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Abstract
The objectives of this dissertation are: (1) to study the classification of the

specific characteristics by demography characteristics, psychographic characteristics,
and technology use and acceptance behaviors of mobile operators’ markets in
Thailand. (2) To study the model and influence the path of factors on acceptance and
use of technology to affect consumer motivation behavior through psychographic
characteristics of mobile operators' markets in Thailand. (3) To define individual and
industrial level branding by integrating of resulted analysis linkages between the
classification of specific characteristics and the consumer motivation behavior model.
The research method design was a quantitative research method implemented using
questionnaires as a research instrument for collecting data nationwide from 500 Thai

mobile phone users aged eight years and over.

The research data analysis consisted of the first part, statistics to study the
characterization of each group of mobile phone users in Thailand were used cluster
analysis and descriptive statistics. The next part is to study the influence of models’
by conducting data processing by Inferential Statistics method to hypothesis testing.

Find the relationship between exogenous variables and endogenous variables and
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levels of influence on variables by Structural Equation Model-(SEM) statistics technique

using the SMART PLS 3.0 program.

The study found that statistical cluster analysis could divide mobile phone
users into nine groups based on their unique personality traits. In addition, the study's
results presenting the model have been comprehensively analyzed and tested on
factors influencing consumer motivation behavior. The results of the statistics and the
variables used in the modeling can describe the motivational behavior of consumers
in the Thai mobile operator market at about 50.9% (R Square = 0.509). The analysis
findings lead to integrating analytical linkages between the classification of the specific
characteristics and models' to be branded at both individual and industry levels

according to research objectives.

Keywords: Branding, Market Segmentation, K-Means Clustering, Cluster Analysis, PLS-
SEM
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PE ¢ ! - \ \ r ~0.779 (0.000) *  CONS
0.829 (0.000) \ 0.788 (0.000) 0.72& (0.000) 0.000) [
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S| uTaUT \\.\ A\l e (0.000) ~o71s 0000 | ESOP
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Opinion o1

AMNG 2 LLamwamﬁLﬂswﬁt,ﬁamaauamﬁgm (Hypothesis Testing) laatnailnisn1s
AATIEENNITIATIESN (Structural Equation Model-SEM) 909n5ULUIAANTTINY
NAMT 2 @1L1TONINTUINETATIEWT T U IHAN TENUNIAT IV IUUTIADS
1A59a519 ANATLATITRITNINNGANTIUAUNISITRazNI1TeaNsUlwmalulad (UTAUT) 4l
SvSnarednuurnadninedauAenfuianssu (Activities) lnesiandnsnaduniagauin
pg1efidedAny (Hia: B -Value = 0.514, P-value = .000) NAAIDNSNALEUNIIABUITENI
ngAnssumuMsldaznseensulumalulad (UTAUT) dadvanasadnuynen1adningidny

Weatumuaula (Interest) Ineda1dnsnaiduniadsuanegsidediey (Hib: B -Value =

a o

0.500, P-value = .000) UaNAINT NANTENUNIINTIVOILUUIIaBlATIES 190 19T T dAgy

©

WUINIznINduiusngAnssuaunsiduazniseensulumalulag (UTAUT) dsdndnas
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dnwaizymadninerdseuiieriuanufniiu (Opinion) TnsiiAndvsnadumadsuanuniian
pefidudey (Hic: B -Value = 0.650, P-value = .000) E1AUTANIANWULNIININEA
dsmuAgafuianssu (Activities) dedviswasiewgiinssugslaguilan (Consumer motivation
behavior) lnediadnswatduniseeslifideddny (H2a: B -Value = 0.098, P-value = .113)
vaugiAdvinadunsdnuazndninedamisatuauaule (interest) dadviinase
neAnssualaEuslaa (Consumer motivation behavior) lngdliA1dnsnatduniaudauinioy
Agnog1efitsd1dn (H2b: B -Value = 0.260, P-value = .000) gavgA1ENSNALFUNI
Snwarmedningrdeauieaduaudniiiu (Opinion) dedndnasonginssugdlaguslan
(Consumer motivation behavior) lnediA1dnswalduniadsuinuinegedidedfn (H2c: B

-Value = 0.501, P-value = .000)

M1519% 2 BnEnavesundady (Antecedents) NilasaiLusny

. AAMUEULUT  BnSwa Faudamlady
ALUT
(R Square) (Effect) UTAUT Motivation
Activities 0.264 DE 0.514%** 0.098
IE N/A 0.050
TE 0.514*** 0.098
Interest 0.250 DE 0.500%** 0.260%*
IE N/A 0.130%**
TE 0,500 0.260***
Opinion 0.423 DE 0.650%** 0.501"
IE N/A 0.326***
TE 0.650%% 0.501%**
Motivation 0.509 DE N/A N/A
IE 0.506 *** N/A
TE 0.506 *** N/A
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UNELe: DE = Direct Effect, IE = Indirect Effect, N/A = Not Applicable, Significant level,
*5 < 0.05, *p < 0.01, **p < 0.001
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=2

a o (Y
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Aevendeszneudie wgAnssudunslduaznissensulumealulad (UTAUT) uagduys
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NIININeIFRUAeITUAINTTY Auaula LAY TaeTlABNS WaLEUNIID DUTIULT

o w

mﬂmaﬁqmaﬂwﬁﬁ%mmg (H4: B -Value = 0.506, P-value = .000)

anUsena

Yy v P
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= A ! (.
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Y
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Judsddgiaudus (ngu) Wwednmnnasld wazeeniulumaluladineidas (Venkatesh
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Qd‘dw

et al,, 2003) nqudrsdsiiidnanimenalilruAnsouatiuasiiougauviidy uidsnfeni
Fofifusvesguimiaifiousinnu uenaniuanisinuiusunadifeianssuduyana
Huenuussauuazmundoniazeeniumaluladlval (Kuo & Yen, 2009) Anuassasse
duyarafiarsandsilusedutann lasdreimsdaauladeisnmsiiadaassd wu nsih
wndelyalluly uundnlmi wasndndusilmineusdu (Rogers & Shoemaker, 1971) fuilaa
fiausunisldvinmanenuidedenaidila fud westsudusslsmivesusnmamaniedis
snf Famnemnuiuinnssuduyanadaanonsuiisslevitaganuielunisld
ﬂﬂumaﬂﬁuﬁﬂﬂ (Kuo & Yen, 2009; Oliveira, Thomas, Baptista, & Campos, 2016) mﬁ‘ui
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[y
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'
a o '

anumeneulumsliuinng dewaliuinsisuiinesenisdanis fMenagafignénaziden
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arusislaluiinluldaiu (Abdullah, Ward, & Ahmed, 2016) wonaini nssuifeuselovd
Hudnuilssuiiuddny gnimunliidussiuiiyaraileiionadnsanuansenunsusnued
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Rita, 2016; Kuo & Yen, 2009)
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