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The Strategy Of Customer Retentions Of Hospitality Which Has Halal Targets

Siripat Chodchuang', Luliya Teeratansirikool?, Papatpon Chualruangphan®, Pongpatchara Tunno®,

Patchara Keawchay’
Abstract

Customer retention strategies are essential to all businesses, especially hotels and resorts.
Therefore, this academic article was aimed to create intensive impressions for tourists who use services
of hotels and resorts with the availability of a Halal system in the modern living and that the impressive
feeling is strong enough to repeat their travel, without the thought of using the competitors' business.
The result of global Muslim tourism index 2018 shows that, for Muslim tourists, the popularity of
Thailand ranks second among non-Muslim countries. In order to maintain their customers, hotels and
resources need to have attractive strategies which can be comprised of: 1) creating the features of
customer relations towards the business; 2) building positive customer experience; and 3) constructing
quality of service. The purpose of these strategies is not only a constant long term benefit for the
hospitality business but also a cost reduction in the operation as well as the marketing. Maintaining
the customers by offering Halal system in hotels and resorts makes the system become one of the
highlights in the country tourism industry that, subsequently, the government has added to its policy
to make Thailand the center of Halal service, not only in the Asian region but also the globe. Thus,
the task of customer retention is important for hotels and resources with an availability of Halal system

to sustainably grow.

Keywords: Customer Retention; Hotel and Resort Business; Halal System
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A5 - ﬂ'1i%’“uiﬁzé’umﬂﬁﬁmﬁmmﬁﬂﬁmLﬁaagaawiamﬁ Sangkaduang and
ANy Fansmsvieafisanuugnana Roongchuang (2017)
ANUEITUS | - nagnsanuarANduiusiuaulinga Roongsitong (2019)
- NagnEanwaEANNdNTUSAuNTUINsiaUIn Chantaradee and Wingwon
- MsasnAnulszrivla (2016)
Jittijarunglap (2019)
nagns - mIaalszaumsainaliugliuing MacCannell (1973); Cohen
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Uszaumsal | Ue3euiou Thiyarattanachai, Satong-aye
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Workation: Definition, Characteristics And Perspective Of Opportunity And
Challenge In Thailand

Paramet Damchoo?, Theephob Khueanmueangz, Thiticha Dee-aim®
Abstract

Workation is a group of tourists who do remote work. There is an increasing number after the
coronavirus crisis. The group travels to tourist destinations for work and leisure at the same time.
Workation is helping to create a work life balance and wellbeing. The benefit to the organization is loyalty,
increased employee engagement, helping retain talented employees and increasing work efficiency.
Resignation and absenteeism decreased. However, workation is similar in characteristics to digital nomad
tourists. The purpose of this article is to study the meaning of Workation, differences between Workation
and Digital Nomads, Components of Workation, analyze opportunities and challenges of Workation in
Thailand and suggestions for Workation. The analysis in the article found that there are 8 types of
differences between workation and digital nomad, which are: 1) Length of time to work off-site; 2) After
active workation; 3) working style; 4) purpose of travel; 5) Destination characteristics; 6) Work environment;
7) flexibility of work; and 8) Post Trip.. The components of Workation are divided into 5 components as
follows: 1) Employee, 2) Employer, 3) Internet systems and information systems; 4) Co-Working space;
and 5) Accommodation. Thailand is a country with opportunities and challenges to develop into a
destination for workation. Relevant government organisations must adjust to accommodate this group of
tourists. The government should issue policies to promote workation, develop internet networks
construction, provide accommodations with remote-working features, and offer transportation services

from hotels and facilities such as co-working space.
Keywords: Workation; Remote Work; Work-Life Balance; Digital Nomad
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=
LUYU

eXe

ANNRNY

(Werther et al., 2021)

Meuiieala (Workation) As n1sinsoulazyinaulunious du daulng
THnanlunisyiuuazviesismdwdniuluszesduniau1ens 10199z
98U FalldnwazaaenunaulnviouneIngusTeun1aninea (Digital

Nomad)

(Yoshida, 2021)

e oald (Workation) Ae n1sviauszninaldindeu lasgunuy
msvihnuazegiananseninedinnsinuasnslddiaussaniu dlvg
AufivheugUuuuianduyeeaifinnuBuvgulunsieu wu amnsnden
naviausazfungald annnd usenliwinnuly e eqld
(Workation) finasnainuanedade 1y msvhauisnuuduluduasie
auaTeauarn1siutisvesmiineu dudy visvisdmdnaulurha
wisald (Workation) tilefiaglsminauldiuganingisniouasele uas

nduuldeg1afuUTEaNS AW

(Trembath, 2020)

e eale (Workation) fis n15vieuszezlnan ussuud umes.in
ENINNSVBNNLINNSDU T9vauiienls (Workation) agdileniavingu
wazsuiviEilualy vilminniseHaunaneseni iy LewasaauaInnig

e dnmlenaluineBsnvunuaniunvieaiiesiigeg

(Villaneda, 2019)

Mgl (Workation) Ais nquinvieaigafidainuanigds daiu
Aeamsiasulsraunsalmsvihuluanmwadeudnlailydninau (Office)
iR eIn1saTeAmaNnasEI 1IN inulasdindiudd wilnaud

ANuRBINsANNEAng (Flexible) Tun1sieuiuagnisvinau

(Pecsek, 2018)

Vauiienld (Workation) Ae nvieafienfidiumeniionndeu uianunse
fiazvhauludeniumanalulad Tnednlnguisnasdreanfumsliiu
ninnulannaungeula anauiwaIuawardymiaunInna9Innis
viauiunuAuly Wudsingnsaiiidunsnaundasdasinianisveaiien
5¥UI9EALAT Y (Staycation) wazyiauLT 82l (Workation) na17fe
staycation mu18fs nstAueis o ludedilalnasniumieeylu
anmwindeniy duinan 2 A1 fie and (Stay) mnefls sgiuthu wazd
JunAEU (Vacation) nuneds nsanwinwey diuvieudienls (Workation)
Ao Msvihauluteiuneainiou dlesawfuudy Fomneds mavihaulugag

Tunen
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LY ] o 1 o a 14 . Y
unvisaieanguinauiiedld (Workation): Adumang dnwase
A19199 1 Anuvsnevestinviesieangunguvinauiieals (Workation) (sia)
v o
ey AUNUTY
(Silverman, 2015) M eIla (Workation) As n15vi1ausseglna (Remote Work) & 9sinty
159WSUNI DI ADINT LU INNTENINWAS DU NITVM9IUS NYULT Ll Uiy
mMsluigniniauyihfanssuiuasauns wazkuaalwiunisyinauy Usgu
svoglna Wudu
a Y o
N {37

NANTNT 1 :3”&Jé’ameﬁmmwmmaqﬂ’ﬂﬁmLﬁaaﬂaq'uﬁ’mmﬁmlﬁ (Workation) visngdis yaaa
M?aﬂ&juqﬂﬂaﬁﬁwmagim&JTé’U%@’wﬁaaqﬁﬂiLwiﬁmmwﬁﬂwﬁmﬂamwmé’amﬁﬂﬂé’ﬁ;wm&Jﬂmwwﬁ
fiAdsssenuaganiiugiu uasidsisgalavenisviendlss fenumfeudusruudumedidn adsaunaly
MSLEInLaEN15Y91U (Work-Life Balance) ﬁuvjamw%m‘iwazéwma Analddingrudivisesinnanssunu

AsounT lngldiiaissusiiaidus) e 7-30 Ju wardwaddonAnslinaduiiinunin

2.2 AvmuandnssEninsinviaaiianguinuiienld (Workation) waziinvisaiilsangusseunnsianea
(Digital Nomad)

Unvieafieaia 2 ﬂq'uL“ﬁuﬁ'ﬂvimLﬁ&nﬁﬁwmuuaﬂamuﬁLLUUmivi’Nmsz&Jg"Lﬂa (Remote Work)
NIUTTUUETAULNA LLazLﬁaﬂqwmaUmEnmaﬁﬁmﬂﬁu’%miﬁumaﬂﬁm (Matsushita, 2021c, p. 215)
uiegnslsin thvieadieiia 2 nau AAnuuaneeiuegedneu InnsELATIZRUNAIY WU nvieuiien
w4 2 ngufiauusndieiu 8 dnway fall 1) Tguszasdveniaiiuns 2) gavaneUatenis 3) anmuwinden
Tumsvirnu @) szeznantumsvinuuenaniuil 5) sUuureansviiny 6) audangulunisyham 7) ms
USuaunaseninanuiasdindium wag 8) Ronssundamsvieadien fiswaviSonsad

1) IUILEIAYBINITAUNI

Unvieadiennts 2 ﬂ&juﬁi’mqﬂizmﬁﬂ’litﬁumqLﬁm%’mﬁ’umsﬁ’mu (Work) Wi anuunnanaiy
nanfe Wnrieadisanguyhauiiield (Workation) fosn1sadtsnunm@inliity adunnuaugavesnis
1914 (Matsushita, 2021b, pp. 215-216; 2021c, p. 112; Villaneda, 2019, p. 18; Trembath, 2020, p. 1;

aa v

Werther et al., 2021, pp. 152-153) mmzﬁﬁﬂvimLﬁmﬂdw@,ﬁﬁaummwa (Digital Nomad) tJunineu

'
o

Frpsrannnimiingmuyses 1w WEuaud (Freelance) wiewiinauenizess (Outsource) wifnanunguili
fannundefudlisududesdrdinmy drwanalddisandrfuiidingu fasannisamusuian
gunsaldnineu wazAadainis Wusiu wu dundsinumelulaBasauma wilnawie Wudu nsuszdiu
MIYNUDIANILIUNANUNNINNIINTINAINATSILYI91U (Demaj et al., 2021, p. 223; Hensellek & Puchala,

2021, pp. 196-197; Richter & Richter, 2020, p. 2)
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2) 3anuglatenig

mﬁLﬁaﬂqwmaﬂawmwmﬁ’ﬂvﬁmLﬁ'mﬁgn 2 nqu Na1sanandadevesanuigdaienia laun
1) ?1'&é’wm&Jmmazmﬂﬁugmmqmw{amﬁm W AN $rue1ms 2) Anudavegulun1sineu awnsaiden
anufinaziianlun1svauls waz 3) an nwandeunuuadvadiianundenlussuuiesossdumesidn
mmmﬁmmﬁ"amiu,azmiu,aﬂLﬂﬁlau%’ayjalﬁmaamLaa'l 6§QLﬂuﬁ%i’aﬁﬁﬂﬁ’mmaaﬁﬂv{aqLﬁ&nﬁgd 2 ngy
1) Asfsgelanenaendion Wy anuiivienfisaniesssued uazaniuiivoudsrfinyudasnedy
(Hannonen, 2021, pp. 3-19; Jarrahi et al., 2018, p. 315; Villaneda, 2019, pp. 17-59; Nash et al., 2018, p.
2; Yoshida, 2021, pp. 19-21) LLazagwmwmwwwaaﬁﬂvimLﬁmmaqﬁﬂﬂauﬁmmaﬂﬁﬂﬂaqLﬁmmjmﬁmu
Wienldl (Workation) sinidenganneuatenisluuviawieadien dautinveaiisangussounisiinea (Digital
Nomad) a'auslmy'Lﬁaﬂaa1uﬁ'Vi’wmuiuﬁuwumﬁ'ﬂ’ﬂmﬁ’amﬂm"mﬁl,ﬁumﬂvl,ﬂé’aqwmaﬂawma
(Hannonen 2021, p.7) Lﬁaamﬂ%ﬁmiumi@umal,ﬁawmﬁﬂviaaLﬁEnﬂduﬁdau%iﬂﬂﬁé’qﬁmaaﬁﬂiﬁaa
FuRageuATlTaelun19LAUNILe9 (Reichenberger, 2018, p.2)

3) d@nnunasunlun1syineu

anmundenlunisyiauwesinveadisis 2 nau Ao FoIN15ANIMLINE LT 5895 UYL
wuunsvhauszeslng (Remote Work) Hiuszuumeluladansauna wazsyuudumedidaiionsifousaiu

gunsal LU ABuR NS aunsmluu (Smartphone) (Matsushita, 2021b, p. 217; 2021c, p. 112) Hudidmsu

v
Y A v

N3YI9U LU e 1B viesuseyu A neAuazaIn WU SUSnseIsuLaASesiy gunsaldmsuineny
1¥u3nns uieghslsfin sivieafleanguissoumaiaia (Digital Nomad) vhanulufugiuesauasannadil 1w
Srun amuﬁ's[,ﬁu%ﬂ’lﬁlﬁhﬁyuﬁ (Co-Working Space) Hannonen 2021, p.7; Jarrahi et al.,, 2018, p. 315;
Reichenberger, 2018, p.2)

4) szuzanlunisinauuandaIud]

‘ffm/fanLﬁ'mﬂq'mi’wmt,ﬁ'mlﬁ (Workation) 145veznanlunisviesdionsaus 1 dUnsk watlaliA
1iou Tnewadefe 57 Yu (villaneda, 2019, pp. 27- 30) S?QQQﬁﬂiﬁﬂ%Wwﬁﬂmulﬁuwwlwﬁﬁﬁmu
Tusvevduiaszaznansiinsmmunssesnanmsiauuenanuilineuiumalinausdu (Matsushita 2021b,
p. 105; Voll et al,, 2022, p. 1) mmzﬁlﬁfﬂviaaLﬁmﬂaq'm@,i'i'aumaﬁ%ﬁa (Digital Nomad) sinlgiamanee) iieu
UL LLaxﬁﬂLﬂgauqmuuwﬂawmﬂﬂﬁaa6] (Demaj et al.,, 2021, p. 235; Matsushita, 2021c, p. 105,
Werther et al., 2021, pp. 152-153)

5) JULUUYRINIYINNY

ﬂJﬂViENLﬁEJ’m@:MﬁN’mLﬁEJ’JIﬁ (Workation) tJusinvisaifisaiivheulussinsidstadaau Satafnis
i Useiudsnn RuAraranavdeledt dawdnvieaiiongusissounafdiia (Disital Nomad) fiunedmie
laifuned19ile nade nsdlfiuigineernsaenabiinauiuuniglna (Remote Work) 1nnn3nlaiidnun
9ruludriineru (Hannonen, 2021, p. 5; Jarrahi et al,, 2018, p. 318) n38n15UseNoUN TN a5 LFU

N3 1198 vdenines (Travel Blogger) Ae UABNLNBsTiBaiB UM viouienionaniloninsnsvienen
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unvisaieanguinauiiedld (Workation): Adumang dnwase

AABAIUNGNARNEW (Startup) (Willment, 2020, pp. 392) 1iunsvihauiiliifiunedre Bennd1 3niedines
(Gig Worker) vi3aan13ndw (Startup) 1uendndaseiifianundiviqamzimuiunididnvazuuuns uaud
(Freeland) uaarulngvisuriusnanvesueoulal (Online Platform) @unsavinauldeg1edaszluide
wnsinfuesdng 1wy tneenuuuiiulusd (Web Designer) tinoenuuunsiiin (Graphic Designer) fnandelaiyan
(Content Creator) Wusu (Nash et al., 2018, pp. 4-5)

6) aAnudangulunisiinau

ﬂﬁvi’wmﬁﬁmm%miu (Flexible) Waglsiinaruannaseninedinnagn1svineu lafinisws
2291281191UAUNIHNT DUBaN1NA U (Reichenberger, 2018, pp. 364-365) tAsuANaulaaINeIAng
LN (Shagvaliyeva & Yazdanifard, 2014, p. 20) Lﬁuﬁ“ﬂaﬁwﬁiy‘uaﬁﬂviauﬁmﬁq 2 Ny NAIAL
gu1sneentuUnsITIansinaululaaziula LwiﬁfﬂviaqLﬁmﬂejmi'i'aumdﬁ%ﬁa (Digital Nomad) &A%
ﬁwq'umﬂm'mq'm/hmmﬁmlé’ (Workation) (Prester et al.,, 2019, p. 3; Willment, 2020, pp. 392-393)
lesniinriendieaieudienld (Workation) Tnvieuluesdns wazmndndudevhauuenaniud
sndudedlduauninanesdng nszvhldianizuvisdiananvingy uagdnnsinuauimund Ty
(Matsushita, 2021c, p. 217; Pecsek, 2018, pp. 2-3; Takahashi, 2021, p. 108) aAvugaveulunmsviudsa
AnentniuLazesdns (De Menezes & Kelliher, 2011, p. 452) na12f® w1841 (Employer) @%519A21%

v a

Phndlasontnoddlagunmuasinvominey dwalimdnanudeussiulunsvhonufsdu Saening
wazdnsauiuesdnsifiaty annisateen (Turn Over) S ndnauiiiinnuausa (Talent) wonaniids
dinUszansamlunisvhausngae (Shagvaliyeva & Yazdanifard, 2014, p. 21)

7) ANUENNAATINAUN1IIN9IU (Work Life Balance)

nsUiuannasEnIsnuLaziind1udtdanasenisiufedavemntinau (Wellbeing) aanansgnu
9nmsvhaundnnnauiuly anldiesugunmeesinau aanisldiuaitie uazannraneaiiin
91n15%191U (Office Syndrome) (O'Reilly, 2008, p. 18; Verbakel & DiPrete, 2008, p. 679; Shagvaliyeva &
Yazdanifard, 2014, p. 21) N15¥MNULUUANNANAATIAAUNITHIIY a5 19AUAIMTTaLasUsednSamn
miﬁ’m’mﬁmﬂﬂ’j’mfjuﬁ’muﬂﬂﬁﬁqlﬂﬁi’fqmiﬁﬂmmwumﬂﬂa (Remote Work) L‘ﬁugULLuumiﬁﬂmuwﬁqﬁ
auInafisnnNaNnadInAun19aIu (Chung & Lippe, 2020, p. 373) Geinvieaitsanguvinuield
(Workation) L'f'lué'ﬂﬂaq'wfjaﬁé’aqmi'vﬁmmmua%’wama%%mﬁuma‘v‘m’m (Cook, 2020, pp. 4-5; Pecsek,
2018, pp. 2-4; Reichenberger, 2018, pp. 4- 5; Wadhawan, 2019, p. 89) Femsveusinandadsnanuie
nolaveawdnaudundn (Cook, 2020, pp. 4-5; Pecsek, 2018, pp. 2-4; Reichenberger, 2018, pp. 4-5) aﬁq
mﬁﬁnmizijﬁmiamhﬂamizﬁummm%masamLLanywjamwﬁNmaLLas%miﬁmnmw‘hmuﬁmamu
LaransaadsnuduTuSTinluaseuainnsvhianssuaseunsasauiu Wudu (Klaus & Flecker, 2021,

pp. 212-213; Rosengren et al., 2021, pp. 177-178)
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8) Aanssumdsnsviaaiiien

Aanssundanmsvieadisrdnlvgtinviesiivangusiauiionls (Workation) sindudugnuiiovhay
Tupsdns vnzdidnvioaiisanguissoun1eddvia (Digital Nomad) Fnaziiumsludegamunsyaieniedu
W WWeunuausuAvma Useimadulaiide wazideudaluinsunuiszsifunsluifiesveddy
Uszinawasiu Wudu Ssdnuarnisdsufivhauuseuadiounusseu (Nomadism) (Demaj et al., 2021,
p. 223, Hannonen, 2021, p. 7; Jarrahi et al., 2018, p. 315; Nash et al., 2018, p. 1; Werther et al., 2021, p.
152)

INMIFUATIERUNANUNUNTNVDUALING 2 FBINFUTANULANANTY 8 BIAUTENBU AINNTIN 2

M13197 2 MsSeuiiisutdnvesfisinguvinuieals (Workation) wagtinvieaiieInguissouneiinea

(Digital Nomad)

asAUsENaY unvisaieanguinnuiieald | dnvisaiisanganiseunidnea
1. s¥ggalunsyinay segvay 1 dUaiduld weildiy | 11nnan 1 el
YaNAnIUN 1 vhiou

2. fanssunasmsvieniiey | nauluvhaudsdiugiu fhedlowmisognavinglaleniaau

\@dlouAuLssau (Nomadism)

3. sUkUUTRINI TN fuedne flunegdravseludivednenld

4. TngUIvasAveInIs Weaiwaugalunislifinuag | iieand lddngvesuTtnuazanin

¥
= o o

NMSVNIU LAZARAMULATEADIN | WUTEITNIIU LNSTIZUNAILALNY

'
v o =

TaidnTudpaihaundinau

ALV

A1571197U (Work-Life Balance)

oganfuUseintiugnusiu wse

' '
aaa

WwumalUgagananeUaten1anias

I Aaa o
5. RUNgUAIUNN WugnnueUane NIl Iule

ANNdzAINTILUgIY HFRgnla

Y

MINSVRNNYY avlanunsey | s1neAUaEaINiugIu Hdwnala

Yaunalulad 1wy sTuu

dumasida Lalw (Wi-Fi) udu

1191591099187 karilANUNSaL Yad
walulad Wy ssuuduwmesidin Tl

(Wi-Fi) 1Hudu

6. annwanaaulung

Y1197

ANNLIN ADUNAUSNITYINUDN
(Co-working space) kazal

(Cafe) \Judu

ANALIY AoUNIAUTATINUN
(Co-Working Space) wagmawil (Cafe)
Wudu vievhaludugiunuies

Wy SN Wudu
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M990 2 MsUSeuLTigunguilnviseInguinanuiieald (Workation) wazlinvieaieinguisseuniemiinea

(Digital Nomad) (n®)

a9AUsznaY tnvieaiieanguinuiienld | dnveaileanguiiseunisddnes

7. Anudaneu ANEAvEUlRENIINGY ﬂ’nuﬁmwsjuguﬁaamﬂmmﬁa
Unvieafieanssounisianes pankUUnaTluMsIaulaeg1adasy
(Digital Nomad) Tagtamznguitlidoadrdnny wu

NINIIUVIY FAUITLNEITBIAU

walulagansaumne
8. ANUANLARTINAUNIT AoINTasIvaNnaUINNINGY fanudeinsaswaugatiesnd
¥hau (Work life Balance) | tinvisaiflenissounsiinea tinvioafieanguyhanuiteald
(Digital Nomad) (Workation)

#i31: Researcher

2.3 aeAusznauvaInIsviaadievieiiedld (Workation)

dnvieaiiganguiauiiodld (Workation) 1unisvieaiisrguuuulminiAsnainmsiivlnues
wialulagansauna uaznginssunmsviaulugavesesinifdnea (Digital Organization) tsuanudeuagi
seawlos uazisnnuiuntudefaingalain 19 :nnsduasziunany nuin esiUsznoureInIs
veaflenguuuuiiusznoudie 5 daudsenoundn fall 1) dnvieafleanduvinanudiodld (Workation) 2) svuy
duwesiinuazssuvasaund 3) U%‘ﬁwﬁamﬁﬂwaqﬁﬂﬁmLﬁaaﬂﬁjuﬁ’mmﬁmlﬁ (Workation) 4) anuil
Tusnsituiivhau (Co-Working Space) ua 5) gafafivin Tseaziden ol

1) Snvisuilganguiauiiiesld (Workation)

anufrvthveamalulaBamaliisuuuumssiiugsiadsududdveuniu vawssdnsdoundey
ﬁ’ummﬁwmﬂumimﬁauuﬂangﬂuwmiﬁwm W Tnseadieesing anden 1Wuduy Feilimannisien
wuumslng (Remote Work) devilsinisvihanuiinnuBaveu (Flexible) 1ndu Liosnmiingudesnisya
Lﬁ'aa%ﬂdﬂmuauﬂa%ﬁmﬁumiﬁw’m (Work Life Balance) (Chevtaeva & Denizci-Guillet, 2021; Nash et al.,
2018, pp. 25-26; Stancheva, 2021, pp. 25-26; Takahashi, 2021, pp. 109-110) LLagLﬁmLﬂuﬁﬂﬁaﬁLﬁﬂaﬂ&ju
eufienld (Workation)

Voll et al. (2022, p. 5) utstinvieaiisanasnianudioals (Workation) 3 ng e 1) thvisaiileangy
Faudiealddadia (Traditional Wokation) nvieuiienldaauiivihauluwnd wieaiiewialundemaiiin
iy Tsausu Saedv ensmidiug vefiinussunnuestviud (airbnb) Wudu uagldusslovtiuasdsmnsa

gaINanIuin 2) dnvieaiieangusinyinauiienls (Co-Wokation) fnvieaiiedldusmsanunliuinis

v
~

il (Co-Working Space) dmsumsvinaunsenisdnusyyusiudaduaauiinulznisgsia aauiiliuinis
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WU (Co-Working Space) uawisdliusnisigriundmiunisinusuiisendnidnsuiuiugdu (Co-
Living Space) 1ufinsauUsenda fdssrunsanuazainlunisiieu 3) dnvsaiigivhauiieslawuungn
#il (Workation Retreat) Wutinvieaiganguisiesnisiasuannwindenlunsvhauananimiindeuiy ¢

v
= 1o

Jnvionieinauiwiunisinaeudundn wuknaviaaufed kagnifanssueIuIendaaInanyinauwasls

q

v o

Anuddgyiuguu Judu

2) szuvdumesidanazmaluladansaumne

nanszvuYeIMIUAsuLasmealulafasaumadianngnavngsy ufsenavnssunsvioadien
(Alrawadieh et al, 2021, p. 329) LwﬂiuiaﬁLﬁumiUﬁﬁaqmammimmivimLﬁmLLasLﬂuﬂaqmﬂumaLﬁu
AuamTalUN Ut UYe09AnT uargavneUMenIavesnIviaaiien (Buhalis, 2019, p. 267) nalulad
asaumeldsuanuionogwioidesanefnielagtu eluladasaumaiauddyanndulunissiiu
ﬁqiﬁﬁ]LﬁlaLﬁﬂLﬁ@Lﬁﬂ’qumiﬂ’jﬂ—w (Gretzel et at., 2020, p. 188; Borges-Tiago et at., 2021, p. 5) 83ANTIU
gRamNITIIMeufieIysanmInszuusumaluladasaumatazgshafiowndayfuamuyhmenisluns
wilagunisviesiies (Munas & Arun, 2021, p. 59) LLasL‘fJuIﬂiaa%fwﬁyugmuazmmmmamaﬂmﬁﬂia%q
vssingrunsviaulusseglng (Remote Work) (Voll et al, 2022, p. 1) i uUsz@n3 nmn1svinau a3
aufianelaliifugnin wazmiinau (Assaf et al, 2022, p. 455) wazAamsalindinsivlneaselilemas
WAnIngnladn-19 (Allen et al,, 2015, p. 17; Tulungen et al,, 2021, p. 54) UsznauAuA1uA 1991983
Buwesifinainiigs (High-Speed Internet) Suwosidnidulssairsitugrudmsumslimeluladansauma
(Vargo et al, 2021, p. 13; Albano et al,, 2018, pp. 193-196)

mﬁumﬁaumaamﬂiuiagmiaumﬂa'waslﬁamiauwmqﬂﬂiaimdwmiu‘[agqq%mwiiwmgﬂaq
dawalvesdnsamuludrumeluladarsaumad vnnd u wasninaudamisnamuludugunsal
iiepnuazmnauglunsinulariinUses iulnaanyedsdaundalnu (Smart Phone) (Sankari et al,,
2018, p. 118) waluladansaumaAdwandvsunisdearsnising mﬁ@mmmﬁ%mju wazthlugnisvineu
n13lna (Remote Work) (Allen et al., 2015, p. 17) n1svi1aumslnaaiunsaldttugunsainnni (Mobile)
WU uWnulan (Tablet) aunsallu (Smart Phone) gunsaldenarndunisyifnisaisediauagnisvinnu
Tunessudl 21 (Messenger & Gschwind, 2016, p. 195) ausavhemilnuild (Anywhere) (Sardeshmukh
et al, 2012, p. 195)

3) Ussvileasdnsvasiinvieaiisangurinenudienld (Workation)

Unvieaii oanguianudi oald (Workation) daulnajudasindesd nsnsenrsueg19taLau
(Hannonen, 2021, p. 5; Jarrahi et al, 2018, p. 318) JUuUUTFad AN ILTBINENRING 12T U g i
ulsvieusiaresdng Famevhaunuuyinudienld (Workation) lianusaiiaduldmnldfinmsatuayuain
DIANT I‘H‘f]ﬁ]QﬁulﬂNﬁ%I’NENﬁﬂ3ﬁﬂ13ﬂ§Uﬂ’]§VT’N’]UIﬁﬁﬂ’J’liJgﬁm&ium’mﬁﬂ’lwu’mé’@mﬁluﬁu (Robbins &
Coulter, 2017, p. 162) Surdlosnanuansznuveanaluladarsauma wainssuuazusigdlavemiineud

n131Ua suLUas (Albano et al,, 2018, pp. 210-213; Charalampous, 2020, pp. 93-101) sﬁqﬂwiﬁwmugﬂ
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wuuin auseaseanuisnelantsviauluiundney iangfinssudeaunaziinauaseainainnis
197U (Gemma, 2021, pp. 125-132) nsusuivesesanslunsantymdaduvesmtineu wu nsandiuau
Fuiiviuas (Compressed Workweeks) lininauanunsadeniainisiaufiazain (Flextime) wazd
ddnAaguuuunsyhnuienld (Workation) suuuumsyhaussnanaisssansnmuasysyansual i
ofnsLiLLING (D’mello, 2020, pp. 77-80; Popovici & Popovici, 2020, pp. 470-471) Ly A1uiuay
arudilanisléinalulagansaumaniunisiauuuunidlng (Remote Work) iiasesfussAnsidnealy

auAn (Villaneda, 2019, p. 23) ssAnsanansanaldinglunseusumienmuinweainan uonanidasig

= Y o

UsraumsallidundnaulumsiSeusifeaduaisauvemtdnanukas P uaeur undnuesdAnsd ug

¥ '
A A

sEwinantsvinulugaufiliudnsifiuil (Co Working Space) (Werther et al., 2021, p. 178; Ye & Xu,
2020, p. 7)

4) souildusnisituiivnay (Co-Working Space)

aouiliusnsuiivhe (Co-Working Space) Timunnisainuiiandinaudaasidmiuung
218nldun Wiuaud (Freeland) §Usgnaunis (Entrepreneurs) uwazininalulad (Technologists) g5y
a01ui Ui fUsz@nsandm$unnesdns (Roth & Mirchandani, 2016, p. 314) i uuvassinves
nauAuYuiidesanviananimwandeniiia (Voll et al, 2022, p. 6) anuidsnaniimaulnetedeliios
Tnglanzeg 1908198 udloafiflung wiewdieafiddowdes (Sankari et al, 2018, p. 118) 19U NTUNNUNIUAT
Qi uazdaiadedluy Wusiu (Pongprasert, 2021, p. 49) livissusifinnnunioududumesidaundasiuta
NsfldusInveIgurudnme (Lee et al, 2019, p. 14)

ﬁ’ﬂviauﬁmnq'uﬁw'lmﬁmiﬁ (Workation) Snidenuvasieadisafidaauiliusnisfiuiivinanu
(Co-Working space) (Voll et al,, 2022, p. 6) iiosaniduanuiififidsneanuazanlunsiang wu Wy
#18 HesUseaa vinTe AT oshy svuuBumesiln wagnindriuAanssunisdeay deilonalunis
WuleHIBImMINesRn TV eUTEMauTienuadlawmiloutuviondiondsiu ileairsufdusus funserinem
Saufuld (Mossa, 2020, pp. 160-161) vilinnsuaniUasudszaunisel 89AAN3 wazausadunalaly
N7 wAZATNETIANAUTEIYUAAINS (Villaneda, 2019, p.18; Gandini, 2015, p. 193) uaztiwdaasuly
yAansIinANARIINLIINSEAUNBUDNIARNSISousd g (Uda, 2021, pp. 175- 177; Yoshida, 2021,
pp. 20-30)

agiiuanuiiliuinisiuivihau (Co-Working Space) usuiAsusuuuunaniie linsuinsiiin
Wty Senin ﬁlﬁﬂiwﬁuﬁuﬁﬁu (Co Living Space) (Davies, 2015; Sanghani, 2020, p. 1561) Faflsanii
AuA kay L%‘&Jui’;’muﬁﬁiuﬁLLMﬂGhWWﬂﬂ"@;Jq;ﬂﬁﬂ (Von Zumbusch & Lalicic, 2020, pp. 439-440) §4&3514
ﬂ’ﬂmE]'UQ"LJLL@xﬂ’ﬁL‘ﬁ?@ﬂL%ﬂIﬁ]Qﬂﬂasum’lﬂ‘ﬁu (Mellner el al.,, 2021, p. 1131)

5) ghadivin

s

UnviesieInguiuielld (Workation) daulvajsindenaniuiiniunisvine wu Tsausu Saesy

o P

ySafiNnMIden (Alternative Accommodation) LHuAWndnwEiAeRas19UszaunIsaiiuaNEIe NSa9in
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ﬁamﬁmﬁﬂwﬁmﬂamwLmﬁamaaé{“ﬂﬂuLﬁaaﬁﬁmmjmw LUatUAULIaN LLasmﬂiaa%wﬁqﬂ (Matsushita,
2021c, p. 222) danaldilnmswauniufisuuniiuaniy Wy mssaudasiuilndadiieadraduaaui
TWuS s uii v (Co-Working Space) wio¥1unusliileseasunsvinanuvesinyieaivangudsnan
tviendieanguilvasnsefuasughvluiiufivuunnszaensldguuey annsnszgnaunisluiiufianiies
(Matsushita, 2021c, p. 223) mﬁﬁmmmmﬁaﬂﬁﬁnﬁﬂLﬁanﬁﬂ’ﬂﬁﬁiﬂﬁqa%qﬁugmﬁmssw%uma%l,fimL‘flu
Mé’ﬂLﬁ'aqmﬂLi‘]‘uﬁaaﬁ“aﬁﬁﬂﬁ’@ﬁm%msﬁﬂmumaqﬂ’ﬂﬁaaLﬁmﬂdw‘i’ﬂﬂén (Werther et al., 2021) 5293

gunsaldmsunmsvinu wu 1 1118 wazaunsaldiiinau WWudu (Voll et al,, 2022, p. 2)

2.4 aaunsaimsviaaiieanguieuiienld workation) Tuuszimelve

msvieaitrangurhauiiedld (Workation) ifuguuuumsinuiiintudeuinganisallain-19 uay
16’1’%’Uﬂ3mﬁ&mLﬁMMWﬂﬁfuw§QLﬁ®3ﬂqmmiaﬁﬂ%—w wagldsuaudeudiaanndu osdnsianusniuges
Usuasuguuuunsyinnuludneazshaudiels (Workation) (§19) 991nm35d1333989 Booking.com (2020)
wuin $ovay 37 vesgndrsaaiialaniienua 20,000 118 Fesnisidunstenderlugunuuhauiiald
(Workation) uazSsiunliiunsegsislundsingmmsalladn-19 iesangaudrnilvgannsauiusluns
aunenesAnslinds anunsaidunisluvihauds undafiss (Nithiprapha, 2020, p. 16) 1ugULUUNIS
visaigaguuuuiiidadunszuaion (Shin et al, 2023, p. 1) dwalsinaroUszimaiuloviedsiaiuns

a

viouflgaguiuudanan 1wy Yseinmaduie qlu uagUszmalne 1udu :nnsifuteyavesiuludeedn
Holidu, (n.d.) Wu11 A153AsUR UL 997 inung @S Ui sala (Workation) 5 é’uﬁ’umnﬁlqm Ao
NIUVNNYIUAT F09a9H Ap TIAd (Buiie) njedaveu (@snsusslusang) visielaun (@snTusgay) way
St 5 A yawadt (§ann3) wazdalualeisa (@) dudmingiin uazdmindedwmifndusui 10 uans
TWutudn Ussinalnefidnsnmlunistauliidusanineaisneresinviend sanguvinaui eld
(Workation) € 49 auf swesuszinalng do daalalu Wif) nsza1eiasieUszimalagianigos 198
nsamLILAs uinnuEeglustfumninnnsgiu sanfeinnsesdndidud fanuatnnatsveems
vioadu yaansamnsadessnwsinguldd fasneanuazmnning uasiudsiuiieafifideldesly
sedulan wu wszusummswda Salns venzia 3833auar Famusssy Judu (Holidu, n.d. ; BBE News,
2021) wifi1 Jagtuuszmdlve fulsvisdaadumaviouiioangurhaudienls (Workatio (Holido n.d.) 1tu
msvissiiewiuszmalnedalasenisuwifn “Workation Paradise Throughout Thailand” Wieduadalviis
nszuansiumevisafisluguiuuihauiienls (Workation) ﬁzﬁﬁ’ﬂﬁmLﬁ&J’J“U’]’JVLWEJLLaW]IN‘UizLWFILﬁa‘ﬂuV‘\JI
\rswgiavdaininganmisallsnszuinlade-19 Fefuszneunisgsievieaiisniafes fuiuasSeuslyiviniu
anudesnisvestinvioniiedfidsuluegedaiiies iy ngfnssuvesinvieniisn nisusuiUdsudsdne

AMNazaIn v udAY (Bank of Thailand, n.d.; The Government Public Relations Department, 2022) a1n



A13EITIMYINTTIANTT ARINIABIIUALE 3199 T571 U 10 atun 2 (2566) 565

LY ] o 1 o a 14 . Y
unvisaieanguinauiiedld (Workation): Adumang dnwase

nsduATvtayatisiunuI Ussmalnedlemanazanuvimedmiunisduasunazinminisvisaie,

\iesesiuiinvieiiednguviauiienls (Workation)

2.5 Tamauazanuimevesinvisaiisaviauiienld (Workation) Tuuszmelne

Tugrnindngalain-19 esdnsuuneluladuianidunisiunisiienu iaduussingiulng (Norm)
uazlduniseuegsreiiios yaansvesesdnsanusadumaluhauluwasiondiealussesndlulssna
AuLes (Staycation) tlesannynUsemalaUszine uandsinganisaifisnaromansusemaiinisdauaiuns
voadisrdmsunguiinvienfisanguvinnuiedld (Workation) Wumadiuyirnluvssmanuiasnndy
Fafunnin 20 Usena iy Useinadulaiide Ussmaloua uagdssmanoan Dudu wiasUsemadinig
duatulunaneguiuy wu mseenigieguiu 5 U lilimsdisemdseninainfidluusewmadnsiu

Ussalnaifudnussmaiidnvieaiioinguinuiiodldlianuaula anmsdseveaivledledy
(Holidu) 1Juidsseududmsudumiiwnlsian (Search Engine for Vacation Rentals) 71 léfuanufienly
Uszinadangy wud1 Usemalneiduussimaiithvionfisdesmaidumanvieadiedluguuuuanuiiodls
(Workation) 19y ngaimmasuns el uaznifie (Judu luvusiinsvioniiwissemalng )
§9lA33M15 “Workation Thailand” TuiAd sugnaImnssunsvioiisrnieluuszina (Domestic Tourism)
(The Government Public Relations Department, 2022) 91nUnNdun1waivas Thepbamrung, (2021) Wy
FandanAnduwvasisafisafidnvioniisinguiauiiies (Workation) sin1sasadiindmsunisviney
Lﬁ'ummﬁui%La‘W’waEhQ?Jlﬂidl,l,immﬁmadﬂ (The Government Public Relations Department, 2022) wag
LﬁadimET@Lﬁuf\;m'vm’mﬂmamﬂﬁm{lﬁ%’urmeiqLﬁ%yﬁm%’uﬁﬂvimLﬁ&lﬁﬂ&juﬁ \floann Aldeuazanunedn
vosinvieaifentiesninflesiondiomdn fiawidlondnuaiiamzviesiu uazduadunsnszanenelsgiisiu
WAy (Supromajakr et al,, 2022, pp. 109-110) 9NA1sdBATIERUNAINL WU Usemalneilenauay
arwvneutseenidu 4 37 fvwanden fil

@i 1 Tenalunsiiagidninuazsuauiudminveslsausuvunaidn

tinvioaieavihauiienlsd (Workation) fszeziarlunisidumslaeiade 7-30 Yu dewalieldane
Tnsiadsganmittnvieaiioialy feinveaflsanquiinsandeniiindssusanuazainlunisvhauuuy
n1dlna (Remote Work) @slssusuusaguszinnianuuananafuresuseianlsonsy wu 15susuvunaidn
YUIANAN WAZlTIUTULUULATEY8 (Chains Hotel) Falsausunis 3 Uszuamianuuansneiu fo lssusauuy
wietne A auazmniugiunnnilsusnadnwazananans 1wy e WHersneuiunes
fHufie wazszuuBuwmesilaliamennusiganselila (Wi-fi) (Heo & Hyun, 2015, pp. 161-168) wdiilseusy
suadniidsdsanuasaniosniudiasiueanuazmniiinviendinausaldsmiuy wu fuilunis
vifanssusmiuvesiidnin annsaquagnAnlaegawinbs uazamnsanIuANAMAINANTUIATUULIANE

uﬂﬂalﬁamW(Personalization) (Moreno-Perdigon et al., 2021, p. 7; Fakthong et al,, 2022, p. 182) 521814

o &

nsiiUfduiusnedeay (Social Interactive) maﬂmwmumﬁﬂﬁqaﬂd’] (Damchoo et al., 2017, p. 93-94)
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Faifu mnfiinauiaidnannsoifiudssiueanuazainiiugiu favannsofsgeliinveadeadiiniis
Nﬁﬂ“ﬁluilﬁ’]ﬂ’ﬁ?llgﬂaﬁ gﬂ‘ﬂzﬂ‘ﬂﬂQﬁﬂﬂ?iLLﬂjﬁﬁu%aﬁﬁﬁﬂﬁﬂ’liLLﬂﬁﬂJuq&dﬁNaImiﬁLLSJJGZJU’]G]Lgﬂﬁﬂo’m’JuN:L%WWﬂ
UUanad (Kaewpromman et al., 2019, p. 102) %ﬂizﬂ@Uﬂ’]ﬂiﬁLLiiﬁuu’mLﬁfﬂﬁj]ﬂaE!Vlﬁ(LﬁiJﬂ’ﬂlJﬁ’]ﬁJ’]ﬁﬂsLu
nswtstulagnisidennauitmneiduinveadisinguriiemuiioals (Workation) ansnsnafisseldliiy
gaRafifinuundnle

a7 2 Temalumswannituiilunsiouiiea¥eneld

tivioafieangunisvieudienls (Workation) aenelalatuiuiiinnninmsvieadiesiilu 1-2 wih
’Sﬂﬂzﬂé’ﬂLﬂlum%wLLﬁSQﬂiSﬂ@Uﬂ’lﬂWJﬂ wu Al (Cafe) Sruemms 7in wasiidhdey Ae aauiilviusmsfiudl
¥9U (Co-Working Space) tusu (Castilho & Quandt, 2017, p. 35) maamumi‘vimLﬂ?’iaﬂmwmummm
a%’wmaléfmﬂﬁﬂvimLﬁmﬂfjmﬁqﬂﬁn L‘dadﬁ]’mﬁﬂﬂmLﬁ&l’m@:mﬁlﬁﬂﬁmﬂﬁﬂ’liﬂaﬂ%ﬁﬂ’g’lu’éumEJI"LJLfIEN GH
ﬁfﬂviaal:ﬁ'mﬁaqmiﬂizmEJ3'1alﬁqﬁ;mw%al,ﬁaﬁmmiﬂmLﬁEn (Yoshida, 2021, p. 27) Snvtatinvieatiien
ﬂejmﬁﬂﬂLauvm‘viaqLﬁaﬂuﬂhwmmiﬁwmi’uﬂﬂa (Juws-ns) (Mossa, 2020, pp. 160-161) kazdsaenndos
fuusumsdusiunanlulssimavesmsvieaiisUssmalneilonsedunisvioaflenfusssun annisnszgni
vasnvisaienlutunyn (Tourism Authority of Thailand, n.d) daafidegsAalugpamnssunisvieadien
ﬂénﬁaﬁﬂ‘vimLﬁaaﬁalﬂﬁﬂvianLﬁﬂﬂﬁwqmmﬂﬂdﬁuﬂﬂa 671’5a'waiﬁciﬂixﬂaumiﬁiwlélﬁumﬂ%umﬂmﬁ
Laumwiml,ﬁmmmﬁﬂvimLﬁmﬂaq'mﬁwmw,ﬁmlé’ (Workation) wazdlsneldegnadsdu (Voll et al,, 2022, p. 18;
Trembath, 2020)

@i 3 avwimelunissasiuguuuunisieiisianuBaveugs

tnvisafisangushauiienls (Workation) anansasenuuunatiumsviauuasmssinsiouldoeis
dasy famubangugs mavhauwagmasindewdudedetuldansausniuesnannsinyould (Blun
‘%ﬂLLG]ﬂG]INﬁ’UﬂﬁVﬁMUEULLUULﬁmﬁaﬁﬂLLﬂﬂmiﬁ’]ﬂ’m 8 Flua Wnrouwarn1svieiien 8 §2lue (Pecsek,
2018, p. 3) Snvanvioad er912s 9w A T auLAnA19e LA (Time Zone) vasuaasUssing
fusznauntsmaiiuanudangulunisliuinmmaneluiin waranuilliuinisiiuiiviien (Co-Working
Space) ?ﬁ'dﬁﬂixﬂaumiﬁi’wL‘f;luéfaqﬁmﬁﬂ%'uﬁﬂumi§mv«EjuiuﬂWﬂﬁﬁmiLﬁaian%’uﬁ’ﬂviauﬁmﬂejuﬁnﬂa'n
(Prester et al., 2021, pp. 6-7; Nast et al., 2018, p. 7) 14U fusnsiuilduinisuuuy 24 2109 USnns

' a v o

dunesiilalFanglala (wi-F) Adanuediosnin dg3mineduddnlud@liuinig (Vending Machine) i
gavgulun1sfuieain (Check-Out) iunnfmue Undnindnaglvifuiesnowian 12:00 u. (Werther et
al,, 2021, p. 163) \Judu

aa o P 1Y) a = o W ' a o P P

T894 auiamieluniswaurszuumaluladdoasinasaesSulunviawi gavineuieala
(Workation)

wialulagarsaumadiwansenunon13aiugsNaN1svenfiel wazunuImMYesgUnIua1unIg
vieuflwnuasuuiatluanniiu (Reichenberger, 2018, p. 1) flusnisdndudesuiuldsunmsldvelulad

asauanungAnssunvauigIN e neluladasaumanniunouvesininsnsviediien nanfe
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ADULAUNIY TEWINAITLAUNI LAZUSINITLAUNI (Damchoo et al., 2020, p. 136) §ﬂ‘17|5&ﬁ’ﬂ‘v|'aqv17i'mmju
Fauitedld (Workation) Wianudidyfussuumaluladnisdeats (Werther et al., 2021) iiesanlddnsu
nsviukuun1ging (Remote Work) wazn1suszgumnidlng (Online Meeting) szuuin3avsduwmesiin
wazsruuiaietsuuulians bl (i) Wuiladefiddnlunisdnduladentlduinsvesgnilunisdsin
usH (Xia et al, 2020, p. 6) fatfu FUszneunsAIRfineLSwessEULIRTeT B UYDSITR Iilladosam
iingunsaflunisiinfedygraduimeiin (Access Point) Lagasauaguuinuiliuinisinvieiie: vie

AuUsznoun1sakenn1sliuinisnauanan wu lalw (Wi-F) dusugndialy wazdumesidafidnedui

U
° o £

dmsusunidiiniidesnislddumesidaauiigs anauatrlunsdidnisdeusevesdldduuun

o
o

gnvadumsiinlenalunisadeneldainnisuisuinnadumesidaninusiadddnde alensenss

D

wialulagansaunauaznisdeds asiinsnszaedyanadumesidalinseunquyniuillasnizeg198ly
fufyuun Sufledugliuinisdumesidea (intemet Service Provider: ISP) Tun1sfndsdyayadunasiin
wagsuderumaenyulunsimuniiodaniey (Smart City) iilususssunntudasdisligusenaunis

losuguselenidnan
3. unasy

tinvisafieangusiauiienls (Workation) lumsvhauuuumalng (Remote Work) Té3uanades
dinnnduluiadinganisallain-19 wagdailesauisiagiiu wihdnveadisangudananiiaalndifestu
tnvieaivangusseunsianea (Digital Nomad) wiflesdusznaufidanuunnsieiu loud szoziaailums
vhauuenanuil Aenssumdsnisvieaiien JUuUUYeIMsTOL JnquszasusInsiiiuns gamneUatema
wazanmuInaexlun1sineu

nanUsswainsdaaiunsieadsdliifunismeniiorlulssmavomueaiumnduidesan
tvsafinngudsnanaiiseldinnnindaveaiienialy 1-2 wih MWnaegluuasisafisadunaiuu
THu3nsgsadug mnndinvieadisanguinly uazfumsiendienluusssun (uwhaw) efinsels
Trfudusznoumsuafenszaevieniisrludundvionfiorguruniodosseafiuindy anmslesgs

@

Temauazanuvimme Fideiideiausuurifindulunsiannlunsdaaiumsveaiisrdmivinveaiioangs
vhanudienld (Workation) fiswanden fail

1. US¥nvsessdnsvasinvisaiisangurinauiieald (Workation) osAnswiauitmmIsinng
USuasugduuumahaunielassadisesdnslidanudavguvesanmndesunsiauiiudsuuas
Tnsdunaluladasaumeuasiadunagvslunisasisanulaieulunisursduresgsia (Suhartanto &
Leo, 2018, p. 6; Yeh et al,, 2015, pp. 435-436) Lﬁasaa%’uqma%ﬁaﬁa‘waa (Digital Workplace) kg 393U

wssUnguWeLtuMevieliaauiea (Generation Y or Millennials) iunguusssuilvgjgavesussimne
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Inewaznsyaresiegluniviedes Sevay 24 (Futuristnida, 2022) Wunguausulng ongUszuin 18-32 Y
(W.A. 2523-2543) [aulannsondumaluladfdvia (Krungsr, 2019) AB4N13ANUDETEN1TYINIU Uatlunis
19%3aAinanntu (Gabrielova & Buchko, 2021, p. 491) LLa%Lﬁ’e]Lﬁ@ﬁﬂf}GlﬂﬁﬂﬁiﬂiBU’mIﬂaﬂ—w NN
aufudulunsiauuumalng (Remote Work) wagliosnnnduluvianilussdng ddduanigeininiiia
nsateenszaenlugfienin “Great Resignation” Lil oead nslsininsunduluviraulugunvuify
(Amarase, 2022) f3tiu 9afnsasAmuaulsuts LUl uLenaa Ui (Mobile Employee) 13u
aé’umuﬁauiﬁwﬂ’m’mﬁwmuaﬂamuﬁim&Jmﬂﬁﬁuaﬂ’uagﬂuﬂﬁLﬁumq NI00IANTATRUANITLIINN
vianiluesdnserfindas 2 Suilmdedn 3 Jueygelinidnauvhauuenanuiiuny Fansihauludnvee
fanadanafsentnaukareInns nanfe nnMuamsaassaunalun1vineu (Work-Life Balance)
afennuiianelalunsinuuiaziinunndinldd (Chaudhury et al., 2022, p. 156) dewalvigunniinves
nnauey Anud (Well-Being) wazUsEansA1Mn159M9IuA T u (Darouei & Pluut, 2021, pp. 986-987)
dustlevifiesdnsarlésu Ao Yavannsaneanainay (Tumover) Usevdnailddnglunsiidunisassm
winaulu LLasamr»hLﬁsﬂaﬂ'1eﬂuﬂszﬁﬁwﬁmmﬁmmimmmmm (Talent) 19udu (O'Connell & Kung,
2007, p. 15; Alkahtani, 2015, p. 152)

2. qiﬁaﬁﬁ'mtsu qiﬁﬂﬁﬂ’ﬂﬁadﬁmiﬂ%‘ughLﬁaﬁaﬁuﬂ’ﬂﬁmLﬁmﬂfjuﬁ’mulﬁa’ﬂﬁ (Workation)

WesndnviesneinguilianudesnisuasngAnssufuandnsiudnviesdiedngudu §usenaunisdes

v
[ v ¢ o

Usuidsuresiniifdnuazdinnu Usgnaudie 18y 1103 gunsaldnineu 1wy edesiumes (Printer)
\3esauNU (Scanner) Litesnsagmnliiuiinveuien uazgunsaiiviesneauagninlunsiauuuy
n13lna (Remote Work) (Simon-Kucher & Partners, 2021) § avg UN15A U 03N NATNALAINUBIGNAT
(24 $la9) thanudwesszuuaietnedumefiinuasuBinuiifismedmiumsvhauwuunislng (Remote
Work) lugamedmiunmsadanaiunmsnevesiinn uenainigusznaumsiiinyilusunsureadensamiu
gurulndidsafionszaneselduazairsnnuduudeguumy LﬁaiaﬁuﬁﬂvimLﬁaaﬂduﬁﬁﬁﬂiﬁna'mé’qmnmi
yaueadienluusnadlilnaandsin (Yoshida, 2021, p. 26) %309ANANTTUNOUAAIYUSININTINIU LU
Aanssulear NMIRLAAUAIN 8IMTEINNUS AR ULNg NMswIAnson sUIURsTsNA Avnssudenanadu
wnAnvesmsvisaiisndsgunmiuifenlutagtunasfmevaussanudoinisveninviouiisanguviinu
ienlalunisieansiufedd (Well-Being) (Andreu et al,, 2021, p. 4; Hakmat et al., 2022, p. 554) waziu
gosmdlunmsmaelalifuguseneunsiiinednedsdu

o w o

3. yuyuviseriasiu yuvuvieriesdiudugamneuaemsiididuestinvieafleanguianuield
ﬂ’ﬂvimLﬁ&néfmﬂ’liwﬁﬂuﬁmmjmwﬁ]’mLﬁaﬂmy' (Yoshida, 2021, pp. 20-21) Uixﬂauﬁ’wmuwdﬁ'aﬁmﬁu
flauvt a¥rsuszaunsallmig Spaueimsiausssuiunsifous uwasioufivadiondnvel (Teerarat &
Pooripakdee, 2021, pp. 338-339) n1350s3uinvioafivanguyiauiioals (Workation) d1viuyusunie
viesdu msaadumavisadiedlusuvy aiefanssumamsvieaiiesfivarnaneilefganiuauls daasy
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azantuanuiinnyurulaganzegeBBumesile wagliiduluauinasiuinsgiulauand (Home Stay)

Yo v Y

YDINTUNTNBUNYY Lazas19UsEaUNTANAANURIIWNUBsYYU (Tourism Authority of Thailand, n.d.)

u q

4. mirpuniaig mhsnunasgdumiisnuididglunisiuied eunisveafisanguviiau
Wienld (Workation) 1y nMsvieaiisauiasemalng fmusulouisnisdaaiunisvioniioassmduius
wauvuaelatl (Online) wazeewlail (Offline) nsdavisvuvasawnaTIuTIaNUAlF U N TTnTiewien
nauvhamuieald (Workation) nsgnaassinsUssmaiunmssleulsumsveen waznailumsogorduiuiy
nsgnravaluladansaumanaznisdeasmsiaugaliuinislassnsdumesidauazauinainuiaves
sumesidslinszaeimnglinialnsianizegsdsluagmuiiindengliannsaldanls nsunsvieadion
WarnsasguiwnluyuuasAansslugumdidunnasgiuaina Wuaraasnde Wudy

5. gsnaliu3niswniludl (Co-Working Space) tviaaifleniauitenls (Workation) viligsia
THusmsw it (Co-Working Space) Wiulnegnemaiiiea (Kojo & Nenonen, 2016, p. 303; Weijs-Perrée et
al, 2019, p. 536) %qﬁﬂigﬂaumi msiiinAsvedunesin Snuilumsliusnsfiieatunisiau
fifomsufiRedudaiau esniinisldusmsivarnvane fanuusndrdluesiausssy Wunisuins
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Household Energy Requirements and CO, Emissions In Thailand
Onicha Meangbua'
Abstract

This study employs energy input-output and structural decomposition analyses (SDA) to assess
the overall role of economy-wide household consumption on energy-related CO, emissions in
Thailand. Over the 1995-2015 period, findings indicate that household energy requirements and
associated CO, emissions, constituted the second-largest contributor to emissions in Thailand, trailing
only the export sector and there was a trend of continuously increase throughout the study period.
The research considered the factors driving change using the SDA method through 3 driving factors:
1) Intensity Effect 2) Leontief Effect and 3) Final Demand Effect. It was found that the final demand
effect, representing the economic context, was the primary driver of changes in energy-linked emissions
(83.34%) in Thai households from 1990 to 2015. The Leontief effect (11.37%) and energy intensity
effect (5.29%) also contributed to increased energy demand. Notably, the final demand effect was a
significant factor in raising CO, emissions in Thai households. While technological advancements and
intensity improvements reduced household CO, emissions, they were insufficient to counterbalance
the emissions driven by final demand. In summary, this study underscores the crucial role of household
consumption in driving energy-linked emissions in Thailand. It highlights the need for targeted policies
to align consumption patterns with sustainability objectives and leverage technology for effective

household carbon emissions reduction.
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1. Introduction

Gross Domestic Product (GDP) is the most widely used measure for the overall size of an
economy, and it is an indicator reflecting the country's economic growth. The components of GDP
consist of private consumption, government expenditure, private investment, and net export (export
minus import). Private consumption is the most critical component of GDP in many countries, specially
developed countries such as The United States and many countries in the EU (Eurostat, 2023; Picardo,
2021; Amedeo, 2019).

In Thailand, economic growth has been increasing continuously since 1997 (except for some
years when economic crises occurred, such as 1998,2011, and the COVID-19 pandemic in 2020).
Private consumption affected the changes in Thailand's GDP as the lowest before 1998, but this
component has played an increasingly important role in GDP after 1998. Even though Thailand is the
export country, the net export value (the subtraction of export and import value) is still lower than
the value of private consumption expenditure (NESDB?, 2023).

The research regarding the relationship between economics, energy, and emissions proved
that economics and energy-linked emissions are interrelated (Mufutau Opeyemi Bello and Kean Siang
Ch’ng, 2022). Therefore, reducing energy and emissions without obstructing economic growth is
challenging. Sustainable production and consumption pattern are the ways to achieve the climate
change goal at the country and global levels. The ongoing global debates on climate change and
energy point to the fact that adaptation to more sustainable lifestyles is a significant need of the global
community, which is crucial to reducing natural resource and emission reduction burdens. The
prosperity and stability of economic development cannot be achieved without an increase in energy
requirements. Therefore, it is essential to deeply understand the changes in energy requirements
impacting emissions and its driving factor of them from a macro perspective. It is a challenge for
policymakers to design the energy policy to achieve the environmental goal of global that is practical
for people without obstructing the economy's growth at the same time.

Hence, this study will track the production process of goods and services in Thailand's
economy through final demand to investigate the role of private or household consumption on energy
requirements-linked CO, emissions. Moreover, to design effective energy policies to relieve the climate
change problem, understanding the role of energy-related CO, emissions in private consumption and
its crucial driving factor will be provided to comprehend the context of consumption changes impacting

energy-linked CO, emissions from a macro perspective.
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2. Research Objectives

2.1 To investigate the role of private consumption category on energy requirements-linked CO,
emissions in Thailand.

2.2 To demonstrate the critical driving factor of household energy and CO, emission in Thailand.
3. Literature Review Conceptual Framework and Hypothesis

3.1 Literature Reviews

Household energy requirements and emissions research have been a well-liked topic recently.
Different contexts and countries are using different methods in these studies (Chen et al., 2017; Chen
et al,, 2017; Zhang & Lahr, 2018; Zhang et al., 2016). Most research in early periods was done in the
context of developed countries using input-output analysis. For example, the study of CO, emissions
was in Australia, Denmark, Australia, Brazil, Denmark, Netherlands, Spain, New Zealand, Norway, and
Japan, and in terms of energy requirements and related CO, in India, Greece, the USA, and France
(Manfred, 1998; Kainuma et al., 2000; Wier et al., 2001; Lenzen et al., 2006; Kees & Konelis, 1995, Vringer
& Blok, 1995; Peet et al., 1985; Herendeen, 1978; Papathanasopoulou, 2010; Roca & Serrano, 2007;
Estiri, 2015; Belaid, 2017; Pranay Kumar, et al., 2023). For developing countries, research about energy
requirements and related CO, emissions was published in massive developing countries such as China
over the past decade (Liu et al., 2018; Liu et al.,, 2021; Zhang et al., 2022; Li et al,, 2021; Youmeng Wu
et al., 2022).

Since the 1960s, Energy input-output analysis has been used to indicate energy requirements'
role in the economy (E. Miller, 2012). EIO analysis aims to explore the energy requirement to satisfy
the final demand in a particular economy. IO analysis is also put in to estimate the emission in the
economy (Jinbo Zhang et al., 2022).

Accordingly, to recognize historical changes in economic, energy, and emissions indicator
(driving factors of the changes of them), structural decomposition analysis (SDA) will be employed
because it could decompose the driving forces factors affecting the changes in energy requirements-
linked CO, emissions by using the 10 framework. Furthermore, it also could pick out between a range
of technological effects and final demand effects. This study has chosen a range of indicators based

on the literature. Three selected indicators consist of 1) the energy intensity effect, 2) the technology
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effect, and 3) the final demand effect because these indicators are adequate to consider the driving

force factor in the macro view (Cellura et al., 2012)

Table 1 Indicators of SDA from existing researches.

Country

Sector

Main influencing indicators

Taiwan
(Chang et al., 2008)

Industrial

Final demand and Intensity

United States
(Weber, 2009)

US economy

Growing population, household
consumption, and economic

structure

Chile
(Munoz & Hubacek, 2007)

Material consumption

Economic growth, material intensity,

and category effect

Korea
(Lim et al., 2009)

Industrial

Energy intensity, economic growth,

and intermediate import

Brazil
(Wachsmann et al., 2009)

Industrial and household

Wealth, population, sectors
interrelations, direct energy intensity,

and income per capita in household

ltaly Household consumption | Final demand
(Cellura et al,, 2012)
Spain Whole economy Technological changes and structure

(Llop ,2017)

changes

China
(Xia et al, 2015)

Urban economy

Intensity structure, production

linkage, and final demand

Thailand Region Number of households, Income per
(Supasa et al,, 2017) capita
China International trade The sectoral effect, export scale
(Pu et al., 2018)
China Municipal economy Intensity, input-output structure, and

(Yi Hu et al,, 2017)

final demand

India Whole economy Final demand and intensity
(Zhu et al, 2018)
USA Residential Weather feature, Building feature

(Feng et al., 2021)
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Table 1 Indicators of SDA from existing researches. (Continued)

Country

Sector

Main influencing indicators

China
(Meng el al, 2021)

Reginal economy

final demand and technological

progress

China
(Liu et al., 2021)

Residential

Occupant behavior

Brazil
(Wiess de Abreu et al, 2021)

Household consumption

Energy Intensity Effect, Leontief
Effect, household consumer basket
or Basket Effect, Household

expenditures or Activity Effect

China
(Ji Guo et al., 2023)

Household consumption

Characteristics of Chinese

households

USA
(Pranay Kumar, et al., 2023)

Household

Energy efficiency and Energy

curtailment

Asia-Pacific
(Le Na Tran, et al.,2023)

Household consumption

Difference of countries such as

temperature, urbanization

The previous research studied household consumption behavior impacting energy-linked
emission using the SDA method to appraise the driving factors on energy requirement and related CO,
emission from different perspectives. For Thailand, there is an analysis of the dominant factors on the
energy-linked emission in final demand, but it only describes the output as the regions (Supasa et al.,
2017). The deep knowledge of the key driving forces of household energy requirements -linked
emissions in the whole perspective of Thailand is limited. Remarkably, it is challenging for the
government to reduce emissions without threatening people's livelihoods and enhancing economic

growth. Information is essential to design energy efficiency policies that accomplish economic and

environmental targets.
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3.2 Conceptual Framework

To clarify the role of household energy requirements-linked CO, emission on final demand and

to indicate the key driving factors of them at the level of the whole of Thailand

2 2

Input-output Model Structure decomposition Analysis
® 0
Estimate the number and share of energy 1.Defining the indicators as the driving factors to
requirements-linked CO, emission of energy requirement-linked CO, emissions to select

household of total final demand (through | —»  the indicator form

by private consumption components of 2.Choosing the mathematical approach for the
GDP decomposition process
Output:

Output:

1. Energy requirements-linked CO, ) o ) )
The dominant indicator influencing the changes of

emissions in households
2. Share of energy requirements-linked CO,
emissions on final demand —

household energy requirements-linked CO, emission
at the level of the whole of Thailand

Figure 1: Conceptual Framework

3.3 Hypothesis

This study addresses the role of household consumption change on energy requirements-
linked CO, emissions in Thailand. The period of this study follows the availability of input-output in
Thailand, which is from 1990 to 2015 (NESDB®, 2023). The assumptions consist of as follows.

1) Homogeneous goods and services in the same categories in each 58 sectors (Park & Heo,
2007)

2) Energy and CO, intensities as on average values.

3) The meaning of household consumption is domestic consumption, shown as private

consumption in the I-O table (Kofoworola & S.H. Gheewala, 2008).
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4. Research Methodology

The hybrid-unit 10 model adjusts from the original input-output framework for a closed

economy, i.e.,

Xx=2Z+f (1

where matrix Z is the total interindustry transactions (dimension n X n),
vector x is the total output (length n),
vector fis the final demand (length n), and
n is the number of industries,

Therefore,

X = (KA = L'f )

where x* is the vector of total industrial output,
(IF-A¥)" or L* is the inverse Leontief matrix or total requirements matrix, and

f* is the vector of final demand.

The total energy requirements of the economy (or matrix @) could calculate by adjusting from

Equation 5, that is;

g=0f (3)

By detaching the matrix @, it is separated total energy output into two groups that are (1)
changed by the final demand for energy products (h) and (2) changed by the other final demand for
non-energy products (f,o,).

Hence,

g = O(,eh + Otrfnon (4)
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where Olg and Olr contain the energy and non-energy industries of matrix , respectively

represented in columns.

Moreover, the sub-matrices of the matrix are the same as the sub-matrices of L* in the rows for

energy industries that it presents in Equation 8.
o=[0p Od=I[g L (5)

In fact, the L;EI and L; are taken out from the inverse Leontief matrix in hybrid-unit to estimate
matrix Ol It does not mean that the total non-energy requirements in the economy are excluded in
Equation 4, but it means that these total non-energy requirements are indirectly described by g and
0L, Hence, the element of Q interprets the energy effect of the process of producing both energy and
non-energy products in the economy.

The estimation of CO, emissions emitted by final demand consumption is achieved by helping
the emissions factor (from IPCC) transform the energy requirements into emissions.

The identification of crucial driving factors energy requirements and related CO, emission of
household on final demand through private consumption components of GDP applied the SDA. There
are three steps summarized in the following.

Step 1: defines the indicators to be examined and the periods for analyzing the driving forces.
The accessible data is essential for determining the studied periods.

Step 2: is to select the indicator form. An indicator could represent the absolute value of the
energy requirements and in intensity value of the energy requirements per unit of economic output.
However, the literature on SDA concentrates only on assessing absolute changes in the variables.

Step 3: choose the mathematical approach and index to weigh driving factors for the
decomposition process. The additive approach and completeness index would be selected in this
study because the decomposition has no residual.

The indicators chosen in this article are based on literature consisting of the energy intensity
effect (E'yreet), technology effect or Leontief effect (Lygec), and final demand effects (Y; et Sun's SDA
approach indicates the changes in all indicators shown in Equations 6 and 7 to analyze in the context

of energy and CO, emissions.

MHE = Eeffect T Leffect + Ve -effect (6)

AB = Bleffect + I—effect + Yf -effect- (7)
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The first variable of Equation 6 shows the contribution of the energy intensity effect (E_...., to

the changes in the energy requirements (AF). The value interpretation is that a negative value means
energy efficiency improved in the economic sectors.

The first variable of Equation 7 shows the contribution of the emissions intensity effect (E_..._,
to the changes in the emissions (&E). The interpretation of the value is that a negative value means
eco-efficiency improvement in the economy.

In the second variable of Equations 6 and 7, they show the contribution of the influencing
factor that is called the “Leontief effect (L.....,)” to the changes in energy requirements and emissions,
respectively, that represent an intermediate input used for producing a product. The interpretation of
the value is that a negative value means reduced use of intermediate input in the productive structure.

The last variable of Equations 6 and 7 shows the contribution of final demand (Y. .....,) to the
changes in energy requirements and emissions, respectively. The interpretation of the value is that a
negative value means the variation of final demand impacting the reduction of energy requirements
and emissions.

Following the Dietzenbacher and Los method, there are six equations to investigate the driving
factors impacting the changes in each studied indicator: energy requirements and emissions. Equations

8-13 and 14-19 are developed following the above method to constructed to assess the driving factors

influencing the changes in the energy requirements and emissions, respectively:

A, = (AF (1 - AyYy) + EA (- AY) + E.( - AAY;), ®)

AE, = (AF (- Ay + EA (- AV + E (1 - AAY,), ©)

AE, = (AF (- AYy) + ELA (- AV + E, (1 - AAY,), (10)
AE, = (AF (- Ay + EA (- AYY + E, 1 - AAY,), (11)
AE, = (AF (- AYy) + ELA (- AYy) + E, 1 - AAY,), (12)
AE, = (AF (- AYY) + ELA (= AV + Eyx (= AAY,), (13)
AB, = (AB (1 - Ay + BA (1 - AY) + B, (1 - AAY,), (14)
AB= (AB (1 - Ao + BA (- AYy) + B, (1 - AAY;), (15)
AB, = (AB (1 - AYy) + BLA (1 - Ay + B, - AAY;), (16)
AB, = (AB (1 - Ay + BA (1 - AYy) + B, (1 - AAY,), 17)
AB; = (AB (1 - AYy) + BA (- Ay + B, (1 - AAY;), (18)

AB, = (AB (1 - A + BA (1 - AYp) + Byl - AAY, ), (19)
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where the subscripts t is the period of present time,

the subscripts 0 is the period of previous time.

Summarily, the detail of each driving factor from the above equation could be explained as
follows:

- Fefrect OF intensity effect is the mean of the first items of Equation 8 to Equation 13 for the
energy analysis and the first items of Equation 14 to Equation 19 for the environmental analysis;

- Legrecr OF Leontief effect is the mean of the second items of Equation 8 to Equation 13 for the
energy analysis and the second items of Equation 14 to Equation 19 for the environmental analysis;

- Yeefrect OF final demand effect is the mean of the third items of Equation 8 to Equation 13 for

the energy analysis and Equation 14 to Equation 19 for the environmental analysis.
5. Results and discussion

5.1 Result

5.1.1 Share of household consumption in energy requirements of total final demand

Using the hybrid unit EIO, private consumption was the sector that dominated the energy
changes requirements-linked CO, emissions on final demand from 1990 to 1995. After 1995, the export
sector was the largest share of energy requirement and CO, emission in final demand, accounting for
40% of total energy requirements-linked CO, emissions consumed by final demand. The changes in
energy requirements by components of final demand rely on the economic situation. After the Asian
financial crisis (1998), export played a more and more critical role in shaping the economic growth of
Thailand because the economics was recovering and also the economic policy has promoted exports.
(Kungcharoen, 2010). It also affected the energy requirements change (See Table 2). However, from
the consumption viewpoints, it is found that the private consumption is the main cause of energy
requirements because the total energy satisfied in the export sector is the production goods and

services for export that are not consumed in country.
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Table 2 Total energy requirements by components on the final demand of Thailand, 1990-2010
Unit: PJ per year/Mt-CO,

1990 1995 2000 2005 2010 2015
600.21 816.06 890.7 972.22 1,155.96 | 1,267.33
Private consumption expenditure (69) (113) (149) (197) (217 | (262.13)
Government Consumption 78.8 135.83 109.07 150.24 272.15 269.551
expenditure (11) (20) (20) (31) (54) (56.59)
Investment 298.92 524.71 180.65 356.81 615.46 534.864
(50) (57) (16) (21) (47) (25.32)
Export 268.05 506.76 905.27 1,093.45 1,561.72 1,819.259
(37) (71) (144) (184) (272) (315.91)
Total 1,245.98 1,983.36| 2,085.69| 2,572.72| 3,605.29| 3,891.00
(167) (261) (324) (433) (590) (659.95)

Note: ( ) are the CO, emission on the final demand (unit: Mt-CO,)

The goods and services consumed by private households predominantly consist of energy-
related items. It is noteworthy that among the top twenty energy - intensive goods and services
consumed by households, a substantial portion comprises essential items necessary for daily living.
Notably, the primary categories of consumption within households in Thailand are food and beverages,
along with energy carriers. This pattern of consumption is a significant contributing factor to Thailand's
status as a middle-income country. Additionally, when examining the energy-intensive components of
private consumption, services such as restaurants and hotels category, as well as transportation
category, emerge as prominent contributors to energy requirements. This prominence can be attributed
to the direct utilization of energy sources, specifically electricity and petroleum, within these activities.

Furthermore, it is observed that the overall structure of energy requirements across various
consumption categories remains relatively consistent throughout the study period. A comprehensive
overview of the top twenty energy-intensive private consumption categories is provided in Table 3. On
an annual average, the direct energy requirements for private consumption have exhibited an increase
of approximately 9.06%, while the indirect energy requirements have seen an annual growth rate of
8.4%. It is indeed of considerable interest to examine the annual distribution of direct and indirect
energy requirements. Our analysis reveals that, on an annual average growth, direct energy
consumption constitutes only half the proportion of indirect energy consumption. However, when we
shift our focus to the average changes observed throughout the study period, a nuanced perspective
emerges. The empirical evidence suggests that direct energy demand exhibits a propensity for greater

escalation when compared to indirect energy demand. This phenomenon can be attributed to shifts
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in consumer behavior characterized by a heightened reliance on assistive technologies and a
corresponding surge in petroleum consumption for transportation purposes. Consequently, this
discernible trend has culminated in an elevated average annual growth rate of direct energy utilization,
surpassing that of indirect energy utilization. This persistent upward trajectory in both direct and indirect
energy demands underscores the enduring trend of escalating energy consumption over time, as
depicted in Figure 2.

The total CO, emissions on Thailand’s final demand has increased continuously. The study
revealed that the total CO, emission in 2015 was 3.80 times that of 1990. This trend confirms the CO,
emissions for energy consumption by sector reported by Energy Policy and Planning Office (EPPO),
which CO, emissions also increased approximately three times from 1990 (Energy Policy and Planning
Office, 2022). Additionally, the largest share of CO, emissions on final demand was export (47%),
followed by private consumption (40%), government (9%), and investment (4%), respectively, in 2015.
Even though private consumption was the second most important contributor to CO, emission in
Thailand after 1995, the energy requirements, both direct and indirect, for goods and services produced
to satisfy the domestic consumption reflected through private consumption had increased
continuously. The goods and services as CO,-intensive consist with energy-intensive. Therefore, the
top-three CO, - intensive by category were petroleum products, electricity, and electricity, respectively.

The results reveal that private consumption has played a significant role in energy and
emissions in Thailand over time, especially in the consumption-based aspect. The above changes in
energy requirements-linked CO, emissions depend on economic and technological changes.

M

1,200,000

1,000,000

800,000
600,000
400,000
200,000 a 7
2 4 3 3 3 5 3 3
2 5
0
1990

1995 2000 2005 2010 2015
M Direct Energy requirements I Indirect Energy requirements

Figure 2: Direct and indirect energy requirements of final demand
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Table 3 Top-twenty of energy-intensity in private consumption by category in Thailand, 1990-2015
Unit: PJ per year

Category 1990 Category 1995
Petroleum Refineries 105.81 Petroleum Refineries 221.03
Restaurants and Hotels 105.68 Restaurants and Hotels 115.63
Transportation 95.29 Electricity and Gas 101.88
Forestry 90.69 Transportation 95.60
Electricity and Gas 43.41 Forestry 82.96
Textile Products 41.59 Textile Products 56.70
Motor Vehicles and Repairing 19.15 Motor Vehicles and Repairing 34.15
Saw Mills and Wood Products 12.18 Public Services 12.07
Rice and Other Grain Milling 9.39 Saw Mills and Wood Products 11.43
Public Services 8.57 Other Manufacturing Products 8.46
Vegetables and Fruits 7.68 Electrical Machinery and Apparatus 8.09
Other Manufacturing Products 7.32 Other Chemical Products 7.62
Processing and Presering of Foods 6.19 Processing and Presering of Foods 6.23
Slaughtering 6.17 Rice and Other Grain Milling 5.78
Fishery 4.94 Banking and Insurance 5.59
Other Chemical Products 4.51 Fishery 5.46
Electrical Machinery and Apparatus 3.60 Building Construction 5.01
Other Senvices 3.26 Slaughtering a.75
Other Foods 3.11 Beverages a.72
Beverages 2.87 Vegetables and Fruits 4.13
Category 2000 Category 2005
Petroleum Refineries 273.47 Petroleum Refineries 323.56
Electricity and Gas 121.92 Electricity and Gas 161.99
Transportation 120.87 Restaurants and Hotels 106.19
Restaurants and Hotels 114.40 Transportation 100.24
Forestry 68.86 Forestry 43.69
Textile Products 46.42 Saw Mills and Wood Products 41.00
Public Services 16.10 Textile Products 40.50
Other Chemical Products 14.78 Other Chemical Products 27.16
Electrical Machinery and Apparatus 14.19 Motor Vehicles and Repairing 25.65
Processing and Presering of Foods 11.77 Vegetables and Fruits 20.96
Saw Mills and Wood Products 11.65 Electrical Machinery and Apparatus 14.22
Vegetables and Fruits 11.41 Public Services 10.49
Motor Vehicles and Repairing 10.54 Processing and Presering of Foods 10.36
Other Manufacturing Products 8.65 Other Manufacturing Products 9.13
Other Foods 6.95 Beverages 8.11
Fishery 5.19 Rice and Other Grain Milling 7.26
Real Estate 4.81 Other Services 6.28
Rice and Other Grain Milling 4.70 Banking and Insurance 5.13
Beverages 4.50 Real Estate 4.91

Leather Products 3.36 Other Foods 4.06
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Table 3 Top-twenty of energy-intensity in private consumption by category in Thailand, 1990-2015

(Continued)
Unit: PJ per year
Category 1990 Category 1995
Petroleum Refineries 105.81 Petroleum Refineries 221.03
Restaurants and Hotels 105.68 Restaurants and Hotels 115.63
Transportation 95.29 Electricity and Gas 101.88
Forestry 90.69 Transportation 95.60
Electricity and Gas 43.41 Forestry 82.96
Textile Products 41.59 Textile Products 56.70
Motor Vehicles and Repairing 19.15 Motor Vehicles and Repairing 34.15
Saw Mills and Wood Products 12.18 Public Services 12.07
Rice and Other Grain Milling 9.39 Saw Mills and Wood Products 11.43
Public Services 8.57 Other Manufacturing Products 8.46
Vegetables and Fruits 7.68 Electrical Machinery and Apparatus 8.09
Other Manufacturing Products 7.32 Other Chemical Products 7.62
Processing and Presering of Foods 6.19 Processing and Presering of Foods 6.23
Slaughtering 6.17 Rice and Other Grain Milling 5.78
Fishery 4.94 Banking and Insurance 5.59
Other Chemical Products 4.51 Fishery 5.46
Electrical Machinery and Apparatus 3.60 Building Construction 5.01
Other Services 3.26 Slaughtering 4.75
Other Foods 3.11 Beverages 4.72
Beverages 2.87 Vegetables and Fruits 4.13
Category 2000 Category 2005
Petroleum Refineries 273.47 Petroleum Refineries 323.56
Electricity and Gas 121.92 Electricity and Gas 161.99
Transportation 120.87 Restaurants and Hotels 106.19
Restaurants and Hotels 114.40 Transportation 100.24
Forestry 68.86 Forestry 43.69
Textile Products 46.42 Saw Mills and Wood Products 41.00
Public Services 16.10 Textile Products 40.50
Other Chemical Products 14.78 Other Chemical Products 27.16
Electrical Machinery and Apparatus 14.19 Motor Vehicles and Repairing 25.65
Processing and Presering of Foods 11.77 Vegetables and Fruits 20.96
Saw Mills and Wood Products 11.65 Electrical Machinery and Apparatus 14.22
Vegetables and Fruits 11.41 Public Services 10.49
Motor Vehicles and Repairing 10.54 Processing and Presering of Foods 10.36
Other Manufacturing Products 8.65 Other Manufacturing Products 9.13
Other Foods 6.95 Beverages 8.11
Fishery 5.19 Rice and Other Grain Milling 7.26
Real Estate 4.81 Other Senvices 6.28
Rice and Other Grain Milling 4.70 Banking and Insurance 5.13
Beverages 4.50 Real Estate 4.91
Leather Products 3.36 Other Foods 4.06
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Table 3 Top-twenty of energy-intensity in private consumption by category in Thailand, 1990-2015

(Continued)
Unit: PJ per year

Category 2010 Category 2015
Electricity and Gas 336.44 Petroleum Refineries 152.12
Petroleum Refineries 272.36 Restaurants and Hotels 113.30
Transportation 166.76 Forestry 100.50
Restaurants and Hotels 96.20 Transportation 86.23
Saw Mills and Wood Products 41.33 Textile Products 52.86
Electrical Machinery and Electricty and Gas 23.90
Apparatus 36.67 Motor Vehicles and Repairing 20.71
Motor Vehicles and Repairing 32.77 Public Senvices 10.60
Other Senvices 27.39 Other Chemical Products 6.94
Other Manufacturing Products 20.35 Processing and Presering of Foods 6.91
Textile Products 20.26 Rice and Other Grain Milling 6.11
Vegetables and Fruits 14.47 Saw Mills and Wood 5.95
Rice and Other Grain Milling 13.91 Fishery 5.88
Public Services 12.93 Vegetables and Fruits 5.65
Banking and Insurance 10.97 Other Manufacturing Products 5.44
Beverages 10.87 Slaughtering 5.16
Real Estate 9.58 Leather Products 3.44
Other Chemical Products 8.85 Building Construction 3.07
Processing and Presering of Foods 8.22 Other Foods 2.96
Other Foods 5.41 Beverages 2.34
Slaughtering 5.23

5.1.2 Influencing factors forcing the changes in energy requirements-linked CO, emissions
in final demand

SDA was the tool to identify the influencing factors forcing the change in energy requirements
and emissions of households through private consumption on final demand. This study has three major
factors: 1) the final demand effect, 2) the Leontief effect, and 3) the intensity effect. The final demand
effect means Thailand household final demand. The Leontief effect relates to the changes in the use
of intermediate inputs in the productive structure. For energy intensity effect, it represents the
improvement of energy efficiency in the economic sector. The results highlight that the rise in the total
energy requirements from 1990 to 2015 is mainly due to driving factors such as the final demand effect
(83.34% of the total effect), the Leontief effect (11.37% of the total effect), and the energy intensity
effect (5.29% of total effect), respectively (see Figure 2). This result accords with several studies that
final demand is the main contributor to the changes in energy requirements (Supasa et al., 2017,
Cellura et al, 2012; Wachamann et al, 2009), but the result of this study differs from the study of
change in energy output in Spain that the final demand is a negative contribution to energy (Llop,

2017) because of the difference of the life-style of population and economy situation.
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Figure 3: Structural decomposition analysis of total energy requirements, 1990 to 2015

Figure 3. illustrates the variation in energy requirements between two consecutive years from
1990 to 2015. In this respect, the final demand effect increased energy requirements in the 1990 -
1995 and 2000 - 2005 periods, and it decreased energy requirements in the 1995 - 2000, 2005 - 2010,
and 2010 - 2015 periods, while the Leontief effect is adversely affecting with final demand that is it
decreased energy requirements in 1990 - 1995 and 2000 - 2005, and it increased energy requirements
in 1995 - 2000, 2005-2010 and 2010 - 2015. The energy intensity effect reduced energy requirements
in 1990 - 1995 and 2000 - 2005; oppositely, it increased in 1995 - 2000, 2005 - 2010, and 2010 - 2015

(see Figure 4).
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Figure 4: Structural decomposition analysis of total energy requirements between five consecutive

years, 1990 to 2015

Due to the Sun’s approach (1998) that allows for a sector-level analysis, the results of SDA at
the sector level for the period (1990 to 2015) are presented in Table 4. The positive values in each
sector point out that they do not use energy efficiently, while the negative values imply that these
sectors are a reduction in energy requirements per unit of output. Almost half of the sectors are a
reduction of energy requirements by intensity effect. It means the other half of the sectors are
characterized by an increased intensity effect.

The energy and industrial sectors are increased in energy requirements by the technology
effect. These sectors are characterized by increased technology input use per output unit. Meanwhile,
the rest of the sectors, especially the agricultural sector, decreased energy requirements by the
technological effect. The final - demand effect significantly affects the increase of energy requirements
for all sectors, except forestry (decreasing by 3.79 PJ from 1990 to 2015) and leather products
(decreasing by 3.8 times from 1990 to 2015) (see Figure 5).

SDA of CO, emissions, the CO, emissions on average, raised by 6.86% per annum from 1990
to 2015. The results of SDA showed in Figure 4. The final-demand effect is the most influencing factor
on the variation of CO, emission in Thailand's households. The decline of CO, emissions in Thailand's

households due to the intensity effect and technological effect could not be compensated for the
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increase of CO, emission by final demand. Similarly, to the SDA of energy requirements, the top-three
sectors of the CO, intensive consisted of transportation (+68%), electrical machinery and apparatus
(+33%), and other services (+19%). Considering the top-twenty sectors of the CO, intensive, most of
them were the industrial and services sectors, while the agricultural sector was the insignificant CO,

emitter from 1990 to 2010 (see Table 5).
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Figure 5: Structural decomposition analysis of total CO, emissions of the household, 1990 to 2015

The change in CO, emissions by the final-demand effect in households in Thailand is partially
offset by the intensity effect and technology effect, especially in energy goods (excluding petroleum
refinery) and industrial sectors. It implies that the agricultural sectors should be oriented toward the

adoption of more eco-efficient technologies of production.
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Table 4 Structural decomposition analysis of energy requirements by sector.

Sector

1990-2015 (unit: GJ)

Intensity

change effect

Technology

change effect

Final-demand of

households change

(E' effect) (L effect) effect (Yhh effect)
Forestry 1.29 -27.61 -4.92
Crude Qil and Coal 7.71 -0.94 59.45
Petroleum Refineries 19.28 -79.88 130.47
Electricity and Gas -24.58 -46.69 165.63
Paddy 1.19 0.04 0.89
Maize 1.69 0.46 0.14
Cassava 1.63 0.34 0.22
Beans and Nuts 1.65 0.41 0.11
Vegetables and Fruits 3.33 0.18 2.63
Sugarcane 1.80 0.63 0.13
Rubber (Latex) 1.12 -0.53 0.06
Other Crops -1.74 5.06 1.58
Livestock -2.77 -6.07 4.21
Fishery -0.75 491 0.30
Metal Ore 1.68 1.72 0.13
Non-Metal Ore 1.58 5.80 0.60
Slaughtering -9.71 -13.77 6.99
Processing and Preserving of Foods 0.97 1.40 2.67
Rice and Other Grain Milling 1.02 -5.50 4.72
Sugar Refineries 0.88 2.60 0.55
Other Foods 0.06 -5.43 3.60
Animal Food -1.40 2.50 1.19
Beverages 2.00 -8.67 542
Tobacco Processing and Products 1.35 -0.13 0.33
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Table 4 Structural decomposition analysis of energy requirements by sector. (Continued)

Sector

1990-2015 (unit: GJ)

Intensity

change effect

Technology

change effect

Final-demand of

households change

(E' effect) (L effect) effect (Yhh effect)
Spinning, Weaving and Bleaching -24.46 15.54 6.49
Textile Products -17.94 -1.92 6.18
Paper and Paper Products 6.89 1.52 3.29
Printing and Publishing 1.61 -0.21 0.50
Basic Chemical Products 295 -24.63 2.82
Fertilizer and Pesticides 1.56 4.08 0.36
Other Chemical Products 2.57 11.83 2.73
Rubber Products 1.69 -3.47 1.67
Plastic Wares 3.92 -0.14 2.37
Cement and Concrete Products 0.44 3.16 0.72
Other Non-metallic Products 0.06 -7.47 3.27
Iron and Steel -1.79 32.24 2.65
Non-ferrous Metal 1.15 -1.17 0.61
Fabricated Metal Products 1.94 -0.61 0.61
Industrial Machinery 1.77 1.63 0.80
Electrical Machinery and Apparatus 17.13 15.22 10.07
Motor Vehicles and Repairing a.77 2.53 7.12
Other Transportation Equipment 1.86 -1.44 0.27
Leather Products 0.65 0.37 -0.48
Saw Mills and Wood Products 24.13 16.71 8.42
Other Manufacturing Products -0.27 6.19 9.93
Water Works and Supply 0.72 0.06 0.71
Building Construction -2.30 16.87 2.23
Public Works and Other Construction -0.01 -0.18 0.03
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Table 4 Structural decomposition analysis of energy requirements by sector. (Continued)

1990-2015 (unit: GJ)

Intensity Technology Final-demand of
Sector
change effect | change effect | households change

(E' effect) (L effect) effect (Yhh effect)
Trade 0.75 0.00 0.73
Restaurants and Hotels -39.61 8.88 30.75
Transportation 13.21 30.66 39.10
Communication 293 0.97 1.24
Banking and Insurance 1.32 3.20 7.63
Real Estate 4.04 292 1.79
Business Services 4.83 1.96 295
Public Services 1.65 0.83 2.11
Other Services 8.61 -0.08 10.63
Unclassified -0.46 109.53 2.92
/\ Energy requirement total (GJ) 35.59 76.42 560.32

Table 5 Structural decomposition analysis of CO, emission by sector.

1990-1995 (unit: ton-CO,)

Intensity Technology Final-demand in
Sector
change effect | change effect household change

(E' effect) (L effect) effect (Yhh effect)
Forestry -0.12 -0.01 -0.01
Crude Qil and Coal 11.73 -0.23 130.86
Petroleum Refineries 31.59 -23.10 266.31
Electricity and Gas -52.86 -14.04 377.65
Paddy 0.56 0.01 1.48
Maize -0.49 0.11 0.24
Cassava -0.50 0.08 0.35
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Table 5 Structural decomposition analysis of CO, emission by sector. (Continued)

1990-1995 (unit: ton-CO,)

Intensity Technology Final-demand in
Sector
change effect | change effect household change
(E' effect) (L effect) effect (Yhh effect)
Beans and Nuts -0.63 0.10 0.20
Vegetables and Fruits 1.42 0.03 3.64
Sugarcane -0.35 0.16 0.24
Rubber (Latex) 0.22 -0.13 0.10
Other Crops -5.25 1.10 2.38
Livestock -5.13 -1.17 5.59
Fishery -4.48 1.29 0.56
Metal Ore -0.61 0.46 0.24
Non-Metal Ore -1.14 1.34 0.96
Slaughtering -6.04 -1.72 6.80
Processing and Preserving of Foods -0.92 0.32 4.24
Rice and Other Grain Milling 0.46 -1.42 8.43
Sugar Refineries -0.63 0.50 0.72
Other Foods -3.68 -1.37 6.29
Animal Food -2.00 0.42 1.37
Beverages 0.61 -2.04 8.90
Tobacco Processing and Products -0.63 -0.02 0.34
Spinning, Weaving and Bleaching -55.52 4.55 13.22
Textile Products -42.11 -0.55 12.38
Paper and Paper Products -1.52 0.10 1.80
Printing and Publishing -0.35 -0.04 0.58
Basic Chemical Products 3.40 -7.13 5.69
Fertilizer and Pesticides 0.51 0.38 0.38
Other Chemical Products 0.57 2.10 3.38
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Table 5 Structural decomposition analysis of CO, emission by sector. (Continued)

Sector

1990-1995 (unit: ton-CO,)

Intensity

change effect

Technology

change effect

Final-demand in

household change

(E' effect) (L effect) effect (Yhh effect)
Rubber Products 0.05 -0.45 1.51
Plastic Wares 4.11 -0.04 4.70
Cement and Concrete Products -3.12 0.88 1.39
Other Non-metallic Products -0.67 -1.11 3.39
Iron and Steel -7.72 9.33 532
Non-ferrous Metal 0.09 -0.30 1.09
Fabricated Metal Products -0.21 -0.20 1.00
Industrial Machinery -0.72 0.43 1.47
Electrical Machinery and Apparatus 27.17 3.95 21.85
Motor Vehicles and Repairing 4.24 0.65 12.711
Other Transportation Equipment 0.81 -0.47 0.37
Leather Products -1.53 0.07 -0.48
Saw Mills and Wood Products -3.83 0.33 1.27
Other Manufacturing Products -0.16 1.22 13.60
Water Works and Supply -0.38 0.02 1.47
Building Construction -4.56 2.18 1.99
Public Works and Other Construction -0.03 -0.06 0.04
Trade -0.05 0.00 1.37
Restaurants and Hotels -26.54 1.90 45.33
Transportation 20.65 8.60 81.15
Communication 3.69 0.27 244
Banking and Insurance -2.96 0.79 13.42
Real Estate 5.98 0.83 3.52
Business Services 4.38 0.44 4.76
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Table 5 Structural decomposition analysis of CO, emission by sector. (Continued)

1990-1995 (unit: ton-CO,)

Intensity Technology Final-demand in
Sector
change effect change effect household change

(E' effect) (L effect) effect (Yhh effect)
Public Services -0.92 0.21 3.67
Other Services 8.41 -0.02 21.48
Unclassified -0.09 0.36 3.46
/\ CO, emissions total (ton-CO,) -107.85 -10.12 1118.60

6. Conclusion

This study carried out analyses to understand the role of private consumption in energy
requirements and related CO, emissions through a hybrid energy input-output model and the structural
decomposition analysis (SDA). The results provided important insights to clarify the role of consumption
of households in the energy use and emissions from the macro perspective, which complimented
analysis from the micro-level in previous chapters for 1990 - 2010. Further, the influence of the key
driving forces was studied, which showed their relative influences on the changes in energy and
emissions. The results indicate the finding of study as follows:

- The household consumption was the leading agent contributing to the energy requirement,
for both the direct and indirect terms, and related CO, emissions. The contributors influencing the
changes in energy requirements and related CO, emissions in private consumption or household
consumption consist of intensity effect, technology effect, and final demand on household effect.

- The final demand of households is the important contributor influencing the change in
energy requirements and related CO, emissions. It is a highlight that the economic condition effect on
the purchasing power of people or consumer behavior is the significant driving factor to shape energy
and emission in Thailand. However, the final demand for the household effect that usually increases
energy requirements and related CO, emissions could not compensate for the effect of energy

efficiency improvement and technology development both in sectoral level and the whole country.
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7. Suggestions

7.1 Suggestion for Research

Structural Decomposition Analysis (SDA) stands as a critical tool for understanding the intricate
relationships and influences within economic systems. The existing literature highlights various
methodologies within SDA, each offering unique approaches for decomposing economic changes.
However, there remains a need to further explore and compare these methodologies to better

comprehend their relative advantages and limitations.

7.2 Suggestions for the Future Study

The Structural Decomposition Analysis (SDA) was conducted employing the methodologies
advocated by Sun and Dietzenbacher (Dietzenbacher & Los, 1998; Sun, 1998). This model is distinguished
by its comprehensive decomposition analysis devoid of a residual term. Subsequent research endeavors
might opt for alternative SDA methodologies to contrast and assess the derived outcomes. Nonetheless,
it is anticipated that significant variations in results are improbable. Prior studies have frequently
demonstrated minor disparities between outcomes obtained through this method and those derived

from more sophisticated methodologies such as the Logarithmic Mean Divisia Index.

7.3 Policy Suggestions

The household sector occupies a prominent position within the framework of both the Energy
Efficiency Development Plan (2011-2030): EEDP (Ministry of energy, 2013) and the Alternative Energy
Development Plan: AEDP (Energy Policy and Planning Office, 2018) each geared towards the overarching
objective of enhancing energy efficiency and conservation. On the supply side, these plans aspire to
achieve a target of 131,000 tons of oil equivalent (ktoe) in final energy consumption across all sectors
by the year 2036. A pivotal component of these initiatives involves the establishment of the Energy
Efficiency Resource Standard (EERS) for major energy corporations, with a view to encouraging the
adoption of energy-saving practices among their household customers.

Concurrently, on the demand side, these plans advocate the implementation of mandatory
energy efficiency labeling for consumer appliances, particularly those commonly utilized in residential
settings such as refrigerators, air conditioners, and water heaters. Furthermore, supplementary programs
will be instituted to disseminate awareness regarding energy conservation through multimedia

channels. These operational strategies encompass endeavors like the promotion of LED lighting as
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a replacement for conventional lighting methods. The AEDP further advocates the promotion of
self-consumption of energy within households, exemplified by the utilization of solar energy for
rooftop installations and hot water systems (Energy Policy and Planning Office, 2018) However, it is
worth noting that despite technological advancements, the phenomenon of the energy rebound effect
has the potential to indirectly amplify energy consumption within households in cases where energy
policies are deemed inefficient (Freire-Gonza’lez, Jaume & Ho Mun S., 2017; Supasa et al.,, 2017; Wang
et al,, 2021; Peng et al, 2023; Mizobuchi & Yamagami, 2022). The promotion of alternative energy
sources in Thailand still faces numerous hurdles, particularly in relation to installation costs.

Given this context, our research findings underscore the imperative for Thai policymakers to
accord household consumption due consideration as a pivotal element in the formulation of energy
and climate mitigation policies and interventions. A comprehensive approach is indispensable, one
that extends beyond conventional production-centric emissions considerations. In light of these
findings, we offer the following recommendations to policymakers:

- Diversify Energy Policy Focus: Current energy policies predominantly prioritize technological
enhancements, with limited emphasis on demand-side interventions. Policymakers should
acknowledge the role of consumption and integrate it into the broader framework of environmental
policy for climate change mitigation.

- Knowledge Dissemination: Existing energy policies lack concrete strategies for educating the
populace about energy-saving practices and the reduction of high-energy and carbon-intensive
products and services. Therefore, the government should consider incorporating energy-saving
concepts into the educational curriculum, starting from elementary education and extending to higher
levels, to instill an understanding of energy conservation across various categories.

- Integrated Policy Framework: Altering consumer behavior is a formidable challenge. To this
end, the government should design a comprehensive policy framework that harmonizes energy policy,
monetary policy, and fiscal policy to reshape consumption patterns, thereby reducing energy
consumption and emissions within households. This could involve incentivizing the use of energy-
efficient appliances through a combination of energy policy measures and financial support or offering
tax refunds to households that opt for environmentally friendly products within the broader context
of energy policy.

By adopting these recommendations, policymakers can foster a more sustainable and energy-

efficient future for Thailand's residential sector while contributing to broader climate mitigation goals.
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Leave-Taking Human Resource Management System: A Case Study of Banpru Town

Municipality
Jatuporn Jirundorn'
Abstract

This research used technology to develop a human resources management system for Banpru
City Municipality. The objectives were to study the process of activities and the human resources leave
management system, to create an efficient human resources management information system, and to
study the satisfaction with the human resources leave management system. The research was divided
into two parts. Part 1 was the development of the system for Banpru City Municipality. The system
was developed using a website format for convenience. The system was divided into parts: general
data management, leave type management, leave approval management, and online leave checking.
The system was developed using PHP, MySQL, Apache, and jQuery. Part 2 was the data analysis using
the t-test and f-test statistics. The system test results from 200 employees of Banpru City Municipality
showed that the respondents were highly satisfied with the human resources leave management
system (mean X= 4.37, SD = 0.544). The system was effective (mean X = 4.32, SD = 0.561). The system
made work more efficient and faster (mean X= 4.66, SD = 0.638). The data was complete (mean X=
4.64, SD = 0.618). The system was easy to contact for help and advice (mean X= 431, SD = 0.785).
The overall use of the system was high (mean X= 4.33, SD = 0.596). The system was ready for use
(mean X= 4.48, SD = 0.889). The research showed that the human resources management system for
Banpru City Municipality effectively managed leave-related processes. The system was also easy to
use and made work more efficient. The critical learnings for system development are considering the

organisation’s context and the information system's ease of use.
Keywords: Leave; Ban Phru; Information Systems; Human Resources Department
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3. AISNUNIUITIUNTTN UATNTOULUIAR WaTaNNRFIUNTTIY
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3.2 NSAULUIAN
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4.1.2 MINATIEVNAT0DNUUUTEUY
TumsTinsginazeeniuussuu @ 3 Suneu Ao 1) n1sdiesgiarunisdeanisveldoy
2) NMTPONWUULKUANNTEULATOLA Way 3) N15BBNLUUTILTOYA
1) msneinnumssiesmsvesldany Wesiusmdeya Yy nszurumsvianu uag
Anszinnudoamsvesdld mntuhdeyauiieseiifiomneandeavesmemsiagmeueniiieadesty
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$18N15INYABUBNTNEIVBINUSTUY (List Of Entities) 518n1590yalUsied (List Of Process)
1. gsAuTRyY
v vy 1. UudinAve
2. RIMUINNTIEDU
o 2. AS79FUIAAIVRDIUAN
3. WU
2.1. IuunUseinnvasiuan
3189N15Y8YAVDITEUV (List Of Data) 2.2, M3ASINFRUBEAALAD TUAUIE
1. vayaniiniu 2.3. MsAsAdaUIUaU®
2. msveaiae 2.4. N15ASIVEIULBAAUUADIUAINA
3. ANSVBAINA 2.5. NN5ASA@UIUAIAADA
' ar a o «
4. MSVRANNNDY 2.6. MsnsdauiuatlunS oy
5. ANSVBAINADA 2.7. MIASRFEDUIUAINNKDU
6. N15YANUIY 3. NSANAUANTRIVBNTAN
7. msveanluusznouRidsan 4. msyveayliRangUsdulym
. - .
8. n1svaunslny 5. M3vaaylinIsATENY M
9. ANSVBLNLANNTAN 6. MsUuiinvayanisan
10. Yszannsandsennnng 9

Al 3 uanegazdunvassionisteyavesstuuingneuenuasnsEUUMshaY

2) MIDBNLUULHUAMNIZUATBYE Thanasripanitchai (2022) 85UNEN1T0BNLUULHLAMN
nsvwadoua Ao madiaostuseularnIzUILNBNL TneEuannIsaiaunuAUTUN (Context Diagram)
Feuseneuse sruuiidesnisiann 1 ssuuiufe ssuutimsinms dudldaussuu Ussneude 3 au fe

winew 1Wmihinsvaey uaskUarulyn dwandduning 4
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3) ﬂ'ﬁaamwvg'}u%ayﬁ

Employee Leave History_Leave
- EmployeelD (PK) - LeavelD - HistoryID (PK)
_ TitleName P ¥ - EmployeelD H | - LeavelD
- Name - LeaveDetail - LeaveDetail
- LastName - Leave type - Leave type
- Faction - StartDate - StartDate
- Division - EndDate - EndDate
- Birthday -— - LeaveBalance
- Date_Employ
- Salary

AW 7 $IudRYATTUUUIIISIANISNTaEeyARanaAUTaLlaatuNg

4.1.3 MsRmUITEUY

lamsiriwong (2015) leasuredunoundminiimsinsziuareenuuuszuy vilinsuds
nsgvumhaynauiiietu deyalusdazdunou fldnuluudasdin wesanuduiusiiatusening
nsgvILNTIMITeY Teya uardldruiiiedu udmndfufidunisesnuuumiiielsunsy uaziilugnis
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1) finrndeudne (Simplicity) oyaansidiguiinnsnvesssuy §ldagfiumynisiaut
10 wyftegileineiio snfoghadu deyaiiugiu uwusenuniingu wewuudweiitnsusyswlml sy
b ldaudndefanssuldegnasnisy

2) vwasiiane (Consistency) dwidunsesnuuuniiiulsdvesssuy §3deldvinnisesnuuy
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Wanelatios war 5) A1 1.00-1.80 Aedlanuiisnalatiesnian
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wihaouans Code Addludiuesvii Dashboard msdansgldauuazifia/av/udlugldanu ludo
vouldauvessrUY

wiaanszuugniluldauas (mplementation) laiinsnaaeumeatinideeyunu lngldmmaaeu
wuulaauaasifiomanuduiusseninansindulaldonu wazanufimelavesnslidnussuuuimsdanis
nsmdeyaaa n3difng mAniadiosthung nediseandendaellil

daufi 1 Foyafiugu

Lﬁ'aﬂmnﬂq'uﬁaaa'wﬁﬁfm'miwﬁ“ﬂ H3781denld38n15q uuuuLa18a9 (Purposive Sampling)
Tnenguaaeg1e 99U 200 da9819 laun urainslumeuialagnisiiudeyainuuuasuaIunyin
Wumends $1uau 120 au (Goway 60) wazwAv1y 51U 80 AU (Soway 40) Usznausie deind1inau
Uaawmauia 97U 61 AU (F8az 30.50) 5098311 AD ﬂadqmmam‘uazwﬂszmm 71U 55 AU
(Fowaz 55) N9IN5ANYT 911U 43 AU (Fapaz 21.50) azNIAad 91U 41 AU (Sosag 20.50) N15ANYI
4903103193 91U 90 A (Fegar 45) T89an fo @fﬂﬂdﬂﬂ%ﬁgzym? T 72 AU (Foaz 23) way
USynws $1u7u 64 au ($opay 32) 07y 41 JTulU $1u7u 90 Au ($ovay 45) s0%a37 fe 01y 20 - 40 T
$1uau 88 AU (Seway 44) wazsndt 20 U $1uau 22 au (Segay 11) AuEIRY

daui 2 msldnussuuuimsianisnsandeyana

A15197 1 uanrade wazdiundssvuninsgiuanuiamelanisldnussuy

aMunanalananisidaussuu X S.D. sEaUAUNINalR
AUUTERNBNINVDITEUY 4.32 0.561 170
punslgauTEUY 4.33 0.596 10
pununsaulunsigau 4.48 0.718 11N
994 4.37 0.544 4n

AT 1 NUI {reunuuasunuilszauauiianelandseszuuinisianisatdeynna
agluszAunn (X = 4.37, S.D. = 0.544) dusgauanuiisnalasmusnge ds1eazBeadwialuil suaunses
Tunsldau (X= 4.48, S.D. = 0.718) Aunslausesuu (X = 4.33, S.D. = 0.596) wagA1uUse@nsnInues

S¥uU (X = 4.32, S.D. = 0.561) anuainu
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A1919% 2 wanar1vessEauAufanalatunisiteusruy Tudiuveslseansninvesseuy

- , _ FTAUAIMUNY
AuRanwa lasanisldaussuu X S.D.

wala
1. fanuazain 53057 wanidnfsdoyaldde 4.14 0.819 Ty
2. finsdneadeyaluszuuiduniiany 4.24 0.810 aly
3. panwuuIntdauladeg 4.20 0.849 )
4. 9lunisiseus Anw [ wagdsmsdaues 4.29 0.799 1N
5. dnslinaustataau 4.24 0.793 )
6. M3fnsiovasumMUIn/wuzii lade 4.31 0.785 1N
7. syuunavauewuingUizasivanisldau 4.20 0.770 1N
8. ANNYNABILIIUEIVBITEUY 4.24 0.804 )
9. ANUATUMIUANYIRIVRITRYA 4.64 0.618 Wniian
10. msldauszuuibinisufiRvnulienusasues 4.66 0.638 Wniign

fivsvavaniuty

37U 4.32 0.561 4N

AT 2 WU reunuuasunuilszauauianelandsessuuinisianisatdeynna

AuUsgansam wagn1siseuinistdau lnenmsameylusedvunn (X= 4.32, SD. = 0.561) efiansandu

edonuin defidawnniigaluduiidunmsldnuszuuimbinisujifnuiamnusiaiuaziivszadniam

Ny Sanuiianelaniniign (X= 4.66, S.D. = 0.638) dauanuasuduauyaivestayatianuianelauin

Mgn (X = 4.64, S.D. = 0.618) A1uauazaIntunsinsevasuaUiny/uusdl danuianelaniniign

(X=4.31, S.D. = 0.785)

A15199 3 wanaszauauRanalaninenisidauseuu Tusmunsidaussuu

- , . _ FLAUAIY
anunswaladanisldauszuy X S.D. -
nwawala
1. awnsatssuunnglslunisufianule 4.47 0.664 1N
2. anunsathszuuindagludeaveinsiiusiusiudeys 4.25 0.757 )
Us iR weiingsu v3esien1smadnsunIsineusy
3. @1130UNTEUUINYIALINUNITUIINTINNITUARINT 4.27 0.729 1N
kXY 4.33 0.596 un




A13EITIMYINTTIANTT ARINIABIIUALE 3199 T571 U 10 atun 2 (2566) 1

sTUUUIMsIaNsMIandheyana nsaifine wAualasitung

917015797 3 wansszauANuianaladesruuInIsIantsatdiguana Aun1ssuilunisidseuu
ansaume lnenmsuegluseduuin (X = 4.33, S.D. = 0.596) dlofiansandusedenui %aﬁﬁﬁm*mﬁq@iu
fufasduannsadissuuantislunsufuaeuld fanufaelaszduain (X = 4.47, SD. = 0.664)
Faundu ﬁ’m’]iaﬁﬁSUUN]‘Zj"JEJLﬁlEJ’JﬁJUﬂWiU%MﬁQu@ﬂ’]quﬂa’mi Janunanelaszavunn (X = 4.27,
S.D.=0.72) LLasmmmﬁﬁswmma‘luL%"awaaﬂmﬁmwﬁawﬁasﬂa UsziR ngAnssu w39918n13N15115U

AsHnausy danuianelaseaudin (X = 4.25, S.D. = 0.757) A1Ua16u

5.2. aAUs8Ha

MnranIsAnKINTEUINNENsALduRInT Ik srULUIMIMIIaNINTadisyana Ssdenndoiu
N3EUIUNITUTMITIANITNITAEIBUAAa vila1u I savmuIsEUuUIMIsIan1snsad ey Araae el
UszdnSam warviauldnssiuanudesnisvesldanu Inefiarsanainanuiisnelavesldeulususingeg
'17iLﬁﬂ%‘umﬂﬂ’]iLﬁU‘aj@{JﬁmﬂLLUUﬁaumﬂJ FadenadesaATeves Tizuka and Tanaka (2018) Wui1 NUIWS
%’mﬂﬁé\’aamﬁaﬂﬁ]%ﬁugm 18 Ay Anuanansn Yszaunisainisvineu wagmsuimsdants Snssuy
arsaunalunisumsnuyaeaiimundutaglunsvihnuyesnsuasf uimslidiaenndesnuideves
Sihamaniwong et al,, 2018 na1271 Asdn1sumaluladarsaumeadu1gielun15U3nITInN1989AnS
WieTlazanunsansraaounazideyaluvhmsuszanadeyadmiumsaduayuameu fiinuwasnsudmsa

¥

AUsvs wavglifianufiswelalunisldeuszuuidemnldnuldig lidudou vhauldegrmag: aenndes

11u3d804 Bun-on (2010) nuin d¥iaanudniavesszuu laun anuiiselavesdldenu Uszdnsamnis

YNUVBITTUU
6. #3UNANTIY

NIRAUITEUVUIMSNUYARAMNAUTIALTRIUIUNG WU SyUUAITRUT udenAdeafunsTUIUNIS
vhanesld Snisdadelineuftinuuazinsuimemaslumsdanisidseulfaenadestumnnisaiii
WA suudasluladuseansnmunnd u LALADAAF BINUAUA BIN15VRIK T ulae AT la N TEAY
Anufianalalusmumigeg Ao amsiuseszuuImsInnsatdieyana egluszAuinn (X = 4.37, S.D. = 0.544)
UsgAnsamvesszuvegluseduann (X = 4.32, SD. = 0561) dleRasandusedenuin defdaunign
Tugilidunslfeussuwihlinisufsfmudamusnuesivssddrminiy fanufmelaunniian
(X= 4.66, S.D. = 0.638) a'wmmﬂi‘uihua:ugszﬁmaq%sﬂaﬁmmﬁqwﬂamﬂﬁqﬂ (X = 4.64,S.D. = 0.618)
AMUANNEEAINTUNISAARM DVBS UAIUS NI/ LULUN ﬁm’mﬁqwaiwmﬁ'qm (X=4.31, S.D. = 0.785)
wazsunsidausruvegluseduuin (X = 4.33, SD. = 0.596) 31nnsusziiiuanuianelassuy vilv

nswigldnuaunsarhaulddewagasmniu feaenndessuideves Phruekpramun and Bowonkitiwong



355 A13EITIMYINTTIANT ARINIABINUANEI 18511 TN 10 adud 2 (2566)

Journal of Management Sciences, Suratthani Rajabhat University Vol.10 (2) (2023)

(2019) NE1731 SEUVAITAUNANISIANINSNeInTuYwldunmsiiudeya Ussananadeys wazlddoyaiiniu

U

msUszatanandislunsinduls fdldeudiiuiudriunsinsunsesedmsunsiaunssuudusn

HUADINATUIUIUNANY TLARTU BnTsmudesonsidaussuva saumnanwaunduiidud sdrfyaag

LU
7. VoLEUDMUY

7.1 doiauauuraNNITIdY
nsaingldiinsisenldaulusunsushumauniweiniouiunateniadunanfeiu asvilseuy

~ v o g vy o v & e S A o ° v & a
BI1YUAN quﬁmaﬂﬁLW?a‘V]u’]L'JUIV]JJ@ﬂﬂiQ LW@Iﬁﬁ%UUﬂWﬂJWﬁﬂW?\ﬂu‘lﬂL‘UU‘Uﬂ@]

7.2 Foeusuuzlunisiduaseely
A153n15911 Load Bbalance 9941A394 Server lunsaindnisiiunldnions Aunatoiaiosluan

LAY LNDAANITANYBISEUU

7.3 Jarduanusdaulyung
Asiinisidenlesszuunisardunisusziiunisviau i elivsiunailunisiauvesyaains

Irpenadingunn
8. inAnTsuUITZNA
nMTeilasunuINIulsTInuRuela U 2558 anuninendemaluladsvusnaniide

9. LPNAD19D4

Bae, Y. S., Park, Y., Lee, S. M,, Seo, H. H., Lee, H., Ko, T., Lee, E., Park, S. M., & Yoon, H. (2022).
Development of blockchain-based health information exchange platform using HL7 FHIR
standards: Usability test. IEEE Access, 10, 79264-79271. https://doi.org/
10.1109/access.2022.3194159.

Ban Phru Municipality. (2021). Ban Phru Municipality. https://www.banprucity.go.th/.

Bun-on, A. (2010). Development of an electronic commerce prototype for OCC Public Company

Limited [Master's thesis]. Silpakorn University.



A13EITIMYINTTIANTT ARINIABIIUALE 3199 T571 U 10 atun 2 (2566) 433

sTUUUIMsIaNsMIandheyana nsaifine wAualasitung

Deeshu, P., & Wisithanithikija, C. (2022). Working environment that affects nursing staff's job satisfaction.
Police Hospital Academic. Journal Kanchanaburi Rajabhat University, 11(1). 40-52.

Hattapradit, U., Chutiphol, A., & Chanchum, S. (2017). Quality assurance within educational
institutions of the School of Educational Opportunity Expansion. Under the Krabi Primary
Educational Service Area Office. Nagabutr Review Journal Nakhon Si Thammarat Rajabhat
University, 9(1). 25-32.

lamsiriwong, O. (2015). System development life cycle: SDLC. SE-ED Education Public Company
Limited.

Jantama, S., Sukthep, P., & Chairat, P. (2022). Designing and developing a system for trading and
collecting points for computer equipment on the internet in a structural way. Journal of
Science and Technology. 2(2). 40-52.

Kraisanti, K. (2020). Development of electronic commerce system for product management.
Suchawadee Community Enterprise Group, Prik Subdistrict, Sadao District, Songkhla Province.
Hat Yai Academic Journal, 18(1). 39-60.

Krawanrat, K. (2021). Development of a system for managing the performance of government
personnel. Mahidol R2R e-Journal, 8(1). 74-88.

Kuanpa, K. (2010). Simple website design. Professional style with Dreamweaver CS 4. Net Design
Publishing.

Kulapthip, T., & Saengkla, K. (2018). Development of an online leave system for savings cooperatives.
Khon Kaen Co., Ltd. Journal of Science and Technology Maha Sarakham Rajabhat
University, 1(2). 35-40.

MySQL Documentation. (2021). MySQL Documentation. https://dev.mysgl.com/doc/

Niltharat, S., & Chaochai Khong, S. (2020). Development of a material management information
system. for material control Sakon Nakhon Rajabhat University. Graduate Journal Sakon
Nakhon Rajabhat University, 17(76). 191-201.

OpenlJS Foundation and jQuery contributors. (2021). jQuery. https://jquery.com/

Phongwichai, S. (2008). Statistical data analysis by computer. Bangkok: Chulalongkorn University
Press.

Phruekpramun, C., & Bowonkitiwong, S. (2019). Collection of applications of using chi-square test
statistics to research. Social science. Journal of Social Science Academics and Research,

14(2). 1-16.



330 A13EITIMYINTTIANT ARINIABINUANEI 18511 TN 10 adud 2 (2566)

Journal of Management Sciences, Suratthani Rajabhat University Vol.10 (2) (2023)

Prapin, C., Kongmanat, K., Jiranupap, C., & Kaewurai, W. (2019). Development of a learning
management model for computer subjects using project-based learning combined with
media. online society to promote learning about information and communication
technology for students in upper primary school level. Journal of Education Naresuan
University, 21(1). 30-47.

Sawangsuk, N., & Khiaoprapatsorn, P. (2019). Camp management for the physically disabled.
Silpakorn University Journal, 39(4). 78-94.

Sihamaniwong, O., Chawaneeranath, W., & Wongchachom. C. (2018). Guidelines for promoting the use
of information technology for the administration of Chaiyasombat Technology College.
Savannakhet Subdistrict Lao People's Democratic Republic. Graduate Journal, 15(68). 167-
175.

Singla, V., Malav, I, Kaur, J., & Kalra, S. (2019). Develop Leave Application using Blockchain Smart
Contract. International Conference on Communication Systems & Networks.

Thaicreate. (2021). PHP (Hypertext Preprocessor). https://www.thaicreate.com/php.html

Thanasripanitchai, S. (2022). Data flow diagram: DFD. http://academic.udru.ac.th/~samawan
/content/5SA-DFD.pdf.

The Apache Software Foundation. (2021). Apache. https://httpd.apache.org/.

Tizuka, Y., & Tanaka, K. (2018). The impact of personnel management information systems on
personnel work and executives: A case study. Journal of Information Systems, 32(1), 1-22.

Vedeshin, A., Dogru, J. M., Liiv, I, Ben Yahia, S., & Draheim, D. (2020). A secure data infrastructure for
personal manufacturing based on a novel key-less, byte-less encryption method. IEEE
Access, 8, 40039-40056. https://doi.org/10.1109/access.2019.2946730

Wayo, E. (2023). Development of an information system to support community enterprise operations.
Journal of Applied Information Technology. 9(1), 42-59.

Ye, Z., Song, P., Zheng, D., Zhang, X., & Wu, J. (2022). A naive Bayes model on lung adenocarcinoma
projection based on tumor microenvironment and weighted gene Co-expression network
analysis. Infectious Disease Modelling, 7(3), 498-509.
https://doi.org/10.1016/j.idm.2022.07.009.



NINTINYINTINNT anAnerdesrige e seni Ui 10 aduil 2 (2566) gas

sTUUUIMsIaNsMIandheyana nsaifine wAualasitung

UszIRkuuUNieunay

Name and Surname: Mr.Jatuporn Jirundorn

Highest Education: M.Sc. Management of Information Technology
University or Agency: Rajamangala University of Technology Srivijaya

Field of Expertise: Programming, MIS

Address: 1 Ratchadamnoen Nok Rd., Boon Muang, Songkhla 90000

E-mail: Jatuporn2523@gmail.com



336 A13EITIMYINTTIANT ARINIABINUANEI 18511 TN 10 adud 2 (2566)

Journal of Management Sciences, Suratthani Rajabhat University Vol.10 (2) (2023)



o y o ' v a

N1382813N13A1AAN aLAZNAY NS N1TUINITUSEAUNISAIgNANTI daNanan11ReTnaNA

Vo luInIg
foumun wimg!, 910F3 W2
UNANYD

PagdugsiasunansdesuSumsiusnsiviudensiudeunvasmanalulad danunineds gnaes

£2 = a £y s

a¥nnudeiunazanudndsendndusivossunnis §33e3e@nwinisnanadnanaznagninisuims
Uszaumsalgnénfidsnasiornuasinanivesiléuinig laedifnqustasdiile 1) AnwviszduanuAndiuied
nagnsnsAsasMIRaARITiaLAE NagMETUIIMIUsEaUNTalgndveslduing 2) Anwisedueufniiy
Renfumuasinanivesliuinig 3) Anwmnuduiusuasdvisnaveanagninisdeansnisnanadviaiiiing
seanuasinAnivesdliuinig 6) Anwmnuduiuduazdvinavesnagndnisuimsussaunisaigniniiding
sormasinAnfvesgliuins TneAnwandlduimsueundindu Mymo $1uu 314 519 1n3esdlelumsiiv
swsmdoya Ao wuuaeuny addfldlunisiinserdoya ldun Ardesay Aede drudonvuumsgiu
mMynzranduiusnan uaen1siaseinisanaeskuunan kan1333enui gléuinisiinnudadiuse

s

N5ABA1ININANARITALALTIN NAgNENTUTIMIUTEAUNSRIgNATlaeTIN kazANasshinAlae T agly

3

sEAUNIN MIdeansnsnainddvianasnsuimstsraunsalianuduiusiuanuassndnfveslduinis

@ s

ot 1aflfuddyn1eada nan1siinginsoanonuln ANsdeansnInainfaanaznagnsnisuinis
Uszaunmsalgnd Sansgnusiernuinavesgniieeaiiduddynada leud msauinnssueasietes
nsaliunisuazianauszaunisalgnn wagn1seenwuulsraun1salgnan ideluadsiisurasesudu
aunsanalUlifauueundindusgisieiiles ileaunsaaiiauszaunsaliirliungléuinsiliAnanu

5nAnAnawaUndLAtunegasaLilas
AdARY: N13FRA1ININAINARTIA; NagNEN1TUTIMTUTEAUNIIgNAT; AINASNANA
vagAnsiaunAw: Taumu wingl

E-mail: milkkiiduide@gamil.com

(Received: February 7, 2022; Revised: August 4, 2022; Accepted: August 10, 2022)

L dndnsuSan Aaugusmnsmans anine den@ug E-mail: milkkiguide@gmail.com

2 {AgAans1anse A3, AnzUSMSMEns WmIvedenw@ug E-mail: ampasriphokha@gmail.com



338 A13EITIMYINTTIANT ARINIABINUANEI 18511 TN 10 adud 2 (2566)

Journal of Management Sciences, Suratthani Rajabhat University Vol.10 (2) (2023)

The Effect Of Marketing Communications And Customer Experience Management

Strategies On Customer Loyalty
Mantana Payak', Ampasri Phokha®
Abstract

Banking businesses must have broad communication and convenient access to information,
keeping pace with technological changes. At the same time, information must be reliable, accurate,
interesting, and can build trust and loyalty to the bank's products. Therefore, the researchers studied
digital marketing and customer experience management strategies as important tools for building
customer loyalty. The objectives were: 1) to study the level of opinions on digital marketing
communication strategies of service users and the level of opinions on customer experience
management strategies; 2) to study the level of opinions on loyalty of service users; 3) to study the
relationship and influence of digital marketing communication strategies on user loyalty; and 4) to
study the relationship and influence of effective customer experience management strategies on the
loyalty of service users. The study consisted of 314 users of the Mymo application of the Government
Savings Bank. The data collection tool was a questionnaire. The statistics used for data analysis were
percentage, mean, standard deviation, multiple correlation analysis, and multiple regression analysis.
The results showed that the overall opinion of the users of digital marketing communications, overall
customer experience management strategies, and overall loyalty were high. Digital marketing
communication had a statistically significant correlation with brand loyalty. The results of a regression
analysis show that digital marketing communications affect brand loyalty. Customer experience
management strategies affect brand loyalty in the same direction. Government Savings Bank can apply
the research results to the organization's strategy to make applications well known and continually
develop applications that can create a good experience for customers, resulting in continued loyalty

to applications.
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- MSEUESUNTVLHIUFDAIVIA

o &1 A o

- MINIBarUsENFUNUSHUERR IV

- ASHANAN R SINUFDR IV

A4

ANNENANFvRlTUINIg

nagnsn1sunsUsEaun1salgnan

- MFATIEIUTEAUNTRIgNAN

- NIBANWUUYIEAUNITIGNAY
- MsAfiunskasiaNaUsyaunisal

- ASASUINNTTURENIR DL

AN 1 ASEULLIANIYY

3.3 AUUAFIUNTIVY

@

3.3.1 M3FeaNsnsnaInfIvialiauduiusiuausininAvelduInig
3.3.2 Nagnsn1sumsUszaunisalgnAdanuduiusivanuassndnfvesglauinig

3.3.3 M3Fea1sNsnaInfIviadisnsnatuanuassndnaveslduinig

3.3.4 nagnsn1suImsUszaunsalgnAidvisnatuanuassninfveglduing
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ad o = a o
4. 7/NUUNTTIVY

4.1 Uszansuasnguinedn

fAfofuruadeyalaofudeyadensduiiegiuuuutsiugd (Stratifies Sampling) Tnen1sus
Usgrnseanidungudenq vioiFeniinisulsdunuundsmiaudaldnisduuuudis (Sample Random
Sampling) 1l e uf0E 199 NUszang denvuasunumisluswdlduasded swuvasuniunisdanany
Sidnmsodnd szeznardudunisifvuuvasuany sewineduil 25 nquaiay 2564 - 31 nsngIAL 2564
FIUTTULLIAT 68 T

Usz91n3 (Population) Ag r;:ﬂfﬁu'%miqiﬂﬁmmﬂmiﬁumuuawwéLﬂfi’j"u Mymo ¥845U1ANTaRNAY
1A 11 914U 215,783 AU (Government Saving Bank, 2020)

nguiog1e (Sample) Ae f{ldu3n1sganssumianisfusiuuenndindu Mymo vessuiAnseenay

A1a 11 9193 400 au IgTsAnamInguitegalagldgnsvemils e (Yamane, 1973) lngdmuali

s¥AUAANUTaTUSPYaY 95 wazAlAuRalanasuliliiusaay 5

4.2 wadlansgudiagne
NSMYUARIBE19TsNSduMeg 1L uLTuil (Stratified Sampling) uuudadulaguiatugiinuan
Jandn welilanguiegeniasounqunniundamnin auduudlduinsgsnssumenistuiuieundindu

Mymo Tusuiaseeudunia 11 lngldans

N; n

71, . T

Tng n AU YUIRGIDES
N LU YUINVDIUTLYINT

N, Wi edsevnsnaugesi
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A19199 3 PWINYTEYINT UarnguiIeg 195l YUINIsIINTsuMaM IRl UnEAtY Mymo 189

FUIANSRUEU N1A11 FILUNMIUUNTIAIA

fdui LwATenin dndu (%) Useyns (Aw) nguAag1e (AU)

1 LUROUIFTIATN 13.54 29,226 54
2 \wndend 14.68 31,673 59
3 LUn3aeLdn 19.14 41,298 76
4 LUAUDUAY 1 19.68 42,459 79
5 LUAUDUKAY 2 12.68 27,351 51
6 UANWALS 13.71 29,590 55
7 MIRYAATNIS 6.57 14,186 26

394 100.00 215,783 400

< v ada 4
4.3 nsinusiuTndaya 353A51e9 n1sulana
A A o < v = | 2 o &
wsasdlanldlunisiiusiusiudeya fie wuvdeunuuuseanidy 4 neu fail
moufl 1 TeyaniluvesnounuuasunuluuuudeunuuuUATIERUTIENTT (Checklist) 911U
8 1o UseNausie LA 818 an1unm seAunsAne) 918 Telanaieu vinuasldusnisweundiadu Mymo

y5eldszagiatlumslgau

LY

ABUN 2 ANNARLIUANTARANSNNSAANA I ad Ny YRL U UL T ULV SE@ LU UAD

(Rating Scale) FaszAuanuAniuilinasilunsimuaivdnvesnisusediudu 5 seAunuuuives aise

o o

(Likert) Tnsmseunqunisdearsnsmaindavians 4 f1u ldun nislasanriudedva s 5 4o msdussa
mMswer1uAeRdTa S1uau 4 To nslitnuazUsTndurusiiudeniva S1uiu ¢ 90 uazn1INaIANIINe
NudeRaTa $1uau 4 48 awfawtaesuaL 17 1o

noufl 3 ANuARLiUNagNsNIsUTIMIUsTaUNSalgnAn dnuaizveswuuaeuauiluwuuimngdu
Uszufiudn (Rating Scale) Seszdiunnudauiiu finasTlumsiunthutnuesnsussdudu 5 sedu anuuwn
1098140 (Likert) InsnsounqunagninIsuimsussaumsaignésia 4 d1u léun nisinsngissaunisal
anA1 91U 4 T8 N1seankUUUTEAUNITAIgNA1 91uu 4 To nsaidiunisuainnalszaunisal 31U
4 o Msasauinnssusgasoiio $1uau 4 9 saumaumnsIuY 16 T

a o

AOUT 4 ANNAALIUALAITAANG dnwuzvesLuvasuaduLuuNIns1d@uUsEIiuAT (Rating

Scale) F95EAUAMUAMLTAUTNUILUNNTAMUALUINTNYBINSUSEEWTY 5 S2aU AuLuIvaIdise (Likert)

SAANDUNIMUATINIU 6 UD
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[

dnsunaninaeinsuseilunasuugauaulunaun 2, 3 way 4 lovaninae el

seRuANuAALiiuINNTigN Al 5 Avkuy
SEAUANUARALIUINN Muualit 4 Azuu
sEAUANLAATIUUILNATS mMuuali 3 AzLU
seAuANNAALILToY mMuuali 2 Azuu
5zf3fummﬁm17iuﬁaaﬁqm Muuali 1 ALk

ANLRAYYBIANMBUINNWUUFBUAY taeldnisuuannuvuievasAadae (Srisaat, 2013).

Aads 4.51 - 5.00 NN ﬁmmﬁmﬁua&ﬂuazﬁummﬁqm
Aedy 351 - 4.50 HRERR fianuAauiveglusgduun
Aads 251 - 3.50 NN fianuAniueglusgiuUiunany
Agds 151 - 2.50 NN fienuAniueglusziulios
Aweds 1.00 - 1.50 GURERE faudAntuegluszivtieniian

naiftusausantoya §ideiiudoyauuudoyatgugf (Pimary Data) tuvudeuniuiiasnstu
AMendsnnmsnunnssanssiliideinganadauasinsiesssisanuaenadessenindedin
LLﬁiaxéﬁ'aﬁULﬁawwgafﬁlqﬂﬁzmﬁ (Index of Itern-Objective Congruence #3a 10C) &eeiildazdasuinnid
Wiawiiu 0.5 3uluiodndarmaiutiu finnuasnndediuingusyasa (Suryawong et al,, 2009) taaawil
ANNADARADITINDYTEMIN 0.67 - 1.00 F98IAILINNT1 050 118AIINTT LUUEBUNNT AT BIRTY
aonndasszwinstednuiuinguszasdluniside uasiuvuasunwiufuusuilomudeiausuusves
Aidmauazriuauiiuteuvetesdivinmnuitensamuinidediels (Reliability) vesuuuasuay

o

Tngruuuasunulunaaedld (Try out) fudsernsfitlingusiogns $1uau 30 au Mnuisihuuuasunu
umeaeuiieAnszimanidesiuveauuuaeua Tneimaduuszas ueath vesnseuwIa (Cronbachs
Alpha Coefficient) FaArauidesurssuuvasuauiiseusuld dosilersous 0.60 FulU (Sekaran, 2003)
TaglusAderinudestuiiaogszwing 0.691 - 0.891 sawnnin 0.60 uazArg T wundusede
TneAn Factor Loading #0ail A1 0.40 4 ulUssavn1uinauel (Angsuchot et al, 2009) Taganuisad an
ANULTIRT90ETENIN 0.603 - 0.842 Fafldnannndn 0.40 uuvasuawIedanumnzanianudosunas
Arniissnssvasmste §Afeifudeyadsnsduuuasunumslsudiduardsdsduuuaounumateny
idansedaszaznarduiunisiiusiusiudeyasenineiudl 25 nguaiau 2564 - 31 n3ngIAL 2564
TTEELLIAN 68 Tu

nsAaszvin1eann udseenidu 2 @ fe dwdl 1 mslinseideyaimssamn fadadlilunis
Jiasnzvidenya Laun A1aud (Frequency) wazdawas (Percentage) ANLad s (Mean) wazdiuid saiuy

1M3514 (Standard Deviation: S.D.) @l 2 MsAATIEMBIeYN dadanldlunsinsizideya laun
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n193AsIeiandunusuuunvaa (Multiple Correlation Analysis) Wagn1sannaguuunyvA s (Multiple

Regression Analysis)
5. NaN1523azanUsIuNa

5.1 NaN13398

5.1.1 dayavialuvasdliuinig

Aldusnsdulvg Jumandgduan 175 518 (Feway 55.73) fivate1gegsening 20 - 29 U §1uiu
129 78 (Fway 41.08) @nuzlan 91U 206 518 (Fovaz 65.61) s¥AUNITANWIUSYYINT 911U 143 578
(Joway 43.87) o13nvniSou/dndnw sauau 100 518 (Gepay 30.67) S518la@indn 15,001 UM $77U 168
318 (Feway 53.50) eldau 91udu 314 518 (Segar 100) wavdsveziialdanuedsening 1 - 2 U 1w
178 570 ($ovaz 56.69)

5.1.2 AMNAAWILIAEIAUNISAREITNISAAIARRNA

Aliusnisiianudadiusienisideansnisnainndvialaesiu dawadeeglussauuin (X = 3.89) uay

fiohnseireandendusediu wuin sgluszduinnnd ldud dunisiiiauwagdssanduiusinge

—

Advia (X = 3.94) mIduasunsveruEeddvia (X = 3.91) wagnislawansudendvia (X = 3.89)
a & 4 o 3 o ¢ _ v
5.1.3 aAnuAaiiuigfiunagnsnisuInsuszaunisalgndn
Aldusnisfianudniiusenagnsnisuinisussaunisalgndlaesiudaad seg lusyduuin
(X = 4.01) wazlodasziseazdonduseniu wudn eglussduunyneiu ldun nsandunisuazinua
Uszaunisalgnen (X = 4.11) nsafreudnnssuegresiaiiles (X = 4.05) uagnseanwuuuszaunsaignen
(X =401)
a & 4 o ¥ oo Y a
5.1.4 anufaiungfiuauasininfveliuins
AldusnsiiaruAnidiuseniuassndnfvesldusnmsinesufianaieeglussduuin (X = 4.00)
warlioinaziseandendusede nui egluszduunnynde laun imuBuinasuusiliaudinsuiteden
wazldueundiatu Mymo (X = 4.09) mytulanazdaslguinsueunawndu Mymo aelulusuaniisusiazd

wounaadud ulmidenld (X = 4.04) uarlunislduinisasesaludulaiiagldusnisuoundiadu Mymo

sethesioiiies (X = 4.00)
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aa o

AINANUAINNAISNANAVDI

o

o

HlEuInIs
fawls ADV SAL PUB DIR LOY VIFs

b 3.89 391 3.94 3.84 4.00

S.D. 0.62 0.66 0.63 0.64 0.64

ADV - 0.687** 0.553** 0.623** 0.577* 2.101
SAL - 0.666** 0.686™* 0.631** 2.814
PUB - 0.547% 0.594* 1.883
DIR - 0.629** 2.090
LOY -

[y

** flpdAgnisadanszau 0.01

1NA5199 4 WU ANFUUSLANSANAUNUSTEMINIAMUTDETY Ao NISARAITAITHANRING WUT

'
v o W

fanuduiusiuiudsay As anussndndvesgliuinisluiianisuinegralieddgymeadfnseau 0.01

InedAduussAnsanduiug 0.577 - 0.631 lngladeiifiauduiusivanuassninfvesdldusmsunnian

'
aa o P~

A8 NNTEULASUNTVIINIUEBATTIA (SAL) (r = 0.631) 998911 AB NITAAIANIINTINIUE 8RNI (DIR)

o

18 (ADV)

@

(r = 0.629) NSYIBALUSEIFUNUSHIUABARYA (PUB) (r = 0.594) hayn1stawmNUdama

(r = 0.577) ANWaN5IT8 FegeusuauuigIun 1

M13197 5 Kan1TIATzviAdsEavsanduiiusseninnagrsnisuimsuszaunisalgnAuazanuasinng

URNIRATEEr

fiawls ANA DES IMP CON LOY VIFs
b 3.95 4.01 4.00 4.05 4.00
S.D. 0.56 0.58 0.61 0.57 0.64
ANA - 0.658** 0.688** 0.658** 0.596** 2.196
DES - 0.739** 0.699** 0.672** 2.592
IMP - 0.757* 0.711% 3.163
CON - 0.765** 2.728
LOY -

[y

** fjdAgnisadanszau 0.01

31NA15°99 3 WU AFuUsEANTandunusseninadauUsdase Ao nagnsnisusmsyszaunisal

oA

anA1 wudn i

o o

ANudURusiumuUsaY fie anuasshandveslduinslufiameuinegredidedAynisa

AN
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sedu 0.01 Teefladudseans andusius 0.596 - 0.765 Taedadeidanuduiusiunnuasindnives
Jldu3nisunniian Ao msatauianssustnesewllos (CON) (r = 0.765) 50383 A MsiudunisuasInna
Uszaunisal (IMP) (r = 0.711) n15e8nuuuUssaun1salvesgna (DES) (r = 0.672) UazA15ILATIEN
Usgaunsalgnan (ANA) (r = 0.596) NnNAMITeTsonsuannAgiui 2

a o aa ]

M1TNN 6 MINATIINMTONNBEVRINTFRAITNIIAINAITIaNINAsiEANITNANAvedlduINNS

AMNIENANA (LOY)
duuszans AR duuszans
mMsdesnisnanaada As0nnRY ARNALAREL | N1TOANDELUY t p-
Livfunasgiu | wasgie | USuaiasgiu value
(B) (S.E) (Beta)
V’hﬂdﬁ (CONSTANT) 0.711 0.186 3.824 0.000*
1. nslawaneiudenda (ADV) 0.150 0.059 0.145 2532 | 0.012%
2. MsdNERINITIEEEe 0.166 0.064 0.173 2.610 | 0.009%
Advia (SAL)
3. mMslivnuazUszdunus 0.243 0.054 0.242 4.454 | 0.000%
W uAeRIa (PUB)
4. MIRAATNIATENLADRITA 0.286 0.057 0.287 5.023 | 0.000*
(DIR)

F=82672 P=0000 R*=0517 Adjusted R?=0.511

T
AN v o W aa

* fidydnfgyyneananszau 0.05

1597 6 NANITIATIERNITANABEYRINITABANINNSAANATTIATI I A BANRITAA A VDS
F19u3nslagldnisiiasgsiuuuivuadauysi dswansenudiluluannisaiuisans Enter wuin
auUsBaseiivndnyiiaun fenuduiusnyauiuaruasindng (LOY) $euas 51.10 (Adjusted R =
0.511) wazdadeiidenansznudeniuasindnaveslduinisegrafidodridyniead i sedu 005

v

fidnnu 4 fudsuavaenndestiuanigruresmaideifiliFesnduusiinasensfunusiuiaudsaly
sUresziuuAy iun msmannmanssindeisia (DIR) (8 = 0.286) sesaaun Ao nsliinuazysyanduiug
WuAeRvia (PUB) (B = 0.243) nsdualunsvesiiudendvia (SAL) (B = 0.166) waznislaiwanniudendsia
(ADV)(B = 0.150) suadfy dviuisweuuaunignuil 3

¥

FeansaaieaunsaanssluguiuuazuuuRy Al

LOY = 0.711 + 0.286 (DIR) + 0.243 (PUB) + 0.166 (SAL) + 0.150 (ADV)
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MTNN 7 MTIATNNITANDRETBINAENSNITUTINTUTYAaUNSalgnANTinasiaANasdninfvedliusnig

ANNR5NANA (LOY)
.. dulsvans AR Fulseans
NAYNSNITUINNT P
.. n150A00Y AANALARAYN | N1SONNBEILUU t p-
Uszaunisaignan e .
lLiuSusnsgie | wnsgau JSuannsgnu value
(B) (S.E) (Beta)
A1Aadl (CONSTANT) 0.092 0.175 0523 | 0.601
1. MIlATIEUsTAUNIgNAT 0.039 0.057 0.034 0.677 | 0.499
(ANA)
2. MysvnkuuUsTaUNITl 0.187 0.061 0.169 3.076 0.002*
anA1 (DES)
3. ANSALIUNITLALINNS 0.221 0.064 0.211 3.478 | 0.001*
UsgaumsalgnAn (IMP)
4. MIESUIRNTIU 0.521 0.063 0.464 8.227 0.000*
aeareLiins (CON)

F = 137.036 P=0.000 R?=0.640 AdjustedR?=0.635

o o aada

* ludAgyneanAnszau 0.05

MNMTNN 5 KaNTAATILINTANNREVBINAYNSNTUIINIUSEaUNMsalgnAidinasanuassndng

vogldusmsiagldnisiiesguwuuivuadudsidawansenuidiluluaunisniudsnig Enter wudn dauds

a

dasymhind@nuvavun Tanuduiusnvaniuaiuassngdng (LOY) Seuar 63.50 (Adjusted R’= 0.635) uag

aa

Hadeiidmansznusionnuasinndvesfliuinmsesnaditoddnmisadafisefu 0.05 T 3 dudsuas
aonadosiuangiureamsidefiaeld FesnndauusiifnadensiunuslusiulsnulusUveseziuuiy
leiun msadrsuinnssusgsseiiles (CON) (B = 0.521) seaaun fe mssdumsuay anadszaunsaigndn
(IMP) (B = 0.221) uagnseenuuuUszauNsalgndn (DES) (B = 0.187) muddu fufudssousuamigiui 4

RaunsoadeaumsanneslugluuuazuuuA fail

LOY = 0.092 + 0.521 (CON) + 0.221 (IMP) + 0.187 (DES)

5.2 aAUsena

INHANITANY A58 0A1IN1INAINATNaLATNAYNSN1TUTMITUTEAUNITIGNAT A INasiD

o

ANuRssnAnAvesldusng anunsaeduseglasil
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= a

5.2.1 AnuAaviufeiunagnsnsdearsnisnainfdsia §lduinisienufaviunenisdeans

a

nsnamfdvalaeudaneisegluszaunnuazifiolnssireasiBendusiesiiu nuin egluszduiin

AU ngseaanuanuIntutes lawa n1slrdniazsUsendunusHIuEafaia nsawasSunISVUHI1UED

q

o aa o

Ada nslavaukuEeRIVa N1INAIANNATINIUFIRITA doAARINU Tanprasert (2016) Anw19nENATDS

a

n1snaIAkUUAIadnasan1sindulavesiuilanngugsnanismided Sidnnselndluandwmin

aa o

NTLNNUMIUAT WUTT N1FAAIALULATalneamTIuilAadeeyluseAuuin aenndasiu Simachokchai
(2021) finwn MsFeasNIIRAIARITIANIdNadensAndulaTenAn dusATesdetesulatvauslnalun

aa o

NINNUATUAT WUI1 N15ERENTNTRAINAIYIA Iﬂﬂﬁ?ﬂ@@ﬂu5$§ﬁlﬂ?’1mﬁﬂLﬁulﬂﬂ Lﬁaﬁﬁmm%ﬂuiwﬁm

LY I

wui1 drulngfiaedeszduanudndiuieituasunisdearsnisnainfdaegluszauuin tnedszdu

anuAaiuIniian Ae sunisuelasldwinauiudefdvauasdssduanudadiulussduann leun
fumsUszaduiudiiudeniva dunsduaiunisvieriudeddsia sunislavaniiudedda was
sfumsnaanInsINudeRdvia

5.2.2 anuAauiuieafunagnsmsuimsuszaunisalgn gldvinisdanudniuseanudniiu
senagnimsuimsuszaunsaigninlaesuiidnedseglussiuinnuaziflolinseisazidoalunesu
wuin egluszduinnyasulaeiFesdiduanmnludes Ieun msaduianssuegisseiiies nseeniuy
Uszaunisalgndn nsaiunisuaianaUsEauMsal kagMTIATIERUTEaun1sgnAIMINaNy aennded
Payungwong (2016) AnwiAunwnIsuIMswarnsuImMsUszaumsalgndiidnasenuinivesiunases
tniFeulsaounumsinemuin funasesiianudniiiusenisumsuszaunisalgndlaesdiindseglu
seuan lefiansansesumu feedseglussiunnnyndiu awnsaiFesdduaiadsnnnnlumies
fun dunisusziduszaunisaigndilundazdesmisnsinde sudufiaes e dureamisnisinse
(andaia) Havisesdng Suduanu fe Audndunisuasianadsyaunsal Sudud fo dulszaunsaifiandy
Tuuins wazdudugeving fe FuuuuUszaumsalififuendnual

5.23 anuAaiudgifuarmasindndvesdltuing glivinsfianuAniiudeninudniiuse
anuasinAndvesiliuinmslaesmidnadsegluseduun TnoiFesdduanunlutios 3 Suduusn leun

[ Y

vidudnazuusilieuidnsuidedoiuaslduoundindu Mymo vinusfulafiazSnddduinisueundiadu
Mymo siglulusunanisudazilunisldusnmsadeeld viaudulaiazldusnsueunandu Mymo 91
ot 901l 09 @onAd 03y Boonklang (2017) wud fneunuuasvaudulngydanudniuf vty
A1UITNANA VDI NAININTINDY TUTEAUNIN dBAAE 097U Aptakom and Sonsupap (2016) finy1
mwasinAnfnaufwesliuins suassund Smdaguasivsnil wui arwasinAnfveslduinsid
AEsUNAIEUNA tneamsmegseduinn dwlvylieuddysuyrainsfsafuntnnuiaiuauiss
doanslifiinladne suamsiuasdnlugliimnuddyiunsaiannuidaungndlumsdniufusuiens

o v w =

surR IneguuinisuazndndasidrulnglinudAyiusuasindnduginisnisiuliidenwainuane

7
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d0AAa0aiU Watchana (2017) @nwiadudunusseninenindnual Aunmuinisiuanuassndnsves
Hldusnissuiasesudululundimningsiugisid wudi seAuamdnualvessuinrsesuduluien
Janingsugsonll lnesinegluszduann seaunuaInuinIsvessuIatsesnduluniminasivgisiil
Tagswegluszduunn Idun suanudususssuvesuimasunistinrsivlaungndn duanalinga
Aun1snevaNaigna wazsuadldlagnAimudidu seAuauaindndvedlduinissuiaseaudu

Tundwmingsregsonil lnevwegluseduunn loun Aunginssunisuendewaziun1stedinuainu

aa v A

5.2.4 mydeansnsnanadvialianuduiusluianuinuaziisninarenuasininaveliusnig
Wesn Jldusnsideinnisfidevsndeanuniafiowdsnisldnunenndinduiiiaiinusz@nsamnisldy

uimsinuanulaeade vibidanudulaluanuvasadelunisigsnssuninistudiuienndadu Mymo

a

ga9u vnvrud dagmrlunislduinisuenndiady Mymo arunsananeladnaux 1y Line Official
wazihdouusihluldiendlodgmildsinsviuviaed wasdoyatasneafiundnsdosilvg fdanseluds

Alfusn1srume Line Official vitliviusindulalduinisldasainsinunniugenndasiu Wuttisakdisakul

o ' LY

(2017) wudn M3FRAITNIAAIALULYIUINSHUARRIVIATBvENaden1sdnduladenlduinsvudsenulall

'
aaa

rulinewonndinduvesfuslnalunnsaymanuas egrsdifodfameadad 0.05

5.2.5 nagnsmMausmsUszaunsalgnadanuduiusluiiamauinuasidvsnadeniuasindnaves
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Contemporary Marketing Mix Factors Affecting User in Chonburi Province Intention

to Use Smartphone Food Ordering Apps During COVID-19 Pandemic
Kriangsak Vanitchakornpong', Nipapan Ananpalasak’
Abstract

The covid-19 epidemic situation has brought changes to people's lifestyles. Food delivery
applications (FDA) are now trending in the marketplace and more and more application providers are
emerging in the food industry. Therefore, the research purpose of this study is to analyze the
contemporary marketing mix (7C’s) factors affecting users in Chonburi province intention to use
smartphone Food Ordering Apps during COVID-19 pandemic. This study was quantitative research and
used questionnaires as tools for data collection from a sample consisting of 400 food delivery service
users in Chonburi Province through online survey. The methodology of this study was the quantitative
method by descriptive statistics and multiple regression analysis. The findings showed that consumer’s
personal factors do not influence the choice of Food Ordering Applications. the majority of users
choose GrabFood, followed by LineMan. Contemporary marketing mix (7C’s) factors affecting users in
Chonburi province intention to use Food Ordering Applications during COVID-19 pandemic had a
multiple correlation coefficient (R) 0.307. Considering each factor, it was found that the Caring factor

influence users intention to use Food Ordering Applications the most J& = 0.059 (Sig = 0.001), follow
by “Comfort factor” fi =-0.035 (Sig = 0.007) statistically significant at the 0.05 level. Customer value factor,

Cost factor, Convenience factor, Commmunication factor and Completion factor do not influence user in

Chonburi province intention to use Food Ordering Applications during COVID-19 pandemic.

Keywords: Food Ordering Applications; COVID-19; Contemporary Market Mix; Service Selection
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suANALAIN FUATNALIY SunsAnsedeans sunistonlald uarduanudisslunisrouausinia
Foenns e liAnaalsiuTsumamsudsiunasiiunnudsuliuiueundinduiltuing
anudsBureaeundiedugliuimsindsensesulat SadumuvimesenisiSeuiuassini
i langAnssuvesuilaaii g sunlaslueg 1esamisa Tasgf uilaaluudasi ui faamunnsnafy
ogallfudrAny MeluudnuesanmuIndon JULUUNTSUUIENIL UaZAINAINVAN8DIUTEANE WIS
(Li & Wang, 2022) 91nanunsalszunalain-19 Sminvays Uszsiufl 10 wweu 2565 anideoelnl
1,290 578 9ns1wauiliifusaunsnsia ATK narnadudminsusuansaniisUsemealng (Department
of Disease Control, 2022) & sd1urugAnid ool Famtnvaysidund duaududuiug vesUssina

a o =%

ag19saLilae NsdIevsEukaUnaATuTInateludrunilswaanislddinuseanTuveslssrvuludanin

o
U

a3 dluinislundminvays sniadueundindudiomsiiduilaaldidonldaumindu ulezdu
woundintunlvusmslugduuuiediu widasanuuansrsiulunisnevaussnnufein1svealdusnig

Ya o

AIdedsaulanazdnuladediudszaunenisnainswadeninadenisidenlduinmsweundindudaems
inuansnivuresdlduinsluendminvays luganisssualeda-19 Wedunuimslunsiauw Ysulse
nsliusnsdndeemisanluuigueundinduliiuse@nSnnuazasnndosnuanufoan1sve lHuTnIs

wazdansuvetululegunuld (Lovelock et al., 2007)
2. InQuszasA

2.1 wWiaAnwingAnssunislduinsueundiadudwemsuuanisninu anlduinislulundminvays
lugaansszuialain-19
2.2 Wednwdadeninasenisidenlduimsueundintudsesuuamnivning anglduimsluundmin

Yay3 ugensseunlaie-19
3. NITNUNIUITTUNTIU LASNTDULUIAA

3.1 NSNUNIUITIAUNTTH

3.1.1 upUwAladudsomseaulail

TuungusUnatatu wioneundinduiieiio (Mobile Application) 1iulUshnsuAsuN1LADI Y30
gedwsfoonuuuindmivihanuuugunsalindeud W InsdwislefonIoaunivlnu Fdlutiagtuluune

o o

weundinduiiunuindAglunaie duvesdin anunsaneuldtugldusnmslaegnariui

nsidentedurvesgnaninandadefuandiaiu Meselavesgnan anuianelasesudn wse

duAiiaueve swdmndelemanintuluseninnsdadulade vseudnsesrnuqunglunisdenie
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m3l4u3n1s (Baltas et al, 2010) JUwvUMsLAUEETsHoTldsladoidmasonsiaduladevesgnéde
nanudmdveanaluladdmanisd evisesulaflugaainnssusieg iiadusgsraiies luiiu
wiusgnanmnssuenns ueUndndudeemmsindaiuiideslunann Tnsgndwderlivinmsaunsadsoimsls
$199 knluueweUnaAty uena NI msuan Feflitaridulumsasinaeumdsde msRnnunsdieimns
msdeansiugds uaznsthsziu Fsfieldiueundindudiemmafuromdunsisiyanaiiany (Third Party)
Ihdunlduseleriandesineseninegnan daie wagddads lnenisidudinatwsedaunuluniswaun
LL@‘UWSLﬂ%‘uLﬁ@iﬁﬁmiﬁﬁd'guﬁdwﬁEquaaqmmmﬁmf (Burlea-Schiopoiu et al., 2021; Fakfare, 2021)

lngAMENYUENTEDNLUUNTITE WY AMNEINEYeINTidny Mviniuedvdeliies siudsmsiiaue
Joyan1a vesweundintuiisnsnasenisdnduladevesiiuilnm (Kapoor & Vij, 2018)
sULUUgsAaveuInsdndsonmsy wiuluiinisldusslovivesssuunmsdeunainieviouay

=

anuansaveunalulaglunseslesiunuviedddnladnudeluldgumunisindiming eliddsde

VYo | v a v dl v °

W sruualideyaungdndaieglnanuansuduaunniian gnarannsamvuamundsunisdndsla

Y 9 9 Y

g lusn1sindaziansanintnsdadumanissu-daduaviesnmsegisls (Cho et al, 2019) AI3TAHS
Itugnaselaneunds lnemiluuweundindudsemsazivualidndignaeylndiugindwniigansy

' v vy
] Y a0 = o

witunanduiudgliusnisuisenmunlidndigndieglnaniganeu Mellluegivulovienisdadunia

U K]

msvudwesliimaneundindudsematun

3.1.2 dauUszauni1en1snansanadiy (Marketing Mix: 7C’s)

dauUsraunenisnatn (Marketing Mix) iugaiaieafionanisaaneiifusznaunisviessAnsgsio
vhanlfiiteliigsfussainguszasdmensnatn lngsuunauianssunanisnann waniost (Product) 117

(Price) @n1ufi (Place) waynsdaLasun1s1e (Promotion) n3e158n11 4P’s (Kotler, 2001) Tnedauinis

&

WAL 0VUIBUUIAALATYUNDINAENTNITAAIAN BNITUTNTINNT 1908 T 1 Taetiudn 3 U7 A

AU (People) ANwaILNIINIBAIMN (Physical Evidence) wazn3zuiunis (Process) (Jobber, 2013) lngn1s¥in
gsfefinuazdidumsiinsananudenisluyuuswegnimdedliuinisde ileldaursanouausiniy
AOIN15UBIRNATLABE 19T Koichi Shimizu lasgunsaun1syiin1snatnsiu (Collaborate Marketing)
Tngfiorsanyuuesves fdiulddrudslud wesduilansiudae uuseanidu 7 4@ wsei3undn 7Cs

Usenaude (Shimizu, 2014) fadl

d v

1) AuauAgnA19gla3y (Customer Value) {Usenoun1snseasdnsgsnaneerilads

Afidldduds gnén viedlduinisie dlivimawideondodudmieuinisasinnsanananududuay
Ustlowidangg Aldsuandudmieuinig nmslésuomensimusensiidsde swdnsussudnnaiuas
san57lunn3dnd (Burlea-Schiopoiu et al, 2021) uananauduAazdszloviisnag 7 ldsundn
;zflﬁu%miéTqmiﬁwﬁaﬁﬂmﬂﬁﬁmiﬁmaﬁummﬁaaﬂﬁmaaqﬂﬁﬂumjuﬁ@i’mﬁu (Grabara, 2021; Purohit et

al,, 2021) FudwFesddglumsuiuusstoyalunisuansoyansemadeniiuueundndulinuinisdeims
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Y a '

2) auA1lgIne (Cost) ﬂ'ﬂ%ﬁh&J‘vﬁaé’uvguiuﬁjﬂmadqﬂﬁﬂu§'aiﬂmﬁgﬂﬂwuﬁﬁ%msﬁm%’u
M5TeAUAMIOUSMS Mnei TIAveIeTMsEAMIAL T AN AUNALNAIUBIILAZUTNT SNTIAIUINNG
Fadadnnumnzantusseznsdunisiiusnis (Yeo et al, 2017) ilosan s1andudsiivansdannuiua
9990879 uarinaron1sEnAulad ondnael (Purohit et al, 2021) @ slutasan unisalszunlain-19
Aliusnsindselddtanioneldanas fadu siandsdsmaronisidendsemsuasnindonlduing
waUndndude1ms

3) f1uANarAln (Convenience) haundiadudasasiannuazainauielifudlduinig
FumounsAunLazNsdIdedenarazain dYemenistissiuiinainuas daunsadsemisldiaain
LupsuinalndiAssuazsyozmdlng (Yeo et al, 2017) @snsawiuddste fnnuAdedonaynsinds
Igeemeiiios iiuaﬁﬂ’liaﬂﬂ’ﬂmLﬁlENIUﬂ’]S“VTWﬁﬁﬂiilﬂuﬂﬁgQ%@ (Lim et al., 2021)

4) A1uANauY (Comfort) LL@UW?Lﬂ“ﬁuﬁ%@yjaﬂi%Lﬂ‘V]E]’]‘W]iLLa%%’WuE]’IWﬁﬁIMa’]ﬂMa’]EJ
dnsudaufouan ugn1saniduau/nsings wounaiatuldaude nsdrseRuiusednsan Tdaudne
laigswan (Lim et al, 2021) daudasadenanisdisziiuluguuuunngs (Fakfare, 2021) 1 n13975¢
Kunseidhidudidnnsedind viseUnsiasin (udu

5) Frunsdnsedoas (Communication) dnsdeansliiuglduinslasunsuteya dnians

duansiag Tymansldnuweundindu uazdveamndgnAmseglduinsanunsoafnsdenugliuinig

Yo 1 =]

Adndmsedvie Fadudfidwlddaudeluwiavdinauveinisliuinisueundndunisdse s (Fakfare,

Y

2021; Zaina et al., 2022)

6) drunsionlald (Caring) fdoAudmdsliuinsiinnuaemisdensldsunisielaldan
flusns deldsumaelaldlumsdedudmieliuimslunfiusnagiiliAnmsdevielduima enafing
penUUULUNALIAT I 85093 U NS AuAUDRd nFenquenyiunndaiuliansadfauasldauls

28195UsEANTA M (Purohit et al,, 2021; Zaina et al., 2022)

1% o

7) arueudusalunisneuausiniufednis (Completion) A1U150ADUAUBIAIING DN

oy
o o A

mudangnAmseRliusNsanisldedned asuiu gneee waraunsansIvdeudeundumdswels (Zaina et
al,, 2022)

nsmvuAnagnsSkazkLINIe Tumsimnuweundintudenmsielviuinisglduinmslan sy

P

ANABINTVOINLTUTNNT daudszaunieinisnains i AN asanyuueaes dauladiudelulswes

£

Auslansaudmeduuuimisdidy uidedfalvdan 7Cs mysannistumsfinundadeidunadenisidenld

Y

Usnsweundindudeemsuuannsninulugasesasuilaa
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3.2 NTBULUIAA
medeiaulafnutadudiudsraumananainsauatediduadenadenliuimaweundindu
Fromstiuannsvlriuveglduinsluadminvay3 Tutismsszuelain-19 erduuummalunisimun
LeUndinduiinssonufesesilsgnindidenlduinisdiemsinuneunainduaindnuunalsznng uas
aunwIfadadedulszaunisnainsiuadie laun 1) Yadeduquatfigniegldfu (Customer Value)
2) shuanldane (Cost) 3) shumnuazan (Convenience) 4) snuauauts (Comfort) 5) funsinsiedesns
(Communication) 6) siun1sienlald (Caring) uag 7) snuanuduialunisnevausininudoinisuognén

(Completion)

anwarUsernsAans

- LN

- 0
- PN

- swlamainau

NOANTIUASITUIANS
Cevi . & nsidenlgusnisueUnaLAtu

- AleIenans .

> Fonskuan iy

- weWalun1sidentdu3nig .
URNIRATE RS

- waUndlmdundantyusnig

duUsTaNNIINISAAINSINENIY
(7C’s)
- gnupmAgnA1azlasy

- puAlgane

- PUANNATAIN

- PUAINEUNY
- PUNSHRRDFEDANS
- punseenlald

- (;]”]‘LJ?]’]’]?J&’]L%‘\JIUﬂ’ﬁWE]UﬂuEN

AUABINITVRIGNAN

A 1 ASEULWIARLLAISINY
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4. F/aliun1iaY

M3AnwIde 1309 Jadududszaumenisnanimaiofinasonindenlduinisueunaiadu
Fsomsruamnmlituveslduinmslundmiavays lutisnsszuinlain-19 WumsAnuidodeina
(Quantitative Research) Ll e nwiuardiasendadedulszaunianisnainsauats (Marketing Mix: 7C’s)
(Shimizu, 2014) TiinasonsidenlduInisueundiatudsermsvuauninlvy 1unisuaunaiusening
asfUsznaut 7 Adlgaajmanelunsieudufuioliussginguszasdvnnsduiugsiannuumesves
gnffidamasionisdaduladonlduinmsueunaiadudsemsluguuuunisideidedi:in (Survey Research

Method) Inglduuvaeunmesulatiluniasdelunsiiusiusiudeyalszansngudiedns Ae Jldusns

weundiadudeemmsiiuannimiiuveslduinislundmiavays Tutnnmsseuialaia-19 91w 400 A

4.1 UszvnIuaznguiegng
Useansildlunsdnw laua dlduinisueundindunisdndiemisludminvays lugiufia
dnun1salladn-19 WeswnUszrnsnquiiegiadulszmnsiilinsiudwiuivduey wagliawisadne

Ya o = A

Uszannsianunld M3 uaenlditn1sidennguAteg 1MUUULANIZINZAY AiD NSIERNLINLULABUATY
Lawwzﬂduﬁ’mmqﬁmﬁaag M niemds@nwilulndminvays waztredvszaunisalnisidnldau
woUndiadunsindsemsludminvays duduinmsdennguiegiilinsuauinasulaglingu
ALARAALAE DU é’ﬂfﬂumﬁ%’ﬂﬁ?jﬂﬁﬁﬂmiﬁ'lmzum‘*ummﬂ&juﬁaa&mé’ha%%‘miduﬁaaaﬁwuuuﬁ’uﬁfy
ANuNnuves Khazanie (1986) Tnafvunaisesuarmidou 95% n3e 0.95 uagAIANUAIIALAG DUTBY

msdusegeedliintulaliiu 5% vise 0.05 Nnauns (1)

2
_ Za/z

L (1)

e n = YUINVDINGUAIBEN
Zgsp = AzuuuNASEIUfissiuANIEosiu 95% i1 1.96
E = AnuRAIRLAFRUgIEATiseNsuld A 0.05

WaunuA1INaNn13I 1 uaElaruIANguAieeIe 384.16 Aaeg1e n1sAnwAselldnqueiegie

71U 400 FreE N LitelideyainnuunyeiionInglu
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4.2 \Faailefldlun1sfinuide

iwdosflefllfifiefuruudoyauasAnyiidlundsdl o uuuasuam (Questionnaire) uuvesulat]
Tngasnstunnnsmumussungsy uasvnudiiieatos wadu 3 dawu il

dudl 1: dounfedudnuusnsssannsmans Usenaude e o1y o3 uazeldreideu

dufl 2: SonuAeafungAnssunisliusnsueundindudenms

daudl 3: Aowdldinseduiiadesenquiduduyszaunisnisnatnsaualie (7Cs) Tdnvaeziu
WuULA1EIUUsEIMAn (Rating Scale) Tngldinasinnsiuuadimidnvesanuddgdu 5 svau Taun
1 = douitan, 2 = fov, 3 = Urunans, 4 = 1N uaz 5 = W nitan ATSesAlAsy (Likert Scale) Ustnaudhe
UadadunuefignAaglesy (Customer Value) Auanl¥a1e (Cost) FuaImazaIn (Convenience)
frumuaue (Comfort) fnunisnsiedeans (Communication) sunisielald (Caring) wavduanudnsa

lumsneuauenUfeIN1svedgndl (Completion)

4.3 N13ATIIABUAANNILATE T TTE

mAeilldinmseasuauamvssuuuasuny Fuuadeslefllluninfutoyasemmageu
AP EIRT (Validity) Ifﬂalﬁ%hmiﬁmizmu.azmswaaum’]mﬁmmqmuL‘Tjam (Content Validity) waz
aunzaLvesn I fildangideangy uazdmduiianuaenades (index of item Objective Congruence:
100) 0.96 MnunsIaaeuAAIdeiiy (Reliability) Insnnasslduuuasun (Try Out) 3117 30 YA Uag
fuasae35duuszans uoar1s1e35u09A50uUA (Cronbach’s Alpha Coefficient) (Cronbach, 1990)

Usngdiaanueaiusunsyau 0.91

4.4 n3nsideya
o515 ToyaNNANMBE 1IN TIAT A eadAlans s (Descriptive Statistics) 31NN13
LINKAIAIUD (Frequency) Soua (Percentage) ANtad e (Mean) wazduidesuuninsgiu (Standard

Deviation) wagafiAdiveyuulasnsliasizvinsannsenyian (Multiple Regression Analysis)
5. nanN13I8nazanUIIENE

5.1 HAN15I38
5.1.1 ayanilunudnn quilduinisueundindudionmsluinnisseuinlaio-19 vesdminvays

dalng dumendgs 91y 21-30 U fon@ndnisew/dnny gldedesodousindt 15,000 v nan1sany

wud Teyaniluliiiidvsnasienisidenlduinisueundiadudsomslutiinmsseuialain-19
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5.1.2 Foyangnssumsldueundindudsenmsvesnguilduin wud daldderendilunsdsie
919150 1L BUNE AT U 98115 100-300 UM Imaﬁmmqmaima’”aﬂmﬂ%‘u?ﬂﬂiLLaﬂwﬁLﬂﬁuﬁqawmi
wsedeanisanuasanauslunsldusnmsdusuiuusn sesaun fie Miilesanuansznuanaaiunisel
WNSSEUIALAIN-19 waznslduseundinduielddudou mudiiu Sueundindudiermsidenlduinis

wnignidududiu 1 fie GrabFood 589833 Ao LineMan Foodpanda wag Robinhood mugdiy

A19199 1 wmealunisidenldusnisweundiadudeems (Fenaeulaunnnimilaiuden)

318015 31U Sowaz
ADINIAINETAINEUEY 386 96.5
A01UNTAINTUNTTEUIALATA-19 316 79
waundaduldeude lidudou 299 74.75
TAndiuan wazlusludu 297 74.25
lispadsianlumsinunaniensa 192 a8
Fradesiuemsliiviense 151 37.75
Bu 9 - -

5.1.3 Hadvdruuszanmanismaindmadlunisidenlduinsueundindudsormssinuauninlyiu
vosfliuinisluwndminvays Turasnisssuialain-19 lnsamsuanunszwinegluszduunian
Toeiidedowiniu 4.414 wazdrudsauuinasgiu 0.85 Wefinsaniadeandeyadiuuszaumanisnain
sauafy (7C’s) 1nngudiegns Suunmuuiazdu w1 wan1sinsianadetadeifinadenmadenld
uinsuoUndladudsomnslurienisszuinlain-19 uiniiga Ae Jadesduanldane (X =4.628) d1u
anudnsalunismeuauesaudeanis (X=4.446) dadedunuaiigndazldsy (¥-4.429) Yadedunny
azaan (£=4.402) Yadodrunisionlald (X=4.348) Jadoduarmauie wazesiigaaotadosiunis

fnsadeans (X=4.224) maasu
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A13197 2 Anedy wardiulonuunnsgutadudiulssaunnseainsinadelunisdenlduinig

weundintudsemsiuansninuveldusnislundminvays ludmsszuialain-19

AU aINNNTTAAINYINBIYRINAT (7C'S) X SD. | sEAUAUATEALN
sunafignénazléiu (Customer value) 4.429 0.66 1nitgn
AuAlEIe (Cost) 4.628 0.72 1niign
AuAINaEAIN (Convenience) 4.402 0.92 Mﬂﬁqﬂ
AUANEUY (Comfort) 4.280 0.87 1niign
sunsiasedeas (Communication) 4.224 0.97 1niign
aunskentald (Caring) 4.348 0.86 1nitgn
AuanudslunIIRoUANDIAUFBINS (Completion) 4.446 0.75 1niign

5 4414 | 085 1nitgn

5.1.491nHan1sTAsizvinisanneenia M Tadediulszaunianisnainsuade (7Cs)

v ¢

fenduusednsandunusnvau (R) 41 0.307 wagaA181w1an1sn1snensal (R windu 0.094 Tnedady

a |

suniselald (X d8nswanisuinmesionisanauladenlduaundndudonis (B = 0.059) waziade

'
o v a

fumNaue (X,) ddvswanisaudenisanauladenldueunaintudienms (B = -0.035) sy eildud1Aeyd

17

0.05 lngaunsadieuannisanaeslansaunsin (2) wazdouaunsnzwuunnsgulansaunisi (3)

Y = 0.664-0.057X, + 0.097X, 2)

A

7 = -0.035%, + 0.059%, (3)

Haduduniseilaldidninadenisdnduladenldueundiadudsomisuniian fe 0.059
Famneanuin {lAuinsueundindudsomsddefueunainduiisiiladdulunsuanidennuionlaldse
Fliu3ns 1wy weundiaduliuinisdndsenmsiidninaugain uazanunsaadrsanuiisnelaliiy
Fldusnmslunisdndaomsld dasandsueundiadui Ifadtusiuismiuazmalilduinisaimusa
Aasiodeansiuilafliusmsvieanunsalidetausuusifionam Ufuusamsianuveueundiaduldsg
wazdanuin JadesunnuavieAisninadenisdnduladenldueundindudienms -0.035 nuneds
mseonuuuiteitu dunounisliauluuiazdiureeundindumsldauie lidudou Ideyavesiiud
wazewsiivarnvangliidon swfedanuzudafounsiuiunuuazaniumsdads Wglduinsamisa

Aamuaniuzdagtulaegreiunat wainnilsidunisdisedudisuazdadul luinisviuilaeddunau
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minsasudesiuly vislinmsudafeunnnifuanuinluendmadeanuidnlivaendosedlduinsla

y5e919naNINFANNANITaNINAUALT L TY

M990 3 AnduUseavsanduiusnnauesladeinarenisidenldueuniiadudiomis

Variables b B Std. Error Sig.

Constant 0.664 0.082 0.000*
(X,) shugauArfigneaglésu (Customer value) -0.043 | -0.025 |  0.029 0.138
(X,) prualgae (Cost) 0.020 | 0.014 0.020 0.316
(X5) auAugdzain (Convenience) 0.012 | 0.009 0.018 0.497
(X,) uaNuEue (Comfort) -0.057 | -0.035 0.021 0.007*
(X,) funshnsiedeans (Communication) 0.003 | 0.002 0.024 0.885
(X,) aunsienlald (Caring) 0.097 | 0.059 0.030 0.001*
(X;) PuANNdSalUNTNEUALRIANLADINNT

0.038 0.020 0.029 0.192
(Completion)

T
o o aa

* fidedAgnNadangeau 0.05, R = 0.307, R? = 0.094, Adjusted R? = 0.078, SE = 0.171, Sig = 0.000*

5.2 afiusnena

MANaNsANYINUIN drudszaumsniseatnglduinsueundindud semsludminvay3
Tﬁ'm’mé”]ﬁ’fywwé"mﬂ'ﬂﬁﬁ'ﬁiwmnﬁqm \lesnanunisallaia-19 danansenudaselaverlduinig
FamonndostuauIdeues Baltas et al (2010) nuin msdndulavesfuilnaduogiuseldildsuuas
Rnsanfenedeiisuisndonauazandelonadus sae Yadeiflivinslianuddysesann fe
Frunrudusslumsneuaussnudesnis nefiglduinisaevidiannsornsdsiedusa uagldsy
nadnsfigniamdadiiiunisdede sudsdiannandswioaniumsaiunsszunlain-19 feaonadasiy
Burlea-Schiopoiu et al. (2021) wu1 @L%’U%ﬂm.l,aﬂwaLm'fué"qmmﬁl,ﬁmLLingﬂﬂumﬂﬁffﬁmsﬂ’mﬂaag‘wa‘mi
fmuns1A1 sUsEudaran uaznisanaudeslugasnisszuinlaie-19 Insneuinaniunisal
ungszuraladn-19 Yeo et al. (2017) ld@nwsiruaduazngAnssuveslduinsnisdiemsesulal uas
wuin nsdsdeermisinuueundindudsenmsld fuaudeutios Tasusegdlalunslélduinng e
AMLAZAIN WarN15UTENdATIA7

\iedszvinisanaeemygaiadvdiutszaunianisnainiddnswasenisdndulalduinig
neUndladudiems MnranisAnymu dulsraumamspaalusiumsioilsld uagiuanuaus dwa
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Marketing Mix, Government Policy And Public Health Standard Affecting The
Decision To Choose A Seafood Restaurant In Mueang District, Surat Thani Province

Of Consumers In The New Normal
Matavee Baothaisong', Siyathorn Nakphin®
Abstract

The decision of consumers to choose a seafood restaurant in Mueang District, Surat Thani
Province in the new normal era includes Marketing mix, Government policy and public health standard.
The objectives of this research were to: 1) study the importance level of marketing mix, the government
policy, and public health standards which influences consumers’ decision to choose seafood
restaurants in the new normal; 2) The level of consumers’ decision to choose seafood restaurants
during the new normal; and 3) Marketing mix, the government policy and public health standards
affecting the consumers’ decision to choose seafood restaurants in the new normal era. The unknown
population in this research was the consumers in Mueang District, Surat Thani Province who ate at
seafood restaurants. Data were collected from a total of 412 samples. The research instrument was a
questionnaire. The reliability was evaluated with the Cronbach's alpha coefficient of 0.98. Descriptive
statistics including frequency, percentage, mean, standard deviation, and multiple regression were
employed for data analysis. The results showed that: 1) The market mixes was at a high level, the
government policy was at a high level and public health standards at a moderate level. 2) The overall
picture level of decision to choose a seafood restaurant is at a high level. 3) The marketing mix
consisting of products, people, creation and presentation of physical characteristics, prices and
government policies were all factors that affect the decision to choose a seafood restaurant in the
new normal at a statistically significant level of 0.01 4) Multiple regression analysis showed the decision

to choose a seafood restaurant = 0.716 + 0.029x; + 0.434dx; + 0.102%, + 0.137x; + 0.126Xs .
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Y Y

' o

Uselgytisan15aiuay 91nNSNUMNISIUNTSUARIULINUT @rmUseaun1aniseaininanenisanauls
WWonldusnssuemsesvluud1Ayn9ans (Wichitpitakkul, 2018) Tagdrulszaunianisnainiuasons

snaulalduinisiuemsesulatdvesuslaalunnsunmmuvnuassenitnisunsssuialain-19 wWisuiey
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msandulalduiniituemsesulatnutladeussvinsaians (Taki, 2021; Dangpathio, 2016) na1111 Jady
dulsraunenisnainanusaaianssyslaidssadontsinduladendndusionnsld sgnausunmaund
JpUnvedlIAlAdn-19 viliifnuinsnisdenanitvesraesiguia Ssiesusuduuudunduresusznaunis
warfuslon daaliiasugiavgasd Meldvesuszrvwinaalduiuou SuhliiAansanidsteves
fuslnndssansznusiegsislunaneiiuil fussneunmsisiossvulunmsduiugsialiiinaegson
PnMInunInITefiiiunmuit uidednlngfnvdulszaunianisaaiaudnsifisadady
Fen Tasvansinwmugfuulouisvesiginilasiniseiag uenninssuiuntsiadulavesiuilnafidu
dsddnlunisiigusznoumsmsiuniesgsisazimuauleuiglunisdidualunisdnnisdessaaldnm
Anudesnisvesiuilan fudu nszurunsdndulatedunssuaumsneuiifuilanasUssdiudendedudvie
vinsdunsdlafenszuaunisindulavesiuslaafadulsslmidontsduiugsfalisyaunadusald

v

(Johnston, 2013) nanafa nszuIuNsandaulaniinadenuimelaseduanvsousnig siangfngsunisee

a a ' a

Fagiinnsuendeuiynnadus dwadennuiaelavesuslnadddvinasenginssunsdedunvie

1 o
[

usmsgiluswian (Armstrong & Kotler, 2018) Tnenszuaunsinauladeussnoudastunausiineg 5 suneu
fall 1) mesuitgmvdeanudndu 2) nsiasuamandeya 3) msUszdumaden 4) nsinaulade
5) WORNTIUNENSIN15T0 (Post Purchase Feeling) dumouwaniiusaudsilélunisfinwanuidesiaeg
Anusn Fedadeiidindmwaazudsuniaslunmaniunss Tnslanzegudsaniunisalsnszuialaia-19
Fadurngmsallvmifiintu Seilvenenmsfinunszuaumsdnaulalugaaudnill
Ffagaugioniiduiminidanuiivensionnnuneg fansssumi meseTRmans meaus
wazTanussan wazgelludsemsmatuigauanysal eemsiutiuuazeameia dewaliigsianivig
neanaodugsiafiddyiinseduneldlitufomintuiu fudu oddefuivinisfnndadodmlsyaums
nsnan wleuiwaady uazinasgiudiuassuguiinadonsdadulaidenlduinsfiuemnsialu
sunaiiles davingsugiond vesuslnalugarudniln Wiedudunuuuazyselovidmsugusznauns
g3faduemsnsialunsihluusuldfugsiaielvinseduingussasdilduinislugannuunilm (New
Normal) wazift el unuamadinsunisnausunagnénansnaIaredgsiaiuemaveia tieausn
noUAUDIANABINITTRI UTInAlAag1agndes warldidunwimeasulgsasimunituemisliazen

Yaeademuinsnisinwilsaladn-19 ieafeanuiulaliiuguilaannau
(% 3
2. ngUIzadn
2.1 wednwszauanudidgvesdadvdmuszauninimain wleu1en1nsy LasuInIIUA LAY

lumsidenlduimsiuemmealugaanuunilivivesdnnaiiios Jamingsugssnd

2.2 WieAnwszaunsdndulaidenliuinmsiwemnmaalugannudnilvl vesdunewdles Jminasugisni
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2.3 WeAnwdadvdiuszauniininain wleuien1nsy warainsgiunuasIsuaninaden1sindule

Wenlduimsiuemmealugaanulniivivesdnneiiios Jamingiugsond

3. AISNUNIUITIUNTIN UATNTOULUIAR WaTaNNRFIUNITIY

3.1 NFNUNIUITTUNTTY

3.1.1 Jadedauuszaunienisnain

W1IAAYDY Kotler and Keller (2016) Auuaauningvesdadedindszaunianisnain (7Ps)
vanefie Aaudsvieini esflennsmsnaindiaunsamuauld gsfainazianldsmiui enovaues
anufiswelauazausioanisvesgninfidunguidmine Ussneude

3.1.1.1 wanswust (Product) wneds dsilaueviegaataiitemuaula msdam nsldusens

vilnafiansavilsignénfnanufiansle dudifuisdnuuemenisnmuazguuuunmsTiuinisiingeuls
fuslaranunsodeduduaruinisld Gesailufivauddusodld (Armstrong & Kotler, 2018)

3.1.1.2 51A7 (Price) N13n1vunyar1ved uA1miauinisiuansateenuluguniieidy

'
=

FerjuslamasiUSeuiieuseninnnal (Value) vedduAvniausmsiusnl ndudvseusmsiaueilusini
fifuslnavonsufivrdnaulate (Rattana, 2022)

3.1.1.3 ¥84113n159 A9 18 (Placement-Channel of Distribution) 10 unszuiunis
iieindeudieduduazuinsaniuanludsfuslnanionguidmunesuaziiianssufidaslunsnszanedud
Usznausie nsaudiazmsiiusnenduiiands (Rattana, 2022)

3.1.1.4 mMsdaaumsnain (Promotion) tunszuiumsmissnunsinsedeaismamsaann
seinagie dane uasiieatodunsruumste dWedunislideyadngda vienendnifeatundnfasiuay
nsdvie satadieliiAndvinadenisudsuuiasmiude Waund ANNIAN UazngRnssuvesngudvaneg
(Khanom, 2018)

3.1.1.5 yaaa (People) nifnuiivhaudieneusslewdliunosdnanie Sedusmdausidmes
Aans fusvsseiugs guimsssdunans uimsseiuans wilnaw vty withu Wusu Tneyaannstduldi
Hudunaumanisaaneidanud iy iesnnidudfansumuuasy forau eduindoussansliiduny
firmsfinanagnsly uenandunumaneghmisvesypannsfifianudidny fe msdiufduiug (Khanom,
2018)

3.1.1.6 M3adisuaziiauednuaznenienm (Physical) dsiidusUsssusiigg faiunsa
veuvdesuilduarldiduindoastdsnuainvesuinig iunisadsnmamiugiuunisliuinsl

au15n3usiaals (Smartfinder, 2019)
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3.1.1.7 NT¥UILNTOONLUUNMTUINT (Process) tludruuszaunansnaiaiidianuddnun

Fosorfeniinaudifiuszansnm vdewnsesfleviuatelumsviliiAnnssviumsfianunsadsevuinisid
ANl desnnsliusmsinealuinasssnoudenanetuneu dduurazdunudessvanudenles
fueg19m (Kolter, 2003)

3.1.2 WlBUNBVRITFUAZIINTNITEISTITUEY

mmmia@mﬁzﬂ'wmm%wLLazﬁuvjLﬂiiﬂgﬁﬁmﬂwamwwm COVID-19 N529N539n15AR AT
mmmiaﬂmizmﬂiaq%wLLazﬁuvjmegﬁﬁmﬂmaﬂﬁwwaa COVID-19 Fsusznausne 4 Tasans AseuAqy
Usemwuuszana 51 &uau tnsussrmuudazauaunsodnsanld 11asans Useneude laseanisidianigs
Folvungivnsataimauiedy Tassmafiufddeliundiidesnaniurasmdedufivn Tasansauazeds
TasamsBaldasld uazlasanisisiwug (Ministry of Finance, 2019)

1ATFIU SHA nsueunsly nsgvTsassiguTINAUnTENTINTsuaziv Inomsvieadion
wiAsUszinelng (mnv.) Sﬂ"‘uLﬂﬁlaumisﬁLﬁmmmmigmmmﬂaamﬁaﬁmqmamﬁa Amazing Thailand Safety
and Health Administration (SHA) tdulasesnsanusaufioveansensnnsvieadisuasfi lnen1svieudiien
wisUssmalng (mvn.) uagnseninansisaaulnensuaiuaulsa nsueaulliy nTuatUAYNUINITAVN LAY
wihsaumasguazienvulugaamnssmiondion Inefiinguszasditelinsvesiisnduduniwesnnins
mvaulsn shlfdnvienfisntanlveuassisssmaldsudssaunisalfia darwgy waedulaluany
Uaeadedugueunsis 91ndudiuazuinimianisvieaiisrvesssimalne Ingtihunsnisanulasads
fuaIsIsugUNLINAULRIg IS IUI s au muesanuUsEneUns WeanAadBaLaz ety
nsunsszuinveslsalida COVID-19 uarenszduansgududnazuinisnunisviond srveslng
(Department of Health, 2020) Vi luanuni1sailaia-19 danansznunegsialusgrauin nsldsu

nsdydnuel SHA Preiinanudedulignduingsdu fedwemsnzaduiiaulavesuslaaduegiaun

v
LYY

At Feeslianuazoinuaziuinsgiunuivualuganfinsdsuladivesiuslnneg1esansy

ssiaueIMIEAdeuHTyTuANUTIIEAT vl na1efufeIUTuAITaaUBINOUAIILABINTT

vasgnAuwazInggsianseillulila dAeguuuunisusuivesiuemslinieuiu New Normal Tuga

]

1a39-19 W mstiuimsdssiuvsendneiiiuweundindulliusniset1s Grab, LINE MAN, Food Panda,
GET Judiu sdoindusumisusniiiounndrudenld msziduisineulandnginssunsldtinveseuly

gAlAIA-19 tansegaiian YSusuduuunstiuin1smueuinian1s iunedinuniuunsn1svessy dawali

o«

FrupmnIfe TuTeius I msasisnesnunsnsUesiulndulumudeivunauaisisaas teasns

q

AanudiulanuanuUaendeungnAuildusnis wu dumsn1snisiiuseeering nMsddadiuiugnaiunly

FYS

uimsluusiagseu MInsadansesingumngiignAneulduins uagmsianuazernsyendsgnandilyd

U
v v

a 1 ] < v a A 1 o v o
UINT NMTNIUTEULNNS LUURAY ﬁ]’]ﬂVIﬂaW’JiJ’]‘U’]\‘iG]Uﬂ’e]LUUEULLUUIM@JIUQQ New Normal nuA1TUIURAIU89

a 1Y)

$ruemnsneabiegsenluaniunisaifilandsmandiuingilaia-19 TuuuvesgnAiesidesUsungAnssunis

7
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T¥Fnmuiu Tnsanzidedesoonumudzdau nfulsemusmnsifunievhianssuuentiu nsUFon
AULLIMIYRINTEN T TugussnadudsiiFenhetuatinda tedostunsuninszanevedlsa s
ananudsdlunishndeliiunuesuassay

3.1.3 minaule

nsinduls nuneda nsruiunisin W1san wasnisdndulalduinisvesuslaalunisifenlduinig

[ ' U a

fnadAAaNSARaNlaTMITHAY NS MIUS NS IUIMNTNIS1IUABIE DM SIIaInaTY AN1TANLASSIUN

o

Y v a

arpnuuazdlusludud WegnArdadulaidendedentduins ndnnuguagndtegindui welignAiia
Anufianels wazidunisadoinnaninnisuing (Hemphaiboon, 2019) nsidendwmisainyiadonsingg
e Fafuslanvgdnduarnniaionsdisy vesdumuarusnisiiiegiade guslaalminisiessmielaiinig

v v v v
o

Fainvulutuneuven1suseiiiunaty QU%Iﬂﬂ%ﬁ']é’fvmﬁuﬁmasﬁmumLﬁmuwaama%awé’amnmnmz
wamuaznsUseiy uilanasdosinduladnasdeviel Tasitiluudriunsdndulavesuilnaasio
mwﬁuﬁnﬁ%waumnﬁq@ wigeatladsannsaind usenitaanuinistenaynssnaulade (Pochai, 2019)
uazn1aaduladie (Purchase Decision) vasnmsdssidiunamadenidsduiunouiifuilaadadulate
Taefulanazidenuslnaduiuasuimsiivssiiumadeniiinidfigadeduslan
nszuIunsndulatedudesiuilan anmnsofinrsannuduneusigg 1Hdu 5 funou Tasiduan
wnnsaineuivsdinisdedudaen aufamgnisalmendsainniste aunsnasuduneudiddsy fad

3.1.3.1 m3fuidanimudadnis (Problem Recognition) luqaL uduvesnszuIunsde Ae
msfiguilaansgnindadamniegnnszdulifiAnanudesns danseduanudesnisvesiuilanoiady
dsnsedunelusianeniednmsnainenaainsdensydunansmanaitonsequlviguslnainnmsesnis
g (Chalermbongkot, 2021)

3.1.3.2 M3Aumdaya (information Search) Wlar{uslaasusasdaym wazanudonisui
ﬁ%Lﬁmﬂﬁa&nﬂiuazﬁum%gaLﬁmau Lﬁaqdwaﬂiﬁa?qﬁ%mLamﬁuﬂzgmméwﬁ?ﬂﬁ aeiiinslag Avdn
wuilvdsdifutaiduilanfidandaey (Nukulsomprattana, 2021)

3133 msusziumadenlunisdndulads (Evaluation of Altematives) fuilaadeilal
annsadnduladenduivideuinmsluiui ilosanguilnadesmsmdoyaiuisuiiivuegiaue Wiomadly
wagmssauAEdasnsinian nsluduneuiiuanuesinvesinnsnarnlunisiesadrsanudediy
THARTulALY wardosadeanuduius i fd efsgalinguit munedsnsauaulaludduddely
(Nukulsomprathana, 2021)

3.1.3.0 m3adulads (Purchase Decision) fuilnnasdnduladondnsnsifiivivouniniian
TneiimuaAiRentuyanadull 2 fu ldud fauraiduuinuasimeaidiuay Seareduuinuasdnuay

sensinaulatedumvesjuilam (Chalermbongkot, 2021)
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3.1.3.5 W Ain35uMAIN1500 (Post Purchase Behavior) #&391niin154 audn Huslampaglasy
Uszaumsallumsuilae senazldsunnumelevdelinela mnmelaguilaaldsunsudsdofisnag ves
audiliiAnnstedlduieanadinuusilviAegnd el minliwelaguilnnenaidndedud/uing
tuq luadsreluuazdanadodeidosannnisuonsesiligndid edudr/vsnsdesasnulidae
(Chalermbongkot, 2021)
aguléin nspuiunsdadulatevesiuslaaikiunsiefinseiidvesuilag dymvieinnu
fioamsagnils Fsaudesnisenaunannusnseduine Wy Anufi MntuddnUssdunadeniaeing
#nduladnveviruermsiulvuinnnindu vieoradunsussifiuludssinnvesemnsiiguilandesnis
sgduUszu authlugmsdnduladenldusmsiuemsnziaiidniumzauiign Jsmsusuivesgsia
Frupmmanzanieldanunisaiundlvil fusznounisasiimsnamuiienisunioulunmsiuiieduingm
#199 finsdeanslunniginga 5ﬂﬁgqmﬁﬁmiﬁwmﬁﬂamwmmﬁqsﬁa%’mmmimLa Wiowfinyanlyiiugsia
Frugmnavgia wu Msldvaluladuuivlilussfi matauunanvodisiieg Wilaunm waziduiaiesle
manseanadelug uaﬂmﬂﬁ@’ﬂisnaUmié’qmﬂﬁmmzﬁﬂ“’fgﬁ“umiaﬂﬁzﬁ’ummgﬂumaq%’mmmimLa
Iaeaadesivanunsalundlug Wy nsdhwianuazeiawazAulanievetemTmea N1shuInIg
gndfaamsduita finssauileduunanresunisdsemmseeulat msdeasmsnisnaiaiituninigiu
nslitusmanuidunilvg wagarsdrnamginssunsdnduladevesuilnaiifivegsiafiuemansia
dieagldRanuguuuunginssunistenienisuilnavesgndnautimne uasiuiaunguuuumasidy
gifeliiaenndosiunnudesmsvesiuilanldegedivszansnmuaziinanudadulunsduiussioemis
neia MnnsUAsunasmesanesiomelulaniidelfAnauundlu (New Normal) SevhliAnnisusush
Tunnanadaielienduegls vinliuyudfesuiudsungnsniusnusineg iedestunuieslvivasade
Ldaazdunisise@iianyszdrtu nsdedulalduinis msididsay wiewiusnagsia taswgia n1sdnw
ﬁy’ﬁmiﬂ%’uLﬂﬁﬂquaﬂﬁiﬂuﬁzwgu wagumgAnssuaznaedungnssunnsianduiadinlmind e

v v,

AngAladn - 19 Ms3dniseuiddnd Weldisaiunsaerdisendnaninuindeunisivisundadiives

= ¥

7
ynegrevilvnywddeuseusiionssdinlulila Mellugaanuundluaddldvinisiwemmeiadsd

nszvIuNsinduladenulioudiu wilinudiAgyiuuinsnis New Normal wazauasoIniudy

=

3.1.4 uidenneadannganuladedudszaunienisnaia ulsureniaguazuinsgiu
AUAIE1NEY waznsandula

Hemphaiboon (2019) Anwnsdindulalduinissuemseneeiunaedamingynsaas HaNTITL

¢ v ]

NUIY FUHANNNAITAAIAGIUREAN U IUFLATUNITAAA LAZATUSNYULNNNLAIN NANAIBEENS

@

sndulaadusglusyavinn dmsvauuAgiusiuanuduiusvesdiulseaunanmnaiauinisuasdnaulaly
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UINMTIUDMITENTBIUAGDY NUTT AIUTIAT AMUAUATUNINTAAIA AIUYAAINT AUNTEUIUAISIAUIANS
wagAuaNwaEn e niinanen1sandulaliusnisiemisengeiunassaymsans
Homboonyong (2020) AnwnagnsnienIsnaInfiidnsnasrenseulunsinduladoveduilan

a v

dmsugsfafmemalalu nsalfnw Suemnsasiviuegemsnzg nan1TITenud Yadunagnsnig
nsmanndiddnsnadenszuiunsdaduladentduinisiuenmansituetsenmsneialunngay wudn
fanuiulusesuinn Wolansanusazdiu asnsaesdisuannanadeunnlumiien i s1unansw,
FUAIINEDL, FIUNTNUUSNNG, B1UTIAT, AIUNTEUIUNSTIIUSNS, AudaasunIIRann WAZEAYTIEA 1
oI NNIIINTIINUY

Kaoropkittiwong (2020) é‘fﬂmﬁﬁaﬁQ"‘U%Iﬂmﬂ"wﬁaﬁﬂuﬂwﬂ%u%mﬁ’wmmiuwwilGﬂumw
AuUnilae (New Normal) nan1s@nwinudn guslaafinisdnilsistadoiidsmanenszuiunisdndula
5 Jase I8ud 1) drwdszaumansaana (7P’s) SeUsznoudae nandast 10 viadise n1sduasunismann
nsruIuMIiuInTg wdnau dneaigniemenn 2) Yadeduiausssy 3) Jadenmedsny 4) Jadedruynnaa
waz 5) Jadun19dninen ﬁaﬁﬁﬁaﬁmdnﬁmaiuﬂizuauﬂWiﬁmﬁﬂf\ﬂ%’u%mﬁ’lummsuwLWm(‘Lunﬂ%gumau
dmsunzauundlmifliuinsiuemsynddafinszuaunisiadulatouas o feiidieivlunisld
Usmsfiwewdn uslmudrdaiu New Normal usiladlidutiadousng fasAdeddunmsdenlduinng
FruomsynLe

Runla (2020) Anwndaudszaumnisaanniidaanenisinduladendosmssunisiinaninsalv
F¥a1 wuin mmﬁwﬁ@maddauﬂixaumnmwamﬁddwaﬁiamsﬁmﬁﬂﬁ]Lﬁaﬂ%yaa’mwﬁumaﬁmmmﬁmﬂw
fypnlassmeglussiuiiunan meituaditansoaieauusslositensiesiiouasiussnaunisud
lupaiatnsalnsynn niasguazaiaensudndudecinnudAglunsatuayy wazisuwNugnsaans
ileairagniduesemsiumdlulssmalng safnsiudefilumsaianssiuemnsiumdlidiesgu
dafleinnudszme Wevhliemsiumalszmalvedugavsnanemsesinvieadisasiely

Sulistyo (2020) Anwinagysves SME Tunsadrsgsiafidediugadadn - 19 gga New Normal 910
yimesduUszaNyaNsaann SHngusrasdiiieiuanagnddsraumsnmanaiaiigsiaanunsa luldle
Tutaf i ydunisunsszuinveslain - 19 luggaundln nanis@nwiasuladn nagnsdiuuszas
N19AIAAIA 7P Usznausie wandaal 511 @audl n1sdaaiunisue nsEUILNg AU uagndngiu

manenn gelalasunisinluldlneauysal InedUsenaunisgsialy Yogyakarta nsAunuildedyauds
o & v - ¥ a aa o
AnuIdulunisusuuaieainegsianfuazdagu

'
a o

Treeranpet (2021) Anwranmaniunisaliazni1susudvesusenaunisiuemsluiuidiva

Qe

a1

N0 B1LNBLed JITnaIral Menasaniunsalladn-19 wudr Suemisiineldanaduvusialdine
Wi ilesandndudoslfIRnuid ws.n.andu luaniznisunsszuinaeddain-19 $1us1mis

FalyanunsalignAlssuusemuemsniuld dwdunsuudiduszneunislasinisuduiuaeusduuunis
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Tiusnslaglddadediulszauniinisnainneldaniunisel Covid-19 dn1susvandunu dnsandiuiu
ninnulusunseviudasuingavdniusalusiudu ananunainaievisildsuwnasingAunsini
gnn1 ilegsfaamnsasliunisdeliuazaiiaeliquiienseuniilaegislidaauluga “@Inguwuing

(New Normal)”

t%

Abdullah (2023) @nw1a Qﬂi mmmqmwmmaqmamaﬂsumumimaﬂwdu‘mwmm COVID-19

q

[y

m&ﬂé’amumﬁzﬁﬂﬂﬁiw M?Wﬂﬂﬁ”a\?ﬂLW’e]ﬂﬂ‘l&}’]Nﬁ‘?JQﬁﬂ’ﬁﬂi“mlﬂ/ﬂﬂﬂ’]i(ﬂﬁ'W]G]E]ﬂi”U’]Uﬂ’Wif;f@ﬁusL’i]%’ﬂLLa”

meﬂaﬂumiﬂmmaqm‘uﬂm‘wammmEﬁ,mamumm"dﬂsﬂ‘mmaﬂmmmammmm‘lmm 19 HANSITENUIN
Aanse é’uw'mmwmmuwaﬂikuaEJNuuamﬂmmm”mumimaﬂwa wazusegdlalunisAuasesduilam
Aflwaguiu agrslsfinn Tununansenulusgdviunansdmsuusegdalunsduasesiusinasennuduius

i%%?’]ﬂﬁﬁﬂi%@u%’]ﬂ N13IAAN LLazﬂﬁ%UQUHWiWWﬁUELQSU@

M15197 1 AFUNITNUNIITIUNTIULAUTTY

o ulguenasy " -
L’%aqﬁﬁnvq {jﬂﬁlﬂﬁgu‘ljigﬁll LRSS ﬂ'ﬁﬁﬂa‘lﬂf\]
nenseane | * wanldusnig
Fussnsagy

Runla (2020) v v v
Homboonyong (2020) v v
Hemphaiboon (2019) v v
Chalermbongkot (2021) v v
Nukulsomprathana (2021) 4
Smartfinder (2019) v
Armstrong and Kotler (2018) 4
Rattana (2022) v
Khanom (2018) 4
Kolter (2003) v
Ministry of Finance (2019) v
Department of Health (2020) v
Sulistyo (2020) v v
Abdullah (2023) v v
Kaoropkittiwong (2020) v v v
Treeranpet (2021) v v
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3.2 NSAULUIAN

@

IINMINUNIITIUNTIUR e LA vuansouwwIAAlunTITelT dall

Jawdrudszaunianisnann

1. PUNARD

2. ANUTIA

3. AUTDINNTIAINUE nsandulaidanldusnis
4. UNTELESUAIIRATA M ua1snzLa

5. yAAa 1. Su3taAueABINTg

6. NAS1LAL AU NBEUENIINIEATN o 2. msfumdoya

7. NSYUIUNNTODALUUNITUSANS

3. Msuselliuranagen

4. nmyfndulade
ulsueniaiguazunasgu 5. AnudAnnnendansde
Y

AUAIFITUGY

AN 1 NTOUMNAALUNNTIFY

3.3 AUUAFIUNTIVY

3.3.1 Yadeiladudiulszaumensnanaiiinasensdnduladenlduimsiuemanzialuganiy
Unilvsivesdnnailiosgsnugiond Jmingsnugiond

3.3.2 Yadvveniloutgnaiguazinsgusnuamssuguiinasonsinduladenlduinmsduems

neialugaauunAlrdvesdnneilogsnugiondl Jmingsiugisndl
ad o = a o
4. 935M1LUUNTIY

1w '

4.1 UYsgunsazsngunagng

v
v

Usguns3deas el baun fuilanludnnawdes daningsiugisnd Mldvsnissiuermsneia

TngUsernsifeluadaiifunuulinsudwauvsseng (nfinite Population) nguiaegauazvuiaiaogis
338 Mansiwamuuangusiiegislunsdidusuulinsudwaudsgwns (nfinite Population) v89 W.G.
Cochran fuaild $1uau 384 au lasfmuaseduaiandeiu fosas 95 uazseduamnuAaLARoU
Yoway 5 MNMIAUNgNTIgldT LTI N0g1WNTY 384 Fpg iledasiunuianann

Ya o =

lumsiiudeya waziielinisideluaselimnuundedenintu dideisldiudiegaisnun 412 deens
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Tadediulszauninisnaa uleureniasy uazuInsgIUMUEaISI TG

Wesniutieanuianainlunisiiudeyauazaulidauysalvestoya wuin Jayada 412 ¥a fAx

auysalannsaaswsilanely

4.2 malANSUAIBEN9
FHeasellondenanainuyrvzdu (Probability Sampling) Wnenisdudiegnauuudugdl (Stratified
Sampling) lnedin1sfimuanisidennguiiegenudadiudnuiuiemisnsaluusagdine Weuiuiiuiu

NAUAIRE19ABINT

4.3 Maiusmsindaya BAATH n1sudans

4.3.1 weslafildluniafiusiusudayanisise

wesioluntafutoyalumsfinyifoifiusuuasuniu (Questionnaires) Usenaude 5 now dall

neufl 1 doyadiuyana Usenausioma ey antunIwausa seAunsAnw 918w s1eldiade
sotiou flegendelutlagiu Susmsvzialusuaaiiioasugisdiviunelivins

nowdl 2 Wleueniafy Usenoudie 4 Ussifiu uagansgiusiuasisaguiidiwadenisdadula
Usgnausie 18 Useiiu

noufl 3 druUszauN1INITAAAT dnaren1sAndula 7 MuUs Ae nAndwsl 3 Ussldu 51a7
3 Uszifiu Yoamsdndiviing 3 Useudiu msdaalunisnann 3 Useidiu yaang 3 Ussiiu dawandeumng
BN 3 USZLAY KaZNszUIUNTUINS 3 Ussiau

noudl 4 msdaduladonlduinisiuemenzialuganinuunilu 5 dauds Ao nsusds
a3 3 Useiiu msdumdoya 4 Ussidu msUssidiumadenlumsdnduls 5 Ussiiiu nisdnaulede
3 Ussifiu Anudinnendamste 5 Usuidu

moufl 5 TeausuuzLisLAY

a o

ﬁy’nﬁmdﬁianﬁalé’shumwmaaummLﬁmmu%dLﬁammﬂﬁmmmqw WU 3 MU lnensmaail
AuAenA&es (Index of Item-Objective Congruence: 10C) iilefiansanisnunnwestora efiinausily
nsfansanan 10C wuin Anfisansadaiemiansingu 1 inndn 0.5 Feanunsadluldlg sanduidily
neaaald (Try Out) 31u7u 30 YA Wienanins s anALies (Reliability) faenisnaaeuanduyssans
waaasaulaA (Cronbach’s Alpha Coefficient: QU) Ifeaudeiuvesuvaeunusisatuwirfy 0.964
Funsnadeu

4.3.2 n1siiusrusaudoya

v au v s g

Wivdeyametinideies lnensdnmlnense gidedafuitegaiaonun 412 feee nesiiunisds

WUUARUNINAMIEEIAnIeA19151AR (QR code) Tindusiagemediomsaunnasinguseasivesnsmide



390 A13EITIMYINTTIANT ARINIABINUANEI 18511 TN 10 adud 2 (2566)

Journal of Management Sciences, Suratthani Rajabhat University Vol.10 (2) (2023)

nasnIudnuazveaLvuasuanlinguitet1msuii eliiinaudle uazifudeyaseulalasly
wuaeuawmesulatl ievennusuiiegnglivinsluiuemnstisneuuuuasuny

4.3.3 Fanevidaya n1sudana

ihieyafildunussinanalagldadiiesesinmuingusvasduasniside il

4.3.1 foyailaduaruyana Usznousie e szaunisiinen 1@ seld/dou Wudeya Nominal
Scale uag Ordinal Scale Ml zvidoyaldaiAinaniasnud (Frequency) wazAriosa (Percentile)

4.3.2 ulgv1801ATTUALIIATTIUAUANSITUAY dIuUTEaNN1aNITnaIn (7P) Ao winsimel 31A1
oM IIATMUIY MIAUATUNITIAIR YA N15aT LT NAUBRNYEEVINEATN NTLUINTEBNWUY
N13U3Ns waznsandulaidentduimsimemmealugannuunilnivesdneiiies Saminasiugsond
Fadutoyauszion Interval Scale Aiaszilagldaiflasmenadsuazadudonunnnsgiu (5.0.) dnuas

mauluninsinduunseau (Rating Scale) aaunuseauanudrfylnowdadu 5 szau fadl

MN5199 2 LNanIS ALk ULkagNswlanIy Likert Scale

Lnauai lAAZLILY Aade n1skUanunUNg
5= mm?izjm 4.21 - 5.00 @ “zgmﬂﬁqm

4 = 3110 3.41 -4.20 dfun

3 = U1unans 2.61-3.40 dfgyUunans

2 = oy 1.81 - 2.60 dAgytion

1 = touiian 1.00 - 1.80 ddnyiioeiign

fwn: Phetrojch (2019)

4.3.3 dviwaladeniinasonisanduladfentdusnsiiuemsvealugannuundluivesgneliies

g3yl Yndngaugsondlaedudeyauszunm Interval Scale Tinselagldadia Multiple Regression
5. HAN133BUALRAUTIYNS

5.1 Nan13338

5.1.1 Yoyataduduynnavasgnaunuuaauniy

ndeyagnauwuvaauay dwlngilumands Sovay 64.81 fegsening 20-37 U Sesaz 60.44
fianunw Gulan Sevaz 73.06 dszdums@nwegiissiuIyaes Sovas 57.04 TorTngshvdud Sevay

91.02 figlaladerafiaunini 15,000 um Seway 43.45 endeludwminginugisiil Sevay 97.33
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Tadediulszauninisnaa uleureniasy uazuInsgIUMUEaISI TG
5.1.2 uan1sianzidayadiuussaunienisnain
naMsiAszideyadiuUsraunInsaaaTinadensinaulads nansdnu finsed 3
MTdl 3 uansriads wardndesuuinessudulsraunanseaaiiinasenisdndul
Tady Ay | Andeauuiasgiu | sefuadudndy
1. Aundnsio 4.37 0.01 1nitgn
2. MMUTIAN 4.28 0.07 1niign
3. MUTBINNNITINTINUNY 4.28 0.06 1nitgn
4. MUNTAUETUNINAN 3.38 0.66 Yunang
5. AMUYAAR 4.30 0.04 1nitgn
6. HMUNTATUALUNAUBANYULNINIEAN 4.24 0.05 uniian
7. FUNTEUIUNITOBNUUUNITUIANS 4.21 0.13 1niian
ARAET 4.15 0.34 N

v A

9AM5197 3 seduaudRnAnfudulszamanisnain Taesamegluszdunin Wefiansan
Dusediu wudn Sundadae fanuddyeyluszduuiniign (X = 4.37) wagsunisdauaiunisnain
firnudrfnyeglusziulieniian (X = 3.38)
5.1.3 uan1sazidayauleunsniady wazunnsgIuiuasIsagy
nansilasziteyaulouiemasguaznIgIusuas g damadanisindula nan1sdnw

AN 4 Fatl

A19197 4 wansriade dudsuuunnsguuleuien1asy karainsgiunuassagundwaionsandula

Uady ALade Andeauunnsgy FEAUANEIATY
wleuenasy 2.77 1.32 Uunans
UINTFIUAUATITUAY 3.95 0.08 1N

374 3.73 0.69 an

AT 4 sEAUANNEIA YA N UulEUI8A1ATY WABUINTTIUATUATISITUAVN dINasD
nsdndulalagrineglusgduiin uaenudnunsgiuiuassugy danudidgseauinn (X = 3.95) uag

wleuenasgianudidgyseauliungs (X = 2.77)
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5.1.4 namslanzidayanisanduladenlduinishiusmmeialuganinuunilvl

U

‘NI v v a A Y a ¥ at 1
A1919% 5 sgaumsdnduladentdusnmsiuemnsmzaluganiudniln

B g ANl A
Usziau ARAY szaunsinaula
WINTFIU
@3
1. funsSuiienudentg 3.76 0.81 1N
2. MuNsAUIYeya 3.81 0.71 11N
3. unsUszidiuNanIden 4.14 0.06 170
4. prunsindulaie 4.19 0.15 11N
5. fnuUANNIANNENAINTTe 4.04 0.21 1N
ARAYII 4.00 0.44 11N

MnNd 5 seRuanuAndiuAsaiunsinduladenlduimsiuemmeialugaradndl
Tnesweglussduan definsandused nui dunsiaduladolidiadounniian (X = 4.19) sos0
Ao Funistssliunanaden (F = 4.14) Aruainuidnniendanisde (X = 4.08) dunisdumdeya
(X = 3.81) uarAUNITTUTIAUABINT (X = 3.76) muafu

5.1.5 nansesizideyarilanaseuauuigy

nadAsIzsideyailonaaevatuiigiu lasdinsevirnuduiudvewinuusitfinm e wlouisvessy
(%)) WIATFIUAUANTITUAY (X)) ATUNAAS U (x5) ATUTIAT (Xg) YBINNITIATINUNE (x5) ATUNTITANETL
N398R0 (xo) AIUUAAG (x;) HIUNTTATIUALUNAUDENBULNINIEAMN (Xg) WALAIUNTEUIUNITOBNUUY

MIUINS (x,) wazn1sindula (v) Ineldmsdiasizrinmsannsensan (Multiple regression) Asmnsnsiatuil

m5197 6 Model Summary

Model Summary

Std. Error Change Statistics
R Adjusted R
Model| R of the R Square F Sig. F
Square | Square df1 df2
Estimate | Change | Change Change
1 850° | 722 719 .23530 722 211.199 5 406 .000

v a [ ¢

a. Predictors: (Constant), A 11N1585194a5 UNAUDE NBAUENINIEAIN, UWLBUIEVDIT, ATUNARAS W,

AIUYAAR, ATUTIA



A13EITIMYINTTIANTT ARINIABIIUALE 3199 T571 U 10 atun 2 (2566) 403

Uadedauuszauninisnain uleuraninsy wazanAsgIUAUEIS1TEY

n199 7 Tadeniinasensdnduladentduinsiuemsmsaludinaledmingsugistliveaiuilan

lugaanuUnalvg
Coefficients
Unstandardized Coefficients tandardized
Coefficients t Sig.
Model
B Std. Error Beta

(Constant) 716 114 6.269 .000
uleu1890453 (x,) 029 012 065 2.444 014**
UINTFIUGUETITUAY (x,) 016 034 019 473 637
FUNBAA I (x,) 434 021 598 20.258 000**
FUTIAN (Xq) .102 .033 117 3.094 .002**
YOINNNTIAINAUY (Xs) .099 .052 109 1.907 .057
PIUNTALATUNITNAN (X,) 077 019 159 3.973 023
ﬁ’]‘lﬂgﬂﬂa (x7) 137 .030 .169 4.484 .000%*
PIUNTAT AU LAUD 126 032 150 3.890 .000%*
ANWULNNNIBAN (Xg)

R = .850, R? = .722, Adjusted R” = .719, SE = .23530

**ggaultlodingneadnnszau .01

ANAITNA 7 WU Fandsianusaviwnensdedula Y laeFesanuinlutes Taun arunandua
(%), AIUUAAR (x;), AMUNTTATIUATUNAUDANYULNINILAIN (xg), AIUITIAT (xy), kazuleuIevaesy (x,)
Tngdakdsne 5 fall aunsasdeiuviuienisanduladenldusnisiiuemisnsalugannuundlaives

gnalieddsugionll Jminasugisnd lnesi (v) lddaduseeas 71.9 (Adjusted R® = .719)
aumiﬁuuagméﬁﬁ
Y = a4 a;X; + 33Xz + agXg + a7y + AgXg
aumslusUuuuazuuuiu il
Y = 716 + .029%, + .43, + .102%, + .137%; + .126xq

aunslugULuuAzuILLINSEIU fadl
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HanmsnegeuazUladn 1) Jadeussaunianiseann Aundndoe duyeea sunisaiaiasinEaue
SNYULNNNIEAIN A1UT1AT kazuleuigvessy Ianswananisanduladenlduinisiuemsveialuge
auUndlvvessneiiies Sminasugiond a seduldudifyneadaiszdu 01 dausutemisnis
IR FUNTAUASUNTIAIN KATATUNTEUIUNITEONLUUNISUINMSWTBVENadensdndulafenlyd
uimsiemsveatugaruUnilnivesdinelles Yaminasiugisnd 2) Jadevesuleuteniady dnasie
nsdnduladenlduinissuermsnsialugaanudniluivesdineiles Jaminasiug sl ualudu
ANudIRUenIIUA A suaulilidvinanadensindulalduinsi e snsialuganuun@lng

Y039 LNDLE DY ﬁ]ﬂﬂ?@]?ji’ﬁf}{]ﬁﬁ’]u

5.2 aiiusea

Mnmsideiesdadefidnadensdnduladonlduinmsuemmeialusuneilies Smingsugs
snilvesuilalugannuunilvl annsniiunefunenanisisenuinguszasdldsd

5.2.1 MNNaN15ITesEaUANLEAyvestadeduUEaun1inIsnan uleuieniasy kasunsguy
auanssuay Tumsdenlduinsiuemsvealugannuunilnivesdwneiies Imingsnug sl wui

| [ v

drulszaunen1snann lagsauianudiAyseaunin LQJBW%’]ﬁﬂMLUUﬁ’]EJﬂ’m WU muwammﬁm

o

¥

Lﬁuﬂﬁ]ﬁ?ﬂ%Ni%(ﬂ‘l.lﬂ’ﬂllﬁ’lﬂm(ﬂ’e]ﬂ’]'iLa’e]ﬂI‘ZI‘Uiﬂ’lii’]u’e]TW]i‘VIuLall’]ﬂ‘Vlﬂﬂ LATAIUNITALATUNITAANA

<) [ o w

Hutladefifsefuanuddgsonisidenlivinsuemadesiian aenadestulnAndiuszaunisnan
U315 (Services Marketing Mix-7Ps) w84 Jaturongkakul (2009, p. 70) na138e ndnsaui (Product) @ 4la
dmilsitnausuinatn ilonouausinruionisresgniuagdosadunmen (Value) Wiindunisang
U%ﬂﬁLﬁ@TﬁU%ﬂﬁﬁmmmm HUs2NauNTAoIUTuLAIuT NS UANNABINITURIRNALANIE T8 LAY
fiadasnanmel (Value) TAnTuse Favhlsigfuszneumsanilvalinnudifguesemsnsiaandidessinnm
anlvy daaAmialaruins ﬁm’mua’mmmmadLméa’lmﬂﬁqﬂﬁ’nﬁaﬂé"q iamﬁmmiﬁaéaagﬂmﬂ way
ANNAZRIATIRIMNT wazaduanuiisnelaliiiugndila aenAdesiuaideves Sathol (2019, p. 9) Anwl
nsaadulataanlduin1s U M ITNLaveIUTEYINTIINTAUATAISTINTIY WUl Uadudiulszan
namsnaia guilaalianudidglus e vesnisuanssiedsdaauinnian diutadodiudszan
msmsaandiguslaalianuddgiesiign Ao Funisdauaiunisnisnain wazaoandesiunuisoves

o

Hemphaiboon (2019) Anwsesmsindulaldusnissmemsensesunassludminaynsains wuit Yade

P v @

dauvszaumanismaafifuilaaliauddguinian Ao fundedus uagsudiguilaelianudidny
ﬁaaﬁqﬂ Ao AunszuaunsIiusnis wilidenadostusuiseues Boontharm (2016, P. 3) la@nwi3es
msldtladvdmusraunismaalunsinduladesmadiiasuurudeesuilng namsfnvinudt fuilan
Ttadeduuszanmanainlumdindulate ewnsduasuuudwesiuslnadumsduaiunisnanegly

JEAULNTIEN
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WATFIUFUANITNAY TAnuddnsEa U 18991nuATHIUALAS TUAYU A LA D
doatunsunsssuiaveaudelsanazasaisnuiulaliiuguiineld Tnesnnsmafiadrennusulaliiy
fuslandrulmydu Wun nmsaaldntnineusovnsilduinamszannsaanmsuninszevoadelsald
Wy 91nnsleanmionsyany waziuensiiuinsnsasisugulusunsdaliiniadi-eend daiau
wiengnamzdouduareen Adiwananuuesanigluimems dsamnsnanloniaiiarldfudonnau
soutald dauluesvesauazenn dalifigauinsdadiodsayviouoanssedian 70% luuinadui
UsMsaneg dr¥ruemnsaunsasnvanuazetnnigludtu Inefinsvhanuaremedsaiianenatounas
wdan1slduinisvesfuslan Aszanunsaatrennud esfuliduguilaale deaonndeatuauidoves
Petchwaree and lekmas (2021, p. 9) M3ANYIAILUTTAINITAAIAUI AT LT NEDAYI8 D195 UNAT
anumanllain-19 nadidnu$uens guuleTlur o7 Iinanh nsdnauladeemsdiu SHusmsdiu
To3luy 98 vamunisallain-19 duiadeiReatuunsmstosiulse (ade-19) fdwmadensindulade
wuin dwluglaanuddgy Taun Sudinistesiulsaszuinauniesnisdesiulsn usseniAvessudau
azennunasmstesiulsa uaziinsdngunsaliitednnsesmunnnsnistiosiulse shlsluguaimuazaiiy
Uaonsevesomsdiu wazazmnlunisliuing duenuianelafuinnsnistiesiuluiaaniunisallse
sz (1A70-19) wuan drulungrsutsdanunelalunislesiulain-19 anuninsnisdesiulsaszuin
(IA3n-19) s¥aunn waliaenndediuaideves Toemkiatphaibul (2021, p. 54) wuidn Fuslamdlngfli
anuddglusziviios innglaildFaniinnuiulalunng iesnsilddnnsussnaldaninguduilaa
werhiliedhifmasmsfiansotaslunsiufimnisunsssuiauasuonlaass

v a o o 1Y

wleueniaseiinnudAyseauvliunas ey uilanelasuunsnisyieniennlasinis

o«

“AuarA3e” “Lsnileanieiu” “u.33” wag “lasanstldoela” uwilunguifasengdiulng laaunsadnia

WININITPIBRVRITFLR Nellonatioaunannanugenniunisldaunsallunistuduans wassvesiafdes

o w

ailns onumsnsmaliudduindnsndnde daunasnmstieimteundusznaunsiuemisdiasldl

o

wmsmslaansesiuinniin fedsdasiouliifuingasdesdumsmantamielungudiildsunanssnuuas
nauUTIzU WU naudgeorgliinduidieliiAnauminfouuas ity aeandostueuiteves
Chobpradit (2020, p. 11) ﬁlﬁﬁﬂwﬁﬂqmiﬂfjm—w danansgnusonT1siUAsuLamIadinL NuUd1 1I9SNS
Promdedeeniifuimueidnaliildsunanszmuananiunmsallsaszurelaie-19 1§¥unisaemde
Benanizuadueinann wifdmuinssrsuunguliamsadfdeya lnsmzngulszvsuidu
nauaugefodulngiannsaldssuudunedidn magldfianuinedui uagdnuansq masmsvesiguia
Aot Ae luanunsonevaussmudesnmsiuiasewesldsunanssnuisnun

5.2.2 3nanmIdesgaunsanduladeniduimsiuemmeialugannulndlrivesduneiiios

e

wringsug s wudn lnesiusiszrumsindulaegluseduinn Sesdduainuinludes loun nsdadula

v '
' a

FoiAnaiennign 70989119 UNTUTEEIURANIGEDN ATUATINIANAETEINTITTD AMUNTAUMTRYLA Lay
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ANUNITTUITIANABINTANAY Feaenadostuauideues Prampree (2019, p. 10) léFnwinszuiuns
dnduldlumsidenlivinmsdionissuladvesssnnnouiiesdmianganmmmuns wui nszuIums
anduladszavanuddgedluseduunn Ussnnsluseauanudifgiunssuiunisandula aunsenings
ArFeans Aunisdumdoya sumsussdiumaden dunsiaduladonieuinisuasdiuns Usediu
mevdamsde Tnsdwlngussrnslunnoudonsanmumuns fanmiiuiinsidnfannudeanisdeens
Lﬂum’méfadmiﬁLﬁmﬁﬁumﬁﬂuﬁaﬁLﬁm’mﬁ?ﬁmséjumauaﬂ Wy de 1Tudu fannsedulvinsgnindeany
F99N19 LazARAAABINUIIUITEVDS Saiphet (2017, p. 5) ladnwinszuiunisindulanisidenlduinig
Suonslungammamuns WeRinsandadesunmsuseifiunamaden wui UsznslungammamiuasTi
AnuddAsatunisdaduladenlduinnsiiues Tneswuluseduunn uwildaenadestuuuifnves
Wongmonta (2011, p.192) l#naafi nssuaumssndulavesiuslnat nisiifuslnaasdedudlndudnis
ﬁuﬂxﬁadﬁﬂizvﬁuﬂ’liﬁ%LLG]IT\MLéuﬁuiﬂﬁ]uﬁﬁﬁﬂUﬂaﬁéjﬂﬁﬂﬂﬁimﬁauﬁ’]LLE.%I’.J Feannsafinnsandudunou
Iifausnmsuesiiulam mswawnagly nMsuaanaeuen msvssifiumaden nsdadulede fauad
5o Fefuslnasinassosinaulalunadensine vesduduaruimsegianeluiinussdriu uiidesan
nam$fenuin nssvumsdnduladeldlfizungaduduluaudsiruaindannildldauduga iesann

misindulaeiidnadionniign lnenguilnmzidenteduivielduinismudeyauazdedninvesaniunisal

= v v

Fadusgneunisanunsavanudilanazididdnlavesduilag wazaduanueesniuresiuilaaiasd
UsvAvBnnesty

5.2.3 Mnuamidetadudinuszanmenmanaa ulsuieniads wazunssuiuas1saguiinase
nsfnduladenlduimsimemmsnealugannudnalmivesgnedios Yaminasiugisiil wuin Jadedou
Usgaun1an13natn Usenousig AuNandue d1uuana #1585 194asULaURa NYUENIaN18AIN
aus1A waztadevesuleuieniasy duarenisdeduladeniduinsiuemmealugannuunilves
gnewindas g $5nil Jamingsnugsond denndesiunuideves Panya (2019, p. 74) Anwiladudulsean
mamsmameeulatififinanenisinaulade wuh Jadudwussaumsnarainoaulat Usenoudonansosi
Frusan Frunnssnvianadudiuda wardadedunisliuinsdiuyena dwaronisdadulade
usi llaenAdesiuauiIdeues Chiwchawna (2018, p. 50) laAnwisdndnavesdrulszaunanisnalndInsy

a

§3A9U3N5 (Service Marketing Mix 7P’s) fidswasianisandulaidenlduinisiueimsaiinaundinves
Austna nudi dulsvaunanisaatnsuninauglrusnisuasiudnyaesmennlidmwanensanauls
THusmsfisuemnsainiaundiln dwsuromanisdadming funisduaiunisman funszuILns
PBNUUUNITUTNNT hazuInsgIuiuassaguliidnsnadonisdnduladentduinisiiuemmeialugn
ANuUNAMresdnewies Jmingsnugionll dennfesiunuideres Homboonyong (2020, p. 70) fiwui
Hadeduromisnisdadminglifidvsnadenszuiunsiaduladofidsmadenisinauladenlduing

FUDIMITATIVIUBND I TNELE LALIADAAADINUIUITEURY Lumpakdee (2012, p. 28) Anwitadeil
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ansnademsdnduladenlduinisiuemnsuriiduesiuslaaisviauluwansannumunas wuin Jade
drulszaunIsnaIne LA TAsIUIY Frunisduasunisnan wazsunwanuaiduddudledefifinaiu
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Image Affecting the Loyalty of Food Consumers in the San Joa Market, Surat Thani

Province, Thailand
Boonrirk Boonkong'
Abstract

Due to consumer preference for freshly cooked food, the street food market has a huge role
to play. The purpose of this research was to study the level of opinions about food image and image
affecting the loyalty of food consumers at San Joa Market in Surat Thani Province. Data were collected
with questionnaires from 400 Thai food consumers, aged 18 years and over at San Joa Market in Surat
Thani Province. The samples were randomly chosen. Data were analyzed by frequency, percentage,
mean, standard deviation. The data were analyzed for the brand image affecting consumer loyalty with
a Logistic Regression Analysis. The results revealed that most consumers eat noodles/Lhong
Tong/Khanom Jeen most often 1-2 times a week, spending an average of 101-150 baht per time, often
consumed Monday to Friday in the form of dine-in and take-out. They normally go to the Market with
friends. The reason for choosing to consume in the San Joa Market is the variety of food types.
Consumers have a high level of opinions on the overall image of food. Factors that affect food
consumer loyalty include uniqueness and creativity, which had a statistically significant positive
correlation with consumer loyalty. It showed the chance that consumers will come back to buy or eat
more. For those who did not come back to buy more, they were tourists. Policy recommendations
include the Eco-friendly Food and Packaging Policy and the Street Food Identity Policy. This research
focused on the relationship between food image and consumer loyalty. It will be valuable to develop

each aspect of the food at San Joa Market in Surat Thani Province to be the image of the consumer.
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1. Introduction

The abundance of resources in agriculture in Southeast Asia makes Thailand have high
potential in the production of fiber foods and other kinds of food. Thai government is progressively
focusing on the food economy as a food source for people in the country and as a source of income
for export. It can be seen from the campaign called ‘Kitchen of the World” how it influences the
number of markets in every local area. Besides, the market areas can be used to organize a variety of
activities and interactions between people in the communities, especially, venders, small
manufacturers, students, travelers, and hawkers. Moreover, the markets also illustrate local food
culture, the local image, and support the employment in the country. The Thai government continues
to pay attention to this campaign and supports street food projects in many areas around Bangkok
(Department of International Trade Promotion, 2018).

Surat Thani Province is the 3rd most populous province in the southern region of Thailand. An
average monthly household income of the population in 2019 is 23,490 baht. The province has a
potential in tourism which attracts both Thai and foreign travelers. Food culture of the locals can be
illustrated through the restaurants people choose to eat in 5 periods of time. Starting with early
morning, the hawkers and street food restaurants; Then in the late morning, street food restaurants
nearby the office and canteens; In the late afternoon, fruit carts and coffee shops; In the early evening,
rice and curry shops; at night markets and food stalls for takeaway; Lastly, in the late evening, rice
porridge restaurants nearby the residences. This kind of food culture accelerates the food business;
thus, the venders choose to install their restaurants or food stalls along the main roads in Mueang
District, Surat Thani. This kind of market represents society, lifestyle of the locals and the local culture.
(Surat Thani Municipality, 2018).

The San Joa market, also known as ‘ Talad Torung’ is a place that demonstrates the lifestyle
and culture of the locals. It is a night market where people can enjoy walking along the street that
displays a variety of food and various kind of products. The market has the same characteristic as
Yaowarat Road or China Town in Bangkok where a lot of San Joa are established along the street. The
San Joa market will be crowded from 4 PM to 10 PM every day. Even though, most of the foods are
sold in the carts or stalls along the street, the quality of food is not different from the food sold in hi-
end restaurants and is very delicious. The management of the San Joa market requires a good image
to create a good experience as well as a sentimental value to influence consumer loyalty. A good

image consists of fame, identity, quality, taste, creativity, hysiene, diversity, nutritional value, price and
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packaging design (Rocharungsat, 2018). If the San Joa market has a good image, it will create a
relationship between consumers and the market which will result in repurchasing behavior of the
consumers. Consumer loyalty can be explained as satisfaction or repurchasing behavior or habitual
use of the service which consists of the positive telling and repurchasing action (Watchana, 2017).

Street food is very popular among local consumers and tourists from all over the world visiting
Thailand. Thailand has the best street food city out of 23 cities around the world, as ranked by Forbes
magazine. The key factors that make street food popular are delicious tastes, affordable prices, and a
variety of menu options. It is convenient to shop as many food markets in big cities open from early
morning until late at night. Therefore, consumers can buy every day in their daily lives. San Chao
Market, Muang District, Surat Thani Province, opens from 3:00 PM to 10:00 PM in the downtown area
of Surat Thani City. It is an open market with many entrances and exits. There are a variety of local
foods with good taste and reasonable prices. Consumers are working people, housewives, students,
and students as well as both Thai and foreign tourists who like to buy a lot of food in the San Chao
Market.

However, the survey results of the Nutrition Society of Thailand under the patronage of Her
Royal Highness Princess Maha Chakri Sirindhorn found that many street foods have average calories
and fat per serving that are up to 33 percent higher than your daily calorie intake, with high sodium
content, contaminated with pathogenic microorganisms in amounts higher than the standard values.
The concern from the above report is the issue for the person in charge of the shop operation in the
San Chao Market, Muang District, Surat Thani Province. There was an interview with the Supervisor of
Sanitation and Environmental Health of Surat Thani Municipality about the plan to develop the market
to be clean, convenient, organized, to increase the safety of consumers in shopping for food and to
develop hygienic food, especially during the outbreak of the COVID-19. Traders must place raw
materials for cooking in a clean, tidy, closed container. Trader should wear gloves, and a mask at all
times, wear clean clothes, use appropriate packaging in order to create a good image for consumers
to be more confident in buying food from the San Chao Market, Muang District, Surat Thani Province.
Moreover, to encourage traders to think of identity, create the distinctiveness of their restaurant's food
for consumers to remember when buying food from the San Chao market, including giving importance
to the creation of food items for the elderly as well. In addition, the agency also has a policy to
increase the number of food vendors. If a shop that rents space that is not a food trader, such as

clothing, gift shop, is returned, the next trader who comes to rent the space must only manage food.
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After opening the country for tourists to enter Thailand from October 11, 2021, the role of
street food has become even more important. This can be seen from many street food restaurants
that have adapted to the delivery system more. The report of the Electronic Transactions Development
Agency (ETDA) found that during the outbreak of the Covid-19 virus (2020), cooked to order, and various
kinds of noodles were the second and third most popular food after fast food. The study is of an
image that influences attracting the consumer loyalty in the San Joa market, Surat Thani Province, in
order to discover the behavior of the consumers, to find the level of opinion concerning food image,
and to ascertain that good image has an effect on consumer loyalty. If the San Joa market has a good
food image and good food quality, it will benefit the vendors and the consumers, as well as increasing

revenue and creating careers for the people in Surat Thani Province.
2. Research Objectives

2.1 To study the behavior of food consumers in the San Joa market, Surat Thani Province.
2.2 To study the level of opinion concerning food image in the San Joa market, Surat Thani Province.
2.3 To study an image that has an effect on the loyalty of food consumers in the San Joa market,

Surat Thani Province.
3. Literature Review And Conceptual Framework

3.1 Literature Review

3.1.1 Concept Of Loyalty

Smithikrai (2018, pp. 109-110) stated that loyalty refers to the emotional connection a
consumer has with a brand. If consumers are satisfied after using a product or service, there is a high
likelihood that a repeat purchase will occur, and repeated purchases many times lead to satisfaction.
There is a high probability that consumers will develop loyalty and brand loyalty occurs due to a
number of factors. Whether it is the satisfaction with the interaction between consumers and
businesses, quality and value of products; The social benefits gained from using the product personality
traits of consumer’s image of a business organization and the level of service quality. In addition, there
are two important conclusions. First of all, brand loyalty is a phenomenon that occurs only for a
specific product. There is not the type of consumer who is ready to be loyalty prone consumer.

Consumers who have brand loyalty in a particular product category may not have brand loyalty in
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another product category. Second, brand loyalty consumers have higher levels of product satisfaction
than consumers without or with low brand loyalty.

3.1.2 Concept Of Image

An image depends on the experience and information received by the consumers. It can be
a good impression or bad impression which can be illustrated as follows (Boonklang, 2017, pp. 10 -
11).

1) An image is not real. It was built in response to the specific objectives and creates
some impressions. It may be created for the reputation of the trademarks or the brands to impress
the consumers and used for commercial purpose.

2) Animage is reliable. It will not benefit or respond to any objectives if the consumers
do not trust in the image. It will only exist if it is not contrary to the general common sense of the
consumers and requires a reasonable time.

3) An image is created to serve some strategy. The creators will determine to create an
image to suit the reality. Besides, it is created to suit the organization, to indicate the behavior and
value of the organization, and can be used as an operating philosophy of the organization.

4) An image is simple though it was built for something that is complicated. Most of the
products that relate to high technology are presented by a simple image to avoid the boredom of the

targets.

3.1.3 The Previous Research conclusions and synthesized variables showing differences
from the original research is shown in Table 1.

Table 1: The summary table synthesizes the variables and shows the differences from the original

research.

Researcher's Research topic title Variables/conceptual Differences from the

name frameworks original research

Rocharungsat Developing Local Food | Variable Using the concept of
(2018) image Management 1. Uniqueness street food consumption

Model to Increase 2. Creativity behavior in 7 aspects:

Tourist Loyalty: Case 3. Nutritional value 1. Fame
Study of Petch-buri 2. ldentity and creativity
3. Quality and taste
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Table 1: The summary table synthesizes the variables and shows the differences from the original

research. (Continued)

Researcher's

Name

Research Topic Title

Variables/Conceptual

Frameworks

Differences From

The Original Research

Rocharungsat
(2018)
(Continued)

4. Hygienic and nutritional
value

5. Diversity

6. Cost worthiness

7. Packaging design

It is in addition to the
original research
referenced in both.

The study concerned the

local consumers.

Uddin (2019)

Customer loyalty in the
fast food restaurants of

Bangladesh

Variable
1. Food quality
2. Price

3. Service quality

The study focused on
Consumer behavior and

food image.

Cheng, et.al.
(2011)

A Study on exploring
the relationship
between customer

satisfaction and loyalty

in the fast food industry:

With relationship inertia

as a mediator

Variable

1. Consumption
frequency

2. Perceived price

3. Convenience

4. Customer satisfaction
5. Relationship inertia
6. Customer loyalty

The study involved street

food consumer loyalty.
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Table 1: The summary table synthesizes the variables and shows the differences from the original

research. (Continued)

Researcher's

Research Topic Title

Variables/Conceptual

Differences From

Name Frameworks The Original Research
Cha and Lee The Effects of User Variable The study involved street
(2021) Experience Factors on 1. System food consumer loyalty.
Satisfaction and 2. Products
Repurchase Intention at | 3. Brand
Online Food Market 4. Price
5. Satisfaction
6. Repurchase
Singh, et.al. Antecedents involved in | Variable The study involved street
(2021) developing fast-food 1. Food Quality food consumer loyalty.
restaurant customer 2. Physical Environment
loyalty Quality
3. Employee Service
Quality
Suhartanto, Loyalty formation Variable This study measured the

et.al. (2020)

toward Halal food
Integration the Quality-
Loyalty model and the
Religiosity-Loyalty

1. Product quality
2. Perceived value
3. Religiosity

4. Satisfaction

relationship between
food image and consumer

loyalty.

Model 5. Loyalty
Sudari, et.al. Retracted: Measuring Variable The study applied
(2019) the critical effect of 1. Product marketing mix to more

marketing mix on
customer loyalty
through customer
satisfaction in food and

beverage products

2. Promotion
3. Place
4. Price

variables which concern

food image.
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Table 1: The summary table synthesizes the variables and shows the differences from the original

research. (Continued)

Researcher's

Name

Research Topic Title

Variables/Conceptual

Frameworks

Differences From

The Original Research

Zhong and
Moon (2020)

What Drives Customer
Satisfaction, Loyalty,
and Happiness in Fast-
food Restaurants in
China? Perceived Price,
Service Quality, Food
Quality, Physical
Environment Quality,
and the Moderating

Role of Gender

Variable
1. Perceived Price
. Food Quality

. Service Quality

. Satisfaction

2

3

4. Physical Environment
5

6. Loyalty

7

. Happiness

The study selected some
variables (Perceived price,
food quality and loyalty)
and eliminate some
(Service quality, Physical
environment, satisfaction,

and happiness).

Zhang, et.al.
(2019)

Authenticity, Quality,
and Loyalty: Local Food
and Sustainable

Tourism Experience

Variable

1. Food authenticity
2. Food quality

3. Service quality

The study selected some
variables (Food quality
and loyalty) and

eliminate some (Service

4. Physical environment | quality, Physical

5. Satisfaction environment and

6. Loyalty Satisfaction)

Source: Synthesis by researcher

From Table 1, the researcher had reviewed related works to extract important variables in
order to find gaps in the research. In the previous studies found that “Food quality/ Quality of
product/Diversity”, “Price/Perceived price”, and “Loyalty” are the most popular variables among
others (Rocharungsat, 2018; Uddin, 2019; Cheng et al., 2011; Cha & Lee, 2021; Suhartanto et al., 2020,
Singh et al., 2021; Sudari et al., 2019; Zhong & Moon, 2020; Zhang et al., 2019); Observed Variable).
However, it is interesting that there are some researches that still have a little study about them: Brand
Characteristics (Cha & Lee, 2021; Singh et al., 2021), Consumption frequency (Cheng et al., 2011; Zhong
& Moon 2020), Nutritional value (Rocharungsat, 2018; Suhartanto et al.,, 2020), Identity/Uniqueness
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(Rocharungsat, 2018), Fame (Rocharungsat, 2018) and Creativity (Rocharungsat, 2018). From the studly,

variables can be divided into 12 variables as can be seen in Table 2.

Table 2: Various synthetic variables.

Sources
S 8

i i ) ~ > N ~ g ~ 9
Variable in = 3 S S = 2 z 2 3
the previous study N 8 S ® S Q 8 Q =

S o _ Y o ~ = _
elg | 2|2 || =223 |F
3 < [} Re) < 7 7] S 7] b
sl | 2|s |5 | |5 2|28
S|5|e| =258 |8|8

2 - (@] U a [7a) a N N
1. Food quality/Quality of / / / / / / / /

product/Diversity
2. Price/Perceived price / / / / / / / /
3. Service quality / / / / / / / / -
4. Consumption frequency / / /
5. Convenience/Packaging / / / /
design

6. Brand Characteristics / / -
7. Physical Environment / / / / / -
8. Nutritional value / / /
9. Identity/Uniqueness / /
10. Fame / /
11. Creativity / /
12. Loyalty / / / / / / / /

Source: Synthesis by researcher

From the study of knowledge about image it can be concluded that image is the view of
people or individuals. It is a feeling that arises from the touch or perception of food. It may be
intentional or unintentional to present the image to the public from the point of view of the perceiver.

If it is a good image, it will impress people or consumers with credibility, but if it is a bad image, it will
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not impress and be unreliable. The image is the impression made in the mind of a person towards the
food in the San Chao Market. Food's image is critical to the success of a street food business in the
San Chao market in both the short and long term. The advancement of communication technology,
especially mass communication, is what allows people in different societies to be informed of news.
Every consumer wants to be informed and involved in their opinions in order to make informed
decisions. The image is therefore the foundation of the stability of the San Chao Market. If they have
a good image, they are more prepared than usual for market operators. For this reason, it is necessary
to create a good image in the minds of food consumers in the San Chao Market. To create knowledge,
understanding and have a good attitude towards food. It is accepted and supported by consumers and
in order to maintain a good image that lasts longer. This will result in repeat consumption and
eventually become food loyalty in the San Chao market.

Summarizing knowledge about product loyalty, which in this research refers to the loyalty of
food consumers in the San Chao Market. There are many scholars such as Oliver (1999, p.34) as cited
in Chaudhuri and Holbrook (2001, p.81) who summarized the meaning of loyalty in a nutshell that
brand loyalty is continuous purchase behavior as in the case of buying food in the San Chao Market
of consumers. In addition to the reason that there is a wide variety of food items, good taste, and
affordable prices, creating good feelings or consumer satisfaction with food leads to purchasing
behavior. The researchers listed above studied brand loyalty and concluded that there are two types
of product loyalty: attitude loyalty and behavioral loyalty. This research aimed to measure the image
levels of various aspects of food in the San Chao Market, to analyze the relationship between image
level and consumer loyalty to food in San Chao markets in order to find a way to create a better
image of food in the San Chao Market in the minds of consumers. This will help consumers buy food
in the San Chao Market repeatedly and continuously. It has a positive effect on food shop operators

and Surat Thani society both in terms of income and creating sustainable careers.
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3.2 Conceptual Framework

The concepts and theories concerning the image and loyalty as well as related research were

synthesized in this study, which can be illustrated as Figure 1.

Independent variable

Basic information of the consumers
1. Gender

2. Age

3. Marriage status

4. Level of education

5. occupation

6. Average monthly income

7. Type of the consumer

Consumer behavior

1. Popular food

2. Frequency

3. Cost of spending

4. Date

5. Consumption patterns
6. Companion

7. Reasons

Dependent variable

The Loyalty of Food Consumers
in the San Joa Market,

Surat Thani Province

1. Re-purchasing

2. Not repurchasing

Food image in the San Joa market
1. Fame

2. ldentity and creativity

3. Quality and taste

4. Hygienic and nutritional value

5. Diversity

6. Cost worthiness

7. Packaging design

Figure 1: Theoretical Framework

Source: From the Literature Review
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4. Research Methodology

4.1 Population And Sample

The population used in this study were Thai food consumers aged 18 years and over in the
San Joa Market in Surat Thani Province. The exact population is unknown. The sample size was
determined using the formula of Cochran (Cochran, 1953, p. 428) with a level of error of 0.05. The

formula was calculated as follows:

P(1-P)7?
d2

n = number of samples

P = Proportion of the population required by the researcher (0.5)

Z = The confidence that the researcher set at the statistical significance level of 0.05.
d = Proportion of tolerance allowed (0.05)

Substitute the values in the formula as follows:

0.5(1-0.5)1.962

e 0.05%
0.25(1-0.5)1.96”
e 0.05%
0.25(3.8146)
" 0.0025
0.25(3.8146)
" 0.0025

n=384.16 = 385

The size of the sample group that needs to collect data is 385 people. Accidental sampling
was used to collect food samples from food consumers in the San Joa Market in Surat Thani Province.
In this research we collected data from 400 respondents. The accidental sampling was
employed for data collection since the population of interest is large, we need to complete the

investigation in a short time frame and can collect responses from only the subsets we find.
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The instrument used in this research was a questionnaire, which can be divided into 3 parts
as follows.
Part 1: Basic information and consumer behavior. 14 questions were employed using the
checklist method.
Part 2: Food image. This part was created using a 5-point Likert Scale, consisting of 5 levels
of agreement. which were; Strongly agree, Agree, Neither agree nor disagree, Disagree, Strongly disagree.
Part 3: Level of loyalty. One question was employed using the checklist method. The
guestion was about re-purchasing or not repurchasing.
Check the quality of the instrument. Sending the draft to 3 experts in order to check precision,
coverage, accuracy of the detail, wording, and then revised according to the suggestions. I0OC was 0.96.
Preliminary tryout the questionnaire to the general consumers that were not in the sample
group. 30 questionnaires were employed to find the reliability of the instrument, using Cronbach’s

Alpha Coefficient. The reliability of the questionnaire was 0.882.

4.2 Data Collection Methods

4.2.1 Request a permission letter to collect the data from the Faculty of Management Science,
Surat Thani Rajabhat University.

4.2.2 Collect the data from 400 respondents for 7 days, the days of the week, which can
provide reliable data, using the questionnaires. The duration was suggested by the chairman of food
traders club.

4.2.3 Collect the information and verify the completeness of the answer in the questionnaires.
400 set of questionnaires are equivalent to 100 percent.

4.2.4 Categorize the information from the questionnaires for statistical analysis.

4.3 Data Analysis

4.3.1 Analyze the basic information and consumer behavior in the San Joa market, Surat Thani
Province, using the frequency and the percentage.

4.3.2 Analyze the level of Street food image in Surat Thani, Thailand using mean (X) and
standard deviation (S.D.)

4.3.3 Analyze the impact of image on loyalty of Street food Surat Thani, Thailand using a

Logistic Regression Analysis.
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5. Results and Discussion

5.1 Result

The analysis of basic information and food consumer behavior of the San Joa market in Surat
Thani Province showed that, most of the consumers are female (61.00%), aged 21-30 years (36.75%),
single status (63.00%) held a bachelor's degree (54.75%), work in private companies (28.75%), with an
average income of 10,000 baht or less (29.75%), and are the population of Surat Thani Province
(91.50%).

As for food consumption behavior, the most popular type of food was noodles (27.50%). The
frequency of buying food in the San Joa market was once or twice a week (34.75%). The average cost
of spending was 101- 150 baht per time (29.50%). The most frequent dates of purchase ranged from
Monday to Friday (53.75%). The consumption patterns were eaten at the store and takeaway (45.00%).
The companions of food consumption at the store were friends and family (46.00%). The most
significant reason for choosing the San Joa market was the diversity of food (43.00%).

The analysis on an overview image of food in the San Joa market, Surat Thani Province, can

be drawn from the findings of the mean and the standard deviation as Table 3.

Table 3: Level of food image in general

Food image )_( <D, Level of an agreement to
food image

Diversity 4.16 0.59 high
Fame 3.93 0.58 high
Quality and taste 3.84 0.64 high
Identity and creativity 3.78 0.64 high
Cost worthiness 3.77 0.65 high
Hygienic and nutritional value 3.75 0.65 high
Packaging design 3.69 0.69 high

Total 3.85 0.16 high




450 A13EITIMYINTTIANT ARINIABINUANEI 18511 TN 10 adud 2 (2566)

Journal of Management Sciences, Suratthani Rajabhat University Vol.10 (2) (2023)

The result showed that, the overview and each aspect are at a high level, namely, diversity,
fame, quality and taste, identity and creativity, cost worthiness, hygienic and nutritional values, and
packaging design.

1. The findings in Table 3 indicated that the opinion of street food image in San Joa market
for the whole and each aspect were high; It can be ordered as follows, diversity, fame, quality and
taste, identity and creativity, cost worthiness, hygienic and nutritional value, and packaging design.

2. The analysis on basic information of the respondents on loyalty to food in the San Joa

market, Surat Thani Province, can be demonstrated in Table 4.

Table 4 The model of factors toward the consumer’s loyalty in the San Joa market

Variable B S.E. Wald df Sig. Exp(B)
Xy 0.550 0.221 6.199 1 0.013* 1.733
X, 1.793 0.510 12.385 1 0.000* 6.009
X3 0.378 0.175 4.670 1 0.031* 1.459
Constant -3.199 1.259 6.454 1 0.011 0.041

The result of goodness of fit model showed that the likelihood value was equal to -2Log
likelihood or 509.953, the Hosmer and Lemeshow Test expressed that Chi-square = 42.002, p-value =
0.000, It can be seen that the logistics regression model was fit to employ in the study. Pseduo R* =
0.133, it meant that the independent variables can explain the changing of dependent at 13.30%. The

percentage correct = 62.25, it can forecast the market 62.25%.

-2Loglikelihood = 509.953
Cox & Snell R? = 0.100
Nagelkerke R? = 0.133
Percentage Correct = 62.25

* Significant level at 0.05

The result from logistics regression equation indicated that the impact factors to the

consumer’s loyalty at the significance level 0.05 can be written as



A13EITIMYINTTIANTT ARINIABIIUALE 3199 T571 U 10 atun 2 (2566) 121

Image Affecting the Loyalty of Food Consumers in the San Joa Market etc.

Revisit = -3.199 + 0.550X; + 1.793X, + 0.378X,
When X, = Gender

X, = Type of the consumer

Xs = Imaging of identity and creativity

From Table 4, It can be described as follows:

1. Gender has a positive relationship to the consumer’s loyalty at significance of 0.05. Females
have a higher opportunity to express their loyalty than males, around 1.733.

2. Type of the consumer has a positive relationship to the consumer’s loyalty at significance
level of 0.05. The local people in Surat Thani have a higher opportunity to show their loyalty than the
tourist by 6.009.

3. Imaging of identity and creativity has a positive relationship to the consumer’s loyalty at
significance level of 0.05. It can be concluded that when the identity and creativity increased by 1 unit,
the consumer’s loyalty might be increase by 1.459%. The result showed the good opportunity of

consumer re-purchasing.

5.2 Discussion

The findings can be discussed as follows.

1. The analysis on an image of food in the San Joa market towards loyalty showed that,
hygienic and nutritional value affected directly consumer loyalty with statistical significance. It is in
accordance with the finding from Agmapisarn and Decastro (2018) Factor analysis of Thai consumer’s
attitudes towards street food consumption: A case study of the victory monument roundabout area,
Bangkok. Their summary recommendations are that street food providers should pay attention to food
safety standards, the variety of street food offered for sale, the unique characteristics of the street
food, and pay more attention to street food hygiene, especially the cleanliness of the place. Zhang et
al. (2019) conforms to Authenticity, Quality, and Loyalty: Local Food and Sustainable Tourism
Experience. as well. Their study showed that in Chinese restaurants, the perception of food quality has
a positive impact on diners’ loyalty. When the diners decide to return to the restaurant, food quality
may be considered the most critical factor.

2. The result from the Binary logistic regression expressed that the factors significantly

impacted on the consumer’s loyalty are type of the consumer, gender and the identity and creativity.
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2.1 Gender has a positive relationship to the consumer’s loyalty at a significance level of
0.05. Females have a higher opportunity to express their loyalty than males around 1.733. It may be
due to females preferring to consume food, goods or products more than males, Furthermore, females
usually cook and serve food for the families’ members. It is in accordance with the finding from
Watcharin and Anantachart (2022, p. 32) who studied Lifestyle, Media Exposure, and Online Purchasing
Behavior of Working-Age Female Consumers. In conclusion, the group of consumers with purchasing
power tends to be in the working age group. The types of products that sell well tend to be products
that are primarily targeted by women. “The female consumer market” is therefore an interesting
market. It is a large audience and also has distinctive complicated characteristics including buying
behavior that tends to make decisions easily and has high purchasing power. Becoming an important
consumer group to watch and one of the world's major trends (Global Mega-trends) is the trend that
"women drive the economy" (SHeconomy) due to being a housewife. Therefore having time to choose
products at a shopping center or supermarket by yourself. This is in line with the lifestyle that has to
leave the house to buy products regularly having time to shop without haste by using your own
experience to help you decide.

Type of the consumer has a positive relationship to the consumer’s loyalty at a significance
level of 0.05. The local people in Surat Thani have a higher opportunity to show their loyalty than the
tourist by 6.009. It is because the majority of the respondents are the local people of Surat Thani.
They have more opportunity for re-purchasing more than tourism. Rocharungsat (2018, p. 13) proposed
a way to promote tourist loyalty in terms of repeat purchases for local food image management. Local
organizations involved in managing the image of local food can promote tourist loyalty in terms of
repeat purchases by giving importance to the development of uniqueness and promoting creativity.

Imaging of identity and creativity has a positive relationship to the consumer’s loyalty at a
significance level of 0.05. It can be concluded that when the identity and creativity increased by 1 unit,
the consumer’s loyalty might be increase by 1.459%. The result showed the good opportunity of
consumer re-purchasing. The consumers emphasized the identity and creativity since the San Joa
market is a place that demonstrates local lifestyle and culture. It is in accordance with the finding from
Rocharungsat (2018), who studied Developing Local Food Image Management Model to Increase Tourist
Loyalty: Case study of Phetchaburi. The study found that identity and creativity has positively impacted

on the tourists.
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2.2 Research findings showed the average of the safety image (X = 3.75) was at a high level.
This was consistent with Bualuang (2021) which found that for consumers of street food Lopburi
Province the satisfaction of the safety of food utensils was at a high level (X = 4.62).

2.3 The research found that food consumers in the San Joa market paid attention to the
image of food prices, with the average being at a high level. It complies with the Bureau of Food and
Water Sanitation, Department of Health (n.d.) road food standards. The project for “food safety health
promotion support Thai tourism” found economically, food was cheap (Starred Rat) and the price was
also consistent with Lamsiri et al. (2022). Marketing mix factors affecting fast food restaurant brand
loyalty of consumers in Bangkok consisted of service process, price, marketing promotion. Physical
characteristics and service quality factors consisted of the aspect of knowing and understanding the
service recipients and the concrete aspect of the service and credibility or reliability. Brand image
factors consisted of atmosphere and environment and the brand aspect affects the brand loyalty of
fast food restaurants of consumers in Bangkok at a statistical significance level of 0.05.

2.4. From the research findings, it was found that consumers have opinions on the image of
food in the San Joa market in Surat Thani Province, and opinions on uniqueness and creativity was at
a high level. This was consistent with Wuttipan et al. (2019) which found that Image value consisted
of 6 variables as street food made people want to revisit Bangkok in the future.

2.5 The results of the research found that consumers had opinions on the image of food in
the San Joa market in Surat Thani Province and opinions on quality and taste was at a high level. This
was consistent with Suwannarak et al. (2021) which found that factors directly influencing attitudes
were food images, food quality, and factors directly influencing tourist loyalty were food images and
food quality.

2.6 The results of the research revealed that the unique image of food in the San Joa market
in Surat Thani Province was at a high level. It is consistent with Bangkheow (2022), where it was found
that street food was unique and important in social and cultural aspects and variety of flavors and
deliciousness, including a tangible price. It is a product that can show the art of cooking and attractive
appearance for consumption.

2.7 The research results showed that the quality image and food prices in the San Joa market
were at a high level. It was consistent with Poltanee and Boonphetkaew (2020) that found that food
quality and price meet the hypothesis and are acceptable.

2.8 The results of the research showed that food consumers in the San Joa market in Surat

Thani province had opinions on the image of using quality raw materials and cleanliness at a high level.
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It corresponds to Jithpakdeepornrat and Pooripakdee (2021) who found that street food identity
affects satisfaction of Generation C customers in various aspects: the location of the store, building
good relationships with customers, the use of quality local raw materials, cleanliness, service quality,
the design and decoration of restaurants, food kiosks, or food carts.

2.9 Research results showed the average of the food image in the San Joa market in Surat
Thani Province as an overall was at a high level. This will also affect consumer loyalty in the San Joa
market. It was consistent with Ding et al. (2022) found that tourists' perceptions of restaurant menu,
technology-based service and experiential innovativeness played essential roles in enhancing
destination cognitive food image. In addition, the destination cognitive food image strengthened the
destination brand image and increased tourists’ revisit intentions for the future. It was also consistent
with Cheng et al. (2022) whose findings indicate the significance of interrelationships between service
innovation, tourist satisfaction, destination image, and destination loyalty, with destination image being

a mediating factor on tourist satisfaction and destination loyalty.
6. Conclusion

In conclusion, the level of opinions regarding the image of food among consumers in the San
Joa market in Surat Thani Province is at a high level in every aspect both in an overall and in each
aspect. There are customers’ opinions about variety, fame, quality and taste, uniqueness, and creativity
value for money, hygiene, nutritional value, and packaging format. Consumers consume food in the
shrine market 1-2 times a week and consume food in the shrine market most often Monday through
Friday. The most important reason for choosing to consume at the shrine market is the variety of food
types. Most consumers are very loyal to the San Joa market in Surat Thani Province. Factors that
significantly affect the loyalty of food consumers in San Chao Market, Surat Thani Province at the 0.05
level are person type, gender, uniqueness. Creativity is positively related to food consumer loyalty in

the San Joa market in Surat Thani Province.
7. Suggestions

7.1 Suggestions For Research
From the outcome of the research, the researcher recommends as follows:
7.1.1 From the result that most of the consumers chose takeaway option over eating-in option,

the vendors should consider to use an appropriate packaging including a packaging that is made from
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environmentally friendly materials. Besides, the finding found that consumers had a moderate opinion
on the food containers that are made from environmentally friendly materials. Therefore, packaging
design should be reconsidered to meet the standard and be suitable for takeaway.

7.1.2 The consumers in the San Joa market agreed on food image on a variety traditional
dishes in an average of 3.88. Thus, the related authorities should reconsider to grant more permission
to traditional food vendors and support them to learn more about how to make popular traditional
food such as ‘Khanom Chin’.

7.1.3 The sellers in the San Joa market and the municipality of Surat Thani should be
concerned with identity and creativity of food. The identity and uniqueness of local food should be
promoted. For example, food container can be used as banana leaf for “Pad Thai Chai-Ya”.

7.1.4 The local officials have to urgently do public relations on the identity of food in the San
Joa market. It can remind the consumer’s imagination and as well as the tourists or visitors in order to
visit the San Joa market in the long holiday/vacation.

7.1.5 At present, although the situation of COVID-19 has begun to subside the government has
not yet lifted the lockdown and people have begun to resume normal economic and social activities.
However, vendors in the San Chao market should expand the market and create a good image on the
convenience of consuming food from the San Joa market. The vendors may adjust and increase sales
channels to the delivery system because some consumers are still used to ordering food to eat at

home during the Covid-19 that makes consumers feel safe and convenient as before.

7.2 Suggestions For The Future Study

7.2.1 Qualitative or participation action research should be studied, furthermore some variable
such as the consumer’s confidence should be added in the model.

7.2.2 The sample of the study should focus on the visitors so as to promote the San Joa
market.

7.2.3 A study on nutrition of food for the elderly.

7.3 Policy Suggestions

7.3.1 Environmentally friendly food and packaging policy to provide consumer rights protection
policy and those involved to operate effectively sanitation office, environmental health, Surat Thani
Municipality, and Surat Thani Province should establish a plan for the visit and recommending traders

and strictly and regularly consumers of food in the San Joa market; to bring the results to be evaluated
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in planning to maintain cleanliness and hygiene and use of raw materials as consistently environmentally
friendly cooking materials.

7.3.2 The country's overall street food identity policy found that agencies involved in
supporting the operation of street food businesses should formulate policies that promote the image
and identity of the food market in each area in order to help build loyalty to the food of each market.

This will cause more demand for repeat purchases.
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Relationship Between Service Quality, Satisfaction And Revisit Intention For

International Airport In Thailand
Theeraphan Sa-ngunwong', Phoommhiphat Pongpruttikul?, Nimit Soonsan®

Abstract

Airport service quality has significantly become part of the guideline development plan for
airports. However, airports provided service quality to different customers that affected different
services. This study aimed to analyze the relationship between service quality, satisfaction and revisit
intention for an international airport in Thailand. Moreover, the study was a quantitative study, and
the samples were 250 passengers who came to the airport in Thailand. A questionnaire was used to
collect the data and was analyzed by structural equation modelling.  The results show that service
quality directly affected customer satisfaction and intention to use. Moreover, customer satisfaction
was partially mediated on the relationship between service quality and intention to use. This research
results provide information on service quality, satisfaction and revisit intention from
passengers’ perspectives. Airport management teams can use the research finding to improve service

quality.
Keywords: Airport; Service Quality; Satisfaction; Revisit Intention
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anudslanduanlduinisg anunsneduredaenguinianszyaundninuassa (Theory Of

Reasoned Action) Iag Fishbein and Ajzen (1975) thunldeSurenugiudmsunisdnwinginssuuysd
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FamguinsnsgimamdnivnuazaaldeSuisanuduiusszninsaidonaziruadiddeng Anssuin
mMswdsuuamgAnssmyedifunanmsasulasnnudouazynnadzuanmginssumszAnindu
faaunsnsyih eghslsinudnvieniivmiegnindeainanuiianelanarldsunufimelesgeeiies
?N?iqmam'amiﬂé“umwﬁmi%wLLasﬂﬂ"LUfjmmﬁﬂﬁﬁaLLuzﬁwaﬂm'a (Halpern & Mwesiumo, 2021; Saut &
Song, 2022) mﬂqﬂﬁ’wLﬁﬂmmﬁaamiﬂﬁuuﬂ%};ﬁiﬁﬁ]f‘i%lé’%fwiﬂwﬂ N eldfiuLnty Sanuddy
vo9g3nia fanusiunsrasgsia uazanusauimsdudilaiivsyAnsamanndetu (Wattanacharoensil et al.,
2017)

o
=l [

andidauaslandunilduinisgivesineinime ugondin1 51 9aUE 191N FagnAnlaanauey

' Y

Wunandwhernaeuiauesiuall wiiiaeliviienniaewdug Wumaden uigndrflidentduinis
WenAeuduY NhineuauewonNAeINTTRIMWeY FRanssuintudmsugnAaslanduanlduinig
frlunslduinisinennisenu Gnanslguinisituemanisluiiennirenuy Mstellamseiaaneinielu

¥181n1M81U (Wattanacharoensil et al., 2015) usnanuugnAgldiialuvnenAguLisIuNINTY

= o A

quaﬂiimm{ﬂ%ﬁmiﬁLLamaaﬂiummmﬂmuméwﬁ G mmﬁu’ﬂﬁ]ﬂé’uuﬂ%ﬁmisﬁwﬁL‘fluﬂa&méﬁw i

¥

AuImsAdseseminlunisimunvineniae1u (Blichfeldt et al., 2017)

3.1.4 NMIWAINENNAFIY

N15ANY1U84 Halpern and Mwesiumo (2021) U371 AUFURUS TEMI9AUAINUTNITUAY
aufiawelagndn Gagliuinmsinennireuiisuifnaumnuinsiivenineinaeugensiniufianelasie
Jauansbidufrnuduiudseniinunimuinsuasanufisnelaldilued19d (Nghiem-Phu & Suter, 2018;
Park & Park, 2018) n13fia1suludAn199 vosqaamuingldduiiliiiudn fuinsaisaduayunisi
uHussUi SRR UM mUI s foRog e sduilelfingainnnsuInsuazaianufieelaliiy
anen (Saleem et al., 2017) LLazmaam%f{TﬂﬁLLamqiﬁLﬁuﬁawﬁﬂﬁylﬁé’uwudﬂQmmwu’%mﬂﬁuﬁmﬂiﬁuﬁ
ﬁﬂﬁqﬂﬁ"nﬁmmmﬁnwﬂﬁ] (Bogicevic et al., 2016; Farooq et al., 2018)

mssuianmuinmsiintaerligniuanmainssuiifduientu Wy manduiniedn manduun
491 Msuuziuense ﬂ’]iﬁJE]iJﬁ]"]EJLLWQ%ULL@zLﬂUQﬂﬁ’lﬁﬁﬂaﬁiaﬁﬁﬁﬁ] (Prentice & Kadan, 2019) #snnsanwnil
mumaﬁfuaquummmﬁmﬁaEJ"Nmﬂma (Bigovic & Prasnikar, 2015; Nghiem-Phu & Suter, 2018; Saut &
Song, 2022) v ﬂﬁﬁﬂwm%y’aﬁﬁﬂé?qam@gwumaqmiﬁmsn Fail

aunAgiudl 1 aunmuInisdsmanimsadanindeanuiianelagnAnluviteiniaeiuununmaly
Useinelny

aunfgiud 2 auamuinsdmansnsadaandeanudslandualduiniseilurineniaeu
wunAtulszmelng

a

nsfnwlugpamnssuuinsiadisannuduiusseniteanuianelagndtiazanudndgnan

Y
=2

Wavaulanginssunisdndulandenislduinig (Liu & Lee, 2016; Rezaei et al., 2017) N15ANWYN
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sewinaf (Halpem & Mwesiumo, 2021) ilefjuslanfiswelasendndnsiuazuinisiiesdnmsdseuazling
aduayunsiuiunumnigsiavesesdnisludauinuazdgniilignifiesdnisaanisnansudugniues
9363 (Hsu, 2018) uenaniramsideidasednd wui ANufisnalatdvznansuIndensuensieuilan
(Wardi et al., 2018) LLagmmﬁqwa”laﬁ%w%wamnmﬂsiaﬂﬁﬂé'ww%aszﬁgwmﬁﬁimLﬂiuLﬁmﬁu (Liang et al.,
2018; Park & Park, 2018; Prentice & Kadan, 2019) 29nN15NUMMLATIANTTNARUINTTRNsAnw ATl
Fadiauuigiu fe

auufigiud 3 anufianelagnéndssanansndenindeanusdlandualduinmdiluienmasu

YR UsEINAlNgY
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4. JANAUNUINY

4.1 Uszansuasnguinedn

Uszansdmiumside fie flasansiilduinmsiteniasiuuiud smeldnsumsianisves
U3 vhomagulne $1ia Gmvw) Sunui 6 wis Tdud iemasunewdios iermas el
eniAumaivg neniAeIugiin Mneniaeukiiianeds 1Weese wazvinenniaeugdssaunll Ingld
FFnsAmmaINIafig MmN ULUUNTIAT e dayanig lunaaun1slATEs 19Uk Ane Hair et al.
(2010) mudndIusENIIMILUTdUNAsad 1LY 10-15 MNY0VUIANGUFAIDES Famsdnwiadsiidfus
Faunn S1uau 12 duds Sadesilvunanguiieg1esening 120-180 au wieedlsfnmvuianguiiegid
wngauasiidnulsitosndt 200 au fafu Seudunisfudeyaaninerniasui 6 wis Tnsmsng
adsflifudoyadieiinistmualandi (Quota Sampling) ¥iorniaeuuraas 50 4a wdaduiunsifudoya
AUALAIN B NNDBNVBIVIDINIAYIULARZUIN TENTNUABUNTNIANDUABUFIMIAN W.A.2562 N1TANY

Asatiladayanduin 9117w 300 ¥a uslleiarsananuanysaivedLuvasunuamnsatlUldlunisinsie

JuppusslUTINIWIUEY 250 YR FudiganeronsiazideyalunisAnyiasail

4.2 \p3silanside

nsfinwiafsilduuvasuay Wuedsaelunafunussdeyaniuiniuainnguiegi
Fautseanifuduan 4 nou neudl 1 asvaniatuteyaidowu S1uu 8 4 Tdun e o1y sedunisfin
an1unw 91 s1eldreiieu iU vhormasuiliuinng diumeudl 2 asuauiAafuganmUINNITes
vienmagludsena §1u9u 9 asdusznou S1uau 62 Te Feiauvasterauanuuuuszifiugan s
UIN15YBIANANIANYIIBINIAEUTENI U TEIN AL TALN Al ARaT LA BT ali oA TaF AL
winnzauiunsUszliuauamnsuInisveine s ululsenalne laua 1) n1sid-eenvineinieeny
(Access) 2) N30 T19UASIAYANT (Check-In) 3) NIATIANTIFBLAUNILAZNTUAAIFIUAAS (Passport And
Personal ID Control) 4) n1s3nwanuUasnsie (Security) 5) N5 mun1e (Finding Your Way) 6) CRaeY
AINUEZAINTDIVINDINIABNU (Airport facilities) 7) @n1WwINAaUUBIYIN8INTFAEIY (Airport environment)
8) anuidulve (Thainess) 9) yAaIns (People) daunouil 3 muitenalagndn S1uau 3 9o Taederaw
WA191NN9ANIT8Y Prentice & Kadan (2019) uagmeudl 4 arwaslanduuilduinisen (ntention To
Revisit) §17u 3 4o Tnederausimunainnis@nuives Prentice and Kadan (2019) Swnouil 2-4 fidnway

msmouduiuu Likert Scale §1uau 7 326U (7 vnefs windign waz 1 viuneds Wesiign)
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4.3 nsdassideya

nmsaszvideyalaldmatinnuguiiesiutednuugniliveinguiiedie laun Aanud Ffesas

ARy LLasﬁauLﬁ&NLmummgm FWNINTIATIENBIAUTENDULTIBUSU (Confirmatory Factor Analysis)
iiodinTsiesdUszneuresdulsaunmnisuinisyewinemasuu I Alusmdlng wazdiase
ANUANTUSTEN I UTAg Faen1siesgiannislaseasns (Structure Equation Modeling) Liteesuie
ANNFNRUSTRYIEINIAYUTBIUsTINAlYE Tnen13iansanmNdenARoINaNNaLsEnI1alARALALNAFIY
LLazﬂi’IayjaL%qﬂizf«Tﬂﬂmm’Iamﬂaqvﬁyaaéﬁ’umumaﬁﬁmqs] il fnadd ¥’/df Yeenda 3, CFlunna 0.90,
TLI 111137 0.90, RMSEA 1aen31 0.08 wag SRMR Hawnii 0.08 (Hair et al., 2010)

5. NaN1523uazanUsIuNa

5.1 HaN133Y

Foyaniluveslaoans drwlvgifumennnodesiviunndign iWumeandgannniunase
Faflonysening 20-35 T aumsfnwissdudingniuagyinueeiiaunian ludiuaniunimuansli
Wit dndlugilan sesasn fe ausa gavine fe selanaifou Jlasarsdiulngdseldvadon ludu

30,000 um

A13197 1 AnadouazdiuleuuiInggIy

o . oL | daudeau
J9A10u ALaaY
NI

A5191-29n%1191NAEU (Access) 477 875
N9 TIUILANUALAINVDIANUIDATE 4.52 1.386
anuduAlumsieAuinsdmivassgeuaInYesaIuIenTn 4.33 1.416
35&13‘1/1’Nf\nﬂmua}amaﬁdmmi;ﬁm&Jmi / Svaeamiuuanlas iUy 4.68 1.345
Swusazanunieulunsidnuvessadudunisy / sadu 4.98 1.041
MseneAaEmNYBIIMing A 9ensI9Au Usnamadneiasilasans | 4.98 1.033
NSUINIST0LAY1INTIINYINDINIALIY AVIUVAINTAIEVBIYDININTTIA 4.86 1.054
JolaualuzuAzNIITRUTEUTDILALANT LU Website/Line/Social Media a1
A15M523UASIALETS (Check-In) 5.19 818
SreEIATlUNII0ADY/NSNLABINSLTADY 5.14 978
UsgAnSnmlumsyhanuvesntdnanudadu 5.26 914
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A13197 1 AnadeuazdiulouuuinsgIv (9e)

o . L | dudeauu
dafnny AladeY
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n13n529UAslAE"S (Check-In) (siv)
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JEYLLIAVBINIIATINERY/NIATIAUluTEUUNM IS NIANUaensiY 5.14 961
ms3ustsmnuEniimnusiunsazaulasnde 5.22 999
Wnihdilssumseususumssnwanuaendvesasiaue wazidugd 5.18 1.049
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mahszuumeluladuaziniesdieffausiuadioduldlunsliuznms 5.06 994
nstsssnwszuundeniastin (CCTV) ogsasiniane 5.04 1.019
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firunituniesuidlasas a vnageTad
N5 UN19 (Finding Your Way) 5.11 .813
ANNazAINluNsAumIEUNIgluieIniAey 5.20 961
msnsudeyaisrduanmhosuaniua 5.16 984
srevdunsdmsunisiuneluemsilaeansludaqasingeg 5.04 1.011
AwazmINLazANLTIAEumslFU s sdunuuidosie 5.06 1.032
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AL EAVD IO 5.24 963
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uarIUTigueAHlagans (Aerobridge) siamstiusmsdmsu dlavans | 4.91 1.132
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fignrnenw seutinaeAslasasilonnumdnmay uaznissensy 4.57 1.301
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ANUAZDIATBIIBAlABENT (Terminal) 5.25 889
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A13197 1 AnadeuazdiulouuuinsgIv (9e)

o . L | dudeauu
daAnnu ARay
NINTFIU
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A Conjoint Analysis Of Small-Scale Music Event Formats For Generation Z

Participants: A Case Study Of Undergraduate Students, Phuket Rajabhat University
Jitsupa Maungman', Thirawat Chantuk?
Abstract

Presently, small-scale music events are becoming increasingly important, particularly among
Generation Z. It is critical to understand the proper format for this type of event. The purposes of this
research were to: 1) study the significance of the components of small-scale music event formats for
Generation Z; 2) identify the proper format of small-scale music events for Generation Z; and 3) classify
Generation Z participants based on differences in their preferences. This is a quantitative study. Data
was gathered via online questionnaires. A quota sample of 420 undergraduate students at Phuket
Rajabhat University was drawn. The data were examined using descriptive statistics, conjoint analysis,
and cluster analysis. It was found that the importance of the components of the small-scale music
event format is 1) duration, 2) convenience, 3) activities, 4) Location, 5) non-musical entertainment,
and 6) type of venue, respectively. The small-scale music event format for Generation Z was selected
based on the highest total utility values: 1) type of venue (indoor), 2) location (city) 3) convenience
(food and beverage sales), 4) conveniences (adequate toilets), 5) duration (3-4 hours), and 6) non-
musical entertainment (yes). By clustering participants in the event based on their personal
preferences, two distinct groups were identified: 1) interested in the atmosphere of the event;
2) interested in the stage performances. The findings can be used as guidance to create small-scale

music events for Generation Z by emphasizing duration, convenience, and activities in the event area.
Keywords: Music Event; Conjoint Analysis; Generation Z; Small-Scale Event
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3) Wunsuvesau Wsunsuvesnuieiuandnvaziddgludugunmeesnud nudaues
(Andersson et al,, 2017, pp. 114-132) 1ag Lee et al. (2004, pp. 61-70) Auruallusunsuvesaiutdu
ﬂmﬁﬂwmxwﬁdﬁ%’%ﬁmQzumwmmmumﬂma Tuvniedl Yoon et al. (2010, pp. 335-342) Useifiulusunsuves
umananunIluyLNeIiIUANEYN ANNMAINYANE LazNTIANITTINzEY TUTLATIUDIITINE
Aunssuuunieiiunsuanmusiuaylallinsuansaunt nuiteusdnssyhdavaniiduliifefidmade
ws9g9lalun19i9159897u (Bowen & Daniels, 2005, pp. 155-164; Faulkner et al., 1999, pp. 157-171)
wnldnina Boonyam (2019, pp. 174-193) na1771 kWlUNFIAINITIANITRANIAUATANU TEANAUAT
afefevlutszmalneduliuaeudsaadeassdulanlmilngniomussududdlisiinuansdunusd
Wieseghaie uenaintu msfmuaszesnavestdsunsunusidueseenuuuliaenndosiudnuazves
UMBUNY (Thailand Convention & Exhibition Bureau, 2018) Tag Allen et al. (2010) na@1331 WsHkAsY
yosumsIURgfuANLAANTIvesLLAY ATV ANTesAnLTIIL srulainafind sawddasiadng

wugukaralseenuwuUlulalnadudaduyseaunisel
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mylaTztesAusznausuvasguuuududaunivuininiiengaauiualstud
151991 1 ANNANYAIUDNUBLIUAALATIINANTNUNIUITIUNT TN
o AeduaeanuEzaIn
07UV TUsHNINVDIU
aeluanu
ssunssaiifisadas z Z = € = c E s
2 Z[# 2| 2 L | e &g | & 2|2 S
s de | TS &> AR 3 = c S 2 =
S| & Z|l s & | S| 3 g | @& 2
2 g < @ e o g 2 IR € %
S & =} E < r @ @
© (=
1. Boonyam (2019) v
2. Andersson et al. (2017) v v v
3. Allen et al. (2010) v
4. Bowen and Daniels (2005) v
5. Brown and Pappas (2021) v v
6. Brown and Sharpley (2019) v
7. Faulkner et al. (1999) v
8. Kruger and Saayman (2015) v
9. Lee et al. (2004) v v
10. Manners et al. (2016) v v v
11. Mulder and Hitter (2021) v v
12. Williams and Saayman (2013) v v
13. Yoon et al. (2010) v v v v

3.1.2 M5AT1EHRIAUTENBUTIU (Conjoint Analysis)

Fansdudunadnindudeadanudlalunginssuvesnguidmmneuazdsiaganisnisnaia
ﬁ'a'amam'awqﬁﬂiwmsuﬁﬁ'ammﬁnuﬁ (Taks & Scheerder, 2006, pp. 85-121) 3315wl a7 ¥ 81k An
ANIlafINg” Ao NTIASIEvesRUsENOUTIM (Conjoint Analysis) S?faLﬂuaﬁaﬂizmeuﬁaLLUiﬁﬁﬂﬂﬁfﬂu
nMsidonan lngnmsiansaningudmnelianuddyfuauand@fuansisiuegisls neuiauniu
JURUUYRIAUAMTBUTN5T Imunzan (Fotiadis et al, 2016, pp. 232-247) #aAN15Y09N15TLATIEH
peAUsENBUTIM Av N13AIMuUn 1) Andneue (Attributes) laun Jadenseasdusznaurasnuaulf
Tusrusineg ATdvEnason1sdndulavesnguimegis 2) Asedu (Levels) loun madonvosusasaudnums
uaz 3) gUuu (Profiles) léun yaradnwrAnIINMITINYBIRANBAILUsiassY WiaAnwossauszlovy
(Utility) l¢uA aaurrfiiAnannnisnasmanunadnuuzsminananuduseulnesmweinguiiogns (Overall
Preference) (Hair et al., 2006)
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wanaNdn1siesgviesruszneuTnddenldiienssiusiunasuuangud ideyanunnan v

v
= a =

AFuvau 1199911 JUN1591809@0UNTAININEBNN A2 AT UAS T W adaliu1nniNN1THANS WA

v
[ 1Y)

AuANBzReNiU (Hair et al, 2006) Sawidnwatindazgnldegianitandunuidoddnuemans sauds
N5UsEENAlgN1IINITnaIm LL@]'ﬁaﬁﬁwmuﬁaaﬁLﬁ'm%aqﬁumsﬁﬂmgﬂuwmuﬁnuﬁ (Dohle et al., 2010, pp.
825-836; Krieger et al.,, 2005, pp. 83-111; Snelgrove & Wood, 2010, pp. 269-285; Won et al, 2013, pp.
41-58) Tngrawzetadenududaund snluninduainmsnumuIssanssy wuiil Ussinnvesdnudvie

sUsuUAINTIUTINANA19iU AndNuaE (Attributes) TIlERRsaNARANeiUlUfE Aapnsed 2

A15199 2 ITEAUBLIUAT LT NATANTILATIZBIAUSENBUS I

il MY 37y AndnwaziiAnw

1 | anuduseuseduinistusnsenu Larson and Won | 1. sgagiian
uudMTUTNLUIINTEUY (2012) 2. {uUsINA
Road Cycling Event Preferences For 3. Aaavzidou
Racing Cyclists 4. pzuUUdEsay

5. Yiafaavey

2 | anuduveuvesiitrsmanudmiug Fotiadis et al. 1. ggmaituveulunsinny
NUANWIIUIALEN: N1TIATILINNT (2016) 2. FIAINNTINNUARITIAY
WS HULEUYDIBLINAINTIUTINITUAE ANuTUTLazs eI
¥milaniu 3. A1aazldyuns U
Participant's Preferences For Small- 4. dmM3dnamuguuuiunIshansdum
Scale Sporting Events: A Comparative WaZINIIANS
Analysis Of A Greek And A Taiwanese 5. SeURUITUUR gl Fane
Cycling Event 6. AMUTULOURBIUBL AT

Tuwmidios

3 | msfuunaudureusenan s Kim et al. (2018) | 1. WWINWAITHARS
memsvieafiensuRauznisuans 2. AU
TagnslensiAsIzviesAUsEnausId 3. uadinewesanuisauans
Determination of Preferred 4. UssLnvvesaanuiidnuans
Performing Arts Tourism Products
Using Conjoint Analysis
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a67

a ¢ I3 ' a 3 = s ' U o
137 Lﬂiﬂ%ﬂﬁﬁﬂﬂizﬂﬂUi?u‘Uaﬁgﬂ HUUBLIUAAUATVUIALANLNDNGULIULUDLIYUY

il MUY Rl AudNYE AN

4 | Defvduasuiidmadonisdndulaves Tavormina | 1. M158A31A1AIURT
Huslon and Won | 2. 9342810133091
ﬂejmﬁﬂﬁﬂmﬁﬁﬁﬂEmeﬁf\JxL%”ﬁ"mumﬁ (2016) 3. T8ULIAINITAUNI
wsduLuaURadndoy 4. Yermunfiusexly
Promotional Actors Affecting Potential 5. U343N
College Student Consumer’s Decisions 6. NANTIUNLAY
To Attend Minor League Baseball Games

5 | d1909MI0UUTU? AUMAIMEUAIANIGERN | Aicher and | 1. $1AURITU
PMEUAENUBIUA voadniwfiiiu | Newland 2. ANEUYIAINEUAENIY
AUDANY (2017) 3. s e
To Explore Or Race? Examining 4. mavierandios
Endurance Athletes’ Destination Event 5. ﬂ’]’iVLTJLﬁEJ’J‘T}IE]‘UEN
Choices 6. agnutuTeAAURTTIng

7. AnuUULAg

6 | wnuiidmunsumie w3esdlonsiasiest | 2yl (2017) | 1. AsnssuAnudiudia
psAUsznaUT oIzl iluay 2. 9WNILAzLATDIRL
WMANAYIDBLIUA 3. msuadluSannui
Positioning Maps: A Conjoint Analysis 4. 59P1Un5
Tool For Festival Or Event Application

7 | mIlenwvRAnsuYBudTIaEnmeNa | Gkarane 1. 180
MMTIATILNOIAUTENOUTIL: NTEANE and 2. ANUTULAY
Ranssuiwesilewsigia Vassiliadis | 3. 57978
Small Scale Event Product Analysis Based | (2019) 4. algane
On Conjoint Analysis Results: The Case 5. ASAWESUNITVILUVDINAR U
Of Yedi Kule Conquest Monument Run 6. wAlulad

7. pilUssine
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3.2 NSOULUIAN

ANMUAALTILYDS : :
nguLauIBLsTUT : :
ifisonndnumzves : - — . : sUuuu
o o < » ”
gﬂtwuavaumﬂumw?:man : '3"“"5%’.""3"1“"“5“”9“.““ : S udaus
1. Usslnvaeddn uyninau | (Conjoint Analysis) | wmEn
-y »I '» A
S o=
1 (Cluster Analysis) ! e iud
4. anuazaInngluay I 1
5. TELIANURINY : :
6. Aanssutuiiadu uund :_ ____________ :

AW 1 nsouniARlunTITe
4. AFAUUNISIY

4.1 51982188AY0UTLIINT NGUAIDENS

Usgrnaidmnedldlunisfnuadell Ae Wndnwiuminerdomedgoifin Afdsdnulused
Usnya1n3 (Maund duns-ang) Fadunguauueistudfiinlutaed we. 2538-2555 uazineiiuszaunisal
Tumsidsmnuduudeusivmnadn Grudaunddfidrsuliiiu 500 aw) TaedusuinAnwfiamedou
Seuludnis@nen 172564 §91u3u 7,352 au wuady augineimanswazwalulad s1usu 874 au
ARNEATANERS 31U 1,873 AU AMTNYYEAIARSLAzdINAEnNS §1UU 2,079 AU AMEINEINITINNTT TIUIU
2,328 AU WarAMLMALLLATNNSINEAT 91U 198 AU Lm'Lﬁaqmﬂ;ﬁ’%ﬁﬂl@imwmmmmﬂsmﬁﬂiﬁmm%ﬂ
Fauududaunivuiadn lunisiiudeyadenivuadieg 191978 nuuwuanisves (Cochran, 1977)
Tnafvunmanudesiufifosas 95 Arrnuraimndeusesas 5 dndiuveslszrinssesas 50 dasldsruy

feg1e 385 au lnedaeldiiuvuavesdieg e lideyailalinnuundefonntudy 420 au

4.2 mAlANSEUAIBEN9
1371938 sidenngudieganuulaing (Quota Sampling) Faduisduuuulaldaruiiazidu

(Nonprobability Selecting) laglula1m 1M IuAtE T1UIU 5 AtE bALA AMEINENAIans Lazinalulad

ﬂm%ﬂ?ﬂ’]ﬁ(ﬂ% ﬂmwqwmam%uazé’mumm% ANEINYINITINNTT Wazazinalulagnisinuns lnoAwia
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a ¢ I3 ' a 3 = s ' U o
137 Lﬂiﬂ%ﬂﬂﬁﬂﬂizﬂﬂUi?u‘Uaﬁgﬂ HUUBLIUAAUATVUIALANLNDNGULIULUDLIYUY

paudnduvasindnuluniazausanidusosas 12 (50 Au) $auaz 25 (105 AU) So8ay 28 (118 AW)

o w -

Seway 32 (134 Au) kavsaway 3 (13 AL) ANNANU LaLLLDINIINANIUNISAINITHNS TLUNALSARMT B bISH

1a30-19 1Wuguassalumsinudeya §3dedudeonisnisiiuteyaiuiuuasuauluszuvesulatlaeddluds

naulatdvesinfnwikenaunne

4.3 Maiusausaudaya FAAnzit nsudana

4.3.1 asdieildlunisiususudeyanisise

N13IVUTIMKAENISAn AR ANy §338lYnTEUIuNTITuI8Uena1s (Documentary Research)
Tnsnmsmumuuwawin ngud uazissunssuiiieatosnudsde unammdnmsiduiazsmassme
n&snduihdoyainTinseiuasinuiionsqudnuureanfudiusieg udr3sdmdongudnuay
(Attributes) uagszUTBIURazAUdNYAL (Levels) Iflanumunzauseguuuunisdadudaunivuindn
dwdunguauueistud 1ivamn 6 audnuue [Wuaudnuusiifsdestuanuiifneu 2 audnuue
AudnuazAAnesiuAs s uazmnngluny 2 audnuas uazaadnvaziiedesfulusunsuves
91U 2 Audnuny fansai 3

1Y

N13a319YAAUANBME MRIIINTUABUNITARLEDNANANYULLAY TEAUYDILARL ANAN YT §I7Y

UAMENYUEnINn13199 2 IWashegaaudnuue (Profile Card) lagldinaian1sandiuiuynnaanyney
(fractional factorial design) iielvsnzaudani1sUszIluToyavaINaNR10819 (Hair et al., 2006; Piriyakul,

2012, pp. 252-272) selusunsu SPSS wazliynaudnvaueiddedoidudasededu s1uiu 16 3Uuvy

o
Ya o o [ o '

MUANS197 4 nasntudidedaihganudnvasdinanudaindunsaguniw (Pictorial Representation)

I

Wadgsianuiilaveenguiiegn

n13a3513uuuinuarn1snsiaqua1maielas w3eledldlunisifuteyanisivens il

WUUEBUA1Y (Questionnaires) Usenausae 4 @iu fafdl 1) Aaudnnses dnvazAa1uduLuunsivgey
318013 2) Toyaniluvesdneuluuasunil anvaeAnuduluunseaausIenIs 3) sERuauTuTeuse
YaauanvuzratULULBUdaunsvwiadndmsunguiuuestud dnvasararudunisliiansun

s ya o

mmgﬂmwué’*ﬂﬁﬂzLLuumw%uﬁuaumummﬁma35ma{ (Linker’s Rating Scale) 11 sgau lngs 338
fmualsf 10 Wiy Juveusnniian waz 0 windu Fuveudosiiae ) Telausuuzmdemuuziiinidy
Snuwazdonduuuuuaieda lnsuvuasuauldfinisnsaaeununimeiosdonnuiiiswmsadaion
(Content Validity) 91018829715y 1131 3 vinu wudn nndadauiie 10C egsening 0.5-1 ndsntdu
vhnsmaaeureudesiuvaauuasuay (Reliability) Inenfiudegyaanngusedsiisidnuarlndidsi
ﬂq'uﬁ’aaemﬁ'hﬂumﬁﬁ’a $1uau 50 1989 it eveduUsyans ueanl (Alpha Coefficient) m1u33
999m59UTA (Cronbach ,1990) TaArAMuLE asiuvindy 0.892 Fadulumuinasiaedadaus 0.7 3uly (Hair

et al.,, 2006)
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M350 3 AuANYNzLaYAIEAUTRIRYANEN YrTaITULUUBLUAR ST IAEnd M UNGIAUUBLTTUT

a0u | AuAnwe (Attributes) A15EAU (Levels) i

1 | Ussnvwesaanudisnay Tusu aouiisnau
NANLD (Event Venue)

2 | Huadidiwesau Tuios
UanLilag

3| NANTTUUTIUY fimsesndurgemnsuasA3esRy Ae81u0e
finseanduanevesiiszan AUEZAIN
fdAanssutunuinig aeluanu

4 | anuazanngluanu fiflonsanaiiios (Event Amenities)
fifoaiuiloame
dsnsudeusiauau

5 | s¥eslia1vesnu 1-2 $lua TUsUNINYD 99U
3.4 Flug (Event Program)
1A 4 Flug

6 | Aanssutiudiadug uund a
aid]

M13199 4 YanadnuurvessULULLIuAnUnSvIAANd M UNAuI LBl TUE

Uszm . ag fanssu fanssu

4 4 | Yafiag - ANEZAN szezen | _

9 | veosdaun USLI0I9Y UULIDUS
. VBIU aeluau VDIU .
INUY YU

1| Tusy Twdlas YYVRINTLAN sasvdaneluay | 1-2 vy B

2 | nAN9LA Tudles YNYDIMITHALLAT IR 7190ATONDLNE 1-2 93 1aidl

3 | Tusu Tudieg YIYDITHALLATDIAY PRIUINBLNE 3-4 %3 aifl

a4 | Tusy YoNLeY | AINTIUTUNUING 7190ATONDLNE 1-2 3 9

5 | nanauas Twdlas YYVBINTLANVDIU PRIUINBLNE 1-2 1aidl

6 | NAILA Tudles TP MISHALLASRRNN | N19anTanaLied > 4 9y g

7 | Tusy Yankilee | ¥18919MN5LaTLASDIAY PRIUINBLNE > 4 % 1aidl

8 | Tusu Tudles AnssuLUNUINTG sosvdsneluau | > 4 vy 1aidl

9 | nanaukaa Yanilee | ¥18919N5LATLASDIAY sasvdsngluau | 1-2 au 1aidl
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a71
a ¢ '3 ' a '3 = < a ' o
N153LATIEHRIAUTZNAUTINYDITULUUBLIUAAUASVUIALANLNNFULAULUBLTTUT
M350 4 YanaEnuurvesgULuUAnURTTUIAENd M UNAUIR eI LT (o)
Uszm . ag fanssu fanssu
4 4 | Yafiag - ANEZAN szezen | _
7 | vasdaun U Uuiedue
. Y8997U aeluau Y8997U .
INUY YU
10 | Tusy Yanilee | ¥18919N5LATLASDIAY PRIUINBLNE 1-2 93 B
11 | Tusy Tudles Y1YDMTHALLATDIAY PRIUNBLNE 1-2 % 0
12 | na19uds Yondles | AanTSUTUNUINIG PRIUINBLNE 1-2 1aidl
13 | nanauag YoMiad | U1881MTHaTLAIBInY sosvdsngluau | 3-4 ay 0
14 | Tusy YpnLias | U18v8INISEaNvRY fpATaNaLNE 3-4 %3 il
15 | nanauag Tudles AnsTuLUNUINNG PRIUNBLNE 3-4 43 0
16 | NA19W99 Yanilee | v189999N5¥aNUDIU PRIUINBLNE > 4 %l B

4.3.2 MIUATIEANANTIAY

adALBswssaau (Descriptive Statistics) ldeBunedayaihluvesineunuuasuay uavsysu sy
AuTuTeURsnAudnvAzveIgULUUB AU IAEnd M UNGuIaLIUELsTUT aRATLY THuA Aradud
(Frequency) WazA308ay (Percentage)

n1331A51EMBIAUsENBUTIN (Conjoint Analysis) N153tATIEYANNA A YLaLeTTaUTElERIVRY
uiazAdnvazleAnwANLTuTe UYBINgNfe g 1eieYARAdNvAIL FITeIdenldf UL Part-Worth Model
FaanunsainAndeTiamesmnuiuveu (Preference) muusazszdu tnegaindiessaustlovilngsau
(Total Utility) §svanedsssduanudurevlngsimvosnguimunefifson udnumeidug uanidenisnis
iiauonudnvuzlasuansganadnsarianua 16 JULUU (Full Profile Approach) nouliazuuuauiy
YOUNNNINTINTOIALADS (Linker’s Rating Scale) 11 Sz6U e'z’fqﬁal,l,ﬁdﬁﬁmilﬁu%gaLLUUW%LLW (Rating)
fuazgruerinfanuindedotosniuuuindudu (Ranking uwiduisfiazninuasdiesenisdanis (Hair et
al,, 2006) IﬂEJLa‘msaEJ'N?Jaﬂ'181676&7@ﬁﬁ'wﬁ’mmmilﬁu%gaamquaaumuaaulaﬁé”uLﬁaqmamamumifﬁ
msszunveslsnfnidelasalai-19

¢ '

n1331A5121N159ANg Y (Cluster Analysis) U17oyan1siden 6 Audn¥uENaNUNIATIEINGY

q

muANNgeUTiwAnA i uBsid1swBnudaunivuadnieglunquiauuestud tneldnisinseiuuy

K-Mean Cluster Analysis
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5. NaN1523azanUsIuNa

5.1 NaN13398
5.1.1 dayaniluvasgnauiuusauniy
Aneuwuvdeunufidiuiuisue 420 au dndngidumeandgs Suou 280 au Andusesas 66.7

o =2 '

flongeylugae 18-20 3 wndign fe 229 au Anidudesay 54.5 fnounvvasuaudulng Mdsdnuieg
Tudulft 2 $1u7u 186 au Antdudesay 44.3 f5eldadsseifiousninin 5,000 U1 260 Au Andudosas
61.9 uaralvafunasfiunvesseldunan viewsl/funases $1uau 258 au Sovas 61.4

5.1.2 nan1sAnwanaingUszasAded 1 AnwssiuarudiRyuesesdusznauvesguuuudioud
aussTUIAENSMTUNFuuIUBLsTUE

MnMTIATEiosdUsznousmdaldan Pearson’s R 0.806 Wag Kendall’s tau 0.544 wansliliud
AUFUNUT LA AIINADAAS DINUTENT AU NYUSRATAITEAY NUTT ANSNUULATUTEELLINIVONU
ﬁifmﬁﬂmmﬁﬁfgmﬂﬁqm Soway 23.72 sesawwlu anuazmnnegluiu Sovay 21.12 AanTUUTIMUY
Yovay 19.46 Miaiinsvesu Sevaz 12,18 Avnssutuiiedus vuail Sevaz 12.02 luvariiussuanues
amuﬁﬁfmwuﬁﬁwwﬁﬂﬂamﬁﬁ@ﬁaaﬁqm fovay 11.49 Fawnsnad 5

513 nan13@nwiniuiagUszasddai 2 Avuasuuuudiudaunsvuradndmiu
NI LT

9NNNTIATIERear Uszneus I NUdn Aessauslevivesiuuuudiiudaunivunidniile

nauauualiud aunsaasuldniunisned 5 laefaumsessnUsslominugeandd
Y = 6.678 + 0.099 (V,) + 0.075 (L) + 0.066 (A,) + 0.086 (C,) + 0.027 (D,) + 0.137 (NM,)

efinsanaumsirsdiuanunsaadunsliin Wessdunudnuazvesguuuudnudasuly asvinli
pssnUsslonisan (V) fanudsuutamulufe SeessnUssloninugefigasinty 7.17 MeliAninuasa
y03rAsTl Ao 6.678 furtessausslovivesssiunmdnumey 6 du il 1) Ussinywosaeuiidnau (usw)
#i9 0,099 2) Vinafidavesau (uifles) #o 0.075 3) Aanssuudnnnu (uemsuaziaiesdis) Ao 0.066

4) anuazaInA8luay (Thoau 17 1N eane) Ao 0.086 5) S2eI1a1U8991U (3-4 T21u9) A 0.027

1
v

way 6) Aanssudwiiedue vund (d) Ae 0.137 el 3deldasuguuudnudaunivuiaandniy

NANAULUBLITUT FITUaLBEANINAITIN 6
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a ¢ I3 ' a 3 = s ' U o
137 Lﬂiﬂ%ﬂﬂﬁﬂﬂizﬂﬂUi?u‘Uaﬁgﬂ HUUBLIUAAUATVUIALANLNDNGULIULUDLIYUY

473

M15197 5 umnanuddguazatessaUsglevivesuuuudnudaunisuinidniionguiauelsiud

o L Important Utility Std.
Aanuye (Attributes) A198aU (Levels)
Value Estimate Error
Uszunvasanuiisnanu Tusu (vy) 11.494 .099 .066
NASHAS (V) -.099 066
Wuafinevasiny Tuidlos (L) 12.175 075 066
uanLilos (L,) -075 066
AINTIUUIINY fISunsesLazaIeiiy (A,) 19.460 .066 .088
fiSmnevesiiszdnveanu (A) 060 103
fdfanssutunuInig (A) -125 103
ANUEZAINANYTUI fioaimeiies (C,) 21.120 .086 .088
fifleonsawaiies (C,) -114 103
fsnsvdsneluau (C,) 028 103
S2YZLIANVDIY 1-2 3l (D) 23.724 019 .088
3.4 s (D,) 027 103
11NN 4 Falus (D) -.047 103
Aanssudufisdug vunit | 3 (M) 12.027 137 066
Taigl (M) -137 066
Constant 6.678 076
Value Sig.
Pearson's R .806 0.000
Kendall's tau .544 0.002
M31eil 6 JULUUBUAURSvLALENdMIUNGuIaUIULSTUT
Usziamvas | siafing zanssu AMUEZAIN S28ZL980 uﬂafs:u
douiisany | vesnu b aeluau YDIIUY Uumea:m
VUL
Tusu Tuidiog PIHBWNTHAZLATIAY fonimeifios 3-4 2 a




474

A13EITIMYINTTIANT ARINIABINUANEI 18511 TN 10 adud 2 (2566)

Journal of Management Sciences, Suratthani Rajabhat University Vol.10 (2) (2023)

5.1.4 nan1sAnwinudInguszasaden 3 Innguiauiualstudnidasa

AMUAUBDUNLANAINY

ADLIUA

I

AUASVUIALAN

"ﬂ’]ﬂﬂ’]ﬁaLﬂﬁ’]%ﬁﬂ?i’;}lﬂﬂa‘ﬁﬁ’lﬁl K-Means P‘j:’j'JT]JEJﬁ’lll’]iﬂf\i"]LLUﬂQWaULLUUﬁ@Uﬂ’]MI@]Hﬁﬁ]’lim’m']ﬂ

ANUBEUTIUANAT AR M NYAETY 6 U vasgUnuuBudauASawIAEn WUl WervuaAl k = 2
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Communication Strategies By Using Community Participation Process During
COVID 19 Of Ethnic Tourism: A Case Study Of Ethnic Profession Group at

Khun Nam Mae Yao, Mae Yao Sub-district, Mueang District, Chiang Province
Jiraporn Khunsri', Krit Tothanayanon®

Abstract

During the COVID-19 outbreak affecting the ethnic tourism business in Chiang Rai Province, it
was found that income and the number of tourists decreased. Ethnic tourism businesses need
appropriate marketing communication strategies to survive and create sustainability. The research
aimed to study the communication strategies for ethnic tourism using a community participation
process during COVID- 19: A case study of ethnic profession group at Khun Nam Mae Yao, Mae Yao
Sub-district, Mueng District, Chiang Province. This research is a qualitative research study using group
discussions, in-depth interview, and participatory observation. The group of informants consisted of 20
people in the community and those involved in ethnic tourism in Chiang Rai. The results of the study
showed that the participation communication process focused on 2 characteristics: 1) participation by
persons in strategy formulations e.g. proactive marketing public relation by special event for promotion
and social media advertising with Facebook fan page to increase word-of-mouth and reach a specific
target. 2) Communication strategy content storytelling by ethnic identity and content design for new
target group. 3) Network communication strategy; multiple stakeholders create partners to give more
options for tourists by using a participatory process. The results of the research was a communication
marketing strategy that was appropriate for the community context under the epidemic risk situation
to be used to plan guidelines for tourism development and strengthening communities, especially

communities in diverse ethnic areas.
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3. ANSNUNIUITIUNTIU WAZNTIULUIAA

3.1 NISVUNIUITIUNTTY

3.1.1 N158REIINITAAINUUURAUNEIY (Integrated Marketing Communication)
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Factors Influencing Success of Implementation in Management of Sustainable

Tourism Community: A Case Study of Prang Ku, Thawat Buri District, Roi Et Province
Chinnawat Chueasraku®
Abstract

Besides the natural resources that generate money and attract both domestic and foreign
tourists into Thailand, ancient and religious sites can add economic value simultaneously for the
tourism industry in Thailand,. Cultural tourism that allows people in the community to participate in
management is a component in the concept of sustainable development. How can community-based
tourism be elevated to a higher level of fame? Theis paper’s objectives were to: 1) study level of the
importance of casual factors that leading the attraction of Prang Ku’s tourism; 2) study the level of the
success dimensions of tourism community management; 3) study the relationship among casual factor
dimensions that lead the attraction of Prang Ku and the success dimensions of tourism community
management. 293 respondents were obtained from 2 villages around the area. The questionnaires and
statistics used in the research were mean, standard deviation. t-test, F-test and Multiple Linear
Regression. The statistic results revealed that: 1) worthy features in villagers' perceptions were observed
in high value. 2) The overall opinion on the success of Prang Ku tourist attraction management was at
a high level. 3) All desirable characteristics positively influence the success of tourism community
management at the 0.05 level, where the dimension of cooperation among villager is the factor with
the best influence on tourism community management. Policy recommendations include that relevant
departments use proactive, bilingual, and third-language media, there should be a budget to visit
cultural attractions in other provinces or regions and network partners should be created in each area

to be able to sell or exchange community products between them.
Keywords: Community Management; Sustainable Tourism; Prang Ku
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2. IQUszas

2.1 wiefinwszAuanudrAgydadeteanmgiaiennuiiaulaveuawisa e nde Inusssuysedn
2.2 ioANSEAUANANYUNEYRINITUIMTIANISYUTUDAITIUsEaUAINd ST
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3. AISNUNIUITIUNTTN NTDULUIAALAZHUNNAFIUNITINY

3.1 NITNUNIUITIUNTIU

3.1.1 uuIRAREIRUNMTisafiBegnediu
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U
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MEINUEIIN A MIvisalieiionsiseusisuwazdounduinueinueseg i lanug YD IdseT
lulanffianuieilesianliausatenesnainiule
Bywater (1993) lauenussianinvienfisndeinusssueondy 3 Ussian e 1) dnvieaileaniuuss

nszAunIeIassTd (Culturally Motivated) Ao nqugidunviesigndianuaulanazSeui@nu iausssy

[ 1

wazdingfnssuisvineglunasionienduszesiiaiuiu 2) dnvewfiganuussdunialanieimuss sy

(Culturally Inspired) fie ngugignisgaladiednanmvesunasioniiesiiunidnvseldiunsussunduiug

H1ude JUNIN Uag 3) ﬁfﬂviauﬁ'&J’mmmﬁq@mmﬁwuﬁiw (Culturally Attracted) Ai® Q’ﬁﬁmmau‘iﬁﬂu
AnssunsviesfisriiintulnedsnvanBenmmnnninisinende

3.1.3 wwAnfEafuNsis e lneyuyy

Suansri and Yeejoho (2013) Tﬁm’lwmaﬁummiﬁaqLﬁ&n‘[mwmudwmaﬁq msvieaieafidileda
anudafuvesdandon danu waziausssn fmuaiianismaviendienlasamdnlugawy wagyuvudives
Lma'wiaqLﬁ&nﬁwmwLﬁuﬁwmﬁﬁwﬁumﬁmmig]u,aLﬁ@WLﬁmﬂ’ﬁﬁaui’LLdQ’mL%u

Emphandhu (2007) Tenuin iumsvieaiisnduedesiovesmsousnimineinssssund uayia
Finvesviosdiu lnonsdansviesienedisaunadsnaliselovisgg ldanmavieaierazdoufunguyum
wazvioaiu

The Thailand Community Based Tourism Institute (2017) ldl#da1u n158ani1sn1sveaiien
Taoguvudn Wunsisuduiandnlugusilianusudelunsdamsvieniion Fsanusmilovesaundnlu
guruaziivselonifiAndu

v o

3.1.4 doyaieaiuusedn snasivys duwindesdn

9

Usamusedn Wulumaaauaiisdie@aiwas (Chaiyamat, 2018) feuniinluniadiang Jueen

=K

Usnedusesuianmeasudsauysal Awmsinandensaumemumniduusegmativielayseagauntii

a = o =

Fruitang Tunnidodlddonassudnd sududvioussands 1 uds ameuendaszuiingdiofaiuas
Tagan1uiidsegiitiulsed] dvangd sunesisys fanindenidn sinsinduneifiesionida Ussanm
8 Alatuns UssAg ardlunmsanmsswil 18 amuuuAauzivusasdonsziditeorsiudl 7 5100 w.a.1724-1761
soulul w.a. 2534 nsudauinsldysuzunamussdg ilanusiunauazudauss waznsufatnsusena
Junpifougtumuesludsemansinnuunw Juil 8 fuiau we. 2478 Aufilusuaniulssum 2 19

2 91 17 9151991 Teguswagiasunisysaueidiensavaanlul we. 2554
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3.1.5 MINATUNITNUNIUITIUNTTY
msafl 1 Msdanszitadovieiffidsnaronsainsgaiuliiugeusiesilen
- Ay Ay AU frunisdeansuaz
Fgazden .
YAAIMNT doui | Audiguvy | Ussynduwusyuwu
Wiwat, et al. (2020) 4 v v v
Rudee (2020) v v v
Thanut (2020) v v v
Witaeak et al.(2023) v v v
Siriprapa P.(2019) v v v v
Inpuwa and Nawaluck (2019) v v 4 v
Wisit and Ausanakorn (2018) v v v
Supitchaya and Wijittra (2017) 4 4 v
39U 8 7 6 6

o A |

PNNUITeNAEITNEITATIUTIN Iangu wenUseian At wa. 2561 uiedagduinesiu

WUINTUAISUSMISIANITHIA IV DU o WTIUSETRAARNS TRIUSITULALNIISITUVIR @1U150FIATIEN

a a

asrUsznou Jadeiivihligusudszauaudnsalunsiduguruieniisnedsdsdu eondu 4 4@ fe I8

AIUUARINT AUADTUN AIUFUAYNYY wazAuNTHoaTwarUsemduRus YTy

3.2 NSAULULIAANISIRY

A338lasIuTIn Anngu uenUszian nmsmumunideiiiesdesiuladelaivniasngauu

' d' = v

TAugusuviadiedn el w.a. 2560 - JaU0U auisadunsizviosndsenau 4 98 Ao A1uyAaINg
AuEIUT AMUANAIYNTY WagdunsdeansuazUssnduiusyuvy lnedeulouiiednwanuduiusiu

AnudnsalunmsiunsudmsyusurisaieauseAglanunini 1 el
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Jadeidsamniiadragasiu AMNAISATUNTUITS

T yuvuvis iU Ted] yuruvinaleUTeA]

1. fiReuyAaINg 1. msadanuueznszaneseldifivannty
2. fidnuanui 2. Anudunds anuansin@

3. AR UAUAYIYY 3. af13dndnualayn1sIndFeyuY

4. RRgunsEeasuay 4. mmﬂWﬂQﬁiﬁ]‘iuﬂsﬁamam%maqﬁaa?{u
Usganduiusyuou 5. Snundszmdinfnulinsegseld

AT 1 ATBULLIAAIUINITIFY

3.3 dUNAFIUNITIY
3.3.1 Yadeidsanvnlunisadeninudiraulaliuuna sviowdl e ndadausssudanudunus
AOHATNSUDINITUITMTIANTYUTUYIBANEIUTINAT

3.3.2 Yadeiaaig 4 G i':mﬁ'uv‘fm&JmméﬁL%W@nmiﬁmﬁmmwmuﬁmLﬁmﬂiwﬁd
ad o =) = o
4. AI§ALUUNTIIIY

4.1 Uszunsuaznguiaegng

Uszgnsiidlunuidaiduradiuseuusinalsidn 9uiu 2 vyt liun druenag Anendy

124 nisATou wartuUsIA] 169 nasA ey Inenguimiogednuiu 293 au

4.2 wmalANSEuAIBEN9

1438 n15guiegrswuuiduszuu (Systematic Sampling) lnelddnauvesngudiegie 1 au
NnusiazasuFeulasliitnisidennguieganuazainnande Wunduiedeidufunuvesnseunis
visethuilanansalidoyals wuvasunuildiiuteyaannguiiedied 22 4o Tnenaasuaranuidesiuves

LUUABU (Reliability) TngldAnduusyavisuaar (Cronbach’s Alpa) Wiy .89

4.3 Manusausamdaya BIATzd nsudsea
suunaiuieyalngliluuaeuaunuuanasidnysdiuen (Likert Scale) Gautsoanifu 5 szdu

1dun anudaiuisafuaudnvaztasanudnuiiaiadulituwavousndsianssunasnadnii

Anndurinmsuimsdansuvasieiiengueu Tnsusesnidu sefuarufaiu dosiian dos Yunas

wnkazunfiganaznisinaunuienisesnidu 5 42958 U (Best & Kahn, 1993) 1 3.50-4.49 nu1eda
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naufog1efliAuuA 811N 4.50-5.00 BU8d ﬂq'uﬁaaa'wﬁmmﬁmLﬁuﬁwmﬂﬁqm Judu Funeu
msanIesdiodfulddnuainienasuazaddeiiisadeadafuiadedeamn fadagauiulifugusu
ﬁaaLﬁmLLaxmmﬁwL%ﬂiUﬂﬂiU%%ﬂiﬁqumuﬁaqLﬁaa TngasrauvaauaulneimuInsauwuIAn fauusauduy
HaduiBaannafiairegaaulifuguruvisadion 4 37 uazduusnn tudanuduialunisuinsyus

Noudleuansng 5 97
5. NaN15IYWALBAUTITNE

5.1 HaN13IY
a ¢ v oy o a d v ' ¥ o . = ¢ 1
5.1.1 wan1sAaTIzin1sTuiaudneuzvasdeiaianuiaulalituyusuviaaneausnedn
M15197 2 Aede wazddsavunsgiuresrnuAniurew It ulugusuiinenudnwusd

asnanuadlalitugusurieuneIu ey

¢ v oo
Y o asAUsEnau/Uadenadneninu
Vv ' ¥ o ' a ¢ X_ S. D. LLﬂaNa
uraulalinuguvuviane1UeAg
1 AIUYAAINT 4.36 055 | iudenn/danuddguin
2 puanIUN 4.24 0.45 | Wumesin/danudidguin
3| uduAnguy 4.36 075 | udenn/danuddgunn
4 | msfeansuarUszvnduiusyusy 4.08 076 | umenn/danudAgun
39 4.25 0.49 | wiuseun/ddanudidguin

o v '

Audnvazfiadenuaulaliiugusuieniieausedy ¢ ddlaesauytulugueuiuiieuin

Y 9

a I

waziiudanuddgedlusziuuin Anadewindu 4.25 Fwaunsafiansannissuidedenaseanuiiauls

3

@ £%

TfugusurieaneIUsed) Bewmua1aulanal suyranswagsuauAgu (4.36) Mmuaaui (4.24) uay

nsdeansuaryssyduiusyuu (4.08)



A13EITIMYINTTIANTT ARINIABIIUALE 3199 T571 U 10 atun 2 (2566)

a ]

515

Jadeiifidnswasaanudnialumsuimsinnisyuvuviosiioradnedbun

5.1.2 wamswszianuAndiudaanudsalunisuinsyusuviosdien

M15797 3 LanIR R Lard e uuATFILTEIRNANLANTALAD ANNENTTUNTUSNSYLT

vieuleIU9A]
Y HAANSIINNITUITVNTIANTS
Yan 4 .. X S. D. wUana
unaYiaaieIUseAs

1 a¥saunarnszaeseldLiunngy 4.27 0.78 WiuA281n

2 Pead 1ALl AnuaEded 4.25 0.61 WinmEgaIn

3 | Frafedndnualiavnisandndeuvy 4.28 0.63 WAL

a | a¥unnumagilaluvsy iRmansvesviesiu 4.46 0.62 WAURAEUN

5 611'1&J%’ﬂmﬂszszﬁﬁamﬂﬁmagjﬁidﬂ 4.69 0.51 Lﬁué’wumﬁqm
573 4.38 0.48 WinmEaIn

1NAs1eR 3 Twsuiiadnsannsuimsiansundsieadisnussdgindinnsuimsdnnisiia
Tuseduann fenadowiiy 4.25 TnsfiasaniFesmunedeldid natesnyusandifnulvasegdeld
(4.69) asranuniagiilalulseRamansves (4.46) asrsdndnualuaznsandisieyusy (4.28) as1suuay
nszae91eldifiunntu@.27) uazaiunnuduuds arwantad (4.25)

duufgiu 1 YadedeanmnlinnuduiusaonadniveInIsusmsInnsyuurieaneIus ey

A13199 4 HanTIAgiAuLUsUTINTRIRNEN MY 4 RNTEvEnaserudusIlunmsuImsTITY

Model SS df MS F Sig
ns0nneY 30.53 a 7.635 57.34 00
ANUAIALAREY 38.34 288 133
Total 68.88 292

PNAITNTN 4 Naﬂ’]iﬁmiﬂ%ﬁﬂ'ﬂmLLUSU?’JUQWﬂﬂWiﬂWO@BL‘%JWW

LY LY

YUYUIT G173k

Usdasy Faiion

a

SNWaR

q

FUIU WoINNUI A1 sig Basaun1sRAYIIAU .00 agnliludAyisyau .05 JeausuanuRgIuiivis

171 Yadeiasreenuihaulaliiugusuvieadisdmanornudnialunisuimsyuau
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auufgui 2 Yadeideang 4 IR sauiwihweaud5998In15UImMsTaNIsYUIUUTI9A]

M13197 5 wan1TIATginNnnneedanaavestadulivavg asgadulviiuygasuiidvsnaidauan

AoanudSalunsuImsguuiouiien

Unstandardized | Standardized
fanusvinung Coefficient Coefficient T Sig.
B Beta
YAAINS 298 338 5815 .000
anf 297 275 4.350 000
Fufnyuyy -012 019 326 744
nsdeansuasUsEvduRUSTLTY 111 175 3.329 001

N = 293; *p<.05, R2 = .443, Adjusted R2 = .436; Durbin Watson Statistics = 1.621

31NNTIATIENIAIUANBELTINY AN (Multiple Regression Analysis) fiauUsauaunsangnsal
Anudnsalunisuimsgusuvieniiendeiuusssulsiedglaganusaeiuteanuulsununielidiunenis

wensal (Adjusted R2) Soay 43.6

5.2 afusgna

Hadudeamgiaisgauiulifugusuiondioausedg Wun Siduynains anui dudsusuuas
msfoansuazdszenduiug s

AuYAaINg Astnausukaziawyaainsiiianuluiioon®n dinveanuslulseifeansuay
AuannsalumMsussIevieneneneg1adussund FanssiunanisAnyives Thuedom (2008) fiagy
uazlaue LI yaansiigualunaaanurdomauaniuadsiinnuassalumsieasanusangulély
seduwela fyednnwdiduasdanufiFestunaingiisauanuduetied Fuaniui Fusuwanisideves
Thuedom (2008) fieBuilusaanumsidoauussnadundnguisiuuasasligeudwnddau
sulunsquadnuviedaliiduundaioufvonsnvu uonantunisiiniad eulsstulunuaniunie

¢ 1 =

mauanusuluwrawisaisudsinusssulunmdaulssinniafdvseUsieAndus dneae

Y

1% a

AuAudyuTy 391398904 Inpuwa and Nawaluck (2019) Fe@nuw A safuunawioadoands
SussTUTTAuATIUL 9snUImesTistAnuasnansiel OTOP Wussdusznaufiduasunnudnsaliiu
USnawieaiiaus fueuisedud ndunuin ﬁuﬁwmjuvl,aimmmﬁﬁw%waﬁa%’wmLﬁuiﬁlﬁm%%lu weil
oudaunnnuinasunoisyuns Samiaunswuy fqudiunedud wu in3ssauniuazinlmdauand

wnanwainaswuluiunlsdunisensesunazaseanuiumaulalrtudniesnenladustem
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Aun1sdeansarUszdunusyuy wmslumsiwunmsvieaieudainusssuvesyusy Adsld
szuunalulagansauwediuuimsinnsvilalaensdaivdeyalusuuvuvesgiudeyansufiamesudn
kNI N8 unesidavzyi i nreai gagalnenaraaussnela sus ninawane Jaazneliiia

Uselomiognedifu Semsafununmnuanues Srisawat (2008) ke Pinsri (2008)
6. #5UNAN15INY

9NN15ANWIN19N155UT A adnvArYesd 97t afemnuiaulali Ay o nd 82U 19 g
sunesivys Sminfosida Tnesmanadewindy 4.25 Fewndwluguvuivindanuddyegluszduun
nwud1 ddfuyaains nmsiidiusiuvesnulugurukazaiusiuiieluianssuvewmy Uudunsuazdwmin
ngufngatufsannuielianuddunn (Aedewiiiu 4.36) fdduaniud v1atusuiindiiaing

anuraulalidugusurienneIuseA] Wy viaiidnfing unisaenin aze1nlasnsie n1sinunig

a6 =

535UYIAND 8T N15TNUNIUTEIRAEAST T 819U 19U LRRguasNITTYuTUTUssndlil snandu

aa vy a v

wndnwaliameilianuddgeyluseduun (Auadewindu 4.24) Gaddudiguyy lun nsiienmsidu

o '

endnwaiwarnisiiveshnuievesiissdndmiuinvieadiefiaudfunn (@nadewiiu 4.36) Afd s
doansuausznduiusyuey vntuiuiindanudidgunn mntediaini yusuaslddedifuszansaw
Usenénuaglinaniie 1w Aeeeulatisine (Aadewitu 4.08)
nanleTEiaAniusonudSalunsUIsYITWie ey wui1 smthuiiusieiradng
NnMsUIMsiansunasieaisassdgmadinisuimsdansiiaegluszdumn Tnefldnedsminiu .38
eanunsnfiansanGeamusedelddel meaeinussmdifenliasediely ndusegiadiusemniian
Aadswiniy 4.69 nsassnnuniagiilalulsziReansvesiosiu ngudiegraiiusieunn Aade
Wiy 4.46 mMsaddndnualuaznisandideyuwy Aadowinfu 4.28 nsafianuuaznszaeseld
Fanntu Anadewintu 4.27 uaztheaianuduuds enuandad duedesindu .25
aadnuaziafranuhaulalifuyusuieaiisdmadennudiialunisuimsguvurieaiien
wan1snaaeuil 3 910 4 Jade dun SAduynains amuiluazmsdeans uasUssduiudauvuiidmase
mmzﬁL?ﬂﬁuaqmiu%‘mi«’ﬁ'mmﬁLma'q‘vfanLﬁ&J’quu‘[maﬁizﬁuﬁaﬁﬁmmqaﬁﬁﬁ'szﬁu .05 pgglsfinu
psAUsznoudn 1 @ luflsedudeddyvioliarunsadsvinadomudnsalunisusmsyururieuiion
Tnefuusduiideruanisiunedian Ae Jadeduanusmdevosauluguy ldun msfauluyuwy
fduimuaglinnusudelufanssuvemyUrudunsuazimin auluguvusidudalidyanisuans
msssidufiedeusuinvioaivdefimmduins tuubuuilauarloudonats Ineadussavsnnnosuoas

ASNYINTANVNAU 338 5898911 Ap TRAUADIUN HAAUUSTTANTNNDDYVDINITNEINTAYINAY 275 wazilf

aunsdeansuavyssrduiusyusu Jeduusedvannasven1sneInsaiviniu 175 aua1au
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7. VoLEUDLUY

NnnuanATetafeifdvinadernudiislumsvimsdamgurureaiisregedsbu nedifnu
Usadg Sunesivys dmdatendn fitedeiaueuuslunstmanisideluldssd
7.1 dalauauuzaINNITIY

Tunmsimves 4 fudsildnnmsdunszinssunssuiifeadosdsliun Jadefunimsmieves
auluguvu (yaa1ng) anuil Fudiyuvu n13d eansuasyszanduiusyuvy ienadeulasnisiiase

9
ANUAARRELBINIAM WUl HR ”nﬂa'nmmiawmmiﬁmmﬁﬁL%f\flumw%mwmuvimLﬁmlﬁaahaﬁﬁaﬁwﬁm

<

Ya o '

1¢i5euay 43.6 (Adjusted R?) {3deLauo31 A ud5adudiunnineInsane (Resources) dulaun aulu

YUYY AINAILNUVBIUNAW DU HUTITAUTITN NTATIYAAIMILATYFAIINNTIIMUNNEN S uet

o o A

(Fudgu) uazn1suszaduiuseralidiisane Nlladenddgaug nlaannslunumuissaunssunie

o

'
o v A

mATaadunu Jademsadvayuanniesgduiusddyiiesdisaiuamuduiavesnisieaden
FeTmusssuligeBu (Kongtong & Namwong, 2016; Belkadi, et al, 2013) lnsnan1s@nw1dadediunis
alvayuvesnIaignud dlldnlddnudedanudiuinineigaisiinsadvayuluauvseiu fie nsaduayu
sutsznauaznslfsuUssnaegaliussans o anwsieideswesulouisusifumsdsdiesendeummia
vdainBenoiglinslinshauinnisatreenlunionisddunu sunsimuinisvieadieideslssy
msause waznsatuayuiuyaaing fe endiunieauluguwudnludeddsuanusuaznisiininuzain
Wiy Wy Mumsdoasturisissemenazyinglunsuing wu yadnamm anunsedesesuluns

Tuimsdamhenunasgiedinisatuayuluinnsimuieg19a3eds

7.2 $osuauuzlunsidunaioly

NMsAnIdednunmiagldnisaunnefunendudes ulzansaladeyannnisseay
anodiuiuaie widiinauagldfumnudiemderniauiyurusnniulunsUssauauiindunaiiedn
(In - depth Interview) latfusiusudeyauazldlinanduneyanaturduegilinanisdnufiaiig
auysafandeiu uanflosnniiguassalunsasiiuil Ae anunisallada Tadn-19 nssenutnviondien
ioasuauanuAniuiaduludreanueindiuin Taenuitdnsinmsuvesisafisrnasidauanas
FowFeuiisuivanunisaiundnounsiiamanisainsunsszuinvestedn SailiideliannsaiFonsean
Sunwaivthusazinviesflealdnuduuiiidesns dmiuiiiaulahmsifonduiol msassdounis
TamneieliinUszansnm Tnsaunsavienddeluseiuiilug@u wu ssiudmiaviessninedoninidu
uilndies Welimuidnfiainennmhalalitusumonionisinusrsuararudialunisuins

yuyuvisaelaeyuvulieg Ao unuLAs TRy
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7.3 daiauauuziBealouny

7.3.1 niip1usy sulauwn Wanyusudwminuazsne Ussduiusdmin aisdeaiudnians
\iealeunsuvavionfiennatausssuuazyseiimans siudunaaioniienUssinndu W unasisadien
M9STIINA Unamiaailsanadals was uwuuiBsgn siiaisdeussnduiusiiuuasinw (Bilingual) wie
finnwfianuiiosesiuuasiirfisdnvieniisdassinalunauny Sunnuaznguginiaeide uazasi
sutsznallifihwedunurueu Fsdiwihiudmsinnsvienfisndisadeiamsssulildlugmnuymudlasy
Mefadumsianisaniuiivesiiondeianusssuannhsnunasgluiidug

7.3.2 msadunmieietsligusuuiasiiuilduanddeutoua Foud washesdanuddudy
wnUfoanduae sumfinissmieveuanasuduiqusussninaiu ez fudemnanisugdudi

guyuaunsaIeluieiuld
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1. Overview

The book "Speciality Coffee" explores the realm of specialty coffee. It discusses the various
definitions of speciality coffee as well as tracing the journey of coffee from beans to cups. Specialty
coffee is important as it is a rapidly expanding segment within the coffee market. Nowadays, beyond
consuming coffee as a common means of caffeinating, a significant number of coffee drinkers seek
new experiences of coffee taste and appreciate stories behind the coffee they consume. The term
speciality coffee refers to the quality of the final cup as well as the transparency and the dedication
of people involved in every link of the coffee supply chain. In turn, the price of speciality coffee is
significantly higher than coffee in general. Coffee producers could generate higher income from
speciality coffee which improves their economic standing. For coffee drinkers, they would enjoy the
exquisite flavors while appreciating the story that accompanies each cup. This book contains a
comprehensive spectrum, covering details from coffee cultivation to the art of consumption. It caters
to both coffee producers seeking knowledge about specialty coffee and coffee drinkers eager to

expand their understanding of this coffee segment.

2. About The Author

The author of the book, Katrien Pauwels, is a pioneer in the realm of speciality coffee in

Belgium. In 2001, when the global specialty coffee trend was still emerging and relatively uncommon
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in her home country, Pauwels embarked on a personal mission to introduce specialty coffee to
Belgium. This journey led her to travel to the coffee-growing regions, where she witnessed the entire
process of coffee bean cultivation, processing, roasting, brewing, and ultimately, the enjoyment of a
freshly brewed cup of coffee by the consumers. Powels co-founded “OR Coffee Roasters,” the only
specialty coffee roaster in Belgium at that time, directly sourcing a third of its coffee beans from their
place of origin. Furthermore, she played a pivotal role in establishing the "OR Coffee School," a training
center offering specialized courses on coffee brewing and service (OR Coffee Roasters, 2022). In this
book, Pauwels imparts her wealth of knowledge and insights into specialty coffee. The content is

brought to life through a well-illustrated layout, and captivating photographs by Wim Kempenaers.
3. Review

This book provides content on essential aspects of specialty coffee throughout the coffee
supply chain. The content is divided into 5 sections, each exploring a different stage: cultivating coffee,
coffee roasting, making coffee, coffee business, and finally, the act of savoring coffee. One of the key
messages conveyed throughout the book is the significance of collaboration and commitment among
all participants in the coffee supply chain. It highlights the essentiality of maintaining unwavering
standards, pursuing excellence, and fostering sustainability from the very beginning until the final cup
is served. The author emphasizes that achieving true "speciality" status requires the dedicated efforts
of passionate individuals who consistently strive to deliver the best possible coffee while respecting
each link in the chain. The author employs a writing technique that stimulates the readers’ interest to
explore the multifaceted world of specialty coffee through this book.

The first section is dedicated to the cultivation of coffee, the author provides a comprehensive
explanation of various coffee plants and species. A particular focus is placed on the factors that
profoundly influence the flavor of coffee, such as altitude and the fertility of the plantation. It is widely
acknowledged that coffee grown at higher altitudes tends to exhibit superior taste profiles. The book
enhances this understanding by including visually enticing pictures showcasing the potential flavor
variations that emerge when coffee is grown at different altitudes. Moreover, this section introduces
the various methods used to process coffee beans. By imparting this knowledge, the book enables the
readers to decipher and appreciate the nuances associated with different coffee bean processing

methods.



A13EITIMYINTTIANTT ARINIABIIUALE 3199 T571 U 10 atun 2 (2566) 525

Speciality Coffee

The second section focuses on the art of coffee roasting. The author elaborates on fair-trade
practices between the coffee roasters and the farmers. Fair-trade emphasizes the sourcing of good
quality coffee beans from a particular region while prioritizing the well-being of local communities and
ensuring fair pay for farmers. This ethical aspect is a vital component of what makes coffee "special.
This section also introduces the important word “cupping” or coffee tasting. A certified cupper is called
a g-grader. Technically, the g-grader tastes various coffees and assesses them by awarding points for
each category such as aroma, flavor, aftertaste, and balance. The coffee awarded 80 points and above
(out of 100 points) is classified as a speciality coffee. The book includes a coffee taster’s flavor wheel
and a cupping form in which cuppers around the world refer to when identifying technical description
of a coffee’s flavor. The flavors are, for Instance, whiskey, lemon, and cinnamon. This part provides a
tangible and measurable definition of specialty coffee, making it particularly useful for readers seeking
a clear understanding of what constitutes specialty coffee.

The third section discusses two types of coffee making process: filter coffee and espresso.
Filter coffee or so-called slow brew is about making coffee without using a machine. The proper slow
brew results in decent quality coffee. The book elucidates the parameters that influence the flavor
profile of filter coffee such as temperature, the degree of grind, and the filter apparatus employed.
From this part, the readers would learn how to brew fine filter coffee. Regarding another coffee making
process, usage of espresso machine is advised for a coffee bar that needs to serve the customer quickly
and precisely. Description and illustrations on how to brew espresso are well presented. With the
provided practical tips and techniques, the book equips readers with the knowledge needed to master
the art of coffee brewing, whether it be filter or espresso process.

The coffee business is the focus of the fourth section. The author shares her personal story
of how she started her coffee business along with a firsthand account of the challenges and triumphs
that come with such an endeavor. This personal story adds a relatable element to the section, engaging
readers on a deeper level. She also provides suggestion on the fundamental concerns to start the
business including identifying the type of coffee, deciding who would be the target customer, selection
of location, establishing philosophy of the business, and writing up a business plan. The critical point
is to plan with worst, good, and best-case scenarios to avoid being too optimistic toward starting the
business. This approach is important as it guards against overly optimistic assumptions and helps
entrepreneurs prepare to ensure a more resilient and sustainable business venture.

The last section is about drinking coffee. The author reviews espresso-based drinks and their

unigue names which vary based on the proportion of espresso, water, and milk, as well as the specific
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preparation steps involved. The book provides color photos of the coffee drinks with concise
descriptions. This section is useful for both the coffee drinkers and the barista to understand the
meaning and preparation of each coffee menu. Many coffee bars add these pictures to their menu so
that the customers understand the coffee drinks served. This not only enhances the overall customer
experience but also serves as a testament to the significance of visually communicating the richness

and diversity of coffee offerings.
4. Conclusion

The strength of this book lies in its ability to cater to diverse audiences. The book not only
provides fundamental knowledge about specialty coffee, covering essential aspects from beans to
cups, but it also fosters an appreciation for the people involved throughout the entire supply chain.
For coffee producers, this book provides valuable insights into understanding the preferences and
desires of coffee drinkers. It allows them to align their practices with consumer expectations. Whereas
coffee drinkers will discover the interesting stories behind the coffee they consume, deepening their
appreciation for the art and craft of coffee production. Readers can expect to gain practical knowledge
from the author's first-hand experiences. It is inspiring to learn from a passionate coffee lover who
immersed herself in the entire coffee supply chain and had a will to share her authentic expertise with
the readers. Although the book predominantly focuses on the European markets and coffee beans
from Africa and South America, the knowledge and principles discussed can be applied in other regions
as well. Overall, this book serves as an indispensable guide to specialty coffee. After all, this book
accomplishes its objectives of sharing knowledge on speciality coffee as well as allowing the readers

to appreciate the passions of people involved.
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