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® Factor Affecting Consumer Repurchase: A Case Study of Local Coffee Purchasing in Mueang
District, Lampang Province.
Wang Chenxu and Phaithun Intakhan

® The Relationship between Service Quality, Positive Word of Mouth and Customer
Satisfaction of Foreign Restaurant Customers in Lampang Province, Thailand.
Lico Wei and Phaithun Intakhan
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Abstract

The purposes of this study were to examine Tourism potential and Community
participants in the Tourism development of Ban Wangree Community in Nakhon Nayok
Province. This research is Mixed Method Research based on Quantitative and Qualitative
Research. By using observation and in-depth interviews and Survey and Content analysis using
frequency, percentage, mean and standard deviation.

The findings indicated that 1) Ban Wang Ri community has potential for tourism
development in various fields 1. The tourist attraction is a natural attraction, wisdom, and
culture that are unique to the locals. 2. Accessibility Ban Wangree Community urban areas can
travel by land transport, Private cars, and vans. 3. Accommodation services the community
offers accommodation in both resorts and homestays. 4. Tourism activities Ban Wangree
community has a variety of activities organized by the community to welcome tourists. 5.
Facilities, the community is well equipped with tourist service facilities, and 6. Tourism
management in the community shares the responsibilities of tourism activities and 2) The
participation of the Ban Wangree community in tourism development was Overall, was at a
high level. When considered on a single side, it was found that the first order was Operations
and operations, followed by ideas, planning, and decision-making in the development of
attraction potential and tourism monitoring and evaluation in tourism management.
Keywords: tourism potential, Ban Wangree Community, Community tourism, Community

Participation
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Abstract

The purpose of this research was to study the causal factors effect to payroll-job
preparation success, by using a questionnaire as an instrument for collecting data from 148
accountants of Primary Educational Service Area Office in East; the variables consisted of three
endogenous latent variables: professionalism, payroll practice efficiency, payroll-job
preparation success; and one exogenous latent variable technical skill. These latent variables
were measured by 12 observed variables. The questionnaire was used as a research instrument
with composite reliability between 0.942-0.975. Data was analyzed by SEM using Lisrel.

Findings from the research suggest that the structural equation model showed that
variable having direct and indirect effects on payroll-job preparation success of accountants

of Primary Educational Service Area Office in East were technical skill. The results of this study

show that the measurement model was in congruence with the empirical data (%

= 56.833,
p-value = 0.386, df = 49 (Xz/df =1.159), RMSEA = 0.018, GFI = 0.954, AGFI = 0.951, NFI = 0.984,

NNFI = 0.997, IFI = 0.998, CFl = 0.998). This model exhibits goodness of fit.

Keywords: Technical Skill, Professionalism, Payroll Practice Efficiency, Payroll-Job Preparation

Success
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TunsvinuuagaudvsydnsamlunisyaunazwaneassidnUgydussavanudnialunis

o o

UfuRnuannstianudidgiunisiaurineedanaialuniusig o wmmﬁaﬂmﬁumsﬁwmmmﬁ

M NeY LT DY NsHAIUITnYenIunalulad wazn1suiUssaunisaluaz AT 8198y

Tuauanldlunisnaununsyausazudtawlunisviau (Tokarcikova et al, 2020) A5duly

v @

msdnniendoyafuiieunazaiinasedudmsithdndddinsuiadedonadeulasiusning

o
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nsyaimwvinuzdanatde anuduiieondnwlunisvienu Uszdndamlunisdaiduiou was

°o & U o a A L’ o A A v o s A ' o § ¥ a 1
Anudnstununmsiaituiowinluladengeulesduiusiuvsold asiliiadymilunisys
nmsmunaussauslunsufianulalinsege wageraibidelenaluniswivlaluninnisauaiy
srzatduduls

.

Ty §39e3auladnwnieadulumaidadeidanve fidwanaanudnialusnuda

Y

v A

MMduiauresinUyddunauanunnisfnwdssonfnululwanianziusen wielitiniyd
nsdstadefimslianudglunisasismnudusalunisvienu wasdredunuamsliundndgyd
i lldlunsnauny wasWaminweiineidedunsasisnnudidalunisihnulasadsanssouy

a

TifutinUaydlaegaiiuseavsnimean

anUszasAlun1sIe

WeAnwilumaladelamefdmanaanudnislunudniiuieuvesinvyddinau

waNUANsANwIUsEauAnu lunn1Any Tueen

LaﬂﬂqitLﬁgﬂqu%%’ﬂﬁLﬁﬂ’ﬁiaﬂ

nMsiseiTes lumatladnidsanvgidsmadenudiislunuiniiiudeuvesintyd
dinauandiuiinisfnwuszosdnuiluaniang Yueen §3duldmuniuenarsuazauife
Adefoaiiodnainseunnnlunside Eﬁq‘dﬁﬂﬁ

MinweiBamaila (Technical Skil)

Wnvgianaidafenduy Aluaunse Ussaunisal aud grvgyfi il luauls
ogamnzan wazmsimuinuzidanadnegiseidesanunsatisliiAnnisuuusansyuiuns
Vi Ay muﬁqﬁﬂﬁﬁﬂizﬁwﬁﬂmiumsﬁwmqﬁulé’ (Pinto, Nunes and Sousa, 2020)
uaNaNtY msa@qa%'wﬁﬂwL%ﬂL%ﬂﬁmaqLm'as‘qﬂﬂaé’ﬂmu’ﬁaﬁdqaiﬁLﬁmﬁﬂamwlumsﬁwmumm%u
nmsesenaEndenlunsinulusiueig 9 Wy nsiSeuiisnisuasnszuiunsviailndla
PE190BI MsALIANAsatunsidvalulagunyiglunseuiunis e wasnsussendly
‘UizaumsaﬁmmL%m“mzymsdaEfLumiLLﬁ'lsuchwﬂumsﬁwmagjmmammﬁﬁumia%ﬂammL‘ﬁuﬁa
o1inlunsyheuiielriiuseansaiwlunisvineu (Hamidah, 2015) Tunasifgatiuinueidanaia
Fudunmazviouvesmaduauifinsuimsdanisiatlunsiauldd nmsivinuelunisdeasia
finwennsUfduiustanielunas nisuen N13d7inwEANTNITANILATIYY wagn13TTNYENg

o @

walulagAdvadwinwewariiinudrdglunisilimiaanuduioondnlunisviieu Uszansam
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Tun1synanu LLawTﬂﬁmuUiiqL{]mmaﬁmﬂﬂﬁ (Khanna, 2015) kagn1sWaluIinueidwnaila
Aerduinuglunsiang uasinvelusumaluladegiaueazyiliAnnuaiunsalunisuims
Fanisnszuaumsialiietusazyinlfiinanudnsslusuldsingatu (Tokarcikova et al,
2020) luruAtedideiafosnmanaasuinuzidunadaduiiadeidmadoinamudulioandn
Tusu Yszansnmlumudariituiou wazanudndalunusamduieutmmsuarmeden
ER]EY
anuduioandwlusu (Professionalism)
anudufioondnlunududnvasvesnisininue aug anuauisalunisvinenu
sgnsailoruineulyuazsnglunuiivi mmLﬂuﬁam%wmmmLﬁm%uié’ﬁ’w;ﬂﬂumﬂ
ﬁmiﬁwmmmmi‘lm’LLazmiﬁmmmmmmmL%Wﬂﬁﬂﬁgﬂﬁmmsﬁﬂ%L?msv? NNty
msvhauuiuaudu wasmsussgndlfinaluladlmiegmasananazaansaviliiAnyszansam
Tumaihauierussainguszasdlunsihaumuszezinaiirimuald (Hopwood et al, 2021) uag
nsasresanududoatdnlunsvhonui ewssusuiodunisivdsuwtasidnisviauainns

wWisuwlasmanalulagegesiaiiludagtudndudeddnsfiuinuwelunisdeuimanalulag

v
=< =

ogiane InsFeudlunuiiidnvazionyluddnuniu fnmsdfneusuuandsuiFeudssineiu
g 19soLil 09 uazdnisinagnslunisiaunuulvdanlduiudsanssuiunsieuangg i
Uisﬁ‘m%mwLLazmmﬁ’wL%ﬂiumiﬁwmﬂﬁqﬁu (Giorgi et al., 2019) wenntiuauduiioondn
lunshaudadianuduiusdunisiiutanssulunisiausaznisussaradnialunisvionuld
atnefiuseansamle (Suparjo, Yohana and Akbar, 2020) Faudunisuansdenisiiauduiionndn
TumsvinugeazdelfAnussansamlunsvhnuitusesiienudifalunsvhauldegemng
Fadu lunuddedideiafeamamaaeuitanuduiioodwlumudu Yedeiidswasoussansam
Tunudmhiufounararudifalunuiaifufouimmsuasmsouniols)
UszansanlusudavinRuifeu (Payroll Practice Efficiency)
nsuftRnilusunsiiydtuieudndesiunssuiunssunateyaiufiou A1dns
y3oAmouunuresyAanIusazauluasdnsnndufUTROwAt Ui Ty i Guiouasih
Foyailsuminsnseasuanugniesnouiideyaludiszuumeluladnisneuiiomes (Elekwa
and Eme, 2013) M3UURNududoudi anunsauoanunmmingd anusuiaveuniud ey
voumnoldiduegned annsadanisiutgmlunuidudeutaregeenlignieuazdisariusie
audasnsvalidoyald waranunsnandunounshauiitdeunarannsoliuinsdeya

RuideuldsgiviunaazsindidunisufiRnuiiandnanuasuiu unan wazdsenda 3

azvioufan1suuRnuniivsednsnim lnensujuanulagldmelulagungislunudusouid

Uszansnmazaigliminainudnsaluauls (Palladan and Palladan, 2018) waynsiuseansan
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TunsujuRnududeudshelifnanuiiselabifudfidunetomndieuanunisasauiyuas
maslalvfiuyaainslussAnslvlinnugadulunsufiiauneesdnsuindudanisiminaiudn
U TRelunsiniRudeuldegedivssdnsamauannsaiiiiianadnslunsujiianunaay

N v

1Y va v

wazinandnainn1sufUROunGTUl (Yamoah, 2013) srarfu Tunuideiidedeanisnaaeuin
UszavsamlunudavhRuidouduledeidmarerudifalunuiaifudeundolsl
anudnsaluaudnariituiou (Payroll-Job Preparation Success)
awdalunuionisussquimnemuildimuningusrasdlunisinulildesagnsies
nmsidaruaansalunsuiuinagnovaussienuvinemeluannznsivasuutaslunns
vy msfinansujiRnuiifedseidewasneliAnanudedulunmiluszezenn sudnsid
wadnsvesnuiidauldsuanudede 1119le wagsenivanguimsuazitousmanlunisdugls
AMuugiuasiivinwAmunsUfiRnu (Dai and Song, 2016) Ingesdusznauvesauduialunu
n5dmiEuAeuIzanINNTTinINUNLLTR MTARTERTEUTNULALATEUINNMTILDENS
Farauuazsauneu nsoenkuviimaiauliazainmaiuasdietu nsuszgndldinalulas
adelvdindaelunumsdaiiiuieu uazdinmanuniuaanssurumsnuiigideuas (Thite and
sandhu, 2014) Fsmsfiypansgfuianunsiaituiousivanuliasanuduislunugs
wliiussnssdunsihnunfudesinanudidalumeahoures fifnuasiliyaans
I85umdurnanniit eus amaunasViduiymeylaueieiduussiuiad sulsiyaainsdaiig
nszfodefulumatmuinsufifinuremuediivssansamgsdu uonmndunisiaruduia
Tumsnumsdaiiudeudadutiadevilidmafvlaivilusmsnuesyaansfiufoasu

g/l

auufgulunside

inmsnummssanssulusinuaznseunwinlumaladoidsang fidmwanonudia

o

TunudarhifudouvesintyTdinnueiiuiinisinvssaufnulunniang fueon (ide3dld
mssauRguvesnuATe LS

Hy: Tuiadadoideanivnidmasonuduialunuiamiiuideudinnuasandosivdeya
Weusedng

Ha: vinwzidanaiiaddvwannmsasennuduleodnluay

Ha: vinweiganallaidvinanimsssieuseansanlunudnituiou

Ha: aaduiloondnlunuiidvsnaniewssavszansanlunudninbuiou
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Hs: anduioondnlunuidvinanansweanudisalunuinituseu

He: UszansamlunuinvhRBudeuiidvsnanewsswennudisalunudnvituiou

Hy: inwedanafiniidnsnanesaureuseansanlunudaiBuieuriuanuduiloon@n
Tusu

He: Yinweidanailaddninanisdausennudisalunuinridudeuiiuanuduioondn
Tunuwazdssansnwlunudnitunou

Ho: A3t dusl oo nluaud dnsSnan1sseusaanudnsalunud vl unoun1u
Uszansnmlusudniidufeu

va o

s ITelanumuienarsuideiiietdesdulunaladuldauna dwane

Y

Anudnsalunudnvhiuiiowveaindaddinauueiuinisfnwdssanfnuluanniang Tuoen

a

Iiudatadeidang senineinvadanaia (TES) arudude@nlunu (PRO) Usednsam

Tunudnviduiiew (PPE) uazanudnsalunudnvhdudiou (PISFITeTwsunsounifnlunuidy

mmgﬂmw 1

ﬂi'e]‘ULL‘L!'Jﬂ'J’]SJaﬂ
v v v
Lvi || v2 |[ v ]
Hy PRO He
-
e Y7
PJS
= % H Y8 |«
1 yo |*
PPE Ho
[ [ | [ %
4 4 4
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SAun1sAne / N15998

D

v ¥
o o A A

Useansitglunisiseaset lown dndaddinauuaiiunnsanwussaudnenlunnia

o

o =

ngusendaduyaanslunguuimsnunmsiusazduningdidnauniiuiinisUssaufnuid
winfsuiateunisiavdudeunionuiifsdestuiuieuluds adidnauaeiuiinisdnw
Uszaudnwluwaniangiueen 911U 172 A (ﬁ’]ﬁ’mmﬂmzﬂiiumim'ﬁﬁﬂm%uﬁugm, 2564)
TnelunuAdediideldtmuangusegidumsifonndsznsvianun uagldfinnsanferuiiome
lunismnuangudlsgrddunisieseilumaaunisiasadienunaninmel 10-20 1i1veeiauys
dann Tnsnuideiimunanuifissvevessuanguiiegneogi 10 wh vesiauusdung 12 faus
?fﬂﬁadma@sﬁ"aaemﬁmmLﬁmwaiumsﬁmﬁmiwﬁimmaaumﬂmmﬁ”wlﬁ (Hair et al., 2010)
Mntuiseldsusdeyalaglduuuasuniudsludnguiog1aniu Google Form THsrosiaa
Tunssunsdeyasiuu 45 Ju lFsunuuaouniufiauysaineunduaniiedu S1um 148 4 Andu
dnsmansunduiosas 86.05 daeidusnsnismeunduiieglunarisensulsinanfesasmsnou
NAUTDIUUABUNILLINNINToYAE 20 (Aaker, Kumar and Day, 2001)

nswauna3 e oluauidedlglduuvasunmdung eadelunindusiusudeys
FewuvaounuUsEnousie 5 nau a'auu,iﬂL’f]u%’a:ﬂaﬁ"’valeuaaﬁ’ﬂﬁ'@%ﬁwﬁ’ﬂmuwmﬁuﬁmiﬁmm
Uszaufnwrlunninnziueen anvazuuvasuaiuduluunsiaaousienis (Checklist)
Usgnause 4 Aau Tneaseunqudeyaiisdfuine 01y steznatlumsuFoRnu wagdumisnu
Tuthaqtiu sewd 2 auAnfiuAsafuinugBanaia Technical Skill (TES) Wufuusudsneuen
feanudau 3 9o faan Fnszanuiwazarudlamedndn (x1) anudeavglunisly
wealulad (x2) uwazanuannsetunsldusyaunisallunsudiam (3) newdl 3 AnuAadiuieatu
AuduiioarTwlusiu Professionalism (PRO) tusauusussnigluy ffaudiuau 3 48 nain
fnsldmsnernsednedue (v1) annseirdsfuidevlsviununaniidvun (v2) wazannsannsun
mswneudeyaneudngszuvegisgndeannzan (Y3) aeudl 4 anwAnfuieiudszansam
Tusudnyiuluiiiou Payroll Practice Efficiency (PPE) 1 udauusuesnielu deaudiuau 3 4o
FnananuamsaufiRnumuviniieuuinveunuilduneunng (Ya) mnuaunsalunis
a"fmmiﬂzwﬂmmﬁéﬁusﬁauiﬁgﬂéfaaLLanTunm (Y5) warAruannsalunisant uneunisinenu
A% 190U (Y6) waznouit 5 Arudniuld sasuaudnialumudaiiiuiou Payroll-Job
Preparation Success (PJS) iudauusudsniglu deamdiuiu 3 48 Thain Auaiunsalunig
Usufuazmevaussiemuynemeluanmnsalivasuuadunisvihng (v7) msinanisujifnu

Aa oA Yo A A Y ) PN o '
N7981979LUDY (Y8) LLa%ﬂ'ﬁi@iUﬂ'mesﬁaaa I'J'J'NSL"'\] LL@%EJEJ&JiUﬁ]WﬂQUiWﬁLL@%Lwaui’mmﬂumi
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Duglimuuzthuasiiuinuniia (v9) Tnsuuuasunalunoudl 2-5 dnvazuuuaeuanduuuinng,
dulsaNaALUUALATY (Likert Ratio Scales) 5 5¢dfu wazfAdeldlyfidemayduou 3 viw vihns
prndeuaunsLdLiendemaia 10C frAzLuLAar Yo WY TEniNg 0.67-1.0 antu
FAseliinmadeuanudesunazmaniiomss lngnsieszimasiunaduunidusede
(Discrimination Power) 1inaila ltem-total Correlation @sinuzitamaiia Aruiduiioednlunu
Usgansamlunudniiudiow wazanudnsalunudaiiiuseu fardwadiwun (n sgsewing
0.807 - 0.904 &4l A3NNI LN NNTEUTUNITNARDUAIBIUNTILUALALAL1 0.40 (Nunnally,
1978) warmAeuieturenaiadle (Reliability) Ineldadudszansueani (Alpha Coefficient)
#138989 Cronbach IFndidszavsusarhneyszuing 0.941-0.983 Fsiidnunnnin 0.70 uansfianu
Fesluveurdedile (Nunnally and Bernstein, 1994)
nsiengianamnganlunisiauasnssuunMsiengiteyaiiionsiadeununsade
aonndosuazauidolty il
Anunsudsaennaalunisimdunisiasananuaenndeiuvesnisdeuuaznisin

wuaAnlunuIdlinlagldnayinisieszitadeainan Factor Loading Tum1519 1 wagmisng 2

A1 1 asunaluealaseasna

Audslaseadng h) fn AN AN CR AVE

AN Standardized T-Valve Loading

Estimates

sirsdamniin (TES) X1 0.832 11.608 0.793 0943 0.849

X2 0.822 11.415 0.784

X3 0.885 12.685 0844
ruduiloonnluny Y1 0.806 N/A 0.760 0942 0.846
(PRO) Y2 1115 12098 0847

Y3 0966 10.265 0.734
Useivisnwluedmi Ya 0.952 N/A 0.725 0952 0.869
Rudeu (PPE) Y5 1.086 10815 0787

Y6 1032 10.510 0.748
rudsalue LI Y7 0912 N/A 0.870 0.975 0929
RuiouPJ3) v8 0.795 11.618 0758

Y9 0822 12.282 0.784

Journal of Management Science Pibulsongkram Rajabhat University




o

) a ! ! o v o a a v W o & A
TueadadoiBeanungidsnwanonudnsaluaudninduidouraeiniy®  drineuawud
nsAnsUszanAnelueniIAaeTuaan

A1319 2 ALY @I TERUULINTTIY WEENANTNAABUAUTIEINTLTMUNVDIAIRUTIATIATS

Variables PJS PPE PRO TES VIF
Mean 4.167 4.065 4.051 4.162
SD. 0.786 0.746 0.728 0.682
PJS 1
PPE 0.841+ 1 . . 3.584
PRO 0.781+ 0.838+ 1 . 3.829
TES 0.723~ 0.726* 0.703* 1 2.257

Tnelnseadrais 4 &7 $1p19¢ 381319 0.760-0.870 UAAIDITEAUAUNBLNEIVDIAIUATY
Tuns¥annalaseadraiiesainan tvalue vearn Factor Loading fiifaddavnsadf (Chow and
Chan, 2008) uaziidailfildYnanuiofoldvesinsinseamuan Composite Reliability (CR) whaz
fuilA Average Variance Extracted (AVE) TdindaudsunanigusnluniseSuignioas ioun1nasg
aulufsafaluvdonvesmuldunntdesiiiodla (Hair, et al, 2010) 91AA1574 1 fifn Factor loading
1nn31 0.40 uansliifiuinunasiannale 4 Sauandunni Mg ahunAuamen CR i
98381319 0.942-0.975 FaiAAundn 0.70 uansdansiiaufissmevesnunsudsaenndes uas
ﬁmmﬁaﬁdé’madmmﬁm (Fornell and Larcker, 1981; Hair, et al., 2010)

TumsnegeuanuasLdsduungideinsananmanduiusleissnidasaindduniss 2
wiilsinesduseneumudunussdadusiniaesvesen AVE dmiulassaiiausasidiaigani
mnuduiuslysznindasiainiueslaseddy 9 uaadiifiuiniinnunsadsuunogiuiiome
(Fornell and Larcker, 1981) $391nn15@1u30iAn AVE il eilSouiiisunseuauudsusiuiuany
maadeulunsin TAegsening 0.846-0.929 Gsfieunndn 0.5 uaasliiuinsindanunsads
donmdadlusyiuiiiiemeuandliiduidenunsaduunegrufisamenarasieudissuuuiinu
\isansudasiuun feunsTavesusiaz Construct anunsainisassiamzminvewmuldd Tidwly

SavanduldRmeuiu (Barclay, et al., 1995)
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NAN1599Y

wan15as1ziveyalaeltatnidanssamn

v

N o

nshinsIeidoyavesnguiieg e duindaddinmnundufinsAnsUsroudne
Tulwmnnang fusenidunsitasigideyaniluvesneutvuasuniud fidnvazuuuasuaiy
\Juuuuns1980u518113 (Checklist) Usznausiae ¢ Aanw Insaseunqudeyaiisaduine ang
sreziialun1sufuiau wazdunianuluddu wansiwseideyanui graviuuaeuay
dalugiumandadiuau 139 au Andudosaz 93.92 flang 30-40 U S1uau 73 Au Andusesay
49.32 59385107 40 Tl F1uau 46 A AnLduSosay 31.08 fsvoznalunsujiieu deond
10 U d1uau 82 Au Amdusesay 55.41 wazsddundsulutagiu Wudnivnmsiuwes Tad

o

UHTRNS druau 69 Au Anduesas 46.62 sesamnduininmstuwasdadtungnis S1uiu 38

o

AU Andusesay 25.68

N133IAANUWNNZEN LAY TN

PNMTAATIRRRNTAANNEAATpIvedlinaiuTayaBsedny danldlunisiiansan
il e Y= 56.833, p-value = 0.386, df = 49 ()(°/df =1.159), RMSEA = 0.018, GFI = 0.954, AGF|
= 0.951, NFI = 0.984, NNFI = 0.997, IFI = 0.998, CFI = 0.998, RFl = 0.979, SRMR = 0.036, CN =
205.239 Fanuirenladauaslifideddymieadn ary/df Sandesndn 2 @1 RMSEA teenin 0.05
A1 GFI, AGFI, NFI, NNFI, IFI a1 CFl iA1gandn 0.95 wagA1 CN 11An1 200 agvisuiieluinaniy
auuAgIuianudennfediutayaldauseding uanaNtiy f1 RFI 1A189091 0.95 uazA1 SRMR A1
Wouni1 0.05 agvisudslumaniunguiiainuaenadesiudoyaidelsedny (Schumacker and
Lomax, 2010) %‘aa@lﬁdwmiﬁmimmmnauﬂﬁuizuLmaﬁy’mmﬁmmaamﬂﬁaaﬁ’uﬁa;ﬂaL%wszé’mé
dlefiansandn R vesannuduiionnnlueu Ussnsamlunudnrhdudiou uaganudnsaluny
daviidusieuiia1Lvindu 0.799 0.866 waz 0.912 aua1au a@1usassuiglaitaunislasasnsniy
wUsUsauvesuUsuranelugnesunglasmeanuuususiuvesiuusdasela Sesag 79.9 86.6 uay
91.2 awddu wansliiiuinlieadeainueninue dunadadidsmadonnududea dnlusm

¥
v o & o

Uszansanlunudnrituiiou wazanudnsaluauda viidudeuvesinUudddnauuniui

7

nsfnwUszandnwilunniangiueeniimnuaenndesiudeyalisUsedng Jeweusuauuigiui 1

FYaTBLAMUUIINGFINNTI 3
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M1919 3 ANLATIEVIANdDRAARBYRlnAT Uty T dny

o

Ayl ILATORETS) Al ASNATUN
Y’ - 56.833 -
Df - 49 ;
Y /df X’/df<2 1.159 BULARI
P p>0.05 0.386 HULNUA
RMSEA RMSEA<0.05 0.018 UL
GFI GFI>0.95 0.954 HULNE
AGFI AGFI>0.95 0.951 RGBT
NFI NFI>0.95 0.984 RGBT
NNFI NNFI>0.95 0.997 UL
IFI IFI>0.95 0.998 ARIRLIT]
CFl CFI>0.95 0.998 HULNE
RFI RFI>0.95 0.979 RGBT
SRMR SRMR<0.05 0.036 UL
CN CN>200 205.239 ARIRLIT]

nmagauladeLlsaive

o

nnsnedeuliwadvavgiidmaseanudnislunuiaihiusieuresinUyddinau

o

WANUNNSANUSE AN TULINNIANETUDN NANTSIVEY WUIN VNweLdunata (TES) Uandna

[

mamsssionuduionrdnlusu (PRO) (B = 0.637, t - value = 8.536, p<0.05) sy wwousu

AUUAgIUA 2 inweidunaila (TES) H8nSnantnseiaUszd@nsamlusudnviniuieu (PPE)

o
v o =

(R = 0.410, t-value = 7.609, p<0.05) ASUU

N a

sweusuauufgIun 3 anuduiieondwlusu (PRO)

nSnan1snsaneUszdnsninlusudainiSuiiou (PPE) (3 = 0.631, t-value = 7.677, p<0.05)

e

= o a dl = = ANa a i o @
QU IWYDUTUANNAZTIUN a4 mmLUumaaWWImm (PRO) llE]'VlﬁWﬁ‘VﬂQW?Q@QQ?WNaWLiQiUQqu
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Abstract

The purposes of this research were to investigated the effect of the marketing strategy
on the Butter-Coated Crispy-Fried Banana Product buyer behavior. The quantitive method was
used 400 questionnaire as instrument for collection data. The instrument of data was being
analyzed by using frequency, percentages, mean, standard deviation and the multiple
regression analysis was used to analyze and test research hypotheses.

The results have shown that the continuance intention to buy was in medium level.
The result also insists that the product strategy, packaging strategy, price strategy, place
strategy, promotion strategy have impact on the continuance intention to buy 63.2 percent.
The packaging strategy was in higher level following the promotion strategy product strategy

place strategy and price strategy.

Keywords: Promotion Strategy, Continuance Intention to Buy, Butter-Coated Crispy-Fried

Banana Product.
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Abstract

The purpose of this research was to study the cost and the return of Hom production
and to analyze the market channel and market margin of concerned farmers, farmer
groups/community enterprise groups, entrepreneurs, and producers. This study collected
obstacles and aspects from the sampling interviewing of 85 Hom farmers in Phrae Province, 5
groups of farmers/ community enterprise groups, and 14 entrepreneurs. The primary data and
secondary data were analyzed in quantitative and qualitative analysis.

The result of the study in the cost and the return of each cultivation period found
that there was a high cost during the first-year production to compare other periods. The return
of production during 2-6 years was not much different and in addition to the return of
production during 4 years is highest return per Rai to compare the other period of production.
Refer to the comparison of all periods, this study reflected that Hom cultivation in Phrae
Province is worthy for investment.

The result of the study in market channel of Hom in Phrae Province showed that
most of farmers sold their products to group of farmers. A small number of products were
sold to the local merchant then the products were processed in different designs to sell in
the store and online website to customers.

The result of the study in market margin of Hom in Phrae Province presented the
entrepreneurs was the group who received highest return in market margin because of the
relatively high profit from yarn sales which is high profit-making process. The preparation of

the dye preparation was the most important process, there were different components and

! Corresponding Author: weerabunkit888@gmail.com



proportions as well as different yarn-dyeing techniques. As a result of these complicated
processes, the yarn-dyed with Hom has been a high price.

The results of the study reflected that in terms of production, cultivation and
productivity of farmers were insufficient and not met standard. Moreover, the farmers lacked
of cultivation and processing knowledge. Therefore, agencies in the Ministry of Agriculture and
Cooperatives Government and involved private sectors must get involve in participatory to
support, promote and strengthen farmer groups from the beginning to the end of business in
all 4 areas; 1) the promotion of planting 2) production and processing 3) marketing and 4)
tourism to support sustainability and to continuously promote the identity of natural dyes and

was driven according to the provincial development guidelines.

Keywords: Hom, Cost and Returns, Marketing Channel, Marketing Margin
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Abstract

The purposes of this research were 1) to study concept on communication for
marketing on Facebook Fanpage of salted eggs, 2) to develop Facebook content Fanpage to
communicate for Aunty Gee’s herbal salted eggs at Donthong Sub-district, Muang District,
Phitsanulok Province, 3) to study producers’ satisfaction of herbal salted eggs towards
Facebook content Fanpage on Aunty Gee’s herbal salted egg products through the
participatory process study having representatives from Aunty Gee’s herbal salted egg
producers, main informants, including participating content design and media development.
The data were collected by employing interview, questionnaire, observation and group
discussion and analyzed form and content of Facebook content Fanpage by content analysis
via qualitative methodology; the satisfaction towards Facebook Fanpage was evaluated by
SPSS for standard deviation and mean.

The findings were found that 1) the concept on communication for marketing on
Facebook Fanpage of Aunty Gee’s salted eggs should contain short content, brief and easy to
understand; the content should be utilized by the target gsroup and meet directly of the target
group’s needs and enable to solve the problems for them. In addition, the content should
consistent with the social current in present situation. 2) The development of develop
Facebook content Fanpage to communicate for Aunty Gee’s herbal salted eggs comprised
three stages as follows: (1) stage of prior to development of Facebook Fanpage by gathering

data from interview in order to plan Facebook Fanpage content format such as designation of

* Corresponding Author: bussaba_took@hotmail.com



objectives of Facebook Fanpage, designation of image/identify of Facebook Fanpage and
manipulation/content preparation for presentation on Facebook Fanpage. (2) Production stage
is designing and producing content according to plan in the stage prior to the production. (3)
Evaluation stage is measurement and evaluation of Facebook Fanpage content. 3)The
producers’ satisfaction of herbal salted eggs towards Facebook content Fanpage on Aunty
Gee’s herbal salted egg products has the mean at 4.75 which is at the highest level.

Keywords: Facebook Fanpage, marketing communication, salted eggs
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Abstract

This research aims to investigate the influence of product assortment and price
discount on perceived value and online purchase decision, by using a questionnaire as an
instrument for collecting data from 373 accounting students of Uttaradit Rajabhat University.
All the composite reliability values ranged from 0.930 to 0.945. Data was analyzed by SEM
using Lisrel. The results show that the highest level factor influencing the product discount
directly influenced perceived value. Moreover, subordinate highest level factor influencing the
perceived value directly influenced online purchase decision. Furethermore, the results of this
study show that the measurement model was in congruence with the empirical data. This
model exhibits goodness of fit. Thus, business owners should develop the diversity of brand,
type, and quality of the product and create price discount strategies for responding customers
make better purchase decisions. In addition, business owners that need occur of efficiency

online purchase decision should emphasize on creating price discount in first priority.

Keywords: Product Assortment, Price Discount, Perceived Value, Online Purchase Decision,

Accounting Student, Uttaradit Rajabhat University
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Frusianmaniasnsaviliiianisanauladedudniuesulafls (Kotler and Armstrong, 2016;
Amanah and Harahap, 2018) msvhauansiaiteviluslududaaiunsueeyiauedaunsntae
Wugeaveuarsesulitugsieumldluvasiiedtugniasiauidniuifnuameanisane fu
ﬁﬁq’mﬂumseﬁyaﬁuﬁwLLazLﬁﬂﬂumsdwL'Eul,ﬁasﬁyaauﬁ”mm%u (Luo and Lee, 2018) Uana N

nshdmansaddmananissuinmueilunisestainnisteduduazyiilignAinausdns

Y

£
Ay A =2 o

somsBedumuaziinisinauladedudimiuesulatiau (Deore and Borade, 2020) 13Tl Fai
nsnageudIuanTIAdaninaidiuinegrdidudAnysienissuiaurivesduivse livasidvcua

U o & 1

Wevanegeitdedngyrenisinduladeduaniuesulatnisl

o

n3uiAnA1Ya9dUAT (Perceived Value)

9

o Y o v

nssusRuAvesdufAsNMINgnATuitenunmesdufLasUseloviiaglasuainnis

Y 9

auindsagsioudsmufianslaluannmdud anunagiilelumsaseunsesdud uazauidnd
Kounaeildtouarldaud Tnsmssuiaudmeduiniutadeindnduliifinaudilalunisde
sudsiuesulatiléunniy (Zulfikar and Mayvita, 2018) luraugidiun1ssusnnAvesduaLin
Mnmsiignddesuluddud veusulumauduagidndudriudnuiuiisieluauinniig
Fanelalun1sinduladedudn (Fehrenbach and Herrando, 2021) Tnan1ssusamAvesdudniu
nsgvaunsiistuluuazauildsudansydutenislésudan sduivhliAnmnsanldsuusslond
uazamAasRumiliTuasiliAnnmeuauasodniliidtuinnlasamensiadulatedudn

wingnAlasuusinseduinvilisanlasvaudidaunmAuaduduidelagilignaues

v
Y a

nmdnvalvesduinftunazainsiluusunduiunntudadunaligndndnisdeduladedudniu

v v
a v A 1% '

goulauduunTuaulueie (Esmaili et al., 2017) Muideddvinisvageuinnisiuinmuaves

Y ada a a v a

Fuamildvdnadeninedrdidedrfgronisanduladodusriuseulauviel

a v 1

nsanauladedudeirusaulal (Online Purchase Decision)

n1sanduladedudnituseulalidunisdndulatugavinevesgnifasdeduiuuueu

v a

FarunszUIUMILANIINSERuLITatsTuRou Innsdensdndast n1sideniusuddudiiioste
naidendvis S1urufiasde sresnanlunisde uasislunisdneduiododuddanani
WHussdusznavlunsdndulad odussuoeulaystad u (Kotler and Keller, 2016) wagsauda
nsindulatouuiuguvesarwaulalumaudidundnuasmngnianunsarhmsdedudldynd
VAT wazasadenduinlavannsadasian sudnvalvesdudi dvesdudn vuiavesdudila

Y v a

Hueeulatigyilidnduladelaiiedu (Amanah and Harahap, 2018) lnennasaigndinisanduls

v
v A

Fodurndaiuanuduialunismeduiuazannudnsalunisinnagninimnisnainesgsiasuai
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finnsvinisdaasunisvienagnsisang 9 ATndulumsnszduiasnavaussregnaibiiinainuiia

wolalufduAuaznsfuitenmuaveduailasy

auuAgulunsIde

' U a

NNINUMIITIUNSSUluaAnLarnseuLWIAnUITE AL Nl avEnaseni1sAndulaTe

a v o = v A

duAinueauladvesindnwvnd nsdlfnw: uminedesivdgensind §37edeldvinng

o

£
a Yo

FaNuRgIuUsuIdelInl

<

ee

Hi: nMsAnLdenduAdisvsnaidauinegeiltedAysonisdnduladeduawiuesulal
Hz: AsAnLianduAiiavisnaldauinagaiiuddgsionsiuinuevesdun

° ' U a

Hs: diuansaildvsnalsuinegsiidsddgmenisinaulatedudniussulal

@ ' [V '

He: duansimildvinaideuinegraditudAgsianissuiamuavesdun

' o ' U a

Hs: N33uiamuAvesduildvnaidauinegiivedAnysienisanauladedudimiuesulall

He: NMsAnLaanduAdidndnadeuinegniidedfgsonisinduladoduaniuosulainium
wUsAUNANNNSTTUIAMAYDIEUAT
Hy: duansiafidvswallisuanegrsdidedAgronisanaulatiodudniuesulatniumuys

AUNANNTTUTARIAIYRIFUM
nNsAneTsUNTIUTNeomazauuRgiudnwiu lduandiiuddadedamvndnina

nsAniendud (PDA) duansian (PDC) ildnsnaren1ssuinnmvesdud (PCV) wagmssindula

YA o =

Foaudwuesulay (OPD) (Kotler and Keller, 2016; Amanah and Harahap, 2018) §3483lA1n3n

U
v

Avuadunsouwmnalunuidaiieliiudsdadedanm iddvinasanisdnduladeduaniu

soulall dwanduzunin 1
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» x1
> x2
-+
»| X3 Y5
»| xa
Y6 |*
Y7 |e
»| X5
\ -
»| X6 1o
»| X7
AN 1 NTBULUIAMIUNIGTINE
ad o a a o
9AUUNIIIAY

Usgrnsfildlunsideassld loud dndnudndeuln 1-4 ndngns 4 Yuasndngesiieulou
ANEINGINITIANTT NMINIFEIIVANYATARED T1UIU 398 AN (UNINEIREIVAaRIANG, 2564)

o

Wiesan ngudndnuUaTluaandugaudnumdulngifumendgannninnamedongius 17 Y

o

1 Fsdordunquandifingfnssunisdedudmuesulatednasniiat (Pradhana and Sastiono,

U
v

2018) uarlumsiseadedlglivssnnaiamundunguiedns ssnuussnnangusegaiiana
WiEaneran15IATIEMlAaauN1sIATET eI ninael 20 Aaegwie 1 AuUsduns (15%20 =
300 #988149) (Shumacker and Lomax, 2010) mmfu;ﬁaﬁ"aléfdmwaauamlﬂé’aﬂsxﬁufmsmju
FrpgatavuaEy Google Form Lﬁamuﬁmumlﬁ%’uLmuaaumuﬁauuﬂmﬁmamé’umﬁgﬂﬁu 11U
373 4 Twszozgnalunsfiununateya 30 Ju Andudasnaneunduiesar 93.72 Fafui
Sasay 20 5@Lﬁué’mwmimauﬂé“uﬁa&ﬂumm%aau%uiﬁ (Aaker, Kumar and Day, 2001)
nuATsElfhnstaeosllanuuaounuUsznaue 5 fou druusnifutoyamllves
UnfinuUayiaauzinginsdnns unine1desssnensing dnvasuuvdeuaduwuunsivdey
579713 (Checklist) Usznausae 4 dau Ingaseungudeyaiisdadume a1y seoznanlunnsly
Buwmesiiln LLaz‘Uﬁgmmaaf?mé'ﬂﬁ%ashuaumai‘t,ﬁmnﬂﬁqm moufl 2 ArwAniuAgIfunIsdnden
dufh Product Assortment (PDA) tJusuusuranieuen fifaudiau 4 4o Jnan anuvainvane
YBIUUTUA (X1) AIIUNAINNANBYBIFUA T (X2) AUNAINVAIEVDIVUIATUA T (X3) Uag

NINTIMYINTIANT AULINGINTIANT NIMEIRET1vAAYaaIRTI
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ANUVANVIANLUDIAUAINFUA (X4) poufl 3 mARALITUALARTIAN Price Discount (PDC)
Hushudsussmeyen fidaiudiuau 3 4o faananuilunislidiuan (x5) Ussanvesdiuan (X6)
wazduauyarwasduan (X7) seuil 4 AnuAaiuAsIfuNsuiRuAesAud Perceived Value
(PV) WJusuusudanigly deaiudruau 4 49 Tnainnisiinnnuidnivasiounais (Y1) n1sdl
ruganlasuaudua (Y2) masuitenuaivesdud (Y3) uagnisianlasunissensuaindsau (v4)
waznoudl 5 muAndiuieatunisiaduladedudriueoulall Online Purchase Decision (OPD)
Buawdsusaniglu diawswiu 4 9o Sainnisfinssuiumstefidieuazazain (v5) n1sld
szozalunstofisinia (v6) maddudAlidenanmeuusudanguisnaisse (Y7) ua
fusinalunsieluudazads (v8) Fameud 2-5 dnvauzuuvasuniuiduiuusnsdmyszanae
WUUALATY (Likert Ratio Scales) 5 58y Tnsuuuasunuldtiunisnsaadeuanunsaduion

ya o

mewadla 10C MW 3 1w laA1Azuu 10C wiartarmn1uegsening 0.67-1.0 wagd3ie

v

1AY1N15NAEUAINNLT 83T UKAEAIIULT 89059 1ABNITILATIZTMIAIDIUIT UMD USI8TD

1%

(Discrimination Power) 14inadla Item-total Correlation #en1sdnidendud druansin N33
AuAvesdud uaznsindulatedudrituaulay Sadunaduun () egseming 0.793 - 0.912
FailAmnnnInnuein1sEoNSUNSNAZDUATSIUNRSILUNALATY 0.40 (Nunnally, 1978) wagnial
anudeiiuvenadosile (Reliability) InsldArduuszans uoan (Alpha Coefficient) auisves
Cronbach fenduuszansusaniogszning 0.947 - 0.982 Faflenunnndn 0.70 uanadapuidesiy
ﬁumm%aﬁa (Nunnally and Bernstein, 1994)

Tnelassadnais 4 2 ogfsgwing 0.707-0.916 wanadssedunnuwelfivsvasnuasdlunis
Yonulaseadiailesa1nan t-value ¥o9A1 Factor Loading sidad@Agyn19aif (Chow and Chan,

2008) wardwifildTnnnudofoldvesuinsinisemuin Composite Reliability (CR) wagduiien
Average Variance Extracted (AVE) T insauis F’jTunwia%mw?aazﬁaumwmmmuiﬂé’aﬁa%’?mlu
vdenvesmulaunntesiiasla (Hair, et al, 2010) 91AM1519 1 A1 Factor loading kanaliiiuinunng
Sovnela 9 fanuaadunem snduiaiunduamdr CR fdegsning 0.930:0.945 femfu
11 0.70 wansiansiianuiisieresenunsaddenndesuaziniuiedeldvownnsia (Fomell
and Larcker, 1981; Hair, et al., 2010)
Tumsnegeuanunsudsduungideinsananmanduiusleissnidasainduniss 2
wiilsinesduseneumudunussydadusiniaesvesdn AVE dmiulassaiiausasidinigani
mnuduiusluszuindasiaiaiuasiaseddy 9 uaadifuniinunsadsuunegafiome
(Fornell and Larcker, 1981) §391nn15/1uaaAn AVE wieiUSeuisunseuninuwdsusiuduaang

aaadaulun1sin fA1egsening 0.786-0.816 FediAunnit 0.5 waasliiuiinisindanunsud
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donnaaslusyiuiifomeuanslffiuindaunsadsuunog1ufisamouazasoudsuuuianmg

Wigamsadeduun feunsiaveusiaz Construct aunsainidessnamesnuanvosulss laddwll

Savannduldfseduiu (Barclay, et al, 1995) Tnen1FwImA CR way AVE ﬁgmﬁa‘ﬁ
Composite Reliability (CR) = #as1u94 Factor Loading Lal8nfasaosnsniunasinyes

Factor Loading LengniaiaasuinmIsnasinusInuulsUsiunainaaou

N2 2
R - Xaij) ) (=2i)
(ZMJ')Zszvar(sij) (Zkij)2+ZVar(1-x%)

Average Variance Extracted (AVE) = #a591904 Factor Loading 8nAa9deusauuasi

994 Factor Loading 8nfasgniuinmenNasid U03AnsuiusUsiuAuaAaInAaey
2 WY

AVE; = =
DAFrIvar(lag) - mj

NMyiRszvanumzallunsawaznIEUIUNTIATIE Ry AL oNTIdaUAIUATAT
ADAARDILAYAIIUTDLU ATl
AMUATITI@enAd 09luN1TTL T UNITAINTUIAINUABARE DA UVBINITHEIUKALNITIA

wurAnlunuIdedinlagldinayinisiasigtadeainan Factor Loading Tupnsna 1

A1319 1 asunalunalaseasng

Audslaseadng h) fn AN AN CR AVE
AmN  Standardized T-Valve Loading

Estimates
NARLEBNEUAT X1 0.757 11.084 0.757 0.945 0.813
(PDA) X2 0.889 6.573 0.889 - -
X3 0.839 8.089 0.839 - -
Xa 0.724 8.388 0.724 - -
duansen X5 0.916 13.821 0.916 0.930 0.816
(PDC) X6 0.893 12.999 0.893 - -
X7 0.828 13.400 0.828 - -
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fandslaseasng 49 A A A CR AVE
AN Standardized T-Valve Loading
Estimates
mssuinuAwes Y1 0.786 N/A 0.786 0.941 0.802
duA (PCV) Y2 0.826 17.024 0.826 - -
Y3 0.772 15.697 0.772 - -
Y4 0.636 12.502 0.736 - -
miﬁfﬂﬁﬂﬁ]‘%@ Y5 0.738 N/A 0.738 0.936 0.786
AuAusoulal Y6 0.669 12.383 0.769 - -
(OPD) Y7 0.788 14.638 0.788 - -
Y8 0.707 13.114 0.707 - -

A1919 2 ARdy @HUlguuuNInggIl agNaNITNAGaUAIILNgIR AT ILUNYRILUSlATET

Variables OPD PCV PDA PDC VIF
Mean 3.902 4.077 4.310 3.822
S.D. 0.749 0.709 0.714 0.919
OPD 1 - - -
PCV 0.734* 1 - - 2.344
PDA 0.576* 0.599* 1 - 1.542
PDC 0.717* 0.675* 0.510% 1 2117

* fivddAyneadAnseeiu 0.05

NAN338
a Y Y aa a
wan1sitaszvivenalneldannidanssaun

Y

masziteuavesnauiegsilduintydludinnudydluanamievessying

U 9

Ao o

Inedumslinzsiteyamlvesineunuuasunuiiidnuwazuuvasunuiduiuunsinaeusenis
(Checklist) Usznausae 4 daw Tnsaseunquieyatisaduma o1y wan1siiasgsideyanuii
drousuuasuandiulngidumands §1uau 340 au Andudesaz 91.15 fenguinnin 20 Y
$1uay 195 au Andiuferar 52.28 fisveznanlunisldBumedidn 1nndn 6 YTu s 230 Au
Anduseuay 61.66 seasuniszezialunsldduwmesidn 3-6 U d1uau 103 au Andusesay

27.61 uagUszinnvesdusiverudumesilaunfianiludent S1uiu 236 au Anduiesay 63.27
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¢

3

sesaunUszianvesdudniigorudumesidnuiniian Jundesdensuazemsiasu Sy 83 au
Andusevag 22.25

NM3InANUMEIZENlAY I

PNMTAATIRRRNTANANNdOAATpIvadinaiuTay Al sedny danldlunisiansan
fail A1 Y= 143.142, p-value = 0.000, df = 84 (*/df =1.704), RMSEA = 0.044, GFI = 0.951,
NFI = 0.985, NNFI = 0.992, IFI = 0.994, CFl = 0.994, RFI = 0.981, SRMR = 0.035, CN = 305.939
e?jawuiwﬂ'wiﬂiaLLminlsiﬁﬁsJé’wﬁaJmaaﬁﬁ Ay */df fiFtieendn 2 A1 RMSEA Wasndn 0.05 A1 GFI,
NFI, NNFI, IFl uggan CFl da1g9n3n 0.95 waze1 CN 11nn31 200 Finduiluaanuauufig
farwaenndosfudoyadassdny uenaintu a1 RF fdngand 0.95 uaze1 SRMR fedosnds
0.05 ?z‘gjlslﬁl,ﬁuﬂﬂumamumwﬁﬁmmaamﬂé’aqﬁusﬁau‘jal,%wsz%’ﬂﬁ (Schumacker and Lomax, 2010)
Feaguldhnmsfiasanaunaundulunarsmniinnuaenadetudoyadaszdng definnsun
A1 R weanssusnmenvesdud wagnsdnaulatodudruseulatdiawinty 0.726 was 0.818
mua1iu aunsnesuieladnaunisiassaiennuwlsysiuvesiiwdsuranielugnesuiglany

ANUBUSUSIMvRIRLUSDasE e Souay 72.60 way 81.80 AUAIRU

nmagauladeLeaive
nnsneaeuladeidamgniisvsnadenisindulatedumruesulatvatndnuUnyd

nsdifiny: WNIMENFEAERTANG NaN1TITE WU NSAALEBNALA (PDA) JBVENALTIUINBEN

o W '

ﬁﬁaamsgmamié’m%uia%aﬁuﬁwmuaaulaﬁ (OPD) (8 = 0.201, t - value = 3.590, p<0.05) Sty
JewonfuanuAgiuil 1 msfndendud (PDA) Tvswalleuanegsiifuddnsonisfuinuaives
duAn (PCV) (B = 0.308, t - value = 6.178, p<0.05) ﬁaaau%’uamagmﬁ 2 Turueiieniy d1uan
31A1 (PDC) ﬁﬁw%waL%amﬂati’mﬁﬂ’aﬁﬁwiamiﬁmﬁuhsﬁyaﬁuﬁmmaaulaﬂ (OPD) (R = 0.171,
t - value = 2.174, p<0.05) Faeuivanuigiuil 3 dwansia (PDC) Tovdnaldeuaneesdifudiy

RonsuiAnA1vesEUA (PCV) (B = 0.644, t - value = 11.290, p<0.05) ﬁwamﬁuuaum&gmﬁ 4 ns

SusnmuA1vesdud (PCV) Ianinadauinegrliteddnydenisdndulatedudrtuesulall (OPD)

(3 = 0.614, t- value = 6.109, p<0.05) FegousuauuAgIu? 5 M3AaLdandud (PDA) f8vswa

a ' o w ' v '

Weunegwiiduddyieonisinduladedudn (OPD) iuseulatdiudiuusAunaranissuiaumves

a ¥

duAn (PCV) (B = 0.390, t - value = 7.151, p<0.05) ﬁasau%”uammagmﬁ 6 d@3uans1a1 (PDC) 4

[ v a v

dnsnaldsuanedslidudrfysonisinduladeduan (OPD) Mussuladn IuAILUIAUNAINISSUS

Y

ARIABIAUAT (PCV) (B = 0566, t - value = 9.640, p<0.05) JewonfuaunAgIuil 7 feiu 91nua
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nsAnwaunsaasuldinnisveaevanufgiuaunsasensvaunfgulanmun Teasidenuiing
PNTIN 2 UATANSIA 3

11.14 10.2% 11.38 1z2.61

Tl Wi T3 T4

11 .61 1

-1
m
oy
L]

X2

1155w 4

JE7 ™ =5

11 .22 =Y

Chi-Square=143.14, df=84, P-value=0.00006, RMSEA=0.044

AN 2 A1 T-values MNRANITIATIEAAUNIG

3
a & v

1519 3 ﬁuﬂizawmaumqLLazmiw’mauamagm

angwa Path T- value Decision
Coefficient
HI  msfmdendud=>nsdnduladedudn 0.201% 3.590 goUSUANURFIY
rueeulatl
H2  AsARLAeNAUA1=>N135U3 ANA1YDS 0.308* 6.178 RHRIGHHE R
duen
H3  dauansiai=>nsiaduladedudsiiu 0.171* 2.176 gauIUALLAg U
poulatl
HA  duaasian=>n135uiAnevedum 0.644* 11290  weusuaNwfgu
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nsmAns: wnnendeswsigaasing

answa Path T- value Decision
Coefficient
H5  nssuinurvesduin=>madndulate 0614 6.109  weuTuauwAzIY
Aufrueoulay
He  msdndendudi=>msiaduladedudn 0.390% 7.151 goUSUANURFIU

1%

wueeuladiuiulsAuna1an1sius
AAIYBIAUA

H7  duaemam=>msindulatedudriin 0.566* 9.640 gouTuALNAFIU
ooularumuUsAunasnsTusnam

YDIFUAN

d3UNan15Y

Aaa a

nan1sAnwtatedsanvniiisvinadenisinduladeduiruesulatveaindnw v d

q

a

nsdlfnw: wninendesvdgansing ansaasulddndneusuvaeuaudlngduwandgs o1y

=

111171 20 U fszezianlunislddumeside u1nndn 6 J9u wasiusennvesdum g onu

a

Suwmesidnunniigaduded mnmsiarsanmudenrdsswadlumadsUliilunainudonndos

Y

fudeyadeUsedndamuauuigiunagly lnedudsulnelugnesunglameninuudsusiuvessiuys

daszld Seway 72.60 uay 81.80 MuA1GU azazUnan1sidelalnsdndendusuazdiuansim

a

Juthdeniddvznadeuindenissuinnmvesduduasnisdnduladedudriiussulal ianians

LATNI9D0Y

anUseNan1sIve

o =

NnasuiansAnuadoideanmgifaniwasionisindulagedudriuesylative sindnu

o

€

a

ﬂ'@%ﬂimﬂﬂm: NM’]’JWEJ’]&EJ?’W‘UﬂQQG\ﬁWWﬁ mmaamaamwamaLﬁnqﬂﬁmﬂwmmummumﬂa

v '

waznamsITedlifuinsfndenduiuasdiuansaiuiadenisvinadauindenissuinuem

yosduraznsindulafedunmiussulaliimimsiwaznisden Wewwn nMsidendedudiniy
soulatidunisgiudnvalinugunmaiioussdunisdnduladedud lunmsdenteduiurazass
anAddlianudAyiun1siTeuig uuA1IN AN AIBKUTUA aInnatesuaT Lagiatsan

Wisuileuianunmvesdudilndifssiuneuvinisdnduls suufisiansantsdruanvesdudni
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gsfasudnauesegnA1Usenounsinduladenivaiulumeiednduladedudrituesulal

wennuugnAdulingAnssuludnduladeduinituesulaiainmsiiendedudlaefiansandade

a v £%

Ngsiaduiladaidonduduazdinansin1eig 9 dnauegnAIAIVETUNITRANTANTIALALA

q

¥ ' v
a v A v A a

Tuns¥eduan Useleviltaasduanazlnainnisteduanluniasase LagfiansanieduAINaunse

v

RaUANBIANABINITTeINAT Felladeidrdyiigsiasuiaunsahunldidunagninianismain

v 9
v

wisatduayuuaznszduligndniinsdnduladeduimuseulatanniuaisiianuddgyaudnig

ANATTAUAILAZNTRBNWULAINTTUNITALES NSV IBNENN TSN sTUiAmAlun1sTRdUA1veY

I a v

anAAIY denAaesiuNuITEUes Rabo and Ang (2018) wud msfigsiaduAiinisAntiondun

a v

WovnaueregnAndudneazasinisinnguiudildainaiendndueiuazsnenisdudiguie

Y

AndenuiiensuaussnnudesnisvesgnAinguitmuneiadunagnsmenisnaindidrdglunis
ldiduesedielunsasianufiimelalitugnAuaznseduligndfuwililunsdndulade
FUAININTU @DAAADINUNUITBUBY Suttikun and Meeprom (2021) Wu31 N1SAALABNAUAIRIN

AUNAINUAYVDILUTUAFUAT AURAINUAIYVBIAUAT ANUNAINNAIEVDITUINAUAT LAZAIM

v '

nannateveInunInauiansaviliianisiusnua1vesdunuariniinisandulatedus

2
ooulatllfAtu aonndesiunuifoes Deore and Borade (2020) wud1 n1svhaLansInviliiin
n33udanmailunsesuainnsdedudiuasiligndiinenuidnidenis fodudiuasiings
dnduladedudruseulaigeiu uaraonadaafunuidees Fehrenbach and Herrando (2021)
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Abstract

This research is intended 1) to study the level of the opinion of causal factors that
influence the customer repurchasing local coffee of consumers in Mueang District, Lampang
Province, consisting of product communication, word of mouth, Personnel or staff in the
coffee shop and satisfaction 2) to test the influence of factors, causal products,
word-of-mouth communication, personnel, and satisfaction towards customer repurchases
of local coffee in Mueang District, Lampang Province. This research used an easy sampling from
consumers who repeat 408 local coffee. The statistics used in the research were percentage,
mean, standard deviation, and regression analysis.

The results of the research showed that, the priority of product factors (Product) was
at a high level (X = 4.02, SD = 0.491). Personnel factors (People) were at a high level
(X = 4.04, SD = 0.509). Customers Satisfied was at a high level (X = 4.02, S.D. = 0.503).
Communication factors (Word of Mouth) were at a high level (X = 4.02, S.D. = 0.496) and
repurchase factors was at a high level (X = 4.04, S.D. = 0.538). Cause factors for product staff
and satisfaction had a positive influence on the purchase of duplicate local coffee of
consumers in Mueang District, Lampang Province. Therefore, local coffee shop entrepreneurs
should focus on such factors in order to allow consumers to use the service continue to create

growth for the business.
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Introduction

In recent years, Thailand's coffee culture has developed rapidly across the country
and is linked to all dimensions of Thai society as well as to the daily lives of many consumers.
Modern coffee shops are spread out in large provinces such as Bangkok and Chiang Mai and
are rapidly expanding throughout the country including coffee shops in Lampang. At present,
local coffee shops in Lampang province have been a continuous expansion with a total of 118
places, resulting in competition in finding customers, such as creating new coffee flavors such
as chili coffee, dark orange coffee, as well as setting up shops to have a photo location to
meet the needs of customers who expect to take photos and check in on online media. This
is to ensure that customers are impressed and come to use the service continuously.
Therefore, coffee shop entrepreneurs should consider the factors that customers come back
to use the service again to generate sales and profit goals. Such factors may include coffee
taste, advice from people who have used the service and the attention of the staff in the
coffee shops.

With the development of the economy, the coffee industry has a strong growth rate.
According to a report by the Food Institute, at the end of 2015, the coffee shop business was
valued at 18.3 billion baht, an increase of 5.0 percent from the previous year. Coffee shops
focus on elegant design and create a comfortable atmosphere suitable for sipping coffee and
sharing more photos. Nowadays, the number of coffee drinkers is increasing rapidly every year,
more and more. Thai people prefer to buy and taste fresh coffee. Coffee connoisseurs will
focus on the aroma and taste of the coffee and the meticulous brewing process by the barista.

Product or coffee flavor is one of the product identities of a coffee shop and is an
important reason that coffee shops can attract customers. Good coffee consists of many
aspects. For example, coffee has a distinctive flavor. For example, a coffee shop in Lampang
offers chili-flavored coffee. It has now become a famous local internet check-in cafe. The
quality of coffee is also very important. Good coffee is produced at the source from cultivation,
selection, storage and transportation, and roasting until every brew. Each environment affects
the flavor of The coffee. Large coffee shops such as Starbucks set clear and strict metrics.
Strictly controlled sample selection of raw beans, especially ripe beans, with the best tasting
time, and multiple testing of the beans at each silo entered and stored. Check the incoming
and storage beans several times in each warehouse to remove any defective beans such as

black and immature beans. It uses state-of-the-art equipment to automatically roast the beans
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thoroughly to prevent the coffee powder from losing its original aroma. Fresh coffee in the
shop is freshly ground using the coffee maker's production configuration to ensure the quality
of each cup of coffee consumers taste the best taste. Moreover, nice coffee shops must have
many menus for customers to choose from not only classic coffee but also a variety of coffee
varieties and have other drinks as well. There are also other snack menus such as desserts and
other European dishes to meet the different needs of consumers to choose. Meanwhile, coffee
shops also have to introduce new products. For example, Starbucks will launch innovative
coffee products to attract consumers again. Reasonable product price is also very important,
the average price of coffee in Nanyang is 50-70 yuan per cup. This is an acceptable price in
general consumer psychology, if it is too high, people will not dare to buy. Even if they buy,
but there is a risk that they will continue to buy. If the price is too low, it will cause people to
doubt, this is a very low-quality coffee.

Customers expect good service when they come to the coffee shops. When they
receive good and friendly service, they will feel satisfied and at ease. This feeling will make
customers want to get the service again and can also attract them to try other things. At the
same time, this will build a good reputation in the minds of customers and often the customers
are willing to share the advantages with their friends around them make it interesting.
Ruefenacht (2018) said loyalty can lead customers to buy more. This results in lower fixed
costs and positive company performance. Canalejo & Jimber del Rio (2018) believed that
satisfaction arises from customer expectations of products and services. Therefore, when
customers feel satisfied it can increase loyalty. Devina, Astrini & Syaebani (2016) insisted that
satisfaction is a key success factor for any business.

Word-of-mouth communication can open the gap between consumers and face-to-
face communication, not only in speaking or observing, but also knowing how to listen to other
people's opinions and use a positive attitude to make consumers feel comfortable. Therefore,
customers will be more willing to receive service and more consumption, and through
beautiful decoration and create a comfortable atmosphere. Besides, it can create a
comfortable environment for consumers in other situations. Communication is a message sent
to consumers. This can be done by encouraging consumers to take pictures and recommend

them to others and respond via online media. Positive communication will allow more
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consumers to patronize coffee shops and create a positive impression on consumers who
come.

Employees or personnel are the foundation of the organization, the most involved
human being is the element. The production staff is the human resources of the company is
all the organization of human resources and human capital is the most important capital in a
coffee shop. Employees are the ones who communicate most directly with customers.
Employee attitude, service awareness, politeness, reliability, dressing and professionalism, etc.
of employees will be integrated into the image of the coffee shop in the eyes of consumers.
Beyond that, a good customer experience starts with employee motivation and good training.
If your employees are happy, your customers will be happy too. Staff clothes, service quality,
response efficiency, performance, attitude, and language all directly affect customer
satisfaction. Good employees can have a positive impact on a store's brand. Subrahmanyam,
(2017) said that service quality positively influences satisfaction. Ogba & Izogo (2015) supported
that service quality on trust, assurance, physical tangibility, empathy, and responsiveness
positively influences satisfaction.

Although there had been studied factor that affecting consumer repurchase Coffee or
some other products, but there are still lack of studied results related to local coffee shop
products, which tends to increase continuously.

Therefore, this research aims to study the causal factors influencing consumers'
purchase of local coffee in Mueang District, Lampang Province, consisting of products, word-
of-mouth communication, personnel, and consumer satisfaction by collecting data from repeat
buyers of 408 local coffee shops. The results obtained will be beneficial to entrepreneurs to
apply in increasing the number of customers from repeat purchases in order to create sales

targets and to help the organization survive.

Research objectives

1. To study the opinion of products, word-of-mouth communication, personnel and
satisfaction, and repeat purchases of local coffee consumers in Mueang District, Lampang
Province.

2. To test the causal factors of the products, Word-of-mouth communication,
personnel and satisfaction towards repeat purchases of local coffee consumers in Mueang

District, Lampang Province.
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Research Hypothesis

H1: Product factors positively influence repeat purchases of local coffee consumers
in Mueang Lampang District, Lampang Province.

H2: Personnel factors influence repeat purchases of local coffee consumers. Mueang
Lampang District, Lampang Province.

H3: Satisfaction factor influences repeat purchases among local coffee consumers in
Mueang Lampang District, Lampang Province.

Hd: Word-of-mouth factor influences repeat purchases of local coffee consumers in

Mueang Lampang District, Lampang Province

Literature Review
Products

Product means something that is offered for sale by a business in order to satisfy the
needs of its customers in order to satisfy the product offered (The economic times, 2022), It
may exist or it may not exist. A product therefore consists of a product, service, idea, place,
organization, or person. The product must have utility and value in the eyes of the customer.
Therefore, it will result in the product being able to sell. When formulating a product strategy,
the following factors must be taken into account:

1. Product differentiation or competitive differentiation

2. Considering the product component, such as basic benefits, appearance, quality,
service, packaging, branding, etc. Product positioning is the design of the company's service to

show different positions and there is value in the minds of the target customer

Personnel
In the coffee shop business, it is essential that personnel are required in all operations;
especially, the brewing of coffee or hospitality to impress customers to use the service
continuously. Personnel is one of 7P marketing strategies (Guntitat Horthong, 2020) which P is
related to personnel management or people who directly relate to the customers. This makes
employees need to interact with customers. Unlike products that most people in the

production process do not come out to meet customers like service. Therefore, selecting the
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risht people and having good training is very important in creating customer satisfaction.
Strategies used in this field are as follows.

« Staff selection and training

« Uniforms or dress form that is worn.

« Determining the steps to work in relation to customers, such as 7-11, customers come
in employees have to say hello before or when the customer pays, they have to ask “Will you
take other products as well?”

+» Queue and waiting management. In the event that a large number of customers come
to use the service

« Dealing with customers. Dealing with complaints or poor service.

However, even as a service but the staff is like a product in itself. In order to make
good service staff, impress customers the business must take good care of its employees, at

least having a personality that can reflect a unique coffee shop.

Word-of-mouth Communication

Word of Mouth (WOM) is informal communication between consumers about goods
and services (Liu, 2006).

Word-of-mouth marketing (WOM marketing) is when a consumer's interest in a
company's product or service is reflected in their daily dialogues. Essentially, it is free
advertising triggered by customer experiences—and usually, something that goes beyond what
they expected. Word-of-mouth marketing can be encouraged through different publicity
activities set up by companies, or by having opportunities to encourage consumer-to-consumer
and consumer-to-marketer communications. Also referred to as "word-of-mouth advertising,”
WOM marketing includes buzz, viral, blog, emotional, and social media marketing. (Adam
Hayes, 2021)

Katz, Lazarsfeld & Roper (1995) argue that the word-of-mouth (WOM) communication
process, which is a two-step process of information flow. Thought leaders are responsible for
communication and are also considered influential in conveying information to the audience
as well. Word-of-mouth is a marketing-building strategy that encourages the passing of
information from person to person as well. To spread the word indefinitely, which is regarded
as an efficient news distribution that can give a definition. It can be divided into 2 types as

follows:
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1. Transmission of information using word-of-mouth (WOM) from person to person or
a group of people causing talks (Talk of the Town)

2. The transmission of news continuously using technology is important (Viral), such
as electronic mail (E-mail) or online media, Facebook, Instagram, etc.

Customer’s Satisfaction

Customer satisfaction is a comprehensive assessment of products and services directly
from business and employees and recognized by customers, products, services, and
employees. Customers evaluate products and services based on their value judgments. A US
survey of Bain & Company shows that 65%-85% of customers claim to be satisfied with the
product and company, and only 30%-40% of customers will buy the same product or the
same product again and the same model.

Besides that, there are also scholars who present the Theory of Motivation by Freud
(2008) who found that people tend to increase or control many things, often outside of their
control. As a result, people have dreams and behaviors or emotions that haunt them. At the
same time, Schiffman and Kanuk (1987) proposed the idea of seeking satisfaction by saying
people tend to choose satisfactions that will make themselves happy and tend to avoid
actions that will cause one's own suffering. The satisfaction is categorized as follows:

1. Psychological satisfaction is the pursuit of personal happiness or the avoidance of
actions that may cause one's suffering.

2. Self-satisfaction is the pursuit of personal happiness, but it is not necessary to find
happiness in human nature.

3. Ethical satisfaction is the pursuit of happiness for the benefit of society and oneself
as a beneficiary in that part.

Satisfaction is a determination of the degree of satisfaction of consumption compliance
(Fuentes-Blasco, Moliner-Veldzquez, Servera-Francés & Gil-Saura, 2017).

Satisfaction is the mental state of the consumer that has real returns after paying for
the product (Hung, Hsieh & Cheng, 2015).

Repeat Purchase

Kim, Galliers, Shin, Joo-Han and Kim (2012) have given the meaning of repeat purchase

intention that it is a decision to purchase a product or service with the same manufacturer
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that results from satisfaction with the product and service after the first decision. This is mainly
caused by both internal and external factors of the consumers themselves.

Cronin, Brady and Hult (2000) explain that repeat purchases are the impression that
the store pays attention to the quality of the products or services and then the consumers
are satisfied. Satisfaction will make consumers more willing to come back and buy again.

Repeat purchases are behaviors, decision-making processes, research processes, and
optimize individual processes that can influence customer behavior, trends, and even form
habits, allowing customers to buy the same product again. Repeat purchasers have attained
customer trust and gained customer satisfaction and loyalty with value for customers who
have a place in the customer psychology account which is very important to the survival and
profit of a coffee shop.

From the literature review above, it was found that product factors (Kim, Galliers, Shin,
Joo-Han, and Kim, 2012), personnel factors (Nattapon Upapanit and Siripong Pruitthiphan,
2012), and satisfaction (Frank, Enkawa and Schvaneveldt , 2015) is a causal factor that leads
to repeat purchases. Therefore, this research chose the factors mentioned above as the

variables in the study. Which was presented in the following conceptual framework:

Conceptual framework

Product
H1
Personnel Factor
(People) H2
Customer
repurchase
Customer
satisfaction
H4

Word of mouth
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Methods

Population and Sampling

The research population was consumers of local coffee shops in Mueang District,
Lampang Province (Department of Business Development, 2021). because the population is
not known clearly, therefore calculated using the formula of W.G. Cochran (1977), a total of
384 people were randomly sampled at convenience, from repeat customers of local coffee
shops in Mueang District, Lampang Province. a total of 408 people, which is following the
above criteria.

Measurement

The researcher has created a tool to use in research on “The Causal Factors Influencing
Customers’ Repurchase of local coffee in Mueang District, Lampang Province” are as follows:

1. Review concepts, theories and research related to “The Causal Factors Influencing
Customers’ Repurchase of local coffee in Mueang District, Lampang Province” consisted of
products, personnel, and word-of-mouth communication in order to be clearer, taking into
account the structural integrity or conformity with the theory in that subject as much as
possible.

2. Proceed to build the tool. This research used a questionnaire as a tool taken from
the conceptual framework, related theories, and causal factors influencing local coffee repeat
purchases of consumers in Mueang District, Lampang Province.

3. Bring the tools that have been created. Propose to the Chairperson of the Advisory
Committee and the Thesis Advisory Committee for review and advice on further
improvements.

4. Measure content validity from research tools, which here is a questionnaire to test
the ability of the questionnaire created to be valid or it covers the subject matter that wants
to research. The questionnaire created is presented to experts to verify the validity of the
content. After that, the results of the inspection and expert advice will be used to make
improvements to make it more accurate.

5. Take the complete questionnaire and use it as a research tool.
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Data analysis
Factors influencing Customers’ Repurchase of local coffee in Mueang District, Lampang
Province were analyzed by the researcher using descriptive statistics which show the statistics
on the basic data of the population in the research as the value of percentage, mean, standard
deviation (SD) and the statistical values obtained from the analysis results are compared with
the criteria defined by the obtained scores will be analyzed to find the mean and interpret
the meaning of the mean by priority and multiple regression analysis was used to test the

hypothesis.

Research results
Table 1 Mean and standard deviation of respondents classified by the level of importance of

product factors.

Level of Importance

Product _
X S.D. Interpret
1. The coffee taste is unique. 3.97 0.690 high
2. Coffee quality is up to standard (No matter how  4.13 0.808 high
many times you drink, there is no difference in
taste)
3. There is a wide selection of products on the menu.  4.03 0.800 high
4. The taste is exotic. 391 0.795 high
5. Have additional products (cakes or snacks) 401  0.794 high
6. The quality of the product is suitable for the price.  4.04  0.763 high
Overall average 4.02 0.491 high

From Table 1, it was found that the importance level of product factor affected the
re-purchase of local coffee by consumers in Mueang District, Lampang Province as a whole
was at a high level (X = 4.02 ) the standard deviation was 0.491 followed by the sub-factors
with the highest average of the first 3 orders. Those were the standard coffee quality (no
matter how many times you drink, there is no difference in taste) (X = 4.13). The standard
deviation was 0.808. Second, the quality of the product is suitable for the price (X = 4.04), the
standard deviation was 0.763. Third place, there was a wide selection of products on the menu

(X = 4.03), the standard deviation was 0.800, fourth place was there were additional products
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(cakes or sweets) (X = 4.01), the standard deviation was 0.794, and the coffee taste was unique
(X 3.97), the standard deviation was 0.690. The taste was strange that was the smallest factor

(X =3.91), the standard deviation was 0.795, respectively.

Table 2 The mean and standard deviation of the respondents classified by the level of

importance of personnel factor (People).

Level of Importance
Personnel Factor (People)

X S.D. Interpret
1. The personnel in the store are polite, gentle, and have  4.07  0.690 high
manners with customers.
2. Employees are courteous, ready, and willing to serve.  4.08  0.760 high
3. Employees are willing to listen to suggestions and 4.08  0.841 high
opinions of customers.
4. Employees have knowledge of goods and services. 400 0.782 high
5. Employees are able to give advice and answer 4.04  0.770 high
questions of customers accurately.
6. Employees are eager to serve customers. 4.02  0.768 high
7. Employees can remember details of customers such  4.03  0.777 high
as food or drinks that customers like.
8. Employees provide efficient and quality service. 398  0.756 high
Overall average 4.04 0.509 high

From Table 2, it was found that the importance level of personnel factors (People)
affected the repurchase of local coffee by consumers in Mueang District, Lampang Province as
a whole was at a high level (X = 4.04), the standard deviation was 0.509. The first 3 sub-factors
with the highest averages were friendly staff, ready, and willing to serve (X = 4.08), standard
deviation of 0.760. The second place was staff willing to listen to advice and customer opinions
(X = 4.08), standard deviation of 0.841. The third place was shop personnel who were polite

and gentle, courtesy with customers (X = 4.07) standard deviation of 0.690. The fourth was

that employees were able to give advice and answer customer questions correctly (X = 4.04)
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standard deviation of 0.770. Fifth, Employees can remember customer details. For example,
the customer's favorite food or drink (X = 4.03), the standard deviation was 0.777. The sixth
was that the employee was eager to serve the customer (X = 4.02), the standard deviation
was 0.768. The seventh, the employee was knowledgeable about of goods and services
(X = 4.00) with the standard deviation of 0.782. The eighth was efficiency and quality which

were the least factors (X =3.98), the standard deviation was 0.756, respectively.

Table 3 Mean and standard deviation of respondents classified by the importance level of

customer satisfaction.

Level of Importance
Customer satisfaction

=i

S.D. Interpret

1. You feel worth the time or money when you visit a local  4.00  0.708  high
coffee shop.

2. You are satisfied with using a local coffee shop service 4.04  0.750  high
compared to other coffee brands.

3. You are satisfied with the taste of coffee and the service 4.03  0.761  high
of the local coffee shop.

4. You have a good feeling when you shop and use the 4.02  0.761  high

services of a local coffee shop.

Overall average 4.02 0.503 high

From Table 3, it was found that the importance level of customer satisfaction factor
affected repeat purchases of local coffee among consumers in Mueang District, Lampang
Province was at a high level (X = 4.02 ), the standard deviation was 0.503. The first three subs
with the highest mean were their satisfaction with using a local coffee shop compared to other
coffee brands (X = 4.04) with a standard deviation of 0.750. The second was the taste of coffee
and service at local coffee shops (X = 4.03), the standard deviation was 0.761. The third was
having a good feeling about buying and using local coffee shops (X = 4.02), the standard
deviation was 0.761 and you felt value for time or money when visiting local coffee shops

which was the smallest factor (X = 4.00), the standard deviation was 0.708, respectively.
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Table 4 Mean and standard deviation of respondents classified by the importance level

factor of word of mouth communication.

Level of Importance
Word of mouth

X S.D. Interpret
1. You like to tell others about the service in the local 4.01  0.730 high
coffee shop.
2. You always look for advice from people who have 4.05  0.793 high
used local coffee shops before deciding to use it, etc.
3. You tend to advise others when you are satisfied with ~ 4.07  0.777 high
the local coffee shop products and services.
4. You often find out about the satisfaction of other 3.98  0.819 high
customers from the Internet or social media in
deciding to buy local coffee
5. You like to follow news, stories about Local coffee  3.99  0.820 high
shop to inform others.
Overall average 4.02 0.496 high

From Table 4, it was found that the importance level of word-of-mouth
communication factor affected repeat purchases of local coffee among consumers in Mueang
District, Lampang province overall was at a high level (X = 4.02), the standard deviation was
0.496, with the first three sub-factors having the highest mean were customers would often
advise others when they were satisfied with the goods and services of local coffee shops
(X = 4.07), the standard deviation was 0.777. Second, customers tended to seek advice from
people who had used the local coffee shops before deciding to use the service, and so on
(X = 4.05), the standard deviation was 0.793. Third, customers liked telling stories that used
to get service in local coffee shops for others (X = 4.01), the standard deviation was 0.730.

Fourth place, customers liked to follow news, stories about local coffee shops to inform others

(X = 3.99), the standard deviation was 0.820. Fifth place, customers tended to find other
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customer satisfaction information from the Internet or social media in deciding to buy local

coffee which was the least factor (X =3.98), the standard deviation was 0.819, respectively.

Table 5 Mean and standard deviation of respondents classified by the importance level of

customer repurchase.

Customer repurchase)

Level of Importance

X S.D. Interpret
1. You will come back to shop at the local coffee shop 4.05  0.744 high
again when you have the opportunity.
2. You will come back to use the local coffee shop again  4.00  0.773 high
even if the price of the product will increase according
to the economic situation.
3. You intend to use the service of local coffee shops 4.05  0.798 high
again in the future.
4. You will choose the local coffee first when you want  4.04  0.786 high
to buy coffee.
Overall average 4.04 0.538 high

From Table 5, it was found that the importance level of customer repurchase factors

affecting the repurchase of local coffee of consumers in Mueang District, Lampang Province as

a whole was at a high level (X = 4.04), the standard deviation was 0.538. The sub-factor with

the highest average of the top 3 was that customers will come back to buy at local coffee

shops when having the opportunity (X = 4.05), the standard deviation was 0.744. Second,

customers intend to get service at local coffee shops again in the future (X = 4.05), the

standard deviation was 0.798. Third, customers will choose the local coffee first when they

want to buy coffee (X = 4.04), the standard deviation was 0.786. Customers will use local

coffee shop service again, although the product price has been adjusted according to the

economic conditions was the least factor (X = 4.00), the standard deviation was 0.773,

respectively.
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The Causal Factors Influencing Consumers' Local Coffee Repurchase in Mueang

District, Lampang Province.

Table 6 Results of multiple regression analysis

Customer repurchase

Independent variable

B td.Error B t Sig VIF
Constant (a) .081 128 0.633 0.527
Product 0.160  0.055 0.146  2.899 0.004*  3.654
People 0.469  0.047 0.444 10.051 0.000*  2.803
Customer satisfaction 0.349  0.053 0.326  6.599 0.000*  3.507
Word of mouth 0.003  0.047 0.003  0.072 0.942 2.685

F=258.589 sig=0.0002  AdjR2=0.717 R2=0.720

From Table 6, the test results for the relationship between the independent variables
Mulicolinearity of Product Factor, People Factor, Customer Satisfaction, Word of Mouth on
customer repeat purchase in Mueang District, Lampang Province. The statistical value used to
measure the relationship of the independent variable was VIF (Variance Inflation Factor). It was
found that the VIF of the independent variable was 3.654, 2.803, 3.507, and 2.685, respectively,
which were less than 10 (Hair, Anderson, Tatham, & Black, 1995) indicates that the independent
variables were not related.

The study found that there were three independent variables, namely, product factor,
people factor, and customer satisfaction, which influenced repeat purchases of consumers in
Mueang District Lampang Province had a statistical significance at the 0.05 level.

The results of the multiple regression test by Entering method revealed that the
personnel factor (People) influence on local coffee repeat purchase of consumers in Mueang
District, Lampang Province with a standard regression coefficient of 0.444, followed by
customer satisfaction with a standard regression coefficient of 0.326, and product factors
(Product) has a standard regression coefficient of 0.146, respectively. From the above results,
71.7% of the causal factors influencing the local coffee repurchase of consumers in Mueang

District, Lampang Province were obtained. The forecast equation is as follows:
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REP = 0.146 PRO + 0.444PEO +0.326 SAT

From this equation can explain that when repeat purchase changed 1 unit will make

PRO increased 0.146, PEQ increased 0.444 unit and SAT increased 0.326

Hypothesis test results

Research hypothesis t sig Interpret
H1 Product factors have a positive influence on repeat 2.899 0.004*  Accept
purchases.
H2 Personnel factors influence repeat purchases. 10.051  0.000*  Accept
H3 Satisfaction factors influence repeat purchases 6.599 0.000*  Accept
H4 The factor of word-of-mouth communication 0.072 0.942 Reject

influences repeat purchases.

* statistical significance level 0.05

The test result of hypothesis 1, product factor had a positive influence on repeat
purchases of local coffee consumers in Mueang District, Lampang Province, with a sig value of
0.004. The hypothesis was accepted at a statistical significance level of 0.05.

The results of the hypothesis test 2, personnel factor influenced the repurchase of
local coffee consumers in Mueang District, Lampang Province with a sig value of 0.000.
The hypothesis was accepted at a statistical significance level of 0.05.

The hypothesis test result 3, the satisfaction factor influenced the repeat purchase of
local coffee consumers in Mueang District, Lampang Province, with a sig value of 0.000. The
hypothesis was accepted at a statistical significance level of 0.05.

The result of hypothesis testing 4, word-of-mouth communication factor influenced
on repeat purchases of local coffee consumers in Mueang district, Lampang province with a

sig value of 0.942, rejecting the hypothesis at a statistical significance level of 0.05.

Discussion

The research on, “The causal factors influencing the repurchase of local coffee by

consumers in Mueang District, Lampang Province were discussed as follows:
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Product factor, the respondents gave a high level of importance when considering
each issue found that standard coffee quality (how many times to drink, there is no difference
in taste) is the First, followed by product quality, reasonable price and wide selection of menu
items, respectively, which is consistent with a study by Kim, Galliers, Shin, Joo-Han, and Kim
(2012) gave the meaning of repeat purchase intention that is a decision to purchase a product
or service with the same manufacturer that results from satisfaction with the product and
service after the first decision. This is mainly caused by both internal and external factors of
consumers. Besides, Siriwan Phanthu and Chakrit Srithong (2019) said that an analysis of factors
affecting the intention to repurchase herbal supplements online found that (1) the image
overall brand credibility with the highest average score (X = 4.43, S.D. = 0.42). (2) Overall online
marketing strategy, the average score was at a high level (X = 4.17, S.D. = 0.43). (3) Overall
repurchase intention, the mean scores were at the highest level (X = 447, SD. = 0.57).
(4) Multiple regression analysis results, the image of the brand's credibility was found that sales
ethics product, certification mark and the uniqueness of the product affected the intention to
buy herbal supplements online statistically significant at the level of 0.05. (5) The result of
multiple regression analysis of Online marketing strategies found Social Media Marketing, and
Customer Relationship Management System, Marketing communication tools and the network
system of dealers affected the intention to buy herbal supplements online with a statistical
significance at the level of 0.05.

Personnel factor influenced repeat purchases, it was found that

Personnel factors, the respondents have given importance at a high level, when
considering each issue, it was found that employees hospitable were ready and willing to serve
number one followed by employees willing to listen to advice and opinions of customers. And
personnel in the store were polite, gentle, had manners to customers, and employees are
able to give advice and answer customers' questions correctly, respectively, which is consistent
with the study of Nattapon Upapanit and Siripong Pruitthiphan (2012). A study on customer
relationship management and marketing mix that affects the loyalty of fresh coffee consumers
at Cafe 'Amazon in Bangkok area found that consumers pay attention to staff who are polite,
clean and have good personality. Next is the use of polite words with customers. The service

is one of the important factors that will make the service user impressed and would like to
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come back to use the service again next time, which is consistent with Komsan Rojanawilaiwut
(2017), said the personnel factor and the cleanliness of the desserts has a positive effect on
returning to the Crispy Crepes dessert shop followed by showing that the personnel or the
staff in the sweet shop always greets the customers politely which shows sincerity in service
such as smile, tone of voice, manners, gestures, good personality, have knowledge and
understanding about the products and services of the dessert shop, take care of customers
thoroughly, such as introducing promotions, recommended menus, do not play mobile
phones, can give information to customers as well, etc. In addition, the costumes or uniforms
of service providers are suitable and match the decoration of the dessert shop including the
staff must consider the cleanliness of the dessert menu in every step of the service. This
resulted in the return of service to the Crispy Crepes dessert shop for the second time.

The satisfaction factor influenced repeat purchases, it was found that

In terms of satisfaction, the respondents gave a high level of importance when
considering each issue. It was found that customers' satisfaction with local coffee shops as
compared to other coffee brands ranked the first, followed by customers' satisfaction with the
taste of coffee and the services of local coffee shops. And customers have a good feeling to
buy and use the services of local coffee shops. Besides, customers felt worth the time or
money when visiting local coffee shops, respectively. This is consistent with a study by Frank,
Enkawa and Schvaneveldt (2015) said that repurchase means consumers choose to buy
products repeatedly from the same operator because consumers feel that they still receive a
high level of satisfaction and think to buy from new entrepreneurs when consumers feel that
their satisfaction is low. However, when consumers are satisfied with the taste of the food, the
quality of the raw materials of the restaurant, consumers will come back to eat healthy food
at the restaurant again if there is a chance. If consumers are satisfied with the price of food at
the restaurant they have eaten, consumers will continue to come back to eat again although
the price is higher according to the economic situation. And if they are satisfied with the
environment of the restaurant, satisfied with the staff and service of the shop, consumers will
have a relationship with the health shop and want to come back to eat again in the future.
Therefore, as consumers' satisfaction with health food outlets in Bangkok increases, their re-
purchases also increase. In the case of non-acceptance of the hypothesis contains word-of-
mouth communication, there is no influence on the choice of service and repeat purchases

of the coffee shop.
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Suggestion

1. From the research results, it was found that variables of products, personnel,
and customer satisfaction influence repeat purchases. Therefore, to gain useful information for
the entrepreneur of the local coffee shop. The next research should study the comparison
between product factors, personnel factors, and consumer satisfaction of local coffee shops
and coffee franchises in order to obtain information that is used to plan operations for the
local coffee shop in the future.

2. To study with additional qualitative research methods to gain more insight and

understanding of the factors that affect repeat purchases.
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Abstract

The purposes of this research were to study the relationship of service, quality, and
word-of-mouth communication on the customer satisfaction of international restaurant service
in Lampang province and the quality of service consists of 5 dimensions: Assurance, Reliability,
Tangibles, Empathy, and Responsiveness. In addition, the result of the good service quality will
affect customer satisfaction, impressions and the customer will communicate to others to use
the service continuously. This research collected information from 407 customers of
international restaurants in Lampang province. The data were collected in April 2021 and were
analyzed by using frequency, percentage, arithmetic mean, standard deviation, factor analysis,
multiple regression analysis, and content analysis, and then were presented.

Research conclusion in the relationship of service quality and word-of-mouth
communication on the customer satisfaction of international restaurant service in Lampang
province, it was found that the quality of service of Empathy, Tangibles, and Responsiveness
affected with word-of-mouth communication factors but reliability and assurance did not
affect with word-of-mouth communication factors. Moreover, service quality of Assurance,
Tangibles, and Empathy affected customer satisfaction. Furthermore, Word-of-mouth
communication affected customer satisfaction, which can be described as word-of-mouth
behavior can be either impressed or unimpressed which consumers will tell in a positive or
negative way depending on their satisfaction with the service quality of international
restaurants. Satisfaction with the service quality of international restaurants will affect the

repurchasing of consumers in Mueang district, Lampang province.

Keywords: Service quality, Word of Mouth, Customer satisfaction
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Introduction

Lampang is a province in northern Thailand. It has a long history and culture. It is also
one of the few cities in Thailand where tourists can take a horse-drawn carriage to visit its
attractions. Many consumers have a taste for international food such as Chinese hot pot
restaurants, Japanese restaurants, and Korean BBQ restaurants. International food is not only
a favorite of foreigners living in Thailand, but also popular among Thai people. International
restaurant operators must focus on service quality and food quality to satisfy and allow
customers to communicate with their acquaintances in order to use the service to generate
sales continuously. Nowadays, the competition in the restaurant business is intensifying as
consumers expect the quality of the products and the quality from the establishments such
as having a variety of food menus. The structure of the restaurant (design, decoration theme,
lighting, green plants, etc. furniture, special tableware, etc.) includes store design to create an
overall atmosphere for consumers to visit the restaurant. Besides, it can be completely
immersed in the exotic theme atmosphere and can create satisfaction for customers to come
back to use the service continuously.

Such challenging factors are likely to put pressure on restaurant business operators;
especially small-medium entrepreneurs including street food that has a storefront to urgently
adjust. Operators may choose a course of action based on the importance of problems and
existing resources, such as accelerating more channels to reach consumers in order to reduce
sales problems or creating a difference through the value of products and services, creating
quality of service in order to impress customers and communicate to others. This is to increase
the chances of returning to use the service again and again for consumers. Or it will be a
business process adjustment to be more flexible and efficient (Kasikorn Research Center, 2020)

The restaurant business faces ongoing challenges after the return of the Covid-19
epidemic, the 3 wave resulted on April 29, 2021, the government announced the upgrade of
6 provinces to be the highest and strictest control areas (dark red), namely Bangkok, Chonburi,
Chiang Mai, Nonthaburi, Pathum Thani and Samut Prakan prohibit eating inside the restaurant
including limiting the opening and closing times in the controlled area and maximum control
area which came into effect on May 1, 2021, has a further effect on the survival of restaurant
business operators. It is expected to affect each type of restaurant as follows:

Severely affected restaurants from the contraction of revenues of the main sales
channels and high cost structure, including full service restaurants, especially restaurants
located in shopping malls and tourist attractions. That is likely to have a huge decline in
income. As a result, it is expected that sales of restaurant businesses in this group in 2021 are
expected to be in the range of 139-1444 billion baht, or a contraction of 12.0% to 8.9 %

Kasikorn Research Center (2020). A new epidemic calls for dividing tables and maintaining a
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safe distance between people when dining in restaurants. As a result, fewer people come to
international restaurants.

Service quality means providing services that meet customer expectations. Service
quality is linked to service level and related to the interests and reputation of foreign
restaurants as well as the survival and development of international restaurants. In the context
of an international restaurant may focus on “Harmonious Service” which is the merging and
reflects the service style with love, skill, efficiency, knowledge, and good installation of
personnel and actively expresses the harmonious relationship with customers. Service quality
consists of 5 dimensions: Assurance, Reliability, Tangibles, Empathy, and Responsiveness. In
addition, the result of the business quality of service will result in customer satisfaction,
impression, and communication to others to use the service continuously.

Customer satisfaction is when customers receive products and services that meet or
exceed their expectations. Customer satisfaction in international restaurants is the level of
match between customer expectations and customer experience. In other words, it is the level
of feeling and satisfaction that customers get from how they feel about the food or
surroundings of an international restaurant. If customer satisfaction with foreign restaurants
increases, sales volume will increase greatly, customers will repeatedly buy products from
international restaurants and will come back for service, affecting customer loyalty and
communicate to other people.

The use of positive word-of-mouth as a very effective marketing method in today's
mobile internet era means that new international restaurants are in the process of opening
international restaurants to communicate with customers and customers to keep them
informed and recommend it to other people, such as having a saying on an online website,
delicious food, or a photo of themselves in a restaurant to Facebook or Line, etc. This affects
the distribution of products, international brands and service quality of international
restaurants extensively. This led many consumers to come to international restaurants to try
out the recommended service.

However, despite the research that has been studied on issues related to service
quality word-of-mouth communication and continued satisfaction, but under the
circumstances changing environment coupled with the increasing competition in business
operations. Entrepreneurs need information to make informed decisions. From the information
and problem conditions mentioned above, the researcher is interested in conducting the study
service quality relationship, Word-of-mouth communication on the satisfaction of international
restaurant service users in Lampang province and the research results gained will be used as
a guideline for entrepreneurs to resolve, improve, and develop an efficient international
restaurant business in Lampang province to be in line with the needs of the target group and

be able to upgrade the business to be in accordance with the standards.
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Research objectives
To test the relationship of service quality, Word-of-mouth communication on the

satisfaction of international restaurant service users in Lampang province.

Research hypothesis
H1a Assurance service quality to customers influences word-of-mouth communication.
H1lb Reliability service quality influences word-of-mouth communication.
Hlc Tangibles service quality influences word-of-mouth communication.
Hld Empathy service quality influences word-of-mouth communication.
Hle Responsiveness service quality influences word-of-mouth communication
H2a Assurance service quality to customers influences on customer satisfaction.
H2b Reliability service quality Trust in Service influences on customer satisfaction.
H2c Tangibles service quality influences on customer satisfaction.
H2d Empathy service quality influences on customer satisfaction.
H2e Responsiveness service quality influences on customer satisfaction.

H3  Word-of-mouth communication influences customer satisfaction.

Literature review

Service Quality

Definition of Service Quality Sarawut Jangjaidee (2009) said that quality refers to the
characteristics that meet appropriate standards, error free, resulting in good results and
satisfying the needs of service users. Somwong Pongsataporn (2007) commented that service
quality is an attitude that the service recipient collects information about the expectation that
it will receive from the service which if it is at an acceptable level and service recipients will
be satisfied with the service. There will be different levels according to individual expectations
and this satisfaction is a result of the evaluation received from that service at any point in
time. The quality of that service is the ability to respond to the expectations of users as well
based on reliability, convenience, and speed as well as the value for money in terms of price,
quality, and quantity of products and service. The quality of service is achieved when the user
compares the actual perception with that expectation. Therefore, the most successful
businesses of the future will be those that use a model that puts the people at the center of
the product. Campaigns and marketing strategies and must receive the best service to feel the
importance and create continuous repeat use of the service.

The study on the quality of such services was used the above-mentioned model used
in the study with five quality components as follows:

1) R: Reliability means service providers must demonstrate reliability, providing
services as promised to meet the needs of customers. Reliability means the ability to provide
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services that meet the promises made to the service provider. The services provided at all
times are accurate, appropriate, and consistent at all times. This makes the service recipient
feel service received reliable, can be trusted, reliable, which comes from honesty and the
sincerity of the service provider to help create a better customer experience, more likely to
be a repeat customer.

2) A: Assurance means service providers must build confidence for customers. When
customers come in contact with politeness and have good knowledge in service.

3) T: Tangibles refers to facilities, equipment, and modern aesthetics. Personnel have
a professional personality.

4) E: Empathy means paying attention and understanding the needs of customers with
care.

5) R: Responsiveness means the intention to show readiness, always happy, and

prompt service (Zeithaml, Parasuraman, & Berry, 1990)

Word-of-mouth communication

Douglas (2006) has defined word-of-mouth marketing (WOM) refers to word-of-mouth
information of products and services from one person to another group and increase into
many groups, expanding, gradually spreading out would be considered as the distribution of
important message of the goods and services without a marketing budget. The significance
should be spent on positive word-of-mouth for the product and service rather than the
negative. Then it spread like wildfire and difficult to control. Therefore, modern marketing must
know how to create word of mouth and know the control. The substance of the product must
be in the desired direction although not all.

Thirakit Nawarat Na Ayudhya (2006) gave the idea in the service marketing
communication mix that word-of-mouth communication is an important reference; especially,
for hospitality business which the information being disseminated in this way can be both
positive and negative. In addition, in the current state that online communication technology
plays an important role in marketing. Word-of-mouth communication can also be used in
online formats such as product and service reviews, especially in restaurants and is continually
becoming more and more important. Word-of-mouth communication can take the following
form:

1. Positive word-of-mouth communication, when customers are satisfied with the
service, they will pass it on to others. It is an important source of reference, especially in the
healthcare service business or professional services such as doctors, dentists, management
consultants, architects, and accountants, etc. Communication in this way will help

organizations to save costs when compared to other communication methods.
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2. Negative word-of-mouth communication, if the customer is not satisfied with the
service received, he may also convey that dissatisfaction to other customers as well. Therefore,
service marketers should be more careful about the negative impact of word-of-mouth
communication as there are many definitions of word-of-mouth communication. In this
research, the researcher can conclude that word-of-mouth behavior refers to verbal
communication between one person telling another person about his or her impression or
dissatisfaction with the product or service that the person making the referral has had a direct
experience with about that product or service. And the person who has been referred may
continue to pass on the message they received to other people they know, make the message
that the first person speaks widely which is a dissemination that is difficult to control. However,
it is @ marketing strategy that does not waste advertising costs.

Since the introduction of the Internet WOM has become even more interesting for
marketers than before. “The nature of the Internet allows marketers to use many different
forms of communication such as videos, games, and interactive websites in their viral
campaigns” (Van der Lans, R. Van Bruggen, G. Eliashberg, & Wierenga, 2010) By using the Internet
marketers also have more control over their WOM campaigns. Before the introduction of the
Internet marketers were spreading messages to a group of opinion leaders hoping 8 that they
were willing to forward these messages. By using the Internet marketers can monitor their
WOM campaigns and interfere if necessary. This research should contribute to improving their
WOM campaigns by identifying factors leading to consumer's willingness to share, which now

can be influenced by marketers.

Customer Satisfaction

Rangsun Lert Nai Sat (2020) studied, “Assessment of the Level of Satisfaction with the
Service Quality of Japanese Restaurants in Thailand”. The objectives of this research were the
study of service usage behavior of Thai consumers and to assess the level Satisfaction with
the service quality of Japanese restaurants in Thailand. In this research, RATER (Reliability,
Assurance, Tangibles, Empathy, Responsiveness) was used as a model for evaluating the quality
of services per 3P perspectives, namely, People, Process and Physical Evidence to find points
that should be improved in the development of restaurant service in Thailand and to be used

as a model for improving the service quality of other restaurants in Thailand.
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Hypothesis and Conceptual Framework

service Quallty Hla—Hle Word of Mouth
1. Assurance
2. Reliability
H3

3. Tangibles
4. Empath

pety H2a—H2e _ ) )
5. Responsiveness > Customer satisfaction

Methods

1. Population
The research population was Foreign restaurant customers in Lampang province
which has a total of 54 shops (Public Health Division Mueang Municipality, 2018) by collecting
data from 407 international restaurant users in Lampang province.
2. Data analysis
In this research, the researcher used descriptive statistics and inferential statistics
to analyze the data with the following details.
1. Descriptive statistics for percentage analysis, mean, and standard deviation.
2. Statistics used in the quality analysis of the instrument to determine the
confidence of the instrument (reliability) using the alpha coefficient method as 0.595
3. The statistics used to test the hypothesis are multiple regression analysis
3. Data analysis
Analyze the relationship of service quality, Word-of-mouth communication on the
satisfaction of international restaurant service users in Lampang province, where the researcher
used descriptive statistics which showed the statistics about the basic data of the population
in the research as a percentage, mean, standard deviation (SD). Besides, the statistical values
obtained from the analysis results are compared with the criteria defined by the obtained
scores which will be analyzed to find the mean and interpret the meaning of the mean by

priority and test the hypothesis by using multiple regression analysis.
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Results of Data Analysis

Table 1 Mean and Standard Deviation of the respondents, 5 aspects of service quality

Level of importance

Assurance —
X S.D. Interpret
1. Customers feel confident in using the service at the restaurant| 3.99 | 0.756 high
2. The standard of service is acceptable to customers. 4.08 | 0.793 high
3. Staff provide service with politeness. 4.08 | 0.788 high
4. Employees are knowledgeable that can give advice and 4.03 | 0.776 high
answer questions of customers correctly.
Overall average 4.05 | 0.521 high

Level of importance

Reliability —
X S.D. Interpret
1. Employees have knowledge of goods and services. 398 | 0.794 high
2. Employees are able to give advice and answer questions of | 4.10 | 0.787 high
customers accurately.
3. The food sold in the shop is of good quality. 4.04 | 0.863 high
4. The shop is open-closed according to the time that has 4.05 | 0.785 high
been notified.
Overall average 4.04 | 0.556 high

Level of importance

Tangibles —
X S.D. Interpret
1. Employees are courteous, ready, and willing to serve. 4.04 | 0.673 high
2. Employees are willing to listen to suggestions and opinions 4.09 | 0.806 high
of customers.
3. Employees provide services efficiently with good quality. 4.12 | 0.798 high
4. The interior and exterior of the shop are beautiful. 396 | 0.737 high
5. The shop has enough tables and chairs provided suitably 4.08 | 0.745 high
for service.
Overall average 4.06 | 0.478 high
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Level of importance

Empathy —
X S.D. Interpret
1. Employees take care and respond to the needs of 4.05 | 0.769 high
customers very well.
2. Employees can remember details of customers such as 4.08 | 0.741 high

food or beverages that customers like.

3. The shop is open during convenient for customer service. 4.00 | 0.794 high

4. The shop assumes the benefit of the customer to be the 4.07 | 0.806 high

most important thing.

Overall average 4.05 | 0.516 high

Level of importance

Responsiveness —
X S.D. Interpret

1. Employees are ready to will provide services to customers 4.00 | 0.754 high

in a timely manner.

2. Employees have informed customers to know exactly when | 4.03 | 0.850 high
they will receive the service, for example, how many

minutes it will take to cook to be able to serve, etc.

3. Employees have sufficient knowledge to respond to 3.99 | 0.800 high

customer requests.

4. Service is fast and on time. 399 | 0.775 high

Overall average 4.00 | 0.535 high

From Table 1, it was found that the importance of service quality factors in Assurance,
Reliability, Tangibles, Empathy, and Responsiveness as a whole were at a high level. The overall
mean of Tangibles was 4.06, Empathy was with an average of 4.05, Reliability was 4.04, and

Responsiveness was 4.00
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Table 2 Mean and standard deviation of respondents in the factor of word-of-mouth

communication

Word of Mouth

Level of importance

x S.D. | Interpret
1. You like to tell others about the stories you have used in 4.05 | 0.706 high
international restaurants.
2. You tend to seek advice from people who have used a 4.03 | 0.812 high
restaurant before deciding to use it.
3. You tend to advise others when you are satisfied with the 4.08 | 0.770 high
restaurant's products and services.
4. You often seek out other customer satisfaction information 4.03 | 0.770 high
from the Internet or social media.
Overall average 4.05 | 0.497 high

From Table 2, it was found that the importance level of word-of-mouth communication

factor overall was at a very high level. The overall average was at 4.05, standard deviation was

0.497

Table 3 Mean and Standard Deviation of Respondents in satisfaction factor

Satisfaction

Level of importance

X S.D. Interpret
1. You are satisfied with the decoration style and dining 4.01 | 0.748 high
environment and lighting atmosphere of the international
restaurant.
2. The quality of the food received is appropriate (delicious 4.07 | 0.768 high
food with reasonable price).
3. The service you receive is appropriate. 4.01 | 0.791 high
4. You are satisfied with the freshness of the food. 4.02 | 0.769 high
Overall average 4.03 | 0.511 high

From Table 3, it was found that the importance level of satisfaction factors overall was

at a very high level. Overall average was at 4.03 standard deviation was 0.511
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Part 3 Service quality and positive word-of-mouth communication influences the satisfaction
of international restaurant service users in Mueang Lampang district, Lampang

province.

Table 4 Results of Multiple regression analysis.

Word of mouth
Service quality
B Std.Error B t sig VIF
Constant (a) 0.334 0.109 3.063 0.002
Assurance 0.021 0.053 0.022 0.405 0.686 4.886
Reliability -0.140 0.046 -0.156 -3.010 0.003* 4.322
Tangibles 0.396 0.055 0.381 7.243 0.000* 4.444
Empathy 0.388 0.050 0.403 7.826 0.000* 4.262
Responsiveness 0.253 0.047 0.272 5.397 0.000* 4.085

F=241.700 sig=0.0002  AdjR2=0.748 R2=0.751

* Statistical significance level 0.05

From Table 4, the test results of the correlation between the independent variables
that were correlated with each other and the quality of services in Assurance, Reliability,
Tangibles, Empathy, and Responsiveness to word-of-mouth communication by statistical
values used to measure the relationship of the independent variables were VIF (Variance
Inflation Factor). The VIF values of the independent variables were 4.886, 4.322, 4.444, 4.262
and 4.085, respectively, which were less than 10 (Hair, Anderson, Tatham, & Black, 1995)
indicating that the independent variables were not related. The test results revealed that there
were 4 independent variables, namely Reliability, Tangibles, Empathy, and Responsiveness,
which influenced word-of-mouth communication of international restaurant service users in
Mueang Lampang district, Lampang province with a statistical significance at the 0.05 level.

The results of the multiple regression test by enter method showed that service
quality influenced word-of-mouth communication among international restaurant users in
Mueang Lampang district, Lampang province, the respondents focused on Empathy the most,

with a standard regression coefficient of 0.403, followed by the Tangibles with a standard
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regression coefficient of 0.381, followed by Responsiveness with a standard regression
coefficient of 0.272, and finally Reliability had a standard regression coefficient of - 0.156,
respectively. From such results, it can predict service quality and word-of-mouth
communication among international restaurant users in Mueang Lampang district, Lampang

province was 74.8% with the following forecast

WOM = 0.381TAN -0.156REL+ 0.272 RES +0.403EMP

From this equation can explain that when word of mouth changed 1 unit will make

TAN increased 0.381 , REL decreased 0.156, RES increased 0.272 unit iag EMP increased 0.403

Table 5 The results of the multiple regression analysis

Service Quality Satisfaction
B Std.Error B t sig VIF
Constant (a) 0.079 0.88 0.890 0.374
Assurance 0.538 0.043 0.548 12.602 | 0.000* | 4.886
Reliability 0.022 0.038 0.024 0.583 0.560 4.322
Tangibles 0.259 0.044 0.242 5.831 0.000* | 4.444
Empathy 0.187 0.040 0.189 4.647 0.000* | 4.262
Responsiveness -0.032 0.038 -0.033 -0.838 0.403 4.085

F=436.555  sig=0.0008  AdjR?=0.843 R2=845

* Statistical significance level 0.05

From Table 5, the correlation test results between independent variables that are
related to each other (Mulicolinearity) of the quality of service in Assurance, Reliability,
Tangibles, Empathy, and Responsiveness to the satisfaction of international restaurant service
users in Mueang Lampang district, Lampang province.

The statistical value used to measure the relationship of the independent variables
was VIF (Variance Inflation Factor). It was found that the VIF values of the independent

variables were 4.886, 4.322, 4.444, 4.262 and 4.085, respectively, which were less than 10,
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(Hair, Anderson, Tatham, & Black, 1995) indicating that each independent variable was
unrelated

The results revealed that 3 independent variables, namely Assurance, Tangibles, and
Empathy, influenced the satisfaction of international restaurant service users in Mueang
Lampang district Lampang province had a statistical significance at the 0.05 level.

The results of the multiple regression test by Enter method showed that service
quality influenced the satisfaction of international restaurant service users in Mueang Lampang
district, Lampang province the highest by the respondents gave importance to the issue of
Assurance with a standard regression coefficient of 0.548, followed by Tangibles with a
standard regression coefficient of 0.242, followed by Empathy with a standard regression
coefficient of 0.189, respectively. These results can predict service quality influencing the
satisfaction of international restaurant service users in Mueang Lampang district, Lampang

province was 84.3% with the following forecasting equations:

SAT = 0.242TAN +0.548 ASS + 0.189EMP

From this equation can explain that when satisfaction changed 1 unit will make

TAN increased 0.242 unit, ASS increased 0.548 and EMP increased 0.189 unit.

Table 6 The results of multiple regression analysis

Satisfaction
Mulicolinearity
B Std.Error B t sig VIF
Constant (a) 0.730 0.127 5.738 0.000
Word of mouth 0.815 0.031 0.792 26.114 0.000 1.000

F=681.963 sig=0.0002  AdjR2=0.626  R2=0.627

* Statistical significance level 0.05

From Table 6, the test results for the relationship between the independent variables
of word-of-mouth communication influencing the satisfaction of international restaurant

service users in Mueang Lampang district, Lampang province.
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The results showed that there were independent variables in word-of-mouth
communication influenced on the satisfaction of international restaurant service users in
Mueang Lampang district, Lampang province with a statistical significance at the 0.05 level.

The results of the multiple regression test by enter method revealed that word-of-
mouth communication influenced the satisfaction of international restaurant service users in
Mueang Lampang district, Lampang province with a standard regression coefficient of 0.792.
From these results, word-of-mouth communication could influence the satisfaction of
international restaurant service users in Mueang Lampang district, Lampang province was 62.6

percent. The forecast equation can be written as follows. The variables are as follows:

SAT = 0.792WOM

From this equation can explain that when satisfaction changed 1 unit will make
WOM increased 0.792 unit.

From the results of the data analysis, it was found that service quality and word-of-
mouth communication, There was a relationship with the customers’ satisfaction who came
to use international restaurants in Muang District, Lampang Province, which was consistent with
the concept of service quality. Positive word-of-mouth communication and the concept of
consumer satisfaction. Therefore, the entrepreneur of the international restaurant in Mueang
District, Lampang Province should pay attention to the factors which were mentioned above

for making customers satisfaction and repeat use service continuously
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The Results of Hypothesis Test

Table 7 Hypothesis Test Table

Research hypothesis t sig Interpret

Hla Service quality in Assurance factor influenced 0.405 0.686 Reject

word-of-mouth communication

Hib Service quality in Reliability factor influenced -3.010 | 0.003* Reject

word-of-mouth communication

Hic Service quality in Tangibles factor influenced 7.243 0.000* Accept

word-of-mouth communication

Hid Service quality in Empathy factor influenced 7.826 0.000* Accept

word-of-mouth communication

Hle Service quality in Responsiveness factor 5.397 0.000* Accept

influenced word-of-mouth communication

H2a Service quality in Assurance factor influenced 12.602 | 0.000* Accept

customer satisfaction.

H2b Service quality in Reliability factor influenced 0.583 0.560 Reject

customer satisfaction.

H2c Service quality in Tangibles factor influenced 5.831 0.000* Accept

customer satisfaction.

H2d Service quality in Empathy factor influenced a.647 0.000* Accept

customer satisfaction.

H2e Service quality in Responsiveness factor -0.838 0.403 Reject

influenced customer satisfaction.

H3 Word of mouth communication influences 26.114 | 0.000* Accept

customer satisfaction.

* Statistical significance level 0.05
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Discussion

From the analysis of research data on “Service Quality and Word-of-mouth Affect
Customer Satisfaction of International Restaurant Service in Mueang Lampang District, Lampang
Province”, the results can be discussed as follows:

Service quality in Reliability had a negative influence on word-of-mouth
communication and reject the assumption that H1b Reliability consists of employees are able
to advise and answer customer inquiries accurately and that the store is open and closed on
time, and the food that is sold in the shop is good quality products and the staff are
knowledgeable of goods and services. The standard of service is acceptable to customers,
employees, and polite service. However, under the situation of the Covid-19 outbreak, it may
affect the normal operation of the business, for example, the opening-closing time is not
specified. As a result, there was no relationship between the reliability of word-of-mouth
communication. The relationship among service quality in Reliability influenced on word-of-
mouth communication. This is consistent with Rosen (2000) described the role of word-of-
mouth communication in relation to risk: In deciding to buy goods and services, consumers
will talk to each other to reduce risks in many aspects, including the price of the product and
the uncertainty in the product; especially when the product is expensive. Consumers are aware
of the high purchase risk. Therefore, the level of consumer risk leads to reliability. If the level
of risk of a product is high, it has a positive effect on perception and Reliability of eWOM data.

Service quality in terms of Tangibles influenced word-of-mouth communication. It
accepted the assumption Hlc, because employees provide efficient and quality, and staff are
willing to listen to advice, opinions of customers and the shop has enough tables and chairs
provided. Suitable for service and staff are courteous, ready, and willing to serve and the
interior and exterior of the shop are beautiful. It was consistent with Nattakarn Kruechaikaew
(2014) It was found that the respondents had a perception of service quality in terms of
Tangibles at a high level, but considering each type sorted from highest to lowest, including
the arrangement of equipment and tools for eating sufficiently. The Japanese restaurant has a
clean and Japanese interior and the number of employees serving is sufficient. The staff are
dressed politely, and the number of chairs for customer service is sufficient for service and the
number of parking spaces for customer service is sufficient respectively at a high level. It

influenced on word-of-mouth communication which is related in the same direction. Besides,
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Sasiprapha Charoensap (2014) studied on the service quality and word-of-mouth
communication affecting the quality assessment of premium restaurant service among
consumers in Bangkok. The results showed that the service quality of Tangibles does not affect
the service quality assessment of the consumers in the premium restaurants in the Bangkok
area because the service users of the premium restaurants may not care about the things
facilitating or giving importance to the Tangibles. It is the last factor when compared to other
factors. The results of this study are consistent with the research of Lanna Thaichaicharoen
(2014) From research on service factors affecting the selection of airlines in Thailand. The
results showed that the concrete factor (Tangibles) had the lowest priority, which did not affect
the selection of domestic airlines.

Service quality in Empathy had a positive influence on word-of-mouth
communication. It accepted the assumption H1d because employees can remember customer
details such as food or beverages that the customer likes and the store assumes the interests
of the customer. The customer is the most important thing and the staff takes care and
responds well to the customer's needs. Besides, the shops are open during that time
convenient for customer to get service. It is consistent with Nattakarn Kruechaikaew (2014)
who said that the respondents had a perception of service quality in Empathy at a high level,
but when considering each type in order from most to least: Staff are willing to help customers.
Employees pay attention to the needs of customers and the shop provides equal care to
customers, respectively. It was at a high level. It influenced word-of-mouth communication in
the same direction, which is consistent with the study of Saowanee Kongcharoenporn and
Cholthit Darawong (2021) that studied the level of service quality, satisfaction and word-of-
mouth behavior among students of renting houses in Chonburi province. The results showed
that service quality affects satisfaction and word-of-mouth in the context of rental home
services. In particular, Empathy is an important factor that a rental home business must have
the first.

Service quality in Responsiveness to customers had a positive influence on word-of-
mouth communication so it accepted the assumption Hle that is due to employees have
informed customers and know exactly when customers will receive the service, for example,
how many minutes it will take to cook to be able to serve, etc., and staff are ready to provide
services to customers in a timely manner and the service is fast, timely, on time. Moreover,

there are sufficient staff to respond to customer requests. Such results are consistent with
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Nuttakarmn Kruechaikaew (2014) in terms of Responsiveness the respondents perceived the
quality of service in Responsiveness at a high level, but when considering each type in order
from the most to the least, the employees are polite, courteous and service-minded. The staff
are enthusiastic in serving. Customers receive food and beverages as ordered quickly, and staff
providing services quickly, and in a timely manner, respectively, at a high level influence on
word-of-mouth communication with a relationship in the same direction. This is consistent
with the research of Hatairat Bunlue (2013) from the research on “Customer satisfaction with
the service of Government Savings Bank Chitralada Branch”. The research found that most of
the respondents had a level of satisfaction in meeting their needs with number one which
affects the service of the Government Savings Bank, Chitralada branch.

Service quality in Assurance for customers had a positive influence on customer
satisfaction. It accepted the assumption H2a that due to employees serve with politeness and
standards of service are acceptable to customers. Besides, employees who can give advice
and answer questions of customers correctly are knowledgeable and customers feel confident
in using the service at the restaurant. It is consistent with (Kaewmanee Kingngern, 2006), who
studied on service quality found that Reliability and Assurance are at a high level and the
research by (Wasan Rakpaen, 2007) said that the quality of service in terms of reliability
influenced word-of-mouth communication, and customer satisfaction correlated in the same
direction. In addition, it is consistent with the research of (Wassana Saenphoksup, 2010) from
the research on “Student Satisfaction with the Services of the Registration and Evaluation Unit
of the Faculty of Commerce and Accountancy, Chulalongkorn University. Satisfaction with the
assurance which had a high level of satisfaction which affects the services of the Registration
and Evaluation Unit of the Faculty of Commerce and Accountancy, Chulalongkorn University”.
The results showed that the majority of respondents had a high level of satisfaction with the
Assurance factor, which affects the services of the Registration and Evaluation Unit, Faculty of
Commerce and Accountancy Chulalongkorn University.

Service quality in Tangibles had a positive influence on customer satisfaction so it
accepted the assumption H2c that is consistent with (Boonsuang Jatukulsawat, 2005).
Operators had expectations for the administration of customs officials of the service quality in
all 5 areas were at a high level. The staff were ready to serve and have the ability to

troubleshoot problems when different errors occur within the most appropriate and fastest
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time. Therefore, customers are satisfied at a high level which can be discussed individually as
follows: 1.1 The Tangibles aspect of the service satisfaction was at a high level which in the
opinion of the researcher, it can be said that because of the location of Genet Service Center
is convenient to travel to contact in a good location. The Genet Center is equipped with state-
of-the-art service equipment, convenient waiting place, and the staff of Genet Center are
dressed politely, so that the customer satisfaction was at a high level and had a positive
influence on customer satisfaction. In addition, this is in line with (Kun-Hsi Liao & Ming-Fang
Hsieh, 2011), who studied the relationship between service quality with image, customer
loyalty, and satisfaction in the resort industry. It was found that service quality indirectly
influenced customer loyalty through satisfaction which the tangibility of the service, reliability,
assurance, responsiveness to customer, knowing and understanding customers was the right
variable for customer satisfaction.

Service quality in Empathy had a positive influence on customer satisfaction. It
accepted the hypothesis H2d that is consistent with the research idea of (Boonsuang
Jatukulsawat, 2005) who said that caring is the aspect of credibility, trust in having the ability
to troubleshoot problems when errors occur. And employees maintain customer information
as well. Therefore, customer satisfaction was at a very high level, and this is consistent with
the research of Jing Wang and Lijuan Cheng (2012) who studied, “The Relationship between
Perceived in Service Quality of Customer Satisfaction and Customer Retention: Empirical
Research”. It was found that perceived in service quality and product influenced customer
satisfaction, with service attention being the most important dimension influencing satisfaction.

Word of mouth communication influenced customer satisfaction. It accepted the H3
hypothesis, these results are consistent with the concept of service quality satisfaction
between foreign franchised restaurants and Thai franchised restaurants which affected word-
of-mouth behavior and re-using service of consumers in Bangkok by (Sora-at Panudomlak,
2014). Satisfaction with service quality of each type of franchise restaurant affects word-of-
mouth behavior of consumers in Bangkok. These results are consistent with (Douglas, 2006)
concept of word-of-mouth behavior; (Chatyaporn Samerjai, 2003) and (Thirakit Nawarat Na
Ayudhya, 2006) and (Rosen, 2000), which can be described as Word-of-mouth behavior can be
either impressed or unimpressed. Which consumers will tell in a positive or negative way
depends on their satisfaction with the service quality of the franchised restaurant. Satisfaction

with the service quality of each type of franchise restaurant affects the re-use of the services
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of consumers in Bangkok. These results are consistent with the concept of re-use of services
by (Adul Chaturongkul, 1996) which can be explained as: The return of the service will occur
with consumers who are satisfied with the service quality of the franchise restaurant which
consumers who are loyal, very impressed, will return to use the service repeatedly, influence

of word-of-mouth communication. It is related in the same direction.

Suggestions for the further research

1. From the results of the research, it was found that the sample group searches and
finds restaurants from online channels the most. Therefore, future research should study the
online marketing communication model of international restaurants.

2. Should study with qualitative research methods such as in-depth interviews in order

to obtain detailed information more complete.
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