauianelawandaiuegedl

pdAynadanTeau .05 wuiu lnenguindussaunisal 5-10 YiAadegegn

Y 9

ABSTRACT

The purposes of this research were: 1) to study the level of teachers’ satisfaction
toward the transformational leadership of school administrators in Educational Quality Area
16 under the Chachoengsao Primary Educational Service Area Office 2; and 2) to compare
teachers’ satisfaction toward the transformational leadership of school administrators classified
by gender, age, educational qualifications, and work experience. The sample consisted of
108 teachers in Educational Quality Area 16 under the Chachoengsao Primary Educational
Service Area Office 2. Stratified random sampling was employed by proportionally comparing
the population and sample sizes by school, followed by simple random sampling using the
lottery method. The research instrument was a five-point rating scale questionnaire with an
overall reliability coefficient of .98. Data were analyzed using frequency, percentage, mean,
standard deviation, independent samples t test, F test, and one-way analysis of variance
(ANOVA). When statistically significant differences were found, pairwise comparisons were
conducted using the Least Significant Difference (LSD) method.

The results revealed that: 1) teachers’ satisfaction toward the transformational
leadership of school administrators was at a high level overall. The aspect with the highest
mean score was individualized consideration, followed by intellectual stimulation, while
inspirational motivation received the lowest mean score. 2) Teachers classified by gender
showed no statistically significant differences in satisfaction at the .05 level, whereas differences
based on age, educational qualifications, and work experience were statistically significant at

the .05 level. 3) Teachers holding bachelor’s degrees reported lower levels of satisfaction

PN 2
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toward transformational leadership than those with higher educational qualifications at the .05
significance level. 4) Pairwise comparisons revealed that teachers aged over 40 years had the
highest satisfaction levels, and teachers with 5-10 years of work experience reported the
highest mean scores, with statistically significant differences at the .05 level.

Keywords: Teachers’ Satisfaction; Transformational Leadership; School Administrators
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Wi 6-7) 9 A3a1UT (2566, i1 15-16) Laze1ivuuy DU (2566, nin 11-12) duas1zvle
asAUs¥nausall 1) Mslaninasg1aigaunisal 2) nsafraussiuniala 3) nisnsedunislar 4)

msmdsiernudutawnyaea danimi 1

AU sdasy AUIAY

=3 ¥ o a
mmwawa‘lwaama:gmmuﬂaauuﬂm
Y a = = a
Y UIMTAN AN lulUAAMAINATSANEYIN 16
Y] & o W E A = = a
%agam‘l‘d AUNUVANUNNISANLIUTZONAN WALV UNT
1. bW a2
v aa a 1 = '3
2. 91 o L sunsidviinastsiigaunisal
3. SEAUNTAN®N 2. AIUNISASISITUANA LA
4. Uszaunsallunisvinau 3. mun1snseaun1elaan
4. gnunsenilsnnudutaenypea
ANA 1 NTBULLIAAIUNISIY
ad o = o o
AL UUNTIVY

Uszvansuazngudagne Wuasluwanmunimnisfinud 16 dinauwsaiuinisine
USLOURNWIRLTUNTT 1M 2 919U 150 AU (F 191 UeNUNNISANYIUTLOUANWIRLTUNTT 1 2,
25680, 1 8) MUUATUIANANAIDE19INANTIVBAATITUALLDITUNY (Krejcie & Morgan 1970, p. 608)

lvuiangusiagng 91U 108 AU duiieeneiie3swustunil (stratified random sampling) lng
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nsgudndulsEeInsiungudiegne 3ntuleisn1sdued1edty (simple random sampling) wuu

JURAN

a o o %

\n39aN ki luN15398 {IFuANTUNTANYINGNNTT WWIAR VUl wazauITeniieItes
d' J [ 2/ [ ! o & = ¥ Y
e muaUsziaulunisasiwuuaeunu Inewuvaeunuwuadu 2 du dell dui 1 Joyanily
loun e sgaunsiing 918 wazUssaumsallunisinnu Wukuuidennau (check list) wazdiuil 2
¢ Y o = Y a = ° Y [V % Na o
AufianalanzginsiUasuulaweruimsaniudne 91uiu 4 anu b 1) Aunisiansna
1 = L4 ¥ ¥ £X ¥ ¥ ¥ o =f [
ageilgaunisal 2) sunisasiusaduaiala 3) sunisnsgdunislaa 4) aunisailannudy
Jaanynana 1Wuninsidiudszuiaean (rating scale) 5 52AU ¥0381ASN (Likert, 1962, p. 247)
o L3 4 (% Q’lj =< =2 1 Y o a i [
mruanaanisivagwug dell 5 vuneisnnufianelavesagdenzgiinisiuasuulaseglusediu
A =2 = ] Y o a [ 1Y) = =¢
Wniiga 4 vanefeauiianelavesagdeniziiinisivisuudategluseduuin 3 nangisniuis
wolavasagranizginnisuwdategluseduiiunans 2 vaneieauianelavesngsen1iggin
nswasuwdaseglusziudes 1 vunefemnuianelavesagrennziiinisasuudaseglusediu
Weean WEldeivigy 31W3U 3 AU Usenaumeilisadyaun1suImsnIsane) suny) wagau
aa Aa d' a dy L% I v o Aa gj ! é’ )

a0a fa1sanANUewsugaliemuasdniondaaiunien 10C A .50 AUl (Urysu fsazen,
2556, 11 90) 31nUudkuvasuauluneaesldivussvinsniidnvuslnddeatunguaisgng
119U 30 AU LEMIAIANUT T UYBIRUUAB U NRT UM 1EAIdUUTE NS Loan1veIATOUUIA
(Cronbach, 1990, p. 204) fiAnANNRIWWINAY .98 FuINNI .70 HIUAUNTIRSEIUNgoNT Ul

warFailUldlunsiAuTIUTINT LA

Y

va o o a

maiusauswdaya Fidudifiunsdavhmidedafuimsvesygiafuniusindeyaain
anuAnwinquineds udrdsdsuuasuauludinguiedsmuivuaiusasial lneiiudeyariu
nauseendluiudl 27 nsngau w.A.2568

nshiaseddaya adadlilunisiinsgideya dail 1) adfnssaun THun Araaud
(frequency) A13aeay (percentage) Atade (X) wazAndosuuuinsgiu (s0) Minusinisuua
ANUNINBANRAE (Ysyvu Asazann, 2556, N1 117) Faii 4.51-5.00 nangdsnuianelavesngee
amziihnsiasuuUasegluseduanniign 3.51-4.50 vanefsnnufiamelavesagson1nzdiins
LﬂﬁauLLanagiuizﬁumﬂ 2.51-3.50 ‘wmaﬁqmmﬁawdwmﬂgﬁiannzﬁﬁwmimgsuLLanazﬂu
sefuUILNaNs 1.51-2.50 vanefsanufianelavesasdennziinisidsuntaseglusefuiies
1.00-1.50 vanefsmnuiianelavesngdonnefimsasuuvaseglusziulios fign way 2) ad

81989 leun n1sneaauail wuuaesnguiiludaseraiu (independent samples t test) wazn13

NA@aUALEN (F test) MTILATIZRANULUTUTIUNIAED (one way ANOVA) LHBNUAIULANGIIAU

P 6



NIANTIVINTATUNN ¥aY3

UM 22 adun 2 Wwesuwweu 89 Tguieu 2569

o

agaditdAgyvneadifn .05 vinsmageuiUSeuiisuanuuandiaduseaiedsues LSD (Least

Significant Difference)

NaN1578

v v
v a & 1 Y o

n1539eaTeilidunsideidsdrisiaiieAnuiseduauiianelavesasidaenitzgu

Y

nswWaguwlasvesuimsanudnumlulngunmnsinen 16 ddnnuweiiuinisfinedszay

Anwiasldanst e 2 deiniauenan1TIdenal

A1519% 1 UIULAES0UALVBIFIUNN

A0UNIN U Souay

LNA
N 90 83.33
e 18 16.67
571 108 100.00

91g
N1 30 U 42 38.89
5¥91979 30-40 U 44 40.74
1nndn 40 T Fuly 22 20.37
571 108 100.00

JEAUNITANEN

USgueyes 88 81.48
ganUSyan3 20 18.52
571 108 100.00

Uszaunisallunisyinau

198n11 5 U 49 45.37
3% 5-10 U 28 25.93
11nA71 10 U 31 28.70

Pt 108 100.00
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2. gunsasusstuniala 3.45 0.63  U1unan 4
3. aunsnseRunielaan 3.55 0.58 11N 2
4. sumsmidsiienududannyeea 3.58 0.74 k) 1
AR 3.52 0.69 170
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Tngswegluszivinn dieiansandusediu wuiianuiianelavesagfidaenngguinisiasuulas

Y
[
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audutaanyana dunisnssiuniatya Aunisiitvdwasg1sligaunisel auddu waza

fenelavesagilsen1izguinisivdsunlaivesuimsaniudnyisgluseauuiunaie 31uiu

1 579015 ABANUNITAS LTIV UANALR

M1319 3 MIUTEUBUNILETNTUAEULUaRIUTINTANUANYY T1UUNATY LA B

SEAUMNSANE hazUsraun1salluni1syinaiu

. Amzgiihmsdeuulag
Joyanily p WaMINAEeU
t F
e -1.21 23 Launneing
91¢ 16.57* .00 UANANY
JEAUNSANY -2.64* 01 WANFNg
Uszaun1sallunisvinny 12.65* .00 WANFNg

*p<.05
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gefitfod Ay 9anan .05 vazTuunaue lagswdanuisnelalanasiueegeludidudagy

o

©
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D o -2.64% .01
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9NM157 4 nudiagisisziunsneUSaaesiianufaiiusentiziiinisiisundas

Y
(% =

Y a = 4 1 Aa 1 oy a 1 A v o W aad
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M397 5 Masuiisuneganufieelannudfisnelavesagiifiienngiiinisiasuuas
YDIUIMTANUAN Y TunMUeTY
Weendn 30 U 30-40 U wnnd 40 Yauly
JGRER}Y _
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wnnd 40 Yauly 3.84
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M50 6 MIaUSeuigusegauianelapuiisnelavesaniidenegiinisiisuwdas
YDIRUITMTANUANY Tunaulszaunsallunisienuy
weeni1 51 510 U 1NN 10 U
1ng59u 3
X 3.24 3.78 3.74
teenin 51 3.24 -55* -.50*
5-10 ¥ 3.78 04
1NN 10 Y 3.74 -

*5<.05

o

a i A o o ' a a = ] 1Y
1NNITNN 6 WU’JWﬂiV]@JUigaUﬂqimﬁLUﬂ']ﬁ/]’N’]uu@Elﬂ’Jq 53 Mﬂ’;’quwﬂwamwrﬂ g

Y

nswaguwlaesiuimsaniudng laesin uunaudszaunisallunisinau uwnndenagid

o w

Uszaunisallunisieu 5-10 U wavagniiuszaunisallunmsviiuainndy 10 U egredideddgmng

o

'
=

afan .05 laeagnduszaunisallun1sinau 5-10 U denadeaindt agnduszaunisallunsvieu

weundn 5 U uavagnduszaunisallunisviieiuainnit 10 U
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Wi 6-7) AinannanzdinnsilasuudandudnuazngAnssuvesyarafianunsoasiussduniale

Y

U a Y Y

waznseulEsImnuAn Tins1esi uasdedulasnenuies masnaugdlaliisinanuufoRnulusedui
g1 anueends duasuliinanugniusessdns Tdeviminilng uaznseduaruAnaieassa
lunsuarmuuaniamsedsnisiug 9 lunisvihonuiaznisunletym guirduansnadnunsiaz
waAnssuunuvegslmnzauuAgay demaliesdnsanmsaimuinazyiudildogisiudenis

Waguwlawasdsny donnaeiiu i, anyaea waztumn (Kouni, Koutsoukos & Panta, 2018, p. 158)
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ABSTRACT

The objectives of this research were: 1) to investigate the digital leadership of primary
school administrators; 2) to compare the digital leadership of school administrators as
perceived by department heads, classified by gender, professional standing, work experience,
educational level, administrators’ gender, administrators’ age, administrators’ administrative
experience, and school size; and 3) to examine guidelines for developing the digital leadership
of primary school administrators. The sample consisted of 236 department heads in schools
under Surat Thani Primary Educational Service Area Office 3, selected through stratified
random sampling and cluster sampling. The research instrument was a questionnaire. Data
recarding development guidelines were collected through focus group discussions. The
statistics used for data analysis included mean, standard deviation, independent samples t test,
F test, one-way analysis of variance (ANOVA), and content analysis.

The findings revealed that: 1) the overall digital leadership of primary school
administrators was at a good level; 2) the comparison of digital leadership as perceived by
department heads showed that the gender of department heads resulted in statistically
significant differences at the .01 level. However, no statistically significant differences were
found in terms of professional standing, work experience, educational level, administrators’
gender, administrators’ age, administrative experience, or school size; and 3) the guidelines for
developing digital leadership consisted of five dimensions: visionary leadership, digital-age
learning culture, excellence in professional practice, systemic improvement, and digital citizenship.

Keywords: Digital Leadership; School Administrators; Development Guidelines
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aunuINgal (focus group discussion) §338UNAUBHANIANYILUINIINITHAILINNBIAUTENBY
5§y fadl

1. Aunsiidesiead (visionary leadership) laun 1.1) W (goal) Lﬁaﬂ’wmﬁgﬁmi

'
o

Taunsanmuafieniwazulouieddandaiay aonndesiuuiunvetsaniufinw 1.2) nagns
(strategies) N3a$193dIAUAIUNTEUIUNSHAIUTINLALY TN DI UMK UTRINAMA NN SAN Y

1.3) fanssu (activities) MsTaUssyadauiRnsiiesawnunagns wazn1sdeasuleuteguaains

uaz 1.4) #13a (indicators) Msfiununagnsaumaluladiidugusssy wasyaainsiiaudila

Y

Wnngluianianeny

a

2. PUNTATITINUEITUNISEUIEARITIA (digital age learing culture) lauA 2.1) 1w

(goal) ieadvannndenfidnaiunsFouduaznstiinaluladlunsimundiFou 2.2) nagné

Y]

(strategies) M3a¥19u53eINATLE arion s FouiAdauarmsaiuayunsaeuineuaussau
LANANISENINUAAS 2.3) AANSTU (activities) N13InMunasSeusATva n1sldunannesueaulal

LayN13duasN1TINNTSISEUSITeN (active leaming) 2.4) F1%T (indicators) AsuaztiniSeuinsly

9
s

wialuladognsaiaus wasnadugnsn1an1sFeulLulinauny
3. @’fmﬂﬁﬂﬁﬁﬁﬁLﬁ‘jmﬁﬂa&iwﬁam%‘w (excellence in professional practice) laun

aa o

3.1) Wnne (goal) Wlerfinaussauzuazanuds i uAdavesuimsiazagegiaiionndn
3.2) nagws (strategies) Msdnasumsimuivdnegsoidosiuaiosiondva 3.3) Aanssu
(activities) MsAneusIinYEAdva waznswanUasuioudiugusunisBousmaninesula
(PLO) waw 3.4) #@3n (indicators) fuUivnsuazAzlinzuuLunAdaUANTIOULAITAGITY uasifinnis
wusluanuinieluesdnsegnaluszuy

4. sinun1susuleegudussuu (systematic improvement) leiun 4.1) wWmune (goal)
il e szuuuImssanislagldansaumanazdoyaidsusednvlunisdndule 4.2) nagné

(strategies) 191152 UV data analytics Wioa1saumALlUAITINUNULEZAAMILNIY 4.3) AANTTU
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4.9) #23%¥n (Indicators) mnumafazusiuglunsthiedoyaiionsuims wazauseiloswes
NM3UTUUTIUNULY

a

5. snunsiunaidiodluganavia (digital citizenship) lawn 5.1) Whnune (goal) \ioadns

Anunsenintunsidmaluladednaiiasesssy Suliaveu wavUasnde 5.2) nagns (strategies) N3

sussAazaieinusssuaulaeadendluivesuaramusssulunisdeans 5.3) AaNTsu (activities)

aa o

nsnmuegilaluIUf URn1sIvdendva uarn1sdneusuisangmneuazatesssumanalulad uay

5.4) #7%0 (indicators) anduiugURnisalnislddelimunzay waziniFaudwgfnssunisdu
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Tausssu adrausseman1sseuiinaluladedanaia 3) AMUaNTIOUE ENTEAUT NYERUYUYULIS

3583 (PLC) 4) iussuuanu [dUeyadausedny (Big Data) wierndulauazUSuussnusiaiilo

QQQJQ
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Y o Y o Aa 1 U U
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ieduinfeuanuAnuIingynfdineg1aiiusednsam

ORIEREIAG

1NNITANYITATIVNUIY A1EH TR ITave uTvIslsauseulnesineylusedud
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aamﬂa”aqﬁ’ummgm NETS-A 984 AIR (2009, p. 18) uag Yang (2011, p. 45) ﬁizumm%miqﬂimj

Y

[y

Jududedivinuz@uinnssuiiosnszaunsuinmsdnnisaniudny Lavaenndesiu 83ung A3

a

WNAs, sWIANA AsUaetiun wagdunun eussena (2567, w1 39) Anunsiaunluiianiaaediu

o

laglanzn1siANLAEYaITEAUNT K

[y

WRIalun ey luseaugs aevouianunsouvas

o

dianuAnulunsiinalulagansaunmnlddunieunisusmsianismuusunvesmsdnuily

ARdYa NellnansiduasvieuliiuInduimsianunsenindeeudAgresnisidmaluladiiie
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fvupfirnsuazainsaninndonnsGouiiviuaty Tasgatunsysanmsanusmdeduyaains

Y

a

N OWAIUNITEUUUSUITIANIT8199 0L e WaNasuTieeunulseiaunutaulans aiunisidu
waliloslugAfdvia (digital citizenship) mmmaamam TuvazAdunisuudssegradussuud

! N 5 A = Y Y @ = [ &
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1. Anunsendnluunumnaliiondna mumuﬂuwamaﬂuaﬂm a (digital citizenship)

[ [y

firndegean GiTelnmeiinduideanannszuadinuiilianuddyiuamurasadovesioya
uaznnvIneAuATesteyadIuyana (PDPA) Taudedeluiued silvguimssaiisussernafiiliu
ﬁaﬁismazmiﬂmﬁ’uﬁaLﬂuﬁﬁuLLiﬂLﬁaU%mimm?’iaﬂuaqﬁﬂi d0ARRINU Ribble, Bailey &
Ross (2004, pp. 6-7) fiszyimaidunaiiiesidviaiiadesszneusenundilalubesdniuazany
Sufinweu (digital rights & responsibilities) saudsAudasadelunisldu (disital security) Lite
dosfunuesnazidululansoulayl wazdiaonndesiu angma Wuslven uazdsan nvgrdnval

[ [y

(2568, %1 181) ﬁwudwmazrﬁmﬁ% Aad AUFUNUENIIUINAUUTEANTAINANTUIHITIIUIVING
Tngiamzlufumsdunadlesddiiatusunsimuinaslddemealuladifiennsnu Sanudusius
uazfuaLasnsansimsAIviaiufumsiauwaglidomeluladifientsdnm

2. guassalesuuRnnslunisusulssssuuau lunmenduiudunisusuussedrauszuy
firndemiian {idelinseiinguasiaddnlussiuufunaiinann "anesiudeuresniszay’
Ay “mismmLmauwﬁ’wmﬂiqﬂﬂaﬁﬁamiaugmwwz‘vm" (technical talent) @onAdedfiu §1inn
vianad uarUumuuy LiesUsznng (2567, #i 160) fszyindediiadusuyssnamazanszaui
wniuluidusuusddgiivhlinstundeuuinnssuluaou@nwlidedos wazafiua Ved way
3R 25503 (2567, wih 295) inuitguassrddalunsiannanzfiAdtafenisiaunau
yaansfidaudsmgiumeluladansaumelasians dwalinsuimsdansssuunuiia
TulssSouraUszansnmindians fideuesifuimsdndngfnsinfuinnsuimsauluguuuy
ﬁqiﬂﬁﬁzﬂlﬁm (paper-based mindset) wiazdnsudunalulagunly widsliatusosnseauludns
USmsenedena (data-driven management) fografiutszansam osanszuudnfudoya
TulsaSeudnnszdnnszany vinanuduiennn (data silos) viliensenisiideyavuiale (Big
Data) sl igviifianensnivienaunudegn uenaninisviasulssanudedodunstigaine
syuuganams vlvnsiaundululudnumeansauniei snnninasduszuuinaniva (digital
ecosystem) Midonlosiusiiosding

3. wwImsuastolausiuzidulouis nanmdymdisdiu §ideuinnmsuidymees
gatiulufimsanmszaudilisuduiunszuiumsnssuiumsieudnlu@ (automation) uagns
a¥1aA3ev18Aus e (networking) syninalsaseuil ouvsiuyaainsgidsrvgiusyuy
ansauwA (shared services) daazteliigfudmsannsalinanlufunmsinssideyaiiionisdndula
Fanagsldinndu nmadsusinuiasilugninduanuinuiifaubavguiasiuinsgiunis
VAT IwAmegadsBuluganudndlui sruuumdanisadsssuuinaiidesonisidoudves

Duckert (2016, p. 63)
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a

UlPUIBTIATIET 19T AUDIANT L‘WE)ﬁi?ﬂiﬂ@iﬁ’?ﬂﬂ’ﬁ‘lﬁ‘ﬁ’ﬁ%@ﬂ’]i‘VlL‘VI’]L‘VIEJ&JLLﬁSMﬂiSﬂVI%ﬂ’]WIU‘V!ﬂ

A0UANYI9E19898U

a

f\]'mﬂ'ﬁL“UﬁEJULV]ElU{]"ﬂﬁ]EWlﬁQNa E]ﬂ’]ii“Uiﬂ’]’J NU’]LGNQ A NUIUNAVDIRINLIUE WA

aad

sonssuiunnsinstusesiidoddymeadan .01 Tnemameiinisiuiganit aeandesiu nqugins

v

INAT, WY ATAIT wazalua LAyl (2566, i1 115) N58YITIAIULANANNIULNATINAHD

9

o v VA o faa v

viuaRfilidennefihadvia ideieiin aruusndnamsdnineiuasdsraunisalddviadmasio

miimmwaamﬁﬂ Au lnenavesinlianudAgiulssdnsamasspiosdlolaz uinnssudessuy

(Task-oriented) Mifugusssu Fsfuimaasundaslisns) vusimavdsjutuiiidnuduiug

a o

warn1sidIus NN 0an3Aava (relationship-oriented) donAdasfu Ribble, Bailey & Ross
(2004, pp. 6-9) ﬁizqdﬂmwﬁ'ﬁﬂLLazmiLi&JugLMﬂIuIasiuizﬁuqﬂmauﬂaﬁmLmﬂshaﬁ’u LAENG YA
nsveniumelulad (TAM) 483 Venkatesh & Morris (2000, p. 122) fiszyinmanglimnudfgyiu
Usglemilfans (perceived usefulness) iundn Tuvazimandsaglianuddyiutadvatuayu
warad1elun1sldau (perceived ease of use) danalviatasan1gundwavaLANFA1TUAIL

ALTUVDILAAZLNA

HaN1FITeNUIUTEAUINEgINE Uszaunisal sEAunIsSANe ifmﬁﬁamamuummm

Y 1

N‘Ui‘Vi’ﬁLLﬁw YUIALTIUT HUY 1&]ﬁQf}\la(ﬂ’eJﬂ’J’WSJLLG]ﬂWWQIUﬂ’ﬁSUiﬂ’YJ N‘H’]L?NQ VIﬁEJEJ’NlIUEJﬂ’]ﬂﬂJ

donmdeiy Yang (2011, p. 58) wsvmwm’:tﬁ@uumnzwuﬂuqﬂmwalmlmsuuagﬂuﬂﬁamqmst'w

1 av o

VIO ULAIUYARALNEIDE19LAEN LLG]‘EJ‘L!EJ Auiderimiuaznisidasumalulagini q vesigiies

Y

uazalgydl S3Usmen$ (2567, nih 205) finuindudsinurunalssSounazaudnuvazduyanalsl

o w a I o aa

MbAAeAMuLana1slunIsUTsInnsewaluladaisaumasgdted 1Ay afiua VoA wazia
U1 3350UA3 (2567, w1 289) MnuIuIMsanuAnuludsineiig q ssdinunseninuaziiaig

ARINITNAIUIFNTTOULA1UAINA bR ANILR g Ula e ldTUAUUTEAUNITAINITYINIUNS DYUIN VD

Va v a Y

DIANTNUTITINNNT ;ﬁ%aimﬁwvmmmﬂgmmuawmummmLiﬂumiamaqmm 1a (digital

'
N =

divide) ﬁuaﬂmum']ummwumﬂﬁ'ﬁmmﬂsvmmﬂmmwmmu e 3 mumﬂml,wam\laimmm%mm
a aa v EL ¥

NEONADUNIE NU’]L“NWDV@ %LUU AUTTOULIVITNT I (core competency) UINNIINTEITIALRNY

yAna NIt udatenstndinugd angindassu (systemic leadership) 9819un939 Miinnsny
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v

AULANA LTSN TUNAY DTN 191U maﬂ5’1’;’1msﬁmuﬂuamméfam{aLuumiu'%mimm
maviauaznisdeansnmdnwaifilvinseuagu Wletuindounsiasuulasidvavestsdouliiu
NN

nsnwIuIMIsMaRauAEdindeRdiavesiuimalsaeu nansifedimatan
AmziihdaRdviadesiiunisegiadussuu 5 du munseu ISTE (2018, pp. 7-8) InefusnIsnas
ﬂ%’uwmwL?;Iupziﬁwmsl,ﬂ?iauuﬂm (change agent) Fun1susmsuuuidrusiuuaznsidansaunea

Wiean1sandulawWenayns (data-driven management) tWeagnseauaaIuAnw lAvviuns

)

'
aa o 1 v A

WasuwUaswesdsnnndiaogededu TnedinumisdrAysuauain smun1siidediad Auunisnuue

¢ A

OMINERUUHUNAENSIBIN @0AARBITU NULAY WENAY LasyeIN1UR 38983530 (2565, nti 175)
LATTINANA NUA LATANTIA anadey (2565, nt 388) Fidedieseiinidevimiily wadnsidasdng
wluduiinddgylunsaussgsdaliyaansiuindeuanu@nuogsiiems

dnsudunisadeiaussainisdouduuulangaida datunsaisanimnadoniidose
NsiFeuInaenTin donndodiulnsgIU AIR (2009, p. 18) wazalgidl S3Uswams (2567, w1 205)
Tneiivladfyogfinisususiruad (mindset) vasngiiteanmminalunsiéineluladuazduasa
guyuuisnsBeus (PLO) Tumsuani@suuinnssy aensufusunisujiandudaedraiioonng
wiun1silunuusgns (role model) 203U IMUULIRATRA Yang (2011, p. 45) warg1dn naead
nazUumuuY LHe5UTENNA (2567, i 153) LieandosinsnsufUR (execution gap) waznszdu
msaLALTIOuE ATV eKnS

druvesinumsusulgedradusyuu fRdeauslildnsinmafanuuunanasunia
donAaediu ARINA Uadn wagdfun 353auds (2567, il 289) laginszuunsinsgvideya (data
analytics) anadatlymnsiaunfinnanusoidsuandeliiinnsusuussnuiuuiunm (real-
time improvement) uagvnefigade drunsiunaidieddugaiisia Myaduaissssunazai
Uaeaselyuasnuuwiiniaves Ribble, Bailey & Ross (2004, pp. 6-9) wasdiung n1sinns suFnA
A3Uauenfusi wagtunun eus3ena (2567, wih 39) Fsierduilavesaudsdulunmsdostuaiiy
Avadaderdsanaznguung (PDPA) duaztelianuAnwiaunsauimsdanisuinnssuldagng

Jaonngkazdung

v
VALAUDLLUS
taiauauurlunisinan1sideluly
1. unsindeviend guimsmsiauinvensdindulavugiudeyadalseany (evidence-

based decision making) iletuiAdeuanuAnwIvinunatsn1sildsullasmanaluladldeetausiuen
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2. UNFATITAINSITUNSREUIATE MTYTAINITANART BB INTRasINSNEINT

'
Yaa v a Y =

uazaszuvinamstouidvaidniddedieibs

3. sunsuftRTiduanegsiiendn garunsiamuaussousyrain sy
Beudmadndn (PLO) wazmseusuiBsufuinsiumaluladosnasieios

4. frunsdulsegnndusyuu aysannisssuuteyanans (centralized data) uazszuy
§aluslA (automation) Lileann1sza1ugss wagtiindseansamnsumsdansmedeya (data-
driven management)

5. snumsiunadiodugandvia Amueulauiesiuasesssuwazaiuvaonsienislsiues
T Tugusssu Teefudmsdesuftinuidunuvedsfiflunslidonisa

6. sunstuumaluyssendld msnusiudiiaaislduaidedunsovuloviglunis
MauHUTALIN 2GR IR A umuUT UL

farsuauuzlunisiseasedaly

1. msAnwinediindsiivalusiuniiuiiviossfunisfinudu weveereunesdamiug
linsauaqy

2. maiinszdeuisidodanin Wy msdunvalldadnuionsdana elvlddoyaids
anAUNgANTIUNIZEIN

3. miﬁmy’lmmé’mﬂ’uéswdwmwﬁﬁwL%ﬂﬁ%ﬁaﬁ’uﬁmﬂmaé’wégu o WU Uszansua
AnuANY) YIRAMAINAITIANITSEUS

4. psimuaznnaosdzULUy (model) mswawunnzfidsiiviaioussidunadns
nnsilulgasa

a o

5. msfnudadeleanvafidwmadionefunddidna iedugudeyadsuleviglunis

Y

WuguImslueuian

‘Uiiﬂ«l'ﬁ«éﬂill
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15ATHUDNTUWAVNNER NTUNNUNIUAT. I15FITUTHITNISANYT WA, 20(39), i
115-126.

I Wuskye) wazdlsn Lganyel. (2568). NsANIANUAITUGTENINNILHINAITAY0
HUSMSanUAn¥AUNISUTITIVING Fandinauweiuiinisinuussaudnunfians

wn 1. 279875UNIgWIUIATNTIAY, 12(5), Wi 176-186.
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ABSTRACT

This study aims 1) to examine the factors influencing restaurant selection decisions
among international students and 2) to analyze their opinions regarding the marketing mix
(7Ps) and restaurant selection decisions. A quantitative research approach was employed using
a structured questionnaire administered to 300 international students at Bangkok University,
selected through purposive sampling. Data were analyzed using descriptive statistics and
multiple regression analysis to investigate the influence of the marketing mix (7Ps) on
restaurant selection decisions, with the level of statistical significance at .05.

The results reveal that international students expressed an overall agreeable level
of satisfaction with all elements of the marketing mix (7Ps), with Product, Process, and People
emerging as the most influential dimensions in shaping customer satisfaction. The findings
further indicate that international students engage in a structured service decision-making
process, placing particular importance on post-service decision feelings, information search,
and service use decisions. Multiple linear regression analysis (Enter Method) confirms that the
marketing mix (7Ps) significantly predicts restaurant selection decisions, explaining 56.8% of
the variance, with Process and People identified as the strongest predictors, while Place was
not statistically significant. Overall, the results highlight the dominant role of experiential and
service-related factors over locational aspects in influencing restaurant selection decisions
among international students.

Keywords: Marketing Mix (7Ps); Restaurants; Bangkok University



NFANTIVINTATUNN ¥aY3
Uit 22 atiufl 2 Weuuwiou S figuieu 2569
INTRODUCTION

In the era of globalization, the mobility of international students has continued to
increase. Thailand has become one of the most popular destinations in the ASEAN region,
particularly in higher education, due to its reputation for academic quality, affordable cost of
living, and supportive living environment (The Public Relations Department, Online, 2025). The
presence of international students not only contributes to cultural diversity within educational
institutions but also significantly impacts the local economy, especially in the service sector
such as restaurants. Dining experiences play an essential role in the adaptation process of
international students, serving as both a basic need and a means of understanding local
culture and building social connections.

However, the restaurant selection behavior of international students may differ from
that of local consumers due to factors such as cultural backeround, food familiarity,
communication barriers, and perceived service value. Marketing factors therefore play a crucial
role in influencing satisfaction and decision-making in restaurant choices. The marketing mix
(7Ps: Product, Price, Place, Promotion, People, Process, and Physical Evidence) provides a
strategic framework for restaurant operators to attract and retain cross-cultural customers
effectively. In addition there is still recent studies highlight the significant role of the marketing
mix (7Ps) in shaping customer perceptions and preferences in the restaurant industry. For
instance, Sukmana & Mayani (2024, p. 164) found that several elements of the 7Ps significantly
influence customer perceptions and preferences in restaurant settings, demonstrating the
practical importance of marketing mix strategies in food service businesses (Sukmana & Mayani,
2024, p. 164; Han & Hyun, 2017, p. 90) mentioned to the service marketing mix is a crucial
determinant of customer satisfaction in the hospitality sector, especially within highly
competitive restaurant markets.

Although a number of studies have explored consumer behavior in the food service
and hospitality industries in Thailand, most have focused on Thai consumers or short-term
tourists. Few studies have examined international students as long-term consumers,
particularly within the context of Thai higher education institutions. Moreover, there is a lack
of research that applies the 7Ps marketing mix framework to understand the factors influencing
restaurant selection among international students at Bangkok University, a group characterized

by diverse cultural backgrounds and distinct consumption patterns.
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Therefore, this study aims to fill this research gap by investigating the influence of
the marketing mix (7Ps) on the restaurant selection decisions of international students at
Bangkok University. The findings are expected to provide valuable insights for restaurant
operators in the university area to better understand the needs and preferences of
international customers, adapt marketing strategies accordingly, and promote sustainable

business development that aligns with both economic and cultural dimensions.

RESEARCH OBJECTIVE

1. To study the factors influencing the restaurant selection decisions of international
students.

2. To examine the influence and identify the significant predictors of the marketing

mix (7Ps) on restaurant selection decisions among international students at Bangkok University.

RESEARCH HYPOTHESIS

The marketing mix (7Ps); product, price, place, promotion, people, process, and
physical evidence significantly predict restaurant selection decisions among international

students at Bangkok University.

RESEARCH FRAMEWORK

Independent variables Dependent variable

Marketing mix factors (7Ps)

1. Product Service decision process
2. Price 1. Awareness of needs

3. Place 2. Information search

4. Promotion 3. Evaluation of alternatives

5. People 4. Service use decision

6. Physical evidence 5. Post-service decision feelings
7. Process (Schiffman & Wisenblit, 2019,
(Kotler, Bowen & Makens, 2021, p. 34) pp. 147-182)

Figure 1. Research framework
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RESEARCH METHODOLOGY

Population and sample This study consisted of international students currently
enrolled at Bangkok University at both undergraduate and graduate levels. These students
resided in Thailand and had experience in using restaurant services in the area surrounding
Bangkok University and nearby locations. The sample consisted of 300 international students
at Bangkok University, selected using purposive sampling. This sampling technique was
employed due to the limited number of international students and the specific characteristics
required for the study. The participants were required to be currently enrolled international
students who had lived in Thailand for at least six months and had experience in choosing
restaurants around the university area.

Research instrument The instrument used for data collection was a structured
questionnaire developed based on a review of relevant literature, concepts, and previous
studies related to the marketing mix (7Ps) and consumer decision-making behavior. The
questionnaire was divided into three sections as follows: Section 1, Demographic information
of the respondents, including gender, age, level of education, nationality, length of stay in
Thailand, and frequency of restaurant usage. Section 2, Opinions regarding the marketing mix
(7Ps) of restaurants, measured using a five-point Likert scale. And Section 3, Decision-making
in selecting restaurants among international students. The questionnaire was evaluated for
content validity by three experts in the fields of marketing and tourism. The Index of Item-
Objective Congruence (I0C) was used to assess the consistency between the questionnaire
items and the research objectives. Items with an IOC value of .50 or higher were considered
acceptable. The questionnaire was pilot-tested with a group of 30 respondents who had
characteristics similar to those of the target sample. The collected data were analyzed to
determine reliability using Cronbach’s alpha coefficient. A Cronbach’s alpha value of .94 was
considered acceptable, indicating satisfactory internal consistency.

Data collection using both online and paper-based questionnaires. Prior to data
collection, the researcher informed participants about the objectives of the study and
obtained their informed consent. Participation was voluntary, and respondents had the right
to refuse or withdraw from the study at any time. All collected data were kept confidential

and reported only in aggregate form.
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Data analysis was conducted using statistical software with the following procedures:
1) Descriptive statistics, including frequency, percentage, mean, and standard deviation, and
2) Inferential statistics, Multiple linear regression analysis (Enter Method) with a statistical
significance level set at .05.
Prior to regression analysis, statistical assumption testing was conducted, including:
1) Multicollinearity, assessed using Variance Inflation Factors (VIF) and Tolerance values — VIF
values below 10 and Tolerance values above 0.10 were considered acceptable (all VIF values
ranged from 1.727 to 2.240; all Tolerance values ranged from 0.446 to 0.579, confirming the
absence of multicollinearity); and 2) Autocorrelation of residuals, assessed using the Durbin-
Watson statistic (DW=1.680), which falls within the acceptable range of 1.5-2.5, indicating

independence of residuals.

RESEARCH RESULTS

Profile of the respondents Based on the analysis of demographic data from 300
respondents (n=300), the majority of participants were female (48.30%). Most respondents
were aged 20-21 years (32.70%) and were average income earnings in the range of less than
15,000 THB per month (43.30%) and the majority are located in Asia (87%).

Results of satisfaction with the Marketing mix (7Ps): From survey to analysis of

decision of service process restaurants analysis

Table 1. Overview of factors influencing Satisfaction with the marketing mix (7Ps)

Marketing mix (7Ps) X SD Level of agreement

1. Product 4.12 0.69 Agree
2. Price 3.99 0.71 Agree
3. Place 3.73 0.77 Agree
4. Promotion 3.80 0.80 Agree
5. People 4.03 0.70 Agree
6. Physical evident 3.87 0.80 Agree
7. Process 4.09 0.71 Agree

Total 394 0.56 Agree
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Table 1, presents an overview of factors influencing satisfaction with the marketing
mix (7Ps). The results indicate that overall satisfaction with the marketing mix was at an
agreeable level ()?:3.94, SD=0.56). Among the seven dimensions, Product received the highest
mean score (X=4.12, SD=.69), followed by Process (X=4.09, SD=0.71) and People ()?:4.03,
SD=0.70). These findings suggest that respondents placed greater importance on service
quality, operational efficiency, and staff-related aspects. In contrast, Place recorded the lowest
mean score (X=3.73, SD=0.77), although it remained within the agreeable level. The findings
from Table 1 indicate that respondents generally expressed a positive level of satisfaction
with all elements of the marketing mix (7Ps), suggesting that the overall marketing strategy
effectively met participants’ expectations. The prominence of Product, Process, and People
as the highest-rated dimensions highlights the critical role of core service quality, efficient
service delivery, and human interaction in shaping customer satisfaction. This suggests that
respondents place greater value on experiential and operational aspects of the service rather
than solely on physical location or accessibility.

Although place received the lowest mean score, it remained at an agreeable level,
indicating that while location-related factors were perceived as acceptable, they were
comparatively less influential in driving satisfaction. Overall, these results imply that enhancing
service quality, streamlining operational processes, and strengthening staff performance may
have a more substantial impact on customer satisfaction than improvements in physical or

locational attributes alone.

Table 2. Overview of decision of service process restaurants among international students at

Bangkok University

Decision X SD Level of agreement
1. Awareness of needs 3.92 0.81 Agree
2. Information search 3.95 0.85 Agree
3. Evaluation of alternatives 392 0.79 Agree
4. Service use decision 3.93 0.81 Agree
5. Post-Service decision feeling 4.00 0.83 Agree
Total 3.94 0.67 Agree
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Table 2, presents an overview of the decision-making process related to restaurant
service use among international students at Bangkok University. The results indicate that the
overall level of agreement toward the service decision process was agreeable (X=3.94,
SD=0.67). Among the five stages, Post-service decision feeling received the highest mean score
(X=4.00, SD=0.83), followed by Information search (X=3.95, SD=0.85) and Service use decision
()?=3.93, SD=0.81). The remaining stages; Awareness of needs and Evaluation of alternatives;
also demonstrated agreeable levels, each with a mean score of 3.92. The results indicate that
international students demonstrated an overall agreeable perception of the restaurant service
decision-making process. The highest mean score in the post-service decision feeling stage
highlights the importance of post-consumption experiences in shaping satisfaction and future
behavioral intentions, while relatively high scores in information search and service use
decision reflect active and informed decision-making. Overall, these findings suggest that
experiential outcomes and access to information play a critical role in restaurant service

choices among international students.

Table 3. Mean, standard deviation, variance, inflation factors, tolerance, and Durbin-Watson
coefficients between the variables of satisfaction with the marketing mix (7Ps) of

that influence the decision of service process

Variable Y X1 X2 X3 X4 X5 X6 X7 VIF Tolerance Durbin

watson
X 394 412 399 373 380 403 387 4.09
SD 067 069 071 077 080 007 080 0.71
Y S59** BE¥X - A7** BA¥* 63**  B7** 5g**
X1 412 1.00 .60** .43**  50** 5g** 57**  50** 211 0.47
X2 399  .60*  1.00 .42*%*  41**  57¥* 43% 49% 186 0.53
X3 373 43 427 1.00 .60** .48** 57**  41*  1.87 0.53 1.68

Xa 3.80 .50%  41*  60*  1.00 .47 63%*  33% 204 0.49

X5 4.03  58* 5% 4g** 47** 100 .57 59% 217 0.46

X6 387 57 43 57 63** 57** 1.00 46* 224 0.44

X7 4.09 50%  49**  41%  33%  59%*  46** 100 1.72 0.57
*p<.05, ¥*p<.01
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Table 3, The results demonstrate that all dimensions of the marketing mix (7Ps) were
positively and significantly associated with the service decision process at the .01 level, providing
preliminary evidence of their potential predictive effects. The absence of multicollinearity, as
indicated by acceptable variance inflation factors and tolerance values, supports the
robustness of the independent variables for subsequent regression analysis. Furthermore, the
Durbin-Watson statistic confirms the independence of residuals, indicating that the data meet
key assumptions required to examine the causal influence of the marketing mix on service

decision-making.

Table 4. Multiple Regression the marketing mix (7Ps) significantly predicts restaurant

selection decisions among international students at Bangkok University.

Marketing mix (7Ps) Unstandardized Standardized

coefficients B coefficients beta : P
(constant) 0.33 0.19 1.75 .08
1) Product 0.13 0.13 2.41* .01
2) Price 0.12 0.13 2.49% .01
3) Place -0.00 -0.00 -.07 93
4) Promotion 0.15 0.17 3.24%* .00
5) People 0.19 0.19 3.50** .00
6) Physical evident 0.10 0.12 2.11* .03
7) Process 0.20 0.21 4.24* .00

R=.754° R Square=.568, Adjusted R Square=.558
*p<.05, ¥*p<.01

Table 4, results of the multiple regression results indicate that the marketing mix
(7Ps) significantly predicts restaurant selection decisions among international students,
explaining 56.8% of the variance (Adjusted R?=0.558). Product, Price, Promotion, People,
Physical Evidence, and Process showed significant positive effects on decision-making, with

Process and People emerging as the strongest predictors, while Place was not statistically
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significant. These findings suggest that experiential and service-related factors play a more

critical role in restaurant selection than locational aspects.

DISCUSSION

1. To study the factors influencing the restaurant selection decisions of international students.

1.1 The results indicate that respondents expressed an overall agreeable level of
satisfaction with all elements of the marketing mix (7Ps), suggesting that the marketing
strategies implemented were generally effective in meeting customer expectations. The high
mean scores for Product, Process, and People highlight the dominant role of service quality,
service delivery efficiency, and interpersonal interaction in shaping customer satisfaction.
Results from previous research which suggested that recovery was one of the most influential
factors among the various service quality dimensions with the highest standardized coefficient
value, showing a significant influence on customer satisfaction. Additionally, food quality and
perceived value showed a significant influence on customer satisfaction. (Praditbatuga,
Treetipbut & Chantarak, 2022, p. 52). When customers perceive the product to meet or exceed
expectations, it enhances overall evaluations of the service experience. Similarly, the high
ratings for Process and People underscore the importance of smooth service operations and
staff performance. Efficient service processes, such as ordering procedures and waiting time
management, contribute to convenience and reduce perceived service risk, while positive staff
attitudes and effective communication enhance emotional satisfaction. These findings align
with recent empirical research indicating that service process efficiency and employee-
customer interactions significantly influence satisfaction and loyalty intentions in restaurant
and service settings (Zeithaml, Bitner & Gremler, 2020, pp. 60-62). In contrast, Place received
the lowest mean score, although it remained at an agreeable level. A notable finding is that
Place was the only dimension found to be statistically non-significant (p=.93). This finding
reflects a broader shift in consumer behavior driven by digital transformation. The rapid
proliferation of food delivery platforms (e.g., GrabFood, Foodpanda, LINE MAN) and navigation
applications has fundamentally reduced the importance of physical proximity in dining
decisions, allowing international students to access a wider range of dining options regardless
of location. In this context, Place has effectively been decoupled from the restaurant selection

process, functioning as a baseline expectation rather than a determining factor (Kim & Lee,
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2020, p. 68). From a university policy perspective, Bangkok University should consider strengthening

its campus food environment by supporting diverse dining options, facilitating digital
information channels for restaurant discovery, and partnering with food delivery services to
improve accessibility for international students who may face language or mobility barriers.
This suggests that while location and accessibility were perceived as acceptable, they were
comparatively less influential in driving satisfaction. One possible explanation is that in urban
or campus-based environments, where restaurants are generally accessible and transportation
options are readily available, location becomes a hygiene factor rather than a differentiating
attribute. Scholars have stated that customer satisfaction significantly enhances customer
loyalty, as reflected in the slogan “Tutarudi” (Swahili for “We shall come back”), symbolizing
customers’ intention to return following satisfying experiences. (Meshack & Prusty, 2021, p. 1430)

Overall, these findings imply that efforts to enhance customer satisfaction should
focus primarily on improving service quality, streamlining operational processes, and
strengthening staff performance, rather than relying solely on physical location advantages.
The results contribute to recent service marketing literature by reaffirming the relevance of
the 7Ps framework while highlighting the growing importance of experiential and human-
centered elements in shaping customer satisfaction in contemporary service contexts.

1.2 The results indicate that international students at Bangkok University demonstrated
an overall agreeable perception of the restaurant service decision-making process, suggesting
that they engage in a relatively structured and deliberate evaluation when selecting restaurant
services. The highest mean score observed in the post-service decision feeling stage highlights
the critical role of post-consumption experiences in shaping satisfaction, emotional responses,
and future behavioral intentions. This finding suggests that students place substantial emphasis
on their overall dining experience after service consumption, which subsequently influences
repeat patronage and word-of-mouth intentions. This competitive prospects in providing customer
satisfaction and building customer loyalty. This study aims to analyze the relationship between
service quality and product quality on customer satisfaction and loyalty, the relationship
between customer satisfaction and customer loyalty, and the relationship between product
and service quality and customer loyalty mediated by customer satisfaction. Based on the
study results, it can be concluded that service quality directly affects customers, especially

customer satisfaction. Product quality also affects customer satisfaction and loyalty and vice
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versa. However, service quality did not directly affect customer loyalty. Meanwhile, mediation
through customer satisfaction and product quality indirectly affects customer loyalty. (Taufik,
Santoso, Fahmi, Restuanto & Yamin, 2022, p. 68). When customers perceive positive outcomes
after service use, they are more likely to develop favorable attitudes toward the service
provider and integrate these experiences into future decision-making. Furthermore, the relatively
high mean scores for information search and service use decision stages indicate that international
students actively seek information and carefully evaluate service options before making dining
decisions. This behavior may be attributed to their status as international students, who often
rely on online reviews, peer recommendations, and digital platforms to reduce uncertainty and
perceived risk in unfamiliar service environments. Similar findings have been reported in recent
studies, which suggest that access to reliable information and digital engagement play a crucial
role in restaurant choice behavior among young and international consumers (Kim & Lee, 2020,
p. 67). Although awareness of needs and evaluation of alternatives received comparatively
lower mean scores, they remained at an agreeable level, indicating that these stages are still
integral components of the decision-making process. However, these findings highlight the
need for service behaviors, while treating atmosphere and physical environment as baseline
expectations. (Kemala Sari, Hanani, Asmara & Wahyuningtyas, 2026, p. 1)

Overall, these findings imply that restaurant operators targeting international students
should prioritize delivering positive post-service experiences and ensuring transparent, accessible
information throughout the service journey. By enhancing experiential quality and informational
support, service providers can more effectively influence decision-making processes and foster
long-term customer satisfaction and loyalty.

2. To examine the influence and identify the significant predictors of the marketing mix
(7Ps) on restaurant selection decisions among international students at Bangkok University.

The multiple regression results confirm that the marketing mix (7Ps) significantly
predicts restaurant selection decisions among international students, explaining a substantial
proportion of variance in decision-making behavior. The relatively high explanatory power of
the model (Adjusted R2=0.558) indicates that marketing mix elements collectively play a crucial
role in shaping service-related decisions in the restaurant context. This finding supports recent
service marketing literature, this perspective aligns with Han (2021, p. 1026), who emphasized

the effectiveness of the expanded marketing mix framework in explaining consumer decision-
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making within experiential service contexts. From a behavioral standpoint, such a framework
enables the integration of critical information associated with habitual and experiential dimensions
of goal-directed behaviors, thereby offering a more comprehensive understanding of how
consumers evaluate and respond to service experiences.

Among the seven dimensions, although food quality remains a key determinant of
dining satisfaction, service quality is equally influential in fostering emotional bonds and relational
ties between customers and restaurants. It is commonly conceptualized as the gap between
customers’ prior expectations and their actual service perceptions. Within restaurant environments,
dimensions such as responsiveness, empathy, and assurance significantly contribute to
creating positive customer experiences. High levels of service quality enhance perceived value,
encourage repeat visits, and strengthen customer loyalty. (Kemala Sari, Hanani, Asmara &
Wahyuningtyas, 2026, p. 3)

The significant positive effects of Product, Price, Promotion, and Physical Evidence
further indicate that both core offerings and supporting service attributes influence restaurant
selection. High product quality and fair pricing enhance perceived value, while effective
promotional communication and appealing physical environments reinforce positive service
perceptions. These results align with contemporary research suggesting that consumers evaluate
restaurants holistically by integrating functional value, experiential quality, and symbolic cues
when making dining decisions (Kim & Lee, 2020, p. 69). This study indicates that, in Thai local
food restaurants across the Bangkok Metropolitan Region, service quality and health-supportive
food quality are the key determinants of customer satisfaction, whereas atmosphere and
physical environment function mainly as supporting elements. Diners strongly value freshness,
cleanliness, and proper serving temperature as markers of authentic Thai cuisine, although
clearly defined healthy menu options remain limited. Service accuracy and staff friendliness
significantly shape positive experiences, with proactive engagement offering further enhancement.
While physical surroundings are not primary satisfaction drivers, hygienic environments and
culturally reflective décor can reinforce a sustainable Thai local food image and strengthen
competitiveness in the urban foodservice market. (Kemala Sari, Hanani, Asmara & Wahyuningtyas,
2026, p. 13)

Overall, these findings suggest that experiential and service-related elements of the

marketing mix exert a stronger influence on restaurant selection decisions than locational
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aspects. The results extend existing literature by providing empirical evidence of the causal
role of the 7Ps framework in explaining service decision-making among international students
and offer practical insights for restaurant operators seeking to enhance competitiveness

through service excellence rather than location-based advantages.

RECOMMENDATIONS

Recommendations for applying research findings

1. Prioritize service processes and staff performance; Given that Process and People
emerged as the most influential predictors of restaurant selection decisions, operators should
focus on improving service efficiency, simplifying service procedures, and enhancing staff
communication skills. For international students experiencing language barriers and differences
in communication norms, the ability of restaurant staff to communicate effectively, demonstrate
cultural sensitivity, and provide patient guidance is especially critical. Restaurant operators
should therefore invest in cross-cultural communication training for frontline staff and design
service processes — such as multilingual menus and streamlined ordering systems — that
accommodate linguistic and cultural diversity. This is particularly important when serving
international customers, as effective service delivery and positive interpersonal interactions
can reduce uncertainty and enhance overall service experiences.

2. Enhance product quality and the overall service experience; The high evaluations
of Product and Physical Evidence suggest that food quality, menu variety, cleanliness, and the
physical environment play a critical role in shaping customer perceptions. Restaurant operators
should therefore continuously improve core offerings and service atmospherics to strengthen
perceived value and encourage repeat patronage.

3. Strengthen marketing coommunication and post-service engagement; As information
search and post-service decision feelings were identified as important stages in the decision-
making process, providing clear, accessible, and reliable information through online platforms
is essential. In addition, actively managing post-service experiences, such as responding to feedback
and reviews, can reinforce customer satisfaction and positively influence future decision-making.

Recommendations for future research

1. Expand the research context and sample characteristics; Future studies should

examine restaurant selection decisions in different institutional, geographic, or cultural contexts
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to enhance the generalizability of the findings. Comparative studies across universities, cities,
or countries may provide deeper insights into how cultural and environmental factors influence
the role of the marketing mix in service decision-making.

2. Apply advanced analytical methods to examine causal mechanisms; Future
research could employ advanced techniques such as structural equation modeling (SEM) or
mediation and moderation analyses to further investigate the causal pathways between
marketing mix elements, service decision processes, and behavioral outcomes. This approach
would allow for a more comprehensive understanding of the underlying mechanisms driving
consumer decisions.

3. Incorporate additional psychological and behavioral variables; Subsequent
studies may integrate variables such as perceived value, trust, customer engagement, or
emotional responses to capture a more holistic view of service decision-making. Including
these factors could enrich the explanatory power of existing models and provide deeper

insights into consumer behavior in restaurant and service settings.
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ABSTRACT

The objectives of this research were: 1) to study the level of modern leadership skills
among school administrators; and 2) to compare the modern leadership skills of school
administrators classified by gender, educational level, age, and work experience. The sample
consisted of 113 teachers from schools in the Ban Bueng 3 School Consortium under Chonburi
Primary Educational Service Area Office 1 during the 2024 academic year. The sample was
selected through stratified random sampling proportional to the population and followed by
simple random sampling using a computerized method. The research instrument was a
questionnaire with a reliability coefficient of .95. Data were analyzed using frequency,
percentage, mean, standard deviation, independent samples t-test, and one-way analysis of
variance (ANOVA). The findings revealed that: 1) the overall modern leadership skills of school
administrators in the Ban Bueng 3 School Consortium under Chonburi Primary Educational
Service Area Office 1 were at a high level; and 2) school administrators with different genders,
educational levels, and ages showed no statistically significant differences in modern leadership
skills at the .05 level. However, school administrators with different work experiences
demonstrated statistically significant differences in modern leadership skills at the .05 level.
Keywords: Modern Leadership Skills School; Administrators Management; Ban Bueng 3

Interdisciplinary Cluster
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ABSTRACT

The objectives of this research were to: 1) study organizational climate as perceived
by teachers, 2) study good organizational citizenship of teachers, 3) analyze the relationship
between organizational climate and good organizational citizenship of teachers, and 4) examine
problems and guidelines for developing organizational climate and good organizational
citizenship of teachers under the Nakhon Si Thammarat Primary Educational Service Area
Office 2. The sample consisted of 285 teachers under the Nakhon Si Thammarat Primary
Educational Service Area Office 2, obtained through a two-stage stratified random sampling
technique based on school sizes and simple random sampling using the lottery method. The
research instrument was a questionnaire. Data were analyzed using frequency, percentage,
mean, standard deviation, and Pearson's product-moment correlation coefficient. Open-ended
data were analyzed using content analysis.

The findings were as follows: 1) The perceived organizational climate was overall at
a good level, with "performance standards" yielding the highest mean. 2) Teachers’ Organization
Citizenship Behavior (OCB) was overall at a good level, with altruism receiving the highest
mean score. 3) A significant positive correlation was found between organizational climate and
OCB at a high level (r=.73**, p=.00). 4) The study also suggested promoting mutual support
through a climate of understanding, assigning workloads in accordance with individual
competencies to reduce stress, and fostering a culture of positive communication to transform
workplace relationships into professional collegiality and dedication to the common good.

Keywords: Relationship; Organizational Climate; Good Organizational Citizenship

unin

nsfnwndusngrudrdylunisiauussmariiunatsnisivd suuvasdi sanisves
weluladuardsny nsdansnuiifivszansamiadunguedidglunisairminensuyudid
ﬂzumwﬁqﬁmﬂ’ﬂmuazﬁﬁaﬁiiu (UNESCO, 2015, p. 23; World Bank, 2020, p. 45) lnedl "ag" 1u

[ ' v < 1 Ao = a wva Y Ay v 1 = a a g
uaanInantun1satenennuswaziduluueg19ins Fansufdantnlaegredissaniaimiu

P17 59



NIANTIVINTATUNN VA3
ayal o A - = a
Uil 22 atull 2 Wauwuwiey 83 Tquieu 2569
Tdussdlasunisatiuayuann1susmMsInNIswazUsTIINMAN YU eas1wae (OECD, 2019, p. 67)
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LALNOANITNYAAINTABUTIBINIABIANS (organizational climate) Faduanminadeyiiandnius
I§ananssuasn1edon Litwin & Stringer (1968, p. 205) S1uunussenniAesinsiu 9 du leud
Tasaadns Avwiduiioveu mslviseda mnandes amueusgy nsatuayy 1asg1unsUdRnu ns
THuéa wazanudnd dsussermafiinanufduiudiBsuinuagmsatuayuainguimsazdioan
ANUTALEIaENIEAUAIUNNRURDIANT (Useaae a1, 2563, w1 45; Fladssas audhlng,
2562, vt 102)

vssmAesEnadiniesiilugumnddylunsdauasziuagnssduliAn nndy
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UnumTiUnATinszvideruaiaslafieaudsavesdiusau (Organ, 1988, p. 4) WeFANIIU
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waé’mqwémqmiﬁﬂm (Podsakoff, MacKenzie, Paine & Bachrach, 2000, p. 546) 29nN158LATIEH
A uTonleassninamnuusieInIaesAnIsues Litwin & Stringer LagnguiwgAnssunisiduaundn
fifve109Ans (OCB) ¥83 Organ Wuiilfdustusiiaenadesiussiitivddny nanfeilensiuiie
UsseMAnsIuATnsatuayuazaasguiidaey dgoulugamiuiimelauazideniiozuany
‘wqﬁﬂssmﬂmfﬁluam%ﬂﬁﬁﬁuaqaqﬁmi (OCB) WlanaULNLANUANY (Schneider, Ehrhart & Macey,
2013, p. 363)
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FUNusS wagdasieiiiion (content analysis) @msudaiausiugUaiala (W1eSnud NIsmil, 2553,

N 141)

NaN15798

Fayanaly ngudiegradung $1uu 285 au nundwlvgidunands Sovay 77.20 4

085NN 26-35 U Sagay 55.10 dnsanisfnwszaudiaans Sevay 83.90 fiveguzdung

AYnsLazAINluiInegIue Sovay 51.30 IUszaunisainisvinaulugae 1-5 U Sewaz 43.20 uay

Y
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UavthnlulsaSeuruianans Segas 59.60
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186U
ns¥uivesussenmesAnisiulsaiey X SD STAU AU
1. eulAseasnen1syingu 4.28 0.52 A 2
2. AUAMNSURATOU 4.28 0.55 A 2
3. AUNITIAT1YTa 4.18 0.63 A 5
4. Frupnudes 4.23 0.55 A 4
5. AUANUBUGY 4.25 0.62 0 3
6. AnunIsatiuayy 4.25 0.64 g 3
7. uNnsgIuNsUR TR 4.29 0.54 A 1
8. AUNITINNIIANTALYS 4.21 0.59 A 5
9. frupnudunilafen 4.25 0.57 A 3

ho))}

ARAsIL 4.25 0.58
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AedesIu 4.32 0.56 A
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SD=0.56) Wleia1sansenu nuimnmueglusedud Seadmuaiaisarnunlumdey sunsli
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r p LAY
1. AulATIATNNITVINY (Xq) 677 .00 GR
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anwduiuseyluseiugmndu Inedmdussavdanduiudogsening 67 fa 77 FaFosdiuny
AANFuTusIINUIntUdaslawn AunesgIunSUL RN (r=77%%, p=.00), AIUN15IANIIAIY
A (r=.75%*, p=.00), prunsativayu (r=.74**, p=.00), Frupandes (r=.76%, p=.00), fuaAY
AU (r=.71**, p=.00), AUAUTURATOU (r=.70**, p=.00), MUNITITNTA (r=.69**, p=.00) Uag

AULATIASIINITYINU (r=.67%%, p=.00) AILAIAU
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Y7) Y5) (Y3) 033 (Ys) DIANNT
Ya) UDIAS
)
alassaianisyhau (xq) .65 .64 627 59%* ST 6T
AMuAUSURRTEU (X)) 67% 65%* 66 627 60" 0%
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ABSTRACT

This study aimed to 1) examine the influence of cultural differences on street food
consumption behavior among foreign tourists in Thailand, and 2) determine the extent to
which cultural differences significantly predict such behavior. The sample group consisted of
foreign tourists from various countries who had experience consuming street food in Thailand.
A total of 400 respondents were selected as the sample using purposive sampling, which is
considered appropriate for multivariate statistical analysis, including multiple regression analysis.

The research instrument was a self-administered questionnaire consisting of five
sections covering general information, tourist behavior, gastronomy knowledge, gastronomy
experience, and attitude toward street food consumption. Content validity was assessed by
three experts in tourism and hospitality studies, yielding an Index of Item-Objective
Congruence (I0C) of .84. The instrument was subsequently refined and pilot-tested with 30
respondents, and reliability analysis produced a Cronbach's alpha coefficient of .91, indicating
high internal consistency. Data were analyzed using descriptive statistics, including frequency,
percentage, mean, and standard deviation, and inferential statistics, namely multiple
regression analysis.

The findings reveal that cultural-related factors, including gastronomy knowledge,
gastronomy experience, and attitudes toward street food consumption, significantly
influenced foreign tourists' street food consumption behavior in Thailand. Among these
factors, gastronomy experience demonstrated the strongest predictive power, followed by
gastronomy knowledge, suggesting that experiential and cognitive dimensions play a critical

role in shaping tourist behavior. Positive street food experiences - particularly enjoyment,
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cultural learning, perceived quality, and expectation confirmation were found to enhance
favorable attitudes and behavioral intentions toward street food consumption.

Overall, the results highlight the importance of cultural differences and experiential
engagement in understanding foreign tourists' street food consumption behavior, offering
valuable implications for tourism policy, destination management, and the sustainable
development of street food tourism in Thailand.

Keywords: Cultural Differences; Street Food; Gastronomy Tourism

INTRODUCTION

Thailand has high potential in enhancing Gastronomy Tourism. Thailand's Gastronomy
Tourism market has high value and has an upward trend which corresponds with international
tourists' interest in tasting local cuisine and Thai tourists' activity in searching for local
restaurants in different tourist destinations. Thailand is best known for its cuisines which has
unique taste and characteristic that could be used as a selling point in enhancing Gastronomy
Tourism (TAT, Online, 2023). Street food has become one of the most distinctive cultural
representations of tourist destinations, particularly in countries with rich culinary heritage such
as Thailand. Thai street food is internationally recognized for its diversity, affordability, unique
flavors, and accessibility, making it a significant attraction for foreign tourists. In recent years,
street food consumption has evolved beyond a basic food choice and has increasingly been
associated with cultural exploration, experiential tourism, and gastronomy-based travel
(Jeaheng & et al,, 2023, p. 223).

However, street food consumption behavior among foreign tourists is not solely
influenced by food availability or destination image. Cultural differences play a crucial role in
shaping tourists' perceptions, preferences, and decision-making processes related to food
consumption. Tourists from different cultural backgrounds may differ in their openness to
unfamiliar foods, perceptions of hygiene and safety, levels of gastronomic knowledge, prior
food experiences, and attitudes toward local street food (Garcia-Pérez & Castillo-Ortiz, 2024,
p. 18). These differences may directly influence their willingness to consume street food while
traveling in Thailand. Despite the growing global interest in street food as a tourism product,
the existing body of literature reveals several notable gaps. First, previous studies have largely

focused on street food in terms of food safety, hygiene standards, vendor practices, and
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destination image, without sufficiently addressing the role of cultural differences as a
determinant of consumption behavior. Second, while some research has examined tourist
food consumption behavior, limited attention has been given specifically to how cultural
backgrounds shape street food consumption behavior among foreign tourists in the Thai
context. Third, most prior studies tend to investigate food-related behavior using isolated
variables, without integrating cognitive, experiential, and attitudinal dimensions within a unified
analytical framework. These gaps collectively highlight the need for an integrative study that
examines cultural differences alongside knowledge, experience, and attitude variables to better
explain foreign tourists' street food consumption behavior in Thailand. To address this gap,
the present study integrates three key theoretical perspectives tourist behavior, gastronomy
knowledge, and gastronomy experience together with attitude toward street food consumption,
as core variables to explain consumption behavior (Jeaheng & et al., 2023, p. 224).

Tourist behavior theory provides insights into tourists' decision-making processes and
consumption patterns while traveling. Gastronomy knowledge reflects tourists' awareness,
understanding, and familiarity with local food culture, which can reduce uncertainty and
perceived risk associated with street food consumption. Gastronomy experience represents
tourists' prior encounters with local cuisine, which may enhance confidence, curiosity, and
emotional engagement with street food. Attitude theory further explains how positive or
negative evaluations toward street food influence behavioral intentions and actual
consumption. Although these theoretical perspectives have been widely applied in tourism
and hospitality research, few empirical studies have examined their combined influence under
the lens of cultural differences, particularly in the street food context in Thailand. This
represents a significant research gap, as the interaction between cultural differences and
tourists' knowledge, experience, and attitudes toward street food remains underexplored.
Understanding these interactions is essential for developing more effective gastronomy
tourism strategies that are sensitive to the diverse cultural backgrounds of international
visitors. At the international level, the World Tourism Organization emphasizes gastronomy
tourism as an important instrument for linking culture, sustainability, and local economic
development. Conclusions from the 7th UNWTO World Forum on Gastronomy Tourism
highlight that the development of gastronomy-based tourism should incorporate both

sustainability standards and the preservation of cultural heritage (UNWTO, Online, 2022).
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Similarly, at the national level, recent research underscores the role of key stakeholders within
the street food system, including vendors, local authorities, and policymakers, in establishing
management standards that support a sustainable street food ecosystem. Effective
coordination among these actors has been found to directly influence food safety, tourist
confidence, and the consumption behavior of foreign tourists. (Phukamchanoad, 2025, p. 226).
Therefore, this study aims to investigate the influence of cultural differences on street
food consumption behavior among foreign tourists in Thailand by employing a quantitative
approach and regression analysis. Specifically, the study examines how cultural differences
interact with gastronomy knowledge, gastronomy experience, and attitude toward street food
to predict consumption behavior. The findings are expected to contribute to both academic
and practical perspectives by extending the literature on gastronomy tourism and tourist
behavior, while also providing empirical evidence to support the strategic development of
street food as a tourism product. Furthermore, promoting street food as a form of culinary
soft power can enhance Thailand's cultural image, stimulate tourist motivation, and strengthen

Thailand's position as a leading gastronomy tourism destination.

RESEARCH OBJECTIVES

1. To examine the influence of cultural differences on street food consumption
behavior among foreign tourists in Thailand.

2. To determine the extent to which cultural differences significantly predict street

food consumption behavior among foreign tourists in Thailand.

RESEARCH HYPOTHESES

H1: Gastronomy knowledge and experience significantly influences tourists’ attitudes

toward street food consumption behavior.
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RESEARCH FRAMEWORK

Independent Variables Dependent Variable

Gastronomy knowledge — |—»

Attitudes towards the behavior

A4

Gastronomy experience

Figure 1. Research framework

RESEARCH METHODOLOGY

Population and sample: The population of this study consisted of foreign tourists
from various countries worldwide who visited Thailand. The sample size of 400 respondents
was determined based on the criteria proposed by Hair, Black, Babin & Anderson (2019, pp.
265-270), who recommended a minimum ratio of 10 respondents per predictor variable for
multiple regression analysis. Given that this study employed four predictor variables, a sample
of 400 respondents was considered appropriate and sufficient for multivariate statistical
analysis. Data were collected using purposive sampling, targeting foreign tourists who had
direct experience consuming street food in Thailand.

Research instrument: The research instrument was a self-administered questionnaire,
developed based on a review of relevant literature and previous studies related to tourism
behavior and gastronomy. The questionnaire consisted of five sections, as follows: 1) General
Information-checklist questions 2) Tourist Behavior-checklist questions 3) Gastronomy Knowledge-
rating scale questions 4) Gastronomy Experience-rating scale questions and 5) Attitude toward
Street Food Consumption-rating scale questions

Sections 1 and 2 were measured using checklist items, while Sections 3 to 5 employed
a five-point rating scale format to measure respondents' levels of knowledge, experience, and
attitudes toward street food consumption. To ensure content validity, the questionnaire was
evaluated by three experts in tourism and hospitality research. The Index of Item-Objective

Congruence (I0C) yielded a value of .84, indicating acceptable content validity (Rovinelli &
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Hambleton, 1976, p. 49). The questionnaire was subsequently revised according to the experts'
suggestions.

After revision, the finalized questionnaire was subjected to a pilot test with 30 respondents
who shared similar characteristics with the target population, namely foreign tourists with
street food consumption experience in Thailand, in order to examine the reliability of the
instrument prior to actual data collection. The reliability analysis produced a Cronbach's alpha
coefficient of .91, which exceeded the threshold of .70 recommended by Hair, Black, Babin &
Anderson. (2019, pp. 265-270), indicating a high level of internal consistency.

Data collection: Data were collected from foreign tourists at major street food areas
and popular tourist destinations in Thailand, including Yaowarat Road (Chinatown), Khao San
Road, and Chatuchak Weekend Market in Bangkok, during [Month, Year]. The researcher and
research assistants distributed the self-administered questionnaires directly to eligible
respondents who met the inclusion criteria, namely foreign tourists who had consumed street
food in Thailand at least once during their current visit. Completed questionnaires were
collected on-site. Of the 420 questionnaires distributed, 400 were returned and deemed
complete and usable, yielding a response rate of 95.20%.

This study adhered to ethical principles in human research. Participants were
informed about the purpose of the study, their right to refuse or withdraw from participation,
and the confidentiality of their personal information.

Data analysis: Data were analyzed using descriptive statistics, including frequency,
percentage, mean, and standard deviation. The interpretation of mean scores was based on the
criteria proposed by Best (1977, p. 191), which classified the levels as follows: 4.21-5.00=very
high level, 3.41-4.20=high level, 2.61-3.40=moderate level, 1.81-2.60=low level, and 1.00-
1.80=very low level. This classification was consistently applied throughout the manuscript,
including in the interpretation of findings presented in Tables 2 and 3. Inferential statistics,
particularly enter method multiple regression analysis, were employed to examine the
influence of cultural differences on street food consumption behavior among foreign tourists.
The enter method was selected as it allows simultaneous entry of all predictor variables,
enabling a comprehensive assessment of their combined and individual contributions to the

dependent variable (Hair, Black, Babin & Anderson, 2019, pp. 265-270).
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Profile of the respondents: Based on the analysis of demographic data from 400

respondents (n=400), the majority of participants were male (52.50%). Most respondents were

aged between 26 and 35 years (40.80%). The highest proportion of respondents held a bachelor’s

degree (35.00%). In terms of occupation, most respondents were engaged in personal business

or freelance work (35.00%). Regarding income, the majority reported an average monthly

income of more than USD 1,515 (37.30%). Additionally, most respondents were from Europe

(44.30%), with the largest proportion originating from the United States (12.60%).

Results of gastronomy knowledge: From survey to analysis of cultural differences

on street food consumption behavior of among foreign tourists in Thailand analysis.

Table 1. Overview of factors influencing cultural differences of gastronomy knowledge.

Gastronomy knowledge X SD Level of Agreement
1. | have read about the street food before | travel 391  0.92 High level
in Bangkok.
2.1 am aware of the street food eating customs. 376 097 High level
3. I know a lot about the street food. 357 099 High level
4. | know the street food that is popular in 400 099 High level
Bangkok.
5. 1' know the locations to have popular street food 3.67  0.95 High level
in Bangkok.
6. | know which destinations have the best street 353 095 High level
food.
7.1 am an expert of street food compared with my  3.38  0.91 Moderate level
friends.
8. | know the representative street food of most 341 0.96 High level
Bangkok destinations.
9. I can describe my knowledge of street food 353 092 High level

before visiting Bangkok.
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Table 1. (Continue)

Gastronomy knowledge X SD Level of Agreement

10. I can be described as someone who is 351 098 High level

knowledgeable about street food.

Total 362 071 High level

Table 1, the results indicate that the overall level of respondents’ gastronomy knowledge
was at an high level (X:3.62, SD=0.71), suggesting that respondents possessed a relatively
high level of knowledge regarding street food in Bangkok. When considering individual items,
the highest mean score was found for knowing popular street food in Bangkok (X:ﬁl.OO,
SD=0.99). This was followed by having read about street food before traveling to Bangkok
(X:3.91, SD=0.92) and being aware of street food eating customs (X:3.76, SD=0.97), all of
which were rated at the high level. In contrast, the lowest mean score was observed for
considering oneself an expert in street food compared with friends (X:S.SS, SD=0.91), which
was rated at a moderate level. This finding indicates that while respondents generally
perceived themselves as knowledgeable about street food, they did not strongly identify
themselves as experts.

Overall, the findings suggest that respondents demonstrated a relatively high level
of gastronomy knowledge related to Bangkok’s Street food. Such knowledge may play an
important role in shaping tourists’ perceptions, perceived value, and decision-making regarding

street food consumption in Bangkok.

Table 2. Overview of factors influencing cultural differences of gastronomy experience

Gastronomy experience X SD Level of Agreement
1. I enjoyed my street food experience. 433  0.75 Very high level
2. I had good experience with the street food 415 0.82 High level

service provider.
3. | get to know more about the local culture 414  0.79 High level

through street food experience in Bangkok
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Table 2. (Continue)

Gastronomy experience )? SD Level of Agreement

4. In general, | found street food in Bangkok to be 402 082 High level
what | anticipated.

5.1 close the street food that was prepared with 397  0.89 High level
local ingredients and/or techniques.

6. | have eaten the street food in holidays. 414 091 High level
7. The quality of street food makes me come back 4.19  0.83 High level

to eat again here.

8. I will remember the street food experiences in 428 0.83 Very high level
Bangkok.
9. When traveling, my important to me is the street 4.05  0.93 High level

food experience in Bangkok.
10. The street food experiences have made me 406  0.83 High level

more knowledgeable.

Total 413 052 High level

Table 2, the results reveal that the overall level of respondents’ gastronomy experience
was rated at a high level (X=4.13, SD=0.52), indicating a high level of positive experience with
street food in Bangkok. At the item level, the highest mean score was observed for enjoying
street food experiences (X4.33, SD=0.75), followed by remembering street food experiences
in Bangkok (X:4.28, SD=0.83). Both items were rated at a strongly high level, reflecting the
memorable and enjoyable nature of street food experiences among respondents.
Additionally, respondents reported positive perceptions regarding the quality of street food
encouraging revisit intention ()?:4.19, SD=0.83) and having good experiences with street food

service providers ()? =4.15, SD=0.82), which were rated at the agree level. Furthermore,

respondents indicated that street food experiences contributed to a better understanding of

local culture ()?:4.14, SD=0.79) and enhanced personal knowledge (X=4.06, SD=0.83). The

item with the lowest mean score was preferring street food prepared with local ingredients

and/or techniques ()?:3.97, SD=0.89) however, this item was still rated at the high level.
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Overall, the findings suggest that respondents experienced a high level of satisfaction
and meaningful engagement with Bangkok’s Street food. Such positive gastronomy experiences
may strengthen tourists’ cultural learning, memory formation, and intention to revisit,
highlighting the important role of street food in enhancing the overall tourism experience in

Bangkok.

Table 3. Overview of factors influencing cultural differences of attitudes towards the

behavior.
Attitudes X SD Level of Agreement

1. Street vendors in Bangkok use fresh ingredients. 403 081 High level
2. Street food in Bangkok is natural and free of 386 092 High level
additives.
3. Street food in Bangkok is unique and exotic. 416  0.87 High level
4. Street food in Bangkok is healthy and nutritious.  3.87  0.93 High level
5. | feel trying street food in Bangkok is a fun 4.23  0.87 Very high level
experience.

6. | think that purchasing street food in Bangkok is 424  0.82 Very high level

interesting.

7. | think that purchasing street food in Bangkok isa 4.23  0.85 Very high level
good idea.

8. | think that purchasing street food in Bangkok is 408 0.84 High level
important.

9. I think that purchasing street food in beneficial. 401 093 High level
10. I think that purchasing street food in Bangkokis  4.18  0.86 High level
favourable.

Total 408 0.8 High level

Table 3, the findings indicate that respondents’ overall attitudes toward street food
purchasing behavior in Bangkok were at a high level ()?: 4.08, SD=0.58), reflecting generally

positive attitudes toward street food consumption. At the item level, the highest mean scores
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were observed for perceiving street food consumption in Bangkok as an interesting experience
(X =4.24, SD=0.82), feeling that trying street food in Bangkok is a fun experience ()? =4.23, SD=0.87),
and believing that purchasing street food in Bangkok is a good idea ()?:4.23, SD=0.85). These
items were rated at a very high level, indicating strong positive affective and cognitive evaluations
toward street food consumption. Respondents also expressed favorable perceptions of street
food characteristics, including its uniqueness and exotic nature (X=4.16, SD=0.87) and the use
of fresh ingredients by street vendors ()?:4.03, SD=0.81), which were rated at the high level.
In contrast, comparatively lower mean scores were reported for perceiving street food as
natural and free of additives ()?:3.86, SD=0.92) and considering street food to be healthy and
nutritious (X=3.87, SD=0.93), however, these items remained within the high level.

Overall, the results suggest that respondents held positive attitudes toward street
food purchasing behavior in Bangkok. Such favorable attitudes may contribute to stronger
behavioral intentions and actual purchasing behavior, underscoring the importance of street
food as a meaningful component of the tourism experience in Bangkok.

H1: Gastronomy knowledge and experience significantly influences tourists’ attitudes

toward street food consumption behavior.

Table 4. Analyze the factors of gastronomy knowledge that influence of attitudes towards

the behavior.

Gastronomy  Unstandardized Standardized t p Tolerance  VIF
knowledge Coefficients B Coefficients Beta
(Constant) 2.78 18.63* .00
1. I'have read 