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Abstract

This quantitative research aims to 1) investigate brand building strategy on
marketing profitability, marketing competitiveness, and brand success; 2) to examine
the influence of market competitiveness on marketing profitability as well as to determine
the impact of the brand success on marketing profitability. The context of this study is
the beverages industry as beverages are products with little differences among various
manufacturers, thus brand building strategy plays crucial role in gaining a competitive
advantage. Data was collected from 320 participants, including marketing managers and
marketing directors, using questionnaire as data collection tool. Path analysis was
employed to test the hypotheses.

The results indicated that brand building strategy has a statistically significant
positive impact on marketing profitability, marketing competitiveness, and the brand
success at a significant level of 0.05. Moreover, marketing competitiveness has a
statistically significant positive influence on marketing profitability at a significant level
of 0.05. Additionally, brand success has a statistically significant impact on marketing
profitability at a significant level of 0.05. Furthermore, when considering the goodness
of fit of the structural equation model and the empirical data, it was found that the

structural equation model is consistent with the empirical data.

Keyword: Brand Building Strategy, Brand Success, Marketing Competitiveness,

Marketing Profitability, Beverage Businesses
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tnnmsearadimadanunuiglunisailiunagnsnianiseain 919 nagnsnisdu
;:Jﬁwmaui’mﬂiiu (Innovation Leader Strategy) Wag ﬂaqmﬁmi%’umﬁaummm (Market Driving
Strategy) %ﬂﬂaqwﬁ‘ﬁmﬁn a1unsaasemnulailseulunisuyidulagnagnsnisainemsn
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Success)
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Pfirennuannsalumsimlsniansnain (Marketing Profitability)

3. efnudyBnaresrnudisavemsWandas (Brand Success) Aiflseruanise

Tunsimlsmisnisnann (Marketing Profitability)
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Success) kagANNasalunsyAlsnisn1snatn (Marketing Profitability)
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LLazﬁjLLﬂiqlaimmsaaaﬂLﬁaummaamﬂé’aaﬁﬂﬁ (Dewhirst & Davis, 2005) @afinduldlne
n1sfiesdnsuevlszaunisaiduiifsatunsmdn fusiimiansiuasniedoulifugnd
(Keller, 2003)

3. MATNAUAIYBINENA NI (Merchandises Value Construction) nanefs
mMsfesdmsannsatiaueduiuaruinsidgualussnguiuslaadmngldlunn 9 fu
ﬁgﬂuﬁmﬁuaaﬂmmw (Quality), Anudaning (Novelty) wagananuaiesing 9 (Attributes)
Tnvesdnsiesdinmainausliusloadmunedusioaiusfnmedingdnde (Yoo & Donthu,
2001)

4. miﬁ'amﬂﬂé’amjmﬂmmsashwiam‘jm (Unceasingly Target Communication)
vinofs anuannsalumsieansdeyafifetestunsmansusivesesdnslugngusuilan
Wmnglsegrsseiiles lnsnsdoasfnanaunsadmiudemnanisdearsnisnisnainls
pg19MAINMANY 819 NTUTTWEUTUS (Public Relations), nslaiwaun (Advertising), N151du

Y

Hauayy (Sponsorship) Wagn13na1An1emse (Direct Marketing) F9n1380a15119N150A19

navnediaug el usinadwingfievinupanadenswansdan (King et al, 2013)

a LY 6

NAINUNIUITIUNTTU WUTT NagnsnIsasuauaInsHanduniidvsnaludeuin funs

iban1enIsnaIn (Worm & Srivastava, 2014) 4en3ntl Ganuiinagnsnisasian e

(% ¢ ala

ASNANN U LDNSNAlUT SUINAUANEINNTA UMWY AT UN1aN15ea9 (Ille & Chailan, 2011)

v aa

wazfaldvsnaluwiniuaud S vewsmanA et (Suresh et al,, 2011)

a v aa a Y

desnduslaafiulduasdodudnidnswanfusiidusloafianunseming
(Awareness) (Panomjerasawat & Ussahawanitchakit, 2014) ﬁmwﬁﬂwamazﬂmmﬁ'mmxam
luanemvewiuslaa (Keller, 2003; Yoo & Donthu, 2001) %"’qﬂwﬁuifﬁ’mén%l,ﬁwﬁulﬁﬁ?u
desiinsdeanstoyaiiioatesiunswdndusivesosdnslugnauiuslaatmnelfogng
sioiled (King et al, 2013) lefjuslnaiimsnsemiinlunsdud Juifnueiuas nmdnual
fomngauuds ardwaliiianste fugsnneuslonilvinmuandaeiiu aunsoaiassld
waguamlsldunninsilifinswdndne wafinumvesnaainsndnsu Aodnenm
Y93m5 ARSI (The Potential of a Brand) fiazvisusonuilugresninuaiunsalunis
WIITUNIINITNANN, AIUANSIVIINT ARSI LarANEIL150 LAY bsMIeNISRaA
(Pansuppawat & Ussahawanitchakit, 2015)

Aaudsany aun Anuausalun sy «iumnensnatn (Marketing Competitiveness),
AUEUSIVRINTNENTUI (Brand Success) kay ANaIsatuNITYIAlsmanITnaIn
(Marketing Profitability) Tngfianuansnsalunisudedunianisnan nuneda msfiesdns
suisvnamsnanafilsifiauisanansaaondeusuuldvdluduanuuendnual (Uniqueness)

warANUIYeLEeS (Reputation) luyuesvengudusinaidmane (Thipsri & Ussahawanitchakit,
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2009) 31NNITNUNIUITIUNTTY WUIIANAIWTOIUNITUIITUNINITRAIR ABVENalTsuIN
AUALEINTDNSYINANSNIaNISRAA (Kaewmungkoon et al., 2016; Shang et al., 2009)
ANUAENSAVBINTWANT U e i ma'f/“iLﬁmsﬁuﬁumiﬂmﬁmﬁmsﬁlﬁdwzl,ﬂumamwwiagﬂﬁm
pan wazdidnlddmdedu q resdiuiiasnsoiaduituuesiausatadufitu
anufiesrinslinatmneeily (De Chematony, 2010) 91nN15AN®IVE Baumgarth (2010)
WUt AudSavenswanfueiiu Tevsnaluduiniuaussausmanisnain (Marketing
Performance) 19y ANuanansalunsviilsmsniseas faduguuuuniwesmsinanssaus
mensmanauuuiinidusatu vonaninsansauriivssaunnudnia avdwmaliodnis
fiszsuvasmuanansolunsudsdumemsaainiiudy Tnensdudnfivssauanudisooy
Higlisadnisanunsaainanufgalaliiuandilags wazyiglinisaidununinisnain
finnuazmnfisunniy end nsuwugthduaingaainlvi 9 ven1svenensaus (Brand
Extension) 1ugu Suunisludladvddnlunisasearuldidieulunmsudstumanismaia
Toduaenad (Thrassou & Vrontis, 2008) ANua1L15alUNNSYNAlsNIaN1SRaTe Muned
pafiAntunnmsiiuRnssuinmaavesesinsdsamalignA it mensseusuauduay
Usnsvesesdnssaiuldainsenueiiiiumnniy, snsmsesydivlavetwonvewazns
uduvosduutamnensnan Jaakkola et al., 2010; Hultman et al., 2011)
HUNAFIUATTAY
nnsnumassanssulunsAnuag el NayNsN13a319mIINENS a1 (Brand

Building Strategy) Usgnoulusafanssumng 9 ﬁﬁwuwﬁulﬁaa%ﬁﬂmwNﬁmﬁ’mwﬂﬁﬂﬁim
fidmaneliiianssuiuasadunmavemsndntasliistululavesiuiing Tnsesduszney
FananazsruneUsslevdlinsmandaueiiy aansoadieneldwasramlsldunniinisdill
finsnandoel fedunafinuinvesnmansnansugie dneninvesnwdadu (The
Potential of a Brand) flawvieussninlusuvesamaninsalunsudeiiumsnisnann, anudnsa
YOINTWARTT uaz mvaEisalunsvhilsnianisaann msinwivszneulusae
AuuRgINNTIY il

auuag'}uﬁ 1 NAgNSN15a3 19N MENS 0 (Brand Building Strategy) H8nawa
Tudsuinsenuansalunisyinalsnienisnatn (Marketing Profitability)

auNRgIudl 2 nagndnsairansmanias (Brand Building Strategy) figvizwa
TuBsuansoANaINTalUNITLITUN19N1IRAaR (Marketing Competitiveness)

auNAgIudl 3 nagndnsaiesmsnansias (Brand Building Strategy) fiavizwa
Tudauninreaudnsaveanswandue (Brand Success)

a&magﬂuﬁ 4 ANNEILIOUNTLITUN NIRRT (Marketing Competitiveness)

aa

dnsnaludsuinsonuansalunsyinalsniesnisnatn (Marketing Profitability)
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a a ] < a [ & aAa a a
FUNAFIUN 5 ANNASIV0IMTINAAANIN (Brand Success) UdnawaluiBeauan
poANasalun1syinAlsmenisean (Marketing Profitability)
a P~ o & a [ I3 aAa a a
ANNAFIUN 6 ANANTIVRINT NGNS (Brand Success) 1dnSnaluidauan
ARANUAINTOIUNTUUITUNINTRAR (Marketing Competitiveness)

naunAguluIsy aunsauanInsauknAalaaslunIng 1

NSBULUIANIUNISIRY

Marketing

Competitiveness

(MCN)

Brand Awareness

Cultivation (BAC)

Suitable Brand Image

Creation (SBI)

Marketing
Profitability

(MPF)

Brand Building

Strategy

(BBS)

Merchandises Value

Construction (MVC)

Unceasingly Target

Communication (UTC)

Brand Success

(BSC)
AN 1 NTDULUIAATUNNTIVEY
52 08U lUN1599Y

UsEuNIUasnguAaeng

(%
[y

Ussrnsnlilumsfinundmiuideilne JUsenaunisgsnaaIeddial e niATesn
Juduaildinnuuanaisiuaintdn nagnsnisadensindndueidsdiunumddglunis
asemnulauseulunisuasdu (Lee & Liao, 2009) uanainil gsnawmsashnlulssinelne

finuasyiiulnegredaiiewardyadmianisaainuinnimdaaui i uauum

a

s3faLATosANTsilunumddnedieds Tussuuimswgialuusemealng (Pansuppawat &
Ussahawanichakit, 2015) uenannii Lﬁaqmﬂﬂg]wmsﬂ,uﬂismwﬂmaié’ﬁmimuammﬂmwm
LagN1sAeANTININISAAIATe AT DshTiTueanesed Wiidnwasdunisdearsnisnisnae
ofimuazgniatasnatlunisioasnisnain Mnwamadna1idiaiy nisfnwadedis

Lisnanaiasnuidueanegedundunguussynsiunsfinu nampeuszrnslunisding
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=y

Usgnaugsnanieshunuulifiveanagediviniy 31ng1udeLaveInsuRmuIgsia

(%
[

ey
AINUAD

@22

N13A1 NIENTMaivd wuindigusenaugsiansesnuiiliiiueanssedlulsemelne i
M9dY 1,563 518 (NSURRIUITININITAT, 2564) LilatuNNITUITUIAYBINGUAI8E19laY
91AELNMUIIV04 Krejcie & Morgan (1970) NiseAuAN¥alusogas 95 WUINVUIAVBINGH
Aregefimunzaude 309 918 §33eiiudeyaainUszynsnanuaiialiladuiuvengy
Y 1 =] o avvo 14 @ v 1w 1 o IS

magaiganeiuilanandd Tnenmsinudeyaainngueiieg gy 1,563 18 duuuaeua

] v

gndenduin 328 atu wudndikuvasuaundauanysallylunsinsgidiuiu 320 atu
Anludnsmaundusesay 20.47 veangudiegns FiednfiegluszAueausuldnungudi

ivualvidAegntaeNiosas 20 Y09NguRI8E19 (Aaker et al,, 2001)

in3asilaldlunsideuasnmmesaugunmvsanasila

Tumsfnwadei] iHundadasinaddduuuaeuniuiidimlsudld (Mailed
Questionnaire) iJutadssiiolunisiivdoya duiuilvdouadidday (Key Informant)
Tunsfinwinssilfe faanisdiomamanuazdsuemanenisnan Wesmndud$ufieseu
uazfinnuaudlaluFewesnisnausunagnsnsnisnaianniigalunsazedng

TuMSVAdEUAITIBINSS (Validity) wazanuidede (Reliability) vpasuuaDUY
fiseldihnmamaaouiugusznovgsianiesislulssmalneddilingusegnadiuu 30 e
Lﬁaﬁﬁagamwﬂaaumwmﬁm@m (Validity) uazanuudetie (Reliability) vesuuuaeunuiils
genuuuiels TnefinnsananAnimdnesdusznau (Factor Loading) uavAmnuvidedosm
(Composite Reliability) FemasiiAvimin 0.7 Fuly (Bagozzi and Vi, 1988; Hair et al,, 2010)
szdafunaeifimunzay 91nn153msiziesdusznaundsBudu (Confirmatory Factor
Analysis) Ineranisnageuauydeiosesu wuindldnadesus 0.79 - 0.93 wandly
Wiudn wuvaeuawianuundefiowazimuiiienss mnzaslunsliifudeyailenaaey

anuRgusioly AiseasiBunlunisned 1

A15199 1 NAN1SATIEVRIAUSENBULTNEUEY (CFA)

{Uade Standardized S.E t-test

factor Loading

N3A319AUATENTINS LA T 0.84 0.087** 9.656
NARN U
ATAS N INANYAINTINAN S UNT) 0.93 0.115 ** 8.087
WAL EL
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A15199 1 NaN1ATIETRIRUSENBULTEUEY (CFA) ()

{Uade Standardized S.E t-test

factor Loading

NI AUANYDINEN TN 0.81 0.052 ** 15.578
nsdeansludanguidvangeeig 0.79 0.046 ** 17.174
soiilos

IS U v o

** fsgduteddeyn1eadng .05 (Sie. = .000%*<.05)

sdanldlun1sise

#89a1nYI1 confirmatory factor analysis weng3delgn15ATEdUNIa (Path
Analysis) Tun153AT1EMBNENAN199TE UarBnSnan19deu YeInagnsn1sasenIHans e
wagenuanansoiunsvhitlsnanmesan wenanBdldlimnseiliaaunslasais
(Structural Equation Modelling) iiensiaaauaruaenadasnauniusznindunadiadig
Jufutoyaifeszand lemsdinseilnaaumslasadenuaigusellsunsudisag
maitldimuall demildanuansiiesesinui Tumanuauuigiliaeandesiudoya
Wasedny fRdeazdniunsuivluealagnisiasuilmee) uaglddviinsusuliuiea
(Modification Indices: Mi) Lilevihmsuiulinasuninaglilinnaiiaenndesiudoyaids
Uszdand nemsldratalunsnsiaaeuauaenndesseninlinanuauuigiuiuloya
Feuszineiiy Aeldinaueifiansanaunaunduatlunaves (faen ntvyddeyw, 2557)

[ a

aeaziauelumnasUiaiinnudenntoedlunammguliuteyaideszany

NAN15I8

aa a

1. HANTILATIERADALTINTTEULN

1.1 AnuaeMUTEYINTVDILRDURUUABUNUAILEAIUANTIN 2

A15199 2 ﬁﬂﬁmgmﬂﬂﬂigﬁ’]ﬂiﬂaﬂﬁgmaULL‘U‘Uﬁ@‘UZ’I’]&I

el U Sovay
e 195 60.94
AN 125 39.06

21g
N1 30 T 37 11.56
918 30 - 40 U 73 22.81
91y 41 -50 Y 143 44.69
018 50 Tauly 67 20.94

10
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M15197 2 ANYAUENINUTEYINTVBIERBULUUAB LAY (siB)

A0TUNTN 5’11..!’3‘14 %@868
Tan 100 31.25
ausd 210 65.63
TRRERK 10 3.12

A15ANWYI
USguey1nsnaoLieuvin 217 67.81
aaNNUTYYeT 103 32.19

Uszaunisaliingu
#1115 U 33 10.31
5-10 Y 87 27.19
11-159 a7 14.69
15 Yuly 153 47.81
eld
19877 50,000 UM 85 26.56
5¥¥114 50,000 — 100,000U 122 38.13
3¥1I79 100,001-150,000 UM 39 12.19
931 100,000 UM 74 23.12
AL

HE118NE8N1TRATA a7 14.69
ﬁ“ﬂmirﬂwmimmm 128 40.00
Bu e 145 45.31

NA15197 2 wugmeukuuasuamduindudvesfianisvseddnnslug i

U o
o

Duwmene Tnedlongdue 41 389 50 U daaunmausa dnsanisdnuilussaudulSeens

B aiguwn Juszaunsallunisinanuunnnin 15 U waslisnalasening 50,000 £19 100,000 U

! A
ADLNBU

1.2 anwaen19UsEINTVB9U0InaNIg Aduandlunisen 3

A15197 3 aNYULNIUTEYINTVBININT

UszLANva9gsna MUY Jouay
UTeN 251 78.44
eviudI 69 21.54

11
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A15199 3 ANWEN1IUTEBINTVRINANIT (5D)

nanAaeivasnanig AU fovaz
v 153 47.81
I WAL NN 42 13.13
dwalsl 90 28.13
u 27 8.44
3u 8 2.49
Nuaansiloy
NI 25 AU 246 76.88
25 - 50 AUV a4 13.75
gendn 75 uum 30 9.37
szgziaanlun1sadunanig
g s U 68 21.25
5-10 1 77 24.06
11-159 61 19.06
5 Yauld 114 35.63
‘J’]EJ%IU‘U'e]\‘iﬁﬁ]ﬂ’li ?Sﬂmu %I'e]EJ’s’IS
FNN 20 AU 198 61.88
20 - 40 @MUV 36 11.25
40 - 60 A1UUM 39 12.19
g9 60 UM a7 14.68
FIUIUNLNIIU
N1 50 AY 247 77.19
50 - 100 AL 33 10.31
101 - 150 AY 6 1.88
11NN 150 AU 34 10.62
inl%J‘U%lE]\‘iﬁ’\]ﬂqi 5’11.!’314 %E]Elﬂ%
N1 20 SV 198 61.88
20 - 40 AUV 36 11.25
40 - 60 AUV 39 12.19
91 60 MuUm a7 14.68

12
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A15199 3 ANWEN1IUTEBINTVRINANIT (5D)

FIUAUNLNIIU U fovaz
N3 50 AU 247 77.19
50 - 100 AU 33 10.31
101 - 150 AU 6 1.88
11NN 150 AY 34 10.62

310115199 3 WU Tudineeafanistu nqudtegsdunInaLiugsiatuukuy

Y a

=] ) a v ! 1 ) Y A = = 3 J 1%
ﬂ@ﬂﬂ’]iﬁ]ﬂ‘wgwEJUL“LJUUiUVIIﬂEJ’d’JuIMQJ,‘USLU‘L!NN@G]‘LHG]QJ UNUINNTLUYUUBYNIN 25 a7UUMm

Y

o [

lnganiufanisuiiu 15 U d5195uegainid 20 awumeel wazdiuuinazddiuiu

NUNIULBYNI 50 AU

a ¢ v a & o ::4'
1.3 Nafﬂi'ﬂLﬂiqgﬁmaiﬂaﬂ'ﬂqmﬂﬂl,ﬂu @QLLﬂ@\ﬂUW'ﬁ'N‘Vl 4 -5

M151991 4 SEAUANAALIY, Aade wazdulosuuiasgulaesn Wuseduy

YIIUUINAYNENTAT AT IHER N

nNagNsN13aF1enIWaNI 9 JZRU
9
Mean SD - =
AUAALIY
N15a319AUATENTINS lunTnEns (Brand 396  0.65 ly

Awareness Cultivation)

ANSASIININANUAINTINANA UNNLAUNZ AL 3.82 0.69 110

(Suitable Brand Image Creation)

NsasNANAYDINENST (Merchandises 395 072 1N

Value Construction)

nsdeansludanguidmunegetmetiios 365  0.73 1N

(Unceasingly Target Communication)

91NANTNT 4 NUITUAIVDIANUAATIUAEINUNAYNSNTAS AT WAR T VO

=

gsfaedesuluUszimalng wuin gsfaeiesiululssmdlnedarudaiuioaiunagns
msa1ensmaniae Tussdusnnyndnu lnedssdwuanedsaninnlumies Téud nisashs
anunszntinlunsindnfast (Brand Awareness Cultivation) fifiedeegil 3.96 n1saing
ANIAUDINERS 1 (Merchandises Value Construction) ﬁﬁ%a%a@jﬁ 3.82 NM3ASNNMEN AL
A3 WER SNz AL (Suitable Brand Image Creation) dAadgegil 3.95 uavdeansly
é’ﬂﬂ&jutﬂmmaashwial,ﬁ'm (Unceasingly Target Communication) ﬁﬁ%aﬁlaagj‘ﬁl 3.65

AUAIAU

13
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o U a =3 ! Qi | N Id 14 Y
F137199N 5 FLAUANUARALALY, ALREY LLﬁ%ﬁ’JUL‘UFJ\‘]LUU?,J'Miﬁ'TLJIﬂEJi'JNL‘U‘LliWEJGﬂuﬁlJ’eNWJLL“LJi

AINVBINAYNENTAT AT IHERS N

fanUInIu Mean SD 3ZAU
AAUAALIAY
ANUENSOIMIIHANS U (Brand Success) 3.70 0.61 1N
ANENIMNITHUITUNINITAAA (Marketing 4.06 0.52 170
Competitiveness)
AMuaLsalun1syinlsnaniean (Marketing  3.76 0.68 110
Profitability)

9INR1TNT 5 NUIIANUAALAULABINUNAANTVDINAYNSNITAS19INT AN ual
WU NNAILUIIINVBINAENENITAT 1IN IHER e lun1sAnwaTal eglusedunnavue
1 S ) @ a [ & a 1 cl' lcl' [ 1 [ a
na1ABAUETIVOINTINGNT U HAadeadn 3.70 Anen1mn1susdunIenITnaIng
ARRERYT 4.06 wagAuasalunsvImlsInIsRaInliAREEegT 3.76 AmNEIRU
2. MTATILVEdATOUINY (Inferential Statistics)
Tudur8IN15NAFDUB NS NAVBIA LUTAUKLALALUTANULAYNINTUNDIANANAD A
ANUADAARDIVBILUIAABIAUTENBUA UYL ALTIUTEINYMUN NN TANTLNUIZEU VDS

(faen Nivddaywn, 2557) agulanauanslunsnd 6

M13199 6 uansenadfnuaenAdeatlinanImg ) iuteyaliUsednegnaianuiu

(Re-specified Model)

Al NaUSTALY ANERRTILATIZALE
WA ANEne NANIINAITAUN
CMIN/DF <3.00 0.82 WL
GFI > 0.90 0.91 HNULN U
NFI > 0.90 0.93 WL
IF| > 0.90 0.94 HNULNEU
CFl > 0.90 0.94 RN
AGFI > 0.90 0.98 HNULNEU
RMSEA <0.08 0.01 HNULNEUA
RMR <0.05 0.01 WA

T
v o aaa

** fszautlodAn1eadain .05 (Sig. = .000%*<.05)

]

14
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1NN 6 LansAadAnLaenAfesvetlinan Mg e iuteyadaUseany
M8931NUTU (Re-specified Model) Anuaennadainaunduiuteyaisuseiny TNt
Aun (Aasn nflvddyen, 2557) Fawan1TIATIYIA aqﬂlﬁﬁﬂﬁ f5uleaNnANSRIIEIU
484 Chi-square/ degree of freedom (CMIN/DF) fianfildvindu 0.82 aArduiifasefuainy
donndasnaundu (GFI) fanfiléindu 0.91 Araiinunaundulssnndisudisuiu
sUuuudase (Normal Fit Index: NFI) flendtldivintu 0.93 aduiianunaunduidadiouiiiov
fugUuuugIu (Incremental Fit Index: IF1) fidiildivindu 0.94 Ardvilinsefuanuaenados
naunduUIs Uiy (CFI) Sadilawindu 0.94 Adeiinseiunuaenndesnaunduiiuiu
WAUED (AGFI) Senfiléivindu 0.98 Arsisinfideswesmiadsaurainmdounisussanae
Tuina (RMSEA) Siandiléivindu 0.01 uazesvidinAadsnnunainindeuvesdiuiimassin
nsesungldsefauus RMR) dadldiiu 0.01 Ferstmuauansd Tuwaiinuaonndos
naundufudoyalessiny duanseazdoaluning 2

91

Marketing

BAC Competitive

.38

e2 ——»| SBI

Marketing

Profitabilit
e3 —> MV

.40

ca - UTC

Brand

Success

/ Chi-Square=2.466, df=3,

- .43
eBSC p=0.482

AN 2 UAAHAVDINTIATWAUNNS (Path Analysis) VodluinanagvsnIas MR HERTN

1a991nNNSUSUlILRANISI98

15
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= = DA v v a ¢y a R PR
NI 2 Fawaadiiuinlueanldannsieseideyaidasednenusuuaitiu
fnnuaennaeiulaamvigul) Inediadulssavsnsnensad (Coefficient of Determination)
vosdusnelu laun anuaunsalunisviinilsnienisnain (Marketing Profitability, MPF)
° < a [ [ v Y
ANENTIVRIATINENS I (Brand Success, BSC) hagANeAInNISLyITUNIINITAAN

(Marketing Competitiveness, MCN) Taganunsnesugls Sevay 41 Sevay 43 wavsovas 34

a

pIaIRU NseiutivdAgnsada 71 .05

A9 7 LAAIANDNTNANIINTI DNSNANIDY LAaLDNTNATINVDIAIUITNAN®WN

BBS MCN BSC
TE DE IE TE DE IE TE DE IE
MNC .70 32 .38 .00 .00 .00 97 .59 .38
BSC .96 56 .40 .00 .00 .00 .00 .00 .00
MPF 22 22 .00 .38 .38 .00 .40 .40 .00

nUELR BBS = Brand Building Strategy, MNC = Marketing Competitiveness, BSC = Brand Success,
MPF = Marketing Profitability, TE = Total Effect, DE = Direct Effect, IE = Indirect Effect

9M15297 5 WARIANBNENANI9ATT BVSHan1eEen wardninasiuveiauUsT
Anw1 lng BBS dA8dnan1msesia MNC = .32, BSC = .56, MPF = .22 iA1875nan19eou
#io MNC = .38, BSC = .40 uaziladnswasauso MNC= .70, BSC = .96, MPF = .22 @1 MCN
ABNENANIINTIED MPF = 38 LazilA1dnswasiusa MPF = .38 d1%5u BSC diAdnswa
N1995998 MNC = .59 JA18ndnan1sdausa MNC = .38 wazilA1dnsnasiuse MNC = .97

1 a

WAy BSC UANDNENANI9MTIRD MPF = .40 wazlAdnswasiusma MPF = .40

anUs1gNaNISIAY

N13ANYIS 09BNENATDINAENTN15ATINTIHENT T T T oAU T TN
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Abstract

This study aims to analyze the financial returns for retirees, with a case study of
receiving a pension from the National Savings Fund. It compares the rate of return on
investments against inflation rates, fixed deposit interest rates, the National Savings Fund’s
return rates, and government bond interest rates, utilizing secondary data for analysis. The
analytical tools include the Payback Period, Net Present Value: NPV, and Internal Rate of
Return: IRR.

The study found that individuals who start saving from ages 15 to 60 will achieve
a Payback Period by the age of 79.14. For those who begin to save from ages 30 to 60, the
Payback Period is reached at age 75.62. Furthermore, if saving starts from ages 45 to 60, the
Payback Period is reached at age 77.55. However, for the same starting age range of 50 to
60, a different scenario suggests a Payback Period at age 93.91. In terms of Net Present Value
and Internal Rate of Return, the study indicated that individuals who start saving at a younger

age will receive higher returns than those who begin saving later in life.
Keyword: Financial Returns, Savings, Retirees, National Savings Fund
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Abstract

Student loyalty has improved the sustainable development and survival rate
of private universities. The quality of universities' services is an important indicator for
measuring the results of private universities. This research aims to explore the
mediating role of satisfaction between service quality and student loyalty. The researcher
used a random sampling method to collect data from 493 responses of students in
private universities in Guangxi. Using SmartPLS 4 software, the relationship between
structures was analyzed using partial least squares (PLS) structural equation method.

The results indicated that service quality affected student satisfaction, which in
turn influenced loyalty. However, service quality had no significant direct impact on
loyalty. The impact of service quality on loyalty was indirect, as mediated by satisfaction.
Therefore, while improving the quality of university services, university managers
should pay more attention to the improvement of student satisfaction, and continuously
promote the close connection and recognition of students with colleges and universities,

to stimulate and consolidate the loyalty of students.
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Introduction

With the expansion of enrollment in Chinese universities, competition among
private higher education institutions has intensified, highlighting the importance of student
satisfaction and loyalty for the sustainable development of universities.This research
investigates the impact of service quality and management on student loyalty in Guangxi's
private universities, which heavily rely on student enrollment for income and face
intense competition (Sari et al,, 2022). It aims to improve the overall quality of higher
education services to enhance student satisfaction and loyalty.

Previous studies have focused more on the direct impact of service quality
on student satisfaction in higher education, such as the study of the determining factors
of student satisfaction in informal education institutions (Kediri-Indonesia, 2023), as well
as the study of student satisfaction and behavioral willingness (Kanduri & Radha, 2023),
often neglecting the comprehensive perspective on how service quality, including
management and educational services, affects student loyalty through student
satisfaction. In other words, there is relatively little research on the mediating role of
student satisfaction between service quality and student loyalty.

The significance of this study lies in its potential to guide improvements in
teaching quality and innovation in talent cultivation by assessing service quality from
the student perspective, which is crucial for enhancing educational outcomes and
university service standards (Setiawan et al., 2021).

Research Gap

Despite the acknowledged importance of service quality, student satisfaction,
and loyalty within the context of higher education, there exists a notable void in the
empirical investigation of these dynamics specifically within private universities in
Guanegxi. This gap underscores a critical need for a focused examination of how service
quality impacts student satisfaction and, subsequently, loyalty in this unique geographical

and institutional context.

Conceptual Framework

Based on social exchange theory and previous literature, as well as literature
analysis on the definition of service quality and student loyalty and the relationship
between the two variables, this study constructs a conceptual model for the study of

service quality and loyalty in universities, as shown in Figure 1.
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This study identified service quality as the independent variable and student
loyalty as the dependent variable. Student satisfaction is the mediating variable. The
conceptual framework of this study assumes the relationship between service quality,
student satisfaction, and student loyalty in universities and proposes research hypotheses

as follows:

Reliability

Tangibility

Emotional
satisfaction

Cognitive
satisfaction

Behavior
Loyalty

Intention
Loyalty

Attitude
Loyalty

Student
satisfaction

Student Loyalty

X Service Quality

Figure 1 Conceptual Framework

Literature Review

Service Quality

The concept of service quality proposed by Parasuraman et al. (1988) has
inspired other researchers to investigate this concept in various fields of service
(Parasuraman et al., 1988). Service quality can be defined as a series of parameters,
such as Tangibles, Customization, Access, Communication, Understanding/knowing the
customer, Security, Courtesy, Competence, Credibility, Reliability, Responsiveness, and Cost
(Stefano et al., 2020). Miah (2021) found in his study of service quality in the banking
industry that these banks' customers are very sensitive to their services in Bangladesh.
Service quality has become an important component of customer satisfaction. Day in and
day out, this has proven that customer satisfaction and loyalty are related to service
quality (Miah, 2021).

Higher education is a social practice activity with a service nature, and educational
services are a service process in which the education provider provides knowledge
skills, and labor services to the educated, promoting their physical and mental development.
In this study, service quality refers to student's judgment of the overall advantage or

superiority of educational services during their school years.
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Some scholars measure service quality from the perspectives of technical
quality, compensation quality, and process quality (Ma, 2018). Some scholars measure the
service quality of universities from the perspectives of teaching resources, learning support
services, curriculum and teaching quality, and student development (Jin & Sun, 2020).
Some scholars measure service quality from the perspectives of teaching quality,
management quality, life quality, and employment quality (Liu, 2019). Some scholars
measure service quality using three dimensions: information quality (IQ), service
efficiency (SE), and teaching quality (TQ) (Rasheed & Rashid, 2023). By analyzing existing
literature, the vast majority of scholars use the SERVQUAL model to measure service
quality, which has been confirmed in their research (Chandra et al., 2019; Jiang, 2022;
Tan et al,, 2022; Yang, 2023; Zhai & Kong, 2020).

Student Satisfaction

Ge (2016) and Tithsatya and Guo (2017) both explore student satisfaction
(Guo, 2017; Tithsatya, 2017), defining it as a comprehensive evaluation based on students'
expectations, teaching value, employment experience, and subjective feelings towards their
educational experiences. This concept of satisfaction leans heavily on students'
personal feelings and satisfaction with their school. Research has shown that student
satisfaction is linked to their behavioral intentions, confirming that satisfaction is a key
component in evaluating higher education services, including perceptions of college
image and institutional reputation (Jin & Sun, 2020; Saneva & Chortoseva, 2023). This
satisfaction encompasses students' overall feelings about their education, teaching
quality, management, and campus culture.

Different scholars have proposed various dimensions for measuring student
satisfaction. For instance, Chi & Shao (2018) identifies two key dimensions of student
satisfaction in doctoral education quality: emotional satisfaction and cognitive satisfaction. This
study adopts a dual-dimension approach to assess student satisfaction, reflecting both

the affective and cognitive aspects of their educational experiences.
Student Loyalty

Oliver et al. (1997) defines loyalty as customers having a strong preference
for a specific product or service, and even if the opponent's marketing efforts induce
other purchasing behaviors, they will continue to patronize the product or service (Oliver

et al,, 1997). The concept of student loyalty comes from customer loyalty. Customer

50



NIATIYINTNTIAALELNITIANT W Ingndenaluladsrvusnadyys

Uil 11 adufl 1 unsau - Tquiey 2567

loyalty is manifested by consumers' tendency to purchase and repeat a certain product,
and correspondingly, student loyalty is also manifested as student's willingness to
recommend schools to others, continue to pursue their courses or degrees, and so on
(Huang, 2017). Student loyalty is crucial for the development of a school, as it means
that students have the intention to reciprocate their alma mater in various forms in different
identities (current students or alumni) in the future, and the development of a school

cannot do without the support of the alumni group and the alumni group.

Student loyalty is a positive emotional connection between students and
their school of study, trust in the school, and a willingness to promote the school's
responsibility. It can be the intention to return to the school and purchase school
services again, or the initiative to recommend family and friends to study at the school,
manifested in various beneficial behaviors that promote the development of the school.
In this study, student loyalty refers to a deeply ingrained internal commitment to give back
to the school in the future, specifically referring to the student's intention to give back

to the school.

Analysis of the measurement dimensions of student loyalty in existing literature,
Some scholars use three dimensions to measure, while others use two dimensions to
measure. Ge (2016) divided customer loyalty into emotional, intentional, and behavioral
loyalty (Ge, 2016). Shi (2020) divided student loyalty into two dimensions: recommendation
and re-selection (Shi, 2020). In this study, By analyzing existing literature on the measurement
dimensions of student loyalty, scholars have not yet formed a unified dimension for
measuring student loyalty. Based on the actual situation of private universities in
Guangxi, this study adopts two dimensions to measure student loyalty: attitude loyalty

and behavior loyalty.

Attitude loyalty refers to the willingness to recommend to family, friends,
and acquaintances around you for admission to this school; praising and spreading
positive word-of-mouth about the school to others; full of confidence in the development
of my alma mater. Behavioral loyalty refers to the willingness to pursue further education
at the university if there is an opportunity in the future; give back to your alma mater
through donations or other forms after graduation; proactively maintain the reputation of

the school; join alumni associations and other organizations.
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Hypothesis Formulation

The social exchange theory views customer satisfaction and loyalty to the
organization as a relational response from the receiving party to the giving party during the
exchange process. In their research, they found that service quality in universities has
a positive impact on student satisfaction and loyalty (Nursaid et al., 2020). According
to Pelealu 's (2021) research on the impact of service quality, service innovation, and
brand image of Telecom Corporation in Indonesia, it was found that the service quality of
telecom companies has a positive impact on customer loyalty. High and efficient
service quality can improve customer satisfaction, and enhance customer loyalty
(Pelealu, 2021).

The same conclusion has also been proven in the hotel service industry. In
the study of the impact of online booking systems and online customer evaluations on
brand image, trust, and hotel booking decisions, Faliha et al. (2021) found that hotel
service quality also has a positive impact on customer loyalty (Faliha et al., 2021). The
sustainable development practices of universities have a positive and direct impact on
service quality, student satisfaction, university image, and student loyalty. Moreover, service
quality has a positive and strong impact on student loyalty. In addition, service quality,
student satisfaction, and university image play a mediating role in the relationship between
sustainable development practices and student perception in universities (Doan, 2021).

In the field of higher education, some scholars' research results also confirm
the relationship between the two (Cahyono et al., 2020; Chandraa et al., 2020). In the
field of higher education, a large number of studies have pointed out that the quality
of educational services is the foundation of student satisfaction. Various components
of educational service quality (including teaching service quality, administrative service
quality, life service quality, etc.) can greatly affect student satisfaction with schools.
Moreover, satisfaction, as an important factor in evaluating the quality and intensity of
customer service provider relationships, is also considered to have a close relationship with
the quality of educational services. As a result, in this studly, it is hypothesized that:

H1: Service quality affects student satisfaction.
H2: Student satisfaction affects student loyalty.
H3: Student satisfaction mediates the relationship between service quality

and student loyalty.
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Research Methodology

Population and samples

As of June 2023, according to the Education Statistics Bulletin released by
the Guangxi Department of Education, there are approximately 338000 students
enrolled in private universities in Guangxi, According to Yamane (1973), when the total
number of the target population is known, the formula for calculating sample size is

as follows (Yamane, 1973): _ N, (n: means sample size, N: means population, e:
1+ Nxe?

e = 0.05), After calculation, the minimum sample size data for this study is 399.
Meanwhile, plus a 10% sampling error (or missing value), Therefore, the sample size
required for this study is 439.

To ensure the accuracy and validity of the data, the author conducted a pre-test
on the survey questionnaire. In terms of reliability, all variables Cronbach's in the article
need to be tested O The recommended values with CR values greater than 0.7 indicate
good reliability of the survey data. In terms of validity, using AVE index analysis, it was
found that the AVE values of each variable were greater than the recommended value
of 0.5 after calculation. On this basis, the KMO test and Bartlett sphericity test were
performed on the sample data, the KMO value is 0.833, greater than 0.7, meeting the
prerequisite requirements of factor analysis, and the data passed the Bartlett sphericity
test (p<0.05), indicating that the research data is suitable for factor analysis and
information extraction, indicating that the validity of this scale is good.

This research adopts the random sampling method. During the autumn semester
of 2023, 500 students from private universities in Guangxi private universities were
chosen at random from a list of the entire students. The interviewees completed their
self-report questionnaires. A total of 500 questionnaires were issued. A total of 439
responses (87.8%) were received, the samples include 246 male students (59.22%), and 193
female students (27.8%). 60% of the respondents come from the undergraduate level, and
the rest come from College level.

Measures

The questionnaire consists of 54 items. Respondents were informed of their
consent. Participants were asked about their gender, grade, age, and type of university

they attended.
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Service quality (Yang, 2023), as assessed by Yang (2023), Hwang & Choi (2019),
and Yang (2023), comprises 25 items being categorized into five dimensions: Tangibility
(SQ1), Reliability (SQ2), Responsiveness (SQ3), Assurance (SQ4), and Empathy (SQ5). The
reliability coefficients (Cronbach’s alpha) ranged from .62 to .88.

Student satisfaction as developed by Wang (2015) and (Ge, 2016), consists of
10 items primarily focusing on Cognitive Satisfaction (SS1) and Emotional Satisfaction (SS2)
(Wang, 2015). The reliability coefficients were .67 and .79.

Measurement of student loyalty (Rao, 2018; Ge, 2016), based on a set of 15
questions developed by Rao (2018) and Ge (2016), encompasses three dimensions:
Behavior Loyalty (SL1), Intention Loyalty (SL2), and Attention Loyalty (SL3). The reliability

coefficients ranged from .77 to .81.

Results

To test the complex structural model of this study, this research uses the Partial
Least Squares Structural Equation Modeling (PLS-SEM) (Hair et al., 2022). A structural
equation model construction (SEM) technology is to estimate the parameters in the

outer model and inner model.

Measurement Model

To use the PLS assessment of the reliability and validity of the variables, this
study uses Indicator loading, Cronbach's Alpha coefficients, composite reliability (CR),
and Average Variance Extracted (AVE). To ensure reliability, the loading value of each
item should be greater than 0.7 and significant. AVE is an indicator used to evaluate the
effectiveness of the convergence of the structure. It is the average variance for the
extraction of all indicators on each structure. The value of the AVE should be greater
than 0.50 (Fornell & Larcker, 1981). The results fully confirmed the convergent validity
because all measures have an AVE higher than 0.50.

To assess the discriminant validity among constructs, Fornell and Larcker
(1981) propose that the square root of the Average Variance Extracted (AVE) for each
construct should be higher than its correlation with other latent variables. As depicted in
Table 1, the values on the diagonal, representing the square root of AVE, are higher

than the correlation coefficients between each variable.
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SL1 SL2 SL3 SQ1 SQ2 SQ3 SQ4 SQ5 SS1 SS2
SL1 0.846
SL2 0.505 0.87
SL3 0.559 0.526 0.856
SQ1 0.123 0.112 0.179 0.862
SQ2 0.093 0.09 0.117 0.603 0.845
SQ3 0.116 0.144 0.142 0.643 0.573 0.832
SQ4 0.118 0.128 0.106 0.63 0.645 0.636 0.82
SQ5 0.096 0.087 0.131 0.648 0.643 0.665 0.737 0.829
SS1 0.3 0.258 0.302 0.218 0.224 0.269 0.317 0.289 0.865
552 0.327 0.299 0.348 0.257 0.285 0.283 0.333 0.345 0.61 0.861

Note. The value of the shadow is the correlation coefficient between variables,

diagonal represent the square root of the AVE of the latent variable.

the values bolded on the

SL1 = Behavioral loyalty, SL2 = Intention loyalty, SL3 = Attitude loyalty, SQ1 = Reliability, SQ2 = Responsiveness,

SQ3 = Assurance, SQ4 = Tangibility, SQ5 = Empathy, SS1 = Cognitive satisfaction, SS2 = Emotional satisfaction,

SL = Student Loyalty.

The second measure for evaluating discriminant validity is the Heterotrait-

Monotrait (HTMT) ratio. HTMT assesses the mean correlation among constructs, with

values below 0.85 indicating sufficient discriminant validity (Henseler et al., 2015). In Table 2,

most variables exhibit HTMT values under 0.85, suggesting that the study's constructs

demonstrate good discriminant validity.

Table 2 Discriminant Validity - HTMT

SL1 SL2 SL3 SQ1 SQ2 SQ3 SQ4 SQ5 SS1 SS2
SL1
SL2 0.554
SL3 0.617 0.576
SQ1 0.138 0.122 0.197
SQ2 0.103 0.099 0.129 0.666
SQ3 0.130 0.159 0.158 0.713 0.640
SQ4 0.133 0.143 0.118 0.703 0.725 0.719
SQ5 0.108 0.097 0.146 0.720 0.721 0.748 0.835
SS1 0.329 0.281 0.330 0.239 0.247 0.299 0.354 0.321
SS2 0.360 0.326 0.381 0.282 0.314 0.314 0.372 0.384 0.667
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Structural Model

When the PLS is used for the effectiveness of the structural model, the R? is
used to explain the adaptability of the linear regression model (Barclay et al., 1995;
Cohen, 1988; Ringle et al., 2005), The larger the value of the R? the better the explanation
of the model (Fornell & Larcker, 1981). The R? value greater than 0.670 indicates that
the interpretation ability of the model is very substantial. The R? value around 0.333
indicates moderate interpretation ability. when the R? value is about 0.190, the explanation
of the model is weak (Chin, 1998). Researchers evaluate complete models by calculating
the R? values of first-order and second-order faces. From the results, most of the R?
values of most faces are greater than 0.67, which indicates good prediction and
interpretation ability.

Employing Partial Least Squares (PLS) to assess the structural model's effectiveness,
the study analyzes the path coefficients between latent variables by examining their

algebraic signs, magnitudes, and statistical significance (Huber et al., 2007).

Table 3 Hypothesis Testing Results

Path Original sample (O) SD t p
SQ -> SS 0.372 0.048 7.768 0.000
SS > SL 0.412 0.046 9.037 0.000
SQ ->SS->SL 0.153 0.027 5.646 0.000

The outcomes of the model are depicted in Table 3, with the bootstrapping
method being used to determine the T-statistics' values and standard errors (Chin, 1998).
The findings are revealed in Table 3. The positive impact of Service Quality on Student
Satisfaction is significantly established (B= 0.372, p<0.001); The positive impact of
Student Satisfaction on Student Loyalty is significantly established (B= 0.412, p<0.001);
The indirect effect value of “Service Quality ->Student Satisfaction ->Student Loyalty” is
(B= 0.153, p<0.01), the mediating effect of Student Satisfaction between Service Quality
and Student Loyalty is significantly established.

Using PLS for the effectiveness analysis of the structural model, the F? is used
to measure whether the independent variable has a significant impact on the
dependent variable. F? indicates that the value of the low, medium, or large impact of

predictable variables in the structure model is 0.020, 0.150, 0.350 (Chin, 1998; Cohen, 1988;
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Ringle et al.,, 2005). The standard for structural model evaluation is very important. Pay
special attention to the size of the interactive effect between the variables. In this study,
the effect size (F?) of service quality on student satisfaction was 0.161, and that of
student satisfaction on student loyalty was 0.204.

When using the PLS for the effectiveness of the structural model, the statistics
of Q* are the measurement of the correlation between the variables. The recommended
threshold is Q%> 0. The higher the Q? value, the higher the model of the model (Fornell &
Cha, 1994). The Q? value of all endogenous variables is greater than 0, and the maximum
value reaches 0.595, indicating that the measurement of the prediction of the prediction

between the variables of this model is good.

Discussion

This study confirms that service quality is a precursor to behavioral intentions,
significantly impacting student satisfaction and loyalty, aligning with findings by Cheng &
Michael (2020), Pelealu (2021), and Wonganawat et al. (2022). There is a strong positive
correlation between service quality and satisfaction, and between satisfaction and
loyalty, underscoring the direct and significant influence of service quality on both
student satisfaction and loyalty. Furthermore, student satisfaction emerges as the
primary driver of student loyalty, reinforcing out (Rasheed & Rashid, 2023) 3) and others
(Rasheed & Rashid, 2023).

The research highlights the crucial mediating role of student satisfaction in
the relationship between service quality and student loyalty, echoing the conclusions of
studies by Dangaiso et al. (2022) and Phonthanukitithaworn et al. (2022). This mediation
by student satisfaction is identified as the most potent factor in enhancing student
loyalty. Thus, the study contributes to a deeper understanding of how service quality
fosters student loyalty.

Given these insights, managers of private universities are advised to focus on
delivering high-quality services and enriching students' university experiences. By fostering
stronger connections and identification with the institution, universities can invigorate

and sustain student loyalty.

Practical Implications
The research on the relationship between the quality of university uniforms

and student satisfaction and loyalty can not only promote the development of universities
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but also have profound implications for social harmony and stability, as well as the
sustainable development of universities. With the advancement of teaching reform,
the pursuit of excellence in education, increasing the competitiveness of universities,
creating excellent teaching quality, and striving for parental recognition and student
satisfaction have become the direction of efforts for major universities (Chen, 2018).

In addition to competing for student resources, universities are also increasingly
competitive in terms of educational resources, student employment, and student
satisfaction. Faced with complex situations and new situations, building a distinctive
and satisfactory image for students is necessary for universities to achieve sustainable
development (Ge, 2016).

Therefore, universities must improve the quality of education management
services and identify student needs. By providing efficient and satisfactory services to
students, universities can enhance their satisfaction and loyalty, This can then support
these students to maintain positive behavioral intentions (Tan et al., 2022), Enhancing
the positive reputation of students and enhancing the long-term sustainable development

and competitiveness of universities.

Limitations and Directions for Future Studies

Due to the actual cost of questionnaires, the sample volume collected by
the Institute accounts for a small proportion of the overall, which may lead to a certain
sampling error and affect the accuracy of statistical analysis results. The sample came
from a single source which is an undergraduate student, and a random sampling
method was adopted, thus the generalization of the results should be done with care.
It is recommended that future research should extend the scope of investigation to
graduate students, or students in other areas.

At the same time, the researcher can also incorporate other influencing factors

that affect student satisfaction and loyalty, such as perceived value.

Conclusion

Service quality directly enhances student satisfaction, which in turn boosts
student loyalty. Both elements are crucial for student loyalty, reflecting the "mutual
benefit" principle from social exchange theory. The better the educational and service
experiences provided by institutions; the more likely students are to reciprocate in the

future.
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Student satisfaction acts as a bridge between service quality and loyalty,
embodying social exchange theory's idea of reciprocal benefits. This highlights the need
for private universities to innovate and continuously improve service quality and student

satisfaction to foster loyalty and support sustainable development.
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Abstract

This study aimed to investigate consumers’ demographic factors including gender,
age, education, occupation, and income that affect their decision to use the transportation
services of Thailand Post Company Limited at its Bang Phli branch, and to examine the
service provider logistics performance that affects their decision to use the transportation
services of Thailand Post Company Limited at its Bang Phli branch. The sample group in
this study included 400 customers who used the transportation services of Thailand Post
Company Limited at its Bang Phli branch. They were selected by using a convenience
sampling method. The instrument used to collect data was a questionnaire. The statistical
methods used to analyze the data were frequency, percentage, mean, standard deviation,
independent samples t-test, one-way ANOVA, and multiple linear regression at a statistical
significance level of .05.

The study results revealed that consumers’ demographic factors of gender, age,
occupation, and income affected their decision to use the transportation services of
Thailand Post Company Limited at its Bang Phli branch. Additionally, the service provider
logistics performance affected their decision to use the transportation services of Thailand
Post Company Limited, Bang Phli branch, at a statistical significance level of .05, with the
equation being, in terms of standard scores, 0.114 (positioning and integration with logistics
management) + 0.112 (work with transparency) + 0.247 (internal integration) - 0.003 (work
flexibility) + 0.412 (information systems and technology). The results of this study can be
used to improve logistics performance in terms of positioning and integration with logistics
management, work with transparency, internal integration, information systems and
technology. To enable service recipients to decide on the use of transportation services,

Thailand Post Company Limited at its Bang Phli branch has increased.

Keywords: logistics performance, transportation services, decision to use transportation

services, Thailand Post
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Barnard (1938) lanamasmanumang msiraulaiduiSmsvsenssuiumsanmaden
Pnvaneslmudelesagaening?
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AATIERNITIRRRENANKUY (Multiple Regression Analysis) tevaussauglunisyinau
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JayadnwazdIuyAAa U Jouaz
1. e
Y1Y 204 51.0
WY 196 49.0
2. 91
oenin 18 U 30 7.5
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26 - 351 85 21.3
36 - 45 70 175
46 - 55 U 27 6.8
8181131 55 U 37 9.3

3. STAUNISANED

ANIUSYINT 54 13.5
Uy 1nsnaaLiieuin 225 56.3
USeyyln 63 15.8
genIUTeyeyln 58 14.5
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Abstract

The objective of this study is to investigate the impact of brand equity, which
consists of perceived quality, brand loyalty, brand awareness, and brand association,
on the attitudes of Generation Y consumers in Chonburi province towards MG vehicles.
Questionnaires were administered to 424 Generation Y consumers. The sample was
chosen using non-probability sampling, convenience sampling, and purposive sampling. The
questionnaire was distributed via Google Form. A multiple linear regression analysis was

conducted.

The majority of respondents were female, aged 32 to 38 years old. A significant
number of them are workers employed by private companies, and their monthly pay
ranges from 15,000 to 25,000 baht. At the statistically significant threshold of .05, the
results showed that Generation Y consumers' opinions towards the MG brand were
influenced by brand awareness, brand association, and perceived quality. Nevertheless, the
attitudes of Generation Y consumers towards the MG brand in Chonburi province were

not influenced by brand loyalty.

Keyword: Brand Equity, Brand Awareness, Brand Association, Brand Loyalty, Perception,

Automotive Industry
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Abstract

This research was a qualitative research using a case study method. The
objectives were (1) to study the potential and readiness for organizing the International
Horticultural Exhibition in Udon Thani province in 2026, (2) to study the preparation
guidelines for organizing the International Horticultural Exhibition in Udon Thani province
in 2026, selected a group of 23 specific key informants by collecting data by document
study, in-depth interviews, observations and notes. The results of the research
revealed that (1) the potential readiness of Horticultural Exhibition consisted of 5 aspects:
(1.1) event venues, restaurants, hotels and accommodations, souvenirs and tourist
attractions. (1.2) Personnel, safety, services and facilities. (1.3) Business opportunities
and benefits to the community. (1.4) The process of organizing events from government,
private sector and to building brand awareness with the people and (1.5) environmental
impact. (2) Guidelines to preparing for the horticultural exhibition, consisting of
4 approaches: (2.1) reduction of procedures and operation time, (2.2) having qualified
personnel and work experience, (2.3) preparing plants to be sufficient for the event
and (2.4) marketing planning and public relations.

The results of this research indicate important element that will serve as
guidelines for preparing for the International Horticultural Exhibition. The government
and private sector or related agencies, should be aware and give priority to planning
management prepares for effective event management, benefit to the tourism industry

and other service industries related.
Keyword: Potential Readiness, International Horticultural Exhibitions, Udon Thani Province
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Abstract

The Objectives of this research is to study the factors affecting work efficiency
of Generation Y in organizations after the COVID-19 pandemic. The sample in this
study consisted of 400 Generation Y organizations. The questionnaires were used as
a tool for data collection. The statistics for data analysis included frequency, mean,
percentage, and standard deviation. The statistical for hypothesis testing included a
t-test, One-way analysis of variance, and multiple regression analysis at a significant
level of .05.

The hypothesis testing results revealed the following: (1) Working population of
Generation Y with different genders, ages, income levels, and job positions. There was
a difference in work efficiency in organizations after COVID-19 at the statistical
significance level of .05 (2) Motivation, Teamwork, and Work stress influence the work
efficiency in organizations after COVID-19 of the working population of Generation Y at the

statistical significance level of .05.
Keyword: Work motivation, Teamwork, Work stress, Work efficiency
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918 el N15ANY 218N Selasiaion YUIAUeIATOUATY d1unIN (Udlm J3uan, 2553)
way A998 L3Sl (2538) nanvin dnuadssrnsaans Useneusie 01y e 51ela 91
= = v Ao ¢ al ! = o '3
n13@nw Inedeldinuariilunasiildlunisuusdiunain Jesdnuvasdserinsaans
Wusnvazdfyuazainnannsainlaveslsens drefmuanainidvene sumvaiese
N131aNINNIEILUTEY 9 TnganuazUszrInImansNLaNANAUIE MTUARNYUENGRNTIY
wazauianinAnuazuaninginssueenuidnaiuluiie Jsdamavililunisiaudnyuy
s o = a a o | A
MUsEIInsAansnuanaiuganiiussaninmnisinuluessdnsiiuansnsiuiuesnly
wuIAALasngufingafuusegslalunisineu
noufaesladuves Herzberg (1959) tauadnanudiisnalalunisieu Usenaunie
Uadwansusens fie mnuianelulumsvinu uasanulifianela Falasudvisnavesdadeydla
(Motivation Factors) Miunisnszduaindusuiieiliussqinguszasaniaald uazdaderqu
vsoladweuntly (Hygiene Factors) Wudadedisananulifisnelalunisviieu
1) Yade34la (Motivation Factors) Wutladeiinedesivnulaensauaseusioms
meluvesiiyaraffidninalunisadrsnnufisnelaluau Usenoude 1.1) suarudisa
Tunsvieu nmsfiduswlunmsianuvesnihenuvsseutesliussAnsuazanunsauilatoym
! o8 o Y 1 a a = o & I & a = o & &
19 9 vilviauldegelivssdnsam wasllonudisagasiifiannuianelaluenudisatu
1.2) aunstasun1seensu Mstansgeusuanng TsAuTyruasias ity 53U
wandiiiufianiseensuluanuanings 1.3) dudnuarreauivh anuidnsednuaeeaay
MNEANNANIAVBIYARAKAEATINUANUIANANNTY Ingdunarilazdenasionnuiani
a a a ] ¥ U a Yo o =)
AuazUszansnmlunisiieu 1.4) auanusuiiaveulunuy nmslasulenalunisinaunie
a1 1 dl Y %4 %4 b4 a a o dl
nsfiduswlununlasuteunuiy 1.5) suanuiimiilueu Yssdnsanlunisyiiaui
ibndnsesyiiulalununsenmsidoutudeujiRaudisanudimving
2) Y938A19u (Hygiene Factors) iuiadelilninaulinels vnfiegiieme

sviliypainseeniuanminluey Jdlufinanansvien duiieungufussgdlaves Maslow

AB AIUABINMINUFIUNNNIEAIN UTENDUMIY 2.1) AMUAIRBULIY RARBULNULALEIARANTS

MAUNLAULAZFDARADINUUSLANTAINIUNITIINGIUNTI 2.2) AMUANNAUNUSAULNDUIINIU

'
& a

nsfnsedeasiuiousinaukasnsUduiusnadanudlagiukasiu 2.3) auuleuiy
LAZNISU3MTEIANS NsTANIsulauBvedasdnsIudaIsnIsinunswagiissiasgiady
5554 2.4) auanuduatluny yeansiianuiilainnuvesiiesdanuduaainsaiule

Toluaunes 2.5) AUANNWINEUTIUNITVNIUY @0NURLUNTSYNY WU ALEIN ANUlasnst
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A

uazgunsallumsvhauiissmensuafumedianunsovinliussans awlunisiaiusenunls
08197 (Veriunt avahmgeens, 2562)

Tneiladoiidsnariaussgdla Uszneuse 2 Jade loun Jadeqde Jeazdmarnoussgdle
Tumsvinulaeasswaziadednqu Wudefeillidmadeussgdaudannsoaisanufioels
Tfuyeansle esdnsdamsiinisdiunisiionsvaussluiiadoeammnzan lefinaly
nsaseusegalalunisviiau

wurAnuaznnufeafunisinaeuduiy

a

) [ =1 = [ = Ql‘d a a a ) 1 1) [~ Qll
159U uNN DoLdudnUavunidndnausea@ns A nn1svinausuny s Junisi
nauAulueIAnsuTNAIny lnedinguszasanazidvunameniu In1serulunisiiau
5 d' L% o 1 o d‘d a a d‘ ¥ 3 U a
wagaad minendaau ihlugmsvihnuniivssansamieliussaidvanegesdng dgson
199598 (2560) Na1711 a9rUsEnaUNIsYIuduy Usenousme 1) aunisildiusiulunis
MU @I luRuddIusINeInUNITFnaUlal LI UNAULEITEIUTIY 2) ANUNISERANTREN

a

s 3 Y 5 v o a
Wae yaainslussdnsatuisanansanuiiulaesgnslunsanialinisanduey
a a a °o & 1 ° ) I3 a o s
fUsgansamuazUseaunudnsa 3) dumsimueingUssasruasidmanendaiay oshng
WalemalvidnaulussinsivuaingUssasasiuiu welisz@vsamnisianuduldly
a a (Y (Y ¢a o v = v o 6 a a
rmadeniukasussqinguazasdninun 4) smunsiuyseduius ypansinnuussawnd
mefu dannudinilouazaiunuldegnaiiassaieliuszansamnisvisutduiuaule
5) snunistimulindageiuwas iy uranswediuuasasnsiseiy veusuluauaiuise
vosaundntuiineg1aeisla lnglumsiuduiivazdnisdeuslvi 4 aneulufivediaue
Toenmsheaduiindedudnuilsadelunsyiseduas i inge vhliyaainsiiaiuannse
Tumsusulsenuuazimudteluniouiuiin Tnanisvirauduiiuiulidl uiiedaadunis
Muuiulazaienanuuiudnnsdade lUdinsiiudszansnmnisinguluesdns
Tianndule
a a a o a °

wUIRALAN U NEINUAMUATEATUATTII9TY

ALLATEAIUNISYINNUL 889 N1IEN9I1NY FnlanasngAnIsunianswan
Au51919 9 2199UNANBAUETRIUNYY Tanudnanunaduainauld lneauina
LAZLANINIINMBLazNg ANsIULngazannauUszavEn1mUeINsvinaule (ums duaside,
wazAny, 2561) Ing Robbins and Judge (2013) Na1731 SnwalznInma3en wuseanladu
3 779 Usznoudie 1) 9979018 1ngdIulInAuA3onasaniaonesenie Wy 81013
e usubinduanunsadwaneUszd@nsnmnslaiinuaznsvingu 2) nedala AunIen
Tumsihawibiieaulinelalusnuldnisaansulszansamnisianulalussezenla
wWueaiu lngazdaanisdnlalagazuanseanlusuuuuresniuiannanuiainuinnina

3) NNGANTIN ANNASERITNgRnTIuAsUlY 1w n1sguuns nsuslaaldeuly
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lngladnnuessnannisvinunnauduldilianuaunsalunisieuanas kauuga
Panulsgazeaillgnisarsen Fennuaseafiintuun -Yestuludissdnsiuiun
f1suarUTulTgULuuMsiauiedasuUsEansamnisianulussAnsuaziievinly
donndesiuusuvanumsalludaguiiovlviyaainsanusaviinusiuivesdnsdelula
Tuszogen
a a o o a o

wuIRALaENqEfNIRUUTEANSAINAITINI

Peterson and Plowman (1953) nd@1331 Useansamlunisusmsanumenisuin
duavssuinislulSunauaraunnidesnisnglussgsianivingay wagduuiosiign
nanlaindunisliieedidmunede nsfivsz@niamluauselivssqlmneniivuali

= v . Ay vy o« = I3 a
gean FeUsenaunle 1) AUAINYEI9IL (Quality) uinladesinunin FeesAnsvionas
AU URnudanuianelanazlasulssloviasan 2) USunaeu (Quantity) Kavesaufivh
sosdulunuunasguinndd 3) nandldluau (Time) watlumsviaudeadinanumuizay
4) Alaane (Costs) Algeludmvansmlivnunmunsoiiemeauvisnzay TneUsydvsnm
Tupsvhautuaunsadalianmslaninensildliegrequen wasiinusylovigengn waz
nauniseninazsesdinanm wazdulumutmnefissinslansliinniign Snviaszansnm
[ 3 ! S o o < iaa A
nsvindluesanseing o dudunisinunianaainanudusgifuasnanunumelaves
UARINT M3NaUsENOUNITVRIRIANT LagNITvINUNTANYITMIY wasnadnsunean
fivszansnni adeiiiertodlidnazludnvauznussvinsmans wsegdlalunisinnu
o < = o & A ' 1Y) D B ] a a

msvhauduity weganuasealunisviiny Wundiaulaindadeladdasiinareyssavsam

Asviaulueedns

I aak a v
52 08U35 luN157398

Usznsuaznguiiegadildlunisdne Ae Uszng Generation Y MiAnlutas
WAl 2520-2503 (NFUGUAMAR, 2563) Tauneulazndsaniunsal COVID-19 1eda1n
Uszrnnsiivualugiuazlaimsuduiduey §iduimununavesngusiiedis Ineldgns
Y94 Yamane (1973) wuulimsudunuuszvins lnefmunsssuaadesiu 95% wagaam

Aanataigensulalaiiu 5% (Faen 1nalvdveaywn, 2561)

ZZ
ans  n = —
Y 4e2
e n Ae wIANguiIeg1

) d' | va o

Z fie seuanulesiungIdeimunlin 95% @awwiniu 1.96)

b

a i d' d' v vy ° vl
e fAv mmmﬂmmﬂa@umﬂ@mﬂ@ Iﬂﬂﬂqﬂumlr‘]w +5%
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dishanunuanlugns wlananssialuil

= 384.16

1 L% 1 d‘ = a v gj d’jd o 1 d‘ b4 1 o 1
YAraengumeg1nltlun1sAnuidelunsalife 385 g ielvinquiiedi
AsoumauUsEvINsivan wastasiulinnainionafnvuainnisneuwuuasuaulinsudiou
§ Ya v = Y @ LY} 1 AI = 1 Y] ] o [ a o 5 dy 1 [
anysal {ITeTalanudegnuniudn 4% vwnnduiiegsdmiunsidsluasetiviitu 400
(Fae MNealvgdna, 2561)

o

Tun19gudiaege Tunaudl 1 3N15gukUU1$9 (Purposive Sampling) 1ngvinns

wanuuvaeunukuueaulal MnnguntinnuuTENATwesUsTaunsallunisviauude

£ L3 o ! Aa a d‘ Y o I a (3
Famueaulall Facebook $1uu 4 NQU NUANITVNGINER T lavinisdsdsiuuuaeuaunely

Y 9

'
Y a

nauLazsunenasstenuivandnlungulae fnuananuuuasuanlviiugiifisedest
Tungudinamuasdonduiflireviuuuasunuaduinnousiiiu 1w @eya a ufl 20
AAIAN W.A. 2565)

- Jusu Office Group UaguanAsuUszaumsalvina fandndwan 23,000 Ay

- YUIUBNIUYBORUFPY TaunBnduan 13,000 AU

- NywdRuieunuglug (@willskills.info) Taun¥ndiwiu 9,000 AY

- Jobs for New Gen sauaudnaul by conNEXT LFu1InIUIU 5,800 AU
funoudl 2 duiegruuuusiy (Stratified Sampling) Tesiuaueg luusaengy
Tusuneudl 1 saurisdu 50,800 au Tnsidendruauiegmndndiusuiuresanndn

Fupeudl 3 nsduioensuuUAZAIN (Convenience Sampling) A398911N15UAN
wuvasunuEuAsevIsaaulatlugeniasiig q waslingudlegradiuvinuvasuay
UATUAMIILILTFDINS

insesflofiltlunsmusudeyaniside Ae wuvasuam (Questionnaire) Fa53de
a9t unnsnunadeyauasngul ludnsuzvesniwuuuaeuniuiidedeniadila
Tnedndrduidevuuvasuniulinsouaguieyaiinesnis dsuvsoandu 6 dau dadolud
1) Aowdansesdiuiu 2 4o 2) wuuaeununiafudnuasyssrnseanivesnguiaogis
F1UIU 7 To LauA 1Al 878 SEAUNITANE d0IUN N SEAUTIElE 91T WasTEAUAWALNIY
3) wwvasun MR LS dlalumshay $1uau 22 e Teelssimunuazsuusauuuasuay
11970 Herzberg (1959) 4) wuuasuaanignfunisieunduiiu w10 4o Tagldwawn
LazUSUUTILUUABUAL 11910 5BRN 29w5en (2560) 5) wuvasunuAeafumsaTenly
mavihnu 1w 7 U8 Tnglainutasysuusaiuuasuniu 11910 Robbins and Judge (2013)

6) wuvgeuauAgInUUsEANS MM ITnUlUeIANseIUsEYINT Generation Y vidsanUNTTal
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COVID-19 91u3u 4 U9 aglawmuuazysuuisiuuaauny 11310 Peterson and Plowman
(1953) IneidudnwarAaunuuasuaulaisln (Close-ended response question) tnedl
LI LALUUIRS AU sETUAT 5 58U (Likert Scale) Tnglddayaussinndmniadu
LAZNATIUNTWUAAIUVINEAAZLULT B ILUSTIFNBINULLING 8fgyayn 39013 (2563)

Mntuthuuvdeuauiivulsad Tl denvganaseuaugndes wangam
Fesmsadiuion weusuussdnadsdeuinlunaaedld anduishlunsaeuanudesiu
(Reliability) Ingtilunaaeu (Try out) Aunguiaegeifidnwarindidsafunguiaogiads
1w 30 Y Taemsdunuaidlsavisiearh (Alpha Coefficient) TngAgmsuinmesnseutin
(Cronbach) @ssanisnaasuAiaandesiuveanuuasunulaesiu dAegi 949 Feiiedn

gousule waglunismAtgiunadiuunsiete (Corected item-total correlation) difnag

58I .719-.946 FadealAunndn .7 yndeddeiranunsaldla (faen NalvdUyy, 2561)

aaaniglunsinsesidayalagldlusunsudnsagudmsunmsimszidayanis

d08A SPSS (Statistical Package for the Social Sciences SPSS for Windows) Ingn1satasigi

v
v a

Toya (ffae Nalvddaywn, 2561) il

1. A@dALTInsseUUN (Descriptive statistic) Usgnaunie A13esas ARy uag
Ardudsavunnsgiu Iessidoyaneduusegadalunsinu meanuluii uae

AnaesEalunsyhaukesdeyaneltulsEangannsihnuluesing

2. Msasgvideyalagldad fidaauunu (Inferential statistic) Usgnaunie
ad@ Independent t-test Lag@ffANNLUTUTIUNIULAYY (One-way analysis of variance)
laednssriauuRgIun 1 a3 Independent ttest wazatifAMUWUIUTIUNIBAET (One-way

. . a ¢ a Y o [ o [ =
analysis of variance) M3iAsIERauuAgIuden 2-4 ussgslalunisinau mshawdudiy
wazAATEAtuNISINUNdwmanaUszanS nmnsvineluesinsveslsesins Generation Y
wiaEn1uNsal COVID-19 seatiavaaeumLduiusLUuanneeIdmyan (Multiple regression

analysis) 1ne35fuUsIU LR (Enter Regression)

NAN1599Y

NNTIATIZNTYaTRINGUAIBE1N NuTEReuLuasuaNdlngiTumAnds
191U 210 AU (52.5%) agluyi9eny 30-36 U F1uau 242 Au (60.5%) dseaunisanuie
TusgdumnimiadiouminUSgang $1uau 338 au (84.5) Tanunin lannsengn31y/
weniueg/ming 31U 342 AU (85.5%) dsviuseladae 15,001-30,000 UM F1UU 203 AU

(50.7%) 913 nndinauusEnkazdy 9 91U 299 A wazdidwnisnuluseauuioanis
113U 195 AU (48.8%)
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M13199 1 HanTATideyawseglalunisviauvessewng Generation Y

“AIEn1UN15a] COVID-19

wsegslalumsineu X S.D. wlana

AUANRNDULNY 4.06 0.674 GR
sunmduiusiuiousma 4.48 0.614 GAEN
AUULEUIBUAZNITUSNTOIANS 4.35 0.729 GAD
sueusiuadluay 4.04 0.904 gann
AuanmuInaelunsvineu 4.32 0.627 gain
suaudsalunsienu 4.43 0.571 gann
AuNsAsuNIsEaNsy 4.32 0.666 gan
Pununzve sV 4.36 0.648 gann
AuANUsuinveuluny 4.40 0.833 gaann
AuANNATIEN U 4.32 0.782 gan
57 4.31 0.514 geunn

N5 1 wansiieseideyatisaduusegalalunsiauyesszuing
Generation Y #asan1un15al COVID-19 Tunnsiunudtusagdlalunmsvinuegluseaugeun
fidnadsiniy 431 wardidrdudssuunsgiumitdu 0514 fuflofinrsundunediu
WU Fruanudusiusfudteusinnu sumnsdisalunu sumsiuiiaveulunu fudnvasy
Yesauih suulevisuaznsuImsesdng suanmundenlunsyianu funsldiunis
gousu wazauANA1ImTN LY grauwuuasunuiinsegslalunisialusedugann
firadewinfy 4.48 4.43 4.40 4.36 4.35 4.32 4.32 uaz 4.32 PG drusuAmBULY
wazsuaaiuadlununeuuuuasunuiiussgslalumaiaulusefugs fanedeminiu
4.06 way 4.04 AUARY

= a (84 [ [ = .
f19719N 2 Naﬂ'mLﬂ'ﬁ'wwua;&amammmﬂuwmawizmﬂﬁ Generation Y

MAI@UN158] COVID-19

msvheuduiiy x S.D. wUawa
Aunsilausnlunisinau 4.16 0.564 GR
fumsieansesalame 4.46 0.668 4N
sumsimuainguszasduazidminefitaau 4.3 0.667 RN
AuNsHuYweduRuS 4.47 0.604 gaun
sumslimaliladsiunaz iy 4.45 0.577 gan
59U 4.38 0.488 geun
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PN 2 NamslegdeyaieiuMhauduiinvesUsenniGeneration Y
vdsanmumsal COVID-19 lunmsamuitmsvhauduiiueylussiugann Teedewiniu .38
uagilidudoauunasguviiiy 0488 Jaslefinsanidunesumuindumsiuyweduiug
srumsdeasesnadame sumslarailindedeiunasiu uazdumsimuninguszasd
wazidmnefidaay freuwuvasuaiinsvhouduiislussdugenn faeds windy 4.47
4.46 4.45 uag 4.34 muawy drumunsidusinlumahnudpeuluvaaunuidniginau

Dudinlussavas denedewindu 4.16

M13199 3 HANTIATIZIYEYARILASEALUNTYINAUYRIUTEYINT Generation Y

#a9@n1UN15a] COVID-19

ANALATEATUNTYIN9TY X S.D. wlana
AUAALA 3.82 0.997 6N
AUl 3.84 1.201 GN
AUNGANTTY 3.92 1.256 6N

39U 3.86 1.087 a9

1NATNA 3 HaN1TIATIgYiteYaligIfuAUATEAlUN1TTNIUYeIUTEYINS
Generation Y vidsan1un1sal COVID-19 Tunmsiunuinanuaiealunisianueyluseaugs
a1 N [ a1 ] Q{' (Y = A a <) v
fiAadgwinty 3.86 waziirdiulstuuunsgiumingu 1.087 Fulleiansuduseaiuy
WU AUNGANTIN UMY wazaudnla greunuuasunuiauasealunisvinuly
seRued dAafewiniu 3.92 3.84 uag 3.82 AUANY

a N ¢ a a a ° I
M1919N 4 LLﬁ@Qﬂqﬁ'ﬂLﬂiqg‘WL‘Uiﬁl‘UW]UUUﬁgﬁVIﬁﬂ']Wﬂ']i‘i/nﬂ']lﬂ@ﬂﬁ'ﬁﬂu@ﬁﬂﬂieﬂgﬂﬂigﬂﬂﬂﬁ

Generation Y #ia3@n1unisal COVID-19

Sig.
ANwUENIUTEVINTANEAS Uszansamnismauluaeans

LN .000*
1Y 000
SEAUNTIIANY 016
A0IUNN 961
DTN 883
seausela .046*
FEAUFAIMULU .000*
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91NANTNAN 4 NANITIAIIPRAUUAFIWAIBEDA t-test Laz One-way analysis of
variance WU31 ANwMEN1aUTEYINTAENT e 818 SEAUTIEle ULagsERuAurUui

WANANUTUTEANS ANN5YNULUBIANTLAETIUVBIUTEIINT Generation Y MAS@nI1UN5A]

[y

COVID-19 upnsinaiu Tnstnagiadusz@nsaimnisinaulaesanlussdnsuinnilinanegs

=

Tugaeeny 30-36 U fiuszAniamnisinuluesnsinesiuiinningiery 23-29 U Ussns
Generation Y Nilsgausiela 30,001-45,000 U JUsEaNSA1mnsvinaulaesiuluesAns
1NNIUTEIINTIBTMNNUNTTEAUTIEIANININ 15,000 U LagluseAUMALALISEAURINTLN9TY

wazsuadanstuluiivsyansamnmsviaulussinsingsinunnninssaumuwrdal UAns

Y

va o

AIdeeyauinseiienauaRgIu 2-4 Rdelahadiunldiennaeuauufgm

lngldignmsiinseinuanaeeiBanyan (Multiple Regression Analysis)

M13199 5 uanaman1Tiiasgiauanneenan usgslalunisvihuiiavsnasde

UszAnSn1nn15vinaulueednsueslseuins Generation Y Aa9@nIuUn1Sod

COVID-19
UsganSawn159i19u
wsegslalunissinau b  Std.Error B t Sig.
(Constant) 1.765 173 10.185* .000
FuAIMBUWNY (X1) .054 .038 .080 1.423 .156
FueuduTuSTuiouTIaL (X2) 018 039 -025 -476 634
AuUleuIBLazNITUIMTRNANT (X3) 022 .037 035 584 560
sruaasiuadhun (x4) -053  .029 ~105 -1.818 .070
pruanmInaeulun1vingu (X5) 103 .038 141 2.698* .007
auAnudusIlunsIiay (X6) 195 .047 244 4.132* .000
AUNSLASUNITEBUTU (X7) 082  .039 119 2.070* .039
FUSNBATVDIUTIVI (X8) .087 .043 123 2.012* .045
fuANNSURAvaUluaY (X9) .090 .043 123 2.108* .036
AUANUATINTNTU (X10) 026 .034 .045 763 446

R = .622Adjusted R %= 371 R = 387 Std.Error = .362

31915199 5 usegslalunisinau Jaderqu suanimwindeulunisvinau

Uadegala uanudnialunisvia dunslasuniseeusu sudnvazresuini way
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auANUsURAvaUluu dnSnasneuszansnnnisvinaulussnnsueaalsswins Generation Y

1Y a

widsanun15el COVID-19 agneiifedndnymneadffisediu .05
Feduranismaaouauigiunuii Tunmsandta 5 dw elinszsieniuanass

\Tanmiaa (Multiple Regression Analysis) wu31 usegalalunisvhauad &J@?’H;u AMUANNLING B

Tumsieutadegdds duanudusalunisvhau dunslasuniseensu audnuazaes

=

UNY waTAIUANUSURAYaUTUIIUTa1uIalunITneINsainsaldnSnasamiwUsnny

$oway 37.10 (Adjusted R %= .371) Feanursalisuduaunisdadeninadeussdnsainnis

[

MUlURIANTYRIUsEUINT Generation Y #asan 1UN15al COVID-19 1Al

Y = 1.765 + .103(X5) + .195(X6) + .082(X7) + .087(X8) + .090(X9)

A13797 6 wansHanITIRTIziANaaneena nsvhauduiinddninasdeyssdnsam

Asvi1uluearnsveslsEuInsGeneration Y #aIdn NSl COVID-19

UseANSAINNITYINU

nsviududia b Std.Error B t Sig.
(Constant) 1984 174 11.402* .000
punsiausanlunsiieu (X1) 092 043 114 2.136* 033
funsdeansegnadawme (X2) 107 041 157 2606* 010
AuNsIruaIngUssasd 133 038 194 3506%  .001
wazithunedidaiau (X3)

AunsHuyweduIus (X4) 045 045 060 1002 317
grunstirnaliladetunastu (xs) 158 .043 199 3.651*  .000

R = .575 Adjusted R °= .322 R = .330 Std.Error = .376

v o w

*TudnAyneadAnTzav .05

d' o I = i a0 | o ¥ dl ]
1NA15197 6 N15YIn Uiy aunsiaiusiulunisyineu a1unisdaeansesng
U arunisinuaingussasduasidmunendaau wagiunisiinnulilagsiunas iy
135 wasaUseans MwnsyinauluesrnsvasUssrIng Generation Y #asa@n1un1sal COVID-19
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Abstract

The objectives of this research were as follows: 1) to study the service
marketing mix, the mobile technology acceptance model, and the customer’s decision
to use GHB ALL application provided by the Government Housing Bank and 2) to examine
the influence of service marketing mix and mobile technology acceptance model, which
affect the customer’s decision to use GHB ALL application offered by the Government
Housing Bank. The research survey by questionnaire and sample group consisted of
361 customers from the Government Housing Bank and using simple random sampling.
Descriptive statistics and multiple regression analysis were employed for data analysis.

The research findings revealed that the service marketing mix, the mobile
technology acceptance model and the decision-making process of the customers'
usage of the GHB ALL were the highest level. Additionally, the service marketing mix
and mobile technology acceptance model had the highest level impact on customers'
decision to use the GHB ALL application with a statistical significance level of 0.01.
The forecasting equation was able to predict the decision to use GHB ALL Application

with an accuracy of 86.60 percent.

Keyword: Service Marketing Mix, Mobile Technology Acceptance, Decision to use

GHB ALL application
unin
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