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Abstract

This research focuses on analyzing the efficiency of the model in forecasting retail
sales in Thailand. It enables the forecast results to be effectively applied to business strategy
planning that leads to important guidelines for researchers and entrepreneurs in selecting the
most efficient forecasting model using the Long Short-Term Memory, Gradient Boosting Machines
and Random Forest models. The work process is divided into 4 parts. Part 1: Data collection,
Part 2: Data cleaning, Part 3: Data analysis, and Part 4: Model evaluation. This work uses data
from the Data.go.th database, which contains 7 attributes and 50,219 rows. The results of the
research have revealed that the evaluation of the efficiency of the model used in forecasting
retail sales in Thailand with the highest efficiency is LSTM, which can indicate the most accurate
forecasting ability with an R-squared value of 0.90. Importantly, LSTM is recognized as the most
efficient in predicting retail sales. The second place is GBM which can indicate accurate

forecasting efficiency with an R-squared value of 0.89 and the third place is RF which can

indicate accurate forecasting efficiency with an R-squared value of 0.88, respectively.

Keywords: Comparison, Forecasting, Retail Sales, Machine Learning
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Abstract

This study investigates the factors influencing the readiness of Small and Medium
Enterprises (SMEs) in Oudomxay Province, for the digital transformation. A structured questionnaire
was used as a research tool to collect data from 250 SMEs selected through quota sampling
across manufacturing, trade, and service sectors. The analysis employed both descriptive
statistics and inferential techniques to assess internal and external readiness factors.

The results indicate that the internal organizational factors, particularly digital capability,
operational processes, and leadership, play a critical role in shaping readiness. In contrast,
customer experience exhibits a significant negative impact, while business models and
government supports have limited influence. These findings highlight the need to strengthen
digital competencies and internal resources within SMEs to improve their ability to adopt digital
technologies. The study offers actionable insights for policymakers and development agencies
to design targeted support strategies that promote sustainable digital transformation in regional

economies.

Keywords: Readiness of SMEs, Digital Transformation, Digital, Digital Economy of Lao PDR, Small

and Medium Enterprises in Lao PDR, Oudomxay Province

Introduction

Technological advancements in the
digital age have rapidly transformed the world
and play a crucial role in boosting the global
economy. Information and communications
technology enable seamless communication
at all levels, from individuals and companies
to entire nations. Technology has significantly
transformed various aspects of global

Society, including communications, trade,

manufacturing, and economic development.
International cooperation supports and
promotes the continuous growth of the
digital economy Ministry of Technology and
Communications, Lao PDR (2021)

The Lao People’s Democratic Republic
(Lao PDR), with a population of 7.69 million,
possesses significant geographic, natural, and
environmental advantages. The country has

strong potential in energy, agriculture, tourism,
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and land transportation, contributing to
economic growth and competitiveness.
To promote economic development and
service delivery, the government has imple-
mented comprehensive policies and initiated
various projects to facilitate the transition of
services to digital platforms. These strategic
efforts encompass the development of digital
infrastructure, fostering innovation within the
digital business sector, and enhancing digital
competencies across commerce-related
fields. Furthermore, The Lao government is
strengthening cooperation with developed
nations, playing a pivotal role in advancing the
country’s digital development agenda (Bank
of Lao PDR, 2023).

Oudomxay Province, situated in the
upper northern central region of Laos,
covers an area of 15,370 square kilometers,
representing 6.5% of the country’s total land
area. According to 2022 data, the province
has a population of 365,713 residents. The
provincial economy comprises 6,014 Small
and Medium Enterprises (SMEs), distributed
across manufacturing (2,016), trade (2,026), and
service (1,972) sectors. The province registered
a Gross Domestic Product (GDP) growth rate
of 4.75%, with an average per capita income
of USD 1,351. Oudomxay is recognized as an
economically promising province due to its
strategic location, which connects four Northern
provinces of Laos and serves as a central
hub linking neighboring countries including
Thailand, Vietnam, Myanmar, and China.
Additionally, the province benefits from the

presence of a high-speed railway station. These

factors collectively position Oudomxay as
a province with robust economic potential
in terms of both domestic and foreign trade
and investment. Recently, Oudomxay was
approved for a modern city development
project by Thailand’s Amata Corporation (Lao
Statistics Bureau, 2024).

Data from the Ministry of Industry and
Commerce (2023) reveal that the majority
of SMEs in Oudomxay Province continue to
operate as family-run businesses with informal
management systems and limited digital
technology integration. This situation creates
significant constraints in product and service
development, thereby impeding their ability
to compete effectively in regional and global
markets. These challenges underscore the
importance of adopting digital technologies
to enhance operational efficiency and market
competitiveness.

However, there is limited empirical
research focusing specifically on the digital
transformation readiness of SMEs in Oudomxay
Province, despite its strategic position and
economic potential. Existing studies tend to
generalize SME challenges at the national
level or focus on larger urban centers, neglecting
provincial contexts where infrastructure, digital
literacy, and policy implementation may differ
significantly. This gap highlights a critical need to
explore context-specific barriers and enablers
of digital adoption among SMEs in Oudomxay.

Therefore, this study aims to answer the
following research questions: 1) What factors
influence the digital readiness of SMEs in

Oudomxay Province? and 2) How can
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government and local stakeholders support
SMEs in overcoming digital transformation
challenges?

In alignment with government policies
and to strengthen the overall potential of SMEs
in Oudomxay, it is imperative to enable these
enterprises to produce goods and services
efficiently. This approach will facilitate progress
toward self-reliance and reduce dependence
on imported goods. The adoption of digital
technology in business operations is thus both
vital and essential.

Recognizing these challenges, this
study investigates the factors influencing
SMEs readiness for the digital transformation
in Oudomxay Province. The findings aim to
fill the identified research gap and provide
evidence-based guidance for SME operators
and government authorities. The study
contributes to designing more effective digital
transformation strategies that enhance
competitiveness and promote long-term
economic sustainability in regional Lao

provinces.

Objective

This study aims to identify and analyze
the factors influencing the readiness of SMEs
in Oudomxay Province, Lao PDR, for the digital

transformation.

Literature Review

Digital Transformation

The digital transformation in organizations
refers to the process of improving operations

by integrating technology. As defined by Price

WaterhouseCoopers International Limited
[PwC] (2015) in their study “Building Your Digital
DNA: Digital Transformation in Progress” digital
transformation involves applying digital business
models and operations within an organization
to meet the increasing demands of consumers
and external factors. PwC offers a framework
to help organizations understand the gap
between their current state and the digital needs
required to enhance strategic capabilities. The
framework identifies five critical aspects that
guide successful digital transformation. These
aspects are explained below to clarify the
connection to organizational readiness.

1. Strategy and Leadership: Having
a clear vision and strategy for digital transfor-
mation, supported by strong leadership and
effective communication is critical.

2. Customer Engagement: Using
appropriate methods to understand and
communicate with customers in the digital
environment ensures successful customer
interaction.

3. Products and Services: Developing
and managing products and services that
align with market demands while improving
efficiency is essential.

4. Organization and Talent: Skilled
personnel with relevant expertise and
knowledge are necessary to support the
organization’s vision and operations.

5. Digital Operations: Implementing
the right processes, controls, and digital tech-
nologies enhances organizational efficiency.

These five dimensions are widely appli-

cable to both public and private organizations
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and are frequently used in SME digital
transformation frameworks.

A study by the MIT Sloan Center (2011),
titled “Digital Transformation: A Roadmap for
Billion Dollar Organization”, involved interviews
with companies focusing on digital transfor-
mation. The study highlighted three critical

areas for successful digital transformation:

Customer experience, operational processes,
and business models. Each of these areas is
supported by digital capabilities such as data
analytics, IT systems and leadership structures.
Additionally, the study emphasized digital
capability as a foundational enabler, driving

the transformation of these key areas.

Customer

Experience

Operational

Processes

Business
Model

Digitally modified business

Customer understanding
® Analytics-based segmentations

® Socially informed knowledge

Process digitization

® Performance improvement

® New features

® Product/service augmentation
® Transitioning physical to digital

® Digital wrappers

Top line growth
® Digitally enhanced selling
® Predictive marketing

® Streamlined customer processes

Worker enablement
® \Working anywhere anytime
® Broader and fester communication

® Community knowledge sharing

Digital globalization
® Digital products

® Reshaping organizational boundaries

Customer touch points

® Customer service

Performance management

Digital globalization

® (Cross channel coherence

® Self service

® Operational transparency

® Data-driven decision-making

® Enterprise Integration

® Redistribution decision authority

® Shared digital services

® Unified Data & Processes
® Analytic Capability

Digital Capabilities

® Business & IT Integration

® Solution Delivery

Figure 1 Building Blocks of the Digital

Source: Capgemini Consulting/MIT (2011)

Kaewchote (2022) conducted a study
on the factors influencing the digital transfor-
mation of the Office of the Attorney General.
The objective of the study was to examine
the factors that affect the office’s transition
to becoming a digital organization. The Study
used a mixed-method approach, integrating

quantitative and qualitative research.

Data was collected through semi-
structured interviews, with a quantitative
sample of 45 participants and a qualitative
sample of 7 participants. The study found that
organizational leadership, staff, and technology
factors significantly impacted the digital
transformation of the Office of the Attorney

General.
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Pirom (2023) conducted a study on
the factors influencing the readiness of
SMEs in Chiang Mai Province for the digital

business transformation. The objective was to

Independent Variables

Strategy and leadership
Customer experience
Operational processes
Business model

Digital capability

o LA WD e

Government support

—

investigate the factors affecting the readiness
of SMEs in Chiang Mai to undergo digital

transformation.

Dependent Variables

Factors effecting readiness of small
and medium size enterprises in
Oudomxay Province, Lao PDR,

towards digital transformation

Figure 2 Conceptual Framework

Data were collected through question-
naires from a sample of 400 participants,
categorized into sectors of manufacturing,
trade and services. The statistical analysis
methods used were descriptive and inferential
statistics. The study found that strategy and
leadership, business model and digital capability
factors significantly influenced the readiness
of SMEs for the digital transformation.

Therefore, the initial focus on leveraging
existing organizational strengths in digital
capability emerges as a key priority.
Based on the theoretical foundations and
a comprehensive review of the literature on
digital transformation, this perspective informs
the development of the research conceptual
framework, as illustrated in Figure 2.

Building on these insights, this study

examines 6 factors that are strategy and

leadership, customer experience operational
processes, business model, digital capability,
and government support to understand their
impact on the readiness of SMEs in Oudomxay
Province, Lao PDR, for digital transformation.

Theoretical Frameworks (RBV and TOE)
To strengthen the theoretical foundation of
this study, two widely accepted frameworks
are applied: The Resource-Based View (RBV)
and the Technology-Organization-Environment
(TOE) framework. The RBV explains how firms
gain competitive advantage by developing
valuable internal resources, such as digital
infrastructure, skilled personnel, and leadership
(Barney, 2001). The TOE framework complements
this view by identifying three critical dimensions
influencing technology adoption: Technological
context (e.g., availability of digital tools),

organizational context (e.g., leadership, strategy),
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and environmental context (e.g., market
pressure, government policy) (Angeles, 2012).
These frameworks help explain how internal
and external factors shape SME readiness for

digital transformation.

Methodology

This study surveyed 250 SMEs in Oudomxay
Province, Lao PDR, with the sample size based
on Sudman’s (1976) guideline recommending
200-500 participants for local-level research. To
ensure balanced sectoral representation, the
sample was drawn from the total population
of 6,014 SMEs comprising 2,016 in manufacturing,
2,026 in trade, and 1,972 in services using
non-probability quota sampling. Approximately
83 firms were selected from each sector.
Respondents included owners, general
managers, or directors responsible for strategic
and operational decisions, making them
appropriate informants for assessing digital
transformation readiness.

Quota sampling involves dividing the
population into predefined subgroups and
selecting a proportional number of samples
from each group. In this study, approximately
83 SMEs were selected from each sector.
Respondents were chosen based on their
roles as owners, general managers, or directors
who are responsible for making strategic and
operational decisions within their organizations.

The primary data collection instrument
was a structured questionnaire developed
based on a comprehensive review of the
literature. The questionnaire was divided into

four Section:

1. General Business Information (8
items), Type of business organization, Business
sector, Length of operation, Number of
employees, Monthly sales revenue, Value of
fixed assets, Current customer market, and
plans for international expansion.

2. Digital readiness (8 items), using a
5-point Likert scale to assess each firm’s
self-reported level of digital preparedness;

3. Six influencing factors, each assessed
with multiple items strategy and leadership
(5 items), customer experience (5 items),
operational processes (5 items), business model
(5 items), digital capability (5 items), and
government support (5 items); and (5) Open-
ended suggestions for digital development.

Example questionnaire items include:
“Our business has a clearly defined digital
strategy”, “We interact with customers via
digital platforms”, and “We use digital tools
to manage inventory and logistics”.

Before full deployment, the questionnaire
underwent a pilot test involving 30 SMEs
from a neighboring province with similar
characteristics. Based on the pilot feedback,
minor wording adjustments were made to
enhance clarity. The internal consistency
of the instrument was evaluated using
Cronbach’s alpha, with results ranging from
0.76 to 0.89 across the six constructs, indicating
acceptable to high reliability. The final survey
was administered in person by trained
enumerators to ensure understanding and
reduce response bias, especially in cases

where digital literacy may have been limited.
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The study employed both descriptive
and inferential statistical methods to analyze
the data. Descriptive statistics, including mean
and standard deviation, were calculated to
summarize the data, providing an overview of
SME characteristics and the ratings of factors
influencing digital transformation readiness.

Inferential statistics were used to
explore relationships and differences within
the data. Multiple regression analysis was
conducted to evaluate the relationship
between the 6 independent variables
strategies and leadership, customer experience,
operational processes, business model, digital
capability, and government support and the
dependent variable, digital transformation
readiness.

Independent samples t-tests were
performed to compare differences across
various groups, such as business sectors
(manufacturing, trade, service) or enterprise
size, enterprise sizes, enabling a deeper
understanding of the factors affecting digital

transformation readiness.

Results

The majority of SMEs in Oudomxay
Province operate as sole proprietorships
within the trading sector. Most businesses
have been in a strong focus on operation for
6-10 years, employ between 6 and 50 workers,
and generate monthly revenues exceeding
300,000 Baht, with fixed asset values typically
ranging from 3,000,001 to 12,000,000 Baht.
These enterprises primarily focus on the
domestic market, with limited plans for

international expansion.

Ratings for factors influencing digital
transformation readiness varied across
constructs, customer experience received the
highest average rating (X = 3.63) indicating
a strong focus on customer interaction,
strategy and leadership (X = 3.22), business
model (X = 3.12), operational processes (X
= (3.01), and digital capability (X = 2.73) were
all rated at moderate levels. Government
support received the lowest rating (X = 2.06),
suggesting limited external support for digital
initiative. Overall readiness was rated at a
moderate level (X = 2.97).

Among the factors affecting readiness
digital capability emerged as the most significant
predictor (B = 0.459, p < 0.01), followed by
operational processes (f = 0.319, p < 0.01) and
strategy and leadership (B = 0.176, p < 0.01).
Customer experience exhibited a significant
but negative impact on readiness (f = -0.136,
p < 0.01), while the business model (B = 0.109,
p = 0.061) and government support (3 = 0.002,
p = 0.962) did not show significant effects.
The overall model demonstrated strong
explanatory power, with an R? value of 0.724,
indicating that 72.4% of the variance in digital
transformation Readiness could be attributed
to independent variables.

To ensure the reliability of these results,
regression assumptions were tested. VIF values
ranged from 1.209 to 2.939, confirming no
multicollinearity. Linearity and homoscedasti-
city were verified through residual plots,
and residuals were approximately normally
distributed. These results support the validity

of the regression analysis.
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Discussion

The strategy and leadership factor
significantly influenced the readiness for the
digital transformation, this aligns with the TOE
framework, which highlights organizational
context such as leadership capacity and internal
strategy as key enablers of technology adoption.
Additionally, the Resource Based View (RBV)
supports this finding by emphasizing leadership
and managerial capability as internal resources
that can be strategically leveraged for digital
innovation (Barney, 2001).

Specifically, this finding supports PwC’s
(2015) assertion that having a clear digital
strategy, strong leadership, and effective
internal communication enhances transfor-
mation readiness.

In contrast, customer experience exhibited
a significant but negative impact on readiness,
while this is unexpected, it reflects the possibility
that SMEs in Oudomxay rely on basic or surface
level digital customer tools such as Facebook
pages or messaging apps without integrated
Customer Relationship Management (CRM)
systems or data analytics. This may frustrate
customers or fail to meet evolving expectations.
This finding supports PricewaterhouseCoopers
International Limited (PwC, 2015) insight that
digital customer engagement requires not just
presence but depth through personalized
services and omnichannel platforms.

From a TOE perspective, this suggests
that although the technological tools may be
available, the organizational capacity or envi-
ronmental pressure to adopt more advanced

systems may be insufficient in this context.

Operational processes were found to
positively influence readiness. This supports
PricewaterhouseCoopers International Limited
(PwC, 2015) emphasis on integrating digital
tools into workflows to improve efficiency,
reduce human error, and support real-time
operations. From the TOE model, this reflects
how both the “technology” (tools) and
“organization” (process redesign) dimensions
jointly affect readiness. SMEs that can digitize
inventory control, billing, or logistics tend to
be better prepared for transformation.

The business model factor did not have
a statistically significant effect on readiness.
This may be due to the traditional nature
of many SMEs in Oudomxay, which are
family-run with limited innovation and formal
restructuring. Although not significant, the
variable was retained in the model for
theoretical completeness, as it remains a key
element in digital transformation frameworks.

Digital capability was the strongest
contributor to readiness. This aligns with
PricewaterhouseCoopers International Limited
(PwC, 2015) findings that emphasize digital
literacy, infrastructure, and access to tools as
the backbone of digital transformation. RBV
theory strongly supports this, identifying IT
knowledge and digital skills as strategic
resources that give firms a sustainable
competitive advantage.

Similarly, government support had no
significant impact despite national-level digital
policies. A likely reason is that many SMEs lack
access to or awareness of these programs due

to administrative and communication gaps.

HIUMITUTOIANAINAIN TC (NFUT 2) v sy BeransuaydsALmans



24 Panyapiwat Journal Vol. 17 No. 3 September-December 2025

Nevertheless, the variable was included to
reflect its relevance in prior studies and ensure

model transparency. Addressing this gap could

involve improving communication, simplifying
access to incentives, and localizing support

programs. (Table 1)

Table 1 The Relationship Between Factors Affecting the Readiness of Small and Medium

Enterprises in Oudomxay Province, Lao PDR, for Digital Transformation Overall.

Factors Effecting Readiness

Overall Readiness for Digital Transformation

Towards Digital Transformation B Beta t Sig. r r2
1. Strategy and leadership 0.173  0.176 3545  0.000**
2. Customer experience -0.153  -0.136  -2.757  0.006**
3. Operational processes 0.281 0.319 5484  0.000**
0.851 0.724

4. Business model 0.112  0.109 1.884  0.061

5. Digital capability 0.459  0.457  9.037  0.000**
6. Government support 0.002  0.002 0.048 0962

Remarks: Operational processes and leadership play a central role in determining readiness

Conclusions

This study investigates the factors
influencing the readiness of SMEs in Oudomxay
Province, Lao PDR, for the digital transforma-
tion.

The findings reveal that internal
capability External support mechanisms such
as government initiatives were less impactful.
SMEs with foundational digital tools and
skills are better positioned to respond to
operational challenges and market dynamics.
This reinforces the need to strengthen internal
resources and digital competencies, particularly
among SMEs in provincial areas. Well designed
and digitized operational processes help SMEs
improve efficiency, reduce human error and
respond flexibly to shifting customer and

market needs. This finding aligns with the TOE

13

framework’s “technology” and “organization”
dimensions, where innovation in operations
directly affects digital preparedness.
Similarly, strong leadership was found
to be a foundational enabler of change,
consistent with the Resource Based View (RBY),
which recognizes managerial competence
as a core strategic asset in transformation
efforts. Strategy and leadership (3 = 0.176) play
an essential role in driving digita transformation.
Leaders with a clear vision and alignment
with government policies can effectively
guide their organizations through this process.
Strong leadership ensures that strategic goals
are communicated clearly and implemented
effectively across all organizational levels.
Customer experience showed a negative

relationship with readiness, likely due to
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SMEs’ reliance on basic digital channels
(e.g., social media) without full integration into
CRM or analytics systems. This reveals a gap
between surface level digital adoption and
deep engagement strategies.

Meanwhile, business model and govern-
ment support did not significantly influence
readiness. These results challenge prior
literature but reflect the localized context
of Oudomxay, where traditional business
practices and limited access to policy incen-
tives persist. This suggests that simply having
policies in place is insufficient without tailored,
SME accessible support structures. From a
theoretical standpoint, this study extends
the TOE framework by demonstrating that
in emerging economies like Lao PDR, the
“organization” dimension especially internal
leadership and capability can outweigh
the influence of the “environment” (e.g.,
government support).

It also contributes to RBV literature by
showing that SMEs’ intangible resources such
as IT knowledge, leadership, and digital con-
fidence are decisive factors in transformation
readiness. For SMEs owner and manager, study
highlights the urgency of investing in digital
training and internal capability development.
Government agencies should focus less on
(one-size-fits-all) digital policy and more on
localized, hands-on support (e.g., training
centers, funding for small upgrades). Industry
groups and development partners can also
play a role in bridging knowledge gaps by
creating sector specific transformation

roadmaps for SMEs in rural provinces.

This study focuses exclusively on the
readiness of SMEs in Oudomxay Province,
which may limit the generalizability of the
findings to other provinces or national-level
trends. The study also examines only six
variables, and other important factors such
as digital culture, access to finance, or sector-
specific dynamics were not included.

Moreover, the use of non-probability
quota sampling, while practical, may not fully
capture all types of SMEs.

Future research should broaden
geographic coverage and include additional
variables such as cultural and financial
readiness to provide a more comprehensive
model of SMEs transformation.

In summary, this study emphasizes the
importance of digital capability, operational
processes, and strategic leadership in preparing
SMEs for the digital transformation to move
forward. Policymakers and business leaders
must work together to create enabling building
both internal SMEs capacity and external
support systems.

These insights are especially urgent for
developing regions where SMEs are central
to local economic resilience but often under

resourced in digital adoption.

Recommendations
Suggestions from the research findings:
1. Digital Capability: This study found
that SMEs in Oudomxay Province have a
good foundational ability to apply digital
technologies in their business operations.

However, to cope with the rapidly increasing
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competition in the digital era, SMEs must
enhance their preparedness in several areas.
They should focus on improving the digital
skills of their personnel by providing training
on more complex software and digital tools
for data management, analysis and the use of
modern communication systems within their
businesses. Improving these skills will enable
employees to utilize technology more
effectively, enhance their work performance
and help the business respond quickly to
market changes. Moreover, SMEs should
expand their use of digital technologies
from basic tools to more advanced systems,
such as automation, to reduce human errors
and increase operational speed. Implementing
data analytics will also enable businesses
to collect and analyze data for more
accurate and quicker strategic decision-
making. Additionally, SMEs should collaborate
with government agencies and related
organizations to increase their digital develop-
ment opportunities, such as participating
in government-supported programs, attending
digital training, or accessing low-interest
funds for technology investments. These
collaborations will help businesses gain
knowledge and digital skills while reducing
the costs of investing in new technologies.

2. Operational Processes: SMEs should
develop and improve their workflows to
be clearer and more efficient by integrating
modern technologies and tools to assist
in management and reduce complexity.
For example, implementing software or

automation systems such as Customer

Relationship Management (CRM) or Enterprise
Resource Planning (ERP) systems can enhance
workflow agility, reduce operational errors
and improve internal management efficiency.
Additionally, utilizing automation systems for
tasks like data processing, order management,
and report generation can alleviate manual
workloads and increase accuracy in business
operations. Simultaneously, developing
employees’ digital knowledge, skills, and
capabilities is crucial for enhancing operational
efficiency. Regular performance evaluations
should be conducted to analyze and review
workflows, addressing and improving
any identified issues to achieve greater
effectiveness. By focusing on these areas,
SMEs can enhance their operational processes,
leading to improved productivity and
competitiveness in the digital era.

3. Strategy and Leadership Executives
or organizational leaders should develop a
clear vision and mission that align with the
government’s digital economy policy. Having
a well-defined vision and mission is crucial
for setting the direction and goals of the
organization, preparing it to adapt and grow
in the digital era. The vision should serve as
an inspiring, clear guide that helps everyone
understand the organization’s overarching
goals, while the mission acts as a framework
for operations, ensuring that all members
follow a unified path. Aligning with the digital
economy policy also enhances a business’s
ability to compete in the market by embracing
new technologies and innovations, which play

a pivotal role in this era.
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Leaders should develop both short-term
and long-term strategic plans, considering
flexibility and responsiveness to technological
changes as well as future market demands.
Short-term strategies should focus on quick
adaptation to current challenges, while
long-term strategies should aim to build a
solid foundation and ensure sustainability.
It is also crucial to communicate these
strategic plans and goals to all employees
clearly and provide opportunities for questions
and suggestions. This ensures that everyone
feels involved and understands their role in
executing the plan.

Leaders should set an example by
supporting change and encouraging employees
to share their opinions and propose new
ideas. This fosters a sense of ownership among
employees in the organizational change
process, which in turn enhances a collabora-
tive and unified atmosphere, driving
the organization toward the successful
transformation.

Furthermore, leaders should be open
to learning and continuously adapting to new
trends. A good leader must stay updated
on technological and market changes
by actively studying and following new
developments that could impact the business.
Leaders should seek ways to integrate new
technologies and capitalize on opportunities
arising from change to create innovations for
the business. Embracing new ideas and
committing to ongoing learning allows leaders

to guide the organization forward in line with

the times, while maintaining competitiveness
in the market effectively.

4. Customer Experience: The study
results showed a negative Beta value, indicating
that as customer experience increases, the
readiness for digital transformation may
decrease. Therefore, SMEs should recognize
the importance of providing services that
effectively meet customer needs to create
a positive experience and support digital
transformation. For instance, implementing
automatic response systems such as chatbots
can help quickly answer basic questions about
products, services or common issues, reducing
the burden on customer service teams and
enabling communication with customers
24 hours. Using chatbots also helps create a
seamless experience and saves customer’s
time. Moreover, SMEs should develop digital
after-sales services, such as real-time order
tracking, technical support, or problem
resolution through online platforms. This allows
customers to fee continuously cared for and
give them the ability to monitor the company’s
operations independently. High-quality digital
after-sales services also help build customer
trust and satisfaction. In addition, SMEs should
implement an online feedback system to
regularly collect customer satisfaction data
and suggestions, which can be used to analyze
and improve products and services to better
meet customer needs. Utilizing customer
analytic tools can help SMEs gain clearer
insights into customer behavior and purchasing

trends, allowing them to adjust marketing
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strategies to better align with market demands.  improve, ultimately fostering long-term trust and
Listening to customer feedback demonstrates  satisfaction.

attentiveness and a willingness to continuously
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Usgnaufuuszaney Tugueudoomsialddedeuiragdunafunsllaiasmu drfunuided
allinquszasdiiie 1) a¥1aunugsia Business Model Canvas LilauU3msdnnisszuuansauma
Uuﬁulsziﬁt,ﬁamiaﬁmmuﬁuaaﬁqmwﬁamm (307 2) uazsualinguveInIAgIng usnislun
Famdauuny3 2) Uszendldunugsia Business Model Canvas fuszuuansaumauuivlediile
miaﬁﬂimumawmwgﬁlmm (nf) 2) waruadAsUIeINIAgIna viMstuwaiminuunys uay
3) LﬁaﬂizLﬁumaﬂ’liﬂizqﬂmﬁlﬁmuﬁﬁﬁ% Business Model Canvas fuszuuansaumneauuiiulediiie
ﬂ'ﬁaﬁmmumaa"qmulﬁamm (Tnf) 2) warFuadnsuveIn1AgINY UINIsluwnswiauunys lng
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Boows (0 2) uazmuanudesntsussuvesznountsluafmiauunyd vlElaiuled
https://jobwatku2.com/ WEAATETusInasuRe 5 (5 Force Model) uaugew wm3ng (Ansoff's
Matrix) WRmuA (Value Chain) vesszuvatsaumauuiulsfinisasinsnuvesgurudosms (3of 2)
uazfuarinsuveanagsisuimsludmimunys whniwadnslfinadausugsia Business Model
Canvas TessvuvasaumaAuuiuleinsainsnuresgusuwdeams (nf 2) uazdvatasaiuyes
AAgsia Uimstudmrinuumys shlsild 1) unugsia Business Model Canvas fiusznausne 9 Aanssy
fio 1.1) naugndn 1.2) auAdiviiaue 1.3) Yownadnisgndn 1.4) seduiudiugnd 1.5) suuuy
¥os716ld 1.6) ninensiiil 1.7) srundnivih 1.8) siusfingvan way 1.9) dunu 2) Tnsuszgndld
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Han15Uszendly Business Model Canvas wu31 virliuszanasuilldanuiules https:/jobwatku2.com/
HauiuazdselaiuTy 21.13%

ANENALY: YUYULDRDINT LERnAT TTAUUNY3

Abstract

Due to businesses in Nonthaburi Province lack appropriate online job recruitment
sources and people in the Uea-a-torn community have relatively high expenses in traveling
to apply for jobs, this research aims to: 1) create a Business Model Canvas business plan to
manage information system on website in job applications of Uea-a-torn Community (Wat Ku
2) and job recruitment of business sector service in Nonthaburi Province; 2) apply a Business
Model Canvas business plan to the information system on website for job applications of
Uea-a-torn community (Wat Ku 2) and job recruitment of business service sector in
Nonthaburi province; and 3) evaluate the application of a Business Model Canvas business
plan to manage information system on website for job applications of Uea-a-torn community
(Wat Ku 2) and job recruitment of business service sector in Nonthaburi Province. The SWOT of
Uea-a-torn Community (Wat Ku 2) was analyzed and the results were used to create strategies
with TOWS Matrix. This resulted in a study of the website development guidelines for sourcing
and hiring labor according to the work needs of Uea-a-torn Community (Wat Ku 2) and the labor
needs of entrepreneurs in Nonthaburi Province. This resulted in the website https://jobwatku2.
com/ and an analysis of the 5 Force Model, Ansoff’s Matrix, and Value Chain of information
system on the job application website of Uea-a-torn Community (Wat Ku 2) and job recruitment
of business service sectors in Nonthaburi Province. The results were used to create a Business
Model Canvas of information system on the job application website of Uea-a-torn Community
(Wat Ku 2) and job recruitment of the business sector services in Nonthaburi province.
Consequently, the following results have been obtained: 1) Business Model Canvas consisting
of 9 activities, namely, 1.1) Customer Segments, 1.2) Value Propositions, 1.3) Channels,
1.4) Customer Relationships, 1.5) Revenue Streams, 1.6) Key Resources, 1.7) Key Activities,
1.8) Key partnerships, and 1.9) Cost Structure; 2) the BMC business plan was applied to the
information system on the website for job applications in Uea-a-torn Community (Wat Ku 2) and
job recruitment of the business sector services in Nonthaburi province covering the 9 activities
mentioned above; and 3) the results of the evaluation of the application of a Business Model
Canvas revealed that it allowed people who used the website https://jobwatku2.com/ to have

jobs and increase their income by 21.13%.

Keywords: Uea-a-torn Community, Value Chain, Nonthaburi Province
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University, 2015) R Longsheng et al. (2022)
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Abstract

The objective of this research was to examine the invariance of the causal relationship
model among factors of accounting management, information system features, information
system transparency, financial reports quality, and financial success of savings cooperatives as
classified by cooperative size. A total of 220 samples were selected from chief accountants
or equivalent positions of savings cooperatives in Thailand using the stratified random
sampling method. Multi-group analysis was used to analyze the data. The results of this research
showed that it had invariant either in its structure or its parameter in the model with different
cooperative sizes. Thus, savings cooperatives in Thailand can use the result of this research as
guidelines for utilization of accounting management, information system features, information

system transparency, and financial reports quality in improving their financial success to the

higher effectiveness level.

Keywords: Invariance, Financial Success, Savings Cooperatives
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Abstract

The objective of this research was to study the product components and brand
equity affecting customers’ repurchase intention of Chaiya salted egg products in Surat Thani
Province. This research was a quantitative research. The research population comprised 400
customers who used to buy Chaiya salted egg products in Surat Thani Province. A questionnaire
with reliability coefficient of 0.968 was used as the research tool for collecting research data.
The employed statistics for data analysis were descriptive statistics and multiple regression
analysis. The research findings revealed that the product components in terms of core product,
tangible product, augmented product and potential product significantly affected the
customers’ repurchase intention of Chaiya salted egg products at the 0.05 significance level and
it was predictable at 53.30%. Similarly, results of testing brand equity of the products revealed
that brand equity in terms of brand awareness, perceived quality, brand loyalty, and other

propriety brand assets significantly affected the customers’ repurchase intention of Chaiya salted

egg products at the 0.05 significance level and it was predictable at 69.60%.

Keywords: Product Components, Brand Equity, Repurchase Intention, Chaiya Salted Eggs
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lunsszyanuatunsalunisaiiiugsnauas
Snwnnusieiilomnsgsia eaiisteliuTou
augenv1ekarlasii N15UN1v0RRYITY
selvyd ueuideves Hellier et al. (2003)
nanafs n1sdedivesduilaa (Customer
Repurchase Intention) 1t¥un1sUsifiuaes
anfAafunisasdeduduazuiniaifety
MnusEANsnats Tnesndsfeanunsaltagi
wazanuNsnifisAntuluowian waylddne
peAvsENaUTaINISTog wasuslan 1nenis
Ainsgsiaunislassadianudn n1stedives
AuslnaUszneumerangladevan lawn annm
YoanAnSneidsdanarnaninuanelauas nauen
figndn3ud mnudusssunas Anugisssuly
n1sliusnIskagn1sdnn1slaymivesgnen Ay
flawelafignénilrendn Ausianansaifinlenia
lumsdetn eufiawelalunmeniigndniuian

nsldaundn fusididamadofununisiudsu
wAnSusiduaugadeiignédiaaiiasiniy
ynAsugliuing Snfedinisseydn anudng
sonusuAUufLUsAunasEnieaufionels
LagNTieEn Mamuaisufudsaliinaai
flalunistednaingné Flmdudn nisWaun
BIAUTENBUVDINENTTAIUANUN AN IARIAT
YaauuTUA v lindadun daiulaaieiu
wilondauwdetudisaiedydnualvesnmnin
WM A LasuusudTiRaglaumsUssuiiauay
finmdnualiiluameniuslan fuilnrasiuveu
wusus shilalunaunmusanusud uagihlga
fulalunistedn wusudasaisanuldiuzoulu
Msudedu mngnandleudesivlunusud 1ol
Audeselvditnanlunain gsisanansadniunis
sgadaunswiolulsidosnnuusudiduiiiinuas
gauSuULAT (Vungsuntitum, 2024)

[ %

CONEEREL

1. tile@nwiszduadtudnifiuiidse
DIAUTENOUVOINANA I AMAIVOILUTUA
wazauRdlatet vaagndlidulyen St
GRRICARR!

2. \ilofinwresAUsTNO UV INEN AUt
LAzANAYDINUTURTIdIHAR AN AT e e
vosgndnlunistendnfasilaifuleer Smin

GERICARR!

NUNIHITTHNTTH

29AUSZNOUVDINANA U

HARAnluiyunInsaaalllanunet
\isadswoaseusnisiiaunsausadiuldiviadu
wisdanasiignénldsudernisdnaulate
%9 Kotler uag Keller (2016) ldinauauuidn
nsuUananiumeanlumseau laun nansae
wan (Core Product) jUanwalvedndngiue
(Tangible Product) nanfawifiannnds (Expect
Product) #anfadgiaIu (Augmented Product) wae
Fnenmilienfundndas (Potential Product)
Fudunseuprudafitrgladnnisnaiadiled
AuUduLaEiiRng o vewmandaildetdnts
s laainsesuve e sfUsEnoUNER S
HrgliinnsnainausaimuINagnsKEn i
ﬁﬂiaumjuLLazaamé’aqﬁummé’mmiﬁum
Huslan

nsuesnAnfusflunduumaiazdieang
AR sduLaraulFiuTeulunsudsiuly
paafidn1sasunlatednssings seduszneu
YOINARAUY UIBLFENIT TEAUVDINARN U
Wunisfiansandsnuaudinionmua1ves
nAR S AT AR AAS g u T lunns
f1sfrundneasRAnSuifiawsaneu
Au8IANABINTTVRIUSIAALA (Ritthiruangdej,
2018)
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AAIYDILUTUA

Vungsuntitum (2024) lenanfiauuifnuay
nQufiferuAnAYeILUTUS (Brand Equity)
Jndunudfinvesuusudiiinainnisaing
Anuuanaeliiuausduauiiavsnaneanisiu;
vosfuilan uenani SildeSureiusuiiioy
yuuesvesinAniiideidsafiunisiivun
DIAUTENOUTDIAMANLUTUAT LUIAAANAIVDY
WU (Brand Equity) 9a9 Keller (2008) ﬁajuﬁu
msdeansiielviuslnafnnsFousinuyszam
dudaruinilulszaunisaivesiuilan wusud
zilpauanlafediinainnisainuidnindn
melulavesuslnales dmsuwuifnfueIred
WUSUA (Brand Equity) vad Aaker (1991) sjaitiu
fngAnssuguilaadundn (Consumer-based
Brand Equity: CBBE) lngagfiansanAmaIves
wusuAInyutesvauslna iguslnaiinaiy
deludsithnsnananielinvewansisideans
IguslaasuianuunnstaiunsiuTeuLiiey
fuuusuddy q uwnAeddnlvanevesuuTus

(% '
P

Hunguuesduninduazvilauiigniesloadiiu
wusus Tesdute dudnwel fuenwileluain
AnuaNTRANWRTwewWani e Jeanansoduaiu
vieannounnAIvaINaniuTivieuInsidise
USEN1iTognAta d1nSUBAUTENaUAMATLUTUA
(Brand Equity) m1su1Anued Aaker (1991) gjaitiu
woRnssuguslnadundn Useneude 5 du Ae
NAsEningluwusun (Brand Awareness) A4
Wesllessioiusust (Brand Associations) N33U%
D4AMAIN (Perceived Quality) Auinfsa
WUsUA (Brand Loyalty) uaz@uninddu q vos
wusua (Other Propriety Brand Assets)
anunsladfasnvosgnén
N1INUNINITIUNTINNTITIUUTELAY
Anuidlalun1sPos wasgndn (Customer Repur-
chasing Intention) 1uusziiiuiithauleegneda

Tums@nwidwusidmanevsesiuusany Ariffin
et al. (2016) I#oSursnrsslatodivosgndn
Tdumsiiyaradnauladesanadsluussniay
wanalunsinduladeniuediuuszaunisaid
N1UN1YBIgNARATAALNNTEITIgIRaNEUAYDS
gnén nsfiansanyarfsngluilefisudu
UszAnsnmuesdudnieuinisiladunduan
wazaufisnelavesgndnlasninsaudilse
safiatiy wenandl SAnwALAUYszaune]
n&ensdevesgnéuaznindnyainiagsiad
denasionisnsladotnuosgndinudn dudni
anfnlsunsatuayu audsslowifignanlésy

'
v A

wazussstae umdundouaudslatedn
veagnAegaiived Ay dunaniainnisidi
anuianelavesgnan (Ma et al., 2022) awviou
IsiitufannuaninAnvesgneniisirenissinaula
%Jasﬁgwﬁuaﬂmﬂmﬁaafmammwwﬁmﬁmmaz
Aadsglovivesnaniag gnindannaniases

ANATNNTUINITHALUSNIVEINTVIENRBNAIE

suifeafadiiunisiusesainans
N331N15938555UM 5338 lunywd Wn1Ingde
wiasugondl vl SRU-EC 2025/085 1ag
#38nsmuiuniTesi

Usensuaznguaiagng

Ainedondnsueilafulyen Fanda
arug ol Selimsrudnnuiuiveu ngusegng
Tun$39y Fadimsivuanguiieg1wINgnIves
W.G. Cochran lagfvunsedudininudosi
Yoway 95 wagszduAmuAaAAADY Souaz 5
(Cochran, 1953) lanausaeg1991nn15AUI
$1uau 384.16 fhegn TdfIermuatunn
fhognaiiBnanTiduasaignsidu 400 feths
1435n15gudlegawuuasnIn (Convenience

Sampling)
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iwsesllanlilumsiTeuazanininieTesiio
ww3esilenldlun1sideidunuvasvaiy

Y =

IelanadauauigInsaudaient 210
NIIABIAIM U 3 VU mamimaamﬂﬂ‘d

9 9

Mt 1985813 0.67-1.00 1NN

eXPp eX2p

301U 0.50 waznAdauAIALYBIUYeY
TaA10M 91U 40 AU Aungudiegneilily

1 Y 1

nauseg1uaiidnvaelndifsaiungusiogig

wuvgevauiinsnageuAtAadesiuisatiy
Wiy 0.968 druunidusiesiunuil A1Ay
WeiluvesuuuasunuiUeIAUTENOUNAN T
Winffu 0.938 AAsidesiuvesuuTaBUANIY
ARIANYBILUTUSA WAL 0.969 LazAA el
YosuvUADUANLAUANRI AT 0% 1D egN AN
Wiy 0.950 Feranisnaaeutdulmuinosi
Fsmanuidesiudiosunnnimiewindiu 0.70 4o
AalunuvgouauasainluldAudeyale
wuvaeuaw Usznoudie Teyaimluvesiney
WUUABUNY kAT TaAINILATEUARUFAILUTING,
Afosnsnagey MIsulannuvanevesrLade
AARuAAzILLLRAY 1.00-1.80 s2dutioeiign
AAzLULLRAD 1.81-2.60 sEAulion FAvuLURaY
2.61-3.40 sefuthunans AMAzLUUREY 3.41-4.20
SEAUNIN WazAATLULIRAY 4.21-5.00 SEAULN
ﬁqm (Wanichabuncha & Wanichabuncha, 2024)

nsusIvsINdaya

nfeadatidunafiununudeyauuy
ooulatl deiinsszyfnudnnsesdeudigns
AOUKUUABUNINNTITEI HRBuLUUARUN LAY
FowAnsuriiidulye fwiaarugiond wdeu
v3oli ddmeufewnsde aaztudngnismey
eandlunisiiudeya dgnaudnlily $1uau 31 au
fideldduiunsdndoyasen esndungud
Lalgndudiegna/liazainlunisnaudiniy
waziludegflunismeuwuuasuaiy §3dula
fudunisdndoyamaniioon tmndiasied

wuuAsUnIaNgEnouTiaste L fuluendii
AnuAsuiularauysaliitodinszsidoyaly
asusely

nsAATIEideya

Y

aa a

Usgnausieadmdmssan liun anud
Yovay Aady uarArdudonuuIINTgIU
La¥NITIATIEaNNITanneenan §Ideld
N13NAaeulAgIBNITILATIENNITONNRENYAN
(Multiple Regression Analysis) dieldlunis
USEUNUANNEUNUGTEWING FalUsdaseuay
FauUsany aEneutdiulslumsnedeu
AunsalUnITIAT TR MNELN UG TE NSRS
daszameaUadunseefiuesnunUsusIu
(Variance Inflation Factor: VIF) dowdunas
neaeud Fnusdaseyndazlidanuduius
futesluszdugs iledostuilymanuduiiug
meluresindswensal (Multicollinearity) Ing
NasannAtadunisuenefnveInuLlTUsu
(VIF) @oefialaiiin 10 wazA1 Tolerance
fienlysinnda 0.1 (Hair et al, 2010) dwsuen
Zero-order Correlation Coefficient finsiianlulifiu
0.8 (Stevens, 1992) HansMAgOURBUNEALNTS
WU FuUTeeAUTENOUVDINEN U9 A1 VIF BY
J¥NIN 3.797-5.782 A1 Tolerance 8g5¥NINg
0.173-0.263 WazA1 Zero-order Correlation
Coefficient ogj5eming 0.657-0.697 Fadulun
nasiivue dvfuduusamaIreaLuTud
A1 VIF 8E55%in9 3.561-5.677 A1 Tolerance o¢
3¥1I9 0.176-0.281 agA Zero-order Correla-
tion Coefficient ogj5eming 0.733-0.794 afuly
AL ATTIAAUA

NANTFITE

Hoyarhluvesneunvuasuay @il
Wumeands S1uau 261 au Anduiesay 65.3
19185¢mi19 20-37 U (Gen Y) 37u3u 235 AU
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a =

Anduioeay 58.8 finsAnwiseAuUSUNIAS

o

o

V1UIU

b

247 au Amdudesar 61.8 wawdl

[

TagUszasandnlunisdendndusiluaulyeiiie

v

SUUTENIULDY U 196 AU AnLTuSesay 49.0
AUMSUNANIT AT IEVEDANT TR AN ANAFDU

1Y

Tuusazsuds 1Wusedl

]

A151971 1 HANITAATIEAAINTINTRUATEAUAIUAARYU0I89AUTENBUVBINARAMY (Product

=1

Components) liaulyen daningsnegssnil

a9AUsENaUVBINARAMS (Product Components) X S.D. SEAU
HAnS9Iuan (Core Product) 419  0.724 dAgyaIn
sUdnwalvewdnsiue (Tangible Product) 429 0726  dfapniign
wanSumfinAn s (Expect Product) 433 0769  difanniign
WA gAY (Augmented Product) 422 0764 @ ”@uﬁﬂﬁqm
FnuamilAgaiunaninet (Potential Product) 425 0746  ddnaniian
it 426 0.690  &RguINiiga

29AUIENaUYDINEAA I

NP5 1 UanInINTIALRAYBIA
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A wansausifianns (Expect Product) (X =
4.33) sosasunlugudnvalvemadnde (Tan-
sible Product) (X = 4.29) #nenndiiierfu
HERuel (Potential Product) (X = 4.25) waw
HANATAIU (Augmented Product) (X = 4.22)
puddy wazdielrnudidyeglusgduunn
913U 1w laun nansdasivdn (Core Product)
(X = 4.19)

ANAIAYUDIDIAUTENDUVDINAA TN
Mnuuvesvesldelulssifiudenudazdiu 1y
9t FruwAnsusivdn (Core Product Attributes)
fielernuddnyanniian S8 2 Vs léun
aaAvasliiAnlvlugius Muansdiadnanwal
mﬁmuﬁﬁimLLazQﬁﬂagzywﬁmﬁusum%’w’im
a1l (X = 4.38) uay savAniduendnunl
LQ‘W’]%GH&Jﬂiiﬂ%%ﬂ’]iﬁda@wﬂmnﬂﬁ{jmﬁyﬁﬁgﬂL?m
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vodluialyen (X = 4.24) dmsulssiauigde
WiaudAyegluszauuin $1uau 3 Useihu
= o W 1 dl v ¥ U 2
Besdruanaedsunlumies laun asnsald
luaulvendudrunanluingfudiioriniuyemvis
ilisanfemsaninnisidladulaeialy X =
4.14) sosasunduFes quaAvlarunIswas
A o [ 1 ] [ a
arsewnsnandusiossnevesluaulue (919
TUSAUAMAINGS ULAATEY kazUssM) (X = 4.12)
wazUsgleviveslufulvenlunisiduayeims
dmsullenms (X = 4.09) Auanu
AugUanwalndnsiei (Tangible Product
Attributes) gaalianudifgyseauunigalunn
Usziau Toun msilieSesmnenismuasdaaneal
Nuansdlramaniuiassanlveiazn1suses
AMNMAINTININFI WY T5T (X = 4.40) 599831
I = [ 1 Aa v aa o v
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= dy v dl 1 1 —_
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areauvesusduailiulyenfinanusiuads
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NFoNwnanuwaey (X = 4.25) LazauInLay
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paddiu dmsudssiuiigdeliauddysedy
wn T 2 Uszhu fs nsdnsienisnszeu

ANUABINITYNALaEANTUTElevddmTuNIs
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A13797 2 NEaNTIATIRNMTIToYATEAUNTFUSANALUTUA (Brand Equity) Kansauelaiaulee

Janinasiugiondl
AMALUTUA (Brand Equity) X S.D. JZAU

NsnsEniingluwusun (Brand Awareness) 4.12 0.798 Susun
Audenlosseiusus (Brand Associations) 428 0740  Fusuniige
N3¥usnaRMuNIM (Perceived Quality) 426 0738  Fusundige
AMUANARBULUTUA (Brand Loyalty) 4.23 0749  Fujuniign
Aunsndau 9 veewuTUS (Other Propriety Brand Assets) 4.24 0.785  FusuNAIgn

594 423 0705  Fuiuiniiga

AMIALUTUA
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1 wdy a [V o d' o @
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umsguTann) T $ndnmgaudildluns
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Abstract

This research aims to investigate the factors influencing the pricing of condominiums
along the MRT Nakkhara Phiphat Line using the Hedonic Price Model (HPM). Secondary Data
were collected from 31 condominiums located near the MRT stations of not more than
2 kilometers which have a primary sale during 2017-2024. Multiple linear regression analysis
reveals that location-based factor shown by the condominiums located near interchange
stations has a negative impact on condominium prices at the .01 significant level. Also, structural
factors including land size and number of elevators exhibit a positive effect on condominium
prices at the .01 significant level and the number of bedrooms shows a positive effect at the

.05 significant level. Environmental factors including distance from schools and hospitals show

a negative effect on price at the .01 and .05 significant levels respectively.

Keywords: Pricing Condominium, MRT Nakkhara Phiphat Line, Hedonic Price Model
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Abstract

This study investigates the sequential effects of Environmental Knowledge (ENKD)
and Environmental Concern (ENCN) on Green Purchase Intention (GPIT), with a focus on
generational differences in the context of green products. The study examines Gen X,
Gen Y, and Gen Z through moderated mediation analysis using PROCESS Macro Model 58.
A multi-stage sampling method was used to collect data from 420 Thai consumers aged
18 to 59 years old, utilizing convenience sampling through the mall-intercept technique.
The findings reveal that younger generations exhibit higher levels of ENKD, ENCN, and GPIT
than older generations. Notably, ENCN demonstrates a significant sequential influence on GPIT,
with Generation Z and Generation Y playing a critical role in the moderated mediation model.
However, the study has some limitations, such as the use of convenience sampling, which may
limit the generalizability of the results. Additionally, factors such as socioeconomic background,
educational level, and cultural differences among generations could influence the relationships
among environmental knowledge, environmental concern, and green purchase intention. Future
studies could further investigate these factors to provide more comprehensive insights into
the dynamics of green consumer behavior. This study contributes uniquely by exploring the
sequential impact of ENCN on GPIT, addressing a gap in the literature on generational differences

in green consumer behavior.

Keywords: Environmental Knowledge, Environmental Concern, Green Purchase Intention,

Generation, Stimulus-Organism-Response Theory
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Introduction

The eco-friendly business sector has
attracted significant attention from ¢lobal
investors due to growing awareness of climate
change’s effects on human quality of life and
the global economy. This heightened concern
has spurred international discussions aimed at
finding solutions to these critical issues (The
Nation, 2023). Consequently, governments
worldwide have introduced policies
emphasizing environmental sustainability. In
Thailand, the government’s green economy
transition (Foreign Office of The Government
Public Relations Department, 2024) focuses
on two critical success factors: effective
environmental policies and robust
institutional frameworks. Cooperation among
key stakeholders—government, private sector,
and the public—is crucial to achieving this
goal (Suzuki et al., 2024).

Moreover, consumer values concerning
environmental sustainability have shifted
significantly. Today’s consumers are increasingly
environmentally conscious, which has
contributed to the widespread popularity of
the green trend. Notably, younger generations
show a greater willingness to pay premium
prices for eco-friendly products (KResearch,
2021). This evolving consumer mindset
presents a valuable business opportunity for
innovators developing sustainable solutions
(Yuan et al., 2022), which not only enhance
competitive advantage but also promote
global environmental sustainability (De Silva
et al,, 2021).

In addition to creating innovative green
solutions, effective marketing is essential for
business growth. Environmental knowledge
is critical in shaping successful marketing
strategies because it helps businesses
understand the causes of environmental
crises and engages consumers in reducing their
environmental impact, which stems largely
from human activities (Ongsakul et al., 2024).
Marketers, therefore, must educate consumers
about environmental knowledge while
simultaneously persuading them to support
eco-friendly products and services.

Environmental issues often generate
heightened environmental concern among
consumers, which may arise from various
factors, including personal or familial health
problems caused by poor environmental
conditions. For example, air pollution, such as
PM 2.5 (Rajagopalan et al., 2020), significantly
affects many age groups in Thailand. Changes
in seasonal patterns also impact Thai
agriculture, where farmers continue to rely on
predictable environmental conditions to meet
production targets. Additionally, various other
environmental circumstances trigger public
concern, which in turn influences consumer
behavior (Wang & Scrimgeour, 2023).

One key form of consumer response
is purchase intention, which occurs when
consumers assess the significance of a product
or service and commit to purchasing it (Hong
et al,, 2023). In the context of eco-friendly
products, purchase intention plays a pivotal

role in generating demand for environmentally
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sustainable goods (Zhuang et al., 2021),
thereby fostering the growth of green
businesses. However, consumer responses
are not uniform and vary across individuals,
with generational differences serving as a key
influencing factor. These variations stem from
differing environmental experiences during
formative years, alongside technological
advancements, both of which shape distinct
consumer behaviors (Ghouse et al., 2024).

This study focuses on three generational
cohorts active in the workforce—Gen Z, Gen Y,
and Gen X—representing key consumer
segments. It seeks to address the gap in
understanding how generational differences
shape the influence of environmental
knowledge as a marketing stimulus, within
the framework of the Stimulus-Organism-
Response (S-O-R) theory, in the context of
green marketing in Thailand. The research aims
to answer the following questions:

Research Question 1: How do Environ-
mental Knowledge (ENKD), Environmental
Concern (ENCN), and Green Purchase Intention
(GPIT)
consumers in Thailand?

Research Question 2: Can the S-O-R

influence one another among

theory effectively explain the green purchase
intentions of Thai consumers?
Research Question 3: How do
generational differences influence the
sequential effects of Environmental
Knowledge (ENKD) and Environmental
Concern (ENCN) on Green Purchase Intention

(GPIT) among Thai consumers?

Objectives

1. To examine the sequential effect of
ENKD and ENCN on GPIT.

2. To investigate the moderated
mediation of generation in the sequential
effect of ENKD and ENCN on GPIT.

Literature Review

The Stimulus-Organism-Response (S-O-R)
theory explains how individuals respond
differently to external stimuli based on their
internal processes, often referred to as the
“black box” of the buyer. This theory, as
developed by Mehrabian and Russell (1974)
identifies three key processes: stimulus,
organism, and response.

The S-O-R framework is particularly
relevant to the present study, which examines
marketing in the context of environmentally
friendly products. In this model, ENKD serves
as the stimulus, while ENCN acts as the
organism, representing individual variations in
concern levels. Finally, the response process
culminates in GPIT.

Differences Generational

Generational differences among
consumers significantly influence various
aspects, particularly how behavior is
expressed, often showcasing distinct
characteristics. Previous research frequently
focuses on comparing Gen Y and Gen Z,
highlighting that Gen Y tends to make more
rational and logical decisions when purchasing
products (Ghouse et al,, 2022). In contrast,

Gen Z places greater emphasis on knowledge,
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enjoyment, and promotional discounts when
making buying decisions (Agrawal, 2022).

In the context of green products,
environmental knowledge plays a critical
role in shaping Gen Z’s openness to adopting
eco-friendly products more readily than other
generations (Harmon et al., 2022). These green
products can range from food and clothing to
fashion items (Nuh et al., 2023). Regardless of
the product type, Gen Z remains the most
highly engaged cohort regarding sustainability.
On the other hand, Gen X often exhibits
more conservative behavior, leaning toward
practicality and traditional purchasing patterns.
While they are gradually becoming more
conscious of environmental issues, their
adoption of green products tends to be
slower than Gen Y and Gen Z, largely due
to the generational gap in exposure to
sustainability trends and innovations (Aiswarya
et al.,, 2024).

The Sequential Effect of ENKD, ENCN,
and GPIT

Consumer environmental knowledge
refers to an individual’s awareness of the
causes of environmental issues and their
understanding of how to mitigate or resolve
ecological problems through environmentally
responsible actions (Laheri et al., 2024).

On the other hand, environmental
concern encompasses an individual’s awareness
of environmental issues (Mishra & Kaur, 2023)
and their perception of these problems as a
significant threat to the quality of life for all
living beings (Nguyen et al., 2024). This concern

often leads to a willingness to engage in

environmental conservation efforts and to
encourage others to participate in environ-
mentally friendly activities (Chuah et al., 2020).
Green purchase intention represents an
individual’s intention to contribute positively
to the environment by fostering the demand
for eco-friendly products (Zhuang et al.,,
2021). It has been defined as a deliberate and
stepwise process that culminates in a strong
commitment to purchasing environmentally
friendly products (Nur Jamal et al., 2021),
ultimately aiming to maximize ecological
benefits (Lin et al.,, 2023) and reinforcing the
intention to engage in green purchases (Shang
et al.,, 2024).

Previous studies have demonstrated the
sequential effect of Environmental Knowledge
(ENKD), Environmental Concern (ENCN), and
Green Purchase Intention (GPIT), highlighting
the influence of both ENKD and ENCN on
GPIT. Additionally, ENKD has been shown to
impact ENCN directly. A literature review
further suggests that these variables can
contribute to sustainable consumption. Based
on these findings, the research hypotheses are
formulated as follows:

Hypothesis 1: ENKD has a significant
influence on GPIT.

Hypothesis 2: ENKD has a significant
influence on ENCN.

Hypothesis 3: ENCN has a significant
influence on GPIT.

Moderated Mediation Role of Genera-
tion

Based on Ghouse et al. (2024), consumers

from Generation Y and Generation Z in
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India exhibit differing levels of environmental
knowledge, influencing their green purchase
intentions in distinct ways. Notably, environ-
mental knowledge plays a more pivotal role
in driving green purchase intentions among
Generation Z compared to Generation Y. This
highlights the importance of generational
differences in green marketing research.

This finding aligns with Eti (2024), which
emphasizes the significance of generational
differences in moderating the relationships
between key green marketing variables,
specifically examining the moderation effect
of generation on the relationship between
environmental concern and green purchase

intention.

Environmental

Generation

Environmental

Concern

Similarly, Ata et al. (2021) further
investigate the moderation effect of generation
within the context of green marketing variables.
These studies collectively underscore the
critical role that generational differences play
in shaping green consumer behavior, offering
valuable insights for developing targeted green
marketing strategies. Accordingly, the following
research hypothesis can be proposed:

Hypothesis 4a: Generation moderates
the relationship between ENKD and ENCN,
such that the relationship is stronger for
certain generations.

Hypothesis 4b: Generation moderates
the relationship between ENCN and GPIT, such
that the relationship is stronger for certain

generations.

Green Purchase

Knowledge

Intention

Figure 1 Research Framework

Source: Authors’ own creation
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Methodology

Data Collection

A questionnaire was administered using a
nonprobability sampling method to collect data
from Thai consumers aged 18 to 59 years old.
A total of 420 participants, representing
Generations X, Y, and Z, were surveyed
between August 25 and September 20, 2024.
This sample size is considered appropriate
given the study’s inclusion of 21 observable
variables, aligning with the guidelines for
structural equation modeling analysis (Hair
et al,, 2012). For this study, Generation Z refers
to those born between 1997 and 2005,
Generation Y includes individuals born
between 1981 and 1996, and Generation X
consists of those born between 1965 and
1980.

A multi-stage sampling method was
employed. Initially, Thailand’s 77 provinces
were divided into six regions: Northern
(9 provinces), Northeastern (20 provinces),
Central (22 provinces), Eastern (7 provinces),
Western (5 provinces), and Southern (14
provinces).

In the second stage, quota sampling
was applied at the provincial level to ensure
regional representation. The sample size for
each region was calculated by determining the
ratio of the sample size to the total number
of provinces (420 / 77 = 5.455) and multiplying
it by the number of provinces in each region.
This resulted in the following distribution: 49
respondents from the Northern region, 109
from the Northeastern region, 120 from the

Central region, 38 from the Eastern region,

28 from the Western region, and 76 from the
Southern region.

In the final stage, two provinces from
each region were selected using convenience
sampling, resulting in a total of 12 provinces:
Chiang Mai, Nan, Khon Kaen, Udon Thani,
Phitsanulok, Phetchabun, Chonburi, Rayong,
Tak, Kanchanaburi, Phang Nga, and Phatthaluns.
Data collection was conducted using the
intercept method in public parks and activity
spaces where large groups of individuals
typically gather. These locations were selected
due to their potential to attract individuals
who engage with natural surroundings for
recreational or other outdoor activities, which
is hypothesized to be linked to increased
environmental awareness. Trained enumerators
administered the questionnaires through
accidental sampling until a sample size of 420
respondents was achieved for subsequent
analysis.

Measures

In this study, three latent variables were
examined: Environmental Knowledge (ENKD),
Environmental Concern (ENCN), and Green
Purchase Intention (GPIT). ENKD was measured
using a seven-item scale adapted and validated
by Laheri et al. (2024), Sapsanguanboon and
Faijaidee (2024), and Kim and Lee (2023),
demonstrating a Cronbach’s alpha of 0.862.
ENCN was assessed with a seven-item scale
adapted from Laheri et al. (2024), Hong et
al. (2023), Rashid and Lone (2023), and Wang
and Scrimgeour (2023), yielding a Cronbach’s
alpha of 0.879. GPIT was measured using

a seven-item scale developed by Duong
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(2023), Kumar and Basu (2023), and Lavuri et
al. (2023), with a Cronbach’s alpha of 0.905. All
measurements employed a five-point Likert
scale.

Model

Using Model 58 of the PROCESS Macro,
this study examined the conditional indirect
effects of ENKD on GPIT through the mediator
ENCN, with generation as a moderating
variable. This approach is based on the
moderated mediation model developed by
Preacher et al. (2007) and further refined by
Hayes (2017).

Results
Descriptive Analysis

Table 1 presents the descriptive statistics

of the respondents were female (69.5%),
followed by Generation Y (49.0%). Most
participants had experience with green
products (90.7%) and held at least a
Bachelor’s degree (79.0%). The monthly
income distribution showed a wide range, with
a significant proportion of respondents earning
between 30,001 and 39,999 Thai baht (39.3%,).
Moderated Mediation Effect Using
Environmental Concern as the Mediator
The reliability of the data was assessed
using Harman'’s single factor test. The results
indicated that a single factor accounted for
only 34.64% of the total variance, falling
below the commonly accepted threshold of
50%. This suggests that common method bias

was unlikely to have significantly affected the

of the study sample (n = 420). The majority  results.
Table 1 Demographic Profile of Consumers
Variables List F (n =0 /:20) CF

Gender Male 114 27.1 27.1
Female 292 69.5 100.0

Generation X 111 26.4 26.4
Y 206 49.0 75.4
Z 103 24.5 100.0

Experience with green products  Yes 381 90.7 90.7
No 39 9.3 100.0

Education Below bachelor’s degree 68 16.2 16.2
Bachelor’s degree 332 79.0 95.2
Above bachelor’s degree 20 4.8 100.0
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Table 1 Demographic Profile of Consumers (Cont.)

Variables List F (n % /420) CF
()
Monthly income (in Thai baht) Below 10,000 baht 32 7.9 7.9
10,001-19,999 baht 112 26.7 34.6
20,001-39,999 baht 60 14.3 48.9
30,001-39,999 baht 165 39.3 88.2
40,000 baht and above 50 11.9 100.0
Notes: n = 420, 1 USD = 33.96 THB (exchange rate on August 25, 2024)
Source: The author’s elaborations based on the researched data
Table 2 Correlations Matrix (n = 420)
Variable GEN ENKD ENCN GPIT
GEN -
ENKD -018
ENCN -.033 659%% -
GPIT -1417 315 296 -

Note: p < .05; p < .01

Source: The author’s elaborations based on the researched data

An examination of the correlation matrix
shows that the correlation coefficients among
the independent variables are all below
0.8, suggesting that multicollinearity is not
a significant issue in this analysis (Table 2).

Table 3 shows the moderated media-
tion analysis revealed a full mediation effect
of Environmental Concern (ENCN) on the
relationship between Environmental Knowledge
(ENKD) and Green Purchase Intention (GPIT)
across all generations, except for Generation X.
Significant indirect effects were found for
Generation Y (Cl = [0.1795, 0.3193]) and

Generation Z (Cl = [0.6128, 0.8611]), but no
significant indirect effect was observed for
Generation X (Cl = [-0.0490, 0.0333]).

Pairwise comparisons indicated significant
differences in the indirect effects across
generations, suggesting that the mediating role
of ENCN varies across generational cohorts.
Furthermore, the direct effect of ENKD on
GPIT was non-significant (b = -0.0080, p > .05),
supporting a full mediation model and
rejecting H1. In conclusion, although the
indirect effect of ENKD on GPIT through ENCN

was significant for Generation Y and Z, the
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moderating effect of generation (H4a and Hab)
on this relationship was not supported, as no
significant moderating effect was observed
for Generation X. Thus, H2 and H3 were

supported.

Discussion
In this study, the majority of respondents
were female, belonging to Generation Y,

with an educational level equivalent to a

bachelor’s degree and an income ranging
from 30,001 to 39,999 baht. Most respondents
reported prior experience purchasing green
products. In this section, we will address the
research questions as follows:

Research Question 1: How do Envi-
ronmental Knowledge (ENKD), Environmental
Concern (ENCN), and Green Purchase Intention
(GPIT) influence one another among consumers
in Thailand?

Table 3 Moderated Mediation Effect Using Environmental Concern as Mediator (n = 420)

Environmental Concern
(Mediator)
B (SE)

Variables

Green Purchase Intention
(DV)
B (SE)

Generation as moderator

Environmental Knowledge
Generation

Environmental Concern

Environmental Knowledge X

Generation

Environmental Concern X

Generation

1.5997 (0.0881)
1.7401 (0.1603)™

FRK

-0.0080 (0.0851)
1.8370 (0.3062)"

KKK

1.4082 (0.1962)

-0.4515 (0.0401)™

FHK

-0.5166 (0.0773)

Conditional indirect effect for

Generation X
[LLCI, ULCI]
Generation Y
[LLCI, ULCI]
Generation Z
[LLCI, ULCI]

Direct Effect

-0.0014 (0.0204)
[-0.0490, 0.0333]
0.2513 (0.0354)
[0.1795, 0.3193]
0.7421 (0.0635)
[0.6128, 0.8611]
-0.0080 (0.0851)
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Table 3 Moderated Mediation Effect Using Environmental Concern as Mediator (n = 420) (Cont.)

Environmental Concern

Green Purchase Intention

Variables (Mediator) (DV)
B (SE) B (SE)
Pairwise contracts between
conditional indirect effects
Between Generations X and Y -0.2527 (0.0216)
[LLCI, ULCI] [-0.2945, -0.2106]
Between Generations X and Z -0.7435 (0.0531)
[LLCI, ULCI] [-0.8477, -0.6364]
Between Generations Y and Z -0.4908 (0.0377)
[LLCI, ULCI] [-0.5634, -0.4143]
R’ 0.5669*** 0.2149%**

Notes: "p < .01; p < .05; p < .10; LLCl; lower limit confidence interval; ULCI: upper limit confidence

interval. Bootstrap resamples = 10,000

Source: The author’s elaborations based on the researched data

The results of this study reveal a
sequential effect within the proposed model.
Data analysis indicates that ENKD directly
affects ENCN but does not directly influence
GPIT. Conversely, ENCN directly affects GPIT,
establishing a path of influence as follows:
ENKD — ENCN — GPIT. Consequently, ENCN
serves as a full mediator in this model.

Research Question 2: Can the S-O-R
theory effectively explain the green purchase
intentions of Thai consumers?

The findings substantiate the S-O-R
theory, with ENKD acting as a stimulus that
influences GPIT, mediated by ENCN. Thus,
ENKD impacts GPIT indirectly through ENCN.
The Stimulus-Organism-Response framework
effectively explains these processes (Mehrabian
& Russell, 1974).

Additionally, ENKD accounts for 56.69%
(R? = 0.5669) of the variance in ENCN, while
the model predicts GPIT with an explanatory
power of 21.49% (R? = 0.2149). Therefore,
promoting environmental knowledge among
consumers enhances their environmental
concerns, subsequently motivating their green
purchase intentions (Saari et al., 2021).

These findings enhance understanding
of the relationships among environmental
knowledge, concern, and purchase intentions
within sustainable consumer behavior,
providing valuable insights for practitioners
aiming to promote eco-friendly purchasing
practices.

Research Question 3: How do generational

differences influence the sequential effects
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of Environmental Knowledge (ENKD) and
Environmental Concern (ENCN) on Green
Purchase Intention (GPIT) among Thai
consumers?

Generational differences play a crucial
role in shaping levels of GPIT among consumers.
The study focuses on Generations Z, Y, and
X, revealing statistically significant moderated
mediation effects for Generations Z and Y in
the sequential relationship between ENKD
and ENCN on GPIT. In contrast, no significant
influence was observed in Generation X.
Notably, Generation Z exhibited the highest
conditional effects, suggesting that they may
be aptly described as the “Green Generation”.

This designation aligns with previous
studies discussing generational differences
in environmental behavior across various
countries (Eti, 2024; Ghouse et al., 2024;
Irfany et al., 2023; Rutelioné & Bhutto, 2024),
including those examining Thai consumers.
This inclination toward environmental concern
and sustainable purchasing may stem
from contextual factors warranting further
exploration.

The study reveals varying relationships
between Environmental Knowledge (ENKD),
Environmental Concern (ENCN), and Green
Purchase Intention (GPIT) across different
generational groups. This suggests that
generational differences may be influenced by
demographic factors such as gender, income,
and education, which were not considered in
this study. These unexamined factors could
significantly affect environmental awareness

and green purchase behavior. The findings

align with Bloom’s Taxonomy of Learning
(Bloom et al., 1956), which posits that
individuals with greater environmental
knowledge are more likely to develop higher
environmental concern, influencing their
purchasing intentions. Specifically, Generation Y
and Z demonstrated stronger indirect effects
of ENKD on GPIT through ENCN, possibly
indicating more effective progression through
Bloom’s learning stages. In contrast, Generation X
showed less significant effects, possibly due
to lower environmental awareness or differing

socio-economic factors.

Conclusions

The findings of this study underscore
the importance of environmental knowledge
and concern in shaping green purchase
intentions, particularly among younger
generations. Generations Z and Y show a
stronger engagement with environmentally
friendly behavior, while Generation X exhibits
a more conservative response. This suggests
a generational shift in attitudes toward
sustainability, driven by increased environmental
awareness and concern.

The study highlights that enhancing
environmental knowledge can indirectly drive
consumer behavior by elevating concern for the
environment. Thus, fostering environmental
education campaigns and integrating
sustainability into marketing strategies are
key to motivating green purchase intention,
particularly in demographics more attuned
to these issues.

The generational differences identified
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here call for a tailored approach to green
marketing, where strategies can be adapted to
resonate with each group’s unique preferences
and concerns. While younger generations are
more responsive to environmental messaging,
further research is needed to better understand
how older consumers can be encouraged to

adopt greener practices.

Recommendations

Theoretical Development Suggestion

This study contributes to the existing
literature on green marketing by highlighting
the significant roles of environmental
knowledge and environmental concern in
shaping consumers’ green purchase intentions
and behaviors. Future research should delve
deeper into these constructs by exploring
their interactions with additional variables
such as emotional responses and perceived
behavioral control. Furthermore, conducting
longitudinal studies may offer valuable insights
into the progression of these relationships
over time, especially as consumer attitudes
shift and global environmental challenges
continue to emerge.

Practical Application Suggestion

Marketers and policymakers should
prioritize disseminating environmental
knowledge through targeted educational
campaigns to raise consumer awareness.
Such initiatives could enhance environmental
concerns and subsequently increase green
purchase intentions.

Collaborations with educational

institutions and non-governmental organizations

can amplify these efforts, ensuring a broader
reach and greater impact. Furthermore,
businesses should develop and promote
products that are not only environmentally
friendly but also resonate with consumers’
values and preferences, thereby encouraging
sustainable purchasing behavior.

Future Research Direction Suggestion

Future research should expand on the
generational differences observed in this
study, investigating how various demographic
factors, such as income and education
level, influence green purchase behaviors.
Additionally, researchers should consider
employing qualitative methodologies to
capture the nuanced perspectives of
consumers regarding environmental issues.
Exploring the impact of cultural differences
on green marketing effectiveness can also
yield valuable insights, especially in diverse
markets.

Furthermore, a comparative analysis
of factors such as environmental knowledge,
awareness, and green purchase behavior
with countries known for their strong
environmental consciousness, such as Sweden,
Denmark, and the United Kingdom, would
provide valuable context. Examining policy
measures such as subsidies, tax incentives,
and environmental education in these
countries could highlight their effectiveness in
fostering sustainable consumption.

This would not only broaden our
understanding of green purchase behavior
in Thailand but also inform future strategies

for promoting green businesses and policies
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tailored to the local demographic and  marketing strategies on consumer loyalty and
economic conditions. Lastly, examining  brand perception would benefits academics

the long-term effects of environmental  and practitioners.
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Abstract

In the digital era, where Artificial Intelligence (Al) has assumed a pivotal role in daily
life, ChatGPT, a large language model that can generate natural language, has gained significant
popularity. This is especially true among the Generation Y people, who have grown up with
and are more adept at embracing new technologies than any other generation, contributing
to the widespread use of ChatGPT. This research aims to study the levels of influences of the
factors such as the perception of benefits, ease of use, reliability, and knowledge management
in ChatGPT (Generative Pre-trained Transformer) toward the satisfaction and trust in using this
Al. It is produced to present the business paths in terms of computer programs or artificial
intelligence in order to check on the user’s conversation. The samples are 400 respondents
from Generation Y within the Bangkok metropolis and its vicinity, and 32 respondents were
selected for an in-depth interview. Hypothesis testing is used in path analysis. The research
findings are as follows: 1) regarding Gen Y discussions about the perception of benefits, ease
of use, reliability, and knowledge management in ChatGPT, it is found that the satisfaction and
reliability is at its highest in every aspect, 2) knowledge management in ChatGPT has a positive
influence on user satisfaction and an indirect positive influence toward the perceived reliability
of Al services with the significance level of 0.01, and 3) the business approach in building
the satisfaction toward Al usage Chatbot involves understanding the needs of the users, the
designation in natural conversation and speed and accuracy of response, the continuous
improvement and learning, the private experience building, security, and recommendation
and assistance. The means in building the trust regarding Al Chatbot usage consists of the
importance and safety in data, its transparency, and the development of the Al Chatbot to

answer questions and respond correctly and purposefully.
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Introduction

In the digital age where there is rapid
change and development of digital techno-
logies, every aspect of daily life is affected
including communication, business, education,
etc. OpenAl or Generative Pre-Trained Trans-
former (GPT) or ChatGPT is a tool that utilizes
the technology of GPT language model related
to the digital age. It is a complex Chatbot
and is capable of performing a wide range
of language-related tasks. ChatGPT is a large
language model developed by OpenAl that
has gained immense popularity in a short
period. Launch and development: ChatGPT
was first launched in November 2020 and has
been continuously developed from GPT-1
to GPT-4. Rapid growth: ChatGPT was able
to attract users quickly, with 1 million users
within 5 days and 100 million users within 2
months. Global user base: As of August 2023,
ChatGPT has nearly 180.5 million users and
is available in 188 countries. ChatGPT usage
averages up to 1.6 billion times per month.
The rapid growth of ChatGPT demonstrates
people’s demand and interest in Al techno-
logy, with a broad user base covering many
countries worldwide. The high usage reflects
the utility and convenience that ChatGPT
brings to users. The success of ChatGPT
reflects the potential of Al technology to
transform human lifestyles and work (Singh,
2024). It can generate responses similar to
human language and is able to naturally
communicate as it is integrated into the
system. Kirmani (2022) and Dale (2021) claimed
that ChatGPT has the ability to understand

and respond to questions or requests in
English or other languages in various topics.
It is an Al chatbot specifically designed to
function as an Artificial Intelligence (Al) system
in the form of a chatbot. It is smart and
flexible (in terms of being able to answer a
wide range of questions quickly, and having
various features that are continuously developed
and updated, not to mention accuracy,
neutrality, and quality, among others). Therefore,
users are able to communicate and interact
with it quickly and smoothly. Moreover,
ChatGPT can recommend and assist users with
self-determination providing opportunities to
learn and develop skills to respond to the
needs and targets of the users.

Using ChatGPT saves users time and
money. ChatGPT can provide accurate answers
that are relevant to users’ needs. ChatGPT is
programmed based on the various users’ data
and it is capable of continuously improving
the answers. It is available 24 hours, so the
users can access or use it at any time and
there is no need for any responses from
the authorities. ChatGPT enhances work
efficiency, reduces the workload, and provides
rapid, high-quality service without human
intervention.

Generation Y is a group of people, born
in the digital age that can connect with a
variety of technology and digital media. They
use social media, chat, and applications for
sharing experiences and building relationships
with the others. The results showed that
Generation Y uses Al for most of their

work more than any other generation
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(Marketplus, 2024). ChatGPT is a technological
tool that Generation Y uses to facilitate in
finding answers, suggestions and recommenda-
tions that are useful for acquiring knowledge.
According to usage statistics of ChatGPT by age
group and gender, it was found that males use
ChatGPT more than females. The age group of
25-34 years old, which belongs to Generation Y,
has the highest usage rate (Singh, 2024).
Since the majority of ChatGPT users are
Generation Y, they use it for communicating in
the digital age which will continually change
and adapt. Using the internet is considered
an important aspect of life. In this regard, the
results of the research will reveal how the
influence of such factors affect the satisfaction
and trust of Generation Y users especially
considering the variety of brands of Al chatbots
available for use in the present. As a result of
this research, businesses can utilize ChatGPT
and other Al chatbots as alternative options
to increase their potential and strengthen
their operations in various areas. This includes
building the trust of Generation Y customers,
increasing the efficiency of the organization,
and, for new businesses, as a guide in
implementing ChatGPT or other Al chatbots
to elevate the organization’s efficiency. The
researchers are interested in studying the
influence of the perception of benefits, ease
of use, reliability, and knowledge management
of ChatGPT toward the satisfaction and trust

of Generation Y users.

Objectives

1. To study the perception of benefits,
ease of use, reliability, and knowledge manage-
ment of ChatGPT as well as the satisfaction
and trust of Generation Y users of ChatGPT.

2. To study the level of influences of
the factors in recognizing the advantages, ease
of use, reliability, and knowledge management
of ChatGPT on the satisfaction and trust of
Generation Y users in using ChatGPT.

3. To provide guidance for new
businesses looking to implement ChatGPT or
other Al chatbots as alternatives for enhancing

organizational efficiency.

Literature Review

This study focuses on the influences
that will affect trust of Generation Y users
of ChatGPT comprising of 5 interconnected
concepts: perception of benefits, ease of
use, reliability, knowledge management,
satisfaction, and trust. By recognizing the
benefits, ease of use, as well as the roles
of trust and knowledge management, user
satisfaction can be enhanced which lead to
greater trust in Al technology.

Concepts of Perception of Benefits
and Ease of use

Perceived usefulness and ease of use
are factors that significantly influence the
acceptance and adoption of technology
according to the Technology Acceptance
Model (TAM) which is part of the Management
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Information Systems (MIS) framework. Studies
by Gunawan et al. (2019) and Mercurio and
Hernandez (2020) have employed TAM to
explain personal acceptance of information
technology systems. Their research demon-
strated that both the perceived benefits
of technology and the perception that the
technology is easy to use are critical factors
leading to individual acceptance and
utilization. Research by Hanjaya et al. (2019)
and Londa et al. (2020) further explored the
impact of perceived usefulness and ease
of use in helping individuals quickly access
high-quality information, reduce time and
costs, enhance work efficiency, and apply
this knowledge to data retrieval from other
sources. Based on those, this paper proposes
the following assumptions:

H1: The perception of usefulness
positively influences satisfaction with using
ChatGPT.

H2: Ease of use positively influences
satisfaction with using ChatGPT.

Concept and Credibility Theory

The credibility of the sources of
information is a key factor that determines
whether a recipient will accept or reject the
information. Since each person selectively
accepts messages based on their attitudes,
interests, beliefs, and needs, the Modes of
Persuasion are applied. Modes of Persuasion
consist of ethos, pathos, and logos and they
are used to persuade or influence an audience
(Umeogu, 2012). The recipients can verify the
credibility of the information by using CRAAP

(Currency, Relevance, Authority, Accuracy, and

Purpose). The researchers applied the
credibility framework of Londa et al. (2020)
and Bhatt and Nagar (2021) to assess the
confidence in reliability of use, accuracy,
timeliness, security, data safety and privacy.
The framework considers factors such as
secure handling of users’ personal information,
the ability to analyze data for decision-making,
correct language and terminology usage, clear
spelling, and phrasing, and whether the
website is well-know and widely accepted
by the public. Based on those, this paper
proposes the following assumptions:

H3: Trustworthiness positively influences
satisfaction with using ChatGPT.

Concepts of Knowledge Management

Knowledge management is the applica-
tion of technology to the management of
knowledge in the digital age which involves
storing data in the form of a knowledge
warehouse, artificial intellisence, or e-mail
by using a search engine (Cruthaka, 2019) to
respond to questions and delivering informa-
tion that aligns with the context or needs of
users at that particular moment, with a focus
on the accuracy, precision, and continuity of
information in order to create and organize
relevant knowledge that can be distributed
promptly to a larger user base (Erickson & Kim,
2020). The researchers applied the credibility
framework of Londa et al. (2020) and Bhatt
and Nagar (2021) to assess the reliability of its
use, accuracy, timeliness, security, data safety
and privacy. The framework considers factors
such as secure handling of users’ personal

information, the ability to analyze data for
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decision-making, correct language and
terminology usage, accurate spelling and
phrasing, and whether the website is
well-known is and widely accepted by the
public. Based on those,this paper proposes
the following assumptions:

H4: Knowledge management positively
influences satisfaction with using ChatGPT.

Concept of Satisfaction

When consumers receive the products
or services, the relationship and the expec-
tations formed beforehand typically aligns
with a positive attitude in an expected level.
It also results from the evaluation of the
comparative experience between the value
that consumers actually receive and their
expectations about the products and services
(Marzo et al.,, 2005). Consideration of satis-
faction in marketing terms is a consumers’
response in terms of achievement. It is derived
from special characteristics of the product or
service or the product or service itself that
can completely satisfy consumption needs
(Zeithaml et al., 2006). Satisfaction refers
to the users’ expectations in acceptance,
conformity, and readiness. Satisfaction may
arise from accuracy and reliable content.
Understanding and appropriate advice, ease
of use, speed and efficiency, problem-solving
ability, reliability, and security in data helps
users feel confident in the system and meet
their expectations (Londa et al., 2020; Bhatt
& Nagar, 2021).

Concept of Trust

Trust is another key factor that causes
target consumers to worry when deciding to
buy online products. Their intentions to
purchase products through this channel
decline as trusting in brands with quality and
safety is related to consumers’ confidence.
Lassoued and Hobbs (2015) and Rodklin
(2019) stated that trust is the willingness or
confidence of confidants towards beneficiaries
in a continued relationship and as a result,
confidants gain more trust. In this research,
“trust in use” refers to the degree of
confidence users place in the system or
product during actual use. The stability of the
system while working is expected to provide
accurate and appropriate information
according to expectations, while also ensuring
the protection of personal information and
privacy. Moreover, a positive experience stems
from the system’s ability to respond to and
meet real-world needs as well as foster
long-term loyalty (Asawasakulsorn, 2021;
Vorametpasuk & Isaranon, 2020; Pawanja, &
Niruttikul, 2021). Based on those,this paper
proposes the following assumptions:

H5: Satisfaction with using ChatGPT
positively influences trust in using ChatGPT.

From the literature review, the research
conceptual framework, which is adapted from
Hanjaya et al. (2019), Londa et al. (2020), Bhatt
and Nagar (2021), Islam et al. (2017), and
Cruthaka (2019) is designed as shown in Figure 1.
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Perception
of the Benefits

Ease of Use

Satifaction

in Using

Trustworthiness

\ 4

in Using

Credibility

Knowledge

Management

Figure 1 Research Conceptual Framework

Methodology

Quantitative Research

1. The population and sample used
in this research consist of 400 Generation Y
consumers (born from 1980 to 2000) (Lancaster
& Stillman, 2010) aged 23 to 43 years, from
the Bangkok metropolitan area and its vicinity.
They grew up immersed in technology and use
it extensively for communication. In the digital
age, technology has adapted and changed
continuously. W.G. Cochran’s formula is used
to select the samples. In cases the wherein
the population is unknown, the level of
confidence is at 95 percent. The acceptable

errors are not more than 5 percent

(Wanichbancha, 2018). In addition, multi-stage
sampling is used.

2. The data collection tools are a set of
questionnaires with eight sections: 1) 5 general
information (5 items), 2) ChatGPT usage behavior
(6 items), 3) Perception of benefits (4 items),
4) Ease of use (7 items), 5) Reliability (6 items),
6) Knowledge management (4 items), 7)
Satisfaction with using ChatGPT (5 items),
and 8) Trust in using ChatGPT (4 items). Items
3) to 8) are rating scale questions giving
5 levels of opinions: most, very, moderate,
few, and least. The questionnaire was derived
from the application of academic works as

shown in Table 1.
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Table 1 Items or Measurement
Construct Items or Measurement Source Cronbach's
Alpha
Perception of - ChatGPT helps in searching for various Hanjaya et al. 0.922
the Benefits information, providing quick and high- (2019) and
quality data, reducing time and costs. Londa et al.
- ChatGPT reduces work time and expenses, (2020)
and can be applied to research informa-
tion from other sources.
- ChatGPT helps improve work efficiency.
- ChatGPT can be applied to research
information from other sources.
Ease of Use - The ChatGPT system supports usage on Hanjaya et al. 0.953

various devices and is easy to understand.

-You can learn to use ChatGPT on your
own without needing a user manual.

-It’s easy to search for desired information
through ChatGPT.

-The process of using ChatGPT is con-
venient, fast, and uncomplicated,
requiring only an email address to log in.

- ChatGPT can easily find important infor-
mation as per your requirements.

- ChatGPT can be used 24 hours a day.

-ChatGPT wuses easy-to-understand

language and has a relevant database

system.

(2019), Londa
et al. (2020),
Bhatt and
Nagar (2021),
and Pawanja
and Niruttikul
(2021)
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Table 1 Items or Measurement (Con.)

Cronbach’s
Alpha

Construct [tems or Measurement Source

Credibility -You have confidence in using ChatGPT Londa et al. 0.919
with detailed, comprehensive, and (2020), Bhatt
relevant information. and Nagar

- The information obtained from ChatGPT (2021), and
is accurate, up-to-date/current with the Suchuo-in et al.
present situation, and secure. (2021)

- The ChatGPT system has safe protection
of users’ personal information.

- The information obtained from ChatGPT
can be analyzed for decision-making
purposes.

-The information from ChatGPT uses
correct language, specific vocabulary,
proper spelling, and is arranged in an
easy-to-understand manner.

- ChatGPT is a well-known and popular

website among the general public.

Knowledge -ChatGPT offers diversity and provides Islam et al. 0.952
Management in-depth, accessible information. (2017) and
- ChatGPT compiles, shares, and transfers Cruthaka (2019)
knowledge according to user needs.
- ChatGPT applies knowledge and provides
practical applications for users.
- ChatGPT helps suggest ideas to increase

the chances of success in work.
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Table 1 Items or Measurement (Con.)

Construct [tems or Measurement

Cronbach’s
Alpha

Source

Satisfaction in - You feel that you made the right decision

Using in using it.

- You are satisfied with the system’s quick
response time.

-You have had a good experience with
choosing to use ChatGPT.

- The layout of ChatGPT’s website makes
it easy to use.

- Using ChatGPT provides you with accurate
information according to your needs/

expectations.

Londa et al. 0.963
(2020),

Bhatt and

Nagar (2021),

and Rungkaew

(2021)

Trustworthiness - Do you trust ChatGPT’s efficiency in find-

in Using ing accurate information with clear source
references?

-Can the information obtained from
ChatGPT answer questions as desired?
-Do you intend to use ChatGPT conti-

nuously?

-Are you willing to recommend or tell

Vorametpasuk 0.939
and Isaranon

(2020), Pawanja

and Niruttikul

(2021), and
Asawasakulsorn

(2021)

others to use ChatGPT?

The questionnaire is developed and
checked for validity by five experts. Index of
ltem-Objective Congruence (I0C) is used for
consideration. The average results are 0.98,
a “pass” criteria ranging from 0.96 to 1.00.
Considering each section, section 3 is 1.00;
section 4 is 0.97; section 5 is 0.97; section 6 is
1.00; and section 8 is 1.00. The questionnaire’s
reliability with alpha coefficient using
Cronbach’s method is between 0.919 and
0.963. The value is higher than 0.700 for every

aspect. It means the set of questionnaires can
be used to collect data with the samples.

3. For data collection, 400 sets of
questionnaires are distributed to Generation
Y individuals, aged 23 to 43, in the Bangkok
metropolitan area and its vicinity. The ques-
tionnaires were gathered immediately after
distribution. The completeness of the ques-
tionnaire was checked before analyzing the
data utilizing a software package.

4. Statistics used in data analysis are

HIUMITUTOIANAINAIN TC (NFUT 2) v sy BeransuaydsALmans



116 Panyapiwat Journal Vol. 17 No. 3 September-December 2025

frequency, percentage, mean, standard
deviation, Pearson’s Correlation Coefficient,
and path analysis with the Amos Program.

Qualitative Research

1. Essential information about guidelines
for business in terms of computer program or
artificial intelligence (Al) is given by providers.
The group consists of eight (8) academics,
eight information technologists, eight mass
communication officers, and eight entrepreneurs
making a total of 32 individuals. Each expert
possesses a deep understanding of ChatGPT
and is well-equipped to provide business
guidelines to entrepreneurs.

2. The tool used in the research was an
interview form using the in-depth interview
method. The structured interview was divided
into three parts: 1) personal information including
interviewee D, age, and occupation, 2) the
impact of perceived usefulness, ease of use,
credibility, and knowledge management of
ChatGPT on the satisfaction and trust of

Generation Y users, and 3) approaches to

enhance the perceived usefulness, ease of
use, credibility, and knowledge management
of ChatGPT to improve satisfaction and trust
among Generation Y users.

3. Transcribing the interviews and taking
notes is used for data analysis. Then data
is classified and analyzed by categorizing
information and classifying question issues.
Interpretation is done based on the theoretical
framework and the planned outlines. A con-
clusion was made based on the collected data

and descriptive data is presented.

Results

The researchers present the results in
accordance with the objectives, as follows:

The First Objective

The results of the analysis of the level of
perception of benefits, ease of use, reliability,
and knowledge management in ChatGPT,
satisfaction, and trust in Generation Y are

summarized in Table 2.

Table 2 Mean and Standard Deviation of Variables

Factor Skewness Kurtosis X  S.D. evel
of Opinion

Perception of benefits of ChatGPT -0.054 -0.312 440 0.415 Max
Ease of use of ChatGPT -0.083 1.067  4.23 0.325 Max
Credibility of ChatGPT -0.613 1.454 4.25 0.355 Max
Knowledge management of ChatGPT -0.322 0.035 4.24 0.428 Max
Satisfaction of using ChatGPT -0.087 -0.030  4.26 0.384 Max
Reliability of using ChatGPT -0.717 1.955 427 0.425 Max

HIUNMITUT0IANAINAIN TC (NFUT 2) sy semansuasdsnLmans



sasteysyrfivml 19 17 aUufl 3 ugeu-14AN 2568 117

From Table 2, it is found that the
distribution of each variable shows acceptable
levels of skewness and kurtosis. Furthermore,
when considering the averages of the variables,
the results indicated that all variables are at the
highest level. When considering the average

of each side, the results appear as follows:

1. The overall perception of benefits of
ChatGPT was rated as “very high” (X = 4.40).
It was found that ChatGPT reduced costs and
work time including its application to research
from other sources. It also helps with increasing
the quality of work and the speed and efficiency
of retrieving various kinds of information, in
that order.

2. The overall ease of use of ChatGPT
had a high level of X = 4.23. It was found
that the procedure for using ChatGPT is easy
to follow and very convenient and it is very
fast—the user only needs to log in using their
email address. In addition, the following are
the three high-ranking aspects of ChatGPT: 1)
ChatGPT can be used 24 hours a day, 2) it is
easy to find the needed information through
ChatGPT, and 3) the ChatGPT system supports
a variety of devices, and it is easy to use.

3. The overall credibility of ChatGPT was
rated at a very high level (X = 4.25). It was
found that the ChatGPT system maintains the
most secure storage of personal information.
The first three ranked are: 1) The data
obtained from ChatGPT can be analyzed for
decision-making purposes, 2) ChatGPT has
gained popularity and recognition among
the general public, and 3) the information
obtained from ChatGPT uses specific language
and terminologies, correct spelling, and

easy-to-understand word composition.

4. The overall knowledge management
of ChatGPT was rated very high (X = 4.24).
It was found that ChatGPT has the most
effective application of knowledge. ChatGPT
provides access to various and in-depth
content, it aids in suggesting and recommending
ideas that can increase work efficiency and,
finally, ChatGPT collects information and
knowledge, and shares or transfers it to meet
specific needs of users, in that order.

5. The overall satisfaction of using
ChatGPT was rated very high (X = 4.26). The
results showed that the highest-rated factor
was the positive experience in choosing
ChatGPT (X = 4.33). In addition, the three
highest ranking aspects: 1) satisfaction with the
speed of the system’s response, 2) satisfaction
for the system’s quick responsiveness, and
3) confidence felt in having made the right
decision to use ChatGPT.

6. The overall reliability of in using
ChatGPT was rated very high (X = 4.27). The
results revealed that there is a strong inten-
tion to continue using ChatGPT among users.
The data obtained from ChatGPT can answer
the questions directly as expected. Users are
also willing to recommend or refer others to
use ChatGPT as they trust the performance
of ChatGPT and its ability to find accurate
information and with clear references to
sources.

The Second Objective

The analysis of direct, indirect, and total
influence is based on the factors including
perception of benefits, ease of use, credibility,

and knowledge management of ChatGPT in
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relation to satisfaction and trust in Generation Y.

The results of checking the consistency
with empirical data of the model are as follows:
In the first examination, it was found that
the statistics used for verification were not
consistent with the empirical data. Therefore,
the model of the research conceptual
framework was improved by linking related
variables according to the conditions that
appeared by performing MI (Modification
Indices). It was found that the statistical values
used for verification passed all measurement
criteria. The values are as follows: Chi-square
= 1.723, Chi-square/df = 0.574 with degrees of
freedom (df) = 3.00 and p-value = 0.632. When

Perception
of the Benefits

Ease of Use

considering the consistency of the model with
empirical data, it was found that GFI = 0.999,
AGFI = 0.990, and RMSEA = 0.000. Therefore,
the model based on the research conceptual
framework is appropriate and consistent with
the empirical data.

The results of the confirmatory factor
analysis (Figure 2) in perception of benefits,
ease of use, credibility, and knowledge
management in ChatGPT in relation to
satisfaction and trust of Generation Y are based
on factor loading with significance at 0.01 and
regression coefficient of each element that
indicates the variance between observed

variables and common components.

Satifaction

in Using

Trustworthiness

0.925"

in Using

Credibility

Knowledge

Management

Figure 2 Summary of Confirmatory Factor Analysis Results

From Figure 2 above, it can be concluded
that knowledge management of ChatGPT
significantly influences user satisfaction.
Additionally, user satisfaction affects trust
among Generation Y, with statistical significance

level of 0.01.

For the factors influencing total, direct,
and indirect effects on satisfaction and trust
among Generation Y include the perception
of benefits, ease of use, reliability, and
knowledge management of ChatGPT. The

results of the study are presented in Table 3.
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Table 3 Analysis Results in Overall Influences, Direct Influences, and Indirect Influences
Satisfaction Trust
Factor Direct  Indirect Total Direct Indirect  Total
Effect Effect Effect Effect Effect Effect
Perception of benefits -0.014 0.000 -0.014 0.000 -0.013 -0.013
Ease of use 0.847 0.000 0.847 0.000 0.783 0.783
Credibility 0.014 0.000 0.014 0.000 0.013 0.013
Knowledge management ~ 0.220°  0.000 0.2207  0.000 0.203"  0.203"
Satisfaction 0.000 0.000 0.000 09257 0000  0.925"

Note: *** p-value < 0.01

From Table 3, itis found that 1) knowledge
management of ChatGPT positively affects
satisfaction among Generation Y and it has
a positive indirect effect on the trust among
Generation Y with statistical significance
at 0.01 and 2) satisfaction in ChatGPT has
a positive direct effect on trust among
Generation Y with a statistical significance at
0.01.

The Third Objective

For the guidelines for new businesses
who want to use ChatGPT or other Al chatbots
as an alternative to increase organizational
efficiency, the results revealed that the
informants identified three main reasons why
the Generation Y group is aware of ChatGPT
but has not used it and these include
1) concerns about privacy and security,
2) concerns about data accuracy, and 3) the
lack of confidence in chatbots or Al as a way
to create perceived usefulness, ease of use,
reliability, and knowledge management. As for

the satisfaction and trust among Generation Y

in using ChatGPT, most of the informants gave
their opinions in that direction. As exemplified
in the interviews, “After developing an Al
Chatbot, it should be tested with the actual
target group to evaluate its efficiency and
improve its suitability. This approach will help
ensure that the Al Chatbot can truly meet
user needs. Additionally, since the Al Chatbot
needs to access users’ personal information,
data security should be prioritized. Appropriate
security measures should be implemented to
prevent data theft” (Interviewee 1). “Before
developing a chatbot, research should be
conducted to understand the needs and
common problems users face, such as frequently
asked questions, issues users want to resolve,
or types of information they are looking for”
(Interviewee 2).

The researcher has therefore summa-
rized the guidelines for implementing ChatGPT
or Al chatbots to enhance organizational
efficiency as follows:

1. The guidelines for creating awareness
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of the benefits in Al Chatbot comprise of two
approaches which are: 1) creating awareness
by focusing on the benefits and 2) creating
awareness by focusing on the actual use.

2. The guidelines for creating the ease
of use of ChatGPT or another Al Chatbot are: 1)
clarity and specificity of purposes, 2) designing
intuitive conversations, 3) managing a variety of
questions, 4) data collection and related systems,
5) continuous testing and improvement,
6) providing recommendation and assistance
to users, 7) security and privacy, and 8) context
and user customization.

3. The guidelines for building trust in
ChatGPT or another Al Chatbot consist of two
approaches: 1) emphasizing the correctness
and accuracy of information and 2) emphasizing
transparency and privacy.

4. The guidelines for knowledge
management of ChatGPT or another Al
Chatbot consist of three approaches which
are: 1) collect and store knowledge data,
2) process and analyze knowledge data, and
3) update knowledge data regularly.

5. The guidelines for creating satisfaction
of ChatGPT or another Al Chatbot include:
1) understanding users’ needs, 2) designing
natural conversations, 3) responding quickly
and accurately, 4) improving and continuous
learning, 5) creating personalized experiences,
6) maintaining security and privacy, and 7)
providing advice and assistance.

6. The guidelines for building trust in
ChatGPT or another Al Chatbot consist of

three approaches: 1) giving importance to data

security, 2) demonstrating data transparency,
and 3) developing Al chatbot to be able to
answer questions accurately and precisely.
In this regard, when using any approach,
businesses should primarily consider their
target audience as well as the objectives they
set. If the target audience is the general public,
they may choose to use Guideline 1 as the
main option. However, if the target audience is
a group of businesspeople or an organization,
then Guideline 2 may be the main option.
Additionally, businesses should also take into
consideration other relevant factors involved
in disseminating information about Al Chatbot
such as communication channels, the content
of the communication, and the frequency
of the communication. This ensures that the
information dissemination is effective and
achieves the set goals. Examples of ways
raise awareness of the benefits of Al Chatbot
include: 1) for customer-service businesses,
articles that promote the benefits of Al Chatbot
can be published such as the reduction of
waiting time for service and enabling customers
to access information quickly, 2) for tourism
businesses, seminars on the use of Al Chatbots
for flight and hotel bookings can be organized,
allowing customers to compare prices and
choose the best option, and 3) retail businesses
may organize Al Chatbot trial activities that
allow customers to quickly and easily place
orders. These guidelines will help businesses
create awareness of the benefits of Al Chatbots
which may lead to the adoption and use of

the Al Chatbot among their target audience.
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Discussion

The results of the study are discussed
according to the research objectives.

The First Objective

1. For the perception of the benefits of
ChatGPT, the study shows the overall results
are at the highest level. ChatGPT reduces the
working time and costs the most. This may
be because the majority of users are of
working age and the respondents hold
a bachelor’s degree and are company
employees; this group recognizes ChatGPT’s
benefits, and they apply ChatGPT to reduce
working time and costs efficiently and
effectively. This aligns with the findings of
Pawanja and Niruttikul (2021) who concluded
that the level of perception of benefit and
ease of use were both rated at the highest
level of strong agreement. The factor of
perception of benefits and the perception
of ease positively influences use of mobile
banking applications and among the group
of single business owners with statistically
significant results. It is also consistent with
the research of Gunawan et al. (2019) and
Mercurio and Hernandez (2020), who adopted
the Technology Acceptance Model (TAM)
to explain the personal acceptance for
information technology systems usage, and it
is proven the perception of the technology’s
benefits and ease of use significantly influence
the individuals’ acceptance and usage, as
these factors contribute to a better under-
standing and handling of the technology.

2. As for the ease of use of ChatGPT, the

result shows the overall ease of use is at the

highest level. The process for using ChatGPT is
convenient, fast, and not complicated. Only an
email address is needed to log in, this is most
probably because Generation Y users have
significant knowledge and experience with
computers, the internet and IT technology
for they grew up immersed in this digital era.
They receive knowledge and are keen to learn
new technology which matches the research
of Lim et al. (2016). The research found that
usability, credibility, service, and transaction
costs affect consumers’ satisfaction on websites.
Usability, credibility, service quality will affect
customers’ satisfaction when purchasing
products online. This is also consistent with the
research of Anggoro (2019), and Bregashtian and
Herdinata (2021), and Hong et al. (2021) wherein
they explained the concept of ease of use as
a truly important factor. The user’s experience
with technology systems shows they under-
stand it and they can control because their
personal perception of technology is that it
is easy and convenient. When acknowledging
that the system is easy, the users have a
positive attitude towards technology, and they
would feel comfortable using it. These lead to
the recognition of the system benefits.

3. The study on the credibility of ChatGPT
found that the overall trustworthiness of
ChatGPT is rated at the highest level with
respondents agreeing that the system provides
the best protection for the users’ personal
data. The reason for this is that Generation Y
users require a system or program that can
help them find answers to their queries

immediately and at the same time, is reliable
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and safe for them to use. However, some
users feel that the information obtained from
ChatGPT can be analyzed for decision-making,
and the platform is well-known. Despite this,
there are still concerns among users regarding
the accuracy, timeliness, and security of the
information provided. These concerns are
consistent with findings from other studies
on information credibility. In the study by
Umeogu (2012), it also revealed that the
credibility of the resources is an important
factor, and it is a determinant whether the
receiver will accept or refuse that information.
A person typically chooses to receive a piece
of information that concerns or is connected
with their thoughts, attitudes, interests,
beliefs, and needs according to the principles
of persuasion. This is also consistent with
the research of Londa (2020); it is found the
perception of reliability, ease of use, benefits
perceived has a significant positive impact
towards customers’ satisfaction in using
mobile banking services. To compete digitally
and survive, BSGtouch needs to meet
consumers’ expectations in order to satisfy
them with security guarantees and simplify
digital platforms to make them easier to use
and to meet customers’ needs in management
through mobile banking. It continuously
responds to users’ satisfaction.

4. As for ChatGPT’s knowledge manage-
ment, the results show it is at the highest
level. Most users rely on ChatGPT’s applied
knowledge because Generation Y users see
ChatGPT’s effectiveness in terms of answering

questions or providing information which is the

speed of providing answers and correct
understanding. This stems from ChatGPT’s
knowledge management that provides
a wide range of information which helps in
completing tasks successfully. However, some
users agree that sometimes they are unable
to transfer knowledge or that the information
obtained does not meet their needs. The
results are similar to the research of Erickson
and Kim (2020) where it was found that
knowledge management is a process of
answering questions and providing clear and
relevant information or what is currently
required by the users. The process prioritizes
accuracy as well as the consistency of the
information that aims to create and organize
a system of knowledge that is appropriate
and that can be disseminated in real time
to a number of people simultaneously. The
language is processed naturally by obtaining
relevant, context-appropriate, and user-
specific data. This is also in line with the
study of Pensiri and Donprasit (2023), with
results stating that knowledge management
brings structure by organizing, exchanging, and
applying knowledge that would otherwise
be scattered and uncoordinated. By system-
atically collecting and developing data into
information technology, organizations can
gain knowledge and wisdom that enhance
efficiency in the workplace.

5. Recgarding satisfaction with using
ChatGPT, the study shows it is at the highest
level. Generation Y users benefit the most
from ChatGPT as they notice it helps with their

work and modern business, especially by using

HIUNMITUT0IANAINAIN TC (NFUT 2) sy semansuasdsnLmans



sty erfiTant 97 17 audl 3 fugneu-suanan 2568 123

Al technology. It is an important driver that
provides users with positive experience when
working with ChatGPT. However, in some
cases, information does not meet the needs or
expectations regarding concerns about privacy
and security, the accuracy of the information,
and additionally, the Thai language may lack
consistency at times, which can make it
somewhat challenging to understand, for
instance. The study of Marzo et al. (2005)
reveals when consumers receive a product or
service that meets their expectations, it is an
attitude-confirmation at the expected level,
and it is the result of comparing the actual
value and the expectation. This is supported
by the research of Noonpakdee (2023), the
results show there are various potentials for
Generation Y, both personal and professional
aspects. However, there are challenges and
limitations such as accuracy, privacy, and
ethical consideration. These results will
be able to help the business sector and
individuals in making decisions about
integrating ChatGPT in several aspects
and may lead to the advancement or
development of other models in the Thai
language.

The Second Objective

For the level of influence of perception
of benefits factors, ease of use, credibility
and ChatGPT’s knowledge management on
satisfaction and trust among Generation Y
users in using the service, the results show
ChatGPT’s knowledge management has
a direct and positive influence on users’

satisfaction. It has an indirect positive

influence on trust with a statistical significance
of 0.01. Satisfaction with the use of ChatGPT
has a direct positive influence on trust with
a statistical significance of 0.01 as ChatGPT
is seen as an effective conversational Al.
Users take knowledge management system
or KM for business systems to expand data
management in their organizations. Nonaka
and Takeuchi (2004) stated that knowledge
management is the process of continuously
creating new knowledge disseminating it
throughout the organization, and integrating
it as a key component of products, services,
technologies, and new systems. In addition,
ChatGPT is designed to have a responsive
and protective standard and awareness of the
privacy policy. Thus, knowledge management
of ChatGPT has a direct and positive power
on users’ satisfaction and has an indirect
positive influence on trust. This is aligned with
Buddhakerd’s (2022) research. The results
show electronic-service quality and trust are
key factors in the development of electronic
commerce in businesses. These results lead
to the perception of benefits from purchasing
products online. The results of this research
can be used as a model for e-commerce
entrepreneurs in formulating strategies to gain
a competitive advantage and develop efficient
services which are consistent with consumer
needs. These factors lead to the success of
e-commerce entrepreneurs in Thailand.

The Third Objective

Guidelines for new businesses looking
to implement ChatGPT or other Al chatbots

as a way to enhance organizational efficiency
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reveal that the top three reasons Generation Y
users are familiar with ChatGPT but do not
use it are: 1) concerns about privacy and
security, 2) uncertainties about the accuracy
of the information, and 3) a lack of trust in
chatbots or Al systems. The key approach
for new businesses would be to consider the
several factors related to building trust in
the usage such as designing an intuitive and
user-friendly interface providing quick and
timely responses to requests and ensuring
the chatbot’s ability to continuously learn
and improve. ChatGPT or Al chatbots should
be able to answer questions accurately and
precisely to build users’ confidence in the
information they receive. This is in line with
the study of Lassoued and Hobbs (2015)
which highlights that trust is a significant factor
influencing consumers’ hesitation when
deciding to purchase products online. This
hesitance leads to a decrease in purchase
intent through this channel, as trust in a brand
is closely tied to consumers’ confidence in its

quality and safety.

Conclusions

Although the level of awareness of
ChatGPT’s benefits, ease of use, reliability,
knowledge management, satisfaction, and
trust among Generation Y users, there are still
concerns about privacy and security. Therefore,
businesses looking to develop technology
using ChatGPT or Al chatbots should take the
following actions:

1. ChatGPT’s knowledge management

has a direct positive influence on users

(Generation Y) and an indirect positive
influence on trust at statistical significance at
0.01.

2. satisfaction in using ChatGPT, takes
a positive direct influence on trust with a
statistical significance at 0.01. Moreover, the
guidelines for developing user satisfaction
for ChatGPT or Al chatbots are the following:
1) understanding users’ needs, 2) designing
natural conversations, 3) providing quick and
accurate responses, 4) continuously improving
and learning, 5) creating a personalized
experience, 6) ensuring safety and privacy, and
7) offering guidance and support. Additionally,
the approach to building trust in usage
consists of three key factors: 1) prioritizing data
security, 2) demonstrating transparency of
information, and 3) developing the chatbot’s
ability to answer questions accurately and
precisely.

In future research, if one wishes to
further study the same topic, the questionnaire
should be improved. This is because the
research findings showed that the variables
“perceived usefulness”, “ease of use”, and
“credibility” had low Direct Effects, indicating
that these factors may not directly influence
trust in using ChatGPT among Generation Y,
or there may be other more significant factors
involved. For perceived usefulness, it should
be related to work and daily life, such as being
a tool that aids in decision-making, allows for
continuous learning of new things, and can
analyze data to provide recommendations
tailored to individual needs. For ease of use,

aspects like interface design that is user-friendly
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and easily understandable, which affects user ~ and safety factors. Alternatively, the study
experience, should be considered. Credibility =~ could focus on the relationship between
should be measured in multiple dimensions, ~ ChatGPT usage and work efficiency of
such as data consistency and developer  Generation Y, or compare it with similar
credibility, which may affect long-term trust.  digital tools, which would be another
Other relevant factors should also be studied,  interesting perspective.

such as social factors, psychological factors,
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Abstract

Technological advancements have transformed the financial lifestyles of Generation X.
This study examines their risk perceptions and trust in adopting financial technology, the
relationship between these factors, and their influences on financial technology usage
decisions. As the sample group, 400 Generation X shoppers at department stores in Bangkok were
the participants. Data were collected via questionnaires. Percentage, mean, Standard Deviation
(S.D.), Pearson’s correlation, and logistic regression were used to analyze the data. The findings
reveal that mobile/online payments are associated with the highest perceived risk and trust in
electronic money services. Debit/Credit Cards and ATMs have the highest score in trust regarding
honesty. Risk perception and trust in mobile/online payments and electronic money show a
strong, positive linear relationship. Moreover, trust in honesty influences increased adoption of
mobile/online payments and electronic money, while privacy risks are the key factors driving
the use of Debit/Credit Cards and ATMs.
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Introduction

During the digital era, the conditions in
Thai society are rapidly changing. The direction
of the economy is driven by technology and
innovation, which play significant roles in daily
life and have the potential to transform
business practices through new innovations.
These advancements enhance user
convenience, prompting financial institutions
and businesses to employ technology in their
operations and risk management. The focus
is on comprehensive financial innovation
development that aligns with national
strategic development aspects according
to the National Economic and Social
Development Plan.

Under the national strategic development
aspects, the business of Financial Technology
(FinTech) involves the application of technology
to financial services, including the digital
payment for goods and services like MYMO
(Saengchote & Distanont, 2019). Quick access
to services and cost reduction are key benefits
provided by new technologies, such as mobile
and online payment systems, for consumers.
Businesses and financial institutions have
introduced new service models, such as
self-service financial services through online/
mobile payment systems, while implementing
appropriate operational risk management
systems to protect against potential risks
associated with the use of electronic money.
This helps save time and reduce costs
(Mishchenko et al.,, 2022; Sawaiamorn &
Tamalee, 2020).

As the increasing number of Fintech

businesses, financial institutions are investing
to stimulate and support startups, as well as
attracting skilled professionals in Fintech to
contribute to the development of financial
technology. The advancements in financial
technology have changed consumer behaviors
that lead to expand financial technology
for transactions. This shift emphasizes
convenience; reducing the complexity of
communication, queuing, and paperwork;
saving travel time; and minimizing various fees.
However, the application of financial technology
remains an option for only some consumers
(Lassala-Navarré et al,, 2009); others hesitate
to use these services. Acceptance of these
services is influenced by perceived risk and
trust, which in turn affects consumer trust in
terms of competence, goodwill, and integrity
in service (Mayer et al., 1995).

Generation X, primarily of working age,
values work-life balance and has faced
financial and environmental challenges from a
young age. Consequently, 42% of Generation X
have become family managers and meticulous
financial planners. Their primary concern is
devising savings plans to prepare for aging,
dealing with financial worries, unemployment,
health issues, and environmental problems
simultaneously, exacerbated by the COVID-19
pandemic (Boonyen, 2022; Yu, 2012).

With these notions, financial technology
development has led to a growth in
technology-based financial transactions among
consumers. The researchers are interested
in studying risk perception (Lim, 2003) and

building trust among both users and non-users
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in financial technology of Generation X
(Littler & Melanthiou, 2006). The study aims to
facilitate the financial technology acceptance;
guiding improvements in financial technology
services for all age groups to live fulfilling and
meaningful lives. Additionally, the findings will
provide insights for the development and

expansion of startups and franchisees.

Objectives

1. To study the perception of risk and
trust in applying financial technology among
Generation X financial service users

2. To explore the relationship between
perceived risk and trust in the adoption of
financial technology among Generation X

financial service users

Literature Review

The researchers reviewed theories
and concepts to establish a foundational
framework for the study, as follows:

Concepts and Theories of Perceived
Risk

Perceived Risk refers to the level of
uncertainty faced by service users, which
may negatively impact Generation X financial
service users. This includes social peril, financial
risk, privacy insecurity, performance danger,
and time risk. Not only Hoyer and Maclnnis
(1997) but also Jacoby and Kaplan (1972)
categorized perceived risks into six types:
security risk, financial risk, time risk, privacy
risk, performance risk, and social risk. Patel
et al. (2013) examined the relationship between

perceived risk, trust, and attitudes toward

internet banking services. Their findings
indicate that perceived risk negatively
influences users’ attitudes, whereas trust
exerts a positive impact. The authors categorize
perceived risks into specific dimensions,
further elucidating their implications for
consumer behavior in online banking.

Financial Risk: The possibility that the
outcome of an action may harm financial
consumers through the loss of money or other
resources. Many customers fear losing money
while conducting transactions or transferring
funds over the internet.

Security Risk: A major obstacle in using
internet banking services, referring to potential
losses from fraud or hacking that compromise
the security of online banking users.

Privacy Risk: Concerns about the loss of
sensitive and proprietary personal information,
involving the perceived risk of losing control
over personal data.

Performance Risk: The likelihood that
a product or service may fail to perform as
anticipated, including potential losses caused
by defects or malfunctions in online banking
platforms.

Social Risk: The potential that purchasing
a product or service may not meet social
standards or expectations. This includes the
risk of not being accepted by peers or family
due to using online banking, as well as
negative perceptions from family members
and others about internet banking services
(Black et al., 2002)

Concepts and Theories of Trust

McKnight et al. (as cited in Thongmak &
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Khampukka, 2015) studied “Developing and
Validating Trust Measures for E-Commerce”,
proposing a model that shows trust arises from
two components: trusting belief and trusting
intention, which subsequently lead to user
behaviors. Trusting belief refers to an individual’s
confidence in another person or situation
which includes the following elements:
competence—the notion that a person has
the ability to perform the tasks required
by others successfully; benevolence—the
expectation that a person cares about the
well-being of others; integrity—the belief that
a person intends to adhere to agreements, tell
the truth, and follow through on promises.
In terms of trusting Intention, it refers to the
willingness of an individual who holds trusting
belief in another person or situation to follow
the advice of that person or make decisions
based on information from particular situation.

Moreover, Mayer et al. (1995)’s study,
trust is categorized into three: competence-
based trust, benevolence-based trust, and
integrity-based (or straightforward) trust.

Concepts and Theories of Financial
Technology

Financial Technology (Fintech) refers
to the application of technology, particularly
in communications to financial, banking, and
investment businesses. This enhances the
efficiency of financial services and can also shift
consumer behaviors towards new practices.
For instance, e-commerce application
development allows users to perform
transactions quickly via smartphones without
visiting a bank (Chanprasitchai, 2023;

Getvichitara et al.,, 2024; Kuisma et al., 2007).

Related Studies

Davis (1989) conducted research titled
Perceived Usefulness, Perceived Ease of Use,
and User Acceptance of Information Technology,
which highlighted the lack of reliable
measurement scales to predict user acceptance
of technology. He noted that many commonly
used subjective measures are invalidated, and
their relationship to system usage is unclear.
This study aimed to create and validate new
scales for two key variables—perceived
usefulness and perceived ease of use—which
are believed to significantly influence user
acceptance. To develop these scales, the
author defined these two variables and
created corresponding scale items that
were first pretested for content validity. The
scales were then assessed for reliability and
construct validity across two separate studies
with a total of 152 participants and four
different applications. With strong reliability
ratings of.98 for perceived utility and.94 for
perceived ease of use, the resulting scales
were further developed into two six-item
measures. Strong factorial, discriminant, and
convergent validity were shown by the scales.
Both present usage (r=.63 in Study 1) and
anticipated future usage (r=.85 in Study 2)
were significantly positively correlated with
perceived usefulness. Similarly, there was a
correlation between perceived ease of use
and future usage (r=.59 in Study 2) as well as
present usage (r=.45 in Study 1). Interestingly,
usage behavior was more strongly correlated

with assessed usefulness than with reported
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simplicity of use. According to regression
analysis, rather from being a direct predictor
of system utilization, perceived ease of use
may actually have an impact on perceived
usefulness. The results provide valuable
insights for the future research on user
acceptance of technology.

To focus more on consumer acceptance
of online financial services, Maingoenngam
and Thamma-apipon (2021) highlight that
previous research typically framed consumer
acceptance of the internet in a binary way
(adoption vs. non-adoption), overlooking the
adoption process itself. Their research, titled
Applying the Technology Acceptance Model
to the Online Retailing of Financial Services,
explores the factors that influence the extent
to which consumers adopt innovations. The
study builds on the Technology Acceptance
Model (TAM) (Hart et al., 2015) to investigate
the factors affecting consumer use of the
internet as a channel for financial services
(FS). Data was gathered through telephone
interviews with 300 UK consumers who
responded to a survey. The Findings Suggest
that while the TAM is useful, additional factors
need to be considered. Key drivers for the
extent of use include past online purchasing
experience (for non-FS products) and
positive emotions toward using the internet
for FS transactions. Interestingly, concerns
about security were not a significant barrier,
and perceived usefulness was found to

influence usage only indirectly, through

attitudes toward the internet as a distribution
channel. Consumers with home computer
access, an interest in FS, and prior online
shopping experience were more likely to find
the internet easy to use, which, combined
with perceived usefulness, fostered a positive
attitude toward using this channel for FS.
However, the study’s findings are specific
to the FS online retail context and may not
apply to other settings. The authors suggest
that future research could adopt a longitudinal
approach, and FS providers should consider
factors like prior internet experience and
product involvement when segmenting their
customer base.

Additionally, offering more opportunities
for consumers to engage with online channels
could enhance adoption. Overall, the study
shifts the perspective on consumer acceptance
from a simple binary model to a more
nuanced, process-oriented understanding of
innovation application.

Conceptual Framework

The independent variable, Perceived
Risk, includes security risk, financial risk,
privacy risk, time risk, performance risk, and
social risk (Hoyer and Maclnnis, 1997). Trust
comprises competence, benevolence, and
integrity (Mayer, 1995). The dependent variable
is the use of financial technology services
among Generation X, including 1) Mobile/
Online Payment, 2) Debit/Credit Card usage,
3) Electronic Money, and 4) Automated Teller
Machine (ATM) usage.
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Independent Variables

Perceived Risk
1. Security risk
2. Financial risk
3. Privacy risk

4. Time risk

5. Efficiency risk

6. Social risk

A

\

Trust
1. Capability

2. Benevolence

3. Honesty

Dependent Variable

User Lifestyle of Financial Service
for Generation X

1. Mobile/Online Payment

2. Debit/Credit Card

3. Electronic Money

4. Automated Money

Figure 1 Conceptual Framework

Sources: Researchers

Methodology

Population refers to people from
Generation X working in the Core Central
Business District of Bangkok such as Bang Rak
and Sathon including Silom Road, Sathorn
Road, and the beginning of Rama IV Road.
Twenty-seven thousand, three hundred
sixty-four (27,364) people are the participants.

The sample group consists of Generation X
individuals making purchases in shopping
centers (Martin & Camarero, 2008). The sample
size was determined using Taro Yamane’s
formula at a 95% confidence level, with
a margin of error at 0.05. This resulted in a
sample size of 395 individuals, selected
through convenience sampling from Central
World, SIAM Paragon, MBK Center, Central
Chidlom, Central Embassy, Palladium World,
and Platinum Mall. In this study, the sample

size was determined using the following

formula:  n= N
1+ N
Where: n is the required sample size
N is the population size, and
e is the margin of error.

Given the population size N = 27,364 and
the margin of error e = 0.05, the calculation
is as follows:

n= 27,364
1 + 27,364 (0.05%)

In this survey, the researchers utilized a

=395

sample group of 400 individuals.

The researchers created a questionnaire
as the study’s research tool. Data collection
involved distributing these questionnaires
directly to the target group, specifically
Generation X users of financial services who
utilize financial technology. The aim was to
gather precise and accurate information. Data

collection took place at Central World, SIAM
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Paragon, MBK Center, Central Chidlom, Central
Embassy, Palladium World, and Platinum Mall.
The researchers will subsequently analyze the

questionnaire responses statistically.

Results
The research findings revealed that:
1. The perception of risk, trust, and
application of financial technology among

Generation X financial service users.

Table 1 Comprehensive Table of Mean and Standard Deviation for Risks and Trust

Highest
Payment Avg. Risk  Highest Risk  Lowest Risk  Avg. Trust Tg ) Lowest Trust
rus
Method M (S.D.) M (S.D.) M (S.D.) M (S.D.) M (S.D.)
M (S.D.)
Mobile/Online 2.82 (1.40) Financial: Time: 3.15(1.57) Honesty: Benevolence:
Payment 3.01(1.32) 2.60 (1.31) 3.27(1.58)  3.05(1.50)
Debit/Credit 2.80(1.17) Financial: Social: 3.10 (1.30)  Honesty: Capability:
Card 2.95 (1.26) 2.60 (1.09) 3.16 (1.33)  3.07 (1.29)
Electronic 2.83(1.04) Security: Time: 3.25(1.56) Capability:  Benevolence:
Money 3.04 (1.52) 2.62 (1.40) 3.47(1.65) 3.03(1.47)
ATM Usage 2.82 (1.41) Social: Time: 3.14 (1.58) Honesty: Benevolence:
3.00 (1.49) 2.61(1.33) 3.22(1.55) 3.00 (1.55)

Notes: M = Mean, S.D. = Standard Deviations

Table 1 presents the perceived risk and
trust levels via different payment methods.
The highest concern for most methods is
financial risk. On the other hand, all methods
except Debit/Credit card have consistently the
lowest time-related risk.

Trust levels are generally moderate, with
electronic money receiving the highest trust
score (M = 3.25, S.D. = 1.56). Honesty is the
most trusted factor, whereas compassion is

the least trusted.

The standard deviations indicate a
significant variation in user perspectives, with
a mix of confidence and distrust, particularly
with security and financial issues. Strengthening
security and trust-building measures is critical
to increasing trust in digital and card payments.

2. The relationship between risk
perception and trust in the application of
financial technology among Generation X

financial service users.
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Table 2 Analyze the Relationship between Risk Perception and Trust in the Application of
Mobile/Online Payment

Perceived Risk Trust
Field
Mobile/ Online Payment Capability Sig. Benevolence Sig. Honesty Sig. Overview Sig.
1 Security . 0.770** 0.000 0.794* 0.000 0.814** 0.000 0.807** 0.000
Risk Relationship High High High High
2 Financial . 0.895** 0.000 0.910** 0.000 0.905** 0.000 0.920** 0.000
Risk Relationship High High High High
3 Privacy r. 0.835%* 0.000 0.827** 0.000 0.806** 0.000 0.838** 0.000
Risk Relationship High Very high Very high Very high
4 Time Risk . 0.684** 0.000 0.709** 0.000 0.672%* 0.000 0.701** 0.000
Relationship Moderate High Moderate High
5 Efficiency r. 0.785%* 0.000 0.785** 0.000 0.787** 0.000 0.800** 0.000
Risk Relationship High High High High
6  Social r. 0.720** 0.000 0.729** 0.000 0.691** 0.000 0.726** 0.000
Risk Relationship High High High High
7 Overview r. 0.836** 0.000 0.848** 0.000 0.835** 0.000 0.855**
Relationship High High High High

* Statistically significant at the level .05

The findings of the investigation on the
relationship between risk perception and
trust in the application of mobile and online
payment technology show that, at the .01
level, there is a significant positive correlation
between the overall risk perception and trust

in technology (r = 0.855). Additional examina-

tion reveals that the correlations are positive
and steady for every pair, both collectively
and pairwise. In particular, the total risk
assessment of Mobile/Online Payment has the
highest association with trust in kindness (r =
0.848), which is followed by trust in capability
(r = 0.836) and trust in honesty (r = 0.835).
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Table 3 Analyze the Relationship between Risk Perception and Trust in the Application of

Debit/Credit Cards

Perceived Risk Trust
Field

Debit/Credit Cards Capability Sig. Benevolence Sig. Honesty Sig. Overview Sig.

1 Security r. 0.822%* 0.000 0.824* 0.000 0.787* 0.000 0.827** 0.000
Fisk Relationship High High High High

2 Financial r. 0.814** 0.000 0.828** 0.000 0.801** 0.000 0.830** 0.000
Risk Relationship High High High High

3 Privacy r. 0.828** 0.000 0.842** 0.000 0.825* 0.000 0.848** 0.000
Risk Relationship High High High High

4 Time r. 0.714** 0.000 0.721** 0.000 0.703** 0.000 0.727** 0.000
Fisk Relationship Moderate High Moderate High

5  Efficiency r. 0.775** 0.000 0.738** 0.000 0.719** 0.000 0.758** 0.000
Relationship High High High High

6 Social r. 0.711** 0.000 0.718** 0.000 0.671** 0.000 0.713* 0.000
Risk Relationship High High Moderate High

7 Overview r. 0.827** 0.000 0.828** 0.000 0.799** 0.000 0.834* 0.000
Relationship High High High High

* Statistically significant at the level .05

The relationship between risk perception
and trust in the application of Debit/Credit
Cards indicates that the overall risk perception
is significantly correlated with trust at the
.01 level, with a high correlation (r = 0.834).

When analyzed both overall and pairwise, the

correlations are positive and consistent across
all pairs. Specifically, the highest correlation is
between the overall risk perception and trust
in benevolence (r = 0.828), followed by trust
in capability (r = 0.827), and trust in honesty
(r = 0.799), respectively.
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Table 4 Analyze the Relationship between Risk Perception and Trust in the Application of

Electronic Money

Perceived Risk Trust
Field
Electronic Money Capability Sig. Benevolence Sig. Honesty Sig. Overview Sig.
1 Security r. 0.774% 0.000 0.799** 0.000 0.819%* 0.000 0.812%* 0.000
Risk Relationship High High High High
2 Financial r. 0.900** 0.000 0.915** 0.000 0.910** 0.000 0.925** 0.000
Risk Relationship High High High High
3 Privacy r. 0.840** 0.000 0.832%* 0.000 0.811* 0.000 0.843** 0.000
Risk Relationship High Very high Very high Very high
4  Time r. 0.689** 0.000 0.714** 0.000 0.677** 0.000 0.706** 0.000
Risk Relationship Moderate High Moderate High
5 Efficiency r. 0.790** 0.000 0.790** 0.000 0.792% 0.000 0.805** 0.000
Risk Relationship High High High High
6 Social r. 0.725** 0.000 0.734** 0.000 0.696** 0.000 0.731* 0.000
Risk Relationship High High High High
7 Overview r. 0.841** 0.000 0.853** 0.000 0.840** 0.000 0.860** 0.000
Relationship High High High High

* Statistically significant at the level .05

The relationship between risk perception
and trust in the application of Electronic
Money reveals that the overall risk perception
is significantly correlated with trust in Electronic
Money at the .01 level, with a high correlation
(r = 0.860). Analysis both overall and pairwise

shows positive and consistent correlations

across all pairs. Specifically, the highest

correlation is between the overall risk
perception of Electronic Money and trust in
benevolence (r = 0.853), followed by trust
in capability (r = 0.841), and trust in honesty

(r = 0.840), respectively.
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Table 5 Analyze the Relationship between Risk Perception and Trust in the Application of ATMs

Perceived Risk

Trust

Fretd ATMs Capability Sig. Benevolence Sig. Honesty Sig. Overview Sig.

1 Security r. 0.826** 0.000 0.828** 0.000 0.791** 0.000 0.831** 0.000
Risk Relationship High High High High

2 Financial r. 0.818** 0.000 0.832** 0.000 0.805** 0.000 0.834** 0.000
Risk Relationship High High High High

3 Privacy r. 0.832* 0.000 0.846** 0.000 0.829** 0.000 0.852** 0.000
Risk Relationship High High High High

4 Time r. 0.718** 0.000 0.725** 0.000 0.709** 0.000 0.731** 0.000
Fisk Relationship Moderate High Moderate High

5  Efficiency r. 0.780** 0.000 0.742** 0.000 0.723** 0.000 0.762** 0.000
Fisk Relationship High High High High

6 Social r. 0.715% 0.000 0.722** 0.000 0.675** 0.000 0.717* 0.000
Risk Relationship High High Moderate High

7 Overview r. 0.831* 0.000 0.832** 0.000 0.803** 0.000 0.838** 0.000
Relationship High High High High

* Statistically significant at the level .05

The total risk perception of ATMs is
strongly connected with ATM trust at the
.01 level, with a high correlation (r = 0.838)
according to the association between risk
perception and trust in the adoption of
Automated Teller Machines (ATMs). Positive
and consistent correlations are found between
all couples in the overall and pairwise analysis.
Particularly, there is the strongest association
(r = 0.832) between the total risk assessment
of ATMs and faith in kindness; these are
followed by trust in competency (r = 0.831)
and trust in honesty (r = 0.803).

The analysis of the influence of risk
perception and trust on the lifestyle of
Generation X financial service users reveals
that the influence of risk perception on the

application of Mobile/Online Payment among

Generation X users yielded a chi-square
statistic of 181.540 (sig. = 0.000). This indicates
that at least one risk factor significantly
impacts the choice to use Mobile/Online
Payment. The model analysis indicates that
none of the variables, including security risk,
financial risk, privacy insecurity, time risk,
efficiency risk, and social danger, have an
effect on the prediction equation for the
application of Mobile/Online Payment.
Regarding the influence of trust on the
application of Mobile/Online Payment among
Generation X financial service users, the
chi-square statistic is 138.987 (sig. = 0.000)
which suggests that at least one trust factor
significantly impacts the choice to use Mobile/
Online Payment. The model analysis reveals

that only one variable, namely trust in honesty,
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has an effect on the prediction equation for
the adoption of Mobile/Online Payment. The
remaining two variables, trust in capability
and trust in benevolence, do not influence
the prediction equation for the adoption of
Mobile/Online Payment. The study examines
how risk perception affects Generation X
financial service consumers’ application
of Debit/Credit Cards. The results reveal
a chi-square statistic of 11.789 (sig. = 0.052)
which suggests that at least one risk element
influences the decision to use Debit/Credit
Cards. The model indicates that there is just
one variable that influences the prediction
equation for the application of debit/credit
cards that is privacy risk. The prediction
equation is unaffected by the remaining
five variables which are social risk, time risk,
financial risk, efficiency risk, and security risk.
Regarding to the influence of trust on the
application of Debit/Credit Cards, the
chi-square statistic is 3.817 (sig. = 0.287)
suggesting that no trust factor significantly
impacts the choice to use Debit/Credit
Cards. The model indicates that none of the
trust variables—trust in capability, trust in
benevolence, and trust in honesty—affect
the prediction equation for the application
of Debit/Credit Cards. The influence of risk
perception on the application of Electronic
Money among Generation X financial service
users is represented by a chi-square statistic
of 181.536 (sig. = 0.000). This indicates that at
least one risk factor significantly impacts the
choice to use Electronic Money. According to

the model, however, none of the variables—

security risk, financial risk, privacy insecurity,
time risk, efficiency risk, and social danger—
affect the prediction equation for the
application of Electronic Money. Regarding
the influence of trust on the application of
Electronic Money, the chi-square statistic is
138.983 (sig. = 0.000) suggesting that at least
one trust factor significantly impacts the choice
to use Electronic Money. The model identifies
only one variable, namely trust in honesty, as
having an effect on the prediction equation
for the application of Electronic Money. The
remaining two variables—trust in capability
and trust in benevolence—do not affect the
prediction equation. The influence of risk
perception on the application of Automated
Teller Machines (ATMs) among Generation X
financial service users is represented by a
chi-square statistic of 11.775 (sig. = 0.038).
This indicates that at least one risk factor
significantly impacts the choice to use ATMs.
According to the model, only one variable,
namely privacy risk, affects the prediction
equation for the application of ATMs. The
lasting five variables—security risk, financial
risk, time risk, efficiency risk, and social
danger—do not influence the prediction
equation. Regarding the influence of trust
on the application of ATMs, the chi-square
statistic is 3.803 (sig. = 0.273) suggesting that
no trust factor significantly impacts the choice
to use ATMs. The model indicates that none
of the trust variables—trust in capability, trust
in benevolence, and trust in honesty—affect
the prediction equation for the application
of ATMs.
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Discussion

The research findings on risk perception
and trust affecting the application of financial
technology among Generation X financial
service users are compared with relevant
documents and previous studies. The discussion
will be presented according to the hypotheses
as follows:

Hypothesis 1: Risk perception and trust
in the application of financial technology
among Generation X financial service users
are positively correlated. The findings support
this hypothesis, revealing that risk perception
influences the intention to use financial
technology services. The sample group
perceives that using financial technology
services involves risks, such as the potential
for non-compensation in case of transaction
errors and the possibility of personal data
theft during service. This may be attributed
to the use of financial technology through web
applications that lack SSL (https) protection
against SSLStrip attacks, which can lead to
username and password sniffing. Consequently,
users face increased risks, such as the
possibility of encountering fraudulent
applications designed to deceive bank
customers. These findings align with Davis
(1989) who identified two primary factors
affecting technology acceptance: perceived
usefulness and perceived ease of use.

Hypothesis 2: Risk perception and trust
among Generation X financial service users
influence their application of financial
technology. The findings also support this
hypothesis. They reveal that perceptions of

security and personal data risks negatively
impact trust in the use of financial technology
among users in the Bangkok. The results
indicate that heightened concerns about data
reliability, the likelihood of errors compared
to similar services, uncertainties regarding data
security measures, and the potential misuse of
personal data by service providers contribute
to lower levels of trust in financial technology
application among users in Bangkok. These
findings are consistent with McKechnie’s
(2006) concept which examines dimensions
of risk leading to technology acceptance,
specifically focusing on security and privacy
concerns. McKechnie’s research highlights
users’ apprehensions about unauthorized use
of personal data and potential losses associated

with technology usage.

Conclusions

The study, “Receiving the Risk and the
Trustworthiness Influenced on the Lifestyle
of X-Generation Financial Customers in Core
Central Business District”, conducted at
Bangkok’s Economic Center seeks to
understand how these two factors affect
Generation X consumers’ application of
financial technology. It specifically aims to:
1) investigate the factors of risk perception and
trust that are associated with Generation X
users’ use of financial technology; 2) examine
the relationship between risk perception and
trust in these users’ application of financial
technology; and 3) evaluate the influence of
risk perception and trust on their selection

of financial technology. The research sample
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was determined using Taro Yamane’s sample
size formula, targeting Generation X individuals
shopping at Central World, SIAM Paragon, MBK
Center, Central Chidlom, Central Embassy,
Palladium World, and Platinum Mall, with a
sample size of 400 respondents. Data analysis
involved using statistical software to perform
frequency distributions and percentage
calculations. The Pearson product-moment
correlation coefficient was used to analyze
the relationship between risk perception
and trust in financial technology application
(Chanprasitchai, 2023; Getvichitara et al., 2024).

Recommendations

1. Demographic characteristics: Banks
should develop targeted marketing programs
to encourage Generation X users to employ
financial technology services. This can be
achieved by creating products and expanding
service channels that align with the technology

and lifestyle preferences of these customers,
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Abstract

The objectives of this study were 1) to examine tourist behaviors toward religious
and belief-based tourist attractions in Nakhon Si Thammarat Province, 2) to assess tourists’
satisfaction with these attractions, and 3) to propose guidelines for the development and
promotion of religious and belief-based tourism in the province. The study employed
a quantitative research approach. The target population consisted of tourists who visited
important religious sites, and a purposive sampling method was used to select 400 participants.
Data were collected using a structured questionnaire validated by experts, which yielded a
content validity index of 0.96 and a reliability coefficient of 0.96. Both descriptive and inferential
statistical methods were used in the analysis

The results indicated that the overall level of tourist satisfaction was high, with rating
mean of 3.03. In particular, the transportation aspect received the highest rating mean of
3.21. Most tourists (17.3%) chose Wat Chedi (Ai Khai) as their primary destination. In addition,
49.5% of respondents traveled on pre-arranged tours, and 47% traveled mainly to engage in
merit-making activities. Hypothesis testing revealed no significant difference in satisfaction related
to the chosen attractions, travel arrangements, or travel objectives. These findings suggested
that tourists were generally delighted with religsious and belief-based attractions, especially with

regard to transportation and the diverse range of sacred and intriguing sites available.

Keywords: Religious and Belief-based Tourism, Tourist Behavior, Tourist Satisfaction, Nakhon

Si Thammarat Province
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Abstract

This qualitative research aimed to 1) analyze the conservation of Chedi Bucha Canal
using SWOT Analysis and TOWS Matrix, 2) create and develop strategies for participation in the
conservation of Chedi Bucha Canal of the network partners of Nakhon Pathom City Municipality,
and 3) evaluate the quality of strategies for participation in the conservation of Chedi Bucha
Canal of the network partners of Nakhon Pathom City Municipality. The target groups were
selected by purposive selection, namely, community leaders, volunteer leaders, religious
leaders, community scholars, and local academics, totaling 14 people. The research instruments
were a SWOT Analysis and TOWS Matrix form for developing a participation strategy for the
conservation of Chedi Bucha Canal, and a semi-structured interview form. Research data were
collected with the use of in-depth interviews. In addition, the data triangulation method was
employed to verify the three aspects of the data as follows: 1) data aspect, 2) data collection
aspect, and 3) creating conclusions and confirming conclusions. Data were analyzed using
content analysis and core content analysis.

The research results have shown that Chedi Bucha Canal is a historically and culturally
significant area, serving as a hub for collaboration among various sectors that play a crucial
role in promoting the conservation and sustainable development of the canal. One of its key
strengths lies in the robust and diverse network of partnerships, encompassing government
agencies, civil society organizations, and local communities. These stakeholders receive support

from social capital as well as relevant institutions at both local and national levels. However,
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Chedi Bucha Canal faces several challenges, including budget and resource constraints, a lack
of effective data integration, and limited public participation that does not yet encompass
all community groups. In terms of opportunities, Chedi Bucha Canal holds great potential for
development as a creative and cultural tourism destination, which could stimulate the local
economy. Additionally, government policies support the restoration and development of local
waterways, and there is a growing trend toward leveraging technology for canal management
and expanding collaboration networks for enhanced efficiency. Nevertheless, the canal also
encounters significant obstacles, such as climate change, pollution, and waste disposal, as well
as urban expansion, which may impact conservation efforts. Furthermore, there is uncertainty
regarding the allocation of government funding. Given these factors, the use of the TOWS Matrix
has facilitated the formulation of strategic approaches to enhancing participation in Chedi Bucha
Canal’s conservation. These strategies are categorized into four main approaches: Proactive
Strategy, which focuses on developing creative tourism projects to generate income for the
community while raising awareness about environmental conservation; Corrective Strategy, which
aims to strengthen knowledge and skills within the community regarding canal management, as
well as seeking financial and resource support from relevant organizations; Preventive Strategy,
which emphasizes coordinating with network partners to monitoring and managing pollution
issues, land encroachment, and the use of technology to assess water quality; and Responsive
Strategy, which focuses on establishing monitoring and reporting mechanisms, as well as risk
management plans to mitigate the effects of external factors such as climate change and
environmental problems. Additionally, the development of participatory strategies among
network partners within Nakhon Pathom City Municipality encompasses five key areas:
systematic water management to maintain appropriate water quantity and quality, water quality
control to reduce pollution in the canal, landscape and environmental improvement to support
conservation and water resource development, cultural heritage preservation to promote the
area’s unique identity and link it to tourism development, and public relations and awareness

campaigns to foster understanding and encourage participation across all levels of society.

Keywords: Strategy, Participation, Conservation, Chedi Bucha Canal, Network Partners
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Abstract

This study aimed to identify and explain the factors associated with packaging damage
during the transportation of Betta fish in Southern Thailand. Data were collected from October
2022 to March 2023, using a sample comprising 384 Betta fish distributors selected through
multi-stage sampling. The data were analyzed using descriptive statistics and multivariable
logistic regression analysis. The findings revealed that the prevalence of packaging damage
during transportation was 24.22% (95% Cl: 19.91-28.52). Six significant factors were identified:
1) the use of banana leaves or fresh foliage as inner packaging material, 2) the use of bicycles
or motorcycles as transportation vehicles, 3) incorrect delivery locations that did not align with
customer specifications, 4) delays in delivery times, 5) transportation during the months of May
to January, and 6) water leakage during transit. All factors were statistically significant at the
0.05 level. The study concluded that approximately one in four packages sustained damage
during the transportation of Betta fish in Southern Thailand. These findings provide valuable
insights for Betta fish distributors and logistics companies. Recommendations include adopting
standardized packaging materials that are resistant to moisture and capable of withstanding
impact, as well as enhancing the efficiency of the transportation process. These improvements
may involve optimizing delivery schedules and employing appropriate vehicles for
transportation. The implementation of these measures can reduce the rate of packaging damage

and increase the confidence of distributors in their operations.

Keywords: Packaging Damage, Betta Fish Transport, Packaging, Southern Thailand
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Uszdaiveslneflasunufsuogaunsmanslu
wyiAsanasny TilulssmauagsnsUszng
(Thongprajukaew et al., 2023) Tngnainuaiiin
A319UaANTEIeaNEITN 298,253,361 U siall
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Customs Department, 2024) Tnearnzluiud
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TWuguszneunsviesiu Tnssiadandaiede
Miay 100 UMM UALENNI0E9E 300-1,500 U
wniduladameiusfiiawiifinnumeny vio

Aua1nsatunIsudsdu (Prachachat, 2018)
ag1lsAnuniseudesuainnilnnuionie lag
wwzdymanudemeresussg i Jads
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LazAUNUNIANTUNLYRIRT g Jaglu
n1sindninelainadiuluganiunisiiu
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WutQYu1AMULENEINNITVUR LU AT
5981 VIOUTINTLUNNVBIUTIYIUI wonani
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(Sermwatanakul, 2019) M‘%@@mmwﬁﬁwdw
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2. Wiodinsgitladeffinnudusius iy
AMUEENIBVRIUTIYAUIINN1TVUEIATA
Tuilufinels

NUNINITTHATTH

U330

usT et Ao Avievuvieussandndu
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nuELReA DMG = Damaged, AOR = Adjusted Odds Ratio, OR = Odds Ratio, 95% / Cl = 95%
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Abstract

This research had the objectives to study methods for integrating the identity of family
businesses and local identity into the marketing storytelling process, thereby creating an
emotional attachment with customers. A qualitative case study approach was employed,
focusing on four family-owned agricultural businesses in Lop Buri Province: Chanok Farm,
Baan Suan Thanakorn, Yodkhao Bakery, and Uncle On Fresh Vegetables. Data were collected
through in-depth interviews, document analysis, and field observations. Content analysis was
then used to verify marketing storytelling according to key variables, including family business
identity, local identity, integration mechanisms, and customer emotional attachment.
The findings revealed three types of storytelling approaches: (1) the founder and succession
stories reflecting family values; (2) the stories that integrate family values—such as perseverance,
honesty, and intergenerational inheritance—with local identity, such as raw materials and
community culture; and (3) the stories about problem-solving and production innovations. The
integration of family and local identities occurred across the content, form, and experiential
levels, resulting in customer trust, empathy, and loyalty expressed through repeated purchases,
words-of-mouth, and participation in business activities. These findings are consistent with
theories of marketing storytelling and prior research on family businesses and local identity.
Furthermore, the study offers a new perspective, suggesting that extending storytelling into

customers’ direct experiences is a key factor that makes stories powerful and sustainable.

Keywords: Storytelling Marketing, Family Business, Local Identity, Customer Emotional

Attachment
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Abstract

This study explores the effectiveness of content formats on Instagram and TikTok
platforms that affect target audience insight, reach, and the followers of Magical Stories, a newly
established art brand specializing in cute coloring fashion books. The objective is to enhance
brand awareness and create content that resonates with the target audience’s insight. Using a
quantitative approach, the research analyzes 36 pieces of content (72 artworks) categorized into
tutorials, collaborations, product showcases, freebies, promotions, and storytelling. These were
posted on Instagram and TikTok from November 2023 to April 2024. The findings indicate that
TikTok outperforms Instagram in both reach and follower growth, especially among females aged
18-24. Younger audiences aged 18-34 respond mostly to creative, interactive content such as
collaborations and storytelling, while those aged 35-54 prefer promotional content highlighting
product benefits. Notably, TikTok also attracts a significant male audience, likely due to family-
related engagement. The study suggests that Gen Z and Baby Boomers respond best to tutorial
content types by Gen Z responds to authentic, engaging content, while Baby Boomers prefer
family-oriented and accessible features. TikTok’s broad reach across 18-34 and growing interest
among users 55+, highlight the potential of TikTok and its increasing popularity among older
audiences. The study recommends creating personalized content for each demographic based
on their preference interest content type data, exploration of other social media platforms,

and staying updated with content trends.

Keywords: Instagram, Tiktok, Content Format, Target Audience, Brand Awareness
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Introduction

Social media significantly influences
daily life, becoming nearly as essential as
basic necessities. By 2022, 4.59 billion people
actively use social media, averaging 2.5 hours
per day (Mohsin, 2023). Social media usage is
expected to grow annually, with nearly half
of the users engaging to stay connected, 37%
to pass time, and 34.5% to follow the news;
about 25.5% use it to find activities, while
25.3% use it for product discovery (Gaubys,
2023).

Many believe that selling on major
platforms alone suffices. The projected global
e-commerce sales reaching $7.96 trillion by
2027 highlight the value of these marketplaces
(Global Ecommerce Sales Growth Report,
2024). Despite the convenience and large user
base of e-commerce giants, niche brands may
struggle. Relying solely on these platforms can
increase competition and trigger price wars,
negatively impacting profits for specialized
products (Tian et al,, 2018). For instance,
Amazon, a leading e-commerce platform,
offers limited customer demographic data,
challenging niche brands in personalizing their
marketing efforts.

Magical Stories, a Thai independent
publisher specializing in anime-style craft
books, was selected as a case study to analyze
how niche brands might use social media to
overcome the issues faced by similar small
brands. Since 2022, they have relied on
Amazon, but the lack of customer data on
the platform complicates audience targeting.

Despite Amazon’s massive reach, with

independent sellers in the U.S. collectively
selling over 4.5 billion items in 2023, averaging
8,600 sales per minute (Dharmesh et al,,
2024) emphasizes the need for alternative
engagement channels for niche brands
like Magical Stories that the brands should
leverage social media for consumer data
collection and targeted engagement (Page,
2003). As Voorveld (2019) states, social media
allows brands to communicate directly with
audiences and gain insights. Moreover, its
analytics and metrics is an aspect to evaluate
as it can help determine whether the content
is perceived effectively, which can guide future
strategies (Castillo et al., 2021). Kemp (2024)
notes that Instagram and TikTok are among
the most popular platforms, with Instagram
engaging users aged 16-34, and TikTok drawing
younger users.

This study focuses on two metrics of
social media, including reach, unique users
who view content, and engagement, likes,
comments, and shares, to evaluate Magical
Stories’ digital performance and content
effectiveness. The study hypothesizes that
Magical Stories” primary audience, ages 6-12,
is reached via parents in Generations X and Y.
Instagram may effectively reach these parents,
while TikTok could engage younger users.
Additionally, video storytelling may maximize
reach and engagement, aligning with Lind
(2020) on video content’s ability to foster
analysis and expression. These hypotheses
aim to guide niche publishers toward a more
robust digital strategy beyond e-commerce

reliance.
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Objectives

1. To study the target audience’s
insights from content formats on Instagram
and TikTok platforms.

2. To study the effectiveness of content
formats on Instagram and TikTok platforms
that affect the reach and engagement of
Magical Stories.

3. To study the effectiveness of content
formats on Instagram and TikTok platforms

that affect the followers of Magical Stories.

Literature Review

Strategic Planning in Digital Marketing

Strategic marketing requires
understanding customer demand, creating
products or services to meet it, and persuading
customers to buy. SWOT analysis (Strengths,
Weaknesses, Opportunities, Threats) assesses
a brand’s position and improvement areas.
Porter’s Competitive Strategy, developed
by Michael Porter, provides a framework
for sustainable competition through cost
leadership or differentiation of products
(Porter, 1985). Identifying a brand’s Unique
Selling Point (USP) helps it stand out, while
clear marketing goals and actionable KPlIs drive
measurable success.

Content Marketing

“Content marketing” was coined in 1996
by journalist John Oppedahl (Emilio, n.d.),
while “digital content marketing” emerged in
2004 by Koiso-Kanttila (Rowley, 2008). Though
digital media shifted the audience, both
strategies focus on building brand personality,

loyalty, engagement, and awareness (Huang,

2023). According to Du Plessis (2017), content
strategies have six components. It involves
selecting the right media channels, matching
content to brand goals, creating a brand
identity through engaging storytelling, triggering
organic conversion, developing educational
and entertaining messaging, and finally,
motivating audiences to share, co-create, and
support the brand. There are several content
formats nowadays, especially in the digital
ear, interestingly, according to Semrush’s
State of Content Marketing 2023 report, it
mentions that video-type content gains the
best performance (Paruch et al., 2024).

Content Types

Creating content that resonates with
audiences along with content that shows the
brand value is essential for effective content
marketing (Ho et al., 2020). High-quality
content formats are interactive, engaging, and
educational rather than directly promoting
products (Kittaka et al.,, 2022). However,
the content creator must also look through
feedback and social media monitoring. Casais
(2022) analyzes social media content type
practices into 5 categories.

1. Providing updates about the new
product to foster engagement and interest.

2. Content based on customers’
feedback. This allows consumers to vote and
leave comments and suggestions.

3. Providing company offerings about
promotions and loyalty rewards.

4. Discuss their products or services like
how-to, tutorials, and issues.

5. Following up strategies and analyzing

followers and trends.
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Product Life Cycle

The product life cycle, introduced in 1950
(Business Bliss FZE, 2023), was explained by
Reymond Vernor as four stages: introduction,
growth, maturity, and decline.

Introduction: The focus is on building
awareness through promotion and advertising
to establish the brand (Kopp, 2024).

Growth: Demand rises, requiring increased
production as competition intensifies (Kopp,
2024).

Maturity: Sales slow and competition
heightens. Businesses should sustain market
share by adapting to trends and targeting
similar audiences.

Decline: Sales drop and market share
decreases. Promotional tactics, like competitive
pricing, can help clear remaining inventory.

Target Audience

A target audience is crucial for business
success, as it identifies those likely interested
in products or services. Understanding this
group aids in content creation, with each
generation having unique preferences (Kotler
et al.,, 2021).

Baby Boomers (1946-1964): Favor clear,

informative content with family-oriented
aspects (Slootweg & Rowson, 2018).

Generation X (1965-1980): Values
independence and digital content like emails
and infographics, focusing on promotions and
loyalty (Robinson, 2022).

Generation Y (1981-1996): Prefers
personalized products and is highly influenced
by social media, friends, and influencers
(Dabija & Babut, 2019).

Generation Z (1997-2009):

authenticity, appreciates data-sharing for

Seeks

customization, and values direct interaction.

Generation Alpha: This screen-heavy
generation is growing up with Al, consuming
substantial digital content from a young age.

Magical Stories

Magical Stories, an independent
publisher founded in 2022, specializes in
anime-style coloring books, sold exclusively
on Amazon. As it is in the introduction stage
of the product life cycle, the brand faces low
awareness and limited marketing content.
Additionally, being a single-artist brand, it
has yet to prioritize communication, which
is crucial for an artist’s success, as noted by
Carradini (2019).
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Audience Demographics

Age, gender, and generational segment

Platform Features
Visual appeal, interactivity, and

algorithm-driven discoverability

Social Media Metrics

Reach, likes, shares, comments,

v and follower growth

Content Types Platforms
Tutorials Content
Collaborations Content > TikTok
Product showoff Content —
Freebies Content B Instagram

L]

Promotions Content
Storytelling Content

Audience Insights

Preferences and behaviors

Figure 1 Research Framwork

The above research framework shows
the relationship between variables. Input
variables include six content types that are
developed by using practice from Casais
(2022) and Du Plessis (2017) and focus on
Instagram and TikTok. Moderating variables
include audience demographics and platform
features like visual interface and algorithms.
Output variables assess impact through social
media metrics and audience preferences,
highlighting key drivers of engagement and

content strategy.

Methodology

This quantitative study aims to develop
content strategies to engage Magical Stories’
target audience. Independent variables
include Instagram still posts (1:1), Reel videos
(9:16), TikTok videos (9:16), and six content

types. Dependent variables are audience

insights (followers) reach and engagement
over a six-month period. Each platform will
feature 36 content, totaling 72 artworks.
The content types include tutorials that
provide step-by-step art and craft guides,
collaborations featuring mix-and-match ideas
with other collections, and product showcases
highlighting various designs. Additionally,
there are freebies announcing free products,
promotions for new arrivals and seasonal
themes, and storytelling that creates narrative
scenarios using doll designs.

Data Collection Method

This experiment will analyze Instagram
posts, Reels, and TikTok content from
November 2023 to April 2024. Content will
be published at times based on prime-time
analytics reports from Klug et al. (2021). Each
platform’s ad campaign will share identical

budgets and timelines. Data will be collected
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7 days after each post at the same time, aiming
for a KPI of 100 reaches, the minimum required
by Instagram to analyze audience age. The
experiment will use the same posting strategy
across all 72 artworks, with consistent formats,
sizes, and timing on each platform, ensuring
validity through verified analytics tools like
Meta Business Suite and TikTok Analytics. Data
collection includes reach (unique accounts
viewing a post) and engagement metrics such
as likes, shares, comments, followers, saves
(Instagram), and favorites (TikTok). The data
will be analyzed by summarizing performance,
comparing formats and types to identify
trends, calculating engagement rates and
gender percentages, and visualizing results

with bar and pie charts.

Limitations

The study focusing on a single niche
publisher may limit broader applicability
across industries. Unmet platform KPIs could
also affect result clarity, as a new publisher,
Magical Stories faces challenges in meeting
this KPI due to a small fan base. Additionally,
both platforms restrict data collection for
users under 13. Furthermore, the algorithmic
differences between TikTok and Instagram

may significantly influence the outcomes.

Results

To collect demographic data (gender
and age) on Instagram, content must achieve a
minimum reach of 100 impressions; otherwise,

it is marked as N.A. (not available).
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Figure 3 Average Target Audience Six Content Types by Gender
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The data shows a higher female audience
on both Instagram and TikTok. The 18-24
age group is most prominent, with 40.3% on
Instagram and 59.88% on TikTok, followed by
the 25-34 and 35-44 groups. Notably, TikTok’s
55+audience is slightly higher than its 45-54
group, almost competing with 35-44, while
Instagram’s audience decreases steadily by
age. Instagram posts in all content types are
marked as 0 or N.A.,, and only boosted Reels
yield enough audience data for analysis.

Age-based content preferences vary: 18-24

Table 1 Average Reach of Six Content Types

favors collaboration content, 25-34 prefer
storytelling, 35-44 and 45-54 respond to
promotional content, and 55+ show interest
in tutorial content.

Content Formats Effectiveness on
Instagram and Tiktok Platforms Which
Affect to Reach on Magical Stories.

By tracking the reach across various types
of content, Magical Stories can empirically
identify the kind of content that resonates
most effectively with their target audience

from the reach data.

Instagram
Types of Content TikTok Reach Sum
Post Reach Reels Reach
Tutorial Content 11 787 2,054 2,852
Collaborations Content 16 117 2,040 2,172
Product Showoff Content 14 128 1,499 1,641
Freebies Announcement Content 11 134 2,065 2,210
Promotional Content 11 500 3,353 3,864
Storytelling Content 10 697 2,153 2,860

TikTok outperforms Instagram in reach
across all content types, with promotional
content leading at a total reach of 3,864,

followed closely by storytelling and tutorial

content, both with similar reach. Freebies
announcement, collaboration, and product

showoff content follow in reach totals.
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Table 2 Boosted Contents on Instagram and TikTok

Instagram TikTok
Types of content
Post Reach Reels Reach Engage Reach Engage
Tutorial Content 22 4,636 12 10,600 296
Collaborations Content 5 515 10 11,100 232
Product Showoff Content 51 653 34 7,900 274
Freebies Announcement Content 7 611 14 11,400 280
Promotional Content 19 2,913 16 18,700 6
Storytelling Content 20 3,450 35 11,400 289

Across both platforms with identical 100
baht daily ad spend, content performance
varied. On Instagram, storytelling and product
showcase content led engagement with 35
and 34 interactions, while collaboration
content scored lowest at 10. TikTok’s
promotional content achieved the highest

reach but minimal engagement, with freebies

Male
68.0%

and storytelling showing promising interaction
potential.

Followers on Magical Stories

From November 2023 to April 2024,
TikTok followers grew to 828. TikTok analytics
provide insights into follower demographics,

as illustrated in the figure below.

Female
32.0%

Figure 4 TikTok Followers by Gender on Magical Stories
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TikTok followers by ages on Magical Stories

30%

20%

10%

0%
18-24 25-34

35-44 45-54 55+

Figure 5 TikTok Followers by Ages on Magical Stories

On TikTok, Magical Stories’ followers are
a total of 828 followers, predominantly male
(68%), with the 18-24 and 25-34 age groups
being the largest (30% each). The oldest age
group follows closely at 17%, with 34-44
and 45-54 age groups at 13% and 10%,
respectively. Storytelling content with video
formats on TikTok gains the most followers.
In contrast, Instagram saw minimal growth,
gaining only 37 followers over six months
despite posting 36 pieces of content and 72
artworks, making the sample too small for

insightful analysis.

Discussion

Video content formats, such as Instagram
reels and TikTok videos, outperform Instagram
image posts, aligning with media richness
theory on the effectiveness of platform-specific
content commmunication (Shahbaznezhad et al.,
2020). Both platforms attract primarily
females aged 18-24, consistent with Uses and
gratifications theory, which explains younger
audiences’ preference for entertainment and

interaction (Akello, 2024). TikTok’s broader

appeal among the 55+ age group highlights
digital inclusivity trends and older adults’
media adoption (Yang et al., 2022).

TikTok achieves superior across content
types due to its behavior-driven algorithm,
while Instagram benefits from a network-
focused algorithm (Barta et al., 2022), enhancing
storytelling content type within established
social circles. Instagram users aged 18-24 prefer
collaboration content, while older audiences
favor promotional and tutorial content,
supporting findings on practical content’s
appeal to older demographics (Nimrod,
2016). TikTok promotional content achieves
broad reach but limited engagement, whereas
storytelling and freebie announcements

resonate strongly with younger audiences.

Conclusions

Analysis shows TikTok outperforms
Instagram for Magical Stories, with the 9:16
video format being most effective on both
platforms. TikTok primarily attracts females
aged 18-34, aligning with Kolotouchkina et al.

(2023), who found younger audiences prefer
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creative content like collaborations and
storytelling. Audiences aged 35-54 favor
promotional content highlighting product
benefits, Supported by Van Kerckhove et al.
(2022) and Amett et al. (2020), older consumers,
particularly those aged 45-54, value detailed,
practical content that aligns with their
mid-career priorities. TikTok’s algorithm excels
with Baby Boomers for tutorial content, likely
due to family-oriented messaging (Kotler et al.,
2021). TikTok has more male followers,
reflecting Krasnova et al. (2017), which found
men prioritize information-seeking, while
women focus on close ties. Instagram covers
a broader age range but sees declining reach
in older demographics.

TikTok’s content should make efforts
on younger audiences (18-34) and seek more
opportunities from older audiences (55+),
leveraging TikTok’s algorithm to achieve wide

reach with promotional-seasonal-up-to-date,
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Abstract

Amid the accelerating pace of technological advancement and rising expectations on
student performance, teachers in Thailand are increasingly burdened by societal and educational
systemic pressures. This is a qualitative research. Research data were collected via in-depth
interviews with seven purposively selected experts involved in teacher development and social
and emotional competencies, who possess knowledge and expertise in teacher development
and have continuously driven the development of teachers’ social and emotional competencies.
The research findings, derived from content analysis and thematic analysis, revealed five key issues:
Excessive workload beyond instructional duties, student behavior shaped by digital immersion
(i.e. the “head-down” society), heightened parental expectations, pervasive societal myths and
stereotypes, and internal factors related to teachers’ beliefs, attitudes, and personal life histories.
The findings emphasize the urgent need for targeted national policies and institutional efforts
to foster teachers’ social and emotional competencies, which are critical for supporting teacher

well-being and promoting sustainable educational and societal development in Thailand.

Keywords: Teacher Development, Problem Condition, Teachers’social and Emotional

Competencies, Human Dimension of Teacher
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Abstract

This research had the following objectives: (1) to study demographic characteristics,
attitudes towards VALORANT online gaming, and VALORANT online gaming behaviors of bachelor
degree students in a university in Pathum Thani province; (2) to study the difference between
the demographic characteristics and the VALORANT online gaming behaviors; and (3) to study
the relationship between attitudes towards VALORANT online gaming and VALORANT online
gaming behaviors. This research was a quantitative research, using the survey research method
to collect data for a specific period of time (Cross-Sectional Study). The employed research
samples were 400 undergraduate students in a university in Pathum Thani province, aged 18
years or over, who were still actively studying. The researcher selected the research samples
by using the convenience sampling method which was a non-probability sampling method.
The employed research tool for data collection was a questionnaire with the overall reliability
coefficient of 0.948. Statistics used in the research included the frequency distribution, percentage,
mean, standard deviation, F-test (One-way ANOVA), and Pearson’s Product Moment Correlation
Coefficient.

The research results are concluded as follows: Most of the research samples are males,
studying in faculties under the social sciences group, having monthly income of 15,000-20,000
Baht, and being domiciled in Bangkok and its vicinity. Their overall attitude toward VALORANT
online gaming is at the high level with the rating mean of 3.92. Specifically, their attitude toward
the access to applications and distribution channels is at the highest level with rating mean of
4.22, to be followed by the attitude towards the online games which is also at the high level
with rating mean of 4.00, the attitude towards advertising and promotions which is at the high
level with rating mean of 3.80, and the attitude towards the cost of playing which is also at the
high level with rating mean of 3.69, respectively. Most of the research samples play VALORANT
online gaming 1 day per week and 1 hour per day. As for results of hypothesis testing, it is found
that the students with different demographic characteristics, namely, genders, study faculties,
monthly incomes, and domiciles do not significantly differ in their VALORANT online gaming
behavior; and there is a significant positive relationship between attitudes towards VALORANT

online gaming and VALORANT online gaming behaviors at the 0.05 level of statistical significance.

Keywords: Attitudes towards Online Gaming, Online Gaming Behavior, VALORANT Online Gaming
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Abstract

This article aims to propose concepts for developing problem-solving and coaching skills
for human resource managers in the 21* Century within the context of digital revolution and
modern labor market challenges. Essential problem-solving skills for human resource managers
include analytical and critical thinking, creative thinking and innovation, strategic decision-
making, collaborative problem-solving, and adaptability and flexibility. Important coaching skills
comprise positive communication and feedback provision, relationship building and counseling,
individual potential development, digital technology integration, and systematic measurement
and evaluation.

The integrated skill development framework consists of four dimensions: current skill
assessment, personalized curriculum design, implementation through practical training, and
continuous monitoring and evaluation. Recommendations from this study can be applied to
developing specialized problem-solving and coaching skill training curricula for human resource
managers, designing organizational human resource development policies, and establishing
career development guidelines for human resource managers in the digital era. Additionally,
organizations can apply the study results to design specialized training modules, create
360-degree skill assessment systems for human resource managers, and develop coaching

effectiveness measurement tools appropriate for each organization’s context.

Keywords: Skill Development, Problem-solving, Coaching, Human Resource Managers, 21%
Century
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Abstract

Nowadays, supply chain management is facing disruptive challenges such as war,
epidemics, e-commerce, competition among businesses, inflation, economic recession, and
complex supply chain processes and sizes. These all factors lead to problems in sourcing of
raw materials, transportation, distribution, sales, and payments. The above-mentioned problems
are the responsibilities of supply chain executives to find appropriate methods, strategies, and
tools to adjust current operations to cope with the problems and environment that affect
operations. A key concept that has been applied is called “supply chain resilience”, which is
the ability of supply chain systems or mechanisms to respond and adapt to problems that arise.

This article presented a framework for problem analysis, the creation of the necessary
elements of resilience, and strategic management that can be used to create systems or
mechanisms that were resilient and responsive to changes in the supply chain. In addition,

simulations that can be used in network design were discussed to develop appropriate

problem-solving processes.

Keywords: Resilience, Design, Simulation, Supply Chain, Strategy
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futlgmeng 9 fidhannsenudenisaniiuey
Faanansauvseanlidy 1) nsadauuInianis
Ansenlgmiifgatestuannuainudangu
2) psrtsznaufidnlustensaiennudaveunay
3) nagnsfisdulunisasrsaruBangulifety
Tuhslggumusuaiu

AN N RNER9RasTdgUnIuAUAITH
Haviein

Welgguniu Ae SyUUNIIYiULULE
TAs3a314 (Structure system) FeRanssuse 9
MuUszaukasaonnaoiuUznaume N3
TNUHY A1TIANIAYAU NITHER N13IANT
pdsAud nsvuds nsdanisAdsteuasns
UImsgnan Wusu Aanssueing 4 azdenlesnns
AfiuausgnIniulagduiinans taun seuy
asaunea inaluladiadovisuaznsdoasinedl
Inquszasdiiiolidlggunmuinnisuaniuden
Yoyasznitevthenu dnsiuidoiies
037 ansnsnandefianainiivsindunag i
AUAINITOLUNITABUAUDIFBAIIUADINIT
anén uenaniaedesdinsdnwidunadouuas
Ailafansdanisunulunsen q fu (Crandall
et al, 2015) nMsdudunuvesilsgunuiiy
Tutlagiuazindayfuauides (Risk) fawnsaiia
FuluusazAanssudend “arudsdumssiy
9w’ Juduanuidssdifnanieannnuiain

Hadevaneusenns 1oun seuumsvhauiiduma
nsgurumsAnduauiidudou n1snseives
wiinuiawan founnses mstrzaveedosile
\nFeadnsvideanimmnisaifidutladeniouend
dannsznusenssiuay ifudu Seenuded
Huun (Size) waraududou (Complexity) A
yupveninltgUuriosiuuAanssunglud
il Joyymvseamnmne 9 wanturelfiAn
N135UNUNIYINU (Disturb) lagagdewananis
fuiunwiililidasoussanaingUsyadd
fmun Innsdndulaiardnilninguassalu
n1susuilunisiiaunsaiinisnenveinves
Aanssusng 4 Tuisldgumu (udu venanil
Tuanmnsudedulugsiafifinmausdiugaanniidy
UsemenaziUsewmavielugnanunssuiediu
Afownnais uuidn vielneslofiannsaviily
vhaldgunuUsUiliileifntgm (Vali-Siar etal,
2022) Fsléiun n1sadunrmanansolunisuiu
Woadaszansnwlumsdiduniliaenados
fummnsaivdetiymiAndy Snaidsuulas
nsdnaulafinndinisldaounisaivienand
$aivm Bpdestiolunsdnnisiuliem (Solution)
yoaudumad (Failure) MAnTulsTumls
U fnstiusslevdnnminensitiedlviin
Usglevlaeanuaranunsalaiamainusiuieny
gitdulddmdslunsuuusmteasuutas
sUwuumsvhnulsesnssnis faiinivmsiiaue
wnAnEeIn Ay (Resilience) Vlunide
B “Logistics and supply chain management:
Creating value-adding networks” 1371 a2
Havejutumaneds AuansvesTEULTIENS
fnalniivillinishauvesislsgununduiug
amwLﬁuﬁaﬁluﬁadauﬁgﬂmsﬁumu (Disturb)
nndymiranelunasnisueniiazdsualinig
sflusuddeulu (Christopher, 2011) wialu
SnAnuvnefie arwdandureshldgumuiiy
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JzApeiauaI1TaluN TR VAL ILATAINY
anunsalunsiuiiandagmindnnsenuly
eI ITiansavilvigsianduAuggunuud
ansaliusnisgnan Shwdiuiumenisnain
IEnuunfdeuiitivensailifissyasdiAnty
(Rahman et al., 2022) wausaazulainaiy
gangunangda Auaiunsatunisusudmnie
WAsuuUassEuunIney SR NaINT0
Tudszaumeviandlufanssusng o Aflutiagiy
iielvanansaviauldegnaiuszansawangls
anmwindeufidsuulategimadmsetym
Atannsgnuivmaldguu matharsdeamey
wUsuldiunaldguniuasivselovilsanis
wmsdanslunane q suswielli

1. Frunagns viaslsgunuiiiinnaBaveu
nanagnsausauiuasunaunagnivie
Wanungldniuaninnisalvesmalnkagainy
ADINTVDIGNAT

2. AUBIANITUAENITUTIIT Ao AL
annsalumsuuiasulassaauasnszuIug
aeluliielMidifunisivdsunyaives
ANINLINDUNINTIAT N15ANTIAVIUHUAITOS
vany 9 sunvuLiiednasaminensiivanzan
wazaenpansiutlynd

3. snuwalulad Ao mMsthwaluladadell
ultifeifiuUszansnmuazanuaimsalunis
AOUAUBIDAINABINTVDIGNAT AIUTAVINY
5957 gneies wdudn wazauisavioule
umﬂwma‘luamwLmé’auﬁm?{auuﬂaawjmaam
1

4. pungrsneuazngseileu fie Msusus
somsdsuudaslungrnouazngszadeuiina
sovhaldguyu wu msUduUssulsnoitelmn
Tunufinguanefmuauagfnuauduiusia
fugilduladiudenne 9 lunsaiivau

5. fhunsenanisal Ae msfiviasldguyny

finsisikarannisainudsafionaia
Fuldaranthazgaelranunsadanisiulamili
wnzaufuaaumsadldinnturiuasesiiouas
nalnnssiunuiimneadluusasdaym
wonanin1sUszaunusaniiolunis
fuiunidadudeidnduiraiienudangu

'
[ =

vndulalaeliminudiane1nunusing

]

'
=) yaa 1

¥8453503 (Alliance) w3ognildiuladiuide
(Stakeholder) n1slddayasiuiu n1suszau
fumeulunisviau nislfiadestie uagnnsld
Yosnsnsaeansseninaiuiieuaniuasudeya

vWudu (Rossi, 2014)

msfa@mtuumwﬁmmjuwmﬁw‘&ifqﬂmu
(Supply Chain Resilience Design)

Tunnsfiagihanudavguidunuszgnd
Iiurzdesdinisaisszuuniossdussnouly
nsviauvesildgUnuliientsdiniueu
TnsivszansanlaeliarnudAydunisasng
pedUsEneaufiddny 3 Usenns 1oun 1) wuams
nas1evidamilunislgguniu (Guidelines
for Analyzing Problems) Fuuldlunisudly
Yaymuazasianalnlunisienu 2) esrdsenau
YeIANUEANEY (Resilience Component) i
Fududesiiitotsluszuuativayuniesosiu
N13%197% (Support System) veelgaUnNIU
ua 3) nagnéfiannsnassrnudangulsitumig
Isziqﬂmu (Strategic for Supply Chain Resilience)
AfinsAnfuauiiduiudsu Tnefisneazibon
Saseluil

1. wuan1en1siasizidynilunaeley
Uy Hudupouanansoduiletullymilintu
IFegafiuseansnmvioudlunisdsuulaile
HgymtannsznuiunITALueY N
Iauetunouiiannsaldlunsinsesdidam
Tuvhslgguniu il
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1) n35uilaymy (Perception) 1lu
nszvIunIIienivilfisaansaduteya
Fdudgmivdsing 9 anasdnudununisgly
Lazn1eUeNIEgUMUEIUIINISERNANI 0]
s1e91udeyaituiinlinionisdearsiugy
Aot dnarsdne q ludlagiuiundiuun
easeanudilanasfinnsantnnud fyves
Teyn | AIUTULTT UTEny BUIAT0IHANTENY
aanieados wandeulosiuianssudu 4 Wusu
Feazthlugnsnauny msaeisnsudly nng
Jaasmineins nadenltinieaiiolunisudly
Hymmanuldifnaumnzay

2) MsvIuTteya (Data collection)
Budumeudrdniivaelifufornulddoyad
Huugudieiluinneiviorhenudilai
JgyyFeanunsaiiisdeanisazuiuusaudly
fumeutaniudnumenainiounumiouves
Toyaifiofiazihlugnmsiinszilagisnslinds
foyaiiiiuaiastio Wy FBnsnsdadony s
dunuwal (Interview) N15daLne (Observation)
N15auUNUINGY (Focus group) Yoyaluafn
(Historical Data) 35tmanguazn1saiiuau
wuUTwEee (Cross Functional Team) s
suadsnuTndeyanuatsundsiidann
douloauaziferdestuiiieliidoyaiugud
LB 11 SI89IUNNTNER T189TUN1TVE Toya

AIRsa visedeyan1sdnds [udu
3) MTTIAAULEYILAYHANTENUYDY
Jan (Measuring Risk and Impact) 10un1s

'
=

’Efmzé’wmué"lﬁ’zysumﬂfgmmLﬁmﬁu Fa¥gymil
Antuluisldgumudnduazdeaiinisdngd
AanudAglunsudladgmauadunoulasids
desnfitesnlusoweminensuaznaniily
fifiuanu inTesileiundseandld liun wving
nsUszfiuaandes Risk Matrix) wafianisls
ATRULAUERA (Risk Scoring Techniques) %38
msdmsgianudesiidusiian (Quantitative
Risk Analysis) Tnednisimundiffivztluldlu
nsUsediutlyy wu funu na1 muniidedie
4) n153ATI¥A (Analyze) 1Hunns
"“;mi'lzﬁﬂﬁymﬁ'Lﬁwﬁmﬁammmmaqﬂfym
ldgnisunlelaggelmannisidadam ns
antlymuaznsvidymirindetesiian adn
nsvuumMsenzilygwvieonsdenldiaiesile
HUsEaNSNMAzdINaNITA LT WU ADUAUDY
oty danusiad nisdndulagnsies n1sld
nSnennslfivsyansam uagldnadwifianunse
Wlvgmsusudsslgmluanundgguniu nsls
w3nafielunisiiesiziaisiinnnuvainvans
ielvaenadssfuanimdymiliintuaiuise
fsansieazidenlalaswiaiunquuainis
nswiuasnindenliindesdioninad 1

o ! a ¢ A A A a ¢
M99 1 ETJLL‘U‘UGUENﬂEleﬂ'ﬁ’JLﬂi']g'WLLagLﬂﬁ@ﬂu@miﬁuw]i?Lﬂiqgﬁﬂﬁy}ﬂq

NANNITIATIZIN

GERRED)

1. mugunsal ATeile SEUY
N19Y1191U

wHURamALAzHa (Cause & Effect Diagram) wnurasiulives
Uy (Problem Tree) N15FUIURTIBLAZAUAANAR (Fault

Tree Analysis) MTIATIERTBUANTDILALNANTLNU (FMEA)

2. gumsimuallrnelay

mqﬂizmﬁ Hierarchy)

1Y

WU IngUseasd (Objective Tree) arsutudving (Goal
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M13197 1 JUluvYeInguMTInTgiLasiaseslenldlumsliaszvidym (de)

NANNITIATIZIA

GERND)

3. AUNITIATIEATINATA

ATIATILINTEUIUNNS (Process Analysis) Wuud1aeitlgosuny
lAs9a319v09g1UTaya (Entity Relationship Diagram) inalulad
LLaxﬂuﬁ iftiszuu (Technology and System Landscape)

4. FUNMTAATIRTINAYNS

MIBnTiiaslganel (Value Chain Analysis) Jadeaudise
fidday(Critical Success Factors) Hadendniuiie 5 Usenis
(5 Forces) MIIATIEAENINLINGDU (Environmental Analysis:
PEST)

5. MMUNSHAININAENS

U4 wvisndg (BCG Matrix) n1sidenitnagnsseauasns (Strategy
Matrix) @IUNgUveIduAI3enan (Product/Market Mix)

6. PuUNIBAeNtuNSAnaUla

unuAsAulsl (Decision Tree) M5ALATIEYIANLES (Risk Analysis)
N5UTBULBUTENIIN 2 99 (Polarities Tool) N193LATIEH
gnnuselovil (Utility Analysis)

5) nMsUFudsuazaIuAl (Improve
& Control) tunsimailéainnsinsesin
YSulsensrurunisvinulasdulinisvinau
ausanauAuganrUni (Recovery) visonaug
msinununssulfisiigalagazdeds
auddniuluesiiiendes wu mseenuuy
nzuunslvl Fmuasduneunmsuiuuz s
THheSosilefifinimdndu mnunudsnagns
Funulunisdduau S1urufisvinveu
n¥nennsdu 4 Adesdld uasnadeuszULATINIY
T WDusiu Tudiuvesnisauauasdesiinig
AvuAkNUAIUAN (Control Plan) Lﬁammumi

Atiuaulrussqingussasiuazaanndeeiunig
Uuusslageguuiiugruiifeliurisldguniu
MAININIALTNOU In15AIUAY
o a P ¥ [ v v
nsaduuielilanadnslaniuuinsgiu
Muuakaziin1suTulisegresioiilosainaue
zdaalyiinn1sasnalin1sujunna (Best
Practice) Fudunisiseuduazlduszaunisal
Tunisunletynivesnisldguniulagriugiu
1% A & s A4 a a
deyaminuazauliluesdnis Weiindynid
anvauglnalAsseianansailuusuld (Adaptive)
TidAudamaenanild dawuanienisiesigi
Tyluislegunulauwanadsluning 1
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A

2. mafiusausiudeya
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A

( Uszaunisaluaznisiseus >

3. MSINANMUELIUATNANTZNU

Y

4

lailed/munau
USTQHa?

4. NM5AATIER

A

A

L&

5. nMsUiulgauazauAY

n1sALgENIAY

AN 1 L sieseidymanugaguluiiddaununazesduseneay
(Resilience Problem Analytic Model: RPAM)

2. 99AUTZNDUVDIANNEANEU N384
Aanudangulumaldguniuagiesorfessuy
A15V1UUsEa LAz ARAARINUTIT LT udDa

A U a a d'
AUNT0TUNLDNUAINUNAUNGLLAZ AU ULUAY
ag19lipndnlaegeliussansainlaeaiunsa
yMaulesgnemaiiiadnastaaiumnuLdsnian
21AATY DIAUTTNOUVBINITATIAIUEANEY
d' o I v} 1 1 1
ndulunsiaunidguniuauisauusesn
16 9 a9AUsENOU P9l

1) Yaya (Data) \Judeyaiiegnieluy
29AN15NE1UNSAUNTTNEINTA IWEY LAY
Anaulale wu Jeyadudi Toyagnan Toyadum
depu 1udu lneazdassiduniswlainisannig
YDUAKUUAS

Y

tion) FedswantunIsNUsEaNS A WluSe9veY

1 WeglugUvesndvia (Digitaliza-

n153anTsTeya ansunulunsAnluaukans
Anrodoans (Zhao et al., 2023) UONNIUEINS
WA NEaNsIvNgIRaRduIAdeUn T
FeRavatuansoasanubangulstuile

gunuld (Lin et al,, 2023)

2) walulagansaumea (Information
Technology) L Uunsidnaluladning q wu syuu
ARTIA 5¥UU RFID S2UUBUWIRsInANNS1d svUU
AaduAanlulRA sruuvueus seuugudeya
Jusu ierusingy wiudlunisuaniaou
Toua anveRANAIAlUNITUTEIIARALALENIT
Anevideyaiiflegumeanals (Mass Data or Big
Data) Wun1sviuuesssuutyaiuseivg (Al
(Nimmy et al,, 2022) upnanigaunsauszand
1ddn311augiin (Metaverse) n3a3URUUNNT
yhaouaiouadsluds 3 77 JaazdswaliAnns
Amdestu (Trust) Tunsviausgninaiu (Chen
et al,, 2023) uaﬂmﬂﬁmﬂﬁﬁmiaumm’uﬂé’mm
TIOAULATANAMUULESUNTYINUT Uz
TAnanudangulidumslgguniulaedied
Usgdnsnmluaniizmndouiiiauiuniugs
(Gu et al., 2021)

3) pesile (Tools) Wumsirseuvdedl
wdasfleinfouldnulufanssusng 4 Mifeades
funisldgunu wu gunsalvudedanvilamg o
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\w3esguuilaavide RFID gunsnideusiosuy
LA38Y18ABNTART gunsainsyanedy I
Sumosiinaudags Wudu Fadumsatiuayy
nsvinureminwinliiianusings ande
Aomanslun1svinenu ang g uvsainsen
Uaeadelviiuguiurnu

4) N38UIUNITUINTEIU (Standard
Operating Procedure: SOP) Wun1siivun
unsgrilumaianuiidanuiielianusslowl
Tunisbindnauuazupainseng q ladatoway
TR TunuImafeadudsdnasiivnun
AUTEaA LWIMUNE YDULA WAL NTEUIUNTT
funou FaneUFTR fsuiaveu ngsndeuuas
Yotsfuiiioiinuszansamlunisdiiuay
vhauldnumnsgiudiiimue annnugaiuan
M%asﬁjaaﬂwa’mﬁla’mLﬁﬂ%ﬂLLﬁ%ﬁ’lﬂJ’liﬂU%UU?x‘i
nsviaulidhdvannedeuvdetiadeidn
nsgMusionsALuy inTeailodmiunmsdnnis
NFTUIUNITUINTFIU WU TEUUNITIANITAMNIN
(Quality Management System: QMS)

5) a¥eszuuiivszamilunmsussanuny
fugnAlagdIningau (Interface System)
Hunsaduszuuiiodanisuazinsedeansiiu
anfuazfinm ingivludnuaefigaslinig
vhaouswiudullegusuiusasivszansam
Fadududdyresmsuimsianisanudangu
dielianunsamevaussnFesnsLazTorinvug
yasmagnén fanv ngRuiiuasuuuadluldesd
Uszavsnn enveglusuiuuvesdedenmonilay
govliniitaelunsianisteyagndn Wusu e
NMITIVTIUALIATIVANUAATILINGNAT N3
Usuussteiaue TusluduSeuinmaifielvinseiy
AUABIANTITIANIZVDIINAT NITAARNINNITINES
msUszfiunanisinauredaingau 1udu

6) NM3bnavestaya (Information Flow)
19199 UN1UILADIATIINTLUIUNITTURAZ AR

Toyaseninsgiiisadosanunsninausudu
wielvlnarnuaiovislsednivszavsamuay
Ifnadwsnuiiimualy dsaudanguainnng
Ivavesdoyaszinasionsinaulavesuimsd
A anarwdeuresnisvhaniluvhdldguny
UduasunagnslinuaniunisaifiuAsunias
Tldegnesanisa

7) Wanvinwgreaniinau (Skill) inwe
gidudreliiinanuganguliiumsleguniu
fu l8un Fwedunisiesest (Analytical
skill) 1Huinweldlunisinunasnisuile
ity Wilefernudenloswoslam
ﬁ’umsﬁwmuhaaguuﬁugmmaﬁmﬁw%qu,az

'
(Y] =

Yoyadifley vinwzfidfayvomdinauldun inue
neuwmaile (Technical Skill) Wuvinweaud
vizeflaudrnalunudersesdiefisuiinveu
amnsoueadutlymitensasieliAnarundeme
fussuumsianunisnmsviewdesdieldiled
nsusulsssdeuniedunountsvinulndan
anmveadymvienudosnsvestuInsi
Foalinsiudsuntasmazannsanisnisiesiu
Jymantuainszuunisiaulnilende
annsavheumaunuiuld saurtaiitnuslunig
aulavainvane

8) lassasnean1sdndula (Decision-making
Structure) nMsfiviasligUuniuanansadndulals
adudlefimanisaile 9 dhansenudenis
uinduazdedilaseaiieesnnsnisinnu
fifinnstvuaninfiudazinefidaeu datenis
UaAUTv1 (Chain of Command) fdudiod
ausndalunisinduls funeunisdoansii
Faudewhuiiiauieitouasinigivun
YULWME1UIA (Span of Control) YBIXIANT
Welgauniu Juiis §3nns waslidnuiu
glédadudyuvmzanlunsfiazfosinig
muauguatiielmAnUszansamlunisiay
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Tassadaitannsodundsegndld wu lassadis
WUUSIU (Flat Structure) kazlA3easIaibuy
L3NG (Matrix Structure) 1ugu
9) NNIAMUATULUUVDILATRYNY
(Network Design) 1Junszuaunslun1sanauey
wagailassadaiiolianunsnindoudedud
LaguInIsbaeg1eliuseansanuazUsenda
Funu Faazdesiinisimundiuiulasseyrug
LAzMLIUEIAE I IBALEEAINAT 9 Anelu
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geinlufanssunelumsleguniu
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Toguniu (Judeddguitelianunsasuiiedu
auddsundasuasdymiintuldegqed
Usgavsamlaonagniiduununisvieuuimied
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ANUEANEUITYIETRAINITAIIUNUABUAUDY
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Aarursatr luldluniswauianudangud
seazdendi
1) N15a319839ANITUNINTITITOUS
(Learning Organization) An15WAILIBIANTTLAEL
oguuiuguesnaiieudanUsraunisaiuay
nsadnnuidssmynelussdnsidielannse
U¥ussoaniunisaluazivdsuutadlsagiadl
UsgAnsnm esAnnsuwiansSeusiindidnuasd
sorlodlumstamwagnnsusulss lasasrefiud
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21U TUBIANTNIUNTTUIUNITVDINSEDENS
wariinmsuiulgsegasieiiios Gu Inddn ladu)
adsrvunsseuiiiueeulal (E-learning)
LVESUAS19N1SAMTIAS19855A (Wawinnssy)
[~4 i3
Wunu

v Y

2) MIESNANUANTUSA R IngAY
(Supplier Relationships) Judndulaieniu
anuduitusvosgdaningAudeiinaenisuan
dunlngnss fusmainddgumudeniiaginnu
SWAUEIAMIngAUTINILLN (Supplier Diver-
sification) liienszateAudsuasliaudfey
futadesng 9 1Wu AuANYeIIngRAY AUANAT
fufuL ANLTINEILLUNSIREs Auasaly
N5USUWAIAINABINTTRNGAY LaENIINOUALDY
Fortmundunninmsanfsifigesnis uenand
N3aseinusIsTeIANTINLBLasNTATUAYY
gefldudAlunisiasuasennuduius g
AUNIUN 1IN SRREAS TR N5l
Prgimdoniefuiniosilonazinaiianisnde
GRGEIRR

3) N3ATNNALNENITNTLANNEN U
(Distribution Strategy) Junsdnaulafieatu
FBn13nszanendnfueiliiugnndadunuimn
ddnlumseeniuunsdenlesveavindldguyny
Tngeguuiiuguvesnisinieuduiasndaiie
pevauesionniudsunUadlunain 1inveq
yalunsnszanedud Wisnsvudsdedomans
sUnuunsentsldgudnseateduaisiuiu
(Alikhani et al., 2021) Wu M3dndslagnTIan
lssnundarugudnseeiuaseiugiinnavie
Audnszargdudrtruuauludegnatdatenia
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audlunisdnds aAnuduyu rudeneiiin
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4) n1sWaunIsn1sdanisanuides
(Risk Management) tJunsgulunisanaany
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Fosuaziiinnuavessialunisdiiuaulag
gatfunssuilofuanunisaliiliuviueu aansn
aansaiaadssiiagifintulusuiandidang
N3ENUADNISALLUIILYBINERUNIY WU N3
gAYz inveIgUNU AgNURANNETIHYR Tadena
NHTFANENT wAEANUAUNIUNINATYTN NAENS
MAgTes Wy M3disosduiiaeds N1319uHY
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ANuLAEs (Risk avoidance) 1unsusuiuaey
nagnsnIenszuIunsiieanauideaniy
1NASNSENA 9 leussnAudEss WU nseneley
Anades (Risk Transfer) 1Hunnsl#3sdreleu
anudedlugayananiousn MseesiuANLIAD
(Risk Acceptance) Wunisia3aunieusuilenu
uansenUTiazAnty udy

5) nsuiinUsEAnSa Ay (Cost
Optimization) WunsAndunsiitqasimneiiie
TiussgermdualuvusAnwszdunsuinig
wagduulveglussduiivanzan wiouiaiung
frlslunsduiuey dsdifeadestumsdsady
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Abstract

Single-parent families have long been a phenomenon in society and are increasing
today in Thailand and globally. Being a single-parent family is difficult, as the parent must take
on both roles in caring for and supporting the family alone. Besides the increased responsibilities,
they also face various challenges, such as economic problems, family relationships, and mental
health issues for both the parent and the child. The situation of single-parent families can
arise from many causes, such as divorce, the death of a spouse, separation, or adoption. These
situations directly and indirectly impact all family members, especially children, who must deal
with emotional and behavioral changes, academic challenges, and social adjustment. This article
discusses the situation of single-parent families and proposes guidelines for providing assistance
and support services. The aim is to promote physical, mental, and social well-being, helping
single-parent families to adapt and live happily amidst the current social changes, with the

assistance of ongoing supports and care and collaboration from work agencies in various sectors.

Keywords: Single-Parent Family, Provision of Support Services, Context of Thai Society
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Abstract

Virtues are the cornerstone of goodness and righteousness, expressed through an
individual’s actions, words, and thoughts. They serve as guiding principles for one’s conduct,
eventually becoming habits. These virtues benefit oneself, others, and society, much like in
the nursing profession. Nursing is guided by professional ethics and a nursing code of conduct,
which sets standards for nursing practice. Adhering to this code demonstrates nurses’ ethical
behavior, ensuring quality work, patient safety, responsiveness to user needs, and building public
trust in the nursing profession. This assertion is consistent with the Ministry of Public Health’s
policy under the first Master Plan for Moral Promotion of the Ministry of Public Health (2017-
2021), which encourages all organizations within the Ministry to become moral organizations
and moral hospitals. The implementation of measures and mechanisms to drive and promote
ethics and morality has led to the expansion of this initiative to hospitals, aiming for them to
become moral hospitals. This has also extended to hospital personnel, fostering an awareness
of Thai societal values, which in turn promotes the virtues of “Sufficiency, Integrity, and
Public-Mindedness”.

Therefore, nursing educational institutions responsible for producing nurses for moral
hospitals must adjust and integrate, as well as continuously develop teaching methods to make
nursing students aware that being a good citizen of a moral hospital is an important aspect of
the profession. By emphasizing the use of ethical reasoning to connect with the reality of today’s
society, if educational institutions promote students to become personnel of ethical hospitals,
this will reduce complaints and lawsuits against nurses. This is in addition to providing nursing
students solely with knowledge and practical nursing skills, so that nursing students can live in

a highly competitive society and become professional nurses with ethics, morals, and quality.
Keywords: Ethics Behavior, Nursing Students, Moral Hospital
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