dnvias : MIEsUYBEAERSaTAIANAERS (AN3E.)

Uil 31 Uil 2 wwwu-Giquiey 2568 1SSN 2985-2196 (Online)

wwanmsmswanadediuussaumenisaanauinisfidavsnadenisidenlduinig
Ts9u5ululasen1s Amazing Thailand Safety & Health Administration (SHA)
nsalfinwwadawinel Jamdavays
Guidelines for Developing Market Service Component Factors Influencing
Hotel Service Selection in the Amazing Thailand Safety & Health
Administration (SHA) Project: A Case Study of Pattaya City, Chonburi Province
ofign’ Wwinygv*

Anirut Jaroensuk

Received : November 14, 2023
Revised : March 7, 2024
Accepted : March 21, 2024
UNANED

v
o

AMsIvEATal

Ky

pUsasa (1) WeAnunszdumnudidnuesfadoaulssaumenismanauinslunis
Bonlouinslswsalulasins Amazing Thailand Safety & Health Administration (SHA) nsdifinen
wnilesinen Swdavaud (2) ilefnudatemulszaumamsnainuinsiddviwanenisdenty
Uinslsausallasenis (SHA) nsdifnwiunidesiven Sminvays wag (3) ielauemsmsiaun
Tafonsmandiddviwanenisdonlavinislsausululasinis (SHA) nsdifnuiamidioniner Smia
gays Mydeduguiuunsidenauna (Mixed Method) FWordaTnalnslauvuasuny
dveadisrnmeifidunarameniivarlsuinslsusilulasinis (SHA) $1uu 400 Ay
voyaiisnmuaminemslanisdunvauuuiassaseguinsisalulasems (SHA) nadidnyiun
dlosinen fminvays S1uau 6 mu namAdenunszduamddyesiadeanussammianimain
vimslumadenlsuinislsusy seivinnyndade uastadvaulsvaumamanainuinisiidninane
madinAudenuinislsusilulasins (SHA) Tnefiaunisvhunglnsesas 49.4 Jadoausinilavsna
pomsidenlauimslsusuuiniian dmfunmanstandadenismaauimsvesisous SHA Tu
wmileaing esyatunsaTse LA Lazandoiuluganddlaia-19 Tasimunisfsnand
o Wannszurunisluuinisiivaenfouasiiussavsnim venetemnsdanalumsiani

ﬂ"li‘U%ﬂ’]ﬁLﬁ%ll(ﬂ?]&]ﬂ’ﬁaaﬁ'ﬁﬂ'ﬁ{ﬂa’mLLUULQWBQQﬂE}NLLﬁSﬂ’]ﬁW AALTIUTEAUNITOL DDNLUUNARA WD

*nsgUsEANzRaUmans uwmendevieaang Jueen IngundnTnes)iuise
Lecturer Faculty of Liberal Arts, Rajamangala University of Technology Tawan-Ok: Chakrabongse

Bhuvanarth Campus(Corresponding Author) e-mail: anirut_ja@rmutto.ac.th



The Golden Teak : Humanity and Social Science Journal (GTHJ.)

Wol.31 No.2 April-June 2025 ISS5N 2985-2196 (Online)

iuady ussemAlsausy azenn gnavdnuazewdly Wienevawsmainssutinneaiediiuaeuly

waziiuaulaSeulunsuuatu

ANEIARY : WUINNNITRRILN / Jadediulszauninisnaiauinig / nisdenlduinslsausy /

1A59A15 Amazing Thailand Safety & Health Administration (SHA)

ABSTRACT
This study aimed to: (1) examine the perceived importance of service marketing mix factors in
selecting hotels participating in the Amazing Thailand Safety & Health Administration (SHA)
project, focusing on the urban area of Pattaya, Chonburi Province; (2) investigate the service
marketing mix factors that influence the decision to use SHA-certified hotels in the study area;
and (3) propose development strategies for key marketing factors that affect hotel selection
within the SHA initiative. A mixed-methods research design was employed. The quantitative
phase involved survey data collected from 400 international tourists who had visited Pattaya
and used SHA-certified hotel services. The qualitative phase consisted of semi-structured
interviews with six hotel executives from SHA-certified hotels in the area. The findings
revealed that all dimensions of the service marketing mix were perceived as highly important
in influencing hotel selection. Moreover, these factors significantly influenced tourists’
decision-making, with the developed predictive model explaining 49.4% of the variance.
Among these factors, price was found to have the most substantial influence. In terms of
development guidelines, SHA hotels in urban Pattaya should focus on enhancing value and
building customer confidence in the post-COVID-19 era. This can be achieved by adopting
flexible pricing strategies, improving safe and efficient service delivery, expanding digital service
access, and implementing targeted and experiential marketing. Additionally, designing modern
service offerings and maintaining hygienic and pleasant hotel environments are crucial to meet

evolving tourist behaviors and enhance competitive advantage.

Keywords : Development Guidelines / Service Marketing Mix Factors /
Hotel Service Selection /

Amazing Thailand Safety & Health Administration (SHA) Project
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msnan (X = 4.10) 5901 (X = 4.08) nszurunslnuinis (X = 4.07) yAaNIvIenneu (X = 4.05)
dnwaizynamen (X = 4.03) wazsdndum (X = 3.98) mudidiu Tnemniadueglusziuun

4. nansvegeudadsaiulsraumenisaannusnsianinanenisidentyusnislsausaly
1A39N1S Amazing Thailand Safety & Health Administration (SHA) nsdl@nwiumiiesivnegl 3swin

YAYI AINI9N 2

A15199 2 N5 1AIEUTRTYEILUSEAUNIINITRAIAUSNSNEBNSnanansidantausnistswsulu
1A39N15 Amazing Thailand Safety & Health Administration (SHA) lnglaafi@iasiennig

anaeewiAMLUUUNG (Multiple Regression Analysis)

nstaenldusnistsasululasenis

Uadwdaudszaunig Amazing Thailand Safety & Health Administration (SHA)
N13AAIAUINT Multicollinearity
B SE, Beta t. Sig.
(VIF Value)

(Constant) 752 .145 5.257 .000*
1. 51a1 (Price) .300 .099 .958 4.499 .000* 1.26
2. NSTUIMSIAUEANS

.843 .125 .823 1.982 .048* 1.34
(Process)
3. ANYAULNINBATN

670 .088 .565 2.877 .004* 1.72
(Physical Evidence)
4. YyAaNIUIBNTInau

314 .109 263 6.736 .000* 1.91
(People or Employee)
5. Namﬁm"ﬁ (Product) .063 .067 261 7.418 .000* 1.58
6. douiivsereminisin
. .309 .094 .256 5.703 .000* 1.47
311u18 (Place)
7. sAEsLNIInaIn

.185 .093 .158 3.297 .001* 1.65
(Promotion)

R = .709, Adjust R? = .494, SE., = .331, F = 56.596, Dubin Watson = 1.846

INNANITIATIEN Multiple Regression Analysis Tun19199 2 wun Jadearudssaunis
MINANUINING 7 fauds Advswanensidenlousnisisausululasenis Amazing Thailand Safety
& Health Administration (SHA) senslifeddgyniaadansedu .05 (Sig. < .05 NNAMUT) Nan1T

Ans1eniian Adjusted R2 Wi 494 wianefis fuUsNe 7 anansasiuiwiunemsidentyuinisia
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49.4% %ﬂ@éiuisﬁuﬂwuﬂawaﬁaga Imﬂﬁmﬁww%méwmm (R) WU 709 uazA SE.., iy 331
ArNeUAILLLEIUBILUUTI0Y UazA Durbin-Watson winiu 1.846 Fsogluvasiilailiym
Samanduius (No Autocorrelation) sevnsmaaaAasy dlonsiaeuaAnuUsUsIus Iy
(Multicollinearity) wum Adail VIF vaayndautsegssvns 1.26-1.91 deeglunamiiensvla
(VIF < 5) LLamiﬂﬁﬁﬂﬁymmiﬁusgammﬁmﬂs (Kock & Lynn, 2012)

aun1snnnaenyanl (Multiple Regression Equation) Y = 0.752 + 0.300(X;) + 0.843(X,) +
0.670(X5) + 0.314(X,) + 0.063(Xs) + 0.309(X,) + 0.185(X;) A185UNWAMUST Y = AzuuuNsEenty
wsmslsausaflulasens SHA X, = 5101 (Price) X, = n3vuaumsiuu3nis (Process) X, = anuainis
men (Physical Evidence) X, = yaa1nsnsentinitu (People or Employee) X = wAn o
(Product) X, = aonuiiviieremnenmsdnsmue (Place) X7 = mMsaLEsuNIMaIn (Promotion)
msuUaramaafl (Constant) = 0.752 nanedis wnlufidvsnaandads 7P’s 18 AATWULYEINTS

a

LENMYUSNNSISILTHALLSUAUN 0.752 mduUseansvaanasUadsnansnanisidounadlum Y

' o
S v o a

wInAoIFwUstiuTy 1 e Tnetiendadedunil dsluauufgnuses (H1) lasunisdudu
Tngannsaazulann Jadeaiudszaunianisnainuinisiidnsnanenisidenlyuinislswsululasmis
SHA pyslitisdAeyiiseAvu 0.05

¢ v &

5. HANNTAATIYNVDYALTIANN waﬂwﬁLﬂswwmmmazﬂlﬁmmizLﬁwé’ﬂ il
1. wansfom (Product) Tsaussuunisoanuuundnsumuinisiivaende flondnual way

aamﬂayaaﬁummgmﬁfuamﬁa SHA 11 MIvATAIAZDIMTILTIA mﬂ%@qﬂmaﬁaa%ﬂz (Smart
Devices) meluvosin uazdssnsauarainasuaiy oassszaumsniiupnaauas s
ausiulalvifugiiin

2. 51A1 (Price) ;Jﬁmié'mimjumiﬂumwﬂﬁiLLﬁdqsﬁJuqaLLazqﬂmuLﬁu (Oversupply) %84
1a30-19 ﬂﬁé?ﬁ’lmms%mjumuqamaLLaanjmﬁmma TP UUMIAT AN BT ALAT
mﬂgﬂﬁyw (Value-based Pricing) 31nnNMsansIAI0enaiien wiyauﬁgﬂ%mﬁmeﬁﬁﬂja;gammmaz
egueadueiedfioszneunisdaduls

3. yoanadadmuny (Place) ‘1/1rﬂiqLLiﬂﬂ)?mmﬁwﬁzgﬁuﬁaqmqa%ﬁa U SEUUNTIBIHY
woundiady n1slumeluladdmiudadu-aemsnlulfi (Radio Frequency Identification) uag
mMsdeunefufumunmeaiivreeulat (Online Travel Agencies, OTAs) Litevgnelonianisaesuay
fiLﬂswﬁwqﬁﬂﬁwjﬁiﬂﬂBhug’luﬁﬂja;gaQﬂﬁi{’l

4. MsanaSuMINaM (Promotion) nagvsiilanuauAanisly nm3ia 3ile uas Email
Marketing kuULaEa9 (Personalization) ‘mﬁﬂmﬂwwmwuuwamﬂa%uﬁ%ﬁa U Google Ads uay

Facebook Ads UagN13t915 I UAIETUNTNBUTEANBLTINNITTUTLUTUA kazNTEAULBNTDILAENSY
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5. narUIUMsIUINTT (Process) Tatusuiimsuiulsenssuiunmsudnsmauuamensdanisi
a,glqn:umiammqumﬂéﬂuﬂismumiﬁwm LﬁaLﬁwizﬁw%mwLLazagﬁathﬂﬂ;ﬁuqﬂﬁﬂ (Lean
Management) LLaz’%%m51J%“U1J§Qﬂiwaumsﬁszhaiﬁaaﬁmm‘ﬂa il U%’UﬂiqﬂﬂizU’Juﬂ’]iVl’Nﬁjﬁﬁ]la (Six
Sigma) ifleanarugyde tuUszAvia uazialuUssaumsnisUIuLngin Snslssuy
Usmsdamsnineduadsausy (Property Management System, PMS) MsEaaT SnUszavisnmman
(Key Performance Indicator, KPI) wazuuudrsiamnufiswslaiiierlugnisiamesismeiies

6. ynans (People) Tutaalain-19 Tssusuunaunsihnasmnganuuuulufiaiang (Leave
without Pay) WagUIUMIATUALUAN 19T 88AY 75 AMNGMINBsHY Tablssusalaiuunisiaun
yamNIaNIETIY aseinusssunsvheiuiin warlvatainsiiuenufionelauazusagelaly
TEYET

7. &nwaigmenienm (Physical Evidence) nsnnumakazussenmanislulsausugnifauniie
asenugAnUaonde azon uazeugu 1vd Tnuuas wariuiidaladmngaufunsinroure s

NN WIOUNIININFoUAL FySnwaNEudunnsgIu SHA WisaseANuLediy

aAUIWNANTTIVY

MeiTete MMt dadaudsvaumsnsamaiidevswanenisdeniausms
159usululasenis Amazing Thailand Safety & Health Administration (SHA) ns@l@nwtasiilssinen
fainvays efvsenanmsifolassil glavinslsauslulasenis sHA luemdesinenlnanudidy

TusgAuiniuynesaUsznavvesaIulseaunensnaInuinig (7P’s) lnedadeiilasunaiivasan 3

]

JUAULTA TALN @0 1UNYE8Y89N9NNTIATMUIY (Place) N15ad&3UN15Aa1R (Promotion) kaysan

v o -

(Price) Msluarudidgivanunnievemamsdndmue (Place) azynoudsngAnssuves

17

Shmeadleaiinesnsanuazmnlumsuidsusunussuunsteseeylauuarnsiiumaiiazaan
Faaonnaefunideves Mishra, et al. (2023) ﬁﬁzqimmﬁgﬁwﬂa;&aLLazﬁmimmeﬁ% IGRG
nomsinduladenlswsy lumuvesmsasaiumsnatn (Promotion) Aadsegludfuiiass Fse19
axﬁauﬁawaﬂswwaqLmuLﬂayuaﬁguazuwamms{u OTA (Online Travel Agency) fiimsansiauag
Tusluduamznquanugg maneiiien sﬁgqaﬁuawﬁgat,auaﬁum Sakas, et al. (2022) finunnI13AaIN
mu?iaa%ﬁauaxmﬁ%aaulaﬁéulaaL‘Wﬂamamiﬁ]aaﬁaqﬁﬂiuixﬁuﬁqﬁu Tuauvessian (Price)
Simadussrusynevddalunisdnaula Tnsanzessdlurimdinisunsszuinvedlain-19 4
anﬂsiuﬁguﬁﬂﬂL“Ljummh:umLLawE&J‘ULﬁam’m’m&mamﬁam (Gossling, 2021) oty INLLiNﬁQEﬂu
1A33N13 SHA ﬁmumaaﬂLLUUﬂaqwémi&gﬁwmﬁmauauaaﬁiammé{mﬂﬁﬁmﬁauwmaéwimL%’;
wnwAnda (Product) azfianiade uadfanegluseiusn me’h@mmwmaqﬁaaﬁﬂuasﬁmwé’ﬂ
Hapsfianudrdy sendlsinumauuiivinsasy wu mafhviauazen NsQuagUaWNLlY WAy

UINIFIU SHA szdufasnnuuanaefideby (Candra, Mahaputra & Mahaputra, 2023)
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N

Ja9auUsEaun19nIsAaInusN1se 7 Ay Javsnanansanduladentyusmslsasuly

dAaa a P

1A39N15 Amazing Thailand Safety & Health Administration (SHA) Jadenilaninageanfasian

'
£ =

(Price) uaznszuILN1suINs (Process) fauussan (Price) finndudssAniunmsgugsiian asviou
Tdunglsuimsluenuddysuauauavesmandusuduaug Tnsamzvdanumsnlein-19
finginssuyuilnafuuilusnuieuiisusiaunndu (Rahmani & Kordrostami, 2023) ATUNTEUILNTT
Twu3n1s (Process) Tmiudisnudduosiunaunisusmsfisiuiu Wsda uavUaonste au
1INTFIU SHA ‘"TJ!QLijuﬂ’f\]‘-"C]JEJﬁ’]ﬁjiy‘ﬁlﬂgﬂﬂ’ﬂuﬁﬂﬂﬁuﬁéﬁﬂﬁﬂ (Hu, et al,, 2021) Taduatiuayuildidny
Taun dnwazynemenin (Physical Evidence) 1w AuEYEIn MIIA19NUT wazdydnual SHA fua
noMsTusATIUAenfLATIINTEIUTEY UARINT (People) Tansounguainiuiing Ay uagew

Uaaasdeiminnuasdduivgnan awadidyneanuiulaluuinis FeaennaeafuuiAnnsuinisds

'
=

Uszaunsal (Irwanto & Marsono, 2023) @01UN/389M19n153n%ue (Place) NHANNELAIN LY

o

syuunsetentlau uavn1swieveya AawanengAnssuyuilaa lneanglugafivia (Srivastava,

v
a a

Srivastava & Mishra, 2023) adefifiavawates laun wanfumLAy MIAUEBLNTAAA WTHERST 0
(Product) waznsaaiumInaIn (Promotion) &3y Promotion wandlyituauslusluduagidu
dsgdle unlulamaindulavdn nsiivelassns SHA nangiduiedomanemsannmdiiidviswamnnnan
Tusluduiing lu mﬂﬂﬁyimmiwamﬁ%’amﬂﬁy’al,%aﬂ%mmuazL?uaﬂmmwwuiw WUININTARILN
Tadenisaanndiilansnanonisidenleuinislswsalulasenis Amazing Thailand Safety & Health
Administration (SHA) nsdiAnwnumiloniney Swmiavay3 Afuszaviamaisaseungumn
oaAUsznaULasNImAIALINTg (7Ps) Lauadsil 1) Product W@ummamﬁm%ﬁmiﬁﬁmmgm SHA
mwjﬁ”ummLﬂmaﬂé’ﬂwdmsaamwuﬁaqﬂ’ﬂﬁﬁuaﬁa 19 Smart Devices WAZUINTFIUALELBIAES
L%amimﬁ’mmﬂ'ﬂ,umsmWQVU%T,mﬁéjaqﬂwm'amﬂaaﬂﬁ’aLLaammamaﬂ (Keller & Kotler, 2022)

2) Price fnunsIAfiaTamauAaBAmgLALAnuNIal 1ENagNsIIAAILNANTA (Seasonal
Pricing) warsAfiuuatule ﬁzjyagaL%aﬂ%mmwuiﬁwmLﬂuﬁﬁaﬁﬁém%wamaﬁ'qm 3) Place 1&3u
YownsRaTianarsrUUIISIRTey Wauunanlesuaesriuilede ixumﬁuszjya;gamq%lﬁﬂmaﬁné
(Radio Frequency Identification) wazdununseadieieaulat (Online Travel Agent) aenadl
Useansan ﬁfﬂviaqLﬁaﬂuqﬂwﬁﬂﬂ%ﬂﬁm’mﬁﬁmﬁumivgﬁmﬁEJLLﬁxL%’J (Ye, et al,, 2023)

4) Promotion U3umsdeansmanaalnassngumne Tsamae/Adle Tignan Swanaman
uaz Social Media Ads 91niBsUSanaumu Promotion finadegs ualulusuysdndulavan wugih
Tmuasunnansandunsasaszaunisaiiusun 5) Process LisdszAvBnwene Lean ua
waluladiusnis lenagnsmegsiafiuumanufuuusifielnaems wasunlumgvesenufuudsivla
adunsannuyu Ineluangmunn Weveadsuesas (Lean Six Sigma) fuiii¥ananunionudisa

289974 (Key Performance Indicator) 5¢UU Property Management System waghUuyUsesiiu
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arufianela 6) People Laduvinuzuazasausegslalnyaaing fanyrainsmowuineustans
38 anefausssunmsvhaunuiy anaduliasuaznisiotlalannninnuiinanemudedues
anA1 (Shafiq, et al,, 2023) ua 7) Physical Evidence @ UssaUMSMKIUANTHLIAADUISINILNTS
pnussitlnanusAnUasede sugu uwarvazen gnnanddudenmuamandunwinuunsniignan
Fnaulalausnns vorunulnawessdse (Key Research Contributions) Wilaima 7P’s tnwan iy
wwIAn NM3na1auinslungingeguamszaulan (Post-pandemic service marketing resilience)
aﬁﬂﬂammauauuvLmeqrmwmmmsmmmma‘wwvmwﬂuusumaﬂmmm SHA Tuidlaariven 3
mqﬂamqﬂuimwixmﬂmm%szqmzmumﬂmims (Process) iiusaduindeuanadetiures

o

gnenddnmsanasunsmaadaussiuulussafufiuulsisulunneessgiague wan
eI EnUNIEUIINITUSMsTivaensty TWsda wazmaluladys m‘wamﬂﬁa%qmmﬁﬁlﬂﬁ;ﬁuqﬂﬁuﬂ
lpsnnilaelugn SHA dsennassiuuiunmginssuguslnavdalain-19 mefigaunsailaluuaidos
Sy wdenisasanmaiavgusuaniuntsalAfonun nagnsmaniialusudunesgn
po3 AuA" Uudsula uavasvouinasgiu SHA dsdeidunisenssdumsimuidosananigm
L%ﬂﬂaﬁmé (Value-based Dynamic Pricing) snannmsuasduluuansimeenaiies mstasuulag
WM Promotion Mnn1sanstAlugmsanavszaunsauusuntugaiignailan evoyauay
Usvaunanl nuiTeiaueTsuss SHA msiwunslenndis nseaiamsdiaa (Email
personalization) u,azmiLaﬁL%Iaainﬁ?iaﬁaqmﬁm%ﬂizaumsiﬁ (Storytelling) nudooaulal wie
unLfinIsasasINITIBLIUR AL SragnounaiUaukiuatn uwanuAnTiuueNAR e

(Product-oriented marketing) VLU?jﬂ”lima”lm%ﬂUizaumiaj (Experience-oriented marketing)

dalauauuy
vawauauurluntsthuan1sideluly

nnverunylnvesmAfeiiauenisysannsuuidalieg 7P's funseuaaunisnatn
U%mﬂwmﬁﬂqmqmmwwﬁdan (Post-pandemic Service Marketing Resilience) memﬁma
iAuBuuzIIMINsUsEnAlanan1sideluaedii A 1) nslyaidlumagsinlsusiludagtiu way
2) maweuarumsonsuiioingagunmluewan fsil (1) msviulananisiseluuiundagiu wm
anunsalsnszuialedn-19 axadinany uazunuMYesATEIY SHA Tuusemelngazanad us
wansideiifsasdiauddyessdslunsmeunmemssmauimsidain Songu Uaendy uag
saulszaunisn ssenansothlvlaiaulsssuitluluuamesfienfifinsusdugs wu nssuiunis
Tyu3n13 (Process) U5utsstunouuinmsiusudu Tsdla uarlumelulafvisannisduda wu seuu
naidpdumesiies (Self-Check-in) uazvosiindifinelulafianasly (Smart Roorn) 511 (Price)
ngﬂasma‘ﬂﬁﬁ”’aiwmmmgmmmmmﬁmﬁmnqﬂﬁyﬂ (Value-based Pricing) ﬁﬁw&jummqama hag

‘Wf]aﬂiil@ﬂﬂ’] hflmﬁmﬂaqmamwm NTa9LETNN1IMAA (Promotion) LUUNSEBAITLUUNITAANA
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\WeUszaun1sad (Experience-oriented Marketing) KUAINIIT @NAT9TY MTLANTDITNIVBILTIUTY

(Storytelling) ununislaluslutuanizsinn (2) msvszenalylunsdiiiningaauninlnalueuian

v
[

Tunsdiiilsaszuiaivu COVID-19 nduindnass vieiAnlsaszuinseiulanivi (Global Health Crisis)
LLu’mwﬁﬁwmsﬁumm’mﬁﬁﬂﬁamwﬂi{ﬁlﬁu@ﬁagﬂLau'vl’l&ﬂawﬁ‘ (Strategic Emergency Toolkit)
Tnungsialsausulaosaiud fsilfoumnumseulununssuauns (Process) uazdnumsyng
n18IM (Physical Evidence) 15aususTukLa 1M 0smnInsavouly nusyesms SUinan
szuusnife uaglymsdanmanszuaumsiisesiusuauginninanas anssuunaBangy dasani
‘U%‘ULﬂﬁauswmqumuLamﬁw‘%mﬁmwmmﬂﬁam'w] (Pandemic Dynamic Pricing) fianunse
Ufusmnunasdes mdedureagnan wagnsnduieIgUAI LaLATILUTUAR LAY
Indla mndngauiintu nsillswssdeasamunasadonunisiaidessilneleUssaunsaivesiog
\anes meviensenuiduren JUnm viendudle (Storytelling) nslsyanafidavswanislan
vaulat (nfluencer) fiflnmdnuaidodeln warnmauuauaaugua ™ wBElLUTuAlARY
YUNANQUTS
vorauouurlunsvififoadmely

wAdsatuislmiauouumamstanndatemananauinisiiddvinanenisdonly
Tsausalulasanis SHA "Lﬁ?aEJNﬂiamqmﬁy’aL%QU'%mmLLazqmmw uadsdiusziudinnmaiinslagy
msfiny iy foil 1) Anvinnudiusidainssmmedads 7P ﬁquﬁnismqnﬁym,uumzﬂa;u
(Segmentation-based Behavioral Analytics) msAinwin Jade 7p’s Tavsnaunnmeiuluumaznay
visoly Lﬁ'aﬂ'aLﬁ%umsaamwunaqméuwmwwﬂéu (Targeted Service Marketing) 2) Wawwuy
$raeadalaseasns (Structural Equation Modeling: SEM) ilennsaaunnuduiusszning 7ps fudads
Bedninen Taun analanala (Trust) arudfianela (Satisfaction) wazanudnd (Loyalty) @31e
wusaesiiaansassunenalnneluresnsiadlsleusnsiswsuluneings Ssraeasyen

AU AU sraIauIn1stuusuniidauluuuneuas (High-uncertainty Contexts)
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