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Abstract

his research was 3 Ó 2 factorial designed, experimental study. The objectives

T of this study were to examine the main and the interaction effects of three

endorser types (i.e., celebrity, expert, and typical consumer) and two product types

(i.e., utilitarian and hedonic products) in advertisement on consumer responses, which

consisted of overall perceived risk, attitude toward the ad, attitude toward the brand,

and purchase intention. The experiment was conducted during April 2016. Two hundred

and four undergraduate students at Chulalongkorn University were served as the

experimental participants. The results presented that different types of endorser had

main effects on consumerûs attitude toward the ad and purchase intention. Moreover,

different types of product had main effects on consumerûs overall perceived risk, attitude

toward the brand and purchase intention. However, the interaction effects of the different

types of endorser and product on consumer responses were not found.

Keywords: Endorsers, Product types, Advertising, Consumer Responses,  Experimental

research
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∫∑§—¥¬àÕ
°“√«‘®—¬§√—Èßπ’È ‡ªìπ°“√«‘®—¬‡™‘ß∑¥≈Õß·∫∫ 3 Ó 2 ·ø§

∑Õ‡√’¬≈ ‚¥¬¡’«—μ∂ÿª√–�ß§å‡æ◊ËÕ»÷°…“º≈°√–∑∫À≈—°

·≈–º≈°√–∑∫‡™‘ßªØ‘�—¡æ—π∏å∑’Ë‡°‘¥®“°ª√–‡¿∑¢Õß

ºŸâ�π—∫�πÿπ�‘π§â“ (∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß ºŸâ‡™’Ë¬«™“≠ ·≈–

ºŸâ∫√‘‚¿§∑—Ë«‰ª) ·≈–ª√–‡¿∑�‘π§â“ (�‘π§â“∑’ËμÕ∫�πÕß

§«“¡μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬ ·≈–�‘π§â“∑’ËμÕ∫

�πÕß§«“¡μâÕß°“√¥â“πÕ“√¡≥å§«“¡√Ÿâ�÷°) „πß“π

‚¶…≥“μàÕ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§ ‰¥â·°à °“√√—∫√Ÿâ

§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡ ∑—»π§μ‘μàÕ‚¶…≥“ ∑—»π§μ‘μàÕ

μ√“�‘π§â“ ·≈–§«“¡μ—Èß„®´◊ÈÕ ‚¥¬∑”°“√«‘®—¬„π™à«ß

‡¥◊Õπ‡¡…“¬π æ.». 2559 °—∫π‘�‘μª√‘≠≠“μ√’ ®ÿÃ“≈ß°√≥å

¡À“«‘∑¬“≈—¬ ®”π«π 204 §π ®“°º≈°“√«‘®—¬æ∫«à“

ª√–‡¿∑¢ÕßºŸâ�π—∫�πÿπ�‘π§â“∑’Ëμà“ß°—π �àßº≈°√–∑∫

À≈—°„ÀâºŸâ∫√‘‚¿§¡’°“√μÕ∫�πÕß„π¥â“π∑—»π§μ‘μàÕ‚¶…≥“

·≈–§«“¡μ—Èß„® ◊́ÈÕ·μ°μà“ß°—πÕ¬à“ß¡’π—¬�”§—≠∑“ß�∂‘μ‘

�à«πª√–‡¿∑�‘π§â“„πß“π‚¶…≥“π—Èπ �àßº≈°√–∑∫À≈—°

„Àâ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§„π¥â“π°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß

‚¥¬¿“æ√«¡ ∑—»π§μ‘μàÕμ√“�‘π§â“ ·≈–§«“¡μ—Èß„® ◊́ÈÕ

·μ°μà“ß°—πÕ¬à“ß¡’π—¬�”§—≠∑“ß�∂‘μ‘‡™àπ°—π Õ¬à“ß‰√°Á¥’

ª√–‡¿∑¢ÕßºŸâ�π—∫�πÿπ�‘π§â“·≈–ª√–‡¿∑�‘π§â“∑’Ëμà“ß°—π

�àßº≈°√–∑∫‡™‘ßªØ‘�—¡æ—π∏åμàÕ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§

„Àâ·μ°μà“ß°—πÕ¬à“ß‰¡à¡’π—¬�”§—≠∑“ß�∂‘μ

§”�”§—≠: ºŸâ�π—∫�πÿπ ª√–‡¿∑�‘π§â“ °“√‚¶…≥“ °“√

μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§ °“√«‘®—¬‡™‘ß∑¥≈Õß

∫∑π”
°“√‚¶…≥“¬—ß‡ªìπ‡§√◊ËÕß¡◊Õ°“√�◊ËÕ�“√°“√μ≈“¥∑’Ë

‰¥â√—∫§«“¡π‘¬¡Õ¬Ÿà„πªí®®ÿ∫—π ∑—Èßπ’È Õ“®‡π◊ËÕß¡“®“°

Õ”π“®„π°“√§«∫§ÿ¡°“√�◊ËÕ�“√∑’ËÕ¬Ÿà„π¡◊Õ¢Õßπ—°°“√μ≈“¥

§«“¡�“¡“√∂‡¢â“∂÷ß°≈ÿà¡ºŸâ∫√‘‚¿§®”π«π¡“°‰¥â„π√–¬–

‡«≈“Õ—π�—Èπ (Fill, 2009) ·≈–‡∑§‚π‚≈¬’∑“ß°“√�◊ËÕ�“√

∑’Ë‰¥â‡¢â“¡“¡’∫∑∫“∑„Àâ√Ÿª·∫∫¢Õß‚¶…≥“�“¡“√∂æ≈‘°

·æ≈ßμ“¡‰ªæƒμ‘°√√¡¢ÕßºŸâ∫√‘‚¿§‰¥â ´÷Ëß�“¡“√∂‡ÀÁπ

‰¥â®“°°“√≈ß∑ÿπß∫ª√–¡“≥°“√‚¶…≥“∑—Èß„π�◊ËÕ‚∑√∑—»πå

�◊ËÕ¥‘®‘∑—≈ ·≈–�◊ËÕÕ◊ËπÊ ∑’Ë¡’°“√‡μ‘∫‚μ�Ÿß (‡ªî¥‡¡Á¥‡ß‘π

‚¶…≥“∑’«’¥‘®‘∑—≈ 21 ™àÕß„À¡à, 2559; ‡¡Á¥‡ß‘π‚¶…≥“ 3

‰μ√¡“�ªï 58; 2558; �¡“§¡‚¶…≥“¥‘®‘∑—≈, 2559)

¥—ß®–‡ÀÁπ‰¥â«à“ °“√≈ß∑ÿπ°—∫°“√‚¶…≥“®”π«π

¡“°∑”„ÀâºŸâ∫√‘‚¿§μâÕßæ∫‡®Õ‚¶…≥“μà“ßÊ ¡“°¡“¬„π

·μà≈–«—π ®π∑”„ÀâºŸâ∫√‘‚¿§‡√‘Ë¡‡æ‘°‡©¬μàÕ‚¶…≥“‡À≈à“π—Èπ

π—°°“√μ≈“¥®÷ß®”‡ªìπ∑’Ë®–μâÕß„™â°≈¬ÿ∑∏åμà“ßÊ ‡æ◊ËÕ¥÷ß¥Ÿ¥

§«“¡�π„®®“°°≈ÿà¡‡ªÑ“À¡“¬ ‡æ◊ËÕ�√â“ß°“√√—∫√Ÿâ·≈–‚πâ¡

πâ“«„®ºŸâ∫√‘‚¿§ ÷́ËßÀπ÷Ëß„π°≈¬ÿ∑∏å∑’Ë‰¥â√—∫§«“¡π‘¬¡‰¥â·°à

°“√„™âºŸâπ”‡�πÕ (Presenter) À√◊ÕºŸâ�π—∫�πÿπ�‘π§â“

(Tellis, 1998)

°“√„™â∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß (Celebrity) π—∫‡ªìπ

ª√–‡¿∑¢ÕßºŸâ�π—∫�πÿπ�‘π§â“∑’Ë‰¥â√—∫§«“¡π‘¬¡�Ÿß ‡π◊ËÕß

®“°π—°°“√μ≈“¥‡™◊ËÕ«à“ ∫ÿ§§≈¥—ß°≈à“«®–�“¡“√∂∑”„Àâ

ºŸâ∫√‘‚¿§�π„® ®¥®”μ√“�‘π§â“ �√â“ß§«“¡·μ°μà“ß„Àâ°—∫

�‘π§â“„π°≈ÿà¡�‘π§â“ª√–‡¿∑‡¥’¬«°—π √«¡‰ª∂÷ß�“¡“√∂

∂à“¬∑Õ¥§«“¡À¡“¬·≈–�√â“ß¿“æ≈—°…≥å„Àâ°—∫μ√“�‘π§â“‰¥â

(G. Belch & M. Belch, 2012; H. Friedman & L.

Friedman, 1979; McCraken, 1989; Solomon,

2015) Õ¬à“ß‰√°Á¥’ °“√„™â∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß‰¡à‰¥â¡’§«“¡

‡À¡“–�¡°—∫∑ÿ°ª√–‡¿∑�‘π§â“ ‚¥¬®“°º≈�”√«®¢Õß

π‘¥â“‚æ≈√–∫ÿ«à“ °“√„™â∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ßÕ“®‡À¡“–�¡

°—∫�‘π§â“∑’Ë‡°’Ë¬«¢âÕß°—∫§«“¡¥÷ß¥Ÿ¥„®‡∑à“π—Èπ (π‘¥â“‚æ≈,

2557) ‡™àπ‡¥’¬«°—∫ß“π«‘®—¬®”π«πÀπ÷Ëß∑’Ëæ∫«à“ °“√„™â

∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß®–¡’ª√–�‘∑∏‘º≈�Ÿß ‡¡◊ËÕæ«°‡¢“

�π—∫�πÿπ�‘π§â“∑’Ë¡’§«“¡¥÷ß¥Ÿ¥„® (Kamins, 1990;

Kamin & Gupta, 1994)

∑—Èßπ’È ‡¡◊ËÕ∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß‰¡à‰¥â¡’ª√–�‘∑∏‘º≈∑’Ë¥’

°—∫∑ÿ°ª√–‡¿∑�‘π§â“ π—°°“√μ≈“¥®÷ß„™âºŸâ�π—∫�πÿπ�‘π§â“

ª√–‡¿∑Õ◊ËπÊ ¥â«¬ ‰¡à«à“®–‡ªìπ°“√„™âºŸâ‡™’Ë¬«™“≠ (Expert)

À√◊ÕºŸâ∫√‘‚¿§∑—Ë«‰ª (Typical Consumer) ‡æ◊ËÕÀ«—ß„Àâ

§«“¡‡™’Ë¬«™“≠ À√◊Õ§«“¡‡À¡◊Õπ√–À«à“ßºŸâ�àß�“√·≈–

ºŸâ√—∫�“√�àßº≈μàÕ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§ ‚¥¬¡’ß“π

«‘®—¬∑’Ë√–∫ÿ«à“ °“√„™âºŸâ‡™’Ë¬«™“≠·≈–ºŸâ∫√‘‚¿§∑—Ë«‰ª°Á



«“√ “√°“√ª√–™“ —¡æ—π∏å·≈–°“√‚¶…≥“  ªï∑’Ë 11 ©∫—∫∑’Ë 2 2561   ...61

�“¡“√∂‚πâ¡πâ“«„®„ÀâºŸâ∫√‘‚¿§¡’§«“¡§‘¥ ∑—»π§μ‘ ·≈–

§«“¡μ—Èß„®´◊ÈÕ„π‡™‘ß∫«°‰¥â ´÷Ëß¢÷ÈπÕ¬Ÿà°—∫ª√–‡¿∑�‘π§â“

À√◊Õ∫√‘°“√∑’ËºŸâ�π—∫�πÿπ�‘π§â“·μà≈–ª√–‡¿∑π”‡�πÕ¥â«¬

(D. Biswas, A. Biswas, & Das, 2006; Freiden,

1982; H. Friedman & L. Friedman, 1979; M.

Stafford, T. Stafford, & Day, 2002)

Õ¬à“ß‰√°Á¥’ ·¡â®–¡’°“√»÷°…“°“√„™âºŸâ�π—∫�πÿπ

�‘π§â“√à«¡°—∫�‘π§â“ª√–‡¿∑μà“ßÊ ·μà°Á¬—ß‰¡àæ∫º≈°“√

«‘®—¬∑’Ë�Õ¥§≈âÕß°—πÕ¬à“ß™—¥‡®π ‚¥¬Õ“®‡ªìπº≈¡“®“°

¬ÿ§�¡—¬∑’Ë‡ª≈’Ë¬π·ª≈ß‰ª Õ‘∑∏‘æ≈¢Õßμ—«·ª√¥â“π°“√

�◊ËÕ�“√·≈–�‘π§â“®÷ß‡ª≈’Ë¬π·ª≈ß‰ª¥â«¬ ¥â«¬‡Àμÿπ’È

®÷ß‡ªìπ�‘Ëß∑’Ëπà“�π„®∑’Ë®–∑”°“√»÷°…“Õ‘∑∏‘æ≈¢ÕßºŸâ

�π—∫�πÿπ�‘π§â“·≈–ª√–‡¿∑�‘π§â“ ‚¥¬‡©æ“–Õ¬à“ß¬‘Ëß

�‘π§â“∑’Ë¡’§«“¡‡°’Ë¬«æ—πμË” ∑’ËÕ‘∑∏‘æ≈¢Õßμ—«·ª√¥â“π°“√

�◊ËÕ�“√ πà“®–�“¡“√∂�àßº≈μàÕ°“√μÕ∫�πÕß¢Õß

ºŸâ∫√‘‚¿§‰¥âÕ¬à“ß¡’ª√–�‘∑∏‘¿“æ¡“°∑’Ë�ÿ¥

·π«§‘¥‡°’Ë¬«°—∫°“√ π—∫ πÿπ ‘π§â“
ªí®®—¬¥â“π·À≈àß�“√ (Source Factor) ‚¥¬‡©æ“–

Õ¬à“ß¬‘Ëß°“√„™âºŸâ�π—∫�πÿπ�‘π§â“„πß“π‚¶…≥“ π—∫‡ªìπ

°≈¬ÿ∑∏å�”§—≠„π°“√�◊ËÕ�“√°“√μ≈“¥ ‚¥¬·À≈àß�“√∑’Ë¡’

§ÿ≥≈—°…≥–∑’Ë·μ°μà“ß°—π ¬àÕ¡�àßº≈μàÕ°“√μÕ∫�πÕß

¢ÕßºŸâ∫√‘‚¿§∑’Ë·μ°μà“ß°—π¥â«¬ (G. Belch & M. Belch,

2012) ∑—Èßπ’È §ÿ≥≈—°…≥–¢Õß·À≈àß�“√ (Source

Attribute) �“¡“√∂·∫àß‰¥â‡ªìπ 3 ª√–‡¿∑ ‰¥â·°à §«“¡

πà“‡™◊ËÕ∂◊Õ §«“¡¥÷ß¥Ÿ¥„® ·≈–Õ”π“®¢Õß·À≈àß�“√

(Kelman, 1961) ‚¥¬§ÿ≥≈—°…≥–∑’Ëπ—°°“√μ≈“¥π‘¬¡

π”¡“„™â„π°“√�◊ËÕ�“√°“√μ≈“¥‰¥â·°à §ÿ≥≈—°…≥–¥â“π

§«“¡πà“‡™◊ËÕ∂◊Õ ·≈–§«“¡¥÷ß¥Ÿ¥„®

§«“¡πà“‡™◊ËÕ∂◊Õ¢Õß·À≈àß�“√ (Source Credibility)

À¡“¬∂÷ß §«“¡‡™’Ë¬«™“≠ À√◊Õ§«“¡‰«â«“ß„®‰¥â®“°ºŸâ∑’Ë

¡’§«“¡√Ÿâ ∑—°…– À√◊Õª√–�∫°“√≥å¢ÕßºŸâ�◊ËÕ�“√ (Solomon,

2015) ª√–°Õ∫‰ª¥â«¬ 2 ¡‘μ‘ ‰¥â·°à §«“¡‡™’Ë¬«™“≠

(Expertise) ·≈–§«“¡πà“‰«â«“ß„® (Trustworthiness)

(G. Belch & M. Belch, 2012; Hovland, Janis, &

Kelly, 1968) ‚¥¬π—°°“√μ≈“¥¡—°ª√–¬ÿ°μå„™â§«“¡πà“

‡™◊ËÕ∂◊Õ¢Õß·À≈àß�“√ºà“π°“√„™â∫ÿ§§≈∑’ËºŸâ∫√‘‚¿§√—∫√Ÿâ«à“

‡ªìπ∫ÿ§§≈∑’Ë¡’§«“¡√Ÿâ §«“¡�“¡“√∂ À√◊Õª√–�∫°“√≥å

„π‡√◊ËÕßÀπ÷ËßÊ ¡“°°«à“μπ‡Õß (Shimp & Andrews,

2013; Tellis, 1998) ‰¥â·°à °“√„™âºŸâ‡™’Ë¬«™“≠ ‡™àπ ·æ∑¬å

À√◊Õ∑—πμ·æ∑¬å ·≈–°“√„™â∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß„π°“√

°≈à“«�π—∫�πÿπ�‘π§â“ ‡æ√“–ºŸâ�π—∫�πÿπ�‘π§â“∑—Èß�Õß

ª√–‡¿∑ ¡’§«“¡‡™’Ë¬«™“≠ À√◊Õ‰¥â√—∫§«“¡‰«â«“ß„®®“°

ºŸâ∫√‘‚¿§ Õ—π‡ªìπº≈¡“®“°§«“¡√Ÿâ∑’Ë¡’ À√◊Õ¿“æ∑’Ëª√“°Ø

μàÕ�“¬μ“¢Õß�“∏“√≥™π (Shimp & Andrews, 2013)

μ“¡≈”¥—∫ ‚¥¬ß“π«‘®—¬¢Õß Ohanian (1991) æ∫«à“

§«“¡πà“‡™◊ËÕ∂◊Õ¢Õß·À≈àß�“√�àßº≈°√–∑∫μàÕæƒμ‘°√√¡

ºŸâ∫√‘‚¿§ ‚¥¬¡‘μ‘¢Õß§«“¡‡™’Ë¬«™“≠ ‡ªìπ�‘Ëß∑’Ë∑”„Àâ

ºŸâ∫√‘‚¿§‡°‘¥§«“¡μ—Èß„® ◊́ÈÕ‰¥â¡“°°«à“∑’Ë�¥ πÕ°®“°π’È

Assael (2004) ¬—ß°≈à“««à“ °“√„™â·À≈àß�“√∑’Ë¡’§«“¡

πà“‡™◊ËÕ∂◊Õ∑”„ÀâºŸâ∫√‘‚¿§‡°‘¥°“√¬Õ¡√—∫�“√‰¥âßà“¬¢÷ÈπÕ’°¥â«¬

‡™àπ‡¥’¬«°—∫ G. Belch ·≈– M. Belch (2012) ∑’Ë

√–∫ÿ«à“ ·À≈àß�“√∑’Ë¡’§«“¡πà“‡™◊ËÕ∂◊Õ ¬àÕ¡‚πâ¡πâ“«„®

ºŸâ∫√‘‚¿§‰¥â¡“°°«à“·À≈àß�“√∑’Ë‰¡à¡’§«“¡πà“‡™◊ËÕ∂◊Õ

§ÿ≥≈—°…≥–¢Õß·À≈àß�“√Õ’°ª√–°“√Àπ÷Ëß∑’Ë�”§—≠§◊Õ

§«“¡¥÷ß¥Ÿ¥„® (Source Attractiveness) ´÷ËßÀ¡“¬∂÷ß

§ÿ≥§à“À√◊Õ§à“π‘¬¡∑“ß�—ß§¡¢ÕßºŸâ√—∫�“√∑’Ë¡’μàÕºŸâ�◊ËÕ�“√

∑—Èßπ’È §à“π‘¬¡Õ“®À¡“¬∂÷ß √Ÿª√à“ßÀπâ“μ“ ¿“æ≈—°…≥å

�∂“π–¢ÕßºŸâ�àß�“√ À√◊Õ§«“¡§≈â“¬§≈÷ß√–À«à“ß·À≈àß

�“√·≈–ºŸâ√—∫�“√°Á‰¥â (Solomon, 2015) ‚¥¬§«“¡¥÷ß¥Ÿ¥„®

ª√–°Õ∫‰ª¥â«¬ 3 ¡‘μ‘∑’Ë�”§—≠ ‰¥â·°à §«“¡‡ªìπ∑’Ë™◊Ëπ™Õ∫

(Likability) §«“¡§ÿâπ‡§¬ (Familiarity) ·≈–§«“¡

‡À¡◊Õπ (Similarity) (Assael, 2004; Tellis, 1998)

‚¥¬ G. Belch ·≈– M. Belch (2012) √–∫ÿ«à“ π—°°“√

μ≈“¥¡—°ª√–¬ÿ°μå„™â§«“¡¥÷ß¥Ÿ¥„®¢Õß·À≈àß�“√ºà“π

°“√„™â∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß ·≈–ºŸâ∫√‘‚¿§∑—Ë«‰ª„π°“√°≈à“«

�π—∫�πÿπ�‘π§â“ ‚¥¬¡’ß“π«‘®—¬À≈“¬™‘Èπ∑’Ëæ∫«à“ §«“¡

¥÷ß¥Ÿ¥„®¢Õß·À≈àß�“√ ‰¡à«à“®–‡ªìππ“ß·∫∫À√◊Õ∫ÿ§§≈∑’Ë

¡’™◊ËÕ‡�’¬ß �àßº≈„ÀâºŸâ∫√‘‚¿§¡’°“√μÕ∫�πÕß∑’Ë¥’°«à“·À≈àß

�“√∑’Ë‰¡à¡’§«“¡¥÷ß¥Ÿ¥„® (Baker & Churchill, 1977;
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Chaiken, 1979; Kahle & Homer, 1985) ·≈–„π

∑”πÕß‡¥’¬«°—π ¬‘Ëß·À≈àß�“√¡’§«“¡§≈â“¬§≈÷ß°—∫

ºŸâ∫√‘‚¿§¡“°‡∑à“‰À√à ∑—»π§μ‘·≈–§«“¡μ—Èß„®Õ—π®–°àÕ„Àâ

‡°‘¥æƒμ‘°√√¡¢ÕßºŸâ∫√‘‚¿§°Á®–¬‘Ëß�Ÿßμ“¡‰ª¥â«¬‡™àπ°—π

(Busch & Wilson, 1976; Woodside & Daven-

port, 1974)

´÷ËßπÕ°‡Àπ◊Õ®“°§ÿ≥≈—°…≥–¢Õß·À≈àß�“√¢â“ßμâπ

¬—ß¡’·π«§‘¥‡√◊ËÕß�¡¡μ‘∞“π§«“¡�Õ¥§≈âÕß°—π√–À«à“ß

ºŸâ�π—∫�πÿπ�‘π§â“·≈–�‘π§â“ (Match-up Hypothesis)

À√◊Õß“π«‘®—¬∑’Ë∑”°“√»÷°…“º≈°√–∑∫‡™‘ßªØ‘�—¡æ—π∏å

√–À«à“ß·À≈àß�“√√à«¡°—∫ª√–‡¿∑�‘π§â“ ·≈â«æ∫«à“ À“°

·À≈àß�“√·≈–�‘π§â“¡’§«“¡�Õ¥§≈âÕß°—π ¬àÕ¡∑”„Àâ‡°‘¥

º≈°√–∑∫√à«¡°—πμàÕ°“√μÕ∫�πÕßÀ√◊Õæƒμ‘°√√¡¢Õß

ºŸâ∫√‘‚¿§‰¥â (D. Biswas, A. Biswas, & Das, 2006;

H. Friedman & L. Friedman, 1979; Kamins, 1990;

Koernig & Page, 2002; M. Stafford et al., 2002)

¥—ß®–‡ÀÁπ‰¥â«à“ ª√–‡¿∑¢ÕßºŸâ�π—∫�πÿπ�‘π§â“∑’Ë¡’§ÿ≥≈—°…≥–

¢Õß·À≈àß�“√·μ°μà“ß°—π ¬àÕ¡�àßº≈„ÀâºŸâ∫√‘‚¿§‡°‘¥

æƒμ‘°√√¡À√◊Õ°“√μÕ∫�πÕß∑’Ë·μ°μà“ß°—π¥â«¬

·π«§‘¥‡°’Ë¬«°—∫§«“¡‡°’Ë¬«æ—πμàÕ ‘π§â“
π—°«‘™“°“√À≈“¬§π‰¥âπ‘¬“¡ §«“¡‡°’Ë¬«æ—π (In-

volvement) ‰ª„π∑‘»∑“ß‡¥’¬«°—π«à“ ‡ªìπ°“√√—∫√Ÿâ∂÷ß

§«“¡�—¡æ—π∏å�à«π∫ÿ§§≈∑’ËºŸâ∫√‘‚¿§¡’μàÕ�‘Ëß„¥�‘ËßÀπ÷Ëß ÷́Ëß

Õ“®‡ªìπμ√“�‘π§â“ �‘π§â“ ‚¶…≥“ À√◊Õ�◊ËÕ∑’Ë„™â„π°“√π”

‡�πÕ √«¡‰ª∂÷ß�∂“π°“√≥å°“√μ—¥�‘π„® ◊́ÈÕμà“ßÊ ¥â«¬

‚¥¬§«“¡‡°’Ë¬«æ—π‡ªìπ�‘Ëß∑’Ë∫àß∫Õ°∂÷ß§«“¡�π„® À√◊Õ

√–¥—∫·√ß®Ÿß„® ∑’ËºŸâ∫√‘‚¿§¡’μàÕ�‘Ëß„¥�‘ËßÀπ÷Ëßπ—Èπ Õ—π®–π”

‰ª�Ÿà°“√°àÕ„Àâ‡°‘¥æƒμ‘°√√¡¢ÕßºŸâ∫√‘‚¿§ (Greenwald &

Leavitt, 1984; Mitchell, 1979 Petty & Cacioppo,

1981; Zaichkowsky; 1985) ‚¥¬ Solomon (2015)

√–∫ÿ«à“ ªí®®—¬∑’Ë∑”„ÀâºŸâ∫√‘‚¿§‡°‘¥§«“¡‡°’Ë¬«æ—π ‡ªìπ‰¥â

∑—Èß∫ÿ§§≈ (Person) «—μ∂ÿ (Object) À√◊Õ�∂“π°“√≥å

(Situation) ∑—Èßπ’È Rothschild (1987) Õ∏‘∫“¬«à“ §«“¡

‡°’Ë¬«æ—π∑’ËºŸâ∫√‘‚¿§¡’μàÕ�‘π§â“ ·∫àß‰¥â‡ªìπ 3 √–¥—∫ §◊Õ

1) √–¥—∫∑’Ë‰¡à¡’§«“¡‡°’Ë¬«æ—π 2) ¡’§«“¡‡°’Ë¬«æ—πμË” ·≈–

3) ¡’§«“¡‡°’Ë¬«æ—π�Ÿß

À“°ºŸâ∫√‘‚¿§¡’§«“¡‡°’Ë¬«æ—π�ŸßμàÕ�‘π§â“ ºŸâ∫√‘‚¿§

®–§àÕπ¢â“ß¡’°“√§‘¥æ‘®“√≥“ À√◊Õª√–¡«≈º≈¢âÕ¡Ÿ≈„π

°“√μ—¥�‘π„®Õ¬à“ß≈–‡Õ’¬¥∂’Ë∂â«π ‡æ√“–�‘π§â“¢Õß·μà≈–

μ√“�‘π§â“§àÕπ¢â“ß¡’§«“¡·μ°μà“ß°—π √«¡‰ª∂÷ß�‘π§â“π—ÈπÊ

¡’§«“¡�”§—≠À√◊Õ§«“¡�—¡æ—π∏å°—∫μ—«ºŸâ∫√‘‚¿§¥â«¬ ‡™àπ

�‘π§â“§ß∑π∑’Ë¡’√“§“�Ÿß „π¢≥–∑’Ë ∂â“ºŸâ∫√‘‚¿§¡’§«“¡

‡°’Ë¬«æ—πμË”°—∫�‘π§â“ ‚¥¬‡©æ“–Õ¬à“ß¬‘Ëß�‘π§â“�–¥«° ◊́ÈÕ

ºŸâ∫√‘‚¿§®–‰¡à§àÕ¬‰¥â„Àâ§«“¡�”§—≠°—∫°“√ª√–‡¡‘π�‘π§â“

¡“°π—° ‡æ√“–§ÿ≥≈—°…≥–�‘π§â“¢Õß·μà≈–μ√“�‘π§â“‰¡à

§àÕ¬·μ°μà“ß°—π √«¡‰ª∂÷ß‚Õ°“�„π°“√‡°‘¥§«“¡º‘¥æ≈“¥

„π°“√μ—¥�‘π„®´◊ÈÕ¬—ß‡°‘¥¢÷Èπ‰¥â¬“°Õ’°¥â«¬ (Freedman,

1964; Rothschild, 1987) ¥—ßπ—Èπ ‡¡◊ËÕ�‘π§â“¡’§«“¡

‡°’Ë¬«æ—πμË” ºŸâ∫√‘‚¿§®–‰¡à¬÷¥μ‘¥°—∫μ√“�‘π§â“„¥‡ªìπæ‘‡»…

(Festinger, 1964)

∑—Èßπ’È Sherif ·≈– Hovland (1961) ‰¥â‡�πÕ

∑ƒ…Æ’°“√μ—¥�‘π∑“ß�—ß§¡ (Social Judgment Theory)

∑’Ë√–∫ÿ«à“ ºŸâ∫√‘‚¿§∑’Ë¡’§«“¡‡°’Ë¬«æ—π�ŸßμàÕ�‘π§â“ ¡—°®–¡’

¢Õ∫‡¢μ·Ààß°“√¬Õ¡√—∫·§∫ ·≈–¡’¢Õ∫‡¢μ·Ààß°“√

ªØ‘‡�∏°«â“ß „π∑“ßμ√ß°—π¢â“¡ À“°ºŸâ∫√‘‚¿§¡’§«“¡

‡°’Ë¬«æ—πμàÕ�‘π§â“μË” ¢Õ∫‡¢μ·Ààß°“√¬Õ¡√—∫μ√“�‘π§â“

¢ÕßºŸâ∫√‘‚¿§®–°«â“ß ·μà¢Õ∫‡¢μ·Ààß°“√ªØ‘‡�∏®–·§∫

´÷ËßÕ“®°≈à“«‰¥â«à“ ºŸâ∫√‘‚¿§∑’Ë¡’§«“¡‡°’Ë¬«æ—πμË” ¬àÕ¡

¬Õ¡√—∫μ√“�‘π§â“‰¥â¡“°°«à“π—Ëπ‡Õß ´÷ËßπÕ°®“°∑ƒ…Æ’∑’Ë

‡°’Ë¬«°—∫§«“¡‡°’Ë¬«æ—π¢â“ßμâπ ¬—ß¡’·∫∫®”≈Õß§«“¡‡ªìπ

‰ª‰¥â„π°“√§‘¥‰μ√àμ√Õß (Elaboration Likelihood

Model: ELM) ∑’Ë√–∫ÿ«à“ ‡¡◊ËÕºŸâ∫√‘‚¿§¡’§«“¡‡°’Ë¬«æ—π

μË”μàÕ�‘π§â“ ·π«‚πâ¡∑’ËºŸâ∫√‘‚¿§®–„™â‡�âπ∑“ß√Õß„π°“√

μ—¥�‘π„® ◊́ÈÕÀ√◊Õ°“√ª√–‡¡‘π�‘π§â“·≈–‚¶…≥“°Á®–�Ÿß¢÷Èπ

°≈à“«§◊Õ ºŸâ∫√‘‚¿§®–∂Ÿ°‚πâ¡πâ“«„®„Àâ¡’æƒμ‘°√√¡Õ—π‡ªìπ

º≈¡“®“°Õß§åª√–°Õ∫Õ◊ËπÊ „π‚¶…≥“ ‡™àπ ™◊ËÕμ√“�‘π§â“

ª√–‡∑»·À≈àß°”Àπ¥ √Ÿª·∫∫°“√π”‡�πÕ À√◊ÕºŸâ

�π—∫�πÿπ�‘π§â“ ‰¥â¡“°°«à“¢âÕ¡Ÿ≈‡°’Ë¬«°—∫�‘π§â“Õ’°¥â«¬

(Petty & Cacioppo, 1986) ¥—ß®–‡ÀÁπ‰¥â«à“ °“√∑’ËºŸâ
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∫√‘‚¿§¡’√–¥—∫§«“¡‡°’Ë¬«æ—πμàÕ�‘π§â“·μ°μà“ß°—π À√◊Õ

�‘π§â“∑’Ë¡’√–¥—∫§«“¡‡°’Ë¬«æ—πμà“ß°—π ¬àÕ¡�àßº≈„ÀâºŸâ∫√‘‚¿§

‡°‘¥æƒμ‘°√√¡∑’Ë·μ°μà“ß°—π¥â«¬

·π«§‘¥‡°’Ë¬«°—∫æƒμ‘°√√¡ºŸâ∫√‘‚¿§
·π«§‘¥‡°’Ë¬«°—∫æƒμ‘°√√¡¢ÕßºŸâ∫√‘‚¿§ ª√–°Õ∫‰ª

¥â«¬°“√√—∫√Ÿâ ∑—»π§μ‘ ·≈–°“√μ—¥�‘π„® ◊́ÈÕ¢ÕßºŸâ∫√‘‚¿§

‚¥¬°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß∂◊Õ‡ªìπÕß§åª√–°Õ∫¥â“π§«“¡§‘¥

´÷Ëß‡ªìπ�“‡ÀμÿÀ√◊Õªí®®—¬∑’Ë∑”„ÀâºŸâ∫√‘‚¿§‡°‘¥∑—»π§μ‘μàÕ

‚¶…≥“·≈–μ√“�‘π§â“ �à«π∑—»π§μ‘®–�àßº≈„ÀâºŸâ∫√‘‚¿§

‡°‘¥§«“¡μ—Èß„® ◊́ÈÕ Õ—π‡ªìπÕß§åª√–°Õ∫¥â“πæƒμ‘°√√¡

¢ÕßºŸâ∫√‘‚¿§ (Assael, 2004; Lutz, 1991)

°“√√—∫√Ÿâ¢ÕßºŸâ∫√‘‚¿§ À¡“¬∂÷ß °√–∫«π°“√∑’Ë∫ÿ§§≈

∑”°“√§—¥‡≈◊Õ° ®—¥°“√ ·≈–μ’§«“¡�‘Ëß‡√â“∑’Ë‡¢â“¡“°√–∑∫

°—∫ª√–�“∑�—¡º—�∑—Èß 5 (Solomon, 2015) ‚¥¬°“√√—∫√Ÿâ

§«“¡‡�’Ë¬ßπ—∫‡ªìπ°“√√—∫√Ÿâ¢ÕßºŸâ∫√‘‚¿§Õ¬à“ßÀπ÷Ëß ´÷Ëß°“√

√—∫√Ÿâ§«“¡‡�’Ë¬ß À¡“¬∂÷ß §«“¡‰¡à·πàπÕπ∑’ËºŸâ∫√‘‚¿§μâÕß

‡º™‘≠ ‡¡◊ËÕæ«°‡¢“‰¡à�“¡“√∂√Ÿâº≈≈—æ∏å¢Õß°“√μ—¥�‘π„®

´◊ÈÕ‰¥â (Schiffman, Kanuk, & Wisenblit., 2010)

∑—Èßπ’È ºŸâ∫√‘‚¿§®–√—∫√Ÿâ«à“�‘π§â“¡’§«“¡‡�’Ë¬ß¡“°°ÁμàÕ‡¡◊ËÕ¡’

§«“¡‡°’Ë¬«æ—π°—∫�‘π§â“�Ÿß √Ÿâ¢âÕ¡Ÿ≈‡°’Ë¬«°—∫�‘π§â“πâÕ¬ ¡’

§«“¡¡—Ëπ„®„πμπ‡ÕßμË” ‡ªìπº≈‘μ¿—≥±å„À¡à �‘π§â“¡’√“§“

�ŸßÀ√◊Õ¡’§«“¡¬ÿàß¬“°„π°“√„™âß“π ·≈–�‘π§â“¡’§«“¡

�”§—≠°—∫μ—«ºŸâ∫√‘‚¿§ (Assael, 2004) ‚¥¬°“√√—∫√Ÿâ

§«“¡‡�’Ë¬ß�“¡“√∂·∫àß‰¥â‡ªìπ 6 ¡‘μ‘¬àÕ¬ §◊Õ°“√√—∫√Ÿâ

§«“¡‡�’Ë¬ß¥â“π°“√‡ß‘π ¥â“πª√–�‘∑∏‘¿“æ¢Õß�‘π§â“ ¥â“π

°“¬¿“æ ¥â“π®‘μ«‘∑¬“ ¥â“π�—ß§¡ ·≈–¥â“π‡«≈“ (Jacoby

& Kaplan, 1972; Roselius, 1971) ´÷ËßºŸâ∫√‘‚¿§¡—°

®–®—¥°“√°—∫°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß∑’Ë‡°‘¥¢÷Èπ‚¥¬°“√À“¢âÕ¡Ÿ≈

‡°’Ë¬«°—∫�‘π§â“ ‡≈◊Õ°�‘π§â“∑’Ë‡§¬¡’ª√–�∫°“√≥åÀ√◊Õ¡’

√“§“·æß ¥Ÿ®“°¿“æ≈—°…≥å·≈–§«“¡πà“‡™◊ËÕ∂◊Õ¢ÕßÕß§å°√

‡≈◊Õ°�‘π§â“∑’Ë¡’ª√–°—π À√◊Õ‡™◊ËÕºŸâ�π—∫�πÿπ�‘π§â“„π‚¶…≥“

‡ªìπμâπ (H. Friedman & L. Friedman, 1979;

Schiffman et al., 2010)

�”À√—∫∑—»π§μ‘ À¡“¬∂÷ß·π«‚πâ¡¢Õß°“√ª√–‡¡‘π

§«“¡√Ÿâ�÷°∑’ËºŸâ∫√‘‚¿§¡’À√◊ÕμÕ∫�πÕßμàÕ�‘Ëß„¥�‘ËßÀπ÷Ëß ‡™àπ

‚¶…≥“ À√◊Õμ√“�‘π§â“ Õ¬à“ß¡’∑‘»∑“ß∑’Ë‡ªìπ∫«°À√◊Õ≈∫

™◊Ëπ™Õ∫À√◊Õ‰¡à™◊Ëπ™Õ∫ ÷́Ëß‡ªìπ�‘Ëß∑’Ë¡“®“°°“√‡√’¬π√Ÿâ¢Õß

ºŸâ∫√‘‚¿§ (Katz, 1960; Solomon, 2015) ‚¥¬

∑—»π§μ‘∑’Ë‡°‘¥¢÷Èπ ‡ªìπº≈¢ÕßÕß§åª√–°Õ∫¥â“π§«“¡§‘¥

�à«π∑—»π§μ‘®–�àßº≈„Àâ∫ÿ§§≈‡°‘¥æƒμ‘°√√¡∑’Ë�Õ¥§≈âÕß

°—∫∑—»π§μ‘∑’Ëμπ¬÷¥∂◊ÕÕ¬Ÿà ÷́ËßÕß§åª√–°Õ∫¥â“πæƒμ‘°√√¡

π’È√«¡‰ª∂÷ß§«“¡μ—Èß„® ◊́ÈÕ ́ ÷ËßÀ¡“¬∂÷ß ·π«‚πâ¡∑’ËºŸâ∫√‘‚¿§

®–‡°‘¥æƒμ‘°√√¡°“√ ◊́ÈÕ�‘π§â“ (Lutz, 1991)

 ¡¡μ‘∞“π°“√«‘®—¬
1. ª√–‡¿∑¢ÕßºŸâ�π—∫�πÿπ�‘π§â“„πß“π‚¶…≥“�àß

º≈°√–∑∫À≈—° (Main Effect) μàÕ°“√μÕ∫�πÕß¢Õß

ºŸâ∫√‘‚¿§

2. ª√–‡¿∑�‘π§â“„πß“π‚¶…≥“�àßº≈°√–∑∫À≈—°

(Main Effect) μàÕ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§

3. ª√–‡¿∑¢ÕßºŸâ�π—∫�πÿπ�‘π§â“·≈–ª√–‡¿∑�‘π§â“

„πß“π‚¶…≥“ �àßº≈°√–∑∫‡™‘ßªØ‘�—¡æ—π∏å (Interaction

Effect) μàÕ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§

√–‡∫’¬∫«‘∏’«‘®—¬
°“√«‘®—¬‡√◊ËÕß º≈¢ÕßºŸâ�π—∫�πÿπ·≈–ª√–‡¿∑�‘π§â“

„πß“π‚¶…≥“μàÕ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§ ‡ªìπ°“√«‘®—¬

‡™‘ß∑¥≈Õß (Experimental Research) ·∫∫ 3 Ó 2 ·ø§

∑Õ‡√’¬≈ ‚¥¬°“√«‘®—¬„π§√—Èßπ’È μâÕß°“√»÷°…“º≈¢Õß

°“√„™âºŸâ�π—∫�πÿπ�‘π§â“ª√–‡¿∑μà“ßÊ ‰¥â·°à ∫ÿ§§≈∑’Ë

¡’™◊ËÕ‡�’¬ß ºŸâ‡™’Ë¬«™“≠ ·≈–ºŸâ∫√‘‚¿§∑—Ë«‰ª „πß“π

‚¶…≥“�‘π§â“∑’Ë¡’§«“¡‡°’Ë¬«æ—πμË” 2 ª√–‡¿∑ ‰¥â·°à �‘π§â“

∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬ (Utilitarian

Product) ·≈–�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“π

Õ“√¡≥å§«“¡√Ÿâ�÷° (Hedonic Product) ∑’Ë�àßº≈μàÕ°“√

μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§∑—Èß„π¥â“π°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß‚¥¬

¿“æ√«¡ (Overall Perceived Risk) ∑—»π§μ‘μàÕ‚¶…≥“

(Attitude toward the Ad) ∑—»π§μ‘μàÕμ√“�‘π§â“

(Attitude toward the Brand) ·≈–§«“¡μ—Èß„®´◊ÈÕ
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(Purchase Intention) ´÷Ëß°≈ÿà¡μ—«Õ¬à“ß∑’Ë‡¢â“√à«¡°“√

∑¥≈Õß„π§√—Èßπ’È ‰¥â·°à π‘�‘μ√–¥—∫ª√‘≠≠“μ√’ ®ÿÃ“≈ß°√≥å

¡À“«‘∑¬“≈—¬ ∑—Èß‡æ»™“¬·≈–‡æ»À≠‘ß ∑’Ë≈ß∑–‡∫’¬π

‡√’¬π√“¬«‘™“¢—ÈπμÕπ¢Õß™’«‘μ (Strategies of Life)

¿“§°“√»÷°…“ª≈“¬ ªï°“√»÷°…“ 2558 ®”π«π 204 §π

‡§√◊ËÕß¡◊Õ∑’Ë„™â„π°“√«‘®—¬ ª√–°Õ∫‰ª¥â«¬‚¶…≥“ ·≈–

·∫∫�Õ∫∂“¡ ‚¥¬‚¶…≥“‡ªìπ�◊ËÕ�‘Ëßæ‘¡æå�’¢π“¥ A4 ∑’Ë

¡’√Ÿª¿“æ¢ÕßºŸâ�π—∫�πÿπ�‘π§â“ ™◊ËÕ·≈–¢âÕ¡Ÿ≈Õ¬à“ß¬àÕ

‡°’Ë¬«°—∫ºŸâ�π—∫�πÿπ�‘π§â“ √Ÿª¿“æ¢Õß�‘π§â“ §”Õ∏‘∫“¬

‡°’Ë¬«°—∫�‘π§â“ ·≈–™◊ËÕμ√“�‘π§â“ ´÷ËßºŸâ«‘®—¬§«∫§ÿ¡

μ—«·ª√·∑√°´âÕπ∑’ËÕ“®‡°‘¥¢÷Èπ¥â«¬°“√ÕÕ°·∫∫‚¶…≥“

„Àâ¡’°“√®—¥«“ßÕß§åª√–°Õ∫„π≈—°…≥–∑’Ë„°≈â‡§’¬ß°—π¡“°

∑’Ë�ÿ¥ ·μ°μà“ß°—π‡©æ“–�à«π∑’Ë‡ªìπª√–‡¿∑�‘π§â“·≈–ºŸâ

�π—∫�πÿπ�‘π§â“‡∑à“π—Èπ �à«π·∫∫�Õ∫∂“¡∑’Ë„™â„π°“√«‘®—¬

ª√–°Õ∫‰ª¥â«¬ 6 �à«π ‰¥â·°à 1) °“√«—¥°“√√—∫√Ÿâ§«“¡

‡�’Ë¬ß 2) °“√«—¥∑—»π§μ‘μàÕ‚¶…≥“ 3) °“√«—¥∑—»π§μ‘

μàÕμ√“�‘π§â“ 4) °“√«—¥§«“¡μ—Èß„®´◊ÈÕ 5) °“√μ√«®�Õ∫

´È” ·≈–¢âÕ¡Ÿ≈∑—Ë«‰ª¢ÕßºŸâ‡¢â“√à«¡°“√∑¥≈Õß §◊Õ ‡æ» Õ“¬ÿ

·≈–™—Èπªï°“√»÷°…“‚¥¬¡“μ√«—¥μ—«·ª√μ“¡„π�à«π∑’Ë 1 ·≈–

5 Õ¬Ÿà„π√Ÿª·∫∫ Likert Scale 5 √–¥—∫ �à«π¡“μ√«—¥

μ—«·ª√μ“¡„π�à«π∑’Ë 2 ·≈– 3 √«¡‰ª∂÷ß°“√μ√«®�Õ∫

´È” Õ¬Ÿà„π√Ÿª·∫∫ Semantic Differential Scale 5 √–¥—∫

�”À√—∫°“√«—¥°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§„π�à«π

¢Õß°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡ ºŸâ«‘®—¬π”¡“μ√«—¥¢Õß

Stone ·≈– Gronhaug (1993) ´÷Ëß¡’§à“§«“¡‡™◊ËÕ¡—Ëπ∑’Ë

√–¥—∫ .69 ¡“„™â ª√–°Õ∫¥â«¬¢âÕ§”∂“¡ 3 ¢âÕ §◊Õ 1. À“°

∑à“π¡’§«“¡§‘¥∑’Ë®–´◊ÈÕ�‘π§â“„πß“π‚¶…≥“π’È ∑à“π√Ÿâ�÷°

°—ß«≈«à“∑à“πÕ“®®–‰¥â√—∫§«“¡‡�’Ë¬ß∫“ßÕ¬à“ß 2. ∑à“π§‘¥

«à“∑à“πÕ“®μ—¥�‘π„®º‘¥ ∂â“´◊ÈÕ�‘π§â“π’È¡“„™â ·≈– 3. ∑à“π

√Ÿâ�÷°«à“°“√´◊ÈÕ�‘π§â“„π‚¶…≥“π’È®–�√â“ßªí≠À“„Àâ∑à“π„π

¿“¬À≈—ß ´÷Ëß‡ªìπ�‘Ëß∑’Ë∑à“π‰¡àμâÕß°“√ μàÕ¡“ „π°“√«—¥

∑—»π§μ‘μàÕ‚¶…≥“¢ÕßºŸâ∫√‘‚¿§ ºŸâ«‘®—¬π”¡“μ√«—¥¢Õß

Yagci et al. (2009) ¡“„™â ‚¥¬¡’§à“§«“¡‡™◊ËÕ¡—Ëπ∑’Ë√–¥—∫

.89 ¡“„™â ª√–°Õ∫¥â«¬ 4 ¢âÕ§”∂“¡¬àÕ¬‰¥â·°à 1. ¥’/‰¡à¥’

(Good/Bad) 2. ¥÷ß¥Ÿ¥„®/‰¡à¥÷ß¥Ÿ¥„® (Attractive/

Unattractive) 3. ™Õ∫/‰¡à™Õ∫ (Like/Dislike) ·≈–

4. πà“�π„®/‰¡àπà“�π„® (Interesting/Not interesting)

�à«π°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§„π¥â“π∑—»π§μ‘μàÕμ√“�‘π§â“

ºŸâ«‘®—¬π”¡“μ√«—¥¢Õß MacKenzie ·≈– Lutz (1989)

´÷Ëß¡’§à“§«“¡‡™◊ËÕ¡—Ëπ∑’Ë√–¥—∫ .86 ª√–°Õ∫‰ª¥â«¬ 3 ¢âÕ

§”∂“¡ §◊Õ 1. ¥’/‰¡à¥’ (Good/Bad) 2. πà“æÕ„®/‰¡àπà“

æÕ„® (Pleasant/Unpleasant) ·≈– 3. ™Õ∫/‰¡à™Õ∫

(Like/Dislike) ·≈–�à«π�ÿ¥∑â“¬§◊Õ°“√«—¥§«“¡μ—Èß„®´◊ÈÕ

‚¥¬ºŸâ«‘®—¬π”¡“μ√«—¥∑’Ë¡’§”∂“¡®”π«π 3 ¢âÕ ¢Õß Yagci

et al. (2009) ¡“„™â ´÷Ëß¡’§à“§«“¡‡™◊ËÕ¡—Ëπ∑’Ë√–¥—∫ .90

‰¥â·°à 1. ¡’§«“¡‡ªìπ‰ª‰¥â«à“∑à“π®–´◊ÈÕ�‘π§â“„π‚¶…≥“

2. ∑à“π®–´◊ÈÕ�‘π§â“„π‚¶…≥“À“°∑à“πμâÕß°“√�‘π§â“„π

ª√–‡¿∑‡¥’¬«°—π ·≈– 3. ∑à“πÕ¬“°®–∑¥≈Õß„™â�‘π§â“

„π‚¶…≥“

∑—Èßπ’È ºŸâ«‘®—¬‰¥â∑”°“√‡μ√’¬¡°“√«‘®—¬ „π°“√§—¥‡≈◊Õ°

μ—«·∑π¢Õßª√–‡¿∑�‘π§â“∑’Ë¡’§«“¡‡°’Ë¬«æ—πμË”∑’ËμÕ∫�πÕß

§«“¡μâÕß°“√¢ÕßºŸâ∫√‘‚¿§∑’Ë·μ°μà“ß°—π ™◊ËÕμ√“�‘π§â“

·≈–ºŸâ�π—∫�πÿπ�‘π§â“‡æ◊ËÕπ”¡“„™â�√â“ß‡§√◊ËÕß¡◊Õ„π°“√«‘®—¬

‚¥¬°“√‡°Á∫¢âÕ¡Ÿ≈®“°·∫∫�Õ∫∂“¡‡∫◊ÈÕßμâπ°—∫π‘�‘μ

ª√‘≠≠“μ√’ ®ÿÃ“≈ß°√≥å¡À“«‘∑¬“≈—¬ ®”π«π¢—ÈπμÕπ≈–

10-25 §π ‚¥¬º≈®“°·∫∫�Õ∫∂“¡‡∫◊ÈÕßμâπ‡æ◊ËÕ§—¥

‡≈◊Õ°μ—«·ª√„πß“π«‘®—¬„π�à«πμà“ßÊ ¡’¥—ßπ’È μ—«·∑π

�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬

·≈–Õ“√¡≥å§«“¡√Ÿâ�÷° ‰¥â·°à �∫Ÿà ·≈–‰Õ»°√’¡ μ“¡≈”¥—∫

‚¥¬™◊ËÕμ√“�‘π§â“∑’Ë¡’§«“¡‡À¡“–�¡�”À√—∫�‘π§â“∑—Èß�Õß

ª√–‡¿∑∑’Ë∂Ÿ°‡≈◊Õ°¡“°∑’Ë�ÿ¥ §◊Õ √‘‡«’¬√å√à“ (Riviera) �à«π

ºŸâ�π—∫�πÿπ�‘π§â“∑’Ë„™â„π°“√∑¥≈Õß‡ªìππ“¬·∫∫‡™◊ÈÕ™“μ‘

‰∑¬ ·≈–∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß∑’Ë‰¥â√—∫‡≈◊Õ° §◊Õ ç‚ªÖª ∏π«√√∏πå

«√√∏π–¿Ÿμ‘é

º≈°“√«‘®—¬
ºŸâ‡¢â“√à«¡°“√∑¥≈Õß 204 §π„π°“√»÷°…“§√—Èßπ’È

ª√–°Õ∫‰ª¥â«¬π‘�‘μª√‘≠≠“μ√’∑’Ë‡ªìπ‡æ»À≠‘ß®”π«π 121

§π (√âÕ¬≈– 59.3) ·≈–‡æ»™“¬®”π«π 83 §π (√âÕ¬≈–

40.7) ÷́Ëß¡’Õ“¬ÿ√–À«à“ß 19-20 ªï ‡ªìπ�à«π„À≠à (√âÕ¬≈–
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75.5) √Õß≈ß¡“‰¥â·°à °≈ÿà¡ºŸâ‡¢â“√à«¡°“√∑¥≈Õß∑’Ë¡’Õ“¬ÿ

μË”°«à“ 19 ªï ®”π«π 28 §π (√âÕ¬≈– 13.7) ·≈–°≈ÿà¡

∑’Ë¡’Õ“¬ÿ¡“°°«à“ 21 ªï¢÷Èπ‰ª ®”π«π 22 §π (√âÕ¬≈–

10.8) μ“¡≈”¥—∫ „π�à«π¢Õß√–¥—∫™—Èπ°“√»÷°…“ ºŸâ‡¢â“

√à«¡°“√∑¥≈Õß�à«π¡“°‡ªìππ‘�‘μ™—Èπªï∑’Ë 1 ®”π«π 118

§π (√âÕ¬≈– 57.8) „π≈”¥—∫∂—¥¡“‰¥â·°à π‘�‘μ™—Èπªï∑’Ë 2

®”π«π 70 §π (√âÕ¬≈– 34.3) π‘�‘μ™—Èπªï∑’Ë 3 ·≈– 4

Õ¬à“ß≈– 8 §π (√âÕ¬≈– 3.9)

®“°º≈°“√μ√«®�Õ∫´È” (Manipulation Check)

„π�à«π¢Õß°“√√—∫√Ÿâª√–‡¿∑¢ÕßºŸâ�π—∫�πÿπ�‘π§â“ ‚¥¬

°“√«‘‡§√“–Àå¢âÕ¡Ÿ≈¥â«¬§à“�∂‘μ‘ One-sample t-test æ∫

«à“ �”À√—∫°≈ÿà¡ºŸâ‡¢â“√à«¡°“√∑¥≈Õß∑’Ë‰¥â¥Ÿ‚¶…≥“∑’Ë¡’ ç‚ªÖª

∏π«√√∏πå «√√∏π–¿Ÿμ‘é ‡ªìπºŸâ�π—∫�πÿπ�‘π§â“√—∫√Ÿâ«à“ ∫ÿ§§≈

∑’Ë¡’™◊ËÕ‡�’¬ß¡’§«“¡¥÷ß¥Ÿ¥„®�Ÿß°«à“§à“°≈“ß∑’Ë°”Àπ¥‰«â Õ¬à“ß

¡’π—¬�”§—≠∑“ß�∂‘μ‘ (M = 3.60, SD = 0.67) (t[66] =

7.27, p < .05) �à«π°≈ÿà¡ºŸâ‡¢â“√à«¡°“√∑¥≈Õß∑’Ë‰¥â¥Ÿ

‚¶…≥“∑’Ë¡’ºŸâ‡™’Ë¬«™“≠·≈–ºŸâ∫√‘‚¿§∑—Ë«‰ª‡ªìπºŸâ�π—∫�πÿπ

�‘π§â“ √—∫√Ÿâ«à“∫ÿ§§≈¥—ß°≈à“«¡’§«“¡‡™’Ë¬«™“≠ (M = 3.37,

SD = 0.70) (t[67] = 4.38, p < .05) ·≈–¡’§«“¡

‡À¡◊Õπ (M = 3.73, SD = 0.82) (t[68] = 7.42, p <

.05) �Ÿß°«à“§à“°≈“ß∑’Ë°”Àπ¥‰«â Õ¬à“ß¡’π—¬�”§—≠∑“ß

�∂‘μ‘‡™àπ°—π μ“¡≈”¥—∫

∂—¥¡“ °“√μ√«®�Õ∫´È”¢Õß°“√√—∫√Ÿâª√–‡¿∑�‘π§â“∑’Ë

¡’§«“¡‡°’Ë¬«æ—πμË”®“°°“√«‘‡§√“–Àå§à“�∂‘μ‘ One-sample

t-test æ∫«à“ °≈ÿà¡ºŸâ‡¢â“√à«¡°“√∑¥≈Õß∑’Ë‰¥â¥Ÿ‚¶…≥“∑’Ë¡’

�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬√—∫√Ÿâ«à“

�∫Ÿà‡ªìπμ—«·∑π¢Õß�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“π

ª√–‚¬™πå„™â�Õ¬ ‚¥¬§à“‡©≈’Ë¬°“√√—∫√Ÿâ�Ÿß°«à“§à“°≈“ß∑’Ë

°”Àπ¥‰«â Õ¬à“ß¡’π—¬�”§—≠∑“ß�∂‘μ‘ (M = 3.52, SD =

0.69) (t[101] = 7.66, p < .05) ‡™àπ‡¥’¬«°—∫°≈ÿà¡ºŸâ

‡¢â“√à«¡°“√∑¥≈Õß∑’Ë‰¥â¥Ÿ‚¶…≥“∑’Ë¡’�‘π§â“∑’ËμÕ∫�πÕß

§«“¡μâÕß°“√¥â“πÕ“√¡≥å§«“¡√Ÿâ�÷°√—∫√Ÿâ«à“ ‰Õ»°√’¡‡ªìπ

μ—«·∑π¢Õß�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πÕ“√¡≥å

§«“¡√Ÿâ�÷° ‚¥¬§à“‡©≈’Ë¬�Ÿß°«à“§à“°≈“ß∑’Ë°”Àπ¥‰«â Õ¬à“ß

¡’π—¬�”§—≠∑“ß�∂‘μ‘ (M = 3.48, SD = 0.86) (t[101]

= 5.68, p < .05)

�”À√—∫°“√∑¥�Õ∫�¡¡μ‘∞“π¢âÕ∑’Ë 1 º≈°“√∑¥≈Õß

„π�à«π¢Õßº≈°√–∑∫À≈—° (Main Effect) ¢Õß

ª√–‡¿∑ºŸâ�π—∫�πÿπ�‘π§â“μàÕ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§

æ∫«à“ ª√–‡¿∑¢ÕßºŸâ�π—∫�πÿπ�‘π§â“∑’Ëμà“ß°—π �àßº≈„ÀâºŸâ

∫√‘‚¿§¡’∑—»π§μ‘μàÕ‚¶…≥“ ·≈–§«“¡μ—Èß„®´◊ÈÕ·μ°μà“ß°—π

Õ¬à“ß¡’π—¬�”§—≠∑“ß�∂‘μ‘ ‚¥¬„π¥â“π∑—»π§μ‘μàÕ‚¶…≥“

æ∫«à“ °“√„™â∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß„πß“π‚¶…≥“∑”„ÀâºŸâ∫√‘‚¿§

‡°‘¥∑—»π§μ‘μàÕ‚¶…≥“�Ÿß°«à“‚¶…≥“∑’Ë„™âºŸâ‡™’Ë¬«™“≠·≈–

ºŸâ∫√‘‚¿§∑—Ë«‰ª‡ªìπºŸâ�π—∫�πÿπ�‘π§â“ �à«π„π¥â“π§«“¡

μ—Èß„®´◊ÈÕæ∫«à“  ‚¶…≥“∑’Ë„™â∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß·≈–ºŸâ‡™’Ë¬«™“≠

‡ªìπºŸâ�π—∫�πÿπ�‘π§â“ ∑”„ÀâºŸâ∫√‘‚¿§¡’§«“¡μ—Èß„® ◊́ÈÕ�Ÿß

°«à“‚¶…≥“∑’Ë„™âºŸâ∫√‘‚¿§∑—Ë«‰ª‡ªìπºŸâ�π—∫�πÿπ�‘π§â“ Õ¬à“ß‰√

°Á¥’ ºŸâ�π—∫�πÿπ�‘π§â“∑’Ëμà“ß°—π�àßº≈„ÀâºŸâ∫√‘‚¿§¡’°“√√—∫√Ÿâ

§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡ ·≈–∑—»π§μ‘μàÕμ√“�‘π§â“·μ°

μà“ß°—π Õ¬à“ß‰¡à¡’π—¬�”§—≠∑“ß�∂‘μ‘ ¥—ßπ—Èπ ®÷ß°≈à“«‰¥â

‚¥¬�√ÿª«à“ º≈°“√«‘®—¬„π§√—Èßπ’È¬Õ¡√—∫�¡¡μ‘∞“π∑’Ë 1 ‡æ’¬ß

∫“ß�à«π

„π�à«π¢Õß°“√∑¥�Õ∫�¡¡μ‘∞“π¢âÕ∑’Ë 2 ®“°°“√

«‘‡§√“–Àåº≈°√–∑∫À≈—°¢Õßª√–‡¿∑�‘π§â“μàÕ°“√μÕ∫�πÕß

¢ÕßºŸâ∫√‘‚¿§æ∫«à“ ª√–‡¿∑¢Õß�‘π§â“´÷Ëß¡’§«“¡‡°’Ë¬«æ—π

μË”∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¢ÕßºŸâ∫√‘‚¿§∑’Ëμà“ß°—π �àß

º≈„ÀâºŸâ∫√‘‚¿§¡’°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡ ∑—»π§μ‘

μàÕμ√“�‘π§â“ ·≈–§«“¡μ—Èß„®´◊ÈÕ·μ°μà“ß°—π Õ¬à“ß¡’π—¬

�”§—≠∑“ß�∂‘μ‘ ´÷Ëß„π¥â“π°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡

æ∫«à“ ºŸâ∫√‘‚¿§√—∫√Ÿâ§«“¡‡�’Ë¬ß¢Õß�‘π§â“∑’ËμÕ∫�πÕß

§«“¡μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬‰¥â�Ÿß°«à“�‘π§â“∑’ËμÕ∫

�πÕß§«“¡μâÕß°“√¥â“πÕ“√¡≥å§«“¡√Ÿâ�÷° �à«π„π¥â“π

∑—»π§μ‘μàÕμ√“�‘π§â“π—Èπæ∫«à“ �‘π§â“∑’ËμÕ∫�πÕß§«“¡

μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬ ∑”„ÀâºŸâ∫√‘‚¿§¡’∑—»π§μ‘μàÕ

μ√“�‘π§â“�Ÿß°«à“�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πÕ“√¡≥å

§«“¡√Ÿâ�÷° „π¢≥–∑’Ë ¥â“π§«“¡μ—Èß„®´◊ÈÕæ∫«à“ ºŸâ∫√‘‚¿§¡’

§«“¡μ—Èß„® ◊́ÈÕμàÕ�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“π

Õ“√¡≥å§«“¡√Ÿâ�÷°�Ÿß°«à“�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√

¥â“πª√–‚¬™πå„™â�Õ¬ ·μàÕ¬à“ß‰√°Á¥’ º≈°√–∑∫À≈—°¢Õß
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ª√–‡¿∑�‘π§â“‰¡à‡°‘¥¢÷Èπ°—∫∑—»π§μ‘μàÕ‚¶…≥“¢ÕßºŸâ∫√‘‚¿§

¥—ßπ—Èπ ®“°º≈°“√∑¥≈Õß®÷ß�“¡“√∂�√ÿª‰¥â«à“ ¬Õ¡√—∫

�¡¡μ‘∞“π¢âÕ∑’Ë 2 ∫“ß�à«π‡™àπ°—π

∑—Èßπ’È „π°“√∑¥�Õ∫�¡¡μ‘∞“π¢âÕ∑’Ë 3 ®“°°“√

«‘‡§√“–Àå¢âÕ¡Ÿ≈∑“ß�∂‘μ‘¢Õßº≈°√–∑∫‡™‘ßªØ‘�—¡æ—π∏å

√–À«à“ßª√–‡¿∑ºŸâ�π—∫�πÿπ�‘π§â“·≈–ª√–‡¿∑�‘π§â“æ∫«à“

ª√–‡¿∑ºŸâ�π—∫�πÿπ�‘π§â“·≈–ª√–‡¿∑�‘π§â“∑’Ë¡’§«“¡

‡°’Ë¬«æ—πμË”∑’ËμÕ∫�πÕß§«“¡μâÕß°“√ºŸâ∫√‘‚¿§μà“ß°—π

�àßº≈„Àâ§à“‡©≈’Ë¬°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§„π·μà≈–¥â“π

ª√–°Õ∫‰ª¥â«¬ °“√√—∫√Ÿâ§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡ ∑—»π§μ‘

μàÕ‚¶…≥“ ∑—»π§μ‘μàÕμ√“�‘π§â“ ·≈–§«“¡μ—Èß„®´◊ÈÕ·μ°

μà“ß°—πÕ¬à“ß‰¡à¡’π—¬�”§—≠∑“ß�∂‘μ‘ ¥â«¬‡Àμÿπ’È ®÷ß

‡ªìπ°“√ªØ‘‡�∏�¡¡μ‘∞“π¢âÕ∑’Ë 3 ∑’ËºŸâ«‘®—¬‰¥âμ—Èß‰«â

πÕ°®“°π’È „π�à«π¢Õß°“√«‘‡§√“–Àå§à“§«“¡�—¡æ—π∏å

√–À«à“ß°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§æ∫«à“ °“√√—∫√Ÿâ

§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡¡’§«“¡�—¡æ—π∏å‡™‘ß≈∫°—∫∑—»π§μ‘

μàÕ‚¶…≥“·≈–§«“¡μ—Èß„®´◊ÈÕ ∑—»π§μ‘μàÕ‚¶…≥“¡’§«“¡

�—¡æ—π∏å∑“ß∫«°°—∫∑—»π§μ‘μàÕμ√“�‘π§â“·≈–§«“¡μ—Èß„®´◊ÈÕ

∑—»π§μ‘μàÕμ√“�‘π§â“¡’§«“¡�—¡æ—π∏å∑“ß∫«°μàÕ§«“¡

μ—Èß„® ◊́ÈÕ Õ¬à“ß¡’π—¬�”§—≠∑“ß�∂‘μ‘ „π¢≥–∑’Ë°“√√—∫√Ÿâ

§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡¡’§«“¡�—¡æ—π∏å‡™‘ß≈∫°—∫∑—»π§μ‘

μàÕμ√“�‘π§â“ Õ¬à“ß‰¡à¡’π—¬�”§—≠∑“ß�∂‘μ‘

Õ¿‘ª√“¬º≈°“√«‘®—¬
�”À√—∫º≈°“√«‘®—¬„π�à«πº≈°√–∑∫À≈—°¢Õß

ª√–‡¿∑ºŸâ�π—∫�πÿπ�‘π§â“μàÕ°“√μÕ∫�πÕß¢ÕßºŸâ

∫√‘‚¿§π—Èπæ∫«à“ °“√„™âºŸâ�π—∫�πÿπ�‘π§â“∑’Ë·μ°μà“ß°—π„π

ß“π‚¶…≥“ ‰¥â·°à ∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß ºŸâ‡™’Ë¬«™“≠ ·≈–

ºŸâ∫√‘‚¿§∑—Ë«‰ª �àßº≈„ÀâºŸâ∫√‘‚¿§¡’∑—»π§μ‘μàÕ‚¶…≥“

·≈–§«“¡μ—Èß„®´◊ÈÕ·μ°μà“ß°—π º≈°“√«‘®—¬π’È ‡ªìπ‰ªμ“¡

·π«§‘¥‡°’Ë¬«°—∫§«“¡πà“‡™◊ËÕ∂◊Õ¢Õß·À≈àß�“√ (Source

Credibility) ´÷Ëß Ohanian (1990) √–∫ÿ«à“ ·À≈àß�“√

∑’Ë¡’§«“¡πà“‡™◊ËÕ∂◊Õ∑’Ëª√–°Õ∫‰ª¥â«¬§«“¡¥÷ß¥Ÿ¥„® §«“¡

‡™’Ë¬«™“≠ ·≈–§«“¡πà“‰«â«“ß„® �àßº≈„ÀâºŸâ∫√‘‚¿§¡’

∑—»π§μ‘·≈–æƒμ‘°√√¡„π∑“ß∫«° ‰¥â¡“°°«à“·À≈àß�“√

∑’Ë‰¡à¡’§«“¡πà“‡™◊ËÕ∂◊Õ

πÕ°®“°π’È º≈°“√«‘®—¬¬—ß‰ª‡ªìπ‰ªμ“¡·∫∫®”≈Õß

§«“¡‡ªìπ‰ª‰¥â„π°“√§‘¥‰μ√àμ√Õß (Elaboration Like-

lihood Model) ÷́Ëß Petty ·≈– Cacioppo (1986)

√–∫ÿ«à“ ºŸâ∫√‘‚¿§®–‰¥â√—∫Õ‘∑∏‘æ≈®“°§ÿ≥≈—°…≥–¢Õß

·À≈àß�“√À√◊ÕºŸâ�π—∫�πÿπ�‘π§â“ ‡¡◊ËÕºŸâ∫√‘‚¿§¡’§«“¡

‡°’Ë¬«æ—πμàÕ�‘π§â“μË” °≈à“«§◊Õ ‰¡à¡’·√ß®Ÿß„®„π°“√

ª√–‡¡‘π‚¶…≥“ ‚¥¬ºŸâ∫√‘‚¿§®–‡≈◊Õ°„™â‡�âπ∑“ß√Õß

(Peripheral Route) „π°“√μ—¥�‘π„® ÷́Ëß¡—°®–‰¡à‰¥â

æ‘®“√≥“∂÷ß√“¬≈–‡Õ’¬¥À√◊Õ¢âÕ¡Ÿ≈‡°’Ë¬«°—∫�‘π§â“ ·μà®–¡’

§«“¡§‘¥ §«“¡√Ÿâ�÷° À√◊Õæƒμ‘°√√¡ ÷́Ëß‡ªìπº≈¡“®“°Õß§å

ª√–°Õ∫Õ◊ËπÊ „πß“π‚¶…≥“¡“°°«à“ ‡™àπ �’�—π ®ÿ¥

®Ÿß„®„π‚¶…≥“ À√◊ÕºŸâ�π—∫�πÿπ�‘π§â“∑’Ëπà“‡™◊ËÕ∂◊Õ ‡ªìπμâπ

´÷Ëßº≈°“√«‘®—¬π’È �Õ¥§≈âÕß°—∫°“√∑¥≈Õß¢Õß Petty,

Cacioppo ·≈– Schumann (1983) ∑’Ëæ∫«à“ �∂“π–

¢Õß∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß�àßº≈„ÀâºŸâ∫√‘‚¿§¡’°“√μÕ∫�πÕß∑’Ë

¥’°«à“ ‡¡◊ËÕºŸâ∫√‘‚¿§¡’§«“¡‡°’Ë¬«æ—πμË”μàÕ�‘π§â“

Õ’°∑—Èß °“√‰¥â√—∫Õ‘∑∏‘æ≈®“°�∂“π–¢ÕßºŸâ�π—∫�πÿπ

�‘π§â“¥—ß°≈à“« ¬—ß�Õ¥§≈âÕß°—∫∑ƒ…Æ’°“√ª√—∫μ—«∑“ß�—ß§¡

(Social Adaptation Theory) ¢Õß Kahle ·≈– Homer

„πªï §.». 1985 ∑’Ë√–∫ÿ«à“ ‡¡◊ËÕºŸâ∫√‘‚¿§∑”°“√ª√–‡¡‘π

‚¶…≥“�‘π§â“∑’Ë¡’§«“¡‡°’Ë¬«æ—πμË” æ«°‡¢“¡—°®–‰¡à‰¥â„Àâ

§«“¡�”§—≠°—∫°“√ª√–‡¡‘πÕ¬à“ß≈–‡Õ’¬¥∂’Ë∂â«π ¥â«¬‡Àμÿπ’È

®÷ß∑”„Àâ™◊ËÕμ√“�‘π§â“ �∂“π–¢ÕßºŸâ�π—∫�πÿπ�‘π§â“ À√◊Õ

¿“æ√«¡¢Õß‚¶…≥“¡’Õ‘∑∏‘æ≈μàÕ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§

¡“°°«à“§”Õ∏‘∫“¬§ÿ≥≈—°…≥–¢Õß�‘π§â“

‡¡◊ËÕæ‘®“√≥“°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§„π¥â“π

∑—»π§μ‘μàÕ‚¶…≥“æ∫«à“ °“√„™â∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß‡ªìπ

ºŸâ�π—∫�πÿπ�‘π§â“„πß“π‚¶…≥“�àßº≈„ÀâºŸâ∫√‘‚¿§¡’∑—»π§μ‘

μàÕ‚¶…≥“�Ÿß°«à“°“√„™âºŸâ‡™’Ë¬«™“≠·≈–ºŸâ∫√‘‚¿§∑—Ë«‰ª

®“°º≈°“√«‘®—¬¢â“ßμâπ�Õ¥§≈âÕß°—∫ß“π«‘®—¬¢Õß La Ferle

·≈– Choi (2005) ∑’Ëæ∫«à“ °“√„™â∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß

‡æ◊ËÕ°≈à“«�π—∫�πÿπ�‘π§â“∑”„ÀâºŸâ∫√‘‚¿§¡’∑—»π§μ‘μàÕ‚¶…≥“

‰¥â�Ÿß°«à“°“√„™â∫ÿ§§≈∑’Ë‡ªìπºŸâ∫√‘‚¿§∑—Ë«‰ªÀ√◊Õ‰¡à‰¥â‡ªìπ

∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß ‚¥¬ß“π«‘®—¬¢Õß Yoon, C. Kim ·≈–
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M. Kim (1998) °≈à“««à“ ¡‘μ‘¢Õß§«“¡¥÷ß¥Ÿ¥„®‡ªìπ

§ÿ≥≈—°…≥–¢Õß·À≈àß�“√∑’Ë�àßº≈μàÕ∑—»π§μ‘μàÕ‚¶…≥“

¡“°°«à“§«“¡‡™’Ë¬«™“≠·≈–§«“¡πà“‰«â«“ß„® ∑—Èßπ’È

§«“¡¥÷ß¥Ÿ¥„®¢Õß·À≈àß�“√‰¡à‰¥âÀ¡“¬∂÷ß§«“¡¥÷ß¥Ÿ¥„®

¥â“π°“¬¿“æ‡∑à“π—Èπ ·μà¬—ß√«¡‰ª∂÷ß∑—»π§μ‘∑’Ë¥’∑’ËºŸâ∫√‘‚¿§

¡’μàÕºŸâ�π—∫�πÿπ�‘π§â“À√◊Õ§«“¡‡ªìπ∑’Ë™◊Ëπ™Õ∫¥â«¬ ÷́Ëß

®“°ß“π«‘®—¬¢Õß Fleck, Korchia ·≈– Roy (2012)

æ∫«à“ §«“¡‡ªìπ∑’Ë™◊Ëπ™Õ∫¢ÕßºŸâ�π—∫�πÿπ�‘π§â“∑”„Àâ

ºŸâ∫√‘‚¿§¡’∑—»π§μ‘μàÕ‚¶…≥“�Ÿß¢÷Èπ ‚¥¬§«“¡‡ªìπ∑’Ë™◊Ëπ

™Õ∫π’È ‡ªìπº≈¡“®“°√Ÿª≈—°…≥å ≈—°…≥–π‘�—¬ √Ÿª·∫∫

°“√¥”‡π‘π™’«‘μ ·≈–¿“æ≈—°…≥å∑’Ë∂Ÿ°∂à“¬∑Õ¥ºà“π∫ÿ§§≈

∑’Ë¡’™◊ËÕ‡�’¬ß�Ÿà‚¶…≥“·≈–μ√“�‘π§â“ ´÷Ëß‡ªìπ§ÿ≥≈—°…≥–

¢Õß·À≈àß�“√∑’Ë‡ªìππ“¬·∫∫∏√√¡¥“∑’Ë¡’§«“¡¥÷ß¥Ÿ¥„®‰¡à

�“¡“√∂∂à“¬∑Õ¥‰¥âÕ’°¥â«¬ (McCracken, 1989; Tellis,

1998)

πÕ°®“°º≈°√–∑∫¢Õßª√–‡¿∑ºŸâ�π—∫�πÿπ�‘π§â“®–

�àßº≈μàÕ∑—»π§μ‘μàÕ‚¶…≥“·≈â« §«“¡μ—Èß„® ◊́ÈÕ°Á‡ªìπÕ’°

Àπ÷Ëßμ—«·ª√∑’Ë‰¥â√—∫Õ‘∑∏‘æ≈®“°ª√–‡¿∑ºŸâ�π—∫�πÿπ�‘π§â“

‡™àπ°—π ‚¥¬º≈°“√«‘®—¬π’Èæ∫«à“ °“√„™â∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß

·≈–ºŸâ‡™’Ë¬«™“≠„π°“√�π—∫�πÿπ�‘π§â“ ∑”„ÀâºŸâ∫√‘‚¿§¡’

§«“¡μ—Èß„®´◊ÈÕ�Ÿß°«à“°“√„™âºŸâ∫√‘‚¿§∑—Ë«‰ª ´÷Ëß�Õ¥§≈âÕß

°—∫ß“π«‘®—¬®”π«πÀπ÷Ëß (Kahle & Homer, 1985; La

Ferle & Choi, 2005; Reinhard & Messner, 2009)

∑’Ëæ∫«à“ §«“¡¥÷ß¥Ÿ¥„®∑—Èß¥â“π°“¬¿“æ·≈–§«“¡™◊Ëπ™Õ∫

√«¡‰ª∂÷ß�∂“π¿“æ¢Õß∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß �àßº≈„Àâ

ºŸâ∫√‘‚¿§¡’§«“¡μ—Èß„®´◊ÈÕ�Ÿß°«à“°“√„™âºŸâ�π—∫�πÿπ�‘π§â“∑’Ë

‰¡à¡’§«“¡¥÷ß¥Ÿ¥„® ‚¥¬‡©æ“–Õ¬à“ß¬‘Ëß∫π‡ß◊ËÕπ‰¢∑’ËºŸâ

∫√‘‚¿§¡’·√ß®Ÿß„®À√◊Õ§«“¡μâÕß°“√„π°“√§‘¥μË” ¬‘Ëß‰ª

°«à“π—Èπ πÕ°®“°§ÿ≥�¡∫—μ‘¥â“π§«“¡¥÷ß¥Ÿ¥„®·≈â« §«“¡

‡™’Ë¬«™“≠¢Õß·À≈àß�“√°Á�àßº≈„ÀâºŸâ∫√‘‚¿§¡’§«“¡μ—Èß„®

´◊ÈÕ�Ÿß‰¥â‡™àπ°—π ‚¥¬ß“π«‘®—¬¢Õß Wen, Tan ·≈– Chang

(2009) æ∫«à“ ºŸâ�π—∫�πÿπ�‘π§â“∑’Ë¡’§«“¡‡™’Ë¬«™“≠�àßº≈

„ÀâºŸâ∫√‘‚¿§¡’§«“¡μ—Èß„® ◊́ÈÕ�Ÿß°«à“·À≈àß�“√∑’Ë‰¡à‡™’Ë¬«™“≠

�Õ¥§≈âÕß°—∫º≈°“√«‘®—¬¢Õß Ohanian „πªï §.». 1991

∑’Ë√–∫ÿ«à“ §«“¡‡™’Ë¬«™“≠‡ªìπ§ÿ≥≈—°…≥–¢Õß·À≈àß�“√∑’Ë

�àßº≈μàÕ§«“¡μ—Èß„® ◊́ÈÕ¡“°∑’Ë�ÿ¥ Õ’°∑—Èß∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß

·≈–ºŸâ‡™’Ë¬«™“≠¬—ß‡ªìπºŸâ�π—∫�πÿπ�‘π§â“∑’ËºŸâ∫√‘‚¿§„Àâ

§«“¡‰«â«“ß„®¡“°°«à“ºŸâ�π—∫�πÿπ�‘π§â“∑’Ë‡ªìπºŸâ∫√‘‚¿§∑—Ë«‰ª

Õ—π‡π◊ËÕß¡“®“°°“√‡ªìπ∫ÿ§§≈�“∏“√≥– ·≈–§«“¡√Ÿâ ∑—°…–

À√◊Õª√–�∫°“√≥å∑’Ë¡’¡“°°«à“∫ÿ§§≈∑—Ë«‰ªμ“¡≈”¥—∫

(Assael, 2004; Shimp & Andrews, 2013; Tellis,

1998)

Õ¬à“ß‰√°Á¥’ ºŸâ�π—∫�πÿπ�‘π§â“∑’Ëμà“ß°—π„πß“π‚¶…≥“

‰¡à‰¥â�àßº≈„ÀâºŸâ∫√‘‚¿§¡’°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡

·≈–∑—»π§μ‘μàÕμ√“�‘π§â“·μ°μà“ß°—π ‚¥¬�“¡“√∂Õ∏‘∫“¬

‰¥â«à“ �‘π§â“∑’Ë„™â„π°“√∑¥≈Õß‡ªìπ�‘π§â“∑’Ë¡’√–¥—∫§«“¡

‡°’Ë¬«æ—πμË” ´÷Ëß‡ªìπ�‘π§â“ª√–‡¿∑∑—Ë«‰ªÀ√◊Õ�‘π§â“�–¥«°

´◊ÈÕ∑’Ë§ÿ≥≈—°…≥–¢Õß�‘π§â“·μà≈–μ√“�‘π§â“‰¡à‰¥â¡’§«“¡

·μ°μà“ß°—π¡“°π—° √“§“∂Ÿ° ·≈–‚Õ°“�„π°“√‡°‘¥°“√

μ—¥�‘π„®´◊ÈÕ∑’Ëº‘¥æ≈“¥‡°‘¥¢÷Èπ‰¥â¬“° (Goldsmith, Flynn,

& Clark, 2012; Phillips & McQuire, 2010;

Rothschild, 1987) ºŸâ∫√‘‚¿§®÷ß‰¡à‰¥â¡’§«“¡ºŸ°æ—πμàÕ

μ√“�‘π§â“„¥‡ªìπæ‘‡»… (Festinger, 1964) ÷́ËßºŸâ∫√‘‚¿§

®–√—∫√Ÿâ§«“¡‡�’Ë¬ß¢Õß�‘π§â“∑’Ë¡’§«“¡‡°’Ë¬«æ—π�Ÿß‰¥â¡“°

°«à“�‘π§â“∑’Ë¡’§«“¡‡°’Ë¬«æ—πμË” (Pires & Stanton, 2004)

√«¡‰ª∂÷ß¡’∑—»π§μ‘μàÕμ√“�‘π§â“„π∑“ß∫«°μàÕ�‘π§â“∑’Ë¡’

§«“¡‡°’Ë¬«æ—π�Ÿß¡“°°«à“�‘π§â“∑’Ë¡’§«“¡‡°’Ë¬«æ—πμË”Õ’°¥â«¬

(�‚√™“ ‡≈‘»∑«’‡¥™, 2557) ®÷ßÕ“®°≈à“«‚¥¬�√ÿª‰¥â«à“ �‘π§â“

∑’Ë¡’§«“¡‡°’Ë¬«æ—πμË”∑’Ë„™â„π°“√∑¥≈Õß‡ªìπ�‘π§â“∑’ËºŸâ

∫√‘‚¿§¡’§«“¡‡�’Ë¬ßμË” ‡æ√“–�‘π§â“¥—ß°≈à“«‰¡à‰¥â¡’§«“¡

�—¡æ—π∏åÀ√◊Õ§«“¡�”§—≠°—∫ºŸâ∫√‘‚¿§¡“°π—° ºŸâ∫√‘‚¿§®÷ß

‰¡à‰¥â√—∫√Ÿâ«à“¡’§«“¡‡�’Ë¬ß (Schiffman et al., 2010)

�∂“π–¢ÕßºŸâ�π—∫�πÿπ�‘π§â“∑’Ëμà“ß°—π®÷ß‰¡à�àßº≈μàÕ°“√

μÕ∫�πÕß¥â“π°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß¢ÕßºŸâ∫√‘‚¿§ Õ’°∑—Èß

ß“π«‘®—¬¢Õß Goldsmith, Lafferty, & Newell (2000)

¬—ß√–∫ÿ«à“ §«“¡πà“‡™◊ËÕ∂◊Õ¢ÕßºŸâ�π—∫�πÿπ�‘π§â“‰¡à‰¥â¡’

§«“¡�—¡æ—π∏å‚¥¬μ√ßμàÕ∑—»π§μ‘μàÕμ√“�‘π§â“ ¥â«¬‡Àμÿπ’È

ª√–‡¿∑¢ÕßºŸâ�π—∫�πÿπ�‘π§â“ ®÷ß‰¡à�àßº≈μàÕ∑—»π§μ‘μàÕ

μ√“�‘π§â“¢ÕßºŸâ∫√‘‚¿§¥â«¬‡™àπ°—π

μàÕ¡“ „π�à«πº≈°√–∑∫À≈—°¢Õßª√–‡¿∑�‘π§â“
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μàÕ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§æ∫«à“ ª√–‡¿∑�‘π§â“∑’Ë¡’

§«“¡‡°’Ë¬«æ—πμË”´÷ËßμÕ∫�πÕß§«“¡μâÕß°“√∑’Ëμà“ß°—π

�àßº≈„ÀâºŸâ∫√‘‚¿§¡’°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß ∑—»π§μ‘μàÕμ√“�‘π§â“

·≈–§«“¡μ—Èß„®´◊ÈÕμà“ß°—π ·μà‰¡à‰¥â�àßº≈„ÀâºŸâ∫√‘‚¿§¡’

∑—»π§μ‘μàÕ‚¶…≥“·μ°μà“ß°—π ‚¥¬„π·μà≈–�à«π¡’√“¬

≈–‡Õ’¬¥¥—ßπ’È

¥â“π°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡ ®“°º≈°“√

«‘‡§√“–Àå¢âÕ¡Ÿ≈∑“ß�∂‘μ‘æ∫«à“ ºŸâ∫√‘‚¿§√—∫√Ÿâ§«“¡‡�’Ë¬ß

‚¥¬¿“æ√«¡®“°�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“π

ª√–‚¬™πå„™â�Õ¬‰¥â�Ÿß°«à“�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß

°“√¥â“πÕ“√¡≥å§«“¡√Ÿâ�÷° ‚¥¬ Park ·≈– Moon (2003)

√–∫ÿ«à“ §«“¡√Ÿâ∑’ËºŸâ∫√‘‚¿§„™âª√–‡¡‘π�‘π§â“∑—Èß�Õßª√–‡¿∑

·μ°μà“ß°—π ‚¥¬ºŸâ∫√‘‚¿§®–„™â§«“¡√Ÿâ∑’Ë‡ªìπ¡“μ√∞“π

∑—Ë«‰ª„π°“√ª√–‡¡‘π�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“π

ª√–‚¬™πå„™â�Õ¬ ·μàºŸâ∫√‘‚¿§„™âª√–�∫°“√≥å�à«πμ—«„π

°“√ª√–‡¡‘π�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πÕ“√¡≥å

§«“¡√Ÿâ�÷° Õ’°∑—Èß Chitturi, Raghunathan ·≈– Mahajan

(2007) ¬—ßæ∫«à“ §«“¡æ÷ßæÕ„®¢ÕßºŸâ∫√‘‚¿§®“°�‘π§â“

∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬¡“®“°

§«“¡ª≈Õ¥¿—¬À√◊Õ§«“¡¡—Ëπ„®®“°°“√„™â�‘π§â“ �à«π

§«“¡�ÿ¢·≈–§«“¡μ◊Ëπ‡μâπ‡ªìπªí®®—¬∑’Ë°”Àπ¥§«“¡æ÷ß

æÕ„®¢Õß�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πÕ“√¡≥å

§«“¡√Ÿâ�÷° ¥â«¬‡Àμÿ∑’Ë°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß§◊Õ§«“¡‰¡à

·πàπÕπ∑’ËÕ“®‡°‘¥¢÷Èπ®“°°“√μ—¥�‘π„®´◊ÈÕ∑’Ëº‘¥æ≈“¥ √«¡

‰ª∂÷ß°“√∑’ËºŸâ∫√‘‚¿§®–§”π÷ß∂÷ß§ÿ≥≈—°…≥–·≈–�¡√√∂π–

°“√∑”ß“π¢Õß�‘π§â“‡ªìπ�”§—≠°—∫�‘π§â“∑’ËμÕ∫�πÕß§«“¡

μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬ (Assael, 2004) ®÷ß∑”„Àâ

ºŸâ∫√‘‚¿§√—∫√Ÿâ§«“¡‡�’Ë¬ß¢Õß�‘π§â“ª√–‡¿∑¥—ß°≈à“«‰¥â�Ÿß

°«à“�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πÕ“√¡≥å§«“¡√Ÿâ�÷°

„π∑”πÕß‡¥’¬«°—π ª√–‡¿∑�‘π§â“∑’Ë¡’§«“¡‡°’Ë¬«æ—π

μË”∑’Ëμà“ß°—π�àßº≈„ÀâºŸâ∫√‘‚¿§¡’∑—»π§μ‘μàÕμ√“�‘π§â“·μ°μà“ß

°—π ‚¥¬ Sherif ·≈– Hovland (1961) Õ∏‘∫“¬«à“

ºŸâ∫√‘‚¿§∑’Ë¡’§«“¡‡°’Ë¬«æ—πμË”°—∫�‘π§â“ ¡—°®–¬Õ¡√—∫

μ√“�‘π§â“‰¥âÀ≈“°À≈“¬ ‡π◊ËÕß®“°¡’¢Õ∫‡¢μ·Ààß°“√

¬Õ¡√—∫°«â“ß ·≈–¡’¢Õ∫‡¢μ·Ààß°“√ªØ‘‡�∏·§∫ ®“°

º≈°“√«‘®—¬æ∫«à“ ºŸâ∫√‘‚¿§¡’∑—»π§μ‘∑’Ë¥’μàÕμ√“�‘π§â“¢Õß

�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬¡“°

°«à“�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πÕ“√¡≥å§«“¡√Ÿâ�÷°

�Õ¥§≈âÕß°—∫ß“π«‘®—¬¢Õß Lim ·≈– Ang (2008) ∑’Ë

æ∫«à“ ºŸâ∫√‘‚¿§™“«®’π¡’∑—»π§μ‘μàÕμ√“�‘π§â“¢Õß�‘π§â“∑’Ë

μÕ∫�πÕß§«“¡μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬¡“°°«à“

‚¥¬‡ªìπº≈¡“®“°‡ß◊ËÕπ‰¢∑“ß«—≤π∏√√¡∑’Ë·μ°μà“ß°—π

‡æ√“–®“°°“√»÷°…“¬—ßæ∫«à“ À“°ª√–‡∑»¢ÕßºŸâ∫√‘‚¿§

‰¥â√—∫Õ‘∑∏‘æ≈®“°™“μ‘μ–«—πμ°§àÕπ¢â“ß¡“° ‡™àπ ª√–‡∑»

�‘ß§‚ª√å ∑—»π§μ‘μàÕμ√“�‘π§â“¢Õß�‘π§â“∑—Èß�Õßª√–‡¿∑

®–‰¡à·μ°μà“ß°—π ∑—Èßπ’È Õ“®‡ªìπ‡æ√“–«—≤π∏√√¡∑’Ëμà“ß

°—π�àßº≈„ÀâºŸâ∫√‘‚¿§¡’°“√√—∫√Ÿâ∫ÿ§≈‘°¿“æ¢Õßμ√“�‘π§â“

·μ°μà“ß°—π (Aaker, Banet-Matinez, & Garolena,

2001; Sung & Tinkham, 2005) √«¡‰ª∂÷ß‡°‘¥

®“°°√–∫«π°“√¢—¥‡°≈“∑“ß�—ß§¡∑’Ë·μ°μà“ß°—π¥â«¬

(Solomon, 2015)

πÕ°®“°π’È ª√–‡¿∑¢Õß�‘π§â“∑’Ëμà“ß°—π¬—ß�àß„Àâ

ºŸâ∫√‘‚¿§¡’§«“¡μ—Èß„®´◊ÈÕ·μ°μà“ß°—π¥â«¬ ‚¥¬§«“¡μ—Èß„®

´◊ÈÕ∑’Ë‡°‘¥®“°�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“πÕ“√¡≥å

§«“¡√Ÿâ�÷°�Ÿß°«à“�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¥â“π

ª√–‚¬™πå„™â�Õ¬ º≈°“√«‘®—¬¥—ß°≈à“«�Õ¥§≈âÕß°—∫ß“π

«‘®—¬¢Õß Okada (2005) ·≈– Shiv ·≈– Fedorikhin

(1999) ∑’Ëæ∫«à“ À“°ºŸâ∫√‘‚¿§μâÕßμ—¥�‘π„® ◊́ÈÕ�‘π§â“∑—Èß

�Õßª√–‡¿∑·¬°°—π À√◊Õμ—¥�‘π„®‡≈◊Õ°�‘π§â“∑—Èß�Õß

ª√–‡¿∑„π‡«≈“∑’Ë®”°—¥ ‚Õ°“�∑’Ë�‘π§â“∑’ËμÕ∫�πÕß§«“¡

μâÕß°“√¥â“πÕ“√¡≥å§«“¡√Ÿâ�÷°®–∂Ÿ°‡≈◊Õ°¡’�Ÿß°«à“ ‡π◊ËÕß®“°

ªØ‘°‘√‘¬“°“√μÕ∫�πÕß∑“ß¥â“πÕ“√¡≥å‡ªìπμ—«°√–μÿâπ„π

ºŸâ∫√‘‚¿§‡°‘¥æƒμ‘°√√¡ πÕ°®“°π’È ¬—ßÕ“®‡ªìπ‡æ√“–«à“

ºŸâ∫√‘‚¿§¡’§«“¡ÕàÕπ‰À«μàÕ√“§“¢Õß�‘π§â“∑’ËμÕ∫�πÕß

§«“¡μâÕß°“√¥â “πÕ“√¡≥å§«“¡√Ÿâ �÷ °πâÕ¬ ‡æ√“–

«—μ∂ÿª√–�ß§å§◊Õ°“√∫√‘‚¿§‡æ◊ËÕ§«“¡�ÿ¢ (Wakefield &

Inman, 2003) ÷́Ëß·μ°μà“ß®“°�‘π§â“∑’ËμÕ∫�πÕß§«“¡

μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬ ∑’ËºŸâ∫√‘‚¿§®–„™â§«“¡§‘¥„π

°“√ª√–‡¡‘π�‘π§â“¡“°°«à“ ·≈–μ—¥�‘π„®∫πæ◊Èπ∞“π¢Õß

§«“¡‡ªìπ‡Àμÿ‡ªìπº≈ (Assael, 2004; Solomon, 2015)
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Õ¬à“ß‰√°Á¥’ ª√–‡¿∑�‘π§â“∑’Ëμà“ß°—π‰¡à‰¥â∑”„ÀâºŸâ∫√‘‚¿§

¡’∑—»π§μ‘μàÕ‚¶…≥“·μ°μà“ß°—π ‚¥¬º≈°“√«‘®—¬¥—ß°≈à“«

�Õ¥§≈âÕß°—∫ß“π«‘®—¬¢Õß Geuens, Pelsmacker ·≈–

Faseur (2011) ÷́Ëß�“¡“√∂Õ∏‘∫“¬‰¥â«à“ ‚¶…≥“‡ªìπ

‡§√◊ËÕß¡◊ÕÀπ÷Ëß„π°“√�◊ËÕ�“√°“√μ≈“¥ ¥—ßπ—Èπ ºŸâ∫√‘‚¿§®÷ß

‰¡à‰¥â√Ÿâ�÷°¥’μàÕ‚¶…≥“‡æ’¬ß‡æ√“–«à“‚¶…≥“π—Èπ�◊ËÕ�“√

μ√“�‘π§â“À√◊Õπ”‡�πÕ�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√

¥â“πª√–‚¬™πå„™â�Õ¬À√◊ÕÕ“√¡≥å§«“¡√Ÿâ�÷°

�”À√—∫º≈°√–∑∫‡™‘ßªØ‘�—¡æ—π∏å¢Õßª√–‡¿∑

ºŸâ�π—∫�πÿπ·≈–ª√–‡¿∑�‘π§â“μàÕ°“√μÕ∫�πÕß¢Õß

ºŸâ∫√‘‚¿§æ∫«à“ ª√–‡¿∑ºŸâ�π—∫�πÿπ·≈–ª√–‡¿∑�‘π§â“∑’Ë

μà“ß°—π‰¡à�àßº≈°√–∑∫√à«¡°—πμàÕ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§

‚¥¬°“√Õ¿‘ª√“¬º≈„π·μà≈–μ—«·ª√ ¡’√“¬≈–‡Õ’¬¥¥—ßπ’È

¥â“π°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡ °“√∑’Ëª√–‡¿∑

ºŸâ�π—∫�πÿπ·≈–ª√–‡¿∑�‘π§â“‰¡à�àßº≈°√–∑∫‡™‘ßªØ‘�—¡æ—π∏å

π—Èπ Õ“®‡ªìπ‰ªμ“¡§”Õ∏‘∫“¬¢Õß Solomon (2015) ∑’Ë

√–∫ÿ«à“ ‡¡◊ËÕºŸâ∫√‘‚¿§ª√–‡¡‘π�‘π§â“„¥„¥ æ«°‡¢“®–

∑”°“√π”§ÿ≥≈—°…≥–�‘π§â“¢Õßμ√“�‘π§â“„À¡à‰ª‡ª√’¬∫‡∑’¬∫

°—∫μ√“�‘π§â“‡¥‘¡∑’Ëμπ‡§¬¡’ª√–�∫°“√≥å Õ’°∑—Èß�‘π§â“∑’Ë

„™â„πß“π«‘®—¬‡ªìπ�‘π§â“∑’Ë¡’§«“¡‡°’Ë¬«æ—πμË” °≈à“«§◊Õ

‡ªìπ�‘π§â“∑’Ë¡’§«“¡‡�’Ë¬ßμË”¥â«¬ (Pires & Stanton,

2004) ‡æ√“–ºŸâ∫√‘‚¿§‰¡à‰¥â√—∫√Ÿâ∂÷ß§«“¡‡�’Ë¬ß¥â“π°“√‡ß‘π

¥â“π�¡√√∂π–°“√∑”ß“π ¥â“π°“¬¿“æ ¥â“π�—ß§¡ ·≈–

¥â“π®‘μ«‘∑¬“ ∑—Èß¢Õß�∫Ÿà·≈–‰Õ»°√’¡ ª√–°Õ∫°—∫

§ÿ≥≈—°…≥–¢Õß�‘π§â“„π°“√«‘®—¬‰¡à‰¥â¡’§«“¡·μ°μà“ß®“°

μ√“�‘π§â“„πª√–‡¿∑�‘π§â“‡¥’¬«°—π∑’ËºŸâ∫√‘‚¿§‡§¬„™â

ºŸâ∫√‘‚¿§®÷ß�“¡“√∂ª√–‡¡‘π§«“¡‡�’Ë¬ß‰¥â¥â«¬μπ‡Õß ‚¥¬

‰¡à®”‡ªìπμâÕß„™â�∂“π–¢ÕßºŸâ�π—∫�πÿπ�‘π§â“‡¢â“¡“™à«¬

„π°“√μ—¥�‘π„®

�à«π°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§„π¥â“π∑—»π§μ‘·≈–

§«“¡μ—Èß„®´◊ÈÕ∑’Ë‰¡à‰¥â¡’§«“¡·μ°μà“ß°—πÕ—π‡π◊ËÕß¡“®“°

º≈°√–∑∫‡™‘ßªØ‘�—¡æ—π∏å º≈°“√«‘®—¬π’È�Õ¥§≈âÕß°—∫ß“π

«‘®—¬¢Õß Choi ·≈– Rifon (2012) ∑’Ëæ∫«à“ §«“¡

�Õ¥§≈âÕß°—π√–À«à“ß¿“æ≈—°…≥å¢ÕßºŸâ�π—∫�πÿπ�‘π§â“´÷Ëß

‡ªìπ∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß°—∫ª√–‡¿∑�‘π§â“∑’Ë·μ°μà“ß°—π ‰¡à

‰¥â�àßº≈„ÀâºŸâ∫√‘‚¿§¡’∑—»π§μ‘·≈–§«“¡μ—Èß„® ◊́ÈÕμà“ß°—π ‡™àπ

‡¥’¬«°—∫ß“π«‘®—¬¢Õß Wright (2016) ∑’Ëæ∫«à“ §«“¡

�Õ¥§≈âÕß¢ÕßºŸâ�π—∫�πÿπ�‘π§â“°—∫ª√–‡¿∑�‘π§â“®“°¡‘μ‘

¢Õß§«“¡¥÷ß¥Ÿ¥„®À√◊Õ§«“¡‡™’Ë¬«™“≠ ‰¡à‰¥â�àßº≈„Àâ

ºŸâ∫√‘‚¿§¡’∑—»π§μ‘·≈–§«“¡μ—Èß„®´◊ÈÕ·μ°μà“ß°—π ∑—Èßπ’È

�à«πÀπ÷ËßÕ“®‡ªìπº≈¡“®“°°“√∑’Ë�‘π§â“∑’Ë∂Ÿ°„™â„π°“√∑¥≈Õß

§√—Èßπ’È·≈–ß“π«‘®—¬¢â“ßμâπ ‰¡à‰¥â‡ªìπ�‘π§â“‡°’Ë¬«°—∫§«“¡

¥÷ß¥Ÿ¥„®∑’Ë�“¡“√∂�—ß‡°μ‡ÀÁπ‰¥âÕ¬à“ß™—¥‡®π Õ’°∑—Èß√–¥—∫

§«“¡‡°’Ë¬«æ—π∑’ËºŸâ∫√‘‚¿§¡’μàÕ�‘π§â“·≈–°“√μ—¥�‘π„®´◊ÈÕ

´÷ËßÕ¬Ÿà„π√–¥—∫μË” ∑”„ÀâºŸâ∫√‘‚¿§‰¡à¡’·√ß®Ÿß„®„π°“√

ª√–‡¡‘π·≈–‡™◊ËÕ¡‚¬ß§«“¡�Õ¥§≈âÕß√–À«à“ßºŸâ�π—∫�πÿπ

�‘π§â“·≈–�‘π§â“‰¥â ‚¥¬¡’ß“π«‘®—¬∑’Ë√–∫ÿ«à“ §«“¡

�Õ¥§≈âÕß°—π√–À«à“ßºŸâ�π—∫�πÿπ�‘π§â“·≈–�‘π§â“®–�àßº≈

μàÕ°“√μÕ∫�πÕß¢ÕßºŸâ∫√‘‚¿§∫π‡ß◊ËÕπ‰¢∑’ËºŸâ∫√‘‚¿§¡’

§«“¡‡°’Ë¬«æ—π�Ÿß¡“°°«à“§«“¡‡°’Ë¬«æ—πμË” ‡æ√“–ºŸâ∫√‘‚¿§

∑’Ë¡’§«“¡‡°’Ë¬«æ—π�Ÿß®–¡’·√ß®Ÿß„®„π°“√ª√–‡¡‘π �“¡“√∂

‡™◊ËÕ¡‚¬ß ·≈–π”§«“¡�Õ¥§≈âÕß¥—ß°≈à“«¡“„™â‡ªìπ¢âÕ¡Ÿ≈

„π°“√μ—¥�‘π„®‰¥â¡“°°«à“ „π¢≥–∑’ËºŸâ∫√‘‚¿§∑’Ë¡’§«“¡

‡°’Ë¬«æ—πμË”Õ“®‰¥â√—∫Õ‘∑∏‘æ≈®“°ºŸâ�π—∫�πÿπ�‘π§â“‡∑à“π—Èπ

‚¥¬�∂“π°“√≥å°“√ª√–‡¡‘π∑’Ë‡°‘¥¢÷Èπ‡ªìπ‰ªμ“¡·∫∫

®”≈Õß§«“¡‡ªìπ‰ª‰¥â„π°“√§‘¥‰μ√àμ√ÕßÀ√◊Õ·∫∫®”≈Õß

ELM π—Ëπ‡Õß (Lee & Koo, 2016; Lee & Thorson,

2008)

�ÿ¥∑â“¬ „π�à«π¢Õß§«“¡�—¡æ—π∏å√–À«à“ß°“√μÕ∫

�πÕß¢ÕßºŸâ∫√‘‚¿§ ®“°º≈°“√«‘®—¬æ∫«à“ °“√√—∫√Ÿâ§«“¡

‡�’Ë¬ß‚¥¬¿“æ√«¡¡’§«“¡�—¡æ—π∏å„π∑“ß≈∫°—∫∑—»π§μ‘μàÕ

‚¶…≥“·≈–§«“¡μ—Èß„®´◊ÈÕ ‡π◊ËÕß®“°‡¡◊ËÕºŸâ∫√‘‚¿§√—∫√Ÿâ

§«“¡‡�’Ë¬ß‰¥âμË” °≈à“«§◊Õ ∑”°“√ª√–‡¡‘π‚¶…≥“ �√â“ß

§«“¡§‘¥ ®π‡°‘¥‡ªìπ§«“¡‡™◊ËÕμàÕ‚¶…≥“π—ÈπÊ «à“‰¡à¡’

§«“¡‡�’Ë¬ß ·π«‚πâ¡∑’Ëæ«°‡¢“®–¡’∑—»π§μ‘∑’Ë¥’μàÕ‚¶…≥“

·≈–‡°‘¥§«“¡μ—Èß„®´◊ÈÕ„π∑“ß∫«°¬àÕ¡�Ÿßμ“¡‰ª¥â«¬

(Schiffman et al., 2010) ‡æ√“–«à“Õß§åª√–°Õ∫¥â“π

§«“¡§‘¥‡ªìπªí®®—¬∑’Ë�àßº≈μàÕ∑—»π§μ‘·≈–æƒμ‘°√√¡¢Õß

ºŸâ∫√‘‚¿§ (Lutz, 1991) Õ¬à“ß‰√°Á¥’ º≈°“√«‘®—¬æ∫«à“

°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß‚¥¬¿“æ√«¡‰¡à¡’§«“¡�—¡æ—π∏å°—∫∑—»π§μ‘
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μàÕμ√“�‘π§â“ ∑—Èßπ’È ß“π«‘®—¬¢Õß Goldsmith et al. (2000)

√–∫ÿ«à“ ∑—»π§μ‘μàÕμ√“�‘π§â“ ‡ªìπº≈¡“®“°°“√√—∫√Ÿâ§«“¡

πà“‡™◊ËÕ∂◊Õ¢ÕßÕß§å°√¡“°°«à“ √«¡∑—Èß°“√√—∫√Ÿâ§«“¡

πà“‡™◊ËÕ∂◊Õ¢ÕßºŸâ�π—∫�πÿπ�‘π§â“‰¡à‰¥â¡’º≈‚¥¬μ√ß°—∫∑—»π§μ‘

μàÕμ√“�‘π§â“

„π�à«π§«“¡�—¡æ—π∏å¿“¬„πÕß§åª√–°Õ∫¥â“π∑—»π§μ‘

‡Õßπ—Èπ º≈°“√«‘®—¬„π§√—Èßπ’È�Õ¥§≈âÕß°—∫º≈°“√«‘®—¬¢Õß

ß“π«‘®—¬®”π«πÀπ÷Ëß∑’Ë√–∫ÿ«à“ ∑—»π§μ‘∑’ËºŸâ∫√‘‚¿§¡’μàÕ

‚¶…≥“¡’§«“¡�—¡æ—π∏å„π∑“ß∫«°°—∫∑—»π§μ‘μàÕμ√“�‘π§â“

‚¥¬‡©æ“–Õ¬à“ß¬‘Ëß ‡¡◊ËÕ�‘π§â“¡’§«“¡‡°’Ë¬«æ—πμË”·≈–‡ªìπ

μ√“�‘π§â“„À¡à∑’ËºŸâ∫√‘‚¿§‰¡à‡§¬¡’ª√–�∫°“√≥å√à«¡¡“°àÕπ

(Choi & Rifon, 2012; MacKenzie, Lutz, & Belch,

1986)

πÕ°®“°π’È º≈°“√«‘®—¬¬—ßæ∫«à“Õß§åª√–°Õ∫¥â“π

§«“¡√Ÿâ�÷°·≈–æƒμ‘°√√¡¢ÕßºŸâ∫√‘‚¿§¡’§«“¡�—¡æ—π∏å°—π

„π∑“ß∫«° °≈à“«§◊Õ ‡¡◊ËÕºŸâ∫√‘‚¿§¡’∑—»π§μ‘∑’Ë¥’°Á¬àÕ¡¡’

§«“¡μ—Èß„® ◊́ÈÕ�Ÿß¥â«¬‡™àπ°—π´÷Ëß�“¡“√∂Õ∏‘∫“¬‰¥â®“°·∫∫

®”≈Õß§ÿ≥�¡∫—μ‘À≈“¬ª√–°“√ (Multiattribute Model)

∑’Ë√–∫ÿ«à“ ºŸâ∫√‘‚¿§®–ª√–‡¡‘π∑—»π§μ‘¢Õßμπ®“°§ÿ≥�¡∫—μ‘

∑’ËÀ≈“°À≈“¬·≈â«�√â“ß‡ªìπ§«“¡‡™◊ËÕ·≈–§«“¡√Ÿâ�÷°∑’Ëμπ¡’

μàÕμ√“�‘π§â“ ´÷Ëß∂â“À“°ºŸâ∫√‘‚¿§¡’∑—»π§μ‘μàÕ‚¶…≥“·≈–

μ√“�‘π§â“∑’Ë¥’ ·π«‚πâ¡∑’ËºŸâ∫√‘‚¿§®–¡’§«“¡μ—Èß„® ◊́ÈÕ°Á®–

�Ÿßμ“¡‰ª¥â«¬ (Fishbein, 1963 as cited in Assael,

2004) ∑—Èßπ’È°Á‡æ√“–æƒμ‘°√√¡°“√·�¥ßÕÕ°¬àÕ¡¡’§«“¡

�Õ¥§≈âÕß°—∫∑—»π§μ‘∑’ËºŸâ∫√‘‚¿§¬÷¥∂◊Õ (Lutz, 1991)

¢âÕ®”°—¥·≈–¢âÕ‡ πÕ·π– ”À√—∫°“√«‘®—¬„π
Õπ“§μ

‡π◊ËÕß®“°ß“π«‘®—¬„π§√—Èßπ’È ‡ªìπ°“√«‘®—¬‡™‘ß∑¥≈Õß

ºŸâ«‘®—¬®÷ß‰¥â∑”°“√§«∫§ÿ¡μ—«·ª√‡æ◊ËÕ„Àâ‡°‘¥§«“¡‡∑’Ë¬ß

μ√ß¿“¬„π (Internal Validity) ‡æ◊ËÕªÑÕß°—πμ—«·ª√

·∑√° ấÕπ ´÷Ëß°“√∑”«‘®—¬„π≈—°…≥–π’ÈÕ“®∑”„Àâ§«“¡

‡∑’Ë¬ßμ√ß¿“¬πÕ° (External Validity) ≈¥≈ß ´÷Ëß°“√

∑”«‘®—¬‡™‘ß�”√«®À√◊Õ‡™‘ß§ÿ≥¿“æ„πÕπ“§μ Õ“®™à«¬‡μ‘¡

‡μÁ¡À√◊Õ∑”„Àâ‡°‘¥§«“¡‡∑’Ë¬ßμ√ß¿“¬πÕ°„π°“√π”º≈‰ª

ª√–¬ÿ°μå„™â°—∫�∂“π°“√≥å®√‘ß‰¥â„°≈â‡§’¬ß·≈–¡’§«“¡

≈–‡Õ’¬¥≈ÿà¡≈÷°‡æ‘Ë¡¡“°¢÷Èπ

πÕ°®“°π’È μ√“�‘π§â“∑’Ë„™â„π°“√«‘®—¬‡ªìπμ√“�‘π§â“∑’Ë

ºŸâ«‘®—¬�¡¡μ‘¢÷Èπ (Fictitious Brand) ‡æ◊ËÕ≈¥Õ§μ‘∑’ËºŸâ

∫√‘‚¿§¡’μàÕμ√“�‘π§â“Õ¬Ÿà°àÕπ·≈â« ¥—ßπ—Èπ ß“π«‘®—¬„π

Õπ“§μÕ“®∑”°“√»÷°…“μ√“�‘π§â“∑’Ë¡’Õ¬Ÿà®√‘ß„πμ≈“¥ ‡æ◊ËÕ

‡ªìπ°“√¬◊π¬—π·π«§‘¥À√◊Õº≈°“√«‘®—¬∑’Ëæ∫®“°°“√«‘®—¬

„π§√—Èßπ’È¥â«¬

¬‘Ëß‰ª°«à“π—Èπ ºŸâ«‘®—¬∑’Ë�π„®„πÀ—«¢âÕ‡°’Ë¬«°—∫ºŸâ

�π—∫�πÿπ�‘π§â“ ¬—ß�“¡“√∂·∫àßª√–‡¿∑¢ÕßºŸâ�π—∫�πÿπ

�‘π§â“„Àâ¡’§«“¡≈–‡Õ’¬¥À√◊ÕÀ≈“°À≈“¬¡“°¬‘Ëß¢÷Èπ‰¥â  ‡™àπ

°“√·∫àßª√–‡¿∑∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß®“°«ß°“√μà“ßÊ °“√„™â

ºŸâ¡’Õ‘∑∏‘æ≈∫π‡§√◊Õ¢à“¬�—ß§¡ÕÕπ‰≈πå ‡ªìπμâπ ́ ÷ËßπÕ°®“°

°“√·∫àßª√–‡¿∑ºŸâ�π—∫�πÿπ�‘π§â“·≈â« ß“π«‘®—¬„πÕπ“§μ

Õ“®∑”°“√·∫àßª√–‡¿∑�‘π§â“„Àâ·μ°μà“ßÀ√◊Õ¡’§«“¡´—∫

´âÕπ„π¡‘μ‘‡¥‘¡„Àâ¡“°¬‘Ëß¢÷Èπ ‡™àπ °“√»÷°…“�‘π§â“§ß∑π

·≈–‰¡à§ß∑π �‘π§â“∑’Ë¡’§«“¡‡°’Ë¬«æ—π„π√–¥—∫μà“ß°—π À√◊Õ

�‘π§â“∑’ËμÕ∫�πÕß§«“¡μâÕß°“√∑—Èß¥â“πª√–‚¬™πå·≈–

Õ“√¡≥å§«“¡√Ÿâ�÷°�Ÿß°—∫μË” ‡ªìπμâπ

∑—Èßπ’È ß“π«‘®—¬„πÕπ“§μÕ“®∑”°“√»÷°…“‡°’Ë¬«°—∫

º≈°√–∑∫¢ÕßºŸâ�π—∫�πÿπ�‘π§â“·≈–ª√–‡¿∑�‘π§â“„π

∫√‘∫∑¢Õß°“√�◊ËÕ�“√À√◊Õ‡§√◊ËÕß¡◊Õ°“√�◊ËÕ�“√√Ÿª·∫∫Õ◊ËπÊ

‡™àπ ∫√‘∫∑°“√�◊ËÕ�“√ÕÕπ‰≈πå À√◊Õ°“√„™â¿“æ¬πμ√å

‚¶…≥“„π°“√∑¥≈Õß √«¡‰ª∂÷ß»÷°…“°“√μÕ∫�πÕß¢Õß

ºŸâ∫√‘‚¿§¥â“πÕ◊ËπÊ ‡æ‘Ë¡‡μ‘¡ ‡™àπ °“√√—∫√Ÿâ§ÿ≥¿“æ §ÿ≥§à“

μ√“�‘π§â“ ¿“æ≈—°…≥å À√◊Õ°“√∫Õ°μàÕ¢ÕßºŸâ∫√‘‚¿§ ‡ªìπμâπ

¢âÕ‡ πÕ·π– ”À√—∫°“√π”º≈°“√«‘®—¬‰ªª√–¬ÿ°μå„™â
„π�à«π¢Õß°“√π”º≈°“√«‘®—¬‰ªª√–¬ÿ°μå„™â ‡π◊ËÕß®“°

º≈°“√«‘®—¬æ∫‡æ’¬ßº≈°√–∑∫À≈—° ·≈–‰¡àæ∫º≈

°√–∑∫‡™‘ßªØ‘�—¡æ—π∏å ®÷ß∑”„Àâ‡ÀÁπ‰¥â«à“ �”À√—∫�‘π§â“∑’Ë

¡’§«“¡‡°’Ë¬«æ—πμË”‰¡à«à“®–‡ªìπ�‘π§â“∑’ËμÕ∫�πÕß§«“¡

μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬À√◊ÕÕ“√¡≥å§«“¡√Ÿâ�÷° °“√

„™âºŸâ�π—∫�πÿπ�‘π§â“„π°“√�◊ËÕ�“√ºà“π‚¶…≥“¬—ß§ß‡ªìπ

«‘∏’°“√∑’Ë¡’ª√–�‘∑∏‘º≈Õ¬à“ß¬‘Ëß ∑—Èßπ’È ‡æ√“–«à“�‘π§â“∑’Ë¡’
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§«“¡‡°’Ë¬«æ—πμË” ºŸâ∫√‘‚¿§®–‰¡à‰¥â„Àâ§«“¡�”§—≠À√◊Õ

§«“¡�π„®„π°“√ª√–¡«≈º≈¢âÕ¡Ÿ≈¡“°π—° ‡æ√“–

§ÿ≥≈—°…≥–¢Õß�‘π§â“·μà≈–μ√“�‘π§â“‰¡à§àÕ¬¡’§«“¡·μ°

μà“ß°—π ∑”„ÀâºŸâ∫√‘‚¿§¬—ß§ß‰¥â√—∫Õ‘∑∏‘æ≈®“°°“√�◊ËÕ�“√

ºà“π°“√„™âºŸâ�π—∫�πÿπ�‘π§â“Õ¬Ÿà ‚¥¬‡©æ“–Õ¬à“ß¬‘Ëß À“°

«—μ∂ÿª√–�ß§å¢Õß°“√�◊ËÕ�“√∑“ß°“√μ≈“¥ §◊Õ μâÕß°“√

„ÀâºŸâ∫√‘‚¿§‡°‘¥∑—»π§μ‘∑’Ë¥’μàÕ‚¶…≥“ Õ—π®–π”‰ª�Ÿà°“√¡’

∑—»π§μ‘μàÕμ√“�‘π§â“¥â«¬‰¥â„π¿“¬À≈—ß π—°°“√μ≈“¥§«√

‡≈◊Õ°„™â∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß‡ªìπºŸâ�π—∫�πÿπ�‘π§â“„πß“π

‚¶…≥“ ·μàÀ“°«—μ∂ÿª√–�ß§å∑“ß°“√�◊ËÕ�“√§◊Õ°“√∑”„Àâ

ºŸâ∫√‘‚¿§‡°‘¥§«“¡μ—Èß„® ◊́ÈÕ π—°°“√μ≈“¥�“¡“√∂‡≈◊Õ°„™â

ºŸâ�π—∫�πÿπ�‘π§â“∑’Ë‡ªìπ∫ÿ§§≈∑’Ë¡’™◊ËÕ‡�’¬ß À√◊ÕºŸâ‡™’Ë¬«™“≠

°Á‰¥â ‡æ√“–ºŸâ�π—∫�πÿπ�‘π§â“∑—Èß�Õßª√–‡¿∑�àßº≈„Àâ

ºŸâ∫√‘‚¿§‡°‘¥§«“¡μ—Èß„®´◊ÈÕ‰¥â‡™àπ°—π

�ÿ¥∑â“¬ „π�à«π¢Õßº≈°√–∑∫À≈—°¥â“π�‘π§â“ π—°

°“√μ≈“¥§«√„Àâ§«“¡�”§—≠°—∫°“√�◊ËÕ�“√§ÿ≥≈—°…≥–¢Õß�‘π§â“

∑’ËμÕ∫�πÕß§«“¡μâÕß°“√¢ÕßºŸâ∫√‘‚¿§∑’Ëμà“ß°—π ‡π◊ËÕß®“°

°“√√—∫√Ÿâª√–‡¿∑�‘π§â“∑—Èß�Õß ‰¡à«à“®–‡ªìπ�‘π§â“∑’ËμÕ∫�πÕß

§«“¡μâÕß°“√¥â“πª√–‚¬™πå„™â�Õ¬À√◊ÕÕ“√¡≥å§«“¡√Ÿâ�÷°

≈â«π�àßº≈μàÕ°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß ∑—»π§μ‘μàÕμ√“�‘π§â“

·≈–§«“¡μ—Èß„®´◊ÈÕ¢ÕßºŸâ∫√‘‚¿§ ‚¥¬π—°°“√μ≈“¥§«√

�◊ËÕ�“√§«“¡‡ªìπª√–‚¬™πå·≈–Õ“√¡≥å§«“¡√Ÿâ�÷°§«∫§Ÿà°—π‰ª

‡æ◊ËÕ„Àâ≈¥°“√√—∫√Ÿâ§«“¡‡�’Ë¬ß �àß‡�√‘¡„ÀâºŸâ∫√‘‚¿§‡°‘¥

∑—»π§μ‘∑’Ë¥’μàÕμ√“�‘π§â“ ·≈–°√–μÿâπ„ÀâºŸâ∫√‘‚¿§‡°‘¥

§«“¡μ—Èß„®´◊ÈÕ ‚¥¬¡’°“√μÕ∫�πÕß∑—Èß„π¥â“π§«“¡§‘¥

·≈–§«“¡√Ÿâ�÷°

√“¬°“√Õâ“ßÕ‘ß

¿“…“‰∑¬
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‡ªî¥‡¡Á¥‡ß‘π‚¶…≥“∑’«’¥‘®‘∑—≈ 21 ™àÕß„À¡àªï 58 ‡æ‘Ë¡ 67.96% ™àÕß 7 ·™¡ªá‡√∑μ‘Èß. (2559). «—π∑’Ë‡¢â“∂÷ß¢âÕ¡Ÿ≈ 11
°ÿ¡¿“æ—π∏å 2559, ·À≈àß∑’Ë¡“ http://www.positioningmag.com/content/62164/

‡¡Á¥‡ß‘π‚¶…≥“ 3 ‰μ√¡“�ªï 58 „™â‰ª 9.1 À¡◊Ëπ≈â“π∫“∑ Õπ“≈ÁÕ° 4.3 À¡◊Ëπ≈â“π ∑’«’¥‘®‘μÕ≈ 1.5 À¡◊Ëπ≈â“π. (2558).
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2558. (2559). «—π∑’Ë‡¢â“∂÷ß¢âÕ¡Ÿ≈ 11 °ÿ¡¿“æ—π∏å 2559, ·À≈àß∑’Ë¡“ http://www.daat.in.th/index.php/
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