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Abstract

The paper sets out to discuss the relationship among management support,
internal  communication and firm performance mediating by internal customer
orientation. Management support and internal communication have criticized as
constraining certain internal customers, since customer variables being played a
significant role in fostering marketing orientation in an organization. Nevertheless, since
internal customer orientation is regarded as ultimate creators of products and services
and creation of customer satisfaction. This paper posits that the joint occurrence of
management support and internal communication lend to, rather than inhibit, internal
customer orientation. Thus, the paper makes extension contribution to theoretical
contribution of both existing Resourced Based View theory and Social Network theory.
In closing, the initial ideas for future work are highlighted. Following this, successful

implications are discussed and illustrated.

Keyword: Internal customer orientation, Management support, Internal commmunication,

Organization performance
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Introduction

Due to the superior value of the external customer is originally from the organization
within, then the development of traditional management is needed to the professional
movement and updated revolution of management inside & within the firm. The causes of
interfunctional difference and overlap still remained within the organization. For the cross-
functional units, the term “internal customer orientation” was scant and nascent. The success
of management research had still been on the limited attention and under development
among four areas (e.g. management support, internal communication, internal customer
orientation, organization performance).

More generally, how and under what conditions should firms manage “internal
customer orientation” to achieve in positive organization performance? Does “internal customer
orientation” matter in the relationship among management support, internal communication, and
its joint occurrence on organization performance? The main purpose of the research is to implement
the organization performance, the assessment of the nature of management support, and the
extent to which the internal communication, or the joint occurrence will be related to
organization performance, both directly and indirectly, being mediated by the internal
customer orientation of the employees.

This paper offers academic contribution by extending the Resource Based View
theory (RBV) (Barney, 1991) and Social Network Theory (SNT) (Wernerfelt, 1984) in accordance
with the review from prior researches. RBV and SNT are proposed as the overall illustration of
the internal customer orientation on both management support and internal communication
within the organization. RBV was broadly acknowledged in strategic management, and also
classified its impact on organization performance to attain the sustainable competitive
advantage (Barney, 1991). This SNT was explained on how both internal and external social
networks was related to the organization’s objectives (Wernerfelt, 1984). The added value of
this paper is the direct and indirect effect of management support and internal
communication on firm performance, all else being equal, mediated by internal customer
orientation construct. This paper also offers managerial implications by internal customer
orientation in an organizational setting. Hence, managers must understand its potential effect
of internal customer to reach to the superior business performance. Besides, management
support (i.e. effective skills for obtaining, encouraging, developing, and maintaining employees)
and internal communication (i.e. the interfunctional coordination) had been raised with the

improved organization performance in some extent.

Management Support

Management support is generally defined as the willingness of management to
promote or support organizational behavior. It was defined as the top level management
established a climate for a market orientation and encouraged market oriented among
employees (Conduit & Mavondo, 2001). The effects of management support on internal
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customer orientation were found (Chaston, 1994; Conduit & Mavondo, 2001; Forst, 2002).
Chaston (1994) found that managers interested in service internal customer. According to
Conduit & Mavondo’s empirical finding (2001), the relationship between management support
and internal customer orientation was significant and positive. Similarly, Forst (2002) also
supported the management and internal customer oriented by using management tools.
It showed that management support had the strong effect to the internal customer orientation
(Forst, 2002). Therefore, the associated relationship between management support and the
internal customer orientation is predicted.
H1: There is a positive relationship between management support

and internal customer orientation.

The effects of management support on organization performance were purported
(Forst, 2002; Pfau, Detzel, & Geller, 1991; Tulung & Ramdani, 2016). Tulung & Ramdani, (2016)
was found that the positive significant relation between top management team composition
and performance. In line with Forst (2002), management support was one of the primary key
of management tools to the organization performance. Pfau and his associates found top that
management emphasized on working with other people for achieving objectives (Pfau, Detzel, &
Geller, 1991). Therefore, the positive relationship of management support and organization
performance is predicted.

H2: There is a positive relationship of management support and

organization performance.

The joint occurrence of management support and internal communication on
internal customer orientation was found (Chaston, 1994; Mohr-Jackson, 1991; Pfau et al., 1991).
Mohr-Jackson identified the interfunctional coordination depending on everyone in the
organization (Mohr-Jackson, 1991). Chaston’s finding (1994) showed that the nature of
information flow was the primary means of communication between staff and managers
(Chaston, 1994). Pfau and associates explained the primary factor for the management style
by communicating for achieving performance objectives (Pfau, et al., 1991). Thus, the joint
occurrence of the management support and internal communication has a positive effect on
internal customer orientation being derived.

H3: There is a positive relationship of both management support and

internal communication on internal customer orientation.

The joint occurrence of management support and internal communication on
organization performance was supported by various scholars (Berman, 2000; Eichorn, 2004;
Lee & Chen, 2005). Berman demonstrated that managers and appropriate communications
both formal and informal, employees responded better to their demands and, finally,
organization performance (Berman, 2000). Eichorn stressed that the results of improve

performance as measured by various metrics including ease of communication, process
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efficiency and effectiveness which was supported from management (Eichorn, 2004). Lee &
Chen clarified that management support and internal communications was promoting services
culture to organization performance (Lee & Chen, 2005). Thus, it is expected that a joint
occurrence of the management support and internal communication has a positive effect
on organization performance.

H4: There is a positive relationship of both management support and

internal communication on organization performance.

Internal Communication

It was the extent to which the effective communication was to develop and
contribute to the organization and its customers within an organization (Conduit & Mavondo,
2001). Mohr-Jackson (1991) identified the key concept of management in the organization was
the interfunctional coordination / everyone in the organization. Besides, Berman (2000)
mentioned that internal communication by the manager responded as adequate feedbacks,
the employees feel significant and value which lead to employee’s loyalty. “Strengthening
relationships with internal customers improves relations with external ones” was stated from
Pfau et al. (1991, p.11). The effect of internal communication on the internal customer
orientation was supported by the past studies (Chaston, 1994; Conduit & Mavondo, 2001,
Mohr-Jackson, 1991). According to Conduit & Mavondo’s empirical finding (2001), the
relationship between internal communication and internal customer orientation was
significant and positive. Chaston (1994) found that the departmental managers needed to
communicate with internal customer otherwise there were no consistency of service standards.
Mohr-Jackson (1991) revealed that the coordinated integration of the organization’s function in
creating superior value for customer was linked to the customer orientation. Then, the
associated relationship between internal communications and the internal customer
orientation is predicted.

H5: There is a positive relationship between internal communication

and internal customer orientation.

The effect of internal communication on organization performance was strong and
supported by many researchers (Berman, 2000; Eichorn, 2004). Likewise, Eichorn (2004)
demonstrated that the organization was a set of inter-connected processes and network type
operations and communication mechanism as system thinking and total quality management
(TQM) toward organization performance. In line with Berman, Berman emphasized on the
appropriate  communications both formal and informal by managers, then employees
responded better to their demands and, at the end, organization performance (Berman, 2000).
Therefore, the positive relationship of internal organization and organization performance is
predicted.

H6: There is a positive relationship of internal communication and

organization performance.
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Internal Customer Orientation

The concept of internal customer orientation was relating to the term of internal
marketing in the literature (Lee & Chen, 2005). Internal customer orientation was individual’s
tendency or predisposition to meet customer’s need in the organization context (Yu, Yen,
Barnes, & Huang, 2019). All employees in their organizations were internal customer (Conduit
& Mavondo, 2001; Mohr-Jackson, 1991). Referring to Kohli & Jawosky, the heart of a market
orientation was the entire customer (Kohli & Jarwoski, 1990). While Narver and Slater’s
description of customer orientation was the creation of superior value for buyers and superior
performance (Narver & Slater, 1990). The concept of customer orientation that proposed by
Kohli and Jarwoski’s description or Narver & Slater’s description was not entirely consistent.
Mohr-Jackson (1991) illustrated that internal customer was the ultimate creators of products
and services, and creation of customer satisfaction. Chaston (1994) suggested that the greater
awareness of internal customers was vital for the firm survival. Also, Pfau et al. (1991) in line
with Chaston’s notion by adding the concept of internal staff functions as fundamental
elements of customer service. Boukis pointed out that internal market orientation was a value
creation mechanism for the firm’s internal market (Boukis, 2019).

For the mediating role of internal customer orientation, internal customer orientation
was important to the firm performance (Berman, 2000; Chaston, 1994; Mohr-Jackson, 1991; Yu et
al.,, 2019). Eichorn (2004) found internal customer relationship management increased firm
performance. Yu and associate’s found the effect of internal market orientation on corporate
performance. Feng and associates found the positive relationship of customer orientation for
enhancing performance (Feng, Wang, Lawton, & Lau, 2019). As a result, internal customer
orientation is related to organization performance, both directly and indirectly the employees
within its organization.

RQ1: All else being equal, being mediated by the assessment of the

internal customer orientation, it is influenced by (a) management
support (b) internal communication (c) the joint occurrence of its
management support and internal communication related

indirectly to the organization performance

Organization Performance

One of the major construct and a main endogenous variable in the research discipline
was organization performance (Chaston, 1994; Eichorn, 2004; Forst, 2002; Mohr-Jackson, 1991;
Yu et al.,, 2019). In general, organization performance was the actual output comparing with
intended outputs. Moorman & Rust’s defined firm performance as the perceptions of strategic
market performance & financial performance in terms of 1) firm financial performance,
2) customer relationship performance, and 3) new product performance (Moorman & Rust, 1999).

Narver & Slater described performance as customer performance and financial performance

5
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L T T I >
(Narver & Slater, 1990). Referring to Figure 1, the proposed framework is the assessment of the
nature of management support, and the extent to which the internal communication, or the
joint occurrence will be related to organization performance, both directly and indirectly, being
mediated by the internal customer orientation of the employees within its organization.

It is composed of six hypotheses and one research question.

Management Support \ 114 o
e » Internal Customer
Orientation
Internal
Communication RQl
v
Organization
Management Support 4 > Performance
x Internal
Communication

Figure 1: The proposed path diagram combining mediation and moderation.

Research Methodology

This research was designed as an exploratory research to gain an in-depth understanding
of the roles of management support, internal communication, internal customer orientation,
and organization performance. Sample will be collected from two key informants within the
organization to reduce the potential of common method bias (Podsakoff, MacKenzie, & Jeong-
Yeon, 2003). Followed by the past research, survey questionnaires are recommended. The key
informant will have the knowledge and background to complete the questionnaire. About the
sample size, the formula of G* power will be applied and selected organization headquartered
in metropolitan areas with nationwide operations in Thailand (Erdfelder, Buchner, & Lang,
2009).

Measurement

All key constructs are multi-item measures on seven-point likert scale, ranging from
(1) strongly disagree to (7) strongly agree. The initial questionnaire will be developed in English
and then translated into Thai. To verify its linguistic equivalence, this was later back translated
into English by an experienced translator to ensure accuracy (Hair, William C. Black, & Barry,
2006). The measure of management support, internal communication, and internal customer
orientation are adopted from Conduit & Mavondo (2001) included 14 items in 3 dimensions, 13
items in 4 dimensions, and 6 items respectively. The measure of organization performance are

adopted from Moorman & Rust (1999) included 10 items in 4 dimensions.
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Data Analysis

Firstly, Cronbach’s alpha () will be used to measure the reliability coefficient (Hair
et al., 2006; Ho, 2006). Secondly, for the effects of joint occurrence / the interaction effects,
regression analysis will be applied to compare both main effect and interaction effects. For
model comparison, lastly, estimation will be suggested Analysis of Moment Structures as a
Structural Equation Modeling that extends standard multivariate analysis methods to perform
Confirmatory Factor Analysis (CFA) of the survey items based on the dimensions of all
constructs. The CFA will be conducted to test the measurement model of all constructs. The
adequacy of the measurement model reports the overall fit of the indices, reliability,
convergent and discriminant validity. According to Ho’s (2006) guideline, the common
model-fit indices are used to evaluate the model’s overall goodness-of-fit, the ratio of the Chi
square to the degree of freedom (d.f.), Root Mean Square Error of Approximation (RMSEA),
Goodness of Fit Index (GFI), Adjusted Goodness of Fit Index (AGFI), Normed Fit Index (NFI), and
Comparative Fit Index (CFI). The findings of this measurement model will be illustrated the
acceptable goodness of fit between the observed data and the measurement model. All
measures should pass and be reach to the minimum requirement recommended by Ho (2006)
and Hair et al. (2006).

Next, the proposed model will be estimated by the path analysis option of AMOS
(Ho, 2006). Lastly, for testing the mediating effects role of internal customer orientation (Baron
& Kenny, 1986) the data can be analyzed by using AMOS Graphic by conducting the
multi-model analysis (1) defining the full direct model as in Figure 1 and (2) defining the
indirect model in which the three direct paths linking management support and internal
communication to internal customer orientation will be constrained to zero (MS--ICO; IC—->
ICO; MSXIC-->ICO), (Ho, 2006). With this, the causal path coefficients of the structural model
will be interpreted by the standardized regression weights. To conclude, the summary of the
hypotheses and the corresponding statistical treatments include the measurement model,
the structural model, and the path diagram employed to portray the relationship between all

of the constructs and multiple latent constructs as being fundamental to the SEM.

Discussion and Recommendations

Drawing upon the role of the organizational context and managerial actions, without
empirical, the finding will not be completed in the entire premise of this management research
discipline, thus the empirical evidence is required. An empirical evidence of the direct effects
of management support and internal communication, on firm performance and the indirect
effects of management support and internal communication on firm performance, being
mediated by internal customer orientation would reveal whether it’s indeed useful in
enhancing the firm performance. Also, in order to test the direction of causal relationships,

therefore future studies should utilize the longitudinal study designs.
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The research has academically enabled the uncovering of a complex set of
relationships. Following this, the paper contributes to marketing and management discipline
by extending the RBV and SNT theory on how key resources can be used to enhance
organization performance in the emerging economy. Thus, this paper simplifies and provides
all key measuring constructs that is applicable for organizational performance studies in other
contexts.

Despite the theoretical evidences, top level executives practically foster the formal
& informal communication among employees within the firm for a firm’s full performance
potential. The study has provided insights on the types of decisions that management teams
will be engaged in on a day-to-day basis. For instance, in order to create high performance
organization, managers may consider what kind of communication techniques they will apply
for their employees. Formally, they may declare corporate’s purposes and directions in yearly
basis. Informally, they may discuss with each business unit via the meeting, the working space,
or the virtual community in regular basis. At last, internal customer orientation will be proved
to be effective and necessary for a better performance of employees and organizations. Those
companies will be rewarded the long-term competitive advantages over their competitors if

they expresses strong beliefs about the way things should be done from customer within.
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Abstract

The purposes of this study were to: 1) study and compare personal factors
that affecting to decision purchasing power for South Korea and Japan Cosmetics
Product of Generation Z consumers, 2) study and compare between South Korea and
Japanese cosmetics buying behaviors of Generation Z consumers, and 3) study and
compare marketing mix factors — product, price, place, and promotion — affecting South
Korean and Japanese cosmetics purchasing decisions of Generation Z consumers.

The sample of this research consisted of 420 female, Generation Z consumers,
(born in 1996-2004) in Bangkok and vicinity who decided to buy South Korean and
Japanese beauty products. The cosmetics products mentioned were skin care products.
The data were analyzed using frequency, percentage, mean, and standard deviation.
In addition, crosstab, chi-square and logistic regression analysis were used in testing of
hypotheses.

The study indicated that different personal factors did not affect the cosmetics
product purchasing decisions of Generation Z consumers. On the contrary, their buying
behaviors affected to the purchasing decisions. According to the logistic regression
analysis, It was found confidence in the product quality factor and the product
representative factor had more influence on Generation Z consumers’ purchasing
decisions in buying South Korea cosmetic products rather than Japanese cosmetic
products. On the other hand, the expert factor had less influence on their purchasing
decisions in buying South Korea cosmetic products rather than Japanese cosmetic
products. Moreover, the marketing mix factors included the product and the promotion
had more influence on these consumers in buying South Korea cosmetic products rather
than Japanese cosmetic products. However, the price factor had less influence on
them in buying South Korea cosmetic products rather than Japanese cosmetic
products.

Keywords: purchase decisions, cosmetic product, generation Z
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Abstract

This independent study aimed to examine the personal factors and service
marketing mix factors affecting decision making in choosing a tire service center in
Pathum Thani Province.

The sample group used in this study was 400 customers of the tire service
centers in Pathum Thani Province. The research instrument for data collection was
a questionnaire. The statistics for data analysis were frequency, percentage, mean, and
standard deviation while the statistics for hypothesis testing included Independent
Sample t-test, One-Way ANOVA and Multiple Linear Regression.

The results of hypothesis testing revealed that the different personal factors
including sex, age, status, education level, occupation, and average monthly income
had an influence on decision making in choosing a tire service center in Pathum Thani
Province. Service marketing mix factors including product, price, place, promotion,
people, process of service, and physical evidence had an influence on decision making
in choosing a tire service center in Pathum Thani Province at the statistical significance
level of 0.05.

Keywords: service marketing mix factors, decision making in choosing service, tire

service center
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wazilugvezlva 1y @lnonuasugiagaainnssy, 2561) VilianamnIsueesaeun
I dnildrufedestuguduinisenssasud edusmunulumssimiiesnssasudds
noAnssuvefltonsnsudBudsuulasly nefifuslnrazidenldguduinmsuuuasuias
funmsgru edelduntu ndnde fuilarazdesnsnsudnudusunudmineiiiuing
ndamsne faduguduinisenssasudynfuiidudedunnaouandunisudeduiifian
suusadiuanniudon o WielizsAvegsen gnArdimadensnninglutiigtu Suildausuims
g19308UAFDsTinTWRLLaE UTI TR 1ellnuawilagsi s sRaAuTalFog el
swdusznauniszdeslinuddgiunagnsnisnaiauaziaiudilalugsiauinig
wielyianunsaidenldaulszaumenismainuimsiuangauiugnanldognsiiuszavsam

Femnil ideTafinnuaulafiosfine Fes Yaddudsranmninanainuinisd
fnasensinduladonlduimamuduinisenssasud ludminunusnd iilevnanisdnui
Iolldusglendlunisuinisau YSudsaasimunisnslunisauiiugsiaguduinisens
sovudlitinuamionsulandglduinsuniiaauazannsaiiozensedunissniugsiali
Julumuunsgiussly
INUITEIANIIIRY

1. iofnwiladodiuyanaiiinasenisinduladenlduinsquivinisenssnoud

TudminUnusil

2. ilefnundadsdiutszaumsmanarauinisidnasensindulaidenlduing
AudusNIseesaeud ludaminuyusiil

HUYAFIUNTIAY

1. Yaduduyana loun e 87 @n1unm sefuNsAnw 9ndn uazseldiadese
Woulluansnafuinasionisindulaidenlivinmsauduinmssissasud Tudmiaunusni

2. Yadedrulszaun1an1snainuinis lawn aundndue A1usial Autemia
N133ATINUIEY ATUNITAAATUNIINGIN ATUYARINT AUNTTUIUNMIIUTNT wawsuanuae
mimenmiliasenisinduladenlduinisauduinisenesasud ludminunusil

26



Journal of Marketing and Management
Volume 7 No. 1 January - June 2020

P A S

NBULUIANTIUNISIFY

AU59as5Y

Uadwduynna
LA
91y
L E@DUNN
. SEAUNISANEN
DTN
_selfiedesoiou

o LA W N e

AaUInY

Ua38d9uUseaun19n1snatausnig
. AUNAR U
. ANUSIAN

nsanguladenldusnisauduinig
#19308ud Tudsmiaunusiil

(Decision Making Style. The scale is

original to Buck and Daniels, 1985)

%

1

2

3. AUYBINNATIATINUNY
4. AIUNTELETUNITRAA
5. AUUARINT

6

7

. AUNTTUIUNITHAIUSNNS
. PUSNYAENINIYAN
(@3558 LESSMULATARY, 2552)

AN 1 NTDULUIAAIUNNSINY

NUNIUITIUNTTY

1. uuIAnUAsNguRRIRUUsEYIINSAENS

A323904 LA¥I (2552) nadn Anwazdiuussrnsmanstuazdsznoudig e
918 d0unn sedunsne 013w eldladeseiiiou Tednuuzmariaziussaninasie
mstmuanaalvineg wazdsanansaindannuidninAnveanguidmanels Tnsfidnuas
duyaratuunisiuardsanerusAnvionuAadiinatuse

Wi JuSema (2558) Na1771 naeiiuUszYInImans avuuiguslaneenidy
NANFAY 9 MINENWUEUTEYINTAIAAS LYW INA DY AQTUAIN TTAUNITANYT DITN Wae
seldindesoiou sy Tnshlunudnvuzsssnsmandng i andunusiviinns
saniledldlunsuusdiunanliiunindusivateviin

AT NEYaRINT (2559) nanadn dneaiznialsyansenansidudniadeiosdns
ssnaanldlumseiungAudnwMEreIUTEYINTAUVUIA N1INTENBVBIUTEYINT TIUD
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WA 913 N15Anwl 818 warsele sednsgsialivuldussrinsaanslunisuusdiunain
desnaudnvurmeinudssansmansvasfuslnaiisnswadengfinssunisuiinad
MINTMAENEeN tnsrumlendiuyanatargliuunsinaulavesunna

2. wurRauaznguReafudrulsTaIINIAaIAgIiauins

Philip Kotler (2012) na1271 d@aulszaunienisnan (Marketing Mix) 11889 sy
visinTesdienanisnaiaiiamnsoaruauls uiniinazihunldufuiensuausiniy
flaweola wazawdeanisvesgnidunguidinune wiifudiulszaunianisnainos
Winaud 4 daudsivintu (@ps) 18un wdnsiaust (Product) $1A1 (Price) anuiividoraamanis
Fndrvinendnfa (Place) nMsdaaiunisnata (Promotion) dwmiugsfauinisifiandy
Fuandn 3 fuus 1dun yara (People) NswuIuns (Process) Anwuzyenisniw (Physical
Evidence) \iloliaenndosiulunaniidrdymanisnainasiolusi lnslanizeg1ebatugsna
maFunTuing faiu Serudenldidududsranmnananaingiauins wie 7P’s

337 WITAU o gsEN (2552) NA1377 dINUSEANNINITIAIAUINIS ddulsenau
dfpinndseneumsiiansaniiieivuaiuvtsesnsuing uavdunanuedginauing
uiazauvesdUszaNINsaniinuBenles uazaeandosiuiitelsinsaidunusiy
pan Uszaumnudnianiuinguszasd deUszneudiendn 7Ps Useneusig nansdasl
(Product) 511 (Price) #anuil (Place) n3daiaiunisnain (Promotion) ynansg (People)
N32UIUNT (Process) Lazanuaen1en1enIn (Physical Evidence)

A9 1@TTMUlazAMY (2552) Nna1771 drudszaun1ensnain (Marketing Mix)
vaneds Aaiidusulsiimamnsomuauld Seiinadldmuusing q warddutudefias
navauasnuiieneladegnan n1slddiuuszaunisnisnain (Marketing Mix) §1115U55A3
A1UUINT UsEnausme 7 A (7P’s) Ae wdnsda (Product) 51A1 (Price) n133nd1ming
(Place) N15daLa3uN159a1@ (Promotion) yAa1ns (People) NTeUIUNITLAUIANT (Process
of Service) uaganwauen1IN18AIN (Physical Evidence)

3. wuAnuazvgufifeafunisindula

Buck and Daniels (1985) na1231 dnwaziuuasua udukuuiingaulszun
A1 7 52U (Rating Scale) agldunmsndiuusyanaveadidsm (Likert) Sinquszasdiiie
Uszifiunsdanisvesyaaa Imguaniesuuvunsdndulaildeuine lddudeu fmma
Aendestumsfinsandoyassasouaou lurusdiguuuunmsindulaildoudieduasiueg
f"fUmmiﬁﬂﬂ"’ﬂﬂﬁaﬂmlﬁﬁmmLlfuud']EJ ‘ G?iui‘]uﬁlugmﬁm%’mﬁﬁmﬁu%

4. ywAdeineates

WIANT WALUY (2557) vnsfinwiFes Teduduuszaumisnsnaiafidnaienis

v a

fagaulaldusnissiuviedausindsasustulunsinaiios 3aniadeslug nan1sAneInuln

[ 1

Anauuuvaeuaud v umemne 91ganan 30 U daaunmlan nmsdnweglueglusyau

Y
a

Uiy ondmduntnauuidnensu/mediu fselddinda 15,000 v wazdade
msmsnaaiiinasenisindulaidenlduinsegluszdvuinynieds Besdrdudade
wnitgn fo Fundndnet fMusia fMunsaaLasiLaLedNYNENNNIEAIMN FTuTDINIs
N159A91MUIY AIUYARINT ATUNTEUIUNNT wazAuNIsaRasunIsnan taun msliashn/
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Aude mudiu dunszuumsindulaliuinmsiwnedousing Tunmsulimuddyerlu
sefuann Bessduaniadesnniian Ao mevssdiunadeniiiesndula madndulade aLme
laluniaidenlduing wginssumendsniste wasnisuamndoya musdy

wsgan Ununwa (2557) hmsanw1i3es Yadudiudstaumansaanadifianina

[

sensuunsdnduludenldusnmsauduiniseesaeud nsdlfiny) Meudindinayin
M58 NaNSANYINUII HReuwuuaeuaudivgdumawie a1y 31-40 U dsedunisfine
sERUUSUIn3 endngsfadaush dantunmansa soldledssoiieu 15,001-30,000 U
wazdadudruuszaunsnisnanndiidvdnasonsruiunsdnduladonlduimsquiuing
g19508us lngarnsanagliniudidyegluseavunn fe dundnduel A1uuaaiIng
AIUNTEUIUNITIAUTNNT AUANBAUENNNEAIN ATUTIAT ATUNNTAAETUNITNAIN WAZAIY
N353 MUNEY MUaRU

038l otfumln (2557) shnsanwiizes dauuszannismannuinsfiiuasieduslna
Tusunaulosamsaiasluntsiestssosud nan1sAnwinud freunuuasuniudnilaidu
wavda forglaitAu 30 ¥ aarunmlan erdnwinauuidionsu I5eldadedeifou
15,000-30,000 U sgaunTAnuIsEAUUSIns daruiuann@inlunseuasi 4 au Lag
dulszaunisnaiauinisituaedmeviuvasunnlusinaiiosaynsaiaslunistes
sapud nuin drudszaunisnaiauinsigneuuvuasuansliauddnlussiumn fe
ATUYAAINT AUNTEUIUNT ATUTIAT ATUNITATIUAZEUNAUDANBAENIINILAIN AIUATT
duaTuN1IAaIn ATUNEASUI LaraUYBIMNITIRTIMNEY MUAIFU

$fun S1anne (2560) inmsfnwiFes Hadeiifnadonisdosssnsuddiuyana
Tugnelns1su Jamins1vys nan1sfnwinudl grevuuvasuaiudiulvgidumeavie
91g 36-45 U an1unmansa dnsAnwszduminiitiggn endngshediud/idives
Aanns Saeldindt 15,000 vm wazdrudszaumsnanlunisdesssnsusdiuyanaly
21L08l151570 Faninvys Ingsanegluseauunn As AUNEAS NI AUNTEUIUNNT
ANUYBININITIATIVUIY ANUUAAD ATUTIAT AUAIEATNRAZAITUNAUD LATAILNTT
daeSy anuaay

B3

Juns39e1@eU5unas (Quantitative Research) Ingldiiiinudayameuuuaaunny

1. Usznsuasnguiegng

Usznsililunisinu fe fldusnnsvesquduinisenssaoud Tudmiauyustil
demnlinsusunulssnnsiuiueu fadu FideTddnsiuamunanguiaedlag
FBmsguiegnawuulildanuiiazidu annisAwiudieans (W.G.Cochran, 1953) tag
fnunsEAuALIT e uSoray 95 warsEduAIAINAAIAIAGEUS DAY 5 (w5 lnsassal,
2552, W.77)

1#38n1sgudiegawuulaini (Quota Sampling) lnduiungusiiegie 8 Audusnis
gresneus wdaminunusnll agviniswudludadiuviiuwiaduguduinisenssosudag 50
Fr0819 Tramum 400 Fape
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sEssssmassassssssnssnndnnnnnnnn@

M19197 1 kaRIIIuIUNaUAIRE A AUEUSNISENeTaeUR Tudaninuyusiil

AUGUINITE19TAEUA 191 nguA28E14 (AL)
1. Jovmswedia 2 a1wn) 1. Uevanswesig 98 25
2. Joymiiwesia a1gnm 25
2. 9alauey (2 @121 3. paldvey lninesy 25
4. palAuny 80 palALLY 25
3. N3N (3 @) 5. AW NUANITEN 17
6. N3N UNBIIBUA 17
7. N3N 9IN1TY 16
4. Inswéa (3 a191) 8. Insnaa &.unsa oold 17
9. nsnda anuvuAudde 17
10. InSnad Lod.loa.as waun Las 16
5. #is 99la (3 @197) 11. fln oolsl AADINAIS 17
12. ln 90ld Uenu-Unusiil 17
13. Wn 98ld Unusil-lndigsan 16
6. LoA (4 @1) 14. woA $9@n-UATUILN ARDY 4 13
15. uan lada 598n Aans 7 13
16. uen lada d1gnn1 Aaea 2 12
17. uon uiialas Sedn 12
7. Aondin (6 @1v7) 18. Aendin ». Ineady wodid 9
19. Aoniiv Unusiil 345 9
20. Aaniin $9adn 8
21. Aeniin lada Sedn Aaes 7 8
22. feNfiv 613NN 8
23. fiondin @unining 8
8. U-a7n (10 @1v1) 24. U-A3N WIUAT 2 5
25. U-A7n wiaad 5
26. 9-a3n Un3 Sedm paes 6 5
27. U-A3n Un% Unusidl 5
28. 9-a3n Un dranm 5
29. U-A7n UAn. U1enu 5
30. U-an ladd S9dn 5
31. U-a1n lada Ssda-uasuien 5
32. U-A3n 619NN ARBS 6 5
33, U-A0n Lodly 59an 5
39U 400
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A T AT .

2. in3asilaldlun1side

wsesiloflilumsidofiunuvasuay (Questionnaire) uvseenidy 4 dw loun

gaudl 1 uwuasuanuieiuteyatiadudinyanavessipounuuasuniy dnwvus
yesmauaziiurneunaisdiien (Multiple Choice Questions) UsznausisaA1any 11U
6 1o lAun A 01y @amuam sERUNMSANY 013w wazseldladedelfon

aufl 2 uuuasunaieAuteyanndenliuinisquduinisenssasud ludmia
Unusil dnwagvesianuaziludmeunanedaiden (Multiple Choice Questions) Usenauae
AMamdiuru 3 4o ldud quivinnsenssasuddivinudianlduing nguaud/usnnsivinu
danldusnsauduinsessosusd werdwauaaiivhudnanlduinmseuduinmsenssosud
Tnenadefnduiol

duil 3 uuuaesunwdeyalfsdfudedsdiulszauniansnainuinig Anvae
wuvasuaudukuunInsduUssuiaen (Rating Scale) 1dseaunisindeyauszinn
Sunsnadu (nterval Scale) Usznausaesiniud i 35 4o uidld 7 du léun dundnas
AIUIIAT ATUYDINNNITIATINUIY AIUNITARATUNITARIA FAIUYABINT ATUNTLUIUNIT
Tou3nns wasiudnwagmenionm Sstermamiideldiaumannismumuuuifnngug
Rerfudedvdiulszaumenismannuinns @ssa weinluasane, 2552)

Snvnuznasinnousinuty el InAA (Likert Scale) Usvanaue 7 sedi
Tnefvdnunasinisliazuun feil

7 FERK fanuddnanndian

6 TRERE HAudAgyuIn

5 RERE HnudAyADuTILIN
4 ERERE finudAgyUiunans

3 RGN finudrAyAoutnetioy
2 TRERE fimudfeyioy

1 FURR fanuddyliosiign

v a

gauil 4 uvasunudeyaiieafunsdnduladenliuinisquivinsenssasudly
Jarinunusdl dnvasiuvdeunuduwuunnasduUszaan (Rating Scale) ldszaunis
ndoyaUszlandunsnindu (nteval Scale) Usgnaudadiaudiuau 20 §o 1Hunisas
sefuaTwRnTy IRudseduazuuud 1-7 Tnousarssduifussfuazunuiinssossduay
Anvtuvesiliuinsvesauduinisenssasud ludminunusidinniian Federnugidvls
ﬁmmmaWﬂﬂ’liwumuumﬁwqwﬁLﬁ'mﬁ’u Decision - Making Style (Buck and Daniels,
1985)

Snvnuznasinimousiniuty sl InAlAsY (Likert Scale) Uszanauen 7 s

1R8N NANNUANITIAAZLUY AT

7 VRN WiusheannTie

6 VRGN WANAEINn

5 NNEH WiuAAaug9mn
a N0 WinseUunan
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sEssssmassassssssnssnndnnnnnnnn@

NUED WiumRaud19tie
2 MU WAt
TRENR Wiusetosiign

2.1 Mansaaeuaunmieiosdeldlunside

mMsnsvaeUgannazedieflilun1side Taeviinismsisaeunuiisanss
‘il (Content Validity) snnnsiuuuaeunalvifudidermgysiuou 3 viu Tngldnng
IAseRflialnuasnAaed (Index of Item Objective Congruence: 10C) Tagnuin 10C
wnni 0.67 Tuluyndedinny waginisnaaeuauidesduresuuvasuanu tnelda
FuUszansueanivesnsouuina (Cronbach’s Alpha coefficient) TiAnAudetumiafu
0.974 Faunnin 0.7 waariuwuuaeuaudmindedeuarannsai lU@nwdungudaetis
933l (e NdydUywn wae §91 NdvdUyw, 2560)

3. matiusausudoya

1. fumteyaseToquduinisenssooud weslnsdwvinaziieganiiules

AUEUINI589308UAT-AIN http://www.b-quik.com

Y

AUIUSNSENT0BURRBNTAN http://www.cockpit.co.th

[

& a

AUGUINITUNIONUALDA http://www.bsact.co.th

& a

UIUINNT819308UATR 88lA http://www.pttfitauto.com

a

UIUINTHTBUATDBAILUDTIE http://www.boschcarservice.com

UHUTNTUNTOLUALNINGE https://www.tyreplus.co.th
UIUINNSE9I08UADLAUBY https://www.autoboy.co.th

UHUTNTLNTOLUANIN https://www.gripthailand.com

e eV D D D e

2. aﬂmaﬂizmumuﬂumummimamsﬂ'%mm“ﬂm AMYUINITTININNING Y
walulagsnvusnasnys iiovihwifadeveninueyasiziuuvasuanulunisiiudeyads
fiansanvn siavun 8 guduiniserssosud wielfwuuasunulumsiiusiunudeya

3. mmiuwmahamﬂmmlﬂumwamamlﬂmwaaﬁgammwuaaummﬁ
aUTRIALIUINs NI UA WA TR S UL UABUMUNAUALNTIWT Tneszasnanlumsiiudeya
45 ¥u Tunsifiusausiuuuuaouaty sianun 450 Yo Lilevinsdnuuuasunuiiidoyad
AnUnfnen lnensiaaeun1skankisniuinunAvesdaya (Normality) baud Skewness &
Kurtosis, The Shapiro-Wilk test, Histograms, Normal Q-Q plots ez Box plot e
Wigs 400 yn tleemazmnlumMslinTzsiteyauazanauAaalRdeuYeeya

4. {ideddunsifudeyailiannisuanuuuasuanuludangusiedie Tne
InfuldusnisvesauduInisenssasud ludandauvusil viinsneukuuaauaumenuLes
yngIdeLivsrusunuvasunuliagy szhnisifuiuuasuaiuiindnada uazvesu
WUUARUNUNGUAUINTIL

5. §3defususiuuvuasunuianuanduAusitensavasuniuauysal
LAEAINYNABY

6. YuuuaeunssnassviaiielUiieseideyanisadia
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4. FBN3IATIvidaya

aammwsimm (Descriptive Stat|st|cs) fun ArAaud (Frequency) An3ouay
(Percentage) Aady (Mean) LLaumuLU&NLuummmu (Standard Deviation) Taeinsla
admlilunisinseideya dail

dauil 1 doyafeiuliadudruynnavesinounuuaeum liun e o1y aaiuam
spAuMsAny 1T wazselfiadesioifiou TinsesideyalagvnAeud (Frequency) wag
ANSeLay (Percentage)
dauil 2 foyaisaiunisdenliuinsguduinisenssasust ludmiaunusii
Ioun guduinissssosudivinudurlduing ngudud/udnsiviiudulduinmsauduing
g19308Uf uazs1uauafefiiiudunlduinisauduiniserssnsudlaeidsia el
3Lﬂswﬁ6§ayja‘1mmmmm5 (Frequency) wagA13o8ag (Percentage)

dauil 3 Yeyaifsaruiladodiuuszaunsnisnaiauinig 1éun sunan o
ATUITIAT ATUYDINNITIATIVUIEY AIUNTELETUNITAAIN ATUYABINT ATUNTEUIUNTT
THu3ms uazdudnuazmenenin Jinszideyalnomaade (Mean) wazdrudoauy
17103374 (Standard Deviation)

dauil 4 deyaifefunisdndulaidenlduinsquduinisenssooud Tudmia
Unusnil 1duA msdnduladenlduinsquduinsenssasud Sinsesideyalasmaiade
(Mean) LLazdauLﬁmwummgm (Standard Deviation)

atAeoyuIu (Inferential Statistics) Lok N153AsIeaNRgIy taeinsldats
Tuns3d fil

aunAgiuil 1 Jadvdruyana loln e o1y @aaunw seiunsAng 01w uay
seldiadedaifouiiunndnsfuiinaienisdndulaidenlduinsquduiniserasasud lu
JmInuusIdl

adATldlun1snaaay Ao Independent Sample ttest TngvinnsnaaauiUieuiiey
sewinAnaievesUszrng 2 ngu Fesdunduiiudasededu Tneduunauima wagvi
NsVRRUUSBUTIBUATMULUSUS GRS (One-Way ANOVA) Lilenndeus3eusiisusening
AadeveUsEansfiinnit 2 ﬂﬁju%’{ulﬂ TAEAWUNAINDIY FDTUNIN FEAUNITANYY BITN
wazseldadsdeliou

aunAgud 2 Yadedruuszaumnsnisnatauinig toud dundaduet dusen
ATUFBINNNITIATINUIEY FIUNITARATUNITAAIN AIUYAAINT AIUNTTUIUNITIAUTNS
wazAuanwaznINenIninasenisdnduladenlduinisauduinisenssasud Tudamin
Unusdl

addafltlunisnaaeu Ao n1sitaszsinisnansenygal (Multiple Regression
Analysis) Tumsiesesimenuduiusseninasauusifienisnensel 3uintlawn Collinearity
w3 Multicollinearity w3slal gldanan VIF uazen Tolerance ludunouvasnmsiiasesinig
anneewyAal A1 VIF adsilAnfiesndn 10 uagen Tolerance MsiiAmANNT1 0.10 Faazile
Tudsdaszlifimnuduiusfusgisguuss nefmuaguuuuimluvesaunisannosnmga
Fadunsamlu lneneaeuiidsefuisdfymisadd 0.05 (Fasn 1ndvddyen wag 5o
NABIURYI, 2560) T¥Emsidensuuslagimisuusdsiamn (Enter Regression) e
ANUELTUSYRIFIKUINEIN TRl
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NAN15I9Y
dauil 1 wnamsAszvideyaieafuiadvdiuyanavesineunuusouny
nanTIATEdeyalisIuiladudiuynnaveneuLUUAB NN HAN1SANY
WU grevuuvuasuaulaediulngiluneayie 91uu 230 au Anduiesay 575 fleny
9% 31-40 U 919w 184 A Anduesas 46.0 Tanuninlan 1w 214 au Anluiey
ay 53.5 fszaunsAnenuSaans 91uru 330 Au Andudevay 825 To13nnilnau
Uienwu 11y 185 au Anilusesay 46.3 uavilsieldladedeiieu 15,001-30,000 U
185 A Anlusevay 46.3

' a a ¢ v o o a Y a ¢ a ¢ v W a
daufl 2 samseszvidayaneafiunsidenlduimgudusnsenssasud Tudwdauyusti
HaNTIATIERYeYaeItunsidentdusMsaudusnsessaeud Tudwinuyusiil
HANSANWINUT FRauluvaauaudinldusmsaudusnisensagudlevasigesia Sudn
iy 25 au Anlusesar 6.3 Jeveswedia dignni Suau 25 au Anduievay 6.3
solduay Wsnesy d1uu 25 au Anluesar 6.3 ealdusy 80 aaldwn 91U 25 AU
Anlusesay 6.3 NSW NUANI819 31U 17 AU AnkTuSesay 4.3 NN UNBN9EUR 31U
17 au Andusesay 4.3 Insnda F.unsa 2018 911U 17 au Aadudesay 4.3 Tnsnda
AUnuAuEde S 17 au Anlusewas 4.3 fin oeld Aaowiads $1uau 17 au Andu
Sovay 4.3 Hin 0ald vienu-Unus 1 91uau 17 au Anlusesay 4.3 n3w 81015879 949U
16 au Anvludevas 4.0 Tnsnda 19a.19a.ANs Waum LA 31uU 16 A Astdusesas 4.0
e oald Unustd-lmiigsan d1uu 16 au Andudovas 4.0 won S9dn-uasuien Aaos 4
U 13 au Andudevay 3.3 wan lada $98m AaDd 7 97u7u 13 AU Antdusauay 3.3
£y} ) o a < v @ LY-N o

woAlafad 819nn1 Aaes 2 31 12 Ay Anluievay 3.0 wen uialas T9dn 91uu 12 A
a [~ % < a a fa o a [ v <@ a =
Anudosas 3.0 Aeniin a. Inewasey wesia 31 9 au Anduieay 2.3 Aeniin Unusnil
345 371u7u 9 AU AnvduSeay 2.3 Aaniiv $98m 31UIU 8 AU AnLluSeay 2.0 Aeniin lads
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Abstract

This study aims 1. To study quality management trends in order to enhance
value in local product brand by documentation research. 2. To study and develop
quality management in order to promote local brand. 3. To synthesize as a quality
management model to enhance value of local brand.

This research is Mixed Methods between quantitative and qualitative research.
In qualitative research, the potential of communities has been studied and developed by
their own communities by Participatory Action Research (PAR). To determine the sample
size, by studying and developing the potential of communities, consists of 1 community
leader, 2 government officials and 20 members from each community. Five communities
in Phetchaburi. Eight potential entrepreneurs among those communities, who participate
with government in OTOP Tourism Community Project, deliver in-depth interview with
lesson leamnt. In quantitative research, by path analysis the guideline to determine sample
sizes is accordance with statistical analysis of components, while, the criteria to determine
sample size is 10 persons per one variable. 420 samples have been studied to synthesize
with documentation research and extract the component in order to create a
questionnaire to determine the sample size used for data analysis.

According to the finding, Quality management model to enhance value in
local product brands include product quality, image quality, and customer relationship
Management. In which product quality affects the value of the community product
brand and customer relationship management including image quality. In vice versa,
image quality also affects to customer relationship management then value of local
product brand. The path analysis results are aligned with the empirical model as
X2/df=1.214, p=0.106, CFl= 0.988, GFI=0.972, AGFI=0.958, RMSEA=0.023

Keyword: Quality management, Value of brand, Local product
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Abstract

This research aimed to study the Information usage behaviors of Small and
Medium business entrepreneurs for business services in Pathum Thani Province.

The sample population consisted of 400 entrepreneurs who located in
Pathum Thani Province. A questionnaire was used as a tool for collecting data.
The data were analyzed by percentage, mean, standard deviation, Independent
Sample t-test, One- way ANOVA and LSD (Least Significant Difference).

The results showed that most entrepreneurs had partnership registration in
limited partnership. Business operation not over 3 years, Investment not exceeding
5 million Baht. There are no more than 50 employees and category in medium-sized
businesses. The result of hypothesis testing showed that the partnership registration
and the number of employees had different effects on the information behaviors at
the significance level of .05. Various departments that is involved in supporting or
promoting the business should encourage the business to realize the importance of
creating and using business information, with the purpose in management, planning

and business development of Pathum Thani Province.
Keyword: SME, Small and Medium Enterprise, Entrepreneur, Information behaviors
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Abstract

The purposes of this research were 1) to study the acceptance and usage of
mobile banking among generations and 2) to compare the acceptance and usage of
mobile banking among generations. The sample groups of this research were 480
mobile banking users in Songkhla Province consisting of generation Z, X, Y, and B.
The data were collected by using a questionnaire with quota sampling and accidental
sampling. Statistics used in this study were frequency, percentage, mean, standard
deviation, one-way ANOVA and pairwise comparison by Fisher’s Least Significant
Difference (LSD) or Dunnett’s T3.

The results of this study found that 1) generation Z and Y had mobile banking
acceptance at the highest level while generation X and B had mobile banking acceptance
at a high level 2) mobile banking users in all four generations had money transfer within
the same bank at the highest level whereas users in all four generations had loan
services at the lowest level 3) different generations had different mobile banking
acceptance and 4) different generations had different mobile banking behavior except for

mobiles top-up.
Keyword: Mobile banking acceptance, the usage of mobile banking, Generations
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(Seytium F5smsgelsatl, 2559; uwansal aneslana wazismie 915nInauna, 2561) adu
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T T
AMUNNIEDEN9TINFUIANTVDINYIEHAI U TEUUTU U8 WUINNaUNAATUL AL 0L
nnaulaluusasyIseIy

'
A

Fatty ieassnudlaluyssifudendn fiTeTaldfiasAnwinisseuiuuas
nAnssunsliluusuusiivlunasiaesdu nasnawihnisUssudisunissensuuas
ngAnssunsliluuisnusifseaaeisdu z, v, X, uar B fudundugnéiiviiganssy
yamsduuulnsdwidede Welfsuammimamsfnulusulsnisliuinmsluuenusdis
Tmnganfuaiusduing 9 wasdadunniwelulainldlifeusslevigaan wegluue
wuerifa fie fdeddyiasdunsiueauazanlunmshgsnssumamaiuliasguld
nnfiuazynat nasnaudadunagnéddnlunisaieanuliuoumenisudedulaun

suiAnstugARITian e
TgUTEaIAvaINITITY
1. efnwiniseausukaznganssunistdluvienuinnslusdaziaiuoistu

2. wWawFeuiisuniseausukasnganssunsltluuiewuanfduusaziaiueLstu

NSOULUIANIUNSIAY

ALUSdesY AaUInY
LALUBLIYU HUUAFIUN 1 A5UBUSULLUNEWUINNY
Gen Z
GenY
Gen X BTN 2 5 yyp@nssumstdluunenusing
Gen B

AT 1 NTBUKLIAINAANITIRY
ANNAFIUN 1: LLuBLITUsNeiUlinISERN T U U B U AANUA NG 19 Y
AUNAZILN 2: LBk tuaeiuingAnssunstEluuIsL U N uaNA19iY

N1SNUNIUITIAUNTTY

mMfednsseniunasngiinssumsliluvneuvaiisduudasiamersiy Sngu]
wnde uaziamslunsine fail

wuaAMIREARUILBLTTY

wiaisturieunaiaFenitgu (Cohort) vanefia nquaufifienglndifestudsingsd
UsgaunIsain1edany maammmmmﬁﬁLﬁméﬁuiu%imiﬂé’Lﬁaaﬁu (Becton, JackWalker, &
Jones-Farmer, 2014) lag Valickas kag Jakstaite (2017) SFUNBiIRNINANARLAZT AUAR
YDIAULARLFUILIAMULANGNAY UazauuANA1anagouinasansTusuaz N AN Y
vosusaziaiuaisiu lnensnuilundsias@nuianestu Z, v, X, uay B Sausaziaiueisdu
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NIANTIVININMINAALALNTIANT WInerdemalulagsvusnadyys
U7 7 adun 1 unsay - ﬁqm‘au 2563

[ Y [y

anunsafmuadomuarngingsy 1 Snyiust Jsdvssalsa, 2559; Syana nesyaidn
LazU3v1 IINT5IUTE, 2560)

1) 1aiwaLsdu Z (Generation 2) iuaufiAndaudd n.a. 2540 Husuld (a1
dinn 22 9) FaduuiiRalugeiidalufemelulad augedindomsiuminelnsdnideto
wentaenoufiames IldvAnlanosulail dwginssuAnsainga llveunissensy neuasle
vhozlsdomndeyareu ewSsuiisuteyanoudaduls

2) 191WBLIHY Y (Generation Y) tluauiliin w.a. 2523 - 2540 (8718581319
22 -39 V) FadunuiAnlugafiiinislidumesidnuardedinuooulatifugaunsnangaly
giiinruadladuled wasloufndedearsiuinudoooulay aunguilineuazainaus
fiauAnlurewwes ldveveglunseu waznduananiuAniiu

3) LLuBLsu X (Generation X) 1uAuiitin w.e. 2508 - 2522 (81858MIN4
40 - 54 B) FaduyafiGudinaluladivuasiofutu ilausuilldieduiuunndieds
ArwazaIna1s auawaistudimdadulslunihfinenu Sarwmdutuuds seudous uas
fnsimundiesegiaue

4) ALBLsTU B (Generation B) LuAuiiin w.a. 2489 - 2507 (18 55 U Fuil)
Aunduiiiitdsdogs msedRufunnmehnunu widesnduauiifalugaiimeluled
Hilsirpsfinurtuadiounnin vlfeusudsensumaluladlmildroudrsen

wwaRansBaNsUaTHgAnTsun1sTHTuBuU iR

Tuunsuusing mnefa msvhgsnssumansduvessuiasdaelnsinsiindoudi
dunsvlvhdouiiudmiuluuneuussiueundinduresuarsuias @yaning smd, 2558;
U997 @ouf, 2560)

nssawiuTautenuaiig vneds mathluvewusiaeUnddunnld iensuaues
anufssmsvesuslaslumsvngsnssumensiukiulnsdilndouiiaunsvlnuvdoufiuide
(UIng1 @oum, 2560; @501 g’%mmwﬁ WaENIINY 13RIsUAIN, 2561) Femsveusuluune
wusiiie Usgnoude 1) mssudfeaudislunisléluuisuusdie mneds mefifuslonsusa
meliluenuaiiatude Tisududeddamumetsumnn wagAnimsldluusuusifady
Fosiefigyilianse uay 2) nssudusslemivaanslilunionueiis vneia nsfiguslon
Sufiluneuusinaiugeasssslonilunsldou faelinsinsnsmmmansiunaiuey
f1eiu nglsidonfumdlugssuias uasvhgsnasldnaen 24 Falus

wpAnssumsldlauenuedie dwsumsinuaded mneds ensilunsldssnssy
eNsRLYesUIASHLLeUNAWRTuULnsdwiTede Fausznaudie nsTewiusewinadad
nsleuuasuIANT MsiirgenALrEe N13T1sEAAuAwarUINIS/N13T1sEinsIASAR
mMainFulnsdwidlede waznisuinmsiAgtestuaude

MnuIRnnsEeusukarngAnssun sty anseuuusiaes
nsyeusumalulad (Technology acceptance model: TAM) wos David, Bagozzi, Way
Warshaw (1989) wesuiglutiunvesluunsuusinslddn minguslnaaiadn uuisuusriiag
wiidvswarienisliuinig AanusovhliAnmaseusuluuisiueiia (Khadka & Kohsuwan,
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¥
=

2018) nsena1dntenililadn dguslaaiviruadnidenisliluuiewuani@ainainnisiui

Y a

fanrudisuarnssusslenilumslduinsluviswusiie Afuulafeseliannsld
USN5959v0euslaa (alguias asined, 2560)

mATeAete

nuATefiAeadostuuastuluuiunvesluuisuusiisanunsnagy Taded
NMATHVOEUUN JUNTUa kag waan1 Uszdnsau (2561) lnAnwuwasiUseuiieuiauad
fudrulszaunisnisnaiadiinesuiaseonduluusaziaiueisdu (z, v, X, uaz B) ua
MsAnwmuIaueIstuisuiviruaRsud U sraumInsnanvessuIAToRLAUR 1Y
dumsinwvemsnssa Freendey (2553) Aunuinorguesilivimsiiuanssiuiingfingsu
msldusnsmensturuinsdwidedounndneiu lnslanzmsdageniuaumie nsg1szean
Auduaruinis n1stiszatasiasin wasnsuiulnsdniidede uenaind nisdnu
vosaigusas ansmed (2560) adunuinnguiislenggendn (Gen B) fuwliufiazsonsunis
Tuinmslusuusiisiosminguiiongiiosndt (Gen X wae v) denrdastumsfinun winen
Fi3ainagn (2558) fidunuiongssiuiinssensunisldluuneuusifmaneeiy

i
|3

FIUU AINNITNUNIUITIUNTSULNLINULILUDLITU N158BUTUNIT Y IUNUIEWUINNS

wazngAnssuMsleluunenuenie saenaueddeninetosinsaazulainauelstunsieiu
vosruUslnAvziinasieniseeusularngAnTsumMsldluunguuiig

/N33y

Usswnsuasnguege fis Jliluuneuvsinaueundinduludminamwan dslinsu
Usgnsiwiueu fidedunauuinngudiegiiagldlusingy G*Power INARILINNINNUGIY
YBINITIATIZNBIUIINIINAADU (Power Analysis) wazdunusiuadanldnagou (siude

a6 v [ = dy ¥ a 4 a
IIMIATT UaT 3OS 1IMeASS, 2561) lnensAnwtildn1TiATIeRA Nkl SUTIUNNALAEN
(One-way ANOVA) finunatdgdfAgamuRanain (0L error probability) AU 0.05 A1E1U1R
n1svaaeu (Power: 1-Berror proba-bility) Wiy 0.95 wazwunvesdnNSNa (Effect size f2)
Wiy 0.20 9nnsiwinmelsunsuagldngudiegiaindu 480 daufideaziivdeya
INAUOLITUY Z, Y, X, Uaz B agsaz 120 Al
A A A a v
n3aslianldlun1sive
a4 A A a o o X a ) a =

w3eenldlun1siduasell Ao wuuaaun NNUTUUTINAINLWIARA Nou] wag
MAdTEIRsTsiunsseuTukazNgAnssuNsIEluuIBLuenne Insuuudeunuuyseandu
3 @ oA

daun 1 Teyaniluvesneuiuuasuny loun e 918 (ALWBISTY) SEAUNSANE
wazn1slduTnsluvisnuesfwessuiais FadunvumanuvansdaidennaunwuudsLien
(Check One Choice Questions) A1a1uvaiulda (Open-ended Questions) LagAIn
UaneUnamnsanaulauinnin 1 98 (Check Multiple Choice Questions)

daui 2 n1sgeusuluuisuusing gdelausuladeaiuunain Lee (2009) lng
Porauiludmiliivigy 6 Ua Ussneumy 1) masuitenudelunsliluueiusning 31w 3 9o
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7 el L e - fiquou 2563
wag 2) M33uiussleivoanmsldluviouuaine $1umu 3 9o nvardnmduuunsdiy
Uszanauan 5 sedu leun 1 vianedls lidiusheesnede Tlauds 5 waneds Wiueegnes
daudl 3 ngfnssunmsliluvisuuaiig Wumsmuanuilumsldsnssumemsiy
inluunewusing 6 a1 liud nnsTewituseninedad nsleudusiswins nisdasen
AULUED N1T1TEAIEUALATUINIT/N15T1TeURSLATAR NsAnRulnsdnyiiiede wagnis
Uinsfiiendestudude dnvasdonuduwuuiasdiuuszanae (Rating Scale) 5 sedu
o 1 ldimeldiae Tuauds seevu 5 M duuszd
N15ATIFOUANNINLATEATTD
fideduiunisnsaaeugunmueaasiofenstiwuuasuauiilduiulgds
sl,ﬁi{l,%'snmagmmaauammwﬁmmmLﬁaqmu%uﬁam (Content Validity) 91u3u 3 MU
ilemaenuaonadesviedviivesnuasnadesiuseninstemauusiazdofuingusasd
(Index of Item-Objective Congruence: 10C) Tngfinnsandadenderouiiifuinnudenndes
waus 0.67 Fuly (ygyla ASafindusnns, 2555) HanisAudmunuIndveanuludiuvenis
pouFuliIewUsiie S1uau 1 4o Tewinit 067 {ideTindnmdetiuly wdedosionily
druilsuan 6 4o (Hnd 7 40) nduthuvuasualunaaedld (Try Out) $1uu 40 4 Lite
nagaUAIALToIIU (Reliability) Imﬂiéﬁqmﬁmﬂixﬁwéuaavﬂwaamauﬁ'ﬂ (Cronbach’s
Alpha Coefficient) Farauidesunisasiiandaud 0.7 TulU Tnsnanismedeudining
Fotuveamssensuluuisuusiiasiniu 0.954
Bnsiiusiusudoys
;3"351’8LﬁUi’JUiauﬁé’IayJaé’aaéNLmuaaa%’jumau (Two-stage sampling) umauusnld
FBnnsgusegnauuuladi (Quota Sampling) Insutsngusegnaatuaisiunguay 120 Au
mﬂﬁ?u%’jumauﬁaaﬂ%’ﬁﬁmiduﬁmsmLLUU%‘.’J’&LSQJ, (Accidental Sampling) Lﬁ@lﬁlé’%’mﬁamu
Srurunguiiegnaiildrinunly udeyadaurtudl 16 Sunau 2562 - 15 unsAu 2563
o @ondun1sfing auuAuAuRan wavditnausiie q Tnefiusuudeuauldneausuam
480 %yn

NAN13E

nan1Anszidayadiuynna

;Emamwuaaumuﬁﬁgwm 480 Au d@luglumends 275 au Andudevay 57.3
Tneszdunsanuiniiuiagaes s1uam 257 au Anludesas 53.5 dunsTdusnmsiuune
wusinsluudagsuians wudh guilaalduinislunieuusiiswessuiaisngslneniiaa
d1uu 159 au Anduipeas 33.1 sesasunde surAnsndnsing S1uau 84 au Anduiewas
17.5 4azsUIAITNTIVIN 1UIU 80 A Antduseway 16.7 muadu

nan1sANEINIsEaNTULaTNgRnssuNIsTaNUBuURAsluLAazIa L LS Ty

nMs@nwnmsgansukaznginssunsliluusuuesidusiaziaweistu aaaly
fio Aade uardrudeauunasg i Fauanwmalddansed 1
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P A S

A1999 1 dansredsuwazdudosuunsguranstansukasnginssumsldluuienuing

Tuumaziaiuolstu
AsEaNSULATNaANSSUNIS LY 39U Gen Z GenY Gen X Gen B
Tuunguuening X SD. X SD. X SD. X SD. X SD.

1. ﬂ'liElE]SJ%’UIQJU']EILLUQﬁﬁQ

-msfuieanudtedensldluune 424 76 481 40 427 84 409 59 380 .73
WA

- n1sfuifedseleadsentsld 421 79 483 41 431 78 396 72 373 .71
Tuvsuuriag

ﬂ'lWi’JSJﬂ'liElé]ﬁJ%’UIQJUWEJLL‘UQﬁﬁQ 425 .74 482 37 429 .78 4.03 .60 3.76 .69

g

2. WOANSSNASIFTUUIELUIANY

- nslouRusE NIyl 435 78 461 .65 428 64 460 .67 392 91
- M3lOURUANEUIANT 421 75 459 68 413 65 424 66 386 .82
- Msiinvonaunie 412 77 458 72 405 68 411 .62 375 .82

- MIENTEATEUAAEUSMS/ANSeA1 3.24 123 190 121 338 95 405 .70 3.63 .81
Unsiashn

- MefuRulnsdnisiods 378 106 378 146 375 103 378 106 364 .88
-msldusnsiiieatestudude 284 139 128 62 264 138 388 .83 357 .82

naMsIdIne1ed 1 ot léluuneuvsdimnueisiulinasensu Tuue
wwsriiaegluszduaniian Te Gen Z uag Y fnmssausuluunsuusinslussduaniign dau
Gen X uay B finsseusuluvnsuusiislusesiunn drunisTouduseniadaydilunginssu
mslfluunsuusiisiinniaesduldinniian wasdinginssunslduinsiiiendestuaude
Yioeiign

nan1IMAdaUANNAgIUNTsEaNiULaTwaRnsTunsTH U BUsiRsTR LAz
1LuBLsy

Tudiuiidunmeseuauuigulngldnmslinseinuulsusumaier weee
WuALLANGA190E 19T dedARy mmi’u%ﬁ']mimaammmmmmmswjéhsﬁ% Fisher’s Least
Significant Difference (LSD) #3® Dunnett’s T3 Fawadeuandlumsnad 2

A15199 2 Namimaauamagm

AunfAgu F-test  p-value A FI8LLDYAAIULANG
NAFDU 5196

AuNRAgIUN 1 s tusaiulinsniseaunsuluuisuuann a9y

MsgeusulIUNELUITAS 61.89%** .000 yausu Gen Z > Gen B, X, Way Y
Gen B < Gen X, Y, g Z

AUNAFIUN 2 B Tussiulinganssunmsidluutewusinaunneienu

amﬁgmﬁ 2A mslouRusewineUyd 23.92%%x .000 gousy Gen B < Gen X, Y, way Z
amﬁgmﬁ 2B N15laURUAIITUIANT 22.15%** .000 yausu Gen Z > Gen B, X, Way Y

Gen B < Gen Z,Y, hay X
amﬁgmﬁ 2C mMsiingannunie 27.94%*x .000 yousu Gen Z > Gen B, X, uag Y

Gen B < Gen Z, Y, wag X
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sEssssmassassssssnssnndnnnnnnnn@

A131991 2 NANIVIAARUALUATIY (91D)

AUNAFIY F-test  p-value Na S1YAZIBYAAMUUANAS
NAFDU 3190
amﬁgmﬁ 2D A5TSYRUAIEUAILAY  120.02%%* .000 yausu Gen Z < Gen B, X, uaz Y
USN5/5eAUnsiashin Gen X > Gen B, Y, uaz Z
auufignud 28 maAudulnsdwisiede 1.97 118 Uf)ets -
amﬁgmﬁ 2F nmsldusnsfiientestu  180.37%*  .000 yousy Gen Z < Gen B, X, uag Y
Suide Gen B uag X > Gen Y Wag Z

aa

naewg:  * fidedAynieadiiiisezdu 0.001

PNANSNT 2 naNTIAsIEiALLUTUTIeUTBUTBUATLLANATINSEaN S
waznginssunsiiluuneuusinclussaziaeisdu wuin wwestudsuinssensulie
wuarneumnsineiiu Tne Gen Z fnnseensuluvisuusiiannninawelstudug g Gen B
finseeusuluvisnusinaosninauesduiy o yonanidmuinaestuseiuas
wgRnssunslilisuusiiunnieiu Taeswasdenagldiiauelududaly

2AUsIHANTTIY
msiedanssouiuasngAnssumslilunsuusiisluusiasiameisfuans
asuuazefumena 19
1. msfnwnisteniukaznginssunsidluueuusiiduuiazianisdu wui

1.1 Gen Z uag Y fimsweusuluuisuusindlussiuanniian dau Gen X waw B
finsseusuluusuusifseglussduunn uandiifuinyaraiiongdesninassensuluuny
wusrnsldirenityeeaiifienggendn eilifunss Gen Z wag Y Wulmantumelulad vihls
fiarudlauariinldusslevinnmelulagaunataiduanudung aaenuiuiimalulag
uidesine lddudou dau Gen X waz B uifinazanunsnidouiinaluladly uslidesd
Uszaumsainislinalulad Snviedaidnunsdumnoyindie (aigudas asmaed, 2560,
Styuna nesyaldn uaz U3 33nsssusa, 2560) 5stilomasensuluuneuussAaiosniy

1.2 aLaLuelsdu (7, Y, X, uaz B) fingdnssuleuwdusenitadyduinian
sesaanie maloudusisuians wenadasenaavie smuddu seddumsgnsliuinig
mamsRuRliuewusiisanlngiinifeitesiuusnsmamsiuiiiadnesvessunans
LazilensuausIn1sasunlasesnisingsialugnisingsAanaa (Digital Business)
sunAsiniganssumaindeudetussuudumefidnrilnsdwidiofio dwalvifuiing
anunsavingInTIeing 9 Ausuanslisalulia Taefignanliifoafundlugsunens Samngiu
wofnssuffusTnelutlag iy (@it snssunsdidnuseling, 2561) uenant n1sAnwie
Funuinislduinisiifeitestuaudorsdimslduinmadesfiaalunnameisdu vedorady
weduilaadilifueeiuszuunsliinisfstumslfaudoiulinsuusiie uasdld
dnilvajdsoglungu Gen X uar B Fadunduiifesldaiunesnlunsliluuisuusiia
(A1 eatamed, 2553) FadululdfiasdinsldvinsTuvsnuadisluduganaatos
igm
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2. manpEovALAgIUNIEaLFULaE N AnTIuNs I uneLUs R e usazalai iy
HANSNAFBUNUIN

2.1 ausfiguil 1 wastuinstulimaseuuluueuuiiseiuoadifoddy
Tnefi Gen Z Smspensulunsnusinunnniawesdusy 4 eilldumse Gen Z Tnumou
fumelulad vhlvaunguiliviaueiiasomalladuaznsdeanslasamedunssuimiude
Tumsldsunazmsiuifwseloviveamalulad deliAndumiuaulefiosnldinalulad
wnaedunginssumssensumaluladivluiian uenaint Gen z Sufulalueuannss
wazamudvesiaedunsliliuisuwusiie 3ol Gen 7 fuifemmiouasusslosivoansld
amiumEJLLmﬁﬁqmﬂﬂ’j']muaLisz?"u?ju 9 (Putri, Rahadi, & Murtagj, 2017; Ruangkanjanases &
Wongprasopchai, 2017) Tumsmssiudrudanuin Gen B finseousuluuneuuaiieiosnin
weistudy q egradldedid sedidunsne Gen 8 ma%‘uiﬁfﬂmmEJLLmﬁﬁyaﬁmﬂéi’fmu
gagnndudiou esmnumeaddinsdmiuuunifililsaundvin duuedildansin
AaldedndnluTowesnnuannsalunisldinelulad Suduguassaddyrenisoonsy
weluladluursuusiiswesngy Gen B uenanil Gen B fudunguiiianufvaiiendu
audasndelunsvhsnssumienisfusinluuisnusiie sihld Gen B donfiaglduinig
N137gInTsuLuuAy Inensiunisluvigsnssudaaimessuins (aiggnsal 4w,
2561) Fafumauaininly Gen B felinisveusuTuusuusiisdosninaasdudu «
2.2 auufgiudl 2 weistussudingAnssunsldluuneuuaiiasiuesiad

Sodiey Tne Gen Z Smstoudusssuimsuavidnsonnundoinninawesdudy q il
Wumae Gen Z nsmiouiumalulad linslidingnidesleshemeluladegnasainan
feluniniu Gen 7 Sefluusliviauluendwlv q Wy mevheuwuuBuaus wienisvhay
vuoaulatunanrosuiidudase (Mau Youtuber, Influencer w3 Game Caster) faifu
nsvigansTansuhuliueuueiie nsawiznisleudussninedayd msleudusg
511A15 waznsidagennunde Ssanunsaneuausinslitinuazerinves Gen Z lédian
(5UTINT LATHFIUA A MIaT Tanw, 2562; LAsugnen Uedanssay, 2561) Tunmnansafiudiy
famuin Gen Z In1stiseAnAuiuariins/dszandnaiasin uaznslduinmsiiiedesty
Fudetiesninawueistudu q egraflfedfy Weidumsaz Gen z fignusieloay
mnuassalunsinfssdndaeimanistuiiniingudy 9 Tnslanzuinsiferdivaude
sasnsviinaiasin Sdlundniu Gen z daiitdsdoitligann vlvinsldnisuinisly
ﬁméﬁ’aﬂa'nw'miumaLLmﬁﬁahjqamﬂﬂﬁw (Positioning, 2018)

wonNtNan1sFnwSsiunu Gen B Smslouiduszninednidosninauesdu
3u 9 egadivedfny Weilfunae Gen B Lﬂuﬂzjmuﬁmmmmﬁu%LLasﬁmm%ﬂﬁ’maiu
n9¥igInTIIMIeNsRuUIIUIBLUAARY LAy Gen B SaAndinmaiRunislusuiaaiiieri
gansaumInsiufisuimsdadudend msznmeigsnsamensiuanninanusunais
lgsunseensuingndes Uasasdy nau AsUdu waganusansivaeuld (aigginsal yie,
2561; 81581 AsngAgl, 2560) LayMSANNEE MU Gen X gdimstnseaauduazusnns/
FrszArtnsiashnunninaiueisdudu 1 veiidunse Gen X \dunguauievinuiity
wulalumthitnnsau fiseld fidusen wazlidrnanislidiegs dearldaedrulvgvunly
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fudssudiluinuszdriu wu dufgulaauilng alddemensinumvesgn wavAsieuthy
Taeanldremandansosniiunsiuluuesuusiisldesvazanauis Wn7 wases,
2562; i \oataiiug, 2561) 3wl Gen X fwgfnssudenaniannninaeisiudy 4 ey
iy msfnuddmuinamesduiatuiinaduduinsdwitedeliunndraiu iadens
Humsrzduslaalunnaasduddldduiutumslivimafutuinlaueuusdi uieenn
fdommamsiduiulnsdnidefofinainvatsuazazainnit Juilinnudesninduty
Tnsdwsisnuluuneuusiimesudaziaiaisduliunnmety (@ifum Juniuas waguaan
Usednde, 2561)
Indeagunazeiusionadiedunansliifiuiisainuunnansvesnisseusunas
ngAnssunsliluvouusiidluusiasiamesdy deiu suasmstmuanagnslunisuiuuss
Tusunsuvszgndvnanmsiunielusuusiiaueundindy saonaumslamanuassssndaius
fiatesiuganssumsnaiuilauienusiig Tnesddnnuundswesusasaueisiy
Tnglamizngsl Gen Z uay Gen B dadunguitiianudrdnyosabsdonismmuanagnsma
MInAATRITIANS IsAesngunduiimssensusasngAnssunslilvisuusifunndedy
oA fadu nsmsemiindsanuuanisveautazaaisiuazdielfAnnsseuiuuay
nsgdulinguildoluuesuusiiaiarulumsldouiunniuuasiluganufinelaly
msldlaneuusiidussiuiigsiu aaonauaziindinnuldiiounmmisudedulitugsia

aa o

S‘U’]ﬂ’]ﬂ‘u&!ﬂﬂﬂ‘ﬂa

LONET198Y

Fougyiins 23, (2558). Yadefidenaeanaiisnalalunislduinis Mobile Banking
LWANTINNUNIUAS. (MAUATIBaTEUTY N UNIN, ININe1§esIsumans).
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Abstract

This research was qualitative research with an objective to study and compare

the old and new selling formats in vertical housing business in Thailand as well as to
propose possible innovation for the improvement of new selling formats to increase
its performance. The research employed and analyzed the situation with a high increase
in supply but a constant demand in order to find different ways of sales management.
This research synthesized obtained data and provided suggestion. The results indicated
that the independent sales persons who has knowledge about postmodern marketing can
boost sales volume as compared to classical marketing and modern marketing.
Moreover, postmodern marketing was a change and an innovation in sales management.
Also, it is considered a new to the market strategy which has never been conducted

by competitors.
Keyword: classical marketing, modern marketing, postmodern marketing
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Abstract

This research aims to analyze the strength and the weakness for marketing

mixed of Tong Heng Kee Limited Partnership, Lampang Province and to advice guideline
of marketing mixed for Tong Heng Kee Limited Partnership, Lampang Province. The
qualitative research method with case study approach had adopted as research
mythology. The three stakeholders of Tong Heng Kee Limited Partnership were the
key-informants in this research. The data collection was compiled by relevant literature,
participant observation method and In-depth interview. The data analysis was
discriminated between categories of information and content analysis. This result
shows that the strength and the weakness of marketing management which had
conducted the guideline of marketing mixed practice. This research advocated granting
solution key suggestions with instruction for upgrading and sustaining for the
entrepreneur of Tong Heng Kee Limited Partnership to affect the outcome and

accomplish successful marketing management.
Keyword: marketing, marketing mixed, small enterprise, food manufacturing business
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Abstract

The purpose of this research is to study service operations of Parcel Delivery
Business that affect re-purchasing: a case study of Thailand Post. The populations are
Thailand Post Service Users in Bangkok. The sample sizes are 400 with Multi- stage
Sampling methods. By using questionnaires as a tool for data collection and data
analysis employed descriptive analysis including frequency, percentage, mean and

standard deviation. The hypothesis testing employed structural equation modelling.

The result indicated that the structural equation modelling gained gsoodness

of fit model with (?(219.980), p-value 0.061, */df (1.164), GFI (0.959), AGFI (0.934) CFI
(0.995), RMSEA (0.020). In addition, the result also indicated that service operations that
affect re-purchasing of Thailand Post Service Users are process and people at the
statistically significant level as of 0.01 and 0.05 respectively with 53 percent of

prediction power.
Keywords: Service Operations, Re-purchasing, Parcel Delivery Business, Thailand Post

unin

Tul 2563 yarmanngsiavudsitanvesinedunltuduln 35% Weifsurradeaiu
Urousnegiiuszunn 6.6 niludruum Tneifitadvatuayundnainnisdorsdudiiy
e-commerce fiyaAnandadulpsioiles 179% Weiflsutadeafudieudy 1 uauduum
Tnsnangsiavudaian Snsivindeidoslutae 3 Vikuun Averedaldiade 40% sodl
donndesiumann e-commerce vadlnefiAulaiade 18% sl :1nnsuUsHdiuves Euromonitor
madulafsnandulugananmaasuslasesginssuduiloalugenaviadideunisde
Susuumanlesueeulatannd iy vadules e-commerce s19lue) 19U Lazada, Shopee,
JD Central, Priceza wagn1sAsnunslawlisaiiine 1w Facebook, Line, Instagram saufiglu
v duleduosusiagudies uagilvaniinisuudeianiul 2563 agiiduaulising
4 uduseu Sdlunindunisdndaasunisnanasig 9 LU wanateuduerlenulan 11.11
suaq Lazada // 1212 Birthday Sale U89 Shopee // Wag Black Friday ﬁ]vdwﬂﬁaamé’ﬁa
diuduannidudnni 1 dutusetu (uawad uwisdou way Yyyaw suitinn, 2563)

Tudunisudedu sefvvudaiandulduursaudumaunsdedu annsdun
wgagediunumainvasusznaun1snglng Tned 2561 Useneumeidusielvg 3 91e
ATDIAIULUIRAINTINTUNT 80% Laun Tusudldlng (41%), 1ADsS (Sndinsa (39%) way
a19197 LONGLNSa (8%) Lmz@éumaﬂmﬁm Snvianesne wu dudndinsa (3%), Aovuea
Sndnsa (2%), LoaTs Lndmsa (1%) uagiuanay (1%) Wudu uenaind Turas 2 Yisumn
deuanisussmasundnasplunainuudaianuedive wu waladadind (Best logistics)
Uitmiinguenduiunandudusiugau aueudd 18ndinsa (J&T Express) fluinsvuds
Fustu 1 9ndulailiBe wazdia Tadadnd (CJ Logistics) flvuinsvudeselngiannmaléd
Iswmuituadudagd Sulwladaind Owo) vedlne (Husu Blunhdugliuinmsvudetan

116



Journal of Marketing and Management
Volume 7 No. 1 January - June 2020

A T AT .
ewudailenandyiun1sudatuang liusnsiu-dadua1nunu@eenis (On-demand
Delivery) Gsliudnissuniglu 1 $2lus maen 24 $2lus 19U ananyw (Lalamove), laviuaiy
(Lineman) wag wnSuldndinsa (Grab Express) Judu (Manida Phuphaitun, 2563)

fatfu U3 Wavddlne Srin Taduvesiyuna uarlutlhatuiduudsnanain
unfigadmivgraiunssunisuinsvudsian W%@NﬁgﬂﬁwﬁqLm%cgﬁ’umiwzjq%’uﬁqqﬁqﬁlé’
nad1sdy Fsdnduszdomensmdiunagnsasdudusnusunisuinisiefiazlignin
nduslduinmaen feashlianusodnundnudmmaaigedaaduliléeld

UIZAIAVBINITIVY
WafnwIN13A1ELIUAIUNITUINITV0IgITAIVUE I AN NdINasan1slguTn15En
nsfifnwn usEm Tswdldlne 9in

HUUAFIUNTIIAY
1. wdnsiu a'qmam'amﬂ%’u’%mi%ﬂﬁuaa;ﬂ%ﬁmi Usun lUswdldlne $1in
2. 571 ﬁamasiamsslﬁ’fu%ﬂﬁ%maqQ‘I,%U'%mi Usun lUsuwaldlne 91in
3. gorensdnd e dwasomsliuinstmesliuims Uit Wavdélne e
4. MIAUESUNINAN a'awam'aﬂwﬂsﬁu‘%ﬂ'ﬁ%ﬂmm;ﬂ%ﬁmi UsEm Wsweldlne im
5. yaragliuints deasonisliuimadnvesdlivinig vitm Tusudldlne 1
6. azvumsliuims dwasonsliuiniss wesliuins Uit Waudidlne i
7. ANWUENINLAN ﬁdﬂ\la(ﬂ'EJﬂ’]isL‘gU%ﬂ’liet}éﬂ“U@Qt}ﬂ%U%ﬂ’li UsEm Wswedldlne 91in

Uszlemiiinminesldsu

Uitm Wswddlng 10 videgshavudaianmedu 4 aunsniman1sidsluldie
MsimuanagnsmMItLiuuiNTUINg ieliiAsmulFiuTouniensutsiu wasiield
AlduSnNsiinAufanela

VYBULYANTIY

1. gouiaduiauys fudsmssuiunudiuuing dadusuusdassdy el
Anwinsdndunuiuuinisandiulszaunsnainuinng dsUszneudie 7 ogaa leun
AIUHARSA ST ANUTIAN ATUYBINNITIATMIUNEY AUNTEUESNNTNEN AUYARAE LSS
Funszuaunsling fudnuaenenienim dwsududsmslduinim fadusuds
sty §ifeldinmumussunssmndninmras 4 viu fsingedoludiuves
NMINUMILITIUNTTY

2. yeulUmiuUsEINg Usennsianw de gliuimsves vitn luswddlng $1da
TungannenIuAs

3. gouaduiiuiiiudoyannglduins a Avnisluseds lunsammumuns
4 70 Wi
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4. vauwaa e winnuawiuteyamewuvgeun Tugaeiuil 10 unsiay
2563 B4 29 NUANUS 2563

NNINUNIUITIAUNTTY

wurAARgaRunsAduauduuIng

msduiuauduuing luitdAnyandulsraunisnainuinis Sauifndau
Uszaumsnannuinis Wuuwamssuiuauiideinsnsedu adwdeldudinliguslan
\Rnmnudesnslushdudviouinig Tnsgsaasdesimunnagndludiusing q Jadudus
fimuauldifiothunldidueiesdelunisnevausinnudesmsvieanuiiswelavessiuilaa
(Kotler & Keller, 2012) lngdnuszaunisnanigaiuduain 4 ssddsznouvie 4Ps laud
HERAIN 5IA1 YoINNNITIATINUNE LAZNITALASUNITNAIN WAFINTUNIANITUINISILABY
fnsuimsdanis esduszneudisidy 80 3 fu A nszuauns yaans wazdnuwazyng
Menm FAsed Ausunsal, 2550) lngsgazidunluuiazau fisssioluil

sundnfas (Product) manefs dsiigshaausmounguilaaieliUsloviuas
advenufinelaudfuilan saunsodusialfuasliansndudodd

FusIAN (Price) maneds yaArlusuuvuvesiniuvesndnsne saduduyuves
fuslaelunistondn.tost

Fugsmanmsindwiing (Place) vanef shuafisavesgsia Afiuszansamsisly
AUNMTURTY ANHEZAIN AMUANUAUTUSAUNUTINA AaenauanILIndeuse 9 ¥8dgsna

fumsdagiunseana (Promotion) vanefis Msdededeasiieniutoyanandus
faffuslng LileiaBuaseinund uasnninssunste

suyaragliiuing (People) mneis minnugliuinsuasduilaaifidinluns
wAnuazdwsuUImMieaunasivlauazanudianelauniuslaa

FunszuIMSIFUINS (Process) el Msdliunuiiunsuimsiiiussansnm
Wiegngeuazmnliuiguslaa desnfnnadisonisdiiugsia

fudnuaenanienm (Physical Evidence) muneds 3wine 9 i 91ansdtineu
aonuiinliu3ng w3eedild msussnaveaninauTiviuvay wsemuen1sen asiumieng o
Husu Fadussdusenoviifidalumsvisyiligusinagdnd mavinisiudiaunin fanu
Wingay JUsEavznmmeuseniu

waRaReafumslduinigen

nslduinsen mneds nsfignéndedud uieuinmsanguneviedliuinisudn
1¥nsesinnsendnadmilamdannldusmstulunda (Anderson, Fornell & Lehmann, 1994)
Fadunnudilavesyaraiiuansdaansiustonnudesnmanduinlduinsdraniudvde
n¥annlFusnstunda (Hellier, Geursen, Carr & Rickard, 2003) viiaifuujisenevanes
Tragnduanldusnsensnlueunan (Zeithmal, Berry & Parasuraman, 1996)

Iquwﬁmi%a%m'%amﬂ%’u‘%ms%ﬂmmqmﬁw THeSurenginssunsdesmiold
Uimsasgnén azdwmarinlidunuuagailidnedg q vesuienanadld uazdidamade
N5LAULATDIDIANILATEIULUINIINITAANA (Ahmed, Shankat, Nawaz, Ahmed & Usman,
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2011) danalviguieduamsesuinisiianunssiesedulunisiauu Usudse wilvdumuas
'3m§1mmmmLLauﬂmmwmﬂwuu (Cronin, Brady& Hult, 2000) LW@iﬁNUiIﬂﬂLﬂ@ﬂﬁuﬂm

WaUszaunsalluefnainnstedudvseusnising 9 WAIARALTRINDTA NIBLERIBBNDN

AssnAnfrenTauAiesninsdafalunsndusn (Aaker, 1991)

ad o

A5aun1sIve

Ussnsuasnguaiagng

Usgmnsildlunsifonssll Ao flduins vien Wavddlve $18n lunganmumues
aflvuelnguarbimmuduauiviuou Jldgrsduanmes Cochran (1977) ¥ uuisdy
384 Au fednfisanedenisssanaaUsyeins uenaniefinnsananudfisamesionis
Usznassainlaefisnsananuuinieg wimngaufiusudsdanalulieansia 5 - 20
WinnaRaLUsaane (Hair, Black, Babin, and Anderson, 2010) Tnsuadoiiisuiuduys
Aaunmitavin 24 fauds imﬁgﬁumuié’aﬁﬁu%zﬂamﬂﬂ&jméfwéﬂﬁmu 120 - 480 A Ftiu
HI98T9MINUATUINGIBE1991UIU 400 AU Tnsnsdusegnsdieisuvunaredunou

(Multi-stage Sampling)

wiaediofldlunisise

wiaeaflefldlunsionsedl Ao wuudeunty (Questionnaire) Ilumsifiusiusau
Yoya Tnouvseanidy 3 dau léud (1) wuvasuaudeyailuvemeunuuasuaia
(2) wuvdeuniETuMsALduUeUNTU3NS Beluiidl Taun dmuuszaunisnainusns
wamum 7 #1u 18un fundasat frusim frudemamsinsiming dunisduasunsnann
AUYARS ATUNTZUIUNTIAIUTNT UaganUSnwEIINEnIN Auae 3 10 uag (3) wuuasunay
Aeafunsnduanldusniser s 3 9o Tnewnasinisliazuuunuy Likert Scale 5 sz6iu
frinumansaaaeumimifissmsadaienn (Content Validity) 91nidenvey 3 v Tnsdian
I0C ogj58m19 0.67 fa 1 Faunnndn 0.6 yndadana (lwena 25, 2554) uariinsasiaaey
ArmuLiesiu (Reliability) vasuuudauaiy wuia fa1szwing 0.759 8¢ 0.872 dsunnan
0.7 foiuuvasunufinrunindetie (Fae1 Mivddyn wae Fan vy, 2558)

Bnsmeideya

nMsesgsideyalunisideadell éun adfidemssaun (Descriptive Statistics)
Usznaulusie wanuwasanud (Frequency) Andesas (Percentage) Aade (Mean) wazdiu
\JeaiuusnasgIu (Standard Deviation) tileldeSursdeya uazadfidseyunu (Inferential
Statistics) Laiwn N153LATIZRLUIAAENN1TIATIA51S (Structural Equation Modeling: SEM)
Usznauluse

1) Tuman133a (Measurement Model) f28n1531A512%03AUSENOULTIEUE Y
(Confirmatory Factor Analysis: CFA) efiansanAtmiinesdussney ArruLdesi
185709838 UT WA (Composite Reliability: CR) §afid1unnin 0.6 wasAnaieniny
wsusaufanale (Average Variance Extracted: AVE) AasiiA1u1nnin 0.5 (Zikmund, Babin,
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Carr, & Dan, 2010) uagluaalasaasng (Structural Model) $38n15ATIEINISARNRENYIANM
(Multiple Regression Analysis)

2) NMSIATIERLLAAENNTIATIESS (SEM) 1un1sussanuaInis1ineseie
FBmsuszanaannuduldldasn (Maximum Likelihood Estimation) 9¢#esiinsnsiadeu
AdenAd aINaNnGuatluwma (Model Fit) nn1siiatsanaadialaawals () Alaawens
duitus () /dh dvilfnseduanunaundu (GF) duiiaszduanunaunduiiuiuysauda
(AGFI) Ar¥assiuaunaundudSeuiiou (CFI) wasAdaiisnfidewasmunainadouly
M3Uszanan (RMSEA) sainasinisiansaslunisnsdt 1

M13197 1 na9insiansanANudenasenauniuvedinaiulayaisusednual

fydarunaunau AURNY INAIN1IASIVEBY
Y’ ANEDR LAELAS -
p-value AsEAUtEdAYN19Ena > 0.05
X/ df AlAgauAITEURLS < 2.00
GFI fuilinszauanunaunau > 0.95
AGFI fiinseiumnunaunduiufulaudn > 0.90
CFI ATINTEAUANUNANNAUUSBUTIRY > 0.95
RMSEA AdatisnitdeswamnuamanasulunMUsyanae < 0.05

fan: Hair, Black, Babin, and Anderson (2010)

NAN33Y

Anounuvasunudngdunandgs 31U 263 au (Feeaz 65.75) 91808 58ning
18 - 25 U 17w 120 A (Fosag 30.00) HszdunisAnwvidininuiaaias S1uu 206 Au
($avaz 51.50) flonTwAve/o13ndasy/Sudeinl S1uau 105 au (Geway 26.25) waxdl
sel@adesngt 15,000 UM 1w 143 Ay (Geway 35.75)

TnegmeunuvasuiinuAaiudenisaidunisiumsuinmsiAsfuduyszan
mananauims eglussdusnnnndu TneFesdduanunlumides Tassd Ao dundntost
(X = 4.14, SD = 0.61) A1uanwuuen19n18aIn (X = 4.14, SD = 0.76) A1us1an (X = 4.04,
SD = 0.68) AMUNT¥UIUNTLAUIATT (X = 4.03, SD = 0.70) Auyarar iiuinis (X = 4.01,
SD = 0.73) A1U8IN19N15999191e (X = 4.00, SD = 0.72) LarA1uNISaUasunITAaIn
(X = 3.60, SD = 0.94) LLazmﬂ%’U%misz};ﬂmUiauagﬂuizéﬁ’ummﬁdu@mﬁ’u (X = 3.93, SD = 0.90)

LaLLIBYININITIAIIZRIAUTENBUTNEUTUY TONANITIATIZY AIANS19N 2
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M1519% 2 LEARIANUNMUNBIAUTENBU NISRTIFEBUAIAINLLYDNULALTINVDIRILUTH WAy
ARAY ANULUSUTIUNENALA

fanUsuele fianysaang Factor Loading R?
Product - Product 1 0.71 0.51
CR=0.76 - Product 2 0.69 0.47
AVE = 0.52 - Product 3 0.75 0.57
Price - Price 1 0.76 0.58
CR =10.85 - Price 2 0.85 0.73
AVE = 0.65 - Price 3 0.80 0.63
Place - Place 1 0.73 0.53
CR =0.81 - Place 2 0.81 0.65
AVE = 0.59 - Place 3 0.77 0.59
Promotion - Promotion 1 0.77 0.59
CR =0.86 - Promotion 2 0.78 0.61
AVE = 0.68 - Promotion 3 0.91 0.83
People - People 1 0.87 0.75
CR =091 - People 2 0.84 0.71
AVE = 0.76 - People 3 0.91 0.83
Process - Process 1 0.82 0.67
CR=10.86 - Process 2 0.83 0.69
AVE = 0.67 - Process 3 0.81 0.65
Physical - Physical 1 0.79 0.62
CR =0.86 - Physical 2 0.82 0.67
AVE = 0.66 - Physical 3 0.84 0.70
Repurchase -Rep 1 0.78 0.61
CR =10.88 -Rep 2 0.90 0.80
AVE = 0.71 -Rep 3 0.84 0.71
Physical - Physical 1 0.79 0.62
CR =0.86 - Physical 2 0.82 0.67
AVE = 0.66 - Physical 3 0.84 0.70
Repurchase -Rep 1 0.78 0.61
CR =10.88 -Rep 2 0.90 0.80
AVE = 0.71 -Rep 3 0.84 0.71

T 2 Wi vn 9 dulsdanedatmiinesdusenouogsEning 0.69 - 0.91
Fadeilddumuuslunismaaeuuuusiassaunisiassadaldlnedaranuanunsalunis
oSurwANARUNIY (RY) 0g38vIne 0.47 - 0.83 wazdidauidesulaesauvednysusl
(Composite Reliability: CR) 110031 0.6 wazANadsnNuUsUTILRadnld (Average Variance
Extracted: AVE) 11041 0.5 9nfuUsuils uansitudazesdusznouiianuiniede
(Zikmund, Babin, Carr, & Dan, 2010)
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<

%ﬁ 7 QﬁUﬁ 1 UNI1AYU - ﬁf}lﬂﬂu 2 6.3

Ansunisiesigilunaaunistassas elunaunsniu wuan lueadaldfinng

aoandeInaunduiuteyalelsedng dwly ITeuinisuiulueaniumuuinvedvil

Finnsusulanaa(Modification Index) inlilumaiiauaenndesnaunduiudeyaidaszany
Tngwanin1sseuisussiaunaunaunaulsullmawaznaslsuluma lanimisnei 3

AN5199 3 kanan1siSeuiisulumanauusuliwatasrasusulinanua sty Inn1susuliLea
audadnunaunay  naudsuluma viaslsulaea lagin1sAsIvEey WanISyYAEau

Y’ 514.348 219.980 - -
p-value 0.000 0.061 > 0.05 LN
Y /df 2.296 1.164 < 2.00 NULAEUN
GFI 0.903 0.959 > 0.95 NULNEU
AGFI 0.870 0.934 > 0.90 WL
CFl 0.950 0.995 > 0.95 HULNEU
RMSEA 0.057 0.020 <0.05 HULNES

N9 3 wudn lieafinudenndesnaunduiudeyaidsUssdndndaanysu
Tumanufuurivesdaiia ansusuluma (Modification Index) Ingfiansanaineneds
Tnauan$ (2 Sy 219.980 Tnedien p-value Wiy 0.061 dslaifidodfymeadnd
s¥fu 0.05 Almauaifduiug (yZ/dh SAwinfu 1.164 Fefidnfesnin 2.000 fudiasedu
AnuNaNNAY (GF) SiAwinfu 0959 FsfiAnnnin 0.95 friinszfuanunaunduiiuiuusudn
(AGFI) Ay 0.934 &edlarunnnd 0.90 Arinsziuaunaunduseuliisy (CFI) e
WU 0.995 SadiAunnnan 0.95 uazdaiisinfigesveseiiuaaimedoulunisuszaua
(RMSEA) flenuvinfu 0.020 Ssflentesnda 0.05

wavanunsouanslunandinisudumuseddianisusuluma dadunismedou
auumgule Fa51971 4 waznmd 1

A5 4 LARIHANITNAFDUANNATIY

n1snauinlduinisrvesilduinsusenluseaidlne

Aanusuel

Estimate S.E. ﬂ C.R. p-value
- AUNARA I 0.31 0.26 0.24 1.229 0.219
- AUTIAN 0.08 0.12 0.07 0.608 0.543
- AUTDINNNTIATINUNY -0.17 0.20 -0.14 -0.824 0.410
- ANUNTAUATUNITAANN 0.03 0.06 0.03 0.492 0.623
- PUYAAR 0.16 0.06 0.17 2.454 0.014*
- AUNTEUIUNTIAUSANS 0.42 0.08 0.39 5.018 0.000**

- AUANWEYNIAENTN 0.12 0.07 0.11 1.636 0.102
* fifuddnymneadniseiu 0.05
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NM5197 4 wazn il 1 wudn mssdunudunisuinises v Tusudldlne
$ffn fidswastensliuinisivesflduinms Toud dunsurunsliuinig dedsuasonisld
Uimstvealiuintg v lWsuddlne Sain egnailduddgmeadiffisedu 0.01 Tnedan
dsravidvanananeslunuuazuuLasg UL 0.39 uazduyaaadliuinns Jsdena
Gi@ﬂﬁﬂ%’%ﬂﬂi%ﬂ%@qr;ﬂ%ﬁﬂﬁ vitwlusudidlve $1fn agnsdituddynieadfisesiu 0.05
TnediAndusyavi svswannneslunuuazuuuanasg iy 0.17 laonszusumslunsliuinig
wazyARaR Ui Te1unslunisneinsalSesay 53

a'a;ﬂuazaﬁﬂ'swwami%'ﬂ

myideasalaguladi grovnuuasunudnlvey e 9780E581ing 18 - 25 U
~ Y] ¢ ° ' a A a AN v AN a Y ) ~ Yy a o
fsgaunsfnwaininusgyins dendinaivie/ontnwdase/suineill wazdselaaaea
n31 15,000 UM 198l anuAnius an1se i uauaun1sus nsiiietudliuUssaunisnana
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AiunuAUUIMIYes USEn Wiwddlng 91 Ndwmasienisnauanliuinsgwesylduinig
fiauaenadoinaunfuiudeyaidauszdny wasnudn nseuiunsliusnisdwadenisly
UIN1591089LTUIN1T edeldedAgnisadnnsedu 0.01 lneldngwawinnu 0.39 way
yaragliusNsdenasanisidusnstvesiduinsedeildeddgymneainnisydu 0.05 lag

favswainiu 0.17 Fanszuaumsliuinis uazyanagliuinig demnalunisnensel
Sovaz 53 lnefideannsnediusenanside éid

1. 99nuams3de inuih nssviunsTiuinisdsmademsliuimsdivesglduins
U3t Wawdldlne $ria tu ornandlesmmirglduimstimnudesnslunssuaunsliuims
finiss dudwieaniinnutasads fmsliEnsedaauonia fnszuaumsiaiiviuas
fnslimuuginiefuduneulunisldvinms Sedlvuinmsinisliuinistenssuiunms
fanam fagvlrglduimainnnuussivla warasndualduinsansn

2. 9nwan1ids inudn yaeadliuinsdmadenislduinisavedlduinng
U3 Wawddlng Sria th o1vandeswiniinmsduiunudunmsuinsvesysfvudsiag
wwdesfimsufdutusiulnonssseuinagliuinisuasdfuuing fedunslduinisinvos
Truansastlifuninisesnnduftazanlduinisedn

Paauauuglunsiinanisidelulduszlevi

1. 9nuamside finut nsvuiunsliuinisdsademsliuimadivesglduins
U3 Wsuddlne Srie dafuiidededdeauouugdn Ui Wevddlne $18n aasfiuun
NagNENIIALELUAILNITUINS Inen1sissuumsadivausuuiuanlglununisusng
dieflazaussrudosnislumsliuinisvesgndn eludomesminsniuasassenatly
nsliusns wazaandedelslumsliuinig Wusu muglufunsvinaugydevesians
Tnenssruunssidunusuudunld SudnnslunisufcR 5 dsems deil 1) mssimun
AANYIAUANIaUINNT nyNLBsresgndn Wieliiuladnazldsuanufianelagegn
(Specify Value) 2) N153LAT18N15trav03AMAT (Value Stream) U84RaNTIU/NTLUIUNTT
nanvielruinsluuiasdumney ilossyamavesianssuwarlifinnsanintuneulaliiio
aurAlivdaeenly 3) afumsinavesnszuiunmsediseioniietisannsgayidesuna
(Flow) 4) M5z vudaiiondnidssnisnannsenistiusnsiunnfulunaslfiunaimed
(Pul) 5) 3jsgarmanysaiuuy lnsmsdumeanugayanazidneenluedisdeiiedlny
fiiatosianun (Perfection) uannthssuumadiusruwuudunldudl uen Wawddlne
i AsivseRmuwmaluladladafndlul o wWwhanldlunszuiunslauinig

2. 91nHAN1TI8 Anudnyanadliuinisdamadenislduinistvesdlduinng
U39 Wauddlne S0 dnfufiseiditaimuouuri Uidv Tsvddlne $1ia aasazimun
NAENSN1SAIUMUAIUNITUINIT IngdaslinnudAyiuyanagliuinig iIns1enIn1ae
Dugdisimihlunsufauiuslaenssiuglduing szdesdnsiineusumiinanulvdandain
wazn1sa1sauiialatinuinig (Service Mind) Bsléun

2.1 mBuududsla sxfesdrudiilauaranunseiielesuiiesliuims asdos

Anagianetn nduliuins wdesiminAliAfaelrldusmaAnmaunssiula Fosbuudy
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wislavinmerldusnmsmelunidn mi@mLLE’J’;JLLﬁdﬂasuaa;ﬂﬁu%milﬂuﬁ’ulm%’uﬁw Ayazilug
ANUENSAVDINTABTUNUALUSAS N158Y Ap NsmdlanTsliAus NS

2.2 NN5AE1TNA NNSADAISNAVLAS N INENWAIVDININIT FILANITHBUS UMY
Undes waznrwiliaunislinngsla areriiansesnlidnazidunisufduiusinens
wsenalnsAinviazusuaniadilanisliuinistrsludnla anuidnvsednlanyeusnisasses
UINOURAIHANIDDNTIININDT WAAIINANIN WBNAINUU N15HRANTNAIINIALIGUTNI9LAR
AMulINglawnianis anaae

2.3 mstenlawianldlai dndenuidnvedlduinig wigandelasuniy
ALAINAUNEY AIIUTIANG? ANHRNERY NsuandeanmelussNglriusns nstianudiemae

° a a A Y a VY Y] A A v Aa a
wazwuzi nMsesurgludanglivimslismennudaiau nmwnleulumelunsda day
woems Anmuusazlinnuauladonuuinisvetaueteguiui agviligunlduinig
WnauUserulalunisliusnig
=l b2 a o =l o U b4 o v Y a =
w308139ra5UlaT uTen MWswaldlne 9ain szdesiliyaradlviuinisiiniiy
Wusladnusnis (Service Mind) Feav@osiidnwaiy fall S = Smiling and Sympathy (Baué
=3 =3 1 <

uagtiuentiiula) E = Early Response (RauduadngnisInlsa) R = Respectful (Laniasn
fAutunelAesh) V = Voluntariness manner (Iusn1saiinsla) | = Image Enhancing
(Fnwn1nanualveialoiwazedAns) C = Courtesy (8autioy gA) E = Enthusiasm
(NSzdUNILLRY NTERDSD5U)

v a v 7] 1
dorduanuzlun1sideaseal

]
= |

1. M3ANY NMIANTUNUAIUNITUTNMIVRIGINIVUA IR TIdIHas on1TLHUTNN 5%

=

voelduinig viem Wsuddlne $1in Tuadsiifu fuusdaseilddmsunside do ns
suilueudumsuims Ssduii de Yedudlszaunisnaauims dmsumsiveluadaeld
Helaidvonnasinsuusdasyduiiinfunmsdudumusunsuimadiludediaseyin
Hadeiidmarienslivimadiveaglduins v lswdslne $1fn wu fuUsamninms
Usms (Hudu

2. msnwiluadeildnunisiiduenuiunsuinsidmasnenisldusnmssves
AlduIng usEm Wswaldlng 91 windu ﬁﬂﬁ?usLUHﬁﬁﬁﬁlﬂ%ﬁGi@lﬂﬁﬁﬁﬁuiﬁ]@’]ﬁ]ﬁ]%ﬁ’]mﬁﬁﬂ
mssndunudumsuinmsfidmadenmslduimadivesldvinsnngshuudeianedus
\9u DHL Express Kerry Eepress wag SCG Express LUUAL LA nan1siAseiaanan 11
Wibuifleuiu ves uSem WWseddlne $1dn vieonvvsfnunisduiuauiiunisuinig

danasiomslduinistivesdliusnisangsiavudaianinesiuynianislulssmelne

LONA181984
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Abstract

The objectives of this research are to study demographic characteristics and
Facebook usage habits of Thai teenagers, and to study which trust-inducing characteristics
of online influencers affects the decision of Thai teenagers to undergo cosmetic
surgery. The research employed mix methods, consisting of in-depth interviews of
cosmetic surgery enthusiasts (those who have undergone one and those keen to
undergo one) which follows the following four Facebook pages: Warinthron Watrsang,
Pichet Padungnanont, Seiya Kataron, and Vanrisa Namirach (Nokky), and quantitative
research by means of 400 online questionnaire in order to compile data from followers of
the aforementioned pages.

The research results revealed that the most popular means of learning
about cosmetic surgery among the sample population is via Facebook. In terms of
followers, the page Warinthorn Watrsang was ranked first, followed by Pichet

Padungnanont, Vanrisa Namirach (Nokky), and Seiya Kataron respectively. The device
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most popular for accessing such information is smartphone, with an average Facebook
surfing time of 1-3 hours. Most people in the sample population use Facebook to
while away the hours and share information.

The trustworthiness of these online influencers is very high overall. In terms
of trust-inducing characteristics, personality was ranked first, followed by expertise,
popularity, relationship with page followers and experience. In terms of personality,
all four influencers enjoyed better personality after undergoing cosmetic surgery. In
terms of popularity, all four influencers are very well known with large amount of
followers. In terms of experience, all four influencers choose to impart their experience via
referral to examples such as the results of those who underwent cosmetic surgery.

The impact of online influencers on the decision to undergo cosmetic surgery is
significant. When breaking down influences, online influencers had the greatest effect
in terms of option evaluation, followed by need/problem perception, decision, and
information searching respectively. In terms of need/problem perception, most of the
people in the sample do not have any major deficiencies in terms of appearance. Rather,
they were urged on by family members or friends to undergo surgery. In terms of
information searching, all the four pages offer comprehensive information on surgery,
namely place, price, expert, result, and safety.

The result of hypothesis testing reveals that the following demographic
characteristics: sex, age, occupation, education and monthly income are related to
Facebook usage habits In addition, the following trust-inducing characteristics of
online influencers: personality, popularity, expertise, experience, and relationship
with followers, affects the decision of Thai teenagers to undergo cosmetic surgery.
The Conclusion are online influencers must be neutral in presenting information.
The way of speaking and writing which is interesting, modernnity, and consistent in
presenting information. As well as having a variety of information, complete, clear,

easy to make a decisions.
Keyword: Characteristics, Trustworthiness, Online Influencers, Surgery
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