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Abstract

This study investigates the key factors influencing consumer decision-making when purchasing
Tai Lue woven fabrics, a cultural heritage of the Lue community. Utilizing the Analytic Hierarchy Process
(AHP) combined with the 4 Ps marketing framework, this research evaluates consumer preferences based
on product quality, cultural significance, pricing, and demographic considerations. Data were collected from
900 participants in Chiang Rai, resulting in 2,700 survey responses. The results highlight that product quality,
cultural relevance, and price competitiveness are the primary determinants of consumers' purchasing
decisions. Notably, Type A Tai Lue fabric received the highest preference due to its superior craftsmanship
and affordability. The findings provide valuable insights for textile businesses and policymakers to refine
their strategies, supporting sustainable growth in the competitive woven fabric industry. This research offers
a comprehensive approach to understanding consumer behavior and contributes to the development of

market-oriented products that preserve cultural traditions.

Keywords: Consumer Behavior, Tai Lue Woven Fabric, AHP Methodology, Cultural Heritage, Purchasing

Decision
Introduction

The Tai Lue woven fabric, a representation of the rich heritage, culture, and art of the Lue community,
has witnessed a surge in popularity in recent years (Asinyo, Howard, & Seidu, 2021; Manote Nuansara, 2016).
This resurgence has brought about a vibrant market filled with diverse and exquisite textile products. In this

dynamic landscape, with numerous brands, unique design patterns, and distinct attributes, consumers are

" Corresponding author
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increasingly faced with a complex decision-making process when selecting products (Chang, Bruess, Chong,
& Foysal, 2020; Cobb & Orzada, 2018). For the industry to grow and remain sustainable within such a
competitive textile market, understanding and simplifying this selection process is crucial (Rese, Baier, &
Rausch, 2022; Safra & Ghachem, 2021). Moreover, aligning with the Sustainable Development Goals (SDGs),
particularly Goal 12-Responsible Consumption and Production-promoting traditional textiles like Tai Lue fabric
not only helps preserve cultural heritage but also encourages sustainable production practices that benefit
local economies. This further aligns with SDG 8, which focuses on inclusive and sustainable economic growth,
as the Tai Lue weaving industry creates livelihood opportunities for rural communities. Integrating these
sustainability objectives into marketing strategies is essential for ensuring that the industry thrives in a socially
and environmentally responsible manner. To study consumer behavior, various strategies have been utilized,
such as general surveys, the 4P marketing mix framework (Product, Price, Place, Promotion), SWOT analyses,
and the Analytic Hierarchy Process (AHP) (Benzaghta, Elwalda, Mousa, Erkan, & Rahman, 2021; Mas'Ari,
Hamdy, & Safira, 2020; Sostar & Ristanovi(f, 2023). Despite these efforts, the area of traditional weaving product
selection remains relatively underexplored (Inocian, Cuestas, Carin, & Canoy, 2019). Therefore, it is critical to
conduct an in-depth analysis of this specific market and its multitude of influencing factors, not only to enhance
consumer decision-making but also to promote strategic, market-oriented product development and marketing
within the Tai Lue weaving industry (Chen, Chen, & Chen, 2011; Khakhlari, 2020; Zulfikar, 2018).

Research on consumer decision-making in various markets has provided valuable insights into
purchasing behavior. Studies have emphasized the importance of the marketing mix in shaping consumer
choices, particularly for local and traditional products like 5-star OTOP items in Ubon Ratchathani, where factors
such as product quality, price, and distribution channels play a critical role (Nipha Chunhapinyokul, Jidapa
Konthong, Darunee Koson, & Nisachon Wanthawee, 2020). Similarly, research conducted in Chiang Rai
underscores the importance of product and promotion in driving consumer preferences, particularly when
products align with eco-friendly and health-conscious values (Nathamon Supbunto, Rosarin Johnson, Noparat
Techapunratanakul, & Mongkonkorn Srivichai, 2022). Additionally, seamless marketing strategies, such as
omni-channel approaches, have been found to strengthen brand loyalty through word-of-mouth
communication, as demonstrated in the study of the 4U2 cosmetic brand (Noppawan Pongsiam, & Jaruporn
Tangpattanakit, 2023).

Despite valuable contributions made by existing research on factors influencing decision-making in
various industries, a research gap persists in the specific context of Tai Lue weaving fabric purchasing
decisions. Previous studies have employed various methodologies, such as Leung and Mo (2019) novel
approach of developing a fuzzy-AHP method to assist industry practitioners in systematically selecting digital
marketing tools. This method not only streamlines the selection process but also enhances the effectiveness of
achieving strategic marketing objectives. However, a research gap exists in investigating the practical

implementation and adaptability of this method across diverse industries. In Chiang, Chiou, Doong, and Chang
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(2020) work, the primary objective is to develop performance evaluation indicators for assessing marketing
alliances between the catering industry and credit card issuing banks, employing expert Delphi, Fuzzy Analytic
Hierarchy Process, and balanced scorecard methodologies. Notably, the key finding identifies 5 critical
performance evaluation indicators encompassing customer factors, cooperative alliance factors, financial
factors, learning and growth factors, and internal process factors, with 30 sub-factors underpinning these key
indicators. Conversely, Goswami and Behera (2021) employed a combination of fuzzy analytical hierarchy
process (FAHP) and PROMETHEE to rank smartphone models, revealing the best and worst models among
the options.

The study highlights critical research gaps in understanding how model rankings influence
consumer behavior, particularly in the context of Tai Lue woven fabric purchases. Despite the relevance,
previous research has not thoroughly explored the application of the Analytic Hierarchy Process (AHP)
alongside the 4Ps, Index of Coincidence (IOC), and rating scales to assess the factors shaping consumer
purchasing decisions. This research introduces an innovative approach by integrating the AHP methodology
with the 4P model within a structured questionnaire format, alongside the I0C, to streamline complex decision-
making processes for Tai Lue fabric buyers. By identifying the core factors driving consumer choices, this study
offers businesses actionable insights to refine their products, align with market demands, and strengthen
marketing strategies-paving the way for growth and long-term sustainability in the competitive textile industry.

This research endeavor yields valuable insights that support industry stakeholders in making well-
informed decisions, fostering growth, and ensuring the textile sector's sustainability amidst intense competition.
The study underscores the significance of comprehending consumer preferences and the pivotal factors
influencing their buying choices, enabling businesses to craft market-oriented products and efficient marketing
approaches. In summary, this investigation significantly contributes to the enduring prosperity of the Tai Lue
weaving fabric industry within the highly competitive textile market while aligning with the broader goals of

sustainable development.

Literature Review

This study aims to explore the factors influencing consumer decision-making in Tai Lue woven fabric
purchases by utilizing marketing theories and quantitative analytical techniques. The literature review is
structured into two main sections: (1) Theoretical Foundations of Consumer Decision-Making, which
emphasizes the role of the 4Ps marketing mix (Product, Price, Place, Promotion) in shaping purchasing
behavior, and (2) The Application of Analytical Techniques in Consumer Decision-Making, with a particular
focus on AHP (Analytic Hierarchy Process) as a tool for evaluating and analyzing consumer purchasing

decisions.
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1. Theoretical Foundations of Consumer Decision-Making

The 4Ps marketing mix is a widely recognized framework for analyzing consumer behavior.
Previous studies have demonstrated its influence on purchasing decisions, particularly in the context of
handicrafts and traditional textile products.

1.1 Product; Product quality is one of the most critical factors influencing consumer purchasing
decisions in the textile industry (Ginting & Sembiring, 2018; Utami, Patwayati, Nur, & Suleman. 2022). Studies
on traditional woven textiles indicate that durability, material selection, design patterns, and cultural significance
are key determinants of consumer preferences (Oraijit Chatchawan & Wanwisa Paisri, 2018; Septiyana, Shihab,
Kusumah, Sugina, & Apriliasari, 2022). Additionally, the uniqueness of the product and traditional production
techniques contribute to its perceived value and consumer appeal (Khare, Sadachar, & Manchiraju, 2020).

1.2 Price; Pricing has a directimpact on consumer decision-making (Arfan, Fauzi, & Rini, 2019).
Consumers in the traditional textile market exhibit varying purchasing behaviors-some prioritize affordability,
while others are willing to pay a premium for high-quality and culturally distinctive fabrics (Harpa, 2017).
Research by Bahari, Basalamah, Murfat, Hasan, and Basalamah (2020) found that value for money is a key
determinant in the selection of textile products. However, ensuring a balanced and flexible pricing strategy
remains a challenge for producers and retailers.

1.3 Place; Distribution channels and product accessibility play a vital role in consumer
purchasing decisions (Kasirye, 2022). Studies indicate that local markets and community-based stores
continue to serve as primary distribution channels for traditional woven fabrics (Bahari et al., 2020). However,
changing consumer behaviors in the digital era have led to the increasing importance of e-commerce and
social media platforms as alternative sales channels (Hu, Wang, & Xu, 2023). To remain competitive, traditional
textile producers must develop effective online marketing and e-commerce strategies.

1.4 Promotion; Effective marketing promotion enhances product visibility and brand
recognition. Research by Noppawan Pongsiam ane Jaruporn Tangpattanakit (2023) highlights the impact of
word-of-mouth marketing and cultural storytelling in shaping consumer perceptions of traditional textiles.
Additionally, leveraging social media and influencer marketing has been shown to increase consumer
engagement and sales (Akintayo, 2021).

In conclusion, while these studies enhance our understanding of consumer purchasing behavior,
they reveal several research gaps, particularly in the areas of cultural values, psychological factors, and
promotional strategies. The emphasis on product quality, price, and social value is consistent, but there is a
need for further research into psychological, situational, and marketing dynamics to develop more effective

marketing strategies for the textile industry.
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2. Conceptual Framework Development

A well-structured conceptual framework is essential for aligning the study with established
theories and synthesizing prior research to create a solid foundation for analyzing consumer decision-making.
The framework for this research integrates the 4Ps marketing mix (Product, Price, Place, Promotion) and the
Analytic Hierarchy Process (AHP) to systematically evaluate the factors influencing Tai Lue woven fabric
purchases.

Several marketing and consumer behavior theories provide a basis for this study. The Consumer
Decision-Making Process Model explains how consumers navigate various stages in selecting a product, from
need recognition to post-purchase evaluation. The Theory of Planned Behavior (Ajzen, 1991) highlights how
attitudes, subjective norms, and perceived behavioral control influence purchasing choices. Additionally,
Brand Equity Theory (Aaker, 2014) suggests that product perception, cultural values, and marketing strategies
affect consumer preferences.

While the 4Ps marketing mix is widely used to analyze consumer behavior (Hu et al., 2023;
Kasirye, 2022), it does not explicitly account for the relative importance of different factors. The AHP
methodology (Saaty & Vargas, 1980) enhances this framework by quantifying consumer preferences through
a hierarchical structure, facilitating a comparative analysis of how product quality, price, accessibility, and
promotional strategies impact decision-making.

Previous studies by Jayant (2018) and Oblak, BarCiC, Klari€, Kuzman and Groselj (2017) have
demonstrated the effectiveness of AHP in evaluating decision-making criteria across industries, including
textiles and handicrafts. However, few studies have systematically integrated AHP with the 4Ps framework in
the context of traditional textile markets. This study bridges that gap by applying a Hybrid AHP (HyAHP) model
to assess consumer preferences for Tai Lue woven fabrics while incorporating additional evaluation tools such
as the Index of Coincidence (IOC) and Rating Scales to improve accuracy in consumer behavior analysis.

By establishing this conceptual framework, the study provides a structured approach to
understanding how marketing strategies, cultural significance, and analytical tools interact to shape consumer

purchasing decisions in the Tai Lue woven fabric market.

3. Application of Analytical Techniques in Consumer Decision-Making
3.1 The Importance of Analytical Tools in Consumer Behavior Studies; Understanding
consumer decision-making involves multiple influencing factors, including psychological, social, cultural,
and economic dimensions. Given this complexity, employing quantitative analytical techniques is essential
to deriving accurate insights into purchasing patterns (Hanifah, Nuringwahyu, & Krisdianto, 2022; Kasirye,
2022). Several studies have utilized Multi-Criteria Decision-Making (MCDM) models to examine consumer
behavior across industries, allowing for a structured prioritization of influencing variables and providing

valuable input for businesses and marketing strategists (Sumitra Nuanmeesri, 2023; Hu et al., 2023). Key
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studies include Hanifah et al. (2022), who investigated the impact of the 4Ps marketing mix on consumer
purchase decisions in retail stores, highlighting that product and place had the most significant influence,
whereas pricing and promotional efforts had a relatively lesser effect. Kasirye (2022) examined consumer
behavior in university convenience stores and found that pricing and location accessibility played a pivotal
role in purchasing choices. However, the study suggested that further cross-cultural analyses could provide
a more comprehensive understanding of consumer behavior. Similarly, Hu et al. (2023) explored the
evolution of online marketing and consumer communication strategies, emphasizing the effectiveness of
integrating traditional marketing approaches with digital platforms. Although applying the 4Ps framework
offers valuable insights into marketing-related factors influencing consumer decisions, it lacks the capability
to systematically assess the hierarchical relationships among these factors. Therefore, employing AHP
(Analytic Hierarchy Process) enhances the analytical depth by structuring and quantifying decision-making
processes.

3.2 Application of AHP in Consumer Behavior Analysis; The Analytic Hierarchy Process
(AHP), introduced by Saaty, and Vargas (1980), has been widely adopted in decision-making research,
particularly when multiple factors must be evaluated in a structured manner (Jayant, 2018). AHP
systematically breaks down decision-making into a hierarchical structure, pairwise comparisons, and
weighted prioritization of influencing criteria. The method has been applied across various industries,
including: Automotive Industry-Jayant (2018) employed AHP for supplier selection, demonstrating its
effectiveness in refining decision-making processes and enhancing supply chain efficiency. Real Estate Sector-
Ashaf, Hidayat, and Ahmadi (2019) integrated AHP with the Borda Method to assist homebuyers in selecting
optimal properties based on their preferences. Textile and Apparel Industry-Oblak et al. (2017) investigated
consumer preferences in furniture purchasing using AHP but did not account for post-purchase satisfaction
factors. Despite its widespread application, AHP has been underutilized in traditional textile and craft markets,
where purchasing decisions are influenced by factors such as fabric quality, design patterns, price, and rarity
(Arfan et al., 2019; Utami et al., 2022). This study addresses this research gap by integrating AHP with the 4Ps
marketing mix, creating a structured decision-making framework for evaluating consumer preferences toward
Tai Lue woven fabric.

3.3 Enhancing Analytical Precision by Integrating AHP with Other Tools; While AHP provides
a robust decision-making framework, several studies suggest that combining AHP with complementary
analytical tools can improve accuracy in evaluating consumer behavior. For instance, Fischer et al. (2023)
assessed the effectiveness of a training program using Kirkpatrick’s Hierarchy, which provided insights into
knowledge retention and skill enhancement. Saksena, Parida, Jain, and Gaind (2023) utilized AHP to
examine medical students’ understanding of antimicrobial resistance (AMR) and identified key areas for
curriculum improvement. Vitianingsih, Krismantoro, Maukar, Aziiza, and Fitri (2023) compared AHP with

Simple Additive Weighting (SAW) in supplier selection for poultry farming, concluding that AHP offered more
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precise results. These studies indicate that integrating AHP with tools such as Fuzzy Logic, or hybrid
decision-making models can enhance predictive accuracy and provide deeper insights into consumer
preferences. Future research in textile consumer behavior could leverage such methodologies to refine
decision-making models further.

3.4 Research Gap and the Importance of AHP in Traditional Textile Markets; Despite the
extensive application of AHP in various industries, its implementation in the traditional textile sector remains
limited. Most prior research on consumer decision-making in craft markets relies on survey-based
approaches or qualitative assessments without employing systematic decision-making models (Leung & Mo,
2019). This study seeks to bridge this gap by (1) integrating AHP with the 4Ps marketing framework to
establish a structured approach to analyzing consumer behavior in the Tai Lue woven fabric market, (2)
incorporating the Index of Coincidence (IOC) and Rating Scales to enhance data accuracy and reliability,
and (3) expanding the scope of AHP applications in the textile and cultural product industries to develop
more effective marketing strategies.

This study applies AHP to assess the influence of 4Ps marketing factors on consumer decision-
making regarding Tai Lue woven fabric, focusing on product quality, pricing, distribution channels, and
promotional strategies. While previous research provides valuable insights into how marketing influences
purchasing behavior, gaps remain in understanding the broader factors that shape consumer choices.
Despite their contributions, existing studies often lack robust analytical tools for structuring decision-making
processes. To address this gap, this research integrates AHP to develop a comprehensive decision-making
framework, offering empirical insights that enhance market positioning and strategic planning in the textile

sector.

Research Methodology

In this research, the conceptual framework, as shown in Figure 1, is utilized to guide the decision-
making process for selecting Tai Lue weaving styles. The framework provides an approach to evaluate and
analyze the factors influencing consumer preferences and purchasing decisions.The details of this process are
as follows:

1. Conceptual Framework

Figure 1 illustrates the conceptual framework for examining consumer purchasing decisions
related to Tai Lue woven fabrics. The framework’s independent variables are derived from the 4Ps marketing
model. These variables are analyzed through the Hybrid AHP (HyAHP) approach to measure their impact on
the dependent variable, specifically consumer purchasing decisions for Tai Lue fabrics. Furthermore,

consumer preferences are segmented into three fabric categories: Type A, Type B, and Type C. This framework
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enables an in-depth analysis of the role marketing strategies and consumer evaluation methods play in
influencing purchasing behaviors within the Tai Lue textile market.

To further clarify the segmentation, this study categorizes Tai Lue woven fabrics into three distinct
types based on their weaving techniques, motif complexity, and cultural significance:

Type A-Comprises plain weave fabrics that do not emphasize Yok Dok (Supplementary Weft
Weaving). The designs retain traditional artistic elements but incorporate modern adaptations for versatility.
Common motifs include lotus flowers and diamond shapes, symbolizing purity, balance, and longevity. These
fabrics are suitable for both traditional attire and contemporary fashion due to their aesthetic appeal and
adaptability.

Type B-Intricate traditional patterns of cultural significance. Unlike Type A, Type B fabrics feature
more complex motifs despite also using a plain weave structure. The designs hold deep cultural meaning, often
depicting the King of Nagas (Serpents), river waves, and celestial patterns, which signify prosperity, protection,
and spiritual harmony. Due to their intricate designs and bold color schemes, these fabrics are highly valued
among collectors and cultural enthusiasts. They are frequently used in ceremonial settings and formal
occasions.

Type C-Chiang Khong district signature patterns. Type C is distinct in its use of Yok Dok
(Supplementary Weft Weaving), a technique requiring greater craftsmanship than Type A and Type B. The
motifs blend contemporary aesthetics with Tai Lue cultural identity, typically featuring linear patterns, small
diamond shapes, and checkerboard designs. These fabrics are designed for affordability and accessibility,
catering to broader consumer markets while preserving traditional elements.

Note: Yok Dok is a technique in which additional weft threads are introduced to create raised
decorative patterns, adding texture and depth to the fabric. Unlike plain weave structures, where warp and weft
interlace uniformly, this method enables more elaborate designs that enhance the fabric’s visual appeal and

cultural richness.

Dependent Variable

Independent Variables

Consumers' decision to

O  4Ps Framework purchase Tai Lue woven
- —

1

Figure 1 Conceptual framework for Tai Lue woven fabric purchasing research.
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The decision-making process for selecting Tai Lue weaving fabric patterns, as shown in Figure
2, follows five key stages that ensure a comprehensive evaluation of consumer preferences and market trends.
These stages include: 1) Designing Surveys Rooted in the 4Ps Framework, 2) Survey Validation using the Index
of Item Objective Congruence (I0C), 3) Calculation of Mean Weightage from Rating Scales, 4) Implementation
of the Analytic Hierarchy Process (AHP), and 5) Paired Sample T-Test for Categorization. This structured
approach allows for an in-depth analysis of both consumer behavior and market conditions. By integrating AHP
with the 4Ps framework, 10C, and Rating Scales, this methodology offers valuable insights into the factors
driving Tai Lue fabric purchasing decisions. It equips industry stakeholders with actionable data to make

informed decisions, supporting sustainable growth and enhancing competitiveness in the textile market.

Type A Type B Type C

Figure 2 Types of Tai Lue weaving fabric patterns.

2. Designing Surveys Rooted in the 4Ps Framework

The survey was divided into two distinct sections. The initial part focused on gathering
demographic information from Tai Lue weaving fabric customers. This information included factors such as
gender, age, marital status, educational background, occupation, and income. The subsequent section delved
into the factors that influence purchasing decisions for Tai Lue weaving fabrics in Chiang Rai Province. This
section comprised 20 questions aimed at assessing the significance of these determinants. These elements
were assessed within the framework of the 4Ps (Product, Price, Place, Promotion) and Cultural and Traditional
Values. This systematic approach facilitated a thorough examination of purchasing trends, ensuring a

comprehensive understanding of customer preferences and the current market dynamics.
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3. Survey Validation using the Index of ltem Objective Congruence (I0C)

To ensure academic rigor and reliability, our questionnaire was subjected to a comprehensive
validation process using the Index of ltem Objective Congruence (IOC). This validation was conducted in
collaboration with five experts from various fields, including Market Research, Product Management, Academic
Marketing, the Tai Lue Weaving Fabrics Association, and Marketing Analysis. Each expert carefully evaluated
the questionnaire, assigning ratings ranging from -1 to +1 to indicate the degree of alignment with the research
objectives. The resulting IOC values, which ranged from 0.50 to 1.00, demonstrated a strong alignment with the
goals of the study. Any items receiving a score below 0.50 were identified as needing further refinement. This
thorough evaluation using the IOC method strengthens the credibility of the questionnaire and ensures that it
accurately captures insights into purchasing trends of Tai Lue weaving fabrics. By validating the survey through
this method, we reinforce the foundational integrity of the research. The I0C calculation is represented by

Equation (1):
10c = =8 )
N

where Z R represents the summation of the expert reviews, and N is the number of specialists

involved in the evaluation process.

4. Calculation of Mean Weightage from Rating Scales

In this phase of our research, we developed a well-structured questionnaire that integrates a 5-
level Rating Scale, designed specifically to meet the objectives of our study. Additionally, we conducted an in-
depth analysis of tourism data from Chiang Rai Province for the period of January to July 2023. During this
timeframe, Chiang Rai welcomed a total of 3,580,717 tourists (Ministry of Tourism and Sports, 2023). To
determine the appropriate sample size for our survey, we applied Yamane's random sampling equation with a
95% confidence level, as shown in Equation (2) (Chanuan Uakarn, Kajohnsak Chaokromthong, & Nittaya Sintao
2021). This calculation yielded an initial sample size of 399.9553 respondents. However, to strengthen the
reliability and statistical power of our study, we opted for an increased sample size of 900 respondents for each
type of Tai Lue woven fabric.

The decision to use a larger sample size than the calculated 399 respondents was driven by
several key considerations. Firstly, increasing the sample size enhances the precision and confidence in our
results, allowing for the detection of subtle effects and ensuring higher reliability. Secondly, it enables more
detailed subgroup analysis, offering deeper insights into variations within the population. Thirdly, this larger
sample size increases the generalizability of our findings, extending the external validity of our results beyond
the specific sample. Furthermore, practical considerations, such as accounting for potential non-responses and

accommodating the complexity of the analytical methods used, also contributed to this decision. Therefore, using

10
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a sample size of 900 respondents was essential to fully achieve the research objectives and ensure robust

findings.

ne_N
" 1+N(e)?

)

In Equation (2), 1 represents the sample size, IV is the finite population size, and € refers to the

margin of error, set at a 5% significance level.

After completing the survey phase, the research team calculated the mean scores for each
questionnaire item and subsequently standardized these values by dividing each mean score by the maximum
possible score of 5 points. This standardization process highlighted the importance of the scoring criteria. The
standardized mean values were then integrated with the scores generated from the Analytic Hierarchy Process
(AHP), resulting in a concise summary of our research findings. Detailed results of these calculations can be

found in Table 5 of this document.

5. Implementation of the Analytic Hierarchy Process (AHP)

The Analytic Hierarchy Process (AHP) is a crucial decision-making tool that efficiently addresses
complex problems by systematically evaluating the relative importance of various elements. This method, which
incorporates decision matrices and weighted evaluations, is well-regarded for its accuracy in simplifying
intricate scenarios. In our study on factors influencing consumer decisions regarding Tai Lue woven fabric, we
identified a comprehensive set of 20 criteria spread across five key categories, as shown in Figure 3. These
categories included: 1) product attributes (Product), 2) cost considerations (Price), 3) distribution channels
(Place), 4) marketing strategies (Promotion), and 5) cultural values.

To ensure methodological rigor, the selection of these 20 criteria was based on a comprehensive
literature review and expert consultation, incorporating key factors influencing consumer decision-making for
Tai Lue woven fabric. Previous studies on textile consumer behavior have highlighted essential determinants,
including product quality, cultural significance, pricing, distribution channels, and marketing strategies (Ginting
& Sembiring, 2018; Utami et al., 2022). Drawing from these foundational elements, this research identified five
key categories aligned with the 4Ps framework while integrating cultural and traditional values-a critical aspect
in evaluating traditional textile markets.

To validate the selection of these criteria, a panel of 25 experts from diverse fields-including
market research, textile production, cultural studies, and business strategy-participated in a structured
evaluation process. Experts were selected based on their academic credentials, industry experience, and

research contributions in textile marketing and decision-making methodologies. Through pairwise comparisons

11



AU ITANERNS AW INENAEALATITE

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 aUiLfi 1 (UnTIAN-NEIEY 2568)

and weighting analysis using the Analytic Hierarchy Process (AHP), these 20 criteria were systematically
identified to represent the most influential factors in consumer decision-making.

By employing a structured selection and validation process, this study ensures that the chosen
criteria comprehensively reflect the determinants of consumer decision-making in the Tai Lue woven fabric
market. The incorporation of literature-based justifications, expert validation, and hierarchical decision-making
technigues enhances the academic credibility of this research.

To ensure a thorough evaluation, we engaged the expertise of 25 professionals from diverse
fields, including market analysis, product strategy, academic marketing, research analytics, and members of
the Tai Lue community. The selection of these experts was based on four key criteria: (1) Academic Credentials-
individuals with published research in textile marketing, consumer behavior, or decision-making
methodologies; (2) Industry Experience-professionals with over five years of expertise in the woven textile
industry, particularly in production, retail, or supply chain management; (3) Research Contributions-scholars
who have conducted studies on cultural textiles, traditional crafts, or quantitative decision-making techniques
such as AHP; and (4) Peer Recognition-experts acknowledged for their contributions by academic institutions,
government agencies, or industry organizations. These professionals played a crucial role in pairwise
comparisons and validating the weighting of decision-making criteria, ensuring the robustness and reliability of
the AHP model employed in this study. Each expert contributed their knowledge in assessing the importance
of these criteria, providing valuable insights into the decision-making process. The subsequent sections will

offer a detailed explanation of the AHP methodology used in this research.

5.1 AHP Analysis: Weight Calculation and Eigenvector Determination

In the decision-making process for Tai Lue weaving fabric procurement, employing
hierarchical structures is essential to fully understand the complexities involved. The hierarchical assessment,
as illustrated in Figure 3, outlines the critical factors influencing these decisions. A panel of 25 experts was
engaged, using a 1-9 scale to allocate weights to each factor. The results of this weighting process are
summarized in Table 1, which serves as the basis for constructing the purchasing decision matrix. The table
provides a comprehensive view of the weight scores and eigenvector metrics, offering key insights into the
decision-making criteria. Figure 3 graphically represents the weight distribution for components B1-B5 and C1-
C20.

The importance of each criterion was determined through pairwise comparisons, facilitated
by matrix tables to ensure the consistency of rankings. This methodology includes calculating the principal
eigenvalue of the judgment matrix and its corresponding eigenvectors. The goal is to validate the consistency
of the eigenvectors, ensuring that the weight assignments across different hierarchical levels are accurate.

Detailed explanations of the calculation process will be provided in subsequent sections.

12
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Table 1 Displays the criteria used for weight assignment in pairwise comparisons of two components (Wang,

Bai, & Liu, 2022).

Scale Definition and Comparative Analysis of Two Elements

1 2 elements have the same importance compared

The first element is slightly more important than the latter.

The first element has moderate importance compared to the latter.
The first element is significantly more important than the latter.

The first element is obviously more important than the latter.

N © N o W

,4,6,and 8 The median value between the two aforementioned assessments.

ai Lue woven fabric from Chiang Rai province offers a variety of heautiful pllur-l|
0.13243- colors, re| ing cultural uniqueness. (C1)

0.28350 b‘heqmlity of Tai Lue woven fabric ensures durability and longevity. (C2) |

0.502819 Product (B1)

1

sbiie E;)puckw’nzul"l‘n’huwmnfatﬁch ppropriate and aesthetically appealing

--0.05925--E&ilmwwml’ahrie hibits intri ing techni (€3)

4].14672@: price of Tai Lue woven fabric corresponds to the quality of the fabric, (C5)

Lo.01432 The price of Tai Lue woven fabric reflects the cultural significance and storytelling
: value of the ethnic heritage. (C6)

H0.260232 Price (B2)
41.%854% price of Tai Lue woven fabric aligns with the intricacy of the patterns. (C7) ‘

The pricing of Tai Lue woven fabric is clear and
for {C8)

parent, easily

0.03065

—0.01 785~|Tai Lue woven fabric is available for purchase through online channels. (C9)

|1‘ai Lue woven fabric is showcased in decorated stores, attracting attention and
0.03821 lint from p . p 5. (C10)

0.067778 Place (B3)

fﬂ.ﬂDWS*ITai Lue woven fabric is sold in souvenir shops at tourist destinations, (C12)

ai Lue woven fabric is fi d in various exhibitions organized by ae
and private institutions. (C13)

ai Lue woven fabric is promoted through advertising in various media, including
ial media platforms, (C14)

{Dhcmmls or sales promotions are offered for Tai Lue woven fabric to attract hl_vers.]
C15)

—0.00192

—O.GOJTJ—ITai Lue woven fabric is presented at exhibitions and trade shows. (CI1) |
0.00410 ‘

+0.034821 Promotion (B4)

001963

Influencers are utilized to promote Tai Lue woven fabric and influence customer
isions, (C16)

—0.00917 |
Tai Lue woven fabric is widely worn not only in Chiang Rai province but also in ‘

Biadal other regions. (C17)
T |0.00730 ;‘l;?:s[;ue woven fabric is considered a valuable and socially accepted collectible item.
S0.13435- ‘Traditional Values |
(BS) (0,03538—{Individuals take pride in wearing Tai Lue woven fabric. (C19)

007575

__ITai Lue woven fabric is seen as a clear symbol and representation of the Tai Lue ‘

(€20)

Figure 3 Hierarchical decision model for Tai Lue woven fabric procurement.

1. The components of the Evaluation Matrix V; are calculated using Equation (3), where aij
represents the individual numerical values within the matrix, V; is the arithmetic mean, and nnn is the number

of values included in the averaging process:
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Vi = (H?=1 aij)l/n (3)

2. Standardizing the characteristic vector leads to the determination of the associated
weight coefficients, as shown in Equations (4) and (5). In these equations, VVl represents the weight assigned

to each criterion, Vl is the calculated arithmetic mean, and N is the total number of values used in the mean

calculation:

Vi
Wl - Z?:lvi (4)
1 A1 A, aqn
1/a 1 a_ a
Anxn (a’ij)nxn = : 12 : : :2n i

1/“’171 1/‘1’2711/‘1’... 1

Table 2 Evaluation of key decision criteria significance.

A B1 B2 B3 B4 B5 Eigenvector
B1 1 3 7 9 5 0.50282
B2 1/3 1 5 7 3 0.26023
B3 17 1/5 1 3 1/3 0.06778
B4 1/9 1/7 1/3 1 1/5 0.03482
B5 1/5 1/3 3 5 1 0.13435
Total 1.79 4.68 16.33 25.00 9.53 1.00000

5.2 Consistency Ratio Validation
The computed weights, derived from the insights provided by 25 experts, are documented
in Table 2. These weights were integral to constructing judgment matrices for individual criteria, allowing for
the calculation of normalized vectors. These matrices are crucial for determining eigenvalues and
eigenvectors, leading to the identification of the principal eigenvalue (Amax)- According to Equation (6),
this value is associated with the eigenvector W, where bij represents the matrix entries, and N denotes
the total number of values used to calculate the average bij- This computed average highlights the

importance of each criterion in the evaluation and ranking process.
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Anax = ?:1[2?:1 bi]'VVj] (6)

Upon completing the data weighting process, it is essential to conduct consistency
assessments to verify the accuracy of the weight calculations. The table provided presents the feature vectors
within the judgment matrix alongside their respective weights. To ensure the reliability of the data, a consistency
evaluation is performed after calculating the importance score weights. A Consistency Ratio (CR) value of <
0.1 indicates an acceptable level of reliability, while values exceeding 0.1 suggest the data does not meet the

required criteria. Lower CR values correspond to higher consistency.

_ (Amax—1)
Cl = Lnec) )
CI
CR = =1 (8)

Equations (7) and (8) detail the calculations for the Consistency Index (Cl) and the
Consistency Ratio (CR), where Amax represents the maximum eigenvalue of the matrix, and N refers to the
number of elements in the matrix, as outlined in Table 3. The Random Index (RI) provides a reference for
evaluating the consistency of the data. The conformity assessment results for various categories are shown in

Table 4, where CR values below 0.1 confirm the accuracy of the analysis.

Table 3 Consistency test metrics and numerical values (Wang et al., 2022).

n 1 2 3 4 5 6

RI © 0 0.58 0.90 1.12 1.24

Table 4 Assessment results for target categories.

Criteria A B1 B2 B3 B4 B5
A 5.24261 4.11847 4.11847 4.11847 4.11847 4.11847
max
CI 0.06065 0.03949 0.03949 0.03949 0.03949 0.03949
CR 0.05415 0.04388 0.04388 0.04388 0.04388 0.04388

6. Paired Sample T-Test for Categorization
After determining the quantitative weights, as shown in Table 5, we moved to the next phase
of the analysis, which involved conducting a paired sample T-test using data from each category. The

objective was to evaluate hypotheses concerning the decision-making process for purchasing Tai Lue
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weaving fabrics with three distinct patterns. The primary goal was to determine whether the mean scores
from these assessments revealed statistically significant differences. In this analysis, a significance level of
0.05 was consistently applied to assess the results. If the calculated P-value was below the 0.05 threshold,
it indicated that the results were statistically significant. This statistical outcome was crucial for identifying
and selecting products that held significant importance in the decision-making process. The hypotheses
(Hy and Hq) were formulated as follows:

e Null Hypothesis (Hg): 4y = Uy = M3 This null hypothesis assumes that there is no
significant difference in the mean scores from the decision-making process for purchasing the three different
patterns of Tai Lue weaving fabrics (Types A, B, and C).

e Alternative Hypothesis (Hq): iy # Wy # U3 This alternative hypothesis suggests that
there is a statistically significant difference in the mean scores, indicating that at least one pair among the
three types (A, B, and C) shows a significant disparity in the decision-making process.

Thus, in this study, two hypotheses were proposed: HO, which assumes no difference between
the means of the three Tai Lue fabric types, and Hy, which posits that at least one pair of fabric types exhibits
a difference in mean scores. The assumptions in this study designated {1 as the mean outcome for

purchasing Tai Lue fabric Type A, U, for Type B, and U3 for Type C.

Results

This section presents a summary of the decision-making process for acquiring the three types of
Tai Lue weaving fabrics, utilizing the Analytic Hierarchy Process (AHP) methodology. The AHP approach
was employed to systematically evaluate and rank the factors influencing purchasing decisions for each
type of fabric, providing insights into the relative importance of various criteria in the consumer selection

process. The findings are outlined as follows:

1. Results of the 4Ps Framework Analysis

The questionnaire used in this study was divided into two sections, each providing valuable
insights into the purchasing decisions related to Tai Lue weaving fabrics in Chiang Rai Province. The first
section gathered demographic data, offering a detailed profile of potential buyers. The second section,
consisting of 20 questions, explored factors influencing purchasing decisions, framed within the 4Ps marketing
model (Product, Price, Place, Promotion) and considerations for Cultural and Traditional Values. The results
provide a comprehensive understanding of consumer preferences and market dynamics specific to Tai Lue
textiles, serving as a valuable resource for businesses and policymakers aiming to optimize their strategies in

this niche market.

16



AU ITANERNS AW INENAEALATITE

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 aUiLfi 1 (UnTIAN-NEIEY 2568)

2. Insights from the Index of Coincidence (IOC) Evaluation

The 10C evaluation results emphasized the substantial influence of demographic and
socioeconomic factors, such as gender, age, education, and income, on purchasing decisions for Tai Lue
weaving fabric. These factors received a maximum importance score of 5.00, demonstrating expert consensus
regarding their significance. An Opinion score of 1.00 further confirmed the positive perception of these factors
among experts.

In the second part of the IOC evaluation, experts expressed favorable opinions on Tai Lue
weaving fabric. High scores were awarded for product quality, cultural significance, and transparent pricing.
However, factors such as weaving intricacy and price variations based on pattern complexity received slightly
lower ratings. Product availability online and its presentation in physical stores were well-received, while its
presence at exhibitions was rated less favorably. Promotional strategies, including discounts and influencer
collaborations, were rated positively, although social media promotions garnered less enthusiasm. The textiles’
cultural value in representing Tai Lue identity received a positive reception, though its collectibility as an item
was rated somewhat lower. The overall average score across all sections stood at 0.88, indicating a generally

favorable perception of Tai Lue weaving fabric.

3. Results from the Rating Scale Analysis

The survey conducted among 900 residents and tourists in Chiang Rai provided insightful
data. A majority of respondents were female, making up 75.78% of the sample, with the largest age group
being 40-49 years old (36.11%). Most respondents were married or cohabitating (35.67%) and held a
bachelor’'s degree (34.67%). In terms of occupation, self-employed individuals (18.22%) and government
employees (17.33%) were most represented. The predominant income range was 20,001-30,000 Baht,
accounting for 32.56% of respondents. These demographics reflect a diverse population contributing to a
balanced income distribution in Chiang Rai.

Further, we analyzed the evaluations for three distinct variants of Tai Lue weaving fabric—
Type A, Type B, and Type C. Type A received the highest average rating of 4.758, with the highest individual
score of 4.808 for factor C5 and the lowest score of 4.712 for factor C11. Type B averaged 4.687, with the
highest score of 4.718 (C19) and the lowest score of 4.647 (C4). Type C had an average rating of 4.628, with
the highest score of 4.685 (C5) and the lowest of 4.553 (C4). These findings highlight the preference for Type

A among respondents, likely due to factors such as quality, price, or overall perception.

4. AHP Method Analysis Results
Using the Analytic Hierarchy Process (AHP) method and feedback from 25 experts, we
identified key factors influencing the procurement of Tai Lue weaving fabric. Product quality (B1) emerged as

the most critical factor, with a weight of 0.50282, emphasizing the importance of fabric quality and weaving
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craftsmanship. Cultural values (B5) followed with a weight of 0.13435, highlighting their role in preserving
cultural identity. Price (B2) was also significant, with a weight of 0.26023, underscoring its importance alongside
product quality and cultural values. Place (B3) and promotion (B4) received weights of 0.06778 and 0.03482,
respectively, indicating their lesser but still relevant roles in influencing purchasing decisions. Overall, the
analysis underscores the importance of fabric quality, cultural values, and competitive pricing as the primary
factors guiding consumer decisions.

The data in Table 5 showcases the average scores obtained from Rating Scales for each item
across all three Tai Lue fabric types. These scores were multiplied by the corresponding AHP scores, providing
an effective evaluation of the procurement process for Tai Lue weaving fabric. Notably, product durability (B1)
was identified as a key factor contributing to fabric quality. Interestingly, within the Tai Lue segment (C13),
promotion (B4) was deemed less critical, even though the products were featured at exhibitions. This finding
suggests that consumers place a higher emphasis on practical quality over promotional displays.

The priority scores for the different Tai Lue fabric types reveal that Type A is the top
preference, with a score of approximately 0.957, followed by Type B (0.939) and Type C (0.929). These
rankings provide valuable insights for making informed purchasing decisions by emphasizing specific product
categories, optimizing resource allocation, and understanding the varying importance of different weave types

in the decision-making process. This scoring method ensures that critical fabric types receive appropriate

attention, while the overall value of other fabric types is not overlooked.

Table 5 Weighted AHP method results for the three Tai Lue fabric types.

Specification Type A Type B Type C
Main Second  AHP Average  Weight Weight Average  Weight Weight Average  Weight Weight
Criteria Criteria Score Score Score AHP Score Score AHP Score Score AHP
Product C1 0.13243  4.77556  0.95511 0.12649 4.68889 0.93778 0.12419 459111 0.91822 0.12160
(B1) c2 0.28350 4.80333 0.96067 0.27235 4.69556 0.93911 0.26623 4.67222  0.93444 0.26491
0.50282 C3 0.05923 4.77444 0.95489 0.05655 4.66778 0.93356 0.05529 4.57667  0.91533 0.05421
Cc4 0.02767  4.74778 0.94956 0.02627 4.64778 0.92956 0.02572 4.55333  0.91067 0.02519
Price (B2) Cb 0.14672 4.80889 0.96178 0.14111  4.69333 0.93867 0.13772 4.68556  0.93711 0.13749
0.26023 Cé 0.01432 4.76889 0.95378 0.01366 4.67000 0.93400 0.01337 4.64889  0.92978 0.01331
c7 0.06854 4.77778 0.95556 0.06549 4.69000 0.93800 0.06429 4.66556  0.93311 0.06395
c8 0.03065 4.77111  0.95422  0.02925 4.67444 0.93489 0.02866 4.65444  0.93089 0.02853
Place (B3) C9 0.01785 473778 0.94756 0.01691 4.69444 0.93889 0.01676 4.62222  0.92444 0.01650
0.06778 C10 0.03821 4.77222 0.95444 0.03647 4.71333 0.94267 0.03602 4.65444  0.93089 0.03557
C11 0.00373  4.71222  0.94244 0.00351 4.67111 0.93422 0.00348 4.60111  0.92022 0.00343
c12 0.00798  4.72222 0.94444 0.00754 4.68000 0.93600 0.00747 461333  0.92267 0.00737
Promotion  C13 0.00192  4.75000 0.95000 0.00182 4.67222 0.93444 0.00179 461111 0.92222 0.00177
(B4) C14 0.00410  4.75444 0.95089 0.00390 4.68111 0.93622 0.00384 4.62556  0.92511 0.00379
0.03482 Cc15 0.01963  4.79111  0.95822 0.01881 4.71444  0.94289 0.01851 4.66556  0.93311 0.01832
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Specification Type A Type B Type C

Main Second  AHP Average  Weight Weight Average  Weight Weight Average  Weight Weight

Criteria Criteria Score Score Score AHP Score Score AHP Score Score AHP
C16 0.00917  4.77667 0.95533 0.00876 4.69889 0.93978 0.00862 4.65222  0.93044 0.00853

Cultural c17 0.01582 4.71222 0.94244 0.01491 4.69111 0.93822 0.01485 4.60667  0.92133 0.01458

and Cc18 0.00739 4.69889 0.93978 0.00695 4.67556 0.93511  0.00691 4.58000 0.91600 0.00677

Traditional  C19 0.03538 4.73111  0.94622 0.03348 4.71889 0.94378 0.03340 4.62889  0.92578 0.03276

Values C20 0.07575 4.77556  0.95511 0.07235 4.71778 0.94356 0.07147 4.66111  0.93222 0.07061

(B5)

0.13435

Type Selection Percentage 0.95660 0.93860 0.92923

5. Paired Sample T-Test Results for Fabric Type Selection

As presented in Table 6, a paired sample t-test was conducted based on the assumptions

outlined in the study. The test involved calculating average scores from questionnaires administered to a

sample of 900 individuals for each of the three Tai Lue weaving fabric types: A, B, and C. The purchasing score

assigned to each pair of fabric types serves as a key statistical indicator of the model's ability to differentiate

between products and its effectiveness in guiding product selection.

When the p-value calculated from the t-test falls below the 0.05 significance level, the null

hypothesis (Hy) is rejected in favor of the alternative hypothesis (H; ). This outcome demonstrates that there

are significant differences in the decision to purchase among the three Tai Lue fabric types at the 0.05

significance level, thereby reinforcing the reliability of the purchasing decision score for each fabric type.

Table 6 Hypothesis testing through paired sample T-Test.

Paired Differences t df Sig

Mean Std. Std. 95% Confidence Interval of (2-tailed)

Deviation  Error the Difference

Mean Lower Upper
TYPE_A-B  .07028 .03125 .00699 .05565 .08490 10.057 19 .000
TYPE_A-C 12961  .02845 .00636 .11630 14292 20.377 19 .000
TYPE_B-C  .05933 .02848 .00637  .04600 .07266 9.317 19 .000

Discussion

The AHP method applied in this study integrates various analytical techniques, including the 4Ps

framework, Index of Coincidence (IOC), and Rating Scales, to thoroughly evaluate the factors influencing

purchasing decisions for Tai Lue weaving fabric. Consistent with previous research by Bahari et al. (2020),
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Dhiman, Chand, and Gupta (2018), and Kasirye (2022), consumers continue to prioritize product quality,
pricing, accessibility, and promotion. The 10C results demonstrate unanimous expert agreement on the
importance of demographic and socioeconomic factors, supporting findings by Arfan et al. (2019), Ginting and
Sembiring (2018), and Hartika and Syamsuri (2022). Moreover, consumer preferences reflected through Rating
Scales align with studies by Arora, Rani, Devi, and Gupta (2022), Septiyana et al. (2022), and Vitianingsih et al.
(2023).

The AHP analysis further emphasizes product quality, cultural values, and pricing as key
determinants, echoing the findings of Jain, Sangaiah, Sakhuja, Thoduka, and Aggarwal (2018) and Oblak et al.
(2017). Product quality emerged as the most significant factor (0.50282), consistent with research by Arfan
etal. (2019) and Septiyana et al. (2022). Cultural values also played a substantial role (0.13435), corroborating
the work of Utami et al. (2022). Pricing remained a critical consideration (0.26023), as observed in studies by
Arfan et al. (2019) and Khare et al. (2020). These findings collectively confirm that product quality, cultural
values, and pricing are pivotal factors influencing Tai Lue weaving fabric purchases, reflecting universal trends
in textile research (Orajit Chatchawan & Wanwisa Paisri, 2018; Septiyana et al., 2022).

This study expands upon prior research on textile consumer behavior by integrating AHP
methodology with the 4Ps marketing mix, offering a structured decision-making framework specifically tailored
to traditional textiles. Unlike previous studies that primarily focused on individual consumer motivations (Ginting
& Sembiring, 2018; Khare et al., 2020), this research provides a hierarchical prioritization of purchasing factors,
revealing that product quality outweighs price and promotional efforts in influencing purchase decisions.

An unexpected finding is the relatively low impact of promotional strategies (B4) in influencing
purchasing decisions compared to cultural values (B5). While conventional marketing theories often emphasize
the importance of advertising, discounts, and influencer marketing (Noppawan Pongsiam, & Jaruporn
Tangpattanakit, 2023), this study suggests that consumers place greater importance on product authenticity
and cultural heritage. This contradicts prior research that found promotional campaigns to be a key driver in
fashion and textile purchasing behavior (Akintayo, 2021). The findings indicate that Tai Lue fabric businesses
should shift from promotion-driven marketing to value-based branding, highlighting craftsmanship,
sustainability, and cultural identity as primary selling points.

The findings of this study align with key marketing theories, particularly Consumer Behavior Theory,
Brand Equity Theory, and Relationship Marketing Theory, which provide a structured framework for
understanding how consumers evaluate and select products. The results support Consumer Behavior Theory
(Solomon, 2020), which suggests that purchasing decisions are shaped by psychological, personal, and social
influences. The strong emphasis on product quality (B1) and cultural values (B5) indicates that consumers
value authenticity, craftsmanship, and heritage, consistent with prior research on traditional textile markets

(Septiyana et al., 2022).
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The high weight assigned to cultural values (B5) and product quality (B1) reinforces Brand Equity
Theory (Aaker, 2014), which posits that brand recognition, perceived quality, and emotional attachment
influence purchasing behavior. To enhance brand equity, Tai Lue textile producers should emphasize cultural
storytelling, craftsmanship, and heritage-based branding strategies to build consumer trust and loyalty.

The study’s findings also align with Relationship Marketing Theory (Morgan & Hunt, 1994), which
emphasizes long-term consumer engagement over one-time transactions. Given the cultural significance of Tai
Lue fabric, businesses should focus on community-driven marketing efforts, such as collaborations with cultural
institutions, sustainability initiatives, and heritage tourism programs to foster deeper consumer connections.

To enhance the competitiveness of the Tai Lue textile industry, businesses should focus on strategic
differentiation, pricing optimization, digital expansion, and sustainable practices. Emphasizing handwoven
craftsmanship and traditional motifs in branding, along with obtaining Geographical Indications (GlI)
certification, can strengthen authenticity and cultural appeal, while premium product lines can cater to high-
end markets. A tiered pricing strategy should be adopted, ensuring affordability for general consumers with
Type A fabrics, while positioning Type B fabrics for collectors and heritage enthusiasts.

To expand market reach, businesses must leverage e-commerce platforms, employ social media
storytelling and influencer marketing, and incorporate Augmented Reality (AR) technology to enhance the
customer experience. Sustainability and ethical marketing should also be prioritized by promoting eco-friendly
dyeing processes, forming partnerships with sustainable fashion brands, and showcasing the economic
benefits to local weaving communities as part of Corporate Social Responsibility (CSR) initiatives. By
implementing these strategies, businesses can strengthen their market positioning while preserving the cultural
and economic significance of Tai Lue textiles.

In conclusion, the application of AHP methodology in this study enhances our understanding of key
factors-product quality, cultural values, and pricing-that influence Tai Lue weaving fabric purchases. These
elements play a crucial role in differentiating Tai Lue woven products within the textile market. Moreover, by
integrating insights from Consumer Behavior Theory, Brand Equity Theory, and Relationship Marketing Theory,
the findings provide a theoretical foundation for understanding consumer motivation, brand perception, and

long-term customer engagement in the traditional textile industry.

Conclusion and Suggestions

This research explores the Tai Lue woven fabric, a product deeply embedded in the cultural heritage
of the Lue ethnic group. As interest in Tai Lue weaving fabric continues to grow, competition in the textile sector
has intensified. The primary objective of this study is to provide insights into the factors influencing consumer

decisions in this unique market. By utilizing the Analytic Hierarchy Process (AHP) along with the 4Ps framework,
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Index of Coincidence (IOC), and Rating Scales, this study offers a comprehensive understanding of the
consumer decision-making process for Tai Lue weaving fabric.

Key findings from the research highlight the dominant role of product quality, which distinguishes
Tai Lue fabrics through superior craftsmanship, durability, and intricate weaving techniques. This characteristic
greatly influences consumer purchasing decisions. Additionally, the cultural and traditional significance of Tai
Lue fabric (B5) is crucial, symbolizing cultural pride and identity. Price (B2) is another essential factor,
particularly when considered in combination with product quality and cultural values. These elements together
establish Tai Lue weaving fabric as a valuable proposition due to its combination of quality, cultural significance,
and affordability. Furthermore, consumer preference for Tai Lue fabric is evident, with Type A receiving the
highest priority score, indicating a strong preference for its quality, cultural significance, and price.

The study’s findings align with global sustainability objectives, particularly SDG 12: Responsible
Consumption and Production and SDG 8: Decent Work and Economic Growth. The promotion of Tai Lue
weaving fabric directly supports sustainable production practices by preserving traditional craftsmanship,
minimizing environmental impact, and promoting the use of natural fibers and dyes. Additionally, the Tai Lue
textile industry plays a vital role in fostering local economic development, aligning with SDG 8, which
emphasizes inclusive and sustainable economic growth. By encouraging ethical production methods, fair labor
practices, and community-based entrepreneurship, businesses in the Tai Lue textile sector can enhance both
economic resilience and cultural preservation. Policymakers and stakeholders should support capacity-
building programs for weavers, implement sustainable sourcing practices, and establish market access
opportunities that ensure long-term industry viability.

Future studies should explore the longitudinal impact of branding efforts on Tai Lue fabric sales and
investigate cross-cultural comparisons in traditional textile markets. Additionally, integrating fuzzy-AHP models
or machine learning techniques could further refine decision-making models, offering enhanced precision in
understanding consumer preferences.

By leveraging the AHP methodology, businesses can make more data-driven decisions and tailor
their marketing strategies to better align with consumer preferences. The practical recommendations outlined
in this study offer valuable guidance for industry stakeholders, enabling them to enhance product positioning,
strengthen brand loyalty, and ensure long-term competitiveness in the evolving textile market. Furthermore,
aligning business strategies with SDG principles will promote sustainable development, economic inclusivity,

and cultural preservation, ensuring that Tai Lue textiles remain relevant in the modern marketplace.
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Abstract

The aim of this study was to investigate the effects of price perception, appearance perception,
brand preference, and brand experience on consumers' repurchase intention. The case study was
conducted at a retail shop in Surat Thani Province. The population and sampling group consisted of
consumers over 16 years old who had purchased products from the store’s three branches. Data were
collected using 335 sets of questionnaires through a stratified sampling method. The statistics used for data
analysis included descriptive statistics, such as percentage, mean, and standard deviation, while inferential

statistics involved analysis and multiple regression analysis.

The findings reveal that price perception was at the highest level (X = 4.35), similar to brand
experience (X = 4.35). Appearance perception was also at the highest level (X = 4.27), followed by brand
preference (X = 4.25). There are three variables affecting repurchase intention, prioritized as follows: brand

experience, appearance perception, and brand preference.

Keywords: Repurchase Intention, Price Perception, Appearance Perception, Brand Preference, Brand
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Abstract

This research examines local retail businesses through a case study of a selected local retail
establishment in Thailand's Upper Northern region. The objectives were to study: consumers' perception of
brand equity in local retail businesses; how consumers' brand equity perception influences their purchasing
decisions at local retail businesses; and how consumer localism affects purchasing decisions at local retail
businesses. The study population consisted of consumers who patronized a specific local retail business in
Chiang Rai, Phayao, and Chiang Mai provinces, with the total population size unknown. The sample size
was calculated using Cochran's formula, and stratified random sampling was employed. Data were
collected through questionnaires. Statistical analysis methods included frequency, mean, standard
deviation, multiple linear regression analysis to examine brand equity perception factors and their impact
on local retail business patronage decisions, and simple linear regression analysis to test the relationship
between localism and decisions to patronize local retail businesses.

The findings revealed that consumers of local retail businesses demonstrated high levels of
brand equity perception, with brand awareness showing the highest value, followed by perceived quality,
brand association, and brand loyalty. Regarding localism, the study found that consumers support local
stores and feel familiar with and emotionally connected to these stores. Furthermore, the analysis showed
that statistically significant brand equity perceptions affecting decisions to patronize local retail businesses
included brand awareness, perceived quality, and brand loyalty, while brand association showed no
statistical significance. Consumer localism was found to influence decisions to patronize local retail

businesses at a statistical significance level of 0.001
Keywords: Brand Equity Perception, Local Retail Businesses, Localism
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ARIATY: ANNIALNIANIZAA, ATHTTAAYINENEY, HANIANTUAURSIIA BN AIAN LAZEITHNNLNA
Abstract

This study aims to examine the relationship between sustainability indices and firm-idiosyncratic
risk by analyzing a sample of publicly listed companies on the Stock Exchange of Thailand that have been
assessed for their sustainability performance. The assessment includes environmental, social, and
governance (ESG) performance scores, along with an overall ESG score obtained from the Refinitiv Eikon
database, covering the period from 2018 to 2022 and comprising a total of 562 samples. The findings
indicate that environmental, social, and governance performance scores are not significantly related to
firm-idiosyncratic risk. This suggests that firm-idiosyncratic risk is specific to each company and may not
be substantially influenced by ESG practices, which are more closely linked to broader systemic factors.
When disaggregating the ESG score into its three components, the results show that environmental and
social performance scores are not significantly related to firm-specific risk. However, governance
performance scores exhibit a significant positive relationship with firm-idiosyncratic risk. This may be
attributed to stock trading behaviors, wherein investors seek to invest in companies with good corporate
governance but lack sufficient information, leading to increased stock price volatility. Furthermore, the
study finds that companies operating in sensitive industries have significantly higher average ESG

performance scores than those in non-sensitive industries.

Keywords: Firm-ldiosyncratic Risk, Sustainability Indices, Environmental, Social, and Governance (ESG)
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Ll@an1zAA (Idiosyncratic Risk, IDIOR) r;’fmma@mdqmﬁ'mmummﬁmmmﬁhmmmmmLﬂ?ﬂi@u (Standard
Deviation of Residual Term) AUnfiaeseaiauisinsaemevdnnineluid

guiusaulsrauanAuaMAINNUIAE luaRs (1M1 Annisa & Hartanti, 2021; Anwer et al., 2023;
Benlemlih et al., 2018; Sassen et al., 2016) 1AL ULIATRILFEN (Size) ATUINIANNABNTINNETINTR (Natural

Logarithm) 289@uninesan Anudannsnlunisyninlsdnansmsuanauunuainduning (Return on Asset,

a a o

ROA) Aruanslaennsunsinlsudan #dulddasRunsnesandaieds dadouniiau (Leverage Ratio, LEV)

o

AualagnIssuiidusnmaduninegson wazdnsdouyarnieiinydseyar1nimain (Book to Market

%

Ratio, BTM) Awanulagnisvnsyasmistnydsefudiayarmnaiasedu lnedesadldluntsduniiouls

al

o

5119 <1 ldN1a1n Refinitiv Eikon uaz ThaiBMA waziutianaesiunisdnen Al
IDIORi’t = o + B,1ESG SCOI‘ei'.c + BZSizei't + B3R0Ai,t + B4LEVi,t + BSBTMi,t + e

Tnaagiandouaesdantsuaznisinanluasnei 1

M197199 1 ATENNLazN3IRATAQWL S

Uszinnsauls | Fasaus ANUENNILAZNNSIAAN

AanlsmN IDIOR ANLALIANZFIU99135W Sarnlne 14 Fama-French Three-Factor
Model

panlsasse ESG Score | faiidnanueiaiiu §nA1annATuLLHAN AL U UA AR e

AAN LAZEITNIALA (LNOLFAZLUL O — 100)

AusAILAN | Size PUIAYBILFEN TRAAIN Natural Log 189&UNIWElT9N
ROA ANNAIN17011N199N T TRANANN SR ARDLILNUANRUNTNET (%)
LEV ind01nildn TANANNERMAMTAUIINARRUNSNERIN (%)
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dszinnmauls | Famauds ANUENNULAZNISIAAN

a !

BTM DRTAIUYAAINNTTYTABYAAINAAA (%)

P

#19F1 ESG Score 1u $1uAda R g wuniluaziuunani s iueluLiazdugan ianas
negaURNANIN Han1seiuuluusarduTes ESG 1y denasiennuidsenisiireitinitel e
E Score Af ALULUNANIIANILINUALAILIAGEN S Score AB AYLULNANITANLTALIN WA UFIAL LAY
G Score A8 AZUUUNANTANILINUAIUBTINAALNS TUN1TNAREUTNAINIAELa N = AT LT EmEl
AR UST U AN AT LA LR IWA RN FIAN LAYEITHNALNG (ESG Score) wazfnullsnaupnmzals

A ld353AINzINNsANRENARL (Multiple Regression Analysis)
Nﬂﬂ']ﬁ‘ﬁﬂ‘]&ﬂ LLﬂgﬂﬁﬂ‘i’]ﬂ )|

Nuidafsusndayaannguiaetigauou 562 Anatne duduuidnaanzidaulunain

wanningduiitszmalnanlifunisdszifivaziuunanisaniineudiudauanden 438 wazo9INIALIA
=< Y 2 o AN o A o . gy P = a o % !

(ESG) Gvaziiauneiniddnaaudstiuain Refinitiv Eikon wazidayanldlunisAneidduasudouszudned
W.A. 2561 - W.A. 2565 wanannil gads liudingusioatieminalugeulnaaegaaIunssn (Industry
sensitivity) AITNN199AUTELANUAY Global Industry Classification Standard (GICS) ‘Emm?ﬁmﬁfagﬁluﬂ@im
WA (Energy) NaNTan (Material) uaznguansnsngllna (Utility) gsnanagluanaiunssuangu nnswiiu
sashNLeanaaes uargsnatuiivdminglug azgndntsvinnidugaanunssuniaainseulg (Garcia,

' o 1

Mendes-Da-Silva, & Orsato, 2017; Yoon, Lee, & Byun, 2018) §4nguaAnat19a11491 562 2019 tdungu

Faatnvaingaatunssufiiarnaauluafenar 21.71 Tnallanuoudaatisuanninauaauluones

gaamnssnluusazduazdayanivadsilessiurenguioetnauandlumised 2 uaznnsei 3 Auaau

AT 2 IUIUNGUALBENUENAINUTZANGRAUNTTN

1 w.a. | dszinnananunssy UM OLTE
2561 Non-sensitive 28 4.98
Sensitive 12 2.14
2562 Non-sensitive 72 12.81
Sensitive 21 3.74
2563 Non-sensitive 98 17.44
Sensitive 26 4.63
2564 Non-sensitive 127 22.60
Sensitive 34 6.05
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1 w.a. | dssinvgmaiunssy UM Faeay
2565 Non-sensitive 115 20.46
Sensitive 29 5.16
NANAIRLINTIN 562 100.00

a o aa & o " e | A
A1TN 3 ﬂﬂ?ﬁj@‘ﬂ’]\?@ﬂmLU@\?WH‘II@\?ﬂQNﬂQ@EI']QV]ﬂﬂHW

Aauls Aads dauﬂmmummﬁm AEER AEIEA
Aaulsmn
IDIOR 0.188 0.116 0.035 1.097
Aauilsdase
ESG Score 52.158 18.272 2.396 91.790
E Score 44.018 25.488 0.000 97.415
S Score 58.865 21.627 2.399 97.828
G Score 50.313 20.826 1.344 95.329
AausAILAN
Size 10.749 0.744 9.141 12.646
ROA 0.058 0.072 -0.209 0.634
LEV 0.319 0.204 0.000 0.829
BTM 0.715 0.602 -4.401 3.849

AINATNN 3 AZLUUNANIIANRUINUFURIIARN FIAN LAYETTNIALNA (ESG Score) Taninauaf

! o 1 =

n19UaztiuAzUUUE AB 0 - 100 WUdN nguAat19ilAzLUL ESG sanag luszAuiliunany uazidanansun

q

'
2 a % 3

AzuUUEANNIAHBNUlLLAAZ A Ae AUAIWIAREN AUAIAN LaTAUEITNIALNG Anudd aglusyitiiu
nansanatuiu at1elsfinan Auninuazaeuaavesnindanadays ESG m@qmjuﬁfmﬂ'w&uﬁ@uﬁw
WANFNTY ﬁmam’]mmﬁ'qmﬁ'mLuummgmﬁﬁm@jq fwiupaNIAEannzAT89L3E (IDIOR) Tl
Aiade 0.188 zﬁ'autﬁmmummgm 0.116 WAAIIN mﬁuﬁmﬂ’mﬁs:ﬁummlﬁmLawwxﬁqﬁﬁfauﬁw

PANNUAEIAEIT L
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A19199 4 daganadnidessiurasdaulsdaszauunaulssinngaaiunasy

Aauls szinnandvingsn | A1uau AR dqul.ﬁmmummg'm
IDIOR Sensitive 122 0.162** 0.091
Non-sensitive 440 0.195 0.121
ESG Score | Sensitive 122 57.421** 18.476
Non-sensitive 440 50.699 17.965
E Score Sensitive 122 54.910** 24.953
Non-sensitive 440 40.999 24.829
S Score Sensitive 122 63.007** 20.644
Non-sensitive 440 57.717 21.775
G Score Sensitive 122 53.795** 17.552
Non-sensitive 440 49.347 21.565

WaNansnnARan 1A uLlIBasza LU ATNAYINE UL T0IgAAIUNIINAINAIINT 4 WU

= = o

Uismlungugnaiunssunipanudaulig (Sensitive Industry) HAnidssianiziaadaandnusEn lungu

|
] IS o [ % =

grarnssud laiiinannaaulun (Non-sensitive Industry) aeineftiadndny Geanaiiulilaan Aanislungu
graunssugauluadnuiunilegnacuan inguiaeauiiiuguazesnaiy nasidnganaivnssudlszinnil
Huldldreudreaanndngnaunssunlifinoingeulue aadunisaninnisudsduniegsia 19
y S o o doa b © e ade
ANNUIARBNNNIANHUUT ABUTNTUAY ANIEERRNIZAIRALRAINGT TudautesdaudsdaiTdinaay
FIEUTITAAINAZULUNIIANTRIUAURIWINAaN IAN UATEITNIALNA (ESG Score) wuan 13En lung

arannssuiidpaugaliadl ESG Score Tatiadugendnusinlungugnaiunssuilifinneeulun atnadl
gAY 49nARBITUNANIIANENT99 Garcia et al. (2017) fladunedn u?ﬁwiuaqmmumwﬁﬁmm'a'fau"l,m
Anazidaenan1?A1HUIIUATY ESG mmmmﬁﬂﬂﬂﬂm%L%ﬂﬁsaLﬂuiﬂquwﬁmmmmﬁm
(Legitimacy Theory) wananni ileugnidunzuuunanisdiiueuiuduandas (€ Score) Audens (S
Score) WAYAIUETINIALIA (G Score) WAINLIFI u?ﬁﬂumﬁwqmwmmﬁﬁm’nm’@uimﬁmfzu,uumfr

o o v 1

AW 3 Aulpeiedagand v lunguanamnssuinliiianueaulmatinaiidadnAtysne i
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A5 5 N139LAINTHAN AN AN B anduRus N e Fdw

Aauls (1) ) (3) (4) (5) (6) (7) (8)
(1) IDIOR 1

(2) ESG Score | -.096" 1

(3) E Score -1347 867 1

(4) S Score -160° 891 769" 1

(5) G Score 079 600" 283" 286 1

(6) Size -259° 4547 4717 5077 028 1

(7) ROA 187 1560 -184  -161  -016  -262 1

(8) LEV -013 -.064 -029 -113° 024 136 -291 1
(9) BTM -018 1457 1437 1927 009 2597 -176 -147

o

oo e x UARIDNTEALTIIAN VQ_,I 0.01, 0.05 waz 0.10 ANNANAL

=

A137199 5 LAANAN AN L ANBANANRUTLNETAW WLTY AITNIRLNLANIZFAI891319N (IDIOR) |

ANNNA NN UTTIA LA UAZLUUHANT AU WA WAL ARAN A9AN LATEITNIALNA (ESG Score) aginai

WadAtYNTzAL 0.05 uazimnuduiusidsauiuns LLUHANNIATILEN LRI AN (E Score) LAz
#9mu (S Score) Rse TUdRg1 Aty 0.01 wananifanLdn dauilsdaszunefaulafanuduiusuesied
e Aty FAdeaslavinnsmaaauan Variance Inflation Factor (VIF) wazAn Tolerance WA ie Wiladnld

frTywmnudunusiuszninesiaulsdasy (Multicollinearity) fianadanasanisiAmziniIannes

AN9199 6 NANNIILATITUNNINADAE

(1) VIF (2) VIF
ESG Score 0.000 1.296
(0.828)

E Score 3.322E® 2.562
(0.113)

S Score 0.000 2.810
(-1.110)

G Score 0.001** 1.140
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(1) VIF (2) VIF
(2.408)
SIZE -0.044** 1.416 -0.036** 1.581
(-5.821) (-4.545)
ROA 0.130 1.202 0.117 1.209
(1.812) (1.622)
LEV 0.035 1.189 0.022 1.231
(1.396) (0.875)
BTM 0.014 1.149 0.014 1.150
(1.675) (1.685)
Constant 0.618** 0.545**
(8.255) (6.836)
Adjusted R® 0.068 0.075

(1) IDIOR; = By + B1ESG Score; + B,Sizej; + B3ROA; + B4LEV;¢ + BsBTM; + ¢
(2) IDIOR;; = By + B1E Score; + ;S Score; + B3G Score; + B4Size; + BsROA; +

B6LEViy + B,BTM; + €

o o A e s a o A G A 4 aa o
AAXNUUTTINALLINAR ﬁqﬂmﬂﬁ‘zﬂ‘ﬂﬁ (B) W'JL@%V]@%GLHQQL@UW@ AARNR t, **TrALILIAN

o o

a1nNNNIATIZNNTaAnesNLan luA1T197 6 ARANL (1) Wu91 HAN Adjusted R® winfiu 0.068

WARNTN AZIWWNNIANEUAUAILIARRN AIAN LAZEIINILA (ESG Score) UATAULLIAYLIANAINITD

BRUNEANNN LTI UIBIAN NIRRT A9 IFFasay 6.8 a8in9lsAnIN AINNNINAZeLNNTALATIZH

ANINADBLINLIN ALLLUNANITANINIUAUAINAAEN FIAN LATEIINIALNA (ESG Score) TR ANNENALS
AUANNIAENIRNNZ A 8913 eIl A ATYNTZAL 0.05 TLNENTUIATDILTIN (Size) NUANUANNUSIT
aufuANNLAEaNTZAdTevL T a1l T d Aty
dl o & v 1 o a v Q’ v
Wausnearlsznauaed ESG Score 1w 3 a9Alsznas TauA AZMULEANTITANTILNILALRIWIAFDN
(E Score) AZLUUNANITAMRIUINUANUEIAN (S Score) WATAZLUUNANITIANIWINUAIUETINIALNEA (G Score)

pandmaliumnsaf 6 meanil (2) wudn JA1 Adjusted R? windu 0.075 wa@medn Azueun1sa1iivaululsay

a o

AuLazAauLlsAILANAINITNaT LN AN LLTLTINIRIA NI AR IRN R I I Fat Ay 7.5 ann1g
o

o &

NARALINNTAATZINNIANRENWLIN E Score Uaz S Score TEAMudniusiLAmdesanizsia ua G Score

o

FANMNFURUSTILINTUAIHNIALRN LA 89L5 1B NN T8 1 AU s2FAU 0.05 wan9qn LHaLTEMA ALY

(7
[

HANNIANELNUATUETINIALNA AN AR RN ZAIT991 T EN A 49T
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o &

UANANG WHaNanTAN VIF wuqn lifmaulsaasslalugaunisannas A VIF 40nn97 3 wamaqn
Aautlsdaseldimuduiusiuuniiuly acladdiloyun Multicollinearity (Hair, Risher, Sarstedt, & Ringle,

2019)

andsaua

1
v a g

faquiugsiaseandayiunisdasuulamaisdundanansenusierssgia 43an uazduanden

(7

va o

4 A ey 4 b4 & 4 R d' . .
1adlan e linanisaiiugsnalaeenedstiu Aazdesiinsdiudamewseniudaiunisfauudasing o 1
v o o~ v o . = - .. d d o .
AasAHugInan e lANANUIIENALNe AN13LTU9aAN1sANIAEiaanTan1anaviinANNLIAE UL FD
o - | el v o = ) . %
ningnsasesAnsuasnansznusagiaculdids sandenauauessianislanuulasresan nwInAaNNIg
a 1 = a a £% o =K K dl Yo vy £% U o Y o K K L a a
93722 19NUILANTNIN UBNANATABIANTRINKAR LW WA LED o uLAY SefasA1ilanenisaiiilugsna
BEINNAMNTURATOUAAIANLATRILIARANDNALY BEN9IIAAIN AINAITNAFDUNLIN ATLUUNANIT
ANIUUAURIIAREN FIAN WATETTNIALNA (ESG Score) Tl A g misiLAuR e aniri a9t
| Ao o o R a P o a Y H o o 6 wal a o P
ateflitfadnAty Feanaadunaladn n1ganfiunisdinu ESG duuddnazyinldin1sudmsdanisaudssuas
N13NTLANLANNHLALNTATUINTLAULEEN WANENAAEdINaREN1TANAITBIANLRENIEATELIL (Systemic Risks)
UINNTINITAARITBIANNIABURNZAIVBILITEN (Idiosyncratic Risks) 1HBIRINAINNELURNIZAINANN
o 1 a o = ] Yas 1 a o o o a o dl £ o
NzanzasiuwiazL3Em aseialilafunansenuatnafitiadrAtyanuuidjiis ESG Naanadasiuiloym
Andrendnuaziduszuuninngn Aleksandra and Petrov-Nerling (2023) 8511891 m?ﬂﬁﬁﬁmqﬁm ESG
daulngAseuAguANIRBUTI LU LN LTENA L ABUNTYAINNNTRANTUIATUATIIAREN §IAN LAY
a \ | a Y Y o Ao o A s a Y
FTTNINLNA LU N1TAANANTLNUFARIWINARN N3 RN NsRAINTna9Tlanae19llsz@nsn N 4enAang
US89 Albuquerque, Koskinen and Zhang (2018) AinL41 Aangsus1u CSR AanANNLALNITITYLLLAY
Wnyar liiuesdng wanainil puunanuazreuingeenisiamedeys ESG feasuansneiuetnamin
gnintddnngumetaiiuldandsuiaauunnsgiuideuinaganuandlunimed 3 wdvndanilsela
T1N1991891% ESG 144091 819418190 4AN1suazilame A nidedu o 1iandd avenaazlidanansenusie
ANNNIA LN Z A9 EN Ine M T
d‘ 6 o U 1 o a £ QI U
WaueneaAlsznauaed ESG Score 1w 3 a9Atlsznas taun AZUULEANITANTHRIIKAN LRI WIAREN
(E Score) AZLULNANITARUINUAIREIAN (S Score) WATAZLUUNANITIAMRIUINUAILETININLNA (G Score)

o  a

WL Hie G Score WNTUNTAMNFUAUSITILINAUAN WA ENIRNI AR 189139 At N9 NTB 1Ay wamnedn

&

IHRUTENHAZLUBNANIA MBI WA UEITHI AL ATNNTY ANIALAURNZ AL FENAAz gl wldnAzuuw
HANNIANHRIUAUsIINN AR Az aTaulan s iuguanansdaiunalnlunisduinaeunia luliessnsd

AN 1918 15119ANLRENBENIUNI AN WA Ferreira and Laux (2007) 83118197 m?ﬁu‘%ﬁwﬁm?ﬁﬁﬁuqm

a

Aan197A aansziuliinasuniauandasnisdundeiuluddimunauiiasaniuinilanatiesnazgn

'
aa o

wnfFaulnsgiafunieuialunisnauauisEm (Controlling Shareholders) NM3@aa1 87N LABIN AL

Q

k3 3

Pildayarion (Less Informed Investor) wza liildasa (Uninformed Investor) wanilaznszsfuliiinnnsiasnef
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¥ =< o [ ¢

anatanei i lmdaeeyialy (Private Information) Sasandasnauannine denalidsnarnannineiinnig

O]

o

A ulmaTuus uazyin lianauBAINUANTNI NIz HiauA IR LI RN T84T EN TN AN T UNI W

¥ 1

NINAU WANFNNANNNITTRI BN NATRIN A WA T WTIR 83NN (Informed Investor)

al

v
o ' a

Arufudoutlsaauantu wud BNeIuIAT99U3EN (Size) NHAINANRUSITIAUALANIADS

LRNNZAT8ILTEN Lanedn UTEnTaunalvnininannsuinndnasainnsnsannisannuideslalszansnn

NIUFENIUIALAN ADARRBINLNNUINEILDS Annisa and Hartanti (2021); He et al. (2023) was He et al. (2023)

asluazdaiduauue

'
o =2 o o 'S 1 = o A

INUITHHANHIANNANANUS T2 NI AT RTTAA21NE9E W (Sustainability Index) WaZATNLALS

laNIZAa (Idiosyncratic Risk) 784135 N tna@nwiannnandoatremidunzimaanzsidauluaaianannine

wiaszmalng N1FTUN1Us R UNAN17AHRITUANUANNEIEY TN AZLUWEANITANTNI LA URILIARDN
A9AN BAZEITNIALIA AZLULNANITA NI UATUAILIAREN AZUUUNANITANRUINUATUAIAN LAZAZLL
HANITANIUUAIUEITNNALNS ANg Uty Refinitiv Eikon FAuwsis w.e. 2561 019 W.A. 2565 NAN1TANH

WU AZLBBEANIIANEUIN WA URILIARAN F9AN LAYEITNIALNA (ESG Score) TR A NANWUS AL

|
o A

ANNIALNIANZ A TAILEEN BN A1 ATY 1899 INANNIAELANTIZAINANNIANIZIAN LA TLLARZLTHN A

o

ana il ldunansenuatneliiidr Aryannuwidjiis ESG Nasnrdasiulymnndrendiuasiduszuuninnds

o

WALLHALENDIALTENaLUBY ESG Score 111 3 B4ALIENAL WLGN AZWUUNANITANIWINUAIUTITNIALNA

o v A o ISIGF o

(G Score) HpuduAusideuaniuaANNdeenziresLT i adldadn Aty %m’mﬁmmm’m%mwﬁ:u

|
a o aa o

o Ay s VY o a A
qqﬂuﬂ@ﬂnumi}lﬂﬁl@%@LLﬁ]m@\‘iﬂf]?@Qnuiuﬂiﬂwmﬂﬂq?ﬂqﬂu@]LL@ﬂ@ﬂq?WQ

D

£
a o aa a o [

nmiddeiidsclomidmivisdmndeanisaiiugsiastedetin Insaitivnuniuisreusedins
wazdauandannieliuansssnniung Inednliidinisususdnnisaanidesinafiansnnanudessiu ESG

NNz aNAULTENLATLITINNTBIAAAIUNIIN TI81AEHARBANHNIALNTBILTEN S9N DIANNIALNITITEUL
2189gAA1UNITN anltanianaziinaudannesagidiuliide uaznauauesdanisidasuulasnes
g a v 1 = a a ° o o =3 ¥ ° a 1
anuIndaNnegsialaetelilss@nanan dmstludouseainasu famnsalduanisaiivauluusias
AN128 ESG 1nfiansaunlunisnimuanagninisasu (ESG Investment Strategies) HNaLE1MN3AMNIALNT8Y
& % 1 o dl o v 2’/ a %
wasanisaeuliegluszdunaaniuls sonivansfiatsunszinnaasgaainnssulsznaunisasyusag
iHagaineudsainugn uidnlungugaaiunssundaondeaulmaiaziuunanisaivausudauondes

o

a = , A o ! Ay \ | Ao o o
JAN AZATININUNA (ESG Score) TmlLfa@mg\mfmmwﬂuﬂqmqmfmmiwimmmﬂ@uvl,m@mwummm
d’ a o Y a oA Y 1 v @ =3 aa a 1 s v ‘dl o
f91FEmMenalin1sUIRA L ESG iluntsdedryeyauliiliiuneannuiiansnasienisiuiananaueninaaiy

& dl dl a a e o o ] o o =3
avAnsuaziiielntesdaideanunguadnuteusssy (Legitimacy Theory) duiuniaeanuniiiuguanena
NANTUINEN AT FUNA NN T N3 UA 1 1NN RAN TN AL LUUR AN IANRUIN LA URILIAA N FIAN LAY
- 4 as o 4 e a4 o 4 L X aw oA

839007014 e lazieuAdNdes e i EniTedaul sau Wnnd Vel WalipsauAguitunenig

o Ao A \ v a
WENUINENEUBENLNAT
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%
X v o =

faaninawnuldanine nsdnisdayafetiainacndstiu AseAnRaNNguA eI RNIZLEENT

a

'
v o a o o o

IAFunstszifiunanisaniivaudinudaunnden §3an warsssuniinng uaziidayalugiudaya Refinitiv Eikon
Wintil wanannil $uRsaila I uANLd e N fatae 1 Fama-French Three-Factor Model @4 He et al.
(2023); Hu et al. (2021) waz Reber et al. (2021) WiAauiudn Wulumanainisadniladamanudseialyly
szAunaAlAANgn Market Model 14 < T atnelsfinu fnaulasunsndnesesanlnanisiuiaswisnig
ANLITIANNNIAEIIANNZF3 81 111 Capital Asset Pricing Model (CAPM) %3@ Carhart Four-Factor Model
ANAFENaUNIANNLALaL9duNuanwmilea NN Ialalae Fama-French Three-Factor Model $9N99#N 1N
o o o 1 o dd‘jv c:/ A o/ dl dl v =< [ ] ul/ A 1 v
ANNANR LTIz UIATHTd A E s Az Aol sa U Ar TR uTan 1 sRRILeENSENEY 111 NasaLLUIRNEDe

YU ULATYAAUBIBIANT

518115871994

NNa BRALNANTIR. (2566). 6 Uszii’ #1ATyseaaUs1 lWNN178991 ESG. Auduile 2 funau 2568, an
https://thestandard.co/esg-investment-6-important-factors/

13K Unaild $1rin. (2565). 10 LT IAAzuL ESG gegaluil 2022. Auduiila 7 nangias 2567, an
https://baramizi.co.th/trend/sustainable-corporate/

aunANLTENuannsne ne. (n.d.4.). Lzuqfﬁynwmwu@ﬂwﬂﬁﬁu (Sustainable /nvesting)...Lﬁufmﬁf@l,ﬁ’@dw%?m
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Abstract

The study on factors affecting the savings success of people in Buriram Province aims to examine the
saving behavior of residents, the factors influencing their savings success, and ways to improve saving
practices. The sample comprised 400 residents living in Buriram Province. Descriptive statistics, such as mean
and standard deviation, were used, along with hypothesis testing of personal factors. The chi-square (X?) statistic
was employed to test the relationship between saving behavior and savings success.

The study found that key factors associated with successful savings include age, household size,
education level, monthly expenses, monthly income, and savings techniques. Specifically, individuals with
monthly expenses ranging from 30,001 to 40,000 baht had the highest percentage of successful savings.
Additionally, those with higher monthly incomes and those who employed pre-expenditure savings techniques
tended to achieve greater savings success. The research indicates that monthly expenses significantly impact
savings. Groups with high expenses but who managed their income effectively to save were the most successful,
likely due to financial discipline and careful spending plans. Moreover, adopting savings techniques, such as

saving before spending, is another crucial factor enhancing savings efficiency.
Keywords: Influencing Factors, Savings Success, Savings Behavior
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109yAAn Ysznausay dnniszasdniseen n1sdudiunisean gRantnasianisean uazszazmouumn gaae 14

al

anmA1RAY (Mean) wazA1491deULUNIATFI (Standard Deviation: S.D.)

3. nManpaguanNFgIuiadadauyAnalANENRUEIL ANEUTAsuNNseeN alianld
nAdaL Ae &5 bA - dLAIT chi-square (X?)
4. mi'wmmumuuﬁﬁmﬂm’fﬂé’ﬁu‘wqﬁm@uma@@uﬁmmﬁuﬁuﬁﬁu ANAFAANLNNTBAN

anA7 Linaday An 4R LA - awA9T chi-square (X2)
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o ) L A = o

anun W grauuuugeun gl Ae Ussamuntaniuninansa Anduiasas 47.25 3890987
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SR
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[ a v ° ¥ ZI/
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sa9ANIARTYALILTY AT Antdufatay 26.00 saniAasyaLlszonAnm Anitufatay 22.25 uazszautladg. /
Una. AnduFenar 18.00 wazqavinassAungIndnlEogyes Anduiasay 7.25 1999UIUERBLLLLABLNN

PN A

AU 2 TayatlalaaungAnssNNITaaN WL
selarameu grauunvaaunindaulugdseladasndvdewintiy 10,000 uw Andufesay
A A v U a % ] A v U
28.00 7898911 ABN I8 1ATE199 10,001 - 20,000 U Aiufenay 2525 AannAaselasEdng 20,001 -

30,000 U AATuSasay 18.25 31elAavsdng 30,001 - 40,000 U AsTusasay 11.75 918laazudng 40,001 -

'
1 =

50,000 U AWAMTWSeE 9.50 uay qavinaAangundaelininngn 50,001 umawhl Andufenss 7.25 209

q

AMUIULABLULILABLDINTIINA
[

Aldanesiomen frauuuuasunndauliny Henldanesieineutioandividawiniy 10,000 um An

WuFasay 29.75 989898178 10,001 - 20,000 1NN Asvdlusasay 27.25 A1 ldanesyidng 20,001 - 30,000 L AR
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\uFaaay 17.75 Anlde1e 30,001 - 40,000 U AuAALduTataL 11.50 Anldane 40,001 - 50,000 U Amdluias
oz 8.75 uazArldangnnndn 50,001 vmduly Asidudeaas 5.00 mqﬁﬁmuﬁmuLLuumummﬁ"\mmm

nsviiau ArounuusaunINdeuluny fnnsuilau Yeandwiewiniu 100,000 v Aniduieuay
35.50 flaN1agi3¥1n3e 100,001 - 200,000 U Andudetas 23.25 92319149 200,001 - 300,000 U Antduiaaay
16.50 3714 300,001 - 400,000 L Aailudenaz 11.00 vilAuszudng 400,001 - 500,000 um Anludenas
7.00 mezgmﬁwﬁuﬁ?mmnﬂdﬁ 500,001 Ll Anifludenaz 6.75 m@ﬁ’]mugmauLmumumm’f\mm

A lunnseanidu AneuuuuaaunINgiulvey fennuiluniseendudumedeu Andudenas
51.25 sasaannAeTedianif Andufenas 21.00 sennpesetl Anduferay 17.50 uargavinaAesadu Anwdu
Fatay 10.25 ﬂj’ﬂﬂﬁﬂuﬂuﬁimﬂuLLUU@@UDWN%@MN@

NUIURUBANABIReU frauwLuaauaNgu g a1nnsneenduldluszudas 1,001 - 2,000 um
AnluFeras 30.25 Anuaudaandvzawiniy 1,000 um Andudesay 23.50 41491 2,001 - 3,000 U Anilu
Faeay 19.75 9219749 3,001 - 4,000 U Andufesas 11.25 92114 4,001 - 5,000 U Antdufasas 8.00 way
wnnnin 5,001 wwidull Andudesas 7.25 m@ﬁ’mqu;ﬁmauLLuumumuﬁwm

watAnnseeN grauuuudaunindaulug dnnseenduneuinldldans Anduiaaas 43.50
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20.75 m@ﬁmqu@’muu,uuzﬁfaumu%wm

suluuunsean Tnedeyaduilfneununaennuanunsaneyldunnnd 1 4 aanuanisdemudn
silununseenidawiensnniign Aenisthnaunens Andufetas 59.00 sasasndedelufuan Anufenas

o

30.25 sannmanisianiuannsal Anlufesar 23.00 nseanlugtluuulsziudin Anduienas 14.75 sannAe

nateedwiuning fau Anidudesas 12.25 thngtuuuaann Anduieaay 12.00 nstenenesi Andufes

az 10.75 nMsavannemu Anduiasay 10.25 nsteneiusting Anidudeaa 9.00 m@%@m’mﬁu AntluFasay

8.50 wazgtlununzeendu wanwiieainiinaiann Anidufesay 4.25 TR RRLLLLAALNATINA
ANNANTAAIUNNTRAN ABLILULARUNNAW DY Fi3amusalaly Anfludesas 59.25 uazll
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o

AFamunasla Andufasas 40.75 1999 USRI ULLILIAALDNTIIUNA

a 1

d9udl 3 nan1sIAsIzvtayatladaiansnasaniIsaanN WU

ﬂ. v o dlda a ! % o s
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TngiszaeAnsann Aueds  A1SD.  uilaua
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7. iemsinmnarasiuasmelunseuai 4.64 0828  wnfign
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3. MeUlssmduiuginuduhiilasass 3.88 1.015 1N
4. N13UANTB9INTA 4.55 0.747 mm’fizgm
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v
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R
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o
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n15199 4 dayatladendaninasioniseanfiuszazAaLILNY

FrAUTADULNUY ALade A1 S.D. wilaua
1. 38haU 4.07 0.914 NN
2. 97ad 4.75 0.817 unniige
3. 41nnd7 1 4 3.89 1.015 NN
59U 4.24 0.915 dN

'
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% ' Aa A 2 = Aaa a "
ANUTCEUSABLLLNTS WL i:ﬂszﬂULLV}uV}NWﬁW@Nﬁﬂwqm V’]@ﬁ‘qﬂﬂ ﬂqui:ﬂzm@'ﬂLLWHV]N@V]ﬁW@'ﬂ%ELu
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TEAUNIN VLﬂLLﬂ TLARULLATNINNLN 1 7 IﬁﬂL'ilZ\]‘F_lLL@Q']:T@’QFJﬂquﬁ‘zﬂzmﬂuLW]uN@V]ﬁW@@%V]izﬂUN']ﬂ

v
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lun1megeunagayla- duwAas (Chi-Square Test ) NsvAUgNATUNNADA(QL) WiniL 0.05 Aa

<

A1 P - value laifltleidnAtymeadid (O) winil 0.05 axpsariude aunmgiu Hy: AMNLANGINT8IA

'
o o a o o

ladtidauypratiuianduiusinaaiuanugdasunisaen lduansinaii
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o
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A157199 5 TadedonyanalanudNRnsiuAmNgIFaRuNNIaeN

NEEEE PR X: test Sig ~ P- value HANITNARAURNNAFIU
1. WA 12.000 0.572 lifAnuuans1sassaNdFasunnseas
2.9 33.195 0.016** UAMUUANFANITB9ANNATARUNNTREN
3. A0NUNN 11.489 0.669 lifAnuuans1sassANdFasunnseas
4. auauaNInluaiEeu 17.874 0.027** UAMUUANFANITBIANNATARUNNTREN
5. BTN 18.248 0.968 lAnuuans1saasANdIFasunnseas
6. STAUNNIANEN 21.166 0.048** AAMNUANFANITB9ANNAFARNUNNTREN

° o

wNNBwWeR = mune e Iled1Anyn9adian () i 0.05

o

naaNNIIMAgaU la- auaas (Chi-Square Test ) NazaUNBANAYNNATA(QL WU 0.05 299tTadt

[

douynana wudn tadadouyrraniainuwansdigaeanugiiasiunisean Ae Tadusiuang arusuaniinly

° o

o A o = | Ao aa = aa Yo &
ATIUTAU LAZTTALNITANHIBUNNULATATUNINADG ‘i'\ﬂ@m'ﬂﬂﬂﬂﬁﬂ@ﬂﬁ]LLZﬁﬂ\ﬂﬂ@\iﬁ]’ﬂiﬂu

A199% 6 ANNANRUTAURNETUAINAIFAA NN

. AnSamuiingla lidSamuingla
AU . . -
g ANTRENE  ANUIU |, U .
(A1) ANSRUA ANSRUR
(A1) (AW)
15-30 1 124 31.00 71 57.26 53 42.74
31-401 96 24.00 58 60.42 38 39.58
41-501 79 19.75 49 62.03 30 37.97
51-601 55 13.75 35 63.64 20 36.36
111N 60 Tawld 46 11.50 24 52.17 22 47.83
EREY 400 100 237 59.10 163 40.90

X? test Sig = 33.195, P-Value = 0.016, O = 0.05

ANNAFIU H,: AmuAnseAuengianNduiusinaaiuannddasuniseanliuanstei

ANNAFIU H,: AmwANANAuenglanNduiusinaaiuaudFasunseanwAn sl
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[ ¥ ! o

ANAII99 6 WuTIAMNANRTUSAT ey TuANETAAuN saaNazinlAd daeengRAndan

]

1
Y =l A 1

AFREazaedAINgIFAAIUNNTRaNNINTIgA AB 499 51 - 60 T Anidufeuas 63.6 sa9asNAeda98y 41 - 50 1
Anufasay 62.03 slannAedatany 31 - 40 I Anflufenas 60.42 wazdasang 15 -30 U Anluferay 57.26 uas
argannngn 60 Tiull Anidudenas 52.17

naanN1magaL la- @auAaF( Chi-Square Test) fazsuited Aty(0L) i 0.05 A1 P-Value Winmiu
0.016 GurfaendnAn o ﬁuﬁfﬂm?ﬁ@ué‘”u@mﬁﬂm H,: m’mLLMﬂ&i’Nﬁﬁumﬂﬁmmzﬁ”mﬁuﬁﬁmﬁu AINNANTAAU

NIRANLANFNNTL

A5 7 ANANNUSANUIUANITNALAINANTAA1UNTRDN

. dFamuiingla liidnFamuiingla
N - QAI1UIU Ve A
ANUIURANTN ANTREANE AU e . e
(A1) A1SRERE AU (AY)  AITRUAT
(A1)
1-2pU 144 36.00 79 54.86 65 45.14
3-4p4 173 43.25 108 62.43 65 37.57
5 AnAwl 83 20.75 50 60.24 33 39.76
593 400 100 237 59.18 163 40.82

X? test Sig = 17.874, P-Value = 0.027, O = 0.05

ANNAFIU Hy: AMHUANANAUAIuaN1EniANduTusinaaiuAudFadiunseen unnsnaiy

ANNAFIU H,: AMHLANANALA AN TNHAMNENTLSINE AU ANAIGAR uN s e N uANGN AT

AINAN9NN 7 Wudn ANANRUSAUINANNEniLAINAIFAAUNseaNainlidn S usuand@n
AR dauATREAZIB9ANANTARIUNITRENNINTA AB ANUINENITN 3-4 AL ARLTUFEEAL 62.43 999AINIAD
° a & a Py ° a a [y
Auauann 5 auaull Anufesas 60.24 uazarwiuann@in 1-2 Au Anuiouss 54.86

naaNNIMmadasla- auaas( Chi-Square Test ) ArzAuladnAty(Ol) Winiu 0.05 AN P-value WinfiL
0.027 TNINNGTAT O HUABNITHENFUANNATIU H,: ATINULANANAIUIIWIRANTNH A NAN AU e Ty

ANANFAATUNITDAN AN AN
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A5 8 AHANRUSANUILAUNIAN B TUAINEEFAAIUN170AN

o @ a o 1o @ a o
. AFamunmdta ladngamuningla
o APIUIU Ve S S
FTAUNTANEN A15RERT  ATUIU e NUIU e
(A1) ANTRERE ANTREURE
(AUW) ()
UsznuAnmn 89 22.25 52 58.43 37 41.57
NaeuAnm 106 26.50 64 60.38 42 39.62
147/ 4. 72 18.00 41 56.94 31 43.06
TETISTRE 104 26.00 64 61.54 40 38.46
gendnfFoyoynsis 29 7.25 16 55.17 13 44 83
593 400 100 237 58.49 163 41.51

X? test Sig = 21.166, P-Value = 0.048, Ol = 0.05

ANNAFIU Hy: ANUANANAWITAUNsANEHAdNiudineatuaNdudaduniseanluiunnsaiu

'
o o

ANNAFIU H,: ANUANANAUITAUNSANENHAMNdNRUSNe i ANg AR un seaNuANsail
AINAN9T199 8 WLTT ANNANRUSANUIZAUNTAN BT ANATTAAUN7aaN Azifiulein s2a
= Ao Vv o & v a A v A A a o =
N12ANHINAAEIUANTREAZIBIAINANTAAIUNNTRBNNINNGA AR FeAUUTeynes Anduiasay 61.54 7
9R9A9NNAD FeAUNFENANEY AnuSReaY 60.38 sAulsranAnen AnTusasay 58.43 Aantsyay Uag./ Uha.
Anufasay 56.94 uavszAungendntBoyaunss Andudesas 55.17
naaNNIIMAgaU la- auAas( Chi-Square Test ) NreAutiagAy(QL) N 0.05 AN P-value WL
d o o Lo . - s . s A o rod o
0.048 TilaeindnAn Ol TuABNITANTUANNAFIU H,: ANUANAIUIEALNNTANENH AN NFNTUEINaa Y
AHANTAAIUNITDDN LANFANIL
Anusuiladsdouypranailiiiaauuandgaasaonuguiasuniseanasiladesinune an1unn uaz

=
AL

AU 5 MINARAUANNAFIUTAUATUNRANTTUNITRANNANNANNUEAY ANANSAPIUNNS

AAN WLIN

o 0 o

lun1megeunagayle- duwaas (Chi-Square Test ) NsvAUgNATUNNADA(QL) WiniL 0.05 Aa

<

1 o 3 o

A1 P - value Tl TdadnAtynneada (O) winfu 0.05 azmseriuda ANNRAFIU Hy: ANUANF9T89

|
o

ffadefunginssuniseeniuiiaudniusinaaiuauddasunseen lduansneiu
AN P - Value S1ladnAtyn19adip (O1) Wiy 0.05 azmseriuda ANNAFIW H,: AuUANFsTasiade

AN ANIINNITRaNTIURANANTUSIN AT LAYINATAR NN TR N UANG 19T
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aguuanimagevanuigufadefungAnssunisesnianudniusiuacugiasuniseen I

=he

19

A15199 9 tadaRungAnssuniseeNiANdNRLsAUAINAITAAUNNTReN

flaquAuUNgAnsINNITRaN X test Sig  P-value HANSNANAUANNAFIY
1. e ldaLneu 8.919 0.178 ldfimnuuAnFANsreIANd1FanUNNTeeN
2. AnldanefaAe 24.022 0.045** AANNUANFA19TRIANNATAANUNNTREN
3. NsvVHAY 12.902 0.407 lalfiAuuAnFNeeIANNdIFaR1NNTReN
4. prufiaesnnsany 25.477 0.112 lalfiAuuAnFNeIeIANNdIFaR1NNTReN
5. AUILRLEBNABLABY 19.278 0.004** TP uuANFA1989ANFEARUNNTeN
6. WAllANIIRaN 21.992 0.038** TP uuANFA1989ANNdFaRUNNTeeN

° o

WG ** UNE D HilbidAtymeadian (o) winfiu 0.05

o

o o o

naannNIagesla- awAas (Chi-Square Test ) NeALNRIANAEUNSADA(QL) WinrL 0.05 ve9ilads

o

ﬁquﬁnﬁummam WU ‘]j’@'{ﬂﬁ’]uWﬂaﬂﬁ‘iNﬂ’]?@@NﬁﬁﬂrﬂﬁJLLﬁ]ﬂL‘i’Nm@QﬂQWNZgWLg’Qﬁ’]uﬂ’]?@@Nﬁ’a fTadeiAn
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U Y ' A o a ] A a 1 a o aa a Yo d”
A ldan8maIRal ANUILRUeaNsaLIAaY LAZINAUANITARN DU NN ULATATUNINANG mmzmﬂmmmimmmiﬂu

A5 10 AMHANAUTA WA I EAN e AaPauTUAINAISAA11UN1TDAN

o @ a o 1o @ al o
ANFARNNAILA lidusanunmsla

1 L ' - ﬁququ U v o o
A LN AaLAaL ANSRERT AU, U,
(A1) ANTRENY ANTRENY
(AW) (A)
fasndnvzawingy 10,000 LW 119 29.75 70 58.82 49 41.18
10,001 - 20,000 LN 109 27.25 67 61.47 42 38.53
20,001 - 30,000 1N 71 17.75 44 61.97 27 38.03
30,001 - 40,000 LN 46 11.50 29 63.04 17 36.96
40,001 - 50,000 L9 35 8.75 24 68.57 11 31.43
11NN31 50,001 Ll 20 5.00 3 15.00 17 85.00
5% 400 100 237 54.81 163 45.19

X? test Sig = 24.022, P-Value = 0.045, O = 0.05

ANNAFIU H,: Amusnsesuanldaeseneuiianduiutinaaiuandisasuniseen lluansineiu
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ANNAFIU H,: Avnuanseiuanldane e neuiiannduiusinaaiuaudiiadiuniseenuansaiu
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AEIATY: STULANTAUNA, N9RNLIZAVBNIW, NaLinana Ry, LaARAY, MANNIT ECRS
Abstract

This research aims to analyze the problems and obstacles in the disbursement process of
overtime compensation at the Faculty of Science, Khon Kaen University. It also investigates the requirements
for an information system to develop an overtime compensation management system based on the System
Development Life Cycle (SDLC) methodology. The system was developed using Web Server, MySQL, PHP,
and Responsive Web Design. Additionally, the study evaluates the efficiency of the disbursement process

after implementing the system.

The findings indicate that key issues in the disbursement process stem from staff responsible for
preparing approval documents lacking skills and knowledge of relevant regulations. Furthermore, financial
officers responsible for verifying approval documents do not have a system to check for duplicate payments
or verify staff leave records. The implementation of the ECRS principles, combined with developing and
applying the new system, resulted in a more accurate and compliant disbursement process. The process
was simplified, reducing the number of operational steps from 20 to 17 and decreasing the waiting time in
the disbursement process by 145 minutes per case, a 38.26% reduction. This improvement has increased
the efficiency of the overtime compensation disbursement process and established a standardized practice

across all departments and units within the Faculty of Science.
Keywords: Information System, Efficiency Enhancement, Payment Disbursement, Lean, ECRS
uni

nstsmsaantamaTulagansaumaiduzesd Ay lun1sudmsdnni sasAnaidaauaidusas
unanalulatiansanmneannld mazainisndoelunisinlss&vEnIn ANGNABY ANATAINLAZIIALT
Tunnsnauaesyaainsluesnsld (nda wicys] uwaz We 29daianT, 2567) anzanenranslansyminia
o o 2=y o v o Y PN 2 a
pNAAIBsTTILA AW ALAY IR WELNsaTuayu T s sruuassunANn I iNe s sy AnBnn
Tunisdumen e liannsodntsdeyaldazainuaznisaan dosanauddenuaranuianainlunis

UfjiRen TnaaenAdeeiuunugnepaniNsLEm A Ina Aans W.A. 2566-2569 LsziAugnsAansi 6

'
aa o =

nrdsudasussuuaulfiduamzfaiaiveinlss@nsninuazAinuAae@fa (Smart Digital Faculty)

a o

nagnsn 6.1 Wmunarlfulgansruaunisvineunaduayuyniusfaliidussuuaaiabisuglununie 16

v
o a

~ A o 4 Py P a oa = a aa = o o o
ﬂ{]?:L‘i_IEI‘LWm’mumL‘WﬂmLZQ?NIMN?:UUH{]UM’MV]L‘ﬂuLLuQﬂ{]Umﬂum’m&‘ﬁ’mm&'muvmﬂmt BANNILEN

121



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

ADARRDITLUHUENTANEAFNITLINITUUNINENAETBUUAY W.A. 2567-2570 Usziaugnaransi 8 Uiuilaan

aa o v

asAns Wiainge aRasia (Digital Transformation) 8nsnag

1
o o a g % & %

ALANEAanT IiusalunisdnnisAnEuazn1sIdeNsaF1eesAaNy winnsTn uaznnaI Al

]

HAUNINGIAWINEANAATIND NI UN LT A 2901IN19THN9UTN938INN99 RN TWEND A LIAWES

AITNABIN1TTRIYHIURATAIAN HIATIAF1989ANILsENBLAIENITLINITITINITUALNBNLTUI T UAE

a a

ANLIAERT N17UFN193T1N17wLLTU 9 @113 Tawn AMAATERAT LAN AaT29 N8N AN T2 NEN

q

IenAanTaandeN NAnd 406 uaZANeAARTYININTT NeLT U ANe Aansutiaiu 5 91w ldun
UARILATIER TBLTNINTANHIUATAINUNINANST IULTNTUAZEINNT MuLEUgNEAanTuazinATulat

ANTAUNA LAZINUIRLAZLTNITITINT

o o o

Nuadsuazian WumdieudAynatuayunisainiuaesnnsingAmans luAun19LEIIg

Jan1s9utszann pauAnnsdAne Iusudszunns nsnsasauwariniulinisatun snanedulidon

¥ = dl a k7 o a % = < = 1 nﬂl A o
AIMNINABNATNIZLLEUNINEILRI NTTATNLURNITABINAMNTIALTIULATNAINHNUILTAND ‘luamwﬂwuumi

ANHUNIIAWIULTI TUAZEINNITRIAN AN AN ARS IALe nANEI T 3T LA zIe e Wi AU fuFenu

= %

Y o o a o a A Ao o Ao Ao %
ﬂquﬂqi@ﬁWqLﬂﬂ@q?LUﬂ@qﬂNuﬂ'ﬂLﬂuuﬂﬂ’]ﬂﬁ'm@qﬂﬂ&lWﬂ@QNmﬂH:ﬁ Nﬂ"l']ﬁ\lgﬂquﬂLﬁlqslqsl,uﬂizu']uﬂ']?

UfiReusazssiisuninasdeaie Wnisdjimaudulledegnieuazilsc@nsnan usiilesainuans

anrndgrvizentaaaulidszauiyminisanasresiideanaesynainslssinnatiuayuiianaeannnig

= 1 1 tﬂl M Yo o o =2 % = o dld a o,
Lﬂiﬂﬁlm‘ﬂ’]ﬂqﬁ"]ﬂm’]i"ﬂﬂ’]\‘imﬂm’ﬂ\ﬂﬂﬁiﬁﬂﬁﬂ_lﬂ’]@\‘i ARNALNY INABIUTUITNTNEINTLA ﬂ@WN@EN’]ﬂ{]U FNTU

U
¥

> a =< 9 o A ° o , Ao Mo a aa Yy A= o
AULTMTUATEINTT TudninNusaulaeNnsgIuiuuaRwLsIA 9 e Uf TR UAUL Aadeg
Q‘ v = % = o 1o v a a 2 = A a
BusuEsufizidauwaznszuaunisinaulud i liAarouianaialidg Inedepuuilaenans ifinanu
1 ¥ o a 1 = ) SJQ./d‘ ¥ Yo a 1 ¥ 1 RI a 1 a 1
andrlunnsreenifidnana iy deualifineadeslifutuandn TnaanizatnetisluniadnanaRuaAnauuwny
nstfiRuuennaresrueAnamanfiidnnulominisduda lnnisd iRouarszygnsiniadnane

A a 1 %

Lignsesdennis nasnsaaseuianarsaeeyifdnanasasld nanuinlunisnsaseuaiiugniesaesiy

UfiRsu welasiunisidanaeinadnatsdunsainanadavizamicenuldyaainsunesumaniugy
y 9 A o o o - Y A oo v o Y A 2 oy s
Wi ndlalladas winowiusoaus usiu anisdisenmagauiuaassduaiiinadiaau i lidszuy
seafliiadolun1snaaeuAINgNn TaInnIILNauIsIUNIsNANaade waznisaeun g uugly
uangderausnudsliidounulaimusruuasaunAn1IUIUNIaAN1INILdna e A A LU ENNG
UfReuuenaan
o 4 2 o R a [ a ! a

anilgyuisenans anzgidsasanladinssilynivargilassalunszuounisiindne ¥y
| a oa P - a o . Y A o v o
AmeLLNUNNIUIRIUuNeNIAT AEANEAanT iunanedazeuuiuiaziun e Anm A usieenasld
UszUY viwuanisdiupuaziiauauuonianisiintsransninlunsruounisiinana gaen sWeun
FTULATAUNANIIUINIIAANIIN TN LR UAIRALUNUNNTUN TR UUBNAT AEINENANERT
wdngndeeuuiu WdussuudjuRauniduninsgiuneaiuiiaue INeneuauedAINABINIT194
gldanu iluazesiianaiuayunistinsdnnisnisadnae RuAtneuunulimnuuannat iandiunisled
agagnaeaiulianssidaunsenienisads dafenisiindnaRuaAneuununisdiinuuenioaisanis
W.A. 2550

122



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

a

JnniszaAlunisise
1. Lﬁ@ﬁmmzﬁﬂmmmeqﬂmm‘lum:muma‘Lﬁﬂfa\'wﬁ'f}mmmumiﬂﬁﬂﬁmuu@mqm ADUY
WNYANART NN AR TBULAY
2. iieAnmAuFesnsd UL asaumAn AN adina e A A UL UNI3
UfjiRauuenian
3. Lﬁ'@ﬁwmiwummumﬁmﬁéu?mﬁmﬂ’mnmﬁm'wﬂ"]m@mmumiﬂﬁuﬁmuu@m@m
4. L‘vdv'fmJa‘:Lﬁuﬂa‘:am%mwm:mumﬂﬁﬂdmm"]mammumsﬂﬁu‘“ﬁmuu@mqmmi\”\wmm?ﬁ’]

FTULANTAUNANNILTUNIaANNINTTNE e AR e LU nUNTsUN TR UKena NN 1

NISNUNIUITTUNTTNNLNLIUDY

WHUEIULE PNLUARLASAR

v '
o a

LHUEILARAILUBUAZHA (Cause and Effect Diagram) 1U14A335Na1 Ishikawa Diagram @qi3en

v
o o a

FNTRL04 Dr. Kaoru Ishikawa HaaENndstisnldlull a.a. 1953 iudifiuanapannduiussudnang (Effect)

v
A

fiuanime] (Causes) N liiAnuaansdl o) Insszynaanivizeloymlinseiunidaiolan udassyan wevse

v '
& o o

- A o [ o | o = - o aa o
avAlsznaufvinliiianadniiunsssumisdalan anmemsessdlsenaunannianldludeuanamvnuazng
Aa 4 M 1dun Man (A1) Machine (1A7aeiaginsn) Material (TngAUUTadan) Laz Method (REN19911911)

2 . o Ao g va [y ° ' Iy = P~ o R ¥ oA o
aniunuuatasafvi i alym dnusiuisaesinelan Geanafivanadadaasdasiinisuanuasilade
1 Yo dll =2 a & © k% 2 < = a s
519 7] eenun WinRwieAnw Tinsnzd viaaind lawazuuameuiladoywdnsdssiin (Reshnd

AANTULEIY, 2562 N)

LUIARAY (Lean) WATUANNNS ECRS

wuoAnaw lluuuaAnlunisuinnsdanisesAnsbifilscdnsningegn Tnalsaainaniu
goyilan (Waste) N13LTUNITANITULILAL (Lean Management) ﬁm”tumﬁumquzyLﬂmﬁﬁu@wﬁ%‘lu
mmmmngjmLﬂm‘ﬁ'Lﬁm'ﬁﬁyuslw,wi@zi?ummmmiﬁwm (na1na WALATN, 2564) uar Gamboa and Singgih
(2021) NA1297 NIINANNAIUTENTNUUIARAY MANNTT ECRS waz TRIZ dnunsnuannldluilfuigs
Usz@ninmnisudauazanneadalunszusuniswan wannis ECRS Tdlunisufutlgenszununisyinewlid
dszAvEnmannu Wsnlsenaudas 4 wamne e

1. Eliminate: nsrndndunauvieianssuilidsfulunssuounisinay

2. Combine: N1379uTuRaUAA N30 % A AN FauTufaanAd ut Fau Tnaazdae iy
Usz@nsninuiazaninai lun1saniiiunig

3. Rearrange: N3tlfuigeanduaaenszuounisineuliinunzanuayaniisu

123



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

4. Simplify: M lnszIUNsYaBine T TnanisanAaaTUde LR LsNg l ilad
Ay

n1sdszensf GUAann1g ECRS sanfuuuaRmauauueiesiafidonlfefnsannsnanaau
aryilanlunszuaunisynanuldetneiidsz@nsnin danalinisaniiveuiaciusniie gniauaznauaues

ANFBINTUAZIRN A NNINe laTaesFULENNg

FTUURITAULNA
= dl v @ a P Vv A o
FLULANTAUMA AD SxULNIUTINARLAL Useunana Tasviazinaunsdayainaiilldly
n1sUTMNaANsaeAns et el sz &nEnn (ganas T5az, giitngsns uiamza, Nguyen Hoang Anh uay i
Wereg gilyn, 2567)
NNIRAUNTZLLANTAUNAN 7 TUABU [TENT1 2927 N1TRALNTZLL (System Development Life
Cycle : SDLC) (Maishna gansuzasy, 2562 1) laun
1) naAunniloyae989Ans (Problem Recognition) tufianssuusnfgrAny lunianivus
dl o o v v 1 o v dl v o o 1 o o o
whuaneidaiaulunisdiuilgslaaldssunidiundas drdayailyuinlauiaiuundanguuazanainu
paNANATY e ldanuauimunszun s nnsouftyni uesrnsuaz sy laminuessnsunign
2) N3ANEIANNUNIZAN (Feasibility Study) dnmnnzansise lifazdsuiaauszuy Tneld

\@anldans (Cost) uaztaan (Time) doangauslilinasnsniinala uazmaausesnissesdinaadasly 3

b

a

A dl A G o‘d‘ £ v £ 1 d‘ ¥ o | Y a
1789 A9 WAllAeTesdHevTaglnslnld Yaainsuaraunian wazAdauANAT e ldinauafeuivig
Wansaieayimn iU ssiall

3) N133LAT1TUAIINABINIT (Requirement Analysis) Lun1s9qusandayatloyuinau
¥ alld d‘ ° g’/ J =2 % a I3 o a
Fasnisidien lleanuuuszuy duneuilazAnmaingld TnediaszinanauaasssULEN (As Is) Lag
ANAaINITRRanszuLlud (To Be) aniuinuan1sAn = wazdasn et @ e wdunaun1ndaanussuy
(System Flowchart) Lmzﬁﬂmqmﬂmmﬁ@g‘@ (Data Flow Diagram)

4) N19RANULLIZLL (System Design) Hinan1satasevintaaniuuLiulu@n (Logical
Design) tauwilaileyun udoeenuuuss Ly syaNHUENIINININL0ETTULNINIATA T18azIDUARIAN LY

e‘d‘ Y dd‘ U a £ . 1 d‘ o o £ v o
gunandld malulagnld silngudayaniseanuuy iATetnefmvmncan ansraesnisideyadi anwole
da o v v

JUMUUUNAA uazHAANST 1A

5) NIWAUILAENAdaL (Development & Test) idudunaunisnindauilsunsy (Coding)
e W sEUUA nLULLLNIz A I usruua A AN HauEin e 14 aniuianimegeundelianain
(Testing) aRgIadaLAMNYNEEY AuuladngniasuasAsAINAINABINIg MINnUdddainnaialiatiu

Y a

anmsiaessrLLdefunA el Baudsndan d e U Rn sl dase

6) NNsRARY (Implementation) Lﬂu%um@uma‘ﬁwzuuﬁ'ﬁmuwumgﬂﬁmﬁmﬁz\ﬂ
(Installation) nazEulFauase Javngianisldeu dnavusugldu

7) NedantingesTUL (System Maintenance) Lﬂu{fuM@uﬂwﬂﬁ;ﬁﬂmszuum"aLﬁ'@wﬁqmn

Buaiiunig fldsruvetaasnuduilygwnifatunneuad wu Toyniiiesainanulidueaivszuul a9

124



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

pastvuaunuATymetiereiies Aamadszduns Aiususandaiauauuzvideafasaaliilfules
szuy uazvinnsUsutlpudlanadaiane uuzaedld
Lme\vaTwmizuummumﬁLﬂunixmumiﬁmmmqwmwﬁumu Fe@nunT0uL

aanwlu 5 svezuan (Laudon & Laudon, 2020) e

1) NN9INURUITUL (Systems Planning) wunisniuuadnglscatAuazaauianvadsyunly
ARAANBNITLINAENEUBIBIANT

2) N93LATITIITUIL (Systems Analysis) LN sAn®1ANFABIN1I 19 [ ULAZIEY
Toyun# aan1sdiulye

3) N17A8NLULITUY (Systems Design) \funtsfanunlasaaieresssunsialugauaes
afauas Tansuag uargudeya

¥ o

4) N1IRAUITZUL (Systems Development) Taingadaeiun1adaullsunsy naaey was

(34

=)
=

APNTSLU

5) n31in995n®13TUL (Systems Maintenance) %\‘1Lﬂum‘zmumiﬁmmmmxﬂi’uﬂ@%:uu

£ '
o A

waansiasaive liscuuinaulfatresaliasuazilszd@ninin
STULATAUWNANDNNTLIVNTIANT (Management Information System : MIS) AMNLUIAAUD
Laudon and Laudon (2021) fliiufispanudnAtyaeenisysunnisdeya nisatuayunisindula uazniaia
Usz@ninnaasesdAns InascuuasaumAiNan 1 suTunsdan1slunuman Ay lunisdaauinisdnnis
[ & 201 ¥ £ QI 1 o v dl dl
NINENTBNANT ARAINT TR UIBTRYA uazliNAIINAINNTn U IReLauedsetladtLndaN L Ae UL A
1 3 dy dl a o dld a a o K K o v
DEN99IALTY UBNAINT N1FBANKULTLLUAITAUMALNANNTUTUNTIANINH U ANTAINAITANIDSTa]EIANY

Tnseadeesrng walulatl wazyraing e lianisnaiuayunisaiivaulietnedidss@niningegn

T e
flanAdevanetuldAnmndianndAyresssuuansaumAlunILIINIs AN LAzt LRy
dszAnsninlunisdfimanu Tnemudnszunasaumataefinyssninmlunisfinnu unuuazsndiueg
AN kaneaulsranns (Uszeu a1aAn, 2567) muﬁmmﬁmmﬂmmh%’ﬂumaﬁuﬁﬂmmuﬁﬁmm;ﬁmsm”imﬂ
antumauiitutewielisiulunimina (@Aus Yeyduns uaz dnsfiud Unugasnn, 2567) idwneaniy
INUAREUDI AT9ENT TAUABL (2567) TANA19D9N191N T UUANF N AN M MN1TRARIN AN NAII U WA Y
TAdTne lunnsdanmTau A ulunssuaun1328 AN LI TIN 1 TRRssuLe e lal d1a1u1san1ue

Lﬂummiﬁmmiﬂﬁu‘”ﬁmu%’@ﬂwﬁﬂixawﬁmw AN119080 728 219a I UN1TALHUNT 1A LAZINURS U

49

-
o a

Aryd AAANA (2565) lanaratenisiimalulagansaumannldluntsdnfivuacduAudeyanasiu
ApnsanunsnaiiunislietvazaangmiainisnneuauesAINaeIN19109g lieunnsvaLlaa el

Uge@NaNIN

125



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

a a o

uenanii ﬂ“\mmmwﬁ'ﬁm:mﬁlm'mm‘ﬂa;mmefmmgtyL‘]Jaiﬂum‘xmumiﬁqmuﬂ@aﬁu ol
rnailaftenldlunsiinmet Tdun wudanssuaunisiva (Work Flowchart) WHUEIUAAUURLATINA (Cause
and Effect Diagram) WALLNUENA18817WUNA LAY (Value Stream Mapping: VSM) @ﬁﬂ&uﬁﬂﬁiﬂﬁ“éﬁ&!ﬂﬁﬂ%
WWIAAAY NANNIT ECRS Lﬁﬂﬂaf‘“uﬂg\iﬂizufaumiﬁ’mu’lumwﬁw Lﬁ@@mmmqagmm antumeY an
FLELLIAN fammﬂ%mi"'wmm?u,mLﬁmmz'ﬁwﬁmwiumiﬂﬁuﬁmu TAENNUAREI89 UTI0UNT WAL (2565) WL
mmm@mmzmuma‘ﬁmﬁmmﬁ@g@Lﬁ@ma‘ﬂaxﬁuqmmwmaﬁﬂm ANTTAZLIAN LAZAANT MNTNENT
n3eANmlA LUAEIALNNUASEURY 438N TALADL (2567) wudﬁmmmm&?’mmm?gmma‘ﬂﬁﬂﬁmmﬂu

2
v a o =

wid ARl wenanil Aana dRlatn (2564) wudnuadnazliannnsoandunanliunszuLn1INNGaY

' 12 v
= ' o

Thunnidin wsgnunsniinae ldtunseuaunsinau vinlinnsaniivauaraanuasllss@nsniwannau #a

%

TuGesniadndedayangniesuazannisgauinaaesdaya
] aaa o
TetUeUIsael

YAULAANIFINE
a o/ lﬂ!’ = = o‘ a 1 U a o/
Adeilidunisdnedinsvitdoymun guassalunsrusunisiindngAineuununist iRy
UBNIAT ANBIANABINIINITIEITUIZUL WAUIELUAIRUNANIILINNIIANINITDNANEAIADLLNUNNT
Uifeuueninan AnAnemans anianandaveuuiy lugndewminssdaunsznaenisnddnfeenis
inaneRuAIneLunUn1ILIRUNeanIaNIITNNg WA, 2550 uardsiiiudsz@naninnsruqunisidnang

M@T\‘m’mmiﬁﬂi:‘uummumﬂﬂ’mu?mﬁmn’mﬂ’mﬁﬂﬁhﬂmﬁmuLmumiﬂﬁu‘”‘mmu@ﬂLqm kit

szdns
1. .enansiuiinnismmaasundngunisresysiAiinang Ameuununisdimnumeniaan lu
EMINUARURLAN 2564 — NUANUS 2565 AU 127 398013
2. & wihiiananie uasmdaseu fURTRwhAdunissariienansreeyli i uuazeayss
\InaneRuAineLunuNNILTRNULeNINAT AMYANENAAAT NNNINEIALTBULAE A1UIU 20 AU
3. uthiineiiu ﬁﬂﬁﬂﬁuﬁﬁﬁﬁmmmmﬂmuL@ﬂmﬂﬂwu"ﬁ U 4 AL

4. nzuauniadnangArauunun iR uLeniai(en) MUY 20 TUADL

\3asiiafildlumsian
1. UNUEIUAASLMBULATHA LUIANAY 4NN ECRS W Anuazvdnnisi dFunsseniuuaz
fanldlunnsd@nundiaseifilym Lﬁ@ﬁﬁmﬂi‘“uﬂg\mi:mumu GﬁqaLﬁuﬂizam%mwmmmmm@,mLﬂ@'ﬁ
(Waste)
2. WATNNIWRNUNTZUL (System Development Life Cycle: SDLC) Wun e luniladnnnawann
sruuansaumadlesnailuduneu fmsinmet eanuuy Wann nagen waziigeinmaginensLdau e

dl Y a [ ¥ ¥ Y
anANNLAEN TR A RANAALAZIN IS LLRTATNAYINA RN m‘ﬁ

126



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

=2

3. walulag Nl lunsimmnnszun 1iun Web server szuudanisgudaya MySQL nsn PHP

wazmalulag Responsive Web Design
aa u a o A aa a a L4 d’lv 20 1%
ﬂﬂﬂm‘]ﬁ;uﬂ'\iqqg AR ADFLTNNTTELUN ImﬂﬂquLﬂiqxﬁtuﬂ“q LL@Sl?]ﬂ’]N@ﬁ"JNLL@gﬁ"ﬂﬂﬂg

NFAULUIAA LUNNSIAE

Fiautlasiu Fiautlenw
4 N
Toymlunsdfuimen Ty FEULANTAUNANITUINIIANTT
N9zUAUNNTLN&NRUY N13Linane R
ANHNABINNTIZ LU YR 1F 91 ARLANENANARS
\ S
4 D
Lean & ECRS
sSDLC 192ANBNINTBINTTLIUNNT
PHP & MySQL winane iy
Responsive Web Design
J

2A8NSANEN

fnnsiiiunsisn 3 dunew wail
1. Maamaziitlym glassa uasAnwausenszesldnussiy SRR

1.1 AnmnszusuniadndngAinauununisUfimnuuenioa luanindaqiiu andeeu
(Flowchart) nszuaunisiinangArneuunun1sUfiReuuenioan iiusumudeyasiuiuianssy ATl
warvHN T naslullsunsn lulnssanyiienwa (Microsoft Excel) Lﬁ@ﬂizm@mm’fﬂgammaﬁ PIATNATIH
s:qqmmﬁ@m@u’luumz%umu (Bicheno & Holweg, 2016; Chiarini, 2012; Bertagnolli, 2018 149411

Uninng FauTieny uaz 1399904 Funmeq, 2564) anuuniilu 3 tszim laun
1) ﬁ@mmﬁﬁlm@mm (Value Added Activities: VA) a5 m1ananusiseduneung

UftRnunljuRdane Winamue lunisd s

127



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

2) Aangsud ldiinpAusa1dusdaddl (Non-Value Added but Necessary Activities:

]
e e

NVNA) ﬁmmm@qﬂmuu?"a%umumiﬂf]uﬁﬁﬂﬁu[51LLz’w’qVLaJﬁ@‘lﬁLﬁmQmﬁﬂumiﬂﬁuﬁmmwﬁﬁ \usieelfim
iel¥aanndesiusndonlunsdjifa
3) aqnmﬁmmmm (Non-Value Added Activities: NVA)

1.2 AanzitlaymuarglassalunsruaunisdnangaAne uununisfifeuueniaan tny
Anmannienatstiuiinasaasundng unisreeylmiindte RuAneuununsUfuRMuwenaan luszudng
PBUNUIAN 2564 — NNNRUE 2565 419N 127 98N8 miﬂixﬁgmmummﬁmﬁumnﬁfmﬁﬁﬁmﬁu
ﬁmﬁﬁmmmmﬁmmemiqmmuﬁqﬁﬁ@g@uﬁLm‘ﬂm‘mmmrffluﬂmﬁﬂﬂ\'f]mr]mmLmuﬂ’mﬂ@ﬂ‘mmu@ﬂ
waratn Inelfunuieuanamnuazig

1.3 ﬁm:mmwﬁmmﬁxuu‘imﬁm?ﬂixﬁ;mmumwﬁmﬁuummiﬁummiﬁwﬁﬁﬁ
naiu il aisuasmiagan

1.4 'Fim:mLme\fLum?ﬂﬁ‘“uﬂ@qm:mumuﬁﬂﬁmL‘T‘iuslﬁﬁﬂ?xﬁm%mwmn%u‘imﬂﬁ@wmﬁ
mn%umumaﬁwmﬂwﬁu wazwumanwilalyymainuanisinssitlyymuarglassalunszuaunig
dnanemuunufanansnuazaaniuda 1.2 lnaldudnnis ECRS ifleanaatugailan (Wastes) lu
nszuauNIsUiReU (Wi 194, 2564) Iur

1) ﬂmmgﬁgm@mﬁmmmmﬁﬂ (Defect) Lﬂumm@jcyLﬂ@h@'}ﬂﬂ'}iﬂﬁﬂ“ﬁmuﬁamwmm
Taiflrnsinungy lifinnsnsmagey litidan
2) mwzgtyt,ﬂmLﬁmmﬂmﬁ@mﬂwd?@mwziﬁw (Waiting)

3) Aangoyilanifiasannnazuaunisinaun lidaniily (Extra processing) N1911191

v
¥

o A a
g1dauvireanszuaunisnnninly
2. NMIWAUNTZULANNUANNITNATNITWRUNTZUL (System Development Life Cycle : SDLC) Tu

¥

sluuuduLennaduAaenIw) PHP ﬁﬁgmmﬂg@ MySaL InaldinaTulatl Responsive Web Design iluns
fa@ﬂLL‘1_|‘1_|Lf“mvlfﬁm“lﬁim?un’ml,mmm@uuuﬁwmquﬂmﬂiummﬂmé?"\iLwiﬂ@uﬁqLﬁl@i’ﬁﬁmu’]m@@ﬂ%ﬁqvlﬂwﬁq
nsdwiefeaunmivuiidauadn elhiUladaansasassusums madeedeyauuiololssesiu
AauanEAtUMTeeTiT TN ALANAN T ld s za Sann9sruLMeluss UL AN Rafud e (Sever)
YANATUZANLNANAAT NUNINLNRLUDULNU

3. dsziiutsr@nsninnsrusunisidnangAine uununsl iRauuennaIasaInnsinssuy
A19aMMANIILIIIAAnITNIsinangA e uununsU iR uwennannld TnaFauiiaus wauiansu

9281108 M IUNTLLAUNN IO NAN N U-MAINFWEN U TZL

128



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

NANISANEN

1. q’mmiﬁﬂmmzmumﬂﬁﬂfn\i'mﬂ'ﬁmuLmuma‘ﬂﬁﬁﬁmuu@ﬂmm (1AX) 1Na19TuNNN13N13
RIAdeLMANgUNNITReYNRIInA e RuA neLwnUN U TRuUenal NsLsrguszaNANAnTiIuLAZNS

o c v ¥ dl a % ¥ dl a 1 % =2 o dgl
dunenlidvinnsRuuazidvisnNeesdandauasrdaaay Iananisdnenaall

v
¥ o

1.1 nszurunisidndngAtnauununsdfinuuanioan (1An) dsznausiadunaunis

s o s

UtiRen 4 nszuaunisudn laun n1s2eeul@uanng n19RsAaeLLaNan1eaRNAANNIT N9 T80 YN

5

e A ' Na

\nang NsnsaageLianansreeyumlindny dnanssunisdjiReusn 20 Aanssn iraevinniAnanssy
¥ 1 aa Adl v 1 a a dl 1 v 1 1o % a s a
wdanudndnanssnnafienniAn 9 Aanssw wazianssuiliaieguausandudesfum 11 Aansn sau

szeznanlunsdfimeulunssuouniadnaneiadu 379 w1 A 1

A19199 1 weidanszusunsiindngAmeuununisiRuueniaan (Ax)

- aon AT WATIER
nanssNn1sU R : P - :
(W)  AAn

e e

AUADUNIFTAANLANAITUADUNANANNNG

q

POT W uthigannsananievzemioen ApvintuinueeylAlfumnuwenan 45 VA
P02  Wanthanandn/gdeunniup/sesanundianineadesasing 3 NVNA
P03 aanAIMINALAY AAaNANTNEINUARILAL AR 15 NVNA

2
a s a

AUABUNITATINADULANANTURRYNANANNIG

WuihinsRiuAmeaaaauANgnaesLeiine ey Bl iR uLen

P0O4 15 VA
1981

Po5  idwihiimsRuanisiufineenisnuaentelditu 5 VA

P06  auesaeAMLANELEMNI/AMLA asueyiRnTUIRueNNAT 3 VA

P07  iuthiianaisvidesmiageu fenasiu 15 NVNA

a 1

TUABUNITINANATTRAYNALLNA"E

P08  Lduthiigannsanaiavizeriaenu Aavntiiydatoa Ui uweniaan 30 NVNA
Wuthigsnisaizniznvizeniiaenu SpvuangIunnsane RuAmeLUNUNIg

PO9 50  NVNA
UfRuuenaan

P10 Wmiiigenn9anandasiseniaeu Anvinseaunistiinumennan 25 NVNA

P11 iduihigenisananiavzemioeny Aavin Tluudesnenisanesmss 15 NVNA

P12 W@uiigansannndanvizamioeanu dpgaenansiinans 5 VA

P13 wiegUfimenuuennatasiluenans 60 NVNA

129



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

- - VAT ALASIEH
AanssunisUdimeu : P - :
(W) ATLAN

P14 Wuhiginisanndanvizamioeanu eanwumi@edsenaisiinans 2 NVNA
o ¥ a Y1 = al g dl -ﬂl k7 o K e
vinthanais/gisunnium/sespnumdenineadesasunsluiunnaesys

P15 _ 3 NVNA
\nane

P16  duand131eeusininaneu I uAfILaTian 15 NVNA

. a 1

{UMﬂuﬂﬂiﬂ‘i’Jﬂﬂ’ﬂUL’ﬂﬂﬂ']‘i‘ll’ﬂ'ﬂ‘lé&lﬂLUﬂ’Q’]EI

FUINTINIRUAME FIIRAILANNYNABILDNLENAI788LIRITINA"Y 31909
P17 _ . o 45 VA
WTRIIAUATNANFIUNNIINIRY
P18 Wi insRuanziiuninaanisanaennisiindns§u 15 VA
P19 1AUBIIAMLAINLENY/ALILA AauNayNRANalina Ry 3 VA
P20 WurhinsRudauenarsiinanelldinesna 10 VA
sanssaziaaUfinenulunszurunisiiinans (i) 379

WNNEE VA=NANgInfivaAniA1 NVNA=Ranssud liiiinaeusianusiesd

1.2 awig lun1sidnaneAneuuwnunsUfuFEnuuenaIa1dl nnangnsniasanadaInnig

= o

inBeuenymansin WU IRwiesiUtateunateuii uneaislinssiusinsgiuivuasiumus ssiday

[
¥ =

A o a = Y a oa o = A A 1% a
NINAITBINUNITILNINUNTIUASLRUANIN ﬂi‘].]{]i_lC‘]\‘i"lu‘ﬂ’]ﬁV]ﬂHZLL@$ﬂQ’1N§Lu?$LUEU1’ILﬂEl'J‘lI'E]\‘i IMNAAITH
a o a ' a a adx Yo ! Y ¥ ¥ A a ¥ ;oA ¥
mmwmm‘l,umimmmu@:m@L'unmm‘uLmumuamwwqimu @\‘1N@I’ML'ﬂ’]ﬂu’?‘lﬂﬂ’]ﬁ‘b‘iuﬁl@\'m\?ﬂumﬂﬂ’]ﬁ‘i'ﬂ
% ¥ a a & \ , - a . - a '
L’Q’]ﬂu’]ﬂﬂ’ﬂlq"ﬂﬂﬂi‘@ﬂuqEN’]LLLLT?L?.IL‘ﬂﬂ@’]ﬁ‘ll@il LL‘LI‘LI‘V\|@§‘3JL@ﬂ@qﬁ‘l,‘i_lﬂ@’]illm@q?_lLLUUW@?NLL@$NﬂQ’U\IE‘I‘\18’m
o ¥

dudauluniadnrin nazusunsinauiiaueendutau lifissuudaanagaupintideuniainansuay

panaaauduaIreyAanIfURn aglatmeuaziloymlunssuaunisadnana{u Aanind 1

Woas o . . AUfURuTIATingy wazauily
sudevilfisrdeaiinwandunin I

findsuanas i liRossuRRTay

wuuvlgsuenansilndnedunnuasi T . a '
amugaendudauluansimi o d—" ANFLUNVILAIRNDULLNU
=l
A15UUAIULBNLIEAN
assvIumMsiIuiianuganndudeu far=ustiamTiieuRI T e
v \ dountailingrs a1u1

N v
m 31 1 ' ~
ATEUIUNTTVHIUNWA T UR DU PIRsEULTIEATIAda U U

YpaynansEU iR

i 1 dgnavnuaziatlyyinisdindangAneuwnunisUfiRnuueninatand

130



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

1.3 ARNABIN9TTLLIESE 191 wilvaaniu 3 ngu Taun
1) srUUNMIaAenaslsznaun e e YN ALLLE R TWH
2) szuunngagaadauau@enlavdeyanialunisdndnaAineuuuaesyaaing Inaly
neraaaUdalueinuresyaains i daunudalusituinnindndnalulasenisaurasananisvse
. 4 Lo . . A ey ~
WU azn1snmagaudalusinauuazdnsniadnanaliiulilauside
3) srunidendegiuteyatlszdfinisanzesyprainaiiesainduaiazldainasnidindng
ArmauwnuLiRusenaan |y
1.4 daneuuonielunisliudganszuauniaiiinana Rulifdss@nsnwunnaulaa lduannis
ECRS 1VaanAugryLlan musnsned 2 Asil
- . o duye v o o . Y .
Aansu P01 Yinsannisvinanuildanduaen daardunisineuldiunnzan uazdfulss
aal o - o A A, > o \ &£ o 9 A
ABN19YNUNTANNIAT N ATaINaTae Tin1anudelazazaaniInIuine N9t uLANIAUMANI 1T Liaan
ANgryiaa st uEeuiianann lfandiunng warangalatainnissereeTanNatn
a o o dl 1o o ac o G
Aangsu P04 uaz P17 inisaanisvinauinliandueen uwaztfullpedsnisinanunizanis
v d‘ Il 1 v o ] 4? o ¥ dll 1
afanrasiiatoe inisineuitsuazazaanuinulnenisinssuuansaun AN ld ieanadnNgaylaiann
A 1 v 1 d‘ o d‘ 1o ) %; U =
N1990AREWTAAIINANTY LazANgLlaTLliasannszuaunisvineun ldaniy nevineugdeunse
nazuaunsunninull
- . .2 oy e Y . "
fangsu PO8-P11 N1ssindumaun1sneui ldanduaan nnssaudumnaunisnnenugi
v o o o o v [ aca ° A v dl A 1 v o 1
paeil N1sARatALIUIMNNZaN wazn19U Ul saaEn1sinurTanfsaFiaATasiatae 1in19vnanudne
& . y . aem. e -
wazaraInuINaulaenIsnsruuasaumaNn i ineanaNgaylatainnistjumauii anann iAo
U1y ANGTYIlaNaINNN9TaRRETaAYINANTY LazANg A Tasa NNz LauNIavinanu la Ty

AT e NIt Gita s I Er a Crale s L Er Vatal Eat Ry kY

A1919% 2 wwannslunislfudgensyuauniadnaneiuliidsc@nsnmannau lnelduannis ECRS tiean

ANgRLLAN
Aanssun1sUiseau : P AAsIed  ECRS Wastes
ATUAN
TumauMsinvanasraayiAuannis
PO1 & whiiginiaananirwieianeu Savinufinge VA C,R S Defect,
GHEHRIEAVGRIERE Waiting
Po2  vinthanaie/ddasaniuisesnniidhefiiendes NVNA
AU
P03 BANIAIMINADAY AUONANTNIENIBAAILATHAR NVNA

131



SAITUSMTANAAS AW INENAEgURTITET

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

AanssunisUimneu : P AT ECRS Wastes
ATUAN
TUABUNITATINRDULANAITURAYNAUAN NS
PO4  WuthiinisidunnizamageLANgNAesTes VA C.S Waiting
tuinzeeyifluRnuuenoan
P05  Wuthiinsidunnsiiuiinmensauuenaeldiiu VA
P06  LAWAIBIATALAKNELTINI/ADILA AUINEUNANNS VA
UfiReuuanaan
PO7 & whilanaAgsitestagen fianansfu NVNA
dunaunsdnvhianasraaysiaLinas
P08 L”m”ﬁﬁ'ﬁqimimm%m?‘@miwmu'%”mﬁﬁﬁty%mmm NVNA  EC,R'S Defect,
UfimRuueniaan Waiting,
Extra
processing
P09 m”'mﬁwﬁfqamimmﬁmm"}famiqmquﬁmv‘fmﬁﬂgmmi NVNA  E,C,R S  Defect,
NRUAIRaLUUNTUTRNUUaNAY Waiting,
Extra
processing
P10 ﬁmﬁﬁﬁ'ﬁjmm*vnﬁmm?‘@mifmmuﬁ-ﬁ“mv‘hmmmmﬁ NVNA  EC,R S Defect,
UfiiReuuanaan Waiting,
Extra
processing
P11 & whiiganiaanandewieianeu Savluuds NVNA  E,C,R S  Defect,
FIUNIFANEIF T Waiting,
Extra
processing
P12 Lf«ﬁ”ﬁuﬁﬁﬁ'ﬁﬁmammﬁmu‘?\wmmm pgALeNANT VA
inane
P13 uAslfimnuuennaasnliienans VA
P14 Lf«ﬁ”ﬂuﬁﬁ{ﬁ;iﬂﬁmwﬁmu%miwmu aenandeds NVNA
enansLinang
P15 vinthanads/ddasanuisasenmiefiieadeas NVNA
wnhiiuinaesymidnane
P16  daendansreeulmidnanannNuARILAT AR NVNA

132



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

=2

fanssunisUimnu : P AT ECRS Wastes

a 1

TUAAUNITATIAFBLIANAITURRYNALTNAE

P17 & whiinmsRuanis pamagaumNgniasesendns VA C,s Waiting,
2eauNFIlNANg sEUI N TANIAUASANFIUNNS Extra
ANERU processing

P18 ﬁmﬁﬁﬁmiﬁuﬂmzﬂuﬁmwmiﬂuﬁ@mmmﬁnf«ﬁwEfm VA

P19 LAWBIBIAALAKNELTIY/AILA ATUINENR VA

AMdnNang N

P20  WutinsRugdwanansiinansliianasnas VA

WNNELE VA=NANIsNiNAILAT NVNA=Ranssui liiunnipusianilusiasil E= Eliminate C= Combine R=

Rearrange S= Simplify

2. NANNIRANWIIEULANTAWNANITLIMN9A AN TN sidnan e AT AaLunun1sUiRuuen §

TasaainenisdfuRuuan1sdn D9dey a9 s LLAN IAUN ATV LY AINING 2

133



MFATUTHITAIGAT N INENALGUATITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

o

'7" 14 2 U'f’f 1 (NNTIAN-LNEEIU 2568)

=2

TEUUATAUNAAITUSMISTANS

HRALAT=LL
dansiayaunaIng
5=1rmmslﬁn‘=i1aﬁ'1nﬂuuﬂumﬂ]f|ﬁ“nmu-anu:
iz . _ )
g Tuiindayaswalasenis
JeEvmineu e
"
’ — *
)[ Tuiinmefayaansieel fiEnuuanam
" f -ﬁ
" r fuvianmsreaydRl JURMUUEAITET h r—
[_ ns=unlandinluds )
sudayamsan
-
Tfinmsrantamsliifnuuenoa (= yaAEns
) AR=ANENENARS
' = r = =
AurienaseeEydRLnG g \ y
nszunlAndinludi )
| . - ) UARINTEUIR
Terudayannljifcuuenaa >

-
b

N _/

¥
o

i 2 tasaafrannsdfifauuaznisdniedeyatesssuuasaun AN

nasINAmUNTTULIaiaFaufesudt An1mmageullsunsusruua1TaNANIILTUNIIANIT
nasidnangAtmeuununistuAnusenaat ludunszuunsa v uuasnadwizesruy wazufla
diulgalimsamannsiaanisreaglden mnﬁuﬁ’m’m@mumﬂﬁmui:uuLLriqﬂme’Lﬁm‘ﬁmLL@:LiIm‘HTmu
LY

nsidldeuszuuasaumnAnIsLTuisdan1snisidndgAne uunun U IR UUeNIIAN

AMEANYNANART NMANENATUAY §1U Web Browser 167 https:/math.kku.ac.th/ot Iaald KKU User Login

\H23in13 Login lngszuuaztlsngdaning 3

134


https://math.kku.ac.th/ot%20%20โดย

SAITUSMTANAAS AW INENAEgURTITET J M S U B U

o

17!. 14 QUU;"I. 1 (NNTIAN-LNEEIU 2568)

=2

Journal of Management Science, Ubon Ratchathani University

A aninmnsed enindmaneiy

OT@SC.KKU wimdn  swmsdu  @embnedaemasd v theeth@kkuacth v fla  Logout
I 1
\ ‘
J |
szuunsidadinauunumsdiifouuanuaisnamslng Uszanflouilsanat w.4.2566
ansinmmans amingdunauunu

@ Watch Video |

UM

®

sunmsiasents

Fanistayaseauunuminenu Snitadiaaans

® ®

ﬂl v ¥ v
MWA 3 UaAULINaINN T I use L

d‘l a A 1 ¥ o o aa a s v 3 dl
Lu@m*’ummmwmmfmmmmmmm‘llmqmimummuLmummgummuu@mqm RIUUIN

arraTvseiauazAiiunsiunindeyalasanis nMuuadesiunlunisdjuReu insetedUumnu
sruvazuanidayaenisiasanismiuinld dsnand 4 aantiuazainnsadniinnianaisaeayimnannis

ditmnuenna ldetgniesmngluufissidauinunlnadnluls

D L T T ———

OT@SC.KKU i o evedammnt v theethokkuscth v e Logout

mIiamstayailasems dAeavunumalfidavannainunislnd

M iranlaaIdas

Wiyl Ba
wlinafiRonail gy

Ands 1 97 660301.1.2/1868  autudl 27 funian 2564 wiiine avinimadlamant dembsen wwirmasal s
T i

wnisnay susni (60/
noEufluam funau 2564 10,320 hnindmsdan

_ uATIAM 2565 10,320 iuindaudan

wahunasal dmas
wimidrsasdas A 2565 10,320 tuvindoudan

R e dwaudn amue
arwdianios - ddndansdnmaayinmaaed Jansfounsaauaninadedmand msfounmaau suduasu - asvwmenld

Hatasenisdan : Tannsaluayunsedadudaainimadamand
Aansrud 2 © aduayumsdndunuuinsasuiasimisivee animadamdand

Hnwdu : 11000

fhnau 2565 10,320 hnindouiay
Sugmnpnaly @ Guneldnninnga _

mannadsiy taida

runsshlA  UfdRegsnas Sashianambizaaunasy Tuow Tulandnsdn wnavsnsdy dedwdsouun fuvidaaay Wnhanihadedand

wasndsianoy bivinimiasaavaontad mamsdnelaw Sndnm 2564 wilaayasiondi

Ufdaeasain : msrowmmlfdfendunenn uardudude ivium i s it Juumizaau

ans nus wistobers wasiouaua
“Ivldianans : Scan by RICOH-theeth-20-1-2565.pdf

JE— £==n

sanfunlszandau flunau 2565

Fvigeveaulalfiany

a o 2 o A e |2 am
AINN 4 LL‘&mﬂ’]i‘l.lu‘i’lﬂ“ﬂ'm;lj@‘ﬁmﬂﬂW?Vlumi"ﬂ@méuﬁl‘ﬂ{]‘um’m

135



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

=2

va a ¥ v v ¥

WadjiRnuuenaiainildfueydfmeufeauda idaudinanandauasuionaiuay
4 a o K k7 a o v ! o K k7 o v ¥ dl A dl
anfiunstiuindeyanailjifaunennan undsieiuiindeyalasinis ndaainidminidensaie

Y |a ea v = 4 v )a ea < o o ° | a oa
aﬂgummmm %umiwmmﬂmﬂgumm °ﬁ<1memmmmim’mummqL';mmaﬂg‘ummummuﬂmﬂﬂu

al

91815 IENINALN INTI9AT UAIAINAIUATIUIATLAR FTULAZUAANTBIANIINIIATTBILAAINT 9T

azgeBeiuvgallszanneu uazsuuazisieyaduaivesynainsfieg lugnudeyaresnnsinaaransun
P

AIAgeUNITaLAlTRULenna laadnlulim A 5

OT@SCKKU wimdn s Su  awniwadesiaed v theeth@kkuacth v g Logout
uandoadszindau furau 2565
AuvyauaaylEUfIEnT
#  do-anasdamaaihlug 123456 785 10111213 14 15 16 17 1819 20 21 22 23 24 75 26 37 28 29 3p 37  WBK ) Awrudu iy Haan
1 s [ oooo E0ooo0 B0000 BO0o000 oooD 6 60 360 2am0 30 18:30 u, X
oaa0 oo@a®a o oos&a0 ooo8a oooo 32 60 1,920 1 30u. X
o= =] =]z oo 35 60 2,100 o 30w %
2 ot o [ oooe ooooe DOO0OB oooeao oooD 8 60 480 — 1830w %
(m]=] B8 B8 oo 35 60 2,100 08:30-16:30u. X
3 \\wh:lm.w\:.ni‘m B0 ogos BO00E2 0088 ooege 56 60 3360 3360 30u.%
oo oo oo oo ] 60 0 08:30 - 16:30 u. X

sadluidurisnun 10,320.00 vv

aanus : TurinBousan

Auryadnlfideu Auwyaldnauiasonis

Fuvmpealszdudau

Juarnasglfidnsluidaui
doustnuit fotust sz fa-ana amail

2022-03-21 2022-03-23 anindau shids Tued rtawat@kku.ac.th n .
NINA 5 LAAIFIDENNUTNFAIINIIAANIINITNINLA A1979N13U LR UUENAN

nsaafinvienaslsznauniadinany wanuinantunisiuindeyanailfjimnues
= v A s ° a % . v o v a 1
YAAINIFEUTa AN AEUUNNIANHUNTUAY azdunmnd sz uudanainegalenanslsznaunisiinane
AmauunuinednludE ided1egniesuazsaniia Tnadentlu Auvgal nUfimm ssuuazdninenanaiiu
e Microsoft Word mgtuuuisziiauriavun Idun wdngiunisaneRuAmauununisUfjimauueniogan
wuuseNIunsUURNuwennan tydasanUfimnuwasluudesenisanenss
3. ndsanniszuunnld n1sdszifiulss@nininnszuauniadnanaAineuununisUumnu
uanan lnefFauiiauauaunanssy szaziaa i lunszusuniadnananau-naan1sWm U1 sz UL WU
Aanssun1sluAauanas 3 Aanssn AnLAN 20 Aanssn ananae 17 nanssd iufanssuniainenmuen 9
- - A e $  awm o= ~ o
nanssn uazianssui ldainmAusadusies s 8 Aansen uaznanisufsaumauszezioaildlunis
a o [ %

UtiRen nudadanszuauniaidnldioan 379 wai danszuaunisludldioan 234 Wil AaR19199 3 nasidn

sruunn datnnsnanaan lunislumnuanas 145 ui Andudesas 38.26

136



SAITUSMTANAAS AW INENAEgURTITET

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

JMS-UBU

A19199 3 waulanszuaunisiindanaAmeuununisliRuuenian nasantisyuuun 1

Journal of Management Science, Ubon Ratchathani University

- mem A1 WATIE
nanssun1sU R : P - ,
(W)  AmA
TUABUNITANVNANATURAYNANANNG
% v -ﬂl a A 1 ¥ =
\WMTNNFINTIALITMTENULENY NFBNTRYATATINNTUAYINHATIBEANT
PO1  UfjuReu inednainruuLefuiunntee iRl juRnuwenaan anssuy 30 VA
wuLgR R
P02  vintharwdrvdiisanun/searnuadeninasdesans 3 NVNA
P03 @anauniliAedy A9anaINIENIUARILAT AR 15 NVNA
TUABUNITATIARDLLANAITURDYNAUANNST
[y v o a v o =K v |a ea
WIMNNNNIRUAUEATIAGBLAIINYNABI TR UNN TR B YRS TR
P0O4 10 VA
UBNIAN
P05 i uthninsRuAnzTuingaNsANanTe 4R 5 VA
P06  LAUBIBNAMUANNELTMNI/AMLA aauNeyiinIsU iR uWanan 3 VA
PO7 i uthiiganandevieniaeniu fulenansan 15 NVNA
TUABUNITARNNANAITURDYNALLINAE
Wmihfigansananivizenuasnu neandeyadiunanislfiinuaeasiazau
P08  udadaarmANg NI RN P U TR UUeNIAT TiyTaanuas 30 NVNA
lUudePENIINEATULLER A
P09 IRmTgIN1sANNAT M MUNLNNUY ARtalenaisiinant 5 VA
P10 udvgUftmnuuennatamnnluenans 60 NVNA
P11 i uihiganieanandenviseanuagany sannanidessenaisidinans 2 NVNA
o ¥ a Y1 a al dl dl £ e K o
Wanmhan1a/g e anus/sesnnuadheninedesasnnluiunnueeysin
P12 _ | 3 NVNA
inang
P13 daenanszeeulmiinane g IuAfauasian) 15 NVNA
TUABUNITATIARDULANANTIRAYNALLINAE
FUINTINIRUAME AIIRALANYNARITEdENAI8aYRITNA e Twsy Ly
P14 , 10 VA
Wrsumeuiugaenansdnaaiaandsvzanioeudann
P15 IWmthinsRuanziuinamanisanaennisnans i 15 VA
P16 AUAIBNANMLANNELTINI/ANLA asuNayFnIaidnans & 3 VA
P17 duthinsRuduenansidnanglidinesndd 10 VA

137



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

- - VIR ALASIEN
AanssunisUdimeu : P - .
(Wn) ATLAN

sanszazalfinanulunszuisunisidnans (lud) 234

WNNBIWE VA=NANgINANATUAT NVNA=RAnssuit liidauAusiaidusesd
=
anlsena

A599 4 WreumeausrazinansUiAunszuaunsiinanemnuarnszuaunsiinansa luy

fanssunsUisnau NFTUAUNITAN (W)  NTTUIUANS UA (W)
1. %um@umﬁmﬁﬁLfanmﬂfawﬁﬁuﬁnmi 63 48
2. %um@uma‘mm@m@uL@nma‘ﬁu@wu““m&’nmi 38 33
3. %um‘ﬂuﬂ’]?‘ﬁ/mﬁﬁLfﬂﬂ@ﬁﬂ'ﬂ’méﬁﬁl,ﬁﬂ"i’m 205 115
4. %um@umimm@muL@ﬂmiﬁu@méu“mﬁndw 73 38
FaNsasIaINTU IR 379 234

HARINNITAAUITEULANTAUNANNTLINNTAAN1TNNRITNA 8 AR LU UNNTU HTRI UWenIan

- e a e . : B P 2o v oow d
AMEANENANART NNAneat eIy wudnsruuansa ldiduiasesiienatiuayunisd iR ueeaduiing
arriuazmieulunisdanisdeyanadnanedmeuwnunisfimauuennat nstiuiinln dudngu
waznsdpinwianatslsznaunisdnanauuudnluid anunsoaiiunisldasnmniiauargnaeadullais
szillgunsgnanenisndsdndeanisiindneRuaAime uunun1sU IR uLena199N1s W.A. 2550 wazii
wizaeienatuayunislifiureadmiiinisdulunisnmaasuarngnsieseedienansreaysimdnans

1
a aaRK a o

walfiduldaussdey uazldifu@nsnnelasu annmadulaladnli@nnadnanaRuindauiu nan1side
daaudTyuinisAauriAnauunuianatavsereiiniuiideuw ssunudtiadnninilaniaasssidaun d
= = A& o > o A o A (aea a

eaziaeaNn unudenlaeiugudeyaduavredunljimnuueniaanzesyanainslunna 1isuay
wdrzauluany vinliesenisdfuieu aatymnisdsauuilaenans vnldasnsaindlssdnsninly
n13UiFRNU anduneun1sUfiRnuaInEN 20 fanssn anmae 17 fanssn anANgaitlaianszazioan
sapaelunszuaunnidnanals 145 wi/iFas Andufasas 38.26 Astinnuwunzansanisun lldaunazin
Bin1stiunsaune lupueilss@nanInaEINTL 48AARRIRLNIUAINEIBY A99ENT 3aLABL (2567) M LAN1NI3
UFU13an92U9UN1920A T WMINNINATINTT FIUNTTIAUITAIARNT NUNTNENRLIALAN L WUIIFINTDAR
szillsunszuaunailuuwl JiRAaail an1snanszazaAIuNIIAINANGIgA 277 FU Aga 15 T

dl o o ¥ v K o ] a ¥ s
ae 61 1 Tnatnszuuansaunannld arunndnfen szuaunnsaesutlanisianislaa sz uueanla
TnanmunszazoaBusuauduga duduaunialy 45 UNA19 LazIUISEI093NTa- TRTYS] Lasis 29
1/919 (2567) NIAVNINIIRMUITLULANTAWNALNANITLTMNFULTNIITINNIIBNRNENAUINGINTITEUAY
nanisdyayn wvndnendeysnn lugduuuiduuenndndulagldnim PHP uazgiudeya MySQL wudn

o £ o = a , ° 5 = o Ao & Y
a‘zuwwmuwuuﬂa‘mmmwmmmum@ma‘miﬂ%ﬁmmmmmm@mmzum‘wmmmmmsﬂmm‘ﬂmmqm

138



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

1 v o

g/ uszALNIN WATAINIUITETRT LTIOUNT UTAN (2565) Nlavnnsdiutlganszuaunistimesdanisdayaive
nsdseinAmNINNITANE AnuzAalANans NaneIAuaIIAIUATUNS AaaulaAn ECRS WLAIA1HNI0AA
NITUIUNNIAIRINIANARIIU 17 Aanssn Antdufeaay 43.59 ansreziaalunievingiuas 1,835 uii Anwdu
faeiay 18.25 LAYAININUIREIAS UG UN9aU (2564) N6 InN19RmWIAslReIUNIRIAdeLULAZ T
\inanaRuauaiuey sullszanuRumals neands inanenaumalulag sasspasyys Inalduwpna
AREMANNIT ECRS WL HNIDAANTNEININIZANHAINAN 4,200 Wit/ 1nde 2,658 Wi/l a1u19nan
978219ANIMUEIUNNILIEgNIITNIANIAN 45 WT1/T89 1WAD 38 WIT1/F8Y ANANSLEMNIYAAANIELEN 13
AL AMNLAN 5 F2TH9 38 WT wide 2 Galu 19 wid
v ae dyy v e s s ooy
93 wan193de il Ireneanufuazifndsdesdngueniddaneuntinlulssidusssiali

1. NTYIUINITUUIAAAL UATUANNIS ECRS WNALNNIWRILNIZLLAIAWNA ATNUANNI9I9AT
N1IREUITZLL (System Development Life Cycle: SDLC) 9TUARENAUNEN 11X 41U2893398NT SaUARL (2567)
U9I0UNT UTAN (2565) Uay BB UN9auU (2564) Thtinuannng ECRS wnldlunnsdfuilanssuaunisvinanlu
UTUNFNN 7] 191 1192951 UNNI3TINITWAENTILTINIAANNI Ty A 1ien1 9 sziuAuNINNNsANEY N9
o 2o o e oy Sies oy o
Waun1sliRnunmaaeuuaznidnatedu uiuddeilatiellandulaanisysounisuuiAnduuas
NANNTT ECRS [NAL9asN1IWRILNIULIANTRUNA (System Development Life Cycle: SDLC) vivalinns9imiun
seuuiduaiulinnisanaanuglawaziinisz@anininassnszuauniaiinang IuAIAaULNUNIG
dftRnuuennaninaanie aadunisdesioaeswurfntetaiussuulunisainunseiionana sausisld
ANENATYFaNTIR R NaLal LU e uLatinsialiaaie I sz uauns R A s AvEnInuATARIAIN

v ¥

AYNARINTBE LFeU

2. MeyaiuisELLANTAUNANENTLEMN I ANINTTENAN e RuAIAe LUMUNNTU TR

1
o 1 o

wananlnLaNIz AINNILNIUISTINS TR TN daenLdn TenAdefifaadestunswanNs s UL sEIA
BN ILBWNISANNT AU 7 TUNMINENAE [IUN19LIN53T1NNT NsRARNLELLATN s IE A e LT
waznizanANati lunisiufinaeazidan Ayl Lwifj”\immm’i@”ﬂﬁﬁwmi:uummumﬁﬁlguﬁumi
UIM3dANIINITLsunsidnans RuAneuununisU iR uuennailneaniy T DRI T PG Rt
neulandAITNABIN1TRIANLANENANART Nuanendezeukiulnense sandsaNn T uAuLuL TFdauenu

a1 7 MeTunwanendaveuunuld

agUnanisiqauazIaLduaLUs

a71nan1s3e
AneansAdenLdn doymuazgiassalunszuaunisdnatsRuaAneuununsdiReuuen
wainaINgRsIMatanasaINNsnBuuefg st U JuRusesiuRaTaunateminh uneaisling

AuNAsgIuivues il ssiflauiinadesiuniadnanefiseasdeanin gUjiRnumeinyewazang

aal=

= a v a a ° a . a a Yo ] v ¥ o
1uiw_mm1mm°n®\1 mmmmmmwmmlumimmmmm@L‘Lmmmmmumu@mwwqimu @QN@IVL”’Q’WMLL’W]

P . P v a a & \ \ - A A
ﬂq?Nu[ﬂ@\i@\?V’]HL@T—]@']?FLWL@’]'V]u'n’]@qmqqmqﬂiﬂﬂu'JﬂqquLmeL'ﬂﬂ'&qﬁ\ufﬂﬁ wLUunasuengnsiinangivang

139



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

wuunefuuariaNe e ndudaulunisdamin nszuaunsieuiaugsendudau lulssundaansaga
mm%’wﬁ@umslﬁﬂaﬁﬂLL@:mfrfmmuiumwammma@ﬂﬁﬁ‘ﬁmu HAAINNIIRAUILAZUNIE L LA AU A
N17L3MN3AAN1INTdnANg AR LUNUNNTUTRUUENIIAT AMEANENAERT NUNTNE BB N1 1
mmimifmLﬁmﬂnaw'ﬁmwlﬁ’mi‘u?mﬁw"mﬂﬁimiLﬁﬂ@'wWﬁ@ﬂ'wmmﬁqmegﬂﬁ@\uﬂﬂﬂmmmﬁﬂu
NITNINNIIARY 316988 RUAIRBUUNUNITUFUFNUUENIIANIITNNT W.A. 2550 AINITNAAAINN
zgzyL‘}Jz\h@q’m?wmmmﬂ@ﬂslumxmuma‘tﬁmi’]whmmmumsﬂﬁu“ﬁmuuﬂﬂLqmﬁ'mmirﬁ 145 wii/i3as
(a1n 379 W7 Wiae 234 w1h) Andludesas 38.26 mmm@m%umuma‘ﬂ@u“ﬁmumnLau 20 AAN9IH AILURAD

17 NansTu

1RLAUBLUEAINNISIAY
n19U5udganszuaun1 s JURIUAINULIAAAY ASEUANNNT ECRS $aNALNIIWMUITELY

ANTAUNANITLINNIIANTTATITNG 1 EA AL UNUNNTUF TR UURNIIAT AEINUNANART

|
A

N anendureuwiu vinWRiATesiiendas lunisiadsednnnlunszuauniadnana 3 desanduneuuas
szaziaan lunisdfiien M I fuRanulfizeaundn 38 % arunsoinlddiduuuedfimiReeiuieane
ylinsuinsnumelunnzidss@ninmuiniu AnilasasstfudsnssuaunisdfiRnuuasimunssuy

A19AUMAINENILEMIa AN I TnAne Rue A Tunisaifineudssnnau - 1ennizsialyl

518111981994

Nesine aANsULTeL. (2562 N). Tool UuWHT1NL/a1 (Fishbone Diagram) NFaUNURIUAAIIIEUAZHA
(Cause-and-Effect Diagram). auﬁmﬁl@ 20 Qs\lmﬁuﬁ 2565, a1n https://iok2u.com/article/business-
administrator/tool-fishbone-diagram-cause-and-effect-diagram

Nesfinef gasursee. (2562 1). 299IN19WENWISELIL (System Development Life Cycle : SDLC). Fudwile
30 A8 2564, AN https://dol.dip.go.th/th/category/2019-02-08-08-57-30/2019-03-15-11-06-29

A90ENT FALABL. (2567). N19UFUUFNIZUIUNNIIBATUNUININATING EIUNTTIANITAIART NUNINEAE
NRuANML. 279499979019 Yram., 13(1), 73-87.

AATNA UALATN. (2564). n’riﬂi:gmm"lﬁtmﬁ@ﬁmﬁ'mﬁm/i:ﬁw?ﬂvauﬂu@@yu?}mm@’lummu”umiﬁnm
nacdAn Anuzladading uuaenaayIn (:NEUR4E). TALE: NAnEAYIN, Aoz TaRaRNA.

Wi 19d, (2564). MPNALINTL AN TN INTINARLILAL AN N ESINLIA T I lszanadSume s
neNaad ananenatimalulatisrnenastyys logliuunan a4 (Lean) (91897134%). Unusnil:
NAnenALmAIAE M TNAASTILT, NBIARY.

LI9304N3 WRA. (2565) mﬁﬁuﬂ@qmzmumm?mﬁmmﬁ@g@L‘W'@m?ﬂszﬁuﬂmmwmaﬁﬂmﬁqmlmﬁm ECRS

ADNEAALANARNT NAVENAAIIATUATUNS. 919415371017 Laun., 11(2), 193-204.

140


https://iok2u.com/article/business-
https://iok2u.com/article/business-

SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

Uninng Fedegy LAy A1999904 Aunned. (2564). nsanangiyidaiannisldteyalunisdafivienans
Tidluszuulugasasa 4.0 Inannsiszenslduannis ECORS fanduldginiu. 91941505017g904
ATUATUNIA 78N, 12(1), 20-37.

U3r87U @18AN. (2567). NIINAUITLULRARTNILNWLAZNNTIER 189U N1 4 AMUTNYHEANART NNNTINEFE
WA, 919819971079 Laumn., 13(2), 1-11.

nda oy waz g WA, (2567). AN WAL I LA SR AL BN T BN NN T TINN 38 SANEN G
ANLINTINENAZAINEINITEYEYN NUANLNR-IYINT. 977479 Mahidol R2R e-Journal, 11(1), 91-103.

aAut Yeyauns uaz ansdsut Uhugusan. (2567). nMafRNTEILA T AUMARaN19anAY A E lun TN
$8AZIBYAAADTANYIZULANSAUNAIAN IR, 219819UTUISAIGAT NUINEAEI
gUATITEH, 13(2), 133-150.

aaa '

A3t 2381z, giEngsnd uiapza, Anh, N. H. uay ARNMEY gUuT0. (2567). NaNmWNIEULANTAUNALNEN NS

49 U U

¥

ATUAUUNIIUTNNIAANITNUINY Nudnenaudwezen. 99989937913 Llszensilginaulag
angdunA, 10(1), 22-35.

ST ARAAN (2565). NMINALNTELLANTAUMAREN 33T LILAZALAUNAUIMATNT ARLTLITNNIFINA
wvaneaedeslud. 219819391075 aun., 11(1), 159-168.

Gamboa, P., & Singgih, M. L. (2021). Lean manufacturing improvement using ECRS and TRIZ methods:
Literature reviews. In Proceeding of the Second Asia Pacific International Conference on
Industrial Engineering and Operations Management. Surakarta, Indonesia: IEOM Society
International.

Laudon, K. C., & Laudon, J. P. (2020). Management Information Systems: Managing the Digital Firm.

London: Pearson.

141



SAITUSMTANAAS AW INENAEAUATITET

JMS-UBU

)

7 14 atiLfi 1 (NnFIAN-LNEIEY 2568)

Journal of Management Science, Ubon Ratchathani University

Factors Affecting the Adoption of Social Media Influencer Marketing
and Its Impact on Purchase Intention in Beauty Industry Targeting on

Young Generation: A Conceptual Framework

Kesara Supornsinchai

Business School, University of the Thai Chamber of Commerce

Email: kesara_sup@utcc.ac.th

Received: 26 July 2024
Revised: 29 January 2025
Accepted: 7 February 2025

Abstract

The primary goal of this paper is to integrate the established concept of source credibility with the
relatively new field of social media influencers. A key idea is source credibility, which refers to the evaluation
of how credible and reliable a source of information is perceived to be by its intended audience. This
evaluation is crucial in marketing, as consumers are more likely to be influenced by sources they consider
credible. In the context of social media influencers, it is essential to examine how attributes such as perceived
authenticity, attractiveness, expertise, and trustworthiness impact the purchasing decisions of their followers,
particularly within the beauty industry.

The study aims to introduce a conceptual framework specifically designed to explore the influence
of social media influencers on the purchase intentions of young consumers in the beauty sector. Central to
this framework is the premise that influencers perceived as credible can significantly affect their followers'
buying behavior. The framework considers four factors contributing to an influencer’s credibility: their ability
to establish a connection with their audience (homophily), their perceived level of authority or expertise within
the beauty domain, and the degree of engagement and interest their content evokes. Much existing research
focuses on immediate impacts; however, there is limited longitudinal research examining the long-term
effects on young customers' brand loyalty and purchase intentions (Shan, Chen, & Lin, 2019). The principal
aim of this study is to investigate the effectiveness of integrating social media influencers into marketing
strategies within the beauty industry, with a specific focus on targeting the young generation. By gaining a
nuanced understanding of the dynamics of source credibility among social media influencers, businesses
can better optimize influencer marketing strategies to resonate with young consumers, who are increasingly

influenced by social media platforms.
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Introduction

The prominence of social media influencers (SMls) has grown substantially in recent years,
making influencer marketing (IM) a common component of business plans. Despite the growing interest of
scholars and practitioners, the ensuing scholarly work is varied, fragmentary, and fragmented. Given the
crucial importance of SMls in the consumer decision process, and the fact that this study domain is still
expanding, a comprehensive and critical review of existing research on this topic is desperately needed.

Social media influencer marketing is similar to traditional celebrity endorsements; however, the
interactions are more content-driven (Lou & Kim, 2019). The level of audience participation is slightly higher
than traditional celebrity endorsement (Arora, Bansal, Kandpal, Aswani, & Dwivedi, 2019). The traditional
technique is centered mostly on one-way broadcasted contact, with followers typically unable to respond to
celebrity comments. This continues to be regarded parasocial relationship (PSR) because two-way
communication is limited and would not occur as frequently or profoundly in a genuine social interaction.
Thus, social media influencers are a unique group (Belanche, Flavian, & Ibanez-Sanchez, 2020). Companies
now need to take into account new marketing strategies and customer value propositions (like value, brand,
and relationship equity) (Kannan & Li, 2017) in addition to their current marketing strategies (like sales,
profits, growth rate, customer satisfaction, and loyalty). This is because traditional communication channels
are becoming less effective.

In recent years, social media has had a significantimpact on beauty trends. An increasing number
of people employ social media platforms like Instagram or YouTube to find inspiration for their style, hair, or
makeup. Influencers may bridge the gap between themselves and their audiences by creating authentic and
relatable content. However, if beauty norms are unrealistic, the continual exposure to well-crafted content
about attractive women can have a negative impact on self-confidence and body image. Given the global
accessibility of social media, there is also a risk of cultural appropriation.

Social media influencers have a tremendous impact on the beauty business by setting trends and
influencing customer behavior. The study underscores the impact of influencers on beauty trends,
emphasizing the necessity for responsible content development and supporting healthier beauty standards.
Collaborating with beauty influencers allows businesses to broaden their reach, communicate directly with
customers, and improve brand visibility. Studies also suggest that influencer credibility, perceived trust, and
value significantly influence customer purchasing intentions for skincare products, highlighting the relevance
of influencers in boosting sales and developing trust with their audience (Amelia, Kristiyani, Hartini, Ikhsan,

Fernando, & Prasarry, 2023). Scholars have characterized social media influencers in a variety of ways.
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Social media influencers are a new class of independent third-party endorsers that utilize blogs, tweets, and
other social media platforms to sway audience opinions (Freberg, Graham, McGaughey, & Freberg, 2011).
Social media influencers engage in self-presentation on social media as digital opinion leaders. They
establish an online persona by crafting a detailed, multimodal account of their daily life and use it to draw in
a sizable following (Kay, Mulcahy, & Parkinson, 2020).

The study of Djafarova and Rushworth (2017) demonstrates that young female Instagram users'
purchasing decisions are influenced by celebrities. On the other hand, non-traditional celebrities-like
bloggers, YouTubers, and "Instafamous" profiles-have greater influence because people can relate to them
and find them more credible than more conventional celebrities. Because they are more conscious of these
things, female Instagram users choose to follow accounts that purposefully post positive photos and offer
uplifting comments. Research that particularly focuses on influencer credibility and its impact on purchase
behavior is still rare (Abreu, 2019; Lou & Yuan, 2019; Trivedi & Sama, 2020). A few recent studies have
focused on how social media influencers' influence on consumer purchase behavior.

The young generation and beauty industry were chosen for the study for a number of reasons.
First off, one of the most significant industries using social media for marketing is the beauty business. By
2025, the beauty business is expected to have grown from $420 billion in 2018 to $716.3 billion. The Asia
Pacific Region holds a 48% market share in the cosmetics sector, while the US comes in second with 24%
(Upfluence, n.d.). The marketing and consumption of beauty products have changed as a result of the
abundance of beauty-related information on websites like Instagram, YouTube, and TikTok (Chen &
Dermawan, 2020; Piyumi & Demirel, 2021). Influencers on social media, especially in the beauty industry,
have become important players in determining customer preferences, product sales, and trends (Freberg et
al., 2011). Second, younger generations utilise social media platforms the most, particularly Millennials and
Generation Z, and they are quite open to influencer marketing. Since social media has been a constant in
their lives, these generations are digital natives and are therefore more inclined to trust online influencers
and personalities than traditional advertising (Djafarova & Rushworth, 2017). As people look for relatability,
authenticity, and personal ties with the influencers they follow, their interaction with beauty goods through

influencers is becoming more and more crucial (De Veirman, Cauberghe, & Hudders, 2017).

Research objectives
1. To develop the framework of source credibility regarding social media influencers (SMls)
2. To present the conceptual framework of source credibility on social media influencers

(SMls) towards purchase intention
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Scope of study
This paper examines the impact of social media influencer marketing, focusing on four key
independent variables: attractiveness, authenticity, expertise, and trustworthiness. These factors, shaped by
social media influencers, are analyzed for their influence on purchase intention, which serves as the

dependent variable.

Literature Review

Social media marketing

Social media is critical to global marketing strategy because it shapes company image, boosts
sales, and cultivates intercultural communication. It is an effective tool for businesses to target certain
markets, interact with customers, and tailor information to different audiences (Gomathy & Nithya, 2024;
Nazarudin & Handayani, 2024). Integration of social media with traditional marketing channels is critical for
multinational corporations to reach a larger audience and improve customer relationship management (Fong
& Yazdanifard, 2014). Modern digital technologies have heightened the complexity of the consumer
experience. Digital and social media marketing enable businesses to reach their marketing goals at cost-
effective rates (Ajina, 2019).

Social media marketing (SMM) refers to the advertising of a product or service via social media
platforms such as Facebook, Instagram, X (Formerly Twitter), and LinkedIn. It comprises producing and
sharing content, interacting with users, and launching advertising campaigns to target a specific
demographic. Social media marketing may be an effective way to raise brand awareness, generate leads,
and drive sales. It allows businesses to interact with their clients more personally, create connections, and
grow a devoted following. Firms should have a defined social media marketing strategy in place, complete
with goals, prospective customers, and success measures.

Social media marketing (SMM) has gained significant attention in academic research due to
its transformative impact on business strategies and consumer behavior. Research highlights how SMM
strategies enhance brand engagement and customer loyalty (Bailey, 2019). Key studies emphasize the role
of data analytics in optimizing social media campaigns, with tools enabling targeted advertising and
performance measurement (Tuten, 2023). Recent studies also explore the ethical implications and
challenges of SMM, such as privacy concerns and misinformation (Haijli, 2018; Saura, Palacios-Marqués, &
lturricha-Fernandez, 2021).

Social media marketing improves customer-marketer communication while also facilitating
actions that raise brand exposure (Hafez, 2021). If a brand-guide allows users to readily identify with a certain
brand community, strong ties between customers and the brand will develop, leading to customer loyalty

(Ebrahim, 2020). All in all, social media marketing is a critical component of contemporary digital marketing,
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and businesses who disregard such may fall beneath their competition. Social media marketing is monitoring
social media platforms for brand or product states and interacting with the audience to address their
questions, problems, and comments. Social media marketing may be an efficient method to reach a big

audience and raise brand awareness, but it takes a smart strategy and consistent work to be successful.

Social media influencer marketing

The advent of technology has drastically altered the marketplace, with social media emerging
as a critical platform for brand engagement (Lim & Rasul, 2022; Ooi, Lee, Hew, Leong, Tan & Lim, 2023;
Wahab, Tao, Tandon, Ashfaq, & Dhir, 2022). This evolution has pushed brands to form strategic alliances
with social media influencers (SMls) to increase their exposure and engagement (Joshi, Lim, Jagani, &
Kumar, 2023; Nadroo, Lim, & Nagshbandi, 2024). Notably, the introduction of social media has not only
transformed the dissemination and consumption of information (Lim, 2023), but has also changed marketing
perspectives (Han & Balabanis, 2024; Shamim, Azam, & Islam, 2024).

Apparently are several strategies for developing brand attitude, with social media marketing
being one of the most modern and frequently employed in today’s digital age. Social media influencer
marketing serves as one of the collaborative endeavors that have emerged from social media marketing.
Many social media users have built an online reputation, as indicated by their big following. By developing
attractive and distinctive social media accounts. They built a strong online personality by expressing their
passions and opinions on social media platforms like Facebook, YouTube, Instagram, and TikTok. These
well-known social media users, sometimes called social media influencers (SMls), are simply referred to as
influencers.

Social media influencers (SMls) with a strong following on their personal accounts can become
reviewers to increase brand visibility and customer trust (Andreani, Gunawan, & Haryono, 2021). Influencers
may increase customer engagement and insight by encouraging followers to purchase items from joint
companies. SMls have been explored from numerous perspectives. Scholars that have examined SMls as a
marketing technique refer to SMI posts as Electronic Word of Mouth (eWoM) (Li, 2011; Xu & Li, 2013). They
should also publish valuable contents on a regular basis, engage with their fans, and employ social media
advertising to gain a wider audience.

Social media influencers differ from celebirities to typical individuals who employ new tactics
to distribute material on social media platforms. SMIs’ output might offer education, entertainment, or even a
video log (Vlog). When the influencers’ material goes viral, their admirers will start to follow them. These
people appear to have a considerable impact on the decisions of their followers. As a result, advertisers
routinely contact them to promote products, companies, organizations, and even ideas via their social media

channels. De Veirman et al. (2017) refer to this marketing tactic as influencer marketing.
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Despite being quite successful in many situations, social media influencer marketing has a
number of drawbacks that should be taken into account. One significant flaw is the lack of authenticity, where
influencers could market goods that don't fit with their own principles or views just to make money. When
viewers learn that an influencer's endorsements are not sincere, they may feel deceived, which might reduce
their credibility and trust (Lou & Yuan, 2019). Additionally, when consumers grow numb to sponsored
content, the overabundance of influencer marketing might make it difficult for firms to stand out (De Veirman
et al., 2017). The influencer's applicability to the target demographic also affects how successful influencer
marketing is. The marketing message may not be resonant if the audience does not find the influencer
credible or relevant (Freberg et al., 2011).

Additionally, there are worries about moral dilemmas such encouraging unhealthy lifestyles or
unattainable beauty standards, which can harm customers' mental health, especially among younger, more
susceptible groups (Fardouly, Diedrichs, Vartanian, & Halliwell, 2015). Lastly, it can be challenging to
calculate the return on investment (ROI) of influencer marketing, particularly when it comes to long-term

brand loyalty and shifts in consumer behaviour (Jin, Mugaddam, & Ryu, 2019).

Social media influencer marketing in beauty industry

The utilization of social media influencers (SMIs) has had a profound influence on consumer
purchase intentions in the beauty sector, a phenomenon fueled by a multitude of factors including credibility,
trustworthiness, and the establishment of parasocial relationships. These SMls, individuals who
communicate their personal encounters on social media platforms such as Instagram, YouTube, and TikTok,
have assumed a critical role in molding consumer perceptions and actions, thereby facilitating marketers in
effectively engaging with their desired demographic audience (Onem & Selvi, 2024). Long-term studies are
needed to understand how early exposure to influencer marketing in the beauty industry affects consumer
behavior over time. This includes examining the sustainability of purchasing habits and brand loyalty
developed during youth (Shan, Chen, & Lin, 2019).

The credibility of social media influencers (SMls) is of paramount importance in the realm of
marketing and consumer behavior, as it has a significant impact on the levels of brand consideration and
purchase intention among consumers. This influence is particularly pronounced in the case of Generation Z
individuals, who are a key demographic known for their strong engagement with social media platforms and
tendency to be influenced by beauty influencers and their content (Rizomyliotis, Konstantoulaki, & Giovanis,
2024). The credibility of a product or service is significantly bolstered through the perception of
trustworthiness and value attributed to it by consumers, a phenomenon that plays a crucial role in shaping
their intentions to make a purchase (Amelia et al., 2023). The perceived trust and value associated with a
product or service are key factors that can sway consumer decisions and influence their behavior in the

marketplace. The significance of content quality and influencer perception plays a vital role as mediators
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within this association. Various elements including perceived trustworthiness, credibility, expertise, likability,
and familiarity impact consumer perspectives towards influencers and ultimately, their intentions to make a
purchase (Candra, 2023).

The efficacy of social media influencers may exhibit variability; for example, within the realm of
skincare, individuals frequently place greater trust in recommendations rather than endorsements from SMls
owing to the delicate characteristics of the merchandise and the susceptibility to misleading information on
various social networking sites (Kayode-Adedeji, Okechukwu, & Oyedepo, 2024). Despite these challenges,
the enduring power of influencer marketing is evident, with studies suggesting that the authenticity of
influencers and parasocial connections greatly influence purchase decisions (Maharani & Suprayogo, 2024).
The function of electronic word-of-mouth (e-WOM) and brand equity serves as a partial mediator in the
correlation between social media influencer marketing and purchase intentions, thereby emphasizing the
diverse influence of Social Media Influencers (SMIs) in the cosmetics sector (Nagvanshi, Gupta, & Popli,
2023). Hence, cosmetic companies should strategically utilize the credibility, trustworthiness, and interaction
capabilities of SMls to improve consumer purchase intentions, all while remaining cautious of the possible

drawbacks and ensuring the genuineness and excellence of the endorsed products.

Theory of the research
In this paper, the author employs the theory of source credibility to analyze the effectiveness
of information sources in adoption of social media influencer towards purchase intention. The source
credibility model, developed by Deborah A. Mcguire and Wansink in 1998 and built on by O'Hanian in 1990
(Ohanian, 1990), is a theoretical framework for explaining how individuals assess the credibility of information
sources. The source credibility model has been widely utilized in advertising and marketing to better
understand how consumers perceive the legitimacy of product and celebrity endorsements. The concept
proposes that a source's credibility is determined by four key factors: authenticity, attractiveness, expertise,
and trustworthiness. The concept of source credibility is a complex one that plays a significant role in
influencing consumer behavior and decision-making in various fields such as marketing, tourism, health, and
environmental sustainability. Within the realm of CEO endorsers, the credibility of the source is essential in
shaping consumer perceptions of product qualities, which then influence purchase intentions. It is worth
noting that factors like attractiveness and expertise do not have a notable impact on credibility perceptions
in this scenario (Newell & Shemwell, 1995). In the promotion of environmentally friendly products, source
credibility plays a key role in improving consumer attitudes and perceived behavioral control, both of which
are crucial determinants of purchase intentions. This underscores the importance for marketers to effectively
communicate their sustainable practices (Kumar, Kaushal, & Kumar, 2023).
In the realm of the personal care industry, various factors such as homophily, authority, and

interestingness play a substantial role in shaping the perceived trustworthiness of sources, thereby
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effectively bolstering the credibility of electronic word-of-mouth (eWOM) and ultimately influencing
consumers' purchase intentions. This underscores the paramount significance of trustworthiness when it
comes to augmenting the overall credibility of online reviews (Vitaloka & Alversia, 2019). Furthermore, these
scholarly investigations collectively emphasize the pivotal importance of source credibility in a multitude of
consumer decision-making processes, thus shedding light on its profound impact on individuals' attitudes,
intentions, and behaviors across diverse situational contexts. Table 1 below is the summary tables of

variables mentioned in conceptual mode.

Table 1 Summary Table of Papers Related to Variables in the Framework

Variable Author(s), Year Title of the Paper Key Findings
Attractiveness | De Veirman et al. Marketing through Instagram Influencers' attractiveness and
(2017) influencers: the impact of number follower count significantly
of followers and product impact consumers' perceptions
divergence on brand attitude and purchase behavior.
Lou & Yuan (2019) | Influencer Marketing: How Attractive influencers foster
Message Value and Credibility stronger consumer

Affect Consumer Trust of Branded | engagement and trust, leading

Content on Social Media to higher adoption

Sokolova & Kefi Instagram and YouTube bloggers Physical and visual

(2020) promote it, why should | buy? How | attractiveness influence
credibility and parasocial consumer perceptions of
interaction influence purchase influencer credibility
intentions

Trivedi & Sama The Effect of Influencer Marketing Consumers are more likely to

(2020) on Consumers’' Brand Admiration adopt products promoted by

and Online Purchase Intentions: An | visually appealing influencers

Emerging Market Perspective

Authenticity Audrezet, De Authenticity under threat: When Authenticity strengthens the
Kerviler and social media influencers need to emotional connection between
Moulard (2020) go beyond self-presentation influencers and followers,

leading to higher adoption

Hughes, Driving Brand Engagement Authentic storytelling by
Swaminathan and Through Online Social Influencers: | influencers enhances

Brooks (2019)
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(2016)

all opinions are my own”: The
effects of sponsorship disclosure
on responses to sponsored blog

posts

Variable Author(s), Year Title of the Paper Key Findings
An Empirical Investigation of perceived credibility and
Sponsored Blogging Campaigns adoption
Expertise Hwang and Jeong “This is a sponsored blog post, but | Expertise contributes to the

perception of influencers as

reliable sources of information

Breves, Liebers,
Abt and Kunze
(2019)

The perceived fit between
Instagram influencers and the
endorsed brand: How influencer—
brand fit affects source credibility

and persuasive effectiveness

Higher expertise enhances
adoption rates, especially for
technical or specialized

products

Mammadli (2021)

The role of brand trust in the
impact of social media influencers

on purchase intention

The expertise and
attractiveness of the influencers
creates a mediator effect in the
relationship and purchase

intention

Trustworthine

Jin et al. (2019)

Instafamous and social media

Positive attitude toward the

influencers’ content and

engagement strategy

s influencer marketing endorsed brand, feel stronger
social presence and feel more
envious of the source than
those consumers exposed

Freberg et al. Who are the social media Trustworthiness is a key
(2011) influencers? A study of public determinant of influencer
perceptions of personality marketing success
Chetioui, Lebdaoui | Factors influencing consumer eWOM and trust significantly
and Chetioui (2021) | attitudes toward online shopping: impact consumer attitudes
the mediating effect of trust toward online shopping. Trust
is influenced by relative
advantage and eWOM

Social Media | Tafesse and Wood | Followers' engagement with Adoption increases with higher

Influencer (2021) Instagram influencers: The role of | engagement rates and

Adoption

perceived influencer

congruence with the brand
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Rehman, 2013

attitudes and intentions toward
user-generated product content on

youtube

Variable Author(s), Year Title of the Paper Key Findings
Xiao, Wang and Factors affecting YouTube Adoption is positively related to
Chan-Olmsted influencer marketing credibility: A followers' emotional connection
(2018) heuristic-systematic model to influencers
Purchase Mir and Ur Factors affecting consumer Social media influencer
Intention

marketing fosters stronger
purchase intentions among

youth

Godey, Manthiou,
Pederzoli, Rokka,
Aiello, Donvito and

Singh (2016)

Social media marketing efforts of
luxury brands: Influence on brand

equity and consumer behavior

Positive social media efforts

increase purchase intentions.

Varghese and

Agrawal (2021)

Impact of social media on

consumer buying behavior

Social media shapes
perceptions, drives product
recommendations, and
influences purchasing
decisions across
demographics. It boosts brand
visibility, enhances customer
loyalty, and increases customer

lifetime value.

The table summarizes research on how social media influencers impact consumer behavior.

It shows that factors like attractiveness, authenticity, expertise, and trustworthiness influence how much

consumers trust and engage with influencers. Higher engagement with influencer content is linked to

increased purchase intentions. Additionally, the study highlights that influencers with expertise in a particular

field are seen as more credible sources of information, leading to higher adoption rates for products related

to their expertise. Overall, the table emphasizes the importance of various factors in successful influencer

marketing campaigns. By understanding these factors, marketers can optimize their strategies to achieve

desired outcomes.
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Source Credibility

Attractiveness

The attractiveness of a source is an essential dimension of source credibility in social media
influencer marketing, particularly impacting consumer behavior and brand engagement. The attractiveness
of the communication source is defined as its perceived appeal or likability. This may be determined by
several variables, including physical appearance, personality qualities, social standing, and resemblance to
the target audience. Attractiveness is the physical or social attraction of a source. A source who is seen as
physically attractive or charming is more likely to be considered credible than someone who is not. The
significance of attractiveness is evident in the establishment of parasocial connections, serving as a mediator
between the credibility of influencers and the level of interest in products. This underscores its critical role
within digital marketing approaches (Fatima & Billah, 2023).

Many studies have found that appealing sources are more successful in persuading
customers than unappealing sources. This is believed to be because appealing sources are perceived as
more trustworthy, reliable, and compelling. Attractive sources may additionally trigger favorable feelings in
the target audience, increasing the possibility of their accepting the message and doing the required action
(Seiler & Kucza, 2017). As a result, it is important to note that beauty alone does not guarantee message
efficacy. The investigation revealed that the credibility of an influencer, encompassing their expertise,
attractiveness, trustworthiness, and resemblance to the audience, plays a pivotal role in the development of
para-social relationships. Para-social relationships denote unilateral connections in which the audience
perceives a personal bond with the influencer, notwithstanding the absence of personal acquaintance. The
study showcased that a perceived credibility of an influencer markedly enhances the audience's inclination
towards the products they advocate. Hence, the audience's interest in the products promoted by an
influencer is positively correlated with the influencer's trustworthiness, expertise, attractiveness, and
similarity to their audience (Fatima & Billah, 2023). The investigation revealed that the effectiveness of
influencers is enhanced when they portray themselves as ordinary individuals (laypersons) rather than as
micro-celebrities. This phenomenon is attributed to the fact that a layperson presentation cultivates higher
levels of trust and social appeal among the audience. Influencers who adopt an image of opinion leaders
are perceived to possess greater expertise compared to those who opt for a layperson persona. This
perceived higher level of expertise significantly impacts the audience's response to the brands endorsed by
these opinion leaders. The study illustrated that trust and social appeal play a pivotal role in the efficacy of
the layperson presentation approach. These elements contribute to establishing a more profound connection
with the audience, thereby amplifying the persuasiveness of brand messages. The research specifically
concentrated on female influencers and female participants, thereby restricting the applicability of the results

to a broader demographic, including males. Existing studies indicate variations in how men and women react
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to influencer marketing, underscoring the necessity for further investigations to validate these outcomes
across diverse genders (van Reijmersdal, Walet, & Gudmundsdéttir, 2024).

Physical attractiveness has been a focal point of inquiry within the realm of attitude change
research (Berscheid & Walster, 1974). It stands out as a crucial characteristic of vioggers due to the constant
visibility they maintain to their followers (Rubin & Perse, 1987; Rubin & Step, 2000). Recent examinations of
social media influencers have delved into physical attractiveness as a significant influencing factor,
alongside considerations of audience engagement and influencer authenticity (Munnukka, Maity,
Reinikainen, & Luoma-aho, 2019; Woodroof, Howie, Syrdal, & VanMeter, 2020). Conventional investigations
into physical attractiveness have primarily concentrated on scrutinizing the impact of a model's appearance

in advertising contexts (Joseph, 1982).

Authenticity

Research has shown that the degree of authenticity associated with the credibility of
information sources plays a crucial role in influencing consumers' intention to make purchases within the
beauty industry. This influence is particularly notable within the realm of social media influencer marketing,
where the adoption of influencers has a significant impact on consumer behavior. Studies have highlighted
the growing importance of social media influencers in shaping consumer preferences and purchase
decisions across a wide range of industries, underscoring the pivotal role that credibility and authenticity
play in this process (Akand, 2024). In the context of Sri Lanka, recent studies have brought to light the
significant role played by trustworthiness as the most influential dimension affecting the purchase intention
in relation to influencer credibility. This underscores the crucial significance of authentic and trustworthy
influencer endorsements within the beauty industry (Shailza & Sarkar, 2024).

Moreover, it is essential to delve into the intricate dynamics that exist within the correlation
between the credibility of a source and the intention to make a purchase, particularly when considering the
mediating role played by various factors like the level of engagement online and the overall attitude towards
the influencer in question. These factors themselves are subject to external influences, most notably the
perceived value of the social media influencer's promotional content as perceived by the target audience
(Dauhan & Langi, 2024). The mediating role of information adoption serves to emphasize and highlight the
crucial significance of credible information that is disseminated by social media influencers, ultimately
leading to the persuasion and adoption of such information by consumers. This process also extends to
influencing their purchase intentions, showcasing the intricate and complex interplay between the
information provided, the influencers delivering it, and the subsequent actions taken by consumers in
response to this information (Mohamed, Jaafar, & Ayupp, 2023)

Furthermore, it has been determined through research that the credibility and approval

provided by social media influencers play a crucial role in moderating the connection between brand
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recognition and the intention to make a purchase. This suggests that when influencers are perceived as
trustworthy, they have the ability to positively influence individuals' perceptions regarding the promotion of
products. This was highlighted in a study referenced as Tamsir, Zain, Poniran, Basar, Rahman, Mohan and
lbrahim (2023). In the broader scope, it is evident that the genuineness of the credibility of the source serves
as a pivotal factor in shaping consumers' intentions to make purchases within the beauty industry. This is
due to the fact that it nurtures a sense of reliance and interaction, consequently steering consumer behavior

towards embracing suggestions put forth by influencers on social media platforms.

Expertise

Expertise is the perceived amount of knowledge or ability that a source possesses in a
specific subject or issue. A source who is regarded as an expert in their area is more likely to be considered
credible than someone who is not. It refers to a person's perceived ability to deliver accurate information to
another (Ismagilova, Slade, Rana, & Dwivedi, 2020), Defining a profession requires expertise and knowledge
(Saks, 2012). Expertise, which is yet another critical component in this context, plays a significant role in
establishing influencers as individuals who possess a high level of knowledge and skill, ultimately
contributing to their perceived competence and authority. This, in turn, leads to a notable boost in their
credibility among their audience, consequently increasing the probability of their followers making purchases
based on the products they endorse (Prabowo, Kriyantono, & Kasim, 2024). The research revealed that the
characteristics of social media influencers, such as trustworthiness and expertise, have a significant impact
on users' inclination to make purchases. Consequently, users are more inclined to contemplate purchasing
the products endorsed by influencers when they perceive them as reliable and well-informed. The perception
of brand credibility plays a crucial role as an intermediary between the influencers' characteristics (e.g.,
charm and expertise) and the users' purchase intentions. This suggests that if users have faith in the brand's
credibility, their favorable view of the influencer's characteristics will exert a more pronounced influence on
their decision to buy. Furthermore, the study identified a moderated mediation phenomenon in which brand
familiarity boosts the connection between the influencers' reliability and expertise and the users' purchase
intention. This implies that when users are acquainted with a brand, the positive impacts of influencers'
reliability and expertise on purchase intention become even more robust (Kareem & Venugopal 2023).

Expertise is domain-specific in the sense that it reflects knowledge earned in a certain field.
Hoffman (1998) emphasizes the fact that, in some sectors, there are many levels of certification that an
individual may get attesting to their ability, comparable to licensure in other professions. Businesses can
benefit from knowledge by hiring endorsers or spokespersons with appropriate skills, experience, or
credentials in the sector or issue under discussion. They may also promote their own expertise by posting
instructive and instructional material, offering case studies or testimonials, and displaying thought leadership

through industry publications or speaking engagements. For example, a social media influencer who mostly
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produces material about café hopping is considered to have skill or experience in cafe hopping, rather than
personal investment. However, it is vital to highlight that knowledge alone does not guarantee message
effectiveness. The source must also be viewed as credible and likeable, and the message must be relevant
and appealing to the intended audience. Businesses may generate more successful persuasive
communications that resonate with their target audience by integrating expertise with other sources'

trustworthiness factors.

Trustworthiness

Trustworthiness plays a pivotal role in the source credibility model, exerting a significant
influence on purchase intention within the beauty industry with regards to the adoption of social media
influencers. Numerous research studies consistently emphasize the importance of trustworthiness, along
with other dimensions of credibility, in shaping consumer behavior patterns. It has been demonstrated in
various studies that the credibility of influencers, especially with respect to trustworthiness, has a positive
effect on the perceived level of trust and purchase intention among consumers, thereby establishing itself
as a powerful strategic tool in the context of the beauty industry (Amelia et al., 2023; Shailza & Sarkar, 2024).

Trustworthiness is the perceived honesty, integrity, and sincerity of a source. A trustworthy
source is more likely to be seen as credible than one thatis not. Customers believe influencers are trustworthy
when they display honesty and integrity. Self-branding, which, like commercially branded products, may
benefit from a unique selling point (USP) or identity that is adaptive to customer needs and interests, is critical
to influencer credibility (Khamis, Ang, & Welling, 2016). According to Brooks, Drenten and Piskorski (2021),
devotion and the resulting trustworthiness have steadily evolved as an assumption of influencer Blair Fowler's
self-image. Furthermore, Fowler's ability to traverse the influencer landscape in a friendly and engaging
manner is remarkable.

Generation Z consumers, known for being born between the mid-1990s and early 2000s,
are significantly impacted by various social media platforms, leading to a noteworthy increase in their levels
of brand consideration and inclination towards making purchases, particularly when these consumers hold
the perception that influencers they follow possess a certain level of credibility. This perception of credibility
is largely influenced by the extent to which these influencers are deemed trustworthy, playing a crucial role
as a key moderating factor in shaping the attitudes and behaviors of Generation Z consumers towards
brands and their associated products or services (Rizomyliotis et al., 2024).

The quality of content and the attitude towards influencers are significantly shaped by
individuals' perceptions of the credibility and trustworthiness of the information source. These perceptions,
in turn, play a crucial role in mediating consumers' intention to make a purchase, thereby underscoring the
intricate indirect pathways through which trustworthiness impacts purchase intention via content quality

(Candra, 2023).
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SOURCE CREDIBILITY

Altractiveness \
Authenticity ————» | SOCIAL MEDIA INFLUENCER ADOPTION
—»| Purchase Intention
/ ® Brand Perception and Sentiment
Expertise /

Trustworthiness

Figure 1 Conceptual model

Social media influencer adoption
The process by which individuals or organizations integrate social media influencers into their
communication or marketing strategy is known as social media influencer adoption (Tafesse & Wood, 2021).
This entails finding and choosing the right influencers, forming cooperative partnerships, and using their
influence to accomplish particular marketing goals, like raising sales, fostering customer loyalty, or raising

brand awareness (De Veirman et al., 2017; Xiao et al., 2018).

Brand perception and sentiment

Purchase intention is influenced by brand emotion and impression, which are greatly impacted
by the use of social media influencers. Social media Influencers improve consumer trust and brand image,
two important aspects of brand perception, by virtue of their competence, credibility, and dependability
(Khan, Alhathal, Alam, & Minhaj, 2023); Mabkhot, Isa, & Mabkhot, 2022). The relationship between Social
media influencer attributes and customer purchase intentions is mediated by the credibility of Social media
influencers (Bi & Zhang, 2022; Mabkhot et al., 2022).

Since these qualities are highly connected with customer engagement and buy intention,
Social media influencers' capacity to engage customers with entertaining and educational content further
solidifies this relationship (Ao, Bansal, Pruthi, & Khaskheli, 2023; Gupta, Mahajan, & Dash, 2023). Social
media influencers' persuasive power is further strengthened by their perceived authenticity, which is shown
in their consistency and individuality. This influences customer purchase decisions and brand authenticity
(Zniva, Weitzl, & Lindmoser, 2023). Furthermore, Social media influencers' perceived competence and
beauty add to their credibility, which is necessary for favorable brand perception and consequent purchase

intentions (Lin, Crowe, Pierre, & Lee, 2021).
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Purchase intention

Purchase intention, which is frequently thought of as a crucial indicator of real purchasing
behavior, is the deliberate choice or willingness of a customer to buy a particular good or service. According
to the Theory of Planned Behavior, it is impacted by a number of elements, such as attitudes, subjective
norms, and perceived behavioral control (Ajzen, 1991). The possibility or willingness of customers to
purchase a good or service is known as purchase intention, and it is frequently impacted by a number of
variables, including personal preferences, value perception, as well as external influences like marketing
tactics.

Purchase intention in the context of social media influencer marketing is greatly influenced by
the traits and perceived authority of influencers. Through their perceived competence, attractiveness, and
trustworthiness-all essential elements of source credibility-influencers affect consumers' intentions to make
purchases (Koay, Cheung, Soh, & Teoh, 2022; Mabkhot et al., 2022; Weismueller, Harrigan, Wang, & Soutar,
2020). Purchase intention has been demonstrated to be strongly predicted by the credibility of influencers,
namely their dependability and knowledge, with trust serving as a mediating component in this relationship
(Koay et al., 2022; Mabkhot et al., 2022; Pekovié, Zdravkovié, & Pavlovié, 2019). Furthermore, because they
provide a feeling of relatability and connection, perceived genuineness and homophily-the likeness between
the influencer and the follower-also significantly contribute to increased purchase intentions (Shoenberger
& Kim, 2022). In addition, social proof, which is established by likes, shares, and favorable comments, further
strengthens the perceived worth of the product, which in turn affects the audience's judgments about

whether or not to buy it.

Conclusion

This research aims to achieve two primary objectives. Firstly, it seeks to develop a comprehensive
framework for assessing the credibility of social media influencers (SMls). Secondly, it aims to present a
conceptual framework that elucidates the influence of source credibility on purchase intention when
individuals encounter information disseminated by SMis.

In conclusion, the source credibility model is integral to assessing the reliability of information
sources, encompassing key factors such as attractiveness, authenticity, expertise, and trustworthiness. This
model is crucial for understanding consumer behavior and decision-making, particularly within the realm of
social media influencer marketing. The perceived credibility of influencers is a decisive factor in shaping
consumer perceptions and actions towards products or services. Its significance extends beyond the beauty
industry, impacting sectors such as marketing, tourism, health, and environmental sustainability, where
credible endorsements—whether by CEOs or influencers—play a vital role in consumer attitudes and

purchasing behavior. For social media influencers, maintaining authenticity and trustworthiness is essential,
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as their influence hinges on their credibility. When influencers are perceived as reliable and trustworthy, their
ability to affect consumer decisions becomes profound, especially in industries like beauty. Physical
attractiveness, authenticity, expertise, and trustworthiness are the cornerstones that shape consumer
perceptions and behaviors, solidifying influencers as trusted sources. This dynamic interplay directly
impacts consumer confidence, purchase intentions, and brand considerations, highlighting the critical role

these factors play in successful influencer marketing strategies.

Discussion

Theoretical contributions
The image's conceptual model indicates a connection between purchase intention, social
media influencer adoption, and source credibility. The following are some possible theoretical contributions
that this framework could make.
1. Extending the Model of Source Credibility
In the context of social media influencers, the framework expands on the idea of source
credibility. It implies that while assessing social media influencers, the conventional criteria of source
credibility-attractiveness, authenticity, expertise, and trustworthiness-remain relevant.
2. Connecting Purchase Intention with Social media influencer Adoption
2.1 Mediating Role of Adoption
According to the theory, consumers' adoption of a social media influencer acts as a
mediator in the relationship between purchase intention and source credibility. This implies that consumers
are more likely to purchase products recommended by social media influencers they admire and have grown
to identify with.
2.2 Dynamics of Adoption
The paradigm can be used to investigate the elements-such as perceived risk, social
influence, and value-that affect consumers' adoption of social media influencers.
3. Marketing Strategy Implications:
3.1 Choosing social media influencers
The conceptual model gives marketers a way to choose influencers according to their
legitimacy and likelihood of being embraced by target customers.
3.2 Establishing Credibility
The framework emphasizes how crucial it is to establish and preserve credibility among
social media influencers. Authentic content, regular interaction, and cultivating close bonds with followers

are ways to accomplish this.
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Managerial contributions

It is vital to remember that an influencer's integrity and reputation are two important aspects
that determine whether or not consumers would buy something (Saima & Khan, 2020). Comprehensive
interviews with prominent personalities in Thailand's social media scene provide a deep and comprehensive
understanding of the methods and techniques used in effective influencer marketing initiatives. These
people, who frequently have significant influence on public opinion and consumer behavior, can offer
insightful opinions on how to develop campaigns that appeal to a wide range of audiences on different social
media platforms. Deciphering their methods for audience identification, content production, and interaction
can assist identify the essential components of successful influencer marketing in Thailand.

These insights constitute an essential tool for companies, groups, or individuals looking to start
promotional efforts in particular parts of Thailand in order to create customized campaigns that take into
account regional trends, tastes, and cultural quirks. Businesses can successfully interact with their target
audience by taking inspiration from the strategies and experiences of well-known influencers. This can
increase brand recognition and boost conversions in a market that is extremely competitive.

Furthermore, for producers or investors thinking about joining or growing their presence in the
Thai market, these in-depth interviews might be a priceless resource. Businesses can position themselves
for long-term success by identifying possible collaborations, comprehending customer sentiment, and
anticipating market dynamics with a greater awareness of the influencer marketing landscape. The
possibilities made possible by utilizing these insights may lead to better strategic planning and decision-

making, providing a competitive advantage in a rapidly changing digital landscape.
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Abstract

This article examines and compares the differences between qualitative and quantitative
research, with a focus on their respective processes, methods for establishing content validity and
reliability, and the development of interview guides for qualitative studies. A comprehensive review of
relevant literature was conducted to synthesize appropriate methodologies. The findings reveal that
qualitative research emphasizes in-depth interviews, respondent validation, and triangulation techniques to
enhance data credibility. In contrast, quantitative research focuses on assessing instrument quality through
the Index of Item-Objective Congruence (IOC) and Cronbach’s Alpha, using statistical methods for
evaluation. Furthermore, the article proposes a 13-step framework for developing and evaluating qualitative
research tools. These steps include defining research objectives, constructing questions, validating with
experts, conducting pilot testing, and refining instruments. This structured process ensures effective data
collection and strong alignment with research aims. Ultimately, the study underscores the importance of
selecting appropriate processes and tools for each research type, which is crucial for enhancing the quality

and credibility of research outcomes across various fields.
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Reliability

1. unud

'
a o

[ 9 a & a =g o a =
1.1 AL UNILAZANRIA ymﬂqﬂizmquzﬁnm whuunangn rymﬂ?zmmuwmmi

' '
o a o a

a - o a Ao A % PRy o PRy A o A A Iy ~
A AR ﬂ’]TﬁqLuuﬂqﬁ‘QQELW@imﬂN@ﬂqﬁ‘ [QEUNNAITNYN @QL‘WHQW?\?W&WHWNLﬁ@NuLﬂuWLﬂ]ﬂﬂﬂiﬁLL@zLﬂu‘W

o v P = o A @ Ao Ao 2 o Y Ay Ao
ﬂ@mﬁ‘uﬂ]ﬂ\iHN@QHi@@QuL@HIuﬂW?’]@ﬂ mi‘mﬂﬂm@mu 'QEW]NV’lmﬂqwuu@’]Lﬂuqzmﬂ\iﬂmﬂﬂﬁj@wm@mﬂqw
v o

= o A » & Ao 2 o o o A4 a4 s o = Ao
11”]mzL@ﬂ'Jﬂuﬂqﬁ‘WQZiﬁNqsﬁ\Tmﬂ3;]]@'1/]1]ﬂmﬂqwuuqql,ﬂumﬂx‘iﬂ’]ﬂﬂLﬂﬁ‘ﬂﬂﬂﬂml‘fﬂuﬂq?Lﬂuﬁl@ﬂ@ﬂqﬁ‘qﬁﬂ‘wm

) al
o

AN ﬁqﬁum‘?:mﬁ@ﬁlﬁumsﬁu%’@g@mﬁﬁﬁqLﬂuaqﬁdﬁﬁm@m@'ﬂumsﬁﬁLﬁumﬁﬁ@“ﬂiﬂdﬁmﬂumi
e BN uTanIRARIIEIALINN vFan sRAaLLLAfiaN Lﬁm1ﬂﬁﬂwmzﬁﬁm’]ﬁ‘ﬁuﬂmmmmﬁﬁﬂ
L%qﬂ?*mmﬁuma‘?ﬁﬂﬁq@mmwfuﬁmwLLMﬂﬁmﬁuLﬂu@ﬂNmn ﬁqﬁmmxmﬁ@”ﬂL%q@mmwwm;uﬁumi
vimnsdnlatlsngnisadsine luuunaesdsan dausssn uaznsddniug lnesiunsfivdeayad@dnnou

nsdunEol N3danm uaznIsAIziianans nssaiunnRANNLaTaFIANNNEA N TR AR aTLNE

168



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

wazyinadndnladsngnisalianizianzamnuiFun daunisisuimadsinnniuasyatiunisaiiudeyaia
Fanuivedadangnisaising o Ineldadnuaznisiinazidayalugluuudanaivammnnduiug a1ms uas

nsvnunaNa Faiuaauuduguazauiunas (a9s0ddail aueNTg, gt AU uay allus Aneasena
ae 2 .« v z

, 2563) Feaziiiulidnauddeisaasssinni ansusdusnunsaiudiusuiadsnisifiususndeyauay

o

aa a v A vy PP A o ' a A Y = o A v °
A1TNNTUUATITUNTRHA ﬂ’]ﬁ“V]"ﬂZﬁvLﬁ @H@WN@Mﬂ’]WLW'ﬂuWiﬂQN@Q’W%Q mnm@mmwuummLﬂum:mmmmm

©

¥
o o 1

W laluAzaslo Lazasn13aing AROANIINIIMARDLAMN INIDILATENNBTINADIuLILALNTALAY Btinglafinny

a1NN1MUNUaTIUn Tl asfunLd widnaz lann1siaue e TN TuATNTT LA UNN T UR RN TAF1UAS

o

lﬂl = dl a o a =3 [ a o v v U < 1 o =
NAADLANNINTBLATEINEN L 1UN 193481 39UFu U993 N w3 sudafinau wednaz s
ArnduaulunyindsaludivieiniddenlfuilasunssuouiadanninddedaTuiuuiaiunisias
a A 2 Y A A A Ao o g
Fennun s nsuaznszuauNsTURauNIsa LAz NAdaLANINIBIATRI e I lun1sAdeviaa LU
TRl aNNZatNBININARDLAIUNININEUI AN ANTENATITL BN (Validity) LazAIANEeNl (Reliability)
P0autLdNN#a 1lun153481ERUN W (DeFeanzo, 2024) UsenauiuaInnIsnuNaugssniNgsuLiavmu
galinunisAne B au e UAENNTRATNIZLAUNNTTUABUNNIMNANANNINENATITUHENT WAZANAINNITRNY

o ol o = ° 5 o a 2 eal o
m@\‘iLLuum@umuLLaszmumwmmmL@uwmmmmiﬂhLﬂuLmeﬂumimLuumﬂumqﬂgumim@mq

1
a0 o KX a °

Fouaq (Ivonina, 2023) @ania lad1iludead19n19391n197 4 Aryaal ANa I duRa s aa AN D9 5N TWAY

(7
> '

NFLUIUNITTURDUNIINARDLLNAN ATANNHLNENATITITANT WALAIAINHNITANUIBILLLAAUDINAULLL

o el 2 L A e 2 s | 5 v VY
dunuod Teisaevetnaliimuunnsneiulnedudaa ldanunsa ldunuiuls

o o P A = ~ P \ \ a0 a
1.2 IQUssaIAURINISANEY (1) INeANEILATITELTLANLANAINTENT19N1999ET S
AMNINUATNTARET TN IR IR LsrasA nazuaunIgIae a%ﬂﬁiLﬁUiQUTQNLLﬂzaLﬂ?’)tﬂf{f@ﬂ;l]@ FOPIN
- 4 4 L d o ae 4 . y -
N7 I RUAN NN ATILAZ AN TN ULDIATEINEINE LAY (2) MaNALINTZLIRNNTEMLazl sl UANN
4 - & 4 L co o me oA . 4
WenmsdLianiarANNmeiuresuLLdNN i LN AdE TN Inadaasviidunssuauniem
TALRULALINZEN
aa = =2 d’l o a sl d‘ All ¥ . .
1.3 A8N19ANE N3ANERAHRNNT A TEIEN 1IN UNINITTUNTINTLNETR (Literature Review)
deanndayandrAynldidugiulunisiinssiuazdnrinunasin aauuuanieilaiuaualag Dhillon
(2022); Green, Johnson and Adams (2006), Ferrari (2015); Huelin, lheanacho, Payne and Sandman (2015);
Rahman, Zulkifle, Aslam and Khan (2019) i{luu nanafa n1s@nsdidlunimuniusssainssusu st ldesun
(Non-Systematic Literature Review) #4iaanianeulunisdniaanunasdagaainunatsig o Inelaianduses

[

prauAquet sz ULTIING fAduaNnsnnenunasiayanianunedeuaznzaniuLFuneeiade

a

o

ﬁﬁﬂ‘]&l’q LLZ;’]J’J‘LiWNqaLﬂ?’]ﬁﬂ)ﬁﬁ‘ﬂﬁ’]L@u@LLu'JV]WQ’Z*?’]Mf}/‘LIﬂ’W@%‘J’NﬂQqNLﬁil\'][ﬂﬁ‘\‘iLL@Sﬂ’]’INL%ﬂﬁuﬂl‘ﬂﬂlﬂ?‘ﬂﬂﬁﬂa@ﬂ
o o a k%3 = a dall . a o a

@’]M?Uﬂﬁ‘zﬂ’]uﬂqﬁ‘qLﬂi"]z‘ﬁi‘ﬁﬂ’]ﬂﬂ?‘EULV}ﬂULm\‘iL‘LAﬂM’] (Content Comparison) azN19ILATICHLTIATIING
(Logical Analysis) lN@ATIREALAMNNINAAULAZAINNLANANNIZNINIUUINIIN TR U LAz sz T uATaale

aov a a

AduEannINazieFinn Tnadnisiansounesdlssnaud Aty wu 3anaiudeya nseanuuLATesie

169



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

NNIATIAADUAIMNUNTAND LATNIINARDUANNLNEIATAIULARLRRA AW ANNIAEIATUTITHANN AN

WeA T IAT9%5 WATANNINENATUTIN DT

YAULAAVRINTANE
1. TAULUAAIULIAY NIINLNIUITIINITNATOLAGNINUIRETLUEUNTIENINNT] W.A. 2528 -

d‘ Yy dld v = o a a o ]
W.A. 2567 LW@lmWﬂ'ﬂN@V}NﬂQ’]Nﬂ?@UﬂQNLL@%@%%@HDQWW‘LA’]H’]?‘H@\?LL‘LAfJﬂﬂLL@&LLLL'J‘V]W\iﬂ’]ﬁ"ﬁﬁll%‘ﬁ%\im@q

AINAID

=

v 4” 1 v = a o a d‘ A
2. ‘H’EJ‘]JL‘IIE]I’?’I’]uLu'i’JVI’]:H\‘iLuuﬂ’ﬁﬁm:ﬂL‘]_E“?_I‘LILV]ELIﬂﬁ“?J‘LIfJuﬂ’]?Q’Q?_ILL@%ﬂW?ﬂ?tLNuLﬂi‘@\‘iN@

a o

Jarlwdinuninuazidalinam neliaoudrAyduuuanianisadieannuineensauas A u@e N uYe

o

A A a | = a aal @ v A A
Lﬁ?ﬂQN@QQﬂiuLLmﬂzﬂﬁ‘zLﬂw ﬁ"]Nﬂ\?ﬂqﬁ\Lﬂeﬁ{ﬁlULV]El‘JJ')ﬁﬂ’]iLﬂ‘LlﬂJ@N@ NITAANLLUULA TAINA LASNTESUIUNIT

al

el

FIIINARLIANININTBNATRINETAE Hanantl daiauauanialJuRTmNnzandmsutinddelunsimuwey
Ifipsasiaddaiiss@niningeagn

3. WAULUAAIUATNITANE: LTUN19398LT9Lan4a1e (Documentary Research) tae 4

'
=

WaedaYANATELARIINWIAY UNAINNINITINTG uazlandsiinaadaeiuuuaniIan s Lassziiiu

a

nﬂl A a o a a ey v = = a dg/ a &
Lﬂi"ﬂ\i&l@'ﬁﬂLﬁdﬂﬁﬂﬂ’]WLL@ﬁiL‘ﬁ\‘lﬂ?‘N’im mmLm‘ﬁwm@y‘mxmumﬂﬂmuwmum\nu@mummmmmw
= 4 o = co o o 4 A ao g oy LA o
\Temsrnzinatiiauaivansiidullsslagdd uiuntswmunATasiadae A NN Te DauA NN T ANTIU

13UNIBINITANE

2. HANISANEN

a

NANITANEINLINNIINRN U BAZU IR ULATAS DR TIAUNTNLAZITIL TN U A N AN A9 L

Q
'

&

ANBLUININNITRBNLLL N19iLday A uaznIInaaauANLTele LATasNaETuuaAan1sinanet

o

& aa A A a a P = = o = = X o A Yo a
LINADB Tmz‘ﬂlﬁﬁ"a\?m@Lmﬂﬂmﬂqwslﬁﬂq?mﬂqqﬂuﬂzqLﬂﬁ‘qz'ﬂlﬂN@ﬂ ﬂ']ﬁ‘ﬂﬂ‘]‘_‘l"]uur]l,@u@LLHQWWQV}TQEELMHT]Q@H

= o« gy A A g9 o a = o o
aunsniaenuazUiultirsecie WivanzaniuLsunnsAne Al
2.1 wuaAALAgINUNISIRELEIAMMNILFTELREUAUASIRELTIFT N Ann1 LN

19770UNTIN (MR 429904, 2544; gNNA SUNINUT, 2546; 118 INGARN, 2550; 117 UseAnaigaug, 2550;

=

anysnd 43899, Youdl Wug ne, imewla innwn, 43ANR ansiUANR, anAn To9AT waz oy AT LA,

o

2552; Ailas A9RgENA, 2553, 2563, 2565; 4INA RINWUW, 2551, 2555; qwestl leeans, 2556; 29503l
DUBNTIA, g1t SURNW LAz ALTyT A99AIENA, 2563; THAN ARRTNDY, 2562; WML gnuadus, niil;
Babbie, 2008; Berg, 1998; Creswell, 2014; DeFeanzo, 2024; Ivonina, 2023; Kothari, 2004; Lincoln & Guba,
1985; Maykut, & Morehouse, 1994; Marshall & Rossman, 1999; Miles & Huberman, 1994; Miles, Huberman,
& Saldana, 2014; Zikmund, 2003). wurjﬁma‘?ﬁﬂﬁq@mmwﬁumffﬁﬂL%\aﬂ?mmﬁmmLLmﬂm'NrTwmm

1/22N172u4ATNUINNUNUNAWE IAE 29704378 LN LazAE (2563). TeanuunAuLansAeld 15 1sznns

v
o

=2 = o o A &2 o o A a o ~ = & o
GﬂQNﬁquﬂﬁ\g‘HULLﬂzﬂmL@umqﬂwqﬂqquqﬂqﬂﬁ'ﬂﬂﬁ;\uwwLF‘]NLL@:ﬁuqL@u@LW@Lﬂuﬁqiﬂuﬂq?ﬁﬂﬂqﬂﬁ‘ﬂu \TLL'&W\‘]&LLL

=
13NN 1

170



SAITUSMTANAAS AW INENAEgURTITET

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

A9199 1: WEILINEUANLANFNNIENI NN T AN INALNNIIARIT TN

szihuidFauie

NSIRELTIAUNIN

n1sas g unn

1. dmguszasAnig

o

38l

12
¥

v A = '
A WAINY m‘@mwgmuuﬂmmqﬂma‘

o

gl

D)

4 A o = A % Ao
wmmum"aﬂuﬂumwgmﬂm’mgm’mm

1 v
2EUAT

2. nFTUaUALN

VN oLTd

% oA .o A
AT WNATIAULN (Constructivism) 199

o = = ) PRI
N7 UARLNUUTE NFRAIUTIN Nl

1
o = A

LANAIMNLT

o

NMSINTIANIN 17
‘ﬂ!/ 1 Yo A al A
fugudn AanudEslafivzed e
lﬂl o = o £ v
naNazmaUAIDINAIAN LT UARIA51
&
GRRHEIV HET TN
a a a 1 a
N9AneN (Ontology) AYNARBEas Y
Tannneuanuazgninuuaiaang
adv v .
sesngAn lnlanuulas avngineaiu
. .
nguaznalnwaniinagyiluwdnnis
U7 dauiunawazaaunised Tne

UNMﬁﬂﬂ’]i‘Lﬂuﬂgm@Lm&N@

v aov A

Ufjg1uilan (Positivism) dnA{amiANN
dl d’l 1 val ] v 1
deanugudiAniieguds Tiiinanu
aflusaaasiatuun Idieausiinidds
AN NNaE mauNAAaL

v

A A oo =
vz udununn N snaLLan

o Y

fU10danen (Epistemology) WnaatAag

'
a

. . A e e 2 d
snungzazvinanaliine s uRIn
AnaaAnm wataetu T lirNaunay
Tladeia1ann A AANABEN
NANTENLFBANAANST
al adal a v Aadaa
sxilleAan939e/ATaNeN
(Methodology)
NNFINENTINAADY AZAN1IFIANDINYTD
o 4
annAg s lugluuunanunm

nagauls uaznagaunislfaninzni

n3ARLANaLNgTNIALNETINAANE

3. AAFHAULAZ AU

YAINITIAEL

AI v v A o A &

FuAueaeiTywviTamInuvTalant
a o v v aa

NITIRELUANIVLAIAVILNE W) NIZADL

fymvizasouvizalandnisiaa

AI v v a v v
Busufennuiudtauasiienanis
NARBLMTAEUTUNG HIAINAINWILLD
HROLULLABLIANNWERAINNANIT

CIGERF

4. YNEANARNINITINE

FUaNnuane 11 wULL998Ne LU
= - = py
Aneiangnisal wuunnsAnEIiNe

v = =S '
ATNNO B ULLNNIANETRUEITH
WULINTEANST WULINNTINEIT
Ufiimnng LLuunwﬁf«ﬁ”m%qﬂﬁu“ﬁmiTmﬂ

a 1 £
Udougan My

ﬁqmﬁmmmafmﬁﬁﬁﬁlLﬂumﬁ”ﬂ@mLm'u
AD LLLNNINARDY AUKLLNIIAN94
fymoranfuendeneanluan wu
wunfemaaes wutlifnismeses wu

PIANANNUS WATRLLLTTENS 1R

5. Anwnurresiays

9948

=l a o
FAMMWTUUINETIN HANBUzTY
damiaaseannglidaya Wunisfiaou
A a £
YTROBUNHAMNUNIE WUTDAINN 1T

o o

Fnuilade 1anans NANFIUF 7]

faonuiflugiassy uanuou iudoiae
au130 15U 49 A9 30 aanunle

ANNIUNNFB AN D NaagINAReNTNASE

o 2 Y v L -
muum%mwmmﬂmum%Lm

171




SAITUSMTANAAS AW INENAEgURTITET

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

(=3
dszipuidsauiiay

NSIRETIAUNIN

ngasLgesunn

6. WAAINNIUD

k4

23JANTNE

wang Wdeyanan taaniananslu
gtluuusing < Tuin udngau e

mwiday TanviAynsnlluguuusing

sauisdayanlfunandediananulay
o L

~ A4 aa =
VrauannwaLAdu visedadannsatinglu

] o
qﬁ;ﬂLL‘]_I‘]_Iﬁl’]\‘i ] NHANHUAINUANE

ADUTTNNNTISE NEvLIUNSASE Hpoy
wULAeLnE TN E AR aa LA
nuuaanauldasamiudagneuiaen
ANMBLIANNANNLTAUIBIAU LANAIT
NANFIUANN ] flanananiiauau vise

49 m99 97 aanule

7. ABNAALIIUIN

¥

B3ANIE

13ENsd NN HRILLFNG] 19939
AN kULdaLNUaNeLn
danm s hadhsauazduns v
29UINTRYAULULEINADININATN
\@NE"T AINLIUAN UANFI NN
Taswirynen] Aedanaeulatilszing

AN 7] waznaInadnit

LULAAUDNH LULANAN =TI UTNN

= ¥

NN9INAABILLILIFY ] nNantiuNNIaya

a

'
= 1

nnnaes TayaviTeanasing o Nlleg)

U

WAD 11 318N UMANTTAN NS T sv N ng

wasziiswluaniunenuna nsifiudasys

A o

BULLEN B e uaedIANaaula viTe

NIANS

8. A8N139bAINTH

¥

23JANTI9E

ldaEnsinasiitienianagluuuiog

Tldans vinpouglliunisfiudeya

| '
Ao K

wazvigALiatNanaNmAIT8ddaya

nsiinanzvidayalaaatifvans
=3 ¥ v v A =
stuuu vivdeyalinsudaurizadiaame

9 & o a ey
HAYANNINITIUATISUTDIR

9. Tlsunsngni3asyl

A o P
ABRIILATICULBHANT

o

LT

T ldsunsnddagluunimanninan
uaegtuuudaslunisdimeviilag
TsunsudFagildansnsnvinnig
Ammzviunuinddelfiae ieusidos

TR ANAZAINAIWYINTTY

lTsunsndridagduuudaFunomans
sUuuulunsiimaad Taalusunsy
g593Ua1113091NN9AIEYRENHA

Wunannsass unsinisslaiae

10. N13a9HA

TumsideEinunmiinideassiasasile
UANNsIAE fReAULeIAIUsAUA WAL
Tasen334e Tnllanunsalddae

o

nasanszyiunule wWasanluniaiu
Tayalazn1LATIEvidaatuingAe

v Yo KX o a P
azFeatluginunndeyauazinnzi
[y Y aa = P
doyalneldnasitiareinuesiassias
nazyiaauaiull luszuinansiiu
doyaaudayadnso lsunsudiagln
Tldaunsasn@ulaunuindse s
wilieedae lfnnsanifiunissnsaau

WiNdL

Tunnsaegsliunnlininiasadanungn b

] v ao o

neinAseiNnNNTnUlAUaNeBeng 1h

e3¢

ANFAILATNIAARNINKULABLDNN 93D
Angdun e ilae lFuuudun1ening
o 1 £ = 16 ¥ Y A
AIRBLIBE AL AENUA LA RaLLAN
ANABLINATILAN NI BIAWYINTR

] o a o

nenindae I Run U lunnsuansmIny

©3e

a < A ¥ aa = 5
AnviwviTe linaeiilala - anvidlunis
Annzvitayaiuiaiuimldilsunsy
gFagivinnisunuindaelsas wWnade

= U a ¥ o
Lﬂummmmmmmmmmgmﬂumn

172



SAITUSMTANAAS AW INENAEgURTITET

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

(=3
dszipuidsauiiay

NSIRETIAUNIN

ngasLgesunn

o o &

11, ANUANNLD

o v o

seningunaIaei el lf

al

k4

83JAN39E

Tun193deE AN INEILLNA St fasd

paNdNUg Inat iUy Widayalnenis

al

|
ol

AF9PNNENRUTN A Az as19AN 1T
VIS C o A e .
Wema ladanuasiulnainanileyiv

TunnsAuasess idayaniuuan

o a o

A3EFITUUATATTUNUITUATI TN AN

=< o

sazy iiulaladnazladayanium

v A v

UNIERABINTT

TunnsaaegelFunuiuA N gNAUG
sendninAde AU RaULLILAR LD NWNY
1 9/ o 1 ]
azlidfanudniugle o 1ae i nnds
wazsunaun1lilsudishisaavdaazly
Yo o A dd‘ % o ca
FAnfu vive lunsan ldnsdunTH0iiEs
FunaufarimnuduRus et RuLaY

= 4 =
Wuivensre g ] U

12. NIUNAUB LA

wansdayan1INae

aualae i laLanasaaavisea D fwe
1438191 EUBLLLIFINNT] L1 LU
1 o v v v a
naed wuuanaassulinisind@ula wuy
o G 1 v
1n171Ma28997% wULLATRANE 1uF

=
insussenalsznay

aualnenITLanIAaLaanA LgLluuy

FiN97] 1 M99 U visenesml wuu

F1N97) LT LLILIWYN WULLEW WULnenan
v A = a v

dwsiu insArnuuaredunadeys

ALY 40/ Usznau

13. N3ULEUD

NANN3IAE

UAUBLANNTILATN T LAEILNL AL TS
4. y

L389UAN (Themes) WFANUTELNNTD

. a oy A 4
dayanrarintaisassas (Categories) 7
WudquilszneauaesrindeFeanan way
594 (Codes) ludquilsznavuesiade
p o A o .
13899704 IngAALAaNTaAIH (Direct
Quotes) 184 lidRyAMANNHALS

gznay

LaneNanITIRLidayanisdalng
WALRHANINARALANY AT UNUNIAE
Idnnuunldfusiusn Budaasaiae adin
FINTNANETLNEIINANINAADL

anyAgrudulilmuanyfgnuivetiudi

o deae Tue, oy T
anyAguminIdeAsldaasmissusuen
- , Ao Al 9

wsali uazinazie lanannaidenlaas

il iy

14, N19LTLUINENL

19948

al A 1 el dl %
HAnnueiaveuge lidgduuufianeso

- S
JUULUN e UIENIUNNTIREA YT URE
AUgNEAARTNIAAEITIAIUNIND
In3deaand N1ININUARILILLNGR
& \ o A o
e TN e NiueumIefo

KR A g
UNIATINN9ANANDN 10 LNUTANINNGN

1%

=

MMIAUINLINUN BRI UL WA
asawifalasiiuaumniesa n1su

. I v e
INULLNIBIHBMNAUUA RN A
% 1 dd‘
FAUN WAUNIATINITBIALENNTON

= = =< 'V Y
Ansduanunmile widawlunjuanay

W ltussyduumnismunauassounssy

15. N1FUINANITIRE)

Tl

il wsaninpeldesung
dsngnisnduzatFunavinnsAn uel
Tunnsnsdlanansnih lldiungs

e Ao
Fnaeineanle

Ao o A o a
NANT9IRETN TN N EUEUANNFI T

kN

LAt
= I~ v o P .

NITANEINARAANDINLNIUIAEL AU 9

nunnanunsnr ldandynisluniunau

o

inn: Usugeann 1990 DUANTR WAZADLE (2563)

173



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

A ndasalunnead 1 waasliduiepnuuansadlnsaas1essndanRssdsnuninuaznig
AqedafTunneenedaian nelududngilszad nsruauniide anwnicaedeya 35n1591A91e warnIe
° = 9y = a ol = L e & 2o o Y Y Y
UALANA TaREaUDINIAALAYAENTAUANANN UIAEANUE 1Y NTISTEANIWILUNNTaT9ANNT AT NS
< sadd o o o 4 ae = e = i
AAvnEsannedesiuiunianis ansinsidedaffunnsainna ludvinauastiuiuausi gl
ANUANANNAINA1LTuE N IeANE ATy TasnsRen IFLWINI NSRBI TaNsaA D WL IR s ase

v

2o A a9 o ody o Yy o = 2
UBINTTIE L‘W@I‘VIN@@WﬁVﬂﬂNQMﬂWWLL@‘Z’&@ﬂﬂ@'ﬂQﬂULﬂ’ﬁ)m’]ﬂ“].l‘ﬂ\m’ﬁ‘ﬂﬂ‘]:ﬂwm\ﬂfl

2.2 NFEUAUNITANRUMTIRTIUTNUUT LT UALNITIFETIANIN ANNITNLNIU
1970UNTIN (WA 429900, 2544; gN19A TUNila, 2546; 118 INBARN, 2550; 4117 ﬂa‘x%maﬁra*gauﬁ, 2550;
anysnd g3809d uazAE, 2552; alles Ad9a9Ena, 2553, 2563, 2565; 43NA RINTWUW, 2551, 2555; gWeatil
VLﬂ]ﬂ'é”lW'i, 2556; 19904318 DUANT R aTATUE, 2563; Babbie, 2008; Berg, 1998; Creswell, 2014; Kothari,
2004; Lincoln, & Guba, 1985; Maykut, & Morehouse, 1994; Marshall & Rossman, 1999; Miles & Huberman,
1994; Miles, Huberman, & Saldana, 2014; Zikmund, 2003) a71 #9109z UauN19ABUNNTRARIELFN 0
WRunfleufunisuduninianuuansiuazansdideulddanmnsianauansisdualvsilae

81AEUIBY AUTYT A09RTENA (2563, 2565) HTuLWINIg AuAnIluA997 2

A19199 2: WBALTRLNIZUAUNNIANTEUNNIRIAEIE NI NN TIRTIATUNINAUNNIIAB LT FH 04

sziauiFauie NIFIRLTIAUNIN R LG N G Ve 13)]

1. memuuadade | desifunavAnensaiiunismanineass | UssiiunazAnegaiiunisfigad vive

(394N19798 YTRBTUNEAINNAT £ ANAT

2. NMIAIAIDNNNNT | HUEUNITUANUIAYTNAT Hadunnsigatinanas

o

gl

o))

3. MImmuanszLau | whiinszuswimiadeassstian wiunnszuauimiLfn ot

fFdnnsIae

4. NaTUUA Hgmarnansuanliiaanlduarauuy | Hgnsa1anfudnaesuuuAanImaaes

ATUNNYNBANARTNITANHUND AT
= ¥ 16 ¥ o
nouandeyauisdszinnlalivionis

NUNIUITIUNTINAMUTNLNaTaa T ul

YNFANARFNNIIAE \i uuLnsseng wwuAnwndangnisal | Aunisdisa
=2 d' v a v
wwuAnwuieafranguaindesys wuy
ANTANBTNUATIHN WAL LLLNTELANSEN
SipT!
5. N1INUNIL nsznalszinaiNani At laly | nsenatineazidanands asndLNe N
e 4 . d ce | A e e A e o 4 Y
1330UN37N sztAuNaLnInIsAn®I N19398LE | WiNadn sl sRazinuInn1gAn 13

FALaLl

174




SAITUSMTANAAS AW INENAEgURTITET

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

(=3
dszipnuidsauiiay

NSINETIAUNIN

R TIE N B Ve 13)]

TagsunssulilmasaudnannAn a9

o a o v d
dndaelunnsAunNLNg )

6. NNINUUAFILLITN

ALVNITANE

Tufnsnvuadauils WeaawFn19Le
Jeziaunazldidunuanielunnsg

ATILNNTAN T

ANuuAFaLlsNnseduatinet AL

i ldandiunnsdnsnsialy

7. NNTANNUA

ANHAFIUNNTINE

a

ldfnisivuaauyAgiunisidaly
1 v 1 = a
aseridus lwunenstlanyagiuaziiuy
NANLAATUAINNNTISE iAEIN191 LA U
nan93delugtuuuresanyfgiuive 14

ANLTIUNNIIReT 13N usa Tl

daulunjariinisnivunanygiuld
] o A o A A o )
ANUTNTINNINAG D LVTE U UL
lunsaindunnsadauuunisdnsaasiall
(Exploratory) @z ldfin1sn1vun

ANNAFIU
9 49

8. NNTANNUANIDL

LUIAANITIAY

ldfinnsnnuanseuuuaAnnisIae 1y
ANUUILARIANINUALWINIINIF
FunARElY gaunsaLinAniy Az
Anannuani133dedsluni s iaue
HanIdeTuen e aueTuLLLA a0

YIANTDLLUIAANTINE]

HnsnvuAnseLkIIAnnNIIIae Ine1in
AaudsuazaNyAgIUNITATINNTEL

wAANNTAe Idaamin

9. NIAUUANGHUAY

AuLl9EaNNg

fnnsmviuangue Wdayalindae - us
galdanansaniunauauilseansle
ilesann Wilideyalusuuiilinn
Thuazdesiuediupaanmaadaya

udAny

An1sniuuaAnguUszaInIuazaIuIL
dszansfiazldlunisaniiunisiaaly
. o | o > Ay
aneutnatnedaian andunsflnla

S y
NIUAUIUNRNe IR sr TN gar
Asn1ganwizlunisninuanguuaz

anuaulIzang

10. N1INIUUARIUIU

ANRENY

lda NN InuAI I UIUAI 219N

puueau Tataulaiilasainaziealiy

[

1% a
fayauazdinszdayallluiand

'
o v o '

Wweniuaunssisdoyadusia LANaoNg

o o

Anuasauaunguaaat1gldidunis

'
o

49379 (Tentative) taenilunisiseunny

=2 ! ' ¥ s
nisasgaulunjazldainiszaunian

ﬂldl A A a o
VRV LTEITITYNTD WraanlATINN9IAt

o

Adl v =S = vaa
NARIEARNUIURARLAZENA T2
. 2. y d ey

AUIINqRaNFNTedTaya ta ldiu
gmlumiﬁwumf-ﬁwmuﬁfmﬂwﬁlﬂu

nngtamsale

v A

HABN9INIMUAAUINNGNA R ATE
Tiaenldlunisiivunaiuoy

aa
0|

snatingldaneminatinataian

175




SAITUSMTANAAS AW INENAEgURTITET

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

(=3
dszipnuidsauiiay

NSINETIAUNIN

R TIE N B Ve 13)]

11, n9gusaREiNg

LY T L I I TRITE R PR IR IR K
YNFAIARFHAITN 94N A2t N9 1d
SWIzUsEna Uy WU gNsANanT
nmeAnulsngnisalarldiznasgu
FaaeNeuuLnInUAng N LAt
dsznavlurnusiuuunisAneiieads
= & 2l ! o '
noudaindeyaazldisnisqusinetng
a a o sl ! o 1
\Eang ) na9a1nld3ansgusaeting

LULLANZA9 MDA

' a

H3snnsgquenatelfiaanldnaneds
AataiTy n1sgualatlnglduan
Antnaziilu Tdun nasgusnetinauuy
e wuuflussuy wunudedu WLLNAH
wuunantdunen udu WATNIIGH
Anat1elnelildudnacinuiazidu
Town wuutady wuulanamn wuu

v a v
R1zAY wuunauing us

12. N9ALIILIIN

¥

23A

Aad 3 ¥ ad !

13nNniususINTayananals Ly
n1sdainm NNTALIILTINLANANS
NENUNANF AN 7] sauningy 1y

fu widaulvnjaziiuinisdunealds

53

an tnefivdesyalluaydmavidaya i

o &K

TuaRsfuaun LIt a N ABNARAY

al

HANTALIILIINLAZNNIAATITTRYA

wiunnislduuugauniniundn tae
[~3 £ v £ v XK o [
Wudayaliasudouudaasiinidanig

wazAHUNNIAzYiTRLYA

13, LATRNaN Ml

n1sALsILTINdRyA

T uuiususINdayanaI e uL L Ls

v dl o L o
wiwnnuudunenidunan

Fwuugeunnuituman

14. n3Avvideya

a cY aal a rd”
QLﬂiqzﬂm@H@IﬂﬂQﬁﬂqﬁ‘q LATITULUBUN

TaeialduasmINLLLIR9N1TA AT

¥

dayanldanniziuusazgnamansnig
FRUTIAUNIN TIHNTEUIUNITUAL
Funaulunisdipmsideyazasusas
gnsAaninisideidunisaninig
uananiluusazgnaransnitiaes
Naa = ey = : o

A3En199tATzvidayanuansaiy

aanliluanena

¥

Ainrzvideyalagldatauuusng | T

N1INNITATIZYITRYA

15. Tulsunsngnidagy

A lun139maed

1

23A

Hlsunsudidagidonlunisiduvany
sUuuulhaenldusllsunsugnsagla
anunsavuwnuiindde e wsigas 1
nM9ALATI TR ANIIALT LAY NFBY

WU NN

T
=~

HldsunsudrFagunldananananinli
WwanldaiuaruiunIzanaesusiay
Tasennsldsunsudiiagdanunsnin

unwinase e

176




SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

[ awv o a o
sziauiFeauiiey NSIRLTIAUNIN nsaRedaLFann

16. mahiauedaya | dnauedeyaidudaniin nnee vize | dnawedayadudiang alis wuumisg

sunwdedauwlug)ldlddatanusiiu | now wee gilnan

AautladeLni
17. N13UNLEUR WaueNaNIMIAEnaNugLuUULIINNIg | HNlAUeNANIINAABLNTEEUTUNNS
NANTTIAE p3UN81818 AN IR A INTALAUeNA | NAgeLLTUUAN

Wtauadoulls VIeaNyATIW WTansaL

d9

1 2
Ay

LUAAAVTALLLANARINAFI9TUAN

NANNIIAE

18. N134519AN anduanaiuresidaagnyunan | Idadssaaalunisdnainaunems

oA A = o Yy aa o o = 4 o o =
U AU UIREI Imﬂﬂqﬁ‘lmﬂﬂwuﬂiuﬂf]iﬁﬂ@uﬂqﬂqf]ll LAZAINNLTANY Lﬂulﬂmeﬁluﬂq?mm@u

QNABIUNIZAN
19. Msldumsnis | An19nnnuANIRINImMINaTasINi e | UJURmAINNIauuLaNI9a3LsITNLAY

neasessanlunig | luntsanliunnsidedanmuninaesne | assanussaninddalneviall

[

248 ANTIWATTIDNITY NNFTAANEULDNAIN
A lidayanzaainginasesfanunaiie
ya o ¢ Y ' IS ¥
EvnELaduAnsel iusu
20. NM9rLAUe Harudaneulun1sdnaueseunig | §n19A1NUARIUINLNGAIIIENIUNNS

o

Feluinnnuaawuunaaaiiann | s ldiilunisuiuannneso

el

FNRNIUNTTIRE

¥ [
o =

o Py 1o & s
[ [FI'JVN‘L‘LELMWJ“LA@EQI]T]‘LIL“LA@‘M’]LLZQZ'Jﬁﬂ’]i‘
=

auanazyn e uazgldauiss

Iiiandnlagniesdaian

Pun: AnuziTen, 2567 Inea1AENIueed A1LHEs AA9EnA (2563)

4, . o s oa S : :
A1NAN397 2 BiauenIFaLe AN U st AU A NFNALAAITIN AN NUANFNTEIININIT
RTINS TN Inaiuiaanisfiudeys avuduiusiudlideya matianistneed

Az uULNNIPENIUNG NMIRAEITIAnININEIIuNsd99aLlsng N salidsanunsdA HRluazNe

o A a0 o y A A Aa o , a - aa A
ANLNB "llmz‘ﬂﬂqﬁ"JQElL‘T]\‘]‘]J?‘N’]mslﬁ]Lﬂﬁ‘ﬂﬂﬂ@mﬂtﬂﬁ‘ﬂ@ﬁ‘qq LW BULADLUDTNLAZNNITUATIEUNWNADBLNDNARDL

P2
a

aNNAFIU A1 Huang Wuneas TNt ANNe ML LY BuWINN wazANmanzanlunaaenldniu

TrnsraAlarLTUNI8INIIANA

2.3 NSTUIUNITHSUAZAILANANNINLAGRITANTTIAUTaYaNI1sIq eI BalTu o
TR LALNISIRRTIAUNIN AINNIINLNIUITIUNTTH (NITR 423900, 2544; 4N19A AUNITT, 2546;
11e TWAnn, 2550; 4117 Use@nsigaug, 2550; anysnl 309 wazaniy, 2552; 413l A%9Asena, 2553,

2563, 2565; 4318 AINIUUW, 2551, 2555; gnaacl lmaans, 2556; Wiaun qaied, sssuleh wauinue uay

177



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

N36 NG D4 BYFYN, 2562; 93I0UATT DUBNTNER UATATUY, 2563; AUTLHT ANATLNA UWATANLY, 2564; 1A A6
nnse, 2562; Wil gnuadus, uiil.; Babbie, 2008; Berg, 1998; Creswell, 2014; Cronbach, 1951;
DeFeanzo, 2024; Ismail & Zubairi, 2022; lvonina, 2023; Kothari, 2004; Lincoln, & Guba, 1985; Maykut &
Morehouse, 1994; Marshall & Rossman, 1999; Miles & Huberman, 1994; Miles, Huberman, & Saldana,
2014; Turner & Carlson, 2003; Zikmund, 2003) zﬁa;ﬂ"lﬁfi’mixmumm%”mLLm‘wmmuammwmmm?;mﬁmﬁu

sousandayanisauTin N LT LRLNAAEE TN N sA U TuN sWANENS A UAILAR S WA N3

73

AN599 3 LLFHLNLNITLIUNNTAFNLATEIHENTTIAEIENI NN I AN NN TR BTN

szihuiFauie NIFIRLTIAUNIN R TIE N Er Ve 3]
1. NINUNIU 7NNINUNIUITINNTIH TAsINTZNN NUNIUITIUNIINAE AL B LIATALAL
13904NITN WOLTTNNO MINWUINILAZTRN US| WiNsanaien1uuasawLsn 1g 1

UNINUNIUITTUNTTNUBINTINEILT
4 . o I
A wiathan i mual il Nay

I dumanuluwuudunisnl

=S
NI1TANSN

2. NINUUAFILLITN

14lunnsANEA

11199904N99:1 A AN LNIBNIA LA
UsvifuRazannAauiabilaAiney

WesauANINLAz IR LUTaAIAIRINIg

ANPAILL9ANN2990uNIINANINNNT

nunouivein g luns@nen

398l
3. MaNvuA Tifinsiuueanyfgulunsdne | didudsinnivusanyRgiuiveigasl
a = 9 ¥ o 2o = Ao P i
anyAgulunsinen | wildrniunisideduuumng WsanAasLENTuANNITENGE]T
i ldlunns@nmn

A

= 3 =
4. N13ANELATRINDN
14 lun1sadinnnsaae

T TAgans9efenL

EN

Ansuuugun e i lulasanisds
TudneausdeiuviTenans anariuly
TAsan999e AN W LN I BN

TunnsAHinaL

= = —
Ansuuudaunnn g lulazanisiae
Tudneusdeniuviranans anariuly
TAsan1Rse AN W LN I BN

TunnsAL TN

5. NTANBATAAIDIN

Twpragiianisds

AnNLazIRnUszatAYadNIIaE
S I

flusasanFanialsvifunay
NINTANHINININUALT AN DS
LUUANA=lRE AN INAT ALY
AonlansdauazlifasiAmney
AusuAanslulsazde wezan
ARELATAaITUANa LR

funendieelnemss

el R PRI R T BN R TN
NNFIRENWTUFAIFININITT9TDAN DK
LATANRBLARILLLAAUD N IAILN G

y = a =
uwdsnldlunnsAineanyRgaunsAnm
LFINARNTEUN NIUUAAIDINLAL
ANRALANMTLAN DN LAAZDD IUA11UIU

I~ e ya oo
‘vmﬂﬂ‘wwmum%mmmhwaﬁumﬂ

178




SAITUSMTANAAS AW INENAEgURTITET

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

(=3
dszipuidsauiiay

NSINELTIAUNIN

R TIE N B Ve T3]

A A o v A a
‘1/1M@um@wwmmgm@wqwgm’m

ANDNHUATIRRLTTAIATR9N1 394

6. N99AZLULLLYBS

A o« Ao
LATANHNANNTINE

A NwiazdeNandngluu e
wundunnsal wiesiledss VENANN
dnlfuuudunisnd (Interview Guide)
Tnenflunsdsmonauautanends
(Open-Ended) Lﬁ@iﬁ’tﬁﬁ@ummm
LAAIAINNAR T EReRLN Y Fa93 1Y

a K o T v

1T9an nsdunEliun1sTILTN
ToyAITIAUNINAINNNTAUNUILAZNNS
= ° [
Ao TnaAnnuazgneanuunlnile
TanalireuainnsnreumNNLay
AR NNBIAIUEA ANT Fvaeing 1
- AnpmneanuLsraunisal
1) Aauidszaunisniaginglaiunasld
T atine lunisnnau
° = o v A
2) MndNeaiuANEANvEaRI N
a =3 v 1 dl o
AnLiuAnANatelsNaatuNanseny
= al a 1 a a
yaslmFaaiipesalsz@nininnig
SRS NN
3) mouEaiuNgfufiarnisfAN
a 1 = a A al o o
- AAnIN @A RE R LN LN Ay

AaN13ae&77 lesAnsaeingle?

AN FaNARaU LAz NIAR
dngtuuuaesuuugauniy Taadnag
AMMUAAIDNN LAZFAANAIADL
FALan WuAaLINNIANTEATYN
aenuuuiie limauatessadaNNRFIY
= o/ & a o/ o
viradnnsrasdniay InamAninay
WuAaude (Closed-Ended) siaaging
Eih}
1) AMDNNLLLVANEFAAeN (Multiple
Choice)
- pnldansedulunisld G adine
svannundalu
(1) Yagnan 1 9alua (2) 1-2 dalug
(3) 3-4 d2lsd (4) NINNI1 4 FalHg
2) ANNLLLNIRNINAIURLATH (Likert
Scale)
=3 $% o v d’j v

- AuINsnEiudamINiiiINtes
~ ~ AN a a
Wenale: "Nkl e anLAedae LN
13@NaN I UN 1IN UTBIRY"
(1) WUAREBENINN (2) Winsag (3)

1@ £ 1@ U 1
wae] (4) Tuindan (5) ldifiudaaeting

ENI!

7. NNFUIANARNH
o o &
PN ENEND LA

(Content Validity)

vy

ldaans I imaatney (Expert
Validation) fsaaasaunliAqnaLiiy
waziauauuzinaudlalfud el

Vv a %
winnzad wunsdssifiupanugneed
WAZANINANTITBINIILATIZUAL
a v 1 v dl
ArNdaya Tnesaiunmanu
aanAARANLLIEaLNNTR] wazNNeS

& v

2o Widaya Audayan1unig

U a

AunendEaanviran1sdunmanisnd Wiy

a a ¥
ANNNAZIBLA LUNN9FANNLAZNS

ARV A AT AL A

IALANHLNNIATNNTZLINNITWIAN

FaiAINNERAARed (Indexes of ltem-

Objective Congruence: I0C) Wi
d 4 o

ATRNNAVTRLLLARLDNNT ALY LAy

]
a

i @enannylssifuiianaes

4 a Y . 4
LAFRINDL [NAMNANARNNINEN T TR
dn1gAuRUNI9an A
F2 DR 11N19ATU0 11 ANLRAEIID

a o o a o .
ﬂ']ﬁ‘ﬂﬁ‘xl,ﬁxlu@qﬂamﬂr)“ﬁqu ‘Mifamﬂmm

179




SAITUSMTANAAS AW INENAEgURTITET

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

(=3
dszipuidsauiiay

NSINELTIAUNIN

R TIE N B Ve T3]

as ¥ vy
Jensasuniudayaaing idesys
(member checking) Wiatiuguaanu

¥ v k3
gnriesaesdays ldnmmeasuas
nevagauiLg Wieyaiiatiuguiinig
o . K2
AAvNgnAesNitamasauaziiuly

ANdszaunianireslideya

2 o d o 3 "
AIRIN9ADANETAANNINLNAT TR
a1aaz14N1991AIZU Content Validity
Index (CVI) ENBUIANNLALNATIUD
dl A a o ¥ o Dd‘
wisnsieddt Ingldanwiudidanaigy

5-10 A lun1suszitiu

8. NINAKBLAINH
4 o A4
FIANUUBIATANHE

(Reliability Test)

[ N LA A
yatiuliinsnmaseuanuinges
& = ¥ v
289N wazn1sAANdeya el
ANAATALAYINANYIDILAZ AN
v v a
gnaedlunisaziauaniiiuasazes

TWdaya ldn1smaasutiiu

22

Triangulation (N5l dagaanuane
oA Ao LA

unadLietiuguANNTeNe) Las
Member Checking (N1742UN1UNANNT
a o Yy lﬂl S o
BAsziiLg Wdeya) liveeuguan
ANVAANNATEINIIFAN AINNT9
Aunendidadn nnedane nsasLnN
angdaya uaznisliuvasdieya

4 Ao =
naelszinniveEueuNan1sRAIN
TENAITUNIAINANINADAARBIUAL

4 o 4

ANUTENEVBINTAAINN TNAB

o

A % ' o v
ﬂuﬂuim@’mﬂ’wmm@mummutfﬂ,‘w

13 A ]

aya vizarunsldunasdeyaann

PR LUAINLANFGTTL

T4 4. J 2
ATaagauIATRaledan linanmInLa
w@enalaiieldaiuluaningi
willauiu Ineiuni13InANANEND
YRINARNS L FHN U Tae AT 5L
Psunaulunsimazd W n13dinen
Cronbach's Alpha WemAagaL AN
auananig luresda AN N1
4 L ST

ANHITRNUIE NN TTIE
(Inter-Rater Reliability) kazn1Inag&awl
WULTN (Test-retest) WULADLDINYTD

o ve . X 4
WULSAN MASUNNIRRUN T TeFaa
NARBUAINANNAND AL ATFAFIN ]
i Cronbach's Alpha ¥3an1snadayl

e e 4 o4
sevanedilsziiuanaNaesiuniily
AALAY 11U AN Cronbach’s Alpha

) a4 A 4 o
{1NNI1 0.7 ﬂ@qqﬂﬂqqﬂwﬂmu@ﬂ

9. AHNATIANN
{A3925149 (Construct

Validity)

" Y =R 3y a Ao
HafunisazieunslaseainauunAnii
o £% 1 a 3 a K
ANFUTRUNUNTRAN D DY ALTNEAN
a v v
wazUsuy eeiunigdnlamanumang
o Y Yy d‘ v o
uazn19furesllideyanaanndeaiy
WUNAANANIBNITLILRUAINATIAN
TA79ai9lEN197 99 AR UTNAUNIN
uUN13 1 Triangulation (N5l
unasdayananaumas) ietinugunnnu
A39U89N13AANNIATA TN AR

=® o 6o 4
FANDININAA L UATANN U 19A

AIIAADLILAFAINAIN AN RGN
wlsiluunnasss (Construct) lomaug
g 9JdJ U v o =

pialald dasaanis NN AN A NAT

o o a A a =
MulAeaiNUUARTIGNTENNNINNE )
1PeA5N197192 WA NATIAN

1A798 591N TIATIZATIAD A L1118
Factor Analysis (N19591AgEitIaqe)

4 DA A
BATIAEBLINLATRINDANNITD

A o

wisusintlasavizasoulstiaslamnsanny

v
o

Tasaafranqunasld Iuuuasunix

180




SAITUSMTANAAS AW INENAEgURTITET

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

(=3
dszipuidsauiiay

NSINELTIAUNIN

R TIE N B Ve T3]

¥

fayalansg iy n1edunnlidean
n1sdaunanisad nasLiLdey AT
Punnnaduayuanudilalu
Taseadrauwadn taaldnisfiannud
AZIBYALAZNNIATLIYAIINUNIZANN
Usunireiszaunisniaasyideya

o o‘-ﬂl ¥ B IS o 1
HAANENABIN1TABNIFEUEUTIING
= ¥ %
APduaesdayansennlngeaing
WWIRANAN UazADARRBILLTLNITE
dszaunisniaseneslidasys sonds
N195UIB9ANINYNABNEIUNNTAR LN

= o C P
LL@leﬁ'ﬂU WMELNTUVANTDIRDU 7]

12 T
o a o

WULSA UIDAITSANWANLN T WA
a v a c aa dll

noud) wazldnisiinmeiatisiie

NARALAINNAT L1 N13IATIEH

asAlsznau (Exploratory Factor

'
ol ¥

Analysis - EFA) HaaNSNAaIN1sA2A
NEDARUARIIATRE AN D3RR
wtlsunnessu lfaenausug LA
ganndasrulazaainaTifels i
tladenieannmrnaestade

ADAPRDINULUIAA

10. ANATIATNANIN
1laqiiu

(Concurrent Validity)

paraganinIaR AN LAz TasAT AN
ann1sdunEaiviFanisdananisal
ArafULTUNYTaAsidua T luanIn
flaqiiuraslvideyaldnis
Triangulation (N1slfunasdasanane
Uszinmiite BeLniiennuns) was
Member Checking (N13a@un N W
fayaiiiefuduaugniesesdayaly
13unilaqiiu) i

nsduneaddean nnsdananisad
wranafiudayaanuanaumnas e

= = v !
L‘]_E“?;I‘LILV]EJUﬂ’]?ﬁ]ﬂ’J’WN“IJ@H@LL@L’@JQW

iayatiunsanuan nTaqiuaaansun

al )

o ¥

= Ly o oal =

wseli AunadnssieInsAanIs
Aoy =y v =
tuduindayanlaannisnauuas
nsamszinseiuANuas
aqiiuuariiunaesygdeya 39anail
nsldnisaaunnug Wieyainatiugu

ANYNABILRITRYA

AIIAADLILAFAINAINANNIIDIR

. ey e A a A A
nadnsluaqiiulanssiuesasiioaun
EShAuAsafmTaNiANINeTRari

Tumaiaaiu 10199 edania wu

o &

N19LATIERANNANNUS (Correlation
Analysis) WailFauiieunaangan

A4 A4 A v a o o
WA7eadan 1 lun1sdndamennulunan

al

WREail L LILAeURINERULLIAN
I#5unnsmsaaseuiuiATeiieal 7|
ansdndsngnisalipeaiulile

¥ o

laq1iu InenadnsnesaenAsesn

1
o ¥

Tunnagdi Tne NadNsNseINIIARAN
NNATANLAAI DA NANRNUTIZ19N
o & A A Ao a o o ,
NARNEANNLATRINDNTARIULAEIINW 111
ANANANNUS (Correlation Coefficient)

PLNUANINARNTRANNEDAPADITL

11. ANNATIANNNNG
wengnd (Predictive

Validity)

AIAADLINAINIDALYI D UNTALTN 1A
i liNuaziANNBINg ANTINYiTe

a Aa Xy
ﬁﬂ’?uﬂ’?ﬁ‘ﬁlﬂu'i_lﬁ“l_ﬁ/]Lftl‘W’]Z'V]LﬂGWJuVLﬂ

AINAADLILATAINAINANNNTD

Wﬂﬂﬂ?ﬁﬁm@@VWﬂuﬂuqﬂﬁ]ﬁWNﬂﬂiﬂ’ﬁ

- a - 2 I \ o \
visaannAgunAY I fetnusingn

181



SAITUSMTANAAS AW INENAEgURTITET

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

(=3
dszipuidsauiiay

NSINELTIAUNIN

R TIE N B Ve T3]

Tnelaifinedndsdaaandaian dnns
Ao NdayaITen N NENWNNg

o o A 9 L dl ¥
dunwadizanisdunanisaliveidnla
suuungAnssuvsatlsingnisndlu
UFunenIzuazAIAnIsaiiansly

= A& & A o

aUNAR IAENNTRTLNEITIANINE L
waliluuargluuunas nAReTLLELN

uazaNiduazeresdlvideys wianiu

o

N1INENIOINO ANSTHVTAHAGNET
NzaNzad N3RS AR DA LT
30104 11 NTIAIIznmnes
(Regression Analysis) tadnansauls

dJ Ly o dl ¥
PINAINITaNENNIINATaIF UL saulA
ANNNADH 1 ANANUTEANsnIg

= =

008 (R2) NUAAIDIANNAINITO

AP SR E I IR B e P T oG RPN

N7ANANNTRITANIS AU ARAY

¥ k7 dl =3
mmmﬂ@mﬂm@gj@mﬂmqum

12. Madpninesesiia | dAnuyndenniunisamageurnd | indaanuniasaAinauiiniunig

mMafiususmndeya | 1NBeRsuTalianuazAi@esduan | nAaeUAIANNATITILENILATAN
d'

n1sAaedugAvine giaamryudanndndgluutesuy | @edunndndngy sUuuunes

Aunenidugaving wuuasun N laeiallaziiAnonu
Uaandaliinegauesmninuas

o = Y 2
WW]@UV]U??QVLQLﬂuLL‘LI‘LI'&@‘LIﬂ’]N‘lIu

v

{ANel

a

13. N13RIANUTU iuuuduneadlinasesduniwnl mananudugaving Ineindqe e Twls

o , o 8w A o , o \ P ° 9 \
@‘ﬂwqﬂﬂ@uuqiﬁ\?qu ']_qlﬂﬂ@mﬂﬂm@ﬂﬂmzmuLﬂﬂqﬂUﬂ@aN LULRADLUDTNNTAN u']ﬂ@ﬂi“ﬁ\ﬂum’avl,ﬂ

soetuslilingusaetlag

o

wnNead 4-5 918 wie liuiladnle
£ s
BYAAINNITANNN D]

ANNABINTS wanLFutlgauwdle

£ 1 dl v 1 1 Y dl
daunnsaaiialiuiladnladayanium
ABINITANNUUIAN LU LANNmalR1 T

anysaindanieanldausiall

P Ao Alew, 2567.
A < 2 a2 v a i 1 v < & a K &
ANE19°9% 3 azinladnsRasdinuaniuaziunsiudeyadeanuazaudilaly
a <« 4 = IS ! o [ o = v
vsunaestsingnisad Ineldiasesiie i uuudnneailareds wazniedunn e lifpevuainisouans

ANAALILTaLAszaunsllAeeeBass NM9AIANDINAEENBIRNIRnLITAIALATNNILATI £YiN9I0uN SN

Anendaq luanein1saae dafunaniuazifunimageuanungaulazdnfulsaniy TaalfusugaunIud

o

faroulauavdaaenidniau i uuuaAsAana (Likert Scale) ivaiudagadaiFunns lusnunisdszidiv

' ' v
) o o a o

a a saal . . . A A o
V’]']'WJL'V]ENW?QLL@zﬂ'JqﬁJLmﬂNuuuﬁqu'}@ﬂLﬁQ@mﬂqqueLsﬁqﬁ Member Checklng Wae Triangulation LWREIUE L

AINGNFBIIRITRYALATNNIAANN HoUNUIAREILFNN WA T AT W A1 Cronbach’s Alpha

182



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

WaY Factor Analysis WiidaAINasTlanaLazANATAINTATIase et lsfnnlunssuaunnInIaae Lty
v a o a Z v Y dl A 1 o dl o’ 1
gavnaresudsaidignininiuazidunimaaasldnuatesialunguidinanaataeaiiel fulge dou
Fe

. . Y d ey R I o
warziinszuauniailu 13 Funeuie iiduwuanislunimeaseunarainupTesiaday iweatuaywl

o ' a

AL T TNl Liun1sasaaae ANl uen doaat Anauldeulunguioaineasy @

e

=)}

inaae e ldATesiaasinell s ansninunnteay

3. ANNSTlAAINNISAN AT

= :’/ -ﬂ” = as :J/ v nﬂl A dl ¥ =3
nsAnEASllTELRaUdENNTua TNz UAuNN M uRaulun e uATaslan Il Tuniai usausau

©

a

a o A o Aﬂl A tdl =3 v a o a A
BYANITIATNLTHOL AE wLuaaUnIN AU tATasienldlunisiusiusandayalun1sidam@inmnIn Ae
wuLANN 0] FIRIUDIAULAN AR NNEN AT 1B9I BN TUAYNIZLAUNTTURAUNNIATIILAZ NN T AT AN

P2 1

= = & . & o 4 a2 Ay 5 oy oA o
WeeATuduilaniuazANANNITadue9AT e NanIdasuLu ldatunsn ldunuduls wiillasannisnisuas

¥

NILLIUNNITUABUNNTAFINUATNIIUIANANNINENASIT T AT AT A NIT R W RIuL L Aa UM TR US
= a a1 Y v S ° aa 2 Y
waziinnsdfiRetnandneaansegudaluntazaeinaueianisuaznazuounisduneulunisainauaznism
2 I 4L . Yo 5 e s . . .
ANHINENATUTULNANN LA T AN T AN WA LLLA NN Hl e TA N Han 9 AN T AU ATz LN T
WA TNNTLAYNITUAUNITUABLNNTAFILA LU AN A FUTULAN AL AN HLT RN WI B MU LANA 0N Loy

= =1 = 4 o =
AnNnsAnEATH Tnad 10 dumeu AdlansliunnTen 4

AN919A 4 FTNITUAZNIZLINNNTTUABUNNTASINUAZIN AL ATTLEA M LAz AN NI U B UL

dunneod
UsziAumiiunig N15ANUWNNS
1. NINLNIUITIOUNTIN PNIINLNIUITIUNTTN TALNTZINNELTZNIDL ANNLUINILAL

|
a <A

ARMMUA TUNIINLNIUITIUNITNIBINIIRENTI ADUNWLNE
i ldivuadssiaunasAnen mounnatde uazdnnlszase

YAINITIAL

2. MeldlszinunazAnmgn Aniunisdde | dndsuiauiasAnmn Anonunside uazdhnlsraAneanidas

uazdngUsraAaadnIsaaE anliduguoniglunissemanulunisdunisal
= o Py = o Py Ao o = o A
3. nsAnELULANAN e 1 lunng Aneuuudun e I lulazan1saae AN HusRE9 11T
o o ma ce o v a e me d ay
AniuN1aelulazan1s8N[NuNN aanepdaiululazan1sIe RN e M ukuanielunig
AN
4. N1INNUALTLAUAIDINNALDIHUAY ANTUNITANNTD 1-3 LALNINUALILEUAIDINNAL DN ULAZTD
v . 4 . . 4 . . 4 «
faA1nNNazUsIq luUUANN w0 ANNazusq luiuudunmallus uunzansTiAuaY 3-

¥ o d; o A ¥ o dl dl v
5 daAnN wWa lflunsanaanidudam o unmuIzan IayFas

183



SAITUSMTANAAS AW INENAEgURTITET

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

=2

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

< o a
dgziaumiiiunig

ngALdUNNg

Wi Anoulanadeauarlifesirmaudiniuaoinlulsazde

wazdAneuarAaaiuAnauves dunmniiedlnenss

o ° dl 5 ° ~
5. NTAALAANANDNNNAL M TWAIDIHINS

1999 luuudunnsad

o o o o o | I3 o a Yo O é’ £
PndaANDINEMSULART LIS AUAN D NR LA AN TUAINTE 4. NN
ﬁqmiﬁma‘mﬂm‘mmmwﬁnmqm (Rationale and

- . o A v o A @ | (%
Justification) uazAn@aNTRANDINIINIWHNZdNLAzaz A
2%

ARaLATNTGRINIHINTgalszin 5-7 daiieldidudeAnin

Nazugeqluwuudunimenl

6. n3andngUuuuvesuuudun waidy

a17U59 (Draft Version)

) U o ' U o val o
ihdarmniuusazdaninmaniulazlfulgeliiinounsedu

o o = = A o s o = °
FraaulneAtianeaman leanulsspunasdnen AnNn1g
398 wardnnUseaer1en1s3ae wavanngUuLLeduUL
FunnwaiifuetiusaiesfiunismiANissnsITea ML

ppniTasusalyl

7. MIMANNINEaR T3 aiieonn (Validity)

iunudunieafatuseldideaannylazunn 5 au inig

al

pavanasan lipnnLiiuuaziauauuzivaund ol galianuay

N173ENANALTRIBIANINUAZEY 7] PIHAHIMHNZEN

8. N13MANNLTRY (Reliability)

o Y k% v

s heafuiuTe 7. S1esulnaaniiunisldlwnafsnnu

9. nednztuuureuuudunsaiiiiueiiy

f9adugaving (Final Draft Version)

T
a

iAnNnndeftuniInmaseLAMNINEIAITUliauAL
4L e vy ‘. .
AN TUANE T T WAIN AN gL LB UL N =]

duatiudedugarine

10. mﬁnmmz@mmﬁmzmimm@mu
Tugainedunuuduneniatuanysal
(Final Version of Interview Guide) Af1n

g9

iuuuduneniaiuisiugainglinesesdunsniyanani
AsdnEzdwREaiungusaetus lildngusiaetnglag
Aunenflszan 5 918 wdalfudgaudladaunnsenineliudla
1 Yy 'ﬂl % i’/ o o s o &
IlateyanunsensantiudaiuuudN HofaTuanys

nFanneanldausalyl

b

=) |
pd
=

L ATUSHE

=2

81U, 2567

©22e

184




SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

4. agtluazansananisAns

AINNITANHITE WUIINAETE AN INLAZ NIRRT H Ul AR LAN A9 TR Tus Y

o

NILUIUNNIIAE F5N19LALIIUTINTDYA LazN19sziiuAUNINTa9LATEINEAAE NNFIELTILTuN el

3

' | '
=2 a

psLiuszuy nsnnuuasaulsidaiau uazldasniamisatalunisiiasciideys 39 1ATaslananildne
LuuaauAINEuNmMAgaLANHInENAsTulean InsATiiaNaenAdes (10C) wazn193tAIERNAN

desulng ldAduLszansueaann (Cronbach’s Alpha) Wia ldsiuladnirsesiaisednnisadnsaulsnseanisle

1 o dl I v o o a o a 1 v ¥ a
agraudugwazidanale lunnanauiu ﬂ"]ﬁ")@ilLﬁQQMﬂWWHQLuuﬂ%‘l,‘ﬂ’]ﬁl'ﬂﬂ?’]ﬂ{]ﬂ%‘ﬂﬁu‘]ﬁ‘u%L’ﬂW"];"ﬁ Inel

v v o -

andudeyaainnisduniealidean n1edans uaznisiasyiienans dadunisfiaaudeyaninniing

]

a o a o Aﬂl A o tdl v o e‘lﬂl % 1 ildl . .
AATIESULTNAAY Lﬂi‘@\iN@M@ﬂV]Iﬂ]ﬂ’ﬂLL‘]_I']_I’&ZLIﬂ’]HMVIm@ﬂN’]Hﬂ’]i‘ﬁli")“]@@ﬂiﬁﬁlﬁiﬂﬁﬂ‘]ﬂﬁy (Expert Validation)

nimaaesdunEnl uaznisaaunudayaaing idaya (Member Checking) (N1& 499304, 2544; 118 Tng

-
o

&, 2550; 4117 UsrAnsigAug, 2550; gnastd laaans, 2556) e liuwdladndayanlatinananysaluay
azvaupNiuasaesdlidayalaatiegnsas

AINNNINLNIUITINTIN A D LT U UNTZUIUNTRTIATAIHANTVINETLNININTAREILT

D

AMNINALNNIISEELSuaniindgn1sivarnuanaaziulddndannuuans i@ e uauLTung

©

£
= 2 o

wansinariueenll danngRdelfagUdantaumauld 13 dszidu (mn9199 3) atiglsfimuainnisdnsnAiall
Puisnlsagiugaaanuiilaainnisufauiisudsnisuasnssusunisiuneulunisafraesesiland lunis
fusausandayan1sideidafiunm Ae wuuaeunix fu wsesden ldluniafiusmusmudeyalunisiduide

AN B WULANA B0 TN T IATIUAIANNLANFNEEN A ATYT093N 1T UAZNIELIUNTITUREUN 1945

A A

WALANTUI AN AN NN A TITIANI AT AN A NI BN Bl ATaI N e TR aasuu U Il a1 s ld i wls we
HA9AINIENITLAZN LU WNN T WA UNIFETILAZNNTUI AT AN N LN ATITIAN AL AN AN LT D L UUD

' 1 '

Ao o = PN 1y g ° aa 2
wuugeunuiiuniuiuazinisyfiretendnaraseguad luniiazaetiiauedsnisuarnszuaunisdunenly
P ~ ~ & A o o v o =2 ¥ v
NN9AFIILATNN TN AN HINENATILTHB M Ba AN T e WAL UUA NN ailae TN NANIAN TS FALNA
Famrefuunlud WU aN1ILAZNITUIBNITUADBNIIAF AT ANNENA N ITIHD U WAT A HLTB LT

A

. el o < A PV 4 o y
1agutudNA 1w lAannsAnEATaT Inad 10 TuRew (119199 4) A 1) N1TNLNIUITINNTIN 2) N5 M

o

Ustifuiiaz@nmn Arnnunnside uardngUsrasAaeInisiay 3) AsAnELLLduA I lun s AN
Jaelulasannsiseiitnman 4) miﬁ’mumﬂimﬁuﬁﬁmuﬁ%muLmz%ﬁﬂmuﬁ%miﬂmmuzﬁ"wmwmi5) N3
FairenAinuiialdidudnuieussluudunisal 6) nnesadhgunuresuundunsalifuaiig
(Draft Version) 7) nwmmwmﬁmmqﬁuﬁ@m (Validity) 8) mmmqmﬁaﬁu (Reliability) 9) mﬁmgmmu
m@qLLumﬁ’uﬂWwaﬂﬂuﬂﬁuéw%uqmﬁw (Final Draft Version) 10) mﬁnmmzﬁ”umwnﬂl,mmmm@muiy’u
anineunuudunisaiatiuanysal (Final Version of Interview Guide) fiautinl49u aannaasiugnes a1
NN (2546) g Lnenszuaunsaiamesdian1isels 6 funew Ae 1) NITANUUALUIAABAZARWLT 2)
N3N TN AL LT DI A 3) AnsadaLAresiianiside 4) mimmmummgﬂﬁmmmm’?"mﬁ@

(Validity) 5) n1snaaesldiazasila (Try-Out) ua6) N13atATIzHANIN INIBLATEIHE 41t TWEARI (2550)

a b2 5 A o o & a o o o o d’lo/ d‘ A
ﬂﬁ']_l’]EIVL'] 7 UUADU AB 1) m‘mummqﬂ?zmmmmm% 2) ANVUAFALLTLAZANTIR 3) AaANLULULATANNANNT

185



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

i 14 UL 1 (NnFIAN-INIEY 2568)

o

338 4) NANTUIANHINNIZANTDLHANN 5) NARDLLATRIH LT BI5 Y (Try—out) 6) UsurlauasimuiiAsasile

s
QV

Las7) mq@mmmmwmmqm 4117 Usz@nasgaug (2550) a3uneld 5 funaw Ae 1) NINNUAALINE

289711797 2) NATFNMLUATELLATENEEY 3) N108NLLLLATeeEaN1T3R 4) nnanaaadldiriesiianisdn 5)
N13AIRAALAUNINTDIATDINANT9TA TANANAAAADIUALTANTERTUUINUAIINIELAUNTUATTURDUT

o a o

= oA yd' Ao a = ¥ a' 4?-’
NHH Q’ﬂﬂiﬂﬁi‘qﬂsﬂu@VVHELMHT]'J’QEIWLA’]FLMNM?@EIJ‘V]@“L&SL@QWMQQEIL‘NQMJ’]’]WNWJ’]NL°1I’16L"%3J’m?;|\‘1°llu

©

o

o dd < ' A ¥ Aﬂl A a o -ﬂl o o -ﬂl
annsAnsASEElIudInndenldiesesiauaznszuaunisisemmanzaniduladad Ay

' | a o v Ao Ay o Ao o v o o Ao o
AenasiaAUNINTRINANITIAE WNAdETAwARILNNRAEELTMuazRaInsU iU T 9994 @R unaw
ArsvinAYNidn e muANANg uNITLAUNIRINWILATEIN BT REIA LB A T BIRINNNTUINANNNITRINTT
AR Fununn ldlaaasaiuTadia g nnIne1ain liiin AN AR IALAABULAYAAAYINLNLT AT

Ao & = o o P = : = o o
NANTTINE WANAINU ﬂ']ﬁ'ﬂﬂ’]ﬂ’f]uil\uﬂﬁtﬂﬂrlﬂiﬁmﬂf]?ﬂﬂﬂqmﬂﬂﬂ9]Lﬂﬂ"lﬂ'j.lLLu']V]’]\?ﬂ"]?ZQﬁ"]\iLLﬂzﬂTquﬂUﬂ']’]N

LV]EN[FI‘N"]J’HQLﬂﬁ"ﬂﬁﬁ\l’ﬂ']@ﬂﬂ]\iﬁmﬂﬂW@’]ﬂIﬂNﬂ’]i‘Q af NN LW@Wmsmwmmeum@?ﬂﬁcjmmxmuma

o o a

paradeufivanzamifissnasiteld sonfanisiauudninusanunsnliduuaniedviodnisalunis

ﬂﬁ‘“uﬂa;mmmwmmLﬂ?ﬁlmﬁ@ﬁﬁﬂlﬁmmmuﬁuu?‘wﬁLﬂ?}lﬂuuﬂm‘aﬂwﬁi@L‘fim Tneagy anAteihmdiude

mwummﬁhwmLmeﬂumiW”mmLﬂ'?lmﬁfa%févmwdwmﬁﬁﬂL%\‘i@mmmm:ﬁqﬁmm LA AUALUINAT]

doelshinAseanunsndenldintasiiefimnzantiudnrresmide ifedredllaszdnsnm dudsalfifanig
2o oo

WaunasAnNinansnlseynsld A lunsuninainuane uazativayunisaineuddeninmuninuas

oA A £
UILTRNDNINTY

5. AALAUDLULANNNITANEN

>
o o o

5.1 datduawuzaInnisAne Wn3de Tnaanizindde ndvdeinddeninuguainauiss

a

FaLFunuuazeInsUiuasuuuaniellgniisedsnmunin aaslipandrAtyiunszuaunisainauaznig
Usziinanuinesnsaaesuuudin1wo] 18 NATeeRaIT AN INEANLANANAINIATEIHE L TN LY
Wd229IATIAFIUAZIUININITANTUNIT LAZAINNIELIUNTTAFINATEINENITTENTIADININABULIL
Aunwnl 10 Tunaunanzdaau lamunaul avnduasesiahinddlaldiduuunilunisafeasesiie

o

nsdeEsgn e ldeusiell AwiinisiacadnlaneaAuaEn Rk LazAIIRaaLANNITIEN A T8N
o e > ) Y ao o LA £
wuduneniedteseusuazdag in1side i AN wkAT A NUNTE N0 geTU
v ﬂl = 1 A dl v a v Y v d‘
5.2 datauakuziianisanslulanigsdalil dutlesandaauauuzainnisidedieiunaziiie
> o C a0 o = o ot = =

af19nNdulaluAuNINTeLATRINENNIIREITIANINAB ULLANA BRI A ue LW INaN s AN 1
Tannasie U Tnatinle138n1suasnIzuaunITuAoUN AT UATII A NTENATIENLHE N AT AT DU B
wuudunnwod 10 duseuildainnisAnmaiailldvinnisdnesieliingldnidenedss funaiinananig
dszifiunanisldianisuaznszuounisdunaunisa1auasnA I NENA s uTUleN LA T AN Ta T YR ULL
Aun1wnl 10 Tuneu INaRmUN IHR AN WLAZAINUNTINIRTINISANNINTUE Uz Ina lTNan 1534t

- - X
TaRININRANNIN UG L

186



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

5181115814994

~

RLHET AWATTYA, ALY 1 U, 2euTUN Trequng, Siyacu dssdRidles, Wyae 6195WNE, QNN LA

U q

94, . . . Ua9tun nesdae. (2564). nadenluslunisasiauunnisdunisalddanivediusau s

k4

BYANNIIRLTIADNIN. 9194993TIN1INTAAIAUASNIFAANTT NWIIngaena ulafisTaana
STYL7, 8(2), 1-16.

o = Qe a dl‘ =) 4 o 4 dl‘ o

AUULT ANATENA. (2553). NITINEUTIADUAIN: LATEINBATNEIAAINTINEN 1T RIUILI 7N A
NPUNWHYNUAT: LFEN Autnguinegsiaguinefiudulua a1in.

RUHET ANRATLYA. (2563).1170DNULLINITINE. LULAUATEFITNUAZAINK TN D YD ILITENTIADN N,
NPUNWHMNUAT: L3EN Autnguinegsniagumesiudulua ain.

s AWATENA. (2565). NI1FITENTIALUAIN: wan N9 [ 1 giwe s iluni9ae s AR AN =

NIMNNYNUAT: MNJ Supply.

ada o a

10A" ARTNDY. (2562) 9iTeURBIAEIT TN UIT T e AT HTIANIN: AYINUANGNTBIANITEN

WIDANEN. 219819N199ANTANE 11ial. 7(2), 3-26.

#el INBARN. (2550). A1as5uaARTIuAINITITETIAUNIN (WHWATIT 3). NFUNNHILAT: LT S1Funs

¥ v '
a a

NIURILAUANLRTTS ANH (NUT).
Wawn qadend, s9snleh \@eniAuE uaz N9 1N D BgsEN. (2562). N3AFIIULLAANIIARLTILEN T8
unFewdgussALlsaNAnmnaulans. gnELUmimy, 33(107), 94-110.

NUA 429904, (2544). 7 TEUABIRRN NAIANAAATUASNYEEAIART. NFUNNNUIUAT: 10,104, WIURLEA.

A

1990439H DUBNTNR, 91t SUANW uaz AT A9ATLYA (2563). NMIUNAUBHANTINETIADNIN. 219417

TNTUIAE m?ﬁwmﬁmw@yumywﬁm, 14(4), 1-13.

a o

H
anysnl q3asd, youd Wuglng, weula e, 43AnA ansiiuANg, aNAns TedrT way NEYAT LAsE g,

]

(2552). AREASANANINAIANST (WNNASIN 3). NPMNNUIUAT: FIUNANWAUTRIATHNITINA,

-
a

4117 1cAnaigau

-

£. (2550). 24118113N199RENNAIANAIANT (WNWNASIN 14). NIUNNNMIUAT: F9vjugI

]

ANARATNAAN.

Il v
a = o a o

zgwa?itﬁ e ng. (2556). A1FIRETNANINNBN TN UUIAR 33077 uaznslszensild (NHWASIN 2).
NPNNHYIUAT: AITULTUARNBULTUN T ANART.

AWl gnuadust. (1.1.1). A9 NuANFAINIEnIININIRENTNL TN UUAL TN AN N, duduile 19 unaeu
2567, a1n: https://www.culi.chula.ac.th/Images/asset/pasaa_paritat_journal/file-18-302-
299cwb991642.pdf

ANTNA AUNINTT. (2546). N1736A1LHTRYA TUNIFITETNADNIN. NFUNWNUIUAT: FIUNANWLIIaann]

NUNINENAE.

v
o

(IR AINTUUI. (2551). n17AFNATENE BT AR TN 233N N AIPN AN AR - U NgnITL LR (NHWASI

2). NTUNNNINUAT: T3RNWLMNI1AaNTRINININeNAE!.

187


https://www.culi.chula.ac.th/Images/asset/pasaa_paritat_journal/file-18-302-2g9cwb991642.pdf:%20สืบค้น
https://www.culi.chula.ac.th/Images/asset/pasaa_paritat_journal/file-18-302-2g9cwb991642.pdf:%20สืบค้น

SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

i 14 UL 1 (NnFIAN-INIEY 2568)

(AN FINWWW. (2555). suilEaBN1939n NAIANAARS: unanNgnIsLia (ﬂuwrﬂ%aﬁ 10).
NPNNHMIUAT: TeafNWUainaInsniumInenae.

Babbie, E. (2008). The Basics of Social Research (4" ed.). USA: Thomson Wadsworth.

Berg, B. L. (1998). Qualitative Research Methods for the Social Sciences (3 ed.). Massachusetts: Allyn
and Bacon.

Creswell, J. W. (2014). Research Design: Qualitative, Quantitative, and Mixed Methods Approaches (4"
ed.). Los Angeles: SAGE.

Cronbach, L. J. (1951). Coefficient Alpha and the Internal Structure of Tests. Psychometrika, 16(3), 297-
334.

DeFeanzo, S. (2024). What's the difference between qualitative and quantitative research? Retrieved 19
January 2024, from https://www.snapsurveys.com/blog/qualitative-vs-quantitative-research/

Dhillon, P. (2022). How to write a good scientific review article. The FEBS Journal, 289(13), 3589-3915.

Ferrari, R. (2015). Writing narrative style literature reviews. Medlcal Writing, 24(4), 230-235.

Green, B. N., Johnson, C. D., & Adams, A. (2006). Writing narrative literature reviews for peer-reviewed
journals: secrets of the trade. Journal Of Chiropractic Medicine, 5(3), 101-117.

Huelin, R., Iheanacho, I., Payne, K., & Sandman, K. (2015). What's in a name? Systematic and non-
systematic literature reviews, and why the distinction matters. Retrieved 26 October 2022, from
https://www.evidera.com/wp-content/uploads/2015/06/Whats-in-a-Name-Systematic-and-Non-
Systematic-Literature-Reviews-and-Why-the-Distinction-Matters.pdf

Ismail, F. K. M., & Zubairi. A. M. B. (2022). Item objective congruence analysis for multidimensional items
content validation of a reading test in Sri Lankan University. English Language Teaching, 15(1),
106-117.

Ivonina, E. (2023). Quantitative vs qualitative, the differences, a simple guide. Retrieved 19 January 2024,
from https://aidaform.com/blog/qualitative-vs-quantitative.html

Kothari, C. R. (2004). Research Methodology: Methods and Techniques (2™ ed.). New Delhi: New Age
International (P) Limited, Publishers.

Lincoln, Y. S., & Guba, E. G. (1985). Naturalistic Inquiry. Beverly Hills: Sage.

Marshall, C., & Rossman, G. B. (1999). Designing Qualitative Research (3" ed.). California: Sage.

Maykut, P., & Morehouse, R. (1994). Beginning Qualitiative Research: A Philosophic and Practical Guide.
London: The Falmers Press.

Miles, M. B., & Huberman, A. M. (1994). Qualitative Data Analysis (2nd ed.). California: Sage.

Miles, M. B., Huberman, A. M., & Saldana, J. (2014). Qualitative Data Analysis: A Methods Sourcebook (3"
ed.). California: SAGE.

Rahman, A., Zulkifle, M., Aslam, M., & Khan, M. R. (2019). Components of writing a review article. Journal
of Integrated Community Health, 8(1), 8-12.

188



SAITUSMTANAAS AW INENAEgURTITET

JMS-UBU

Journal of Management Science, Ubon Ratchathani University

=2

7 14 atiufl 1 (NnFIAN-LNEIEY 2568)

Turner, R. C., & Carlson, L. (2003). Indexes of item-objective congruence for multidimensional items.
International Journal of Testing, 3(2), 163-171.

Zikmund, W. G. (2003). Business Research Methods (7" ed.). Ohio: Thomson South-Western Publisher.

189



UL URAURLIU
MFATUFTMTANERT NWINENRLYUATILET
AMZLSNTAIRAT NWINENRERUATITETH AAlewrElA 295Uty a.aussEent 34190
NsAWN 045-353819, 045-353804 LNTA1T 045-353805 E-mail: jmsubu@gmail.com

https://www.tci-thaijo.org/index.php/jms_ubu/index

e B RUTB (VMY DTN oo
B BB (U EVBINEE) oo
2. Fa-anagiliauunany (Ilsassydadiiauliasuynying)

-:‘ll o 1 a
TR-ANA (1) (RA/FVAUINIIEINNG) oo

D

TR-ANA (89N0)H) (B A/ PAUTINTTENNNT) o+ttt ettt

Taudaeany (Ins)

TN (EIN0H)

A (Ine)

BV (BRANEI). et

3. Ta-ANAUNZTBEAARDELTLULNANMNUANY

2

o)
]
(@)
o
=1
=
[
(2}

©
o
>
=
>

«
>
[
=
>
o
=

Do
-2
b4
=18
5
3(
D
Lo
[}
)
>3
b
ap

] a
ﬂ@-’&qﬂ‘ﬂ@%

TNTENI oo E-mail

4. dszinnaasnualiu

O uneAqnadsds anan

D UNAINITINIT AN

D0 B0 TUORTYLL e

= . =
M9l LnAaLiludauniines

O Aneniinug (Bryagen) Oanendwug (Boygntn) Oaw (swy)

5. ANSUSRIANHLTE

b4 v

P = o Ly o Fon Yo Na o My ]
PINLRN (LAZEITANLUIU) UBTLTANAN ﬁ]u@‘]_l‘]_mL@uﬂﬂquﬂ\ﬂﬁ\lLﬂﬂiﬂﬁ‘uﬂqﬁ‘m‘wmwLL@:1N1@@%T3quQﬂ?$Uquﬂ7?

o

PN Na A o aa  ed o - = ~ o o a agw
W@qﬁ\mqWWNWTH'J’]?@'T?V?@@\?WWNW@HI@ WATEHBRNTUN ﬂLﬂmeﬂLL@zNﬂui”ﬂﬂq?W@q?mqmuﬂUU Iﬂﬂﬂuﬁi'ﬂﬂ@\?

U9IUIBN9909619L3MN9AART Nuaneauguagst Hansnazliiuianson wnlddngtuuunininivue i

D

a

fuaan iU ENITLAZNANLIIUNENNT HANDATIALA AL U IARNATILANAYT NWEaNRIaNaLAURNTUNAINNN

(%

AN LU AnzLIwnsAans ananendeguanasiil dedninla lwduatuiiluacniuiageuresdngs (waz

SLLATZAY

' a o | a
FANLULIL) WIS RENALIL)

AOTD - ANT89UNAINN



N1i1NEAa8DUAS 19591
Cagmcmtzmm AUUS U

UBAVIBA

6D 1025353841 045-353804

E-mail mba.ubu@gmail.com

158 www.facebook.com/MBA5SUBU




