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Abstract

Community elderly care has emerged as the most suitable and sustainable model for
elderly care in China. This approach not only reduces the burden of family caregiving but also
keeps the elderly connected to social networks and community support. This study aims to
explore the key factors influencing customer loyalty toward elderly home care services, examine
the mediating role of corporate image between level of consumer fulfillment and customer
loyalty, and investigate how the level of consumer fulfillment mediates the relationship
between value as assessed by customers, perceived quality, customer expectations, corporate
image, and customer loyalty of elderly home care services in Chongging, China. A mixed-
methods approach was employed for this research. The quantitative phase targeted elderly
individuals who had previously used the services, with a sample size of 400 respondents. The
qualitative phase involved in-depth interviews with 10 key experts in elderly home care services,
selected by convenience sampling. Data collection tools included a structured questionnaire
and an interview schedule. The data were analyzed using descriptive statistics and Structural
Equation Modeling (SEM) with SMART PLS. The findings revealed that that customer loyalty
toward elderly home care services in Chongging was notably influenced by value as assessed

by customers, perceived quality, and the ability of the services to exceed customer
expectations. When these elements were met, customers were more likely to be
satisfied, develop a positive perception of the service’s image, and return to use the services
again. It was also found that corporate image played a mediating role between level of
consumer fulfillment and customer loyalty. Furthermore, customer satisfaction mediated the
relationship between value as assessed by customers, perceived quality, customer expectations,

corporate image,

%
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and customer loyalty. Moreover, the study highlighted several models and theories related to
service quality that could help enhance level of consumer fulfillment and foster loyalty in the

context of elderly home care services.

Keywords: Customer satisfaction, Perceived Value, Perceive Quality, Corporate image, Customer
loyalty, Elderly, Home Care Service
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Introduction

With the rapid aging of the population in China, the demand for diversified and multi-
level elderly care services has intensified. According to the National Bureau of Statistics and
Gerland, Hertog, Wheldon and and Kantorova (2022). World Population Prospects by the end
of 2022, the number of elderly individuals aged 65 and above in China surpassed 200 million,
representing more than 14% of the total population. This demographic shift is exerting
substantial pressure on traditional family-based caregiving models, which historically relied on
filial piety and intergenerational cohabitation (Peng & Wu, 2020). However, urbanization,
declining fertility rates, and increasing life expectancy are weakening these traditional support
systems (Zhan, 2013).

In Chongging a major municipality in southwest China this trend is particularly
pronounced. As of 2022, approximately 17.75% of Chongging’s population was aged 65 or
older (Chongging Municipal Bureau of Statistics, 2023). This demographic transformation has
led to a growing urgency to develop sustainable and socially integrated elderly care models.
In response, community-based elderly care, particularly the community home-based care
model, has emerged as a strategic solution. This model combines professional services with
localized community support, allowing elderly individuals to remain in their familiar residential
settings while receiving health, nutritional, and companionship services. Mu (2000) emphasized
that such a hybrid model not only reduces the caregiving burden on families but also promotes
social interaction and mental well-being among older adults.

The Yubei District of Chongging a region with a strong economic base and the highest-
rated home care service infrastructure in the municipality, was selected as the focal point for
this study. With an economic output exceeding 244.26 billion yuan and a nominal growth rate
of 6.33%, Yubei provides a unique opportunity to study elderly care service delivery in an
advanced urban context (Yubei District Government, 2023). However, despite progress, the
region faces ongoing challenges such as ambiguous institutional roles, insufficient funding
mechanisms, and disparities in service quality among care providers (Li & Zhang, 2021).

While these challenges largely concern the supply side of service provision, addressing
the demand-side factors-particularly customer loyalty is equally critical. In the context of
community-based elderly care, strong customer loyalty signals continued service utilization,
improved user satisfaction, and community trust, all of which are crucial for sustaining service
models and informing institutional improvement. By understanding what drives loyalty,
especially through perceived value and service satisfaction, care providers can make evidence-
based improvements that better align with elderly users’ needs. This perspective
complements the ongoing structural reforms by reinforcing a user-centered approach in

developing more resilient and responsive care systems.
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Therefore, this research aims to investigate the key factors influencing customer
loyalty among elderly users of home care services in Yubei, Chongging. Specifically, the study
focuses on the role value as assessed by customers, service quality, and customer
expectations, while also examining the mediating effects of level of consumer fulfillment and
corporate image. Understanding these dynamics is essential for policymakers, service providers,
and communities seeking to enhance the quality and sustainability of elderly care in rapidly

aging urban settings.

Research Objectives

1. To study the factors effect Customer loyalty of Elderly Home Care Services at
Chongging in China.

2. To determine corporate image play mediating role impact among customer
satisfaction and customer loyalty.

3. To determine customer satisfaction play the mediating role impact among Perceive
Value, Perceive of Quality, Customer Expectations, Corporate image, Customer Satisfaction and
Customer loyalty of Elderly Home Care Services at Chongging in China.

Scope of research

This study focuses on identifying and analyzing the key factors that influence customer
loyalty among elderly individuals utilizing home care services in Yubei District, Chongging,
China. The research employs a mixed-methods approach, integrating both quantitative and
qualitative data to develop a comprehensive understanding of the service experience from

the perspective of elderly users.

1. Population and Sample

The target population comprises elderly residents aged 60 years and above who have
utilized community-based home care services in Yubei District. A total of 400 respondents
were selected using Yamane's formula. To validate adequacy, the minimum sample size was
also cross-checked against (Hair, Hult, Ringle, & Sarstedt, 2022). is table for statistical power in
PLS-SEM, confirming that the sample exceeded recommended thresholds. In addition, 10 key
informants—including administrators, service providers, and experts in elderly care—were
selected through convenience sampling for qualitative interviews.
2. Geographical Scope

The geographical scope of the study is limited to Yubei District, one of the most

economically developed and administratively significant areas within Chongging Municipality.
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Yubei’s advanced infrastructure in home care services makes it an ideal setting to evaluate
the effectiveness and perceptions of community-based elderly care models.

3. Variables Studied

The research examines the following variables:

Independent Variables: Perceived value, perceived quality, and customer expectations.

Mediating Variables: Customer satisfaction and corporate image.

Dependent Variable: Customer loyalty.

These variables are derived from established customer satisfaction models such as
the American Customer Satisfaction Index (ACSI) and European Customer Satisfaction Index
(ECSI), and are tested through a Structural Equation Modeling (SEM) framework.

4. Time Frame
The study was conducted over a period of seven months, from June 2024 to January

2025, encompassing instrument development, data collection, analysis, and validation.

Expected benefits from the research

This research is expected to offer several key benefits. Practically, it provides empirical
insights for service providers in elderly home care to enhance customer loyalty through value-
driven strategies. Policymakers may utilize the findings to improve service frameworks that
cater to aging populations. Academically, the study broadens understanding of value
perception and satisfaction models in the context of welfare pluralism, especially within

community care environments in China.

Literature Review
1. Theoretical Background

The foundation of this study is based on established theories related to service quality,
customer expectations, perceived value, satisfaction, corporate image, and loyalty. The key
theories include the Service Quality Gap Model (Parasuraman, Zeithaml, & Berry, 1988),
Customer Value Theory (Zeithaml, 1988), and satisfaction models such as the American
Customer Satisfaction Index (ACSI) and the European Customer Satisfaction Index (ECSI). These
models provide the framework to analyze how perceived service quality, perceived value, and
expectations contribute to satisfaction and loyalty in the context of elderly home care services.
The Welfare Pluralism Theory (Ding, 2011) and Maslow's Hierarchy of Needs support the social
and psychological rationale for community-based elderly care.
2. Service Quality, Perceived Value and Customer Satisfaction

Service quality is a critical predictor of customer satisfaction and loyalty. The SERVQUAL
model proposed by Parasuraman, Zeithaml and Berry (1988) includes five dimensions:

reliability, responsiveness, assurance, empathy, and tangibles. Recent studies have expanded
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this foundation. Annamdevula and Bellamkonda (2016) demonstrated that high service quality
leads to greater student satisfaction and loyalty in higher education. Similarly, Izogo (2017)
confirmed that service excellence enhances customer loyalty in the telecommunications
sector. Akroush, Abu-ElSamen, Samawi and Odetallah (2016) found a direct relationship
between perceived quality and customer retention in mobile services.

Perceived value, as defined by Zeithaml (1988), is the customer's overall evaluation of
the utility of a service based on the trade-off between what is received and what is given.
Eggert and Ulaga (2002) established that perceived value is an antecedent to satisfaction and
loyalty. Chen (2016) supported this by showing that perceived value mediates the impact of
service quality on satisfaction in public transportation.

3. Corporate Image and Loyalty

Corporate image is an intangible asset that shapes customer perceptions and trust.
Kotler and Fox (1995) described corporate image as a multidimensional impression formed by
service performance, employee behavior, and branding. More recent studies highlight its
strategic role. Rather (2018) demonstrated that corporate image mediates satisfaction and
loyalty in the hospitality industry. Martinez and del Bosque (2013) emphasized that a strong
corporate image fosters customer trust and loyalty, especially when linked to CSR and quality
service delivery.
4.Customer Expectations and Perceived Value

Customer expectations are pre-consumption beliefs about service performance (Fornell,
Johnson, Anderson, Cha, & Bryant, 1996). These expectations influence perceived value more
than they do satisfaction directly (Zeithaml, 1988). Studies by Hong (2019) and Zhang (2020)
confirmed that expectations shape how customers assess value. Therefore, this study adopts
a revised model structure where customer expectations influence perceived value, which in
turn affects satisfaction and loyalty.

5. Formation of Customer Loyalty

Customer loyalty consists of behavioral intentions and attitudinal commitment (Oliver,
1993). Akroush et al. (2016); Chen (2016) showed that loyalty is driven by satisfaction, value
perception, and brand trust. The pathway to loyalty involves multiple mediators, including

corporate image and perceived value, indicating a need for integrated service strategies.
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CL = Customer Loyalty, ClI = Corporate Image, CS = Customer Satisfaction, PV = Perceived

Value, PQ = Perceive of Quality, CE = Customer Expectations

Hypothesis
H1: Perceived value positively affects Customer Satisfaction of Elderly Home Care

Services at Chongging in China.
H2: Perceived quality positively affects Customer satisfaction of Elderly Home Care

Services at Chongging in China
H3: Customers Expectation positively affects Customer satisfaction of Elderly Home Care

Services at Chongging in China

Hd: Customer satisfaction affects Customer loyalty of Elderly Home Care Services at
Chongging in China

H5: Perceived quality positively affects Customer loyalty of Elderly Home Care Services

at Chongging in China
H6: Perceived value positively affects Customer loyalty of Elderly Home Care

Services at Chongging in China
H7: Customer satisfaction positively affects corporate image of Elderly Home Care

Services at Chongging in China.
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H8: Corporate image positively affects Customer loyalty of Elderly Home Care Services
at Chongging in China

H9: Corporate image play mediating role impact among customer satisfaction and
customer loyalty.

H10: Customer satisfaction play the mediating role impact between Perceived Value,
and Customer loyalty of Elderly Home Care Services at Chongging in China.

H11l: Customer satisfaction play the mediating role impact between Customer
Expectations, and Customer loyalty of Elderly Home Care Services at Chongging in China.

H12: Customer satisfaction play the mediating role impact between Perceive Quality,
and Customer loyalty of Elderly Home Care Services at Chongging in China

Research method

1. Research Design This study adopted a mixed-methods research design, integrating
both quantitative and qualitative approaches. The quantitative component utilized a
structured questionnaire to assess perceived service quality, perceived value, customer
expectations, satisfaction, corporate image, and customer loyalty. The qualitative component
involved in-depth interviews to capture deeper insights into the experiences and perceptions
of elderly care service users.

2. Sample Size and Sampling Technique The sample size was calculated using Taro
Yamane’s formula (1967) for a known population with a 95% confidence level and 5% margin
of error. The total population (N) of elderly individuals receiving community-based services in

Yubei District is approximately 5,000. Applying the formula:
N

T T NGe)?

B 5000
~ 1+ 5000(0.05)2

=370.37=400 (rounded up)
A simple random sampling technique was applied, using a stratified frame to ensure inclusion
from both urban and rural communities. Lists of service recipients were obtained from local
community centers, and participants were randomly selected from this list using a computer-
generated sequence.
3. Research Instrument The quantitative research instrumentwas a structured
questionnaire composed of:

Section 1: Demographic data (6 items)
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Section 2: Perceived service quality, perceived value, and customer expectations
(20 items)

Section 3: Customer satisfaction, corporate image, and loyalty (15 items)
Each item used a 5-point Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree).
The items were adapted from previously validated scales such as SERVQUAL (Parasuraman,
Zeithaml, 1988) and customer satisfaction literature (Fornell et al., 1996; Zeithaml, 1988).

4. Instrument Development The questionnaire items were adapted from existing
literature to match the context of elderly care services. ltems were translated into Chinese
and reviewed for content validity by three domain experts, including university professors and
health service practitioners. Feedback was used to improve clarity and cultural relevance.

5. Instrument Testing To ensure the reliability and validity of the research instrument,
the following procedures were conducted:

Content Validity: The questionnaire was reviewed by a panel of three experts in the
fields of marketing, elderly care services, and research methodology. Their feedback was used
to refine item clarity, relevance, and language. This process established content
validity through expert judgment.

Construct Validity: A pilot study was conducted with 30 elderly participants who were
not part of the final sample. Data from the pilot were analyzed using Exploratory Factor
Analysis (EFA) to verify factor loading and construct structure. Items that did not meet
acceptable loading thresholds were revised or removed.

Reliability Testing: Internal consistency reliability was tested using Cronbach’s Alpha.
All latent constructs (e.g., perceived service quality, perceived value, satisfaction, loyalty)
achieved alpha values above 0.70, which indicates acceptable to good reliability (Hair et al.,
2022).

These procedures demonstrate that the instrument was both valid and reliable for data
collection in the context of elderly care services.

6. Data Collection Procedure. The quantitative survey was conducted between July and
September 2024. A total of 420 questionnaires were distributed by trained field researchers at
elderly service centers and residential homes. Of these, 400 valid responseswere collected,
resulting in a 95.2% response rate. Non-responses were managed by replacing individuals with
alternates from the randomized list.

The qualitative phase involved semi-structured interviews with 10 participants,
including both elderly service users and care staff. An interview guide was developed to
explore themes such as satisfaction, expectations, and value perception. Each interview lasted
30-45 minutes and was recorded with consent. Two coders independently analyzed the

transcripts, achieving over 80% inter-coder agreement, and thematic saturation was reached.
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Research Results

Structural Model

The bootstrapping technique is used with a re-sampling of 5000 for the hypothesis
testing, set at 0.05 confidence level. Whether a hypothesis is supported is determined when
the n B -value is positive, the t-value is greater than 1.96, and the p- value is less than 0.50
(Hair et al., 2022).

Table 1 Conclusion from Structural Path Analysis for direct effect

Hypothesis Relationship Beta (B) Std. T-value P-value f2

H1 Perceived value > 0.097 0.044 2.231 0.026* 0.009
Customer Satisfaction

H2 Perceived quality > 0.093 0.042 2.186 0.029% 0.008
Customer satisfaction

H3 Customers Expectation > 0.130 0.043 3.050 0.002* 0.017
Customer satisfaction

H4 Customer satisfaction > 0.101 0.039 2.586 0.010* 0.011
Customer loyalty

H5 Perceived quality > 0.213 0.036 3.850 0.004* 0.021
Customer loyalty

Hé6 Perceived value > 0.215 0.092 3.623 0.003* 0.018
Customer loyalty

H7 Customer satisfaction > 0.112 0.102 4.314 0.000* 0.016
Corporate image

H8 Corporate image > 0.154 0.0215  4.327 0.000%* 0.013

Customer loyalty

*P<0.05

Conclusion from Structural Path Analysis found that:

H1: Perceived value positively affects Customer Satisfaction of Elderly Home Care Services
at Chongging in China. (3=0.097, t=2.231, P<0.05), H2: Perceived quality positively affects Customer
satisfaction of Elderly Home Care Services at Chongging in China (B:0.093, t=2.186, P<0.05), H3:
Customers Expectation positively affects Customer satisfaction of Elderly Home Care Services at
Chongging in China (8:0.130, t=3.050, P<0.05), H4: Customer satisfaction affects Customer loyalty
of Elderly Home Care Services at Chongging in China (B =0.101, t=2.586, P<0.05), H5: Perceived
quality positively affects Customer loyalty of Elderly Home Care Services at Chongging in China
(B:O.215, t=3.850, P<0.05), H6: Perceived value positively affects Customer loyalty of Elderly Home

NIHTINYIMSIANTUMANG TN Y aAAT I



Vol.8 No. 1 (January-April 2026)

Care Services at Chongging in China (B:O.213, t=3.623, P<0.05), HT: Customer satisfaction positively
affects corporate image of Elderly Home Care Services at Chongging in China (B:O.112, t=4.314,
P<0.05) and H8: Corporate image positively affects Customer loyalty of Elderly Home Care Services
at Chongging in China (3=0.154, t=4.327, P<0.05).

The larger beta coefficient and significant t-value (p-value<0.01) indicates a stronger
relationship between economic aspects and QoL compared to social aspect and environmental
aspect. The 2 effect size is slightly larger (f2=0.021), suggesting a more substantial effect compared
to the other two aspects. The findings evident that the hypotheses 1,2,3,4 and 5 of this study have
been substantiate.

Mediation Analysis: Corporate image, and Customer satisfaction plays mediating
role.

Table 2 Part analysis Indirect Effects
Path Original Standard T Statistics = P-Value

Sample (O)  Deviation
H9: Customer satisfaction -> 0.343 0.068 5.053 0.000%*
Corporate image -> Customer

loyalty

H10: Perceived Value -> Customer 0.282 0.090 3.122 0.02*
satisfaction -> Customer loyalty

H11: Customer Expectations, -> 0.162 0.085 5.134 0.000*
Customer Satisfaction -> Customer

loyalty

H12: Perceive Quality -> 0.129 0.064 4.315 0.000*

Customer satisfaction -> Customer

loyalty

The research, which involved 5000 iterations of bootstrap sampling, has produced
significant findings. The table provides a summary of the specific indirect effects of each
pathway.

According to Table 2 Part analysis Indirect Effects found that: H9: Corporate image play
mediating role impact among customer satisfaction and customer loyalty. (0=0.343, t=5.053,
P<0.05), H10 Customer satisfaction play the mediating role impact between Perceived Value,
and Customer loyalty of Elderly Home Care Services at Chongging in China (0=0.282, t=3.122,
P<0.05), H11: Customer satisfaction play the mediating role impact between Customer
Expectations, and Customer loyalty of Elderly Home Care Services at Chongging in China
(0=0.282, t=5.134, P<0.05), and H12: Customer satisfaction play the mediating role impact
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between Perceive Quality, and Customer loyalty of Elderly Home Care Services at Chongging
in China (0=0.162, t=5.134, P<0.05).

Notably, Corporate image play mediating role impact among customer satisfaction and
customer loyalty as evidenced by highly reliable p-values of less than 0.001 and 0.01,
respectively. Furthermore, Customer satisfaction, plays the mediating role impact among
Perceived Value, Customer Expectations, and Perceive Quality on Customer loyalty

Quantitative Research Conclusions

The quantitative analysis addressed the three main research objectives:

Objective 1: Customer loyalty toward elderly home care services in Chongqging is
significantly influenced by perceived value, perceived quality, and customer expectations.
When services exceed expectations, satisfaction rises, enhancing the corporate image and
reinforcing loyalty through repeat usage.

Objective 2: Corporate image acts as a mediating variable between customer
satisfaction and customer loyalty, indicating that satisfied customers are more likely to stay
loyal if they also hold a positive perception of the organization’s image.

Objective 3: Customer satisfaction mediates the relationship between perceived
value, perceived quality, customer expectations, and customer loyalty, confirming its pivotal
role in driving long-term service engagement.

Hypothesis Testing Summary

H1-H3: Perceived value, perceived quality, and customer expectations positively affect
satisfaction.

H4-H6: Satisfaction, perceived quality, and perceived value directly affect loyalty.

H7-H8: Satisfaction affects corporate image, which in turn affects loyalty.

H9-H12: Corporate image and customer satisfaction serve as mediators in the
relationship between other variables and loyalty.

Qualitative Research Summary

Population & Sample: 10 participants (5 elderly service experts and 5 elderly service
users) were selected via purposive sampling. Semi-structured interviews were conducted and
analyzed using thematic content analysis.

Instrument Validity & Reliability: Validity was confirmed by expert review.
Reliability was ensured through parallel coding, showing over 80% consistency between two
independent coders.

Interview Findings Summary
1. Perceived Quality and Perceived Value Interviewees emphasized that perceived

quality strongly influences perceived value. Key contributing factors include functional,
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emotional, and economic value. High-quality services enhance the brand perception and
increase customer willingness to reuse services.

2. Perceived Quality and Customer Satisfaction Participants noted that satisfaction
results from the gap between expected and actual service experiences. The five SERVQUAL
dimensions-reliability, responsiveness, assurance, empathy, and tangibility-were all positively
correlated with satisfaction. Particularly, emotional and functional values mediated the link
between service delivery and satisfaction.

3. Customer Expectations and Perceived Value Expectations significantly affect how
customers perceive the value of services. Expectations related to customization, reliability,
and overall quality shaped their judgments, which then influenced satisfaction and loyalty.

4. Customer Expectations and Satisfaction When expectations are met or exceeded,
satisfaction rises; unmet expectations reduce satisfaction. Staff service quality was found to
have a stronger impact than physical facilities.

5. Perceived Value and Satisfaction Most participants agreed that perceived value
drives satisfaction. Customers who receive value exceeding their cost investment feel more
satisfied. This relationship is often considered causal, with perceived value being a key
predictor of satisfaction.

6. Satisfaction and Loyalty Customer satisfaction leads to loyalty behaviors, including
repeat service usage and advocacy. Loyalty was described in terms of consistent behavior over
time and resilience to competitive offers, especially when trust and satisfaction are well
established.

Conclusion

This study concludes that enhancing perceived value, service quality, and consistently meeting
or exceeding customer expectations are critical drivers of customer satisfaction and loyalty in the
context of elderly home care services in Chongging, China. Elderly individuals, as a service-sensitive
population, evaluate their experiences not just on the technical aspects of care, but also on emotional,
social, and relational dimensions. Therefore, providers must ensure that the services offered are reliable,
responsive, and empathetic, aligning closely with users’ physical and psychological needs.

A key finding of the study is the mediating role of customer satisfaction. When elderly
users perceive high value and quality in the services they receive-and when those services
meet their personal expectations, they are more likely to feel satisfied. In turn, this satisfaction
serves as a catalyst for loyalty, encouraging repeated use of services and fostering positive
word-of-mouth recommendations.

Additionally, the research highlights the significant role of corporate image as a second
mediating variable. A positive corporate image not only strengthens the emotional bond

between the service provider and the customer but also acts as a buffer in situations where
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minor service failures may occur. A trusted and reputable brand can maintain customer loyalty
even when expectations are not fully met, underscoring the importance of long-term branding
strategies, consistent service identity, and public communication.

The findings underscore the need for strategic service personalization—tailoring care
programs to individual needs and preferences, thereby reinforcing both emotional engagement
and practical utility. In a rapidly aging society like China, where traditional family-based care
systems are under pressure, community home-based services must evolve with both technical
excellence and emotional intelligence to ensure continuity, satisfaction, and loyalty among
elderly clients.

In conclusion, by simultaneously focusing on perceived value, service quality, expectation
management, and brand development, elderly care providers can build sustainable loyalty and
create a high-impact, person-centered care model that meets the evolving demands of an aging

population.

Discussion

The findings of this study reinforce the established theoretical understanding of
customer loyalty in service industries, particularly within the context of elderly home care.
The integration of the American Customer Satisfaction Index (ACSI) and European Customer
Satisfaction Index (ECSI) models into the analysis provided a robust framework for examining
how perceived value, service quality, and customer expectations influence customer
satisfaction and ultimately loyalty.

The significant direct effects of perceived value, quality, and expectations on
satisfaction suggest that elderly customers place high importance on the holistic experience
of service delivery-not only the functional utility but also emotional and relational benefits.
These findings are aligned with prior studies (Zeithaml, 1988; Parasuraman, Zeithaml, & Berry,
1988), and emphasize that quality care must go beyond clinical effectiveness to include
respect, responsiveness, and empathy.

Furthermore, the mediating roles of customer satisfaction and corporate image offer
practical insights. Customer satisfaction emerges as a bridge linking service perception to
loyalty, while corporate image serves to amplify and sustain this relationship over time. In
elderly care, where emotional trust and perceived credibility are crucial, a strong and
consistent corporate image can differentiate service providers and retain clients-even in a
competitive or uncertain environment.

The qualitative findings provided rich perspectives on how elderly clients interpret

value and quality through their lived experiences. The alignment between the quantitative
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and qualitative results enhances the validity of the model and supports the development of

a person-centered approach to service improvement in elderly care institutions.

Limitations of the Study

While this study offers important insights into the determinants of customer loyalty in
community-based elderly care services, certain limitations should be acknowledged.

First, the research was conducted solely in the Yubei District of Chongqgjing, which may
limit the generalizability of the findings to other regions or demographic contexts within China.
Future studies should consider multi-site designs to enhance external validity.

Second, the data were collected using a cross-sectional survey method, which captures
responses at a single point in time. As a result, it is difficult to assess changes in customer
perceptions or loyalty over time. Longitudinal studies would help capture evolving trends and
behavioral shifts.

Third, the study relied on self-reported questionnaire responses. Although efforts were
made to ensure clarity and anonymity, such data can be subject to social desirability and
recall biases. Despite these limitations, the study provides a solid foundation for understanding
demand-side dynamics in elderly care and offers valuable recommendations for both service

providers and policymakers.

Theoretical and Practical Implications

This study is expected to contribute to both theoretical knowledge and practical
applications in the field of service management for elderly care.
Theoretically, the study extends the application of the SERVQUAL framework and customer
value theory to the context of community-based elderly care services in China. By integrating
constructs such as corporate image, customer expectations, and loyalty, the research enriches
the understanding of how intangible service dimensions affect satisfaction and behavioral
outcomes in a vulnerable demographic group.

Practically, the findings can inform local government agencies, service providers, and
policymakers in designing more customer-oriented and responsive elderly care programs. For
example, identifying which dimensions of service quality most strongly influence satisfaction
and loyalty can guide resource allocation and service improvement. Moreover, understanding
the mediating role of perceived value helps prioritize initiatives that improve both service
delivery and perceived outcomes. These insights can serve as an evidence-based foundation
for improving public service efficiency, enhancing elderly well-being, and fostering sustainable

community care models.
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Suggestions

Based on the findings, the following suggestions are proposed for elderly home care
service providers, policymakers, and researchers:

1. Service Personalization and Innovation Elderly care services should move
toward customized care plans that reflect individual health status, emotional needs, and
social preferences. Technology, such as telecare and mobile service tracking, can be integrated
to personalize experiences and monitor satisfaction in real time.

2. Focus on Emotional and Functional Value While operational efficiency is important,
emotional value-such as respect, companionship, and dignity-must be embedded into daily
care practices. Training programs for caregivers should emphasize empathy, communication,
and trust-building skills.

3. Corporate Image Management Service providers should develop a coherent brand
strategy that communicates reliability, professionalism, and community integration. This
includes public relations, consistent visual identity, community involvement, and transparent
communication with families and stakeholders.

4. Strengthen Feedback and Evaluation Systems A systematic customer feedback
mechanism should be put in place to continuously assess satisfaction levels, identify service
gaps, and implement real-time adjustments. These systems should include both quantitative
surveys and qualitative interviews to capture the full spectrum of client experiences.

5. Policy Support and Cross-Sector Collaboration Government and local agencies should
support the partnerships in elderly care. Policies that incentivize innovation, quality
improvement, and development of public-private workforce development will be key to
sustaining loyalty in long-term care services.

6. Future Research Directions Future studies should consider expanding the geographic
scope beyond Chongging to test the generalizability of the findings. In addition, longitudinal
studies would be valuable in understanding how loyalty evolves over time and how it is

affected by service innovation, policy changes, and demographic shifts.
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Integrated Marketing Communication Strategy Using Local Identity to Attract Potential Tourist

Segments in Pathum Thani Province

Introduction

Tourism has long been a key driver of Thailand's economic growth. In recent years,
revenue from the tourism sector has exceeded 3 trillion-baht, accounting for nearly half of the
country's economic expansion (Nation Thailand, 2024). Recognizing this significance, Thailand's
13™ National Economic and Social Development Plan aims to promote long-term sustainable
and high-quality tourism. The strategy envisions positioning Thailand as a premium destination
by integrating "Thai identity and culture" as a competitive advantage (Office of the National
Economic and Social Development Council, 2023). Globally, many countries have embraced
cultural identity as a unique selling proposition to attract international visitors, distinguishing
themselves in an increasingly competitive tourism market (UNWTO, 2022). Cultural tourism has
thus emerged as a vital alternative model, offering travelers meaningful experiences rooted in
heritage and local traditions (Richards, 2018).

In recent years, global destinations have increasingly focused on attracting quality
tourists both domestic and international who exhibit high spending capacity, value premium
services, and practice socially and environmentally responsible travel (UNWTO, 2022, OECD,
2020). Increasing the share of this market segment enhances tourism sustainability by reducing
negative impacts while increasing economic and cultural benefits (Gossling & Hall, 2019).
However, to appeal to this group, it is necessary to understand the key factors influencing their
travel decisions and the deeper values they seek. According to a 2018 study by the Tourism
Authority of Thailand (TAT), the country has an estimated 13.63 million high-spending domestic
tourists. Their destination choices are influenced by factors such as natural beauty, tourism
activities, and distinctive local culture and lifestyles. These findings underscore the significance
of cultural identity in shaping travel motivations among quality tourists.

Pathum Thani province, situated near Bangkok in the metropolitan region, offers a
wealth of cultural and tourism assets, including traditional Mon communities, ancient temples,
local markets, and regional cuisine. Its proximity to the capital makes it ideal for short trips or
day visits. Moreover, its cultural diversity and community traditions offer visitors unique and
authentic experiences. The Pathum Thani Provincial Strategic Development Plan (2023-2027)
recognizes these strengths and outlines goals to develop high-quality tourism through
infrastructure improvements, tourism route development, strategic promotion, and
community participation.

Despite these assets, Pathum Thani has yet to reach its full potential in attracting quality
tourists. Many cultural attractions lack connectivity, coherence, and readiness to support
extended stays. Environmental management mechanisms have strugsled to keep pace with
urban expansion, and existing promotional efforts are insufficiently targeted or impactful. As a

result, Pathum Thani is often overlooked in favor of more prominent destinations. This research

NIHTINYIMSIANTUMANG TN Y aAAT I



Vol.8 No. 1 (January-April 2026)

addresses the central question: how can Pathum Thani's local identity be strategically utilized
in integrated marketing communication to attract quality tourists and position the province as
a distinctive cultural destination?

This study aims to investigate the role of local identity and integrated marketing
communication (IMC) in influencing potential tourist segments travel decisions to Pathum
Thani.

Research Objectives

1. To examine the aspects of local identity that influence travel decision-making among
potential tourist segments visiting Pathum Thani Province.

2. To investigate the use of integrated marketing communication (IMC) strategies based
on local identity that affect the travel decisions of potential tourist segments to Pathum Thani
Province.

3. To propose The Integrated Marketing Communication Strategies by using local identity
to promote tourism in Pathum thani for potential tourist segments

Scope of research

This research focuses on studying local identities that influence the travel decisions of
high-income Thai tourists to Pathum Thani, examining integrated marketing communication
(IMQ) strategies that utilize those identities, and proposing effective IMC strategies to promote
sustainable tourism among the target group. The study’s population consists of Thai tourists
who visited Pathum Thani between 2018 and 2023, with a sample of 400 high-income Thai
tourists-defined as those earning at least 30,000 THB per month based on the 2021 data from
the National Statistical Office-and 12 key informants from local communities, temples, and the
private sector. Demographic characteristics such as gender, age, marital status, education level,
income, and occupation were considered in the sampling and analysis. The geographical scope
of the study is limited to Pathum Thani Province in central Thailand. The research was carried
out over a period of ten months.

Expected benefits from the research

This research is expected to yield significant academic and practical contributions.
Academically, it will enhance the understanding of how local identity influences the decision-
making behavior of high-income tourists, particularly within the context of integrated marketing
communication (IMC) strategies. The findings will contribute to the development of theoretical
frameworks related to cultural tourism, destination branding, and consumer behavior.
Practically, the research provides actionable insights for tourism stakeholders in Pathum Thani,

including local authorities, tourism entrepreneurs, and community leaders, to formulate

Journal of Management Science Pibulsongkram Rajabhat University




Integrated Marketing Communication Strategy Using Local Identity to Attract Potential Tourist
Segments in Pathum Thani Province

effective marketing strategies that highlight authentic local identity. It also offers a strategic
guideline for promoting sustainable tourism through experiential and targeted communication,
thereby increasing tourist engagement, extending stays, and generating long-term economic

benefits for the local community.

Literature Review

Concept of Local Identity

Local identity in cultural tourism in contemporary tourism is widely recognized as a key
motivator and decision-making factor, especially for tourists seeking novelty, authenticity, and
meaningful cultural experiences (Richards, 2021). Local identity not only reflects community
heritage but also serves as a strategic resource to differentiate destinations and create added
value in tourism marketing (Gao & Wu, 2021).

This study adopts five dimensions of local identity as independent variables: (1) way of
life, (2) food, (3) tourism attractions, (4) local wisdom, and tourism activities. These elements
can be perceived and experienced directly by tourists, influencing emotional attachment,
satisfaction, and destination loyalty (Stylidis, 2020). Prior research confirms that successful
experiential tourism design must offer tangible and relatable representations of local identity
that foster shared meaning between visitors and places (Tian, Zhang, & Wang, 2020; Wang &
Tsai, 2021).

Concept of Integrated marketing communication (IMC)

Integrated marketing communication (IMC) plays a crucial role in promoting cultural
tourism through local identity. Effective IMC must communicate the values, meanings, and
narratives of a destination in ways that generate awareness, understanding, and emotional
connection among target audiences (Kotler & Keller, 2021). Therefore, a strategic and diversified
use of IMC tools is necessary to reflect the multidimensional nature of local identity and
resonate with the media behaviors of high-value tourists.

Advertising helps build broad awareness and conveys symbolic representations of
identity, such as regional textiles, heritage festivals, and local architecture (Cowan & Spielmann,
2020). Influencers translate abstract cultural elements into relatable narratives using modern
formats, thereby enhancing engagement and emotional appeal (Taype & Fuentes, 2025). Sales
promotion encourages decision-making by bundling local experiences with cultural souvenirs
that add tangible value and economic motivation (Chang, 2017). Public relations strengthen
destination credibility by presenting authentic stories of the community through events, media
outreach, and collaborations (Ayalew, 2016). Online marketing reaches affluent travelers
through rich content such as heritage storytelling or curated Slow Travel itineraries (Botina,

Lopez, Estupinan, & Bastidas, 2023). Event marketing provides immersive, hands-on encounters
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with local culture such as food workshops, traditional crafts, and ritual performances in line
with experiential marketing frameworks (Hsu, Agyeiwaah, & Chen, 2021).

Local identity functions not only as a cultural attribute of a destination but also as a
value proposition that can be effectively communicated through Integrated Marketing
Communication (IMC) to create compelling narratives and influence tourist perceptions. In this
context, IMC serves as a strategic vehicle for transforming local identity into tangible,
emotionally resonant experiences that align with the expectations of targeted tourist
segments. As Tian & Speelman (2025) argue, place-based branding that leverages local identity
can significantly enhance perceived value and foster deeper tourist engagement, particularly
when the cultural elements are authentically embedded in the marketing message. This view
is consistent with experiential marketing perspectives, which emphasize that tourists are not
merely passive recipients of promotional content but active participants in co-creating meaning
through culturally grounded interactions (Botina Mora et al., 2023). Consequently, the
intersection of local identity and IMC represents a critical nexus for destination branding, where
cultural narratives are strategically curated and disseminated to shape tourist attitudes,

strengthen destination image, and ultimately influence travel decision-making.

Research framework

The conceptual framework of this study is based on the integration of two key
components: local identity and integrated marketing communication (IMC) tools, both of which
are hypothesized to influence the travel decision-making of potential tourist segments to
Pathum Thani Province. The local identity dimension comprises five elements: way of life,
food, tourist attractions, local wisdom, and tourism activities. Simultaneously, the IMC
dimension includes six strategic tools: advertising, influencers, sales promotion, public
relations, online marketing, and event marketing. By examining the combined effects of these
components, the study aims to formulate integrated marketing communication strategies that
leverage local identity to promote cultural tourism in Pathum Thani among potential tourist

segments.
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Local Identities

- Way of Life - Tourist Attractions
- Food - Local Wisdom

- Tourism Activities
Tourist’ Decisions to Visit

Pathum Thani
Integrated Marketing Communication Tools

- Advertising - Sale Promotion

- Influencers - Public Relation

- Online Marketing - Event Marketing

Integrated Marketing Communication Strategies Using Local Identity to Attract

Potential Tourist Segments in Pathum Thani

Figure 1 Conceptual Framework

Hypotheses

H1: Different aspects of local identity have varying effects on tourists’ travel decision-
making to visit Pathum Thani.

H2: Different aspects of integrated marketing communication have varying effects on
tourists” travel decision-making to visit Pathum Thani.

Research method

This research is mixed-methods research using both quantitative and qualitative
approaches. The quantitative method was employed to examine the influence of local identity
and integrated marketing communication (IMC) on the travel decisions of potential tourist
segments, while the qualitative method was used to gain in-depth insights into stakeholder
perspectives, thus enhancing the validity of the findings.

1. Population and Sample

The population in this study consists of Thai tourists who had previously visited Pathum
Thani province between 2018 and 2023. The sample for the quantitative phase includes 400
(Krejcie & Morgan, 1970) potential Thai tourists with a monthly income of 30,000 baht or more,
based on the National Statistical Office (2021) standard. This segment is particularly important
as it represents travelers with higher purchasing power, strong interest in cultural and
experiential tourism, and a tendency toward repeat visitation-making them a key driver for
promoting sustainable, high-value tourism in the province. The qualitative phase involves in-
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depth interviews with 12 key informants from Pathum Thani Provincial Tourism and Sports
Office, Pathum Thani Provincial Administrative Organization, local communities, temples, and
private tourism businesses in Pathum Thani. These informants play a crucial role in shaping
and delivering authentic tourism experiences, offering insights into local identity, community-
led initiatives, and the challenges and opportunities in developing culturally immersive tourism
products. The sampling technique used is purposive sampling for both groups, ensuring the
inclusion of participants who can provide meaningful contributions to understanding tourist
behavior and guiding strategic tourism development in Pathum Thani. The sampling technique
used is purposive sampling for both groups.

2. Tools Used in the Study

The research tools include a structured questionnaire for the quantitative part and a
semi-structured interview guide for the qualitative part. The questionnaire was validated
through expert review to ensure content validity and was tested for reliability before use. The
interview guide was designed to explore themes related to local identity, marketing
communication, and travel behavior.

3. Data Collection

Quantitative data were collected via online and face-to-face surveys administered to
the target group of high-income tourists. Qualitative data were collected through in-depth
interviews, conducted either in person or via telecommunication platforms, depending on the
availability and convenience of each key informant.

4. Statistics Used in the Research

Descriptive statistics such as frequency, percentage, mean, and standard deviation were
used to describe demographic characteristics and general responses. Inferential statistics such
as multiple regression analysis were employed to examine the relationships among variables.
The qualitative data were coded and categorized thematically.

5. Data Analysis

Quantitative data were analyzed using SPSS software to perform descriptive and
inferential statistical tests. Qualitative data were analyzed using thematic analysis, involving
open coding, categorization, and synthesis of emerging themes to triangulate and support the

quantitative findings.

Research Finding

1. Quantitative

The quantitative findings were derived from responses collected from 400 high quality
Thai tourists. The sample consisted of 58% female and 42% male respondents. A majority

(64%) were aged between 30 and 49 years, with 55% identifying as single and 40% as married.
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In terms of income, which was the primary selection criterion, 60% of respondents
reported an average monthly income of 30,000-50,000 THB, 30% earned between 50,001-
100,000 THB, and the remaining 10% had a monthly income exceeding 100,000 THB.

Regarding travel behavior in the past three years, most respondents engaged in one
day trips to destinations located in nearby provinces surrounding Bangkok. The average
frequency of travel was three to four times per year.

The primary motivation for travel was leisure and relaxation, accounting for 70% of
the responses. This was followed by culinary and cultural tourism (18%) and visits to relatives
or business-related travel (12%). The top three factors influencing destination choice were the
uniqueness and distinctiveness of the tourist attractions, the availability of delicious local food

and attractive cafés, and convenient access and proximity to their place of residence.

Table 1 The results of the multiple regression analysis of local identity factors affecting the

decision to travel to Pathum Thani Province.

Mode Unstandardized Standardized t Sig
Coefficients Coefficients
B Std. Error Beta
(Constant) 1.874 0.302 6.210 0.000
Lifestyle 0.119 0.060 0.115 1.985 0.048*
Local Food 0.059 0.071 0.042 0.829 0.047*
Tourist Attractions 0.164 0.074 0.144 2.213 0.028*
Local Wisdom 0.104 0.070 0.099 1.482 0.139
Tourist Activities 0.126 0.072 0.111 1.738 0.083

* p-value 0.05, ** p-value 0.01, *** p-value 0.001

A multiple regression analysis was conducted to assess the impact of various local
identity dimensions on tourists’ decision to travel to Pathum Thani province. The model
included five independent variables: local lifestyle, local food, tourist attractions, local
wisdom, and tourism activities.

The regression results revealed that the overall model was statistically significant (p <
0.05), indicating that these local identity factors collectively contributed to the explanation of
tourists' travel decision-making behavior. The coefficient of determination (R?) was 0.163,
suggesting that a meaningful proportion of the variance in travel decisions could be explained
by the model.

The constant of the regression model was B = 1.874, demonstrating a high level of
statistical significance (p < 0.001), indicating that in the absence of the independent variables,

the baseline level of tourists’ decision-making remained substantially positive. Among the five
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predictors included in the model, local lifestyle had a significant positive effect on travel
decisions (B =0.119, B = 0.115, t = 1.985, p = 0.048), suggesting that the way of life and cultural
practices of the local community positively influence tourists’ interest in visiting the province.
Similarly, local food was found to have a statistically significant influence (B = 0.059, B = 0.042,
t = 0.829, p = 0.047), indicating that authentic food offerings and regional delicacies serve as
relevant factors in destination choice. Notably, tourist attractions emerged as the strongest
predictor (B = 0.164, B = 0.144, t = 2.213, p = 0.028), reinforcing the idea that distinctive and
appealing sites play a critical role in motivating travel to Pathum Thani. In contrast, local
wisdom (B = 0.104, B = 0.099, t = 1.482, p = 0.139) and tourism activities (B = 0.126, B = 0.111,
t = 1.738, p = 0.083) demonstrated positive associations with travel decisions; however, their
effects did not meet the conventional threshold for statistical significance (p > 0.05), implying
a more limited impact in the context of this study.

In conclusion, the results underscore that efforts to promote Pathum Thani as a cultural
tourism destination should focus on enhancing the visibility and accessibility of unique tourist
attractions, showcasing the authentic local lifestyle, and curating memorable culinary
experiences. These factors were statistically validated as key determinants in influencing high-
income tourists’ decision to visit the area.

Table 2: The results of Multiple Regression Analysis of Integrated Marketing Communication
Factors Affecting the Decision to Visit Pathum Thani Province

Mode Unstandardized Standardized t Sig
Coefficients Coefficients
B Std. Error Beta
(Constant) 1.403 0.226 6.207 0.000
Advertising 0.107 0.095 0.085 1.129 0.260
influencers -0.033 0.084 -0.030 -0.397 0.692
Sales Promotion 0.057 0.072 0.055 0.785 0.433
Public relations -0.139 0.065 -0.140 -2.128  0.034*
Online direct marketing 0.271 0.085 0.252 3.210 0.001*
Event marketing 0.427 0.077 0.365 5536  0.000*

* p-value 0.05, ** p-value 0.01, *** p-value 0.001

A multiple regression analysis was conducted to explore the influence of six integrated
marketing communication (IMC) tools on tourists’ decisions to visit Pathum Thani. The analysis
revealed that event marketing had the most substantial and statistically significant positive
effect on travel decision-making (B = 0.427, B = 0.365, t = 5.536, p < 0.001), indicating that
immersive, on-site experiences such as cultural festivals, local events, and interactive tourism

activities are particularly effective in encouraging tourists to select the province as a travel
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destination. Additionally, online direct marketing demonstrated a statistically significant
positive influence (B = 0.271, B =0.252,t=3.210, p = 0.001), suggesting that personalized,
data-driven digital communication efforts are highly effective in persuading high quality tourists.
In contrast, public relations showed a statistically significant negative impact on travel decisions
(B =-0.139, B = -0.140, t = -2.128, p = 0.034), which may be attributed to inconsistencies
between PR messaging and tourists’ expectations or the perceived credibility of the
information sources. Meanwhile, advertising (B = 0.107, p = 0.260), influencers (B = -0.033, p =
0.692), and sales promotion (B = 0.057, p = 0.433) did not exhibit statistically significant effects
on tourists’ decision-making, implying that while these tools may support broader awareness
or brand positioning, they do not directly influence travel choices in a measurable way. Overall,
these findings highlight the strategic importance of experiential marketing and targeted digital
communication in attracting quality tourists to cultural destinations such as Pathum Thani

Moreover, the regression analysis revealed that the set of independent variables related
to local identity could collectively explain approximately 24% of the variance in high-quality
tourists’ travel decision-making (Adjusted R = 0.24). In comparison, the combined variables
representing integrated marketing communication (IMC) tools accounted for about 32% of the
variance (Adjusted R? = 0.32).

These proportions are considered policy-significant, indicating that both local identity
and IMC strategies play a substantial role in influencing the target group’s travel decisions.
Nonetheless, the findings also suggest that other influential factors, beyond the scope of this
study, may contribute to tourists’ choices and warrant further investigation.

2. Qualitative

The qualitative phase of this study, conducted through in-depth interviews with 12 key
informants comprising local experts and stakeholders in Pathum Thani, provided rich
contextual insights that reinforced and expanded upon the quantitative findings. Informants
unanimously emphasized the critical role of local identity-particularly elements such as the
Mon community’s riverside way of life, traditional pottery from Bangkadi, and distinctive local
cuisine like Rangsit boat noodles and Mon-style khao chae-in attracting high-income tourists.
These cultural assets were consistently described not merely as tourism commodities, but as
meaningful expressions of tradition and identity, warranting interpretation through deep
storytelling. The importance of conveying the origins, symbolism, and historical relevance of
these elements was widely acknowledged, aligning with the quantitative evidence that
lifestyle, local food, and cultural attractions significantly influence travel decisions.

With regard to integrated marketing communication (IMC), the qualitative findings
validated the statistical significance of event marketing and online direct marketing. Informants

strongly supported interactive and experiential approaches-such as community-based tours,
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cooking workshops, and local crafts-as effective tools for engaging affluent tourists. They also
recommended a strategic shift toward digital content dissemination via social media platforms
like Facebook, Instagram, and TikTok, in formats that blend creativity with cultural authenticity.
Additionally, participants highligshted the importance of using credible and locally grounded
voices-such as community elders and artisans-as narrators in marketing content to strengthen
emotional resonance and trust.

Synthesizing both quantitative and qualitative findings, the study concludes that three
components of local identity-way of life, local cuisine, and cultural attractions-exert a
statistically significant influence on travel decisions among high-income tourists. Conversely,
dimensions such as indigenous wisdom and general tourism activities were found to be less
impactful. Regarding IMC tools, public relations, online direct marketing, and event marketing
demonstrated strong positive effects, while traditional advertising, influencer marketing, and
sales promotion did not yield significant influence. Informed by these findings, the researcher
proposes two integrated marketing communication strategies tailored to high-income tourists:
(1) enhancing cultural identity through immersive, narrative-driven experiences and (2) targeting
niche audiences using credible, creative, and locally grounded digital communications. These
strategies aim to strengthen Pathum Thani’s positioning as a premium cultural tourism
destination.

Discussion

The study highlights the pivotal role of local identity in influencing travel decisions of
potential tourist segments, especially when communicated through tangible, experience-
based formats rather than abstract representations. Key motivators included way of life, local
food, and tourist attractions, aligning with Gao and Wu (2021) on the role of emergent
authenticity in fostering emotional connections. In contrast, local wisdom and tourist activities
had limited impact, likely due to outdated presentation or low visibility (Setiawan & Prayogo,
2023).

Strategically, the study recommends transforming local identity into immersive
experiences-such as participatory workshops, digital storytelling (e.g., TikTok, podcasts), and
annual cultural event calendars-consistent with value-based tourism emphasizing meaningful
engagement and sustainable impact (Wang & Tsai, 2021).

In terms of IMC, event marketing and online direct marketing proved most effective for
engaging potential tourist segments, while advertising, influencer marketing, and sales
promotions underperformed, likely due to message oversaturation, low credibility, or
misalignment with affluent travelers’ media preferences (Ulfy, Hossin, Karim, & Anis, 2021). The

negative effect of public relations was particularly noteworthy, reflecting issues like ineffective

Journal of Management Science Pibulsongkram Rajabhat University




Integrated Marketing Communication Strategy Using Local Identity to Attract Potential Tourist
Segments in Pathum Thani Province

channels, low trust, or audience skepticism, with qualitative insights underscoring the preference
for community-driven, transparent storytelling.

These findings support H1, confirming that different aspects of local identity have varying
effects on tourists’ travel decision-making to visit Pathum Thani, with tangible dimensions (e.g.,
food, attractions) exerting stronger influence than intangible ones. They also support H2,
demonstrating that different aspects of integrated marketing communication have varying effects
on travel decisions, with experiential and direct digital approaches outperforming traditional
tools.

Moreover, incorporating the Theory of Planned Behavior (TPB) (Ajzen, 1991) and
Expectancy-Confirmation Theory (ECT) (Oliver, 1980) provides deeper interpretive insight into
these findings. TPB helps explain why some IMC tools failed to influence tourists” attitudes or
behavioral intentions, highlighting gaps in shaping perceived behavioral control or social norms.
ECT, on the other hand, contextualizes the negative impact of public relations, suggesting that
unmet expectations regarding message quality, credibility, or relevance may have led to
disengagement or dissatisfaction.

Overall, the results reinforce calls for targeted, IMC strategies grounded in local narratives
(Sufa, Riyadi, Baruno, Priyambodo, & Brumadyadisty, 2024) and reaffirm that potential tourist
segments value authenticity, credibility, and knowledge-rich experiences (Butkouskaya & Wang,
2023). This underscores the need for a shift from mass marketing to insight-driven communication
that resonates with travelers’ search for novelty, cultural depth, and meaningful engagement.

Integrated Marketing Communication Strategies Using Local Identity to Attract Potential
Tourist Segments in Pathum Thani

Based on the synthesis of quantitative and qualitative findings, this study proposes an
Integrated Marketing Communication (IMC) strategy that positions local identity as the central
value proposition for enhancing the attractiveness and perceived value of tourism in Pathum
Thani. The strategy responds to the preferences of potential tourist segments, who prioritize
cultural authenticity, personalized experiences, and emotional connection. Five strategic
directions are recommended: (1) Develop premium cultural experiences by designing thematic
“Cultural Circuit Day” routes and adopting Slow Travel concepts to deliver niche, high-value
itineraries; (2) Transform local wisdom into curated high-end workshops that blend cultural
knowledge with wellness and creative expression; (3) Promote immersive storytelling using
digital tools and narrative design to foster emotional engagement and a sense of place; (4)
Employ data-driven cultural intelligence through the creation of a digital hub and Al-based

tools for targeted marketing and content personalization; and (5) Empower community-led
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tourism development via participatory design models, local ambassadors, and collaboration
with academic institutions to ensure sustainable and inclusive destination management.
Strategy 2: Promoting Niche Markets and Targeted Communication

This proposed IMC strategy is designed to align with the preferences of potential tourist
segments by delivering culturally meaningful experiences rooted in authenticity, originality,
deep learning, and sustainability. Communication content is tailored to reflect these values
and is delivered through five strategic components. First, crafted micro-experiences leverage
experiential marketing by offering personalized, hands-on workshops-such as khao chae
preparation and natural dyeing-that promote sensory immersion and transformative
engagement. Second, a digital concierge platform serves as a smart, user-centric trip planner
incorporating Al-driven itineraries and behavior-based suggestions, blending digital convenience
with humanized, local interaction. Third, community-led storytelling utilizes local voices and
digital platforms to generate emotionally resonant narratives, emphasizing cultural authenticity
over promotional messaging. Fourth, seasonal immersive culture initiatives-such as ritual-based
tourism programs and heritage-rich media-enable visitors to participate in culturally timed
experiences, reinforcing the notion of living heritage. Lastly, the strategy advocates
intergenerational and digital collaboration, engaging youth as cultural content creators and
fostering co-creation with elders through platforms like TikTok and school-based cultural
campaigns. Together, these components aim to position Pathum Thani as a premium
destination that offers culturally immersive and emotionally engaging experiences to the
potential tourist segments

Recommendations

To strengthen Pathum Thani’s positioning as a culturally immersive and sustainable
destination, local authorities should adopt a multi-pronged strategy centered on local identity
as the core of destination branding. Focused communication strategies are vital, involving the
creation of high-credibility, multi-channel campaigns tailored to potential tourist segments,
alongside modernized public relations based on participatory communication and transparency.
Establishing a digital tourism information center and fostering collaboration between
government, universities, and the private sector will ensure the delivery of authentic, meaningful
messages. Experiential product development should be prioritized by investing in hands-on
cultural activities such as Thai dessert-making workshops, craft-making sessions, heritage tours,
and creative cultural circuits. Policy and financial support must also target seasonal cultural
events with advanced promotion, improving trip planning and tourist engagement while
embedding sustainability and cultural preservation into all products. Additionally, community-
driven storytelling should be expanded by training locals as cultural ambassadors, enhancing
their skills in storytelling and service, and producing authentic content across digital platforms
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like TikTok, YouTube, and podcasts. Finally, recognizing that marketing communication alone
cannot fully influence tourist behavior, future strategies should integrate psychological,
motivational, and destination image factors to create a more comprehensive and effective
approach to attracting potential tourist segments.
Suggestions for next research

Future research should broaden its geographic scope to other provinces in the Bangkok
Metropolitan Region and Chao Phraya River Basin for comparative insights into local identity
and tourist motivations. Psychological factors such as motivation and perceived value should
be explored using frameworks like the Theory of Planned Behavior (TPB) or Expectancy-
Confirmation Theory (ECT). Longitudinal studies employing structural equation modeling (SEM)
are recommended to assess the long-term effects of experiential marketing on visitor loyalty.
Comparative studies between Thai and foreign high-income tourists may also reveal
differences in value perception. Additionally, the impact of emerging technologies such as
virtual reality, Al-generated content, and interactive storytelling on traveler engagement
warrants investigation. Finally, future research should apply more complex analytical models,
including interaction effects (e.g., Event Marketing and Lifestyle) and mediation analysis, to
examine how Integrated Marketing Communication (IMC) mediates the relationship between
local identity and travel intentions, using advanced techniques like PROCESS macro models or
SEM to enhance theoretical and explanatory depth.
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Abstract

This participatory action research was conducted with four primary objectives: to
analyze the potential and existing community capital of Ban Koh Hua Chang, examine the
needs and applications of the community’s capital in developing a creative tourism route
through community-based innovations aimed at enhancing the grassroots economy of Ban Koh
Hua Chang, develop creative tourism routes with community innovation to support the
grassroots economy of Ban Koh Hua Chang, and evaluate satisfaction with the creative tourism
routes utilizing community innovation to bolster the grassroots economy of Ban Koh Hua Chang,
Mae Phrik District, Lampang Province. The primary informants of this participatory action research
were 85 individuals from three groups involved in creative tourism in Ban Koh Hua Chang:
representatives from government agencies and local organizations, representatives from the
private sector and individual entrepreneurs, and representatives from community groups with
relevant experience. Research tools included a semi-structured interview and a questionnaire.
The data were collected through focus group discussions, in-depth interviews, small group
meetings, and practical development of tourism activities. The last eroup of participants

consisted of 105 external tourists, who

%
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provided data through satisfaction surveys. Data analysis involved content analysis,
categorization, descriptive statistics, percentages, and means.

The research results revealed that Ban Koh Hua Chang had five distinct potentials:
diverse agricultural occupations and local produce, particularly orange tangerines; potential for
development as a community-based tourism destination; high community participation in local
development activities; strong support from government agencies; and community networks.
The community's existing capital was significant across five key areas: (1) natural resources,
where the local environment and soil in Mae Phrik, sandy loam/loamy clay with good drainage
and a pH of 5.5-6.5 were highly conducive to growing citrus fruits, especially oranges, which was
a Geographical Indication (GI) product thriving on distinct day-night temperature differences; (2)
human capital with residents possessing valuable skills in processing and handicrafts; (3) cultural
capital reflecting the rich local wisdom; (4) social capital derived from strong community
participation; and (5) tourism capital, with the village actively promoted as an OTOP tourism
village. It was also found there was a strong desire to promote tourism. This would be achieved
by leveraging local identity and resources and developing tourism activities that focusing on
learning and experiential engagement for tourists, ultimately aiming to generate income for
community members. In terms of developing creative tourism routes through community
innovation to strengthen the grassroots economy, the research showed that the community
collaboratively planned the creative tourism routes. This planning resulted in creating 10 activity
bases, each representing an innovative product, designed as day-trip excursions. Finally, through
evaluating tourist satisfaction with the 10 creative tourism activities, the findings revealed that
the products most strongly reflected the community's identity. The venues received high
satisfaction, and the entrepreneurs were hospitable, emphasizing hands-on learning. Overall,

tourist satisfaction was at a high level.

Keywords: Community Potential, Tourism Route Development, Creative Tourism, Grassroots

Economy
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Abstract

This research aims to study the factors of electronic service quality affecting word of
mouth and the electronic word of mouth of high-end hotel customers in Eastern Thailand. The
study examined electronic service quality on five factors: content, interactivity, attractiveness,
visual appeal, and ease of use. The quantitative research method was used to collect the data
with a questionnaire responded by 437 high-end hotel customers in Eastern Thailand. The data
were analyzed using descriptive statistics, factor analysis, and structural equation modeling. The
results showed that five e-service quality dimensions consisting of attractiveness, ease of use,
interactivity, content, and visual appeal, had statistically significant effects on word of mouth
and the e-word of mouth at 95% confidence level. The results of this research can be used to
develop and improve marketing strategies to help increase WOM and e-WOM of high-end hotel
customers in Eastern Thailand.
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wazdedrrunasl f1uadad eslu (Reliability) Ta1A21:18 estuveanvuasuaulunndf
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A19191 2 PwukarIegazvenduitegufiulITeduyanavesiidinlswsuseAuuulunn

sy TuranUsuinelng
Uadndiuynnavesfidinlsusy U Sowany
\We
- 978 212 48.5
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-3 Ay 44 10.0
- 1NN 3 A 32 75

vo9lsausuienunan=

- Agoda 88 20.1
- Booking.com 218 49.9
- Expedia 93 21.3
- Traveloka 38 8.7
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-teenin 1Y 179 41.0
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- o ilvideyaiidniau asudau 4.43  0.59
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- uannsaldneuiuwesiuliegeayainuaysinsa 433 0.69
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IaLau
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msuenserudedidnnsefind (Cronbach Alpha = 0.871) 359 0.88
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B P B P

1. ﬂmmwmmﬁam 0.11 0.04* 0.20 0.00*
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AMAmNIsUINTIeBiannselind  msusnseuuuwBeyuii n1sUsnserude
99159 INTZAVUY (H1) didnnsaiing (H2)
B P B P

2. MydUFAuius 0.46 0.00% 0.18 0.00%

3. Anuaula 0.12 0.03* 0.22 0.00*

4. MIAIRAN LR 0.03 0.58 0.14 0.03*

5. aAnudrglumsldau 0.28 0.00* 0.19 0.00*

*p < 0.05
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Abstract

Auditing standards play a crucial role in enhancing the transparency of financial
information and building trust in capital markets, both domestically and internationally. Thailand
has adopted international auditing standards and integrated them with local requirements to
align with the business and legal context of the country. The "Big Four" firms Deloitte, PwC, EY,
and KPMG-have played a key role in advancing these standards. They also promote the use of
technologies such as Artificial Intelligence (Al) and Data Analytics to improve the accuracy and
efficiency of auditing processes. The main challenges in the future include rapid technological
changes, increasing stakeholder expectations, and new regulatory frameworks. As there are still
significant opportunities for audit development through investments in technology in Thailand,
upskilling of audit professionals to have high-quality auditing standards and reinforcement of
ethical standards within the profession can help reduce the risk of fraud and strengthen investor
confidence. Future recommendations for auditing development emphasize ongoing professional
training, the adoption of advanced technologies, and international collaboration. These
strategies aim to elevate Thailand’s audit practices to align with global standards and foster

sustainable trust in the capital market.
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1. n13Usulduinsgiuaina (International Standards on Auditing - ISA) W uuasguns
nsaeulnyTlulssnelnglisunisusuldan International Standards on Auditing (ISA) Seiamun
1y International Auditing and Assurance Standards Board (IAASB) n1elé n1sAnnu AWAUBY
International Federation of Accountants (IFAC) 1A 3§14 1SA L uuuanisszdvaina 19y
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N3EUIUNINTIREeuUnd Welinsadunuiaunmuazaiuisadseudisulalusgduuiunya
(IFAC, 2023) dwsuusemelnednmnnsgu 1SA udszyndldinunisiiuguaresan1indndnydlu
NILUTUIYUTUS (FAP) Faflunumlunisuiuilemuasdennunlvaenasesiungunelng 1gu

v
(Y

N5E51YT Y AN1sUYY warnses 1ol @919 Uy vall ISA ATOUARUNTEUIUNITANAY

Usenausmie ISA 315: n1sseynasysziiuanudesnidoddgy (Identifying and Assessing Risks of

<
v A (=3

Material Misstatement) ISA 700: mﬁmﬁ’liwd'lwg”aauuigsuLLaxmaLLammwmu (Forming an
Opinion and Reporting on Financial Statements) wazn15lgu10551u ISA ¥aelin1snsraasulu
Ussinelngannsoudstuldlusedvaina wazdasiiuanulusdalumenumeniniu dadu
Uszlevtsonisiananisasuaindiaseina (FAP, 2023)

2. 1193551150 TRazn1531891UN1911543 (TAS wag TFRS) iiuniasgiuntsdadlu
Usemelneldiuanisann International Financial Reporting Standards (IFRS) lngsauuasidu Thai
Accounting Standards (TAS) iag Thai Financial Reporting Standards (TFRS) Famvualagani
Audndny? Yadedunnsgiudfuansenudidy Usenauday TFRS 9 (1A% eafion1anisii):
AsauAquMITUE M3Tayan wasnsdamedeyaiioafuaunindamsGuuasniiaumnsiiu
Tnefnsiusosnisdesrvesduningvnanisiiu TFRS 16 (Fyaydn): Amualifiindesiug
unsndansnisld (Right-of-Use Asset) uaznilauandayaitilusuuanigiuensiu uaznsufis
a1 TRRS vhlimenumiensiiuresuiivlussmelnefianuindofouasiusdamniu venani
FaoulinTdoadlaitnsnnaseudeyaiidudou 1wy malnnesiyarigfisssu (Fair Value) was
nsUssfiuauidseaaiaiionnanisiiu (Pwc, 2022).

3. GﬁaﬁmumﬁuLam’maﬂﬁm%wﬁmﬁuﬂismﬂ"lmsJ Judsuenmileain 1SA, TAS way TFRS
anmivAndndlulsemalnediesndeimunifisduiiosnszfuanniwnseseaeudydlrimnzas
fuanmuandesluuszima Usenausae 1) wuiujoalunisussduanudssduniswenduuay
N1319N3518919N15R8U (Anti-Money Laundering : AML/ Combating the Financing of Terrorism :
CFT): Amuslvigaeudaifesssiiuanudesifsrtestiunisweniulusznitamasaaoulnd
\ioUfURmutemunvesnguunefiieades (FAP, 2023) 2) derfmuaduaiesssuuazanuiy
gasyuets aoulnd: §asulyddeslUuaAniu Code of Ethics for Professional Accountants
Fasmdeniamdnidssanutaudmimatsglevdiaznisasanududasslunndunouvos
n13ms198eU (Deloitte, 2023) uay 3) Formumiiudiumaiivaeiuarnindefolunszuiuns
AvvdsULaratiuayum s IniyTlulsemelngegnadadu

unUmYas BIGA Tuuszmalvne (Role of BIGA in Thailand)

1. M3 nsgulugmMsuoR (Implementing Standards in Practice) BIG4 Siunuimdndsy
Tun1511119557UN159599@0UTYT LU International Standards on Auditing (ISA) kazuIRIgIU
M3y siulng (TFRS) lUUfiRlussdnging 4 lnefidmneielinszuiunsmsaaoud]
A MLazULTedie ol BIGA LifigauAufoamuunsgiuimmun uiddnsiaunuyjoad
wnzaufudnuargsiviulszmelng Wy nsasieaeugsianinmdudeugs Wy giasuns
A15:3u wazuSEnaangeulunaiarannsng (PwC, 2022) Yenand BIGA Hwhausmiunine sy
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UNUINURINIRIgIUNISRTIRdeulyTlulsenalve : nsenszauanulusdlauasiasuaing
anudesiulunaanu

Mfugua 1y anindndd uazaatavdnninduisussinelng (SET) eaduayunisuiulye
wwsgululsewelvidisuminaina

2. MmInauIyaaInsluaeunsiageu (Developing Audit Professionals) yaainsluaneeu
AT19a0UY04 BIGA LHunguitldunisiineusuedraduna weliidlawazufdAnuunasgiu
nMsnsRaeULarsnunssiuluseiugs nednsamululusunsunisiineusuiiaseunquiiide
#13 9 Usgnausne 1) mellnnediauidsmnamsiiulaznsnadey msi3suiifeafunmsgu
ISA waz TFRS 2) naswauainesad1uwmalulad wu nsldia3 eedo Data Analytics waw
3) msativayuliupainslasunandividnsyduaina 1w Certified Public Accountant (CPA) ua
Chartered Financial Analyst (CFA) FstaensfununimueanisasvasulyTlulsine (Deloitte,
2023)

3. mM3ldinalulad 1w Data Analytics waz Al (Leveraging Technology: Data Analytics and
A) BIG4 \Jugiinlunsiinalulagunysuldiunssuiunisasinaeuiydluusendlne Taedunisld
Data Analytics wa e Artificial Intelligence vit eanA11uF Ut oukazii uUszdns anlunszuiu
nsnsIvaey feg1ensldan Ussneuse 1) melesizsideyavunnlvg (Big Data) ieszyguiuy
Adaunaluganssy 2) msvsuduanudoalasld Al osgyd Ui o198 mud vage
3) n15U1 Robotic Process Automation (RPA) 1193 lun1ssiusinkazyszatanadoya way
a) mstunaluladimarduuulflifsssiuanuuiug widseannaildlunssuiuns
AT1980U (EY, 2023)

4. NM33AnNsANILABAZASE5I5Y (Risk Management and Ethics) BIGA Tsfanudndayfiu
nsumsanudsazfoanuaiessmetianseasn ilesniduladvddyiidemane
miLdofiereauTen fegrauumeiild Usenaude 1) nstleatunalsslmiviudousewing
Faeudaydriugnin 2) n15UfURnna Code of Ethics for Professional Accountants 7ieenlag IFAC
Farfueufednd armidudass uazananduiieandn 3) mmsaaeunislussdnaifielriiuladn
nszuaumMahamdulununasg Fsuenani BiGe SieadreTausssuiidnasunsufdiag
2385570 IUDIANTAY 9 thumﬂﬁﬁﬂﬁﬂmLLazﬂ’liaUﬁug’{U%mﬁLﬁaaﬁ’ULLu’mﬁﬂ’aﬁﬁ (KPMG, 2022).

BIGA Hunumdidglun1sununsgiunsnswaeulUufun nmsiamueains Matimelulad
Ul uazmsinmsenudsuarasessy unumimailifismensefunsruiunisasvaey
Tudszelng usdssairsmnudeiuwazailusdalunaanu Faluthdvddydemadulama
wisegnaluszeren

anuimeuazlanialuaunan (Challenges and Opportunities)

1. n19.Wa suwvasmianalulad (Technological Advancements) n151UE suwUaInIg
wielulaBognemnss wu maiamundygyussivg (Artifical Intelligence - Al), mﬁtmwzﬁ%’auua%u
3¢ (Advanced Data Analytics), uaginalulagudenisu (Blockchain) ldinund sfsnamimeuas
Temaluansaunsisasudydluvszmdlne Tasanizogned ¢ nsvunaluladunldegiad

v

Usedngnn: viEnnsnaeulyidesamuluniesomalulaguasimuiupainsiie bidlvinuely
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ANShIUBENMINEdl (PwC, 2022) miiﬁmimwm?{mﬁwummﬂaamﬁa%aﬂa: n133amsdoya
FumnluszuuAdviaviliiAnanudssdulewes waznisgalaudernuanines (EY, 2023)
N15ENTEAUNTEUIUNITATIVADY: N15LTimalulad 1y Al wag Machine Learning 91858y
auAaunflugsnssuldegeriaduazusiugt wagnsifindszansaimnisvinau: Blockchain
aunsndisannaiililunismssasulnemstuiindeyaitliausadsunadldluy ndunou
(KPMG, 2022)

2. anuanemisangiidanlddmuide (Stakeholder Expectations) dlutiagiiu fildwlsidw
Ao 1wy dhamu niisnuiifugue waraatiunsiu feweanaiigaduieatuamlusdanas
mnudefiovesnsanumanisiu Uszneuse 1) mméfadmsawmuﬁmaumqumnsﬁu: Adldula
E‘f’mlﬁSﬁaﬁﬂﬁﬁﬁayjaﬁgﬂﬁdﬁEJ’JﬁJUﬂ’J’IQJLﬁISJWWQQSﬁ%LLa%Naﬂi%WUﬁiaﬂ’J’mﬂbﬁgu (Sustainability)
2) usanadusieRmIINIUATIIABY HaeudaTreilRnuetsseuneuriiondniesteRamainuie
n13iesses (Deloitte, 2023) 3) Iam?ﬂumiaﬁ"wmmL%Iaﬁ"uiumamnu: A15ADUAUDIAMUAIANTI
othamnzautiseiaeud esuvesinasuidusassieusama uay 4) msiulavesuinms
Tnd 9 19y 51 AUS AwLA 89U ESG (Environmental, Social, and Governance) i indsla$u
arwaulasndulunguiasmu (EY, 2023)

3. mMsviudAsengseideulni o waganmuindoussna (Adaptation to New Regulations
and Business Environments) M351U& sundasvesngszifounazaninuindeumiegsia Meiiy
n15USuUTmasgIU TFRS wazngsetlouduns dnansenusenisnsivasulatlulseivelny
Usznousne 1) maufuisesnnsgiulmifiddayesamnnsgi TFRS 9 uax TFRS 16 filudsuisns
TATMIUNITRULAEN1TATIFADU (FAP, 2023) 2) N153ANITANUTUTDUVBITINITINYIA: ﬁq‘iﬁﬁ]‘ﬁl
sudunsluvarsussinadesujiinungssifoviivainvats Jafiuanuduseulunsasasey
(PwC, 2022) aillomalunisadrsmnuldiusoumenisugsdiu U%@’mmmaauﬁaﬁﬁmzmaﬂ%’u61’3151’
sdazannsafagegnalugsiefidudeulfinniu uas 3) Maeduaismnmindediolussiuana
n1sufuRnumasyiulmitisenszauinsgunisasasulydlulssmdalneliaenndesiusseiu
YUY

wansznuiaaulusdlanazauidasiulunaiayu (Impact on Transparency and Confidence
in the Capital Market)

1. nsenszauANuluslavesdoyanieni1siiu (Enhancing Financial Transparency) A3
Anuldsdlanenisiuieduladeddglunisasisanulindaves{Tdulddudslunainnu
IRIFIUN1INTIvEuTYTlulsemAlve 1wy International Standards on Auditing (ISA) wag Thai
Financial Reporting Standards (TFRS) ¥ 28 A uALN a9l bazhuiIn1ug u'a 7 TaLaudInu
nsnsavaouarnsilamedeyanisnsiiu wagnisldunnsgiu TFRS 1wy TFRS 9 (1n3esilonns
N1913U) waz TFRS 16 (Feyey1dn) Hrelisssuninisiuvesuisnaanzidouludszmalneannsa
azvioudoyavnamaiuldegagniomazasandesiummiiuais (FAP, 2023) Yeyaiifianulusdla
d9asanauliauuinsvestaya (Information Asymmetry) s¢317 7145 U3 Msuaz s aayu
(Bushman, et al, 2004) wenane n1senseauaNlyTddadirisdaaiunisinduguaianis
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UNUINURINIRIgIUNISRTIRdeulyTlulsenalve : nsenszauanulusdlauasiasuaing
Anudeiulunaiavu

o w

(Corporate Governance) luu3sn Fadutadeddnlunisasiausssuesdnsiiiumudednduas
ANUSURAYDU (PWC, 2022) T,mJLawwﬂuqiﬁf\]ﬁﬁmm%%@u WU §3515UIATHATUTENT 1N
fonsseaudeyantansiiuiilsdaraslidamuanunsadndulaldegefideya (EY, 2023)
ieannudssiiinanmsdaideudeyavionisyaialunssumensiiu

2. anudoriuvestinamuluseAuUszmALazUIUINA (Investor Confidence at Domestic
and Intemational Levels) Anadesiuvasinamuinnuideslodasnssivmulusdavestoyanis
M3y MsUfoRnmmnsgrunsnseseuydasliteyaiituauslunaianuiinnnuundede
dsmalidnasmuiisludssmauagansszmaiaudulamndvlunsamuludssmalng asd
wansznusieaadesiulussiuyssinalaeidnamululssimamansadiuladiuisnaang iDous
nsuimsdansiinuaresudeyaiignieauazasudiu sareyululsuimdlnediafosnmanniu
ilesninamuannsaysuifiunnudssuaznaneuunildegnamngan (FAP, 2023) Saflansyny
somnudesiulusziuunnunfiasguiiifisusinana 1wy ISA wag IFRS aeliuisnluuszinelne
ansafaganisamuaintnamumeildundu denmsseuiuluinsgiunisnsaaouuay
srenumansiudisifiuanuidefevesUssmalnelugiusaudnaranisasulugiang (Pwc,
2022) 1@y U3sniiegmeldnisasieaeuves BIG annsaairsausiulaliifuinamuitsnenuy
MensRulFFUM AT IR UMNIIASEILaNG Fetasanmnuidssiudeyarianaiauazaiisdlenaly
nsasuluszezen (Deloitte, 2023) fiafimssnszduanulusdavesdoyamenisiuuaznisadie
armdesuliutnamuiilussiulssmawarunmidunadnsdidyvomnnsgunsnsaaey
Ydluvsenelve nsusulduimsgiuaina iy ISA uaz TFRS Yretaiuasnannulusdlawas
mnsdeiovesmananule alunumdrdgsiemsianiiasugiuaznisiganisasulusuian

unay
Wmsgun1saTRaeullulsewmalnediunuimddglunisenseduanulusslavestoya
msmsiusarairsanudesiulunainyu waluseiulspmanazunned msusuldinasgiuana
L% U International Standards on Auditing (ISA) tha¥ Thai Financial Reportmg Standards (TFRS)
imaamaiwﬂi guunInTdeuliydfinnuaesandesiuminsgiuaina Hefiuaruinidedeuasan
muidssiitsatesiunisindeudoyanmanisiu mmiﬂiﬂaummamLasmmsmﬂuauam}ms
(Corporate Governance) wagifinnrusiulaliiutinamu Jadutladeddysensiauinainnuly
Usuunelng Bnvaunumues BIGE GaUsznaudie Deloitte, PwC, EY uag KPMG ﬁ?uﬁﬂﬁ'zyﬁﬂugmx
FUiTRNuThmasgulugnsUfoRess Bica liieaudliinisasieaeuiisonadesiiuninsgiu i
I%LWﬂIuIaﬁszfuqq \%1 Data Analytics waz Artificial Intelligence (A) 17t a4 uUs¥ANS A Muaz
AUiET N TTUIUNNIATINEDY UBNINE NIRAUIYARINT LU EIIUATIVEDULAZNITUTING
fﬁ'mmsmmL?{&JaLLazaﬁaﬁismﬁLﬂumﬁﬂisﬂauﬁ’lﬁ’zgﬁﬁd’a&J&Jﬂixé’fﬂﬂmmwmamwmwaauﬁzﬁh
Uszwialve egelsfndadanuiimediseandey Wy nsiudsuslamiavalulad anuanwis
Adutunngfdnlfdmids uasnmsuiuidengsudeulnl 4 uazanmwndounsgshaiidudou

NFATINGINTIANTUMNING IRV AYSHIATIY



Vol.8 No. 1 (January-April 2026)

gAY

a1y

ANasatunsUTudvesusEnassaeulgyduazyrainsiuigdndazidungus
gnsiauna1anueg19diEy

LONA191984

Bushman, R. M., Piotroski, J. D., & Smith, A. J. (2004). What determines corporate
transparency?. Journal of Accounting Research, 42(2), 207-252.

Deloitte. (2023). Building trust through transparent reporting. Retrieved January 27, 2024, from
https://www2.deloitte.com

EY. (2023). Enhancing confidence in financial reporting. Retrieved January 27, 2024, from
https://www.ey.com

FAP. (2023). Standards and guidelines. Retrieved January 27, 2024, from https://www.fap.or.th

IFAC. (2023). International standards on auditing. Retrieved January 27, 2024, from
https://www.ifac.org

KPMG. (2022). Audit technology insights. Retrieved January 27, 2024, from https://home.kpmg

Porta, R. L, Lopez-de-Silanes, F., Shleifer, A., & Vishny, R. W. (1998). Law and finance. Journal
of Political Economy, 106(6), 1113-1155.

PwC. (2022). Emerging trends in audit technology. Retrieved f January 27, 2024, rom
https://www.pwc.com

Journal of Management Science Pibulsongkram Rajabhat University




UNAMUIVING

] = a o a & a v o 1'%
N1SNBDINYATIIMUS TTUNMUUNATNUEILINADU

o Al

Junlasuduatuunay: 25 wwieu 2568

o o < Pk
FunudlauFudsaunanu: 7 nsngiau 2568 aeaan lugay
TufinousuRfiuniuneay: 19 ey 2568 SaYE 1199599 UALFNHNT HOAFTIA

WANgAINITIANIAU Unudin Imedeuinnssun1sdans
wmInendeialulagnvuseasnulnduns

UNANED
mem%mmiﬁﬂumsﬂwLauamwiadLﬁ&nﬁﬁmﬁﬂ%'uéfﬁuLmusﬂaﬂiuﬂﬁ]@ﬁ’umﬁmmﬁﬁm
fudwnden Faldfmsuinmsvieadienansueush Alvanuddyiunsvieadienfisidanisveadien
flannsudesfitvansusulaoenles (CO,) annsUanudesuafivainnisvissiion ileangaumgdl
La?{amaﬂaﬂﬁLﬁuqqsﬁuaﬂwmmL%q Lazegerelie muuHuTRATYERauAzdIAILA atuTl 13
(W.f1. 2566-2570) iFean1sannisudesfmdeunsyaniosas 2 el Wunsviesiieafifinnusuiinveu
HONM33N®I595UUA wagndnidsanisadisuansenud wwaviineliiAnanudemenienisviane
anwIndeunesssund weliiAnnisauiessdedu daduuuimefiesdnisanuszeui
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mssnwiendnuainieiausssy warduasunginssunisieadietiifuiinveu vilsinvieadiedldsu
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Abstract

This article presents tourism that adapts to present global trends of tourism focusing on
the environment, providing low-carbon tourism which aims to release lesser carbon dioxide
(Coz) and pollution in order to reduce the average global temperature which is rapidly and
continuously increasing. The trend is in accordance with the 13" National Economic and Social
Development Plan (B.E. 2566-2570), which aims to reduce the release of greenhouse gases to
the rate of 2 percent per year. Tourism should be responsible for the conservation of nature for
sustainable development and avoiding the causes of negative impacts such as causing losses or
destroying natural environment, as emphasized by the United Nations and the World Tourism
Organization. In addition, cultural tourism not only helps to distribute incomes to the rural
communities but also institutes an important mechanism of the unique cultural conservation
and promotion of responsible tourism behavior, which should give tourists real ancient cultural
experiences. Simultaneously, tourism should help reduce environmental impacts, promote
community economy, and raise the tourists’ awareness of the environment during their visit.
Thailand aims to reduce the emission of greenhouse gases to 20-25 percent within the year
B.E.2573 and also reduce the impact of climate and environment change on future tourism
industry.

Keywords: Low Carbon, Tourism Cultural tourism, Greenhouse Effect
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Tugailagtumsiasuulasanmgiiemeuas tymaunadounatadulssifuddyiivilan
Tianuaulasgrann gramnssunsvieniisndundduniadiuilindanuguaziassmsvey
SN dmansenudeduinden Taean1zainnsvuds 15uss waefanssusg 4 (Wandss
AU§I159, 2568) UssﬂauﬁuLLuﬂﬁquﬁﬂsimaqﬁﬂﬂaaLﬁaaﬁm?wuﬂaqlﬂ Ausznoumsliananse
wudzuguiloald Tnonsedadesdl ‘aunane meosvwihideutssanu widondumesidniu
sUuLrInsvhgshalmiTufadu SufeszuuiasugRauuuiiFoniudn Peer-to-Peer w3090
“lew aundslugiiftow’ Bnaunils ieuSensruuiasgRULED sruuATYE Rl
57113 (Collaborative Economy) (UnULuas JUNSUNSALY, 2562) Ussmﬂlmmfuﬁﬂzymé’m?aLL’mé’au
Fefuultuazreefauiutuluewan

ﬁ’dﬂgu?iﬂﬁmmﬁﬁagLLax‘wmmuLLﬁ”LGUﬁzymﬁwin LLﬁLLﬁiqmammﬁumwiam.ﬁmm%
mMaAumalugund sioufsndunan Tifiunumediamnnlumsifumsluduvawisaiiendadu
wAdeMIRALNgRamMNTTINTViDNTisegedsdulne s Iduiuvdwionilen finusy nsvuds
warladaind deilmnudududeserdoniafumsdyasseninsfuegrudussuuii oatuayy
nsAiunsvesgnamnssunsvieafiealag s

zfimsuiuanmnsdansiteringgalmiveanszualaniiudeuly (Paradigm Shift) aandany
vslnadsudingyadenniieneisdandemduddy dufu veuiwmvesmsiamnisvendien
ﬁdmmaUﬂquadﬁﬂixﬂaunﬂmumadmiviaqLﬁa’m%ﬂﬁnaﬂﬁwﬁnﬁamiﬁ’mmmwimLﬁlmﬁgwm
ﬁaaaﬁémméﬁu (Al Tourism should be sustainable tourism) (Dowling, 2015)

anmylanfou (Global Warming) Aeanmizfigumgiiadsvedlanifiuiuainnaziiounssan
v3efisdnAuluiio Green House Effect aflanmmannisiwiludiannissunumsnssufiugudiiu
wiennnsenindvendemdsiinning 9 saluiiszuuladafindnisvudwasnisudesuaiivly
Tssnugaanvnssy Wumelifuiiafemivoulaeenles uenanifusyudddlffufelungulu
n¥avanlyd (N0) warmAaslsngeaslsaisuau (Chlorofluorocarbon: CFC) Wludn nwieuiunisdals
viaeUrduausni eadanmaznlifuay wdiRunnd und vilnalnlunisany3una
fraensuaulaoanladoanluanusssnia SsimiFeunsvanuariizudoglutuusssimauas
nosgaduSsEBUIIAlY wiuflezgnudeseenlumnduussenmalan dwansevulifnlandoungd
aulasymadonldde wivgiinssusdidoanmsuanUdesinmiiaunszaniusganiisens
uasasnauUsuiisdounsyan Adsdundudsnaiududidunaunant fouyudisdu
(nsugafisudnegl, 2551) wWu Usingnisalieatlyneliinnansenulaenssiessvuiivaavedlan
AuLUsUsIuTeInzuaauaznsinaisurenszsuainfifuniu ervdmalfAnnsudsunlas
anngiionnAvedlanag1aguuse 1w nsiiamy Seuds lndn viderwi Faufesssuvfidama
ﬂ'a:mwiammLfﬂuagmaﬁﬁaé’m’imauawqwé uaﬂﬁ]’1ﬂﬁyﬁlwi’ﬂﬁt,ﬁmﬁwmuwﬁ'swdumuu'1
Tnsiawizituiiguusiiheniilifenafuiivualng Seldannsosesiuuadluiuaunld
(aviend Fana, 2564)
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fofu mudufideminenssssurdawndennazannzlaniou ﬁﬂﬁvmﬂimﬂﬁ’ﬂaﬂ
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Abstract

This research aimed at studying the effects of online marketing, service quality, and ESG
practices on customer loyalty and examining the level of clients’ opinions on online marketing,
service quality, ESG practices of the hotel industry in Sukhothai Province. The subjects were 385
hotel users in Sukhothai Province selected by convenience sampling. The data were collected
by using a questionnaire and analyzed by using descriptive statistics and stepwise multiple
regression. The results revealed that the online marketing factors affecting customer loyalty of
the hotel Industry in Sukhothai Province were creating channels for information requests and
making consumers interested in products, which could predict loyalty by 5.60 per cent. The
service quality factors that influenced hotel user loyalty in Sukhothai Province were providing
confidence to users, and reliability and trust, which could predict loyalty by 13.39 %. In terms
of practices of ESG, it was found that the environmental variable can predict loyalty by 18.70%,
with statistical significance level of 0.01. Also, the clients’ opinions on online marketing, ESG

Practice, service quality, and loyalty were at the highest level.
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*p < 0.05, **p< 0.01
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HANTENUTBINMINaIneaUlal ANATNUINTT wag WINIURUR ESG Aoaudnfvesylduinis
nsdifinyngalszandlugnavnssulssusuluiminaluy

fudstadunsnaineeulay vanua 5 6w wuin § 2 1w Ae dunisadisesmili
gaunudaya (Xms) wazaun1svilig uslaeaulaluduan (Xmy) dewasierudnsvesiuilaa
gramnssulssuniuimingluiy egrsdifoddamaatnfisedu 0.001 wagRiarsanel R = 0.056
FsannsoeSureamiuiuwsmsnaaesulaiidwmaiemuinivesglivinsgpamnssalsausy
Tudaninglasield fovar 5.60 TnsanunsadoudunensaflugUesuuuiu fil

-~

aumsngnsalazuuuAy Y = 3.888 + 0.299 (Xms) - 0.186 (Xm,)

aydlir myliengviaundgiu wuin Msasvesmsideumudeyadmarodinanonusing
vosuilan sesamdusumshligfuslnaaulaludud Taofidas 3.888 Tnenisairevesynali
aounudeyadswariamuAnfunniy Srdulszansannes 0299 uvagiinshliguilanaulaly
dudn ferduusransonnes 0.186 FeilrnAnaueraaziioufanislinagnéidesairajaisanuadls
vosliuinsusliaenadoatunnudesnsiuviass

4. MsNedeUANNAFIL 7 2 AuAMUINIS denadeaudnAvedlduinislsausuly
Jaminglovie dawandlunisng 3

A15197 3 ANFUUTEANS AaNduNUSNITINDENVAMLUUT UABUVBIANAINUINSA LY nenTal

ANUANG
s b S.Eb B t P Tolerance VIF
(Constant) 2.277 0.271 8.417** 0.000
X 0.284 0.052 0.282 5.457** 0.000 0.360 2,777
X2 0.175 0.057 0.157 3.050** 0.002 0.472 2.119

R=0372, R°=0.139, Adj.R*=0.134, S.E.s= 054215 F =30.752
*p < 0.05, *p< 0.01

s U3 havun 5 d1u ot § 2 dw Ae dunistiausiulasedlduinng
(Xq3) wazsuaanindefiowazlinngla (Xq2) dwmardennuindvesfuilnagramnssalsausuly
Fmiagluviy ogrelifodfamneaiffisedu 0.001 uazfiansaund1 R2 = 0.139 Fsau1sneduien
anufuuUsRan Ui Tidsaremuinfvesgliuinisgramnsalsusuluimingluield Yoo
oz 13.90 TnsanunsadeudunensoflugUasuuuiu feil

aunswensalazuuui Y = 2.277 + 0.284 (Xqga) + 0.175 (Xqp)

aguléin medemeviainAgm wuit funistimnusivladedlduinig dsmasiodmasionna
fdveaifuslan sesaandusumnmindeiouaslinda Tnefidasi 2.227 funislimnusivlade
Jlduins fiduuseavsonnes 0.284 dawasionuinduinniiduanuudefeuaslindaden
duusyAvisanney 0.175

5. MINAFUALNATIUT 3 UWINUTRA ESG denaronnudndveslduinislsausulu
Fwingluriy fuandlumsnsd
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A15197 4 ArduUsEANTanduiusnIsann el UUTURoUYRWINIUAUR ESG Wildwensel

ANANA
s b SEwb B t P  Tolerance VIF
(Constant) 2.429 0.204 11.904%** 0.000
Xeq 0.442 0.047 0.433 9.401** 0.000 0.651 1.535

R=0.433 R’=0.187 Adj. R>=0.185 S.E.s=0.52588, F =88.381

*p < 0.05, **p< 0.01

FUUSIINIUATR ESG amua 3 du wud £ 1 fu fe dudaanden (Xeo) danasio
anufnivesiuslnngnamnssulssusaludaninglovio ografifoddymisafidfisedu 0.001 uas
#3007 R2 = 0.187 FeanunsnedureAIAMuiukUINIUFTANS ESG Aidsnasoauinives
dliuinisenannssulsusuludminalusisls Sesaz 18.70 lnwausalewdunensallugy
AzuLuAy Fol

aunmawennsel Y = 2429 +0.442 (Xer)

aqulénn melnsgvianign nui sMudsedendskasodmarienuinivestuslan ned

ANASN 2.429 PudaInaeN JduUssansonney 0.442

2AUTENANTTIIY

1. dnwaugnaudiegns daulngidunguisvinu swwldvmunantisroudigs wazanunsadii
dovoulavildd azvioulassadrauilaaiudsuudas wazifudoyadidysonisimunnagns
n13A@NA NNSUINNS WATUUIMA ESG ileadauindluszezem

2. szaupnuAniureslduinislswsuludmingluvisdonsnaineeulail Aunimuinig
AnuAnd uaz £SG lnssameglusziuandanniian Taslamedadonuainuing Jadeanudnd
waztadonisnameeularl foglusefuuiniian azsvieuilsuwsuanunsaliuinsesisiinunimn
pssmuaNAIanTirasgnAn faludiuasiule Aindedo uaraundentesdesiuae
ANuEzAIN FedanndesfuuuIAn SERVQUAL (Parasuraman et al,, 1985) uaza1uidsvasaiuss
lyesd (2567) wud1 mslienusiulasaznisnevausadudedeiifinadenuiianelavesgndimin
fign Jadumananesulatiliinnuddgyfunsaiisdemnanisdeas madauedeyaiidniau
Lagn1silanTmEAsA TV FeduasunisdndulanagngAnssunisuense denndesiuluaAnves
Kotler and Keller (2015) 4aguITeu0eduns1 u1unas (2566) saudls fiusivun Ja5vans (2561)
Uil MInanAIviadmanen1siuuusuduasnsindulavesiuslan sutady ESG udlaesiuay
aglusziuinn wisudanedesuarssaniuiasglussduinniian vazfidudsaudegluszduinn
wansinfuslnadulienuddgyiunisdudugsisesudsdu deisaianmdnualiflussezen

v ¢

deAARDINUNWITeVRTYY1NS Ygnisiasus (2568)
3. NANITNAFOUANNAFIUA 1 WU n1snatneeuladdmasraanudnfagdivsdfny
Iaglaniznsasagemaeumuteya wagn1siliguslneauladudi wivieiuaziaionney

Juau Feensazviouanuliaenndessznindoyaseuladiulsyaunsalade rdsmnudidgves
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HANTENUTBINMINaIneaUlal ANATNUINTT wag WINIURUR ESG Aoaudnfvesylduinis
nsdifinyngalszandlugnavnssulssusuluiminaluy
n158 pansfilussla (Kotler & Keller, 2015) 71910158 pansiassog vuauas wl ondnid v
anumanTaTiAueTe Tudsnuidevesnad dufingus (2567) wuin msaiiswesmsliaeuny
doya uwaznsiiguslaeraulatinadenissuiwasnisdndulavesiuilan

4. wanIAABUALLAFILA 2 Wud1 A UINdmateau N gneiTuddry Tnslaniz
mnusiulauazauindedie dswaronnuinfegistalou aenadesiuuuiAn SERVQUAL uas Brand
Loyalty ﬁszq’hmmﬁ’mﬂﬁ]Li‘]uﬁ%ﬁT&Jﬁwﬁaﬂumia%’wmmﬁﬂﬁizmmaﬁuqﬂé’w AULUIAAUDY
Kotler and Keller (2012) Bt aonndasfiuauvasoisen yylgn (2561) fHinaninuims funs
1lald Aupulingds dwarennuinavesuslaa Tiufisnuddevesyymini 1auia (2564)
WU AU fumiudedevedsiusuiinsuimsdanisia aunsalruinslinsniud
Tawaunly wazdaaonadosiuiuidevesyygms yysssum (2563) 41 msfiszuuinwaim
Uaenseiirvedswusufinudfyiennuindetonavdareninudng

5. NANINAFUANLAFILA 3 WU WIUFTR ESG danasennudndvesglduinisedaedl
tudndy geganintadedu lnesudainden fuanafanusuivesiuslnaseusyifudunadon
wagnsiiosdnsifiugshegndifuaunsaaduaianmdnualuaranufnilussozenldegid
UsgAnSam atuayuuuiAnnisuimsdanisi dsdu uaranndosfuauideveaiygyrsing
Ugmsiasws (2568) wuin Jadusudwindeniidnsnasonisdniugsie wagnsAnwveaadanm
ugarm (2567) iesdnsidndugsionuuuima £s6 flemaldiuanuinangniluszezen

RIGIGIRIE

Hoiauauuznaly

1. fUszneunsmsyurunagnsnisaaineeulaveguduszuy Inawfunisiaugems
doans wu msldummuen szuuroundUSELLTR warmssuealslduinladuaiivie Tnewiomens
aonndesiuuInsaia tiedesiummmaniaiuaieesgnin

2. prslenudfyfunswauntnueniiney vadunsaeans anudidede wavnsidn
Tamnudesnisiamzyana smdsdasuutsifiununnuinisesisielies ieai1sUszaunisel
FauinuazlasuaannuinAvegnm

3. duaumssidussivegraduiinsroduandon 1w madanimmdsnu anvey uazlitan
$nilan n¥eudeansuuinie ESG ogadniay iwu nsuanwnsdndnvel “Tsuwsudifer” vieseau
ESG s Iules

4. asiimsduaTug UsenaunisisaususunIsIneusau ESG uar nsnannadvia (Digital

a

Marketing) n153aL3sndey wazmsasraedenelsusudduluiiui Lﬁaaﬂizﬁumm3§1uqiﬂau§ﬂws
Lazidiunmdnwalmvienfisndnmunmuesimingluvie

Foruauuzlumsisuaiedoly

1. AdsAnwAnuuAndsiungAnssuanuinfvesgnailunguitmanedinarnvane 1y
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Abstract

This qualitative research aims to investigate the role, adaptation, and communication of
Pun Thao Kong Ma Shrine and Chao Por Suea Shrine in Talat Tai, Phitsanulok Province, spanning
the period from 1947 to 2025. The study employed document analysis and fieldwork, including
in-depth interviews with 38 key informants selected based on their relationship with the shrines
and age groups, as well as direct observation. The data collected were analyzed for descriptive
report. The findings revealed that The Shrines remain spiritual centers which are progressively
embracing multicultural beliefs. Traditional strictness and rituals have evolved with each era.
This adjustment occurs in balance for survival. Management structures are clearer, more
transparent and accountable, reflecting changing social contexts and legal demands. These
religious sites have been transformed from merely sacred spaces into learning hubs; older
generations view them as places of faith, while younger generations perceive them as sources
of history, learning, and cultural tourism. Rituals have been evolved into practices blending
diverse beliefs, including Taocism, Hinduism, Buddhism, and spirit mediumship. This is a
distinctive feature of these new multicultural rituals. While personal communication remains
influential, digital media has significantly expanded information dissemination and public

engagement.
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guzgudnarmedenuuar sy undsduindoundnlunsmsseguazainennugniues
gury e nduiiuiinuiveseu Wunilunsuanseondsdndnuaineausssuua zerdon
Faufu Hududunalnlunisduaiuanuadafuaznisdiiiuesdainuiannugiu unuvmdu
vannvansilvilfmadiduaniuiiiininuaziinaTnedsdeios Wualiouununansfidenlss
Fautiuamde Uszifmans uazitujdanedeny vinlimaiidinsmudidguaziinany
AeadeatuTindsedriuresymyuruegidliidennats wigaaioiudsuuamumananiliifa
nsUsusvesmaiiiosseinmanuinate
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MnMsAnwINsisaegvesmatitnelduiundsaniiasundadluegnssinda Taslaniy
otsbslugaiinszuaasvgianas Sanssauadelvsifunumdidn ¥ild 'msusuin nanedunags
ddgilieravanidedld madnldwandiiiuiinnuamisalunmsuiudsuguiuuiezisng
Anilusu ImaLawwmsmammuﬁ%ﬂﬁum:szﬁéﬂgﬁlﬁmﬁﬁumiﬁnauagml,wlmj 9 LU N3N
Aanssumatamsssuuazansandng o drudofidindeinety (9uns 1Ay wazAE, 2566)
nsUfuiiliifissusgaglimadiaunsomssegld widsdisliansonevaussienatnuas
audasnsvesdsauiiuAsuly shlfmaiddinadundsuaivsuasduiiuiinietausssd
ddryesnasiaiios

#3nssulumadiiuFouaiiow "de" Aifunumdduwavduilandnlunsiedlossewindan
wywdiazlanuisnnude silvianuasnsignanenentazssseyliogedinain msdearsniu
wsnssulailddrinegifsausnsanuudviomsaneiaiessu urdiudansuanseonuazdoasnie
Fausssufidudeu wdouduid oimdr i uremiedidglunisd easTausssy (Cultural
Communication) Yo7 15U MIuansesimssiivimihiidudfomssevieanslan fansdifnw
mals oo Smiatamd @ wanwiad, 2566) wenani; marddinsinwnaniuyamdy
ﬁ?uﬁmiﬁlamsmﬁm?wzymuam%’wﬁﬂﬁﬁqmulﬂﬁ H1un1sTnfanssudialudeanumng
Bedydnualmatanssan uasnsUssendlddelnd 4 o fwasiufduiusiugusu nsdoansi
vannuaeuazinisitauesseidasiiosivhlimaiideadugudnuauasnsdituindeuly
Framhuazdanufetosiugaulunngaae

nsviaudilansdiseeg wazanuy i uYeINg uAUKIUANIT ouaE RENTTL @11130
wsalaanuifn @1iingau (Collective Consciousness) vad Ladla wnaslall (Emile Durkheim)
Fadugrunnfnddyiesuneiaavesmiude mlew gauaf warussingrumafasssudiaundnlu
derudndiovauiu sudusngruddyrenisrunguuazasieanudulnuduvesdsay (Durkheim,
1954) iunseuretlaziadng (Structure) Afnsaudussifovuazeadnauims fazazsiouds
unummiifidesuuiuazussdu (Force) fiusenaulusng Yausssuuagzaaw (Culture and
Religions) flazagvieufisnsdoasmatnussauiidesusudalidsegls aulugdningnitlaild
Juitesarmvesdinduyana uiduusngmssimsdsauifoguietannyanauaziianinade
woAnssunazamAnvesau fududsiaedndnvalsmiuwasud ovasuliiAnmudnidudau
wilawoangy Tnslannzegredduyuvuiifinnuvainvatensiansssy nsdsiogvesmaliuaz
Asnssueing q Faldiissnisuansoonynaman uidunismend wasiaiuadadinduvenagy
aindn vliAamnududunilsdufotuiazansadisseyldes iunwinunatsisiasunlas
%aluﬂwﬁuﬁ?u fmarimanowislufivalanfiginisduifiaionnedele ngansdidunsludnvue
mand viwisldivdsudaduiduhuemslaghildaanugidumadind uwimadijudine
wazmalimedediunaeld fwiafivalan finsinisuiuiinurisnm uaslifanssuiideldosay
Duifisislugumuogiaudeduinunaianmdeauiidoundasly

maliuiiinain wagmaidmeidedunainld Swmiafivalan Feilorgunnin 100 b
Humadwiesduiifidslwammaunauasfivalan Indnaameuiavesusuiuiiaulugusuidin
dnnsy saufadnansaufanssumanmauseileng q uasBumaiinfisinisimu Fausmalilinns
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wdumaiidaninenssy sudamsveneiiiui widufe maduine fnsveglidmai
wordenawld Sazviouliifuinmaililduissiuiinseau udnduiiuiansdnisia
wilendanfundontuarfonvosueu Inefmauuay Tausssdundsiundoundn uenainids
Juitufivesnisfoasiifiulufeamumnedsdydnuaimaiausssy o7 wdoudulut nsymesd
wiw mavhenudlanatavesmsuiusivesmardwanil aaenunslédelmiiielilunsdeas
Saffuury Adundunum wu msliludeaiide Mnligdrsanuasnd danntu Jadudsuiu
8B iielifiufeanudeidesuasunuimvesmadlugiuzanitiunisdsnunay Samssauiid
Tuvesiiu fedu vuitedTajsdinu unuw msfudm wasmsdoas vesmaduidinai uaz
marimiedevesunannld Ssminfivaglan erdunumddunsiafunuameiausssy sawds
Wiuannnsnsusufvesmanilutasd w.a.2490 - w.a.2568 Seiseguaziuimnduguds
madnlauagdiemhaulalunsiaugnisdaiuilhduidaioudnmetansssy luoneitaadh
Snvanpuvaduiiuilaildfimatanmaenuiimsgindumadiluud

o

ngUszasAlunsITY
Wiafnwiunuim USud wavn1sdeans ¥asaaIn.a. 2490 - w.A.2568 YaIM1ald I ula 1N
wazAalnelde grunanald Jaminnivadan

VOULIAYBINITIVY

n9deiifun1sifeidanman (Qualitative Research) fislsiny unuwm n1sUsuda uas
nsdeansvasrnaidiyudnaiuazemadimedosuaanld dmiafualan TaediBnsivsusy
Foyandn 3 35 leud 1) mMslzditenans (Document Analysis) Lilefnundoyanisusy iamans
wazimuMsvasmai swdmdnguieafuitnssuiiwasuulaslumunanan 2) msdunval
13980 (In-depth Interview) tilaiiutayannyszaumsaiuazanudnivvesiduiedodasnss
uay 3) Msdananisal (Observation) tievharandlavTuntiagiu Aenssu uazufduiusvesdau
aelumaid uenand mslianeideyaasaiunisduunuasuanddiifurianateamsuiui
(Timeline) vosrmatitluusiaziiAndnu ileazviounainvesmalin

nquilidoyandn (Key Informants) lun1sideiigndnidends3snis Andenuuuiaizas
(Purposive Sampling) kag N13guABEuuLalLIUDa (Snowball Sampling) lnedlinausidaLdentlv
Foyaiifnwg Uszaunisal niennuieadedlasnssiumaiinduegned ielilideyaiinseungy
wagnanmaeiia Uszneusie angnssunismaidn fanduianssy nieyaeaiifiunuimdidnlu
ns3nAanssuvesmadn uazgiinsiuAanssudiiiuszaunisaluazanuadastalunislideya
uenand §afinrsunaunaInuatsresseny i olildyuuesninaudiegy Feaziouds
nMswdsuulamiensaseguesanuideuazisnsuiidsiunanan nguiliideyalunsduniual
FednTiswausiedy 38 au

nsfiunusmdeyasidiunisannienaisudngiusa o MRedesiulseiRmansuazianssu
vasrnayunnahuazmalimede u nanld Jmiafivaldan mugluiunmsdunivalilvdeya
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LATNITFANANITUNOANTIULAS TN TINGA 9 AnTulurnad faued we. 2490 auia 0.A.2568
Tnefiszozinainisiudeyassning Lieunun1ius w.e. 2568 Gufouuwieu w.a. 2568 uazdl
m‘aﬁwLauawamiﬁﬂmaaﬂmLﬂummmmemimadmaﬁwﬁasﬁaﬂﬁlﬁuﬁn UNUIM N15UTUMN
warn1sdeans el mafunusuteyaitediaiiosariinunudoyaefniiunfianiivag
el 2490 faudiazilvesseunisiogvasmaliiuiunndt 100 Y

Uszlewiiimndnazldsuanniside

IgmauBsunuin maUdud uagnisdeansvesmaiinudinain wagmaidmeidenuyes
grunanld Finiafualan 1 eidunumslunisdafuauamstausssuuaznisvioien
e Tsssusialy

wuaAn el uazeudseiineades

wuaAn darfinainedenu (Social Fact) Auunumuiiil (Function)

auuwIAnN1edIrIng1ves elia weslasl (Emile Durkheim) dseussseglime Foinaass
nsdsasl (Social Facts) Fadunuuunuvemaingss whn wazanuidnindsifidnuuzianizi
nanife s1sseg Areuendalanyana wazde1uravsdu (Coercive Power) liypnauuaniy
(Durkheim, 1954) Fednuazdiina shlitefiensim s dlldiAnt uethdlamie uindu
{1 unuvmeii (Function) ddgilunississsnudanslag s Imauwmwmwmamwaawama
nansznufiessusznounsdauty 4 fdenisiiseey anubusadey uasanudeifiomessyuy
dapu (Durkheim, 1954) waslavdajsfinudnuvazremnquuazlasiaiimiding snnidnyaees
Huanyaea iWevhenudnlaidanaddelidaudemdusundssuientuldedils sz
Jufledsauiinnunauindsuuuiiu Aszanunsanuauyanaliognelddinuuazdsseglaegig
ffuns (Durkheim, 1954)

fofu lufifvesifnssuuazanudofiduaudonsdugueu fadudoifiarsmsdanui
Usedndld szuiuldinesdussneumanidvhmiiiddalunsadiauasine wlusssudiusi wie
d11n37u (Conscience Collective) vaangal (1535 BUTITzasa, 2535) G'Tfmﬂwqméuadmwm%'a ATe
wazussringuiiaundnludenuiadosutuograniouy drindwiiesdenalnidsdsaufivils
nMsrunguvesauiuidnvurarudusundsduifontu uaranunsodsseylfogainainsiiy
ANTUAAIBRNTNIUNUIMATTIANS 9 vesan 1 Tunnedenu Wy Fawin

unAnvesedia wesley ddsimehundugusedunsfnmaunseitiagtutunuideios
nsudsunUased winm ans uavd sedgluifnuiluazinan nsdAnwmanssuiuluiaiuil
wn1d wmzTunn duladife ves Hartati and Rudyansjah (2021) 7 @ nw1¥ad wws anil alu
doaun@ vaesTuan Yszmadulaiife nasnfisnssudidaduneluia awisouoadiu
nsiAbuulasesdsdniavsluiiui Suasveudsdiing

WAL Durkheim wasdsmuidunisfneifsedny wazuluimifiddydonisiamnan
unAniFesteiiasimmadany ganudniFesulusssuludiingan (Conscience Collective) dajanld
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Tumdunseunumninisdunvaiiedinsusemariuarliduuauunulunmsdinausngmnii
biiuiansiaunswazn1suiufmnutisiavesmadiudinady uazamaiiwede
wu2An N15USUAQ (Adaptation) nunlusssuludniingau (Conscience Collective)
wlusssuludiingau (Conscience Collective) Aonsvilwdnuinnisiuasunauaziau
selule Gslum Fsvan, 2561) Ineillaseadnesal

469 1 969 2
1AS9a514 d1iinsau NAILSITU

(Structues) | (Collective " (Force)

Consciousness)

nQue (Laws) DIANTUSINS Fi@N (Region) TaIusIsU
ﬂgszLﬁ&JU (Organization) (Culture)
(Regulation)

AN 1 LRUAINBIARENTNT
A Uszynda1n gn1ed Junnde (2552)

dudl 1 laseadne (Structure) ivsznausiae gy (Law) N 3¢L08U (Regulation) Uag
996N3U3M"3 (Organization) nafie luynituiidsas Wefinsanaudnvamanzud lusasosves
Durkheim 11 lassadumsdanslufiufiegdosusenaudasmstmundoulydandu dsilons
Sendndungrane/ngsndeuludeny wagniniaduresngiveniusaudulddy sududosd
nsdanislagasAnsuimsiivanszuiums duneu uasunadneiivensuldsauiu Asfinanun
wmnidefudsiinonduldtaau waeSondn ‘waimuaunnIeuen’ (@neA Sumndy, 2552)

A1t 2 ndawsetu (Force) fiflesrusznau/diugesldun maun (Religion) wayTmusssu
(Culture) ludhufiaasil Durkheim Warwaulausniniieandsiiueadudususssulddeluifusn
Tneuesifasssuiifmihiuvdonugumeluislavesaulufieuududdymudentu Sadiiatu
wiou  Auszwinediuges ‘maun’ was “Jausssy’ naeduussiuiinuauegaigluiale msy
nsfiuyesymAsdindandsuiu ailiuiiynnaeduanuiifiaunnsiuiuld Durkheim nd1al
1 The Elementary Forms of Religious Life 11 “mamLﬂuiwummL%@LLaxmiﬂﬁﬁaﬁLﬂué’wﬁq
Suieatilaedanuduiudiieadesiudsdnians” (Durkheim, 1954)

n1suesdsaulutuy Durkheim soganluil Redcliff Brown i lng Tain3 o aana (2566)
nsuesdsannguafidnunywdilussdniglaeiivesuives dnulilidiunuvesesduszney
A9 9 Asaufuaunateidudsny uwidmududdidiaiifiaendiunausig 9 ursauduienda
9aFN1EN19deAN (Social Whole) dspusnludesdinnundumindidessuu fddyuiasdinuasd
sruuaunaluwiioutu Durkheim fonuAsid gnauna (Equilibrium Point)
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waaa e (White, 2004) ﬁiﬁmuagmamﬁuLﬁmml”i’h N3UFUAIMITTUTTTUVD I W H
osdUszneUay awUsznisdaetu Ao uils ssuuwaluladsnduadosdloss qiiuyusldAnduiumm
Wiold a0 sruvdsnuiviiAndudnuaizesdns (Sodial Organization) s muangAnssusiig
VBIUYWY Uag a1U TEUUANARA (Ideology) fisads GRRF Ao ruzaRwazardousig 9
fndmuanginasisng 4 Wudazdumesdsan fnhilumstuindeuludunads

U3n1 dRsTumsLud wasdisiun audvA3aad (2558) ﬁﬁﬂmsﬁﬂmmmé’uﬁ’uésvwiwﬂﬁ%’m
wurramneveshlulsundlne Taefdadeddy 7 Usens Tiun anuidomsmau an1itundends
wagswdin anudenleaiulsemaiu mstuindeumaasusia n1s@nw nisideanisunases
domavunasimelulafansaumna wazmasisseguesiilulssmalnueninanduiudimumuy
wAfi wudh Samaniiinisususeaeanan Snswaunausutaussslulssndlneuas Yansssu
Suethewarylunouiu

wdndinmiidulasaiedlddunsouuumdumsinssiuiiofudesansidelmdiu
fafiRfiazidonloatu unum mindl uagnisdeans vesssiduiiaz@nviieliiiunindsingnisal
Faruuniu

e Nuiifunisaeans (Space and Communication)

madnduiuiidmiunsufiinmndeuuas Tausssuiifiendnvaliameiluuunves
gunydundedvluaeudaustodin daihuihiidugudnarsweansieasuazdrenendndnuaing
Tausssuldog198nd s lusuuosves Clifford Geertz (1973) i wpeinfmusssudutadiouss
(A culture is like a text) wagnnimusssudmietestumumneidadydnual (Al Cultures are
about symbolic meaning) Aatd3adu 'ss’ vﬁaizUUé’zyﬁﬂwﬁé“uqmauysaiﬁmmmammiﬁ
WuUFdunius Tneaumnodedgdnvalivsnglumaidn efi dydnuaivesisaniiinuneds
ANugANANYsalYeInTaUATI nFonsinedwmisieiderinians dudunsmanaiamaned
devasuTuIngauNIaikarA I avewsasiufl Fedamanifugndearsuassusiumsufoa
Tuitulmaniy

msﬁmauﬁ’w‘fmﬁwﬁLﬂuﬁuﬁmiﬁamiﬁﬁwa"qﬁgu A9AARBINULWIAAYEY Lefebvre (2003)
Sesmananiiuil mandefiufinisdn (Production of Space) flspyinuiiniedseslaléidudios
anufimanisn i aa uignudaduriiunssuiunismsgaunisal naudies ngvane sauds
Ufduniusnisdann yilsitufidu 9 everalufemumneuasauafiveustdomas lunsdves
AN WwLmauaﬂmam‘uumumiﬂgummﬂsiu n1s3nnsanlnenssy UseAunssy Insnssy
suisnsdsamnsraunmsnifuiuresiaunaontss imans shldmadnaodu “Nufiufifinig
fldsaduiiadavesdednians undadu Fews nsdeasiausssuiidousetoszddydneal
uavgaumsnifnelmAnandunusilusmu

nsfeansTanssiluiuiimadd aunsolesgildodadussuuin unfamsdeansves
Jakobson (1960) &iauentinfl 6 nszuaunis Iéun UUN (Context) Liaans (Message) fasans
(Sender) #3uan3 (Receiver) 484114 (Channel) wags1id (Code) mnfinsanmaiidudenaises
nsenenenas wieduiuiujsansielhiianisdsarsedu Iaun viun AevseiRenans
anude uarisnssuvesyrurIuluvissdu fdans Aoanznssuniseaidn fIfis udeusius
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mwmLLaumswmwmmemuamaﬂummq q f¥uans Aedmsvsuazantnlugumy LHoans fo
anude Aoy 1Foudmnamaun uaznguneinNdIny Yesmstas s ﬂaamﬂsuﬂauaumu
londnvalvearalinies 017 aandaenssu UssAnngssy 3nsnssu ASnssu deyana (1 isa)
wazusluriuiionulay dafl Borchert (2012) AnwiFosAudimusssumasanuduiunmslunain
soulavaiylniinuiauiudnaunndaumsdomnazddiusauiudume sidalunisaing
Uszaunsalmefis nsuuazIssanssueauny 8ady 3eagiounisuiudiivestesmianisdeans
mshanudlamad lugiug il ud isdean sTausssufifiondnualdeuunesiity
FodnvaluazrTausssuneldnisudan uildsudsdiegaunisal uagnszuiunsd eansiiude
vannvaneguiuull aniunseuunAndAylunisine unum n1sUsufa wagn1sdeans vesa
Ejuiennal wasmariiveidevessiunaneld Swiafivalan Ifegnsaseunquannd iy
mﬂﬂWimmmismﬂiiuﬁL%'auimﬁ’umLﬁﬁT&Jﬁﬁ’iﬁqﬂixmﬁﬁaﬁﬂmwmw MsUTuiI uay
nsdoansvesmatiuinaiuazmaidmedelugunainld Saninfivalan lneinseunudn
vdnanmguimemsdemsneglimemsdsanine Buannuuiae feiaaemsdsauuazunum
il (Social Fact and Function) vestefia weslasl Fseshmaridudeiiorsimedsnsiisisseg
mMeuenuagiisaviu ivthfiddnlunsaauarsisednmdiiingau (Conscience Collective)
wazaMUnaundeIvosyNy agalsfay unumufumand ldldvgads wedl n1sufush
(Adaptation) egssailosmumainuesdiinsauwazusunmedenuiiiuasunladly 3alasusvdna
MnesdUszneunyiaussa dau wazmelulad lasnsAnuiagdeneinmsusudsananluusia
YIIAWBIAALAN
uenNi AT dainsanaadlugiue fiuflwisnsdoans (Space for Communication)
Aflendnvalinfausssuduadouduludsanumnoddydnval Jemaidnesfiduszuy
azy wmwmmmaamimwwmalmmuﬂgamwuﬁuavwamm Snvedaduuiinisdeauiilallsdu
Wigsanuiinenin uign "wan" Justatsezmegaunisaluazyimiiiifutesnsnisdeansitd
widlogianzot1ed adursmasazsial Buendnvaivasaiards e duaninenssu
Uszﬁmnssu Insnsu A5ns5u Aeyana FaATedld@nw unuim nsUTuia waen1sdoans
YDIAALYT NIUNTTAATIEAURRVD IR 9

NOULUIAANIYIUN5IDY

unum (Function) N13U5UA7 (Adaptation) Ansdeans (Communication)

Amaduine uag maneide gunanld Jwin
Wualan 9391981 W.A.2490 uTa W.A.2568

!

nmsdniivdaiuamameiansssy
wagnsviesenTeinsTsu

A7 2 nsauLIANUAnNLYluN1TITY
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A5aHuN133Y

nsiveadeiiiuniseidedmmunmiael§38n13@inu (Methods) 3 33n1ssaeriu 1dud
N153ATILMTUBNEATT (Documentary Study) kagn15dun18aliBedn (In-depth Interview) 31nn&x
i Ividoyanan (Key informants) ﬁﬁﬂizﬁmﬁzﬂlﬁm%’adﬁ'ui’mqﬂﬁxmﬁﬁaﬁﬁmiimanmaL%’wumﬁ
nah madmeldesuduiuiidnuafdl uasnsdunnnisal (Observation) riufanssuvdefisnssy
fing 9 vesiudiAnw

33818 sunduAIeE19lagn151an1£191239 (Purposive Sampling) uagldnnsdunival
WuUUBNaIRURRNeURALY (Snowballing) TaeilinausilunisAnidanas (1) Lﬂuqﬂﬂaﬁiﬁmmaﬁﬂﬂﬂu
nsdunal warBuRliBamedoyafiosslovimanmsld (2) iluyeeadomeiufivitnuied
duswilufivalaninegenuulagiduszaunisaldefanssunioUseinduasmaidnjuiaineii
oghstaidladludiaailanamil suldud () nquiifideaeduiiisadestumaidi (o) nduiaun
aaiznssunsmadlullagiunsedifauduiusfumsdudunsmaidlutiagiu (a) ngusuny
aeuenmadifidisuianssunioduauluiiuilndifestumaidn (9) gifeduunnguiaegig
AIUAIRUYAIIE (Age Range Generation) 983 Colby and Ortman (2014) I@alﬁﬂzﬂuﬁaasm%agﬂu
n1sdunwel 38 AU AUYITTY (Generation)

A19199 1 M5 nuansdwiudliveyananniuadugede

42978 (Generations) 499 A.A. 1A 472991 (2025) (Current Ages)
(Born)
LuLgn (Gen 2) 1997 - 2012 13 -28
LAUIE (Millenials: Gen'Y) 1981 - 1996 29 - 44
wueng (Gen X) 1965 - 1980 45 - 60
uyaLeAFUT 2 (Boomers Il 1955 - 1964 61-70
uyssesdEdul 1 (Boomers 1) 1946 - 1954 71-79
Lﬁ]u%é’dadmwﬂaﬂﬂ%ﬂﬁ 2 (Post War) 1928 - 1945 80 - 97
Lﬂuﬁﬂﬂﬁﬂaﬂﬂ%ﬂﬁ 2 (WW 1) 1922 - 1927 98 - 103

yhnsAnuluiuigifdmiedestumadiyuen i ussmadwiods srunaeld

YOULUNAIUTZEELIAT TN sAnensiudeyalugas Wounuaiiusaulisuwieu 2568
a5l UeiRasesssIdelunyee 1ay COA No. 046/2025 IRB No. P2-0453/2567

3. maviusausudeys MHuuudunwalifanunndd 3 wanany 1dun 1) feyaiiugiu
2Qunmaufgiumsvimihfivesmaiiuane wazmadwiede Wunuafauagiouli
Wiudsfirmenisvimdhil (Function) wae 3) wuadanuiAedumsususuasnisdeasinnsssuves
maldyuiine-in uazaaiimielde n3ssensidelunisdunwalldsunisnisiausiuzain
AvssnaalunsiiauelasesanTidy 9w 4 vinu

{I9eldIs N Tl Teideyaliauiuanse (Thematic Analysis) fiusznauludie 6 Tuneundn
fun msdansgianuduiesiudeya, nsdanisliAndeyaidesty, nsfumuduanseludoua,
mﬁmaﬁ]aam?mduaﬁz, ﬂﬁigql,l,azé'?ﬁal,l,duﬁﬁz LAENITINNNII89U Braun and Clarke (2006)
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8198191y (Reginasari, Afiatin, Subandi, Patria, & Muchlisah, 2021) Ined33uazdnni1stoyaiii el
aanAdeItuNITU AU USEAUYRINTANEITUT TawA UNUImM A15USURT wagn1sdedans TnswulInig
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Abstract
This research article aims to examine the level of strategic human resource
development capacity (SHRD) and competitive advantage, and investigate the influence of SHRD
on the competitive advantage of road freight transport businesses in Thailand. This quantitative
study collected the data from 213 participants comprising top executives, human resource
managers, logistics/transport managers, and business owners. Simple random sampling was
employed by drawing lots from a population list. The research instrument was a structured
questionnaire. The data were analyzed using descriptive statistics, Pearson’s correlation
coefficient, and multiple regression analysis to test the hypotheses. The findings revealed that
the overall level of SHRD among the participants was high, with the highest mean on job rotation
orientation, mentoring system awareness, continuous counseling, and active proactive coaching,
respectively. It was also found that the overall level of competitive advantage was high. Three
SHRD dimensions-active proactive coaching, continuous counseling, and mentoring system
awareness-positively influenced competitive advantage at a statistically significant level of 0.05.
This study provides guidance for entrepreneurs to develop human resource policies that

enhance employee capabilities and strengthen business competitiveness.
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Foluma “VRIN” nimennsuywdfunilduninennsdrdniiaonadasiunudnuarues VRIN 1fesan
g vinwe uazdsvaumsalveaminaududsiiesdnsdusnazasnideuuuy (Wright, Dunford, &
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Snell, 2001) Fathy aqﬁﬂiﬁmmmﬁwmLLazf{Tmmi‘w%"wmmww&?aﬂwﬁﬂaqwﬁ%ﬁLLuﬂﬁuqdﬁ%
afsaruldiussunenisutsiuluszeren Tunuidel nouiyumesguninensgninanldidy
nsoULIAN L pesuIsAudTUSTEVINe anssouglunswansnensuywdiFeanagns iy
AT sunanisudedu TnefodnnmssansminensmywdiBanagnsdunalniitioiaiuaing
ninensuyudliidnuasauinae VRIN fahlugmsainsaslfidioudanagniosisdsiu

2. aAnula3auni1anIsuasdu (Competitive Advantage: CAV) 7#un8ils AUV
psAnslunisadrenansiduauiviondnguds vﬁgﬂum'éuaqqmmw HARNIN UTHNTTU N3
NMsABUALBIRBANNABINNTIBINAT Tadwnaliiasdnsaninsadnwidumislunainldesadadu
(Barney, 1991; Porter, 1985) wane AR Iuin aﬂﬁﬂiﬁiﬁmmﬁwé’a,;ﬁ’umiﬁeumﬁﬂsmwmaq
yransluidsnagnéindauldiuioumieguis nslamzegedailothunandnudnvazvos
n3nensiifigaa Wy MameniazendenisaendsunuuiUszgndlflunmsumsdanis (Wright
et al. 2001) namAe NIneNTUYETLFTUNMITAIBE ImNzaNaznaLTunInensTiduaia
AsuAnng uazthlugnisaiannalfiuioumsnisudsduoenaddy

3. ANTIOUSAVTNAUINT WEINTUU BE LT Inag S (Strategic Human Resource
Development Capacity: SHRD) %3188t A111&8111509883ANTIUN TR ULaEALTUATTHIN
n¥mensuyudludnvasiaenadesiuidmuneidanagnsvesssdng Taguiui msiaduaisda
Amanansaveantinaulifianug vinve uasngnssuiinevaussiensivasuuuasuaznisutsy
luseduge (Garavan, 2007; Gilley & Maycunich, 2000) LU$IAUSENBUYBINITNRILMSNEINTUYBY
\Banagnseanidunated wu nsaduayuved il mudenndeiunagnsesdns n139nass
nwens warnsdeudediwiaios Mnmemumussunsssluiunanatasnuitelulsewe
vy wudiiddursinuves SHRD SalalldSunisfnuidedn uazanddedeydilvg Sajaiy
nsesuIAmTITesM s nsuywelasliideulsiunagnsssinegaduszuy dedu
miAfeadadidlitanialmives SHRD lnserdensdunnesiuay MuTNBIAANSINITIINT T
i eliiasouaqunalnn RIS Ne N suYwd A TUsEdns amuariuards Tnemnundy
4 aadUszneundndiazieunalndidnlunisasuasslnauansavesmiinay uazideulasiu
nagndesdnsegadussuy Feazdroifuduteinaninauidefiunuaratvayunisadng
alldU3sunsnisutsiusgnadsdu laun

3.1 AUNITHNABUBL 1993999 (Active Proactive Coaching: HPC) #anefig n3zUIUNIT

TAyd adagniildviunuivegwreid sslunsatvayunaziauidnennyesninau lagidu
nsramnedidaau msfanunaetisasiaue swdsnsnsedulindnnuianisaziounuies
(Self-Reflection) LﬁaﬁdLﬁ%uﬂ’ﬁﬁ&mi@iﬁﬂgﬂsﬁdLLa%ﬂ’]‘i‘U%’Uﬂ?mmada*&J‘NﬁaL‘ﬁ'aﬁ nszUILMs AT
wuuiiteifinssduamumsemindlunuios (Self-Awareness) wagmuynitureanneTuressdns
Failnalnonseteuszansnmlunisyiunazaud$a90309dns Jones & Spooner, 2006) Ely,
Boyce, Nelson, Zaccaro, Hernez-Broome and Whyman (2010) ET@%IﬁLﬁiA’iﬂﬁﬁﬁL‘idEﬂsﬁaﬂﬁ'wuﬂ
Winvrdfyvesiin Wy nsufudrenisidsunlas msdeansnsluiin wasnisindulesgied
UszAnsnw sadatuayunisUuiads nagnsvesesdns dedwmartenisairennuldiuTeuma
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dviEnavesaNTIaULNITIAN SN INTUYEOTINagnsTidmadon U lAUTsUN1IN 1S Ut 09§IAa
usmsvuddudmnuululssmnalng
nsudetuegadadiu ﬁwmaﬁ msfinaeuetandadsudunalnd fayiivieaduadsaussauzves
yaaIns wardmalneasstonudSalusduesdng uhlugmarauufgi 1 vesnsided

3.2 é’ﬂumswﬂ’ﬂﬁmﬁ’mzwmgﬁa (Mentoring System Awareness: HMS) wuuﬁl,?:m
minefsnsiuitanuanazmninalanrwdiusserinmdnauiifussaunisalfumidn el
w1l iiledevonasdaud Fnuruarariouvesesdnsesnsiiussansnin duaiunisFeusiiiluy
JEAUUARALLAYDIATIN (Garavan, 2007) 35U°uﬁL?:&Nﬁwmwﬁﬁiglumiﬁdastﬂ’ﬂqquuzjﬂ%’Uﬁ";Lsﬁw
fussdns uaziaduairsmnugnivluszeren Jsdamairon1sinviynainsuazandnsinisaioon
(Allen, Eby, Poteet, Lentz, & Lima, 2004); Garavan (2007) gﬂLﬁUéﬁ’iﬁ%UUﬁLg&NﬁQﬂaaﬂLL‘U‘ULLaS
uimsdamsliaenadestudimineidanagnivededng asteidenlosnsiaumine nsuywdls
aonndastuiimnanisuisiulunanegradussuunagsaiu femni AusssminiAeafuszoy
fidesiaie dutladddyiidmadeaussnuzlumiauminensuywdidnagns wasdugiures
aunfigndt 2 lun19ideil

3.3 dunslirusneetiasewiies (Continuous Counseling: HCO) fio nszuaunsle
Auuziuazdelauauuy (Feedback) unnnausgeasase lasfiqaywmunoitenisious
nsunladym wagmsimuauesludsdn (London, 2003) mﬂﬁﬁm%mas}nmaLﬁauﬁusmgm
yasmsiamesdnsiiugaudugudnans lasnslideiausuugiitqanmazsionseduliininnu
Seudnndeanainuavenseaudnaningnisaiauinnssulusseren (Hattie & Timperley, 2007)
11u3F8 wudn msliruTnvedeilassadisaziasuadiennudnd anudula uaswgfinssu
asassrvemiinei Fuduiadeddydeninuauisalunisudstuvesesdns (Bauer & Erdogan,
2016) Fuhlugmassanuigiud 3 vesns3ded

3.4 dunsyaiunsvyudguau (Job Rotation Orientation: HIR) nsngfis wwiujoilu
MsdulUdsuniniivemiinaussr i onsieng o Wevenerinue Wuaudilaluesding
lagsiu waviauiaugavgulunisvieu (Campion et al., 1994) nsuyuisuaugeduasul
wilnnufigesinwy (Skil Set) finarnvane Wisussglalunsion uazadrsmugnituivesdnsly
58038712 YT Chen and Huang (2009) tauedn nsuyuisuaudunddunagnsddgly
nsRnInensyedlitinudnuuzmunsouLnAv N nsidaurAeiduninensinildenn
uazendenisasnidsunuud sdsnalaonssreninuaiunsalunsustuvesesdng Sahlug
nsRsauuigiud 4 vesnsived
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= dl a o
NSBUBUIAAN LY IUNISAY

AUTTOULMITNAVMININTUYBEDINAYNS

(Strategic Human Resource Development Capacity: SHRD)

- AUNNSENABUBY199399¢ (Active Proactive Coaching: HPC) ﬂ’JmlﬁLU:%‘EJUUMNm'ﬁ
- AUATTNUNNYINUTZTUUNAES (Mentoring System N LL‘UW?.
Awareness: HMS) (Competitive

~ gumslidusnwetiesewiios (Continuous Counseling: Advantage: CAV)
HCQ)

- inunsajatiun1svsuisunu Job Rotation Orientation: HIR)

AN 1 NFaULUIANNAAN LY lLN1SIE

FUNAFIUNTINY

H1: AU390UEN1SHAILIMSNE N TULULETINAENSAIUNITHNABUDE 1993398 BVENaLTUINe
AUl BUMINSW ety

v
a =

H2: aussaugnsRauIninensuywdidanagnidunseniniAerfussuuilided vsna
WBaunseanulaUSaunensLUsy

H3: ammuzmﬁﬁwmw%’w&J'miu‘lwét,%aﬂaqwﬁ‘ﬁmmﬂﬁ’ﬁ’m?ﬂmasiw&iat.ﬁmﬁﬁw%wa
WBaunseanulaUSaunesnsLUs

HA: aU33aUEMIRAUIMSNEINTUYBELFINAENSA1UN T BT UNITULUTBUNUTENSHA
WBaunseanulaUSaunensLUs

A5aHUN133Y

n5iveadediTuns3ve1dsUsuna (Quantitative Research) Tneld358 01581599 (Survey
Research Method) sl

1. Usgrnsuazngudedna fe nguyaraiiiunumddnlunsimunuleuts 1wy wag
AnduNsAUNTTRIIMIN NIy wdTanagnslugshauinsvudaduimeaunlulssmelng laud

£

HUIMNSTEAUge iansthenswennsuyed §3ansieladafindvsennevuds uazidvedfianisves

Y
a

5909UINTVUAEUAINNAUY TIUIY 2,111 whd (@uavtiniesesulall, 2567) ndudieg19ves

]

n19ideasell laldsetegsinaniuledayavinndeseeulauilunseuuszyns (Sampling Frame)

waalunisgungudiendasldiinmsivamnmuneiarainsetedssvnsviaun Fadumsduuuy
419 (Simple Random Sampling) Ne1deAuLIaziduegavinisnfulun1sAndeniiefegng

° '

AmuavuInvenguited1dlagligasves Yamane (1967) dmiuuszvinsiinsuiiuiuwiuey

'
a

fsyAuanuelunsadafesas 95 wavA1AUAAIARABY (e) Wiy 0.05 lidwungudiesia

PI98U 337 Wi d1msunnsdrseakuvaauaaluauddedausuna Creswell (2014) wugtnliawiu
$ogaz 20 danalianuiulkuUasUauidseanviaruaidu 404 wiie Tesunisnaundunduun 213 atiu

A
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dviEnavesaNTIaULNITIAN SN INTUYEOTINagnsTidmadon U lAUTsUN1IN 1S Ut 09§IAa
vinsvudsduamsauululszmalneg
Tnegfnouuvuasunuusazaududiunuvesesdns ileasviouyuuedlussivesdnsroaussauy
NIsRINSNeINTUYYERINagnELar AU LAl U B UMINISuYe Ty

2. in3eaflofildlunis@ny Wuwuvasuanuusesnidu 4 new 33w 30 o ldun moud 1
Toyaluvesfnounuuasuniu 6 9o Wumanuuuuidenasy (Checklist) TiuA twe o1g daunm
sefunsinun Teldiedesieifou uazUszaunisallunsiny neudl 2 TeyaraluiAeatugsia
UInsvudedudn 3 e laun sveziaanlunsandugsia Swumiinau wasnulunisaiuau
noudl 3 YeAniuAsifuanssougnswauIminensuywdidanagns Wi 4§ ldun
nsiinaeuetneaied 4 9o aszminieafussuuiiiaes 4 4o nslimuinwethwiadies 4 To uay
nssjadumayuisua 4 9o way neud 4 FeRauRtunnaldiueumanisieiu 5 4o Tae
Tuasdrudidse 5 seiu newhuuuasuanulUldase diudunsasnaeuanunswonion
(Content Validity) ImamamwmﬁumnﬁLﬂTJ'snﬂmzueﬁ’nmu 3 v LteUssumumnyauve oy
R REATl ALY mam'ﬁ‘dsvLuuwaﬂ'mmevwmaﬂmmummaamam (Index of Item ObJectwe
Congruence: 10C) nui1 Fafausiemun 30 4o Wrunasidydauaenades > 0.5 91nu
uvvasuulunaaedld (Try-out) Aunqueusmsseaugs gian1sdiensneinsuyee §3ants
Aeladainduiodneuuds uazid1vesianisvesgsisuinsuudsdudmanuy Alilingudetng
30 578 WU AALUTAATE AUTTaUENIHALIMSHEINTNYYELDnags laun n1sinaeusgnaaseds
aszminiieafussuuiiaes nslimusnwedesieiies N3y edun Iy ulsuny flenaimidn
09AUTENDU B¢ 38WINe 0.044-0.819 wageArduUszAvS LoarhuesasoutIn 0gseuing 0.704-0.879
waziauUseny anuldiusounenisudedy fendudnesdussney 9g5¥NIN 0.443-0.584 uay
ArduUszans woanvesasauUIA 0.809 Manunilandiminvesesisznauannnin 0.40 SAana
Wiesmsudelaseasns (Construct Validity) (Hair, Hult, Ringle, & Sarstedt, 2017) wazAduUsyans
Loan1783AS0ULIA (Cronbach’s Alpha Coefficient) /111071 0.70 & swans31ia3 sadlefl
mm%aﬁ"uqq (Reliability) (Nunnally & Bernstein, 1994) Si'fqa&_ﬂ.u‘azé’uﬁqu’lgﬁwfamiﬁﬂﬂiﬁfﬂu
539

3. mMaiiusiusandeya anzdIdedniuuuasuniuaduanysal waziiusiusiudoyalu
F¥NIN LFou Nquieu 83 nIngIeN 2567 wﬁamﬂﬂgulﬁm'saaaamamgﬂé’aa WATANANYTIVBY
wuvasua Tl sunduinsiuau 213 atu Andushsinismeundu (Response Rate) $o8az 52.7
%4 Dillman, Smyth and Christian (2014) s¥yindasimsneunduyszanm 50% fedreglunwsia
dwsunvvaeuaunelusvddvsesoulal

a. adAlflun193de Ao (1) afifFanssasun (Descriptive Statistics) 1¥lunsaguieyavessh
wUs Towd n1suanuasaud (Frequency) Sa8ag (Percentage) Aady (Mean) mLﬁmLuummgm
(Standard Deviation) ka (2) aifLfsayu1u (Inference Statistics) 1431a 51 S o munil ug1u
n19add uasnadeuaNufgiu ldud msiinesiandulsedns avduiusvoafiosdu (Pearson
Correlation) 1153 tAS g aNNITaA0@EN A (Multiple Regression Analysis) N157 1A% Y
99AUTENOUANLUTUTIU (Variance Inflation Factor: VIF) (Hair et al., 2010)
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5. MIlATIEVoya 3Lm’wﬁsﬁauaa‘mLLuuaaumuﬁwIUsLmiuﬁwL%fmj IGun moudl 1 URHE)
mlﬂmmwmammuaaumu way maud 2 suauamlﬂmzmuasmmimwumaum ELSUﬁﬂGILGUG‘Wiiﬁuu”I
Imauwauam’miwlmmaLﬁm LWMAIN SRR Usznaudag nswanuasanud Sovaz noudl 3
FoRauL g UANTIOULN INAWINT NN T BITINagnS Lawn Aun1sinaeusg1993934
asentnRgIfUsEUUTIEDS nslimu3nenodrasedes wagN LU ST UIs Y wasmouil 4
FoAmdtuisatuauliussunenisudsdy [Wadfidmssau taud Aneds wazdrudsauu
INTFIU ANUFURUTUALNITNAFDUALLAFIWIATIEVIEANFUNUS LazN15IATILNN1T0n008
NYAN

NAN33Y

FoyavnluiReafugreunuuasuny

nnguiege 213 au dwlngilumaye 172 au (Sosaz 80.75) 81y 35-50 U 101 Au
(Fewaz 47.41) 599a9u1 01gWeuni 35 U 82 AU (Fegay 38.49) @n1unwausa 133 au (Sevay
62.44) 5zAUN1TANYIUT YIRS 130 AU (Sevay 61.03) LTuLA 8w 25,001-35,000 UM 97 AU
(So8ay 45.540) 5898911 15,000-25,000 UM 74 AU (Seeay 34.742) wazUseaunisallunisyinay
10-20 U 135 au (Fosay 63.380)

HoyaluiReafugsiauinsvudsdudluuszmelne

nauiegdulngdsinlugsiauinmsvudsduilulssnalneifiszoznanlunsdiiiugsie
5-10 U 107 Au (Soway 50.235) 599841 1NN 10 U 77 Au (Feway 36.150) F1uruniiney 15-30
AU 108 AU (SeEay 50.704) 5998931 31-50 AU 76 AU (Seuay 35.681) uaznulunisaniueny
500,000-1,000,000 U1N 113 AU (f8Bay 53.052) 599a3U1 A1 500,000 UIN 73 Au (Foaz
34.272)

HANTIIILATIEHIZAUAMUAARULAT AT UNUSH IUUTINTTOUL AT AILINSNEINTUY WY
\WanagnsseaunazadliuTeunansudsturesgsnauinisvudsdud luussmalne

A157°99 1 N1FIATILATEAUANLANTIULALNITILAT IS ENEURUSVDIAUTTOUL NSNS NENT
uywdBnagnsuaraUliUssumenswiaturesgnauinsuddui lulsendlng

fiankus SHRD CAV FE FS
HPC HMS HPS HJR
Mean 4.331 4.371 4.346 4389  4.288 0.498  0.4930
S.D. 0.557 0.567 0.549 0.516  0.507 0.501  0.501
HPC 1.000
HMS 768* 1.000
HCC .685* 759% 1.000
HJR 625% .680% 693* 1.000
CAV 652% 662% .640% 584*  1.000
FE -0.059  -0.083 -0.008 0.005 -0.125  1.000
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dviEnavesaNTIaULNITIAN SN INTUYEOTINagnsTidmadon U lAUTsUN1IN 1S Ut 09§IAa
usmsaudsdunsauululsemalng
a9l 1 (7o)
fauys SHRD CAV FE FS
HPC HMS HPS HJR
FA 0.005 -0.134 -0.146* -0.013  -0.035 0.371*  1.000

*sautludAgmIeeiiani 0.05

9nA15NT 1 wudn ngudegelseRuaLsInur I Ne Ny wdiBanagns (SHRD)
Ingsiu agluseaunin (X = 4.359, S.D .= 0.505) dlefiarsaundusiesiu nuin agﬂuﬁxé’fumnﬁu’d
4 a1 lnsiSeearduannuiniudes taun (1) arunisyatdunisnyuieusy (HIR) (X = 4.389,
S.D .= 0.516) ﬂ1wuunawumaaaumummmmamav vuﬂﬂamwwmmﬂumu (2) MunsEnn
ﬁ&nﬁ’mzwwmm (HMS) (X= 4.371, 5.D0.=0.567) mﬁua'immﬂiwwuﬂﬁvaumsmmmumﬂmw«ia

v v @

B U UUzyjuﬂ,‘mmLLu..,mLmqﬂmﬂsI‘wuamﬁmamaﬁ (3) frunstieusnwedarowios (HCO)
(X = 4.386, SD. = 0.549) msatfuayuliuImsuasyaansiiiszaunsallimuusihiduselovd
wre vorwuziiog 1w ula (4 d1unisilndeusy 1995999 (HPO) (X = 4.331, S.D. = 0.557)
Aueiiuistnaaunsaitaran i andexliadiouadessrinsmsdoussdenaliiiussans am

1T U wazdlszauauliTounianisuaty (CAV) ayluseauunn (X = 4.288, S.D. = 0.506)

—

miﬁﬁ'ﬂsmﬂmim"’lLﬁua’mﬁﬁumﬁaLﬁu%uuﬂuamumsaﬂﬁﬂﬁﬁLLﬁdd%’uéuLLN
uaneNi MM 1 wud AavduusL U esdusEinsaussaur MU N NS
uywdLdanagné (SHRD) uagauliUToun1enIsu sty (CAV) wansldifiudaiaaeasiauys
feuduiusmsvinluseduiunansisgeiiszdudoddmisadd 0.05 lnsaraudusius ()
ogflurissswing 0.484 s 0.562 Ssawvieuisenuduiuslufimmaioatu sl esne r Kandm
laiAin 0.800 Fanunsaaguledn Wlidgymenuduiusidadulusedugs (Multicollinearity) sening
Faulsdase warannsahluldlunsinseginisadndusolldegramanzay (Hair et al, 2017)
dwsuduusniunu laun Uszaunisalvesgsia (FE) way awnvesgsna (FS) wuln ldliannuduiug
pg 19l TydAyNsadAfuanssauen1sHRINISNEINTUYYELTanayns (SHRD) wavauliuIey
N1an3utadu (CAV) Tnenss enduiedlunsdves FS Aflanuduiudmaulusedutoddymad
Fudunslirusnwegeaailos (HCO) (r = -0.146, p < 0.05) pgslsAnu Aranduiusves FE
wag FS Auduusdu q daueyluszdudi (A1ndn 0.400) waglaimuiA 0.800 Fsanusaaguléin
Lufidynd ssnuduiusid adui geavld wazarunsamuau FE uay FS iduduyssauly
nMsaszsidudaly W NTIATIEinaneenAn (Multiple Regression) laegnamangay (Hair et
al,, 2017)
NANITILATIZHENTWAVDIAUTIAULNITWAIUIMINYINTUY B LTINAYNSNHINAAD

aulAlUTEUNIeNsuYstuvesssiausn1svudsdudmeauuludsemealng
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A9 2 NINAADUALNAFIUBVTNAVDIANTTOUL M INMUINTNEINTUY WL TINAYNTNAIHARD
AulaIBUNIINTsWsuvesgsiauinsudduAvsauululsemnelng

AUTTAULAITNAIUINSWNYNS aulAUSEUNIINISUYITY T p- VIF
uyudidenagns (SHRD) (CAV) value
Juuszans A2IUAANNA
A3NnDY Lﬁ?iaummgm
ﬂlﬂﬂﬂﬁl 0.042 0.065 0.644 0.520
FIUNITHNADUDE1NTTINI (HPO) 0.269 0.088 3.068  0.002* 4.534
Sunszvinifeafussuuiiaes 0.211 0.106 1.987  0.048* 6.641
(HMS)
sumslidUSnvieswieiios 0.266 0.090 2967  0.003* 4.743
(HCO)
AUNTHTUNITYUL B 0.116 0.073 1590  0.113  3.115
(HJR)
Usvaumseuasgsna (FE) -0.235 0.090 2608 0010 1202
muwmmaqqiﬁ% (FS) 0.152 0.094 1.609 0.109  1.319

R = 0.807* R Square = 0.651, Adjusted R Square = 0.641, Std. Error of Estimate = 0.599,
Durbin Watson = 1.508

*Jsyeutidndgy 0.05

N9 2 mewamﬁLfmsﬁmaaa‘wvzQmLﬁammaauSwﬁwamaﬁamsauzmsﬁﬁum
n3nensywilnagns (SHRD) AdwwaramuldiiuTsumamsudstu (CAV) vosgsRauinisuuds
dudmeauuludsemelng wudn Muusaussougn1siauInIneInsuudiBnagns 3 a1 biun
ATUNTITRNADUDE1993999 (HPO) (B = 0.269, p = 0.002) FrunsEmInA e UsTUUTIA B (HMS)
(B =0.211, p = 0.048) FrunstiaUsnwiegesaliies (HCO) (B = 0.266, p = 0.003) AdnSna
WFauandeauldiisunienisetatulussiuded dgvneadff 0.05 dawaliaiuise seusu
amagmﬁ 1, 2 way 3 1 ﬂumzﬁéﬁumia@aLﬁumimuﬁaumu (HJR) (B = 0.116, p = 0.113) laiuans
dvsnaldeuinifideddgmaaifse CAV 3¢ Ufiasanudguil 4 uananil faudsaruny lauwn
Usaun15ai10933na (FE) wazau1nuedgsia (FS) wul Uszaunisalvesssna (FE) d8vanwadeau
pg1adidedAymemulaUToumensstu (B = -0.235, p = 0.010) FS LifidnswasgdidodAgy
(B =0.152, p = 0.109) u18AIIUIN Ussaumsaimaﬂﬁqsﬁaﬁ'Lﬁ‘mﬁumaammmlﬁm%‘wma
nautsulugsRauinisudsdudimanu durunvesgsialiidmasseditfoddalulanad sl
ArmLEIIatunswensalvedlunalaesiuilai Adjusted R Square WNAU 0.641 MUI8AIILI
fuUsdassstaunves SHRD anansasauifussunenuwlsusiwvesmaldiuioumanisugstuves
gafauimavuddudmsauululsunalngld fovay 64.1 uonaini anadfgiou-Iadu (Durbin-
Watson) i1y 1.508 ag/lutaainausivimanzay (1.50-2.50) amudaiausvas Gujarati and Porter
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dviEnavesaNTIaULNITIAN SN INTUYEOTINagnsTidmadon U lAUTsUN1IN 1S Ut 09§IAa
Usnsvudsdummeauuluysemealne

(2009) wansinnuudassliidynieslnaesiatu (Autocorrelation) UadmAIALLA DI sE N TOLTEY
aunisannasfltlunisnensalle el CAV = 0.042 + 0.269(HPC) + 0.211(HMS) + 0.266(HCC)
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Abstract
This study aims to examine the patterns of communication and brand story perception
of health spa services through online media during and after the crisis situation in Thailand.
A qualitative research approach was employed by collecting the data from official websites,
Facebook pages, and customer reviews on platforms such as Tripadvisor, Google Review,
Facebook Review, and Gowabi. The data were analyzed using thematic analysis to identify key
communication strategies that influence brand perception. The findings reveal that online
communication of health spa focused on four major dimensions: personnel characteristics,
service packages, spa products and treatments, and physical features of service locations. Brand
storytelling was presented in three forms: first, communicating impressive features such as
atmosphere, equipment, and service quality; second, communicating brand promises and
values through logos, slogans, service quality, and brand image; and third, communicating
experiential values perceived directly by customers. In terms of brand story perception, the
clients perceived the value through three dimensions: external value, derived from sensory
experiences of sight, sound, smell, taste, and touch from both media and direct service
experiences; internal value, reflected in emotional impressions toward personnel, service design,
facilities, and pricing; and spiritual value connecting the brand story to deeper perceptions of

wellness, relaxation, and holistic experiences.
Keywords: Perceived Value, Brand Story, Online Media, Health Spas, Thailand
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TugaRdviatiagiu dessulatildnaeilutommmdniifirnudfyogredilunisdeasuusud
(Brand Communication) Ingtannzlugaamnssuguamiazauidueg i n1s@nwiagn wui
77% vesrjuilandumdeyamsdumesidnnounsdadulafsrtunisguaguaim desalimsaiis
FnuveuUTUAHIUT BRIt A uddyesedadonsidulauazanudadunisg sialu
gaamnssuiifiyarinaiaialannin 5.6 duduneaanilul 2022 lugeamnssuquainuaz
anuueg iFfiTinsuvstugs wusuddndudosafremnuduiusiuguslnariutemsiinannvans
Lidazidudedenuooulat Viuled wazwoundiaduaunm Tnsiemzedudsdodsaesulatiiide
Temaliuusudannsadearstufuilnalasnssiniale 337 warlnadidomiliAeadestugunin
nsAnmaaauansiiuinnisufduiusuudedinuooulatveauusudiinaegiiiuddnyenisii
mnufnfvesiuilnn Feaeandeaiusuidoves Zimmermann, Dauter and Gewald (2023) Wuin
nsfidausmuudedsautisifissnruinddenusuduaznssuiif oatundndasigun venani
Foyasuguamiiweunsmessulatifivangumaingimaniuazldsunsiusesndidesned
Snswangramndenginssunisdoves]uilae dedunuiaonadetuauideves Kaplan and
Haenlein (2010) wag Citruslabs (2024) s¥u31 ) uFlaaludagvudesnisuinnimuaailawun
wiFsnmdng udUsednyiuansieuszans amuosndnfusiquain n13ias 0sveuuTud
faannsadigaidnanval aimnudediiuigusioa dwaliAanismewnsiusudlagguilan
183 (Fog, Budtz, & Yakaboylu, 2010) o nsdeansuususrunisiendesiauedestiowfiunst
dusmmesuilaaunisinaueidomifauaiuazdanummie Tasldunanesusing q u
Instagram taz TikTok L%Iamaiﬁ’l,l,muﬁmmmLa"lL%imﬁnshuﬁﬁiaguuazLﬁamﬁa%ﬁqima;:Jﬁim
Losd sl uUTUREL1S0TEIENIENEe waztue LT eels (Pulizzi, 2012) MIAe@ITWUTUS
iieliuslaasuduasifnauynifufiiedesiioddnyie msadomweauusudiudessula (Brand
Storytelling) FaLfunagnsiiuszansamlunisadrenuausud audoulomisersunl uas
AMALANA19INA LY TuuTunvesnisquaguain n1staF e liuusudanunsodeansioyad
Fudoulduarainanudonlosiuiuslnaluseduiiands TasnsianFedunisnaaduauning
Usgloviivaneuszns o 1) aheenuidenloamsensual vilvguilansanlatunisqua inle uas
aduayu2) asmuthaulasaznisiidusulafniinmsiauedeiisasuasfiauiisied e
3) WharwsuaguslnaReafunnzguanmuagmadenlunisinw wag 4) adreenulindedaduas
ddglunisquaguaiw Arala e 929% vesjuilnadesmsliuusudairslavanisanmilou
30931 wazdesnsifuguinansveadossnamaiu Tns Escalas (2008) atfuayuinguslaniifant
anudeuloamsesunifuusuiguamuansaufisnelauazanusnfdeuusudiiged uog1ed
tlodiny nsdeansildlamnuidndrodiuenudusyuliiuussaunsoivesiuslan wWasuwusud
auawbiiduiusiingdidrdslduazlinadald ogqdlsfinia covip-19 I uganuddyues
nsdeansuusuinudessulatetiaunn Tnslanzes 198 @ mSunIAdIAeY WU n1svieuiien
Begunm Gslemarnilindasasnsiidausmvefuilnadusgisnn lurasiidnsdonaiiiuas
wpsmariuszerinemadany naAnssuduslaadeulugnisusinadenadaiifiudu viilv
wnanesueoulavnarailudsddyegredadmiunusudlunsswinisueadusaznisidenderiu
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nauimane (Platon, O-E. , 2020) mMsdoasuususrdseelay lmwmumwamiwmmﬂqm
it urdathesnunmstidnusuaraalindavesiusinadnie mmuamamﬂiiumﬁwmmm
Bsguan nagvdnisdoansaaviafiniuesniasafesugunin nstanFesiiusiota uaznsld
Auugianguilnadiutesmisesulay (ewom) Wutladeddnlunsfiuguazsidulnlugands
n339UIn nagvsmarivasliundwionfisndsgunmanunsaaienmdnuallval novaussanu
manimesuilaafidsuntadly uarairsmnudniluszozenldognadaiu wusuddndudodd
nstaiFesiiiumuidunyed (Human- Centric Storytelling) iioadsenusiilanazauinfves
Fuslnn (Escalas, 2004) lursll wusuddannsndoansiiaudanguuazuinnssuvasmuiowinn
m‘al,mLsawﬂmumwauhmmu (Fog et al,, 2010) 1 Pulizzi (2012) awimuummﬂamaq
rudesmsssulatimeifiunsiidusmvesfuilnauasshliuusuddanuinidefiodstu Usamelne
I¥$unssonsuindugamneglaremsseaisudmiunsvieaiisndeaus Inedan wuiniouiie
AU NLar1sITHAUIIINIIMAINTANY TINBUALBIANA DINITIATIUUTEU T UAN A1 Ay
vilshuanuiifmngaudnsumsindeusagiiugigunin (Global Wellness Institute, 2022) uifi
gaamnssuadilulssinealngazld Yunansgnuain COVID-19 ufneudsn1sil udavenia
nMavioaiien gsfsatdunliuiasdulnedseiies lnsniendinisadnaisvesaniunisal
COVID-19 aman1sviesiiisandeguain Insiawizegnsdagsiaath Maundnyfugaiudsuiiddysu
esnanmswasuulasdidueuddueadiuilaa Tasthdssueuluegia uazanulinsde
(Trust) iﬁmi‘mmﬁwﬁmum?jqﬂﬁu (World Health Organization, 2020) qu'%uwmaqiﬁﬂﬁ ANSUILEUD
iigsuinsthainwienaliifisamesonisaieanuldiuisunensudsiu wdsduind eufiuiads
ﬁnaqﬁ'ﬂismumi 4081515 995194U5uF (Brand Story Communication) Larn15as19NIITUg
(Perception) Fefiaidunalndrdlunisarenensndnvaisuluendnuaivesaniuusenounisaln
uagas1snuaoandostumuFesnsTildsuulatluvesduslag Turaeinganisainisszuia
Fuslandiuauunumamanudndasadouazanusiuaamadala (Sheth, 2020) waglutlagiu
anunisalis ued aansuasi uilaandvunddudaulufanssumaasusionasdenudnads
AUA BIN1TVBININLIT LA IR0 LNEIULANITHBUARIENIINIEAIN MINLA TIATOUARY
faszaunisaliifianumneg anusivlalugueuniouazanadasasds uaznslauanaldlooeis
Wia3e Fewnil Meadasduardeasdosmnuudinaulauaraonadesiuaudesnaiingn
ﬁmﬂmﬂLUuﬁaaﬂaﬂﬂwluﬂﬁmmLLa iﬂmaﬂﬂﬂusva 817 (Kotler & Keller, 2016) Uszifiudnasu
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QQLUUMZJ'WJEN\T]U’J‘UEJ%UU

0QUszaIAlun13IY
WefnwsUuuunisdeansuarn1siuiisesswiiusudiiudessulatvesaniuuinmaul
Wagunmluaaiunsalagndsaniunsalingalulssmelneg

¢l 1 Yo a o
Uszleaidnanndnazlasuainnsive
ilinsuianmsasisusudiiudessuladvesaniuuinmsaliiegunnlulsswmelneiie
raluusulgiunismaunuvesaauusnsaliveguam
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1. nmsApansuususeaulatuaziiaesurawusud (Brand Communication and Brand
Story)

lugadagdu ﬂ’ligaﬁ’liLLUiuﬁLLa”L%Imi']’JLL‘ﬁ'JLL'Ui‘uﬁ avvioudanuAIvneg195InL5ve4

]
aa o

welulagida anudfaiiuduresmiuuiass (Authenticity) wazaruaanieiiuasundadiy
vasffuilaa msunsnansvesdedsausoulatl unanwosulnsdwidede uazmaluladidsliney
#UsuAsunagnsnisieasuusudegiaidedi dssansslurisnariitiuddanmsdsulas
ﬁ]ﬂﬂﬂ’]‘igaaﬁW’NLﬁﬁnLLUU(ﬁgﬁLﬁulﬂ@:ﬂ’]iﬁﬁl’mﬁ’mLLUUWﬁ’TmLa%Ma’]BﬁﬂWN (De Vries, Peluso,
Romani, Leeflang, & Marcati, 2017) mi?{aamwiuﬁﬂiaUﬂquﬁﬁﬂﬁammﬁwmﬁstuﬁﬁﬁlﬂﬁﬁﬁﬁ
drlddnude liiesdudennuiinwauliviolifiany (Duncan & Moriarty, 1998) Wunsyuaunis
fvarnvanedd deuonuileluninnislavan daaudanisusssnduius nisfidiusunudedeny
saulat] Mnaaifon wazuluinseenuuuiazn1sldnuvemwanfusvseusnmsies (Schultz &
Kitchen, 2000) WhvianendnesnsaeansuusudfiUsyansnim Ao N5a319NTTUTRUTUA @39
AEnwalinve TS LLa:?{amiﬂmmﬁLmiuﬁﬁﬂLauaaﬂwq%’mauuazaﬁwmma (Keller, 2013)
Fossauusud Wunisidniessndnuaiuaznisaiannuduiuseninausud fugndn wusud
(Brand Identity) 1 u2unudydnuaifudazuusudained wi evsvendanuliuslaayuiid
AUz eluiiand weaiu uazfdnfemuuandailewIeuifisuivauduaguinisis
sUkuuAAgiU (Aaker, 1996) kaznaIfsrUUSAaNEYAIYBILUTUA (Brand Identity) WAUWVIvBILY
5uf (Brand Essence) 11Usznaudieiiu 2 @ fie sndnvaindniifuuniu (Core Identity) wazau
Yeefiufiuvessndnueindn (Extended Identity) 1384517WU5Us (Brand Story) #dLﬂﬂﬂUﬁmiLéw
L%“EN‘VI‘LLUSHﬁﬂ%ﬂﬁ%ﬂLLaSLL‘U'Q‘lq]uﬁ/UﬂEjiJL{hmﬂ‘d (Escalas, 2004) 1309510 usus iinaulatiufn g
Foyaidutewianss lnedid e oasrsnuidonlosmsensualdugusinag viliuusuds
mwmﬁuwwéuamﬁﬁalé’mm“’jyu (Aaker, Kumar, Leone, & Day, 2016) wail 130951uranuTUS
(Brand Stories) Aomsidni3esiidedssndnual n1siia wazedenludaguslag Escalas (2004) nanain
L%dL&h%ﬁﬂﬁg}'ﬁimL%“'auimﬁ’uLLinﬂu'ﬁzﬁumﬁmﬂ (Emotional Level) §eduasulifiinan
NnWuLazAANAsoLUTUS 1nB Fog et al (2010) nd@1331 Msta13 estheasnsruunnsidlag
MaifuAuMInskayAuLiaTeadluasidesnisde dmunagninisadrauusudeoulal
Usznaudasnatedd tawn nsadswusudiiudedsnuesulay Faiunumdrdglunismnun
snanualveanusuduazaiisujdustusiuguilaa Kaplan and Haenlein (2010) nd1291 dodsn
ooulatiduiiuiildnoufigaglidearstuduilnanuuidealmsl Usenaudy Pham and Gammoh
(2015) Fuugnfanuddayres "Aruuiisweusus” (Brand Authenticity) uudedsnuseulail
doansedrsaihianeuarTusila annsoadrsanulindauazanuindvesiusiaald nisarauusud
HuNNSA0a13NSAANAGIE ARG mLﬁumiﬁ’]Lauaﬁamﬁﬁﬂmmuaumsaﬁ’umﬁmﬁmma Pulizzi
(2012) na1131 mwmmmmaumumm&ﬂwLL‘Uiummmmﬂuwmmqmmmm (Thought Leader)
mmwummmmaaaLLamﬂmmuﬂﬂmmmLmiuoﬂﬂmu msmLauaLuamﬂmmwmmmmwumiu
aaummm;:ﬂfzjLLawﬂmm‘aumﬂmﬂguuLaimauﬁ]uim awaiwmwuwaqLLUium‘iummmwmﬁa
%1 (Hollebeek & Macky, 2019) N5AaANUENTIENSNA (Influencer) Junsosflefinsamdsdndy
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mﬁaimwsuﬂuaﬂmwa Lou and Yuan (2019) nanvin fuslaasuiingmssdvnalduunastoyad
undede fufu mnuuilesswivuusudtudnsadvina Saudiuszansamlumafiumsiudiusud
uaznszduliiAneudenisde madendnsdvinadiinisufduiusedeuiaiwinanasoatng
AduRuS A udawns dfiind wle (Hwang & Zhang, 2018) agslsAnugeidorsai ooy
AULa3sazAulUssla (Evans, Phua, Lim, & Jun, 2017) n1sUsuuaeuszaunisallingaiu
Anudeanisvesiuslaa Wunagnsdrdlunisasrauusudesulal walulagvigliuusudauise
a'a:uauﬂssaumiaiﬁmﬁﬁ’umméfaﬂmsﬁuaqéﬂ%‘lﬂﬂlﬁmﬂsﬁu Kumar, Laskar, Hewaidy and Barakat
(2019) nanrdmsthiaued enanzdmiuusaryaar o unsidiusauvesiuilnauas
iesuasruindonusus Inslanznagnsildtyanuseavs (A) 019 nmsuuzindnfasiany
yAAa (A-Driven Recommendations) azdsnaliiiny fduiusseninauususnazsuilnailnddniu
wntu dszaumsalidsldmevuasiaiouniadudosmslnddmiunsdeansuusus Instiaue
Uszaunsaiinumuarigneuld ssenunsafiunisiidusiunaranunsssuigafuwusus (Yim, Chu,
& Sauer, 2017) Bossnuusudiiszansnwdisairanmdnvaiidaiaunazinans deanunsnaing
wsaazviousefuilanliiiuednad warlou fisyiand (2564) liina1nfanafinnisasne Story Branding
Tun191a 115 04 (Storytelling) warn15a519uusus (Branding) thanaand1daefuaudady
Story Branding #iemsadadessniliandesuusud azvieufiduduazuinisvesssia lneinagys
nsadauusudly 3 53 il 1. quArmeuen (What) [ludsiiiusassugldindudniesls uay
sudnwalnnsuen 2. aua1aelu (How) 1ud i $uideisnsilidudmisuinisunnsnsuas
udsduls uae 3. auAnsEduanigan (Why) 1udefivsvenfanauanieusisvesdudi 1ne
gﬂLLU'Uﬂ’lﬁﬁ'amiLLUSuﬁiumu’“ﬁﬂsﬁuﬁwm&Jﬁa ANWENI0IsN1TE1eNena15I1INT AU g NAN
Ingldnagnsdrdsy 1wy nsnatauaznsddiusiunud edsaussulatfuauuioiuay
nsmeuauasTIni: MamaaileniuarnisinFesuusudiiiedesloadeorsunl nnsnannrugnss
Svswariialfinn1sduy uaznsufuuszaunsailanzyanasemalulad ieadianisidusom
ALY wazamdnAouusudlusTeze aunsagUunguiuazuuidaiieados Teun naud
ﬂmﬂ?{EJuLL‘Uaami?fams'«awﬂﬂﬂs?famiwLﬁmlﬂajﬂﬁﬁﬁmi"smwuwa‘?m (De Vries et al., 2017)
nufinsfidnumuudediauesulatiititanuuiaiuasnslineudomladdgmesaulinga
wazANANG (Breazeale, 2020) nguin1snainmenaumug (Pulizzi, 2018) wadnanvaliazuny
¥9aUUTUF (Brand Identity & Essence Model) 484 Aaker (1996) uagng i n13La1L3 osuusus
(Brand Storytelling) fheadranndeulosmsensual AUENTY kazANAnAsewuTUA (Escalas,
2004; Fog et al., 2010)

2. Ma¥uduusuduasnisufuususiudosaulad

A155UFIUsUA (Brand Awareness) Ay Aaker (1996) nanefis msvinliuusudidudi§an
Tnefjuilananinsnanduazindedouvsudldlaglideserdonsnszdu luvneiquaweuusud
(Brand Value) vanadis gar1iifuilansuiannuusud dsiarsananddsueisual deidu was
Foydnwal \Fossvesuusudfiudaunsaazthemunueifuilaniu wazairsanalingdalii
Juilan eadUsznouveensiuiususuaznsufuusudiud oseulaannsadanaldain
sUnUUNsAoansnamsnatneeulal 9 Pulizzi (2012) szy3n msliisessududituindeu
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(Content-Driven Storytelling) ¥ mslmwiumqumiumummawuﬂm LAz AT 19AMATD
Lususluszerens wenand nsAnvivesausudny newss (2564) Lﬂ&l’mU‘i‘ULL‘UUﬂTﬁﬁ@ﬁ’li
m‘ammmaaulauﬁuaqqimmmLwazjsumwLLauLmenmiaamﬁmmmmwa‘wuﬂiuammamm‘u
nau Millennial Tungannuviuas WuwnanWesy Facebook Fanpage ﬁuaaqiﬁaﬁmﬁﬁgwmmﬁa
4UNIN WU LLUSUﬁﬁﬂ’]Sﬁ’]LﬂuaEﬂLLUUL“ﬁaM’Iﬂ’li?llaaﬁﬂmﬁﬂﬁ(ﬂaﬂﬂLL'U‘UN’dlINa’]u Tdun o
dielvinug doyasioasBonndnts wardoyaiiluvegsia iemiieaiussuaala iemn
ieltiutinle duasuniseie wagnisidiusmiulnadvienonssy Weniiierutuiiaarnsly
%’a;&atﬁwﬁu nsusseeLATuitevene L on gﬂmwﬁﬂiwﬁamiﬁwazLﬁamﬁmﬁuﬁuﬁ’m‘%a
U3nsvesunaziusud msliveamsnsinsieasuanudeyaiiiuis

PNBIARLETEIRUITNBUAINETY 2zWulad wusUALaTNagNSNITASIIUUTUA nsAedns
wusudrudedsaueeulatl wagmsuiuususriiudessulatl Huiunumaduayuiuegistaauly
AsasusuRaU liud N LLazﬁﬂﬁEjﬁIﬂﬂmmammﬁﬂﬁa&hqgﬁu

nsounuaRaNlHlunside
nsoULIANABITUNTTUTAMAILS D93 IUMALUTUAYBsaR LU TENBUM TAU LT BgUn M
Tnuiusadusznaundnuealssasnusiauusud nisdeansiiudoseulat uazfiivesnissuinuean
nseuLLIAAMTITeTeUszneudefuls Ao 1) esdusznouresdessnuriausud Suuneendy
auesAusznounan laun AudnvuzlanauYeIanulIEnaun1s ATEUARUINAINENYA] AMATN
204U3N15 UITBINA wazdndnwalianizesaln (Holbrook, 1999) A1sTudtyey1v01wuIUs 19U
nsliusnsiinounas tauaiiguain uazainanuaunavessanisuazinla (Keller, 2003)
Uszaunsalvesuusud Uszneusiennuidnuazanumssiiigndléfuainnislduinig (Pine &
Gilmore, 1998; T fsw T, 2564; aiusi Ganas, 2557; Aker, 1996) 2) N34 9a1513 093 1IUMe
wususkudesaulay anunsasfiunislidiiugemising 4 wu Sulsduazudenvemusud deday
paulai 33331019934 wazinledidnenenusseInAvesanIuUIENoUNTS (Gensler, Volckner,
Liu-Thompkins, & Wiertz, 2013) r;’jmaﬁw%waLLazmimmmﬁam Wag 3) ﬂﬁ%’uﬁﬂqmﬁiwm@ﬂﬁw LU
sonidudfiandn ldun nssuiamuAinsuinng: anuaaniauazaufianelavesgnaiiendu
AMAINYBIUTNIT NTYUAIINNTNIIY LATNASNS T LASU (Zeithaml, 1988) nsfusaueinegly
Arw§Anfamuriaunans AnuALng uarauAARTUMEIINTE L3NS (Holbrook, 1999) n13¥u3
AMAINIBUDN NSLATUNTERNTUING AN LU andnualfiaty msuuzthandiou wiensuws
Uszaunisajuud edsausaulall (Brodie, Hollebeek, Juric and llic, 2013) N155U A alfin

a

Wedndggayas Anuidndoulesiusssuyd Anuasuniela wagnsundauniely Jallunum

o o

drAnluninAngua1mesA s (Schmitt, 1999) Aan1wit 1

o
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AN YR VBRI nsfuivewlduInis
. nsdsaUANAN
QUEIGRIEHR :
WUSUS AuAMely
(Brand [ "] AdeuUpeiu
story) ANANAEUBN
M33U3ANA
Uszaunsaluaauusun ANATTEAUTIIQYY 10U
= a = a o
2N 1 nsaunnANNANTILEluNTIYE
ad o a a o
ML UUNTIIAY

<)

meiteadsihifumsidademnn donnduihedisgsiaaifioguamm ainmafvunuiiam
vioLumiisavesdmind i uunawisa i iildfuanudeunaniy AUINIYUARININUUUATUNIS
(SPA Destination) leiun ngamnuviuas Jedlnyd wazgiin nsdndennaudied1evesdaiy
Usznoumsauiitoguam ﬁ‘iﬁ“fﬁim"ﬁmumLLu’mNL?Baﬁuﬁmaﬁwi’mﬁ@mmémanLﬁmviauﬁmﬁ
nquUsznsodvegiie aulne uaztnvieafisrmaienifudiuiumn aldun ngammumuns
Fodlnal waznufin aindudadenngudedwaniulsznounisaUniegunin Tasfiansmnain
msmLauaamaﬂwmzﬂuaaamummiamLwaqmmwmmmmmmaaulmuunulam wadaunumia
puingusrasdnisided 1 Inedideldiadesdionseunistinsisiidailon (Content Analysis
Analysis) tioidunsoulumafusurudeyaifidemiunsiuiauiuarnisdomsvesuususio
doooulatvosanuuinsaUiequnmlnofinnsandadeniusudandiuiu 6 wishy 3 Sandn
leiun 1) Suavileguammvunelualusuyuiu Ssmingammamunas 2) Suavuiieguaimauin
nandlulumunuiy Smiangamnuviunas 3) Suaduiegquainvuialuglu suneiies Jmin
Fodlml 4) ruavuitegunmeuinnanslusnedies Smindedml 5) Huaiioguaimeuiaidn
Ty $1neiiles Fmindudmi wag 6) uavifioguamauianadlu Smingiin Anseiunseu
wnAniedunguiogisaniulseneunisalifioqunn faadnuas ddyuseneudie anudic
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Abstract

This research aimed to investigate the influence of social media customer relationship
management (SCRM) on customer loyalty to online food delivery platforms in the lower
northern region of Thailand and examine the serial mediating effects of customer satisfaction,
trust, and engagement that links social media customer relationship management to customer
loyalty for online food delivery platforms. Multi-stage sampling was used to collect
the quantitative data from a sample group of 724 online food delivery platform users in 9 lower
northern provinces. The statistics used in descriptive data analysis were percentage, mean and
standard deviation. Structural equation model (SEM) was analyzed using AMOS program, and
the role of multiple mediating variables was analyzed using the Bootstrapping method by the
PROCESS program.

The findings revealed that SCRM had significant positive effects on customer engagement
and customer satisfaction but had no direct effects on trust and customer loyalty. Meanwhile,
customer engagement positively influenced satisfaction, trust, and loyalty. Customer satisfaction
positively influenced trust and loyalty, and trust positively influenced customer loyalty. The
results of the serial mediation test revealed that customer involvement, satisfaction and trust
played a full mediation role, making social media CRM have an indirect influence on customer
loyalty through all mediating variables.

This research suggests that online food delivery platform providers should focus on social
customer relationship management with an emphasis on building customer satisfaction and
trust to foster long-term customer loyalty. Furthermore, they should encourage customer
engagement through various social media activities to strengthen customer relationships.
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and Lowe (2015) Flifiunnalnfidoslessswing SCRM waganusnfvesgnéndslildsunisfinu
agnsasudu Tnsanizunumvesulsdunasiidfy

winaefliAfedwnunniidnwanudiiudszaing SCRM wagarmdnivesgndn usédl
Foviafiddnlussdaaiiiieg fil 1) nsfnvidnlugaduiienuduiusmemsssening SCRM
wazamAndveagnan Tnedslsifinis@nvidinsevidvinadunatsuvueynsy wazaidoves
Pansari and Kumar (2017) w@uein n1sfidusinvesgnienadutaduddylunseuiunsadiseny
fnf uidnnmadeuldassindluuiunvesunante sudndsomnsinuszuveelat 2) sided
HundalilaAnwinnuduiusi@seynsusenitanuiianela anuliingla wasnislidiusiuves
and Tugnuzduusdunansiiidenlos SCRM fumnudinfvesgndn Wang and Kim (2017) Anwn
unumvesaufianelaiieses1aiien luumei Santouridis and Veraki (2017) 1utaniz
mnulindla mliganannudhlslusmsmveanssuiumsainsanuing uas 3) msfnwiRedu
SCRM Tuu3unvesunanwesudadsemssiussuuesuladdaidnin lnsamzlugfiniaililviies
na1aui eidlesling (Tandon, Kaur, Dhir, & Mantymaki, 2020) wagdsladnisdnuiluviunves
Uszinalneunniin

wansfeiiedinnuddiduddnniuesdegiie Tngluldvinsasyigveneesraug
Rendunalnfidenlesszning SCRM waganuinfiveagnii Inslams unumvesiuUsAunalauuy
aunsulundegsna nan1s3veaz unuimelifusznaunis unannesudndiomnsnussuuseulall
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dvisnaveInsuIMsgnAduiusinudedinuesulatninornuinfveqnan: unumiwUsdsin
LUUBYNTUYRIN ST INvReNA Awftanele wazAulindaluunannesudndseniseiy
syuvseulal

asavwuInagns SCRM useansam neddidaladeiidmadenudinivesgnan duaziily
gnisiiudnanuansalunsudeiuiaranudsdumegsialusseze

o

ngUszaAlunTITY
1. Lﬁaﬁmsﬂ5‘1/1%'wasummTU%‘W]i@ﬂﬁﬁuﬁuﬁ‘muﬁaﬁmuaaﬂaﬁ Anufianela Anulingda
wagnsiidusinvesgndiifinennuinfvosgndiunannesudndsemsiuszvuesulatly
AMAwilanauai
2. Lﬁawmﬁauﬁw%waﬁuﬂaWﬁquaqﬂimaammﬁqwﬂa AnulInga waznisiidiusiuees
qﬂﬁ"ﬁfL%MI&Nmiﬁmiauﬂﬁwé{’mﬁuému%aﬁmuaaﬂauﬂlﬂﬁmmﬁﬂﬁmmqﬂﬁw unannosudngs
2 IMSHIUSTUUeRUlaY

VOULIAYBINITIVY

Frudlenn gatiunsdnudafoideainaiiisninaronmsnivogndl unanosudnds
osHuszuvesulay Usznausie msuimsgnanduiiusiiud edsaussulay anudfiwela
Anulingda wasnisfidrusiuvesgndn

Fruduls 113398a% 8191939818 s uaddauUsurs (Constructs) 3 nau dail
1) #uUsdase (Independent Variables) A® n15uin13qnAduiius i ud edanusaulal
2) $huusAunans (Mediator Variables) Usznausaes amiienela arulnde waznisiidusiuves
§nA1 Uae 3) MUY (Dependent Variable) Ain AudnfvesgnAunannasudndsamisHIu
szuveaulal

Fudtuil maiunusmdeyandsdlfdmsenuaiufiaglduimaunanlefuiadsons
siuszuvsaulal lusiuiiniamionaudis 9 Smia

Uszlewifiianainazlédfuannsise

1. vilimsudssefunisuimsgnindusiusinudedsaueeulal anuienels msddmsom
vosgné1 ailindlanasanudnivesgndiunanlesuindsormstiussuuesuladlumiiui
Mamtlonaudns 9 Jmin

2. il ladedvsnaveansuimsgnanduiusinudodsnuooulardiifidenuindvesgnin
Hamamsauagmadeuruanufianels maldmuimesgnd waraauilings

3. gusgnaun1sunanvleTudndsemsiusyuvesulataninsadmansideluldlunisiamn
nagmsnsuImsgnAditusinudedinueaulatifie fiuaufisnelanazanuinfveagni

a. umnmsdmduinideuazdninnislunisfnwsesenfisafunisuimsgnandusiug
muﬁaé’dﬂuaaﬂaﬁuam’gmﬁ’ﬂﬁﬁumgﬂﬁﬂuﬁwgu 9
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wuaAn el uazeuisedineados
msnumussanssdunsmuniulufiasiuusuagnguifiisrdeadeldlunisaguidy
nsouLARlun1TITe dwieludl

n1susnisgnaduWus W 1ud edeansaulay (Social Customer Relationship
Management: SCRM)

miiﬁ‘vmiaﬂﬁ”ﬁﬁuﬁ’uéw’mﬁlaé’muaaﬂamﬂuLLmﬁ@ﬁ'ﬁﬁums{aaammﬂmw%msaﬂﬁw
auwummummu ImsJwammumﬂiu‘[aaaamﬂuaauiaum'mmaemﬁ CRM Lwaaswﬂgauwuﬁuav
ANuduRuUs A AugndT niviniswateviny 1§l deTmos SCRM 1Teteasounqu sl
Greenberg (2010) tauai1 SCRV 1 unszuiunisldimaluladd odsanooulatii elasuasis
anudutusugnAsunsnaiuteyanunanesulsdeaiifedifunagns CRM uuudais
dioasnemsfidauton anudnd uazanundnlagnéegnaindeBstu Tuvaed Malthouse, Haenlein,
Skiera, Wege and Zhang (2013) 88u1841 SCRM 1 utufwnuaznagnsnnegshan aduayudie
wialulad nszuaums wazdnuauzmadany foonuuuinifielignénilaiusalunisaineuszaunisal
iAnuszlevismiuluanmuindenilusdauazundede Trainor et al (2014) léfio1n SCRM
Fdumsysannsmaluladdedeeuesulatiitriunagmiuazszuu CRM leduaiunisiidusiumes
anduazas1snuduius e d2u Harrigan and Miles (2014) n@1231 SCRM tJunnsld
wieluladdedinuooulaifieairsmnuduiusfiuuuuiiunaziinumneiugnd Tneidunisaiis
AAISINAULALNFHAIUTINYRINAT wazEgA Sharma, Rani, Kumar and Abrol (2022) Tvifienuly
31 msldin3evnedsnneeulatidudeamalulumaideslosnuduiusiugnd saudsnisthuun
UjtRuazimaiaing q uldifies uisanuazminlunisldmeuseniniesdnsiugnaniuiedetie
dsaueaulatl isligndnannsaldnouiuesdnsinuremisiinuenden wagldsuteyaidadnmis
nsannnnideyagnAuuaseviedsaueaulal

nanlagaguiio msudmsgniduiusinudedseuooulal mnefls msysannismaluladide
Fanuoaulaidrfunagnduazseuu CRM 1l eadsujduiusassfiansseninsesdnsuazgnin
Tagiunsasrensiidruson anuduiusfifinuen wagdszaunisalsiuiiluanwinadenilusdla
wazmovausalduuuiTvalny WiuvomnsiignAndenld 1wy Facebook, X (1Anfe Twitten),
Instagram, TikTok waz8 u 9 Lﬁ‘aiﬁaaﬁﬂﬂé’%’wﬁayjaL%ﬁé‘ﬂﬁ'mamqmﬁ‘mﬁ’quﬁﬂismmz
AmfeINTvesgnAteg1iiass Insesdusenouves SCRM Tumsfinwiadsiiusznaudae 4 9 do
n1sdeansiugnén (Customer Communication) n1sliugnisdieyatile (Content & Promotion
Service) M33AN13toseaiey (Complaint Management) wagnsad1alszaun1salgnAi (Customer
Experience)

AN lavaegnAn (Customer Satisfaction)

Oliver (1999) 85u1891 AU anelareIgnA Av N1INDUANLIWDAIIUAIANIIYDIGNAT
Juwasnmsussuanuunnaaseninanumeanianeulduinisuaznissuindsldusnig winnis
fudganiimnuaauia gninaziinmufionels dsinnsnwianuiianslalunisuinisunansie sy
Tnaziisateatunatetade fan1sAnwves Wijaya, Yulianto, Lestari and Prasetyo (2023) wui
Aanuianelaveslduinisunanesusaulatlisudnsnaainauninvesdoys seUU WAUINIS
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SvBnavesmsuIMsgnindiniudinudedsnussulaufifiiennufnfvesgndn: unumduUsdsiu
LUUBYNTUYRIN ST INvReNA Awftanele wazAulindaluunannesudndseniseiy
szuveaulall
TneoiAUsznauvenanlatainnisAnyiues Yoopetch, Siriphan and Chirapanda (2022)
FeUsznausng AummeweUndAdy arumanvansvesiue s TAuarlusludu muTng
lumsdnds MIvsn1sveIntinnudeIms

n138dIUIUYRegNAT (Customer Engagement)

nsfdrusmvesgnAndunuidaildivarmaulasgrannlunis@nwidiunsmaindia
Brodie, Fehrer, Jaakkola and Conduit (2019) lalviamumangdn nsldiusiuvegnafeaniignig
Ieineiiintuanuszaunsainsiiufduiusiuuiidmhutususudluiiunvesnsuinng Tuvay
i Hollebeek, Clark, Andreassen, Sigurdsson, and Smith (2020) 85U1871 Lﬂuisﬁumaum@ﬂwag
nadeulowasgndniifiveuusud dauanseeniiunisfufduiusdonmsiasnedon way
AIULUIANYDY Brodie, Hollebeek, Juric and llic, (2011) wag Hollebeek (2011) lalauainnisiiaiu
savesgnAluiunvesdedinuooularszneudie 3 I3 leun nsfidausamsuensual (Emotional
Engagement) N3ildIusuAUNgANT33 (Behavioral Engagement) Uagn1sddiusiud1unissus
(Cognitive Engagement)

anulinslaluuwanwasu (Platform Trust)

anulinalaluunanrlos (Platform Trust) nunefia anud esfuveldusnnsidsie

v

wwasasuludueundedie Anuvasade warauamnsalunisdaevuinisauiidyals
(Kim, Chung, Lee, & Preis, 2016) Tuudunaesunanneasudngdsormseiuszuussulad anulingda
ﬁaLﬂuﬂaﬁaﬁwﬁ’mﬁdqmam'amié’fﬂﬁﬂﬁﬂ%’ﬁmﬂl,azmmﬁ'ﬂﬁmadqﬂﬁw (Marinkovi¢, Bordevi¢, &
Kalini¢, 2019) 1ean1nidugsnssuiiifsatesiuanuvasadvvestonadiuyana N33y uas
ANNUADANBAIUBINT 1Ay Wang, Min and Han (2016) lauusesausgnauvvesaauliangdalu
wnanwasueanidu 3 aundn Ao 1) Anulitnedaniuninuvasassiazanuidudud (Security
and Privacy Trust) 2) annulinslasmunislwuinig (Service Trust) wag 3) aulindasunisuily
Jgym (Problem-solving Trust)

AUANAYRIgNAT (Customer Loyalty)

Hnlnsraneyiulaiianuminguessauin@ly lawn Dick and Basu (1994) Tsiaumung
v99A U AT nTunuduRus send 19T AuAR LT sFuN S (Relative Attitude) wazwgfnssu
n13 U1 (Repeat Patronage) Tuwauedl Oliver (1999) anufnfivesgniiuniussiuegng
Anddlumstonieativayundnfusiviouinsiidenisluonianedisasinaue uiiasidninaua
anunegrenlumsudsunamgAnssuvesgninfinia IngesdUsznouvesmudnimauuninues
Dick and Basu (1994) uag Oliver (1999) Usgnaunig ANUANAAUIALAR AILANAAIUNGRNTTY
LAEANANARIUNITUBNAD

= ql = o
nsaULUIAAN IYIUN15IR8
A8 lain1snumnssaunssy Ainseiiasdunseiteyaainiuidenifeidesauise
Wawndunseunwnaluiduandlunind 1 Jsuszneume 11 auufignudsil
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ANuianela
M H8
N5idILIIMVOIGNAT He Aulindga
ﬂ‘
H7 o
M H10
= v o o s H3
MIUIMIgNANEUTS Ha .
oy . ALANG
Hudedsntoaulall

o a  al a v
AMni 1 nseuknANuAaflglunsive

AUNAFIUNITIVY

nnseunnfnildlunifeaded Ysznoude 11 AUNAFIU il

1. anuduiudszminamsuimsgnénduiudriiudedsnuesulat (SCRM) waznisildiusau
¥e3gnA1 MIumsgnAnduiudiudedsaeeulavidunmdniiiauidosenainnisuinsgnii
duiusuuudain Inefimsuaunanumaluladdedsauooulatidnfunagnsuagszuu CRM (Trainor
et al,, 2014) SCRM Lﬁuﬂi:mumﬂumiﬁ%ﬁaﬂﬁﬁuﬁuﬁ‘ﬁugﬂﬁwmuﬂdaqma?{aé’ﬁﬂuaaﬂaﬁ lned
Lﬂmm&JLﬁaa%ﬁmwﬁuﬁuéﬁﬁLLazLﬁu@mﬁﬂﬁﬁuqﬂﬁw way Harrigan et al. (2015) wu11 SCRM
figvsnansuindenisiidusinvesgni lnonisdemsaemnaaznislineuiinairinudediny
ooulatitsnsefuliignddufdutussunususuiniy Pansar and Kumar (2017) szyiinisiidau
Svosgndndunadnsddgvesnagns SCRM iduszansaw uaziduiadodrdnlunisati
ANuFuTuSIEareiugnA TuuSunvesunanneiudndsemaniuseuueaulal Verma, Sharma,
Deb and Maitra (2021) wuin msléfdedsaussulaflumsnevaussiodoasds misvﬁammmmu
LLavmiaiwﬂaumumwmaﬂﬂ,a mmsmwmvmumiumusamaaaﬂmlmammuamﬂm Fremnal
Afeduaueaungiuil 1 (H1) fail mimmigﬂmauwuﬁmuaaaqﬂuaaulauuamwawmmﬂma
N15ddUIVRIPNAT

2. anuduiudsEminmsuimsgninduiusinudedsnueeulay (SCRM) wagaudianele
¥95gn@n LiulFnn1sAny1vas Dewnarain et al. (2021) Wu31 SCRM fifiusavBamanansauiy
Anufianalavesgnils lnenisneuauetsorufBINsveIgNAeg19TIAEMaTATIUTHIAY TIU8
nsudlatgmudedofoussunudednueoulavetsiuried treassszaunisalideuinlviu
ané1 uenandumsfinwves Wang and Kim (2017) Fifudnnsld SCRM daeliiesdnsidnle
AuReInNITrasgndldfty demalianunsniiauondndueinazuinisfinssfuaudosnis
%qﬁwlﬂdmmﬁawa%ﬁqqﬁu lugsfaunannosudndsemiskiussuvesulal Kumar, Mokha, and
Pattnaik (2022) waz Malki, Bellahcene, Latreche, Terbeche and Chroqui (2024) Wu31 A15USNNT

ninduniusiufedaueoulatiiisydnsnin wwdieiiuszdunnuiioelavesgnan uaz SCRM

v
S

g1nemnuazminlunisuinisgnAniindu dedusiuslaeasafumnufienels (Gui, Condrobimo &
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SvBnavesmsuIMsgnindiniudinudedsnussulaufifiiennufnfvesgndn: unumduUsdsiu
LUUBYNTUYRIN ST INvReNA Awftanele wazAulindaluunannesudndseniseiy
syuvseulal
Sriwardiningsih, 2024) é’aam@wa‘ﬁ Qﬁﬁa?jnmuaamagmﬁ 2 (H2) il NSUIMIGNAFUNUSHIU
dodsnuosulariiiBvinansuinderuiisnelavesgnin

3. AnwduiussEmnansuImsgniduiusiiudedsnuesulatl (SCRV) wazaulingla
va1gnA1 Anubindadudadeddglunisahenuduiusszezeniiugnd Tag Santouridis and
Veraki (2017) wuin SCRM fifiuszansamanunsaiuanslindavesgndnld Tnsnsdoansiilusdla
mssnweuudusivesgndn wazsnslidoyatignaesuazasudou dwalvgniifnaandedily
99ANS wag Diffley, McCole and Carvajal-Trujillo (2018) s¥y3n15td SCRM Tumsdanisingauway
navausdnedesonisueg19sIiwuazivszdninn drmasuadisainulinngdavesgndn
dhowenail fideTaaueausfgiudl 3 (H3) fedl mevivnsgninduiudinudedsnueeulaifdvia
mauInsenulingdavesgnan

4. puduiudseminimsuimsgndnduiudinudedsauseulatl (SCRM) uazmnuindves

(% ' = a

§nA1 Malthouse et al. (2013) wui1 SCRM d8nSnaniansssionnudnivesgnan lngn1sasnag

)
Ufduiusisinuuazdanumnerinudedsaueeulatl tisaianunniuniieisualszninsgndi
AULUTUA %aﬂﬂﬂﬁmmﬁﬂﬁhiwzma Uttasing and Boonying (2022) Tadnwauduiusszning
SCRM AINTNNNSUINTS wazAusinAdLinnselnd (e-Loyalty) vesgnAluuiunvesaniiuninin
Ty wud1 Msudmsgninduiusuudedenuosulavdsmanisnsadeuindeanuindsidnnsednd
Fewmnatl iseTaaueauufigiuil 4 (Ha) feil nsuimagnénduitudinudodinueeulaiisniwa
MIUINABAIUANAYBIGNAN

5. AnuduiusseninanuianelavegnA1uagn1sidIusuveIgnAT 1INNI5ANYIYeN
Pansari and Kumar (2017) tauei1 audianelaiduiiaduddadidenarenisiidiusuvesgndn
Tnsgndniifiaudewolageduunldudisefidusutuuusudunnty diunisuaninudadiu
n1sudstuysraunisal wagmsdufduiusluguuuusng o uag Dhasan and Aryupong (2019) wuin
Tuvsunvesunanmefusoulatl anufisnelavesgnindanuduiudideuindunsiidiususiude
Fsaueeulall Insgnénfifianelafuualtufiazuy suuszaun salifauan Tduuz wagildnsam
Tumsiaunansusiuaruinig femauail fideTuaueaumigiudl 5 (H5) fall arwfimelaves
ANAEBVIENANSUINFABNITHEIUTINYRIGNAT

6. ANuduRussEnInauinelavesgndnazaulingdavesgnan annsAnyives
Santouridis and Veraki (2017) Anwianuduiusseninsmnufianelawazanulingdavegndi wag
wuhanufisnelafidvsnanisuindennilinga Tnsgnéiifszaumsaiffiselooesasiiae
FupeAns TuunliufiasiAnanulindalussdngiiu uay Suetrong, Pires and Chen (2018) WU
lugsfuinseeulad mmuitmelavesgnénlushunmamnisuin eawazenn wavnisudludom
iluganulindaluglivin szNLiJufmamﬂm‘lumsaswmmauwuﬁs g9v817 FroiANal
fifoTuauoaunigiud 6 (He) fall mnufimelavesgnéndidviwamauindeniiulindavesgndn

7. muduiussgninsmnuianelavesgniuasAuANAYeIgNA1 INNITNUNILITIUNTIY
Fkiiudn arwdmelavosgndndutiedvd dyiidmadenudni Tag Oliver (1999) Lauein
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arwiimsladuiuneuusnlunisitaulugenusnivesgni nsgniiifnufioelasgadeiias
sgtmunduanudniluiign wag Giao (2019) ldAnundladeiidmasnonudnivesgnilugsia
uwantesudadsomnaiiuszuveeulay s wui avuflmeladuilefevdniidmaseaudslald
UInstuagnsuuzivensie duluesdusznouddguesenudnd demanail §ideTuaue
auuAgIudl 7 (H7) nufianelavesgnéniiaviwamsuindenufndvesgnin

8. AnuduiusseninsanulindavesgnAuazanusinfivegnan Morgan and Hunt (1994)
iauanguimugnuLazali9le (Commitment-Trust Theory) Ssszyimalindaduiade
drdglunisasiesnnuduiusssezeniuazauinfvesgnn Insaulindadisananuliviueu
wazaudeslumsvganssy shligndrfiausiulalunislduinisdn luuunvesunanledu
poulall Fang, Qureshi, Sun, McCole, Ramsey and Lim (2014) wui1 aulindadmalaensase
anufnAvesgndn Tnslawizluduannuidlad ediuazniseensusaiigedu Tuvaed Gupta,
Chopra, Tanwar and Kumar (2021) ke giging wauwiu (2567) wuin anulindadnadsuinse
auddlalunanduandedn dsdvsdan enulindadanuddysonisnszduligndinduan
uaﬂmmﬁmiﬁﬂmﬁuad Dwairia, Shehabata, Zahrawia and Hammourib (2024) wuin a3ulinada
fienuduiudiBsuanduanudnd Tasanulhndatesiivanudenlomsersualssningnéiu
wUsus vldmnusnaudungad sty (Ernaningsih, Handayani & Bachtiar, 2024) s’hamawaﬁu ATy
JuauoauuRgIuil 8 (H8) fail anulindavesgndnddnsnanisuindernuinivesgnen

9. ANFUTUSTEINIsiiduTINvegNALaEANANAYENAT IINN1SANYIYEN Giraldo,
Ramirez and Piedrahita (2024) sgu31 ANuddLTINvewlEilsnanalulindennusinivewls
woundiatuilododmiunisdsens lnegnAniiddiusadunusudiiunisuannudaLi
nswtstiuuszaunisal waensiufduiusluguuuusing q fuwldufiasdausnddeuusufinniu
LAZNN3ANYIes Dhasan and Aryupong (2019) syyinluviunvadnanwosuesulal nsldiusu
yosgnArinuntsataien maliduunii uensiufduiusfuuusuduargninaedu dnade
A slaldusnissnagnisuusivende daewmawat §iveTaaueaunigiui 9 (HY) fail
n1siduTINvegnAlaNENaNITUINFeANUANAYRINAN

10. avuduiusseninenulindaresgnAinazn1slidiusinvegnii 9Nn1sAnwIved
Vivek Beatty, Dalela and Morgan (2014) wu11 mmﬁmﬂﬁlLﬂu{laﬁaﬁﬁmﬁdma@iamiﬁdwiw
vesgnén Tnsgnénifianalndelunusudiiuuliiasdiduslufonssus mammummnmu
eludunsuansanufadiu nsutsiudeys was iU fduiusluguuuunng 4 uanNaNEY
Hollebeek et al. (2020) msumﬂ,umwmaqaamﬂuaau"l,au anulinsladudeulvddaueanisd
druiuvesgna lngianizlusiunisudsludeyadiuyananamsiidiusinlunsiauinin doe
wazuinis lugsiaunanasudndsenmisiussuvooulal way Verma et al. (2021) Wy
anulindaluduanuvaendevestoyauarAun1myeINsuing deaneseAunsidiusiuves
anfrfuunaniosy demamad fifeTuauoaunigiui 10 (H10) il aruilinilavesgndnd
FNENaNUINFBNITEUIINVBIGNAT

11. prwdiusseninansuimsgninduiusiiudedeauessulat! (SCRM) wazarmdnfives

1 Tneddvswadunarsuvueynsuvesmuiianela Aulinds uaznisidiusinvesgndn

D)
]
De
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SvBnavesmsuIMsgnindiniudinudedsnussulaufifiiennufnfvesgndn: unumduUsdsiu
LUUBYNTUYRIN ST INvReNA Awftanele wazAulindaluunannesudndseniseiy
szuveaulall
fidnuaedudounasiinitostunalndunarmatedu auunAnues Hollebeek et al. (2020) Idiaue
wuudrasadaysannisiiosuienszuiunisaiisanuindvesgndiluuiunvesdodsauooulat
Tagszyimsufduiudseninauusudivgninsudedsauooulatazihlugauionels daimuniu
aulia1dla wasilugnsdidrusauuazarudndluiign nszurunisdaoandosiunged
nsuaniUasunedsay (Social Exchange Theory) a4 Blau (1986) 34 e3unein anuduiussewing
yaRavoasAnIRRT U LN ST suaniUBsuTiiimsazanaafianelanazau i
Tuusunesunanrlosueeulail Verma et al. (2021) ldiawedn avwdiiaveanagns SCRM
Fuegfuamnuanansolumsaisenuiianelalitugné Fahluganulindaluunanesuuas
nszdulsignndusaniuianssudie q 11ty dawaliifinnrmdniluszeren Santouridis and
Veraki (2017) §3ldiiusnauddyrosnuimelslugiuzaduduresnszuaunisadaemiudng
Tnoszydnnuianeladuioulsiduduudliifomedmiunsfamanudng wazdesende
nswanaulinalauasmsidusiieasuadiea usniededsiu n1sAnwwes Kaur, Dhir,
Rajala and Dwivedi (2018) Tugsineniuagia3eadi wuin nagns SCRV Aifiuszavsamanuise
ahaUszaumsnidsuanliitugnd Failuganufianela arufeelafifinduazdmalignéiin
arulindalunususanndy wasarmulindaasnssdulfgnénfidiusulufenssusing 4 vosuusud
Fsluianazahluganufndsouusud Pansari and Kumar (2017) &ildlausnseutmnaaifeaiuns
dudmmesgndn lnessyinnmmelawazanugniunisensual @mnfannalinde) Wuleds
ihiid1Ayveansidiusiuvesgndn waznsiidiusiuvesgnanazihlugnadnsmagsfadiddy
sufsmnusndveagnd wnAnanulindaduledsdfyiidmaiBaninuaznseduliigndiia
Ausalan&uLNZ et (aignus e, 2561) uenanii nsiidmsinvegnAuaraulingdads

v
o

vmhfdududsdehudninasenienafianelavesfuilaaludganudniuasaiusiiladoddn

o '

A8(algTng wauwIY, 2567) N153398U84 Gui et al. (2024) Wui1 SCRM fnaldsuinddadfnyse

<

¥

ArminAveagnén Ustin nislinagns SCRM degnsiiussansnmannsaifiunnudnivesgnénde
MSME Tunipemisuazinsosiy unumveanslidusinvesgnd Wsunisssyinduianansdfgy
Tuaruduifussening SCRM uazanuinfvesgnd Tnemsiidausauluseduiigetuilugausndd
gy wudsmnudidgyveanisdidiusinvesgnitedrwd sululssaunisalvesuusus uay
ailindatiunumduienansitddapdutu daldiuinilogndludedonusudiuunltuias
FaAnFINNTY wenang NIFnwITea Harrigan, Miles, Fang and Roy (2020) t@uai1luuiunass
dodanusnulay mnuduwusszning SCRM uazausndvesgndndunauiainnszuiunisi
anuiianala pulinga uazmsfidusauvesgnAnfinnuduiusiududiv Tag wui Bvdwaves
SCRM siouinAvesgnAndrund awdunaunaindninadunaranuveynsuvesaiuiianele
ailindla waznsfidauduvesgndn nnismumunssunssuieiy Suhlugnmsdeaunig
Aefudvdnadunansuuveynsiluaiddel auufgiui 11 (H11) anuffawela arulingda was
nsidusmesgnéndidvinadunansuuueynsulurudiiussninenisuimsgninduiusiiude
derneoulatiaranudnsvesgnm
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A UUNITIVY

msiseadeilifunsidedeUiunas (Quantitative Research) 3eiiREnnsiiun1sdide el

1. Usgansuagnausieeng

Usguns Ao ;11‘171"msf[fi"m?miLLwaGW\Ia%uf{i’ma'qmmwhmwuaaulaﬂuﬁuﬁmmmﬁamua'w
9 Fanrin laun Munanys a1n A3ns alavie fvalan imesysel UATEITIA 9ATANG Largyiesnil
Feldnuswnuiindueu

GHEPERRNEE! Q’ﬁLﬂﬁJWﬁmiLLwaGW\Iai’m‘i’ma'qmmimuizuuaaulaﬂuﬁuﬁﬂ'mmﬁa
MOUATY 9 TR Mudl Hair, Black, Babin and Anderson (2019) léiauawuziinin nmsmuunawn
vesnauiiagsdmiunIsiieseiLuuiassannislasaadi (Structural Equation Model) 1
sndudodidruaumieg 19Uszunn 10 - 20 WinessIwauiwdsiiauisadanals (Observed
Variables) iflesarnnisnunildimuusiidunald 78 4o Ssmsfouinnguiiegidlurag 780-1,560
et fAdeidenlidaduruangudiogns 10 wirwesduauiuusdunald Ssmneauinged
T1UIUAIBE198YNUBY 780 1Y s?faaamﬂé’aaﬁ’ummmuﬁaam%’uﬁ dmTuisnsdudlegne 33y
umaﬂmiammamqLmemmavLﬂu (Probability Sampling) mﬂsuaﬂm‘%muﬂs $UIUNITUUY
wanedunoy (Multi-stage Sampl mg) FUsznaudae 1) msauuﬁuw un il (Stratified Random
Sampling) Tnesuunaudmninie 9 §anin wasdnasssruuiiegrunazdmiauuudaday
(Proportional Allocation) Famummnudssnnsvesdaniaiy 9 kY 2) dufeg1auuUaYAIN
(Convenience Sampling) Lﬁ@Lﬁvsi’fauuaf\]’lﬂﬂﬁimﬁaa&hﬂuu@iazﬁw%

A19199 1 wanansAuuadlegiluuTuinudadiulsznsusaydnin

9N YTV (A) indusouay AIUIUADES (AL)

UATAITIA 1,040,308 16.83 131
wwaglan 865,368 14.00 109
wyTysel 981,940 15.88 124
ATLNILNYT 721,477 11.67 91
NIng 531,965 8.61 67
9AsANe 453,013 733 57
aluvie 594,287 9.61 75
AN 665,620 10.77 84
Vil 327,729 5.30 42

59 6,181,707 100.00 780

newve: ToyausevInsendaind innuatiiuiai e Su3nan 2566 (National Statistical Office of Thailand, 2023)

Ya v

Tumssuiunsifuteya §3selduvuasuamriauuunsznuuazuuuesulad Tasdmany
anseaiielrilinguiret aiidudiinelduinisunanesudndsomnsoouladfiuriads wazhufiv
Toyaluvnaiinislduinisunanveiudndeoimsniiuszuuosulatgs enfigu g1ugsia
anufinen Audn1ad o1msdtinnude 9 luthafeusnaeu - fuiau e, 2568 e LéEy

wuuaBun1uv nsendeyansudiunduAuaidiuiu 724 4o Antdudndiusovar 92.82 o3
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SvBnavesmsuIMsgnindiniudinudedsnussulaufifiiennufnfvesgndn: unumduUsdsiu
LUUBYNTUYRIN ST INvReNA Awftanele wazAulindaluunannesudndseniseiy
syuvseulal

LUUABUN IR donAdaatiundninasives Berdie, Anderson and Niebuhr (1986) fiszyin
mndnsnsneunduvestuuasunweglutiedesas 60-70 azdedneyluszduiiauin Fe8nm
nsmevauesiildsulumsAnmiasniunasifindnedieddedidy

2. i3 pelofldlunisAnun Ae wuuasuaw (Questionnaire) fdnwazidunislaziuy
5 5eRunLABYRe Likert (Likert, 1970) FWALmNINMSNUNIUBNANTITTUNTTY Nuiiaz I3de
A pades wuvaevamUsznouda 6 dau fadl daudl 1 Yeyaialureaineunuvasuay
Usznaudaedanuiendu ina 01y sedunisine endn swldiedodeiiou Smindilduinng
wnasosuseylativesiian mnudlunsliuinis wazunasmesuiiliuinsussiian dnwazdiay
\Junuunsinaeusenis (Checklist) @it 2-5 iuuuuaeuauIAsIE@IUSZINUAN (Rating Scale)
5 39U MULUUTESAIATY (Likert Scale) TnefiseaziBen el daufl 2 mavimagnénduiiusiiu
dodsnuoaular] S1uau 17 1o Fefifuianunderanainnuideves Dewnarain et al. (2019) uaz
Wang and Kim (2017) d@udl 3 msfidausiuvasgnin s1uau 13 4o def3deimurdodiaiuain
$1U3d884 Harrigan et al. (2015) uaz Thakur (2018) @wdl 4 mufiswslavesgndn $1uau 20 e
GTJQIQBi’?ﬁjﬂﬁeum‘ffaﬁmmmﬂmuaﬁmaﬂ Suhartanto, Dean, Sarah, Hapsari, Amalia and Suhaeni
(2021) uag Trivedi and Yadav (2020) @it 5 ealindlaluunasmiosu S1uu 15 4o Faimunde
A0 T109 Wang et al. (2016) uaz Lee, Sung and Jeon (2019) wazdaudl 6 AusiNA
¥99gNA1 $1u9U 13 1o T ITetmuntodnmainauideves Prayag, Hosany, Muskat and
Chiappa (2017)

3. MInsRdoUAMNINeS 03ilo3de Idddumainuassdunoundn Ao n1sdiesedimnu
desmsndadonuaznisvaaeunrndetu Tutuusn fileamy 3 iwdsufiuauaonadas
sewindemnuuay Snquszasdnisidesaeduil 10C FsnanisUszifiuegszuing 0.67-1.00 genin
nausinmsgiu 0.50 Tutufiaes fnisvaseuanuidesiuvesuuuaounuiuginsldunanrlasuinds
omsiuszuvosulaililinguiaegnediuau 30 au Tneldgrsduussansuaiivesnsouuin
(Cronbach's Alpha Coefficient) wu31 ﬂ"m’nuL%aﬁwuméhl,t,ﬂiagiigwm 0.812-0.916 ndaanty
Fethuuuaeuaniluifudoyasiuazrhmsiinnesian wui aarandesiuresfaudsegsening
0.821-0.904 uazA1AIL ot usatuLinAU 0.864 %qqﬁﬂiwmm% 0.7 mufl Nunnally (1978)
wauely uardinmzsiannsiasadna (Structural Equation Model) fauanslumsnsdi 2

AN 2 LAAINANITNTIVADUAIAIILTDLULAZNITNTIVADUANATITILATIATS

fiauus UATIA Factor  Cronbach’s CR AVE
Loading Alpha
()

msu%msQnﬁﬂﬁuﬁuﬁ‘muﬁaﬁqﬂuaaﬂaﬁ (SCRM) 0878 0.863 0.611

Commu  msdeasiugnAtrudedauesulal  0.771
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fiankUs UIATIN Factor Cronbach’s CR  AVE
Loading Alpha
()

Prom nstnaueilemuazlusludurihude 0.825

Farueaulall
Compl  n1sdANITBIDUTY 0.782
Exp nsaiaUszaunsalfiflviuigndn 0.747
nsildausanvasgndn (EGG) 0.876 0913 0.781
Emo nsildiusmnuensual 0890
Beh NNSHEAIUTIMAUNG ANTIU 0.755
Cog nsilduununsius 0.990
AuNsnalavasgnA (STS) 0.882 0.895 0.681
Sys ANUNanelasusEuy 0.830
Var AUNINBLAAIUAUNAIN WAV 0.802

e g
Qual ANuianelasuAuAINIITUSMSay 0.805

WUNUEID1S
Price anufiaelagiusan Wsludu uaz 0.863

aviduselol
anulinsdaluunannasy (TRS) 0.907 0.899 0.747
Secur auauUasndeuazaudududin 0.871
Serv Anulinsadunisiuinig 0.873
Prob AnulInsamunisunlatym 0.849
ANuAnAvasgnd (LYT) 0879 0905 0.760
Att ANUANAN U AUAR 0.847
Bht ANUANATUNGANTTY 0.887
Advo ANUANARIUNITUBNAD 0.801

nndeyalumsadt 2 namsmadeunumsaddassadauandifiuisunmueniedied
ogluszduiiumels annsavssdiuldnnmaisdd Ysennsusn animiinesduszneu (Factor
Loading) woeiautsdunaldvsvuaiianfAuninasiuinsgiu 0.50 7 Hair, Black, Babin and
Anderson (2014) gausuuzll Usznsiiaes Wefiansandnadsanuwlsusiuiiadald (Average
Variance Extracted: AVE) wuin fhuusdanaldusiazdiingsndn 0.50 dadulumudormunves
Formell and Larcher (1981) Usznsaavine Aarndesiudalassasns (CR) vesiuusulanduany
ATiiiu 0.70 At Nunnally (1978) lénands dau nan1sinseisananasieuliiiiuineiedle
Aeilitauamuasdamumngauveuaiadielunsiafulsmuinguszasdvesnsfing
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dvisnaveInsuIMsgnAduiusinudedinuesulatninornuinfveqnan: unumiwUsdsin
LUUBYNTUYRIN ST INvReNA Awftanele wazAulindaluunannesudndseniseiy
syuvseulal

A15197 3 LanIANEDALERIAIUINBIRT LTI UNLaE AITRTE LA (Reliability) vasnTin

fauds AVE SCRM EGG STS TRS LYT
SCRM 0.611 0.781*
EGG 0.781 0.643 0.884*
STS 0.681 0.558 0.113 0.825*%
TRS 0.747 0.698 0.245 0.702 0.864*
LYT 0.760 0.459 0.382 0.566 0.526 0.871*

VBTG * Mg A15INTIaeved AVE vesfuys

HANTIATIAFOUANUNANNGUVDILULAG (Goodness of Fit Measure) 9MnM15HANTAUAGYT
TATLAUANMUNANNGUTENINAILUUANNTIATIAT 9 VBINTNARDUB VB NAYRINTUTMIg AU LS
udedenuoaulaiifidemnuindvegniunanrlefuiademsniuszuueouled Tnefimnufiovele
msfiduinmesgndn uazeuilindasounanesudufuusdesinu Tuniiufiinamilenouaises
Ustndlnetudeyaifeszdng uamsmunimil 2 uagmsned 3

Chi-square=98.251 df=80,p=.081
CMIN/DF=1.228,GFI= 984, RMSEA=.018

AW 2 amsmsIABUAIIINEaNYBsUUT AR sannsTAssatied Audeyaisstdnymevds
nsUsuUsaliea
Al 2 uansiuuvannslasadesMsnaeUdvENaveInIsUIIM AR ATUSHY
odsnueaulatiifiionnusnivesgniunantesu fndsemmssiuszuvesulay Tasfienufimela

2\
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nsfidusiuvesgndt wazaulindaseunasvesududinusdwiu luwaiuiinawienauans
vosszimelnefigidenaudu Sdeddynieadf waz Animidnesduszneunndadanduuinuas
wanANsINAUdaE T Ted Ay eatia

P13 4 uansinaiifinnmRaevaunsliasEIiutoyatiwsedng

AUTAIUNAUNAY LnoUat NAN1SIATITH

Ardamnaudsu  Alddavasdsu ANSNAITUN

p-value > 0.05 0.000 0.081 LN
Chi-square (y* ) /df < 3.00 5.645 1.228 HWNQU9
RMR < 0.05 0.022 0.008 LN
GFI >0.95 0.905 0.984 UL
AGFI > 0.90 0.867 0.970 LN
NFI > 0.95 0.938 0.990 LN
CFlI > 0.97 0.948 0.998 HULN I
RMSEA < 0.05 0.080 0.018 LN
Hoelter > 200.00 158 750 UL

fiun: Kaiyawan (2020)

NA15197 4 Auanardrinsuszifiuaruaonadoud fuldseminuusiaesaunis
Tassafrefutoyaideuszdny nausinginddvdyndartuinasiniseensy deagvieulisiudy
wuuheesiiaiduiinnuaenadesiudeyaidsusydndetnumnyan (Kaiyawan, 2020)

4. addRlFlunideuazmsinsesiteya

wasaInnIsii vt eyaannauiieg1e 724 518 Aaskuvdeuau K33l nsiaasy
mnuanysaluazamgndee sieyast1easaunau et uduindeyaiinuundede asudiu uat
fPnuaenndesdIMIUNITIATIEN

nsUszanaradeyadiunsmelusunsunauiamesianienis Usenausme SPSS, AMOS
uay PROCESS Adl438msdiasesimaad dil

1) afABenssaun (Descriptive Statistics) 10ualifidaussenefsnadnune auaudAni
adf U Andesag (Percentage) Aade (Mean) dautdoaiuunuinsgiu (Standard Deviation: SD)
THlumsudammumnevesdeyasing q 7l ileflazasuuazeduneadnuuzvesinuls Wudu

2) adfioyu1unioadifv19d9 (Inferential Statistic) Liun1suhai Aulddmsunnaeu
aunAgiu (Hypothesis Statistic) tlevmauduiusludamgualunndius uazmszdudadofi
Svisnaresulsimansuarnieeon daesulsuuulaseass (Structural Equation Model: SEM)
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dvisnaveInsuIMsgnAduiusinudedinuesulatninornuinfveqnan: unumiwUsdsin
LUUBYNTUYRIN ST INvReNA Awftanele wazAulindaluunannesudndseniseiy

syuueaulay
NAN13IVY
A15197 5 wanswamsiiaseviadidamssnnvesdeyadnuariinluvesimeunuuasuna (n=724)
VoL $18A1S ANYd Sowaz
LNF 618 247 34.12
e 432 59.67
LNAVNGLEDN a5 6.21
218 18 - 25 1 321 44.34
26 - 351 197 27.21
36 - 45 U 114 15.74
46 - 551 69 9.53
56 Jguld 23 3.18
FTAUNITANEN NSRS 210 29.01
USeyeyes 452 62.43
aannUSeyeyn3 62 8.56
1IN Hnisew/infAne 284 39.23
Frswme/Agiamia s 163 22.51
WinNUUTENLNTU 80 11.05
AUE/gINAE U 149 20.58
DTN DaTE 48 6.63
swiiadenaiou #1731 15,000 U™ 376 51.93
15,000 - 30,000 um 220 30.39
30,001 - 45,000 um 65 8.98
45,001 - 60,000 um 43 5.94
1771731 60,000 U 20 2.76
uwanWasNINAI®IMIS  GrabFood 289 39.92
Huszuvaaulayitly LINEMAN 272 37.57
Uinsuasiign ShopeeFood 111 15.33
Foodpanda 52 7.18
Jandaiildusns UATAITIA 122 16.85
uwannasudndims  waglan 106 14.64
ruszuusaulauild wysysel 115 15.89
Uinsuasiign AUHANYS 84 11.60
NINT 62 8.56
NTANE a9 6.77
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A15199 5 (5iD)

a
A37Ua

o 319013 fovaz

aluie 70 9.67

#1n 78 10.77

QY11 38 5.25

audlunisldusns Younin 1 adwioiieu 119 16.44
wnanvladudndeons  1-2 adideiiou 230 31.77
ruszuvoaulaflugae 3 - 4 adideiiou 169 23.34
1 Woudiuun 5- 6 pdsdeiou 51 7.04
1nni 6 adwaiieu 155 21.41

Aldinelaemdesionss  tesndn 200 U 381 52.62
TuN15E90 MY 201 - 400 U 253 34.95
uwanWasudnde1w1s 401 - 600 UM 54 7.46
nuszuveaulal 11AN31 600 VW 36 4.97

NA1597 5 LLamwamﬁmeﬁaaaL%n‘wiizumsuaﬁagaé’ﬂwmzﬁ"ﬂﬂmmﬁmaULL‘U‘UﬁaUm:u
wu naudedvdulug i uwandge 91w 432 au (Fewaz 59.67) de1gsening 18-25 U
U 321 AU (Sevay 44.34) Laraun1IAnITEAUUTYYINT 91U 452 AU (Sevay 62.43)
Mup1n wuln naudegdulng dulinSewindnw $1uiu 284 au (Fevay 39.23) sosatnAe
F1999015/353amA e/ i aminA 13 $1uau 163 au (Fewar 22.51) LarA1v18/53Aadud
Sy 149 au ($esaz 20.58) wazsuneldadssaiiow wuii dalngfiseldsinga 15,000 vm
$1u7u 376 Au (Fevay 51.93) ileRinsandmginssunislivinisunanrlesudndsormssinussuu
ooulatl wuin unanvlesuiildsuanuiongeanie GrabFood S1uau 289 au (Feway 39.92) uaz
LINEMAN $1uau 272 au ($osaz 37.57) daulngdaudlunisldusnng 1-2 adedeidou
$1uau 230 au (Fovay 31.77) sosaunie 3-4 atedewiou 1w 169 au (Fovaz 23.34) Tnedl
Anldaesonssdaulng Yesnin 200 v $auu 381 Ay (Yevay 52.62) waz 201-400 UM
I 253 AU (Sovay 34.95)

A13197 6 wanssERUALRdLardILlERULIINTg VYRl

fiankUs UINTIN X S.D. wlann
msiﬁmsgnﬁﬂﬁuﬁuéﬁﬁuﬁaﬁqﬂmaau1aﬁ (SCRM) 417 056 4N
Commu msdeansiugnesudedeseaulat 423 0.62 1N
Prom mstavedemuesiuslidusiudedian 423 059 170
poulail
Compl NFIANIT SIS 4.06  0.70 1N
Exp msai1sUsraumsainaliuigndn 4.14  0.69 11N
nsiidusInvagnin (EGG) 3.82  0.80 N
Emo nsdlausmeueIual 390 085 17N
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dvisnaveInsuIMsgnAduiusinudedinuesulatninornuinfveqnan: unumiwUsdsin
LUUBYNTUYRIN ST INvReNA Awftanele wazAulindaluunannesudndseniseiy
szuvoaulall

A15197 6 (519)

fiauus UINTIN X S.D. wuann
Beh NSHEIUTINAUNG ANTTY 368 095 1N
Cog NsilduTINauMssus 387 087 1N
AUNINalaYanAl (STS) 418  0.54 gl
Sys ANURanelafusEUY 418  0.60 110
Var ANUNINBLIAIUAIURAINUAI BB 423 0.60 1A
s
Qual ANUNNBLIAIUANNINANTUTNTHAY 416  0.65 11N
WUNIUAI919T
Price anufianelagiusan Wsludu wazdns 414  0.66 1A
Useloal
anulinsdaluunannasy (TRS) 411 0.60 N
Secur aumLUaensawaraadudiud 411 064 170
Serv AnulInsadunsliusnig 411 0.65 11N
Prob Aanulinganunisudlatem 410  0.68 10
AUANAYaIgNAT (LYT) 410 061 uN
Att ANUANANUTAUAR 4.02 070 110
Bht ANUANATUNGFNTTY 4.14 063 el
Advo ANUANARIUNITUBNAD 414  0.70 1A

9115197 6 wanWanITlATEdsEAUANLAniusesliuInsunantle fudndaemsriny
svuueeulavluiiuiinawileneussvessaunusin q Ingldadinssauuszneudieriaasuazea
Joauunnsgiu 11nmsUseudiennsin Likert Scale 5 ¥y wuin fudidseduanudaiiiu
geanne Analindlevesgndn (STS) fdedegean (X = 4.18, S.D = 0.54) musiefumsuims
qﬂﬁwé’uﬁuﬁ‘ﬁw?{aé’muaaﬂaﬁ (SCRM) (X = 4.17, S.D = 0.56) Iumm:ﬁﬁmﬁﬁﬁ%a?{wﬁqmﬁa
AUEITINVBIGNAT (EGG) (X = 3.82, S.D = 0.80) aealsfinu yndudszauaudaiulusziu
wnlnesimadudssuumasgiueglugag 054 - 0.95 Jauanslifiuismuaenndesvosnufniiy
vosnounuvasuanilusfuieuuld

NANINARUANNAFIUNTIAY

HAdeAmueauufgiull 11 4o dmsuiuudiassnisnaaeuaun1siasaiavednsnaves
nsUsmsgninduiudriudedenuesulatiifidernusnivesgndnunanie sudadsemsiinuszuy
soulatl Tnefiauifiswela nisfidiusinvesgn wazeulindassunanesudusudsd i
Tuaiiuiinmamileneuds Fsnanismaaeudsmumeail 7
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M990 7 LARINANITNAFRUANLAT YR SAdaUlATIET 1

auuAgIui adAnldvagau NANINAFAY
AuuA wdunng A1 A1 SE At
Fulsyans
tdunna

1. H1 SCRM = EGG 0.643 0.067 15082  afuayuauLAgIu
2. H2 SCRM = STS 0.785 0.051 15426  alfuayuauuigIu
3. H3 SCRM = TRS 0.089 0078 1313 llatiuayuanumigu
4. Ha SCRM = LYT 0.022 0.078  0.342 Tlafuauuauniign
5. H5 EGG = STS 0.113 0.023  3.155* aluayuELIRgIu
6. H6 EGG = TRS 0.166 0.023  5.289%* avuayuaLNRgIY
7. HT EGG = LYT 0.109 0.027  6.839*** aluayuaLRgIu
8. H8 STS = TRS 0.702 0.081  9.933%* aduayuaLNRgIu
9. H9 STS = LYT 0.196 0.101  2.370* AlUAYUANNAFIY
10. H10  TRS = LYT 0.526 0.078  7.211%* aluayuaLLRgIu

aa

mgwn 1) * e dedfyniee Rifiseeu 0.05 (p < 0.05) (1.96 < t-value < 2.57)
2) ** wnefs Teddyneadaiszdu 0.01 (p < 0.01) (tvalue > 2.57)

3) #* yunede Soddneadiffisedu 0.001 (p < 0.001) (t-value > 3.29)

1157 7 HaMINAADY WU auNAgILF 1 (H1): msudmisgnenduiudiudedany
ooularliidnsnamavineguiifeddysenisildusinesgndn (SCRM -> EGG) TnailAdudszand
LW UN9WNAU 0.643 (t = 15.042, p < 0.001) amuﬁgmﬁ 2 (H2): miiﬁmigﬂﬁwﬁuﬁuﬁ‘mua"aé’mu
saulaulidvinaneuinegniitduddguarAeutvassieninuiianelavesgndn (SCRM > STS) Tned
AduUsyavisIdu ity 0.785 (t = 15.426, p < 0.001) auuagmﬁ 3 (H3) MIyvImMsgnAFuRuS
wudedsnneeulatlillfioninalasnswioninilindaluumanwesu (SCRM -> TRS) esandeya
\Bauszdnvliiatiuayuaunignu (t = 1.313, p > 0.05) ausfgiuil 4 (HA) msuImsgnénduiudeinu
dodsnuoauladlulliiiavisnalnansssionusnfuesgndn (SCRM —> LYT) Lesnndeyatialseing
felaiaduayuannfgiu (t = 0.32, p > 0.05) auNfigiud 5 (H5) nsildusiuvesgnAildnsna
mavneitudfaemufionelavesgnii (EGG -> STS) Ineiimduuseavidumasinty 0.113
(t = 3.155, p < 0.01) aunfgiudl 6 (H6) MsildusmvesgnAnidvsnamauanegafiduddnsie
aulislaluwnannesy (EGG -> TRS) Tnefiaduusyans ilduniavindu 0.166 (t = 5.289,
p < 0.001) auuAgIufl 7 (H7) nsildrudanmesgnéndidvdnanisinedsiifoddnydemusinives
anA1 (EGG- > LYT) Tnedlandulseandidumayiniu 0.109 (t = 6.839, p < 0.001) amagwuﬁ 8 (H8)
AnuianelavesgnAdidnsnanauinegafiteddguaraoutegeaniulindaluwnaniesy
(STS -> TRS) Tnefiandudsyana idumavindy 0.702 (t = 9.933, p < 0.001) ﬁuuﬁgmﬁ 9 (H9)
AuianelavesgnAfidninansuineg el dedrdysonuinavesgnai (STS -> LYT)
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dvisnaveInsuIMsgnAduiusinudedinuesulatninornuinfveqnan: unumiwUsdsin
LUUBYNTUYRIN ST INvReNA Awftanele wazAulindaluunannesudndseniseiy
szuvoaulall

¢
a & v

Tnefidudseansiduniaviatu 0.196 (t = 2.370, p < 0.05) uazauuAgILA 10 (H10) Aailiandla

a '

TuunannesuddvinanisuinegdiduddnyuazAsutsgewionnuinfvesgnd (TRS -> LYT) lngdl
AnduUsy AU avinAY 0.526 (t = 7.211, p < 0.001) IMNHANITNAADUANLAF LTI #1150
agUldin msuImsgninduitusiudedinueeulatlilsdmalnsnssionnulindauazannudng
199gnA1 uidenanedenrun1sidiusmvesgnAtuazainuienolavesgndn uenaini
Aulindaluwnanvosuidninagegareninudnivesandn (0.526) sedawnde ANUianelaves
9N (0.196) waznsfldiusanmasgndn (0.109) muddiu Ssazvioulsiiufannud Ayesnsaing
anulinslaluumanesuieilugmaufnfvesgniluuiunvesunanlesudndsemssiuszuy
poulatl
dmuAvnadvsnavesnsuimsgnénduiusiiudedeneeulaiiifinennuindvesgndn
wnannesudndsemsiiuszuveeulal Inediaufianela msiidnsmvesgndi wasaulingdasie
uwanvtosuiufulsasinu luasiiuiimamioneudduanmunsd 8

A157197 8 LAAIANUNNTINVBIDVITNANIIRTI DNSNANDDY LATINTNALALTIL

§r  duussAvs  Bdwa auusyniady

wls  msiune (Effect) SCRM EGG STS TRS

Au R?

LYT 0.800 DE 0.022 0.231 0.196 0.526
IE 0.737 0.151 0.370 0.000
TE 0.759 0.382 0.566 0.526

MW DE = BvIsnan1amsa (Direct Effect) IE = 8vEwannegeu (Indirect Effect) TE = 8vignalagsiu (Total Effect)

91597 8 HaNTIATIZY BV wanmsd enuazdviswalagsau wud Jadeiidavsnasie
anuinfvesgnAsndigaie Msumsgninduiusinudedsauseulat (SCRM) fidn TE winiu 0.759
ssaanfe Auanalaresgnan (STS) den TE winiu 0.566 mnulindaluunasviesy a1 TE winfu
0.526 warnsiidusuwesgnd it TE Wity 0382 nuddy Tnera 4 Jafeanunsasaufuneinsal
rnuinAvesgnAn (LYT) lefeeay 80.00 (R” = 0.800)

wamimmaauﬁm%waﬁ'uﬂmau:uuaigﬂiu (Serail Mediation Variables) @aidusiuusdiidmn
wnsnAUFuRUSsEndewlsdaseiudiuusnu §i3deldmata Bootstrapping lun15iiases
unumlunsdunanwuuoynsy lnsa1dnswalundasidunsazdeaddoddymeadfuas
Aeudesiufisouas 95 luvasuu (Upper) waztisans (Lowen) azdoslsingquangud minaias
Lﬁ?faﬁ’uﬁu’ﬁaadsthﬂqmmqué%v‘hﬁwﬁwawNa”auia,iﬁﬁaﬁwﬁfgmaﬁa (Hayes, 2018) Fanuneauin
Muussaowilaiffunumlunsdunansmuuueynsy Fslinansinmeilagldlusunas PROCESS
Usngfansnedl 9
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A1519% 9 LEAIHANISYINADUDVIENAAUNANY HUUBUNIY

AUNAFIY tung Effect Boot  Boot  Boot
fifnuun SE LLCI  uLCl
Hi1la SCRM = EGG =2 LYT 1530  .0255  .1039  .2051
H11b SCRM = STS =2 LYT 1543 0361  .0838  .2265
H11C SCRM = TRS = LYT 0629 0211  .0237  .1079
H11d SCRM = EGG = STS =2 LYT 0292 0085 0140  .0335
Hile SCRM = EGG=> TRS =2 LYT 0592 0140 0335  .0885
H11f SCRM = STS = TRS =2 LYT 1638 0247 1151 2204
H11g SCRM = EGG = STS =2 TRS =2 0310  .0069  .0182  .0456
LYT

1IN 9 uanmaNTILATIEABYENANIEax (Indirect Effect) YasnsuTmIgnAndLTuS
Wud odanueeulay (SCRM) 7 fisenuinAvesgndn (LYT) Hrudaudsdunanssng o §9 wuiy
anuiitanela mMsfidusivesgndn wazamilindadeunanvesudutiadodunarmmidosloszming
nsUsmsgndnduiusinudedemeeulatififideruinivesgndunanriosudadsemsniuszuy
ooulan] msefiAmanuuesdissAvisueuiumans (Boot LLC) uawauimuy (Boot ULC) firrlingy 0
agulsin msuimsgnénduiusiinudedsnuseular] (SCRV) axivinamad eurusudsdunatmn
v Tnensasennufianele msfidiusammesgnén uazenalindaidutiadedunansuuueynsu
og eyl (Full Mediate Effect) thlganuinfivesgnéunanlesadndsonvnssuszuvesulatiiii
NI

aAUs19NaNTSIY

mﬁﬁmznﬂ%ﬂﬁaiﬂwamﬁ%’ﬂﬁ’h ms‘u?’msaﬂﬁwé’uﬁuémuﬁaﬁaﬂuaaulaﬁﬁaw%wamnmﬂ
AaN1INEIUTINTDIGNAT (B 0.643, p < 0.001) LLauﬂawuwawaiasuaaaﬂﬂw (B=o0. 785, p < 0.001)
aghafitfudndty nsdunuidenadesiunuifnues Harrgan et al. (2020) 'vmvm nnsdeansiiude
amuaaulaumﬂmamamwLUuﬂalﬂmﬂqﬂ,umiﬂsuqﬂwqﬂmmmmiumui'smmmsum FRHRRIE
48nA 0T UUITEY0Y Dewnarain et al. (2021) Uag Malki et al. (2024) Wud1 NITUINITYNAN
duitusiudedsnuooulatiifarinlugaufenelavesgnélifindu ogslsfinu mauimsgnén
Fuusiudedsnueoularllisninantsnsemearulinndanazausing 3sazdouldiiuii
mi‘u'%msqﬂﬁ"’]é’uﬁ'uému?iaé’muaaulaﬁﬁqwaﬁiamWmﬁﬂﬁshumzmum'ﬁmﬁm?mmﬁLfluﬁ'lﬁu%u
lulauiiviule aamﬂé’aqﬁ’wqwﬁa"wﬁu%u‘umwaﬂizvmﬂuaa Palmatier, Kumar and Harmeling
(2017) MaueiANuduUSsEmINsRans s snataiunuAnATn et ulnense usdessiiy
nsrUIUNMIMIANNIAIilakaAuIANvagnAnfouy

dwsunsidinsinvegnan wudn MsildiuiinvegnaAldnsnaniauindeninuiianela
(B = 0.113, p < 0.01) A1wlInsla (B = 0.166, p < 0.001) wagAUANG (B = 0.109, p < 0.001)
Featfuayungquinisiidiusinues Brodie et al. (2019) fiszydn msdidrusmndunalnddaly
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SvBnavesmsuIMsgnindiniudinudedsnussulaufifiiennufnfvesgndn: unumduUsdsiu
LUUBYNTUYRIN ST INvReNA Awftanele wazAulindaluunannesudndseniseiy
syuuseulall
nstasuaismuduiusseninagnAtduuusus WegnAdiufduiusiuuusudninudedinuooulat
aziinaud enloannsersuaiuazmnud dnidudund sweanusud & auiluganuiawele
analindla waganuindluiian

Anunaneladdnsnanisuanaenudng (B = 0.196, p < 0.05) @9AAABIAUNITANY
Sharma, Devi, Naidu, Greig, Singh and Slack (2023) 14 11 ua ] fustaadi waneladuus n1s
wnannesuindioInisooulail mm’ﬂuwmemwmﬂﬁmﬂmmamﬂmmmimmu uenanil
Anunsneladdnsnanisuinaennuliangda (B = 0.702, p < 0.001) wagarulingladdnsna
MUINFEBRUANG (B = 0.526, p < 0.001) Tngpulinsaiidvinagegasoruing aenndesiu
91398984 Louisa and Simbolon (2023) wui1 Anulinsdadudadedrdglunisasremnudng
Tuiunvesuinisesulayl eslawglugsiafifendeatuems Gafuslaadiaruinaieafuamnin
waveaUaende iy msafemnilindaisdienudifyesisBaionisinugnalussezen

e s UBYENaAUNaILUUBYNIY WUI1 Msaiisanufianela nsildiusiuvesgndn
wazaulindadudedufunanauuueynsuegisauysal (Full Mediation) fidenleamsuivisgndn
dmtudinudedseusaulavilugarudnivosgnéunanrleuindsemsriuszuesulaifissniu
uagnsUIMIgnAduiusiudedsaue eulariidviwnamsdeuseaudnfiuduusdunarmn
Wi Tneidumaiiiavswagagede SCRM -> anwiianela -> mmilinda -> anudnd nanside
flaonndoatu Malki et al. (2024) Talsivdngudsuszdngd anufianolavesgndrdunumdu
Minanaszning Social CRM Auanudndvesgndn wandviiiuin enufieeladutiadoddaiiilug
arulinida wezanulindadusiudsddyiidmaronnusng nalndesuigléd iegnirianela
fudszaunisainisléuinis awiaanudediui unasrlesuanunsanauauesnuiosnisidesng
ashiaue thlugamslinada wazdlognilindaunamiosy fuilareziiuulifuiiegnduanlivinms
q?ﬂLLazLLuzﬁﬁm'a’Lﬁ’ﬁﬁu Fadunisuanseenisanudnd aenndesiuauiseideqauninluinima
(Seo, LeEe & Cha, 2024) WU 1 ﬂaﬁ’aa"m‘“wﬂﬁ'dﬂwam’ammﬁ’awaiaLLazmmﬁﬂﬁmaqqﬂﬁw
Tuuwanvlesudndsonsiiuszuuesulat ouA aunwnsudnig msdeasmeundu anuuidede
wagnsaiunuAuLTddm fuduiilaves SCRM Tnsnsuiluameuaussedeiausuusued
anArinuYeInesulatlsdivaianuinilussese uenanturansAnuis aeeuliidud
ANudfaInITasAINsaniianlviugnen Al Rattana, Siripat, Eamsoon, Hankokkruad
and Tangpattanakit (2023) ﬂjim‘wmw L:uamUiiﬂﬂummmmﬂ,@iuamﬁwmwmuﬁuawmwa

gyibiguslaasandtnuesiinaudAey mmlﬂammwawdﬁ]LLavmiﬂawﬂsﬁUimﬁm uanani

nsdeansszninsyananudessuladdudutiadoddgylunismevaussnnudenisvesiuilan
Tngtglissdnsanunsasuiuasidilaninudensvesgnanlalnenss (Mittal & Maity, 2022)

nagws SCRM fisjaiuluiinisiidiusinanansaasugndnifene el dugniidndlioegng
fUseansnmlnenTsdaasunsid ous o ane 8 a3 uFuLuTUs (adgins wauwly, 2567) Snstads
donAdoetunsAnyIves Mittal and Kaur (2023) 14 Wiiiudn aasliaanuddayiuduems
Tuuwanlesudadsemsesuladlunisliuimsesulaiifinunings ieduaduanulinsdauay
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ANUTTanelavesgnAn ﬂaqwﬁ‘ﬁ‘ydmmaﬁ’wLfluaEJ'N?fﬂumnﬁummﬁ’ﬂﬁmmqﬂﬁwiauwamWa%u
aoulall

wansiTeiiTd dyiluiunguiuarn1sUd iR Tudungud msdnuilifeusiusy
mwddiyves Social CRM lugshaunanvlesudndsemsesulatl uidwergesdarmiidsaiunaln
nsdsiudvEnawuvounsluuiunadvia Suandiifiunalniidudeureanisaiannuinfvesgndn
srunszurunsiiudiudy uarduduenudidguesenulindalunisaiseusnives ndn
dannd oanungugauliinglauaradnugnWuves Morgan and Hunt (1994) Tusinun1sufus
Hlusnsunanrlesuindsomsiiusyuuesuladmisiianudidyiunisasieanulingdaniy
MsfimsEUUANYasndy AunmAsuints waznalanisudledymfiussansaim sauds
nsadmianelalneifiunnumainvatevesiue msuar MsdaasuMsTidIus e sgnAEiY
Aanssuvnsdedsausoularising o deffuszneumsanunsailudssgndlilumsiannnagnsnsnaia
Fvadiiuszansamannd ety

29AAU3 Iy
mﬁﬁaﬁlﬁﬁwuﬂumammé’uﬁué@aﬁ%mLLuuai‘gﬂimdemsu%msqﬂﬁﬁuﬁuﬁ’mu?a
depueoulatuazainudnivesgnan tne wudd Lulidnsnaniwmssunidninanisdounuiiuys
Aunans dadumssesenannuideieunthisn@nunanuduiusuessudslunuuguunuvienuy
e WneramsAfodamedduanuddyveadumadndna Tae nui dumeihuanufimelauas
auilindlaiidvdnagean sesaunieiunnufisnela uazkiuntsiidiusan auddy uonani
g9 w1 luvTunvesunanlesuindsemsiiussuueeulald anulindaddnsnadeanusindas
fign sesaunfeanufianele uaznisidiusiu Jeenaunnsnaaingsiauimsesuladussiandu
osfanufinaniidusunumnzauvemquisvuturemansgnulunisesuienalnnisasuaves
Aanssunisnanadavia tnsuandliifiuinnismandamasionnuiniriunszuaunsiiGuannissuy
(Msildus) Wganuidn (mnufisnelanazainulingda) wazanvhefenginisy (AuSNF)

Usgleaillun1aulin

1. nams3deliuumslumsiaminagnsnisusmsgninduiussirudedanussulayilil
UszAnsaw Tnslanznisliaruddyiunisdoansiugnduaznisinaueid emuasTusiudu
Fuduiaidaadogean unanesudndsemnsitussuvesulatdaiunsatinansiseluldly
MIURUNagNSNsAeansuaznsiiaueLeminsafuanudeanisvesgndn il oadenisd
dusuazihliganuiionela anulinds wazmnuiniluiian

2. MNuan1533 nud aalindaidnsnageaadennuing wazidumesituauiiaela
wazaulindlaidvinagean Higlviuimsansadnassmineinsiderdivsednsam laeadsTi
Auddyiunsaseeulindaiunsimwszuuanulasadeuasanududiuga msusulg
ANANASUIAT warmsiiiUsamsnimuesnssuumsuAludym Feazdenaseusnivesgndn
wniign
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SvBnavesmsuIMsgnindiniudinudedsnussulaufifiiennufnfvesgndn: unumduUsdsiu
LUUBYNTUYRIN ST INvReNA Awftanele wazAulindaluunannesudndseniseiy
syuvseulal

3. msWmwInagrssaamRIzuinnteyadainiAniungAnssuuareusesnises
fuslnaluituiiniamienoudn Feliszneunsannsaimuinagninisnainiuazaniuuion
nigvesiiud 1wy mslimnuddfunnuanuaevesiuemnsdaful fvesnufiansledid
Anadvgean (4.23) Ingenauiunnumainvangvesiuemsvissdiuluusazdmindidendnwal
LANIEH ‘vﬁamiﬂ%’uiﬂﬂu%uiﬁmm:ﬁ’uswlﬁmaqﬂfcjmLﬂmmaﬁqdauimjﬁiwlﬁﬁmjw 15,000 U™
(Sovaz 51.93)

Useleviliange))

1. Adeildvensesdnnufifsrtunalnmsdssiudvinauuueynsy (Serial Mediation) lu
Uiunreamsuimsgninduiiusinudedinuooulayl Ine wuln msdawaainnsudmsgnénduiug
rudedsnuoaularluganudnivosgndnist wiudumdidudeusandumiutu lldnsdae
JELERS ammwmumammejmmqquwgiumsaﬁmsJmmauwuﬁﬁvmwﬂaﬂﬁummam
Aviatunadninagsitlugaiinsnaaidvadinnududousnty

2. yideildysannmgufididut urossanseny (Hierarchy of Effects Model) 1y
wnAnMsUIsgnAduiusinudedsauseulat TnsuandiifiuinAanssunisusmsgnindusiug
WudodsnneeulatdnarennuinivesgnAiiunszuiunsiiuannsiug (msidamsu) 1ug
arwidn (anuftanslauazaulinda) uazgarine Ao wainssu (ANudnd) Maysanmsinae
guduanumngauvesnsiinguiasnaidlunisesuenalnnisdanavesianssuniseainAdvialy
galagtu

3. 15v88TaULANTUSEYNA lINguanalinslanazanuyniy man1sided nud
anulindadsvinadonnuinigaian (B = 0.526) Yasvesvouisnnisuszgndlinguiang
1indlawaganuyniiu (Commitment-Trust Theory) ¥84 Morgan and Hunt (1994) luuTunves
unanilesudndiomisiuszuvesulatl Jadusshefidanudsazauliniuougs naniside
wandliiiud uiflugeddadifnisideuuatednesnia uwindnnsiugiuveamguiidned
anuddty Taslnnzanalindadsfnadudedvddylunisairsmmduiusszozensewinagsia
frugnen

RIGIG]INIE

Jorduanuzlunsiuani53delulyd

1. w&umﬂawsmiaami‘uuaaaﬂﬂmaaulaummmmi Eﬂ,mimiLLwamWasmmmmmi
HIUSY Uuaauiaumiwmmﬂawﬁmiaamiwmamaum 4 aJWummwi‘miaﬂmauwmmuaa
Feauooulay laun ﬂﬁﬁa’d’liﬂ‘UQﬂﬂ’l msvnaveLidomuazlusludu nssnnistedonseou uas
nsaaUsEauNaifa Imaﬂ%’ﬂﬁmmxﬁ’uﬁwLLawqamimméﬁiﬂﬂiuﬁuﬁmﬂmﬁamua"m

2. wunsassanulingdaluunanvesy Lﬁawwﬂﬂmuli’mﬂa]ﬁ@wﬁwaqqqmiammﬁﬂﬁsuaq
anen LL‘wamWas‘umsLﬁummmiﬁmmmﬂaamﬁwazmmLﬁudauﬁmaﬁaga WAUNTEUUAS
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Abstract
This study investigates the factors influencing the selection of transportation routes for
agricultural products, specifically fruits, from Thailand to China, utilizing multiple regression
analysis. The data were gathered through a comprehensive literature review on agricultural
transportation route selection and empirical data from actual transportation routes. A systematic
analytical framework was developed to identify and evaluate key influencing factors. The
multiple regression analysis identified nine critical factors affecting route selection. The model
demonstrated strong explanatory power, with an R? value of 0.77319, indicating a high capacity
to explain the variance in route selection. Among these, eight factors significantly impacted
decision-making: transportation time, cost, distance, road conditions, road surface quality/type,
infrastructure/road width, route characteristics, and available facilities. The study provides a
detailed understanding of the determinants shaping agricultural transportation route selection
and offers strategic insights for enhancing transportation system efficiency. It emphasizes the
most influential factors, guiding the development of strategies to optimize route selection and

improve overall logistics performance
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faruuugunniu dreniswaunineluladlng 9 wu wele (A) uaz leled (oT) ilwszuy
asaunanagfienans (G1S) funumddnyd sl uluewian ssuvasaumanisgimanitiodes
Angiiuualiivesnsveedaveniies sunudunsudWi TUsEAvEAIN AmuaLazAam
AU IYRI LN MUY ATz inanTenUYesieiTRs TR 1aukunslEiaui en1sinuas
SR LA BT 19U 1oL wiudulm Al was Machine Learning: ’“gm'ﬁwﬁ%yja@aﬁuﬁ
SlugtA wazmsld Big Data waz Al Wiafiuauudugilunsiasest Wudu (@uds agililes, 2557)

wurAmigafunguinisiadule WuuwAnfidielviuarauazesdnsannsaideniuimaiia
Aqameldaniunisaifunndnsiu lngldindosflonsadamans wazimaluladlunisadvayu
nsdnaula VilvinszuaunsdadulafivssAvsnmuasuaiugunntuluewan (navd Tveiun, 2539)
Tninszuiunsindulafiduszansain laud 1) seytigm fmusdgmuieleniaidesdnduls
2) rusmdeya mieyaiiAsadeaiieusznounmsfiansan 3) fvuanaden symadeniiiiululy
1) Ainrwinazliouiiou Miadosdlenioinasilunisussifiuusagnaden 5) donmadeniinfian
denuumsitlinadniiiafian 6) duduns thansdadulaluldase uas 7) Usziduna nsrvaey
nadwsuazUUURnIzUIunsluawen (thlu wius uazivadivg uiseiug, 2563)

INNTNUNIUNABT/2550N533/uuaRA ansnsaaguliinmsvudsiifuszaninimdesends
nsdamaduninsuiuieiedeativayumsindulanntafeiifiauddguasmelulad daiud
0879 GIS ialanansnauny muay uazdndulalunszuaumsuudsldosuiuguasduesaiu
AU LA wazAUYADAdY

nseunuaAaildlun1side
nsfnmiiuszandldimatianmsannosnramuiieianeitaddmiunadondunanisouds
fudinumsUssialisnnussmalnglugsemesu Tnefiduneunsiiiumsite 4 dunou lun
1) msAnwdadefiifsdestunsuudsdudmenisiaens 2) malesgidadouassiusudoya
3) MyiAikarmMsaulegltvalianisanneenvan waz 4) MINATUIKATasUANNEAY
voadadeilddmsunindonidunenisvudidudinuas
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fauUsAy faudsau
1. Uadusnuduyunsvuds ——  dwnuvesauTINAURIAYRSTITUY
2. YadumusreznaarausIng LAUNS ()
3. Uadumussuenig &
N ﬂ%yﬁ’aé’wuﬂmmwLLazImqa%ﬁqﬁugm Hadviidenudidadenisidenidunisi
suml,alm:q .. WINNZAUEINTUNITVUAIAUALNEAT 210
5. U998aUABIUIBAUEZAIN SRR S —

AN 1 NFaULUIANNAAN LY lUA1SIY

A UUNITIVY

nMsiseadaiidunsideideUsunm wazidenunn lagldisnsiesginuvdnaunisnig
adinenans el

1. msfnwiasefiiodastunisvuddudmanisineas As nsinwdadeildlunsiden
UM TIUEEUA AT LagrinnsnuniuassanssuluasUsena warluuseimeanuus unves
Huiluuszmalng $1uu 50 2350unT50 Tunsmummssanssuiiedestudadefiddydmiu
nsidenidumsnsvudsdudinuasiarwduiusuagnisidonlestuvesteyail [¥lunsinw

o o o o =

Fohbiausoasudadendrdydmsunisidenduniddunisvudeduainens ndadenmuni

7

o °

Anw 35 Y93y wdetladendid 31w 9 Uade wazwansliiiuinszasnaivuds As Jadenlesu

<

'
[

nsnanfanniigeluaiise SauansfnnuddgylunsdmdendumsinnEuazannnudesie
Msudevesdud sesasn fe fuuuazszerns fnaduiadondnlunszuiunsdndule vasd
Jadelassadreiugiu dunvivsemuvasndouazaiuazainlunisvuds uazdadedu 4
fianuddysesan uddnsazsioufennuldlalununimnissudatazanaumieuuesdssiune
ANAgAIN TV InganunsoagUnsdmidentadeiiiendesiunsfnuannimsvestiadod
Tlunsidenidunamsvudaduainens 9w 5 @ fe 1) Jadeduduyunisvuds 2) Jadeenu
FLELIAWMATAINTINGT (LU N19159A150950UTINN alunisvuds udu) 3) Jadedu
svern 4) Hadedununmuaslnssaisiiugurondums Wy Suudesnsanas anunimes
ouu dnwugd udiauy JUuuvvesauy tudy) wag 5) Jadudud sdrunsanuazain
(1w qasinsn, aonfiusnistlindisu fvn Sruewnsvieduazanie gauinmsdeiniigmmug)

2. mylenpidadsuazunndeya Ao manumuissanssuiwililddedeildiden
dumanisvudadudinums wazdAnwildvihnsiinnesitedsanmnumnefinilousuvesdade
HadeitliAeadesiuidedesidn uartladeiidmansenudeuiidnululssmelng vilfaunsn
agudadelel druau 9 Pade femnssii 1
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n1sUszenaldinalianisannsenviaaiieliaziladendmasenisideniduniauddunmaun
Useinnualdannusenalneluiu

a ol & Y | a v
157197 1 Jadenlslunisidenduniansvuasduanems

i Uady A185UY B3N nuvasdaya

1. Yadedrudununisuuds

L1 dununsvudy nnuaildienldlumsvuds  dannaildienldbe  qudsudeyanis

AT iy Andeunds eminaudusn svagmeiiduma YUAWIYIAUTINN
AdeusIsa Agesthgisa (L) drinnsvudadunm
Hudu NIUATVUEWIIIUN
2. JaseduszeziaaiazausIns?
2.1 vatlunsuuds Swunaldlumaiiunian dnannailums Audnalulad
sumslufelanens Auma@lua) ANTEUNALAZNT
22 AUANISISS ai'wmunmﬁiamﬁqﬂ%ﬁqlﬁuu doans drihau
AL LU SUUES Saaneuduads  Udansensa
(N./34.) AUUNAL
3. Uadeinuszeznig
3.1 28N Sruuszeznandunsluie Saansseznied dineauuleuiy
geUanenia LAV (N3l.) LAYLHUNTVUAS
UAZIIIDT

4. JaduauaunINLalATIE51 LUV LEUNS

4.1 @MnYeinuy  ANudAlYeIuY MY TPNNAUIANVOINUY  NTUNNNAN
WoulosweanTetnenisvans
4.2 ANANYDY Snunpvosiuinouuuuduns YaandssinnTaniild
o Mtlunsuuds ai1anuu

4.3 UT8ANU990UL SNEsYaRdun1aiduniesu Inaindnuuzvad
19U M9URN LU

4.4 ANUANTDY  IUIULDINIDTIVTVBIOUUUY  IAININUIUTBIITIDS
U LEUNNINISUUES (194)

5. Uadsdugdsanuieadnugzain

51 @Wmneany  SnuvesgaRnsausIn, S fannduiuvesds  nsumnavians
dxmIn avAnie Mo, AU SULANEEAINTIT
Feutigesausn, Minlsausy vuduma (Wszom)
(USn Suauw) uagaaniuinig
hifw/annfiuinsuia

3. MATETkaznsAwInlagIsmaianisanaeenan 9NN3TIUTINYoyanudaden
Avunvesusazidunsidnw Janisdendunianisvudsdudinuasidunssuiunsiidudounas
lasudnsnaainuatedade wu AuuNITIUE SEEEn1e @anImauy seeziatvudas wasladedu 9
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ﬁqﬁ?umﬂﬁﬂmiamaﬂwmm (Multiple Regression Analysis : MRA) 9ntunzand1miunsiasei
Yaduiifnasienisidenidunia (Rahman, Mallick, & Asif, 2018) iieaannnisidonidumeruasdud
Lﬂwmﬂaﬂﬂ"ﬁuagﬁuﬂﬁmﬁm LU AuuIUdLEaE1Re) widaitadedu 9 MAvrtes wu e
YUdI ANUYAASY LAaZAMANVBINUL TFAINE1IYIBTRTIEIANENT LSV Iaef L IRy
16 waglumaanunsadwan mdulszans nsanasy (Regression Coefficients) Faaiindasousias
Mdwansznusemsidenidunaluszivla Taslueanisanaesnngaldlunseduienuduiug
FenIeaUTeNU (Dependent Variable, Y) wazsiuusdasy (Independent Variables, X, X,, X;, ...
X,) (Ruan, 2024) figUnuuvesaumsded
Y =By + B1Xy + BoXy + BsXs + - + B Xy t+E (1)

Taedl ¥ fie fauusenu (Dependent Variable), B, fie A3l (Intercept), By, B By A0
fulszavisvawiulsaase (Regression Coefficients), X;, X, X3, .. X,, A9 #llU38a5% (Independent
Variables) w3ailadefidananie Y uaz € fio amunaiandew (Error Term) (Maxwell, 2000)

A15AIUIA AT Bo (Intercept) lun1sanneeny A (Multiple Regression Analysis)
(Stolzenberg, 2004) fisUnuuvasaNNITall

Bo=Y = BiXs — Xy — - = BuXy 2)

lag? ¥ Ao Aadevessiudsny, X, X,, ..., X, A9 ARa0U99LUsdassunazdl uay
B1, Bay ., B A9 dUUSEAVDURWILUSDATEUAAEAATARINATAIUIM
n13AUINATAST B, @uUseansveiiulsdasy X,) lunisanneenyau (Multiple
Regression Analysis) (Ngo & La Puente, 2012) ﬁgULLUU%naumiﬁdﬁ
Z(Xn - Xn)(y - Y)

Bn = (X, — _n)z (3)

e X, Ao A1U9IUsdasesaN n, Y Ao A1vesdiwdsnny, X, Ao Alwasves X, was

Y fie Aadeves Y

4. ad@fldlun1938e msfinnsanuazasUanuddyuestadeilddmiunisidenidunis
nMsvudALALNEAT Ao nsmAnduUsEAnSavduiusnugn (Multiple R) Wurnfiarnudusiug
LAY (V) AUMLUTDATERANER (X1, Xo,..., Xn) Inediseauanuduiusvesan Multiple R
$113U 6 520U wavnsRasandendadefididiey aannsmen R square wie R w3e Coefficient of
Determination il TalumamsanaeswiguansnsnosunsmunlsunuvesiuUsmuldfieda
Tnedidmiaus 0 fa 1 uazdmeuiiuniign fo fuvuivansaudmiunsdentafofidsy

naannIUTIdeyaiadeildidenidunslunmsvudedudinvasveaduniediidy
nsfAnY) viliaunsoudsteyaladueandu 2 Ussian fe 1) eyadedeidalsuna dnsimnun
FulsnuuaiuUsdasyldd dudsaw v Ao Swiusaidsiurenduns ((u) (Wu, Ke, and
Lai (2022), #uUsdase X, fo vaitlunisvuds (§21u9) faudsdass X, fe Aunuelding (um)
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n1sUszenaldinalianisannsenviaaiieliaziladendmasenisideniduniauddunmaun
Useinnualdannusenalneluiu

FauUsdase X; Ao s¥eEne (NI.) uazduwusdasy X, Ao A1NDN15L59AN5 (NU./23.) wag
2) Toyaladuidenanin In1sivuaiiulsdaszielviasiuunansadn 2

A57197 2 LARSSTAUAT LUUVBIRILUTDATY

fiauys FEAUVDIATIUY
dase 10 9 8 7 6 5 4 2
PNINAN - AN - NInRaN - NWRAN -
AN8UAN 18599 angeo8 YUUY
X JEaulTEINA \Fou LENIN
A anguan
ARUNSALESN  ame  diupgn andy  Bguden  ouudu - -
X5 wan (RC.)  Uzmey  UAsA uaon (1B 535U
(A.C) (CR) (L) (E.R)
8 99999195 8-6 U0 6 WD 6-4 4499 4-2 499 2 ¥03 -
X6 3199 25199 d09 9199 9199 5199
95199
X8 951U - NITU - nagun - - - -
45 Ussan - 4 - i3 - 142 1aifi
x9 JsgLny Jssian JseLny

wazifteliiAnanuuludlunsiieeitesazihdeyadoundsdiuiuy 5 3 senined
WA, 2566-2562 uazthdeyavendumsiiilonialunsidumnndunisludaatens udsntu
nsularvesdayabiduteyaynduauieriuainmsimuassiuredfeyalu 9 seiu duans
Tumsnedi 3

P19199 3 feogretayaiulsniy uagdulsdasylu 1 ¥

Wume Y X4 X2 Xs Xa Xs Xs Xy Xs Xo
1-1 840 0.72 15,607.03 618.10 8.154 9 8308 6657 10  3.538
1-2 675 092 1589740 629.60 7.364 9  7.091 6299 10  3.727
13 538 125 1665238 659.50 6.444 9 5889 5937 10  3.667
2-1 448 144 12,667.93 501.70 7.450 9  6.170 5817 8.67 4.170
2-2 425 142 11,758.93 46570 6.450 9 5830 54.84 867 3.670
23 439 165 1528888 60550 7.290 9 6000 729 7.43 3570
244 439 215 1432180 567.20 6.330 9 5600 52.84 920 3.600
3-1 818 075 16,306.85 647.40 8770 9 8460 6692 10  4.150
32 613 083 1664228 659.10 7.690 9  7.000 6123 10  4.080
33 575 095 16,637.23 65890 8090 9 7270 6340 10  4.090
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an319dl 3 (o)

Wumie Y X4 Xz Xs Xa X5 Xe Xy Xs Xo
4-1 401  2.01 13,897.60 550.40 7.600 9 6.400 58.29 8 4.000
4-2 429 2.16 11,864.98 469.90 7.000 9 6.250 53.18 9.5 4.000
4-3 388 1.66 13,314.33 527.30 6.333 9 5.667 53.78 9 3.667

W esinnsuvar1vestayaudn ndusdndunismuiamian R square 130 R? uay
e dulsransanduiusnmgas (Multiple R) Tumsdunmagyimsmedseuanyniadedtmun
19 $wnu 9 T9de FeazifunszuiunsiinneideyaiFuduaniadeifion (1 Jade) uageos 4
\inadodiay 1 quasu 9 Jade LﬁaQLLuaTﬂuLLazmaﬂﬁwuﬁLU?{sJuLLUaammT’lmuﬂaﬁ’sﬁLﬁuéﬁu
Tneaunsitldsad

Y =Bo+ B1X1t+€ @

Y = Bo + B1X1 + B2 Xz +€ (5)

Y =Bo+ B1X1+ B2Xz + B3X3+€ ©6)

Y = Bo+ B1X1 + B2X; + B3X3 + BaXyt€ )

Y = Bo + B1X1 + B2Xz + B3X3 + BaXy + BsXs+E (@8)

Y = Bo + B1X1 + B2Xz + B3X3 + BaXy + BsXs + BeXe+E ©)

Y = Bo + B1Xy + B2Xz + B3X3 + BaXy + BsXs + BeXe + BrX7+E (10)

Y =80+ B1X1+ B2X2 + B3X3 + BsXy + L5X5 + BeXe + f7X7 + BgXg+E (11)

Y =00+ B1X1+B2X; + B3X3+ BsXs+ BsXs + LeXo + B7X7 + PgXg + BoXg+E (12)

NAN1SIY
NaunsiAvuaviliaiunsalaniiarasuuItaenIsanneenviaalag i Usdase i
azf (X1 - x9) Iaewdunisadaunissiuau 512 aunsfidnsdieudisuiuntade fannsied 4

A19197 4 LaneFeg1INaNIIAIUIMAT R Square antadeildlunis@ne

Uade X1 X2 X3 X4 X5 X6 X7 X8 X9

8 UJavy

X1234568 0.77319
X1234578 0.61564
X1234678 0.71985
X1235678 0.68792
X1245678 0.76686
X1345678 0.63623
X2345678 0.76486
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A15799 4 (510)

Ua3w X1 X2 X3 X4 X5 X6 X7 X8 X9
9 Ualy
X12345678 0.71986

91NN 4 WARIHANISAIUINAT R Square sndadeita 9 Jass Tadusedves
NanIsALIALUT sU BuA L duT S hanadased 1 audaased 9 vilikldnann R Square
$11u 512 wadns vdnduinsnseismeadavan 1in Multiple R, R Square, Adjusted R
Square wagStandard Error Ll evnadwsvesdfadefidaruddynenisidenidunianisvuds
ufinuas 906N R Square Aiinadwsinniian JswaainnisAaansauandlddsnise 5

M15199 5 LAASKNAAIUIUNITIATILRAMGED R

ey Regression  Multiple R Square Adjusted R Standard

(df) R Square Error
X1 1 0.31974 0.10223 0.09352 0.00088
X1, X2 2 0.53932 0.29087 0.27696 62.99590
X1, X2, X3 3 0.59071 0.34895 0.32961 60.65903
X1, X2, X3, X4 4 0.59639 0.35568 0.32991 60.64541
X1, X2, X3, X4, X5 5 0.68221 0.46541 0.43841 55.51873
X1, X2, X3, X4,

6 0.69590 0.48428 0.45271 54.80723
X5, X6
X1, X2, X3, X4,

7 0.82753 0.68480 0.66206 43.06745
X5, X6, X7
X1, X2, X3, X4,

8 0.85995 0.73952 0.71781 39.35462
X5, X6, X7, X8
X1, X2, X3, X4,

8 0.87931 0.77319 0.75429 36.72331
X5, X6, X8, X9
X1, X2, X3, X4,

9 0.84844 0.71986 0.69332 41.02705

X5, X6, X7, X8, X9

INNFATIZRAINUAURUSTENINAUSDATEIIU 9 61 lawn (X1) nanlunisyuds,
(X2) éfuvguﬁﬂ%ﬁiw, (X3) 588Ny, (X4) A Nva9auy, (X5) ﬂmmwmaaﬁuamuu/ﬂixmwum
auUY, (X6) Imaa%fwﬁ'yugm/mmﬂiﬁq‘uamuu, (X7) mm?{mslﬁ'amméa, (X8) AaNWEUD
LWEUNIe wag (X9) éqé’msmmazmﬂﬁ’uﬁaLuhmuﬁagﬁauﬁqwqﬁmmmuﬁanﬁumwaq
HUsENOUNS LaEMPIATIZRninduUsTiazia (stepwise) 313 R Square vile
n51UasSRsdnvsn LU TIRludwlsuiianseeiurelalaesauusdaseluluma
LAASNITIATIZALATIM157991 6
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o a P
N1319N 6 LEAINANITIATIZNAT R Square

. AR? (i
.o o o MUY R - .
aeu  laweanld NlaLna AU
s (k)  Square , N
NAUNUI)
1 X1 1 0.10223 - luwaasuielatasunn
X1, X2 2 0.29087  +0.18864 X2 (fuyw) ddvsnagdlunisiden
X1-X3 X3 (528EN19) W HAINLL UL
3 0.34895 +0.05808 “ w
LNt
4 X1-X4 X4 @nrnouy) dnadsslunis
q 0.35568 +0.00673 “ Y
LERNLEUNIS
5  X1-X5 X5 (AUATNA U IO UY) TNaso
5 0.46541 +0.10973 ' e
ANEALY
6  X1-X6 X6 1AS985 19N UFIU) AHaSLAU
6 0.48428 +0.01887 o wm “
pilaualaiann
7 X1-XT7 X7 (AUDL59) UBNENagaUINAD
7 0.68480 +0.20052 ~ v
A5LaeN
X1-X8 8 0.73952  +0.05472 X8 (anweuslduns) dswadnau
X1-X9 luwmanian R2 dsdn
o 0.77319 +0.03367 ! °o
(13U X7)
10 X1-X9 (AsU Fuwrlduiivayasiuainusndu
o 9 0.71986 -0.05333 4 2 ¢
NG WaLNL X7

91nA5197 6 ziulailumadiden R Square qqﬁqm Ao Tunafiusenoumesuys X1, X2,
X3, X4, X5, X6, X8 wag X9 (duu 8 Ua3w) lassia1 R Square ity 0.77319 nungainuanluna
fanamamnsaesuisanuulsUure g Anssunisidonidunalefis 77.32% Faiedneglusziui
Writanelaludeadd Turasiidlofiuduys X7 (rnudnisseanuns) wilen R Square anaunde
0.71986 & sagrouliifufeninzanuedauvest oy aluluaad fiuusunnifua sy
(overfitting) sulunalilszansamvadunaanas ufnsdnuadedavdunsinseiidassamn
Taglden R Square Wunasindnlunisdeniuma udnuualimesd AR? Aifiutusgradidedy
wansbiifuintademaniiidedwamieadn (Statistical Significance) masudunsinszsiiiiaiy
fenmnadouA1nNunaviu (pvalue) wazaAn F-test Aazanunsaduduipdidyvesiunauay
FuUsusiazslddmaudau

aAU1INaNTSIY
mﬁf\i’aﬂ%ﬁlé’fﬂizqﬂﬂ%mﬁﬂﬂ'mwma&memtﬁaimi'lxﬁﬁ%%’aﬁﬁﬁw%waﬁiamitﬁaﬂ

dunslunisvudsduninens leiansandudsdase 9 Jade taun (1) natlunisvuds, (2) dumu

Anlgane, (3) sragmy, (@) annassauy, (5) ﬂmmwmaqﬁuﬁmuu/ﬂismmamuu, (6) 1A59&319
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miﬂiz&gmﬂ%mﬂfmmsaﬁmaawmmtﬁa"?meﬁfjﬁaﬁdawaﬁiamiL?iaﬂLé’umwudqﬁuﬁmwm
Usgvualiannuszinalveluiu

Hugru/anuniisvesauu, (7) anuinsisinnnda, (8 dnvazvendunis uay (9) Asd1uae
auaen WemAanuduiusiungAnssunisdenidums (Fuusa) taglde R Square 1u
f famnuansavesunalunisesuiausUTiuresiiudsnin annamsiassinuitieg
Afiuszaniamgean Ao Tumaiiusznausme 8 Jade (ldswuaduanuinisisanimiss) e R
Square whitu 0.77319 sesasunduluwadifinsunuiitadoszormeinetadernuiinisseanuda
hlsian R Square Wiy 0.76686 wazlunaii lisiudasenalunisauds walitadennnuiinisss
Au57 AN R Square Wiy 0.76486 LLamﬂﬁﬁuiﬂﬁaﬁﬁ@m%wa@iamiLﬁaﬂLﬁumamﬂﬁqm Ao
ﬁunu,lmqa%ﬁaﬁugm, ARAINYDINUY, UAYAITIUIBANNAEAN FawansAnuilanunsaeduie
ngAnssunNsidenidunisudiduainunsiaegradusz@nsam wazyagliaunsaiinuawuania
UsuupsszuuruadliisyAnsnmenniu Ineflenuaenadesiunuiseves algudas Suaud uas
Uidaen ndRaiTam (2563) nanindfadesulassadreiugiu Jededussozmng denasonisng
wuNvUEINAl KaENITAIIFURUUNAEAAIARSTIBAILIMALYUNTTUES waryaulunisan
svoylunsvudanaly LﬁaLﬁuﬂizﬁ‘w%mwLLazamé’unumiﬁuudﬁ, NUATeNgABI inaRa, Usnsal
wisugiaes wazlndu esadnnigya (2561); 45n% Qmmﬂé’qué (2560); Yyans Jungaee
(2564) na1991 11504335 Multi-Criteria Decision Making (MCDM) 1 ua 3 ail a7 Geouiiunld
Tumsisgsimaidenidunisvuds ietednsusumadonlyitussansaimgaan Tnofnfiatsan
PNUTAIUNEAMLAZANNEET 19U ANEzAIN ALUaenss wayszeznaidlunisiiuma
wazuIdpueiandi wWhilew (2562) na11in Tolunisvuds arlganglunisaudsdunn anuazain
Tun1suuds AuAsIRenal Aruundedoidudu mﬂﬁ?uﬁﬂizﬂaumi%ﬁmsmLﬁaﬂgmm‘u
n15vUEs wazsdun1svud @ udinuniadent lWAsaudinduniadend nelviin
Uselenigegn

RIGURIRIE

Forausuuzialy

mhsnuresiguiasansnihdeyaildanmsinsesilulivsslonludwlonouaznisng
wuumswawlassneladafind Tnemhesnuiiietesaunsaliamnuddyiumswaundundia
Freamgs iy nsUsudInuamauy nsiindssnsnmazaan (1Wu 9aRndud, a1usen
saussnn 1ud) wazandedidasunaiuaziunu (1Wu anna1sefiaiunsIamsegar LAY,
andsssudonmatulazavudusUszan Wudu) eatuayuszuuladaindaudinunslid
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