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Abstract

This academic article aims to study marketing innovations in the digital era of
hotel businesses to create competitive advantages and to find ways to apply
knowledge appropriately in hotel business operations by applying concepts and
theories as follows: Marketing innovation in hotel business, Digital marketing, Hotel
business management and the context of business in the digital era. Analyze and
synthesize the content are study methods. The study found that Digital marketing
innovation is a modern marketing tool that uses technology to innovate to gain insights
into customer behavior. There are four strategies in digital marketing innovation based
on the theory of Ansoff 1987: 1) market penetration strategy 2) market development strategy
3) product and service development strategy 4) product and service diversification
strategy. For the online marketing mix, 9P’s for digital marketing tools. It can be used
through 3 channels: 1) social media 2) web marketing 3) content marketing. Moreover,
Digital marketing innovation of modern hotel business has begun to use digital
technology fully. It is a tool of automation and the use of artificial intelligence (Al)
systems that focus on building a customer database, customer retention, building

a long-term relationship with customers and appropriate technology development.
Keyword: Marketing Innovation, Hotel Business, Digital Era
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Seamless Technology (N15U38%3198 198 98 UL UURANNATUTENIINTUTEYNoRUlaULAY
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uth LLﬁﬂLﬂaﬁmmsaﬁ%auamaqﬂgﬁ Fawrlng srnsAivinlulne vi3ovenunang
ymsniiaumanUssslussmelnglagnae

3) nagnsMITRAUIHAN S umLazUINT (Product & Services Development) N3
asandnfaunuuuln nfugnantagiuleilonialy idumsfauwdunifieneuausini
nasvesgnARLTiioguat unsasnagysiefiusenmelunguvaneysnisaaaiy
fhegnau esosvadlsausy Tuluduni-woiaud sienisewnsileuasiduaimsine
wazuAns-onfing Mensensasivdsudue i vielunesemislsausuiinns
thiauavownmiluguuuulv Wuwesvmuiiiuaaedin wu wnualalsihmanauyn dwsy
IauemsnaugnAfisnaunLanDINsaAuTn

1) nagnsmanseareanadsdundnfunuazuinislueg (Diversification) 1u
nsnagnsTiHTuNTARTesuUIAnvesLTnTsy iRnainiuln Tnensasiandndumnln
Tnifugnainaulu wudlawdu 2 wuu Ao waadamlvuilamaluladuiomsnaindiievos
yioanunsniaiuasdlniu Product Line i tumsimunduaiiifioguainuiulalnia
JuAuenfinanendatu feens LﬂmqiﬁaideLimagjLLga wazidngsfivaus Bu w3 Aniualiiy
uagBnuuuite nansuelmdlufieesiundnium gnan wienaaiu dreetamu Wagsna
Tssusuoguan uarludananmunsduaninen-aeen wun1sveremadivlaessia snsedy

Indugsialsausuuazanunsaiivganvigla muguaunuuazlunganIsiauINagnsaes
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HulAANISAANARIYA (Digital Marketing)

N15AANARIE Ao I5NsanasHAUALarUSNstnonuremiseaulauLiioln
éU%IﬂﬂL%ﬁﬁﬂléjashﬂi’mﬁ’J LLasLﬁjumﬂ%é?unuaéwaﬁﬂizﬁw%mw (Reitzen, 2007)

ANYULVDINITNAIAAINEA (Marketing Innovation) huneds NSATINALLANA
Tufvaumuazn1su3nig ﬁmﬁﬁ’mmaéw{mﬁmLﬁ@iﬁmmﬁﬂﬁzy,t,m';gu%‘lmlélﬂuummq
fnauladenlvaumuarunig Gaine ‘wq@muuﬁ, 2558)

MsmamRavarensidenavaiinsnane muszuuumesidniioUsymduius
p3Ams Auan waruimsludsnaudmensuarmAensinaulalunste-neduauazuintg
LLawauauaqGia;;uﬂmw%aﬂejmﬂmmalﬁazjwffmau LLﬁ%ﬂ@:NLJ’Mﬂﬂﬁla’m’]ﬁaL%’]L?JIEJZJ“UN

vayauuIulenlanaeniieiu ((nsiR wsegud, 2558)
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Y
donmsnanaddviadailavangisungifeladen 3 vdn Ao
1. mamanarnudedaueaulat (Social Media) iduiniasiionisnisnaalagleiy
doseulaul wadunmsiiunglavioyanmismanana laglyromsmsdeasinuniseaulau
delnlanadwsmudhuasideomfimnzaulanefuguiloa laneedu 4

8
o Faduiewnludagdu wsgausawndenauyuilaalane (Ausidng

M N1
AUASYIAN
WAL 9 E‘)uné’ﬂwzﬁ, 2563)

2. mseaaruiuleniiulen (Website Marketing) e wilsvasdenisnataiiniu
szuuBumeniinlaglandiunuwiluwmsgsiawnunnsdalimandulusuuuuresuisy
S1um ﬁaﬁqiﬁaﬂ"a 91U (Morse, 1955)

3. ASRANALELEEM (Content Marketing) e naslaineadianispannlunisasi
LLazmzmaLﬁjamﬁﬁﬂmmmu sruudumesidnuazdons “aLLfi;jjU%Im mwjﬁ’umsa;’m

¥

AnuUseiiula asenndnwa vilvguslamaunsoandndunile (glsns ¥ad3geena, 2554)
ANYULYBINITAANARIIA (Digital Marketing) N5UsE TN USVOYAAUAINTD
a ' 4 a ‘g ' ' ¢ . A
USNISYBUIMIUNNE DT WNOTLIA LU N15a981Ua Facebook, Instagram, Twitter %138
YowndusyuudesaulaunIsnain avviglvusznaun1saunTadeans vinsuasuiulse
dumlalaensilativgnasiufislasy Feedback angnanieudwauIUsuUse N5
Y aad Y ¥ ¥ g ' = = ax
N13AA1ANEIBUANTTNANLANADALIAINIETEEZIANAUN WALHEUTEUATINISRUY
AuRLIziiosveIRNULTelamTveyateyuulanesulaulewasunyilugnainely
natlunisfnwidedulafiasdefoveya nisnainwuuAiaszyilvgsiaduiisdnlaesns
TISUNTIRAINMIRAINTRATIRsuNquU N AasiluAnnszuauanne wie 332 Fwiln
AUFINLAMEAY (dreamrev, 2021)
w3 esiian1sd0a15@3%ia (Digital Communication Tools / Digital Badges) 1{u
4 A aanw d9 Y0 o = S B A SN ¢ a - a
\wvesilendvianlvdmiunisdeans wu dedsiiun Uredavesa Ungans nildesiun luui
wiedenaneynsviAuwaolanUdsuniuigeavesddsia dviaivlen lodevaiiife was
woUNaLATY Streaming lUaudlsunanwosumng 9 1wy Google AA3asile Digital Marketing
Tmdonlusis SEO, SEM, YouTube %58 Facebook faidunnanwesuladeaiifieqlaiunis

gousuuNan (@ns3gvs etlunuinsivna, 2019)

£ o

Usglomivasnsnanaddsia 3 5 ve (Gndiaqn’ ouauresiana, 2019) loun

1. M3muausuUszanansinnisnaialnossquan nslamuuuunaniesud
Founoyauaiunazdalnuinis’ aresiniwfisnguausssasen awnsadentsi
Tawanosulaunesenlndn uavaunsaviuauylavaneeulau uasianaiien1suiuw vido

Tonsuludauaugyeaulaudu o fenalivsza@nsamuinniila
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2. vimduvayalunisindulaidegsia veyavulanseulaunisnasifiudiosnsves
Auasiimseainfdvianiuinue axuduveyaisaumle edeuguaziiunasinags

Ly a = ! dysv a A = [ [ s ! a

YaaRaeaninilondn uananilidaiinsesdatana uwazlusunsuainivlennn o uinued
BATIEveaIn wnlungeannssulnswulaeeenseURquNan

3. 1wnSesliefiamnsaUszananadnslnostauwuud) msviuauymang 9 lu Digital
Marketing fina1ein3asiiouiniianunsaiiungfinssuveyAuiiwinImgsiasvueeulay
TAFSAAUIUAU 19U Google Analytic, Google Search Console %38 Tracking #14 ¢ 71151

[ ¥ g ¥ A a i a =2 v a a
WYIUULAUYOYAVBIAUT Y9 UDBULAWNBILATIEN N ANTINTINAIWTUUT U ANTam
wasLUgyle

4. \Jue3esfionlylansetunquidinuie nmsdearstansinquilmungluunas
wnanvlesufisdeansivluguuuulavanng q Manmviedes sianansamivun e o1e
Auaule vsengAnssuvesnile daugsiaaunsaldeniuiningugnAiunnaiiule

5. MeRonsfienauanAluikargnAn sfngugnatirukazgnAnnile
418171 118991nM3¥ Digital Marketing sinsuunanWasunie o Fsluunazunanlosuiyly
goulauaynaBnIRT WAILTIUIUIINYTOUDETUAUIWIANIUAY AINUMINABINITNINQY
anAlvu semsedeansiugnaini awnsailanaen 24 43lus uagluladriauanquauly
g A st
nladnily

nouarulszaunisnainesulauniedidnnseling (Electronic Marketing Mixed)

nguiaudszaunisnatnesulaunsedidnnseting (Electronic Marketing Mix)
Ingunazaiudanuieivesiuuas danudAglunisaniugsisnudiannselinanisnain

[

wuulvy Usenoumie 6 P’s fiaell (Na

[y [

n3 4MINA 0 BYSYN, 2549)

1. wanfaumuazu3nig (Product and Service) Ao l@uevduALiienouausne
ﬂ’J’]iJf;]/ENﬂ’]?lJ@\‘iQﬂf;’]LLaz ﬂfjmﬂmma Tnawussenidu 3 ﬂfju Taun duafiaansodunesla
(Physical Goods) dupaaia (Digital Goods) wag§sAAUINTS (Services)

2. 5901 (Price) Ao fvunsIAwesdual desidunosridedadadolunisiasnan
YoIWANTUN Aosrilidesapaadundn wudesnuarninlunisdde

3. oaVN9N159AUIeY (Place or Distribution) fe m'iLﬂ?iausTwsJﬁuﬁwmﬂagmam
Ugsgnan luseaanisdndinuiendnsunniuszuvooulau daivlendusemians
Fadmungnandum uazidsdedadonis 9 wu Sules nedlsauae veyavuivlen
flnnudaou wazneaudaonde

4. PM3aLEsuNIIRa1n (Promotion) Ao miafﬂéaﬁamammmmwiwrz}znaLLaz

¥

Hee asnsusagslaelminannuneinisluduaiuaznisandulage dan1suszvrduius

1% '
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D Y
finae33 wu nslavannieg (Welawan) Tavannenmsideailyais lavanniesyuy
dun3n Tawanuuaiassienum (Search Engine) waa Web Directory 1unu

5. mssnweuduaiuda (Privacy) fie Lﬂuu‘lama‘ﬁ'cgﬂisﬂaumw'%amﬁﬂimq 9
léjﬂizﬂ’]ﬂiﬁ%iﬁuaﬂﬂﬂiéﬂﬂi@ﬂ%@iﬂﬁﬁ?ﬂﬂﬂﬂa"UEN@JWT’] Lazas1IANU T odelagianiy
{Jla;ﬂaL?{mﬁ’ums%’ﬂmmmLﬂua"méh i Tioy vaneavlnsdw mnoiavnsiaTin uau

6. mﬂﬁu‘%mséauqﬂﬂa(Personatization) Ao Wusnwarnisunisuuulaney
573y (Interactive) iw’jmgﬂszﬂaumsﬁuqﬂé’]LLUUmemﬂﬂal,%'aﬂ’iﬁmima’]mwwﬁa

nenila (One to One Marketing) Litetauadsfinstlagnagiuisanuasanluiugnauas

¥ ¥
[
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Y
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¥

o
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lauszynalydendialviuivigiaiuasisnisusdulunatnesulay wagyinluniseaiiiy
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' o ¥ Y & ! = a A A =

aen9lsninu ylsuladianua msinsiiudn 3P na1ife P: Process Ap NTEUIUNT
lunslvuing P: Partnership fie usinsuaznuaiuluaiiiugsfia s3u9e P: Packaging Ag
Ui Liefnawazassnulseivlalugnandnaulade

NagNsN1INa1nAIva YIvasauatiuluivgnatladuliaduussaunisu
wUssduuulvg ladflesesar 20 nad Felusednsain winniinislynagnsnisnainiuy

poulau (Bughin, 2015) \esa1nn1snaineaulau ﬁ‘wmagULLUUﬁﬁme%ﬁLﬂuamﬂi LU

Y]

Y g < ‘¢ Y ! [ L a a [ ¥ ‘ aa
ﬂ’]ﬂ‘ﬁUﬁ@ﬂL?Ul%(ﬂ LLazmﬂmmamamﬂmaaulau mﬁqim]ﬁ,m'mbusbzmaqmammmmwa
Iuaqﬂmf\]zmmaaﬁﬂmmﬁmqmqﬂmlmwﬁu

nsnanadviaderdugusuuianssunmsaainsuulnufivimealuladuaziniedls

1% 1% (%
Y]

Adva i llunisadusunisnismana uwenaini (Chaffey, 2013) laluaaunungues

'
Y]

n1sna1nAdviarndunisandunismisnisaaiaiidnenvaluladuigieviinisnaiaiie
naUAUDIAIIUNBINITINA U U taaluinalulagnviuadeuruseynalylvaenna o

anmianaeunenna1nludagiu Mmsdeansiugnanluyieiesu menisdeasuiuguiuy
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fvatinananisdnauladodusenauinia 82% (Stone, 2004)

WUIANFINALTILIY ( Hotel Business)
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Usznoulunag mﬁmu%m'ﬁmmiLL@%Lﬂ%ﬁﬂﬁLLﬁ;ﬁLsz]uﬂmﬁﬂ SlelafinsunlunszsedygF
vodlswusulutszmdlng wa. 2547 anumnevedsausulainsSeudedwl undwaneiu
wsgswlaeRvedlsusululssnalng we. 2487 (LLUUL@@J@&J) warlvmnumneiufITsus
fg amuﬁﬁﬁﬁ’mqﬂizmélﬁaiﬁﬂumw%mw%aﬁﬁﬂsﬁ"um'nﬁm%’uﬂfjmmaumm%aqﬂﬂaﬁu
Feardmnouuny (auant adnied o 98581, 2552)
Uszinnvasnisadunisisasy uuseanilu 2 Ussiam (S. Medlik and H. Ingram,
2012) lodtai]
1. 159u53U39397188198 @3¢ (Independent Hotels) IiaLLiuﬂizmmfuﬂﬂaﬂu
FeFennyanaiiunives mavdmsnududasy uasdidiunalunisudmsa
2. Tsausua3evns (Chain Hotels) Inefifuuulsusunionessmnasena wie
fl3un21 International Chain Hotel vi3alssusuiadaneluusema wefiSonan Local Hotel
Chain nM1suUsmsuvedlswsumiovisnueandu 3 Ussuam el
2.1 mM5usmsineussmus (Parent Company) Tssusuadoveludnuasi
nSweAU MIUSIIe WuTesUSIu MR
2.2 NM3UIMslaeusdya (Management Contract) Lﬂugmmwﬁwaami
U3N15lsaIURUUAT oYY m%’wgﬁuiumﬁmagwiiqLLiuLﬁuﬂJamﬁﬂamwanu‘%ﬁmm A
fodlUsEUUNTUTMTNULUULAS T
2.3 N15USMsusuURnulYd (Franchise Groups) szUUNTAAMEONLUUTY
nsmnuaslsaus n1slefangunan uagnsressuuauuinslvlaunsgiu lnefianves
ganalasusuddns uardunalunisdnnisuanesaennaesiurennasinlafussuuurhlyd
NN33AN1TVRITINANTIITU WUe@aN 6 waun (Denney G. Rutherford and Michael J.
O’Fallon, 2007) lagsil
1. tleu3n1mesin (Rooms/Resident) 9;]LL@M%aqiﬁaﬁwﬂﬁﬁmiﬁmﬁﬂ wuady
2 @umdn fe
1.1 wHunUIMsauma (Front Office) @LLamiG?au%ULLazmﬂﬁU%mism 9
1.2 WHUALLIUNY (Housekeeping) @jLLaGTWUﬂ’ﬁ{]JWLG]%EJm;ENﬁﬂ MANNALDIN
Mo
2. U330 TUAZLAT DAY (Food & Beverage) @LLawﬁwqiﬁ%%u‘lﬁU%mi
gnsuaziATesny wundu 3 aaundn fe
2.1 ununaa (Kitchen) U3N1sATUNISTAAST B Uﬁzﬂaua’ﬁﬁﬁﬂﬁau%ﬂﬁ@ﬂg’]
fulouinig
2.2 WNUNU3NTOMNSLaLA3 B (Food & Beverage Services) QLL@IUGT’]uﬂﬁ

TUTNT0MTHAIATOINLUNGNAIANNIAAN 9 NTN1TIIMUIEDIMITHALLATBIAY
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23 wundnid o (Banquet& Outside Catering) QLLaELuﬁmmu%’m?: 89 UaAINTIY
fumung q Aatuneluuazniouenisous
3. dl1en¥NeInNTULEY (Human Resources) QUAAIUNTNEINTYAADYDIBIANT
wuseonidu 2 aumdn fio
3.1 WNuniinousy (Training) gual3esvasnsiineusy Wauinweynaing uaz
3.2 ununyAAA (Personnel) guati asyaainsluasans Twfou A19719 uay
a¥aRn1sna 9
4. shemuna (Controller) quanunsiu mstydnelussans wwadu 4 aw &l
4.1 uwnunn15i3u (Finandial) Quaniunsduveslssusy muaunssu-218.3u
YBalSIUTY
4.2 wunUgy® (Accounting) @JLL@L%QG’QJ%’N 9 nelulsalsy dazdnvinsieenu
Tnunguimsuasyiifevadlaiunsiy
4.3 wuniav/Fndednas (Procurement) quaiiaansdnm TngAvuievade
AsWAnLaznsusNIne 9 Tuunlsausy
4.4 ununAds (Inventory) quadssadsduafagAuiiiiudadelunisndn
mslinisgnan uagmsdidunuedsausiduaiunang
5. dENSRAIALEYNISUY (Sales & Marketing) @JLLa@TmmimmmLLazmimaLﬁa
mglalunlsusy woadu 2 anumdn fe
5.1 waunmssian (Marketing) guaidesmstuirdeunagysmsnanaluaumg 4 n
ussatanusrasauasimanen q Advuallussunisnanavedsius
5.2 wunane (Sales) guariosmsviemnelalnunlsusunud e i
puauazsnyIgnAIveslsIL
6. tnedminssunazUn3einw (Engineer & Maintenance) @JLLamuﬁTﬂuimﬂiim
thssinmoimsuaganuiuuseanidu 2 auvan fe
6.1 wnuniMmnsau (Engineer) AuasTunIuImNTINTasszUUANg 4 filveuog
Aelulsausy

[

6.2 wuNwaNU1TY (Maintenance) AuatugonUn3adan aunsaunie 9 aely
Tsausu Tegluanwdannseslvnulanaeniia
o XA ¥ YA Y =~ ! a ! oA
Mailiensasuanulaioulunsuesdulasiioninueysonvedgsnasy 1unaiilos

FJwhlveesdiuinnssulunmsfasnuasunelawagyiivesanseglnsysdau
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YInnssunIsaaInnava Wulas egionieniseatnateluy N WwuIN1970 NS

= =%

Wasumumanuwaluled dedsausoulau uasguuuumsinismaiakuuiaa e
ngAnssuguilag uazgnaidsulunudatoaunaefanelulad uagenunesnsiines
520157 1ule waziuudeenuanuazan lunserdwdadunduaiuazuinislannd
e 7 Jumedunisuar 24 dalas mrutanetidudalunisadnanuunanosung 4 1w
yomesulau Yssnoufuuwluunmsiulpmgshiernadsusamessuuuussialu o
fifuindeuntudosoulatuazdedda éqmag{amwﬁ”nﬁuqiﬁﬂLLUU%&L@MW&T@@;’?WWU%’U@T’J
[leAuegTenYBIgIna é’qﬁ?uui’mmsmmsmmmﬁ%ﬁa%qmmadwéwqaﬂﬁimmagﬁinﬂiu
gATagTu TavigaRalsausuily 4 nagvsuimnssumanisaain daulasainuuafnngu]
99 Ansoff 1987 fail 1) ﬂaqwémimwmm (Market Penetration) Lﬂuna&mﬁumﬂﬁu
saselniundndaunidey lasnninaueuinnssulng q Wfugnardagtufiulyuinig
voslsausulanduunlyuiniserdnads 2) nagnsnsimuinain (Market Development)

Junagmslaglelonasnudndunifioguadlnivgnainquumanelyy Wunsyauum

Y
¥ '

yowamsindmuneiia lasleAuanfifloguan vilnduseavisuazasisgnatseluunin
MTLAUDVIIHIUTDMINAN 9 3) NAgNSNIHAILIHARSMIUazUINS (Product & Services
Development) nsasisandumiuulu Infugnantagiulailonialydunisimunaun
Jdlonouaussaunasnisvesgnaniuiifoguas iunisasenagnsiiioifiveanusly
nauvINeYINIRaIRLAN way 4) nagnsnanssneaudedundatamuasuinisl 4
(Diversification) \iun1snagnafinunisAnesuuifnvesuimnsalviAnauivln Taons
asmdnsslnaluiugnanasluy wuslaidu 2 wov fe wdnsuelnuilamaluladvie
manaafiienveavioansnaiuasdlniu Product Line i viiendndaslnitliieaves
AunAnTum @Jﬂﬁuﬂ vionaaiu Geaennnestuauifeves (adlve 43uNII9)3 UazAE,
2560; 85 ATLILE UazAuy, 2564; uSnUR anangfs Tun LazAY, 2561; amw%’mﬁ
uuna, 2562)

dwiuauUsraunsnainesula (Online Marketing Mix) Jussnuszneunisnann
wuulva Usenaume 9P’s Ae 6P’s NLUIARALANTBIILTS Nﬁaﬁ%smqa LazAne (2550,
u. 13-16) loun 1. wanfamuazu3nig (Product and Service) 2. 981 (Price) 3. 90NN
Jnd1ymune (Place or Distribution) 4. nMsadLeRaN3MAIA (Promotion) 5. Mssnwa Ly
Ui (Privacy) 6. nslunu3nisaiuyama (Personalization) wagtfisdn 3 P’s a1nyidouy
nanafle P: Process Ao nszuaunslunisluuins P: Partnership fio Wusinsuwagyuainly

AIUSIAY TN P: Packaging AB UsIAUN iefealazaseauyseivlalugnan
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findulato Ssaonnasstuauideves (Bads qunsAussaw, 2562; v¥gd Wesguuazans,
2557; 11367 quifles uazany, 2564; nun¥ol Aufl, 2562; e1fineIws Uszanuwdly, 2561)

flyiadosiionisnannddvianu 3 saema Ao 1. sesmanisnaindodinuosulan
e Facebook, Twitter , Instagram, LINE 2. nsaanruiUlen way 3. mimmm%wfam
(o5l ABseU uavan, 2559) dwiulselovvesuinnssumsnainiaa 3 5 ve laun
1) MsmuRuUlszumsianisaialaesinuen 2) eureyalumsdnduladagsia
3) WuedesflofiansnsnUszananadws lneeausiud 4) uedestefilylanssiunquimane
5) ﬂlflwiaﬂmﬂjyﬁqﬂeiuqﬂéjﬂmLLazqﬂﬁTﬂLf{n Fsannnaesfunuiseves (unins waasns
LaYAY, 2564)

Y

wnlunitu winnssun1snainfadavesgsialswsulugadagiuiaulannu

nasnasinanmsiinaluladinasiauinnssuielnfanginssuddnvesgna laglsud

Y 13

nslawalulaffdvafiusuuuy nanduedosdiossuudalus@ (Automation) d1msunis
fi‘]’ﬂﬂ’ﬁm’lmﬁmﬁuéﬁuqﬂg’l (Customer Relationship Management: CRM) wionslyszuy
ﬂ’zygyﬂﬂﬁgﬁwﬁ (Artificial Intelligence: Al) fwnundiaiui eameetuaInIuYeInITus NI
Qﬂf-;ﬁ (Customer Service) uagns@nwseaidunsieunaa (Personalized Content) 53wl
femsifvveyauariiasisnUsraunisalaiuyanaasgnAl (Personalized Experiences)
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Abstract

The main purpose of this article is to present the knowledge and understanding
of strategy preparation by gathering information from marketing theory to analyze
problems along with the integration of media information and actual or social
dissemination leading to acceptance for moving forward with a new era of lifestyle.
The spread of the Covid-19 virus has had a significant impact on the economy. The result
of the crisis is a change in lifestyle, an unusual behavior called the "New Normal". It
also leads to a decrease in spending and people's purchasing power. Many companies in
the industrial and service sectors have also had to ¢o out of business. Even though the
government has taken measures to help, entrepreneurs have to adjust their strategies to
keep their businesses going. For the development of agritourism after the epidemic
situation. Entrepreneurs can use a variety of forms of operation, depending on the
potential and suitability of each area. Including the use of innovation to make agritourism
more interesting, creating a selling point through a 5A marketing communications
strategy, and organizing agritourism activities by linking agriculture and community

lifestyles to tourism.

Keywords: Marketing strategy, New normal, Agro-tourism entrepreneurs
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Abstract

This research aimed to study lifestyles and brand trust that affected the
decision to use big bike motorcycle between Japanese brand and Italian brand.

The sample group used in this research comprised 413 people who chose to
use big bikes from Japan and Italy. The instrument used to collect data was a questionnaire.
The statistics used to analyze data were mean, standard deviation and logistic
regression analysis at a statistically significant level of .05.

The study results indicated that, overall, the sample group who chose the
big bike focused on the lifestyles: sense of appropriateness, fun and enjoyment of life,
and warm relationships with others. Moreover, it was found that the factors affecting the
decision to choose a big bike brand from Japan or Italy were fun and enjoyment of

life. feeling of success in life, and brand integrity at a statistically significant level of .05.
Keyword: Lifestyles, Big Bike, Brand Confidence
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Abstract

This research aims to analyze factors related to branding process and to
develop tourism branding strategies of The Royal Coast or Thailand Riviera. The research
was conducted in the form of qualitative research and the target group was entrepreneurs
of tourism business, communities operating tourism activities in The Royal Coast or
Thailand Riviera (including Ranong, Chumphon, Phetchaburi, Prachuap Khiri Khan), Thai
and foreign tourists, persons related to tourism branding of The Royal Coast or Thailand
Riviera (including administrators and operators of related agencies, for example, Provincial
Office of Tourism and Sports, Tourism Authority of Thailand, provincial offices, Association
of Thai Travel Agents, etc.), and academicians on marketing, branding, and tourism.

The results revealed that factors related to tourism branding of The Royal
Coast or Thailand Riviera could be classified into 2 groups including physical comfort
and psychological comfort. In addition, it was also found that tourism branding strategies
of The Royal Coast or Thailand Riviera of tourism areas in Phetchaburi, Prachuap Khiri
Khan, Chumphon, and Ranong consisted of action beach, premium beach, peace

beach, and perfect beach strategies, respectively.
Keyword: Brand Strategy, Tourism, Royal Coast of Tourism Area
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' A ' q' ' L4 - ' -
VowigwneUsEmalneNnsyawegauiuiag 9 veadadlvenasn1ssemannawmnynuiy
& Ao A - o ! q' % ' 44' & A o a o ' a
yosnundLediofgatnnaieluluneaielunun nuimuATegRakasdRuwaa,
2559) Ingan1gog1989AINssunanIsvaniieanis o Nintulanatsiduiiugiuveinisasy
wusuaUsnalng (Branding Thailand) Fenanaiiudsivieasiefneninlunisuysduaes
Uszwalnduinugvesnquyuilaalan (Nuttavuthisit, 2007)

AAMUTUAUSEINALNY (Thailand’s brand equity) 91NN155UTY0INAUNHUTIAA
11919978 s osnsmeaiiendanatedunagnsnddyusynsuilsnazeaglnszwmelneg
n1lugnaialan (Maesincee, et al., 2003) ludagduidmungvesn1snesiiel (Tourism
destination) lngnihluieslesiuuseaunisaisosuwusun (Branded experience) @alunsaiil
Aslulauaiisansiianuivesietismanuniy undanulufnuanuae (Brand identity)
lunuduredLmamenngINinneistausadula wastinanuszaun1sanlaainns
Wunsludsanuing o fatiu wusue (Brand) nieanuiineafisndaduisiinmasnaedu
UsuhudrAglumsiannsaaianunisvesdion Tnefinsiiaaiuiesieiunlssuiiisu
Wusssuduafiisusuauanaieiuesnly (Hosany, et al., 2006 and Blain, et al., 2005)

A usuAns oawusundnatsifulsznuiivnaulalunis@nwiieadunis

' - ) = ° a o °\ = Y ¥ N
nauneludagdu Ingdn1suiuwiAnis oauusun Ul ouleadunisas 19y SUANIINTS
' = 9 ! = ’ Y = oy Ve ! h ¥
VoLNgUaRRuINIauieIelmeaniane Tuandsludagdulaiinuisnumate 9 deln
euatvayukazuetulunisiuundnenmanedmeia 4 dawiadiitoasiabmduwusus
s ' = - v o ! a A & * ' = o & A ' 1Y) ‘¢
willewmesigiiesessulnneniganasnddlnaumeaiieardeiiunlaunqusedalaan
(ROYAL COAST) tutwmiimuinisnesiisadwziansiunn deusznouliaie Auiidanin

WNYTYT UTERIUATTUS YUNT LagTeued

MnUNNgMsasnanIvigidelienuaulanazinyises sanusznauiling1ves

AUNTFUIUNITATNUUTUANDLTLIVARNAUINITNB WAL ININELANTUAN VBIRINTALNYTYT

§
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JandinUszauAstus dawiaguns wazdamdnszues Wadugiusinlunisasdmduwusun
wnallewmedigiiiesesulinneaiieinagivmesiietluiiunlaenausedalaan (ROYAL
COAST) wazidunsiauassuasiannan masygiawazaun ndinauduegvesauly

nostulunTulazmsnennsnduldesnsdsdudunald
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ANNINNI5IY

1. 99AUTENBUTNNYIVBINUNTLUIUNITET MU TUANINISNDWNL I LUURNAILINTS
noanedmziansTunnidussnls
2. WUINNNITHRUINAYNTNITATINUUTUANIINITN BT 8 lulwnTmuINIg

nounen dmslanziunnidusendls

UIZHIAVBINITIVY

1. I aAN®199AUTENUN LA 82BN UNTZUIUNITATIBUTUANINITN DA 8 LU
ANAUINSNDWALITINLLANZTUAN
2. WERAILINALVIENITATINHUTUAN N TNBS N lRTmIN TN e Ilvea

ALIUAN

NINUNIUITIUNTIN

2.1 wudAanquiieafuasdudi (Brand)

Fnimnsvanenidlalueimng “asdua” viie “wusun” hegmanvans G

Kotler (2009) lalnAmnmanglan wusuaiiudsitgnanienouaussadiiu
viermunaimsvesyusinsuuduatondy Auafiidnuasmsnianim (Physical Product
LA¥NIUINNT (Service) $1uATUAN (Retail) yAAa (Person) 94ANT (Organization) an1ud
(Location) uagkinadn (Idea) Tuvazianaunisnainunianigewsini (The American
Market Association cited in Kotler (2009) laluenfiensli1n “wusun” waisds o 23
Aoaving dydnual vien1seenuuy fnufuielyszyndunvieuiniaduresyunevie
nauy1e918lANATUARIALANANNTNAU TurisTl Aaker (1996) laluauglan wusua
L‘LJ%EJ‘ULﬂﬁ@uﬁﬂﬁuﬁﬁyiy’]ﬁﬁ;ﬂﬁﬂii;llﬁJU&;U%IﬂﬂLﬁl mﬁumﬁm?amammauﬁ%w 9 YoIFAEUA
(Attributes) fixuslnaarlay uazanfnmuneladielydunn Tnsnaamnifinns q veauusun

(%
a [y

A a da ! ¥ Y " . = a av !
wianflandudifiegese Juneddaiervesiunslumena (Rational) wiewdudsiiluanunse

[y

Junesnazuewiulakasievesiunislyesuaile Asiukusuadausveniswaguevse

a a

wndnnelanguinedaaiglasuaniynuin Imduylydewusuaunyiieanasnnianiele

U

' v v 1%
=

ngvEenIemIen1sAeddianslowusunvesuislanasall Jan1andnsinimvie
dednsninivueenenisly waswusunlugauailmednuanuusianizd Heukuulagn
Judumsassmulassumemsiasundsdu Tndvdunmdeusmstu 9 Barmey, 2003;

Grant, 2002; Hall, 1992 a1sfislu 8fdns dnsnuiuum way anvan Sazenslesy, 2548)
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D Y

LLUiuéLﬂuﬁ'}é’@zyﬂﬁuaq;}msJﬁazéqmaué’ﬂwmgmaﬂiﬂaﬁnﬁuaw%ms FmINT
SuUsgiunmAw Tagannsndonumngla 6 sedu fe Qmé’ﬂwmwaqﬁuéj’l (Attributes)
wusupvilniindsnuautivienndnuazinutavesdafunuasandonlodgalslon
(Benefits) pruviniiagymsansual iy arwmumy uandlmituignnselosumuminiing
Toa1 uaznelmifinaann (Value) Yansssu (Culture) Tnsuusunenaidusaunuesiansssu
maqaaﬁﬂiﬁamaaﬂizmm;mﬁmlguazLLUiueﬁ‘%ﬁﬂ%ﬁmﬂﬁﬂmw (Personality) wasduan wa
Aofladnunsvouly (User) me (A31330 1635 wazani, 2506) Tuvaigdl Lynn Upshaw
U113 Upshaw Associate unuusuadlaiientesanzaunuazuinsmitu uwdsdvouye
#ine Tnsuuadu 6 Useian aadl (GG ﬁism%’m;, 2549) T UseLanduan (Product
Brand) Usgianu3Inng (Service Brand) Usgianymaa (Personal Brand) U3ELANDIANIT
(Organizational Brand #3® Corporate Brand) ‘Uizmwmqmiﬁﬁw%aﬁﬁmﬁu (Even Brand)
uazUspnvgfinans (Geographic Brand) dvdumaniiuutasaganunioiondnuailuiy
AULDS

Feagulnuusun fe Aetasstuiievilvaundenulanmuuazadllangu
dunndmnessiiguilneaglndudeladeduawiouimaidunuiifunedla fo andnuas
uazAuaTRveILUTUANTEY NMINENTNYBEUAT UTTIAIEUAZLATDMLNBNTIAN LAy
Funadlula Gaandunisidenlosdunifuguilng wu mvendsaniunimuaznndnunives
i1y sfaguilnranansadusisanuuidefiovessauaty q latfumneduusunaunse
asnnuafiunsauisihnisensgdulniuiauauennionnaaaudiviainisamaes
fhAuAes (@ued 533030, 2549)

2.2 wurRaEIRuAuAILUTUAuyILe8agUsTAA (Customer-Based Brand
Equity)

f‘jmﬂlﬂLLUiuﬁ‘Iu;jMM@G“U@QQJ:IU%ﬂ’liﬁﬁJﬂSJGU"Iﬂ’]iM’]mﬂEJ WU Aaker Farquhar Keller
ladAnwiAsfunmaLUTun Ssaulngasuuiiyuueswesyuilng dsanunsouuseanidu
2 @7u (Cobb-Walgren, et al., 1995 aniislu andins Aanlsevindd, 2547) lawn ﬂ’]i%J‘Ug
GUEJwTU%Iﬂﬂ (Consumer Perception) LLazwqﬁﬂﬁm%aﬂﬂjﬂﬂﬂﬂ (Consumer Perception)
TnoAmALUTUABIAUTENOU 5 @u (Aaker, 1991) Ao @il 1 n1snsenindauusun (Brand
Awareness) laun N13ansIuUTUALA (Brand Recoenition) way n135¥andeuusun (Brand
Recall) Fsazifuifivaninirsoslugarmdnia undilulaviluguilaaAnnisinaulade
anuil 2 masuzanni (Perceived Quality) Ssansnsathlugnisasanmn muosduaiiala
wazazihlugiauadiirvosyuilnale (Aaker, 1996 019fidlu gniins Aanlvewayd, 2547)
it 3 madenloauusun (Brand Assodiations) v U3 lnafimanalunisd edunn (Aaker,

1991 19fisly gndins Aanlvevidl, 2547) FaUsenaunie 2 winAn Ao LwIAANEINY
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ANENYRILUTUR (Brand Image) wazuwafansiienlesuusuaiinnuudunsgs e
as1eUadeidonlesiundnsnm (Brand Association) W303ansinuaf U8R S Ve
(Brand Positioning) HesnUsnaussil Aadnuawresduan (Product Attributes) Hauselavui
yuilnAlasu (Customer Benefits) 1A1vasnanSasiloifisuiuguusdu (Relative Price)
nsla (Use/ Application) @Jﬂgﬂﬁagﬁéﬁl (Customer/ User) uaannn (Personality) @;LL‘?U‘ﬂsﬁ'u
(Competitors) Uismm%aaquﬁmam5 (Country or Geographic Area) awuil 4 anusng

MaKUTUA (Brand Loyalty) FeUsenaunienaumndan 9 4 nau Ae nauilulygnan (Non-Customer)

=

nauieaulminesIAn (Price-Switcher) Nnquiluusun 2 v3e 3 #1371 (Fence Sitter) Uavnay

o

minuuulpInakusun (Committed Loyalty) (U Tevnuum, 2552) wag @3unl 5 dunswe
UselAndu q veauwusua (Other Proprietary Brand Equity) 10ussausgnaunilesidrnyi
a1u130aTIRuATAALALUTUALA LawN LATBINEN15AT (Trade Mark) @n3UnS (Paten)

51974 (Prize) 11m3§1u (Standard) (Aaker, 1991 9138idlu gnsins welaefan, 2547)

v v ¥
o =

Al WIARluNIHAIILUTUA AR Meagiiaveya T1uasiBun Yoadanazinusn
o ' ‘A A ¥ A o o ! a a o o oA =
W alngyaziigalszasaiioasauusuniion1sand WuridudaiidAgyesnsds Jadu
wInlunsiLINsEUIUNTaTIRUTUA iunquesiakavusnmsiednluussynavions
gangnIsiaunTduadmiundadanyssanuinisuasUssinndy | nelule augyIdeda
uAatunsassusuatunyssgnalylunisdnvinesnus snauiliieivesiunseuiunis
a519uusuANIINIIeaielulaimunmeseIlmeanz Junnasalsenaulun1sass

WUSUA: CR-PAIDS (Fagvs narins$adad, 2560)

=

2.3 WM TRAININTIFUAINIINSYIDANED
1. 99 NBUVDILNAIN BTN 87 (identity) SNENYUVDILNAIN DI &7 UL
Uszenalyluawdded laun nsinaAuanyusreIn MmN vUeIunaIadiiel AnENYMY

v

AUV ATEAMUTOUNAINBLTEINNTITUYIA TEAUVDINUNULAZIIAT QHTBINA NAINTTY

v oa

maveafie amutiufenusfusazanududie fneemuErana M e UM
s ENULITR Adyuruarnosiu Tassassiugiulunesiu ssuunisvuasineans
anUnenIIu ?ﬂﬂqﬂag’m wiamesiisalseiRmans Assaum wazUsyRinnssy (Rajesh,
2013) Saufansuansduaiuiios Msdanansinssanis NumanawazUssnd dssuae
AT AINAILYDYANTVDNTE

2. MMANWANIINITNOUT BT (Image) nmdnwaldunszuiunimianudn
AuAaLiu rusdn anuidenaranudssiulafiAinainnisueug wasUssaunisaian
peifu viluAnanissuswasideiivnngiulule Aniuasdenlssegmelulaasanisand
waraugAninAnvasunazyaraiiaudoululaein (menua Heawssnuy way B3 Tan

JUNn, 2561)
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[y

3. TAUFISUVBINSIEUAN (Brand Culture) JRIUSISUVBIRSIEUALUNUINTNE1ALY

o
v

weAsfiuansiausssuvensdumsuiinivesiiueuarazinismuruhluduauas
u3ns Aadnvuzgulandunsvsssyuusuanmeniisafiudeunssla dednisasns
“Brand Identity” 3o “n1sastsendnual” nfuasidua Tuandauddyunn sy
AnIAzeus “yadnnIn’ mammﬁu%ﬁﬁuﬁm%’ui Tuaeunsniifinauvstuiugs

Tuynussanvesgsfawazuinis Fadunisasenmnisiuginiuguslaaiianiseeusuuas

K4 '
d LY Y

Ipdtuiian wazazvilndnvewiisainnisvennesuduiidnvesauiald azmiulaninis

Y

o '
C% I I

AT9UUTUATY dudiAgunlunsilnwamesiienu dyevienlumwiloulas waziin

q

LONANYUVDIFILNAINDUNEIBY FIUTLNDUAIY ATATIUNDNANBEUATUNAAN EUN (Product

Identity) LLﬁ%ﬂ’]iﬁ%ﬂL@ﬂﬁﬂHﬂngUﬂﬂ’] (Price Identity) i’mﬁqmia;ﬂaLaﬂé’wmmums
Jas1mune (Place Identity)
ﬂmzéﬁa"’ﬂ%‘lmmamia;ﬁLaﬂé’ﬂmj (Brand identity) Lﬁu‘ﬁugmmaamﬁﬁﬂm uaz
lafnwuuInIensadaLusuanondien Tnenuanisnisasisusuniiies (City Branding)
ﬁmmLﬁ&J’;ﬂ’uﬁummﬂiﬁamﬁLﬂungﬂwwmwgﬁfﬂ flarmshunuadiodniuag
NUNANMTUVITUNINTNAIATI TS Immﬁaw’{mﬁmﬁagﬂagﬂquﬁwﬁmmu funuveados
wazthlugamuaulawagenunesnisiianunsavinlvauadous wluiidu 4 laundedu dadl
LLUiuﬁLﬁaaﬁLﬂuf\;wmaﬂmamwaqﬁﬂv{mLﬁm (Anholt, 2008) nsadLa3uN1TNBALTET
i fuvverufiagenaaransafsgetimmoniiellainniu delaseylludaddfaves Anholt
Roper Nation Brands Index 211151AAMAIMYBININENYAILUTUAYBIYIRAG lﬂygﬂ
Foulosiudu 6 dfneiu fie 1) nsawoenduniwasu3nig (Exports/products/service)
2) mslasunalunsusmsmineans (Governance) 3) Sausssuuarasnnvesy i (Culture
and Heritage) 4) Uszu1wuU (People) 5) Asvieadien (Tourism) wa 6) miamuuazmﬁg’m
11119891/ (Investment and Immigration) #eanzs Idelntluidunuamidlunisasng
Fudsimanulusuudeuny eaudmmeuisrfunndnvalusunilomeaiiodlneuas
serUszneuiiiienvesiunndnvanusuniiemeniedlne
sUnuumsvisaiigaluuszmelne
msveadierlulsemdlvelafifmunnsudaun we. 2467 ddundafumamendien
Tutszwalve dadunismeaiivnfiesusssuvfuazaniuiisnvnis nieaaufiddyiinig
gmmasznaniTiusandleasstu undeuszanas 10 9 fumumeesnnismesdiodlan
léjﬁmiﬁfmuﬂgﬂLLuumsviaqLﬁmiﬁT 3 sUUUTaN loun (390 Sseangy, 2552) 1. suluu
nneafierluuasssue@ (natural based tourism) 2. giJLLU‘iJmsviaaLﬁsﬂmméﬁwuﬁsiu
(cultural based tourism) 3. g‘tJLLUUﬂ’]‘J‘VIImLﬁaaiuﬂaﬂuauiﬂﬁLﬁw (special interest tourism)

uwaz 4. nsveuiendaguarndunismesiisiffiganuieietidalsaUiiesnwnienie
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o
K =

gunM3n (Health tourism) Aetiu F3913na13lansneaierlulssinelng Jvainuaie

v
=< v a [

JueyAUNgAnTIuveIinaLiieIes wardusgiun1siuasulUamialasaasanisdinuuay
TAUSTIU NATBINIINBUTEIARNALULIUINYIRaY Tusyiulnnawunigindnginssy
2814b5
a a a o
2.4 uurAangefingiuusegsla
wsegdtadudsuilanvinisnszauvsedanislvaudmdmazyianulvdnse Tuidl
= = ! dl d" o S = d" o o
wnedis M3fnwslalumsmesiier@eaunsatlidszynalunmsnyiiievinnsiau
WUSUANINITN LT IVDINITNBITA BUIRNAUIN15NBUN eI ansansTunnmaly Nadl
a a ' d‘ a d‘d ke % a d‘d ¥ a

woAnssuN1sumenieadunginssuifilmuedaay nainssuniimineasiinsegdla
Lﬁué’]’mé’ﬂ@fuiwaqma FAUAUINITAYAARAUNIINNTY (U59A ARNSEIMNDY way S5eTau
o = U Aa a A o ¥ a a a ! v O ¥ a
Juiin, 2559) wazdalidninanyilvnunasyaraingAnssununnaaiunslunungAinssunis
USLNAAUAILAENITUTNITNITNOLTYY LagnginTsunederuiiyvuinisneusuaulafdnw
waryniafissmevauninuneInsddu easeaunelagegaluuninnesien aul
Anunsaukaraulilanazndunidsudsuunamesnenaudnasmis vl useqdda
9NNl ansadangule 2 s auinguizaineinsiuniamaaien lawn
1. usegslaiemsinuounasenewazdnla uay 2. usegdlaiiient sianauazNITvE1891U
N953N9

Jadeniidnsnadauseaslanienisvisaiied

uwsegslannammeaiisivesunazyanaiinuuana iy Jusgiudadevalees
Nazdnarilnnisuansoanaeangfnssunisuslaa wasnginssundsanuanansiulunie
ANULANANLLANINENENavaITaTemalUd 1. ﬁa%’ama’tuﬁmma 2. J9988n5naann
AMeuen way 3. Jadefidsingruunainaunsansinduresyana visiddadenddninane
ngﬂf\mwmimaLﬁmLﬁju%mﬁaﬁﬁﬂﬁzﬂumiﬁmmLL‘Uium HBIINNTHAILNAINNS ¢ T
maqLﬁﬂmnﬁa%’almwzLﬂuﬁaé’amuqﬂﬂa J9029a0Y LarUITUANUADINSNAIHNA LY
wsegdlatiunaarinisimuinusuaninimeaiiglluaimuinmesigilameiang Tuan
LB IR UAUBIAUA BINTLNUNN DN Y LLﬁ%WWQQﬂi%ﬂ@Uﬂ’]iﬁﬁ]ﬂ@%IU“LJ%IEJ“UUT\]’]ﬂﬂ’ﬁﬁﬂ‘m
fausagdlanemeaiisnieluuszenalydvduniuazusnisvesnuinlmeilaluaiy
7BIN15VDANANINTUNB LY

a o a Y a .

2.5 wuRangefneafiun1sseuiisu (Benchmarking)

Benchmarking #® nszuaunisiilyluniswauiguninau idunszuaunisie
Wigulsuwazinuinsujufauvetesansesnadussuy (Teuiunes sugniyau, 2542)
lae3snmslunisinuazilSouiiiou nandum Usns wagisnisuuanuesansiatunsayin

lafnd1 Wetnavein siuTeuiisunnlylun1susul1909ANIT0090ULeY B998narineend
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= a aa a

newloufiefiagifindaninuaninsa (Yad YA wae nualssa ATnndy, 2543) 31019
nanlan Benchmarking WuAsnslunistananaziuiouifiounandn U315 nssuIuy
LANITUIUNTTIUTBIBIANT Lﬁalﬁmmmmsqi’mqﬂssmﬁmaqaqﬁﬂmasﬁ’@umms
ﬂﬁﬁﬁmummaﬁmaéwLﬂuszw aflmsmujalhu 4 Uszian Ao 1. Internal Benchmarking
dumsiwSeudisunielussnns 2. Competitive Benchmarking idumsissuisuiuesansil
uguusiutuwihnudnvauzimnieuiu 3. Functional Benchmarking iun1siussuifieuesnns
Wmsnedilalyguusdiulasnss 4. Process Benchmarking iunsiUfsuifisunssuiunisnng
Tumsvinuuagszuulunmsdidunuvesesnnsiiafian :nesansUssanang q A
TunsAdunuilviiounienaeiu

el duneulunisiiuutuisa 193995109 PDCA vod tauils (Deming) Surdu
$IN§1UVRINTUFUUTINTLUIUNTANS 9 muﬁ’jamiﬁaugma’nmLLazLLfTVLﬂJﬂmumiéjaéw
fisvuu uardiusvdvsam saenauainsaneudavden q N 4 lﬁnmm (fisdni 2sauvilsan,
2542) Ao P: Plan 4un13219uw, D: Do FunsnuaIIde LLazLﬁU%au“a, C: Check 4u¥innns
‘5meﬁma’1mmaﬁmmmf{'NsuaqaqﬁﬂiLLazmﬁmLﬂuLLwaéN wag A Act asleufURuas
U¥uusenszuunislng wazunlovaunnsenns 9 waznduluiimieatuluniudy o
wsrwdunssuiunismewios el lunszusunisves PDCA NN 9 FupeuazADIEINTaReU
A101undn 9 A 5 W2 H fie What (11e¢ls) Why (¢inla) Where (lnu) When (dieln)
Who (1A5%1) How (¥1eesls) uaz How much (Arlaanemile) eusyneuntsfiansandd
V!ﬂ%um@unﬂﬂgﬂ Benchmark

NIAALADNDIANTAULUY L‘Ij‘Lm’]iGT’]Lﬁ‘UﬂWi%Q@%Iusﬁlumausﬂ@ﬂﬂ’]i'ﬁﬁLLN‘LJEL‘L!ﬂ’]i

£% (%
s Y A

AuflunsvinnsidIeuiisu (Benchmarking) lunsdaideneasansmuuuutiudsiddyy Ao
aqﬁﬂiéjuuwﬁ%ﬁmLﬁ@ﬂaz&@ﬂﬁ@mé’ﬂwmzmmmmsﬁﬁﬁmmﬁmum%wﬁu waziduainns
famsaiiusosnsdis wieuszaunadnsalumssnidunuisnsdadenssrnsauwuud
2 35A8 (Arthur G. Tweet, Karol Gavin ~Marciano, 1998) 1. SuvhanaueIneu (The Self-
Initiated Approach) wag 2. L‘%Mﬁﬂﬁ]’]ﬂﬂﬁjmﬂlau (The Group-Initiated Approach)
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Abstract

The purpose of this independent study was to investigate the effects of
personal factors, organizational climate, and organizational communication process on the
internal communication effectiveness of support university staff at Rajamangala
University of Technology Thanyaburi (RMUTT).

The population sampled in this study were 454 support university staff at
RMUTT. The instrument used to collect data was a questionnaire. The statistics used
to analyze data were descriptive statistics: frequency, percentage, mean, standard
deviation; and inferential statistics for hypothesis testing: independent sample t-test,
one-way ANOVA, and multiple regression analysis at a statistically significant level of .05.

The study results revealed that the overall internal communication
effectiveness and its individual aspects were at a high level. The aspects of internal
communication effectiveness that scored the highest mean was relevant communication,
followed by timely and situational communication, then information reliability,
respectively. Difference in the personal factors of education level affected the internal
communication effectiveness of support university staff at a statistically significant
level of .05. Moreover, it was found that organizational climate, and organizational
communication process both influenced the internal communication effectiveness of

support university staff at RMUTT at a statistically significant level of .05.

Keyword: communication effectiveness, organizational climate, communication process,

university staff
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Abstract

The objectives of this research were: 1) to study the priorities of factors
influencing the proper location determination of cargo containment and sorting,
2) to analyze appropriate locations for cargo containment and sorting stations in the
southern area.

The sample group used was two urban planning experts, two transportation
experts, four logistics users to determine the priority of 17 factors and the ratio of
compliance to less than or equal to 0.10 is acceptable by AHP, to determine the optimal
location of the containment station. Separating products in the southern region, using
the Z-Score analysis to find potential provinces, while finding suitable locations within
potential provinces. It is an analysis through the Geographic Information System (GIS)
of 14 factors by analyzing the restricted area (Serve analysis).

As a result of summarizing the raw scores as a Z-Score, Surat Thani province
had the highest score of 18.14 points out of the 14 southern provinces, indicating that
it was the province with the most potential to establish packing and sorting stations. The
province was then analyzed for appropriate areas by excluding restricted areas from the
analysis, and an Arcmap program was used to analyze Surat Thani province data for
compensation. The location with the highest appropriateness rating of 418.20 points is in
the Samo Thong subdistrict of Tha Chana district in Surat Thani province representing an

area of 80,381.94 square kilometers.
Keywords: location determination, appropriate location, potential area
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y vieRdsduAAITeYlnaUVaINER
mala A.Glaser Segura, 2009)

3. Ja38n15La8n?
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Uaw wauly ANAZHUY  NISNUNIUITIUNTTH

UJademesiugiimansuaznignn

SouaY 05-1.8 NunRNTANUsngauly

5
11NNINS0aY 1.8 - 3.2 4 AsWaIAISduNUAN
" NN508AE 3.2 - 4.6 3 AHANALBBIIENING
1 e v v
v 1INNANTRYAY 4.6 - 6.0 2 988z 0.5 - 7988y 6.0
AUANTU . . .
AUANTUUBYNINTOUAY 0.5 1158 1 (FUNNAUININTF Y
1NAI88AE 6.0 nsulesnsnsuaiaiio
AsENTINAblNg, 2551)
nnslnalsanuanamngsusyey 0 - 25 N4, 5 nsaantivuamisunilng
slnalssnugnavnssusevaInnd [EANUTL T R PR
4 v
25 - 33 nyl. uaeNI1 25 Nlams 1u
o PRdlnals s UgRAMNTIUTTEZUINND NUNNTAMUIALNZANIN
3 -
2%a 33 - 41 ny. Seay 25 - 50 Alawns
vaslnalssns , ¥ dan
aslnalssnugnamnssusevaInnd uiunnfienumnzas
QNANNTIY 2
41 - 50 nY. Yunans uagszes 50
ya . Alawns Wunuiinfiany
faslnalssnugnamnIsussesaINng ; .
1 Nz aua (AU
50 N .
guUssldsy, 2552)
AslaUsylesunnu
UszlnngnamnIsuuay
ARIAUAIAITAIAUA LA
WunueNAUUTTLANYLYY 5 agluiiunfivndlng
(3) ARIANTNHNANTENUTIAY
anwaznsly infuguvuiles Ween
Usglgyuiiu FLAINANTLNUADAN TN
aa
FinvosUsyvrvuluguau
HunlunAuUsTLANYNYY 1 (Finiauunnsgiu nsu

lysdnsiazAaiis

nsENsrUalng, 2551)
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m15197 2 JadenlelunmsideniinanntiussyiasAnuendunseauiui (1o)

Uade wauly

A1INUNIUITIUNTTN

UJademesiugiimansuaznignn

¥

Nunluaeinimidlussesiian 9 U
(4)
1INY

¥

Nunwenndmuluszegial 9 9

Eonsalsanuuay

A EuAALANANeTY
HansznuluM AL
Tunngingafiumnanaiy

(a@anine Anelnses

et al, u.u.d)
Jadeneiuansisyulag
fuifddnsamlunts
gy 0 - 0.25 NYl. 1INOUY FANATUEAEYINTINE

Sv8¥ANNMIN 0.25 - 0.50 N3 9INOUL
(5)

FLYTUNIN

o J28211NN31 0.50 - 0.75 Y. NaUU
auUUMAN (M9

fimsndeauusyey
0-0.5 Alawuas tuituil
fiflanunmunzaunn
sveg 0.5 - 1 Alawms
Wuituifitaumsnzay
syAulIUNaNY LAz Syey
10N 1 Alawns vy
Nuifidauwnzan
uay (3lsnu n3nAL,
1.3.4)

NANNRUIELAY ,
SEYLUINNI1 0.75 - 1 AU, NaUY
108z 2)
SEEUINNIT 1 NI, INOUU
Szeg 0 - 0.25 Ny, INOUY
288NN 0.25 - 0.50 AN, NDUU
(6)
LYLUNN

. 288NN 0.50 - 0.75 NU. NAUU
auUUMaN (M9

NANRULLAY

3 kay 4)

F288U1INNI1 0.75 - 1 AU 9NOUU

F2gdUINNIT 1 AU INOUU

FuAnddnanmlunsg
ﬂ’mm@?ﬂuqmmwnﬁmz
fimsindanuuszes

0- 0.5 Alawms 1Ju
HuAntaumyay
11N Szeg 0.5 - 1 Alawms
\IuiART ey
SEAUUIUNANLAY LY
1NN 1 Alawns v
FuRRte v ay
uoy (3lsnu aEmeu,
1.u.4.)
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U2y

wauly

NTIINUNIUITIUNTIU

Jademeiuansisyulag

SELYLMNANNTBSALUINNIT
300 nu.

SELYLMNANNTBSALLINNIT
230 - 300 nu.

SELYLMNANNTBSALLINNIN

Fnenmnisidedlesiu
ndendn (Main Port
Connectivity) \Aenvesiu
aanusalunsidenles
nswudatunSendnialy
Useinemisenideves
Ussimadiouuny Tnevild

nesdlszozneliuaenI

) 165 - 230 Nl
S 300 - 400 AlALINT T9ANA7
nvce  SrEEaaInesefininna miLUgWEULLUUmiWﬁIQ

100 - 165 . (5 Tasmnd, 2558)
@u%awmmémmﬂmm
svgzmamenSeseiuesn nmalawazUsznaluede
100 ny. axTusenodaiiszozma
nmiEe 100 - 300
Alawms (United Nations
ESCAP, 2015)
sseneIanawLDy SAfinnn 300 nu MaABugULUUNTTUAS
szagansInawndy $afluannan éaulmmélmumiwéq
230 - 300 N, vinpesdisvezmilitesnan
®) szermeisanauNdy Sadunnna 300 Alawwns (590 Tasa,
SveEean 165 - 230 . 2558)
VMY STEEVNenaRInauIudy Safluann
100 - 165 nu.
svezyanenaudy Sedussnin
100 nyl.
svezveanaaniisolivesnin 5 o, NAUNSEEEMINNISa LN
szpzmsanaaisaliiuinna nsenwandululaly
©) 5- 6'7. . | nsSndsanivuaEua
. srezvenandsalnannni MIUNTninuATIIvEN
JLYLIAN . _

- 6.7 - 8.3 nul. (Aau guuszidsy, 2552)

anndsalw

syegsanaadsalunnnin
8.3 - 10 nu.

syggmaanisaliluinnii 10 nu.
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m15197 2 JadenlelunmsideniinanntiussyiasAnuendunseauiui (1o)

Uaw

wauly

A1INUNIUITIUNTTN

Tademeduansnsaunis

SEYLUNAINADUANWISALLINNT 1,500 4.

szgmsInanIuAnwsAtuINn

- dinsiunans g

nsuls B NISLATH g

1,150 - 1,500 . NIENTILMALING,

(10) SruzmeRInanIuAnwSATiunng 2551 |
FHEMNN 800 - 1,150 . - NONTENTN aTUN2
aouANY  szezwenanuAnwsaiiunnn (n.A1. 2535) vBnAlY

450 - 800 41, Wz TUY AL
SruzmeRInanIuAnwSATiunng W.f. 2535
100 - 450 4.
Jadeszosmiann
SrpzmeaInlsmenuasaliinnn Tsmenuna lafiansan
15 nul. Hufisver 100 wes wie
Nuifitvesialunis
JzpzmeRInlsmeuasaliiinn e (NONTENTN
11.6 - 15 nal. atuil 2 (w.a. 2535)
20NAUNTEIVURYYR

(11) srpzmeaInlsmenuasaliinnn 15997U WAl 2535)

SEUEMIN 83 - 11.6 N, AnimuuInTgIY
A0UNYIUA NULE5IBNTIALHS

SEYEMINLTINEIUIASATINNN

Waglafmnuaseiinig

Tnusnsvedlsanenuna

5-8.3nu.
agj'ﬁ'ﬂ'ismm 15 Alalns
Szuzmeanisanenunaded 0.1 - 5 nu. (deinsinmnunasgu
NUlE51BNTIALHS
aansensaemalne,
2551)

4. SYUUETEUNANIINNA1ERS (Geographic Information System: GIS)

WuieSestlenilanlalunszuiunisiesizmineusenaunisdnaulalunisminug

o

nfifnan s eiunidanumuizanluniswamn Wumelulagnismugdenansiiaunse
YsaMsmansne q lmanlalaaedu (013 WBeunsena, 2555)
syuvansaunaneimansidunalulagihussgnalylunmsdnws suguveyad

laanszuusuzanseeslng (Remote Sensing) waszuummuasuisuilan (Global Positioning
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D Y
System: GPS) ifievigayants 4 uiinnemdeiui festhanduaulssneulunisingula
Tunsudmaninensnna 9 (@iwes 35vasna, 2555)

ssuuansaumanimanaiiulusunsuneufiupesfideulosweyanuniamans Ll
uLflsunuiifiuansteyaifissdureyaife wannsouansoyalavatsdu Jslaiunis
pousuniduniesiolunsdoasanugnamunienanslad (ESR, 2012)

5. SAdeTiAves

suiins Lsauuszing (2550) Measideniafuandussanazdanenauanlin
amﬁusﬁ;LLazé’mLLaﬂﬁuéjﬁLﬂuﬁﬁ’ﬂﬁuéjwﬁﬁﬁjumummiaaﬁuhuwsmL%ﬂLLazﬁuﬁTwwaaﬂﬁ
yuaslnspAauLILETUBNIATaIMIEe viievniFeun TulifanssueanefuunnwnsdludiFes
vesidoruiieaes Anssumulvgyuesanifussyuasdnuenium almEnisussaduanan
HADUIMULLDT NMTAUALAT MINANLALEINRABUTILLLDS LaEN1SVeNaITRENTTLNg
AANINg

wnsal Tafinsz (2557) lpdavhauAdemsvssgnalanssuiumssdutuddiesen
iuﬂ13L§aﬂﬁﬁLaﬁé?q@usjmzmaﬁuﬁyﬁ ‘Lumiﬁ’mumv‘hLaﬁédqquémzmaﬁuéjwLLﬁﬂWi NIBECNET
UsinaAuaiiudeuludn 3 Soramn waedadodmunmiiinanenmsdenyiuaiiae deinnsan
ndadnng 9 mamﬁmiwﬁwuﬁﬂmuﬁaﬂﬁ'L‘Vimzauﬁqm%qﬁgunuéwuéqﬁﬂﬁqmﬁa
Fmiaunsansse

U398 Buane (2550) adnwviiaidandénanimienisdndadaugaamnssy

' [ 7
a A = v aa v

Tudminsvys WeAnwIN13NT¥eVeLTINUAIYNTIY IR TEniannmidnenn
Waneamn tnesindaninunlunisdansiaugaainnssy lawn uasii seeen19aInguyy

LEUNIIANLAN NUNUTLY NUANEATNTIY WALANUAIATUVDINUN wazlyssuvansauna

Pz
=

Qiimans luNSTATIURLTLNBIAUDY DY AL IIATIENYBLA NaMIANYINUIB WAL TUEEAIN
13,943.11 15 9Lnadamas 711.50 15 oLnauiaun 655.77 1 unelws1siu 195.78 1s
gnaUnne 157.55 15 9Lneveuts 108.81 1 wagdwnauiulis 51.24 1s
% aa £ a Y] a < Y r-:l'r-:lr-a a '
WINT BFINTA uae IR osNUaT 2549 Mesndadevnamen niidvsnane
Anaaniiuiliiesesfunmsmidugiusasmsiauianududiodudwinayvsains uasugu
AYNTAINTIU LNYTYT wazdunevifiu JamialseaiuAsdus lnelyds Potential Surface
Analysis (PSA) msanwilidunisanwifiednwdadenisniennluiuidneffinanonns
L = d‘ a ‘d’l dl dl ! v A U ¥ U d’l dl U U
WAUNLDILAZINOTLATIEUN UN AU ZFURDNITHAULILD9T0ITULEUNER TUNUNTINIA
AUVTENAT UATUSN AYNIANATIA INYTYT kardnevinfiu JminyUseaiuAstus Ineiansanann

Jadusanalul
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1. Tadenildninanenisimuniiiesasiian lawn fuiidesdeuimu wundeie

Auna

2. Yaduniidnsnanenisiauanududesgs lawn nunnluludesdu svuu

[y

ALNANTUAS LAUNIIR
3. taduiiiiBudnanoniaduiiesuiunans laun awanadu msszatsianais
YoIfiU AILGALALYIIVBIAY
0. JatuiifidvEnanensitauidudios laun fufleusndluwmiadiosu fufid)
Aswgia nimensUla unasihsssued edmen uarsruuraUseny
hmsfinulatinuaaidminaussduninavestaudsiy q dfnenstaun

= v adaa a ' o = q' ~ T Y] U A
ﬂqu@JLﬁjULN@Q Ifﬂﬁlﬂ"\]"ﬂEW]@Jaﬂﬁwamaﬂ’ﬁwwu’uﬂi@ﬂ@ﬂmi’jﬂf\]gﬂﬂqu’]WUﬂ 40 ALLLUU Tj"‘i]ﬁ]EW]iJ

Y

a a ! o a4 a9 v daa a ' a4
aVlﬁWﬁ@E]ﬂ']iWﬁNu’]ﬂ’J']MLﬂULN@QQQNQWN']VUﬂ 30 ALY ﬁﬁ]ﬁ]ﬂﬂﬂ@mﬁWﬁ@@ﬂ?’]ﬂJLﬂULM@Q

Urunansfiadindn 18 aznuu wazvadenddnsnananiswauduiiasaziianiiindn

'
[

12 AZLUU MUAIPU INNUUTIINITIASIZANOMNNLANYNINENIULAST D95 DN1IEITAUN AN
Qimans A3878 Potential Surface Analysis
KA IANEINUNNUNNTNsHLNSERUas laun

1. NuinaunaeAukasiuineme unnvedaminuasUsy

[ '
A )

2. fudneulauasunniwmeunnvesdminaymsains

' [
= % A (%

3. WUNINIPFYNTAATIUNOUNIIININ

e

[ '

4. funnounanraulunmens fueenve T innysys
5. NUNAUNZ I UDONURIBLADWIRY TINIAUTZAIUATTUS
INTIMNA MEYIAINTIANA (2557) lnUsvnalyseuuansaumALaENTEUIUNITUATIEN
o v & A a ¢ X Ao v O ° N ad e =
ANERUTY [T seniundngninlunsdnasauelusedleniuiivay lngliiund@nuide
antinaulusedly 2 we Fedadenuanlyuszneu 2 a1u Ae Jadeaiunienin uazUadoniu
WsugRakavdIny Usenaunig seesnieainaul nslyussleguainiiay AunuIkuuYed
Uszrns Usunanulusealoniuiiiay lianianud1Agesdadunasdnunss uuasaumne
Qfimans Wednszuiuidnenn nan1sfnwinuadu 3 @3u Ao aduwsnainuddy
2930998AWNTZUIUNITILATIEUAIUEIN UTUNUI1 TaduuTuruaulusviloniuiiay
fimnudidy wnfiaamiiu 0.357 sesandudadessesnisainauuiininiiu 0.306
Jadum iU urealszrInamiu 0.214 uazdadsnunmslyusylesuainiauilanudfgy
WY 0.123 MUAIRY kavaiuil 2 Aensleseniuniminzay lun1sdndguelusuile
' ' a o ¥ ° d v @ o ad A
WUBEUTIN MuausUanasey 81ineiles Jawinvays Inunvuin 16,624 A1519.403
Wazau 3 Ae MINUNURRIINSUSMIIUsUalonulAves 19EUsEENE AW WU NSUUES

TUswdlumuiaylyuyiinnsujianueuasdissd@nsamiuau 15.03 1
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sz deuislunnsie

PR
d [

N13ANYITNA wiuaqmsmﬁjuﬁﬁLﬁuﬂzaﬂuﬂwsé’wﬁgﬂaaﬂﬁU'ﬁqLLazﬁ’mLL&Jﬂ?ﬁuﬁ”’]
rueSosiovnandaans JflesesiunseunuAnensmaninsiasruUTadaRnaiug
wAswghanialaensdBusesiunsueenideimiassuesiinnfatunuulsnisvesniady
fdlafimsantadeuaziminvestafonunsmumussunssuuazmslenszuiunsiasen

auddiut (AHP) Wunisdnandumnuddalngluviruafiveayideasisy

voyanudadedlylunisien

1
;v 1
a o = .
nsanussuas ;
ARLYNEUAITEAUTINIA !

1

! . A |
i ASTUINTIAT AU UTU |

AnATBINUNANEN

1
1
I ¢ ¥ [ v
- MAleTERiundvedie (Seve analysis) !
. 1
! - UsmdiuprrwdAnyuesdade (Factor Rating Method)
1

Pz

AN 1 FuReuMATIENYRYA
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NSTUIUMNTIATITHAUEIR UYL (Analytic hierarchy Process: AHP) 1unsyulu
Mylaseninaieniaian laeiSeuiieunauniiaze (paiwise) islnienanisindula
Minanbrudidgniiu vaeininasuuudadduanudidguat Jwnsennaieniiage

ALNUNANIMUAL 01NITINAZLUUAIINEIAYNS DAY UNUANMAAUNAD LAINITD

Indnduidenta (33175 JaNe, 1.U.4)
nsiwIuAvgaNdmiunsinaniminlunsSsuiguinunuaaze wudn
AaY 19 Tuwmnzauiumsrawavasnoufsssauiaansauenwesrd@mus laf Tneanumsng

1%
v

Y2IM U UEUTI8AGl

o ~ ~ '
M15191 3 ALY UBINSUSEUWN EJUT]EJ@

FTAUAINFIATY AUNUNY ERUGHGLH)
1 ddnymiy i1 2 Uadvaswana Tnguszasaim 4 fu
3 dfynanunans Tadenileddynndndadeviduseduunan
5 ddynanann TadenilsddynindnTedenilsluseduun
7 dfgnunniign Tademilddnynrdndadovidussiunniian
9 dftyngean Uademiladinymdndadevilduseiugagn
2,4,6,8 azvjiwiwizéfuﬁw 9 P9 asg;swiwszﬁwm 9 Y199

mmﬁﬁ@mmﬂ%mﬁ&miw@ (pair wise comparison) ladenlomsiaunine
Juedesilolumauisuiisuseg osnmsausdnganinsnesuisnisieudieuln
annsalalang mmiamaaummaamgawmmﬂﬁmama warAueaulvasEy
ANEANATY L‘U%‘EJ‘ULﬁEJ‘LJﬂ’N@JﬁWﬁJZUﬂJ@\‘HTﬁ]{fEJL‘ijUi’]‘EJ@;maJ’liﬂL%EJUIUEULLUUVI’NLMJ’]@@GIVLG?
(amﬂ’umﬂﬂaﬁﬁaqﬁuﬂimm (aaﬁmiwwu), 1.4.4.) sauandumsaileSouiiou
Jadedeniu atlumsaduni 1 Edymity) uwmndads @) Sanuddgnindndadenis
(A,) Aifdsiiansan alumsiwesiua,) axiiatlugag 2 fe 9 muﬁ@?ﬁm%mlﬁhmmmu

Tunandudualumsnsdade 4, 9o 4, (a,,) zdaarunaursinlunisneges a,

=] a Sde ¥ = '
M990 4 L@JWiﬂ%WIﬁLUiUULﬁUUiWU@J
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@rrssssssnnansssnnnnnnnnnnnnnnnnnn@

ABenaiiovnat N
1) i’mh’]ﬁ'gLasunﬂéhiuumLLu’Jfﬁ?asuaqmm
2) Ymasilelumsiarilaannisidsuiiouluwauuss
3) ¥hmsuandaeiilaluuaiuuiuey

4) Y¥nsmswasileluuauunueuan T smesuun sl lunsinauls
(ﬂlﬂ‘mﬁ? fio A Eigenvector)

'“;%mamaaaaummaamﬂgawaqmama (Consistency Ratio: C.R.) Wunisnsiaaeu
mmaamﬂgawmmamaim

1. MwanmAl Maximum Eigenvalue tngthairziuuvewnasJadelunnasuon
m@mé’;EJéﬂLaﬁaLLuauaquLLGiazLLaa LLéjaﬁflema@mﬁléjmmuﬁ’u MntumsFaILAazy

AIUANRAYIULALULILIUDNASY WAt A laTIsAeIuIuTITY
2. AuamAsridinaNdenaasd (Consistency Index: C.I.)

(Amax - n)

C.l.= —1 (1)

3. Wansemaviininuasnaaeudangy (Random Consistency Index: R.1.)

TN 5 AUEANEDAARDIRNUTUINVBINAT Y

N 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15
RI. 000 000 058 09 112 124 132 141 145 149 151 148 156 157 1.59

4. msﬁmmmmmmaamaawmm&gwa (Consistency Ratio: C.R.)

CR.=ClL/RI 2)

TneA1 C.R. 01upenIMselnIfiu 0.10 Hegeusula 011131 0.10 fongeusu

e agnasinnsnumunisivenvtinlunamilng
a v & = ' =
nsulasazuuufulfiilunzuuunnnsgiud (z-Score) ArpzuuunInsgIudidu

AmlyiSeuiieuveyadiulsiaun 2 ATl lnsthandsavails waraiudesuunnigiu

1NTUIUTENDUY I@SLLU@Q‘U@H&@U wadABYNIINANTLUS YUY

Xi— X (3)
4= 75D
Z = AZWUUNINIINT
Xi = veyafuiinesnsAsunlaniunazuuuinsg
X = auadevengy
S.D = audsauunasguvengy
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¢ A AaAa Y o

nsanzinuiinidednia (Sieve analysis) Wunsmnunfiiduglassanse

fvodnialun1simu wensedlnmdawaiuinaruisaimunle (@dnwauiuinsgiu

a Lo A ¢ a (% z;{l A Al '
nsulesnsn1s wasnilensensrsumalne LAZYWIAINTUUNNINGIRY, 2551) Wunalud

Anennlunisiaun 91uu 18 nau

1.

WU AABY A1TNANSITUE UNANNA151I5E BNy AaReralTENIU 81 AULN

- NUNYUUT VIEnINasIsale Uneiau
. ENEULNYF Ve U U1aU lwneysneugdniu1 Uiy
AlUTINEN Y aneulsyIReANEnNS

2
3
a
5.
6
7
8
9

HUNOUSNYIUUNLALINEATNTTU LUANEATNTTUTUR

AU UnRuiNen1sin RIS
. genu wellaugnamngsy lwnUsneunsermrnssunidunsevselluaiivg
L AVINVIAIN LUANIITOLI LUANIIAI LUANBLABTHIE

. NUNATITUTVRIYUYY

10. vaunUnuLdEY

11. Issumidnuey
12. Tsslovin aaniilainn

13. AR9UY

14. Wunnavelaansie

15. a3 auudu an o

16. NuFeaf8INNTYINAINTTUVRINY WY LU NITTINTDIS

17. MU EEITUYIRDINTULSY LYY LNURAUDAY

18. fiufiu q NesnnsunasemesdulazUssruuluiundenudiusiuiuluiuesn

UszifiunnudrAgyvesiade (Factor Rating Method) 1duaSmsiiluidonunas

Miansnasfel lngnisiansanuminvesladeauainuanudfgivoiuilalunisle

' ° SO A A ¥ v aa ' a & o A A
%LLL!LILL%W’]La‘wmmaaﬂlﬁ ﬁﬁ]ﬁ]ﬁwmmam@ﬂqiwf\nimqLa@ﬂVI']La'VWN IWLLﬂ

1) ANaNTUY

2) funaslnalssnugnamngsy

3) anwarNTUsEleTUneY

a)

1% [BR] '
) aaa a v

NuUNNTAMULESL USRS IRUR

1%

5) AFHUR90UU

6) N30

7) MaINALIU

8) anfisalw
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@ rrrnnsnnnnnnnnnnnnnnnnnnnnnnnnnn@@
9) Mufivsananiudng
10) ﬁuﬁﬁwmﬂamuwmma
ms%mmzﬁﬁ’namwﬁuﬁ (Potential Surface Analysis) WJun1siarsanAu
wsenvasLilunstmuHuMsTewTUTe s TR 9 sudunmslunsidendigensly
Uslomufiautszamang 4 (0 Beunsza, 2555) maesgidnenmituiiazdinazuuy
vownazdadelnsuvaduseiu Felunuddeiiimuamaruuurosunastaderiunisnumiu

'Ji'iiuﬂiillml’]ﬂ 9 LLafsmeﬁmm’mmmmmmﬁuﬁ
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Abstract

The objectives of this independent study were: 1) to explore internal risk
factors, external risk factors, and work performance of capped delivery pickup truck
drivers in the Bangkok Metropolitan area, 2) to compare different personal factors that
affect the work performance of capped delivery pickup truck drivers in the Bangkok
Metropolitan area, and 3) to investigate the risk factors affecting the work performance
of capped delivery pickup truck drivers in the Bangkok Metropolitan area. The sample
group used in this study comprised 407 capped delivery pickup truck drivers in the
Bangkok Metropolitan area. The instrument used to collect data was a questionnaire. The
statistics used to analyze data were frequency, percentage, mean, standard deviation,
independent samples t-test, one-way ANOVA, and multiple regression analysis at
a statistically significant level of .05. The study results revealed that the overall internal
risk factors and external risk factors were at a high level. The overall work performance
of capped delivery pickup truck drivers in the Bangkok Metropolitan area was at the
highest level. Differences in the personal factors of education level, work experience
and monthly income affected the work performance of capped delivery pickup truck drivers
whereas differences in gender and types of business had no effects on the work
performance of capped delivery pickup truck drivers at a statistically significant level
of .05. Moreover, it was found that internal risk factors and external risk factors both affected
the work performance of capped delivery pickup truck drivers in the Bangkok

Metropolitan area at a statistically significant level of .05.

Keyword: Risk factor, Work performance, Delivery truck driver, Capped delivery pickup truck
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Abstract

This research aimed to study factors related to food ordering decisions using
a food delivery service application among the elderly in Pathum Thani province.
The sample group used in this study comprised 385 elderly people aged between
50 - 65 years in Pathum Thani province who had used a food delivery service application.
They were selected by using convenience sampling. The instrument used to collect
data was a questionnaire. The statistical methods used to analyze the data were
descriptive statistics: frequency, percentage, mean, standard deviation, and inferential
statistics: independent samples t-test, one-way ANOVA, and Pearson’s correlation
coefficient.

The results of the study revealed that personal factors consisting of gender,
income, and number of family members affected the decision to order food through
a food delivery service application. The marketing mix factor positively correlated with
the decision to order food using a food delivery service application among the elderly.
The marketing mix factors of product, price, distribution channels, and sales promotion,
had a high degree of correlation with the decision to order food through a food delivery

service application.
Keywords: food ordering decisions, food delivery service application, elderly
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PN D INT VR ITT87 110 8720897 UMIAAAULIA DI UL UNBLATUUS NNTEIB IS A

e

Wielvrusznaunsthranmsfinwlulsdusmdumsasnagnsmemseain uidsznaunis
Jwuglumsiiudseansnamnisueady n1susulsanisinuinisuasiiteausanauauas
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255UNTSUNNYITDS
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anwamesUsznnsmansiiudadeaiuuana welunsiuunngueusendungu 9

v
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LLazLﬂufs%mswﬁqﬁmﬂumﬁLﬂsﬂwﬁuaaﬂamaﬁ’]mimmmﬁﬁﬂﬁzﬁw%mw NUIFYVDIITANS
wauwAY (2563) Nuandlmiiua yuslnaumevdgeuazidunauis Gen X uazinelandefiouay
20,001 - 30,000 U AN13ARAULAFDIMITHIULBUNELATUUINITARIMNTUINNIINGUDY 9

LY <

As1uun Lyt wae algimu nauviane (2562) ladnwinginssuvesyuilaalunisly
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LOUNAIATLUINSAIe VNS UaEMINANABIETATUAIR NS wuiw;iﬁmai%u%miéauimg wu
memdauasiivasongeysznng 20 - 40 9 leeandluylyuimslurasnansiu fum novswens
wazay (2564) laAnutadefiamanenisdaduladenlyuinisgsivasemsesulay
NAMTITENU i 918 @LAM yela o1fn seRumsine uazdouandnluaseunsa 3
mas{amiéfﬁwﬁu%Lﬁaﬂi%u%miqiﬁﬁ]éqmmi FaRINNITNUNILITIUNTTH WU WA 91
sela wazduauaninluaseunsh SranemssrduladiemnsiuneUundieduusnisaiems
Farmuaauufgiulunisivedil

H1 Jaduanuyana Suunmaime eng 18l weednnuasndnluasounadfiuananaty
éqwaGiamiéfﬂﬁuﬁlaﬁqmmimuuaﬂwém%’uu%miéammssuaqéqqaﬂqﬁLmﬂ&mﬁ’u

daudszaun1an1snann (Marketing Mix)

flady pomtaes (2546) lnlndsuaiuuszauniinisnanlin aauussannis
namaaiduedesfionenisnanafianunsanaunauiuiionevauenon eI TLAY
a%qmmﬁqwaimmgﬂgw Fearuwaunanisnaintduuvseanidu 4 ssauszneu laun
wAnfum (Product) 5101 (Price) n133As e (Place) uagn1sauiaiun1man (Promotion)
(lysou TuAetiun wazwgnd wsvidy, 2550) lasa1uidoves Usiuwg A3AWan Loz sina
lyeassal (2559) lavhnmsfinwiFes dadeamuszaunisnanafidnanenisdnauladodua
aaulaﬁsum;;qqmq WU TaduauusrauynanmsnaanugesanIsdasInue nsaady
15AAIA AMLNTFUINNTS ATURERSNN/UINS uazatusa Sranenisindulededuen

v a

soulauvauygieny lnedadenuyemamsdndmung fnanenisindulageduaiseulay

v 1% v U
=

YogIOIgNINTign LiosnygeeIgnaImIRanuanturvesAuATidide sesasntuay
msanaiuMInaIn Insteyaveaiitunnylseduamanonisdnaulatedumesulatues
Hasey waramddeestyaian duienss (2564) Alafnwdademulssaunamnandi
uamansindulalruinisdiomanuunnaine’ nansitenuntaduaulszaumansnain
loun 5100 FoaneN1sTas e nsasaiunisnan awanamsdndulalauinisdsewng
sdanuideves Sydnwal inwsusedugn (2563) finuan Jadenumulszaunisnisean
pusdesnm feudiiustuanudlunslauinedenns mueundieduuulnsdwmiiofo
vou3lnA
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3. 5189 L
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4. I1uuanBnlunsauns? . .
HNIULLDUNALAYY
v H2 -,
Jadwdruuszaunianisnann »|  UINTEDIMNS

1. NARANEUN
970

. YDINNNITIAIIAUNY

A W DN

. NSANLETUANTRANA

A 1 NSBULUIAALLANTIRY

sudaulslunisIve

n15338@dun1s39e189Us 1 Tnglyn15398189d1999 wavnsaudiosns
wuuagAIN (Convenience Sampling) sasdialunsiiusiusinveyafe wuudeua1y lned

(YY)

NSMIMUAYTEYINT NSINUANGUAIBEY MTATEnveyasuiaiAnlylun1sidedadl

o/

Uz INIUALNEUAIDE

£% (% ]
a A =

Usznsiilslunisfinwaded fo ygeengfifiengsdioun 50 - 65 T ordpeglufania
Unusfluaziaediensiunoundiatuuimsasenns dsmauinnulsrrnsiuuuey

Fadumssummauianauiies1dlygns W.G.Cochran (1963) Tnsrnunsgdu
audatiusanay 95 wagszduaAuAaIRRdeuliAuTosaE 5 UATEINaNRIEYNT
oy 385 feeng LLazLﬁaLﬂjumia@mmmmm?{au%ﬁaga adsowiesdly
B 15 feens faulunisideedsiifvveyaiesteiammn 400 feg1s vhnmsgquiaess
Tnelulyndnaanuuiazdu (non-probability sampling) LLaﬂﬁgfﬁ%‘mi?juﬁaaéNufuuazmﬂ
(convenience sampling)

n1sguAleyawuvazaInidunIsaufIse19InUsEYInsiaseiungu g

grnugzain mamaﬂmﬁmwﬂmaga Uszndanaazailyae (Ussands wauun, 2555)
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n1sfnwIAsdiisnsauiieedlaglyisnisasuuvasunuuuueaulauludinquygeeng
Mdunquidinang
\A3RNaN15IY

wsaadlafilelunisiiusiusmeyanuideluasididunuvaouniu lagladnw

(% 1% ' o

av a4

AUATIAALAEN BT 9 TienansnuATefiievesuaihuiulsmnly Sapeu
LuuAUIuABsEUmMauARnTasnau L dugmeuLuuaeua LT Tunquiaee s el
Tnsuvuaounuifsatumamdanses Usgnauaediniusiuau 3 98 laun laun 1) dou
Fowgoglununyasengvidolu 2) Wugendeludminyumiuiely uay 3) wedsomns
suoUnAeuUIMsase el Tnevnngmeunuuasunalunsstudeulivesngulszens
asumuidouls azlumesmoumanuluaiudaly Tnsuwuuasuouiivianun 3 @y

i 1 quaa‘ummLﬁ'saﬁuﬁagaﬂﬁséauqmaﬁﬂmu 4 90 loun we a1y 38le
wazdurunodeluasouada Tnsuuvasunuidnvaziduwuunsnsiaaousienis
(Check-List) a@ufl 2 quaaua’mLﬁmﬁ"u%aagaﬁmﬂ’f\]é’sﬁ’mﬂizaumamwam laun
wAnau (Product) 1A1 (Price) ¥99m19n153AF1MUN8 (Place) wA¥NITALATUNITHANA
(Promotion) fiiignvesifunisindulalauinmsdsomssuustninduuinisasemady
LUUADUANLUUINATIAIUYTEAAT (Rating Scale) TnszduaiuAnuiugaiinamlunis
vmpAtiingesnsUssdudu 5 sefu (1 J@Sﬁ?j@ - 5 1nilan) wagaauil 3 uuuABUNY
Aertureyansdnduladsomsuuueundiaduuinisasemsvesyasergluandvia
Uyusnil Wunuvasunuuuuieaulszanaan faszdunmsdnddla dsfiinamlunis
ftuaamintinuesnsUssdiudu 5 sedu (1 ﬁaa‘ﬁqm - 5 3niian)

MnsuuuvasuamatuTsllng iy S 3 audlemaianiilenss
(Validity) Tnomsinsen sedaudennans (Index of item objective congruence: I0C)
YouuUAIUNM BendaiinudenraesesdnuynveNInmmnIulUSdondariniiewss
Fadom udanduuuvasuanuluneasdly (Ty out) ﬁ’uéjﬁﬁé’ﬂwmﬂﬂaﬁmﬁ’umﬁu
frograunlulenguiiesns $1uau 30 au Taemardulszansuear (Alpha Coefficient)
93A50UUIA (Cronbach, 1970) lamarudesiuiisatumdu 0.93

AsiusIusIUtaya

maiiususteya lewuuasua Tasaeuaunguiiognsognssiuam 400 51
suszuuseulanlagly Google form szsmufounaiau s Surew w.e. 2564

nsATedeya

TymsTasenadfdonssan (Descriptive Statistics) Lﬁ@?mmzﬁﬁz?@gjmﬁmﬁ’u
Jadwanyeaa laun wa o1y 18la wazdunuandnaseuata Tnelaaiarud (Frequency)

LavA15eEay (Percentage) dmsuiinssnayaiiedfuszauauAniuneUadeaIuUszay
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NINTAAN LLazma@'fmﬁuiaé"qmmisiml,l,aﬂwémﬁﬁ’uu%mié’qmmsﬁuaa;Jgjamq Ansen
voyalasanads (Mean) uazanaauidsauuanasgiu (Standard Deviation) lyn1siiasen
%aagjal,%ﬂm‘gmu (Inferential Statistics) laun n53AsIENanR Independent Samples T-test
MsiATEmALLUTUTIUaREY (One-Way ANOVA) managaumegiaglsnissiuinis
WUU LSD (Least Significant Difference) uazanduussansanduiusuuuiiiesdu (Pearson’s

correlation coefficient) &1MSUNINAFRUALLRAFIY

NaN15I8

msiTeiiauenanisideuu 3 a1u laun awd 1 aqﬂsga;gaﬂﬁaéauqmauaz
syduANuAniuYestadauUTTaNNIINITRaTn aaudl 2 Han1IVaaoU AuNAgIUT 1
Tadvauyanaiiuanasiuiinanenisdnduladaommsainuteundinduuinisasemisd
usnAfuaaull 3 nansvndeuaLLRgILAl 2 TadtnumuUsrasmsm sl s
fumsdnduladsemnsnuleundiaduuinsase s

amsleszviaud 1 Taduaiuyanavesnguiiosis laeamsasmu Quqqmqiu
%’wi’mﬂﬁquﬁwﬁﬁﬁqmwﬁﬁimLLa‘UwﬁLﬂsi'ﬁm%miéqmmi andlveydumemda Shuau 226 A
Aavusosaz 58.70 aulngfienysesng 50 - 55 T $wau 212 au Aaidusosas 55.10
gl Sneladilasunaiiow faum 20,001 - 50,000 v S1wau 241 au Adusesay 62.60
aulngiisuauanndnlunseunta 4 - 6 au 1w 215 au Andusesay 55.80 Fawandly

ANS199 1

M15197 1 uansveyaagudnuularsegas Jadeaiuynnavesnauiiesnd

UJadeduynna MUY Souaz
1. 1WA
%18 159 42.30
e 226 58.70
2. 97Yy
50 - 55 1 212 55.10
56 - 60 U 146 37.90
61-651 27 7
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A1519% 1 Lanavayaauinuiukarsesas UduaiuyunnaveInauiieg1s (ne)

UJadeduunna MUY Jouaz
3. 57914
FNI1 20,000 UM 104 27
20,001 - 50,000 umn 241 62.60
50,001 - 80,000 um 29 7.50
1R 80,001 Ay 11 2.90

4. uaNTNluATaUAS

fn1 3 Al 151 39.20
4-6au 215 55.80
7-9 Ay 15 3.90
10 puduly 4 1

M19197 2 ALedY wazaudonuunIgIuYITERUANLANTuNTineTaduauU syay

PNINIPAANINANDN1THAFULIFIDIMITHULDUNALATUUINTEIDIMNS

Uaedrulszaunisnan X S.D. wlawa

R GIRIG]
1. foidesvosylvuins 384 1027 1N
2. ANUVAINUALVDANYBINNT 382 0945 1A
3. AUAINNITUIANT 384  1.029 N
4. AUNINBINNT 390  1.025  wn
5. fisemsiwidenvannnan 3.82  1.097 N
6. woUnataduLdufians uazinddlane 3.62 1.169 1IN
7. fuporlunisdsazmin iaiequﬂ 3.65  1.228 1N
8. fivpaenistissudivainuany 3.82 1.136 11N
9. mmmamaﬁﬁﬁﬁmﬂﬁa&masmﬂLﬁaLﬁmﬁzgm 3.68  1.136  u1n
10. fiszuuuasszeznanlunisinasanunsadaasla 373 1151 u1n
ASIMNANLLT LIS

374 3.77 0.911 4N
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M151991 2 Miede wazaruleuuulnIgIuTRIsTAUAUANuNineYadaIuU s Al

NNINAANINANDN1THAFULIHIDIMTHULDUNALATUUINTEID1MST (91D)

Uaedrulszaunisnain X S.D. wlama
AUIIAN
11. sz auiuUIuIae IS 375 1072 w1
12. SNz aUUANAINGIMT 378 0952  wn
13, Sameusmslunisasdunilanamngay 375 1015 w1
39U 3.76 0.903 u1n
AUYDINNITINT LY
14. $1uruglvinistifisamensnnunesnis 378 1042w
15, ﬁuﬁiumﬂﬁu‘%mamaumqummé’aqms 376  1.046  wn
16. auzadlugaaansluusns 368  1.075 11N
594 374 0940 umn

ATUNTELEINNITAAIN

17. nslewanunudenis o 366  1.091 1N

18. ﬁ@ﬂam’%aéauaﬂiuﬂwﬁaawmiﬁﬁa@ﬁ[ﬂ 370 1.022 a1

19. fRanssunanvesnstaavauneniivnaulalignen 364  1.021 N

15

20. Syl ) wuziheyiave 378 0993 N

21. flusludulunsd@onazusnsouas 385  1.023  un
394 3.73 1.03 4N

MR 2 agunan1TlinsenssRuaNAniundneUadeaulsaunaniseaie
nilnanensanduladiomsuiuieundinduuinisasems nuigegiengludaniauyusiiii
fnduladsormsniuteundiatduuinisasens arulugylnanuddydvdadeaiulszay
nsnaImauRanium uniianlaesinegluseduanlaefinade 3.77 sesawndudady
> ! = ¥ * ! v o ' a = >
AUIAN ARy 3.76 MUY ANUYDIMNINTIATIMUY Tnedanady 3.74 Laga1uns
duasuNIsnaIn dAadey 3.73 audau

dlofinnsansievenuin dmsudadenunindamunauwuuaeuainlnninufniu
Tupuaanmemns mnigadududunils nwde 3.90 Jadeaiulszaumsnainniusian
wroukuvasunulnauAaiy lumusianzauiuannmens wnfigaidusudunis
fiaiade 3.78 Jaduaiulszaun1sna1nnuyesmen1sindivulg Bnauluuasunislnaiy
a < g ° ¥ A A ! ¥ - [ = =
Anviu Tuaudnunlnusmsiiieamensnunens uniigadududunis Iaade 3.78

wardmsuTaduaIulsEaun1sIaIAnUNTEXESINIINAN HReukuUaBUnUInANARWIY
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Tupnulusludulunsdedouasuinsvuasnniian (ududunils faiede 3.85 uaskanis
AnsznmsdaduladionmanuneUnaiatuuinisaeims nu ;gqamqﬁm%u%é’qmmi
muueUnALTuUINsasesegluseduann danads 3.94

mamﬁmiwﬁsﬂ@aéwﬁ 2 wamsvadouasAg i 1 Jadeauymanadinunm
LA 91¢ sela wagduaudnluaseussiiuanansiuiinananisdaduladeoimsuin
waunAAdutIntsasesfiunnaneiu TunslaiBmavaaey ttest f‘i’m%’mgfagaﬁﬁi’muﬂl,ﬂu
2 Ny uardsnIsiTevATILUsUTILINARE (One - Way ANOVA) dw¥uteyaiistuun

WINNN 2 NQY 7sEAUAILTE 95% AIUARININITI9N 3-6

AN5199 3 MTIATEINATUNITHRAUTIAIDIMNTHIULDUNELATUUSNNTEIBINT

t-test for Equality Mean

wA X SD t df S
msfpaladennsnuendiedy e 360 0796 095 383  0.054
U'%mﬁéammssuaaﬁggqmsﬂuwm s 3.67 0712
Unusnil

PNMITNI 3 NUIUNATILANA AU INanDNSHnFUlad I UL UNELATUUT NS

o w

#9919 5ANAN U NHTsERYNNETANTEAU .05

M13199 4 MIATEreIgiuMsdnaulademisiuleundinduuInIsaeems

wuaeAUsUsIu  SS Df Ms F Sig.
nssinduladsenmnsany iwiwﬂﬁjm 2.050 2 1.025 1.839 0.160
woUwdiaduuinisas aeflungu 212919 382  0.557
13D L
walusil

33 214970 384

v o W a

*lseAUlydPnIe@nan .05

o

NNANTNA 4 WU LeNANiUaNanansRRaUlaE e THULEUNERTUUINS

A9 ULANANAULID99INAT P-value MU 160 F9u1nn31 .05
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A15199 5 N5 AIEns1elanuN1SFn AUl adIe NS UL UNALATUUS NITEID1UNS

SS Df Ms F Sig.
msddulediomsny senengy 23579 3 7.680 15646 0.000*
ueUndiduvesyasongly  anelungy 191391 381 0.502
LwAUYNETT
33U 214970 384

v o
al

NNA17 5 W Jedeanuyarantunglafiuanaaivasanenisiaduladeims

LY aa

MU UNALATUUI NTEINSTUANA AU TTUE AN et AT SEAU .05 oAl P-value

o

w1y 0.000 Fausendn .05 Juhlunedeunadesen LSD Wiemaladealauiauanaieiy

Y

'
a v v o w

NszautidAny .05 NaUsINNRANUTNITUSUUUTIEA AIUARINATIN 6

a ) ) ' ' yu U a o ! a U
f19719N 6 LLﬁ@\‘iﬂ'ﬁL‘UiEJ‘UL‘VlEJ‘UiqEJ@J’iBVi’J'Ni’]EJVL@ﬂ‘Uﬂ’]i(ﬂ@austﬁ]ﬂﬁ@'ﬁ/ﬂiﬂ\l’]uuaﬂwaLﬂsﬁu

U3N3a890193
#n31 20,001 - 50,001 - 80,001 UM

s1ela X 20,000 50,000 80,000 Fuly

4.02 3.46 3.76 3.85
N1 20,000 U 4.02 558% 260 164
20,001 - 50,000 U 3.46 298* 393
50,001 - 80,000 U™ 3.76 095
80,001 v TulU 3.85

*{szautludAyneadai .05

NMITIA 6 WU Qqamqﬁﬁﬁsﬂ,m #1217 20,000 U AMsenauladaaIvisniu
weUndlatuUI Mt mNsINNNIKaDgNdTgla 20,001 - 50,000 UM 50,000 - 80,000 UM

way 80,001 vmAUlY eynslitedAgnisadanszau .05
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AN5197 7 NISIASIENIUILALITNIUATIUATINUNTHRAUTIAIDIMN S ULBUNRLATY

U3MIAINS
WuaIAURUIUTIU SS Df  Ms F Sig.
msfnduladiewns  sevanangu 8681 3 2894 5345 0.001*
muneUndiadures  nelungu 206288 381 0.541

rasoeluunUyustil

33U 214970 384

NN 7 WU ‘fl’ﬁ]‘:]'EJ?{I’JH‘Qﬂﬂﬁﬁ?ﬂHﬁ’M’MﬁMﬂ%ﬂiUﬂi@Uﬂ%’;ﬁLLGIﬂGﬁQﬁJuﬂIQNa
m'amiéfmﬁuﬂl,aé"qmmicimuaﬂwﬁLm?’uU%miéqmmiﬁum;;qﬂmqﬁLmné'}qﬁua&jwﬁﬁfﬂﬁﬁm
y3adffisedy 05 1esnnAn Pvalue 1Ay 0.001 Fauosn 05 Fuilunagouaade
5’18@' LSD Lﬁ'amﬁm?{wﬂmﬂwLmﬂ@m{i’uﬁizé’uﬁaﬁﬁm .05 maﬂiﬂﬂgfiwﬁmmé’uﬁu&wu

180 AIUARINITINN 8

A1519% 8 L.Lammim‘%auLﬁemi’]B@JizmNﬁﬁmuam%ﬂiumam%ﬁumiﬁmﬁﬂaé’ammi

NIULLDUNBLATUUI NSRS

. - Wosnd13  4-6Au 7-9Au 10 AY
AMUIUFUITN P

. X AU uly
TunAsaumsa

3.501 3,707 4.152 4.114

Uosn 3 AL 3.501 205* 650* 612
4-6AU 3.707 .445* 407
7-9AU 4.152 .038
10 AuTUlY 4.114

NFEITNA 8 WU IUIUANITALUATBUASD 7 - 9 AU TN15HRAUlAd 99150 1U

WOUNBLATUUS MTEDINTUINAIT ATOUASINHIUWILEANTNTUATEUAST 4 - 6 AL LazUesNI

' '
[

3 au YulY uaglunquuesy wuaundnluaseunss 4 - 6 au dn1sdnduladsoimisniu

'
aada

uweUndeduinnm gniuanBnluaseuasIueen 3 au sensdlidudAnmedifnseiu .05

1%
i [y

a3UNANITIATIENALNAFINA 1 31nN15AATIErveyaveuideillnin Jady
aruyAradILunnIX WA gl wardunuandnluaseuasinuanaeiuinananisindulods
2IMSHIULBUNEATUUS MTassuAnA iy luvaiiony Nuanaeduiinanansindula

o w

O INULOUNALATUUI N TEN M T NLANANNAY pesiitedAysaiafiszau .05
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HANITIATIENVBLAAIUN 3 Han1TVAaRUANLAZIUA 2 Jadunuaiuyseaunig
A159ANPLANUFUNUS A UN AN AU 1D THIULBUNELATUUS N15E9I911S NS IATIEN
duUseAndandunuswuUiNesaY (Pearson’s correlation coefficient) M5EAUANULTBNUNA 99%

AaandlumI$199 9

A15199 9 NNSNAABUANUFUNUSTZNINUIFATUAIUUSLAUNIINITAAIATANUAUNUSAU

nsdnauladiomsuuleundinduuinisate s vesaengludminuyusii

Uadeaudiulszan mssnauledeamskiueundndu
N9NIIAAN
AUHAN SN Pearson 0.941**
Correlation
Sig. 0.000
wiawa + (g9)
ﬁyﬂmﬂm Pearson 0.847**
Correlation
Si. 0.000
wlawa +(g9)
AMUYBWINTTTASIMUNY  Pearson 0.874**
Correlation
Sig. 0.000
wiana + (g9)
AMUNNSALASUNNINISAATA  Pearson 889**
Correlation
Si. 0.000
wlawa +(g9)

3
v v

X = TuTANUFUNUS + = TANUFURUSTIUIN - =HANUEUNUSITIaU

v o W PN a o [ i

* AledAgneadan .05 ** SledAgynisadan .01

NN 9 WAAIHANTNAFRUANNA LT TN 9TT AU TTANN1NTRAN
fianuduiusiunsdndulademmniuneundinduuinisatemsvesgengludmin

UNusITl WU @UUIEANNINNITNAIAAUKEAS M A7 Sig. 0.00 FeUBENIT .05 WAAIIT
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Abstract

The purposes of this research were to examine the relationships among gender
equality in human resource management, discretionary effort, work engagement and
organizational commitment. This research were to compare discretionary effort, work
engagement and organizational commitment between work units which gender equality
have high-level of human resource management and those which gender equality
have low-level of human resource management. A correlational research design was
used. The sample was 268 hospital staff in general hospital under the Ministry of Public
Health. The research instruments consisted of discretionary effort scale (DES), Utrecht
Work Engagement Scale (UWES) and organizational commitment questionnaire. Data were
analyzed by using the Pearson product-moment coefficient, and One-way Analysis of
variance. The research found that 1) gender equality in human resource management
was positively related to discretionary effort, work engagement and organizational
commitment, statistically significant at the level of .01 and .05 2) work units which
human resource management have high-level of gender equality had higher-level of
discretionary effort, work engagement and organizational commitment than those
which gender equality have low-level of human resource management, statistically

significant at the level of .01

Keywords: Gender Equality, Human Resource Management, Discretionary Effort,

Work Engagement, Organizational Commitment
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2. LLu'aﬁmLﬁ&l'sﬁ’Uﬂ'Jﬁuwaﬂﬂﬂuvijw (Discretionary Effort)

ueamenuessadaslafigemirunesnmstusimon mnelnenssvesosnms
sadansnumaanduiimuiiolnussauacuiidu (Lloyd, 2008) tneiloyaainsiina
N mazamaludinuuiaveu dnmsmadmanglunisvham vhinisuiuusaues
faunnsvhenduannng g meeradiladelnuiiuifduussauaudiSaesnaiiian
(Steer & Porter, 1991; Brown & Leigh, 1996 wag Muchinsky, 2001 onsiidly §U3%a ondl,
2558) donnasstUMIANWwesdUETa 91 uay Wum g¥nw (2559) BeRnwinruduius
¥ NANUABAARDIVDIATELYARAAUDIANTT ATINIUADDIANITUALAI LN
YUNYBINGTUIAIVITN NUINAUKNHUABBIANTALFLTUSNSUINAUA LN 8L
YN \uiieatu Hesketh et al. (2015) fildnwaruidiiusssvnsguamediatunssan
AN ULAZAIANEIBININ NUMATImEIeaavluszdugadunainainnisass
mmgﬂﬂ'ﬂumﬁmi (engagement)

MSANMAIMENETIMIN SUTTE el way tuvn g3nw (2559) ladnemudiius
SEVTNATAINAA BTNy ARRIUBIANIT AITLKNTLADDIANITLAAYILINE T TLY LY
YOINYIUIAIVITN UL AT UADBIANTTANLFUTUSINAUINAUANNEN 913 N1
Hesketh et al. (2015) lafinwiAruduius seninsguaniedalunisvhanu arugniuua
ALY WUIWANM T UaYLLLARINAImE e Ly lus FUgsTunas
21NqA1E7 Alun13v9u (workplace wellbeing) wazn13astsaugniuluosAng
(engagement)

3. LL‘u’JﬁﬂLﬁﬁl’JﬁUﬂ’J’]&lﬁdﬂﬁuﬁiaﬁ’m (Work Engagement)

duanmzmaislanuensunuazaudaludeandinesu dsfinruasmuly
Wasuuawnunmaina Tslilafaemetuing anunmsm yaes wiengnsslameginssumis
yemafidanuyniumenuazduyRindslumsvininu (vigon SanumeneulusenanegUassn
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frrmnianila asaussiunalalumsviiny waesdnidusunisdudiontunu faunsante
ogiunshany gﬁﬂi%’;afmuiﬂaéwifmﬁa (absorption) (Bakker et al., 2010) Wwuiien iy
MsAnwIMsUIMIMinensyanatiiusansnmgearoifivenanduandnifvesssnnns
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Kataria et al. (2019) ﬁw*u:hmﬁu%mi‘m%’wmﬂiqﬂﬂaﬁﬁUizﬁmﬁquqmmﬁmﬁummgﬂﬁu
pesuvemntinnyla

msﬁﬂmmmgﬂﬁw{amu a5fiuns Y (2557) Igﬁﬂmgmwummé’mﬁué@ams;
LLazmafuaqmm;&mﬁ'wﬁamumamg Wm"lguLLUUIﬂiqagwﬂumé’uﬁuéL%qmslu,a YUATDIAIY
ynitunesuvesasiidumadondusulnufianuaenaasumnzansiureyaidUszdng
Usznaume vifnensyana (nliaufumedn wasussgdlalumsvhaon) niwennsou (mssus
AugAsssuduiusawiuiniSou nsaduayuaniiousm Laznisatuayuain
ysdutiyen) asmavauInnaALRNUABIIL Pauken (2008) lndnwdadefiAsavesiy
mmq&ﬂﬁuﬁ{amu WU ENTNLINA Y mas@?ﬁﬁ LLﬁS@QF’;UizﬂaU(’;ﬁuuﬂﬂa fanuieives
ﬁ’umm;‘gﬂﬂ’uéamu Kataria et al. (2019) VLGTﬁﬂmmiU‘%mim%'wmmuﬂﬂaﬁﬁﬂizﬁm%quq
eiunuduandniinvetosnis wmmaqmimmﬁmﬁm"‘mmmzmwnﬁwiamu
‘U’e)ﬂE;’L%EJ’JGUWQJIG:WUIE]%U@\‘@HL@-W‘EJ mamsﬁﬂwﬂuﬂ%aﬁyuamiﬁﬁuﬁamsu‘%msw%’wmﬂsqﬂﬂa
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4. LLu'aﬁﬂL'f“imﬁumwgnﬁwiaaaﬁms (Organizational Commitment)

Lﬂﬂﬁﬂﬂﬂaﬁaﬁaﬂéﬂﬁg&ﬂﬁﬂ%’]ﬂﬁﬁ@ﬁﬂgﬂmﬂi Lﬁa’[n;l,ﬁquﬁmiumsﬁwm
ARduszanSaw denmassiu mIneveseInnIs @Nh‘ﬂ53ﬂawaqmm;ﬂﬂﬁuéaaaﬁmiﬁ
3 dNYMY A ﬂ’J’]@JE&ﬂW’u@y%ﬁ@If\] (affective commitment) ﬁ’J’]iJB;IJﬂﬁIUWWWUﬂﬂiﬂx‘iE]EJ
(continuance commitment) LLazmm%ﬂﬁuﬂwaﬁﬂ’mgm (normative commitment)
(Allen & Meyer, 1990) ‘Q(Jéflﬂ’]iﬁﬂw’]L‘ﬁlS’JﬁUﬂ’JﬁmQﬂﬁuﬁ@@ﬂf‘;ﬂ’lﬂg%ﬁﬂ’flmﬁﬂﬁlafmﬂSIN“UTN
I(ﬂEJ‘LTR]RTEH‘/NIILﬁlEJ’J‘ETENﬁUﬂ?MJDQIJﬂWuﬁEJEN?;ﬂﬁ 4 a1u Ao dnwzaluyana (personal
characteristics) 1A59431989AN1S (organization characteristic) ﬁﬂwmzﬂﬂuﬁlﬂcﬁﬁﬁ (job
characteristics) LLazﬂizaUﬂ’liaﬁumiﬁ’mu (work experience) (Steer & Porter, 1991)

miﬁﬂiﬁﬂ%’m%ﬂﬁuﬁ@@ﬂéﬂﬁ w¥aiiun 2eAUsans (2557) lnvhmsAnwuwuania
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LL‘LJ,'J‘VI’Nﬂ’]iﬁ;’]\‘lﬂﬂ’mr}_jﬂﬁu‘ﬂ@ﬁwﬁﬂﬂ"lu&l‘@@Qﬁ‘ﬂﬂi\‘]‘WEﬂU’]aL@ﬂ“ljuﬁ 4 iR lawn 1) HRn
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4) ffnnuransU TRuUsIAU MY WULLMINISEs NATIINNTUABRIANTAENISYSANTS

[ v 1% v '
Y
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[

$117u 491 Au (VeyalieusuIIAL 2564) MuunruinnauiiestslaensUsEIaTILIL
%us?wmmi’mqﬂwmémﬁ%’aLLazﬂgLmem%’mwu (Rule of Thumb) fiUszanstosn
1,000 AulSAT LN TANNANFIBE19ToERY 30 (Neuman, 1991 8l Auvne TsRwNwAN,
2554) Fapuinumnguiiesaduiazaedliuasnii 148 au yAnvIRsiMunwwIATEINgY
shogdlunmsinuiadsil S1uau 270 au fuuvasuauiilyla 268 aty uazvhnsguiiegs
audnauUszng (Stratified random sampling) mﬂé’mwﬁauaﬁ’wmu;aaamamﬂmm
5 nguasianUFTRIY

2. indesiiofilylun1side Ae uuuasuniu (Questionnaire) iugauuUABUAWTLA
PMNAMINUNMILITIUNTTY UazvaLauBLuEINg a1y Taswusoanidu 5 @1u laun
auil 1 uwuuAeUnNENYMENIUTEINT UsEnouny e 8Ny seegiaatlunig

Mauuazngun1sianufifnu dnevuguuvasuniuduwuud15as1ens (check list) uay

NGRIRRIGIRRER

Y
[y

il 2 wuudssiuanumifisnssmnanalunsumsmineinsuyee inide
asdulaensAnwnsssedyaRnnunidisanand we. 2558 wwnaskavaiuisely
ﬁ’aéﬁuasuauemmau’%msw%’wmﬂiwwé ﬁ’umﬁﬁﬂéjmaﬁmamiﬂa;mmw%'wmmqﬂﬂa
Tamenuiavialy dsdpnsensansnsngy (2563) wazannmsdunisaiiavmiriglulsmeua
LUBIZA4 (focus group interview) iumaanumsuanitsmunduau 20 ve asaduuuy
fouvvudinasn (Likert) Inglganmsaiuuszanam 5 sei iletnnnumifienssaney
MIUIINTHEINTUY WY 5 P Fo MIATIHALAARBNYAAINT MINAUIYAINT MTUTTIY
NansUfTRI MIuTmsameuuny uazanuUaonsouarendieunsiy

il 3 WUUIRALNEIB YL lawuudn Discretionary Effort Scale (DES)
AULUIAAYBY Lloyd (2008) Imrzﬁ%’aﬁﬁwm Faudasannuuuinnnuneeuym dil
nauvaidunwiveuarlarlunsideves sudda endl (2558) asradusvuiauuudinesn
(Likert) Tnelaanasanuuszanma 5 sesu Usenouny Temausisnsiuam 7 7o

ail 4 LLUUi“mmmpgjﬂﬁuéamu Tyuuuda Utrecht Work Engagement Scale

(UWES) Wunuuiaiiwaundulng Schaufeli et al. (2002) Imag’i%’slmﬁwm ARLUAIINNLUU
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WunuuTauuuainesa (Likert) Tnglmnstauussanam 7 sedu ile ¥y niiuneny
3 93AUsznay UsenounievadnIuTIns L 9 98 Wetaaugniuaesu 3 ssndseneu
fio mafnddlunisvihau megfienulvuneu uazmsdudulun

Ef’;uﬁ 5 LLUU"JJG]meﬂﬁ'umlaaﬂémi (Organizational commitment scale)
AnwATuyNuRDa3ANTT ALLLARATEY Allen & Meyer (1990) Taokidelawann Faulas
wuuinnnugniureesrn1ss o unanensunesUsEuns neaden (2546) Gethunan
mMsulauagFeuFeanuuinaugniunessanisvesngaun ylanes (2543) tagluniside
adsillaidenlanisTnosnusenauvasnugniuanizuuuianunuygniusuidesnnain
p13unl Usenaumae vefmusidiuay 8 1e laglvannaiuszannnn 5 sedu munasia
LuUAAesn (Likert Scale)

3. MIRTRARUANN NIRRT oTle thuvuUssifiumumfiensznandluns
vimsninensuye Ty deamgyyinissvaeunaaeumAAILEeAARBITEININTE
frauf ULl 098 991u3eE (Index of Item Objective Congruence: 10C) Tnefianstaatiu
Wity 1 ddlunmsfnwadaiyidelenanan 10C 918907 75 viennnan Tslyreranudy
99 Waltz et al. (2010) pnifuthlunsaedlafuynainsfisidnvuranisafsiungusosis
$1uu 30 A uanisnAdisEansanduiustesasouuia Tnsuuuussliuanam i
syyamalunsuIMININeIN I WUUTneEmeIEILnIM LuuTaaugnTunoL
wazuuUinANgnRuReeInnng fananadesiu iy 97, .91, .97 uay .82 Awady
Imaﬁg‘iﬁal@;jﬁwLﬁumiiamam"ayjamwﬁalmy%’umiﬁmamw‘%aﬁiimmﬁ%’a NNANLNTIUNT

M1301938555UN IV LB INRE ATk

P2 ¥ &Y

1Y

4. MINATIZNVOYA ;ﬁi’fﬂl@?ﬁLﬂiwwuagammmagmmﬁﬁa ail

auufgndl 1 mumiisusemnanalunisuimamineinsuywe Sauduius
F9UINAUALNGIB YU ANURATUADIN uazALENRURDDsAnT naaoulnsly
sy Ansavdusiusuuuiiiosdu (Pearson’s Product Moment Correlation)

auufgiuil 2 nusnuifienumiiisszrnanalunsuImemine nsuyuogs
WIATMNGNGIMIN AURNTUABIN LAEATIINITUADDIANNTENINMUIBILTAT A
wfisusgrnanalunsumaminensuyssdmaaeulnglynisiinseiauul s

(ANOVA)

NAN1599Y

NANAIDY1TINDURUUABUNINATINIUTIN 268 AU WU INANEIIHTIUIULAND

wame tnedunandasosas 73.9 nAmesesay 26.1 nausieeslionegwds wiiu 39.62 4
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Fe0g 381119 20 - 60 U arusvezhattumsviinulasiady iy 14.40 T lngszezinanly
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a wva

nsvhauaulngesil 1 - 5 J (sevay 28.7) avungunisianufiRnuaidlngyufianuly

NQNN1SAT AIUNNTNETUNG (SBERY 45.6)

M19197 1 SEAUVIANMINUTBUTEN N ANATUAITUSINTNTNEINTUY Y AIUNYIBIUYUN

mmQﬂﬁumamuuazmm&dﬂﬂ’umaamms

FanUsfildlunside x SD. SEAU
1. m’mwhLﬁams‘wﬁmLWﬂIuﬂwsU%MWiw%’WHWﬂﬁmywé 3.89 .53 ge
2. mmwmmwjmm 3.97 .47 ge
3. mmgﬂﬂﬁuéamu 461 1.07 goe
4. mmgﬂﬁuéaaaﬁmi 379 .58 G

wEWMR: * AsLuLeAY 1.00 - 2.33 vinefls fudseglussdiu Asuuuiede 2.34 - 3.67
LGN ﬁaLLﬂiagﬂuizﬁw’mnmq ALLULIRAY 3.68 - 5.00 MBS f?hLLUiagﬂu
JEAUG
“* AzIuULAAY 4.01 - 6.00 mneis fuuseglusziugs Azuuuads 2.01 - 4.00
LGN ﬁaLLﬂiagﬂuizﬁw’mnmq AZLULIRAY 0 - 2.00 MR é]’aLLUiaQTu

SYAUA

NS 1 wuiﬁﬂéuﬁaaéNﬁv»m:uwhl:ﬁmwdNLWﬂ"LumsU%miw%’wemiwwé
mmwmmwjmm mm;3ﬂﬂ’uéamuuazmm;ﬂﬂﬁus{aaaﬁmﬂuizﬁuqa Tnefinadeniu
3.89, 3.97, 4.61 way 3.79 AWATU TAEULUTITEIUTEIRILUSMEIENSUTEEULUUTILAN
(Method of summated rating) ﬁﬁwa’mﬂmiﬁwmmimﬁqmmmmﬂ’juwuaqé’ummﬂ%gu
($oun ASnnilv, 2533)

ANUNINYBIOUATANATU = ATLUUGIEA (Max) — AZLUUAIEA (Min)

INUIUTZAUTY

A15199 2 ANFUUTL AN ANAUNUS LU UMY TAUT IR MU SN TEUINNALLNITUSUNS

V]%JWEHﬂiZJi{tE}EJ AITHNGIYTUVIN m’mgjﬂﬁumaafmuasmm;dﬂﬁumaaaﬂmi

Aauus AnduUszENS anduwg
mmwmmmjum 3%
mmgﬂﬂﬁuéamu 25%*
mmgﬂﬁuéaaaﬁmi 16%

ALY **p<0.01 * p<0.05
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3
AUKNWUFBIU 6.49 1 6.49 5.78% 017
SEMTaNAY 298.86 266 1.12
aelunqu 305.34 267
3734
AMURNAUADIT 2.74 1 2.74 8.22% .004
sEVaNaN 88.48 266 33
aelunau 91.22 267
RIPEY

*p < 0.05

PN 3 I msnUTiimIssssandlum I R nTIy Y g
TANUN BN ATENTURBNULAZANTTABBSANSEIN MU AN T B
szvmanalunTUIIIneInsuyse soredilddymeadafisedu .05

dmsumananuasseyaidunuisnuniungunisiafiufofauiifaum ey
szymamalunsUIMIneIn sy v gatus GT’]LﬁUﬂ’lig’JEJﬂ"liﬁTH’JmW]ﬁmﬁ@ A9 ABLLUL
Bupuvessunsinatudl 3 vasszdumuMITeusEanAlunsUIN I Ne NSy
Famiu 3.68 nuisnaiadsnnumifisussranalunsuimmine sy v ves
unazvuieey uarhldieudsuiugada fauslvmisnuiifenadsanumdie

T NALLINITUS SN NYINTUY L AININARAD 0IMUIBNUUUTAIN WA BUTEINI NN
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unUsviaunieda (Book Review)
Interpersonal Communication and Human Relationships

U1 BnSausnaty’?

Chanapa Itdhiamornkulchai*?

Book Title: Interpersonal Communication & Human Relationships
(7th Edition)

Authors: Mark L. Knapp, Anita L. Vangelisti and John P. Caughlin

Publisher: Pearson

Language: English

Number of Pages: 464

This book, entitled “Interpersonal Communication and Human Relationships”
(Knapp et al., 2014), has a unique focus on interpersonal communication in the context
of developing relationships within the scope of contemporary US cultural context,
especially the stages of growth and decay of interpersonal relationships or the increase
and decrease in intimacy. An interesting point to note is the authors’ conceptualization
that, in this book, srowth and decay are processes of interpersonal relationships that
do not necessarily indicate positive or negative connotations. Specifically, Knapp et al.
(2014) conceptualized that the growth of interpersonal relationships with increased
intimacy is not necessarily positive, while intentionally decreasing intimacy, which
leads to the decay of interpersonal relationships, is not necessarily negative and could
be appropriate for some interpersonal relationships. This book review categorizes the
content of Knapp et al. (2014) into four parts and ends with an overall reflection of this
book.

The first part, entitled “Patterns and Stages,” refers to the model of
interaction stages of interpersonal relationships along with the eight dimensions of

communication patterns and variations. Knapp et al. (2014) conceptualized the

! fEeSSeyaywen viangestivaransn i Uadin Auelinamans 1ansaunIng sy
Doctoral Candidate, Faculty of Communication Arts, Chulalongkorn University.
2 919158MAY F#0NTUNYY PHIAINTUUNTING IR

Part-time Lecturer, Chulalongkorn University Language Institute
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explicit associations between these two frameworks and recommended that both could
be used simultaneously to analyze and explain each phenomenon of interpersonal
communication.

The most outstanding elements of this first part are the examples given by
the authors. These include the illustrative examples given by the authors to explain
the concept of metacommunication, comprising the short examples of interpersonal
communication on taking a seat and getting a cup of coffee, as well as the detailed
example of different interpretations at the content level and relationship level during
the interpersonal communication messages between a wife and a husband regarding
watching television.

)

The second part, entitled “Factors Affecting Relationships,” refers to factors
that influence interpersonal communication and relationships. This part can be organized
into internal factors and external factors. Specifically, the internal factors identified by
Knapp et al. (2014) are demographics, especially age and gender, and psychographics
of the degree of interpersonal needs of each individual. Concurrently, the external
factors identified by Knapp et al. (2014) are culture and environment, which the latter
comprises both the physical environment and the digital environment of new media
and communication technologies.

The authors provided several valuable insights in this second part. Regarding
demographics, the authors provided useful insights regarding gender (instrumental vs.
affective behaviors, achievements vs. relationships, activities vs. communications) and
age (roles, experiences, lifestyle, health). Conceming psychographics, it is very interesting
that the author identified varying degrees of interpersonal needs of each individual in
terms of affection, control, and inclusion instead of focusing on collectivistic psychographics,
such as lifestyles, in the way that consumer research does. For the external factors,
the authors’ discussions on both the physical environment and the digital environment of
new media and communication technologies are quite insightful.

The third part, “Interaction Patterns,” and the fourth part, “Effective
Communication in Relationships,” of the book are detailed elaborations of the first
part, “Patterns and Stages.” In the third part on “Interaction Patterns,” the communication
patterns of interpersonal relationships can be conceptualized as “Form-Keep-End.”
“Form,” the initial stage of interpersonal relationships, is referred to as “getting together” or

“coming together” by the authors. The next stage, “Keep,” is referred to as “maintaining
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relationships” or “relationship maintenance” in this book. Finally, “End,” is referred to
as “coming apart” or “terminating relationships” by the authors. The fourth part,
“Effective Communication in Relationships,” comprises the authors’ explicit discussions
about how to enhance the effectiveness of commmunication in interpersonal relationships in
addition to the implicit discussions in the preceding three parts.

As an overall reflection, this book consists of three main strengths. Firstly, this
book is easy to read and enjoyable with a storytelling style. Before introducing each
interpersonal communication theory, concept, framework, or model, the authors give
illustrative examples of specific messages of interpersonal communication that readers
could easily relate to and continue reading to get to know the relevant theories. Secondly,
another admirable quality of this book is that the authors regularly remind the readers
about the limitations of each theory, concept, framework, and model. This book
emphasizes that real-world interpersonal relationships could be more complex than the
oversimplified approach of the body of academic knowledge of interpersonal
communication with more variations in each situation and context. The authors encourage
the readers to observe real-world situations and then compare and contrast them with
academic knowledge in this book to see similarities and differences. Finally, this book
is suitable for readers with and without prior knowledge of interpersonal
communication. Readers without prior knowledge use this book for self-study of
interpersonal communication theories and research, and readers with prior knowledge
could gain additional knowledge from the overview, details, and references in each

chapter. This book review recommends this book for both academics and practitioners.
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