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Austrian Economics and Entrepreneurship
Chaiwat Baimai'
Abstract

Entrepreneurship has strong Austrian economics roots. Although many aspects of mainstream
economics are useful in explaining how resource allocation affects societal wealth, they are incomplete
as they do not provide much understanding of the dynamism driven by individuals. It is the Austrian
school that sheds light on what is important but unexplained in the mainstream literature. Compared
to other schools of thought in the mainstream, the Austrian school gives individuals a more central
role in their theorizing about markets and the economy. The main objective of this article is to explain
the Austrian view in detail and elaborate on the specific characteristics of the Austrian school.
Moreover, this article indicates the major differences between the mainstream and Austrian schools.
The results show that the distinctive methodology that is considered as the foundation of the Austrian
school is termed Praxeology. The extension of this methodological conception is thus linked to the
essence of entrepreneurial opportunity which has become a unique domain of modemn

entrepreneurship studies.
Keywords: Austrian Economics; Entrepreneurship; Praxeology
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saaav

ARSI TUMTIRaRALIIN U RS YgAaRs T TanIn 51w m%mulﬁ
nMsdudamguinisnsdamsasislmidasuiilunasuimagsiaily wu duuuusanaduioil (Five
Forces Model) Al#Ainsgviannznisudsduluszdugnamnssy wisuuiAnisosguningnsvedasdng
(Resource-Based View of the Firm) fifulisiufsauaudAvemineinsnelusadnssusiliiAnany
IHUTsunansutadu Haanmguidugniauiunnasvgmaninszuandn Ao Lasugaansesdng
9n@1¥n33y (Industrial Economics, Industrial Organization) eg14lsfinny uduuifnveuAsugAEAsNITILE
vdnzdulslevilumsihanudiladanslininensifisdalmninUszlonigsan uifiRnyszduonides
fatosialuvanswdym 1y mydrgisruuassgiaiimuduna s dduedoundndutiaanudy
oueninilveuiumsliaTinyuNeseaAssgmaninszuandn deldudsiiAntuhlugmaiannuuio
Tval 1y LAswgenansooawEeu (Austrian Economics) Tidnanisniiuesdrmusfidsnnmely uaztieiadaly
mevhaudlavsingnisaiffndulussuuasvsitldauysahnntu

mssdugusznauns (Entrepreneurship) DunislumandsunmsinnisgelmifldFuamiuaulaegng
N394 LLasLﬁu"?ﬂﬂwé’ﬂLL‘lJuwfiﬂ‘uaﬂmiﬁﬂwﬂuﬂmw%ﬂﬂiﬁqiﬁﬁ] (Jeerapattanatorn & Chiewchan, 2018)
uenand MuAdedunaiufusgnounisdaiidautaeldidunumslunisuimsdanisgsialiuszay
AudnSald miﬂmsnm’mmLiﬂumimmimummwU'ﬁuﬂaumimsﬂwﬁmwm Petchuay et al.
(2021) LLuaqﬂmmimumﬁLﬂuwﬂsuﬂaumimwwuﬂﬂasmmaLum Lmaumﬂf\muuﬂ&Jalmmimuummw
Fowau WninnsfiunAadedsingnisaiiiiad uiiuyuueseinuainuatedid dafu deruvesnindu
{Uszneunsisagsiousenunnnnquffii eadedundazuiun Wy yuueudumaia fUszneunis fe
Miduindeud iy fifenisiiulamaasugio vieyuueamamsuimsgsiagalu {uszneuns Ao fAnAy
WinNssuvselunagsna (Business Model) uiuulvie Ffundousemalulad wiefidnidentulaeiadlui
ansnew (Startup) Ludu

oedlsfiniu mndoundulunumussunssuegndnternui madufussnounisiiiaunnismn
NAuARAATIgAansiTuiY s D uasugmansuvusiflignnanianninde diinesawiou
Tneiluudrfiuguredviasvgeandindalostuasugraninszsuandn fafu fsmaasugaansdon
Ty FainruunAavesassgmansurusing Wilisedu dduanuiuaiauds wiundnuesasusmans
ooawIBuiinnuanIzi waguanINLUIARTINSELAVARLUMA BN UnAu T g Usvasdndniio
oS UIBUALLINUIENYUTIaNIz v uAT gAans ooawmT oy Bnviadszyliiulspumosiiunndnasendng
\sugmaninszuandniudtinosaniouse {ilsuatuayuvdnanveseialafafiin mndlesng i
wiisveadasiidesnisinyiuda iazdiladsfidesnmaisudinndu (Wingate, 2020) faifu n1sdeunduly
Anwimunisuazsingudududuiiiiavesmansnisiduguszneunisiahnasdulsslesiionisiany
dilavsngnsalifeafunaduiuszneunisinniu ideviluumerududsmsnanigeiu ded1in uay
Foldudswonasugmansusazdiin nFeuinnsuduiidifny wddduanziyumosing wianieenuidu
Foaguismnuideslosvoaasvgmaniosawsouiifiemanisnunsiduiussnauns avhounaunanis
msusunsyuwimivesmansiunsludusznaunmsiuusigawsninasvaulagiu
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2. WUIAANUFIUNLATEFANENS

Lﬂi‘lﬂgﬂﬂﬁ&]i%ﬂﬁﬁﬂﬂ’]LﬁﬂﬁﬁﬂﬂﬂiﬁﬁLﬁuﬁaﬂﬁiuﬁiﬂq€] '1/mLﬂi@gﬁﬁ]ﬁu’qLwimswamlﬂauﬁqmiﬁim
HosnnAnssumaasugiadudsiugudaineiy wsvsmansiainoglunoumilduandsaumans e
Junsfnudsngnsaififetestunginssuvesmyudiudsen uifiviasugmanslitontvsanguin
Political Economy #ifianumanenine msinwdaitadenanesuduniedes Inaamedadenenisidies
fnideulsstunisuimsnnniaisdsieiniuaniulndludsaugaiy widesmsfnunssuuiasughald
Wasudeiduivn Economics Inedndnsnadudsnuuaznindeseonlu ludwesniswauimgud e
fuual¥asdug sl (Ceteris Paribus) udauaniznsdnudadoianziu dduiidfetademansugia
nuffgnitauntuarldweinsaiusingnisalldusiugnindu (Lune & Berg, 2017) usnani ilevin
irsvgmansgaiendalinnuanziazsadelifesuainnuidnvemyudidiluifsdes Wessdanuims
wsvgaanifianuiami Jasufinmsdvuaveueauasiiomanssresmnisfnuniidaag denisuuady
dindnannilem (Subject) 4az33n15 (Methodology) Thdunnundnveusasuans

Tngiluiaswgmansenadwunldidu 2 wnfavdn fie 1) suaiafinismaaswgia Aysadrsany
TeAslidudennnywd’ uaz 2) duanudiinveansneins lnotoezveanisiindnensdisnda uyueds
Fududediminensegneiivszaviam dsduanudlavesiniasugmansfdnmnefnslininensiiteln
dnuflatafinmgegn mzdlenswensuwsazailasmahluldldnanvarsuumis seanudiiadsildesd
msdndulalumadondiduaiianse oenslsfam QﬁmﬂﬁmLﬂ313@ﬂﬂﬁ@\{%guﬁugwuﬁ’m%’uitﬁwﬂuﬁaﬁam
fio matdenldnsnensidrialiAnuselomigean faziiiuldaindennues Bank of Thailand (2020) Aiszyld
Juasugeans e “Inrfiiidemsdaasminenaitothunauesaudeanisvesuyusddiisida il
seuyAna AsEUA wazUsemand TagliAnussleminazUszaninngegaiionnuogffufvesuyud”
Feomnanumneluiynifoinfuunanvesasugmaninszuandniisousuiuagnaniianng

2.1 ASEEANEASNIEUENEN (Mainstream Economics)

nnuimaasysmandsunefiesraduseuulud e, 1776 HednuviaAsugaaniotne Adam
Smith IflausuuAnidesnannas (Free Market) AfiFosnalnvessiandiunnesiiiu suuisuiaiiou “def
wadlaliu” (nvisible Hand) waznalniagdisdnasaminensidsidalidvszansam augavneszuy
WATuENLUTUMAILINIE AN A8 NNAIE L4 (Self-Regulating Market) ImUﬁ%’jl,ziﬁi”lLﬂué’au%’m%miﬂum
wwaRnves Smith Wuduiniavesasugaansdninilonatadn (Neoclassical Economics)’ #dnn15ves
Smith l@sunisatiuayuegneininewaaninasegaansatevitu 1wy Milton Friedman® usiluvniziie i
fAAndeanifisanusnegieiies wu nguiliannsaesuisuazdismuuimandlvdgnudeidnny
WATYNINNNBEREITULTY (Great Depression) Tutael a.A. 1929-1932 %58n15391500v83 Dolderer et al.
(2021) naaiadtulifiega3s insrzardififneniadesdunaeaunsnegtiliinnites Ussiduanidesd

1 o _w oa o a s c  _www o 4 daq 1o a1 o o
Uagduaiafinmsmaasegiavienisegiiuivesuyudenainldnniadedundliditu wu dydainuavvesussng (World

Happiness Index) M%"aﬁ%ﬁmiﬁ'@umwwé (Human Development Index) 1Jusu

2 frsunsanenaweniasugamanseanidudiiin Classic uay Neoclassic wiluiifildsiuuwwidavisaeseglunuavyifeaiuiie

ANUNIEtUTeullon

3 Milton Friedman tdueansnansdiiuminededanln mnuanuandinfslagazidensnuiaueradauiegludnindailn

(Chicago School) Nfsputiupnumvasnaniaslaglilinisunsnusainsy
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Lﬁ@]‘*ﬁz’uLﬁ“LH;G]L‘UﬁlHuﬁﬂﬁ@ﬁuﬁﬂﬂﬁj:ﬂﬁﬁ’]LﬁWUEN‘V]E]‘lz}gjLﬂiiﬂiﬂ’]ﬁm{uﬂﬂ’lﬂ%adﬁ’]ﬁﬂLﬂuﬁ (Keynesian
Economics) Tul) a.a. 1936 Tag John Maynard Keynes Isiauayunaaifeniuunumuesnasginiseenly
nanfe fganmsadianunsnuadld mszidenalnsawienldlidiud $53ansdilunsedussuniasugia
wnAamsuidymiasugisveaudldndnauiieveuasugmaninszuavdnanifuiidodnguniuiu
Hamunguasd wasuluduglasdimuagunu

Mnfinanumud Sdefsdunaiidaauasssens e Usznisusn Yssiudediiannnisvestedn
193 M3AnA1T Political oonluenaustarumnevesemanssiidosnaiiufinuiameiuusietladonis
wiswgRawiniy Fady mlmmm‘fjﬁmamqmimaaiaumﬂwaauq L Imqaswwwumnmm InUsTINel
viewgAnTuvesaueenllaNNTIATIYE uenaNil Ffwmdedndmils o Economics Hu Tnesndmiudn
ANAIV8AY -ics LU Physics, Mathematics 758 Statistics mLﬂumammuum{Lmamsmmmmmam
Huwnuvdnlumsairsesdnnud wudsiviviasugenansiinldmuuumeadamansiduunundnlunis
Jipead auenvaziaedadeduiiinnudify wu YadeiliferdestuiFes “au” senluainnisiiasevinie
Usznsfiaes wnAnvearswgmansnszuandndnilvgiiansimidentu fe mslinswernsliiAnuszansam
a9an Ssnsazussqiatmnedinanlddy desteguuauyiguifinainganasniw Equilibium) veq
guasAuargunu daty Ussduddilmssgeaninszuandnuosduly fo nisuesdudfduduiididy
iy unumestlalanwuiifivesruuiAsugie wiaedinisnanfansliiadamlunisdenuaznisdadulaves
Yalanwueg e (Friedman & Friedman, 1990) Lwiﬁauimj?%aﬁﬂdnﬁqﬁﬂ%Lﬁuluﬁimm%ﬁwwLﬂwgﬁw,as
Tassasremsandududdey udnessedemginssuesuyed lnelbesfingAnssuvosmywdiuduiios
w3asdiefilinouausatmuneindy 1wy nquinu (Game Theory) Aiflausfiguvemnugd fo fiduluina
Liladnduladonaiuanudesnsvesmy winsdndulaldgnimunlinmediud vienguinisainnisaled
filmmea (Rational Expectation Theory) fisaguudeuludn syuddndulaednsfimmnavionnyadeyaiiior)
Felurnudusseoslihdumudy mszaywienaindulavihddedmilsnndungias (ntuition) n1saesiin
a0gn (Trial and Error) wieanudesiuluaufn (Gut Felling) Monalilulununssnyvesanudumedu
wa WWusu msnsyrhuazngfinssuvesnyusuanies nunludnvusduiidudaidldgnnanidunssuandn
wiifuunuvdnmeeudaiidfyesdinesaniou

2.2 |ASHFANENSODENTEY

Tuganafimsvgenansnszuandnldfunissoniulurning aneldanudefidnszuuiasugia
sgdfuluegadinasniw winguianiassgmandnszuavannduliannsaeduisusngnisaiatoogei
Anduld fafu Feddnasugamansnqunisdaiilas Carl Menger iSunowneduneszuuasugRvlundsud
#seenly Menger WinluinTassReeawnouasidumansansdiuarsgmanininilosfiuming ddouw
n&sarn3suavlussduamine ds wildvihouduinmisdefiuriog srornils lusrsaiivaiud
RIGERERIITRRE L“U’]bl,éfﬁﬁmﬁLﬁUﬂ’J’IZJLLWﬂGII’Ni%%’J‘NLﬁaﬂ’]ﬁiﬁ{’lﬁ&mu’lﬁU%ﬁﬁLﬁﬂ%u%%ﬂUixUULﬂiiﬂgﬁﬁ]
waznuiivasugeansfissuntudnlngifufsdumiwemguiluhafiduiiguidsine Feauns
msadiamansvindy winanudedluauiuaiwddnasusmansaasiazliauddyiuiadedy
Tagtamzanuddnuesilaenvulidugudnanwesmsinmannnii wsizwideinsdndulavesywdidu
Hadendnivhlfszuuimsusianannluld (Menger, 2019) wunAsveausiazAeliiAnnsinndinsaias
fonnifissetnann uiffiinimnssundlddesfiviuge waendduduunduiniasvgaansiuminedy
Fouwn uarderfugaiiidaveaasugmanidninooainiou TasiFuanngugnAudueaan 19U Eugen von
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Bohm-Bawerk uay Friedrich von Wieser uu1a1u@ai ldvsefet1sdeiilesauindniasugaans i
Foidosluszezsionn Ao Fritz Machlup, Luwig von Mises, Oscar Morgenstean ausnisqafivinlviasugeans
seanIouldsuniseeniugean Ao s1eialutuafiueulfiu Friedrich August von Hayek lud a.a. 1974
n&nsuunAnuuussanisufldineundseludininaduuenviieninylsy sulufsansgeundnfisly
ynidn fe Isarel Kirzner Unigfissaiunismansiansdiuvingdeiagedn

FINFIUVDUATYIANGATDRANTOU AD AIENTINAIBNITNTENIVBIUY WY T8 “Undlalad”
(Praxeology) (Mises, 1949) Mises wauad dasiadedufidrdyninalnSessen uasduiiladdalunsii
arudnlaszuuiasesie Salladeduiedes “au” wag “mansevhuetan” wduaiidelulssiudindnay
I¥sausmilemanumdunisdede Human Action dmfununeslugagyiaine (Epistemology) Yaaung
Tolafdu sgauardrfuimsugmansnszuandniléunAnufgiuien (Positivism) Suidueusfiusanend
(Value Free) fiosrinunisdans naaou uasfusdusondngrudeUszdng duundloladifumnuiniudasy
9ndszaunsal (A Priori Knowledge) n1sléundsanuiinannisAnauimguazna ognslsfiniy Weaedis
Anedigasumidoudu As Tdnsidifsanuiniedsisds iswsdiasugeansnssuandnldnszuiunisma
Inemaniuarigeiliedoyaideuiinm luvagiidninesanieuliisnssnelsde (Logical Deduction)
Tnei3umnmnuaieitlidaansnisiigaundedane (Axdom) aniuiadeulssdonatindn (Fundamental
Axiom) W udanavges (Subsidiary Axioms) suthlugdeasuiidniou Meg1adanayainauves Mises
(1949) Ao “M1snszvivosuywddungfnssuifigasswune” (Human Action is Purposeful Behavior)*
Fedenlsiudanatiten fio “wiazyanaunnsinsiuly” (ndividuals Vary) azeusnulugdeazuin aywdd
Snwnizlanizia uiazaudadonyhdawineg anudmany (Ends) wagneneumnisnisiiosussqimunedy
(Means) Usziiuddy fie deasuiilalisniudesgnuanaeuviefigatiinin (Falsify) wilousmueadefgm
fou mszdeaguiuinuandsiiduaidludivestuiesesuda (First Principles) ndnn1sues Mises
wineliAndonniisseytedanimindefievesnsyuiunisuasdeazuitldan 1wy Futerman and Block
(2017) Fansaih msldnssndludanaraluguvesnseiuiedeniviu efuisanuduaiomaasugaans
Ielafwinisldteyaslsunavianisldaunsmuadinmans eg1elsna farsandeginderny 1 uas
aums 1 feludl

SIMEUNTUSUFIgadu dsdnalilianisanas vieinnn)siaguuuag
ludnsilag Mlaigenevassvesduaiiu (foA1 1)

= flp) 234 _ (p)<0
q = flp) uas i =flp) <

W8 p uny TIMIFUAT UaE q kU BUASAYBITUAT @un135 1)

auuiuladn doau 1 wazaums 1 duwdloutuunuynuszns Sdiuansrsiudlifiosszduiien fe
aun1s 1 eglugdvesiladdunadinaanifivneuiusld duiu Wetilsiduluiwaondudunsiviag

! wnAinssudifiynysune aammmmnmamanmmmuuunﬂan% (Reflex) 1/|msmﬂmimuauawmmiﬂ,mmwuwm
$umesodaiifinnsedusgamndauivule wganssuwuidadudsiifeduldlaglidosimeFeus Wy msnseaniuile
gnLAe (Knee Jerk) dnafiodilsitinnsnszyinlag (No Action)
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o

a1u1303RT R A Wadnlaannsldmalinvesndinenanstugs Wy aunsoniduduladiulas o n

U
Y  a '3

#naq sy uslunsiemgimaasvgmansaninglisndudedinmevasdnlufinuntu egrslsfinu
et 1 fiarumangliinaanaunis 1 fadu andetsiaznui niseueusngnsaiviisannse
Wl Mawu 11 en15US3818 (Narrative Description) w3 en1sldaunisnisasina1ans (Mathematical
Equations) t{udu ws Scheall (2017) lé3nnda1 undloladifunudaiidueyunuion (Apriorism) 110
Aulauliaenadasiuuivewasmanslugalu egslsiniu Ussinuddgde undleladilunisgausznie
Trinaswgmansiuuviadasumnudefeiunalnsalugnsiuiinenssiwesauuny

anudRyvasnsnszuesnuriiiedndunadnvasiiddyuesiussnounts Ae msidadiulenia
Tu%mxﬁsjjﬁluﬁguumlmﬁu wdaienfulonafiineiuiy 1wy muidsves Robbins (1932) uay Knight
(1921) uinduduiniaswgmaniddnesanieufinenemeduisiisitunsnszvwosaudeidauiulona
TudausiuaAnues Kirzner (1973) ideiunasilunisuendusznouniseenainnisvhgsiavialuile A
(Alertness) ifloflonaiintu vieiduauannsnvesiuszneumaiiodaiudesislunaaursdiulyiauysel
(Imperfect Competitive Market) ﬁaaa'wadwaﬁ'qmaqmsLﬁuﬁuiamavduﬁyﬁa WnAnls (Arbitrageurs)
fannsnvhiilsnndursesaannsdegnudansuns lWaudsnuidelutasnaiounves Kizner
(1997) AfanujaluiinsfnwiFosnnuiiuiaselona uiiuluiinanssnuveseudusiifisonszuaunisues
aa1m (Market Process) luszuuiaswgia Lae Kirzner i olunalnnainindansdaiunin (Shortage) uag
dhwiu (Surplus) vesguasAuazgunuey Sudumihfivesfussnounsiifesiiuidenisuesmlenad ludn
wdspmdsunaAniaslenaes Schumpeter (1934) Weigusznoumsifufitumiaenuaunavesauasd
wazgUvuluszuulAsygRauAanisvIaganasnIw (Disequilibrium) ety fuszneunisluyuueses
Schumpeter 39884 uan alonialunisai1eassdd slnidenisuaunaiunsweinsffey (New
Combination)! auanunsnaLIuLALTinuA1INANINEuRY masmauniludnuagiduisadunsias
awannaiaed luvas Wordufiduiwdndussuulugauasduasguniulva wieidumsairouinnssy
(Innovation) kunalnilidendn “nsvanednsed eadneasse” (Creative Destruction) slau Unumandey
\Aeafuguszneunisues Schumpeter fio malugaiiauinnssy duszuuiasugiailiuianssuazillg
@aﬂﬂwwmﬁimahiﬁﬂ’lsﬁwuﬂmﬁ] AnTuae

MnfinanmTavsAag U ‘17?@mwgmam‘ﬂimmé’ﬂLLazmegmam‘aaaLm%umaﬁﬁf«mﬁmlﬂu
wnmadesiu TaedidmnevdnielimiwensiisegliAnuselovigsan udenafinnuunnnafusgiilu
Frsiinglym nanfe iaswgmaninszuandniniFusuanyaanuiiteguieannguiildsunisigaiid
Undeite ududenlosmssneifiothinaaduuudassunngmsaimansugmaniidosnsanuluguuuy
YosfuUUNIsAdAmEnS (Mathematical Models) udateyaianunsamldindinseviiionigngaunin
(Optimization) #3mAng A (Maximization)? #1835n131 emeuiildasidunudeniadiandmiunis
dadulaulouiemaasugia lumensaiudon iesugmansesariouazuesusngnisalifiodfuseyuuesd
snseenly Tngliiumsimuamadeniiiululfuaznsdndulaiiafign winduniulufinu Ssausinihitd iy

! nsuasraunineInsiAald 5 sUuu fe 1) madausduiiidinunmininfuniedudilw 2) n1sl#iEnsudauuuln
3) madianaalval 4) navuvasne fagavlmiviom Tmghuwielnl uas 5) nadedsesdnslysl

2 Optimization Wunsmeiianzaudign (Optimal Choice) Aiviliilsfuinguszasdiirinua (Objective Function) fid1ann
fiqeuseveniign nuldiiouly (Conditions) n3edad1iArn9q (Constraints) @3un15M1A1E9gR (Maximization) 1unns
ﬁwu'gmmmmnﬁqmmﬂmmw‘%aimwﬁ&8] audeulunsadneanifisimun
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Aonsiudidatiulonia uagnisnssvhwesaufon1sAamisnislmig wazadreassd st uan egralsia
Baron (2014) wiud amsAndudslminagmadndulaangaenuiidegsafoileatu wazudlonans
Usngey wifFesmsfvimihiituiadoulunmsaiadaiilmaniumn uasduansumumlumsasiionseyinis
findnanfide fuUsenaunis Entrepreneurs) Hutes mnudeslosseninaasugenansosanssuuasnisu

AUTENOUNSUARAINING 1 wazhdAafiuanasiuvemsaesdinasulalumsed 1 auddu

Fovasliviu/manas)

LATHFAEASNIZUARAN

(mslanswennsiiinuseloviaan)

dnindlloraiadn

RVGIGIE

LL‘VIiﬂLL‘U\‘iWN Lﬂﬁ‘l‘z}ﬁﬂﬁﬂ,ﬂ

(|

7 AsegAanieadesEY
- Yaanvu (nsnszyinvesau) (Mises, 1949)
- AnuAusIRelania (Kirzner, 1973)

wINN35x (Schumpeter, 1934)

NMIVAN[YNN

msidugusznauns s

- Wgana (Yadudiuunnmrauaymsnsvinvesau)
- ANANvUTYesYAAG/ALALTRYEWUENBUNS

' v [ v
- MILYIUUAMITURYIZNBUNTT

- 1BnnA (amwwmé’aumauaﬂ)

Mail 1 anudenlesseninaasugaanseoanisuLarnsiugusenaunis

M990 1 LWSHULTBULNARYDLATYTANEN SNTEUaNa NLaYIATYIAANSRRANS Y

LUIAR

LATHFAEASNITZUENEAN

LATEgANENTRRIATEY

1. SEUUATHEND
(The Economy)

- Wisussuusegiaunalnnisvhanu
1031A3 03905 (Mechanistic Systems) 7i
sfiuluiduszuvednsauna Burns &
Stalker, 1961)

- paAUsEnauT adgyluszuu fe
MsnY U BUTeIY WU n1sldTneves
NASFHAZAALBNYY

e e “uarmaiilsgean”
(Profit Maximization) 91048y afi  o¢
visedeyafillutiagiu

- szuudaagnin (Equilibrium) wid
guasAlazgUyuuUsUAsuly

- szuvegy luaninuing ouaad

(Certainty)

- wWigussuuAsegn Aluld 9o
1153 T muIN1sA ian1sUTuRuae
finsasuuladlunasaiia (Organic
Systems)

- aadUsznaufiddalusyuu Ao Jaian
yuiusavauinduladonmaionves
s Tneldiduunumueininsy

- Wamnedie “wi3instvida” (New
Combination) 31AATTHAUNA 1Y
n$wensliiAnnadnsfismsluania

- ) Usenaun1sagNanliszuuIa
Aaen (Disequilibrium)

- szuvegluanminadouiiliuuey
(Uncertainty)
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4 = < v
LATEFANARIDRAINsEULATNSIUUNUIZNBUNS

P99 1 LWTEULTBULNARYDLATYTAEANSNSEUANE NLavLATUIAARSRRaWT U (o)

LUIAA

LATHFAEASNITZUANEAN

LATEFANENTRRIATE

2. NTUUITY
(Competition)

- MIUYITUATRYULANYRFIUTYNBIANT
elugeamnssuiidnuasNvilouiu
ellnuAaeAasiu (Homogeneity)

- MIuUITUA TR UNANYAFIUTDIANT
199 MelugnaIvMNISdANULANAN
fiu (Heterogeneity)

3. 83ANS (Firm)

- DIANT AB NITTINAUVDINTNYINTNN
L\ASWgAAAS (Economic Factors) Aig
VAU MU WINUY kagUsTNauNs

- 9IANT A D NTNYINTNAINNATY
Useian ud Uadendrdgyngn Ao
Janu (Individuals)

a. éfmqu (Cost)

- wun ud e usudsateuen
(Exogenous Variable) Ao fauysiilalld
sudnswaandwlslag aneluszuu
ANMUAURUS T And9d nwa 1unis
AU UAILIBTUTU U 115
AnsgidulAvasiunu (Cost Curve
Analysis) (Dardi, 2022)

-sunudarfusauusaneluy
(Endogenous Variable) # & fauuUs
I Sudninaandanusd ug Tuszuy
ANUFURUS 7 Mdefnw wunis
IATIRAUN UAIETTITIAUNIN LTU
nsTAse A unua i elonia
(Opportunity Cost)

5. namlsvseviavu
(Profit and Loss)

- LU UNANDUWIUEIWLAY K3 0AYINIS
LAswgn 3 (Economic Rent) A @
ﬂ'ma‘uLquVT'qqm'm"unumq
WiITEgANEns W NslasuduUniu

S LWUNARBULNY A D ALY 1989
#{Usenaunis (Entrepreneurial Rent)
(Teece, 2018)

6. NagnS (Strategy)

- aeAnsaseAula Wi ounienis
WYITUIINL UNDIA TULATYFAAN S
9AAINNTTN LYU N15UTENSAsvUIA
(Economies of Scale) n3an1sdasiu
nsi1gdaainvesiiausielua (Barier
to Entry) 1Jusu

- AUlALUS BUNINISUY ST ULARRN
UNUINY09E USENouni1siunisg
HAUNATUNS NEINTLT 8911350157
waneing waglanadnseanunluzuves
anSuTuseusmsluiiinniiy

7. NuiodAng
(Theory of the

Firm)

- WumMshanInuduius seninelady
nskankazHandn Tuguwuuvasilandu
A15WaR (Production Function) lagly
AUASNADAAIERS

- whunsdnduladenguuuuanudu
L1038 uNs We (Ownership of
Assets) ¥ LvuAgA UR AN 39
fusgnounsadietumn

8. ﬂ’]ﬁ@@ﬂLL‘UU@ﬁﬁﬂﬁ
(Organization

Design)

- MIIALATIASIIBIANTANUBIUIINTNT
(Authority)

- finldfinsdalasadrsesdnsiines
wiiuulounegsfiafifvuslned o
wagusmsulagldnannisnsgane
91U13 (Decentralization)

9. W IMeN
(Methodology)

- lEwuunenminanans
(Mathematical Model) Tun153uAse

4

- l¥nssnzdetsde Tnewiulunauy
AINTEVUBIAU BAZNITIATIEN
lona

07 INMTIATIENVRIH LY



200  MIEFIMEINTIANT anAnerdesuiggaegisnd Uil 11 aduil 2 (2567)
Journal of Management Sciences, Suratthani Rajabhat University Vol.11 (2) (2024)

2.3 maugusznaunis

nsdnu3eanmsidufuszneunisdivse Yan1e1uund 200 3 Uindapon, 2014) mnugnmia
youimmsAnudlfidu 2 f7 Ao 1) nisfnwiludsgania adudrdrenaiudussneunslundymiidu
luidyanauuganandediin Wesiypdnvidednuasilanduuisegnaiiviiliaug nilwszauanudiialu
msiuguszneunts wu msfinwigudnvazvesyana (Personality Traits) Msennauifivesusznounis
(Entrepreneurial Characteristics) 1l pv1AnauIg Usznaunisasiiquanvaugiguls uenaindy §ad
msAnwianastuluseiudsine iemyamgsuduusegdaviliyaravisussauanudusanudmne
(Achievement Motivation) (McClelland, 1976) nqudiifianuindedenasduiivensulusnislumnemi
Aa n1syaiuaudugusznaunis (Entrepreneurial Orientation)' (Kungwansupaphan, 2019) uagaving
nsfnvilutssduiinaufmuadslildtoasuiidainuin Yasudiuyanadnuaslaiivinliyaraniay
Fusznaunsiidniald (Kerr et al, 2018) uaz 2) msdnwludsumnia nowuluitadonsueniidsuasie
arudfaviormudumaivesiusznouns tadunieueniiBedensludUszneumanedldluvansdd s
dnnwIndeuvnaAsegia dan nsiles nguanevsewalulad agdlsinn winfiarsanlufifvesnisani
g3 dnivmssiniuFestatemeusnluivssiiududmasiensusuiasussinsuagyiliAnguseneuns
Tngd98siunguii1eisan1u (nstitutional Theory) 13Uz U3 03n15FAMITUN UIIALMASH1A9
IALanIzaINgINAIUTINAMY (Venture Capital) LWi'ws,TmﬁuqmL%'uﬁusuaamsa'asﬁyqqiﬁﬂmi (King
Mongkut’s University of Technology Thonburi, 2022)

TutananfiuunAsmaasugenanignaseuiilasiasugmaninszuandn nsianzdniin dlonardnd
fiuszifiunan Ao Yefnwszuuiasugialuyunitamsedinsigingfnssuvesasdnsvuatnguinniinishi
anudAyiunsduguszneaunis lugausnuwadasenisiduduszneunisisignnaafisnndnlungug
isugenansily wiazdnsnanisegnsiiiuiedadondduninensmaasugmansifienisndndu
ufuazu3nis (Factors of Production) ueninfleandiau yunazussswitlduarnilsgeanlviuesdns
aonAdaafiu Schoorl (2012) fiszydn fusznaunsifiudindouninensmaasugmansanngaiiiissavsam
ludsqaiigendn eenlsiniu Gartner (1988) lausliindsnisasuyuuedlmilagluniuiinisiases
wgAnssulunisaiegsiouny dady uuwesienaduusznounislugaeniulisuiaiioussuunie
nszuunsiiduiulvegediduney Famneeuinduddiaunsadeuuasfinduiuld Tvnuanshiansd
viodsliAnantadunsuoniliaunsomunuldedsiifaumnsdetulugausn Sniamquidiuinineuas
vosdinosanioudsazieulfifiusiein madufuszneunsiinanussgdaiidusinszduliAangingsy
Tumssjsdessgspadodadiulonia duflsdunadinumnananuannsolumsiaunddmifiasoatg
aneliuga TusiyniiZededutverldn wnRadenmluussnounsiienuduius funsenaneriils
nsgsAvtesann udnaneuumuildFuarmmnenddlusuvesaneuunudmiunisuunuanuidsmie
Anulainlueu (Entrepreneurial Rent)

msazanosranudiumadufuszneunsiitamnisedeiiles nfinamunnounthinuiy

v a

UNIVINITUBIUIINGNITATAATUIINNAISUINN NIUNBINUATYTAIERT d9AUAIanT Inaned n5an1s

o a

dansienagns egnelsinu Gnslifideaguiividaseusingnisaisunisiludusznounis weradiunia

! msdaiuanududuszneuns Ae 1) msadisutnnssu (innovativeness) 2) Msi@ieyiuaudes (Risk Taking) 3) n13vhany
18930 (Proactiveness) 4) anuudasy (Autonomy) wag 5) AuALA151aluNsuY et (Competitive Aggressiveness)
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Junszdslifimstvuadszsmunanlunisfumannuaieiiiinnuanizii (Unique Domain) gnauinies

B
4

Fwannszaglififiansaududusuanglign fadu mndesmsenufrindilunisvhenudlavsingnsel
Fesmafuiuszneuns tnidedsdududesmeasuilulufiamadeoiuliléin arszddguesmsinmazss
Uszifiuluiiqela suanfaqauldsuiiddnmasiuaiadanissuil 21 naundslumsysanmsaiuianvans
alrisanduniafion unawwes Shane and Venkataraman (2000) T mmsifugusznounislid
o "The scholarly examination of how, by whom, and with what effects opportunities to create future
goods and services are discovered, evaluated, and exploited." ﬁnﬂﬁamﬁﬁwwuiﬂ nwIATIEat (Unit of
Analysis) tiuluiiides Tenralunisuseneunis (Entrepreneurial Opportunity) Tun1sviaaudladeunuu
vaslomaflefumeneuin “lemaazgnAunuldeslsuazlnegle?” uay “lomainusglovifugaunyly
Fnwarlather” Taidluainuseiiuves Kizner s iiiiudn Tonanisnisusznounisiuiiog ud
fuszneunmsfesiuiienisumenlenatiu uasdofslomalunisuszneumstunuda fordlusududes
hlugmaAeuinnssuludsi Schumpeter woadld

TuszAunine) (Ontology) Msuennuluase (Reality) fvanzuvisanuiiogaes “lonna” aziin
fanuui Tematiudusnide (Subjectivity) w3a¥ng3de (Objectivity) minuedlonaifudnideenauda
anuvngldd lemaduuusssududedild Tomaasinldviolitusgfunnudnfiuwasanievousay
AU warnmaiintuveslemaseguuidouluiamzesnaviniu azdu luwdyuilenmaswdudsfignadhedumann
Tiszgniuny Tumanssfutunasluiruzvesiou Temadinuduingidounnin Tuaununede
Tomadufudsiidudadduasiivanuegud Tonaind uldiauelnglid udunauazaniud lidnsilas

v
=

weadiuvelaifinnm defu madhddeniadduegiuiiflasgdunuiu wu déunulomanzueaiiuniniad
¥9e53Aandvds1annsednd (e-Commerce) 404 Jeff Bezos Tunmed ffaudulvgiifi i uagy dndu
Sumesin uSon1sWanndedsnu (Social Media) 89 Mark Zuckerberg Tuvausdifauginulugifivdliaiu
dfufunisfingod ea1sdae E-mail Winu wenanii Teece and Leih (2016) wuin Tonnasniing ulu
Franarifiaulsinueugs (Uncertainty) 1 nsiindnganisalsineg vieiileiinn1sivasuuasesis
Fuwdu (Disruption) fatu Fuesiiulenadosannsafimuniauannsaliaonadesiuannwandoniiuys
wWasuluse (Narakorn, 2020) nauideves Kim et al. (2022) Fsnuin unasiinvesnisdunuloniadiu
Tugfiindarndeslosiugnmnufiazaneguieiiunnudiiu (Prior Knowledge) vasynnanioasdns fewmm
3sdanaligiidunulonaadugshainalml (Startup) vieerailugsiafinsyareseenunaingsiafieglu
AAIANINBURATY (Incumbent Firm)

ufislagiu winuidensduduszneunisyelmisziianudiudwlnglulufiamadesiudowd
eIy uAyusesfisidentsfunuloniafivensreuivneenluinnILiy uaasoungululsislvi
wainuane wu nsuduseneun1sidanagvs (Strategic Entrepreneurship) nsilugusznaunissening
Usewnd (Intemnational Entrepreneurship) Wgamﬂﬂu@'ﬂﬁzﬂaumiLﬁamﬂu (Social Entrepreneurship) 18u
#u luarailvaiveadomiindiudnedu vilfyuneadednide (Subjectivism) luidirtuundlolad sauds
Wnsdnwdeaunndipsdianudnlu msenisldivenaidsguile (Inductive Reasoning) iz iun1s@ny
Usngmsaifdslafig@nunnneunseiAnulianniin 1w Clarke et al. (2019) Aunungnssunagguuuy
msdndulalunsiiaueuunAnmagsialiiutinamuvdediaulaidusiumu (Pitching) fidswasie wans
ﬁWLﬁumummqiﬁﬁ]ﬁ'%’mﬁgﬁu Ariunndnlngiside3sauamd deuldfuunsvate Ao nouigiusn
(Grounded Theory) LagmMsIATIERMETEANY (Case Study) aeslsAnia Van Burg et al. (2022) waueli
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Unideldmsidedenuamlagldmaialu g Wudieiauimged wu nsduaueveyalasld Word
Clouds, Word Trees, Social Graphs, History Flows %3 8n15Ud@uan1801%3LAs189%4 (Visual Display) 19U
Tableau, Qlik #38 Bime wnunIsdLaUBNaNITIATIEATBYaLUUGNY Ao n1slddeyaanuinAilaens
(Direct Quotes, Verbatim) Lmeq‘ﬁ'Lmﬂ@haﬁazﬂhEﬂ,ﬁﬂwsﬁwmwqwﬁmiLﬂuﬁg’ﬂizﬂaumimmmaaﬁﬂiu
uaziBuauazaaounquluifene nintu siedl dnidedndudeddnnidedaimaiioaduliniady
Qﬂizﬂaumiﬁmwmﬂumam‘ (Science) 1Ty (Stockemer, 2019) uen il Keyhani (2019) TviFug
MITuBslsunaasnsatinldiunsnunluviunveadsegmanseoansoulaiduogsd uamndesnisli
osfanudiauldlnanind dnidenslivsslominnaufavinesmstssnanadsneuianmes uay
Uszgndmallanisdnsieniingg fiovaenoudnmiseiiinieundu Wy miﬁ’@umﬁmuwuﬁyugm
NANITULNTEIN (Agent-Based Modeling) Lﬁmmﬂ?%"fjaafﬂ%’Uﬁ’umigﬁﬁmmmslﬂuﬁﬂﬁzﬂaumﬂul,l,dagu
fAedesfiunsyuiunsiidunata (Dynamic Process) n1svInRaen1 (Disequilibrium) wazganuliwiueu
(Uncertainty) Zasuuuiifenldfunuanaiia wu msinsizinisannes (Regression Analysis) #3813
Aneidensldaunmsiddasiads (Structural Equation Modeling) fifesrimintunanausznis

Mnfindmsimunasifiuil uAavesnnfufussneunisuiaiuddlydundiiosadnusy
fiyuesgiefigsia (Founder) n1susznouendass (Self-Employment) n1siuuians (nnovator) u3e
mifiaé’?aﬁjﬁﬂmﬂugﬂwai'm6] WU SMES, Startups waedsiuaumneanluniunummiafiddalussuu
wsughtlugiuzdinasminensliiinusslovigagaiiodsuganasnmlunaloaain unanuinigeiu
foundulugTaunnsvesiauinimmsesdanuidunsduuszneunisandiinesaniouiis Kirtznian
wae Schumpeterian audnasluaufiauguunniannudn e Misesian fauenanusvayundlelagdulugn
LﬂﬁauﬁﬁmﬁﬁﬂﬁmiuaqﬂisLﬁuﬂfgmuqmaaﬂiﬂmﬂﬂia‘um’mﬁmam.ﬂwgmam%ﬂizLLawé’ﬂﬁﬁﬂPﬁ%ﬁm
Ly IBNITANIRENTEUIUNIIEINEIAIERS (Scientific Method) WUUINENANENSETTUYIF WAlATUgPANENS
ooan3sundUlI5imen (Methodology) Tunisadrseadamdianzvosiaes uenanil fiflsunesi mans
VNAERSEANULANAIATIY FlisndusesadueuindetedsmsBafatuauiuinemansifisasingy
msmieagiandanaduddldnssnsdadstodumadonuisivanliiniforeanudlamisedosdigalu
spUuIATYEAY tufe MInseviesauld

3. unasy

sruuiATwgRantanutudouarenaliannsaesurelinasunguionguianasugmaninzua
winifsaviniy insvgmansosawieudunadonnisiidunfudiudmivienudlanalomaasugia
uendlenniasugmansnszuavaniifausuiiulaily anulaaiuvesdinesaniou Ae nslinssny
Bsfistiy suanunsafigaillsindaauvunaznsnsgiveayana Taslanzasidaiulonadunginssud

drrgdudumdundeundniviiissuuiasugiausumesnananaennuasiamunludgaifnd Fai

winfidenaniAedUsznaunistues unaruididunisfinunITauiniswazniseSureneriunisdu

AUsENOUNIHINLINB B LATYgAEnTdlnaaan3ay 9 InN1sAnwInud nszuaunsnsidignisdu
AUsEneunsiianududouiaietonduesdnuiandrinAnuwyuesieg univedlgiasudeiuiasiv auyili

ansadlausingmisaliintuliegnetnauuiniy
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Trends of airline business in Thailand after the COVID-19 outbreak
Pornapaktra Sakdaar', Jaree Prommana®, Chuleewan Praneetham’
Abstract

The coronavirus disease 2019 (COVID-19) pandemic has affected the economy, society, and
industries, including the aviation industry. The COVID-19 pandemic has resulted in travel disruption
and a slowdown since 2019. This academic article examines the impact on travel, especially in the
aviation industry, through an analysis of the domestic aviation situation both in the past and present,
including the impact of the COVID-19 epidemic on airlines. The study was conducted by examining
academic articles, research papers, and aviation business statistics from 2009 to the present, as well
as analyzing trends in the Thai airline business since the COVID-19 outbreak. Throughout history, the
airline business has been affected by various situations, including hijacking and disease epidemics that
have affected the global economy, especially the aviation industry. While various situations have had
a huge impact on the airline business, the COVID-19 crisis can be considered the most severe impact
on Thailand's airline business. Although the outbreak has begun to decline worldwide and airlines have
resumed operations, Thailand still has a large number of patients, causing air travel to remain slow.
Therefore, there should be coordination between public health measures and government agencies
to allow passenger air travel to resume, stimulate the economy, and promote travel in Thailand to
return to pre-outbreak levels.
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1. UNUI

gmamnssun s ulASUNANTENUNLATYEAALNAN ST NUN1IETTUAT A VaIBATY Lo
mMsundszuinveslsnmniauaziuesa nslaufvesinonsiedleTuil 11 Weutueneu we. 2544 Hudu us
aswgnsnidaansznuiiuandnatuoonly urdiudsmadeirsugRresgramnasuieau messunlvges
covip-19 Mdunidluingdadsdidguiu covip-19 1Bulsadnseiiinainiifalalsuranewuslnl
Feuszmaluilesgdu Ussimadu ileifeusunnau 2019 wagldunsnszangluilan

efuil 30 Sunew wa. 2562 drnauasisaguiiesgsu Ussimaiy leoonuszniadumanis
Fosmsnulsavensniaulivsvawnn foifugaiiuduvediiassuinuisenissy seaniuil 11 Juiay
w.el. 2563 ssrmseundielanidesnuszmalilsainidelisalalsun 2019 (COVID-19) Whilsaszurnlveiialan
(Department of Disease Control, 2021a) ndaanlanveasnass1uIngAn199 uunune lagluvugd
Tsadsnanmdsmisszualnglddmanszvuseinsugiarilan Qﬂ’gmwLLﬁﬂwhﬁmiwﬁ’ul,%"uﬁmﬂﬁ&?«,wi
1 $unAN WA, 2562 LAgNUIINITUNTTZUINAINTIUNI INALgAURIUNaHBBATa B NAYNTT oUINT 8Ty
onuudlerUanlevidonu ausriuidoldannismelaerlesaresadrluangiae wiemnniseniislusu
ufinfi Tovazooamariuudrunfumalunii’ (World Health Organization, 2020) lutiasusng lsafign
Funin Tafalalsunaneusivg denignifendn covip-19 FadubsailiiAneinsisadieeinisly
syaunauieseduiisunsann flheanduioiniamelu 14 fu msdivduureshiafedulussuumadiu
meladuuuaglulen uazdeumuiiininginaneiustents COVID-19 WWuanvmrasnianszaeiinng
WnTudndne (Department of Disease Control, 2021b)

sugfiinmauniszuavondelada COVID-19 luitilanilimafumsguuuusiag Fesszaniuay
neavedn Tnensidumsfiddegnmilsffensiumalaeniosdu aensduilandesUsyauiudaymnns
vianued19nin anzlul we. 2563 auiAuudanigeIniAseninesema (intemational Air Transport
Association; IATA) UseLiiugn graiunssunisiusialanvinnuis 2.6 druduuimuaglulne. 2564 Ad
vamusioiilosis 0.5 E1uduum (Munprasert, 2020) Lilaaanmsidumaseiedesiulngasiomgazin
Tumsgusemannegldusenalolszma ieldliidunadusemavesnudsmalivaisarsnisouialan
I¥onandienduludumesswinasena Segay 80-90 voufierluvionun (Narongwanit, 2020)

Fofu 9nmssruinvedsadinanisdmariilinaisy Ussmainnisnaniadutunldiiedetu
msfndeiizuus sinndeyadfndeluanssowin w uil 24 wquaiau 2564 wuihilgRade coviD-19
Usgana 25,700 918 anad 39% nassdunsideuniiiu dufideinanas 14% vieladvegd 578 1y
Aetundaannldsunisdninduegradesnilslaa lnsynewsisuieuaimilsldiunisdaiadu cOVID-19
\S8U508LaT (Bangkokbiznews, 2021) Wavszmnelnenduiadanisandonifinanniuning 2563 Inedoya
a1 Suit 17 fuenou 2564 ﬁﬁﬁmuﬁam%aiw 1,434,237 918 wavdiideTinunis 14,953 Lﬂ'uqaﬂ'ﬁuﬁmﬂu
21.5% 9ntnou (BBC, 2021)

n3sEUIRTes COVID-19 fmludemiianslunsegalalsuniifinnsssuinlnguludisaomessy
Tan dwavlfiAndesidaundulunsidumerestssansiialan MsszuInves COVID-19 inTundenis
52UIAY04 SARS Tuln.a. 2546 wazn1338U1AU03 MARS Tuln.e. 2555 (Xie & Chen, 2020) @1L1RFINATIVN
TiAnnansznusiemaiiurhlaniuiud lasievgmadummseimelasiaissdulagansanadn 3 2562 i
Wi g ualanuanis 1,098,000 1 oatu Aadusasinisiiulaned 11.2% 1duii srduszning
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Uszine 10.4% ot wazifiendunieluuseing 12.0% sl (Bangkokbiznews, 2019) warsiedaiun1seilse
svundwaliiisadululssmalneanasnn adalulasuad 17 2564 Ussinelnefivsunandientutoame
78,621 o0y anasnnUiinuuIsIuIy 154,398 \Wierdu Feanasimdudesas 66.3 (The Civil Aviation
Authority of Thailand, 2021a) \esannisunsszuinvesiasa COVID-19 ﬂﬂﬂiuﬂizLMﬂﬁﬂﬁQﬂ%ﬂ AUNTTLE
fulssndluansgousnifiadfantesas Helddiidolsnaeiuslni indusgwioiios 017 1an (Delta)
Tolunsau (Omicron) Q%Lﬁuiﬁ’j’lwaﬂ%WUﬁlLﬁ@]ﬁﬁuﬁ@ﬁjﬁﬁ]ﬁ’lEJﬂ’]iﬁu‘lijuﬁQQiJ’m Lm'Lmﬂﬁfﬁﬂ%u’ﬂﬁlﬂﬁziﬂ%l,lﬁﬂ
fligsiaaenisfuldsunansznuanlsnssuiaiiinty muideveanadln waswdou (Gallego & Font, 2021)
I#nanis msdsuuvasnnusioimsilasasmisiniasudunanainings COVID-19 1391 flagansdang
:uaﬂ.arﬂ,uu,daLﬁ'mﬁ'umilﬁumwN@’lmﬂhﬂhqlmm’laqmﬁwaﬁuaﬂ 2020 %qﬂwaﬂﬁamﬁ'y\lué']’aéumﬁjﬁﬁ]mi
Tuazifuguig (U shape) Fnaindadenatsy fu o1 lnssairsesdng Ao uaznisdindnla

nanumsalfanan filoudaifnguszasdifietiauemsfinunusy SasugsiivananisTuilésy
NANTENUAINADTUNTAIAY TikunlugaeiouAnaniunisallsaszuin COVID-19 3 aunnsnIseney
fifind ugasaaun1sal COVID-19 wavmsiaseiuwiliuvesaanumsalvesansnsiuvedneiliusnisly
Uagdunaznevasingd COVID-19 anas

2. matAulavasgsnanisiuvaslnenauiningd coviD-19

iulfassreznandi 40 Iikinan msiiulnvesgsismstumlanazdesszautiymainms
HANTENUNINGAA19 Tddnaenemsamsensdes Iﬂaﬁsﬂami‘uumﬂammLﬂalmumaﬂimummﬂqmm
vanganunsalsneiu Jsdsmadeiilsuazseldvegsiamstudusgiann fiuanidugsiansiuidng
aﬂmim/\lumlﬂ‘mﬂﬂiwaQﬁnﬂmu’mammm (IntematlonalC|V|LAV|at|on Organization, 2021)19’1863%
nsuegld¥unansznuanannvansaniunisal 019 aonumsaiieafuthiu lulae. 1974 aﬂqmmﬂim
sewidinuazdvinu Ja.a. 1980 auiivivnansauluanigewsnt lule.a. 2001 viseiSenvansalnisdiuh
lufutu (9-11) Fansefutudl 11 Weufugeu wa. 2504 Sadumsnotuanssumanmsduiioussiiiniy
Tudszimaansgewini linsduvesanigoindeafianimyaveindans demfiAnnisszuinves
TsAwnsa (SARS) Tuda.a. 2003 yilviiAeTInd1uauunn wazanmmnisaifanavinlinisfumaiilan
Uizauﬁzyma&i’m?ﬁ (Xie & Chen, 2020)

BN1518971U2N UNWTO F1mansenuannmanisal 9-11 3 a.e. 2001 wagdngitaswgialan
T A, 2008 AeliAnnisiunsinlaninau Tnsnningfuasugialandnisiuilddfianlneldazesnaiin
219 10 1o (The World Tourism Organization, 2020) uwanaaumsaitintulueAnainvangaaiunisal
fenanifundulallddsmanssnuseninduinvesssianisiuvedinenniin Ssfeyannsenuniiziasegia
e Y. 2550 iswghasnuIANsUINs Msvieaiien mstfiumavesUssmalne dnoelunasia Tnowuin
Finsiinvie i suduniadiussmadiuaunda 14.5 dueu Feusiiezifamgnisalnateimanisel
melulssmeaiotudae o7 wgsndalungunmumuns damnuenafuluniamienouuu wnsde 7 90
fisunemalve) Sminaavan sy (Bank of Thailand, 2007)
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Al 1 adRduglnsansameaiuszma U wa, 2552 - 2561
fan: Form “Thailand Aviation Industry Status Report 2018” by The Civil Aviation Authority of
Thailand, 2018. (https://www.caat.or.th/wp-content/uploads/2019/)

dmsumsiiulavesgsianisiuvesive anadfnisvudailnsarslunmsinvesusemelneyas
10 Uisinuan (wa. 2552-2561) wuindFruuglasansiiud ulsvana 2.8 W 9ndna. 2552 Aoy
flagans 58 rua intududnu 162 Sueu ulina. 2561 Tnedasmaidvlands (Compound Annual
Growth Rate-CAGR) woslasansitsnundniiusovas 108 el wadunmaivlnveslneas szuds
Ussinmdefevay 10 ol uardanmadulavesilasansmelulszimaaieiosay 11.6 Aol

mnnaiiulddaauinduudlasasnielussmawes seninUssmmiinduogisreida st aus
¥ 2552 fsD 2561 (fleRansaundadrudwiulasarsneluuszimanazszninasene aznuinfidadiu
TndiAssiu Henuiddlaeasdiunssmannian Idun giniaeifonsTusen Wssmeadu gy uas
i) uazgiiniaiiisnnsdvlavesilasarsgeiian Ao ginaeidonsiuoon uazieldeld (The Civil
Aviation Authority of Thailand, 2020) warludmvesnafiutureafisrduifisuaenadostunsiaulnves
Iuulagans Fanmsolud
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Il Domestic M |nternational Total

AW 2 adduSinandienduninsau O 2554 - 2563
711 Form “Report on the state of the aviation industry in Thailand 2020.” By The Civil Aviation
Authority of Thailand, 2020. (https://www.caat.or.th/wp-content/uploads/2021/)

MnamaiunaianisidulnvesuTunand st uniwsiuvesusemalnglugag 10 T sening
T 2554-2563 ienduiidnsnsidulaaie (CAGR) $osar 9.24 sellpsuvadunmaiulnvesiiendusewing
Usemadasay 8.53 dell uasifienumelulszinafosas 8.89 ot Tadunaiiulnfiaoandostunisiiule
ye3d1uulagans (The Civil Aviation Authority of Thailand, 2020) wsiiiles1naaiunsalnisunsszuin
gadla¥a covip-19 Tull 2563 ldmsnuiiiisrteseenuimsnmssitanisifumeisnslulssmauas
seminUsena daaliiusinanisrfuanaandomeg 500,435 ey anasnd 2562 Ainuun Andu
fovaz 53.1 uUawduiiivadusenineUszina S1uu 133,940 Wi ea0u anasdosay 73.9 wazidi o2y
Aelulszing $1uau 366,495 Wiy anasdesay 33.8 Inglutrsandinariiendunelulsemeiiuualtu
Hurusaniuiierfuseninssemaidesnnlutinarsdssuvainsdeuaatsmnsnissitanisium
aelulseme

nndeyaadaglnsansuazifrdusnanasiiuldinasdesdfussneufamemsnugsianistudu
FIUIUNIN T992 aﬂmid‘wmmimaauulﬁiuﬂsmwmmwmmuwmu 31nNN15E1 19BN TNUNTTY
watsounviauszmalngludn.a. 2561 3J’ﬁ]’]‘L!TL!Q;IJﬂE]I‘UE]‘L{ELJW]‘U?%HE)'UﬂR]ﬂ’liﬂ’]iﬂWSUWEJIUﬂ’liLG]uE]’m’]ﬂ
sawiaau 47 579 Taglfusnisegauduniaineg $1uau 40 18 Usgneudae fuszneunisvudmiseInie
wuuUsgsfidmvun $huau 17 518 wuuliisesh S1uau 21 519 warnsnndedaus $1uan 2 918 (The Civil
Aviation Authority of Thailand, 2018) sieunlul 2563 d91uugiilusyynuseneufanisnisiunaiseu
T 47 578 eg9lsinulud 2563 wuin G§usznaunistud 2563 mdeliies 30 18 uwazlivszneuionis
$1uu 17 919 wazdesteyanndinnumstunadeuusissumalne a Tuil 2 fusieu 2564 Tiglesu
luangausenauianismsdunasou widaiiies 42 5101 (The Civil Aviation Authority of Thailand,
2020) {939 n@1UNNTAINNTUNTTEUIAYES COVID-19 Tutaiiinuan vl suluaygyn sdldsy
NansEnUsoanunsalusznaunsitllansaysneuAanisld luvasidendu flasuluougimuseney
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Aaniseduiifsusiazdnsaniuzusznounsogudisslefunansenuiudeadu laud uism nsdulne
30 () wazu3n aenstuunied $1dn (nww) Aldiunisureilunfanisdemaduaratonany
wagsnfiufanisiaegluiagtu

awildtaingsiimsduresivedazaaiulntuies lutsszey 40 Uikiuan ufinasSusraosh
adluln.a. 2563 3nanun1saiingdlsaszuin Wnetuaingsianistudandunumaiunisvuddlulssme
Ine audsilagtudinsannsnaimelduassudsliasanslduinndt 100 dueused feiusiaeiAnmnnsal
NINGAA1Y Agdandinansenusegsianisfuvesinedne wirzuldiinisdulavesssianistulugie
10 Yisinuan dadutrmesninfvlniuegiseiion wififesunsraoimadurasmesnisszuin COVID-19
Fadelanduinginiseindilnyfidsnsenutonaivlavesgaianistulutssmalne Hasuauglasansiianas
wazfusznoumsiisduianisegseldliilm Feaenndesfiussnunsitovesnadlnuazndeu (Gallego &
Font, 2021) Tngld4ayauas Skyscanner Tun1sdrsiaglasansiiiunisnsennia @nndn 5,000 druaw)
dmsunmsiundutiafeunguaieuisiuensy 2563 frnuussauniiasiumeanasszana 30% luglsy
wazoluin uazUszana 50% Tuniviewde Tuvasfinudidlafiasfumaanasdn 10-20% wagmanadums
dnilvgfansuadlanlunififeafunisifumemennialutislasinagainevesd 2563

3. NAN3ENUAIN COVID-19 sagsnanistululneg

lownnsaiidelada COVID-19 BufimaunsszuingUssimalnefousiiuln . 2563 dualfiiname
Ingannaduassugy uazdsdamansznuiedinUsrinfuvesUszvou FeilAanssmaasugianig
yraaiaaadeiuil Tnsgumuvesnmanananaslunaiiswlduasidsiefianamosiuilng uieuishansam
fldmganisdudumsdansn neddenludinmsudmiseinmadiomsmdedviegsiansdu Faldsu
wansEnuTULIITITinaansainddug Aiun Tnsgramnssunmstuldfunansenudunelfegadiulddn
Tnedmmmaanasesiuudlasansilanuandiifuinsuuglasasanasilan il

gnIINsanaIueTuILnNdlaeansnilantut 2563
Wgugunut 2562

— . <

Hlan B io@guUaiin

0%

-50%

-100%

A 3 Sasnsanasesiuiitidneansvilanlul 2563 Wisuifleuiud 2562

fian: Adapted from “Effects of Novel Coronavirus (COVID-19) on Civil Aviation: Economic
Impact Analysis” By International Civil Aviation Organization, 2021.
(https://www.aaco.org/Library/Files/Uploaded%20Files/Economics/Corona%?20studies
/3dec%20ICAO_Coronavirus_Econ_Impact.pdf)
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Tul 2563 Srnuitidlasasialanimunanasnindosas 50 Insuaduswuiididnsansseuing
Ussimamaaunniisiesar 64 uaznslulszimaanasiesay 23 Ineniinaeideuudfinidiuidilaeans
Havmmanasiosay 45 wadudauiiddasanssznieussna anasdosay 78 Ssanannniigaainyngiane
wazdnuiiidagansnelulssivaanasiosas 16 Ssanawiosiigaainyngiinia

gnsInsilasuwUasadinIsvudsneaniauadlng U 2563
WewlSeuisunut 2562

W viavnn W szwdnsdszina melutlszng

0.00%

-50.00%

-100.00%

Al 4 SasnsiasuuUasadanisvudmiseniavasive U 2563dianFeuiisuiul 2562
fiun: Adapted from “Report on the condition of the Thai aviation industry in 2020” By The civil
Aviation Authority of Thailand, 2021b. (https://www.caat.or.th/wpcontent/uploads/2021/05/A8.-
2563.pdf)
afianamaziiula mMsvudsnse mevesineldsunansenuetnaguuseigalusou 10 U laglu
U 2563 filnvansanasandil 2562 fsfevar 64.7 Ineflasanssyninasemaanasnniedosas 81.7 uay
fasansnelulszng anasdosar 44.9 luduvesinuiisnduimunanasiosas 53.1 neiflealusewin
Useimmanasioras 73.9 wanifisadunmeluussmeanasiesay 33.8 Sudunaunaininasnissidanisidiunia
iagluUszmakarsewineUseimatuies ol ludiuvesmsaudsdudmesniaduldfiderialunisuuds
wiAldsunansenuuiy esnnswuddudmeenniavesnedunisaudslundouduiisadulasanndu
drlwgTwildnsoudedudiomunanasand 2562 Andudesay 36 fensvudsduimisenniasening
Uszimranasiesay 34.7 uaznelulszivranasiasas 58.6 axuiulddinansznuain COVID-19 fuasagsia
nsdululneidusgrenn Sasdiulddaininginisszuintes COVID-19 daruguusefigaluanissud 21
(Gunay et al., 2020) agslsAny ANaBANsVLAIMNIEINAGINE1IRARTILINNSYUAELAM 9N A
avannsnituildisiniimavudsflasas eswnmavudsdudmiseinmadsasdimiudesnisegguuasd
dedriatunisimsdutesnitnisvudadlagans (International Air Transport Association, 2021a)
uonangsiamsiuludsemalneudigsianmstuialanildsunanssnuszauingnog19guunss
Tud 2563 Wuriy Lileanainaa uniselnsuns seuinvedlada COVID-19 (International Air Transport
Association, 2021b) uammmqiﬁamaﬁuﬁiﬁ%’uwaﬂizwﬂm&lmqqma’mﬂﬁiwiaqLﬁ&nLLazﬁmiguﬂ Alasu
NansznUogsAuiy Ll nmsdaduladenidunisludaganineuaenaniag inannmssuives
Ynrieafieaiimidsdrnudewazanutasadelunisiiunadie Lepp & Gibson, 2003) 310U 5804
Sobieralski (2020) wuin anenstufitimsuimsalaeiiundnnismususuylunmsufianisduasiinng
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Tim$nensoguduaegwaemstudunusindenaundululiiagliduasaroniodmaandiuruniinnulos
ninanensuiuimsiiuguuuurie Full Sevice vhldansnisSusunusilonasenuinndtanemstud
USNISUUULANFULUY

dmsuuseimalneaniunisalvesaten1siuainingddenad arensduiliusnisiduns
melulssimavesUssmalneiFuinmeelruimslutafouiiuiag 2563 WieufoRmumasmimaiglunms
Jostunsunsszuinveshsa COVID-19 Tnssguraldusznia anunsalaniduiiledud 25 flunau 2563
(Department of Disease Control, 2021¢) virlanan1suainasUszwmasvonidniierdudumesening
Usgmesauiifoudiviny wazidumasnsiunadosunndasanmauniadian luusemelnedaus fudi
3 lUWBY 2563 Usgnauiuaniunisain1sunsszuinedlisa COVID-19 iuﬁhﬁﬂizmﬂﬁmmqumqLﬁuﬁuuaz
fimsldumsmssiianisiiuma (Lockdown) dedsraliipnudosmsidumsulssimannglagansaneni
anasnuliag venniussrmudsdenuliiulaluanudaonssannisseuin savivanedamiadnsld
wasmshiansumsueeiiuitonta vliglneasifesnafundussiuitaminlndfssivauudu
Uaenliaunsaiiunsldamnevatenndld (The Civil Aviation Authority of Thailand, 2020, p. 2-4)
denalyinrmdosmslivinisamenmsiuanasegiaunn deiliamensiunaesasnistusuiufosindule
anifisadulindesinuiosawiongaliuinmsluuiana Tunadunisiu daundredud 2563 lurmedi
aemsduiisiliuinsegiuffesufoRnumnsnssuamssugulasnisiuangnisiussesiemadans
(Social Distancing) Taalwlasanstariudiing fsuuiieniu Feviliswuideiianansalsiuinsislunsdas
dienduanaunnisdesay 30 shlvanenistuiuineldlassmanadiiie

doiingl 2564 Uszinasinan Suilui wianunsalaenistululszmelnedinsszasdilaed
Frnulasansmeludszimaanasant 2563 fovay 54.2 iesainnsunsszuinveshiia COVID-19 szaon
Iuaﬂuﬁuﬁé’wﬁfmgmmm ausieusumau 2563 deiflesnaufiadioufiunay U 2564 Tadusunalneding
Uszautymmaunsssuiniigiunanesyaonuiiinagiiinasnisnssdunisifunseontn sudenninisves
guduImsanuntzaiunssruinvedlsafinidoladalalsun 2019 (Aua) wasdeutgusuIMITAOTUNTATUNS
srnveslsnfnudeladalalaun 2019 (Aun.) IoysiRununsieuamesnasmstosiulasa CovID-19 o tudi
30 fiunAu 2564 iouydun1svieaiien Tnsmniazanuisansedumaviondisuasnisvudaniseinield
(The Civil Aviation Authority of Thailand , 2021¢)

M990 1 MsSpuiiigusesaznisiiulavesinuiuglaeanst 2564 anulasina

Hlagans lasuna 4/2563 | lasana 172564 | lasunad 2/2564 | lasund 3/2564
lasund 172564 | lasuna 2/2564 | lasund 3/2564 | lasuna 4/2564
Domestic -54.2% -37.1% -77.8% +772.6%
International 1.6% +19.6% +27.9% +187.9%
Total -53.4% -35.5% -72.0% +627.1%

fian: Adapted from “Air transport statistics report” By The civil Aviation Authority of
Thailand, 2022. (https://www.caat.or.th/th/archives/category/airreport-th)

a9 nUseinalngounaten1nsn1sUeeiu COVID-19 W ol unsvieniieanudnl 2564

ANNTeN YR lnga s uAuniuisIdusenIUssmaliindunniuiosar 19.6 Tugaslasung 2 ves
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0 2564 windudelasarsneluvszinaanasnisfosay 37.1 1 0sa1nn1suns szuinszaenlval
aelulszmaluidouumeu 2560 Tedoifunisundszuiandssuussiiandauninisssualudseman
nindufdsdsuaogrsdaidasaiiaunslulssmeludaslasuing 3 Adflasasiasrndinsanasi
fovag 72 wiideguraiulsuailaUszmaluidoungeinieu 2564 deaaliifivafunislulszing uas
sprisdspmaiidlasannfumanntulaesalulnsnad 4 Rutudosay 627.1 Feagieuliifuinloung
vesiguialunsiliaUszimadinasiogsianisdueg9ds viliglasasidunmaduszninssemaalafiuma
indsuspinalneandeiuegnaiiuléd

A15199 2 MsSeuisusararnsiiulnvesuIuentul 2564 anulasuna

ey losuna 4/2563 losuna 172564 | lasuna 2/2564 | lasuna 3/2564
lasuna 172564 | lasuna 2/2564 | lasuna 3/2564 | lasuna 4/2564
Domestic -49.1% -27.8% -72.1% +423.2%
International +12.1% +2.8% +5.9% +25.2%
Total -42.8% -21.6% -51.4% +192.6%

fian: Adapted from “Air transport statistics report” By The civil Aviation Authority of
Thailand, 2022. (https://www.caat.or.th/th/archives/category/airreport-th)

Amsamvesdiinaniierdufiuisatudisuiisudasvael 2563 fanameutatsd way
s ud uwesUSunadisaduludaslnsunad ¢ veedl256a firuan Tnsnmsiudifieaduseninslsema
dingetufeiosas 25.2 Aiflerdunelulssmaiingstuinniviosas 423 2 Faonadestuusinalasansi
dugeilutaslasing 4 eg1afiansglon

A15199 3 N5USEULTBUSpEarNSHULRVRINISVUAIEUAINI9DINAY 2564 AlesuNa

ASYUEIRUAT lasund 472563 | lasuna 172564 | lasund 2/2564 | lasund 3/2564

N1997N7A lasund 172564 | lasuna 2/2564 | lasund 3/2564 | lasund 4/2564
Domestic -11.2% -25.3% -54.6% +210.4%
International +14.7% +0.6% -0.7% +11.3%
Total +13.9% +0.01% -1.6% +12.8%

fian: Adapted from “Air transport statistics report” By The civil Aviation Authority of
Thailand, 2022. (https://www.caat.or.th/th/archives/category/airreport-th)

91701597 3 wanaUSunanisvudsdusimsennialulasunad 4 vesd 2564 AfUSun1STUES
Audiiutuannlnsuna 3 Yevas 12.8 Feaonndssfulsunniiiondu LLawﬁmamiﬁLﬁuuwﬁuiuﬁiaqlmsuﬂa
Wenfuguiy inanmsnduaiveinisuinsvesatenistuneg fneusuuleuisnisdausymanaznnsi
mﬁﬁuLﬁumﬁﬂumﬂuUizmﬂﬁLﬁuqqﬁu ﬁﬂﬁnﬂmw%mﬁﬁ’mmﬁﬁuﬁLLuﬂﬁmﬁaﬁuﬁ'ﬂﬂ% wisanilvzas
Frunlugagszey 1-2 IfHIuLN wazInNIssIeUaRRnIsYudIIsenIed 2565 91dlasuna 1-3 Afiuty
athsalilosdonndeiy ﬁniﬂmami Wiendulagansuaznisvuasdu
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msslSeurisudegasvainisvudawmiseniavasusemdlng U 2564
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A9 5 MslSeuLisusesarnsiiulnveIs uIUNSYUENELAMIRINATY 2564
u1: Summary by Sakdaar & Nakphin (2021)

nsUSsUigUpgazIInIsIUdmIseINIABIUsTINAlNY

U 2565
140
120
100
80
60
40 /
20 o
0
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AN 6 NM5USEULBUSPEarNISHULAVDITIUIUNSVUENEUAMIBINAT 2564
fun: Summary by Sakdaar & Nakphin (2021)

ogslafinuannaniunisainisssuinnieludssinall 2564 Mifingaduuinnin 2563 anenisud
Trusmsmeludssmalneinasiuiuuuresifudeslunufianienisiiufvesasugialan vddiduaste
nsitusesaenstululszmdlng Ao mnuaunsoluniseugunITunIsEUIn wmsn1snsiugsRa
anenstuvetinelutagtuuazeuian $udnsUsulasiasiuasygia U1nIn1saIsIsage wasuloung
nMadavssnaresizuia Insdsemalnonisiivlnvondiorfudsdudfifiuged uwuuangenu Tuvaed
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Alasansdiligeluninin deasnadestusnsauidovesnifuazany (Deved et al, 2022) 7ild@nw
HANTENUVDINITTEUIAIMEjYDS COVID-19 sagaanvnssunisiunaiseuvewsi wui arensiulunsilasu
NANszEMUBg1MNINMIUINTsEUIAvedladn-19 waznainssianstulsusuasuguuuumsliuinslaedy
Tusnsterasluszesiiug ndhauaemsdufesdyfunsantuiioustrunn ewinmeldvesaenis
Tuanas wiiiilerfusvdadudiiinduogiamnn wihdnuglnemsavanasinm fedeideveduarane
(Liu et al,, 2021) S189143581589 COVID-19 waranaINIIUNNTUY ANMUFURUSTENINANTUNT SEUINVD
COVID-19 uaganuiveaiinfulunanannnglsy msfnuilduanmdnguiiiugussarimsaniioatudu
finalun1smuANNITUNSNIZBYeY COVID-19 MInTzidaiingsasunasenuiesindmaulasoyuledi
anuiiienfuiianas 1% amnsaanduaugieAduduls 0.908% agvieuliiduimaiiunmadurosmans
unsnszaeidolsa nnannsadfamaiumsianansadiiamsunsssuavoutolsaldde

4. YININIIAUAIITUGVAINSLAUNSaeLATaITulAgENS

sziulddnininganisszuiaveslsnszuin COVID-19 dndusefvflvgvarsdmiugsianisdu
tfudeudda.a. 2003 SaaeiRansszuevedlsasida lnevarsaenisiudosendnifienduislulssmeuas
sewinsseme iosnnmaiiumavesflasansliantiosas (interational Air Transport Association, 2020)
f\mﬁaamuﬂ’lﬁai‘fjﬁ]f\;ﬁ’uié’ﬂﬁm%ﬂqmm3aﬁiﬂizU1mﬂﬁzﬂmﬁuﬁamﬁigmmaﬂm COVID-19 vinlvinane)
Uszimalaumuihuasneneudosiunisunsszuindiennsnisuainuaeds suluaannsnisnisiuniemae
w3 esdulapans fadu dufneunistunaieuuissenalng (CAAT) Ssoontommuauazuinsnis
puassugulageendefmuakazkuIsU iR Wvnaudugiaunausazyssnlagianizglagans
fdeniAunlasindosulasans wedeatunisunsszuinvedsawasliduluauunsgiuanauas
AOAAABINU ToLAUDLUEUDIBIANITNTDUNALSOUIEINNUTEWA (International Civil Aviation Organization:
ICAO) wagesansousialan (World Health Organization: WHO) (The World Tourism Organization, 2021f)

wiUszmealnearldfurdusuannitesdniseudelan (World Health Organization: WHO) uae
unnsgmaiduussmaidsimunyssmaieniigndalreglu 10 sufusema flannsaaumsunsszuin
125 COVID-19 1@ Tul 2563 (Chantapong & Tonghui, 2020) LLdLﬁaL‘ﬁwéLﬁaummwﬂ 2564 Usgwnelng
ndufglisuidonndedu dudu unsnmsmeuasisugrlunisdamafunsiivensauasUaeadodady
LLm‘wNﬁﬁﬁqmﬁ%ﬁﬂﬁmiLﬁumﬂm&Jm%‘lmﬁu‘imamimu’liaﬂé’uuﬂﬁﬁmﬂﬁﬁﬁﬂﬂ%ﬂ 9INANTUNTOIN
AngAdanan driinsunstunaiouvesilanldifiuanasnisnistesiunsunsszuvinvedlsaielmduly
AUUNIFIUANALAZARAATEITUTBLALOW UL UBIBIANTEUNITElaN (World Health Organization: WHO) uas
29AN15N5TUNALTOUTENINIUSENA (International Civil Aviation Organization: ICAO)

sufsdrtihaunstunaiieunisuszmelng (CAAT) Aldeenuszmauuufifdmsuaenisduuay
aundumeluussmed 2563 (The Civil Aviation Authority of Thailand, 2020) Tnefiunasnisaeluil

1. asmstauiilagvueiniaeuiivuds flasarsiinstudhannglulssmaiingm

2. msnsruauglasanssvioyanad iy eugneliid1ussmadedluiusesunmddiny
FulAuNIIMIgeINA (Fit to Fly Health Certificate) Wag@aagausunIsin@InIuLssuslIaInuug
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3. nsmsUssfiuaudsswesmenstuluudaziiiesdu Inedmueliarenistudugdansos
fasanaidowiu mnmuglsansiifanuidediuionhsnuiliiefouasmosntnslagans wionsvieiu
avoaviadlaans uagnmsulsiuiivedlasannitetestunisiinide

4. wwsmsmaharwazeinuazandelsaluiuiivhenniagiu

5. wasn1siusresiiamadeay Tuszer 12 WAs MINRAUINNIAY AvinerniAeu 1y iud
\timed 1indu Aufiinsedlasansnodiums Aufisonsiadu dun1sy 9anmaduglasans uazansiany
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Tngansogramingan uaztduluniuninsnisinsznsisarsisaguivun i enisdosiuuazaunalse
(The Civil Aviation Authority of Thailand , 2021d)
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1. n3in15Wusiaf (Best Case Scenario) 1w 2566 Sunuglasansaendun wihivaniunseifiims
wulaunilul 2563

2. n3dinsHufaunf (Moderate Case Scenario) Tuf 2566 S1uruglasansaznduuvinful 2562

3. nsdinsi udad (Worst Case Scenario) lull 2567 1uauglasansazndunvindul 2562
(The Civil Aviation Authority of Thailand, 2021¢)

el Tugael 2563 lawUssuifisusvaniunmsaifiinduaimuiinmsufivessuauglasans
melutssmalndifesiunsdinsiiuif fadunaanminuaumauniszuinvedsamelutssmaldiluris
T 2563 Aunn udananumsaliagtiumnnisunsszuinszaenlmidmasieiessnuiufionailiduo
qﬁﬂﬂﬁﬂiamaﬂlﬂiﬂé’lﬁmﬁuﬂizﬁmiﬁuﬁﬁﬂﬁmuﬁu (The Civil Aviation Authority of Thailand, 2021g)
dmsuunulasasseviaUssmealugaed 2563 dulidnulndifestunsdimsfiuiad msediading
IiensiAumesEninUssAeguazilagaisiesindinewdisine

oglsfn mn3guiaiiununsreunansunsmsdesiulia COVID-19 iledaUszmnauagnszdu
mMsvieaiiendmamssuiumadulumeanusiuiu fenmazannsansedunmsidumnamnasimaseing
Useinelfiuganduinsniganiifinianisaflle (Prachachatthurakit, 2021b) lurasdu®) 2563 Ussnalng
Uszauanudnsalunsmuaunmsinidolulssma wdannduiguaimaiousaisunnistaiiesuasidu
Anssumaasugiadnads uiidesanlassaisvenasvgialnedfannsvesfisadudadnudunils
wiswsRauldinuazdinivsemadug annlunnefiniseadiedilindun suluGimsunsszund
Sunianusuussd udnludisUaned 2563 dau n1smuaunIsuNdsEUIRventelita COVID-19 Aetlade
ddnfidmansenusonmsivlaveaiunmaeinia LLazLﬁ@iﬁqiﬁﬁ]miﬁﬂﬂwEJ@T’lLﬁumWiavLﬂié’ Syunadell
wpsmaiteitussfianistu Taeliddnaunistunaieuuissamdlng Wudamduiunislaesmiy
aemsdulunsduiiunisineg 917 2eiuddasinenided (Soft Loan) n1sdmviuuamiafiviua Roadmap
wazdmneegandususssuitetasligramnssumsduvedlneruiAngeiluly wasndsuanundoudiu
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nsluvesUssmaiassordunassrersmimtuiiosesiunsituindudignnizn1sfufiund (Transport
Committee, Senate, Thailand, 2021)

31NANIUNTAURINETT KKP Research laUuannisatansainisiiulaues GDP @ wsul 2564 210
Yovay 5.2 wdefesay 3.4 fenmsmsisnszduiondion WWdananszvuainnisladtnvioadiowivlivane
fufigdlianmnsoitusaldlasameiuiiifinmsfonsegldnmavondelusedugs Wy gifin wasien faud
wilinnanssgesns “aniisadietu” Adtliaunsonssdumaviendiealdmuiienanislituialsuselos
Mnansnsigiinaduunadaieaiioafieglilnasnnsammmuas uazannsadumalusmesasudlsd o1
Sunewaiu Wewine eswinanuinadelifa cCOvID-19 gamsileg viliaudiulvngidinudeniiumesie
sopusfdudnnninaiesdu Snieuiidslimdsedulnynszgnieglunsummamuasiusinaeiiuiiay
isuuseloinnumsnsnsedumavieafisdlusemawsineldantnvesiilnednslsifisame Moz vaive
selsfigayluannisuniinvieadioasinsnd (KKPResearch, 2020) agndlsfinu iasugRvveslsimalneuiaz
Nuguuuresduroslunuiienanisiiusvenasugialan dshdyiiinasonisiiusvenasugialne fe
AUANITALUNTAIUAN N1TUNTTEUIN NMTUTUIATIATIATEEAY N1SUSUAIURITIAALUTNIU NABATU
1IMINNT N15RUNNTARIYINAST (Chantarapanich, 2021)

The Pre-COVID Era

7.8 MILLION JOBS
5 5.7 TN worldwide economic aclivity

n,[]»l 8 65.5 MILLION JOBs
£ § 2.7 TN worldwide economic activity

A 9 The Pre-Covid Era
#u1: From “Thai Aviation Industry Conference 2021: Flying to the new era of Thai aviation.”
By Kongpoon, 2021. at Centara Grand at Central World Hotel Bangkok, Thailand.

Wegnsned e ferwtenisdiinanunistunaieuwisdsemalne lanarilunisduuun
gnamnssumstuesing Uil 2564 11 nidugsianstufinadulniueddeiodasninmanisnn
MIIMUUAZYAAINTNINMITUINT 2018 fis 2036 gedia 97.8 dudns1 usideanunsallsaszuin Tugas
T 2563 v3EmMsTunareuivnldvanninmuesennitdosay 70 Mieslifasnsduriduisinstne
dnunmuasniineu Mmewmanszddiseldannsvudsduimiserniadundn
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Mnanunsallsaszuafiinansenuatisgunssegsianstuialan AddnyiigsAianistudesd
Tuswanviunasanunisallsassuiatdu fe msaderudeduliuiglasasluguuvunisdniugin
wuuUn@lvg (New normal) 1105N15NSAIUANNISUNISEUIA M svinliglagansidnUaensdelunisidums
afumssuiteyatmansisidunarddglunmsifiuns sudsnsiiujduiusvdedinmsinusseriaesns
Aumadfioguamvemneu failunmsiumndnefeddunounisufsifdunauasaonsoudnneu Tt
wdumaiiumeesilasasnglulssmaviossninussina welvigsiamsdundumnliuinisldundudn

v
[

A1 (Kongpoon, 2021) Tsdlanunisaitiagtiudud 2565 Wewwaliufsrdusevinassmaiiuniu v
N3 0uR199 Fmeesilasuninauiudnads 01i USEn menededu e Wesuaiasniinauuinig
aaitudusiuaumn ﬁﬁl@%’UﬁIULﬁ&J’JﬁUﬂ’]EﬂuLLazi%%’j’NUiBLWﬂﬁLﬁu@d%u%ﬂﬂuI&m’lEJﬂﬁLﬂﬂUi%W]ﬂLﬁa
Uaned 2564 Fevhlidlendufinunntu (Pattaya aviation, 2022)

%2970 2564 Tanemsduvarasmstuilan ledudunsdaudanaiosduduniodurudsdud
M99 ALY 817 Hainan Airlines, Lufthansa, Finair tiugiu wasdaiimsanudaasosduimnduunldau
i euudId U138 nA98 (Chantarapanich, 2021) wwrldnvesnIsuTuAvesaten1siulunaie ) Ussine
fngneuagliussloviannindssiunaznineinsifiegliunniigaunuiiazseninissdul fannudulaglid
ele 0t anemstudealusueslar daviuauguiednsfulseniuemsuweiosdusu airbus 380 flven
agauuduyens Yssimadaalds saudsaenistulnglafauuimienisve “Uwiedanisdulng” lngvih
seldannieuazmdnuauum wagdsuiuilagyhmsinlusinaieidmsdeimiliungiaulaosniuusemu
ansiindnlaeasin1sdulnedndie (Thai catering, 2022)

Tusnisflanunisallsassuindaduiuegiu Sgunaldvszmaulouelatsandluioungainiou
2564 firinunyhliglnsarsideniiandumanniuidesas 627.1 laeflasasinassmeaiinouiuulouis
msenuAssadonituazasieuliifiuinglasansinisusuia mavhanlsunslunisdestumsiinde
unsifauaziimnumfeufliniumdasansiasiniosduinniu mniguieduloueduqdnunszdumaiiums
uiglaeansn wineutgsianistululnessduuliuiludldsndtunelud 2565

ogslsfin azdiuldiuulduvesssfeansnistululnendamsszunn COVID-19 aituagares
Huroglunsilusvesiuudlasassznisssmazdanudululdganidlasansnelulssme dstuey
funleuienisiUauseina msgniiuasssudenien nsaiugunsunsseuiavedlsanislulsena msasns
audesiuuglneans sasmstismdeaensiuazuisimstuanmadguazmhsnuiiisdtes siufs
UIANTNITNIAUANNITUNTTEUIA InaauNIaidagdumnnisunsssunszasnlmidsnaseidossnui
forailisuuglasasmelulssmasnadulussernaudnads sufdmaresnmmaivlnvesgia
uarnsdeeuvesgsianisiudn vadunsnmamsiuasuguandudsddgiivaeliglneandeiudes
amutaenfouarisenuideiulumsiumeanndeiy egndlsimuauviimevesgsiamsduiingnduaniiy
fBnadsdeuaenndasivaniunisainstulanis Garrow & Lurkin (2021) Idndmnlaiidemihgmamnssy
msduagiieudaauinndeiu Ssnsfianuimelasaeiissfunnudemnisnadundasaiodulasans
azdilinauin 929U 2566-2568 (Lange, 2020)
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7. unay

fruangaianisduagldsunansgnuanuainaisaniunisal Useneudeaniunisaiiieaiutity
Tuln.e. 2517 IngRaensusenindsnuazdnsiu Ua.A.1980 swivdwanssuluansyowsni Tuda.m.2001
wiolutuiu (9-11) seanfifianisssuinvelsaesa (SARS) Tulle.a. 2003 uaz UNWTO ldsnenuimansznu
9nwgnisal 9-11 U 2001 wagdngAiaswgialan T 2008 neliiAnnsAumeialaniaau laga1ningd
wiswghalandnsiluialdtiian winnanunmsaidanannduldifdmanssnuanninsensiulavessia
nsfuvesive Taglugaed 2550-2562 garansdululssmalvglfiiulntuedadaiiios uidesnduinszas
Haadhud 2563 (ilasnemsszuiaves COVID-19 Aatduingamsaiiiariredmiugsiansdululssmelne
wagiialan vilaemsduiiliuimadumanelulssmaduiinisvgeliuinsludaadousiuiam 2563 way
Sunpsnsianedesdunnaissemadumadinlulssmalnedusiui 3 wweu 2563 WU TR
wnsmsmasglumstesiunsunsszumveshhia CoviD-19 Liudiamzludszmelve Wemlanduleuneln
nsuuaukazduiivdmansenuegnindessianistu varearenisiudesauazaglagianivagns
Fuilvusmauuuiiguuy wilugasanunmsaiduadedaenmsdudunuienaszegsenldingziing
amuiisnianenstuluuduguuuy Mnaaunsaifisnangsiaaemsululssmalnediilasaisanas
wndedavaz 50.2 Tl 2563 wagrhliifieaduegeseios ﬁnﬁfuﬁﬂﬁﬁwﬁwmuﬁmﬂ Wrunnansnisiite
uakagitugsiansdululnelnsiany Ussneudsunsmadiunmsanailidievesarsnistu snsns
MM MIvenesEEgnaTisel mssnduduiuivaenstufidsasssdendviooanyussnadnda
awnsnufianistuldlaglidsiindranar eygraliisudlasarsldnuninugueserniaetudildly
ﬂﬁﬁﬂmiﬁmﬁmﬁuﬁuq WHudu

wwiliuduglagansndinsiliaUseina
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Vv
v a

apiudunltuvesgsnanisdululssimadususivasl 2564 azduualdun1siudnfvuniuainy

a

Wesnuleveadsemelagniseniiuasssuilenign aAnudensnsiiunisvesauiiguisnlila

A o

Hiumsny iesmsvesigazadinnusiulalimaiumatazaunsonanuszse ez UUMS
Suvasnesjsganudugudnatsnamsdulddnads uenandaenistussasiodieuddyfunisedlald
aualiflasanssudriumauinsauinamssivlawasdenlduimamenistus dudmwaronsiluiuay
Framilugramnssunstundudnalunaiaussuduiinndetu wiihiigtuhddamranausadouny
giasuiimdsnafiuiunasaniumsallsaszuin ilifaenistuionanderdudumstusademnds
Uszinelng 1dun Aeroflot, Siberia wag Ural widislaifnansenuifatufulsemelne dslusdndidnvioaiion
Y5adeiunadiusemalnesosay 18 GLIEN“LQJJﬂVIIENLﬁEJ’mzﬂWEJG] (The civil Aviation Authority of Thailand,
2022) Vsinaflasansiifisdumndsdovar 627.1 lulnsuna 4 Weifisutulnsuina 3 Tul 2564 anwnsa
aauunlimdsmailaUssmataznsuszneld CoviD-19 1ulsauszdiiu (Endemic Disease) Tufuil
1 nsngnan 2565 tu nelud 2567 Ustinalneaziiglnsans iierdu waznisvudsdudmisoiniadiiuuiniy
il ufusuwinluraenauszuin COVID-19 WulumunisaianisaivesautANTLAINIINIATENI NS
Uszine w3 IATA uargsiansdussioandyanuimeinaniunisainanssnudug enf mantiuain
asnsiadogiasy wideduhazannsnaiunnudeiuiilasasuaradenelénduiugussinadnads
ogdlsfinnu Aruasseiadaanisfiun1snunssEIRInIIAIuas g R odus Ay
Jastunsunsszunliantosasuaranaiulifinaiundasaiosdulasaisiniu fenisussrduiusl
fagansnnuianasnmamadneeniiufisniumndy Weaenstunseaeuenasdwomesineans vzey
v g duiaililasansivdsemuemsuaziaissia msauldviininewsie nisldiaadneie dal
yaansauntmesaemstuiiiniiivimsglasasdedldsuinfunuinas uasiinismade covip-19
nndUn9i anemsduseaiudeyailneanstiedrstion 30 Ju flasansiiluiineuiu vioduiadssgdlin
Maiiune wiHnesiivinguBusuihmsunsdeluodasansesdululidesinw swdanasmsddalums
YJosiunisssuinvesdlasansiauinisnsinaeuenalstudunisdninduasuniuimun n1sindamuivun
suduansuanisnsinge wavmshmaluladividq Whuldlunmsdansesasdostunisindouaznisuns
srunlinntiu susuumswiesiateudunauuulminfidisannssuiesiasans gunsaiilesiunuies
fannstusesdaliglasansmnuierdussosnilngy Wudu dildmivnasmsdandnfodunasms
fiddyiianenisdurzdedinnuddyedneds ?jaﬁﬂﬁé{unﬂumiwamaqmamiﬁuﬁqﬁu Faoraviloidana
nsznusiedlnsansiifestotnslnsarsiifiiangedunilude
TuewianuuliuvesgsianistululsemalneasAesy Au lnsdudunulovieilalsemaan
sy wesmnlidinmsssualngidunlufuilelulssmesn wagldfunnuiuiionnmamadinlaiin iy
mirwnusing MAerdes memanasnismsiiugssiemenisduesinglutagusazeunan saufenisuiu
TassaiaAsugianazmsmaas gy mudnilevesmenistu sufwindlasases matiufatausnyg
winuuInsdinsditdes Armauunudaligannin msLﬁumamﬂuﬂsxmmzﬁaag]ﬁmm%u Juiiloyszine
iedaUspmannty dumnsdusswiisssmmzanniu dlasanseradesuniudnalasasiigiiu Seds
wianfazannsavilisianistulussmalneannsonduiluilfifsushioudnmsssualddnads
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The Influence of Competency, Organizational Commitment and Perception of
Justice on the Job Retention of Cooperative Auditing Department Officers

Thadjakorn leadchalerm’, Chetsada Noknoi®
Abstract

This research aimed to study: 1) the capacity levels, the organization's engagement, and
perceived justice regarding the level of commitment of government officers at the Cooperative Auditing
Department, 2) levels of persistence of the government officers at the Cooperative Auditing
Department, and 3) influence of capacity, organization's engagement, and perceived justice on
persistence of the government officers at the Cooperative Auditing Department. The sampling group
comprises 295 government officers at the Cooperative Auditing Department. The statistics used are
frequency values, percentage, average, standard deviation, and multiple regression analysis.

The results show that in the overall perspective, the capacity level is the highest (X = 4.43).
When considering each aspect, the one with the highest average is the upholding of legitimacy and
ethics (X = 4.70). Next, the organization's engagement is also at the highest level (X = 4.32). When
considering each aspect, the one with the highest average is the continual engagement (X = 4.35). The
perceived justice level is at a high level (X = 3.98). When considering each aspect, the one with the
highest average is the process (X = 4.08). Lastly, the persistence level is at a high level (x = 4.10). When
considering each topic, the one with the highest average is 'You are committed to fully working for the
organization' (X = 4.41). Moreover, the results show that perceived justice in terms of compensation,
organization's engagement in terms of emotional connection, perceived justice in terms of social
interaction, and organization's engagement in terms of standard connection have an influence on the
persistence of the government officers at the Cooperative Auditing Department. The level of influence
is 82.9%. The findings can be effectively implemented to establish appropriate personnel retention

policies that align with the organization's operational framework and objectives.

Keywords: Competency; Organizational Commitment; Perception of Justice; Retention;
Cooperative Auditing Department
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fian: Cooperative Auditing Department. (2021). Number of civil servants under the Cooperative Auditing
Department From the fiscal year 2016-2020. Bangkok: Central Administrative Office.
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AUTIAUL ANRNTUABBIANS N133USANNEASIIN Lagn1sAIRgYRstsIvMInTNnTIRT Ry Tannsal dad
wdninuimMILanad Az
AAzUULIRAY 4.21 - 500 MNBfl aNsIauY/ANLENTURERIANNS/MITUSALYRsTIL/
nsmsey aglusziusniian
AAzUULRAY 3.41 - 4.20 vanefs aussaus/AnuynusoeIRnI/mITuTamgRss/
nsaseg agluszauun
AAzUULRAY 2.61 - 340 vanefls aussaus/ANuyRUsDoIAn/MITuTamgRsTIl/
nsasey agluseauyiunans
AAzuULRAY 1.81 - 2.60 mnefs aussaus/Anuynusonsrnis/mssuiamgRssa/
nsasey agluszuiley
AAzULLIEAY 1.00 - 180 Munefie aussaus/ANuENTiuReesAns/mMITusanuyfsssu/
msnsey eglusziutiosiign
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4.5.3 MyATIEYiNITannaswuunvAM (Multiple Regression Analysis) Lt 31A51EMENTNAYDS
AUTIOUL ANURNTUADDIANTT UarN135UIAMULASTIUNReN1SAtEg YRt T1wNsNTURTIAT Y Tavnsal
Ae35N13 Enter Method

5. NaN15IPWATAUTIINE

5.1 Wan1339y
5.1.1 TeyadiuyARAvTaNERauLUUABUNY
wud nquiegvdulva dumends Anluiosas 88.81 fengszning 40-49 U Andudowas
35.60 Tneflaounnlan Aadudosay 48.14 Fains@nwseiuysaynns Andudesay 72.88 dwlng
UfURuaeuTy® Anduievay 76.95 TnsufUiRvussausumisufiRns/sngawdjidnau dandudos
av 47.46 Feiiszduduiiou 15,001- 25,000 um Andudesay 42.04 LLasdauimzyjﬁmE;miﬂgjﬂﬁmwﬁﬂiﬂ
11 U AnJudewas 49.49
5.1.2 S¥AUANTIOUEYRIUNTIMINTUATIU Y Tannsal
wansAnwinguazasdden 1 wuin nqudleglissduanssousvesinsvnmansunatyd
avnsal Insnmsmegluszdumniian (X = 4.43) wazidefosunidusesunuin suiiddadegean fo
srunsBasiuluanugnifesweusssutaraiesssu (X = 4.70) sesaun Ae funsvhaududiu (X = 4.56)
FUINSAR (X = 4.41) uaziunisyssadugus (€ = 4.38) dauduiidanadedign fe dumsdsaunny
Feangluauerdin (X = 4.12)
5.1.3 sEAuAnuENiusieasin1sresinssnIsnsunsadaydannsel
nansAnuingUszasdted 1 wuin nguiogne dszduanugniturieednisvestisems
nsunsadaydannsal Tnonmsameglussduanniian (X = 4.32) uaziflefiorsandusiediu nudn duid
Adegean Ao ANuynTiusiaLdos (X = 4.35) s0%a%n Ao AnayAUFuANSEN (X = 4.31) duduid
Aadesngn e Anuyniluusing 1y (X = 4.29)
5.1.4 sgaunsiuinnugfsssuvestnsunisnsun sty dannsal
namsAnuIngUsEasided 1 nut nqusegns fsedumsudmiugisssuvesiinunisnsy
nsandaydannsel Tnsnmswegluseiuunn (¢ = 3.98) uasdlofnsandusesiu wuih duifidedegan
Ao f1unszuIuNs (X = 4.08) 5090911 Ao sun1siufduiudeonu (X = 4.07) dasuiiiidiademan fo
AUNANBULNY (X = 3.80)
5.1.5 sgAun1sAsegveinsenisnsunsadlavnsal
wansAnwIngUszasdded 2 nuin nquiiedis szdunisasegvesinsmsnsunsatnyd
avnsal lnenmsamegluszduann (¥ = 4.10) uwaziflefinrsundusieds wuin deiidanadegaan Ao
viusalauanulituesdnmsediafiud (% = 4.41) sesasn fe vildldaruianuanunsouasinuglums
UftRuegadind (X = 4.37) ssdmsiinsfmuaulsvislunisuimsnuiidainu (€ = 4.16) asdnsvinudl
msiengsedovsnldedrslimnugfisssy (¥ = 4.14) viwumeladvawduingey vienufiawdug Alddu
ueUWINe (¥ = 4.06) inudninesdms e aseuns (X = 4.03) dwdefifliadunan fio Aneuunusiag
AldFuammbsauiamimnza (X = 3.74)
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5.1.6 BYBWAVRIANTIOUY AVIUKNTUADBIANTT kaEN13TUIANEASTIUNTRDN1IAIDEVRITITIYNS
nyunsItYTannsal Hamei 4 - 5

a15197 4 AduUsyAvSanduTuSvaswUsllumsAesen
i X1 X2 X3 Xq Xs X X7 Xs X X10 X1 Y
U3
X1 1

Xi7 .635 | 606 | 586 | .542 |.592 |.785 |1

*% *% *% *% *% *% *%

Xis .685 | .641 | .635 | 565 |.572 | .728 | .790 |1

*% *% *% *% *%

X1 | .538 | 519" | 510 | 453 | 494" | 674 | 697 | 724" |1

*% *% *% *% *% *% *% *%

Xio | .459° | 434" | 468" | 2937 | 3727 | 588" | 576 | 615 | 769 |1
X1 447" | 473" | 474" | 407 | 459 | 608" | 619 | .641 | 744" | 728 |1
Y 557 | 540" | 528 | 473 | 511 |.752° | 791 | 788" | 711" | 759" | 716 |1

*¥*p <.01

N7 4 wansedusEansanduiugseninadul sililunsaseguestissnisnsunsiatyd
avinsal Uszneuludeanssouy 1dun sunisBesiulunugnifesteusssutazaiesssy sunsyhaidudi
Fuusmsin sunstssadunv’ wasdunsdsauaudevglunuendn dumiugnitudessdns léun
sunnagiusielos sMumugnusiueuiEn wagduaurniluusiegIu warmsudmnugisTey
oA funszuIums sunsivfduiuseenuy wazdunanouwnu wudl fmudsynidslaiianuduiusiuies
gaiuly @rnagluyas .293 - .791) 3eliiiin Multicollinearity ins1dAtiosandn 0.8 dunelminnisaziiin
Joauudgiulun1simseinisanneenyaas (Wanichbancha, 2018) 3383 st1duUsAananiunviinis
Aaswnnnaysaly

M990 5 BVIENAYDIANTIOUE ANUKNTUADBIANTT hazn13TuTANeRsTINNsaN1IAtURItNTIUNNT
nsunsUYTannsal (n=295)

AUIIOUL AUKNHUADBIANS N13AsEYRITNIIVNT P-value
wazn1ssuiANYRsITH nsunsvUyTaunsal (Y)
Aauusdu
Constant 041 .826
GLERAIE .060 336
AMUENTUABDIANT A92%* .000
MITu3ANgRATITY 552%* .000
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M15197 5 BnSnavesansIauy ANUKNTUReatAn1s wazn1siuianugRsunidenisategrastnunis
nsunsUYTannsal (n=295) (se)

AUTIOUL AUKNWUADDIANTT n13AsREYad1IvN1T P-value
wAZNITU3ANYRSTI nsunslyTaunsal (Y)
F Test 437.070
R? 818
Adjusted R* 817

WUBWR *p < .05, **p < .01 (Fuaviiiiudenn B Arduussdvanisannssvessinusnensallugunzuuuiiv)

1NA15190 5 HansANBIngUIEaRdeil 3 WUl aussaug N155UIANNERSITNRALALNNTY
FOBIANTT AIU1T03IUAUNEINTAINITAL0YVRIUITIUNTNTUATITYTannsal lnTesar 81.8 (R°= .818)
pg iy meadinseau .01 Felivianun 2 Yade fie n1sfuinugfsTsunarAuyNiuioedAnIs

M99 6 BVITNAVDIANTIOUL ANUHNIUHDBIANTT Uazn13TUTANERsTINNTsaN1IATEEURITNTIUNNT
nyunsUYTannsal (1=295)

ANTIOUL AUNHUADBIANS n13Asegrasdnsnunis | P-value
wazn1ssuiANYRsITH nsunsvUyTaunsal (Y)
Aauusdu
Constant .104 .609
aussauziunsaiuluanugndesreusssutazaiesssy (X) .008 901
aussouziunsviduiiy (X)) .003 960
ausIOUEFUUINSTR (X:) 059 255
aussouriUNSaHadunu’ (X) 056 387
aussaugdunsdsaua e lunuedn () 027 652
AgTusEBsAnsFuAIgRuseLdes (Xe) 046 485
ANUENTUABDIANTANUANUNTUAUANTEAN (X)) .298** .000
HNNUAURDDIANIAIUAMUNTUILUTIIGIU (Xs) 142+ .000
NM3UIANULATITUAMUNTLUIUAT (Xo) 036 481
nsfuinnueAsssumunsiuduiiusdeniu (Xuo) 181%* .000
Ns3uUIANULATITUMUNAABULNY (X11) 329%* 034
F Test 125.089
R? 829
Adjusted R 823

WNBLR *p < .05, **p < .01
(Fuaviiviude A1 B Adulszdvdnisanneeesiiulsnensallugurziuniv)
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NA1597 6 wamiﬁﬂmi’mqﬂismﬁ%ﬁ 3 WUl anssauy MIsUIANERAsIIN LarAUKNTIse
DIANTT mmms’auﬁ’uw&mﬂiajmimaﬁimaﬁﬁ’mﬂﬁmumswﬂ’m%’awmaﬁ ) leSouay 82.9 (R*= .829)
amwuamﬂmmqaammmu 01 uaz .05 Feiiianun 4 Jade Liaqmuamuﬂﬁmwmmammwamlﬂm
uasmam el N55UFANULATITUAUNANBULNY (Xe) AURNRUFBBIANITANUAURNNUAIUAINTAN (X10)
MsfuiANueAsTIUIuUNTHUEuTuSHeiu (X7) uagAuyniusieasAnIauANNgNTUluusTIagIW (Xu)
Feannsadouaunsld sl

aun30nnoglugUALILULAY = .104+.329X1; +.298X7+.181X10+.142Xs

fernaunswensalluguazuuuiu aunsnesungld deil

nauiaeene fsriun1ssudnugisssuduranouuny (X Wiadu 1 sedu drenisaseyves
Pr5nsnsunTIatayTannsal (Y) Wity 329

nausegns SsefuaugnitusioasdnisdumugnRusIueLSEn () Wiutu 1 sedy ddenisag
otjuasinsmansunsadylaunsal (v) sty 298

nausfioena fsedunissuiammgssaudnunistuiduiusioniu (o) disidu 1 sedu fidenisase
Y3tN51NINTURTIAVYTannsal (Y) Wi 181

naushegs fszfunnugnivuiessinsduanuyniuluussiagiu (Xo) Wudu 1 58y fdentsng
ogfuasinsuniansunsatayaunsal (v) sty 142

5.2 aAUTENa

5.2.191nualdeinquszasdder 1 wud1 ndudiegalseduanssouzvesdnsvnisnsuasatyd
avnsal Inenmsaneglussdunniian WeRiansansiesuwui

ﬁ’ﬁumiﬁmﬁuiummgﬂéfawwﬁﬁuLLam'%sJﬁﬁu #OnAABINUNISANYIUBY Sribunruang (2013, p.1)
AnwiAnudunussenIvanssausiuUsednsn1mn1svinNuYeIYAaINTUMINGIFTBTNYA YUNIA1TATY
HANISANYY WUID SEAUANTIAULVBIYARINTUMIING NG ETIVAYUMIATAN AUNTAAMTITU 9T85ITX
Tasamsamegluseiunnniign

aunsiauduiiu deandesiunisAneives Wehat (2016, p.1) Anwiaussausvaniulsyansua
Tumsuiinuauaugmvesdisnensmms dainnes 6 gudsnwianudasads neslyyinisnesinlne
NansAnY U aussouzmdndunshanduiiu lnonmsueglussiuanniian

Fuu3nNsTin denadaeunisAnuwives Sribunruang (2013, p.1) AnwAuduRusssninsaussaus
AUUTEANTAINAITNNUVBIYAIINTUMINGNREIIVAQUINANTAIY HANITANYINUIY SEAUAUTTOULVBY
ynans unTingndesaiguvnansey suilinuinig lnenmswegluszduanniian

ﬁwuman{waﬁqué d8AAd 03 uNI5ANYIVEY Kheawdee (2018, p. 174) Anwin1simuIzUkuy
n1stasuaseausaugn1sUuRnuvesynainsateatvayy lunmingrdessignauniavionausi
HANTSANYY WU amimwmiﬂﬁﬁﬁmmmmmmmaaﬁuauﬂuwﬁwmﬁmwﬁgmjmmﬂmﬁamaua'w
muamiauumimmaaqua oglusziuanniign

funsdeaunnud orvigluauendn lnsamsameglusedvinn asaadosiunisfnuwives
donAnRBaiuN13AN®YIVeY Kaoian (2019, p.90) ﬂmsnLL‘ufmwm5W<§umamiﬂusmiﬂgum’mmadLm‘mm‘wwaﬁl
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Tsuou dsdaduinaueniiuiinisfnwilsendnu wua 3 Smianszunsaioyser wan1sine wuii
aussauzmsUURNuvendmihiwanlsaSou Fainddnauai ufinisdnwsdsendnu wa 3 Sawe
wszuAsAIEYsEN sunsdsauanuduivalunueidn lnsamsmegluseduunn

5.2.2 nNaddeinguszasdded 1 wui seduanugnusieesdnisvestisIsnIsnsunTITd
avnsal Inenmsameglussiuuniian WeRiasandusedewui

AnugniusiaLos aanadaafun1sAnunues Thongsoi (2021, p.741) Anwimugniiusieasdnses
yaansluuvinerdeludminguaswsill safnwimuin amnugaitumiugniusieldos Tnsamswegly
seuINTie

AUENNUAIUAIINTAN @OAAGBITUNITANYIVES Thongsoi (2021, p.741) AnwiAduynwuse
peAnsvasyranThunmInedeludminguasivsiil #adnw wudn AnuyniuiuAINTUA AL IEN
Tasamsamegluseiunnniign

ANuyNHUluUTIIng U denndesiunsAnuires Khampa (2017) Anwianugniuieaddn1sves
Frsemanslsaieulusnunesyyd ddnnueniiuiinisinundssoudnuunusi 1wn 2 wanisdne wut
mynfusoasinsvesthsvmsaglsaseulusunesyy’ suvssingiu lnonmameglussiuainniign

5.23 Mnuaideiaquszasddedt 1 nudn szdunsiuimgAsTuvestisvniInTungITeyd
avinsal Tnsamswegluszduann efinnsandunedenui

AUNTEUIUNTT ngnnTInegluseauun aenndesiun1sAne1ves Bindulem (2018, p.3) Anw
Haduf fanuduiusfuanuislanseylunurestinunisuazgnitsesdnsuimsdiudimiaasuan
HaM3An nudt Yadenisfuianuefssy Aunssuiunsivuananauwnu lneamsmegluseauas

aunsiujduiusseniu aenndesiun1sAinyives Khunsriwan (2020, p.3) AN¥18VENAV0I5ITUN
Avrafidmasenissuianueissalussdmsvesyrainsludninnumauiauasmelug) wanisfnw nui
nsfuinnueAsssuluesdnismuufduius lnennsimeglusedvunn asaadesiun1s@nyives Khunsriwan
(2020, p.3) AnwrdnSnavessssIALIaT dsraronisiuiaugAssaulussdnisvesyrainsludninu
WALIauAIHIAIYY Kan1s@n®) wudi n1ssuianuefsssulussdnisaiuldunus lnenmsineyly
FEAULIN

AIUNBRDULINY FOAAABIAUNITANYIVDY Charoensomboonnit (2015, p.1) A1sAN¥IBNSNavDS
mMssusanugissauluesAnis mssuiusssmavesesinsuagngAnssunisduaindniifvesosdnng lnedl
AanTianmsviaudu duusie nans@nwimuin nineuuidnumsulissfunisiuiamgissalu
aaAnsegluseeiuge

5.2.491n0aM 533 TagUsrasddof 2 wuin sedunisasegvestnsnisnsuasadannsal
Tasamsmeglusziuann Wefinsandusedenui

ﬂwuﬁgﬂwﬁﬁﬁmﬂﬁﬁumﬂ‘msasmLﬁu'ﬁ' donAdeINuNIIAN®I909 Hoonthiang (2018, p.4) Anw)
Jadeuiidmaranisaaog veaminaunsensarsisugly dadadinauasisugrdmindesdns
uamsfnw wud1 lummsmvesssdunisasey eglussduunn Tdud anudilafiesufofou mienuves
vinuulmihiiwazanuiuinveuldegadaiau Idsuatadnisvosminaunssnsasisaguaiusngeg
DYNANUMIZAN LAZLNEINDADANUADINITVBVIIY

vinlaldmnuanuamnsauazinuelumsujifaueradui wazosdnisiimsimunuleunely
mMsusmsnuiitaay aenadasiunisAnuives Chatchawanchanchonkit (2017, p.1) Anwidadonisuims
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5.2.5 MnuamMATeInguszasder 3 wuin Svswavesanssauy ANuyNTUEIANTS LALMTTUS
AugRssIuRdRensategvesirswmsnsunIatyTannsal
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The Effect of BIG BATH Creative Accounting on Impairment of Assets under the
COVID-19 Situation of Listed Companies in the Stock Exchange of Thailand

Orawon Chuamaungphan'
Abstract

During the COVID-19 pandemic crisis, many businesses may take advantage of this opportunity
to engage in creative accounting. One such method is called BIG BATH, which involves recording a
significant loss in a critical year, even if the loss is not related to the COVID-19 situation. Companies
attribute these huge losses entirely to the COVID-19 crisis to 'clean the slate, metaphorically taking a
big bath. This study aimed to identify the effects of BIG BATH creative accounting on asset impairment
during the COVID-19 situation among companies listed on the Stock Exchange of Thailand. The study
population consists of 523 companies, with data collected in 2020, the year when COVID-19 first
emerged, to provide new and up-to-date information on creative accounting and asset impairment
under uncertain circumstances, particularly during the COVID-19 pandemic. The findings reveal no
relationship between BIG BATH creative accounting and asset impairment. However, there was a
significant relationship between business size and asset impairment of listed companies on the Stock
Exchange of Thailand at the 0.02 significance level. Additionally, the study found that creative
accounting using the BIG BATH method significantly affects the profitability of listed companies on the
Stock Exchange of Thailand at the 0.001 significance level. While the research limitations include the
duration of these unusual circumstances, it is important to note that factors affecting each business

may vary.
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N30T nsdndulanielduinsgiunisdydseninassina msﬁﬁuqLLaﬁﬁ]miﬁﬁﬁmmﬁuﬁuéﬁumi
WinAulamaAsegha 1y Msasuulameanszuaiuan sadumensiiu lummsmvesUssmea g
nsResrvasieLdsaraseulfifunatany mimannuidefiovesinamu fadu mliasigin
é’awhéfmgﬂﬁ']ﬁ’uaua‘[mwﬂwmuﬁﬁmﬁm W pznssunsTiiudase mnudenmgyueanenssunis
n31vdeu Aevaaeulnd Wusu WneduimsdnlngzAninnsdesanlunsfinauiamzyausny uigsian
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ansansyivlaluldlueuen Mnudngudalsednenuinmsuianuannsaesen lulneuavdanaly
LLuﬂﬁﬁLu?‘Jﬁﬁ]ﬁ]ﬂ’uﬁgﬁuuav%a€] U (Beatty & Weber, 2006; Godfrey & Koh, 2009)

N1SNAUINTBULLIAAIINATTNUNIWITIUNTTUAINa1aziulaTuseglalunisdanisnils
Usznausiae 2 Usznas laud AruFasmsvestheuimsiiresmsrnouuiigaluuasusnafureauims
Mndnivetnamu mngdauazusnaduidamalidnsanudstyTandieuinstu Fondt ‘mannus
UgyUae3s BIG BATH " laansUufing a1 eea19asdunsng nsnnuastynieds BIG BATH diulwegy
Antulursnanfifeinganisaiviemsnsaieussiliansnniuauld (Abrigo, 2016) Uitmiiuualtiuay
Anuradsyeels BIG BATH lngn1ssuimsdegavasduning laeiivana fie dheusmsainininawmuay
gausunarIAvuresiansld mnsavayuiuatunvmmIaieussietiidensuenillianunsaniunu
18 daifu dheusvnsSasudarugndonienaviayuiomalily aeffamnmsaifnduasriaiinisiius
yesiamsfuluegeminiilusuman (Hitz, 2007) AeunstinasgIuTBNUmMINsRuieItunseosa
vosdunnguUsuldazdnsdansilslaeviliflsudazdasiane wazidevdmistianasgusenums
nsduAetumsdesavesdunsngunly UsngindnsanudsiyTuuuds BIG BATH 1ndu (Andrews,
2012)

AMNaINIsatunNsYilsazusvanIteusmsarusasdunululeanasiussansamuinies

o
v o =

wiwdla dnamuniaduegnedefiazldfunanauunuanmsamuluduvosiierugs daiu Saduuseglals
;ju%miﬁmimmwiqﬁﬂiﬁu (Ayedh et al,, 2019) @ Ali et al. (2020) wui1Ugy1109318N15AIANRILY 819
damansgnusieUsyAnsnmlunmsiauvesheuims mannussilsfadueiesdiovesihouimsfiagnay
nandmuazsen1snsneaIng

Hope and Wanga (2018) l#@nw1n159nn150addmei5 BIG BATH vesd euimisfiddeainull
GHERUPIRNRHG nnmsfnwaisildnmoaeuisnusssnasesssuvosevimsiddetinamu Al
auuasvesteyavilitneuimsuinausssuaiesssy vmsanusdyieds BIG BATH mnnideuimsd
HAsTIRTE5TINEY U593dlaRnNg e Agency Theory atiuayulitheusmsiinisianismlslagnisiiansan
nsresAaIdunsnguazaanudenlunsaniaalyTaie3s BIG BATH waz Ramanna and Watts (2012)
TANUANMUENRUSLITIUINTE NI NN IANUAIUTLUUTS BIG BATH dwmasionnuaiusalun1sviinils wieons
nansULLAedIuTasFovuiues uanaNd Hope and Wanga (2018) Ssnudnit Aantsvualugjiinish
UryWn1875 BIG BATH Lﬁaﬂﬁ]’lﬂLLN@Jﬂﬁ]‘*KJE}dﬁ’]ﬁlU%M’liﬁM’lﬂﬂ’j’]ﬁﬂﬂ’]i%U’]mﬁﬂ é’f’gmmﬁﬁmﬂuﬁmmmmﬁ
NAUINTOUKUIAR
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3.2 NSAULUIAN

NIANLAIULYINIYID | mssesavasdunswg
BIG BATH (Impairment)
NIRNLAIUYT AUANTOLUNITYI
835 BIG BATH - finls (ROE)
YUINUBIANINNG
(SIZE)

ANH 1 NTBULLIAR

111: Researcher
3.3 AUNAFIUVNUIY

3.1 1sanuAs @it BIG BATH fuansznudenisdosr1vasdunsne vesussndiaanzideulunain
nannsnduisUszinelne

3.2 Msanuaadayddieds BIG BATH finansenuseanuaiunsatunsinils vesussniiaanadeulunain
nannsnduisUszinelne

4. 35 ndun1538

A ¥

N13ANBIT DINITANLILT DINANTENUVINTTANULAIUYTAI97T BIG BATH lnan15A08A 1003
Funsng neleannunisal COVID-19 vasusunnaanzidaulunainnannsnduiauseinalng JTunsuway
ASAWAUNITIFLAIN

4.1 518a2198AY0UTLIINT NGUAIDENS
Usznsiildlunisfineesadl laun vsdnivanzlevlunaandanninduisUssmelng Afiseau
MIMsRusaUsTEZIAUNIAUAR 31 SunAw 2563 F1UIU 743 UTEN VA 7 NURaIvngsi

4.2 wmAlANSEUAIBEN9

nauseg fe Munuusernsiomaudlismuinitoglungudielud

1. Uitiigniinaeu Widnegnifinneu vititegssvinenisitunnisiidusrmumsenaavdnning
wisszinalngldimuangunasidliinnsdomeluuisndanan Mlvidebiannsomuansuunusodiy
vosfovudsindusodilumsTac
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2. U3¥mileglunqugsianisiiu Usznausie iuundnnsng (Finance and Securities) 5u1ANS
(Banking) wagUsziudinuazUsenune (Insurance) LﬁmmﬂLLmUﬁﬂ’amdmﬁfﬁmmqiﬁaﬂﬁxmwéfwdn
mefunUfiRvesssianguanamnssudu msdnwnguianansuiueiailinansidedadouls

3. Uidniisaangisudnaemdnninglval esnnuidiisudraansDoulunaravdnningln
onafsunsiiuliinsuszezinan 1 U viliiteyadilflunsfnulsiifissne

1. Ussmiifideyaliinsuvidolianunsamdeyalilumsiaeiudsiitensvauyigiu

fatu Yszmnsidndoulawarlflunsinendsuiunavieriaay S1uu 523 Ui

Foyaildlunsifenuaunigmnd 1 duusiu Ae nsmnussdaydseds BIG BATH fudsmu Ae
MsfsAresduning fuusnuay Ae vuNAYesRanIs uazauuAgIL 2 fuusiu Ao maanudstyde
T8 BIG BATH siudsnu A Auaunsatun1syinnils danusauny fe vu1aveeianis tneinAveeiauds
il

nsAnuAsUadRaedE BIG BATH = flsneutineldsenenide, s, andeusian uazadnsmine
PIAEAUNTNE T (Earnings before Interest, Tax, Depreciation and Amortization) EBITDA/TOTAL ASSET
(Hitz, 2007) wag (Ramanna & Watts, 2012)

MsmeAvesduning = mnfanisiinisresan wiriu 1 waglifinisdesAviniu 0

YUATIAING = Araen3TussauvRvesdunindsm (fesannduiegaildlunsdnuwadail
frunvesuisniuandnetu dedu (ideTadenlivumesfamsicinldandaondfiussmiveduning
udusudsaauaw)

ANUENNTAlUMIYINALS = daswaneuunusiedIuvedgiiovu (ROE) mlsand/diuvesiou

4.3 MaiusauTandaya 35A5EH Msulana

nsfnuadsiluuuifvteyadelusuna Excel Tnaifiutoyadenuiosaniulednanamdnning
uwitdszmalng 99n9189unamIiu wuuledy 56-1 daudBuAnmanisal COVID-19 Ae T 2563 Faauiild
Tumsiiasedt Ao flsnowinalddeaenids, M8, Andousauazadingming Funindsim n1sdesen
vosduning dlsanduazdruvesddoru ddauadinaunyssmnanalildimesiauds anduarils
Basgdalululusunsy SPSS

mﬁai'mLmaqmﬂumﬁaaaaﬂaswmu‘[mam Juleq Lwaiﬁi’fluﬂﬁil,ﬂusuauawm FuUInuauNAgILYes

U
(%

MUY ﬂ’]ﬁﬂﬂ‘l&ﬂLiENNﬁﬂﬁ%‘Vl‘U“U’eNﬂ’]iﬁmLLGNUQJ}“UG]’]EJ’]S BIG BATH WNWE]ﬂ’ﬁ@E]EJﬂ']SUENGHVIiWEJ nula

anunisal COVID-19 fidunaunsieuasiiurinsiudoyansil
Tunauil 1 g7l Anuvi gt uuulIAanguveinisanua sy e85 BIG BATH Yoya

o
=

$199) Lﬁmﬁuﬁaaﬁwaa?ﬁuﬁwé mmmmmi‘umiﬁﬂﬁwlmawmmaaﬁﬁ]mi uazAnyideyasiisieaiu
A1INT8l Iﬁﬂiu‘tﬂﬂ COVID-19 fAgadasfiusenuniesnsiiu

fuummm 2 sonuuuiaiesilelumsiiudeya

Funoud 3 itusmnudeyaninaissunssiu wwuresu 56-1 mnuladvosmaiaudnning
wnsUszinelng

fupoud 4 vhmsnmzideyamelusunsudiSaguiionovauufgiuiay Tngusvase

Funeudl 5 ayunalazenusena

Fumeud 6 weunsARLTUNAIY
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Y aa '

adanld mMslmsevideyaldadingssan Aade Sesay drulosuumnsgiu Inseideyalnald

<@ a

Multiple Regression Tnglusunsuduiasy Jinseilngldatinduas

U

5. HAN15IBLATBAUSITNA

5.1 HAN15998

L4

A9197 1 uansdganvalilazAnurelduuiulsiazAanRansunIsiaTe

drydnwal AUNUY
BB nsnnuasUgAlaeds BIG BATH (BIG BATH)
IMP NIRBUAITDIAUNING (Impairment)
ROE 9N TWANDULNUE DY (Return On Equity )
SIZE YUINUBININTG (SIZE)
B AduUsEanS
e AANLARIALAR DY

Aauf 1 Han1saTzvideyasdiiidanssaiun (Descriptive Statistics)
FoyamiusiuslaggnimuiinseidieadfidamssansaziiauelugUuuurean1suaniase g
ARRY wardTBULNINIEIU Feaunsaesuiedeyalinad

PN 2 MITMINKAND Aade wazdruleauunnsgIuesusEniaaneidoulunaiandnnine us

Usznelney
AauUseu Aade drutdsauuannsgiy
BB 0.42 0.10
IMP 0.32 0.47
ROE 1.81 5.82
SIZE 8.88 1.56

9nA15197 2 nmsiAvTeyavesuituiivanzieulunaiavdandngwisszimalng wud
nMsanusaydlaeis BIG BATH (BB) fleuaduey 0.42 nsfesrvesduning (MP) daadeuogil 0.32
dhmaneuunugfioviu (ROE) Trnduegi 1.81 uazvuavesianis (SIZE) fldiadeegi 8.88

Aoufl 2 nan1sinszvideyadieainldseyuy (inference Statics)

HAMTIATIERaMTIATEideyadadifdieyunu (nference Statics) wuseonauassigiudsl

C | o

AUYAFIUN 1 NMIANUAIUYTA8TT BIG BATH INaNIeNUAen1TAa8A1uedunsng vasus¥ni

o

anzidoulunainannsnduwrnsusemnd lng
IMP= B, B: BB+, SIZE + e (1)
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a

AN5199 3 HANS AT HENFUNUSTIGDUVBY Pearson kansAdulseansseninawlsauiuinundne wag

=

melusdunansan p-value (Sig.1-tailed) vasussviaangioulunaananninduislssinelneg

Pearson IMP BB SIZE
IMP 1.00 0.02 0.17
BB 0.02 1.00 0.01

SIZE 0.17 0.01 1.00

NANINT 3 uaneseasBenfsaiunansinseianduiudidideuresdesdu nuin nsdesdn
Yosdunsng (IMP) auduiusedvhifiteddgyneadfdunisnnusatydaeds BIG BATH (BB) 1u1nv04
Aans (SIZE) fiszautpdde 0.05 niomnudesiu 95% lnan1sdasarvesdunsng (IMP) fauduius
firmaieafunnussiyBieds BIG BATH (BB) wu1awesfianis (SIZE) tnefduuszavdanduius () wiiu
0.02 1@y 0.17 ANaI9U

N1TAATIEAAIUNNDDLLTIINY

msnseiteyaludniandumainavenanisifoadfideoyuu Ingldnsinnesienuonnes

s ' @

Wy (Multiple Regression Analysis) WieiiAsieiAuduiussenieilsaulasiudsny

A1519% 4 MIANLAIUETAIETS BIG BATH fnansynusonisrosa1vesdunindvesusennaanzideulunain
nannindunsUszinalng

Coefficients
Model Std. Error t-value Sig.
B Beta
1(Constant) 0.03 0.11 0.33 0.740
BB 0.09 0.02 0.19 0.47 0.637
SIZE 0.03 0.10 0.01 2.42 0.016%

R’= 0.01 Adjusted R°=0.08 F-Value=3.074 Sig. F=0.047
*syAUtYdIAYNNEnAn 0.05

NAN197 4 waRINaNITIAdeUAILEIRLSTENININ I NUAISTdae3E BIG BATH uazawinves
Aanisiinansznudenisdesmvesdunindvesuidniiannzioulunarandnvsndunausenalve dssdu
tedAnyd 0.02 FeilAfesninszduioddymisada Ae 0.05 AadAdenanldnaaevanuigiu wuid
PWIAYBIRINITINANITNURENH oA vesdun S NnEvesUs Il annziSeulunanudnnsnduralssmelng
WU 0.12% wazAduuszansnisdadula windv 3.074 Tnefiansan Adjusted R Gse3unsanumanglen
Faulsdaszanunsaedunsnmsudsunainsdeaveduningld 0.8 %

auyAguil 2 namnuesdnTeeds BIG BATH fnansenudennuanansalumsviiiilsvesuigni
aangidaulunarnrannsndurialseinelng

ROE= Bo. B: BB+B. SIZE+e )
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A1519% 5 NaN1TLATIEREANEURUSITIToUTes Pearson LansAduUsedndsyninsmulsautundne uag
melusdunansan pvalue (Sig.1-tailed) vesuseniannsiloulunaramannsndursuszimndlne

Pearson ROE BB SIZE
ROE 1.00 0.30 0.07
BB 0.30 1.00 0.01
SIZE 0.07 0.01 1.00

INANTIT 5 WAAISIALLD IALA YINUNANISILASIEAANFUNUS LT a9 o uvawTusdy wuin

ANuamIsalunsvinals (ROE) danuduiusesslifidedAgnisadftunisnnunsdydaieis BIG BATH
(BB) 2w1Av8afanTs (SIZE) fisedutuddey 0.05 wienudotu 95% Tnsanuanansalunisviidils (ROE)
faruduiusiamaiortunnusadaydeeds BIG BATH (BB) suiavedianis (SIZE) Taedladuuseans
AndUNUS (r) Wiy 0.30 waz 0.07 ANAIRY
N1TAATIEAAIUNNDDLLTIINY
msnseiteyaludniandumainavenanisifoadfideoyuu Ingldnsinnesienuonnes

s ' @

Wy (Multiple Regression Analysis) WieiiAsieiAuduiussenieilsaulasiudsny

A135199 6 N1TANLAITYTA873 BIG BATH dinansznuasaiuaiuisalunisvinilsuseniiaanzidoulu
pananannsnousUszinalnednia

Coefficients
Model Std. Error t-value Sig.
B Beta
1(Constant) -24.20 12.71 -1.90 0.057
BB 152.11 0.301 21.03 7.23 0.000*
SIZE 2.19 0.065 1.40 1.56 0.119

R’= 0.09 Adjusted R°=0.09 F-Value=27.52 Sig. F=0.000
*syAUtYdIAYNNEnAn 0.05

NAN197 6 wARINANITIAdEUAILFLRLSTENININIINUAISTdae35 BIG BATH uazawinves
AansfinansenusennuanunsalunmsyimlsvesusniiaanzdeulunaiandnninduisUszmalng wui
nsnnuasUdie33 BIG BATH fnansenuseauaiunsalunisiiilsvesuienisaneideulunain
vidnninduisUssinalng fissduiidfny 0.000 Fedadesniseiutivdfynieada fe 0.05 Aadffnd
TdvaaouauuAgiu wuin vuiavesfanisiinansgvuiennuannsalunsimlsvesuidniisansideuly
parandnVsnEwisUsEnalng Windu 9% wasAdudszansnssnaule wihiu 27.52 Tnefiansan Adjusted
R? FveSusanununglidn fulsdasvanunsaeiuenisilasunlaseuannsalunsvsilsle 9%

5.2 aAUTENa

INNSANEINUI MsanuasUTcieds BIG BATH Lilflauduiusrenisnesaivesdunsndenalu
Wz tugAN1IENISal COVID-19 anaiinansenuiunisaiuauesgsialidnaeniwsmsanisdon
og19BusegIdr nznsalfsnanifuvnmsaineusnvietadeiliamnsaniuaulsl 3elidudusestinng
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feuA1vesduningii on1sanudesSyTvedeuims uddniendsdedneusniseradinisanussind
iiedpsmslyinamsiidunuiifagiousenuluguuuuresanuansalunsiilsvesianislmnduluny
Wmnefifuimsdesmniondly TnsldmadiamsanusstnTeneds BIG BATH lnsnsdadminenssossn
vosdunsnelifisnu Feaenndesiu Ramanna and Watts (2012); Hope and Wanga (2018) inuin ussgdla
31NNgui) Agency Theory atvayulitleuimsiinisdnnismls lnen1siasannisdesAresduningduas
Arnadeslumsanussday@seds BIG BATH thamuvierferuiianuymisunansuunuiayldsuiadu
wnliAaussgslaliinsdanistilsvesheuimsifintu iensuaussarmdesnisvastinamu Fausegslatl
oradudedaudsonts 2 de fe tnamuuaziheuimslasis 2 dredanusorisdidety nanfe dnammu
Fosmsnansuuniluszezen uguimsdesmslinailsdulumudmunesidmuald Taelsiddsdsanueg
59AVBITINTLUTEEZE miﬂiwhL‘zj'w'fmaac'lwau'%wwsﬁLﬁ@ﬂi:‘lwﬂdwmul,l,a:mamauLLmquEULLUUSUENL'Eu
Tuifandenausslovtidu msmnusatlsensldldasieuiisenudduvesnmsaiiufions aenadesiu Ayedh,
et al. 2019) finuin Avwaansalumsvhilsestldiiuirdeusmsiinanisaidunuiifvssans amann
teuididla thasmuninduegssiiagldfunanouumuannisamuluduvesiorulusziugs dedu Judu
LLiqgﬂﬂﬁﬁU%miﬁmimﬂLwiaﬁ’lliﬁ?jyu way Kustono et al., (2021) finu31 Jeym1vee518n15aadnemneg 819
dawansgnusouseansamlunsvhauvesiheuims mamnussilsiadundesdioveshevimsfiasnau
nandymuazsen1sAsAeaIng

drmruavesfanisteninansenuronisdesa1vesdunsne esainfanisifvualnajgeud
Funindsauann wazdundndliisnuiifauainnisausaufiants wu denuden faiu defianisd
unvesduninduingenvhliminnisdesrvesdunsnslusiuiuiivinaudie Jsaenndesiu Hope and
Wanga (2018) #inuin Aansiideualugdn1svindayddie3s BIG BATH Lﬁaqmmmgﬂwaqs’lwaa'i’ﬂms
flunnnan wag (Hitz, 2007) Ainuin U%@%ﬁﬁuuﬂﬁmsﬁwﬁ’m% BIG BATH q¢ustan1saeed1vasdunindves
Aansrualngasintudefivemsnifeusainiu

6. #3UNANTIIY

miﬂﬂmmquamﬁnaiiﬂ,mmmu g1udai

aunfAgIudl 1 mamnusatny@eieds BIG BATH Inansenudenissesdvesdunindvesuivni
aanziloulunaiandnninduislszinalng

mﬂﬂ’lsﬁﬂwﬂﬂwummé’uﬁuﬁ‘mmmsmmt.siqﬂ’m%ﬁw%% BIG BATH sian1soem1uadduning Ui
aunAgIud 1 usnuanuduiusvesvuInvesianis (SIZE)1/1mwamamimaammanaumwmawsww
anzifeulunatandnnsnduwisssmalng egnadiveddafl 0.02 Jafiandosninseiuioddynieada fe
0.05 AadifnInanlinadouauuRgIu WUl WWIAVBININTTANANITNUABNITH 08AIVDIFUNTNEWINAY
0.12% wazAduUszananisinaula widu 3.074 Tnefiansan Adjusted R® Fsa5uneaumngladn fauds
Basvanunsnetunenisdsunlainisfosrvesdunswels 0.8%

auyAguil 2 mannusslnyTeeds BIG BATH finansenusdeanuaninsalumsviiilsyesuigni
aanzileulunainndnnindunsUszinalng

PnAnwInud MsanusstyTae3s BIG BATH fnansenuseanuaninsalunisviilsvesuismi
savzdeulunaavdnnindursUsemalnesia sgnafided i 0.000 Jefitosninseiulioddymniada
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fv 0.05 AradRfnaIlivaaevaNuAgIu WU vuInvesRanIsinanseusieaLansalunsviilsves
UstilannadeulunanndnnsndursUsznalnesidaminfu 9% wazmduuszavsmssnaulawidu 27.52
Tnefiansan Adjusted R’ Fsaiursanununglainfiunlsdaszaiunsaeiuionisdsuulasniuaiunse
Tumsvirilsle 9% seusuauyfg

7. JorduDLuY

7.1. YBLEUBLULIINNITIVY

Mnwan1Ideanuanaueuuyléin luganmgnsallsaseuin COVID-19 mgnsalfsnanienad
HansenuiunsAiiunuregIialiiaenmswsenedeuegnieusiegudl Aan1senasunseravinnu
At ulnenssananiunsaliudrdiuiunn fasu nsdesvesdunsndfivsnglusesanuninisii
onadunssesriiintumuuniifiennisiiansanvesisuimsedaiase Slddunisanasslenmaves
fusmslunsdanistosrvesduningtu uandudndefonisiiativayumalinnesiuasdadulavosinamu
16 LM@mmiﬁLﬁm%umnmasmsmﬁﬁmzmm COVID-19 U3swilnngiBevlunannndnninduiaszmalng
fl¥anarelonalaglivesing vesluivesnasgiunisind ionnudeiadlneds BIG BATH Mensiud
FIUNITVBINITADEANVDIAUNTNE UFNITANULAITETAI87T BIG BATH dlnansynussanuasnsatun1sviniils
wazfansfifaualngasiiszfudeinmsdesaweduninglifidnududinddy

7.2 Sowusuuzitensidundedely

Pnran1sItefinandslinuauduiusveinisanuasiyTae33 BIG BATH fidwasonisdossn
yosduning uinsanusedayidiinanevansds maviniseadellenafondiusuusiu delnsuinionis
onafiguuuuBmsanudstyTfuandnatulunieenalfiasAiduls

7.3 daiauauuztaulauny

ierduuuamslunisiisz Fwesmiisaunisiidugquanieg fifeates neldaniunisalils
anulsiwiueu Tsailg Uil viSedeividug fiuenimiiearn COVID-19 Sulummtilugnisnnuserilsle
msumutesitesivesnnsgiumstydithunldlulagiu

8. NARANISUUTZN A

NUiTes pawmansznuveIn N sy ddae33 BIG BATH fididonisdoarivesdunsne aeld
an1un158) COVID-19 wasuiwmilaamezifoulunarandnnindusiasemelng lidsaaaasldldmefises
younszAETTidmAnTemnviuiinesldeya Ainw deiausuuzlumsdunt wazveveugamsdin
IUYT UM INeREIA T ﬁiﬁmiaﬁuayuwﬂwmmim%gqﬁu magdaviminduegndein ey
undulslondrornisinmslusuandellls
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The impacts of managerial accounting practices characteristics and Kaizen

environments on SMEs' financial performance

Anchana Aphichitsakul'’
Abstract

Developing SMEs' ability to adapt and thrive in a changing business environment is vital to the
Thai economy, with financial performance being one of the main indicators. The key question is
whether SMEs are identifying the real problems and continuously improving until these problems are
resolved. This research aimed to study the impact on SMEs' financial performance of 1) Managerial
accounting practice characteristics, 2) Kaizen environments, and 3) The interaction between Kaizen
environments and Managerial accounting practice characteristics. The study collected data through a
questionnaire survey of 400 owners and managers of SMEs in Thailand and analyzed the data using
descriptive and multiple regression techniques. The results indicate that all three factors positively
impact financial performance. Although there were some obstacles during data collection, as many
SMEs had closed because of the prolonged COVID-19 outbreak, the study confirmed that all samples
were survivors, with some even experiencing growth during this crisis. The research results demonstrate
the importance of improving and developing the application of management accounting as part of
various systems to create an environment where problems can be clearly identified and continuously
improved. This research provides guidance on combining and practicing both concepts in a way that
can leverage their respective strengths and address their weaknesses to create a foundation for

developing a strong and sustainable business.
Keywords: Managetial Account; Kaizen; Financial Performances
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wazifuisdniud 1dun ndn sa. (@zans avain azenn quanwas a¥edde) uay 3n. (Muunves Mvuad
fvuaUiina) duneudalidonsatiuuds fo msuiuusudly lutunouilffiedesdieladuiianusatuly
I¢nnugausvasd 1wy vdnnsviuuuiunat Gust In Time) udnnisvhilazdu (One Piece Flow) udnnalnls
fuyu (Karakur) ndndlesfunnundamas (Pokayoke) visindosiiolafuitaslumsiiasesi 1wy win 39.
(@01u71934 ¥99934 ANNA39) wazdadulaidoniBnng 1wy an 180 WaesuTas ladulifidormunnieiin
fadlduunfnuwazisnislnulunisuiuuss mﬂﬂ%"uﬂgqLLé”g‘fJigmamam?at,%'ﬂﬂélﬁ’mmWaﬁﬁaqmﬂé’umﬁu
wliiiisadntesnisenteinlulady (Tanahashi, 2010)

3.1.4 anwuandoaiialaidy (Kaizen Environments)

uiiladuasdndudn mnefs “nisusuugsedseries” uinuinguasselvgianlunsilady
ndudu “aniliideiiles” Fafimsusudgaionmmesdriladiuin mnefs “Ufuusmniu Ufuusmneu was
USuUgavndl” (Imai, 2013) laidumisisuduannduinsgean uinsgeandosuansoanliynauiiuis
anusdlanaznsindulafiwudimunuumdumslagu Tnaulussdniladu fuimsgeaniunum
dfqannfigalumsinfanisitngladu sesasly de faanislaadlunasaauiantdnanynseiu Jadoflazsi
Tfamstiladuniousuussegededodldaiaiu eiddey Ao maduanmundouiidoliynauynaiu
w°'1ﬂ15ﬂfuﬂﬁqm'al,ﬁ'm1®y (Chorai & Chaidirek, 2020; Eileen, et al., 2010; Georgise & Mindaye, 2020;
Janbumrung, 2016; Nakagawa, 2013; Nasomboon, 2020; Phetruen & Rutchatorn, 2011; Phungsutcharit,
2009; Tanahashi, 2010; Wannarot, 2018; Waisupee, 2011) a1snsaaguiduszuuiioladu ¢ szuundnls
Setisolud



A13EITIMYINITIANTT ARINAEIUANEI 19511 U 11 adun 2 (2567) | 373
answavasnaanBazn1sUszEnaldUndusnis

= v Ao ° & o a v oA
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=z © = § g on w
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a
AsAUALtUNNESIU
mssuiuleuy v
AsmvusIIeNTALY v v Vv
fuumindelrlagy Vv
ANSNANAUELESY
ws9sla/sneta A A v v
Tonauaua/Useiliunasy v v v
Temaledidulunsiiladu Vv v
nsnsAulnmadla Vv Vv
ﬂ’J’lJJW%E]JJ“UENE}Uﬂiiﬁ v v Vv v
v o sw A |
AMUAUNUTNULNOUTINIU v v v
YIAUAG/ASHOUI U/ INUTTT v v v
USSNIALUNTYINaUY v v
N13AUANRAATY
ATMAUALIANRARINITU v v v
ANSAAUAUNUNULNT v Vv Vv v
MINTIFRUNMTU{UR v
AsdeastienIsHALY v % v
MsUsETIMULLIN A LTINS v v
Anuduusiug AUty v
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= v Ao ° & o a v oA i
A135199 3 asunsnunanssanssudadeiidnavhiladudiiiunisldseiion (e)

3 ~
= o
g ~ | 8| 8§
~ 8 A =N c SI/ =
N > = D 2 S s v ]
8 o s = 8 S 5 = | &
z ) 8 g on £ S g =
sN8azden 8 ‘f‘; Eg,_ B 5 g 5 s ©
s Sl g | E| g |52 c®
) c 2 c 3 4 c © <
a © © © Q e © o v
© — = = S 5 c ) 2
=z © Iy £ o ) i
o] a > sl
c 5 9
(@] _qCJ U]
a
nstnenaaANNIIasTinye
v 3 [
ns3useleviveanislagu Vv v
mseusuANEedlagy v v v v v v
nstnvinwelunsiaiu v v

MnnmssagUisduldiuusiunsinuaainguszasdden 2 (auufgiu HA-HT) il

1) szuunstmuamuiesan (Common Goal Setting System) n1srivuaitimanesududd
ddyiinalilddmivians Whmnesmuanifaandusdininuiuesfiiosdng Wugudsmsilinau
vadlulugaideadu Wennaudsgamihiauinagdndunsluluismaieaiuazdmalinsdiiuniseneg
dulvegefings ssvuiifeadastunsmmuadimnesiudsusssavulouns wwugsha unusdndunis
1AsgIuan sawdamsdeansidmneuazanimdidunslimnauiuiidusses Faldiaunduwuuasuay
dmiuauugiu Ha

2) S$UUNSHANAUABESY (Support & Motivation System) Lﬂuiuuﬂumiwaﬂﬂuaal,aiﬂwﬂﬂu
annsasuiunisuagiaunudimaneld ssuulifsadostausnisnaunumuiiiiludesdng sl
Hanauwny n1sUsedunaniniaiu nslilenalunisiens avandssaunsaluazidulainaminluau
msdeasaownasznisRamswazniinau msassmiawieuyanains gunsaiiniesleosudaandind iy
Tun9ANIuUAIURIY DENNZEY izuuﬁﬁwaimmwiamﬁuﬁ NAUAR AUNTEADTDTU MAadla D
ngRnssun1suanseanvesninu ssuunsuansudnasudsasdululugassassanazAdadsnnnu
aonndesiumionias inmsssuiiesdns dslifaunduluvasunmdmivamiigiu Hs

3) szuuMIAIUANAAATY (Control & Follow-Up System) Asauagudausmsuanitmneesniiu
wusniiums nisiiganuduniuazuuliy nmsudluwanisaliameviuagnnsdidunsiitoudlaly
dulumuunuuazidananuitnunedmnun iswﬁlﬁm%qﬁuﬂ'1imewmwmmwﬁﬂﬁ’uf@m iy
nsds Mgy mstuiinua ngsuideuvesesdns 1Wudu Jddimuniuuuuasunudmivannigiu He

4) syuunsnenennuguazYingy (Knowledge & Skill Transfer System) silvissdinsaunsndnun
iwmLLay‘wsummaaammﬂiuaiulmamwaau szuuiinatesiumsrumauiesdns NIITUHLTRILY
yaranslutiadmnzaneg madudunisuaznisUszifiunanisilneusy Msassminazdan3samingnsi
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$uu 1y do gunsal Jasu fuszliuilimuusihnsrosenanusle sy deldfaundunuvasuaa
dwiuanufgnu H7

3.1.5 anuandeuielaifunazqudnunznsussendldlydusmsdussuiuasiu

ﬂﬂ%’Hﬁﬂﬁfﬁﬂﬂﬁlé’wﬁﬂumiaﬁywaﬂ'1‘wmmé’auLﬁaﬂWﬂﬂLsﬁuLﬁaniﬂ%’UUqﬂéfwauaxLﬁmﬁuvl,é’
ogsailes Ao “nisviliueaiu (Visualization)” msvinliuesiuidunuadeildluladunioifond
“\pdnsilelaiiy” fiflgpuszasdiiielimnaunielussdnsiinnssuiinsafunasssindunisluigaidely
Jameiiaenndosiuls viniu3sumsdidufamsiunisduieiesdu wianwernanesusnagiinnuiuniu
figUassauataimuide n1stuinIostulazszvuuagianssunislund osfudsdiiululiegiaasnds
iosnindunazynavluiesideyandnduson ediay dydnwal dyanuman uansegluosiuuas
AUR199) fuaqm%ﬂﬁwﬁﬂLfJu{]a]fffaﬁl@]’%”ﬂmiaamﬁ"udwﬁmmﬁwﬁ@,ua:ﬁmaﬂ%uﬂ;aﬁmuﬂﬁaéﬁyuagmua
wWudgriulududufansiideyannnsuszendldduimsiagsilivnauiuias Seyadidndulunns
VTR muau YsuugsRamstisuiunsluldedisiunsasade (Tanahashi, 2011) msUszndlitydudms
Afununlumsaeans vilvuesfiukazitileaniumsalnsaiu msvsuussmsuszgndldtyuimsannsa
dnasulinmsladulszavanudusaldity iliAamasidumsvesiansiiniu lnefianmiademiions
lawduits 4 svuu aedulfiAnnsuiuvgsnsussgndld Ty duimslifandnuusiiin seAvinagsas
Fainquszasdten 3 (auufgm He-H19) voamsidei \uns@nudvswaiiAnflodfuusvesnudnuas
mMeUszgndldtiyTuimsuasiudsvesaninundouieladus i

3.2 NSOULUIAR

ASANWIASILIVDULIALLEMMUNTBULUIAMMINSIVEAIT

AUUsAIUAN AuUsdase
FIUIUNITIU (6-300 AaAnwarN1sUsTaNAldUYTUINg
WANINT (1.8-500 4. ANUNAINTANHRA MaM | H1-H3
91gvedfian1s (1 Yyuly) ANUTIUYIT MaT
ANUIINTINY MaC
A
Fusdase H8-H19 Sz v
v - <
dnnuandesinalaiiy Kz
szuumsimuaming KzG Lo -
v oo o v | wansandunuaunisity
FLUUMINANAUA WY KzS | HA-H7 y
FLUUMIAIUANAARL KzC
JTUUNTANENDAANILS KzT

A9 1 AseulnAaluN1TITY
fun: Literature synthesis
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3.3 dUNAFIUNITIY
N3ANINIUNTBURLIAATUNTTT
fnqusvasduasnsive el
auNAgIudl H1-H3 AudnwarnsUssyndld
AIUNITIY
AuuRg I HA-H7 anmundoudioladulidvinadauindenanisiiiunudunsiu
aunAgIudl H8-H19 anmuwandeuiileladusaufunudnvurmussgndldvyduinsisvina
WIUINFENANITANTLIIUAIUNITREY

o

g1l Usznausiwanuigunnsidenavun 19 auufigiulaenumniy

v A

WTUTNISA D NS WALTIUINABNANITAILTUIIY

4. 35 ndun1538

4.1 519a2198AYRIUTTVINT NHUADELN
Uszanslunis@nwiaseiidu SMEs Tuusemalne 3717y 460,012 518 (OSMEP, 2020) 311U
$18e19 400 518 (Yamane, 1973)

4.2 wadlansguiiegne

\@andleg19laun15d w188 199819978 (Simple Random Sampling) A udna1uUsEYInT
FaUsznausie n1AnsUIANS Sevar 46.5 MANNSAN ey 34.3 nAn1sWAR Touar 18.8 war N1ATIND
nsinwns fouaz 0.4 (OSMEP, 2020) Tneideninouuvuasunmiliiuivesianmsudeuimsiisdoyans
FLHUNULAZNANTANTUNUYRININTG

A197199 4 PUNIEUAIVUINNAT LATIUINYDULALTIIUIUABE

U WNIVUIANA A VUIALNT 2562 fowaz FIUIUADENY
AIPNITUSANS 213,831 46.5 186
ANANNTAN 157,834 34.3 137
ANPNITHER 86,372 18.8 75
AMATININTINYAT 1,975 0.4 2

394 460,012 100.0 400

fiun: OSMEP, 2020

4.3 M3iusauTIndaya 35A5EH Mulana

Ansdidunsidoidudunnns@nunduaiienans f1s1 wuifn vl Tufsanunsided
\Aeateafufuusii@ne fvuanseuluifa sonwuuiamLeIssieldsmunsouuuAnduuuuasun
(Questionnaires) Inswfiususiudoyannidrwesiamanieduimslasuuuasuauuiaiu 5 dw o
57 4o il

dwil 1 Yeyavhlvesfiansuasdoyamluvesimeunuvasuniu 8 1e

dufl 2 seRuMsUsEgnAlituims (Rating Scale) 16 4o

g 3 sunmsaiunsszuuladu (Rating Scale) 15 9



A13EITIMYINITIANTT ARINIAEINUANEI 19511 U 11 adun 2 (2567) | 377
answavasnaanvazn1sUsEaNAld U duins

dwdl 4 szunansALiue (Rating Scale) 17 4o

@l 5 TorausuuzLianin 1 do

uéBadidiunmsnaaeuuuuasunuuazUSuUsilimminsmse (Validity) v3een 10C > 0.5 nan1s
nageuANLUNT o1y (Reliability) InsuuuasuaiufiAn Cronbach’s alpha 883¥%314 0.72-0.95 9Nt
thuvuaeuafiusunudeyanndiegisiidmun Tasdndedsuuvasunudidnnselindmediud woundia
Fulatd uazladauameuans avan 1,233 90 Iduuuasuaunduan 400 ¥a Andudnameundu 32.4%
‘U”asgaﬂ'Lf‘?mwiwmumimwaauﬂmauﬂ’ﬁlﬁymﬁuwmﬁ AU AT AINITLINKITUVUNAA Y
A1 Skewness SE1319 -0.49 A9 0.11 @ 9laliAu +1.96 (Wongsaichue, 2017) fuUsdasiaduussans
avdunus b 0.08 ﬁahjﬁﬂzyml,'%'aqm'mé’uﬁuﬁ‘ﬁmm (Charoensawat, 2008) fuwUsdaseiubUsniudl
ANMUAUNUSAUTUAUNTI NEANUFURUSNEINTAITATTolerance 11nAI1 0.10 (Foxall & Sariano, 2005)
wag A1 Variance Inflation Factor (VIF) lsitAiu 10 (Belsley, 1991) Fatdoyaidninsiesinisannoenvaa
(Multiple Regression Analysis) 1l 985 U188 M NAve IR LUTBATET T odnUTILgAT18T 9T nvinasy
namidBuaredusenandenteiausuurildannmside

5. Nan133eUazanUIENa
5.1 Wan1339y
HADINNTTIUTINTOYANUTT Mg 19liT U 6-30 AU Souaz 67 U518ld 1.8-10 duum

Sovay 51 uariengfianis 15-30 U Sesay 42 vesdnwiudieganmun Ineliseazdennumsnsmsialuil

M19°99 5 Toyavialuveiieg

snuaLLen R G
1.8-10 auum 205 51.25
- 11-50 81U m 98 24.50
YUNNVDININIT "
51-300 @1UUN 88 22.00
301-500 214U 9 2.25
. Y 6-30 AU 268 67.00
PIUIUNTIAINNNUY
31-200 AU 132 33.00
1-5% a1 10.25
- 6-15 U 130 32.50
DIYUBDINIVNIT ~
: 15-30 ¥ 166 41.50
31 U Yuld 63 15.75

TgUszasddl 1 Jaunfgiunsided aadnyaensussendldUyduimsiidninaidauinsenanis
ANTILUAUNNTRY (H1-H3) Tiasgsisigaunisanneenvamuas lanaiinsieidsislull

Y = by + biXi + boXo + bsXs + ¢ ﬁuﬂ'ﬁﬁ (1)
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d

M13197 6 BvEnavesnudnvurN1sUTTENAlddTuIMsNTsenan sAniuwiuNTRY

o

FUNAFIY Variable b Beta | t-value | p-value | Tolerance | VIF
Fsil (Constant) 0.672 4149 | 0.000*
H1 MaM AnuuaInvaneili 0.046 | 0.048 1.263 0.207 0.920 1.087
H2 | MaT @auviuvasi 0.363 | 0.352 5.892 0.000% 0.370 2.703
H3 | MaC anudnlanseiu 0.328 | 0.364 6.167 0.000% 0.378 2.645
R = 0.691 R = 0.478 F = 120.931 p-value = 0.000*

HAN13I3eNUIN Audnvuzn1TUTEYndldTydusnisddninalduindediiunudunistuy
aedifudfynneddafisedu 0.05 warausavhuisnasudunuiunisiulddesas 47.80 (R°=0.478%)
AudnuuznsUsEgnAliTiumsiitidvanasenansiidunusumsiuiniign Ao aruviuviaed (MaT)
b=0.363* ( 50909 Ao ANuTALIULAzITilanssiY (MaC) vauzfinnamainvatedd (MaM) 8vEwaidsuan
Aenansiuiunusiunmsiuesslifitudfyniadfviszdu 0.05

HANTIVYATUAYUANNAFIU H2 way H3

TagUszasAd 2 auufigiun1sidedn anmnwindeutiensladuiidninalauinaenanisdiuau

a

AUNTRY (HA-HT) Tiasgvimeaunisannegnyauaslinainseaasialuil
Y =bo+ b1 X1+ b2 Xo+ b3 Xs+baXa+C ﬂllﬂ']iﬁ(Z)

AN5197 7 BNTNATVBIANINWIRABLLNENSLATUNTIFENANTITALTIUIUAUNITRY

FUNAFIY Variable b Beta | t-value | p-value |Tolerance| VIF
ﬂ"]m‘ﬁ (Constant) 0.748 5.568 0.000*
H4 KzG nsanvuattinune s 0.178 | 0.187 | 3.245 | 0.001* | 0.359 2.786
H5 | KzS msudnsudeasy 0.317 | 0.362 | 5508 | 0.000* | 0.276 | 3.619
H6 KzC ﬂ’liﬂ’mﬂuammu 0.109 | 0.110 1.792 0.074 0.317 3.154
H7 KzT msdwwammmﬁuasﬁﬂm 0.119 | 0.140 | 2.431 0.016* 0.358 2.796
R =0.727 R® = 0.528 F =110.805 p-value = 0.000*

HANITITENUI @nINwIndaui onshadudsninadsuandenan1senduaud1unI5Eu
agafifddunedanTiseAu 0.05 wazansavhuenaldSeas 52.8 (R = 0.528%) lnanmuindouiions
1m6‘§u17fﬁSﬁwaﬁiawamiﬁi”]Lﬁumuﬁmmiﬁuumﬁqm Ao NMINANAUALETY (KZS) (b=0.317%) 9948311 A
msmuuallnunesIn (KzG) LLaziz‘U‘umidwwammmiuasﬁﬂm (KzT) mmsﬁiwumimwuammu (KzC)
fiBvdnadauinseranmssfiunuiunisiuesdlifiteddymnsadfiisedu 0.05

HANNTIVYATUAYUANNAFIU HA H5 Uag HT
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o

TgUseaeAn 3 faunfgiumsidein anmwandeuiienistadusuiuandnuaznsuszandldtnd

q
a a a

UInsiidnswaldsuindenan1saniuaudun1siiy (H8-H19) Tinsgiiilasnisduadiuusdaseisass
InTeiiavgieaunsaunmsanaeenvamuazlinan1Tiasz (aaadn 1) fel

U q

Y=bo+biXi+bXs+cC ﬁuﬂqﬁﬁl (3)

Ma
o

A9 2 TURANSTATIZYN 1 ANUANRUSWUUTIN
711: Wongsaichue (2017)

neilluaruduiusuuusiuvesgiudsdasell dideldlinneniiuiuieAnwigingdulsdase
wiargilanuduiusidsmiuniodenyuseiudviinaniidesiudsmuvesiusaziunsely lnesuannisi
AfulsuiazAuIATIEimLaInIsanaenguLarlnan e sgiauduiusiBsiiunied enyu

(anpait 2) fad

=1

Y=bo+biXi+bXo+bsXz+cC allﬂ'ﬁﬁ (4a)

"IN

Kz ——> | Y

Kz*Ma| -~

Awi 3 Tuean1sasenin 2 anuduiusidsmiurseldonyuy
711: Wongsaichue (2017)

nniuisieaildnnnmsiiesgiauluead 2 dunvseuisuiulueadl 1 maieudie
AIANAINTAIUNTOTUIENITH UMY TNANTTANTUIIUAIUNTTEU (Ad) R2) waA1SEAUBVENARBNANIS
Fufusudiunisdu @) lulwaad 2 ferunnnddilulinai 1 azasunisieneildindul sdaszety
fauduiudiudetiuviodenyuiudae (Wongsaichue, 2017) Famstinsieildnadolui

M151497 8 BvSnavesanmiandeuiienstaiusiuiunudnuaznsUssand iUy Tusmsilidenanis
ANIUUAIUNTRY

sunAgnu |Tueadl | Variable b Beta R2 Adj.R2 | P-Value
1 KzP 0.589 0618 0.413 0.41 .000*
Ma$S 0.075 0.077
H8 KzP 0.989 1.039
2 MaS 0.537 0.552 0.430 0.426 .000*
KzP * MaS -0.134 -0.722
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M15197 8 BvSnavesanmiandeuiiensladusniuauanuaznsUszandldUyTuimsilidenanis
ANTUNUATUNIRY (D)

sunAgru |Tueadl | Variable b Beta R2 | Adj.R2 | P-Value

! i 0.331 0.547 0.482 0.479 .000*

MaT 0.412 0.399

H9 5 KzP 0.230 0.241
MaT 0.306 0.297 0.483 | 0.479 .000%

KzP * MaT 0.030 0.195
! :/\ZaPC 8§?§ gz:i 0.507 0.505 .000*

H10 , |k 0.374 0.393
MaC 0.397 0.440 0.507 0.504 .000%

KzP * MaC -0.007 -0.044
! k2> 0.598 0.682 0.488 0.485 .000*

MaS 0.054 0.056

H11 ) KzS 0.745 0.850
MaS 0.215 0.221 0.491 0.487 .000*

KzS * MaS -0.052 -0.270
! a2 0413 047 0.539 0.536 .000*

MaT 0.334 0.324

H12 ’ KzS 0.300 0.343
MaT 0.247 0.24 0.540 0.536 .000%

KzS * MaT 0.03 0.198
! k2> 0412 0.469 0.542 0.540 .000*

MaC 0.297 0.330

H13 ) KzS 0.483 0.551
MaC 0.365 0.405 0543 | 0.539 .000%

KzS * MaC -0.022 -0.146
! KzC 0.607 0.609 0.410 0.407 .000*

MaS 0.105 0.108

H14 5 KzC 0.658 0.661
MaS 0.170 0.175 0.411 0.406 .000%

KzC * MaS -0.019 -0.094
! ot 0.532 0531 0.477 | 0475 .000%

MaT 0.422 0.409

H15 5 KzC 0.238 0.239
MaT 0.320 0310 0478 | 0474 .000%

KzC * MaT 0.028 0.182
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M15197 8 BvSnavesanmiandeuiiensladusniuauanuaznsUszandldUyTuimsilidenanis
ANTUNUATUNIRY (D)

sunAgru |Tueadl | Variable b Beta R2 | Adj.R2 | P-Value
! RaC 0.518 0.549 0.492 0.489 .000*
MaC 0.374 0.415
H16 ) KzC 0.344 0.346
MaC 0.370 0.410 0492 | 0.488 .000%
KzC * MaC 0.001 0.008
bR 0214 Q0% 0400 | 001 .000*
Mas 0.106 0.11
H17 , KT 0.715 0.840
MaS 0.332 0.342 0.409 0.405 .000%
KzT * MaS -0.070 -0.372
! il 0.300 0352 0.498 0.495 .000*
MaT 0.438 0.425
H18 ) KzT 0.267 0.313
MaT 0.408 0.396 0.498 | 0.494 .000%
KzT * MaT 0.01 0.063
! kel 0295 0.347 0.494 0.492 .000*
MaC 0.383 0.424
H19 , KT 0.424 0.499
MaC 0.527 0.584 0.497 0.494 .000%
KzT * MaC -0.043 -0.289

HAN1TITENUIN anmwIndeuiialadus v adnuuznsUssynald U dusmamne dauds
LBVBEWALTIUINADNANIANTUIIUATUNITRUENTTAAYNIERRNTAU 0.05 @1M15095U18NTHULUTHE
nsadunununstiulaiesas 40.4-54.3 (R® = 0.404*-0.543%)

HAIYL AT UAYUANNAZIY H8-H19
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Attitudes and Confidence toward Financial Transactions in LINE Application
Klangjai Sangwichitr', Porntip Jirathumrong’
Abstract

Nowadays, financial technology is rapidly developing. Not only are financial institutions
evolving online financial services, but other digital platform providers are also expanding their
contributions to include financial services. This study aimed to compare the differences in personal
factors regarding financial transaction confidence in the LINE application and investigate the attitudes
and confidence toward financial transactions in the LINE application among people in Hatyai city,
Songkhla province. Data was collected through questionnaires. The researcher used purposive sampling
to collect data from a sample of 385 participants who live in Hatyai, Songkhla, and use the LINE
application. The statistics for data analysis were ANOVA and multiple regression at a significance level
of 0.05. The findings indicated that differences in age, study level, occupation, monthly income, and
frequency of online application usage affected confidence in using financial transactions in the LINE
application. Moreover, the attitudes that affected confidence in using financial transactions in the LINE
application included attainment, benefit perception, understanding of the application, system efficacy,
user risks, and risks in online transactions. This research suggests that application providers and financial
service providers can use social media applications to provide financial services. To provide the best

financial application service, providers should provide a user manual and focus on application security.

Keywords: Attitudes; Confidence in Financial Transaction, Line Application
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1. Unin

Tuiagtunmstaunmaluladiduluegesinia Sailiyanadesitsnimaluladlunissiuae
anuazaInlunisisedin wilsdufanssuiindnideddldludiauszdriudenisvigsnssumenisiby
Famaiammsuimememsiuiimsasusuuuuannifiugnddesluviigsnssumemsiuluaandunisiu
Junisvhgsnssuluguuvuesuladiiudemissiigg wu nslduinsiiussuudumesida nslduinig
Hrulnsdwdifiede n1sldusnsiiudesmnenisdeansesulay 1udu (Applicad Public Company Limited,
2016) surAswisUsEmAlnemeunTaiAn g InsTIansRudadiulginshgsnssmansfuluns
Fraviuldsuanuiomnniuetsdeiiles fuandunni 1 fuandifiui inumsthseduihussuuns
Frspiiudidnnseindiviuaniintuesaeiiostound 2553 dmaiulnegraiiulddnlul 2563 uazéng
fuwltufinduegnsdaiilasauiisdagi

USU1UN158N58RUR LS EUUNS TS RUBEnysating (Mule:wu
318N19)

4,000,000

2,000,000 I I I

2553 2554 2555 2556 2557 2558 2559 2563 2564 2565

A 1 Usinanstissiuinussuunsthssiudidnvsednd
#31: Bank of Thailand. (2022). Overall, of Payment Transactions. Retrieved from
https://www.bot.or.th/Thai/Statistics/PaymentSystems/Pages/StatPaymentTransactions.aspx

aulneiinisly Social Media wasdiswauanndis 51 dweu Fsinslinartudumesidnundign tng
fsuudlusmslddumesidaad suinnit 9 Palusrodu dudunarildlunisiau Social Media
wagUszana 3 Talusiotu andeyaszyinlusunsuifinisldausnniian 3 Susfuusn leun Facebook
Jouay 93 J09a9U1 A8 Youtube T08aY 91 UaY Line Sauaz 84 (Muangtum, 2022) Tutaguuslvusnis
uwanwesuATHausnaNaINSUIMsYeImeamsAsansuaniasunnudndiuesuladud Selnsian
sruunsmedudiuasmslviuinisdusanssumenmaiudae Seiliyaeaannsolduinmemanisiuldis
Fownseaulativesanitumsiutazangliuinsunanesufdviadusne mnlusunsuifnisldauanndiae
fanan uenndiedulathdulusunsudeidnsimunnisliuimsssnssumensdulsiuadléuing

uieves Tansupong (2015) na1vin tadefidmaseniseensusenmaindulatlunisinsedeans
Leiun Yadasnuasetienidiny anuasuiiurediie anuaynaunlunisld wazanudadiuiiulefiine
seonseeuiunennaintulall Tuvueiitadeduuselonilunislinu anudiglunislieu uagaududma
n1siiulidwaneniseoususenndiadulay luvaed 11u3seves Suayai (2015) wua1 Uszwinslu
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nyawmumuaslduenndindulatuinndi 5 ﬁz?"ﬂmsiai’mﬁamﬁ@aﬁ’mﬁau ws1gAnwennaindulauldie
wazlusylovilunslaindenuuaglalunisiau

ﬁ]’]ﬂfﬂiLﬂﬁlEJ“LJLL“lJaQﬁﬂﬁﬁuﬁﬂﬁféﬁﬂvﬁlﬁuklﬁﬂﬂﬁL%‘IEN ﬁﬂimaLLagﬂ’.l’l:uL%@ﬁﬂiﬂﬂ’liﬁ’]ﬁqiﬂiiu%’mﬂ’]ﬁ
Susiunennaiaduladvesszavu sunevalng Saninaswan esndunemelugiduiionasugia
adauiavidluneldneuans wazdildunmsdentiiudiosiunuululasinis Songkhla Smart City #ae

2. InQuszasA

2.1 WewSouitsuiladvduyararonnuidesiulumsigsnssumsnsfusiunenmdinduladue sz
nemalng Jainasvan

2.2 WAy irunAiiidvinarenundesiulunsigsnssumamsiuinuenndiaduladvesusyany
fnemalng Jainasvan

3. NITNUNIUITTUNITTULASNTDULUIAA

3.1 NFNUNIUITIUNTTY

3.1.1 Social Banking Application

Social Banking Application fia n1slusslevtinnyuvuesulatilunisliuinismenistu (Thomas,
2018) Twweausd Finance and Banking (2022) wag Longtunman (2018) na1331 N5UTNMININSRLEFURUY
fisuensfuuisnivesunane uidigutoyagnirduaumnnsiuiionu eliuinsmensiulasldquau
soularflunisliuinis duSendn Social Banking Application Tu{]aqﬁ’uﬁ;ﬂﬁﬁmiLLawwﬁLﬂ%JuﬁgﬂW@um
undu Social Banking Application 41 wonnaiadulay wenndindumnayn 1Judu Wil dedveanisld
wennaadumand s msazauuduiiofuansusslovd Wdugudeyalumsveiude madhgdnu
153uan usegrslsfin daidevesnisliduenndindudiliuinisnanisiu Téun Aanugeentunislduing
afausn iesndesdinstususam nsliusnserneedlifuiiunsvane eswinazanansaldusnmma
mifiuﬁw_jﬁ’ummiamﬁaﬁumuawwﬁm%’uﬁ?uwhﬁu o] Tutatunenndindulatuagsuinisndnsinesiuile
Audauinis Social Banking luguiuuuas Line BK Lﬁaslﬁﬁmiﬁmmﬁaauvl,aﬁl,ﬁmgﬂLLUUﬁiﬁﬁmiﬁﬁx
AUTNS NOURY NMI9DNRULAZNNTEURUMEY

3.1.2 wuIAALAZN YA UTIALAR

Chansanam (2008) na1731 Aaamnisliuinisesulat Ae nsyswinisiagesdentsgsia
BidnmsedinduaznszurunismsliuinisgnénisdeunasndsnisugegiedivssAnsnin welignduin
A lauagsudia venandgliuinisdidesanunsoiinseidayaieadnanisuinisianizyaaa
(Customization) #§19Aas3nANG (Loyalty) warasanuduiussufivessdinsegsaiiios

Kornprasertwit (2015) na1331 yifiuAfiina1nn15391an19519n18 (Biological Motivation) 417a15
oya (Information) nMsiiEtesiungu (Group Affiliation) Uszaunisal (Experience) wazdnunizyinnia
(Personality)

Nilkasern (2013) n@1931 seuadidunisuansinynanadaniefinnuidnegidlsivd ssouda
Tnwvimuadfiunnssfudumnzyanaiiuinnnudafiunnsiaiu wazagilingAnssuiluansesnunnsieiu
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m&J mumuﬂmumﬂﬂimawmﬂm Taun amﬂimaummﬂumms (Cognitive Component) amﬂivﬂau
LﬂEJ’Jﬂ'Uﬂ’J’]lIiﬁﬂ (Affective Component) kazaAUTZNOUNINITNTZIN (Behaworal Component) uenani
Srannsonssanviruafiduiruafideuan fauafilay wasimuaddag

Vijitsakol (2009) ngi13I7 vimuaRvewuilna nuneds anuldudesduauuin (Positive) n3ea1y
TuBedluduau (Negativelnclination) ¥esyanaiiisedns1 mnnaddanisuslaelugunesyeadududn
AnANYBINSIAUA (Brand Equity) iunmiAfisdifusinadanindumiinuganinyariiduaie dedade
whlfiAnnsdnauladouaglduing dun nmansevindlunsndudn (Brand Awareness) aAnudnilu
n318UA1 (Brand Loyalty) N135U3AUAMAINYBIEUAT (Perceived Quality) miﬁﬁg’:ﬁiﬂﬂmmim%mim
a3fUsENEUTeAUM (Brand Association) wazAunSNGsuvens1dUAT (Other Proprietary Brand Assets)

agUlin vimund Ae wnAnfiusnsnsiuluudiazyana deazasvieuliiufisnisiuidoya meiseud
InUszaunsal ImUﬁ'ﬂuﬂawazﬁauaaﬂmmqwqaﬂiiuﬁﬂy’nL‘*?Nmﬂ 9oy wagnsliuandesn Jsazanungn
ieunidusd innsdadulanisliuinsveauslnald

3.1.3 uuIARLATNgufiNgRuANITeLiy

Seangsawat (2014) nd1231 Audesiu fie anulindasariiulededmids Wunauinaudede
Tupnuannsavsernudenmgimainegldfunsnevauemuiiaeanild Weilaudeduardmasens
FaaulalunisTiusnis Tneanuderiuusynaudie anuamnsn (Competence) Audodnd (Integrity) AL
Undlefie (Reliability) avwiisnala (Satisfaction) uazAnaugnsiy (Commitment)

asUlidn anuderiu Ao mnailindadinadenisnszyi Ingeraaziinunainyssaunisaldus
arwidnfianelanazanusulafivinliyaeaidentduing el malvuimamamatugliuinisdududes
afeuidesiulildusnsiienuidnuaeadouaznelafunisiuuins

3.1.4 AdsRiAvadasanansnagUlfsed

9NMMUTILATEYes Saisanun Na Ayudthaya (2016) fhns@nwaufianelavesgliuins
suiasoaulavesszrnslumngaymuriuasuazUuuma $1u3duuea Atikoonthanin (2017) Aifnw3es
ﬂﬂﬁ“}’a‘ﬁa'qwaﬁiamméigﬂf\ﬂ%@umaiﬁmu:uqﬁﬁywaqﬂiwwﬁluﬂj‘nmwmmum 1U798999 Noppakao (2018)
finideises Jaseiifinadonginssunisidenlduinisnsdrssiiunuueundinduuulnsdwiiadoud
(Mobile Payment) vasilitusnisiiiuantiumsiiunazgliusnsidlyaniiunisiu (Non-Bank) s1ide
294 Samnuanklang (2016) Viﬁﬂmmiaau%‘umﬂiuiaﬁmiﬁwqiﬂiiumqmsL‘iugULLUU "M - Banking” 4114398
U84 Djuitaningsih and Arifiyantoro (2020) ¥n15AnwLs 89 Individual and Organizational Impacts:
Information and System Quiality Influence on Attitude towards Use and User Satisfaction of Agency-level
Financial Application System waz Sujkird and Saisombat (2021) ¥i1n15A nwIiAUAR LAz NEANTITUNITLY
UIN133INTIUNNITRUAIY Cashless VUNANYY ANEINYINITIANIT WMINeIFe5195 9 basoansal
Tunsgususguing wuin Jadeduinued laud mssudasslevdiazldsu amdilafertuuing
useulaionmalaty Aruaunsavesszuy uazadssliAnandld Tnaseanuindefiowazaiy
TslalunsTiusmsduegnann luvasfinuiseves Thonenak (2010) Tadeiifinasiennudsdunsly
Uinssumsmedumedidavesiliuinistusunasmided sideves Khunrat (2018) fidnwiadedd
snswadonissensumaluladnianisdusenndiadu Mobile Banking vou buIn1slungamnuniuas
9Uw8e Sang-U (2013) Avnn53veides Jasefidiansnaiduansonanus slafi azldnnsdneiiunuy
Blannselind A mangﬁ:ﬁinﬂiuﬁuﬁﬂuﬂﬂwﬁwammLLmi‘ ’Luﬁuﬁﬂﬁqamwwmm UITUD9 Djuitaningsih
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and Arifiyantoro (2020) n1sAnw13es Individual and Organizational Impacts: Information and System
Quality Influence on Attitude towards Use and User Satisfaction of Agency-level Financial Application
System WazauAduues Nuanpan (2021) idnwides ngAnssunagimaivesnuauneisiasonissdonld
wounaatusuinsuuiiede wudn gldusmsmalulaglinnuddyiuanuaiuisalunisviauliussg
Hvungvessruukazmsdnunanulasnievesszu wardamut fruadfanuduiusidaantuanusila
THu3n1snisdrssiiusaulavisae uenainil Thongsawat (2022) fivinsAinwides n1ssuianuidssuas
nsseuiumaluladiidamasenginssunisldau LINE BK vesilduinisluwangammumunas Samudn dade
AupNUaBndtLazA1uN1sTUIIBnEnadengAnssunsldeu LINE BK Tuvaszifieaiu Chankeaw (2021)
AfnwTos MimuaduazngAnssunisléuinisganssumismsduesuladiuam vl veasswinsluin
namnEnIuATHarUIuama Tugaenisunsssuinvaslidalalsunaleiug vd 2019 (COVID-19) wuin
UsggnsdnlugiingAnssululdnsuinisssnssunenisiuesulatiuanniviv insgssuudndeladne

1379 1 msﬁﬂmﬁumﬁﬁﬂuﬂaLﬁﬁnﬁ’Uﬂ’ﬁﬁquﬂiiuwNmiﬁu

p -ag jum}
q% < A o o K
2 2 @ e P & & =
c 2 = 3 24 & c &
=2 c z T = @ < c =
v ad o o o g 2 8 - 38 & = ;E = 8
NAUARNEINUNITINGINTIUNNISRY | 52 TG 3| &, ¢ 25| 32 3
[ = & e @ =4 G & e
e = = 57 1s P = =
(ad o = A’ © 2 2 <
=] Z Q w = P S B
2 = c & € €
c < [
& X
Nuanpan (2021) / / /
Sujkird and Saisombat (2021) / / /
Djuitaningsih and Arifiyantoro (2020) / / /
Khunrat (2018) / /
Noppakao (2018) / / / /
Atikoonthanin (2017) /
Saisanun Na Ayudthaya (2016) / /
Samnuanklang (2016) / / / /
Sang-U (2013) / /
Thongnak (2010) /

3.2 NTBULUIAA
fUs9asy (Independent Variable) Usznaunae
1. Teyavialy laun e 01y sedunisdne 01dn seldedesedou uazanudlumsldueonndiaduy
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2. firuafiAgliun1svgsnssun1ansdu lun nsussaidmune n1ssuitsselewinaslasy
AnudtafgiuuIMsHuesulaluennAAty ANNAINITATOITEUY ANULELINAANAIR LY wazAm
deslunsvhgsnssuesulal

AuUsn1u (Dependent variable) fia anudedulugsnssunukenndndulal

AuUsddse fauusny

1. dayaaly loun el 01y sdiv

ASENEN 21N S1elARduRaLRau LAy

AnudlunsihgInssuesulal
AR
v  ad . > lumsvigsnssu
2. viAuARNENUNITINGINTIH . A
a wo HuwannaAtulal
915U Lawn nsussaidmane >
o ve ed v ve ” VIUTLU VU
nsfusieUsslevdnaglasu anudila . ,
e . o o gnNoNIn gy
WeruUsNsHueaulatwennaLATy
AMUEINNTOVBITTUU ANULELITILAN

NFILY wazarmFedlunisvia

gInsueaulall

AN 2 NTBULUIAALUNNTIFE

fian: Developed by researchers
4. F/ANAUNNTINY

4.1 919a2198AY09UTEVINT NHUATDE

Uszans Ao filendeluivnsnemalvg dminawan uazlinuuenwaindulal lnengumegidly
n3¥unsd o Aldusnsuenndiaduladily dunemalng daminaewan 91uau 385 AU IINNTAIUINGAS
lains1udsernIves W.G.Cochran (Vanichbuncha, 2018) lasfvunsefuainadesiufesas 95 uagsedu
muAaAAAeuTora 5 AMuINAN

P(1-P)Z°
n= ————

e

lag n = UIUNGUAIDEN

P= ﬁ’ma'a'wuam&juﬁaaﬁmﬁﬁaqmiﬁﬂmmﬂﬂﬁwmiﬁy’mmiﬁt,mu P=05
e= ﬁhmwmamﬂ?{auagﬁizﬁu 0.05

Z= ﬂzLLuummgmmﬂmﬁﬁﬂuamﬁxﬁumwm%ﬁu



306 | MIETIMEINETIANT aAnerdesviggsregisnd Ui 11 atuil 2 (2567)
Journal of Management Sciences, Suratthani Rajabhat University Vol.11 (2) (2024)

4.2 wadlansguiiagne

mﬁ%’am%ﬁﬁﬁmidmduﬁaaajwLﬂumi?ﬁuﬁaaﬁi’mwmﬁ]ww (Purposive Sampling) TaadiA1a3
ﬁfﬂLﬁ@ﬂﬂ&juﬁ’;a&i’mﬂuﬁﬁmﬁaagiiuwmé’wmammimg JnInEIvan LLazﬁwqiﬂiiumﬂmif‘auﬂ’muawwﬁm%'u
a1l wonandl SafinsdauuuauauLuy Snowball ndnfe dedsdiuvasunuliauddndarofuauasy
PUILANGLEI0E9iLA IveAY 385 AU

4.3 Maiusnsindaya Bn1sAnTed nsulana

4.3.1 msmusauteya uaziesasiiade

nsiusiusdeyadl 2 Snwae Ao 1) Teyanfundl (Secondary Data) b Toyasinni1sdnu
Auadlus1s13vinis 1uide dasans 11sa1s Sunesidn 2) Jeyaugund (Primary Data) {3 98uan
wuvasuaulvingusdiegne 91U 385 YA H1UITANTAUUABUAINLUY Snowball Sampling lagdiAau
Annsasnstiaunenndinduladlunisvigsnssunansduvesdnousuuasuniu mndneuliinglda
wenndiadullar] afiofunishuannisaeuny

i3 eailefldlunisise Ae wuuaeunw (Questionnaire) WaLnL191n9 U3 TBWB4 Saisanun Na
Ayudthaya (2016) Usenaume 3 @ laun

drui 1 Wunuuasuanieafudnsaginldvesineunuuasuay ddnvasdauduuuidenney
(Check List) Usznaude iwe 01g sefun1sine endn 516lé uaganudlunisliondiadu

daudl 2 1unuvseunAaiuiauadffidenisigsnssumisnindu fdnvugdanudunuy
Wi mouuuvasuauwanInuAniiu (Likert Scale) Usznaudie n1sussaidmung nmssuifsusslol
Aazlesu mnudilafeafuuinmsniussulaionndindy Amnuanansavesszuy mnudssiiAnandgld
uazanudsdlunisiganssueeulay fuay 5 4o

it 3 WuuuuaeuanAeduanudeshilussnssusutenwdiadula fdnuugdamduouli
Q’mamw‘uaaumuLLammmﬁmﬁu (Likert Scale) 1w 5 Fo

viaseiuanudiul 5 sedu Besdduanseduil 5 winels Wiudemnfigauas 1 vanefs Wude
Youiian (Kitisittichai, 2013) ) Tnefimsinsgimumneanaadedursesuuuiissiums indall

Aade ATIUVENETDITEAUAIIUAALIAY

4.21 - 5.00 viruaRnseruBesiueglusefumnniian
3.41 - 4.20 viruaRnseruTesiusgluseiuun
2.61 -3.40 ViruaRvionudesiueglusziutiunans
1.81 - 2.60 vimuaRviennuidesiueglussiuios
1.00 - 1.80 vimuaRviennuidesiueglussiuiosiign

neaouATILTiBmsIveuion (Validity) Tnefilsmganaseunuuasunudanugniesuasiemn
ATBUARUAFDINSANYT wazvadeumNITeiuveaaTeaile (Reliability) Inetfudeyaainnguitlndifeadiu
naufaeEa S1uau 30 ¥ LitethumaaeumdisAvEuearh (Coefficient) vasasauta (Cronbach) Fadian
UL N IAdUAN L TaL (Vanichbuncha, 2018)

4.3.2 Mynaszidoya

msfnwadaiinneidoyalneldadfidenssamnn (Descriptive Statistics) lagld¥onarlunisosune
JoyadnuueUszvins uarldadfvnsds (Inferential Statistics) Lnen1331A1EH T-test wavn1334ATIEN
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AUKUTUTII B A N¥IAIILLANA 19Y0T a3 ad Iy ARanBAI1ULY ol uluN1SYI INTTUNIINITRY
Hruenndiadulal wazn1siiasizvinisanneeidany (Multiple Regression Analysis) LieAnw1viAuARTA
dvsnadeanugedulunsihginssunmsuiukenndindulativesussrvusnnemalvgy Jwinawan

5. NaN15I8aTAUTITNE

5.1 Wan1339y

NaMTIATIEiTeyaduyAnalodwunnLe Ui drounuvasunmd g Jumends Sy
216 au Anduseway 56.10 waziduwawie S 169 au Anduiewar 43.90 Suunaueny wuii reu
wuvaauawdulvafiongszning 18-25 U $uu 187 au Anidudesas 48.57 sesawneny 26-33 U 91w
103 Au Andudeway 26.75 Suunauszauns@ne wul greusuuaeuntudlvgdseaunisfing
Useyay1m3 Suau 284 au Andufesar 73.77 sesaqundusziveyuiaya/dia. s1uiu 38 au Aadudesas
9.87 FruunaNe TN wuI greunuvdeunudlngdondwdudndeu-indnw Tuau 154 au Aadu
Yoway 40 sosasunduntinnuuidnenyu S 62 au Anduiesay 16.10 Suunauneldindedeifou
NUI Qma‘uLLUUaaumudwimgﬁiwlﬁm?{EJm'aLﬁawfmd'} 10,000 UM 31U 180 Ay Andusesas 46.75
58498931 10,001-20,000 U $12u 109 Au Anidufesas 2831 uazdwunamanuilunslduenndindy
WU dpeusuudeunudlugingsnssuyniu w278 au Anlufeuas 72.21 sewmaninisiiginssy
dasiaz 3-5 afs S1uau 57 Au

NansIAsIEsiviruadiirennadeiulun1sigsnssummsiiy wui TasamswAedsegly
sefuInn (X =356, SD=0.87) waziflefiasudusesulasiFosdduaninnludeslnglddads laun
sumssuifessloniesldiu (X =3.74, SD=0.87) Amwanunsavesssuy (X =3.68, SD=0.83) #un15Us5
Whwsne (X =3.67, SD=0.90) Avundilaifeafuuinmsiueeulatuenndindu (X =3.46, SD=0.89) Anandeq
ARnnFIEld (X =3.31, SD=0.89) uazsumnudsslunsvgsnssussulay (X =3.24, SD=1.02) suandiv

1379 2 NamﬁmwﬁmmL%ﬁusl,uﬂ’ﬁﬁ'lﬁjﬂiiwwﬂ’lsLﬁuﬂhuuawwam%’uiaﬁ FULUAAULINE

Jadedruynna Mean Std. Deviation df t
AN 3.667 .6882 383 1.416
U8 3572 .6068

v o o aada

*syeudadAun1eanan 0.05

o

Han15iATwidadediuyanasenueduluginssurukenndntulal 9nn15IATIE9 T-test
WU LnANBANAeNud AU liwnnsneiy (T=1.416,P=0.177)
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P19 3 KanNFIATIEANTeRUluN1TIgINTIUIN M IR LWeNERdUlaY FuunmueNe SEAU
Ms@EnE 217N s1elaraieau waranudlunslduennaiady

Uadwdruunna sum of df Mean F Sig.
' Squares Square
Between Groups 28.876 5 5775 | 16.131 | .000
21¢ Within Groups 135.685 379 .358
Total 164.561 384
Between Groups 11.061 4 2.765 6.846 | .000
FTAUNIANEN Within Groups 153.499 380 | .404
Total 164.561 384
Between Groups 21.617 6 3.603 | 9.528 | .000
DTN Within Groups 142.943 378 378
Total 164.561 384
Between Groups 5542 3 1.847 | 4.426 | .004
selfindedoiiou Within Groups 159.019 381 | .417
Total 164.561 384
4 Between Groups 18.117 4 4.529 | 11.752 | .000
ngwm " o Within Groups 146.444 380 .385
Tumslduenndiadu
Total 164.561 384

*syautlydAgnanan 0.05

nan15inzidadediuyananonud edulugsnssun uneonndiadulad lasn1siases
One Way ANOVA #U71 mqLmﬂ@mﬁuﬁmmﬁ'aﬁuﬁLmﬂm'wﬁ’u (F = 16.131, P = 0.00) S£AUNITANY
wAnANS U AL o Uil uanA19TY (F = 6.846 , P = 0.00) 813 WuwANA13 Ui A1191E 037U up e ey
(F = 9.528, P = 0.00) 1¢l@ladsnoiiounnnarstuilanudesufiuanaedy (F = 4.426, P = 0.004) uay
Anuplumslduenndinduunnsasuiinnudesiufiumndsiu (F = 11.752, P = 0.00)

M15199 4 Han1TiATsviatiAonneeidanyans (Multiple Regression Analysis) iruaRdanSsennuideiu
Tun1svhganssunienisiusukenniadulad

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model B Std. Beta t Sig. Tolerance VIF
Error
V’i’lﬂdﬁ Constant 352 .153 2.300 | .022* 0.728 1.374
ﬂ’liUﬁQLﬂ’mmﬁl =217 .042 .244 5.127 | .000* 0.728 1.374
nsfuiteusslomifiorlasu | 295 042 311 | 6.969 | .000* 0.728 1.374
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M99 4 wanTiaTzviaiiannesidanyan (Multiple Regression Analysis) iruaAnfisnsaenuesiy
lunsvganssunienisiusukenndadulatl (ve)

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model B Std. Beta t Sig. Tolerance VIF
Error

anadladfeaduuinig 109 043 123 | 2533 | 012* 0.728 1.374
HuoaulatlennaLAty

AINAINITOVOITLUY 144 .048 115 | 2.367 | .018* 0.728 1.374
AR ngle 109 043 108 | 2548 | 011* | 0728 | 1374
mm?iaﬂumsv‘hqmaw 066 029 088 | 2.258 | .025* 0.728 1.374
poula

R’= 0.577; Adjusted R’= 0.570; SEE = 0.429

v o o a

*fsziutuddaymneadan 0.05

namFlnTiiruaRfTnsierdeiulumsigenssumenisGusiuwewnaindulad Inoada
nano8LTanmaal (Multiple Regression Analysis) Wu31 n15UT3aMMNTe n135u3AsUselovfazlasy
anudlafeiuuinsiiussulatuenwdiady miuamnsavesszuy mnudesdiinandld wazam
dedlunsyigsnssueeulay dsmasreainudesulunisigsnssumenisiuiunenndindulaogtad
Foddyn1ead@iisedu 0.5 Imammma%m&Jmmﬁuuﬂimmﬂ'wmmL%aﬁuiumwhﬁjmswmmsﬁur;hu
wonnandulatly Jeuay 57.7 uarfidnAnurainndeuresnisnensalaaudeuseviauai 0.429
Haiinoumslinsizviannosnmgn (Multiple Regression Analysis) imsvnaeuiioulvauufigiuvesadin I
Kolmogorov-Smimov Test fiudne31 FaUsnuuasAInNLAaIamEouinIsLanuasLuuUni 1 Tolerance
WU 0.728 317N 0.25 uag A1 VIF Wity 1.374 Getfoendn 4 iuanudoulawansitliifiuinduyslid
Yoy Multicollinearity A1 Durbin-Watson iy 1.556 runsideulowandlidiui daudsdassfithunld
naaevlafidym Autocorrelation A1 Cook’s Distance Wuin FosadildIias1ewlaisl Outlier wazsuns
U Homoscedasticity 9711113315841 Scatter Plot

5.2 fiUsena

Uaddnyanadernuidesilumsvihgsnssusiunenwiiadulay ofuseidumesiu wui sueny
ﬁlmlﬂﬂﬁUﬂ’J’liJLﬁlaﬁUIUHﬂiﬁWQﬁﬂiiuﬂﬁdﬂﬂﬁL?uN’luLL’a‘WWﬁLﬂ‘ﬁ’uvl,aﬁﬁLLMﬂm'Nﬁ’u 0AAADIAUIIUITY
Chongthawee (2015) 71 @ nwn3 patladed danaseainuianalalunisldusnis Mobile Banking luian
NIUNNUNIUAT ﬂgdﬁmf\]%LﬂuLWi’ls’jwéﬁlﬁﬁﬁmis_jam&4ﬁmmé’faqmﬂumﬁ%’ﬁuaw?aﬂ’mLﬂﬁamiumi‘vﬁ
§3N33UN9NITRUNINNIINSYINgInTTReaulal diuvesdedunudusedunsfny) aenndeiunuidy
Raiwon (2014) #idnwiladedidsuadonislduinistavans lowvardAs vesswiasnganm $1in (@)
WAEINT NTAINLMILAT NI sERuUNsRnwTinadengAnssunislduinig ludwvesdedunusuendn
40AAd 99 UL TEVRY Taerungreaung (2019) Awuin NI Har oN15LTUINITTINTIUNIINITRY
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Wulnsdniiedoud luvugidsiiudedunudungliadssofou aoandasiuiuids Khunrat (2018)
Aiwudn meldfinadonisnssensumaluladnianisiiu wazsuanuilunslduonmainduasnadeiy
uiTeves Klayphet (2016) finuin Qﬁﬁm’mfﬁumﬂ%’ﬁmiﬁmaL%d'U:]ﬂGiammé'?ﬂaﬁwqﬁﬂﬁwwﬂ’liLﬁu
K11 Mobile Banking fatju azuiuleineny szAunsAne LLazmmﬁiumﬁﬁ’lqsmsuLLamﬁdmmﬁumﬂu
mslfielulad ileyaraivszaunsalfumslduenndinduinn agvilifienuiilawaganindeiulunisi
§INTIUNNITRULINTUFE

ViruaAnnavsdennudeiulunsigsnssumansRuiusenndiadulad Téun msussqutimang
ns§uaeUsslendiiezlesu anudilafsaduuimsniuesulatuenndiaty Aruamnsnvesszuy
anudssiiAnandafld uazenaudedumsvingsnssuseulay dsmasernudesiulunisigsnssumienis
Wurukenndadulad dedunud1unisussaidivuneaasnns 03 uI1uIToU8s Nuanpan (2021);
Djuitaningsih and Arifiyantoro (2020); Khunrat (2018) wag Sang-U (2013) #inu31 YJadue1un15useg
Wanunefidninaseniseeusuinaluladnianisiiusenndindu Mobile Banking 9stula3 uAnali
anuddyiunslimeluladiievilmdmnevosmudiia luvngiviruadsunsuitmausslevidlasy
aonndBafuILAduuns Noppakao (2018) waz Tippanyawong (2016) Ainuin mssuiusglevilunmsldan
dsnansenuseriruailunisldam e-Money vulnsdmislofio Fsmsiirdsteyauazanusiniglunisdhsy
vinslanasanandudsddydmiunmsihgsnsswesflduing uvasdoatu suamidlafefuuing
Wrusouladuonndiatu donndoatus1uiseass Saisanun Na Ayudthaya (2016) wae Sujkird and
Saisombat (2021) fiwudn Anwduazaudladeiunisldvimsdmadonnufianelalunislduinng
ooulativessuinng wabasdiuldhdsyeeatamumdlalusenmdiedumnnsils awdianumelawazeudeodiy
Tumslduinmsundusindu Tasamensliviniadetudesmssuuinismamatuarudilalugomenis
Tusmsiinnuddey wenanisefunudiuauauavesy UL denadesiuauiseves Atikoonthanin
(2017) i arunmeessruuilinudsasonnundlalddumesinuusdig dmiutedunuiuaudesd
Anansglduay anudesunisvigsnssueoulay Aaenndesiuaidsves Thongnak (2010) Ayt A
oasuiaglifuanuiuazsuiisandniianuduiudiunislivinmssuinsmadume fulsvesglduins i
suwmsmnded uenanifaenadasiunuiteves Nuanpan (2021) Bnée ey mngliuinsuenwaiady
msnsiudessifingeamadldanunansiu Amslianuddgiumslianudifertunsislidnunn
AIRATRIRE Lﬁaa%"mm’mﬁﬂﬂﬁﬁ’ugﬂﬁ’fﬂumiLﬁﬁ"l%’uﬁmivlﬁu’m%u wazAsliAUE AyamuiuN TR
szuuliiiussAvSam anansansuaussmmfesmsvaamslduinislinseunquaufasmsuazanauies
M9NITRUAUAN VB lTUINIAE

6. #3UNANTTIY

nsAnwiauaiuaraiud e ulunisigsnssumenisiudusenndindulat wuin fnou
wuvgeuaudulngidunangdonysening 18-25 U aunisfnuluszauuSyges dondwmdudnseu-
infnw d5elaadeneiiourinii 10,000 LLazmm?ﬂumﬂﬁ’fLLawwﬁLﬂ%unﬂ'?u

NS IEiALARTTdeN5YNgINTIIMaNSITY U iruaRsandaedoeglussduann uay
definsanviruadidusiodu wuin fumsiuddausslenifiazldsu mmauisavesssuy funsussg
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namsinseitadsdiuyanadenuideiulunmsvigsnssuinenndindulat wui eny sedu
nsfnw 1 Teldadsseifou waganudlumslduowndinduiiuansrsiufiauid o uansnaiy
TuvagAmafiuandnafuiaudeivlunmshgsnssurusennaindulalaiunnenaiy

NanTIATiiALARTITBnSroaundesiulun g snssumisnisusiusenwaindulad 18un
msussquiimung mssufesslevifesliu enudhlafeafuuimsriiuesulatuewndiadu Anvannsa
¥9933UU A ndIglY wazanudsslunisvingsnssueoulay dwasiennuidesiulunsigsnssy
amsdurusenndindulatesafiteddmeada

Mnransitetnafuiseanunsnhlududeyaungiieadesiumsiaundemanisliuing Sodal
Banking Application LLasamﬁ’umﬁL‘iiﬂ,umiﬂ’wmwuﬂﬁmnﬁ’ummﬁmﬂ’maa;ﬁﬁiﬂﬂmﬂﬁu
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7.1.2 5U1A1T13 0a010UN19TY 819923 19ANs WA UK 1AUIN1S Social Media Application
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The Potential of Business Management and Leadership in Digital Era That Affects
the Success of Managers of Southern Agricultural Cooperatives

Suwannarat Phayakkar', Thanayu Phuwitthayathorn’, Atcharawan Ratanaphan’
Abstract

Cooperative managers are very important to the management of the agricultural cooperative
business in achieving the goals of the cooperative. The purposes of this research were to study: 1)
business management potential of southern agricultural cooperative managers, 2) digital leadership of
southern agricultural cooperative managers, 3) success of southern agricultural cooperative managers,
and 4) business management potential and digital leadership conditions that influence the success of
Southern Agricultural Cooperative Managers. The sample group consisted of 120 southern agricultural
cooperative managers who were selected by purposive sampling. The research instrument was a
questionnaire. Statistics used were frequency, percentage, mean, standard deviation, and multiple
regression analysis. The study found that 1) For business management potential, the overall mean was
4.85, ranking highest in all aspects; 2) For leadership in the digital age, the overall mean was 4.79, at
the highest level in all aspects; 3) Business management potential and command affected the success
of managers of the Southern Agricultural Cooperatives with statistical significance at the 0.05 level.
Regarding leadership in the digital age, the aspects of digital fluency, innovational potential, and
visionary leadership affected managerial success with statistical significance at the 0.05 level. This
research reflects how business management potential and digital leadership contribute to the
operational processes in the current situation and helps inform policy formulation in cooperative

businesses to achieve success in accordance with future goals.

Keywords: Potential of Business Management; Leadership in Digital Era; Success of Manager
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nsrUIUMINanduALNEAT Usuguuuunmsineeslulagiuliysginens 4.0 lnemsiwinnssuiazinalulad
wildimungnisinunsdaasezuvisounnn (Ministry of Agriculture and Cooperatives, 2021)

annsainmainuaslufiuiineld Hufuwnuiidualiduiesgnaisvia uasduunaumsugndud
Fousaefiuitnalifdunalifesduunnsnetu Snviamaldneldidunaliithmnelunisdsenn waztiagiulsd
msdnsuddadonalsiaenin iy e wazenn Hudu Aidunaldfudesesnald Sniadfuilaadila
euanladeadonalikinuaIotngannsal wavdosmassulaves ot (Palangkaset, 2021) walilunals
Iiuszautlgmidemdunsdadmioinsuassiinn luraanedeunsngiau-damaulunng U ilesanidu
gonadinandslunaldosnuineudu ilvnandndunaiaiinnisnszandinazsainnen (Bangkok
Business, 2021) sfatiu mmf’ﬂmﬂwﬁménﬁLﬁmﬁuﬁaLﬁwﬁwﬁmaa@ﬁmmimmiﬁ Feilumummwiindlunig
Jnnsgsieavnsainddusdiosianudmnuannsalumsuimsinnisannsalliussaumuneiny

anudusslunsdfugsiafnnnmsdudugsislvussqimnenieldnadnsiduifieels azgn

v
£ o

nunnnInszyvesEusznouns minladnsandunuilifianudiis wazanudiiavesesdnistuiu
findeunsiifudfgAfiansna vilsigdauAnusegeds anudeula anuaisn villsidlugnisefiany
maedundusuvegdlunisvihau wasnsiliinnsaineiuvesnuluedinis é’awﬂuﬂﬁaﬁﬁﬁ@ﬁqm
sormudS10989FnT (Senakham, 2017) Bdluarudniavesannsaitu deadunamangdansannsaid
fmhilumsdnnisgsiaduvdn lesangdansavnsaidndudeddanuianuausalunsuimsianig
gafaavnsalliussquimnedingly Sndslugadagouldfinistananudividumaluladansaume
Julanursgaddvadmaliifannuazain samdalunsigsfarslunianisndauagnisuinis
Fannudnutidvlfannsainainwnstesiinatamuldvutunsdsudasdieadsssuuuagnalnng
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sslunuliavnsalanunsaadsnnuduuiunguiasvgiauazdany (Cooperative Promotion Department,
2021) MeANUAIRLYRINETI MndesnsirEnnIainsnuasaule Wwiyivi wasUszauaudnialaniu
mangvesannsal giansavnsaldndudesdinnigiduadvia awnsauimsdnnisgsfaannsalliviuady
dzaan 9057 winflsuduaudddunaeny ﬁfmﬁdammmqm?{mazLﬁudauLLﬂqmﬁmamlﬁumﬁﬁu ot
msfnwdnenmmsinnsgsisuazazdiyafdviafidsnasionmdnisvesiansannsainisinumsaeld
adall ilovdoyaiildnnmsideunidusmdunsuimsdansgsisannsaimanuasluiiuiineldlide
nMsUfuasutuneunaznszuaumsyhauiiviuasie fauduuduezaienuiundiiuannsaimsineas
Tuituiinnalglueunansioly

2. IQUszas

2.1 iefnwAnen1nn1sdansgsiavesidnmsavnsainisinensniale
2.2 \iefnwnngingafdvavesiinnisannsalnisinunsanale
2.3 Wednwanudnsvesinnmsannsalnisinuasniald

'
a1 '

2.4 Wisfnwdnenmnisinnisgsiawaznnizfineandviafidmanoanudniavesdinnisannsalnisinuns
nald

3. AISNUNIUITIUNTIN UATNTOULUIAR WaTaNNRFIUNITIY

3.1 NMSNUNIUTTEUNTTH

3.1.1 uwIAauATMgufiReafudnenmnnssanissia

VU YaINITIANT

Frederick Taylor Wuglasunisengasinduiainisdanisaunaninemans lalianunuiey
mﬁmmamwé’m?wmmamﬂuqﬂLLﬁﬂﬁwfu VIRERN ﬂ’ﬁﬂvﬂﬂ’lWl’]mJ’1mig’]‘Hﬂ’]iﬁ’]Lﬁu&’]uﬁQﬂﬁ%’N‘ﬁumﬂ
Faufiaseiilannnsdannegiuuuuny n1sneasd ERRREI YR ﬁwgLﬁuj’ll!llllaﬂﬂ’]ﬁ]’ﬁ]ﬂ’]iﬁllﬁﬂ’\]’]ﬂ
msfnwuaznnassfindrefundnnnsdnwmaivemans ?\'jw‘fﬂﬁguummié’mmiﬁgﬂﬁ'aﬂﬁmu’h ATIANTT
aundnanenenans ndnnistiusznausie 4 Supou (Articlekey, 2017) §ail

1) AnwimuniEmaiauegisdindnmaiioniinsvhauifgalumesvhouiy

2) fFmdenniinaumundnnisuazilneusulimiinauwhaunundnnsiingds

3) UszanurunnenadieliudlaldiminaildinnunsiBnsieidian

4) wUanusazANNsURaveulmynAusE IS gdnnsLas IR

Tnedednansintilumsnausndsmsvhnunundmveatans wasnidneuiintifivaiuuaud
115 Tuwaed weus Wnlea (Fayol, 1949) fimnudedn Asussiudud sswewiney waznyaiuly
Aanssuvenistanisluesdns Fadunisusmsaunindilaefinszuiunisdams 5 Juneu wie POCCC
FeUsznausie

1) Maus (Planning) #o MafmuakkuUfoRnmsuietdmeiazd fodnulifusduauay 19
ATOUARNYINNTEUIUATT Wuuwmeiinngidmsunsviaulusuian anidevaduaniuiuauinisluns
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u 9

UImsiamsiimamsaldrmih Faazdremensensuifuusuljsinsmsvhanunasitmsieiiesfowsigg
ANNASD

2) NM53M89ANS (Organizing) Ao NSAMMUARILIALINY N158 WT ANUSURATEU RaBAILT LI
AUliATEUARNNITYINNIUATUNNNTEUINNS TINEN15IRlATES e uLe TaseasneesAns \edadidunns
UImsuardsnseng Wnnsudsnudniau liviudeu dvihilasu wasduiinmeuneiufifeanis

3) nsaRuTrIMIen1sdan1s (Commanding) A N15dmasdnImasnaudnlaseaiianisinu
grnanthitlunsdans dielinsvhausnuiululdegnsuiu rnaensuansaussiulgmifienmudle
eiog1adiuseansnn

4) MsUszauau (Coordination) fis nsgnthitluninideslesnunasnaunsufiRnismnogies
ashdsauimbelmiaudrdulild miulvmjdlugdmneieiu sungliamshoudsiviu el
Aanadusanuingls iesnmnramsdszaunuiiiensilfasemuduimadls Sntimsusvanuauia
tudnHuasioalunnssdy fusiszduyanadeyana fndhausdegnies wunsdeusun Tuaudsfuimsse
nnvheauluesdnsiguiu

5) MsAauAn (Controlling) Aie nMsifunasnauU3msinnsynedndlsidnsagandlumuusmiindy
yufssgasesmasuiuaulidulumunseuiiimue

AMAMINEREIRUANEAMN1ITAN1SEIAD

Thuatthong (2016) ldlinnumneifeatunisdamshiiiaruddasessdnsgsianiuneunasiing
Aoaudniavesesdns lngmindivdnvesnisdanisamnsoutsesnidu 6 Usen1s Idun 1) n13anauwu
(Planning) L utumeuil ug1uveIN13TAN1T Tnn1ssruTiudoyanied uneuvesianssuiiAsadosty
n1sinuadImuevesesdns nasasulinisdudunulufanssudszavanudusamuinguszasd
2) M59A52UVLIANS (Organizing) 1BuAanssulunisdnlasiadrsvesesdnseonifumiierusingeg Tneindid
fufiageumuiimuualiuauiinedd Welinufaussans mwiazuszansnaldmudmunefifuualy
3) Msdamsuagmssndula (Decision Making) Wunszurumslunisinduladenlunmsufifemuiiolvivisg
Foguazasdtingld waziluvinuefiddglunmsuimsfiazviliesdnsiimsdndunuldogeiiuszaviamuas
Uszdvidra 4) msuszauau (Coordination) Ae nsAnsedeanslunisaievenanuidlaangdsanslud
F3vans Juduedosflofiddglumsadianudlodeduluesdng ilelinsufiRauussauadusa
5) 1599413 (Motivation) LﬁquﬁﬂismawwmmLwiazlmﬂaﬁLfluLLidwé’ﬂé’ULLagﬂixﬁuIﬁﬁwqﬁﬂﬁsuLaww
TaByjsAnud A uesu uag 6) n13auAN (Controlling) iudumeulunisimuauiasgiuuagnng
araouUsziunansUi RN uvesuruuiins R dulumuunusasidmneind luvaedl 1u3 vhilva
(Henri Fayol) lananiis anudrdgaesdneninnisianisimuuadu 5 au (Rattanamanee, 2017) loun
1) M9219usU A NMsmansaifamanisalineg MAsidesnazdmansznusessfaalaminlagaznsgin
i asidunisfvuanaunsufUiaenuniowuimnsdunisieulueuian 2) n3dnesdng Ae msdanis
Tssadavthi anusuinseulimneauwasiidntieliosdnsuszauanud s 3) Syadinis fie nsde
mssegltaduliyn TneuimsmsufiRnuliduuuueiiflifuglédsdutyn nmsdadedeasnients
URnunglussdnsseningadulyruasgladadudyn msegluseduanudiladud 4) msussaiuau
Ao nsAnsodenlosvomndneliidniulsuazilugidvnsuasiamiafioady waz 5) n1saunu Ao
msuftRmavesdunslaliediureuin uasdulumuununuviomasguildmald danfu Fanalé
winasdnsladinsiaundnenmnsinnisgsiadielimnsauiudnvazvesaaudseneumsud awanunse
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thluganudisalsodnedsdu mnnsmumumssanssunndninnms g3dulfunanves 183 wilea (Henr
Fayol) Usnaudie dun1sanauni dun1sdnesdns dumsdsdusyamsenisdinis funisuszaruanu
AUNTTAIUAY

3.1.2 wwRnuazngufeafuaziigedda

Chaemchoy (2019) TianumunevesesAusenavvesnizimianaluladlugafdvia Useneume
nsiTidevial mnuiAdva msdeansiavia uazmsadisiamsssunsiSeuiAdvauazanuannsalunisan
Aangrinazidoules wionaiuuinnssuuazdnenw iendndulonanazanudnialumsvasundasly
gnisvhannlussuuAdiia (Namjaidee & Yuenyiew, 2019) uazanzfihgaidatiudosfinudnyas fiddy
5 Usems (Onlao et al, 2020) Ao 1) duasumsaeasmsiimaluladasaumataziianudoriuluinuenns
Tdwelulad 2) fanufareesdainuslnl afednuuidygy waeimwanuaunsalml 4 3) binlaneaes
AagaNeeIng oe iy guasAnduuinnssy daliiAnnisusnisinig 4) Wawauaa e
anudevggaiuduiieadnneddva uas 5) nsusudsuidesteduazununagnsliiisiunis
Wasuulasvesdlanaunan deaenndesiuniizdiddviall 3 ssduszneundn de 1) maidunaiiiedidvia
Usgnousaeiatin 3 ¢ ldun matuarld@svia mefoanshidva wasedessaulunslinaa 2) anuduile
T nduAIa Uszneudaeiad Ta 3 fa leun Al aglunsldmealuladidna nsusmsdans
walulad wagnsa¥isussernia madousAsna way 3) Tdevtmindna Usenaudaedadia 3 2 Tdun
nMsaf1iderimifasqdna nmsfdusalunisnnun weznmsaiaideimidduadunsiauuagaing
winnssu (Chueawangkham, 2021) 3saenndasiu Lunenburg and Omstein (2012) a1 madudih fe
nspvIuMsiiaug nilsfidnsnadoaundnnquaudug welviinsussqudvanedfvuelivesedns uaz
aonAdasfiu Crompton (2018) léna11in fihgeddia wunefs dihidaufesmsiwasuulaslasaiises
Tsasusehaduszuy Wasuulasguuuunsinwanguuuuiisiiiiusnluedn sensldmeluladlunis
ahUfduiusuasifinlonmamensidous

3.1.3 uwrAnuaznqufisatuanudiialunisianisgsiaaunsel

wunAmieafuavnsalnsinuns

avnsainisinunslutlagiuiiimnnelutszmelne $1utu 3,217 wis wonifu nramile 841 uvs
AN 577 wie nenziuseniduanie 1,183 uns wazaald 616 wis ueniduannsalnisinunsuszdn
$1n9 120 wiiv annsainmsinwnsiuldinduesdnsfifusznovendnmamanuassuiudaded u way
snnzioududdyanaseuezidouannsalmungmneitseannsal Inedyasjmaneifieliaundnduiy
Aanstaufunasdiemdsdetunaiu ieutluanudendoulunisszneuendnuesandnuagtissnguy
mwmﬂuagmaaam%ﬂlﬁﬁ%u Wewnlunisusznevendnvesnunsns Snuszaulameneg fidda wu
VaurauiUYL MauaauiiduyinAy Jywiludenisuds wasdgmnismann sudddymmaasugiadneiu
finansznusedenuluguey villiauamddauazguzanudusginitaulszneuordndu unuimmiig
A1AYVIENNTANITNEAT 5 UT2n15INnInuavesnsudauasnannsal (Ministry of Agriculture and
Cooperatives, 2017) #o 1) g3ianisde fe n1sdamiangunsaifidsadostumanuns 1wu Je s1Us1y
iy winfiy wagdsesidndumndmirsunaundnlasazdisannudeanisvesaudnnouudaannsal
anduffiavmindmiedely feamsudolutiinasnnasiilideldlusaiiias uasilefdudmnannsal
fimlsfashRuduuiniedefunaninge 2) gsheevionsmurukanaaliuiamdn vk
nssesesnnty 3) gaRasuie Eude) iy nsliduduaznisiuindu 4) gsfensdaaiuednuazuini
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annsl uay 5) MIFnweusy annsalagdalilinsfnyeusuwnaudn AuenIIUNITENNINEINNITAARNIU
Emihiivesavnsalegiase

wualdfuvasszuvasaumAlun1sInnITannsal

msUfuimesavnsailugassuuasaumA Smaensnuldfinmuiulassauanwuuddudy
Julnssaianietns annsafaedosiimatauimeluladiflerasandunounisviauas wihilvesannsaiés
gdoslinnusuasinwlunisldinalulagansaumegenitluein lnenisadugsiavesannsalagdesiinig
Wasuulas mandnuaznisaainagdesdinsuiuiufioauswionnudesnmsvesaindniifuainuansanniy
LaznsimIsuAunYaus Uy AaInTLazIuY s AL as0s3us an st naluladunuduldlusuian
Tnguwildunsldmalulagvesannsal msdwvaluladansavaunaussgndldluannsal dwmansenusio
nauUAsuuUasdsagnssnudemavhauvesannsaine 5 du Ao n1sUSuUTegULUUNISIauesavnsal
msafuayumsifiunudanagnsgunsalinieaielumssuiuny mafiuauamvesslasnonfinnes
wazwealulanisindedeans (Phitsanulok Provincial Cooperative Office, 2020) 3aanndasfunuifnves
Ministry of Agriculture and Cooperatives (2017) TinnumungvesannsainIsinynseARavia munefis annsal
AndaulungugTodnmnamainuns Tnefiyassneieliaundndiduianssuiusazdiomdedaiy
uazfulunisusznouednvesandnuasiisengiuranuduegvasanidnlifitu aaonauiaviinisnainuy
spUUAdTa tudenndmnegisiieguuaieviedumesidn wazdessuildnideviogunsaldidnnseing

a 4

witiu lanasiduneuiiunes nsdwiiledensefiivinsuvusiuduwmesidn (Thananantrakul, 2021) 31nANS

o

nuvssunssuantninms §3delfdenisnnefihgafaviaiifedesiudinnisannsaimsinumsanald
$1uau 4 fw el 1) msafreutanssuuasdnenin 2) fuiAidedad 3) fuifidnagnsnisdoans uas
4) nsduglénunivialiognndesuads

wurAniiiuaudIalunsUsznaugsia (Business Success: BS)

pnudisagnivunainmsnssiwesuszneuns wnldinsdidunuildfinnudnsaasnagns
Tunsdfiusuduasdmalivszauanudusanuidmne amnsainain 1) arudimelavesiayana
2) sefuanudnianaasugha Inefinnsananteyadiunisdu Suaugndnfiiiud unieanas nadils
wazpanue 1-2 Jarga 3) fieadedlugsie vedugnAuazminmulunsiuianuduieidvessia uas
a) msdunavesriduntval uenanierwdnialunisduiugsia Tastaain 1) anuniwmismatn el
andndianuasinsnfidedudmouimsfiiiutu susgshefduuimnmsnarelududwieuimafiudu
maihwanedigely 2) ANNTNYBIAUAYMTOUINT el g3nainsshwiuiudsaudlunasinunanunnues
audwidouimsliitueshwioies 3) nineinsuyud mnefls grRadinssuaunisasyean ALY
fnwyannsegredissuuidludunnuianuausowasiineg 4) ninensnianaiu wineda gseteld
madmnefidsliuasdinafuinwesisdiszuu uag 5) ninensnienienin e gaiadinisdndedam
FouurnUTUUT 01A15aaud 15s1uiei eadnsgunsal nieteTesdle sudunazannsaldusslovian
detananiliegramunzay (Awirut, 2018) @enrdasiu Promsuporn (2020) A& ANE5IVDIFIND
og13898u Usznaudae mafulawaznariils anufimelawazaudng uasdusdfidmadenisuszay
anudusalunisuseneugsia Useneudae 4 dudidny fe 1) Aunsiu 2) dugnai 3) dunisieuiuag
WA uay 4) sunszuiumsudmsdansansly (Heonsawang, 2020) wenanil Jaseanmaudulums
Funadu Sawandiiiudn gafadaeldmutmnedidslfuesinnfusnwogiedissuu (Awirut, 2018)
idesnnnsfududsiifuszneunsmiadususuasssesandisfaasvgianeududidy duasugialid



a7 | MIIneInsdants aminerdesviggsregisnd Ui 11 atuil 2 (2567)
Journal of Management Sciences, Suratthani Rajabhat University Vol.11 (2) (2024)

sz lnduyuluan wazlifaussleniseianis uazilunanmsdniurnuvesianis fefinnsanannisfisdu
gawarls Mg uvessele N3AAFUNL LALDUY WATNIINDUALBIANNABANITYBIRNAT ManeTi
mMsfiansanduanuiianelavesgndn dundamain Mssnwigiugndn maifiugndnlnl wazdug dudud
szsadldlanmsuinsvesgnivesqatislinniniivszaunmsaiiftunslduing deldsuuinsia uaziin
anuduaailignéndnlavenindeuinuasgnénagifisdudos « (Heonsawang, 2020)

fefu MnuAafeiuanudisalumsussnaugsivineiu nanléi giamsavnsaliduyaaaiid
anuddgdsiagihmiligsAaannsaiszavanudusa iesnniludFuiaveunsdiiununazaiuay
Aansvesavinsaiendlndda faansannsalazdeaiuyanafifiuszaunisallunmsdiiugsia finnuamnsa
Fodnd vffuiuuds uazdimuilundnnisisnsannsal maenauannsafinsandadenyanaiiiinnummnzay
wionufuuimanuannsalliduldauingUszasdiiiimun Tnefdsfamalsslenivosaudnavnsoidu
d1fty wazanmsunmssanssunuideluein {IdeldagudmuusduledevsessAusznouresniiudia
Tunsdanisgstaavnsalvesidanisannsainisinuasnals Uszneuse anmanudulumeiunstiuues
n1sRBUALeIALFDINNTYRIgNAn IeanfianuasandesiuuTunvesannsaluazmsiuiugsioniy
TgUuszasduazanunsalannsal

3.1.4 euAdeiisafasnnnmunIunuAdeiiientos aunsaagUlfdedelui

Niamsiri (2018) l¢i@nwanzdihiisiuszansanluga Thailand 4.0 Fsmiaveunnu wuin A1z
YoM sATUsEAvEamluga Thailand 4.0 Fandaveuudu Taesmegluseiuuniign Taonannin gindes
flanuseud anuAnsisuaiisassd nasnsuadisuinnssulueig uazinaluladunldlunsdnduanuie
FuimdeussAnslugeudnsa

Pakotang (2019) ld@nwgfihgaddvia: nagndnisdearsgainudnsa wuin msasisanunden
dlesessuimaluladidaniuanmuiun ileaneuivdenauazadislonia funddamsadsanuiuas
anudrlalumslfinaluladidvaognanassduasieliAnussloniiaenuasuas]du

Pholchai (2020) lé@nwinneiidumsuimslugaddiia wuin 1 3 dnwae Ae 1) nsmmuainds
Tauazilasndudeauasunias 2) msnawalumsiasuutas 3) msduasunazatuayuyaainslussdng
Tnefindesianudmnuthlafedumalulaidaidusiunuimlunisiasuuias uazidnmsliusslevd
mnalulaBuioutnnsaldesavainuas ileliiinnuasnadosiunsdsuasiiiaty fuhiidany
fhingaRaviarannsavilinsdiiununelussinafinusaninw uazdssaviuaiutuld

Chompupun (2017) Tafnw1kuInIInIsHaLIAIg Ungauinnssulugsfsgaddvia wuan
Tuwnensimun 5 anu lawd 1) nsasidderimidauinnssy 2) msdanuianuaiunsadauinngsy
femsldauiai esfleniafdsia finveninsousd wazmsiFouiddva 3) msfidusinduinnssy
fruandsu anud AnuAn uazyunes 4) yadnammidauinnsy tayadnamngluuasyadnaimameuen
uay 5) unummthideuianssufidaaiuyaainslunsimuanuiiienisiasuulasesdnslidussansaw
TrnSausonisudstunuulinsuuaulugaddviale

Tanniru (2018) l#@nwnnaedimedda nuii gnédesnislduinislagldinaluladifauty
LAZUF NI FBan15AAGBIRaluNNTEBNLUULATE N UTT VUL BRBUALDIAIINAINYT 1UDIgNAN
961959157 ANt udirnuasesiafsnaidunuannsavesesdnsiinaunausEnI mIneInsaely
LagNsneNITINaIeees/gA YaeliuIeneneg aunsaasinuAveIgnAlaeg195IasT wazuaURANA
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H1uUINSAATA nanafe vinsildnsuvanduAiviatugs izl BelwiAn TausssuiwugnA iy
augnarsuagliusmslagldmalulad Sond anedindiiia

Sow and Aborbie (2018) ld@nwinansznuvesauduiinen1siud suutamisddsia o
Inquszasduesnsing Ao msszygunuuanuiudihiidmasdensiasuudammaiivavesesdns fuviu
wialulagansawma 6 Auainesdnsaunsauaguamlasudenlindudihuasdusuluarnuneswlunis
Waruwamapdvialunangesdnslufinnad (USA) mssenuuumsidedananm Tasldmsdumualiuuis
Tassains ilefmuananszyuiaisfguuuuenuidudihidvnasefirmesesdngifeafunisiasuutas
M9AdTTa wamFIdenuin sUwvuanuluindnansenuogiannlunisidsundasesdnsuas msiiausm
nasnaunstoudeya Ingminauiiunumdrdaluaudissvesaumetsnlunmsiudsunias uenaini
fihesdnsdaanuiumaiedsndulumadufilasinst suuvuarudufiniiaviwaluesding way
aunsaUsITiRgIU AN wazadwsTiieUsrasdlUldlussrindasinmsuunalug Wemsiasuuyag
anAny

Hejkrlik at el. (2021) lo@AnwiunuImvasiiinuagyinvevesfiidmsun1sdansannsainisinunsiud
Tudszimandaleion anududihvesiiufiunumddglunsinnsannsainisinuns lnsianizeeeddu
UszmeloFomiinumsnsiiuuszaunisaifilifinnnissiusimvhiuvemann Snquszasivdnueimsise Ae
deAnuitunumesarndudihdanuddgiisdelunszuumsdads mednwanusudeludusiu uay
anuyjsiuvesandnlunguinuasnssegesluaedide uealan uazgiasu nefihgnitasgsianvas
yuedlagliiSmsnaunudiuiiedunedaieidosivitnsdeinauasndmunm asuldin finddnuauy
veguanAsINaIndnaudug Sunumnniiaalundgs Inedisvsnatenisdadulafisdgiome Sunum
drglunisanenulindasazenuaninfvengu inveuasguuuuenudufihfianudfyegrannse
anusjssiuvesanBnsonudniavesngy oglsfinu miﬂiauﬁwmﬁﬁaﬁgaﬂfjuLLazmiﬂnmmmL%’ﬂ,aﬂ,u
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‘ﬁm: From the Literature Review
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M5197 6 UuansHaNTIATIEsIANEEthY
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2. fuudphiiTidesiend 4.83 0.31 1nilan
3. fudhiifinagnsnisieans 4.83 0.30 1nitgn
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52U 4.79 0.34 wniign
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suguhniidevie dmadenudniavesdnnisannsalnisinunsnald Asauld

FegousuaNNAFIUTAILT fp19197 8-11

LYK

[

N9 0.05

B398

MRN8 ArduussAvsanduiudseninsudsfnenmnisdanisgstadiauduiiusiuanudniaddnnis

annsalnuRINALE
FauUs X Xz X3 Xa Xs VIF
X1 ANUATTINHY - 0.790** 0.708** | 0.738** 0.682** 3.418
Xz UNITINDIANT - - 0.724" | 0737 | 0682 | 3.509
X5 fun1sadutyrviedinis - - - 0660 | 0642 | 2501
Xq AMUNSUTEETUU - - - - 0.652" | 2.713
X5 ATUNTAIUAN - - - - - 2.251

o

* fiedAgnNananseau 0.05

NA1519 8 Anuduiusseniiudsdnenmnisdanisssnalianuduiiusivarudnsaddnng
annsalinunsaald daranduiusliifiu 0.8 uagAl VIF 8gsening 2.501-3.509 FailA1daenin 10 uanein
AuduRusIesduUsBasslif s unne Aty manudunusseninediul 9asen3e Multicollinearity

(Stevens, 1992)

M15197 9 AnthmtinAnuddgreansnensalfneninnisinnisgsiainaneanudsavesidinnsannsal

NSIAERTNIALA
Unstandardized Standardized
Model Coefficients Coefficients .
B Std. Error Beta ¢ 18-

(i) 1.447 | 0.396 - 3657 | 0.000
X1 AUATTINUAY 0.153 0.130 0.158 1.172 0.243
Xz UNITINDIANT -0.028 0.131 -0.029 -0.213 0.832
Xs frunistadutyrvienisdans | 0.331 0.110 0.347 2.997 0.003*
Xa AUNTUIZEUNU 0.063 0.117 0.065 0.543 0.588
Xs éfmmimw;:u 0.161 0.108 0.163 1.486 0.140
R 0.625 - - - -
R Square 0.390 - - - -
SEest 0.231 - - - -
F 14.604 - - - -

FuUsnu A AudNSAV0IEIANTS

* fudAgyneananszau 0.05

91NA1517 9 NTIATITRANLAgINANEnMNTTANIsgIRadinadorNd NS IveTanIsannsal
n1stneasaale wudn Admdnaud Ayl U uuATLUNNINTFINYIRNEAINATITIANITTIAT AIUNTT
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Sedutmientsdins deadennudniavesiiants fenimin (8) wihiu 0.347 Anandutusnnemmes
fnen1mn159an13gsne sunstsduiyumionisdiniswindy 0.63 awnsanensalnanudsaves
fimmsléforar 14.604 fianuamndevlumsneinsalfesas 23.10

ansnsnuansamnsnsviuneld dall

anudidavesiiamsannsaimsinuasmeld = 1447 + 0331 (X3 sunmsdsdudarmiomsdanis)

AUNNTALUUUNIATTIU

awdnsavesiansavnsaimsinemsmald = 0.347 humstdudayumionisdenis)

o o

ngaRdvalinuduiusiuaNd SIS

Y

M19199 10 AduUseansanduiusseninaiulsnniey

avnsadinunsnale
fuUs X1 Xa X3 Xa VIF
X; AunismiaauinnssuuazAnenin - 0.618* | 0.555% |  0.477* | 1757
Xz FugehfiTiAdevie . . 0676" | 0542" | 2280
X5 shugihiifinagnsnisdeans - - - 0546 | 2.085
Xe Prunsiliugldnundvialdegnndeuads - - - - 1.584

* fidedAgnNananseau 0.05

9197 10 muduiussEnisdusdnenmnsdansgsialianuduiudiu mnuduseddans
avnsaiinwnsnald Tananduiuslaiifiu 0.8 uazan VIF ogszning 1.584-2.280 Fafldniesndn 10 uanein
auduiusesiulsdaselliuiineldatymanuduitugsenineafaulsdassvio Multicolinearity
(Stevens, 1992)

o o

A1319il 11 AndmilnanudAguesmsnensalnziiheafdainasennudnsavesddnnisavnsal

NINENINIALA
Unstandardized Standardized
Model Coefficients Coefficients .
B Std. Error Beta t >t
(ﬁ’lmﬁ) 1.106 0.309 - 3.579 | 0.001
X1 AMUNIINTATNUIANITULAZANEAIN 0.214 0.059 0.287 3.632 | 0.000*
X, shufitAdevied 0.191 0.085 0.202 2.249 | 0.026*
X5 shuffhildinagnsmsdeans 0.007 | 0083 0.007 0.085 | 0.932
Xa snun1sidugldenadvala 0.350 0.062 0.424 5.661 | 0.000%
98 19AFDILAG?

R 0.769 - - - -
R Square 0.592 - - - -
SEest 0.188 - - - -
F 41.707 - - - -
faudseny Ao Amnudnsavesidnns - - - -

* fvdudAgyneananszau 0.05
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MNA5aT 11 msdessiausigiunneihgaidvalinasennudiievesgianisavnsainisinens
el wudh edminanuddylusUuutezuuunas e eingaRiva AunadudlFouRivald
g AdBILATY FunsnsaaLinnssuuazdnenn uazs Ui ATidevieldmadenudisavesdians
fisnwiin (B) Wiy 0.424 0.287 waw 0.202 mwddy FavdiiuswyauenedngaRaTa Fumadu
ldsnadvialdogiandonnds sunsnisaieuianssunasdnenin wagsudu i T devimivindu 0.7
Tasfingnsaivia 3 /1 anunsaneinsainarudniavesdnnsldfesay 41.707 fmueaindeulunis
negnsaifosas 18.80

L e e AR E O

HAANA S IVDIIANTANNTAINITNYATNAL = 1.106 + 0.350 (Xe Frunsdugldnuaidiale
9E19AFDILAGY) + 0.214 (X; Frunsmsadeuinnssuuazdnenin) + 0.191 (X, fudthiiTidesia)

AUNIATIULNIATIY

naaudusaves dan1sannsainisinuasniald = 0.062 (Frunisiludldnuaiialdedns
AgBIUATY) + 0.287 (FrumsmsainsuinnssuuazAnenin) + 0.202 (Fugihiifideiad)

5.2 afusgna

5.2.1 Anga1nnsdanisgsnavesddanisavnsalnisinensnnald

fanmsdidnenimnsdamagsie Tnsnmemdimnudadiveglussiuanitgn feoramaeddnns
avnsninisinunsnmaldliaudidglunisdanisgsie ielinsduiussisannsaiussquaniandmaned
annsaifvun Taefindnn1susmsnuminfisaus sy nsdnesdns nsYaRuUamsonsdanis
nsUszauIL uazn1zAIUA nieuadinisuimedanisiigamnevesavnsaidundn dedanalvigdans
avnsninisinunsnmaldannsauimsssisannsalldmudimneesiiafiosnm aenndesiu nqul 1oui
wlea (Henri Fayol) Fafuynnausniilinseifaesdusznauyagiunsdans lasnanain nsudmsdudu
SewwewinvzuazJumsjuiilufanssuveansiansluesdng Fudumsudmsmuniiilasdnssuiunis
Fams 5 Sumou wie POCCC Fausvnausae 1) M32194ky 2) M3Saesning 3) nstadusrmsenisdanis
4) M3UTTEUU Wag 5) N1IAIVANADAARBITUIWITEVRY Kittinarat (2018) Anwi3es BvBwavesszUUMS
dnns mmann uazmsUfoRnmmdnuvy uasugRanefiesiidsaieanudiaesnadiduresiiusznouns
ssnyuvuduAinanssulunnIANaIe WUdY BNENAYRITEUUNITIANIS NSRaTn LagnsUURnumven
USrgimsughaneriissveusznaunsgsnayurudusinanssulunaanats Inssimegluseduunniign
Tanadn msuimsdaniangussiagusuiiadesdnsanisdaudiunsnausugioulassasne fnng
Uszanuausamiulunmsioudungy nsmumuieulagsenusgwsieiies n1siiuInwivesnguila
maamu‘ﬁﬂ'15muQuﬁgﬁswﬁ%mmiaﬁﬂﬁlﬁmu:mmqmna?m%fwizwmﬁmmsqiﬁﬁ]ﬂ;muﬁl,a%m%ﬂq
irswgiaguvuiiasely denndesfiuauideves Thuatthong (2016) Anwa3es UkUUMsIANITgsAalsasy
Tuan1Sugaufng wut Juuuunsdnnsssialsausuluaaniugeudnu Tnssmeglussduuniign sistena
mszfudmsgstalsausulinuddylunisinnisgsiolsausy fefosdusznounsnauny msdneadns n1s
dsmsuagmisdndula nisAndedeansudonisuszaiunu msafreusgdlalumaien nmsmuauuazms
Uszifiusia Feansnsavinlvigsiasidunslugidmneiing s
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HInn1singingafvia T,m&memuﬁmmﬁmLﬁuagiuixé’umﬂﬁqm ﬁgqﬁlmmwmsﬁ%'mmiaumai
nmsineasnald Wanuddgluinwenisteuslugaada Weliflanuadesunairenisldnuvesidnadis
AuUasuutas Tnenstumaluladuazuinnssulun g unldlunisufoaou welvinanisufuaanu
fiusransnmuarUseavsuansanandvanefiananialy aenndosiuauideves Niamsir (2018) Anwides

a

amggifiiiuszavsninluga Thailand 4.0 Samdaveuudu nud anedihifussansamiluga Thailand 4.0
Jminvouunu Tnesmegluszduuniian Innant findesdanusevy anufesisuaiaassd naonou
a¥rsutanssulnd 9 uazwaluladunldlunsauiduanu eduindeussdnsluganudiia aenadasiy
Chompupun (2017) #nw3es uummamsiannazfiudainnsalugsiogaddsa wui Taesiwegly
seiuiniign Inenandn Suuamanisiamn 5 du ldun 1) msadaddeimiiduinnssy 2) msiianag
anuasnsaldeinngsu semslinueiesionanda finvensFous uasmsSouiadn 3) nmsidn
SnFauinnsy Smuaniiou anuf Anude uazyuues 4) yadnamdsuinnssy fayadnamnigluuas
yndnamAguen way 5) unummiifidwinnssufidaasuyrannslunmsimuianuiiionisiasundag
paAnsliduseansan indaunenisurstunuulinsuuauluyafdviala wuideadu Gardner and
Hausenblas (2006) na1Y1 WRNaTIFBsTiNMsWABULawNIMsAnw Inigadaviaide nMsdansnwgalml
iilénan3en wardoulalulanldfinsdsuuuatluud Lm'miﬁﬂwﬂuisuuﬁ‘ﬁagﬁué’nmLﬂumﬁm%&mmm
wiondwiulanlusinunnniinmswieunnuwdoudmivlaneuandiiululy dhifeuiivszaunaduiaasdes
AnlaegreaieaTsAwazagdaszanunsaussendnagnsvasnsiseusiuldluanunisalludld anedindesd
Audnuneiiddyuarauinduluenssuil

5.2.3 ANNAISIYREIAN1sAnsainsinensAle

audfavesddanis lnsnmsiinnudndueglussduaniian et onameeddanisannsal
maneasnald Insnssudayunguioulugsiannsalogisaiiane dawaliavnsaisidugsialdos
fiszavsnm uazdinamlsmautmneindd Tasmsusmsmineinsesnamnzan deandesiuauiseues
Wanichakorn (2019) finwi3es Uaseiiiinasrenuduiusssdutunumyuiouvesianisuazsnszuaiuan
ynmsaniunuvesfiamsseanuaunsalunmsvimlsuignaanzieulusaiananning oy o T (MA)
a3 M3samsiunumyudsuresionisifudeddglunsdifugsio Wesnfueuannsalunisi
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Supply Chain Management of Organic Farms in NongKhai Province
Sasiprapa Promthong1
Abstract

Organic farming motivates farmers to create products that uphold the standards and
competitiveness of agricultural production. The objective of this study was to examine the supply
chain management model of organic farms in Nong Khai Province. The supply chain operation reference
(SCOR) Model was applied in this study to gather information from 5 organic farms in Nong Khai
Province, whose owners were directly involved in operations. Data was collected through in-depth
interviews, and participants were specially selected from members who met the fundamental Nong
Khai organic farming standards.

The results found that the five organic farming operations maintain procurement relationships
with their enterprise network members, from whom they source agricultural produce. These operations
satisfy the requirements of organic farming, providing customers with assurance that products meet
the fundamental Nong Khai organic certification standards. Produce from organic farms is sold through
custom orders only. The study shows that organic farm supply chain management using the SCOR
Model helps connect supply chain operation processes and reveals business activities linked to
achieving customer satisfaction by outlining distinct work processes that are structured and
standardized, demonstrating the connections between various activities, such as planning, purchasing,
producing, delivering, and returning. To maximize the potential of organic agriculture in the future and
ensure compliance with Basic Nong Khai Organic Agriculture Standards and the proper usage of the
organic certification mark, all 5 processes must be consistent and effective in their operation according

to the standardized production process.
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Corresponding Author: Sasiprapa Promthong

E-mail: sasiprapa.pr@udru.ac.th

! Lecturer in Faculty of Management Science, Udon Thani Rajabhat University. E-mail: sasiprapa.pr@udru.ac.th



A13EITINYINTTIANG ARINRBINBANEI 8 T511 TN 11 avudn 2 (2567) | 431
N153nN15WelYgUNIUYRINISHNYATBUNIT LU InnuasAe

1. Unin

Uszmelnglidoindudiesgingiddymedan wilunneasugiavesszinalne Tugelaia 19
daarenmsuasegialngliiinimeavedn winisdseendudainunslnedaenedilaanuiasugiaves
Uszinagin Faduussatvayuliiasvgiolnelivenodale lneidefiansanienisdseendudinunsuay
wanfasivadingluinaralan Tusasedausnvesd 2564 wuin dyaregil 716,581 &muwm iisdudlowiou
AugamgInuuesl 2563 %éaagviﬁ 669,079 &MU aeindesas 7.1 Imaﬁmﬂ%glﬁLﬁﬂLﬁuﬁaﬂamﬁwﬁzwaa
inwnsdun3s esnnidunszuiumsndeditisnvidanadeunarsruuinalaes uazfinnaaonsiose
Ananuazuilan Tneddsdmdnnisdifyveansndninunsdunis ¢ suilaviudinunsduniduunna
(International of Organic Agriculture Movement: IFOAM) tafvuald laun arugunin muunmmm
Fuarudussausewingudn §éuazduilan uazdunisquatolaldiFesnisuimsdants venani
1§ 8andnniswaunigadu wazdaudInANLATYEAINBLNEIUIUTU (Department of Interational Trade
Promotion, 2021) Lﬁaa%"m;ﬂaﬁwamﬁmﬁuﬁﬁmwm nRINTneRuIUgni BN ¥n TBUNTOUAD Gadanadise
qunn wazaugavesmineInslusruuindlassou Snmainnnsdunid Sadusmaiiunaulaanuuili
wazaudenvewidlan dagdulvedyarimaininunsdunidgann dusuivaudninuasdun lneinuns
5un3¢ (Organic Farming) sUasaanansiafiuaznsugausislnansdauasginuannsgunuasdunis
Tuyng Funounisndn n1suUszy waznafiudne wazinunsdundd (Organic Farming) daLdusyuy
mMsinunsindnemstasiduloseanuddunisdannden dnuuaziasusia Tasdundnnisuiulsedu
msisnrefnenmnIsTINTIAvesiiy dn uasinamsinuns Jslneddldfumssonsuididneamnnsnin
Fuununsduv3dildunnsgiu fanuwdeumagimaniuazladafind arunsasnseiugiivnununsdurid
‘Ua\‘m‘jﬁﬂ’lﬂa’lﬁlaﬂﬁ (Department of Intermational Trade Promotion, 2021)

n13dnn1svielgauududinens Wufanssunssuaunsaniiuanunees wagianssulurislg
guyilunisudn mslvavesingAvvestoyasausdutiaufaaediin diludnmsandununssuiumsuims
Jansladafnduayvirsldguny evhlstansafmunnuamdudiluniens fumsandunuladadndaudi
inwas elinsuimsdanmsAudinunsnaealdgumuiiuszansnmunntu tiemuauamnnaudinyns
Imaﬁ’mi’wummaﬁmiﬂTuLﬂﬁlaummgnumwmﬁuw?ﬂwuadﬂwﬁﬂgjuﬁyugm Nongkhai Basic Organic
Standard (Nongkhai BOS) FiluFaianuosmeifuilnuasunnmedamianuesaededinnsdwasunisuims
JansAudinunsdunidifiesesiunisdmeusunazianiaTugiaRia nieurainsaansinisamu
mMsvieafsnaznsuinsigussvanedou esieiminnusined givssmaiuginn Aafuuszimne
a1 \ileAudufaAudn dnnsszniethd Aufieuauysainusssued Uiisedudunsaiionsadn wiouks
gfionimazfinanaied il uazdnsviunuasdunidiuusithlusduiuinn (Ministry of Agriculture and
Cooperatives, 2021)

fatu nnsdunidludmiavueses Jaduthmnsfiasfinunnisinnmsiamahddguniunes
whsanunsdurds oarliiiliinsunuasdunididnsalunietiennty muisdoriamesmeidudmie
Tuniangfusenidsuviensuuudseyluussanauasuaveylungudminnang fusenidsuvdensuvy
Judmianeunuuazdudminditovasy maaju,auumaqmmmwuwmu‘[mmmﬁumuﬂm ENCTREUALY
Usenean mwwamamﬂumimwmwmmﬂ fenugeuanysaiisiuagiud inwnsnadisanlasemnis
Aoutaten enmaniomnnainnszuiunsuAnsnanIunsetansasevALAunYATB uNISlUSmans
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Uanenasazdmieludinguiuilnpveshsununsdunsd dalldednianaeysenis wu Jaynmneinuns
YUAL AN §AN1A FUNUNITHANFUANNBATBUNTE Aus1A1 Juiiddymnisindevendngdaeinig
MSNYATASHANTENURBALIATYERY Aswandon wazdsanvesindlggumusimisnissinuns ddedinly
MafuAeY nMsvuds wazmsiide Tnsorgmsiiusnwivessdnfusinunneiieiu dsualidunuladafndge
(Ministry of Agriculture and Cooperatives, 2021) 8nvismsusmsdanisladafndnnainuasdeiuiunisle
Sfauaziiufsayadisluilsguniulies inwasnsdlvguinesdnimg anudilasasinued
Weanadmiunisuimsinnisianssuladafndnisluvhsulaiivszdnsan ssuuladafndluldnisudnves
e Tadulassaieiuguiiendouazdsdiueanuazen dunismaiauarladafndsuanalulad
uazuinnssuiiemsdnnisssuuladafndauiinunsidanusnzaiuasivseansnw wu msldussy st
funszunnuazanAILUauT v L IN1sinAsauLueaulal Wonisvudwiodweududmiilsey
annsinduuazaudemevesdudi Wudy Snvanvasnsdalidesifnlusoinisdawovdudiliun
%yﬂiz neuni1sla ey 19l Usedns 1w (Office of Agricultural Economics Ministry of Agriculture and
Cooperatives, 2021) fstiu Fainszuaun1s SCOR Model susulfifufanssundnlunszuiuntsvesgsia
Usznoulusae 15919uny n59am1 n1snan n1sdauey wazn1s3uiy elunszurunisiiu SCOR Model
Dulumadildifioosursnisdudununsdanisladguniu %qiuﬂ53UQUﬂw3maﬂezfaqﬂwmﬁguﬁﬂiwaumiﬁ
dAgy 5 Uszng laua 1919k (Plan) n159am (Source) NsHan (Make) n133nds (Delivery) Lazn133u
Aiu Return) Wlelinszuaunsi 5 Saruaenadesiunasinusyansnwlunmsvha

fatiu wansnwinisiamshsldguununsduridludmiavuesne aunsolidusumdunis
Fuindeununsdunidvesdmiavuesanglivengaainite nslinisiusesnnsguinensduniduuosaie
Fuitugu uarmsldnsdydnuaiiniemnenisiusewnnsgunuasduniinuesnetuiiug wazdudy
nsduasuliinuasnsludmiavuesmewauinisdndudlildunsgu Wisdaanuannsalunisuadu
waziinyarnlvududunenslumiavuesnesioly

2. Uz

ieAnwsuuuumsdanmsvialdgunureshsuinuasdunsdludmianuesae mudiuuu SCOR
TidnauTeNleaaudsEAuiuLl a1t wagdaneu Ndwngnisuiudsanssuumsiansvialgauny

3. ANSNUNIUITIUNTIU LASNTOULUIAA

meidensall fifuldAnyuuAn naul ileanseunnAnuazauuigilunside Tagldimueli
LWIRNNITINNTU ML UMY kazkUIARLUUINRBINTIANISHLER UMY
3.1 NIFNUNIUITIUNTTY

3.1.1 uuIAANISIANISWNTE UM (Supply Chain Management)

msdnn1s9iasldgunu (Supply Chain Management) 484 Porter (1985) d9nszuiunis wildaal
ﬂ"]‘ﬁlL‘f]'uLLu’Jﬁiﬂﬂ’liﬂyﬁm’]iﬁqﬁﬁﬁ]‘ﬁlﬁ%JNﬂ’J’mVLﬁILU%‘EJUVI’Nﬂ’]iLLﬂﬁﬁulur]’]iﬁ’ﬂﬂ’liI‘lfQﬂW’]u UaZRIANTOE19T
‘Ui:ﬁﬁw%mwﬁa%ﬁmmﬁﬂﬁqﬂﬁ’lﬁﬁﬁﬁ]ﬂﬁwé’ﬂ wazAanssuatvayu lngndninisiauviddauniu
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Fardufanssuvemiaslemudriu luudazAanssunan fusiiflyarfiairsanudisavesnisuimsdnms
maammﬂszj'qﬂmuﬁLﬁﬂﬂﬁzﬁw%mw uazrUsednduagean (Muangpan, 2020)

n133nN1syslggUnIu (Supply Chain Management) ﬁ]xLi’fJUﬂ’lsL%uIm‘[szi@mmﬁdLwié'wf’llﬂwﬁq
Uanethifleiuauelifuauduasuimsdmeuligné Taefimadeulosauduiudiugévdofuanaudn
delugaindn JAnds ArUanauisgnandduaarinevseuilna Snyuuesasufansiansisldguniy
fie Avnssumsdanswanduffifyadiiugauazinuninaiuanudeanisvesgnd wdrdnddignandie
Funusiian wagseduuing (Service Level) Alinslaldiunniian (Saenchaiyathon, 2021)

9INNTNUNIUITTUNTTULA BIFULUIAANTTAN5929T0 g UM (Supply Chain Management)
Pt manevaussamiasnisvesgndn SeliifieausegluduvosiianuardindsTnAuinuussiis
duvesfuuds advAudn eAunasuazgndndnine Sdsiiduiidonssietutuie meduiusvegsia
(Business Relationship) AeusguridsUaneti FaaeduiusialunsgsiaagsiiliiAnaulingde axvlug
nauduiusiinamegsfa (Business Alliance) sagyilinmssiiiununievslsguuldnaiiunty ey
relmAnnaUszloniluszozensmiumeluaels Ingldguniuaziidnvuznsindeuiivesieyafisatesty
nslnafiasianevestoyn ndnduriuardunuesiunousneg lnsusazduvedlegumuasiinsuiunsd
wanistuuagiimuiiedestutuneudiudug veddguniu Ssdudiddnyiigeuoniddgunu Ao gnén
wgnAlugausrausndsing vedlgaunu waenszuiunsladafndaunisinensluszuuleguniu
AUANNYAT ﬁ]%ﬂi%ﬂﬁ]‘u@lj’saﬁﬁiﬂﬁqiﬁﬁlﬁgﬂLLﬁiﬁuﬁﬂ et warUaneth 4 mise (Muangpan, 2020) léu

seaudui Idun inwmsnsviutilunssdanagmaiuisndudunees Inslufanssulaiafnd
Budausinsdamuadldtadonisdananiainues nisdansauammaandslurfy nieuddudadmiely
szausialy

seunatai Usenausae §31usam §Ands VAN warlsanuuusgd Fefsiusmmandniiui
flunumddglunisiedoudenanananineasns lnsianssuladanndiindu leud msdanistaseasng
fugilunmsnunufuinw nsdauen manseaeugun suienislimaluladudsnmaiuio Wy
nsussiiuvio nsvuds maftudnu Wudu iileanvdetosiuamudemenesandavdamaiuie sy
suUTaLarAMAIN wand nsineasiisiusmsuldazgniadeuielusiduns Tasiifanssuladafindd
ddy Ao msdanisimunuinnssunisudssundndast udnindesusiiuliiudihdsududn dun
Heseon vieduslnanely

siuaet unssuiunsiedoudredudunensfieglusuvesdiulszneutesdudinuazuds
sUgviosmann lasdudmandntuazgniwiielviiunedueds uazsed neuan wieudunuddsooniivh
wihfinevdonszaeaudluggnidaduguslnaseld Tnsfanssuladafnduszneusie msdnnisgsia 1wu
msvgnd msdindulaifediunandn nanfusitaruinsisudulunsaiseraltivayugiuvesgndn aug
funsdansnanmannsguAudiiioausmeuaiien1Tresgnd waraisenufisnelaliAntutugnén
e

3.1.2 LL‘L!’JﬁﬂLLU‘Uﬁf’laaﬂnﬁiﬁ'ﬂnﬂiw'QGI?quwﬂu SCOR Model Supply Chain Operation
Reference Model (SCOR Model)

NnnmsfnwAuaenarsiifedtos vilig3doiiiuin wuudrassnisdanisviasleguniu (SCOR
Model) tiumsitmuinisdanislegumuileifinuszans amlunszuiunisvudsdudiaasmesusunu
U3 AN Funuasnsasinsaukud ssnszuaunsdamtadenisuanainaislunazaisuan
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dethingnsuaumsidnuasiilumeugn (ha1eth) waznisdweulitugndmeduslng (Uaneth) e
Fa11n52U3UN1T SCOR Model 3nUsuldidufanssunanlunszuiunisvesssia Usenaulusie n1319uny
n138RI naedn n1sdswey wagnsfuiy slunszuaunisdu SCOR Model iulinadildifieaduns
n1safiuaun1sdanisidguniu %ﬂuﬂizmumwaﬂezfqﬂmuﬁ?uﬁﬂﬁzmumiﬁﬁﬂﬁ’zy 5 Uszn1s lawn
A19719uHY (Plan) N1399m7 (Source) N13WA#R (Make) N1339d4 (Delivery) uazn155ufu (Return) 1t olw
nIELINNISHe 5 anuaeandostunasiiauszansnmluniseu Saddmuuuiasnisufsfn
dleasunedsdnumenssfunumsdanisldgunu Tnglunsdanisnssurunisddyite 5 nssuaumsil
Tunuud1a99989 SCOR Model Supply Chain Operation Reference Model (SCOR Model) #3auuudnans
Togumuuadosflefiazdslunissudunmsimuldgunmu wae SCOR Model gnitanndusiiteldeiue
vy wasnandidiuifanssumsgsialuldgunusismaiiisafestunisnouaussnnufisnelavesgndn
PUNTymINsNInNeIINTFILLEaENTEUNSINNU (Framework) ienfiulumsiauiazuulsalggunu
(Saenchaiyathon, 2021)

99AUTENOUTDILUUTIA0Y AD dn13imuanszuIun1sni1eg iduuinsgiukaziidaiuie
nszvaumstelildtanutlefinsefuilassaauaninnuduiusseninanszuiums dmsfmunuasie
(Metric) n3oavidinUszdnsn1w Key Performance Indicator (KPI) d@1usunisinlszdnsain Tunsasz
n3EUILNS WaedIBnsUfURNATaR (Best Practice) Mausliluusiaznszuiuns iiefiazlsiesdnsanunsa
iludszgndldanunsoagiuasuisdunouresnisiamieenidu 4 sedu Ao swduil 1 seduuleune Wuns
Anneidadenenisutitunegsia vetadennelunasdatenisuenasdng itetanfsunanuanansely
mMsutsduuazauldiuToumanisutsiuresesding uasnamsliengiaziandaamsmsivuaveutie
wavoiAUsznauiiddyretesdnsdeoly seRuil 2 sEAUNITMRLANTEUIUNISENTBIBIANS Juduneu
wdmnildeseddadenunisudsdulusedud 1 udafegldvoutnanisinnmuasnssuaunisufuaud
sz auuazfaUsyAninimasandastuulevisnaznagnsiiosdnsldtmualy nelusedudl 2 Sagdmun
Tasssevesldguynuveesdng ailassinseddguruasdesiisubavguiionavaussanudonisves
anAndudidyy sedudl 3 fuuassaziBenvesnsyuiuns Fernudumeulusedud 1 wazsedudl 2 19ui
Soufesuda asdnsfavilaseseiildudmunieazidenvesnszuiunisufifauia 4 Weldniu
swazdenvesnsufiinuuiaznszuiuns Insludunoudmsfiagliyndiefideadedldtanusniunis
fvuneaziden ieasenudnlafiaenndesiulunmsufifReusesun 4 ssfuufoRnms Wunninendsd
1#5uann sedufl 1-3 iufoalndususssy welildnamuiléatmangly sl ieufoRudadesiinng
Tanauszdiunan1sujuaindulumuunumsely

INANTTIVTINRALNUNILITSUNSTUTA B osfudlym nszuiunsdanisladadind wasvadld
gUMMURIsINYATAUYSY gnaudungudeyamivnislussdumduazseduniund an1sdnwinis
dnnsvleguniuvesfnun Bunisludminueaniefnsed 1 LanIEFUHaNITNTNUNILITTUNTTH
nszvumsdansladafind wagnmsdansvidldgumurenhimnunsdundd duansioluil
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v §%5n
Yafusia /Y Foi309 m?amnl']s fanssu | Uszdnsnmw | SCOR
aald Tadadind | lalafind | Model
uUnu v
ATUNTIILNWYAT

Lezoche et al. | Agri-food 4.0: A survey of the v v
(2020) supply chains and

technologies for the future

agriculture
Prasertsaeng Factors influencing farmers’ v v v
et al. (2020) satisfaction with the activities

of horticultural cooperatives

in Thailand
Krishnan et al. | Collaborative innovation and v v
(2021) sustainability in the food

supply chainevidence from

farmer producer organisations
Milford et al. | Different sales channels for v v
(2021) different farmers: Local and

mainstream marketing of

organic fruits and vegetables

in Norway
Esteso et al. Impact of product v v
(2021) perishability on agri-food

supply chains design
Karipidis & Factors that Impact Farmers’ v v v
Karypidou Organic Conversion Decisions
(2021)

NP7 1 waganmanumussanssnd i §afeamnsadunseildiuuudianinis
Cﬂwﬂﬂ’1S‘Vi’NI‘?J'QUM?ULﬂuﬁﬁuﬁﬁ’lﬁ’QMWﬂL‘W'ﬁSLﬂu‘UgumE’JUﬂ’lﬁLﬂi’wﬁﬁﬂmﬁﬂi%ﬂ@u‘ﬁﬁ’ﬁﬁyﬂﬂEJI‘L!LL@Sﬂ’]EJ‘LJ@ﬂ
vounwnsnsgnaufdudinuasdunidanasiy 1utedeidmuamnuaansowazanaliuieulunis
wdsduiimstidmiuineasng wu anuannsalumsdn anusadlumsdadafunuiisn anuamiselu
msUureanmuIndeniiudsuntadly 1Wudy

Fatfu nnsfneniinusnui msfnunduesnimnaeunsiauasiagiu nskEnuaznIg

@

MW

a
GAlt

simnganveunuasnsdunadildannsiinsgdt axmniluiuimunisivunveutienaresduszney
yihenuiifgitesazlimhinuiulss waeiamunssuulalafindvesdu Tiasgiituguvenisuddy
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nagnsnsaiinauirualasesaldgumunislunienisusnasdnsmvuananisufifnudiluu] valu
STUUNSEUINMSVRlYgUNUNTEUIUNMTUUUIHUNSUR TR Tnedestmundsfiniugiu Ae Jadeiana
wazszaurewmansujuinududmnevewdazlade annmaauaiusalunisujifnurenunsns
JranAufnunsdunid §dedddlinguiuuuiiassnmsdansviaslagun (SCOR Model) Liloantesing
Tummguiadell Wumstaunisdanisldgumuiiofiuussaninmlunssuiunsuuddudinen sy
Funu UM AN Funvpsnsmstinueusausinssuaunsdaniadenisdnnnnislusasnieuen
dieidngnazuiunissdn uasiluinedgn (nansd) wasmsdweuliitugnén videruilna (Uanen)

3.2 NSOULUIAR

o
a

NNINUMUITINNTINAAgIdedlun1sAnwiased JITeladny wwifAa ngug waruIden
Nedes annsaasnseundfalunisIdele dsnmseluil

NsANEINISIANTYRlgaUunuYes
Wrsunensdunsdludmianuasaiy

Tnglduuafn SCOR Model sULUUNIIANSaelY

1. NM9319uKY (Plan) UMUVBIISUNYAS
o — > a2 o v o

2. A9 (Source) dunidludminviunsang

3. M3KER (Make) AUAILUY SCOR Model

4. n139nds (Delivery)
5. N135UAU (Retumn)

AN 1 LAAINTIULUIAA

#i11: The researcher reviews the literature

4. 35 8dun15738

a ¢

ImEJmﬁﬁaﬂ%gaﬁlﬂuﬂWi'ii’fm%aﬂmmw (Qualitative Research) nsfinwinszuiun1sdInnisladafng
wazvisldguimurasiuinunsdunisludmiavuasae 35nsadenningussasduaanisidedials
fsndouiifodwiolud
4.1 Uszunsuaznguiaegng

nsfmuaUszInTuazieg wUssrnsdmiunidedegunmadell iiudeyanidivesiia
NuNTBUNIOLALNTIRB0INTINYATBUNS S ludmiavuesnie Tngldiislgnuarluiisuinunsdunsd
iierus uazaudiladednlulngnisaiats dmiunsdunivalidadn (in-Depth Interview)

miLﬁaﬂmjuﬁaaaﬁqLﬁmmamﬂam%ﬂﬁm'mmmgwuLﬂwmiﬁuw%‘ﬁ%umma%uﬁugm Nongkhai
Basic Organic Standard (Nongkhai BOS) W uf vununsdunid s1uau 5 Wy (Nong Khai Provincial

Agricultural Office, 2021) unsidenuuuianzas (Purposive) lneinunauautAveangulmuenldfinw
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o & ¢ a ¢ & = o va e S o e 1
AU 1) WITUNEATOUNTE 2) LTUNEATNTNLNIZUYARN naldBun3e wazidssdnd 3) NIUNIRITZIULNYAT
BuvsgnupmetunugIu Nongkhai Basic Organic Standard (Nongkhai BOS)

4.2 13pafiafl#lun933s uazdumeulumaifusiuswdaya

wsesilaflilunsade

FBnsiususindeyandn Ao 1435n15dun1walidedn (In-Depth Interview) lnefinsdunaeen
fidhugam nioun1sdanalaenss nsasiiufiuasdidunaunisfamu ufindes wieuns degu (Photo-
Taking) il ovuiinnmilnerfiseldldndoceguiluinsesflevdniilevaslunisdana el §3uldantuiin
Tagvhluannsdansluaynduiinausi (Aid-Memories) Bnde

fumeulunsiiususudaya

mﬁﬁ“}’aﬂ%gmiﬁum’lﬁé’alﬁﬂivaﬂm‘ﬂs mumﬁﬂ’mmLLava%"mLméaqﬁaﬁﬁammmaﬁmm Churchill
(1979) mﬂﬁv&mmﬂuummﬂumiaﬁwLﬂimua Usznaude 3 Tuney

fumeudl 1 nM5iAs1esiianans (Documentation Analysis) §3delé@nwduatmummuenasitily
Ussineazanadsemeaningg Aierdesdunsdnenszuiumsianisladadnd uazvasldgumuvssinsy
nunsdunsy Tnefinssiusinenaisane Mfeidestunisndauaznisnainvesnuasdunis elwld
wpsfloanldifuuumdumstanuazaiaedosiionside dnmsusuaelifieudaaunniy

fumeudl 2 n1stmuanseuesaiesiielunsidy TuiatmuaveuIvaveIMTITeaINNITNUNIY
assnunTauasnad1sIaasiu 1 Churchill (1979) wag Anderson and Gerbing (1988) léfnuavauLmmes
Tassafaaiesdienszuaunsdanisladafinduazviadldgumureahiununsdunid Tnsnsairedodony
dieldifumuuslumsifiudeya

Funoudl 3 miaruvudunvallfiundesdelunmafuteyalunsidenulasadadiuion
aadUsznaufuUsianssunsatlunuiislgguniu (SCOR Model) 11Usuld Tney wiunisldiduinasi
Aanssumdnlunszuaunisinnisladadind wazvindldounmuvesisuinunsdunid Model iiulunadild
dieosusnsdiiunumsdanisleguu Ssdunssuiunsvedsguniuduiinssuaumsiididy 5 Uszms
Taun MsauEy (Plan) N9 (Source) NMskaR (Make) n59nda (Delivery) wagn155uAU (Return) Wi
dudagd1umniiesevivindld guniudutn naed uazvaneun i easuiduluiaasasleg uniy
(Saenchaiyathon, 2021)

4.3 M3AnTeidoya

My TeikuuduN el Tudnveanmsnssuiunsdnnisladainduasiilggumuvesmsunens
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The Expectations of Service Marketing Mix in Purchasing through Social Media

channel of undergraduate students in Bangkok Metropolitan Region
Prapasri Phongthanapanich', Wisanan Ouparamai”
Abstract

From the current market situation, consumers have diverse and unique needs. Therefore,
businesses must focus on customer value by offering an appropriate marketing mix and using social
media marketing to respond to customer needs and expectations. This research aims to study the
level of expectations regarding the service marketing mix factors, compare purchasing decisions on
social media based on personal factors, and study the effects of expectations of the service marketing
mix factors on product purchases via social media among undergraduate students in the Bangkok
metropolitan region. This quantitative research involved 400 respondents selected by multi-stage
sampling, with questionnaires used as the data collection tool. Statistical techniques employed for
data analysis included frequency, percentage, mean, standard deviation, t-test, one-way ANOVA,
Pearson's correlation coefficient, and stepwise multiple regression analysis. The results reveal that the
level of expectations regarding the service marketing mix in social media purchases among
undergraduate students is at a high level overall and in all aspects. Furthermore, when comparing
personal factors with purchasing decisions, gender differences correlate with different purchasing
decisions. Finally, the marketing mix factors affecting social media purchasing decisions among
undergraduate students are physical evidence, product, process, and personal factors. Based
on the research results, businesses should prepare their marketing channels in terms of physical
characteristics, offer a wide variety of products that are quality-oriented and attractive, while being
reliable in their processes, ensure reliable and safe payment systems, and implement interesting

marketing promotion activities.
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%ﬁﬂﬁé’uﬂ’uﬁ‘iw’iwﬁyaLLaxgﬁ:m&J Fadumsfnsodoaisuuu 2 e minnunedsdeaiousisnns
AnslodoansAifiuszansnm mmia%?mﬂﬁ%'agaLLaza’lmsmﬁﬂgqslﬁl,ﬁmmﬁ%w%aLﬁm‘wqaﬂiimmuﬁéfmmi

6) dnwaiEyan1enm (Physical Evidence) ilasannnisuimsiiudsilififnu gsfadadoauden
Uimsfiliannsadudedlalnduustlonindudesls Tnonsuandiviufsnunimlaesiu wy nsldgunsal
srneauazmnlunsliuing msnnudsaanuiaslvanudifysdennuazeinnisldgunsainiedan
doansiuansismnuiuszavinmuarsinids ieairsandiliiuguilna

(7) n3guIuNTs (Process) uAnsuagaduiuneulunisdsuauuinis dufesfilsfaniseanuuy
uazdansnszuIuNsegeiiusEansam nszuaumsTiuinsildsunsesnuuuid axdaelviguslaaldsu

=

AIUFLAIN Lﬂ@F‘n’nJ‘lJiuVlUs[,‘i]LLaUJJVIﬂUV’WWW’IﬂUﬁﬁﬂﬁ]LWM‘UU

o '

Jaiuldirdadudiuyszaunisnain danuddgysrenisnevausinufen1svegndi nngsia
aunsamvuanagnsnisnanlieggndenazaenndesiuidmunevesianisuargnaila agaiiendny
Tadeulunisudsdunazanulanmuuiearnusied ulunaia (Do, 2021; Nongyai & Wiroonrath, 2019;

Phothikitti, 2021) lngianiznisaanrIugemvesulaudulugsiauing fdiladvddssaunisnain 7Ps
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Usenoume nandnet 5171 N15TATIMIUNY NITAAETUNMTARIN YARINT GNYAEVINIEAIN KAZNTTUIUNTT
%ﬁﬁawﬁwaﬁiawqamiumiﬁ??aLLazmmﬁgﬂﬁameﬂﬁﬁ

3.1.2 nsveduduasudnsniudedausaulal

Uagtumalulagnngg Tnsanzmealuladansauneaianuas yinmiundueg e sway
nanydudiuniwosdinvesaulugadsnuinansegmanidoslulls wazdsdadnsnaneiidinvens
quihlugnisiasuuiamisdantluvatsdug lagianznsidsuulawomginssunisdoasludany
Hagtuanluefndisildmsieansiiunisaununuumdaynii (Face-to-Face Communication) thlugms
doansuwuulnduiudumesinuarnisd eansluiadevedenueeulayl (Social Media) aonndasiu
Charupongsopon (2013) find731 dednneeulaifiunumdusgianndmsunslesan wsdeUsviani
fi§nsnsiavlaiising utesmaiiliguilaaivesmalunisuansaufaiivuesmuiosmedudnle
ogavanvans uaznu fuslnaiiuunliudededeyauarmudniuannguiuslnasefuinnniinisly
dodsruoaulatiliAndefivhliAstimsyedauazuiduteyaiinrivauduazuinsiegluamiuaulaves
Huslaniueg19nd1audng ﬁjﬁaﬁﬁ’lLauamﬁmﬁ’m%ﬁuamumu?{aé’muaaulaﬁm:uwmiﬁﬁ'ﬁu'mvmiiﬁami
advayulifuslaaldsuiteuinnssulnig vesduduazuinisvewmu fuilnaluidnsudoyatnansinenis
Suseuliinsidnnududuilaginumsuansanudaiiu madendralavantug viensudady
13 pasuuudasruudsauseulad wazidulvluuuimadorfunuideresuideves Chuenchit and
lamratanakul (2019) fivnnsfnwiAsatunaresnislddednueeulatfiudenisidend oodmnsunsnd
namidenuin nslidedsauooulativssianineg dufinatumsinduladentoodvniunindvesguslan
wazuslaaliimuddgyiumslddedsauooulavoglussiuddyunn wasfulvlumadeiufunuide
%84 Kanchananon (2019) fivhnsAinwifeifuniseansnisnanmsiiudedenueeulatiidmasenmsinduls
FenAnudenvineduienvu na1291 dedeaussulatinasenisinduladenaoufnvivesindnuly
sefuann Taefinislddedsaneoulatnwaininliuniigamsziiueiosdiedearsiiddnlugaiagiu
WA azan wazldFuanudenaneuialy aunsadedeyadiasduiuasuimslaviui Sussavsamn
ganzautunginssuvesiuslaaivunldaniminuduedrsunsnaenazlaniiiiulsetnansluusias fu

wonan Suduldluwuamaieniuiunyiddoves Nurittamont et al. (2020) finisfinwiieaiu
mi?famimimmmw'wuﬁaé’muaaulaﬁﬁﬁmam'ami(ffmﬁu‘[.aeﬁ?amamﬁm%m%‘lmﬁ’]mwmﬁu%‘[mi’aﬁwmu
NANITITENUTN mﬁamiﬂ’limamuuﬁaé’muaaﬂaﬁdqmam'aﬁﬂuaﬁﬁQ’U%‘[mﬁmmﬁuﬁwLLaséquiqmaﬁia
mi@fm?iuiﬁ]%al,ﬂ%imﬁ’]mqﬁﬁﬁLLUsuﬁme’ﬁiﬂﬂﬁfaﬁwmu ?iaé’muaaulaﬁmmsmhﬂiﬁpliﬁiﬂﬂLﬁmmmﬁw
Anulingla u,agm’mL%aﬁuiuiauaﬁﬂ’iﬂixﬂaumiﬁﬁﬁﬁ]ﬁ%aua"lﬁﬁéﬁu waz91UIBVEY Chancharoonchit
and Lekcharoen (2020) fivinsfnwifedumsaseanuduiusuazanuindiguilnailinensdudsiiu
dodsnueoulay nan1s3senudn aaamuaaulaumaaiwmmmmmammummamqmumwaﬂwm AU
Usraumsainsldony afreanuduiusludeunn uastefiuanuuidedeliunsidud

dnfutinumstedufuaruimaniudedsaueoulatitu nnmsmenumanmsdsanginsudld
Suwesidnlulszmealve U 2564 vosdrinauinugsnssunsdidnnselng (93fnsumvy) nsznsaadva
LﬁamiﬁmmmiwgﬁaLLazéf“aﬂm 50 ETDA (ETDA, 2021b) 5¢yi1 ﬂul‘waﬁ‘wqaﬂiimmﬂ%@umaiﬁmm?{wﬁa
Fudnsuurho/AuSeunidsded 10 92lue 55 wndl LLazLa?{Wiai’uﬁW%’Ui'ummﬁ 9 alus 49 it Tnendu
Aanssudoasosulatiinniian uasunsinsedemsgeiia 77% sullesnananunsaiunsszuinvedaio-19
dawalsimansasdnsduimsnisTininaurhauiithu (Work from Home) saadstinisou WnAnwiiidonseou
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ooulatiifiou 100% dwalfnmsdeaseglugiuuuosulatunndetu dmsunstoduduazuiniseaulatisng
Hu 11 5 Aanssusenievfaderiudaudd 2563-2560 wasiduiihdunminfanssumsdiemnsuaziedosiu
ooulaviduldsuauiontumnoglu 10 Aanssusenieulud) 2564 uandlisiuimginsmilunsdeduduay
Uimsihutemsesulaviilésuarudisugaiuegiweiles Tneftotentoduduin e-Marketplace snilae
¢ n158er1u Shopee (89.7%) Tuvaug e fenuedudrinu Social Commerce wnitan éun n1se
{1u Facebook (65.5%) uariladefifdelslunisdnduladondeduduazuinisiiusemiseaulat 14ud
1) Megrvideduailuniste (86.3%) 2) Ardndagnudodndan (63.2%) 3) Anuundeiievesiiudn (56.4%)
4) TIeMIAUATUNTVIEY (56.1%) Wag 5) AMNMYBIFUA (53.4%)

Mndeyadananidrsdiu nanlii Yssnnsingliildfiuddnonmitazanunsaitrdsdumesidniigeann
uiidsfisnsnnslidedsnnesulatiigs Fauandiifiuinanuienlunislddedinuesulativesnulnefsasiiunn
ataraliies ﬁﬂﬁﬁiaqmafjm?EJ‘ULaﬁauwﬁﬂu?ﬁawNué’ﬂﬁqiﬁw?amﬁmﬁmG] annsathiausdeyadi
doamsdeansludsuilnauazanéngudanglfesedivssaninm asteuliildnuimunistodud
wazuinseeulatiiiugeiuetisraiodlulufiemaiea

3.1.3 A2uANNIS

5t e0sgnétaziing widegnéldumnouaussauieanisveany uadaguuiidusznounis
wnunevhliinsudstugs fadu gafadosannsnaiunuefiviionhauisiuiiovszauanudiianegsia
shemsimumesdUsznevdulszansmaiauaz i iunsmMImsnaInog1amanzay ilensuaussienIy
Fesmsniennumanisiiiireduiuiouins Uttha (2015) agulddn anuaemiadunisainnisalalsmii
reuflaidenteduduieuims lasfinnsanidudmieuinmsfifreiiausiuausonsvaussaudenis
vosmuldnsstuiiannisally dedu anumantdaiuanudaduiiyanamimioninaziudenuiomas
yanadulvinszyhadedmildiatmnefisussoumiedesmslvidu

Parasuraman et al. (1990) l¢iszydladeiifdvdnanonnuaavislugaammnuinsliinusznause
(81afislu Uttha, 2015)

L. audugusssuvesuings (Tangibles) & ahiauenisnenmusswinig liun dseruisainu
agaInyaNen N Lesesile yrannsuazTandeans WuiedssuanimsnenmuSenmanuaivesusnisiigndn
THusediuguamunislilumsiauaianmdnuaiuasduedomansuansauniw

2. anandedield (Reliability) mmmmsaiﬁﬁmimuﬁé’zgigwa&i’mﬂ’n%'aﬁaLLaxQﬂﬁaqﬁy’ﬂLLﬁiﬂ%LLiﬂ
ansnsalindlaldiiudomsdmeuuims mlsiuins audnuaevoauinisudn

3. N13ARUALBINAN (Responsiveness) Anudialafiagdhomdegnétuagliuinslaeiui Yadeil
wiuinnuauls wazanamenilazshmudveies Wuimsiuiisnunaniignédesns lisnisedasinis
fiaundeulunisuins uagliuinisegneinga

a. msvilsigndnsivle (Assurance) ninauiiaanud f8se1ds fanmanunsavinlignéninaul’
Nilauazidesiudmivuinsfignisuiindanuidssgs luawnsaussiiunaldogadaiou annsaldas
viaueidugussauiioademnudoriu wu lutiyan Resitng e¥a ieasrsmmilindauasidediy

5. madlagnan (Empathy) nsienlald Tianuldladugndn daueuinisnssmiudesnisves
anfusiaze euansignanduaufivey Gouiuazidilafennusdosnisvesgndn



456 MIEFINeINEians aminerdesviggsregisnd Ui 11 altuil 2 (2567)
Journal of Management Sciences, Suratthani Rajabhat University Vol.11 (2) (2024)

3.1.4 JaduUszvnsmansfiunsdeduduazuing
anuuanasesiiidemassrnsmansuietaduduyana d5vinarensdeduduazuinsd
uanAnay dnwazysussnnsmansfididaUsznoudie 01y e 2993TnAToUAT MIANY Wazeld
Schiffman and Wisenblit (2015) na1731 dnnsaainan1sanusdiunann (Market Segmentation) loimu
dnuwarmaUszansfisnediu 1wy e 9ng n1sAnw 1818 91w wazaniunw mfsdiuiivssnnsendeey
Huenfinadengiinssunmsuslaadieiduiy nisAnudnsausmessnnsamansdagliinnisaainauise
PaNLUUNagNS wazfansmmenmssanbiuza wasilulunuadeuvesussansusaznagy
91nN15338904 Nantipak and Campiranon (2020) nu31 §uilnataiueistuied dinauazeny
Funnsnaiu dwasonisdndulededudluduidaiuusudiudednueeular Instagram sineiu iesan
wavdaiinnuduiusiundiniude Jeulatodudunniuneme duengiusnisiudsadenmsdndula
%o losneuiifiengtiosdnszuiummsaruAndadulatodis uenaniiannnsiseves Phetsopha and
Soonthonsmai (2022) wu Jaduauyaradunaiuanansiu Suasonszuiumsdndulatedudnrining
dounTuruesetedrNeaulatinsyavesiuslaavIaluwyas LN
PNMEsNUTIITIANTITiAIYes annsnasUiudstadediutssaunmsnanauims Tawed

A13°99 1 uansanisasunmsnumunuddeningitesivladsdiudszaumsnainuinig

Uadwdrudszaunisnanausnis

[~ =

2 © G
HIe s S = ® c
Y a — = [ (] < g
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& - ¢ | ‘e S | s =
@ w e = - 5 )
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o pad g

[ 3G
Do (2021) v | vV |V v v | v | V
Nongyai and Wiroonrath (2019) v v v v v | v | V
Mullasatsarathorn et al. (2020) v v v v v v v
Phothikitti (2021) v | vV |V v | vV | vV |V
Jagdish (2020) v | vV |V v | vV | vV | V
Kerin and Hartley (2021) v v |\ v | v |V |V |V
Kotler and Armstrong (2018) v v | v v v | vV | V

Kotler and Keller (2016) 4

Charupongsopon (2013)
Chuenchit and lamratanakul (2019)

Kanchananon (2019)

Nurittamont et al. (2020)
Chancharoonchit and Lekcharoen (2020)
ETDA (2021b)

Parasuraman et al. (1990) v 4
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3.2 NIDULUIIAA

dmsunseunsiseanumansedlulsrannisaanauinislunsten e sdedeaueoula
YostnAnwszauUSyns Iulﬁumﬂqqmwumuml,l,azﬂ%umsmaﬁ %1_”1ﬁmmﬁLLmﬁmLLasmufﬁ%’ﬂmuﬁﬂénm
f9 1) drulszaun1snainuinig deUsenausie nandue 591 NsTRsInLe nsdaLasunIsRaIn yAAa
FNUATNINIEATN LAYNTEUIUNIT 2) 1159 8AURTLAZUSNSHIUA odenueaulay way 3) muAIAnTe
Feanunsnaghdunseumsideldad

Uadudauynna
- e
- 9y
- @iniiAne
- susutulidnm

- swlewndusawiau

nsanaulaze

v - WuHaderuaaula
Uadwdruussaunisnaiausnig

- WAndwue

- 51

- A9INNUY

- MsdudsunIRann
- ymansg

- ASTUIUMS

- ANWUENINILATN

AT 1 ASBUMLIAANNTIRY
un: {39y

4. 5AHUNISIY

4.1 518a2198AY0UTLYINT NGUAIDENS

Usznnsfildluniside liun nguidnind@nwissduuiyainsluaatugaudnuivesiuazionvu
lulwanunniazUSunma 91u3u 705,437 Au wuadumaye 919U 297,125 AU Laginands 91U
408,312 Al (DEPA, 2022)

naudegililunside loun dn@nwissduuigeinsluaniugaudnyivesiguazionyu Tuwe

A )
@ [ o

nIennEUATHarUTHAmMa Taeldiiag199 UM Inedevessy 91w 3 wis umInenasluiiueessy
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T 3 URY AT INGISULONTU TIUIY 4 URa 520 10 wnts Bslainsrudurudindueu sy nsimus
pvesiegsiissiuanudeiudosas 95 seulifiarueainedouliiiudesas 5 Muaumawinfiegis
31ngn3ves Cochran (1997) lawindu 385 Ay wazdsaaiiugiuiuiios1 s 400 au agelsfiny
L‘Waslwauamwmalﬂwamma‘umau mfwvl,maaLL‘U‘UﬁaUmuaauiauﬂlﬂmmumw6] Auluunazumingds
ezmmmiamwauaimmummwmaqmi I@amaaaléﬂmﬁmiaumemmumau fadl

1) Jumouit 1 aﬁaumaamwmwwum Tnsuwvadunminerdevessy Tudnuvessy wazlonuy
mﬂﬁ?w,ﬁaﬂmamqLmawuugaﬂ,mEJmiqmwmwmamiwamﬂ wasiieliladuuiegsmudidivun Salé
429619910 INeNdy $1uru 10 wis Tnelisumudadudauvesmninendoudagssiami ol
asouAguuaziiufumuia i inerdevessy $1uau 3 wis uingrdeluiifuuesds S1uau 3 uvs was
UNINYIRULDNYU TIUIU 4 LAY

2) Suneudl 2 FBnsdustegranuuladn udeyanurarumIng dediuiuing du uay
40 fA9YN

3) Sumouil 3 AFN13duAIREgLULAEAIN TnensdsuuuasualiasunusIuILi 08197 lian
Fupouit 2

4.2 \w3eslelilunside

in3esiloflflumsiiusiusmdoya iWunuvasunwiiaiiaainmmumulssanssunenasuas
nuATeiRgdes taifudeyafiivrtoatumuainnisiudulssaunsmaaionistoduduasu3nsHiu
dodsnnsaulatvosinAnwseduiyyni Tnsuvuasuauuszneudisaiunou ldun 1) doyasiald
Usgnaudae e 91y aneniniidne sefutulifidnem wazseldiaderaieuililine Taeddnwmandu
LUUATI9518N15 (Check list) 2) seAuauAniuduauaIanisiudinUszaunisnain Useneusaey
AIUNAAANY AIUTIAT ATUNITIATINUIY FIUNITALATUNITAAIN ATUYARINT ATUNTEUIUNTT kAL
AudnwuenIn1enn lneddnvugiduluunnnsTnvesdiAsy (Likert rating scale) uag 3) nsnaulede
iudedsaueaulay Inefdnuusduuuuunsiavesdidsn nedinssianuiisamsadadon Tagls
Aidemgdiuau 3 1o lunmsaeumiuifismsweaionuasmslis Tasssiduauaenndosmos
JaaauLarainls uahnmaiasiaiudenndsd (Index of item objective congruence: 10C) Tagld
AwInngn 05 9Nty ¥iin1suuugsuvuasunumudaiauonuzang deang udailunaasdd iy
nauin@nwuiniiilalydedns 91wty 30 au dnadlduiesgimannudeiuvouniode Ingld
gnsduUsEAns uoan1vesAsauUIA (Cronbach’ s alpha coefficient) LAy 1y 0.916 wanslwiiuds
anudosiuveseiasiioldelusedufiunn dufu Seannsmiuvuasunuluifuteyatunduiedisioly

4.3 Manususudaya

Tumsifusiusudeya ideldvilidauuuasunuesuladlifunguiedisiifuinAnwdagiuves
uIngnde S1uau 10 wisfidenBungusiegne Hedgideldvhnsduidenuminedeiifieaevioanytin
Hemanemansuazmalulad waranivdudseumand laodideldsuneundulusaumnnniriiinus
fadu Adealdidendogdundasaminendelagldinasinudiduteunddildsuiumulaniniud
vun
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4.4 nsdessideyauaznisulana

Tumsimszsideyadildanmsnusm §idelaldnmsuszananamelusunsudisagunsada Spss
Tnoadanililunside Uszneusae

1) Mmslanzidoyaadflanssaun leun arpnud adesas Aads uazdudosvuinnsgu
dmsumsieneideyaiiadvduyana (Tagusvasitod 1)

2) NM13IAs1EvideyaaiAgeeulu laun MsveaeuaANd N153LATIEANULLYTUTIUNIAA YD
MylneiAduUssans avduiusveaiiosdu uasnmsinnsinnanosnmgu dviunsmadouannigu
(InnUszasddort 2 uazdedt 3)

5. NaN1529uazanUsIeNa

5.1 HAN13IIY

5.1.1 dayavialuvesreunuuaauay

HMauLUUABUNTY fifruauksdu $1uau 400 au iHumane $1uru 160 au Andudesay 40
wendda 240 au Andusesaz 60 druundlongliiu 20 T 222 au Andudesas 55.60 Anwrluaiuian
nauuLudmansuazdaumans 91U 236 au Anduiosaz 59 Anwluseiudidi 1 S1uau 161 A Amdu
Sovay 40.30 waziseldadedawiow 3,001-6,000 Um $1u9u 149 au Andudesas 37.30

5.1.2 wannsAnsdeyasziuanuaianisiedaddiulszaunisaainuinig (Squszasdil 1)
fiswwazidon el

seduauAniedatudnlszaunmsnanauinisvesdudiudediauseulatvesindnwsedu
Yy e nesiumaniseglusegauuin (X =3.92, S.0.=0.470) wauilofinsandusedusiieg nud sedu
Anumarisegluseaulnynay ﬁdﬂi’]ﬂ{]iu&ﬂi’mﬁ 2

15197 2 sEAuAINAMRIIRaUaTedIUUSTENNISAAIAUS NS

Uadgdrulszaunisnainusnig x S.D. | STAUAANUAINKRIG A10UN
1. AuUNaRSUN 3.80 | 0.513 ANANIILN a
2. $USIAN 3.65 | 0.736 ANANTINN 5
3. FUNITING MUY 3.57 | 0.608 ANAITLIN 7
4. fuNTaLEsuNITRANn 3.92 | 0.641 ANAITLIN 2
5. AIUUARINT 361 | 0.716 ANANTINN 6
6. FIUNTLUIUATT 3.89 | 0.601 ANANTINN 3
7. PUANWUENINLAN 4.02 | 0.661 ANAITLIN 1
Yadudrulszannisnarnusnisinesiu 3.92 | 0.470 ATAITLIN
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a

5.1.3 namsiengiilieudisunsinaulateduivinudedsnussulatvasindnusziuuiyyn
snuiladudauynna (Taquarasddl 2) fseasidon dail

Q’?%’&Jﬁmumﬁmﬂiaaisﬁy’mm 5 fuds laun e e aiviiane seuhudiidnu wavseld
Wwassoieu dausaudsann Taun nsdnaulededudniud edsauseulatvesin@numseiuusyyas
Tnen137971 3 WA 4 uaRIMANIIVIAABUATT (t-test) Lagn1IVAGEUAIATULUTUTIWTNAURED (F-test)

A19199 3 NsnaaeuAaiin1sindulatiedusmudedinueoulal mudadudiuynnamuine

nsenauladedudriudodausaulal| wa n X S.D. t Sig.
mssinauladedusrinudodnueaulad ¥ 160 3.73 0.675 | -4.469* 0.00
Tnesu N 240 4.02 0.565

a o

*ydAyNNanAnNIzaAU 0.05

Al e dimaunna ety azindaulageduainiudodny

iszau 0.05 lnstdnAnwseauusgensmangwndulatiodunn

NAITNN 3 WU WNANWITY
poulauuanaeiy agNldedAYNIans
dudedanuesulatduinniiwemy ag1alsinny wWiefansananmadnslunIng iy wuin dmsutin@nwiseeu

USuay e AUsinuanvinn 01g wagseautudndnyiiuananeiy aglvnanisdnduladeduddiudedny
ooulauiliunnsneiy

M350 4 nMsveaeuAaEinMsinduladedudnindedrueeulal suladuduyaraniuneliiniesodiou

mssnduladedudrinudodnusaulad sum of df Mean F Sig.
Squares Square
enteduidodnuoaulaiiu JEWiNngy | 8.148 3 | 2716 | 3210 | 0.02
FIVNIUIN NFUAITTIAUAS AN medunay | 335.042 | 396 | 846
WBULYINTIAND3 S q 343190 | 399
TuewrmasSendernudedsnuesulal] sEndnengy | 7.618 3 2.539 | 4.235 | 0.00
melungu | 237.460 | 396 | .600
374 245.078 399
ssiangu | 2453 | 3 | 818 | 2.098* | 0.10
AT aelungu | 154.392 | 396 | 390
374 156.845 399

AT 4 wuin dnfnwiligyinindselaedeasiiouiiunnsiesiu dnsinduladiodun

dudederueaulatliunnataiy waidleRansaduseds wui dndnwiszaulSyainidnduladontoniu

dodvruoaulaidudemiausn mnduidsauazauniniisuviniudess uaslueuanazdinsedud
Hudednuseulatunneineiuegalitod1AyneadAnisedu 0.05 waglilainn1InsIAaeUANLLANAITIEE
PgTuaaean Usngin
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1) wan1si3euiiunsinauled odudnsudedenuosulatifutomiausn mndudisinuas
QmmwLﬁ&mwh%"mﬁw%qmmw&JléfLa?{WiaLﬁauﬂuma@: wudn dauuandraiudmuauaug lawn dndnw
suulSaanindseld 9,001 vwiuly dedulededudriudedinuooulatifutecmausn mndudniisian
uazAun BT uA I3 snnnnAnwssiu Ui gaesaidseldidosnin 3,000 U 3,001-6,000 UM
ey 6,001-9,000 um

2) nanaiUisuituluowanaziinsdodudviiudedsanesulatnussldiadedodoudunee
wud dAnuwansaiuduauing loun ﬁﬂﬁﬂmszﬁuﬂ%mmﬁﬁﬁiwﬁ 6,001-9,000 UM TupUIANILEIAS
%aﬁuﬁmm?iaﬁmmaulaﬂﬁaaﬂd'}ﬁﬂﬁﬂwﬁ:ﬁw%zyzym?ﬁﬁﬁalﬁﬂaaﬂdw 3,000 U kag 3,001-6,000
v dnthAnvseiuUSyansisisngld 9,001 vmtuld Snsdrdulsluewanarndedurinudodeny
aaulaﬁmﬂﬂdﬂﬁﬂﬁﬂmszﬁuﬂ%mmﬁﬁﬁﬁalé’ﬁaaﬂdﬂ 3,000 UM 3,001-6,000 UM wag 6,001-9,000 UN

5.1.4 nan1siaszianuaandsesudrulszaunisnainuinisinadenisinaulededudrioy
dodsnuooulavasinAnunszduliyyns (Tnqussasddaii 3) dnwandondsil

A3deivuaiuUsdaszdwiuindauys Toun ndndue 10 n1sdndmine Msdaasunisnain
YABINT NTLUIUNTT HATANBUENINIENIN duiudsnu Laun msinaulatedudriudedinuesulatves
TnAnwseduUsuas uazianinansiinsziaduussansanduius (Correlation Coefficient) fawans
Tum5197 5

A15199 5 AnduUseanSandunius () seuinetadedludssaunisnainusnisnunisanauladedunn
Hnudediaueaulatvesindnussauuiyans Suundusieau

v v #u funs |, A | Auanwe .
AU AU o oA AU nsangula
a o ¢ N33R GRIGEEY NITUIU NN 2 a v
NafN N 1A o . UAaINg YFAUAN
YMNUY n1smana | ° [1F] NYUATN

Fundnduan 1.00

FUSIAN 0.500" 1.00

FAIUNTINTNUNE 0.446" | 0.235" 1.00

fuATaLESy 0.551" | 04917 | 0.478" 1.00

N1INARN

AIUUAAINT 0519 | 0384 | 0211 | 0474" | 1.00

AIUNTEUIUNTS 05427 | 0.447" | 0.382" 0.504" | 0.614" 1.00

ATUSNYULNG 0.520" | 0.388" | 0.436" 05677 | 05317 | 0.612" 1.00

ATYNTIN

mshnduladeduan | 05277 | 03697 | 0.319” 0.449™ | 0.495" | 0.526" 0.544™ 1.00

nuFedirusaulay

[y

*ydAgynNananszau 0.01

NANINT 5 NI Faulsdaszuardulsnuiinnuduiusmeuinegadvedfynieadaisedu
0.01 uasflamuduiusiulussiulunanisseiuios SeiuUsdasswasimulsmuinnuduiusiulussiu
Uunans Tgun sudnsasmemeniniunisinauladodudwiudedeuseulat Sanduussansavduiug
r=0.544 Frundnsasifunsdadulededudriudodinuesulat r=0.527 uazdunszuiunmsiunisinaula
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D¢

a

Foduanudadanuoaulal r=0.526 dudnlsdaszwarminusauidanudunusduluseaulas Tawn

v o v

auyaainsiunisinduladedudritud edianeeaulatl r=0.495 Aunisdeaiunisnainiun1sindula

D¢

a

Fodududedenueaulad r=0.449 drusimiunisdnauled edudniud edirueeulatl r=0.369 uay
frumsdadimirefunisiaauladedudriudedinnesulad r=0.319 uazdlofinnsanananuduiusaes
syieiulsdaseits 7 ¢ wui daudsBaseyndadinnduysyAnsanduiuslaiAy 0.8 uanein duusdass
Tiflanuduwusiutes (Stevens, 1992) i‘fqﬁﬂﬂimiwﬁmiamaawu@jmwu%umau (Stepwise Multiple
Regression Analysis) Ineiutladefiazsn duanslunsiedl 6

P13 6 MIlATwiNsanneenanluutuseulaeiiudadefiasi

s aduiivesaunisanase (model)
1 2 3 q
PUSNWUTNINEATN (X7) 0.544 0.370 0.275 0.248
AUNARATI (X,) 0.335 0.270 0.239
AIUNTTUIUATT (Xe) 0.211 0.156
AIUYAAINT (Xs) 0.143
AAsfl (Constant) 1.834 0.945 0.753 0.767
R 0.544 0.615 0.635 0.644
R® 0.296 0.378 0.403 0.414
R Change 0.296 0.082 0.025 0.011
Standard error of estimate (SEE) 0.526 0.495 0.486 0.482
F 167.573 52.080 16.494 7.631
Sig. (2 tailed) 0.00* 0.00* 0.00* 0.00*

*P<0.05

aaa

1NA1597 6 WU FaudsfidanuuansnatueteiiTeddynieadndisyau 0.05 Sioua 4 du
LauA AMUSNEAENIINIBAIN (X7) FUREATUIN (X1) ATUNTEUIUNIT (Xe) WaTAIUYARINT (Xs) WaZaIN15a
oSunle wail ﬁwué’wmzmnmﬂmmﬂuﬁaLLUié’WﬁULLiﬂﬁLﬁwdaumiamaa fauanunsaluniseduig
anuduulsrasnisiaduled edudiud odsnuesulavesdndnwseuusyansle Yosaz 29.60
o i TudA YN 19ai A 53AU 0.05 (RP=0.296, P=0.00) f2ud571d1gaun1sannesidudidvil 2 Ae
FunAR Y ansaesunaiinlasesay 8.20 aﬁmﬁﬁfaﬁwﬁmmaaaaﬁisﬁu 05 (R?=-.082, P=0.00) fauUs5%
iidaunsanneeifududl 3 Ao Munszuiums awnsoesueinldfesas 2.50 egrelitddnymisadan
s¥iU .05 (R?=0.025, P=0.00) wazsulsiingaunsanaseifudwugaing 1éud suyaains anusaesuie
WulaYosay 1.10 aa'wﬁﬁaﬁwﬁ“gwwaﬁﬁﬁﬁzﬁu 0.05 (R?=0.011, P=0.00) uazLil o5audauusia 4 &
daeiu Usnginannsaesutsanuiunusnisindulad edudrnud edsausoulatvesin@nuiseiu
Vs w3léSenas 41.40 egnafitfuddmeadffiseiu 0.05 (R*=0.414, P=0.00) dusauusdn 3 du leud
AIUTIAT ATUNTIATIMIUNEY WAZAIUNNTALETUNITAAIAQNARDBNIINANNTT demnlifinasensindulade
dudriudedsauoaulatvasin@nwisedudSyaes
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A15199 7 mansIAsIzvianduUseansnisanneyvestatedludssaunisnanausnsnikanenisanaulate
AuAudedsnuesulatvesindnwisyaulsgans

Unstandardized | Standardized Multicollinearity
. - Coefficients | Coefficients

AU 50dTY t |Sig.

Tolerance | VIF
b SE B

Amafl (Constant) 0.767 | 0.197 3.896 |0.00
PUSNWUENINIEATN (X7) 0.236 0.049 0.248 4.810%(0.00 0.556 1.799
PUNBRAUN (Xy) 0.292 0.060 0.239 4.868% (0.00 0.616 1.624
AUNTEUIUATT (Xe) 0.163 0.058 0.156 2.827%(0.00 0.485 2.062
éﬁu‘igﬂmﬂi (Xs) 0.125 0.045 0.143 2.762%(0.00 0.554 1.804

R’=0.414 SE=0.482 F=7.631 Sig.=0.00 *P<0.05

* fiedAgyneanAngeau 0.05

9nA151991 7 leviinisnsaaaeu Multicollinearity 91n# Tolerance vossaulsdassiiAnyiafu
0.485-0.616 %nqmdwmwﬁ%uﬁw Ao 11nN11 0.15 wag A1 Variance Inflation Factor (VIF) vo3siiuUsdasy
fiendaust 1.624-2.062 FaflAndulunuinast fle Tesniuasviiu 10 wanviduusdaselifianudiniusi
wazAThde i ludunduderu fufu fuusidudasssedu daunsdlfinuin A Tolerance waz VIF fidnse
Fwdu fio VIF fiegevide Tolerance fAnwn axliufuusdaszidluaunisanaes (Santikamn, 2008) uaz
NaMTIATIZiAadRnAgeU WU fien F=7.631 wasiien Sie. Wity 0.00 Fafldntesndn 0.05 uansdaLUs
daszedosnivinazinadediulsniy uazannsiesesideyadingnn wuin Jadvdndszaumsnaia
usnsiinasenisinauladedud Wi ederussulavvewindnwssiulsyansegraditeddynatng
5w 0.05 lewFeudisuthmiinvesiuUsdassisasuls wui deauauiudsdassiug e faudsi
fionsnaanunsaesvieanuiuUsnisinauladedudiudedinuseulatvesindnwiseiuliyans )

o 4

Tnedsuanuinlumies idad 1) dudnwanianenm (B =0.248, P<0.05) 2) siundnsiaui (B =0.239,

LY

P<0.05) 3) A1unszuuns (B =0.156, P<0.05) uag 4) A1uyaains (B =0.143, P<0.05) uenaniliaus

Baszyisdmuds dullanuduiusiBeuiniunmsanduladedudrinudedinuseulatvesinfnuseaulsygng

£

warasakansaNduiuslugUuuuaunisannaenyans Lol
Z=0.248X7 + 0.239X; + 0.156Xs + 0.143X5

5.2 aAUsIgna

5.2.1 mmmmW‘S’waqﬁﬂﬁﬂmﬂ%zqu%'@iadauﬂizaumimam‘u’%mi‘ummis'??amu?iaé’aﬂmaaulaﬂ
ogluszAumnynasdusznay lnesusuusn Ae dnuwaeyanieniw uenaniosdusznouresnisduasy
1139910 NTPUIUNIT HANSUE 59101 UARINT kazn153adnniie danuatanisseauunuagindifeai
Feaonadoafunanisitelnetinidevarsvinu Wy Do (2021) wui dadefiddgiianiidmareaudslade
poulall lakn ANuEInIaluNIIRBUALDIAINABINITTDIGNALADENANIZIANLAN wenaniidenndosiy



aga | MIEFIMeINsians ainerdesviggsregisnd Ui 11 atuil 2 (2567)
Journal of Management Sciences, Suratthani Rajabhat University Vol.11 (2) (2024)

5338989 Nongyai and Wirconrath (2019) finud fusznaunmsmsnevaussanufiosnisvesgnailagld
dulszaunisnain lawn ndadoel 5101 N133ndmie msdaasunisean anududiui wagnisuinig
diuyAna wag Jagdish (2020) wuln mia%f’m@mﬁhamﬁav‘fﬂéfﬁwmia%qé’ﬂwmwwmamwﬁw%’aﬂumi
T nunazdanuazmnlunsidiis Fensevaguienisidudilnnsgiutarlassaiisdnuaeaniennd
fagelauazidrddlddne samfsemazninlunisdede nsdndsdudn uasuinsiidedeld Fufuldd
fusenounsgsialugrraseoulaifianudniudondlafimginssuniadidsninas madendeduduay
U3msvesgni nasnsuaudeulumsdemsriussuudumesidn iethandszgndlunisimuanagnémg
mInanuazanInasaa LRl AL uazgndluouan

5.2.2 Lﬁam'%auLﬁaU{Jﬁadwuﬂﬂaﬁ’umiéﬁyaﬁuﬁmm?{aﬁmuaaulaﬁ wuin TnAnwUSensis
iAuAnaaty azdinisinauladefiuansnsty daaenadestunsidefifsadossevinane fauafuas
NYANTIULUINS TIuRAIUANFAVEIgNAT (Gao et al., 2020; Kurt et al., 2011; Melnyk et al, 2009; Chang
2007; Noble et al., 2006; Putrevu 2004)

5.2.3 anmsienetanduiusssrietafodulssaunsnanauimstiunsindulatoniudedse
poulatvesinAnwszaulTgens wulil Jadediulszaun1snatnfTuaNasNINIgAIN ATUNARA 9
FUNTEUIUNS wazd1uyAaIng danuduiusideuan drudedefiiianuduiussyduliunata Tdun
AMUANBULNIINIEAN FIUREAAI UaTAIUNTEUIUNMTIINAIAY daun1uyAaInTiaNduiusiuns
dndulaterudedsausoulall uii1azegluszdutos Feaenndesiunantsiforieunthil 1wy Nongyai and
Wiroonrath (2019) Fanuin fuszneunsvnadnaislidedenuseulatlngamemedndutomisnis
doansuazdndiming Tassjutfuamuvainvatsvesdud nszuiunisthsziulazdndedud msfnwanu
Judushvesgnd Inalamzmsnavausuasuiledgmandegissinsuazianizyana Do (2021) wui
Juilnafidodudtooulatideansndndusifdauam saudanssviunisiinndlasanensindedudn
Mullasatsarathorn et al. (2020) wu11 §uslaafiuualdudlezldunanwosueeulailunadeondedudl
ilosnfianuinglunisdumaudsddiaddunisldaniie fsaenndostunanisidenintedodon
Uszaudunszuaunistanuduiusfunisdaaulad enudedanueoulatl uay Phothikitti (2021) wuin
msoenuuuiuleduazesnuuuifonidutiadeiiidviwamniiandenginssunsdedudooulatvesuiloa
Feaonadostunanisitenssd iidadedulszaunisnaadudnuuenienienmd ssznoudae
nseenuuLfiasuuarzifegala mssenuuuiildenldie uaznslidevsznaviinadenisdindulade
sdedsauonulatinniign fudu Suduldilutgtulgndndulmuaarudesnisfenueuas g
Foenns ganaTefasusufliaanndestunudesnisvesgnAidludunannin auam Uin1IMdanmsug
wardununIran n1siszuunisuimsdanisnmsinsmheuuuesuladfviliusuasddeamnsansiy
anuzvesdudildnasniia waznagnsnisnszaedudadelniluniadeslsanietisladafndesisd
Uszansnw vinliaudndedlogndnegisvasnde sanifuasdduyunsindmiefignas nsilszuudans
gudeyanisnainuazalulafasaumATi AT Oy SUINITTINTININITAAIN §INTIUNNTITY S5UU
FAUNUTIUIEY TEUUNNTNTELAUAT WAZTEUUEIUIEANUATAINIANUGNATIUNTAAMNEUAIAIEAULDS
Fdsszuuliuinisvaanisee ssilvgsiainnulaiiounmemsudadulunaig
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6. #3UNANITINY

anunsnagUnamsIdeldcd

1) arunaviaedadudulsraunsmarausnislunisderudedenueeuladvesindnwsesu
Vianegluszdusnnynesdusznou Tngdusuusn Ae dnvaznmsmenmillfisitesiumseenuuudenan
uardeUsznoutesiiudnfiatsny thauly Wouldieuasfgele uenindesdusznovresnsduaiu
1139910 NTPUIUNIT HANSUI 59101 UARINT kazn153adnniie danuatanisseauunuagindifeai
SaduldafodiulsraunsnainuinIsdnaEnaMEnT MSELESINNIAATN NIEUIUNNT HART0]
37A1 YAAINT Uarn139AI MUY Lﬂumﬁﬂisﬂauﬁqﬂﬁﬂﬁmmé’ﬁ@uazmﬂﬁﬂssﬂ@Uma%’mﬁﬂ@@ﬂﬁﬁ
aunsneeniuUALUTEAININAAWETT AN sonoUauesn R eInsvegnATld Aasdunisainena
ToUspunienisuasdy

2) f]ﬁ]ﬁadauqﬂmaﬁmmﬂﬁmaﬁamaﬁmﬁuh%a?mﬁwmuﬁaé’aﬂuaaulaﬂmmﬁﬂﬁﬂmazﬁuﬁmmm%'
fumnsefu Wosnameuazinendaiinginssu Mauai wazarusninensaudiiseiy veninitade
Funeldadedoiou Wefeuisunsdnauladodudkudedieuesulatiiodudiisauazannin
WIBUMNS 1WA %Lﬁuiwﬁﬂﬁﬂmﬁﬁisﬁmwﬁqﬂ (9,001 U3 ul) azdnauladeduiiniudodeny
souladifuromausn iewniifdesausasndulaldsimdnisysusglde

3) JaduanUsraunMInaIRUANBUENIINIENIN AIUREASLI ATUNTEUIUNIT KALAIUYAAINT
fnasonsteduarinudednueaulatvosindnussiuusyaas PINANNTTOANRENAM LAk

Z = 0.248(AMUMEIN) + 0.239(FNUNGATN) + 0.156(\1UNTEUIUNT) + 0.143(FUYAAINT)

Fadilditatedudnuasnenenmildvinaunniiantunisinduladedudiudedsauooulad
fatiu fusznaviafedliauddysioniseonuuudnuasnamenimesiudiosuladlihalauasdoy
1#ine iitefsgalignénalanaziinlugnmsdaduladeluiian wonindUadedudinandnst Ty
AN AUAILAEUINNT Tnfensuimmdiniseidinruddydenisdadulatovesgnd Snvistiady
FunsrurumsA LY Rauinsruaumsdidesudweuaudwidouinislignd dusznaumssiodls
anud Aty sadensiiyaansgliuinisisatumauduazuinisasdosdaaamisludumiug
Winwgn1sveuazn1sliuing GefUssnounsdesdaidentviiuiindiliuinisgndiiivinws anuuay
ANANINSATINE ALY

7. VoLEUBMUY

7.1 dalauauuzINAITIVY
MnuamsAnyiaTmmaniavesgndriifivediuussannisnainuinislunistedudiudedens
ooulatl unztladviiddvinadensindulatoriudedsauoeulatddrsiudu wuth gnéliinnuddyfutade
drulszaumnainusnistunnauegluseauinn wazdadedudszaunisnainuimsmuinyuen1anegnn
wAnfwuat nsUIun1s waryaaing ddvsnadenisindulade dufu gsiafiavidignainooulatifsens
wisumIoutesmsmsnanvesnulusudnvaznsen liun msoonuuuiuiuudodsauesulaidil
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AuAIBLLaAsgale ansaldeulddie uazdedsznouriedaniny nm dsanagidleRunauls
Tusundndnel guszneumsmstaudiivatnuats Saanuaziiauls swfsiianuidedieludiy
nszuILNs JUsznaunsiudludedinusaulavdoaiiunisuinisiiazninsinigs wsenisldau uaznss
muAEFaInsresgnAn aunsaddsldluszerinandu danuindeienasUaendelunisdiszidu ludu
yaans msdszuumsuinsneudniuuarlimuugiimiedeasiiduusglon] sufwsanuanudeans
yosgnAiiieairauszaunisaifiatunaidnie uenanilludrumsdaaiunisean fuseneunisensiifonsau
uAsgMsdaaiunisne sudamsihaudlasyanadiiauladnde

7.2 $owuauuzlumsisuadeioly

7.2.1 asfnuiifelureuavesUssansiiniiedu 1w duilnatevinnu mudogeony idneldgs
wazdimusiuadduseliug

7.2.2 ensfnwdmiugUuuvdevidennduddidnnsedndsuuuudu 1wu uwanresueeulatl Su1diin
waa WJusiy

7.3 Fordusnuzitauluuie

ssiamsiimsuiuiliiiiukazaenndesiuaudensvesuilag lnenislvanuddgiunisly
drudszaun1snanauinisne 7 auedramnzan Tnslwsdnvarnanienn Tineitestunsesnuuy
$ruduudedenuooulavilvianssm uidagala 1deuldine vennidiosliauddyiedunanfost
ATUNTZUIUNT WALATUYAAINT

8. AnANIsUUIZTAA

VOUDUAMNNINGHElTiasssudsy Mufsnsmadilunsiianudisviiowusdmiounsli
darausiurluniidensel uenanddweveununguiiegrmnitumideaaziianlunislideyadmiu
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The Impact of Social Media Beauty Influencers on the Image and Purchasing

Decisions of Cosmetic Customers Living in Suratthani Province
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Abstract

The Internet has an important role in product decision-making; therefore, influencers are a
popular tool for creating brand images and influencing decision-making, especially in the cosmetic
business. This research aims to study the relationship between online beauty influencers and brand
image and purchasing decisions of cosmetic consumers in Surat Thani Province. The population consists
of consumers in Surat Thani who purchased cosmetic products influenced by online beauty
influencers. The sample size consisted of 400 respondents, and combined sampling methods
(purposive and snowball) were applied. Data were collected via questionnaires regarding beauty
influencers on social media, brand image, and purchase decisions, with reliability coefficients of .867,
.814, and .869, respectively. The data were analysed using frequency, percentage, mean, standard
deviation, and structural equation modelling (SEM).

The research results indicate that the influence of beauty influencers on social media has a
positive relationship with brand image and purchasing decisions at a statistical significance level of

0.001. The structural equation modeling results show that the measurement model is consistent with
the empirical data. The fit indices are at a very good level (Chi-square (XZ) = 589.731, p-value = 0.001,
Xz/df = 1573, RMSEA = 0.038, GFI = 0.917, CFl = 0.984, NFl = 0.958). Therefore, marketers should

utilize online influencers to build brand image.
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1. Introduction

Consumers today are paying more attention than ever to their looks. As a consequence,
cosmetics have become a popular consumer product and play an important role in daily life. This is
true for not only female consumers, but nowadays, it is also expanding to a large number of male and
LGBTQ consumers who care about their image and want to look their best. In 2017, the total value of
Thailand's cosmetic industry was approximately 251 billion baht, with the domestic market at 168
billion baht, an increase of 7.8 percent. Skincare products make up the largest share of the cosmetics
market, accounting for 46.8%. At the same time, the export of Thai cosmetics to the world market is
estimated at 83 bhillion baht (Kasikorn Research Center, 2018). Digital media has started to play a
significant role in people’s lives; therefore, social media is an important tool for marketing in today's
era. An investigation of current online media consumption behavior found that 9 3 % of internet users
worldwide watch online videos and 51 % view vlogs of celebrities and social media influencers
(Mahitthiwanitcha, 2019). Additionally, it found that 70% of consumers find information through online
media before making a decision, and 47% from reviews of blogs (Positioning, 2019). Reviews are online
word of mouth, from the real experience of reviewers. Therefore, it has an easier and faster impact on
the decision-making process (Yamutai, 2015). As a result, influencer marketing has increased implicitly
(Tanachote, 2020) and is becoming a favorite among digital marketers and business entrepreneurs.

Surat Thani is the center in the upper southern region of Thailand with a population of
1,063,501 (Surat Thani Provincial Statistical Office, 2019) indicating the high potential for all products
and services. This province has an average income per household ranked 1 in 5 in Thailand, up to
38,026 baht per household (Smart SME, 2018) and an average expenditure per household is 24,743
baht (Surat Thani Provincial Statistical Office, 2019). Moreover, the usage of internet by people in Surat
Thani was approximately 880,920 cases in 2020, 82.83% of the population (Surat Thani Provincial
Statistical Office, 2021). While, culture impact setting marketing strategies as well as celebrity or online
influencers. The question then arises about how people in Surat Thani use the internet and how
influencers are chosen which will benefit online marketers to focus Suratthani area.

Modermn marketers emphasize applying online influencers in digital marketing strategies. It is
due to online influencers playing a more significant role as spokespersons when compared to the use
of traditional celebrities. Online influencers are characterized by many loyal and dedicated social
media followers. Influencers are distinguished from traditional celebrities; they can create massive fan
communities via online social groups and platforms, as well as build close connections and trust
among their fans. Normally, influencers are real-life consumers with in-depth knowledge or expertise
in certain products or services, especially cosmetics. Therefore, this empowers them to motivate their
followers toward desired behaviors. The influencers play an important role in changing the attitudes,
thoughts, values, beliefs, behaviors, and decision-making of customers in the digital era (Saito et al,
2015; Ennaji et al., 2018; Watthanaruengnan, 2015; Umanachai, 2013). Current cosmetics businesses,

therefore, use beauty influencers mostly to build brand awareness, create engaging content, and
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announce giveaways. Beauty influencers can also increase brand awareness by creating hashtags or
keywords. Moreover, influencers can provide vast visibility and reach target customers according to
most people’s distaste for intended advertising. Marketers also apply influencers to build a good image
for both companies and brands and recover brand image. Trust and authority can be improved by
applying the right influencers. When they post some content, it can create a sense of instant credibility
from vast followers. Influencers can also boost sales and stimulate consumer decisions. Consequently,
beauty influencers on social media are playing a huge role in targeting consumers (Mahasamut &
Khruchit, 2016).

From the literature reviews, it was found that online influence has been widely investigated.
However, a neglected research gap was noticed. There are prevalent studies on the impacts of online
influencers and brand image (Hermanda et al.,, 2019; Dreifaldt & Drennan, 2019; Nurhandayani et al,,
2019; Putri & Trenggana, 2021; Tamara et al., 2021), purchase decision making (Jarusvasunt, 2016; Putri
& Trenggana, 2021; Tamara et al., 2021; Rattanachat & Chaiprasit, 2014; Ananda & Wandebori, 2016;
Takoolsom, 2019; Sa-ngardam et al.,, 2020; Hermanda et al.,, 201 9), and brand image and decision
making. (Chinosuntrakorn, 2010; Hiranprateep, 2016; Siriwong et al,, 2017; Thaihan et al,, 2019;
Prabandari et al,, 2018; Hermanda et al,, 2019; Nurhandayani et al.,, 2019; Tamara et al,, 2021). Most
previous research emphasized the direct impact of influencers on other factors, whereas indirect
effects have been overlooked. Although there is a paper concerning the mediating of the brand image
between positive word-of-mouth and purchase intention (Prabandari et al.,, 2018), however, online
influencers were not included in this research. Obviously, the indirect effects of online influencers on
decision-making through brand image as a mediator have been of less concern. Furthermore, consumer
behaviors are influenced by many factors, especially culture. As a result, diverse areas may cause
different effects of online influencers on brand image and decision-making. As a consequence, this
study not only looked to confirm the direct impact of online influencers on brand image and decision-
making but also to investigate the indirect effect of online influencers on decision-making mediated
by brand image. Therefore, the results can clarify the important role of online influencers in promoting
brand image or decision-making, or both. Consequently, the research contributions can provide

practical implications for both academics and online marketers.
2. Objectives

2.1 To study the impact of social media beauty influencers on cosmetic purchase decisions.

2.2 To study the impact of social media beauty influencers on cosmetic brand image.

2.3 To study the impact of cosmetic brand image on purchase decisions.

2.4 To study the mediating effect of brand image between social media beauty influencers and

purchase decisions.



A13EITIMEINITIANT ARINNAEINUANEI 855110 TN 11 adud 2 (2567) | 475

The Impact of Social Media Beauty Influencers *1

3. Literature Review and Conceptual Framework and Research Hypothesis

3.1 Literature Review

3.1.1 Beauty Influencers on social media

Beauty influencers on social media are people who create brand content and describe the
brand's value of cosmetic products. Normally, the influencers have a huge fan community and
followers and they get a great number of ‘Likes’ on their Fanpages and video views (Ryan & Zabin,
2010). Social media includes all types of internet platforms such as Blog, Instagram, Facebook, and
YouTube. Therefore, the influential level of the influencer depends on the number of views and
followers. It found that applying celebrities in branding requires consideration of five key attributes and
is known as the TEARS Model (Georgantopoulos et al., 2018). The model includes 1) Trustworthiness.
This is the consumer's perception of celebrities’ honesty, and correctness, the celebrities must create
credibility and professionalism leading to consumer confidence (Nurhandayani et al, 2019;
Senchaowanich, 2013). 2) Expertise. This refers to the capability of the spokesperson in specific areas
of beauty, who have the modern knowledge, experience, or other skills that show how to use
cosmetics effectively, therefore, consumers believe in the presented information. 3) Attractiveness.
This attribute is in reference to the appearance, personality, and communication skills of the
influencers. 4) Respect and recognition. The influencers must receive positive recognition and respect
from their followers, have a successful life, be good role models, and be an inspiration to other people.
Lastly, 5) Similarity. Beauty influencers on social media have similar characteristics or are representative
of consumers: such as personality, lifestyle, skin color, or preference for similar styles.

3.1.2 Brand Image

Keller (1993) defined brand image as “perceptions about a brand as reflected by the brand
association held in consumer memory”. These associations refer to any brand aspect within the
consumer’s memory (Aaker, 1996). The brand’s image describes the consumer’s thoughts and feelings
toward the brand. In other words, brand image is the overall mental image that consumers have of a
brand, and its uniqueness in comparison to the other brands. Brand image is related to the consumers’
use of the brand to reflect their symbolic meaning of consumption and identity in self-expression (Lau
& Phau, 2007). Consumers ascribe a high quality to esteemed brands (Rubio et al., 2014). A brand image
that is familiar to the consumer’s perspective can help the companies to propose new brands and
increase the sales of current brands (Burt & Davies, 2010; Diallo et al., 2013; Martenson, 2007; Wu et
al.,, 2011). Additionally, Keller (1998) explained that the information node associated with the brand
and its meaning in the memory of consumers plays an important role in creating brand value as
follows: 1) Attribute means physical characteristics or functions of the products or services with the
brand, the product must be of good quality. (Chinosuntrakorn, 2010; Suksatiean, 2016, Tangpradit et
al., 2017; Robinson, 2018; Thaihan et al., 2019; Tharakan el at., 2019) and must have a reasonable price,
be worthwhile and worth the price (Chinosuntrakorn, 2010; Suksatiean, 2016; Robinson, 2018;
Samridnan, 2018; Thaihan et al., 2019; Nurhandayani et al.,, 2019). Additionally, the development of
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up-to-date innovations that make the product beautiful, elegant, and modern (Nurhandayani et al.,
2019). 2) Benefits, it is the functional benefits of products or services. This indicates the rationale to
buy products and services of customers. The product must be reliable, quality is suaranteed, does not
cause harm to consumers, as well as having to provide solutions that meet the needs of customers.
3) Attitude. This arises from beliefs and affecting behavior which can be expressed both positively and
negatively on the brand. Different attitudes arise from learning and can be modified. According to
Prabandari et al. (2018), it is explained that if a brand image has a positive reputation in consumer’s
minds, it is the unique characteristic of the brand that differentiates them from competitors, the
products are widely known by the people, and lastly, the brand keeps up with the development or
changes over time as a way for maintaining the brand image.

3.1.3 Purchasing decisions

At this juncture of the digital age, a massive number of customers have migrated to social
media platforms. Consumers can find information easily to make a purchase and it’s an ideal platform
for marketers to communicate with consumers. Complex decision processes often involve multiple
elements; therefore, marketers are interested in consumer behavior (Kotler, 2003). Before customers
decide to buy or use a product or service, there are 5 steps that consumers take into consideration:
Firstly, 1) problem or need recognition, in this stage consumers have a problem or a need and they
are looking for a product to solve their problem/fulfill their needs. Consumers’ need recognition may
arise from internal or external factors, moreover, the need may vary by individual. Online influencers,
an external factor, are also motivation factors causing consumers to conform, believe, and desire to
have what the influencers present. 2) Information Searching, in this stage consumers search for more
information before making a decision, they want to know about the product such as benefits, price,
promotion, user reviews, etc. (Prabandari et al., 2018). Sources of information may be different for each
person. The various sources may be from asking relatives and friends, advertising - from both primitive
and online media, official websites, agent websites, online agents, social media, etc. 3) Evaluation of
alternatives after consumers find information, alternatives are classified and then each alternative is
assessed. Alternative criteria of each person depend on the person and circumstance, for instance,
brand image, cost, promotion price, packaging, influential person, etc. This may depend on taste, belief,
or faith in that brand. 4) Purchase Product selection, is the outcome of making the decision. Therefore,
the final solution informs consumers on what to buy, when to buy, and how many. Comparing
expectation and experience has occurred in this stage leading to customer’s attitude, dissatisfaction,
or satisfaction causing behaviors after using the products/service. Lastly, 5) Post Purchase Behavior; this
occurs after consumers have used or consumed the product, a comparison between the consumer’s
expectation and experience occurs-leading to an outcome attitude consisting of satisfaction or
dissatisfaction which causes behavioral intention further. Post-purchase behaviors might be
telling/recommending to others (Thaihan et al., 2019; Prabandari et al., 2018; Nurhandayani et al., 2019;
Poturak & Softic, 2019), positive posting and comments (Tanapun, 2016), repurchase (Thaihan et al,,
2019), and brand loyalty (Thaihan et al., 2019).
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In addition, Table 1 presents a summary of the study of Beauty Influencers on Social media,
which found that the relevant factors were Attractiveness, Trustworthiness, Expertise, Respect, and
Similarity. Table 2 presents a summary of the Brand Image Factor study, which found that the relevant
factors were Attributes, Benefits and Attitudes. Table 3 presents a summary of the Purchasing Decisions
study, which found that the related factors were Problem Recognition, Information Search, Evaluation

of Alternatives, Purchase and Post-purchase.

Table 1 A Summary of the Beauty Influencers on Social Media Literature by Authors.
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Table 3 A Summary of the Purchasing Decisions Literature by Authors
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3.2 Conceptual Framework
BEAUTY INFULENCERS)
ON SOCIAL MEDIA (H1)

PURCHASING
DECISIONS

BRAND IMAGE

Figure 1: Conceptual Framework
(H1) social media beauty influencers positively affect cosmetic purchase decisions
(H2) social media beauty influencers positively affect cosmetic brand image
(H3) cosmetic brand image positively affects the decision to purchase cosmetics
(H4) social media influencers positively affect cosmetic purchase decisions mediated by brand image

Source: The authors
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3.3 Research Hypothesis

The relationships among the studied factors are found in previous research. Many research
confirmed that social media influencers have a significant effect on purchase intention (Putri &
Trenggana, 2021; Tamara et al,, 202 1; Rattanachat & Chaiprasit, 2014; Jarusvasunt, 2016; Ananda &
Wandebori, 2016; Takoolsom, 2019; Sa-ngardam et al., 2020). Conversely, the relation between social
media influencers and purchase intention was not found (Hermanda et al,, 2019). The social media
influencer’s ability to influence consumers’ purchase intention was not given a significant impact in
the research paper of Nurhandayani et al. (2019). It can be concluded that the relationship between
influencers and purchase decisions in previous research is contradictory. Then, H1 is proposed to re-

check the relation.
(H1) social media beauty influencers positively affect cosmetic purchase decisions

In the case of brand image and influences, many finding found the positive correlation
between social media influencers and brand image (Hermanda et al., 2019; Dreifaldt & Drennan, 2019,
Nurhandayani et al., 2019; Putri & Trenggana, 2021; Tamara et al.,, 2021). Then, H2 is proposed to
confirm the relation.

(H2) social media beauty influencers positively affect cosmetic brand image

Most papers revealed the positive relationship between brand image and purchase decision
(Chinosuntrakorn, 2010; Hiranprateep, 2016; Siriwong et al., 2017; Thaihan et al., 2019; Prabandari et
al,, 2018; Hermanda et al., 2019; Nurhandayani et al., 2019; Tamara et al., 2021). This means that the
better the brand image in the mind of consumers, the higher the intention of consumers to purchase

them. Consequently, H3 is projected to confirm the relationship in the context of cosmetic products.
(H3) cosmetic brand image positively affects the decision to purchase cosmetics

Lastly, regarding the relationship among influencers, brand image, and purchase decisions,
there are fewer intentions of mediating the brand image between influencers and purchase decisions
and no universal correlations. There is a paper concerning the mediating of the brand image between
the positive word-of-mouth on purchase intention (Prabandari et al., 2018). It is not a decision-making
process; word of mouth is just a post behavior. Hermanda et al. (2019) found that social media
influencers have no significant influence on purchase intention, but have a significant positive influence
on the brand image. Additionally, brand image has a significant positive influence on purchase intent.
Nurhandayani et al. (2019) confirm that social media influencers have a huge positive impact on brand
image building. However, social media influencers did not have an impact on the purchase intent of

the consumer. Isyanto et al. (2020) found that online influencers impacted purchase intent and image
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affected purchase intention, significantly. Simultaneously, influencer marketing and brand image
affected the purchase intention significantly. Therefore, H4 was proposed to investigate the indirect

impact of social media to purchase decisions through brand image.

(H4) social media influencers positively affect cosmetic purchase decisions mediated by brand

image
4. Research Methods

4.1 Details of Population and Sample size

This study is quantitative research. Data were collected from a sample of the infinite
population. The population was consumers living in Surat Thani who had purchased cosmetic products
because of online beauty influencers. Cochran (1977), significant at 0.05 was used to calculate the
appropriate sample size, the sample size was 385 respondents. However, this study applied the
Structural Equation Model: SEM to analyze the hypotheses, therefore having an appropriate sample
size was considered critical. As proposed by Kline (2010) recommended 100-200 for a minimal sample
or 5 per free parameter. Furthermore, Hair et al. (2010), the sample size used in the research should
be 300 with the models having 7 or fewer constructs. The 385 samples were adequate. However, to
protect any errors from collecting data and incomplete data, the final number of samples where data

was collected was 400.

4.2 Sampling Techniques

According to the research objectives and the sample’s contexts, combined sampling methods
both purposive sampling and snowball sampling were applied to collect data. Purposive sampling was
conducted to conform to the research criterion, who had experience buying cosmetic which was
influenced by online influencers. While, applying snowball is applied when samples are difficult to find
and need referral networks (Cooper & Schindler, 2013: 360)

4.3 Data Collection, Analyzing Methods and Interpretation of Results

According to research tool development, there were 4 steps undertaken. These consist of
1) synthesis variables to construct a measurement model from previous findings and others. 2) Index
of Item-Objective Congruence was checked via 2 academic experts and a marketing expert. All IOCs
were > 0.67, there were no deleted items, but sentence correctness was done. 3) Considering Human
research ethics was employed through the committee of Suratthani Rajabhat University, IRB code SRU-
EC2021/025. Lastly, the reliability and validity of the questionnaire were tested by applying a pilot test
with 3 0respondents excluded from the research sample, the Cronbach’s Coefficient Alphas of each

variable; influencer = .867, product image = .814, and decision to buy cosmetics = 0.869 were higher
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than 0.7 (Nunnally, 1978; Hair et al., 2010; Panayides, 2013). Additionally, Corrected ltems-Total
Correlation were > 0.3 (Field, 2005).

The questionnaire was separated into 5 sections; demographics, influencers, image, the
decision to buy cosmetics, and lastly, recommendations. Close-ended and open-ended questions were
in demographics (10 questions) and recommendations sections. While, the Likert scale with 5 scores
was applied to influencers (23 items) (Sivesan, 2013; Chaovalit, 2014; Ananda & Wandebori, 2016; Putri
& Wandebori, 2016; Selfarianda, 2016, Rahmi et al,, 2017; Wright, 2017, Nurhandayani et al, 2019;
Widyanto & Agusti, 2020; Isyanto et al., 2020; Rattanachat & Chaiprasit, 2014; Na Ranong et al., 2016;
Jarusvasunt, 2016), images (15 items) (Chinosuntrakorn, 2010; Hiranprateep, 2016; Suksatiean, 2016;
Siriwong et al., 2017; Samridnan, 2018; Rojanavitskul, 2018; Thaihan et al, 2019), and the decision to
buy cosmetics (17 items) (Chuensuksorn & Phaengkasorn, 2013; Nakto, 2014; Aisyah, 2015; Tanapun,
2016; Kempao, 2017; Meng, 2018; Binsuwan & Thongchin, 2018; Sriboonak & Phongsataya, 2019;
Seangphanich, 2019; Jiang, 2019; Gomes et al., 2020). A likert scale with 5 levels was applied, 1 means
the lowest agreement and 5 means the highest agreement.

Online Collecting data via Google form was applied to collect data from cosmetic customers
living in Suratthani and had online purchasing influenced by influencers. The data were collected
online during January—March, 2021.

Statistics both descriptive and inferential were employed to analyze the data. The Structural
Equation Model by the AMOS program was conducted to test the research hypotheses. The criterions
for fit indices from the literature was explained. Chi-square (X2) is higher than 0.05 (Schumacker &
Lomax, 2004). Relative Chi-square: X2/df is lower than 2.00 (Schermelleh-Engle et al., 2003). The
goodness of fit index (GFI) should be > 0.90 being good fit (Schumacker & Lomax, 1996); Hair et al,,
(2010). Normed Fit Index (NFI)> 0.95 = very good fit (Hu & Bentler, 1999; Kline, 2005; Schermelleh-
Engle et al., 2003). The Comparative Fit Index (CFI) is > 0.95 being very good fit (Hu & Bentler, 1999;
Schermelleh-Engle et al., 2003). Root mean square error of approximation (RMSEA) < 0.05 = very good
fit Kline (2005); McDonald & Ho (2002); Schumacker & Lomax (1996).

5. Research Results and Discussion

5.1 Research Results

5.1.1 Respondent’s Data

Most respondents were female, aged 21-30 years, single, with education being in bachelor’s
degree, and income <10,000 baht per month. Mostly, they lived in Muang district, Surat Thani. The
top three online media for searching for beauty influencers are Facebook, Instagram, and Twitter. Most
of them used body and facial treatment products. People influencing purchasing beauty products were

beauty influencers followed by friends and social recommendations, and actors/actresses/singers.
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5.1.2 Confirmatory Factor Analysis (CFA)

Firstly, there was checking data normality according to SEM’s condition. It found that data was
of a normal distribution, Skewness in a range of -1.003 to -.298, which was acceptable, < +2 (Hair et
al, 2006), and Kurtosis in a range of -.604 to .607, <+8 (Kline, 2005). A generally accepted range of
skewness and kurtosis for normal distribution determination values between -2 to +2 is acceptable
(George & Mallery, 2010; Khan, 2015). The statistic showed that skewness and kurtosis were close to
zero, therefore it was a normal curve. Additionally, relations between variables were in the acceptable
range, 0.293-0.790, 0.8 (Young, 2017; Belinda & Peat, 2014), and there was no multicollinearity.
Consequently, the data was suitable to analyze CFA and SEM further.

According to Confirmatory Factor Analysis, firstly, First-order CFA was conducted, followed by
Second-order CFA. The measurement model was adjusted to increase model fit, there were 23 items
deleted from a total of 55items to improve the fit of the measurement model. Three components of
influencers consisting of expertise, similarity and attractiveness, and benefit in brand image were
delated in order to improve the model. Finally, it found that the measurement model was well
harmonious and consistent with empirical data. The fit indices were in acceptable range, X2 = 647,
Degrees of Freedom (df) = 386, p-value = 0.00, X2/df = 1.676, RMSEA = .041, GFI = .911, CFl = 0.981,
TLI = 0.975, NFI = 0.954, and IFI = 0.981.

The reliability and validity of the measurement model were verified. Factoring loadings of
observed and latent variables were higher than 0.50 (Hair et al., 2010), in a range of 0.721-0.915, and
Standard Error (SE.) in a range of 0.016-0.063. T-values of all variables were higher than 1.96 and
significant at 0.000.

Table 4 Statistics of Confirmatory Factor Analysis (CFA)

Factor Factor SE | t-value | e
Loading

Beauty Influencers on Social Media (INFU)
Trustworthiness (TRUS)
Trus1- Beauty influencers are reliable. .821 034 | 12.011 | .67
Trus2- Beauty influencers have a wide variety of cosmetics. .857 026 | 11.129 | .72
Trus4- Beauty influencers can freely express their opinions on .808 034 | 12.146 | .65
reviewed products.
Trus5- Beauty influencers are sincere, and do not lie to get 770 .044 | 12.583 | .59
sponsorships.
Respect (RES)
Res1- Beauty influencers are recognized and loved by many .893 .034 6.678 | .80
followers.
Res2- Beauty influencers have a large number of interactive .881 .036 7.198 | .78
video/content followers such as Like, Share and Comment.
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Table 4 Statistics of Confirmatory Factor Analysis (CFA) (Continue)
Factor Factor SE | t-value | e
Loading
Res3- Beauty influencers are gaining popularity in the 768 063 | 9.851 | .59
cosmetics industry.
Resd- Beauty influencers are famous and have a huge 770 037 | 12.234 | .59
number of followers.
Brand Image (BRIM)
Attributes (ATB)
Atb1- Beauty influencers make you feel that cosmetics are of .876 023 | 10.499 | .77
good quality.
Atb2- Beauty influencers let you know that the products are .863 023 | 10.865 | .74
diverse, with different attributes.
Atb3- Beauty influencers reflect you the social status 743 .045 | 12417 | .55
Atbd- Beauty influencers reflect your desired personality. 162 039 | 12.669 | .58
Atb5- Beauty influencers make you know about .837 029 | 10.786 | .70
beauty/luxury/modern cosmetic packaging.
Atb6- Beauty influencers organize various activities/programs 121 049 | 12909 | .52
Attitudes (ATU)
Atul- you feel satisfied after watching videos of beauty .905 .016 | 10.780 | .82
influencers
Atu2- you have a good feeling about beauty influencers who .907 .017 | 10.750 | .82
present a good reputation for the cosmetics products
Atu3- you conform to beauty influencers who give positive .900 .018 | 11.091 | .81
information about cosmetics
Purchasing Decision (PURD)
Problem Recognition (PRO)
Prol- You want cosmetics because you get reviews from .848 .028 | 10.741 | .72
beauty influencers.
Pro2- You need cosmetics because you desire to look like .844 026 | 10.317 | .71
beauty influencers.
Pro3- You want cosmetics because you get promotion .832 .031 | 10.591 | .60
information from beauty influencers
Information Search (INF)
Inf1- You find out more information about cosmetics from 915 .019 8.191 .84
beauty influencers before making a purchase.
Inf2- You find information from various channels before 914 016 | 10.423 | .84
making a purchase.
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Table 4 Statistics of Confirmatory Factor Analysis (CFA) (Continue)

Factor Factor SE t-value | e
Loading

Inf3- You find information from people using the products. .906 .028 | 10.741 | .82

Evaluation of Alternatives (EVA)

Eval- You decided to buy cosmetics based on price and

quality. N .032 11.005 | .60

Eva2- You decided to buy cosmetics based on the reputation

and credibility of beauty influencers 867 .022 | 10.230 | .75

Eva3- You decided to buy cosmetics based mainly on the

reputation of the cosmetic brand. .823 025 | 11.729 | .68

Purchase (PUR)

Purl-You decided to buy a cosmetic product because of

online influencers .886 019 | 10.301 | .79

Pur2- You decided to buy a cosmetic product because you

agreed with what influencers persuade and build customer

relationships technique 847 .023 | 11.500 | .72

Pur3- You decided to buy because of advertising via various

media. 863 020 | 11.168 | .74

Post-purchase (POS)

Pos1- You feel satisfied after using the cosmetics based on

the beauty influencers. .909 .016 9.180 | .83

Pos3- You will recommend your friends or acquaintances to

buy cosmetic products as social media influencers suggested .830 .028 | 11.516 | .69

Posd- You will repurchase the used products recommended

by beauty influencers. 875 .021 10.541 | .77
Table 5 Reliability and Validity of the Measurement Model

CR AVE MSV MaxR(H) BRIM INFU PURD

BRIM 0.948 0.902 0.865 0.948 0.950

INFU 0.940 0.886 0.839 0.954 0.916 0.941

PURD 0.973 0.877 0.865 0.977 0.930 0.851 0.936

Remarks; BRIM= Brand Image, INFU = Beauty Influencers on social media, PURD = Purchasing
Decision, and Sig. at 0.00

According to table 4 and 5, the statistical results supported the reliability and validity of the
measurement model. The reliability and convergent validity were verified, Composite Reliability (CR) of all
variables was > 0.7 (Hair et al,, 2014), BRIM=0.948, INFU = 0.940, and PURD= 0.973. The Average Variance
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Extracted (AVE) of each variable was higher than 0.5 (Hair et al, 2014), BRIM=0.902, INFU = 0.886, and
PURD = 0.877. Additionally, the discriminant validity of the measurement model was confirmed,
considered from MSV< AVE (Hair et al., 2010), BRIM = 0.865 < 0.902, INFU = 0.839<0.886, and PURD =
0.865 < 0.877.

5.1.3 Structural Equation Model and Hypothesis Testing

The SEM’s findings showed that the hypothesis model was consistent and harmonious with
empirical data. The fit indices were good; X2/df = 1.573, RMSEA = .038, GFl = .917, CFl = 0.984, and
NFI = 0.958 which were very close to 1. The structural equation model is demonstrated in figure 1.

According to figure 1, the finding revealed that cosmetic buying decisions were influenced by
influencers and product image. Influencers had a significant positive impact on the product image and
buying decisions. Interestingly, the impact of influencers plays a more critical role in product image
(0.92) rather than that in buying decisions (0.20). It can be interpreted that influencers can sufficiently
create positive product images more so than stimulate buying decisions. Additionally, product image

had a high positive impact on buying decisions (0.75) of cosmetic’s consumers.
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Figure 2 The Structural Equation Model Result
Source: The authors

5.1.4 Hypothesis Testing

From the structural equation model, the findings showed that all hypotheses were supported.
Firstly, online influencers have a significant positive impact on purchasing decisions, the coefficient was
0.20, significant at 0.001., Therefore, H1 was supported. It is also found that online influencers had a
critical impact on the brand image (0.92), significant at 0.001. Then, H2 was accepted. In addition, H3

was supported as brand image positively impacted purchasing decisions, significant at 0.001. Lastly, H4
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was also confirmed as the brand image was a mediator between the relation of influencers and buying

decisions, the indirect effect was .70, and the total effect was .89.

5.2 Discussion

The research confirmed that beauty influencers on social media have a positive influence on
cosmetic purchasing decisions corresponding to previous findings in both Thai and interational papers
(Ritveeradej, 2019; Ananda & Wandebori, 2016; Putri & Trenggana, 2021; Takoolsom, 2019; Sa-ngardam
et al,, 2020). It indicated that beauty influencers play important role in buying decisions in the internet
era. Putri and Trenggana (2021) claimed that social media influencers have a significant influence on
purchase intention, with an effective value of 0.434. Ritveeradej (2019) found that micro-Influencers
affected the decision to buy organic cosmetics online media of women in Bangkok. Similarly, Ananda
and Wandebori (2016) found that reliability, expertise, and attractiveness of influencers were projected
into consumer attitudes to determine the impact on purchase intent. The research of Takoolsom
(2019) found that overall cosmetic purchase intent was positively correlated with perceptions of the
composition of well-known individuals who endorse cosmetics. The image aspect being the similarity
was the highest important followed by the trust aspect, expertise and respect, and acceptance.
Additionally, Sa-ngardam et al. (2020) found that similarity, trust, and expertise affect the perception
of the cosmetic brand value, however, beauty influencers on social media had less impact on cosmetic
buying decisions. Differently, Hermanda et al. (2019) found that social media influencers did not have
a significant influence on purchase intention. Additionally, Nurhandayani et al. (2019) also found there
was no influence between social media and consumers’ purchase intention.

The finding revealed that beauty influencers on social media had a direct influence on brand
image. This is consistent with research by Hermanda et al. (2019), it has been shown that there is a
significant positive correlation between social media influencers and brand image. Furthermore,
Dreifaldt, and Drennan (2019) found that online influencers had a strong influence on consumer
purchasing intention, including perception or brand image. Nurhandayani et al. (2019) found that social
media influencers and their brand image had a significant level. This is because a brand image is formed
only when there are intermediaries such as social media influencers who build direct relationships with
consumers and promote brand loyalty.

The brand image of cosmetics had a positive influence on cosmetic purchasing decisions.
Consistently, Hiranprateep (2016) found that brand image and attitude influenced the purchase
intention of cosmetics, and the composition of attitude found that attributes and benefits correlated
with the intention to buy cosmetics. Siriwong et al. (2017) found that attributes, benefits, and values
affect cosmetics buying decisions. Significantly. Thaihan et al. (2019) found that the overall brand
image-level was high. If considered on a case-by-case basis, it was found that it was at a high level in
all aspects, including attributes, culture, benefits, personality, values, country of origin, and users

respectively.
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Beauty influencers on social media have a positive influence on purchasing decisions,
mediated by brand image. Surprisingly, the social media beauty influencer had an indirect impact
higher than a direct impact on decision making. It can be interpreted that beauty influencers can be
a good tool to build brand image rather than using it for stimulating the decision-making of consumers.
Similarly, brand image was a mediator in tea product buying decisions. However, there was less
intention from previous papers focusing on mediating the brand image between influencers and
purchasing decisions. Hermanda et al. (2019) found that social media influencers had no significant
influence on purchasing decisions but had a significant positive influence on brand image. However, it
found that tea products’ brand image was a significant mediate the influence of positive word-of-

mouth on purchase intention (Prabandari et al., 2018).
6. Conclusion

Both influencers and images positively influence making the decision to buy cosmetics.
However, it can be concluded that influencers are suitable to create brand images rather than

stimulating a decision to buy.
7. Suggestions

7.1 Suggestions from Research

From the finding, it is recommended that marketers and business operators should make use
of influencers to build a brand image, which in tumn influences customers to make a purchasing
decision. Other marketing strategies such as discounts, giftsets, coupons, testimonials, free trials, etc.
should be simultaneously applied with cosmetic influencers to effectively induce the purchase
decision since the finding revealed that the influencers had an indirect effect, rather than a direct
effect on the purchase decision. In the case of building brand image, the study suggested that cosmetic
marketers should emphasize product attributes especially quality and cost-effectiveness, while
innovation and product development may concemn themselves with allergic reactions and irritations
from using the products. Furthermore, attitude toward online influencers is very crucial for building
brand image, the characteristics of influencers should be a reflection of targeted customers.
Additionally, marketers should scrutinize the expertise and depth of product knowledge when selecting

influencers.

7.2 Suggestions for Further Research

It is a study to investigate the decision-making of online customers focusing on cosmetics via
influencers and brand image. However, there are many factors intervening in the decisions, therefore,
other factors such as demographics, marketing mixes, competitors, etc. should be concerned.

Additionally, the limitation of this study is respondents’ profiles who were aged 21-30 years, single,
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with education being in bachelor’s degree, and income <10,000 baht per month. Other focused
generations should be studied. Qualitative research is recommended to find out depth detail about

decision-making influenced by influencers.

7.3 Policy Recommendations

7.3.1 Business operators and marketers should focus on building a brand image that aligns
with the qualities of high-quality cosmetic products offered at reasonable prices. Additionally, selecting
beauty influencers who are well-suited to the products and genuinely use them is essential for
enhancing brand credibility and fostering a positive brand image.

7.3.2 Online beauty influencers should prioritize presenting products that are engaging and
up-to-date. They must also maintain honesty with consumers to build trust and strengthen

relationships between consumers and the brand.
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Factors Affecting the Successful of Restaurant Business in Chanthaburi Province
Siripa Wittayapornpipat’, Yuboon Phaluehaspailin®
Abstract

This study identified prioritizes and ranks the critical factors that impact the success of
restaurant business operations in Chanthaburi province. The study was carried out through survey data
collected from 396 restaurant entrepreneurs. The study investigated the level of four factors that affect
the restaurant business: 1) creativity and innovation (Xi), 2) ability of proactive working (Xz), 3)
opportunities of facing risks (X3), and 4) perception and awareness of technology (Xa). The most
significant factor affecting restaurant business success was the ability of proactive working, followed by
creativity and innovation. The number of customers was the primary index indicating business success,
followed by financial gain. The relationship of the key success factors to overall operational efficiency
showed that all four key success factors positively influenced operational efficiency, with statistical
significance at the 0.05 level. All four key success factors predicted the operational efficiency at 44.9
percent, with the regression analysis equation being Y= 1.235 + 0.164X; + 0.121X; + 0.100 X3 +0.271
Xa. These findings provide information for restaurant entrepreneurs to improve their business
performance. However, restaurant entrepreneurs need to develop effective restaurant social media
strategies to promote their businesses on different social media platforms, as these platforms provide
opportunities to promote relevant information such as contact numbers, locations, and new additions

to the menu.
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1. Introduction

Restaurant business is important to the economy of Thailand, an agrarian country. It is linked
to agricultural products; because, its srowth might affect the demand for agricultural products as raw
materials in a larger quantity. Urban expansion, changes in Thailand's population structure, increases
in income and traveling lifestyle, with more people living outside the home, has caused the restaurant
business to grow rapidly. In addition, Thai foods are known as popular dishes for their flavors, diversity
and quality. As a result, the trend for restaurant businesses is constantly increasing, in terms of the
number of and market value. Information from the Department of Business Development (2019) stated
that during 2014-2017, Thai restaurant businesses show an average growth rate of 10.10 percent per
year. The exception is after 2019, when the Covid epidemic situation has hampered any growth.
Overall, restaurant markets shrank in 2021 by 11 percent (SME Thailand Club, 2022).

The spread of Corona virus disease had a wide impact on the restaurant business in
Chanthaburi province, Thailand, a city of fruits, gems and tourism. The most affected restaurants, were
full-service restaurants, especially those in department stores and tourist locations. This restaurant
group is limited in ability to adjust their cost model and business structure, more than other groups.
Moderately affected restaurants include restaurants with multiple sales channels, such as those which
serves dine-in restaurants, with take-out, drive-thru or delivery, thus having a flexible cost structure.
While, the least affected restaurants, are street food vendors who are easily accessible to consumers,
cheap to run, and located near communities (Kitivanarat et al.,, 2022). The adaptation of restaurant
operators in Chanthaburi, being popular today, is to provide home delivery or delivery services through
service provider applications, such as Grab, LINE MAN, Food Panda, GET, etc. Selling food via social
media has become the widespread norm. This adaptation is considered, as an approach that answers
to the lifestyle of people in COVID-19 era (Agmapisarmn & Chantapong, 2022). It is unclear whether this
adaptation for survival in the restaurant business will continue to be relative to the success of the
business or not. Various strategies that restaurant business operators in Chanthaburi use for successful
management, in order to survive, have not been revealed yet.

This research is intended to provide important considerations to the business practice of
restaurant owners. New restaurant entrepreneurs can use knowledge from this study to formulate
sound strategies for their businesses, to assist them improve their management practice in the future,
and find success.

2. Objectives

To identifies, prioritizes and ranks a list of critical factors that impact success of restaurant
business operations in Chanthaburi province.
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3. Literature Review and Conceptual Framework and Research Hypothesis

3.1 Literature Review

Lumpkin and Dess (1996) noted facilities that entrepreneurs should consider, in conjunction
with adaptation, include 5 factors that will bring success in business operations; 1) having innovative,
2) risk-taking, 3) proactive behavior, 4) competitiveness, and 5) autonomy administration. Subsequently,
Senthil and Balasubramanian (2018) presented five success factors for overall business success, as
follows: 1) managing and developing people, 2) strategic focus, 3) operations, or what people do all
day, 4) physical resources, and 5) customer relations.

A number of studies were carried out to identify factors most critical to restaurant business
success. For example;

The success factors for independent restaurant operators in the San Francisco Bay Area, USA
was investigated by Camillo, et al. (2008). They revealed that success cannot be sustained without a
number of factors working in harmony. Those factors are strategic vision, competitive drive, designing
and developing menus, maintaining service levels and food quality and consistency, finding and
retaining competent labor, implementing stringent internal controls, procuring goods, and services, and
developing a loyal following; all vital for being successful.

Gadelrab and Ekiz (2019) found that critical factors contributing to success in restaurants
operations, in Jeddah Saudi Arabia, were strategy, marketing, menu, and staffing issues.

Le and Needham (2019) found that there are five factors contributing to the success of small
ethnic restaurants owners in Canada, to remain operable beyond 7 years. Those five factors including:
hard work, passion, family support, location and quality of food and services.

Sharma, et al. (2021) ranks a list of critical success factors affecting the restaurant industry,
insights from restaurant managers in India. The ranks showed that 66% of restaurants success depends
on two critical factors; that is, food quality/cleanness and environment of the place. Top choices can
be further improved by emphasizing the use of fresh ingredients and maintaining regular cleaning and
sanitation habits. The literature review shows that most studies focus on critical success factors
affecting the restaurant business or entrepreneurship, in general. The literature review shows that most
studies focus on critical success factors affecting business or entrepreneurship, in general. This study
argues that we need to evaluate what factor are contributing to success restaurant entrepreneurs in
Chanthaburi province.

Heonsawang and Jewjinda. (2020) provide ideas that will help restaurant operators overcome
obstacles and be able to succeed as follows;

- Entrepreneurs must always keep up with changes in people's economic and cultural
lifestyles, to able adapt their business to meet changing needs,

- Entrepreneurs must always have the ability to create business opportunities. and choose to

conduct business only in markets that having demand,
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- Entrepreneurs must have creativity and be able to bring new innovations, knowledge and
modern technology to increase efficiency in management as well as production of products and
services,

- Entrepreneurs must have the ability to make long-term plans instead of managing and making
day-to-day business decisions,

- Entrepreneurs must have the ability to face risks, proactive work and have readiness in
funding sources,

- Entrepreneurs must be enlightened and expertise in their own business, learn in competitors'
strategies and always availability to fight with any form of competition,

- Finally, entrepreneurs must be able to create a good friendly relationship with customers,
suppliers and delivery services.

There is more than one independent variable and one dependent variable in the study of
“research on factors affecting a successful restaurant business in Chanthaburi province”. Therefore,
the relationship among multiple variables were analyzed to evaluate whether there are any
independent variables that together predict or explain the variation of the dependent variable
(Forthofer et al,, 2007). When data from the questionnaire was entered into a statistical program to
analyze multiple linear regression, it produced various values, as follows;

Model is the analysis result equation

- R is the multiple correlation coefficient, a value that represents degree of relationship
between groups of all independent variables in the equation and the dependent variable. If R values
are close to 1, it shows that the group of independent variables is highly related to the dependent
variable.

- R Square is the Coefficient of Multiple Determination, which is a value that shows the
influence of all independent variables in the equation on the dependent variable. On the other hand,
it may also be used to indicate how can all independent variables in the equation explain the variation
in the dependent variable. This mean that all independent variables will affect the dependent variable
by a percentage R Square x 100. The remaining will be influenced by other variables that are not
analyzed; or, all independent variables can predict the dependent variable by a percentage of R Square
x 100.

- Adjusted R Square, the value, adjusted from R Square, should be considered for use instead
of R Square, when the data used for regression analysis has less than 30 samples or in cases where
the value of R Square is much higher than Adjusted R Square.

To interpret how closely the two variables are related, the correlation coefficient must be
compared with an interpretation table in which statisticians define ranges of coefficients in various
ways, such as by Hinkle et al. (2003) (Table 1).
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Table 1 Rule of thumb for interpreting the size of a correlation coefficient

Size of Correlation Interpretation
.90 to 1.00 (-.90 to -1.00) Very high positive (negative) correlation
.70 to .90 (-.70 to -.90) High positive (negative) correlation
.50 to .70 (-.50 to -.70) Moderate positive (negative) correlation
.30 to .50 (-.30 to -.50) Low positive (negative) correlation
.00 to .30 (.00 to -.30) negligible correlation

Sources: Hinkle et al. (2003)

Related research literature

Studying factors affecting the successful of restaurant management in the “New Normal” age
by restaurant entrepreneurs in restaurant entrepreneurs in Bangkok Metropolitan Area was conducted
(Thammasane, 2021). Results showed that financial management, learning and development, internal
management, and customer are the factors that affect the success of restaurant management of

entrepreneurs, with high level, respectively.

3.2 Conceptual Framework
The conceptual framework for this study was based on a review of the restaurant concept, a
theory explaining the composition of a restaurant, that entrepreneurs can use as a framework when

creating a restaurant (Figure 1).
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Figure 1: Research conceptual framework

Source: the Literature Review

3.3 Research Hypothesis

The four factors, 1) creativity and innovation, 2) ability of proactive working, 3) opportunities
of facing the risks, and 4) perception and awareness of technology, contributing to the success of
restaurant businesses in Chanthaburi, correlated with operating efficiency.

4. Research Methods

4.1 Research Scope and Details of the Population, Sample

This study employed a quantitative approach, using a questionnaire that assessed the key
success factors for restaurant business, to explore how and why restaurant businesses become
successful. Four main factors for successful restaurant entrepreneurs 1) creativity and innovation, 2)
ability of proactive working, 3) opportunities of facing the risks, and 4) perception and awareness of
technology (applied from Lumpkin & Dess, 1996), were measured with restaurant entrepreneurs in
Chanthaburi province.

The target population of this study was restaurant entrepreneurs in Chanthaburi province.
Total population size was 3,639 persons (National statistical office ministry of digital economy and
society, 2022). The sampling formula employed to determine the study's sample size, was the Taro

Yamane formula (Yamane, 1967). Its error rate is 5 percent. The formula was expressed in Equation (1).
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N
n o= 14Ne e, (1)

Where n = Sample size
N = Population size = 3,639
E

= Sampling tolerance equal to 5% or 0.05

From the calculation formula of a given 3,639 population; sample size should equal 396

persons.

4.2 Sampling Techniques

The research instrument consisted of a checking list and rating scale questionnaire. The close-
ended questions were developed, based on the research framework, to get information from
participants. The questionnaire consisted of 3 parts. The first part included a list of eight questions
about socio-demographic data. The second part included a list of thirteen questions, focusing on those
factors affecting success in business. The third part included a list of seventeen questions, documenting
the business’s operating efficiency. The Likert scale was used, as a measurement for questions in parts
2 and 3, with a scale of 1-5. The means were interpreted as follows: very uninfluential in the point
range of 1.00-1.80, uninfluential 1.81-2.60, neutral or do not know 2.60-3.40, influential 3.41-4.20, and
strongly influential 4.21-5.00 (Pimental, 2010). The questionnaire was checked for quality as follows:
1) content validity examined using Item-Objective Congruence (I0C) from three experts in the fields of
social sciences; and was 0.93. 2) the reliability coefficient, based on Cronbach’s Alpha Coefficient, being
0.90.

4.3 Data Collection and Data Analysis

This research was conducted during November 2022 to January 2023. Three hundred and
ninety-six questionnaires were distributed to entrepreneurs, throughout Chanthaburi province.
Descriptive statistics with the percentage, mean, and standard deviation (S.D.) were used to analyze
the characteristics of participants. Research statistics used, to study the relationship between factor
affecting success of restaurant business, and operating efficiency was undertaken with Pearson's
Correlation Coefficient, having a 95% confidence level. Backward multiple regression analysis was used
to create forecasting equations of key factor affected success. Independent variables were included in
the model to explain or predict changes in the dependent variable by representing a relationship with
Prediction Equation (Chanaboon, 2017).

Prediction Equation § = bo + bi(x1) + balx2) +...+ bilxi) +€ ... 2)
Where ¥ = the predicted or expected value of the outcome

X = value of the independent variable
bo = y-intercept of the line
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5. Research Results and Discussion

5.1 Research Results

5.1.1 Success factors of operating a restaurant business

According to most restaurant entrepreneurs in Chanthaburi, ability of proactive working was
the most critical factor that contributes to the success of their restaurant business, followed by
creativity and innovation. Both of these factors contributed to their success, to a high degree.
Opportunities of facing risks, and perception and awareness of technology are also important for the
restaurant businesses. However, entrepreneurs had the understanding that these factors had only a
moderate impact on success. Table 2, below, includes level of factors affecting success of restaurant

business operations.

Table 2 Level of factors affecting success of restaurant business operations in Chanthaburi.

Key success factor Mean SD Level
Creativity and innovation 3.41 0.77 high
Ability of proactive working 3.77 0.81 high
Opportunities of facing risks 3.34 0.78 moderate
Perception and awareness of technology 3.33 0.77 moderate
Overall level of factor affecting success 3.40 0.77 high

5.1.2 Restaurant business operational efficiency

This study found that the overall operation effectiveness of restaurant entrepreneurs in
Chanthaburi, was at a high level, having an average of 3.48. The aspect of customer numbers was the
highest level, while the factor of finance was the lowest level. The effective level is shown in Table 3.

Table 3 Efficiency of restaurant business operation in Chanthaburi.

Indicator items Mean SD Level
Aspect of finance 3.27 0.67 moderate
Aspect of customer 3.60 0.68 high
Aspect of internal process 3.53 0.70 high
Aspect of learning and development 3.53 0.73 high
Overall level of operational efficiency 3.48 0.70 high

5.1.3 Relationship between level of factors affecting success and operational efficiency
Analysis results of multiple correlation coefficients, between factors affecting success and the

operational efficiency of restaurant entrepreneurs in Chanthaburi, are shown in table 4.
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Table 4 Multiple correlation coefficient between variables and selection into regression equation.

Model R R Adjusted B F Sig
1 0.482° 0.232 0.230 103.408 .000*
2 0.554° 0.307 0.303 75.478 .000*
3 0.612° 0.375 0.370 68.038 .000*
a4 0.670° 0.449 0.443 69.082 .000*

* Statistical significance at 0.05 level

a. Predictors: (Constant), creativity and innovation (X1)

b. Predictors: (Constant), creativity and innovation (X1), and ability of proactive working (X2)

c. Predictors: (Constant), creativity and innovation (X1), ability of proactive working (X2), and
opportunities of facing the risks (X3)

d. Predictors: (Constant), creativity and innovation (X1), ability of proactive working (X2),
opportunities of facing the risks (X3), and perception and awareness of technology (Xa)

From Table 3, the analysis ended in Model 4, the perception and awareness of technology
factor, where predictive coefficient (R* = 0.449) significantly increased (p<0.05). This indicated that all
factors co-explained 44.3 percent (Adjusted R® = 0.443) of the variance in operational efficiency.
Therefore, all independent variables, creativity and innovation, proactive working, opportunities of
facing the risks, and perception and awareness of technology were entered into the prediction

equation.

Table 5 Analysis results of relationship between level of factors affecting success and the operational

efficiency of the restaurant entrepreneur in Chanthaburi, using Backward Multiple Regression

Analysis.
Variable B SE t Sig
Constant 1.235 0.142 8.708 .000*
Creativity and innovation (X1) 0.164 0.038 4.298 .000*
Ability of proactive working (X») 0.121 0.035 3.482 .000%
Opportunities of facing the risks (Xs) 0.100 0.038 2.602 .010%
Perception and awareness of technology (Xa) 0.271 0.040 6.745 .000*

R=0.670°

R°=0.449, Adjusted R® = 0.443, S.E = 0.440

* Statistical significance at the 0.05 level

Table 5 illustrates success factors, having a significant positive correlation to the operational
efficiency, including: creativity and innovation, ability of proactive working, opportunities of facing the

risks, and perception and awareness of technology. The coefficient value, resulting from backward
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multiple regression analysis, were 0.164, 0.121, 0.100, and 0.271, respectively, which can be explained
as follows:

If excluding the 4 success factors that affect success of restaurant business operations, it was
found that business efficiency of restaurant entrepreneurs, in Chanthaburi province, is at a level of
1.235.

However, if factor affecting the success, in terms of creativity and innovation, increased by 1
unit, it resulted in increasing operational efficiency by 0.164 units.

If factors affecting the success, in terms of ability of proactive working, increased by 1 unit, it
resulted in increasing operational efficiency by 0.121 units.

If factors affecting the success, in terms of opportunities of facing the risks, increased by 1 unit,
it resulted in increasing operational efficiency by 0.100 units.

If factors affecting the success, in terms of perception and awareness of technology, increased
by 1 unit, it resulted in increasing operational efficiency by 0.271 units.

Predictor coefficients were written as equations to enable predicting the operating efficiency
of the restaurant entrepreneur in Chanthaburi (Y) by giving raw scores. As shown in Equation 3, the

formular is expressed as:
Y =1.235 + 0.164X; + 0.121X,+ 0.100 X3+0.271 X4

5.2 Discussion

This study found that ability of proactive working is the most critical factor for entrepreneurs
running a successful restaurant business, and the creativity and innovation are the followed important
factors. When creativity and innovation come together to manage the restaurant business, it made the
business grow by leaps and bounds. This is due to the fact that creativity and innovation drives product
and service development, which in part increases revenue and market share (Reguia, 2014; Herkert,
2020).

The ability of proactive working and creativity and innovation, has been shown, in numerous
studies, to greatly influence a number of organizational outcomes (Crant, 2000; Schmitt et al., 2016;
Vough et al,, 2017). Results of this study are in accordant with Kavana and Puspitowati (2021), who
found the performance of the food and beverage business in West Jakarta, Indonesia was not
significantly affected by proactive action.

Measuring the success of business operations, is presented through four perspectives: finance,
customer, internal process and learning and development (Kaplan & Norton, 1996). This study showed
that the perspective of customer was the most important indicator of successful restaurant business
in Chanthaburi, followed by finance. Business management, based on customer importance, is the key
to the sustainability of the business. Achieving a high number of customers attending the restaurant,
means that customers are extremely satisfied with the food or service, in line with the price. Customer

satisfaction can be realized through word-of-mouth marketing, via social media such as Facebook,



506 | MIEIMEINEiang aminerdesvinggsregisnd Ui 11 atuil 2 (2567)
Journal of Management Sciences, Suratthani Rajabhat University Vol.11 (2) (2024)

Instagram or TikTok. It's can be used to promote the restaurant's reputation and the entrepreneur
doesn't pay a cost for the advertising. It is particularly important that restaurateurs stay on top of
consumer behavior, so they can cater to the needs and wants of customers appropriately.

The study found that efficiency of restaurant business operations in Chanthaburi was
influenced by at least one factor affecting success of business operations. Therefore, multiple
regression analysis was used to demonstrate factor affecting success of restaurant business operations.
Multiple correlation coefficient (R) was positive, indicating that if restaurant entrepreneurs pay more
attention to factors affecting success. It will greatly affect the operational efficiency. Efficiency
prediction value (adjusted R?) was 0.443, indicating that the independent variable can predict efficiency
by 44.3 percent. However, when raw data was substituted into the predicting equation, this research
can predict operational efficiency, with the prediction coefficient or the combined predictive power of
44.9 percent (R°=0.449). This mean that all independent variables, creativity and innovation, proactive
working, opportunities of facing the risks, and perception and awareness of technology will affect the
success of business operations by a percentage of 44.9 percent, with low positive correlation. The low
level of correlation is thought to be a result of individualism.

Variables of all key success factors, having the significance value less than 0.05 (Table 4), were
found to affect the operational efficiency. Therefore, restaurant entrepreneurs should place great
importance on key success factors into the restaurant development plan, in order to help improve the
operational efficiency of the restaurant entrepreneur. In order to increase effectively of restaurant
business operation, it is recommended that restaurant operators in Chanthaburi province focus more
on management factors, by ordering from the highest B value, as follows: perception and awareness
of technology (B=0.271, Sig =0.000), creativity and innovation (B=0.164, Sig =0.000), ability of proactive
working (B=0.121, Sig =0.000), and opportunities of facing the risks (B=0.100, Sig =0.010), respectively.

6. Conclusion

In conclusion, an ability of proactive working is the most significant determinant of business
success of restaurant entrepreneurs in Chanthaburi province. The index that most owners believe
indicates their success, is the number of customers. However, in order to increase restaurant business
operations effectively, we proposed that restaurant owner focus on all four key success factors, with

a prediction coefficient or the combined predictive power of 44.9 percent.

7. Suggestion

7.1 Suggestions from Research
7.1.1 When factors affecting the success, in terms of creativity and innovation or opportunities

of facing the risks, had a low relationship with the same direction with business efficiency of restaurant
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entrepreneurs, the restaurant entrepreneur should create more new menus or bring other products to
sell together, in order to look for expanding of business opportunities.
7.1.2 Modern restaurant entrepreneurs need to develop a restaurant social media strategy, to

promote their restaurant on different social media platforms.

7.2 Suggestions for Further Research

The study found factors affecting the success of business operations was correlated to the
business performance in a low level. It might due to the data was collected from small group of
entrepreneurs, only in Chanthaburi province. We suggest that, a study should also be conducted with
medium and large group of entrepreneurs; since results of the research may vary depending on the
size or type of business. Additional studies should be conducted to determine whether other factors

contribute to variations in restaurant business performance.

7.3 Policy Recommendations
The restaurant entrepreneurs need to develop a restaurant social media strategy, to promote
their restaurant on different social media platforms. Due to it provide a chance to promote relevant

information, such as contact number, location, new additions to the menu.
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The influence of opinion leadership on social commerce word-of-mouth behavior
Chenicha Praphruetmon’

Abstract

This research aimed to examine the influence of consumer attitudes on intention, which
affects participation and socialization, utilizing the Expectancy Disconfirmation Theory to study the
impact on electronic word-of-mouth communication through opinion leader behaviors. The study
employed convenience sampling with 234 respondents, and Structural Equation Modeling (SEM) was
used for hypothesis testing.

The main findings found that 1) Satisfaction positively affects users' eWOM behavior in social
commerce contexts Vj = 0.311, p <0.000), 2) Perceived enjoyment positively affects users' e WOM
behavior in social commerce contexts (/3 = 0.221, p < 0.007); 3) Satisfaction positively affects users'
social connection intention in social commerce contexts (/3 =0.324, p < 0.000); 4) Perceived enjoyment
positively affects users' social connection intention in social commerce contexts (/3 =0.414, p < 0.000);
5) Satisfaction positively affects users' social intercom commerce contexts gf = 0.369, p < 0.000);
6) Perceived enjoyment positively affects users' social intercom commerce contexts (/)) = 0.265,
p < 0.003); 7) Users' social connection increases opinion leadership intention (/)) = 0.170, p < 0.041);
8) Users' social community increases opinion leadership intention g)) = 0.185, p < 0.030); 9) Guest with
a higher opinion leadership tendency is with higher concern to eWOM behavior on SNSs (/)) = 0.274,
p < 0.000).
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1. Introduction

In recent times, internet-based platforms have become sources of rich knowledge and skills
from consumers, so firms are tapping into these resources to create value for the market. Moreover,
the social commerce platform can provide an opportunity to combine and exchange knowledge. The
social connection among members in a virtual community enables them to obtain a broader range of
information more efficiently. Products, to name just a few. (Hu et al.,, 2021). Known as word-of-mouth
in eWOM social commerce, the influence of these phenomena on consumers’ purchase intention
(Kudeshia & Kumar, 2017; Perera et al.,, 2020; Yap & Lee, 2014). Therefore, the key issues that need to
be studied are increasing the eWOM behavior in social commerce to obtain a good communication
effect and digging deep into the role of leading customers (Opinion leadership) (Donthu et al., 2021).

In past research, several aspects of eWOM have been examined, such as personal aspects (i.e.,
perceived den enjoyment, satisfaction), social characteristics (e.g., social connections and community
intentions), and social perceptions (e.g., opinion leadership) (Ananda et al., 2019; Kudeshia & Kumar,
2017, Yap & Lee, 2014). Therefore, many companies care about improving online consumer reviews of
satisfied consumers and avoiding critical reviews of dissatisfied consumers, as positive and negative
reviews are heavily retweeted, reviewed, and read. Based on these factors, this study examines which
satisfaction factors influence users' activity on social media (Raza et al., 2020).

Past studies have focused on topics related to the impact of WOM on companies (Herrando
etal, 2021; Le, 2018; Thompson et al., 2019), and more scholars have studied e WOM behavior related
user behavior (Ananda et al., 2019; Kudeshia & Kumar, 2017; Perera et al., 2020; Romero & Ruiz-Equihua,
2020; Xun & Guo, 2017), the effects of eWOM valence (Kudeshia & Kumar, 2017; Romero & Ruiz-
Equihua, 2020), eWOM credibility (Kudeshia & Kumar, 2017).

Discovery few investigations have distinguished opinion leadership and eWOM (Xun & Guo,
2017). In the era of socialization, people are more and more actively sharing their opinions or
experiences on social commerce. Some users often extract these opinions before purchasing, but some
think these are unreliable and listen to others' opinions more cautiously. This study classifies e WOM
as representing society (writing reviews and reviews) or representing individuals (reading or listening to
reviews and reviews from others). Furthermore, research is necessary to determine what drives
consumers to influence eWOM (Kudeshia & Kumar, 2017).

In a social commerce environment, users are increasingly sharing their buying experiences
through social media to gain empathy or retweets; at the same time, users can search for information
at any time and obtain rich information from user-generated content (Pour et al,, 2020). Hence, a
majority of young Internet users also make use of one or more forms of online social media (Raza et
al., 2020). Social media has become an indispensable part of life in the modern-day era, especially
among young consumers (teenagers and adolescents) known as Generation Z (also referred to as
generation, Plurals and Generation Next) who have enthusiastically adopted this new online platform
(Al-Fayad, 2022; Dabbous et al., 2020; Herrando et al., 2021).
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Therefore, social interaction engagement is based on website-related experiences, especially
those related to engagement and channelization and brand engagement in online communities (Lee
& Hwang, 2020). In this way, when people experience social interaction engagement, they will gain
more value from being social and engaging and from other users in the online community (Hollebeek
& Macky, 2019; Kim et al., 2021).

Customers' Interactions and the value associated with the recognition and friendship
established often motivate consumers to engage in brand communities (Lee & Hwang, 2020).

Previous studies have also found that consumers’ social interaction engagement in social
perception is influenced by consumers’ identification and emotional engagement with the product, as
well as the consumer's psychological state (i.e., enjoyment and satisfaction) triggered by the
consumer’s positive experience with the product eWOM (Casalo et al., 2017; Kim et al,, 2021; Rao &
Ko, 2021). In other words, social attitudes can potentially induce consumer behavior within the scope
of customer intent (Al-Fayad, 2022).

In this context, in this case, it can be seen that more social relationships can be established
on social media, thereby influencing one's own purchasing behavior. When users share their opinions
about a product or social commerce site, they can give an opinion on the engagement review and,
simultaneously, express the user's satisfaction or dissatisfaction with the product. Another theory of
opinion leadership refers to perceptions that encourage users to share their experiences and offer their
opinions (Ruben & Gigliotti, 2021).

Based on the above findings, it was considered attractive to investigate whether eWOM
behavior is related to opinion leadership intentions. In particular, using expectation discordance theory
(Bravo et al., 2017; Wang et al., 2019) analyzes how attitudes influence intentions and behaviors and

the role of opinion leadership in this relationship.
2. Objectives

2.1 Study how satisfaction and perceived enjoyment affect social enterprise users’ intentions (social
community and social connection) and sharing behavior (eWOM behavior) and practical implications
through a deeper understanding of engagement and social understanding.

2.2 Study how users' attitudes (satisfaction and perceived enjoyment) affect their eWOM intentions
and, in turn, their opinion on social connection and social community.

2.3 Study how engagement can promote user-generated content.
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3. Literature Review and Conceptual Framework

3.1 Literature Review

3.1.1 Theoretical Framework

Expectancy disconfirmation theory (Hair et al,, 2011) is proposed based on Cognitive
dissonance theory (CDT) (Chang & Wang, 2019), which is widely used in various issues (such as consumer
satisfaction, repurchase intention, consumer complaints, etc. marketing research) revision theory.

The central idea of the Expectancy disconfirmation theory is to explore the formation of
consumer satisfaction. Expectancy disconfirmation assumes that consumers' satisfaction with a product
or service after consumption is determined by the degree of confirmation between the expectations
of the product beforehand and the performance of the product afterward. If consumers' social
commerce performance is better than their prior expectations, there will be a positive inconsistency
effect (Chang & Wang, 2019). The positive inconsistency effect leads to consumers' post-use satisfaction
with social commerce, while the negative inconsistency effect makes consumers dissatisfied with social
commerce. According to the conceptual framework proposed by (Oliver et al., 1997), factors affecting
customer satisfaction include expectations, performance, disconfirmation of expectations, and
satisfaction.

Some scholars have proposed that customer expectation is the product performance that
reflects consumers' cognition and expectations. Consumers' consumption experience before using
social commerce forms expectations for post-purchase performance (Chalomba et al., 2019). If the
provider's related services and facilities cannot meet the previously expected level, the individual will
feel dissatisfied in his heart, and if it meets expectations, he will feel satisfied (Jha & Shah, 2021).

At the same time, some scholars believe that consumers already have service standards and
expectations in their minds before purchasing, and when compared with service performance, negative
or positive failures will occur, thereby forming satisfaction judgments (Sadiq et al., 2022). In addition,
when it is found that consumers’ reading is also the satisfaction after user reviews of products,
attention to eWOM is the main factor that makes them pay higher prices for products with higher
reviews (Chiu et al., 2019). Therefore, consumers who have the concept of using social media are more
active in implementing eWOM consumption behavior in their daily life; consumers with a higher social
media environment concern have a positive correlation between their consumption attitude and
eWOM behavior (Ananda et al., 2019). Just like the concept of (Perera et al.,, 2020), when customers
receive services, they will generate service quality and cognition from experience, and then induce
behavioral intentions.

Based on the above literature, it can be seen that when consumers are concerned about the
social media environment, they will be more concerned about eWOM than ordinary people, so they
will start to buy products with high social reviews. When choosing social commerce, they will also

choose to have social users or Internet celebrities recommended social commerce, consumers already
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have service standards and expectations in mind before purchasing, and there will be inconsistencies
after comparing expectations and experiences.

Combining the above theories, this research framework examines behaviors from three
perspectives: satisfaction and perceived enjoyment attitude, social connection and social community
for purchases based on social attention, while opinion leader and eWOM focus on evaluating behavior,
current and future purchases behavior.

In addition to user satisfaction with previous experiences and transactions (Marinkovic & Kalinic,
2017, VasiC et al,, 2019), satisfaction is also related to the desired service of customers (Shirazi et al.,
2020). Therefore, this expectation inconsistency theory is considered as the hindsight of customers on
purchasing behavior, based on previous research results (Attar et al., 2020; Bravo et al., 2017; Le, 2018)
Many scholars use eWOM According to the theory of planned behavior (Pundir et al., 2021) to study
the behavior of users after online purchases, to understand the social users' influence factors on online
purchases, including online communities, social connections, and social community intentions,
comprehensive scholars the literature can argue that consumer behavior contributes to understanding
the impact of eWOM on consumers.

Therefore, based on rational action theory (Yang et al,, 2017), the user's attitude to generate
behavior enters the behavior intention and finally affects the action. At the same time, with the
continuous popularization of social networks and e-commerce, eWOM has become one of the most
concerned topics for network marketers. Therefore, this study proposes a social commerce attitude-
intent-behavior model and evaluates satisfaction and the effect of perceived enjoyment (as user's
attitude) on intention (social connection and social community) and behavior (opinion leader and
eWOM). In addition, the influence on the user is thinking on social media, just as the relationship
between opinion leadership and eWOM behavior.

3.1.2 Satisfaction and perceived enjoyment

Social commerce has still been defined as an extension of e-commerce; although the shopping
process, from product discovery to placing an order, takes place on social media platforms, users
propagate interactive communication among community users through WOM (Thompson et al., 2019).
Social commerce is defined as a business model based on online shopping traffic; through social
interaction to enhance consumer stickiness and guide purchases, namely ecommerce + social model,
users can participate in virtual communities and interact with them by spreading word of mouth
(Thompson et al., 2019). At the same time, some scholars believe that eWOM propagation is very
important, forming eWOM in socialized social enrichment and social interaction.

Therefore, some scholars define eWOM as consumers directly search, browse and refer to the
information and experience shared by other consumers through the Internet, and even more detailed
information on the product other than advertisements and sales promotion introductions (Chiu et al,,
2019; Perera et al., 2020). At the same time, some scholars believe that the higher the strength of the
relationship between eWOM disseminator and receiver, the stronger the influence on consumers'
purchase decisions (Fine et al., 2017; Kudeshia & Kumar, 2017; Liu et al., 2020).
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Although eWOM communication content can be divided into positive eWOM and negative
eWOM, negative eWOM usually comes from post-consumer dissatisfaction, telling others about a
specific production or bad service consumption experience, or complaining. Accordingly, online
satisfaction is defined as a user’s satisfaction with a purchase on social commerce (Kamboj, 2019).
satisfaction has been said to be one of the main determinants of Perceived enjoyment (Lee & Hwang,
2020; Romero & Ruiz-Equihua, 2020; Thompson et al., 2019; Vasic¢ et al., 2019). However, this attitude
is considered one of the main purchase determinants of perceived enjoyment (Xun & Guo, 2017).

In past research on perceived enjoyment see the literature review by (Yap & Lee, 2014),
perceived enjoyment is defined as the prejudices, behavioral responses, and expressed inner feelings
of some decision-making unit towards one or more alternative brands in a set of such brands and is a
function of psychological or decision-making evaluation Process (Kim et al., 2021; Rao & Ko, 2021).

Perceived enjoyment is defined as the degree to which the use of technology is perceived to
be enjoyable in its own right, apart from any performance consequences that may be anticipated
(Kim et al., 2021). Based on expectation disconfirmation theory (Li et al., 2020; Rao & Ko, 2021; Wang
et al,, 2019), perceived enjoyment refers to the fact that consumers often share their purchasing
experience, emotions, and interact with relatives and friends after purchasing a product, these
behaviors are finally called product promotion. The behavior of eWOM captures the characteristics of
social commerce that young people rely on today (Marinkovic & Kalinic, 2017). Some scholars combine
eWOM with social networks, which can effectively strengthen the interaction between users, enjoy all
kinds of fun brought by social e-commerce shopping, and improve the user's purchasing experience.
play an important role (Kim et al., 2021). This kind of social reaction brought by social community and
connection is an essential attribute of social commerce in social use, and it will bring about obvious
social connection and social community. Therefore, perceived enjoyment will be affected by these
two behaviors. Consumer social commerce has a positive impact.

Having discussed the definition of this perceived enjoyment, consumers tend to share their
transaction and purchase perceptions after social commerce purchases. (Marinkovic & Kalinic, 2017).
Perceived enjoyment as an attitudinal measure is linked to commitments and intentions, while
perceived behavioral enjoyment refers to actual enjoyment behavior (Kim et al., 2020; Rao & Ko, 2021).
Consequently, according to the attitude approach of perceived enjoyment (Rao & Ko, 2021), in this
context, cognition, emotion, and attitude are an attitude shaped by perceived enjoyment and
satisfaction in social business.

Information uncertainty, pressure, and switching costs can be reduced if data can be collected
through active participation and purchase before purchase (Dabbous et al., 2020). The higher the
consumer's pre-preparation and participation, the closer the pre-expectation is to the reality, the higher
the customer's satisfaction with the service quality and the higher the satisfaction attitude, the
consumption intention will be generated, and the behavior of eWOM will be higher (Ananda et al,,
2019; Lim et al,, 2021). According to the related research on eWOM, we know that the higher the
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customer satisfaction, the higher the WOM will be, which will positively impact the overall product
and service evaluation, which will lead to the eWOM situation.

User satisfaction is a measure of the subjective evaluation of any outcome or experience
related to service usage. Satisfaction with a technical system is the degree to which a person positively
feels about the system (Vasic¢ et al., 2019), which often leads to favorable outcomes, such as increased
user engagement in comments or retweets, and increased user opinion and sense of information. The
study has shown that users' perceptions of service quality and satisfaction are positively influenced by
their participation in the use of the system (Hsu, 2015; Lim et al,, 2021). In our study, we assumed
social commerce satisfaction affects user engagement with social commerce. Hence, the following

study hypotheses are formulated:

H1a: Satisfaction positively affects users’ eWOM behavior in social commerce contexts.

H1lb: Satisfaction positively affects users’ social connection intention in social commerce
contexts.

Hlc: Satisfaction positively affects users’ social community intention in social commerce

contexts.

Previous research has found that perceived enjoyment is a vital driver of the consumer’s use
of social networks (Marinkovic & Kalinic, 2017); it can keep users active on social media for longer
periods (Rao & Ko, 2021). Previous research has found that perceived enjoyment is a crucial driver for
consumers to use social networks (Kim et al., 2021); it can keep users on social media for longer
(Marinkovic & Kalinic, 2017). In this study, perceived enjoyment refers to the level of enjoyment and
relaxation associated with social media posting on social commerce accounts (Kim et al,, 2021).
Research on social media motivation has shown that "Passtime" is the main motivation for using
Facebook (Wang et al., 2020), while entertainment is one of the main motivations for using social media
(Sheikh et al., 2019). Casald et al. (2017) showed that visual-based social networking sites, such as
Instagram, are an important tool to facilitate and stimulate an activity between companies and
consumers (Kim et al., 2020). Previous research has found that certain aspects of online content, such
as perceived enjoyment, can help generate eWOM behaviors (Kim et al., 2021; Perera et al., 2020).

According to past research, the perceived enjoyment of social commerce is refers as the user's
good attitude after purchasing social commerce, which affects the purchasing intention (Le et al., 2018).
However, consumers deal with the unexpected good attitude towards products and will also share
and recommend their product experiences and opinions in various social communities. Therefore, it is
interesting to study the social perspective of perceived enjoyment. Therefore, treating satisfaction and

perceived enjoyment as attitudes can explain how they affect eWOM behavior:

H2a: Perceived enjoyment positively affects users” eWOM behavior in social commerce
contexts.
H2b: Perceived enjoyment positively affects users’ social community intention in social

commerce contexts.
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H2c: Perceived enjoyment positively affects users’ social connection intention in social
commerce contexts.

3.1.3 Social connection attention, social community attention and opinion leadership
behavior

The maturation of Internet technology has created a variety of social media platforms, which
close communication and interaction between users, making the exchange and sharing of information
possible, thus providing a broad choice for social business marketing.

From the perspective of relationships on the Internet, social connections are conducive to the
trust and cooperation of social media, and promote the transmission and analysis of information (Dai
et al,, 2019). Some scholars believe that social connection refers to the sharing of posts by social
media users and interaction on comments (Bondeli et al., 2018). Other scholars believe that social
connection provides basic psychological needs such as a sense of belonging and caring, provides
network social informatics support, provides social influence, social roles, etc., in order to maintain
online social relationships (Wasiuzzaman & Edalat, 2016) . At the same time, some scholars define
social connection as the collection of interpersonal relationships that individuals have, which is the
basis of the social community (Boateng et al., 2019).

A community refers to a group of people who have similar interests and concepts because
people have an instinctive need to connect with others. It is easy to analyze ideas and operate among
members of the community (Kamboj, 2019). Some scholars also believe that a social community
provides a space to gather individuals to share common interests. Integrating scholars' literature, this
study defines social community as online shopping users who share common goals or interests,
interact, analyze product information or exchange opinions through the Internet. In this era of the
knowledge economy, virtual communities accelerate the transmission and dissemination of knowledge
and information.

From scholars' viewpoints in the past, social community and social connection can be
summarized as social media marketing (Demiray & Burnaz, 2019). The most prominent feature of a
social community is that information is transmitted through the community. The communication
method of the community is multi-point to multi-point. Each community user can be regarded as the
center of discourse power, forming a communication circle with community members, showing a
decentralized trend (Akdevelioglu & Kara, 2020).

When scholars refer to the concept of social connection, they mean the feeling that you
belong to a group and generally feel close to other people, in particular an information exchange
network, which can realize media content sharing among users and form user-generated content (UGC)
(Lee & Hwang, 2020). Social connection shares and discusses issues of common interest establishes
close personal relationships based on shared content and forms a sense of belonging and mutual
commitment to the community of practice. Connection is the ancestor of social media, and it pays
more attention to the power of opinion leaders, making information dissemination in an umbrella

structure from top to bottom (Dai et al.,, 2019). For example, when a person's social connection or
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social community intention increases, he will look for information on the Internet before shopping, or
listen to the opinions of opinion leadership.

As the social community uses the power of the community to spread marketing information,
users can choose to join the community independently. The trust in the users invited to enter the
urban area makes community marketing more credible and faster than social commerce, leading other
members to opinions (Zhang & Gong, 2021). Opinion leadership is a special form of community that
usually speaks freely and has its views and opinions. Thanks to the power of the community, opinion
leadership can quickly become a hot topic and can be used to promote important activities or events
of the enterprise (Al-Emadi & Yahia, 2020; Hsu, 2015; Quelhas-Brito et al., 2020). Therefore, some
scholars define it as a person who has more and more accurate product information, is accepted or
trusted by relevant groups, and has a greater influence on the purchasing behavior of this group.

In many social media platforms, the connection can perform excellent integration,
classification and in-depth information analysis, so it has become the best place for opinion leaders to
reside and exert their influence. Opinion leaders are extremely powerful, usually have a more
professional perspective and a wider range of interpersonal relationships, which can guide the trend
of online public opinion and form online discussion hotspots (Demiray & Burnaz, 2019). The cross-
regional nature of the network also expands the influence of opinion leaders (Akdevelioglu & Kara,
2020). The existence of opinion leaders and their professionalism in related fields make the forum
have more relevant and complete information, thus becoming the first choice for consumers to search
for information (Chiu et al., 2019). Companies can use the power of opinion leaders to spread their

marketing messages more widely. So, we suggest the following hypothesis:

H3: Users’ social connection increases opinion leadership intention.

Hd: Users’ social community increases opinion leadership intention.

3.1.4 Drivers of eWOM behavior

Any individuals with opinion leadership, called opinion leaders, are the consumers who have
more experience or expertise in products/services and can influence the decisions of other consumers
(Demiray & Burnaz, 2019). In this context, opinion leaders play an important role in the consumer
decision-making process and, therefore, may enhance the results of the marketing strategies
(Akdevelioglu & Kara, 2020). Moreover, some scholars believe that added one more element, opinion
leaders are the information generators (Al-Emadi & Yahia, 2020). Opinion leaders are willing to
contribute their opinions rather than non-leaders in online and offline contexts (Zhang & Gong, 2021).
Opinion leaders can attract other consumers in numerous ways in different environments (Jin & Ryu,
2018). Therefore, opinion leaders can be anyone as long as they tend to influence others by sharing
news or information.

Opinion leaders are assumed to exhibit behaviors such as online forwarding and chatting
(Akdevelioglu & Kara, 2020; Demiray & Burnaz, 2019). On the other hand, opinion leaders use the

Internet to exchange information with friends. The opinion seekers may become more confident online
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because of the lack of social pressure and share information with others. Facebook presents an online
community with similar interests and facilitates an environment for communication. Based on the
literature discussions above, we conceptualize that satisfaction, perceived enjoyment, social
connection and social community will influence consumers” eWOM communication behavior through
the opinion-leading/seeking construct. Hence, we expect a positive relationship between opinion
leadership and eWOM behavior, which means that consumers who tend to be opinion leaders are

more willing to contribute to eWOM on SNSs. Thus, we propose the following hypotheses:

H5. Guest with a higher opinion leadership tendency is with higher intention to contribute to
eWOM behavior on SNSs.

3.2 Conceptual Framework

Social

connection
iy

eWOM
behavior

Opinion
leadership

Perceived
enjoyment

Figure 1 Theoretical behavior framework

Source: The theoretical framework of the research

4. Research Methods

4.1 Research Scope and Details of the population and sample

This study adopts the questionnaire survey method. The questionnaires are distributed online,
and the convenience sampling method is used for data collection. The design of the research
questionnaire is quantitative research. The content of the questionnaire used in each aspect is based
on reference to relevant papers and literature, and after discussions with experts and professors Draft
the questionnaire topic, and then modify it according to the language suggestions of experts and
scholars to form the final formal questionnaire; therefore, the questionnaire topic has content validity
and expert validity.
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The questionnaire was constructed in the online survey tool WJX.CN, hence, this inquiry used
survey data to gauge the eWOM behavior of social media users toward social communications, this
inquiry targeted social media users, who used and have observed social media communications. After
excluding samples without social media commerce websites experience, a total of 234 valid
questionnaires were recovered, meet the minimum sample size of 200 for structural equation modeling
(SEM) (Golob, 2003). In the analysis software of SEM, AMOS and EQS are often used by researchers and
institutions. Especially AMOS, because it is embedded in SPSS statistical software, the usage rate is
extremely high (Kyriazos, 2018). The basic information of the questionnaire respondents in this study
includes gender, age, education level, and whether they have online shopping experience on social
commerce websites; the above analysis results are shown in Table 1.

In the basic profile, of which 77.8% (182) were female. In terms of age, 76.5% were below the age
of 21-30. The educational background of the respondents ranges from undergraduate-level education,

most respondents 195 (83.3%) had post-senior high school educational qualification.

Table 1 Demographic characteristics of respondents (N=234)

Characteristic ltems Frequency Percentage
Gender Male 52 222
Female 182 77.8
Age 20 and below 40 17.1
21-30 179 76.5
31-40 9 3.8
41-50 6 2.6
Education Middle school 1 0.4
High school or technical secondary 21 9.0
school
Undergraduate 195 83.3
Graduate or above 17 73

4.2 Measurement of the Model Variables

The items used to measure structure in this study came from various sources. Some previously
tested scales were adapted to suit this study and improve content validity. In contrast, others were
developed by the authors.

At the beginning of the questionnaire, after explaining the concept of social commerce,
participants were asked if they had recently made a purchase using a website with social commerce.
If they answered yes, they continued to answer the survey. The questions were translated from English
into Thai, and the original English questionnaire was translated into Thai for linguistic accuracy.

A native English-speaking teacher proficient in Thai will act as a translator without seeing the

original English questionnaire and translate the Thai questionnaire into English. Finally, an English
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teacher compares the English-translated Thai questionnaire with the original English questionnaire.
After checking whether there are differences in word meaning, the Thai questionnaire is modified in
the text to produce the standard result measurement in the Thai version.

In order to test the consistency between the Thai version of the standard result measurement
and the original questionnaire, five experts from different industries who were proficient in English and
Thai were invited on a convenient sampling basis to propose revisions respectively.

To ensure the validity of the content, we thoroughly reviewed the literature on the variables
included in our model, adapting them to the social commerce context. A literature survey was
performed to determine the best possible way to measure each variable. The perceived enjoyment
scale was adapted from Yap and Lee (2014). The behavior of eWOM was adapted from Perera et al.
(2020). The satisfaction scale was based on the Vasi¢ et al. (2019).

The social connection measurement were created from the scale of social commerce
intention proposed by Lim et al. (2021). Social community measurements were created from the social
scale provided by Hsu (2015). Lastly, the opinion leadership scales was adapted from Demiray and
Burnaz (2019) (see Table 2). All survey variables were measured using a five-point Likert scale, with a

minimum score of 1, strongly disagree, and a maximum score of 5, strongly agree.

Table 2 Constructs and their measurement items

Variable ltem description Std.
factor
loading

Satisfaction | am satisfied with product range offered by online retailers. 625
attitude | am satisfied with the quality of products offered online. 773
Vasi¢ et al. | would continue to purchase products online. 729
(2019) | recommend online shopping websites to other people. .643
Perceived Using social commerce is very interesting. .703
enjoyment | had fun using social commerce. 798
Yap and Lee Using social commerce is entertaining. 734
(2014) | found using social commerce to be enjoyable. .803
When using social commerce, | do not realize the time elapsed. 759
Social | love talking about this products app with my friends. .835
connection | enjoy visiting this products app more, when | am with my friends. .899
attention Visiting this products app with my friends is fun. 681
Lim et al. (2021)
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Table 2 Constructs and their measurement items (Continue)

Variable Iltem description Std.
factor
loading

Social | am as interested in input from other users as | am in the regular 493
community content of this site

attention A big reason | like this site is what | get from other users 337

Hsu (2015) This site does a good job of getting its visitors to contribute or 455

provide feedback
I’d like to meet other people who regularly visit this site .805
I’ve gotten interested in things | otherwise wouldn’t have because .852

of others on this site

Overall, the visitors to this site are pretty knowledgeable about 712
the topics it covers so you can learn from them
eWOM behavior | | often read the comments online to find out if this social .891
Perera et al. commerce makes a good impression on people.
(2020) | often refer to the online comment section to choose the right .660

social commerce.

| often refer to the online comment section to choose a good .901

social commerce.

| often collect information from the online comment section 125

before choosing to shopping at a certain social commerce.

Opinion People in this community that | know pick online shopping based .869
leadership on what | have told them.
behavior | often persuade other people in this community to buy the 137

Demiray and products that | like. | often influence people's opinions in this

Burnaz (2019) | community about online shopping.

People in this community that | know pick online shopping based 665

on what | have told them.

4.3 Analysis Methods

This study uses AMOS statistical software to conduct confirmatory factor analysis on the scale
to test the relationship between observable variables and factor constructs. The confirmatory factor
analysis mainly includes three aspects: model fitness, reliability, and validity analysis (Beyari & Abareshi,
2018).

SEM is mainly analyzed in two stages. The first stage is measurement model analysis.
Confirmatory factor analysis (CFA) is carried out to confirm the adequate measurement quality and

consistency of potential variables. For the test of fit and reliability, the second structural equation
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model analysis to verify the causal relationship between potential variables through path analysis,
which is hypothesis testing (Hoyle, 2000).

The overall model of the research framework is tested for fit. Then, the structural relationship
between the model's latent and observed variables is examined. To test the overall model's fit,
scholars suggest that multiple fits be used to test the research model and evaluate whether the actual
observation data fits with the theoretical model.

To assess the fit of the measurement model, several metrics were used, including the
goodness of fit index (GFI), adjusted goodness of fit index (GFI), normed fit index (NFI), comparative fit
index (CFl), and root mean square residual (RMR). The results show that all measurement model
indicators exceed acceptable levels. Therefore, it can be concluded that all constructs are one-
dimensional, and the measurement model fits the data.

The t of each model was evaluated based on the pattern of factor loadings, intercorrelations,
and three t indices: The Comparative Fit Index (CFI), Standardized Root Mean Square Residual (SRMR),
and Root Mean Square Error of Approximation (RMSEA). CFl values > 0.90 indicate acceptable t, as do
RMSEA and SRMR values < 0.08 X’ difference tests (using the Satorra-Bentler (SB)O scaled )’ statistic, p
<.05).

From Table I, it can be seen that the results of each fit index have reached the standard of
good fit. Suppose the fit index reaches the standard value established by scholars (Hair et al., 2011).
In that case, the fit between the actual data and the measurement model is good, so the model in
this study has a good fit.

5. Research Results and Discussion

5.1 Research Results

5.1.1 The assessment of measurement model

We performed confirmatory factor analysis (CFA) to evaluate and improve the measurement
model before testing the structural model (Bozkurt et al., 2021). The evaluation of validity is divided
into discriminant validity and convergent validity. The confirmatory factor analysis. According to
scholars' suggestions, the loadings of each measurement factor are greater than 0.5 and reach a
significant level of 0.001, indicating that the six aspects of this study have good convergent validity.

The reliability testing items in this study are correlation coefficient and significance degree,
Cronbach's O value, and Composite Reliability (Yap & Lee, 2014). Table 3 shows that all the facet and
combination reliability are more significant than the standard of 0.7 (Nunnally & Bernstein, 1978).
Average Variance Extracted (AVE) calculates the degree of variation explanation between latent and
observed variables (Hair et al., 2011). If the AVE value is more significant than 0.5, the ability to explain

the variation is greater than the measurement error.
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Table 3 Second table for discriminant validity (CFA Model)

Construct Mean SD 1 2 3 q 5 6
Social connection 3.476 .985 .810
Satisfaction 3.812 791 370" | 695
Perceived enjoyment 3.221 886 3517 | 415" | 760
Social community 3.422 833 4197 | 438" | 537 | 639
eWOM behavior 3.308 999 4957 | 3997 | 369" | 422" | .801
Opinion leadership 3.721 1119 | 1797 | 218" | 163 | 216 | 299" | .762

*p < 0.05** p < 0.01 ** p< 0.001

Note: 1. All correlation coefficients in the table are p <.001, and the diagonal is Cronbach's Q..

2. AVE is the average variance extracted.

The data in Table Ill shows that the AVE values of each aspect of the measurement item are
more significant than 0.8, which means that the measurement variable can explain the variation of the
research aspect. At the same time, the correlation coefficient between the research facets is displayed.
The correlation coefficient between 0.1 and 0.5 indicates a good correlation between each facet, and
each correlation coefficient has reached a significant level. The above test results show that all the
measurement data have good reliability and validity in this study.

Discriminant validity is to measure the correlation degree of items between different facets. If
the correlation degree is low, it has sufficient discriminant validity. This study adopts the method
suggested by Hair et al. (2011) to test the discriminative effect; when the value of the square root sign
of AVE of the construct is greater than the correlation coefficient between the construct and other
constructs, different constructs can be regarded as to be distinguishable.

As shown in Table 4, although the root sign of AVE of social community is slightly lower than
that of eWOM behavior and Opinion leadership, the value of the root sign of AVE of social community
is still more significant than the correlation coefficient with eWOM behavior and Opinion leadership,
which is enough to prove the two constructs It can still be distinguished; Social connection, satisfaction,
and perceived enjoyment are also in a similar situation. Overall, this study has good discriminant

validity among the constructs.

Table 4 The factor loading Cronbach's O, CR , and AVE for convergent validity (CFA Model)

Constructs / Indicators Mean | Std. Deviation Cronbach's O CR AVE
Social connection 3.476 .985 841 .850 .656
Satisfaction 3.812 791 182 .188 .483
Perceived enjoyment 3.221 .886 871 872 578
Social community 3.422 .833 166 .790 .408
eWOM behavior 3.308 .999 872 876 .642
Opinion leadership 3.721 1.119 801 .804 .580
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After confirming that the measurement model has good reliability and validity, a confirmatory
factor analysis (CFA) was performed to confirm the performance of the variables on their respective
constructs is shown in Figure 2. Finally, a complete structural equation modeling program was used to
test hypothesized relationships between structures (Ng et al., 2014).
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Table 5 Summary of overall measurement model of factors (Hair et al., 2011)

Goodness of Fit Index | CMIN/DF CFl GFI AGFI NFI RMSEA | SRMR
Threshold value <3 >0.90 | >0.90 | >0.90 >0.90 | <0.08 | <0.08
Interpretation 1.940 911 .857 822 834 .064 .059

5.1.2 Structural model testing

The final measurement model had a X* = 504.389, df = 260, X°/df of 1.940 (p = 0.000), CFIl =
0.911, GFI = 0.857, AGFI, 0.822, NFI = 0.834, RMSEA = 0.064 and SRMR= 0.059 (see Table 5). According
to Hair et al. (2011) guidelines for fit indices, the model exceeds the criteria for the goodness of fit for
larger samples with a medium number of observed variables. Suggests that the model represents an
appropriate picture of the data.

.43
(o)

.50 .66
O

.11

SS3 .62
@—> SS4

2

8

o] WO Ja—22 @
90 L oM Jaa— @
WOV Ja—t @

.79

“ A5

.66
-89

o
a
&

]
]

: L
E g
B
= 5] [=
2l 3] |4
2 gl 2] |2
-

o}
2
%

PE3

Figure 3 Structural equation model analysis
Data source: Compiled by this study

5.2 Discussion

This study uses structural equation model analysis of SEM to test the hypothesis. The
structural equation model analysis of this study is shown in Figure 3, and all assumptions hold. Findings
showed that satisfaction and perceived enjoyment increased users' social connections and community,

enhancing their opinion leadership; the effect on eWOM behavior was positive, this way, eWOM
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becomes a means for expressing their individuality and uniqueness (Dai et al., 2019; Thompson et al,,
2019; Wang et al., 2019). Accordingly, it must be emphasized that the behavior of social users has an
impact on eWOM intention. Therefore, for social commerce marketing, it would be interesting to
investigate whether opinion leadership affects eWOM behavior since social commerce is now a popular
shopping channel in the Intemet age.This confirms previous studies on OL (Ananda et al., 2019; Jin &
Ryu, 2018; Zhang & Gong, 2021) also in the context of online shopping users.

We also analyzed the positive impact of opinion leadership on eWOM behavior. According to
Herrando et al. (2021), the relationship between them needs to be analyzed. In the investigations in
this study, we apply the influence of opinion leaders as a mediator of eWOM intentions to the entire

proposed model.

Satisfaction

Opinion
leadership

elloM
behavior

Perceived
enjoyment

Figure 4 Effect of satisfaction and perceived enjoyment on eWOM behavior of the social connection,
social community, and opinion leadership.
*p < 0.05; * p < 0.01; *** p< 0.001

Data source: Compiled by this study

The direct relationship between the variables was analyzed by SEM, and a fairly good fit was
obtained (X* = 538.919, df = 265, X*/d=2.034 (p = 0.000), CFl = 0.900, GFI = 0.847, AGFI, 0.812, NFI =
0.822, RMSEA = 0.067 and SRMR= 0.0854), as shown in Figure 4, the report hypothesis testing (direct
effect) as shown in Table 6. Hla, Hlb, Hlc, H2a, H2b, H2c, H3, H4 and H5 all received statistically

significant support.
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Table 6 Hypothesis Testing

Hypothesis Relationship Estimate t P- Results
value

Hla eWOM <--- Satisfaction 311 3.465 o Supported

Hib Social connect <--- Satisfaction 324 4.198 o Supported

Hilc Social community <--- Satisfaction .369 3.826 o Supported

H2a eWOM <--- Perceived enjoyment 221 2.688 .007 Supported

H2b Social community <-- Perceived 414 3.544 o Supported
enjoyment

H2c Social connect <--- Perceived enjoyment 265 3.020 .003 | Supported

H3 Opinion leadership <--- Social connect 170 2.047 .041 | Supported

Ha Opinion leadership <--- Social .185 2.169 .030 | Supported
community

H5 eWOM <--- Opinion leadership 247 3.531 o Supported

Notes: *p=0.05; **p=0.01; *** p< 0.001

6. Conclusion

How user attitudes on social media drive social commerce intentions and what informational
behaviors these intentions use to influence customers to shop on social commerce. Therefore, this
study will analyze how satisfaction and perceived enjoyment influence opinion leaders and, in turn,
eWOM behavior. The motivation for this research stems from the company's focus on how to increase
positive engagement on its website. Therefore, as suggested by Wang et al. (Perera et al., 2020). Opinion
leadership influencers positively impact the WOM generation, which means that companies looking to
increase the satisfaction and enjoyment of user engagement need to increase the perceptions of
influencers on their social commerce sites.

Through inspection, we can discuss the following conclusions. First, discuss consumers'
satisfaction, perceived enjoyment, social connection, social community, opinion leadership, and e WOM
behavior; and use the expectation inconsistency theory to explore the impact of consumers'
expectations and cognition on social commerce shopping on inconsistency and satisfaction. This study
takes social commerce users and consumers as the research object and researches online shopping
consumers. The results of the study found that consumers pay more attention to the social
environment, perceived enjoyment means higher overall expectations, but social connection and
social community have a lower impact on Opinion leadership, and the results of the study found that
consumers' social commerce and expectations do have a positive impact. Direction inconsistency,
inconsistency affects eWOM behavior.

Therefore, while marketers have traditionally used satisfaction or perceived enjoyment as an

outcome of consumer behavior-based models, in addition, the theory of planned behavior Pundir et
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al. (2021) and the theory of rational action Yang et al. (2017) allow an understanding of how intent
precedes behavior, although something or someone on social media can change a consumer's buying
decision.

Second, the tests of this study have demonstrated that attitudes drive intentions and
behaviors. As has been suggested in past research, satisfied users are more involved in social
connections and communities, which translates into an increase in e WOM behavior (Kudeshia & Kumar,
2017). In this context, satisfied consumers demonstrate engaged social connection and community and
tend to demonstrate their satisfaction through opinion leadership and eWOM behaviors. Although their
expectations have been confirmed, the main question of this study is what social factors affect users'
social attitudes on social media and whether these attitudes drive users' intentions for social commerce
and thus their purchases of social commerce. Based on these problems, it is found through the test
of this study that users' satisfaction in social commerce shopping can more influence eWOM behavior.
This means that users of social commerce pay more attention to the satisfaction of user-generated
content, for example, content innovation, attractiveness, and possible presentation through short
videos, to name just a few. Future research is worth exploring what factors ultimately mediate the
relationship between intention and behavior on social media.

Third, the test results of this study found that opinion leadership intention positively impact
eWOM behavior, which can be used for how companies can promote consumers to actively participate
in community discussions and forward relevant product information. It was also confirmed that opinion
leadership contributes to the positive effects of eWOM behavior. For example, before purchasing, users
are accustomed to checking which products are recommended by opinion leadership on the website
or social media, their opinions after the experience, or learn more product information from them, and
even compare the prices and properties of various brands to obtain these products. After the
information, then decide on the purchase behavior.

In addition to this, user imitation and conformity can be found to persist. For example,
analyzing the different types of social interactions that foster this opinion of leadership can be helpful.
Likewise, it is possible to examine which characters are influenced by the user's thinking, e.g., Whether
they are stars, strangers, friends, teachers, or influencers, to name just a few. Likewise, it is worth
exploring the non-salience of user-generated content to eWOM dissemination behavior. Through the
results of this study, it is found that eWOM dissemination in the social media era has a very large
impact on users. Whether it is a negative or positive impact, they will not distrust information from
strangers. Alternatively, the opinions of unfamiliar people, whose opinions will be influential as long
as they are recognized on social media.

Finally, scholars Perera et al. (2020) believe that the main factors affecting eWOM can be
divided into personal, social, perception and consumption factors. The opinion leadership discussed
in this study is the social factor. Some scholars also mentioned the important influence of social factors
on eWOM behavior (Ananda et al., 2019). Among them, scholars have concluded that the more active

users on social media, the greater the impact of eWOM on them (Chiu et al., 2019).
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7. Suggestions

7.1 Suggestions from Research

This study is not without limitations. First, because the behaviors at different stages of the
purchase process (pre-purchase, purchase and post-purchase) are not considered; therefore, it is
necessary to study the attitudes of consumers at different stages of the purchase and what stage of
attitude marketing purchase intention and then influence Buying behavior and proceed to build that
model.

For example, whether users need to find and view related products before making a purchase
decision, which information sources have an impact on them, social factors during the purchase
process, whether they promote purchase impulses, and eWOM psychological factors after purchase or
delivery details during the pre-purchase phase, or whether they share those questions during the post-
purchase writing phase experience on this issue, follow-up studies by focus groups may help to further
explore user engagement and the use of online consumer reviews. Moreover, in future studies, we
only collected data from Thailand and did not compare it with different countries. Future research can

explore more cross-cultural perspectives to fill this gap.

7.2 Suggestions for Further Research

It helps to understand how satisfaction, perceived enjoyment, social connection, and social
community are externalized. In particular, while having satisfied, perceived enjoyment, social
connections, and social community customers are important, it is a form of promotion for the company
when customers advertise their product experience or retweet related product information on the
company's website. Approach from which companies can benefit more. Therefore, marketers should
pay attention to online public opinion, especially opinion leaders, which influences consumers'
purchasing decisions and gains consumers' trust (Singh & Chakrabarti, 2020).

Therefore, future research should consider which social commerce tools can increase
perceptions of opinion leadership. Therefore, future research in social commerce can increase the
awareness of content public opinion and public opinion leadership. This research suggests that
companies should actively interact and socialize with users and increase user-generated content
platforms and rewards, such as eWOM derived from satisfaction, enjoyment, social connection and
social community. In Reese's eWOM behavior, companies should also study how to encourage users

to communicate.

7.3 Policy Recommendations
In terms of business impact, understand the users who are shopping on social commerce, are
accustomed to leamning information on social networking sites and are especially active on social

media. Opinion leadership holds a high position in their hearts. Therefore, how to improve eWOM
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communication behavior, whether there is a need to focus on user-generated content, and these social
factors can help with the marketing aspect of social commerce.

Based on the results of this study, eWOM behavioral activity is mainly influenced by
satisfaction, perceived enjoyment, social connection, and social interaction, and users can expect to
positively rate a particular product and report that their product experience is good. However, there
may be a negative possibility of sex. For example, users may be satisfied with the social commerce
process, but they see negative information about other users' comments or opinions on social
networking sites, which will overwrite the positive information. Therefore, enterprises need to manage

this negative information online; otherwise, it may bring serious negative information to the enterprise.
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Instructions for the author

Journal of Management Science, Suratthani Rajabhat University

The purposes of publication

1. To promote and develop the management science in the forms of articles and quality research
which is following the journal scope

2. To promote the product of the quality academic works on management science

3. To contribute the knowledge of the articles and research for using on the instruction, research and
as well as improving the skills of teachers and students

4. To be the channel for disseminated management science knowledge

Period of Publishing
Journal of Management Science, Suratthani Rajabhat University is an annual published journal.

There are two publications a year release during January — June (It will be published within June.) and July

— December It will be published within December.).

The articles of Management Science

There are eight majors in Business Management (Marketing, General Management, and Human
Resource), Financial and Banking, Business Computer, Logistics Management, Communication Arts,
Accounting Economics and Tourism Management.

Type of Articles
Article, Research Article, Review Article, both Thai and English

Acceptable Articles
1. The articles submitted for consideration have never been published anywhere before and not

submitted for consideration during the publication in another journal.

2. Articles proposed for publication from April 9, 2021, it will be reviewed by the editorial team
and presented to experts by Peer Review, at least 3 reviewers will consider each matter. The experts
who review the article will not be affiliated with the same person as the one who submitted the article.
According to the Office of the Higher Education Commission's announcement regarding criteria and
procedures for considering appointment of persons to the position of Assistant Professor, Associate
Professor, and Professor 2021. Articles that will be published, it must be approved by experts before
publication. The decision from the editorial team is considered final.

3. The author must agree to abide by the conditions set by the editorial team of the Journal of
Management Science, Suratthani Rajabhat University. Authors must allow the editorial team to make

final corrections to the integrity of the article before publication.
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4. The Journal of Management Science will not accept articles. If the article proposer does not
comply with the specified conditions.

5. The proposed article is published in the Journal of Management Science, Surat Thani Rajabhat
University must be an article that has never been published or is currently being proposed for
publication anywhere else. If the editorial team finds out or the author wishes to cancel publication
of the article. The author of the article is solely responsible for expenses incurred from the operation
of the Journal of Management Science, Suratthani Rajabhat University.

6. Articles that the author references in the article should have been published no more than 10
years ago, except for referencing a concept, a theory comes from the owner of the concept or that

theory.

Copyright and copying
Copying text or content from other sources without any references constitutes a serious

violation of academic ethics and connected to the copyright infringement under the Copyright Act,

1994. If there is any litigation arises, the author is solely liable.

Components of the article

1. All articles must have Title, the author’s name, Abstract, and Keywords both in Thai and English.
2.The author’s name must specify the academic status (if any), position, workplace, email, and
telephone number on Footnote both in Thai and English.
3. The Abstract is not longer than 300 words and 3-5 words for Keyword both in Thai and English
4. Content
4.1 Academic articles include:
- Title of the article in Thai and English (Title)
- Abstract in Thai and English (Abstract) must not exceed 300 words.
- Thai and English keywords (Keywords) from 3 — 5 words
- Introduction
- Content (Text)
- Summary (Conclusion)
- Reference documents (Reference) APA 7 format both in the article and the list of

references at the end of the article. All must be in English.

4.2 Research articles consist of
- Abstract both Thai and English are an introduction to the research problem and
objectives, research methodology, results, research limitations, and policy
recommendations. Based on the results of the research and specifying how this
research is different from previous research or what is the value of this research?

(Please specify no more than 300 words and specify from 3 - 5 important words)
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- Introduction is a description of the concept. The origin and importance of the situation
linked to the research issue and the reasons for the research study on the issue.

- Objective

- Literature review and conceptual framework and hypotheses (if any) (Hypothesis). The
literature review identifies the research's conceptual framework as well as theory and

ideas obtained from reviewing research were used to create a conceptual framework.

**The researcher must conduct a literature review to show how this research differs from research that
has been studied before, along with making a summary table to show the origin of the idea Theories

that derive variables according to the conceptual framework**

- Research Methodology specifies details of the population, sample group, sample
selection, sample size, research scope, variables, data collection, analysis, and
interpretation of results.

- Research results and discussion are reports of research findings respectively. The steps
of the research are clear and follow the research objectives and assumptions. If the
findings (have many numbers or variables, tables should be used) and discuss the
findings with reliable references.

- Summary of research results is a summary of research results arranged according to
objectives along with linking research results to recommendations that lead to
utilization.

- Feedback must include recommendations from research, suggestions for further
research, and policy recommendations.

- Acknowledgments, if any

- References in APA 7 format, both in the article and the list of references at the end

of the article must be entirely in English.

Preparation of manuscripts

1. Articles consist of :
a.  The research paper length should not over 35 pages on a single page B5 paper margin by 1.5 x
1.5 cm and insert page number on the top right every page (except the first)
b. The academic paper length should not over 25 pages on a single page B5 paper margin by 1.5
x 1.5 cm and insert page number on the top right every page (except the first)
2.Use TH Sarabun PSK font, 14 pt., 1 cm. spaced
3. For various equations, use TH SarabunPSK font, 14 pt.
4. The content of each line should be arranged neatly to the left and right by setting the distance

before and after the line is 0 pt. and setting the line spacing is single line.
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Details Font size Format Type
Title (Thai) 18 centre bold
Title (English) 18 centre bold
Author’s Name 16 centre bold
Position, workplace, email (Footnote) 12 left normal
Abstract 16 centre bold
Abstract Content 14 centre Normal
Keywords 14 left bold
Topic (not numbered) 16 centre bold
subheading 14 centre bold
Content 14 centre normal
References 16 centre bold
Table name (specify on Table) 14 left bold
Figure, picture (specify under Figure, picture) 14 left bold

Image Preparation

1.

All letters in the picture must be large and easily readable, clear, and not smaller than the
letters in the story.

Every picture must have a number and caption under it. The number and subtitle are
combined. It should be no more than 2 lines long.

The line drawing must be a black ink line. Photographs should be in sharp black and white
and contain only necessary details. For beauty, leave 1 line above the picture and 1 line
below the picture caption.

Pictures must indicate the source of every picture according to the format specified by the journal.

Writing equations

1.

All equations must be numbered within parentheses. and in correct order. The equation
number must be positioned along the right edge of the column.
Leave 1 line above the equation and 1 line below the equation.

Every equation must be reconstructed. It is not copied from a document or research paper.

Creating graphs and tables

1.

The characters in the table must not be smaller than the characters in the content. Using TH
SarabunPSK font, 14 pt., without borders left and right.

Every table must have a number and caption above the table. It should not exceed 2 lines.
Leave 1 line above the table and 1 line below the table.



AuuzidmIuideu

A13EITIMYINTTIANTT ARINIABIUAYE 319 T571 U 11 adun 2 (2567)

4. Graphs and tables used to report data that are related to each other or as sets of large

numbers to be easier to understand and more systematic must be created. It is not copied

from a document or research paper.

References

To prepare for raising the level of management science journals. Surat Thani Rajabhat
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