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The Influences of Perceived Organizational Culture, Organizational Climate
and Trust in Supervisors on the Job Performance of Operative Employees in

Hotel Residence Service Industry in Chon Buri Province

Sutthiroj Petchaisak’’, Thitarat Pimpaporn?
“2Department of Industrial Administration and Development,

Faculty of Management Sciences, Kasetsart University
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Abstract

This study aimed to investigate the levels of organizational culture perception,
organizational climate perception, and trust in supervisors, and their influence on the job
performance of operational-level employees in residential hotels in Chonburi province. The research
employed a quantitative approach using questionnaires to collect data from 386 operational-level
employees, selected through accidental sampling. The researcher defined specific qualifications for
the respondents to ensure suitability for the study and included initial screening questions. Data
collection took place between December 2024 and January 2025. The data analysis was divided into
two parts: (1) descriptive statistics, including frequency distributions and percentages, to describe
demographic characteristics and the use of mean and standard deviation to summarize respondents’
opinions; and (2) inferential statistics, using multiple linear regression analysis to test hypotheses and
evaluate relationships among variables. The findings showed that employees rated organizational
climate perception the highest (X = 4.49), followed by trust in supervisors (X = 4.47) and
organizational culture perception (X = 4.42). All three factors positively influenced job performance,
indicating that employees who perceive a supportive organizational climate, trust their supervisors,
and recognize a strong organizational culture tend to exhibit improved job performance. These
findings provide a foundation for human resource management strategies aimed at sustainably

enhancing service efficiency in the hotel industry.

Keywords: Perceived Organizational Culture, Perceived Organizational Climate, Trust in Supervisor,

Job Performance

*Corresponding Author; E-mail: sssuthiroj@gmail.com

INYIGYUIRNNSSUIIA-NISIANIS UHIONEIGISIsnnaouguun

8



onsasudmNssullazn1sdanas O 10 aUURA 1 (UNS1AL-DNUNBU 2568)

anutunuazanudrAgasslym

Jwdavaysidugudnaraasugiouaznisviesfisniidrfguesnianziueen deviaianfaeieil

U

nzauardviniserndniisessunmsudsdudsewinasune Usgneufulassainsiuguifinsiauegs
soifles it inddnenimlunisimanisamuuasduunasadneldiiddyvonssna ol vayiss
LﬂuﬁuﬁﬁﬁﬁﬂuqmmmiwmaLm'q Fathoaiununaznszfuiassghslussiuiosdulassedulseing
Tughumsvieailen vayEianslansuainanuiviesiiedfivainvans 1w Mevauiaa e 1ngd
swdauvdsiesiismnefausssuassyiRmaniingainviondotailneuagsnemnd vilveeldan

nsvieaiiealud 2566 gefia 233,681.11 duum (Ministry of Tourism and Sports, 2024) agslsAm

nsimwIgRaInnssuNIsiesfisawazuinisiiiulned 19siaialadundsmuimeiiddy wildudade

£

o o A

dAgituinfounsvieuiietfegsialswsy Jallunumidluiunisaienelduaznisineny gsialswsy

o

fiiinody Satiumsliuinmsfievguimiloutu nieudssnemnuazaanlusiafidnddls fanuddyse

nsnpUAuBIMLFINTTesinvieuivI i findu
nsudsduiigalugnainnssunisuinisyililsawsudndudesiauinagnsifiearagaunay

AruanAnsusilugramnssunsuinnfigetu v lvfuinsdennnagnsiioatgaudaas

AULANAN UszinutymdAg Ao nsudmsdanisninensuaralugsnalswusy Wesannndnawiy

17

mdsddglunistuirfounnudniavesesinis maiwudneninyaaing n1saseanuduiusnfdugnd

Y

£

udmsviumliaennassivuanudsundas Wutadefidesdinruddey uenaind nmsudmsdnnis

AodaluaANENSNYINTYUAAATIIAIUVAINYATY YI9AIUNTTTUTIMUSTINOIANIINITSUSUTIHINIABIANTS

'
v v W =l

wazanulINdaludTadudyy Hanunsasufnenmnidnauliinnusiuiuszasimanisujifauis

saa o

\Jau (Katzenbach and Smith, 1993) 8nviatasuasamnuduiusiianugnauazaigluednisyioiiy

Tonadiuls nisusudliiusienisasuwdasdudsddyiionnudisavemaUfifau

Y 3 1

nTiNILazAE A grealyndneu N15ANYIdNENATRINITIUT TAIUSITUBIANIT NITTUS

Y Y

v v o !

U538INARIANTT karaulindaluddsfudyudenanisujifauvemidniugaavnssuuinisisusy

13
W
Y
v = 4 s
A

Wienende Janiavays Jllnnuddgyedads ieliesdnisanunsatdeyaluusuusnisuinisdanis

7

Mol LES LA 9P NLFUNUS TEMININTNULALBIANIS MABAAUNLTAANNAILNTALUNTHUaTUlUS T EEe?

24

AQUIEANAYINIIIRY

efnwszAuvewUIMsTuiTnussuesdns Mmssuiusserniaesdans uazaulingdaly

v v o

HUsRudnyuniisenansufURnuvesminnulsausuiennandeluiudminvays

INYIGYUIRNNSSUIIA-NISIANIS UHIONEIGISIsnnaouguun

9



onsasudmNssullazn1sdanas O 10 aUURA 1 (UNS1AL-DNUNBU 2568)

ASAULUIANTIUNTTIY

N135U3TIMUTTINDIANS
1. NsildusIm
. ANUAIAATDIA NN

. ANNANNNTaUSURY

A W N

. ANUTLEDETAN

N133U3USILINABIANTS H1

1. US581NALASIAS1999ANTT

2. ussemAuleuIBUIMIyAAA
3. U5NMAS YL wamsUfjufieu |
4. U35ENAUSM STV TR UTRYY 1 s 1 HEMSUUROUMTING
5. UssEINAALELTLS ST e U e 2. wansUfTRNUABMOANTT
6. USSEINFAINDULNY
H3

aalinelaluduefudayen
1. AUANNEINITD
CAUNSUALNY

. ANUANUTIG Y

A W DN

. ANUANNUNLTBDD

AN 1 NSAULUIANTUASITY

[ Va v

MNMINUTIULNAR uiuasuiTeiiiudesvesinimmsvanevi §ide3ninandeudy
nseuuLIRnNITelaeiaunfgiunside fail

H1: M3udinusssuasrnsianinalauindenan1suiRemuveantdny

H2: M3fuiussenmesAnisianinadauindenanisufiReuveantdny

- YR Y =l

H3: Al InddaluddsAudyuddnsnalauinsenanisufiinuveminnuy

A EUNITIY
LUULANUNTSIRY

a v g X av a o 14 [~
ANFI98AIIULTUNTIVYULTIAID (Survey Research) LLa%I‘ULLUUﬁ@UﬂWNIUﬂ’]iLﬂU‘UaM‘Ja
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UsenIuazAl9Ens
Uszmnslumsfinwasedl fie wilnsuszAudiinislugaainnssumsuimslsausuiveninanfy

Janinvaus lnedoyalszynssausiuainurunyanaveslswsuiiduanndnluauiaulsausulne

' v v
a =2 a o v a

Manziueen Jminyays JaldiuIunsdu 7,543 au A1nlsausuIuIY 42 Ui (Thai Hotel Association,

Ya v

2024) uenanil #9eldn151989 Krejcie and Morgan (1970) Tun1sivunaunfeg9seauAILG o

Y

Ya o

Souay 95 Falasnag19d1uIU 367 AU agalsAnuiatasiumuraInedauNo1ARTY Y laUSULRY

U

o
[

YUIARIBE19TUDNSBAY 5 danalrsag1enlglun1sideaTallduIuneady 386 Ay

- A awv
bA33UDIY

wnsestiolilunsidunssil fo wuuasunm Auvadu 3 dw ldud (1) Jadednypravesmiingy
91 A 97g SeAUNsAnW (2) fudsRedes 4 fuds lun msuiiamsssuesdnis mssufusserne
23An15 AulIdalu Tadudyen waznan1suuiieu (3) Tatausiuzvateda wuvasuaiulasy
mMsnsaeuaIiismslaegideamguasnagoumnuidesiuieg mdussanisanivesnseunin wui
Amsdesiuogszning 0.85-0.91 dsganininasivivensuld (> 0.70) Feeindmmniidefowiosmedmiy
nsl#lunside Tnedidelduiulsauuuasuausenmageununwiazdndemauitlinunusioon
routhdernuiiunasilunageuiungulndiAssdiuiu 30 au

nsiiusauTwdaya

msfnwadstdidumaiununadeyaannduiegissriaiousunag wa. 2567 fsnsiau
w.A. 2568 lngld3Suanuuuasuaiuuazifusuuasuaudu lngldsuanusiioainuuunyrnaveusas

a

2IANITIUIURUUABUAUYNAMUARINERTIEINVBImT NN AwIAlag T n1sd udteg ULy

o

(Accidental Sampling) Inef3deinsrimuaamauiAvesinousuvdeunuuuuzaslindunidnaussiv
UfUanslugeainnssunisuinisisausy nieudemaususiudmivAnnsesgnounuuasunulvivangay
U533

A15ATITIVOUA

RV

¥
= 1

nmsuaTziteyalunuideduiadu 2 dau laun (1) T9aifdawssaun (Descriptive Statistics)

Y
'

Wi NSWANKAIANUDRAZ A SRERY LRBBUIEENYAIEUTEYINTANENSVRIIABUTLUUADUY W A 91
wazseld Andeuazdlrudesuuninggiu WeasuauAnvivvesdneu way (2) Idadfdeuuiu
lag3deidenldadifinisimszrinisanaseidaduiuuny (Multiple Linear Regression) il enagau

AuNfg LAz UsBIUANNENRUS TN AN NANY

NaN1578

1. YoyadnunrUszrINIAEAsVRERaULUURRUAIY

v v

nnidedeyadnuarlszunsmaniveainauuuvaeuniunuil dulvgidumands Sovas

o

69.40 wazineAwy Soeaz 30.60 naumegsdulvgjegluyiteny 26-35 U Sevar 51.80 uazilan unmlan

Sovay 88.90 d@rwlusmuszaunisdnel wuan dwlugiins@nuseaudiaygiesauld Sevas 76.40 dmsu

]
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Uszaunisain1sinau wudn dlngiivssaunisaltesndt 5 U Seuas 81.60 wagluiuselasaifiou nay
fegnsdiulngjeglugieseld 15,000-25,000 um Sevar 89.40

2. HANITILASISH LN BANYITLAUAMUAALIAU AIUNITIUS TAUSTTUDIANITVDINITNIIY

U

gnEMNIsUUINMSsIssusILivasinende demdnvays

U a v Y I3

NAN1SILATIEYAIRAY ﬁautﬂmmummg’m LLaﬁigﬂUﬂTmﬂﬂLﬁu&j’li‘lﬂ’]iillzﬁﬁm‘lﬁiiuaﬂﬂﬂ’]'ﬁ

| & o ' a

WU wilnaugeamnssuuinistsawsuieinededaniavaysnilunquiiedns Sszdumnudeiusiunis

Ll q

[ [ -

UiTausssuesAansluamsiniagluseiunnauegluseduiiniian (X = 4.42, SD. = 0.29) LAAIAS

9

1%
v A

AN5199 1 At

A19197 1 Aede drudeauuninggu wazszauAuAnmiufgIfun1ssusTaussstesAnIsveIntnu

PRAMNTINUINTITausUOWNaNAY Janinvays

N33V TMUSTINDIANT X S.D. FZHUAUARLIAY
ATUNNTHAIUTINVDIAUNTN 4.44 0.42 1niign
pupLanndasluAleuvan 4.37 0.46 1nilan
AuALaNnsalunsUTum 4.43 0.48 1nilan
AUANUILETE AN 4.43 0.47 1niign

HaTY 4.42 0.29 aniign

9

M50 1 dlefiansanszauaufndiuiunssuiiausssusadnsdusedi wudn diud

fiAladegega Ao A1un130dIUTINY0ENTN (X = 4.4, SD. = 0.42) 589AUIAB AUAIUAINTALY

' '
1 a

AMsUSUALaAuANiEdgsA N RdAeaewntY (X = 4.43, S.D. = 0.48, 0.47) LALAUAUFDAAADI LY

(%

ANflgunan (X = 4.37, S.D. = 0.46) mUd1AU
3. HANTTIATIEVLR R NYITEAUAUAAY F1un135ufusTeINIABednITYINT NI
gaannssuuInslssusuiiewnande Swminvays
NaNTIATIEAARAE druTsnuuInIgIu uassERUANLAAIUIUNSSUS TSI NABIANTS

i

WUl wilnoueeavnssuudnslsausuiionnandedwinsaysiidunquiiede dssdumuAniiuinunissus

Y

usseIAssAnsiunnsnuarluseaunauegluszduiinian (X = 4.49, S.D. = 0.26) UAAIAIAITIS

7 2 p9tl
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A13199 2 Aade dudonuuinnsgu wasssAuauAniuieIfunsiuiussenAesAnIsveantinu

AAMNTTUUINNT I TausHeRnode Tawinvays

N155U3U538N1ARIANTS X S.D. sZHUAUARLAY
U8INALATIATI989ANS 4.50 0.46 1nilan
U558 INAUlEUIENITUTITYAAS 4.50 0.44 1nilgn
UTIINANN BT 4.45 0.47 1nilgn
U558INANSUTI SV TAUTR Y 4.46 0.46 1nilan
usssMARLdITLS e aleuT L 4.53 0.47 1nilan
UFTYINARRDULNY 4.50 0.47 1nilgn

NATU 4.49 0.26 wnitga

NANTRT 2 WeafiansanseAuanuAniuiuNsiuiuTIEINIAesd MR uTeA1Y Wi Aund
ANRREEIEA AB FUUTTEINIARNNFUNUS TENIIUNBUTINGNY (X = 4.53, S.D. = 0.47) T89A9U1AD

AUUTIEINALATIATINOIANTT ATUUTIEINIAULEUIENITUTITUAAS LAZATUUITEINIAAINBULNUNI

Aadewiniu (X = 4.50, S.D. = 0.46, 0.44, 0.47) AUUTIYINIANTUTIN TV UeAUT Y (X = 4.46,
S.D. = 0.46) WAaEAUUIIIINFaNEMLIUN (X = 4.45, S.D. = 0.47) Auasu

a 3 v w [

4. nan133AsIEiiNaAne1sEAUANAaIN A1uaulielaluddiaudyyvaanidneu

=

2AEINNITUUINISLTaUsUINENNDAY Jamdnays

9

nanTlAsIzvaRde drudonuuninsgiu wavssiuanudaiuiuanulinsdaluddedudysn

U

wud ninaugramnssuuinisiswsuiionnendedswiavayinidungudiedne dseauanufndiusiu

E N VR Y

Anulinalugdedudymlunmsiuwaslusiedunnaueglussdvuiniian (X = 4.47, SD. = 0.30)

[%

LEAINIANITIIN 3 AU

L YY)

A13197 3 Anade dudeauunnsgiu wazszauanudadiuierduaulindalud dsdudywives

winUgRamMNIINUIMIIssuiennedy Janinvays

duanulindalugdedutyyn X S.D. SEAUANAALIAY
AUANILAINNT 4.50 0.43 sniige
AuNsLUnINg 4.48 0.48 sniige
Ay 4.46 0.50 sniige
sunniidetio 4.44 0.50 1nilan
HATIY 4.47 0.30 aniign

LY

9NeT97 3 WefansanseivanudaiusimuanulindaludUsdudyyidusediu wuin s

fidnodegsan fe summuanansa (X = 450, SD. = 043) sesmanie sumsiame (X = 448, SD. = 0.48)

grumvsle (X = 4.46, SD. = 0.50) wazduauLdede (X = 4.44, SD. = 0.50) Au&e
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5. HanTlATsiliNeAnNsEAuANARIY funansufiRuramiinugasvnssuinng
TseusuiiNewnende Sandavays

namnsgiaeds dudenuusnnsgiu waessduamAniiunusansufiinu wui winou
g mnssNuUinslsusuioinerdedmiavayiiiunduiedn fsgfuanudndiudunanisufofam

Tunmsuuagluseiunniuegluseduiiniian (X = 4.45, S.D. = 0.38) 4aAIAINITIN 4 A3l

M151991 4 Aedy daudouuuninigiu warszauauAaiuieafusunan1sUfoR uveaniinau

PAAMNTTHUINSIsausueinende Jwminvays

AuUNan1sUH IR X S.D. FEAUAINAALIAY
wansUFTRUmmTT 4.46 0.48 1nilan
NaNSUJURNUAUNGANTIY 4.45 0.48 1niign

HATI a.45 0.38 undign

1Nl 4 leRasanseiuamAndiufuren Ui TRnulusesiu wui fuiiiidiede
39qa Ao FunansufoRaumumtif (X = 4.46, SD. = 0.48) uagsunan1sUFURMUAIMG AN T
(X = 4.45, S.D. = 0.48) AU
6. nanTliziieAnutadeiidaardanisuiTausssuasdnis nsiudusseiniaasdnis
uazanulinslaludisfuldyydenansufjifeuvesntinanuszauuianisvaninaugngmnssy
Uimslsausuitanneife Swiavay3
KANMTIATEEMIMAFoUANRgILTA 3 98 U1 n1sFudiausTsuesdms nsdiuusseinia
psdmauazanlindulagiadutymidviwadundenanisufifou seasdendsd
6.1 BMENAYBINTTUFTIMUTINRIANTSHBVEWALTsUINFanan1sUUR
NAMFIATEsiNUI MasuTTansssuesdmssumsiediesnin (B = 0.225) TovEnauniian
J09A9NNAD AUNNSHAIUIINVDIENTN (B = 0.187) fuANaINIsatun1sUSUAL (B = 0.107) uwazalu
AugendesluAtiounan (B = 0.058) 1anSnadonan1suuRvuremnIugAaIMNTTIUINITlsIusY

WaWnede JamIavays fannsen 5 fadl

A5197 5 MINATIENANUIANDLTIMTYRINITUT TUETINIANTIBVE A sUINdaNaNSU TR

AuUIMsTuimsiausTsueinis b SEp Beta t Sig.
ﬂ"lm‘ﬁl (Constant) 2.333 0.281 8.312 0.000
AIUATHEIUTILVRIELTA (X,) 0.167  0.044 0.187 3.813  0.000
fuANNdanaasluAauran (X,) 0.048  0.041 0.058 1.167  0.244
FUANUENTOIUAITUTUN (X5) 0.084  0.040 0.107 2.097 0.037
AUANUILENYTAIN (X,) 0.180  0.041 0.225 4.427  0.000

R=0.372, R?= 0.139, SE.; = 0.352, df=4, F=15.314, Sig=.000
VN8R : *p < 0.05, **p < 0.01
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NPT 5 HANITIATIERAIILONDDLLTINYVBINTTTUTTRUSTINOIANILBVENALTIUINGiD

| (Y

HaN1SUHURU Wyt dudsednSanduius (R) seninadiudsdassuaziaulsniu Jalianwindu 0.372

(%

NUEH9 N353 TussIuasAnsiaNuduiusudunan1sujURuTesar 37.2 lnedarduussans
nsinaula (R?) wiriu 0.139 muneANI1 @1115005U18NTTUTIMUSTINOIANITAUAN o LBnTnase
nan1sUfURMuvesndniuandusovas 13.9 dnsewvaz 86.1 udniwasindauusduiluldd@nen

WONIINUGINUIN NFTUFTAUTIINOIANITANUAN 9 @303 wAuneINIlNanNISUL URMUveINT NI

Y

v
v

Andudenay 13.9 (R%= 0.139) agnaiifedfaynadfiiszdu 0.05 Tneanunsadeuaunisnensalls fail
mamiﬂﬁﬁ’amu = 2333 + 0.187X1 + 0.058X2 + 0.107X3 + 0.225X4
PNMFAATEAIMINGINTAL WUIIMTFUTTmusTsuesAnsiidvinaludauinderansugdfau

vesninaulugaamnssuuinislsusuiiefwnendeludminvays Tnenssudimusssusuaiud

Y

wesnnddnswauiniian (B = 0.225) sesaunAoi unsildusinvesdndn (B = 0.187) fuanuannsaly

A5USUF (B = 0.107) wagsumuaanndesluadoundn (B = 0.058) vieduandlriiuiinisiasuasi

n3suiiausssuesinslunsiaziuaunsadmaBauindeUss@nsnmnsujifinuvesminamuldegied

6.2 BMENAYBINTTTUUTIBIMARIANISHBVEWALTsUINFanan1sUURI

HANITIATIZVNUTT N1TTUFUITEINABIANISAUAINBULIY (B = 0.222) ﬁ%m%wamﬂﬁqm
S9989L1F 0 AIUAMUFNTUS ST ausINY (B = 0.179) AuUlgu1eNISUIIITUAAS (B = 0.119)
AuaNYUzY (B = 0.103) UagAaTuANUNTUSINIVBIRTIRUTRY (B = 0.097) d8nSnasdenanisufiAnu
dusnulassairsesdnslifidvndnadonanisujiRnuvemiinaugaamnssuuinislsausuiiieinends

[

Fanin¥ays Mm99 6 el

A5197 6 NMFUATIENANILANBEIT MY VDINTTUTIRIUETINDIANSLBVE WA sUINFIBNANSU URT

AuUsNsTuiusseIniAasAng b SE,, Beta t Sig.
AT (Constant) 2064 0312 6.622  0.000
fulATeas1909Ans (X)) -0.054  0.041 -0.066  -1.318  0.188
AUUlEUIENITUIINITUAAR (X)) 0102 0043  0.119 2359 0019
AUANEZU (Xs) 0.083  0.040 0.103 2.049 0.041
AUAUNITUIM TV TIRUTYT (X,) 0081 0041  0.097 1.947  0.052
FrupuduTuS ST afieus e (X) 0.142  0.040 0.179 3.552  0.000
FIUANBULNU (X,) 0.178  0.040 0.222 4.484  0.000

R=0.408, R?= 0.167, SE..; = 0.347, df=6, F=12.624, Sig=.000

WNBWA : *p < 0.05, **p < 0.01
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a

NAN5197 6 HaMTAATIZiNIIAnesIBuduLUUNYIBINNTTUSUTIIINADIANNg TBvwa
BsuandenansuftRnu wuin duussAvSanduius (R) seninsiudsdaszuasfuusny faldwiniy
0.408 nan8ie N15¥UUTIBINARIANTTEVEnarenan1TUfURuTosar 40.8 TnedArduussans
nsinaula (RY) wirdu 0.167 ¥118ANI1 @1313085U18N155UUITTOINIAYDIDIANITAIUATN 9 TBNTNa

panan1sUfuRMuvemdnauAnduiesas 16.7 §nfevaz 83.3 1Wudniwaandiudsdunliladne

Y

wANMNUGIMUIINITFUTUTTEMADIANIIAUAN 9 ansasauduneInsalnansufiRauveaniney

1%
o w a Y A

Aodusoras 16.7 (R? 0.167) egafituddaymnsadnfisesiu 0.05 Tnsanuisadeuaunisnennsellasd
Nﬁﬂ’]iﬂﬁﬁaﬂ’]u =2.064 + 0.119X2 + 0.103X3 + 0.179X5 + 0.222X6
PNMTIATIRANNTNEINTAINUIINTFUUTIEINIARIANITIUAUANG 9 dBnEnaluBeuin

sonan1sUftRnuvesinmilugnamnssuuimslsusuiiefiinedeludmiavayd Tnesunouwnud

dnswaunfian (B = 0.222) 0989U1ADAIUANFURUS TEMI1 0N aUTINGIY (B = 0.179) Auuleuiy

(%

NMsUIMIsYAAA (B = 0.119) Audnwuzu (B = 0.103) LagA1unsUTMITvesUaRulyy (B = 0.097)

= 1

vail msfuiluwdazduniisvuszdmalinanisufiRanuvemdnauinduluiiamaneiiu lusugini
lassaisesimslifidndnasenanisufiRnuveantdnau

6.3 answavasanulindaludisfiudyuidninaeuinsdananisujifiau

v v v

Han153ATIEYinUIT Aulinslalud dedudyuduanudndede (B = 0.256) idnawa

WINAFA F998911AB AIUANEINITD (B = 0.133) Arua1unasly (B = 0.102) wazauAunIsilaixe

aa

(B = 0.101) d8nFwasionan1sUURNUYRININNUEAAIMATTNUINSISISI e Ay JamTavays

9 aa' o
PNAITINN 7 AU

v v v aa

M13199 7 MTBRTIwRANLanneeBanvesndlingdalufUdudyuniitnsnadauinderan su jukiau

<

aaudsanulingdalugdedudye b SE, Beta t Sig.
mmﬁ (Constant) 2.367 0.263 8.984 0.000
FUANLEILNTD (X)) 0.116  0.043 0.133 2.703 0.007
AUANUNSUANE (X,) 0.080  0.039 0.101 2032 0.043
FuANUAIlY (Xs) 0.077  0.038 0.102 2.052  0.041
FruamuuLdede (Xq) 0.194  0.038 0.256 5.150 0.000

R=0.395, R%= 0.156, SE.., = 0.348, df=4, F=17.631, Sig=.000

VN8R : *p < 0.05, **p < 0.01

INANTNN 7 HAN1TIATIYINTaRneeITanyrasaULINslaluddsAudy s vizwagauan
AaNanISUSURNU WU duUseAnSanduius (R) senineiiudsdase wazduusny falavindu 0.395
e enulIndaluddadudyuidvnasenansuifnudesas 39.5 lnediandulsednsnsdnaula (R?)

Wi 0.156 muneAud1 aunseesuieanulindaluddedudyusmusing q T8vnadenansujuminu
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¥
|

vosninauAnidusesay 15.6 Sndosas 84.4 \Judnsnasnduusduilld@nen venainddanuin

M33UFTRUSTINEIRMIAUNY 9 aunsasiuiuneinsalransujifauvesidau Andufesas 15.6

(R? = 0.156) agaflfeddynsedinfiszdu 0.05 Tnsannsaifsuauniswernsalléad
NaNSUNURIU = 2.367 + 0.133X; + 0.101X, + 0.102X5 + 0.256X,
MnMsnadevaunsnensainuIanulINgaluddidudyulumusing o Davisnaleuinse

nan1sujuRnuremtnaulugnainnssuuInislsusuienine feludminvays lnesunnuuede

a <

18n3wau1niian (B = 0.256) 509a3UIABAIUAIINAINITA (B = 0.133) AumAuviatle (B = 0.102) uag

sumsilawe (B = 0.101) visll uandliiiuinnmsiiuanulindaluisiazsiuazdisdueasulinanisujuRau

o w

osndnnuintuluRmmafeiuegsltedfyy

AL INHANTTNAFBUANLAZIUNG 3 U8 WU N1TFUTIMUSTINOIANIT N1F35UTUTIEINA

Y Y

Y v W v = a wa

83An13 wazanulinslulagUedudyuiiBnsnadauindenansu iy

anUseNa

1. a1 AAsIziiiefnuseAumuAniud U U TaussInesAns Aunssususseaniea

Y

[ YY) v

23AN13 Auanulindaluddsdudyn wasdunan1sUuRnuveminuenamnssuuInIsLsssuie

Y

e

o [ @ v

ne1de Janinays wudn ndnaueeamnssuvinslsasuiennanfedmiavayinidungudiegng

FEAUANNAATIUAIUNITTUTUSTEINIABIANITUINTIgR (X = 4.49) sesasunfe aruaulinngdaly

LY

AUty (X = 4.47) muramsuuiinu (X = 4.45) uaraun1siuiinusssuesdnis (X = 4.42)

pid)}

e

2. Han1siasedeyaiienaaauauuigiulagliadinisinsiginisanneeiduduiuuny nui

Y

N5 TRusINesdnsiBvEnaleuIndenan1su URnuvemdnauseAuujiinislugnainnssuusnis

aad

Tsausuiiief inende Fmiavays egrsitsdfynadfisedu 0.50 Wefiansunluudazdiu wui
sumsildauimesann®n asvieuliiiuin Wlewinnuidnimuestidnsnlunsdeduloazmsdidunu
199093 Azdssalindnauianugniuuazumlunisiteundy Jsaenndosiunguinisdanms
n$nensuywdfiszyitnslindnnuidiuiisestiefiausegslalunsufiiau fuaiuaenndaslu
Afloundn msfinnanusuiiesidilasieuvdnvesssdnisegednautaglininnuansaujiRnuls
aonndestuidmneuariimnwesesdnig dedoidutladudfalunsaamamsujifnuivssaidivang

(Denison, 1990) Ingtan1zlugnaiinssuusn1sinesnwIuInsgIunIsiusNsiaenadeeiuniedAnIs

'
ad o

fuauaIsalunsUui nansiseuandiiiuin esdmsiiiliamsssudanisienaivdsuuUauas
atfuayulindnauiamineglug szl muansasullefuanaliuiueutazauidsuudas
165 Fadudadrdnlugnamnssulsausuiiaudenisvesgndsinasuutacesiaue wazdiuaiudl
w@fiesnm msfiesdmsianusiuasuazuuimamsindunuitau frvafreanuiulaliminauly
nsUFRn dsmalsninanuaansaadunsfaunauamauldegiadui uazdinnumdenlunisiuile
funasusasluonian dedunudainddliiuinmsaiiaussuesdnsiduudadunagndddalu

<

nsauINan1sUfURnuremdnaulugaamnssulsasy J9aennqeiuanuideves Prajogo and
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McDermott (2005) fiszyinimusssuesdnisiadvayunisviuduiinueznisuiuseetgiweiiosdma
Wauansienishiusnis valldsaenndodiuiulIAniin Tausssuesdn1syisenseauamnInn1siusnisy
ganalsusy Fedmarenudniavetasinislusseren

3. Hanviaszideyaienaaeuauuigiulagliadiinisinsiginisanneeiduduluuny nui

Y

a a a

N53UUTIEINIARIANIEBVENATIUINAanan1sUIRMuve it usedul fUANMsTugeawnssuuinis
Tsausuiiteffinendes Smiavays egnddedrdgmsadafszdv 0,50 ofarsadusediu wuin
suvssemalassaiesdms liddvdnadauindenansufifinu eraieswnananuusaniavessuin
wazdnuaugmsiuiunuvenguiegislsusiany tnslsusuvuelvgiaglsusuiaieterisUssme
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Abstract

The objectives of this study are twofold: to explore the factors influencing the design and
development of a prototype website and to design and develop a prototype website specifically
for amateur illustrators in Thailand. The researcher conducted in-depth interviews with three target
groups: three well-known illustrators, seven novice illustrators, and three commissioners who hire
illustrators. By analyzing and synthesizing the data, a prototype website for amateur Thai illustrators
was designed and developed. The Design Thinking and Double Diamond Model methodologies
guided this research. The findings were categorized into two sections: (1) A study of factors related
to website prototype design and development, which revealed that creating wireframes, designing
the user interface, selecting colors, and developing prototypes were crucial in reducing errors and
improving accuracy in website development for amateur Thai illustrators. (2) The design process
began by gathering the requirements of the target group, creating wireframes, and developing a
prototype. The target group evaluated and provided feedback, allowing for iterative improvements

to ensure the prototype website was optimized to meet both usability and aesthetic goals.

Keywords: Illustrator, Website for Illustrators, Amateur Illustrator
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Abstract

This research explored the opportunities and challenges of Thailand in medical tourism for
visitors from the Middle East, using national interest concept as analytical frameworks. This
qualitative research gathered data through seven in-depth interviews with Middle East experts and
Arabic interpreters using open-ended questions, along with a review of related literature. The findings
revealed that following the restoration of diplomatic relations between Thailand and Saudi Arabia,
an opportunity arose from increased tourist numbers from Gulf Cooperation Council countries.
In response, Thailand has focused on establishing itself as a medical hub in Asia, with the government
and healthcare providers implementing targeted policies and promoting investment in medical
facilities and technology to enhance healthcare quality and attract medical tourists. (Deb, 2024)
However, Thailand still faces challenges in language, culture, and competition from other countries

in the region.

Keywords: Medical Tourism, Challenges, Middle East Countries, Medical Hub, Opportunities
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UNANELD

nsAnuifTaguszasdiiioTinsevitaded fonsnadenrudsladovesfuilaalunisvaass
wisiaiiouaieihumaluladauduasaadu (Augmented Reality: AR) waztlyyausehug (Artificial
Intelligence: Al) ngudag1sUsznauieguilnafinedouasiivsraunsaliietundnfusiniasdons
917w 400 Au Andunisiiuteyariuuuuasuniuesulal wagdiasigiideyadignisnnnesnygm
(Multiple Regression Analysis) Tngl4lUsunsu IBM SPSS Statistics 1a39u 29 fauusiianu leun anudie
Tunslda anuanaiweanalulad anuddiusauuazaufianela anudefunazaialusida
anud enlosnsensualuazaugdn mnuaeandesivlafaladveauilan uazdninansdsny

19EATIERANUAUNUS A UAIUA LT ANUELTLUNSTD wazlkudlTUNST NANISANYINUI AIUENTSS
manalulad (B=0.333, p<0.001), Msfidrusiunazauiisnela (B=0.184, p<0.001), MUADNARDS

ulaalaaruilag ($=0.329, p<0.001) uasdvznaniadsnu ($=0.156, p<0.001) fnauindennustlade

[
=)

pg19fivpdAny Tumemssiudu audglunisldndudwaaunenuliudesiazdio (f=-0.072, p<0.05)
damnulindasazanulysdalivanmanideddy nadnsinadyiiiauingsiaastianuddgiv
Jumesivly AR-Al fiauasgauaznagnsnisnaaiiaenasesivlaialed iafiuyssansamlunisdndula

1%
£

ERLLNATRET

Adfey: Anuaussaveamalulad anudidulatulataladvesiuilan anuadlade malulag AR-Al
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Factors Affecting Purchase Intention in Virtual Makeup Try-on

Using AR-Al Technology
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Abstract

This study aims to investigate the factors influencing purchase intention in virtual makeup
try-on using Augmented Reality (AR) and Artificial Intelligence (Al) technology. The sample consisted
of 400 individuals who had previously purchased and experienced cosmetic products. Data were
collected through an online questionnaire and analyzed using multiple regression with the IBM SPSS
version 29. The variables examined included ease of use, technological realism, engagement and
satisfaction, trust and transparency, emotional and sentimental connection, compatibility with
consumer lifestyle, and social influence. These factors were analyzed in relation to purchase
intention, purchase interest, and purchase inclination. The findings indicate that technological
realism (B=O.333, p<0.001), engagement and satisfaction (B:O.184, p<0.001), compatibility with
consumer lifestyle (f=0.329, p<0.001), and social influence (B=0.156, p<0.001) significantly
enhance purchase intention. Conversely, ease of use negatively impacts purchase inclination
([3=—0.072, p<0.05), while trust and transparency show no significant effects. These results imply
that businesses should prioritize hyper-realistic AR-Al interfaces and lifestyle-integrated marketing

strategies to optimize consumer decision-making.

Keywords: Realism of Technology, Compatibility with Consumer Lifestyle, Purchase Intention,

AR-Al Technology
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anudunuazanudrfgasslynd

guarnIsuAsesEIeMalanlu Wik uaNlinswulneg oot Tul w.e 2566 nanalan dyasn

U

v A a

298.56 fuaUARaaSaNss dn1siulnsesay 5.80 annUneuntn teedsnsinisiiulawedy (CAGR) Sauay

43

6.1 5ewinel w.a. 2567 1 w.A. 2573 Amnnsalinyaniaadis 445.98 fuduneaansansgiul wea 2573
(Grand View Research, 2024) dmiudsemdlnenainind esdronaduuliuveedaenndasiuyar
nannlan Tnenelud w.a 2567-2568 flonavensdsoiliesiesas 17.4 uagiesas 12.9 muddy
(Krungthai COMPASS, 2024) a1a37bud w.e. 2573 azflyad1iiy 3.23 WAUAIUUIMN @¥7iauUIINTINIU
fuszneunsiadesdiendlnelull 2566 figsiia 4,735 518 Gs¥ovaz 97.95 \Huffusznounssedesuas
YUIALEN (Thansettakij, 2023)

Uadudrdgnduindounaaulnveinainaioddasil Ao malulada11uen ArenSHELNaI ALY

6

synIneANuNLazalulagiiuntsie g Uszivg (Artificial Intelligence: Al) L3N983LATIZALY

o«

nsuAnnanSusia s ingauiuanmRtvesusiazyana (Personalization) uenaniivalulad AR
(Augmented Reality) WhanflunumlumsasisUszaunisaiaassmdnsusiadionass wu L Oreal 7il4 AR
Tumsisgsianmiauaslntyanussivsuuginedesdiensiimnzay Fedeliguslanaunsanaaes
nansarlalnglidesdudaduialuiunnudelunisdendedudi (Mandala Team, 2024) wenaani
gnamnssuanuamialdinewaluladunlilinneideyadedn inediauslifufuslnaildlonuny

JwhliduAmaeandunaluladinheduaiuanduamindulauasiiuanuyniusiitiugnan lnglanie

L3

Tureinsdaoidse (E-Commerce) NnareidunislugeimsindminefdrAglunisidendonandue
wsesd1019ve3guslan (Fuengfung and Wijitchamri, 2024) sewniiduiudislenialunisnududsid

dnSnasenisnaaesdmiaiouaswiewmalulad AR-Al fidwasdenuadlatievesiuslan Aneide

¥ ' '
= A = =

Aanivinsfnulaziduswinenseaialiiuunasesdonmunzauiuiuilnawazimaluladaina

a

wldivgstalugaddnala nieudwiemuyguueiididuuinnssunazidnungisiiuanudulalunnass

3 3

a o ¢ A

HandueinTosdonalioudsinanusanevausinudsamMslswuussalndlviiugusian

L

I3 a o
ﬁQUigﬂﬂﬂ%QQﬂ’ﬁﬂﬁlﬂ
1. WeAnwUadeNdinaliinisneasswmantinaiisuasdinanannusdlaie
2. Wiefnwdadefdmalynisnnasakssrialouasedinanannuaulaluniste

3. WafnyUadsNdwwalin1snnaswsartalauasalinason Ul Uud 8 9lun 590

LPNEITHAZINUIVNNYIVDY

va v

ARdefinwaidesing q Mnedeadieaialunseunuifalumside lnefiswavBondwioluil

a 4

. UyaynUseding (Artificial Intelligence: Al) Yyay1Ussivg (A) lumnaluladfoonuuuuiiie

o«

[

HHUKUUAMNRAIAT0LYEY Lauda1u1saan FaT1en waswUymlaes wuiAandnAenisasiaseuui

Seuinndeyauazindulaldlaglidesiiauywd (Chula Book, 2020) n1swmun Al i3udulugaed 1950
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I odu 234 (Alan Turing) WulunidndAgydaenisiaus n1svaaeuais (Turing Test) Wietn
AnuansavedaesdnslunisuansngAnssumilounyud Jedsnadumnsgiulunisussidiu Al aufls
Uaqdu

2. wAlulaga21ua39La3u (Augmented Reality: AR) wialulagiaauasaiaiion (Virtual Reality:
VR) ihlsigldauegluanimuwaindeniadiouauliviulanads luvgiianuaiaaia (Augmented Reality: AR)
uansnaify Tng AR Heliglisuianmnndonaimionfvdainaiouideuiunionauiulanads vinli
AR luildnaunulanads uilunmsiesuasnsUssaunisallndligld (Azuma, 1997)

3. walulagaaueu (Beauty Technology) Lun1sNaunNaIusenIan11uay (Beauty) Lay
wialulad (Technology) lidinegurgunsaidianusednd uisaudsnisldmaluladarsauna (T) f1e 9

[

\u Big Data Tuuneaanin wilunalulad Jayay1usshivg (Al) ssuuin3avieddnses (IoT) wasAduseesy
(AR) Faanansaianusegndlisamfulaluansdiu (Do, 2022)

4. Javparuazadnlunisldaru (Ease of Use) naufnisueusumalulad (TAM) ¥e9 Davis
(1989) szyinmsinelulaBunldduogiu 2 Jadendn Tdud nmasuifesslon (Perceived Usefulness)
wagauAznInvied1elunisldam (Perceived Ease of Use) nguiiishsndnduniseanuuuissuae
arwazaniinevauasnsldaulifud1ldaau Tasluefnmaluladingnitmunanitadduni sy

unnndemagaIntunsldann Burton-Jones (2005) I3 vnnsyuududeuiuly glituuldifiasnisld

1%
=

lanuazaanlunisldauldsumiudAguiniu Tnsenzlugafignavnssuidnaivlneg195iaisn
(Davis, 1989; Burton-Jones, 2005)
5. Jaduanuanassvaunalulad (Realism and Visualization Quality) mulwIAnues Rieber

£ ¥ a

(1994) pwauaieinldainauadiondassnineiagfitiaueiuingsnedlulanaiefionsanangunss
swaniden @ WMo Imﬂzjﬁ?’]Lﬁuﬁaqﬁuﬁuéﬁué’mé’ﬂmﬁmaﬁmqﬁu 9 LLuaﬁﬂﬁLﬁuﬁugmﬁ’lé’zyslumiﬁwm
walulagauasaasy (AR) wazdygusedvg (A) laglanzluuSunniseaiauasnginssuguilaa
(Rieber, 1994)

6. Jadunsiidausiunazauinenela (Engagement and Satisfaction) ﬂismumiﬁé’ﬁimﬁ
Uduiusn1anienIn 3nla uaze1sualiundnfiuginiauin1svensIdud (Vivek et al,, 2012) 438a319
Audussraze dlugmsinungugnéuasnariilsiidsdu ssdnsfloenuuuianssumieussaunsnid
MOUAUDIAIINABINITVRIGNALARE UM AN fnlgguauiionelawaziialenalunsdesn (Hargyatni
et al,, 2022)

7. Jadparundedonazanulussla (Credibility and Transparency) Sasuauundodie
wazAulusela (Credibility and Transparency) naneniuesdusznouddyiidsrasenusidladonan o
\n3osdronsinaassinumalulad AR-Al vosuilaa mnsnindedevned deyaiiduilnalduudiin
anailinddalagysimnnaiuasdeviowunliufiaziinnnudsmiold srudsanuvasndsludoya

(Moorman, Deshpande and Zaltman, 1993)
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8. Uaden1sivaulesivensualuazainuidn (Emotional and Experimental Impact) Uad

nsenlesiuansuallazauidn (Emotional and Experiential Impact) Manefis ANudNiusnIe1sual

Y aa v

wazanuianiinAnuesgniniifinedumielnomsngnisin FawmunTuainmsldauass (Fournier, 1998;
Arnould and Cost, 1993)

9. Yadeanudriulanulanaladguslaa (Compatibility with Consumer Lifestyle) Jad
anudiulaiulafaladguilna (Compatibility with Consumer Lifestyle) Dunwidafiiedesiusssu

U aadada I a

anudonadesszyihamelulal nanfust vieuimstuiaidin adey uszemasduesuslan Yivani
funumddglunisanneuaunguiadefisraindud oszgndldfugunsaifiviuate TnoRatsun
ANUFUTUSIEINeRnA1 Ussaunsal wagngAnssuvesuilaa (Chawla, 2020)

10. Yademnsdenn (Social Influence) Tademsdinuiduifadeiiinanuiunvesdinuiiyana
ofegiamnuddnyfutmemsdndulauaznginssuludinusedriu anmsAnwdadomadeauFudy
ﬁwjmﬁqmﬂ%ﬂuﬁmiwﬁ 20 Tnglanzlunuininendiau (Social Psychology) (Giddens, 1987)

11. faduarmacladie (Purchase Intention) uultiunsindulatovasiuilnaansaldviiune

ngAnssudeluowianla lneauddadiainainauidn viauad viedadediuyana Wy AUUTITOU

[
a =

ANNATNEN wazANFANTIIEITesiUNSIeNNEA M9l (Mullet and Karson, 1985) wwiAnilleuleariy

v
I~ o

ngefae 9 toun (1) Jadeanuaulalunisie (ntention in Purchase) iunszuaumsindulagouuudiu
91 (Lavidge and Steiner, 1961) way (2) Jadsanuluudusluniste (Propensity to Purchase) ligata9
funguingAnssuaunu (TPB) Mguslaalasudnswaann 3 Jadendn laud vimued dvignaaindau uaz

nsfuinnuanansalunisaunungAnssu (Ajzen, 1991)

NT9ULUIAATUNNSIATY

PINNANINUMILLENAS WAL NUITeMAEITes WUT1 nsouLwIRRTldFneN iU sedy 10 &
Usznausme aasdase 7 e laun Jade anuazadnlunisldeu Jadeanvauadweanalulad Jady
nsfidausaunazanuiianels Jaseanuundefowazanulussla Jadonisdeulesiuesual was
anudan tafoamudniuldituladalad fuilne dadenmedeny uagduusnu 3 éa 1dud Jadeanudile

F9 Uasemnuaulalunste wazdademnuluudedlunisie
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dsiase

(Independent Variable)

Jadwaruazanlunisidau

(Ease of Use)
IR

o - - (Dependent Variable)
UadvAnuauassvasmaiulag

(Realism and Visualization Quality)
dadearudslada

Jadumstldusaunaznanuiianela (Purchase Intention)

(Engagement and Satisfaction) —
Uadanuaulalunis@a

o b . (Interest in Purchase)
Jadsaruindatiauazanulussla

(Credibility and Transparency)

Uaseauidudedlunisde

Jademsiwenlasnuarsuaiuazauidn (Propensity to Purchase)

(Emotional and Experiential Impact)

Tadvaraudnduldnuladialaddusinn
(Compatibility with Consumer Lifestyle)

Nz

Jadgniedanu

(Social Influence)

AN 1 NSAULNAA LNV

sAnlun15IY
LUULAUNITIVY
mMsivedesieenuuulngl#isinermsisedeUsina (Quantitative Research Methodology)
Uszynswaziaegg
Userns e nquifiastondnfasiedosdans

 ova Vo £%

AI9E9 An NAUKTIABTaNEnAuelATedd1079 e nAuNgNlaL 3N AuAe wazliuszaunisal

9 Y Y

tzl' [

Wendundndueieissdronadusged Wunguiididnenmlunisusziiusasnevaussnenisnaassiil
winnakazduUszlenisen1side
Weannlinsufsduudssnnsiuuda ldgasdnuvuiangusiiegiaves W.G. Cochran (1977)

lngimun Apnuleiulindesas 95 uazArAUAAIALAGOUT 0.05 tABansNITATWIN

— 2 _ 2
n= p(-p)Z® _ 0.5(1-05)1.96° _ 38416

e2 0.052

INNITANUIN WUT1 VUIAVBINAUAIBE19TMUaL Ao 384.16 MIe vIoUseuns 385 Au
Tneaaeidulivinisfiusuudeunudseniindn 15 9o wWelinasandudiuau 400 au edesiulyln

nanuaaanfiouvesdayalunsiinsey

INYIGYUIRNNSSUIIA-NISVANIS UHIINEIGISIBnnaouguun
59



onsansudmnssullazn1sdanas UR 10 aUURA 1 (UNshAL-DNUNsU 2568)

\n3esiinddy

wuvasunuudady 2 daw Ao @udl 1 wuvasunaAsfunsAansesreuLuvasunuIlY
naufegvdela uazdiud 2 wuvasuanuAeAuiiadenuazainlunsldau Jedvanuanaises
welulad Jadonisidmsiuuazanuiowsla Jadvmnuindefonazaiulussla dadensdeslostu
p1sualuazaudn Jadeanudriuldtulafaladiuilon Jadomadsen uazdadoanudsladovos
Fuslan @adedruauaulalunisde uazdasearuliinibeddunisde) lnefomilduuumnsdan
Usganauanazdl 5 sedulunsusaidiu (1 vnefeszduiiudetesiian wae 5 mnefeszduiiufomnian)

AnuziIdelFmsIaaeumIms e UUABUAY (Validity) TnelvigiBenenay 3 viuussidiuanunsudou
LAZANUATEVARNTDNLTE 01 WEaNUTUUT ALzl Routilunaaedldiunguduilaaflneie
1A399d1871991UIU 30 AU Ll oNAFDUANTALILTBIAIAN HANTNAGBUANLLT BT UYL UUADUAN
(Cronbach’s Alpha) 8gjs¥#313 0.714 §i1 0.942 uanadsAnuminza newdilufiudeyassaninngudiegis
400 Ay

AsiiusausIndoya

' ¥
Ya o A

A3Teaniunsiiuteyadienuedlaslduuvaeunuiiiawdu lnsdrluldnuiunguiineds

Y

1Y

T LR AGEN

nsAATITvitaya

foyaiildgninsizsidiensannosmmga (Multiple Regression) dudumaianmsafinflddnu
ANUFLNUSTE ISl s unae sl 50 Lﬁaa%ﬁaaumiamaaﬁmmmﬁ']msmqﬁmmmis??a
vosguilanantiadeiidivunld deumsiinszsinannnesiBenyga (Multiple Regression Analysis) {348
I¥nsvasvaunigiudesduiioliiuladlumaiaumnzauuazindofie ldun (1) msnsiasey
Multicollinearity wuin VIF vessusdassimuniiandosnin 10 uag Tolerance 11andn 0.1 wanainlid
Ugyn1 Multicollinearity fisumuranITIATIzA (2) MInsI38@eU Normality 909 Residuals Inele Histogram
kay Normal Q-Q Plot Usenaun1snaaayu Kolmogorov-Smirnov (K-S test) way Shapiro-Wilk test
NANISNAADU Sig. > 0.05 LaM9I1 Residuals dn1suanuaslnatAesund (3) N15n519aeU Linearity lagly
n3 Scatterplot wag Partial Regression Plot wuanAnu&NRussEnInsuUsdassuavdmulsauduly
Tuiirmadiadu (@) Model Summary A1auds R way Adjusted R? wanalilfiulnaunsonnega1nnsnesune
muulsusiwwesiauysaalglusesuiiuimela Wail Adjusted R? 9reuUsuAALLYsUSI Nz ay
dlefifuusdasevaneis way (5) AAnumuIzauvesliing 91NNANITMAGEY ANOVA WU Sig. < 0.05

LAMIINAUNITOADDUT AULNUIZEN kazAT Durbin-Watson da1lnalAsa 2 wana?1 Residuals baidl

o
a (%

Autocorrelationlun13ns19@eUaNLAFIUYEINITIATILATIEAR 19 5 Uszns wandbiviuinlunad
AULMZANFDNITIATIETEDR ka8 uTUAUYNABIIBINAGNENLFA1NN15TATIEnnNB e

VR
LRV
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NaN1578

fauUsddse (Independent Variable)

Jeveauszaintunisldsu (Ease of Use)
H1: 3 = 0.015, P = 0.571 H2: 3 = 0.103, P = 0.001 H3: B =-0.072, P = 0.048

Jadumruaussevosnalulad (Realism and Visualization Quality)
H4: B =0.333, P = 0.000 H5: B = 0.268, P = 0.000 H6: B = 0.398, P = 0.000

audsnu

(Depandent Variable)

Uadsnissidruiunasauianela (Engagement and Satisfaction)
H7: 3 =0.184, P = 0.000 H8: 3 = 0.209, P = 0.000 H9: B = 0.160, P = 0.000

HYedearmindedeunsaalussld (Credibility and Transparency)
H10: B = -0.049, P = 0.110 H11: 3 = -0.009, P = 0.805 H12: 3 = -0.088, P = 0.033

i‘la5&ﬂ1il§suiaaﬁumsucﬁuasmwign (Emotionnal and Experiential Impact)
H13: 3 =-0.016, P = 0.609 H14: [3 = 0.031, P = 0.412 H15: 3 = -0.064, P = 0.144

‘Uaﬁ'ﬂﬂ?’\&lL‘ﬁ'1ﬁu1ﬁﬁu1aﬂﬁ1ﬂﬁ§3‘u‘§1ﬂﬂ (Compatibility with Consumer Lifestyle)
Hi6: 3 = 0.329, P = 0.000 H17: 3 = 0.333, P = 0.000 H18: 3 = 0.326, P = 0.000

Jaduannunslazo

(Purchase Intention)

=
Jadwanuaulalunisie

(Interest in Purchase)

Jaduanuldudeslunisie
(Propensity to Purchase)

Jademsdeau (Social Influence)
H19: B = 0.156, P = 0.000 H20: 3 = 0.071, P = 0.039 H21: 3 =0.240, P = 0.000

N 4

Mui 2 namTIRTEiauaaneswuUnyAnYesladusingg nlavinaserundlazeseninuaula

wazsiaauliiduasuslaandndaiasasdrensiunsnaaeddmalulag AR-A

'
aaa

M19197 1 HANTNAFRUANLAFINIINNTIATIZInRenAUTe N anSNadeng AnTsunTTe

LA589E1919H U AR-AI

a6y duNAgIuN1TITY NANSNAFAY
H1 | Y9duanuazantunisldaulidniuaneniussladendniueiasosdionsinunis | Ufasauumgiu

naadltinalulad AR-Al

H2 | Sademrwazmnlumslinuiidvinaderualalunsdenanfusiniesdens IREGIGHE
H1un1sneaedldinalulad AR-Al

H3 | Hadeenuazanlunsldnuiavnaderultudedlunisdonantost Ufjiasauuignu
\3esdorsHumMvanesdlivalulad AR-A

Ha | Yaduanuauaswounalulabidvinaseruntlatondnfosiniosdensinu goUSUANUAFIU
nsneaedldimalulad AR-Al

H5 | Hadueuanaimoaneluladfaviuaderuaultlunistondndsiniosdion | seufuauufign
H1un1sneaedldinalulad AR-Al

He | Yadbanuauaswoanaluladidvinaseruliundeslunsdonan s goUSUANUAFIU
\3esdorssumMvanedlivalulad AR-A

H7 | Sadumstidusuazanuiimelafidniuaronudsladondnfusiadosdions RHGIGHEE

HuUNSNeaadldinalulad AR-Al
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A15199 1 (M)

a6y duNAgIuN1TITY NANSNAFAY

H8 | Uadenistidusiuuazanuiianelaidvisnaseanuaulalunisdendn s gouSUANURFIU

LASB9AND9NIUNTNRaRI T ALULaE AR-Al

H | Jadenistidrusiuuasanuiianeladidnsnaseanuliudedunistondnsiu gouSUANURFIU

LASR9AND9NIUNTNRaRI T ALULaE AR-Al

H10 | Yademnuundedawasanulysdaidvnasornusdladendniuminiosdion Ufjiasauuignu

H1UN1sNRaadldnalulag AR-Al

H11 | Jademnuundetowazanulusdaiidnduasonnuaulalunsdoninsiue HIGLGHE

LASB9AND9NIUNTNRaRI T ALULaE AR-Al

H12 | Jademnuundetowazanulusdaiidnduasornuldudsdunistondnsdio HIGLGHE

LASR9AND9NIUNTNRaRI T ALULaE AR-Al

H13 | Yademswenlesiuonsuniuasanuidniidninaseninundladondngdn HIGLGHE

LASR9AND9NIUNTNRaRI T ALULaE AR-Al

H14 | Yademswenlesivansuniuazanuidniidnsuadenuaulalunisyendnsiom Ufjiasauufigu
wiosdoeunsnaadldinalulad AR-Al

H15 | Yademswenlesivonsuniuazanuidniidninaseninuldudeddunisde Ufjiasaunfigu

NARAUILASIF119HUNTNAAR b EWmALLLAE AR-Al

H16 | Yadeanudnlalafiulafaladiuslnaiidvsuadenunslationdndoun gouTUaNLAZIU

LASDIEND N IUNTNAARINALLLAE AR-Al

H17 | Yadeanudnlalafiulaialadiuslnaiidvsuadeanuaulalunisiondngdom g UaNLAZIU

LASDIED 1IN IUNTNAARINALLLAE AR-Al
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Abstract

This research aimed to study the general demographic characteristics of restaurant service
users in Nong Khai Province, including gender, age range, education level, occupation, monthly
income, and marital status, as well as to examine the level of users’ opinions on the service
marketing mix factors of restaurants in the area and to analyze the influence of these factors on the
decision to use restaurant services. Data were collected through questionnaires administered to a
sample of 400 restaurant service users in Nong Khai Province, selected using convenience sampling.
The statistical methods employed included frequency, percentage, mean, standard deviation, and
t-test, while hypothesis testing was conducted using one-way analysis of variance and multiple
regression analysis. The results revealed that differences in age range significantly affected the
decision to use restaurant services in Nong Khai Province at the 0.05 level of significance. In addition,
the overall opinions of service users toward the service marketing mix factors were found to be at a
high level. Furthermore, the factors related to product, price, personnel, process, and physical
evidence were found to have a statistically significant influence on the decision to use restaurant

services in the province at the .05 level.

Keywords: Service Marketing Mix Factors, Decision Making, Restaurants, Nong Khai
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A5ATUNTIY

WUULKUNISIRY

mtedestoonuuilngl§38Inensidedetimna (Quantitative Research) ilefinymauesdaya
fugtudruyana uazdiutssaunsraauins idrensdaduladenlduinsiuemslufmiamuone

Usensuazilegns

AfeimuaUsznnsvesside fe fuslaafidlduinsiuemsludamiamussans Falinsy
Frunudszansiuide uazidonnguiogisueanisidy $1uru 400 au FlFAEMsALIN ilamuIATes

fegne nstllamsuduinysyrnsmuansves Cochran (1953) dasialuil

P(1-P)Zz?
n= d2
A1N159 (1) WaAINISANUIVUIANGUFIDENS

1%
a

nsguiegadmiunisideluedsd frinsiseldisnsduniuazain Simple sampling) Tngin
NSWANWUUADUIUAUAIINAEAINYBILITY

\n3esiinddy

in3asilofililunsidended Ao wuuasuau (Questionnaire) Uszneudas aoudl 1 (Huram
Renfuteyafiuguduyanavesgreunuuaouniu Tdun e 92301y qdimsfne 013n Teldveiiou
wazanunm aeud 2 Jadedudiudszaunisnainuinisvesiuemsludmianueaats laud
AMUNAAA I ATUTIAT ATUYBINNNITTINUIY ATUNITARATUNITAAIN ATUYAAINT AU NYULNIY
MU WATAUNTTUINNNT $1uIU 28 Faranu f8nwsynsuseanaen 5 598U (Rating Scale) uaznawd
3 wuuaeuauiAgaiumsinduladeniuemsludminnueanie lén msfuidedam nsdumdeya
nsUsziiiuniadan n1sdndulalduinis wasngfnssunadlduinis 97usu 15 Tar10u danvay
n15UsEIMAY 5 S8R (Rating Scale) Tnoin3 oallon153 38 3duldvinsmerduuszans uearves
ATEULIA LazHANIVAdBUNUIIAdIUsE NS uarvesnseunAnty 981 Ssiednannsaunluléiy
NeuA0819334La (Phusi-on, 2019)

AsiiusausIndoya

va o [3 o [

AIdeiuTIUTIvteya uazunasdayanliannnsfnud miunuideassl launaindeya 2 unds

a [ o

Ao (1) TYoyaugugdl (Primary Data) lunisfinwideluassll {ideazdndunsifvdeyasindueimsly

Y

Jianuesaney saisdududiuan 400 au udrdsiuvuasuauilauinsisdeumiugniesvesdoya

v a

way (2) voyanm

a a ¢

g0l (Secondary Data) lngn15AnwiAuAI1INMTade 115813 Aellu 590991891

AYIN15 LBNFSNUITERITNINTAN 9 MAeTee WU wAawaznguietiuladeidmadonisdnduls

1 2

Wonlduin1siuemsvesusilan nasndudeyaniaifnieqinetdesiunginssy wazuuiliuyes
Auslaa Wy 30830 audurey nui e msiudwianuesmy anvisfideisufnwienansiiieites
N1590NLUUNUITY Mslesiendeyaluauismsiiauenan1side Tdaasenirafisuunsiag 2568 A
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nsAATITvitaya
ananldlunsiiesendeya wuseanlanadl
1. Yoy ai ug A INYAAAYOIE NOULUUABUNIN Lagu 1Ty aun AT IE L UUAD ALTINT TN

(Descriptive Statistics) lagltAiAud (Frequency) wagn1sAtuluAIaeay (Percentage)

Y aa |

2. daudszaun1snanauinis (7ps) §Ideldaiianade (Mean) uazdruidesuuuinsgiu
(Standard Deviation)

Y aa 1

3. nsanduladenlduinisiuemisludwmianuesaie §3deldaifianade (Mean) way

ghudeauunnsgu (Standard Deviation)

= U a

4. Yaganugiudiuyananuaneieiu dnrsdadulaidenltdusnissuemisludmianuesany

Ya o = b‘LSJ aaa

uAnE9A U TneR duldenldaia ttest LagadAdlATIEAULUSTUTIU (One-Way ANOVA) Lagiilany

Y

o v (% yqo,; |

AuuanAveg1eiideddgnieadanseau .05 §33e3ldismaiUSeuiivuauuaneseaaieds LD

(€5

£

(Least Significant Difference)
5. @duUsEaun1sAaIAuUsSNIg (7Ps) danananisanauladanldusnissIue1misiudaninruesae
Tagnaslanisitasigianaaeny (Multiple Regression Analysis) A2835wuuUn® (Enter Regression)

q

UIMNAABUALNAFIUNNERRTTEAU .05

NaN15338

1 uansidunuingusrasdd 1 iefnwideyariluvesdfuuinisiuomsludmiavuesaie
Loun et 93987 Jlin1sAnYY 913 elddeliiou uaganunm

anufgiudl 1.1 {ldusnmsifimauandnaiu dnsdnduladldvinmsiuemsludmianussnie

LANF19Y

M50 1 wanswan1siassigldusnisidmaunnieiu dnisdaduladilduinisiuemsludmia

NUDIAY LANAINIY

LA n X S.D. t Sig.
Y18 167 4.12 .589 .819 419
VaIs 233 4.17 642

1NMT199 1 WU ﬂ@juﬁaamqﬁﬁamumwmemﬂ@mﬁu finssinduladnlduinsiuemsly

[ aad [y

Faomiavuesey luunndnaiu egedifudfyynsadiffisedu 05 mumwgLaﬁaummumiww 1.1

£

= (7

auuAgud 1.2 gldusnmsidyaeguansiteiu dnsdaduladnlduinisiuemsludmia

PUDIANY WHNFA1AU
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M1 2 MINAFDUANLFFIUNTIAEN 1.2 MFIATIERElduInsniitneeunnseiu dnmsdaduladild

USN1551U0 M5 I U TANUDIANY LANANTIY

AU UTUTIU SS df MS F Sig.
JEWnengu 4.059 4 1.015 2.678 031*
aelungy 149.633 395 379

ety 153.691 399
*Sig. < .05

INANTNN 2 WU gudegnitieguand1aiy Insdnduladilduinmsiuemsliudwmia

eIy wandaiu egeiidudAynsadansyau .05 daudwensuanuRgiunsiden 1.2
auuAgu 1.3 gldusnisiiydinmsdnwiuansineiu dnsdeduladilduinsiiuemsludmia

NUBIANY WANAINAU

M990 3 MIVAFOUANNAFIUNTIAEN 1.3 MTIATIEVRITUSMTNTdinsAnwwanseiu dnsdndula

Y

WTUSNI95 U IS I IANUBIANY WANANIAY

AU UTUTIU SS df MS F Sig.
YNNG 1.031 3 344 891 446
aelungy 152.660 396 386

53 153.691 399

31NA15NIN 3 WU NquIeg1TAinsAnwwaneaiy dnsdeduladnlduinissiuemislu

o (%

il
Jandanussay Liwansnaiy ag1elivudAgyneadfissau .05 Aeiuiufasauufgiunsiden 1.3

v a

auuRgIud 1.4 gldusmsniendnuandreiu In1sdnduladilduimshuemnsiuiminnuesane

LANAIAY

<

A1399 4 NMINAFBUANURFIUNITITEN 1.4 NM5IATISARLTUTNsNTTnuanmAeiu Insandulawdnly

Y

USN1551U0 1S I UIINTANUDIANY LANAITIY

AU UTUTIU SS df MS F Sig.
JEWnengu 1.261 4 315 817 515
aelungy 152.430 395 386

57 153.691 399

Aa A

INANTT 4 WU nquiiegandlennunndaiy dnsdadulanlduinisiueimsludmia

'
o w aaa

wuaIne lakaneneiu egelitedAgneadanszau .05 AUl asanufgiunisiden 1.4
auufgui 1.5 gldusmsndsegladeweuuandiaiu Insdnduladildusnsimemisluimin
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M3 5 NMIVAFOUANLAFIUNTITEN 1.5 Mlasevigliusnisniseladeidounnnaiaiu

Ansanauladn U N1551UD1M SIS INIRNUBIANY LANANGIY

AU UTUTIU SS df MS F Sig.
JENinangu 196 3 065 168 918
melung 153.495 396 388

ety 153.691 399

31NA1599 5 WUl nqusiegeniieladeeuwansneiu Insdeduladildusnisiiue sl
Jaianuesne Liunneneiy egrslitedidgveadanssiv .05 dnudsufasanufigiun1sisen 1.5
auufgIun 1.6 gldusmsndanunimuansieiu Insanduladildvinisiiuemsludmin

NUBIANY WANAISAU

M0 6 NITNAADUALNAFIUNITIFEN 1.6 MIIATEHITUTNsNTa U muanaeiy dnsandula

WFUINI5 U IS I IANUBIANY WANANIAY

AULUsUTIU SS df MS F Sig.
YNNG 349 2 174 451 637
aelunay 153.342 397 386

R 153.691 399

31NA15199 6 WU NgudegRTanunmkand1eiu Insanduladildusnisiuemisiu

o (%

Jandanusaniy Liwansnaiy ag1elitedAgyneadfnsziu .05 AaiudaufiasaunfgIunsiven 1.6

£

Han153TennTnguszasAdl 2 Wednwiszduanuiuveslduinisnedadedudiulssay

AIRAINUINIT Voo MsIud I innuesAg

A15197 7 Anede drudsauuninggiu waseiuanuiunetadediuyszauniainisnainuinisves

Aliusmsiidnlduimsiemnsludwmianuesany lngainsu

Uadpdiuuszaunienisnainuins X S.D. JEAU 10U
1. duKanAuA 4.23 763 mm?'iqm 1
2. PUTIAT 4.20 749 ah 2
3. AUBBINNATIN NG 4.15 791 170 5
4. PIUNTELERUNITRATN 4.05 889 11N
5. FUYARINT 4.18 794 1N 3
6. ATUANWUTYINNIYNIN 4.13 .806 41N 6
7. PUATTUIUNTS 4.16 868 10 4
394 4.16 .809 4N -
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15197 7 wudn Jededmuszanmnensnaiauimsvealduinisiidnlduinsiuemslu
FmTanuasais Taa1wsiu wuin eglusedvunn (X = 4.16, SD. = .809) uaziil afi913mns1af1u
SosAad sanunnludesnudidu fe d1undndwel (X = 4.23, SD. = 763) s99a3u1Ae A1usIAn
(X =4.20,SD. =.749) f1uyAaIng (X = 4.18, SD. = .794) A1UN5¥UIUN1T (X = 4.16, SD. = .868)
AUYDIN1IN15INT MUY (X = 4.15, SD. = .791) AUaNuMEn19nIenI (X = 4.13, SD. = .806) WazAu
MsduaTuN1IAaIn (X = 4.05, SD. = .889) ANAU

nansidoauinguizasA 3 i elinszriiadedudiulszaunisnainuinig Midanase
nsdaduladenlduiniswemsludwminnuesane {33ulaldadfaunisananssnvam (Multiple
Regression Analysis) #2835 Enter (Ynidnviavun) Aissdutodfynieada 05 Wiiodinseimansnaves
Hadudwsraumanisnaauimsiidsasiomsdndulatevesflduimsdidlivimsduemsludmia

NUBIAY AINTI5197 8

A15199 8 AdVSnavealatedluUsTrANN1INISAaIAUSNNSNdIRanan1sAnaulanldusnig Suenvrisiuy

INNUDIAY
Unstandardized Standardized
fiauds Coefficients Coefficients t Sig
B S.E. beta
AAsft (Constant) 747 165 4.539 000
PUNARA N (X,) 128 066 122 1.959 .002*
AU (X,) 141 047 145 2.860 .000*
FTUTBINIINTINTAUE (Xs) 057 056 057 1.018 309
funTdLEIUNITRaIn (X,) 024 .058 .027 422 674
AUYAAINT (Xs) 123 068 129 2.802 .000*
FUNTEUIUATT (X) 197 078 194 2.508 013*
FUANWUENIINBAN (X,) 348 064 341 5.441 .000%

R=.953 RSquare =.909 Adjusted R Square =.907  Standard Error = .18917

* seautledAgyneadan .05

915197 8 wud Jadbdruusraun1an1sna1nu3nns Usenausie sundadaet (<) fusian
(X,) AUYARINT (X5) ATUNTEUIUNTT (Xo) Uavimuanuaen1enIenIn (X,) dwasdenisdnduladilduinng
Fwemsludwinnuasany sgsldeddynieads .05 Inesuduneinsainsdedulavesdlduinisle
Fowaz 90.9 lagarursaleuaunislusuaziuuavyiuienisdaduladldvinsiueimsludmin
sy il

A

Yo = 767 +.128 (X)) + .141 (X,) + .123 (Xs) + .197 (X,) + .348 (X;)
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anUseNa

1. udnguszasinsiden 1 iefnudeyaniluvesdiiuuinmsiuemmsludmiavusiae laun

WA 939818 2AINSANE 813N Selaraiay LaganIuAIN WUl NaNAIRE19T TR wANAIeTY

'
aad (%

fimssaauladildusnstuemsludmiavuesae uandneiu grelifddansadanisssu 05 Tailo
Dumszinguilaadilngffiorguandiesdueenly deniiuszianemsi s ureuuansisiusonly
Tngaonadosiunan1Fiduves Pongsiri et al (2022) wud fuslnafiionguansneiu dnsdnduladsems
wuuidneinuliuisLennaindu lusuaeilos Smiaas Tugaladn 19 wandneiu egrddudifymnis

ffNszAu .05 BnnsdenndadiuNan1Ideued Rattanaudompisut (2024) wu31 Fuslaalungawmnumuas

I\

[ ] (9 a

Y
Nfigengsneiu deasianisdinduladenlduinisunnedneiu egralideddgmnieada .05

£

2. MuinguszasAn1siden 2 iWlednwiszduanuiiivvesilduimsdetadesudiulszay
msmaInuinig vesiuemsludmiavusiane wuin Jadedndszaunienismainuinnsveslduinsi
dildusmstuensludaianuesans Tngnmsan wui eglussduann edoradumsziiuemsly
finuaseneifedouanduiisdn dmsfinaaumanaiiofinsannnaunweesingiu fvesmna
nsfAnsefinainranBuazazaIn YU Facebook LAy Line losesiunisaeansiugnan fustudumials
anAlugrnandidgy Wi Tuifiavieiuasusey winauliuinisudeinieazen $ruprmsiiiuiivense
THUINTRg 1N EINe LarilszesliaIn1I500IMSUNILEN LAYEanAaINUNaNITITuURY Meepun et al.
(2018) wuih Yadefnuduusraunisnainuinig {uslaalinnudidy eglussdun Snisdiaenndoafiy
HAN1333804 Fungsantia (2024) wuin seAuaudIdgyvesdiudsrauniniIsnainuinig egluseduun
uaﬂ%ﬂﬂﬁﬁaaaﬂﬂﬁaaﬁ’wamﬁﬁaﬁuaqKhaengktang (2023) wu31 Jadediudszaunian1snatnvesging
awflundunanyenu agluseduiin

3. uingustasinided 3 elnsgidadusududszaunismaauinisiidmadensinaule
Wwenlduinissruemsludimianuesaty nudn Jadediudszaun1enisnainuinis Usenaunie
AIUNEATI AIUTIA IIUYABINT AIUNTEUIUNT UaTAUENYAUENIINIENIN danadenisinaulaidenld
U3N155 U IMsludminnuesae ogelidedAynead@ .05 Tnesaufunennsainisinduladeves
Fluinslddosay 90.9 Matlenadumszisaniomsesesuazgnuin emnsldsunsUssedisazen
gnaveunsls M3daauemsiianumeany uazirfuusenu agauiliusznouemstiauan agenn
warAuNIWG uazaylidenanraneusziav ilensuaLeIAANFoINTURIgNAT TIAALIAFLHALID
finsananqunmvesingiu Sanumnzauiuuinailesu siaumnzaudleiisuiusanivese1ms
wazfinisudasavesevsededniau eanulusslatazauazainvesgnin niinnudanuwieuuas
Weanadniunisliuinig lhusmsseanugnin nszfieIedunazsins wavaiusabinuuziuas
domsdeyaiinrtuaomsuasiusludulfesetaan Sniaiuemsiithessyliodnsdnau viliiese
nsdananarAum vshasuemnslasunisgualiinnuareauanluszleudeuses Suemslassy
Funaznanln-Unegadaau iennuazmnlumadiannliving wasiuemsiimsdnnadilizogiadu

seifounazdniay naenaun Ao msinNgNARINTIENTNE noud1sedulinsnIvuluuds
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5181198111598 19 NAB A TALAY UaETEEIaINIEsWInLIa 1ngdaonAd 0ai UNANITIT8URs
Chunkajorn (2021) wu11 Yad8aumsnanausn1s AURERNET LazusNs AUTIMUuaATlEa18 ATUNENaY

a

AUNTTUIUNIS wagaudnwauznanienn iudadeiiiinadanisdadulaveslduinisilduinig

v A o

Fuemssealivduanisvesildusnislulsemalne eg1aldud 1Ay seau .05 wazaonns oy
HAN13398983 Hemphaiboon (2019) Wu31 NSHAIAUINIT AUITIAT ATUYAAINT ATUNTEUIUNTIAUTNG
wazsudnvuen1Inen1n duarenisdndulalduinissiuemisuneesunasiaynsains denndediu
NAN19398U03 Wattanapanich and Yonvikai (2023) wu71 Jadea1un1snaia Lawn a1unans e
ATUNTEUIUNTT WATAUENYENNIEAIN dararanisdnaulaienlduinmsiuemsvuinnanssiuady
Tudminunusil auaIAU uazaenAdoaiUNaN1TIT8veY Rattanaudompisut (2024) wui1 Yadedau
Uszaun1an1snann laln A1usia fMuyeaIng funenIn kaeaunseuiuns dnarenisinduladentd

N o

UIMI UMM U NsTunannumuasiseAuauiideddgyeadiniszdu .05

VOLEUDLLUY
1. Yarauanuslunisuinalagluly
1.1 gundniag $S1ue1studminnuesaiealsas1etoidaslmdunsanuinau walud

Y

savIie isiviesesuargnUin Usieg1earenn gnaueutdy n153AU MNTHANNAINNY Uag

a Al

WSuUsEmu msiingAunlduseneueImsiinuan azenlazaANNING

1.2 Frusian Frumsdinssesmaungausaidefinsananauainsesingiu waed
ANumNzanfuUTIAlASU uagsanAvessms wazmsiinisudssmvesermsegstalay
ilernalusdauasauazmnvosgnd

1.3 f1uYARINT WINUVBITIUBINITAITIUAINIEALDIN UAIUNTDULATINEIND
dmiunshiuinis iuinmsdaeaugnin nszfededunazsinsi wazarunsalduuziiuay
domsdeyaieiumyemuazlusluduldogisdniou

1.4 dunszuiuns SuemstudwmianuesagaisiiszeziatlunislignAisesimig
ogavinzan nefnsddlennsiaugndesmusensids neuthszRuiimsiniosluudssens
91MT0gNYNABLALTALIY UarTrazliansdEsingay

1.5 Frudnuagnianienn Suennsmsiiiuiivessaliuinisesnadivme Stheseyld
agdaau vhlihedon sdunauwazium Ushasuemsesiasunmsgualiiinuazeiawazidu
sufouiFouies mssryiunaznanla-Unegsdaau ioauazmnlumadunlduins

1.6 gldusnsifenguandneiu fnsdnduladonlduinsiuemsludminnueanie
uaneinaffy dsduduemnsludminnuesaemsiiuyemsliannvansmngdmsugliuinisia

YBIUANANAY kazau1sasassudliusnsiuwuuaseuasilvglauntu
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2. darauauuylunsideasesialy
2.1 §33emsAnyiianuninnsiiuinisvesiiuemisluiundmianuesane eiua
wldlunsiauaunmnisivusnisvesiuemsedaiiuseansam
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[ '
= =
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Abstract

This research aimed to: (1) develop an educational board game on “Storyboarding” to
enhance the learning achievement of vocational certificate (Grade 3) students in the Digital Media
Production course, (2) compare students’ pre- and post-learning achievement using the educational
board game, and (3) examine students’ satisfaction with learning through the board game. The
research instruments included the educational board game, a learning achievement test, a media
quality assessment form, and a student satisfaction questionnaire. Data were analyzed using
descriptive statistics: mean, standard deviation and t-test to compare pre- and post-test scores. The
results revealed that: (1) the developed educational board game was evaluated to be of “very
good” quality in terms of both content and media; (2) students’ learning achievement improved
significantly after using the board game. The mean pre-test score was 10.27, while the mean post-test
score was 17.60, indicating a statistically significant increase in learning outcomes; and (3) students’

satisfaction with the board game was at a “high” level, with an average score of 4.08.

Keywords: Educational Board Game, Storyboarding, Learning Achievement, Digital Media Production
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Abstract

This research aimed to study the factors influencing the decision to use real-time satellite-
based object tracking system installation services provided by ABC Company. The study employed
a quantitative research methodology. The research was conducted at ABC Company, with the
sample group comprising 393 customers who had used the company’s real-time object tracking
system installation services. The sample size was determined using a formula for an unknown
population, with a confidence level of 95%. The research instrument was a questionnaire consisting
of 22 items. Data were analyzed using basic statistical methods, including mean and standard
deviation. The findings revealed that the most influential factor in the decision to use the satellite-
based real-time tracking system was perceived usefulness. This was followed by responsiveness to
user needs, ease of use, system reliability, and service quality. All five factors received a high average
satisfaction rating from users. The research indicates that customers place high value on the
outcomes they gain from using the system—particularly ease of installation, user-friendly operation,
and intuitive interface. These aspects significantly influence their decision to use the service.
Furthermore, service quality, including after-sales support, consultation, and warranty provisions,

plays a critical role in building customer trust and satisfaction with ABC Company.

Keywords: GPS Tracking, Deciding Services, Customer Group
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luAnuuaense (Safety Consciousness) (2) NM5UIAUANNGIT1T (Enforcement) n1sUaRuldnguane
951950835z AvEam Tnglidsa du VU auenuusengRgii iy vidoliiiRnungmne Welvgld
50 Mfauu UJuRanungmaneasas wag (3) n153AInssu (Engineering) MsUsuugeuilanisnuiaingsy
Tnefnundeyanndnune uazawvmuesgsimniiiniy IneldiBnsmedmamnssudnanuiusaudlats

ANNYBINN ANNALIARBUYDINNG UazN15UTUUTIEUNMILE (Thongthua, et al., 2012)

NSAUKUIAANITIY
1. waluladves GPS Tracking mseaadulaldusinisanss
1.1 anudglunislon GPS Tracking ¥aeU3®m ABC

1.2 MmsFuineuseled

1.3 NINBUAUDIRDANNADINTT

v

1.4 anudwedevennalulag

2 ANSUSANS LWBWRUILLAE R TIADUANTNAU

2.1 nsdnmailguesiud ASUSNNSNNSVUAIFUAN AL
2.2 #lalunisusnis (Service Mind) Usydnsnmanng ey

AN 1 NSDULUIAAUNNTIVY

(#1: AINNTNUNIUITIUNTTUMALIVDY)

A UUNITIVY
LUULAUNNSITY
msisedestoenuuulngldsuideuisisodeUsunn
UszvInNIUazA9819
Uszns Ao nqugnénillduinisfinds GPS Tracking vesu3sm ABC $1iin dslalanunsaszysiuan

Uszrnsiwduouls
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A19819 Ain NAUNALTUINISARAY GPS Tracking ¥aauTEn ABC 311in K37ulavinisiiansanta

9 Y

a

YUIAVBINGUFIDE1NTAMUMINEaNTUNITIATIEIToYR IALAININIUINATDE AN UIINITAINUA

YUINEI8E19904158A07 (Roscoe, 1975) itauanginaeilunisninuasuiafiog1eliin lunuidsuin

% 1 '

f9EIMsIINAIT 30 wagtiesnin 500 fetduruiafmegrsivnzaudmsunisidedilug Gan9idelu

[y
v Aa o

Asellfidnwnssrnsliwiueu dsiu AdddgasnisAuuvedsansd lneivualisedutvdrAgmniaia

WU 0.05 wagAuAInAdouIInianieausulawindu 10 diuvesdiudsnuunnsgiu aely 31uu

[y Y
[

foganldlunsiTeasslfalidiuay 393 faeg1s wavldnisguiiegawuuasnin
4‘ A awv
1A343I9398
sosdlenlglunITeTUTunn Ae wuvdeuniuneiiy “Uadeniinadenisindulalduinisine
sEuURanusuesinguuuissalniliudyguniy (GPS Tracking) ¥aeU3Em ABC 3111n” Tnguus

sonu 2 du o dudl 1 Uudefonuieiudeyaluvesilifoya wavdwi 2 \Hudermanuieaiv

o d'

Tayadiisiiuladefidiasoniseousumalulad GPS Tracking v0uiEw ABC 11 tnsuuseanilu
AausuAIesensldu 311 4 9 Mauiunissuitalseleninlasu 91w 4 e Arniuau
NINBUEUBIANNABINITIUNITIFIUIZUU GPS Tracking 31U 4 98 ANDIUATUAIIUULTONOVDITTUY

GPS Tracking 31W3u 4 98 MauauAMNIMNITIiLINIT 31uu 4 U8 tnedemanululuugeuaudui 2
<

Hanwuzluninsidiuuszanun (Rating Scale) 5 50U F9lALiNISNTIVEDUAIEOAARDITERINUDANY

fuinguszasd wieiilen (I0C : Index of item objective congruence) IAEANTIAMIAITINAY 3 ¥iMU HA7

2 4

I0C 8g5¥11114 0.67 - 1.00 1NN 0.60 Fededntemnutuinuniigmsudailen (Content Validity)

a0t lUIELE (Leekitchwatana, 2016) MntunTiaaeuadesiuiveuuaauay (Reliability) #ae
nsAuraAduUsTansusaivasaseuusa (Cronbach Alpha) Insuvvuaeuauiildlumsivendsdiian
Anudesiu 0.971 Fa1nndn 0.80 (Cronbach, 1990) uansiuvasUaufiaNLGesiuglusziudiunn
annsaulUlgle

mMaiusIuTIndoya

Ya v o a

ARdeadunaiusurndeyamuduneudmeluil

va v

1. Afeladunsludausgn ABC drin Wiaifiusiusindeyalaelduuvaeuniy

Y

UQQJ\/LU 1

2. §33glavenusuiloanngugnAldusnisinne GPS Tracking ¥84uUT¥N ABC 911in

Y

Fudunquiegrsdmiunsivelunmsmeusuuaouniy
a ¢

nsAATIEvitaya

n1539edsUunandunisiesgideyalunwiniraiiedinanisdnsgii launviinisudsna

' v
[

n9ianet Bsn9idenedl fnseneitoyalaglilusunsudisasumeadfiiensidomedsnumanly
nsmesadafiAsfastunsidedeussana 1dun funeudl 1 amsaevauasudiuvesdoyaly
wuuAsuMIsazatiufionsaaeudeyaiiruasuduvdold duneudl 2 asmaeumsuanuasesdoya
Tnen153as1esianaIud (Frequency) Andesaz (Percentage) Auade (Mean) ﬁautﬂmmummgm

(Standard deviation: S.D.) d3un1siAsIgvimIARGe (Mean: X) uay d@audsauuuinsgiu (Standard
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o
g o

Deviation : SD.) 1 fvuaLnasInIswanuingAlaaeueIfindsee 4 Inedauuasain Best and Kahn

[

(2006) #iai]
ALl 4.51-500 el danuAnduegluszduniniian
Aiedy 351 - 450 el danuAaduegluszduin
Aidy 251 -350 el danuAaueglusziuiunas
Auads 151 -250 wneds  SerwAndiuegluszduiios
Auads 1.00 - 150 wneds  SerwAnduegluszdutiosdign

NAN132Y

nsfinwides dadeiifnadentsdadulalivinisfafeszuufamusumiswes inquuuiSeals
FoueyraumnaLiien (GPS Tracking) ¥aaussm ABC 917in anunsaagule il

1. ToyadIuyAARYRIEADULUUADUNIN ANNANRIDE19 393 AU WUIEnaUwULaBUaNd Uy
Huwmends S1uau 215 Ay Andudesay 54.7 ms@nwseauuSunns 1w 223 au Andusesay 56.7
Wundnausenis w127 au Aaduiesas 32.3 Wudundaniineu 1w 130 au Aadusovas
33.1 dhulngfiseldiadesaiou 20,000 - 30,000 UM $auw 102 Au Andudesas 26.0 uazdulng
fingta GPS Tracking Tusneusilsduyeaalaifiu 7 au S1uau 228 au Andudesas 58.0

2. syumuAniulnesuisiutladeitinanenisinaulaldusnsinds GPS Tracking ¥89US¥W
ABC fio suanudiesensldinalulad msfuifeseloviilasu mamevaussnnusosnislunisldau
S2UU GPS Tracking Anuudiefievesszuu GPS Tracking AuAnnINNIsiUINIg egluszauiiusiienin
fiszduaruumads 363 efinnsanainudazdadefisefuazuuuadosening 3.50 - 3.80 wazden
dnudeauuannggiu 0.70 - 0.80

[ |

defiarsansediuls nuirmeunuuasuaniliniuddnysetaedosumssuiiassloniflasu
undian egluszduunn fdadswintu 3.72 Adudeauunnasgiu 0.80 58331 A Funismeuausd
ausasnslumsldaiuseuu GPS Tracking Siindewinfu 3.70 Aadudeuusasgiu 0.80 Fupnadng
wonsldinalulad denadowindu 3.60 Ardrudosuuinnsgiu 0.78 duanuundedevosssuu GPS
Tracking fiAaAewindu 3.56 Adrmdsauumasgiu 081 wazsnuaunwnsliuiang Sanademiniu

3.55 Ardaudeauuinsgiu 0.77

ORIEREIAG

Ya v A

nnsAnyITeFesladeninanenisdnaulaltusnishngs GPS Tracking 983USEW ABC KAvuil

Y

(%

Todunuddilinnuaniside Feimaasunmsiesgindenlesiuuutn nquf wesaniddoiiiedes
W81989n150AUTIENE NRANIANYITTAUAIUAATIUTOINROULUUADUNILINNGUAIBE19TI1UIY 393
#eehs nud greuuvuasunailiniudidgsotiadeiunssusasslenidldsuinniian sosasn fe
FrumsaevausInugeIn1slunsdnuszuy GPS Tracking suprusesensldimalulad dummanndede

YBI5LUY GPS Tracking wagsuannmnsliuinisauddiu lnganunsnefusenanisidelanielud
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v 4:4' v v

sudl 1 m33uFfeusgleniilé¥uann GPS Tracking vesU3¥m ABC fiszfuazuuuiadsagluszdu
un dszfuaziuuRdowiiiy 3.72 Lﬁaamﬂ;ﬂi’fﬁmiﬁmﬂ GPS Tracking e4U31n ABC fninufauiiuin
walulad GPS Tracking annsateanszevantumelumsvhautisnamudumansihaudiodildase
wazanusavilinmuarsaeudunenafusalfuarannsoiudeyaninfusaldiiabdu Fmanside
ffinnuaenndasiuaiuiseves (Panjasrprakan, 2010) lidnwndes Jadenssensunisinsyuuinny
508U GPS anldsmiuismuseiude namsAdenuimsiuituslonildsuinadennniiagltinelulad
GPS wesfld Lesangnounvuasunuiianudaiiuinnalulad 6Ps umaluladifianuiiauls uas
Hnuuseiazdnmsliuimstuuidnusedude eandymlunmaudsafnmndelssaugifivgie
Uszaudlgmsnsudgayme Gaiinanisnsenuludevandeiamniazlinalulad GPs

suil 2 mameuauessaudenslumslinussuy GPS Tracking fszduaziuundsegluseduun
fisziuazuUULA BvindY 3.70 Lﬁaqmmﬂﬁ’fﬁmiﬁﬂézj& GPS Tracking ¥93u38W ABC dAuAniiuii
wialulad GPS Tracking Wumaluladiifeuindede warflanuiulalulszansamveanalulad GPS

Tracking Fenan19ivelapnmndeiuanuideves (Panjasriprakan, 2010) ladanwises Jaduniseeusunisin

aa

sEUUARAMIagUd GPS snldsiuiuuTenuseiudy nan15idenuin vinuainidenisldimaluladiinasie
weniaglinelulad GPS drovuvvasunuiimuAndiuinmelulad GPs danshauls uazdiauidnd
sonsldmalulad

fudl 3 duanudiesenisldimalulad GPS Tracking ¥e83u3Em ABC fiszfunzuuuladveyly
sefun Tsgduazuuuad owinfy 3.64 Lﬁaqmmﬂ%ﬁmiﬁmza GPS Tracking ¥@4uT¥mn ABC {lA11ul
Anviuinmalulad GPS Tracking GPS Tracking ilumeluladitiesionisldnuiitunounsldnuitlddudon
ansageazdeadunenisidusoldie aunsadouinisldaunuileituresssuy GPS Tracking 1
pgad1eneINgTonsldan uazimelulad GPS Tracking axvilmsvhaudunmsuudedinnudined sy
Fanans3suiaonndasniseuidees (Phuangtrakoonsir, 2009) laAnwides mseeusumelulad GPS
wUszendldnuesiuszneunsiulaldafinduwianaisuazawiadn : lungquuidn deuladafind daane
woud $1in namsiTenuinnisiuienuielunsldoumalulad GPs dmsuusniinslinumalulad
GPs Tagsaiinnuddgluseduann iesangmeunuvasuadiluafusisanudglunisldany dud
aunsaiseusnsldauladne lidudeu anudangulunisldnuas wazanunsaldauliegrsdiungly
svuzadudu uaraenndasfunuiseves Uaruratn and Meesilapavikkai, 2014) Tédnuesmginssu
mslduaziiruafivesliladoaiilnisa (Social Network) nsdifiny niiia wad (Google+) Han153denuin
nsfusdsanudrglumsldoududainnnmsiimeluladiuiedeniniuldou Inglddeserdoaug
Auansalunslidnuannviligldnuianseeusuuasdmalminnginssunisld

sl 4 anuudefiovessruu GPS Tracking ¥83uTEv ABC Hszdunzuuuladsayluseiuun
fisziuazuuUld owiniy 3.56 Lﬁaqmmﬂﬁ’fﬁmiﬁﬂg& GPS Tracking ¥83uU3HW ABC im1uAnLuN
wialulad GPS Tracking N15¥11914U8352UU GPS Tracking iwmaluladiidanuundede dauiulaly

Usgdvsnnvasmalulad GPS Tracking waghldeudsAninnisuseuy GPS Tracking wildauanunsavinly
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Wwnilanuindedonnniu Saman1sidell denadestunuddeves (Panyasakornchai, 2009) éFnwides
wad139 Tumsimalulad GPS anUszgndldlunsiiugunimnisuinmsmsyudsdufuazuinsmanuu
nansIFenuinnsuinsidananindedesidviwasenmdnialunisi GPs udszgnaldlunisuuds
AUALAZUSNMINIOU

s 5 AaunmnsiuINsiuAnIwNsiUINNT GPS Tracking Yeau3sv ABC fissfiunzuuy
waveglusziuinn fsgfuaziuudowinfiy 3.55 Lﬂaaa’m;ﬂﬁi’fﬁmiaﬂé’a GPS Tracking ve3uTsm ABC il
AuAaiwImdnuliuinsieaugnw deunsziesedulunisliuing ndnauliduuzdmse
noutednnuldesnagniesinuuarsings uasdlduinisiiafe GPS Tracking Tasu3tm ABC ldsuu3nag

NANAMILTINTUNUVBITEUU FINaN15I38T donnasenunuiIdevss (Supattanachotpong, 2019) laAnen

q
' '

\3IRUNINNNTUI NS dwmanaadusslanalduInsgvesgnAtsuIn1INIeAS 05 3170 (UN1TW)
NIAUFANYINUNAIUNANNTANNUNIUAT N1A 203 HANITITENUIINITUTNISNA waznseioIosulunsiv

Usmsdeldusnisanunsadenasionsnauiildusnmssunan s laliaay

JoLEAUBDLUL

1. daauauuglunisiuaddeluly

MnnsanuIsesesladeiitinasenisindulaldusnsinde GPS Tracking T8u3®m ABC wuin
Hadedunisiuifeuseloniildsunnmalulad GPS Tracking waauTEM ABC wnitan fafuiusenou
Aansdmiunisiada uagliuinisdumelulad GPS Tracking maslvianuddgfutiadedunissusis
Usgloviildduanmalulad GPS Tracking lngsjaithiluEesveanisian wagU$uus9szuu GPS Tracking
Tiuszansam viuasionouland uazdivsslemisensldauvesildon olvldnuamunsaldauszuy
GPS Tracking lefegaiinyseloviigean wazanuisntirdeyadildainseuy GPS Tracking TUUSUlY simmn
wazUFuuansvhanilussdnsvesaulifastu

2. dorauanuzlumsideasedaly

mnmsineideFestladeiifnanenisinaulalduinmsfiofs GPS Tracking TesU3th ABC (3deld

1% o
Y a a o v [

MNMSANBINGURIBE1LaNIEgNAIT IEUSNTAAAY GPS Tracking ¥83U3EN ABC igsuIEniAed Aatu

¥
@ a a v o oaada

lun1sfnweswelugaulanisfnwuidndu q laun us¥n vesn unans Fawdy e vivwm 718

Bumeslngd $110 U3 i Aesiues Buriuv wia 1 Wudu Fauismiinandusnaduuidndus
Tuin3emsUszneugsianedulaiadng uaziduudem GPs finsunisvudsnsunlinissuses ilefiayls
nuieladesg o uenwilennlunuifefiietestuauunndnsiureunesing WiinauTeIeIAns
swdsszeznanlunisyumalulad GPS Tracking snldfussdnsiifinasiensindulaldusnisings GPS

Tracking

o
Y a a o

wananil HaulamsAnwdadadedu o Ndwwareanisnisandulalduinisinga GPS Tracking ¥4

USEmUsneuiansaumsvuds ngldmulsdu q nneiazsduladedfyndmwanenisandulalduinig

o
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311989 GPS Tracking v udu v eliilddayaiiiusz@ninin warnuaie waziinUszlovigegase

MMIANAUUIBIUTEN NipuNIE s lUAT 18I wazUseiliuusenniinisiimalulad GPS Tracking U

THlunmsuuRnuneluesdng ieliusgnlaidseumidousengudsiudu q
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Abstract

This research examines five forces factors influencing the competitive advantage of cost
leadership and differentiation strategies in Thailand's packaging industry. Using a quantitative
approach, it surveyed 400 executives and marketing heads through a structured questionnaire.
Descriptive statistics-percentages, means, and multiple regression analysis—assess relationships
among factors. Findings show that competitive pressure in Thailand's packaging industry is at its
peak, with substitute product pressure as the most significant factor impacting competitive
advantages. Hypothesis testing revealed two critical insights: (1) Pressure from existing competitors
in the industry, Pressure from buyers' bargaining power, and Pressure from the bargaining power of
raw material suppliers have a statistically significant influence on the cost leadership strategy at the
0.05 significance level. (2) Pressure from existing competitors in the industry, Pressure from the
bargaining power of raw material suppliers and Pressure from the bargaining power of raw material
suppliers have a statistically significant influence on the differentiation strategy at the 0.05
significance level. Benefits of the Research the findings help executives and policymakers pinpoint
key competitive pressures and address the dominant impact of substitutes. Adopting refined cost
and differentiation strategies supports better resource allocation and promotes sustainable growth

in Thailand’s packaging industry.

Keywords: Cost Leadership and Differentiation Strategy, Competitive Advantage, Packaging Business

Operators
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Introduction

Organizations in Thailand and globally are facing significant challenges from the COVID-19
pandemic, more severe than past crises. The outbreak, which has exceeded 100 million cases
worldwide, has forced many governments to impose large-scale lockdowns, with the United States
recording the highest number of infections (Thanarak, 2020). These measures have led to significant
disruptions in production and supply chains, decreased consumer confidence, and reduced
purchasing power. The resulting uncertainty has strained organizations’ operational stability and
triggered a profound economic downturn. Businesses have been compelled to swiftly adapt by
restructuring work practices, adopting digital tools, and revising strategies to sustain competitiveness
amidst fluctuating market demands and evolving consumer behaviors. They must adapt cultures
and practices while implementing innovative strategies for operational efficiency. The pandemic
has disrupted production, reducing income and purchasing power, marking an economic crisis with
supply and demand issues (Brinca et al., 2020). Organizations need to leverage advancements in Al
sustainable innovation, and the digital economy for greater efficiency. Thailand's economy must
consider potential changes, as the crisis demands innovative solutions and engagement across
sectors (Panipat, 2020, cited in Soangchom, 2023). At an upcoming event, companies will showcase
innovations in printing and packaging, such as 3D printing, cost-effective solutions, and eco-friendly
practices. The event will focus on sustainable e-commerce packaging, addressing health concerns
raised by the pandemic (Lawrence, 2005). The new packaging design policy, “The New Normal for

2

Packaging Design,” aims for continuity in the sector by evaluating disaster risks and optimizing
resources. The global packaging industry is expected to grow by at least 30% in 2022, with a market
value of 606,000 to 618,000 million baht (Kasikorn Research Center, 2022). Increased online
purchasing has spiked demand for corrugated cardboard packaging, encouraging large industries
and small enterprises to enhance design and quality to effectively engage consumers (Thaiprint
Magazine, 2022).

The packaging industry faces challenges from competition and sustainability, but there is
still a lack of studies that specifically apply the Five Forces Model. Previous research has focused
on other industries, such as insurance or coffee shops (Chonnipat, 2010; Wanwirin, 2016), but has
not covered specific factors of the packaging industry, both in terms of technology and
sustainability (Inamutila, 2021), and lacks in-depth analysis of the relationship between the five

forces factors and competitive advantage. This research aims to fill this ¢ap by using a mixed-

method approach to propose practices that are consistent with the current context of the industry.
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Research Objective
This research examines five forces factors influencing the competitive advantage of cost

leadership and differentiation strategies in Thailand's packaging industry.

Literature Review

Porter (2008) emphasized that a business's operating conditions are influenced by its
industry's competitive landscape, shaped by five key factors. To analyze competitors (Kotler and
Armstrong, 2002):

1. Pressure from existing competitors (Rivalry among Existing Firms) significantly impacts the
market.

1.1 Identify direct competitors (similar products at comparable prices) and secondary
competitors (similar products at different prices).

1.2 Select one or two key competitors for deeper analysis.

1.3 Develop strategies to outperform these competitors based on marketing and
product features.

2. Pressure from New Competitors (New Entrants). New competitors enter profitable
industries with low investment or short payback periods. Examples include the food sector and
luxury goods, although some industries face entry barriers like legal regulations (e.g., real estate
permits).

3. Pressure from Substitute Products. Substitute products can impact profits. Many
alternatives can drive prices down and affect sales, as seen with declining hard candy sales due to
competition from chewing gum. Manufacturers are encouraged to improve quality and reduce
costs.

4. Pressure from Buyers' Bargaining Power. Buyers' bargaining power has increased in the
information age, allowing consumers to assess options before purchasing. Companies must offer
distinctive products to maintain profitability, aided by social networks for shared information
(Sahay, 1998).

5. Pressure from Suppliers' Bargaining Power. Suppliers' bargaining power can lead to
disadvantages, especially when options are limited. In pig farming, profits rely on feed quality and
costs. Price hikes from suppliers can hinder profits and growth.

Porter (1980) stated that understanding competitive pressures is crucial for effective
strategy formulation. Porter (2005) identified three areas for maintaining competitiveness: (1) Cost

Strategy, (2) Differentiation Strategy, and (3) Niche Strategy.
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Effective strategy formulation requires assessing external opportunities and challenges
along with internal strengths. There are three strategic levels to consider: (1) Corporate Strategy
defines overall direction using tools like the Boston Consulting Group Matrix. (2) Business Strategy
focuses on competitive positioning in markets for profitability and growth. (3) Operational Strategy
aligns departmental strategies with broader objectives, covering production, marketing, and HR.

A competitive strategy is the approach an organization adopts to outperform rivals, with
the aim of increasing profitability and driving growth. Because it centers on how a firm competes,
this level of planning is often referred to simply as “competitive strategy.” In practice, three generic
competitive strategies are commonly recognized: cost leadership, differentiation, and focus
(Montha, 2011).

Previous Research

Phapimon et al. (2017) conducted a study on Business Implementation Strategies for
Gaining Competitive Advantage of the Mr. Ice Cream Business in Nakhon Pathom Province. The
results indicated that the competitive advantage of Mr. Ice Cream stemmed from product
development, brand value creation, and differentiation strategies. The study highlichted that these
strategies enabled the business to stand out from its competitors. As a practical benefit, the
research suggests that business owners can apply and refine various strategies to bolster their own
competitive advantage by creating unique products that foster sustainable growth and success.

Chonnipat (2010) investigated Business and Marketing Strategies for Competitive Advantage
in the Insurance Industry: A Case Study of Muang Thai Insurance Public Company Limited. The
findings revealed that the automobile insurance industry still holds a relatively small market share
due to intense competition from both existing players and new entrants, coupled with an
economic slowdown and volatile political conditions. These external factors led consumers to
reduce their spending and change consumption behaviors, thereby exposing several weaknesses
within the company that, if left unaddressed, could cause future impacts. Based on the analysis,
three levels of strategy were recommended: (1) Corporate-level strategy: Emphasize growth
through product development and marketing efforts to boost sales, expand market share, and
foster future growth. (2) Business-level strategy: Implement differentiation by offering unique
products, services, and distribution channels in order to gain a competitive edge. (3) Functional-
level strategies: Focus on clear target market identification, introduce new insurance products, and
modernize distribution channels to meet current consumer needs effectively.

Patipar et al. (2017) examined Models and Strategies for Creating Competitive Advantage in
the Wholesale Clothing Business at Bobae Market in Bangkok. The study found that: (1) Most

wholesale clothing businesses in Bobae Market are sole proprietorships. (2) A cost leadership
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strategy is commonly adopted to achieve competitive advantage. (3) A stability strategy is used to
maintain existing market size and operations, offering the same products or services in current
markets. Additionally, the research indicated that an external competitive environment analysis
demonstrates how cost advantages can mitigate threats posed by the five forces: current
competitors, potential new entrants, substitutes, buyers’ bargaining power, and suppliers’
bargaining power.

Prior studies present a consistent picture: the five competitive pressures in
Porter’s Five Forces model incumbent rivalry, new entrants, substitute products, buyers’ bargaining
power, and suppliers’ bargaining power drive firms toward two main strategies for sustaining
advantage: cost leadership and differentiation. Findings by Chonnipat and Patipar underscore how
these pressures foster cost-focused tactics, whereas Phapimon shows that product development
and brand value creation represent a differentiation response. Accordingly, our conceptual
framework links each Five Forces pressure to the strategic choice of Cost Leadership or
Differentiation and expresses this linkage through hypotheses H1-H10, which test how each

competitive pressure influences the two strategy types in the business context under study

Research Framework

1. Cost Leadership Strategy

Pressure from existing competitors
in the industr

Pressure from new competitors
entering the industry

Cost leadership
Pressure » strategy

H3

from substitute products
H4

Pressure from buyers' bargaining H5
power

Pressure from the bargaining
power of raw material suppliers

Figure 1 Research Framework for Cost Leadership Strategy

Research hypothesis
H1: Pressure factors from existing competitors in new industries influence cost leadership
strategy.

H2: Pressure from new industry competitors influences cost leadership strategy.
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H3: Pressure factor from substitute products influences cost leadership strategy.

Hd: Pressure factor from the bargaining power of buyers influences cost leadership strategy.

H5: Pressure factor from the bargaining power of raw material suppliers influences cost
leadership strategy.

2. Differentiation Strategy

Pressure from existing competitors
in the industr

Pressure from new competitors
entering the industry

Pressure Differentiation
from substitute products strategy

Pressure from buyers' bargaining
power

Pressure from the bargaining
power of raw material suppliers

Figure 2 Research Framework for Differentiation Strategy

Research hypothesis

H6: Pressure factors from existing competitors in new industries influence differentiation
strategy.

H7: Pressure factors from new competitors entering the industry influence differentiation
strategy.

H8: Pressure factors from substitute products influence differentiation strategy.

H9: Pressure factor from the bargaining power of buyers influences differentiation strategy.

H10: The pressure factor from the bargaining power of raw material suppliers influences the

differentiation strategy.

Research Methodology

Research Design

Research on the Influence of Five forces Factors on the Competitive Advantage of
Packaging Business Operators in Thailand, in which the variables Cost Leadership Strategy and

Differentiation Strategy are based on Porter (1980).
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Population and Sample

This study targets operators in the packaging industry located in Bangkok and its surrounding
areas. Although the exact population size is unknown, a sample of 400 operators was selected
based on a 95% confidence level and a maximum margin of error of +5%, following Yamane’s
(1967) formula. A purposive sampling technique was employed, with participant selection based
on the following criteria: (1) Must be packaging business operators in Bangkok and its vicinity,
(2) Contact information was sourced from reputable websites and Human Resources departments,
(3) Thai proficiency in reading, understanding, and writing is required, and (4) Informed consent
must be provided; individuals unwilling to share information will be excluded.

Research instrument

The research instruments consist of a questionnaire designed to examine the influence of
five forces factors on the competitive advantage of packaging business operators in Thailand. The
questionnaire is divided into three sections.

Section 1: gathers general information about the respondents, including their industry
type, education level, position, status, and income. This section also includes questions regarding
business operations and international business activities. All questions are closed-ended and
provide multiple-choice answers

Section 2: focuses on the analysis of five forces factors, covering issues such as
(1) Pressure from existing competitors in the industry, (2) In terms of pressure from new competitors
entering the industry, (3) In terms of pressure from substitute products, (4) Pressure from buyers'
bargaining power, and (5) Pressure from the bargaining power of raw material suppliers.

Section 3: focuses on the analysis of cost leadership strategy and differentiation
strategy.

Instrument Validation and Development: Three experts developed and evaluated a
questionnaire for accuracy, relevance, and clarity. All questions received an I0C score of 1.00,
surpassing the minimum criterion of 0.5. Following content validity confirmation, the questionnaire
was administered to 30 participants. Reliability, assessed using Cronbach's alpha in SPSS software,
yielded a score of 0.830, indicating high reliability. Thus, the questionnaire is suitable for studying
competitive pressures and advantages in Thailand's packaging industry.

Data Collection

The researcher gathered data from 400 packaging business operators in Bangkok and nearby
areas from July 10 to 31, 2024. Ethical approval was obtained prior to data collection, along with a

letter from Burapha University to aid cooperation with agencies for distributing questionnaires.
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Data Analysis

Descriptive statistics, including percentages and frequency distributions, assessed
perceptions and opinions on all questions. The analysis clarified business information, examined
international activities, evaluated competitive pressures, and assessed the development of
competitive advantages. Additionally, inferential statistics tested the link between competitive
pressure and establishing competitive advantages among packaging entrepreneurs in the region

using multiple regression coefficients.

Findings
1. Descriptive Study Results
1.1 Summary of the Analysis Results for the Cost Leadership Strategy: The findings from

the analysis of the cost leadership strategy are summarized as follows:

Table 1 Shows the opinions on the five competitive pressures of the packaging business in

Thailand and creating competitive advantage, differentiation strategy

Competitive pressures in the packaging

(X) (s.D.) Mean
business in Thailand
1. Pressure from existing competitors in the 4.49 .355 Very high
industry
2. Pressure from new competitors entering the 4.54 362 Very high
industry
3. Pressure from substitute products 4.64 .356 Very high
4. Pressure from buyers' bargaining power 4.57 333 Very high
5. Pressure from the bargaining power of raw
material suppliers 4.56 322 Very high
Cost leadership strategy (x) (s.D.) Mean
Overview of Cost Leadership Strategy 4.50 .354 Very high

Part 1: Personal factors of the sample group include: 210 operators (52.5%) in the
packaging industry, with 42.0% having a bachelor's degree and 20.1% holding less than a high
school certificate. Business owners constitute 41.0%, while managers are 39.3%. Limited
Partnerships comprise 56.5%, with 57.3% in business for 5-7 years. Average annual exports exceed
10 million baht but do not exceed 15 million baht for 44.2%. Companies exporting to Asia number

361 (20.4%), and those exporting primarily to Asia are 175 (43.8%). International sales through
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distributors account for 149 (37.2%). Large businesses (over 200 workers) represent 39.4% with 158
operators.

Part 2: Analysis of competitive pressure in Thailand's packaging industry shows high
competition intensity, averaging 4.49. Pressure from new competitors is higher at 4.54, while the
influence of substitutes scores 4.64. The bargaining power of buyers averages 4.57, and raw material
suppliers hold a notable power of 4.56.

Part 3: Data on competitive advantage via cost leadership revealed most
respondents view this strategy positively, reaching an average score of 4.50.

1.2 Summary of the Analysis Results for the Differentiation Strategy: The findings from

the analysis of the differentiation strategy are presented as follows:

Table 2 Provides an overview of perspectives regarding the five competitive pressures in the
packaging industry in Thailand and the formulation of competitive advantages and

differentiation strategies.

Competitive pressures in the packaging

X .D. M
business in Thailand ) > ean
1. Pressure from existing competitors in the 4.49 355 Very high
industry
2. Pressure from new competitors entering the 4.54 362 Very high
industry
3. Pressure from substitute products 4.64 356 Very high
4. Pressure from buyers' bargaining power 4.57 333 Very high
5. Pressure from the bargaining power of raw
material suppliers 4.56 322 Very high
differentiation strategy (x) S.D. Mean
Overview of Differentiation Strategies 4.54 233 Very high

Part 1: Personal factors of the sample group include: 1. Most factors are in the
industry category. There are 400 entrepreneurs in packaging, representing 100.0%. 168 have a
bachelor's degree (42.0%), while 81 have lower secondary education/vocational certificates (20.1%).
Additionally, 164 have a business registration format, and 157 have a Limited Partnership format.
226 have been in business for 5-7 years, and 229 report average annual exports of over 10 million

baht but under 15 million baht. 177 export goods primarily to Asia, with 361 in that category, and
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175 operate internationally through distributors; 149 are large businesses (over 200 workers), and
158 represent 39.4%. Part 2: Competitive pressures in Thailand's packaging industry are summarized:
1. Pressure from industry competitors is significant, with an average score of 4.49. 2. The threat
from new market entrants averages 4.54. 3. Substitute products carry a score of 4.64. 4. Buyers'
bargaining power averages 4.57. 5. The bargaining power of raw material suppliers averages 4.56.
These illustrate the substantial competitive pressures in Thailand's packaging sector. Part 3: Data
analysis on cost leadership strategy reveals strong support from respondents, with an average
rating of 4.50, indicating high agreement on its effectiveness for competitive advantage.
3. Hypothesis analysis results
3.1 The results of the analysis of hypothesis H1 — H5.
The influence of 5 pressure factors on cost leadership strategy can be summarised as

follows:

Table 3 shows the relationship between 5 pressure factors and cost leadership strategy.

Unstandardised Standardised

Model Coefficients Coefficients t p-value Tolerance VIF
B Std. Error Beta
Constant 3.275 0.425 7.703  0.000
H1 Pressure from existing .289 0.052 0.290 5539 0.000 0.789  1.267

competitors in the industry
H2 Pressure from new 0.089 0.047 0.091 1.893 0.059 0944  1.059

competitors entering the

industry
H3 Pressure from substitute -0.078 0.047 -0.079 -1.678 0.094 0986 1.014
products

0.272 0.054 0.256 5055 0000 0.845 1.184
H4 Pressure from buyers'
bargaining power
H5 Pressure from the -0.297 0.060 -0.270 -4.927 0.000 0.719 1.391

bargaining power of raw

material suppliers

Hypothesis 1: Pressure from existing competitors influences the cost leadership strategy.
The T-test shows a P-value of 0.000, below the significance level of 0.05; thus, Hypothesis 1 is

accepted, confirming that these pressures affect cost leadership.
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Hypothesis 2: The impact of pressure from new competitors on cost leadership was
examined. The T-test revealed a P-value of 0.059, exceeding 0.05. Therefore, Hypothesis 2 is
rejected, showing that new entrants do not affect cost leadership.

Hypothesis 3: The effect of substitute product pressure on cost leadership was
analyzed. The T-test produced a P-value of 0.094, greater than 0.05. Consequently, Hypothesis 3 is
rejected, indicating no significant impact from substitutes.

Hypothesis 4: Buyer bargaining power significantly influences cost leadership. The T-
test returned a P-value of 0.000, below 0.05; thus, Hypothesis 4 is accepted, confirming its notable
impact.

Hypothesis 5: The bargaining power of raw material suppliers significantly affects
cost leadership. The T-test indicated a P-value of 0.000, below 0.05, leading to the acceptance of
Hypothesis 5, which shows their pressure notably impacts cost leadership.

3.2 The results of the analysis of hypothesis H6 - H10

The five forces affecting the differentiation strategy can be summarised as follows:

Table 3 analyses the relationship between the five forces and the differentiation strategy.

Unstandardised Standardised

Model Coefficients Coefficients t P-valueTolerance VIF
B Std. Error Beta
Constant 4.944 0.251 19.710  0.000
H6 Pressure from existing 0.147 0.033 0.237 4.465 0.000 0.787 1.270

competitors in the industry
H7 Pressure from new 0.042 0.032 0.066 1.321 0.187 0.900 1.111

competitors entering the

industry
H8 Pressure from substitute -0.159 0.031 -0.246 -5.184  0.000 0.983 1.017
products
H9 Pressure from buyers' 0.006 0.034 -0.010 -0.188 0.851 0.812 1.232

bargaining power

H10 Pressure from the -0.107 0.040 -0.151 -2.689  0.007 0.704 1.420
bargaining power of raw

material suppliers

The Influence of Five Pressure Factors on Differentiation Strategy analyzes their impact

with a 0.05 significance level.
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Hypothesis 6: Existing competitors significantly influence differentiation strategy,
confirmed by a T-test yielding a P-value of 0.000. Hypothesis 7: New competitors’ impact is not
significant, with a P-value of 0.187. Hypothesis 8: Substitute products significantly affect
differentiation, confirmed by a P-value of 0.000. Hypothesis 9: Buyers' bargaining power does not
significantly influence differentiation a P-value of 0.851. Hypothesis 10: Supplier bargaining power
significantly affects differentiation strategy with a P-value of 0.007.

In summary, current competitors and substitutes significantly impact the market,

while new competitors and buyer power are less influential.

Discussion

1. According to the data analysis of the Overview of Cost Leadership Strategy, the overall
average score is 4.50, while the level of pressure from Substitute Products stands at a very high
average of 4.64. Following that, the pressure from Buyers’ Bargaining Power is 4.57, and Suppliers’
Bargaining Power is 4.56, respectively. These findings indicate that entrepreneurs emphasizing cost
leadership must prioritize efficient cost management, along with developing approaches to cope
with the pressures from substitute products and the high bargaining power of both buyers and
suppliers, in order to maintain long-term competitiveness. This corresponds with the research by
Patipar et al. (2017), which revealed that most entrepreneurs choose a cost leadership strategy to
mitigate competitive pressures, including substitutes and the bargaining power of buyers and
suppliers. It also aligns with the findings of Christopher Masinde Indiatsy et al. (2014), who reported
that cost reduction (Cost Leadership) is a critical approach enabling banks to maintain market share
and ward off the competitive pressures from the five forces.

2. From the data analysis of the Overview of Differentiation Strategies, the overall average
score is 4.54, while the level of pressure from Substitute Products stands at a very high average of
4.64. Following that, the pressure from Buyers’ Bargaining Power is 4.57, and Suppliers’ Bargaining
Power is 4.56, respectively. These findings suggest that entrepreneurs focusing on product and
service differentiation (Differentiation) should emphasize developing innovation and unique quality,
while also preparing strategies to address the elevated pressures from substitutes, as well as the
bargaining power of buyers and suppliers, in order to bolster sustainable competitive advantage.
This is consistent with the study by Chonnipat (2010), which found that business-level strategies
focusing on product differentiation, services, and distribution channels enhance competitiveness
and more effectively attract consumers. It also corroborates the research of Phapimon et al. (2017),
which discovered that successful strategies include product development, adding brand value, and

differentiation all of which give businesses a distinct edge over their competitors.
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3. The variables H1 (Pressure from existing competitors in the industry), H4 (Pressure from
buyers' bargaining power), and H5 (Pressure from the bargaining power of raw material suppliers)
have a statistically significant influence on the cost leadership strategy at the 0.05 significance
level. This indicates that organizations facing pressure from these three factors tend to adopt a
cost leadership strategy in order to remain competitive in the market. By minimizing production
and operational costs, organizations can offer more attractive prices to customers compared to
their competitors. This strategy enables them to survive and maintain market share amid intense
competition. These findings are consistent with the research by Kalayalat (2015), who studied the
factors influencing the choice of mileage credit cards among working-age individuals in Bangkok.
The study revealed that key marketing mix factors particularly price and sales promotion
significantly influenced the decision-making process. This underscores that pricing remains a critical
factor in creating competitive advantage, and therefore, organizations must emphasize cost control
and competitive pricing strategies. Additionally, the results align with the study by Paphimon et al.
(2017) on business strategies used by Mr. Ice Cream in Nakhon Pathom. The research found that
the business employed strategies focused on product development, brand value enhancement,
and differentiation to gain a competitive edge. However, while differentiation strategies are vital,
many small businesses still rely heavily on cost control strategies to survive in highly competitive
markets. Therefore, it can be concluded that the adoption of a cost leadership strategy is a crucial
approach for organizations, especially when faced with competitive pressure, buyer power, and
rising raw material costs. This strategy strengthens an organization's competitiveness and enhances
its ability to respond effectively to external business pressures.

4. The variables H6 (Pressure from existing competitors in the industry) H8 (H10 Pressure
from the bargaining power of raw material suppliers) and H10 (Pressure from the bargaining power
of raw material suppliers) have a statistically significant influence on the differentiation strategy at
the 0.05 significance level. This finding suggests that when organizations face external pressures
particularly from intense market competition and challenges related to raw material costs they
tend to adopt a differentiation strategy. This involves focusing on the development of high-quality
products and services with unique features or innovations that distinguish them from competitors.
Such an approach creates additional value for customers, helping to reduce price pressure and
foster long-term customer loyalty. This result aligns with the study by Kalayalat (2015), which
explored competitive marketing strategies influencing the choice of mileage credit cards among
working-age individuals in Bangkok. The study found that significant factors influencing consumer
decisions included price, marketing promotion, and importantly, differentiation strategy. This

indicates that consumers value the specific benefits and added value offered by unique products—
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just as organizations in the present study leverage differentiation to respond to competitive
pressure and supplier influence. Furthermore, Kanyalut noted that pressure from substitute
products did not significantly influence cost leadership strategy, consistent with the idea that
organizations focus more on strategies that directly address competition and supplier power rather
than indirect threats. Additionally, this finding can be connected to the study by Patipat et al
(2017), which examined competitive strategies among wholesale clothing businesses in the Bobae
Market, Bangkok. While the majority of business owners in that study adopted a cost leadership
strategy to cope with the five forces of competition, the research also emphasized the importance
of understanding competitive environments and adjusting strategies based on specific business
contexts. In summary, the findings reinforce that when organizations are under significant pressure
from competitors and suppliers, adopting a differentiation strategy is both a suitable and effective
approach. It allows businesses to enhance their competitive capabilities and respond more
strategically to environmental pressures a perspective supported by previous studies in both

consumer behavior and real-world business practices.

Recommendation
1. Recommendations for Research Utilization

1.1 Packaging entrepreneurs can use this study to establish competitive advantages
alisned with market demands.

1.2 Government agencies can gain insights into the pressures facing packaging
entrepreneurs, enabling them to offer targeted support to current and future businesses, both
domestically and internationally, enhancing efficiency.

1.3 Scholars and researchers can use the findings as a foundation for future research
and development projects.

1.4 Entrepreneurs should consider five key pressure factors affecting competitive
advantages in Thailand's packaging sector when planning their ventures, as this understanding can
promote sustainable income and inform organizational strategies effectively.

2. Recommendations for Future Research

2.1 Use interviews and focus groups to gain insights on differentiation and cost
leadership strategies.

2.2 Future studies should explore factors affecting differentiation and cost leadership in

upcoming contexts.
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Research Limitation

1. This study focused on organizations within specific contexts and industries, which may
limit the generalizability of the findings. The results may not be applicable to organizations
operating in different industries with varying levels of competition and business environments.

2. The research emphasized certain external pressure factors such as pressure from
competitors, buyer bargaining power, and supplier bargaining power. However, it did not include
internal factors that may also influence strategic decision-making, such as organizational culture,
leadership style, or innovation capabilities, which could be important variables to consider in future

studies.
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Abstract:

Health training is a new concern for schools and businesses in China to train students and
staff. This study used a randomized controlled trial design experiment to explore the health
intervention from the perspective of intuitive eating, that based on gratitude and body appreciation
among Chinese men (N=107, Average age=19.37). The ANCOVA results showed that the 7 sections
of online gratitude group counseling anchored in body appreciation could significantly improve the
level of intuitive eating, gratitude and body appreciation among Chinese men. This study formed a
set of simple, convenient and effective intervention methods suitable for men, In the future, they

could be used to promote levels of gratitude, body appreciation, and intuitive eating among men.
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Introduction

Currently, the Chinese government is vigorously promoting the Healthy China Initiative (2019-
2030) (National Health Commission of the People's Republic of China, 2019). And in 2024, a national
weight management plan has been proposed (Xinhua, 2024). Weight and health are emerging as new
concerns for schools and businesses in China to train students and staff. This study attempted to
explore the education and management of health from the perspective of intuitive eating, which
was a new way of dietary management, so as to provide reference for schools and enterprises to
carry out health training.

Intuitive eating is an adaptive eating behavior that relies on internal physiological
mechanisms to guide eating rather than eating in response to emotional stimuli (Tribole and Resch,
1995). Researchers found that intuitive eating is a way of eating that is good for both maintaining
physical and mental health (Camilleri et al., 2016; Nejati et al., 2020). Among women, gratitude was
found to significantly improve the level of intuitive eating through body appreciation (Homan and
Tylka, 2018; Huang et al., 2024). Gratitude was a general tendency of an individual to be aware of
and appreciate the positive experiences brought about by others' goodwill, and to be willing to
reciprocate with gratitude (Wood et al, 2010). Body appreciation was a manifestation of an
individual’s respect for their physical needs, which was not influenced by the outside world (Koller
et al,, 2020). At present, there are few interventions on men's intuitive eating and body image, but
some studies have gradually found that part of men were dissatisfied with their bodies, including
body fat, muscle, hair and height (Tiggemann et al., 2008; Silva et al., 2011).

Many studies (Alleva and Tylka, 2021) have shown that "Expand Your Horizon" was effective
in improving various aspects of body image, including dissatisfaction with one's body. Expand Your
Horizon was a commonly used gratitude intervention strategy based on the Gratitude Broaden-Build
Theory. It focuses on body functionality and was designed to be delivered online (Alleva and Tylka,
2021).

On account of these, from the perspective of gratitude intervention based on body
appreciation, this study explored and formed a set of simply, conveniently and effectively
intervention methods, which will be suitable for men to improve their intuitive eating level. So as

to provide specific practice and basis for promoting the health education and management of male.

Research Objective
To study intuitive eating among male college students based on the perspective of gratitude

and body appreciation.
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Research Methodology

Research Design

This study used a randomized controlled trial experiment design (see Figure 1) to validate
the effects of the intervention. The intervention in this study was based on the theoretical framework
of Expand Your Horizon by Alleva (2015) to explore the impact of the intervention on gratitude,
body appreciation and intuitive eating through 7 sections of online group counseling anchored in
body appreciation. The independent variable was intervention (including Body Function Appreciation
Writing Intervention and Body Appearance Appreciation Writing Intervention) (Alleva et al., 2015), the

dependent variables were the level of gratitude, body appreciation, intuitive eating.

Participants
Pre-test
Experimental Intervention No Intervention
Intervention Group 1 (N=35) Intervention Group 2 (N=36) Control Group
(N=35)
Intervention: Intervention: No Intervention
Functionality Appreciation Writing Appearance Appreciation Writing

Intervention Intervention

semi-structured interviews

Post-test

Figure 1 Randomized controlled trial experiment design
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There were four hypothesis in this study:

Hypothesis 1: The “Functionality Appreciation” intervention group’s post-test scores on
gratitude, body appreciation and intuitive eating would be greatly different than that of the pre-test
scores.

Hypothesis 2: The “Appearance Appreciation” intervention group’s post-test scores on
gratitude would be significantly different than that of the pre-test scores.

Hypothesis 3: The post-test scores of “Functionality Appreciation” intervention group and
“Appearance Appreciation” intervention group would be significantly different than that of the
control group.

Hypothesisd: The post-test scores of “Functionality Appreciation” intervention group would
not be significantly different than that of “Appearance Appreciation” intervention group.

Sample

Through online recruitment, a total of 106 male college students from a university were be
recruited with a posted advertisement of a “Online activity of body gratitude”. They were
randomized into three experimental groups (Neontoi=35, Nody-appearance=36, Ngody-function=35). They all
participated in the whole course of the experiment.

Subsequently, 15 participants (in total 30) from each of the two intervention groups
participated in a semi-structured interview (including 8 questions). The average age of all participants
was 19.37 years, and the average body mass index (BMI) was 21.09.

Research Instrument

1.The intuitive eating scale-3 (IES-3)

IES-3 (Tylka et al., 2024) was used for test the level of intuitive eating. It includes 12 items.
Each items have recorded using a 5-point scale ranging. Higher score, higher levels of intuitive eating.
The Cronbach's Alpha of total was 0.861.

2. The 5-item gratitude questionnaire (GQ-5)

The Chinese translated version of Zeng (2017) was used for this study. The questionnaire
was a one-dimensional structure, including 5 items, with higher scores and a higher level of gratitude.
Each item has recorded using a 7-point scale ranging. The item-3 was scoring in reverse order.
The value of Cronbach’s Q was 0.812.

3. The body appreciation scale (BAS-2) (Ma et al., 2022)

The Chinese version of Body Appreciation scale (Chinese BAS-2) by Ma et al. (2022) was used
to test the level of body appreciation. This scale includes 10 items; each item has recorded using a
5-point scale ranging. The total score was the average of the 10 items, Higher score, participants

have high levels of body appreciation. The McDonald’s omega was 0.912.
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4. Semi-structured interview
To facilitate the effective conduct of the interview, the researcher had designed 8 semi-
structured questions, including: Sharing their favorite and most useful parts of the intervention (with
examples), discussing aspects they found most difficult to accomplish or least beneficial (with
examples), reflecting on their struggles with the status of gratitude, the level of body appreciation
and intuitive eating before interventions, also including any changes they experienced afterward
(with examples), sharing the experiences they gained through the intervention and their expectations
for future practice. The final question invited participants to offer suggestions for any further
improvements.
Data Collection
There were two interventions in this study. Participants or samples were asked to complete
one 15-minute writing exercise related to body function or body appearance per day for a week.
Participants were asked to write down the “Gratitude letter” and “Reflective journal” to appreciate
his body could do for him and why was he grateful for these aspects of his body function or body
appearance.
1. Body Function Appreciation Writing Intervention
The body function tips referenced the definition of “physical function” from the Expand
Your Horizons program (Alleva et al., 2015). Such as body functions related to sensations, physical
activity, health, creative endeavors, self-care, daily routines and relationships with others.
2. Body Appearance Appreciation Writing Intervention
The body appearance tips were derived from Cash's Multidimensional Body Self
Relations Questionnaire (Chen and Jackson, 2005). Such as head, torso, muscles, skin, overall
appearance, physical appearance during exercise.
Data Analysis
After controlling the pre-test scores as to be a covariate variable, ANCOVA was used to
analyze whether there were differences in post-test scores between different experimental groups,
so as to test the effect of the interventions. Then the research used Braun and Clarke’s Six-Phase
Framework for Thematic Analysis (Braun and Clarke, 2006) to examine the qualitative data of semi-

structured interviews.
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Findings

1. Difference test

In order to make the statistics more accurate and valid, the study also used Analysis of
Covariance (ANCOVA) statistics to evaluate the effect of the two interventions after controlling for
the influence of pre-test scores in the three groups. The results showed that there was a significant
linear relationship between the covariates (pre-test scores) and the dependent variables (post-test
scores) among each group, all the r2 was more than 0.83, and the linear relationship between
pre-test scores and post-test scores of the three groups tended to be consistent. Meanwhile, there
was no significant interaction between covariate (pre-test score) and independent variable (group),
the p values were all more than 0.05. In addition, Levene's test for equality of variances was not
significant for GQ, IES, BAS (p>0.05). It could be seen that the data was satisfied the assumptions of
covariance analysis. The researcher could perform a statistical test for covariance. Taking the pretest
scores of intuitive eating, gratitude and body appreciation of the participants in the three groups as

covariate, the ANCOVA results showed that (Table 1).

Table 1 The results of ANCOVA

Dependent Independent Original  Adjusted  95%  Confidence F Pairwise Comparisons
variable variable: Mean Mean Interval
groups Lower Upper

Bound Bound

Gratitude BAI 5.68 5.71 5.60 5.83 11.36%** MDT (BAI:CG)=0.35%**
(p<0.000);
BFI 5.80 5.75 5.59 5.82 MDT (BFI:CG)=0.34%**
(p<0.000);
G 531 537 595 548 MDT (BAI:BFI)=0.01 (p=1).
Intuitive BAI 3.71 3.78 3.74 3.82 10.67%** MDT (BA:CG)=0.08*
eating (p=0.017);
BFI 3.87 3.83 3.79 3.88 MDT (BFI:CG)=0.14* (p=0.030);
MDT (BAI:BFI)=-0.05(p=0.245).
CG 3.73 3.70 3.65 3.74
Body BAI 4.16 4.19 4.13 4.25 T7.07%** MDT (BAI:CG)=0.16%**
appreciation (p=0.001);
BFI 4.17 4.15 4.09 4.21 MDT (BFI:CG)=0.12*** (p=0.001);
MDT (BAI:BFI)=0.04 (p=1).
CG 4.03 4.03 3.97 4.09

Note. *p < .05, **p < .01, ***p < .001. BAI=Body-appearance intervention, BFI=Body-function intervention, CG=Control group. Mean
Difference Test (Body-appearance intervention: Control group)=MDT (BAI:CG), Mean Difference Test (Body-function intervention:

Control group)=MDT (BFI:CG), Mean Difference Teat (Body-appearance intervention:Body-function intervention)= MDT (BAI:BFI) .
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There were significant inter-group differences in the post-test scores of intuitive eating,
gratitude, and body appreciation of the three groups (p < 0.01). After pairwise comparison (the Post
Hoc Tests method “LSD” was used for the Equal Variances Assumed of Difference test) of the
adjusted mean values of each group, it was found that there were significant differences between
the post-test scores of participants in the control group and those in the body function intervention
group (p < 0.05), and the same as among body appearance intervention group (p < 0.05). However,
the result also showed that there was no significant difference in post-test scores between the Body
function intervention group and the Body appearance intervention group. It meant gratitude
intervention was effective in Chinese male college students, and the effect of the two intervention
methods was the same. It could be inferred from this that the statistical results of the data supported
four hypotheses.

2. Qualitative analysis

In order to further explore the states and feelings of the participants during the intervention
process, as well as the changes after the intervention, this study also adopted the qualitative analysis
method for analysis. The researcher performed the Thematic Analysis by Braun and Clarke’s Six-
Phase Framework (Braun and Clarke, 2006). At first, the researcher grouped similar or related codes
into more than 20 preliminary subject categories. Then according to the research question (the
promoting effect of gratitude on body appreciation and intuitive eating) and the specific measures
of the intervention program (effectiveness and process supervision, suggestions for future work, etc.),
the researcher examined and refined these more than 20 preliminary themes. Finally, the researcher
summarized 4 themes, with a total of 17 sub-themes:

The first theme: About the focal points. It mainly referred to what things, matters and things
the participants pay attention to in the process of the activity, mainly reflecting the participants'
interest points and concerns. There were total seven sub-themes in the first theme. Such as the
content of intervention (Keywords: one of body function or appearance; Gratitude letter; Reflective
journal), body and me (Keywords: Body; Function, impact and contribution; Appearance and outward
manifestation), Self (Keywords: Myself), extension of thought (Keywords: Details, subtleties,
previously neglected attention or less attention, expansion, potential and renew; Quantity,
Uniqueness, richness, diversity), healthy concept (Keywords: Healthy concept; Exercise; Diet), other
person (Keywords: others, include people around and the attractive person), enjoyment of the
activities (Keywords: Interest, funny, novelty, games in the activities).

The second theme: About the perceptions of intervention activities. It mainly referred to
the personal experience and feelings of the participants during and after the activity, mainly

reflecting the main gains of the participants' participation in the activity and the changes that they
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perceive or pay attention to. There were total four sub-themes in the second theme. Such as the
gratitude to the body (Keywords: Thanks, grateful, appreciate; To cherish and take care of the body;
Change, grow, reduce the focus on deficiencies, recognize the shortcomings, relieve anxiety), the
integration of the self (Keywords: Appreciate myself; Acceptance myself; Advantages; Happy with
myself; Self-compassion), the hopeful attitude (Keywords: Positive attitude, positive, cheerful,
optimistic, cheerful, joyful, nice, warm, peace of mind; Self-confidence), the curiosity to probe the
methods of activities (Keywords: Surprise, magic, amazed, mystery, novelty, curiosity).

The third theme: About the actions of participation. It mainly referred to the behaviors and
actions mainly displayed by the participants in the activity, which mainly reflected the performance
status and participation ways of the participants in the activity. There were total two sub-themes in
the third theme. It contained two sub-themes, such as introspection (Keywords: Understand self;
Feel; Explore; Observe; Reflect), interact with others (Keywords: Interact, convey emotion,
communicate, share).

The fourth theme: About the limitation (self and intervention). It mainly referred to the
uncomfortable or unfavorable aspects felt by the participants in the process of the activity, which
mainly reflected the restrictions and possible obstacles of the participants in the process of
participating in the activity. There were total four sub-themes in the fourth theme. Such as the
challenges of Self-exploration (Keywords: Limitations, narrowness and inadequacy in thinking,
unaccustomed, difficult, less change,feel embarrassed; Poor expression, less words; Expect to
guidance), the time expectation (Keywords: Lack of time, limited; Writing tasks takes a long time;
Insufficient time planning), impacted by emotional influences (Keywords: Assignment, pressure;
External influence, environment), worry about habit formation (Keywords: Although the concept had

taken shape, behavior still lags behind).

Discussion

The Chinese government has clearly stated in the currently implemented Healthy China
Initiative (2019-2030) that corresponding health education courses should be set up according to
different stages of school education, and health education course resources should be developed
and expanded. It is also required to formulate construction norms and evaluation indicators for
health cell projects such as healthy communities, healthy departments (enterprises), and healthy
schools.

This study showed that focusing on guidance and behavioral training would help men
improve their level of gratitude. This study designed 2 gratitude intervention activities in terms of

body function and body appearance. The results showed that the intervention activities had a
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significant promotion effect on men's gratitude levels, which in turn also increased the level of body
appreciation and intuitive eating (Dunaev et al., 2018; Jans-Beken et al., 2019). The findings provided
support for addressing men's body appreciation and intuitive eating through a short, simple gratitude
intervention. Current research showed that men and women were equally concerned with the
themes of physical appearance, function, and health (Dunaev et al., 2018; Purkiss, 2022). This study
found that the effects of “functional appreciation” and “appearance appreciation” interventions
were similar in male groups, but compared with previous study on female groups, the effect of
“appearance appreciation” in female groups was more pronounced than that of “functional
appreciation” (Purkiss, 2022). This provided an effective basis for future intervention of different
gender groups.

In the future, the researcher could develop more similar intervention activities and further
explore the intervention methods to improve men's gratitude ability. Moreover, our study also found
some clues that might be used to explain the previous gender differences in levels of gratitude,
body appreciation and intuitive eating. In the qualitative analysis section, the researcher extracted
the sub-theme “The challenges of Self-exploration” in the fourth theme (About the limitation),
which included the more frequent keywords, such as “Limitations, narrowness and inadequacy in
thinking, unaccustomed, difficult, less change, feel embarrassed, Poor expression(language), less
words, Expect to guidance”. The sub-theme “Impacted by emotional influences” was also extracted,
which expressed that male participants were vulnerable to the “purpose and task” of the activity,
and they felt that participating in the gratitude task was an invisible pressure. At the same time, they
also say that they were vulnerable to the influence of the outside world (others) and other
circumstances, leading to negative emotions, limiting the initiative and enthusiasm of introspection
thinking. When the sub-theme of “Worry about habit formation” was extracted, participants said that
the activity helped them raise their awareness of gratitude, but they were more concerned about
their behavior change and development, which needs to be strengthened. Men seem to be more
rational.

Therefore, when the researcher conducts health interventions for men in the future, in
addition to forming awareness, the researcher needs to focus on how to develop behavior habit.
The researcher need to create a relaxed and comfortable working environment for men. And
strengthen and refine the guidance of the participants' activity process, especially the timely
feedback after each activity, the participants' language expression and guidance of effective
introspection. Meanwhile, the researcher should also pay attention to and do a good job in the
intervention and treatment of the negative emotions during the activities, so as to improve the effect

of the intervention activities, and truly form the behavior habits with positive quality.
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Through quantitative and qualitative analysis, this study found that increasing gratitude levels
could promote levels of body appreciation and intuitive eating in Chinese male college students.
One-week online intervention had a better promotion effect on gratitude. Both Body-appearance
intervention and Body-function intervention haves a better promoting effect on men. In the future,
they could be used to promote levels of gratitude, body appreciation, and intuitive eating among

men. This will help enrich and innovate the practice of health literacy training for students and staff.

Recommendation

The researcher used online measurement methods, and all the questions used self-
assessment questionnaires. The measurement methods were self-reported. Some scales contain
fewer questions, which were prone to measurement errors due to the influence of social approval.
The intervention activities were not taken long enough, which may not benefit the formation of
behavioral habits in the short term. And the time interval between the pre-test and post-test was
relatively short, which might produce memory effect. Insufficient guidance to participants (no
feedback to participants after completion of each writing task) might affect the effect of the
intervention. In future, could add the longitudinal studies to assess the long-term effects of
interventions, and design more abundant, more interesting, easier to operate, more targeted

intervention activities to enrich the practice of health education.
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Abstract

Given the accelerated growth of social media, problematic social media use has emerged as
a research hotspot in the field of psychology, especially among university students. The objective
of this investigation is to explore the influence mechanism of social anxiety and loneliness on
problematic social media use, and focuses on examining the mediating role of maladaptive cognition
in this process. Based on the data analysis of 463 Chinese college students, this study uses structural
equation modeling (SEM) for verification. The results show that both social anxiety and loneliness
significantly and positively predict problematic social media use, while maladaptive cognition plays
a partial mediating role in this process. This finding not only reveals the potential psychological
mechanism of problematic social media use but also highlights the key role of maladaptive
cognition, providing new theoretical basis and practical implications for the innovative education

and management intervention of problematic social media use
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Introduction

With the rapid development of new media and mobile communication technology, social
media has gradually evolved into an indispensable communication platform in modern society,
which has profoundly shaped people's psychological perception, cognitive mode and daily behavior.
The current generation of college students had grown up alongside the swift advancement of the
Internet and social media. For them, social media and networks served not just as a communication
tool, but also an important part of their lifestyle. And because of that, they were at a higher risk of
becoming the "vulnerable group" due to excessive use and over-reliance on problematic social
media use. Research indicated that this risk existed among university students in China (Dai et al,,
2022), and approximately 6% of college students in China experience issues associated with
problematic Internet usage (Gong and Liang, 2019).

Problematic social media use involved a pattern of behavior characterized by prolonged and
intense engagement with social media platforms, which adversely affected a person's physical,
psychological, and behavioral health, however, this impact did not meet the diagnostic criteria for
mental disorders as outlined in the Diagnostic and Statistical Manual of Mental Disorders (DSM-5)
(Jiang et al., 2016). A large number of empirical studies showed that social anxiety and loneliness
were the two main predictors of problematic social media use (e.g. Ma, 2022; Pi and Li, 2023). Social
anxiety and loneliness showed a strong positive association with problematic social media use and
acts as a significant predictor for it. (e.g., Peng, et al., 2020; Zhao et al., 2022; Wang, 2021; Wu, Huang
and Yang, 2024; Harlendea and Kartasasmita, 2021; Smith, 2022; Huang, 2022; Wu, Feng and Zhang,
2024).

From the perspective of psychological mechanism, maladaptive cognition involves how
people assess their social requirements in both real-life and online contexts (Davis, 2001). Studies
have indicated that maladaptive cognitions play a mediating role between social anxiety and
smartphone addiction (Zhou et al.,, 2021). Similarly, FOMO (fear of missing out), as a specific
manifestation of maladaptive cognitions, also exhibits partial mediating effects in the path where
loneliness influences problematic social media use (Tang, 2022; Przybylski et al., 2013).

Although existing studies have initially revealed the mediating role of maladaptive cognition
between relevant psychological variables and problematic media use, however, existing research on
maladaptive cognition had mainly focused on its relationship with internet addiction, online game
addiction, mobile phone addiction, and social network usage, etc. Empirical research examining the
association between maladaptive cognition and problematic social media use remains relatively
limited. Especially in the Chinese context, relevant research is scarce. Therefore, it was particularly
important to deeply explore how social anxiety and loneliness affect problematic social media use

through maladaptive cognition.
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Building on the above foundation, this study primarily explores how social anxiety and
loneliness interact to influence individuals' problematic social media use, with a specific emphasis
on the mediating function of maladaptive cognition in this process, and provides a valuable reference
for the construction of educational intervention and management strategies for problem social

media use.

Research Objective
1. To explore the influence mechanism of social anxiety and loneliness on problematic
social media use.

2. To examine the mediating role of maladaptive cognition in this process.

Literature Review

The relationship between social anxiety and problematic social media use

Research had indicated a connection between social anxiety and problematic social media
use. People who experience social anxiety tend to favor online interactions over in-person ones and
often engage with social media in a more problematic manner. Compared to their peers, Individuals
with elevated social anxiety levels appear to utilize social media more frequently (Dempsey et al.,
2019). Social anxiety had been recognized as a considerable risk factor that may contribute to
problematic use of social media (Ruggieri et al., 2020; Chu et al., 2021).

Numerous studies had confirmed that social anxiety shows a strong positive association with
problematic use of social media and acts as a significant predictor for it. (e.g., Jiang, 2020; Peng, et
al., 2020; Tong, 2019; Zhao et al,, 2022; Wang, 2021; Wu, Huang and Yang, 2024). Given this robust
relationship, Social anxiety ought to be taken into account when treating problematic social media
use (Wu et al,, 2024)

In view of the above literature on social anxiety and problematic social media use, the
following hypotheses are proposed to study and test the relationship between the two:

Hypothesis 1: Social anxiety is positive predictor of problematic social media use.

The relationship between loneliness and problematic social media use

Loneliness is referred to be the disparity between an individual's expectations of intimacy
and the actual experiences encountered during social interactions (Russell, 1996). Individuals who
experience a heightened sense of loneliness exhibit a higher susceptibility to participate in
problematic social media use (Btachnio et al., 2016). Jiao (2016) found that the more loneliness, the

more likely they are to broaden their interpersonal circle through WeChat, and the greater their
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tendency to frequently utilize the Internet for alleviating loneliness. In 2016, Jiang et al. mentioned
that specific negative emotions are the direct cause of teenagers' problematic social media use.

Obviously, loneliness, as a negative emotion, has a connection to problematic social media
use. As loneliness levels in individuals rose, their problematic social media use also increased. so
they tend to increase their frequency of social interactions via social media platforms (O 'Day and
Heimberg, 2021). And were more inclined to pursue social satisfaction through online platforms
(Smith, 2022). High levels of loneliness are a risk element for problematic social network use
(Morahan-Martin and Schumacher, 2000).

Through quantitative analysis, research had shown that loneliness was a strong positive
indicator of problematic social media use within the university student population. Studies by
Ceyhan et al. (2008) and Ozdemir et al. (2014) demonstrated a positive association between
loneliness and problematic social media usage. This finding that was subsequently corroborated by
the research of Tang (2022). In addition, Chen et al. (2022) and Wu, Feng and Zhang (2024) also
highlighted a significant positive predictive association between loneliness and problematic social
media use. A thorough investigation carried out by Song et al. (2014) using a meta-analysis approach
reached similar conclusions, confirming a positive association between loneliness and problematic
social media use. Huang (2022) also demonstrated that the stronger the feeling of loneliness, the
more intense the negative behaviors exhibited on the problematic behavior on social media.

These views were consistent with the need-satisfaction theory, and loneliness, which arises
from an unfulfilled psychological need, frequently drives people seek social media as a form of
compensation. Within this offsetting mechanism, individuals could elevate both how often and how
intensely they engage with social media, which can result in problematic usage (Chen et al., 2015).

Based on the above-mentioned literature on loneliness and the problematic social media
use, the following hypothese is proposed to study and test the relationship between the two:

Hypothesis 2: Loneliness is a positive predictor of problematic social media use.

The mediation of maladaptive cognition

Maladaptive cognition involves how people assess their social requirements in both real-life
and online contexts. They tend to perceive the online environment as more beneficial than reality,
believing that their virtual identity is an improvement over their offline persona, so forming an overly
positive evaluation and expectation of the Intermet (Davis, 2001). Maladaptive cognition was linked
to issues related to problematic Internet usage (Zhou et al.,, 2019). Nwufo et al. (2022) proposed
that maladaptive cognition exerts a direct influence on problematic Internet use of teenage students,
and the two are positively correlated. Zhang et al. (2020) also found comparable findings, suggesting

that maladaptive cognition serves as a significant predictor of problematic Internet use.
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Research has shown that maladaptive cognition as a mediating factor between social anxiety,
loneliness and problematic social media use. Davis (2001) proposed that distal psychological factors
such as social anxiety, loneliness and so on influenced individuals' internet use behaviors through
the mediation of maladaptive cognitive factors, ultimately leading to internet addiction.But this
research conclusion was drawn from the study of non-Chinese samples. Some researchers took
Chinese college students as the research object and used maladaptive cognition as mediating
variable to examine th connection between social anxiety and mobile phone addiction, and reached
the same conclusion. That was to say, the research results indicated that maladaptive cognition
acted as a mediator within the connection between social anxiety and mobile phone addiction
(Zhou et al,, 2021). Another study used fear of missing out (FOMO) as mediating variable to
investigate how loneliness correlates with problematic social network use within Chinese
undergraduate and master's students. The findings indicated that FOMO could play a partial
mediating role in the effect of loneliness on problematic social network use (Tang, 2022). As a
maladaptive psychological phenomenon caused by social comparison and cognitive bias, FOMO was
considered as a manifestation or form of maladaptive cognition, which was supported by
psychological research (Przybylski et al., 2013).

Based on the literature of the above research, therefore, we propose the following
hypotheses:

Hypothesis 3: Maladaptive Cognitions is the mediator between social anxiety and
problematic social media use.

Hypothesis 4: Maladaptive Cognitions is the mediator between loneliness and problematic

social media use.

Research Framework

Based on the above literature and the hypothesis proposed according to the literature

analysis, this study puts forward a theoretical framework, as shown in Figure 1.

Problematic social
media use

Figure 1 Research Framework
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Research Methodology

Research Design

This study employed a quantitative research design, utilizing a questionnaire to gather data
from undergraduate students at various universities in Guangxi Province, China.

Sample

The study involved undergraduate students from various universities in Guangxi Province,
China, recruited through convenience sampling. Participation was voluntary and unpaid.

Research Instrument

1. Problematic social media use questionnaire

The problematic social media use questionnaire was developed by Van Roojj et al.in 2017.
The questionnaire utilized a 5-point Likert scale for scoring based on how often, 1 indicates “never,”
and 5 corresponds to “very often.” Higher scores reflect more serious problematic social media use.
The initial version of the questionnaire was developed in English, so the study translated the
problematic social media use questionnaire into Chinese to ensure the cross-cultural adaptation.
Confirmatory factor analysis revealed that the translated subscales all maintained the
unidimensional structure of the original scale. In the current study, the internal consistency reliability
of the scale was found to be 0.805.

2. Interaction Anxiousness Scale

This study will employ the Interaction Anxiousness Scale created by Leary in 1983 to assess
social anxiety levels. It consists of a unidimensional framework comprising 15 items in tota. Likert 5
points is adopted (1 means “not consistent at all” and 5 means “extremely consistent”). Elevated
scores reflect increased degrees of social anxiety. In the current research, the internal consistency
reliability coefficient for the scale was determined to be 0.837.

3. The Revised UCLA Loneliness Scale

The Revised UCLA Loneliness Scale (3rd edition) compiled by Russell in 1996. It consists of
20 items and is scored on 4 points. Use the scale of 1 (never) to 4 (often) to specify the frequency
with which you have experienced those feelings. The total scores for all 20 items are calculated,
resulting in a potential range of 20 to 80. A greater score on the scale reflects a higher degree of
loneliness. In the current study, the internal consistency reliability coefficient for the scale was
determined to be 0.874.

4. Maladaptive Cognitions Scale for Pathological Internet Use among Chinese
Adolescents

The Maladaptive Cognitions Scale for Pathological Internet Use among Chinese Adolescents

was constructed by Mai et al. (2012) and includes 12 items. The questionnaire consisted of three
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factors, namely social comfort (Items 1-4), distraction (items 5-8), and self-realization (Items 9-12).
It utilized a 5-point Likert scale, with ratings spanning from 1 to 5, with 1 indicating total disagreement
and 5 indicating full agreement. A high score reflects more pronounced maladaptive cognitions.
In this research, the internal consistency reliability coefficient for the scale was determined to be
0.898.

Data Collection

With ethical approval from Assumption University and permission from the dean, data was
collected using China's "Questionnaire Star" platform. After eliminating invalid questionnaires with
overly short response times or regular patterns of answering, a total of 463 valid questionnaires were
ultimately obtained. Most college students were aged between 18 and 23, accounting for 95.049%.
And 52.70% of the participants were male and 47.30% were females.

Data Analysis

This study employed path analysis based on correlation-covariance techniques using
Structural Equation Modeling (SEM). Data were analyzed using SPSS version 27.0 and AMOS version
26.0.

Findings

To elucidate the relationships among the variables, AMOS was used to test the model, with
results presented below:

The overall model fit was satisfactory (¥2/df = 2.72, AGFI = 0.92, GFI = 0.95, CFl = 0.97,
TLI = 0.96, NFI = 0.95, RMSEA = 0.06), indicating that the model effectively explained the associations
among the variables.

To further analyze the results, the researcher repeated sampling 5000 times according to
the Bootstrap method to calculate the direct effect of social anxiety (SA) and loneliness (LL) on
problematic social media use (PSMU) and Indirect effects through the mediation variable
(maladaptive cognition (MC)). The main results are as follows (See Table 1):

Findings from the mediational analysis demonstrated that the total effect of social anxiety
on problematic social media use was 0.390. Among them, the direct effect was 0.288, the indirect
effect was 0.102. It was indicated that maladaptive cognition is partially mediated between social
anxiety and problematic social media use. Similarly, the total effect of loneliness on problematic
social media use was 0.262. Specifically, the direct effect was 0.162, the indirect effect was 0.100,
and it was indicated that maladaptive cognition partially mediated between loneliness and

problematic social media use.
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To summarize, the results not only support the direct impacts of social anxiety and
loneliness on problematic social media use, but also support the partial mediation effect of
maladaptive cognition between social anxiety and problematic social media use, and also between

loneliness and problematic social media use.

Table 1 The direct effect of social anxiety (SA) and loneliness (LL) on problematic social media
use (PSMU) and Indirect effects through the mediation variable (maladaptive cognition

(MQ)

Mediation Effects

95% ClI
Mediation path B SE p
LB UB

Independent variable: SA

SA - MC- PSMU (Indirect effect) 0.102 0.028 0.000 0.055 0.166
SA -PSMU (Direct effect) 0.288 0.060 0.000 0.172 0.407
SA - PSMU (Total effect) 0.390 0.058 0.000 0.276 0.502
Independent variable: LL

LL- MC- PSMU (Indirect effect) 0.100 0.032 0.000 0.048 0.178
LL- PSMU (Direct effect) 0.162 0.068 0.023 0.024 0.292
LL- PSMU (Total effect) 0.262 0.071 0.001 0.115 0.389

Discussion

The relationship between social anxiety and problematic social media use

This study found that social anxiety and loneliness exhibited a significant positive predictive
influence on problematic social media use, indicating that a rise in social anxiety would lead
individuals to be more inclined to problematic social media use, and these relationship was highly
significant. This finding supports Hypothesis 1 of this study.

This outcome was in line with the conclusions of numerous studies both at home and
abroad. For instance, Gignac and Szodorai (2016) discovered that social anxiety was strongly
positively correlated with problematic social media use, indicating that people experiencing social
anxiety were more likely to engage in problematic social media use. Jiang et al.(2020) discovered
that Social anxiety demonstrated a statistically significant positive correlation with problematic social
media engagement. Additionally, other studies, such as those by Peng et al. (2020), Wang (2021),
Zhao et al. (2022), and Wu, Huang and Yang (2024), had all confirmed a significant positive association
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between social anxiety and problematic social media use, along with the tendency for individuals
among social anxiety to be more prone to exhibit problematic behaviors.

Some studies suggested that social anxiety was significantly linked to an elevated risk of (Chu
et al, 2021; Ruggieri et al, 2020). Individuals exhibiting higher social anxiety levels showed a
preference for online communication compared to in-person exchanges. and their behavior patterns
on social media were often more problematic. Compared to their peers, Individuals with social
anxiety used social media more frequently and were at a higher risk of developing dependence,
which in turn increased the likelihood of problematic social media use (Dempsey et al., 2019);
Individuals experiencing high levels of social anxiety might be more inclined to participate in
problematic social media use (Cheng et al,, 2019; Chu et al., 2021).

The relationship between loneliness and problematic social media use

This research found that loneliness has a significant positive predictive influence on
problematic social media use, suggesting that an increase in loneliness would lead individuals to
demonstrate a heightened predisposition toward problematic social media use, and this relationship
was highly significant. This finding supports Hypothesis 2 of this study.

And about the link between loneliness and problematic social media use, this result aligned
with the conclusions of related studies both domestically and internationally. For example, the
research by Ceyhan et al. (2008) and Ozdemir et al. (2014) revealed a positive connection between
loneliness and problematic social media use. Furthermore, Meshi et al. (2021) pointed out that the
more intense the feeling of loneliness, the more pronounced the problematic social media use.
Additionally, studies conducted by Tang (2022), Chen et al. (2022), Huang (2022), Smith (2022), and
Wu, Feng, and Zhang (2024) all upported the predictive significance of loneliness in problematic
social media use. Loneliness was widely recognized as a critical determinant of problematic social
media use (Morahan-Martin and Schumacher, 2000; O'Day and Heimberg, 2021). So It could be seen
from this that the higher the degree of loneliness among Chinese college students, the more serious
their problematic social media use.

Maladaptive cognition as a mediating factor between social anxiety, loneliness and
problematic social media use

This research identified that maladaptive cognition partially mediates the impact of social
anxiety and loneliness on problematic social media use. This finding supported hypothesis 3 and
hypothesis 4 of this study.

This conclusion aligns with previous related studies. For instance, Davis (2001) and Mai et al. (2012)
proposed that distal psychological factors like social anxiety and loneliness influence individuals'

internet use behaviors through the mediation of maladaptive cognitive factors, ultimately leading to
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internet addiction. Zhou et al. (2021) further pointed out that maladaptive cognition plays a crucial
mediating role between social anxiety and smartphone addiction, indicating that maladaptive
cognition acts as a key link between social anxiety and problematic online behaviors. Tang (2022)
further identified "Fear of Missing Out" (FOMO) as a manifestation of maladaptive cognition and
explored the impact of FOMO within the connection between loneliness and problematic social
media use among university students. The research findings further verified the key role of
maladaptive cognition in this process.
In conclusion, the research results indicate that both social anxiety and loneliness show a

significant positive correlation with problematic social media use. Maladaptive cognition partially

mediates the association between social anxiety, loneliness and problematic social media use.

Recommendation

Although this study provides a valuable reference framework for the innovative management
of problematic social media use, it is important to recognize certain limitations. First, the utilization
of a cross-sectional design restricts the capacity to establish causal connections between social
anxiety, loneliness, maladaptive cognition, and problematic social media use. Researchers are
encouraged to adopt longitudinal approaches in future studies. Second, the reliance on self-reported
questionnaires for data collection might lead to biases related to social desirability. So future
investigations could integrate supplementary techniques, such as conducting interviews, or utilizing
physiological measures. Lastly, the sample was confined to college students from a particular area
in China. Broadening the scope of participants to encompass individuals from varied regions, age

brackets, and cultural contexts would facilitate broader applicability of the findings.
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Abstract

This study explores the application of artificial intelligence (Al), specifically Custom GPT, in
automating quotation document management. The research focuses on extracting product details,
product codes, and other relevant information from PDF documents and converting them into
structured Excel formats. A total of 18 quotation samples from two major customers were analyzed.
The primary objectives are to compare the performance of Al-driven processing with manual data
entry and to develop methods for reducing redundant tasks in document handling. Experimental
results demonstrate that Custom GPT significantly reduces processing time. Performance analysis
indicates that ChatGPT improves efficiency by 70-90% in automating product data entry compared
to manual input by employees. The findings suggest that Al technology enhances operational
efficiency, minimizes errors, and allows employees to focus on higher-value tasks such as market
analysis and customer relationship management. This research also provides guidelines for
integrating Al into document management processes, offering a foundation for future Al-driven

business applications.

Keywords: Artificial Intelligence, Custom GPT, Document Automation, Al-Driven Processing
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Introduction

In the digital era, efficient business document management is essential for organizational
operations and administration. Among various types of business documents, quotations play a crucial
role as they contain product details, unit prices, and payment terms, influencing decision-making
processes for both buyers and sellers. However, traditional paper-based document management
poses significant limitations, particularly in terms of search efficiency and data entry accuracy.

Artificial Intelligence (Al) has emerged as a transformative solution to these challenges,
offering advanced capabilities for optimizing document processing. Al consists of two major
components: Machine Learning (ML) and Deep Learning (DL). Machine Learning acts as the
computational core, utilizing statistical algorithms to enable computer systems to learn from data
and improve performance over time. Deep Learning, an advanced subset of ML, simulates human
cognitive processes through artificial neural networks, which typically include four key layers: the
Input Layer, responsible for receiving data; the Hidden Layer, which processes and analyzes
information; the Output Layer, where activation functions determine the final computational
outcome; and the Prediction Layer, which generates decisions based on model predictions
(Goodfellow, Bengio, and Courville, 2016).

Leveraging these Al advancements, ChatGPT—developed by OpenAl—demonstrates
significant potential in transforming document management practices. As an Al-powered chatbot,
ChatGPT facilitates the conversion of paper-based documents into digital formats and effectively
processes unstructured or semi-structured data into structured, machine-readable formats. The
continuous evolution of the GPT model, from GPT-1 to the current iteration, has introduced
substantial improvements. GPT-3 excels in generating complex textual responses, answering factual
queries, and performing language translations, while GPT-4 further enhances these capabilities
through multimodal processing, integrating both text and images, and employing Reinforcement
Learning from Human Feedback (RLHF) to improve response accuracy (OpenAl, 2023).

This research explores the application of ChatGPT in streamlining business document
management, focusing on its ability to enhance data extraction, organization, and processing
workflows. The study highlights key advantages such as flexibility in handling diverse document
formats, automation of repetitive tasks, reduction of processing time and human errors, and
continuous improvement through Al-driven learning mechanisms. By addressing the inefficiencies of
traditional document management, Al-driven solutions such as ChatGPT present a significant
opportunity to revolutionize organizational workflows, enabling more efficient, accurate, and

scalable business operations.
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Research Objective

To explore the application of artificial intelligence (Al), specifically Custom GPT, in

automating quotation document management.

Research Methodology

Research Design

This study employs experimental research to examine the application of ChatGPT in
enhancing business document management efficiency. The research follows a structured five-step
methodology

Population and Sample

The study identifies the relevant population involved in document management and
establishes criteria for selecting documents for experimentation, ensuring representation of real-
world business document types and challenges. This study defines the population and sample by
dividing it into two key components: quotation documents and sales representatives. The details of
the sample selection process are as follows:

1. Quotation Documents: The selection of quotation documents was conducted using
purposive sampling, focusing on projects from two major brands that collectively account for more
than 80% of all quotation documents within the company. A total of 18 project quotations were
selected for evaluation, specifically to assess the effectiveness of ChatGPT in processing and
extracting essential information and formatting documents to be ready for the sales process

2. Sales Representatives: Sales representatives were selected using purposive samples, with
three employees chosen based on varying levels of experience and proficiency in handling sales
documents. This selection aims to test the use of ChatGPT in extracting information from BOQ
documents, creating the quotation from information in BOQ, evaluating the ease of use of ChatGPT
tool, and analyzing the feasibility of integrating Al technology into daily operations.

Data Collection

Data collection was carried out by the researcher personally from the specified sample.

Data Analysis

1. Analysis of existing workflows: A detailed as-is process analysis is conducted to identify
inefficiencies and bottlenecks. Baseline data on processing time, accuracy, and workflow
performance are collected for comparison.

2. Al-based solution evaluation: The study assesses the capabilities and limitations of
Generative Al, focusing on prompt engineering and optimization techniques. A framework is

developed for integrating Al into document management processes.
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3. Al implementation and workflow enhancement: A new Al-driven workflow is developed,
tested, and refined to improve document processing efficiency. The system is validated through real-
world applications to ensure effectiveness.

4. Comparative Analysis and Performance Evaluation: Post-implementation data on
processing time, accuracy, and resource utilization are compared with baseline metrics. The findings

are analyzed to evaluate Al's impact, leading to conclusions and recommendations.

Findings

1. Analysis of existing workflow

The field study on the process of generating quotations from the Bill of Quantities (BOQ) has
revealed significant inefficiencies that contribute to delays in operations. The current workflow as
shown in Figure 1 is complex and time-consuming, requiring employees to manually extract and
transfer data from the BOQ to the quotation document. This process involves multiple critical data
points, including customer information, project name, item descriptions, quantities, and unit prices.
Moreover, employees must convert product codes from manufacturer-specific formats to the
company's internal coding system and recalculate prices in cases where the BOQ values do not
include value-added tax (VAT). Given that most sales transactions involve large-scale project orders,
the data transfer from the BOQ to the quotation consumes approximately 80% of the total
processing time. This inefficiency highlights the need for process improvements to enhance
productivity and accuracy in quotation preparation. Table 1 presents the time (in minutes) taken by
three employees to complete quotation documents for various projects, allowing for a comparative

analysis of their efficiency

Returning to
Customer

Returning to
Customer

Not Available

Checking
Items
availability

BOQ From
Customers

Verifying
BOQ

Searching
customer name

Correct

A

Replacing Manufacturer's product
code with company’s product code

SKU number
searching

Creating quotation
document in Excel

v

Manually retype the data
from BOQ to quotation
document

Include VAT

Verify Price
in BOQ

Not Include
VAT

v

Calculating the
price with VAT
item by item

Inserting item
price to quotation
item by item

—»

v

Printing final

quotation

Verifying final
quotation

Summarizing the
total sales

Figure 1 The current workflow
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Table 1 Time spent by three employess to complete quotation from BOQ

Project Number Process Time (Minutes)
Employee A Employee B Employee C Average

101 10.50 11.30 12.55 11.45
102 10.47 11.02 12.30 11.26
103 10.52 12.31 12.20 11.54
104 15.20 16.50 16.54 16.21
105 24.56 25.30 25.49 25.25
106 23.24 25.25 25.49 24.52
107 19.54 20.34 24.21 21.36
108 119.30 132.45 134.01 128.45
109 3.65 531 5.01 4.52

110 10.02 10.30 10.46 10.26
111 13.40 13.54 13.47 13.47
112 13.04 13.41 13.26 13.24
113 3.01 3.54 3.25 3.27

114 8.03 8.21 8.14 8.13

115 5.56 6.32 6.34 6.07

116 15.46 15.55 16.05 15.69
117 12.45 13.23 14.01 13.23
118 28.31 28.23 28.45 28.33

2. Al-based solution evaluation

To address delays in the quotation creation process from BOQs (Bill of Quantities), the
researcher chose to implement Custom GPT, a tool within the Generative Al family, as the primary
solution for assisting employees. The primary objective was to support the management and
processing of data contained in quotation documents. The tool was developed to extract key
information such as product names, quantities, prices, and additional details, thereby significantly
reducing the time required for manual data entry and minimizing potential errors from human input.
One of the key advantages of Custom GPT is its ability to retain and reuse learned patterns without
requiring repeated interaction with the GPT system. This feature enhances operational efficiency and
reduces processing time by enabling the system to recognize patterns and automatically apply them
to similar tasks. In this study, the researcher specifically tailored Custom GPT to address

organizational requirements. Key components of the development process include:
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(1) Knowledge Base Customization: The system was integrated with a database
containing product codes, product names, barcodes, and vendor product codes. This enabled
accurate data mapping and allowed the system to reuse the mapped information without requiring
additional manual input.

(2) Specialized Capabilities: The tool was designed to extract data from quotation
documents and automatically map it to the product database. This process was optimized to ensure
efficient repetition for documents with similar formats, enhancing reliability and speed.

(3) Interactive Pattern Customization: The system was trained to recognize and process
standardized workflows, enabling it to handle repetitive tasks without the need for reconfiguration.
This customization enhanced the consistency of results and reduced the need for human
intervention.

(4) External APl Integration: The system was integrated with external APIs to retrieve data
from external sources and collaborate seamlessly with other software systems. This feature allows
continuous operation without requiring reconfiguration for each use.

By developing this system, the researcher not only addressed the issue of processing delays
but also established a standardized and consistent workflow. The ability of Custom GPT to replicate
tasks with high precision based on pre-designed workflows improved overall operational efficiency
and reduced errors caused by human repetition.

3. Al implementation and workflow enhancement

Following the selection of Custom GPT as the primary tool for this study, the researcher
focused on developing a system that prioritizes prompt engineering to enhance communication with
the model. The primary goal was to facilitate accurate data extraction from documents, including
key details such as project name, customer name, price validity date, quotation number, and tabular
data such as product codes, item names, vendor product codes, quantities, unit prices, and net
prices. The development process adhered to four fundamental principles:

1) Role Definition (Persona): The system was assigned the role of a "Quotation Processor"
to ensure that its operations aligned with the intended purpose of creating and managing quotations
effectively

2) Task Specification: Four primary tasks were defined for the system

- Data extraction from quotation documents, covering customer information,
product codes, item names, quantities, and prices.

- Mapping product codes from vendors in the BOQ to the internal product codes of
the organization

- Identifying items with prices exclusive of VAT.

- Calculating VAT-inclusive prices for items listed without VAT
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3) Context Setting: A foundational database linking internal product codes with vendor
product codes was integrated into Custom GPT's knowledge base. This allowed the system to
automatically map and process data without requiring manual intervention.

4) Output Formatting: The output was designed to be presented in Excel table format,
with the ability to export the data as an Excel file for further use. The table includes all relevant
fields, ensuring the data is well-structured and ready for practical application.

By incorporating these principles, the system was tailored to meet the specific needs of the
quotation generation process. The focus on prompt design and system customization ensured
efficient data processing and output accuracy, significantly enhancing the user experience. Figure 2
illustrates the prompts used to interact with ChatGPT, guiding it through the designed processes for

document management automation.

This GPT assists in creating formatted Excel tables based on specific input requirements. It processes vendor-provided
data from ‘BOQ_from_vendor.pdf’ or ‘BOQ_from_ vendor.jpeg’. They will be many items. Please extract them all in the
file without making me wait long time and uses a mapping file ‘Products_Cotto.xlsx” or knowledge file to match vendor
product codes or barcode with company article IDs. The resulting table includes columns such as ‘Description’, ‘Product
Code’, ‘Quantity’, ‘Unit Price’, ‘Net Price’, and ‘Net Price incl. VAT’. The headers are bold, monetary values are rounded
to two decimal places, and column widths are adjusted to fit content. A summary row at the bottom shows the total
net price including VAT. It also extracts customer information like ‘Project Name’, ‘Customer Name’, ‘Quotation
Number’, and ‘Price Validity Date’ from the BOQ file, placing it at the top of the table. The output is saved as
‘Test Cotto  with_newprompt.xlsx’. It ensures completeness and accuracy of all data, handling unmatched items by

labeling them as ‘Not Found’.

Figure 2 The prompt used in this study

The framework for processing data from BOQ documents to generating quotation outputs in
Excel format can be summarized into four components as follows.
1) Actor System
- Document upload: users upload BOQ documents into the system for processing.
- Feedback provision: users can provide feedback or specify necessary corrections
to improve the system's performance.
2) Generative Al System
- Data extraction: the Al system extracts key information from the uploaded
documents, such as project details, product codes, quantities, and prices.
- Data validation: extracted data is validated for accuracy and consistency before

proceeding to subsequent processing steps
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3) OCR (Optical Character Recognition) System
- Document processing: the OCR system converts textual content in the uploaded
documents into a digital format that can be processed by the Al.
4) Database System
- Data Mapping: extracted data is mapped to the reference database, which contains
product codes, item names, and vendor information, ensuring accurate alignment.
- Output Generation: the system generates an Excel file with all relevant data
organized into a structured format, ready for further use.

This system architecture enhances operational efficiency by integrating the functionality of
each component seamlessly. The structured collaboration between these components ensures
higher accuracy, reduced complexity, and a streamlined process. Each component plays a distinct
role while being interconnected, resulting in a cohesive and efficient workflow

The adoption of Custom GPT to replace manual processes in generating quotations from Bill
of Quantities (BOQ) has significantly streamlined workflow operations. By leveraging the Al system’s
capabilities, several manual steps have been eliminated, reducing the complexity and time required
for data processing. Figure 3 illustrates the traditional workflow, highlighting the processes that have
been replaced by Al-powered automation in ChatGPT. Meanwhile, Figure 4 presents the optimized
workflow after the integration of Custom GPT, demonstrating a more efficient and automated
approach to quotation generation. This transformation not only enhances efficiency but also
minimizes human intervention, ensuring greater accuracy, faster processing, and improved
standardization in quotation preparation.

Returning to Returning to *

Customer Not Available

Customer

Checking
Items
availability

BOQ From
Customers

Veritying
BOQ

Searching
customer name

Correct

Replacing Manufacturer's product SKU number Creating quotation
code with company’s product code searching document in Excel

v

Include VAT +

Manually retype the data Verify Price Calculating the Inserting item
from BOQ to quotation in BOQ price with VAT [~ price to quotation
document Not Include | item by item item by item
l VAT T
Replace by Printing final P Verifying final Summarizing the
CustomGPT + OCR quotation quotation total sales

Figure 3 The traditional workflow before using Custom GPT
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quotation quotation codes and prices that already includes tax Pprompt

Figure 4 The optimized workflow after the integration of Custom GPT

Limitations of The Study

The study’s findings are constrained by certain limitations that affect the generalizability of
the results. Firstly, the analysis was based on only 18 quotation samples from two major customers,
which limits the statistical power and diversity of the dataset. Such a small sample size may not
adequately capture the variability found in quotation documents across different industries or
organizational contexts. Secondly, the research was conducted within a single organization operating
in a specific business environment—namely, the processing of quotation documents for large-scale
project sales. This narrow scope restricts the applicability of the findings, as the workflows, systems,
and user behaviors observed may differ significantly in other companies or sectors with distinct

operational practices.

Conclusion

The study examined the workflow of employees in generating quotations from Bill of
Quantities (BOQ) before and after the implementation of Custom GPT. The results indicate a
significant reduction in unnecessary manual tasks and overall processing time. Key improvements
include Automated product data entry, Automated product code mapping, and Automated price
calculation with tax inclusion: The system eliminates the need for manual price adjustments.

The improvement in efficiency was quantified using the following formula for the percentage

reduction in processing time:

Time Before Al — Time After Al

Percent Time Reduction = - x 100
Time After Al

The evaluation was conducted on 18 sample projects, and the results demonstrated a

substantial increase in efficiency.

INYIGYUIRNNSSUIIA-NISIANIS UHIONEIGISIsnnaouguun
155



onsasudmNssullazn1sdanas O 10 aUURA 1 (UNS1AU-DNUNBU 2568)

According to the performance analysis, ChatGPT achieved an efficiency improvement of 70-
90% in automating product data entry, compared to manual input by employees. The qualitative
analysis, illustrated in the accompanying graph in Figure 5, validates the effectiveness of Custom

GPT in minimizing workload and optimizing workflow processes.

Percent Time Reduction
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60.00"
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Figure 5 Percent time reduction in data entry

The application of ChatGPT in automating quotation processing from customer Bills of
Quantities (BOQs) demonstrates significant improvements in efficiency, accuracy, and resource
optimization. By integrating Custom GPT, businesses can reduce document processing time, minimize
human errors, and streamline sales operations. The automation of data extraction and organization
enhances responsiveness, allowing sales teams to generate accurate quotations more quickly,
ultimately improving customer satisfaction. Additionally, the reduction of repetitive tasks enables
employees to focus on higher-value activities, while Al adoption fosters skill development and
organizational readiness for future technological advancements. The study highlights ChatGPT’s
potential in transforming traditional document management into a more efficient, error-free, and
data-driven process, providing organizations with a competitive advantage in an increasingly digital

business environment

Recommendation

Future research could explore the longitudinal impact of Al integration on business
operations, including how efficiency gains evolve over time and affect overall productivity. Studies
should also examine user adaptation and acceptance, focusing on learning curves, trust in Al outputs,
and changes in job roles. Additionally, conducting a comprehensive cost-benefit analysis would
provide valuable insights into the financial viability and return on investment of Al-driven document

automation systems in various organizational settings.
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