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Abstract

This research work aimed: 1. To design and develop a learning model that
enhances innovative and entrepreneurial skills and 2. To compare the model's
effectiveness in developing students into innovators and entrepreneurs. This initiative
was designed to address Generation Z's concerns regarding the lack of flexibility and
practical application in the education system. The study employed an experimental
research design. The sample, selected through purposive sampling, consisted of 50 first-
year students from the Faculty of Business Administration at Panyapiwat Institute of
Management, who had no prior startup training experience. The developed innovation
model, named the "InnoBiz Model," integrated Design Thinking, Lean Canvas, and the
Business Model Canvas. It was driven by an Active Learning approach encompassing
four stages: INSIGHT, NOVELIZE, NURTURE, and OPPORTUNITY. The research instruments
included a 5-level rating scale questionnaire, pre-test and post-test assessments,
interview forms, and focus group discussion guidelines. Data were analyzed using mean,
standard deviation, Dependent Sample t-test, and content analysis.

Quantitative results revealed that students' post- learning innovative and
entrepreneurial skills (mean score = 111.24) were significantly higher than their pre-
learning scores (mean score = 69.14) at the 0.05 level of statistical significance.
Qualitative results indicated that students successfully engaged in hands-on learning
(Learning by Doing), enabling them to concretely build prototypes, deliver business
pitches, and practically apply business models. Ultimately, the "InnoBiz Model"
demonstrated its efficiency as an innovation ecosystem that can be implemented to
elevate higher education in sustainably cultivating new- generation innovators and
entrepreneurs.

Keywords: Innovative Learning Model; Innovator; Entrepreneur
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Judseinunneslsulys Jeaennaesiumgralunisiiesinieusevasauiulning
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nsAaylvl (RNTTUATUIRBULIRNTINAS A TIA)

2) @303 IAANTTUATUNNAINTTUAUWNUNTIANSIS U
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TaguszasAvosnuidofdosmsuddammsf nwfiviamsujsiaswesnguindnw
wesTu Z laegwmsnn
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WnaNswUanaA e @udn Anesil, 2546)

AaaY SEAUPLARAY
451 - 500 1nnTige

3.51 - 4.50 1N

2.51 - 3.50 Uunang

1.51 - 2.50 oy

1.00 - 1.50 Yiouiian

4.3 MTAATIZAUTIUTBUADULAZWAIN1TNAGDY

H33el¥aia Dependent Sample t-test WowSsuifisuasuuuneusau (Pre-
test) wagndadou (Post-test) Lumsianatunguiiogtadeaiu fdeuuasmda 145y
n15nnae lnefinadnsn1svaass ALade (Mean), mmﬁ'mwummgm (Standard
Deviation: S.D.) N1SNAADUANLAFIUYBINGUAIDEN 2 Nl A duWus iy (T-Test
Dependent) nou wazmdsniougluuunsiisudifuinnssudioadrsuinnsuay
AUsENaUNSHUTENOUNISULIaUIAN
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1. sonuuULaETnlunansFeud fveeiuaiisvinue aussoussuinngsy
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Seus WU URANTT (Active Learning) SufiukuIAn Design Thinking, Lean Canvas ua
Business Model Canvas tiowangi3uliiivg “aussousduuinnss” uay “aussouy
fufUsznouns” dnuazdidguediing Ae msasne “amsmsiiouiiBaiisnnen” 7
WalomaliiSeus susiumsasieuURase Il ymnase naaeluRass uay
WANSIAAULUY “InnoBiz Model” Usznaudie 4 asdUsznoundndausazesdusynaud
anuduitusideslestusunissdeiion lnsannsoosuneddnldnad

UNDERSTAND & DISCOVER | ¥1{oUryriuasnoiugioonas,

Understand user needs, discover real problems. )
dlodlh, Aumlogmoso Q\ 8

mwﬁ 1 laL9a InnoBiz Model
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1) $unou INSIGHT: i latlypmuasdumunsdesmssatiunsasiufidierhan
dlauyuduazu3untiamegiinds (Human-Centered Design) tlofumaudasnisii
wiasewangudmang

2) Fumou NOVELIZE: Anuazaiauinnssy thieyadedninassassdufell
wazstmundy "uianssudunuy’ (Prototype) Wiowdsugfi3ouaniTinsesilsinaneady
HOBNKUUNEN

3) $upeu NURTURE: nndeukasiushiloieusyauyfisuihdunuuunnaeddass
wazidaiausie (Feedback) Mngldrundusnuiulssimunuinnssustnseiies

4) $unau OPPORTUNITY: iAulpuazad1syan e 3A a9 oBeRu T ANTTUT N LN
vaaeuudlvinaneidu Tuaagshe’ Nemnsoadinarmaasugiauasenera (Sale) Wa3e

2. WSsufisunadunysussAvs nmwedinealunsimumindnuliiivinue winns
LaZH UTENUNIT NMINAADUANNAFIUAEANRA t-Test: Paired Two Sample for Means
(Dependent Sample t-test) WiawSauiiaunsuuy “rewseu (Pretest)” wae “nduseu
(Post-test)” vawiSuUNgaeiy $1WU 50 AW Mendan1sly “InnoBiz Model”

A15797 2 71579 t-Test: Paired Two Sample for Means

Post-test Pre-test
Data (120 Azwuw) (120 AgLuw)
Mean 111.24 69.14
Variance 188.2269388 216.1636735
Observations 50 50
Pearson Correlation 0.818434051
Hypothesized Mean Difference 0
df a9
t Stat 34.55599019
P(T<=t) one-tail 2.27114E-36
t Critical one-tail 1.676550893
P(T<=t) two-tail 4.54229E-36

t Critical two-tail 2.009575237
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A19199 3 MITINANITIATIZA t-Test: Paired Two Sample for Means

AZLUU N X-Bar S.D. t df p
Pre-test 50 69.14 14.70

34.56 49.00 0.00
Post-test 50 111.24 13.72

Y [y aaa (%)

HedAUNIEDANIEAY 0.05

]

9INATIHANITIATIEA LTunsVadeuauNAgIuiIeadA t-Test: Paired Two
Sample for Means (Dependent Sample t-test) W oS suisunzwuy “rnauseou
(Pre-test)” uag “vaasou (Post-test)” Yo lTouUNguAEINY 911U 50 AL N1ENAT
n514 “InnoBiz Model”

1) AMURUNYVBINITIATIZHA

1514 Dependent Sample t-test fngUszasAlitadnurii “ATLUUNEUTIUGS
nieuSeusdnildeddynadifvioll” GangiumAtedmeassilingudaegie
Fien Sowa 2 ada rounnans (Pre-test) vdmaaes (Post-test)

2) NIFBIUAMNNEAAIINAITI

916013 ALDAs

Pre-test 69.14

Post-test 111.24
N1swUana : NENAINITIANINTINNITIVUF r;ﬁ’ﬁﬂuﬁﬂmuumé‘laqﬁumﬂ 69.14 \Ju

AU}
v v 4

111.24 LLﬁﬂﬂIﬁLﬁU’jWﬁL?SUﬁﬁﬁuuﬁﬂﬂiﬁ’mﬂm%u’JG]ﬂiillLLawﬂﬂigﬂ@Uﬂ’]iQﬁ%u%fﬁ
#sumsdanisSoudnaiisuesezunuadofiuiu ( 111.24-69.14=42.10 )

3) Variance (A13U5U5U)

9185 Variance Miltinnisnszanevesdoya

Pre-test 216.1638735

Post-test 188.2269388

NOUSHULANULUTUTIU = 216.16

vaasEulANLUTUTIU = 188.23
NswlaRa : MRASEUAANNLUTUTINANAY kAR AvkuuYaRlSBulinulnd Ay
wndy warduuluiaulvlufianafonty asviouinlunanisdoudtsenszdu
AieuldognsAeudnemi
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4) Pearson Correlation

WuAipuduiudssnineeziuunaus sulaznauiou fAAe 0.818434051
fanuduiusidauinluseAugann wanedn

(1) fiflazuuunouFeugs fuunlduldazuuundaGougs

(2) wuvindanuaenrasslunisiana

5) t Stat (Anfiduandld)

AfimuuliAe 34.55590919 Aaumane A1 t 7legenn uangin : A
uanAnssEinsaziuunouS sukasvaassuldgunniflofisuiuanunaiandouves
Joya

ATUNARANITNAABUANNAFIUAI8ATA t-test WUU Dependent Sample Wu31
Aendannsdnianssunsifoua1n InnoBiz Model {i3sufinvuuuiad sndaus oy
(=111.24 ) gendeulsou (=69.14 ) sgdivsddynieaddfiszdu 0.05 Tneden
t=34.56 wavA1 Sie. (2-tailed) WAy 4.54x1073¢ Failoanin 0.05 wanslwiiuin
sUBUUMSISBUIAeNaIasaiRTinYea TN ssuLasUsEnaun1svediseuld
a8190UEANEA N

(%
[

3. nansAAszitayadnuuuduntal Tun1sidunssil

va o

Yaa
A3 lEIE AU
J

3
nau Wi edzouAI AL Ussaunisal wasyuuesvawisoulazydeu laodl

SnquszasdiefnumadniueaguuuunsiSoudiBsuianssudiianniy anmsiinsed
foyaiBgninin annsnagunamsIdeld 4 Ussifiudidy fod

1) fMuNsIsEuIiIUATasleYin (Learning by Doing)

WUl Seu "Ana3e Mase undgmase delmdnladgmuaszldauegng
AndsHunsasiiud

2) A1UNTES19AULUUNINNTSH (Prototype)

WasuwwAalfidususssy manaassadisfunuy (MVP) daeldrlana
Fosnsuazdedriavesildiiiethunuiuugedwioiiles

3) AuUNsULEUBLUIAASINA (Pitching)

Preauinyznsdoas i iTouanunsaiieuisos Tinseigaiau uay
WnauenuevesgInalieginlussuuiardaiau

4) frunsuszenaldlunagsia (Business Model)

41113019 Lean Canvas Uag Business Model Canvas lun1saanukuugsiala
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1. mssonuuukazimulnansSeudifiewiuaiaussnussuuinnssunay
AUsENaUNS

aAteiivsraumudistlunsiau “InnoBiz Model” Fudhlunanisigous
Beysannsfiduindoudionseuiunisiiousidesn (Active Learming) ThiAnidu 2993
mMadsudideaiisnmat’ Tnsaunsnodvnenalddn lunatadis “andnonssunis
Souduuuldsesso” vivgatesinwesnsiSounguiuvuuendiulusin iiunis
Foules 3 nauivanidisedusgradusyuu 16un Design Thinking, Lean Canvas Wag
Business Model Canvas

2. MmaFeufleunadugnsussansamuedlunalunsimuntndnu

nmstluaalunasedld aunsnedunonadugmitiiatusugFousicluds
USunnuasidnaunwldwsd

1) Naé’mqw‘éﬁw%mmﬁazﬁaumiﬁwmﬁﬂmaEJ"NLﬂugﬂﬁiim NANSNAEDY
Feusinamaaddiiviutaiaui fisuflazuuuedondaiou (111.24) gendineuFou
(69.18) pgsiifudfmadafisysu 0.05 Ineflazuuuadofindude 42.10 avuuuy
uaNNT AIATULUIUTIU (Variance) To9Azuuniianasain 216.16 inda 188.23 49
%Iﬁl,ﬁudwﬂ’]ﬁmmiL%uiLLUU Learning by Doing #11 “InnoBiz Model” ¥a88n3zaU
vinwen1sinsed nsuidam waranududuszneunisvesdiseullufiamudeatu
Isiegnaroudneiis uazannsaneulandgiFouiaiueisiu Z Adesnsuszaunisaiass
wazAudangula

2) uaduqudidananmiumsUuasunseumiudn feyainnisaunuing
wuitansidiaulaluduseunsairediuwuy viedu NURTURE TneiFousimsusu
nseuANAMTIUINFegUaTIA Yinlieeuiudn "audumanfediundsveanisiious”
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uwag3dnin Feedback Winiufegonna

[-1 1
99AAN3 el
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Learning tJunalnduiadou 1iadu "easn1sfeusdideasinmen’ (Value-Creation
Learning Cycle)

InnoBiz Model: Conceptual Visual for New Knowledge

Seamless Learning Architecture

DRIVING FORCE: Active Learning (Brainstorming, Coaching, Pitching)

VALUE-CREATION LEARNING CYCLE
INsIGHT @

* Understand Human : ;

* Find Real Problem

Hieaan * Root Cause Analysis
Cated Opportunity Gap
Innovation

synthesized

NOVELIZE
« Creative Thought
* Develop Prototype/MVP

Crucial Business

Iteration Viability
Arrows synthesized

OPPORTUNITY o A~ NURTURE
Busmess Structure Product-Market oot + User Testing
¢ Fit Met Red | - Get Feedback
enevale Income

Business Model Canvas Lean Canvas
LEARNER JOURNEY / TRANSFORMATION

A ® [Future Innovator & Entrepreneur
Q [Problem Analyst] i I [Solution Designer] = (Sustainable Economic Value)]

A 2 Teanaasnsiseusidaasnennia (Value-Creation Learning Cycle)

Design Thinking THEORETIC, ALLFD!IND ATIONS Lean Canvas

1. TaseadrauasnadnuainszuIunsiieus (Leaming Process Dynamics)
Tnssafraweslumagneenuuuliidunszuiunisisousuvuisesdeides (lterative
Learning Process) flusiavasdusznauiianuduius duiudeys wazdmwansznudatu
wazfuagnadussuy fedl

1) SupauINSIGHT asiiuiivhenad el Auntgyniuisiusslonmamgsia

2) Fusou NOVELIZE iioyanfnaiassduasimunduuinnsiuiuy (Mvp)

3) uneu NURTURE hdukuulunaaouiugldasaiiosu Feedback uag
Ysudsannleauninazmeulandnain (Product-Market Fit)

4) Fumau OPPORTUNITY tuuidndisinunisneaeusnuszgnsfadialasadig
§3f9 Wievenenauazaiieneld

2. madlaulsagruAanguiuazdedunulmivesauise

“InnoBiz Model” fspguu 3 niquiivan uazduindaudie Active Learning

1) Design Thinking 589U uRU INSIGHT way NOVELIZE Wy lagly
UayN13aseasse

2) Lean Canvas s8¢¥Udunau NOVELIZE wag NURTURE 1iun1sa$na Solution
LATVIAABUAIAADS

3) Business Model Canvas 845udunau OPPORTUNITY Lfun1suensanauay
15983195578
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TOAUNUEIAYYDIUITY N13a31e "anrdnensunisiseusuuulisesse

=

(Seamless Learning Architecture)" #44913119A%04319984N15L 38 UN Wi huuskena 1y
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1. nsUsulassaiaangnsseivanidu At “InnoBiz Model” Wunseulu
MsWasusuiuuNsAnmainnisussens gnsAnuiltiuainannuduguszneunis
(Entrepreneurial Education)

2. msatuayuszuuinaudianssy SnassiuiiuassuUssanuaiagudva
WU IRNTsu (Incubator) w50 Co-working space Lﬁaﬁiaaammamuémi&gﬂ Startup

JoLauauULBIUHURNTS

1. msasuunumyesdiaeu Yfuangmievenniud 1ugduneniwaznin
uazlé (Facilitator & Coach) Wiusranudsinnyuarli Feedback

2. MsUFusdiuuNTinuazUssliiung aanisaeungud wudssidiumuanin
93991nHAY (1Y LAagsAa, N15ULEUD, AULUU) kageausuIIMLANmMaIaINN1g
naasaRoduvsvesnsitous

forausuuziion1sideasedaly

1. m3fnwluviunuagnguiaog1esivainuatsdu naassiluaaluldty
fi3ounnznIoa1v1ivdu q 1l ednwiuszans amluuiundueans (Cross-
disciplinary)

2. M539018 9910508 (Longitudinal Study) Annui3eu 1-3 U 1ilegaina
Fafuinannsaivinugludsegndldlunissenevoinndoatigsialdasimield
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