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Abstract

This study investigates climate adaptation in sport through three interconnected
domains: athlete performance, organizational management, and policy governance. Using a

qualitative design, data were collected through a systematic literature review of 82 Scopus

and ScienceDirect indexed articles published between 2018 and 2025, four case studies, and
15 semi-structured expert interviews. Thematic synthesis revealed four athlete-level
strategies—physiological adaptation, psychological resilience, scheduling adjustments, and
wearable monitoring technologies. At the organizational level, climate-responsive facilities,
mega-event innovations, and sustainability-driven models such as the Bio-Circular-Green (BCG)
framework emerged as effective approaches. At the policy level, sport was identified as
underrepresented in climate agendas, though evidence suggested opportunities for integration
with health expenditures and public awareness campaigns. Cross-level analysis demonstrated
that adaptation is most effective when athlete strategies are supported by organizational
infrastructure and reinforced by policy frameworks, creating a feedback system of resilience.
The study contributes to sport management scholarship by proposing a multi-level framework

that positions sport as both vulnerable to climate risks and as a proactive driver of sustainable
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development. Recommendations are provided for athletes, organizations, and policymakers

to align strategies for enhanced climate resilience in sport systems.

Keywords: Climate adaptation, Sport management, BCG Model, Sustainability, Policy innovation

Introduction

Climate change is reshaping human activity worldwide, and sport is no exception.
Increasing temperatures, altered precipitation patterns, and greater frequency of extreme
weather events threaten not only natural ecosystems but also the sustainability of outdoor
recreation and athletic competition. Shifts in forest composition due to climate change have
been shown to influence deer populations and outdoor recreational opportunities,
underscoring the interconnection between environmental systems and human activity (Bakshi,
Polasky, & Frelich, 2025). Extending such findings to sport highlights that climate change is not
a peripheral concern but a central determinant of how, where, and under what conditions
athletes can train and compete.

The health implications of climate change are increasingly recognized within sport
science. A Delphi study revealed consensus among medical and sport experts about the rising
risks athletes face, including heat stress, respiratory conditions, and cardiovascular strain
(Schneider, Niederberger, Kurowski, & Bade, 2024a). A subsequent study proposed a
sport-specific prevention model, focusing on outdoor activities most exposed to heatwaves
and poor air quality (Schneider, Niederberger, Kurowski, & Bade, 2024b). Broader intersections
between climate change and rehabilitation medicine have also been reviewed, with findings
indicating that physical activity is both vulnerable to environmental pressures and essential
for population health (Newman, Kokame, Leochico, Fogarty, Burton, Tenforde, & Alexander,
2025). Climate stressors have further been suggested to amplify cardiovascular risks in
physically active populations, underscoring the importance of integrating climate resilience
into sport and exercise strategies (Thompson, Alexander, Moneghetti, & Howden, 2024).
Collectively, this body of evidence illustrates that athlete well-being is inseparable from

environmental health.
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Beyond physiological effects, climate change exerts a profound influence on the built
environment of sport. Thermal comfort in sport facilities has been shown to vary significantly
between exercisers and non-exercisers in hot and humid climates, demonstrating the need
for adaptive architecture and ventilation strategies (Haung, Xun, Zhao, Chen, & Gou, 2023).
As rising global temperatures intensify thermal discomfort, innovations in stadium design,
training facilities, and recreational infrastructure will become critical for maintaining
participation and safety. The integration of climate resilience in sport and exercise with public
health expenditures in coastal China has also been highlighted, showing that investment in
environmentally adaptive sport infrastructure not only protects health but also reduces
long-term economic costs (Li, 2024).

Psychological and motivational dimensions of adaptation also warrant attention.
Psychoneuroendocrine responses to different motivational climates in sport have been
examined, suggesting that environmental stressors, including those linked to climate change,
interact with psychological and hormonal processes that shape performance (Hogue et al,
2025). This finding points to the complexity of adaptation: athletes and managers must address
not only the physical but also the mental health consequences of competing under new
environmental realities.

At the organizational and managerial level, innovation in event management and sport
business models plays a vital role in adaptation. The application of the Bio-Circular-Green
(BCG) economy model to a rock climbing adventure company in Chiang Mai showed how
embedding sustainability into core business strategies can enhance both resilience and
competitiveness (Chankuna & Panjatawee, 2025). The development of a competition
management model for Ju-Jitsu at the Thailand National Youth Games, also based on the BCG
framework, demonstrated how integrating ecological consciousness into event planning can
improve organizational efficiency, stakeholder satisfaction, and long-term viability (Chankuna,
Ownsungnoen, & Numboonjit, 2024). At the international scale, the Tokyo 2020 Olympic
Games faced unprecedented summer heat, requiring organizers to implement hydration hubs,

cooling stations, and acclimatization programs (Nakamura et al., 2022). Likewise, the Qatar
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2022 FIFA World Cup confronted extreme desert conditions by introducing climate-responsive
stadium design and advanced cooling technologies (Lucio & Gomes, 2023). These four cases—
global mega-events, a national youth competition, and a local sport enterprise—illustrate
diverse adaptation pressures and responses. They also demonstrate how the BCG model offers
practical insights with relevance to international sustainability agendas, linking Thai innovations
to global discourses on adaptation and resilience.

Taken together, current evidence paints a picture of fragmented but promising
adaptation efforts. At the athlete level, studies point to the need for physiological and
psychological resilience strategies (Hogue et al., 2025; Schneider et al., 2024b; Thompson et
al,, 2024). At the organizational level, facility design, financial investment, and sustainable
event management emerge as essential adaptation levers (Chankuna & Panjatawee, 2025;
Chankuna et al,, 2024; Haung et al., 2023; Li, 2024). At the policy level, broader frameworks
linking health, environment, and sport remain underdeveloped, though opportunities for
integration into climate and health agendas have been suggested (Newman et al., 2025).
Although studies exist at the athlete, organizational, and policy levels, no integrated
framework systematically connects these domains. Most prior studies focus on single contexts
and lack cross-level comparisons, underscoring the need for an integrated approach.

Hence, the present study addresses this gap by proposing an integrated framework of
climate adaptation in sport that unites performance, management, and policy dimensions.
The objectives of this study are to: (1) To identify athlete-centered strategies that mitigate risks
and maintain performance under climate stress; (2) To examine organizational innovations that
build resilience in facilities, events, and sport enterprises; (3) To situate sport within broader
policy and governance structures for climate adaptation and public health; and (4) To identify
synergies among these domains, demonstrating how adaptation at one level can reinforce
adaptation at others.

This manuscript contributes in several ways. It integrates environmental science, sport
management, and health research, advancing a multidisciplinary perspective on climate

adaptation. It synthesizes international and Thai evidence to highlight best practices and gaps.
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It provides actionable recommendations for athletes, sport managers, and policymakers to
enhance climate resilience. By aligning with innovation frameworks such as the BCG model, it
underscores that adaptation is not merely about survival but about reimagining sport as a
proactive actor in sustainable development.

The research article proceeds by reviewing the literature on climate change and sport,
illustrating key strategies and challenges. A conceptual framework will then be introduced,
followed by a mixed-methods methodology incorporating systematic review, case studies, and
expert interviews. The results will categorize adaptation strategies across athlete,
organizational, and policy levels. Discussion will interpret these findings through resilience and
innovation theories, and the paper will conclude with recommendations for embedding

climate adaptation into sport systems at multiple scales.

Literature Review

Concepts and Theoretical Foundations

Climate adaptation in sport can be understood through two core conceptual lenses:
resilience theory and evaluation theory. Resilience theory emphasizes the capacity of
individuals, organizations, and systems to absorb shocks and maintain function under stress
(Folke, 2016; Newman et al,, 2025), while evaluation theory highlights the structured
assessment of strategies and interventions to determine their effectiveness in practice (Chen,
2018). Together, these frameworks provide the analytical foundation for this study, enabling
the systematic assessment of adaptation strategies across athlete, organizational, and policy
domains. By combining resilience and evaluation perspectives, sport adaptation can be
approached not merely as a reactive response but as a proactive process that can be
measured, refined, and scaled (Schneider et al., 2024a; Li, 2024).

Athlete-Level Adaptation

Research at the athlete level has predominantly emphasized physiological responses
to climate stress. Strategies such as heat acclimatization, hydration, cooling protocols, and
scheduling adjustments have been widely investigated to mitigate risks of heat stress,

dehydration, and cardiovascular strain (Schneider et al,, 2024a; Thompson et al., 2024).
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Wearable technologies are increasingly deployed to monitor hydration levels, heart rate, and
core temperature, contributing to individualized adaptation strategies.

Beyond physiology, psychological adaptation has also been studied.
Psychoneuroendocrine evidence demonstrates how motivational climates influence
hormonal and psychological responses under environmental stress, highlighting the dual
importance of resilience training and supportive climates (Hogue et al., 2025). Despite this
growing body of knowledge, most studies remain narrowly focused on physiological risk
management, leaving psychological and socio-cultural dimensions comparatively
underexplored.

Organizational-Level Adaptation

At the organizational level, research highlights the role of climate-responsive facility
design, event management, and sustainability-driven business models. Thermal comfort
studies reveal how facility design affects both exercisers and non-exercisers in hot and humid
climates, emphasizing the need for adaptive architecture and ventilation (Haung et al., 2023).
Event management literature highlights the importance of cooling hubs, rescheduling, and
medical readiness, particularly in mega-events such as the Tokyo 2020 Olympics and Qatar
2022 World Cup, which pioneered large-scale climate adaptations in stadium infrastructure
and competition scheduling (Nakamura et al., 2022; Lucio & Gomes, 2023).

Local and national examples also provide valuable lessons. The application of the
Bio-Circular-Green (BCG) model to a rock climbing enterprise in Chiang Mai and to the Ju-Jitsu
competition at the Thailand National Youth Games demonstrated how ecological principles
can be embedded in business operations and event management (Chankuna & Panjatawee,
2025; Chankuna et al, 2024). While grounded in the Thai context, these cases illustrate globally
relevant strategies: how sustainability principles can be applied at different scales of sport,
from grassroots businesses to national competitions. They contribute to theory-building by
showing how locally developed sustainability frameworks such as BCG can be generalized as
models for embedding adaptation in sport management worldwide.

Policy and Governance-Level Adaptation

Compared to athlete and organizational research, studies at the policy and governance
level remain less developed. International frameworks, however, provide strong guidance for
embedding sport within climate agendas. The United Nations Framework Convention on

Climate Change (UNFCCC) recognizes sport both as a sector vulnerable to climate risks and as
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a platform for promoting sustainability awareness (United Nations Framework Convention on
Climate Change, 2021). Similarly, the International Olympic Committee (I0OC) Sustainability
Strategy mandates integration of environmental responsibility into all aspects of Olympic
planning and operations, setting a global precedent for governance alignment (International
Olympic Committee, 2020). Yet, despite these international frameworks, national-level
integration of sport into adaptation policy remains inconsistent (Schneider et al., 2024a).

Evidence from rehabilitation and public health demonstrates the potential value of
integration. Newman et al. (2025) emphasize that physical activity is both vulnerable to and
protective against climate risks, while Li (2024) shows that investment in adaptive sport
infrastructure can reduce long-term health expenditures. However, governance frameworks
rarely connect these insights systematically. Sport is often treated as peripheral to climate
planning, reflecting a persistent gap between international aspirations and national
implementation.

Gaps and Pathways

A review of the literature reveals four critical weaknesses that shape the research gap.
First, there is an overemphasis on physiological studies, as most athlete-level research
narrowly addresses heat and hydration while underexploring psychological, social, and cultural
dimensions (Schneider et al., 2024a; Thompson et al, 2024). Second, organizational
frameworks remain fragmented; although facility and event innovations exist, they are rarely
integrated into systematic models that can be applied across diverse contexts (Chankuna &
Panjatawee, 2025; Haung et al., 2023). Third, sport continues to play only a marginal role in
policy, often excluded from national climate adaptation agendas despite its vulnerability and
its potential as a powerful driver of social awareness (International Olympic Committee, 2020;
Newman et al., 2025; United Nations Framework Convention on Climate Change, 2021) Finally,
adaptation strategies at athlete, organizational, and policy levels are typically studied in
isolation, with limited attempts to demonstrate how they reinforce each other (Li, 2024,
Schneider et al,, 2024b). Addressing these gaps requires an integrated framework that
systematically connects these levels, allowing climate adaptation in sport to evolve from

fragmented responses into a coherent system of resilience.
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Conceptual Framework

Building on resilience and evaluation theory, this study proposes a multi-level
conceptual framework for climate adaptation in sport. The framework integrates three
domains. First, athlete performance strategies — physiological, psychological, and technological
adaptation. Second, organizational management strategies — climate-responsive facilities,
event innovations, and sustainability models such as BCG. Third, policy and governance
strategies — alignment with global sustainability agendas (UNFCCC, 10C) and national
adaptation frameworks. These domains are interconnected through feedback loops: athlete-
level data inform organizational decisions; organizational practices shape policy credibility; and
policy provides the enabling environment for both athletes and organizations. Figure 1
illustrates the conceptual framework, showing how adaptation operates as a multi-level

system with bidirectional reinforcement among athlete, organizational, and policy domains.

Policy and Governance

Athlete Performance 4 Organizational Management

Figure 1 Conceptual Framework

Methodology

Research Design

This study employed a qualitative research design to examine climate adaptation
strategies in sport across three dimensions: athlete performance, organizational management,
and policy governance. A qualitative orientation was appropriate given the study’s emphasis
on meaning, context, and the interconnections between adaptation practices. Three

complementary methods were used: a systematic literature review, case studies, and expert
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interviews. Triangulation across these sources enhanced the credibility and depth of the
findings (Newman et al., 2025; Li, 2024).

Systematic Literature Review

A systematic review of peer-reviewed articles was conducted using the Scopus and
ScienceDirect databases to identify adaptation strategies in sport. The search was limited to

» o«

2018-2025 and employed keywords such as “climate change,” “sport,” “athlete adaptation,”
“sport management,” and “policy.” Articles were included if they addressed sport-related
adaptation strategies within performance, organizational, or policy contexts. Studies unrelated
to sport were excluded. In total, 82 articles were included in the review.

A qualitative thematic synthesis was used to analyze the selected literature. Each
article was read in full and coded for adaptation measures, contexts, and conceptual insights.
Themes were then clustered into athlete, organizational, and policy domains. This process
allowed for the identification of cross-cutting adaptation strategies and highlichted areas
requiring further investigation (Schneider et al., 2024a; Schneider et al., 2024b; Thompson et al,,
2024).

Case Studies

The case studies were purposively selected to capture different levels of climate
adaptation in sport, ranging from global mega-events to national competitions and local
organizational enterprises. At the global level, the Tokyo 2020 Olympic Games confronted
unprecedented summer heat, requiring evidence-based countermeasures such as acclimation
training, forearm immersion, ice slurry ingestion, and hydration protocols, which were
implemented alongside pandemic-related restrictions (Nakamura et al., 2022). Similarly, the
Qatar 2022 FIFA World Cup addressed the challenges of a desert climate through empirical
climate modeling and principal components analysis, which informed semi-open stadium
architecture and innovative venue planning to improve athlete and spectator comfort
(Lucio & Gomes, 2023). At the national scale, the Ju-Jitsu competition at the 2023 Thailand
National Youth Games in Mae Hong Son demonstrated how the Bio-Circular-Green (BCG)
model could be integrated into event management, promoting sustainability, resource
efficiency, and competitive integrity (Chankuna et al., 2024). At the local organizational level,
a rock-climbing enterprise in Chiang Mai applied the BCG model to its business operations,
embedding ecological responsibility into growth strategies and enhancing resilience against

environmental disruption (Chankuna & Panjatawee, 2025). Collectively, these four cases
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provide a multi-level perspective on how climate adaptation strategies manifest across
performance, organizational, and governance dimensions, offering diverse and transferable
insights for advancing resilience in sport.

Expert Interviews

Purposive sampling was employed to ensure that all participants had direct experience
with climate adaptation in sport. The semi-structured interviews included 15 participants—5
athletes, 5 coaches, 2 sport managers, and 3 policymakers—thereby providing a balanced
perspective across practice, management, and governance. The interview guide was structured
around four themes: (a) perceptions of climate risks, (b) current adaptation strategies,
(c) organizational and policy barriers, and (d) recommendations for future adaptation. This
approach enhanced both the depth and breadth of insights by capturing diverse stakeholder
experiences. Each interview lasted between 45 and 60 minutes, was audio-recorded with
consent, and transcribed verbatim. Data were analyzed using thematic coding to identify
recurrent ideas and emergent perspectives (Hogue et al., 2025).

Instrument

The main research instrument was a semi-structured interview guide developed based
on themes identified in the literature review and case study analysis. The guide was reviewed
by two senior sport management scholars and one environmental policy expert to ensure
content validity and alisnment with the study’s objectives. Pilot interviews with two
participants were conducted to refine question clarity and sequencing. This process enhanced
the trustworthiness and dependability of the instrument, ensuring that the questions were
relevant, unbiased, and capable of eliciting rich, reflective responses (Newman et al., 2025).

Data Collection

Data collection was conducted in three stages. First, the systematic literature review
was completed through database searches and coding of peer-reviewed articles. Second, case
study data were collected through document review of published articles, organizational
reports, and secondary sources. Finally, interviews were carried out with experts via online
video calls and in-person sessions where feasible. Each interview was conducted by the
principal researcher, lasted between 45-60 minutes, and was digitally recorded with
permission. Data collection continued until thematic saturation was achieved, indicating that

no new insights were emerging from additional interviews.
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Data Analysis

Thematic analysis was used to integrate findings across the literature review, case
studies, and interviews. Codes were generated inductively and organized into categories
corresponding to athlete, organizational, and policy adaptation. NVivo software supported the
coding and analysis process. Triangulation across data sources ensured that interpretations
were robust and that the conceptual framework reflected multiple perspectives (Bakshi et al.,
2025).

Trustworthiness

Rigor in qualitative research was maintained through strategies appropriate to each
method. The literature review employed a transparent search protocol and peer debriefing.
Case study credibility was enhanced by triangulating data sources, including published
research, organizational documents, and secondary reports. Interview credibility was
strengthened through member checking with selected participants. An audit trail was
maintained to document analytic decisions and ensure dependability (Adler, 2022).

Ethical Considerations

Ethical considerations were carefully addressed throughout the study. Participation was
entirely voluntary, informed consent was obtained from all interviewees, and data
confidentiality was strictly maintained. Ethical approval from an institutional review board (IRB)
was not required, as the research involved non-sensitive interviews; however, all procedures
complied with institutional standards and adhered to the principles of the Declaration of
Helsinki (2013 revision). In addition, standard practices of qualitative research ethics were
observed: participants’ anonymity was preserved, interview data were stored securely, and
prior studies serving as case evidence were properly acknowledged and cited (Chankuna &

Panjatawee, 2025; Chankuna et al., 2024; Nakamura et al., 2022; Lucio & Gomes, 2023).

Results

The findings of this study are presented across three thematic domains—athlete
performance, organizational management, and policy governance—reflecting the structure of
the conceptual framework. Data derived from the literature review, case studies, and expert

interviews converged to highlight both common strategies and context-specific innovations.
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Athlete-Level Adaptation

Athletes face direct physiological and psychological risks from climate change.
Thematic synthesis identified four primary adaptation strategies: physiological protocols,
psychological resilience, scheduling modifications, and wearable technology use. Physiological
protocols included heat acclimatization, hydration interventions, and cooling strategies such
as forearm immersion and ice slurry ingestion, which were notably applied during the Tokyo
2020 Olympic Games (Nakamura et al,, 2022). Psychological resilience strategies, such as
fostering supportive motivational climates and resilience training, were emphasized as
important in managing environmental stress (Hogue et al., 2025). Interview data further
confirmed that grassroots athletes rely on simpler adjustments such as rescheduling training
and competitions, while elite athletes benefit from monitoring technologies that track
hydration, core temperature, and cardiovascular strain.

As one grassroots athlete noted, “We just moved our training sessions earlier in the
morning to avoid the heat, because we don’t have access to cooling technologies.” In
contrast, an elite athlete emphasized, “With the hydration trackers and core temperature
sensors, | can push further but still feel safe, even in extreme conditions.”

These themes are synthesized in Table 1, which categorizes athlete-level strategies
and illustrates how the evidence is distributed across sources. The table highlights the
predominance of physiological approaches in published research, while psychological and
technological innovations were emphasized primarily by interviewees, indicating areas where

applied practice is moving ahead of scholarship.

Table 1 Athlete Adaptation Strategies to Climate Stressors

Category Examples of Strategies Sources of Evidence
Physiological Heat acclimatization, hydration protocols, Nakamura et al., 2022;
ice slurries Schneider et al., 20243;

Schneider et al., 2024b

Psychological  Resilience training, motivational climate Hogue et al.,, 2025

interventions

Scheduling Training/competition at cooler times, Thompson et al., 2024

seasonal adjustment

Technology ~ Wearable sensors for hydration, temp & Expert interviews, field

HR monitoring practice
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Organizational-Level Adaptation

At the oreganizational level, strategies centered on facility design, event management,
and sustainability-driven business models. Studies of thermal comfort revealed that design
features such as ventilation and shading significantly influence conditions in sport facilities,
especially in hot and humid climates (Haung et al., 2023). Evidence from coastal China demonstrated
that investments in climate-resilient infrastructure reduced health expenditures, supporting
the economic case for adaptation (Li, 2024).

Case study analysis provided concrete examples. At the Qatar 2022 World Cup, semi-
open stadiums incorporating advanced cooling systems were informed by empirical climate
modeling, creating safer conditions for athletes and spectators (Lucio & Gomes, 2023).
At the Tokyo 2020 Olympics, event organizers implemented cooling hubs and hydration
stations to reduce heat-related risks, showing how operational decisions supported athlete
performance in extreme heat (Nakamura et al., 2022). At the local level, integration of the Bio-
Circular-Green (BCG) model into both a rock climbing enterprise and the Thailand National
Youth Games demonstrated how sustainability principles can be embedded in sport
management (Chankuna & Panjatawee, 2025; Chankuna et al., 2024).

As one sport manager explained, “Our priority was not just to keep athletes safe but
also to make spectators comfortable, so ventilation and shaded areas became part of our
design.” Another policymaker highlichted, “The BCG model helped us plan the event with
fewer resources but greater efficiency, ensuring sustainability was not just a slogan.”

These insights are consolidated in Table 2, which compares organizational adaptation
strategies across facility design, event management, mega-event innovation, and sustainable
business models. The table illustrates that while mega-events adopt highly technical solutions,
local enterprises emphasize ecological and community-based strategies, revealing the diversity

of organizational adaptation pathways.

Table 2 Organizational Adaptation Strategies

Category Examples of Strategies Sources of Evidence

Facility Innovation Climate-responsive architecture, Haung et al., 2023; Li, 2024

ventilation systems

Event Management Cooling hubs, rescheduling, Nakamura et al., 2022

medical readiness
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Table 2 (continue)

Category Examples of Strategies Sources of Evidence
Mega-Event Design  Stadium cooling systems, climate Lucio & Gomes, 2023
modeling
Sustainable Models BCG-driven event & business Chankuna & Panjatawee, 2025;
strategies Chankuna et al., 2024

Policy and Governance-Level Adaptation

At the governance level, sport remains underrepresented in climate adaptation
frameworks, though recent evidence signals increasing recognition of its importance. Reviews
highlighted the dual role of sport: highly vulnerable to environmental risks but also central to
maintaining physical activity and public health under changing conditions (Newman et al,,
2025). Ecological modeling demonstrated how climate-driven shifts in natural environments
affect recreational access and participation equity, raising governance concerns about fairness
and inclusion (Bakshi et al., 2025).

Expert interviews confirmed that in Thailand, sport is largely absent from formal
adaptation plans, even as government strategies evolve for infrastructure and health.
Nonetheless, participants saw opportunities for leveraging sport’s social influence to raise
awareness and integrate adaptation strategies into broader policy frameworks.

A policymaker remarked, “Sport has not been prioritized in national adaptation plans,
but it could be a bridge to engage communities in climate awareness.” Similarly, one expert
emphasized, “If sport policy linked more directly to health and environment, funding for
adaptive facilities would follow naturally.”

Table 3 summarizes governance strategies, ranging from integration with health
agendas to resource allocation for adaptive facilities. The table shows that while health
integration is increasingly supported in the literature, resource allocation and governance
frameworks were emphasized primarily by practitioners, pointing to the gap between academic

recognition and policy implementation.
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Table 3 Policy and Governance Adaptation Strategies

Category Examples of Strategies Sources of Evidence

Health Integration Linking sport participation with Newman et al., 2025

climate resilience

Environmental Policy  Addressing access inequities due Bakshi et al., 2025

to environmental shifts

Resource Allocation Public funding for adaptive Expert interviews

facilities and programs

Governance Incorporating sport into national Policy review & expert input

Frameworks climate strategies

Cross-Level Synergies

A key finding of this study is the interdependence of adaptation strategies across levels.
Athlete-focused interventions such as cooling protocols and motivational training were found
to be more effective when supported by organizational infrastructure like cooling hubs or
adaptive scheduling. In turn, organizations were able to implement these measures when
backed by policy frameworks that provided funding and regulatory guidance. Conversely,
policy frameworks became more robust when informed by evidence from athlete health data
and organizational best practices.

These relationships are visualized in Figure 2, which depicts the bidirectional
interactions among athlete, organizational, and policy domains. The figure highlights how
strategies at each level reinforce one another, creating a feedback system of adaptation. For
example, athlete-level physiological adaptation is reinforced by organizational investment in
climate-resilient facilities, while both depend on supportive policy frameworks to sustain long-

term change.
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Policy and Governance
- Integration into climate agendas
- Public health linkage
- Resource allocation

- Equity in access

Athlete Performance Organizational Management
- Physiological adaptation - Climate-resilient facilities
- Psychological resilience 4+ 3 - Sustainable event design
- Training & recovery - BCG-driven management
- Wearable technology - Risk management

Figure 2 Cross-Level Interactions in Climate Adaptation for Sport

Summary of Findings

Overall, the results indicate that adaptation strategies are being developed across
athlete, organizational, and policy domains, but implementation remains uneven. Athlete-
level adaptation is the most widespread but varies according to resource availability.
Organizational adaptation demonstrates innovation at both global and local scales but lacks
systematic frameworks for scaling. Policy adaptation remains emergent, with gaps between
academic recognition and institutional practice. The three domains are deeply
interdependent, as summarized in the conceptual framework and illustrated in Figure 2. These
findings set the foundation for the discussion, which connects the results to theoretical
frameworks of innovation and resilience while identifying practical recommendations for sport

systems.

Discussion

The purpose of this study was to examine innovative strategies for climate adaptation
in sport across performance, management, and policy dimensions, while addressing gaps in
current research. Specifically, it responded to four gaps identified in the literature: the

overemphasis on physiological studies at the athlete level, fragmented organizational
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frameworks, the marginal role of sport in policy, and the lack of cross-level integration. The
study’s objectives were therefore to: (1) identify athlete-centered strategies; (2) examine
organizational innovations; (3) explore policy and governance frameworks; and (4) highlight
cross-level synergies.

Athlete Adaptation: Bridging Physiological and Psychological Strategies

Findings confirmed that physiological protocols such as acclimatization, hydration, and
cooling remain the dominant strategies, consistent with earlier research on heat
countermeasures in elite sport (Nakamura et al., 2022). However, this study contributes new
perspectives by demonstrating that psychological resilience and motivational climates are
equally critical but less documented in existing literature. Interviewees emphasized that
resilience training and supportive team cultures helped sustain performance under stress,
aligning with psychoneuroendocrine evidence (Hogue et al,, 2025). Importantly, wearable
technologies emerged as a cross-cutting factor, serving both physiological monitoring and
psychological reassurance. This reinforces resilience theory by showing how adaptation is not
only biomedical but also socio-psychological, integrating multiple dimensions of athlete well-
being.

Organizational Adaptation: From Mega-Events to Local Enterprises

At the organizational level, mega-events such as Tokyo 2020 and Qatar 2022 exemplify
highly technical responses, deploying infrastructure innovations like advanced cooling systems
and shaded rest areas (Lucio & Gomes, 2023; Nakamura et al., 2022). By contrast, local
enterprises and national events illustrated resource-efficient sustainability models, particularly
through the application of the Bio-Circular-Green (BCG) framework (Chankuna & Panjatawee,
2025; Chankuna et al., 2024). This contrast demonstrates that adaptation is shaped by scale
and resources—mega-events innovate through technology, while smaller organizations
innovate through sustainability integration. From a theoretical standpoint, this reflects diffusion
of innovation, where strategies differ by resource availability but contribute to system-wide
resilience.

Policy and Governance Adaptation: An Emerging but Underdeveloped Domain

Findings revealed that sport remains marginal in formal adaptation frameworks,
particularly in Thailand, echoing international critiques that governance often treats climate
change as peripheral to sport policy (Newman et al., 2025). Nonetheless, opportunities exist

to leverage sport’s cultural visibility for awareness and policy integration. This aligns with
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international frameworks such as the UNFCCC Sports for Climate Action (2021) and the 10C
Sustainability Strategy (2020), which position sport as both a vulnerable sector and an agent
of change. Linking sport adaptation to public health financing, as shown in Li (2024) study in
China, further underscores the potential for policy integration. Thus, while governance remains
underdeveloped, comparative insights reveal global opportunities for embedding sport within
adaptation agendas.

Cross-Level Interdependencies and Theoretical Contributions

The most significant contribution of this study is the demonstration of cross-level
interdependencies. Adaptation is most effective when athlete-level strategies are reinforced
by organizational practices and supported by enabling policies. For example, hydration and
cooling protocols are maximized when infrastructure investments and regulatory standards
are in place. This interdependence supports theories of organizational resilience and systemic
adaptation. The application of the BCG model as a unifying framework underscores the
importance of integrating environmental, social, and economic dimensions.

Limitations and Future Directions

This study is not without limitations. The interview sample, while diverse, was limited
to 15 participants, and the case studies focused on selected events and enterprises. These
limitations may constrain generalizability but provide rich contextual insights that advance
understanding. Future research could expand comparative analyses across more regions,
incorporate longitudinal data, and further explore the interaction of psychological and
technological adaptations.

Novelty and Contribution to Knowledge

This study makes three distinct contributions to the field of sport management and
climate adaptation. First, it integrates athlete physiological, psychological, and technological
adaptations into a single framework, addressing a gap in current scholarship. Second, it
demonstrates how organizational adaptation varies across scale, with mega-events relying on
technology and local enterprises relying on sustainability models such as BCG. Third, it
positions sport as both a vulnerable sector and a potential driver of societal resilience,
emphasizing the importance of governance integration.

By connecting these insights, the study advances the field of sport management by
positioning climate adaptation as a multidimensional challenge requiring innovative,

coordinated, and context-sensitive responses.
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Recommendations

The findings of this study underscore the need for coordinated and context-sensitive
strategies to address climate adaptation in sport. Recommendations are presented at three
levels: athlete performance, organizational management, and policy governance. Together,
they provide a roadmap for advancing resilience in sport systems.

Athlete-Level Recommendations

Findings revealed that athletes primarily rely on physiological protocols (hydration,
acclimatization, cooling) while psychological resilience and equitable access to adaptation
technologies remain underdeveloped.

1. Integrate physiological and psychological adaptation: Coaches and training institutions
should design programs that combine heat acclimatization and hydration protocols with
resilience training and stress management. This dual approach acknowledges the evidence
that both body and mind are impacted by climate stressors.

2. Promote equitable access to adaptation tools: National sport federations and local
associations should provide low-cost monitoring tools (e.g., hydration indicators, temperature
bands) and hydration support for grassroots athletes who cannot afford advanced wearable
technologies. This reduces inequality in adaptation opportunities.

3. Enhance awareness and education: Universities, coaching bodies, and national
federations should develop and disseminate standardized guidelines for safe training and
competition under extreme heat or poor air quality, supported by regular workshops for
athletes and coaches.

Organizational-Level Recommendations

Findings showed that mega-events adapt through high-technology solutions, while
smaller enterprises rely on sustainability frameworks such as the BCG model. Both approaches
are effective but require broader application.

1. Invest in climate-responsive facilities: Sport organizations, in collaboration with
architects and local governments, should prioritize ventilation, shading, and cooling systems
in facility design. Long-term planning should incorporate climate projections to avoid costly
retrofits.

2. Embed sustainability frameworks in management: National sport federations and

event organizers should adopt the Bio-Circular-Green (BCG) model as a guiding standard for
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integrating ecological responsibility into event planning and business operations, scaling it
beyond isolated Thai case studies to international contexts.

3. Adopt risk management protocols for events: Event organizers at all levels should
conduct climate risk assessments, ensure medical readiness, and establish contingency plans
such as flexible scheduling and cooling stations. International mega-events (Tokyo 2020, Qatar
2022) provide models that can be adapted to national and local events.

Policy and Governance-Level Recommendations

Findings highlighted that sport is still underrepresented in national adaptation
frameworks, despite international examples (UNFCCC, 10C) showing its potential as both a
vulnerable sector and an adaptation platform.

1. Integrate sport into national adaptation frameworks: Ministries of Sport, Health, and
Environment should explicitly include sport in climate adaptation policies, with dedicated
budget lines for climate-resilient facilities and grassroots programs.

2. Leverage sport for climate awareness: Policymakers should partner with sport
organizations and environmental agencies to design public campaigns that use sporting events
as platforms for climate awareness, targeting both athletes and spectators.

3. Promote equity in adaptation: Governments should ensure that adaptation policies
extend support to athletes at all levels—elite, grassroots, and across regions with differing
vulnerabilities—by subsidizing access to safe training environments.

4. Support research and monitoring: National research councils and sport science
institutions should invest in longitudinal studies to track climate impacts on athlete health,
facility conditions, and participation patterns. This evidence base will strengthen data-driven
policy development.

Cross-Level Recommendations

Findings confirmed that adaptation is most effective when strategies at the athlete,
organizational, and policy levels are closely aligned. For instance, hydration and cooling
protocols implemented at the athlete level are strengthened by climate-responsive facility
design at the organizational level, which in turn depends on regulatory and financial support
at the policy level. To coordinate action across these domains, governments should establish
cross-sectoral task forces that include ministries, sport federations, and athlete representatives
to ensure coherence in adaptation strategies. Furthermore, feedback loops should be

institutionalized, whereby athlete health data inform organizational infrastructure planning,
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and organizational practices, in turn, guide policy agendas. This cyclical process enables
evidence-based adaptation that is both systematic and sustainable.

In summary, climate adaptation in sport requires a multi-level, mutually reinforcing
approach. Athletes must adopt holistic adaptation practices, organizations must integrate
sustainability and risk management into their operations, and policymakers must
institutionalize sport within climate agendas. By aligning strategies across these levels, sport
can evolve from a vulnerable sector to a proactive contributor to societal resilience in the

face of climate change.
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Abstract

This research, titled “Effective Management Practices in Successful Community
Enterprises”, has two main objectives (1) To study the successful operations of community
enterprises, and (2) To investigate the good practices in the management of successful
community enterprises. This research used a mixed-methods approach by collecting
quantitative and qualitative data from four outstanding community enterprises. The key
informants were the chairpersons and executive committee members, a total of 8 people.
The instruments used for quantitative research included structured questionnaire. Quantitative
data were analyzed using frequency, percentage, minimum, maximum, and mean. For the
qualitative research, data were collected through in-depth, semi-structured interviews and
analyzed using content analysis to synthesize the insights and reflect the critical success
factors (CSFs) in the management of exemplary community enterprises. The research findings
revealed that (1) management practices of successful community enterprises showed clear
planning in business planning, organizational structuring, member management, coordination
with external agencies, and systematic financial control. (2) They also conducted market and
customer analysis, developed products that are aligned with local identity, established
marketing networks, and applied technology and innovation appropriately. The key success
factors for included member collaboration, support from government and private sectors,
members’ knowledge and skills, and strategic organizational vision. This study has both
academic and practical significance. It provides guidance for developing other community
enterprises to enhance management efficiency, product development, marketing networks,

and local economy for sustainable growth.

Keywords: Community enterprise, Business management, Best practices, Product development,

Local economy
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Abstract

This research aimed to study the importance of digital transformation, organizational
innovation culture, and employee performance. The objective of this study was to examine
the impact of digital transformation and organizational innovation culture on the performance
of Jindong Group in Beijing, China. The population consisted of 399 employees working at
Jindong Group in Beijing, China, with a known sample size. A simple random sampling was
used to collect data. The research instrument was a questionnaire. Data analysis included
frequency, percentage, mean, standard deviation, and multiple regression analysis. The results
revealed that digital transformation, organizational innovation culture, and employee
performance at Jindong Group in Beijing, China were all at a high level. Hypothesis testing
revealed that digital transformation in the areas of digital transformation processes and
increased business competitiveness had a statistically significant effect on employee
performance. Organizational innovation culture, personnel prioritization, employee
engagement, mentoring and coaching, and challenging goals were also significant factors.
Furthermore, tolerance and acceptance of future uncertainty significantly impacted employee
performance. The findings of this study suggest that business executives should adopt digital
transformation and organizational innovation culture as policy-oriented information for
operations and apply them as marketing strategies to effectively enhance competitive

advantage.
Keywords: Digital transformation, Organizational innovation, Culture performance
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'
a

dufl 3 wvvasuamIfefUTausTIILTRNTINDIANTYRIUTEN Fuass nfU lungsiinA
asnsasgusTrvuiy 3l dnvazvesiuusiliusediu (construct) AUsenousae 7 98 fail
sumstidiusamvesminau duanuidslauaznseuiuesAaiiu fudhmnediia uvime
AUNTI AL UE YL@ U A1uAINEANUKATNITERNS UAIN L kU uaulua AN
shumsdeansesnadame sunslimuddyiuyanains Ssfemauiidesnuamnaidoves
Jewapatarakul and Ueasangkomsate (2024) tag Wang and Zhang (2025) 91uU9 91073 35 99
i 3Temmundudnsidiuuszuima (Rating Scale) 5 sedu (1 = luufud1geg 198
89 5 = Wiusheegeds)

daudl 4 uuvasunmiAsadesiulssansamnisvinuresiniiluui$y Junes ndu
TungstinAs asrsasguszvivuiu delldnvarvesiuyndunedes (item) RatuRunImey
Uiy um aldine dielilmnuaanndesmaingUszasduososdnsfildncly dadasniudise
ARLUAIINIIATEYee Wang and Zhang (2025) ifefanu 10 1o fideimundudnsaiulszanaen
(Rating Scale) 5 52U (1 = liltudheagneda 83 5 = Wiudeee1ada)

Tnedaranudui 2 - dud 4 AIdgldinainisuUad1uwuiAnvesuas (Best & Kahn,

(1997) sausiszRuanNgaisseAulpeiian fail

5 Azl Asuainiy sesuaNdRaEInTige
4 AZUL MAUAINAY SEAUANNEIAYNIN
3 AZLUY AMRUALINAY TEAUAUEIAYUILNATN
2 AZUUL MAUAVINAY SEAUANEIAYLDY

[

1 pguuy AMvuaiiy seduanuddgylosiian

o

Y] [

duil 5 wuvasunudalauauzifgIfuNTldsuLUamIeRIvakay TRusTTIUIRNT Y
2ANINdwar oUsEANE AN IYIhuTesnnuUTEn Juses n3U Tungeldnia ansnsausgussnvuiu
uwuuaeuauuanea (Open End) wislidneunuuasunulideyauazdaiauonuziiiuiy

3. NMsas1uAse9lialunisivey

o (%
VA v

Ms9elunsel nielaasiunsasile Weltluniside Ineddunou fad

Y

(%
a

3.1 wsedionltlumaidensiiduiuuasuniy §delddnwuuinn ngufinuidens 9

a A 4 v v

WALYBUAT LN 8T DINUNITHUA S ULUAININAINE TRIUSTTUUTANTSUBDIANT WAL USEANS NN

Y

[J av o 4d ¥ - o <3 ' (J ) Y o = 4
N5Y19U MNeNAITHaELAREAITeY e vuaussaumg 9 Tunsimuailudediniuiiely
lunsaiamsediolrilinnunsoungutionIkan SN IngUILAIRNNIMLA

3.2 diuwUsnnmInumimssanssuaisuvasuaalvinseurquilemaulasase

o9

dl o Y ! U dgj ! dl ¥ dy dl U U 3 ¥ ! dl
Anwuald 5 du aall dud 1 “UE]?;IJ@WU%’]‘UL?WEJ’Jﬂ‘Uaﬂ‘t’;‘m%ﬂiz“lﬂﬂiﬂ’]ﬁ@]iﬂ@ﬂl’d@@ULLUUﬁ@UﬁﬁN AIUN

aa v ]

2 ANDUTLN T UNNSIUA BULUBINIARNE dU7 3 AU BN UTAIUSIIUUIRNTIUDIANT dIUN 4
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fnuiferiulsEdvEnmnisinny uasdad 5 ReafuaAndiuiasdoauouuy

3.3 uvuaeULEUD TS v I inusiasulvidelaueuus aviadou
ANgnFins iieusuusauAlaliimnzauuazaseunquaL TngUsEasATaITIe

3.4 duuvaeunui Usuussudlumudeiausiugvesenasd A usnuausde

[

;EL%EJasmzyﬁmﬁwmaaaa‘ummmmmqL%mfam wazaenAdeaiuingUszaArasn1sii 10C (Index
of Item Objective Congruence) enamzdormamilaan 10C Aiddmnnnia 0.5 Tull snldidude
A197% (Pasunon, 2015)

3.5 uflavsuussuuasuaiildfumansaseuaunsadadommudaiausuus
Yooy

3.6 Yuvuasuawlunaaedld (Try Out) Aunqusegsiifinudnvuglndidsadu

1 % 1 o

quA79819 91U 30 AU LDTLATIZVYBYan1AIAINNLY BT UYBILUUABUNIUALETTN1TNIAY

]

I3 '
a

uUs¥anS woavhAseuuna (Cronbach’s Alpha Coefficient) uagtuugeuaunusuuwalululy

€

fungusegna (3556 wnaLng, 2555)

3.7 fafiuiwuuasuauatuanysal AsIaaauAINgNeBY

3.8 WwvuasuaulUldiiusivnudeyadunguiiegneass

< v

4. NM3NUIIVTWTaY]

4.1 {38570 90yaNNSAURUUABUNINAINNINIUYBIUTEN Tunes nFU
TunsednAs assasgussrivudu ninsldssuuAdnalunuysedn 9w 399 ¥n tned3delavin
nsdaLuvgeunulaenIsiudeyawuudeuaIukIu Wenjuanxing Aen1sdndswuuasuaiuliiiu
nAuAIeg19 H1uNshUstu Link Kungu WeChat wiauiaguasinguszasdvean1sinide naenau
anwazveskuvasun1dlinguiieg1meu ieliiinaudilanssiy wonanludlITela
panwuuasunulasluIndunnsgIu (Likert scale) MEun1IMAa@auALLE 08U (Reliability)
wazAUnTe (Validity) titeUesiulgminisneunuuasununidaiueuideavesteya (Self-Report

. o & A a Y av o ! 2 & Y | o < <

Bias) uazdlAuasiesuieistayatunisidonendnasiiuiluanuduiaslidssyudinu Wunisify
Joyaltdiion153dauintu wazlidwasonsuseiliunanuass lagldnsinuteyaseulatiniauuy
LdiWaweda (@anonymous survey) 33%8anAilauidedlun1snauRUUABUAINAINET?

4.2 {A3eAdun1InTIEe UANALY TAIYRINITHEULUUABUAY et deayaly
a L4 aa vy °o & a ¢ 1
Answinnsatiamelusunsudisagumensuiamesely

5. NMIATIVEHIUAMUNTNVBNLATDID

'
Ya v o I

5.1 11505980 UAIIUATILT LT 8111 (Content Validity) {398 UNLUUaDUAINT

Y

a A

USudsaunluiauedosld a1 n1enuuImsgsie kaga1unsIfenseada [ilenTi9deaunmnImn

\ATesile 91uIU 3 v Weldnan1siiansanngilisavglunisnsiaasuiaTesiiand §3delaunun
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° I v oA [ | ¥ o YRR '3 . .

ATUIUNIAINFUAINADARR BITENINVOANNNN VIR UTEEIA (Index of item Objective Congruence:
I00) HamMsIAswiAIRTlaLdenna aasyistamnuiuingUssasAluenAdeadull wudn d1 10C
eaduminAu 0.67-1.00 Fetadauinldlunuideaduiliia 10C daus 0.5 Tuly (Yaywu F3azein,

2560) wansbiituideyanlinnuuuaeuauianudenndesseindemauiuinguszasd

va o

5.2 NsTIRdeUAILaliolivetwuuaauny (Reliability) §3detuuvaeunuilla

Aa o = Y] [

UFuusamuAuwuzivesd @eamglunaaeuaiaiungudiedeiiddnvasiniiouiungudiaeng
woild g ngudieee 99U 30 518 wddnadeyaii latuindiasizsiieniAIAUT el YRS
wuvaeuanunauiluiudoyasss Inetnaduasnadoanigly (Intemal Consistency Method)

F9Wma1Tad1 nA1duUTzdn5 woann (Alpha Coefficient) U93asouUUIA (Cronbach) Wuan

CY =

AU an o lveIfwUsNISUASULUAINI9RINA TANYINAU 0.905 fauwUsTausssuuTanssy
29ANS TAWVNAU 0.727 warAwlsUseansn1nnisvinauuesnwidnaiu windu 0.797 fadiA1uinnin
0.70 (Nunnally & Bemstein, 1994) {Junisusdindanuasnndassnieluserinedamanuluimazanu

6. NM3AATIEVIdRYA

¥
a ol 4

N153AI8Y Yoy ald U (Quantitative Analysis) Wit ol la dasyan ugiuves nay

<9 Y

WUUABUNIUNTHUABULUAINIAINARAL TAILGITUUINNTTUBIANTNdINas aUsEaNT NI NN15VN9U
Yoeniinuuien Juses nfulungatnds ansisasgussanauiu mendeinsiivsiuniudeyasin

wuvgeunuihdeyauUssaianawaznsgideyacielusunsudnsaguneada iemaiadfuas

Y

£%
& w a

WATIEvveya levinn1TIATIe fail
6.1 MIIATIEREnwrUsTYINIMEaRNsvRIneuLUUdaUNY Insdlauetayaiuy
ATILANUAIAIUA (Frequency) AITILANUAIANDLUUTBEAY (Percentage)

6.2 N133ATNENITAUANAIAYVINITUABULUAIRTNATRIUTEN Junod nTU
Tungetnie a1snsusguseyvuiu Usenausiy aiunsildsundasnieluesdnsniefiva

a A

FrunruanasalunIwsiunegsiafigelu funssuiumsuasiava uasdufiunmninuas
U‘%mmmamﬁmﬁqqsﬁu IneAnseidoyasanads (Mean) uazdrduidssuunnsgiu (Standard
Deviation)

6.3 MTIATIENTTAVAINEIAYVDITAIUSTTUUTANTTUDIANTVRIUTEN Fumes nTU
Tungadinds ansnsasgusvanvuiu Uszneusie dumsildiusmvomiinany suanudelouas
MsseNsuANAMLTY sudmsnefifauiime funsliduuziuezaeuny dunuonny

wazn1seausuaulaniusuluouian aunisdeaisestalame wazarun1siianudiAgyiu

YAAAINS lngdiasizvidayameniaie (Mean) asendiudosuuninggiu (Standard Deviation)
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o

6.4 N19ILATIEWIZAUAUAIAYVOIUTZANT A INAITVIUVDINTNITU DS
U3E Fumos 0§ lungsnde assusgussvwuiu lnsdinsevideyadioaiads (Mean)
uayAd@U B ULINATEIU (Standard Deviation)

6.5 MynadpuaNNAgIuieAnwin1siUAsunlamidviauas Tamsssuuinnssy
osfnsfidamareUszavsnmnmshanuresminnuuiev Junes njulungsiinds mssasgussvvudu
lagliAserisignisanneenyan (Multiple Regression Analysis) tneldinailn Enter Selection
Tnertwunsedudndymaadafisedu 0.05 waefideldvhmslinneginansasaaeudonnandosiu
Y9AN130A08Y WUI1 ANLAABYBIAIAAALAG BUYINAY 0 AAdINAaTALAG BuTin1TUANLIIUNR

(Normality)

HANIANEA

1. foyaniluvesneuuvvasuanunguiegwdlvgidumeavie Andudesay 51.80
flongogsen31e 20 - 30 U Anvlusesar 40.70 Hszezarlunisiauluuidn Juses nfu
Tungatinds ansnsasguszevudu egil 1 - 3 U Andusesay 4.50 inulduniseusundeiamn
Aeafunisliimaluladanesdnndulsed Anludosay 62.60 vinuldenumeluladarsauma (1)
Tumsvihnulunntu Aadusesay 46.70 iuldldmalulagwievenduasianiznislunisiauls
pg 190 Uy Antdusesas 51.30 wagvituldinalulad T uSelusunsy Microsoft Office
(Word, Excel, PowerPoint, Outlook) Tun1svinaulussdns asdusesas 24.10

2. NANITIATIEYTEAUANUAIAYVRINTTUA 8 ULUAIN1IA T AvBIUTEN Fuaes n3U

lunselnie ansnsausgusyvvuiu

A13199 1 wanaARfskara Ul ELuULINTFIUTEAUANAIAYYRINTUA UL UAIN9ARYIAYEY

U3 Fuees nFUlungelnie anssaususevivuiu

4 Y ALRAY dauleauy LAY
n1stdasuuUaInenang .o
(Mean) 1NIZIU (S.D.)  ANNEIRTY
nswasunlasniglusAnsmenivia 3.66 0.44 ah
AUENINIalUNTSUYIdUN g TRANEYY 3.64 0.47 Ty
NIEUIUNTLUAIRINE 3.69 0.45 k)
LA NLAZUTUUNARFR T 3.57 0.42 un
ALRAYSIY 3.64 0.34 11N
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'
N aa o

91NA15199N 1 WU MsAsulan@Iavesuien Junes njulungsdnis ansnsasy

Usgmnaudu lnesaweglusedv 1n daafewindu 3.64 deiansandusiediu wuii eglussau wn

Town ArunszuIunIswlaIRava JAeasvinnu 3.69 5998911 A8 A1UNSUABULUaIN18TURIANT

' a o

AIEAIa dAnaduwiniu 3.66 AuAuatnsalunsktsdunegsiafialuianadewinty 3.64
LagA AN kAT USHMNANERNIgelY Tanadewindu 3.57
3. NANITIATIENTEAUANUAIAYVOITAIUSTTUUTANTTUBIANTVOIUT YN Funes N

Tungadnis assausgusssvuiu

A15°99 2 uansARfsLardIUTELUNNINTTIUTEAUANUAIAYTOI TS TTUUTANTIDIANTVDY

U3 Juees njUlungelnie ansnsausussvivuiu

. . . Alady daudoauy  szduauddny
AMUSIIUUIANTIUDIANT
(Mean) 4M3§u (S.D.)
AUNNTREIUTINVDINTINIU 3.91 0.42 10
fruauiela veusuaLAnTY 3.44 0.35 10
sl manefidauive 3.65 0.49 10
AuNSIRAL UL LA ERUIY 3.73 0.47 170
AUANNEANY BauSUANU LYY 3.52 0.61 170
Frumsdoansosnadame 3.18 0.61 Urunang
AuNslANEAyiuYAINg 3.95 0.65 1N
ALadnsI 3.64 0.34 1N

INANTNA 2 WUT1 TRUTITNUTANTTUBIANTVBIUTEN FJunes nTU Tungadnis
a1515usgUsTrIsudu lngsaweglusedu win danadewidu 3.63 Wenarsandudiu wuid
agluszdu 10 lawn Aunislianuddyiuyeains danadewiniu 3.95 sesasiunisidiusy

o a a o 1Y Y o ° A ‘:1' o 1
Yantineu danadewiniu 3.91 sumsiiduugiuazasunu danadewiiu 3.73 sudmane
AU dA1adeiniu 3.65 suanueanukarnseensunLliutueulusuiag daede
Wit 3.52 duanudislawazniseansuanuAniu danadewiiu 3.44 uavegluszau Urunans
A v = A a A W
Ae AuNsAeanseg I Unwme dALaduwindu 3.18

4. HaNTIATIERTEAUANLAAYTRIUTEAEA NS uYRnEnuluuTEn Juees nU

lunsetnis ans1sausgusvuivuiu
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A13199 3 wansrtaf skazdule L uuNInIIUTEAUANUEIAYVRIUTEANTAINAITVNUYY

WiNUYeIUTEN Fuses njUlungelnie ansnsausgussmvuau

Aade dowdoauy  szduaudAny
Uszansnamnisnney ¥
(Mean) 1M3gu (S.D.)

ausauuinulaegisgndes 3.42 1.13 Tl
nufilgSuneunneiinnueudes 3.51 1.04 110
anunsaveulaamutvanedidiun 3.72 1.02 110
UStnasnufivhmanzaufusumus 3.50 1.03 110
NITINBHUINEIAUAUEIAY VDU 3.87 1.16 1N
anunsodenuldnsananiinivue 3.43 1.03 170
USulgaismsvihnulviivseansam 3.83 0.97 aly
Bl WINIUTUUTYInweg ae 3.46 1.14 10
TinsnensetausendanasAue 3.57 1.09 ply
vaulaegafiuse@nsan 3.48 1.03 11N
ALaaes 3.57 0.54 11N

a 123

1NA1519 3 WU UseAnSammsvinanuvesninauvesu3en unes n3U lunselnis

9

) = i 1Y) a N o N = v ]
mﬁﬁm&Ui%’lsﬁuﬁm I@ﬂi?ﬂ@q1u5gﬂu 1N UANRAYLNINY 3.57 LHBNANTUNTUTIEUD WU

'
a1 =

agluszau 10 lnednsnunuiazdnaiduanuddgvesulds daedegandududunsn
fAnadnuinfiu 3.87 sosaen e fnsusuuzeinshanulitivssansamannty feiadewiity
3.83 anunsavhauldaudmnedidvueld denadewindu 3.72 asgnindanslémineinsedns
Uszndanazduen danedewitiu 3.57 swiildfuneumneiimiuisuiesuazanteiianaials
fidadenindu 3.51 Usunanuivihuihugaududuntaagmiiii suiavey denademini
3.50 anunsavinauldeg1aivszaniam laghinelfiAndunuilisndu Jeadewindu 3.48
finstausuuimaluUsanssuumsdhauegiaue dAedswiidy 3.46 aunsavhaudenuldngs
DA MvuakazaTUALUTIUT LT Suteunne dAadewindu 3.43 awnsaufuRnuldedis
gnfeanuIAssIuifIvun Sanadwindy 3.43

5. NANNSILASIEVDNSWAVBINTHUA s ULUAINI9R YA daNanaUsE AN AINNITV9IUVD

WiNUUIEN Junee nFU lungelnie ansnsausgusswvuau
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a ]

A15199 4 NN1SIATIENBNTNAVBINTSLUR BULUAINIATTaN aqmamaﬂs ANTAINNITNNIUVDY

WiiNUUIEN Junee n3U Tungelnie ansnsausgussyvuau

UsLANSNAINNITN19U

nswasuudasiana Std. Collinearity
B (®) t Sig.
Error Tolerance  VIF
Constant 1.911 0.205 9.335  0.000*
ﬂ’]iLﬂgEJULLUmﬂWEJ&Lu 0.065 0.065 0.053 0.993 0.321 0.796 1.256

BIANTMELATIA (X,)
ALANNTOLUNTUUITY 0.200  0.068 0.174 2956  0.003* 0.657 1.523
wﬂqqiﬁf\]ﬁqqsﬁu (X»)
nszUUNISHUasRdia (X;) 0226  0.072 0.187  3.119  0.002* 0.632 1.583
Lﬁu@mmwuasﬂ%mm 0.020 0.07r4 0.016 0.271 0.787 0.673 1.486

HARARTIEIUY (X,)

R=0331%, R?= 0.409, R*9=0.100, F = 12.070

v o w a

*pdedAgnsadainszau 0.05

d' % %} 6 LY} v 27 d'
INATNA 4 NISNAFBUANUAUNUS VDI UTAU A1 Tolerance ¥0IN15LUA B ULUAY

Y]

I Usenaume aunsiasunlasnielusannsmenda 1.256 AUuAINaIuIsalunIswystu

)

N19550ANGWY 1.523 A1uNTzUINNTLUAIATIER 1.583 uazsuiuamn LAz UTuNandnyl
997U 1.486 A1 VIF ¥0eiauUsilAvniU 1.256 1.486 1.523 uay 1.583 A1ua1aU Avualien
Tolerance {11113 0.01 wagAn VIF 7liAy 10 (fagn nfdvddayyn wazgean 1nilvddy, 2566)

M5IAsEisvEnavesnsiUasunlamnenavandmaneuseansnmnsyinauvesneney

aa o

U3t Funes n3U Tungsiinfs ansrsusgusevvudu nuin mswdsuulamedavia 2 du s

Wy INTIUsEANSAINNITINIUYeINTNUUTEM Funes n3U Tungednfs ansn saussuservuiu

a Y]

Amdudesay 40.90 (R? = 0.409) laeiseedrsumuaiimindsd nszuaunisulasiaa (X3)

a A

A1 Beta = 0.187 Auanusalunsudadunagsiafigaly (X,) a1 Beta = 0.174 {3n3wasead
Toddymeadnfisesu 0.05
6. HANITILATIZNDNTNAVDITAIUSTINUTANTINDIAN TN AINARDUTEANTAINAITVIUVS

wilnauusEnIunes n3U Tunsatnis anssasgussvivuiu
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A157990 5 N15ILATIENDNTNAVBITRIUFTITUUTANTTUBIANST daNan 8USLANT AINNISYN9UYB

niinuusEnIunes nU Tungetnis anssasgussvivuiu

Usgansnwni9919nu
TUUSTTUUIANTTUDIANT Std. Collinearity
B (R) t Sig.
Error Tolerance  VIF
Constant 1.495 0.344 4.349  0.000*
AUNITHEIUT M 0.204  0.043 0.195 4775 0.000%*  0.173 5768
YINUNU (X,)
é”mmﬂm%aiwaz 0.099 0.051  0.097 2.947 0.052 0.116 8.621
AsgaNSUANLAALILY (X,)
é’wuﬂmmaﬁﬁmmﬁwma 0.117 0.050 0.117 2.362 0.019* 0.118 8.470
(X3)
aunsiiALuzas 0.130  0.052 0.126 2475 0.014*  0.111  9.047
aAauau (Xy)
ATUAINNBANULAY 0.111 0.049  0.109 2.276 0.023* 0.125 7.996
nsgeausuALllutuou
Tuauian (Xs)
frumsdeanseenalame (X) 0036 0047 0036  0.759  0.449 0.128  7.836
AunshiANdIAY AU 0.503  0.042 0504 12.038 0.000*  0.165  6.071

yAAaINg (X;)

R=0629°, R°=0.784, R"9=0.169, F = 12.524

*AAtydAgynsadanTzavu 0.05

INAITNH 5 NMSNAFBUAMUFUNUS VDG UTAU oA Tolerance V9T AUSITUUTANTTY

29ANT UTENOUMIE AIUNITHAIUIINYDINLNIUY 0.173 A1uaUTolawarnIseausuANLAnLITY

0.116 AUUNIMUNEATAIUTINTG 0.118 AIUNISIAAILULUILAZEDUIIL 0.111 AIUAINUDANULAY

nseausunuliuuoulusuian 0.125 arunisdearsosnailame 0.128 arunistiaudAyiu

UAAAINT 0.165 A1 VIF 909 uUsidAviniyu 5.768 6.071 7.836 7.996 8.470 8.621 uax 9.047

ANUAIRU ANUUALAAT Tolerance 1AN1NN17 0.01 wagAl VIF NliAy 10 39093780 Usdaseiuinun

a o‘a%’ I dl' Y v s (2 a . . . v a ¢ o
Az ld T Teynilus esaudunusvesdauusdass (Multicollinearity) (Wasn 2ndwe Ugywn

wagnn NHvETyY, 2566)

HANTTILATILVIANBENYANIIEATY WUTT TRIUSTTUUIANTINBIANT 6 AW T UNEINTA]
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UsgAvEnmnsieuremiinnuuien funes nfu lungalinds ansnsndguservuiu Andudesas
78.40 (R2 = .780) peidesdnsunuanimindsl] sunslianuddfuuaean (X7) a1 Beta = 0.504
AuNstidTIvemingu (X1) A1 Beta = 0.194 snumslviAuugiiiasaownuy (X4) A1 Beta = 0.126
sutimneiifenurime(x3) A Beta = 0.117 Fuaueanuuaznsseufuaailiutiueulueunan

(X5) A" Beta = 0.109 wazAUAMUYBlaLAZNSERUSUANLARAWIL (X2) A1 Beta = 0.097 dviSnaae

a o

HlpdAgyneadanszay 0.05

anUseNa

Y

1. nsidsuwlamaidviavesuiem Juses nfulungednis anssasgussyvuiu lnesiuey

LY U

Tuszau wn Wnesesasuanaunluntes Ao sunszuINNIswlasRana sunsasuklasnialy

v

BIANTAILATNA AUAIINETAIUNITUYTUNNGININ AT Y UaTAUNUAMNATNLAZUTUIUHAKER

a

N899 aonAa eI UUITBUBT Jens et al. (2021) WU NTEUIUAISIUA BUK1UE

AANALNARND
v =

A15UA 8ULUAIVDIAININAIUITOVDIDIANT LAUBIANTILADITNISIUA S ULUAIRINAGILA NTLUIUNNS

a o

naenaun1satvayy waznisilalenalininauladdiusanlunssuiunisdsunlainiva
eililesannisild suwdasnmsadialilmndudiseanisihmaluladlndunldwvindu widwmaneds

N15UTUWABUlATIAT19 NIEUIUNTYINU TRIUSTIUBIANT LagfinyevesyaaINsidonad aaiy
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Abstract

The objectives of this study were to: (1) examine the influence of product factors, attitudes,
and brand trust on consumers’ awareness of the need to purchase healthy frozen food in
Nonthaburi Province; (2) investigate these factors affecting consumers’ information search regarding
frozen food; (3) analyze the influence of these factors on the evaluation of purchase alternatives;
(4) study their impact on frozen food purchase decisions; and (5) explore the influence of product
factors, attitudes, and brand trust on post-purchase behavior. This research employed a quantitative
methodology, using a questionnaire as the instrument for data collection. The sample consisted of
285 consumers of healthy food products in Nonthaburi Province, selected through purposive
sampling. Statistical tools employed in the analysis included mean, standard deviation, one-way
analysis of variance (ANOVA), and stepwise multiple regression analysis. The results revealed that
the model explained 84.70% of the variance, with statistical significance at the 0.01 level. Significant
positive predictors of the overall consumer decision-making process included behavioral attitude
(B = 0.351), emotional attitude (B = 0.299), credibility (B = 0.221), and benevolence (B = 0.141).
Based on the research objectives, the findings can be summarized as follows: (1) brand credibility
and positive product attitudes stimulate consumers’ need recognition; (2) consumers with higher
trust levels tend to search for additional information to compare products; (3) product attributes
and brand image play crucial roles in evaluating purchase alternatives; (4) brand trust exerts the
greatest influence on purchase decisions; and (5) consumers with positive attitudes and strong brand
trust generally experience higher satisfaction, leading to repeat purchases and positive word-of-

mouth.

Keywords: Product, Attitudes, Brand trust, Healthy frozen food, Consumer Purchasing decision process
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AUsAU ALUIANY

Uaduanunaninel
IO ERRNARE RN

(Product And Service Attribute)

2.0 ManAMN (Branding)

v , nszurunsinauladavesiuilnn
3.U39900u7 (Packaging)

oo , 1.nnsentnfenu@ednis
4 Jrwaannwandng (Labeling)

- o A o o (Need Recognition)
5.UiﬂqiﬁUUﬁI§UNﬁﬁﬂﬂJ%

, 2.MsAumndeyarnans
(Product Support Services)

(Information Search)

v sy oa 3. AsUsEuaden
ViAuARvaEUIlnA
(Evaluation of Alternatives)

Launsguiunsiu (Cognitive Component) > o
. o 4.m3nnaulato
2.@unsuamugan (Affective Component)
(Purchase Decision)

3.d@7UngANIsU (Behavioral Component) - v
5.1ANTTUNNIN5D

AN UTuRSIAUAN

1. manidede (Credibility)
2. MULIAAINTAN (Benevolence)

3, audednd (Integrity)
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52 08UITN153Y

v v '
v A A

n1539eAselilun1398139Usuna (Quantitative Research) fingUszasdiiioAnwitade

a v ¢ a Qlld

FNUNARAN TiAUAR wazAUldodulunsAuafiisnsSnasenszuiunisinaulad oo suinia

[y

ogun nveuilnaludmdinuunys Anwladnwiwunfanguiuazauidenneites lieninue
& = ada v o &
Uuszileudside fall

NHUUTEVINT NGUAIBEALNTEUAIDEN

naulseyInshe Userryuiiendeayludminuunys Jadiusevinsnedy 1,317,919 Ay

[

(@nauad ATmTnuunys, 2567) n1smnuang ui208191935n1158 W uULI12a9 (Purposive
sampling) Inefinausinisdaidente fiifusraunsaiuilnnemsutudaiioquaimedietion 1 ads
meluszaginan 3 Weufiiiuan Tned1adauuinieuas Green (1991) fiauadn dvfunisnagou
ﬁﬂﬁuﬂszawéamaaaﬂaii%’QMi N = 104 + m (ng m Aednausuusdasy) Falisuautusi 109 au
LazINNITAUIUABTUTLNTY G*Power LasAnnun effect size = 0.15, power = 0.95 Lag3zHU
Wedfny .05 (Faul, Erdfelder, Buchner, & Lang, 2009) wuiiaasldngudlegeednetoy 178 Ay

a

Tun1sAnw1as el 37eldnaue1081995997U9U 285 AU T4 0T LNEINDHBNITILATIENINT
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o 1 a -'-N' a dy . ge ¥ -] U v
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0.50 §338avtuuAlunudalauslusveEnTIRandl NM1sMANUeiuYaNATele (Reliability)
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1lunn5398) 910U 30 AU LANNIIAWINMANLLY B uYeAT Bl alag IS MIdNUsEANT woa
(Alpha Coefficient) ¥03a59UUA (Cronbach, 1990) IngfuuATEAUAINTBIUN 95% laAvindy 0.97
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wsasiianldlunissiusiudaya
N13ATIVHOUANUT DL UVBATBIHD (Reliability) HATelsinuuvasuaufsIunIsnIAIY
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wunysniianvaglnalfeaiungudimuneg waldladungudiegneesanldluniside) d1uau 30 au
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A1599 1 Awdsuardiudsauuinasguestdaduiundnioe viruad wesmnuvetulunsdun

UaduAunann e RAuAf

s MEAN SD wlawa aeu
wazAMUIRAUIUNTIEUA

Product features 4.48 0.68 mﬂﬁqm 4
Branding 4.39 0.67 1nitgn 9
Packaging 4.34 0.71 1nitgn 11
Labeling 4.47 0.67 1niiap 5
Product support services 4.45 0.69 mmﬁqm 7
Cognitive component 4a.47 0.63 mmﬁlﬁjﬂ 5
Affective component 4.42 0.69 mmﬁlﬁjﬂ 8
Behavioral Component 4.38 0.72 mmﬁqm 10
Credibility 4.50 0.60 1niign 1
Benevolence 4.50 0.60 mmﬁqm 1
Integrity 4.49 0.62 1nitgn 3
AlaAeTa 4.45 0.66 1nitgn

o w o

NNINTIN 1 Han1sfnymud greunuuasuaalirnuddgyiviadenundndue viruad
wazaudadulunsdurlaesineyluseauinniian Wnedanad esiuwindu 4.45 wazdudeauy
AT 0.66 WeRinsanlunedn ansasesdsuladenduslnalinnudAganuniules

Igitall mnanigedia (Credibility, X9) uay ANUARINTAN (Benevolence, X10) gn3uiinegluszaunn

=p

an wazlianudAyasaadududui 1 lnedanadewinduil 4.50 uazaudedng (ntegity, X11)
agluszauinniian Jududun 3 deAade 4.49
dmiuladedu q dnllvgjedluseauinniian lneSewudwiu laud auauifvem@ndioe (X1)

ey dunssuumssuy (X6) agludunun 4 uag 5 eetade 4.48 uay 447auaau T Uaden

4 )

Auslnalienuddgesfianfe ussasiae (Packaging, X3) Bedanteglusesiu snniign AieA ety 4.34
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£ v v 6 '

AN519N 2 AAUUSEAYS ANFUNUS 5L IUTDATE (X1-X11) hazdawlseny (Y1-Y5) lumswennsal

nszwaumssinauladeonsududaitogunin Tudwmiauunmys

. X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 X11
AU Y
(PR) (BR) (PA) (LA) (PRO) (CO) (AF) (BE) (CR) (BEN) (IN)
SIGRIG
NANS N
1
(Product
features)

X2 ASHARA
670%* 1
(Branding)

X3 U39S
JT19%F 704%* 1
(Packaging)

X4 Jreaann
NANS N 699%F  T708%*  664** 1
(labeling)

X5 U313
atiuayu
FRERBL]
682%%  671**  671*¢  T719** 1
(Product
Support

services)

X6 @1

v

NIEUIUNTTUS

730%%.628%*  .685%*  .664%*  596%* 1
(Cognitive

Component)

X7 d@uensual
ANNEN

693**  T03**  698**  678** 666  .631** 1
(Affective

Component)

X8 @
NYANTIY

654%%  651**  694%*  651**  634**  649%*  743** 1
(Behavioral

Component)

X9 A3
‘14"1[,%’&]58 689%* 646™* 666 700**  .636**  .647**  T715**  652%* 1
(Credibility)

X10 A3NULURAN
N3 654%%  626%*  .620%*  T05%*  .658%*  594**  680**  .685**  .713** 1

(Benevolence)
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M15199 2 (59)

X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 X11

s Y
(PR) (BR) (PA) (LA) (PRO)  (CO) (AF) (BE) (CR) (BEN) (IN)
X11 Ay
Hodng J10%%.625%*  .621%*F  676%*  .636™*  .608%*  .689**  .639**  T19**  731** 1
(Integrity)

Y AS2UIUNNT
Fduiola
(purchase
726%%  703**  707**  .695%* 660"  .705**  789**  8l16**  768**  747**  702** 1
decision-

making

process)

AnaNUAvDINGRA Ul Product: PR, #5IWANA M Branding : BR, US54 0491 Packaging : PA,

vV

U18aa1n Labeling : LA, uSn1saduayuProduct support services: PRO., 3N UIUN1TTUS

Y

Cognitive component: CO., #3u8154al AU dn Affective component: AF., @ UNgAnssy
Behavioral Component : BE., AINULY DD D Credibility: CR., A210UAMINT U1 Benevolence :
BEN., Au@adne Integrity : IN

Y

INAITINA 2 WU AU TDATENINUA (X1-X11) TANUdUNUSNIUINAUAILUTAY PD

nszvrunsinduladoamisududaiioguain nefidedidgynisadfnszav .01 viadl

Y

AuUsndien
uUsgAnsanduiusgengn laun X8 d1unginssu (Behavioral Component) (r = .816) 5898931

Ao X7 diuersuainitusan (Affective Component) (r = .789), X9 AuY g ade (Credibility)

EN

(r =.768), X10 A314LUAATIAST 1 (Benevolence) (r = .747), X1 A aUU A Y8 ING A A 049

[

(Product features) (r = .726), X3 U559 A9l (Packaging) (r = .707), X6 @un3¢UUNITTUS

&

= v

(Cognitive Component) (r = .705), X2 aS1W& A A a9 (Branding) (r = .703), X11 A1ud adnd

EN

U L3

(Integrity) (r = .702), X4 drgaanudnsae (labeling) (r = .695) waz X5 uTn1sadvayunan i
(Product Support services) (r = .660) NaN1331ATITUAINE 1T AW fauUsBasenned

ANuduRuslufian1suaIndunszuIunisandulade lnslanizdadeaunginssukasyiauaf

]
v

Pfiedulszansanduiudgeian axvieuliiiutcunuimddgyueangAnssufuslaawazanudodu

1Y 1
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M13197 3 HANITIATILVINTOANDENVAMLUUTUNBUAIYTS Stepwise

fauUs9asy B Std. Error Beta t p-value

AT (Constant) 0.195 0177 1.105 0.272

X8 dungAnssy

(Behavioral 0.305 0.059 0.351 5.177 0.000
Component)
X9 amnaniudodie

0.233 0.080 0.221 2.926 0.004
(Credibility)
X7 duensualauian

0.270 0.064 0.299 4.197 0.000
(Affective Component)
X10 AITHLUARINTEUN

0.143 0.071 0.141 2.018 0.046
(Benevolence)
R =0.920 Adjusted R? = .841 F = 146.380
Rz = 0.847 Std. Error of Estimate = 0.33187

NANTNN 3 wamﬁlmwzﬁmmmaawnqmwu%’umau (Stepwise Multiple Regression)
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a1

Wu31 fMuUsdaszidwadsuindensyuiunmsinduladosmsutuiuiioguamuasiided Agnig

o v v a

ad@nisedu leun X8 simuafdung@ingsy (Behavioral Component) (beta = 0.351), X7 Weuaf
A1uBIsUAIANS AN (Affective Component), (beta = 0.299), X9 A LE osTuluns1Budau
AuY G ofle (Credibility) (beta = 0.221), X10 mmL%'aﬁuiumﬁwﬁuﬁwﬁwuﬂawumeﬂqﬁm
(Benevolence) (beta = 0.141)

a el v 2 13 ' o O a v Y oA A
Naﬂ']i'lLﬂﬁ']z%slﬂﬁLMU'J']EN@U?Sﬂ@'UEJ@UEU@Q ﬂ'ﬂ"lﬂJLﬂ@ﬂJuﬁ‘Lumj"IHUﬂq lﬂLLﬂ ATINUUNYDOD

Y

(Credibility) uag ALUAAINTU (Benevolence) HdnTnaseeiitud

1Y

rensruIuNsAnaulate

u

Toe923 Wieiidnsnasesaintladusuriauafnniu
1995 U18AULT ad Wulums1AUA T (X9 way X10) 91l X9 Am31ud o uluns1duen

AuAMHYNYede (Credibility) manefis n155uivesusinadnsdumdanuaiunsauazidngnin

Tumswandumitinunmuazasafomuiingngns msfitadeiiidvswags (dususv 3) avvioudn

lupainemisududaiieaunin duilaavzliauisadndulageld winviarnudeduiugiu

<3
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[

a av o | Y a v v =
wazdldnuaigitldanlug X10 anu@edulunsidudsiiuanuunninan Benevolence) nanedia

v

nsfuivesuilnaimsduitulimnuiidewagldlanausvlonivesiuilnnegieasda luldiiies

o

wALaINanils n1sndateiliidnsnasnenisdndulade wanslwiiuinmnudunusnisensuailay

' '
v A a

Ausanianguslaainewusud (uviile) Wududdgyfidieasuussdunisdnduladodud

Wegunmluszezen FeenrdosiuwnAniineudeiududdinesdesiuanuidninnmiuewa

LUUDNARIN50A008U d AU zaulun1IsneInsalog198 9 v 991N@1015085 U1Y

D¢

ANULUsUTINRInsEUIunIsanduladialaasiie Seuay 84.1 (Adjusted R? = 0.841) lnadiAad

Y

o

F = 146.380 ognsiltivdAgsadanszau .01
aun1sanneeidaudunvaalusUazuuuaunldlunisnensel Ae

Y = 0.195 + 0.305(X8) + 0.233(X9) + 0.270(X7) + 0.143(X10)

AsanUseNa

1. N155EUUNHIAINNABINTT (Need Recognition) HANTISITENUIT ALY B8 8UDS

Y ¥

m3duA (Credibility) uazvimuailudauindendnsiog DutadedAgfinszduliiuilaasuitiennu

q

Aosnsyoemsutudafiogunim nmsnsemindnnudeanisiad i o uslnasuginemnsuy uds

adaa |

\iegunMEInsaYIgandarineseminan nlagtu GaTInssukarinadin) Auanmifeanis

(M3faunmAnazaugznInauly) MsedunenaanslaenndasiuwuiAnues Kotler and Keller
(2016) Aiszyinnszuaumsdndulad elduduannsfiguilnansevindedgmvienudosnisd
Aadunndasinielunienisuen waraenndeatusuiseuns Hasani, Kokthi, Zoto, Berisha,
and Miftari (2022) #idnwlunearuiflouazlalals Tnowuin fuslaafifuisnanimuasaudasnde
%aﬂwgmﬁm%aﬂﬂﬂﬁLLGU'LLsﬁwzﬁ‘lfTﬂuﬂﬁLLazﬂﬁEJajJ%JUﬁIEjJﬂsﬁju ﬁlﬂﬁyazﬁaugmawawﬁﬁ’a'jw
Tupanaenaioguamm eanderiulunmuniwiaginsgiu (mnuuidedie) vuthidunalnddy

MMuefeuliiusinageusuimanduantannsonoulandguaminue e v sy

Y

2. M3AUMYBLAU1IATT (Information Search) NANITIVULAAILALAUIN AuUTlnAnd viAuad

v =

Tugauan warlianudedulunsidus guliwwildunagdumdeyaferivenmsududaioguan

Y

wnningudu nsAunideyaidutuneuiifuilnaldiieSeuisuquandd 5101 AanIw
wazAuUdeiie nseAusensdumdeyadeidunginssuilasudnsnasg1auinainiinuas

FIn1UWUIAAYBY Schiffman and Kanuk (2000) firuAAUsenaun18a9AUsEnaun 1unginssy
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a

(Behavioral) fidsnanoAuE LagANANT $999015AUN AMULT o UlULUTUAI S UNUIMEARY
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Abstract

This research aims to (1) Study of the application of artificial intelligence and artificial
intelligence agents (2) develop an artificial intelligence (Al) agent for creating content marketing
for the products of Wat Chulamanee School (Chunha Chanthana Prachasan), and (3) evaluate
the agent's performance. The study uses a mixed-methods approach. It combines qualitative
and quantitative. The sample group includes 110 teachers and students from Wat Chulamanee
School, selected by stratified random sampling. Data is collected through semi-structured
interviews and a satisfaction questionnaire about the Al agent system. Qualitative data uses
content analysis. Quantitative data uses descriptive statistics: frequency, percentage, mean,
and standard deviation. The research findings indicate that (1) Artificial intelligence as part of
content marketing, generally based on usage, is Al for searching for content ideas in Chat CPT
Gemini and Claude Al, and Al in visual content of Leonardo Al, Runway Al Kling Al, Pixverse,
HeyGen, Gemini and Chat GPT. (2) The development of artificial intelligence systems uses the
n8n platform in conjunction with artificial intelligence invention through the ChatGPT program
for generating text and images and the Google Veo3 program for video development. Systems
that can work automatically to provide marketing content continuously use lucky symbols or
lucky works "Khanom Tom Boy" written in product storytelling and local identity. (3) Overall
satisfaction with the Al Agent system was very high (M = 4.25, SD = 0.234). By aspect, content
and information had the highest average satisfaction (M = 4.34, SD = 0.427). Other key factors

are communication and presentation, marketing efficiency, and ease of use.
Keywords: Al agents, Content marketing, Community products, Local wisdom
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Aunulygruszivgrieiunandniaznsiaiusinvesgnailiegniidedfey wazdonnaseiu
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N13AN¥1v03 Haleem, Javaid, Qadri, Singh, and Suman (2022) 85 u1871n1518 U yay1UseA vy

14 1 < U o dy % 1% Y 1
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=

g Asvina, Panjaitan and Nisa (2025) §uguinnisaaiailenlidiiiesuaidndnalnensene

% £ s

ANSSUTBUSUA LA TIYILASUAS19NINE NI LUTUA N IUNITES19NI5UBNABLUUUINABUIN

Y

medannseiingd wazluuunuszmelng msussandldlaanvseivg Tunsmainsulasuauiien
W NTURE19R 0L Y F991NN15ANYIVEITRE ASUNTT (2567) WudnUgguseaus YauLiy

UszAnSnmnisasng Retention vesldauls Sesay 35 uawtiiu Conversion annnguiaulalisos

1 1

az 28 Fenanlainnalulagnisnaindygiussivg dewalnenssiemiundlageduaiieoulatlves
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aglsfimuanAdeniuunadiulvg Anvluvsungsiavualuginineinsas usgwie
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n13Anwn1sUseynd Aty UseAvgdmsussdnsvuIadniininensiin lnganie
anuAnuiluyuvy wagldlins@nwinysannsimuwnulyavssivgidndunseaiadailemdmsu
HAnS s yurundiendnualaniy Inenngdndugisnelanfinean1sn1dea1snuaAIMadInLLag
dauindau uena1ni Influencer Marketing Hub (2024) nudn & v eyaninsesay 60 tagly
Jgyuszhvglunisanduauiiunisnain lnesesay 44.4 T9lygruseivglunisudnnoumud
wavguassadidglunmsihunldfesay 41.9 Hdwiaanudilavseanuiineriutyyiusehivg

Tsaspuinguud @unedunulszyiassa) sewegludwmianssunseiegsen LUudiege
FauvesanuAnevuinaniidnsnimuaaianineinsiunisviiniseain Inslsaseulanmun
a o ¢ o a o a va a v a gy ¢ A a v ¢
HAnAMYIINTansIINTIAkasTan Ao ldiindnlnednSeu dingUssasdiiied nasuniseysny
dawndenuazaianelaliiudnieunasyuoy widssavdgmlunisiinisnainiiawinein
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dodsaueaulail lngerdun1sysaunnisuuifAnnisaiinisnaladaient aeiasaiie Content

Marketing Canvas (CMC) fiaarusznau fall 1) nquitdnuunendn (Target Segment) §5799A 04
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suanguidmanedaauannsiieszidnenin Jnsgidiuauvesngudimang suilud
M3AATIEAR B U 9 iR eadeenisidenundungudimunendn 2) wusud (Brand) neud
fuszneunsagsuiumeiinseaadadent asfiasdnssivuavieiauinusudvesgsiald
ot Welinsinismaiafiuszansaingean 3) anvieianiziiunnsig (Unique Selling
Point) Lﬁuﬁﬂﬁ]ﬁﬂé’zgsuaqmsﬁ'm’]imam%qLﬁamﬁéfaqmﬁﬂizﬁw%waqq 4) TngUseatAn1Ivin
AaULUS (Content Objective) lagA1Tafamaunus 2 Useinnan Laun AouURLTUR AT
(Value Content) wagmauinusiiun15v18 (Sale Content) 5) N153AN13YIABULNUA (Content
Management)ImqiﬁmzﬁamﬁﬁqﬁaL?Iaqa"”lﬁ'zg Lown 489119 (Chanel) JUkUU (Format)
wageuilunslinoumusd (Frequency) (FRany s, Ta3mi wifalnysd uazdsdng Jumum,

2567) M8 Hagivantoeinesenitanalulad Yyauseivgiunisussyndldaseduusunves

v

anuAnwauaanideditaniunsneins asnsrunuunmsidfmunutyguseavg Nanunsavene

<3

=

walugalsaseunazyuyudu q la wazadeesdanuilndlunsussendld dygusefvgdmsunis
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W dstuveuyuviosdulng

IUIZAIANTIVY

1. msfinwnsUssgnalddyanuseivg wavdunutyniusehivg

2. ﬂ’@umﬁaLmu‘ﬂf,ycymizawﬁﬁﬁﬂszﬁw%mwiumia%ﬁqmsmmﬂL%ﬂLﬁamﬁm%’umﬁmﬁ’mﬁﬁ
NFATEU TR (YuneTunulsenasse)

3. UsziiuussAnSnmvasiunulygyiusshivg

NINUNIUITIUNTIN

C%

wuIRANITAAIALTALENT (Content Marketing) TugaRdiia

) a | ' a & a v v a & PRI P )

SUa 1151 (2567) nA1YI Mseanadallenn Ae Myasdeyalaediilomineitesiu
duAmazdrelignAninnissus andn wazdwmaseanisandulatedudild Jen1svitnisnaiads
WaUSENOUAIY 5 WUINIY AN N1SAAIALTLLNINLLSITUAIALY WaINSIALLIAR LTy

Wavenuumaunledym wemnishiduwudy/eanug uazilennaseensual/Juis dsaenndes

L3 a Y v

AU aegdd nwy, alganu gwa, N3399un $nasy, wardnsty anssaussas (2566) N1na11in

< a a ¥ (7 ¥

msna1adaiien Wuniseaiausennuilaieitestunisadiuasutsduionluguuusig 9
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=

delidlemiinuardunguidinuie wazfsgaaiuaulavesnguidmunenfidneninlinaiedu
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anfla AesiinisAnwnavsrynaudmunentaiau wenaind Du Plessis (2015) Na1731 wuafaly
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arwavlavesfuslnaldidussnad Tnslumsnaunumsasunssaadaionldiniesdiefizondy
Content Marketing Canvas (CMC) AsIRARAsSaNS iesius wazaay (2567) Sesiusznou fil

1) nquitnvanendn (Target Segment) §5Aaazdosimuanguidmuneiidaauainnis
Anneidnenm Tesgidnuvesnguidiving suilufaimAesgiiudu 4 Mifeadesnaiden
wndungudmanendn

2) wusuA (Brand) ﬁauﬁ@ﬂszﬂaumi%ﬁwLﬁumwi’ﬂmsmam%qL‘ﬁuam msfiaginisinvun
vidomuuusudvesssialiogedniou ielvinsimsnainiiuszansaimgeae

3) qmmmawwﬁ'umm’"m (Unique Selling Point) 1wt lagAyaeenisyinisnainid s
HovniidpansUszavisuags

4) FaqUszasAnisvinaauug (Content Objective) laaAdafisnauinug 2 Ussnnman
lown AauwmusiuAnAT (Value Content) wazAaMNUAIUNTIANY (Sale Content)

5) nsdansyiAeuIus (Content Management) Tnggsivagdesilsiasasddny leun
9939 (Chanel) JUuUY (Format) uaz Anudlunisldneunus (Frequency)

dmdnwaifashiu (Local Identity)

%

wszAslufn1ivey Janls M3e518) wasdnd InGam (2565) nuin Msasedndnuaiianesa

5

vewisduluddiddylunmsadsinuvewuulilidnuausnuamediinauudanvaifiaug

a [ a

mMsasunUamedinnegnesing Seglugiuuurediidin anulusy AauyTmusssy wagdum

Jausssu Wunsadnarnuniagilaliunauluguwulisdnmaunuienududive sy nenist

a

ity viesdiukazanuddndnualviosdunnasyaruielviinsgls aenndesivuuiAnves

Y

a L3

a o (4 L3 a L4 ! ! a (% 3 a [ ¢
Anansal Urgeyey wazlodnwal In§a350d (2564) nd1337 mamm%ﬁqmmﬂumamm%wu
ANumilauiuiundndasidnnatenqunelyifinnisusdunas deiuaisinswawIndn s aeilad
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a =

anulaauuardinnuuananadnsarianngudu wu msliegavimidluiiosdiu dufdes
fsndnualanizuasuanine ueNANLUTITUN MFITIU Wazwla 19279176 (2567) a1
M50BNUUY A3 NaTIAAIRAUaTINaRBAULHANA MsyNvULlod oansndnualvieadu Taeldnns
pRNLUUAINAIBLAzINARDRINA S ndnualuarad9ATIANAIY ausaustanuduiidinues

= 1

guyuipsiulaziinuemaislaldogavga
Uyysshing wazdunutygiuszavgiunisnain
Zuo (2024) leinads dnwazreinisundagiuseavgluldlunisanidugsia Yseneunae
1) szuusaniesuarn1sfinyseAnsam (Automation and Enhancement) 1@y nsldfinalulad
BONAWITAI 199 WBUH (Robotic Process Automation : RPA) kaigN15Usea1anaLana158 a3y
(Intelligent Document Processing : IDP) Tunisanifiusuaiuenans n1saumideya n153an1senu

LOAAITAN 9 2) NFIATIEHLTIneInTal (Anticipatory Analysis) L1 ALAT1ZRLULULUDINANA
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daasudsednsamveaniaalgauniu (Enhancing the Efficiency of Supply Chains) 3) n15US%13
ANUENTUSAUgNAN (Customer Relationship Management) W1 N1598NLUUUSEAUNSIUBIGNAT
lanzyAAa (Tailored Customer Experiences) HaZNITIATIZRTEAUDITUAL (Analysis of Emotional
Tone) 3NN15TUNdunus 1587 wazn1svideyadoundu 4) n1suinisvaslga uniu
(Supply Chain Management) 4 n15U3 1158 uA1AIAd 7 TUsEENS AW (Efficient Inventory
Control) wazn1sWensainLden1siudug (Accuracy of Demand Forecasting) 1agn1553usau
Tayaluafngn1INeINTIAINABINITYBIRNAT WAy 5) nsyuiuni1sAnaula (Processes for Making
Decision) v u ¥a8Tun156ndula (Enhanced Decision-Making) wagn15usnIssAn1sAI1LE B4l
usiug (Precision in Risk Management) 877 MsUsgifiuamndesdiunsiu msdsuaswesmnans
wardaunmsawing 9 annsidiuey yenanhdne) agunes (2567) nanain msldoumalulad
Jayyuseawglvdused@nsnin Usenaudie 1) n1seeniuuszuulagnimuaingussasduinsnis
AIUAY kaztanInuAAI1NABINITluNITHAILITEUY 2) N13TamSoutayauaviautnalulad
Uyyusehvg InedawisudeyalvilinanimminzauduingUssasiuazaenadsiunannisideuy
sufaiaulunadiedanedfuiminzay 3) meldaunasfnnunalagnaasunisitauly
annuanaauiaiiouaianaudinaluladlygiuseivg Uldauass wazfnaununiunavesnis
vihauetsasiane Wiolildnaifiussansamauainuniands uay 4) msdeasiugldanulag
Dawetoyadimuzan 1 elvildeudlanisiinuveunaluladUyyuseivguazaiansn
AAnsainafieaifindy

nUszgndldtlygussvglummaadaievuudedenueaulad

mMsysannsyauszivg dAunismainuudedsauseuladaiislonialusilunisidais
HUSlaA 51897Uv89 Meltwater (2024) a5 urgd1n1sudyayrusedvg unlylu Social Listening
Pavaunudoyasziudlnad aoumud uaznisnanfeususluudagiund Weszyuunlifuuas
AnusAnvesgnAuuusealn vliuusudaisaneuausweUssnuau elenansnsnaalaviud
uay Haleem etal (2022) duas1gin1sussyndldUgaruseauwglunisnain 23 gUuuy wuil
nsadadomsnlugiuaznisusuudadoniansyarafunisssyndldiivssansnmgean
lngtanzn1sly Generative Al lunisasnetoninu sUaw uagdnle

wuudnaeenisEaniumalulad

wuvINaInIsueNsumAlulad (Theory of Acceptance Model : TAM) Davis, Bagozzi and
Warshaw (1989) léfmunlagiumnAefiugiuresuuusiaounalulafunaiusungufiniansssh
sgafmana aiadunvuiaeddesuienginssuvesdldmalulagansaune Tnanisussfiusediv
yosmsiuivealifiilressuu Fauvudraowmuuwianves TAM Buanmsfiansaniasuusnieuen

Ndawaronginssun1siuiveld 2 dnvae Ao 1) n135uineuselowi (Perceived Usefulness)
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wanafesgaui fldanmnsasuildiumaluladasaumaid o s szdns amni sy
way 2) Mssuiammdrelunsldan (Perceived Ease of use) wansiis seuiiflfidoinlsidesende
anuweenlumsldauszuy (Wslamd douw, 2550) Famsiuifsusslond waznisiudanudne
Tunslfuianudriussunginssunissensureufiomes warfinnudesleafuiimnafdenisld
oufiamesuazmsldauaeuiimes wasiruadiilrenisldnumeluladvesyanalaynnanisd
vswarionusdlaldinaluladhiy

nsussendldlayguszivgiunsnainvesussnalng

Usznalngla wansliiiudsnisusulddgarusznvg iuzﬂLLUUﬂ‘LQWWL‘\]’W‘\NM’m%ﬁJ
Fausnsldidudoadounaznisaissraumsaidiuyana matansdoyauuialug naiam
Social Commerce vuswanwosusanilsuata TikTok wag Instagram n1suinUgyayussavgunlalu
nagnsnsAeansAuadunuvan ESG MsaFremuinAng Fandom Marketing n1s9agu3nng
Micro-Influencers N1591MUYBITEULTILUNAANDTU N15a5T1MUTUALUU Wellness & Mindfulness
wazn1sUszgnAld ARVR Tugsiiasng o Geasiieulfifiuivisaossedumasgiimneideatuluns
afaunaszinsuinnssmaluladiudsuidasesnannds anudeliuvesgndn uasmsdiiiugsiae
sehsiiasessn Wisdlawayssiu (huate f30304, 2568) 0e13l5MMU Influencer Marketing Hub (2024)
wui1 fovaz 41.9 vesfldnuluvsamdlnedanamnudilaferiu dgygyseivg lasanzlungs
A0UANYILAEYUTY

INAITNUNIUITIANTIH WUID am?'«ﬁ’aa'auimjﬁﬂwﬂuu'%quﬁ%mmlmgﬁﬁw%’wmﬂiqa
Fauams@nuinsuszgndalddgyiuseivg dmsvosdnsvuadniiinineinsdite lnsany
anunyilugy Silaifliuideiifaumumitiyyussivg Anedensldmnudnsugilidiug
prumalulad lnoangluusunveslsenalng nsAnwves Kacheru, Arthan, and Bajjuru (2025)
wugthnIsNENFUn1SHALT "No-code Al Solutions' T ldMaluanunsausuuraagldaulalnglyl

Aeuleuldn atuayuns Democratize Al wievenengui lElidnden1sasieassAuazUssgnald

1%
¥ =

Tyaseavglaninadulaglifaadinugiulusunsy

£
av A= 1

Aty MFITelTufufugerisen siausuulyyUssAvgiiangianzasdmsu

n1sasrniseatndatdenuudediaussulad lngldnsal@nwindadugainlsuiouinguiud
(Yaungdunulsenassa) andunisasiessvuiwnulyaiuseivg 1ieas1anisnaindaiion
= a =2 = o = Y s\ ¥ A A
wardnisussidiunaanuianelaainlsuioudnguiua (Yaunedunulseyassa) sgin3edle
a s

wuvgauaueaulal @euideliazyieaiissuwuunmsitdyguseivg Naiuisovenenaluds
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NSAULUIAA
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IINNITNUNIUITIUNTTURAZUUIAANG U MR 8709 HITelAdnvinTouLwIAANITITY

WeAnwnsUssgndlddunulyyivseivg dusunisadinseaindailenivudedrueoulad
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Tneisvasidannal

fauusaauay fiauUsdase
- Ueunlsedey mwnulayguseiug (Al Agent)
- nAnfuilsaseu Usznauie
- unannesuesulal - 3%UU Workflow ‘31"3%1159\'131
Tiktok Automation (n8n Platform) - ATRANALTALLEYN
- Content Marketing 7= MSYIINIg Multi-Al — (Content Marketing)
Canvas (CMC) Integration (ChatGPT wag - mmﬁawaiwia
Google Veo3) NIRRT
- msadaiiemsmluga
(Automated Content

Generation

5UN 1 nsounmiAnlun1sinide

a a (% v ! a =] a (Y (3 a s

JUT 1 nsauuwIfn dauusmivay taun uSunlsaseu Kanduelsasey uasunanvlasy
goulaw TikTok wawin3aeile Content Marketing Canvas vihwthililu deyatiidi (Input) Ndaudn
gyzvudiwnulyniuseavg dawnudyaiuseaugaevinauniu nssulrunisulasdoya
(Data Transformation Process) Tu 3 Junouvan lawA Tumaudl 1 s3uu Workflow Automation
Futayaandulsmunuuazdnns Workflow msvihuwuugaludfsmuunaslosy ndn Junaui 2
n1sysunsdyaruseivgvainuaty Ussuianadoyarun1THaIuAIINEIN5009 ChatGPT
@FWSUNTa31979AL) ez Google Veo3 (@mSUN1sasvinle) uaztumoud 3 N1sas1ailomdnluiln

a & o & o v o & S a Y a & Y

naaemdnsagunnTeulda iemnndnandiunudyyuseivg dwalaenswiofulsaiy
Ao Tusunseatad il avn e as et udauadiave Wiauls wagassiung udmuneg
warAd1uianelan on1snaiald wil enilud 1wl eniuazd el a A 1138 ea1TUAZAITULALE
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521 U8UATN5IY
a o d&[’ ¥ a

sULUUN15398 N15398d 10 uuIAnn15TduuuunaunaIy (Mixed Methods Research)
ArmnsiToidenunmuarnsidoidssmad ety Tngldiumiansi o uanisuuy
@ (Participatory Action Research: PAR) wuaidu 5 Sumey wail

fumeudl 1 Anwdeyaiiendnsusivedsuioutaguiud o myauuarlfiduuuims
Tunsadrsnsmanadaden

Fupauil 2 Anwadnadotiggrusedusuagdunudyyiuseivg i oldluduiun
aSemamanadaiiom wazasessuui Ul Usehyg

fupoudl 3 Waussuuiunulyaiuseivg dmunsaumsnaindaion

& o U ¥ a

Tunauh 4 neasdldszuuimunulygiuseivg dmsunisasianiseaiaailon

o9

TunaUN 5 Useiliuanuiianala
UsEynsuasngunlagi
1) Usg¥1ns Av usms Auag wazdniseulsuiowinguud 533 110 au ({usmis 1 au

AMAT 16 AU Lae YIS 98 AU (ENU.NITPUATAT RSN 1WA 2, 2568) TTN1TNINGUAI8E1ILUUNTIU

9 Y

o

F1UIUYTEYINTUOS Yamane (1967) IagfivunAInunaInndow 2% felunaudiagiaiilaty

Miseadss $1unu 110 Au
~ 115 ~
1+ (115x0.022)

n 110

| U 1 I~ Y a v a a Y a o Yaa 1
AQURIBYN AB WUTWNIT ATUAY LL@%U?’IL?EJUINL?E’JU’J@QW']&JQJ U 110 AU I%Dﬁﬂﬂifjll

fMegrauuutunil (Stratified Random Sampling) fisneaziden il

M15199 1 IWIUEUIINT AR waziiniseu

YT Useyns 37U (AL) dndau (%)  IwuNguAlaE1s
1 HUIYNS 1 0.87 1
2 AAY 15 13.04 15
3 TnSeulszanfnudi 1 8 6.96 8
i fniSoulseoufnudi 10 8.70 10
5 fniSoulszoudnudi 7 6.09 7
6 fniSoulszoudnudi 11 9.57 11
7 fnSeulseoufnwdi 9 7.83 9
8 fniSeulszonfnwi¥i 6 12 10.43 12
9 TniSeuiseudnuUi 1 14 12.17 14
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A1519% 1 (59)

A10U Use9ns 317U (AL) dndau (%)  IwuUNgUA2aE1s
10 tniFeuiseuAnundi 2 17 14.78 17
11 tniFeuiseuAnundi 3 11 9.57 11
LY 115 100 110

N7: AN nseuAsASEYSEN LR 2 (2568)

inssilelunaiiudoya

1) wuudunwalguuuudifslaseasne (Semi-structured Interview) @4 Magaldi & Berler
(2020) i@nakwIRARnTUAdAsa I duedssdiodnadmunmiliiunistinseuiteud Un
Tenmalumslinmdnfisfuauuiun Tngagimsdunvaiyaneegidliidunmaiuguinauas
AMALTUTEUTAINA (YUNEIUNUUTEVIETIA) 1141]33LﬁuLﬁmﬁuﬁagaﬁugmmawémﬁm%
Sndnualuazqariuresndndust ouduazaunanile ngudmaneuazdde n1sdoasuas

NMSRANANIHILLN LazluINSlLauIAn

'
aa 1

2) wuuaeuauiisnelaveajuilnandnessuuduwnulyyssivg Wukuvasuauesulal
3 dhu Useneuse dwil 1 Yeyarluvesineunvuasuniy dnvazauduuuunsvaeusons
(Check List) dauil 2 amitanelafiszuudunuiygylseivg e 4 gl duieniuaz
foya 2) Aunisdeansuaznisiiiaue 3) FuUsAnsammeniInatn 4) FuauazaINLAY
519U dnwagAaiundunuuinsid@luyuseaiaan (Rating Scale) 5 seavu laun 5 = Hanela
mmﬁqm, 4 = Wawelaun, 3 = Aawelav unany, 2 = Neanelatey, 1 = ﬁawaiﬂﬁaaﬁqm wazdui 3

§ o

Torausuuziigituszuuiumudygussivg dnvaruuvasuaudutuuuaieda (Open-end
Questionnaire)

AsiusIusIUtaya

1) MmaiuTiusandeyalgundl (Primary Data) ldnsdunivalidsdindungudivune lngld
wuudunwal warnsldiuuaauny

2) MsnusIuTIndayanienil (Secondary Data) Men1553utoya@Na1564 9 (Document
Research) 9171 niiadle 6131 lenansivins snAde uazdedidnvseindiiietos

N13A3ITFBUAMININYDILATB D

thuuvasuamauerifeng 3 viu ensaadeuanugndos aniismsadaieon
(Content Validity) Ineendiieuaenndas (100) veawuuasunslaesiuwindu 0.91 uagiativey
5¥1719 0.63-1.00 wan93179A1010TAINARAAR IR UTROUSEaIAT89N15T38 (Rovinelli &

Hambleton , 1977) 3 nuuiiwvuaeuaulunaaasld (Try Out) fuNqufAleg139IwIY 30 918
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AnszvmaduUszansoan (Alpha — Coefficient) A1e35v99AT8UUSY (Cronbach) AIANLTDITY
YDIMUUADUNUWINAY 0.89 FearAnudadiveglusesdu 0.70 Yuly Famunzanlunsiiluiuteya
(Hair, Black, Babin, Anderson & Tatham, 2006) uaza113T8UNIUNITTUTEIRTE5ITUNTITE ULy ¥l
1aUlATINTS IRB-RUS-2568-041
a ¢y a s v 1 ) 1 14 1
nsaaTeidaya n1sAaeideyaudsaanity 2 diu laun

a

1) nMsiassiteyanuudunival ln1s3asieiluuiinsigiiiienn (Content Analysis)

Y

Tavndomildtuiinuinisaonau feidudma e1fUAsewazvifivealidunival
Turaziinnsdunival La2UNINIRTEUUAIBNITLANLDY AFBNITRALLEZILATIZANEURUS VDS
Toyafiieriuliyvanusioms wasdeyadmiunisesnuuy

2) ToyaankuUABUAINAUNINelIveINqUAI8E1 ﬁﬁﬁfaizwﬁumuﬁmmmisﬁwﬁ
YA WNTeu 15u5euinguul Aen153ATI8YIadflganssaiun (Descriptive Analysis)
Wﬁﬂmmmmaﬁﬁ‘ﬁugm Teun N19uanwasAud (Frequency) A13esay (Percentage) ALade

(Mean) wazdmdesuuinsgiu (SD.) tnstiauslugunsausenaunisulanumanedieusseny
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aguszasAn 1 n1sAnwinsusvendlddaauseivg wasdunudyyiussivg wudn

9
Jeyeyrusgaws v donlunisldlunisvitnisaaiadad onidduiuun dansuazdanldaneg

<3

(%
Yo a

NNNFTIUTIToYAEINTasUMIUTsUEUlaRs

M19197 2 agumslSeuiisudyavuseivglunisadaniseaindadem
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LA304D AuENUALAY n1sun Ul Aldang

Chat GPT WEUABUMUATNITIANGD & WHUUNAINY @519 93 wazide
ANNENsaluN1SERANS lAane Weavlavainuany  algane
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uDIUSUN I lawmilouloanTn
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A1519% 2 (519)
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Leonardo Al a¥enmuasidle sonuuunm  afradenininuar 9 uawde
uazInlefinunIngs 9o GRINERE

Runway Al a319nMLaIAle @wnsasnw a¥1ad omninuay 1 uazide
AuseLleueInaYAT A Lay  IAl Al

210 J7eesNranviay

Kling Al aiafleanteruvisesy aiaiieinle W3 wazide
v v v P v | v
fukuule a@31ann wwasuluale ANMTANe
AU

Pixverse asnanlelrauasiwazusuLan as1aiainte 73 LaLEe
winfnae Al ANlYINe

HeyGen 43197le Avatar e naAsUnIe  ashailednle W3 wazide
IWades wiou lip-synce onlud® Al

A19197 2 LU?EJULﬁauf]aujaujwﬂszﬁwiiumia%ﬁqmsmamL%Mﬁ‘yam arusauunldly
5% Content Marketing léanudnwaimsululd wu vndesnsfumuunanlunisadiade m
@113al4 Chat CPT Gemini uaz Claude Al wazdasnisadaniemifunmuas 3o awnseld
Leonardo Al Runway Al Kling Al Pixverse HeyGen Gemini wag Chat GPT Fafilhusnnsians
wazdlalddne winldwsazfinissrianisldamuluuinadesie nasnausriasivaunisldu

a1

Tng Al Pdianlgagazdaldaneuseana 9 Wiy auds 95 kg B9TusgiuaufenIslgau

Y

i < ) v a 1% a d’{j
f19719N 3 L‘L]?EJ‘UL‘VIEJ‘UG]'JLL‘V]‘L«!‘{jm@qﬂigﬂwﬂUﬂqiﬁﬁﬂﬂﬂﬁima’mLSU\‘iL‘Ll?J‘Vi']

o wa ° I P9 Y
GERIE) AMENURALAU nsun Ul Ay

Make.com a3 Agent lasimisa dh @dessuunadiunis WS uasideanlddne
navinlte Work Flow  lagenlud@ W1uns

USUanlualf a519 Work Flow
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A1519% 3 (79)

\n3aile AENURALAY n1stnlule A ldAnY
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n8n frnudangugs Uiuuisld  afrsssuuiidudunms 95 wasidedqldane
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a519 Work Flow

Manus IANS Task Adutouls A51958UUNANIUNNT WS waskduAnlYane
1ngenlul® W1ung

a519 Work Flow

m5197 3 WSsuBufunutgyssRvslunsaienisnaindaion wuin Make.com,
n8n wag Manus ﬁ@hLmuﬁzyaunﬂizﬁwﬁé’miuﬁﬁﬁimmm’ulugﬂLLU‘Umwwmauwfammamﬂa%m
Inousaziafauantaveliasre Workflow automation 7 8 anguuazaain a1u150 9z
Usranunuiussuuduesediusgdnsnm
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1. Anudeyaifvmdndasiveslsasoutnguud wWomqanuvendnsueinazlfidu
wumdlumsasamasaadaiienn wuih waadasivdnvedsaFeutrqwnd (umedunssanassd)
oA Fnmsnelnewesuuduihandendnaun uindnsudnaanelneaniaunszauiivaold
wazLas ssUszRuasestaiioninuds %awﬁmﬁmﬁmmﬁuﬁqmLoﬁuﬁamswamamgﬁﬂayzywﬁaqﬁu
mudsdu wagnseydnvaundes

oyatiuguiefundndog gndufuromandmninaudnaisassdlasdniousiuty
AskariusinsAse e 1elalasamslsaseusiuiniunresussmusdm neiuniesa 3190 Wmvw)
Womaulsadeuludusing q saudanisiaudueidn

gnanuallaznLALYeINanie Fie n1sidenldiansssuvd (Weninauwn) wasdanmaely
lumsasindndaisndlan dunaunaznszuiunsiienanual lngdunudadsivadeangilayan
viosdiu 1wy Fnannglngunguuudy fandesiununsmadonvesuisvundy Aauluygusuansn
ffuile nanfariomueduaiuuunin @ruduriesdiu uay @rudsdu lunseyindauindouuas
aseelaliiuiniSeusasyuyy
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lassudnisuskazaiusudenuyuvy 4n153nfanssunia@alinusssuwassinaulunodu

ARG R NGPRHRRLRIE

v
¢ o 1

naulmuneuasde nandusiddmuigliiuunases yuvuluviesdiu waznainiall

Wufanssunarysene 9 nqudmaneiieeinliidniiady fe faulanudaly auilelne

Y Y

a [

oA v ca v v o ¢ ™~ = O ] '  a
wazngunaulaniseusnddwinden gnAiveundndusiunfgae nquiliunuA1vedulile
% = ¥ ¥ 1
nnianmdelduaviaulaninudulng
nsdeanswazn1snan Ton1suseduiusiIuysnueenii NuAaUTAUETIN WazdaIn
¢ = 1 D] 3 % v A i < ¢ = ac o w
soulativadlsusoy W wada ulwdvesesdnsviesdiu uay duivledvesdaouiisvvasdiinmy
WAl U nsAnwUsraudnyinszuasaToysen 1wa 2 aeldlasinislaseinis aya2 E-Market
Fananausuangnandululuiamuinlaediunmsduaiudindoutagisonaldunuuevun iy
wwIndlusuian dunuiwuindadasimensiiuanuainaigiasiiunurilesiuade
dosnmsliauniluiundndamiluiunuiamsssuradusazanuindandos
v ° & ° s & = vaal = | wa
ndoyaarunsainundusuinislunisyimsmaiadailent e 1355 ua Ul
wigrunay giTgaviesiu wagnszuiunsuananinisey ieaiuauuansisazandilunaie
lagldn19iAuea1n Mascot JUn1sguusvuNdtiiiaasedndnuallazn1sandiwasldinTole

Content Marketing Canvas (CMC) ANUWUIAATBIRTONY INYTUUS WAz (2567) fesialull

UNIQUE CONTENT CONTENT
TARGET SEGMENT SELLING POINT OBJECTIVE MANAGEMENT
TARGET SEGMENT GAIN / PAIN POINT VALUE VALUE CONTENT CHANEL
W = & a dy et ol :
o diwisafinfiuloen | 1 washnuuuidy q Alufiesn o pEnfarieniiie | atremstutdag | FORMAT
i FREQUENCY

Thielmouazimussn
' v g v
o nguayindRIaiey /
Eco-friendly lovers
¢ feniloami Craft/
Handmade / Local art

2. foamsdudfisziauendnuniuas
o P s
aysuuanwionininesy
v v Ak g ym  wwo
3. fieantsdudiigouda3indqlivia
Uselowd (Social Enterprise / CSR)

BRAND

s 2
UTUYUURAU
Baan Khanomtom

MOQOD & TONE

* augu (Warm)

o nileluarudulve
(Proud Thai)

* Smdlan (Eco-friendly)

» ahausiiunala
(Inspiring)

o g3dle & Dufwas
(Friendly & Local Spirit)

Tnefisidos
FusII
« Fumindlanain
ST IAUAL
SluiAa
o aduayumsiinm
uazswifaduin
Uniseu
VB TRINYHYY
ay5u WWaa
UszdAanslne

LIV
Fausssulve

o Wanudidaans
FleAauazana
dafiu

* {ngvanAIY
pilvvasguwy
wazinBey

BRAND SYMBOL

L

U

Baan Khanomtom

~

2~

N

4

UNIQUE SELLING POINT
“Hnanuaelneuavun

Fuangiideygyiasiiu
Janssuynf fifie
dnEeu devenduiu
agse”

KEY MESSAGE

“yiflflalneaniala

inlve adusyuyugy
Sneflan uasdudau

usssulve”

SALE CONTENT
* Product
highlight: fns1
wrelve /7 uiinida

/ d3suulle

aa v
329gnA1 / AN

wrinvesiu

TusTunysau /
. o ¥
doemedada

TusTudu vastin

Wfin1a

® rinuganna Tiktok
* jUuuuRaUdu
S a ¢
* anafiondindas 3
adl

BRAND

5U# 2 Content Marketing Canvas ¥04NanAiaIngwILe]
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2. Msnaunszuusnluliadagivseivg Wngldduwnudyaiuseavg nan Tunisass Work

flow ielvitgyausshivglunsaglusunsuvinnu

#5190 uazAulilu Google Drive

*CFE&&WFWF+H@

Start Coant Med ety Taedutput Parver Code? HTTP quuasl HTTP Requeslz Search files and folders Sort

< <>

OpenRouter Chat  Struetured Output
Made:s

851990 Tas28 VEO3_fast v IWdadad lu google

drive
0 H ®

1) AlAgena

2 0O L 3 plaby

HTTP Reguestd u.soad file
dvicry Vool busser Codel MT'I’P Requesl: NTTP Requesu
é &] é e apivl a iy
< <>
OpenRouter Chat Structured Output
Medel2 Parserl

SU#t 3 Work flow Tun1sa$renisnanmidaiiomvessnSausilsadeuingund

Inen15ly n8n Tunisasreszuudnludflyausehivg laosuainaswiallunisasisneunug

¢ o 3

Tddwnulyauseivg d91% Wsunsu Chat GPT vinisasnegunin nsguanuda WJugdiiinang
yus 1AUlilu Google Drive annifulsvinisdadennn i olddunudgguseivg dad 2
&919% Tusunsu Google Veo3 vinisadnenduialaifsnfuuisvuudy wazndndusivedlsauseoy
Taguudl vin15ifivld7 Google Drive vl eldiduid ann dnsulunisinavesiudoadiie
vuuasosy TikTok Tngazvhnadenaduitlsdannsadlng enfinday 3 add

bankhanomtom baankhanomtom

T q ¢
‘U%N 34 urilaTulsIne Wstiminad O &
Baan Khanomtom
~ /

101 mavdaan 21 déaa 37 gnla

Tsoduuiagmel (u 8556) Fow

i aéta @ squnsTdsa @ gnla e uoefloy  ihae

5UT 4 manuilonnsnainidailom
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nanuildanmsasisvestygussiviilulunuingusyasd lneluusiazadvasiidyanvel

<9

o ) < Y ) Y oA a v a [ 3 v v & v a 1
nlya Wusvinnmevuuaudadudunulunisidnseuieiiundniue wazdndnvalviosdusg
wwlny Wudosnsladeaiiiie TikTok whaziiuepdundygiuseivgliauisaasiatuinlinsg

MuingUsEasn

% a s

QUsTasAn 3 Usuiliuusgansamvesiunulyauseivg nan1533s wuin Jeyanaly

q 9

YDIYHBULUUABUATN TIUIUNAUAI8E1 110 Aw wudn drulvgiluneandgs Andusesas 54.5
91g91n31 18 U Anludosas 86.4 anuzilulinbeu Anludesas 86.4

s

A1919% 4 naruiswelanddesyuusiunudyanuszaus

<9

ARy danleuuy STAU

€9) AN AU
(S.D) wanala
Fruilomuazdoya
Preadratomitinaulaioitusdnios 4.22 0.415 1niign
Lﬁamﬁﬂzgiyﬂﬂwawﬁa%’wﬁmmgﬂéfaqLLazmwizLﬁu 4.49 0.502 1nitgn
anunsafsgaauaulavesngudming 4.32 0.345 niian
anufswalalunwsaudruilomuaztaya 4.34 0.427 aniign
funisdessuazansiaye
nsdeans uudoooulaiauinaila 4.24 0.427 1niign
awildidladne mnzausungutvne 4.23 0.421 1niign
NN30RNKUUABUIUATAINASINETIA 4.21 0.409 1niign
arwfiswelalunwsaudunisaeansuaznisiaye 4.22 0.293 andign
AUUTEENSAINNINITNAIN
Pufisnsueiiuvewdniausiuudodn 4.21 0.409 Nl
Prenseduaualalunmstoninfug 4.17 0.457 )
aanmanualfiAlsiunantasivedlsaSeu 4.24 0.427 1niign
auNanalalunmsiudulsEansnmniniInain 4.21 0.282 andign
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A1519% 4 (2)

ARy danleaun STAU

€9) NI AU

(s.D) Wanala
ATUAUAZAINKAZNNTITIY

annsahisneumuindyy s vsaiisliie 4.22 0.415 mﬂﬁqm
ARUMUAT A IIAI NN LazaLaNe 4.24 0.427 1niign

ANT0ESIADUINUALADENITIALE) 4.20 0.402 3170
anunanalalunmwsiuduauazaInuazn1slgau 4.21 0.331 andign
anunanalalunwsaumnau 4.25 0.234 aniign

MINN 4 LN AATzaNNiwelassuuinulygIUsshivg wuii ssaumuianelassuy

Funutyasghvg nmsaneglusyaunniign (X= 4.25, SD. = 0.234) Wofinsanlusediu wui

a1 =

Y o= ¢ [ Y = ¢ v & D —
naenuilanuitaneleglussauinniige lngenuiianelaluiuilonmuasdeya fdwnfegen (= 4.34,

Y

SD. = 0.427) 5998931 WwN suNsEeaIswarnIsuaus (X = 4.22, S.D. = 0.239) auUsEansninmng

ARa1R (X = 4.21, S.D. = 0.282) kagiuANNEZAINLALNSITIU (X = 4.21, S.D. = 0.331) Auasu

anUsena

TnnUszasdn 1 n1s@nwinisuszendldUaauseavg uwasduwnudgyaiuseivg 13de
[

WenltlyguseAvgninnumangauiugldnielasaznin aenaeiuLuifnves Kacheru et al.

=

(2025) Pszyimsimwinisldaunuy Low-code and no-code un1siUalemaliigldilidanug
mamadafaunsaasaueundndunssldauls TnsavidenlddygiuszAvg TUsunsu Chat GPT

dmsuriinisasieguain nisguanuils waglusunsu Veo3 @msunisasne VDO laglddauny

a s

Uryy1Usehwg ndn Tunisasne Work flow teliviiminnluniseenadslvdgaiusshvglukmay

o«

TUsHASUYINaIU

[ &l v Y a saa a a ] (% 2/ a r-glj
TagUszasnn 2 WanndunulyauseAvgniivssavanmdmsumsasnanisnaiadaion
n53vedladudunnudnialuniswauidunutguiussivs NdUsednsnmdmsunisasna

<3

]

1%

nsnaadslomdmsunandueiainlsaiewinguud lngagyinnudnludflagliddedduyudly

N13aLluNNT Feaennaesiuusednsde WaAne (2568) Nszyinn1simuissuudayauseavg

o9

anunsadeaulanazaniiunislamediedlagdnlul@ wgvihaulaglifinisaivauouaiinuyyd
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nan1snaaesldnunansliiiuinszsuuiumuldygiussAvgamisaasialeniflodmiy
wnannasy TikTok laegrvdeaiiosnazaanndoivinguszasd Inelldydnyalinlya wse dailya
suwnmevunsududumilunisidisenfedundndnriuassnanvalviosiu nadnslaonndosiv

TaAuNUYeY Adesina (2025) Nszundunudyausevtieiiunaninuasn1sidinsinvegn

o w dl'

TaegslitudAy Wewsudunisasalonluuaui uonanildsaenaaosiunuues Haleem et al.

(2022) Anuiinisasindenisaludfuaznisusuuaaidenianizyanatiunisuszynd ld

a a

UyyUsehvglunseaiaiilused@nsamgagn

ag1¢lsAn1n As3Tedmuind "ueedun dgauseivs liawnsaadiefuanlinsdu

o % ¥ o W

ngUszass" dodunuilluliaziouianudumarvesszuy usniludaiaasidAgieatudediin

vaunalulad Generative Al lulagUu Fedemsddadninlunisvianudlavsunidudaunas

'
v

N NaTIAtUsERUNME U UNY Y N1sNseuudiadenfen1snsiaaeul ngldauiiedaien

N o [ |
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q
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nQUT

a

a9ndl 3 Ussliulssdnsninvessiunulygiussivg nan1sussiiuauiisnelase
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szuumuwnulyauseivgiandunislaeansajuasinseureddsassuinguuduanddiiiug

nsgeusumalulagluszduiiawnn lneazuuuanuianelalaesivegluseauanniian amegAnade

4.25 91nAzLuULAY 5.00 naawsiauisasiuigldnlenguiniseeusumalulad (Technology

'
=

Acceptance Model: TAM) w84 Davis et al. (1989) dsszyinmseonuimaluladvesldanduegiv
Uadendnassdsznis laun n1335uiuselovd (Perceived Usefulness) wagmssuianudtelunisldau
(Perceived Ease of Use) daaanndasiiu aglaste nénama (2560) Aszyiwimund nnssuiuselond
wazn1siuianudislunisldaumaluladfinaronnudslaldinaluladuazneliiAnngfnssu
nssousumalulad

mﬁa‘i’aﬂﬂﬁtﬂmLm'LLamﬂﬁLﬁuﬁﬂUizﬁm%ﬂwwL,%wnﬂﬁﬂsuaaﬂ@mwﬂizﬁwﬁ WA A5 1909A
A143 mdAun1sea1alagnsy s sinalulagidiudna nualnielinusssulaeg 19aineassa
115915 aaa el wiA satusiuy "wsvundy’ wagnislddydnvaiinlua uie daiilya
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TikTok 181y wandlfituinmaluladlildidwunuiinuaidafs widuedoselunis s

way "veng’ AnALTsinusTsuwa Ul i waulnniduldesdivssdviamn nseaialdaiion
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29ARU3 N

1) F1unsouLuIAnnITyYsAIMIsiag "nseunIAnnsHaunaiug Ay vesdiudy Al
Content Marketing' @ suansin9a1nauddonouni Aaaniunisld Alluusungsaanaly
wulsgAnsnmmanadadundn Fosnsfiderglunisldeu nsysannisd vlidtuds
MSNALNAIUANA ST TINAUYsEANS MM ennsmata nnslFarudidns Tussuy No-code
finsuazdnifouldeuldlaglddead i ugulsunsud e Wufifnisysuinig 3 sedv Tdun
szsfumalulad - n1519 Multi-Al Integration (ChatGPT + Google Veo3) H1u n8n sEaUL amn:
mMswdasiuuiesdu (wevuugy) B Digital Storytelling wAEIEAUAUAMAT: NMITN¥IdRdnual

MOIUAIUANUNTATNYAAININNITAAA AIFUN 5

Technology
Multi-Al Integration
Content
Marketing
Digital Storytelling

local identity

Preserving local
identity while
creating market
value

'
a ¥ a

5UN 5 wwnAamnauxenun i Usysywiasdiudniu Al Content Marketing (Local Wisdom x Al Marketing)

2) n38UN1SYINNULUUY SN SRadNaumalulad AldununaTusssuveIguvy
Weasensnatnlalongedu lmatianwazianizAan1sianud 1Ay suiusening
"Uszansammamalulad" uaz "auamiaimusssy’ 1uluea "Community-Based Al Content

Marketing Model" iflosAusenauianiy Aagun 6
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1. Cultural Foundation

FIUSIANIVIWUSSSY

2. Al Integration

msusans Al

n8n Workflow ChatGPT Google Veo3 No-code Tools

3. Content Generation

MSasvIUIKI

4. Publish

MSINYUWS

5. Value Creation Layer
mMsdsivaum

Economic Value Social Value Cultural Value

Success Conditions
woauluadiwaism

Undomslu : AnuwSauUaLYLYUTuMS Uodumsuon : TnsvadwWugiuasia ms
uivduidovs1 msidruruvaviiidula whiivtadoviia Al uazn judin
duids uazadudaidovtunisdnduviu KUEVIU

g‘lJ‘ﬁ 6 Community-Based Al Content Marketing Model

99AUI¥NBUTBY "Community-Based Al Content Marketing Model" Usgnausae

1) Cultural Foundation Layer (%?gjuj'mmﬂmﬁwuﬁﬁm) Input: qﬁﬁ@mwﬁaqﬁu AU
UsedAmiansguau Process: n1sananaA1nan (Core Value Extraction) Output: Brand DNA
fldndnuaiiamy fegnannnuide: munmnevusdn — Jsyguieaiu — anuaanilayuo

2) Al Integration Layer (ﬂf/ UN13Y 3UIN1T Al) Tools: n8n (Workflow Automation) + Multi-Al
(ChatGPT, Google Veo3) Function: ﬂﬂiLLUaQ‘ﬁagaaUL@uﬁﬂﬁbﬂ Al Key Feature: No-code approach
finguaziinEeuldls innovation: szuudRlusRTiUS U mMUTUNYIDIRY

3) Content Generation Layer (Funisadraiiienn) Mascot Creation: favasiitdusaunu
Jaussau (Fnwevuudi) Storytelling Format: n1sian3eauuufdnafinsnnnuduriesiiu Content
Types: 01, 3le, foarufidenndasiuwnanilosy Quality Control: S¥UUATINABUAINWLNEZAY

PIAUTTTY
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4) Distribution Layer (fun1streuns) Platform Strategy: denunasnasuaungudiving
(TikTok d1%5U Gen Z) Timing Optimization: AMMsMuuALIa lwadomlul®@ Engagement Management:
N1sRUaLDILAzaTNUfdUNUS Performance Tracking: NM133ANALUY Real-time

5) Value Creation Layer (%um3€i§’1mmﬁ’1) Economic Value: s18l91nn159180a0 5 eual
Social Value: n13a319Aun1Andlanadnanualyuyu Cultural Value: nseusnduavdssiond
Unyayn Educational Value: msiseusinalulagvasinseu

Tnefidouluanudiia (Success Conditions) LA

Haduanglu - avrmndesvosuvulunisuvsiudessn msfiduswvesddidlddude
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Abstract

This research aimed to (1) analyze the supply chain management process of health
entrepreneurs, (2) synthesize and develop a community-based supply chain management
model for health tourism entrepreneurs, and (3) propose a sustainable management
approach, involving the participation of communities and relevant agencies, to sustainably
enhance the competitiveness of local health tourism entrepreneurs. This research
incorporates a conceptual framework for analyzing and improving supply chain efficiency
(SCOR Model), combined with community-based management and shared value creation, to
enhance the efficiency of herbal resource management, local wisdom, and stakeholder
collaboration mechanisms. The research utilized qualitative methods, including in-depth
interviews, focus group discussions, and field observations with 25 local health and herbal
entrepreneurs. Data were analyzed using content analysis. The results revealed that
community supply chains have potential in terms of resources and social capital, but lack
systematic planning, data management, and common standards. Therefore, a community-
based supply chain management model was synthesized, consisting of six components:
1) collaborative planning, 2) local resource sourcing, 3) community production and processing
centers, 4) product distribution to health tourism destinations, 5) reflection and learning cycles,
and 6) support from network partners. This model enhances the quality of health services and
adds value to tourism. and promote the sustainability of the grassroots economy in line with

the economic model and sustainable development goals.

Keywords: Community-based supply chain management, Tourism supply chain management,

Wellness tourism, Community-based management, Value creation
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Usrdvsnmlunminunsuazgsiaviesduliegnalugusssu (Canijo & Batalha, 2024; Tatiyanantakul &

Chindaprasert, 2024) uan31ni uszAvUsENAEUSUIINITUINITToYA TPV Uag

a

Tassasaiugunduszansam sufainuesunisdeasuaznisuimsanuduius WWudadedndu
mo SCM galvyl (877U Uasssu wagAmeg, 2566; Cantoni, Ricciardi, Bisogni & Zsifkovits, 2024)
=< dy U % ¥ o v L v o A 1
AIN5uT 3991 SCM Jag Tulianudidgdunisysuinisteya n1svianuduiasevis
= v [ v [ v ! a

msanaugade wasn1sld SCOR Wunalnudnlunisiwuizuuuunisdnnisidguniudagusuly
Adgatuil

wuIAANITIANISIEAUNIUNITVBIWET (Tourism Supply Chain Management: TSCM)

WUIAA TSCM oS uren1suszaunuvesddiungiteddussuuvioniion fauasnan
AUsENoUNTYiBadu NN nsAuwIAN vhenusy Wanfinvesnes weliusnsiteulesiuegg
\Jusguu (Zhang, Song & Huang, 2009) lgguniun1svietieaiun1sdnnig “n1slnaveduinis
U838 LazUszaun1sal” 1nnInaua F9ee1Aeadus sl uuYIUINISUATNINTZINUINIST
asnadesiulunndedveaaiouis (Song 2012) asRdsenoudrdsy Laun n1suinisguasa
ANUFNRUSTENINIUTENOUATT NISHAINERTMY N1TTANITAUAIAIAFITDIUTNT wazn1Tly
walulagansaumaiialiuainuadseiaveszuy Fereliuinisnmuiukaziiunuianela

99UNYBTI87 (Zhang et al,, 2009) $1u3TaUaqUULANLALIN TSCM dasailadaninulasnsy

q

v

AMUEANE UVBITTUU LarunuImvasadIviawnanesulunisienlestaya (Sitikarn & Kankaew,

2021) Tuszauguyu msfdusiuvesruluiiuiiuay Collaborative Planning 1uiladidglunisii
Tsyuumeulanguiuniesiued19d98u (Andrades & Dimanche, 2024) fatiu TSCM Faifugiu

ANNARIWIINEaNdmMSUNTIDANENTGUN I FarenTanlenauin1sdnmIngauayulng nsuEe

saa o v

warusNsaunn laufansdeeuyssaumsalndanududauganinduan Ineumsysannsteya
audanade 1AsgINUINIg wazarwsmiossnitaniadaudng q uAntasaadadlaensaiy
AdefidesnsesnuuusTUUUINMsauauvuliid enleadudnayulns fliusaisaun -quam
szuvruds wazguvulivhanuswdueeslisesde Lileenszdunmunmuszaunisalinvioniionds
aun ey

WUAANTTBUNYITIGUAN (Health and Wellness Tourism)

=

| P a 2 a A o a A4 o a a a &
ﬂ']TVIEJQL‘VlEJ']L?Nq%ﬂ']Wﬂ@ﬂ"liL@um’NLWEJTU‘U?ﬂ’]TVﬁEJ‘VHﬂﬁ]ﬂiiﬂimﬁﬂlﬁiﬂ WUCI(‘\IJ NIBINYN

gunmnIe-1a {uUINISHUUBIATI Iika nsunmdunulng aun ayulng nsviauns waghanssy

o [y

HouAANEDY 5| (UNWTO, 2020; Global Wellness Institute, 2023) ﬁfm/imLﬁaaﬂ&juﬁiﬁmmmﬂ@ﬂu

Us2aun1sal N dAunu1e ANYaenie 11aTgIuuinIg wavdnanyalviaad unud oo

aa

Ine Smith and Puczko (2014) wusesduszneunaneendu 3 §f Ao nisduasuguaindelesiu

NFANUYNEINITFNY wazn1sEsugunzneiala Feagviowitgramnssuiifussuuuinisiuy
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v v 1

Ysanmannnimsnesdndasiaer lulsemalne neadgndndunsviesiisndaguainangls
Tunaiasugia BCG lngldaaudsiuanulng msumdunulng uaguimsguamduusstuindou
WWTEgNAYNTU (F1INNUANTRILINSIATEFN AL TIAULAIIF, 2565) mmﬁ%%waqqmammsmﬁ
Fovordbszuvatvayuiidonlesiaudnsdamingivayulng nmasiaugdlviuing Tasseanny
Usgnauns Wanfsssuulaiafndfidosonisuinisuuulisesde éf’mmmf LIAANTTYBLTEN
LU N AIFURNUS LRSI U “vaelga Un1uldegunIn” (Wellness Tourism Supply Chain)

[y

fifosusmanan fuussy {liuinng uasnAaduayusgrsysannisiiesnseiugun ez
arwdau deaenndestunseuniseenuuulegumuid sururesnuifeifideinmeifuddu
fevaniin é?aLm’mﬁmmi’mqﬁuagﬂwﬂﬂwﬁamsa'mauﬂﬁza*umiaiqsumwﬁﬁmmwmEm'a
AlduINg

WUIAANITIANISITeYUTU (Community-based Management) wazn153nn1slaguniu
L‘?N‘lgmiu (Community-based Supply Chain Management: CBSCM)

N139AN15489yuvU (Community-based Management: CBM) ﬁaiﬁﬂuiuﬁuﬁﬁuwmﬂumi
ey dadula duduey wazdsaduna Weadeanududvessunazaudsdiu (Timothy,
1999) NMsfiansnestuTuTIseY NI NeINTVeshu anauIMAnus LaziaslAeT eI
$aflosainey envu uazUszmnau vhilfueuaansoy fuiasensuteiuldfdu (Giampiccoli &
Saayman, 2018) LLuiﬁﬂﬂfgﬂﬁﬂUdmi‘ﬁwmqaﬁ%ﬁu%uLLUU Community-based Enterprise (CBE)
Fananumelifunudsnuuaznitiyaviesiiu (Peredo & Chrisman, 2006) eUszend CBM iy
N133an19lg g Unu i akuIfAn Community-based Supply Chain Management (CBSCM)
fusmsislegunulasdayurudugudnans Wianudfy dAunsidiusinvesdildruisdes
nslim$nensviesdudugiu uasnanszanenauslomiosadusssu CBSCM daonndasiu SDGs
warluinalaswgia BCG ALiunistuiad oulAswgAasied uiudnenmussyuau lagianie
Tugmamnssuvieniisndsquamdide sl snnsneanssssund gidgyanayulns wazinvzves
flsrusmsluiiuil nanlasasy CBM uay CBSCM Flfifuimsiidunuuarandudesimdu
wilavesnisuimslegunuseduyueu Tng CBM Tinseudulaseainanisuimsausam vaei
CBSCM thnsautiundszendlussuilsgunu ieldifufuglumsiaunlunalsgunuiBumy
Y0313l

WUIAANITATIIAMAITIN (Value Co-Creation)

osuwinuanldldgnaiduanglivinaifissliefon uliinan “n1sddiusay
Faufdunius” seninafliuinig qnn waei{fidufvateslunszuiunisuinig (Prahalad &
Ramaswamy, 2000) wnARldenndosty Service-Dominant Logic (S-D Logic) ﬁumdﬂ@mﬁ%ﬁmﬁﬁu

v 6

lunszurunsidusnisuaznisianilasunnnuseninauiduiusuinnindduamvseusnisidey
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Wigsagnafien (Vargo & Lusch, 2004) lutdunnsviaaiien ﬂ’l'ia%’mﬂmﬁ’l'ﬁ’mLﬁﬂ%uﬂﬂuﬂﬁiaaﬂLL‘U‘U
Uszaumsalsiuserinedinvieaiie gueu wasdUssneums wu mseusanulng mesiwAanssua
vidonsaamanisigunmiisndnuaiviesiu fedudunszuaumsfiaiannamneyneiausssy
wazUszaunisallanngi ui (Quattrociocchi, Cappa, & Galli, 2017) n158 @ 9us 0 ana 12
Pagliuinmsiimuuandng Wamaryesual uagadamsgniusididoutiurisu dmiuamy
nsasnumnudulunalnasuaiiueietisanusiuilo winnssuuinig waznisnszateyselev
ogradusssy Inslamzedredslugramnssuvioniendsguamidesiiennanuidernaiuuinig
nsldniideyaranulng wasn1sguagunINLUUBIATIN wuAniiTedienudAesnadsdensiamn
Tunansdanisldguuidsgueuiiysadrsssaunsalguainiidiaunimuazdadu 91nuuldn
Value Co-Creation anunsaazulein “ame1” Tumsvisniiondsguawlildifaangliuinisiiies
dheifen wiiAnanuiduiusseninainviondien v LLasﬁﬂizﬂaumﬂunﬂ%’umau nsthuwaAnil
uldlunudsetelinisoonuuuldgunmuBsyruiiiives “nmseenuuuUszaunsalson”) fidwa
fan1sasadndnyal Ay wagAuINenIAILAndetnveuiien wundedudy
psAUsznouddnlunsensefugiuuuldgunuannifissszuuuimsdants Wnanetdussuuiiaig
annszrnndeluiuiiosnauiage
muAdeiiigates

NUITBAUN5IANTTIEUNIU (Supply Chain Management: SCM)

NUITLAUNTIANTSTIgaUNIUYT 2020-2025 Tianudidyiunisenseauyseansam
nsluavesteya uazmsindnnnuansansuisiuvesiussnaunsiedesuazayusy daduile
vouAswgAogusnilagiu Tavedyn ussesfians uazane (2565) wuanugydslunaisdunon
vodlggunu dausdmandn nafuifer msdamsmdsnmafuifes Tuaufamsuds uagssydgm
nanfeauliwiueuvesingdu Aunuladadndge wazdodndnn1uaI1us SCM YaNYATNS
aanAReaiUSAsT 1WiTuse wazamy (2568) finuitesdnsgafalusmiauasswdunddgym
ALt AuAsLAdeuYesteya sruuAUANFuUTliTUsEAYEA M wazanuliindesinves
N3EUIUNNT TedruaaneuaunMYosiasldgUnulaesIn FuluAndimnul Wongpreedee
and Pisuchpen (2021) S?wamiyjimﬂ']imﬂiuiaﬁﬁ% Yauunsau SCOR Fremiuaralysdlauay
AunaeswlunszuIunig Source—Make—Deliver wauzdi Carrijo and Batalha (2024) wanslifiuin
n15Useynsl Lean Management ansnananuadqidelunininunslaegeildedidy aenndeaiu
Naue4 Tatiyanantakul and Chindaprasert (2024) filaualwld Lean 1l eandunuiazensziv
UszAnsnmesdng uenanil Saiu UasTw uazay (2566) nuiimsdamsdoya lasaadneiugiu

wazszuuIUaiivszdvs nmduladuddgronsandunuladafndvedve vauei Cantoni et al. (2024)
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syydnaladafnddinainuedunisdearsuagnisuinisanuduiug dedududonsiuiie
ANUFUTouve LSCM galvd amsiueuideagyioudn SCM gatagtiuyudunisysuinisteys
MIMLLUULAS et Msanemgade wazn1sUszand SCOR erfinamilusdla Tnsanngly
Uiumgruiiinnensiifauasdildufdemarnvats fadunnguddylunuiteadud
ﬂﬂuaﬁ'ﬂﬁﬁumiﬁmmﬂsziqﬂwmmivimtﬁEJ’J (Tourism Supply Chain Management: TSCM)
AT TSCM 3emi1el 2020-2025 saiulassairandetiediidimieados maysannisteya
U3N3 warmaasuauaneuressyuuvinniisamdslain-19 1ne Sitikarn and Kankaew (2021)
wudnauUasads nsidnie uardssneanuazainiiussduszneundnesszuuladaind
viouealasyuvu vaurfigmua wivauue? wagaswa ysuna (2567) Suduintadunisuendu
1AsugAe Aeuanden nalulad wazdsny denalnsnseuazlnedouroninuoy sonvesfianis

a a

wagdndudesysannisuinmsnaeavisldguniuegtndussuuiuinfnn Teuds uazane (2567)
wuinsinldgunuressineningivianiad exulssiutin-vateuh Suaue 7A Model wag BMC
WiofiuyaruazaudsfurewanSusiyuvy 91uves Tatiyanantakul and Chindaprasert (2024)
LEAYIN Lean Service Szj'aﬂammmqagl,ﬂa'mazLﬁuﬂmmwﬂizmmsaﬁﬂmuﬁm Yoz Sayasonti,
Devahastin, Aung, Aung, and Wongwaiyut (2024) s'ﬁya'wmml?{auchusjﬁ%ﬁasmLﬁmﬂizﬁmﬁmw
nslvavesdeyalulsausuuazgsiavieadion nuideseninsUssimeaves Sonmez and Pelit (2023)
NUIASIASI TSCM Tpnududauwarfedanfaminusuilenanslng @ Intuluck, Nonthasorn,
and Srisakun (2025) 81dsnuEang uveslesandudalain-19 duuinisiinevauonanizyana
wazAusITonuTy uenaIng efinn qustiug (2565) sryinmsiAumsiiasaan Tassadeiiugu
AN MsgUAMN uazszuutseRuiviuasaduladeddyuedaiafndvieaiiondsquamlugfie
gAvine Prajudtasri, Phromket, and Sanphong (2025) %ﬁwmsiﬁ’@mi@ﬂﬂaqwﬁ‘%aaﬁﬂﬁzﬂaumiLLaz

a a 1 [

ANNEINTORL TSCM danaisuinseUssAnsnmuesgnanvnssuvieaiivalneeged dudfy
agyiaudn TSCM galvsiunisdanisteya U3N1s wazdszaun1salidaysanni1suINndNisInnig
QRGP BTN I RNl

iATedunsvisuilnBegunm (Health and Wellness Tourism) swiAdesumsvieaiien
Waguninuagladguniulugael 2023-2025 azvieuliiuiiunuimvesnaluladddiauay Al
fanud1Ayaen1s3nsieidoyaguain nsatansalkudliy wagnisenseaulssaunisel
tinvieaiflen (Wl vauseaay, 2567) ansfiortu msdamsltgunmudsgunwlussduiuiidamy
Hammsuinsuendiuuazduneudideu deududesysannsteyauasnszuiunisniunson
SCOR Wiy Uszdn3am (eAga Unazasd waylndss nseud, 2566) druluszduuiunuif
wutladeideaddy Wun aauamuinisd msssaueiliiisme warlassairsiugiulinien

[y

lidneamamuNiesiendensunngdgndiia (Hagbin, Shojaei, Ronaghi & Fazelzadeh, 2023)
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sniluinalggUunuidanisunmd -guamilduudn Open Innovation %’iﬂﬂ’l'ﬁL%amImﬁﬂjaaﬂaiwdw
Tssng1ura avn Tsausy wagdganunsnananugydonasiiunanilsvesszuuldogadaiay
(Dinkoksung, Pitakaso, Khonjun, Srichok, & Nanthasamroeng, 2023) sﬂjagaﬁﬂizumwumﬂa
Tagududn aulindgda anudiude anuaealszaiu uagn1suInIsaUasR-gunu Aeialaves
mudsduluviisldguniudsguain (Aydin, Calipiar, Korkmaz & Kanmaz Demir, 2024) vauig
dndlddelulvediunssiuin mafaundngnmyaansiuguamduuloueddnyianlunisndndu

Y a

QAAIMNITIUFUAINIA AT 19y AR LATEFALADTI (SYIR FATATITU UAZARITIY ITTUNUS 2568)

Y a Y

TAgNINIINTEAVULANDUA INUIT NITSUSUSNISHALANYNINLAA IV 9967 IUNALTIUINAD

Y

v A 1

mnufawela wazanuianeladuaiuanudsfuveanisvieafisndeguainluszozen (Pakapom,
Naruemol, & Wassana, 2025)

NUITEAIUNITIANTITFIYUBY (Community-based Management) wazN153ANIS
Tefgumuaguyu (Community-based Supply Chain Management: CBSCM) 11139801un153an1s
G (CBM) sewringll 2020-2025 atfunaadimdsauludiuil manszanediung wasnseonuuy
spuuUiInsTiasiausadnualramu ues Nitkasetsoontorn (2015) 331muiil “msdnaulasiu”
azdinsdnnsduudanin @ 1gdng mygu, Ussin lwesinn, waziugans Junslans (2567)
nuIANdL5 e urwIIuLainanunisding auliinele wazlaseadnenisuinis
ussla mmsﬁﬁﬁmg wﬂalﬁya, Usennssad wingen, 593uns andlauny, wasnsiiiey Uszneuia (2567)
ssqiwaﬁ'mfmmamuawaW:ﬁv?i’ﬂsmwwqqmﬂmms'mﬁasﬁmmﬂdau WAE NMIUIA NINUNUAT
wazaswa ysuna (2567) nuldgmivgy ﬁasﬁayjamﬁmmzmaLLazwmmmﬁmq};ﬂ%’au%ﬂawau
Y5LANTAIMNITWUT wanUsena Cedano Villavicencio, Ocampo Jiménez, Sanchez Santillan and
Martinez (2025) \iuinnsildusiusiesgiunsiasudneninuaznsutadunalsslevieadusssy
ionsaudafuluszeyen Funisdanislaguvnuidayuwu (CBSCM) 41ued Chanpuypetch and
Tunyaplin (2022) wu31 CBE nedauaaius malulad uwaviinsgiu vilignaasian Jaauslily
SCOR Model saufuiretnantunsAnwiterfinussansnmuisldgumu s 5un uiuny,

a s (% IS

gnssain$ vitlles, wagnsifu Asadan (2567) Anwiguvuniurilgenelayddn CBSCM anansa

snszduUImvieniindldifledsruunsnraeuinnsguiiuuazanziaunaslugusy Tagningm
aAferomnagiouiie CBM way CBSCM dufiavdn “msfidiuiau-aududives-msdnnis
wuAseve” Fadusngiudfsenisesnuuusuuuulsgumugtrudmiumsvioandiondeguamn
Tushuauilng fdeserdonadonloaiudn fuussy fliuinsguam wazaAatuayueyis

'
LY

I3 &
WussuuLayeaeu
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UFLAIUNTEF9AUA3U (Value Co-Creation) 11ITEAIUNITATIAMAITINTENIN
U 2020-2025 agvipuinnuAluniaviaaieninin nsdiusiuseninadnvisaied gusenauns

LASYUYY UINNTINITUINIINAREN Iae Co-Creation Tunfaunisuduiusiasseaunisidiusiy

[ (Y s

(Mohammadi, Barzinpour, & Teimoury, 2023) wazUsgansn1nvesnuduiusseezes usegela

v A a [

LagimusIsuesAns (Andaa wala, dufos 93006, wasiviny @376, 2564) uananil
mnulindanazanugniuteifinanuiiselasazihlugnsmaisgumssninsuisnvionilen
Judwwanelees (Moliner Velazquez, Fuentes-Blasco, & Gil-Saura, 2023) YUz fin3d1usInv09
anddaelasy uinnssulunagsna wasransaniuny laed BMI Uudinaisd1fy (Tian & Wee,
2025) dNTUUTUNYUYY 911N NIY a1l FUR ATatuwag, wazUseasd Aunde (2568)
U1 NAUUIUUIHANGIVINTNYEAIUNITAAIN LAFIENTNENTEA UNIUNTLETUNGIINNIATINY
danaliinaluina BANGTAEN-EMPOWER & 11U 41U989 Andrade Cunha, Irimia-Diéguez, and
Perea-Khalifi (2025) 71 Co-CreationUszaunisalvieadi eauinann engagement, prosumption
wamelulad uazthlugenuiianelaasnisnduuliuinmsd Snvieu aunfl, andy Bedsenadius,

a a o s

AR 330, WaradY1A UM (2568) SEUINAINGIT UV UTENBUNITFIRUYUBUTUAUNUNTS

D

Tayay1 N3as AR WaEANNATDIRT FaheaSuTnmnuaunswasnsaulnag gy

¥99919099971U798 (Research Gap)

'
[ = [y

Wi9u338A U SCM, TSCM, Wellness Tourism waz CBM/CBSCM aglvidayadiAmyiieiu

<

6

N159AN1SUINNTAVAN UTeANSAIMNTEUIUATT wansidiusinvesyuy uwidnlngdaiinsien

< aa 1 a 5 a v @ ' d' o = =
weniuseif Wy NMIUiMsUa1ed1veIusnIsguanIn nsdaniseunurieniiednaly viensi
dusuvesuvdluddny Inedilinseunauniswesles “Auiayulns-narainisulssu-vaneun
Uszaunsalguain” Wussuuifendu viliviansey “ldgunudsguainguau” Mdussdsa
wil SCOR azduysegdnsarwidanszuiuns wag CBM 3gatduayunisdaius 3uveayuyu
LANITYININITN @001 U Value Co-Creation v aUszaruunuins udnasulng udssy
HliusnsganIw nnaviewiien uazlassasieyuy deluusingiiugusuudaauluseduiun

lngangluguunaialdneuaisniyuayulnswazgidygyviesdulaniau 91u3dea1u Wellness

¥ '
) 1 £ oA )

Tourism Aflegfdnysiuiiidoioniisamdn Fsluneulanduiunyusuegreiuauilngifenis

9
a

sruuusmTingavayulng madeulosuinisaunin mswaudliusnis wagnsnszneyuselevy

q q
1%

ag19d98u Ay uITelTuufnfudoadneanand dren1siaugUeuulegunudsguoy
AUNITYI BT 8T IqUNINT Y TIN5 SCOR WUsednT amnszuiunis) + CBM (Msfldusu)
+ Value Co-Creation (N13a519AMAN333) 1 8as 1911l assuuninaulang eguain

ASNBNNLT kazANUSIEUTUUSUNRNIZUDIRIUAUN NS DENILYIR34
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N5DULUIANLUNISIA8 (Conceptual Framework)
ﬂiauLLmﬁmJawu"ia”aﬁ”w”wuwWﬂﬂﬁqsmwmi SCOR Model, Community-based
Management (CBM) wag Value Co-Creation LﬁlaaﬁmEJﬂalﬂma\‘lms%’ﬂmﬂ‘ﬁqﬂmulﬁwm%u
srumevieaiisndsgunmlusivauiing dedayulng gitiygviesiu uasuinisguamuuuosdsaa
Huguddnuosgmavnssuvioniindaguan lagld SCOR Model Tunsiiasgsinszuiunis
Plan-Source-Make-Deliver-Return-Enable suaamqiﬁzj'u'%msqsumw (Lambert & Cooper, 2000)
panuAULLAAA CBM Tiunsfidiuiuwazarundudivosiuvesidwlddmdsluynd unon
(Peredo & Chrisman, 2006) WazluaAn Value Co-Creation Mi3a921AaAN8sUsEAUNMTAIANDIN
nMsUfduussenaeg1siuinns Unviealdi 87 wagyuvu (Prahalad & Ramaswamy, 2000;
Vargo & Lusch, 2008) nsauiisznoudne Inputs laud ninensayulng Qﬁﬂzquﬁaaﬁu UAAINT
aunw uariifeadesiunuains fuussy fliuins dneadier uasnineanss; Processes Tiud
N38UIUN19A1N SCOR NFYTAUINITNITINUTI Uagnalnaianmaisi; wae Outputs Aaguuuy
mMsdnnsldgunuiBsyuvusunisvienilondsguam (CBSCM Model) iasifiuUszadnsaimnis
Houlosuinis enseduamnI wasaluasygiaguneg1edsiu ol nseuunAndinaasiiey
maideuleeseninsdnnatsivu nsfidausmvosyusy wazn1saianaasa ieenszdunis

| N a v ¢ = o X Ay 1 A a a
vieuiiwndaguawlimeulandmnudigulussauiiunlaegnafiusednsnim

Input 7 Process

SCOR Model
[ ] [

Community-based Supply Chain Management
- —

Value Co-Creation

5UM 2 NFOULWIARNITIY

Feazvouliiudn N15YTUINITNTNGINTYUTY NTTUIUNITIANITTITTUY UaznI15as
ANA13 A ludnsiunluwanisdnnsiggunundsiy aenndesiuwiuleviewrsygia BCG

Ya3usEmalng @innuiauiIneimanswazmaluladuianii, 2564)
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AANlun133dY

n933eildsedeuisidodinunmluguuuunisfnyndensd (Case Study Research)
it eviaudilaszuunisdanisldgumudagurudunsveui sandeguainlusuaudlng
0819807 ¢ T Tiasnesi doyaniaauiudaenisiiasiziid el ew1 (Content Analysis)
NNFUsERRUNMITUAYAN inzugnanulng wagmhsnudifeites sUuuunsald nuaonades
futmguszasdresnuiisesnisdisalasadne nssuiunts uaznisfidansauluyusy veluds
N3EUILNTANLNTOU SCOR WagmIumsdnnisieyuau (CBM) eduasziidusuuuunsdnns

Tggunuiivianzauiuusuniiuiegradusyuy

s
a o

a v dy v Y aay v dy A o ! (% v )

nydeilldtoyatguginlaainnisasiunludiuauing 81Lneveas JaInuATATEITNIY
Tngysfnwid Tauii gateddurrlgg Uniuayulnsuasuin1saun eIy uvueg19AT UL 1Y
nsAndengliveyaldn1sAmdeniuuiatzas (Purposive Sampling) AaunumiunszuIunsALL
na1ed wagUangurvedldounmudaguyy welvladeyaidedinaudnuya euiTodnmuninwuy

e [ vy 1% o [ a o v o
nsflAnwn naur lideyausenauniy §UsenaunIsnaueAsugunIn 15 918 Aviminiudsgy
HEnfaeiguLaiuI NN suaulng waraU 1Nty LasNUNYRTNIANTNDIATHATA M 10 578
FadugimeugnuazdaningRuayulnsiuiu wu aliu tna eaglad uwasluuznga sudambeau

o A D b H vy & S o q v = Y
advayuningtedlutuneulaetr gideyans 25 selvilinisfinwiaseuaguunuimndnyasyn
asutulumslgauniu YrglidnlannutoulearadnszuIuNITNEs UINIT kagn1sIANISIYUTY
eagnesounu wagaennsodiuingUssasAlunsdunseisuuuun1sdnnsigoUmuidyuouiite

W svieaeTaunluuTUNNUNoE19UNase

A3 89il a7 1dlun1579 : Usenauslguuuduniwalldedn (In-depth Interview Guide)
LATLUUAUNUING Y (Focus Group Guide) 9anuuulagdansauingUseaiAnisidenazniou
WuIAANaN lakwn SCOR Model wagn153an1sideguvy (CBM) Inglilon1vaauuudunivaliys
gonluaud Taun (1) deyaniluvesdlideya (2) Uszaunisal unum waznszuiunsaiiueu

Y

muadutuvedlgaununglansau SCOR Model uag (3) uunes Uaymn uazdolauauugiiiowmun

[y

sruuvieuendguamluseAugLy wseslenmualasunisnsiaaeuaansulauilen (Content

Validity) Inginsaaadl 3 ¥11uaInaIuInIsinnis nsiauIeIAnIyuYsy kagn1sioungngaguan

va v

WaUszIliuAUTRLAY AUATOUARY WAZAILABAARBITBIAIAINAUUTHAUNITIVY 9MNUULITE

=3

1%

Isthdeiusnugluisulssdwudnu deof wavssiumnudnvesssdulinnganfuuiunvosiiug
wazandunsmaasld (Try-out) Auglvideyadiassduiu 3 518 ensrvaeumutila
mnudusssnvAvesdiniy uaznatlunsiiuieoya wanismaaedliBuduineiosdefinnutaiau
wingaudungudang wazaiusadrluldlunisiiuteyaninauiuldegsdivssdnsamuas

donAneaiuingUszasrmdeidanaunmludnuaensdlfinwm
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wieadlefldlun1sifeuseneusiauuuduniueiiadn (In-depth Interview Guide) Wazwuy
aunuUINg (Focus Group Guide) Ssaanuuunainguszasdn1sidouagnsounnfn SCOR Model
warn1sdanindagueu (CBM) Insutadomenimduandu 1 (1) doyaialuvesdlidoya
(2) Usgaunmsal unum LLazmzmumwﬁLﬁuqmmué’wé’uﬁy’uﬁuaﬂqfqﬂmu way (3) yusas Yoy
wazdoiauolugLil ol szuLYon i onTaunn 1a3 03 e MUAKIUNITATINADUAIILATS
Gaitlayn (Content Validity) Tnefnssaand 3 viudunsdans meiauesdnayuey uasnsviosdles
Begunm ileUszifiumnudalaulagauATeUAgLYaIAIn mnﬁ?u@%%’aﬁﬁaLauaLLuz"LUﬂ%’Uﬂqﬂ
wagnaaesld (Try-out) Auglidoyadians 3 118 ilensradeumuilauazALmINzaNYDs
Mo wan1sneaesduduined esflefimudalaunazasnsaldifudeyaninauiyldegiedl
UsdnSnnmuinguseaidvesuidulenun ML uun salfny)

mﬁmiwzﬁﬁﬁaaﬂaeﬁ’wLﬁumie’hamﬁLﬂiwﬁ@«,ﬁam (Content Analysis) A14LUIN MUY
97U (Inductive Approach) lagl¥nszurun151%3siaves Corbin and Strauss 131970 Open
Coding ioatnrsmumneuas RNt edy Axial Coding Lﬁ"a%’mmjmﬁ’amummé’uﬁuémm
nszurumsluldgunmunielingou SCOR Model wag Selective Coding iloduaszsiUseiiuddny
dlassadaunfnvasldgumudsgumu nslistatomasiiunsdeisuiuua (Manual Coding)
iiosnuanusieilesuazanugndesyesnsinmiudeyaddndoaiunnuindedeveswmanis
A58 ITIATINABUAMAINTOYANIUNTBUVBY Korstjens & Moser (2018) Tu 4 94 leun
(1) Credibility W1un15ldvasanargunas (Triangulation) Lagn1sniuaeuveyafus Lideya
(Member Checking) (2) Transferability Ingefunsuduniiuiiuazdnwneilideyast1eazifon
(3) Dependability si'mmﬁmLﬁuﬁuﬁﬂ%uWQUﬂﬂiLﬁuLLaz‘imswﬁ%yjaaémi‘]uizw (Audit Trail)
wag (4) Confirmability A18N137MTIABUNITAAININNA NTIAUAIN18UBN (Peer Debriefing)
nsmsandeuiadsihlinalinseidenulusdaszdedeldmundnnisisedanmnimuuy
nse@ner wansiasziaenardugiudidgylunisimun Community-based Supply Chain

Management (CBSCM) Model fHauuseangn1mifese uuiinfiunsiladiusiuvayasuog 19uiass

HaNISANEI
1. sudnquszasdd 1 WiedlnnevinszuaunisdamsldguyuvesiUsyneunisiuguam
HANTIATIENTRUATIAMUAINAINNAUNYATNTUALNFUDIATUFUANTIUIY 25 S1eazviou
Tiiuinnszuaunsdanisldguniuvesiussnoumsvisaiiondsquamludivaunindfidnwue
Foulosiuluyniunou Fusdur-narni-Uatedh aunseu SCOR Model feasdeasoluil
1.1 115979uKY (Plan) naunwasnsaulvgldnisasununuulaidunianig

lngodeUszaun1sal ganTa karANNRBINITIINNENRIATIAYAIN InedsliliseuuTuiinnandnvie
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Frudeyananafiuiu dwalivSinaingaviiauliviuey Jeyganinauiuseydn 17 910 25 518
(68%) Maunun1NanIInUszaunsallagliduiindeya vauen 12 s1eUgnayulnsniuggnia
LATLIa17319v09ATaUATY watlilssuuAianisalaiiudesnisatamin agvisuaindliveya
W “Ugnuhivilmise insedsliidmiavitneddduining @ldeya 03) Tedrdnililinisinauny
wazn1sUszanuuldiduszuu Juauslidneusumsmaununisnds wazimuisuuresuduiindeya
HAKARIIUTUNAT g LTRLANA19YDIYN Y

1.2 n3¥UIUN15IAM (Source) TngAuman wu vilu wa aglas wavuenga launan

dy d‘ £ d’lj ) d‘ (% v 61 !
nunsnstuiiun lngldszuudenendannuielanaranuduiusdiuyanaunninuInsgIunnnIm
& ¥ 1 U L2 a L

¥3018NE1TN9NT TOYANIAAUINNUTN 20 518 (80%) s¥ynAMANIRgAuLUIHUAINgA A
way 15 s198uduin “dilifiszuunsiaaeudounau” mssamadluluaidunisinnelnensesening
AuUTIURUNERINT denndesiumideya Wi “UNTaUNAULIY UNTeuseu nTeaulimileuiusy”
Hlideya 08) Tednintvilvimiuauunsgiunsuanlaen Jaldaiauslvidadaniotnainunsnseey
LW BAMUANINTEIUIIN duaTun1sugnuuudunsd uazivuanusaunnlesiuvesingfu
\elinsguiunsnaninnuundeisuaraivaeuliuiniy

'
a 4 a

1.3 A15HEn (Make) nguanAsugun1nwUsiunandueinlegddeygyviosdiu iy
° o v 1< [ (Y] 1
gnuszau n15uIn suayulng wazdduayulng Ingldussnuaudundnuasdeldfininsgu
guawnsleniluniens Joyanudn 19 578 (76%) nanwuunguuaziUsumuauatin Inedinleg
Asiunsludnuaeaisou-guy wazdilifianuindniiuunsgiu GMP dennesiudlidoya
1 “«.9 1< v ada o 1 a U M ¥ o < 9 v Y v o ¥ o w

W “vinduseu q mudunddnveaiiedns Lildviadeniwes” (ideya 12) Tednind1Any
loun mslifinsesdienlaunsgiuuaznisvinssuuaiuaugueunsiy Jeiivaiauelviatuayuauduys
sulvlaunnsguavanuae wasinumallan1sHEnTINAINTR0NWUVUTI M Nas ioudnanual
VDIYUYY

1.4 M39nds (Deliver) nsnszanvdurtazusnisdulugiianislusvaulnsuas
HNAUAINTINON A UTIAUNIN LU N1siSeudingnuseauwazniseuayulng Tngldenumnugeiu
UAAAYDIANNTN Toyanudn 14 918 (56%) Imheneluyuvuazuiodiu vaied 6 Telddomna
poulatiuaIngu WU Facebook wag Line Malidsluifiszuufnmunisdnds agviouainalvdeyain

¥ 1

“anAdulugdevndeainuiuianiesuny liladelna” {lvveya 17) Tedndandn Lo
nsvInszuuladafndnatewazliin1sfnnuan uzn15anas J9090LaUa IANAILILEUNIIVUAITIY
YOIYUVY wazduasun1svsesulalnivgiunisiiaueUszaunsaivisaiiendsguainiiiovens
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1.5 nMsdsfuuazdatauouue (Retun) n1suitaymuassuilspudaiiuvesgne
Fansodnisdeansuuulitfumisnis Tae 21 518 (84%) seyimisudledgmvinriunsmaae
Tnenssszmrinadlvuimauazgnén Jaiiwusinieatuauiu ndu wasAveswdnios aonades
Auelideyadn “dandueniusly mnusugashiesnz” ({lideya 10) ogrslsinny yuwudl
fisyuutuiindeseasounionsfanununinadadueiogaduninis dwalinisimunamuninly
vz vldanie wwamnsiaufiaue Wun nsadeseuu “feedback loop” Wietufinuasfnany
Forauauuy uazdauszymumulgmifuses Welvnisuulgsnunmdussuuuassioiilesnn

1.6 nMsadvayunIsAnduay (Enable) Yuyulasunisadvayuannuieusy
UMNINYINY LATAIALBNYY ﬁqé’maqﬁmmi n15uUs3U N13Ra1n wasvudsasy ognsls inny
msatuayumaisslireiouarnanalaysanmsdauiu doyanun 12 918 (48%) aeldFunis
DUTUNTOAUYIELNGD Lwia'aulmujLﬁ“fluimqmsizazﬁguuaglajﬁmsﬁmmma YoINNARINAIFLVIOU
arwdndulunisadessuuimuniidususssuanntu Tneidaiauelidndauaiotisauuiiouuy
PPCP (Public—Private-Community Partnership) 1iaid aun159nuvesnAIAdIY waziamLILNy

aruayuszuzeMwiumbenuviedu welinsiawninanuselliosuasdiduluseauuyy

A1519% 1 Uszisuinulunseuiunis SCOR ez ideyainanis (n = 25)

'3 & A ¥ o % %
29AUIENau Ussmumwﬂwaga mmu{ﬂw Sovay

SCOR daya (378) (%)

Plan T9TN192198HUUSUIUNSHARAIUTN BAN1SUSELIU 17 68%

AugaNakazUsEaUNSaldIuYARa

Source Anunwingavldaiase %uﬁuq@mmazﬁmwmmﬁ 20 80%

Make mswas/ulssUldgidegviesfiunagyhauiuy 19 76%
NG

Deliver  mssmhedudegluiiufidundn lifszuudndady 14 56%
NN

Retun  mssudeiauenusiduwuuliidumenis wWiunisyene 21 84%

FEMINEIWIUINIS-gnn

Enable  msaduanuainadneueniiuslideiiies lifinaln 12 48%

YIUINITZYSYTY

A1597 1 wanansidenleseninasunuinuaindeyanirauinivesiuseneuvedluma

CBSCM Liteduduinlunaimunaindeyassaluiui”
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A919% 2 AanTTu nszuauns Ty uazuunaiaunlulsazuves SCOR Model (n = 25)

NITUIUMS gidon  dnwasmisadusu dygvn /7 dedndn wuameawan
(SCOR) \gates Tuynvy
Plan NYATNS NuEUlgnaLgan1a  vnszuuluiin BUTUNITINUNY
ldUszaunmisaliinndn - wawdin dngavld  wEngiudeyanans
RHG soiile
Source  HuUIY Sudferhunnuduius  aanwliathiave  danguaiuam
g / laifl traceability — An N daaFy
INuATBUNTE
Make AUy HanNYHUayey VIANINTFIU GMP  Haunlsaisay,
viosdu ldussoueu  / gueunsie DUIULINTFIUNGN
Deliver  Huus3y vgludiud / denesn  ldfladafindsin /  Sasvuvoudedau
g AUYIUES + Weuvioudien
FUAMN
Return  tnvieailen  Judefosounuuin  Liflszuviuduvie  afisszuu
wan Guiindeya feedback loop
Enable  n1A% Sumsatfuayuuoy  hideidles /il Rusdedny PPCP
1A3M13 MgUmEan a1

msndasuianssy Jgmt uazuuImeaauiniuusagduyes SCOR Model 31nTeaya

aeauy wazsidugiudeyadaUszdnddmivduasizilumanisdnnislggunud syuvuly
noUTzasAn 2
2. uingUszasddl 2 WeduaTeiuasaun “3Uwuun1s3an1slg g un1uld syueu”

(Community-based Supply Chain Management Model) r;:iﬂszﬂaumwiaaLﬁsnl,%aqmmw

[

2.1 Foduasziluna (Method of Synthesis): 15d4ATIZAlLAE CBSCM TdiAs134%A
Watilovuuuguile (Inductive Content Analysis) lngdavananyteyaainnisdunival n1saunu

NaY LazNTEUNANIAEUINAINNTEY SCOR Model I aVIHUTNTEUIUNITITIVOIYUTU INTIY

v o o

SJLﬂﬁﬂ%ﬁﬁ’ﬂﬁﬂﬂﬁﬂmﬁ’]L%i}LLﬁ%‘?JE]R]']ﬂﬂIﬂEJEQ]J’NSQLLU'JﬁG] CBM uag Value Co-creation Liions39@8u

4 a (. L3

nalnArusiudouazyafidesniaul aavineysannisteyaidwssdndididunseungulaula

Y
s
a

29AUIENOUVDIULARTIADAAA BINUUSUNGIUALN NG

v o w

2.2 svydadeaudiianazdednin (KSFs & Constraints): 91nN153LAT 19T 0YA

Y

B9ENA1UNTBY SCOR Model $3ufunann1sInn1sayusu (CBM) wudissuunsdnnisigguniu
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Weyuguvasiuaulnsiveladenatuayulinssuiunisaiiunuiiussdnsnim wasdedninnds
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Taina CBSCM lutumeudaly

m1519% 3 Jademrmdnsa (KSFs) wazdadniin (Constraints) szuunsdnmslggUmuisumusuauing

o

HaduAdnudnsa (Key Success Factors) 49311 VBISEUU (Constraints)

1. fugurudunlanagnisUszanunusiniu e 1 viegiudeyanans vilinsnunusiull

WouleanunsnI-[ulsFU-nAatuayu Dussuy
2. MsflduTinveandniuyntunsu duasy 2. auningauliaiate insedalud
anuudivessiuiasAue loweITEuy WATFIUNEUNIW

3. Mskdnfidayaissdusiuivesdanudadelvl 3. nsndadsldidunnnsgiu vinesesiis/

Y

PN MAUAILAZUIANS 15939UANNINTFIU GMP

4. MIATUAYUIINMUILUAYUBN LYY BUA., 4. Wifiszuuladafindnane wavyeang
uvInende, MALenau Tekiinesrnmiay f\i’wmaé’ﬂﬁi’ﬁm@uﬁuﬁ

N3AaTA

5. MIYIINMIHANS eI TUN VB TEBs 5. lifisyuusuhuvieasviouna vl

Uszaun1sal nelilinAauaiiuuasselavyuiden  aansausuusnunmet1ssaliies

6. Myatiuayuanneuenlideiiios il

SEUUNAIUITIBALVINANNIUALTILATIAS

2.3 72Y03AUTZNaUvedluAa (Synthesis of Model Components) N15Y 581115
dayaniaauInaIunsau SCOR Model sauduiladaarudniauasdedidn vinlidIdedunsed
“TainansdnnslsguynuiBsyumusunisvieaiiondeaunm (CBSCM Model)” Ssagsiounisinanuy
Bavowgarusuaung uaznanunalansiidimsiuny CBM uasmsadsamaTm etk 6 astsenou
vivihdunalnvdnlunisneulandqaude-gngouresssuvegausyuy

1. N199KULUUI e (Collaborative Planning) LN 1NYaAUNUI1YUYY
Faviagiuteyanatanazsruuanau i un1anis uddausiufievesnquerasuguaim
wazinwnsnsetaduute Jedaaszidussduszneuves “nsnaunusan” ilednUszyungs
domsdeyantsndn-madam-nsuussy uazaneuddeutasnisvinnumelugiey

2. NM39ANIMINYINIV 98U (Local Resource Sourcing) taunayulnsiuiu iy

&

91 viu lwa wgngn wazsglad Wussdusenaunsdamuuudaiiuidugiu (Place-based sourcing)

EE]
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woufsumnaspIuNTzdgniniu Weliinuasnsluiiuiidadsasyulnsldnsmuaudesns
uAnguuUs3y wazanawliiasianevesnunningdu

3. Augn1sHAnuaziUsIUYuYU (Community Production Center) 3104931119
sumssanuuuaiuFounidiliifuinnsgiu Ssmsdesdiesduszney “gudmsndauaziussuyus”
iesamngumsulssuliifissuunismuauaunn Msdanisquanuay wagnisanevenssiaNg
asftlmimugiunitygywiesiu

4. Mm3nszenAnfuTigunasioniondeguamm (Product Experience Integration)
nansAnwInUINTdstondnsusianulnsvesngy ieidenlesiuAanssuvisaiivandaguamn
WU nseuayulng Msudiiloguain msandananiam (Jussduszneuiidfnlunisdanisly
gUMudsyruiiannsaenseRum e e ndaauninle

5. 195AETRUNALAYANIFBUSTINAY (Feedback and Learning Loop) wsinsdeans
Tunguaziuuds wadshifiszuusufuvdenstuiindeiausuuzegradumenis uadlifinisdeansly
garifiaulidudvernduszuy asduszneuves “aasseuisin” v ligusuaiusodaiude
SoaFeu At uarUiuussnszuiumskanuinisesnasililes

6. NFAUVAYUIINAIAATEYY (Institutional Enablement) wiid1yusulasunis
atfuayuanmienundg Maent uazaatunsine widslsifinszuiumahauidussuy
JainunesdUsznau “msadvayuanaAwietie” azdunalndrdglunisatvayuszezenives
sruuldgUNILTagusula

2.4. n15WUIlNLAa CBSCM (Model Development Process) N5UAUNITHAIUN
TuinansdnnisToguyuidsgusu (CBSCM) dnfiugraduddutu Tnsendedoyannauiuas
nseungquiidug delilueaasfiounmsduiunusiwesusuiuauiinsuazansaUssgndld
Tuuiundulfesnamngay nsrvaunsimundadu 3 duneundn dail

1. n1571AT18Y U0y a1 an e UIUN15AIN SCOR Model (SCOR-Based Diagnostic
Analysis) #3783ANUIANY VoY ANNITAUN YA NMTAUNUINAY KaZNITTUNANIAAUINAIY
ASEUIUATTI aMN Y89 SCOR Model #dnNA15984n159AN 548 9% u5u (CBM) wazuuldn
Value Co-creation il 93131z nwaizn1sAiusuaisveaununing §ulsgy wazsflvuinng
vouflondsaunnlufind nslinsedidiessy “udwesssuu” Wy arwsandevesanidn
uay “gasewdilaseadne’ wu nmsregudoyanatvideinsgiuniands dadudeyad ugly
nsoonuuuluadusily

2. Msysanisteyadudadeaiiudnsouazdadiin (Integration with KSFs
and Constraints) 31nNan153tA1EY Ja38A10d1L59 (Key Success Factors) waydad11in

o v a =

(Constraints) fAdethveyatgednivaiduieulesiuanyuenszuIun15nIL SCOR Model 333U

Y
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MANN15UINTIANITaYuvY (CBM) wazuuIAn Value Co-creation iiensiadeuitesdusznauln
DussdUsznoudidny nsysanistifuduneuddyiud sudeyadssedndlinanedy
“LNATLTNLNAR Y dnsunismuunesrlsznauteslung CBSCM

3. nsdanTzinazdalassasnelina (Conceptual Model Construction) iield

Usziusauannisiasizinazdaduidsssuuasudiunda §37ednnidunisdunsiziiiu

=] U
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Tidu “2993189ldmeu” (Interactive Cycle) lngaSurenisinavestoya ninens uazn1siseus

I
o v o 1
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Tuiaa CBSCM 7 waurd il ulaiead §51ua1ndoyasdaluil uil aeandeatunsoungu
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6. NMTAUUAYUNNANALATIUNY

U 3 lunassduszneuvesnsiansldguyuiBsyusy (CBSCM Model)

aaAUsENaUI 6 diugninnadussuuidenlosiuegialuans loun 1) Mannuauwuy
Sderiu 2) MsTamIneINTVenU 3) AUSNTHANLALLUITULNYY 4) N1INTELREATUTNFUNES

Vouendsguam Inuesrusenauil 5) 1asasviounakarnsiseuiTIniu aiaduluynianssy

Werdunsagioudoyatnians Audeansvedgndn wasdymirng o Hadunisauwnu n159am
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nINeNs MIKAR warnsnavedudn danduluesduszneudu q Wegemng uay 6) miatuayuy
nnAedetne asfussduszneunieueniidifyiaztuindeunazenszdunsinnisleguniu
\Faruiionsviondivndeaunmldluszezen

3. paingUszasdAd 3 WelauouuImensumsiansndadu lnsordenisiidiusinues
yusULaTBUANATIABTes elaunsaenseRuAsammILsiuresUsznounsviesiiie
Faguamluiiuiildednedsdu

o

miduaseideyamaauiusiniuesdusenauradang CBSCM vl “Uuinemsusms
Asfidet fdnameitunndeyauasngquidnau 6 du deil
1) NMIMSNULUUTINLBAU (Collaborative Planning) NANTISITEWUIINITINIUNY

sefugurus et oanattuazisnsdnisiifussuy dwalfiAnaugdoulunisude
wagliannsoaiansaluiunuingAviiaenndesiunudosnisluianssuvisaiiondaguamls
oausiug Faauelvidnda “unamiosunsnewmugury” Avmihiinunudeyanandn nisdam
FagAu wardarsnainisvisaiien weldiugiulunisussyusiuszninunuwnsns nguuussy
wazgfliusmsvieniionduselasuna Tngldndn SCOR-Plan nanufuuAaNTTANsIT Ty
(CBM) wlevilinisnsunuiAntuuuiuguveansiidausau Wil waslussuumndeiu

2) nMsdanminennsviaadiu (Local Resource Sourcing) nMsdamasulwsiududs
Uszaudgmauamliasdiaueuazbiffuinsgiusin vilvanmd efulunszuiunisuussy
LarNAnA A anas LUININALITIUTENOUAIE N15TAV “WInsgIunIsTamayulnsyuou”
(Local Herb Sourcing Standard) mia%’NLLanagulwmmuLﬁ'aL‘f]mmdwﬁwa‘”mﬁaammwmﬁEN
fuUinm RaenauduasIINEATIUYIEIlsunszRUANA M andunua el uazadranmuali
szuuduih Fashlinsdamidussuuiisuuasnsaaouldinnty

3) gudnisuanuazuysguywu (Community Production Center) S¥UUN1SWART
nsrarwegauasiTeuilinivauaunmlaen waglianunsanauauasnnudanIsnainlussey
g13laeg1adusEaniam FJuaweniswmun “auduusuruse” Wllumsguguewndesedu GMP
WS OUTAG 5T UUAIUANALAING 24 (Group-based QC System) it alWaudnidumsgruiiendu
uazifeussdnuviesiudriumaluladniswdn 19y 1a3esunayulng 1a3esouusiondasy
wasefing viiemeluladussginst odudnenmlvndasurgueuudsiuldlunaniinfsty

4) M3n3TBHAN NS GUMAYiDaTaqunIm (Product Experience Integration)
Lﬂumﬁ%’@dqﬁué’ﬂuﬂﬁ]gﬁuﬁ’ﬁﬁﬂagjmaiuﬁuﬁ yaugAyuruiidneamiunsviesiendegunin
laaway J9mITYsaNTg “Audn + Uszaunmsalguam” wu snvelrignuszau Aesauiaunulneg

warmaeusayulng nSouvereremdmuiieeaulai wWu Facebook Page, Line OA Uaginannasy
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Marketplace F3um3a319 “idunisviaifienaunin” (Herbal Wellness Route) iilaidoslasianssa
qunn wAnSuTiasulng uazgavioniivndisety Wumaiuisnelfuazamuassluiddgun

5) 199582V 0UNAKALN1TLT8UF TN U (Feedback and Learning Loop) UsiInysyu
iimsuanivdsudeyatuegud widihifszuutuiinuionsasuunFeusraiunins Suaueli
a¥19 “ayatufinnisazsiounayuvu” (Community Feedback Logbook) 1l 83ausateseuiou
Talausuy wasdoyanmnIn wiaudnUszyununiunuamvesnguetasuguaImiduseiou
uaziifioya Feedback dndindululdusznaumsmaunusaudalunumdn SCOR-Retum Liteains
23 FeuiTidao fMassaine uaznsaaeuls

6) MIAUVALUIINAIALATOYTY (Institutional Enablement) wilyuvuaglasunis

Ly 1

atfuayunmisuneuente uisnaauseide warlasiaunsihauswdidaeu Jaaue
Tdnets “Augvhauiauesiisndsguniwsiuauiing” (anznssunislaguyuaunimeuay)
1l ey 3an13ANT W 03ENIN BUM. WMINeds antuunndunulng aaa. wazALNYY
Tpgsuiunauny aduayuesnnug Jumu n15nan IUAEAUTUAUEAY WY N15asauusud
MImANARTYA wazn1seeNUUTUTIINA eliunnaudiudwessruuldgunuiByuvuseedsiu

LU 6 AuagiaunI13YIAIINTg SCOR Model 141U CBM wag Value Co-creation
vilfiAnszuunssanisTdguniufiduainuluseda msviaudungu nslémsnensiesiu
LazNITIATIRMATENIUTENoUNS Tnvieniion wasiieuatuAYL AMNTIVBILLINNG

naunazgninivesnuuuiduununagnsiuunaslwazdaiauawussaly

3199 4 WIMIUSISIan st Uvmuidisamuiverud i (MaesdUsenay CBSCM Model)

99AUITLNBUVBITLUY Findings WUAMNITUIMSIANTSiEsBy
(CBSCM Components) (mn‘ffagan’mﬁu’m) (Sustainable Management
Guidelines)
L MSNRUBUUTINEE - 919gudeYana - dnsaszuudoyanans
i (Collaborative - el dumnenis - é?wﬁgsqmwLLmuiauLﬂwmm,
Planning) AuUs3Y, Jhiusmsynlasuna
2. MSIANTNYINT - aunmingAvlilatiane - Wawanesgiudemingiv
vioadiu - Liflumsgus - duaiuinunsdunsduasiuad
(Local Resource Sourcing) ayulwmmju
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29AUTZNIUVDITZUY Findings WUANNNFUIINSTANTSTgeBu
(CBSCM Components) (mn%’agamﬂamu) (Sustainable Management
Guidelines)
3. AUSNARYNYY - MINEANTTILAY - snszAuAudulssUllAnsg U
(Community Production A3 158u GMP Yy
Center) - YIANINTF UG VOUNLTE - IAT¥UU QC NGY UAzOUTH
wiAlulagudnayulng
4. NMSANDULAY - BRI NANUIBAAA - WAIUANNG “BuAn +

Uszaunisal (Integrated

Delivery & Experience)

- AneniuYiB e Ige

Uszaun1salaunin”
- 9g1899INN90aUlaY LazasI

\HuUMaviBa g IgunIw

5. NSSEUIUATALYIDUNE
(Feedback & Learning

Loop)

- imsynaewsiliissuy
Guiin

- oyaldgninauluiam

- 991 Feedback Logbook a1y
- Usguaguuniseusieiney way
Founadndidnfunsnaunuseu
fnld

6. NFAUUALUIINAA
P38
(Institutional

Enablement)

- mMsatiuayulisiolios
- 1ANALNNITUTZAII

177

U
v Y

_ SadpnynauRauvieaiion
FUNNFUA

- @519AUTNLRAY BUs.,
UAINYIRE, NALDNTU NBUTZUU

AARIUNE

A3UNAN3IY

v
v A

nan153veaselvibiiunnsnees “sruuldguniuvieniisndguainlusivaulng”

a

agedaLan 33 dnenimitunineinsuazgilyaviosdugs wiszuunisdanisdeliduienaw
Tnenan1sidenuingussasdns 3 anunsoagUududdnldded

1. szuuldguynuilagtiuimuiBenlosnsuises widmiaumspunazdoyanats nan1side
wudn gurufaudenlosnsursasdsuddur navsuh wagUaneuiniunsey SCOR Model
wadsinfunistudnuarlilussuusasviadoyanarsatuayunisuimsdanig Tnglusgausiui
INEATNIINUNLNNSNERNUsEAUNsaldIuyanaLaslifideyanandniidunisns dawalduiuw

Tnauliuiuey; diunatdn guussudwanluseavasniou THusauay wasu1auInsgiu

Auauewsle; vugivatedn giiuinsvieuiiendilvemwmaindidauiasdyaudinuiansgsy
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Feuszaunsalf lduanudeuaninend oa; dunisadvayuainnidieiedns wifqed
M3rILmaeaie uidnwarnsatvayusilideides vinldszuulianunsowauiogaiunsls
Tngagy whnguwuaziinusmiloguaiminensiduuds udmsvmnasguasszuuioyanans
villggumudiliannsalddnenimliegrasiud

2. Msduanzviosdusznaulunalnl ldlaseadne 6 sadUsznoudagviouuIunas
N158UATIENT0YAINAINAUINTINAUNTBULUIAA SCOR, Community-Based Management
wa Value Co-Creation vinlWaiunsaiaulaseainaluinanisdnnisidauniudsyusu (CBSCM)
fiusznouRvenUsznoundn 6 d1u ldwn n15919uNus I (Collaborative Planning) N159AM
m%’wmﬂiﬁmﬁu (Local Resource Sourcing) qua‘mimﬁmmu (Community Production Center)
miﬁ'\ma‘uLLUUQJSmﬁmiUW?{Uﬂﬁﬂj (Integrated Delivery & Experience) izuuasﬁaumatﬁ'auiﬁ'm
(Feedback & Learning Loop) #azn1saduauuainnaiaiaieyie (Institutional Enablement)
Tngaadusznausiavniignindedudnume “wasyuvy” fidenlesfuogisioies fausn1snaum
nsudn nsdaweu luaudamsudaiausuuy wagvyundugnmsmaunudnada vililinnadiaonw
Sanguaenndoafuuiunaiwesiuaunilnd uazannsaianldodisiedoduszoyen

3. WWINNITUINITIANITNE9EU nan1s3delaunlugnisiauaiuinianisuinisdnnisly

Ao A o

UMy dsdudiuiu 6 Ussiiu Sseenuuuliiidnua “UftRlde3e” uazdoulesiunsey
WWIAM SCOR, Community-Based Management LLasmsa%mmﬂ'ﬁm (Co—Creation)I@SﬂiaUﬂqu
Fausduihfsaned Tiun mafaussuumaunudalasigiuteyanaradiesnsefunuusiug,
YoIMIAIAMIBINAzanANEFou (donndasiu SCOR-Plan) NsiruANIRsE IR UL NI TULAE
WamnuUassdnduuuuiiieananuiuniuvesingiu nsensefuguduUssUlildninsgi Gmp
TusziuguruiefingaunniazauUaonfovossdniam msysannsausiddudsaunisal
vioufgravamileifiunusmszninaguan-gliuins-invioaiien msWwuszuy Feedback

<

mumansiietderausuusiingnszuiunsinauausaulni (@enndesiu SCOR-Return) Lagnis

(%
Y [

Jasdsnaizyhaulgaunmudsguamiivauningiiiedunalnaduayuanslussezen wuimeiovun

Yo o

TRedulassadienisiaunidisasudnenmnisudeiuvesiseneunisvieniendeguninegaduy

'
LY

SYUUWALEIEY

2AU19NaN15IY
n1seAuseBmge)) (Theoretical Discussion)
mamﬁﬁa%ﬂﬂﬁqﬂmuﬁaqLﬁmL%qqmﬂwwmaqﬁwuauwiwéa%uwalé’mﬂmigimmsﬂiau
SCOR, SCM, TSCM, Wellness Tourism, CBM/CBSCM Wag Value Co-Creation ?jaazﬁaumm%’U%u

YaesrUUUIMIguTu el “eugaydeuaslayaliaenndosiu” dennnosiu aula ussesiians
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WaeAe (2565) way SAsT w1iteas wazane (2568) ﬁizq’jﬂﬁqmu%mmiwmwLLmuLLazﬂ']ié’f@mi
nafuifen vuedfitu Plan-Enable w3 SCOR Swhldlifusuuuunudoiauovas Wongpreedee
and Pisuchpen (2021) uazanugdevlunszuiunisdenadesiu Lean Service (Tatiyanantakul &
Chindaprasert, 2024) suni15ideulesuinig naidonunisvinysannsseninauanasulng -
qlUTn1squam-vuda-vesd u §90594U TSCM 409 Zhang et al. (2009); Song (2012)
uag Sitikarn and Kankaew (2021) $2fadgmivansuiaenndasiv Infau Jeuds uasauy
(2567) wag Smith and Puczks (2014) AaanIuLLIAA Lean I1A1santunouiildneliAngmen
HARUUIN1TAVNINGIdanAa 3 uNTaU Wellness Tourism 989 UNWTO (2020); GWI (2023)
Wwaz Smith and Puczko (2014) mmzﬁﬂﬁgmﬂ’mwﬂmusﬁayamﬁuaﬁwjmw Uazaad warlndse waotiud
(2566) uar Hagbin et al. (2023) lusidyuvy naddegduduunuin “nsdaiusiu-nudinu-
AMAlI9le” M CBM wes Timothy (1999) Wag Giampiccoli and Saayman (2018) 5au991UV04
1MgA0E My wazamy (2567) Insdosriadudeyauazsunuimedouasnnd ey
QI WIS UATATIG YTUNA (2567) way ATlung waule wazame (2567) Amnusiduves
ﬂalﬂﬂmﬁLLasmmsyuaamé’mﬁ’U CBSCM (Peredo & Chrisman, 2006) wagi41utes Chanpuypetch
& Tunyaplin (2022); §u31 wiNY WazAMy (2567) HanuUszaunsaly ldusnisasiouwulfn
Value Co-Creation 984 Prahalad & Ramaswamy (2000); Vargo & Lusch (2004) LAYEDAAABINU
Quattrociocchi et al. (2017); Mohammadi et al. (2020) saudsusesauaIuliznglaniu Moliner
Veldzquez et al. (2023) Uagnsta3uANEAINYUIUAIN ANy angiuazany (2568) lnesu
nadseduduinnistaultguniudaguaimue siuaunlng fosysminns SCOR (Wzdnsam
n3EUILNNG) + CBM/CBSCM (Msfidausiamain) + TSCM (nsideuleau3nng) + Wellness Tourism
(UIN15B9ATIN) + VCC (Wazaunisnisan) meldnseu SDGs way BCG Wil aliAnaudsdums
wisugha denn wazdwndodluiuiivuunetauiass

n13aiuTeLdeU]jUa (Practical Discussion)

namsifedlidesumudwfiidniunsianssulsgumuviendiendsgunimuessiua
WS siunsidenles SCOR, CBM/CBSCM, Value Co-Creation wagUszaunsaiituiiase Ingwuin
srvudundyanugade Toyaldidoules uaznisUszauanulideides deaonndeady
oty UsTENianS Laveniz (2565) uay SAsT 1w1ides wavany (2568) szyigurudinszuy
Musuuarlnvaisladafndfiiiussaninw vaefitu Plan-Enable 109 SCOR Sevldlaifiusuuuy
714 Wongpreedee & Pisuchpen (2021) LLazﬂﬁgmmm%ﬁauaaﬂﬂé’aqﬁ'uLLmﬁﬂ Lean (Carrijo &
Batalha, 2024) sulAs9@$19Yu¥U NaITeduduunuImuasnaln CBM/CBSCM Ly n15ild1usay
AulI9le wagAnevinaIunans Ay Giampiccoli and Saayman (2018) wag 318n% NIUNT

wavansy (2567) Taudedaymdeyaliiluszuufinseiu gmune wsvuuuss wazasna ysana (2567)
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lufifuszaunsalinvieaien nsiseuiayulng n1svirall wazfanssuguamasyiou Value Co-
Creation 113 Prahalad and Ramaswamy (2000); Vargo and Lusch (2004) wag@anna 84nu

Mohammadi et al. (2020) waztladonulinslaluiiuiiatuayunaves Moliner Velazquez et al.

v
(% aa v §f @ a

(2023) ToFnA1UATANITINARITIAd0AAG AU Aned anndl wazay (2568) Tngsiy
nMslnsgazieudnswaszuuldgumudsgunmussduauiing deaysanis SCOR
(UsgAngamnszuiunis) + CBM/CBSCM (Iaseasneyuau) + Value Co-Creation (Ussaunisadiag
A1) iaideulesszuuuinmssaudduirayulnsiauaeiivssaunisal uasiaduanudaduny
99U SDGs way BCG Economy

nsedunMedadniauasdatauanuzdmiunisidelusuan

TMALINADAUTBLATIAUNIN IAgUIN1TFUAYA AUNUINGY warduNANIAUINTY
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¥ ' '
¥ o [ ¥ A = v I
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Giampiccoli and Saayman (2018); Peredo and Chrisman (2006) ez Cedano Villavicencio et al.

[
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[y @ [
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1%
Y o w
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o

Global Wellness Institute (2023) 39A35WmU1 KPIs waztAsasdlauseiuluaunng 1a3nnnanniene
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WU UR 7 saonnd 8eriu Peredo and Chrisman (2006); Giampiccoli and Saayman (2018)
wag Tatiyanantakul and Chindaprasert (2024) 1‘7{6‘?}”’5?ﬂﬁﬁ’muﬂmmaﬂ;mwazmau SCOR/Lean
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ARDVRISSERN

JarduamuzamsSUN1SIefall

)

ndedriafinariaundeiu nuiselusuanmsiianuddyiuussinuneludl

v J
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2. Uszgnsinaluladndsia 1w seUugIudoyanaly MIAAMIUNANER vIsunannosy

msmanneeulay ieafuayy SCOR-Plan wag SCOR-Deliver
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Abstract

This research aimed to (1) develop the inventory management process of farmers and
entrepreneurs of Palian pepper variety in Trang Province, (2) study the efficiency of packaging for
storing Trang pepper, and (3) develop good practices in inventory management. The research used
Participatory Action Research (PAR) in four districts: Palian, Yan Ta Khao, Na Yong, and Wang Wised.
Twenty purposive samples were selected. Data were collected through interviews, observations,
focus group discussions, process analysis with flow charts, fishbone diagrams, Why-Why Analysis,
and microbial and product quality testing. The research results according to objective 1 found that
the original inventory management system was not systematic, there was no data recording, the
categories were not clear, and the First-In First-Out principle was not used. Improvements included
the use of Inventory Card and the determination of storage areas. Recording receipts and issuances
and using FIFO resulted in a reduction in average processing time per kilogram from 1,087 to 860
seconds (a 20.88% reduction) and an increase in overall efficiency from 102.94% to 191.11%,
reflecting a significant improvement in management processes. The research results for Objective 2
found that packaging type and temperature affected the quality of pepper. Experiments with
vacuum-sealed boxes, wooden boxes, and stainless-steel boxes at 25°C and 55-80°C revealed that
vacuum-sealed boxes-controlled humidity and reduced mold and microorganisms the best,
followed by stainless steel boxes. However, wooden boxes had the highest contamination due to
the porosity of the material. The research results for Objective 3, conducted using the PAOR cycle
with the operator of “Baan Suan Moradok”, found that product coding, production and expiration
dates, the use of App Sheet Inventory forms and systems, categorized storage, and the use of FIFO
increased accuracy, transparency, and traceability, reduced errors, and supported production and

delivery planning in line with premium and Gl standards.

Keywords: Inventory management, Palian Trang pepper, Logistic packaging, Participatory action

research, Best practice
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Mold Count in Trang Pepper under Different Conditions
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Abstract

This study investigates how sustainability and governance principles can be
systematically integrated into quarry management. The objectives aim to (1) examine the
conceptual gaps in existing frameworks such as the Triple Bottom Line (TBL), Circular Economy
(CE); (2) analyze international and Thai cases to identify governance lessons for sustainable
practice; and (3) propose an integrated Environmental, Social, Economic, and Governance or
ESEG framework for Thailand. Using document analysis and cross-case synthesis of six
countries, the study identifies persistent fragmentation among environmental, social, and
economic initiatives. Governance emerges as the coordinating mechanism that enables
accountability, coherence, and long-term sustainability. Conceptually, the proposed ESEG
framework advances sustainability theory by extending TBL and CE approaches; practically,
it offers policy insights for improving enforcement, participation, and innovation. Limitations
include reliance on secondary data and the need for empirical validation in operational quarry

contexts.

Keywords: Sustainable quarry management, Sustainable development, Governance, Mining policy

Introduction

Quarrying is a resource-intensive industry that, when weakly regulated, often leads to
land degradation, pollution, and social conflict. In Nigeria, weak enforcement has led to heavy-
metal contamination, unsafe abandoned pits, and land instability, creating significant

environmental and public-health risks (Nwachukwu, Ojeaga, & Gilbert, 2018).
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Similar challenges appear across developing regions, including Thailand, where
construction aggregates such as limestone and granite play a vital role in infrastructure
development. The country currently has 327 licensed quarries covering about 143,000 rai
(22,880 hectares), with reserves exceeding 8.3 billion metric tons (Department of Primary
Industries and Mines, 2024). A survey in Takua Thung District found that although residents
acknowledged some economic benefits, 95 percent demanded stronger dust and traffic
controls (Kamlom & Nanthabut, 2020). Conflict at Khao Khuha quarry in Songkhla also reflected
poor communication and limited participation (Whangsani, Doungsuwan, Isarata, & Onrak,
2022).

These experiences underscore that quarry governance in Thailand has long prioritized
economic output over environmental and social safeguards. Weak enforcement and limited
participation have eroded trust and produced reactive rather than preventive management.
Globally, similar patterns are evident: frameworks such as the Triple Bottom Line (Azapagic,
2004), Circular Economy (Alarcon-Ruiz, et al., 2022; Oshim et al., 2024), and governance-based
models (UNESCAP, 2009; Ogan, Ndekugri, Oduoza, & Khatib, 2016) have advanced sustainability
theory but remain fragmented in practice.

This study addresses the gap by synthesizing theoretical insights and international case
evidence to propose an integrated framework for sustainable quarry management, thereby
extending existing concepts while providing practical policy guidance.

Accordingly, this study seeks to address the following question: How can sustainability
principles be systematically integrated into Thailand’s quarry governance framework?
The study contributes both conceptually—by connecting sustainability and governance

theories—and practically, by offering policy guidance for sustainable quarry development.

Objectives

1. To examine how existing sustainability frameworks apply to quarry management and
identify their conceptual limitations.

2. To analyze international and Thai cases to extract governance-related lessons for
integrated sustainability.

3. To develop and propose an integrated framework that advances sustainability
theory by embedding governance as a coordinating mechanism, while providing policy

guidance for sustainable quarry management in Thailand.
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Literature Review

Sustainable Development Frameworks in the Mining Sector

Sustainable development refers to meeting current needs without undermining
resources for future generations. The Mining, Minerals, and Sustainable Development (MMSD)
initiative explained this through five forms of capital: natural, manufactured, human, social,
and financial (IIED, 2002). The Triple Bottom Line (TBL) framework, highlighting economic,
social, and environmental dimensions, has been widely used in mining research (Azapagic,
2004, Hilson & Murck, 2000). However, its implementation in extractive industries often remains
theoretical, with weak integration into operational practice (Mancini & Sala, 2018).

Studies in Mexico’s marble sector show continued inefficiency and conflict despite
sustainability rhetoric, prompting calls for multi-sector collaboration such as the Triple Helix
model (Alarcon-Ruiz et al., 2022). These lessons indicate that TBL offers conceptual balance
but lacks institutional coordination, underscoring the need for governance-based integration.

Circular Economy Approaches in Quarry Management

The Circular Economy (CE) provides another framework relevant to quarrying.
CE promotes material reuse, waste reduction, and land rehabilitation to create closed
production loops (Geissdoerfer, Savaget, Bocken, & Hultink, 2017; Su, Heshmati, Geng, & Yu,
2013). In the context of quarrying, this efficient resource use and valorization of stone
by-products (Alarcon-Ruiz et al., 2022). One study demonstrated that quarry waste could be
repurposed as raw material for paint production, reducing both costs and environmental
impacts (Oshim et al., 2024), while in China and the European Union, CE-driven construction
policies have improved material efficiency and reduced landfill dependency (Geng, Sarkis,
Ulgiati, & Zhang, 2013; Kirchherr, Reike, & Hekkert, 2017).

These cases demonstrate the capacity of CE to simultaneously strengthen economic
resilience and ecological protection. The incorporation of Industry 4.0 technologies, such as Al
and machine learning, is increasingly recognized as a vital pathway to sustainable mining by
enhancing operational efficiency, improving worker safety, and delivering better environmental
outcomes (Chatterjee, Sindhwani, Manglad, & Hasteer, 2025; Haroon et al., 2025). Furthermore,
this technological shift directly supports the Circular Economy dimension by converting vast
amounts of mining waste, or tailings, into valuable resources, which requires robust regulatory
frameworks to ensure successful implementation (Cotrina-Teatino & Marquina-Araujo, 2025).

However, adoption remains uneven. Many small and medium-sized quarries face barriers such
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as high technology costs, limited institutional support, and weak market incentives, echoing
global findings that CE transitions require systemic policy alignment and cross-sector
collaboration (Mancini & Sala, 2018). Consequently, CE is often discussed as a strategic goal
but less frequently implemented in practice.

Governance and Accountability in Quarry Industries

Governance forms the institutional foundation for sustainable extractive industries,
shaping how power, responsibility, and accountability are exercised in managing natural
resources (Lemos & Agrawal, 2006). Core principles include rule of law, transparency,
participation, accountability, and efficiency (UNESCAP, 2009). In quarrying, this means
compliance with mining and environmental regulations, open disclosure, community
participation in decision-making, and responsibility for damages. In Thailand, for instance, the
application of participatory mechanisms—such as public hearings and joint monitoring—has
improved community relations (Punyapat & Chanisara, 2022). International studies similarly
highlight that effective environmental governance requires clearly defined goals, strict
environmental standards, and mechanisms for meaningful stakeholder engagement (Hilson &
McQuilken, 2014; Ogan et al, 2016). The polluter pays principle further reinforces
accountability by ensuring that operators bear the true cost of environmental damage.

However, governance in practice often remains weak: enforcement is inconsistent,
participation tends to be procedural rather than substantive, and transparency mechanisms
are underdeveloped. Nonetheless, the adoption of digital technologies is enhancing
transparency in CSR practices, providing new tools for accountability and stakeholder
engagement that overcome traditional communication barriers (Haroon et al., 2025). Scholars
therefore argue that embedding governance as a cross-cutting accountability mechanism is
essential to achieving sustainable outcomes in the extractive sector (Bebbington & Unerman, 2020).

Synthesis and Research Gap

Overall, three main approaches dominate the sustainability literature in extractive
industries: the Triple Bottom Line, the Circular Economy, and Governance-based frameworks.
Each offers valuable insights but demonstrates distinct limitations. TBL stresses balance across
environmental, social, and economic pillars yet often lacks concrete operational mechanisms
to guide implementation (Azapagic, 2004; Mancini & Sala, 2018). CE emphasizes efficiency and
material reuse but depends heavily on institutional capacity and policy incentives for adoption

(Geissdoerfer et al., 2017; Kirchherr et al., 2017). Governance frameworks ensure responsibility
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and compliance but are typically treated as external oversight systems rather than as
integrative mechanisms (Lemos & Agrawal, 2006; Hilson & McQuilken, 2014). As a result,
these approaches are frequently applied in isolation, producing fragmented sustainability
outcomes within the quarrying sector.

These fragmented approaches lead to inconsistent sustainability outcomes.
The literature reveals four interrelated gaps: (1) the lack of an integrated framework combining
TBL, CE, and governance; (2) the absence of measurable mechanisms linking environmental,
social, and economic performance; (3) limited contextual adaptation of global models to
countries such as Thailand; and (4) weak theoretical connection between sustainability and
governance, which are often treated separately.

Addressing these gaps requires an integrated model that embeds governance as a
coordinating dimension across environmental, social, and economic systems. This study
responds to that need through the development of the ESEG framework for coherent and
accountable quarry management.

Cross-case Synthesis of International and Domestic Evidence

This study adopted a cross-case qualitative synthesis to explore sustainable quarry
management practices across six countries: Mexico, Malaysia, Greece, Nigeria, Kenya, and
Thailand. The cases were purposively selected based on the availability of relevant studies,
representation of both developed and developing contexts, and diversity in governance and
environmental challenges (Yin, 2018).

The analysis relied on secondary sources, including Scopus-indexed articles,
government and reports, and policy documents published between 2010 and 2024. Using
thematic content analysis (Braun & Clarke, 2006; Thomas & Harden, 2008), the study coded
and compared qualitative information from each case to identify recurring sustainability
practices and policy measures. This process produced five cross-cutting themes—governance
and enforcement, community participation and transparency, technological innovation and
circular economy, land-use planning and rehabilitation, and occupational health and safety.
All materials were publicly available and did not require ethical clearance. The following
sections elaborate on these themes with examples drawn from international and Thai

contexts.

VOLUME 6, ISSUE 3, September — December 2025 | page 189



AFHITUIANTINGIND N15IANTT UazdAuAIEnS ISSN 2697-6609

Governance and Enforcement

Legal frameworks alone do not guarantee sustainability. Kenya’s National Environment
Management Authority (NEMA, 2016) has demonstrated the importance of enforcement by
shutting down non-compliant quarries, showing that sanctions create compliance pressure
despite short-term economic costs (Orimba, 2020). Conversely, Nigeria demonstrates that weak
enforcement results in heavy-metal pollution, unsafe abandoned pits, and unstable land
conditions, amplifying environmental and health risks (Nwachukwu et al., 2018). For Thailand,
this underscores that well-crafted regulations must be paired with monitoring capacity, digital
reporting, and credible sanctions to translate rules into outcomes.

Community Participation and Transparency

Trust and legitimacy depend on meaningful participation. In Malaysia, opaque licensing
processes have fuelled community resistance (Jaafar & Tarmizi, 2019), while in Mexico,
structured stakeholder engagement and Triple Helix collaboration have helped strengthen
local acceptance (Alarcon-Ruiz et al, 2022). In Thailand, although the Minerals Act
(Department of Primary Industries and Mines, 2017) requires public hearings, these often
remain procedural rather than substantive. A survey in Phang Nga Province revealed that 95%
of residents demanded stronger dust and traffic controls (Kamlom & Nanthabut, 2020),
indicating that consultation must move beyond formality toward genuine responsiveness.
Further evidence shows that CSR in Thailand’s limestone mining sector remains largely
compliance-driven and philanthropic, focusing on donations rather than long-term community
engagement (Taesillapasathit & Piphatanangkun 2022). These patterns demonstrate that social
responsibility practices are still reactive and disconnected from governance or sustainability
planning, reinforcing the need for integrated frameworks such as ESEG to institutionalize
participatory governance and community empowerment.

Technological Innovation and Circular Economy

Adopting cleaner technology and CE practices reduces ecological impacts and creates
new value streams. Greece has adopted dust suppression and controlled blasting
(Drakopoulos, Economou, & Grimani, 2012). Nigeria is exploring cleaner technologies, including
improved waste management and dust control (Oshim et al., 2024). Mexico demonstrates CE
potential by repurposing marble waste into industrial products such as cement inputs
(Alarcon-Ruiz, Garcia-Santamaria, Mayett-Moreno, Fernandez-Echeverria, & Fernandez-

Lambert, 2024). For Thailand, targeted measures such as tax incentives, concessional loans,
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and technology transfer from universities could help SMEs overcome financial and technical
barriers to adoption.

Land-use Planning and Rehabilitation

Spatial planning and closure strategies remain underdeveloped in many quarry
contexts. In Malaysia, quarry clustering near communities and forests has intensified land-use
conflicts (Jaafar & Tarmizi, 2019). Evidence from Nigeria shows widespread environmental
degradation—including heavy-metal contamination, unsafe pits, and land instability—driven
by weak enforcement (Nwachukwu et al,, 2018). For Thailand, integrating licensing with
strategic environmental assessments (SEA), hydrological risk mapping, and progressive
rehabilitation obligations would ensure that mined-out land is restored for agriculture, forestry,
or community use.

Occupational Health and Safety (OHS)

Worker safety is a core element of social sustainability. In Greece, mandates systematic
risk assessments, OHS infrastructure, and mandatory training (Drakopoulos, Economou,
& Grimani, 2012). Evidence from Mexico also shows persistent OHS risks, particularly noise
exposure and poor lighting (Alarcon-Ruiz, et al., 2024). These measures institutionalize worker
protection as part of the quarrying process. Thailand could strengthen its OHS regime by
embedding regular safety audits, modern protective infrastructure, and annual health checks

within ESG compliance requirements, aligning worker welfare with sustainability goals.

Table 1 Thematic synthesis of cross-country quarry management practices and lessons

Theme Country Key Practice / Outcome Policy Insight
Kenya NEMA enforced quarry closures  Strong enforcement and
to ensure compliance. sanctions improve

accountability.

Nigeria Weak enforcement resulted in Strengthening monitoring
Governance & heavy-metal contamination, and enforce
Enforcement unstable land, and abandoned rehabilitation obligations
pits.

Thailand  Enforcement under the Minerals  Strengthen digital
Act remains limited. monitoring and penalty

mechanisms.

VOLUME 6, ISSUE 3, September — December 2025 | page 191



AFHITUIANTINGIND N15IANTT UazdAuAIEnS

ISSN 2697-6609

Table 1 (continue)

Theme Country Key Practice / Outcome Policy Insight

Malaysia  Limited transparency in Improve participatory
licensing caused public processes and access to
resistance. information.

Mexico Triple Helix collaboration Collaboration fosters
enhanced stakeholder shared responsibility.
support.

Community Thailand  Residents demanded Promote substantive rather

Participation & stronger dust and traffic than procedural hearings.

Transparency control.
CSR practices in limestone CSR needs to evolve from
quarries were mainly charity and compliance
compliance-based and toward participatory and
philanthropic, with limited governance-based
participation or long-term community engagement.
planning.

Greece Adoption of dust control and Cleaner technology
waste reuse improved supports sustainability
efficiency. goals.

Technology &
Mexico Waste reused in industrial CE transforms waste into
Circular
products reduced costs and  value-added outputs.
Economy
impacts.

Thailand ~ SMEs face high costs for Provide fiscal and technical
clean technology adoption.  support for SMEs.

Malaysia  Quarry clustering near Integrate spatial planning in
communities caused land- licensing.

Land-use &
use conflict.
Rehabilitation
Thailand ~ Weak rehabilitation practices  Require progressive land

after closure.

restoration in permits.
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Table 1 (continue)

Theme Country Key Practice / Outcome Policy Insight

Greece Mandatory risk assessment Embed OHS as part of ESG

Occupational and safety training reduced systems.

Health & Safety injuries.

(OHS) Thailand  Limited safety audits and Establish regular OHS audits
worker health checks. and reporting.

The comparative evidence suggests that while many countries have introduced
sustainability measures in quarry management, these efforts often remain isolated and
fragmented. Environmental protection, community engagement, economic efficiency, and
governance oversight tend to operate as separate domains, resulting in inconsistent outcomes
and limited long-term impact. Most initiatives emphasize compliance or mitigation rather than
systemic integration across dimensions. Evidence from Thailand’s CSR-based quarry
management model further highlights this fragmentation—social responsibility is often
pursued independently of environmental or governance systems. This underscores the
importance of embedding governance as the coordinating dimension, linking CSR,
environmental stewardship, and economic accountability within a single integrated framework.

This pattern highlights a critical gap in current quarry governance: the absence of a
coherent framework that connects environmental, social, economic, and institutional
mechanisms into a unified management system. Addressing this gap requires moving beyond
single-dimension approaches toward an integrated model that aligns sustainability objectives
with governance practice—an issue explored in the following section.

Conceptual Framework for Sustainable Quarry Management

Building upon the thematic synthesis and the identified gaps, this section proposes a
conceptual framework that integrates environmental, social, economic, and governance
dimensions within a unified system. The framework draws on cross-case evidence and
theoretical perspectives from sustainability, circular economy, and governance studies,
emphasizing that current approaches remain fragmented across policy, industry, and

community levels.
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The proposed ESEG framework positions governance as a cross-cutting mechanism that
links and coordinates the other three dimensions. Evidence from Kenya and Nigeria
underscores the need for robust environmental controls and rehabilitation; from Greece
(United Nations, 2010) and Thailand, the importance of worker safety and participatory
decision-making; from Mexico, the economic potential of circular economy innovation; and
from Thailand, the value of transparent and accountable governance. Together, these insights
highlight that sustainability in quarry management depends on aligning environmental
stewardship, social legitimacy, economic efficiency, and institutional accountability through an
integrated governance process.

Conceptually, the framework advances beyond established models such as ESG, TBL,
and CE by embedding governance within sustainability rather than treating it as an external
oversight tool. This integration ensures coherence across sustainability dimensions, translating
lessons from theory and comparative practice into a practical system that supports long-term
accountability, transparency, and resilience in quarry management.

Each ESEG dimension is conceptually grounded and practically measurable.
The environmental dimension draws from the TBL and CE, focusing on pollution control and
rehabilitation. The social dimension reflects stakeholder and social license theories,
emphasizing participation and worker safety. The economic dimension builds on sustainable
value and circular innovation through efficiency and local benefit creation. The governance
dimension, rooted in environmental and good governance theory, ensures accountability and
coordination across all pillars, linking the framework into a coherent system.

Together, these dimensions form a unified governance-based approach that bridges
theory and application. The following section discusses how this framework can inform policy
design and industry practice, highlighting its implications for sustainable resource management

in Thailand and comparable resource-dependent contexts.
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Integrated ESEG Framework for Quarry Sustainability

Social
Dimension

Economic
Dimension

Balance efficiency
with responsibilities

Embed community
trust and safety

Environmental
Dimension

Governance
Dimension

ESEG Framework

Mitigate ecological
impacts effectively

Integrate pillars
cohesively

N f

b

&p

Fragmented Sustainable
Sustainability Quarry
Approaches Management
Siloed, partial Cohesive, holistic,
solutions in and effective
quarrying

Figure 1 Conceptual framework for sustainable quarry management (ESEG model)

Discussion

The findings confirm that sustainable quarry management requires a systemic approach that
integrates environmental, social, economic, and governance dimensions. This interpretation aligns
with previous frameworks such as the Triple Bottom Line (Azapagic, 2004) and the Circular
Economy (Alarcon-Ruiz et al., 2022; Oshim et al,, 2024), yet extends them by embedding
governance as the coordinating mechanism. While TBL focuses on balance and CE promotes
material efficiency, both lack institutional linkage and accountability. The present study
contributes by operationalizing governance as the element that connects and harmonizes
these dimensions into a coherent system.

Compared with existing governance models (UNESCAP, 2009; Ogan et al., 2016),
this study strengthens the empirical foundation by synthesizing evidence from multiple
contexts. Cases from Kenya, Mexico, Malaysia, and Thailand illustrate that fragmented
enforcement, weak participation, and insufficient technology adoption persist. However, when
governance is designed as a coordinating process—linking regulation, participation, and

innovation—it can transform isolated successes into sustainable outcomes. The framework
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thus refines earlier theories of environmental governance and contributes to ongoing debates

on integrated resource management in developing economies.

Conclusion

This study proposes an integrated framework that unites environmental, social, and
economic pillars through governance as a cross-cutting mechanism. Conceptually, it advances
sustainability theory by embedding governance within existing models such as TBL and CE,
while empirically it synthesizes cross-country lessons into an actionable model for Thailand
and other resource-based economies. Nevertheless, some limitations remain. The analysis
relied primarily on secondary data and cross-case synthesis; therefore, causal relationships
among ESEG dimensions were not empirically tested. Future research should apply the
framework in quantitative or longitudinal settings to examine how governance coordination

influences environmental and social outcomes across different quarry contexts.

Policy and Practical Implications

The framework suggests practical directions for policy and industry. Governments
should strengthen enforcement through digital monitoring systems, establish progressive
rehabilitation funds, and link license renewal to verified compliance. Industry actors, especially
SMEs, should receive tax incentives and low-interest loans to invest in cleaner and circular
technologies. Communities should engage in co-management and participatory monitoring
rather than passive consultation, while academia and civil society can facilitate capacity
building, data transparency, and independent evaluation.

These strategies can help transition quarrying from a purely extractive industry toward

one that creates shared value through accountability, transparency, and sustainable resource use.

Future Research

Further research should develop measurable indicators for each ESEG dimension and
empirically test their interrelationships. Comparative studies across different resource sectors
could assess the framework’s transferability, while integration with broader approaches such
as the Social License to Operate or Quintuple Helix could enhance its theoretical robustness

and policy relevance.
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Abstract

This study aims to examine Al-driven marketing strategies and their relationship with
the consumer behavior of Generation Alpha. The findings indicate a significant correlation
between personalized marketing approaches and the behavioral tendencies of this cohort,
with artificial intelligence functioning as a key enabler. Generation Alpha demonstrates
distinctive behavioral characteristics, including: 1) a strong preference for speed and instant
gratification; 2) a high degree of familiarity with hyper-personalized content; 3) engagement
in multi-screen usage; and 4) a reliance on digital technology as the primary medium of
communication. Al-enabled marketing tools such as automated recommendation engines,
intelligent chatbots, and predictive analytics are instrumental in delivering consumer
experiences that are both meaningful and closely aligned with expectations. In light of the
findings, the study advances four strategic recommendations for marketers seeking to
effectively engage this emerging consumer segment: 1) the development of advanced
analytics systems to anticipate behavioral trends; 2) the implementation of hyper-
personalization frameworks through omni-channel data integration; 3) the promotion of
transparency and trust via explainable Al and comprehensive data privacy measures; and
4) the design of adaptive UX/Ul interfaces that accommodate the multi-screen behaviors
characteristic of Generation Alpha 5) Application of AI/ML and Large Language Models (LLMs)
6) Development of Behavioral Experimental Instruments and 7) Integration of Ethics, Privacy,

and Policy Applications
Keywords: Marketing strategies, Artificial intelligence, Consumer behavior, Generation alpha
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nagnsn1seainnduinfounie Al ldladndneguanislavaiiuunanesuadiawiiiu

Y

wAga59u8an7518 Machine Learning e diaszvingAnssususlan n1sld Chatbot Lieliusnisiuy

galudld nasUszunanateyanginssunistdruivles nisasisasunusduuudnludf@
3 v & 1 =g <) = A o v A w Y

waznisaanisaluwdldunistelueuian Nwuelaiuduniedledidyitnnisnaingalusides

Waunaenadesduafounasnginssuvesduslnalaiuesdudani (Jarek & Mazurek, 2019)

Tagtudalitodninlucidfendnw@edniieifuamuduiussening nagnsnisnainiduLniaume

'
a [

Jayyrusehvg Aunginssuvesdusinaiuasdudani drulvgvesnuidenleydnulului

o«

WWBLITY Y way Z Felldnwaenimginssunaznisumalulagnuans1eaiuy n15vnesdninug
wzigItuueltudaii e1vvilinagnsnianiseainlueuanuinlssdnsamuazliaiuise
POUALBIRDANADINITTUTATIVBINgUAUSLnAlllAegamaeau (Priporas, Stylos & Fotiadis,

2020) wenanil nagnsnisnatnfiimusig Al fillusziuiidesiansanegsseuriiu ludnaziy

¥

AuasesITHlunsldteya mmﬂuﬁ’guﬁwmﬁﬁim waznansenusiamnulIglalukusun el

¥

Auslaaastuda lvanuddgiuanulusdawazanuiuiinveuvesesinsluseAuiainiigy

Y

[%
1 Y]

nou muumﬂ%ﬂﬁgapﬂﬁ3ﬁw§1umiﬁmmmséfaahiLﬁml,l,siﬁﬂizﬁﬂ/]%mwmﬁ?u UAGIRDIADAAADY
fupnAuazasessTuTEUslnAeNs UMY (Tussyadiah, 2020)

Frowmauattanuadinaaundiaiy wledeufnvisiuiuaniiienesiunuimaes Al
sewgAnssuguslaaguieunti Wy liuelstu Y uay Z uidhunansdnufiyatiuegraduszuusie
Aiuaistudaih faliyluuunisiud welulad wazadoumaAivaiiunnsdasduds vilrsdld

a A % a [ cal v a . . % a
nIaURUIANTaNaNg UG TEInENTaulun1sWenles Al-Driven Marketing AUNgANTIUNIT

v a LY a

andulavesiuilamaiuestudanilu@edn JaduiuivenisAnuluiade nagnsnisnain

Juindaunielaausevgiunginssudusinaawmestudan 9nguszasd efnwinagns

&9

nsnatantuiAdounie g ussivguaranuduniusdengAnssuruilnavesnguiaiuasdudan

o

Fodunquitmnglmindunuimddyreiirniwetnainluswiag nsfnydazgiefufugesing

VOLUME 6, ISSUE 3, September — December 2025 | page 202



AFHITUIANTINGIND N15IANTT UazdAuAIEnS ISSN 2697-6609

neeednng waziduusslevidson swauinagnsn1snaindeaseassAnaInnsonauausIne

Austnasulvidlaegneliussansnmuasdady

WUIRANO B UAZNITVIUNIUITIANTTY

nagnsnisnaiad dulad eusedygUszAvgungdanssufuilaaaueistudasi
UsZNoUMBUIAANEN 4 Lulfa Lo

1. LLmﬁmLﬁé’;ﬁuﬂmmwﬂszﬁwﬁiumumimmm (Al in Marketing)

2. wqwaﬁmﬁ%wqaﬂiiuﬂﬁiﬂﬂ (Consumer Behavior Theory)

3. WUIAALUBLT USRI

[

4. msnananIzyana (Generation Alpha & Personalization) @113na5unglenal

wurRangiulyyIUszivgluamunisnan (Al in Marketing)

Y v a 1 <y o w Ao a J a
Al lasunisusziduindunaladriagiidneainlunisndnlautuinienisainduaunig

'
v A

nsmanaluszdulasadng Tnsimgedrsbanisldnssuannuaanisfifisg sl uogesoiioe
msUszgndldanidusuian thnseaindiuiusnndadedn Al axildvsnaienisuunngugnin
(Customer Segmentation) n13UsuUszaunsalvasiuslaalvdanuanzizadduseauiaan
yanavuiiuguvasdeyadiuyana nisenseduaudlalungfnssuduilon wagmsdudunis
WATEATINGInal (Predictive Analytics) ngmsﬁagaﬁluaﬁm (Sharma, Tomar & Tadimarri, 2023)
Selunindu A s‘]’aﬁLLmIﬁmﬁ%ﬁwmmﬁ'}é’fﬁgiumaﬁﬂLLmuﬁLﬁuwﬂdUizaUﬂ'}iaﬁmmqﬂ@hLwiaziw
Wioiindszansnmeesszaunsalfuslanliminzaugaan mssuunnguaaingeslusedudn
(Micro-Segmentation) sasnaumsimuLuuiassdsaansainginsalusunng denszuiums
wanflazidlugnsufulanuuiufoanisnismarastussuusaluiuazmaluladnisdinsey

o w v

a L4 1 a o Y N o PN 1 & o/
Fanensalegrefidedfey Youanienisnanalaeniluiisnuaueiliidulasasng HASENTIVITININ

v Y
(%

unasdoyafivarnvans Mislusnuumanwosuuazsuluy Wy dedsnuseulat! deyanginssuduilan
nsldnumeUndLATy UINITEUmunlmgiia1ans (Geolocation Services) UseiAn15vingsnssuy
paonTuianssunIsesiu dxduduteyaiifiarumainmaswasdudeuludadom Al lfdnd
unumddglumsiiessiteyamant lngtnnlilunisdanguguslan aumginssunisldonu
ooulatl mnuveudIUYARA LarFULUUNTYINGINTTL Wieadinagnsnismaiafiduindousiedoya
nedidane3fiudmennsal (Predictive Algorithms) Wunalnmanlunisfimvunuuimadanagnseens
JUszansnnaziugn (Churchill, Li & Xiu, 2024)

wnsUszgndld Al Tunisnanaidsnagms (Strategic Marketing) azdsagluszeziSudy

=3

wanduwaldudn Al agilunumlusgaunnitsensnniuluswian Nslusiunisimuasliuugsna
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nagmsnsingmatn Msidendeamenisdeans wazmsdindulasusien msiadeuluguuudiaes A
Waugidl AnIsdagensEauAMAINUeINsEUINMTRAaUla warn1siseusaNUsEaunsalig
Uszdny (Stone et al., 2020) uay Chatterjee et al. (2021) §aszydn msly Al lunisnanaludiiigaus
Froiiummniudlunsdearsmenmnain uidiaiuuszaunsaliamzyana daduilaves
msmanmgelvsl Tnslamzideliiunguiuilangulniffanuaiavisgs

90 nanudesiudeasUlaan nsysannis Aldduniseanaldifsadunisidis
UsgAnSamdsufuans widudu maddsuudaadenagns (Strategic Transformation) 71t
03An35lUg nsma1ndaaies (Intelligent Marketing) @ sduiad ousnedeya n3iFousveciaies

warnsHnAUlATINeNTl

wuIRANABINEINUNGANSIUEUTINA (Consumer Behavior Theories)

o lapnuduiussenielagy1ussAvguasn1snouauowataloEtusain dan1snaln

1o & v = a Y 1 a v o &

Aty IndudesdnuimgAnssuguslaariunseunguivan fall

1) nufnisandulatavesfuslaa (Consumer Decision-Making Process) a1uluing
5 Jumnauvad Engel, Blackwell, and Kollat (1978) (EBK Model) Usznousie

- M55u3Usym (Problem Recognition) Fadunszuiunsnideisunsentnfeeudenis
& a [ ¢ A = ¥ & Y a a [
Hondndndiiiioausinnuiianelavewues lnsaudeinisionslasudnsnaandadunelunas
ABUBN WU annwindenfioduey vieduiinseaulminaufeInNsNTuNNNYY

- Msfumdaya (information Searching) 1uduneuii@ouaismdayaneiundngdnii
foens tnedsldsudeyaunniiilafazdmaseszaunuaulauazlonalunisinduledendnsioeity
UINTY

- nsUseidiumaion (Evaluation of Alternatives) Falunszuiunisiguslaaiinziuay
Usziliudeyanlasuineanundnduel iwevinainudnlanudnyuziazanA1v0IREn S NI nou

U a ‘&J

nsRndulaTe

- m3dindulatie (Purchase Decision) Judutuneuiifuilnadnduladuaaiinednasdensel
Foudnsina InefiansanandeyanTiuTinwasUselivanneuning

- WRANIIUNAINTTB (Post-Purchase Behavior) tunsyuiunsiguilnauszdfiunmnn
Yosmansiasivainsitnu lnglideiauenuznsluwivinuaziiay Jadutadeninasdonisindulade
Tuaunpn

Al andunumtunntuseuveslinail Wy seuukugdy (Recommendation) Tudud 3
wazn19ld Chatbot Tudud 4 uag 5 WesnwiAuimela n15An¥Iv03 Wang, Chen and Kuang

Y

(2025) wui1 Mskuzikuuenzyaralne Uy UssiviinatardasunnuinisdestwildudAgy
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Walumansauazn1eden wazni15@nwives Neiroukh, Emeagwali and Aljuhmani (2024)
waﬂﬂiﬁﬂmﬁylﬁl,ﬁuﬁwmmwd’wﬁ’zysuaﬂﬁ’ﬂamwc’ﬁ’mﬁzyzgmisﬁwﬁlumiﬂ"mu@é’ﬂwmwm
nszvIuNsAndulauazianI IR IUIIUYDIDIANTT

2) NeiA1uAIMNI-N135uU3 (Expectancy-Confirmation Theory)

Tul A.A. 1980 1adLes (Oliver, 1980) laauangulaulidonnd04983AI1UAINRIS
(Expectancy Disconfirmation Theory: EDT) %qlﬁaﬁmﬂdwﬂ%’mmzﬁmmmwi’qﬁaumiéga
wAnSaeiviouinisla q waznievndsnilinaaedlinansasivievinstuuda §ldmuasynig
UszidiunanisldauaidlaewSoudisuiuanuaandafiauiiliame aruuandiaseninmad
manaiunailasuasditenin anuliiaonndeuatrinuannds (Expectancy Disconfirmation)

M en138UTUAIINAINNTS (Expectation Confirmation Theory: ECT) la5unswamunun
1ngud E0T waznanerdusnguddgdmsumsfnwiwginssunisldamededeiiowesld
Tnga1uves Patterson, Uhlin and Anderson (2008) feifunilslunganinidonguusniiuszgndld
nguf ECT luanvsvuvansauma uenainil Bhattacherjee (2001) lfiauanuusiasanmstusuani
AN UUSUNVOITZUUENTEUNA (Expectation Confirmation Model for Information Systems
Continuance: ECM-ISC) #eUsznausiednUsndn 4 & Tiun nistusuaumeanda (Expectation
Confirmation) mﬁ'ufﬁwiﬂ%ﬂ“ﬁaa&l (Perceived Usefulness) anuiianela (Satisfaction)
wazauitlalinuagieseiiias (Continuance Intention) nguifiasuneinnufisnelavesiuilan
Ana1nnsseuiisusening “anumanty” fu “Aeildsuase” ninUgygrusehvg a1u1sn
ann1salaumantuaztnaueldiiuniniainly finvilugaanudnd (Liang, Khong khai,
Leelapattana & Tsai 2024)

3) wwaRaigafuuaIsuana (Gen Alpha: Wiasaudd 2010 Huduan) fifuilnmeg
‘Vimﬂmmaﬂfjm%ﬂﬁmmmesmﬁuﬁgﬂué’mmmé'faammazwqamm Tngrmuuansamaniananse
vhunlfifleduunuazszydnvziamzveausazngulitiiunszuiunsiizondn msutsdiunann
(Market Segmentation) #adunuimslunisaisnudonlossewinanguiuslanfundnsnsivie
U%ﬂwsﬁmmsmmauauamammé’mmmazguquwqﬁmsmaaﬂdmfulﬁBSWQﬁUﬁzﬁmﬁﬂww
(Martin, 2011) nilslunagnsnisuvsdiunainiiusedninm Ao nsuusdiumugulszsns
(Generational Segmentation) #vodeiiugruandeifianieiiiudasfuresuszensdianuainnts
Uszaunse] enflen Aaudeans Useiiemans uarusunmanisdlosiiunnsieiy Sslademeaniiday

a 1

fanSwasdonginssunstovesfuslnAusazsustelideddgluviuenfeiu ndugusinaud azu

] a wal

goufianwazianziunnaneiulaeduds waglinisgnuemisuludnuausieiiulaednnis

v 1%

nan Mg languilimneilasunisuusdiuniuiued19dnds asdeliinnisasisanudonlss

n13a319Aulinele anuduiusdusduwiu wazanulnadaniegsiasenitauwusudiudusing
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o I

Agwg il Auilaieiu N13ea1nwesuUsEYIns (Generational Marketing) 3saudAyae

gaiounUImMTBIINNIINAINTUNITERNKUUNALNSTINBUANBIWBAINABINISIRNIE NN ZaY

waziluseansnmasan (Liang, Li, Cao & Zhang, 2024)

'
YV v 1

nauUszynsguludatgn wienidndulude wivewsdudari WWunquidiliansadilasgns

Y 9

2 o

08N UUTUNTDINTHUSAIUAINTUUTEYINS ﬂﬁjmﬂimﬂﬂiﬁmamqmmﬂwLﬁmé?al,wiﬂ A.A. 2010
fa a.a. 2025 Fsamsodonliindu wusstulsneguiaiewesanssuil 21 uasdeongduley
uilalualstusanindusunanadninasgudaaululaniduindeusemaluladuazuslnadey
Tnaianzegnddunumddalumsndenasuunldudumalulad nsnain warnginssun1sze
yosussEUnAses dedrulvaidusuiuiiaauioa Una, 2020) dsralviniagsiaiulimnuaulanay

W nandianizdmsunguusssnsil Tnense degramy weundndu BusyKid laiUalenal

[
a v v

wntunguiaueistudani awnsoamuluiuluuiawaiu (Fractional Shares) ¥8aus¥mgui
919 Amazon, Apple, Meta, Google Way Disney §m/°i’jqé'qLﬂmiama‘[,ﬁ;ﬂ%mummmﬁmmﬁa
nsNea MseuTMIRuAmvULIUNsamulunaanannsng luiuesadeliu suimsaiieudmiy
finfide Bankaroo lddnanmuadesiivasnsdmiunisGeusiFosnsdnnisnisiu wu msdai
suUszanm 300N wagnsuTvsAldane el ausieures McCrindle Faduuisniiugnudy
thandsemeooanside ldninnisalin wiwesdusarhazildnuandnilaninnii 2 fudunau
Fowtilvinduussmnsquiinanaidy nduusernsiifonalvgfigaludsefimans wazdilontana
gafnegamemarsludagiuazeuinn (McCrindle & Fell, 2020)
NansAnwINUsEInAanigolE iz yifiaindn wnmweisdusarindnlngds ¢ Tu 5

AU LNSNADENNUINABNISHNAULATDVDIATOUASY LLﬁdwzﬁaag"lui’aLﬁﬂﬁmu ANVTITNSUTEU

'
[

Mt infifengsindt 12 Wumumlunistiinisteduduasuimasuyarusyatn 500 Wudu
Aeaa1sansgsial (Modern Marketing, 2022)

4) MInaalaNITyAAa (Personalized Marketing) NMsnanaluuliURINTYAAR MY
N3TUIUNTORNUULLATANUNER SusTuaz US Sl unsUSuusslRmnz aufugniusazsne
Tnsiawz nanfe mammalugtuuuiifeadesiunmmilauedeausunndsiuluauausionis

i {

angresgnéiiaryana dulainldsunisesuisindu mananauuunisienils (One-to-One
Marketing) 1138 n15UTuULAIAILGNAT (Customerization) (Adogy, 2024) a8 Pepper and Rogers
(1997) lelsiddommsnarauuunilsionisindunssuiunsdweudoiausfiiarzasuaznssniy
AFRsNsvesgnAIanIzs1e Tuvazdl Dawn (2014) Iflauedn msmatauuuliulewmzyanadie
Juesdusznaudfgyuesdrulszauniansnann (Marketing Mix) %qmﬂﬁu%miqﬂé"]LLm'azﬂu%Sq

NNAYNTNNNTAAIATGNUTURALTUTLAMNDIDITUANLABINTRNZTBILAAZ UARS
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U [

nsnannanwuzldnin lUlgsiuiunsuimsauduiusiuani (Customer Relationship

Y

Management: CRM) lngasAnsandnsaligiudauagnen iivedinsizikasusunanduaivseuinisiv

danAn eI UTATENLATAINT UYBUTDIgNATLAALTIY VetliiadeuaunmAl (Customer Value)

¥
Y @

MgandndsmssanauuuraauinldnagnsidedivgnAvianin nseaiawuuUulemzyanadmang
udinsissinsuiuilasunginTsuvesmuiediaenndosiuaufioInITan1sveIgnALiaz sy
TnefidmunaiioUSuasusadusznaunienisnatn (Marketing Mix) Tiwsnzan suilunagnsi

dAglun1ssrsefnwmanuduiusiugnen (Dawn, 2014; Goldsmith & Frieden, 2004; Peppers,

[
= VA 3

Rogers & Dorf 1999) ¢u3delusfnladliiiiuil Mnaniuuliuanizyanayigliesdnsaiunse

Y v
Yaa = a v v

Gouuaziilagniliftdu SnvissianmnsauTmsmnuduiusiugnAiielianauldiuTouly
NITUVITU (Aksoy, Keiningham, Buoye, Lariviere & Williams, 2021)

Mniinanandeagdlian Al lifsauusaseansnmeesnisnain udldasranainluives
nginssufuslon Tnsanglunguiaiueistusa fmnuaants anufiansla warmsindulatogn
Mnuamelsraunsalanzuarauuguteyawasygussivg

o w o o

Tugaelifdfkuun gunsalimdeudl (Mobile Devices) lanansunluiesosdodrAgdmsu

o

Wnnisaarntunisesnuuulusunsunisnatakuudsuianizyuaaan dusunianizgs

&

(Hyper-contextual Personalized Marketing) @4a13u15anauauatnufeIn1svef uilaalawuy

Soalnduazianieiangas (Tang, Wang & Liang, 2013; Tong, Luo, & Xu, 2020) A5 1 agﬂﬁam

1
N v [y

nsna1AeIzuAAagatinIelavinnsAnwenld
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A1319% 1 denuveniseaiawuuUiuanizunaa (personalized marketing)

Huds / U

STIREY

Peppers, Rogers, and

Dorf (1999)

v o =

nsnanakuunilasienis (One-to-One Marketing) Fe33nfiusnlude n1snanaLgs
duiius (Relationship Marketing) #38 n15uImsANduRUSiUgNA1 (Customer
Relationship Management: CRM) nu1els AatAnlanagauaunsnvesesnns

lun1susuildsunginssumsnaralidenndesiuanAudarste Taeg19dean

1 I~

TayanignA1lililaenss saudateyadu q Nesdnsiiieadugnd1sieduain

Y

=2

Uszaunsaivisensiinsendeyaidiedn

O'Fallon & Sullivan
(2004)

NSAANALUUIANIZUAAA (Personalized Marketing) gnldiiieeSunelusunsuiil
TaguszasAliialUiguuUangfinTsunsiiuniavesyana laga1dunisysninis
senImslinnug nstngada waznisdawseudeyaianizyanaluizauiuus

azATIToUVTaLsaryARalaLLaNE

in usun
- NOANIIUVDIDIANT - N139AN
- MINAIATIFUNUS
- NOANTTUGNAN - WOANIIUNTVIDNYD

- BIAANFNEITUGNAN

- BUUNGY / AeD

Goldsmith & Frieden
(2004)

unnAniiaseunay Feuszneusisesdussnoudidny Ieud msnaiagiuteya
(Database Marketing) NM3na1ALTIAINENRUS (Relationship Marketing) uanis
wﬁmLﬁamamuuwﬁmawwqﬂﬂa (Mass Customization) lagnagnsnisnain
dnvnuzionansounquiinsuuuisesdussneuunadiuviorimunvesdulszan
MM9N139A19 (Marketing Mix) TidonnaodiuaIafonIsanIzuegnAiag sy
falusundn s 5191 Fomnedasivng wagnmsdomnenisnann odwey

ANARNNZYAARRENEUsE NS WAL Sy

- M3naawuuliguteyalds - mMImann
an

- MsUSundniaeilimungay
TuszAuiiavy

- dudszaunenisnann
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15197 1 (Ma)

Huds / U

STIREY

3R Usun

Changchien, Lee, and

Hsu (2004)

sTuUduaINANIVIBLULLRNIEYAA (Personalized Promotion System) &131130
viauenannsifiusulimngauiuusiazyana (Individualized Products) Wi
AmunsInRuanAanzdmIugnAuiazs1e (Customized Prices) liogng
wangay Heilitensuauswionudosnisianeivesjuilnauiazsegiad
UsednSam dudsnalviinnisasisamaanizynna (Personalized Value

Creation) wagdaasuanuduiusi@adnseningnaivesanslussezend

- dUATUNITUIWUUULANIE - NITADAITNNNITAAIN
Uynna - 3181

- i'lmLaW’lséi’m%’UQﬂﬁﬁ

Tong, Luo, and Xu
(2020)

T
o v a

gUnsaldoansindeuilinmeiduedosdioddyiitigliinnsnaaaunsasenuuy
NagNENIINAINKUULNIEYAA] (Personalized Marketing) lapgnafiusedngnw
WnB ety lngendedoyadedniuusunanizvneldan (Hyper-context Insights)
Tainezidu annudl ﬁé’u%lmi%qﬂmaﬁmﬁauﬁ (Where), 9299a7 AiinsAumaus
#30U3N13 (When), sUkuunsdumdoyauaznisdndulade (How) naonau
anuzyedann sevinansliou wu egaudimiesgsmtugdu (With whom)
Fetoyaddnmaiidelsinnsmaaaunsaiiaueiiomusstoiauoiaonnias

fuusunanzveuilaausayseliegauiuguasn 519aBy

- Joyaleaanfazvoulunsay - luungnoudsy

Y
v

USUNIU 9

Aksoy, Ozturk, and
Demirci (2021)

L fuandnauesuazlitoyalussdudaanyana 1if oufuusanisdeans
nsunauendnd el n3an1sliuinisiimuizauiuaudeinis aruauls
waznnAnssuvesuilaausazse Taeditmmneieaisuszaunisalianedai
nsdlaguslnmanniian Suasihluganufiansla mnugniiu wasnsiaduladedly

WYLYN

- Usgaun1salgnen - Usgdvinanianisnang

- AUl US EUNNINNTHUTU

v [%

- VBUAANAN
Y Y
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I

wiwastudar Wungquduilaafiiulalugaidvaiiuguuuy wasiinnudenlesiumnalulad

[
Y [y

AILATELAN NORNTTUVBININILARLAUA LN WAL

Ede )

1) FaamsanusIngauasauiula (Instant Gratification) nanafie wanwIduIuiunIs
18 5ud st deanislustuiininumnalulad wu nisanduiflowvulifosselawun nsdsdudiniu
wotudlvesnelulaiidalue vieutinislésumneuainszuu Al meluderinit davanildana
TingAnssunissenssvesiaiuaisdudani anas wazsinflauaaniseuszaunisainisuslaai
iiila egiaue daifu dnmanandndudiosonuuunandug Uins wensdeaslvinoulanddy
AT uarnInevauaskuisalnl W oamisoasedlaguilaagulna dldegned 8y
(McCrindle, 2020; Prensky, 2001)

2) Auweeiiuiilanianizyana (Personalized Content) Wiwastudanndunguiuslaad

9

aaa v a

dulsluanmnedeyiimeluladidviaiunumesvdndduitnusesriu Tasiamegnsuilnadouay
domiiusngluunanwesueeulatdig q 1wy YouTube, Netflix, TikTok #3euaundiaduins
feduududtuindeusesaneiinfieenuuuinifievey eviameyaera auarwals Ay
waznninssunslfnureslduiazen ivaistusar Jalleuduiuiulsraunisaifidengnuiy
Tnsstunuesesrudusssund wazamenislindadusiviouinmsfsuuilnadidnuuzionefuas
pevauesaudoinsldluszauilaan (Holloway, Green & Livingstone, 2021) ngfnssuiiasiiou
famnudfyesnagnimmataanizyaaa figsiadniufenihunlfifieairsnsiidiusiuuazany
ﬁﬂﬁ%aﬂgﬂﬁﬂumjmmmaLﬁ%’uimiﬁ (Aksoy et al., 2021)

3) fingAnssunaneniinne (Multi-screen Behavior) wiuaisdudan \unquiuilaai

(%

LG]UIG]‘VI'HJﬂaNﬁQLL']@aEJlIVILG]@JVLU@’J’EJWIQIUIG ARANAULRE @ﬂﬂim@LﬁﬂV]iEJUﬂﬁ‘Ma’]ﬂ‘Ma’]’EJ%UW LU

aunfolviu uwiudn aundndil warreufinmes nadnssuiuegmidsvesmaninne nsldeumane

'3

ni19ensauiy (Multi-screen Behavior) dsnunefisnisadunieldaunsalfdvianatgviinluiig,

6 14

a [ 1 aal 3 13 I s =) o 4
Wiy WY NMInIateuukAudavasdunuuuainaliy vsensvinistiuesuladnseuilanas
uvudngunsainile nainssudnvuzidwaliiaweisdudani dsegaunisiuideyannszaeds

(%
1Y

(Fragmented Attention) wazanunsasuilenudTunadeyadiuinuinlussegiaidudulaagig
AaadLAa (Holloway et al., 2021) éfﬂﬁ’u ﬁﬂmsmm@LLa‘vuﬂaaﬂLLUUUﬁvaUmamsﬂm%ﬂumamﬂﬁ]
3ULLUUﬂ15U%Iﬂﬂ§@GU@@L§ﬂLﬁ]LuaLi%’uﬁ ieadraiieniuay ﬂawmnmmuammmmumﬂ 79
wUUBanenl1ae (Miller, 2020)

4) Wweluladiduedosiiodoasudn wiuastudan LﬂuﬂﬁuﬁﬁimﬁLauiméﬁuw%fauﬁu

aa

weluladfavaidennanluidnusesitu laganizunumveamalulaglugiue \A3psilodoansndn

&

Fawpne19a1nsuneuninegeldedfgy mﬂiuwmmwuumwﬂmﬂmmﬁ% aé'mmmqmuaa

lainasiBuaaninlaiy wivde vSeuweundndudeanseaulatl wu LINE, Messenger ¥salnannosy
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Fleduatns TikTok war YouTube fildiissualdiiearuduiavingu undudugomislunis
LAAIRBNNNIAINARN NMswanasuteya wavasua3atiensdnudnme ngfAnssullasvieulviiu
fanstmaluladldnaaiduniwinandlunisdeansseninayanalugalml (Palfrey & Gasser, 2016)

a

wazdakansdansiudsundadduisi augulndidnde UJFunus wazad1edndnualvasnuies

Tulan@dsia (Holloway et al., 2021)

LWIAAYBINITAAIANIEYAAS F9TAUABNAR 0988 19TNT T uNgAnTINVRIiUTLAA
Tuuestu Alpha ndanuaianisedszaunisalineulandianmzyanauazsinsiiula lng A
v = o o a ¢ v a = Y a . & va &
Wandunuimddglunisienegviteyalednveuslaalukuy Real-time M99 nUseifinisae

a v =3 =] a Y v 3 A
anuaula ngAnssunisidnudvigdvseneundindy waztayaiingunsainnnl iedeuey
Uszaumsalamizynaasgiauwdug sograinuiulalutagdu wu nsuuzihdudfigenedesiu
ANaulave I uKIUTEUU recommendation engine 3ansUTUBUWBIHYVBIMBUNGLATY
(Ux/UD) Timsngauiunginssudldanuneyana Fehemuanuiisnelakag lonalunisdadulaze

1a Yy Y] )

(Tam & Ho, 2006) Tnglamglunguguilnagalmiiduiuiussuudnsosuasiuwildudaiuiion

q

lavnzyAnaNINNIInsAea LUy

Tugaiinaluladisvwaguionginssuiuilan lnslamzeiuesiusaidulnunduaia
Jayauszdvg (AD Idnarsiduialavesnagnsnsnangalua dawqeligsiadinsevideya
wazmouauesuslnaldodefiuseAns smanufinauudadiady unarudldisnsmuniy
1350unsTNRE1 T UTTUY (Systematic Literature Review: SLR) f1ukU3IN19989 PRISMA Protocol
(Page et al, 2021) Tnai3uaInMsiUARD LA TBUWANSANYIBEN Y 91nTurinnsAuA
’Jiimﬂiill%Wﬂiﬂu%}@%aaﬂﬂﬂﬁﬁlﬁﬁﬂﬂ’]i‘&J’e]iJ%l‘U laun Scopus, Web of Science, SpringerLink,
Emerald Insight wag Google Scholar Iagldaiad1Aeyi1 “Al-driven Marketing,” “Artificial

”»

Intelligence in Marketing,” w8y “Generation Alpha Consumer Behavior” W3osuA1MuAL4Ia7

nsdndendaudl a.a. 2015-2025 ieaziiouteyaaiaalugaidva vuideddadendondu
unATUNIIvEeUlnEEmIInMNl (Peer-Reviewed) uazifgteslnansstunisuszandld A
Tumsmanefidnasioruilnaguaiweistudain mnduivhmadanseutemauinasinisdaden
Lagn3inoen (Inclusion/Exclusion Criteria) w¥eu Uszifiuaannwesnside ielviulalua
ﬁw’ﬁlaﬁaﬁum%azﬂa FusounAonis anatoyadiAyuardulIvan (Variable Extraction) wu
Haderiounti nags Al Ald uaznadwsmemginssuvesuilna anduiing uaseiidaion
(Thematic Synthesis) 1t 0a319uuus1a8awwIAn (Conceptual Framework) wansmIuduius
sewinsnagnsmsnaafituindeusig Al uagngAnssuguilnasuaiueistusarinegaduszuu
Fanusinsfniden wazinaeinisdiaeen dmsunmsmuniulssunssuegadussuuaunsouandld

U d‘
MR 1
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AN5199 2 LnausinnsAmLaen (Inclusion Criteria) wazsngiN1sAnoan (Exclusion Criteria) d1MSUnN1g

VlUV]’JU’JiiﬂJﬂiiiJ@EJINL‘fJ‘UigUU

Ussnnneua

nagin1sAnLdan (Inclusion

Criteria)

¢ o .
wnann1snnaan (Exclusion

Criteria)

1. UseLnnaanun

UNA1U38 (Research Articles)
UNAIUNIITYINTT (Scholarly
Papers) LazUNAIILIINNITUTEYN
311113 (Conference Proceedings)
friunsUseifiulaeg s

(Peer-reviewed)

wnastoyadn bulanunisuseidu
MONNT Wy Buled unenun

VAN M38UNAMUTIANUAALITY

2. ANWLIUINY

MUITEIT9UTEInY (Empirical
Research) w3t 3TLAS18%
(Analytical Study) fifinwinavasna
ynsnsmaIafivuiadousie Al e

WANTIUEUILNA

UNAIINNUNIULTIUT T
(Narrative Review) #38UNAULT
WuIAA (Conceptual Paper) 7iluifl

Joyaiauseany

3. AYIUNYIVDIVDILBYN

11T Te7 nad et oules
n1sUsvendlddeygruseivg (Al
lunagnsn1snain (Marketing
Strategies) Aoy UTLAATULALUD

dudarh visenquiuslaaulng

Nungaduanzaunaiaves Al
TngluWeaulesduliinianisnain

vIeNgAnssURUSInA

4. nauusennsidnung

v [

NuITeiineIteiuduIlnaua
walstudai vienquiuilaaiu
Tnddanvuzngfnssuasnnd o

AU WLuBLSFusann

NuAANwILaNIERUIINATUAY Wi
Gen X, Gen Y %158 Gen Z lnglifl

AsWauleany iU TUDaNN

5. 9390aNNSANUN

Aav daa ¢

NUITYNARUNSEIN9U A.A. 2015—
2025 W ol @Y o UNITW AU

walulad Al lugatagdu

o

NAeNRRLnnewl e.6. 2015

6. AW

4

onansinfuidunwsingunie

Mingy

aaa 3

LONANTNANUW LT WA181D UR L
ANUNSONSIVADUNS DA ILASIEN

Toyald

7. MIWIDNBNENS

annsadhisunauatudiy (Full
text) Wi oldlunsaindayauaz

ASIEALR

unAu blaunsadfeadusiy

Y

ysaivaualinsuiiu

U

8. AMNNYDITRYA

NUITeNseysudeudsnsAnm
AkUs hasHaNISIug19RLU

warmsIdaule

UNVINANUTAIUAIUITA1TITE

wioldfifeyaliviiasiginifisme
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unay
o o a ) d' 1 a o ¢ A =
unanuatuiiauestwiAnnsnanidunfeusis Uy 1ussivgineli ing Ussasdivefnw
nagnsn1sna1nn Tuiad aun ey ruseavghazanuduiusdenganssuy uslaaves
NANLUALETUSANT NANITANYINUIT LWIAARIUNITIAIARNITYARAR UG ANTIUEUSIARe Al

Falldnwazianizdulaaauveaanguiaiualstudai Maulaluaninwindeuddsia (Digital-First

Environment) finnudenlosiuimaluladawaionn Jygrussivgvimiinindu nalnduinfoundn

<9

vaan1snanadeluy neanigludunisdaiudeyavuialug nisiseuingfinssuduilae
wagn1sannsalualiuaudeanisuuuiamzyanalunaate JeneuausiienuanyNzYed
fuslammesdusann Alvinuauinusings Anuusiud wazanududiush
1nnsAnuIeagdléin nagnsmsnanafiduindousedynussivg suldun nsldszuy
uwuzu19nlud@ (Recommendation System) wynuensaaiee (Intelligent Chatbots)
LarmTieTevngAnssu@aneinsal dudunuimddglunisairslszaunsaiifanuvaneuas
pssiueumaniaanauiulnaesdulmid dal woRnssudesnsnnuiniduazariile
ainiiurount danmesdusumadifademuasuinsldviud wu msfuniailewuuliazan
riuaniuile msdadedudruneundinduuarldsuaudlunadudy aaemaunsldneuiuszuy
Hrygyiseiug Alinadnsaneluderiund g nsaaneunueANusanIEUIUNITTBADY
uarasannumanTvunsreuauesuuGealnilunnuszaunisaiudlaauenaini nsesnuuy
Ux/Ul lfmeulandnsldsmunuunanemtinge (Multi-Screen Behavior) uazmsifeuseuuulisesse
(Seamless Connectivity) Ssitailugnsmansddniviliiusudanansodoasifodsiiuszansam

TulaniiduinfioumedeyauazanyuLlaNILUANADE LTI

99ARNUS Y

¢ ‘NI

n1sfnuluizes nagnsmisnatniiduindeunielyguseividmsugdusinaueisdu

v
=1

Alpha vilviiinesAadusivainal

s

1. nagnsnisaatanduindounleUayy1Useivg wsa Al-Driven Marketing Aa1alaved

&9

n1seatagaluid Al luldidwiisunaluladadvauyu uaidunalandnlunisienagnsnisnaia
Tngtvnglutdunimginssuguilnawdsuuiands wu mslinsesideyauuuiBealn msaanisal
wnlihy uazmsUsuasunagnsmsnsnanaliivanzanfvaniunisalusazyana

2. eistusan Jafulrmdenmealuladidvia dngAnssumsuslaafiuandnaaingurou
o 1adau lnglaudidydv "aauazain ia§a dnvazanizyana uazndousolu
lanwadion” dawalinagnsnisnaianuuiiuliaiuisanavauaddadnsell waziaiuaistudai

AorthunedAgreinsnainlusuag
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3. LAnNIIRaIARNIZYAAa (Personalized Marketing) WuununaeveInagnsnIsnais
adeluid anuausaves Al TumMsIATERngANITULaEANNABINITRNIZYAAS VI bAARNITTRILY
LIMeMsRaIRLUUVTarevils figsnoulandlanzvesgndiusiazse Weademuiianelanas
ANUANARBLUTUALUSYEZET)

4. nmsanuitanguingAnssuuslaadedndu udluga Al udezdvelulagdungaey
LLﬁﬂ’]i@%‘UﬁEJW@]@ﬂiiﬂJGUa\‘iﬁ;:U%Iﬂﬂgﬂéfmﬁﬂﬂi’e)UVli]U{j(’%jﬂLaﬁJ W EBK Model (Engel, Blackwell
& Kollat) uag Expectancy-Confirmation Theory Lﬁavﬁﬂmmgﬂ% msdndule uazauaneled
Aetuarnnisliou A

5. uiTEALITY e Tusar dogrsdndn drulngnisAnuiludegduyadulud
IUBLSTL Y WAy Z Faumneinennn lelsiusar eg1snn msaneauteyalanziatzanieaiu

WeAnIsN Wwiuatudan sibiniegsfadilianunsasenuuunagnslansaudimunainnas

darauaug

1. MwwusEUUIATIziveyailiedn (Advanced Analytics Development) nMstmaiia Al
41129 WU Deep Leaming waw Reinforcement Learning aszgndld agtelisznaunisansnsn
mansalmsusngAnssuvesaeistudannlfosnausiugtedu

2. 89nkUVUsEAUNISAILUY Hyper-Personalization N1SHAIUTDYAINYAIYYDINI
(Omni-channel data) HieU§utaiaueduduazuinmsuvuiSealnil neuland Instant Gratification
YosaLueLsTudar lnag1emsagn

3. suadnnulusdlavazanuderiu (Transparency & Trust Building) N5l Explainable
Al 93UN8NMTYINNUTBITANDSTIN WiauuleueAuATalaYaduYAAa xsaieaulindauay
anmnuinaEesauudiudh

a. ponuuy UX/Ul Tineulang Multi-Screen Behavior iamndumefinlalisuiuuuainia
Tolu witude wazduled Wesesfunginssuldmuvaneniineveiueistudaiy

5. m3UszgndltinaluladtyauseAng (Artificial Intelligence: Al) M3Fousvedai o
(Machine Learning: ML) uazluinanie1vunatig (Large Language Models: LLMs) fiunundifgy
lunmsatuayunszuiunSITedalfiinisludnuuzvesdieidedanioy (A-Augmented Research
Assistant) \n3eailofanananinsnduanginssunssumainmitazaimdngudaszdnsldegig
fUsvdnsna naonvuarursausuwsslunalimuisauivuiunveanginssu uslaalungy
Generation Alpha \iieiUssuiflouiuiuesdusy o uenani nsiATIERdeayakuuisealniain

A !

MANVANLUNETBYA WU ABIIIUA TNad WaZN1TAUNUINILLYAUDNR §a18saNn15a31999ARUS
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Ly Y

Fednmnanisnann (Marketing Insights) fiaaugnaes siuale uazazviounainvesngingsy
AustnalugARdvialesedidudday

6. mi‘fmmLﬂéaqﬁawmaaq@awqaﬂﬁu (Experimental Design and Behavioral Modeling)
yseonwuuwynuanlyniUseAvg (Al Chatbot) Wi el i uins esflonaassfiaunsaususe v
nsesunekarMUametayaduuAnalanuusunvedly n153ldnseunuifn SOR (Stimulus-
Organism-Response) ag TAM (Technology Acceptance Model) [ enAdeUUNUINTBIFINGTS
uagdaUsuiiinasienisnovaussvesiuilan uendnidauszyndinaiin A/B Testing uaz Uplift
Analysis Lilemuaidsannguesiladoidsuaieralindauaznmsiidrmsivesily vilinsides
anuduszuusazavisunalamginssuduslaaldegiuiug

7. 113YIUINIAUAsEsIIN Anuludiudy uasnisuszendldigauleune (Ethical and
Applied Dimensions) yjaifunislduuimsiidfsisnnuvasadsvesdeya Wy msFeuduuy
n3¥a18eue (Federated Learning) wasn1svidayaliiduiisuiu (Anonymization) Augfiu
AsfauILArUes A daulusdlaifi oo uneimnnaveauuusIans (Model Explainability)
uagmsardngudeleuneioduaiunsld Al Marketing og1slussla denndosiundnadesssu
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