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EDITORIAL NOTE

The Faculty of Business Administration, Rajamangala University of Technology Thanyaburi,
has proudly published this academic journal for 12 consecutive years. The journal is currently
listed in Tier 2 (TCl 2) of the Thai-Journal Citation Index Centre (TCl), and the editorial team is
actively working towards elevating the journal to Tier 1 (TCl 1) in the near future.

To better align with our new vision and to reflect a broader academic scope, the
journal has recently undergone a name change. This rebranding reflects our commitment to
covering strategic perspectives in business and marketing management within the current
dynamic context. Nevertheless, our journal remains firmly committed to promoting high-quality
research through a rigorous and transparent peer review process.

This issue features nine research articles and one academic paper contributed by
authors from various institutions. The articles can be categorized into two key thematic areas:

1. Strategic Management: Focusing on organizational transformation through
human resource development, leadership enhancement, and operational efficiency driven by
technology. These studies offer timely insights for organizations aiming for sustainable growth
and resilience in today’s rapidly changing environment.

2. Marketing: Highlighting the evolving role of marketing, particularly in the areas
of service quality, sustainability, and the digital influence on consumer behavior. These studies
explore how personal services, environmental values, and influencer credibility impact brand
trust and consumer loyalty, offering critical perspectives on modern consumer-brand relationships.

The editorial board extends its sincere appreciation to all contributing authors and
peer reviewers for their continued support and commitment to academic excellence. We hope
this issue will provide valuable contributions to the advancement of academic research and

education in Thailand and beyond.

Associate Professor Dr. Panisa Mechinda
Editor
June 2025
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Abstract

Purpose - The purposes of this study were 1) to study the performance efficiency of agent of
Thai Life Insurance Public Company Limited, Lampang Branch, classified by demographic
characteristics, and 2) to examine the influence of human resource management practices on the
performance efficiency of agent of Thai Life Insurance Public Company Limited, Lampang Branch.
Design/Methodology/Approach - The sample was 86 agents of Thai Life Insurance Public
Company Limited, Lampang Branch. The research instrument used in collecting data was
questionnaire. The statistical methods used to analyze the data were independent sample
t-test, one-way ANOVA and multiple regression analysis.

Findings - The results indicated that: 1) agents with different demographic characteristics-including
gender, age, marital status, educational level, average monthly income, and work experience-showed
no significant differences in performance efficiency, and 2) human resource management practices,
specifically employee training and development, compensation and benefits, and performance
evaluation, had a positive influence on the performance efficiency of agents at Thai Life Insurance
Public Company Limited, Lampang Branch. However, employee recruitment and selection
processes had a statistically significant negative influence on agent performance efficiency at
the .05 significance level.

Research Limitations - This study is limited by its narrow sample of 86 agents from a single
Thai Life Insurance Public Company Limited branch in Lampang, restricting generalizability to
other branches or companies with different management practices. Additionally, the reliance on
self-administered questionnaires may introduce social desirability bias, potentially reducing the
objectivity and reliability of the findings as participants might not have provided entirely
truthful responses.

Managerial Implications - The management recommendations include: 1) implementing
continuous training on products and sales skills to enhance policy explanation and customer
persuasion abilities, 2) establishing appropriate compensation and benefits based on knowledge
and experience, including insurance, medical coverage, and education allowances, and 3) developing
fair performance evaluation systems with seminars and performance-based bonuses to increase

agent satisfaction.
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Originality/Value - This study helps confirm and expand understanding of the relationship
between human resource management and work performance efficiency in the specific context

of life insurance agents in Thailand.

Keywords: Human Resource Management, Performance Efficiency, Life Insurance
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AIINUNIUIFTIUNIIA

wurAARgRUANYMENIUTTYINTANERS

nauynsuatuTwTunngan1u w.a. 2554 (Sdufinganu, 2556) lalinnuningves
Uszrnnsmand mnefle msfnemiensadfineaiuussnnslundvessmsniain nsme msdeiu
wazmanszne iuiy svismansenuifroaniignadsnuuanaTygia WYasd fiuazenn wovame
(2563 $9dslu Susns FeSen, 2566) laesureifiuindl Ussansaans de Jadesing q Mudu
dninausllunistsueniednuaemeszenamans feglusyaeaiiu 1 1 eng e vuiaasouns
18l Msfine v Wew R dawd uaranunmvnedeey SsnsiiarufoRnuldeeneiuszavs nmiy
Snuagnassansmansiuinfinudfyduetids 9annsfnwives Yerssa uSINYIR (2563)
WU 018 SEAIUNSANY TEAUALMLAY uazseeznaInsUURY deasoUseanannsuf iR
yostrsvnsivfiRnuluddniifungarmumiuns uaraenndosiunuideves sandaas Taw
uazAnLy (2564) WU yaansenadsindinnumagfsssuuszdinnn 3 e o1y sefunsAng
aeuAUfTR Ussiandundsluansnu warsseznainisufifauiiuaneisiu Sussdniaw
msUfTRnuiuianuaneiy fafuditedddanuaemelssannamans Tunsutsauunneng
yesUszrnaiiteAnulszansamnnsuiRoudiunndnadu tilugmsdmusausfigiunsided 1
Faunuuiem nevsedudin $1da @mivw) a1vndns Adnvasnassrnimansuandiaiy
HUsgavisnmnsU URNuLANFNeiY

uwurRnRgafunITIANINNeINTUYEd

N133An15MINgNIUYWE (Human Resource Management) g YAvaUlEUIEAIUUARAE
fismunduiielsinsysanisvesesdnis anugniuremiinmusesfn1s AruBnuguvenis
U Inswennsyara wazaunndIneglussiugdn nsdnnsmsnensuywdiduwimadanagns
wagslanuidniestulunisinnisAuningifinauasniaavesesdnis dsldun yaansvesesdnis
fiiluudvasdlnanyanauaznguyanauiofiueu dduddyderudiiavosesdnislunisadng
ANENINTOIUNITUYTU (Armstrong, 1992) iamﬁgwﬂumsu%mﬁmmiﬁﬁmiiﬁlumiﬁqam TN
la uazsnwyaansfisidnenmlunsvhnugdlifuesdnng Wielesdnisimihlugaudude
1AEAITYTUINITUTBUTEAIUAIINADINITVDILABTUAAR MIATUAIINAT YA 1IN MATN1TAMUY
Audvingvesesdnis mudmnelasains wlevesuagislunsljofiieuimsdanisiieaiu
MasAuvasesrmsiiiauslovdgeaauwarussa ingUsvasvedasing (Donald, 1996) Ineiiansianen
Addny 6 s TFuA 1) MInauny 2) MsassuazmsAadennineInsyana 3) Mswann 4) Msdng
Amauwnukazialselerd guamiazANlaonds 5) NnuFNRUSLAZ LI UFUNUS way
6) MIIEAUNTNeINTYAAA (Mondy et al., 1999) Tunsidendail AI38le9198uuIAnN5InNIs
N3N NTULYBEVDI Mondy et al. (1999) ilosinimsdmnszurunmsdanisminensuyveifnsoungu
yhlveadnslimsnensunraiidinaandinuiiosdnisdeants faauammnmsnzauivany uwaylsiaun
ynansliiamg mmanunsaiviuasioegiave ufsheifinuszavsnmlunsufifnuvesiinnu
TiABetu dlugnadiaminguavasdiosdmatmunll Ssanssumdnussneude 8 du il

AIUNITINLNUNSNEINTUYWE (human resource planning) LUunszUIUNITE1529

AuABINs ninensyediielrldsouminnuiivinugidenis waransademils Wedndusodd
Felunmsnausuazdesiinssenuuunuuazinsinuneu
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AUNNTETINIYAAING (recruitment) LuAanssuvesesAn1sddldinegdlalvdasding
AU ANUENTaLaEEviAuARTasR IR e snaiasludurisunmigay Wetaeliosinis
U ingUssasdla

Aun1sAadan (selection) LunszuiumsAndenyanaiuzauigndmsuasfns
wazmzaniuiuiandeins lagnsAndenannnguranasiag

PIUNTITENDUTULAZNITWAUA (training and development) nsineusudunseuiunis
oo < 9y a o Y a =~ Y ¢ | 1y &
lszuuiveldiuisundamginssuninanuliiiiamasesiuidmangesdinis dunsiamndunis
Jamanu3 mevilindnaudianug dnsiaunlunisuofou weihluldlutagdursesinan

v 1 & . Id o a Y

fuAImaULNUazNalTelesudu (compensation and benefits) 1us1sianninau
lasuiveuanidsuiunisuifeu Usenaume Ade Judieu lutla 799900 uwasnauseleviau 9
dunaUszlerldunyiavsedruiunndnauldsugalunannmsdnenu wagdumiinigluesdnis
W N1sUsEAUTIRLAYaUNIN N13YRATIET ANSNBINEIUIE N1SWUINILY M8

AuAUUaenfBuazgunIw (safety and health) Avudasasdeidurnuduassantinau
ngURmatun1svie duguamduanimniaiusienie Inla wazdspuveantdnanu

AuntinaulasussudNiuS (employee) Widwndeuneluiiduimsosileg g
WsIzUIzdugrsNalanunnnsUfTRuveandney dussuduius [Wuauduiussening
NAUNTNNURAZ WY

AunsUszliunansUf iR (performance appraisal) lunszuiumsuszdiunginssu
nsvhauvetinau lnensinuasiUSeuiisuiuunsgruniivuall

wuaAaRINUUTEENSAINNSUR TR
UsednSnmnsuianu Ae n1snsevinveusaryanafildvinye A3 LagANAINNTD
TunsufuRnuarganuyumneneeg wananuasaiielnlananisufiRnungndesianunn
a ‘:l' s [ v 6 ¢ v & Y I~ [ o
LA USINUATINNUTIBIANTITANANTT (Ug1HYS 15MedNYs wazany, 2565) Tneninaudaldunswenns
nddglunisihwiesdnistudgrnudnsamudmuneiesinisadld dadunisuimsninensuyed
=% & a o I3 DY by Y v o ¢ ¢ A a a =
JedudanesrnsiesinnisiiaennnesiuingussasrvetesAn1seg1eluse@nsnin teen
n13nsevinle 9 vaswsiazuaraujuivulagldnnus Anuaiunse wazdnen widleguguneu
Ipgafinaunin Yunasuassnudhmneiinmvuald enusiasilaunsgiu wasUsendaldine
92yl 09ANT LIS UNARBUWNUN AUALMINZANAUNITAIMU (5195500 13097aU1A wag a3
= Y ¢ v e 1 = a 9 =i
S0anaud, 2565) LazussauadnsidwalufiangAnssun1suantoenvaantnuiiuaniaonu
VIFIUANINTDIU FIUUTUIUY Auszezial wazaua1lddne Faduesdusznouves
Usgdngnmiidwmaliesdnisuszaunadnialuluiianieiinivua (Peterson and Plowman,1989)
2 a o o A o b% a Y < o ¥ o v 3

wazludsdhdgnagyilinandnvesnutuiauningsge Wulumumasgiunimuald vilvesinis
siusuldegliuses@nsnimessdseu (nopniAu Jelan uazania Juney, 2564) Felumidenssil
HRdelieduunAnUszdvsnm n1sUfuRnuves Peterson and Plowman (1989) iiesniduuuifn
MumnzaniunsinUszdnsnmnsujUivesiaunulssdudin usen neuszdudin 91dn mww)
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AuAMAMIY (quality) Fedesinnnngs Ae Andnuaslilausslomiduen danuiiaela
pansUfoRnuianugniedidinmegiu uernad uenaninanuiidaumwiumsneliiausslod
ABBIANS

FuUFanase (quantity) uiiAedudesdulununasguvesesdnisiaedinasny
AUFTRl SN suvdaiduluaamidminevesesdnisndly uasdealnsnausuinis
nan WielvldUSinaunuaantwneiiiun

sfunan (time) Ae nanillunisufsRnunandedosedludnuusigndoununza
wagituasty fnstammedansuiiinulimasasmnuindeiu

Frualdiang (Cost) lunsuftinuiamndoanzausivua wdosnmutes éuails
unfign vensliminernssnunisiu usse Jag weluladfidegetisduen uaziinnisgaide
Tvifoeiian
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\n3aelal#lunsise uaznsunamnw

wosfleflllunafvrunadeyaiuuuaeunuuaeln wiseanidu 3 dau feil daul 1
TUATNYUENIUTLYINTAEATVRIEADULUUABUAN T1UIU 6 T UTENaUme Liel 818 dn1unIm
ausa sefunsAne Meldiadesofion warssaznanlunsUfoRou di 2 msdanmineinsuyed
U 26 T Usenaumie 8 su laka A1uNITINMNENSNEINTULYE 91U 3 U8 AUNITATI
UAAINT 31U 3 U8 A1UNITAALADN T1UIU 3 10 ATUNITRNOUTULAZNITHMULT 91Uu 3 Jo
surnouluLazkaUsElevidy 1 4 Te Fuanudasaiouazaunin S1uau 4 do dumidna
wazusanuduiug Sruou 3 o wardunsUssdunanisufiRnu S1uau 3 9o Fefmuuaruiulse
9nuAdBues Mondy et al. (1999) uazdnd 3 Ussavsnmmsufoiam s1um 16 ¥e Uszneusie
4 e TokA AMUANAIMIY 9113 4 To MUUTIIAIY 91U 4 T8 A1unaT 31U 4 o wasenu
Aldane du 4 do Feiamuazuiuussannauideves Peterson and Plowman (1989) Tagdnan
@il 1 Wunuureuiudenifannuanesdaden (Multiple Choice Scale) @il 2 way 3 \uuuy
1MsI@LUTEIRAN 5 58U (Rating Sale) muanmsinued Likert (1967) e Liuhe snnfign 11n
Ununans tes waztesiian 1935nautanauuuaeunlaglindnnisutsdunsanatu (Class Interval)
wazmsulanusiazsriuarldSunsniatut e aviniy 0.80 (wddl A3lud uazaay, 2561)
Fatmuansudaerumaneinasing iaauAaudiuldsd 4.21-5.00 ey Sanudadiulussdy
ma‘ﬁq@, 3.41-4.20 vineds TanuAniulusesu 1in, 2.61-3.40 vineds JanuaniulusesuUiunan,
1.81-2.60 vyneda daudsiuluseau Use, way 1.00-1.80 wuneds danudaiiuluszsu ﬁaa‘ﬁqm

mMsmAmmmeassesile fielsiuuuasuanlulifiBevgsumsdnms $1uu 3 viu
dievinmansadeununndiueussadauion (Content Validity) 91840 udathmanisfiansun
uleginnNaenndssEnIsdomauiufuUsiidosnsiadienismenduiauasnndos
(Index of Objective Congruence: 10C) @sléwinfiu 0.95 wagldinasinisfiansandendesaiudil
A1 10C snniwFewiity 0.5 uazdiudgsmadoaueuuy anduthuuvasunufiiiunsiulge
wilyluvinmsveaeu (Try-out) Aungusnegssnunuysefudindilaldszansildlunside sy
30 AU wagyn1smAILd esurewuaBUnIN (Reliability Test) dauil 2 uaz 3 ldaduuszans
waan1989ATOUUIA (Cronbach’s Alpha Coefficient) (Cronbach, 1984) 8¢ 5¢11314 .90 - .95 11
liifndn .70 Faegluinasinisfiansananuid esiuves Garett (1965) foindefauiiaud esfugs
anmnsathluldlumsfununudeyannnguiegsiidmualy snduihuuuasuniudldunying
ATIRARUANNALY A Wavandunislasgideyanaiinismeatidely

saanldlunsizidoya

nsiteafailldmetinaeidoyadioadfiBanssain (Descriptive Statistics Usznaudag
Al (Frequency) Andeas (Percentage) Aade (Mean) LLa%i’JuLﬁENLuummg’m (Standard
Deviation) WagNA@BUANNATIUAILATALTIBUNY (Inferential Statistics) Inun1snaapUANNFAFIU
M53de7 1 Mnmeaeudt (ttest) nsdlfuusassnguniudaszdetu uaglden F-test (independent

Sample F-test) WUUMTIATIZRANULUTUTIUNIAAYY (One-way Analysis of Variance) TunisiSeuiiisu
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Alndsvosnguiieg1annnit 2 ngy wazvihnmaaeuamLAnssvesAadeduseg Ingld
nswSguiieunman (Multiple Comparison Procedure) 9335015 Least Significant Difference (LSD)
dunsnadeuaLLAgIuNTITeT 2 lWMsAlnsie nmsanaeemvRaMUUUNR (Enter Multiple Regression
Analysis) Tnertvuniiedndauynaadaisesiu 05 uagvhmsnsnaeuanudumsfue sl sdasy

(Multicollinearity) laglemn Tolerance wazAn Variance Inflation Factor (VIF)

NaN15I8

1. HaMFIATIETeLaiNYEN NUTTIINTAERTIINNNSANYINGUAIRE 1 IuUUSEi AN
UsE neUseiudin 9100 Wnvw) @a1w1anune 37UU 86 AU WAAIIIUAZLDUAMRIAITINN 1

M990 1 wamaduiuANud (Frequency) wagAnSegar (Percentage) TILUNANUTBUATNYUENI
UV INIANENTUDINGUFIDEN

AnNwaENIUTEUINSANERNS 31U (AU) Sovaz
LA

My 17 19.80

T 69 80.20
21g

#nin 35 U 23 26.70

36 - 45 U 19 22.10

46 - 55 U 29 33.70

55 9 Fuld 15 17.40
A0T1UNTNNTANSIE

Tan 33 38.40

ausd a1 47.70

1139 12 14.00
SZAUNTISANEN

mnidsaenes 36 41.90

USeyey1n3viseaandn 50 58.10
seldadedafiou

#N31 30,000 UM 50 58.10

30,001 - 50,000 UM 21 24.40

50,001 v auly 15 17.40
szeziantunsuuReuy

Hounin 5 U 43 50.00

5-15% 26 30.20

16 Y7uly 17 19.80
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9197 1 wuin geounuuasuaudndvaumands $1uu 69 au Anidudesay 80.20
19183551313 46-55 U 9713w 29 Au Andudesas 33.70 daaunwausa 911w 41 au Aady
Soway 47.70 aunsfnwseiulsyansvisegand 91uau 50 Au Anluieuay 58.10 fiseldiade
faiiaurn1 30,000 v $1uau 50 Au Andiuforay 58.10 warilszeznatlunsufiReudesniy
5 U d1uau 43 Ay Andusesay 50.00

2. HaMIRTRITEAUAUANTIURENIIAN TSNS NN UL BT IuUUI TN Insdsziudin
1A (WYL) 811U LERISIYALLREAMINNTINN 2

M19197 2 uansAndulszandueanivesnsoulin Atedy ANTELULLINTEIU BaETEAUANAALAY
ABN1TANIINTNINTUYWEVRIRIMUUTEN IneUseiudin 911n (mvw) a1vdilns

N133ANINTNYINTUY Y Cronbach’s Mean  SD wlana
Alpha

ATUNTITINAUN TN INTUYBE 0.93 455 060  wniian
ATUNITATIVIYAAING 0.90 450 073 wnilan
AIUNITARLEDN 0.92 457 062  winiian
ATUNITHNBUITULAZNITHAIU 0.95 457 060  wnilan
A pULILarHaUse loviRY 0.92 451 058  wniian
AUANUADAALKATAUNIN 0.91 447 068  wnilan
ATUNTNIULAZUINUFUITUS 0.93 455 061  winiian
AuNsUsEIURaN1TUR TR 0.94 458 056 wnitan

AT 0.93 454 056  wnilgn

NI 2 WU FwnuuIem neussudin $1ie Qo) 'mmmmq TsvAuanuAniy
mamif\]mﬂﬁim‘wmmmuwﬂumwmuafﬂm“@‘Umm/lam (X =4.54,SD = 0.56) Lmawmimmmwmu
WU AINU mum&Jmmmmiﬂivmumamiﬂgumm (X =458, SD = 0.56) mmnaﬂ 50989 lauA
fun1sAaLdan (X = 4.57, SD = 0.62) AUNISHNBUSUWAZNISHAILT (X = 4.57, SD = 0.60) A1UANS
PIHUNTNEINTUYEE (X = 4.55, SD = 0.60) AMuntinauuwazkssuduius (X = 4.55, SD = 0.61)
sumsassmyaains (X = 4.50, SD = 0.73) fuaneuuyuiazsausylenidu (X = 4.51, SD = 0.58)
wazauaUUaenfelaraun (X = 4.47, SD = 0.68) auaRu

3. namTRs s UA AU eUsy VB AMmNsUf TR uwessiauvuusev Ineuseiuiie
F189 () @19IEIUN LaRITIBazBunfnIIed 3

M15199 3 uansAdulszdvsueanivensouuin Ateds ALTERULNINTEIU LaTIERUAINARLIL
poUszansnmnsujuinuvesinuuien euseiudie 91in @mvw) @i

Useandainnisuguneu Cronbach’s  Mean  SD ulana

Alpha
AUAININYDIIY 0.94 457 054  wnilgn
FuUTII 0.95 453 062  wniian
ATULIAT 0.91 454 061 wndian
AuA g 0.92 457 057  wndian
ATNTA 0.93 455 057  aniign
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PNPTNT 3 WU I IneusstuTia $1in Qvnew) andius SsesunnuAnidiu
m'aUsvﬁw%mwmiﬂﬁﬁ’ﬁmuiumwswasﬂusvﬁwmﬁam (X = 4.55, SD = 0.57) WoRiansanmusefu
WU ALNU mumaﬂumuﬂmmwmawu (X = 4.57, SD = 0.54) wagaualeany (X = 4.57,
SD = 0.57) mn‘wam 99984911 imm fuan X = 4.54, SD = 0.61) kagauusunmuau X = 4.53, SD
= 0.62) MUAINY

4. NANTNAFDUALLAFIY

a.1 wamwmaauammmumnaw 1 fuvuUs T Inedsenwdiin 91in @) anvau
ffidnvaznUszgnsaansunnaieiy TUseansnmnsUfURNuLANA19iY Lanes1easLden
Fans197l 4

A1519% 4 LanIanwuen1aUsErINIAansNdinada UseansnimnisujURauvesdaunuusem
Ineuseiudin 91in (@ymww) a1v1d1uns

Anuw Usgansnmwn1suuneu
N9UsEYNIANERT t-test F-test Pvalue  WANISMARBUSNNAgIUNITITEN 1
WAl 0.475 - 636 Ujias
21y - 0.313 816 UZ\as
A0UA NN TAUTH - 0.063 939 U5
FEAUNITANY 1.415 - 161 Ufas
eldladusoiiou - 0.118 889 Ufjuers
sregalunM U URY - 0.122 885 Ufas

* ”&Jﬁwé’mmqaammvﬂu .05
9INAIST 4 WU FunuusEn Weussiudin $180 (Waw) g1vdunefisione 21¢
A0IUNINNITANTE SEAUNSANYT T1ulRleAsnelou wassyee L’Jaﬂumiﬂgumm LANFSAU
fivsgavsnin n1sufURNu Lusnsneiy ammuamﬂwmﬂaammvﬂu .05
4.2 mamwmaavammmumﬂ%m 2 ‘ﬂﬁmEJmia]mmimwmmmuwuamwamaﬂwamm‘w
MU URNUUBIAIUNUUTEN 1W8U§uﬂu‘ljl(§l $fe (W) @nvd e wansEas B e 1ed 5

mmw 5 wananan1sinsginanesnranlunisnensalsvinavesdadenisianisminensuy e
wmwamaﬂivawﬁmwmsﬂgummmmmLmumw Ineuseiudin 9190 @nvw) @1v181U9

y v . Uszansnimnisu U
N1SIANTITNINYINTUYWE
: B Beta (B)  t-test P-value Tolerance VIF

sl () 0.035 - 0.170  .866

ATUNITINAUNTNEINTUYBE (X,) 0.039 0.042 0.432 667 0.178 5.634
AUNIFETINIYAAINT (Xy) -0.205  -0.265  -2.761*  .007 0.178  5.630
frunisAataan (Xs) -0.337  -0.366  -3.852*  .000 0.181 5513
frunisinausukaznIsiaun (X))  0.437  0.465 5.019*% .000 0.191  5.237
FruAmauwnunasiaUstlenidu (xs)  0.264 0.269 3.557* .001 0.286 3.492
AUANLUADAABRAZAVNIN (Xo) 0.099 0.118 1.531 130 0.277 3.614
AMUNTNIULAZILTIUFUNUS (X;)  0.111 0.119 0.910 366 0.186  5.362
Aun1sUsBuNanISURURIUY (Xg)  0.582 0.579 6.038* .000 0.178 5611

R = 0.935% R?= 0.874, Adjusted R” = 0.861, F = 66.626, S.E.csty = 0.21124
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Abstract

Purpose - This study aims to (1) examine the relationship between service marketing mix
factors and the decision to use Chiang Mai Night Safari, (2) to extract sub-factors associated,
with service marketing mix elements in the Chiang Mai Night Safari context, and (3) to study
predictive power of these factors on service usage decisions.
Design/Methodology/Approach - This quantitative research employed online questionnaire
to collect data from 400 samples who were tourists visiting Chiang Mai Night Safari. Statistics
employed to test hypotheses includes Pearson correlation, exploratory factor analysis and
multiple regression analysis.

Findings - The findings revealed found that most respondents were female, aged 21 - 30, single
and without children, holding a bachelor's degree. The majority worked in private companies
and had a monthly income of 15,001 - 30,000 baht. The factors influencing their decision to
use Chiang Mai Night Safari services were process (3 = .332), people (3 = .332), and promotion
(B =.332), all statistically significant at the .05 level.

Research Limitation - This study employed purposive sampling by selecting tourists who
visited Chiang Mai Night Safari, which may limit the generalizability of the findings to a broader
population. Additionally, the study focused solely on Chiang Mai Night Safari, making it difficult to
directly apply the results to other night zoos or different types of tourist attractions
Managerial Implication - Nevertheless, the management of Chiang Mai Night Safari can utilize
the findings to improve service delivery in the following ways: (1) Process: Enhance service
processes through technology such as online ticketing and payment systems, (2) People:
Provide staff training in English and Mandarin to accommodate the increasing number of foreign
tourists and emphasize friendly, non-discriminatory customer service, (3) Promotion: Expand
promotional activities through both domestic and international travel applications, such as

Eventpop, Zoogether, Klook, and Trip, to reach a broader customer base.
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Originality/Value - This study conducted an exploratory factor analysis (EFA) to refine relevant
variables related to the service marketing mix in the context of Chiang Mai Night Safari. From
the initial 28 questionnaire items, 19 significant items were extracted. The study confirms a
moderate correlation between service marketing mix factors and visitors’ decision-making,
particularly highlighting that process, physical evidence, and people are moderately related to

service usage decisions.

Keywords: Service Marketing Mix, Decision to Use Service, Chiang Mai Night Safari
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2. HAaNFIASIZNYIIEIUUTZAUNINITHANNUING AILARINARITIN 2

dl 1 d‘ 1 d‘ U U a Q‘ L !
A1519% 2 uansAuaty ANdeuuuiInggiu wazAduUsedndiearhaseuuinvesdadudiudseau
NNINNTAAIAUINITVDINANFIDYN (n = 400)

duUsEauNIINITNAIAUINIg Aade Ao 3THU

X) NI (S.D)  ANUAALIY
nanfiaal (Product)
1) Aanssuneludanuvainvaewaziiaula wu 4.35 0.696 Wughesniia
TWesdnd msuansdnd uazdu 9
2) fAsrunsanuazan Wy gadminge ey 4.19 0.699 Wiuseun
\3eafs Sruvevesiisedn msliuinsednadivame
wazdlaA N
3) anmuanseuneluaiudnd uazanuanysalvesdnd 4.26 0.741 Wushesnniian
#a o ogluaudnd ilvidedoaduiisin
2M959U (Cronbach’s alpha = 0.834) 4.27 0.552 Wiudguniign
511 (Price)
a) muduAvesnsisdnding 4 Weifsuiusaing 4.03 0.760 Wiugae3In
HuUsEY
5) §MF1ANUINITEIUNINULTUFRINANMULUINZEY (50519 4.09 0.813 Wiusean
WALININTEIU)
6) SIAeIMSLAzIATENRLTIT Ve T AL T aY 4.05 0.779 Wiug83n
21524 (Cronbach’s alpha = 0.828) 4.06 0.604 WAUA8UIN
1891191339 (Place)
7) figewmnedmihelnsdivuvainvate Wy iulsee 4.20 0.747 WU
Mt wie Wiuiuled
8) i mihetnsidivudniogaiivmne 4.28 0.743 Wiusheanniiga
9) fausamilutumeunistedmsdivu 4.16 0.706 Wiumgan
10) U3naufidmhednsdneudanundussden 4.19 0.762 Wiumgan
AMN52U (Cronbach’s alpha = 0.831) 4.21 0.545 L‘ﬁué”mmnﬁQﬂ
n15d9LE3UN13Aa1N (Promotion)
11) fdwannandvaluiuveanania 4.04 0.823 LAUSIEN
12) finslavanuazUsznduius duduled waziedn 4.09 0.815 WAUGIELN

(Facebook) vauideslumilusignin’ sudaiuleddu 9
wu Buledvn Auledviesiien wazsdulodleddudlugd

%13

13) 5377 (Review) lnsyanafifiteidosuudodny 4.09 0.802 WS
aaulail (Social Media)

14) fimsdaRanssufivewnunanakarlon1anig o 1 4.31 0.774 Wugesniiae
Suin Surnaulnd Sutudlnl uavay 9

524 (Cronbach’s alpha = 0.815) 4.13 0.580 WiuA81IN
yAans (People)

15) fnifnsunssgualiiuinsiiuazifioame 4.07 0.793 WAUGELN
16) IntinauguiganuaznInwANNAYeg 1Ry 4.20 0.766 WAUGIELN
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o

yUszaNShaannsauuInvesladvdIulsray

Uadgdauuszaun1an1snannuinig Aade Andoauu LAY
X) WA (S.D.)  ANUAALIY

17) wilnnudanudlunislvideyasiie q ﬁgﬂéf@ﬂ 4.19 0.784 WiuAe3n

WaATULIU

18) wiinaufiuyweduiusan duinsiuynau 4.27 0.740 Wusaesnniian

19) wilnnudnisussnieanImuazseusey 4.21 0.802 wiughesniiae

52U (Cronbach’s alpha = 0.812) 4.19 0.533 WiuA81IN

anwazn1en1enIw (Physical Evidence)

20) Uinanelufinnuazenuazusaainnaulifia 4.20 0.827 Wiusaean

Uszaan

21) Uinanelufiussernafidusssund 36y way 4.10 0.770 WiusaeIn

WaZAUNITNARNE Y

22) Uinaunelufifitainiouiiismeuazazen 4.18 0.784 WiusaeIn

23) anadenilegenduuedmidauinganmny 4.18 0.753 WAL

sysuRLarUaoadawigud1 vy

24) finsuURnunnsnIsauUasndenuansIsaY 4.18 0.752 WAL

W auntinIneudie dynesansde uavyaueansed

Twusnis

21524 (Cronbach’s alpha = 0.858) 4.17 0.571 WiuA81N

N32UUN15 (Process)

25) finsrurunislunsiuinsiiaganaunenseiuaing 4.21 0.790 Wiusheandign

Fosnsvowiu W SuneunsTeUmsHiutee fa 9

fignlvidoya wazthouens Wiemnuazenautgluns

wWaunelu

26) fidunansnsuaudniflddudeunasiifavas 4.10 0.755 WiuAaean

9 1wy Sthounufivasvennaludsleuuanidniszinm

A3

27) fieusnisilunstemdadiofadym Tneaviian 4.06 0.790 Wilgen

dedfyaauudaiiou (Alert) naaavnidunIaNsIiYy

28) szuzlannsdnlanslying o Sanumugaunazll 4.01 0.742 Wilgeun

iudoufuianssudu q

21524 (Cronbach’s alpha = 0.830) 4.09 0.566 WiuA81N

NNNIRN 2 Drediumudn nguited wavgiuieiudadendnsdam X = 4.27, SD. = 0.552)

unfign sesaanAe Jadevesanisdadming (X = 4.21, S.D. = 0.545) Yadeymains (X = 4.19,

S.D. = 0.533) Ua3uanuween1an1enIn (X = 4.17, S.D. = 0.571) Uasedaasuniseain (X = 4.13,
S.D. = 0.580) UJadanszuiunis (X = 4.09, S.D. = 0.566) wagtadusia (X = 4.06, S.D. = 0.604)

Tunisidenlausnsiesiudlunanis 9nennens Jarinesld auaiau
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3. nanNsIAs1EvNsinaulalsusnsTedlrluianyng wanananisnen 3

M19199 3 uansAedy ALJERUUNRIEIY karAduUsEANS LeanasauuIATaINIsAnaulalduI N3
Wedlndlwigvsvesnguéaegns (n = 400)

msandulaldusnisidesnadlunignnns Aady Andeauy 52AU
X) WM (S.D.)  AUAALIY

nsanaulaldu3nis (Service use decision)

1) mméfaﬂﬂ13L%ui’LLazﬁﬂwﬁﬁ%‘immfﬁm’iﬁLﬁu'ﬁm 4.09 0.756 WiAg3nn

wansdaiannuensndundndu ildvinudaduly

donldusnig

2) ANNUABINITHAK BUNIIT1918LaETnla AU 4.19 0.733 WAuAELN

§I5UVIARALANINLINA DU AUY VItV udndula

donldusinis
3) luewAsvinwazndundenldusnisdnass 4.57 0.630  wiwsheundian
ATN52% (Cronbach’s alpha = 0.866) 4.28 0.571 WiuA8uNTign

9

9NAN9197 3 HamAdenuIn ndudegsEndlngTamAniunsdedulaliuimeaded
Tusiennn3 81nemnans Jandindedln mwmuagﬂuazﬁumaﬁqﬂ (X = 4.28,S.D. = 0.571) n@anfe
ngusegudlvgduiuin lusuanazndusnlduinsiidesdmiluvinwing sunevans Samia
el (X = 4.57, S.D. = 0.630) mm‘ﬁq@ TAYADINITWNHBUN IS NNBWALIN AN USTTUY IR WAL

anmuIndeNna (X = 4.19, SD. = 0.733) suluiadwamsiBeusuasAnuintinvesdninniudouans

fadanuwansnudundnneluesydluviannis (X = 4.09, S.D. = 0.756) 1Huag1auin

HaN133LANTIATIZATaYAAAATIDYNIY (Inferential Statistics)

1. namsiTomuinguszasdludon 1 uazsuamuigiunideden 1 e semsvaaou
ANuduRussenIneladealulsraunianisnatausnisnunisandulaldusnside dudluniegnng
Snan19ne Seniadeslml annaeianeds (X) 1WadAanduiusveafiosdu (Pearson Product
Moment Correlation Coefficient) Tngfiansanainadulseavisandusiusmunasissolud @lust
3, 2552) dasielud

< v v

AdLUsEANSaVAUTUSITENINN 0.91 - 1.00 kaned IAnuduiusszaugenn

% v

AdUUsEAVTandANTUSTENINg 0.71 - 0.90 wansd1 danuduiusseauas

Doy

a v v 6

ANFUUSEANTANEUNUSTZI19 0.31 - 0.70 kanaI1 AANudunusseauUIunaid

Q{ U v

ANFUUSEANTANFUNUSTENIN9 0.01 - 0.30 Lana TANUFUNUSTEAUN
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A15199 4 LEAIANUFUNUSTENI19UT8EIUUTTAUNIINITHAIAUS NNSAUNISARAULalTUS NS
WWealuulunenis 81nerene J9iadiedlud annuaeRae

doulsean  wAndmwa 51A1 994 19 UABINT  ANWAIE  NITUIUNIS a9
119019 19015 GNGELY 9119 fndula

AANAUINTS w1 A1TRann ABAN Tgusns

AR U 1.000

3141 .443%* 1.000

29aN9N1T 498** 560** 1.000

FIUUY

RPN R .353%* .504** .535%* 1.000

SRR

YARING .455%* .490** .588** .536** 1.000

ANWUENI .430** 428** .560** b4T** 619%* 1.000

YA

AFLUIUNT .363** 315%* .395%* 451%* .469%* .602**

Asdnaula .294** .308** .394** 413%* a464** 479** .508** 1.000

T4usns

1nM5197 4 Frafunudn Jadedrulsraumensnatauiniandadanuduiusiunig
anaulaldusmadesiudluyienns suneviens dmiameslng Tudirvieuin egslidudfyneans
fisedu .01 Fesauussiu ) Mdudadodrutszaunanisaanafidaanuduiug () fufuusau ()
fdunssindulalduinsgean 3 drduusn sulsun
ARULINAD NITUINNT (r= .508*%) Taudusiusluseauuiunany
ANRURDLIAD ANWATNNABAIN (r= .479*%) Hauduiusluszauiiunans
a1auaninefe yaans (r= .464**) anuduiusluseauUunans
fau SsufasanmRgundn (Hy) uazseniuaumRgiuses (Hy) nthusleneaeuadiifieatu
nsmauduiusludrduuds fudalleshiafeduuszaumansaanauinisia 7 Jade Tadn
YoIRUsEaEr  vasiaztaduniensiasieiesdusenau (Factor Analysis) AeUsingluran1side
vosinquszasdden 2 dely
2. wamTidemuinguszasdluted 2 mams’;Lﬂi'wmaﬂﬂivﬂauma'ﬁw Exploratory
Factor Analysis: EFA) Imiszf’sﬁmimmmuLL‘UU’mLLm% (Varimax Rotation) Luaqmﬂmmﬁ]miaqu
gelaistnmnsinladendnetiodednalsraummsnaauinistudedmiluied wandto
afaduudwsgesluwiasdadudiudssaunienisnatausmsiiilulddmsunsimaeideya
adAluingUszasddad 3 lasnaainnisvaaeudanannnudn A1 KMO windu 905 uagnisvaaou
AEDALAALALS WU SdpdAyEdRlusEAu 000 (p< .05) Lanein wnsnanduiusussladouay
AakUstoung 9 maméméfzzaEJ'Nﬁmmé’mﬁ’uéLLavﬁmmmmwauﬁa“ﬁﬁLﬂinvﬁaaﬁﬂivﬂamalﬂléf
(Kertmger 1986) afwan1snAgeUAmInesfUsEneu (Factor Loading) Wu31 NAFAILUIHAN
ddnunnndn .30 JulU namie Mulsgessing o IuLmau{‘J%ammmaﬂmmmwaﬂmnLﬂiwm
23AUsznaU (Kerlinger, 1986; Stevens, 1996 81984l twystios Awignade, 2540) vauziRediu Aaulseoy
veuraradeiifidininesiuszneutesnit .30 desdniseansndadevessudsdunsdassh
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F9NLAUTTIUIU 28 TA101UV9MUTAULUAITI9N 2 Aanunsaaialalrdsue 19 191014 %30
fwlsgaslugiulssaun1anisnainusnisng 7 Uade teedisevarvasninuwlsusiuasay (Total
Variance Explained) WAy 61.85 AUAAINAIUAIIIN 5 ATUANS

A15199 5 NaIAT1ETRIRUTENDUTNANT2Y (EFA) Uadediuuseaunienisnannusnig

daudszauniensnainusnig & 7 Uadenu Uady

19 fauUsdon 1 2 3 4 5 6 7
NAnA U

1) fidseunennuazaIn 756

2) fdoidssuiduiisan 697

3) Aanssudanunainviane 672

$7A1

a) mwduAessiwleifisusaas 683

5) 590 INSHAZLATDIALTIS LN A 677

6) BNIIATUIATEIUN N UETAUNUZ AL 592

FIN19N15I%UY

7) fianusndluduneunisdetasidrmy 759

8) usthiaudmetnsidvuiianudusedeu 664
AN3ENLEINNTITAAN

9) Imsihlagynraiiideidesuudedsny 774
ooulall

10) fnslavanuavUsyunduiusanuivloed 724

A A o ¢
130 dodinusaulan

UAAINS

11) wilnousluywediiusiaduiasmnauy
12) Wﬁm’mﬁmmi‘mﬁ%@gaﬁm 9 gneios
13) ninauusanIganLaSeUTeY

ANWULNINIYAN

14) Unadfiduindouiifisweunazazein

15) UsnamelufinuazenuazUsiaainnay
laifeUszaan

16) Ushaumeluussemedusssuna sidu uas
WINEAUNIIHANDU

707
701
.684

.740

671

.665

N3ZUIUNTS

17) szognaninuandlyivosdninig o wmnyas
wazliviudouiu

18) iumsnssudnilidudounas livasmnig
19) fausanslunmstomdadiofatym

807

.664
.604

ssnewn: Ustlondenuilunsed 5 dradu §iseldusudemmilinsssudpaiioliamnsniiaue
namsiiasziteyaldesnsdmau lnedemamiuazunngmumnsd 3 3. namsidemuinguszasd
Tudefl 3 uazmuauuAgIuNFIdeded 2 Ainanlitreldinsyinisannesmman (Multiple Linear
Regression Analysis: MRA) 6178733 Stepwise U99U238@1UUszauN19n15aa1ausSN153 UL 7 Uade
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Fadousulsdase (X) Ndnaaaunidnsnanasnusaiy (V) A nsdedulaldusnindeduulun
P13 LAAINALUAITIN 6

A131991 6 LARIHANTITILATIEANITaRRRENY AN (MRA) vesdadudiudssaunianisnainuinis
Hdwanonisandulaldusnsdoddmiluriannd sunenens Jmdndesdud ¢2938 Stepwise
(wnwztadein Sig. uaziieean B nunlunten)

daudszaunnenisnaiauinis (X) b Std. Error B t p-value Tolerance VIF
AAsil (Constant) 1407 203 6.940  .000*
NILUIUNIT 322 .045 332 7.198 .000* .780 1.282
YAAINT .236 .043 251  5.486 .000* 193 1.261
ARFGNGETaRERa .140 .037 171 3783 .000* .814 1.228

a. Dependent Variable (Y): nseingulaldusinisiesivadlusiagnni3
R Square(RZ) =.342, Adjusted R Square = .337, Std. Error of the Estimate = .465, F = 68.505, Sig = .000

* Nty nsadAnTeeu .05

PNINT197 6 Tediunuin Jadudulszaunanismanuinisfidanenissndulalduinis
WFealuglurennis snemens 3andndealug maﬁqm AB NT¥UIUNT (B = .332, Sig. = .000%)
i@ﬂﬁﬂﬂ’]lﬂuuﬂa’]ﬂi (R = .251, Sig. = .000*) Lazn1sauLasNN1RaIn (3 = .171, Sig. = .000*) 9819l
tfoddgmeainisesu 05 daiufwfiasauufgiuvan (o) uazeeniuauufgiuses (Hy) Vsl Jan
Susvansnisdnaulaldusnns (RY) winiu 342 e Amludevay 34.2 uazldnaaaudn R? My
Arfiundedelalaensiuioudisuiua Adjusted R? = 337 wisAndudevas 33.7 Fudualndifes
Fu R 11n uansdeAduuszansnsimaulaldusnindedullusiennd (R?) fifanuuniede
Inganunsadeuluglaunisneinsal Ae Y = 1.407+.322(X))+.236(Xs)+.140(Xs) : R? = 342 %3
Feuluguuuuiauys 1Wud dndulatelduimadeduluiom s sunovmans famindedl = 1.407 +
322 ASPUIUNS + 236 YAaNT + 140 MsdaaSunsean (R = 342) uenanid S9ldfinisnsraden
Multicollinearity Tngin Tolerance Aldainmsinsesisiana wuin dTolerance Slendaus 780 - 814

a a

Feflendlng 1 uanen suusdudaszainiu (@ieissu aeinue uay d03@s Juzfinadns, 2547)
wen1nil A1 Variance Inflation Factor (VIF) dadusifigailadn dudsdassusassilanuduiug
fugnteeiiiedla wudn @1 VIF Zeasus 1.282 - 1.261 lagiien VIF vadaulsdasennifinaaey

Tadudalaiifiu 5.00 wansan duusdassldladanuduiusiues e Lddgm Multicollinearity
(Zikmund et al., 2013)

aAUs1gNANISIAY

NAuaNTITenmingUszasAded 1 i odnwianudinius szninstadudulszaung
nseanausnisnunsaeaulalsusnsidedudlurienvn’ sneniees Imdadeddrl lnenanisive
WU WA 51AT YBININITINTINUIY NITALETUNITNAIN UAAINT GNBAENINNIEATN WAL
nszvIuNs fanuduiusiunisdadulalduimndeduluienms 1esainesisgaliguilaa
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dnduladonlivinsdndudesinmsuiuusaasiamnisuinsliiussaninm feaenadeaiy
NanTITevasfinmns nuaiiiay (2555) lnefnwizesdaddnlsraudumnaiauinisiilavina
AengAnssumsvieaiiviaudnindnuazaiudnivvsdadvesninvieailon fnuin wandaet s1an
YBINNNITIATINUIY NITALETUNITNGIN UARINT waNITEUIUNIT AANUFURUSAUNgANTIUNIT
viewfienamudnigdnuazarudnirvhTiladveninvieniien innegsiaaiudniudazuvisduiing
asanagmsmananneng q ssnunannaneiitefspelinviesiisadulduinsnntu Ssasinish
nagMsMIsNInaIUIg tufie dudszaunsnainuinng (Service Marketing Mix) Linsntagluns
fimunnsliuinesng o enfiu mahdnifmglaennaiandauans msdauandaimuasnsaves
ning q wdaimuilugnmahazasind Welvtneadivninmnuaulaluveiisraudniuniy
sulluinihliAndeliuisumamsusiuiugsiaviondinssnndu 4 Snde

namsIdonuingUuszasAden 2 ileatmdnusdesimnganiutladoduuszaum
n1snatnusnIstuusunfedbndlurienvns sunemens dainlednil lnenanis3denudn fauds
Ho8719 9 yosduUsraunInsnaInuinisa 7 Jade deuszneudie fulsdos 28 fauus
TnelUAianiesitszneu wui ansnsoarpiladediuussammamsnananmeia 7 Jadeld 19 dustes
Tnedlan KMO 7dlng 1 denndesiuwinfnveuna3anas (Kerlinger, 1986) fina1al¥31 d161 KMO
g 1 waned1 fuusdessne 9 vesiulsdaseiauminzanfivglinssiesdusenousaluld
sufahllgnsiengvineadnigaoyunuld

namFAdemuingUszasdded 3 efnwisrunaniswennsainisindulaldvinadodl
luig s gnenens Ymialedlud andadediudszaunianisnainuinis lngrani1s3de wuh
nszvuns WuledsdmadonisdadulaliuinmadedlluiemiFuniian Wesandnveaden
Wusheinniigaifeiusseznansdauandyivesdniludedulluwiewhisimmmnzan uaglirudou
FuRanssudu q Addunensvadaiinisesndu ¢ Tow 1dun 1) Jaguar Trail 2) Predator Prowl
3) Savanna Safari 4% 4) Lanna Community #ivilviliinaswnsaudslenalunssuasy sudny
nadlumsthemdenndmihilumsimwinvesisndwunisuanslyilviasuynau aonandes
fusameAdevesiinms swrdliey (2555) Anwides taddnlsaudumsmanauinsiisviswase
wAnssuNsveivImudnindnuazaiudnivmiddadvesinvieaiien inudn nszurunsluns
Faassnanisdhaudaivhlrinieadiodlinainniswanda i@ ing 4 wie Wudeuianssudy |

Hadusesannie yaans ulladvdsmadensdndulalduinmadodllusiamis esn
tvisauivusiusemniigaludeweminnuveadeduiluismiiuyudduiusindulinstuynay
U nsndmsinmediesest uaznsliauthewdeutinvieadisegnavinfleuldiFenuf iRty
yanalayananils feaenndosiunanisidevesiudinig waunidy waz gnnd ndulmi (2563)
Anwides Jadeiifuadensdndulanfiertumesinieaiififfisfusidn i swusaanss fnui
yamnsfisuudilimdousuiuartemdeiduslonigaauinvionder Wunddutadeiivhly
tivioaiieaedulaniien uastadeaavinadu maduaiunisnann Wesninveafleuiiusesnniige
Aeafunsdnfanssuiimsmumaniauazlentasing o veadedmiluvienrnd msizluynmaniase
fiduarraing auasanamNs vie vewAaikanlfawsmanauaslonaiiy q uuuddnousie
wu nsuli delin Wansa denadasiunanisitevessdien WSy (2564) Anwises Jade
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dwasomssinduladiumanaudaiauuduglevisvesinviosieavnilve Anuin msduasunIsnaIn
An1sInnAnssURLAEAIUmANIawazlanIauInuIe 919 Juein Jusiladu wazTudutlvl duala
NV NeIRn AUl R NAUNIIU LN IBUAIUER

JoLauDdLUY

v nl' Yo a o
JoLauaLULNiASUIINNITIVY
INNaNITIeTa8dIUUSTANNIINITHANAUSNNST danasa n1sandulaldusnisuleslny
Tusignis sLnennens daiaedind aunsattadeidaasnanisdnaulaldusnisudunuinig
Tiusmsuasdmtneesiunsivsmsvesdedvailuigmnsiluiannuasusuugansliuinig
WiOnOUAUBIAINABINTVBIEINITUINNT HRwialull
1. NMSaRa3UNI5Ma1m (Promotion) Aa9iin15USEUNEUNUSAINTTUNLAYANUNANIALAY
Tonanns 9 inuiules Wie weundintuowienduy o uenlloanunanesuveadesvdluigni3
| A Y ¢& 2 ¢ s ' a
i aunUeU (Eventpop) uasgnnineas (Zoogether) nannaulnan o suuInUIsiveLNeue1e
nqugnATliuINTU 1 Aga (Klook) Lagiud (Trip)
2. Unans (People) ABRNaUIUATUNSIINTNASUITHA 1iU MBINgY ke wRUNaN
a a1 a | a v Y a Iz ad o al ) v
Weosnniidnvisaiigdsinsdidnun lguinisluiginhsiduinuiuinn Wesensguialveladuleuis
W31 (Free Visa) untinvieadiemsadiionseduasegia wasnsiinnugiemien s 4 witnvieanen
ssrpegunulanazlidenujiRnala Antavintu
A =~ I ¢ Ao & a a \ a
3. N38UIUNT (Process) laannidesiniluigvsdndugsiausmsussnnvioaiien
JafpsmanuuunTEUIUNISUINSIRauNaiumAlulag FagvilignAsanuseivlalunislasuuinis
Wy nMsviemesulatdiiulwaniasunie q nstrseRuesula laun wipwne (Prompt PAY)
a = ¢ ° = & a . g Yy o &1 Yy
w3013Ng (ALIPAY) nsuausnminioulniaiiowasa (Visual) Nlvideyavesdnisng 9 Wigsuas
NIV LU Yoderd dnvarvesdnd uavlayadu q T3ufmsdawandyidian 4 inwnannesuoaulal
NUDNMUDIINNNTTUTUVDIDS
Jarauanurlunisyinidensesaly
1. ANwUTsUgUTENIN@IUUSZEUNI9NNSAAIAUSNSNAINanan1senaulaldusnis
Tuiennsye 4 wire dulann Weoslvdluiennis Ussnelne Faalusluianns Ussimadaalus Tuin
Tuni s Usemadu wazinsimas uasmluneinis Usemaduwie
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Abstract

Purpose - This research aimed to investigate the influence of sales personnel service quality on
brand trust and the purchase intention of IT products among Generation Z consumers. Service
quality was examined through five dimensions: responsiveness, assurance, reliability, empathy,
and tangibility. Brand trust was proposed as a mediating factor between service quality and
purchase intention.

Design/Methodology/Approach - The sample consisted of 400 Generation Z consumers who
had previously purchased [T products, using purposive sampling. Data were collected via
online questionnaire and analyzed using simple regression, Pearson's correlation coefficient, and
a bootstrap method for testing mediation effects.

Findings - The findings revealed that service quality had a statistically significant effect on
purchase intentions for IT products with a standardized coefficient of B = 0.802. Also, brand
trust was found to positively influence purchase intention with a standardized coefficient of
B = 0.748. Moreover, brand trust served as a partial mediator in the relationship between
sales personnel’s service quality and Generation Z consumers’ purchase intention.

Research Limitations - This study is limited to Generation Z consumers who purchase [T products,
which are relatively complex and require high involvement in the decision-making process.
Managerial Implications - Business operators of [T products should prioritize the service quality of
sales staff, which includes training in customer problem-solving, empathetic communication, and
regularly updating product knowledge. These factors play a crucial role in building brand trust,
which ultimately leads to increased purchase intention

Originality / Value - This research contributes to filling a gap in the academic literature by
examining the relationship between service quality factors of sales staff and brand trust, as
well as their influence on purchase intention-particularly in the context of IT products, where

brand trust plays a critical role in consumer decision-making.

Keywords: Service Quality, Brand Trust, Purchase Intention, Generation Z
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deldsudeyaiiivsonudeinmund fuilarazuszifiumadondud kumsiiansaniadesng q 1
psatuemiesmanniian wasimsdrauladeusyliusslomianaudtug nedlugnssuumsdu
anvhe tuffo nsuansndAnuazauAniundsnslidud dduilaeiaelavielifiswela

namsITefi s Busuiedvinavesnmnmlunisliuinisifdeaudiade
vﬁaG}gﬂa"l%’u%miiuﬂa;mﬁuﬁﬂu%ﬂWSLwﬂIuia5LLﬁsLLWﬁ@W@%Mﬂﬂimawmﬁﬁﬁa (Dhingra et al., 2020;
Lien et al.,, 2017; Mbete & Tanamal, 2020; Nabella, 2021; Sudirjo et al., 2023) Lﬁaqmﬂqmmwﬂiiu
fananfesnsteidiosdid Heluduanauduarauniideievesindn dielvignddestuiiosdng
Juguneiidednd Tdlaguagndn wagvimudsiidaygiugnanld (Doney & Cannon, 1998) iilegnén
gogunsaflefifunsndudilingda gnirazduinnudssiosnieruliuiuouantosas wariile
snnuiansmanenaTevdeTngeld udsalindwadulateldiennntu day enundertu
Juduiuusdunansszrinuamlunisliuimsvesuneduenuditlatovesiie (Chuang & Fan,
2011; Mohseni et al., 2018; Qalati et al., 2021; Stouthuysen et al., 2018) %ﬁgﬁauuag’m’j’l

H3: AN mnslfUSMsvesNnaLIe (Service quality) denasiomudslade (Purchase

intention) Taefiaslinlalunsdud (Brand trust) WWushudsiunans

NSBULKUIANNITIVY

AMNNNSIUINNS (Service Quality)

nsnaUauaIBrUIlAA

(Responsiveness)

nshianudetuiuguilan

(Assurance)

Al AMUN9 AT
Anu@etalinnga Tuns18udn (Purchase Intention)
(Reliability) (Brand Trust) H2

nsienlaldguslan
(Empathy)

anuugusssy
(Tangibility)

AN 1 NTDULUIAANNTINY
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=] ack a v
52108U35TUN1599Y

Useynsuaznguiagng

[ 7
v a A 1

Usgansuaznqueinegnlilun1sideasail Ao nduguslnm Generation Z A ondn i

(%
[

gunsailedt il §Idelinsuteyaussunsiuviaswivun Iudenldgnsauinmes Cochran (1977)

'
=

TAgAMNUATEAUAIAINUILDIUSDEAT 95 WALIEAUAIAINULAAIALAFBUTNTZAUSDEAY 5 ANNAGNEUDY
yd

(%
v A

nsfalldduu 385 autuly sl §Afeldfinsuunsinuadaiddn 15 au dedeatuaiy
Annanauaziitedisesuuvasuniudilinsudau dudu Iindudediefidesnsianun 400 au

Aaeldimetianisduiiegiswuuliendenguianuiiasidu (Non-probability sampling
technique) MEITNTAUAIDEUUURNIZLANL (Purposive sampling) %qﬁmumﬂumjwizmﬂi

Generation Z Nwedenansiagiaunsallen lnudnnsesannauduslna 01g5ening 20 fs 26 U Niaedl

1 %
=

Uszaunisalvegunsallefingluimemenuetodates 1 a3
wesileflilun1sise
fAflihuuvaeunuiidnvinfudmiunafudeyanduiesns ieviaueensdiiinand
HBomnadiuide finsananaseuarugniouazauaenadesaniemniglusuudeuay
TinssiuFosidne ieveruuzihluuusauuvaeunuliiauanysainsudauunniiga Tagls
poNUUUTaRNLIINMINUYIWTTAINTT] Wiadu 4 oy fdl
pouft 1 Jeyafugruhluieatuanunmiasnginssuvesmeuuuudeua
noudl 2 Jadegunmlunsliuinisveminaumne Ussneuse nmsaevaussieruilna
wagaMNLdefiol e Usudsenann aifgﬁmﬁ AaUayeyive] (2559) mﬂﬁmmﬁaﬁuﬁ’u@’u‘%‘[m
nstelaldguilan wararudugusssn Ysuusannain Rao and Sahu (2013) wagarulinngdaly
n31dum Uuusanann sl 9ANAY Wag 25Mat Uusen (2562)
nouTl 3 mm&gﬂﬁawﬁmﬁmﬂqﬂmmﬂaﬁ USUU59197n Iskandar and Patmarina (2024)
noudl 4 Terausuuziiiuniy
MaAUTIUTITaYE

v
a o v A

msAnuideatiuilifAusunadoyaruuuuasunueeulatl Google forms Faduroms
flagmn 90157 wazdidunui lnedueiesdloddyiliiunseensuldlunuidvaisln Outot &
Bergeron, 2016) lnggidudsdisAluuaaun1us1unIe Instagram, Line group wae Facebook ielw
ANNSNTEABUUUADUDINATUN I
nsAATIEdaya
FAdelFhuuuaeunufiTuTldindanses asadeuaTIgNRBsIAYANANY TN
ihfeyaildlUiinseilssmanansadfumslusunsunesfinnosdisagunisinsesitoya dail
pouil 1 madnsesifeyalagafinssaun (Descriptive statistics) lneAnouas Aade
wagAdndoauumasgu
moudl 2 mslsvidoyalneldaifiiBeyuy (Inferential statistics) Lian153iAs e
A0AYRINAUAMIUNUYTZVINTFHIENS il

- ANFIATTIANANUSEANSandunusvaiasau (Pearson correlation coefficient)
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- MTIATIERANDYBE19918 (Simple regression analysis) NAFDUANMNFURUSTZWIN
fnUsdasruazimulsniy

- MNTAATIZRBNSNATDIRILUTAUNANS (Mediator) InsltisnaaoutiadAga1dvina
N99UAIETINTYRAUNTU (Bootstrap) 7 Preacher and Hayes (2008) Wauduswiunisidnay
o = . ° ] Y | N 4 o
Megnillaloulszyns (Pseudo-population) laginanisdungusiieg1aunuseanuadiaiedu
(Confidence interval) ¥@4AN8nSnan19waNiAquAIAUEUI ol PBTUILAIINSHANIIPNYRY

o w

Usganshanaanaudesaideddgvielyl

NAN15398

Han1Anszvidayalaeldaifgenssaun
[ v ! | 1 a v o & [y a a @ Y
NNSAUTIUTITeYR WUl nausideg wlunsdeassildnlveJunemgs Anduseeas 50.7
AvineukuUaeunuiieny 22 Yunfign Anlusevar 20.5 lnedwlvgiineliaiedefieulosnia
Wiy 10,000 um Aniduieway 42.5 uaziiszrunsanwiuSaansiviaWeoumi Anduieuay 76.3
AnaULUUABUNNTRYAE 76 UssnauendninSeu Undnw Inendndamigunsallefiigneuiuuaeuny
aulapaindouniign Ae wivanuazlnsdnviiete Amdusesas 15.3 uaziludszunalunisie

gunsallefisiensseg 15,001-20,000 v Andudosar 24.8 TngusvasAlunisdegunsalledives

€

v

NRRULUUABUANSEa 24.3 A AudzAInaunglun1siiauy munimganudused@nsnin Ay

Y
1Y 1

AuATkarANTiaTe densedunistegunsallofivesneunuuasuniuuIniian Ae ALuL1IN

q

wiinauny Anludasay 13.8 599891 A9 AUAIENINL LAYAILULEIAINAUTOUTN

= A a a4 | , v
AN 1 ANRAYLRVAA ANFIULUBIUUNINTFIU kazA1 Cronbach’s alpha YDINILUS

dayaduusmnau X SD  sEAUATMAALAY

n1smaudauasrariuslna (Responsiveness: RES)

winnuNIEANLaEAINATUgNAY 4.02  0.909 SLAULN
NINIUVIYABUAUDIIBAINADINITVDIGNALANTIRNIAYTEAA 410  0.892 SLAUUN
wilnauaunsaneansaun lalgmlasgiesaninsdauniin 3.89  0.919 FZAVLN
Uy 3.89  0.991 JEAUNN
wilnueansaiteyadudlieg195ansa 4.06  0.975 SLAUUN
wiinnuwenteUszanuailunisusnsliungndildegneriag, 3.99  0.670 SZAUUIN

AIN594 (Cronbach’s alpha = 0.768 )

nstiauetiuiuguilag (Assurance: AS)

wiinnunesinnudensuadedndaoguilan 398  0.854 JEAULN
wiineedauaiavelunisliuinig 4.02 0971 SEAUNIN
winaunedanuianuiuglunisuugiduen 4.07 0938 FZAUNIN
wilnauvedamnuansatunsufiRauldduegned 383 1.040 JEAULIN
wiinsunedianuduiieondnlunisvinu 382  0.807 STAULIN
299U (Cronbach’s alpha = 0.756) 394  0.65 SZAUNIN
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A15199 1 ALRAYIATANA ATEIULUBIUULIATEIU kazA1 Cronbach’s alpha w89suUs (919)
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Joyaduusnnau X SD HUAUANTIY
auundadaliansla (Reliability: RE)
wiinnunelideyaiinsoungugniios 4.00 0.851 JEAUNIN
wiinunedanuilubewesdudiuaznsliuing 4.00 0.884 JEAUNIN
wiihnueansaliruuzifiddedeunviiuly 3.98 0.871 SEAULN
nANUVIPENTanUTaE U Ul 4.00 0.842 SEHULN
winamgansawiledymvesinulsegagniies 3.98 0.836 FEFUNUN
29 (Cronbach’s alpha = 0.860) 3.99 0.68 SZAUNN
nse1laldguslaa (Empathy: EM)
wilnnuweiivhuemsnedinunsdeansiuriou 4.03 0.834 SEHUUN
wilnnuweansadeansidegredivszdniam 4.10 0.860 SEHULN
NUNITUVIENTIUAILABINSIRNIL VDY 4.02 0.844 FEAUNIN
NUNNUVULEUBAUAANTINILAUADINITVBIVINY 4.05 0.868 SEHULN
ninnueiinuaulalaznseiiososulunisliuinig 4.01 0.860 SEAUNN
A9 (Cronbach’s alpha = 0.744) 4.04 0.60 SZAUNN
Adugusssu (Tangible: TA)
NUNUVIBUAIN18EL DAL EUS DY 3.94 0.957 SEHULN
nonanureddsedefidulaliusnng 3.85 0.983 SEHULN
winueIwuigamesenufenisvesgnAtuiu 4.11 0.836 SEAUNIN
fiAsuenuazaIn Wy AlonsaeuMULeNaNS 4.13 0.832 JEAUNIN
Sulseudurusznaunisuney
winnueyadnaniuuioan 4.06 0.855 JEAULIN
299 (Cronbach’s alpha = 0.787) 4.01 0.65 FZAUNN
aul39lalunsr@udn (Brand Trust: BT)
YuRnIUTUARER ST leTifind ezt Uaensty 4.13 0.963 JEAUNIN
vinusuleluwususnandulefinddodss 4.14 1.001 SEAUNN
VuAnILUsURRAR S lefifininaunsuuziiaunse 4.02 0.986 FEAUNIN
dedalsass
YuAnLUsURRAR S lafifiniTnauneuuzigl 4.24 0.832 SLAUUIN
Uszansnwlunislaau
viushilalunanmuususnanfasilofiiwinaumeuusi 4.02 0.855 JEAUNIN
A5 (Cronbach’s alpha = 0.829) 4.10 0.65 FZAUNN
ﬂ':n'lng?x‘flil%a (Purchase Intention: PI)
viusavaulefiasdendnsasiled 3.80 0.929 SEAULN
yiulenudalafiasdondniusiled frasdismgs 3.93 0.968 FEAUNN
viuiausdlaiiosdenansasilefilusunan 3.88 0.922 SEHUUN
vhuflenudsladonandasilofiitelduselon 3.99 0.918 SEHUUN
vilgfinsnaunusmthdeufievdenandusilef 3.93 0.845 SEAULN
A5 (Cronbach’s alpha = 0.794) 3.90 0.67 FZAUNN
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NNMTIATEETeyanITed 1 WU sEiunNAnTiuteInImeuausiaruslaa (RES)
ogluszduann dAnadesuwintu X = 3.99 sefumnuAaiuvesnisiimnudesiufuiuilan (AS)
ogluszdunnn fdnedssuintu X = 3.94 szduawAniuvesanuidedielinsda (RE) eglu
seuann fAedermwiniu X = 3.99 szduanudaiiuvesnisielaldguilag (EM) eglusedusin
fAnadesiiy X = 4.04 seiunrmAniiuresnundususssu (TA) egluszduann fldedos
Wiy X = 4.01 efinnsunssiuaudndiiuresiaudsit 5 du wuih auamwlumslisng (5Q)
fiAnadeswiiy X = 3.99 eglusziuann sedunrmAndiuuesnsilindalussdudn (8T) eglu
sefuinn fidiedesniity X = 4.10 uarszduauAndiunesausidlade (Pl) agluszduun
fiAnadeswintu X = 3.90 TneideldinaminisuvassiuanuvanelagiBnisves Likert (1961)

nsfasAALdesy (Reliability) Ingldirn Cronbach’s alpha 1@unaaiiasam
wanzanlunsliuvasuniu Tasdanlunuuseuauiimduusansuearasouuny (Q) sewing
0.744 - 0.860 sfiAunn31 0.7 wlaiwuuaeuasianuu@eie aunsaldlaass (Griffiths et al,
2015) HANINAGBUANALTIBIATA (Validity) ndsaminausligidsrameaeunnnmysseissile
v wuasunudiamiissssdaten gndounnzan wavasandosiuingUizasdresnuide
TnefiedaiinnuaonadestoadenlumoumuingUszasd (0C) wlssiuegd 0.97 wlaamuléi
dofamuisuailulEl esandian 10C 1nnndn 0.50 (auysal g3029d wazAg, 2552)

Han1s3aszvidayalaeldaifigeeyuu

nan e TeirduUssAvsanduiusveadio fdulunsed 2 uanseuduiudynduds
1éun nsnevausseriuilaa (RES) mslianuidesiufuguilan (AS) manindeiielindle (RE)
nselalaguilan (EM) arundugussau (TA) arwilinddalunsidud (BT) uazaudilaie (P)
WU nnfuUsEmdusyavSanduiudseming 0.564 - 0.789 Jawvarnuvineglddn farmiduiius
milusgAuUunansdisas (faen 1ndvddaywn, 2555) il Seanansothfulsiamualulasevrade
Fnsanaenmaas (Multiple regression analysis) 1ilennaeuaLuAgIule

AN5199 2 AduUsEANSanduNUSYRIRLUS (Pearson Correlation Coefficient)

AduUssANSandunus (Correlation)

RES AS RE EM TA BT PI
RES 1
AS 0.722** 1
RE 0.645** 0.716** 1
EM 0.768** 0.695** 0.658** 1
TA 0,724 0.749** 0.673** 0.762** 1
BT 0.789** 0.723** 0.564** 0.724%* 0.723% 1
PI 0.717* 0.745** 0.651** 0.686™* 0.742%* 0.748%* 1

'
v o w aaa

** fisyauludAunIsa@nfnsEau 0.001

>
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1NM15197 3 uansmansiesevdadsaunimlunisliuinsvesmiinaueddnase
anulindaluasdudndndadilenivesiuilaa lnsadinisiianeianuanneyegisdie (Simple
linear regression) wu31 AaulsAmWlunslviunmsaninsaesueaulindalunsduslasesay 64.3
(Adjusted R? = 0.643) Tneilein p-value tfond1 0.001 Hude Aunwlunsliuinisiiavdnanisun
serlindslunsduiedndituddymeadanisiu 0.001 Ineflmansna (Beta) 7 0.802 Fatiy
TewonFuaunAgiuil 1

M15199 3 NFIRTwRanneEeg 1 IBTeIRaNNluNsTRUSNMsTeIlnnuenEni I lofidinase
Aubinsalunsdud

Uae B SE Beta t p-value
fnAs7 (Constant) 0.073 0.152 0.480 0.632
Anmlun1sliuinig (SQ) 0.471 0.038 0.802 26813  <0.001*

R = 0.802 R? = 0.644 R®adj. = 0.643 df = 1, 398 F = 718.915 SE; = 0.434

* fsyauilsdrAgneadfnszau 0.001

HANITIATIZONNBEOE19918 (Simple linear regression) d@wsuanulinlalunsdunn
vosjuilnnfidsmadernudsladondnsmsilof dmsned 4 wud dudsanulindalunsdudi
anunsansuneaus dadenansuiledlddesas 55.9 (Adjusted R? = 0.559) wazilA1 p-value
Sounin 0.001 warumngldinerlindaluasdudiidvsnameuinsenud st endnsouetled

o w a

pgiltiydAyneatiafiseau 0.001 lnelAdnSna (Beta) 1 0.748 diatiu FagauTuauugum 2

A15199 4 N15IATIZIINN0RYREN9deYRIANU ANl uns 1 AUANIdINanaAuR Tl anAR S U La T

Uady B SE Beta t p-value
A1MaN (Constant) 1.030 0.130 7.936 <0.001*
AnulINnalalunsidue (BT) 0.700 0.031 0.748 22.491 <0.001*

R = 0.748 R*= 0.560 R?adj. = 0.559 df = 1, 398 F = 505.868 SE .t = 0.451

* fgautiydAgneadansesdu 0.001

MNINTNA 5 HanmInaaeudvinavesealindelusmaudlugugfuusdunanssening
shuvsiugunwlunslfuinsiuiusnuaudilade Tngli38n1synaunsy (Bootstrap) wuin
aunmlunisliuinsiavsnamsdonronunilatooaiideddameadina 0.000 Tngdsdndna
siumnalindlaluasdud (indirect effect) Inefiendudsyavsavdnanisdonyiniu 0.2674 laona
MsUsTINAUANdLUsEAVBYUIRA NS (BootLLC) uazAnduUszAvsueunuY (BootULCH) Yesdvawa
meweulinsounguAEug (Bias corrected 95% confidence interval = 0.1550, 0.3838) Vel SvEwa
yamssanauamlumsliuinisiuanudslede (Direct effect) Ssnsiitdoddymeadiad 0.000 oy
wanein aruilindalussauddundsvinalumsdunarafiesunsdiumibu (Partial mediator)
ansaagdlein mnalindslunsdudidudadodunansii@oulosszninequamlunisliuinig
voaniinueidmaronnuidatendnsusilefivosiuilan Sweniummigiud 3
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M19197 5 HAN1TIATILVLUTAUNA9RETTNITYAALATY

ANBNSWaNIgau Effect Boot SE Mediation %29A1ATasiY 95%
type BootLLCI BootULCI
observed
AanlumsiUsns — maldnda 0.2674 0.586 Partial 0.1550 0.3838
Tupsdudn — Auddlade Mediation

Bootstrap Sample Size = 10,000 (Standardized Coefficient), SE = Standard Error, LLCI = Lower Level

Confidence Interval, ULCI = Upper Level Confidence Interval

INAMNT 2 WHAININTIUHANITNAGDUANNATIUIMUA 73Tl H1: asunnTunislviusnig

'
a < a =

YaandnuIeidnsnanisulInaenuliNngdalunsidunn Tneliadudseansdnswan 0.802, H2:

'
< =

aulindalunsidudiisninamauindennudslede Feiirduussanssninadl 0.748 uag H3:
amawlunsliuimaveswinanumedidinamsdousonnudidade Tnsdsdvinaruanulinda
Tups1aus Feilanduuseanssvananissen (Indirect effect) wiru 0.267 SArduszanaanina
19959 (Direct effect) Wiy 0.682 wariAdudszansovanasi (Total effect) Wi 0.949

AMNNTIAUINT (Service Quality)

nsneuAUBIBgUILAA

(Responsiveness)

Direct Effect = 0.682*

msWienud@esiufuguilan | [ >
(Assurance) Indirect Effect Y a X
ANuAilage
= * P
T = 0.267 analinnga (Purchase
mnud@etelinda | feeeeeee R I >
T UATIAUAT Intention)
(Reliability) (Brand Trust)
H1: 0.802* rand frus H2: 0.748%
nsienlaldduslag

(Empathy)

R?adj. = 0.643, 64.3%

P R?adj. = 0.559, 55.9%
AuLEIUsTI

(Tangibility)

v o w a 19

* JSEAUNYEIAUNINEDRANSEAU

o

2NN 2 NANITNAFDUAMIBLUTAUNAIAIUNTOUBLIANNITIVY

NATNA 6 HanIaFeUaNIRgIUNA asulidimansfinulumiideaseliiimseeusy

o a

auuAgIunne nedldeddgmneatanseau 0.001
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A15197 6 Nﬂﬂ’]iVI@ﬁ@Uﬁ&JﬂJaﬁ’]u

- s g NANINATDY
AuNAFIU Adudseans  p-value -
AUNAFIU

H1: A mnsiiuInIsveantdnaue (Service
quality) demasanrulindlalunsidud (Brand 0.802 <0.001* gOUTUANRAFIU
trust)
H2: aal3slaluns1@udn (Brand trust) dawasie A

Yo & o 0.748 <0.001* gouTuALAgIY
AUG3LT (Purchase intention)
H3: aanmnisiiusnisvesnidnauue (Service
quality) danasiaadudslage (Purchase intention)  DE = 0.682  0.000* gouTUANRFIU
Tnafiaulindalunsidudn Brand trust) 1Wudn IE = 0.267 0.000%
wUsAUNANY

DE = Direct effect (8v5Wan19ns9) IE = Indirect effect (Bnswanisdou) *NszautiodAgyneads 0.001

aAUs1gNaNISIAY

1. gaunmlunsivsmvesminnunendaiasileiidmaisuindennulinddalussdudla
egnnsuifanmuninnsuinisiungAnssuveaniinaue Wy MsnovausifenmfeInIves
anéegsiunaT MsnoumaurEonTiauenanSusiinssmignAdesnisenasainE i
miﬁmmﬁﬁmﬁuwﬁ'Uaﬁuqmamﬂismémﬁmﬁl@ﬁ fanutnalunisadanisidauaunsalang q
Tduuziddnifnfundafusiliiduoiied aunsassuiisudefdedevomaniarisusiie 9
I¢ioesiiondn audnvasmairaslignélindaluamaudindnausetiiauonndeiu el
HANTANYIAAARDINUUITBUDY Esmaeilpour et al. (2017) waz Wijaya et al. (2020) fidumuin
nsmevauesofuilanetimnFarmsaiseudestiutuguilaadutadsiliananalingda
vosfjuslanadadud U313 uaznsndudld uenani anundetielindavesmiinaumeiiduilaa
Suslsinuvinuennsvie yadnnmvesinauie 3nsdeans anuaidauazyjuilunisliuinng
Aidudntadudrdnivilignanlinadalunsdudnls osmngniazlsiiiadeadeludedindiny
veiiaue danudelaludeyandnsusiwazasaumindnnuneiiaus wazmnndnnuwe
annsanansauiueniula woilald wazidlaensuniniwidnvesgndn axdailsigndiinaina
Vndlalussaudnléinniu Insewizegsdsdmivgnénitlddamuntanielidaualaied
gunsafledt Weldsunisuimsnnniinaumeiidlannuidngseinlumadondenantsilof uae
Prewupthasiinsenuanudesnisesaieme anesdnduautasdudeu azdeelianmslingds
¥undu Femansinunilaenndesfunuddeves Esmaeilpour et al. (2017) AifnwUSUNNTNIIY
lruinslusunas wuin gnAnsimunanalindsluasdudisuimsainnssuitemnanindedo
vosntinauuaznslasuanuelaldnnninau Tudweanudugusssulunisbivinisvendnau
Vendnfumilef efumeliin Adwsaruarmniiamsousaiiutasfudeddnigluin wu ns
WENNNBYDINTNIUYIY N1TTRTsUIAUBNARNS Y (Product display) Aaegnnaniuadmsulu
naaadldau anmefeularusseINIAanelul WY sEAuAuaIveuas b deunaamse
\Feasuniu ndulazgamaiingluiu udamsesnuuunnuasiiu wu westines Winadideinteu
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e NsWasASsRLUIN ST Aentedud (Hudu Adidususssuilflunssuaunisliuing
anunsateifinsziualindavesfuslaafifvonsaud esnifudsidudests enavinliidn
Igsuarnuideiulunianienm aenadosiuauideves Esmaeilpour et al. (2017)

2. elindlalussauddsdvnadsundennudslatendndasilof Tnseulinda
Antudlefuslnadalalvinsauddninteliausdavulmldudueunisluresiuilnaldsuns
iy fuslnrazBuiuazidulafienndniasivensdudi Tnefmiudesiu awidnda Sanumis
Tunsrdudniu iesnudnsusilofiduauiiiiimuieniugs dnflsmgs iWuauiitldldtousss
wazuedsuslnafesenderinurlunisfoudifelfauauddnan anulindalussdudiled
Fadududdylunisindulats wWeduilaafarulindalussdud s oraviliannarlunis
Fumdeyaneazdenuandoe fanuewdsdunsauidindridlodoimstonintusiles Hesy
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Abstract

Objectives - This study aims to (1) examine leadership styles that affect government agencies'
development into learning organizations and (2) determine leadership guidelines that influence
government agencies' transformation into learning organizations, focusing on six dimensions of
leadership components: directive leadership, supportive leadership, participative leadership,
achievement-oriented leadership, inspirational motivation, and intellectual stimulation.
Design/Methodology/Approach - Using survey research methodology, the sample consisted of
400 military civil servants from the Ministry of Defense across 5 main agencies, selected through
quota sampling from each agency. Data were collected using questionnaires that passed
reliability testing (Cronbach's Alpha = 0.957) and analyzed through Multiple Regression Analysis
using the Enter method.

Findings - The results showed that the model could significantly predict learning organization
development (F = 56.707, p < 0.001, R? = 0.464). Intellectual stimulation had the highest
positive influence on learning organization development (B = 0.309), followed by inspirational
motivation (B = 0.207), directive leadership (B = 0.153), and achievement-oriented leadership
(B = 0.145). Meanwhile, supportive leadership and participative leadership showed no significant
influence on government agencies' learning organization development.

Research Limitations - This study was limited to military civil servants under the Ministry of
Defense. Future studies may compare with other government agencies or state enterprises
with different work characteristics.

Managerial Implications - these research findings can be applied to develop leadership in
government agencies by emphasizing intellectual stimulation, inspirational motivation, clear
guidance provision, and challenging goal setting to enhance organizational effectiveness in
developing into learning organizations.

Originality / Value - This research contributes to expanding knowledge in public administration
across multiple dimensions by proposing a multiple regression model that demonstrates the
influence of four significant leadership components on learning organization development
within the context of Thai government agencies. Additionally, it establishes four main practical
leadership development guidelines that can be implemented concretely, finding that intellectual
stimulation and inspirational motivation have the highest influence on learning organization

development in the VUCA and BANI World era.

Keywords: Leadership, Learning Organization, Government Agencies, Intellectual Stimulation,

Inspirational Motivation, Directive Leadership, Achievement-Oriented Leadership
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fuateileufoinulfesiedivsyaninm fudu nnedinfidasdunnFoudazdeliyeainsanunso
fimuinwzuazausndndulunmsuinuldediamnzas Feondadomeant andiuinnizeny
Jughfutadedfglunsiuiedoumhenunasgliidussdnuinisteus

fhemni mirsnunaigiududedimiuddytunnramudufiveayaains i
dieliyaansansaiauosdnslidussdnswisniadouslfesuiivssavsnm uenainil ameau
HuiihSstaeliypannsannsaiamvinusuazanuifsuiulunsujifnuldegramnzean daas
dwaliniisunasgaunsaussansnaldedrsfivsz@nsam aglsinuiadiinanizwinden
wasuudatly winmzenuidudihdemaidussduisnsGouiidiamnsadundeunihonunads
solule

T UILEIAYBINTTIVY

dl' = < Y o -Ql'd [ =3 3 1 a 1% 1 [
1. wefnwinneanuduginiinadenisidussdnsuiinisseuiveminguniasy
2. LﬁaﬁmumLm’;mqéf’mmwmmLi‘]uﬁﬁﬂﬁﬁmam’amilﬂumﬁﬂiLmeiSﬂuiﬂJawﬂwmu

Y
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HUNAFIUNTIAY

a

1. amzanuduiinddvsnasenisilussinsuiinisiteudvemiisnuniaiy

NSBULUIANIUNISIVY

nsifeafeiliunsidedeiunn §ideldinsmusuanginsidenateriuenly
InguvadusiulsBase (Independent variables) Usenausiag saudsnizaudugii (Leadership)
Tngldmmedaanesiesduszneunnzanuduginangidevinudu 4 aguil 6 fu vnanudusiusiy
AauUsm1u (Dependent variables) fio fiaudsnisiluesdnsunanisiseus (Learning organization)
Tneldmsnsdanneiesduszneussinsuiamsidouianngidovinudu aquil 8 s shlvinseuiafio
Tunsiteasiifanuduiusvesiuusiinarsnismanunni 1 fai

Aadsddse (X) Aadsny (Y)

[ ] = v
aeAnIukINSTEus
azaadudi ®  msUsulUaBUBIAng (Organization
® LyUUAINT3 (Directive Leadership) Transformation)

WU UAYL (Supportive Leadership) o msiiinAmNadNIanumAlulad
(Adding Technological Power)
H1 °

[ ]
® Luuilansau (Participative Leadership)
e LuuiuAudsa (Achievement-  [————»

nainuvan1s3eu3 (Learning Dynamic)

Oriented Leadership) o msiimunumliiuyaains
o msaseussiunala (nspirational (Empowering and Enabling People)
motivation) e MIAMIATES (Knowledge Management)
o  msnszdunsiilaanintellectual e nsilguluunAuAn (Mental Model)
stimulation) o nsindevimiswiuluesring (Shared Vision)
o nBeudTmiuiuiiu (Team Learning)

AN 1 NSDULUIAAIUNISINY

AIINUNIUITIUNIIA

1. wuaRauazngefnefiunzalugii
Yo & Na a A v v v & v Y ¢
ﬂ’]’wwﬂL‘UUﬂiz‘U’JUﬂﬁ‘U@flﬂﬁm@V]SW@LWL!EJN’e)‘lﬂﬂﬁL“U’]I‘\]LLazmuWE]\ﬂ,uﬂ’]iUﬁa’J@ﬂﬂizﬁﬂﬂ
ity Insanzlugaidaiidaududouas mafnwadsdldidenldnseuumanniizdin 6 fu
A a
Avmgufiang 9 Wdedu Wednwiluuiunvesmiiesuniaiging (Wongyanon et al, 2015)
B3AUTENBU 6 AuRInaMUsENeUMEY ameiiihuuudins Fejihldsnaludmumiansiglatedudym
nivdmaanitededniau AMvuanguazdededu warlviauugdinisufuRau wangdwsulla
Gadudgyundianuaiunsates (Pimpa & Moore, 2012) aggiwuvativayu N iadedld
Jsrutanaioanuluding Taudiowmde dnmdeiuisanuazainlunisyineu dewalinis
ufiussenmeaniduiuesezasisanulingdaszninadu (Yavirach, 2009) nmzituwuuiidiusu
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rduasunisiduslunsdedulannaundnynaulussang Walonalivseuasvammuugii

i
lnanilafisnnufaiiuvesngunoudndula (Phuvakeereevivat et al., 2025) a1zHuMUULTY
anudnse Afusjathmneuazgsladldtsdudyriieliilaluanuduie weremuiuussals
tusgreiiios dnasumudude waztaninulindaluanuaninsaveslavedudaw (Pimpa &
Moore, 2012) nmsaf1aussfunala igihadausaiunala anusiula wazussgdlalunmsiey
S uanidovimifidaau asmmeuandid uazdorumisetnsdaau Tasnsinwiagn wui
n1sasiaussduaaladanudrdygeanlun1swautesAnsuranisieus (Nampulsuksan &
Wonglorsaichon, 2020) kaznisnsedunslitagyn Agligsamenildanuanaiassduagam
Judassneanudn aduayunisfduslunssuiunisdndula nssdulmfauinnssy uazszyis
uAtgymlul 9 %ﬂﬂﬂﬁﬂizﬁuw’]qﬁf;gfg']Lﬂuﬁaﬁ’aé’ﬁﬁﬁgﬁqﬂumsﬁqLa%umiu,u'aﬂummiuazuffmmw
Tunheausguia (Limsila & Ogunlana, 2008)

nsBULANAMIZEh 6 Fufnan Usznausie aziiuuudens wouaduayu wuud
@32 wuuiuaud s nsasusatumala waznisnszAunslatygyn nsdenldnseunuin
6 Fuilfivaauszeuddymdmnismansysens WesneseunguissUuuuiiiuuuiadud
mnzaniulassaimnhenunedg wazgUuuugihadslmifidunsuiuduasuinngs daaenndos
funsfnwangafiiiuanudidyuesnisnszdunstigguaznisairausaduaialalunisiamn
BIANTUUINTTEUS (Benjawatanapon et al., 2023) UBNINY NFULIIRARINAIT LN ELY
Uiunvesmhsnumasgivediilasaisnstduiyvidaeu ufluvazderiudesmsnisiui
uarn1sdeudifiesesiunsdsuuamesdrunazmealulad nseuwnAniasfieudsnsdfaminis
YosIAnNIzHNIINNsuduissnudnuazwazngAnssy ldnisiiansandadeaniunsaluag
Uum aufensidunisidsuulaaznisiiouslugataqiiu deaenndesfuuunliunsinuinnie
Friluemssud 21 Aifurmdudou anudamey weyauanunsalunsuiuivesiihlunniiosing
FUAMLTIIMELar ALl Lu UL AL Ty (Zhong, 2024) NM553UNOEHHN 9 Weiudaael
AneidlafiaseunquuarandaietunginssudihiiiussavualunsadnesdnsurisnisGous
Tuvsunvemiisnuniasinelugatdagdu (Yavirach, 2009)

2. wunAnuazvgufifeafunisdussdnsuwianisiGous

MnumIsIUNssITiAEIdesiuuIALazn uRnTUsIdnsWiI SIS ouSiandliiiiiu
1 wfedandmldsunsiauuassssvsuneswaLosiusilaanisseil 20 Henouauas
somsAsuulamesanmuindeunssianardsauiifinanududoutu Garvin (2000) Iéndnd
Uagduauluasinmsdwnbideslanssvtindaudain nagns andgdin anug wasnalulagvesiuiu
siansnsnvihlosdmsUszaunnudisaluiudrmls vimnansanmuandeniiszneusiomsniusm
Aans nsganthnamelulad nsBsunlamisdsauunelng wagnsudsduiifisgedu Senge
(2006) FafordudaursuuiAnssAnsuisnsiFeus Idauenguiite 5 Usenns Usznoudie A
Juyarasaus wuudiaemnnnudn nsiideriemisiuiu nsseuiiluiiy wasnisAnegradussuy
ypuzil Marquardt (2021) Ifiausunannisainsesdnsuiansiseudausuuuudiiassesesdnsi
finsidenlosvesszuusing q Usznoudie 5 esdusznauvan fe wanwiansious msusudeu
09Ans nslidrunanazaismuannsaliiuyaains nsdanisannud wag msifiuanuansnsaly
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nsldmalulad nsfnwiananves Theeraroungchaisri and Khlaisang (2019) €allauauuifin "Digital
Learning Organization’ fitfun1susuldimaluladfdviaifioinuszaniawnisifouivesesdns
@71 Nguyen et al. (2023) lald@usluifn "Adaptive Learning Organization' fdiumuanunsely
nsUfuieguTInErenIsudsuuas wag Vutivoradit et al. (2019) wud nhonunaigiinang
dmeamnglunisiaunduesdnsuiinstoud W lasadenisuimsiidud oty ngsadeud
1nsansn LAy IamLsTIIMIMENABINNIEDS FsdamarionuanansalunsTisuuinnssunazaing
SausssunsBeuindsdulussinsniaigine

[%

dnsunsfnwiadell §AfeldidenldnseuumAnesdnsuiininfeudits 8 drubunsey
nguflun1sfiny lnausznaumenguiuwifnues Peter M. Senge (2006) 37uu 3 oy eiln
nsiiguuuumsaufin msidemismidussdng uaznsFeudsiuiuduiiy Sadusingudy
Y09N15: 0 UBIANIWNINITFTEUS Uagnguiauuuifnved Marquardt (2021) 39uau 5 6w baui 113
Usudnuesdng nsifinanuanssasumelulad wadauiansFous msifivunumliyaains
WA¥N1TIANITAINS ?zi"ﬂﬂsamamﬁaﬁﬁﬁmiumiﬁ’mmmﬁﬂsﬁmaﬁau%‘lumﬁ%ﬁa wigNalunsidentyd
nsouLwIAa 8 Fuiiiesainaseunquitaiinisisuissdiuynnauarsriusadng dsaenndasiu
Snvuzaulunhsnuniadgiifesmsiamatauyamnskasn1sUsuUTasEULL TINesRUsENeU
sumaluladuazmsdansanuiifianuddggdugaiiva wnzaiuiiunveamienuneigineg
fifipsnsnisuuasunasnsFeusitesessuanurimevesnisuinisssavuluanissui 21
uazaenndesfunsAnuaaniitumnudAnvesnisildusnmesyaains msdansnng uazns
Tdmelulaglunsiauwesinsuienisiseuilugatagiu

3. uAseiliendas

&

W uluUeg19vBIEUIINg

o

MUATI amTiug (2556) Anwies Anuduiudseminenizd
funsiduesdnsurisnisisoudvesquiasnsalimineds wuinneiih Mdunuvewesuims
YoenaINIalunIvends agluszivunn dunisluesdinsuiinisiseuivesgmansalumine dy
ogluszduuunans uazanuduiussEiazihdunuuetawesiusmstunsdussdnsums
nsBouivesginasnsalivminerds fanuduiusiulusedugs egredifoddymisadanissiu 0.01
sl enaionnanguasnsaiumivendeiimufsulasadmsuimaasUsudsussuunsuims
Jan1sneluavninendy LLazﬁm']mg'aﬁuﬁ%Lﬂumwﬁm’lé’a%y’uﬁﬁzé’uiaﬂﬁﬁizwmiu%mﬁmmi
finszdu Adesd wazsInd

s3I Tenuan (2563) AnwiFos armiduiusssminnmeiihmaasuuasasUssavsnm
funuiunisiussinsuiinisiieudvesdtinnuudansensaemsads nui dunsasusadunialy
Tunmsmeglusziudoutnags WeRiansanedenuin yaarnsannsauansliifiuitanalinaa
Fetuuariutnglfiousdgmavassading 4 Idlidwedegeiian feiidesnyaainsludniney
Udansznansadadiuin anaaunmsaitigmiiuan fiilduansdiifuiianulindadetunay

ﬂums[,mﬂmﬂimmulmamqmuiﬁl mmmmmmawummmmq 7 Tatnonsnseeuliyaainsd
AMUANIARN ULAZ U : maﬂmwahaamﬂusﬂﬁﬁiu
ugua In9180 uavAmy (2560) Anwiaas Tt AUk Pal STTaU R ToTe Ve N falabt= M- Pl

LL“VTI\Tﬂ’]'iLiEJU'E WU ‘U‘I/lU’WlGUENE‘\JIU'WL‘U‘L!E]Qﬂﬂ'i%ﬂEJ“Uﬂ’]ﬂQﬂUﬂ’liﬂNwU’]@\‘iﬂﬂ’]igﬁNﬂﬂ'ﬁLLVi\‘iﬂ’]'iL’iEJug
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' '
Y o ada 1 CX

TnglanzuiniiaugsiuagaunsasansunumlaegeiiusednsnmuasUssansua lnuazsodl
nsnmuaiderind Wusia wasidmnglidaau adeatley Ygniedausssuuiansiseussiun
wWunisviuiuuiidusiuvserduiiu Inssuilianufaiu dadsy waz suneauazainlunis
U TR warAuAINTIRlUNTYINUYRIUARINT Lﬁuﬁ”’ﬂaau AARGLI LLazﬁL§SQLquﬂaWﬂi 113

nszAuliypaInsinAMuAnai1assAluNsUSURNY

= = = o/
52 08U luN1539Y
= a o gj dy [~ a o a o dy al'q [ & ] [

n13AnyITeluaTatilduns398T9d1593 (Survey research) U3y Ao NUIBUNIATY
TuduBIU15UN1TNINT FANANTENTINAML 31U 400,947 AU (F1TNIUAMENTIUAISVUITIVNNS
Walseu (n.w.), 2565) Usznaunie 5 e undn As 1) dilnvaansensanailug 2) nasdywinis
nosinlng (Un.ynmsasan) 3) nesvinun 4) naswinise 5) nawinenia nausieg1eWly Ussnaume
IFIVAISNIITANN 5 NUILIUABNVBINTENTMNAUY A @UnUaANITENIINaILUL 911U 80 AU
NeIlEyIN1SNOWWlNg 91U 80 AL NBIVINUN 91U 80 W1 NBIINISE 80 AU WAYNBIVINDINA
F1U7U 80 AU TINTIMUMTUIIUIY 400 AU MYUATUIANGUAIDENS Imﬂiﬁi’fgmmsﬁwmmmmmm
VBINFUAIDE U UUNTIVIIUIUUTEYINTVBY Taro Yamane (Yamane, 1973) fiseduanugagly
Soeay 95 WngmuuaALAaIRRaBUTdUNsaeaUSUNAT UL SEAU 0.05 1ATalaN a1 nsunIsIvg
Ao wuvaaunny (Questionnaire) wudanidy 3 d1u Ae @i 1 wuuasununednuladudiuymna
U5eNousie WA 18 @01UNIN SEAUNISANY 9189 wagselasionan dull 2 wuudauniy
Lﬁmﬁ’umazmwmﬂuﬁﬁw lngrnualvineunuuasunuUsziiunzvewdsrudnyuseaudy
YDIWUBY Faede nthauiseuimmimsdmsuaziivguansuf iiuvesneuiuuaeuny
Temse wazdiun 3 quaaummLﬁmﬁ’umiﬂumﬁmLmqmsﬁauif Usenaunie 8 a9aUsenau tawn
nsUTulAeuesAng mMsiiuatasnsamumalulag nsiinainwiansiteus nsinunumbiiu
YAaINT N5IAN5ANNS MITFULUUNIeAUAn MsindevirusunuluasAns wagn1sEusTINiY
RUNEY wsudeyalaglvinsenteyariu Google Form seminaAauuNIIAL W.A.2567 DAY IEY

va v & P P a x% aa o & A Ao
WA 2567 HIAEUTIUTINTRamenueskarliaTeideyalagldlsunsuadfdnaguiiion153ide
NedIANAIEnS (Statistical Package for Social Sciences : SPSS) IUﬂWiSJLﬂi’lzﬁﬁtTaiﬂa Ao 91U
Aud (Frequency) A15aeay (Percentage) Atade (Mean) ArdduldesuuuInggIu (Standard
Deviation) NN53LASIEAEUUTEANSandunusvaaiesdu (Pearson’s Product Moment Correlation
Coefficient) wagn153tATIwRNITIANBENYIAM (Multiple Regression Analysis : MRA) g5 Enter
° a ) o Y | o Aa o ° v a

HaRINNIsUUUaRUNNTUA luudlunaaedld (Try out) Aunguitiianwanisviaulndides
AUNAUUIEIINTNABINITANBIIIA AT 30 AU LilaNAdEUANUTRTD (Reliability) Iagly
duUs3An5 Cronbach's Alpha 7tnaeinnsg1u 0.7 ul (A3Te wawide, 2556) wuin wn3esiied
ANuweiiulusEAugwN Imsmazmwmﬁu@’ﬁwﬁq 6 MUIANPINULTDIUTZNINE 0.953-0.960 9IANST

' P v & Py a0 PR | o o A A

WiIN19138U3e 8 AuilA1AueiuTEning 0.951-0.953 uaguuuasunuvisatuilAiauety

[

Wity 0.957 Fegeninnaudininsgiuiivunegedideddny wandliiuinesediefinnuiniede

o

wazanunsathlUldlunsiiusiusudeyaldegadiussavanm
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NaN15I8

nstauenanisiteluadsduisoonidu 2 dawundn Welhdulumuinguszasdnsided
fualy IneBuanmainneidnuarUssnnsmanivengaiiogns smufomsiingiauduiug
sgwisfuUsudniidnu fail

Fouil 1 SnuazUszyInImanivaInguiiatig

H3elninseideyaladeduynrave R uLUUABUNNY UTENBUAIE LNA 818 AATUATN
seAUNsAnw 01997u wagseldveiiou Tnsldadfdemssaun 18un Araud (Frequency) waz
A¥oag (Percentage) Lilauansdnuaiginluvasnguiogns fuandlunsisi 1

M13197 1 KARIANNDKALS DHALVBIANTUANAIUYARAYBING UFI0E 1T IVNTVRINUIENIUNIATY
(n=400)

#01UNNWEUYAAR 31UIUA2E19 (AY) Anluiauas
LN
I8 300 75.00
Y4 100 25.00
334 400 100.00
218
200-301 45 11.25
31U-409 100 25.00
417U-501 133 33.25
51U-601 122 30.50
334 400 100.00
A0TUNN
1an 113 28.25
U 261 65.25
Y1319 26 6.50
wuniuegy 0 0.00
33U 400 100.00
SLAUNISANY
mNIURes 116 29.00
YTy w3 visoLieuLnn 189 47.25
USeyayln viseLiiguin 88 22.00
U3y en 7 1.75
34 400 100.00
918911
1oani1 5 U 36 9.00
5-100 63 15.75
11-15% 54 13.50
110N 15 U 247 61.75
334 400 100.0
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M13197 1 KARIANND AL T DAL VBIANTUAINAIUYARAVBING UG08 1WTITIVNTVRINUIENIUNIASY
(n=400) (si®)

#01UNNEIUYAAR UUAE19 (AL) Anludosas
selaroifou

#n31 10,000 U 2 0.50

10,001 - 20,000 un 95 23.75

20,001 - 30,000 v 76 19.00

30,001 - 40,000 um 77 19.25

40,001 - 50,000 um 61 15.25

faust 50,001 v Bl 89 22.25

334 400 100.00

NN 1 HansieTgidnualsEnnsmanivesnguiieg winwmahsnunass
973U 400 AW WU Jrouwuuasuaudiulngilumnane (Sevay 75.00) Hogszwing 41-50 U
($ovaz 33.25) danunwausa (Fosaz 65.25) aunsAnwszauligenivssiisuii (Sevay 47.25)
fiongn1svineunnndt 15 U (Fewar 61.75) wazdisielavaifousyluyis 10,001-20,000 um
(Yoway 23.75) Anwarsdananasvioufanguinsumsiiiuszaumsalinmavhanugauasegluievhouid
weflesnm damngaudmiumsinuniosnnedihuazmadussdnsuisnafoudlumenunass

M157991 2 HANITIATIEVNTTRRENYAMLUUUNA (Enter Multiple Regression Analysis) lagldsia

Y o dd

LLU?WﬂW’Ji'J@JﬂUW?ﬂﬂiﬂJﬂW'J ﬂ’ﬂllL‘LI‘LJNU’WmE]‘Vlﬁ‘WﬁGlE]ﬂ'l'iL‘LJuE]\TﬂﬂiLL‘MQﬂ’liLiﬂui YDINUIBIU

e

A3y
ASLLUU
fauds ATLUUAY UINTFU t Sig. VIF
B S.E B

(Constant) 1.124 175 6.433 .000*
nsvAunsttlayay 300 .065 309 4.592 000% 33229
WUUEINIS 118 034 153 3.511 .000* 1.3845
nsasaisetunala 194 .070 207 2.747 .006* 4.1718
LLUULﬂ‘uﬂ’J’mﬁ’]Léf\] 146 .066 .145 2.215 .027* 3.1385
wuvatuayu 048 067 049 719 472 3.4350
WUUTEIUT -074 .065 -078 -1.146 253 3.4229

R = 0.681, R? = 0.464, Adjusted R” = 0.456, S.E. = 0.452, F =56.707, p value = 0.000

v o w

* ffudndynsadfisedu .05
mﬂmiww 3 Nami’aLﬂiﬁ”‘wmiaﬂﬂ’eJEJW‘MﬂmLLUU‘Uﬂm (Enter Multiple Regression Ana yS|s)

LWEJV]'TLJ’]‘EJﬂ'TJ ﬂ’ﬂllL‘U‘UNU?W&I@VIﬁWﬁG\@ﬂ']’iLﬂuaﬂﬂﬂﬂmﬂﬂ’]’iL’iEJ‘IA’iSUEJ\‘WU'JEJ\‘ﬂuﬂWﬂ‘Jﬁ NUN LZLIEJ
uWMULLﬂiﬂWQuQUWNLUUQuWVIQ 6 FuUs oA LL‘U'Uﬁflﬂ"li LLwauuaw wuuldusIn wuutuanudse
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n1saswsatuniale uazn1snsedunsidlaa Wigaunisanneensouiu wudl lnaaiuise
vinemsdussdnsuisnsiBeuivesmhsnunasglaeddidddymeadinfiszdiu 0.05 (F = 56.707,
p < 0.001) HANTIATIEkARdlILI Faudsnazanududini 6 duUsaansnosuisainy
wUsusiuvaanmailussdnsuninisiseuilasesas 46.4 (R2 = 0.464, Adjusted R? = 0.456) Fedton
usrnanmsvihunelussiuiiunansiisgs dauimdedniosas 53.6 1inandnsnavesiuysdu 4
flailssmegluluina TnsfiAinunainndeusnnsgiureanisweinsaliviiiu 0.452

Sefinnsandudsnnzarundugihudazia wuin ffuus 4 ifieviwaseraiidd iy
maadAdensiiuesdnswisnisdeud lnesdduannunluosmuendudsavsannoennsgu (B)
sail Usznsusn nsnszaunslddayan (B = 0.309, t = 4.592, p < 0.001) FdnENaAgaEn wandliiiiu
1 fifiannsansgduliglivsiudynlimuAnadiassduasnsiniinsey Tdnddyiialu
msdaaiulimitsnudussdnsuianiafoud Usensiiaes msafrausaduanale (B = 0.207,
t = 2.747, p = 0.006) sazviouliiiuin frhamnsaaiisusegslanazausjaiiliiuyaainsd
andAgfon TiannesAnsgnTFoud Usensiany nefiuuudanis (B = 0.153, t = 3511, p
< 0.001) wanslifiudn Tuuunvemisnuniesy nsliduugiuasn1sduinfidaaudans
AudARoNTALATINITSELS Usen1sanTing ATeiulwuuiuAudns (B = 0.145, t = 2.215,
p = 0.027) Faus?in mssadwanefivmenazmsdatiunadnSaiduelunsiauosdngurs
nsseus

og1slsAnu namenzinandiiiuiadedunuiiinauls Ao Siuusnzdih 2 duds

aifidudAgneada loun azguisuuaiuayu (B = 0.049, t = 0.719, p = 0.472) wag A1LHU

wuuildausau (B = -0.078, t = -1.146, p = 0.253) lagianigegedanizyiuuuidiusiunien

s
=

duusvand
msfinzdiwuuiidusniinaduavrenisiluesdnsuiinisieuionadunauianuaiededed

Y

1<

Juav Feoradudevsdfidfaierfudnvasanzyosnsiaulunienuninds
d1iny luudumesihenuniads Tasamensensnalny Ssfllassadanstadutymiduddy
Fuetraedsnsn nslinnauiidusalunmsdadulaennnelfifaauaduazaralddamdluns
fufiuey uonani Tuanunsaifidoansarumaduazauuugilunsufinu msUinemede
innifuleadaudafuamnudniulunisnevausesunindwoaniunsaising 9 Jausssuesdnsd
whuinsuFiRaumdauazssidovenvilinsiiduiulussiugaindudmwaidosoUsyansaimns
yhouuaznssuvesesdns dmiuamedihuuvatvayuilbifveddameaia oradumszly
mhenunasy msatiuayunngihiedudsinamisnnflunsufianu inninaduteden
adwmmuuansslunisdaaiunsidou vonand eradiarwedeutuduusty q wu nsadiauss
umala Feoreramiendnuumsaduayudilusmeud
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Tolauauuz MU UImMs - dwsulUsznaumsanns Plant-Based msthuwaAnamudsdusi 3 du
Tnslaneuduindousnussgndld wiewiadueuindedevesuususiiuanalusdalunis
doanstoyn unzadsusraumsnififungnd Seimuadasdiiaiuainsnulindauasnseduli
AiIANISUBNABLUTUALLIINTNS

Auvanus/paiA - nuATeiifiduteueesdenuimmiemaiionnudstu Inelindngn
\Beszdndanuiunitliling fumn wazuasidenlsesdusznouvesrudsdusumnalindalunusud
(Brand Trust) wazmsidugineunsiusus Brand Evangelism) Fauilugensidlalviieiunginssy
AuslnalugnaIvnIsuemIsIINIY

ANFNARY: HAANSANATUYRIANUEIETUY ANUSEUNNAATYEND AUGEUNEIINdEY AUEEY
ey ANULWeliovewuTus Ussaunisalvetiusus nsidudineunsuusus
PAAIMNTTUBIMNTIINNY ATIFUAT

Abstract

Purpose - This study aims to examine the influence of the three pillars of sustainability-economic
sustainability, environmental sustainability, and social sustainability-along with brand credibility
and brand experience on brand trust and brand evangelism. The case focuses on consumers
of the plant-based food brand “Ohkajhu” in the Bangkok Metropolitan Region.
Design/Methodology/Approach - A quantitative research methodology was employed.
Data were collected from 400 respondents using purposive sampling through an online
questionnaire (Google Forms). Multiple regression analysis was used to test the hypotheses,
with a significance level set at 0.05.

Findings - Most respondents were female, aged 21-30, university students, with a monthly
income of less than or equal to 15,000 THB. The results revealed that the most influential
factor affecting brand trust was brand credibility (B = .452), followed by environmental
sustainability (B = .241), economic sustainability (B = .158), brand experience (B = .132), and
lastly, social sustainability (B = .106). Additionally, brand trust had a statistically significant
influence on brand evangelism (B = .861).

Research limitations - This study is limited to consumers of plant-based foods, future research
should compare findings with other product categories, especially high-involvement products.
Managerial implications - For plant-based food entrepreneurs, it is recommended to integrate
the three dimensions of sustainability-particularly environmental aspects-into their business
strategies. Enhancing brand credibility through transparent communication and creating positive
customer experiences can significantly build brand trust and encourage brand evangelism.
Originality/value - This study contributes to the body of knowledge in sustainability marketing by
providing empirical evidence from a non-Western context. It also integrates sustainability
dimensions with brand trust and brand evangelism, offering new insights into consumer behavior

in the plant-based food sector.
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aunAguil 4 Yadudiuanuudefiovesusudidsmadoniuilindelunusud nsddnw
HANS 910115 Plant-Based wusualongy Tulwmnsunnumiuns

aunAguil 5 Jedusulsraunsaivosnusudfidmasonnalindalunusud nsdfn
HanSU9181113 Plant-Based husualongy luwansunnumung

sunAguil 6 anallindelunusudiidssademadugineunsuusud nsdldnw nansinsi
9115 Plant-Based WUSUALONEY WANTUNNUMIUAT

NSOULUIAA LUNITIY

Triple Bottom Line: TBL

ANUSITUNIBATYHA

Anudstunianndoy Anulingdalunusus

AUEIPUNIAIAL v

< £ ' 3
ﬂ’]iLUUQLNEJLLWiLLUﬁU@

ANMUUNTDE DVDILUTUR

USLAUNTAIVDILUTUR

2NN 1 NTOULUIAAIUNITINY

N1INUNIUIFTIUNTIU

Enana1uuszns (Triple Bottom Line: TBL)
Elkington (1997) liausuwwmsavanaiuusznsnussnausie 3 davan tawn sugna
Awandeu dpy FeihuthndulwAnaiuayusarandunsnuiuInInsiuwgsiveg e sBulyi

a

N a ! KoV 1o A ! U A = a &
HUTLENTAN LLG]LLUW]NiJENl@JGUﬂLR]ULLﬁﬂ@JL‘WdeamaﬂﬂiLLﬁlﬁuﬂmmmmmSJu Lu@ﬂ‘ﬂqﬂLLujﬂﬂuag
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TudwiSudu Carter & Rogers (2008) 3sldvenauwannvas Elkington Iﬁmamqmﬁamﬁﬂisﬂauﬁy’a
3 ¢u wnBetu Tneldlviemamdnasznislnl el “anudidunsddsimanissuiunis
maasugha dwnden uasdanulusyiuiinedn” lnenisuaunanuianssumeda danden
wanesugiafiansnsataeliesinsiidausnilufanssusneundeiu Fdliifewsasmairodunnden
wavdspuiniy uRdsdsmaliinusslonimansugialuszeren uarassamldiuieumensudedu
AiUBIANTEg 9 laeneae

uwurAnuaznufifeafuanudiduniaasegha (Economic Sustainability)

AnudsBumaasugia Ae Auansavetesdnslunisairsilsszezeniuasifiunan
maaswgia lnglidmansenulunsausiodunndentazdeny Wu Msdansruuiazningins
ag1allusEAnTam nsasenuAinudddiuladiude (Carter & Rogers, 2008) Uagn15UTYNT
Famshaldgunu dausnisdaningAuluauianisdweunansusilisuduilag (Carter & Eston,
2011) Faaziiuldinnsfiesdnsadrennudsduiuasugio auglufunmseysnvdunndouuas
sy azanansnadmailslussezenuasdnwianuannsolunisutsdulunanaldfs ey
Fsmsfiednfnusienms Plant-Based asdulongg dnsasseudsBumansugia lnon1sdanis
fuyuegneiiuszaninm mslimgAuiifiannings warliviwennsegadudntiu aunsavhlingdud
fnsdulnegnedsiulufuasvgie venanideliAnysslovitessdnsluszoren wagannsn
ylguslnaRnaulindalunusudinnd ey

wurAnuaznuineafuauddiunisdawndes (Environmental Sustainability)

Anudsdumsdannden e nmsdanisuaznnslinineinsislogogradrdalridudn waz
fiusslemigean eantiinamesuasanuanssnuiivniatusiodanndan (Roy et al, 2020) lngaseing
msimssiiunmsmneanuiuiaveudedunadeutayssuuing Wenwminensmisssuminas
vandssransenuiBsausieduindon (Ali et al, 2020) wWu annsUassuaiiv n1slinineinsesis
AUAT N5AAUSHNMYEY kagN1THANKERAIMIIEYY (Ben Ruben et al., 2020) Femsadrapnuddiu
yadanadeutiy ueninazaunnaiunmdnuaiinlituesdinsldud fannsadieliesdnaiuln
sgatiunsuazadunalldiisulusseronlddnie uaznsiindndusiemns Plant-Based asiaudn
Bneg dnsafremudsdumedannden Tnefdmtislunsdaadunmseysnvdunndon uazan
nansEUdsausesTivRty annsauandiidiuldiesdnsfimusufieveudedaunadon dwonan
wnoliiAnUszlovidedunndeuuarlanudr Ssannsaduaiunmdnualfialiiuasdudwagsiili
fuslaminaulindalususudlafsay

wurAnuaznuineafuauddunsdenu (Social Sustainability)

mmdsdunsdsan fio nspvrumsaivanuinasyuruidiiu lnensdaaiuanumdueg
i msduaiuguamiia euagmnaue Anuasady wageusunmotazyana eaelula
meuenesdng BnvadimudinsatuayudeumedauuariadianieTausssy (Fatourehchi &
Zarghami, 2020) Wu N153ANUSURAYEUAREIAN NMSWIIIAMAINNITALAFUNN waznTativay
yuwy Ing Enyedi (2002) Weilasamsidsdumdsnuanunsaadiaanmnndounslidinfiauga
ssiefufianaundesdmediay naenautiulsuarenseduamnmdislnesay fansadig
ArwdsBunsdinutu ueninazdieduaiueruudunsdituasdnsluszereniud Sanunsoats
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wansenudsuniuidsanlaBnge daumsiindndasionns Plant-Based nanAudldng{iinisadns
AnudsBumsdsay Tnensdaaduguain aunn@in wazanuduegidvesiuilan wiinaw uas
YUty UBNaNTEAININAS NN MENulRlE R UATALAN Larad e RufunTnuas LT
$uda Saanunsovhliuilnafnnnulindanusudldnnndatudnge

uwurRnuaznqufifeafuannmiaEen (Alterative Food Movement: AFM)

9wnsmaiden (Alternative Food Movement) iunundnfiiinaineiudesnisadssuy
0137 “LHusssu Yaeady wazdedu” lasunmsndnuazuilanemsildladedanndon dau uas
aunmwesiuslan Wy 013Nl (Plant-Based) 019N3BUN3E uazemsviosiy (Goodman et al,
2012) winAniiistufioneuldfuszuuemagaamngsy dajutiumandnuassilannifuly audse
nsENUReAnden aumMAsuat ke mdinvesau lngemsniadenaenadastundn
“arudadunvuanufin’ (Triple Bottom Line) laun Audaduiudandes LAT¥ENA wavden
S?faLﬁuLmeaﬁ’mmaéNau@ﬂmzazsm (Elkington, 1997) UonaNd oWNTadendarirannig
Tinsnensilasndu antlymomnaviedis (Food Waste) uaratfuayuaswsialuszduviosiu
TnslannzeuadetnenwasnsTedes (Marsden et al, 2000) wiousadnasuasosssulunisuilag
wazaiannlnddnseinauantuguilan lusmunisean asndufemnsmadeniiil “anulusda
Aruduiintey wagAdouduanudsdu” fldfuaulindannguilaaundu (Napoli et al,
2014) iy n31AUA“1neq” GeliiReumenansurioniivwiniy widutunmdnuaiveansiaud
Gosam uaziusfafiunuAvadinLazAuandon axvioufsunAnnisuilaregifdndiin uas
Pwaiunudiiusszoreniuiuilaneeaddu

LLmﬁmLLaz‘wqwﬁL?imﬁ'mmmﬂ%%aﬁa%amviué (Brand Credibility)

mnuUdede (Brand Credibility) Ae nsuansfenuidonlesssninsnsduduguilan
(nseniindn gmesses, 2561) G?faL’flu‘f]'«ﬁaﬁ'éhﬁ’aﬂuﬂWiﬁwslﬁmwﬁuﬁmszaummﬁwL%ﬁ] (Rather et al.,
2022) Tngasrdudiifisnanindedeayilignitannsauenduiuazuinsithiauslag nsdud
sina q Adlnruedendeiuly uenaini asdudfiliaudeied disvsnaduindonnuiniuay
ﬁﬂuﬂaﬁuaa;ﬁuﬁmﬁﬁﬁiamwauﬁw mnasauEEnsavmuisud iRl asdod nsaudiiu
finnuud@edio (Hag et al, 2022) uaztdunsusuenisnunmueandnsine dudunsadisanny
Vndalufnsdud wasdfinenusslalumstevesdfuslng (Vidyanata et al, 2022) Gsmmunindedio
voansAuAuinannsiuivesuilnafildsuussaumniluruaunisnisdadulatesusineunisdo
sewhansdeaufindsde (Dwivedi et al, 2018) BsnmAuddssfuanuindefioguinlvifuilaa
LAAN5T8T LLazmmﬁﬂumw’mmmﬁﬁu (Reinita Andriyani, & Arie Yudhistira, 2023) Feond
nandnauiinuaenndesiunsdudlengg asdudnaniaeiens Plant-Based fiazviounin
Undefiovesuusudluginuunsinwdanedensssdsunsinnaumausadmounuiianela
Tusamuazaunmvondniausilsfuslnasufesslovd awiliuilaeilduussaunisaliifiin
aruilindlalususudanndeiy

wunAnuaznuifeafuuszauntsaluasuusus (Brand Experience)

Usraun1salveauusust (Brand Experience) Ao nsnouaussmeluvesfuslaniliiniy
nnMsEUfFuiusiuasAud Jsanunsoudseanidu 4 57 THun Fudssamduda (Sensory) f1u
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915ual (Emotional) A1ung#Anssu (Behavioral) waz arudayayn (Intellectual) FeUszaunisaives
LUSURTRTARTUAINNS I AU LAY US AT WU NsTenaznisuslna (Brakus et al., 2009)
IngUszaunsalvoakusuaiauI1Innssuivesiuslaatunsuduiusiuasidualuynia
Fsazfiouisnmanavaussosfuilaelunszuiuniseg q lidaadumsdumdeya n1sdadulade
viomsuseiliunavdanislio (Lee & Kang, 2012; Kang et al., 2017) uenainil Yszaunsaives
wusuddsdiunumddglunsaiemnuduinsiazanudonloaiupsaumsuilugnisadiannn
1dla (Yu et al,, 2020) TngnsnduAlongy ladinsueuussaunsalvesiusunlu@eunniiiudusian
desnludasufuilaalilfumaenidfisausslonitannsodudodldvity widdlfanuddy
fulssaunsaififeadesiunsdudnde (Ong et al, 2018) fufu paAudTsidufomeuionmen
sunslfmnazyssaunsaifidwasdeanuidnvesiuilan denmiuiudsiGendt Yssaunsol
YOILUTUS (Cleff et al, 2014) Wail wuIAASesEaunsaiveUsusldSuauaulaogaunnly
AMFANMIUMIIaa ewnansaasieudmainssmesiilnafifdennaudldegistaeu
(Vargo & Lusch, 2004) ﬁﬂ?’mﬁﬂﬁmaﬂ’mgﬁﬁamiﬁﬂLﬁ%ﬂJﬂ’J’]ﬂJﬁ’J’]ﬂ%ﬂﬂﬁUﬁﬂﬂ

uwurAnuasnguineatuaaliandalunusud (Brand Trust)

arulinddalususud (Brand Trust) fie esrusznavddglunisadrsnnuduiusigaduly
J2HEeNTEMINNTAUA Az USINA 1ne Morgan and Hunt (1994) ladisuanulindainduaiy
Wesiulunuanansa (Competence) wazaudedng (Integrity) vosnsnaudlunmsufifniueisiu

[ =

Ay szmLﬁuﬁugfmé’ﬁiﬂuﬂ'13a%ﬁqm'mé‘i’uﬁuéﬁé’ﬁﬂu@ﬂqiﬁa wenanil mnulinslaluwusud
favsanailsiuueulunszuunsdaaulavesiuslan aisnnuideshlunanmweesduiuasing
naziaduai s LTS TnunnsEninaguslnAnayms Aulustezen (Moorman et al., 1993)

snvis anulinddalunusuddaitunumlumsdundeunginssuesfuslaadisive ssaudn
Chaudhuri and Holbrook (2001) #l¥ifiuinasaudildsuanulindannduilnaaeilonaldsy
ATfnd (Loyalty) figedu fuslnainBufflazatuayundndasiau q mnnsduduietuasson
Pelumeiigedu feasvioudsnmrvesnmaudluasnvosiuilag

fau mafinsAudlnggldaseeudetunaranuindetisliiugusion dunmdnual
fifumnudednduazanuannsalunisdseuiufnanngefinouaussienufeInITI8InAA
pgafiUszAniaim arulindadnanbifieausdisasrsnnuiulalundndaeividy widad
ngruddglunsairsanuduiusszozeniuiuilag dadullade ddyivieaunuudunss
wazmudsiuvem AU luanndoNynagsAafiinsudsiugdunaineimns Plant-Based

wurAauazngufifeafunsdugineunsuusus (Brand Evangelism)

s duisenusust (Brand Evangelism) Ao waAnssuvesfuslaniiuansnsatduayunsidud
shunsuusiuazeuninuAaivluduanietunnauiiilitugbu Swasioufarmnugmin
meesuaiuazaudesiiluns1@udn (Becerra & Badrinarayanan, 2013) wudnisisndwsiunann
#1731 “evangelism” Femunadenisieunsininiedeninuluduan (Meiners et al, 2010) uarly
U3unvasnismann silgnififiesiurenszuiunisadnenisiuduasniniulnves asnAudKung
wuzihanguilaaifianunagilalunnduduazdesnisusiulssaunisali@euinlifugdu
(Arkonsuo et al., 2014)
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madufimeunsuusudliifsusifotestunmsuusiasnduiliunigdy uwidufeadei
nsAeansfiTlaviswalunsaemmidesiuarnsiusiBaindensidudlunguiiuslnndy  (Kawasaki
1995) uana1nil Frounsuusufiasauaneanisanunseietosulunisatuayunsdudily
WaNNMAIeIULUY W nsuusinsdudiiviiuauseudne nsuansnuaniuluduindiutemng
#19 9 videusiudnnsananud Ry YeInTIAUAAUY (Becerra & Badrinarayanan, 2013) Wleguilan
frudeshlussdud mnwfunliufienaedufounsuusudiingsiesodu uadunumady
lunsasienissuiuaznisiiulavesnsdualusseze1n (Matzler et al., 2007)

Fathy msfinsaudisnzganunsnaisanunniusuiuilaafidanuaulalugunimuas
anudstuldegreiiuszansnn silduilannanadudinounsuusudiinssiosesulunsuuzihuas
dnatunsaudlinnine meaaedetievesinounsuusudivaitaduedodioddlunaaiuais
nssusuazmsiiulavesnsdumiussezeny

52 08U lUN1539Y

msfinyAfonsalifuguuunidedaUsinm (Quantitative Research) Tnglii3ns 3duidedse
(Survey Research Method) uagifiudayadeuuuasuaiy (Questionnaire) Tnafitumeuluniside
uariisdasndouite fil

1. Vsgmnslumsideasaiifeduslnalummnsanmumuasiiimssudifentundndosionms

+

Plant-Based nelauusualongy tneldaiunsassydnuiudsennsiaeg1adaau 39lduuinigves
Schmidt and Hunter (2015) NkUzUNINANSANVUIARIDE19LTIUAATDRANAIALUNITIA LALAIY
LUg119805 warlin1sUSEUIUIUIINANSENUN UL DD aUNEITU AIUUIINIAUAYUIAGAIDE T

+

wngali 400 au Tnednidonannauiuilnafiasdondniust Plant-Based vaauusudléngy
wazagorftluwangamnumuas Maiususmdeyanniunisluginsieusunay wea. 2567 lagld
wuvdounueeulatifiueunsiutomnslduaiiiie Wy Line, Facebook way Instagram 2489715
nszneluSaynralnduaseiotedu q Welvidnianguitwingliogunseunguuaziiusavsnm

ielinadnsnlafimnuindefeuaslulumudorimuamseda Taefimslinisdungusesig
LUULREA4 (Purposive Sampling) tielildngusegaifinuanifnsnuinguszasdidimneves
NI

TnefinsAansesneuLanLUUEDUANLHL Google Forms wienddwasdamy wsliudlain
nusetenswumne uasilslddeyansumuinasiugy (ideisdansmeusunuuaeunnaiui

2. \n3osiiofililunmsidunssilidunuuauniu (Questionnaire) TneidnymzAiniuuuy
UaneUauavanvarvasinulumnauwuuranedaiden

Tnsuuuaouniuuiseanidu 3 dru fall dawdl 1) Foyarialy warnginssunisuslnaommns
Plant-Based d@udl 2) SvdnafuanudsBumansugia (Usuussdadiaiuanain Rai et al, 2021)
SvisnaruaudBumsdaunday (USuugetar1auu1an Chege and Wang, 2020) 8ngwanu
Andadumadann (Usuusededaiuanann Zanin et al, 2020) dadesuauiii@eiiovesiusus
(USuugedarnnusnaIn Mansouri et al., 2024) Yadeaulszaunmsalvesiusun (UFuusadeni
11910 Bae and Kim, 2023) Analinsaluwusus (Usuugedaraiuunain Dam, 2020) uaznisilu
Apunsuusus (U3uusstoranenain Osmanova et al, 2023) wazauil 3) folauouuzdu |
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3. MINTIABUAMAMUBILATDTD
1) MsmsI9EBUAITBInss (Validity) §3deiausiuvaeuasliiuimssnandidnau
3 viu vhmansedeumugndes wasaudenndesaiemvasiuuasuny Tnedaiense
(I00) F9euuvdaUnMWIIAU 0.96 Fsanusariluiiutoyanguiiognsdiuam 30 gald

Y o av

2) MsnTRaeuATNet (Reliability) Hvinideldhuuugeunsiluvinmavegeu (Pretest)

Y

funguiegadiuu 30 au ileneaeuliutdnindfineunuvasuanuiiniudrlonssiu uazney
AMammuanufuaiende wdnhnmsieseimeidulszanssariives aseuuin (Cronbach's
Alpha Coefficient) vasranuluusiazdny nansvageu wuin ldaanudeiuuesiuuseng o il
anudafumaasugha (Cronbach alpha = .811) Anudsdunsdawindon (Cronbach alpha = .740)
AudBun1adeay (Cronbach alpha = .737) Annanindeiievasuusud (Cronbach alpha = .786)
Uszaun13aiveuusun (Cronbach alpha = .802) A1ulislaluwusus (Cronbach alpha = .794)
LLazmﬁLi‘JngmewiLmiuﬁ (Cronbach alpha = .828) Faduadilainnin 0.70 (Shrestha, 2021)
afteluvuasuanilunsidedsifamunidefowarannsnilUlilunafususudeyaan
NaueE19933la

nousidumslinnzonnesdaman §delinsmaeutonnandesiu (Assumption Test)
digliiulaideyadinumneaunasnaiinsgiianuindodio fil 1. arundudaszvesioya
AreunuuaeunwwiarTenoufissiafeuuu il Damedan Seieieyalirrududas 2 anudu
Fadu (Linearity) Aadsvasninunainadoulndies 0 wansdernuduiudiBadussninaduys
3. A UUTUTILAST (Homoscedasticity) ns1W Scatter Plot LARINITNTZANBUBIAIAAIALAG DY
g 9dasy LdsuuuuRaUng 4. MIRANLHUUUNRTBIAAaIAAGBY (Normality) nsI Histogram
wae P-P Plot wanpraadaulndifissnsuanuwassuuuni 5. ldfitymanduiug (Multicollinearity)
ilesa1nAYea VIF agsening 1.731 - 2.406 uaz Tolerance 11nn31 0.2 wansdilaifieuduniug
FrioustuisuUsdasey

NAN1539Y

uansAnwuariinTsidoyanugiuiluresnguiiosna S1uauiedu 400 au wudn fney
wuuaeuamalvadumands (Fevas 80.8) Aiflongeylurag 21-30 U (Fevaz 89.3) uayidadnw
Tusedusyanes Gewas 90.8) Tnsdwlngdaduifavionndnw (Gevas 84.8) uazdineldfiadese
WeusnIvsowiiu 15,000 U Gosas 64.8) Ineilinguszasntunsusinandnsdaugionns Plant-
Based Mnuusudleng§ ilequaguaimuazatuayunisuilaaiiduiinsred winden Tnegmney
wuvasunudnlngjzidedsausoulaviduld dvsnasienisidenvilaandnsasionms Plant-
Based

AAneIdelainseideya Inednseinisannssidanvaa (Multiple Linear Regression)
Tneldiuusdase 5 fuus Ao mnudsdumaasegia arudifunsdanadey mnudauneday
Amdefievesuusud Usaunisalvesuusud uarludimvesiiudsau Ae axilinadalunusus

mMadugmennswusud
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A15197 1 NMIVAd@aUNITHANLASlAIUNR (Normality Tests)
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fauus Mean SD Skewness Kurtosis
AU uALATgA 4.246 0.508 -.409 -232
Anudfumsdanndey 4.184 0.616 477 -631
AudEunnedeny 4.173 0.651 -353 -.950
autidedoveausus 4.283 0.535 -810 1.086
UTEaUNIalvDILUTUA 4.275 0.498 -315 -519
Aanulinslalunusus 4.266 0.554 -.863 2.318
M JUHELN L UTUA 4.203 0.521 -812 2.714

NM13W9 1 aunsoazuladn lnelesdduasl 1. anuiieliovesuusud (Mean = 4.283)
2. Uszaun1saluadkusus (Mean = 4.275) Uag 3. Auduniuasugia (Mean = 4.246) Tuvaeh
4. anudstiudainde (Mean = 4.184) uag 5. ANuddunedny (Mean = 4.173)

dmSUNTIATIEYTaLAINAT Skewness, Kurtosis Wudn dAaglugae -2 89 +2 uansdnd
mswanuanduun@ (Hair et al, 2006) wazlun1siansanaulas (Kurtosis) dan Kurtosis aglutas
-2 f9 +2 danenauunsnu (Kline, 2005, p. 50)

M5NN 2 uanmanTIeswiannesnygalunsnensaldvisnavesrudsdu (Triple Bottom Line)

YR ! v & v ' 13 g a o ¢
LLag‘{]f\]‘r\]ﬂWﬁ\iNam@ﬁ'ﬂqlﬂjfmﬂi‘r\]LLagﬂqﬁLUUZ\JLNULLW3LL‘U3u® NIUANYINANNUNDINRT

Plant-Based wusualongyd lulwmnsaunnuviunas

Unstandardized Standardized Collinearity
Model Coefficients Coefficients ; o-value Statistics
B Std. Beta Tolerance VIF
Error
Constant =377 .110 -3.430 .001
mmé'fﬁu 172 .031 .158 5.586 .000* 507 1.971
N4LATUFNY
mmé"ﬁu 2217 .028 241 7.723 .000* 416 2.406
Nadawndey
mmé"ﬁu .090 .023 .106 3.991 .000* 578 1.731
NG
m*mmi’u%'aﬁa .468 .031 .452 14.956 .000* 443 2.258
YDILUTUA
Usvaunisal 147 .032 132 4.643 .000* .504 1.984
YDILUTUA

R=.917% R°= .841, AdjustR’= .839, F= 415.518, Durbin-Watson = 1.819, P = 000°**
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N9t 2 Wi anudsduie 3 Usgnnsuazanuin@etiovesiusud Usvaunisaives
wusudannsnesuisarilindalususud Taefidn R2 = 841 maneAud Fudsvandamise
wennsaingAnssuvesfuslnaldia 84.1% du Adjusted R? = 839 uanslisiuiudidofiansand o
fulsudn Teyadinafianuusiugganaglifitgmidsuusinniiull (Overfitting) uaziilofiansan
Snsnavesiusdase wuin fulsidwariendnulindaly wusuduagnsduwounsuusud
Susfuusn fie mnut@etiovasusud (B = 452) wanvimnnuususianuindeie axviliiuslaa
Aanulindaluuusud sufuiiaes Ae Anmdsdumsdanndon (B = .241) uansinfuilaals
auddnyfuausuRinveusedunadeueusud Suduilany Ae Anudidumansugia (B = 158)
uansiusTnalsienwaulafunsiiuusudanansaiulauasssed fegsiuns Suduiid fio Uszaunsed
voauuTust (B = .132) 1utladediguilnaddefislussdunis lasianizegadannuszaunisaid
Iesuimmnisgivla uazsusuiigaving fie anudsdumsdann (B = .106) witldfosianusidng
feddnyeadd wansiudagldlmdutadendn wandiunumlunmsiu

dewFeuiisuiuanuideves eau gnsing war atynn arevuy (2566) ARnuntlade
dulsvaumamsnaauaznssuinmueiisninadenszuaumsdnaulateewnsanfivesiuilaa
TunsammamuasuwazUIuama 71361 R2 Wiy 0.336 wazAn Adjusted R2 i1y 0.331 nuin
namsiteluadsiannnsaidenduuslidesnsouaquuazassiounginssuguilnalduinniiegied
Usgansam wandbiiuiannumunauvesdeyaluniseSuienginssuvesuilnanguvine

=

FeI3ulinsliseinsanaesidanvanuuUtA U ManIn (Enter Multiple Regression Analysis)

NsgRuAnudosiu 95% fIdunsinaeutennatlewiuuasnuinhifitem Multicollinearity tHosnean

D

VIF 9g/5enine 1.731-2.406 uag Tolerance 11nn1 0.2 waglainudeym Autocorrelations L4310

A1 Durbin-Watson 11U 1.819 agluga 1.5-2.5 Jsaunsainsentadefidmasenulingdaly
WUsUA e 1auIuE

M99 3 wanaRanTiasgionneenvaaluniensaivesnulindaluwusud (Brand Trust)
NaamasioMITuewnsiusus (Brand Evangelism) nsalfinynansiasmionns Plant-Based
wusuUAlangg Tulwanummumuns

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model t p-value
Std.
B Beta Tolerance VIF
Error
Constant 751 .103 7.282 .000
AnulInda .089 .024 861 5.586 .000* .1000 1.000

Tukusun
R= .861° R= 741, AdjustRZ: .740, F= 1138.786, Durbin-Watson = 2.137, P = 000Px**

Nen1ei 3 wudhienubindalususudanunsassuienisludineunsuusudlalusedud
ImediAn R2 = .741 (74.1%) @ Adjusted R2 = .740 uansliliuiusidlefansauns viuiindsuan
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foyadniinnuusiugngs uazillefasandvdnavessuusdass nuin mnulindsluusuddana
sonailudineunsuusud (B = .861) wanvimnguilaainaulindaluwusud azviliguilon
fuuliuflaznaedudinounsuusus

SonsudieuiunmAdeves Muna et al. (2023) Aifinw The influence of brand identification
and brand trust on brand evangelism. International Journal of Business and Quality Research
fifiin Re = 0499 waweAn Adjusted R? = 0.438 uandliituindeyaveanmsiteilidonsuusldnsoungu
wazmoulandnginssuguilnalsogreiiuszansam Fefideldmsienzinsonnss@mngauuuy
vhduUsdime (Enter Multiple Regression Analysis) fiszfuainundesiu 95% ie@nwAiy
Bndaluwususfidsaasonisidudinounsuusud Tnensrnaeuudqlainudam Multicollinearity
9997nA VIF uag Tolerance Wiy 1.000 Fseglluinassinuanzay uazlinutlam Autocorrelations
({99910 Durbin-Watson i1y 2.137 ag/lutia 1.5-2.5 uansindoyadmmumnzauuasaiias iz
firnuindede

2AUII8NANISIAY

1. vBwadum g sumaasugia (Economic Sustainability) danaseaailindaluwusus
NINANYINENTUI01115 Plant-Based husualoney tulunnTammwumiuas lagnauwuuaauaiy
drulunglianudidyiunisdanisaunuiasnineinsegalidssdninm é?fqdwaﬁaiamsa%ﬁqmm
1 slalunusud (Carter & Rogers, 2008) nadns7iliuandlsiiiiuii mmmaumams%mmmwu
mmhmﬂﬂmmsum mﬂﬁwmiﬂﬂmLLqummvLaaﬂ%aLLavmmmaLLUiuﬂmmu (Carter & Eston,
2011) maaﬂﬂaaﬂmmm%%aﬂ Perez-Cueto (2020) Vlﬂﬂ‘ml,‘iaﬂ Sustainability, health and consumer
insights for plant based food innovation 7iL1udAUAAYTEINITHAUIBIMIS Plant-Based
TnglvimmuildlasensidenliingAuifaaamidasuinisgs fuvusangay wazsitiuuuaamesimun
uInNIINB1S (Whole Foods) LﬁaLﬁ:uﬂmmwsuaqmmiu,azmauauaaGiamméfaqmsmaaéﬁimiu
fffugunmLarauAuel agvioufitninusiuresnusudlunisaiennudafunaasugia
Fawuan ﬁu%lmﬁuuﬂﬁﬂﬁmmL%aﬁu‘l,ul,msuﬁﬁLLaﬂﬂﬁLﬁuﬁaﬂamﬁaﬁu’tumia%ammé’fﬂ'ﬁumﬂ
\ITEgN9E19T ALY ImaLa‘wwviu‘dsvmumﬂwswmmamaﬂum ﬂi“"U’JUﬂﬁNﬁ@V]‘MUi”ﬁ%ﬁﬂ’]W
u,a‘vmsmmmmmauwama szav‘mau”h/imummm‘[ﬂ‘sﬂauavmwmwmﬁuaumawuﬂm ety
wuﬂmmamﬂwﬂmms Plant-Based husuAlongy IuLmMﬂSQwammwuﬂi muaqmmmmaumameﬁﬂa
1f|mumsammsmwmﬂﬁamaﬂmm N133NWIAUNINEUAT wazsIATivazay amaimamamamm
Ialalunusud LuaqmﬂmsJma‘uauaqmmmﬂmqmummammLLazastmmu%‘lmuﬂm
FlmAnAnuduTuS B unazauinfnouusus

2. BvEnasuAuSEundsnndeu (Envionmental Sustainability) danasiennulinda
Tunusund nsalfnumansoet Plant-Based WUsUALaNe Y UWANTIVNEMNUAT IAgEROULULABUNY
mﬂwwiwmmmﬂwﬂumﬁmLuumusuaqLLUﬁuwmmummmauwaumaau Iﬂmawwviuﬁaa
ﬁuaqmﬂmmmumﬂLmawsmauu,avm‘vmumﬁmammaﬂmaﬂivmmamLmaam Feliiousnouauns
mammmaamwawuﬂmﬂaﬁmLmaam it LmeaﬁNﬂmmmwmlwmmasmswmmuuh
slumwmummsuausuml,lmum maamamamiaﬁNmmh'mhl,t,azmmLsziauuvlsaauiuiwzma Fedonada
U988 Nogueira et al. (2023) I§@nwiSes The impact of customer-centric sustainability on
brand relationships WU ﬂ'rﬂmammﬂummﬂumLmaauLLa‘vﬂivmumimamﬂﬂ%mLmaaul:du
i’haamﬂﬁuhﬂﬂiﬂiﬂﬂ'gml’;'nﬂﬁﬂw,miumLLavLasuaiwmuaﬂﬂ'ﬂ,uivavmﬂm Fathy NS
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ffumuddumsdanndouvesuusudlongg Sadulladeiiviotuaiamudiusifssminausus
fufuiloa niewaiuayunsivlnvewusudogadduluouian

3. SnSnadumnudduniadany (Social Sustainability) denasoaulinddaluwusud
NIAUANYINENTUI01915 Plant-Based wusuAlongg Lulwanannumuns lagnauwuuaauny
dndnglinruddyfunmssuiussiaigaiunsaiuayuguvuieddu msafrsnudiiueg wagns
puantinmuogadusssy Ssaeeuliisiuisaruiuinsouredinludsufofvesuusud Jadewmand
Peaduaiuauidesiunazanuilindalunusud dilugnmsfauanuduiusssniefuilnauas
wusuAlEIAuS B uluszaEea (Park & Kim, 2016) Fedonadssiueuideves van der Meer et al.
(2025) AiFnw S84 (M) eat more plants: How category dimensions and inferences shape consumer
acceptance of plant-based proteins Wu31 Arudadunedeay Sunumddglunsasieeuderi
wazaulinslalunusudiifianuiuiinveusedsay msfuifsanusuinveumsdsasvoaiusus
yliusloadiuunltufiazsonsuuasdnideuusudidaudsduiiufudsauuasAuandon i
msauayugruTesiu maguantdnnueiadusssy uasnisadenuiididy fedavandlifous
Peifiuamniidoiiovesuusud widiaiemnduiusiiduastuiuilnalussezen deiu fuilna
HAnsgeM15 Plant-Based husualongg lulwansammuviuas sueainnisanliugsialaediilad
aud B umsdnnegsanies Wuladeddgfivisadassnvamulindsluung suduasuass
Anduiusitunsfuduilaaluszerenegisiiuszdvsam

a. Yadedunnuindedevesuusuddssaronnulindalunusud nsdlfnw windwusi
9113 Plant-Based wusuAlensy lulwanjammumuas lagannuadnsia wud guslaedivualdy
Bndaluwususfianansadeasdoyaduinldernindedeuariussla Jsaenadesiunuidoves
Oppong et al. (2021) filddnvsos The importance of value, image, credibility and trust to
repurchase intentions in over-the-counter herbal market in Sub-Saharan Africa Wu31 LUSUAT
Tideyafiindedeaunsaduaiuaulindaluduiuazuinisveduilaaldegrafiuszdnsam
wonanil msideievesususiududodenlomnedeurutedesmouusus (Brand Reputation)
TneFoidesiidannsnhiodtuaiunnulindsluwususiunssuiunsdeasilusdauazamdnual
Findefe (Lau and Lee, 1999) sty mmﬂ%%aﬁaiwﬁa;&aLLazmwé’ﬂmﬂmawﬁmﬁmeﬁawm
Plant-Based wusudldnyg lumenvesijuslnaluwangammamnuas Sadutladeddnivhliguslan
Aeanslindaluszezen uavtisaduaisanusiuaauazanudesiuliiuuusudldogisdsdunas
JUszdnSam

5. Yadeauuszaumsaiveanusuddaasennulindaluwusud nsdfinw ndnsdasionns
Plant-Based WusuAldnzg Tuwansammamuas Inegneunuuasuaudnlvgjiiuinsraunisald
Fuslaelssuannsdudauusudluddusng 9 dealianenalindalunusud Geazdianain
lsiuduouuazaudsdumsinaulato (Brakus et al, 2009) uazadrsmudiniussvereniuwusud
(Zarantonello & Schmitt, 2013) InglufigaviliAnaufnfneuusus Jsaenndesiuamidoves
Madeline and Sihombing (2019) AldAnuiSos The impacts of brand experiences on brand love,
brand trust, and brand loyalty: an empirical study WU ;:JU%Imﬁléf%’mJizaUmiail,%amfmﬂLwiuoﬁ
fuwltufivedanulindaluuusudinntu SedmaliAnausnilussezen msiaussaunsol
fifnazinandwesuusudtoEuai e g esfunazauduiusidaduszminaguslnauas uusus
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o MstUssaunsalifsuinuazinansianuusussaduddfalunsadennindaues
Aditusidauseminuusuiuasduilng Tnslawglunsdlfnuvesndndam Plant-Based Lusus
18ned Tuwansammamiuas densaisssaunsaifiaiiunslideyaidaauisaiuauninias
Anuidureadnfusianansaduaiuanulindalunusudldegnaiuszansam

6. anulinddalususuddmasionadudineunsuusud nsdfnvindndasi Plant-Based
wusudlEneg Tumnganmmunas tnegnoutuuasuaudniuaidamilindeluusudinazuay
Uszaumsaimsuilaauasieunsteyaideniferiuuusudlviugau dauandiifiuin mnslinda
Tunusudfiumumddalunsnszdunginssunsmeunsuusus eswnguilnadamusivlaluannm
warlindlalususud thlugnameunsuusudluaanii nmsnssiitesatsmudedusasaiogu
ANANYBILUTUA bUTEEYEN) (Becerra & Badrinarayanan, 2013) Feaonndesiuiuiseees Poi and
Harcourt (2023) filgi@nw 30 Brand Trust and Brand Evangelism of Healthcare Firms in South-
South Nigeria: The Moderating Role of Brand Love wui1 analinslalulusuainansenu@auan
wazdveddydonamesunsuusus Tasdnasuliduslaanaisdudinsunduusudld dady
msasumslindslusususfoduashdnlunsiauuassnngugndn lnsennglunannansis

=

9113 Plant-Based ifin1sutsdugs Ssdmiunusudldngg analindeiiguilaailuganimues
wanfasvaenszdulinnnuustiuussaunsaiifauinuazinounsteyaiisaiuuususluaaning
nsnsphillifisusitisaiunssudlusain uidhoauaisnnudeiiuasveegiugnévaauy
sudldegwieilios maweunsteyadauinanguilaadadunagnsifussansamlunsaiisniy
GoshilitungugnAnaulviuaziasuairsnndnwalidlriuuususldnsflunaiananias e s
Plant-Based

dadinlunuide

a o a [ 1 ¥ s
1. Q’]‘Ll’mEJQ‘U‘U‘L!W]Lu‘uﬂ’ﬁLﬂ‘UsU@lluaNWULLUUﬁE’JUﬂWNE’J@ﬁLﬁ‘IﬁﬂEJI%LL‘W&GW\I@?&I Google Forms

Feonanelmindedinluniswnfenguiiegaunengy wu fgeeny vsernldinnnutunglunisly

=

NunalulagAdvia Jeervdmalideyailasuldamnsoaziouanufniiuvesszvnslunimsule
SRRNIVERN

v
v A

2. yideatuiinstmusveuienisfnwiewglufiufivanganmamuas dee1alsl
annsadsd s oazviounginssunasiimuadvesiuilaalunfiniaduldedisnseungy 1eann
SnumrneTausss wsugha uarnginssunsuslaavesUssanslundasiuiiiinnuuandng fu
peslitdAgy

3. msfnyiadsdiiimsduiegiauuuianziatzas (Purposive Sampling) wagdnwaizaas
nauieesdnlvgiiumavdefniuiosar 80.8 wanilufdmindnu Feonalildasvioufeany
Aniusenginssuvesiuslaafilumemevsefoviny dualiteaguiilsonaliannsnthldds
yieagunmnseussrnsiualietiousiue

feu lunsnwiadedaly msfinrsanmsliiBmafvtegadivannvansunndsdu saufs
madennguinesanvaneiiuiiuasanetaeny elinanisidefianuaseunau wavasviousLNeg

YoUInAlaRELgNAo AT ALY TAIEY
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FaiauanuzdmniunuIdglusuinn

1. u3delusuiAne1IvengveulnlinTaungulnelUs s ug UTENINNEN A 9101913
Plant-Based fUNENSUgDWNTNEAUAINUTEANDY WU 91M15005UNTN Y59 NN 39019
) a a1 = a & 4 o v daa a J & a -
Predayuueauanuing@uieiiutadeiidnsnasenisdenuilnaomsiiedunIn naenau

) (3 ¥ Al [ v v a v 13 s dl' =)

ansninesraus o luusuldlumunisiaundndae nagnsnisdearsnianisnain v3enis
duasungAnssuuslaregedidulunmsinvesgnavnssuemsdelulnegreliusedninm

2. M3fnwdnsnaveslademeinusssusiensinduladondndueionns Plant-Based
WuuszinuniinnudAgy esandadeneiausssy wu afley aAnude 30930 wazUssineg
funumdAglunmsmvuangAnssunisustnavesruluidaendudpunilgivdauaneniu MylnTe
Wiguieunginssumsidentenansiaueienys Plant-Based seninsnaunanugvseiiuivnagiimans
Avainvaty axigliinlainnuuansisazaudeInIsianziived uslnaluldasnauegi
o £ a é{ gl’ = [ ! v o Y & £ o v s
angeelu wonanll wansAnwinenaadeanunsat iUl lugudeyadidglunisesnuuunagns
N139RIALALNITAANTNADAASDITUAIUMAINTAIENITTAUTTTU daTUN1T80UTULAENITVEEH)
YDINANSUNIMNT Plant-Based agheilusydnsnmlunainiinnududeunasainvaiguinay

3. MsANYINEINUNSEENTANS B UTDIUSUA IUTRISR AT DoilulssrundanudAsy
wazilufiaulaegunnlugalagiu vuidelusuiandanisiiansanaisdndawwinig 35015 was
UsgAvSnmeesnisdearsaudaduriudendanie q liiesdulu@eailife uled viewauy
goulatl Tngysiunslaseiidon suuuunIsUlaue IfwansenulistuseriAuaf ARy
wazngRnssuvesuilaalungudivang n1sdnwiadnlulssbuilavtglianunseiannuuimnis
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Abstract

Purpose - This study aims to (1) examine the levels of need for achievement, need for power,
and need for affiliation, (2) investigate self-development in terms of knowledge, skills, and
attitudes, and (3) identify the factors influencing self-development among senior employees.
Design/Methodology/Approach - A quantitative research method was employed. The sample
consisted of 250 senior employees aged 40-55 from an electrical appliance manufacturing
company, drawn from a population of 714 employees. The data were collected using
questionnaires. This study was conducted in the context of an organization experiencing a
significant demographic shift, with the proportion of aging employees projected to increase to
59% of the total workforce.

Findings - The results revealed that demographic differences had no significant effect on
self-development. Senior employees exhibited high levels of need for achievement, power,
and affiliation, as well as high levels of self-development. The most influential factor in knowledge
development was the need for achievement; for skill development, it was the need for power;
and for attitudinal development, it was the need for affiliation.

Research Limitations - This study focused solely on senior employees; findings may differ
across other age groups such as Generation Z or Generation Y.

Managerial Implications - However, the insights can serve as a strategic guideline for HR
development, especially in promoting motivation for self-development among older employees.
This has long-term implications for organizational performance, talent retention, and readiness to
manage an increasingly aging workforce.

Originality/value - This study enhances understanding of the motivational factors driving
self-development among senior employees-an often-under-researched segment of the workforce.
Given their critical role in knowledge transfer, experience sharing, and organizational stability, the

findings provide a valuable foundation for future research and workforce strategy in aging societies.

Keywords: Need for Achievement, Need for Power, Need for Affiliation, Self-Development,

Senior Employees
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Aeaslagsinegluseiuin Fauanslyiiiuin msfuvingrdomaluladsmasnasnlraruddny
funsimuyaansiu assiuaTuFesmMIvesyransluesdnaniian iesnnyaainsaiunsnii
anuiildannstineusimnesdnsumimunnsvineulviiussansamanndsdu
v13en gorwedlye (2564) IfinsAnuideiies mmdesnsiamnuesyemiinay
spiugsRuTmanaenvungugsiaiailAneiuimilsuangamumuas wuin MsiaLnuLes
vomtnnunglussinistufifionuegsenvaimuosnnazassgivesesdmsiinisansiu
wiinsuuazfosnsinulilamgninnuiiidnenmdifuazinanuiieute vlimdnauiiusegde
1uﬂwsﬁwuwmuLaaLLazﬁmm‘iﬁmmsaﬁwmﬁmﬁ’uuazﬂg‘jﬁ’ﬁmulé’ﬁ?jaéfu widamudgymuavguassa
Tumswamnnuesey Ae nisfisuteslifinnavinuzeslsvdedeadudnludilv Sgymdunis
doansuarliianunsagdlafiliufiRnuldmuiidesnsld
WADEANTTY AN uay A3y Inaad (2566) levinnsAnunideides anudesnislunis
WALAULBIVDIYARININTUAAUINT NUT1 YAansnsuAatinsilianudeanisiaunauieddusyaugs
wielvdanamfoumisiussneuaznisinnu Weliiufuaaunmsalvedanludlagtuinuiaiy
FudfeunardivTuniifiunndu yaansdosnisimunuiedinaeunau 4 fu tieamnwdin way
qmmwﬁﬁmméqsﬁu FensefuunAnves Boydell (1985) filsinanfauumanswaunnuesiiddny 4
AU Ao dugunmniswazdnta auvinwslunisvinenu dunisnseyilidnia wazanuennmues
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AULBY UBNINFIUAIINTLOINAT MU uasiyAaINs wielluwimslunsaiausegdlalunis
vha ieifinviiidsla uasfnweufenelalunisiavesypainsienly

azo0 uIANa (2566) IiihmsAnuiideiios anudesnislumsiauinuesueayaainsly
Tsameunasunsud wui yaansaeatuayuiinnudesiauinuedusziuguiesninesdnseg
melimsuimsdansvesnedy Fadimsmuanegnilunmsinunelinseuindn uazidefinrsan
dusrgdunuirdianudeanisvauiauesdusiunisineusugs sesasunfediunisdinesie was
sumsinwisusmenuesnudiiu Wedinsmuauina sguneléidndn anudeanisduns
Anousuisgeiign Tnsdeamsnisiineusuiifetesiuaulnonss Wefiuinuzuazdnanuannsa
Wie Il runsufoRauliidnenmiifuasdussansamanniusely

MnmsAnnnuitenandomuin metaueuestulifiugiuanananudomsnisegsen
FaguanuResnIFuNEnIw fueuiuag wasanuduus vienanlaesaui arudenisd
a3 (Need of affiliation) Tuszauge iunsiannmueulusnu sinvglunsiau dumsnsevi 19
#1590 el ideuszans nmnsufoRnuvesaues el isedinnudonisinuin winau
avengluasdnadnedoddlniuisl hiitadeladuussdalunsiannmueuasdemsiaumuios
Tudulnu aaemaufnuiiymuasteiausuuglunstauauowomiineg uasorgluosdnsuvied
iiomsWanndnenmynainslussdnslifinauninanniign
AANTuN133Y

Useynsuasnguaiagng

Ussrnsiililumsfinuadsdl A wiinulussdnsiiflengieust 40 DUl nnsduanm
YUIAYBINgNAIDE1ILUUNTIUTLILUTEINg Tnefmuasefuanaderiuiisosas 95 uagiiua
seAuAiananliiiusovas 5 lneligniues Krejcie & Morgan (1970) N3AIUIMYUIANG Y
fhethaviniu 250 fege vieAndufesas 20.64 vemidnauiuaiufoRny o uSEnnan
wdadldlilusis Wesndidenmuveuiavesssrnsfiuiuou fafuiadenldngu sogmuy
ademuU1azidu (Probability sampling) Aensgudegaduszuy (Systermatic sampling) #3813
Sesddiunedeninnuiifiongganit 40 ¥ musaninau wazvhnsguidenndnaumudidu
FVUATUATU 250 FI0En9

isaaiiefldlun1side

mtenaillfuuuaeunumindenneuidusdosdolumaiunuradoys Sefeldaity
PnmsEnwAurINUUIRILaETEER q SarienuiTeridendesiiotnldiluwnAslunisas
wuvaeuaw lnsanwazmasidunuuiaiela (Close ended question) LuAmsuLUURANER LG BN
(Multiple choice question) lnguusuugeuameenilu 4 d1u fe

dwil 1 wwuaeunadeyaifeniuliadsuanudesmsiiorUszauanudiie amnudesnis
F987113 wazaudeInsAuduius FuduwuvasuauviinUatela (Closed ended question)
Wunuuinasindszidiua 5 seU (Rating scale) Saifumauifsiumudosmsussadimneluiin
daufl 2 wuuaeunwdeyaisaiuanudesnslunmsamnnues duduluvasuniy

yinva1eTn (Closed ended question) 1unuunnsinUseiiuan 5 s2du (Rating scale) Fadu
AannAgiunsiaunuLes
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gl 3 wuaeunuteyaiieafuiadediuyanadiuou 9 4o
druil 4 Jorauouuy
nsAATIzvidaya
mAnTeideyaiflenauingusvasivesnsidelunaivssnauludeesddssnou fil
Toqusvasdten 1 Anwszdumudesmsnnudisa Anudeanssiung uazanugeans
anwdutusvesninauenlaluesdns {ideldadaaadeauads (Mean) wazdulonuumagiu
(Standard deviation)
Fnquszandded 2 Anwiszdunswannauesinuang fuvinue uaziuviruaRves
wiinnuenla {3dldatindedenvndn (Mean) uazdrnidosuumagiu (Standard deviation)
y

TUszaanden 3 ANwIBNINaANADINITNY 3 Usen15NTNafonITWAILIAULEI789

[V %

wilnawenla MITuasalifidelahatfuldionnaevanyfgiumedsnsinseiaunisanaey

Y

wiaed (Multiple regression analysis) wWuU Enter

NAN15798

mMiTeies Jadeidmwasennudesnisimuinuewemiinanuenla fidevetnaus
wan3de foil
Aeudl 1 nansiiazitadudinyanaresineuluuasuauieuteyaduyana
éun e 01y sedunsine Smsduiieu Yssamsuma szernarlumsufinuiuuionuisd
uazdsraunsainmvhaudaudisudinnsieny

M13199 1 91IULALTRYAXUDILRDULUUADUNNY IWUNALTBYadIuYAAS

dayadiuynna AN Soway

LN %18 100 40.00
VAN 146 58.40

laiszy 4 1.60

21 40 - 45 1 160 64.00
46 - 50 U 53 21.20

51-551 31 12.40

56 Yuly 6 2.40

3ZAUNTSANE mNIUTRes 172 68.80
YTy w3 70 28.00

ganindSyaes 8 3.20

Snrituiou N 10,000 UM 19 7.60
10,001 - 20,000 U™ 136 54.40

20,001 - 35,000 U 73 29.20

35,001 U Tl 22 8.80
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M13199 1 I1UIULALTRUAYVRIERBULUUADUNN FLUNAUTRYAdIUYAAS (f0)

Uayadiuynna AWD Sowaz

AN sEAUURURNNT 133 53.20
STAUTINIIU 61 24.40

sedudmihi 45 18.00

TEAURUIMNT 11 4.40

32EZL81 lafu 59 26 10.40
N13URU 5-101 63 25.20
TueeAns 111131 10 Y 161 64.40
Uszaunisal 5-10 9 33 13.20
AU 11nN91 10 U 217 86.80

nadwszvideyaiuladediuynaa wuin dadlvieldumemds S 146 Au (Sewag 58.40)
81 40 - 45 U §1uu 160 AU (Seuay 64) SERUNMSAENIRINI VS ey e Suou 168 AU (Segay 68.80)
gMTdWABY 10,001 - 20,000 UM FIWIU 136 AU (Sagar 54.40) AuntaseaulUmanIg 9w
133 AU (Fosaz 53.20) szpsnanUfURnuiuesrnguinndd 10 U 9w 161 au (Sesas 64.40) Lasll
Uszaumsainsvausausuduiinnsvienannndt 10 9 fauau 217 au (Gevay 86.80)
aeudl 2 nansiinseidoyaieaiussiuaufesnisANEIEe AmnudesnnIEIa
UAZAILUADINITAUFUNUS

A15197 2 mamﬁLmngﬁﬁﬁa;ﬁaizﬁummﬁaqmi

[ v [ a <
ITAUAINUADINIT X SD ICAUAIUAALKU

AUAUABINITAIIUENST (Need for Achievement)

fusmdnfunazanusjaiuaiudisa 4.10 0.77 JEAUNN
wprANILAsRAINTIINY 3.63 0.84 SEAUIN
Jmemuesiionsiathiigedn 3.71 0.82 FEAULN
fvuaunuiidosussaiimnedaay 3.82 0.84 FLAULN
nMW32u(Cronbach’s alpha = 0.833) 3.81 0.81 FZAUNIN
ATUAUABINTTEIUNA (Need for Power)

ArudeIn sl 3.23 0.98 s¥AUUIUNATY
NALEN190NDY19RTILUNTIL 3.52 0.83 SLAULNN
Juaulissidevitelunuiesas 3.91 0.74 FEAUNN
é’aqmaﬁﬁmm%’uﬁmauqa 3.63 0.84 FEAULIN
ATMW37U(Cronbach’s alpha = 0.805) 3.57 0.85 SEAUNIN
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M19199 2 KANTIATILVTOLATEAUANILABINTT (51B)

o % [ % a <
ITAUAIUMBINIT X SD WAUAINUAALKUY

AUAUABINITANNGUNUS (Need for Affiliation)

a01uM3al wazANILEE 3.86 0.92 JEHUNN
YBUUTTYINANTYIINURUUTIND 3.92 0.87 FEHUNN
Fureunsdamiletuianu 4.22 0.75 sefuINign
sindoansuazivasuuszaunisal 4.00 0.79 JEAUNIN
worinsinuluiiufivssansnm 4.24 0.79 sduannTign
ATMW37U(Cronbach’s alpha = 0.817) 4.05 0.82 SEAUNIN

91NN153AT R ToyaLABIAUTEAUAIINABINIT WU FEAUAIINABINITAIINENSS
ATINABINITINUNR WarANURBINIANLduTusvemdnauenlalneudarviuuadveglusgauun
IpefiAnadewiniu 3.81 dudeauuninsgiuminiu 0.83 Wellasgsiluidaziunuindiadegean
Ao ANABINITAMLENTLSTALAEWNAY 4.05 daudenuuninsgiumiiy 0.82 seasuniy
ANNFeINITANdNSadAnadeiniy 3.81 dnndenuuuiasgusindu 0.81 uwazaidugaving
= v ° a A W | =i o
AB AUABINITEIUIRNANRALLINAY 3.57 druleauuninsgiumiim 0.85
ABUN 3 HANTITAATIATOYALNITUNTANRUINUBIAIUAIINS AUTINYE AUTIALAR

LagNSNALIALLLlUAINT I

M13199 3 HanThATIvayaigiunsimuauesuusazay

ATWAILIAULDS x SD SEAUAMUAALITY

NINAIUIAULDIRIUAINS

MANLIIINNITEUUNAIY 3.64 0.90 FEAULN
mMsfamurmasiietumalulad 3.57 0.83 SLAUNN
%aummmiﬂﬂmﬁmmﬂﬁa@m6] 3.56 0.90 SEAULIN
YOURAMIUUNIEITATUNITRNDUTY 3.38 0.91 SEAULIN
SzjaumitﬁumaLﬁ@LLa’Nmmmif 3.12 0.99 JeAUUIUNANN
ATN32U(Cronbach’s alpha = 0.878) 3.44 0.90 SEAUNIN
NTNAIUINULDIATUIIN Y

NNuzA1IANUTZINA 2.50 0.99 FeAUUIUNAN
NNYLNITNIUY 3.68 0.77 FEAUUIN
miLLaﬂLﬂﬁauﬂaﬂmﬁLLaz§UWQ;§§u 3.72 0.82 SEAULIN
msAnduinue gy 3.70 0.80 IZAUNN
AMN32U(Cronbach’s alpha = 0.794) 3.44 0.84 SEAUNIN
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M19199 3 Han1TiaTEayaneiunsianuesluusaziu (se)

ASNAIUIAULDY x SD SLAUAIUANLIAY

ANSNAIUINULBIAUNUAR

ANISTIL T3U5T9L LavAToLRY 4.11 0.75 JEAUNN
N3gausUToUNNTBN 4.03 0.76 FEAULN
Fosnsiammeseg1seLlos 3.98 0.82 FEAULN
AUADIN TR YIRS 4.04 0.72 FEAUUN
AINNTBUABY KAEN1IAIUANDITHE] 3.88 0.78 FEAUNN
ATMW37U(Cronbach’s alpha = 0.789) 4.00 0.76 SEAUNIN

MNMFIATEAdeyalAsIiusERUMsTauAuewuANS suinue dusaund uas
msimuuestungin wuih meimumuesvemtinauenlalesmiidasuuuadeglusziumnn
TaeiiAnadewintu 3.63 dudsavumsguindu 0.83 Wolmsziluisaziunuiiaiadegsgn
Ao MsiauauewuiruARTALRAE LYY 4.00 drudsauuunTgIuviniy 0.76 s3a9N
\Hunsimunauesiuanuiiaedewiidy 3.4 daudsavuninsgiusitiu 0.90 uagdifud
tfovilanfe msﬁ’wmmmaaé’mﬁﬂwﬁmL@?ﬂwhﬁ’u 3.44 grudsauunnsgIumintu 0.84

Aol 4 NnseUANNAZIY N’J"\]EJU’]“UE)&Jﬁﬁ]’]ﬂLLUUﬂEJUﬂ’]ﬂJﬂJ’DLﬂi’]u‘WUEJll’ﬁ NIERIEI
ﬂ’J’]ZJ@]E]\‘imiﬂUﬂ’]iWGMU’WmLBQ Suuniienouausigiuresnisive fil
sunAgIuil 1 Audesn1srNdNse ANLFDIMSEID uarA RIS IS
fgvsnadensiaunueuANsvemtinaue 1yl

A1599 4 HanITIATIEiMIANduUsEAnSavduiusuaatunougainelagis Enter vadsERU
ANUARINSTTBYENadaN TRUIAULEINIUAN IV INTINUE LA

ATNAILINULDY Unstandardized  Standardized Collinearity
é]"lum'mi' Coefficients Coefficient . Statistics
B Std. Error Beta t >le. Tolerance VIF

ARl 0.00  0.28 0.01  0.99

ANUABINNTANNENSD .45 0.07 0.40 6.51 0.00* .625 1.600
AUADINITEIUIR .32 0.07 0.27 4.60  0.00* 660 1.514
AUABINTT .15 0.07 0.12 2.07  0.04* 122 1.384
ANNFURUS

R = 0.659, R? = 0.434, Adjusted R? = 0.427, F = 62.893, *p < 0.05 **p < 0.01

MM 4 wamsvAdeU U AdUsEavSanduiusnvan (R) Wity 0.659 Wlevihns
nageuANudtEdAYyEdA wuln AnufsnisaNgsa (B = .45, P. = .00) ANNABINITEIUNR
(B = .32, P. = .00) kazANNADINITANNAUAUS (B = .15, P. = .04) UBVNTWARBNITNAIUIAULEY
ATUAINS
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AUNAZIUTN 2 AUABINITANLENTD AIUABINITEIUID WATAIINABINITAVUELNUS

a 1

Tviznason siRLIAUeIUINwEYasmnLa LA

M1571991 5 Kan1TIeTzinsmaAtdussansanduiusuaaiunougannelagis Enter vadseiu
ANUABINTNNBYSNAsioN1SHRI UL UTINYeraTinaLeyla

ASNAUIAULDIATY Unstandardize Standardized Collinearity
Nnwe d Coefficients  Coefficient Statistics
B Std. Beta t Sig. Tolerance VIF
Error

ARl 035  0.24 146  0.15

AMUABINTANNENSD 29 0.06 0.30 476  0.00* .625 1.600
ANUABINITEIUND .26 0.06 0.36 432  0.00* .660 1.514
AMURBINITAINANIUS .24 0.06 0.21 3.76  0.00* 722 1.384

R = 0.642, R? = 0.413, Adjusted R? = 0.406, F = 57.619, *p < 0.05 **p < 0.01

MNINTIT 5 waMsVAdeU Ut AdUsEAvSanduiusnvaa (R) Wity 0.642 levihnns
NagpUANNITEAAN9EnH WUl ANNABIN1ANENST (B = .29, P. = .00) AUABINITEIUNR
(B = .26, P. = .00) LazANUABINITAMENNUS (B = .24, P. = .00) ABVTHafONITHAILIAULDIAIUY
Vinwe

suNAgIuN 3 AudeansAudIa AudeINITEINe wazANLBINIANLELTLS

a |

favinasiensiaunuewwRuARveminNUeqla

A15991 6 HaNITIATIEINIANFUUSEANSavduius AT unouganelagds Enter vadsERU
ANUABINTNRBYSNAsioNTHRI UL UTIAUARTDINTNTLE

ATTNAIUT Unstandardized Standardized Collinearity
AULDIATY Coefficients Coefficient Statistics
7IAUAR B Std. Beta t Sig. Tolerance VIF
Error
AR 0.98 0.24 412 0.00
AIUABINTT 26 0.06 0.29 448  0.00* 625 1.600
AUAS]
AUABINIT 13 0.06 0.13 215  0.03* 660 1.514
91U
AUABINTT .39 0.06 0.37 6.36  0.04* 722 1.384
ANEUNUS

R = 0.639, R? = 0.408, Adjusted R® = 0.401, F = 56.630, *p < 0.05 **p < 0.01
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MM 6 KaMsVAFEU MU AdUsEAvSanduiusnvan (R) Wity 0.639 Wlevihns
adpUANLRTIEAYIIERA WUl mmRInsANUELRUS (B = .39, P. = .04) MNABIN1SAINAST
(B = .26, P. = .00) uazANABINTEWNR (B = .13, P. = .03) AdvidnasensnaunuedlunuiAuaf

auNRgIuil 4 Amnudeansamdsa AudeINTsEING uavAIFBsNNsANLdITUS
fgvznasensianuedlunnsInvemiinnueijla

M19199 7 HANTIATIINMIMANENUsEAnTanduius g utuneugainglagds Enter seAUAIY
Aoin1siiiBvEnason SR Inueslunmsamnue;la

ATTWRIUN Unstandardized  Standardized Collinearity
AULRSlU Coefficients Coefficient Statistics
AT B Std. Beta T Sig. Tolerance VIF

Error
ARl 109 024 3.75 0.00
AUABINTT .35 0.06 0.36 4.43 0.00* .625 1.600
ANNENST
AUABINTS 16 0.06 0.17 3.34 0.01* .660 1.514
81U
AUABINTS 22 0.06 0.20 4.98 0.00* 122 1.384
AUFELNUS

R = 0.629, R? = 0.396, Adjusted R? = 0.388, F = 53.664, *p < 0.05 **p < 0.01

NANTIA 7 Hamvedey wud1 Ardulsavisanduiusnvan (R) Wi 0.629 Wieviinis
edouANUEiTadAYNERA U ANRBINsANESE (B = 35, P. = .00) ANABINNSANNENTLS
(B = .22, P. = .00) WazANADINITEIUNR (B = .16, P. = .01) T8vSWanen1sAILIAULEIUAINTIY

M1319% 8 a3Unan1TATIERaNLAgIUNITITY
AUNAFIU gausu laiigausu

AUNAFIUN 1 AMUADINIANUANTY ANUFBINITEN Uae
ANUABINITANUFLTUS 18vSnadensiaunUeRLAINS v
Yaantinaue1la

AUNRFIUN 2 ATFBINIANNENSY ANUABINTEIUR U
ANUABINITANUAUTUS TBVENaRaNITHAIALLEIATUINYE v
Yaaninauela

ANARFIUT 3 AUABINITANANST AIUABINITEIUND Uae
ANUABINITANUAUNUS TDNTNARDNITHAUIAULDINUAAUAR 4
Yaaninaue LA

ANURFIUT 4 AUABINITAINAST AIUABINITEIID Uae
AINUABINTANNFUNUS TENSwasen swawInueluNINg v
Yaaninaue1la
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2AUI8NANISIAY

VA o

Mnuamsideiiadefidmaiemaianmuewemiinauenla §idvansnefunenanuna
Anmerauufigturesnisinuldin wineueylaluesdnsuisdéifssdunudonisaudiga
Fuemudiosnssiun uasemudiosnsmuduiusoslusedugs Ssanudesmvomminnuenlamani
fadamasengAnTIUNMINALIAULAILANS Muinyy uagauiruad veandnauenjlalussdns
TneamnsoagUnuausRg e

auuAgIUR 1 HaNFIATILINUI ANLeINIIALAIEY ANFBINITEILNG uazAINL
ABINITANUFUNUTTINTNAAUNTWAILIAUBINUANNT NMTHAINIAIILT WALYINYEVIYAARATU
wansznUINUsdlalusung 9 Wy MmadesmsUszaummdisalumsussaimanedusdiundonlst
yarasiamsjsiulunmsianaues mudesnss i eflaziidvEnansefuliyanane ez
AssdmmanusalunsmuaanunsaiieERBRY wanfoaduenudiiussuRitudBuTansdul
yaradiesmegsilunmsianmuesiunsSeusiitelfidueiesdlelunsadsaudiiuslsisinunm
nnBu A0AARDINUNG Y ANUABINITVBIRUARTKAUA (McClelland’s Theory of Needs) 1yans
ffmnudeansaudifagaazueamsiamnamdifuedesdielumsigadnruansovesmuuas
ussquadi§alunu wagaenndastuniAdees fun udlaina (2551) ldvims@nuiFes msdnwana
ABANINITHAILINULBIBI1ATEUTETIWNUA YW WMMINENFE¥ANaIUnds wudl e1sgusedn
ANFYYIT 1T AMUADINITHALIAULEITUAIUAITANYIAD ATUNITRADUTY WAZAIUNITHAIUINIT
Seuidlng eglusziuinn uazaenndosiuniideves azoo wana (2556) lsvinnsAnwiFes mw
AeanslumaiannuewesyAansluls e uIasunsul kansfnymudl yaansaenuatvayy
FINTANTN waragatuayuuIM/gInis danudesmsiauisauedagsiegluseiuas uaz
definrsanidusieiu nui yaainsiinnudesnsiauinuesiiunsineusugaiign sesaunie
AUNTIANTIAD UALATUNITITEUIAIEALLDS

aunfgIudl 2 namslaTginudl AnudosnIaudIia AuAeINITEILNT warAdL
Fosnsanuduiusiisvinasonisaunuesiuinue fuandvidiuimdnnuenldlussdnsued
falfnenmuazeudesnsivsiannmuew uinuegauoiielsianansaUfoRnuldegdiusydvsam
warfmdoudmsunsiawinueduiuinvennsyhaulnliqienevaussrnudeinisvemuies
aonndediunguianudesnisvesuanduaus (McClelland’s Theory of Needs) 3myanaiifinai
Fosnsdesunageaztasmsiainuzduedssdelunsiiug e uasmunNgduannsoddvia
lunisdndulald wazaenmdesiuuideves alyyl umms wasae (2557) IgvinsAinwviies
AnuABsMSiAUmINeNTIYusveswiine uinedouimilduneang fusenifieitnguszaa
LWITEENDNTEU NANITANINUTT TEAUANUABINITAMUINSNEIN T WEVDINTNUAUYTIN WY
wadiansuftiailassnisadseglusziumn

auuAgIuil 3 HanFIATILINUI ANLBINIALAISY ANFBINITEILNG LATAINL
Fesnsanuduiusisnsnaiensiannnuesnuimued Jsandliidiuiminauenlaluesdng
wiiiFesnsanuduiug warlianuddyiudausarussernalunisieu Sanude sns fiae
fiaunaudutusfudBulifiundelu unsduansoondansitauediilunsitnutuesdnuvied
aonAdesiunguiAuieinisveaAndtaud (McClelland’s Theory of Needs) find1ainyanad
Feansazairsmmduiusazue it nislunaiaiuairsnnuduiusia wagldfunisseuiuain
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yarasaUde wazaenndesiuauideves tandnual nyatad (2554) Ifvinns@nuwaiies anu
AeaN1sRRLIAUEURINENUUTEN Wwalad 91ia Kan1sAnwInudl wiinauusem walad 31ie
feusasmsiaumuaduA N SHNEUTHAMETINITESTIN WarviruaRagluseAuln uazaenanasiu
ATeves Fuerind ot (2561) Idvihnsanuwiies TadefidmasonginssunsnamuinuLes
youinAnwum e defauing wamsfnunuin ussgdlalddunvs Wutladeiidmarenmsiannmies
YotinAnwurimendedauing ImenuanseswiEuuduns

auuAgIuil 4 HanFIATILINUT ANLFEINIIALAIEY ANFBINITEILNG LAzAINL
Feansarmduiusiidnsnadensimuimuesiuiauad deanunsaesusldimidnmuenlaly
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Abstract

Purpose - Influencer marketing has become a prevalent strategy in digital marketing, particularly
on social media platforms. This study investigated the impact of five influencer characteristics
(credibility, perceived authenticity, content quality, engagement, and disclosure of sponsorship)
on purchase intention and brand loyalty among Thai online shoppers
Design/Methodology/Approach - Using a quantitative research approach, data were collected
via an online survey distributed through email, Facebook, Line, and TikTok from 387 consumers
who had made purchases from online shops. Multiple regression analyses were employed to
examine the relationships between five influencer characteristics and consumer behavioral
outcomes (brand loyalty and purchase intention). Mediation test using Baron and Kenny (1986)
was also performed.

Findings - All five influencer characteristics-credibility, perceived authenticity, content quality,
engagement, and sponsorship disclosure-positively and significantly affect purchase intention.
Among them, disclosure of sponsorship had the strongest impact (B = .267), followed by
engagement (B = .231) and content quality (B = .174). The model explained 42.7% of the variance
in purchase intention (R? = .427), demonstrating substantial predictive power. Additionally, the
study reveals that influencer characteristics influence consumer behavior both directly (on
purchase intention) and indirectly (via brand loyalty).

Research Limitation - While this study offers valuable insights into influencer marketing, it has
limitations. The model’s R? of .427 indicates that additional variables-such as consumer
involvement, product category, social identity, or parasocial relationships-remain unexplored and
should be considered in future models. Moreover, the findings are based solely on Thai
consumers, whose behaviors reflect cultural traits like collectivism and trust in sponsored content.
These factors may not generalize to more individualistic cultures, suggesting the need for cross-
cultural studies to improve external validity.

Managerial Implication - The findings suggest that clearly disclosing brand partnerships is crucial,
as transparency in sponsorship was the most influential factor driving purchase intention.
Marketers should also emphasize selecting influencers with strong audience interaction, as
engagement significantly boosts consumer responsiveness. Furthermore, investing in the creation
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of visually compelling and relevant content can enhance both the perceived value of the product
and the credibility of the influencer.

Originality/Value - The key theoretical contribution of this study lies in its comparison of two
competing causal models concerning the relationship between purchase intention and brand
loyalty. While the traditional model assumes that purchase intention leads to brand loyalty,
the alternative model suggests the reverse- brand loyalty drives purchase intention. The study
provides empirical support for the latter, with the alternative model showing significantly
stronger explanatory power (R?2 = .463 vs. .039), reinforcing emerging perspectives in the
literature (e.g., Chaudhuri & Holbrook, 2001).

Keywords: Influencer Characteristics, Credibility, Perceived Authenticity, Content Quality,
Engagement, Sponsorship Disclosure, Purchase Intention, Brand Loyalty, Online

Shoppers

Introduction

In recent years, influencer marketing has emerged as a dominant strategy in the
digital marketing landscape, particularly within Thailand. Leveraging the popularity and reach
of social media influencers, brands in Thailand have increasingly turned to these influential
fisures to promote their products and services. Influencer marketing capitalizes on the trust and
rapport that influencers have built with their followers, making it a powerful tool for driving
consumer behavior. In the Thai market, where social media usage is exceptionally high,
influencers play a crucial role in shaping consumer perceptions and purchase decisions.

Despite the growing reliance on influencer marketing, there remains a significant gap
in understanding the specific characteristics of influencers that most effectively drive purchase
intentions and foster brand loyalty. Brands often struggle to identify the optimal attributes of
influencers that resonate best with their target audiences. There is a lack of granular insights
into the causal relationships between distinct influencer characteristics and consumer
behavior. This poses a significant challenge for marketers. Consequently, marketing campaigns
may not always achieve their desired outcomes, leading to inefficiencies and potential
misallocation of marketing budgets.

The importance of this study lies in its potential to provide a detailed analysis of
how various influencer characteristics impact purchase intentions and brand loyalty among
Thai consumers. By systematically examining attributes such as credibility, authenticity, content
quality, engagement, and sponsorship transparency, this research seeks to offer actionable
insights for brands. Understanding these dynamics can help marketers make informed decisions
about selecting influencers and crafting more effective marketing strategies, ultimately enhancing
the return on investment for influencer marketing campaigns.

Moreover, this study aims to contribute to the broader academic discourse on influencer

marketing by addressing the existing knowledge gaps. Specifically, the research objectives are:
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1. To investigate the influence of influencer characteristics (credibility, perceived
authenticity, content quality, engagement, and sponsorship disclosure) on purchase intention
among online consumers in Thailand.

2. To explore the influence of purchase intention on brand loyalty.

Through quantitative analysis and hypothesis testing, the research will examine the
relationships between different influencer characteristics and consumer behavior. The
findings are expected to contribute to the field of marketing and provide a foundation for future
research, offering insights into influencer marketing strategies. By exploring the associations
between influencer characteristics, purchase intention, and brand loyalty, this study aims to
provide a comprehensive understanding of these variables in the context of Thai online
consumers.

Literature reviews and hypotheses development

Influencer marketing leverages the principles of social proof, wherein individuals are
more likely to emulate the actions of others when they perceive those actions as correct or
desirable (Cialdini, 2009). Within the realm of social media, influencers are often regarded as
experts or authorities in their respective niches, and their endorsements are perceived as
trustworthy and credible by their followers. Similarly, Kim and Ko (2010) found that influencer
marketing positively influences purchase intention and brand loyalty, especially for products with
high social visibility.

However, the effectiveness of influencer marketing can vary depending on the
characteristics of the influencer and the nature of the product or service being promoted. Choi
and Rifon (2012) identified perceived expertise of the influencer and the congruence between the
influencer and the product as critical factors in determining the success of influencer marketing
campaigns. Building on this literature, influencer characteristics can be categorized into several key
dimensions: influencer credibility, perceived authenticity, content quality, engagement, and
disclosure of sponsorship. These dimensions form the foundation of the conceptual and research
models presented in this study, as illustrated in Figure 1.

Influencer characteristics
- Influencer credibility (IFC)

- Perceived authenticity (PCA)

- Content quality (CTQ) s R Purchase e Brand loyalty
- Engagement (EGM) | intention (PCI) (BLY)

- Disclosure of sponsorship (DCS)

Figure 1 The relationship model of influencer characteristics, purchase intention, and brand

loyalty
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Purchase intention

Purchase intention is defined as the possibility and willingness of consumers to
purchase a particular product or service in the future (Pham et al., 2018).

Brand loyalty

Brand loyalty is defined as a strong, enduring commitment to repeatedly purchase a
favored product or service, resulting in consistent buying of the same brand or set of brands,
even when faced with situational factors or marketing efforts that could encourage switching to
other brands (Foroudi et al., 2019).

Influencer characteristics

Influencer characteristics refer to the distinct attributes and qualities that define an
influencer's ability to impact consumer behavior and perceptions. These characteristics
encompass various dimensions such as credibility, authenticity, content quality, engagement
level, and transparency in disclosing sponsorships (Hudders et al,, 2021). Together, these
elements create a comprehensive model explaining how influencers drive purchase intention and
ultimately foster brand loyalty.

Influencer credibility and purchase intention

This involves the influencer's trustworthiness and expertise. An influencer is deemed
credible if they are perceived as honest, reliable, and knowledgeable in a specific domain.
Credibility plays a crucial role in shaping consumer trust and acceptance of the influencer's
recommendations (Lou & Yuan, 2019). Credible influencers are those who are seen as
authentic and authoritative, and their opinions are valued by their audience. This credibility can
significantly impact the effectiveness of influencer marketing campaigns, as consumers are more
likely to trust and act upon recommendations from credible sources.

Studies have shown that when consumers perceive an influencer as credible, their
trust in the influencer increases, leading to higher purchase intentions (Lou & Yuan, 2019).
This is because credibility reduces the perceived risk associated with the purchase and
enhances the perceived value of the endorsed product. The hypothesis that could be
drawn from this relationship is proposed.

H1: There is a positive relationship between influencer credibility and purchase intention

Perceived authenticity and purchase intention

Perceived authenticity refers to the perceived genuineness and sincerity of the
influencer. Authentic influencers appear genuine and relatable, which helps build a strong
emotional connection with their audience (Djafarova & Rushworth, 2017). Influencers who are
seen as authentic are more likely to build strong emotional connections with their followers,
which can significantly impact consumer attitudes and behaviors. The impact of perceived
authenticity on purchase intention is significant. Authentic influencers can create a sense of trust
and relatability, which increases consumers' willingness to purchase products they endorse
(Djafarova & Rushworth, 2017). When consumers perceive both credibility and authenticity,
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they develop more robust trust in the influencer's recommendations, significantly enhancing
purchase intention through this dual validation mechanism. This leads to the hypothesis:
H2: There is a positive relationship between perceived authenticity and purchase
intention.
Content quality and purchase intention
The quality of content produced by influencers is vital in attracting and maintaining the
audience's attention. The study of Liu et al. (2021) found that informative and entertaining content
quality are particularly effective in driving purchase intentions. High-quality content is visually
appealing, relevant, and consistently produced, which enhances consumer engagement (De
Veirman, et al.,, 2017). Content quality in influencer marketing refers to the perceived value
and attractiveness of the content created by influencers. High-quality content is visually
appealing, relevant to the audience's interests, and consistently produced. It plays a crucial role in
capturing the audience's attention and maintaining their engagement over time (De Veirman, et
al., 2017). Influencers who produce high-quality content are more likely to foster a loyal and
engaged following, which can amplify their influence on consumer behavior. This is because
such content not only showcases the product effectively but also reinforces the influencer's
credibility and authenticity. The hypothesis can be formulated as:
H3: There is a positive relationship between quality of content and purchase intention.
Engagement and purchase intention
Engagement refers to the interactions between influencers and their followers,
including likes, comments, shares, and other forms of active participation. High levels of
engagement indicate a strong connection between the influencer and their audience, which
can enhance the effectiveness of marketing efforts (De Veirman et al., 2017). Engaged followers
are more likely to pay attention to and act on the content shared by the influencer, making
engagement a crucial variable in influencer marketing. Engagement has a direct influence on
purchase intentions. Liu et al. (2021) discovered that high-quality content drives increased
customer engagement, which in turn boosts purchase intentions. Their research indicates that
when followers actively interact with an influencer's content, they're more likely to develop
trust in and interest towards the promoted products. This engagement-driven trust appears to
be a key factor in translating content consumption into purchase intent. This active participation
can create a sense of community and loyalty, which further strengthens the influence of the
endorsements. Thus, the hypothesis that can be derived is:
H4: There is a positive relationship between Engagement and purchase intention.
Disclosure of sponsorship and purchase intention
Disclosure of sponsorship refers to how transparently influencers communicate their
commercial relationships with brands to their audience. Transparency in disclosing sponsored
content is essential for maintaining trust and credibility with followers (Evans et al., 2017). When

influencers clearly disclose their sponsorships, it helps mitigate any potential skepticism or perceived
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deception from the audience. Transparent disclosure can enhance consumer trust and
acceptance of the sponsored content, leading to higher purchase intentions (Evans et al,, 2017).
When followers are aware that a post is sponsored and still perceive the influencer as trustworthy,
they are more likely to consider purchasing the endorsed product. Based on this relationship, the
hypothesis can be stated as:
H5: There is a positive relationship between disclosure of sponsorship and purchase
intention.
Purchase intention and brand loyalty
The relationship between purchase intention and brand loyalty is significant and
multifaceted. Brand loyalty is characterized by a consumer's consistent preference for and
repeated purchase of a particular brand over time. High purchase intention often leads to
brand loyalty, as consumers who are inclined to buy a brand’s products are more likely to
develop habitual buying behavior driven by satisfaction and positive experiences with the
brand (Chi et al., 2009). In the influencer marketing context, purchase intentions stimulated by
influencer recommendations can accelerate this loyalty development process. When Thai
consumers act on purchase intentions formed through influencer content, they essentially
validate the influencer's credibility, which can transfer to the brand itself, creating a
foundation for loyalty. This reciprocal relationship highlights the importance of nurturing both
constructs to achieve long-term consumer commitment and sustained sales growth. Past
studies show that higher purchase intention indicates a greater likelihood of repeat purchases,
which contributes to the development of brand loyalty. Thus, the hypothesis that can be
derived is:
H6: There is a positive relationship between Purchase intention and brand loyalty.

Research methodology

Population and sampling

The population used in this study consists of consumers who regularly shop online in
Thailand. There are 42 million online shoppers, accounting for 71% of the 59 million intemet
users in Thailand (Buranthaveekoon, 2021). This large and diverse group of consumers provides an
ideal sample for investigating the mediating role of purchase intention in the relationship
between influencer characteristics and brand loyalty.

Online shoppers in Thailand represent an ideal population for this research due to
several compelling methodological and contextual factors. First, Thailand's e-commerce
ecosystem exhibits one of the highest influencer marketing adoption rates in Southeast Asia,
with 78% of Thai online consumers reporting that they have made purchases based on
influencer recommendations (Buranthaveekoon, 2021).

Consequently, conducting online surveys through questionnaires is a well-suited
approach for data collection in this context. This method allows us to reach a wide range of
online shoppers across different demographics and geographic locations within Thailand,
ensuring a representative sample of the population under study. To determine an appropriate
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sample size for our 5-level Likert scale questionnaire, we referred to established sample size
determination methods for large populations. Given that Thailand has approximately 42 million
online shoppers (Buranthaveekoon, 2021), we consulted Krejcie and Morgan's (1970) sample
size determination table, which is widely accepted in social science research. According to this
table, for populations exceeding 1,000,000, a sample size of at least 384 is required to achieve
a 95% confidence level with a 5% margin of error. We established a target of 416 respondents
to account for potential incomplete or invalid responses. This approach aligns with Rathachatranon's
(2019) review of sample size determination methods, which validates the application of standardized
tables for social science research in Thailand, ensuring adequate statistical power for our analysis
while maintaining resource efficiency.

Data collection

Data collection was conducted through an online questionnaire distributed via
various digital platforms. These platforms included email (using a hyperlink to the survey), social
media networks (Facebook and TikTok posts with an embedded survey link), and messaging
applications (Line, with a shareable survey link). The questionnaire was also made available
through a QR code that respondents could scan to access the survey directly. Additionally, an
attached PDF file containing the survey questions was provided for participants who preferred
to review the content before completing the online version.

The collection period spanned from February 1, 2024, to March 31, 2024. Initially, 416
responses were received, but after screening for completeness, 387 valid questionnaires were
retained for analysis, meeting the required sample size.

Measurement variables

The questionnaire, adapted from previous studies, used a five-point Likert scale with
five items per variable. This approach effectively captured key constructs within Thailand's online
shopping context, with all measurements summarized in Table 1.

Table 1 Summary of measurements of all variables

Variables ltems References
Influencer credibility 5 Lou & Yuan, 2019
Djafarova & Rushworth, 2017
De Veirman et al., 2017; Schivinski & Dabrowski, 2015
De Veirman et al,, 2017
Wojdynski & Evans, 2019; Evans et al., 2017
Pham et al., 2018
Foroudi et al., 2019

Perceived authenticity
Content quality
Engagement

Disclosure of sponsorship
Purchase intention

(C2INNC, BNC, B G, IO, N, |

Brand loyalty

Instrument test
To ensure the research instrument's appropriateness, the questionnaire underwent
multiple rounds of verification by three experts in marketing research. These experts evaluated

each item using the Index of Item-Objective Congruence (I0C) methodology to assess content
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validity. All items achieved I0C values ranging from 0.80 to 1.00, exceeding the acceptable
threshold of 0.50, confirming that the questions effectively measured the intended constructs.

Moreover, factor analysis assessed measurement construct validity. According to
Nunnally & Bernstein (1994), factor loadings should exceed 0.40 to demonstrate acceptable
construct validity. In this study, factor loadings ranged from 0.67 to 0.93, surpassing this
threshold. Additionally, the research verified each construct's reliability through reliability
calculations. Then, the scale's reliability was affirmed.

Cronbach's alpha evaluated measurement reliability. Hair et al. (2010) suggest that a
Cronbach's alpha coefficient above 0.70 indicates internal consistency among items in each
construct. Our analysis yielded Cronbach's alpha values between 0.88 and 0.93, demonstrating
strong reliability.

In conclusion, the internal consistency and validity of all measures were established,

indicating that they are suitable for subsequent analyses in this study.

Table 2 Summarizes these results, confirming the instrument's validity and reliability

Item Statement Factor Cronbach’s
Loadings Alpha
Influencer Credibility (IFC) 0.88
IFC1 The influencer's recommendations are trustworthy. 914
IFC2  The influencer is honest about their experiences with endorsed products. 792
IFC3  The influencer is knowledgeable about the products they promote. .819
FC4  The information provided by the influencer is reliable. .848
IFC5  The influencer is experienced with the products or services they endorse. .665
Perceived authenticity (PCA) 0.89
PCAl  The influencer's content is genuine 779
PCA2  The influencer's endorsements are sincere. .826
PCA3  The influencer's experiences and opinions are relatable. 77
PCA4  The influencer is transparent about their personal life and experiences. .882
PCA5  The influencer's message and persona are consistent across different posts. 781
Content Quality (CTQ) 0.93
CTQ1  The influencer's content is informative. .834
CTQ2  The influencer's content is visually appealing. .850
CTQ3  The influencer's content is relevant to my interests. .900
CTQ4  The quality of the influencer's content is consistent over time. 692
CTQ5  The influencer's content is creative. .866
Engagement (EGM) 0.93
EGM1 | frequently like, comment on, or share the influencer's posts. 728
EGM2 | often engage in discussions initiated by the influencer. 912
EGM3 | frequently participate in activities or events promoted by the influencer. .850
EGM4 | am willing to interact with the influencer's content. .852
EGM5 | often follow trends or challenges started by the influencer. .886
Disclosure of Sponsorship (DCS) 0.92
DCS1  The influencer clearly discloses their sponsorships. .889
DCS2  The influencer is honest about their sponsorships. .908
DCS3 | am aware of the commercial nature of the influencer's content due to their 147

sponsorship disclosures.
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Table 2 Summarizes these results, confirming the instrument's validity and reliability (continued)

Item Statement Factor Cronbach’s
Loadings Alpha

DCS4  The influencer is transparent about their collaborations with brands. 697

DCS5  Clear disclosure of sponsorships by the influencer positively impacts my trust in 904

their recommmendations.

Purchase intention (PCI) 0.93
PCI1 I am likely to purchase products endorsed by the influencer. .891
PCI2  The influencer's recommendations influence my buying decisions. 152
PCI3 | often consider buying products after seeing them endorsed by the influencer. .891
PCl4 I am likely to try new products recommended by the influencer. .867
PCI5 | frequently follow through with purchases based on the influencer's .928

endorsements.

Brand loyalty (BLY) 0.94
BLY1 | often repurchase products from brands endorsed by the influencer. .828
BLY2 | prefer brands endorsed by the influencer over other brands. .868
BLY3 | am likely to recommend brands endorsed by the influencer to others. .882
BLY4 | feel emotionally attached to the brands endorsed by the influencer. 901
BLY5 | am likely to stay loyal to brands endorsed by the influencer compared to .822

competing brands.

Statistics used in analysis

The statistical analysis for this study involves multiple regression analysis and simple
regression, which are the appropriate methods for hypothesis testing. Before conducting the
regression analyses, the data were tested for various assumptions, as recommended by Hair et
al. (2010). The raw data were examined to ensure they met the baseline requirements for regression
analysis. This included checks for normal distribution, multicollinearity among independent
variables, relationships between independent and dependent variables, and linearity.

The results of these preliminary tests indicated that all values were within acceptable
ranges. Consequently, the hypotheses derived from the literature review, as described earlier,
were tested using multiple regression analysis and simple regression.

Results

Table 3 Descriptive statistics and correlation matrix

Variables IFC PCA CTQ EGM DCS PCI BLY
Mean 4.15 4.27 3.36 4.01 4.36 449  4.62
Standard deviation 0.87 0.71 0.52 0.80 0.59 0.55 0.51
Influencer credibility (IFC) 1
Perceived authenticity (PCA) 0.30%** 1
Content quality (CTQ) 0.22%** 0.50%** 1
Engagement (EGM) 0.22%** 0.19%**  0.20%** 1
Disclosure of sponsorship (DCS) 0.34*** 0.58***  0.68***  (0.21*** 1
Purchase intention (PCl) 0.36%** 0.45%*  0.50***  (0.38***  (.55%** 1
Brand loyalty (BLY) 0.14%% 0.08 -0.03 -0.01 0.06 0.20%** 1

X< 01
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Table 3 showed the correlation matrix for all examined variables. We assessed
potential multicollinearity, which occurs when correlations among predictor variables exceed
0.80 (Hair et al.,, 2010). The correlations in our study ranged from 0.19 to 0.68 (p < 0.01), well below
this threshold, confirming the appropriateness of testing the hypothesized relationships in
our conceptual model.

Table 4 Results of multiple regression analysis

Model Independent variables Dependent variables
(Purchase intention: PCI)
Tolerance VIF Std. Std. t p-value
Error Beta

1 Constant - 0.202 - 5.982  0.001***
Influencer credibility (IFC) .849 1.177  0.026 0.142 3.366  0.001%***
Perceived authenticity (PCA) .624 1.602 0.038 0.121 2473 0.014**
Content quality (CTQ) 519 1.927 0.056 0.174 3.241  0.001%**
Engagement (EGM) 922 1.085 0.028 0.231 5.723  0.001***
Disclosure of sponsorship .443 2259 0.054 0.267 4588 0.001***
(DCS)

Durbin-watson = 2.247, R= .653, R’= .427, F= 56.766, Sig. of F = ***p<.01, *p<.05

Table 4 presents the variance inflation factors (VIFs) were calculated to assess the
impact of correlation among independent variables. The VIFs, ranging from 1.085 to 2.259,
which is not exceeding 10 while the Tolerance values range from .443 to .922, all above the
0.10 threshold suggested by Hair et al. (2010). Therefore, both VIFs and Tolerance were not
a multicollinearity problems.

All five influencer characteristics demonstrated significant positive relationships with
purchase intention, providing comprehensive support for hypotheses 1-5. Specifically, influencer
credibility (B = 0.142, p < 0.01), perceived authenticity (B = 0.121, p < 0.05), content quality (B
= 0.174, p < 0.01), engagement (B = 0.231, p < 0.01), and disclosure of sponsorship (B = 0.267, p <
0.01) all significantly predicted purchase intention. These findings confirm that each dimension of
influencer characteristics positively influences consumers' purchase intentions, with disclosure of
sponsorship showing the strongest effect, followed by engagement and content quality.

The model's explanatory power, as indicated by the R-squared value (R? = .427), is
substantial, suggesting that these influencer characteristics collectively account for 42.7% of

the variance in Purchase Intention. This indicates a strong predictive ability of the model.
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The Durbin-Watson statistic of 2.247 suggests that there is no significant autocorrelation in

the residuals, supporting the independence assumption of the regression model.

Table 5 Results of simple regression analysis of purchase intention on brand loyalty

Model Independent variables Dependent variables

(Brand loyalty: BLY)

Std.Error Std. Beta t p-value

(<))
2 Constant 0.214 17.663  0.001%***
Purchase intention (PCl) 0.047 0.197 3.940 0.001%**

Durbin-watson = 1.668, R= .197, R*= .039, F= 15.521, Sig. of F = **p<.01

Table 5 presents the results of the simple regression analysis between purchase
intention (PCl) and brand loyalty (BLY). The analysis reveals that purchase intention has
a statistically significant positive effect on brand loyalty (B = 0.197, p < .01). The correlation
coefficient (R) is .197, and the coefficient of determination (R?) is .039, indicating that purchase
intention accounts for 3.9% of the variance in brand loyalty.

Based on these findings, hypothesis 6, which posited a positive relationship between
Purchase intention and Brand loyalty, is supported.

Alternative Model Examining the Relationship between Purchase Intention and Brand
Loyalty (Brand Loyalty—>Purchase Intention)

Since the original model (Purchase Intention = Brand Loyalty) revealed the low
value of R?, even though was grounded in the assumption that purchase intention precedes
brand loyalty (Chi et al., 2009), An alternative perspective supported in marketing literature
suggests that brand loyalty may function as a mediator between influencer characteristics and
purchase intentions, rather than as an outcome variable (Chaudhuri & Holbrook, 2001). To gain
diverse academic perspectives, the researcher tested the variable “brand loyalty” as a
mediator, with “purchase intention” as the dependent variable, using the mediation analysis
approach proposed by Baron and Kenny (1986). A comparison was made between the original
model and the new model to examine the mediating effect and evaluate the predictive power
of the mediating variable between brand loyalty and purchase Intention. The results of the

study are presented in Table 6 and 7.
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Table 6 Results of multiple regression analysis of Influencer Characteristics’ dimension on

brand loyalty

Model Independent variables Dependent variables

(Brand loyalty: BLY)

Std.Error Std. Beta t p-value

®
1 Constant 0.202 3.748 0.000***
Influencer credibility (IFC) 0.026 0.144 97 0.042%*
Perceived authenticity (PCA) 0.038 0.148 2276  0.023**
Content quality (CTQ) 0.056 0.306 1.557  0.012**
Engagement (EGM) 0.028 0.331 1.894  0.059*
Disclosure of sponsorship (DCS) 0.054 0.952 37.983 0.000***

Durbin-Watson = .968, R= .946, R*= .894, F= 642.853, Sig. of F = ¥**p<.01, **p<.05, *p<.10

This alternative model demonstrated significant positive relationships between five
dimensions of influencer characteristics and brand loyalty. Specifically, disclosure of sponsorship
indicated the strongest effect (B = 0.952), engagement (B = 0.331), content quality (B = 0.306),
perceived authenticity (B = 0.148, p < 0.01), and influencer credibility (B = 0.144, p < 0.01)

respectively. The explanatory power of this model increased to 0.89 (R).

Table 7 Results of simple regression analysis of brand loyalty on purchase intention

Model Independent variables Dependent variables

(Purchase intention: PCl)

Std.Error Std. Beta t p-value

(B)
3 Constant 0.180 13.690  0.000***
(Brand loyalty: BLY) 0.041 0.501 11.344  0.000***

Durbin-watson = 2.217, R= .501, R*= .463, F= 128.677, Sig. of F = ***p<.01
In terms of the relationship between brand loyalty and purchase intention and brand

(Brand Loyalty->Purchase Intention), this alternative model also indicated significant

positive relationship (B = 0.501) as well as an increase of R2 value to 0.463.
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Table 7: Comparison of Statistical Values between Original Model (Purchase Intention =
Brand Loyalty) and Alternative Model (Brand Loyalty—>Purchase Intention)
Original Model (R2 = .894)  Alternative Model (R2 = .427)

Model Independent variables Dependent Variables Dependent Variables
(Brand Loyalty: BLY) (Purchase Intention)
Std. Beta (B) Std. Beta (B)

1 Constant -
Influencer credibility (IFC) 0.144%* 0.142%%
Perceived authenticity (PCA) 0.148* 0.121**
Content quality (CTQ) 0.306** 0.174%x*
Engagement (EGM) 0.331* 0.2371%**
Disclosure of sponsorship (DCS) 0.952%** 0.267***

*¥*¥p<.01, **p<.05, *p<.10

Table 8 Comparison of Statistical Values between Original Model (Purchase Intention -

Brand Loyalty) and Alternative Model (Brand Loyalty=>Purchase Intention)

Original Model Alternative Model
(Purchase Intention 2> (Brand Loyalty>Purchase
Brand Loyalty) Intention)
(R* = .039) (R* = .463)
Std. Beta (B) = .19%** Std. Beta (B) = .50%**
Model Independent (Influencer Characteristics (Influencer Characteristics=>
variables -> Brand Loyalty) (Purchase Intention)
(R* = .894) (R* = .427)
Std. Beta (B) Std. Beta (B)
1 Constant -
Influencer credibility 0.144** 0.142%**
(IFC)
Perceived 0.148** 0.121**
authenticity (PCA)
Content quality 0.306** 0.174%%%
(CTQ)
Engagement (EGM) 0.331* 0.2371%**
Disclosure of 0.952%** 0.267%**

sponsorship (DCS)

“x0< 01, **p<.05, *p<.10

In the original model, purchase intention is posited to drive brand loyalty, but the
explained variance (R?2 = .039) is very low, meaning the model explains only 3.9% of the
variance in brand loyalty. Conversely, the alternative model shows brand loyalty as a predictor of

purchase intention, and explains 46.3% of the variance (R? = .463) a substantially stronger
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relationship. The beta coefficient (B = .50***) in the alternative model is also significantly
larger, indicating a stronger predictive power. It can be concluded that brand loyalty is more
likely to influence purchase intention in this study context.

With regards to the effect of influencer characteristics, all five dimensions have positive
and statistically significant effects on both brand loyalty and purchase intention. Both models
indicated that disclosure of sponsorship (DCS) has the strongest impact on brand loyalty
(B = 0.952***), on purchase intention (B = 0.267***), suggesting that transparency is a key trust-
building mechanism that drives deeper loyalty more than it drives immediate purchasing. The
R? values again emphasize this: influencer characteristics explain 89.4% of the variance in
brand loyalty but only 42.7% of purchase intention. This suggests that brand loyalty is more
responsive to influencer characteristics.

Test of Mediation

According to the guidelines of Baron and Kenny (1986), testing for a mediating variable
requires that all independent variables significantly influence the dependent variable before
mediation can be tested. In this study, it was found that all five dimensions of influencer
Characteristics (INF) significantly influenced the brand loyalty (BLY) variable, while brand
loyalty (BLY) also had a significant effect on the purchase intention (PCI) variable. Therefore,

the mediating role of brand loyalty (BLY) could be tested, as shown in Table 8.

Table 9 The results of the mediation analysis of the variable brand loyalty

With Brand Loyalty as a No Mediator
Mediator
Std. Std. p-value Std. Std.Beta p-value
Error  Beta (B) Error ®
4  Constant 0.205 - 0.000**  0.202 - 0.001%**
Influencer credibility (IFC) 0.026 0.140 0.001**  0.026 0.142 0.001%*
Perceived authenticity (PCA) 0.038 0.127 0.010**  0.038 0.121 0.014**
Content quality (CTQ) 0.056 0.170 0.002**  0.056 0.174 0.007%***
Engagement (EGM) 0.028 0.227 0.000**  0.028 0.231 0.007%**
Disclosure of sponsorship (DCS) 0.118 0.381 0.003**  0.054 0.267 0.001***
Brand loyalty: (BLY) 0.110 0.120 0.031**

With Mediator: Durbin-watson = 2.251, R= .655, R?= .428, F= 47.474
No Mediator: Durbin-watson = 2.247, R= .653, R?= .427, F= 56.766
* = p<.0l, ** = p<.05, * = p<.10

In testing the mediating role of the brand loyalty (BLY) variable, the researcher

compared the results of data analysis between the original and the alternative model. It was
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found that the beta coefficients of influencer characteristics (INF) and brand loyalty (BLY)
significantly decreased, while the R? value increased to a greater extent than in the original
model. According to the guidelines of Baron and Kenny (1986), if the beta coefficients decrease
significantly when the mediator is included, it can be concluded that brand loyalty (BLY) acts

as a partial mediator.

Conclusion and discussion

The study found that influencer credibility positively affected purchase intention
(H1). When influencers were perceived as credible, consumers were more likely to trust their
recommendations, which enhanced their intention to purchase the endorsed products. As
Lou and Yuan (2019) demonstrated, credible influencers were perceived as honest, reliable,
and knowledgeable. This credibility reduced the perceived risk associated with purchasing
decisions and increased consumer trust in the influencer's recommendations.

Moreover, the study hypothesized that perceived authenticity positively affected
purchase intention (H2). When influencers were perceived as authentic, they were more likely to
build strong emotional connections with their followers, enhancing consumers' willingness to
purchase the endorsed products. Perceived authenticity determined how trustworthy and
relatable an influencer was perceived to be. When consumers believed that an influencer
genuinely used and supported a product, they were more likely to trust their recommendations,
leading to higher purchase intentions. Djafarova and Rushworth (2017) highlighted that perceived
authenticity significantly impacted consumer attitudes and behaviors. An interesting observation
in this study was the relatively low beta value. This may have been because Thai consumers
might have been more accepting of commercial content and less concerned with absolute
authenticity if the influencer maintained respectful communication. This cultural tolerance
could have explained why authenticity, while significant, showed weaker predictive power.

The quality of content positively affected purchase intention (H3). When influencers
created high-quality content, it enhanced consumer engagement and interest, thereby increasing
the likelihood of purchasing the endorsed products. High-quality content fostered a loyal and
engaged following. Engaging content not only showcased the product effectively but also
reinforced the influencer's credibility and authenticity. When consumers were exposed to high-
quality content, their interest and trust in the influencer were enhanced, leading to higher
purchase intentions. The perceived value and attractiveness of the content increased the
influencer's credibility, making their recommendations more persuasive (De Veirman et al., 2017).

The research demonstrated a positive correlation between increased influencer
follower engagement and heightened purchase intention (H4). When followers engaged with
an influencer's content through likes, comments, shares, and other interactions, it strengthened
their connection with the influencer and increased their likelihood of purchasing endorsed

products. De Veirman et al. (2017) highlighted that engagement significantly influenced consumer
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behavior. High levels of engagement indicated a strong connection between influencers and
their audience, enhancing the effectiveness of marketing efforts. Engaged followers were more
likely to trust and act on the influencer's recommendations, leading to higher purchase intentions.

Moreover, the study found that openly disclosing sponsorship arrangements correlated
positively with increased purchase intention (H5). From the statistical analysis results, it was
found that this variable had the highest beta value. When influencers clearly communicated
their commercial relationships with brands, it helped mitigate potential skepticism and perceived
deception from the audience, enhancing consumer trust and credibility. The direct impact of
transparent disclosure on purchase intentions was significant. Clear disclosure helped consumers
make informed decisions, increasing their willingness to purchase the endorsed products. The
result was consistent with findings by Evans et al. (2017), who demonstrated that transparent
disclosure of sponsorship reduced consumer skepticism and enhanced trust, leading to higher
purchase intentions.

The study's findings indicated a positive correlation between purchase intention and
brand loyalty (H6). This relationship highlighted the significance of comprehending and
fostering consumer purchase intentions in developing enduring brand loyalty. Strong purchase
intentions for a brand's products frequently led to habitual buying patterns, stemming from
consumer satisfaction and positive brand experiences. Although the findings confirmed a
positive relationship between purchase intention and brand loyalty, the explanatory power of
this relationship (R? = .039) indicated that purchase intention alone accounted for only 3.9%
of the variance in brand loyalty. This limited explanatory power suggested that brand loyalty
in the context of influencer marketing was a complex, multifaceted phenomenon influenced
by numerous factors beyond purchase intention. Several additional constructs could have
enhanced the explanatory power of future models. In this study, the researchers added a test
of brand loyalty as the mediating variable and changed purchase intention to the dependent
variable. The analysis results found that when brand loyalty was introduced as a mediating
variable, partial mediation effects were observed across several influencer characteristics. The
inclusion of brand loyalty as a mediator showed that it significantly predicted purchase
intention (B = 0.120, p < 0.05), while the direct effects of influencer characteristics on purchase
intention remained significant but showed notable changes in magnitude. Additionally,
comparing the standardized beta coefficients between the two models revealed the mediation
effects. The study results were particularly interesting. Comparing the standardized beta
coefficients between the two models revealed varying mediation effects across the influencer
characteristics. Influencer credibility showed a slight decrease from B = 0.142 to B = 0.140,
indicating minimal mediation, while content quality similarly decreased from B = 0.174 to B =
0.170, demonstrating weak mediation effects. Engagement displayed minimal change from B =
0.231 to B = 0.227, suggesting limited mediation. Interestingly, perceived authenticity showed a

marginal increase from B = 0.121 to B = 0.127, and disclosure of sponsorship demonstrated a
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substantial increase from B = 0.267 to B = 0.381. Both increases suggested suppression effects
rather than traditional mediation, where the inclusion of brand loyalty actually strengthened
rather than diminished the direct relationships between these variables and purchase
intention.

Research Contributions

The theoretical contribution of this study lies in its comparative analysis of two competing
causal models regarding the relationship between purchase intention and brand loyalty.
The first model, srounded in traditional marketing theory, posits that purchase intention leads
to brand loyalty a sequence commonly assumed in classic consumer behavior frameworks. In
contrast, the second model proposes a reverse causality, suggesting that brand loyalty
precedes and drives purchase intention. This empirical investigation offers new insight into the
directionality of the relationship between these two constructs, which has often been treated
as unidirectional in previous literature.

By statistically testing and comparing both models, the study provides compelling
evidence that the alternative model, in which brand loyalty influences purchase intention,
demonstrates stronger explanatory power (R? = .463) compared to the original model (R? = .039).
This finding aligns with emerging views in the literature (e.g., Chaudhuri & Holbrook, 2001) that
consider brand loyalty as a driver of future behavioral intentions.

Moreover, the study highlights how influencer characteristics affect consumer behavior
through two interrelated paths: (1) a direct effect on purchase intention and (2) an indirect
effect via brand loyalty. Notably, the study identifies that brand loyalty may also act as a
suppressor, particularly in the context of transparency (e.g., sponsorship disclosure), where its
inclusion in the model increases the effect size rather than reducing it. This adds complexity to
traditional mediation theory, especially the framework of Baron and Kenny (1986), by revealing
that mediators in digital environments may sometimes strengthen, rather than attenuate,
direct effects.

Managerial contribution

Managers and marketers can leverage this study’s insights to strengthen their influencer
marketing strategies. By focusing on the following components, they can develop more effective
campaigns.

Prioritize Transparency in Sponsorship Disclosure (B = 0.267): First, Transparent
sponsorship disclosure was the strongest predictor of purchase intentions. Managers must
ensure influencers clearly disclose brand partnerships to reduce skepticism, build trust, and
drive informed consumer decisions.

Focus on Audience Engagement Strategies (B = 0.231): Marketers should select
influencers with high engagement rates (likes, comments, shares) to strengthen consumer

connections and boost purchase intent.
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Invest in High-Quality Content Creation (B = 0.174): Brands should collaborate with
influencers to produce visually appealing, relevant, and consistent content that enhances
product appeal and influencer credibility.

Establish Influencer Credibility (B = 0.142): Partnering with trustworthy, knowledgeable
influencers reduced perceived purchase risk and increased consumer confidence in product
recommendations.

Maintain Authentic Communication (B = 0.121): Though less impactful, authenticity
remained valuable for emotional connections. Marketers should encourage genuine, relatable
communication without heavy resource allocation.

Limitations and Directions for future research

This study, while offering valuable insights into the influence of social media influencers
on consumer behavior, is not without limitations. First, the current model's R? of .427 suggests
that other important variables remain unexplored. Researchers should examine factors such
as consumer involvement, product category effects, social identity, parasocial relationships
with influencers, and cultural values to develop more comprehensive models that better
explain variance in purchase intentions and brand loyalty.

Second, this research is based exclusively on data from Thai online consumers,
whose behavior is shaped by unique cultural factors such as high levels of collectivism,
relational trust, and a generally positive attitude toward sponsored content. These cultural
characteristics may lead to consumer responses that differ from those in more individualistic
cultures, such as those in many Western countries. Therefore, caution should be exercised
when applying these findings to other cultural settings, and cross-cultural comparative studies

are recommended to enhance the external validity of the results.
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Abstract

Purpose - This study aims to develop an application that enhances efficiency and reduces
costs in the warehouse management of ABC Transportation Co., Ltd. At present, the company is
facing delays and redundant work processes due to its reliance on manual inventory counting.
This outdated method has resulted in frequent errors and operational delays, leading to
employee overload and negatively impacting the company’s delivery efficiency. To address
these issues, the study proposes the development of an application designed to analyze and
store warehouse data systematically.

Design/Methodology/Approach - Design/methodology/approach A Participatory Action Research
(PAR) design was adopted, integrating the ECRS method and Flow Process Chart. The research
proceeded through four stages: (1) tool design, (2) baseline data collection, (3) application
development and installation, and (4) post-installation data collection.

Findings - Prior to implementation, total process time averaged 565 minutes and travel distance
5,026 metres, generating overtime costs that exceeded legal limits (= THB 609 per work cycle).
After implementation, total process time fell to 230.5 minutes (-59.2 %) and travel distance

to 2,470 metres (-50.68 %).
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Research Limitations - Because the study was confined to a single, self-operated warehouse,
the efficiency gains may not generalise to third-party logistics hubs, e-commerce fulfilment
centres, or facilities subject to different labour regulations. Efficiency was also operationalised
with only three quantitative indicators total process time, in-warehouse travel distance, and
overtime cost. Future research should include additional metrics such as inventory-accuracy
rates, order-picking errors, and stock-out frequency to provide a more holistic assessment.
Managerial Implications - Managers should adopt warehouse applications to reduce time,
distance, and labor costs while improving operational accuracy. The application should also
be designed to align with the specific workflows of each activity and consider the skills and
expertise of the personnel involved.

Originality/Value - The study demonstrates how a PAR framework combined with ECRS
(Eliminate, Combine, Rearrange and Simplify) and Flow Process Chart can serve as a systematic,
design-oriented protocol for developing a warehouse-management application, covering process
mapping, prototyping, pilot testing, and empirical validation. Whereas previous literature is
dominated by engineering case studies, this work directly integrates app-development methodology

into a logistics context, thereby filling a notable gap in the field

Keywords: Application, Goods Receipt Procedures, Picking Procedures, ECRS, Flow Process Chart
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