ISSN 2351-0579 (Online)
Un 11 aUURA 2 nsnAL - SUYAU 2567
JM&M Volume 11 Number 2 July - December 2024

Journal of Management & Marketing

Rajamanggala University Technology Thanyaburi




NIANTIVININTNAALAENTIANTT WInerdemalulagsvaenasayys
#1 11 aUuil 2 nsngIes - SuAY 25 .

915613IYINITNITABIALALNITIANTT U INBaeNAlUlaETIYUIAASYYT

Journal of Management and Marketing

Uil 11 aduil 2 nsngax - Sunes 2567
Volume 11 No. 2 July - December 2024
ISSN 2351- 0579

Online
https://s005.tci-thaijo.org/index.php/mmr

UszaRA

1. Lﬁ@LNEJLLWi'Na@’m‘immiﬁﬁ@mmwwé’mmw‘%mi IANS LLazmimmmmqﬂmmﬁ%
Ml LaENEUBNUNIING1EY

2. JudenansdmsunisuaniUdsumudadiundvinmsvesaananse thisng $hivy
Un@nwn LLazqﬂﬂaﬁﬂ‘U

3. W uuva slunisd S uuasWaundnean1mn1en1s3 T80y rains Aua1sd Wnide
UNIYINS TNANY LLazqﬂﬂaﬁﬂ‘U

ERRILN
ANEUIMNIIINT U Inendumaluladnvuanaiyys

NBIUTIANGNNT 21FA15IVINTINITAAIALELNITIANTT N INedemAluladsnvuenasyys

e :  sesmansansd asnd g U ANUARANIEUINIITIND
599FNEANIINTY AT.ATINY Buninde ToRURH I AUARUTMTIVIMS
$09MANT1913E A T seennUAEeimuNINAN Y
AIEANENS19158 A5.94F ASURYAD FRIAUAENEIYINS
AIBANENII19138 AT A TRINUURARNEUTIITUAL N

UTSUISNIT : 599FaMN519158 A5.Udle J3umn

NBIUTIUIGMS ¢ Professor Paul G. Patterson School of Markerting

University of New South
Wales, Australia

Professor Sak Onkvisit Lucas College and Graduate
School of Business
San José State University,
United States

Associate Professor Rujirutana Mandhachitara  School of Business and Economics
Pennsylvania State University,
United States

Associate Professor Randall Shannon College of Management
Mahidol University



Journal of Management and Marketing
Volume 11 No. 2 July - December 2024

MARSIATE AT.NUaYUN avisvmuanal  AslgwllvemansuaznsUYT
PAINTUUMINE T
AEn319138 AT YU AuzMsTANIssvioadien
anulndiniauuInsmans
FOIFERTIANTY AT.AaeN NHITY AEN I TIMERI LAy TR
PNaNTANING R
JOPNENTINNTE ATAITIA LN WNFYNIIANT WM RELAa
T9IFNANTIANTEY ATNNENS SUES ANZAATYEANANS
PNaNSElMTIVENSY (nHeaee RN
SO9PNENTIANTE ATIEYAS La3eynil AEUIMNITINAMAENSURY
UMINGNYYBULAY
JOIFNENTINGE AT SEANIS W38eNa AEINENAMENS
WNMINEIRETALA (NHeney Trms)
509Man19158 AsdNsal danselvn AEANYIANENS
WM INERElUEsTINIEIY
JRIANENTINTE A5.BUNNE WsENa AnrUIMIgINaLiladany
WNINYIRLASTUASUNTILIN
T8IFNANTIATTGNIAT F3NARN Az UISEIRaLladany
WINYIRLATUASUNTILIN
FOINEATINTG AT.NAMEY B U ARTUINIITING

WINIRENALULAEIIVIAATTYYS

AMZNIIUNITNAUNTIUNANUATYTUY (Internal Peer Review)

AIEAENS19158 AT.UYAE LAWY ANZUINITINA
wIngaemalulagsvueasyys
HYILAIARNI1A158 A3 ASASIYRA ANEUSYNTIINT
wIngaemAlulagsvNnasyy3
HYILAIERNS19158 A9.53NYU duun ARIEUIMNITIND
WInendewmalulagsvienasyys
HYILAIANI19158 AT.gAUSTING adus ANEUINTIINT
wWIngaemalulagsvueasyys
fehemans1a1sd ns.asusea dudnd ANEUINTIINT
wIngaemalulagsvueasyys
919158 A3.guu Yansudl AEUINITTING
WInendewmalulagsvienasyys
919136 A3.UTY sz ARIEUINNITIND
wIngaemalulagsvueasyys
919136 a5 Al quatan AYUINNTTING

wIngaemalulagsvueasyys



NIANTIVININTNAALAENTIANTT WInerdemalulagsvaenasayys
#1 11 aUuil 2 nsngIes - SuAY 25 .

ANIZNTTUNITNAUNTBIUNAIIUN8UBN (External Peer Review)

J0IFNEANTIA5E A3.2995508 WHYSAS Jaudin@nwanvimeluladansaune

WMivendegsnatading (ndenenyms)
J99MANI1A158 AS.TERNTIU W38eNa ANIEINAENS

WMINENREI AWM (S8 519n13)
JRIANEANTINTE A5.BUNNE WA AzUTvIgIRaLiladan

UMY ATUATUNT LT
T9IFNANTIATEGNIAT F3NARN AuzUITMITIRaLTlad R

UMNINYIDYATUASUNT SR

AYIEAEnTIse asAseiand aydvnuwt  Uasiieviend uvmiviennesnigaunan
HYILAERNI19158 A5.35101 WIUNNTIE AYUIMTTIND UNNINYEYTNN
AYEA1ERT19158 A3.5908 ATITIOUL ARYUINNTTING

UAINYIABLNEATANERNS

ManI1ansd asnudng wallesind  dndunisBasy

v eXe

FIUAENTINTG A5.807901 BunIalrd  AzgeamMnITkasnalulad

e

UMNINYRMAULAEINTUIPADEY

AIEAIENS19158 A9.81M8 WINAEDYS Az U ALarINgINITINNIT
UINIRRITBAYIUINDN
919158 AT.WTENS WalsugIUWA HeunensieITenane
U 1wty (Usewelne) 9110
9139758 As.difey Quy WendemeliauTza
UAINYIFEUIIBNATIVURATUNS
HYI8UTIUIENS :
HYILMIENs19158 AT.A881 A19T9ANA ANEUIINTTINT
wWIngaemAlulagsvNIRasyy3
WA EY angailu ARLUINNTTINT
WInendewmalulagsvienasyys
d11Inanu :

a =

ANEUIMNITINT W inendewmaluladsvinadyys 39 v 1 auusadn-uasuien (Aaeamn)

] Y

[ o

gLnayys Jwinunusiil 12110

Aules - http://www.mba.bus.rmutt.ac.th
dula mmjournal@rmutt.ac.th

NSy : 0 2549 4822 Insans : 0 2549 3243


http://www.mba.bus.rmutt.ac.th/
mailto:mmjournal@rmutt.ac.th

Journal of Management and Marketing
Volume 11 No. 2 July - December 2024

llllllllllllllllllllllllllllllllll>

fomnuvienrudaiiuiivnngludemvesunainudiig q luansansisinisnisnata
LazN15IANIS WInendewmalulagsivnasyys dodunnudaiuiazausvilnveulnenss
V99 mjﬁmuawmmﬁgu q Tldanuiiuiazanuiuiaveuls o vedlasinsUTyyln AngUINTgINe
wnAngrdumalulagssusnasyys yanaladanussasdazindaninule q lWiuimeunsse

AodlisuaunnNleunungrineIceavdnavnelygainidivesunauny - neu



NIANTIVININTNAALAENTIANTT WInerdemalulagsivaenadayys
iﬁ 11 aUuil 2 nsngaau - SunAy 2567

UNUSSUISNIS

(% bl

AEUINIEIRY anivendomaluladsvnasyyd Idmimnsasivnisatiul
ogsdaionnduli 11 Jagdunsanslasunmsussidunnguddvinigsrdansansine
(Thai-Journal Citation Index Centre) Teglungudl 2 (TCI 2) uagnsansazenszivanmsg il
ansadgnguil 1 dmsvatuiiasuszneulude unanudde $1uru 8 U uas
unuUTviminilede 1 unaw lnedidaulannuming1desing 9 deunauinAiuiiHeuns
219 UMNINY1FUSIAN, UNINYIFLNBNNTAN NG, UPINYIBBLNWATANERS INSWIAFTINVN,
UNNINYIFETUYT, WM INIFBUMIAITAY, U Inedemnaluladsivuenadiuun d1dng,
uanerdemalulagsivueaaaiuun Weesie, uninerseinalulagsivienasyys
International Division of Shenfu Yucui Experimental School Hudu

yeNesUTIABMsWaT AL SavhwevaUNsEAIT e sUNALY VLT FE U A
unilesmfumeEunsosdauiTiulsyloviddenulunening uas veveunuiiiddiusnily
mslsinmsativayuuasilinsasaduidamuauysaimnddnms feeneduimamineds
AuEMIRaNd 19sduasdmihfivesnuzuimsgsie uasniuduedredainazldfuany
Sufewazmativayuainynviululenanthduly

599FA@R519159 A5 UdAN J3uan
UITUITNNS
SUIAN 2567



Journal of Management and Marketing
Volume 11 No. 2 July - December 2024

e A

GUETY
Ve
UNUTIUIENIT (509A8R919158 As.UdiA1 Jqua)
UNANIY
% Uadvifidvinademsindulaliuinismudeanddsneves fslaeludmiouums 1

i Smsssind uag 1au) Aadieessu
< nagnsmsnsnanaLileRadansuasieaied ndsaniunisal COVID-19 meldideuly
mMs3mndeseulaseidunain Sentiment Analysis sunaln Chat GPT nsdifinen
matenasAudeseluAvens 24
AT VUNUIUAY, quuis INgSARANAN, u9PANT ATITY Uax Uoegy ATTY
% Uadeiidmasensinaulatesmsiindaunainiie (Plant-based Food)
NGNS 40
1990500 AN ko annTIAE LAY
»*  THE IMPACT OF WECHAT USAGE ON INFORMATION SHARING AMONG CHINESE
SECONDARY STUDENT S 58
Yang Zixuan
o ﬂa%’a‘ﬁﬁqmaﬁiammé?ﬂﬁﬂuﬂ’ﬁ%’wm‘iaiagﬂLLUUé’juﬁﬁImwmmm vuuaUnaATY TikTok
U9 Generation Y Iuﬂgamwwmm ________________________________________________________________________________________ 75
WUNIG YATA), SN59I5U (eaunsiiviand , YaleTs dnsunan, wWilkils unaunaad
uag 9730s Farniie
o @mmwmﬂﬁu‘%msﬁﬁqmaﬁammé?ﬂﬂ%%miegwmqﬂﬁ”’] dninanudaInduiavnaruinnans
WarUNAg oY UnumMsassuesruienalaveslus S, 98
JUINAA LGANTUEIFY, FUYIE IGANTUIFY, 0587 991U, qu7 gNEINeTA
uay Usey Nagelsadiasy
% mnwdimelaludiuyszanvnamsnanuaz AaAaT AumidssaseauinAvesgnAlunis
Tgusn1ssunuwn: nslfner wmenel WA 118
suNge naWIElYe Uz 8338 AsgAlA
% Jadvanunmdinlumahonuidwadenginssunaduandniiflussinsvenyaansmauia
doaranAuas ownellesas dwieane 132
F5058d unaluay, ualsod dausly, Aaersmd am, 3557 lveas, nunassal 139007
Uaz H99TH Aulsvaou
unUsviAuniieda (Book Review) guus Aunasigy
“MITIANITIAVA AN 155
YauLUALAzUlEUNIENMINAUNTEIUNATY 158



NIATIPINTNINAIAUELNTIANT Wy Inendemnalulagsvunadyys

U 11 atudl 2 nsnges - Funen 2567

@rrsssssnnnnssssnnannnnnnnnnnnnnnn@

a 1

Jadeniiansnadenisindulalduinisaudasniidenigvas

v

HUSLnATudamdauunys

[

FACTORS AFFECTING CONSUMERS’S DECISIONS TO USE
FITNESS CENTERS IN NONTHABURI

T g1nssenl! way Mawn Aalssessut’

Watana Ampanrat! and Wasana Sinrungtam®”

Received 2 March 2024
Revised 26 Ausust 2024
Accepted 25 September 2024

UNANED

[

= . ¢ P o Y a Ao v a ¢
NIIANYIU @]Q‘Uiga\ﬁﬂlawa 1) LWE]ﬁmzﬂ‘fj"\]ﬁ]ﬁlmuq%]ﬂa%aﬁQU’ﬂﬂﬂﬂGﬁUimi@uﬁl

A =

o w L (% a A e LY 1 a
gonfdaneluimiauunys 2) wefAnuladediulszaun1snainuims uag 3) liefnw

Jadamnmnisliuinisvesduilaa Ndwmananisandulalduinsaudesniiaaniely

{ % 1

v = PN = = Y a & o w @& aa
W’J@‘LAU‘WQi ﬂaﬂ@ﬁ@ﬂ’mmimUﬂqﬁﬁﬂﬂq Ao @L%Uiﬂ’ﬁﬂu&@aﬂﬂqﬁﬂﬂqﬁmuqﬂLaﬂmlla’]sﬂr]

q

Aae 1-4 @197 wageie 18 VUulY ludawminuunys 91uiu 390 Au T435n15quAa81

a =

WUUR1ER9 adanldlun1siiasendeyausenaumeadadanssau wazadAleoyuiu A
NEUSEUWIEUARRETEINNGL MTIATIEIAULUSUTIUNAAED UaeNTATEnnnoeiTeny
Han13AnwInudn 1) Jadedrudssvinsmansnuanansiuiinisdndulaldusnis

[

yganMaanentiwnne1aiy 2) Uadudiudseaunisnalnusnis Lawn babn AUNARN N

=

WTIANUADIUT ATUNTAUATUNITAAIAAIUUASINT LAZATUANYAENINIENINEINAGD

e @

nsdedulalduinisaudeaniideinievesusiaaludwinuunys uag 3) Jadeamuninnis
Tusns leun dupndugusssy AMUNMIaUaLBInNABINISUDIRNAT AIUNIABUALDY
ANUABINITVRIGNAN kazAuNITauae laldgnAdmasenisinaulaldusnsaudeaning

neveruslaaludwminuunys

ANEARY: ANNINNITUINTS, daudszaunisnainuinig, msdeaulaldusnig

! Az UImIgsia aminendumalulagsvuseatyys
Faculty of Business Administration, Rajamangala University of Technology Thanyaburi.
E-mail: watana_a@mail.rmutt.ac.th, *Corresponding Author E-mail: wasanasin@rmutt.ac.th

Doi.org/10.60101/mmr.2024.271232



Journal of Marketing and Management

Volume 11 No. 2 July - December 2024

L

Abstract

This study aims to 1) to study personal factors of fitness center consumers in
Nonthaburi. 2) to study marketing mix factors and 3) to study the service quality factors
of fitness center of consumers in Nonthaburi Province, affecting the consumers decision
to use fitness center in Nonthaburi. The sample group used in the studies was 390
users of a fitness mini center with 1-4 branches and aged 18 years and over in
Nonthaburi. The sample was selected using purposive sampling method, The data were
analyzed using descriptive statistics and inferential statistics namely such comparisons of
means between groups, ANOVA, and multiple regression analysis

The research finding indicates that demographic factors did not influence the
decision to use fitness centers. Marketing mix factors encompassing aspects such as
product, price, place, promotion, people and physical attributes, significantly impact
consumers’ decision. Service quality dimensions, including tangibles, responsiveness and

empathy significantly influence consumers’ decisions to use fitness center in Nonthaburi.
Keywords: Service Quality, Service-Marketing Mix, Service Decision Making
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faust 1 - 4 @191 uageny 18 TUlY Tudewdauuny ddlinsudnuiiuida Tnedisuld
Auanguiieg1alagldgasues Cochran (1977 91siislu 539l Lanena, 2543) lag

AvualvseAuAmAUWetuSosay 95 warseAuAIAIAAINAAOUTREaE 5 LATIWIUNGY

v
o] = a

Fregaann 384 FaoEns ‘mgqu@Tﬁﬂ‘wﬂé’ﬁwmnﬁu@haﬂ’mﬁﬁmLﬁu 6 froen9 farfuda
naudegeiildlunisfnuiedu 300 dredne uarldiEnisduiednautianizianzas
(Purposive Sampling) #lduinisluAudeandideniey 6 usen loun Limitless fitness, Bee
fitness, SP gym, The One Fitness, Good day fitness, CT Fitness Tneiaay 65 fogis

o A A < v
w3aslenltlunisinustusiudoya

wiesdlolilumsnuradoya Ao uuudeunu (Questionnaire) Faf3eldiannty
MNARLaENgEirn @ nusnuidediiedes Tneyauwuuaeunuidnvasiauuuaeun
wuulatela wazkuuasunuuuulateida wuvasunuiouaudadu 6 dau ldun
1) wuvasuamRgfudeyadiuyanaily 2) uuuasuauiAsafuiiademsnsnainuinig
ffau1anunAn nuidiulsraumanisnainuinig 19 Kotler & Kevin (2016 $nafisly
sueA AUTlmE, 2563) 3) uvuasunaisriutladenuainnsliuing @ideiamnain
LUIAANO YN AMAINAITINUTN1TV0S Parasuraman et al. (1990 813d19lu Somsanouk

Nonpasith, 2021) 4) uuuasunrdingdtudadenisdndulalduinisqudeeninginieves
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fuslnaludaiauuny’ §idofmuatnuunfanguinisdnaulade ves Meyers-Levy and
Peracchio (1996) 5) wuudauaaienfudeiausiuziy 9 Faduwuvaevausievarade
saanldlunmsimszideya
MR Esiteyaanssaun (Descriptive Statistics) liuA a1wd Sevay Aade
uazArdudonuunsgIu MylesgiveyafeaiAdeoysnu (nferential Statistics) léun
ﬂ’]iL‘U%EJ‘ULﬁEJ‘Uﬂ'WLQSEJ?B‘VI’J'Nﬂ’sjlﬂJ N1FILATIENAURUTUTIUNIGLALY (One-way ANOVA)
LaENTIATIENANAANBELTINYAN (Multiple Regression)

NAN1599Y

M13199 1 Yeyadiuyana

dayadiuynna U (AY) Soway
I et 152 38.97
YA 197 50.51
Wwanaden (LGBT) 41 10.51
374 390 100.00
071U Tan 213 50.62
e 140 35.90
ng1519/mee 37 9.49
394 390 100.00
218 18-23 1 52 13.33
24 - 29 ¢ 84 21.54
30-351 111 28.46
36- 41 1 63 16.15
42 - 47 ¢ 54 13.85
48 - 53 1 22 5.64
54 -59 2 0.51
60 3 Fuld 2 0.51
374 390 100.00
3ZAUNITANEN mnIUSaes 57 14.62
USeyeyes 241 61.79
ERTRTRINY 92 2359
394 390 100.00
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A1319% 1 Yoyadiuyana (o)

dayadiuynna U (AW) Jouaz
seldladedaiou  f1ndn 15,000 U 39 10.00
15,001 - 20,000 U 55 14.10
20,001 - 25,000 um 83 21.28
25,001 - 30,000 un 57 14.62
30,001 - 35,000 v 58 14.87
35,001 - 40,000 uwn 49 12.56
40,001 - 45,000 um 26 6.67
45,001 U Tl 23 5.90
394 390 100.00
1IN NUAMUUIENLONTUU 145 37.18
550U 90 23.08
159N/ NINIU 65 16.67
Syiamng
WU/ LU 7 1.79
D1INDaTy/NIUuaUD 40 10.26
Hneu/AlnANY 38 9.74
Bu  léun 31991, 5 1.28
PIFBNTA T
39U 390 100.00

nanTBnzideyaiiutadudiuynaa wuin ng WWunends Srnu 197 Ay
(3ewaz 50.51) @nunmlan 91U 213 AU (Fagay 54.62) 818581319 30 - 35 U 917U
111 au (Fovay 28.46) aun1sAnwszAuUTYyQIRs 91U 241 au (Feay 61.79) 11eld
20,001 - 25,000 U 91UIU 83 AU (Sovaz 23.28) LazUsznouoTw wilnauuIenionauy

U 145 AU (P88 37.18)
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A15799 2 AdeLavAiln A1EIUTRUNINITEIU kagA1 Cronbach’s alpha

09U dIUUTLAUNI9NITAAINUS NS

Uadgdruuszaun1en1snainuinig (X) SD.  sEAuANAALIY
AUNBRA U 4.00 0.819 110
AUTIAY 3.93 0.900 110
fuannuil 4.06 0.845 17N
AUNTALESNAIRAA 4.00 0.895 110
AIUUARINT 4.11 0.808 ly
AUNTZUIUATT 4.13 0.823 170
AUSNYULNIINILATN 4.08 0.912 11N

NS94 (Cronbach’s alpha = 0.939) 4.04 0.734 N
ATUNARAUN
Audeenidameiigunsaifinnmsguuass 3.81 0.993 Wl
AN NNl
Quéaaﬂfﬁ’ﬁé’fﬂmaﬁmﬁquﬂﬂﬁzﬁﬁmmzau 4.01 0.918 11N

AUNT M ULAZ I UTZH LIS

Audanmasnedduiugunsal ieaweriu 4.16 0.945 uN
HlEusNg
Augganmasmednaaaeninganigi 4.19 0.883 Pl

wanuateuaziigunsalaaniaenie

wanuanegULUY

AMMN59U (Cronbach’s alpha = 0.862) 4.00 0.819 4N
14

AUIIAT

AudosnmdmedaiuAuimsiungaudiu 3.79 0.912 1N

gunsaivsena1@eaniaInIy

Audeanfdinmeiinsenieauazainluns - 3.93 0.933 11N
B152ATUINTT WU NINOUTITEHIUTATLATAR

Hudu

Auganfdainelsimvainrangsukuuay 4.15 0.976 11N

ANUABINTT WU 185U S1eLiou Wusu
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A15799 2 AdeLavAiln A1EIUTRUNINITEIU kagA1 Cronbach’s alpha

P09U298dIUUTLAUNI9NITRNAINUSNIT (7D)

Uadgdruuszaun1en1snainuinig (X) S.D.  s¥AuANAALITY
Audeenmdamediauinsivanzaudeiiou  4.07 0.964 N
AuANuanelaaInnIsuINg

ATMMN39U (Cronbach’s alpha = 0.852) 3.93 0.900 4N
Frugaudi

ﬂus‘iaaﬂﬁwé’amaﬁﬁaammﬁmwadaaﬁwmu;ﬁ 4.03 0.971 110
Wlgusnig

HffeAudeaniaenely Google map 4.16 0.926 )

anunsatanunlaegnaiiuen
Augeaniasnigegluvinaniianuazainly 4.15 0.902 1170

ASLAUNISLNEUSANS

Audeanmainmedinarlunisliusnisiany 4.09 0.937 )
Wiaeay
AN (Cronbach’s alpha = 0.881) 4.06 0.845 un

AUNTELESNNITAAIN

[

Augeanmasneinsvilavansiuienis o 3.97 0.960 uN

vy Insyiend Ineg Facebook

Augoaniasnieinisdalusluduansian 4.24 0.921 UNiign
USMsEmIUaLNN
Audeenmasneialenialvmaaedlduinig 4.10 0.948 uN

ADU WU 1 - 3 Yu 1Wudu

AUGANMAINNEINITUANVDIANUNA AN 4.02 0.924 1N
Ifuaunnegiaue

ATN39U (Cronbach’s alpha = 0.854) 4.00 0.895 4N
ATUYABINT

Audeanidimeininiuuinisediniula 4.24 0.968 Tl
wagnIaulusnig
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A13197 2 AREEYANA A1EIUTERUNLIATEIU kagA Cronbach’s alpha vasdadudqu

YILAUNIINITHAINUSANS (AB)

UadgdauUseaun1anisnainusnig (X) SD.  S¥AUAUAALIAU
Augaanfaanelimsuuesuazninnugua 4.32 0.847 )
1 [~ = a
2819 UUNDDIYN
AUGDONAIAINIYTINUIUNTNUBAL N TULUDS 4.20 0.884 170

e

a A !

MNEINDFHBNITIAUSANS

qudsenmdameiininnuiftinsemdegnin 398 0.951 )
AMN9U (Cronbach’s alpha = 0.877) 4.11 0.808 un
AUNTZUIUNTT

udoanidneiduneunisastinsaunn 4.26 0.859 1N
fidlase

gudeenmdimeiinisudsteyatmasidu 4.32 0.820 Wl

Usglevdunglyuinisediaus

fjuéaaﬂﬁﬂé’qmsﬁagwnmi’fﬂ%’u%miﬁ 4.32 0.800 110
ausonTIdaiununee e Iuasdenves

Tsunsu wu szuutnsaudn sauutalug

511 WHudu

@uéaaﬂﬁ’lé’amUﬁu‘%mﬂﬁﬁmugﬁ%ﬁmﬁ’umi 4.00 0.884 10

panmaInevangauiugnen

ATMN359U (Cronbach’s alpha = 0.937) 4.13 0.823 4N
ATUANHAIZNIINIBATN

@uﬁaaﬂﬁﬂé’amsﬁmimﬂLwiqmaiuﬁ@ﬁ gy 4.20 0.934 11N
uazviuay

AugaanfaINelnNazeIn gnauanuy 3.81 0.913 1N
wayszuUUSUeInIAn sz UIBeINATiA
AuSoenindimelinnafiuiifiomesdedougndn 385 0.912 un
Audsanfdinmeilianulasniemeseuunaes 3.96 0.932 11N

2995UATUANAMNUS AT
AMNFU (Cronbach’s alpha = 0.917) 4.08 0912 an
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namieneiteyaduiaddutsraunamanainuinis 7 fu feadelu
amsmegluszduin (X = 4.04, SD = 0.734) Tagsnwdndu sl dunszuiuns
(X = 4.13, SD = 0.823) 5998417AD A1UYAAINT (X = 4.11, SD = 0.808) AUSNYULN
menm (X = 4.08, SD = 0.912) Fuan it (X = 4.06, SD = 0.845) fundasdost (X = 4.00,
SD = 0.819, 0.895) WhfiuAmunsduaiunIsnan (X = 4.00, SD = 0.895) waganAugAvINg

Ag AusIA1 (X = 3.93, SD = 0.900) MUARU

e

1% ° PN o 1 =

nailluudazauiiveraunianaiiogean aell sunsyuiunis dUernny que

q

o w = Y v | P ¢ Y a | a N i o
@@ﬂﬂqaﬁﬂqﬁlllﬂ']iLL"\]WJ@i;IJaSUNﬁqimLUUU?%IU%ULLﬂm%Uﬁﬂ’ﬁ@%Lﬂlla QJ?‘IWLQ@EIE]QIU58®U

Y

wn¥an (X = 4.32, SD = 0.820) AuyAaINg demanu audeanfainieiinsuuesiag

wiinnuguasgduiieodn IAnadeegluseiviniign (X = 4.32, SD = 0.847) fuanuas

a

memenm Sdedann quieenidimeiinisnnusdaneluiinn ssnuuasiuadio fduade
oglusyfuann (X = 4.20, SD = 0.934) fuan1udt Fdedan fffagudoonidenely
Google map anansnianui laeenauiug ﬁﬁmﬁéa&ﬂuszﬁuma (X =4.16, SD = 0.926)
funandnei fiTedaw gudoendidanieiinarasenidsnefivainnansuaziigunsal
penfdamevainnasguuuy fanadveglussduain (X = 4.19, SD = 0.883) Aunns

duasunisnaie deMmn 1y gudeeniiaenigdnisinlusluduansiaruinisdmivaundn
finadgagluszauiniian (X = 4.24, SD = 0.921) uagsusin dvefany gudeeniiaene
fiamainvanegUiuumunudens wu siedu e Wudu danadueglussduuin

(X =4.15,SD = 0.976)

d. 1 tdl a 1 1 dl 1 y
AN 3 ANRELATANS ATEIULUSLUUNINITFIU WagA1 Cronbach’s alpha

124U38AUNINAITUIANG

UadeAmunIwnITuINIg (X) SD.  sTAUAUAALIY
suaudugUsssy 4.15 0.864 170
fupudede 3.90 0.911 110
AUNNTABUAUDIAIINABINITVDINAN 4.00 0.819 17N
éhumﬂﬁmmﬁuiwdgﬂﬁﬂ 3.93 0.900 110
Aunsguatetlaldgnen 4.06 0.845 1N

AMN59U (Cronbach’s alpha = 0.941) 4.01 0.781 an
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A157991 3 AeLavAlln A1EIUTRUNINITIU kagA Cronbach’s alpha

ve9da3uAUAIMANTUINST (Fe)

UaduAININNITUINS (X) SD.  sziuAuAnLiY
duanudugUsssy

Audeenmdameiigunsaliedosoontidsme  4.26 0.954 1nilan
figvisast

Augeanmasnedninnuusiinegiseusey 4.05 0.999 11N
NIDUQUATLNTN

AugoanmasnNelmusuinveusiagna 4.16 0.912 el

1 = a = Y v
iy In1sesunengszileulmdle

Audoanidnefuniiufivazanty 4.04 0.961 Wy
IugldUINIg

ATN352U (Cronbach’s alpha = 0.897) 4.15 0.864 un
drunuindetie

Augeaniaanelnislriusnisnsanudyan 3.99 0.923 170

‘NI ¥ Y U Y a ] ¥

nlaszylituglduinisednegnies

Audeanmameiinsinusnudeyadiud 4.13 0.963 nn
1% Y < 1 a

YosgnA L iTuegef

AUgaNMAINEINTNNULALNTUIUDSN 3.94 0.707 1N

ansaunteymuagliuinisedagnaas

winnuiivssaunsallunislivsnisiugnan 3.81 0.945 1N

ATN59U (Cronbach’s alpha = 0.900) 3.90 0.911 4N

AUNIIABUAUDIAINABINITVRIGNAT

¢ o o A o a

Augoanmasneininauinieslunis 3.81 0.993 370
U URmuINstakngnAlaviuviae
rudaanidinieininaunlalavazifulaly 4.01 0.918 1170

Y

nstAUYIEGaLAgNAN

Auganfdaineldnuiuninnuiiemens 4.16 0.945 1N
ANABINTVBIGNAN

gnAnldfunmsuimsinssnuenudemsiane  4.19 0.883 10
ATMN359U (Cronbach’s alpha = 0.862) 4.00 0.819 un
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A157991 3 AeLavAlln A1EIUTRUNINITIU kagA Cronbach’s alpha

ve9da3uAUAIMANTUINST (Fe)

UaduAININNITUINS (X) SD.  sziuAuAnLiY

Funisliarusiulaurgndn

winauluaudeenmamelasunisinuay 3.79 0.912 1N
susiluBosnisesnmidsne

winaulugudesnmanieinisusaniedu 3.93 0.903 Gl
naneal kazinzauiun1sesninaInIeY

winnulugudeanmasneiianuiiay 4.15 0.976 10
poumauAeIfuniseenidsnels

winnflugudoonidsmeiiinuensdeans  4.07 0.964 Ty
firuardianutaausonisliuing

ATN39U (Cronbach’s alpha = 0.852) 3.93 0.900 4N

1'%

aunsauatanlaldandn
L o w IS L% a 1Y
Augeanmasneininauienlaldguilan 4.03 0.971 110

LAAYSIYRENLVINsLAY

AudeanfaineiinisSuilaiivy waz 4.16 0.926 nn
AIUAAIUYBIGNAN
AugRNMAINENTNMUAINNTNINTIGNA 4.15 0.902 )

WAZHBUANABINTTUDINAT LG

(%

Augoanmasnedninudsefed guudy 4.09 0.937 3170
waula
AN (Cronbach’s alpha = 0.881) 4.06 0.845 un

Han1FaTedeyaniuladeamun1nnisuInss 5 a1 ddadalunimsiveyly
JzAUNN (X = 4.01, SD = 0.781) Taeleemuanu fatl auannudugusssu (X = 4.15,
SD = 0.864) 589a31A8 A1uN1sQUALRILaldgNAT (X = 4.06, SD = 0.845) ANUNTABUAUDS

ANFBIN15B3gNAN (X = 4.00, SD = 0.819) Aunsliausiulandgndn (X = 3.93,

[y [y

SD = 0.900) wagasugainene FrumuLdede (X = 3.90, SD = 0.911) mudsu

& L ! Y Ay o A a - 3 ANy o
‘VN‘L!I‘L!LLW@S@"IUN%@?\’]QW&IWNF’WLQ&EJEjQq@ AU @WUﬂﬁquLﬂuzﬂﬁﬁiﬂJ JUmInd
o A

6 o U a L3 dl o w dl U ! dl 1 L dl f—
@Ju&@@ﬂﬂ’]aﬂﬂﬁﬂmq‘UﬂimLﬂi@ﬂ@@ﬂﬂ’mﬂﬂqﬂ‘ﬂ@%uamEJ Nﬂ?L@ﬁEJE]QI’UiSWUlI’]ﬂV]E:I@ (X =4.26,

[

SD = 0.954) sesaunfe aunsguaeilaldganen fivermany audesnmdiniesimssuilamavy

uagATARILYRsNA1 drndeeglussivinniign (X = 4.16, SD = 0.926) AuUMsABUALDS
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mFBsNsYeIgndn ifedau gnénldiunisuinsiinssmuanudesnisiaue fldiade
geamegluszsiuinn (X = 4.19, SD = 0.883) fumsliessilaudgndn Sdomanumiinaily
Audeanidsnmeimuiiazneudamiieaiunsesndidameld daedseglusziuinn
(X = 4.15, SD = 0.976) uagsnuanuvdede fdodam qudeenidmisiininiuinw

Joyadiusmasgnanliidueded Sanadeegluszaunin (X = 4.31, SD = 0.963)

A157199 4 AdelavAiln A1dIudeRUNINIIU kagA1 Cronbach’s alpha

vosladenisandulalduinisvesiuilag

nsangulalduinsvesduilan (X) SD.  3ziuAdNARL

viudndulaldusnisgudesnindeniglag 3.97 0.960 110
finnsanandeyasng q Aeglutiagiu
yunsusulidvihuasAnegeseuneudle  4.24 0.921 1niign
anaulaldusnisaudeanmanie

udeauldlaldusnisaudeanidaniey 4.10 0.948 10
esnnuanlunisliudmsimnya

viusdinduldlaldusnisaudeaniaeniey 4.02 0.939 110

WenMskuzinAuidn

vinusindulalduinmsaudesniidainenme 4.24 0.968 TURUED)
ALD9

ynudndulaldvimaidesandeidowosud 432 0.847 TURUED)
29NANNINY

viudndulaldusnisgudesniaenieinsy 4.20 0.884 11N

yAraniveldssliuinised

vinuianalalunisdndulaldusnmseudesn 3.98 0.951 11N
My
AMNFU (Cronbach’s alpha = 0.919) 4.13 0.751 4N

Han1TAATIEiiNgIiudeyanisinaulalduinisaudesnideneveguiinaly
Jrdauunys wudn seauanuAadiusunsdsdulaldusmMsiiaaedslunmyegluseivinn
(X =4.13, SD = 0.751) WeRsandusete wuin erwaadiuiussluleglussauinnign

udedulaldusnisillesandeidesvesaudaanidinie (X = 4.32, SD = 0.847) 509a91
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fio inunawlidimihuazAnegsseunsuiilesindulalduimsgudosnidsne (X = 4.24,
SD = 0.921) wagvhudadulalduinisaudesninaeniesiedies (X = 4.24, SD = 0.968)
sosnAornuAnueteriegluszduinn Tiun iudedulaldvimsqudesnidame

wmszyanafiddeidosliuinisey (X = 4.20, SD = 0.884) viwudnduldlalduinisaud
ponmdsne ilesannailunsliuinsivanzas (X = 4.10, SD = 0.948) viusdndulaly
TH3msgudsenidame lesmnmisuugiainauidn (X = 4.02, SD = 0.939) vinuiiemela
Tumsindulalduinisaudeanidanie (X = 3.98, SD = 0.951) uazdwiugavineds virudndul
THsmsqudoonidnelasfisnsanandeyasine q Aflegluilagiu (X = 3.97, SD = 0.960)
ALEIRY

NANINARBURNNRAFIY

aunigiudl 1 Jadudruynealdun e aanunm ey sedumsine oldiade
delfiou warendn Ausnsrsfuiinasenisindulaliuinsgudosndidane laiunnsnafiu
lngransnaaay wud Yadediuunnadinanlidmasionisandulaldusnig

aunfgi 2 Jadudnlszaumanannuins Tiun Fundnsiae dusien duaenud
ATUNNTAUATUNIIAIA ATUYAAINT AIUNTEUIUNTT AIUSNBUENNIEAN daNasanIs

o

anaulaldusnisaudeanmanie

M131991 5 MTLRTgiauanneeidmauvesdifediuUsraunnainuinig dawase

nsdndulaldusnisgudesniaenievesfuslaaludminuumys

Unstandardized Standardized Collinearity
. Coefficients Coefficients Statistics
AU t Sig.
Std.
B Beta Tolerance VIF
Error
AAadl 0203 0.050 4.081  0.000%
unanduel  0.044  0.021 0.048 2.069  0.039* 0.252 3.969
AIUSIAN 0.038 0.017 0.045 2.172  0.031* 0.304 3.293
@’ﬁuamuﬁ' 0.113 0.021 0.127 5.355  0.000** 0.235 4.263
funIsaLEsy  0.290 0.017 0.345 17.546 0.000%* 0.344 2.910
A9IRAA
G’ﬁ‘mmmﬂi 0.496 0.018 0.534 27.735 0.000** 0.359 2.788
fuUNSTUIUMS  0.023 0.019 0.026 1.247 0.213 0.315 3.173
AUANYY 0.037 0.017 0.045 2215  0.027* 0.325 3.074
NINAYAIN

R = 0.934, R? = 0.873, Adjusted R? = 0.870, F = 374.046, *p < 0.05 **p < 0.01
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nens1en 5 Tunmsaawandiiui deadednsvaumsaanauinis Tudundnasdios
ATUIIAT ANUAATUT FNUNTELATUNITARIA ATUUARINT UALATUGNBULNNNLAINEHIHE

semsrnaulalduinisaudeanmainevesusinaludminuunys egrdideddiyneadan .05

witadesunszuiuns ldwasensdnaulalduinisaudeanmamevesusinaludmin

'
aad

WU egaditeddgnieadan .05
aunfgud 3 Jaduamnimnsliuinis laun duprudugusssy Amuanuudeds
AIUNITABUAUBIAINABINITVRIGNAT AunIslAuiulauigna Aunsguatenlald

anA dwasdenisandulaldusnisaudeanidinievesulaaludwminuumys

M13199 6 UanInTlATginuannesinvanvesladenun1mnsliuIng damase

nsdndulaldusnisgudeeniaenievesfuilaaludminuumys

Unstandardized Standardized Collinearity
s Coefficients Coefficients . Sie. Statistics
Std.
B Beta Tolerance VIF
Error
ARl 0.896  0.115 7.802  0.000%
auaady 0.160 0.044 0.184 3.592 0.000** 0.306 3.272
JUsITU
AUAINY 0.052 0.048 0.062 1.064  0.288 0.232 4.316
Uidede
AUNTS 0.143 0.052 0.156 2.742 0.006** 0.247 4.046
AOUAUDY
ANADINTT
YDIGNAN
AUNISIIA 0.020  0.043 0.024 0.467 0.641 0.306  3.264
Al
wAgNAN
éﬁums@ua 0.463 0.047 0.522 9.789 0.000** 0.281 3.558
w1laldgnan

R = 0.839, R? = 0.704, Adjusted R? = 0.700, F = 182.783, *p < 0.05 **p < 0.01

910115197 6 Tunmsauuandliiiudn Jadeauninnisliuinisuinag lusu
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Abstract

This study seeks to investigate the formulation and execution of developmental
and managerial approaches within tourist sites, leveraging market-oriented factors
employing Chat GPT technology for conducting sentiment analysis. The evaluation
entailed the compilation of evaluations from visitors frequenting the Night Bazaar
market in Chiang Rai province via Google Maps subsequent to the COVID-19 outbreak.
An in-depth analysis of this data was conducted to devise pertinent marketing tactics
tailored to the regional milieu.

The study culminated in the identification of 434 reviews spanning October
2022 to May 2023, garnering an average rating of 4.2 out of 5 stars, predominantly
derived from the Google Maps social platform. Notably, the preponderance of reviewers
hailed from the United Kingdom, accounting for 39 % of the overall respondents. The
most comments are positive for 55 percent and followed by neutral comment, accounted
for 23 percent. Employing Chat GPT technology for market scrutiny, the research proffered
a spectrum of strategies focusing on augmenting culinary diversity, upholding sanitation
standards, enriching the shopping experience, ensuring adept and appropriate lodging

facilities for tourists, and fostering collaborations with proximate tourist sites.

Keyword: Chat GPT, Developmental Approaches, Managerial Strategies, Market-oriented

Factors, Sentiment Analysis
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Abstract

The purpose of this study was to study the roles of demographic, attitude
and marketing mix factors on purchase decision of plant-based food in Bangkok.
The sample is populations who have an experience in consuming plant-based food,
reside in Bangkok with the age of 20 years and over. Data were collected by purposive
sampling through online questionnaires from 509 the plant-based food consumers in
Bangkok. The statistics which were used to analyze the data are Independent sample
t-test, One-way ANOVA and Multiple regression.

The results showed that demographic factors (i.e., marital status, career and
educational level), attitude factors (i.e., affective, cognitive, behavioral), and marketing mix
factors (i.e., promotion, product, distribution channels) have influenced the purchase
decision of plant-based food consumers in Bangkok at the statistical significance
level of .05. The results of this study can enhance knowledge about the relationship
among factors affecting purchasing decisions and provide suggestions to plant-based
food entrepreneurs for a better understanding of consumers that leading to planning

business strategies to meet market needs.
Keyword: Marketing Mix, Purchase Decisions, Plant-based Food
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Food) Tungammumiuas Weasnnlinsudnudssynsfiwiueu Judenldnsmmunvuin
NAXMAI1881931NgATV89 Cochran (1977) InemmvuaszAuANUYesiunsosa 95 Lazgausu
= o J 1w ! (7 J a v S A e v 14
Auranadeulad .05 Mnuangudlegtlidesndt 385 au lnseuideaseiliiudeyals
509 AU FEITNTFURUURNIZIAN tnsiutoyadiewuudaunIteaulatiwA3ovie
fanueaulatlunquiladniiiigrivemsindnunainiiv tngldmaudansaaiialilangy
e uifivue fie Wudiaedeensfingninaniiy (Plant-based Food) Tungawmammuns
Mileny 18 Yyuly
a A al a v & La . . A v & o
inselenlilun1sidenselife wuuasunu (Questionnaire) Nas1slulagede
LUIRALAEVIE B 91NN1SMUMIWITIUNSsU ez udTeiieatsadunuinslunisesnuuy
Ao Tnswdskuvgsuaiudu 5 dau dderauisnun 48 48 Useneudae 1) Jaya
Uszynsanans denany 6 U8 2) deyangfnssuguslaa dA0nu 6 4o UTuanamideves
Fonsal unning (2564) uaznaselndu dangdSer (2565) 3) Teyarwiiruai ddaw 10 Ue
USUananuidevesdsg wenser (2564) wuagnviefing wasuiia (2559) 4) Jeyanudiuusya
a o ¥ % a v a Y L3 s (%
NNT0RAIR UANDIY 19 U0 UTUNMUITEVOIUAUIAU LOTLTUTNA (2559); WINNT &l UAT

= s

(2564) uarudluug Ussanuyaia (2564) way 5) Yeyamsindulate danw 7 U8 USuan

[
a v o a

MATevesanni Asanan (2562); Tusy quinwal (2565) uagdune wadlsl (2560) lagdaui 3-5
THumsinveadiAsy (Likert Rating Scale) & 5 sgaulunsiaanuAnWiu InNansaday
amsdesiuvesnasialunuuasuaiu wuin dfeadesiy (Cronbach’s Alpha) 8g3ming
0.824 - 0.850 FsiAunnnin 0.7 Fulu Feieirdesanlunuuasuaufianuminde Ussom]

wSalana, 2561) WanIRIn1sIen 1

= oA | , Y
A13199 1 ALRRY AEIULUBAUUNIATIU Wag A1 Cronbach’s alpha vosuwUs

AuUs x SD  SEAUAIUAALIAY

o/ ay =1

ViruARAUAUNIEN

SAndnnnssulsgmuenmsindsunanfindudes 407 0.855 JAULN
dl L)

lalejaen

JandavawvinuATullesulsemuensNGRn  3.85  0.919 FEAULN
INAY

FanTemnsinanuanivlsaviagnuin 370 1.025 FLAUUIN

A5 (Cronbach’s alpha = 0.850) 3.87 0.692 FZAUNIN
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@rrsssssnnnnssssnnannnnnnnnnnnnnnn@

A1519% 1 Aade ArdulesuunInsgu wag A1 Cronbach’s alpha va3fuUs (s0)

fauUs X SD  SEAUAINUAALIY

nAuaRfuANUg R

N31UeIMSTIRERINNTIaTidauUszne Ny 4.03  0.846 JEAULIN
nsznatLariivylndus fdwmadesnane

NS UimanSusiesvivinalAeuiionags 377 1.010 FEHUNN
nidedniily mnilaasunneadusunse

N5 MNITINERnnfilidinasiadmesea 3l 3.87 0951 SEAULIN
Fesouziauarlsavaoniden wazeUfauglu

NITUIUNTSNARLLDER

A5 (Cronbach’s alpha = 0.842) 3.89 0.616 SEAUNIN
TAUARATUNGANTTY

Fonfulszmuemsfindnunaniiefiduselevine 3.89  0.939 SEAUUIN
$remeindy

Fonfulsmuensinannaniiiiinisuenamen 397 0.896 AU
malnrunsidaay

FonulsnmuensiiasmnaniivfifimsssyUina 394 0914 FEHUNN
wrae3TidaaY

WNURARS U0 STINERLN Nyl dRarlusT AU 4.02 0.853 SEAUNIN

Auela vinuasteludSuuiiiuay

ATW32U (Cronbach’s alpha = 0.834) 3.96 0.641 FZAUNIN
daulsTaun1aNIInaIAAIUNEAS

AUANTNTFUTRIINTTIU 0.8, UAAMAIN 442 0732  sefumInilan
AUANENINGTIUYIFH 100% 4.14 0857 FEHUNMN
AuANavIAa 4.139 0.895 FEAULUN
Audnsulszniudne dzann 590157 4.167 0.823 FEAUNN
AuATUTTUT e UAgale 4.04  0.853 FEAUUN
finsszydoyanelaruin1stnanges 4.169 0.770 FEHUNN
AINW59U (Cronbach’s alpha = 0.831) 4.18 0.529 SZAUNIN
AUUsTaNNIINITARIAAIUITIAN

FIAAANUMIEAUTUANA N 4.15  0.871 FEAULN
IR AN UUTUN 4.06  0.934 FEAULN
finsuanasnAduszylidaau 4.16 0815 AU
Usglovtivesmandusiinnuduanioieuiusan 4.12  0.848 FEAULUN
AMMN359U (Cronbach’s alpha = 0.838) 4.12 0.656 SZAUNIN
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@ susssssnssnnssussnsnnnnnnnnnnnnn

A1519% 1 Aade Al suuninsgiu wag A1 Cronbach’s alpha Ya3flUs (o)

fauls x SD  sTAUANNAALIAU
A2UUSZENNINITAANAAUYBINIINITINI VU

fldaaninisdns e fivainans 4.15  0.827 FEAUUIN
annsadendedudildnasn 24 $7lus 3.96 0.941 SLAUNIN
flusnsdndsdumiisng) dedudanelu 48 $alus 3.94 0,940 SEAULNN
fsvuuunstseRulivatetomia 4.14  0.884 SLAUUIN
anuiinsdannuadazandenisidonie 4.00 0874 SEAUNIN
A5 (Cronbach’s alpha = 0.824) 4.04 0.616 SEAUNIN
#2UUsZaNN19NITAANAAIUNITEAEINNITAANA

Hin1slimnas sty 3.94  0.972 SEAUNNN
Hnsdnnanssudaasunsuy wu JUsluduavailay 3.92  0.902 SEAULIN
Tushrudans Wsluduyadesausenda -am

finslawanrude Social Media shensTnsied 3.90 0.930 SEAUNNN
P09 TV 1Judu

Typraiidedsandundidumesluslundud wu 373 1.010 FEAULN
tinuans tnfes iinlensa/ayuives unmd 1in

w5 Wudu

A5 (Cronbach’s alpha = 0.835) 3.87 0.704 SZAUNIN
mssnaulade

dlefindeensiiireaunm iwuaedindaensinan 417 0.857 JEAULN
11NN

vudeemnsinanunanialnglidaa Lﬁ'aﬁ%’a;ﬂa 3.89  0.882 SEAULIN
Aefuemsiindnunanfivasudu

viusrudalalunisdoemsinamunandia 3.94  0.930 SLAULN
vudende msneiluselovddesavinu 4.00 0.867 SEAULIN
yhuBoomsTinanunanfisandeldese wusus 3.85 0.921 SLAUNNN
vhue'?iyammiﬁwammmﬂﬁmwswﬁﬂmauﬁamu 4.15 0.773 SLAULN
Fviugiosns

vim%ammﬁmémmmﬂﬁmwmzﬁﬂmmw 4.12  0.804 SLAULN
A5 (Cronbach’s alpha = 0.825) 4.02 0.540 SEAUNIN

PN "y a a N d' = __ & v v
NI 1 Wud Aumgiinssuilaeieadian (X = 3.96) sewmanaeniuaudila

[

(X = 3.89) uaziuanuidnaudisu (X = 3.87) InefiviuazdolutSunaiifisdu (4.02)

ar
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1ALRAYEIEA UM UNGANTIY T0989U1AD YINUNIIUIN0MNTTINEANNIINTY ddiuusenoun

Y 9

'
1 =

Wy TAwadeguanludunnudila waenssuussmuemsindananinluGesnligaen

Mo

fAafegaaalumuausdn

Y 9

D.

v &

Tuduvestadvdindsvaumensnatn wuin Tunmsudadesundndueiiinade
geiign (X = 4.18) s0%aunAe ausian (X = 4.12) sugemunsindmeg (X = 4.04)
LAZAUNTAUATUNNTAAIA (X = 3.87) anudeu lagduainissusesiinggiu e.u.

wagAuAN denafugegatuiundndun In1swanssiadussyylitanu TaAnedvganty

Y 9

'
1 a

AUTIAN FYeannsiadmhenvainvaty daaduaanlusiuyemin1sindiving waz

[

fimshinaaesliundnioe denafegegalununisduaiuninisnain

NAN1599Y

ToyaanuuenaUszErnsmansvonguiiegs wuin nausiegwd v ilunands
a IS4 | ! N a & v = a IS4
Anlusesay 61.5 Ho1g5emine 31 - 40 U AniluSesay 46.4 fanunmlan Anllusesay 67.6
fsweldwassaiau 20,000 - 40,000 Uw Andusesay 46.0 Usznauandnminauussmanay

Anludeway 55.4 uazinisfnwegluseduliyes Anludovay 66.6 Awnsei 2

M13199 2 91U uazTerarveanguiieg e uunaudeyaUTEIINTANENS

AnuaIENIUSEIINSANENS UM (AL) Souas
LA

%18 139 27.3
MY 313 61.5
LGBTQ+ 57 11.2
21Y

20-30 185 36.3
31-407 236 46.4
41-50 1 65 12.8
51 Yauld 23 4.5
A01UATN

lan 344 67.6
dusd 156 30.6
NLNY/1E1519 9 1.8
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A5197 2 $1unu uarFerazveanguine SuunmudeyaUszvnsmans (e)

anwanelsErInIAans U (AL) Sovaz
seldiadedaiou
FN37 20,000 UM 83 16.3
20,001 - 40,000 U 234 46.0
40,001 - 60,000 U 112 22.0
60,001 UMTWLY 80 15.7
1IN
UnLFeu/AnfAnY 29 5.7
NINNUIFIEUND 79 15.5
550U 69 13.6
WUNUUTENLENYU 282 55.4
s minisg 18 35
DUNDATY 32 6.3
3ZAUNITANEN
mnIUSaes 23 4.5
USeuey1es 339 66.6
USeyln 128 25.1
Usgugeen 19 3.7

A1919% 3 UANINANIIANEIAETS One-way ANOVA Tunisitesiziidadeussasnsaans

PasanonN15Anauladee1sNNaaNI9nAY (Plant-based Food)

TUUANTINNUMILAS
Uadeuszvnsanans Sum of df Mean F Sig.
Squares Square

LN .080 2 .040 137 872
atd 1.391 3 464 1.590 191
ANTUNIN 1.837 2 919 3.168 .043
seldindedaiiou 2.188 3 729 2.515 058
21N 4.307 5 .861 3.001 011
SEAUNNSANEN 7.152 3 2.384 8.508 .000
* QtludAgynsedarszau .05

a9



NIATIPINTNINAIAUELNTIANT Wy Inendemnalulagsvunadyys

U 11 atudl 2 nsnges - Funen 2567

@rrsssssnnnnssssnnannnnnnnnnnnnnnn@

N7 3 nudnunrUssrnsmaniuseneudie fume (Sig = .872) fueng
(Sig = .191) uazduselleasraweu (Sig = 058) Huanseiuliinadonisinauladooms
findnunandiy (Plant-based Food) Tulvangammamunasiuansneiu fiszsulioddn 05
Tuvnigdiduaniunm (Sig = .043) #uen@n (Sig = .011) uagduseAun1s@ne (Sig = .000)
Funnsafuiinadenisinaulegesmsiinanunandty (Plant-based Food) Aumnsnaiy

M13199 4 uanmanSeuiieuserinangulun i neidadedsennsenansauanunn
Ndsnasionsfndulatioa1msinaaunnNAY (Plant-based Food)

TUUANFINNUILAS
msfnaulade A0UNN X dusa wiine/v%E319
DINTIY Tdn 3.98 -0.130* (.013) -0.08 (.645)
GER! 4.11 0.05 (.802)

PINE/NE157 4.06

NANT197 4 WU nquUsEYInsiIliaaun wuanaeiy Ssgduanudniiusienis
Anaulatoe INHERN1NNY (Plant-based Food) lULUMNTIMNUYIUAT AT UANFNSTTY
w1 g lnenanisSeuiisuses wuin ngulszrnsfidaaunmlan dseduanufeiituse

nsinauladadulageemsNuEnunaniiy s deeninguussrinsiilanunnasa

a ™ a ! ] a ¢ o ¢ v =
M99 5 LLﬁ@QNaﬂqiLﬂﬁﬂULWHUigﬂﬁqﬂﬂqmiuﬂqﬁjLﬂi"lgﬂ‘{]'ﬂf\]Sﬂﬁgmqﬂiﬁqﬁmﬁﬂ’]u@qmw

dsnaran1senaulatoamsinanu1aniis (Plant-based Food)

TuuaNFuNNUILAS
nsdindulade 21N X 2 3 4 5 6
NN 1. dniSeuaindnwr 424 029* 010  0.27*  0.06 0.13
(.014)  (406)  (.009) (.714) (.329)
2. WHNIU 3.95 -0.19* -0.01 -0.23 -0.15
SYiauia (034) (857) (104) (175)
3. g3nedIus 4.14 0.18* -004 004
(.015)  (.780) (.755)
4. WY 3.97 022  -0.14
USENLONYU (.099) (162
5. 91919015/ 4.18 0.08
Fniiisy (.633)

6. BNINDATY 411
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e A
NAINA 5 nunguussansiidendnunnaneiu dssauanufamiunanisinauls
F9MITNHANUIINNY (Plant-based Food) luluangaunnumiuas Amsi uansaiy

U 4 @ ImegnanisiTeugusied wud 1) nquuszvinsidendndniseu/dnfnen

v

fisgauauAniiuionmsinduladndulatioemsfindaunaniia MmN 1NNINGNUsEYINS

= Y o [y a

Aa a a ! Aa N o oa o = = &
WN@W%WWNﬂQWUﬁEQaWWﬂQ 2) ﬂaqllﬂigslﬁﬂiVlﬂJ@']GUWUﬂLﬁﬁJU/UﬂﬂﬂH'] HITAUAIMUARNLAUND

nsanduladnauladossiindaunainiiy A msIn wNnInguuserInsNieTnndnau

= (% a

Us¥envu 3) nquussynsndendundnausgliamia dszdumnudaiiudenisandula

= a 1 Y

AndulageamsNndauIIniYy A Ueendnguusyyinsnilendngsiadiuda 4) nau

Usznnsfidendingsiadiud dszauanudniusenisdndulasndulatioansiudaunanii

AT ANINGuUTEIINSideInwiinauuTEnensuy

a = a ] ] a ¢ Y ¢ v Y]
M1919N 6 LLﬁ@ﬂNaﬂ’]iLUiﬁlULV]EJ'U?S‘VT'J'Nﬂ@lIIUﬂ']iﬁLﬂiqgﬁ{]"\]'ﬁ]ElUiB?j']ﬂﬁﬂ’]ﬁ@i@']UigﬂU

MsAneNdnasan1senaulate a1 sinanu1annis (Plant-based Food)

TUUANTINNUUAT
msendulade  sefumsdnen X 2 3 4
NINTIY 1. Gi"'mdw%z:gzgm'% 431  0.36*  0.20 (.090) -0.07 (.657)
(.002)
2. Usqueyes 3.95 -0.16* (.004)  -0.43* (.001)
3. Useyauln 4.11 -0.28* (.034)
4. YSgyeyLen 4.38

= % a

91915297 6 WU nauUsEEINsRTisERuNsAnwuanAIeiY dszAuaufaiu
Aan13Anduladao1msnGnu1 NNy (Plant-based Food) luumngamnumniuas amsiy
wAneingiu 31U 4 ¢ lneran1siuSeuliisuses wull 1) nquusennsnlseaunis@ne
° A a o a & U a & A a Y ]
ANIUT YIRS U52AUAMLANLTIUADNITARAUTIT0IMNTTINEANIAIANY AINTIN 11NN
nauUsEINTNATEAUMISANWIUTYEY RS 2) ndudsensndseaun1sAnuUSyaes dseeu
ruAniuen1sfindulateamsTinGanaInfia s desninnguussrnsfidszaunisfine
Useyay1ln 3) nguuszannsnifiszaunsfnyannint3aans Issaunnufsiiusensindule
& A a Y 19 i ! aa Y} = a !
FRMNININEANIINHY NN YeenInguuszvinsidseaunisfinuusyaien 4) nay
Usgrnsfdiseaunmsanwsininusayunln dsvaunnuAndiusensinauladonmsingn

WNAY AN WoenInguuseunsidseaunsAnyuTaeien
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M5 7 HaMTIATIANN1INTIANRENYAMYRILUTTIRUARLALE LU TEAIMNINIAAA

Model R R Square Adjusted Std. Error of

R Square  the Estimate

YIAUAR 1 637a 405 402 41833
AuUszauNIaNITNAN 1 .602a 363 358 43359

mai 7 wudn Adulssansvesladeiidsvinasenisiedulatoonsindmnan
% (Plant-based Food) Tuwwangammamuas Yadeviruei lnesau (R square) dewviniu 0.405
eI Yadevimuaiauausan auaudila waga ungAnTsy aunsaeuiens
faulateldSesay 40.5 dniiviedoray 59.5 Mnmnmadwaresdadudu q adulszavisvos
Hadeiindvswanensieduladoensiindnnainiiv (Plant-based Food) lunngamanmuns
1a923 (R square) AMNIAU 0.363 ¥H189A11071 LagTad8dulszsaun1In1snaInnu

% ¥ %

HANAY AIUTIAT AULTDINAITINTINUIY LAZATUNITEILESUNITAAN EIU15005UI18ATS

1%
Y

Anaulatolaiovay 36.3 d@ruudedosay 63.7 Innannsasaueslladedu 9

A19199 8 UAAINANITANYIAETS Multiple Regression Tunsiiasizndadasusiruafiay
dulszanvnimsnainiidmananissinaulagonmmsiinaainanie (Plant-based

Food) Tulumnsamnumiuns

fauus Collinearity Std.
Unstd. Coeff. t Sig.
Statistics Coeff.
Std.
Tolerance  VIF B Beta
Error
mmiﬁﬂ 764 1.310 0.223 0.031 0.286* 7.276 .000
ALY 708 1413  0.168 0.036 0.191* 4.693 .000
‘anﬂim 752 1.331  0.279 0.033 0.330* 8.347 .000
NARS N 518 1.929 0.254 0.050 0.249* 5031 .000
311 541 1.847 0.072 0.040 0.087 1.804 072
PDINNITININRUNY 521 1.921 0209 0.043 238 4.825 .000
ANTALETUNITNANA 574 1.742 0.126 0.036 .164* 3.498 .001

a o

* J1lydn

[

UNERANTEAU .05

Y

PNATNA 8 ATIATIEY Multicollinearity Wuan danUsiaaz@ilan Tolerance
170177 0.01 wagdiAn VIF 81031 10 sirbianunsatsqwdsivaniluiesigimaunisaennas

Fanyausiells uasnans@nuidadendmarenisdndulateesindauaniivluag

52



Journal of Marketing and Management

Volume 11 No. 2 July - December 2024

@ susssssnssnnssussnsnnnnnnnnnnnnn

NIBNNUNIUAS WU (1) Ydevirupdidamananisandulade Usenaudie A1uadusan

(B = 0.29, p = 0.000) shuermtla (B = 0.19, p = 0.000) sumgAnssu (B = 0.33, p = 0.000)

(%
Y Y a

Aty aduayuanugiu 2 Aseautdeddny 05 warludiuves (2) Tadedruuszaumamsnann

2D

3 gudidsnanenisinaulade laun aundndue (B = 0.25, p = 0.000) AuTBII9A1S

[ d‘

adiie (B = 0.24, p = 0.000) AuAINTINERE USRI (B = 0.16, p = 0.001) Tuvad
AuTan (p = 0.07) lWdwadensindulatoesiindnnanialuwnniannumues Nseau

Y [

WedAey .05 Aty auuRgIu 3 aduayuiieausduy

anUsIeNan1sIve

nansfnuladeussrnsemans wuin anune 01y warseldselioununne1ami
Sa a ! Y a & S a A Ao ! [ = ¥ [ a v a
Tsvnasensindulatieamnsinananiieiliwanseiu Feaennaodiuauidevesgn1ig

o a o

T18idnA (2563) uar 933 Foula (2563) Tumeiinansfnwiassld wuin duaniunm
013w warszduNsAnwITuAnAsfuTBvEnadensiadulatonmeiinanainiisfiuansdiedy
Feaenndosiunuidevesnanius yamd (2565) waz ne1d auanun (2561) nHanIsAny
sl Snuusdszansmanifunistuinsinaulatosmsiinananainiialy
AngansuAsLaneeiy Taefidueing o lulifgesvesdnuagUssnsmans flenaiinasie
mafnAulateraniunndstuas liusnsnetu uesiandnamsfnuniidenadomuasliaonndas
funAdefinanan oraduldli unnisfnu SemsAnuiluadsddatufesuemsd
wAmAnINTiY uaznduiensiiuandiediy Ganmsnuluadauamluaansamaniues
Feenarhlinanisnwmenadienuuanenatufunuiseluefnfiiunls el nansAnuiadel]
Irawvioliiiuin SnwazUssannsmaniiuandisdiuludnu aonunim o7@ uag sefums@ne
dwasemsdndulateamsiindnuanfidluamngumamuasuanaiety fdu dnuas
Usznnsmanssaduniadadofinsddafidunsianfinnsanlunsausunsaaiailels
aonpdosfudnuazvonguitmnedievilfiAansdnduladoomsiinanuanfivlun
NFANNUNIUAT

nuansfnedesiu azmiuladn Jadeduimuadlunndiu lawn duausdn
Fruanadila useiumgingsy Snanmsdedulaiteomnsiinamnnniitluannganmamuns
aonndestfunIAn/MaufuaranAdelusfndiinuan Tnaansatuvssgndldiduduilade
fidsnalifuslnainanisindulatoomsiinamnanidlumansammumunsld uonanid
aomndesiuaATbvesumissas yind (2565) fiwudn sumnaidnuasiummnndile fiuase
menAuladenvilnendnsasidornivvesfuslnalumanganmamues Tuved dungfnssy
aompdesiunuAdevesdsg wenvey (2564) inuin Jadusumginssuiidvinasenisindula

Y

FemnsieguAMTBsUTInAlunTunIuvIuAs BgiitudAynadansedu .05
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nansAnudadsdinuszaumsmsnain wuil 1 3 duiifdvwasenisdadula
%ammsﬁmémmﬂﬁsﬂummﬂqqmwumuﬂi FeaenndosriuanuAduveansing a ung (2564)
Wi FundnsusiuastemenisdasmiiedinadenisdnaulaondnSasiif eguaim
Tuvagdiduianssudaaiunisnainaenadesiunuisevesuduud Ussauyauae (2564)
U é’mm'i?im,a%mfﬁmamﬁmam’amiﬁmﬁﬂas‘z&famﬁmﬁmﬁm’%ummmﬁaqsumwsuaﬂéu%‘[miu
Jaiansamwamiung egsiifoddynisadifisesiu 05 agralsfinm fusandulidwa
somsdindulatoomsfindamainfitlulnnganmamues o19dnne s inEANI2IN

filaeUn@iduduaniisings waznquiustardiulng dudifieliguazaulanisguaauan

Y

a i

= £ & L oo & = M Yo A ) LY v = £4
danunasnisiunisteduauseiani muuﬁmlmlmmwaﬁwmmLﬂuﬂ%waﬂ LNGRIZIZRRN

[V
v o a a

fusudderes gami daauda (2562) wuih dusatlifinasemadnaulatovusiteguam
vesfjuilaalunsammamuns esanguslaalutegtulinuddyfuganiwvosdudi
uarUszaunisalfintunistedudiainnssuiunmsiiuinisfiannsoudlatiymaessgndald
081959057 fazviouliiuinluvsunvesemsindsunaniis uenauemsiiiequnm
fuslaelutlagtilsimuddyduiadedunnninge Wy dundnsnst desmamsdndming
naznsdsasunsann lnslamzegieds fuslaauesindudfifimssusesmsgiu o.0. uas

IS I

RN N1siiteanen1sIndmenainateNmdeladiteuazasain wasinisivinaaes

Fundndn xdreiaelignataiuisadadulalddiiedunaziinanudulaluguninuas

UselevusingunInegauyiase

JoLAUDMUL
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Abstract

This research investigates the impact of WeChat usage on information sharing
behavior among secondary students in China, with a specific focus on analyzing the direct
and indirect effects of information communication and self-disclosure on information
sharing. Furthermore, it compares these impacts to the role of perceived pleasure
during information exchange. The study employs quantitative data analysis based on
collected sample responses. Preliminary findings indicate that both information
communication and self-disclosure have a direct influence on information sharing,
which is slightly stronger than their indirect influence through perceived pleasure.
Surprisingly, the results suggest that perceived pleasure does not significantly determine
how information communication and self-disclosure affect information sharing. Additionally,
the influence of self-disclosure on information sharing surpasses that of data obtained
through sample collection responses.

These findings enhance our understanding of how Chinese secondary students
utilize and engage with digital communication platforms such as WeChat, providing
implications for educators and policymakers aiming to promote effective behaviors
related to information sharing. Future studies may explore additional mediating factors'
roles and examine broader academic outcomes resulting from the use of digital

communication platforms.
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Introduction

In recent years, the proliferation of social media platforms has revolutionized
the way individuals communicate and share information (Ozkent, 2022). WeChat,
developed by Tencent, has emerged as one of China's most dominant social media
platforms, with a staggering number of active users (PR Newswire, 2024). Its immense
popularity among Chinese secondary students is undeniable given its versatile capabilities
and seamless user experience (CNNIC, 2018). As such, it is important to investigate how
WeChat usage affects information sharing among Chinese secondary students and
understand the potential implications for their academic and social development.

WeChat offers a wide range of features, including instant messaging, voice
and video calls, group chats, and multimedia content sharing. These features create
new opportunities for students to engage in knowledge sharing beyond traditional
temporal and spatial boundaries (Zhu et al., 2024). As a result, the platform has reshaped
the concept of communication, allowing students to exchange information, seek help,
collaborate on projects, and participate in project discussions in real time.

This study aims to delve into several aspects of the impact of WeChat on
information sharing among Chinese secondary school students. First, we will examine
the motivation behind their usage of WeChat for communication purposes. It is crucial to
understand whether students use WeChat primarily for information exchange benefits, or if
it is more of a social and recreational platform with incidental learmning.

Second, the study will assess the impact of WeChat on information acquisition
and retention. Does the availability of information on WeChat enhance the information
processing outcomes of students and promote a deeper understanding of the subject
matter? Additionally, this study will explore the role of peer interaction and collaboration
facilitated by WeChat, as students can easily form interest groups, share resources, and
engage in collaborative activities.

In addition, this study seeks to contribute to the existing literature on
technology-mediated information sharing by shedding ligsht on the specific impact of
WeChat among Chinese secondary school students. The findings of this study will have
implications for education stakeholders, including educators, parents and policymakers, in
developing strategies to leverage the benefits of WeChat for knowledge sharing while

mitigating any potential negative consequences.
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In conclusion, the widespread adoption of WeChat among Chinese secondary
students presents a unique opportunity to explore its impact on information sharing.
By uncovering the motivations, benefits, challenges and limitations associated with
WeChat usage in an educational context, this study aims to provide valuable insights
into the role of social media platforms in shaping student learning experiences and

facilitating collaborative knowledge sharing.

Literature Review

Stimulation Organism Response Model (SOR Model)

The Stimulation-Organism-Response model is a theoretical framework used
to explain how organisms, including humans, respond to external stimuli. It focuses
on the relationship between the environment (stimulation), the individual (organism),
and the resulting behaviors or responses (Mehrabian & Russell, 1974). In short, this model
suggests that organisms process and interpret stimuli, leading to a response that can
be behavioral, cognitive, or emotional.

Here is a breakdown of the three components of the SOR model:

Stimulation: Stimulation refers to external cues or environmental factors that
affect an organism. It can be anything that triggers a response, such as sensory inputs,
social interactions, or technological stimuli such as digital platforms. In the context of this
study, the form of WeChat stimuli is identified as follows.

- "Information Communication" According to a survey by China Internet
Network Information Center (2023), the main intentions of people using social applications
are to interact with friends (97.1%), sharing knowledge (96.8%), follow content of
interest (78.0%), learn about hot online news (72.4%), and obtaining knowledge and
help (47.1%). Communication is required to achieve the above goals, and the smooth,
fast, time- and space-spanning and low-cost features of WeChat have considerably
boosted the development of information communication among Chinese secondary
school students. Through WeChat, those students can get the information they want
at any time, share what they think is valuable, maintain relationships with offline and
online friends, and gain rich emotional experiences. It can be said that information
communication is a critical aspect of interpersonal communication among Chinese
secondary school students on WeChat, and it directly affects the participation and quality

of online communication. Research shows that the more effective information communication
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among those Chinese secondary students in WeChat, the higher the participation and
quality of their mobile network interactions (Koskinen, 2003; Westlund, 2015; Fortunati &
Manganelli, 2011; Hu & Liu, 2022)

- "Self-Disclosure "It mainly refers to secondary students actively exposing
personal information when conducting interpersonal interactions on mobile social
networks. Self-disclosure is a concept proposed by Jourard and Lasakow (1958), who
defined it as the process in which an individual informs a target person of information
about himself, while Chen and Sharma (2015) also pointed out that this information is
mainly personal identity, personality, experience, future plans, interests, hobbies and
lifestyle, etc. Several studies have pointed out that self-disclosure, both online and
offline, has both positive and negative effects on people's lives, studies, and work. Positive
impacts include increasing trust, thereby improving interpersonal relationships, promoting
communication, and promoting mental health (Schneider et al,, 2011). Negative
effects include creating a personal privacy crisis. (Zhang & Ye, 2010) and
cyberbullying (Bryce & Klang, 2009), etc. Secondary students in China are under a lot
of pressure, according to an announcement by the China Youth & Children's Research
Center. Intercourse, learning, relationships with parents and school can all be sources
of stress. They need to be able to talk and reveal to others anytime, in reality and
online. In comparison, more and more secondary school students tend to express
their emotions and behavior or self-disclosure online, especially on mobile social
networking platforms such as WeChat. This is because secondary students’ self-disclosure
on WeChat is a kind of "back-to-face" communication method maintaining exactly the
richt distance (Popat & Tarrant, 2023), is less restricted by realistic impression management,
and is easier to reveal true feelings. It is an efficient and authentic self-disclosure
(Chen, 2016; Zeng & Zhu, 2021). As a result, self-disclosure has become an essential
part of interpersonal communication among secondary school students on mobile
social networking platforms (Nguyen & Ho, 2022).

Organism: The organism represents the individual or group of individuals who
are undergoing the stimulation, encompassing their inherent characteristics, subjective
perceptions, intrinsic motivations, and cognitive processes (Bitner, 1992). So, the organism
represents the internal processes and structures of the secondary students, occupying
the space between the stimulus and the final behavioral response in this research. When

stimulation refers to mental processes that are influenced by information communication,
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self-disclosure and network dependence, as an organism, the secondary students assimilate
external information into conscious statements that develop into integrated mental
representations. In an alternate dimension, the structure of this organism is shaped by
perception, mental activities, emotions, cognition, and thinking, thereby reflecting the
cognitive abilities and emotional state of secondary students (Bagozzi, 1986). Based on
the points discussed above, perceived pleasure is selected to present secondary
student’s cognition level, classification, sentiment level and physical level (Bitner, 1992).

- "Perceived Pleasure" It is the level to which the process of utilizing the
online information resources is viewed as enjoy able is not solely tied to any expected
performance results. The enjoyment extends beyond these performance outcomes. A
wealth of research has examined the WeChat usage habits of Chinese secondary school
students. Cao et al. 's (2023) exploration engaged over 1000 students in a survey and found
that WeChat is a pervasive tool for social networking, instant messaging and information
dissemination. Their findings also indicate that the average daily usage of WeChat was 3
hours per student. Parallelly, Tong and Tsung's (2018) examination of almost 500
secondary students detected four key activities students engage in on the platform:
engaging in conversations with friends, participating in virtual communities, exchanging
articles and news, and amusing themselves with mini games. The results showed that
80 percent of the respondents used WeChat to maintain connections and share
personal experiences. The enjoyment derived from WeChat usage has caught the attention
of numerous scholars. Leung and Wong’s (2013) exploration of the connection between
WeChat activity and the pleasure experienced by Chinese secondary school students
unearthed a positive correlation between the two in 2013. Additionally, in 2017,
Tian and Xu conducted qualitative research performances, while Chen et al. carried
out a similar study in 2021, both involving comprehensive interviews with students
to gain insights into the gratification derived from platform usage (Chen et al., 2021; Tian
& Xu, 2017). The findings of these studies revealed three primary sources of pleasure:
social interaction and connectivity, multimedia entertainment, and the convenience
of accessing diverse services. Moreover, a longitudinal study conducted by Hou et al.
in 2017 unveiled the temporal dynamics of students' perceived pleasure derived from
WeChat usage (Hou et al, 2017). Initially, the novelty and social connectivity features

contributed to their enjoyment. However, over time, their satisfaction escalated due to the
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personalized content and add-ons offered by the platform. In conclusion, Chinese
secondary students exhibit regular utilization of WeChat for purposes such as social
networking, knowledge exchange, and instant messaging. Their gratification stems from
various elements including social interaction, multimedia entertainment, and
convenience.

Response: The response is the behavioral, cognitive, or emotional reaction
exhibited by the organism in response to the stimulation. It can include actions, attitudes,
beliefs, or changes in knowledge or behavior. For example, in the context of WeChat
usage, the response could involve increased information sharing, improved collaboration, or
changes in communication patterns among Chinese secondary students.

- "Information Sharing" According to a series of studies (Chen, 2003; Batten &
Savage, 2006), information sharing is defined as the fundamental behavioral performance of
coordinating and integrating processes or activities. This process encompasses
decisions regarding "what to share," "how to share," and "when to share," thereby
reducing information costs, enhancing information content, miticating information
overload, and improving information feedback (Oh & Han, 2018). For Chinese middle
school students' utilization of WeChat, effective information sharing can assist them in
efficiently caining competitive advantages and ensuring the availability of relevant
information (Barua & Ravindran, 1996; Chow, 2011). Furthermore, whether these students
can fulfill their online informational needs also relies on WeChat's effectiveness in
transferring engaging content to other pertinent user terminal platforms (Rodrigues et
al.,, 2022). Additionally, an effective flow of interactive information is a crucial factor
influencing students' engagement in sharing information (Lee et al., 2004). Chen in 2016 also
emphasized that the convenience and real-time performance of WeChat are driving
factors for its widespread use among these students. Chen et al. (2021) conducted an
extensive study on WeChat's behavior related to sharing frequency and motivation by
considering factors such as context, relationship dynamics, and type of shared information.
Zhou (2022) explored social influence aspects with an emphasis on how WeChat
usage shapes peer relationships and facilitates social learning. As highlighted by
Stevic et al. (2022), despite increasing privacy concerns, students continue to willingly
disclose personal data on WeChat due to perceived benefits derived from trust in the

platform.
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Theoretical Model

The SOR model helps researchers understand the dynamic interplay between
individuals, their environment, and their responses to stimuli (Mehrabian & Russell,
1974). By applying this model, the proposed theoretical model is designed to gain
insights into how WeChat usage influences information-sharing behaviors and among
Chinese secondary students. As shown in Figure 1 which has been notated to identify
the 5 research hypotheses associated with the hypothesized causal relationships

among the variables.

Information
H3
Communication
H1
X Perceived Pleasure ]‘ H5 Information Sharing]
H2
Self-Disclosure Ha

Figure 1: Theoretical Model

In Figure 1, there are four variables including 2 exogenous independent variables
(Information Communication and Self-Disclosure) for which no causes are proposed
and two endogenous variables (Perceived Pleasure and Information sharing), which have
at least one variable as proposed cause and the endogenous variable Information
Sharing is the dependent variable.

The literature review section discusses five research hypotheses associated

with the direct effects, as presented in Table 1

Table 1: Research Hypotheses for Direct Effects

No. Research Hypothesis

1. Information communication has a significant positive direct effect on perceived pleasure.
2. Self-disclosure has a significant positive direct effect on perceived pleasure.

3. Information communication has a significant positive direct effect on information sharing.
4. Self-disclosure has a significant positive direct effect on information sharing.

5. Perceived pleasure has a significant positive direct effect on information sharing.

Note: Throughout H1 — H5, significance refers to statistical significance at 0.05 or less.
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Data Preparation and Descriptive Analyses

The latent variables in the theoretical model were assessed using a 5-point
Likert scale, which is considered an interval scale for analysis purposes due to its
definition and the measuring instruments utilized. The findings obtained from SPSS
and SEM analyses are presented in this section through an online data collection
platform.

The data from a total of 456 questionnaires, comprising 249 responses from
male participants and 207 responses from female participants, were entered into an SPSS
spreadsheet. To ensure the accuracy of the data, a random sample of 10 percent (46) was
selected for examination. No discrepancies were identified, and all questionnaires

contained complete values without any outliers in the latent variables.

The Results for Construct Validity and Equivalence Reliability

The construct validity of the latent variables was assessed through principal
component factor analysis, adhering to the criteria that indicators should exhibit
a minimum factor loading of 0.4 and an associated eigenvalue of at least 1 when loading
onto their respective latent variable (Straub et al., 2004). Equivalence reliability of
indicator sets was evaluated using Cronbach alpha coefficients. Detailed results
demonstrating satisfactory construct validity and equivalence reliability can be found

in Table 2.

Table 2: Model variables: validity, reliability and descriptive statistics

Variable Validity/Reliability Descriptive Statistics
and Factor Eigen Cronbach  Mean Standard Skewness Kurtosis
Indicator Loading Variable Alpha Deviation
SD1 .820 46.41% 0.944 2.59 1.003 .435 -.208
v SD2 782 2.65 976 .303 -.262
§ SD3 .805 2.70 .960 193 -376
g SD4 .828 2.51 1.005 .453 -.208
? SD5 .807 2.59 997 .339 -.231
SDé6 831 2.48 961 572 .042
IC1 .804 11.66% 0.926 2.87 .954 .189 -315
. o Ic2 802 2.94 900 094 -.257
é ? 3 813 2.99 915 -039 -096
5 2 Ica 820 2.98 931 032 -396
£ § IC5 .805 2.88 .901 .208 -.366
IC6 794 294 .850 131 -116
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D T

Table 2: Model variables: validity, reliability and descriptive statistics (Cont.)

Variable Validity/Reliability Descriptive Statistics
and Factor Eigen Cronbach  Mean Standard Skewness Kurtosis
Indicator Loading Variable Alpha Deviation
IS1 815 10.99% 0.92 2.60 1.027 .405 -.260
‘5 on 1S2 796 2.63 977 571 .049
E _E:% 1S3 .848 2.57 .985 619 .097
€ Y 4 823 2,66 979 530 062
IS5 .842 2.80 .864 .839 .490
PP1 .830 7.58% 0.913 2.48 1.003 572 -.120
@ % pPp2 .803 2.58 911 .499 .101
C% g PP3 822 2.57 .985 .400 -.132
PP4 .826 2.73 .870 321 107

Note for Factor Analysis: Extraction Method: Principal Component Analysis. Rotation Method: Equamax with
Kaiser Normalization. Rotation converged in 6 iterations. Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.948.
Bartlett's Test of Sphericity Approx. Chi-Square = 7677.954, df = 210, Significance = 0.00. Components with

eigenvalues less than 1 are not shown. Percentage of total variance explained = 76.65%.

According to Table 2, the skewness and kurtosis values for each indicator fall
within the acceptable range of 3 and 7, respectively, as required for maximum
likelihood estimation in structural equation modeling (SEM) analyses (Kline, 2016).
To perform descriptive analyses, the latent variables were transformed into single interval
scale measures by calculating a weighted mean using the indicators' values with their
corresponding standard deviations as weights. These single scale measures are exclusively
utilized in subsequent descriptive analyses. In contrast, the individual indicator values
were employed in the SEM analyses.

One sample T-test showed the mean values of the model variables were
significantly greater than the neutral value of 3 except for Information Communication
where the mean was not significantly. And, the mean of the other variables was significantly.
Also, independent T-test presented that there were no significant differences between the
mean values of variables for males and females.

Correlations among variables are shown in Table 3 where bold type indicates

statistical significance at a level of 0.05 or less.
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Table 3: Correlations Analysis

Information Self- Perceived Information
Gender Education
Communication  disclosure  Pleasure Sharing
Gender 1
Education .042 1
Information
.042 -.026 1
Communication
Self-disclosure -019 -.058 523" 1
Perceived » o
.046 .046 .401 .556 1
Pleasure
Information o o o
-.003 .019 421 .445 .456 1
Sharing

** Correlation is significant at the 0.01 level (2-tailed).

According to Table 3, all coefficients associated with causal effects in the
theoretical model exhibit statistically significant and positive values. However, it is
noteworthy that neither gender nor educational background demonstrates any direct

positive impact on the variables within the theoretical model.

Model Analyses and Development

The outcomes of the structural equation modeling (SEM) analysis conducted
using Amos software to examine direct effects in the theoretical model are presented in
Figure 2. Statistical significance at a level of .05 or lower is indicated by symbols* and
NS, representing significance and lack of significance, respectively. Initially, unstandardized
effects are reported, followed by standardized effects in parentheses along with an
interpretation of their magnitude based on Cohen's (1988) guidelines: < 0.1 denotes
a small effect (S); between 0.1 and 0.5 signifies a medium effect (M); and > 0.5 represents a
large effect (L). These symbols are consistently employed across all results obtained

from model analyses.

Information
0.294 *** (0.237M)

Communication

0.157 ** (0.146M)

i Information
Perceived 0.334 ** (0.290 M)

Pleasure Sharing

0.445 ***(0.519L)

[ Self-Disclosure ]/—_ 0.165** (0.167M)

Figure 2: Direct Effects in the Theoretical Model
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Table 4 shows a range of fit statistics for the theoretical model as recommended

by Kline (2016).

Table 4: Fit Statistics for Theoretical Model

Normed Chi-square
N RMR GFI AGFI NFI IFI CFlI RMSEA
Theoretical (NC = X?/df)

Model 219.884/183= 1.202 0.022 0.957 0.946 0.972 0.995 0.995 0.021
456

R% Perceived Pleasure (0.375), Information Sharing (0.330)

According to Table 4, all goodness-of-fit indices were in the acceptable threshold
and desirable ranges, exceeded the acceptable level of 0.9; however, it is worth noting
that the model significantly accounts for a substantial proportion of variance in the
endogenous variables. Nevertheless, it does not fully meet all necessary requirements

(Kline, 2016).

Table 5 shows the direct/indirect effects, the totals of effects in the final theoretical model.

Direct Effects:

1. The direct impact of Information Communication on Perceived Pleasure is 0.146.
2. The direct impact of Self-Disclosure on Perceived Pleasure is 0.519.

3. The direct impact of Information Communication on Information Sharing is 0.237.
4. The direct impact of Self-Disclosure on Information Sharing is 0.167.
5

The direct impact of Perceived Pleasure on Information Sharing is 0.29.

Indirect Effects:

1. The observed coefficient for the relationship between Information Communication and Information
Sharing, mediated by Perceived Pleasure, is estimated to be 0.042.
2. The observed coefficient for the relationship between Self-Disclosure and Information Sharing,

mediated by Perceived Pleasure, is estimated to be 0.150.

Total Effects:

1. The total impact of Information Communication on Information Sharing is 0.279.

2. The total impact of Self-Disclosure on Information Sharing is 0.317.

Based on the findings presented in Table 5, it can be inferred that the direct
influence of information communication and self-disclosure on information sharing is
slightly greater compared to the indirect impact through perceived pleasure. Consequently, it
can be deduced that perceived pleasure does not play a primary role in determining how

information communication and self-disclosure affect information sharing. Furthermore, the
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overall effect of self-disclosure on information sharing surpasses that of data obtained
from sample collection responses.
Practical Implications of the Findings

From total effects in Table 5 it is possible to develop a hierarchical set of
practical actions that increase consumer satisfaction. These are described in Table 6

with actions 1, 2 in decreasing order of their influence on information sharing.

Table 6: Practical actions to increase Information Sharing

The Actions to Increase Information Sharing Stimulation Comment

Behaviors

1. The following actions could increase Chinese secondary Self-disclosure The effective utilization of WeChat

students’ information sharing behavior on WeChat; 1. Active functions, the maintenance of a
social circle; 2. Interactive engagement; 3. Knowledge robust network environment, and
dissemination; 4. Appropriate expression of emotions; the practice of moderate self-

5. Expand social connections; 6. Frequent utilization of disclosure with friends can facilitate
memes, stickers and custom emoajis functions; 7. Use small information sharing, foster deeper
programs & third-party tools understanding, and enhance

interpersonal connections. However,

during the process of sharing, it is
2. The following actions could increase Chinese secondary Information
) ) ) ) ~_ crucial to prioritize personal privacy
students’ information sharing behavior on WeChat; 1. Create Communication
) protection and ensure network
Group Chat; 2. Use Moment; 3. Implement file sharing;
security.
4. Start an online reading club; 5. Use multimedia resources;

6. Promote respectful communication norms; 7. Regularly
update your status and share timely information; 8. Encourage

others to share

The comments in Table 6 shed light on additional direct influences of Perceived
Pleasure on the information sharing behavior of Chinese secondary students on WeChat,
which, as a mediator in the theoretical model, does not primarily determine how

information communication and self-disclosure impact information sharing.

Conclusion

The present study aimed to gain insights into the influence of WeChat on
information sharing among Chinese secondary students by examining patterns of
information communication and self-disclosure. Through rigorous data analysis, significant
findings emerged regarding the pivotal role played by WeChat in shaping students'

communication habits and fostering a culture of self-disclosure.
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Our findings suggest that WeChat has emerged as an indispensable platform
for Chinese secondary students to facilitate communication, idea sharing, and self-
disclosure in order to enhance interpersonal relationships. This multifunctional
platform enables seamless interaction among students, facilitating the exchange of
educational resources and fostering engagement within like-minded groups or commmunities.
Consequently, students exhibit an augmented willingness to share personal experiences
and thoughts, thereby positively contributing to the cultivation of open and trusting
peer relationships. Several factors contribute to the evident increase in self-disclosure and
information sharing among students utilizing WeChat. The platform's informal and user-
friendly interface, coupled with its customizable options, empower users to express
themselves more openly and confidently. Furthermore, privacy settings and self-
selected contact lists enable students to manage the extent and accessibility of their
disclosed information, fostering an environment of trust and control that encourages further
self-disclosure and information sharing. Additionally, features like Moments and group
chats facilitate diverse forms of communication and self-expression by allowing users to
share various types of content such as text, images, and videos. This seamless sharing
experience promotes openness among students, encouraging active participation in
discussions while expressing their emotions, opinions, and experiences without fear of
judgment or negative reactions from peers.

However, the study also raises concerns regarding potential adverse consequences
associated with extensive WeChat usage among secondary students. Areas such as
addiction, excessive reliance on the platform for social interaction, and the possibility
of cyberbullying necessitate further exploration and targeted intervention strategies in
future research. Moreover, our findings indicate that WeChat plays a significant role in
facilitating information sharing and self-disclosure among Chinese secondary students.
While promoting communication and interpersonal relationship development, it is
crucial for educators and parents to exercise vigilance and provide guidance to address
potential negative impacts effectively while ensuring a healthy balance between online
and offline interactions. Future studies should investigate the long-term implications of
WeChat usage on students' academic performance, offline social skills, and psychological

well-being.
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Abstract

This research aims to examine factors influencing the intention to watch
short-form videos with embedded advertisements on TikTok among Generation Y in
Bangkok. The study draws insights from a purpose sample of 275 consumers who have
experienced such videos on the TikTok application The research utilizes an online
questionnaire, and the statistical method employed for analysis is multiple regression
analysis.

The study's findings reveal that factors related to entertainment, information,
passing time, and social interactions significantly influence the attitudes of Generation Y in
Bangkok, statistically significant at 0.05 level. However, factors related to relaxation and
escape do not impact attitudes. Specifically, within the entertainment, social norm, and
attitude-related factors, there is statistically significant influence on the intention to
watch tie-in in short-form videos on TikTok application among Generation Y in
Bangkok at 0.05 significance level. This research holds practical value and serves as
a guide for businesses aiming to create tie-in in short-form videos on the TikTok
application. It can inform marketing strategies for organizations, offering a deeper

understanding of consumer behavior.
Keyword: Intention to watch, short-form video, Tie-in
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ada 1 A

fenutuieniliuslnafianela gulneasiviruainfdedony @ wavo1adwmanouseqals

lunsfuruvesuilaalasnaie (Martins et al., 2019, p. 2) Ay dsddglunisdoansiu

'
= J

= o vd & v a | A Y ~ Yo Y a
dornq 9 fia msvilrdetulanuduifisasiaulaiieasimnuiianelalviuguslaa
¥ . < ] A 1 v d" 1
Taya (Information) Wuaungnatenenlugusuudennuwasuuudu 9 1
Fuaadssiaznin feiesgnanialviiinaiutila (Webler & Andersen, 2022) gausin
gousudayaignatenenr1uden1e o 1y Mwl Tou @es a1 uazdydnual n1siden
Aoy

SULUUNSOBNABTMLNZEY YU Aol NdToyuawartanIutaay azglin158a1s

Y

[

¥ a = ¥ U LY =

Toyaluszdnsam (Ye, 2024, p. 1-2) nMsilvoyaignees viuady uaziuselovd azdwali

Y

v |

AuslnalviraRvAdelawon uennil Teyalulavandwddyunn szdumsuaniioya

54

YDIAUALATHANTUN WazdsnanaUsyandnmuesnislawan (Gaber et al., 2019, p. 6)

LuAnKseRala "szgeusy’ ¥es Crompton (1979) efungiiasagdlavesyanaly
MsWauAae (Relaxation) wagnsvianuil (Escape) LLmﬁmﬁgﬂﬁmﬂsﬁumiaaﬂLLUinmiLﬁa
Tousegilavesynna Tneusegelaves Crompton Usenaumievatedade wu nsvauni
nsdsanarUsziiiunuies nskeuRaty FAes nsanney nsiasNasIANdLRLEN
PTORNA wagnNsEIwEANaEAINtuNSUSAuNUSNednu (Wida Aseana, 2559)

mﬂﬁiﬁm%aﬁLfﬁsﬂumimaummnmuammamwmﬁagﬂﬁﬂwﬂms Papacharissi
and Rubin (2000) 13801 "Passing time" Gavinefla nsiiaan msdnwitinsadeuusigsla
madumesidalunsldinaseulay Tnefisnenisdennuiiesursdenislddumesidn wu
sumesiindedulifiorlsvihinit’ wie "ieldnawesdu" (Papacharissi & Rubin, 2000)
nsAnigaglidnlaidaulinldlodoaiifodiotaguszasdang 4 Wy ieauduiis
maﬁamﬁaﬁuﬁﬂuﬁu 9 wiowumifieseliasuannisnatneaulay (Whiting & Williams,
2013)

w599¢lagavineRe "Social interaction" 3eUfdu SN AL IneBa ATTUIUNNT
fifeudoansuazvihauniedusiniiludeny Jadududfglunsaieudusiuuagnis
Lﬁ'fj"amias[,uﬁmuma 9 (De Jaegher et al., 2010) Uﬁé’uﬁuﬁ‘wé’qﬂmﬁéﬂwmzﬁ%’wﬁauuaz
vannviane wazdfiAfiuans1eiy W ngAinssmanauazetaunm vum warduaudidism

FUUAGULUAWNEDIUNTAULAZANADINITYBING NITUINTANTUAAUTLANAI 9 19U
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wosaunundoanunaznslaian iufegswesunanveduiidsasuujiuiusmedany
TnsiauenuandAdddneuiivasainanisieasuazmslimeuseninagld (Curas-Perez et al,
2014; Neus, 2020) NM3@NHEUTUINUHFURUEN T IRUTNANTENUA BT AUARKALNGANTTY
vesypRa sdmaromiuRalafiazsurifleduiifaanudsuuneundindu TikTok (Chen &
Lin, 2018)

At launAamanivaslhisdilanginssunazarudoamsvesd uilaely
Haquuldatedu uazanmnsatluldlumsnausuianssuuas maaiuayuiinzaudmiy
LANUDITINANIBDIANT

VifuAR (Attitude)

WirupRdunumddglunsvianudilakareiuienginssuvessuilnn Ineiluuian
fuiuruliudesiidnaudendnfausiieuinmaduiidmesnndnuaiiiluislavesyeea
wavsiniinasionsindulalunisdenionisldusnsdnan (Luna et al, 2002: as cited in
Richard and Chandra, 2005) wena1nil Wruafdunindeiuresudasyaaaluanufives
wARA e USMS vioundn deazthlugemnulifudssiidaaulunsdndulawasnginssusely

N1534A31¥%¥89 Wu and Wang (2005) §a5y31 viruaRdnasenginssuiazn1sanauls

(%
[ v

TuaAvIeve LY IasndanuduiusiunmavenlessenitenuaiaviwagUssaunisal
A a &£ a o 8 ¥ a < a a1 = ° ) a
MAnTuaTe i liiAansuesiulasUseiiiuding q lunddlagane ilugnmsinsauay
denltwalulad s andnd amagelrnundlakariiansaneg1sanas (Flavian & Gurrea, 2009)
o v Y] a [ M Aa o o 1 a Y LY

nshanudnlaeruaidenislavunluiessniinnudidgyegndduaisdagiu
= [P a va ¢ & | ] s & ¢ A o v
\Heannguslaaiinislddumesidnegraunsvany Ingusvann 97 Wesidud wesudeyauay
MR 9 MNeesiURaadugisauTnsiauaula (Knight, 2010) msfnwuaiatuneula
andunisiievianudilaiauafisanislawun (Mehta, 2000) §3n13398U99 MacKenzie
and Lutz (1989) 19411 virupfnenislavanidsnsnasg1min laedlfndssng o Aduasde
mydndulaveiuilae lumanaziuifniingasiunisiavanesulatianudAneg1ain

1 o w

Tugatagdu weasnnmislavanlulanesulatdnifeiteuledeaiifusgwdAgy (Kim and

6 1 (Y v a

Han, 2014) n15@n®1U89 Kola and Akinyele (2010) lé’ﬁqf\]mw AUENAYUBWIAUARADNT
lawaneeuladiinasionsdndulaves{uslan lnenuiviruadildnsnauindensindulade
a v A a a o a sala ) sy a Y a v o 1
AuAmseUINISVRIUTENYVSauUsUATI N NN el ludnlavesuslaa deu nsdnlauay
nsdamsiruefdenslavanluddidulunsaiunmanuainfuasdeiolahulavesiuilng
Favinarenuaslalunisveuaznisresesweiiusiaaluiian (De Battista et al., 2021)
UTINNGIUNI9EeAU (Social Norm)
ussingumsdauduiiugiuveanginssuuywd Tuefin denuvesussvingiu s

Jonuiszyindslaasuselinisidu anuanuaianiswesanitu wia nginssufidaiauin
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mslesunsading Taevily vssingrudunsunumsdnvesngAnssufivanzanludny
LAZNGULAN 9 %q%ﬁwwqaﬂiimauwiazqﬂﬂa usvingIunsdenusoanustiulae oy uazas
ogfldmenmsonduaglious® visagumarignadtuieusslonidun wavduaiy
waUstlemivesngueosunang Tavimihi "nissauaznsfindu’ (Rost, 2016) ussvingIu
madanniimnuddnlunguanndn lasvimihiimuauuasliduuginAsiuismsivnya
Tumsatiunisaeluguyy UssingIunedeasasamuANNgRinssuvasusuoaulalls
ogailsransnmuazduaiuanuiueglnonuvesuvy degratu aundnluguyuiin
g1UUAINIINaRTNgAnsTAdRss g unuueEns ussingussanusafiniy
wginssufilifissvasdidomndniuffsedsaudensandinussiingiu wenanidsenunsals
muinlagUTenededsiimsihuaglimnzailudsn Wy meidlelamsuanimsaivayy
nsdann wazdlolafngauiunsuaniesuaidu iy wiuseisgumedsmnedusslon
uifiamsntnluganunsalflidle Wy mavansyuuldunanesuientu ussingu
yosmnnenadaudiiulaziilugnisazidaussing i dwiliiAnnsanaamiowd v
domitliifeusrasd whedamuime uwiussingumedsaudiunumddglunmsdiesn
rududusiuazarnuuaendemeesulay wu wnwudlaideyalalimslawesoasisg
ussiagudsannsanmodudumilwongegradumamsvessuru falsuldldiueiosle
msauaﬁsmaﬁuuwamﬂa%m (Dym & Fiesler, 2020)

AuAslaluns¥uLu (ntention to Watch)

arwddla Ao aruddladufuveudazyanalunisuanioendangAnssunionis
nsgyinAsng q Adivema Tnefinisdidunismaumginssufidmualaeanusdavefayaaa
iy 9 109 uarfoindutlafefidmarioussgilanssiidvinadenginssy nandnifevds fo
annsolfiduedosdliyanadduiirnuddlawasneneunidiode Tevhluugibad
ausalariazimeRnssiusnnd fuwiivg Aasfemsnssindunlldnntusiniu egslsinu
ausslafiasuanseeni mmmwuléﬂquammwhﬂfu mangAnIsufInaIeg nele
unsanivesiyARatY (Aizen, 1991 p. 181)

Tnofuilnafianfioufifissnntudelavanidlesoulad daufadavaniiiniuals
Tumsléiflessulavifuniesfiolunslavarifivnnniy dsdianuuandisanastaduls
Auslaadeandgivlavanmadnsiaduuuidy o LLazlziaWMﬂiaﬂaUQmLﬁfawwmaqi%wmw1‘7i
adeamsfuruld dufulavaniflessulaufsdmariliguslnaaunsniden Surlavan
Selenouladldniuainudslavesniies (Lee & Lee, 2011, p. 619) FaNan153v0909
(Ramadhani et al., 2020, p. 493) laszyivinuaivesiuslaarenislavaniaudAnse
anusdlalugumginssllunsunlavariflossula uaznansiteves (Puwandi & Brasall,
2020, p. 387) Saldszydninilelawaniinsliannug mnuaynauu famnuindede wagli
ader Ay arannInaiiRuARTIRT UL wasirueRiAlvlR v duualduiiesd

AnuRslanazalayaninnnitiasLiinae ey
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selaulstun15998

UsEvINIUAZNEUA29E19

Hair et al (2019) na1vi1 lumsliasieinisananeenyias (Multiple Linear Regression)
msfl 100 fegatuluFmsmnzan ueed3TeldRansannss1ssuszrins (Generalizability)
Fosanmus e umius LUy sedutiodfnyd 05 Tnsidenifiu
nauAI9E19 250 AU SifuUsBaszduIL 8 ¢ Fsegsemineiiudsdasy 5-10 f eansa
pousUlAAAIALuUsUTIL 0.05 el §3deldiRuTuIunsAnu Bndssanmdesay 10
iletosrumsRananslunsnounuvasununaziiteidunisdsesnuvasunuiilinsudiy
Feduldngusoeaiidosnisianen 275 au

demnmsfineideluasiingusaogns o nduuszanangawmamuas Generation Y
e FunARlosuuuuduiTlavanussuuweUNaATY TikTok defidelimautoyauseins
fuvisetaun Seddineianisduietrauulilendenguianuinazdu (Non-probability
sampling technique) ME3SN1TEUAIDE 1L UULRNILLIZAT (Purposive Sampling) ey
NAUUTEIININTUMNUNIUAT Generation Y fitasFuruiAlogunuuduiiilavuiudsuy
waUnALaFuTkTok whiulunsmeuuuuasunaiielrldngusogsiidesnis

in3sileflilunside

A A | va o v

av A = & ° a -
Lﬂiaﬂm@mi‘%ﬂUﬂqijﬂa A LUUdaUNIN ‘?NLﬂummmump%a‘mwmwaLﬂU“U@;JJa

2 Avaovvyve £ a Y a AY vy Y
IUﬂﬁgLWUV]E\J'] ElVL@(5]QGUu@qﬂwqwa‘sﬂ@qmﬁ]LLUiLLagaMQJG‘IEWUWi@?‘WUWFJ’]"\]’]ﬂ N1INUNIUITIEUNITU

BNA15N15398 T lUdInFITeNnetee Tnsuuseanidu 4 du leun

[
= 4

eudl 1 uvuasuamiAefuteyaiugIuvesnouLuUasUY $1ud 2 1o
oA e wagonTw

poufl 2 uwuasuaIABITUNgAnssunsursialegUuuuduiiTlamaul
$1uau 2 9o Toun annudlunsdur wazgananiidenuy

poudl 3 uuuasuaAsAUTdaf ALt Wananan @B gmedln
(2565) Uaduaudeya imunu1ain Chan et al. (2014) Yadeaumseeunay Jadeauns
nanuil Yadesnusinig wastadesuufdunusviediny Wauunain Lee and Lee (2011)
Jaduausiruad Walu1u13a1n Moreale (2022) U238 1UUsTving udIny Wau1d121n
Zahid et al. (2023) waziladoduarudilalunisfurs fmuman Lee et al. (2017) 344
inausimslirsuLLLUY Rating Scale Tnelddayaifusumsntu (ntenal Scale) s nu 40 o

noudl ¢ Yorausuuzdu o Judnvazmaiuuaieda (Open-ended question)

vanladnuuaesnuUmMESY FIdulahuuudeuauauenongnsInandl

MU 3 VU NEATIABUTBIRNSITAULEN (Content Validity) lnemaiausiauaanaass
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(Itern of Objective Congruence Index: 10C) &sfiAu1nndn 0.5 wanviwuvdeUaINTiAINY
gansadadom uaﬂmﬂﬁiumﬁLﬂiwﬁamaawmmﬁ?u V187350 YRR Uay ANTAS
Yozfinadns (2559) Ifuuzihinsasavaeudymides multicolinearity 1aae ensdli
MAwansaaeunuinliifian Tolerance Mdlng 0 wazdr VIF Mdlng 10 wanednlaid
Yeymenu Multicollinearity

nsiusIuTtaya

H3Tevn1siusiusindeyaniusuuaeuniuesulail (Online Questionnaire)
Howniduismsinaduazazmn lvamsadifnguiegatmneliig wuasuam

va o

pdnvinIuna Goosgle from Liveriudeyaannngueiegne 1w 275 ga Fei3velavinnig

Y

NTzBLUUADUNIUNIUNISEodANDaulatlnng 919U Facebook, Line tag Instagram
Judu iesmniludemnsfimunzaniunguiiegne Falunisiiusiusiudeyads IAaa

ARNToY 31U 3 o oA viruendeegngummumiuns viulenysening 26-43 U uagyinu

nuaundiatu TikTok wiold Wudu wedunisdmdennquitegsiinsmuieuluintu

Calle

wassdugiaulalunisneunuuasuauidensail

Usenaunie A1sesay AR LagAleuuuNINTgIU kaTNITIATITRRILARALTIRLIY
(Inferential Statistics) lein mﬁmswﬁmaaawwqm (Multiple regression analysis) Lol

NAADUANMUFUNUSTZ NI TDATZLAT AU TAU

NaN15I8

¥ 1

A13197 1 ToyadIuyAna WA NORNIIUNITIUTNIALE

dayadiuynna 1Y Souay
LINF Y 121 aa
e 131 47.6
LGBTQ+ 23 8.4
EietY 275 100
D1TN 55NN 117 42.5
NINNUUTENLEN YUY 107 38.9
FUs19MI/3gIamNg 51 18.5
39U 275 100
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A1519% 1 Jeyadiuyana uaz naAnssuNsTuTLinle (se)

NOANIIUNITIUBNIALD 14U fouas
audlumsumaloguuuy 12 afy/iu 77 28
Suitlavanudsuuwoundn 34 ady/3u 107 38.9
Fu TikTok W 4 ASsreTutuly 91 33.1
374 275 100
Franafivudensundfle 9381 9.00 - 11.00 u. 39 14.2
gﬂquﬁ’juﬁﬁiwmmwwuuaﬂ 4341381 13.00 - 15.00 . 92 335
WALt TikTok 23947387 18.00 - 21.00 . 144 52.4
39U 275 100

HAN1TAATIEVTOLAGIUYARRYBIRBULUUABUNN NUTERauLUUasUaudUlney
Huemds Goway 47.6) uaziionngsiadisn Govaz 42.5) winnuuivnenusu Govaz 38.9)
Suswns/sgiaming (Sevay 18.5)

Tua':lusuaqwqﬁmiumi%’mﬁﬁiagﬂLLUUéguﬁﬁImwmwLLNW@@;:IU%IM WU HROU
wuaeunudmidlunsiunAflesUsuuduiiflamanussuumeundiadi TkTok 3 - 4 aduwio’y
(fowax 38.9) sesasuniio wnni 4 adwieTululy (Gosay 33.1) uardivrananiiidensuew

FegunuuduavanursuuteUndiady TikTok lutasnan 18:00-21:00 u. (Fevaz 52.4)
way lugaaaa1 13:00-15:00 u. (Segay 33.5)

X A a A . , v
AN 2 ANLRAYLAYAA ANAIULUBAUUNINTFIU kagA1 Cronbach’s alpha YDIAILUS

v LY v —-— £ a <
dayaduusnnau X SD STAUAINNAALIAU
UadgaruanuduLia
vuanlasuanuduiainnsailenives 4.18 0.934 110

WleguuuudunillavanudiuuwaUnaadu

TikTok
usdnindamaulunisfurinloguuuudy 4.03 0.941 ly

fillawanussuuneundiadu TikTok

yhudAndudutumssuriilegiundudid  3.96 0.968 ly
larganurauuLaUnaLATY TikTok

yhugdnaynlufunisiumafloguuuduiil  3.96 0.973 1N
larganurauuLaUnaLATY TikTok

yhufanaynileldtimslineuiuidwediile  3.80 1.043 ly
EULLuuguﬁﬁI@meLL&JJWLL@UW?Lﬂsi'fu TikTok

NS94 (Cronbach’s alpha = 0.842) 3.99 0.76 U
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M19197 2 ARRERYANS AFIUTELUELINTEIY kagAn Cronbach’s alpha ¥a9uUs (o)

¥ o 14 — o a <
dayasuusnnanu X SD sEAUANARLIAY
Uaduaudaya
viuddndndlesuuuudunillavanudsuuiey  3.97 0.897 1N

waLAdu TikTok Insldeyaiasudon e
yhlsviuRnanudlalumssurulfiedeiu

yuddniifesUuuuduiavanutiuy 391 0.892 Tl
woUwALAT TikTok Hurlevandudniil

Anun W WWedeld

yiuddniniflesuuuuduiavanutiuy 4.03 0.918 1N
weundiat TikTok In1sunauedumlv

finsssemufeIng

viudandnalesunuudunillavauau 3.99 0.924 170

WAUNAATU TikTok HN1SlewanaduaANnyinu

=]
195 0aule
| Yoo 1 aal Y Ao
yiusaniIaleguwuudunlayauau 3.80 0.939 1170

waunaLATu TikTok Haruaiegluniswmun

ANUSVRYINY

AMN39U (Cronbach’s alpha = 0.818) 3.94 0.70 un
JadeaunisHounany

viugAndounas mnnsfunAilesluuudy 394 0.985 Y

fillaranussunioundiadu TikTok

yugAnnszUinszius nnsiurainle 3.79 1.043 N
sUnuUAUTTeauH UL UNELATY TiKTok

viusdnlaindeust1ainiugy annsTuy 3.93 0.964 Gl

Wlesuuuudunillavanusauuweunaiady

TikTok
ynusanilavanudsiifiegluialeguuuudy 3.76 1.124 un

[ A [ aa [
sgdumadentunisiusenangaluiunge

N394 (Cronbach’s alpha = 0.830) 3.85 0.84 aln
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M19197 2 ARRERYANS AFIUTELUELINTEIY kagAn Cronbach’s alpha ¥a9uUs (o)

v % ¥ _ o/ a <
dayadudsnau x SD FTAUANUAALIIY
Uadesinunswanuil
viusannaaiuandeniviey mnlasuraiale 3.81 1.010 N

suuUAUTTsauE UL UNELATY TiKTok
yugdnimssusitleguuuuduiiilasan 3.82 1.000 1N
welsunweUnaATY TikTok aggaglivinudu

FoaFuu ey viderdesdu 1 1¢

yiugAvgaviunniaiasiudeludinissdiu - 378 1.066 )
mnldsumamosuuuuduiiflemanusdsuy

wounaLAdu TikTok

yhuddnimssusiilesuuunduilasan 3.81 1.089 )
urlsuuteUnaLady TikTok Wulsmaiivihuas

a = Yala o W
nanuilannsladinuseaniu

AMN59U (Cronbach’s alpha = 0.867) 3.81 0.88 un
Uadeginaan
ullaglsyintunaning wnlasuuinle 3.95 0.935 170

sUnuuduiTlasanusdsuuLeUnEAdy

TikTok

viutleglsineusgauided mnlasurinle 3.88 0.998 un
sUsuuduAT s UWB AU TikTok

vindlaanindiluusslond wmnldsu 3.76 1.078 1N

WleguwuudunillavanusauuLeunaiaty

TikTok
vimu3Enliilenie mnlasuwifleguuuudy 3.89 1.010 1N

PlewabRsUULaUNALATY TikTok

AMN59U (Cronbach’s alpha = 0.822) 3.87 0.81 4n
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A19197 2 ALaduaYAna AEITBUUNINIg Y uazA Cronbach’s alpha VaaduUs (s1)

¥ o/ v —_ [ a <
%agamuﬂsvmmu X SD ICAUAIUANLAU

Uadeanuudunusyiedeny

yhuaansayaneiuiieuls mnldsurAflesiuuy 387  1.036 1N
Suiifanvanuslsuuueundiatu TkTok

ydAndn mnldsunarlesusuuduiiflasanuds vy 380  1.088 hy
weUALATY TikTok xtelsiAnmsuaniUasu sy

fuiioulsidueead

yiAndn mnldsumArlesuiuuduiflamanisls vy 392 0910 Tl
weUnaLAdy TikTok ag3dnaynfunisuenifieniu

Tawaniidureu

yhusdnlndBafuiftouanntu nldsumadleosuuuy 377 1.057 hy

[
o

FunlaaniaauuwaUnaLAty TikTok

AIN39U (Cronbach’s alpha = 0.866) 3.84 0.87 4N
Uadusuiinuad
viufeimadensunAfleguuuuduiifleawanuds 396 0915 1N

vuleUnaLAtu TikTok [umnufniueaain

Vimﬁmmmﬁaﬂ%’wﬁﬁiagﬂLLwéy’uﬁﬁImmmLLm 4.04  0.970 11N
vuLaUNAATY TikTok WWurudndia
‘Vh‘uﬁm'ﬂmiLﬁE]ﬂ%U‘UN%ﬁI@EULLUU%HﬁﬁI%MW?LLr}Jﬂ 399 0949 11N
vuoUNaLATU TikTok Lﬂuﬁ'aﬁaqﬂ
viuArmIlFFumsSurAegUwuuduiiananue 383  0.985 1N

a a

VULoUNALATU TikTok WulSasiudun
vinuilviruadldeuindenisfusainlegunuudund 4.02  0.955 1N
Tarwau e auuwaUNaATY TikTok

N394 (Cronbach’s alpha = 0.869) 3.97 0.77 U
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dl ! dl a ! ! dl ! P} U !
AN 2 ARAYEYALR ANFIUUBLUUNATEIU LazA1 Cronbach’s alpha U9RUT (MD)

v o —

1’4 L a <
%agamuﬂsvmmu X SD ITAUAIUAALNU

Jaduauussiingrumadeny

yiuazatuayumsfurAnlesuuuududi 4.08 0.906 1N
TawauursunwaUnaATY TikTok mudmauly

GNGH

yiuaeSurARlosUuuuduiflavanusdsy 4.04 0.927 tly

waUnaLAty TikTok mnauludipufninduy

L A a o

denungun

yhuazdurAnlesUuuuduiflavausuy 4.06 0.886 Y
weUnALadu TikTok winmsSusiludsaaiiy

1Ny

yhufehmsturArlegUuuuduiiilaon 4.04 0.879 )

wrlsuusaUnALAtY TikTok snuilouadinuas

asauasvesinuAsindudsdiurBud

yuazduralegUuuuduilavanusuy 4.02 0.900 1N
wouALAdu TikTok vnifieuaivuazaseunda

INIEAYY

AMN59U (Cronbach’s alpha = 0.834) 4.05 0.70 un

Jaseduanundlalunsiuyy

muﬁﬂ%ﬁﬂﬁqmﬁ’wm’iﬁiagﬂLLUUﬁguﬁﬁ 4.08 0.956 1A
TawauaauLLaUNaATY TikTok

yuAnhilematialdnansusifloguuuudu 3.99 0.922 N
Filawanussuuneundady TikTok 1Ay

yufianusdlafior surinlegunuududi 3.99 0.902 Y
lawaursuwaUnaLAtu TikTok fely

yhumnudilaizuuzihaseunaiuayiiion 3.95 1.013 170
yoahulisuriflegUuuuduiiflawanud

vuleUnalAtU TikTok Tusuian

N5 (Cronbach’s alpha = 0.823) 4.00 0.76 N

NANTIATIEATOLE NUTT HATINTZAUANLARLALADATUUTITIAGIUNNE AN

nauege agluszduun dAnadelagsiuwindu (X = 4.05, SD = 0.70) HATIUTEAUAIY

AnvitusoAuauRdlalun1ssutvengudeg egdluseduun danadslagsiumindu
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(X = 4.00, SD = 0.76) HaTIITAUANUAAAUFDAUANUTUTAIUOINGUAIOE N agfluszauin
fAnadslnoauiniy (€ = 3.99, SD = 0.76) nasmsgiuanuAniiudefuiinunfvesngs
fee1s aglusziuinn fiduadelagsmwiniy (€ = 397, D = 0.77) HasmszR UM NARTUsD
sudeyavesngusiiogns egluseiuinn fidadslaesminfu (X= 3.94, SD = 0.70) HaTa
SYAUATILAAALABAUEINIATBINGNFIDEN BglusTAUNIN fiamaglnesiumiafu (X = 3.87,
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PInsEaAeEey (Reliability) Imeﬂ%’qmﬁmﬂizﬁm‘éwawq%mmauum
(Cronbach’s’ Alpha Coefficient) Tngarauidesiuagdasiiaunnit 0.7 FulU 91nmans
AU WU dA9g5EnIng 0.818-0.869 foltomudiauu gt (McNeish, 2018)
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auuAgIud 1 Sviswaveadadusuanutiuis sudeya funsieuaas funs

wanvil Auginan MuUfduRusNIEIAY NdINafoTAUAR WARIRINITINN 3

d. v} d' 1 1 'y} a d’ o PRy a &, L%
A15199 3 UadeNdnanaviFuai (LamuualiiAuARU WU SHL)

NAUAR b e B t  P-value Tolerance VIF
Error

AAs 0.305  0.162 1879 061

GRRFGNITIIN 0.177 0058 0.174 3.080  .002* 0.359 2.782
Joya 0.187  0.053 0.168 3.547  .000* 0.516 1.938
nsHauAATY 0.055 0.053 0.059 1028  .305 0.347 2.879
nsuanwil 0.051  0.055 0.058 0.922  .358 0294  3.404
26981 0262 0062 0275 4.213  .000* 0.271 3.696
Ufduiusvnedsay 0209 0.050  0.234  4.189  .000* 0.370 2.701

R = 0.831, R% = 0.691, Adjusted R? = 0.684, F = 99.825, P-value = .000*
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a |
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ALASLR Std.
. b /3 t P-value Tolerance VIF
Tunnssuay Error
AAST 0295  0.167 1.768 078
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YIAUAR 0.490 0.058 0.494 8.440 .000* 0.348 2.871
Uiiﬁﬂ;ﬂ:’]u 0.338 0.057 0.307 5974 .000* 0.452 2.213

R = 0.822, R? = 0.676, Adjusted R? = 0.672, F = 188.442, P-value = .000*

PR 4 wudh Jadeduiaund (B = 0.494 t = 8.440, sig. = 0.000) FUUTIVIAgI

n13damy (f = 0.307 t = 5.974, sig. = 0.000) wazAuAIUTULAS (S = 0.098 t = 1.984,
sig. = 0.048) mmaa‘wmﬂiﬂi‘vﬁaﬁ§w'§‘waﬁiammé‘fﬂﬂuﬂ'ﬁ%’wﬁm@gﬂLLUUé’uﬁﬁMwmﬂLLm

a v

VULDUNALATU TikTok Muanyu ogettud Ay nsananszau .05 lasdiouianisneinsal

Yowaz 67.2 (Adjusted R? = 0.672)
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Abstract

This research aims to investigate the influence of service quality on repurchase
intention of accounting firms through customer satisfaction of small and medium
enterprises (SMEs). This research is quantitative research and data were collected
from 391 small and medium enterprises using accounting firm services for bookkeeping.
Data collection instruments were questionnaires. Structural equation modelling (SEM)
were employed hypothesis testing.

The findings discovered that most of SMEs respondents were operating in the
service sector, has been in business for 5-10 years. Most of them have 6-30 employees and
have an annual income not exceeding 1.8 million baht. They are located in Bangkok.

In addition, the structural equation model was well consistent with the empirical data with

X¥/df = 2.738, GFl = 0.856, NFI = 0.912, RFl = 0.901, IFl = 0.943, TLI = 0.935, CFl = 0.942, and
RMSEA = 0.67. The results showed that service quality has a direct influence on
repurchase intention, and has an indirect influence through customer satisfaction at
statistical level of 0.01. The results lead to recommendations for accounting firms to
improve their service quality to meet customer satisfaction, which will lead to the

repurchase intention of small and medium enterprises in the future.

Keyword: Service quality, Customer satisfaction, Repurchase intention, Accounting firms,

Small and medium enterprises (SMEs)

UNin

lutltiamnavunanaisiarvuingan (Small and Medium Enterprises: SMEs)
JunumegeaunluszuuAsegna MelusunIsHEs N1589NU 1153199U wazNITAwESY
AUsznaunisiagianizegedaluusunvesdsemaniiaesianun (World bank, 2022) dusu
Uszmelve Fanvnaswisnansuazuusgeuduniegsnaniiauddgrensiundoulssme
[ ' ! = a a ' =] ! a (Y '3
uegaun Taenudnhul we. 2565 Tamiavunananwayrungeuiiyarnaniaeiuiasiy

Tuuseme (GDP) Wity 6,105,604 d1uum deanudosay 35.20 909 GDP Usewndlne uas
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2022)
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ufanaliladiAsumaes wrnid minidiugsisiedmsususilimiutumaasuuas
Uaya (Information) ¥@eian1sAeliunumardgegwin waziinnudAyegrwndniy
fusmsfsdesimihidudindulavesians dwanisindulatuasiilugeuduionie
ANdIMAIvINIATiugsAe nelamedeyan1snisiiu (financial information) Aiuansls
Wrufagugynanisiiu videmnuiiuamesgsia ufidsisuengiugmsmsiulaganusiung
Y83535n3lUOUIAN uaﬂmﬂﬂfﬁ’aswﬁa%’aaﬂamawamsﬁwLﬁuQWquaﬁmﬁmmﬁaa (@nune
NIULE, 2565) aEJ'1qlsﬁmumﬁmﬁﬁayjamamiL'EusuaﬁmwﬁwmmﬂaNLLammmJam

=

fnaziindgmiuazdefianain ilosniamAsvuiananwazvuiaden WugsadiGuyu
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aney (neadlvy a3555u wazAMy, 2565) Lﬁaqmﬂiamﬁ%mmmﬂLLasﬁummsJandau“Lmuj
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ANUABINITITUTNMTEUNUTYTveTa mAavuInnNaIsuazIUInE udINa L

o w L |

dnaudIisunuiiuty wasilfidansuieduludosnislduing fusavddnau
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SenuINsRuEian3vin I imuald LﬁaLi‘]u%’ﬂmQﬂﬁ’uauﬁ lngaaavilignaas
ndualduinadn warsesiunsnmatanisdudiinnutydaaamluouan wail Lewis
and Bloom (1983) nain amuammsliiusmsindudived¥ais ssiuresnsuinmsiideey
Tnerliusmssiegndvidedsuuimainaenadesiumudesnslifiiiodn deudmsiindnanm
MANUAINABINTANUAIIUAIANTIVDIGNAN ﬁsjaudqwaiﬁgﬂﬁﬂLﬁmmmﬁawﬂﬁmaﬁﬂﬁﬁu
wasiiuunldfuazldusnserselusnlusunan (shmael & Rebecca, 2018; Lestari & Ellyawati,
2019; Law et al., 2022)

Ya o =€

NMNARATING 199U FadiauaulafinynansENUTRIRMAIMNNTIAUTNNS
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TR IR L

2. Wiefnwszduarudfimelalunsldvimsvesdninaudadvedamiaruianans
TEANVRL B

3. Wernwsiumuidslii msdnihiudasweRamiaranauazvngou

4. leRnwdvEnavesnunmnisliuimsvesdinnudadifsennuddalduinig
dnnutidemesiamiaruianasuazrningeiunufianelavedlduin

HUNAFIUNITIY

v aa

AuURgIUN 1 (Hy): asunmnsiiusmsvesdtinaudaddvananwswienuadla
Tgusnsdinaudyden

auNRg N 2 (H,): Asunmmsivsmsvesdinaud @it dvinammswiamaiiela

Yo lduINsd iy
auuAgIu 3 (Hy): euitanelavew lfusmsddnaudniinsnaniamswiaaunala
lgusmsdinanuldndt

o

NSBUKUIANTIUNISIRY

= Y a
anuswelavasdlduinig

H, (Customer Satisfaction)

AMATNNITUINNG
aunslalduinisen

v

(Service Quality)
(Repurchase Intention)
1. anuiFediola

2. ANUABUAUDY
3. AnULeLiu
4. anunlavaziiula

5. arundugusssuessinis

AN 1 NFOULUIAANISIIY

101



NIATIPINTNINAIAUELNTIANT Wy Inendemnalulagsvunadyys

U 11 atudl 2 nsnges - Funen 2567

@rrsssssnnnnssssnnannnnnnnnnnnnnnn@

ATIINUNIUITIUNTIU

wurAAREIRUAMAIMNITUINTS (Service Quality)

ATINMNNTUINS (Service Quality) manefls sefuvesuImsfiglduinnslaiuain
mslEmeefianavieesims guummmsuinsbifisudfedostunadnsuesinamity
widrninsraunmaifomeigliuinseldsummeanssuiumsvhssia Sdinadonafiomela
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aufianelavasgnén (Customer Satisfaction) Lunmgnsdnfiintuiilogndd
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[ o ~
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nduanlduinis Faduisddylunisaiiegiugnéniidiu (Reichheld & Sasser, 1990)
naadesnmniegane esangnéniifaufienelailontafivgnduulduinisduas
Hugnédseddailautaglumsaiunmdnuaiia annsgapdediuaugnd dadunisans
adesnmlunisaniiugsfald (Anderson et al, 1994) AaaAIUNTLULUNGININS OHAR L1
Tfuaudunuuindetindsanunsodssasonisainnelduazilanegsalifiugetuld
%aLﬂumsLﬁmﬂaﬁﬂuswsma (Heskett et al., 1994)

wuaRigafiuaussladedudnen / 14u3n1591 (Repurchase Intention)

auidatedn uavauaslalduinmst (Repurchase Intention) WuwnAnvnsnsnanm

[
[ 1 a [

iarnuinzduiignAasiinsdedudmisuinisnniamsiiudnasilusnanlaeaumda

€
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winTuNenaIIngnalivewaslidudriousnaua wasgnindinainnudenisiasie

3ol TAUAMSDUS NIz UTNATIAINUS INAY FudunaiiAntuainuszaunisaineiu
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v A k4 =<

Hadefiddyiazaiisnufianslaliugliusnisle (kumasey, 2014; Shrestha, 2021) uaz

o

U a

fewegrunnigldusmswenauinidusnsgnlusunan (Wada AnsulyAned, 2562; Prabowo

et al,, 2020) FahlugmtawanufgiunsITeluassil

suiaulslunisIve

UsTUINTHATNANAIDEIY
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b
Uszanslunsideaseiifie fuszneumsiaviavuianatsuazuungaunliusnis

v
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N15919974uLAY 50 Aw wsedsrelasaUlidiiu 100 1uum waghan1stun1AnNIsALEY
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flselamoTaaud 100 - 500 AMuUm wazAaNslUAIANISAT LAEANANISUSANS AEIsIUIY
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linsdnnuidaau §dedsmunnnanguseswlnefuaningases Cochran (1977)
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Abstract

The objective of this study was to investigate the satisfaction of marketing
mix factors and brand equity that affect customer loyalty using coffee shops as a case study.
Questionnaires were used as tools to collect information from visitors to the cafe.
The statistics used in the analysis are frequency, percentage, average, standard deviation,
and hypothesis tests are performed using multiple regression analysis.

The results of the research indicaled that marketing mix including product,
marketing promotion, personnel, service process, and physical characteristics affect the
loyalty of respondents toward Mahasan café Secondly, brand equity factors i.e., brand
awareness, other tangible assets, perceived quality, and brand association also
influence customer loyalty. This study can be used as a guideline for planning and
formulating marketing strategies. that are suitable for needs the target customers and

create competitive advantage for the coffee shop business.
Keyword: Satisfaction, Marketing Mix, Brand Equity, Loyalty
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R = 0.861, R? = 0.742, Adjusted R Square = 0.737, F = 161.133, sig = 0.000
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Abstract

The purposes of this study were 1) to examine the level of the quality of
work life and organizational citizenship behavior of Kelang Nakorn Municipality personnel,
2) to compare the demographic characteristics to the organizational citizenship behavior
of Kelang Nakorn Municipality personnel, and 3) to examine the influence of quality of
work life factors on the organizational citizenship behavior of Kelang Nakorn Municipality
personnel. The sample was 228 personnel of Kelang Nakorn Municipality, Mueang
Lampang District, Lampang Province, using stratified random sampling. The research
instrument used in collecting data was questionnaire. The statistical methods used to
analyze the data were frequency, percentage, mean, standard deviation, independent
sample t-test, one-way ANOVA (F-test), and multiple regression analysis.

The results of the study were as follows: 1) the overall of quality of work life
and organizational citizenship behavior were at a highest level, 2) the personnel of
Kelang Nakorn Municipality with different units exhibited varying levels of organizational
citizenship behavior, and 3) the quality of work life factors, social integration in the
work organization and work and total life span, had a positively statistical significant

influence on the organizational citizenship behavior at a significance level of .05

Keyword: Quality of Work Life, Organizational Citizenship Behavior, Kelang Nakorn

Municipality Personnel
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ATIINUNIUITIUNTIU

wwrRAatungAnssunsusundIndinlussdnis

woAnssun1siduaundnd Alussdnis (organizational citizenship behavior)
Hunginsnmesyaraiivinlinisufifnuvesesdnislassudulogaduszansam inan
nsfarsanlasnsesuazindulanseyedraududasemenues ldldgnUeduliujufng
UMW vivolilagnimualilufusseednuaizam Gob description) (Greenberg & Balon,
1993; Organ, 1988) uarliléfinalnenssiunislisatanionsadne Jamginssudanan
Hudselemisonsding (Schnake & Dumler, 1997) wonanil waRnssuididngaelunis
fuminensuyudvesesinig Teduasuduiusnmilfvesynaing wartiefgayaains
AflnmuamlAidsnegsuiuluosing (Katz & Kahn, 1978) uazilungiinssuiiansnsasisednm
ynansialilveg fussAnsldmaenly deaziuldinnginssumaduaundnidluesdnisdl

mmaﬁ’%ﬁuﬁamiagjiamLLazmmﬁﬁﬁwamﬁmi (George & Jones, 2002) Tun157dwAs il

N

[

AWladenuuiAnves Organ (1988) unldlunisdnwimgAnssunisiluauBnialuesdnig

R e

Fadunnfnduiniinsourqunginssumaduandniiflussdnisvesyaains Snviadsldsy
nsousuLazilUAnwegsnIray TngduunngAnssueandu 5 fu Hail
wginssunslfrLIEmEe (altruism) vanefs neAnssumstiomaerdu lussins
FegBudnlylunsihauliansatiomdesiesls violuanneiliung ddlalydam
yowuessivhismsile elrBuansaufiRmlsedaaaaysalneliannesine 9
WFNTIINSANINAVBHDY (courtesy) Mneds msliAesagafunaziy nsnavs

'
A

A o Y 9 Y a ° ] Y] «
YosypaatuTvingy wazgafinzdeaiuldlinfatgvilunsyhausuiuyaradu

9
1

woEnssuN1sHU AR (sportsmanship) visnedia weAnssunsivieds suw Jvuy
nsiimnueanueandusenuAudedla AuASEAYSoRIINARUA1Y 9 Meanufulanads
! A a & s o a - ] 44' 9 Y a o
A 9 Mieduluesdnig veusuilsrmuAniureaiausmay wislilAalgymilunisvinnu
LaZLNOES1IUTIBINIANITYINIUNATE NI NNTNY

neANssUNIThiANSINEe (civic virtue) nueds wAnTTUNITiAIUNSIULD
d' LY a I~ a va o r-:l' = a ISP ! J a
Andnauduauuanungssiiou Nuansesnfsmnuaulanaziidiusiulunisaiuau
Tuasans welesrn1siivszdnsnin enstiausulioleasnasse wazsmsliausiuiie
MITURABOUA 9 1w NM3iausin wazauladuseyy uansmnuAniu vsedoiauowue
A d' LY [ (3
NEEN LWOUITUUTIAZNAILIDIANTT

ngAnssuAud1inluminil (conscientiousness) nU1883 NEARNIIUANTNIY
= @ a va v o a s v & I a ]
fimnuaszntntunsufuRauninfvewmuies wazngszidevvetesnnsiiluegned wu
N1396UYMU N19RSBaT Mstdvinnulaslidvgnaaunls n1susendansnens

n1sguansndduvetesins sudelildanlunisufianuluivaudium
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@ rrrnnsnnnnnnnnnnnnnnnnnnnnnnnnnn@@
PNMINUMUITIAUNTIY WU weRnssunsiluaundniin lussrnisiianuuand i
AIUENYUENIUTBYINTANEAT AINANITANEYIYDY DITWT WaINBIgY (2560) kazklsINg

o

iU (2563) uazngAnssuidalasudvinalaenseanaanndislunsiiany dmansinwm

a

Y8e AU Tunil (2561); vuslvtiug IRugauth (2561); lsINT ASEERUS (2563) way
Saunsal JLaNay uazAMg (2565)

wurAARgaRuSNEMEIUsEYINTANERT

Usgmnsaant iunsiesgimaszansluFesunn lassaie manszanesi
uazmaasunlasserng ludeiduiusiutadenaasugio e uasiausssu Jetlade
mavszrnsoraduldisannnuasnaressingmisainiaasusia dau wogtaussa
(33M3 Funssrmes, 2563) lussAnisusznoulussynainsluszausng q WWusuiuuin
yaansusazauazingAnssuiiunndetuoenly dnuasnginssuvesynainsiuansesn
uansaiull fanvmunaindadsing 4 dldun 01y e aniunm szesnanlunisufRan
lueeAnis anvaengAnssulunsvinnuvesyana (n3lin1g mlloudseiady, 2548 onadialy
IINT FUNTINNBY, 2563) PMNHANTANYIVB DUV WAmMa9a (2560) WU Wiineu
seUUfURNM AU TR s sAalsusy Afidadediuyana Usznoudie twa a1y
sgAun1sAnw el sveznaTtunsUURNY aganunmnITaNTa wind19iu IngRnssy
naiduan@nfidlueadnig wandnedu uagnanisfnuves wisng eleeiug (2563) wui
Frmadurioudeuszd uasniinnuitwesesdnsunasesdiniesiu lustnonigaudus
Ffngsugiond e dumis uansnedu Tnginssumadumninialuesdinig wnseiy
dutrsvnse uazninaudne AflGudiou eng maw afid iy seRunsfng uas
91891U uananaify SngAnssumaduamndniiflussdnig uandnaiu egwliiideddymeada
s .05 uaznansAnwiues 2153a3ua SuTunduiaesi uazany (2564) ldAnywses
Hadomufianelalumsianuuazanuynitusioosdnsiidmasonginssunisiduamndnia
YBIBIANITVDIYABINTAINAA1UNUBTNITUR UMINIFUTINAINIE WU WOANTIUNTT
Huandniifvesesdnisvesynannsunndsfiludumisnuiidate deiufideddddnuane
maUsEnImanslunsutnuuaniswesUszansiteAnuwgAnssunisiduaundnidly
psfmsuanseiy thlugnmsimuaauuigiunsiden 1 yransmauiadioavansiunsi
Tanwauen1aUTEINTAans Usenoaunig e 81y a01unInausa ssRunsane) seesiaa
TumsuftReu eldladeseiiou wagmhonuiidain wandaiu fngAnssumaiduandn
Aluosdns uansaiy

uwurAneafugAMIIalunisieu

AUAMTIAlUNISYIN9IU (quality of work life) tUunszuIunsanliuauuesesnns
flansnsarilvynannsynssfudiandidiusulumsifonssufiasdumsusulganimwndes
lagsanlunisieu 3n1sufdnusasussernialunisiausiuiy Inedynanunglu

2 Useiiunan Ao matiinysgansninlunisndnuesesrnis wagnsusulssnun ndin i
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Tiunyeans lumsideessil fRdeliidonuwiAnuas Walton (1973) aniduuwwifavdn uazdauls
Xt a v = <) a 4 ! 3 Na o [%
Mdlun9ide WesnniluiwiAnfiaunsaluiesdusznauvesnun ndinlunisviaula
pgATEUARNTIINSINMeLardnla Ineilosduseneu 8 Au dsil

(% 1 P ) . . =~

AUAMBUUUTLEINeLaziUUSTIN (adequate and fair compensation) vidneR
MINUPANIIATUAITIY Rubiow Amauuny wasnaUseloviau 9 sgaiigmeiun1snsdiin

Yy v =i v U o D] & o = =
donAaeatuNInIgIuNveNsuiunIly wagdesdanumazauuasdusssy Wewssuiiiey
FUMUMLIURIAUAUBIANITOY 9
AudwIndaufgnavanuuruarUaendy (safe and healthy environment)

MNEAE ANTLIRGEUVIINIEANRAEN1NUIRlITEsYRaINITMINZaY wagdealiiluaun
dl U a ! = 1
deedenniuly wazdwaldesoaunin

AuALLEIAUlkazANLEUASLNY (growth and security) MNefie Snuadzu
Nenfuayunnuasaiule lenmadmutduazamiudueaduenTnuaynaing aulszauaudiss
Tunihfinisau WuilgeusuresiiousinnularainnlunsaunsIveinuLes

A1ulanialun1swauiALaIu1savesyaains (development of human
capacities) manefia nMslalenialiyaainslalduazinuninyeaiuivoInue0g19ANT
lusuiiyrainsidey swdsnsilalendliyaainsliavinunausensvitddguasd
ANUYLY

AUN1TYIUINTIINNEeRNluesAnis (social integration) aN8ia dnwalaUN
atvayuiunsysINNIdauvesyaains Hisliyaansladlentaasisninuduiusiv
yaraau 9 wazlemaluanuiimihivinieuiulaefaeguuguvessuunnss Ty

auUszysulnglueeAnis (constitutionalism) viuneia dnwagunnsag Uy
ANNERTITN LasUUFIUYRINg U TinuasTausssuluesrmsndisduasuliinnisensm
avddiuyana Tanugfsssulunisinaneuunuiazsisda flonmalunisuansmudniiiu
agulnme wazilidsanlunisueegiuatenia

ATUAUANAAVBIIANULALLIANEIUM (the total life space) vaneia N3
Ualenaliyaainslalddinlunsinuuasiindiuiiuenasdnisegeauna laglidedl
YAaINTIASULIINAALIINNITTIULINALIY AensAnuadlaensyinauiiviisay
A 9 v = o o - YA Y 1 =~
iialiyaaInsiianineuINnsiemu viielalddindiudieguiieame

1 A D =t ¢ 1w . =

AuaieIteuasduUselevinediauuednu (social relevance) Mg

a wva 1

MINuAAINTIEARIIanLazEaNT UM STInUU URsg tuliausuiinvousiadensluniiusing 4

' o
aa v v

FonnyaansiaunM@ialunmahaunaiavnwiusnetasanta awyeliyaains
AAANUNINDIAIUNSYNNUINNTY TVAUARNITUINA NS ULAEADRIANT JPUNSERDIa5U

I~ a aa o ca | 1Y) I3 v & I A a a | v
fufAn3isn adwassrasiui o umuiesanishildulusgnsdivse@nsam wazdenalv
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woRnssuN1suaNIniftuesAnsiinaduiie danan1sAnyives inayul Tuni (2561)

U gunmddalunsviinumnudanadeungnanvasiazUaeniy musnyusnuduasy

a a

ANURTYRUTALAEANTUAY AudnYuruiidudLasuAuyYTUINIINIdIAN AuEnS

s

YRINTNIU AUANNANARTENINTINTUNTINNU Audn vz uildufeItewagduius

'
v v a a

fudsrilnenss SnarongAnssunisiluan@niinvesesimsvesntdnau Usem Juln wWiddu

v a a (3

duAans 91199 LazNan1AN®Ivee vulvlivg IRugaud® (2561) wui1 AN INTIRluNIS

<3

'
= [ [y ] a

UAIUAIN UL TUSTSUBALIiEaND fuAdwinaoufandnuurwarlasnioduasy

Y

v W

guam AudvSauyaaaluaaunyiiny wassudnvasnulidufetauasduiusiuday
= ' a & A da I3 = = YA

fnasengAnssuNUuan¥nnveseern1s uazNan1IANYIYDY LWSINT ASEEUG (2563)
wu?1 JadeanuamunmdialunisvinudmanenginssunisiluaudniifAveednisves
PENsdI R Ul eUsTI e N NUT 1vBIIAnsUNATesd DR UlUS LN e IUAYS

Jing ey warnan1sANWIveY SaunTel LAY wazAMy (2565) WUIN ANUENNUS

1 a [ s

sErinaun mdialunisyhauiunginssunsiluau@nifvesosdnsninauuien 1ond

q

I o v o

WAL 100 (&

Va v = o

MUNIURIVIZIVAN) ﬁmmé’uﬁuﬁ‘mqmﬂiuizé’fuﬁausﬁnqa AITURIVYTIU

=3

a aa o = o a 1 a < a Ao
wwIAnAu nAInlun1siuldlunsfinudadendwadenginssunisiluaunBnialy
23An13 Ylugmsimueanufgiunsiden 2 Jaduamunindinlunisyhauiidvenanauin

sengAnssunsiluaundndinluesdinisvesypainsmauiaiionasiuns

sudaulslunisIve

msmidumsidoites Yadoannmirlumshauidmarenginssumaduandniia
TuesinmsvesyAansvAuaiionransduas snadlowd i fwinduns 3deldmidunmside
ity fail
UsEyInsuasngunagng
Usznnsiildlumsidondad T yaansmaunaiionsansiuns sunediesdit
FaninanUe 91U 529 AU (WAuIaawuaNAuAs, 2566) Muuaruinngudio1slagld
ansvaelsenui (Yamane, 1967) fszruaudetiuiosas 95 uareouliiinnaiaAdou
voamsduiiogsiosay 5 Iuinnduiiesna S1uau 228 au TAEmsduiegmuudugd
(Stratified Random Sampling) mudnaudssyinstunsazdana langustegndsindinydn
WiATE $110U 41 Al NBIAdS $1UAU 22 A NBINNT 11U 48 AU NEIANSITRUATLALALING B
FIUIU 66 AU NBIYNSAEANTHAZIUUTEUIU TIUIU 12 AU NBINITANYT T1UIU 19 AU
nevatafnisuardsnu $1uau 17 au wagnesmadmdhil S1uau 3 eu nifwhnsduede

ypansluusiazdain lnei8n1sduetneine (Sample Random Sampling) kuuduaainkildndu

AULAATUMINIIUIUNAUA
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in3asilallun1s3dy uaznismannw

wsestiefltlumafiurunsdoyafuuuuseunuvatela wseeniiu 3 dw
fetl dawdl 1 Feyadnuarmalssrinsmansvesneunuuaauay S 7 4o Ussnoudae
A 91y AnTUNmaNsE sERUNIANY szeznanlunsuiRau meldiedesdoiieu waz
wignuiidsin dwd 2 aunmPinlunisiaiu S1uau 30 dednin Ussneuse 8 du
loiuA shusmeuwnuigAsssauazifissne $1uu 4 e sudanedeniigndnuaizuasaonsy
$ruau 4 9o frumnuasaivlawazanuiuaduau S 3 do dulenmalunisiaun
ANINENINTA 11U 4 B sunsysanmImsdeauluesdns 91w 4 To aulszunsulegly
09AMs $117u 3 1o FuanuAIRavBIRAIAUNAEILE S 4 e waiumLRgTes
wazifuvsglovidodsanveaany Sy 4 9o Fefmuinazu$uussanauideves Walton
(1973) wagdwd 3 ngAnssumsduandniidluesdnig dmau 20 4o Uszneude 5 neRnssu
oA weRnssun1sliaugIamae 91WIU 4 98 NgANTIUMILAINENS 11U 4 U9 WeRnTIy
nsfidladniun S 4 9o ngRnssunslieniusauile S 4 9o wazneinssueudiin
Tunihil 10 4 e JeanuazU$uussaneuideves Organ (1988) lnsauduil 1
Juwvureududenifieannuatedaden (Multiple Choice Scale) d@auil 2 wag 3 Wuwuy
1WSIAYSTINAIAT 5 53U (Rating Sale) maanmsIaves Likert (1967) Ao wiudeanniign
wn drunans tes uaztesiian 1435nsuanauuvasunulagldvinnisusdunsnadu
(Class Interval) uagn1sulaninuudazseduazldsunsnindudisninuniraviafu 0.80
(ddl A3lued uazany, 2561) FermunnisulanumaneinmsintsiaeuAadiuldRadl
4.21-5.00 Mnene Jannuaniiulusesu mﬂ‘ﬁqm, 3.41-4.20 Munen Sanudadiulusesiu 1nn,
2.61-3.40 waneds TermAamiuluszau Uunans, 1.81-2.60 wneds Saudamiuluszau dey,
uay 1.00-1.80 aneds TanuAaiulusedu osdian

va v

mMsmAuawsaaiosile {iseldhuuvasunaluliidorngsunisdanis
$1uan 3 viu ileshnmsnsnaeumnEuAuRsRdaion (Content Validity) s1ede
udthiamsiinsanuiieneiasaenndedsyrinadofauiusulsidesmsinfonism
Asudinuaenadad (Index of Objective Congruence: 10C) Fléiwinfu 0.95 wazldinesi
msfiasandendedanuiifian 10C snndmiemindu 0.5 uazdiuugsnudelausuus
fﬂ?ﬂﬁ?uﬂ’]LLUUﬁ’eJ‘lJmmﬁB\IIWUHWEU§UU§QLLfﬂGZJIUVT’]miVIWﬁEJU (Try-out) fuyARINTINAUIALT B
wanspuasilaildnguiogaildlumsids dwnu 30 au wasvhmsmenudesiuveauuuaeum
(Reliability Test) daufl 2 waz 3 l@A1duuszans woan1vesnsouun (Cronbach’s Alpha
Coefficient) (Cronbach, 1984) agjsening 89 - 95 fiAnlaisiindn .70 Feegluinasinisiansan
mdesiuues Garett (1965) Aoindodnudimudedfugs annsmi s lunsifusus
fogaannguiiagaditmualy 9rnduthuvuasuaudldunvhnseseasuanuauysl

wagAHuNTIATIEvideyanuIsnsnatadely
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1
aado

ananldlunsimseidoya

n33deadaildnisTienevideyadieaifidmssaun (Descriptive Statistics)
Usenaudie maud (Frequency) Arfesas (Percentage) Aade (Mean) wavdrudoauuy
WIM351U (Standard Deviation) kagnaaauauLAgIUnITITemeaifnldieyuu (Inferential
Statistics) lngnsnaaouanuAgIunsided 1 ldnsmaasudl (ttest) nsdldauusasangs
Wudaszsonu uazldmn Ftest (ndependent Sample F-test) WuunsItAsIERANNLUTUTIU
N9AYI (One-way Analysis of Variance) Iumsm%‘uLﬁsmﬂ'ﬁLaﬁmamduﬁaaﬂmmﬂﬂdﬁ
2 ngu wagyhnsmadeuauLaniveradlumeg Tngldninuisuiisunyam
(Multiple Comparison Procedure) @1u35n015 Least Significant Difference (LSD) @21n19
wmaauamagmmﬁ%’aﬁ 2 lmyiwswinisanneenmiaauuuUni (Enter Multiple Regression
Analysis) Tneruuniiadduneadffsedv .05 wasvhnsnsaaeuanuduius fuesening

fuUsdasy (Multicollinearity) lnaldan Tolerance wagAn Variance Inflation Factor (VIF)

NaN15IY

1. mamﬁmeﬁ%a&aﬁﬂwmzmqﬂizmﬂ'ﬁmam%mﬂmiﬁﬂmﬂaq'uﬁ'aashmﬂmm
WAUNALLB99A19AUAT DLNDLIBIANUNT 39NTAE1UNE T1UIU 228 AU LEAISI8ATLD R

AIR15199 1

M15199 1 UansduIuAud (Frequency) uagAnsaeas (Percentage) Iuunmutoya

ANYUENIUTEYINTAENTVRINGUAIBEY

anuwazneUsEYINSANEnS U Souae
LA
%18 104 45.60
MY 124 54.40
218
ety 30 I a5 19.70
31-40 U 87 38.20
41-50 U 65 28.50
519 Fuly 31 13.60
ATUATNNIIAUIE
Gl 132 57.90
dusd 96 42.10
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A1519% 1 waneduIuAud (Frequency) WagA13egay (Percentage) WUNANTBYA

ANWUENIIUTLYINTAANTVDINGUAIDE (410)

anwaen1eUsTYINSAENS 37U Saway
STAUNTSAN®
SEAUNGUUAN WM BUAL/ 33 14.50

Usgmadeunsivsdn (Ua.)
s¥aulsUANYIRaUUany/ 65 28.50

Usznadletnsivnindugs (L)

SEAUUSYRIRSVTOgIN I 130 57.00
selfiadesaifou
NI ewWiniu 20,000 UM 187 82.00
20,0001 V11 Tl a1 18.00
szeziaantumsufineu
Woendn 5 1 152 66.70
5-10 U 32 14.00
11 Yuly aq 19.30
Wieuiidein
dinddaneuna 41 18.00
NOIAAY 22 9.60
NOIY 48 21.10
nosEsIAIgULALANEDN 66 28.90
ﬂmqwsmam%uamwizmm 12 5.30
NOINITANY 19 8.30
nosElaANITLaz AL 17 7.50
neanIsHm 3 1.30

597 1 Wi freunuvasunmaduluaidumandgs 1w 124 au Andy
$oway 54.40 flongsening 30-40 U $1uau 87 au Anlusewas 38.20 faounnlan 1uiu
132 au Andufovay 57.90 aUn1sAnwIsEAUUSyIRsnIegIndT 31w 130 Ay Andy
Youag 57.00 fisglfiadedofousinimiewindu 20,000 UM 1uau 187 au Aswdu
Fovaz 82.00 dszpzarlunsufufvnudesndt 5 U 91w 152 au Amduiesay 66.70

[

wardainnesansIsaguLardsinden 1 66 au Anlusosaz 28.90
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L3 (%

2. NANTIATIERIZAUANUAATIUABANATNTIATUNTYINNIUVBIYARINSINAUTE

a I3 = o 44'
LUDILVANAUAT LANITIYALLDYANINITINN 2

A58 2 Lansrndulssansuearvesnseuuin Aty AJERULLINTEIY WAL

FEHUALARIY faAMNTIAlUNYNIUYBIYAAINSWIAUNAUATE U

AMNNIIATUNITIN Cronbach’s Mean SD.  ulawa
Alpha
FunuunLTlgAsITILATL B 0.93 4.09  0.64 )
sudandonfigndnvazuazUaonde 0.94 467 052  wndign
suemigivlanazautiuaduny 0.91 450 060  wnilgn
AulenialunismuANaNnTe 0.90 460 053  wniign
AuNTYIININedeALluaeAnis 0.89 476 046  ndign
aulszysulnglussdnig 0.93 457 053  andign
AUANUANAAYBAIANUAUIAEIU 0.93 474 048  andign
suanuieteazidulstleviredny 0.92 475 047  wnilgn
YOI
ATWFI 0.92 459 041  wnilgn

MM 2 WU YeansmaunalesvansdunstsssumLAniutionun NG
Tumshawlunmsiueglusedumniign (X = 4.59, SD. = 041) WeRlansanausesiu
wuin yamnge Wushedusunsysanmsmedeeslussdnisnniian X = 4.76, SD. = 0.46)
509891 laun drunnuisatemaniiulselovidodiauuesany (X = 4.75, S.D. = 0.47)
funwaNnavesnatnuiunadui X = 4.74, SD. = 0.48) sudaindeniigndnuy
wazUaanse (X = 4.67, SD. = 0.52) sulenialuniswauauaiunse (X = 4.60, S.D. = 0.53)
sulsznsulaeluesdnis X = 4.57, S.D. = 0.53) é’wummw%zyﬁﬂmLLazmmﬁuﬂﬂumu
(X = 4.50, S.D. = 0.60) LLazﬁmﬂ'wa‘uLmuﬁqﬁﬁiimamﬁmwa (X = 4.09, S.D. = 0.64)

AUAIAU

3. NaMTIATIERsERUANUAAILR oG AnTIuNS U uaINT NI lued NsveIyAaINg

WAUNALIDIUAAUAT WAAITIUALLDENRIAITINN 3
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A13199 3 LansAduUseAnsioaivesaseuUIn ARl ANLTELUULINTEIU kagTEau

AmuRRUsaNgRnsuNduauTnTIn luesdmMsvesypansAUIAUATAEIUN

wgAnssun1siluaundnfinlussdnis  Cronbach’s Mean SD.  ulawa
Alpha

WOANTIUNTIVIANUTIBNGD 0.94 485 037  andign
NOANTTUNTLATNEND 0.91 489 029  wniign
wgRnssumstiilatgndn 0.93 490 029  wnilga
ngAnssuNslinIusInLe 0.95 492 024  wniign
wAnssuANdInluntd 0.94 492 027  wnilga
ATNTI 0.93 490 025 aniign

NPT 3 WU yransmauaidssvansfuasiszRuawARiusengAingsy
msfuandniilussdnislunmsmegluseduanniian (X = 4.90, S.D. = 0.25) dlefiarsan
AUTIBNEANTIH WU Yaans wusefunginssumsiianusauile (X = 4.92,S.D. = 0.24)
wagngAnssuauddnlumid X = 4.92, SD. = 0.27) unflan sesasn léud wodnssy
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