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Relationship between Capital Structure and Performance of Listed
Companies on the Stock Exchange of Thailand:
A Comparative Study of Consumer Products Industry and

Agro & Food Industry

Sirinuch Nimtrakoon' and Jeerawan Pengjantuk?

(Received: 20/06/2025; Revised: 03/11/2025; Accepted: 16/12/2025)
Abstract

This study aims to examine the relationship between capital structure and performance
of companies listed on the Stock Exchange of Thailand in consumer products industry and the
agro & food industry and compare those relationships between two industries. The data was
collected from 113 companies during 2561-2565 B.E., resulting in 348 samples in total. The data
analysis consisted of descriptive statistical analysis and inferential statistics analysis including
correlation analysis and multiple regression analysis. The results found that return on assets
(ROA), return on equity (ROE) and firm value (Tobin's Q) are negatively related to the capital
structure measured by debt-to-asses (DA) and debt-to-equity (DE) ratio. A comparative study
found that the relationship between ROA and DE as well as the relationship between ROE and
capital structure measured by DA and DE of consumer products industry were significantly higher
than those of agro & food industry. However, the relationships between Tobin's Q and DA and

DE of two industries were not significantly different.

Keywords: capital structure, performance, consumer products Industry, agro & food industry
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Funindsaudmnudiusidsuiniusnsaansuunusiodiuresiveuaryamaanisiiase Tobin's
Q vasvsemaangiloulunaaananning Johannesburg Stock Exchange (JSE) 1utfgniuauideves
Bui et al. (2023) findnilassaieiunuiimudiusiBsuiniusnsmansuunusioduninduassas
KanoULIUAadIuLe ] Ao uresuisnaanzidoulutssmmisnuiy venantu vuideves
Yuswandami et al. (2024) §351891uANUEUNLSTIUINTENINlATIETIRUUAUANEINNTalUNS
vhmlsuazyariAanisvesuivmnaanzifovlunaandnnindvosuszimadulaiide 3aonadoiu
NUWATYVRY Pires et al. (2024) ﬁwudwﬁmmﬁmwxEJm?mmé’mﬂ’usﬁ%qmﬂﬁugamﬁamsmaa
vitmaangzisululszmelusginauazaiu uieaiunan1s3duues Shaari & Kamarudin (2024) 7

[V 4

YL EUDANNAUNUSITIUINTEUINNLAUTT YL 1IN UNANITA R LI UUBIUS Unaane Do ululseine

v
a % LY & a v

wnaldy wonanuu Junns duadeaana (2559) wuiinisnendsiuilanuduiusidauiniuna
U5ENOUNISNIINSRUBENNNTUFAUN9EDR WuReINUNaNISANYIveY ASufing dasaniud (2562)

o
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£

N918MUANUFUNUSITIUINTENINENTMTAUTT UL e 1INV OV ULAL SR TIHAR D ULNURDE I

va3 flovuvesuT¥naanzideuluniiagsianidyd aarandnnindursseinalng Genisny

U q

ANNAUTUSIFIUINTEindlasaadalunuiviansAnluuLazyaf1Aan1Tl aenndediunge]

wanwaey (Trade-off Theory) finaiusemanunsaldsunausslovimadunmdainnisnend dwh
Tiidunuvesiunuanasuazyilinanisdiiununaeniuyariianisiiudy (Kraus & Litzenberger,
1973)

og3lsfin TnuAsousduimuanuduiusidausenindassanafuuuasanissduny
v0109An3 Tnendnguidsszdnganueninildnuindnsduni dudenuuasSnsduniause
Aunindsrmianuduiusidauivdnsmansuunusedunsnduazyarnanis (Abata et al,, 2017) Ex
donAdaaiunuideves Sinha (2017) wag Paul (2023) fisneauanuduiudidausenindasaina
Funuuazyafansvesuisngranlulssmadui faaenadosivnuiseiinumiuduiudidsay
syinglassasatuiuaualusalunsinmlsvesuignaangideululssmealifaau (Rehan &
Karaca, 2020; Alamgir & Cheng, 2023) Fenansanwndululufiemadionfunsineaes Ahmed et
al. (2023) inulassaisiunuiienuduiudidauiunanmsiuiumuvositnaamadoululszina
Su3 i uieunuIdeues seaen 3smgY uazau (2565) inuinlassairafunuiingin
Snsduni dusedunindinnuduiudiBauiunasiiuvenulaeinannansuwnuseduning vos

1% [y

vismannzifoulunanandnning 1oy 1o lo Jsaeandesiunansiduves vyl 1edssasau wazuse

nd Funiasa (2564) Anuignndunifussusduiedunindsiudanuduiuslugaudodn
HARBUUNUANSIINAUNTNGTI FemuduiusiFeausenindassadisduyuivnanisaniunuay

yaAfan1sifiadu e1allesnannisnenillussaunguiuluawiliusenidununsduasaiswas

Y Y

'
v a A

AUNUNINITRUBUY LNEUY A linan1sadunuwazyar1fianisanad (Kraus & Litzenberger,

1973)
MnuamsIluefanfinudawdaiu (Idedmsanufgiuuuuldfinianig fid
H1: Tassadadunulianuduiusiunanisaniduny
4.2.2 mifnwSeuifisuanuduiussenindasadunuiarnan salivnusening
NANYAFINNTTY

NuITElueANNUINATIET IR UNUYBILAREEAAIMN TINTAULANA 1Y WBNIINTY
NuATglusAnnuIMaNITANTUIUTENINNG N AEIMNTTUTAMULANANAUAIY (Sinha, 2017;

[

Ahmed et al,, 2023) Ing 3yl 19dsva138u wazusddng Juniasa (2564) wuiuivnlungs

7
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geamnssudumaUlaauilan naudumanamnssy waznguninens dulvglRuvuaindiuvey

v

doruluman Tuvaiuidnlunquinalulad nquenamnIsuUINIg LaNGNYAAIMNTIUNEATLAL

q

&l = LYY

gnanunssewns fmsldiiunuanuiaudundn wioghdlsiagslidlasfnmanuduiusiassaig
Funuivaansdidunulaeisuiisussringaamngs fadu AANwITsAInnIsaldnAudIRuS
seninglassadaiunuiasianiIsaduauveinguanamnssuduataulaavslaawana iy
ANUFNTUSTENINLIATIAT I ULAENAN AN TN UVDINGUAAUNTTUNYATHALNHUONAINNTTY
91sualianunsamvuafianiale %qﬁnauuagm ol

Hz2: AnNduiusTenIdasailunuwasian saiinuvengugaamvnssududgllan
UILNALANANAUANNFUR LS TENINLATIATI IR U ULAZHANTA LI TLYBINGUEAAMN TTUNYATUAE

PAFINNIINDINIG

5. AN15ATEUNNTIY
5.1 Uszvnsuasnguiiegng

Uszmnslunsfinwassilhe vsenaansideulunguenavnssuausallanuilandiuiu 45

U3 waruiEnannsleulunguanaIinIsuinunsuasNguanaIvnsINeIMIsuSENd 68 UTEN s

a o

$1uau 113 U39 wuuidviiideyailinsudnnu 11 v3em wasuTsnitlildUnauiui 31 sunau
2565 $1uu 31 USEN Aundeuiunsdiegediuiu 71 viEn lneduuisvlunduapaivnssudud
gUlaA 91U 30 UTHN UazUTEnluNguenaIunIsuNunTLaTanaI NI TN USENT I 41
U3t TnedAdeladnm faueline. 25612565 Huszeznan 5 U manduswunguiegaiadu 355
fegndlaiinsindeyaiifian@nund (Outliners) AifiAn Standard Residual iU +3 1wy 7 fegn
AuveduIuieE199AY 308 FaeEne

5.2 NTAULUIAN

nseuwnAntuAnwIUIsuWsuANNFuT LS sEddlaTsas i un Ui uNan1sA iU Ues
Us¥maanzideulunaiandnninduislseinalve nauesaivnssuduiaulnauilng nquanamnssy
InwnsuazgRavnssue s Taedidermunnseunuafndanini 1 (nseuuwiAsvesauuAgiud 1) uas

A7 2 (NTBURUIANUDIAULAFIUN 2)
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fwdsmuny
YUIAYBININT
918A39N3
NENYAAMNTTU

Yfdnw

Fulsnu: Kan1sALEuNUInIeY
SNTWANBUUNUINNFUNSNE (ROA)
DRTINANBULNUIINEIUYDUINVD

(ROE)

YarNaNsiiacae Tobin’s Q

AN
e

AW 1 NTBULUIARYRIANNRFIUN 1

fuUsdase:
lassaeatunuinme
Snsrdunilaudeduningya (DA)
ShscunifFuseduvendtves (OF)
NGNYAENNTTH
HAARIENINLATIATIRUULAENGY

RAFINNIIN

fwdsmuay

YUINVBININTT

fuusnnu: nansaiunuingme
RTIHARDUWNUINEUNINE (ROA)
RTIHARDULNIUIINEIUYDIUINVD
(ROE)

Yar1RINsIneae Tobin’s Q

N\
e

AN 2 NTBULUIANYBIANNRAFIUN 2
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5.3 Amaiusiusaudeya

ﬂ’]iﬁmﬂﬂ%’;\‘iﬁ’Lﬂum‘iLﬁUﬂMi’m%@yjaﬂaﬂﬂ“ﬁ (Secondary Data) mmumiﬁuuawmmm
UsENoUIURIUAT WA, 2561 - 2565 founds 5 vasuisnaansdeulunandnninguisssmelne
nqugnamnssduA1gulnauilnn wavna AN ILINYATLAYERAINNTTHEIMS 1B UTINTIN
ToyannaaiananninduisUseinalneuas tayaasaumavasmainvanninduiauseinalneg

5.4 aaanldlunmsAieneideya

Y aa a

5.4.1 maswideyalagliaiinidenssamun (Descriptive Statistics) ABN15ILATIENNS

Wasuwaadosuresdeyaludnunzvestoyaiiivantdlusuuuumes anudl $ovas dads A1gaqe
Arenan uavadsudoauuinnsgu LfJum'iLLamLmaaaLﬁyanéfumaﬂﬂNa%ﬁqLﬁunuLLasmamwﬁ’mﬁumu
waziwUIAIUAL

5.4.2 MFAAgRadAdeousnu (Inferential Statistics) lun1sideyadivanlaain
ngudangaluldddmIsesuendulsreins adfdseuunuildazuoneendu 2 dau léun ng
Aasghduszansanduius (Correlation Coefficient Analysis) Wazn153iAs1zsiALAARREIT Y

(Multiple Regression Analysis: MRA) Inefin1sarunudnysitliiudsunvasmuiian leun duus

‘ﬂq’d a Y a

9AaMNIsy wazl ANy Nan153LAT181T 9919899 INAUUTAIT AN DAL DUF N BB

= N

gRaMNsINLAr TRANw UL AeNsEMIeRILUY Fixed Effect/Random Effect
5.4.3 fuuuildlunsinszsiteya
NSNAFRUANLFITULSTENI1lATIET IR UYUAUKAN SAL NI
(1) ROA, = By+B.DA, + B,SIZE,+BsAge, +B.SEC, + Z?:s B, Yeary+ e,
(2) ROA, = By+BDE, + B,SIZE +BsAge, +BoSEC, + Z;SBJ Year, + &,
(3) ROE, = By+B.DA, + B,SIZE,+BsAge, +B.SEC, + Z?zs B, Year, ¢,
(@) ROE; = By+B1DE; + B,SIZE+BsAce;, +BiSEC, +Z?=SB, Year; + ¢,
(5) Tobin’s Q; = By+B:DA; + B,SIZE,+BsAge; +BSEC, + Zfzs B, Year;+ ¢,
(6) Tobin’s Q; = By+BDE; + B,SIZE+ BsAge, +BoSEC, + Z?=5 B, Year; +e,
NINAFEUNIIANYIUSsULsuAMUFUT U TenIelATas 19 uNUAURaNISANTUIIY
WIBUWBUTENINNGNEAANTIN 2 NHUARNAIMNTTH
(1) ROA; = By+B.DA; + B,SIZE+S5Age, +8,SEC; + Z?zs B;Yeari+ By DAXSEC+ &
(2) ROA, = Bo+B.DE; + B,SIZE+B:Age, +f.SEC, + 2?25 B; Year+ By DEXSEC+ &

(3) ROE; = Bo+f DA + B,SIZE+B5Age, +5,SEC, + 2?25 B; Yeari+ By DAXSEC+ &,

10
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(8) ROE, = Bo+B,DE; + B,SIZE 4B Ace, +B.SEC, + ¥ o _ B, Year,+ B DEXSEC,+ &,
j=5"1
8
(5) Tobin’s Q, = By+B DA, + B,SIZE+B:Age, +L,SEC, + Zj:g B, Year+ By DAXSEC+ €,
8
(6) Tobin’s Q, = Bo+B:DE, + B,SIZE+B:Age, +B.SEC, + Y. . By Year+ BoDEXSEC+ &,
j=5"1

N o a

AD ONIINANBULNUINNAUNSNE VosUTun | TN t

Tae?

ROA
ROE, i 8nsndunanauusioduvewnoruy vasusun | Tuli t

A
Tobin’s Q; Ain dnsdIUsENIITIMVToYAAYRIUSEV uAaAUTUAUNUYBIEUNTNE

DA,  f® Shsdumitiausodun3ngsay (D/A Ratio)

DE;, fie Smsrdruniausiediuvend1ves (D/E Ratio)

SIZE, e vuiavesianisvesusen | 1udi

Age,; A B1EURININITVBIUTEN | T t

SEC, Ao naugnamnsauvesuTsn | Tuld t lnefwuslifiandu 1 madungu

geamnssududaUlnauilaamndiandu 0 mndunguenannIsununsLazgnamMNIIUD NS
Yearl, #e muuaAawiniu 1 andudnis@nwd 2561 wentiu 0

WuaA iy 1 dndulns@inund 2562 wentiu 0

Do

Year 2, R
Year 3, #e muuaAwiiiu 1 dwdudnns@nwnd 2563 uentiu 0
Year 4, fin Aty 1 andulmsanet 2564 weniu 0

£ A AANUAAIALATDU

6. NANT599Y

6.1 NISAATITAADALYINTTUUN

M13799 1 Aadifdanssawn Tuguiuuvesadingn Agean Aede wagdudsauunnggy

Ay AAGN ANGEn Anade Adudsauuinasgiu

ROA (5owaz) -32.780 37.650 5.521 8.084

ROE (508a%) -47.010 38.060 6.220 11.945
TOBIN’S Q (1) 53.469 6,701.533 1,016.389 1,093.817

DA (1%11) 0.000 4.350 0.728 0.756

DE (w) 0.004 0.813 0.344 0.198

Size (Um) 350,448.820 | 926,987,180.000 | 21,070,548.658 97,718,215.218
Size (AMdDNNATIL) 5.545 8.967 6.620 0.589

AGE (U) 2.000 47.500 24.067 11.097

11
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NUBWA: ROA fia dnsHanauLnuaInNduning ; ROE A dnsdiunanauwnusoduveieyu ; DA As 8n31du
wildwsoduning ; DE Ao snduviidusiediuvesiiev; TOBIN'S Q fi yaf1ianTs ; Size fip IWIAYBILTEN ; AGE

Ao ©18U83AINT

@ ]

NENSNT 1 NUSaTHaRsULNLAINALNSWE (ROA) fdnadewintusesas 5.521 Sasdau
NanoULNURBdLYes T (ROE) Hadewinfuiesay 6.220 yar1Aan1s (TOBIN'S Q) firiade
Wi 1,016.389 wh Snsdruniausiedundng (DA) fiddewinfu 0.728 wh sasdruniausiod
vosrifieriu (DF) Anadewiniu 0.344 i1 su1avesudem (Size) nuinfitedewindy 21,070,548.658

v TaediAdenn afiuwiniu 6.620 ©1gveu3eM (AGE) nuiAiadewiniu 24.067 U

a

6.2 N1SAATITAADALTIDUNIY

9
7

6.2.1 NMSAIATICRATUUTEANTANFUNUS

a

{I3uldn15Tmseianduussdns anduiuswuuadusuuu (Spearman Correlation
Coefficient Analysis) Llasarndayaiinisuanasliund Welarsauanuduiusseninsiuwdsnudu
MuUsdasEnuInsmanauLnuIINdUning (ROA) anuduiusidsauivensdiunilduseduning

(DA) pgsidsdAyn19adiaf 0.01 laefl AdNUTEANEAUNUSIYINAY -.122 WonnUUTINUI18nT)

a v

HanauULNUIINAUNTNE (ROA) danuduiusifsauiudnsndiunildusediuvesfieniu (DE) a1l

'
aada (v a

Hod 1Ay 9adin 0.01 laedlauduiusivinny -.121 usnandudswuiiyaninanis (Tobin’s Q) &

U

'
o w aaa

AMNAUNUSITaUN U@ UnTtAusadunsng (DA) pg19lluedAun1eanan 0.01 lnedanudunus

o

a

Wiy -.421 uenantudmuinyarnanis (Tobin’s Q) danuduiusideauiudnsidiunildusediu
YosKevil (DE) agailled1Ayn1eadian 0.01 lnedianuduiusvindu -.414 Tuvugndnsnanauunu

soduvetiovu (ROE) Wiflmnuduiusivdnsdnlaseaiiedunulag sgnddudAgneads qs

WEAILUANS19N 2

12
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A15199 2 WaNITILATIERANENUTEANS andunushuvwuualdus huu (Spearman Correlation

Coefficient Analysis)

Spearman Correlation ROA ROE TOBIN’S Q DA DE Size AGE Yearl Year2 Year3 Yeard SEC
ROA 1.000

ROE 8917 1.000

TOBIN’S Q 5517 5727 1.000

DA -122" -.078 -421™" 1.000

DE -121" -074 -414™ 979 1.000

Size 262 3137 -031 282" 217 1.000

AGE -1547 | -202™ -292" | -108" | -116" -.066 1.000

Yearl -.080 024 011 .009 .004 025 | -.148" 1.000

Year2 -070 -121" -.049 -.005 -010 -013 -081 | -.252™ 1.000

Year3 -019 -.045 -.094% 013 023 .005 003 | -247" | -247 1.000

Yeard 037 033 071 011 .008 .005 075 | -252™ | -2527 | -2477 | 1.000

SEC -2711" | -335 -223" | -234™ | -216™ -503™" .298™ -.002 -.002 .010 -002 | 1.000

o N

NUBWA: ¢ TAUFURUS o izﬁuﬁﬂﬁwﬁ’zyﬁ 0.10 ; ** danuduwus a szauledifg 0.05 ; *** Janudunus o
seduiTedayi 0.01

1nofi : ROA Ae SHITHARBULNUINAUNTNE : DA Ao SAduniausoduningsan: TOBIN'S Q fip yarfanig
Size Ao YUNAVDIUIINT TneneAdonnTSTiY ; AGE Al 9180913 ; Year 1 fie dmuaAwindu 1 dndulnisfined
2561 uenial 0 : Year 2 Ao Avuaawidy 1 andutins@inunt 2562 yonthy 0; Year 3 Ao fvuswindy 1 &l
Ynn3fnwnT 2563 uoniim 0 :Year 4 Ao Avuad iy 1 dndutinis@nwad 2564 uentiu 0 : SEC Ao NANDAAINNTIY
Tnefmualifiandu 1 wineglunquanamnssuduiiglaauslaauasiiandu 0 wineglugmamnssuinunsuazngu

PAFINNTIUDINNG

6.2.2 MIUATIENEUNTANNDULTINY
N13AIILARANNTANDDULTINYLNDAN BIANNFUNUSTENIATIAT IR UNULAENANTT

ANTUNULAAIAINNTINN 3 wagnisTeuiisuauduiusseninalasiadiadunuiuranisa iy

a

TENINQAANMNTTUUARIAI5199 4 e ITelivaaeuauufigIuUeINITIATIERANNTNANDELTINYNg

o«
Vo 3 '

12 shuuu asuldnell Anaderesmanuaaindeudugudnnannis Amanuaanwaeududasyan

q

fuynaunis lngen Durbin-Watson fidud1lng 2 Fadldregsezndng 1.5 - 2.5 uenanty Gamudnm

a 1%

ANULUTUTIUVDIAIANUABIALAROULAIAIT TAA1TUNIINNTTAS NI INTENRIN Z residual AU Z

¥

predicted wudnnsmlaifinisinienqu nanlfedeyaddnwurnsyanediedislifisuuuunnaunis

Y

= @

284lsAn ArANUAAIAAABUTINITWIMATUVUNRLES 3 Fnuudadaluteininveannudded
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| AN
M3dl 3 mansilasizsiaunisannsswsileAnwiauduiussenindassaiaiuyuLaznans
AUy
Unstandardized Coefficient (t-statistics)
Gy ﬁllﬂ']i‘lc/i 1 ﬁ&lﬂ'ﬁﬁ 2 ﬁﬁ-lﬂ'ﬁﬁ 3 ﬁﬁ-lﬂ"li‘lc/‘; q ﬁ&lﬂ'ﬁﬁ 5 ﬁilﬂ']iﬁ 6
(ROA) (ROA) (ROE) (ROE) | (Tobin’s Q) | (Tobin’s Q)
Constant -6.142 4335 | 20752 | -17.656 | 2572.679"* | 2816.532°%*
DA -3.338™** n.a. -6.180™** n.a. -511.998*** n.a.
DE na. 11.189%% na. -17.084* na. -1877.299%%
Size 29647 | 2883 | 6.338"* | 5867 18.801 20519
AGE 0.075% | -0.069* | -0.185%* | -0.170%* | -42294* |  -41.588%*
SEC 4217 | 4071 | 4848 | -4.414%* | 368.966"* | -353.970%%
Yearl 3163 | 3208%% | -2.768 -2.921 -266.498* -270.281*
Year2 3.278%% | 33118 | 62959 | 6.308%* |  -248.389 -251.585
Year3 -1.852 1926 | 3600 | -3.803* | -218.668 -227.003
Yeard -1.256 -1.367 -2.044 -2.310 75.420 61.149
F-statistics 11.976%* | 10.644% | 17.965% |12.944%% | 19.055%* 18.301%%*
Adjusted R? 202 182 281 216 294 285

nuewe: * daudunius o sedudedidgi 0.10 ; ** dauduius a sedudedidgi 0.05 ; ** daudunugs o

LYY

syautiodAgy? 0.01

INATNIN 3 @WNTOATURANITIATIZVAANDLTINYNUTT SATIHANBULNUAINFUNTNE
(ROA) fanudusiusidsaviusnsidruniausedunsng (DA) wazdnsnadiuniausodiuvedivee (DE)

a8 19T WA YN19ad Al 9N TUIFIRUIAIVANNUIIEATINARBULNUIINFUNTNE (ROA) T

a U v ¢

ANUFURUSLTWINAUIWINYBIRANT (Size) uanNUuSmuidianuduiusidauive1gyeeianis

@

(Age) uagnaugnavingsy Iiidnw 2561 wagl 2562 pgalsfintd 2563 wagd 2564 laifieudurius

v a 1 o w aa o ]

AUdnTWanauUUNUAINAUNINEG (ROA) ageilfudAynealis SnsmanauunuNdIuTaE oy

= U v 6 v v 1

(ROE) fanuduiusidsaunudnsiaiunildusnadunsng (DA) wardnsiaruniaunaaiuuaainved (DE)

o

agelidedAgneadial leTailUIAIUANNUIN NI IHanB ULNUAINEIUYDIY YU (ROE)

ANUFNRUSTUINAUIWINVBIRANT (Size) uonNUuSmuITianuduiusidauivengyesianis

(Age) nqugnavnssu uay U 2562 uazl 2563 sgaiusdAgyvneadn og19lsnal 2561 uaxl 2564

'
1Y A a

Lafimnuduiusiudnsnanauunuaindiuvesydesiu (ROE) ag1addedAny Wefiansuinanis

<

afiununeainiiduyarianis Tobin’s Q nuhdanuduiusidauivdndunidudodunsng

¥
o w a

(DA) uagdnidrunildusiodiurondives (D) egrelitdudAnyneada WeRarsanmudsaiugunuin
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WodAgyni19ad@ og19lsAAanuan aurnvesnanis GSize) wag U 2562 T 2563 wavl 2564 il
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AmdUiusuyaafanTs (Tobin’s Q) egadliydeny

M19199 4 HANTIATIRAUNTOADRENNBLUTBUEUTENINERaIMNTTY

Unstandardized Coefficient (t-statistics)
fans ﬁilﬂ']ﬁif"i 1 ﬁilﬂ"ﬁﬁ 2 ﬁuﬂﬁiﬁ 3 ﬁilﬂ"liﬁ q ﬁilﬂ"liﬁ 5 ﬁllﬂ'ﬁ‘f"i 6
(ROA) (ROA) (ROE) (ROE) (Tobin’s Q) (Tobin’s Q)

Constant -6.598 -5.567 -22.702%%* | -19.607*** | 2611.731*** 2772.576***
DA -3.646%** n.a. -6.822%%% n.a. -485.590%** n.a.
DE n.a. -15.673*** n.a. -24.191%%* n.a. -2037.377%%*
Size 3.057%** 3.281%%* 6.531%% 6.499%** 10.854 34.755
AGE -0.071* -0.061* -0.178*** -0.158*** -42.598*** -01.299%**
SEC -5.341%** -8.173%** -7.194%x* -10.915%** -272.523% -500.418**
Yearl -3.111% -3.061** -2.658 -2.687 -271.018% -265.014*
Year2 -3.254%** -3.259%** -6.244%%% -6.316*** -250.470 -249.735
Year3 -1.825 -1.858 -3.543** -3.697** -220.992 -224.604
Yeard -1.252 -1.339 -2.035 -2.266 75.069 62.147
DA x SEC 2.063 n.a. 4.303%** n.a. -176.923 n.a.
DE x SEC n.a. 13.318*** n.a. 21.108*** n.a. 475.476
F-statistics 10.874%** 10.685%*** 16.566*** | 13.049*** 17.021%** 16.331***
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Abstract

This study aims to analyze the distribution system for community-based goods and to design a
sustainable green distribution system in case of Nong Ha Tawan Tok Village, Mueang Lampang. A purposive
sampling method was employed to select key stakeholders across supply chain. Data collection tools
included in-depth interviews, participant and non-participant observation, focus group, SCOR Model and
green logistics principles. The findings indicate that the distribution system should integrate green logistics
communication to minimize environmental impact. This involves the strategic use of information and
communication technologies to manage data and facilitate real-time communication. Inventory planning
should be driven by customer demand data across time periods to reduce waste and better manage
dermand fluctuations. Moreover, the system should emphasize renewable energy, recycling, and systematic
waste management, along with energy-efficient route planning and the use of environmentally friendly
vehicles. Emphasis should also be placed on the distribution of local products and the development of
regional logistics networks connecting local producers and retailers. Eco-friendly packaging should be
prioritized throughout the product lifecycle from production to use. The green distribution system developed
in this study can serve as a guideline to reduce transportation and inventory management costs, decrease
emissions and packaging waste and create collaborative networks among producers, distributors, and

consumers, thereby enabling the community to achieve more sustainable distribution system.

Keywords: Distribution System, Green Logistics, Sustainable Transportation
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2NDLEIBY FINIRAIUN

3. Uszlewiinanndnazlasu
3.1 Uselevilgeuszendld

szuunszneduagulnauilnadideguuruesdssunmungauiuiuinsdlfinw uagiiuing

Jusunmedspunananu
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3.2 Uselewidauloune

aduauugnsenansvd 20 U msiaundadeatuayuiaznsimuilaseaineiugiu uag
gVSANENINMINAUIUTZANULNUTRIULASYgRaLarduuiaed nsiiulaidulinsiudsunden

WD THAIUNDEN9EIE Y

4. NUNIUTIUNTIY
4.1 Msiansladafnduazldaunudilen (Green Supply Chain Management)
N133An15kgUN1U (Supply Chain Management) fig 1153194 Y way SR ANTS
Fndodam nmsUFulgsiau uasaseurquAnnssudnnsladafndionun sawdannsUsvauau uay

@ ' o

Jwdlefugn Feoradugamingdu (Suppliers) aunans Jliusnisuaraitany (Third Parties) uag

anf1 diwnisdnnstadadndiu vuneds n1saauny TnsduaulUuug o smﬁamuqumﬂwaiﬂ
Framin wazluadaundu (Reverse logistics) Aapnaun1sIaLAuaUAT USINS LLazﬁTaaﬂaﬁLﬁm%qmﬂ
s uduvedldgumu luaudwaronsgiuilan ogreliuszansamuazUszandua (Coundil of
Supply Chain Management Professionals: CSCMP, 2010)

a a &

nsdansladafinduazldguniudiles (Green Supply Chain Management) Aig N15USMNS

'
=

FanstedadndlusiafiAsafunisasnansenumnadandouiiinanmsduiufansaladaindnase
lgguniu é’i”’m,wil,méaﬁml,l,azmzmumﬁwﬁmqau N15PONUUUNARAMTLATUINIT NITUIUNITHER
n15U3Ms AsvUILNsTLdRgluwas mMeuenesdng msuilna swdnisianmanaenisasTin (Life
Cycle) maawamﬁmsﬁuasﬂﬁammﬁm?ﬁluq GV fluane LAzAY, 2563)

Ine Oksana and Agnieszka (2019) AnwiLAaduladafnddidenaziasugianyuiiou
nan Tadefnddidendunn st mdnuedadafndalilvl Tedandaidonuszuuiiugiu
YoM saULATYgAavyuT oY (Circular Economy) & amunefia JUuUUATEUIUNS 35015 Waiun
wandnel U3NNT wFegluvugsiaRasandnduliAnnsEUIAMagsRveg g Buld Fregns
nsviiAnladafnddiles wu ussineaiden (Green Packaging) N15uddlle) (Green Transport)
N3IALAU (Storage) DEILNEALLAT AT IATBINTEUIUNTS (Flow of Processing) ladafnddilen
fatvrrnmensruumsiansimefifedesiunsinavesesdeunsdeyamuaadisgiiuy
nsitauilerwaneidiiu uenaind Aroonsrimorakot et al. (2022) nanai1 vz iinASenszm
fansdnnsdanadenluiFowesanudduaznsdndunuslaiaind udiiaszsinagnsiis
wAnsaesiiddiedy nagnsldfuannstunmssunssuiensiauladafndfidudnsde
danndenluvszmalne liun msdanisnisvuds nsdafiu n15ussq wagn1svuaie nsWamn
adsdumader msvszidiuszuuufoRnisiuladaind msdeansteya msdaasy uaznsilneusy

nsidinalulagansaunanuuysunsielinanunsevdndddadaindddenagladadind foundu
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= & a ¢

wazn1snuTNiuvessEnInesdnsuasdildnladiuds Jalulsslevddedlvusnisauladaing

wazUszuvuilulunsiauiuagsidunagnsduladadnd i duinsdedwindesilelviussg
anwndend dadudmivanudueyiialassuvesuyvevidluszdulan diau asugia waz
Aawandon sauRs Krzysztof (2020) a5unedn @aulngmswaunlasadndadesluesdnsauadn
TauRvTUINNAaZIUINYEDL (Small and Medium Enterprises: SMEs) wleunas1ee a1auAdgm
iluldldlanufisons Sufesfiansannszuiunsiianiden nui ladafnddderlulamiavuin

NANWAEIWINgaNAITARIINANUTINTDYREINBAnsUazEIan1sEn lulgaumu Wieysaunsium

U

laumu ddglunuideluglifdnduanliaduayuwnfniidnle wwu Alkand et al. (2024)

q

o

guduinisuszendnisinnisladadinduazldaunudileifiudumaiadu saudennusuiageuse
F1Pur0909ANT PreiunanIsadunugsivtunagaamnssuliegsitedAty vued Gupta et al.

(2025) nd1¥i1 NsInnsladafnduazlgguniudidey dnageulesdonisanuaiivwaznisasisdany

saa °

fiBu ety madanisladafnduasldgumuAideniadunseuuunniinagnsinunumddysonis
Wnuladafnduarldgunuliiaeandestutmnesuaudi

4.2 Msnszangdusaulnavilnauazingivluaiaisou

audguinauilan (Consumer Product) mneis wdnssi (Products) fiesnlasguslnadu

gavng (End Users) iteuslaalagdiuivseuslaalumievesniigeu

a

199AU (Raw Materials) ¥u1899 AUAINAATUAIUSTTUYIRNIBNITHLNEATATIN WY WD

q

a [

wald dnd ussaneneg Wudu soudsdudfdewiieldlunszurunisuusanin (Transformation

Process)

o a Ny a

A15n5¥A18@UAT (Distribution) U89 NANTTUNNLIVBINUNISVUETIROAUNI DAUAIINT

q
v

wilsluddninis TinguszasdiielignAlasuiumesavasnsdy AsUTIY ATIIT A8UUN1INTEANY

i3 o v

auingulnauslaauazingivlupduseu Wulenssuiinszaeingiu dudallnauslan Ausddnm

o

moRuHuNeAmAUNasE U uAMUENlUS g Agaving
LOGISTICS
—

ST = | N
SUPPLIER MANUFACTURER DISTRIBUTOR RETAILER SHOPPER

Al 1 nslvavesianssulasanng (David, 2020)
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Mgl 1 aziiudinisnszaedudeglunyanisinaluldguniu fie msnsyaneduiang

o

Famngavandidiuniseandunviousnig nsnseangdufaingusenaumnanludulmdaas i

U

a v a v Y A a v [

Uan wagn1snseneduaangfduaziiuinundsufuilangaiing Nelinsnseanedumdesdnisds

Y Y

gUnsalindoudnetan (Vaterial Handling Equipment) sUuuunsdidiumsnufdstofivangau nns
AuANdAuA1AIRas Lushwdudiaandelidawin 9wy anudasads wazUszianvesdunily
Usnasinzay saenaunsiindulafislssiamveamsvudaias g ldlunsvuds

Tutagtunummainisidessfuunumnilianuddydeniseenuuuszuunsnszanedudi
aonndostundnaudsdu Ing Kramarz et al. (2025) Ifstmunluinanisimunlassasisnsesne
nszpAuduiafiuaufangulunisszaunu waraneusderlunsyuiunis Snva Liet al.
(2025) lysanmsmiuussumuasemindiudaundeuveiuslnairguuudiasinsdndulalule
UNIU ANAIANITINUNUNTEAYAUAUAL NI TNDUAUDIFDAIINABINITVDINAINLAIUABAAT BITTU
wnAnnsuslnaegedfy wastanuaivresszuuladafndessditedday nansfnwidendiai
Tiufsudnduresnsysannistadesudundonuasamnudanguresnsnszandud il
Ansvanzay annsgapdelunszuiuns uazsevaussongAnssuguilaafiuAsunlaseg1sind
I¢fpegnedaiu

4.3 ﬂgmuﬁfﬁu (Sustainable Community)

naannfigau maneds wwmndlunmssnidudialudagtu Tneddadmansenuiiaziniu
Tuewan enisnevaussnuseanisveseulugalagiu Tneldilunsaaneuleniadlunmsneuaues
AruFaInsvenuiusely el lWdsenanunsadisseg Sauduldodvaunauardsiulussze
(United Nations, 2023) uonannii LﬁaaLLazﬂ;muﬁ'ﬁﬁu Fadunid sludwunenswauni s ulu
Usenelne el fmqusvasdifleviliiosuazmadaiuguresuywdfinnudaonde s Sangu way
fefu filiwsrasdnsounquluvatsussduiiioadostuideuasguuy 1wy nsenseduyuruLedn
nsiifensuneuudeisBu Yaoady S1eld msnausuvesimsdanismafleuasyuvusgieidim
$2u ysamsuardadu matanisuafivneinmauazvesds e uanddiiuindedmivay
GHIRNY Wudu (@nlsesvd Ussinelne, 2566)

yuyudsdu fnsiSennateguuuy Wy iesdides yuvwdedng iWesiviey Wuyuwud
NauHY @313 vieUTuiaen Tneflinguszasivdnifleduaunsmssdinidsdusuaundon wazs
iwsughafidudinsreduinden Tnoifussuuasugiamy uisunasvezdugue daduszuuiivhls
yuauRmuodlinniy ngeu Ao mandnvesguuerdlianmsoudstuldluguund insedfunugs
ninsdaeiliduiinsdedunndon uazeralildeenuuulvamnsondaldifisamelugiuings (nFeq

a <

Andl 1a3eyeAdng, 2564) Tae (Uaylya yaylluazstiant 15aunsena, 2564) nanvdn msvaunludseine
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feunnldliauddgdunisedgdulamaasugiadundn lnedelmnasegiadulngadussau
38 lv0UsTINTVRUSTUNANIALTUIY T9zdna iInTgIUN1IM S TINVDIUTT VI YUGI UL
N15U81869910AT8gA LT U IINAINa 17 neliiAndyrivauniu kazna1131AULAT YN

wsughalienadnssegednedaduld mnldaldansuimsdanisiuninenssssuniuasduingdon

WUUI1AR981989N15A iU TUTYQUNIU (Supply Chain Operations Reference: SCOR Model)

{Process Types)

Configuration Level
(Process Categories)

Process Element Level

{Decompose Processes)

Implementation Level
{Decompose Process Elements)

AN 2 FURBUNTEUIUNTRUUTIARIE BN sAnTunululggunu (Anna et al., 2014)

wuuTiassdradanisdndualulaguniu w3e SCOR Model Warulud a.a. 1996 84
Council of Supply Chain Management Professionals (2010) 85 U171 LUUT1a03UTENaUAE 4
sedfu lduA udsoonidu 4 s T seduil 1 msdmuaamsiunazniadenlesedldgunuiavmn
sEUTl 2 MIspynsrUIUMENTIvIzaNsen AL duny seRUT 3 MstmuaTsazBenuaudaz
N3TUM VAN Wagseaudl 4 msUSudgasiannianssudes W eifiuussavsamnssuiuly
uiaztunou wuassigminlfifunseuunslumsinmsiuasysulssssuuldgunmilsianansn
AOUAUBIANNADINITVBINAN Wazdaveusion1siUAsuLUatwesan MLINEexM953Aa

\lofi9nsansedul 1 v9auuUTIans SCOR azUsznauseAanssuvdn 5 au ldun s
29ury (Plan) N1590% 031 (Source) nMsuAnAuAT (Make) N151uds (Deliver) wazn15dandy
(Return) safanszurunsaduayuiiviliianssumaniiAntuld (Enable Process) Tnsuuudiaesil
Wunndsildlunsiiesginseunisiinu nszuiunis wazAanssusine Tulsgumu ilelsiansa
pevALBIANLFBINTYRIgNAlFeg TSt ANS Ml dan1azAIfoens (Demand) Aislaansiu
HIUBELAND
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(\J > ev(;s;ce (X Make /‘) D";' -Siotuce?< ?ﬁehve\/‘( Source \:

‘/“ S — -~ . . >l

(_ Retu . )ielum ) \ Rclum » ) ( Retum ’\«; Rdum ! \
Suppliers’ Supplier Customer Customer’s
Supplier Internal or External YourCompany Internal or External Customer

AW 3 lassasauwuudtaesnedmisandunululgguniu (Kusrini et al,, 2019)

v

NN 3 anansnesunelanall
1) NFWNY AD NTEUIUMTIBRRLRMUAsEUUNMSInu Waenndesiuingussasdnielu
lggunu WiinAuaunaseninenufINskazAaNsaluN1TIndwIonan

o a o

2) M3dndedam fe nszvaunsdindeunznmliliindsingiunievinng Wedutiade
thidhgnszurumsudsanin (Transformation Process) Wudumviouimsdadutiadethesn

3) nMsudndudn Wunszuwnmsudsgdladeiud (nput) lnanedudadeiheen (Output)

4) n1svuds Lunszuiunsiunazdndsdudn aseuaquianssuladafndvdn (Inbound
Logistics) Ann1siuduAd1gesdns uarladafinduioen (Outbound Logistics) Aon13nseaTeduM
NneAnsluigna

5) Msdsndu Wunszvaunsifedestunisdsiuvdenisiuauduiitligndes viedsmil

6) nsvuumsivilmAniy Wunssuunslumstamiouaamdon sudsu ng duneums
Ut seuumalulafansaumea uaziFesdun fiiendes

lnga13deas Aem-On et al. (2024) ladnauenseuuuiAnnisysanisanudangulule
gUNILIeY TamAavuinnatawazvuingon lnsldnsounurAnues SCOR Model Lt oia3uadng
mmmmiﬂuﬂfﬁﬂé’uﬁqﬁaamwmé’aumqqiﬁaﬁ'LUSUuLLUaa TH9N38v04 Fu et al. (2024) 161
Anwin3Uszyndld SCOR Model Tunsinnisldguniudidenvesesdnsuianis wiunisuiulge
UszAvsnmdudannden mslinineinsesedivssdviam waganusuiinveusodsay fieas
mu%’aﬁaﬁuayuumﬁmﬁﬁw SCOR Model ifhunasilefifimudanguuazannsniuiliaonados
fuwnlumsdanisldgumugelml SsysannsteaudBurazaruannsalunisnouaussenny
FmevasannandeurnagsRTldagnamnga sl madenlduvudaesiadudunsouinanly

NMTAATILRLAZODNLUUTEUUNTEBEUAM AT wationTanumugauuInnILUUTIa89du 1ewin

29



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

AsUARUYNNIFUILNSTRIlYgUMUR AR T eUaeth YilFannsnaziounwsimBessuuldedng
Ty wardaderonsuiuupianssudesfmnyaniuuiunuosury Funndsinuuudiaosdug
WU nFeUMTNILYes APICS MifufisenseusadauiiBenine msadadnmaiowuuuuduiyady
nsanaugaulanlaensa vie lunaldnaan (Value Chain Model) filfunisasisyadidsnagms

melusadng Husu

5. 35n115AHUN1578

vy
o a1

nsaniunuideaseil Yadunmsvauissuunseaneduigulnauslaaddetgyuvuseng

b

fefulnelinsd@nvimftunuesinnzfuan suneilos Smind1uns iunsysannsesdarilad
aRndsmfuuuAnnsiaunfidedu Inednmsussgndlduuudiass SCOR Model ilunseuiiaseils
gUMu nsvUIuMITeEIFuNMsETaiuidufuhiaed eeldnmsdanaauuuiidusu
warlifidrus efiunursdeyaidesiufsfuszuunmanan mavuds uazmsuilnedudaglu
yuau MnduldTimIsenuuunsduniuaildedin ieldlunsiudeyaninau welddoyatiauysa
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U

gunu Tneilsiansldvinens nisasvendes uaznisidenldwimusidulinsseduwinden visil n1s
gonuuUsEUUlafseguunannIsvesnsiidusnnguey welikumnailaaunsadiluldaseedns

gatu lnglutumauganelinisnsisaeunnumuizauvesssuuisanwuuld inunisv3edudiidla

Y

[ o

drudeluguny uasdninnsdladafnddedinsinideduidsiun 3 v deussdiueudululd
Tumahluufofese sufmsfulgssulimnzausuanmuindeuuastosialuiiui

5.1 Usgynsuazngudiagig

nausogaililumsidendaddmiumsdanauuuiiduiuuarbifidausin nsaunuingu
808 uavn1sduNwalBadEn Insdudienisdndentuuiateas ey

- b 1oud inwmsnslumitusaemidnilndifes fsznounisnaiadadudoming i
18un manmeedy naiaduens uazntnaugileiindfeluiduneiios wu uiiales 5nd Tnladdes
117w 20 18 Tnsmsdndendeadununsnsluiiufiviemythul ndides uazusznaunisnaindids
viogosindifndoanededlnenssiunsdaiadud

a ° o

- nanedn tawn JUsEnaunsIng sanune Sueievestt Suvigingivdmsulseney
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- Uanei Toun gndnluguou Usgwvuitluauumytnuduniaiiu wineulssnugaangsy

AeslungUnu 311 20 518 1denangnAntugNvul Ay asiunyinu wasninanulsaundngfinssy
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A5USINABAENSTRAUA LT

B3
av o o
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q
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4 =% a v

WATNITIATILNLAIEN NADAIUANUALUANUUITDNBVDINANITITY FIA0AAADINUNANNITITELT

o

AunmAliAUd AR iuANBNfIveIleaINNITIUIUTETA (Creswell, 2013; Patton, 2015)

5.2 \asaslianldlun1ide

v

iloussainguszasddor 1 Wilediasgviszuunszaeduingyuau nsdlAnwivytunuesi
pzTunn sunaiies Smiadun Snsussendlfintesdodwiolud

1) wuudunwalidedn werfudeyaszuunalnnisnszaedudaulna

2) msdanansaluvuiidiusin wagmsdanauuulifidiusnsgninenisnszanedudn e
Anwszuunalniiiniy

3) Luud1aes SCOR Model LiteAnszsinanisAnulildfsszuunssaneduguyuuy

Lagtitoussqingussasddedl 2 lumseenuuusruunszeduddidenguuruegadadu

nstlAnwmyinunuesinne fuan guneilles Jmindiune dnsussendldiasesiedialuil

a ¢ 1

1) Ussgndldunfnladafndlunisiweiuaginuauianssulaldafindegamangay

a -

2) Uszyndundnlaiafnddilen elmAnmsnszaedudotedady

uenanil ieUstiliumnuindefiovesmaniside AI38lanTIvaeunuAMYeIteayalNng
1¥38nsiiudeyaiivanvansuasaseunauiiidiulidiudsulsgumuiieiSeufisunasduduaiiy
aenndosastioyn minsaeulnellideyasenisinansinseidosunduluBuduiudlitons

a ]

WBAUYNABINTININUTEAUNITAIATT AABAIUN IS RAUNUINauEeY Auklidiulidiudsluguyy

Y
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wazinmimmsiuladafnddedinisinideduiiduou 3 v Welidaiausuusuazussluanuduld
Ioae3InIs
ad < ¥
5.3 FMafiusauTiundoya
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5.4 aaaldlunsieneidaya
n333eassiidun1sideidanmnin 14380157 seidoyaidaien (Content Analysis)
fAUNMTIATIZATINTIAUN (Descriptive Analysis) Lt olifanunsnasuussifiuddguazAnau
anumnedsdnandeyaildanneausegradusyu Inedeyadililunisisgsivssnausona
nsdunwalifadn nsdanauvuiidiusaunarlifidausan Jenseunquiliteyaainynszivaesly
Uy 1A nauduth nana wagtanenh uenanil fafinsnsnaeunnideievesteya (Data
Triangulation) Tnglddayavinvatgunas (Multiple Sources) i’mﬁﬁauwuWﬂfjuﬂaaﬁuﬁﬁdaﬂﬁﬁ’su
delugmruuasdninnsduladafinddsdinmiideduisnm 3 viu Wewieudieu asvdeuuas
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Wlddniseenuuussuunsnsgneduddlisdnuansauivuiunvesusuludnanm

6. NAN133Y
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6.1 NMTIATIRNTZUUNTEALRUA YUY

nsdseilaglduuudians SCOR Model Saufunaduntvalidedn sautensdanauuud
dausunaglifidausin wudr anmsdndumsifenuilldgununseaedufguusunsdng (Fu

1%

s Sumnaned Sugeingavaninuasnsluvgiuwagvgtulndifiss uenainddalinsiunisie

ee

3

o

mgAvatneatnfasludimingiune loun aatnesudu sataduens savisgesinsiinludagune
o 1wy ufialas Und Inluddes WWudu uenandslldmvesisznaunssas sanuniitiensyany

v Y a

duinludariuilne lnefifanssunaniaisusuuse laun nsuaniudsudeyaladasind n13dndedam

Y

a v

N159ANTSAUAMAIARY N1sUudUAENTEANedUA N15UsndldusTinmivudsdum
989NN I8N SEUINNINSEAEAUA L usTA UYL WU Ty nassuundna
nsenusaszansnmlunisinnisialdafinduazneliiianansenunedawinaeusgramanaealile lae

ansaasUUsziudmmanlanaifmisned 1

32



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

M13199 1 Jymszuunseanedumguuvunsaldnm

A19U fanssuladanng Uszihudgymn

a

1| mslvavestoyaansaume SEUUNNIA0aN53E I HAR TATIMUNY uazgnAn
Uaene denliunisludnuaennaied name g3
FogavliddeyaitaauAsituanudieinisuesgnii
Uanenne uaglurauziiediugndililansiuislunn
Fudnluszuu dawaliiin Aunaiaiad sulunig
eI AI1UA B8IN1T (Forecast Inaccuracy) Unlug
Usingnisaludiin (Bullwhip Effect) ivihliiAnveude
wagmsvudsiiumnddu faduumdwomannese

YUYY

1
Y v o

2 | mydagedam nsrmdengdnmddiauddyiudunuandundn

TAZUIANITNANTUIAUFLINA DY LU NISLEBNTRRAUT

q

ldanunsagesaanuls vseilnansenumassuULIA @M

Tinnseaudawinsenlusease

3 | MansduAemEa NSUIMITINgAU AuAn wasnsnensangluadsduada
lafianuaenndesiutoyanudeinisvaeuslnnass
dwalbiiinnisinvausmiuaudndu deswonisi

o dounmnn waziiindununisdaiulaglddndu

4 | myvudduduaznszaedum | msvuddumliinisnaunusiuiudusiaaluiui il
inn1siesagndou Tindsnuuniudniu wazddes
A3 ounszanluliunaiigaininianudndu saums

grunvuglunisvudsliidulinssedawinday

5 | ussadmsivudsduen nsdenldussadundiliiilsdmansenusedindey
finsldtannliaunsogesaaensesiafald Tatnuds

e =

AULLINIINTIANISLAF@RANFAT 87 ML UNITAAVDIEE

LAEASIINSNeNsaegnadaty

°

szuunsnszaedumlugueunsalinul uandliiudidagwidasiadieiidfey de n13vin

nsiaiguvestayasenitanianisndnauluiaduslaavatenis daaliinanulidaunasening

guasrwazgUnutllgusingnisaluddn anugadsainveauds wazdununisvudeiladniy

33



JOURNAL OF INDUSTRIAL BUSINESS
ADMINISTRATION

uana Nl nsdadenImgAu NsNuEUNITILEY wagn1suTIY ST alamdsfmansenunia
Aaundeu Seaudstuuumenaiaunediedidu fudu mngusudiadduunmadalasdnaanns
UimsdanmadegnuaznnszuvdeansiivingaufussuuladaindvesyuvuasSansneliiAnveade
uan1e wazdun egsdeiowioly

6.2 NM15eaNUUUTTUUNTEeRURA 1T g yuyuatned sy nsdl@nwiny drunuasii

AZIUAN DILNBLEDY JININA1UNS

—Q—

i

inuasnsiukiuuazkiuladiAen

doauA

aarafmadviuFor3ado Tdud aana
paudU aaadugn

af

CoT 0| (S

ywoasinsiialuddinatiion
wu winlas Ond Inldidbos

dalnsoudu
AVAAVUZIU
tiayaanAn

J0mMsAAL
auAnaman

——
=4

msdodadami
Wudosdado
usadau

»

BESBENLY
1udasdadn
[(SEDI]

®

tinalulad
Aaowaud

Fonwaudm

naoth
st

Wusznaumissals
SAWUWID

-Lal

Sunguavi

*
-
ll 4 P

Swwnodondudksuls:nau
aisiuky iy

=

msdadadari
ulosdadn
wadau

»

RESIGENE
Wulosdady
uaaaau

mséadodomslasadnddition (Green Logistics Communication)

gnmluguuu

Re

Usstwuiiluauukiygdu
Wumowiu

winnulseorugaakassui
avlukyi

L

AN 4 spuunseedumaldetguuruegedsunsalfnwivydinunueainne Tumn

o

INAINA 4 @1115005 U808 NazLdun sl

6.2.1 nsluavastoyalada

S vao

a

<

AnNg

s IamingAvlinsiuiisanudesnisgnaianyine wazanAtanvinalingiuis

Srunuduiniifer nnsuandsuteyasuenudesnisvesgnéviliAsusingnsaludihn dudels

anusanensaanuiesnisvesgndild viliiAnvende uaznisvudeiuniiyuly (Over

Transportation) Tuldguyu vilfAnuan1izsogumy faifu guauasinnsandinsinavestoyala

JafindfiTen (Green Logistics Information Flow) §manefanszuiunisianisteyauaznisdearsly

szuuladafindfiddeiedandon Tnefiidmnoiieannislindany anveade wazannansenuse

dandou IngldinaluladuazuunAniidulinsiudwindon uagasivszyndliuunfnvosnis
34



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

a

fnsodoaisladafnddilen (Green Logistics Communication) Aliun1sannansenusnedwinaonluy

a ¢ 1

nsaliunuladafind funisliinalulagniieguaznisdnnisegravangas Wy nsAanLEnIULYes

nsvudsrukeUndndulall (Line Application) isUn (Facebook) waniuf sudeyan1uszuy

didnnsedndld szuudnnisfeyaiieusuuseUssansainnisldndanu vldnmsfnenuuivduas
< £ 1o = v < v

Tw§unniu lagldvhangdanden Jusy

6.2.2 N15ANYDINNN

a o

PndgnluldgumuniinsAnidendevesnginmingiuiiitusaign laglainiuda

'
=

noRuTdulinsseduanden wisdevameite Juauslidiidnldddsluldaunumilitenisinte

€

o)

€

a A

ANEL 087 (Green Procurement) AB NSEUIUNITIAMIAUAILALUSNNSNATID9FINA0Y tagLdan

=]

v
P~ a o ¢

Fondndnaiuazusn1sniinansenud o inaeutoeNantunnTunoureRsTIANEAS el AIusn1s
Han N5y N3l IWaudanisinda vsilldesnuuuwwimdlviuyy dedl

(1) wiumsiiendendndueikarusnsniinansenudeduindeuoeNannasni9asiin

o
[ ' a |

YDINANAUI HILANITHAR NI5VUAS NITITIIU AURINISAITAN S N1staennans e dulingiu

¢

duandeu Ao nandnugindnisldianiaunsaslafald vielinnseonuuuiiisannisldninenns wu

'
o =

nslianainsssusAviseandesaanals

q

(2) MINNTUINADAATTINVBINARN U (Life Cycle Assessment: LCA) AILANIIIAN

v
o v a

woRu MIndn madadmineg nsldnu uaznsiidniis eaamanszvunaonnszuiuns
(3) msatfuayudnaniifuuamenandniidsdu lnensdondatornduaniifulsuiouay

nMsUtRuAwndoNog1staeu wu mslindsnunmyuisulunssuiunissda nmsannsuaesiing
Bounszan iensannislith Wudu

(a) Mydadondnsaeiilindanuegamingay Ussudandsnu uiondnsaeiilézu
wasunsUsEndandanu iy wieddlifihAfiaandsevdandsnu (s

faiufnnisdndediduateliyuauamnsnanuanszudedunndouiaratuayuns
diule ashanansoaneldinelussezemanmslindinuuasninensegediy

6.2.3 MIIANITAUAIAIARY

MnnnswIeningiu duf waguins ldweAfuanudesnisvesgnvesiiud uas
arwgaudeidiosnnnaiutagandiveanasiuazaieth feilgidnlddudomsinnsaudiag
adlneilaiduandeunayanuddumuiuima fei

(1) wuzthlssuiinndsuduiardmugiudeyagnailuniaztis Inanszdvuaudid
elalit wazifiusyiuauinsndedus (Safety Stock) e iesessussiuaudiosnsidumnu s

Wududaspguiuanudnduenatlugnislivinensiiunnudesnis wu msldiuidaiuann

35



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

Au msldndsnuanndulunisdnwanmaudt Wusu Tnensdansauiasedsdidermatiunis
mansainuFeIsegautiug leandudd iy

(2) M3dan1sdudivuneny aumdnnsladaniontsihnduinldln iioanueziilil
Fudu 1wy msvdnadumivunety viodmielusaaniiey iy

(3) M3dnnsnasukasninensluadadu Tondanumnyuidow Wy ndukanfing
nsldszuunasainglalonidauss (Light Emitting Diode: LED) wagnnsaunugamaifivaza iile
annsldndsanu

(4) Mmsdansveadsuardudnitldliud Tnehuendendumldlmivieslufa uay
Fansaudnfilaliudn ieannsilsnauuazkanszvusodainden

6.2.4 N15VUEIFUA

An15k9URUNINTEEFUATANANETAINYRIANTUTY INAANan1IEN
oI Twdsdsnariofuulumvuddudfigauarldinansaedudiun fudu nsruaunisvud
waznsvaeduiissesdiiiamsanmansznudeduanden Tassutunsannislindsnn anns
UdesAmiFounszan waziiiudszansamlunisvuds lael¥3Suazmeluladidufinssodunden
e

(1) M3uRuTAd U TIudi danumngaufigauazuszudandsnuminian
i WeasnslHidewduazannanmsuuds Yszneufufiansannisléssuusmuasundsuuiiy
1an (Global Positioning System: GPS) saufiu

(2) msldeunmuziiduiinssoduindon 1wy sodnserueudluihfdsdenluyuy
wiodnseu udu

(3) duasunisnsznedudlugusulnediuaudluiosiu Weannsvudsdudaniiud
ilna annisldndsnuarnisuassuaiy wagatuayuATugRavesyuYy

(@) afranIeveladaindseninalndnuasg Smingluvesdun A e awansenuse

o A

AWINADY LYY 11T EUTEUVIUEITILAULNDAANTVUAT LD URALAANIT NS NEINT

a 14

6.2.5 UTTYNRUINVUEIRUA

Jynmveslgguniull As ussydusivudsdudliidulinsmedwindou dety
o = = o e | a Y a & a I a v . . = &
NNNIEUIUNIIAITATT T Tvudsdui N dulinsdeduinden (Eco-friendly Packaging) Failu
UssfdineanuuunLiieaanansenusedwindaslunnduneu laauiunislininensed1eAua
annsldtanniludunse wazadvayunmsslafaviedesaaionusssud lown

Yo a

(1) MsldTansluda wu nszavilafa win wienarafnfiliunsyuiunissleda Wu

A WeanUSuaeEiinTuAINUTTRIImMAINSIdY

36



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

o A

(2) Fanfidosaaslfnusssund W Tanainie wwu Fnlne fudwends Wonszay
Justu ililiAnveriFeaidnseiBnsilinauniededinszuiunmsidndidudeon

(3) annsldussydaaiiunnudndu senwuuussadueiimnzauivrunuaz U
vosAudn eannslitanduiu Tsanvezuavaniminlunisvuds dadunsusevdandaany
\douadlunsuuds

(@) guanlugusulindnfanifiduiinssedannden 1wu viinandundes (Soy Ink) Alai
ansfiy wie niindue flaunsadesaasld Taglivhanedwndon

(5) mslussgdnsiaunsaldnld visldlusuuuuiiivansdu Seodumnumuny
wazannsLeUsTATetng

(6) vssfaTlindrnumuisulunmsndn Swinndsnulaseniing wasnuay viie
Wi ileannsudesinwiFeunsraniagnanssnusodanndon faog1suaninet gy gaih
nnfan3ludalulssnundsnuuaseniing naesvioussydusidmwesnnnsyaeslafalussuunanily
wasumaIeu winwiensfindnandrinalaelssnulindanuannnindosui oy iaginuas
Jusiu

(7) m3vonuuuifionnudelunisiluda Iannsouentudnldhedmiunszuaunis
Wy Msugnwanadn nszay vielang Tranduldlagdie 1Wusu Fadunisdisannislininenslu
MIUENUTLLANIER)

(8) msliFaniurdniunisuuds Fsanunsndargannslindunlunsvudiazannis
Uaesfiwansueulneanlan

ag19lsAnn @1unsalUTeuLiBusTUUNTE A8 A UAINBULATNAIAIURLINIINITLEUD

U5uUgednedeannuuudiasd SCOR Model iR 2

37



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

A157199 2 LUSBUWIBUTEUUNTEEAUAINBULAL A IAILLWINIINITUTUUTI819899 NI LT 889

SCOR Model

N3ITUIUNIT

faun1susussuu

LUINREINTSLEUBUSUSTUU

nsEaeduddiden

Plan

(N1F190LNY)

nsnunuldaenndesiudoya
ANUADINTARIAZY NsFeaslu
NNAY? vlinn1sAIAnISal

ARG LAY UIINGNITRILAN

a

fnsuanasudeyasevinsunan
HAndming waghulaawuuviui
wueldnslvaiouvestoyaidalad
aRnddiden Weatuayunisnauny

a8 19U LavanAnugyan

Source

(N1599Y2INN)

12
Y [ a

LﬁUHﬁiﬁjﬂﬁaQﬂ%’]’JmQﬂUiﬁﬂ’]Q

Togly AT IdINansENUAD

A9InAULATANUEEY

awelivszyndlduwiAnnisdnde

IamdAleaieningaundesaanss

lodale Wulinssofauwindsy

Make
(NSHAN/N15AANS

AUAIAIAAT)

nswdnievslugusuliaenndes
fluANADIN1393e dn1sAvAum
nsoTngAvuiniiuly vildiie

AuuguazaumUsEugade

TANsAUAIAIAT LA TR AUAIY
AIUABINITISI anUSu14NIST
doiv eanvondslunsmvyuisy

Fum

Deliver
(nMsvudewaznis

N52318)

ANSYUAIVIANTITINILHUT Y
VEUN9E 90U & ULUADING 99U

Udeeiaisounszangs

Usurdunnanisaudalmmunsay 1y
soidulinsmadalinday ioan

FLYENNUAZAUYUNTVUES

Return
(nsdefuwaznis

IANTUTIUIN)

THussafusiiliaunsogosanny
vseshaiAals viliiinvesdnuiu

un

lfussyiuanslufavsedesaansls
i = I3 [y 1

nSaudsruutAunad v lglng an

U U1V LATHANTSENUND

AqInaeu

Enable
(Msatuayuuazaing

ANUNSBUVDITZUU)

Ladsguvadvayui datau 91a
w3 ol wnalulad wazaiug

ymaNs yibinisusuugessuuen

ausn1TRRIUISTUVaITAwTAlY
Yuyu N5 neusuluy Yy uag

wwImansldmalulagndviaiided

\ialeulesdeya

Overall Impact

(ATN52U)

szuuinludedunu veade uay
WAl ¥g IINNTTUIUAITVIANIG

e NITIIGET e PG S R

SEUUNSLANYAUA1E LT 829880
Aunu WnUsEdnsain anveade
ANNANTENUADAILINA DY LATESN

AuTINieluyNueg1adiEy

38




D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

1NA19199 2 SruunsEadunInuaudnUszaudgminTnNuaaIaAd oy N15InT el
milsfsdandon nsuaneswagnisnvauaniudndu lifinsldsyuvansaundegiumngau
FwdansvuduaruITIdueNnelviiinfunugLazveudeduININn VeI sEUUN ST AWM AT

1% a

yuiumsuanideudeyaainate nsdamingAuiidulinsdedanden msndsievieluguguniy

'
ANaa v aa 1 '

ANNABINTITY NMsUTUEUNvUdsegaminzan Msldmalulagadvianiled egramunzay uasns
lgussinaislaansegevaaisls dwaliansuuiasnansenusodwindouls
asuladn nseenuuuIELUNIEINEAUAAT g TWRE9gIEY nIdlAnwInyUiunues

aziunn o.dlee 2.d81U0 Jutunmsannansenusedwindenlunndunsuveslgguniu Ineiiansan

v
Y '

sawansluavestoyantumaluladansaume nsdndednmingivuazuinisfiidudnsredauindon
N1TUTMSAUAIAIAT LI DAAVBNEY N15IUNUNTVUAIN UTendand ey wasn1sldussy duei
ansagesaalensoslufald Vsl wuanmedsnandunsussendldnanladafndddensaudunisd

drusiuvesyuviia AnAUSEumNLaATYERY dau wazdanaenlusvese

7. ayUnansIdeuazdalauaiuL

7.1 @5Unanazaiusienanisivy

9

v
v Aao s

nMsideiilnguszasdiiie (1) WleTineviszuunseaeAumgyuy uay (2) Wilsoonuuy
szuunszeduiAdoiguuvuesadaiu IngldnsdAnvmftunussiasfunn suneides Smia
d1une TailaudiiAatedlunisnszansdud dsenoudae (1) Audnuasaslugumu wu Gy
waldnugania s EsInTIuesiy [udy %qauﬁmdmﬁm%w{]wmmimumumamam
waznsyedui ldduiusiuanudenisase biiansdunainluuisiuarvauaauluuieial
Snvansvudeilidussuudeiliinualiigapdossniomass delAadunuusegs (2) duduussy
uazesiadFagy 1wy Yan ndn dneos 41wy 81Ins wagnAndusianndn sy
vioatuuiniinemigluaiatauarudlugusy Jymiiwuensussedusisdlinarafinuuy
Tindudenlundn hliAnUsiamezsiunumn uasdmassuuinnisussyfasiivaudounduanld
Tl wag (3) duAgulaauslnAnnaeuenyusy Inediulvgnseneiiuiusvestiuas sanunag
LU ‘f’]ﬁluusif\;mm vpvilAsdusagu VUVULAEY 1Snan wazkBnsusihauazen Tymiinude
nsnszaneduddndou mvudslisrautuseniedudisusanumig ¥liE uudemdnuuay
UaeefeiSounszaninglddniu

NanFITENUI srUunsnszeAudluguvuligaseunanssu ldud msuaniasutoyadi
filsinsufumasaldgumuiliAnusingnsaludindsnelfiinveads uaznisvudsiAuaud iy

v
o A

msdngedamdlidiuingiuiididunsedulinsredandon nsuimsdumeasadsliiinnumneau

39



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

] '
A A

WEIne WaENITUNAININNTINLANTINYBIUTENBUNTluuN Taunsdslinmsldussaduaniliananse

Sladald Tun1sesnuuuszuu3deliiuunAnladaindddesnyssendsiuiuiuudiass SCOR
Model iiatauanumsiiuiinssodwndsulnsuuzihinisldmaluladarsaunal unszuiunis
nMsdadedamdiden mMsdnnsAuaindefidwnamgnssuduilaa mslindanuazenslunisvuds
LAZN1T0DNLULUTIY S eifianunsofleda dovaans ioldenld sedlifl eliiAnszuulaiafndd
mauauaaeﬁamméﬁaqmssuaqﬁqmuaemﬁ@u

Tnenan1sideaanadestunuifnues Liet al (2022) fild3insisiszuuladafindddealy
sesuviesdulaglduuifnnismasudunisudsuulssudandsnusaaiunisldsaluia wun ms

BNLUULF UL aAN153 99190 warn15hisad kneliinianisuaselatdeanunsaannisnng

£
[ o v

mfveulnoanladisfenar 23 mtelvatuayudoauevosnuifelufiuiinsd@nuinusdlng
nsmasudumauasndenldoummusidulinstuiuwndeulunssuiunisud Sniidaonadas
fuauves Singh et al. (2021) Adnwszuvussafusiddulugnamnssuemslulsemaduie lng
whunsldussafusinniananmidesaaels waznislindsnunyuioulunisudn fedeandunu
svozgmnavaayaninlsiundnfus Tasagvioufeuddyuesnsidenldussyiusinduiingt
dwandeu luszdunagninuitedatuauuunannsdansledafinddidevivlussdnsuasyuvn log
gonsunutalausvas Alkandi et al. (2024) way Gupta et al. (2025) FIUDIUINNNTHAIUITATIVIY
nszAudnifieudanguiazpovausseudesnsuilnaeg1sdsdu muil Kramarz et al. (2025)
wag Li et al. (2025) ldlaue uaﬂmﬂﬁmaﬂ’]ﬁfﬁ’aaﬁ’uauuuu’;mwaa Fu et al. (2024) waz Aem-On
et al. (2024) ffunsdanisladadnduuuesd s oussrdvunedud winden vuzldeiy
NuIdedaaonsununann13Yee Council of Supply Chain Management Professionals (CSCMP)
(2010) syt nmsdansladainddifondunsysannisnszuaunisdam nsuan LaznInsEae
dudn fiddsdwansevududanndounarmslinineinsesaliusyavinin aseunquaasneastin
WARSwT TITiaenAdasiu Oksana uay Agnieszka (2019) fiiduadh TadaRnddifeanlussuuiiugu
youmsugiayuioy deduaiunsianisian msvuds msusseias uasteyasgraduszuuiiie
vssqulnvnemswauneg1sdsBu egrdlsAnm mslesgiisne SCOR Model fatheliannsadiuun
wagiilavszifuiiasuuusswesnssuaunsnsyaedudldegaduszuu Fuduusslovisens
ﬂ’@umLmeaL%qnaqwﬂumiﬂ%’uﬂgwﬁz%w%mwﬁy’ﬁsw TnsuuAniaenndoaity Aroonsrimorakot
et al. (2022) Mtfuin msdansladafinddiTermsordensysannsnrusiuiiossningianlsd
o Swtumsuszgndldinelulafodramnzan welhAnaudduiinudunndon iswgha uas

AMAMTINVOIUTEY YU

40



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

WIBLUS B UL g USEUUNISNSEEAUAINILN U8R IUNUAA NN AUUSLNANHAIUILED WU

°o v v

guyululszinalnedalitedidadulasadeiiugiu wu ssuvouunlidonenisldounmugouds

wuavg) MsvInszuudeyarioniu uazanuliseillowedlaseinenisnszatedud dawalinisysan

aa o

msladafndd@deiluiuneinninsemanimuina alassasiaiugiuiuadis seuuAliansuIas

LALIINIFIUNTTUALAUTTY A s aduayunTdanisAswanden ilrssnamardannsni
wnAnldUszgndldldegemni vuzinsuiulfluuuniesiudesndudesendensatuayus
wielulad mMsilneusuynaing wazanudmiloogsgeszninsduszneunisuazmenusiesiy

7.2 doiauauug

7.2.1 Faiauanurlunisiwanisiaeluly

[

wIMaBuRanunsausuldlviaenndesiuusunyuwula dall

v
Y a a

7.2.1.1 M3dagedamddes avatvayun1sinteingavwardudilagaiileds

q

a

mnudsiu Wy msidenldingAvangnanifinnsgiudaanden vietansluAa ileanuansynuse
Aandeuausiunig

7.21.2 msldussadasiiiduiingdedwinden figesaansls Sluidale 3o
ansnsathndualdenls daaztheanveadeuazaivayundniasusianuudounelugumy

7.2.1.3 Mynaukudunisnisvudsiiannislseideu ioanssesmsnaziaan

=

Wune dadunistieannisudesinuSeunszan edanslunisdndsdumlinsimuminudeanisves

€

a

USLAATIULIANDNAY

e

7.2.1.4 Wsguumsaumeaiisusmsdanisteyanasalsguniu 1wy awnsald

inesilefiflogudaluyuuu 1y naulay nquinen vioauatufindien ilenssRnaududiiegess
Jansn1sdaiivauduuuiiuil wasdunnnudesnisvesgndn Freliifussneunisiiuninsiuves
Audn duenalusdla uazvihliinisussauanusswisandnlugusuazniniu

Tunsiaudseludsegndld asdesfinnsandeuiunmedsaulufiuiitug sauds
anunsallummvy o vasduie veniniinasgannsalinanisisuiledmumneasgiudanndey
warladainddiderdmiugusznounisviosdu atfuayunsiaunlasaieiugiunisuds duasy
Tasamsyuvudideiloainsanunsemindnudaindon wasideyaatuayumsdadulafuuleue
anudsiliusiugBety

7.2.2 Soausnuglumainidensoly

a

7.2.2.1 msfasanianaiaduiioanainugauailunszuiunsiadaindyumu
sdansUssdiunansenuaudwindeulagldiniasdislanis warn19inseiigdnsTinnan i

¥ o
=< a

(Life Cycle Assessment: LCA) iialianansananniuinian1snsgatedumseiuguuuliog 198 naea sy

41



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

7.2.2.2 syyiaiunuidedesimsduaiuanunseninnudaindeuuay
ANUEITULNEUTENBUNTYIBINULALYIYY
7.2.2.3 grnsoiauinuimsnaduayudaulguiy Wy n15AmMuainsnIseiy

e o a

ladafnddideuazunsgudwindeudmiugusenaunsiesiusialy

LAN&E1531989
nsudaiEBuAMNNEIINADY. (2566). S89TUARINNISAIF I InABLYSEMAlYEY WAL 2566. NSENTI
NINGINTETIUNALALAWINGON,
\nFeadn La3ayddng,. (2564). Tuwugidudaenied. hitp://www kriengsak com/Self%E2%80%93
Sustained-Community%3ASSC
yalwn yaull wawsiiann Tsaunszga. (2564). msanngusuduudsognedady : nsdlfnwimauna

q

suathunae sunewlesgluie Swingluiy. 115975 wes wystygsnssed, 6(3), 133-141.

q

N

WYINAU TunTnA qUIE eSdTey wazanusang Fuandum. (2565). Green Logistics silouiunlan

Waguly msyudadudmauulnedouyaeusiu. https:/krungthai.com/Download/

economyresources/EconomyResourcesDownload 477Green_Logistic.pdf

v
a

Foyeyn BUET UWINYTT ANEY UAZHTNR MUNGINYS. (2562). FIUUUANNITIATIETINYEd N159ANT51Y
QUMD HANTT AUTUITUAUEMINGOY UASHANISANTUIIUAIUATYEAD THHASE
pyulaluFeulunisudetuvesgnamnssunisudsyearns ludssmalne [sevuatuauysadl.
UNINGTEYTNN.

anlszvd Useindlne. (2566). Aﬁmé&az?&ﬂfﬂﬁ%ﬁﬂ https://thailand.un.org/th/sdgs/11.

AnuulEUELAEIN UV NN TS TSI RRaTAIINGaY. (2565). TI89TUAO NI ST NGO
UsznAlng w.a. 2565, nsenTIninenssssuminaraindes.

awm Juane algna Seaqugasns waransng 0135183, (2563). Wauniudide: uinnssuioasre
ANENINAITUYaTUTE B, https://progreenecon files.wordpress.com/2019/04/green-
logistics-suthep-et-al-version-6-dec.pdf

Aem-On, K., Setamani, S.-O., Chandrachai, A., & Sinthupinyo, S. (2024). Empowering supply
chain resilience in high-growth SMEs: Integrating SCOR model with resilience strategies.

TEM Journal, 13(2), 1331-1344. https://doi.org/10.18421/TEM132-47

42


http://www.kriengsak.com/Self%E2%80%93Sustained-Community%3ASSC
http://www.kriengsak.com/Self%E2%80%93Sustained-Community%3ASSC
https://krungthai.com/Download/economyresources/EconomyResourcesDownload_477Green_Logistic.pdf
https://krungthai.com/Download/economyresources/EconomyResourcesDownload_477Green_Logistic.pdf
https://thailand.un.org/th/sdgs/11
https://progreenecon.files.wordpress.com/2019/04/green-logistics-suthep-et-al-version-6-dec.pdf
https://progreenecon.files.wordpress.com/2019/04/green-logistics-suthep-et-al-version-6-dec.pdf

D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

Alkandi, 1., Almulihi, A., Alrizg, M., Alghamdi, A., & Saidatulakmal, M. (2024). Green supply chain
management, business performance, and future challenges: Evidence from emerging
industrial sector. Sustainability, 17(1), Article 29. https://doi.org/10.3390/s5u17010029

Anil, K. (2015). Green logistics for sustainable development: An analytical review. IOSRD
International Journal of Business, 1(1), 7-13.

Anna, Y. D., Ram, D. G., & Ram, R. (2014). Value chains in [T-enabled services: Towards a
reference model. ResearchGate. https://www.researchgate.net/publication/

252023193 Value Chains_in_[T-enabled Services Towards a Reference Model

Council of Supply Chain Management Professional. (2010). CSCMP Supply chain management
definitions and glossary. https://cscmp.org/CSCMP/Academia/SCM_Definitions_and
Glossary of Terms/CSCMP/Educate/SCM_Definitions_and_Glossary of Terms.aspx?hkey
=60879588-f65f-4ab5-8cdb-6878815ef921

Creswell, J. W. (2013). Qualitative inquiry and research design: Choosing among five
approaches (3rd ed.). SAGE Publications.

David, W. (2020). Logistics vs. supply chain management: What'’s the difference?.
https://jindal.utdallas.edu/blog/ogistics-vs-supply-chain-management/

Fu, X,, Lin, C., & Ma, X. (2024). Research on the application of green supply chain management
based on SCOR model: A case study of Apple Inc. Advances in Economics,
Management and Political Sciences, 79, 140-150.

Gupta, P., Sharma, Y., Chauhan, A., Parewa, B., Rai, P., & Naik, N. (2025). Investigation of green
supply chain management practices and sustainability in Indian manufacturing
enterprises using a structural equation modelling approach. Scientific Reports, 15(1),
Article 12345. https://doi.org/10.1038/541598-025-95940-9

Kramarz, M., Kmiecik, M., & Wierzbicka, A. (2025). Logistics network features supporting
coordination by 3PL. Sustainability, 17(17), Article 7994. https://doi.org/10.3390
/sul7177994.

Krzysztof, Z. (2020). Green Logistics: The way to environmental sustainability of logistics.
Empirical evidence from Polish SMEs. European Journal of Sustainable Development,

9(4), 231-240.

43


https://cscmp.org/CSCMP/Academia/SCM_Definitions_and_Glossary_of_Terms/CSCMP/Educate/SCM_Definitions_and_Glossary_of_Terms.aspx?hkey=60879588-f65f-4ab5-8c4b-6878815ef921
https://cscmp.org/CSCMP/Academia/SCM_Definitions_and_Glossary_of_Terms/CSCMP/Educate/SCM_Definitions_and_Glossary_of_Terms.aspx?hkey=60879588-f65f-4ab5-8c4b-6878815ef921
https://cscmp.org/CSCMP/Academia/SCM_Definitions_and_Glossary_of_Terms/CSCMP/Educate/SCM_Definitions_and_Glossary_of_Terms.aspx?hkey=60879588-f65f-4ab5-8c4b-6878815ef921
https://jindal.utdallas.edu/blog/logistics-vs-supply-chain-management/
https://doi.org/10.1038/s41598-025-95940-9

JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

Kusrini, E. et al. (2019). Supply chain performance measurement using Supply Chain Operation
Reference (SCOR) 12.0 Model: A case study in a leather SME in Indonesia. /OP
Conference Series: Materials Science and Engineering 697, 1-10.

Li, X, Zhang, Y., & Chen, J. (2022). Green last-mile delivery: An optimization model integrating
electric vehicles and energy-efficient routing. Transportation Research Part D: Transport
and Environment, 109, Article 103318. https://doi.org/10.1016/j.trd.2022.103318

Li, Z., Liu, X, & Zhang, Y. (2025). Consumer environmental awareness and competition in two-
stage supply chains. Journal of Environmental Management, 300, Article 113700.
https://doi.org/10.1016/j.jenvman.2021.113700

Patton, M. Q. (2015). Qualitative research & evaluation methods: Integrating theory and
practice (4th ed.). SAGE Publications.

Porter, M. E., & Kramer, M. R. (2019). Creating shared value. Harvard Business Review, 89(1/2),
62-77.

Sayam, R., Meena, L., & Suthep, M. (2022). Green logistics (GL) for environmental sustainability:
A review in search of strategies for Thailand’s GL management. ABAC Journal, 42(2),
293-319.

Seroka-S., O., & Ociepa-K., A. (2019). Green logistics and circular economy. Transportation
Research Procedia, 39, 471-479.

Singh, R., Sharma, P., & Kumar, S. (2021). Bio-based packaging and renewable energy in
sustainable food supply chains: Evidence from India. Sustainable Production and
Consumption, 27, 151-162. https://doi.org/10.1016/j.spc.2020.10.012

United Nations. (2023). Fast facts — What is sustainable development?
https://www.un.org/sustainabledevelopment/blog/2023/08/what-is-sustainable-
development/

Zhang, Y., Liu, W., Yu, Y., & Wang, Y. (2021). A multi-objective optimization model for sustainable
logistics network design considering carbon emissions. Sustainable Production and

Consumption, 25, 217-229. https://doi.org/10.1016/j.spc.2020.09.015

a4


https://doi.org/10.1016/j.trd.2022.103318

D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

15U IUANSNINATUNISUSHITAANITNISVIDIL NG

Tuynvwiiaslusanesay Jaminesie

QViBdng Nuars' wag wadhwml l@una”

(Fuitsuunmana: 25/07/2568; Juudlounaia: 19/04/2569: SumeuSuuna: 23/04/2569)

UNANELD

v
o

nsAnwdesiiiinguszasdiile 1) Anwaaunisainenisviodiedlumurudesdusudos
wau fmindeene 2) vssidudnoamiunsuimsiamsmsvieadielugusudesdumaido e
FaiaFeene wag 3) Wisuifisuaaunsainanisieaiisawazdngnindunisuinsianisns
vieufelugmuilodusandouau faindeese Suunmudnuazmassmnsmans ngusioeig
MtlunsfnuAeussrvuiiendoeglunidestusandeuay $1u 400 au wazldiSnmsguuuin
Fregawuutudey Wuvuussfiudnenindiunisusmsdanisnisveadisnduedsielunisiiv

swswdeya vinsveageuinsesdlonlnenageuanuieswmsuduilonvageuannuiesiu lafai

'
4

Fostuwihitu 0.94 ¥insingideyalneldadituguuaraifeyuu Usenousedfesas Aads
AnaudeanuuInmTgIu A1 T-test A1 F-test nioAnuuUsusiumaien uansAnwimudn 1) Ussiau
Afongeinetu finnsandsanunsainenisiesiedlugurudodunudeuay Smiadoes du
uwiaweafleailansiuniedsisgaladifey uanssdu uazuservuifonguazdumisinetiu fa1san
feannunsainisnsvieniedluguvudeslunandsaay Smindeess funisnunAdiuns
vioufedluruwu uansnsiy wag 2) Ussrrvudisinis@inwsieiu Annsanfedngaimdiunisuims
Famsmsvioadiedluguvudleslunandouau fwindeses sudsnsanuagmnuansiaiy uas
Usgrnauiifisnumissineiy finnsandsfneniwsunisuimsinnisnmisvieadienlugusudedlusia

o w o

WWeauau JIIneess Auinaffarn1Unne uaneeiy egelitudAynsananseau 0.05

Adfey: Aenm MSUTMITIANTT M3veaiievesyuvy Wedusaideauau

Lgnansdanvivinsvieadivanaznislsausy wninendensien
2 g191sdanvninmsdnnisvieaiien uniinendesadglaseasnsal lunszususyudus
‘HinusUszanunu Insdny 083-599-1646 Bia: pongpipat@vru.ac.th
DOI: 10.14456/jiba.2026.3
45



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

Potential Assessment of Community Tourismm Management

in Chiang Saen Ancient City, Chiang Rai

Luethaipat Pimonsree' and Pongpipat Sanedee?

(Received: 25/07/2025; Revised: 19/04/2026; Accepted: 23/04/2026)

Abstract

This study aimed to: 1) examine the current tourism situation in Chiang Saen ancient
city, Chiang Rai 2) assess the potential assessment of community tourism management in Chiang
Saen ancient city, Chiang Rai and 3) compare the tourism situation and potential of management
in Chiang Saen ancient city, Chiang Rai. The sample consisted of 400 residents living within the
ancient city area of Chiang Saen, Chiang Rai province, selected using random sampling. Data
were collected using a tourism management potential assessment questionnaire. The
instrument was tested for content validity and reliability, yielding a Cronbach’s alpha coefficient
of 0.94. Data analysis was conducted using both descriptive and inferential statistics, including
percentage, mean, standard deviation, t-test, and one-way analysis of variance (F-test). The
findings revealed that: 1) Respondents of different age groups had significantly different
perceptions regarding key tourist attractions or points of interest in Chiang Saen. Additionally,
respondents with different ages and occupations perceived the involvement of tourism-related
agencies in the community differently. 2) Respondents with different educational backgrounds
had significantly different views on the adequacy of tourism-related facilities. Furthermore, those
with different occupations perceived the suitability of location and accessibility of tourism

infrastructure differently, with statistical significance at the 0.05 level.

Keywords: Potential, Management, Community Tourism, Chiang Saen Ancient City

! Lecturer of Tourism and Hotel, University of Phayao
? Lecturer of Tourism Management, Valaya Alongkorn Rajabhat University Under the Royal Patronage
*Corresponding Author, Tel. 083-599-1646 e-mail: pongpipat@vru.ac.th
DOI: 10.14456/jiba.2026.3
a6



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

1. UNUI

nmvieaiendeimussauuazUsy imansiiunumddnesdadonsimuiiasugia danu
warTansssuresiuiivesdu lnsmzluviunveadedunamiouamsanmalseiaeans Sl
dnenmadunsisgatinvieadies silussfulssmauazuiund @S quas, 2562) Wedlusandes
wau Sortadesne deduniduiuiiffirnuddymelssSimaniegddumaniovessemelne

L4 £%

Tnefiongdoulvunnniniul weznaidugudnaensesssudauuilueia dlusiaaauiiddguining

Y

o '

Wi Inefduans Aunadiodusa waziisdunaouuwisnfdosuay Taduwdunasvieulmiuie
AuAmandnenssy Useifenans wasdindyginveaguy InglugimaneUnniue deadeawau

o

Sudunidnlunyinvieuiisdiwnilneuazyiaiewd denssuanisveniisndaeysnduaznis

]

¥ '
1N aa

vieufiondeiaussauilldsuauioniunniy dwalisuuinviesfieafidumadngfuiifuuliy
Wt usgesioeg (@naunsyieaiisanas s mtade sy, 2565) ula1nsiulavednis
viouflerazihundeneliuaznmsdrsnuluviesiu uifinuiinsvieiiedunniuagliiameens
AelAnnansznulunatediu e nsvdeulnsuvesunaslusiuany Jymuesuazaundon n1s
wodmvasiuil wagmagaydedndnuaifosiu samdseulinonvesguaulunsuimsdansdu
Imaa%wﬁugmLLasU%mié’mmiviaqL‘17'im (Wong & McKercher, 2011)
Haqtudsumalneldlianuddyedied sonuimsyuvudugudnardunisiaminis
vieaiied (Community-Based Tourism: CBT) TnsiamzluiuifiiameamisianssuuasUse Yaans
wu ieslusandssuau Feegluiiufives Northemn Economic Corridor (NEC — Creative LANNA) 71
whunmstuiedeuasughsaivassdnniausssuissduuardaauarudsfundunndoununsey
TunaiaswgAalmignisiamuniidady (Bio-Circular-Green Model: BCG) atnsmsiilaaa CBT 114

- o & ' ' ' = A a =
Mszauanuduialuinsszmea wu lassmsvieaiieryuyuluiiedusiannytng Useinas Jeyusu

Y A a1

visiutldusalumseyindusanuazinnistinvieadien dsalvsieldnszaneguurunazannanszmy
Aodandou (UNWTO, 2018) Tuuseinelng nsdFnuREIvaINZLN uneUINNEyY JNINTNg
wansliiuinsimudnenmifidulddnudeanyurudisaiunnuudansdunisuinsdanis
vinwzuazuIMsvieailed ad1smuddumansugio (@ussd Weavey uazany, 2566) wagnsAnw
V99 a3y SNy wazAuy (2566) Lawmunaninael 8 A1u (heritage, infrastructure, safety,
network, etc) litoUszidudneniw CBT egrafuszuy Feanansadrundiulfifedinsziidednly
vumangveadiedunadeuauld uonaini msfansnisveaiisudsousnslugaiiadsdes
andeluaa SELF (Signature, Environment, Lifestyle, Facility) dutfuunumdnumeluladlunisiady
é‘fﬂ&memiﬁmﬂﬁﬁqmuﬁauﬁm nstlAnwINslnalulad Wy LeUndiadu AR (Augmented Reality)

v v oa v

ludeslusadinesin Useinaduyvr 9108 vusndnfsdoyauseifmansinelisuniu

Y

a7



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

Tusauanu uazszuvaeanmiinghy Al luuasiaemuaudnulineuiien aunsathunuiuldiie
wdumsuImsiansludoauauld Gy qunu wasane, 2565) fmenseudmguiineil swide
Tuszdugurufiodunudswauisdelonanaaeuiniesiiovssidudneninsunisuimsdanisi
yanTane TaludumseyintuInmsaussIy Msimulassadefiugiu nsaaedetenA uay

v a [

nsldnalulad Wemgauds neou waztesiaudaulous Fsanunsalioulasiuiiamensimuiiuy

[ Y] o val

BCG uazulouny NEC vas3guialdognadenndos namsideiasdunumsddydmiugiidlddm
ondn loun quvuviesiu menuniedg Wy mavieudiswisUsemelng Smindeases ddnau
mMavieaivuasimndminieene nsudauing wasmauadvadsadaay fuszneunsvisadien
waznvioaiien lunsuimsinnissunisvisaiisnnielidaniuansalunissesiulsvesuvas

yipaeilndlusnanTeawan aingeesienall

2. I9QUszAIAYaINITIVY

2.1 teRnwaniumsaimsmsvesielugmrudedunudsuau fmindose

2.2 Wevsziliudngamiumsuimsiansmsviesiiolugmudesdunandouay Smin
Weasng

2.3 WeFeuifisuaniunisainsmsvieadisanagdngnmiunisuImsinnisnisvioudien

Tuguyuiiedunandoway Jmindesy Tuunaudnuaensussynnieans

3. Ustlamiiimadnaylédu

3.1 Paglguaulufiuiidnladanuanusovessmeslunissesdutinvieadien uagauis
Uuugegduuumsdnnislvimngay

3.2 adauumensfidusvesgurulunisiamsniseailenegieiusyavinmanntu an
Msfemnnguen wagladuadansfisnued

3.3 1 unumndlunisoenuuufanssureniion nswamnlassadsiiugu uaznisuims

n$nensuNuNegs@anndasfuUSUNTIDInU

4. NUNIUITTUNTIY

4.1 wuRauasngefngfiun1susEliuAnenmNIINsiaaied

¥
] o w

A15UsZIUANENINNIINISVIDUAET (Tourism Potential Assessment) Aot uusIuaAgy

<3 £

RINTNRURRUILE Wiaa e lmiinauddulusyezen Tnadunsiesisinsnens uss

o Ao

atvayy wavtedninndegluiiud weliaunsadmuawuimansiaulaegiamuzauuasaenndes

Y

48



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

fuvsuniiesiu msvssdudnenmlaildsidnegiisudnisfoguosunawiaadsnviidu usdos
3wmsﬁasmmawwquﬁgﬂm%mmmwLLasﬁmmsuaqw%’wmm AADATUAIIUNS DUYDIYLTUUAY
Tassadaivayusing q lnsamnsndaesdusznoveanldiiu 6 fandniideulsfusdrauszuy
(Syawal & Gandri, 2025)

'
o w =

4.1.1 m3danmsninensnisvieafisaniesssud WWutledeiugufiddy esnuwas

voufigrdnnunnlulsemalneasegluiunniininenssssunidauda wu gan dan Uil w3e

' v
a1 °

WuAgEn NsUsTiuAnen1nIsneiatsanALaNysalraesEuuilng ANUTIBUINRIEUINa DY

1

e

wazAngamlunissesiuianssuvesinvioniion Tnefesmugiunsnaunueyinyuaginuads
aruannsalumssesiulfedramnyan luiftideulsdasnseiuiuls "anumsainmansvioadien
Tugsrusunedouay Smindesne’ Tasane "fosssumaiiasdatuiuguuluein’ wu dvi
uazAulaaunay JedmansznudeninenssssAnasfesiunUssdiuiionaunniuile

4.1.2 mssansmdnennsmatmusssy Wusnfiafiiniuddy Tnaemzluiuiindang
TaaudnuUseiamans Useindl v3edfdinviesdiu SeanunsnaderuuaninauazaniAvnaianssu
I#agnaunn mnld¥unsdaaduegnegns nisUssdiufetosinsaidusivossaniisudodld 1wy I
Tusaianu fifissaet wazusaniidudodldld wWu amwdu snilile aunsitudhu wdefsnssusiag 4
Tnesosdniadansoysndamuglusunsasansldlfquauogamngan TufiRdduiussududs
"widsvieafeniilaniuviedsiageloddy’ luyuvudsway duindusanimusssudnuuasyssind
vioduiidesUsziudne ooy

4.13 #nenmdIuyeaInTuagosd nguTd an1sviondion iudad Taddyde
auansalunsuimsiamsuasiaunfanssunsvieafieeg ey yusuiinissunguiduuds

o

finsilneusuymransegainane wazansaftanautesldmasnunisinms dnduunliuuszay
anudifalunisiauinisvieadisnsserens uenand nsdfigurui 3deim n1sdnds
ANznsIUMSViBaTien viemsuimsluguuuuiamisguauashisaiassuuuimsdansneluiidsiu
uazduuszrsulos Tulddideslosududs "mhsnumARafuaumtaunsvioniielugus’
WU psEnsUTTIMsRAuiRawRen e TnagadBu (enwn.) viie nveaiisuisssme
e (1) FethoiiuaisynainsuazesdnsyuuluBosauliddnenm

4.1.4 vuaiiduaznadids fvdnateauannsalunisfsgatnriesiien nisusuidu
RTUINAINALAINTUNISIAUNNS 19U N151T DusBALY 1981N1A U3 BTEUUTLAIANEI T
sudsenudaensouaraundeumsnimans vafineindunasioniisindn vieanusaifosles

v

fudumaieaieduls dnillenmagdunisiaundandyduaslasuanuienaninvendies Tuladl

49



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

v
'

pssfufuUslumsUssdudnenin ruviaiisauaniadnie sesmurudsuay Sedoauddndusiin
Tvswazaeue aansnidoslosiureaiisrdnléd

4.1.5 AsdrusauazaInsunvieuiien ussduszneuiitisatuayulszaunisal
vostinvioafien 1y ssuuiiin $1uems qusuinistnvioniien woulh madu szuulwihuay
szl mavssdiuasinnsandsanudfisme Aanw 1195§IU Larn1TUIMsEANTAIs e M
agmnivanil ilelfanusnsesiusTaninviendienldedammnzay uardnasuaufianela ludad
aenndoaiufuuslunsUseifiu "Mudsdnanuazaan’ Jeindudmivmrudeuauiiosesu
tvleadlen Tasiamendsfsssuifiorahaslaseaisfiugiu

4.1.6 msUsznduiudiaznsdeasmanismaiaiiienisvieniion funumlunisaing

a

M33U§ Msaauususunasisaiien waznsnszdunisindulavesinviondion msussiliuaziiasgi
fenagndsunsnaniifiog Yomnanisdeans wu deAdvia tiuled vieaifeivuvuseula msiidau
sulufnssudaaiunsue wu unansdudi vfemsdeulesfumienunisusneganisvioaiien
wiaseinalne
anvhne msUsziudneniwmsnsviendiedfiussavinmasdatundnnisiidiusanves
fidnlddndonnine Insamzyuewiesdu weliamsafmuauumsnistauildnssiua
Foansvesituil annansznuilsau uasaiuadeeudidulussezematnauiads (Mowforth & Munt,
2015)
4.2 wrRauazvuieaRuNTUIsiansnisvisaitealasyuwy
mw%m’ﬁhm‘imiﬂmLﬁymiﬂwm%u (Community-Based Tourism Management: CBT)
LfluLLmﬁmﬁ&gﬂag}Uwé’ﬂﬂ’ﬁsuaaﬂﬁﬂ’suumwﬁahm'm (participatory development) Fdlsiaauddey
ﬁ"umiﬁa"sui'amaafqmuiuvlﬂsi’?umawmwﬁﬁ&umﬂm/imLﬁm Fausinsauay Msdnaula nng
fuu aenaunssulselevianselaifniu (Timothy, 2002) CBT laiiigauaidun1snszany
S1unmasgviesiu uidufuaiesdlefitieiaduainfnenmussyurilunisinnisminenssssuvauas
Tausssuvoinuieos 19898 u Tnsunundnveanuidnd donisviligugudu “<Ld1v0e”
nszvumsanuaglisunauseloviegnadusssy unuiivzanegnelédvinavegsianiousnvide
wihenudissheden lngesduseneudifyues CBT Usznaudenisadulassairenisdnnisdise
Toarfumumu 1wy Aagnssunsvionfinssdumithu medndalamingury visannsaviondios Tauds
msfiszuunsavdeusaznsIanisaudandiilussla (Mitchell & Muckosy, 2008) wananil CBT &
whunsaunesdanuiuaginvzyesuvdlusiusieg Wy nsuing msdeanstudnvieniion nns
oUNUMINYINT waznsuImsnsiiu Welsiuvuanmsasiunsldesdaszuaziinudduly

53838717 (Giampiccoli & Saayman, 2018) N15U3M159AN1S CBT NIAAaseg uunannsvenuiy

50



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

s35uMedany (social equity) Aulusslalunisdmnassuausslon uazanuesnlusndnualviosdu
STiww'aaammmm?iauégwLLaxLzﬁua%wqé’wmwiaiwuaqsqmusluswuLﬂwgﬁamiviml,ﬁm

FroguanuduiaveanisuImsdanismevieaiiealagyuwu (Community-Based Tourism
Management: CBT) lusinsuszina 1y nsdlvesyu San Juan la Laguna lufatasnan fiaunsn
Wanedersdamisyurureadsalagliiausssuneniug wasauaumevisadiealasnguans
vioshu viensdives Dzita Tunun fidudumslassnisieaiendsoyindifieiuydunadoumelng
shufleffu NGO uaztinvieaiiisaotanasing vasiilulszmelng nmsdauaiunmsvionfiolnoyuaulisy
nandnduaInaafzesseidiositulasanis OTOP uinid msvieuderdfyuwu vien1sensesy
vijthuvieadien 5 A Tnefidegreyuvuiiuszaumnudisa liun gusuthuvussd fwinanauns
Fadimsianndunmsaiismugiunseyindilvuns wasgusutiudu Smindedl A
nsvisafisndeimusssuduuiuvuysanms egnslsanu usl CBT szddnenmgdlunisaiianis
viouflodniusssunazdsdu uafdeandyiuteditanarsusznis Wy nsviaenuiunisnaia
anulsidaiamonlsvioniady madununsnussesuneyunisuen wasdymilasadisiuguiid
liBestensiivla (Ruiz-Ballesteros, 2011) fatiu M CBT Fupsendonisuszanuanusaudle
STy 35 LNTU LazAeATINg eadeszuunsuimsiansfidsiuanniely wiouridesd
nMsAnAL Ussidusa waziuusauuamensiifiunuegdelieuiieliamnsasnumaUsslovives
guyulilalusseze

FroguanuduiaveanisuImsdanismavieaiisalasyuwu (Community-Based Tourism
Management: CBT) luuszimelng yan Funmeu (2568) efureiensdinisvisadisryuwuivszay
audnsalulssmalnede quvunsAouie sunouazas Ymiavays uilsdurusuduuuuns

Aaaada °

vieafialneguy o, Juguwuiiiindianisiinwasiundnlasamznisiaiuugniofa nssy

1Y 1Y a

msvisndisafidnliuatnvieaisrsieadeatuidtinusydiiu e Judnserumidfivnasuuznin
Boudmadiugaaliiunantasianuening du mevinihdusninainduiildsunsiusesnsgy
msvhLamodhumsmestuilanruannzAifldnaumsnilusmsumsgaye s iudusad
WU unanzaaEnd Amsuusenldnn fsusitihufesian@uatiundsioss) Sauansvosld
TursaFeulunanduguinsBouinmdansssuviesduliiuadivionden mudisavosmmeudunaun
MNMSIAUMTINY UasyRaLiure sy TUUUUSadnuaivaImules anenssunsuTmsdnnisi
wausantiidaeuiinsdauisneldegadusssuszminandnuas fusielddmuviazgninass
TARUNSRAILIYUIULAENBINUNITANTUITUVBIYUYY it inanuduiaresnmsdanisveaiiodlag
yuyudndamils Ao Swaulivienfivmasneldfifisduresyurunsnfousofistunsen 3 T Taofids

U9% 3 AU Ao LAsugnaguvuifdulaegugudanuianeladiusieldviannsuwasnisdon n1s

51



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

2 2
a‘ o

ADNANU N9

Y

PnriaienTinnuianslasawnaviasiien AAINTsUATYBRfen amswasiAIasny dsendeluns nns

va v

LPBIVEE] Huy Tausssudseinagl NMssnwanInwindaulazalstsazauti sy
AouTU annwIndeuuaziviFve Yy

WIAANITUIMIIIANIINSTIBALTIELaeyu Y (Community-Based Tourism Management:
CBT) Wanleanuduusnamun lagiangnisusediu 5 anluguoudesway Faanfunisidiusiuves
YWYURALMNIBNUNALNBUTINTIANINITNGINT Unidaviaaiie wavTulladusssuyseeedetiy

4.3 NSDULUIAANISIRY

d0run1salnien1sviasie T luguua NI UL

I8 9518

o

1. unawisaglaawuvsedsrsgaladify

o

\ 4

2. mhsnunAnatuayun siaun svisaieluguyy

1% o vy P
doyainluvaslidoya 3. fusssurafiaeinTuiugusuluedie

1. wwe

2.9¢

a 3 v a s
3 SyEUNISENE N15USELIUANINTNATUNITUINISAANS

4. §ILAUY mswaqmmimgwu

1. AMUNISIANISNSNYINTNNSYIDRAYINIETIUYR

\ 4

2. UMISIANITNSNEINTNITNB LN INIITRIUSTTY
3. IUYARINIHAZBIANTYUBUNDNTVDUTE?
4. PUNLATNHLATNITND

5. ANUAISIUILAMUATAIN

AN 1 NTRUBLNIAANITIRY

5. AN IAIUNITIY

5.1 Usgynsuazngudiagig

Uszmnstildlumsaneadaifldud Uszrwuiiondvegluwaiieslunandeuay wauadva
Veudeauau Usenaudig 2 nydnu fe trudeanteny 2 (Unediw) wastudesdd vy 3 (Unedaw)

v o o

71U 5,054 AU (WNAUIEAIUAIELTELEY, 2565) 1ua15ﬁ7wummjuﬁaadwé%aammmuﬂszmﬂﬂﬂ

52



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

unuAlugnINIINguiaa81998a Taro Yamane ldngudaegdlunisAnwitenun 400 au Tngld
Bnsduuunmegauulnsey

5.2 1seslaflilunside

Fisulermuniesesdielunsidofie wuudsailiudnenwsnunsuimsianisnisvieadioaly
yuvuilodusnandoauau Smindesss Tnouvadu 3 Ussiiiundn 1dun (1) deyaviluves)lvideya
FadunuvaeuauuuuasRaeusIenns (2) anunsainensvieaiisdlusususuaaifouay S
B0 wae (3) MIsusziiudnenmiunsuimsdnnismsvieaileluguey fafunuvasuniauuy
wms1ddsEnaA (Rating Scale) f3favinsmaasugunmweaasasiiedinaty Tasvaaeunin
Wisansadaiion (Content Validity) :ngifrmigdumsiansviondoilneguru $1ua 3 au B
Aaidenlagfiansanainqaandadumizas Iud (1) fuszaunisalivnisudeujoausuns
vioufsrguvulivesndt 5 ¥ (2) fvanuAfiniisensounanuiiiertesiunsuimsdanisnis
vieudioaluguausgietios 3 15es uaz (3) Wuyeansanantumsinyvdenhsnuiitisidesty
msviesdierlunmamievesUssmalne ieliiulalupudernguazanuisadesiuuiunvesns
3y wonanil idesmageummiedu (Reliability) funduihnunefifdnvazadiofunduitoged
awvhnsfng $1uau 30 au Tagldigns Cronbach's Alpha Tdmarudesuriueiesiiowity 0.94
Feoglunamisensuls

ad < ¥
5.3 IBNITNUIIVTIUVBYA

X

Feldsndunsifusiunudeyalasnisfinwdeyanfend (Secondary Data Collection)

U U

@ v A

NNMFATIEIienas deya 191U uazaRATiAeITes WU unuaMsYisisvesimindsssne
uazdunaLdeuay Tayaannsumsviondion msvieaiisawsisUsemelng (mvm.) wids Inendnus
wazunAIATMRAnfuMsUIMsdanmsnseadisyuvy ieliiulalunmnindefiouazainy
aenndestuinguszasinisfinu ideldnsnaeumnugnisestoyanfegiiiunszuiunisdsd (1)
nsAndenuvasteyaainuiisauiiundedonazidunisnis wu uledsinsuasgiudeya
thaijo.org (2) MsasiaaeuiufimeunsuaznssUiandeyasngn (laitiinin 5 U) ilelvaenndesiu
uSunilagdu (3) msiFouiiiouduunaadeya (Triangulation) 91nnangtenansifieduduni
aennn el uar (4) MsuseiduamuaInyoyaniuinuel CRAAP (Currency, Relevance, Authority,
Accuracy, Purpose) sauﬁammﬁwﬁagamﬂaumL%aﬁmm (Quantitative Data) lagldnuuusyiiu
FnonmiiotaruAniiuresnguiegsiiieades

5.4 sdanidlunsiezideya

meidendiiinneitoyansadfdelusunsuduiagy spss Tasldthdoyann uwudssdu

#nanmsiunisuImsdanisnisvieadiedluguruiedunandeaway Jwmindeese Mtusivsw

53



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

Isanasuutasdusiamias (Code) udrdufinsiaadlulusunsa iledudunsinseideyanisadi
padeU 2 dumeu el

5.4.1 feyamiluvealiteya ddnuvaziduiuunsnasusons 1438nsmeranud
(Frequency) LLéj’Jaiﬂaaﬂmﬂuﬂ'ﬁaaax (Percentage)

5.4.2 aanunsainsmsvieafindluguruiiodunandeuau Smiadeans uazns
Uszidudnonmdunmsuimsiansmsviesiiolugsmudedunaidsay Smiadeans dnuuy
yesuvvasunuduuuuImTdmUszua 1938mameaeds wazAdmidoauunnasg i wagi
MsularuvsNEYesALAABAMFULUUYeN Likert Scale (an73n ywun wazaale, 2568) Ao

Auedy 4.21-500  wanefe  szduniian

Aady 3.41-420  waneds  szuan

Auedn 261-340  wanefe  sefulunans

Auedy 1.81-260  wvinefle  szduien

Auedy 1.00-1.80  wwnefe  szdudieniian

5.4.3 \ieiTouifisuaniunisaineanisvieadisnas Aneamdunisuinsinnisnis
vioudivalugmudieslumandouay Smindone SuunmudnuugnsUssnnsmans lvadifids

B UsENausdy A1 T-test A1 F-test M30ANMULUTUTIUNNAAET (One-way ANOVA)

a o
6. NAN15238
Wunisedurenanisanduau wu wan1svageulunsdlnig 9 nanismwadugnd wanis

Wsuiieu 1Wusu

a oy

6.1 uan1sAnszideyaineiudayaniluveslidaya

v

Fayailuiisidudlideya wuin nqudiegrsdiulng duinavie Andusesas 76.50

U U

sosasundunandgas Sovaz 23.50 aglutaenguinndt 50 U anduiosas 67.60 sosaswndieny 41-

50 T ¥owaz 17.70 gavinefoeny 31-40 U $esar 14.70 ongiodsfe 52.85 U dufan1s@nwisgdu
Tseudnwr/Ua. Anlusesas 45.30 sesasunAesyaulsann3 Sosay 35.40 wazUSyginiesay
20.30 fsesunuesugshuguyy Sevaz 54.20 setasnAonmznssunsvemy Uiy Anduiesay
18.50 AAENTTNMIRAUINTYRTeIvesuvY Fovay 11.80 fUsznaunis Wivesianisiiisados

Fowaz 10.50 Wmtn1AsgneIves Sosay 5.00

54



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

g |

6.2 @a1uN1IAININITVIB R lugUILIBlUT T BEY JanTaTesne

A13197 1 AtadswazA1dud s wuunInTgINvesanIunIsainan e siedluguvulieslusin

WWEWEY JIMIALT9518

aa1unsainenIsvisaiiealuguyu

dloslusandeusu Jwindesse X | 3D uanom

1. undsvisaiileniilansiuviedsisgaladiey 430 | 084 | niign
2. mhgnunafiatuayumsiaunsvieadedluguvy 4.10 | 0.87 1N

3. fussanmiiasintuiugmuluodn 261 | 083 | Uwnan
AT 3.67 | 0.84 N

INENTIN 1 AlafeuarA@ulEwuLINTINTasEnIUNNSaINITia gt luguvuiles

lusaueauay Jmindessie wuin aaiunsalneansvisaiiedluguvuietusiandeay Jamin

Jeese lunsweglusgdvinn fanade 3.67 WeRinsanluneteaunsaiesdiduainuiniim

weeld fall 1) undaviosiiednlanrunsedsfgaladidny SAnade 4.30 2) henunAfatuayuns

Wannisvieanidluyuu denade 4.10 uay 3) Aessauvaneefaduiuyuyulueds dAuade 2.61

AUAIAU

6.3 NMsUsziudnenImAIUNsUTITIANITNYIBae Tuyu

M19199 2 ARdLazAEIUTELULINIASEINTBIANENTNAUNSUTITIAN SN SRl

Fnenwdunsuunssanismsvisaitenluyusu X | SD. | wlamnu

1. shumsdamsvinginsnsvieadiomss s 330 | 092 | dunans

2. frunsdansminensnsviea e ausssy 430 | 094 | niign
3. fuynaInsuazeIAn IO sYiDaLTien 4.19 | 0.83 1N

a. fruviaiisauagnisdns 4.24 | 085 | aniign
5. fudssIugeLAzaIN 4.23 | 091 )
AN 4.05 | 0.89 N

AT 2 AlRFERAAEIL T8 RUUNINTEIUYRINTUTEIUANEANATUNITUSINSIANT

nsvisaigluguvy wud1 Aneainaunisuiiisianisnisvesiiedluguviluninsimegluseauann

55



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

Y v

N N A a ’ = 19 = o w v 4 v o
uARay 4.05 Lll'E_J‘W'ﬂ]'lim'“ﬂu5']8°l]@a'lll’]§ﬂlﬁﬂqaqﬂUﬂqﬂNqﬂiﬂﬁ’]u@ﬂiﬂ AU 1) AIUNITANNIT

n¥nensmsvieaflsametausssy fldnade 4.30 2) srushiafinauaznsidngs fenade 4.24 3) du
Aesneruazan Saeds 4.23 4) ﬁmqﬂmﬂiLLazaﬂﬁﬂssqmmLﬁamiviaaLﬁm fidnady 4.19 uay
5) funISTANISSNEININSeTiBessSLTATALREY 3.30 AU

6.4 n1swSeuifisuaniunisalnienisvieadi sanazAnenind1un1susnissanisns

viewgnluguvuladusandesuay Jmiadisess IuunauansuenIUEYINSAEns

M99 3 LaRINSUSEULBUANIUNITAINIINTYIDaTET TLUnaNATEEATY

4 ) o Fayaniluvasinviaaiie?
# anrun1salnienisviaaiien —
LW 218 | MsAnYT | Aunia
1| suunasieaiieilaawuvsedssgaladify 0.01* | 0.08 0.06 0.07
2| MundignuaAmunsvisaigluguyy 012 | 0.2 0.11 0.02*
3 | sudesssuvanaeintuiuguyulueds 0.07 0.06 0.08 0.06
AN 0.02* 0.06 0.09 0.04*

*pg1aditedrAymanansyau 0.05

N9 3 uanansiUIsuLisuaa N saIINSYiouited Suunmuarudidny wu
Awsavesaniumsainsmsvieadieluyuvudeslunandouau Smindose unnssiuludiu
ALA UYL wagiilefiansansedu wul Ussvvuiifiengsineiu Aansandeaanunisainienis
vieudivaluguruilledunandouay Smindois duuawisainiilanruniedsigaladfny
uans1eiy uazUssrnTuitongua sty fnnsunfaniunsainnisieaielummuides

[ v A o w

Tusaudeaiay Jmialieay Aumbsnunanunsiesigdluyu sy uanseiy sgedidudAty

)

N9EDRNTEAU 0.05

56




D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

'
=]

A15°99 4 LARINIUTBUTIBUANEAINAIUNITUINITINNITNITYIDNAY SUnaINAITEAgY

p . ) . o Yoyaluvasinvieaiien
7 ANBAINATUNITUIUITIANIINTTYIDNEY — —
LA 218 | MIANWT | Aunla
1 | funsdansvinensnisvieaiiennisssuand 0.33 0.07 0.06 0.12
2 | funnsdanisndnennsnisvieadisameiausssy 0.11 0.10 0.06 0.08
3 é’mqﬂmmuazaqﬁmsqmmLﬁamwiaal,ﬁm 024 | 022 0.17 0.13
4 | Fruvaiinaaznsidngs 0.12 | 0.06 0.08 0.00*
5 ﬁwuﬁﬂé’mwmmasmﬂ 0.07 0.14 0.00* 0.10
AINTU 0.08 0.11 0.05* 0.10

*peaditdAysanAszeau 0.05

INANSNTN 4 WEAAINSLUTEUTREUANEAINAIUNITUSHITIANITANTVIDWAET FIUNALAN

WedAny Wud1 AIMTINTeIdnenInauNIsUIMIsIAnIsn s elugusuladlusiandesiay

v A I

FIMTALTB9518 TANULANAAUIUAIUNITANET WaLLIBNIITUITIEAIU WUT UTEB1TUNTNSANEN

' v a =

Aafiu fansandadneninaiunisusmsdnnisnisvesiedlugusudedunandesan Jarindesey

ANUFIDIUILAUFLAINLANANNIY WAL UTEVNTUNTANUIA1IY NINTUIDIANEAINAIUNITUS NS

" v
Y v

Jan1snisvisaiiedluguruiiedusandesuay Smindessie auvinannwasnisidife waneiaiu

o o N

pgsltedAYNIadANTEAU 0.05

7. 8AUSI9HAN5IY

anunsainansviesiienluguvuledunadsway Jwmindesns lnesiwegluseauuin

a

(ALade 3.67 9nAzLuWLia 5.00) Feazviouliiiudsdnoninuesiudilugiusuna o ud ol

'
=

Tausssundanunsesluvanelia lnglanizegrsdsinuunamionieinlaniduvsedsdisgaladdey @

(e v

lasuArazwuuRdogegadl 4.30 aonnd e uLUIAAYDY Richards (2021) AT 1WILI1 "Cultural

attractiveness” \unilslutlafenaniiduindounsvosiisdludleaUszifmans uasidugauieddy

o

YBINITNBNNYNTATAUSTIUN AN L palus T ganauilonanwallaneAn Tl ua1ulsEIRmans

o |

Tusaaniu warAauTausssuduw Wi Jaagrats Tanses1nn1e Laghiil sinman1uwief
RN 5&5@‘14@1'1,@14?aﬁa@Jmiaﬁﬁqmmmwiﬁamam%uaﬁ@uuﬁﬁmﬁuﬁﬂﬁa (hsun1sveuiion,
2566)iummxﬁﬂszLﬁuﬁ’aﬁﬁmﬁﬁLﬂaLﬁﬂﬁuﬁ’usqmuiuaﬁm nduldSuaziumadeani 2.61 T
wansliiuiUssrrunaianuinatesvselifivssaunsainsetudesssurifidmwansenusenis
vieufieregnaiiveddnluefin agnslsiny nsazeeUssiutonadumiudsadessuy Wesnns

57



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

Wasuuasanmgiionauay fusssumnidinautadvneueniionsdmansenusensviouiiedldlu
ou1An (Lee et al,, 2022) Wiosufleduarundssil mmwununmsdanisuarnanioununseudmiy
msiuilefufusssunafionadssansenuiensvieaiiodlusuian Tnsnsnauwudanisanuidesly
svpvem WU Mavssduaudssfouduaziwion mawannszuuieusvami 139 naonuLh
waziauAufuinwl 2569 vesdmindesns smdansiuyiuiinditeRtRdeinwilasas
flugrunmsvieaiisauazusanmetamusssuliddu msvssdumiuidsuasmaniounnundeuly
seAurruTansgnin s A iuuuian e s lusseren deamdunsuims
Famsmsvioadiedluguvuiieslunandouay fmindons Insnmsmeglusziuinn (Auades 4.05
MnAziuLAY 5.00) wanslifiuigudanumieslunanefiflunissesunsvieniiondeamsssy
0g19898u FemonadosriuuuIfnes UNWTO (2023) fiduinmsimuuvasieaiiodsysuguaunss
09AUsENeUATUR I IUNIBAIN NENens uaznalnaiauszeu iteadanudadulussezen
Tagtamgiumsdnnisnineinsnsieaiisamsimusssy deldsunzuuuaioggn (4.30) axviouds
udwesiiuifiluiuaniu Sanersm uasuvasFoudnese mansuinune 1wy sndunadies
Saraftgvans uazfifisfasiBoauau Aldsunseusndesadaiiios maguanineinstansssumanilsl
Wisaudfunsdnuinsanuemd widiad “quamisnisnatn” Wkinsieufiendsiamusisy (nsu
AaUnng, 2566) arfuiauAediu Miafinawaznsidnde (Aede 4.24) uas Asd1ulsAuaYaIN
(Awade 4.23) Teegluszduinnituiu miuipeuilaseifiuguwesdunanunaufiomnzay
sonsviesiien 1y ouuiidensoludasunadoan nadrfemneairiuuiiile uazdsse
AwAEAANTUg I L Tin $1uemns wazthouanstoya fmsiauogisieos Wailaonadosiy
wamsvesmsdanismavieaiindfidedudatiumnuazan vaensds wazdulinsiedswanden Tunis
nduifu sunsdanisminensnisvieuiiemnasssunnd esuaadetesiian (3.30) Saufazdsogly
sgiutunandeulumann udaseuliiiuiudsssumnilufiuiienaddldlfsunisdaniseiadu
sruu videdslgmimulidugadudunsiende wu mseydnuiuiituh msguadawndow uay
nsuimadanisvends waderadunamandnuusveadledunandesuauiifyaduduians
WNAIMINENTEIIINF Uilugafinsvesisnuudiduasinvdundoumdaduuulingn ans
W adanuaruisaludiud ez ulenaddglunisiasuadradneninlnesiuve i ui
(Pongsakornrungsilp et al., 2022)
nansiiegiIeuifisuaniunsaimeanisvissiisaluguvudedlusandeaay famin

I v [

Wease wudn Ussansundengssiuinisiuiwaglinnudifysounasiosiieinlanuvsedsign

TadAguanasiuegeiidediAynisadaniszau 0.05 Fee19aziouismnuianaessulszaunisal

o

'
1 a

Aanuaule wazussgelalunisifumaieufisaseninangueny diegrudu nquisnyuanieali

58



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

awddyivanuiviflesiuszneusufanssuviegamenwaisny vaisfinguaieigeiaueinmue
yosunaioniienludseiimansuazdnduaia wu Salusamselusaaniu (Prentice, 2004)
uanani naddesmuin Ussrsuiifionguassunmnadsausnaty Suuuesteunumussiaenu
mshumsvieaiinlugusuusniaiuogsidodifgyneadi SseraiAnananuuanmeiunsidiis

JoUa AMUAUALAUNUILIN U DI kazTeaun1silaI us I lufanNssUNAUINISVIoNNeT A20819.0u

Y 9

I ¥ o

nauE Ui g enansenrtnfsunuinvesesAnsnasinndnguusensunall Weswnd
drusnlunsnunursoUseaunulanenss (Choi & Sirakaya, 2006)
nsiSeuisudnanindiunisusmsianisnisviesiietluguvudedusiandesuau amia

= (Y7

WBoas1e wuin Ussruisssunsiinwisnaiy fmssuifedneniniudssnenuasainluguay
\ion1svieiisaunnsnsduegaldeddynisadiffisediu 0.05 Feamnsnedusldin nuussuvuiil
seAumsAnwgainfienuaaniiennsgiuresdensanuasnIniigndt 1wy mnuasnIn A
Uaende Anuviuasiy uaznsiidldvesaniud Ssaenndosiunanisdnwilag Chen uag Tsai (2007)
fhsssunsinuesineadismieusssuiinadentsiuiaunmuesdssiusarazainluumes
viouiied TnenquiiinisAnugainfuuliulinuddyiuseasdenddngesvesuinisuinnd
Tumsnssfudan nauiifinns@nuidosenauszidiudesruisanuazainluguvosanuiisamenio

MU ANAUUS UMM 09D U Fauanafan1ssusnmesiuag 1 dussuunudneuen1suseanseans

Y

o

YaNAINT INNANNTIVBVBY DAY WIEUNSNY (2566) F9nUin UL BUNTAILAUIAS 8 UNUINNI

deaua1eiu dn1sUssiliudneninauvinai aswaznisidnd wansed ueg 9l dudAgynieai s

Tngiamegnguitiunumluseaugin W fiyuey nssunsnquiauinisviediien vseaundnesdns

q q
¥

UnAsesduviodu Fuindyunessiolasaasiadenun wu idumadenlss n1sauuay kaziansly
Aunlunmsinainadnguussnunily anudiladssuumaiilgeiingudihaunsaUssiy

Ananminulassadanugunisviesiedldogauiugagn 19w

8. Jalauauuz
8.1 aLauauULaIINNITITY
8.1.1 MIDBNUUULATALASS WA AR AINNINIYiondien Wy fenhansisue
AuduInsinvieaiior madu nieteuenns lasddsdeanuanniswesssrgunusz iy
nsfinw Welinsliuinmsfiauninuazseuauasldnsnguidmnemnniy
8.1.2 \lesnnguiifumimieunuimmsdsauispmesiinseunquiisatyiiauaznis
il Tamslingumaniiduununandlumsmausudsiiud sufunmssuilinnudaiiuresusss

Tl el iAnAHALARTENI NN TINLALAIINA BN TURIN TR

59



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

8.1.3 Msfmunsvissiisamatiunmsidrusmvemnnindiu Inslamzussmsilu
flufl \loanamundeud msaudaiiuszrienguussrngang 4 uaziaiuanesnnudsduluns
UImsdansnmisvieaiinrluszerem

8.1.4 Masguagmhsnuadmsiavhreminsdemsiidnfsie ieaduanudile
Aertunmsuimsdamsnmavieaiisalituussvswialy Taslanznguildnis@nudesviolaldd
psuslugu

8.2 Yauanuzlunmsiduadaialy

8.2.1 maAnwuinuisuiisuszninegddulddiude iosnamuideadudy i
nsfnwviruRRwazNanssnuNyuLeswessEnvulugnduan fedu madeluewanensing
fafvtoyadaivuiiioutu "nquiinvieadtor (amlneusgiend) ielinszvinnuaenndomie
ANLANANITEMINANLABINTYRIYTULAL N AN TN TiDALTIEN Foaetglinmaaunuiauitud
vioafieafinnuauysal aseuaguiiansgUlnauazmsualnansensmsvieadie

8.2.2 nsAnwidalIeudioudsiudl msinisinwiieudsudnenmdunsuinig
Fanmsvisaieriurnrufiosunaluviunilndidsadu wu Weslumaduua vialesinlunm
iieliAnnsuandsuieuiunujuang uasdulsslevddensdavideiauoidalouieiions
waumsvieaiendesfamanslusssuniiae

8.23 masjatiuiafedunumsiaussauarndrdnviesiu asifiuns@nuidednlu
Yadudusndnuaineimusssy wazdndrdnluniseysnduesnadsseivu Tnglanizdssiiuning
magileluviesiu uaznsiidusinlunsinnsasnndey iesnnilumulsdfiidsalagnsise
AudBuvesyuuYiaiien

1Y

8.24 nsUszgndldnsauumiAnunsgiuaina n153delussezdalualsysunisnsey

'
o A

wwiRaszAuaIna 817 nsdansvieadisalaeyusu wieithwnensiaunddu snduwnundnlunis
Azt eenszaunan e liansadonlastunsimuislussAuviosdulassyau Ao 1adu

JUsIIU

60



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

LONE1591999

nsuNsYiaTien. (2566). uanimInITViaaiig s indiease w.a. 2566-2570. nsEnsInsviaiien
waznw.

nsuaUNs. (2566). uruayshvuazilunidodlusianeauay. nsensieiausssy.

I35 ques. (2562). Msvieailndsimussailuussmalne. 15arsiiion simuInITviouieIgaIIN
dad, 1(2), 17,

91 Fyneneu. (2568). MmLILUIMINsALaSInsvisnitnlneyuvustnedsBu. Yenentluusiiay,
1(1), 74-86.

WAUIAFNUAIBUTLEY. (2565). %’a;ﬂaﬂbﬂﬂ. https://www.wiangchiangsaen.go.th/data.php?id=2

JUNTV YUY, gAvvn Yaumzunmg, uaessidl yaelana. (2565). NsHAIFULUUNITUSNTINNIS
mMavieaivndseyindvesymilugaidia. 2759754aUN59AM3, 6(2), 949-968.

dntnnunsenfisawasiun o indessne. (2565). ieslusianfesuan. https://www.cots.goth/
travelview/detail.php?id=128

gaii¥n yvunn, simtlen Ay, dunn flygy, Sseyws walszam, dgwed 510y, Usznidn yay$end,
wazland niwdumyAn. (2568). Anusninsduilugueiulsdunansiidenlonistens
semingsiafugsiauazsdoansmsnaingaudsdulunsihmsnainvesiidunsosuasuy

SUA 3M. 373875055 5N90RaIMNTIY, 7(1), 117-138.

s
' a 2 aa a

anssal Weway, 35l 1Wedvgu, wasuaudnd Asniiy. (2566). MInawanssausvasridmuladu
delunsvisuiigregedediu: msideuuunauisnsalfnwisiuainignuin sunaUinneey
Janinfinga. 2195753989n7590N15 U1 INEIFEFIVAINATUNS, 40(2), 1-30.

o s

Iy SnNgy, NUNNIUA WYY, Uaskiineie FeU3e. (2566). NMsIALINMIANTUTEEINNTIANTT

nsviendisalaeyuvugmnudiu. 115a1sdaumansuas Suusssu saSeunszusdaayia
asei5e9, 7(3), 64-81.

8l Wigunng. (2566). wwmnniseusnduasiaugiviadilledunandesay 2.1889518. 157
mans, 6(1), 166-179.

Chen, C. F., & Tsai, D. (2007). How destination image and evaluative factors affect behavioral
intentions? Tourism Management, 28(4), 1115-1122.

Choi, H. C., & Sirakaya, E. (2006). Sustainability indicators for managing community tourism.
Tourism Management, 27(6), 1274-1289.

Giampiccoli, A., & Saayman, M. (2018). Community-based tourism development model and

community participation. African Journal of Hospitality, Tourism and Leisure, 7(4), 1-27.

61



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

Gunn, C. A, & Var, T. (2002). Tourism planning: Basics, concepts, cases. Psychology Press.

Lee, H., Calvin, K., Dasgupta, D., Krinner, G., Mukherji, A., Thorne, P., ... Park, Y. (2023). IPCC, 2023:
Climate change 2023: Synthesis report, summary for policymakers. Contribution of
Working Groups I, Il and Il to the Sixth Assessment Report of the Intergovernmental Panel
on Climate Change [Core writing team, H. Lee and J. Romero (Eds.)]. IPCC.

Mowforth, M., & Munt, I. (2015). Tourism and sustainability: Development, globalisation and
new tourism in the Third World. Routledge.

Muckosy, P., & Mitchell, J. (2008). A misguided quest: Community-based tourism in Latin
America. ODI.

Pongsakornrungsilp, P., Pongsakornrungsilp, S., Jansom, A., & Chinchanachokchai, S. (2022).
Rethinking sustainable tourism management: Learning from the COVID-19 pandemic to
co-create future of Krabi tourism, Thailand. Sustainability, 14(18), Article 11375.

Prentice, R. (2004). Tourist motivation and typologies. In Tourism: The business of hospitality
and travel (3rd ed.). Pearson Education.

Richards, G. (2023). Place, culture, and quality of life. In Handbook of tourism and quality-of-life
research Il: Enhancing the lives of tourists, residents of host communities and service
providers (pp. 37-48). Springer International Publishing.

Ruiz-Ballesteros, E. (2011). Social-ecological resilience and community-based tourism: An
approach from Agua Blanca, Ecuador. Tourism Management, 32(3), 655-666.

Syawal, A. S., & Gandri, L. (2025). Sustainable nature-based tourism development: A feasibility
assessment of a coastal tourism area. Ecotourism and Environment Conservation, 2(2),
51-67.

Timothy, D. J. (2002). Tourism and political boundaries. Routledge.

UNWTO. (2018). Historic Sanctuary of Machu Picchu. https://whc.unesco.org/en/list/274/

UNWTO. (2023). Tourism for inclusive growth: Integrating communities into tourism
development. United Nations World Tourism Organization.

Wong, C. U., & McKercher, B. (2011). Tourist information center staff as knowledge brokers: The
case of Macau. Annals of Tourism Research, 38(2), 481-498.

62



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

Yaa o

7 L4 Q‘ 4 o v ‘V
ﬂqiwwu']Naﬁﬂdimﬁﬂ']\‘iﬂ’ﬁf%ﬂué]”]uﬂ’]ﬁ]ﬂ‘VI’]\‘i‘U‘lJi%%ﬂﬂJN']‘IJﬂ'ﬁL%EJUﬁWiWIa

v

}74 = L=t =Y a a 4
maiﬂmnsuaL‘UsmmaaunﬂnuﬁﬂmzuswﬂsqsﬂaLtaxﬂaﬂmam

UNINYAYNALULAESIVUIARATUUINN

gnsny Funsum’ uay endnld Buiving

(Fuiisuunau: 12/08/2568; Suwdluunang: 01/05/2569; SuneusuunAu: 01/05/2569)
UNANED

o

153981

o

nnUsTasifieAnwinadugnimensidousunisdavinsuUssanasiunsidous
AIvamslusunsuasndinvesdinfnwiaazusmsgsiakavfaumansumingraomalulagsvaema
duan wag AnwianufianelavesnsiSeuiadviamelusunsuasadn iesdelunsideliun
WUUNARBULAZUUUADUNN NEUA1081931UIU 60 AU QNAALEENITN1TEUIUULRIZAS (Purposive
Sampling) wazadAfildlunsiiasieyi Teya liun fevas Aads drudoauuninsgu waznns
Anszilen

HANTSANYINUIT 1) HAFUNTNNITTEUAIUNITINTIIUUTZUNEIUN ST B U ARYIAME

Wsunsy awsedevestinfnuansuimsgsiakasfalmansuminedomalulagsvuenasuuinin

'
aaa a

RASEugeNdn newssuegsliduddgmeadansedu 0.05 way 2) wuuuszdiuanufisnaladafvl
AINUARNASBIBYTENIN 0.68-0.84 uaztinAnwiiianuiianelalunmsiieudfdviamelusunsuasndn
1umwmmmﬂﬁqm (X =4.66, 5.D0.=0.12) LﬁaﬁmiamiwazLﬁamwiaxé’mﬁﬁawa%mﬂﬁqm Fuit 1
FunsruaunstuReueIsEUUNIIATh sulsvana thnuninnufiaelandign fe svuuannsn
Hrelinszuaunsiavhastszinadauazan samsudusadeu (X = 4.79, S.D.= 0.41) fuil 2 fu
naueiienikuszuunsTarhsuUszIa dndnw fiaufswelasiniian Ae szuuaunsn
a5 UNETuUnoUNITAYIeUUsEINNeg 1ardsauaziinledne (X = 4.79, S.D.= 0.63) fufi 3 f1u
Uszansamuesszuunsimieulszana dn@nwifianufismelaunndign Ae szuu anmnsasesiuns
nunfeuiuvesldinunaisauldd (X = 4.79, S.D.= 0.41) aua1diu

an1ideiaaTan dulsslendlunsatuayunsimalulafulflunisiseunisaonly
seAugaudnuwiliaenndestunisiasuutaslugaidvanazdrglidnd@nwiinanudladsUjoa
anunsat mnudFusuUssnailuUszgndlfluaanunisalaield dreannaadug nimensiGouves

o

WnAnwilusuns avihsuussinalisivssaninng@ulagldnmsteusinumaluladddva suunald

63



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

a o o o 4

Wusumnddunisiau uuuunsdanisiseunisaeusuuadiadmsvensddaeulusieivi

RERELN

o

ANEATY: HaFUgVIEN1INSISEU MSSeuiadviaselusunIualsndn

' HYemans19158UsE I INsUd AnsuTIsTIRasAaUmans uninedumalulagsviens
AU 9N
*inususzanuanu Inséni 087-207-5733 Biwa: yuparat2550@rmutl.ac.th

? fnemans1913duseInan Nl eusuiisgInakasAalmans unninenaemelulagsvueea

AU AN
*éﬁwuﬁﬂizmumu In3fni 080-086-3600 Biua: yopharat_dang@hotmail.com

DOI: 10.14456/jiba.2026.4

64



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

Improving Academic Achievement in Budgeting Through Digital
Learning Using Spreadsheet Programs for Students of
the Faculty of Business Administration and Liberal Arts,

Rajamangala University of Technology Lanna Tak

Yuparat Chunkeaw'” and Yopharat Impitak?
(Received: 12/08/2025; Revised: 01/05/2026; Accepted: 01/05/2026)

Abstract

This research aims to study the academic achievement in budgeting through digital
learning using spreadsheet programs for students of the Faculty of Business Administration and
Liberal Arts, Rajamangala University of Technology Lanna Tak, and to examine their satisfaction
with digital learning using spreadsheet programs. The research instruments included tests and
questionnaires. The sample of 60 participants were selected using purposive sampling and the
statistical analyses included percentages, means, standard deviations, and content analysis. The
study found that: 1) post-test scores in budgeting through digital learmning using spreadsheet
software were significantly higher than pre-test scores at the 0.05 statistical significance level for
students in the Faculty of Business Administration and Liberal Arts, Rajamangala University of
Technology Lanna Tak and 2) The satisfaction assessment had a content validity index between
0.68-0.84, and students were most satisfied with the overall digital learning using spreadsheet
software (X =4.66, S.D.=0.12). Considering each aspect in detail of the highest satisfaction, part 1
about the process and steps of the budgeting system found that students were most satisfied
with the system'’s ability to facilitate, speed up and organize the budgeting process (X = 4.79,
S.D.=0.41). Part 2 about The presentation of content through the budgeting system found that
students were most satisfied with the system's ability to explain the budgeting process in detail
and in an easy-to-understand manner (X =4.79, S.D.=0.63). Part 3 about the efficiency of the
budgeting system found that the students were most satisfied with the system's ability to

support multiple users simultaneously (X =4.79, S.D.= 0.41), respectively.
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This research is expected to be beneficial in supporting the adoption of technology in
higher education teaching to align with the changes in the digital age and help students gain a
practical understanding, enabling them to apply budgeting knowledge in real-world situations.
It will help improve students' academic achievement in budgeting through digital learning and

serve as a guideline for developing digital teaching models for instructors in related courses.

Keywords: Academic achievement, digital learning using spreadsheet programs
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Factors affecting decision marking on pursuing students a bachelor’s
degree of freshmen in King Mongkut’s University of Technology

North Bangkok, Prachinburi Campus

Sasikan Srikhumkao!” and Prahuschai Ramart?

(Received: 02/10/2025; Revised: 04/12/2025; Accepted: 17/12/2025)
Abstract

This research is a survey research objective is to study the factors influencing student’s decision to
enroll and compare the differences in these factors among first-year undergraduate students at King
Mongkut's University of Technology North Bangkok, Prachinburi Campus. The factors examined in this study
included: university image, location and facilities, public relations, personnel/staff, and curriculum and
instructional management. The sample size is 270 first-year undergraduate student’s samples, using a
stratified random sampling method that includes simple random sampling. The data collection tool utilized
in this research is a questionnaire that was evaluated by experts. The data analysis employed descriptive
and inferential statistics. The finding indicates that university image was the factor with the highest level of
influence (X=4.21, S.D.=0.67), followed by personnel/staff, cumiculum and instructional management, and
location and facilities. The factor demonstrating the least influence was public relations (X=3.57, S.D.=0.81).

The comparison of the factors influencing student’s decisions to enroll when classified by general
information, the following results show that, when categorized by Gender there was no significant overall
difference though one item differed significantly. Faculty of study there was significant overall difference
though three items differed significantly. Prior Educational Qualification there was significant overall difference
though five items differed significantly. Previous Educational Institution there was significant overall difference
though four items differed significantly, and Domicile/Region of Residence there was no significant overall

difference though two items differed significantly with a statistical significance level of 0.05.

Keywords: factors influencing the decision, enroll, undergraduate, students
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Aagldfulszaunmaniluioifousedugeunuiinuanazuiandd viliuming1dede wanem
Ameuinddanietadusuladviwadonuauvesindnw Ussneuduguuuuanminndeuniely
uinedouuulafidodensadueuauliutindnm (yynsal desiusud, 2565)

uningrdewelulagnszaoundmszuasvie (Wuanugaufnunlumiuyesigiidain

v
= v o

N3gNINNTRANANE Ineeans Ibuazuinnssy (3. waniluanfunisnunduihvesUsemelne
Tumsuaaindin Tnevdngmsld3s manaumaunianguieaug fumsufiRes sisluaniudnwuaslu
anuusyneauns (Cooperative Education) lunisiseunisaeu sauiaiin1side Wan duasusavidu
gudnadumsuimamasmsdivenmans welulad wasinmetugaiiedeunnguiusznaums
nauo1Tn uazdalavialy dauszneude 3 neem wilduldu Ae Ineneausduyd Sadduiiiody
m3veelenianensfnuandnemansuasinalulad d1uuimsgsia dueeainnssuuinig ld
Fwinrdugiuazninialndifies sauiaiiiiunside faumsfineusuuazaenaameluladeng o
WNYLTULAEAIADAAIMNTIN UALAINNANITANYIVEY Joanna, K. & Krezel, Z. A. wui1 BvSwanisdeny
dwmaromsdduladenanitugauinyvesinfnyanmiuddsustasiiintulunanmsing oy
ﬂ’13Lﬁlm‘ﬁluﬂE]Qﬁf’]U’maﬂﬂﬂ/‘uﬂ’]iﬁﬂw’]LE]ﬂ‘UuﬂﬁU@;ﬁ’Uﬂ’]iﬁﬂﬂﬂiﬁﬁuﬁuu%’]ﬂﬂ’]ﬂ%ﬁ danaldiiin
nautsiussvisaaiumsinuifingstu SnvtmaeantuldiuundngFoulusiusgnén (Student-

as-customer) 1114 Fellnasianagnslun1sassmuaznisnainvedan1du (Joanna, K. & Krezel, Z. A,
2017)
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wmslunisamangninisiseunisaeuludagtiulvasnndesiuusvyin1sfnwives
wIngrdgialulagnszasunamszuasivile Meldnsouwuifn “INnsaaY INNTSEUSIE
N15UJUR (Academic Excellence with Handson Experience)” fUAINABINITUDINIAAAINNTTY
33719 wardeanludagu sUnuudssnduiustayay1iasnng 9 sufnsvauIn nanealves
uINe1de i ondndaudind andu vudu Sgudauazanudufussneunsiuuinnssuuas
walulad danuanunsalunisiseuinaesndin (Lifelong Learmning) wiousoanInsaifudsuntas
wazadliTanusssunarasseussalidn@n mndadomardiisesesnisfnudatovesnisinaulawin
AnwsesyaulSyanveindnw inninerdemalulagnszreuindmszuasivile g wnUTIIUYs
Lﬁlaﬂ’]‘ﬁ’a%aﬁ]’mwam‘iﬁﬂiﬁ’]ﬁﬂﬂ%’lﬂuLLu’JVl”NSLumiﬁwuﬂuIEJUWE‘Jmi%J‘U‘l,qlﬂﬂaL%ﬁﬁﬂ@’]ﬁiaizﬁvﬂ‘%wﬁgﬂ

psusEavEnmuasUsednsualunsussaudmunesiely

2. I9QUsLaAAYaINITIVY

=

2.1 efAnwlladpvesnisdndulan@nwideszauusyginsvesinAnwaulin 1 umineide

wialulagnszasunanssuasivie InenunusIuys

a =

2.2 WsilIsuiisumnuuanatsvesdadsvesnisdnduladi@neinessauligy1n3ae <

o

d

UnAnwTuTN 1 aminerdeimalulagnszaeuinamszuasivile Inenunusauys Suwunaudeya
il

3. Uszlgminanninazslasu

[ =

3.1 lansuiadsuazanuuanauestadsvesnsdndulandnvineszaulT gy 1n31as
UnAnwduln 1 umIngrdemalulagnszreminamszuasivile Inennusauys uunaudeya

- 9

vosnAnw laun e Aaeiiridadne ainsfinwneaudi@nyideseiud3yyns aantunisinm
WinneuAnwdaszRuUTy193 waralidunvesindny

3.2 wethaltifuuumdumsitaunyivusmdngasmsissunsaeulsiaennd ssiuay
Aeamstulagiu YSudseguuuuussnduiusdoyayi1iaisde 4 samdamsianmunimanualves

wmvendeifieindnennlunisutsiunazadrsgauddiiuuminedelusuen
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4. NUNIUTIUNTIY

4.1 wurAaNgInuNsHnaula

o v a

MNMINUMNTIINTIILANAEI UM ARl a1ansnagulidn msdadula (Decision
Making) vanefis funounienssuiumavisiiddylumssiiuinluyndistovesnsd Tnensiden
wnmMauaiffaenmanemadendifegiileudtymmieliussaidmnemumiusdomnisveiaies
Famsdndulausiaztisioazdanuunndsesnlunmdninavesiadosing q fail Suian wugiimy

=

(2563) @nwlin nsandula e nszuiunsmansinaulalunisidendsladanienddndula

U

a | aa I

AndAfignanmadeniifoguaieniadon Tasfiarsananmiudesnsvesmueaundnuaziinan
AanszdumuvasiouardunndouseuiivesyanadldnsnadenuAnuaznnAngsy wag ugsnatl
Aslnumes (2560) lina13 n1sdndulavesudasynnavziinaumlouns onuwAnsA1aiwingIn
FnwaurnanienmuazuIunadenilanizd deannsaduunadeifinadenisinaulald iy
2 9ady Ae 1) Yaduanelu v3ededesnuidnineilifeivesiudnuurduyanavesiuslnaes loun

(%

mii"ug (perception), miﬁauif (learning), mmﬁaammamiﬁga (needs and motives), ‘qﬂﬁﬂm‘w
(personality), vifiuad (attitude) wazA1dounazIfdin (value and lifestyle) 2) Jadanisuan Ao
ﬁﬁaamwLLma”auﬂ’muaﬂe?fqﬁ@w%wasiawqﬁﬂiimmsﬁim laun Asauas (family), Nquaeds
(reference group), Tus331 (culture) wazautudany (social class)

4.2 wunAaeafuduniwdnunl

INNITNUNINTIUNTTULUIAALA BITU U wdnwaivesanuAne awsnasulédn
andnvaivesanufinu Ae amiusnguiedsiuanseentiiiiu Tasnssug nisiila srudevinued
vosaraTidroNanuAnuty q Tusuanuindefio nsseusu anuains maiideides aunmues
ynans wazanudenlansns wagnisiiuvinendemaluladnszasndmszuaninie lifmun
ndnualifu “uminerdouiinisaisassdussAvgnasuguinnsay” Wunstidufsnmdnual

'
£ [ =

Tugunmsifuaaudnuiiasistudalidudfinnuiuazinuelunsujifauld wasiivdngash

U U
v £

ATITUANNADINITVDINLTEY MNSAdnual “Soudndiamdu by Fadussdusznevdidyues
AnEnwaldia muuuAaves 4ans Maswyga uazane (2567) leinanis amdnualvesaniudnw
1391 aaudnwndussdnisvuialug nndnwalauisaadruendnwalvesesnnislvlaniaunag
finnauansng deuneliiAndedssiduazilugnissusnmlulavesngudmneiiduinEounas
funasedluduuan shldinduidmneaulauasdnnuidedoluanufindu amdnuaifaduninday
SufiAvetednig mnesdnsvdeanufnwiinmdnvalfinesinase1edwianisdndulavestiniGeu
Tumsidenaniufinun Fanmdnuaifiddny leun enansdiinnmg auanansafimiudeing waed

Uszaunisal findngesfinseiuanuseanisvesditeu iWuanfnwfiaisadislidugiinnuiuas
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AW A SUNISERUSUIUSEA U IR LAY

<3

nwerlunisufuaula 891039y uaseassn wasdausy
WA Janui 91msiieu gunsalvuadouagnangnsiuiaule 1Wudu
4.3 WIRANINUATUENIUNNILETEITIUIBANEZAIN

NNITNUNILITIUNTTURWIAAALINUAUAIUTR Az A WIBANEEAIN d@1nsaazula

o
o =

11 @0TUNAILATEISIUIIALEEAIN AD AULALNZAUTDILUAINAIVOIEnUANEY Jan1nwinasu

(%

wanslukazaeueniia AnuazaanlunslddinUses iy Wy msiAumis mslﬁyasiamsﬁ'aug
AevaueIraAINFRINIITiaInsaadseuiavelawarUsvaunisaliin uwasfidfydmasionisandul
Feondnusesnudne fait suitend Sun (2564) FAnwl¥i anuiisewesdaufnuiinadenissndule
Huohann mnegluviadiazmndeniaiuna fsoasteassiiu vieluituilnddiin anmwwndeoy
Tnsrvesaniufnyivindlnauvaieuisyy aomd n1ne azetnasn aziinulaonss

4.4 wunAafieafiufunisussendunug

MMM T IR U U UsEdniug annsaasuliin nmsussnduiug

o o ' '

fduddgoanudnulunisaieanudiusseninassusunie nquiiiauladonidiundnuse
Tnelddenne o Insanzdedsauseulatl (Social Media) WudeAdafidunumddglunisidenles
foyadstuldnaonaan uonnilunsaisnmdnualfrlvituanufn vilfasisusudiiuniuay
adelulaniniuaniufnw auwnAnues Ussiats szuna (2568) lenandn nsUssanduius

(Public Relation) WWun1sdearsilylayadulunisviedudiegranislawuinsenisdwasunisvie

3

aaa a o 4 o I3

witsiinsadrenmmaiuagiruafiifdendnioe nsdve vieesng ivesmanse lnewdorui
mﬂQU’%Imﬁmwwaﬂﬁﬁﬁiamwﬁﬁam%amﬁﬂiﬁu 9 LLé’aQ’U'%Imﬁ‘ﬁLLmIﬁuﬁ%ﬁmﬁﬂﬁaﬁuﬁwLLag
wBmsmeldnniversessinstu warnsadreandnvaiannislddnuasnisussanduius (publicity
and public relation) i un1sa¥1st LA satuyana nanduel vieuinisiudenszatadomie
dedsiiud viodunsusznduiudituileilifasedearsifoatuesdng nandnst vieuloureuidn
Tnerudodeanaldfondsiu viadedu dafunsliinialudumiwessussrdinius enrasey
lugUvosnisdefuiidedsiiur Wsunsusenisuidanan n1sdofiufidoudnudddayu wasdu
i3 esflomsmsnanadinszdunsiausdudmieuinislaenmsaiiaiifeiuanudidgmianisdi
nsUszrduius ey dazaienuduiudsufiseninsesdnsduyssvvuialy uasiueuns
wanfastlunslidoyaiftunansnsiuazantiliidlansaiu

4.5 wuaRAAgIRUFLYAAINS

MNMINUMUITTANTTILIARAITUS Uy AaNT asnsaazuledn yaans Wudumuves
psANsAannsaadesnwdnualuaziauaidvesesdnisdeasisuvuldlaenss dsamisnaing

AMHUBNDINANS AVINAINNTA LATANUTEITIYYRIYAAINT aT19ANUsEriulanINn1susIg
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@ a

Nvagiauafluduin saudsnisiyadnamiifduwaznisdearsidunisasisnmdnvalatauendf
Iy den Judan gy (2563) Anwilidn yupains fe yrainsluaniudnuiiinfeudiule
AMuazanlun1siarUIneReIiuNssuNTEDULAZIT 09N 9 NNeIT0In1anIufinel 819138

douniinandinsaivanniilndeusgravingan Suszansamlunisaeu filaslunsInelalafisou

e

4.6 LUIRANYINUAMUNANGATUALNITTBUNITHOY

v v

INMITNUMUITIUNTTULWIAAREITUAUNENGATLAENISIS BN TaeY a1unsaasulad
wangaswaznisseunisaou Wuilandnfiddglunisadinuaivesanufinuiliegianiase e
wangasifuwwimuaznseuiiananisdnniiaufiseulifiaun nuazanssaugniaiv@n vl

VANgNILA0IlANAAARBILAZITBNlBATUAIINABINTVDIFIAULA EARIALTIY e linauaues

ABANABINTVRITABINTIUT N AN WD MIULUIAAYBY 1150 HaKE (2567) lananaan ndnans

Y

manefls UssaunsalmansAnuitemeiianufing mewsusardaligEouldFousosaduss v
iielussagejmnefidvunly dnseonuuuuasimumdngnsliainsonovausinnudeanisves
fisunazanudeinisvesdsanliuiniign arwdifyvemdngnsivarsusznng wu davsnasie
mnusiunwesdsnuuazsemand Wundnuseralavesnsianisnw ilunseunisivuauleue
yensine iWuedestuurqeaianns ms waswumansdamsisumsaeu fnisiauazyssiiune
PrevhlifFounsrudmnsuazuuimamaiou feinadwsnisieuivomdngnsasaenndosiu
dndnualvewmdnansanufnvasiinisiaunlulumudsznmarugnssunisunsgiuniseaudng

Usgnaumegegatios 4 a1 laun 1) aruaug (Knowledge) An defideaunnainnisdinwiiaitou

o

P v = fa a o & & oa a &, ~ | ° a wva & |
N13AUAIT MIDUTEAUNITUNNAIINRANEAT mLUumW\nLUuLLazmewamamsuwlﬂﬂgum VPRILERG

o

AN IUNTUSENRUNAN ATedIn egsuiuluden wazWamnegneddu dwmsunisisedinly

gARdTa 2) Auvinue (Skills) Ao AuaNsaliinaINnsitews; Rnduddaliinanuuadinges

78417 wardungy WAL WAINITNMS NS WAILIAY Lasiaundsnud1mSunsmsTinbu

ARYTIA 3) AuA3EsTIU (Ethics) A woRnssunsenisnszvhszivypaaiiavioudaninundulinusssy

A5 UALATIIUTTA WaUsylevddiunuuazdiuny Masemihuasdunaaou uway 4) Audnvu

L0 3B LR

AAA (Character) viaefia yadnam anvaelide uasAnfeufazyiounnanvusiangaans Ian
wazan1Uu lneaiuiunisiseu; waensinussaunisalanmingns danamanzauiuudagsyeu

WINTPIUAMIAITEAUANAN Y (AMENTIUNTNINTTIUNMTOANANE 1589 S1azBnraTNENTITous

MUATTILAMATEAURANRNW WA, 2565, 2565)

)
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5. A5115ALHUN15IY

=]

myideasailldumsidedeing Saimualssrnsuaznqudiieg e waedsnsaiiunside

o

9

5.1 Usznsuasnguines s

v v o ' '
o a = o o =

5.1.1 Uszmnnsiildlunsidensedl Ao WnAnwseduusanstulil 1 idds ny1eg
Unsfinw 2567 uminedemelulagnszasunamssunsivilo InewnUsTuys 91w 826 Au
(NPIUINIINSANY unIngdemaluladnszaeunamssunsivile, 2567)

5.1.2 nguinedsilllunsifendad Tdnsiumamuuiangusogrmunissdnsagy

Y83 Yamane (1973) 158AUAUT 051U 95% AIAUABIALAE DU £5% bATUINNGUAIDE191I9E

v
a o

270 578 fIdeLdenINUNANITEAUUTYY193 FuT9 1 lulnnsfinw 2567 veswwinendomnealulad
nszaeundnszuavie nenununiugg Adnulusdazams Tnonsduiuuutstu (Stratified
Sampling) (s1uv$ Aatlang, 2563) {Adeldsuuntssrnseonidu 4 dumueay anthldisduegnede
(Simple Random Sampling) meluusiaziu Lﬁaﬁ’ﬂLﬁaﬂﬂaq'm?ha&hqmué’ﬂdawaqﬁﬂﬁﬂwﬂuLm'asﬂms
Fam519i 1

v
a o

M19199 1 naudegsind@nwsEAuUSaes TuUN 1 Suunmuamg In1sdnw 2567

o

ARLY Juutinnen (Au) | ngudiegne (Au)
AnAlulagLayN1TIANITINAIMNTIH 564 184
AL RAANNTTUNBATATIIA 53 17
AL UIMNITINILALRAIMNTINUINS 176 58
AEIAINTTUANERS 33 11
(v ivimnsnnedesioTnuas Salusid)

33 826 270

5.2 \asasdianldlun1sive

wsaatlanldlunsiveassiidunuvasuany wiseandu 3 d1u Usenoumiy

dil 1 deyavluvesnounuuasunny Usenaume e aneiinaafine din1sdnwiney

WAnwresEauUTyyns anufnwisinnewdAnwideseaudigees wazgiiduivesindnw

SnwagLUUABUNILTULUUATINEBUTIENNS (Check List) 37uu 5 7o
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=

dudl 2 wuvdeuausziuaNuAniuigiuladfevesmsdnauladn@nureseauusyans

o

vostin@nwdudi 1 sninerdowmaluladnszremndmszunsivile Inenvausduys dnvue
wuvgeuaufuLuuInas@nUsEInae (Rating scale) Sinasilunisimuathninvesmsuszidiu
5 sesumuARaAm (Likert scale) 5 s louA Frunmdnvaiveswminends srudauiidauasas
FIUIANUATAIN FAIUNITUTEVIFNTUS AIUYARINT UAZAIUNANEATLAZN1TIANISITEUNITADY
fiunuavun 25 4o

dwil 3 wwuaeunaiafuauRnulasdeiaueuuydu q Inednvaurveswuuasuninduy

wuulaneila (Open Ended) 9117 1 99

I

ispasrsuvvasuanniielfiduniesiiolunside KUN1IATIEE AL B U aifom
Tnegnsanadl 5 v lnedSmedvilanuaenndessenitalemauiuingUseeasd (Item - Objective
Congruence Index: 10C) l@A1 10C ag5¥1314 0.60 - 1.00 asradoUAIAIU T BTy (Reliability) 204
LLwaaumuﬁaaﬁ’mmﬂﬁjma”wﬁaaﬂw $1uru 30 Au lngIBvAduUsEANSLoaY (Cronbach's
Alpha Coefficient) n135999A50UUIA Iadraudesfuisatuwindu 0.94 uanvitwuuaeuay
finuuidede Hair et al. (2019)

ad < ¥
5.3 IBNTNUIIVTIUVBYA

A3dlddndunisifiusivsudeyanssilussninafeulivaufufounguninu 2568 {33

'
N o o = '

inswanuuuasuaalituinAnwduln 1 iddednwiegUnisfine 2567 wninerdewmalulad
WIzIUNAMTTUATIMTD INeNUAUTITUYT Nqu108199IUIU 270 AL AINNITNTHULUULU T
wiazauy wazthlulinseiteyaneTsn1eaia

5.4 aaanldlunisieszvidaya

a

n1937uas el Tinsgridoyanisaddaelusunsudniagunieadd tngldurdeayasin

I3

a a [ Y} (% 2 v = o o a
LUUEBUDNNTLAUTIUTINN N UR s usvasae (Code) warvufinadluluswnsy emtdunns
WATEteyaneaiiana1fu 2 Tuneu Al

5.4.1 MmsAnnnmdeyaiiluveainounuuasuay wagsyAuauAniuieiulady

a

voansnnduladidnwiseseauUsyginivestndnwaudi 1 uninerdemaluladnszaoninan

o

'
aa o

wszuasnile menanusuys Addnvazdusuunesdulszanue 1938nsmeaeds (Mean)

LLaszﬁmmummgm (Standard Deviation)

a

5.4.2 MsulSeuisuauwananeuaslatevainisenaulainAnwneseauUsuannsues

I Ag]

o
o

nANWITUIN 1 uningrdeimalulagnszasuinainszuasivile Ingnundusduys uunaiy

e

e

ayanaly A war anufnwidunewdAnwdesyiudigans 19nsesedt ttest dwmsu
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AUAENMEIRNY MNSANINeUANwRoTYAUUT YRS waznddnunvesindny TEnsineen

Y

AULUTUTIUNIALAET One-Way ANOVA

6. NAN15998

6.1 wan1saszidayaaniunmnll vesin@nwduli 1 uwninedemalulagnszaey

o v =2

wnamszuasnile IenuausIuys wuin greuwuudeuavdlvgdumends Mdsdnwed Ao
walulaguarn1sdnnisanaIvngsy newdn@nwireseAulSyaesinainsAnussaudseudnuwineu

q

Uane (11.6) wavanufnwiiuduwuuszua uaslgidwwegnany fusen uandlun1snai 2 dail

M19199 2 Foyaanunmimluvenagudietng

doya Jway | Sowaz
we 131 48.52
e -
BN 139 51.48
AuAlLLABLATNITIANITERAIMNTTY 184 68.15
ALYYAANNTIUNYATAIIID 17 6.30
ARETIASIANY AL UIMITINIUALRFIMNTINUINNG 58 21.48
AEIAINTTUANARS
- - . e om 11 4.07
(@ rTImNTIUAT e Inkar SRl uR)
JsgufAnwineulany (u.6) 141 52.22
ANsANINEUE UsgneatleUnsivndn (Uaw) 21 7.78
AnwwieszaudIws | Ussmalednsivdndugs (e 106 39.26
auUSyIMIBLB UM 2 0.74
. J5ua 208 77.0
anuAnwLAL
LBNYU 62 23.0
AAmile 2 0.74
ANANANY 104 38.52
. ARy IueeNRwmile 24 8.89
Qildnu .
NNARLIUDDN 123 45.56
AR IUAN 15 5.56
el 2 0.74
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6.2 wan1sinnzideyansiuldadevemsindulad@nusessiudBynes vewinfnwdudn 1

=)

UNINYBNALULATNTLIDULNAINTTUATULD INYWIAUTIIUYS

q

A13197 3 Anedsuazddsauuinsguvesdatevesmsdndulai@nwdeseAuUSynng

Uadwvasnisandula X S.D. | ulawa
TagnAInsu 3.98 | 0.62 1N
AIUNNAN WAV NN INGAY 4.21 | 0.67 1N
1. uinedefailaiunsseniunazaailinga 431 | 0.79 1N
2. Audimitedswazduiivensuandeny 4.09 | 0.98 170
3. fifnssufidemananndnueifia 3.94 | 0.90 110
4. FRBUAUNFVUIADUAUTZTAUUIUNTIR 4.26 | 0.82 170
5. Wuflveusulunanauseeu 4.45 | 0.68 110
fnudnuiinauazaenuIEANEZAIN 3.78 | 0.76 11N
6. amuﬁ&%ag”haﬂmémmwmzmiﬂmmﬂﬂﬂmazmﬂ 3.13 | 1.27 | Yrunans
7. fnenintn@nwiliusnns silrdseudaanleane 3.80 | 0.87 110
8. flanmuindousudu a1neR wavaey 4.25 | 0.90 170
9. fdanuvasnfgananinuwInasulagsau 4.02 | 091 170
10. TAS1IEALEZAING 9 372 | 113 11N
FuUN1TUTTBITUNUS 3.57 | 0.81 1N
11. Usznduiusnmssuainsiundnut Inelathelda, wauiu v3e 3.88 | 0.94 110

Wawmashavdeleidua

12. §f9nsTuTAY 19U Open House Ae3ns Wudu 367 | 0.94 11N
13. 51UY1IMssvatnsunAnw lnediewuzruun 397 | 1.06 11N
14. nwnMssuainsaniivew, Jull, gid uazauidn 332 | 1.32 11N

15, W dnwunsglasumuugtnannden insen vieyaraluaseuasas | 3.03 | 142 | Yrunan

AIUYARINT 4.18 | 0.75 w4
16. Aanndivedsaduivensu danms smensnsn uazrrsidemngy | 4.15 | 099 Ty
17. Juimsiiderimiuaziinsdrfielinfnw 4.00 | 1.05 )
18. 915efiUsnufinisTirUsnw welaldindnu 4.59 | 0.69 17N
19. Wwihiiflasnlunisliusnsuay Suiladam 421 | 0.93 11N
20. Lﬁ’)”mﬁwﬁiﬁﬁmiﬁwmwmmL%’JLLaxQﬂéfaq 397 | 1.04 110
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A1519% 3 (719)

Uadgvasnisanaula N S.D. | wlawa
AIUNENFATUALNITIANTTBUNITEOY 4.16 | 0.63 un
21, 1 Huiifiosnsvesnannussny 4.26 | 0.79 )
22, WuilesilutagtulazassunnudesnisvesgiFou 420 | 072 )
23. NANEATHIUNNPNUANUINTN 4.28 | 0.72 N
24. dnsAsssidennsfnuilanumigay 4.01 | 0.79 Gl
25. fieaiFeu gunsal densaou Aeweluladiiviuasiy 4.07 | 0.97 )

INATNN 3 NANTIATERTEAUANNARTIUTRITadveInsindulad@nuneseiuUS e

FsVRIINANWITUTN 1 W Ingrdemalulagnszasinamssuasivile menunusauys lnennsu
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A Structural Equation Model of the Perceived Annoyance of Cookie

Consent on Brand Trust and Online Purchase Intention

Narongrit Teeravech' Piyapan Suwannawach® Kunnika Jakor”
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Abstract

This research aimed to study the perceived annoyance of cookie consent and its impact
on brand trust and online purchase intention. This quantitative study utilized a questionnaire
developed from a literature review and collected data from a sample of 287 individuals who
purchased goods or services online using cookie consent. The model demonstrated empirical
fit (X&/df = 2.514, CFI = 0.90, TLI = 0.90, IFl = 0.973, RMSEA = 0.073) and was analyzed using
Structural Equation Modeling (SEM). The results showed that perceived annoyance did not have
a direct or indirect influence on brand trust and purchase intention. However, brand trust had
a significant positive influence on purchase intention (B = 0.718, p < .001), indicating that brand
trust remains the most important driver of online purchasing behavior. Therefore, building and
maintaining brand trust yields more significant results than focusing solely on reducing consumer
annoyance. Businesses and marketers can utilize these research findings to develop and support
brand trust-building strategies to increase the likelihood of repeat purchases among online

consumers in the long term.

Keywords: Cookie Consent, Perceived Annoyance, Brand Trust, Online Purchase Intention
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mi%”ﬂuaa'amam'ammﬂaamﬁwaﬁmﬂad’mﬁﬂmanfm LaTASENUSRBAINANIAaS AN UaBANY

vaaoyad 117 (Data Privacy) 3unsenislul a.e. 2018 yilviavainglsulaeenAunsestayadiu
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gugaudoyandwmasreanu@edulunusud wazauduiusidadasaineseninnissuiidensual
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Y 9

v ' aa v v

LUgaAgosualiinann1ssuseninauduiusivaninuinaeuidia nseunsesuitunalng

U

v
&

Wweaslganisuidenaniuanudeduluwusuduasnginssuanuadlageluaninuindeunisuilan

paulail

v
o a2 o

AenuAdetdsliianwuudiaeaunisadlase@ing WefnwiunuinveusAynsus

> o
Saa = 1Y <
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3.2 iiglfiduuumadufoflumsesnuuuuardeassruunsusenaniegnslusdla e
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#af1u (Psychological Reactance Theory) A33@N31A8Y (Perceived Annoyance) audesivly
wusus (Brand Trust) anudiladie (Purchase Intention) 23sainssuiiiiendes TneflseasiBundail
4.1 AUNNIELATANNFIATYUDY Cookies
Cookies Aglndvurnidnfiviminiilunisdaiudeyavesidrldanuivledasiugunsal
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U U

a
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anfvmsdaiuliasadaniesziiewaunssuuliatu Tnsanednuazaeanisdumaudi
#1199 sUnuuUsEaunsalvesldau ﬂmﬁﬁﬁaﬁﬂ%ﬁsﬁaaﬂaLué'rﬁyé'auﬁmﬁmeﬁl,ﬁaﬁﬂﬂdma%m

°
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dausl,wgﬁmm?'m%aLﬁwﬁaﬁdaLﬁaLﬁummasmﬂiﬁﬁ’uﬁvﬁﬂ%’ﬂ%wiahJ (Munir et al., 2023) %@;ﬂaﬁlﬁu
Hwﬁwuﬁwimuaﬁm31sﬁﬂwsﬂ%’uﬂqqmﬂﬂi’hmuulfiuﬂgu q %% u Useanii 2 fie Third-party
Cookies anidnsuyanaiian ieidugnililignasratuaniuledfimaddmuegluvasdu udgn
Favhiulasesdns U vieyaraneuen uwdigninuifadeadluiulesieneg (Chen et al, 2021)
ievhnaiiununumgfnssuvesldnu iternlivsslenimeiunsaann Ineteyadldanani
‘UizLﬂwﬁLfJu?a?\i’ﬂLﬂuaﬁmmmfm%’uﬁﬂﬂﬁmmmLﬁaﬁmﬂﬁiﬂumiﬂ%’wmwéﬁm8] Tnsaiuaw
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nsazdadnddinyana fafudedniseennguunsduasesdoyadiuyana ie POPA iialfaa
funsesdoyaduyarauazdoyafiiaugoulm sudddsinsimuadoulvvesnmsiiudoyasingd
Whadenruduladients Tnewndesnsifiusiusu 14 M’%@L?Jmma%’amad’mvﬂﬂaﬁguq hodlAsu
auBugannesteyaduyAnarou Faiumneeut dnduledledmuditnigldnuend A
foswenruBugenangiinldnuiulyd

4.2 Psychological Reactance Theory nguijufjisensdaf1u ¥a9 Brehm (1966) finaalin
fhemsmeuaLemNIInIeLarngAnTsuvesywSlunssuiansgnauRuvidognaiaansilrans
uaziainmanas Sellaundgiuvdnfesnyudvnausedidassnmimilenuesgnisfuniegnitnaiuny
v lsEnnaduauinanigmadnlafiiondn Reactance sazidudsiiviliiAnnisdedunionis
wenegdendosansaunduin ausedeiiliAnmusanuganin Inss Stequasiiilugnofingsud
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U
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4.3 Anudaniraey (Perceived Annoyance) Au3dnsrmafutiadoidsensuaiiitinain
ma‘%’uﬁﬁhjﬁwisaaﬂfiumﬂ%muﬁulﬁm%LLwamWai‘maulaﬁﬁm 9 TngLanIz Iz UUNISBUYDLUDY

ANA N1TUEAAIHAYEY Cookie Consent Interface ioanuuuldmsnzan wson1svitidngndudedu

q

a1avhlgldauidngnsuniu (Utz et al, 2019) wagaanaulszaumsalideuln Feagdanadonssui
voulnennulusslauazarnundeioveausud (Habib et al., 2022) gldnuiinginssuuveunis
Bugenvasaniniseudie Wsdla ldldhaummieUsnadeyanunniuly (Singh et al, 2022) wns1g

3gylninA1NsIAY N13BugaNveInnANAnALSIA @I saanouAunelalunisly
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Auleduieunasasueeulal suhlugnginssunisndnidewieannislduins Tnewnmzdedlisus

U

Fuusuabimsnanuudui dnluanuinsangidedussdussneuddyuesusyaunisaiid
aufianusanislaunansenulisauludianuidndenusuanuuudAn Affect Transfer Theory 984

Bagozzi et al. (1999) FsagyilviszauauLaiundsouusuniianas 8nniAuiansiAyiianain

1Y

NsWdgyiugUiuun1seeniuuBaviaanadd (dark patterns) finansynulunisavseainudeduly

o

LUsUS (Brand Trust) Tnetannziilegnénidnitnugndudsdu gnuaendes wiedndmnznisldauetie
langan madsdugoniuant viensldnwfinadulifusey {ldmuasissduamuimaiigedy
atafideddaluduledild dark patterns sduiusiuseauanudeduseuusudfianas (Voist,
Schlsgl, & Groth, 2021) sleAuUToTouaZINUAVEIRUTIS

4.4 anudiaduluwusud (Brand Trust) mandesdulunusumiiussdusznoudAgy sl

a a '

dvsnadeauduusIzereTEnIgUIinatuluTud ANuweliulukusumiinnAulusla A

a0 v

Fodne uazn1sluauifdeduilaa (Morgan & Hunt, 1994) wazdadusuusnansiidimanenginssy

v

A5 ANUANF LAaENISUBNABNSaNNSYINYT (Dam, 2020) Asdedululusundadeviauian1ssus

U

Yo UslaAILUTUAANY e dauaunsalumsdweaunua uazlianunslandseguilan
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aa o

Tnslanizluusunadsia anulusslalunisdanisteyadiuyana wWu n1seenuwuy Cookie Consent

fmngauuazienswavsild fuasgrsBeoseduauieuiifldifireuusud (Habib et al, 2022) Viaid
fuslnnamnandneleumulindannussaunmsaimetunmsieaudosulatiuisssmsluduusus
Ielnemsa (Stewart, 2003) 19U AmuLdeiiovansiauBuseuseAuIINEaLTesulsuBAIY
Duduiveaiuled dsduanudeiuluwusuddsldlddomaiiindonmdnvaluazannindudn
it uidssufisszaunsaiveslilasudunsessauasngmnefiAnannslday

4.5 Aunslade (Purchase Intention) fisAdenanetulduandlifiuimiudilatoaud
soulatvos{uilanldsusninaurnnnatedade laslawizanadesulunusud uladiuie

1% d'

wnanWesy winsevislayaiiinisdeaisesnun Santo et al. (2022) wuiusegslaidaensual Wy Ay

sala o |

aunuazUsyaunsaifia fdutienseduaudilade Tuvusdl Wang et al (2022) wuinileduslan
Sndeduluumanlesuviedne mnwasdwnliudeduuniu lnsamsluumaniosy Todeai
finsavuayuannguguilaauazaunmdeyainaogiean uenaind nndhdsdoyaditaauuas
Tusdlavuivleddmoatuaisnnuiulalide namsifomariasioutmngshadosmanseduly
fuslaednauladerseonuuutssaunsaifiundofe warlitoyaetimadlunzen

4.6 ATeAeafes

Balaskas et al. (2024) yin1s@nwAenfugUnuuvesnislavanadiaivinliguilaaidn
iguargunuulavaniivilifsgeaeannniigalaglévhnsdnulagyinsmaassiuin@nwiis
01y 18 - 25 T $1u2u 51 au Tagyhnsaraivleddiass nanuirguuuulasaniiuisiagiigade
Tawanfidsdunnatsse audaslewaniisegludem uaslavaniliaunsnduld uazndedlds
Arwmannduaifinnnuslumsdandlfifiusesinnavdndedavandnag ﬁaﬁ?u;ﬂﬁ?%
LﬁmmmiﬂmmmﬂsTTuLﬁa%’uidwuwagmﬁ’wﬁ’mﬁw%w’%agﬂﬂ’aﬁu

Dam Tri Cuong (2020) FeRnwanuduiudseninsmnudedulunusus (brand trust) waz
Qmmﬁs}fu%‘lm%’ui (perceived value) Fuaud uwauLUsUS (brand preference) uazALAslade

a v

(purchase intention) Tngldnqudaeg1auilaaluIsauindiuiy 285 dret19 Midrludaduen

SidnnsefindfigiUasusinaluuaslediui nan153denudn MsmnudeiululusuduaznuaINsusa

U

ansnalunsuinseaudureunusuakarauaslatevesiuslaa uenanimuiinuduyey
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Ke and Wisaeng (2025) Anw1dadeniddnsnadenginssuduilnavnilveniidedudiuuy

d

wnannesudrewdsy lnglaliutayaanngudiedne 300 ya ludsemnelneg 331438n53msged Ao

Association Rule Mining (ARM), Support Vector Machine (SVM) wag Decision Tree (DT) \iensavaey
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Cookie Banner S1uusnnilguiuuiiainsanuaudniiag (annoyance) wiadadmnzlunsldau
Tslamensusngsves o uazaguiiien nisdavinldenn mslifiviadeniunsufias vieldns
oonuuuiitngdliilénaeensueensineg (dark pattems) damalifiAnyszaunisalideauungldom Tu
$1uATelay Utz et al. (2019) wuin Cookie Consent fiaanuuuagidluivngauliiissusineliia
ArwiFnsumuriniu uwidianaulindavesglinudeiules smedl Mathur et al. (2019) wu
ALSIANRIINNTSLERS Cookie Banner 819 videtsdulaanmoudldu 91athlugngfnssunsg
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Tunusust (Brand Trust) Ssnadutladoddglunisiiutimginssuduilnamnudosiuves wusud
Useneudeastesduseneuiiddafe anutdedovesusuddivinudya dilill uasuusudezdes
ﬁwmmﬁmmmm%wgﬁim (Delgado-Ballester., 2004) uiinvzdliddeiinaniennuduaius
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v a

dndulatoooulatvesiuilng Fadudesinddyresesdarusludunsnainisva deiudld
nsfnyAnuIATiTuiInnBusegnideamdosiluusuduarauidladeiudoeulay

4.7 SUNAFIUNTIVY

naudafiouieniuani (Cookie banners) gninanlfifunalnifieveruusesangldnu
nslfnuuuuuesiidudnislideyafissinivledlinni orls maauemadenlunissouiunie
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Ausngeginly ilosnnsudndsmznsldam (Demir et al, 2024) Fldnuiisdngnsuniuniegnin
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ﬂﬂsiﬁﬁﬂ’]mﬁv‘iﬂﬁﬁﬂaﬁmvﬁaﬂquLvﬁa nsldfmmianiznie (Santos et al., 2021) M35uFIuwuTUAL
Tusdla livanswavduesifuslaa azdmasievilvifAnnisanmudesiulunususogadidodidny (Utz et
al., 2019; Habib et al,, 2022) mmi’ﬁﬁwmmﬁ%’ufﬁ%’mL’TJumimﬁLngaUmnﬂwaummﬂ%’mu T
mmam’waiauéﬁmﬂﬁﬁulﬁmuLLmﬁm Affect Theory (Bagozzi et al., 1999) Ingaradsuayinlvivinli
arudesiuluuusudanaddiguiu fufudddhnsfnmeanuianimyiisuinnanisusendsmaiie

ausieAueliuluLuTUA
H1: A31u3dn$IAEYaN Cookie Consent HnanisausonadatuluLusud

mnudeiulunusiddedutlaseddalunsteduiesulatidemnnsdedudooula iy
Juslnaluilddudaduduionsvdeununmussdudldlaenssiaiunisdadulad edoudosende
anudosiuanuusus dadutiadelunisanaiuliviusulsifugusinalg (Morgan & Hunt, 1994)
Delgado-Ballester (2004) a1 Arsdeshilunusud (Brand Trust) WWudaduddyfiduaseriaund
waznginssuvesrfuilnaludiusing 4 1wy avudnidenusud wasnsinduladedudn vasieaty

Pavlou wa¥ Fygenson (2006) nan1in anudesiulunusuddunumddglunisaanisainginssy
nstedueeulat fudifnuidesmaunndi fulaailindalususudfunTduagnduinie
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H2: ANuatulukUTURTINANIIUINABANUAI TR FUA DDA

o Y

Uszaunsalldauivladuisunanvosudi lduinelaainainusiaigi susain Cookie

Y

v

Consent Interface fisanuuuliivangay Inaviliguilnaaaveuainuadlalunisyedudiuasuinig
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$u391n Cookie Consent Hnansausianuntladoduiteoulal
H3: Au3ANs1AeYaAIN Cookie Consent dinanisausiaauntlagedudosulal

4.8 NT9ULUIAANITIVY (Conceptual framework)

H1
Purchase Intention

A

( Perceived Annoyance H2

H3
Brand Trust

AH 1 NFBULUIARTILANATY
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st nedemniugneenwuulviaseunguinuauIdngnsuniu Anuidngnnadnu wazaulaife
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AzLUL 0.857 waztiloanuavanlunisiiauenadatlanatemdy 2 fumils Ao 6.15 - 7.00 wiuge
081989 5.30 - 6.14 Wiuse 5.29 - 4.44 Aouthadiugie 358 - 4.43 ldflanudiuduetdlaogimi

2.72 - 3.57 apuinslaifiugne 1.87- 2.71 lalfiudie uay 1.00 - 1.86 lilifiugleegieds

'
a

el wuvasuaildrinunisnsseuANuismsadadon Tnegideang MiAeatos 3 vinu
Tnofi3ormgudazviliinisyssiiunuaenadosesteraulnglduinsia 3 sedvfo 1 +1
wansiemuaanAdas A1 0 wansdemuliudla uazan-1 uanstennuliaenndessyninstomaiuiu
fnguUszasAnside nan1smsandeunyidamananunden 10C yndoogsewing 0.67 - 1 Fegan

e NeaNsuld 0.50 MuNgANUIUUFUNNNTE AU S Tadanunyay

v
v N va

Tundeaseilf3fulalinnsussdliugunimusawuuasuniu Aen15¥ Pilot Test 31u3U 30
Ay udthdeyaumeinadesiusie Cronbach’s Alpha 16 0.894 SsilAnganininasiil Nunnally &
Bemstein (1994) fvual i 0.70 wazegluszdud Jamneanuinaiesdeiafinrunindedesylu
sedfUR Tnsusthdosmudaruaonadostunigluazansmilulilumaiununsdeyaldase

5.3 Amafiusaurndaya fiflddidunsivnunadeyalaglunmsitendsl 1938n15du
fograuuulildauinsdu faduiudenisnmsquuuuazainiauduisuuunsduuuugnle
\esdszvnsduyanaiidesiivszaunisldiivlediiinisuans Cookie Consent Interface Tun1s
FoAuduaruinis Snisldnmuiulsssnsiuueu ddumadnfanguiesnadeisnmsduuuy
agmnanunsataeliizunadndsldsns dunsliBmsduuuugnleasvhamnsaveronguinegnad
fidnvasiFesnsléinntu luniafudeyaldld Google form wagvhmsuanuuuesulatllsiuglday
fiondveglulszmalne uagldifulediiinisuans Cookie Consent Interface laidrinunanmasa

(desktop/mobile) eanunsaiiuld 291 S18LALHIUNTATIVEDULAUWAD 287 LUUADUAMN
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5.4 addilFlunsiemeidaya malduasalinseideyalnoudadudon 2 funou il

5.4.1 YayasuusEyINsmansvenaukuvaeuny dnsliesiideyalagnisliisnig
wmandoray Anads uardrmdonuumasglaglilusunsy SPSS

5.4.2 feyafiAsaiummassuanuiigiu lagvinnsitasideyafeanunislaseaing

(SEM) 1AM ngimeadAuuuvanefuysiliaisuuiasnaietneanuduiudiddasained

Fudeuszminiuusitinldognsesvilsiiulassaiouds uazinieaiiolinsgitlhdoiddudu (CFA)

dmfunsliasgiideyanasnsmageunuduiussenineiiuls lngAnwiiiulusunsy AMOS

6. NAN1599Y

[ v v
[ 14 U a

6.1 wan153ATIRaR AW TN TunsITuasdilnounuuasUnINTaEy 287 AU Wud
gneuwuvdeunudnlngidumavedosas 55.7 (1w 160 aw) sesaswfumendgiovas 36.6
(F1w3u 105 ) ddlugiutieny 18 - 32 U Seraz 73.5 (§1uau 211 Aw) dnsfneszaul3y)
pavieiisuinieray 60.3 (A1uau 173 au) seladnlng iy 15,000 umsesas 61.3 (@uiu 176 Aw)

6.2 namsnnsilunaguninddasiadae lunsinnasednsinssdosivsyneuda
Biugiu (Confirmatory Factor Analysis) ﬁmﬁmiwﬁ‘ﬁaga 2 Fume (Two-step approach) Anderson
& Gerbing (1988) Aa lngn1snAaaUNTIAANNAAARBINUTBYATTI (Model fit) uaanduliasien
aunnslassade (Structural Equation Modelling (SEM)) tilevihn1snageuausfigiu Hair et al,, (2010)

6.2.1 N151LATIERDIAUTENBULTIEUTU (Confirmatory Factor Analysis) N15A52988U
Anugndesvesmsinveslassaislusnuresmiutndefiovesianlasld Cronbach’s alpha (CA),
Composite Reliability (CR) uazananilssssauuvgiinvestornu egnisaenndesvosdomamnily
fuusiieaiu nsaesgiesrUszneuldsduduidunisnsiageudemainlunnazdeindnii
aonadostunioli warldfaduunietuldegainnuindetenioll Tnsldedunisioudiou
sUnuuAmdussEnuUsluluusassiuA e L sUTIuLes A ANTUS v s ey ATt LA
271NN13d1923 (Byrne, 2013) é’mfmﬁa’lﬁuumfﬂaaaﬁmmmmsauﬁ’u%aaﬂaﬁa NAINIIATIAARY
Modification Indices (MI) wuidouluanuaainad ouszninsdadauludulsiadaudioaty (Kine,
2023) fip e7-e8, e9-e10, e9-e12 way ell-el? %"ﬂNaﬁwéﬁiﬁaQmaiﬁL‘ﬁaulmﬁLLuzﬁwmmmiwﬁ 1 &
Ifuananan1siiasedt CFA idanumanzas uazuaninadoyaneuni1syi Modification Indices

sgnuuuiaedlunmsfinuifianumuigauiaranansanadevanufgiulaegagneed
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o
@

A151991 1 AYRYTINAILFDAAADINANNAULALNAGNTUDIUITY

CMIN/df | RMSEA GFI IFI TLI CFl

LNEUTI LN <5 <0.08 >0.90 >0.90 >0.90 >0.90

nau Modification Indices | 4.054 0.103 0.897 0.941 0.923 0.94

#1849 Modification Indices 2.514 0.073 0.940 0.973 0.962 0.973

Good fit | Good fit | Good fit | Good fit | Good fit | Good fit
RUBLAA: Model fit: CMIN/df < 5, RMSEA < .08 waz GFI, IFI, TLI, CFl > .90 (Hu & Bentler, 1999; Kline, 2016)

NMsUsEANAANEIEA (Maximum Likelihood) Tun13799i 2 udnen Standardized Loadings
yn518M5TAMINNTY 0.7 Mudl Kline (2023) wuzih Tng PA3 SAsngnog#l 0.716 du Pid 9zl
Ageanogf 0.928 Fauandifiuindid TausasdeansnaziountnAnvasiauususld (Hair et al,
2019) d@ufi1 Average Variance Extracted (AVE) 90dusiagdiuusida15en11e 0.594-0.759 gandn
T mualsi 0.50 (Fornell & Larcker, 1981) wandlifiuinduusurusasinanunsnesunening
wUsUs RN T AldAuATmils luraeiian Composite Reliability (CR) ogflutas 0.854-0.926 uay
A Cronbach’s Alpha (CA) aglutiag 0.740-0.967 FedrutAuinasiannsgiud 0.70 (Nunnally &
Bernstein, 1994) axﬁau’tﬁlﬁud’]Lﬂ%@dﬁ@fﬂIuLLﬁazﬂgmﬁﬂawuL%aﬁumUluagﬂmsﬁuﬁﬁqﬁum 853

JeagUladuwuuiansaududsinunmlunsiniundedeuasinnuiismsudaenndodiisane

dunsumsihldldlunisiesieRlumaddassasislutunaunall

AN51971 2 NANISNAADUAIUIBIRNTITIFDAAR D

Standardized
Construct Item AVE CR CA
Loadings
PA1 0.746 0.594 0.854 0.740
PA2 0.787
Perceived Annoyance (PA)
PA3 0.716
PA4 0.829
BT1 0.919 0.742 0.919 0.967
BT2 0.894
Brand Trust (BT)
BT3 0.863
BT4 0.760
PI1 0.838 0.759 0.926 0.922
P12 0.894
Purchase Intention (PI)
PI3 0.821
Pla 0.928
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nU8ne): AVE = Average Variance Extracted; CR = Composite Reliability; CA = Cronbach Alpha

PA = Perceived Annoyance, BT = Brand Trust, Pl = Purchase Intention.

TuN15751980UAIN B9RT0T951WUN (Discriminant Validity) Fornell ag Larcker (1981)
na17919INTide e AVE vaeunaziinUsdediaiuinni aranduiusseninadiulsdu Jeenns
ips1zisInTideswes AVE vassauls Perceived Annoyance WU 0.771 Brand Trust sy 0.861
uaw Purchase Intention feuiniy 0.871 Fadulumuideulamniuds uandimsuimuuindmn

Faugewsadeiwunia wavihldlglunsiesemanaddasasela

A15197 3 N1TATIVFBUAIIULANANITENINA U RS

PA BT Pl
Perceived Annoyance (PA) 0.771
Brand Trust (BT) 0.111 0.861
Purchase Intention (PI) 0.12 0.711 0.871

6.2.2 MIIATIZNEANNITIATIA579 (Structural Equation Modelling (SEM))
Tuns@nwadadldvinsnaaevanufgiulasiianeaunislasaine deldvinisnsaaeuniy
WHNEaNTadkUUIIaed 3 Usens A nsUssilluanudonndowedliing N1SNAasuaNuR gL
A1) N5UTEEINEIUNI8EU8YRlAR LaENI1IATIVADUAIINATINUNG W)

Tunmsnaageuanumsnzanvestupadmguinuauufgiuiiadl’ lunsinsesiaunis
Tasaai1alngl#38 Maximum Likelihood HansUseifiunuindn CMIN/GF winiu 2,514 Gsegluszdud
(fosnd1 5) A1 GFI iU 0.940 A1 IFI iy 0.973 i TLI WA 0.962 uay A1 CFl Wi 0.973
wanadlunadaumuizanlaesiney luseduAniuinmae (Hu & Bentler, 1999; Byrne, 2013)
MwazdeanmnITad 1

Isa a '

N1SVAFBUANNAZIN WU auNAgILi 1 nsuianuidnsaylusidninadeniy

o w

Worluvasusunegilited1dsy (B = 0.111, p > 0.05) auufigiui 2 anuesiulukusuddan

a

SWALT

o o '

uanegilifoddysomuiilato (B = 0.718, p < 0.001) uazauwigiud 3 masuianuddniiagl
fisvewasenuslate (B =-0.068, p > 0.05) AuANT1a7 4

Tunsinseilanaaunislaseadne SEM Auanslunnd 2 wuilumaiimunuanunse
a3unBANmLLYsUsIuTesiauUsIlE e Anuderfulunusudiien R? Wiy 0.012 waneaau

nssuimnuidnimglulumaaunsaesuiganuudsusiuvesmnuleiuluwusudlasesas 1.2 99
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agflunaueiNennda Falk & Miller (1992) Chin (1998) ua Hair et al. (2010) lalugilidn Rz 1A
$3aiNAU 0.10 feazeausuls n1sNAn Rz Asunnaunsaaeyieuinanudetuluiusuntasudnina

v

ndadeduq Alilanvegluliuna wu anulusdaveawusud Ysraunisalnisldanu vien13sus

3
armgfsssuesiuilna siall wilieaazismansunetion ufianiswesnuduiusssnsaonndes
funguiifiaaly Seldidiuin emaudeiulunususldlfiAatunntadlatafeniafveaien us
\Rinanvanedaiivharuganiu (Morgan & Hunt, 1994) d1unazedunsanuulsusiuesnmalaie
dufesulatifidn Rz Wiy 0.509 Mg Msdudanuidnsimauazauuidedelunusud
anunsnosuIATIMUTUTIWeseukilateAudoauladlfinnldtosar 50.9 Tseglunmeiviunany

(Hair et al., 2010; Kline, 2023)

l 556 ! .619 ! 513 ! .687

[pat | [ Pa2 | [ Pas | [ Pas ] |

448

mwﬁ 2 The structural model
***p < 0.001

Wee): PAL - PAG \Jufa@inuessiuls Perceived Annoyance; BT1 - BT4 Wusiaves Brand Trust; PIL - P4

1Jus3iaves Purchase Intention.
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AN999 4 NanISVAdeU

AUNAgIU tdung Standardized (B) p-value NaN1MAFDY
H1 PA—> BT 0.111 0.097 Uijias
H2 BF—> Pl 0.718 0.001 HGY
H3 PA—> Pl -0.068 0.177 Uijias

MBWA: p < .05 uansdeledrAtynieaia

PA = Perceived Annoyance, BT = Brand Trust, Pl = Purchase Intention

7. a3Unan1sIdeuazdaLauauuL

7.1 afiUsera naannsFnvImud anudeiulunusuaidvsnaduinuasiiduddyse
amustlatovesuilng vnrfinsiuiaruddniengldlidmalnsnssisionnudeduluwsuduay
sonnuddlate Ssagviouliiiuieunuimddgresanuidetuvesiuslaalun1sdodudviouinig
saulay JedenndasiunwiRnues Trust Theory (Morsan & Hunt, 1994) fiauaiiaiubianddadu
Hatendniianaudes uazifiunulindalunisdedudvesuilag Snifsdimssuunfnes

Ghosh (2024) v83 Sun et al. (2022) wag Wang et al. (2022) ﬂa"mhmimwm%aﬁwﬂawgu%‘imL“fJu

o A !

Uadenddgfidmasonisdnduladodudeoulalves{uilan uasarudeduvesuusunazily

£

perUsznaunddgivhliinnsmatntlUldlunswauniusualilsyauaanudiiale
Han13AnuluAIuYeIAINIAYNTUTUANA199IN91UTT8 V04 Balaskas et al. (2024) f1la

AnwigInnusAgiduslaaniuifgitusluuulavaniiidneay modal pop-up uazn1slaiwan

ada I3 °o o

wuuunsnidluludlenwinliguslaainniusiagauarannauinuaiifnouusudegeliduddny

o

'
= °o v a

F9959ULWIAR Reactance Theory (Brehm, 1966) \ilauanajdngnindndns viegniudeduaziia
ansualsid winstinan1s3delusuniuidnsimgnsulidvsnaseanudeduluwusunuagaiy

aalade lnen1sfiduilaaidndanissuniuann cookie consent vasn1sldeuiu Wudsdifuslareousu

U

Y v v

IdmnnssunuswdulumumnesgiuresauusudidesufiRluguvean gesdoutedsdulunis
Untlasnsandadeyadauyanavesiuilan Snanmeldaruidniiagi fuslnaffyumeanislda
szutlufirmaiifuuinlneussinnisuansdennamienisviaues cookie consent lumIANATes
Toyadiuyana niolunsuaninuiuiinveuseduslanunniinisasfinaiain uazwlifuilnaay
i’ﬁﬂé’wmmﬁuaqﬁﬂﬁxﬂauwazhwaami?%amwaa cookie consent %38 notification ﬁ‘di?ﬂg%’] Wl
arwsiengiiliiieavefivzaaneuruiesuluusudldlaenss whivladoitdmadenginssunis

adlagesudu q Bnvaduilaayiinglininuddyiugudnvuzvemandue dmusian uagduay
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o
LYY

axaanlun199192RUNI 8N1533221n3nAN (Ke & Wisaeng, 2025) aatiu J9asunslainanusiaigylyl

Y

dalnenswionudiiate widvsnarumudedulunsdudn

7.2 a3Unan133de

NEIINMIANIASIHINUTT wuusaesaunsTATEs ﬁmmaamé’mﬁusﬁa;ﬂaﬁﬁwmiﬁﬂ‘m
ogfluszduiimangan uandifuiuuudassiiaunuaunsnosuanuduiussenieiulsld wa
NSNAFBUANLRFIUNUD auderivlunususifutlatvdfyiidmadauinuasituddyneadade

AuRsladedusseulal nuneanuinleduilnasuiiminuundetie uazanulusslavesuusud

v
o

goudwwailinisanauladedudeaulatuiniu luvueianusinmgnsug Wladmalagnseien

Anudeiuluwusuduaranuddlade duandhiiuiuiiuilnneiasdnlunelanioninusiaign

o

WnTuannsldnussuuudmumsiiaiounstiugeuvesmniliiinadenginssunisadadovasgnen

v v
]

mucﬁ’ﬁimmﬁmwmaqLLa”aiwmﬂﬁ’mm@usJamaaqﬂﬁLﬂuﬁﬁﬁL.L.Uium‘%é’fmﬂﬁﬂ’ammﬂg‘wma
uennil AanundsuTufiesueld (R?) vesiaus audeduluuusus wihiu 0012 uansiilads
Suuennfioninarusagiisueonadsvinasorudetuluuusud Tuvasd anudsladedud
ooulatl fid R? aglusedutunans asvieuiuuudiaasannsassunewginssuguslaaldlusefuiiin
nola
7.3 daluauuy
7.3.1 Ualaualegud)
neidendaiidmddylumsvenearndladungfnssuduilneosulatanyuuesly

AunssuiBananadyuueduduensualitinainnislidnuvesiuilan lnenans3delddiiiui

'
o
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o

v
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arwdsladeduesulafiasnssfinn uenndnuideddlmiufaumeduiunidviaveunin
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axfeusionudsladodudeslal

7.3.2 Yovauaidefun
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o
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Abstract

This paper examines sales excellence development in the APAC engineering plastics business,
where it is necessary to fortify the internal strategy with regard to understanding customer, market studly,
marketing alignment, relationship management and identifying opportunity. A mixed-method research
design was used where 30 professionals in various APAC markets were selected to participate in the
research based on a structured 5 in-depth question survey and qualitative discussions. The results show
that the sales in organizations have an excellent customer knowledge and relationship management skills,
but their business processes remain disjointed and overly experience-oriented. Qualitative insights are an
essential part of market analysis and market segmentation, and there is little use of analytical tools and
analytical framework based on internal data. Moreover, the alignment in sales and marketing is not
uniform, which means that it should be better connected between strategic and implementation goals
and company values. Another area that was not developed fully was cross-regional collaboration and
intelligence sharing, which restricted proactive market sensing and opportunity appraisal. The results of
the study suggest the use of standardized analysis tools, strengthening cross-functional coordination, and
institutionalizing customer intelligence training, strategic planning, and training in digital market sensing. All
in all, the study will contribute to the picture of how APAC-based engineering of plastics organizations can
go beyond relationship-based to insight-based, sales systems of strategic alignment that will help to

sustain growth and regional competitiveness.
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1. Introduction

The engineering plastics industry faces a significant strategic value in the Aia-Pacific
(APAC) region especially in the areas where there is high demand of high-performance,
sustainable, and application-specific solutions. As the demand in the various industries, including
automotive, electronics, and construction, mounts pressure on organizations in this area, they
are under pressure to localize strategies, speed up technical interaction, and improve
commercial responsiveness.

Market Intelligence (2024) estimates that the engineering plastics market in Asia-Pacific
(APAQ) will increase by USD 34.89 billion in 2024 and USD 45.67 billion in 2030 estimating CAGR
5.5%, owing to the high rate of urbanization, technology, and the rising demand in the packaging,
electronic, automotive, and construction sectors. The use of engineering plastics in the
automotive industry is also speeding up due to policy reforms and increased production of
electric vehicles (EVs). In the meantime, construction industry especially in Japan is embracing
high performance, more sustainable materials. These tendencies represent a general movement
towards innovative products, quality, and eco-friendliness in the region (Market Intelligence,

2024).

Asia-Pacific Engineering Plastics

Market Size in USD Billion
45.67
34.89

2025 2030

Figure 1: Asia-Pacific Engineering Plastics (EP) Market Size in USD Billion
Source: Market Intelligence (2024)
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This study examines the present position of sales and marketing functions of the APAC
operations of an engineering plastics company with a specific reference to internal alignment,
customer-focused performance and development of the product after sales. The research is a
result of a rising internal awareness that although the market potential is big, implementation is
still disjointed among the sub-regions and therefore, the lead generation, customer retention,
and the effectiveness of marketing is not uniform.

The industry of electric vehicles (EV) is growing at a very high pace, which is part of a
larger industrial change in the whole region of APAC which directly affects the need of
engineering plastics. EVs manufacture is supported by strategic policy, foreign direct investment,
and localization of business operations by the major OEMs, including Chinese and Japanese
(Monjagapate & Smitintu, 2024). This boom is not only the indicator of the growth in the
production of automotive but also the demand of high-performance plastic components of EVs,
such as the lightweight body parts, connectors and battery modules. Consequently, the
engineering plastics industry is likely to take a central part in facilitating regional supply chains
to satisfy the changing needs in the industry.

The determination of the effective sales strategy in the Southeast Asian polycarbonate
sheet industry is closely connected with the structuring of the brand management according to
the region. Effective companies are focused on four main strategic pillars, which are product
innovation, local market adaptation, strong channel networks, and consistent after-sales
services. Localization including assigning regional distributors, designing product sizes based on
market needs, and providing market sensitive prices are important when involving industrial B2B
customers. It is important to note that companies that invest in the training of local dealers,
attending trade fairs and offering onsite technical assistance have significantly increased retaining
more customers and increasing the market share. Indicatively, SheetTech Asia had been
successful in retaining customers by 81% after the product diversification strategies to suit the
regional demand and MaxShield Panels had been able to increase its market share 28% with
the green branding strategies (Zhang and Zhang, 2025).

It asserted that as of 2030, EP market will have increased to USD 163.4 billion, with a
compound annual growth rate (CAGR) of 5.7%, and a volume of 35,419.9 kilotonnes (KBV
Research, 2022). Consumer appliances are one of the many uses that the product can be applied

in, with demand making up more than USD 23 billion of the application in 2022. This increase
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is explained by the growth of disposable incomes and the desire of consumers to use durable
and efficient as well as multi purpose products. Polycarbonate, a significant branch of EP, is
important in facilitating this demand because it has mechanical strength, transparency, and can
withstand high temperatures. Also, engineering plastics are also finding their way in the electrical
and electronics (E&E) industry where they are very good insulators and thus they are suitable in
components like housings, switches, and connectors. The application of EP materials is further
enhanced by development of the technology in injection molding and techniques of process.
Nevertheless, as KBV Research (2022) claims, alongside these opportunities, it is the high cost of
production of the engineering plastics that has curbed the growth of the market, especially
because of the costs of raw materials and special additives which still remains an obstacle to
larger industry implementation.

Even with the growing amount of academic research on the topic of sales strategy and
marketing performance, the current empirical studies are mostly limited to the study of
individual salesperson behaviour or generic functional fit (Leigh and Marshall, 2013; Strahle et
al.,, 2013). There is little empirical research that studies sales-capability development at the
organisational level in the field of B2B selling in the industrial market, particularly the developing
markets in Asia-Pacific. Although past research highlights the importance of analytical capability
(Peesker et al, 2022), relationship management (Zhang and Zhang, 2025) and strategic
alignment, they do not have integrative models that explain how these dimensions interact to
support internal sales excellence.

Within the engineering plastics industry, commercial practices in the Asia-Pacific region
are still relationship-based with analytical adoption in a piece-meal fashion and no co-ordination
of sales and marketing activities. This state of affairs creates a strategic looseness between
experience-based customer interaction and market intelligence that is evidence-based to limit

scalable performance to various regional markets.
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Based on the analytical-capability framework developed by Peesker et al. (2022) and
supported by the sales-marketing alignment theory (Strahle et al., 2013), the given research will
focus on studying the internal sales excellence according to the organisational-capability

approaches. The targeted objectives of the research are:

1. Toassess the main dimensions of sales excellence, that is, customer insight, market
segmentation, sales-marketing interface, relationship  management, and
opportunity identification in the context of Asia-Pacific engineering plastics.

2. To examine how analytical capability and cross functional coordination affects
commercial effectiveness in regional markets.

3. To have an integrated internal strategy framework that will enable the shift to

relationship-based selling to insight-driven sales excellence.

Through aiming at these, the research presents empirical data on how industrial B2B
organisations can operationalize sales excellence using systematic analytics, coordinated
planning, and institutionalized customer intelligence in the new markets in Asia-Pacific. Using a
combination of qualitative data and quantitative measures, the study will help to develop a
specific internal strategy to reach sales excellence in the entire APAC. The results would be
used to make future choices in training, organizational design, resource utilization and go-to-

market (GTM) calibration in the engineering plastics business.
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Table 1: Sales Strategies in the Polycarbonate Diol Market

Sales Strategy Focus

Description / Approach

Strategic Objective

Performance

Differentiation

Emphasizing superior properties such
as durability, flexibility, and stability

in polyurethane and coatings.

Position products as high-
performance materials in

industrial sectors.

Sustainability Focus

Promoting bio-based and recyclable
polycarbonate diols with low VOC

emissions.

Align with global
environmental standards

and customer ESG goals.

Regional Localization

Partnering with OEMs and local
customers in APAC to ensure supply

reliability and responsiveness.

Strengthen local market
penetration and customer

trust.

Solution Selling

Providing technical consultation, co-
development, and tailored product

support.

Build long-term client
relationships and brand

credibility.

Data-Driven Targeting

Using market analytics and
segmentation to identify emerging

opportunities.

Enable targeted,
consultative selling and

agile decision-making.

Source: Verified Market Reports (2025)

Verified Market Reports (2025) indicated that the sales strategy of the Polycarbonate
diol market revolves around differentiation of performance and positioning as having sustainable
products. Asahi Kasei, Kuraray, and other companies are companies that encourage high
performance materials that are eco-friendly, both in automotive applications, coatings, and in
construction applications. Localized collaborations increase the responsiveness in the APAC
region whereas solution-based selling, which incorporates technical support and research and
development collaboration, improves customer relationship. The growing adoption of data
analytics and digital tools also allows a more targeted and customer-oriented sales engagement

in the entire engineering plastics market.

2. Literature Reviews
Zhang and Zhang (2025) discuss the management of the brand and sales strategy in

the polycarbonate sheet sector in Southeast Asia, where the authors identify four key success
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factors, including product innovation, localization in the market, robust distribution channels,
and dependable after sales services. Their research highlights the necessity to adjust to the local
market necessities by offering products in a more localized way, charging them differently, and
providing them with the support of the dealer. Moreover, Zhang and Zhang (2025) assert that
companies that made investment in dealer training, technical service, and on site support were
discovered to have better customer retention and brand loyalty. Long-term success in industrial
B2B markets is more of relationships and quality service-based rather than just product based.

According to Leigh and Marshall (2013), some of the most important priorities in sales
strategy research relate to the necessity to make the academic work more aligned with the
actual business results. They divide sales research into three fields namely strategic direction,
sales force management, and performance measurement. The authors claim that it is essential
to change the emphasis on the individual behavior and address the aspects at the level of the
organization and cross-functional integration. They also observe the increased relevance in
terms of enhancing sales performance of technology and analytics. Their work can be used to
base future research that would seek to relate sales strategy with the overall business objectives.

Strahle, Spiro and Acito (2013) discuss the way in which failure to align marketing
strategy and sales goals can undermine the overall business performance. Their analysis
demonstrates that even when corporate strategy focuses on maintenance or cost control, the
sales managers usually seek to increase volume resulting into inconsistent strategies. The
authors emphasize that there is a lack of effective communication, performance measures, and
reward systems between marketing and sales activities to facilitate proper execution of the
strategy.

Ebuzoeme (2024) examined how marketing strategies have influenced sales
performance of a manufacturing firm in Nigeria based on the 4Ps framework of product, price,
place, and promotion. The results of the research indicated that product and place strategies
had a high positive impact on the sales performance, promotion is somewhat less positive, and
pricing has no significant negative impact. According to the resource-based perspective, the
study focused on the fact that marketing performance is improved with proper utilization of
organizational resources. The research arrived at the conclusion that the enhancement of the
quality of products, package, and distribution, as well as re-evaluating pricing policies, can

generate a considerable improvement of sales performance.

127



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

According to Dorle (2016), successful selling involves strategic thinking; it entails
planning, negotiating, and psychological intelligence. The paper emphasizes the integration of
personal attributes and traits like intuition and flexibility, together with market awareness in
order to formulate dynamic strategies by successful salespeople. Dorle differentiates between
the classic and the modern approaches which implies that the traditional strategies are the basic
ones, whereas the modern sales are characterized by innovation and flexibility.

The world market of polycarbonate compounds is growing at a fast rate and it has been
stimulated by the increased demand of the product in the automotive, electronics, construction
and consumer goods industries. Its most notable characteristics such as high impact resistance,
optical clarity, and thermal stability make it the perfect material to use in lightweight vehicle
components and components that are long-lasting and enduring (Fernandes, 2025). The
performance of electronic factory and production efficiency are being improved with
technological innovations such as nanotechnology and Industry 4.0 automation. Asia-Pacific is
the leading region in the market development because of the industrialization in both China
and India, and North America and Europe are concerned with sustainability and improved
production. The larger companies like Covesto, SABIC and LG chem have not given up on
research and development and strategic alliances as a way of ensuring competitiveness
(Fernandes, 2025).

The role of analytical skills in enhancing sales performance in digitally transforming
organisations was examined by Peesker, Kerr, Bolander, Ryals, Lister and Dover (2022). Their
findings indicated that sales managers with greater analytical competence displayed a highly
effective performance in relation to strategic decision making, accuracy in sales forecasting and
team performance. The research also discovered that analytical capability helps in improving
the interpretation of market data, determination of customer needs, and sales strategies by a
manager as they contribute to organizational goals.

In addition, Peesker et al. (2022) reported that analytical skills are most efficient in the
presence of good interpersonal and leadership competencies, which proves the importance of
having a balanced competence in sales management. Those companies which invested in
analytics training and cross-functional collaboration showed increased flexibility and increased

growth of revenues. The authors of the study concluded that the development of analytical
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skills in sales leaders does not only enhance operational performance but also enhances
competitiveness advantage in the long term in data-driven markets.

Verified Market Reports (2025) indicate that performance differentiation, sustainability,
and regional responsiveness are the sales strategies in the polycarbonate diol market. Covestro
and Asahi Kasei companies place polycarbonate diols high-performance materials to increase
the durability and flexibility of polyurethane. Sustainability has turned into a major selling point,
and the manufacturers market bio-based and recyclable products to meet the environmental
requirements and customer ESG concerns. In APAC, companies take localized sales strategies
with the help of the OEMs in order to make sure about the reliability of supply and
responsiveness. Moreover, the use of solution-selling models, when the company integrates
product knowledge with technical cooperation to build stronger relationships with the customer,
is common with many companies. The report also reports a rise in the application of data
analytics to determine new markets and streamline go-to-market strategies, which are a wider
industry shift in the direction of insight-driven, customer-based sales excellence.

2.1 Research Gap and Contribution

Despite the large body of literature related to sales strategy, customer relationship
management, and marketing alignment in industrial markets (Leigh and Marshall, 2013; Peesker
et al,, 2022; Zhang and Zhang, 2025), most of the empirical studies are focused on the
developed Western economies or examine sales effectiveness at either conceptual or functional
level. There is little empirical information that explores the nature of how internal sales
excellence has been developed within the Asia-pacific engineering plastics industry especially
as regards to organizational capability that embraces customer insight, analytical market
segmentation, sales-marketing alignment, relationship management and opportunity
identification. Further, a priori research mostly focuses on the competencies of salespersons or
generic marketing initiatives, but there is lack of research which analyzes the operationalisation
of sales excellence at regional commercial level in multiple markets in the APAC region with
heterogeneous maturity rates.

This research aims to address these gaps by providing empirical evidence based on
multi country APAC providers and suggesting a unified internal model which connects customer
insight, analytical ability, cross-functional alignment and market intelligence. The study provides

the much needed practical knowledge on the ways in which the engineering plastics companies
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can reposition themselves to adopt insight-based sales excellence of relationships based selling

in the emerging and established APAC markets.

3. Methodology

3.1 Conceptual Framework

Customer Understanding (Q1)

A4
Market Segmentation & Analytics (Q2)

A4
Sales-Marketing Alignment (Q3)

\Z
Relationship Management (Q4)

\Z
Opportunity Identification (Q5)

\Z

Analytical Capability + Cross-Functional Coordination

\Z

Integrated Internal Strategy Framework

\Z

Insight-Driven Sales Excellence

\Z

Commercial Effectiveness & Sustainable Growth

Figure 2: Conceptual Framework

Figure 2 shows how the combination of customer understanding, analytical skill, sales-
marketing coordination, relationship administration and sensing of openings can help the

transformation of relationship selling to insight sales excellence in APAC engineering plastics

markets.

3.2 Research Design

The research design used in this study was descriptive to evaluate sales and marketing
strength in the polycarbonate business in APAC. The study was based on the framework offered
by Peesker et al. (2022), who emphasized the role of analytical and interpersonal skills in the

sales performance and attempted to assess the impact of these competencies on customer
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engagement, marketing performance, and business performance in the engineering plastics
market.

3.3 Data Collection Instrument

The structured questionnaire was used to collect the data, which was done using a
questionnaire form, which was collect in Quarter 3 in 2025. The instrument imprisoned 5
questions which encompassed customer knowledge, marketing planning, lead generation,
communication, presentation, after sales services and competitive awareness. The responses
were measured using a five-point Likert scale, whereas qualitative information about the sales
capabilities and challenges was received through open-ended questions.

3.4 Participants and Sampling

The convenience sampling was also used due to the limitation on logistics that came
with reaching geographically spread APAC markets and the commercials that is confidential in
nature. The respondents were selected based on their first-hand experience in customer
interaction, sales performance and technical support to ensure the applicability of the feedback
that is obtained. A sample of 30 participants is arguably small by the standards of a large
population like the APAC market, although the study is focused more on the depth of
experience of the professionals in the leading commercial practices than the large population
coverage. This means that this method fits within the exploratory organizational research,
whereby expert-based sampling is applied to produce strategic information on developing
internal capability.

3.5 Data Analysis

Descriptive statistics were employed to analyze quantitative data in order to define
important trends, average scores, and gaps in capabilities. Thematic coding was used to analyze
qualitative responses in order to determine recurring trends in the analytical thinking,
interpersonal effectiveness, and cross-functional collaboration. As per Peesker et al. (2022), the
correlation between analytical competence and overall sales performance was the focus of the
analysis.

3.6 Validity and Reliability

The regional managers reviewed the content validity and clarity of the questionnaire.

Internal consistency checks and consistency of quantitative and comparison of qualitative
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findings and feedback were used to guarantee reliability. The ethical standards involved keeping
all the company and participant information secret.

The validity of the instruments was done by the expert review by regional sales
managers and subject matter specialists, whereby, clarity, relevance and compatibility between
the items and the objectives of the research were assessed before the collection of data. The
questions of the questionnaires were structured based on the found literature, specifically
Peesker et al. (2022) and Zhang and Zhang (2025) to enhance the content validity.

Due to the exploratory nature of the study and the confidentiality limitations of the
organization where the study was conducted, no formal pilot survey, including statistical
reliability testing (e.g., Cronbachs alpha), was conducted. In its turn, reliability was also
addressed, methodological triangulation was provided, the combination of the Likert-scale
responses with the qualitative interview data, and the thematic consistency checks among
participant responses.

Moreover, the participants were chosen using the sample of direct participation in sales
and business activities, which also contributes to the increase in the construct validity with the
help of expert-based sample. There is a merging of both the quantitative tendencies and the

qualitative inferences, which substantiate the relevance and reliability of the conclusions.
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Table 2: Literature-Supported Questionnaire Items for Developing and Nurturing Sales &

Marketing Skills

Relevance to Supporting
No. Original Question
Research Focus Literature
How effectively do you identify, Measures customer
Marketing
interpret, and respond to customer orientation, a key
1 Intelligence
requirements within the APAC foundation of sales
(2024)
engineering plastics market? excellence.
What approaches or analytical tools | Captures market insight and
do you use to evaluate and analytical capability, Monjagapate &
2
segment target markets in the APAC | essential for strategic Smitintu (2024)
region? planning.
How effectively are sales and
Evaluates strategic sales and
marketing plans aligned to support Zhang & Zhang
3 marketing alignment, central
business objectives in the APAC (2025)
to internal sales excellence.
engineering plastics sector?
What relationship-building strategies
Focuses on relationship-
are applied to strengthen long-term Peesker et al.
4 building and trust, critical in
customer partnerships and ensure (2022)
B2B engineering markets.
mutual value creation?
How proactively do you identify and
assess emerging market Reflects market agility and
Fernandes
5 | opportunities, and communicate key | strategic foresight, key to ( )
2025
insights across the APAC commercial | long-term competitiveness.
organization?
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4. Research Result

4.1 Descriptive Statistics of Participants

A sample population of 30 respondents was used in the study, which was
representative of the employees employed in the polycarbonate business in 8 countries in
APAC. Those that were incorporated were professionals in India (3), Korea (6), Taiwan (1),

Thailand (5), Japan (8), Indonesia (1), Malaysia (1), and Vietnam (2).

Table 3: Distribution by Job Function

Position Frequency (n) | Percentage (%)
Sales 25 83.3%
Technical 4 13.3%
Extra / Support Role 1 3.3%
Total 30 100%

Among 30 respondents, 83.3% were in the sales jobs, as the main focus of the study
was on the development of sales capabilities. A lower percentage (13.3) was technical support
functions, and one respondent (3.3) was in the auxiliary position.

Japan (26.7%), Korea (20.0%) and Thailand (16.7%) were the most represented responds
(greater than 60% of the total sample). This allocation is a sign of the significant presence in the
market and concentration of customers in the Northeast and Southeast Asia of the companies.

The 8 countries will be represented in the multinational to offer the coverage motivated
by mature markets (Japan, Korea) and emerging markets (Thailand, Vietnam, Indonesia, Malaysia,
India, and Taiwan) markets of APAC so that the sales and marketing practices can be compared
in the different levels of market maturity. The composition of the sample is in line with the aim

of the study to get a general view of the sales capability differences in polycarbonate industry.
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Table 4: Q1 How effectively do you identify, interpret, and respond to customer requirements

within the APAC engineering plastics market?

Rating (1-5) | Description Frequency (n) | Percentage (%)
1 Extremely low 0 0%
2 Slightly 3 10.0%
3 Moderately 6 20.0%
4 Very well 18 60.0%
5 Extremely well 3 10.0%
Total 30 100%
Mean = 3.7, SD = 0.78

Table 5: Q2 What methods do you currently use to identify and understand our target

market?
Frequency | Percentage
Theme Representative Response
(n) (%)

“Engage directly with potential

Direct customer
11 36.7% customers through interviews to gather

interviews / surveys

qualitative insights.”

“Visit customers, attend trade fairs,
Field visits and

8 26.6% and discuss trends with design and

trade shows

OEM teams.”
Data analytics and “Utilize data analytics to understand

6 20.0%

trend tracking customer behavior and preferences.”

“Create detailed profiles of ideal
Customer profiling /

5 16.7% customers based on purchasing

segmentation

patterns and demographics.”

Total 30 100%

Note: This qualitative question was thematically coded into four main approaches.
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Table 6: Q3 Do you have a clear marketing plan that outlines our promotional strategy?
Description Frequency (n) | Percentage (%)
1 Not at all 1 3.3%
2 Slightly 3 10.0%
3 Moderately 10 33.4%
4 Very well 12 40.0%
5 Extremely well 4 13.3%
Total 30 100%
Mean = 3.5, SD = 0.93

Table 7: Q4 What strategies do you employ to build lasting trust with customers and achieve

Win-Win outcomes?

Frequency | Percentage
Theme Representative Response
(n) (%)
Transparency and open “Being transparent and responsive
10 33.3%
communication during issues to build reliability.”
“Provide consistent technical
Technical and problem-
9 30.0% support and evidence-based
solving support
solutions.”
Relationship continuity “Maintain long-term reliability and
6 20.0%
and reliability follow up on performance.”
“Work with customers on co-
Collaborative
5 16.7% development and new
innovation
applications.”
Total 30 100%

Note: This qualitative question was thematically coded into four main approaches.

136




D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

Table 8: Q5 How do you investigate opportunities to enter new markets or segments?

Frequency | Percentage

Theme Representative Response

(n) (%)

Team communication “Discuss trends and opportunities
9 30.0%

and sharing with internal and regional teams.”

Market monitoring “Subscribe to trade magazines and
8 26.7%

and trade journals attend industry conferences.”

“Use internal reports and
Data-driven analysis
7 23.3% competitive benchmarking to
and forecasting
identify new applications.”

Customer

“Collect insights during customer
collaboration and 6 20.0%

meetings and share internally.”
feedback
Total 30 100%

Note: This qualitative question was thematically coded into four main approaches.

5. Discussion

5.1 Understanding and Responding to Customer Requirements

The Question 1 analysis, which was based on the following question How effectively
do you identify, interpret and respond to customer requirements in the APAC engineering
plastics market? demonstrated that the respondents were highly customer-oriented. However,
the mean of 3.70 (SD = 0.78) indicates that the majority of respondents had rated themselves
as very/extremely effective in their grasp and response to customer needs. It shows that the
sales teams in the APAC region have effectively developed skills of interpersonal and technical
engagement that allows them to single out the expectations of certain clients and offer custom-
made solutions.

Nonetheless, qualitative responses implied that some extent of this customer
knowledge would be related to informal contacts, such as visiting the sites, testing the products,
and personal relations, but not the systematic data gathering. Although the methods are
conducive to the development of close relationships, they can also restrict scalability and cross-

market consistency. This also corresponds to the results of Market Intelligence (2024) which
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pointed out that in industrial B2B markets, customer insight is more likely to be based on
personal experience as opposed to formal analytics. To turn the APAC operations toward sales
excellence, it is recommended that the institutional knowledge-sharing should improve and that
integrated CRM systems should be implemented in order to turn customer experience into
operational intelligence.

5.2 Evaluating and Segmenting Target Markets

In Question 2, Which strategies or analytical tools do you use to analyze and segment
target markets in the APAC region, showed that employees tend to use direct engagement
strategy like interviews, visits to customers, and trade shows to determine the potential segment.
Such data-driven instruments as analytics software and competitive benchmarking were
mentioned less often, which indicated an existing breach between experiential and analytical
market knowledge.

This observation implies that teams have a high level of qualitative insights, but they
still need additional market analytics and segmentation skills. According to Monjagapate and
Smitintu (2024), one of the challenges organizations in emerging APAC markets have to deal with
is the difficulty in moving towards the evidence-based sales analysis, instead of focusing on
relationship-based analysis. Reinforcement of data interpretation, competitor intelligence and
segmentation modeling would assist the company in identifying customers of high value more
effectively as well as match market strategy to long-term growth goals.

5.3 Alignment of Sales and Marketing Plans

In Question 3, How successful are the sales and marketing strategies aligned to the
business goals in the APAC engineering plastics industry, the responses showed that it is
moderately aligned with the overall mean of 3.50 (SD = 0.93). The majority of the participants
claimed that their marketing plans are clear but it can be enhanced by combining with sales
execution and technical support functions.

This partial congruency is indicative of a larger organizational issue facing multinational
B2B companies, in which regional teams might be operating in silo. These results are also in line
with Zhang and Zhang (2025) who pointed out that strategic alignment of the marketing and
sales functions has a direct impact on commercial responsiveness and market responsiveness.

In order to strengthen this alignment, APAC operations must formalize collaborative planning
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cycles, common performance indicators and cross-functional communication practices, making
sure that the marketing intelligence is reflected in the sales strategies at the field level.

5.4 Building Long-Term Customer Relationships

In Question 4, What relationship-building strategies are used to build long-term
customer partnerships and guarantee mutual value creation? indicated that transparency,
reliability and technical collaboration are the core factors in maintaining trust in customer
relationships. More than 60% of the respondents had made clear communication and constant
support their core pillars of relationship strength.

Such results can be compared to the results of Peesker et al. (2022), who have
established trust-based relationships and consultative engagement as major predictors of sales
excellence in industrial markets. Another theme that respondents emphasized on is the
importance of adding value to the services, developing solutions together, and being receptive
to the concerns of the customers as a way of gaining credibility and customer loyalty. To
enhance this aspect further, the company may sign a relationship management model that
combines technical, commercial, and service operations through a single customer interaction
model.

5.5 Identifying and Communicating Market Opportunities

In Question 5, How proactively do you recognise and evaluate new market
opportunities, and communicate major insights across the APAC commercial organisation, the
responses showed that teams stay attentive to the industry news, participate in trade shows,
and communicate insights within the company. Nevertheless, it is still fragmented with minimal
application of structured analytical tools or centralized systems of sharing knowledge.

This implies that there is a high level of consciousness of emerging opportunities and
lack of formalisation of the market intelligence processes. According to Fernandes (2025), the
organizations that combine systematic market scanning and internal communication systems
have a higher probability of maintaining long-term growth in unstable regional conditions. Thus,
APAC engineering plastics team ought to contemplate the adoption of an official market
intelligence system, in which trend information, customer response, and competitor activities

are orderedly recorded and shared among groupings.
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5.6 Summary of Discussion

Across the five capability dimensions examined, the APAC organization demonstrates
strong customer orientation, moderate analytical capability, and high relational strength.
However, opportunities exist to enhance data-driven market segmentation, cross-functional
aligcnment, and structured knowledge management. The integration of digital tools, CRM
analytics, and regional coordination mechanisms would help institutionalize current best
practices and advance the organization toward sustainable sales excellence.

Collectively, the findings reinforce the notion that sales excellence in the APAC
engineering plastics market requires not only strong interpersonal and technical engagement
but also a systematic, intelligence-driven approach to market understanding, relationship

management, and strategic alisnment.

6. Strategic Development for Sales Skills

6.1 Strategic Recommendations based on Q1 Findings

The Question 1 analysis showed that the majority of respondents believed that they
were very effective when dealing with customer requirements (Mean = 3.88, SD = 0.78). In the
region, they have a strong customer-oriented culture: about 74% of them considered their
capability to be very well. Nonetheless, the data of interviews showed that, even though
employees show great interpersonal and technical skills of engagement, data sharing
mechanisms are not well-organized and structured across countries. This is in line with what the
Marketing Intelligence (2024) pointed out that in many industrial B2B markets, experiential and
relationship-based insights are more likely to drive markets than formal analytics.

At least some informal strategic practices are also already in place within the company,
such as customer alignment training achieved via workshops, peer discussions and regional
meetings, which were pointed out through the qualitative feedback. In spite of the fact that
these initiatives encourage collaboration, they are not standardized to a sufficient extent and
need to be institutionalized. The other application described by the respondents pertains to
the application of market and competitor intelligence tools even though they are not uniformly
used: purchase data monitoring to monitor trends in the industry and customers. This result
confirms Zhang and Zhang (2025) who underline the role of cross-functional integration and

systematic knowledge-sharing to improve the performance of sales. In addition, Peesker et al.
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(2022) claim that structured customer knowledge management and consultative selling are
essential elements of the excellence of industrial sales. Thus, it is proposed to introduce an
APAC-wide customer intelligence center to be able to gather, coordinate, and share customer
data with the regional teams to provide a more data-driven and consistent response to the
customer engagement.

6.2 Strategic Recommendations based on Q2 Findings

The analysis of Question 2 indicated that the majority of the respondents depended
on qualitative techniques to learn about the market dynamics, including interviews with the
customers, visits to the field, and trade fairs. Only a small fraction of 37% used interviews or
surveys to collect customer insights, with only five out of ten using data analytics or trend-
tracking solutions. This shows that the customer knowledge is still more of a relationship-
oriented knowledge, implying a high people-focused sales culture in the organization.
Nonetheless, the infrequent application of analytic tools and frameworks of systematic
segmentation indicate that evidence-based decision making remains immature across the APAC
activities. This observation is in line with Monjagapate and Smitintu (2024) who noted that a
significant number of organizations in the emerging markets have difficulties when it comes to
transforming relational to evidence-based sales analysis.

Interview information also revealed that there are a number of strategic practices to
enhance market evaluation and segmentation. Respondents highlishted the importance of being
trained in data analytics with the help of applications like Power Bl, Tableau, and Excel
dashboards to increase their capacity to analyze customer trends and incorporate quantitative
data in decision-making. Moreover, respondents also emphasized that persona-building
workshops would be helpful to create a full-fledged customer profile that would include both
qualitative and quantitative information as well-help to design more specific marketing
strategies. This method is consistent with Marketing Intelligence (2024) that focuses on the
combination of analytical and experience-based knowledge to reach a balanced customer
comprehension. Moreover, the respondents proposed enhancing positioning strategy coaching
to enhance customer messaging alignment with business value propositions, sustainability
objectives, and segment-specific priorities. Similar to what Zhang and Zhang (2025) contend,
systematic segmentation and positioning can help organizations to synchronize their sales and

marketing strategies, making them more responsive to the entire market in general.
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6.3 Strategic Recommendations based on Q3 Findings

Analysis of Question 3 showed that the respondents felt that there was moderate
aligcnment with the mean being 3.5 and SD = 0.93. Whereas 36% of the respondents said that
their marketing plans were clear and well-defined, most of them (64%) said that they were
moderately or slightly developed. These results indicate that despite the awareness among
employees of the significance of the marketing and sales integration, it is not well implemented
in the APAC markets. The findings new that there was no co-ordination between the sales and
marketing functions especially in the aspect of converting the knowledge of customers to
structured promotional and strategic campaigns. This is consistent with Zhang and Zhang (2025)
who discovered that poor cross-functional integration would inhibit commercial responsiveness
and strategic implementation in a B2B organization.

The existing practices and areas of improvement were revealed through interview data.
Marketing planning and alignment training were highlighted as a necessity by the respondents
since most of the teams have no systematic structure linking customer profiles to business
strategy. It was suggested to use such tools like SOSTAC, alignment of the goals, or the 4dps
model to standardize the planning process and be able to make sure that there is congruence
between marketing operations, sales targets, and regional developmental aims. Moreover,
respondents suggested alignment workshops as a source of promoting digital marketing, value
propositions, and audience segmentation in a consistent manner. Such practices resonate with
Fernandes (2025) who also stressed the importance of integrated marketing planning and data-
driven coordination to make sales effective within the region.

Also, the research concluded that shared learning and ongoing improvement might be
supported through peer-based sessions of sharing the best practices by high-performing teams
that shared campaign templates, planning techniques, and lessons learned. This is corroborated
by the findings of Marketing Intelligence (2024) who opined that institutionalizing knowledge
sharing improves organizational learning and strategic responsiveness in industrial sales
environment.

6.4 Strategic Recommendations based on Q4 Findings

The Question 4 analysis provided four overarching strategic themes that were found on
the basis of the interview data: transparency and open communication (33.3%), technical and

problem-solving support (30%), relationship continuity and reliability (20%), and collaborative
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innovation (16.7%). The results have shown that the customer confidence in the APAC
engineering plastics market is majorly based on keeping open communication, offer of constant
technical assistance, and reliability in follow-ups on a project. Companies in markets like Japan,
India and Vietnam stressed that responsiveness and reliability ensure that credibility and
customer loyalty is attained in the long run. This finding is consistent with that of Peesker et al.
(2022), who found that transparency, responsiveness, and consultative engagement are the
predictors of sales excellence in industrial B2B markets.

The qualitative interviews also found out that transparency and reliability coupled
together is viewed as the best mechanism in developing and maintaining trust. The respondents
observed that active communication, timely detection of problems, and provision of evidence-
based solutions can contribute to making the company a preferred business partner, but not a
transactional supplier. The finding is consistent with Zhang and Zhang (2025) who highlighted
that customer collaboration and technical value creation increase the sustainability of
partnerships in the long run. Also, team innovation, especially in co-development project and
joint application testing had been indicated to be critical in winning-win results within the
automotive and electronics industries. Nevertheless, a great number of these practices are not
formalized and could use a systematic implementation into the corporate process of the
company.

On the basis of these insights, a number of strategic recommendations are given. To
begin with, the interpersonal communication and conflict resolution may be improved with the
introduction of Trust-Building Communication Workshops. Second, Customer KPI Discovery and
Mapping Training would be an effective way of ensuring that sales teams can decide and
pinpoint with the strategic goals of customers, which include sustainability, performance, and
cost efficiency. Lastly, a Strategic Value Selling Program has the potential to establish
consultative selling practices as a matter of institutionalization, making the firm an innovation-
driven, solutions-oriented partner, which would be a recommendation in line with Fernandes
(2025), who highlighted the importance of structured relationship management to realize long-
term sales performance in the APAC industrial market.

6.5 Strategic Recommendations based on Q5 Findings

Findings from the Question 5 revealed that the majority of the respondents used

informal and experience-based processes instead of formal systems of analysis. The qualitative
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information demonstrated that there are four broad themes: team communication and sharing
(30%), market monitoring and trade journals (26.7%), data-driven analysis, and forecasting
(23.3%), and customer collaboration and feedback (20%). These data show that although
employees closely monitor the situation in the market by reading trade publications,
benchmarking and meeting customers, there is no organized intelligence-sharing procedure and
coordination across the regions. This disconnect is an implication of incoherency in the capturing
and dispensing of market insights throughout APAC, which leads to slow reactions to developing
trends. These results are congruent with those of Fernandes (2025) who underlined the fact that
the organizations that managed to formalize their intelligence systems and have predictive
analytics capabilities are in a better position to maintain growth in unstable regional markets.

The responses during interviews also indicated that the main sources of finding new
opportunities are customer touchpoints and internal conversation, but these interactions are
mostly unstructured and informal. Lack of formal processes of capturing and sharing of insights
across markets underscores the importance of formalizing knowledge management. In line with
the Marketing Intelligence (2024), it would be beneficial to create a centralized market
intelligence framework and joint communication platforms to convert disjointed insights into
action plans. The prospective use of Al-based tools, dashboards, and digital analytics systems,
which could predict the market changes, were identified by the respondents as well, as the
technologies could resolve the challenges of responding to the local and being coordinated on
the global level.

On these understandings, a number of strategic recommendations were suggested.
Structured Market Sensing Workshops might improve the ability of staff to gather and analyze
market data in a systematic manner and Trend Communication Protocols (e.g. standard reporting
template or monthly digests) could make cross-team information flow more efficient. Moreover,
Global-to-Local Strategy Sessions and Digital Resource Training would encourage the alignment
of various countries more closely and enhance analytical capability. These actions resonate with
those made by Zhang and Zhang (2025), who said that competitive agility in B2B industrial
markets is essential to maintaining success in cross-regional communication and data-driven

decision-making.
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Focus Area

(Question)

Key Findings

Strategic Recommendations

Q1. Understanding
and Responding to
Customer

Requirements

Customer orientation is high (Mean =
3.70, SD = 0.78) with personal
relationship and informal interaction
being the primary resource the
respondents use. Customer insights
are an experience-based and not

data-driven one.

Establish an institutionalized CRM
and knowledge sharing system,
codify customer insight training and
strengthen cross regional data

integration.

Q2. Evaluating and
Segmenting Target

Markets

Qualitative tools (e.g., interviews,
visits) are used by teams the most
and there is little utilisation of
analytics and data-driven
segmentation. Representative of a

discrepancy in the ability to analyze.

Training Data analytics (Power B,
Tableau), persona-building
workshops and improved
segmentation modeling should be
provided to integrate both
qualitative and quantitative

knowledge.

Q3. Alignment of
Sales and Marketing

Plans

Intermediate relationship between
sales and marketing (Mean = 3.50,
SD = 0.93). Organizational planning is

not well structured in many teams.

Introduce joint planning
workshops, use OKR/SOSTAC
models, and promote the session
of best practices sharing to align

marketing.

Q4. Building Long-
Term Customer

Relationships

Some of the important themes
include trust, transparency, and
reliability. The relationship-building

practices are informal but effective.

Implement Trust-Building
Communication Workshops,
Customer KPI Mapping Training,
and a Strategic Value Selling
Program to put the process of

managing relationships on paper.

Q5. Identifying and
Communicating
Market

Opportunities

Teams are based on the informal
communication, trade journals, and
meetings. The market sensing is
unstructured and is not using formal

data tools.

Hold Structured Market Sensing
Workshops, set Trend
Communication Protocols and
implement Al based predictions
and digital dashboards of proactive

market intelligence.

145




JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

6.6 Practical Implementation Roadmap

To make the suggested strategic suggestions practical, the current study converts the

pertinent findings into an action plan that outlines short-term, mid-term and long-term

projects.

Table 10: Practical Implementation Roadmap for APAC Sales Excellence

Action

Responsible Unit

Expected Outcome

Conduct CRM training and
standardize customer data

entry across APAC

Sales Excellence Team / IT

Unified customer database
and improved knowledge

sharing

Launch Trust-Building

Communication Workshops

HR / Regional Sales

Managers

Improved customer

engagement consistency

Implement Power Bl /
dashboard reporting for

market segmentation

Sales Operations

Data-driven customer

targeting

Organize quarterly Sales-
Marketing Alignment
Workshops

Marketing + Sales

Better alignment of
campaigns and sales

execution

Establish APAC Market

Intelligence Hub

Regional Management

Centralized opportunity
tracking and trend

forecasting

Institutionalize Strategic

Value Selling Program

Commercial Excellence

Stronger solution-selling

capability

7. Conclusion

Regarding academic contribution, this research expounds the already available
literature on sales excellence by placing the contextual development of organizational sales
capabilities in an APAC engineering plastics industry. In contrast to the previous studies, where
the majority of studies concentrate on the specific sales performance or generic marketing
models, the current research combines the customer orientation, analytical market

segmentation, sales-marketing alignment, relationship management, and opportunity sensing
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into a single inner strategy scheme. The results draw region-specific and show that experiential
knowledge can be institutionalized using structured analytics and cross-regional coordination,
which contributes to the empirical knowledge of sales excellence in emerging industrial markets.

This study investigated how sales excellence has evolved in the APAC engineering
plastics business, and the study has been conducted in five aspects including customer
understanding, market segmentation, marketing alisnment, relationship management, and
opportunity identification. The knowledge gained after interviewing 30 experts in the region
confirmed that teams are very customer-sensitive and technically competent, but structured
analysis, strategic planning, and inter-regional partnership are still gaps. The research established
that there is a general high level of understanding of customers, which is more grounded on
subjective experience than on systematic models. Qualitative insights are mostly used to
conduct market analysis and market segmentation with a small portion of data analytics. The
degree of marketing alignment is moderate since a significant number of plans are not clearly
linked to the business objectives. Relationship management was a strength, and it focuses on
transparency, reliability and technical problem-solving but they are informal and market specific.
Most of the respondents are proactive in tracking and interacting with customers in the process
of identifying new opportunities, although the intelligence sharing between countries is
inconsistent. The next essential steps should be strengthening data-driven decision-making,
formalizing cross-regional knowledge exchange, and improving analytical and communication
skills. Finally, the results indicate that the sales organization of APAC is well-based on customer
orientation; however, the shift towards a more organized, insight-based and strategy-focused
model is needed. Through institutionalization of the analytical tools, integrated planning and
perpetual capability building, the company will be in a position to attain sustainable sales

excellence and will stay competitive in the dynamic engineering plastics industry.
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Abstract

This study aimed to (1) examine the levels of transformational leadership, work motivation, job
satisfaction, and employee performance, and (2) investigate the mediating role of job satisfaction in linking
transformational leadership and work motivation to employee performance. The sample consisted of
200 employees working at a Japanese plastic manufacturing company located in the Wellgrow Industrial
Estate. Based on the conceptual framework of Hair et al. (2006), a quantitative research design was
employed. Data were collected through a questionnaire, which demonstrated an Index of item-Objective
Congruence (I0C) ranging from 0.67 to 1.00 and a reliability coefficient of 0.897. Descriptive statistics—
frequency, percentage, mean, and standard deviation— were used, while inferential statistics were
analyzed using Structural Equation Modeling (SEM) via SmartPLS software. The research results revealed
that the level of transformational leadership was at a high level (X=3.918, SD=0.863). Work motivation
was also at a high level (X=3.859, SD=0.867), followed by job satisfaction (X=3.745, SD=0.932) and
employee performance (X=3.724, SD=0.943).The results of the structural equation model (SEM) analysis
indicated that the factors with direct effects on employee performance were work motivation = 0.557%*%,
job satisfaction= 0.312%** and transformational leadership (TL) = 0.130%. In addition, transformational
leadership had a strong influence on work motivation = 0.888***. Transformational leadership also had
indirect effects on employee performance = 0.316) and job satisfaction = 0.164.

Keywords: Transformational leadership, Work motivation, Job satisfaction, Employee performance
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wananilfirdsdiunuinlunisadetamsssuesdmsfidaaiulssansnmnisvieures
wifnau sihuenfien usTingIukaznnanualvetesAnITivdenasmgAnssunisinnusmiingy
0819fiUsEAMENA (Schein, 2010) wiognslsfnuanmsAnuiinswuinlsanugaamnssuvedu
Tulszwalnedsuseaulam wu msndsdualadviunal maievesdslusynininszuiunisndndaa
ﬁaﬁunummﬁmﬁgﬁu Fedawansznusienmdnual msiAnveadelunszuiunisudn wazUsydvsam
nsvhauresussu lidulunuinnsgiu Ssdamalddununissdnding sty wagoransenusie
AUENNNTIUNITLYITUVBIDIANT (497191, 2564; Watanabe, 2018; JETRO, 2023) ‘fjiymma"]ﬁ
agvioudsmnudndulunmsiaunssuumsuimsianismelussdnig Taslawzegnedslusnunnizdin
fianansaflazduindounsidsundasazaiaussgsaliminauiinmsiaunshauliaeandesiu
WvaneveseRns

v v oa ¥ o

nsfnwaseliddianuddgyivaninaveinneiimadisuwlaswousegdlalunismiay
anuianelalunisviunaznanisufiRauvesndneu dadussduszneviiawisaaziiouds
Anudialunisuimsdaniswararuainnsatuniswyiduvedlssugaavnssululsenalne

TngnmeglssnuvesdiluitunumdidglunianisuanvesUsvinaegneddu
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2. IUITaIAYaIN1sIY

o

2.1 \ieRnwszAuvestdadennziinisiuasundas ussgelalumaienu anuiianelalunis
MuskagransuuRnuvemtngu
2.2. WisRinwiauitaelalunsvhauduiulsiunansii@enssminameiihnsiioundas

waztsealalunisvinugnanisujiRauvemidnauy

3. Uslewinaindnazlasu

3.1 W eliiusmslulssnugaamnssuniswdn awnsatwanisiseluldiduuuamisly
nsianAzdthmsasulas iieassussgslalunsihau anufianelalunshauiiediodi
Uszdnsnnlunisufufaulagsiuvedadnnis

3.2 elfidudoyaiiasydnddmvininnisuazfusmsiunineinsuywd lunsai
ansduiussEninsihiuyrannsifteainausagalelumsvinuuaziAeaufiemelslunisyhau vile

WAL N TUIMS T U UNAR

4. NUNIUITIUNTIU (Literature Review)
4.1 Npeuazuulfaiineanua1zginisilasuwdas (Transformational leadership)
wneils nginssuvesinysduasulvigaiuudsuwdadisnisiaulaeyaduniswaundngainli

geniieanisdaaliiiananis juinuimienindmnenfeunuasuasisrnulindaludadin

U

wazUgnilali s adwdvanevesesdnisuinaindmingdiuyang LuIAALI 8RN

3
nswasuuvadldsuamailasgrannlugaiiesdnisieandafuamuasuuiasegasmda fuily
é’ﬂ‘umsﬁﬁU‘mm1/1ﬁwﬁzﬂumsa%”mmsﬁﬂ’ﬁgﬂaﬂhmmﬂ’uma% n1snsed Uy iuasnisiv
mnuddyiendutialanyana (Bass & Riggio, 2006) Tngiiunsusulasusinuaiuasnaaves
yARINT Litosjagnisussqimesauiy (Northouse, 2021) usnanil Broome (2024) Iéndmisame

gihannsadwungiesndu 2 Ussiam Taun 1) fuaiiidunienis (Formal leaders) yanafildisunis

Aaa a i

O o ' | < Yo ay 1 &
LSRR ALY UUNIINTS 2) EJJU']V]»LN Wunenig (Informal leaders) uﬂﬂamuamﬁwaﬁaﬁmﬁuuﬂqﬂ

anuy Aw3 Usvaunisaivsensnens wildlagnuesisnnusiumniannanis detu nsideaseilly
LLmﬁmmwQﬁﬂmimﬁammawaa Bass & Riggio (2006) L‘ﬁuﬂiauiumi@%‘UWFJf;lJ’JLL‘UiﬂTJw;I:ﬁ’]ﬂ’]i
Wiguuuas Faaninasidvsnaseusegdalunisiin anufisnelalunisiinu wasnanisujifau

YDINTNIY
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o

4.2 nuijuazuulAadiieriuusegelalunisingu (Work motivation) udadeddiy

v
a1 1w

Pdmanonwszdvianlunmsihnunagssauanuianelavesypainslussdnis Inedussduszneu

vniendnduliyanavumaumensulumsuftimuasiidmsuiudmneveiesdng uuida
il¥eBususagila Ao nqufidriudunnudosnsvesnalad (Maslow’s Hierarchy of Needs) ddiaue
Tayusiiusagdlannenudesnsiiduduneu fudaudeamsfiugiu Wy Jademameninuay
anuvasadeluaudsanudesnisnisding n1sldsuniseeusu waznisifudunuies (Self-
actualization) (Maslow, 1943) Tuvauzifeaniu ngufassladevesesuiisn (Herzberg’s two-factor
theory) lanenussgalalunmsiuesniu 2 Ussian laun 1) Jadegala (Motivators) 1w Arudisa
msvensunarlenalunsiivle dedawaseanufianelalunisviiau 2) ﬂa%’aﬁwqu (Hygiene factors)
Wy Fuideu anmuwandeslunisviinuuazausiuasuendn femnviameluazyiliiAnnny
Lt awelandaglaiausnadioussgelalaenss (Herzberg, 1959) uanaini nguiaanuainnds
(Expectancy theory) 484 Vroom (1964) uauaiiusegelaiinainnisussiduvesusazynnase

o 6

ANNFURUTIEMINAINgIe i uNaNTUJ TR NuLasRanukulagyARar L Teglageaviilug
naansnAuazlasunanouuuiiduean wnfeddiaaduiugiuddglunisWauiwumianisuims
ningnsuywdlugadagdu lnsamzluusunvesnsadiannediifaiuisanseduliunainsiin

ya o

AUl v wazildiusiudenisduinfisuasdnisegedidu Tunsideasell fidelduwiAnves

Y
< o

Herzberg, 1959 Lﬂuﬂyugm‘l,umia%maﬁmﬂi wsagalalunisvineu TngldUssidumauiiaysiou
w3939l9

4.3 nguiuazuudAad 1 saiuadnui awalalunisvineru (Job satisfaction) foify
serUsznoud e iiinadeuszansamnisvhau Hedeilfisvenadeunnsdemafioelslumsvihen way
aufnvemiinnulasanzediBdugnamnssumsuinms (encana & Surya, 2023) uazauilaly
mimagjﬁ’ua@ﬁmﬁ (Hina, Mbado, & Gadi, 2023) LLu’Jﬁmmqm‘uﬁ‘wmaﬂszﬂﬁ"LﬁQnﬁfmﬂsﬁLﬁaaﬁum
nalnvesmnuidnfianslavesyrainsluviunvesmsinnueduliadsddyiidmasonunmTiouas
aigulngsemiinau (Hossain et al. 2022) Snvquinilsiidrdnie nquiaunauenia (Equity
theory) vesesud duausityaainsazidniianelamnidniinisuanivasusewinsdafinuesamuy
(Input) Auraneuwnuiildsy (Outcome) 1usssuilerisuiugdumnianitmuldSunanauunyls
yAsssuaztinaulifansladu (Adams, 1965) Aruftemelelumshauiuunfnd fuunesd
Mammma%qmamqmﬁgﬁm%m%‘mm Fudanu 13 ausinsesiunaiud snedadndng dneuuny
(Hina, Mbado, & Gadi, 2023) ImaLawwzaaiN?jq{ja%’amqﬁmmiﬁuﬁuwmwﬁwﬁmﬁ%LLam‘LﬁLﬁudﬂﬂﬁaﬁ
fidvswaidsuindemnuiawelslumsvinuuazdsadennusnfvesyseidiudanulunsindsasviou

ANuiAnvemtnauieesAnslasudninannaneiinisivdsundas ussgdlalunsvihau was
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Anufanelalunsinuninnuleaemzegaddugnamngsunisuins (Kencana & Surya, 2023) lng
naueiildwrihliminnuiaanuidniimelauazazianuianelslunmaihaulaesuluunuvmiiinms
UVBINENNU FIUITEN9A1UIRING191398 UL W ALAR A BN1TYIY AnvEUlaluay Yinwenns

nureienuidnferiunuilauieunneg luvagiidadomenudnuazietosiunisdoas ms

o &

afemuduiusiuimausmnuuasUsAudym (Hina, Mbado, & Gadi, 2023) Anuiianwelalunisviiau

fadulladddaiidmadonunmdinuazaugulaesiuvosyana (Hossain et al, 2022) Tun1533ud

o

YA o o w

fAdelduuAnves Adams, 1965 Fadutiaduddyiidenlosszrinannzdihuazusegslalunsyiany
funan1sufiAnuveminmuluernig

4.4 mqwﬁLLazu,mﬁwﬁtﬁ'snﬁuwanqsﬂﬁﬁamwmwﬁmm (Employee performance) {o
\Dutladuddgiiagiiounnuannsalunisussquivinevesesdnis 3aldsudvswannvainvan o
HadufioSureisiadefiidnSnadonanisviieuvesyaains (Campbell et al, 1993) N3 HanTs
UjtRnudunainnisysannisseninsusagela simuad wazlassainawensdnig dsdiudwasie
Uszansamlunisviauvesndnaulagnss ngudranisufifiau (Competency theory) Ludn
A3 vinwe wasngAnssuiidndusdensvhnuiinalnenswionanisufoRan saeifiertu Boyatzis,
1982) nanaintuinanug winwe uagwgAnssudisududensiaudussduszneuddaiidimun
FEAUVBINANTITU TR uaﬂmﬂﬁmwﬁmmmwi’wamgm (Vroom’s expectancy theory) 431

yransazfinansUFTRuAR mnmnwideiaumenewazhluguadndidaaen (Vioom, 1964)
ﬂa'wj’]wﬂ’ﬂmuawjumm’mwmmumnsﬁymﬁaL%a’j’]mmwmmuﬂgmzﬁwlﬂgjmaé’wa‘ﬁﬁﬂmmuaz
navausral MIgdINUARALALDIANTS LuVMELREINU Hackman and Oldham (1976) 85U
ANLVNIBYBNY ANLFURRTOU LagnsiuiTawadnsuesny dududladedrdniiaiausgda
melunarduaiiliAnnanisufoRauiiuszavsam nguinansufoRmuvemiinauasioulsiiu
famamsufiRnuifiinannssaunsuseninnudnuasesyana usagdlaniglutaslasaiiany

Mderon19v91u Feianuedruduladeiiuguigudmsmsiarsanlunisiauinasiaiuasa

Y
v

UszAnSamvesynainsluesinis lun1s3deased §3delduuifnves Hackman and Oldham (1976)
Magvoutiaseansainlumsuimamsnensuywd Alasudnsnaannazdiinisiisunuas usadla

Tun199i9u wazanuianwelalunisvinau

5. 35015798 (Research Methodology)

=3 a

n15398A5 8] I9uldAnw18nSnavesnizinisidsundas aausegddalunisviieu
Anudianelalun1sinau wasnan1suiiauremtnau lulssugeamnssunisnianaiadn

o @

0 " e a ¢ dax o a a &
GUENQJQJQ‘NLLWQWUQiUUﬂNQWﬁWMﬂii@JL']aiﬂa'l HITNITINNUUNTIIIVYUAIU
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5.1 UszuInIuaznguiaegng

Uszmnsildlumsfing Ae wilhoululssugeamnssunisuaanatainuiaviwesseine
yuiiss aglullnugnaivnssunialngd 31uiu 1365 au (Eenswensuywd, 2567) nqudiegeild
MMMUATUIANGNARE 9@ IMTUNITIATIEYRIAUTENBUNG 10 W15 3ilneT YuIndIeg1aWniu 10-20
Wihrasdwumsdiwes nsAwamaneliuwifnues Hair et al. (2006) ladnuiungudiagednui

& oA g o oA ° Y] A T v a A A < P
200 Ay Fediodndungudegeimunzandwivlunanlidudewniadlenldlunmsiiuniusiudeys
Juwuvaeunuwaganiiunisguiegrauuvendoanuiiazidusisnisduwuudte (Simple random
sampling)

5.2 \asaelanldlun1599e Usenaunie 5 @iy Aedl

dud 1 Juwuvaeuaudadediuyanavesinevnuuaeunulaeiitomaiudiuiu 6 4o
Ao el 91y szAUNTSANW anunm 013w uarseldwdedeiiou Jadumnuwuunsivaeusenis
(Check list)

] a I a [ Y o a 3 =
gl 2 - 5 Wukuvaeunmuieiunigiinisidsundas usagdlalunsyhau anuiamel
Tunsvisusazran1sujiRnuvesmdney lnsluusazdiuazianvaziduninsdmdszaiuan

(Rating scale) 5 56U ANULUUVDY Likert (1932)

v
=]

5.3 NSATIVEIUAMNINIATANHD EIT8ATIIABUAIUATUTAULTBMN (Content validity) 1ag

ad v A

NIRRT 3 v Uszilluanumsnzauvesternuudazte meTsnviianuaenndodsening

[

UingUszanvein1side (Index of Item-Objective Congruence: I0C) Han15UsELIUNUT

Qe e

AU

@

Ariinuaonadeseglurassening 0.67 - 1.00 Sseglusziufianmnsosoniuld udsanidudise
Uiuvasunnlunnaes (Try-out) Auninaulssnugnainnssunisudanaradinludminszess
$1uau 30 Ay 1ensIvABUAIILTBS (Reliability) vesuuuasun Ingligmsdudszansuoarives
Cronbach (Cronbach’salpha coefficient) nan153esginuinAduyssanswearidianviiu 0.932
Fageniunami 0.70 uansdwvuasunwiianugndeaazidesiu mzaudmiunisiiudeyasely
(Hair et al,, 2006; Nunnally, 1978 Juandlsiifiuinuuuasuamiinnuiisuasaundesiuoglussfugs
winzaudnsunsiluldfusivnudeyasss

5.4 maiusauTaadayalun1side

fAfeldsunafununuteyalneiituneudsil

1. maiusiusiudeyanseituszniafounanay 59 Woungedniaw w.a. 2567

2. ATINABUAINANYTNYDINTNBULUUADUN AT ALAE AT ity anuTTedia
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5.5 aaanldlunsienezidoya laun
1) d8RLFMIIN UTENoUsIensuanuLaInnaLd (Frequency) WazA3ouay (Percentage)
THosuedeyaineafuiiadudiuyana Anads (Mean: X) uazdudsauuanmsgiu (Standard Deviation:
s) IeSueseiummAniusetladesuanziininasunvas ussgslalumsiienu mnufimela
Tunsvieu wagnansuiRnuvemdnnuy
2) @df81984 (Inferential statistics) {iun15u1Aineadfunlddwiunaaevanufignu
(Hypothesis testing) Lﬁammmé’uﬁuﬁ‘mmf]ﬁaﬁﬁ5'1/1%‘waGiamamiﬂﬁﬂ’amuéumwﬁ'ﬂmusluiﬁamu
gaavnssunInaananaanvesduuivisluiiaugnainnsaunalngd fanmmsauazmnadoudae

fuvvaun1siassasiasaelusunsudnsagzy Smart PLS

6. uan15An® (Research Finding)
6.1 wan133Aszvideyaiily

Arounuuasunmdwlvaidunawe Andudevas 68.50 forgegsewing 31 - 40 U Anu

a a

Soway 45.50 danunausa Antdusovas 56.30 In1sd@nwiseausinIUsynns Andusesay

5

59.50 sneldafienaiiousening 15,001 - 30,000 um Asdusesas 72.00 wazilengfivinuegiv

s 5 - 10 ¥ Anvdudewas 49.50

a

6.2 naNTAATISANRAY drulBuuuNInIgIY

HANTIATIZYsEAUTEAUYRINIgiINsdsuLYA usegdlalunisviey anufisnelaly

N5INULAENANTUHURMUTDINTNIIU WARIRINITIN 1

A135197 1 Anadguardrudeuuunnsgiuvesniegiinisiuisundas usegalalunisvinay

AnuitanalalunisihaukasnansufiRnuremtnaulagsiu

ﬁi']l,az"a"ﬂLLaxdfauLﬁmwummgqumaqszﬁuéhLLﬂsIunqwsqu X SD STAU
ﬂnz;:iﬁwmimﬁlawmm 3.918 0.863 41N
wsegalalunisvineu 3.859 0.867 1N
Anufanelalunisieau 3.745 0.932 110
NaNFUURUTRINTINUY 3.724 0.943 110

91517 1 wan1sdrsaannisiinwinguiiegsiiduninaululssuenamnssunisude
warainvesUuuvimilslufiaugnavinssunalnad anzginiswisunlasdeneglussduundiade

FAU 3.918 Ardiulesuunnsgiuwintu 0.863 useslalunsvinuiiaregluszauunaaie
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sy 3.859 Adruideauummsgruminiu 0.867 avwfanelalunisihauiiareglussduann
Aadusaminty 3.745 Ardnudeauusnasg ity 0.932 uasnansufiRnuveaniinnuiirieg
Tusgfuannanadsswintu 3.724 Adudsauuanasgiumiiu 0.943

6.3 nansdangiinuuaunslasiaine mdeiidumsliengiuuuaunsiasads
FadunanmsiinreitadeifiaviwadenansufoRnureminauiaznanmeaeuauuigu Ineina
msinsgddaandlunmi 2 Jaiiaueidunisanuduiusvesduuvaunislaseai i dnw

AUANTUGIZIINILUTAN 9 9198 nanFIeTIzRdLUUaLNsIATsas e saesuelaneme Ul

—"—
0762
0830
0787
0815
T~
0.881
ny |4—
0851 T
oo
e N
oo
0554
0.568
0T ! )4
[
[t} —
079 ~
— T
0.888 SAT \\
2 B "—+ __kn!
R<=10.706 eSS RW F
s .
E— R*=0.885 /
h— RWS
0.204%
Mo 0312+
y

AN 2 LEUNIANLAUNUSURIA L UVANNTLATIESN

lngiiduldasunamnuduiussenindninavesiudsnisenansuf iiauvemdnauds

LERILUAST 3
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| AN
M9l 3 AnuduiusseninedvinavesiudsiiddenansuftRnuvesmtinau
fauds (LV) | Aenunuwds (RP) | endwa(Effect) TL MO SAT
Han1sURURY DE 0.130° 03127 | 0557
YDINTINIU 0.895 IE 0.316 0.164 0.000
(RW) TE 0.446 0.476 0.557
. DE 0.568" 0.294" 0.000
Auawelaly
. 0.706 IE 0.000 0.000 0.000
ATV (SAT)
TE 0.568 0.294 0.000
DE 0.888" 0.000 0.000
wsegalaluns
. 0.789 IE 0.000 0.000 0.000
1119744 (MO)
TE 0.888 0.000 0.000

nueme): DE = direct effect, IE = indirect effect, TE = total effect

M8 p-value < 0.10 W30 A1t > 1.65

*%

M8 p-value < 0.05 39 At > 1.96

wxx

M p-value < 0.01 30 A1t > 58.2

@

NN 2 uagaedt 3 nuindadefisninanimsaonantsufiRnuremtnau (RW)
wuianaiswelalunsvianusADegiiduddymisadafiszdu 0.05 Ineddnswauniiga = 0.557
sesaaAonsigdlalunisviiey (MO) fidvdwa = 0.312 uaznngginisdsuulas (TL) = 0.130
puadu Azdihnmsiasunlasdidvinaseusegdlalunsianu 0.888uazaneiihnsudsundas

(TL) faiidvznandensenanisufufnuresmiinanu (RW) duusegdlalunisiinu (MO) = 0.316

warAURNaNelalun1s9ineu (SAT) = 0.164

7. afiuTguazasuNan1sIvY (Discussion/Conclusion)

7.1 Wefnwseduvesieds anzinsasundas usegslalunmsiau anuianele
lunishaukagkan1sujiiauvesminaunan1sidenuimdnanululsanugnainnssunisnas
wanadnveadJuwimisluiaugamnssunalnainuiisefuvesnneinsasuulas usegsla
Tunsvhnu anufsnelalumsieuiaznanisujiRaueglussauinnyniu

Taeflnnggihnsiasunlasadsgean uandiiuingiilusadnisiinginssudauaniuns
UIMsinnT 1wy mdeans Weviml msafrussuaalalunsufifauremtnnuuagnislinig
atfuayunsihauegedeliles JeaenadosiuuuAnues Bass & Riggio (2006) ina1131A1aznTg

wWaguuasdnsnaseusegdlalunisvinuiaraiussdunalaliigniuianugadulunisinuie
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Yo Adw

ussgdmungvedesdin1ssiniu Snnsdsaenaqaaiu Northouse (2021) #laesunglidnguniidnwoe

Y

3 '

fanan fifnennlunsnsydunsifaunnuamesypansuardaasLALgnUssssAnIsoE ey

suussgslalumsianwemiinnuiioglussiuinn uansdanssudinnsieniaueiuas
1§50 msgensunnesdnisuaziiousanau feaenndesiunguiaestiadoves Herzberg (1959) 7
iueintadugdlafomnudiia msildfumssensuuazlenannuiamihdmaneussansaiwlunig
yhaw Snvisaenndaaiuuuifnues Putra et al. (2020) fiszydtussgslanelufinannisaeuauss
anudosmemsdnlauazmslafumsaiiuayuangi deaseUszavsnmlunisvhauiigetu uands
Fuiminnuiiiruafideindessinisdsalnensaearufimelaaranudilaogluosdmauandlsy
uiminnuiiausuiisveulunshaugs Wulldefiildviwadauindenanisufdausnniigs

TuvauziAeaiu aufiswelalumshauveamthoueglussduinn Sswandiifiudmiinaud
ANUFANGIUINAREN1MLIARBNTUNTYINNY SEUUNTUTMTIANT wazANUdUuTusSEninayAaINg
meluasdnis Tefodndudadvddglunsduaiulindnauianuddalunisy fuaauldosed
Usgansnmlalussezend

7.2. Wednwianufanelalunisherududiuysdunarsii@ouszninan1igdiinis
Wasuwlawazussgslalunsinuguansufdanuveminauainuanisiinsssiaunislasaiig
wui anuawelalunisihay wazussgslalunisvhay WusdudsAunans (Mediators) Afdnawa
ogaiiduddgyneada 0.01 lunsidenlosnngfinnisasunlas gransujifnuvesmdnau
wsegdlalumsvinu aneggihnsiasuulamazanufisnelalunisvinnuiidviwanmsasionans
UFtRnure iUy 0312, 0.130 uag 0.557 snuddiulazanzgihmsiasuudasidvinasie
w5999lalun19vi191u 0.888 wavdalidninaniedey Wiuksegslalunisvhauuazanuiianelalunis
¥y 0.316 way 0.164 wan1539ei Azfinsdsuulasdawarenanisuf iR uves
wiinulnenss wadalidvsnanisdonriuusegdla uazaufianelalumsvhaudaimihidenlesli
winnuAsejsiuasdslaufiRmulfiisnanisufofnuiiian aonedosfumuues Putra et al.
(2020) wuinamzgihmsasuulasansanszduusigdlaveamiinnusinunsdoansidoriminisl
nsafuayy wazniseeusuluauanunsavesynains dsdmaliinaudimelolunisihnuuas

ldnansujufaunivu Snnidiaenadadiuuuifnues Northouse (2021) inan3InEusinTe

Iz '
= o o a

ﬂ;ljﬁ’]ﬂﬁﬁl,ﬂa PULUAIEIUNTOATIIUTIBINIANITHNUTILD ABNITNAIUIANYNINYBIYAAINTUAT LN

v v
v A= A v o

Uszandnmlunsiauresesinisls nan1sideaseldditedAgludmsuimsinnisminens
uywd Nagvieuliiiuinsduasuuasianuninuennzdinnisiisuwlamwesuinsluesinig ae

anusagieinusdlanazanuiiswelalunisinuveminey Fadutudidglunisenseduna

nsUHURNULALINTAALAILTATUNTLUITUYBIBIANTS
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8. dalauauu
8.1 daiauauuzlumainan1sideluldusslond
1) fusmslssnugaamnssy msheaildanmdelulilunsdaadalifiinnsedu
af1ausetunnale demendduiiminaglinisaduayuninauegwiaides tiloadsusagalaluns
vha anuftswelalunsvhauieodiuussaninmnsyihnureswinaliigedy
2) wlelsiinemsnennsuywd annsathdeyalulilusenuuumdngmsluilneusudih uas
sruumsUszifiunaiitiumsaiaussgslanazarufionelavosmiinau iielminauAamiugnituse
asrnsluszeremdmaronsinginssunmafuaudniifvesesdnisdely
3) Wiedunumswesesdnisgramnssniluaisulsunsumsyaanns Wy n1siam
ARBULNU NIA1INUIEIAUNI901TN (Career path) N13ls19Ta viensendesiasnsuseiiiung
fgfsssu iedumaiinuszavsnmlumahauesminaulidBuresesdng
8.2 Yauanuzdmiumsiseadeioly
1) madeluadadelumsvensreuumesiiuiiinuluddsanugaamnssulssandu

suduwngeamnssuluiunnuana1eiy iWeliaunsaioufisunanisfnwiluusunivainvaie

v
o =<

LazTBLfiALATIUARM AADRTUANLLLTRTDYRHANTITINNB Y
2) lun9itendaeluarsionsuldandouisifouuunaunaiu (Mixed Methods) ln
@ﬁl,ﬁuﬂ'ﬁﬁgamﬁ%’m%w%mmuazmﬁﬁm%mmmw WU N3dNN1¥alE9EN (In-depth Interview)
wielanunsavimnudnlavszaunsel yumes wartadeiiAnadestuussgdlanaganuienelalums
yhaldesnedngs astelinamsifedenuauysoilfesiednaubeiu
3) Iumﬁ%ﬂ%ﬂﬁi@iﬂmsmﬁﬂmﬁ’gLLUiLﬁmLﬁuﬁmaﬁémﬁwaﬁiawamsﬂﬁﬁ’amu LU
FAUsTIUBIANIT WaTAUKNWUADBIANTSIH BATOUARULATADAAd DR UARILUA5al 25 g1y
AARAAVNTTHINTL
8.3 23ARN3MNANNTITY
NHANTTITYNUIN Jﬂ’wBiﬁ’]ﬂ’]iL‘UﬁlEJULLUaGﬁSM%WﬁVFﬂW]\MNLLﬁ%‘M’Né’awﬂlamaﬂﬁ
U Ruveminnuy duusapslalumavihausaganuiiselalunisviheu lnswsgdalunisiinud
waremainUszansamlunsihaunniign vusiorfuanuiianeldlunsieudeimih i dus
wsAunanfidrdglunisdenlossgnitannzdinmsidsuutasuasnansujofnuvemingy
Aefiidansdsundasiiiunisdonns drevenidevimitazaiiausdunalasondnanliia
firuaRidsuanuasifiuauyniusonsdnns uananinanisIsesadliiudinistaunguiid
Anuasalunsaiwsitunalasaziadunsgddalifuninauiedusunlunisassmnuaunsaly

nswisturedlssnuenamnssululssindlngogedadu

160



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

LONE1591999

nsfiaugeavnssuuisUssindlne. (2566). Jeyadavenaimnssulutszmalye. nslaugaaivnssy
wisUszinelne.

d1UNUANENITUNTALATUNTAMN . (2566). $789IUTTFNTI5a9UYIUNALNEY W.A. 2566.
dlnuANYNTTUNTALETINTAMLU.

av1en. (2564). JagmnisudmsianislulsanugpamnssudUululsendlne. 275a75m7599m759579,
12(2), 45-59.

Adams, J. S. (1965). Inequity in social exchange. In L. Berkowitz (Ed.), Advances in experimental
social psychology (pp. 267-299). Academic Press. https://doi.org/10.1016/50065-
2601(08)60108-2

Bass, B. M. & Riggio, R. E. (2006). Transformational leadership. Psychology Press.
https://doi.org/10.4324/9781410617095

Boyatzis, R. E. (1982). The competent manager: A model for effective performance. John Wiley
& Sons. http://ci.nii.ac.jp/ncid/BA25462247

Broome, M. (2024). Leadership in organizations: Contemporary perspectives and practices.
Routledge.

Campbell, J. P., McCloy, R. A, Oppler, S. H., & Sager, C. E. (1993). A theory of performance. In N.
Schmitt & W. C. Borman (Eds.), Personnel selection in organizations (pp. 35-70). Jossey-
Bass.

Hackman, J. R., & Oldham, G. R. (1976). Motivation through the design of work: Test of a theory.
Organizational Behavior and Human Performance, 16(2), 250-279.

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006). Multivariate data
analysis (6th ed.). Pearson Prentice Hall.

Herzberg, F. (1959). The motivation to work. John Wiley & Sons.

Hina, N., Mbado, M., & Gadi, A. (2023). Job satisfaction and employee retention: A comparative
study of service sector organizations. International Journal of Human Resource Studies,
13(2), 45-62.

Hossain, M. S., Rahman, M. H., & Karim, M. A. (2022). The impact of job satisfaction on employee
performance: Evidence from manufacturing firms. Journal of Business and Management

Studies, 10(4), 115-128.

161



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

Kencana, N., & Surya, D. (2023). The effect of financial factors on job satisfaction in service

industry employees. Journal of Service Management, 15(3), 78-91.

Likert, R. (1932). A technique for the measurement of attitudes. Archives of Psychology, 140, 1-
55.

Maslow, A. H. (1943). A theory of human motivation. Psychological Review, 50(4), 370-396.

Northouse, P. G. (2021). Leadership: Theory and practice (9th ed.). SAGE Publications.

Nunnally, J. C. (1978). Psychometric theory (2nd ed.). McGraw-Hill.

Putra, I. G. N, Surya, . B. K., & Yasa, N. N. K. (2020). Transformational leadership and employee
motivation in manufacturing industries. Asian Journal of Business Research, 10(1), 89—
104.

Rifkin, J. (2011). The third industrial revolution: How lateral power is transforming energy, the
economy, and the world. Palgrave Macmillan.

Schein, E. H. (2010). Organizational culture and leadership (4th ed.). Jossey-Bass.

Vroom, V. H. (1964). Work and motivation. John Wiley & Sons. http://ci.nii.ac.jp/ncid/BA04836203

Watanabe, C. (2018). Productivity improvement in Japanese manufacturing subsidiaries in

Thailand. Asian Journal of Business and Management, 6(3), 112-120.

162



D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

Ua8d2uUseaun1an1snaInnlonsnanani1sanaulave nunsnsiunisasn

1Y <

wWaAAUNaNvUIAEN-na1slun1TaeaniTey JanInguns

NUANYIY NeUTEs VIR duana’ nIau LTNe’

o

s

Fn3nnl MIvesan’ 5Awn v’ uay giaas) Isdndauns’®

q

(Fufisuunanu: 12/11/2568; Suudlounaay: 03/02/2569; Suneusuunaay: 12/02/2569)
UNANYD

=

ToaUsvasAtiie (1) AnwrszaunnudAgyresdadediulszaunianisnan

q

15784
(Marketing Mix: 7Ps) Aifivnasonisindulavesnunsnslunisidenrieiaunatsuuinidn-nanslu
nseeeanyieu Jmiaguns uar (2) Iinsgvidvisnavestadediusraunainisaanienisandula
Fanam na3deiifunsideideuiina ImaLﬁU%’@;ﬂﬁﬂﬂﬂLﬂwmﬂwnmunﬁauﬁ%w sidguiunsy
daasunainums U 2566 $1uau 398 AU FEIENIsduLUULsTumImdn Ay indesilefe

WUUABUAUTINILUNINTINER VAN TIMAEAUTRIN NTTaswiteyaldadifdmssaun laun

a

AadsLavdlLuuINgTEIL karadfidseuinulnen1TInTsinIsannesludunan Nan153Ie

NUINTTBAIUUTTAUNIIN59ANR 5 AuldnSnasean1sanduladannamAuNaIdvenEnsnIoe1edl

'
o w aada

WedAgyneadfnszau 0.05 lawn wangrunisnienn (f=0.40) Msdaasunisnain (B=0.17) 51a7

o
o

(B=0.16) wansiauai (B=0.15) uazyara (B=-0.15) lnefuusdassisiannsasduisainuuwlsusiu

o

vaan1sinaulalasesay 33 (R2=0.33) NanN15398T ALAUDIAIUEIAUVBINISHAIUNBIAUSENBUAIUY

o

NANFIUNNEAIMUALNALNTNITAUATUNITAAIAVRINDAIAUNAIT W BAT19ANT Bl LAY

s A o

AuduusTIgBuiununsnsluilgaununisdweenyiseuvessemelng

[N

Adaey: Yadedmdszauniinisnain nsdndula wedaunas n1sdeenisey Jmiaguns

'919158UsEN AnrAaUzmankarIneInN1IINNT INTINFUAUAIUATUNS INNUNET 1Y 5511
23955 dnfiny AgRaUTAEnsUAYIVIENNISIANTT IMTIvENduaaUAsUNT INeunasugsenll
*Qﬁwuéﬂssmumu Insdnn 081-746-5852 lua: monsikankueprajong@gmail.com

DOI: 10.14456/jiba.2026.9

163



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

Marketing Mix Factors Influencing Farmers’ Decision to Select Small-

Medium Middlemen in Durian Export fromm Chumphon Province

Monsikan Kueprajong'” Channarong Suksakul? Keawalin Jareonphol®
Thidarat Srithongsom® Wardina Bahea® and Suphatsara Jirasatsunthorn®

(Received: 12/11/2025; Revised: 03/02/2026; Accepted: 12/02/2026)
Abstract

This study aimed (1) to examine the importance level of marketing mix factors (Marketing Mix:
7Ps) influencing farmers’ selection of small-medium middlemen for durian export in Chumphon
Province, and (2) to analyze the influence of each marketing mix factor on farmers’ decision-making.
A quantitative research design was employed, collecting data from 398 durian farmers registered with
the Department of Agricultural Extension in 2023. The sampling method was stratified random sampling,
and the research instrument was a questionnaire validated for reliability and accuracy. Descriptive
statistics (mean and standard deviation) and inferential statistics using multiple linear regression analysis
were applied. The results revealed that five marketing mix factors significantly influenced farmers’
decisions to select middlemen at the 0.05 significance level, ranked by standardized coefficients (B) as
follows: physical evidence (B=0.40), promotion (B=0.17), price (B=0.16), product (=0.15), and people
(B=-0.15). These five independent variables explained 33 % of the variance in decision-making
(R2 = 0.33) The findings highlight the importance of enhancing physical evidence, such as storage
facilities, quality control, and transparency in trading operations, as well as developing effective
promotional strategies to strengthen farmers’ trust and long-term relationships with small-medium
middlemen. The results provide valuable insights for improving marketing strategies and sustainable

collaboration within Thailand’s fruit export supply chain.
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daulszaunsnsnann (7Ps) idsnsnasionisdndulavesnumsnslunindentiofaunarsunaidn-
nandtunisdseanydeu Jawdnguns wuudeunuuwlseanidu 5 da loun

gauil 1 : dawdansesnuantRvesnouuuUasUnL

daul 2 : Joyavhluvewinou 1wy wiA 01y Msfnw 918l wagUszaunsainisugnyGeu
(6 79)

goudl 3 : AomiieafuanuAaiiudedadsdruuszaunisnisnain (7Ps) 39u 21 9o
ﬂiamqmﬁga 7 d1u laun waadwe 59A1 99IM19n15TRTIMUIY N1SEUETUNITRAIN YAAINT
N3EUIUNNT wagvangunenienn lagldunsinuuu 8fsn 5 seeu (Likert Scale)

gauil 4 : MnwAafunisindulaidenwediaunais (@ 4o)

gauil 5 : anaeladmiutelausuuziiiuiy

5.3 N15ATI9EBUANAILATEEDATY

miﬁ’wummmgnﬁawmtﬁ’am (Content Validity) wuvdauanulasunisasiageulng
AM3anandl 3 v Jeflanudeanigiunisnaindudinuns msdseen wazszfeuizise lae
UszliuAayiauannnaeseninedain1uiuinguseasdniside (Iltem-Objective Congruence:
I0C) MIILIMNIYBA Polit way Beck (2017) wansuszidiumuind 10C aglutas 0.67-1.00 Jsgenin

LWNEUITURN 0.50 (Rovinelli & Hambleton, 1977) WanIbuUaauaINilnL@ennanisva
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AmLdiesiu (Reliability) yhmsvedeufiunguinunsnsiddnuazadiondaiunguiogeaia
$1U3U 30 518 HaNITIATIERAdUUsEAVS wearvesnTeuYIA (Cronbach’s Alpha Coefficient)
NUNANANLLE BT UTINVDILUTEBUAAINU 0.86 %ﬁaaﬂumm%ﬁ (Nunnally & Bernstein, 1994)

5.4 Bmanusiusaudaya (dedulunsiivnunudeyaduneaulutiafiow Suneau
w.A. 2566 Ingasiuiinuinumsnssimundsuiituns deutunsuduaiumanuasluuiazsineves
Faingams Wouanuuuaounuuazedue TngUsrasveansing wiouwemiuBusenangneu
fowd9amn9Ide Madiitelidoyaiildfaugndes asutiu wazasiouruAaiuaiavesndy
AI9E19

v

5.5 ahafldlun1simsisidaya n1sideasaliiaszideyaniaifsielusunsudnsagy

[

spss lngldhdeyasin wuuaeuanuiiusivsildunvdsunvasdusiadiies (Code) udatuiingia

adlulUswnsY WaALduNISIATIEAVBLANIEDRAMUAINU 2 TUADU A9

Y

v

5.5.1 NMFIATITNTDUANIBADALTINTTUUN

Y

1) Mmslieideyaiisafuiadedinusaumanisaain (7Ps) idvswasionis
dadulaidenefaunansuinidn-nanslunisdseenyBoudmingums lngliaddaiadowazdn
ijmmummgm ionanssziumuAniureununsnsluuiaziuvesdLUsTaunIenIsIaIn

2) mﬁmswﬁ%’aaﬂaLﬁ'mﬁumaé’mﬁlﬂ,ﬁ]LﬁaﬂWaﬁmuﬂmwmmﬁﬂ—ﬂmﬂ,umi
dsoonySeuimingums Tnsldadfaadouaraaudosuuinnsgiu ioosuissduaufniiures
ineRsnInenIsinauladenldusnTweAIAUNaIg

5.5.2 MyAATwideyasuaifiBseyunu (inferential Statistics) 1 flennaeuaNmEigy

warATIRdeUANLFITLSSEIe s et

1) Ardulssans anduiusvonfiesdu (Pearson’s Correlation Coefficient) tile
AATTAAMNFURUSTENINRILUTDATE LA AU IR

2) MIneaounIsasilintoauufgiu (Multicollinearity Test) Iagldrn Tolerance
ke Variance Inflation Factor (VIF)

3) mﬁmeﬁmmmam%lﬁuwn@m (Multiple Regression Analysis) \evnaey
Svisnavesadudiulszaunanisnann (7Ps) fiflsvswasenisdnduladenniefaunatsuunndn-nan

VBIAWAING
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6. NAN13IY

1) nadesesideyailuvesineunuudauny nuinguied1siinoutuvasuadlug)
Jumee Sewaz 50.50 feong 51 YUl Yovaz 36.75 Ssuldinuasnsdelunnnin 400,001 U
Yovay 35.00 ffufimedgn 11-18 13 $evar 32.75 laefszaunisaimaduinuning 11-16 U Sovaz
31.00 wazdlUSunansdeanyiseusial 6-10 fiu Jeuay 31.75

2) msdnneiszauauAaiuiiadsdiulszaunenisaanaiisinadenisanaulaiden
WaRnaunasvwaan-nans lumsdeeeniieu Jadnyuns annsanwuazinszideyalade
drulszaumansnanaiifinadenisdndulaidennediaunarsuunaidn-nans lunisdseanniseu
Janiaguns Ao dudsdu Ae Jadudruuszaunienisnain (7Ps) laun dundasioet a1usian dnu
FBINNNITINTINUIY AIUNITALATUNITAIA ATUNTLUIUNITIAUINAT baTAUUAAR dIUAILUTANL
Toun nsdndulaidenwemaunansuuindn-nats TunisaseonyiSeu Saringumns wuindunan Sl
fidniads 3.99 Azuuu dusien fdede 3.96 dudemisnsdadimine danade 4.1 Funis
daasunisnann dAede 3.84 dunsruaunisliuinig SAnede 4.20 dundngiunanieniw i

ALRRY 4.40 Lagiuuans ARGy 4.12 w1597 1

a13199 1 Toyaiduandeuavdinulesnuuinnsgi

7 5a x S.D. 32AU
1. fuwdnsiuet (Product)
1.1 wefaunans (§9) Aofifudedisgnioausiudinazindede 4.05 | 0.79 1N
1.2 infesdnimdnyFeudauiiomss Wefels 4.00 | 0.75 tly
1.3 \nunsnsamnsaneseaUosidusiSouls 392 | 086 tly
lngsu 3.99 | 066 | N
2. fus1en (Price)
2.1 woaunans (89) fvinumenSeulditmunmasulogantnain | 389 | 076 1N
2.2 inwmsnsiimufiawelasiosamSsuiivnglsvily 4.05 | 0.75 un
2.3 matndsulmvesnamSsuaenndosiuniznan 394 | 072 | wn
T3y 3.96 | 0.61 N
3. AUYRIMINITINI MUY (Place)
3.1 gafuiioagluuinaiiannsafasoluinldazniniiae 4.22 | 0.68 un
3.2 anuiifnsudeedindundmanvounymsns 401 | 080 | ¥
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a1eil 1 Foyaiiduanionavdiulewuunnsgu (o)

FadiTn x SD. | szau
3. AuYawneN1sInd e (Place) (sia)
3.3 vigfAunans (49 S1unsanuazmnluBesnisvudaou 4.10 | 0.81 1N
T s 4.11 | 0.61 €N

4. frun1sdaasun1snann (Promotion)

4.1 wedauna1e (§9) Wdeyadmarsdunieuiisiniuazndu
. 3.91 0.87 4N
Usglewnl

4.2 imsiineusy Warudunnuasnsluiunsiauwaunmisey | 3.97 | 0.87 tly

4.3 \neasnsanansadeliaduniswinainviedaunans (49) 1w Yo lag
L 363 | 1.00 | w1
liifosdneRuan

a5y 3.84 | 0.74 41N

5. AMUNTEUIUNISIAUSAS (Process)

5.1 nszuaumslunisiude-nelianugnisiasyisssusanumsns | 4.22 | 0.70 | unvign

5.2 yhulasumnuagainauiganmsldusnisyasudenseuainven .
. 421 | 073 | wniign
AUNA (a3)

12
o A

5.3 @n1UNSUT NS 8UINNBAIAUNAIY (§9) Tn15lHUSN1sATANY

q

o oA a - - . Y 4.16 0.72 1N
UYaannguLyene Ly lmmmﬂmwwanﬂaqﬂm

a5y 4.20 | 0.60 170

6. AIUNENFIUNIINIEAN (Physical Evidence)

17

6.1 wihanuisude (&) fmmilanisu ueafudaiou 443 | 060 | wniign
6.2 muluanuiisude &) fewasenieuios 439 | 0.68 | wnfign
6.3 muluanuiisude @ fuaaiafivme 438 | 0.62 | wndign

Tag s 4.40 | 056 | wnilgn

7. finuyana (People)

7.1 viafAunans (49) Tdsenfouazanuddiusia 4.18 | 0.72 tly
7.2 viaMAunaa (69) anansauidaymnlvignanla 398 | 0.79 un
7.3 WeAAuna (§9) fnnuslusinunsandeuiuegned 4.20 | 0.76 tly

Tagsu 412 | 057 | w1
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a9l 1 Foyaiiduanionavdiulewuunnsgu (se)

AT S.D. SEAU

=|

8. msanaulaldenniadraunansvuadn-nans

8.1 vhusndulaidenneniaunad ((9) Alisiangs o neunaziden .
C . 3 432 | 075 | wniign
WOAAUNATIANATIALN YT Y

a‘ '

8.2 vhudenveseulviiuremaunals (39) Negusialndifgaiu

]

, 420 | 0.80 N
FIUVDINTU

8.3 yiudlamuianelandsaindenioniaunad (§9) 31Ny y
. - 4.31 0.67 | wnvgn
Andula

8.4 vhwazuugihwemMaunas (9 vinudenlduinisligounsiu 4.43 | 0.64 | wniign

Tagsu 431 | 056 | wniign

3) m‘ﬁLﬂsﬂzﬁﬁamnaetﬁmﬁmaamﬁmmzﬁmmmaawmm

HanTAAszviAnlRde uazArdudsauusnTgIy

wu*hmsiaz%’aﬁwmmﬁmLaﬁlaa&ﬂuisﬁwm %aﬁﬁhm?{aasﬁwiw 3.63 019 4.43 LagA1dIU
\DeauunnsgIuegsziing 0.62 f 0.87 Gardudoauunasguliiiu 1 uansiideyainisnszae
TndesiurAieds s 1

ASAATITHAMUFUNUS TERIN9AUUS

Frenamanduuszansanduiusuuuiiiesdu (Pearson Product-Moment Correlation) i
frvualdiAu 0.8 (Liu, 2019) veeAduuszans anduiusvesiuuslunsiadasodiudszaums
nsmandifinadensdaduladeniefaunatsuuiaidn-nans lumsdseonyFou wui Arduuszans
fiAnegsyning 0.455 - 0.671 el famnsefl 2

nsasaadauteuly (Multicollinearity)

Fuusdassurazdadealudasyiu lnonisnsreaeudeulviavnsieaevlnenisldaadn
Tolerance fidelatioanin 0.1 uagen Variance Inflation Factor (VIF) denlaliiu 10 NN (Miles,
2014) 31ANNSILATIEY WUIY ANEDR Tolerance W99 USTASE1319 0.402 §19 0.492 LazAN
Variance Inflation Factor (VIF) fenseing 1.439 - 2.489 dsiuaguldinmuusdassyniluifsediu

AMUFUNUSTIA LAz AU (Multicollinearity) Aemn3197 2
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A151991 2 NNFIATIEIANUAUNUSTEUINEUS

::i 1 2 3 4 5 6 7| Tolerance IF
1 1 0.492 2.031
2 0.620** 1 0.402 2.489
3 0.545%* | 0.651** 1 0.441 2.265
q 0.654** | 0.671** | 0.597** 1 0.414 2.416
5 0.487** | 0.603** | 0.607** | 0.568** 1 0.452 2212
6 0.162** | 0.311** | 0.355** | 0.240** | 0.484** 1 0.695 1.439
7 0.474** | 0.554** | 0.611** | 0.553** | 0.594** | 0.455 | 1 0.487 2.052

wuEne): ** Correlation is significant at the 0.01 level (2-tailed).
X1: adeaunandet X2: Jadea1usian X3: Jadeaiudesnienisingiming Xa: dadeaunisadaasunisnann X5:

Yadusunszuiunistivinis X6: Jadedunamenin uag X7: Yadesuyana

4) M TEinIannBENgAIUUTURaY

NnuN mamﬁmezﬁmiamaawmmmusﬂy’umu wuhiifulsiddvanasenisdaaulaiden
worAunanawadn-nans lunisdseeniseuveanunsnsludaminguns Assfudoddymsada
0.05 e 5 Fauvshe Jadedundndast (x1) Jadedusan (x2) Jadediunisdaaiumanain
(xa) Jadesumenenin (x6) waztladeduyana (x7) Tnefladuussans anduiuswan (R) =
0.573 Aduuszavsanneeviesiunanisnennsel (R Square) = 0.33 Ardudssanianaesnsesiuia
n1sneInsaliuiund (Adjusted R Square) = 0.32 A1ANAAIALAG DULINTFIUVOIENUTEANE NS
annee (Std. Error Square) = 0.46 #5197 3 Faanunsnedungldindauusiifidnsnasenisdndula
\donneAiaunassuIaan-nans lunisdseanilouveanuasnsludminguns laun Jadusu
wanduse dadodusan Jadedumsdaaiunisnain dadedunsnenm wazdadeduyana 4

syAuUtpaAYISana 0.05 dAduUTEaNSNIIannounsosIuIANEINTalLYinAY 0.32 danan1sinaula

donwemAunauIman-nans lun1sdsesnyeureanunsnstudmingunsiosay 32.00

175




JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION

M13197 3 NMTIATILVRANITAANBENYANUULTURBY lieaTsaunsnenTalvesladudiudsyaunia

Asmatafinasen1sanauladannefALNaIULIALEN-NANY

R R Square Adjusted R Square Std. Error of the Estimate

0.573° .33 .32 46

a. Predictors: (Constant), Product, Price, Place, Promotion, Process, Physical and People

M19199 4 KaNFATIEvioanENvguLUUTUReuYeIlITed U TEANN N SRAATINAs DN

FnaulaldonNeAIAUNANTUIALEN-NAS

Unstandardized Coefficients Standardized Coefficients
Model t Sig.
B Std. Error Beta
5(Constant) 1.53 0.22 6.83 [ 0.000
NARTUN 0.13 0.05 0.15 2.54 10.011*
3781 0.15 0.06 0.16 2.67 10.008*
dalasy
0.13 0.05 0.17 2.71 10.007*
NI1INAM
ABNTN 0.40 0.05 0.40 8.55 10.000*
UnAR -0.14 0.06 -0.15 -2.60 [0.010*%

NANSeT 4 mamﬁmiwﬁamaawvgqmLLUU%umaquﬂwiwmmajﬁa%’aduuﬂixaww
nsnaafifinadensindulaidenriefaunarsvunaidn-nans lunmsdseeniiFeu Smiagams wui
FuUsiienanasenisinauladentedinunatsruindn-nans laun Jadodundnsom (B =0.15,
p < 0.05) Yadusrusian (B = 0.16, p < 0.05) Jaduarunisduasunisnaia (B = 0.17, p < 0.05)
Tadusumsnann (B = 0.40, p < 0.05) uazdadesuuaaa (B = -0.15, p < 0.05) Ingaunsaasis
aun1snensaitadsdiulsraunsnsnanafidnadentsdinduladeniedaunarsuuindn-natdlunis
deoonyFeu nuhdssansvestiuusmennsallusuuuuaziuuiu (b) viedudsyavisnennsally

aal 1%

sUAzuuuN1nIg L (B) danasoduusinasilunisuanddeddgnieadfviseau 0.05 (p < 0.05)

Y]

Feaunsaasaunisnensaluguaziuniv sl aunismensalluguazuuuiulacsd

v

Y= a + bx1+ bx2 azlgangisdl
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nsanaulaaannaAIAUNAYUIALEAN-NATY = 1.53 + 0.13 (adedunansue) + 0.15
Uadeaus1an) + 0.13 (Wadeaunisdauasunisnans) + 0.40 (Jadeaunianienin) + (-0.14) (Uadg

AIUYAAR)

7. asUunan1IdeuazdaLauanuy

7.1 a3UNan1sIdY

n93e il g UsrasdifieAnwniladedindszaumanianain (7Ps) fiduasdensfndulaiden
WodAunatsruIAiin-narslunsdseanydsutenunInsTavingung ngufiedanunInIivy
neilouiunsudaaiunsinuns U 2566 91U 398 AU NANITILATIENAIENITOANDENYAMNUI
Haduidsvinaegreiitoddameada (p < 0.05) ldud ndngrumisnigam (B = 0.40) m3daady
n39a1a (B = 0.17) 5991 (B = 0.16) wansfaust (B = 0.15) wazyana (B = -0.15) Inedaudsvianun

ansaesuieanuuUUsIuvensdndulalasesay 33.00 (R = 0.33) agulddnnnunseudiuaniui

'
o o o

wazn1suinsduladuddgfigalunmsdndulavesnwasnslunsideniemaunarslunmsdeenyisey
JINTAYUNS.

7.2 #5UNaN1SNAHRUANNAZIY

INMTAATIERTBYaRIETENTaNneeITduLUUNTAN (Multiple Linear Regression) #ui
Jasudruuszaunnenisnann (7Ps) T8vdwasgiituddyniadavisedu 0.05 sensdndulaiden
Womauna1suadn-nanslunsdseanyisBuTaN AN InYUNT

nsanauladennediaunarssuiadn-nans = 1.53 + 0.13 (Jadusunansiaei) + 0.15
(Uadparusian) + 0.13 (Jadeaunmsdaaiunismain) + 0.40 (Jadeaumianienin) + (-0.14) (Yady
AIUYAAR)

a1 1ATIEREus Y auufigiuiinaliin Jadudinuszaumanisnaiailanswasents
sndulaidenedaunarsuuiadn-naistunisdeeniiou Sminguns” lasuniseeusu lnaane
U998AIUnaNFIUNIINIEAIN ﬁSw%waqqﬁqm FO9AIUIAD NITAWATUNITNG 1A 1A WATHANS
vaurdl Yadesnuyana I3viswalunsausensdaaule

7.3 afiugHa

namsiIduiFestlatvdulsraumanisnaniiiavinasensdadulaveanunsnslunisiden
wefaunasuadn-nandlunisdsoannieu Saingums aunsaedumeldsed

7.3.1 Uaduaundnde (Product) nan15398wulnddnsnasg 1didAgynisads

=

(p < 0.05) siensindulaldennefAunans @enARBITUNLYDY WIYUTIA WAYTY (2560) NANYINTS

v
o ] 1%

LDNYDIMNNITINMUIEUIYINTT NUIHARA AT DN narnen1sendulalufianisuin Netldennaod
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funuAnves Kotler wag Keller (2016) fisgyimansnsiiuiladdyvesnisairsanufionelauayd
wason1ndendovesruilae vadlidefiarsanluuunvesnunsnstugnyidsufionisdioan wuii
Uadeinundndaeililavinefsinaniniisegiusie widisiufmnugnaeddunmsussiivgunin
nsflUesiiud waznsdningn Jsdsnalnonsaesneldvesnunsng miuamnsavesmefaunadly

nsUszdllugaunnedsgisssududuladvd A fivisananudsswaranuldudusulunissmiie

o
% o '

Handn i bineasnsinenuveiukasdnaulaidenvenseuliiunemaunasetuegiwoiios

I aa

7.3.2 Ja3uA1us1a7 (Price) wuadenswasy19divdAgyneada (p < 0.05) Aon1s
dadulaidenriodaunans Gedenndetu Laug sudu (2564) idnwdadediuuszaunanisnain
YeaLnuAINTAILEINS U IminuasATsIsNIIw NuInnwRsnslianuddydiusinunnian
domniuitfaselfuasnanouunulnenss ludunvesimiagunsianunsnsineldndnainnis
IIMUENTEU ﬁﬁ]ﬁTﬁJm”wuiﬂm?jqLﬂuﬁa%’;’mmmﬁumLLazmmﬁummqLﬂwgﬁwam%L"?au \NYATNT
lﬁlﬁﬂmmwLﬁmiwmﬁqﬂuﬂmnaﬂm’gamﬁnwhﬁ?u wridadfafannandusssy arwasiiaue uas
nMseiunsin fasveufinnuiideievesiedaunans wariinadensdndulaidongdmisnis

lussezen

¥ 1 v o

7.3.3 U29a1ut9an19n153n31uneY (Place) ansiasizvinuinlddswananisendula

' ¥
o w = a A

WWannaAAunaegltudAn Faennanaiu Nuwn3d Iawte (2565) NNUINUTEAIUTDINIINITIN

o

Tmislidwmanenisdndulaogsdtdvddy nan1s3ideaenaiienassuiglaanuiunvesiundned
WesnndamingunsiviedAunanensyredeglndunamdn waviin1sguieanuaeaINAIuNSUNEs

Tuninwasnseguds dwalirnuuanaduiainmsessezmdidudadenasnauliseulu

° v '

mMsindula wananni nsAnnedevigEuinsdNTivardoesulaudsiloantadnAnI1UYIN19INISIN

P Y
Y

e v liineesnsiianudayiuladesunaiiazausiioninninviane

a a 1 °

7.3.4 Yadueanunisdeaiunisnain (Promotion) Nan193ewuInldvewasd1eiltdodAgy

v ¢

n13add (p < 0.05) densindulaidentiofaunans aoandesiu 9mana egusny (2561) Adnw
nszuumsindulatoliinainsndseon wuhnsaaaiumsee wu nsliduanvoavsfiay a1unn
nszfumnuaulavesnunansld Snisdiaonadostunuafinues Kotler (1997) Aisvyinnisduais
mimmﬂLﬂuﬂﬁaﬁﬁmﬁﬁmaﬁaﬂ'ﬁ%’uiu,asﬂ13¢Tﬂ?mhsfaﬁuaﬂﬂuﬁm Tuanmwandeumnanisnanndia
AnufuNIugs edAunasfianansalideyatnansdiunain 51A1 LazuIRsgILNNTEIBENDEN

asaue azteanmyliviusulunisdndulavewnunsns wanannd fanssudaasunisnain v

U & a

nsliasindadensndavienisaenenmuiduauniniey Saevoufisnnuduiusidning

o

suilaunninnsderieiiiesseezdau Jadinasonsdndulaidenweiaunaisedelidudfyy
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7.3.5 Yadedunszuiunsliuinis (Process) nan1sidenuinlidwasenisdndulaiden
wofnAunaseteifed iy aenadasiu fyaning wuvim (2562) finuiinsyuaunisiusnis
Lilédnadenindondonandustayulng Hedorndumneinunsnsdiulngfvszaumsallunsae
y3eulsimedaunatsunduszosinaiuu slddauduututureuntsiudeunsaesinsyuuns
Tunsvesusardaidnunslndifsstu Wenssuiunisliunndrediedanu inunsnsidvdmiiny
NadWSTILATY Ly TauazanugRssilunstents wnnddumeumasiuay

7.3.6 Jaduaundngiunnanienm (Physical Evidence) Han153iAs1evinuindanana

o w a

geaanaziiduddymeadia (p < 0.05) AonAdoaiuaYDs WIRYATIA WYY (2560) Tsvyitdnvas
vonuiisuTe 1wy arwarein enadusedeu wasanulanduresds Wuiasiouanindede
yosaAuNa Fethoaiuanuiulaliinumsnslunmsdndulenenandn sansitoazvieulidiui
invpsnslidnuussnmenwesanuiifudedusumulumsssiuanuindefovemediaunans
Taganuiifisinnuazein Wuseideu wasdgunsaliildunsg i vivadnrusivlaiwandnelisy
nsdansedamnzanuazilenarunusinaindsoongaty Sadwmanenisinauladonueniiou

pgsiiiedAy

7.3.7 Yaduauuana (People) NANITIATIZUNUINNBNENAN1EARA (p < 0.05) laedien

5%
aa 1 1

AwdTudIaa Feaeandosiu gana aguing (2561) Mriweraunatsmsinmuslusududn
N3LNAT inuen1sdeans uasiruadiiareinunsng ag1dlsfam wamﬁ%’aﬂ%y’aﬁazﬁaudwmﬂqﬂﬂa
vaanduiondnuieanulusdlalunsdons ervdmaausonulindauasnsiadulaves
inwasnsld wamsdnwilasfeuitunummesyaaalunssuiumsiudediauddyesnads mnved
aunarsvFoniinauuaauiuiieandn aulusila vievinwrlunisieans o1vdmaliinunsnsiin
avlailinila wihihdosuduaredlussiuiin Fuandiduihtadefuyanaausodmarlus
wnkazausenisdndulavesnunsnsia
7.4 doiauauug

7.4.1 Farauanuziiiadudsyleviannnanisive

= a '
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Logistics Factors Influencing Consumers' Decisions to Use Express

Delivery Services: A Case Study of Mueang District, Surat Thani Province
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Abstract

This study aimed to analyze the logistics factors influencing consumers' decisions to use
express delivery services in Mueang District, Surat Thani Province. Data were collected from 294
respondents selected through a purposive sampling technique and analyzed using descriptive
statistics, including mean and standard deviation, as well as stepwise multiple regression analysis.

The results revealed that consumers' overall perceptions of logistics-related factors ranged
from a moderate to a high level. Four factors significantly influenced consumers' decisions to use
express delivery services at the 0.05 significance level: product safety (B = 0.306), cost (B = 0.229),
technology systems (B = 0.204), and delivery time (B = 0.136). Together, these variables explained
40.90% of the variance in consumers' decision-making.

The findings indicate that product safety is the most influential factor affecting consumers'
choice of express delivery service, followed by cost and technology utilization. Logistics service
providers should prioritize strengthening product safety standards, investing in real-time parcel tracking

technology, and optimizing cost structures to enhance consumer confidence, satisfaction, and loyalty.

Keywords: Logistics factors, decision-making, express delivery services, product safety, logistics

technology
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o o a a a | p= v =
deyvneyas Auseuudl 2 (System 2) Mbun1sAnkuulngnses Twgra uagldrnumeen Tun1sdny
i fudseny A nrsdeduladenldusnisvudsniu Snansesuanusatalunisidenldusnng anuiu
Talunisae anudula wazanuianelalagsiu

4.3 499719914 YLALNTOULUIAR

INNISNUNIUITTUNTTY WUINMUIFINRIULNTTDINAANANYAIU DITYY 1) UITENNIUUN
drunilafnuluiuiingunnuniuasuasUsuuna (n55ainns 219dlnSans, 2561) dedlasasnenugiu
wazngAnTsuEUSlnALanAsnidessedlugiinia vilildanmnsadmanisfnwluussendldiuidos

saalalaense way 2) Nududnduiaduneivseassaruiade Tnglilanansandadenaneifinsauiy

o

bilianunsaszydvinaduivduazardumnudidyrewsaradeldegnadaau Juludoyaddy
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dmdugusznaunislunisdnasmminensuagimundiduanudidglunsiauiuing wonaini
nsfinuedeilsatannnseuuuAniineuaueweverineiangn LAgUININITUUIAANING BN
Value-Based Decision Making (Zeithaml, 1988), Technology Acceptance Model (Davis, 1989) wag
Service Quality (Parasuraman et al., 1988) unfignsantaderamngnundousu 18ud AUV NITUTNNT
gnfn wialulad szezailunisvuds uazanulasndovesdudi ieTinsesiavsnaduisvesusas
Hadesensandvladenlivinmsvudsiiuvesiuilaalusuneios Sminasugiond dadudumu
vouflossadluniald nsouuuidnmsiouansanind 1 laedsaunigruiiaderianduiinswais

yneensanauladantdusnng

AuUsddse faudsnny

Jaduduladanind

(H1)

K
asanauladanly

(H3)

»

P
(Ha)

(H5),

L eawlsasdvvasduin )

AN 1 NSEUMIANIIWIRY

5. 351150 HUN1578

A1537uas il dun153 9843 9U5 unad (Quantitative Research) 283511581579 laely
wuvasunuluasesdielunsifiudeya lneifiseaBondall

5.1 Usgynsuazngudieagig

Uszmnsnldlunisfnwiasell fe gnAnfiinglduinisuienvudauunaiuniendeegludine

Y

o 1 ° o

Wies Jminasugionll msmrunvuangudiegeldisnisves Milton (1986) dmsunsiasiening

o o '

anneenyan lngldgasiunavuadiegidddisiuiuiuysdass seaulvddgneada uasen

<

[

Admeadif Amual k = 5 @uaudauusdase), R2 = 0.30, Arz = 0.01 uag t = 2 Feldvuinngy

A79819981910Y 294 A19819 IN1Tdudegeldn1sAnEeNWUULA1EAe (Purposive Sampling) lag
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MvuaRaantAvesnoukuuasuaiy laun (1) wneldusnisusenvuddudunaiiies Jminasiugs
511 meluszesiaan 6 Weu waz (2) Whandeluduneliies Jwmingsugsonil egsley 6 Loy
5.2 \nseelianldlun1side

wsasilafldlunsidudunuuasuaiulaiela (Close-ended Questionnaire) wuseantdu 4

=D

du fie

dauil 1: danudanses S1uau 2 T iledmdengneuiifnuanifniuditmua

dauil 2: dayauszvinsmans S 5 9o dnvazduuuusiens (Check List) Usznausie
Wiel 918 SEAUN1SANY seAuTels ware1Tn

dauil 3: Yadeladafnd S1uau 20 ¥o uvadu 5 s léun dusunu (3 9o) Funisuinig
nf (@ 9o) Fuszuumaluladiililumsuins (3 4e) suszeznanlunisvuds (5 o) wazduay
Uaensieuesdudi (5 7o) MHanns1iauuu Likert Scale 5 5t (5 = Wiushesnniiae, 1 = wiusetesiian)

daudl 4: msnduladenlduinns $1uau 5 9o Tunsiauuu Likert Scale 5 sedfu

5.3 MInTI9EBUAMANIATEle

5.3.1 N3ASITABUANUNSIT LT (Content Validity)

A3T8ns s uvas Ul NI IRlA1UUIMITTIAUAEHUTENOUNTIINIY 3 YU
AIVFRUANNARAARBIVBITBANAUTEUTIUH RN Ingldavilaiuaeanaaas (Index of Item-
Objective Congruence: I0C) gnssadilinzuuy +1 mnuiladndedmniudenndes Tinzwu 0
liudle uaglviazuuy -1 mnullatildaonados aandufuinen 10C faegas 10C = SR/N Tngend
pousulddasdiafaus 0.50 uly (Rovinelli & Hambleton, 1977) nan1sAsTzsinudornudIy
Tugjdian 10C agszning 0.67-1.00 Tnedinsdinderiniusiunisuinsgnesn 1 defisien 10C srndn
ot warUsulsedesdunsdemutoiausuustesinanandifieliuuuasuaudieuauy ol

5.3.2 MansI9aeUAAdesiy (Reliability)

F3demaaeuanudesiuvesuvasunnlasluifudeyaannguiiegisisesdil
dnuwarlndiAsstunduiiognendsdiuiu 40 .o uariianeidieadudssanusarivesnsouuia
(Cronbach's Alpha Coefficient) Tneanfivausulddesdinwifurioninndt 0.60 (Nunnally, 1978) ua
menginuiuuuseunlnesuiidduussaniueaniviniy 0915 dseglusziuanudosiug
definnsansiosny wuirdladedusunuiidanudesiuwihiu 0681 Jadesunisuinsgndnien
winilu 0.685 Uadeaumalulagidnviniu 0.726 Jadeaussesiiainisvudediaviniu 0.716 Jady

Y a1

AuaLUaandgvasdumilaingu 0.653 uaznisdnduladentduinisiianvitiu 0.732 Fanduys

a =

fidnanudetugandnnaueiiiinue uansiuuvaeunuiianuideiuisanenasihlldiiusius

£

Toyavsale
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5.4 MmanususIndaya
nswiusuTIndeyanuadu 2 unas liun (1) doyaugugfl (Primary Data) Wivsiusaulagld
wuvasunwiuginglduinisusvneuddusineiiies Smingsugisnd sevirafeudana-
flugneu 2567 wae (2) Teyanfend (Secondary Data) LAUTIUTINIINONAITIIUITY IneTinus
UNANIYINTT wazdoyanisdumesiiln
5.5 M3AnTeideya
nsleseideyalilusunsudniosy spss tasuvadu 4 dusou il
55.1 af@1Fanssaun (Descriptive Statistics) 19A1A1148 (Frequency) s ouay
(Percentage) ANLaA Y (Mean) uazdutdsaluuu1nsgiu (Standard Deviation) lunseSunedeya
Usgrnsmaniuazseiuanuaniiuvesimeutuuaeuniy nglfinaminisulanumneveseiiade
(Likert, 1961) sl 4.21-5.00 = mnﬁqm, 3.41-4.20 = 110, 2.61-3.40 = Y1unag, 1.81-2.60 = g,
1.00-1.80 = Youiian
5.5.2 ManedeuANNRgIUNUg Y ATRdeUAIINEaNTsTayadmEuNMTIATIZYimS
annognviaM 1AEATIAERY (1) N1SHANUIUUUUNAMEAIAIULT (Skewness) uazAdalas (Kurtosis)
Taermunnaeilifi [Skewness| < 3 waz [Kurtosis| < 10 (Kline, 2005) (2) Ay uduiusseninaianys
drpendulsyAnsanduiusuuudiesdu (Pearson Product-Moment Correlation) Tnefiuuninnusil i
r < 0.8 (Liu, 2019) waz (3) JyniAnudunusiuesseninenndsdasy (Multicollinearity) Aqean
Tolerance (> 0.1) wagAn Variance Inflation Factor: VIF (< 10) (Miles, 2014)
553 mﬁLﬂiﬂzﬁmiamaEJWﬁq@mLLUU%umu (Stepwise Multiple Regression Analysis)

'
v aada a ' o o

Idennasvanufguwazszyadeniidnsnadenisdnduladenlduinis lnemvuasedutuddgmig

'
=

@@ 0.05
5.5.4 nMsUseiuaNUwnzanvadina Useiliulagldmduussansniswennsal (R2) an
duUszAnan1snenTalnuTuwas (Adjusted R?) LagAIAIUARIALAR DUNINTTIUYDINITUTEUIUAT

(Standard Error of the Estimate)

6. HAN15998

n1sdauenan1sITesuteandy 4 diunuingUuszatdniside laun (1) dnvaenig
UsEmNIAansveInauLUUaRUNY (2) seiuaMuAniudetasufiiavsnadonsaadaule (3) ms
mwaau%’amﬂaaLﬁaaﬁuﬁm%mﬁmeﬁmmmaawn@m waz (4) HANITIATIEVNITONDDLNYIAN

LUUTUADU
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6.1 ANWAULNNUTLYINIANEATVBIERBULUUADUAY

31NAITLAUITIVTINT DY AINNG UAIDE19T1UIU 294 518 NANITILATIZHA NYULNI
Usgnsmansuansliiiugl grovnuuasuaudlngidumends Suau 157 au (Sevay 53.40)
918381319 31-40 U 9113w 120 au (fogar 40.82) aumsinwseauUSaye1n3 91uiu 163 au (Segay
55.44) #5788 10,001-20,000 U siBwmBaN 14U 99 AU (Faay 33.67) LavUsenauaTNgsNvaILe
41U 96 AU (Fe8az 32.65)

o a & v daa a ' o o Y a !
6.2 szauANUALiudalateniidnswadanisinduladenldusnisvuds
HaNMTInTzRsziuaUAniureliusnsAedadesie uanwiansed 1 lnenuindede

nneulasunisuseliueglusyivuiunaniisszduinn defiansanAnadelaesiuveswiasdade nui

'
=

Tadeausunulasunisussiiuganagn (X= 3.79, SD = 0.65) sesanfe aussuumalulagnldlunis

Y 9

£% (Y

U315 (X = 3.62, SD = 0.67) anunisendulaidenldusnisusenuude (X= 3.58, SD = 0.61) A1u
szeziIalunisvuds (X = 3.50, SD = 0.65) MuN15UIN159NA1 (X = 3.40, SD = 0.64) LagA1UAIY

Uapadgvesdua (X = 3.36, SD = 0.60) a1uaisu

a13199 1 Toyaiduanieuavdinulesiuuinmnsgi

ekl X | SD.| swsiu
b4 v
AU
Usvmudmyiudenitisnrmusmsnauaiunanmnsbivsnsiildsu | 3.93 | 092 | N
Usdmudenviudeniilidnnainslidenmussnmuasnnavesian | 3.83 | 0.86 | uN
Usenuudsiiinudenidiinsuaniseazidenuinisfidaiau 361 | 1.04 | w1
33U 3.79 | 0.65 un
AIUNITUINITRNAN
Usevvudeivihudonldfindnouliuinmsimeanugnmuandulins | 3.37 | 1.08 | Urunans
Ugvmudaivinudenldiiminnunsienuiuavaninsaideyaldgndes | 3.49 | 1.02 | 1N
UsEmaudsivinudenldinsudlatamnisindsegnesansa 3.23 | 1.14 | Yhunans
UsEnuudsiivinudenidiivemsfinnedeasiiazainiazainvaiy 354 | 1.04 | w1
it 3.40 | 0.64 | Yrunans
auszuumalulagnldlunisuinig
a o ;oA = vy @ o Y o
Usevmudsvinudentdfissuumssenludiasieviangnassegietoay | 3.92 | 1.10 | 1N
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| AN
ms1eit 1 Feyafifudiadonardiudoauumnsgiu (o)

Fad3n X |SD.| szau
Fruszuumaluladildlunisuins (se)
U?ﬁwuudaﬁvhutﬁaﬂi%ﬁizuumsammuamuzﬁaaﬁLLﬂ,Jus‘hLLasLﬂuﬂﬁ]@ﬂ'u 3.59 | 0.95 110
U’%ﬁ?ﬁwﬂuudqﬁﬂwuLﬁaﬂiﬁﬁﬁiswﬂmﬁmﬁauamuzﬁa@r:husﬁamm/ﬁma 336 | 1.09 | Uunans

394 3.62 | 0.67 4N
Auszzian lun1svuds
UismaudaivinuidenlifinisindeianisSumsanunaisimue 361 | 1.02 | w1
Uismuudafivinudenldiinsus ssseznanisdadsiitaiay 3.63 | 1.02 110
Usvuudaiivinudenldfiusnisdndsmuiivrvlunsdiseioy 3.23 | 1.25 | Yhunans
Uitmuudsiiiiudenlifvisnalidensuianiivarnvany 334 | 1.02 | Yrunad
Uismaudaivinuidenliiinisudsarsiinounisindsiian 367 | 1.06 | w1
574 3.50 | 0.65 1N
fruauUasnnyvosdual
Usmudsiivinudenldissuumsdniuuaznisvudefivasndy 331 | 1.06 | Yhunans
WBemudaivihudendiinsvamennudemeiifatusewinamsvuss 3.00 | 1.14 | Yunans
Uitmuudsiviiudenlifinisussgiiuvieniudauswagimnga 337 | 1.03 | drunans
U3svuudaiivinudenldiinnsasavaevanmduinoudeu 3.42 | 1.06 110
UitnuudaivinudenlifszuuudusnudFuiiundede 368 | 111 | w1
39 3.36 | 0.60 | Yrunang
funsanauladanldusnisusenauds
Yiuazdenldusnsussvudsiidusidenusnlumsvudsnsely 3.62 | 0.97 110
VuBuRdieAuinisfiaiielilasumsuinisiinng 3.50 | 1.10 170
‘1/im5ﬁﬂﬂﬂ%ﬁmiﬁﬁmudﬂﬁuﬁﬁ;ﬁiﬁu’%mﬁwﬂmi 351 | 1.00 110
viushilalunnsldusnisvesusemuuded 357 | 1.03 110
viuRawelafunislduinisias e suismuuded 3.70 | 1.02 110
394 3.58 | 0.61 41N

194




D1SANSUSKISSSDINAIKASSY

UR 8 avuA 1 1dau uasIAL - Iausu 2569

6.3 msnsraseutennandasfudwiunmsiinnzinisanaosnyga

reusuiumsinsginsannsenvga fiseldvhnsessaeudennandestuiisndudmiy
MIIATIzA liun n1swanuaskuulnd anududaszvesdoya uazdymeanuduiusiuessening
wsBasy HANIMTIIABULANIRINT IS 2

6.3.1 N1suanuasuUUUNAvasdeya

KaMIATITEEUALY (Skewness) uazales (Kurtosis) wassauusiann wudn Arnau
WifAnsEming -0.860 {13 0.001 wazAnIMlsaiANsEWIng -1.002 i 0.636 Tagluinamifsonsuls
adorimuaes Kline (2005) iszyitdanuduazaiulasnisegnnely +3 wag +10 awdisy
Faiudoyaiafinsuanuasuuuuniuasmngaudmiunsiassinisaanos g

[ '

6.3.2 ANUFUNUSTLNI19RUS

¢
o a K

NANIS AT IEVAIAUUTLANDANAUNUSUUUNESEU WU FwUSDasenaruailniudunusLaa

aa

vinfusulsauegedidedfysadfvisyau 0.01 Imaﬁmé’uﬂixﬁwéawé’uﬁuéagj'ﬁwdw 0.257 @4
0.467 3elsiiiunaudi 0.8 muderivuaves Liu (2019) wandliduinfuusdassusayffiauduig
fusuusan uslsifanudiusiuedussiuiiguiuly

6.3.3 n13n3daulynANuFuNUSAUBITENINNEIuUBasE

HANIINTIVABUAILTILHUATINY (Multicollinearity) lael4fpn Tolerance waz Variance
Inflation Factor (VIF) wu3n A1 Tolerance vosfauUsdassstanuailA1szndne 0.620 i 0.800 34
ANNTMNATTIT 0.1 wazen VIF Slenszning 1.251 v 1.614 Fedesninnasiaiinuelsa 10 anw
Jaruuaves Miles (2014) nan1snsIadaufInawandbiiuiIfulssassluidymanuduius

o

[ < ! a ¢
Autesluszauidul UMIRBNITIAINEN

A151991 2 NFIATITRANUAUNUTTENIN WS

fianUs C S I T SA | Skew/Kurt | Tolerance | VIF
C 1 -0.712/0.300 0.800 1.251
S 0.314%* 1 -0.102/-0.518 0.723 1.383

| 0.278** | 0.257** 1 -0.487/-0.347 0.778 1.286

T 0.316™* | 0.407** | 0.376* 1 -0.442/-0.381 0.700 1.429
SA 0.395** | 0.467** | 0.411** | 0.455** | 1 -0.093/-0.460 0.620 1.614

wNawn: ** Correlation is significant at the 0.01 level (2-tailed).
C: AuAUNY S: AUN1sUINISgRAn I snuszuunalulagildlunisuinis T: duszegiianlunisvuds SA: AuAy

Unendyvasdum
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6.4 HANNSIATIZHNITANDDYNAAULUUYUNDU

v

Qe .

a

336138 sanneemvguuuuTuneu ieszyledediiianinasdensdaduladenlduinng

o o aa o

yudsegnafitudfyn1eadn Tnafnuesediuted @i 05 naniaseiuandinsed 3 waransng
fia

amMIleTEinUin nssvumsdadenduUsuuufuneusuiumstome 4 funeu Taglu
fupouusn fuvsiuaraeaduvesdudgninidndaunsteu anunsoesunearuuUsUTIuTeIMS
anauladentduinislaiosay 29.40 (R? = 294, F = 121.438, p < .001)

Tutunoufians ethiuusdusuyudigaunis nuirdrdulsyavsnnaneinsalfisdudu
Yoway 35.50 (Adjusted R? = .355, AR? = .065, p < .001)

Tudunouian dethfulsiussuumalulaBidngannts edulssandnismensaifiuiu
JuSeway 40.30 (Adjusted R? = 397, AR? = 044, p < .001)

warludunougaiing Wethdulsdussesnalunsvudadgaunts adulssaninis
wensaifintududenas 41.70 (Adjusted R? = 409, AR? = 014, p = .010)

a

91nA15197 4 man1sIATIEvLansliiiudn Jadevs 4 arudsnswadonsdndulaidenld

o

USNNSYudsagneaditudn

o

sadAnszav .05 Tneifesdnuainamdulszansnisannssuinsgiu (B)

[

mnnlutes dil

1. suauUaensdievedud (B = 306, t = 5.598, p < .001) A8vSwaasansenisinduls
Fonlduins uandiiivindeduilnadamudesiluaisenfovesdudnfindu 1 mie awdma
Tinnsinauladenldusniadiutu 0.306 nie ifefuUsBuns

[% £

2. dnusiunu (B = 229, t = 4.586, p < .001) F8nENasOIAWN LLamWLﬁud%ﬁaej:u%Imﬁ
arwiswelasosiununisliuimafiatu 1 mize ssdwmalinsdnauladenlduiniaiudu 0.229
e Weduusdunsd

3. fruwmalulad (B = .204, t = 3.997, p < .001) A8nswadsuiain wansliiiuinde
QU%‘Imﬁmmﬁawaiwiaizwwlﬂiuiaﬁl,ﬁu%u 1 e ardmalinsdeauladenldusmaiiviy
0.204 vy \efuusduai

4. suszegatiunsvuds (B = 136, t = 2.605, p = 010) fidvEnatosiian andliiiui
defuilnadianufimelasoszernarlunisvudafiatu 1 mise asdwmalinisdaduladenlduing

WILTU 0.136 v LBsuwUsaunn
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o

ﬁﬁ:

AUNISNTNEINSANLNSLT LS

aun1snsannaglusuazuuuGy:

A~

Y = 0577 + 0.314(SA) + 0.216(C) + 0.187(1) + 0.129(T)

o Y = msdeduludenlduinig, SA = avuvasadevesduni, C = duny, | = nalulad,

T = szuziianlunsvuds

M990 3 MTIATIRVIRENITIADRENVAMLULTURDY InsuandudiazUadundmanensdnduladentd

UINISVURIAIU
Std. Error of the
Model R R Square Adjusted R Square
Estimate
1 0.542° 0.294 0.291 0.5159
2 0.599° 0.359 0.355 0.4923
3 0.635°¢ 0.403 0.397 0.4759
q 0.645° 0.417 0.409 0.4712

Wu8We: a. Predictors: (Constant), iuAuUaenibyas@ua

b. Predictors: (Constant), AuAdUaenievas@uA1, AumuU

c. Predictors: (Constant), sumnuuasnsisvaddudi, duduny, suszuumeluladildlunisusnig

d. Predictors: (Constant), AuAuUaenfevesdua, Auauyy, Fruszuumeluladildlunisusnng, su
syagnanlunsvuEs

o

A5199 4 ArduUsgansnsannesuasivdAgniseiavesiilsweinsal

fauuswennsal B SEB B t p
AAdil 0.577 0.214 2.690 0.008
AsUaensievedud 0314 0.056 0.306 5.598 <.001
Fumu 0.216 0.047 0.229 4.586 <.001
wialulad 0.187 0.047 0.204 3.997 <.001
szpzaTlunIvuE 0.129 0.05 0.136 2.605 0.01

WU R? = 417, Adjusted R? = .409, F (4, 289) = 51.585, p < .001
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6.5 NMINAFBUHANLAZIU

NNANTIATIEVNTOADRENYAULULTURDY d1uN5aaTUNaNTVIRdeUaNNAgIULAG:
auufgun 1: Yadeiudunuiinaieuinsenisdndulaudentdusnisuuds

- Jusunfgne (B =.229, p < .001)

auuAgun 2: YadedunisusmsgnandnaBeuindenisanaulaidentdusnmsvuds

- Ufjsasanuignu (Fudsilligndnidendigauns)

auufgun 3: Yadeinumeluladiinaideuinseanisindulaudantduinisuuds

- Fuauwigu (B = 204, p < .001)

auuRgun 4: Yadeiusseznailunsvudadinagauindenisanduladenldusnmsvuds

- Suauudgnu (B = .136, p = .010)

auufgun 5: Yadeiuanulasndevesdusinadsuindenisanduladonlduinisvuds

- Juanufignu (B = .306, p < .001)

aguladn auufgud 1, 3, 4 waz 5 lasuniseeusvanufgu duauuigiui 2 ldldasuns

gausuanufgu WewindadesunisuinsgnaldlasunmsAnidenidngannisneinsal azvieuliiiu

v
v o

Muvunvasnsidenlduinisvudslusunediossugssil Jademunisuinisgnaldladudide

o

fidddlowisudisutuiidedug fitsvinalaenssienisdndulaunnnd
7. a3Unan1sIdeuazn1IeAUTIENE

neidendsilffngusrasdiiotinsgitadednuladafnd fifdninadensinauladenld
Usnsvudssiiuvesusinaluduneidles Jwmingiugisnll lneysannisveug] Value-Based Decision
Making (Zeithaml, 1988), Technology Acceptance Model (Davis, 1989) W@ ¥ Service Quality

o

(Parasuraman et al., 1988) HaN1ITLAIINNITIATILVINTAANBENYAMLUUTURBUAUTBYAINNGY

oA o w aa

fo819 294 918 wulatadeidsvdwasg1elidedrAgnisadffiseau 0.05 laun (1) mudasade

vosdud (B = 0.31) fdvEwagean (2) suyu (B = 0.23) (3) wialulad (B = 0.20) uay (@) szezaIly

1
v

msvuds (B = 0.14) Inedudsisdaunsneduisanuudsuniuvesmsdndulalasosay 40.90 vz
Tadeanunisusmsgnanlalasunisdnidenidigaunis
HANSANNT IRLAUAMULANAISEIIN "AuAATuTLEnsean’ AU "BvEnasswangingsu”

Tnaudrduilanaslimzuuunnunmunelademuiunuasan ( X= 3.79) usidlodnszidvsnass
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seanginssunsdndula ndunuitanulasndevesdumiddninagian anuuanssiaonadesiu

WWIARYDY Kahneman (2011) Ag3UNTEUIUNITANADITEULVRIUYYY

Y aa a

auuigiun 5: Jadeduanulasndevesduaddvinaduinaenisanduladenlduinis

YU - ausuauufigiu (B = 0.306) duarulasaievesduiiddvinaggasenisandula

@ @

denndoafuNguienfidaaunes Baumeister et al. (2001) 7 05 Ur891uyuelianud 1Ay iy
Uszaunsaldsauuinnindeuin wasuinfnnguiassdadoues Herzberg (1966) Ais1uunAI1y
Uaendoidutiadgueunsofidevinmeluazasrsanulinelastragunss nanisdnwiaenndeaiv
mAdevesivrmu Feiady wazUsena Wanmesau (2566) inuiiaasndvinasennailinga
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Abstract

The objectives of this research are (1) to study the level of earnings quality and
profitability (2) to compare and (3) to examine the relationship between earnings quality and
profitability of small and medium-sized hotel enterprises (SMEs) in the Eastern Economic
Corridor (EEC). Data were collected from financial statements for the year 2022, a total of 667
sampled firms. Also, it was analyzed by the Jones Model (1991) to assess the quality of earnings.
The results indicated that Chonburi’s SME hotels outperform those in Rayong and Chachoengsao
in both the levels of financial reporting quality and profitability. According to the comparative
results, SME hotels with higher earnings quality exhibit slightly better average performance;
however, it does not significant. Additionally, the results showed a statistically significant positive
relationship between earnings quality and ROE, whereas no significant correlation with ROA was
observed. The findings implied that managers of SME hotels in the EEC may exercise
discretionary accruals to manipulate ROE. Such practices aim to enhance firm image and

stakeholder confidence.

Keywords: Earnings Quality, Profitability, Small and Medium Sized Hotel Enterprises, the Eastern

Economic Corridor (EEC)
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Tnunwdnlsanas wagerahlugnsdmaulafiiamannvesfasunaziirveaianisle lumanduriu
mnguimsmilsimalsloviveadveaiuududidyazdamisesnunianisiuiyutuag
Tusdla indedie uadlideyansufuiiolideyaasiounansiiiunuuazgrugmsiuiiuviasesnin
foyanumatutufidaunimgs ansnhldidensinduladuasugialdd

4.2 ngefn1sUnyddmauselevl

o nsUnBTamausylevd (Positive Accounting Theory) a5ureusagslavesdneuinisiu
nsidenliuleuvienstgydiielisenumanisiiuasiiouteyalufianisiifosnts lng Watt and
Zimmerman (1986) eunsussgdlaruausAgumdn 3 suuuu leud (1) aundgruununistilua s
dreudmsoradenliulouetydiiuilsielilasulutagegn (2) auuﬁgmﬁﬁamﬂaﬂuﬁmﬂﬁdwﬁ
‘1'7iB'J']sm'%miﬁngﬂaﬂumiﬂ%’uLwi«?hLasuvnaﬁﬁy%LﬁaﬂmﬁumsasLﬁml,'ﬁlauiﬁumqmsﬁu“uaaé’z:yzw’ﬁm
waz (3) aunAgiudunumanisiiles Ssihevivnsenadenulsniefianmiuailaninmasgiiieannisy
Frungrneviontd dmiuuiunvesgsialsmsa SMEs Tuanituil EEC Ssdnilvgidugshansouats
dreuimsindavissaunsnisiuliduluaungseilouiaznguunenduinninnsasiougus
mansiiusasnam st dunuiiuiase Je1vdmasequnmilsuasUsyavisnaveagsioluszozen

4.3 AANALS

Aanmls (Eaming Quality) 1unmdnwazauyndefovesdayanianisiiu Fedes
ansaldaianisalnanisaiivnuwasyiglumsdndulamaasugialdeggndes luyuueaveinis

LYY °

Wetnamamilslanatedd laun (1) msayarimlsienasiiuaawazinasinidig (Cash and
Accrual Basis) §arinlsauinadiduaauinaziinuaingunsizanuseilsiuanvildeinuseials

agvioun nianssudaasugialaogrsuiade dumlsnnunusinsivasisunmgsialafniudiiaag
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\dg9a1ngagiilave s uImslunisanuaesens (2) i eidesuazainudedelavestoya

(Relevance and Reliability) @etpyanifinisiinugnasskaziunamonsindula uiananyeng

409919INNAUTENINNY (Trade-off) insedoyaniundeiounanadedldsreziialunismiusiudeya

a v ~

wAeavzAesgadeauriuial luvaei Jeyaiiuairenisdnduleviuiaiinersaqydeniny

' Y
oA A a

undeiely fufu audnvurasddsifedimnuaunafuisgilinsnunmsiuiaunindenis
dnduladamsugia uaz (3) mwdiduvesils (Eaming Sustainability) 1uspmesvesilsiifinunin
AaAntuNMIRLIuNuUNR ReTue uazannsonensalld
dwiuanuisedanuamdlsiiud fvesnuningenisndns (Accrual Quality) aus
memsasisoanidy 2 Ussam e Mensasineund ieduannnsdidununudnilagliiiunisld
AaEN1a31nH18UTN15 (Non-discretionary Accruals: NDA) kag318n15A3A9EAUNR (Abnormal
Accruals) 1aduannsensasiauuudslanieiiaainnsldnasfiaveslisuims (Discretionary
Accruals: DA) §931nn153AAIANNINTIENIIAIAS WUT1 A DA qwsazﬁauﬁmmmwﬁﬂiﬁGil’wﬁaﬁ
semsasistumslinasfifavesheuimsgeagiioudauunldunsnnuseiils udvindn DA sinag
agvioufanuniwrinlsfigs (Dichev et al, 2013) lnglunuidorounthmerswiauduuulunisin

Aaunmilsananlurainvaiegiuy endiee1atu (Rueangsuwan, S. and Jevasuwan, S., 2021)

M19199 1 wuudiasawaznisinAamnnails

wWuUIABY N3InAAAAINAILS

The Jones lduuudnaesinen DA anAduysaldiuivdeanaunisanaes Jamine1 DA
Model (1991) | & uandin AsnsiiseAuvesmannusailegs (aanninlsen) wne DA dey
waned1 Aanisiiseavvesnmsanusaiilstes (unnilsgs) lnsuuudtaeiily

nswasuulatuanune dunindvyuieu vidunyulsu iU enAsuas

gunsal WusAauru NDA

The Modified . . o - . R
Tfuuudnaesindn DA wlauuuud1aed The Jones Model (1991) uildusuuss

Jones Model 3 . P N - N
LUUa8e Jones IﬂEJUWQﬂMUHﬁﬂ'ﬁﬂ%ﬂ’@E]ﬂﬁ]ﬂﬂi’]ﬂlﬂ WwszAansealuly

(Dechow et al.,,

1995)

VYA IAUTDANLAIA S

The Modified | THuuudtassinan DA willouwuuinaes The Modified Jones (1995) ugi
Jones Model | wuudnaesillauiuuse Inewmiusuusnssiaduanannisatiueu (CFO) Wy

(Kasznik, 1999) | 1iafia15a41518n15AIA19INAIINATTUSINSIANISHIUAINUNG
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M19199 1 wuudasakasnsinaaunInils (de)

WuUIABY n3inAAMAINAILS
D&D Model lduwuuiaesinmduysalvesrunaininieu (Residual) ieazvioutiavuinves
(Dechow and TaRANaInlusI8NITAIANY mndAduansinaaunInilsas wimndageuans

Dichev, 2002) | P1Aaunmlssn TneuwiAnlinanuduiusvedsngnisasimyuisuuas

nszualuannnnsaiunuiladuntedeasdunnesn Jagdu uaveuran

The Modified
Jones with ROA

Tguudnaneinan DA wilouwuuINaad The Jones Model (1991) u#

. wuuTaestiliiindiuys ROA WhlUluhuuinass wemuauAuduius
(Kothari et al.,

2005)

SEMINTYNTAIANNBAENANTA DN Y lkena DA Tausiughdu

P
av a9 v o

dwiuAdeillduuudiasives The Jones Model (1991) Tun3inan DA Fadudunuves
AuNINILIRToRMA ML ateweNTIeN13AIRINAaelveweusisldegednau sauma

LUUIaRIldlasUNSaNSUBEN NS AN

4.4 anuaansalunisvinnals (Profitability)
Anuausalunsvindlsiduninuanuisavesianistunisaseselduinnineildsng wse

nsasmanauwnundunileWisuiveonvie dunsng wieluamu Uuddiauszdniainnis

v
aa o =

FATUITULAZAULTILNT 919015851 TaeavidTnnduaiuisalunisyinnilsivainvaleds 39

Taealug i Taddage azavsioufiannuaiuisalunisvindilsge windiden asavioudis

v v
o 1 v

auansalumsvirils Tnesdeddiautsesndu 4 R agulened
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A15199 AANNANNSaluNSYINNLS
1RN1599 AN A1599AN
1. aulnyd 1.1 nsHanauwnuIndunsng (Retun | A1 ROAMT® ROE g9 Lanadq

on Assets: ROA) n1laa1n nlsans /
Funindsiu

1.2 gMIIHANBULNUIINAIUYBIH DOV
(Return on Equity: ROE) mlaa1n Mlsgws

/ druvesieu

ANNEINNsabuNIYInAlsge vnd
AR BERIDAINNEINNTATUA1TYN
mlsen f3Tasuddddunisia

ANudLSIlusTIEdU

2. fuRaIAYU

2.1 Price to Earnings Ratio (P/E Ratio) #1
19an s1mmanaviuansiey / inlsseviu
2.2 Tobin’s Q 1l@an (snAmanviueansisy

+ NHAUSI) / BunSngsau

A1 P/E flgearoudesn1iiin
amudesinedeviiorudedures
Unasnui daefanis daudl
Tobin’s Q €1ANY1 1 UEAIIN

Aansinan1saIuaIud

3. AU

WASYYANERS

3.1 flsdaufimde (Residual Income: RI)
mleain mlsanniseuduanundsinnne
- dunuveaRuyuily

3.2 yarA A udaasvganans (Economic
value added: EVA) n1laann A1lsannnis
Aifdunundsinn® - duyuduadsn

Wntinvesiununly

MNA1 Rl kag EVA 49nn7371 0 Lang
nsendusuneliiianlsnig
WATYEANAR TN IR UYRIRUYY
danalifyanfanisuazaiiusads

VDIHTBVULALUY

4. URYIANG

Alaflafidu

4.1 5¥uun1siananasnIn (Balanced
Scorecard: BSC) TANaH1Y 4 31109 lawn
UUNBIATUNITIRIU HUUDIATUGNAT HUNDS

AunsEUIuNINell Waviunesnsiseus

(Y

MWaauansaluszezenn 1

Anudsduluauan

v v
v

v L Y

dnsunisiveasatdidaniaalnuaiunsalun1svinnnlseudg Yas1udud lewn omnsn

o

v
@ =

HARBUWNLAINAUNTHE (ROA) wasdnsmassuunusodiuvewiou (ROE) Fududdinfiaviouds

a

Usgansnmnislansnennsuaznisaimaneuwnuliungionuldegisdnnu egslsinnm nsldin
et dtneradudemditheuimsldnaeidalunmsdenulevisnmsdydnieuszananisms
v N A Y ° v A o ! I3 avy v e v °

Unyditennussiaiavinlsligwmsoninitanuduaield dewei Jadumanavesnislduuuinass

The Jones Model (1991) snnagaunannmlsitdseainuanansalunsviriilsvesianis wleuen
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Naﬂ@‘ULL‘VI‘L!‘VILﬂﬂ‘ﬂ?ﬂmaﬂﬁiﬂ’nu‘umu%LL‘VH]i\‘i‘MiEJLﬂﬂ%?ﬂﬂ?i‘ﬂﬂﬂ?i?ﬂﬂ?iﬂ%’ﬁﬂﬁ aUNRA lagaulse

wansluimansaaeUldsad

Fuil 1 FuunsUABLLUa8NNSAIRETINNLUUSABY
TA= (ACA, -ACASH,) - (ACL,~ADEBT,)
$ud 2 UssanaumsendudseavistiteAuainsiasundasienisaedinsni (NDA)
A = B, + B [AREV, ] + B, [PPE,] + e,
Ait1 Ait1 Ait1
S 3 thenduuseavisludud 2 sumusiioruusensadnaiiund (NDA)

NDA, = B, + B, [AREV, ] + B, [PPE,]
Ait1 Ait1 Aita

JUN 4 AIUIUMITIINNTAIAALUNR (DA)

DA; = TA - NDA;
Alt_l

1989 TA, = I9NTAIANTINVOIUIINIUTT t ; DA, = 519M15AsAIAUUNAveIUs N ILTAN

t; NDA= 318M13AsAUnfivasusenludn t ; ACA= maasundadludunindvyuiouvesuienly

U9 t ; ACASH,= msidvunladluRuanuesusenludi t ; ACL,= nsdsunasluni@unyuisu

3

YoUsINlUU9N t ; ADEBT, = n1siasunlawmildussezsnfiasumuundiselunisdvesusenlula

o oA

t; AREV,= nswldsunlasvesanvieaesuisvdil t; PPE,= Ay 91A13 wazgunsal (gvs) dwsy
UIlLf t; A, = Bundndsandmduuevludil t1

nsulannuvsnea DA fildarnuuusiass Tasvnnen DA Wuwin (+) agvieudndieuims
91343513 am53unelsvdeidounsiuiinanlddnesnly wivinan DA Wluau () azvioudtiie
vimseliisdsesidaisssufinalddneliidatu egdlsfinnn msasouiduimsiimslénasiits

a

Tunisdanssavnsall %‘wmm'mﬂmmmmﬁmgsa}um DA liiinagduaunseuin

aw oad

4.5 NMSNUNIUUIIBANYIT

nmsnumunuiseislulssmalneuasieUssng wud msfinwgunndilsfidmase

Han sAliuunIsauansatunsyihmlsvediamianvuianaiduazvuingay (SMEs) Ingdau
Tngjgaiunisfneilu 3 Ussidu dall

1. Jadoiidsnaroquniniils deiuansdadeidludinvomaainsuazss ol lay

AdeslulssmauazsinsUssmaiinnuaonadostuin avmannsnvesindayiuasarudlaluy

o q

11959 UNSUYT LUuﬂ%waﬂwmaL‘wuﬂmm‘wmii 319 FURALATYY, 2558; Rahayuningsih and

o«
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Utami, 2022) wenani wefinIsuuazsssuIiuIaredd usnig aaonaunsiiiugkaaInmuieey

' & o w v = = | v v

AnguUpn LU PCAOB ﬂ:uuwm'wmﬂmiumwmwmmmwaaEJLLasammmiuaumm%dﬁuay‘avl,m
(Shroff, 2015; elgwuu 1133AA, 2562)

2. puamiilsiunanisafiunuluszerdunasszeven Januidodnlng@liaui

AMNINALIINANTENULTIUINABNANISANTEUIY (Sohail and Aziz, 2019) kagAINaINITOlUNNT

a

WUITU (8U13R LAYE1SIA LA UI3TAY ANARSIY, 2561) Ineseaunsiuidnun sy isanduy

119115.3U (Amrah and Hashim, 2020) uazi uUszdnsanlunisdndulaainu (Angela and
Aryancana, 2017) ag19lsfinu luuSunvesUseinaasaeni wuin AMAINIIEIIUNITT U9 b
AMNFURLSAUANLEINTalUNTIALS (Tase ROA Lag ROE) agrsfitiedfny (Rathnayake et al,,
2021) Geagiioulifiuimansgnudinaienauandafulunuaninuindouynassiauasgnanns
3. nAnssunsdansilsneliingauasdesiinues SMEs §a SMEs sinUszautam
é’hummgﬂé’mLLazmmﬁuwawammwumqmsﬁuﬁa%’ﬂumaﬁ’mﬁu% dlesanuinssuuuay
qﬂmﬂiﬁmmzau (F3%m] QUASANA uay AM13nS waNadng, 2559) Inganzaielianizings 1wu
NIUNITEUINYDY COVID-19 Fanundngruidaauinfamsiuwliulunsanussilsiusenisag

a 4

ALY WissullonunizAuAsean1ansEY (B3R 1ADase1nTal, 2564, Xiao and Xi, 2021)

wihamAdeneunhaz@nwiesnunnilsnienunmilsogsunsvans uidanlng
Senaiulunguuidnumaunie SMEs wazsnlduuuaeuniuduedosiondn dnsunuidedaals
ﬁﬂ‘mﬁuﬂ&jmqsﬁakﬂuiﬂummﬁuﬁ EEC Fadugudnaaasvgiauasuvawioniiondegsia Ingld
Toyaldeuszdngainsunisiuuaziuudiass The Jones Model (1991) Llafnunfsnaniniilsuas

Y

ANNAINNTALUASYINANL5aS9v89RaNNS

o a
5. MINAUIFUNAZIY

INMINUMLITTUNTTUNBUWN wiineldngudunussyinanuliaunavesdayaeia
neliindgyyausssunfviasenitudvesluyuiasuins uwazoruintdymnistadeudeyaduy

Wlugnsaaneuanuindeionsenmnmmlsld eglsinm aunguinistydilwadselovd win

U
[ a I3

Jussiavunadniidulananaseuniaud devdmsnadenulsuneiiannseiungneviend
Fslugsnalasusy SMEs Tulmitudl EEC drvlmaidugsfansounsa mavimsiamatniduyaaaly
asaunsvionrulndda Joywmidunudind1nenvanas nsdavhissnumanisdudelnduluay
Yorvuavesngmunsuazaenadosiungvuieni@ens uagludnyunis fuimsiunnauly
AsouAfainamilsfimaysslond aruddu uardodesesnsfnsouadilussazeninnin fady

) Aoy a o

F99911518UNINTIUNTAUAMABITUTITNNUTINAENS TN ILUAIUNTAUNUNINITRUNAS
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wazaseAnulaussunsn1suastulauin@u (Amrah and Hashim, 2020; Suphatranon, 2020) 34
Jululddnsmeaumenisiuvesgsialsusy SMEs ndauninailsas geudeliuinsaiuise
NeunusazAnduladnagvslafvy usmsinnisgsialeg1sivssdninm dlenaasimanlslanauy

unasuaianuansatunisudiulunainld Jensaunfigiudall

AUNAFIUNITITEN 1 : g3nalsausuiidamuniniilsseduge daruaunsalunisiiils

wandgaINgsRalswsunsiamunnilsseAusi

Tenuninstuduesedieddgyfiasiougiuznisiutasnanisandunuresionis lag

o a '

Toyafiiinnningylelildnvedian1saunTn R uNag NS kAT UTAANAINITON 1N TUYITY

9 U

A

Yuzfigidudeldirsananudosasinusiuuiuy snddensuntiuandiiuiigunintils

Y

'
v a =

femuduiusfudunuiiunuiianas szamn MBI IINsRuigrtisanauliutuey
aradssinutoya uaglymiunuas shlitnasmuussdwildetusasdmalvdunutuyusias
(i.e. Rajiba et. al,, 2021; Zhou, Luo, and Wu, 2022) kazifi 1AnenIwn15uy98uves SMEs (Amrah
and Hashim, 2020) agsbsfinnu SMEs Inedundydgwinsidadfldivszansam enadwmaly
ANNNYBITBYAAAGT (OSMEP, 2017) wenani LLﬁde"‘ﬁamﬂdwwwummm‘wﬁwiﬁﬂiwLﬁma
nstuiuay wivnansdndunuidymdunuyinliguimsiunliunnudilsitenevaussdouly
M19n1353U (Xiao and Xi, 2021; Lassoued and Khanchel, 2021) wiinélaififeaguiidaiau udauide
fseguunuiAniinmuainiilefigeazgaelissfalanam SMEs Fn15u3msdanisfiadu danals

o

AdEInsalunsinilsvesfian1shivy Juilugauuigiui 2 vesmsideil
AUNAFIUNITIABN 2 : gaunninbsdimnuduiusiuauainisalunisvinilsvedssna
15ausu SMEs Tutum EEC

6. W|WNIALTIUNTIY

6.1 Uszynsuazngualag1s Useansuazngudiiegne fe 93nalssusy SMEs Tuwn EEC
AseuAqu 3 Yamia ldud vay3 szees wazaziBansn 1 902 wis (Foya w Fudl 30 W 2566)
uoilisafeusemitennnisdssumsiiu 130 uvs uazuismiiddoyaliinsududn 105 us ngusegn
qmﬁwﬂ%’ﬁﬂwmﬂﬁu 667 W3 (DBD, 2566)

6.2 naiususndays muideiliAvangudeyaeouladvssnsuianngshianisdn

(https://datawarehouse.dbd.go.th/index) Inegrfiudoyaainaunsiiuregsialswsu SMEs Tuiluil
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Y090 1UUIENOUNSNIUANEADENTITUTU

6.3 A2LUsSLazNISINAI

A15197 3 AUswaznIsInANEIwUS

v

u

foviuadey

o d’ 1 ﬂsgmv‘ o 1 o a
AuUs Yogo | n133AA A183U"Y
AUT
ATensAsedlagnay | A1 DA dwisnefianmnnnilsas
ANl DA | Basy | Wiwvewheuinms falay | Tuvagian DA gee1aazvioudianis
The Jone Model (1991) | anusstg@vionisdanismls
. - YuInRINSNngTuazviou
R AON"SANTTINYIAVRS . . -
Ywevesians | FS | el | L . Y Angnnlunisaiuanuuag
AUNINYTI QU IUEUY e
ANIMAILINANI
BnAUnilEAUTIINS dnsndugeazviounsliniidu
EHRRI LV | Ry | mediuvewnevu (O/E | unaaluyu 39019ufiuyadinantg
Ratio) waifiuaude RNzl
dnsdIAUNING WARSANINARBIYDININTT N3
GHREEEN WC | muay | viyudgumnsniay UIMIRUNUMUIE AT ey
vyl (Current Ratio) | WaUsenauns
oy AanTsAuauNe U
JEEglIalUNNg 918UBININTAIALTY . -
Do FA | duRu | |, ANENINNIINITEIN ANINETaLY
flonafanIs nosd e vn
MUYt wazAUNEITUINTY
éjmi’] o a 2V a % s [ a a va (% & o
Mlsansmsmeduning | Inuseansammsldduning dnsn
HARDUWIY ROA | @y . - C o an
. \dy FasnefeHAN SANTUNLAG
NFUNTNG
NI NANDUUNY . . . | Tananeuunuiiidivesianisiasy
, » Mlsgrismsimediuvey . -
MNFIVVDIHED | ROE A AINNTAIU BATIGFINUBEIAINU

[

ANAIYBINTITAIVUY

q
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v e
[ a 3

6.4 ananltlunsiiasizidaya MITeaailinseideyanisad

Aselusunsudniagy
SPSS wazandunIsIiasziteyan1ada wuadu 2 du ldun (1) n1sTimseiidanssan
Usznausne Aaud, Seay, Aaae LLazmﬁauijmwummgm wa (2) NMsiAsIziigaaynu 14
NAABUANNATINLAETLATIEYAMNFURUS Vo LUT UTENaunale ttest, Pearson Correlation
Analysis, ag Multiple Regression Analysis

6.5 siawuulun1snagauanufgy
Tanafl 1: ROA =010+, DA+B,FS+BsLV+BWC+BFA+E
Tunadi 2 : ROE=00+ B, DA+B,FS+B,LV+BWC+BFA+E

7. NaN1338

n1sfnuil Tiagsigsialasusy SMEs Tulum EEC asounau 3 ania saudu 667 uvs
Usznausmy Jaminvays Josar 83.50 Jaminsrees Sovar14.84 uardminasidunst Jegay 1.65
sy Tnedeyananisduiunueglurisseud 2565 Geegseninmsiiufianmaunsssuinves
COVID-19 anvdwalidayaiinruiuniuuasiidifaunfiAadu msfnwidvlddniunsmagon
A mdeyaneuiiaszst 101435 Winsorization Lileannansynuverinni uazasiaaeunis
N52918279A1AAALAA BRI Histograms waz Normal P-P Plot wuinfinnsnszanedudlnddu
Unf wenanniiy Tumsisgiauannsenvanlinsaeulymanuduiusseninsiulsdase
WUIAN VIF 9g3emi1e 1.010-1.035 Feslelaiiu 10 Felaiftlam Multicollinearity uagifiofiansanen
Durbin-Watson #uiniifA1ag5e1ine 1.981-2.000 Fadlngd 2 avieuiilidindemn Autocorrelation

HansnsIvdeudeyaUaiull Juilugnsinsieinadsil

= a ¢ v a Y i =
M990 4 ﬂrﬁ'gl,ﬂi']gﬁeﬂai{ljaLGUQ‘WiimuqleEJJWFJLLUiﬁIsﬁuﬂqiﬁﬂ@q

vays (1) 53809 (2) | azduns (3) 59U
. (n=557) (n=99) (n=11) (n=667)
AU v v v v
(F9waz 83.51) | (Jvwaz 14.84) | (308ay 1.65) | (@@ 100)
X S.D X S.D X S.D X S.D
ﬂmmwﬁ’ﬂi (DA) -0.71 | 48.13 | 3.17 | 1065 | 7.25 | 2054 | -0.01 | 44.27
YUIAVDININIT 82.04 | 22296 | 41.49 | 136.39| 28.44 | 50.01 | 75.14 |210.99
U%mmwﬁ(tﬂm) 15.02 | 328.21 | 0.50 9.97 | 1143 | 45.14 | 12.80 | 300.00
anwagas () 99.02 | 983.37 | 24.36 | 57.22 |224.35 | 637.72 | 90.01 | 902.71
38&13L’Jﬁ’]114ﬂ’]iﬁ€]§ﬂﬁﬁ]ﬂ’]i @)| 15.08 | 10.55 | 12.49 | 10.06 | 9.09 757 | 14.60 | 10.49
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Mseil 4 mlleneideyalmssanvesiuusililunisinw (ie)
way3 (1) 53809 (2) | azBuns (3) 59U
(n=55T7) (n=99) (n=11) (n=667)

fiauls Y Y Y Y
(529av 83.51) | (Soway 14.84) | (S98uay 1.65) (59882 100)

X S.D X S.D X S.D X S.D

AMUaNsatunsvinnnls

- ROA (1%11) 24.72 |382.40 | -36.48 | 188.91 | 5.94 | 28.30 | 25.96 | 356.90

- ROE (1) 4.86 |573.72|-25.84 |331.32| 12.11 | 33.13 | 0.02 |539.52

NNNANTANYTIUAITIN 4 Wudn WeRasanvuInveIRnImAls (DA) HIUILIAYEISIENTS
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EEC damun1minlsgs (A1 DA w1lng 0) agvioutianauuninveastayalusienunianiskiueyluseau
Tnsiameiufidmingay3ian DA drgn (d DA lnd 0 wnflae) ilewfisufuiaminszsacuas
aulunTmudau wansbiliuisenuninmstuuedsusuludminvayilaunmiilsgmsedinng
naefifalunissanisiilseglussduiitiosninfiuiidu Wity sunvesgsialsausiluraysd
YAMNEN T098911AD Sreadavarduns) dlassaiiauvesianislsasuluien EEC dlvg)
Samduuannuidudundnlnsamesayiuavasdans TuduresiuyumyuvesiansTasdanlng)
gaflssusufianmadomnensiumnlasiomeasdansiinniian uazszernailunisienaians
TneindefongUszanm 14.60 T sawvsanssidunuied slnemuit uwdenunsaiundssuinves
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= o a a °
M99 5 Naﬂﬂ'ﬁﬂ’]muﬁﬂ‘ﬂ@ﬂtﬁﬂﬁﬂiﬂLLilI SMEs LLEJﬂGnllﬂmﬂ’]Wﬂ’lei

. NAN1IALTEUIY
AMATNIIBIU | 91U
- , ROA ROE
N9NITLEY (un9)
X S.D. t-test X S.D. t-test
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2) Qmmweﬁ"w 498 299 412.83 (0.47) 18.49 521.80 (0.13)
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sufueunenuuiunliildaasfidaiunenisasiiaiesnifansiifianeds vuefivuaves
Aans (FS) ﬁmmé’uﬁuﬁ‘@qmﬂﬁ’uwﬁumi%’mmﬁuﬁqu (LV) (r = 0.10, p-value <0.01) SygLNanend
A9M3 (FA) (r = 0.14, p-value <0.01) uagdnTHaRDUWIURDAIYBERBYW (ROE) (r = 0.09, p-value
<0.05) aghiifeddneadn avveuinfanisvuelgfuusldudedaneiuiy Tunaaduyuain

IAUIINUY warlinanoUWIUABET 0YUa Y ATUSEAUNTIAIRUNY (LV) Sanuduiusidsuiniu

219



JOURNAL OF INDUSTRIAL BUSINESS

ADMINISTRATION
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v v
o '
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LYY

USRNTINARDULNIUINAUNITNG (ROA) pensiltivdAgyy9add (r = -0.11, p-value <0.01) TneRansi
dsradafluuliuadmaneuunuanaunindlianifanmsisidununny desndenubangu
TunsudusdeanunsaimaAswsiaiasuudadding
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M990 7 NMTIATIEVADDUTATULUUNY

Model 1 : ROA Model 2 : ROE
fiauds Std. t- p- Std. t- p-
B Error | value | value B Error | value | value
ﬂ"m\iﬁ (Constant) 27.20 | 2391 1.14 0.26 -60.57 | 35.83 | -1.69 0.09
Qmm‘wﬁﬂ‘i (DA) -1.14 | 0.00 | -0.36 | 0.72 | 1.70*** | 0.00 | 3.63 | 0.00
YUINYDINANIT (FS) 6.31 0.00 0.95 0.34 2.17%* 0.00 2.18 | 0.030
UStnauni (Lv) -0.01 | 0.05 | -0.12 | 091 -0.04 0.07 | -0.57 | 0.57
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svesnANeRIAINS (FA) |-3.97**| 1.34 | -2.97 | 0.00 3.07 200 | 013 | 013

F-test 1.820 4.182%%%
Adj.R? 0.006 0.023
Dubin and Watson 1.981 2.000
VIF 1.010-1.035 1.010-1.035

vianewig: < sgautludfneatia 0.01, ** seautedidgneaiia 0.05
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29 v & ° ! , ) ° \ a v 4 o«
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anusiainlsiitensuaussteulvmamsiiuvdeingusrasduisedsmnnninmsagviougarmaasugio
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Toyan1aUiydeg19dUszdnSnan (ie. Boonlek et. al,, 2020; Rahayaningsih and Utami, 2022)
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Abstract

This research aimed to: 1) study factors influencing high school students' decision to pursue higher
education in sports science; 2) analyze the relationships between personal factors, family factors, and
environmental factors with their educational decision-making; and 3) assess the level of interest and
motivation in studying sports science. The sample consisted of 400 high school students, selected through
multi-stage sampling. The research instrument was a questionnaire with a reliability coefficient of 0.89.
Statistical analyses included frequency, percentage, mean, standard deviation, correlation coefficient analysis,
and multiple regression analysis. The findings revealed that: 1) personal factors had the highest influence on
decision-making, particularly in terms of personal interest in sports (M=4.65) and career goals in sports
(M=4.60); 2) there were high positive corelations between personal factors and motivational factors (r=0.685),
as well as between personal factors and institutional image and reputation factors (=0.612); and 3) the
sample group demonstrated a high overall motivation level (M=4.32), with professional pride showing the
highest mean (M=4.42), followed by income opportunities (M=4.38). Multiple regression analysis indicated
that personal interest in sports, future career opportunities, and curriculum modemity collectively accounted

for 68.5% of the variance in students' decision to pursue higher education in sports science.

Keywords: Influencing Factors, Educational Decision-Making, Sports Science, High School Students
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