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Digital communication and self-service efficiency: The role of ARCS

motivational model in educational support services
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Abstract
The objectives of this research were: 1) to investigate the levels of perception towards digital communication
based on the ARCS model and self-service efficiency among freshmen; and 2) to analyze the influence of digital
communication components according to the ARCS model on self-service efficiency. This quantitative study
employed a survey method, with a sample of 558 first-year undergraduate students at Prince of Songkla University,
Hatyai Campus, academic year 2025, selected through a convenience sampling technique. The research instrument
was an online questionnaire validated for content validity and reliability. Data were analyzed using descriptive

statistics and Multiple Linear Regression (MLR).
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The findings revealed that new students perceived digital communication based on the ARCS model and self-
service efficiency at a high level. Regression analysis indicated that all four components of the ARCS model
significantly predicted and explained 75.7% of the variance in self-service efficiency (Adjusted R?* = .757, p < .05).
Specifically, Confidence was identified as the most influential factor, followed by Satisfaction, Relevance, and
Attention, respectively.

The results reflect that digital communication design focusing on psychological empowerment through the
ARCS model, particularly in enhancing user confidence, plays a vital role in the success of self-service systems. These
insights can be applied as a communication innovation to enhance the quality of public services and sustainably
improve student experiences in the digital era of higher education.

Keywords: digital communication, educational support services, public service innovation, self-service efficiency, ARCS model
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Tugaddiia anndugaudnuilanidandyiuanushmelunisuiuwasuguuuunsivuinnslg
audufdsia (digital transformation) LielviaenadesiungAnssuuazanuaianiwesindnwiiulm
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A1AULIN BINTHAUNTEUU e-service Ingysannismaluladszuuaaiin (cloud computing) foiduedesile
Ay lunsmevaussiiuuinisliediindosia aenadesiu Lekudakom (2025) fisyyimiagnuniaiy
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NRULAUBLITY Z Ffputomsoeulatifiazninginiga 1wy woundiadu LINE el Kim, & Choi (2025)
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d@0nAAINU Rakisarakul et al. (2024) uag Yenyuak (2025) fidivinwrnisesnuuvdeuarauduiingse
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nasoan A MuarAvSveindnwilasnss nisdeash araiiuseavsnimdsdldtuegfuauiuavves
welulaBifissegraior uitusgiuniseenuuuans (message design) Arelviglidnaulaldognagnies
nsldauirTodunar Buliinnfindslésuanuion iesntisannisznsetuuazdeanss unoufidudeuls
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gadaqUu AIuieadea (relevance) Adelisuiindoyadoulostudymiitddundsy anutuls
(confidence) @4 Loorbach et al. (2015) Susuindutladondnidmaneninuneielunsu e
puLedaudI3a wazauiansla (satisfaction) flas1aiaduinuniluszoze1n 3 Ma, & Lee (2021) wuiinis
Tusmsiinevausslilfedinseunquazaiunrmionslaligandt wikiuanluea ARCS axgniiluldly
N3¥UIUNTTEUNITARY (Wahyuni et al., 2025) win15inanuseynaldivanuuinisatduanunianisanu
MjatiuUszansammsuinsauesdslidnia Tay Stan et al. (2026) svyiniszansamdananidessanionis
aseausiulalunsdndula (choice confidence) wazn1susANAn Feaonndosiu Zaitouni, & Murphy
(2025) FiBuunssuiauAmEuANLAEMnaUIrdsaderRlalfrusrUUATTRe g waLTles
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auLes: Unumvsanssgslanuluaa ARCS lunuuinsatuayunisinu Jujatiufiasiinseidvinaves
Haduidedninewarnisiuide iovuumneiimungandigalunisananuiianatnuagifiuanusinisly
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Figure 1 Conceptual framework.
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1. iileAnwszAunisiuivesinAnwilmifiinenisdearsadsianuluina ARCS GsUsznausiie
Auaula (attention) AuLieades (relevance) Aausiula (confidence) wazaanuiisnela (satisfaction)
lunuuinmsativayunisfine nsdlfnwinssuiunmsvitnsdssddinfnwsienuies
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lunuusnisaduayunis@nyl nsdlfneinszuiunisyitasuseddidn@nuiluvi lnelisieagziden
nsdiunisdail
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vy AdrAnwluBnisfine 2568 $1uau 5,885 Au fAsetmuntuianguiegistusilaglignsves
Cochran fiszdiuanuidesiudosas 95 uazAranuaaairdeuliiiAuosas 5 wieaufuuidmiudsevnsid
I1U7UT11A (finite population correction) "Lﬁﬂuummju@haaiwﬁzuﬁw 361 AU WiainautLdedeuay
dosfunuaaiaindeu idedsiudunsiuteyaiiufunaslduiuuasunwiianysaisiuiu 558 4
Tngl#38ns1dendaeg1utuazain (convenience sampling) Mnnguiindnuiiiinldsussvuuazaiiasla
133N

fieil §Adedenlitnadonsetuuuasmnidielfaonndestuuiunnidefidatiudnunsiugan

NANK LT NUNHIUUTLAUNITAINIST FISEUUUSNITAULES M UEN1UNN58I959 (real-world context) wasd@ansunu
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Anduainmsidendetnaililéldmnuinasdu §idedddiuiuns (1) msvensvuinngustegisliunnni
naugsusiiduaalls (over-sampling) Immﬁu%@;ﬂalﬁﬁm%u%aaas 54.5 (310 361 1Ju 558 Aw) iiewiiy
sysuanuusunuwesUsyunsuazdaelinanisinseiiinuaiiosnndy (2) nsnszanetemiadiia
LLUUaauamw’m?‘%aﬁ%ﬁamawmsmuuazmjum%mh&Jﬂ’ﬂﬁﬂwﬂwmﬂwmmmﬁm Lﬁ@iﬁmamqu
naumnefiffugurnueAaviaiunndeiy
2. wdasdiefildlunside
2.1 #ensdeansidntadildlunsfinw (digital communication media for study)
MsisundalAnumavesdenisdoansiavia Giledunardulins1iin) Aimuniulae drtinnsdne
wazuinnssunistoud Weldatuayunszuiumsidnsussiddndnuisenuies Insdesanaiaiinng
oonuuulneUszgndlilanaa ARCS dail
auaula (attention) mﬂ%ﬁaﬁaaﬁLﬁaﬁﬁa@(ﬂ%LLathJLa'%ummvﬁﬂﬂmﬁam
ANUREITad (relevance) Lemiidenndssiutunoussuastigliindnymsivadidos
LASENAITNTN
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AUl (confidence) msseniuuiunsuiidaauuuudiuiuiieligldihilalunish
AUAIYALULDN

anwtanala (satisfaction) defitisananuduauiazdoRananlunsiiiue deais
UszaumsalitiuagFuuing fuansly (Figure 2)
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Figure 2 Sample digital communication media for student support services designed using the ARCS

motivational model.

2.2 fAFpimukuvasuaueeaulall (online questionnaire) lngUssendnsounuifnluna ARC

201 Keller (2010) Waanadosfuuiummsliuinig wsoenidu 4 daw dail:

dauit 1 doyamiluvesinouuuuasuniu (we uazany)

daufl 2 uuulspifiunisiudrensdeasAdvianaluing ARCS $1uru 8 dadinm AseuAgy
a ¢ A arwaula (attention) AmiAgItes (relevance) Awsiula (confidence) uaganufianela
(satisfaction)

dauit 3 wwuussiduuszaniaiwnsliuinisdenuies $1uau 4 defiany aseuaguiiy
srpva AuaNNInlunTUFoR Tuneuiitaau uagnsmumude

dauil 4 Folausuuziianiy (Frauvansiln)

wasialudnd 2 way 3 \Juiesdnusyanaan 5 52U (5-point Likert scale)

3. ManTaseUgMAIAIBNTie FasleTTuriunTIaeUAERTITLTEM (content validity)
Tnegnsaqudisuanunzidounaznisliuinisnisinuisiuiy 3 vy Afuszaunisallununsifoy
lidosndn 5 U gmssnandvimihfiuszifiunnunssvedsen1sA1am (item-objective congruence: 10C)
Tudazdorenadesiuinguizasduaslonvesiuusfideansiaviels nansnsavaouléia 10C (index of
item-objective congruence) aglutas 0.80-1.00 dsiioneglusziumunzaslunisldaumunasivimun
wazausanildlumsitunusindeyals
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4. nsusausaudayauazaiesssuniside idudndunisiiusivsindeyadiu Google Forms
Tnguszanduiusinuivlsduasdedinuoolaveshensifounazyszanana Tutiafeunsnyeufadamay
.. 2568 Aouiiuiuuuaouniy §3Tuldduasinguirasduazvenlubusen (informed consent)
Tnedilsfannsdunsesteyadruyananaznsufianundnaiesssundelunyvdodiuniain teyad
#suaggninaninsgilunmeaniiosslewinsiviniasiniiy

5. menneidoua §isiinneideyadaelusunay KNIME analytics platform Tagldafdsd

ABATINTIAIUN (descriptive statistics) T AR (frequency) Seway (percentage) ALade
(%) wazdrudsauumnasgiu (5.0) wleesuiedeyamluuassziunisiuilunsiavesduszney

atAlliNaYuu (inferential statistics) 19n157iAs1zin1sanneenyAM (multiple linear regression
analysis) Wilonaaeudvdnavesiulsdassluluna ARCS TidawasofuUsnufeUssansaInnsu3nismues
Tnerimuaseiutedfayn1eadnn .05

Nan13ANYN

nstiauenansAnaded useenifu 2 dau audngUuszasrveInside laun (1) nan1siasiey
spiumsiuirensaeansidvianuiliing ARCS wagsziuUszansnmnsliuinisfonues uay (2) wans
Annevidvinavesesdusznaunisdearsiavianslinng ARCS Adwariauszansamnsliuinisionues
vosnAnwlu

dauit 1 nansnzideyanilunazssiunisiuidenisieansidvianialuea ARCS

PnNsiuTIusndeyannnguiegadndnuilug S1uau 558 A wuli greuwuudeunuddlng
Wumandgls §1uu 385 au (Fewaz 69.00) sesasudumavies $1u9u 159 au (Sevay 28.49) uazd
liuszasdszyma Sy 14 au Gosay 2.51) Wlefinnsanmudeianay nuinguiesdulngdnwoglu
ANEINYINITINNT T09RMNAD AMYINEIANENT warAnsfaUmans aua1sy

NaNNTIATIERsEAUNsTUvestnd@nuilnilsentsdearsidvianiuluina ARCS wudt Tuniwsau
thnwiisssiunisiuiienisdeansiviaeglusefuunn Tneildedssinvesesdussnay ARCS Wiy 3.83
wazflAndiuidsauuanasgu (S.0) agszning 1.28-1.36 WeRiansandusiediu wuin fusnufsades
(relevance) fidadsgean Wiy 3.85 Tnslannzyszifiuiidediliin@nvimsuitdeuniouenaisvio
Foyalathe sesaande funuitmela (satisfaction) fAedewiiiu 3.84 uazsupusiula (confidence)
fidadowiify 3.83 auzdiduaiuaula (attention) idnedssiigadlelIsuifisufuesdusznaudu
wrilansegluseiuann Tnefaadewinfiu 3.80

dwsusudsnu fie Usednsamnisldusnismenues (nsdlfnwinisvidnsdsendatindng) wui
thnulmifisziuussavsamnslduinsmenueseglusziuuinn Tnefieadesmwindu 3.87 Wefiansan
Wusede wuin Usziduidn@nulinzuuugean Ao anwannsalunisdoundulugdeussuduiusiie
mumusuneuidofindym sosanie msdaaurenssuiunsfusfuauay uagenuanmsolunsi
puduneudsnuedlaglidesaouanudminfifiudy nuddu angivssdudunislidinalunis
sullunsesninfinalidauedediian widsnseglussiunn swaziBenriadeuazdrnidsauumnsgu
Aaudns (Table 1)
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Table 1 Means and standard deviations of perceived digital communication (ARCS Model) and self-

service efficiency (n=558).

assessment items X S.D. level
attention 380 1.36 high
1. video clips and infographics are visually appealing and engaging 378 135 high
2. visual, audio, and color design enhance content understanding 381 1.36 high
relevance 385 132 high
1. content of video clips and infographics aligns with actual procedures 384 1.31 high
2. media helps in identifying necessary documents and information 385 1.33 high
confidence 383 130 high

1. after viewing the media, | am confident in following the steps .
3.88 1.32 high

independently
2. I know who to contact or where to ¢o if a problem occurs 378 1.28 high
satisfaction 384 132 high

1. I am satisfied with the media and would like similar formats for other .
382 131 high

services
2. media helps reduce confusion and errors in document submission 386 1.32 high
overall ARCS perception 383 132 high
self-service efficiency
1. I spent less time on the student id process than expected 384  1.30 high
2. | can complete the steps without further inquiries to staff 386 1.31 high
3. the process is clear from start to finish 388 1.29 high
4. if a problem arises, | can conveniently re-watch/re-read the media 391  1.30 high
total efficiency average 387 130 high

daufi 2 nanAeseninavesesdusznaumsieashdvianulaneg ARCS sauszansainnis
THu3n1sfiaeautes nansiAsIEvinIsanaeenngn (multiple linear regression) LiloAnw13n3naves
asdUsEnaUNsdeansidvianiulina ARCS Téun aruaula aruiieados arusiula uazanufisels
fidwmarouszansamnisldvinisdenuedunuuinsatuayunisine wudn fudsdaseis 4 du
dadvBnalauindeussansamnislduinissenuesegnaitddymeadafisedv .05

defiansunddulszansannosuinsgiu wui duaasila (confidence) lutladedisidnswa
gafigniouszaninmnislduinisdarsnuies (B = 0301, p < .001) s89asu1de Fruadudfianela
(satisfaction) (8 = 0.294, p < .001) FuauAeItes (relevance) (B = 0.183, p < .05) uazFumuaula
(attention) (B = 0.114, p < .05) AUANY

uan Nt wanshaszrdauin inansonnssfiddulssaninistivun (R2) wiiu 0.759 uay

aa o

A1 adjusted R2winiu 0.757 waadliiiiuin eaduseneunisaeansaavianiulauimga ARCS @1u13005u1enIny
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wUsUsmvBIUsEANS nmNsLEUSNsaenwesesindnw lvilasesay 75.7 lnesuavidgnNani1sIATIEH
fananslily (Table 2)

Table 2 Multiple regression analysis of ARCS components predicting self-service efficiency.

independent variables B Std. error t p
attention 0.114 0.052 2.188 029"
relevance 0.183 0.083 2.197 028"
confidence 0.301 0.077 3.909 <0017
satisfaction 0.294 0.082 3.569 <0017
constant - .021 .000 1.000

R? = 0.759, adjusted R? = 0.757
Note: p < .05, p <.001

anUs1ena
A15I98L509 “N15ARANTAINANUUTLANTAINAITUSNITAULDN: wmmaumgﬂammimma ARCS
Tunuuimsatduayumsfinw” awnsahwanisiegiinefunenuingusyasivenisidelanad

=2

sEAUNsUion1sAeansidvianiuluiea ARCS wazUszaniamnislduinisiignuies nansanw

' o P 1Y

nu31 UnfAnwilndszaunissuienisdeansidvianuluwa ARCS lunnsinegluseduuin uwaglisziu

= o

UsgAnsamnislduinsaienues (nsal@nwinsiidnsuseddaindnel) eglussduinniguifeaduy

[ '

wasananaviouliiiuin nsdearsadafioonuuuegindusyuu annsoatuayuliindnuilnidila
Fuppunssniiuniswazannsalivinisdenueddoiediusrdnsnim aeandesfuauitores Keller
(2010) fiszyd1 nMsoenuUUNsAearvIedoniaiFouilaedsluna ARCS Hrotiinseiuusigilanagnisd
dausuveSuans ImEJLawﬂviuu%umaaﬁaﬁ%ﬁaﬁm%ﬁmL%‘au%uavﬁwLﬁumiﬁ’mmmaa agslsfiny
winmsinazegluseduuin LLmJaaammmﬂmmuw&Jawummmu (s.D) wﬂaumﬂaq azviouliiuin
ﬂamuﬂﬂﬂm’mmmmmmumaaamwamLmﬂmaﬂuwaammi feenafianmnunaniugiuitnuedava (digital
literacy) vioUszaumsalifsulumsldimaluladuimsnuesiunnssfluusiazyana dwalrnssudsenny
518LLazmm%Lﬁ]ufuaa?a’[,uﬂajuﬁaaijaﬁﬂmmw?{amgwﬁ’uagﬁw

definrsudusieesduszneu nuin Fuanuiieades (elevance) fAadogsiian aenadaaiy
muAfefunsdeansiftanisuiniedis msiaueansnseiuUITUNLAaE AN AN SYRaEldaz ety

[

nsfufaaauazaundonlunisufoinuduncu (Parasuraman et al, 2005) Fagliiindnuniuginans
AlFsuiienusndusaniodeddnonssiuaues nan1sifedsagviouliifiui nisfoansiavaluuiundlaild
vmthifiesdnevonteyaibsduneu (nformational communication) Wity widadumsdeaaidenisltuin
(persuasive communication) itaeainsussgslaliin@nuinszminfennuddgueinsdidumsienuies
aonndestulLImaM TN deRdviagalnifiyatiunsufuasungAnssuriumsltiinlasnniuanig
Tidoyaifivsegnafion dsil Jingit (2025) ldinausinnislddefioenuuumumdndnine vz auaunga

nszqulvisuasiinanunseninuasiilugnisuiRaunlasuneunanglaass
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dmfusuanuauls (attention) fanadeiigaileFeuiisuiuesduszneudu agvieuliifiuiy
Tussuniiifeyasiuaunn ensniudesiinmssenuuudelifianufsgauintu wu msldnmedeulmvie
d0u3eldmou aenadostunanisAnuues Jingit (2025) finuinnisiddedulnnsfinuuuldneu (interactive
infographics) GduaiﬁﬂajuLﬁmmaﬁi:ﬁums%’uit,l,azwqaﬂimﬁﬁﬁuaEiwaﬁﬁaﬁwﬁzy A0NARBINUANWMY
woAnssuveain@nwinduiaiuelsiu Z Aihinsafudedivassumniuazimumaniieniuniauls
4838073 (Charoenchaiya, & Wijjammaree, 2025) mndovinanudgalaluraausnetsdmaligiuans
Dudeyadidnyluld aenndesiu Mairieng, & Chanchonyut (2025) fitusudedileludunsiinduaiosde
fiiszavsnmgslumsisgauazinuanuaula (attract and keep attention) vesrSuanslugardsialéinia
doguuuuinly

Tudruesusyaninnnslduinsienues wansdnu it dndnwilmiaunsaiaudunon
ilaglsideafteniiming azvieufsnnudniaveanswaunssuuUINsLUY self-service daonndosiy
Lmeﬁmsﬂ’wuﬁaa%ﬁaLﬁaa'qLaéumiﬁauﬁﬁwmmawaﬂ Sangsawang et al. (2025) finui1den3via
Tadfifeftoonuuuinedisdiamunnannsafiulsraumsaiuazduaiunnudilaludupounisufoinues
fdenldlusedufiann uonaint nan1s3fedsdliiuin aaudula (confidence) WWuiladodrdaydivinls
thdnwamsodndunisiddnsamenuiedaglifesiomdming Ssnnsideamisnananuinanie
arufiananalumsvhsenislii fodumiladdguesUszdninmnisuinisauesluganaa (self-service
efficiency)

dvnavesedUszneunisdearsidvaniulung ARCS doUszansnimnisliuinisfonuies wanis
AATIENNITANDDENTANNUT psfUsENau 4 ¢y dedvdnalauindevssAndamnslduinisosiad
todrdaynieada laesuausiule (Confidence) iudladeoiiiianinageiign deedurelainluuiun
nsliuinmsvesantugaudnuniifituneudsganisdudou Wetn@nwldudefiosuretuneutanuuasyh
mulease ssanauinakazasIINITUiAINENINTnVRILLDS uanNi ﬂﬁjmﬁaaﬂwﬂumﬁ%ﬂ%’aﬁﬁa
tnAnn Ul 1 dedneglunduiniuaisdu Z (Generation 2) ifuasifumelulad windudiaruusesuuay
ﬁaqmiﬁw@ué’ummgﬂél’aqLﬁ'a@\’a&Lm%zyﬁ“uisUUiSLﬁawaﬁwmi (Charoenchaiya, & Wijijammaree, 2025)
fau nseenuuudefianunsnadrenuiiule Sulunismevauemginssuveseuiulmilietmsagaiian
mmmaaﬂﬂaaaummmaﬁmalmquwgmﬁmmmmmmmmmum (self-efficacy) U849 Bandura
(1997) fiszyianudesiluanuaiunsavesnuesiioznseinnisle q Widuia Wudmeinsalnginssud
diaydian Teluusuneanaluladidviath Loorbach et al (2015) Wuenoamrinisdeasidaouuass
Tassasiirazdisaneadnninataziivsesuasiila (confidence) lunmsufoanulidsaldsenues
Feaonndostunanisaneiluuiunvesszinalnelng Jingit (2025) ﬁﬁuwudnﬁaﬁ%’umﬁﬁmmLﬁifﬂ,ml,az
dostulutoyailldfuandefioonuuuinesiamngay avdmalnsnssienisdnaulaasioufofaudy q
THussauadifa nadsnandatuayuiuiAnvedina ARCS fiuesinanusiule iunalnddgyidousewing
n1ssuasiunsandulaasiieu)jua (empowering communication)

wonanil maftesdusznauduanusiulaiisvinagean Swaonadastuuuafnues Stan et al. (2026)
fisvyiluszuuuinmaaues (5STs) Ussavsnmlalldtuegfuifissudmnusinis wiswisnisadsanusiula
Tunsindula (choice confidence) ?jﬂﬁaaaﬂﬂﬁsmmw%ﬂmm (cognitive load) LLazmmL?immmm%Uif
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voeKldau nsdeansitaudwiminidunalnadieaundeunisdninen (psychological readiness)
fdwmalnonssdenssuiuszansainluningy

sosaenAe suaufiswela (satisfaction) Fsuandidiuindszaunisaiideuanannisldusnisdna
Tgldsugisrundinue uenaini mslddefifinnumemuuaziadoulmldodiamnzanddmanose iy
Anuiiansla fafl Mairieng, & Chanchonyut (2025) sudigldnuiianfienelasiedeludunsiiinlusesiugenn
desmntelidlademisudouldietunazadrsUssaunsaiiBauaniunissuans

frumuiieates (relevance) wazduauaula (attention) uiivzildnduuszansmndt uadang

a a

dadnnasgalifedAty Teazviouliiiuin nisdeansinssiunnudeiniswavaunsofiganvalalusses

Fusu iutladvatuayuivislitndnuilmidignszuiunslivimsmenuesldognsmuiu nansidelu
duilasToulifudedunuddyi lunuuinsatuayunisinunildutuneudanada suasrumie
anutaula (attention) o1atduiiissuszgauusn usanuiila (confidence) w3ansvinligldnuiuiis
ANLANNTVRIAULRS (self-efficacy) srsvniidunalndadu (determinant) Ansandaiigalunisndnsuls
AangAnssunslduinisauesauussaidimvineg fefielumusiddnfeusyavinmussuinnssunsdeans
AT luUTUNOIUUS I SaUAYUNTAnY)

Tnwasy wan193detlfidiui Tuea ARCS annsndszendldifunseunundnianyaslunsoanuuy
nsdeansidvialiies nsgfuuszansnmvesszuuuimsienuedldegiaiugsss uanandl lefiansan
AadRnuLUsBasit 4 dulaifgmanuduiusseriheiuysBassfigaiuly (multicollinearity) ¥irls
Tuinansanaesnyanidanuuiusazindoiislunisesuietnngnanl duwuindeRdnaidufdutus
(interactive) uazguumaniddnineiiduudannsaiuuszavsnalums fiinulddwuiun deludu
ans1500g (Jingjit, 2025) éJWUﬂWSﬁQLﬂ%N‘ﬁ?J;JUaL%QﬁUﬁ (Sangsawang et al., 2025) LAZAMUNITUIUITNITANY
Tuadsil Bafunstusuisnnuddyresniseenuunisdeansifaegradussuulugiug uimnssuns
T¥u3nsansnsase (public service innovation) ilenaulangynivesdsaugalul

agslsAny winamHSeatliiudsnuduiusidteddy uiidsmnmsfnunidunsdfnuidion
(single context) TUUSUNIUNZLTYUTDIUNITINYIRBURUALD LazlEIon15Ia0nA198 19 UUAEAIN
(convenience sampling) maﬂﬁﬁﬂwﬂuﬂ%ﬂf’ﬁuﬂ%wLaﬁaumia%ﬁqmﬂ%mL%wqwﬁLﬁyaaé’uﬁm%’u
madswgndldlaina ARCS lunuuinmaniagadiia fedanadpsnmsmsfnwanluuiunvdeiuiiivarnvans
wniu ileadnsBusudmnuiluanhedoly

GEIL
nswagurUgsrUUNTUIN1SATTE (digital transformation) vesan1dugaudnuilutagdu vilv
nseenkuuNsdealsniivszaninmnateduiiladdglunisadvayulidnAnwaunsadifuesldnu

[ v

JEUUUINIIAULEY (self-service technologies) loagsauysal n13338ASalAdlANToULWIRATRINEIA
usegdlanailuina ARCS 11Uszgndldiiiolinszidvinavesnsdoansadviafiilroussavsninmsiuuinig
Iumwmaamummiauuauumimﬂm PMNUANITIATIEEToyaldaUsydng fivaunsoagunanisfing
tiauauumensilUldvsslond aaenaudlifiuisesdarusindfidunuainniside 1ifsvaziden

oluil
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1. a9UNaNUIMNIngUsEaA

meidenfaliinguisasdifiefnunssdunssudias Briwavesnisdeanshidvianuluna ARCS fifide
Uszdnsamnislduinisaigauies nsalfnwin1siidnsusedndaindnwilud nan1snwiussganiu
Snqusvase il

1.1 fuszdumssuuazuszavsnm sdndnuilmifissfunisuiienisdeansidvianulang ARCS
Tunmsaweglusziuunn Tagsuauifeides (relevance) sirndsgean asviouianisiuiindoyatiana
Fndudenuedlnenss eg19lsiniy naddenuanuuansidluseiunissuiveanquiiegiluuisseiiu
(F1saunnAdudssuumnTgIw) Ssasviouiannuvarnvaneduinue Advavesin@nwlug luvaed
Uszdnsamnslduinsienuesieglussduiniguiu Inslanizanuaiunsalunisdeundulununiu
dodloiatiymuazmsufiinuduneuldlnglidosianidwind

1.2 fudvEwavetesdusznau ARCS asiusznautia 4 fu dedvdwaidauindeysyavsninnsly
U3nsfenuesesnaiitudfyn1adnfisedu .05 @unsaeduisaruuususiuldfesar 75.7) Tng fuaiy
ila (confidence) Wuiladuifiavsnagsiian sesasnie sumufiensla (satisfaction) Fuauieadies
(relevance) wagsumuaul (attention) mua AU

2. Faausnuzlunisimanisidelulduszlov
NHANTTITY MiBunIAsy andugaudnel wasdusmsnuuinsaduayunsinew aunsai
namsielulszgndldlunistuindeunlenisdyuianavia (digital government) lidail

2.1 MIvanwuuaIndagn mhesnuasiuuidaluma ARCS lilunseuuinsgiulunisiauwn
AoUsvnduiusiaa Taeumdniinsadeauiula uazanufimels Wundn wu mssenuuudeinledu
viodulinmilnflesunedunounsinienansidegsnissing q Whiugdutuneufiuftinuliege ladudou
iieanmuinndnaveslduinig

2.2 MsWansruuinanisdeats: adsimunguuvudeliianuvainvaisuazasnndosiy
woAnssunisudevesnguiaiueisdu Z (Gen 2) 1w nsl¥dulinsiinidsldney (interactive) Uugunsal
\aeuf uarmssAdaunanosunans (centralized platform) ‘1'7iL?ﬁuaiﬁiﬂ%u%msmmmE’J’auﬂé’ummmaau
Toyamunuteslinasniian (self-leaming) FaaztisantoianainuazanaisznisufoRnuveayaainsle
og19858u

3. 99371MAYBIN15398 (limitations of the study)

3.1 fleseneuidedidunsd@nvanizusun (single context) vostndnunluadluinean
meluguagldisnisidenegisiuuazaan (convenience sampling) wan1sAnwIadunnasviouluuiun
nzvesiiudl Tsonaflanuuandrsiuszvuinanitadofioufuinenendu naimalugidimnms
HsandedninsuuIunUsenausiy

3.2 uASeEdunsanarun135UY (perception) uarn13TBIUALLDY (self-reporting) YaaNG
Frogruilsstivaznis Sse1edilinseunquianisivdsunlamnainssunisldanuais (actual behavior)
luszugenvisedeyaidalszdnt¥anseuy (system logs)

4. doausnuglumsiseadedaly
antugauAnwimsvenenanisAnuluanszuiunsuinisiiudu q wazvensveualuivinen
vidoantuduiloing unalun1sdadmeada uazorafiansuliiBnsidudenmnin (qualitative research)
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Wy nsdunwalldsdnUsgnounisfine uleysannmguiau 9 1wy nquinissensumalulad (TAM)
WeliitlangAnssuidednvosdldamiifanumouduadaunndeiu wazasfiansanmsfvioyaids
WgANTI:T39 (behavioral data) 19y 8931115¥51815d1158 (success rate) 3pszaziandildaiduszuy
dethuiSeuiisuiunanissuivesldau
5. psAnulmsifléaInn1s3de (novelty)
nuiTTuildaeesdnnuilmilulifvedinenisdnmauaznisuinsansisaey 2 Usenis liun
5.1 n1stumansveanguiusegela (cross-disciplinary application) Wunisinausdeoya
Fadsrdndidesiuiitliiuii luea ARCS SuRugnesnuuuunidieliluuiunvesnsdanisiiounisasy
(instructional design) inuBaveuuaziifnenmgdlunisthandszyndlitite dunseuunanlunisesnuuy
uinnssuNsA0asL39u3nIs (service communication innovation) ¥9404ANTNA%Y
5.2 mnusiulafonauadiAygaimdnsavenisuinisnues (confidence-driven self-service)
Afesunu luszuurinsadviagalminideyammma “euhale” o1alildedosdiofinsmdsiigndn
soly uin15d0a15MTun13Ane135M19ANAN (empowering communication) Lilea$1s “Adusiula
(confidence)” swnnidusudsindudvisnagegn Mozdaasunssuinnuannsavemuies (self-efficacy)
LaZaINANNNITRUTRNIMETUNITNEsTUUUINISNIASTAREAULeUBIAL Ul
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