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Business model for Captioning University

Lecture Recordings

U]

Mike Wald

Abstract

Deaf and Hard of Hearing people can benet from captioning of
video recordings and transcription of audio recordings and guidelines
(e.g. Web Content Accessibility Guidelines (WCAG 2.0)) or legislation in many
countries has been drafted to encourage or require organisations to caption
and transcribe their recordings. Captioning and transcription by qualied and
trained professionals is expensive and not affordable in many countries and
situations (e.g. University Lectures). Captions and transcriptions can also be
of great benet to non-native speakers or when there is a high level of
background noise or there is no audio available (e.g. TV screens in public
places such as airports) and also allow video and audio recordings to be
searched. Professional captioning is expensive and crowdsourcing may
reduce the costs but requires comparisons to verify the accuracy of the work
and so as the number of crowdsourced captioners is increased to increase
accuracy, the cost is also increased. Automatic Speech Recognition can be
used to automatically caption and transcribe recordings but requires human
correction of errors. This paper compares captioning methods and costs and
suggests an affordable model might be to use students to correct automatic
speech recognition errors of their lecture recordings.

Keywords: Captioning, Transcription speech recognition, Costs, Business model

: Professor in University of Southampton, UK. E-mail: m.wald@soton.ac.uk
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Introduction

Deaf and Hard of Hearing people can benefit from captioning of video
recordings and transcription of audio recordings and guidelines (e.g. Web
Content Accessibility Guidelines (WCAG 2.0)) or legislation in many countries
has been drafted to encourage or require organisations to caption and
transcribe their recordings resulting in law suits (NYTimes 2015). Captioning
and transcription by qualified and trained professionals is expensive and not
affordable in many situations (e.g. University Lectures) and countries.

Captions and transcriptions can also be of great benefit to non-native
speakers or when there is a high level of background noise or there is no
audio available (e.g. TV screens in public places such as airports) and also
allow video and audio recordings to be searched.

Crowdsourcing has been used to try and reduce the costs but
requires comparisons to verify the accuracy of the work and so as the number
of crowdsourced captioners is increased to increase accuracy, the cost is
also increased.

Speech Recognition can be used either to automatically caption and
transcribe recordings or by captioners and transcribers to respeak what was
said instead of typing on a keyboard. Live captioning of up to 240 words per
minute in courtrooms or for television programmes was originally undertaken
using a phonetic keyboard by stenographers with 5 years training but
nowadays is often undertaken using speech recognition respeaking.

While there has been much research into the use of speech
recognition based captioning and transcription there has been little published
research into the costs and benefits of using speech recognition technology
for lecture captioning and transcription in comparison to commercial charges

for manual captioning. This article addresses this gap.
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Background

The use of video including lecture recording is increasing in many
countries (Sonic Foundry 2016) but is rarely captioned or transcribed be-
cause of the high costs involved. Professional manual captioning is time
consuming and therefore expensive, typically $180/hr (3Playmedia 2016).
Automatic captioning is possible using speech recognition technologies but this
results in many recognition errors requiring manual correction (Bain et al
2002). With training of the software and experience some speakers can
sometimes achieve less than 10% word error rates with current speech
recognition technologies for conversational speech using good quality
microphones in a good acoustic environment. With conversational speech
however the accuracy can drop as the speaker speeds up and begins to run
the ends of words into the beginnings of the next word. Speakers also use
fillers (e.g. ums and ahhs) and sometimes hesitate in the middle of a word.
People do not speak punctuation marks aloud when conversing normally but
speech recognition technologies designed for dictation use dictated
punctuation to indicate the end of one phrase or sentence and the beginning
of another to assist the statistical recognition processing of which words are
likely to follow other words. However, often it is not possible to train the
speaker or the software and in these situations, depending on the speaker
and acoustic environment, word error rates can increase to over 30% (Fiscus
et. al. 2005) even using the best speaker independent systems and therefore
extensive manual corrections may be required. If close to 100% accuracy is
required then a human editor will be required and even if the Word Error Rate
is very low, as unless a human editor checks it nobody can be certain of the

accuracy.
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Comparative Study

The only extensive comparative study of captioning and transcription
quality and costs appears to have been undertaken in 2012 by members of
the international Liberated Learning Consortium (LLC) with the support of the
author, a LLC founding member.

Recordings were organized into four ‘sets’ based on 3 topics, 4
lengths, 3 recording qualities, and 3 speaker accents as follows:

Topic: easy - general topic and terminology; medium - some
specialized terminology, first-year college course; difficult - specialized
terminology, second or third year University course

Length: Short (<10 min), medium (10 to 25 min), long (>25 min)

Audio quality: Low , medium or high

Accent: Native North American speaker or Australian or Indian English

Researchers measured transcription accuracy with a 3-5% confidence
interval using Word Error Rate (number of incorrect (misrecognized) words
divided by the total number of words spoken * 100). The average WER among
providers was 2.65% and there were significant differences in costs between
providers. The average cost for transcribing one hour of media was $164.20

(Figure 1).
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Evaluation Set Recording Rate/Min Actual Cost Average Rate /
Length (Min) Hour Audio

A 68 $4.29 $291.72 $257.40
3 $3.86 $11.58 $231.60

12 $3.86 $46.32 $231.60

49 $2.87 $140.63 $172.20

123 $2.87 $353.01 $172.20

255 avg $3.55 $843.26 $213.00

B 74 $2.90 $214.60 $174.00
7 $2.50 $17.50 $150.00

12 $2.50 $30.00 $150.00

56 $2.90 $162.40 $174.00

106 $2.50 $265.00 $150.00

255 avg $2.66 $689.50 $159.60

c 69 $2.57 $177.00 $153.91
45 $2.53 $114.00 $152.00

55 $2.18 $120.00 $130.91

5 $2.40 $12.00 $144.00

12 $2.75 $33.00 $165.00

186 avg $2.49 $456.00 $149.16

D 49 $2.03 $99.21 $121.80
102 $1.72 $175.23 $103.20

69 $2.03 $140.74 $121.80

220 avg $1.93 $415.18 $123.99

Figure 1: Average and total costs per minute and hour

While the cheapest company (4) gave the lowest accuracy, the most

expensive company (1) did not give the highest accuracy transcripts (Figure 2).
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Rank Cost Rank Quality
Company
(Most Expensive) (Lowest WER)
1 1 3
2 2 2
3 3 1
4 4 4

Figure 2: Cost and quality rankings

These costs were for a transcribed file and including time
synchronization with the transcriptions for captioning purposes would add up
to 58% to the total cost of service for companies. For example, transcribing
a one hour media file and creating the timing data for publishing synchronized
media would costs $259.44 (164.20 x 158%).

For comparison with speech recognition transcription researchers
selected a sample of 299 transcriptions of educational media created using
automatic speech recognition over a two year period from over 30 different
post-secondary institutions with a variety of speaker accents and audio quality
with an average WER of 32.08%, and with a large standard deviation of
30.70%. The speech recognition automatically time synchronized the
transcript with the recordings allowing for search and captioning. The average
editing effort required to produce corrected transcripts was 4.10 hours / media
hour, with a standard deviation of 2.00 hours. For this range of expected
accuracy levels and corresponding editing required, Figure 3 demonstrates
potential variable costs that would be associated with this theoretical service.
Given regional wage discrepancies, sample hourly wages were established
from $15 to $30/hour.
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Editing Effort Variable Cost / Editing Hour
(Hours)

$15 $20 $25 $30

2 $30 $40 $50 $60
25 $38 $50 $63 $75
3 $45 $60 $75 $90
35 $53 $70 $88 $105
4 $60 $80 $100 $120
45 $68 $90 $113 $135

5 $75 $100 $125 $150
55 $83 $110 $138 $165
5.8 $87 $116 $145 $174

Figure 3: Editing Costs and Level of Effort

Assuming a normal distribution, about 68% of future recordings could
be transcribed and corrected with the currently available technology at an
average variable cost between $60-$120/media hour, depending on wage
levels.

Although this case study did not provide a direct comparison
between traditional transcription services and state of the art speech
recognition, it does provide baseline variable cost and quality indicators. The
evidence suggests that if overheads and speech recognition costs were low,
universities transcribing educational media using a combination of SR and
human editing to correct recognition errors might be more economical than

using commercial transcription services.
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Collaborative Editing

The use of students in the class at little or no cost to edit the
transcripts using a collaborative editor while they listened to or watched the
recordings as part of their normal learning activity could reduce the editing
costs greatly.

If there is no correct version of the transcript in existence there is no
simple way of knowing whether the person creating or correcting the captions
is making errors or not and so Wald (2011a, 2013) developed a collaborative
editing tool that stores all the edits of all the users and uses a matching
algorithm to compare users “edits to check if they are in agreement. A video
demonstration of this tool is available for downloading (Wald 2011b) and is
also available on Synote (Wald 2011c) captioned using Synote’s speech
recognition editing system. If users wish to annotate the recording on Synote
they need to register before logging in with their registered user name and
password, otherwise they can go to the “Read, Watch or Listen Only Version”.
The panels and size of the video can be adjusted up to full screen and the
size of the text can also be enlarged.

The collaborative correction tool shown in Figure 3 stores all the
edits of all the users and uses a matching algorithm to compare users’ edits
to check if they are in agreement before finalizing the ‘correct’ version of the
caption. This improves the captioning accuracy and also reduces the chance
of ‘spam’ captions. The tool allows contiguous utterances from sections of
the transcript to be presented for editing to particular users or for users to
be given the freedom to correct any utterance. The idea of the tool is that
students could watch recordings of lectures that have captions created by
automatic speech recognition and they could correct as many or as few of the
recognition errors as they chose. Administrator settings allow for different
matching algorithms based on the closeness of a match and the number of

users whose corrections must agree before accepting the edit. Contractions
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are accepted (e.g. I'm) as meaning the same as the full version (i.e. 1 am’) and
to enable these ‘rules’ to be easily extended a substitution rules XML file
uploader is provided. As shown in Figure 4 the red bar on the left of the
utterance and the tick on the right denote that a successful match has been
achieved and so no further editing of the utterance is required while the green

bar denotes that the required match for this utterance has yet to be achieved.
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Figure 4: Collaborative correction tool
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First Name ’LastNan'e ‘Rewards ‘Penahes ‘Soure
Alexander Kicoyne 0 0 0
dmk106 dmk106 0 0
Wike Kanani 1 0 1
] W 7 2 5
m W 8 1 7
Alex Kilcoyne 0 0
Stanley Kubrick 0 0 0

Figure 5: Rewards and penalty scores
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u2 - 8 2 welcome to this brief interactive guide to using Synote , what is Synate ,
B g 2 1 welcome to this brief interactive guide to using synote , what is senate,
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Figure 6: Report showing users’ edits

Various display and editing modes are provided for users. Users are
awarded points for a matching edit and it is also possible to remove points
for corrections that do not match other users’ corrections (Figure 5). A report

is available showing users’ edits (Figure 6).
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Conclusion

This paper compared the costs and benefits of manual and automatic
transcription and captioning methods and suggested an affordable model for
Universities might be to use students to collaboratively correct automatic
speech recognition transcription errors of their lecture recordings. A new
version of Synote has been developed and a company launched in 2016 to
provide speech recognition captioning and a collaborative editing platform
http://synote.com/ at 6/hr ‘pay as you go’ with a discount available for con-

tracts for substantial number of hours of captioning.
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Examining the Model of Information Needs
on Mobile Devices: Massage-Spa Therapy Context

Numtip Trakulmaykee ", Khanungnit Hnuchek

Abstract

This study investigates the appropriate model to explain the
international tourists’ needs in massage-spa therapy information. The study
focuses on mobile information services. The proposed model is developed
based on the Technology Acceptance Model or TAM which is well-known
among international IT academics. The study employs self-administered
questionnaire to collect data from 422 international tourists at Suvarnabhumi
Airport. The SmartPLS Program is employed for measurement analysis and
structural analysis. The results show that TAM is not the appropriated model to
explain the factors of international tourists’ information needs in massage-spa
therapy context at the signicant level .05, due to the Perceived Usefulness is not
an important factor of information needs. Furthermore, the MI-TAM or proposed
model are demonstrated that it can explain the factors of international

tourists’ information needs better than TAM in massage-spa therapy (0l=.05)

Keywords: Information, Tourist, Mobile, Massage, Spa.
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nstleuteyauaywiaefivuadnninreuiiomes (Rukzo et al, 2008) fimslsiiien
AsngYeIsUismheiensitnulunuAdeiifedeshiuandeiumnnt
Tasnssusfsanudnesonisldonlunisinei muneds ssfunissuifania
gn-heludszduiunsdilaisnisldnu msdews uaznsléom anmsmuniu
MsaunssuiAgtesmuin uihnivarsnuideilinuaudusiusseninanisius
famnudnesenisiien funiseeuduiievldmalulad (Acrebi & Jallais, 2015;
Nunes & Mayer, 2014; Jung et al,, 2012; Gerpott, 2011; Tan & Teo, 2000)
uasdTedulng naunuladeaiuanuinesenisldaudsninadenuiianela
wazniseensumeluladifieldeu (Kim & Ammeter, 2014; Kim et al, 2010;
Brown et al,, 2003) WBNAINY Xue et al., 2012 Fanuanuduiusseninanisiug
fennudterenisldanukaznisiuitanisdiiuladndisluusunvesnisuinis
asaumaguamuueUnsalindeudl uazidefinnsaniededfinvesvuianinag
nsuansrauaznseuteyavesgunsaiiadeud {iduandinfianudululaily
Uiunvesasaumaruuan-altlnsuugUnsalindouiiesiiauduiusniauan
fumudesnslidvesinyioniisryissUszine wagdwmanisuindenisiuiis
Ustlominsldansauma uagnssudiemnudniuldvesmaluladiunisvisaiien
LﬁamaauLLmmmﬁﬂﬁ%iﬁmuaamagm il

H 3: nsfuiiennudtenanisldauasdiman1auinuanufean1sansaune
auwn-aUlneuugunsalindeui

H 4: msSuiieanudtesenisldauasdwmanisuindenisiuinselevdves
ansaunasue-aUmeuugunsaingeun

H 5: nsfuitiennuiresenisldnuasdmanauinsenisiuiteanudiiulives
ansaumnasue-aUmeuugunsaindeun
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Uadearudseaunisal

TueAsed Wldanuadlafiavinuas T 9 dod1uUszaunisalveq
tinvtoadirmwhanifiorafimiuduiusiutadedumsiug fil

Uszaunsaldnunisviaadien (Tour Experience: TouE) tnevialunuin
PUnvieafienfifluszaunisaisunisiesdisrnneuasinnusesnisldinelulad
asaumANsYieiinvdegiiensvieuiivrvugunsalindeudiunnnitinviesilen
Flaiiuszaunsainisvieadion (Oh et al, 2009; Eriksson & Strandvik, 2009) uaz
fianunanduin dnvieudienitliivsvaunisalmsvieaiioafiuieaiuanou asd
AufBInIsasauImAnIseufisniioldiussnauntsnuRunsiesfisananndn
Unvieufieafiasiivszaunisalinisvienfisaniuda deu Seaudulule
fiuszaunsainisvisaiisrvesinviondisasnanisssme avdsnaniensadiudam
san1ssusieUselovd wazn1ssuiiemnudiiuld vesansimadiuwin-alilny
vugUnsalindeuiifunisieaiisvesnnn iedudunnuided Aelarnum
auufigiiennaey fail

H 6: Ynviaafignvnsneusemaniiuszaunisalniunisvesineruin-aunlne
WINNI13zFuneuselegdvesarsaumavugunsalindouidsenidn
Tnaaeny1seUsemaNiUssaunsainun1svia g tey

H 7: dnveadisrrinislssmeaiiiussaunisalaiunisveniivauin-alalny
u1nnI19z5usiemnudfuldvesansaumauugunsalindeudiiy
nsneaiisrveswissniiaveuiivaviasssmadiiussaunisal
frumsviosiientios

Uszaunisalarumalulad (Technological Experiences: TecE)
nsiuszaunsaldmumalulaindreadafuvesily annsadwasionisouiu
welulaglvel q W6ety 31 Jung et at. (2012) TefgaulsiiuluaAdefinety
e-book vugUnsaliadeuiifizenin Reader 31 dgldfianuduinsuazidn
fumalulafansaumatuiniousds fliagiimudilafierinaluladduluiun
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Susiollusuinn wWudentu Tussyadiah way Fesenmaier (2009) fidumuluau
3aﬁ’amaﬂmmfmLﬁ'snf‘ﬁ"ummﬁumalumduiaﬁmaaﬁﬂLaumadamaiﬁﬁﬂviaqLﬁaa
Fureufiezldmaluladuazusnisarsaumeitonisidunie daudululen
Tuuunvesansaumaduwin-aUlneuugunsalindoud thvieaiieavsnana
FflvinwensaUszaunisaldunaluladiieafunisveadfisatsevdeldineld
wowndinduvugunsaliadoud zdinns3uifmnudieyesnisldeuuinni
tnvieaiflendifivsraunsaidumaluled fafu fisedslddauigiuionnaey
wazdudumnundululed

H 8: dnvieaiedvid1slsemeanidussaunisalaumaluladnuinniieesus
femnudiesenslduvesasauavugUnIaiinfeuiivesnintnvie e,
yinUsemeaniivsvaunisalanumnalulagies

A5AHiuN15Ie

nsAneni WumiddedeSina (Quantitative Approach) Ingldiniasile
N19398 WUUADUAIULUY Rating Scale 7 26y A9 1: laiLﬁuﬁasJasimnﬂﬁaﬂ
2: thumsJaamnﬂ 3: laiudng 4: wWwe 9 5: Wiusie 6 uMEegNIN wae
7: Wiusheeg1anniian msdaiuteyaainnguiinvioaiisryasmsmiseuuy
aounudsdmailivaianisduiegauumuazan (Convenience Sampling
Technique) a1 Mfeslnsvneensitsussing aumdugissugi luieunsngiay
U w.e. 2558 Tagihdoyailsannisiaiunguios inliasesitiionnaou
auufgIunavdnaiidae SmartPLS uay SPSS warkUawaifieliiAnanundila
Hadufidsmaronnudeansasaumnasuuin-ailnguugUnsalindeudl uwaz
sefuaMuFasNsansaumaduua-aU lnsuugUnsalindeuiivesinvisaiien
P RINNTY

v
=1

Uszannsluaudded fie dhvieaflorvsesmnafiiuniaduvieaiion
ludsewdlng FaudazUillddosnin 20 ey (nsunsvieadien, 2558) uaznay
frogndlunised I dnvieadisrvasmemafidumadunveadisrussmelneg
1ne Sekaran and Bougie (2010) l@szuinduiungusiegiaiies 384 aufiteane
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Ao '

dmiunisnadeuanyigiukarsedeludiusznnsndduiuiinnimildiuay

Y '

WuReaiu Hair et al. (2010) #ilaszylidnduiungudiegiaegneioy 300 Al
Aufissnadmsunmsvagauduls 7 fvsetsenitliiduegad wnldnisimszi
aunslaseade (Structural Equation Modeling: SEM) ftiu Yu1anguiee1aiila

¥
=1

FUIUNITIAAUVDIUIToT ATT1uIUTeEY 422 AU Fallauunzaudivsu

nsieseikagnaaevanyigulunuided lnengudiegeldnvasdaya
#IUUARA 19AN3197 1

A13199 1 wanemuANLduaznIISerazeuanInIINAmLiY

. Surudlinnudaiiu fndulesas

ayaduyAna ) %)

Ll LRl 224 53.08
VN 198 46.92

21y Wendn 21 U 23 5.45
21-30 ¥ 90 21.33

3140 ¥ 110 26.07

41-50 Y 89 21.09

1A 50 U 110 26.06

ANUTENTH Tan 170 40.28
LRSI 184 43.60

1e/men3ng 19 4.50

Anlagliiuseauy 49 11.62

ell Lol 176 41.71
glsy 137 32.46

QRN 32 7.58

Towdeide 59 13.98

wanInn 7 1.66

fziuponnad 11 2.61
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dsunauazaiusena

MNNaMTIATIES wuh Thvieafisvimeanasimudesmsliamsauma
un-aUnlnevugunsalindeudieglusefugann (6.49 azuuu) Tn1s¥uifenns
drtuldveunaluladfunisviendiongeiign ludfadenisfudsieaudiy
(6.56 Azuuw) drulszaunisainansdiudy dnvieaflsryiasiedlald
anudfInutulasianuuanastulinnngndinnsed 2 wagainuanis
insgenuiidede (Reliability Analysis) uagnisvesnisiaAvesdadesa o
Wemutdeievesdulszney (Composite Reliability: CR) wazAnade
ST ILUSTignarinle (Average Variance Extracted: AVE) wudn eniilst
MNMsNREUINIIABRSEILTTITUA (CR > 0.7 wag AVE > 0.5) andwiintlade
(Factor Loading) wesnndednmiiliiausazdadslunuuasunimaiuinnin
A11MS3IU 0.7 Aivun LazAveeiimuLUsUTIuYestady (Variance
Inflation Factor: VIF) flens1nin 5.0 nan193deisalainuilymuusdaseid
AUFITUSAULEIEe (Multicolinearity)

' a

M15199 2 HANNSILATIZVANADANTTUUILALAIINUTDND

Factor

fiauus Fa¥n Loading MEAN | S.D. | CR | AVE | VIF
MsTuite | 1. Anumeliiganasiving 0.85 631 | 0.70 | 092 | 0.75 | 1.78
Uselowl | auvesdeya
(PUL) 2. AnmazaIntunsdnis 0.89
Foyanisvieaiien
3. M3aANATUNSINLKY | 0.82
msvieadien
4. myvaelvirumdeya 0.87
ARy
5. Maviasgansamly 0.77

A1SVIoNNEN
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nsfAnwlueanudesnmsasaumavugUnsaiindeuil: Usunvesmsuaa-auriialsn 29
a15197i 2 namTezimadanssaukazanuddede (se)
o Factor
fauds fadin Loading MEAN | SD. | CR | AVE | VIF
nsFuiie | 1 AnudigdensGeud 0.83 6.19 | 0.82 | 0.93 | 0.78 | 230
AMuERe| 2. AudeRenIsideu 0.86
M3l | 3. mslifesddanunensin|  0.87
(PEQU) wntunsldeu
4. mnavyuryiidneu 0.89
5. Yuuazdaninueiuiy 0.76
anunsailadng
ms¥ugde | 1 msdhduldiunstiidle | 087 656 | 0.57 | 0.92 | 0.67 | 2.16
anadntu|  nsviesdien
g1 (Pcom) | 2. msidfuldriugunuy 0.88
msvioudien
3. madniulgnulaialag 0.87
4. msihiuldiuaunsal 0.74
wndeui
5. madhiuldmsdeuas|  0.87
yoslan
6. madiulanuaam 0.77
fosnsldansaumne
Tunnaanuil yanan
Uszaunisal| 1. n1snsuusmsuIn-aln 0.98 6.45 0.67 | 0.99 | 0.96 | 1.29
funs | 2 sletitedeyauan-aun 0.99
NBINY ’mﬂﬁjﬁu
(Toub) 3. nsldsunsudeya 0.99
wIR-aUINIUNIToU
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' a

M15199 2 HANNSIATITHANADANTTUULALANLUTDDD (FD)

o Factor
fiauds fa%in . MEAN | SD. | CR | AVE | VIF
Loading
Usgaumsal| 1. mslduonnainduuu 0.97 6.49 | 062 | 097 | 092 | 1.54
dumada | gunsalindeuil
(TecE) 2. Msldwenndiadunugih| 094
mMsviesiflerinugUnsel
wwaouil
3. mslfineluladifionts 0.97
Vieudien (GPS, Google
Map, Hulad)
AL 1. fiE]umiViENLﬁEJ’J: 0.89 6.43 0.67 | 092 | 0.80 | 1.84
foanshd MINUHUNTTTE TN
asaume | 2 szpineieadien: 0.90
(INU) msﬁum%gmﬁmﬁu
3, wdsnsvieadie: 0.92
MswaniUasy
Usvaunsainsvieadien

MsAne i lald SmartPLs Tunstiesesiaruduiusseninetiudsiae
5N15IATIEResAUITENaUeBudu (Confirmatory Factor Analysis: CFA)
WUU Partial Least Square (PLS) lngifidelavinnsnaasulasiasnsvesluing
waediaa fio TAM warlneaihiiauslunseuuuifnnisisy wWemenumnyay
yoslunadiazldlunisesunednsnavedadesine 4 Iidawuiuluiunves
AmdesmsansaumasnuuIn-ailneuugUnsalindeudt Tngldeadasa 4 e
gudunanasnegoUaNyRgIu

HAYINTIATITAATIAT 19D TAM WU 1A R-square wiadu 0.411
wanadn auanunsalunisesuiedadefinadoninudesnisarsaunediy
win-attlngantadenmssuiiaestadoues TAM Tlaifs 50% Fefianudululéa
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ynedidadedufiniduiiarnnsaesuislddnindadesunisiviausslowd
wazdadesnumssudfmnudiesonisldanulu TAM waziloliasevinruduiug
seriediudslulassaiislumaves TAM wudn naeanuduiuslulumaves TAM
fanuduiuseedidodAgnieadia 001

M13°99 3 HANTUATIZVLATIATIVDS TAM U Toyaenuidy

v e . NaN15ILATITRAIUTUNUS
ANUAUNUD Beta value t-value e
FENINNAMUS
PU — INU 0.34 7.85 a
PEOU—INU 0.40 9.48 g
PEOU—PU 0.57 15.04 g

dlonaaeulumanudildinauslunseunufnnside axlden R-square
Wirfu 0515 Fawandliifiudn lumailddnauelunsounuaAnnisided
anuannsalumsesuieisiafeidmwasoanudesnsasaumaiuuan-auilng
vugunsalindeudléfndy TAM uaziilodiaszsilaseaiiefe SmartPLs Aldua
MsiATIEiauduius fansiedl 4 Taefifesdadonssudifies 2 duiidena
auuIniuaudesnsasaumal taun Jadenissuiiemnudiedenisldeu
waztadenissuitenisdniuld daudadenisiuiteUsvlovd lwuihianuduius
fumnudesnisansaune vesinvienfisrvinsusenaiiseduiiod ey 0.01
Thife Ufiasaunufgiuil 1 uavseuuaunfsui 2 uas 3 uenndamui Jade
msfusismudetenisinuiauduiusmainistutafenssuifass o
waztladunissudfenadiiuld (eusuamAgiui 4 wazaunigiudl 5) dudade
sudszaunsel wuanudiiusszrinsussaunisalinumsvieadieafidmansetu
Fraifunssuiimunstniuld (sensuassgmnd 7) uasdszaumsaifumelulad
dsmanisaviunsiuifsanudiedenisldom (wexivauuigiui 8) wiliny
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ANNANTUT SEnInlsrauNIsalaunsie L ieaiunsfufsselevinsedu

o o

tfoddny 0.01 (Uiesaungud 6)

M15199 4 HANNTIATITULASIES9TULEUD

duuigu AUAUNUS \:Zae t-value NANINAFBUANNAFIY
H1 PU — INU 0.07 1.32 Ufvas
H2 PCOM — INU 0.79 8.32 YUY
H3 PEOU — INU 0.53 4.80 POUTU
Hda PEOU — PU 0.53 12.58 RE A
H5 PEOU — PCOM 0.51 13.12 gausSU
H6 TouE — PU -0.08 1.75 Ujjiais
H7 TouE — PCOM -0.17 3.88 gousu
H8 TecE — PEQU -0.62 16.36 REA

nseAUsena

nsfnwadell iunisinvinisseniunslfneluladounsniindeud
Tuiumesasaumasmuuan-aurlnedmivinvieaiiviind

ns5uiteuszlevd (PU) fiu Adnudeensidansauman (INU)

nansanw ladnudn Yadeaunisiuiteuselevd vesansauwna
aun-Inguugunsaiindeudiazliavinase anufesnsldasaumauin-alilne
vugunsaliadoudl wuneaNdn Liddnviesdfieddisiiasiuifsselow
vosmsaumaIn-aUlnguugunsalindeufiunndsfuegidls Alddawarinli
anudeanisldansaumavugunsalindeuiivesinyisaiisadsnduansnaiy
fanansideiunnssanuanisineives Davis (1989) ldiaualu TAM uazlsl
aonndosiunannamidomaluladluuiundu 9 vugunsaiadeud Wy msfnw
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wmelulafnisnununsisaisnainanudeanisvesinyieddies (Consumer-
generated media for travel planning) ¥89 Ayeh et al. (2013) ns@Enw gAY
AMSUSNTEUDANNIN (Multimedia Messaging Service: MMS) 98¢ Chang and
Pan (2011) msAnwuAsaiumsidumediinuugunsaiadouil (Mobile Intemet)
94 Gerpott (2011) msAnwuAsIfugiiouuzinmsvieafivaasiousss (Mobile
Augmented Reality) ¥89 Haugstvedt and Krogstie (2011) wAnad TRl
NAUADAARDINUNANITIIBYBY Kanchanatane et al. (2014) way Wang et al.
(2011) Fadeofiangianuuanslununvivaniuuasiinseianngiiens
Ul wudn mnlusaitiauslusideiins@nwiadonssusiasslovy
wazdafensfusfemadniuldidsonnuidaldinaluladwdonty axilonadilsl
wuemdRLS s s3usisussleniuasenuidlalimelulaBua sl ety
N135AN®IU99 Kanchanatane et al. (2014) Wang et al. (2011) wagn15An®E
TuenAdei

nsfuitsanudiuld (PCOM) fuanudasmsldasaume (INU)

nsfuitiennudriuld ddvsnadearudesnisidasaumania-alilvy
vugunsalindeudl veadnvioniivainemnd Tnemndnvieuiieanisunasusi
msihfuldvesasaunmne-ailnsuugUnsaiiadoudl fuguiuunisviesilen
(Travel Style) lavialag (Lifestyle) LLasqﬂﬂﬁaiLﬂﬁauﬁmaqwaﬂLmﬂ (Mobile Devices)
wnuiila fagilianudslaldansaunaun-alilnsuugunsalindouiives
winntuuiy Ssaenedosiunguinsraeuianssy wie IDT ves Rogers
(2003) Wil Lﬁaqmﬂiﬂ%ﬂﬂLﬁﬂﬁ]ﬁ%aam%’umﬂ%mﬂu‘laﬁiﬂ q mnmaluladii
TaldnAulasuauiimnendesnsiimealuladutldeu (Kua and Lee, 2011) 1y
deafuiinvieudleimifiazdanudilalfarsaumauin-alilnguugunsal
wndeufivosmnnin Aredlomaluladdudniuldiuziuuunseadiiveaana
wazamnsaliuuansiuvesnnly Seamsidelulhibdaonndestumsin
A uunluvainvatguun Wy nsuInsasaumagunnuLgUnsaiiadeud
(Mobile Health Informics) Tuuszmadanlusveas Xue et al. (2012) nsly
Sumesidauugunsalindeudl (Mobile Internet) Tulseimaessiures Gerpott
(2011) U3n5t1sziiurugunsailadeudl (Mobile Payment Services) Tutssine
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wostiuras Schierz et al. (2010) windunui nanismpaeutladeiasiimmuunnss
MnHanTIdunsididnnselinduugunsnindouilt (M-commerce) Tulszinaiu
94 Dai and Pai (2009) Fsflmnandululéalud a.a. 2009 waluladuugunssl
wdeud Safidgymiduninuvasaselulseinaiy way M-commerce Saufu
weluladfiglnddnivendulusasdy ¥ilfuniuddnit Mcommerce Wty
Lilifuladaladvomanan wmnaazmniiagliuinsde-meaudriuiu vie
Fo-relanasainnit Guansafuarsaumauin-aurlneuugunsaiiedoud
diensvioniisrvesnudfed fdnveuileariswdsinfmadifuldiuladaled
Lazmsviesiiveman Wesn Yagtumnindanuduaeiuliionmdindy
#1499 vugUnsalindeuiiinniu uazinislinalulaBarsaumaionisviondien
wnegud liesliunsiumdeyaifeiiunmsvieadivafie Search Engine Wi
sfummumiamagiimans GPS emsessselsusuesulat
nssuifennudredanislden (PEOV) fuanudesnisldasaumnan
(INU) n1sfuinsusglovd (PU) uazmsiuitadniuld (Pcom)
n1sfuiniennudgsrenslidny d8nsnadenrudesnisidarsauma
wn-at1lnevugunsalindeuiivesinvieuioadsid lngdnvieuieadisuia
fufdanisldaudtsvesarsaumauin-alrlneuugunsaliadoudininnii
wzdanudelaldansaumauin-aunlnevugunsalindouiiuinniimulusae
Fananisideiiianuaenndasiu TAM (Davis, 1089) uaznan1sAnwaulngy
IUU%U%%BQQUﬂifﬁLﬂgauﬁ (Kim & Ammeter, 2014; Xue et al., 2012; Kim et al,,
2010) uenanil wan1533y SeliFuhluuiunansaumawe-auilneuugunsal
\douil Jadunsiuitsanuiesenslifom fanunsadmameuinliiunsius
fvsslovivounaluladansaumadnge dwman1sideiliiauaenndoiu TAM
(Davis, 1089) waznan1sAnwanlngidnuarudusiluusunveunalulad
3u 9 wWu n1sddidnnsedndues Kanchanatanee et al. (2014) wazinelulad
MU TYiBuTiEIanANLdeINsYesinvieafisaves Ayeh et al. (2013)
uanISetsslddnmelffuanuduiussenin nssuifamnudiedenistdo
fifdvBwasienisfuifnadriuldlurunvesasaumauin-aunlnguugunssl
\ndouiidndey Jeaenadosiunansfnuiluuiunvesnisuinsasaumeagunm
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vugUnsaiindouiives Xue et al. (2012) ¥ail iiosandesifnvessuianiiine
nsuansrauazn1steuteyavesgunsaiindeud vinlsinvieafiedinanansus
famnudresonsldansaume vugunsalindeuiinnifieda Aazdmwarilinngiu
Heselemiuaznmssuiimadniulfinntumalude
Uszaunsaldunisviendlen (Toub) Aunissuddeusslewd (PU) waz
nsfuitenisdaiuld (Pcom)
Uszaunsalsnunisviesiisnne-aunvesinviouildinwndlaifizniwa
densiuifeustlovivesansaumauin-aliuugunsalindeud wiegidlaly
ATl A lddndnroniisasisnfsgsraunisainslduinas
wn-alwseiagld Surasiisatunisuan-atilngainniseunagilannoy
wiolifinu Aezlddwaronsiuifasslevivesasaunaun-alilveuugunsel
\douilveamaniuiusin1sfineues Matin wag Herrero (2012) agdlifiudn
ANAIANTIUTZANSAIN (Performance Expectancy: PE) 989 UTAUT ail
AAEEAGaiu PU 13 TAM finny uwilunuideusunvesarsaumeuin-auilvg
ﬂwwuﬁugwmm TAM NEUNUNaTIUANA9RINNSANEIVES Oh et al. (2009)

G
Anwvuiiugiuees UTAUT wag wudl Usgaun1salmsvieaiienvestinviesie?

il
i
favswanonisaranieuszansam (PE) vesnvioniienluvunvesgunsal
aumilsdediannsolind (E-book Reader) uanslliiuin PU 989 TAM f'u PE 909
UTAUT lalldfianuadeadsiuiluynuiunveanaluladdadl Matin wag Herrero
(2012) nal3lunisfnwivesmanen eswinanuwanaisdssaunisainiu
m‘a‘vimLﬁamaqﬁﬂvfaaLﬁmm'wmahia'amam'ami%’ui'ﬂsz‘lmﬁsuaqmiamm
wn-allnguugunsalindouil usenadwmasenisaanidulssaninnueauinig
Tumsaumena-ailneuugunsalindeud vugifentu wui dnvieufiewsmnd
fifluszaunisaliunisvieafisauin-al wnndegsuitmnudiiulivesnsly
asaumavugUnsalindeuiifunisvieniisrveswannlsesnininvieuisn
AsrRniszaunmsainisieaiisrun-alilvetes
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Uszaumsaldnumalulad (TecE) fu n1sfuifiennnudnesanisldanu
(PEOU)
nuanuIdeluviunvesasaunawin-auilnevugunsalindeoud

[

nuIUsEauniIsainumnalulad YesinvieuielIneAionsSwananissus

U
s

fernudesenislinuasaunana-alnlnsuugunsalinfoun nelrmdudseans

e he

BMENaWIAU -0.62 nueANd1 windnvisaiieasenfiusyaunisainnsld
wonmaladuuugunsaiindeuivieliuszaunisainisltiveluladifienisvieaiien
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Factor Analysis of the Lifestyles of Generation Y Consumers |
on the East Coast of Southern Thailand through AIO Model
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Abstract

The research aimed to study Generation Y consumer behaviors and to
analyze the lifestyles of generation Y consumers on the East Coast of Southern
Thailand. The questionnaire was used to collect the data from 400 Generation Y
consumers who born in 1981 - 2000. The Cronbach’s Alpha coefficient of this
study is 0.96. All data were analyzed through factor analysis by employing
principal component analysis. The results show that the female samples are
mostly found, and all samples are in the age of 21-25. Samples have average
income below 10,001 Baht per month. These samples hold a bachelor's degree
or equivalent, and work with private companies. They are younger generation/
currently studying/ graduated, who are single or not married, and are the
permanent residence in Nakhon Si Thammarat province. They also live with
their parent, and have not credit card. The findings about factor analysis through
AlO Model show that there are 8 activity factors; Entertainment, Nature, Self and
Social Development, Work and Social activities, Learning, Hobby, Healthy, and
Peach.8 interest factors; Fashion and Values, Travel & Environment, Family,

Excitement and Learning, Technology, Self-Development, Self, and Casual and
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7 opinion factors; Analyst, Thinker, Political, Realist, Qualitative, Competitive, and

Democratic.

Keyword: Generation Y (Gen Y), Lifestyles and Behaviors, consumers, Factor

Analysis
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asrusznauvsedanguiuslnauslirnulunsasuauisnanssy anwauls uae
AYIUARLI

Tuvauziaondy q Iidunmsiinnsiesdusznevresgiiuumsmsedin
wartandanguiuslaa lnedvsius miulve wazaenua v1AUseiEsy (2557) fAnw
o “sUuvumsiiiuTinfidsmavimuefuaznszuiunsinduladedudaton” Tns
wui ﬂﬁjug‘uL.wfumim"ﬂLﬁu%ﬁmmaﬂﬁj??aauﬁwLaﬁauiuﬂqﬂl,wwmwﬂuﬂi wusoaniu 4
sULUU Ae 1) nquiithimsud (Leaders) 2) nguviunszua (Followers) 3) iunguid
Jasemasuiununislusedugs 9) nguuenates (Outsiders) Fsuilaenndosity
399 naewUselau uazUsena Waamesqu (2555) ldvinsAnuiBesguuuy
nsaiuiinvesmgeieiay lunjannumuns wagaunsadnngugiuuns
suiuinvesmgeivvinnusenldidu 8 nau Ao naudl 1 nguaniievhanuldle
auuisnagAanssenthu nauil 2 nguanievhaudniuun Tdladesssue
uazmsvieaiien nguil 3 nguaniviauiinussnidley Bavdnmisanenans
yaanenans naudl 4 nauanieviinu ldlalunmsdenyatuly naud 5 nduan
Fovinau ldlaguam nguit 6 nauanyfovhaudnaseunda nauit 7 nguanafovhany
Fuusgvue I Wunguiiveuiulssmuemsnussudulssduay
naudl 8 nguanfoviinu seuFesmsihunemenin sunuiseieatusuuuunis
ailuTInlunsUszinevues Harcar and Kaynak (2007) laAnwniiFiymneansaiiutin
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vaauIlnAr RS TukarIAuATwnyuun WhynevensfinuidedeUsedng
Ao MaUeuiisunstinTausssdlufiamanmsaniuiinwagafeuvesuilan
Tunsdedudriinainuansduduasusnsniglianmundeuiindefugeamiy
owdnuniefitudeindufiufivuurluanigowsnuazuauinl AlOs uag VALS
uiestieuazimadalunisimunanuunninswesmainguilaalusudniuas
wauen fidaelihigaianisduannaenauuTndnanvesiade sy spnaaLT
iU kaznsinnisuimsnagnsnisaanelilduanatimnemndely 3
sUsuunadTIfelunsideddmanuieyaanngudesslusaundiuau 300
AsoURS ausaudseidunseuniafignngrne was 400 Asoua luamigetsin
THansiauuy 5-Point Likert Scale Tunsaeuamiieadiu A0 Tusufanssu
awanlauazauAniiiu 530 56 e waz VALS damanlusunsuves SRI il
yhnsutsguuuumsiidiuinesndu 7 ngu wazdauiReiudeyamlvestnou
LuUdeUAI TIBmgRnssun1steduduazuinis n1sAnwasaild Chi-square
naaouaududaszaefuszninsguuuunsiniuiniuseendu 7 ngy
filfpdfamaadia 0.05 MnuanadeunUIlasdadiuvesngusUuUuNsALEY
Finvosuslanrmoudiuiithnanienueman WA sufuil 1 nduiiuuridunas
nnseenuanUu (Fashion Oriented and Outgoing) so%awn Ao naugldlagunn
wazdaunseiedosuluBedinuszs1iu (Health Conscious and Leading Active
Daily Life) wazdid1uau 2 nauiivs 2 Ussimadnsdianuadiendafundelsld
Anaumnsneiy e nduilsinnuanlsluBesdsay (Socially Conscious) wazgitldla
Tuthuitegendfe (Home Oriented)

yieid d ane¥iand (2550) TiRnviFes sULUUNSRLELTIRtUNR DAy
wenwdtaduluaietnelnsdwiladoudl 3 Ivesauaistuneiliinsdwindoud
luwansannuniuas lagldisn1siasesidads (Factor Analysis) nsuusnas
(K Mean Cluster) #an1533enuin aunsauusguuuumsaniudinla 3 ngu lng
néait 1 nepllanaluas nduil 2 naueu 1eiTlon ndufl 3 neuanunvia Tnefingusegng
fiszsurnindevesnsdaiunendindueglunduaudinlvgnguusn Tnouenndiady
Aldumnualanniian fe sunisAnsiedoas deuesulat Fadululuiianis
Wenduduwiion vesyayesd (2552) Aifnen “guuuumsiuduiinvesmdaiovhay
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Aaounmlanlunsammmuns” Taefinnsanain 3 ¢u Ae Aanssu mnuaula
uazANuARLi Fsnndeyaguiuunsdiiudinansadanguld 4 nau Fedidnuae
wiwveshangsy anuaule wazawAaiu feil 1) nguanlantnAnidnuasseus
GosnslowarTausssy veunsuilnauazmsvieaiion veusueiisnuaznsle
nat 2) nguanlaninaseunia fdnuaginaseuaduasmsUTufterudIEa
Younuafsnkarn1sitiaIe Shdeardiny tedanaguuninulse Yaunseu
wazanssudseu 3) nquanlangaulanuies ddnvargeunuefisnuazmslinain
$niesuazdeny uedaneguumnutse seuudunazelen 4) nauanlanindiume
Haden fidnwazvounsuilnauazmsvieadies Wulhiase

ogdlsfnnu SonAdeildsdunsiunguiuslnafifitsengderiufungu
Generation Y Tutlagiuiiliungu Generation X \ieluszsziiaszana 10 ndd
s 077 g Twd (2547) lvihmsnwiFes UkuumsALiuTin mauaeon
foya uazngiinssunistedudunduresiundsiovhau nuh suuuunmadiiuTie
voundeieviau uwudldilu 7 nu Taun 1) nduiuvliiuaseunsiuasldladeny
2) nguEpdaunmThuawnANLETe 3) ngunBsassmnuidu 4) ngumdsnglony
5) naulslveudeselyavean 6) naudagylvglignda 7) nausnfivuwarauinme w3e
w31 Anusaa (2546) IeEnwBes suuuunsidudin msuaandeyaile
nsnaulevienilon wazwgAnssunisvionfieavesauiovianuiinui suuuy
msnduiiaveseu i wuseondu 9 nau leun 1) nguinnisudedu 2) nguau
Julval 3) ndueySnuillon 4) ngumaviulan 5) ndudrgalya 6) ndusnaseuny
7) nquanailasinies 8) ngusnunszua 9) nauidushvesinies vasiufiss inSosdems
(2543) Anwrzduvumsaniutinvesuslaamelunsunnumiuas lagiiarsan
911 3 TR Ae NaNTsU (Activities), AuaUla (Interests) wagAUAALIL (Opinions)
Kamsidenyn Sfanssuduansoutseentdiiy 8 nay fRauaulaanunse
wiseanilu 11 nau waslifenuAndiunudlaidu 14 nau

VBULINNSIVY
NIRUBLIANMINNGIFEASIT Ao AkUsAu lawn Aanssy Anuaulaway
AUARLY fudsau Ao sUsuunsiiudinvesiuilnn Generation Y lumeld



5q 15813INEINITINNIS UA 3 aduil 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

Hag1lne Tnevssensililumsdnmaded e fuilna Generation Y Tuniald
Hasnlnedadugiifndaeseningd 2524-2503 videgifionglutag 15 - 30 U dlu
U 2557 dusgrnsluszuvadanieanisnzilou 91w 2,893,344 Ay Jalignsves
g1k (Yamane') fisgfunnuidesiufesas 95 lumsiunamnguiiegisdsdiuo
YPNATOINGUFIDENIVINTU 400 AuFeRrdpsiuiouluvesngufoglunTiaT gy
93RUsznoy (Factor Analysis) fifdeuledn nmsdasziesdusznauasiivuin
foe9eenetien 300 18 (WYstey Awinade, 2549)

mafiusausndoya

Tunsinuaded (adeldfusunudeyaUsugf (Primary Data) fuguslne
Generation Y luneldilsenlneiAslutaed 2524-2543 Taguanuuuasunali
Huslam Generation Y Tu 4 dwin laun Jwmdaguns Fminasivgisnd
Jwiaunsaisssnsy wazdminivgs $1udu 400 Au muaausng o eun
eassndud lseleu uvninedy vidmenau uwagnhenussns Wudu wagld
MN13RTIRAUANNANYTRlvDsU VAU uteu A TayaasuulusLnIL SPSS
WiensAnszimeatinsely deyaningdl (Secondary Data) Tnsns@nwiuunde
uaznquinaendunauAdeiifstesiunsinsedsuuuunisduiudiouas
wginssuvesuilna Generation ¥ Tumeldagnilneanionans 1nsans una
WIATITNTINING $1891U 18U Ineninud wazsmisdesns q Mifedes

o A 3 v

nsesiionldlumaiiusiusudeya

msfinwasell §Idelduuasuniu (Questionnaire) Usgnaumedadiany
sandu 4 neu ldun neuil 1 Jeyaientunginssuvesduslna Generation Y
maull 2 TeyainedfiuAileunaruseilavesineuiuugeuniy noui 3 Teyainedriv
sULuuNSANIUTInveIna UL ULADUANY Waznaudl 4 Yeyaliedfuanvuy
M9UTEYINTVRIEROULUUAD U Tedltadniunmuadiuiu 164 Joranu
3 A A < 1% Y a . oy 1 ~
Juasaslelumsiiuniurudeyaanduslam Generation Y Tunaldisanalned
Dunguitene Mavaseuauiediu (Reliability) vesuuudeuniy lngthuuaauay
Tunaaeu (Pretest) fungusieene fis fuslaanldlingudiedne 1w 30 ya
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ad o a a o
0ANUUNTIIY

Tumsinszideya {iTethuuasunuiiauysalndmmnanginsiauas
Ansreimaeiedosnouiiames Inglilusunsudsaguly SPSS for WINDOWS
wazldszduanuidedudesar 95 Tasldishiaseiuazdunounmsiinsey el
1) M3 Asesiianssaun (Descriptive Statistics) liuA n1suanuasaansd fdesas
Aueds wazdrudosuumsgu Tnsmstiausluguiuun Wieeduiedeya
Renfudnuvagmessnsvesnausegs fuusaion usegdla Aanssu mmaule
ANuARIuAIUNSUSIAA wagnginssun1suilnavenguding e 2)msinsien
93AUsENeY (Factor Analysis) HingUsyasdiiloansiuaudauys (Data Reduction)
Frensdanguiudsiifienuduius fulidesu Taglunisiesmeiidesdy
feuhingmylinseiesduseney Mdudsianuduiusiunnvsellianuduiug
Fueehedifeddyarannsaliinaia Factor Analysis 1 @vanunsansainaeuldlng
1#35 KMO (Kaiser-Meyer-Olkin) 1{usinennsnzanvestoya fendldannnia
05 wardng 1 wanstimnzay Taglumsiiduusnadadadoudatdu axfiansun
97nA1 Eigenvalues Fomnedeamnuiuuls MernuuUsusiuiamslusaudsiiy
fiaunsaesunels e Factor wie Eigenvalues fle nauInuase Factor Loading
nmddematusiariLUsiu Factor Wil 9 (faen Miwddan, 2550) Tnedideuls
e Factors Loading axfiesiirdaus .3 TulU Swzdleimiunasitus Uindabot
and Moschis, 2008) LLazﬁmamﬁLﬂswsﬁaqﬁﬂizﬂaulﬂLLUimaLLazﬁﬂwum%aﬂdu
YoeusazULUU NiBuLauer ToraraYaANTRIRINMUTUTIY

dsunauazanusnena

dyuia

1. ngudregsdulngidumendgs fgldnawouszning 110,000 vm
aenndosiunansAnuEes sUuuUMsALiuTInduguA LAz NgAnssuNsUSTaa
wAnfusiiteguamvesiuilanuesiunelusineiies dmingsrugiond dail
YWEYTENIN 24-28 U fanunlanuariisgldadesnivsowiiu 10,000 um
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molAau (Wiliey a155mi, 2557) aunsAnwlussAuySgyininselisuin
Dunidnaundegndeuidnensu egluieteminary/mdsdinu/Seuauuds
anunmlan/dlaildusiany fuilegordeluiminuaseisssusy dnluginende
agiuATaUATIAY (o)

2. ngushegadulvn)dendedudnieuimshiutufiowaudin taammil
enTetuingliansauduaruinsierasnan 17.01 u-21.00 u. Faduladende
AuASaUsNsIenwes fleldserensa 1,001-2,000 vw Seuaulaniode
Auduaruinistssnnaudgulnauilng defuduazuinisaintisassndudn
Sadviidemaomsiaaulatoduiviousmanniian Ao ewagaanlunafuny
Wiaagaan/dsueanuazainasuaiy faaenndostunisAnuwgAnssuves
westungludminguginiidndentonansuriiequnwiivhaasmaud
WU (Wsiiiey e@ns3nid, 2557)

3. MIRATRAUsTNaUTULUUMIAEILTIne Generation Y TunAls
Hee1lnedeluea A0 aunsnduunesduszneveeniiiu 3 ngu fe Aanssu
anuaula wazanuAnty §idENAs InsiuANLALLY Likert scale S 7 seey
PLLIMN9T8Y Hawes (1993) uaw Jindabot and Moschis (2008) it

3.1 dufiansau (Activity) ndauusduanssuionun 39 fauds
NanTIdenuIn Aanssudingusediadoni 5 Susuusn ledud audumedidn/
ADLNLABY IANEYDIATIUAIIAULEY TOULANMITIUDIMNTETRE 9 UanUIu
TuBemBounnaginglumaniadifey wu Tl asnsud wasveusuameunsan
3 397 meluthu/Minveamies Aud

dothsfudsdufanssuis 39 deunfnsiet Tneld35essusznaundn
(Principal Component Analysis) lun1safinesAusenay wagmiuwnuesausenay
LRNLUU Varimax wuh ﬁ?ﬂ?iﬂﬁﬂﬂﬁiﬁﬁﬁ]ﬂiiﬂﬁﬁgﬂéﬂé 8 naw lsuA asduszneui 1
nausnAITUT (0318 - 0.785) asdszneudl 2 nauRanssumsulneuasnsvieadien
floNs33uTR (0.407 - 0.561) Bedsznoufl 3 nauiAIUEMaY&IR (0.773-0.781)
0sAUsENeUT 4 naunsIULasAanTsudsAu (0.534-0.615) BadUszneUT 5 nawsls
M3Beu3 (0.558 - 0.767) sdszneudl 6 naususRisnuagmsliinaning (0.404 -
0.790) asdUsEnaufl 7 ngusngunm (0521 - 0.646) Bsfsznoufl 8 naLuma



15813INEINITTRNIT U 3 aUuil 2 (2559) 57

nsanTziasAUsznauvasgUuuun1sAliuinvasiuilnn Generation Y Tunialdv

uazNaumay (0.605 - 0.559) lnsudazosnusynouiiA Eigen values Aanns199 1

= ° 13 . . o a
A13799 1 N5 UNDIAUTENDU LAZAN Eigenvalues YDIPLUTNANTIUNT 39

fruys
29AUsznau fanssu A1 | Aeu | Sewazdzauves i
Tounu |uUsUsau | auuUsusau | Loading
Factor
1. nesneariudis| 1. Beufiioamnas auss wgdald 15879 | 40.716 40.716 0.785
(Entertainment)| W41
2. NS suERNasIyAannM 0.760
9 @
3, FaUnsvunouUESR 0.696
4. ioudlesnalsene 0.694
5. dRenssuRuduime Wy 0.685
aoaung Yuntwl
6. FoAufmaBunesiialagly 0.652
Unsiashs/dnsiadn
7. WnudpdeassAnaramiuse 0.598
PuwANIA
8. Wisnansdufiuudesileny 0.588
9. ihfanssuauz/nulseivg 0.571
10. @uAnLua 0.555
11, hsamfRanssuwmss/nguil 0.347
puLeaUla
12. viesfierluwuuasanauie 0.435
NN
13, 1h5uUImsiaiueane addn 0.538
Haitak)
14. IUruingsAns uLansduan 0.318
2. nauAansIu 1. vioudtedluuszina 2.293 | 5.880 46.595 0.561
Asuslaenas | 2. ivAraNYaIE 9 Tuwn 0.556
nsvieaiien AoalaAdy
Seusssund | 3 ﬂjai{ﬁwﬁaﬂismm 9 Jungu 0.504
(Nature) I?M"J 4 a e .
4. NUNYNTIDYINY 0.407
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a ° I | . o a
A1519% 1 N15IMUNDIAUTENOU WagAT Eigenvalues U89AILUIAINTIUNNT 39
fUs (so)

(Peace)

o & da
Mluniey

29AUTENBU flanssy A | apw | Sovazazauves | A
lounu [uUsUsau | Anuudsusau | Loading
Factor
3. nguRmU 1. haeuiidwuenmileainanu 1.698 | 4.355 50.950 0.781
aueasdeny | Used/Seu
(Self and Social | 2. augradunazJunen 0.773
Development)
4. nguMsNukay| 1. iswduivsesusilundngas | 1.592 | 4.083 55.034 0.615
Aanssudany Aiduusgleninonu/Sou
(Work and 2. vhinssufieuilemselfiiu 0.613
Social Activities) | 3. 39LKHULAZANAGIUAIILEARY 0.549
gpsulunsiaw/Seu
4. JumaalnstigesAnsnisnea 0.534
5. NguLaN1g 1 WBemdeuaiginalumania | 1.253 | 3.212 58.246 0.767
Seous deiey 1w Yl aansud
(Learning) 2. dininvhyey Ui TRsssy 0.673
3. ANEE eIt UAIEAULDS 0.599
4. vousunildeuayineans 0.558
6. nguueRisn |1, lauduneiiln/reuines 1.184| 3.037 61.283 0.790
wagnsld 2. WOUUANINIIUDIMTO50Y ) 0.604
naang uantu
(Hobby) 3. YOUVUAMEUATINN TR TR 0.507
meluthu/iiinuemues
4. veuTovesieassWaLA 0.473
5. gurLANEUAS Ul e LA 0.404
7. nquinavan | 1. Bosdng 1.055 | 2.706 63.989 0.646
(Healthy) 2. anusetnu/nany/dgnaulsl 0.627
3. 19113 0.521
8. nguiiupy |1 veuvifanssuamdaLies 1.008 | 2.584 66.573 0.605
ATULAY AULAY?
NOUAAE 2. @vANNANUUBIINIBY A9 0.559




15813INEINITTRNIT U 3 aUuil 2 (2559) 59

nsanTziasAUsznauvasgUuuun1sAliuinvasiuilnn Generation Y Tunialdv

3.2 suanuaule wan1s3denud nqudegelinuaula 5 duduusn
Tgun Wianuddiuaseunsh Waruddysunsiiansslunseuaiaaue el
HayminSnwauluaseunss avlanasSununueuanaues uagliruddyiu
Ms3ulsEMUeNSTigngueLsTy lovhduusdumuaulais 39 deuniieses
Tneldosdusznoundn nuh annsadanduiunssuléiaau 8 nau Tiun ssduszney
7l 1 nduudunazenfion fenhminesdussnousewin (0.428-0.759) asdUszney
7l 2 naudnmavienfiuazduanden Sanmnesdusznousewing (0.510-0.797)
sdUsEnaudl 3 nquinaseuns frtminesduszneuseming (0.625-0.757)
paAUsENEUT 4 nauuamIANNALUTIMIBLAzN1sSEuS (0.372-0.730)
psAUszneudl 5 nausnimalulad (0.375-0.752) ssAusznauil 6 nguiiannuLe
WleaunAn (0.652-0.797) asdsznoudl 7 naullsimnudidnyiusies (0.421-0.705)
osAUszneUTl 8 nguusimetiuaue (0.603) Insusazasdusznauiie Figen values
Fapns1efi 2

A5 2 N15LUNBIAUTENIULAZ AN Eigenvalues YasduUsanuaula 39 fuds

29AUszNauU flanssy A1 | Aeu | Sewavdzauves fin
Tounu |uUsUsau | auudsusau | Loading
Factor
1. nguunidunas | 1. fuslnadoussaudniiifedios [12131] 31.105 |  31.105 0.759
[RDIY 2. guslnaaulaneaedingdud 0.728
(Fashion and Twad 9 wnndnldudnsndudndu o
Values) 3. fuslaalianuddayivalagd 0.726
yaudefunninsmm
a. QU%Iﬂﬂ‘uaULﬂﬁlauwmw‘%aL?Taﬁﬂ 0.720
5. maiuneseulandunisly 0.590
Aanuiluvesyuilan
6. gUslnAtaUTINHEUMENITIAUNY 0.582
AOUNIADS
7. ffuslanauleaanuiivieaiienlmi q 0.511
REEHD
8. JuslnAsuYTENIUIMTIIUAIY 0.428

Wudsed
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A57199 2 NsTLUnesAUsENaULAZAT Eigenvalues UasiUsamaula 39 fuds

(¥i0)
asAUsENaY fianssu A1 | AAu | SowazavaNvas | A
lounu |wUsusau | anaudsusau | Loading
Factor

2.ngusnms |1 fudlanaulouiamdwndon | 3.343 | 8572 39.677 0.797
vieufisauar |2, fuslnaaulauianaiu msnea 0.751
Aawando Wlenzyingsean
(Travel & 3. fuilaaauladisuiannyus 0.746
Environment) gosduliasgyinanii

a. fuslneanlafiensuanufaus 0.687
uaydniusuveding

5. fuslnaveuviondisanuaaui 0.662
vieafiensssumA

6. uslaaaulafnwsioluseey 0.510
figatu

3. ngusnaseuna| 1. fuslaalinuddeydunisvi | 2241 5746 45.423 0.757
(Family) Aansaulupseuniaase

2. Uwesfulansoalusadou 0.735
Beusevegiaue

3. fuslnaanlafiaznnusethuli 0.727
Meieg

4. fuslaaliaudfgiuaseuns’ 0.722
Wududuusn

5. fuslaaduauguanundu 0.646
sulouBeuioglutumenuies

6. Wefidymifuslaasinusnm 0.625
Aulupsouns’

4. nguuanan | 1. fuslnemnulus deseldiigetul 1820 | a.667 50.090 0.730
Ay (2. fuslaeauladneusy dusn 0.640
imeuazms | terfiyuaiug
Fouj 3. fuslneanlaiamnzSosiivihli 0.631
(Excitement framlundfiniseuwindy
and Learning) (4. fuslaraulamseldfivay 0.484

EEA L RNIEE)
5. Juslaavaulnieuemsdmiy 0.372

SuUTEMIULLY
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A399 2 NsTMUNeIAUTENaULALAN Eigenvalues vpsdtusawaula 39 fuls

(si0)
a9AUsENAY fianssu A1 | AAw | Sewazazauvas | M
lowunu|uususau | anuudsusau | Loading
Factor
5. ngusn 1. fuslnaveuglavamalnsyiel | 1.585 | 4.065 54.155 0.752
walulad W 9 AUNNIYITILNTEN )
(Technology) |2. QU%IﬂﬂauhL%"aﬁﬁ’ﬂuu’m’m 0.688
Tuiie wu 919guguans dndes
3. fuslnAvingunsaldeans wu 0.591
Insdnvidletie Laptop lula
4. guslamfnsuniansinudes 0.591
nniu
5. fuslamaulanalulaglu o 0.375
Ioiuasfoogiane
6. nauiAues| 1. Auduiavestuilng e 1.395 | 3.577 57.732 0.797
ioawan msladudwesssiavesiaes
(Self - 2. fuslaeimuinuemaeniial 0.728
Development)|  titorudssluendn
3. anwdidegeanvesiuilan e 0.652
CLCAERY
7onaulvienny |1 duilanaulaguaguainwesiaies | 1.237 | 3.172 60.904 0.705
ddgyiusaes | Tudauss
(Self) 2. fuslaalianudfyiv 0.642
ms3ulsEmuesTignaueunse
3. lumadendeamsiuslan 0.601
milsanuazamnaugiane
a. ffuslneanlauasiFannauny 0.508
BUIANALLDY
5. fuslamaulasentidaniy 0.421
otaahiaue
8. NENUsINY guslnausaneauauiennnil | 1.143 | 2.930 63.834 0.603
Wuauny auaiedeon
(Casual)
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3.3 fuAUAAIY HAN1TITE WU NaufeEslinuAniL 5 Sudulsn
#un sunAnasdduniinisnaududiull audwnsdaladianumneinnni
Imgaswes Fmusssulneidudsiitiiesuinseying Ussaumsalonmsvhaudian
wnniigandes uasmadeadudomeseuieusuna Werduusdiuam
Anufiuta 31 Foandiameilaeisatnesduszneu wut aunsadanguianssuld
giedu 7 nau WWud osdUszneudl 1 nquindiaTest (0.450-0.704) axdsznoud 2
nauinINsuNLUaETaUFTRLETIH (0.556-0.690) BsAUSENOUR 3 nauTEUTIY
nsilladkasiaswgna (0.528-0.730) sAUsEnoudl 4 nauuedlanuuANITY (0.331-
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Surveillance of Advertisement in Broadcast Media about
Food, Pharmaceutical and Health Care Products.

[
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Abstract

This research has 3 objectives: 1) to create effective surveillance of
advertisement broadcasted in the media on food, medicines and health products
2) to nd out the exploited content and format of broadcasted advertisements
especially for food, medicine and health care products in a media and 3) to
give the policy recommended on supervision of advertisements broadcasted
in the media. This research used a mixed methodology of both quantitative
and qualitative methods. The instruments were a training workshop and focus
group discussion. The quantitative research methodology was recording data
by collecting the data from monitoring advertisements from the media. The
samples were 82 persons selected by purposive samplings from 4 regions.
The result was the process to create the effective network called “the classic
model”; advertising of health products washigh and the most popular types

of advertising was using a spot between most programs.

Keywords: Consumer’s Networking, Advertising, Surveillance Network
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Surveillance of Advertisement in Broadcasted Media about Food, Pharmaceutical and
Health Care Products.

Introduction

The Act 2010 section 31 has decided to have intensive surveillance
in the media broadcasting of advertisement like radio, satellite TV and cable TV
for the benefits of the consumer so as not to be taken advantages by the
entrepreneurs and the promoters of the products by deceitful means of
misleading information directed in the television and radio broadcasting of
the national telecommunications. NBTC is placed in charge of monitoring
operation of business of telecommunications to protect consumer’s rights.
According to the ministry of broadcasting and television, Vol.1 (2012 - 2015)
determines a strategy to protection consumer from the distorted
advertisement broadcasted in the media. The principle that protection
consumer rights by considering the main human rights by not abusing or
misusing the media in broadcasting of advertisement and promotions of
products in a manner that is false, distorted, bias, unfair with discriminatory
motive of complete commercial benefit. This 2010 section 31 is a mechanism
for handling complaints conveniently, effectively to control, solve and remove
the concern issue and problems quickly to avoid discrimination as well as
promoting public awareness to defend and to understand the use of public
media effectively for the benefit of everyone. Through this process of media
literacy campaign, citizens have complained to the office of the NBTC about
broadcasting of advertisement in the media stating that with falsify, distorted
and exaggerated information promoters have taken complete advantages
over innocent consumers.

According to the research on the health care products advertisement
broadcasted in radio, satellite TV and cable TV in 16 provinces for a period of
two months from April to October of 2011. It was observed that radio is the
easiest and most frequently access media for getting information about

products information and promotions. Here in these types of promotions
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consumers are easily captivated by the attractive favorable information where
the promoters use DJ who will ask questions to an individual who had
experience in using the products. Moreover, they interview popular public
icons for adding values and credibility to their products. Furthermore, the
entrepreneur and promoters use radio to telecast their products to sell and
deliver adding benefits to the consumers, where promoters have contact
center for consumers to enquires anything regarding their products in buying,
selling and delivery which again is a convenient value added service which
deceived the innocent consumers and customer effectively by using radio as
a new strategy in the business.

On the part of the consumer, there was total falsified and misleading
information in the advertisement, broadcasted in the media because they lack
of reliable information, lack of awareness about the inappropriate medicines
and health care products which can cause health risks. There are limitations of
competent regulatory agencies to care and control the central and provincial
issue or concern problems. In addition, legal action had many steps, such as
surveillance of radio advertising must be recorded to transcribe all the words,
Then, to ensure that the products have no problem and also to check if the
permission of advertising is correct or not. This may take a while to check
with the food and drug administration because of the lack of a presents of
database that allow advertising. Officials and authority cannot be accessed.
The advertisement issue in each area is struck as there were lots of
limitations to correct the complaints. It was also declared to the public that law
regulatory agencies will punished entrepreneur who are found to be practicing
falsify and misleading advertisement broadcasted in the media, but, there
were repeated offender who willingly distort or continuously misrepresent
their products and to mention few of those: such as food products,
community radio, cable TV and satellite TV which are the main media for

advertising of medicines and health care products with the NBTC were
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oversight. Also during the process to build system of supervision the
advertisement of health products become more severe. To solve the issue of
falsify advertising of health products there should have to be reviewing pro-
cess and there should be an improvement in the law related to health prod-
uct advertisement and that should be related with the changes of society
and modernization. Contribution of the management to solve the problems
must be honesty. (Foundation for consumers and the enterprise network
consumers, 2011) for these reasons, the study of network on advertising of
food, medicine and health care products has to be thoroughly check before

broadcasting in the media for the consumers.
Research objectives

1. To create effective surveillance of advertisement on food, medicines
and health products. Advertisement should totally be consumer friendly while
broadcasting in the media and participation of all sectors as well as in the
surveillance of broadcasted media should be efficient and effective.

2. To find out the exploited content of broadcasted advertisement
especially for food, medicine and health care products in the media.

3. To give the policy recommend on supervision of advertisement

broadcasted in the media.

Literature review

The Networking

Networking means making a change. Encouraged to exchange
information and cooperate voluntarily. Networking should be encouraged and
facilitated. (Ministry of social development and human security, 2014) The
members of the network were connected friendship. That they are

independent rather than dependent establish ostracized. In additions,
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the network is not required to create a one-way contact with the news. Such
as sending out newsletters to subscribers on your list. But you need to
exchange information with each other

The need for a network

Developing or solving any problems using the forms inherited a
culture within the agency or organization. Creating a "network" can solve the
above problems by providing opportunities for individuals and organizations
to exchange information and experiences, including lessons to individuals or
organizations outside of their departments. Reduce duplication of work
cooperate and work in a manner that is mutually beneficial.

The advertisement in the media

Community radio, cable TV and satellite TV which are the main media
for advertising of medicines and health care products with the NBTC were
oversight. Also during the process to build system of supervision the
advertisement of health products become more severe. To solve the issue
of falsify advertising of health products there should have to be reviewing
process and there should be an improvement in the law related to health
product advertisement and that should be related with the changes of society
and modernization. Contribution of the management to solve the problems
must be honesty. (Foundation for consumers and the enterprise network
consumers, 2011) For these reasons, the study of network on advertising of
food, medicine and health care products has to be thoroughly check before
broadcasting in the media for the consumers.

According to the research on the health care products advertisement
broadcasted in radio, satellite TV and cable TV in 16 provinces for a period
of two months from April to October of 2011. It was observed that radio is
the easiest and most frequently access media for getting information about
products information and promotions. Here in these types of promotions

consumers are easily captivated by the attractive favorable information where
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the promoters use DJ who will ask questions to an individual who had
experience in using the products. Moreover, they interview popular public
icons for adding values and credibility to their products. Furthermore, the
entrepreneur and promoters use radio to telecast their products to sell and
deliver adding benefits to the consumers, where promoters have contact
center for consumers to enquires anything regarding their products in buying,
selling and delivery which again is a convenient value added service which
deceived the innocent consumers and customer effectively by using radio as

a new strategy in the business.

The Conceptual framework
From the prior literatures the following conceptual framework in figure
1 framed a study to create role model of the consumers’ network to go on

surveillance advertising in the medias.

Surveillance advertising in the
Medias : type of media

1. community radios

2. cable TV.

3. satellite TV.
The consumers’ networking Products categories
1. The Participants - 1. foods
2. The Training 2. medicines

3. health care

Form/Content of advertisement

Presentation technique

The proposal to protect the

consumers’ right

Figure 1: Framework of the research
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Research Methodology

This research was mixed methodology both quantitative and
qualitative research.

The qualitative research methodology

The qualitative research methodology was the process of the network.
The preparation before the surveillance management training is by using the
selected representative youth group for consumer network who comes from
every region, with 30 persons each in each group chosen specifically for this
research. Which are as follows:

1. Choosing the agent for creating network for consumers.

1.1 Who had an experience of work related in network for consumers.

1.2 Network or team that can perform surveillance in the area
continuously and efficiently.

2. Design a prototype training curriculum. The course is focused on
providing participants with the knowledge, understanding and practice of act
to detect advertising content. Detailed curriculum and training process for
personal model were as follows.

2.1 Knowledge about the situation in advertising products of food,
medicine and health care products and for participants for awareness of the
situation in advertising products broadcasted.

2.2 Knowledge of legal topics and essence of consumer protection
laws: the mechanism of practice to provide participants with knowledge to
understand laws related to food, medicine and health care products.

2.3 To provide knowledge to the participant on how to inspect
items of the advertisement so as to be able to catch a distorted, misrepresent
information that will help to understanding and give practice guidelines to
monitor advertisement to achieve advertising literacy presented through

various media to execute data correctly.
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2.4 Impart knowledge about media that will be an inspiration to
practice which will help create a role model for surveillance of advertisement.
2.5 Small group discussions.

The quantitative research methodology

The quantitative research was the term of surveillance advertising in
the 4 regions. The process were as follows, :

1. A preliminary study from a list of advertisement broadcasted in
the media like satellite TV and cable TV (1-3 December 2012).

2. Choose 5-10 stations in each area with advertising products
related to have taken advantage of consumers, using the criterion of 7 items
to consider texts appeared in advertising content.

3. The duration of data collection started to record since 4 December
2012 - 4 March 2013.

This research was carried out through surveillance and recorded
data from advertising details on food, medicines and health care products
broadcasted on the media with 5-10 stations, based on a variety of advertising
products.

The criteria to analysis and monitor the advertising media.

In the process of surveillance network in all sectors use the same or
similar criteria for determining the content of picture and text that fit the
offence under section 22 (1). The consumer protection Act, B.E. 1979 and
revised by the consumer protection act (No.2) of 1998, which stated that
“the advertising must not use text that is unfair to consumers or use the text
that may cause adverse effects to the society as a whole, however, no matter
what the message is a message about the origin, the quality or characteristics
of goods or service as well as delivery supply using the products or services”

should be monitor to protect consumers rights.
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The law has separate criteria to analyze 5 concerns or issue which are:

1. Checking promoter’s text to see if it is misleading, distorted,
misrepresenting, falsified beyond truth.

2. Checking the license number of advertisement to see if it is valid.

3. Making sure, the text causes no misunderstanding in its essence
about its products and services.

4. The advertising content should complement or match with the
actual products and also to remove mismatch of the product.

5. Making sure those advertisement text complies with the law of the
land which support directly or indirectly and not deviate towards
criminal motive of taking advantages of the consumer or customer that will
lead to disgrace the national culture.

6. Making sure that the text cause no disharmony disgrace the

harmony among people.
Conclusion and Discussion

The Findings.

1. Effective network surveillance of advertisement on food products:
with attractive media broadcasting innocent consumers are easily mislead
and misguided by the promoters taking advantages over their innocent
attitudes.

1.1 Monitor by the participant of all sectors in the surveillance of
broadcasted media with effectiveness. The workshop was 2 days. There are
three categories of research participant’s network model:

1) The age: mainly male under the age of 25 years, 26-30 years,
41-45 years.
2) The experience in the field: 10 individual as participant.

Experience in working network was less than 5 years followed by between
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5-10 years and more than 10 years.

3) The participant from all region: the highest number of 29
from the Central, the Southern were 24, 15 from the Northeast and the North 13.
(figure 2)

Gender & Age
Female Under 25 yrs. 26-30yrs. 41-45 yrs.
Experience
Syrs. 5-10yrs. 10yrs.or more
Participant
The Center The The South The North The
Northeast coordinator
29 94 15 13 4

Figure 2: The 3 categories of participant’s network

1.2 Knowledge and understanding about the advertising give
advantage to consumers and related laws before joining the training helps
participants with knowledge of the situation of advertising products, food,
medicine and health product and this training will enhance knowledge about
the law's essence of consumer protection and knowledge about the
inspection of advertising media and advertising techniques to the media.
After training showed that participants' knowledge and understanding to
achieve the objective of training to bring knowledge about advertisement
practice are increased. However, each sector has selected the participants
by considering the knowledge and ability to devote time to work in the

surveillance area.
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2. Advertising form and content
2.1 The format of advertising were as follows:

1) The spot (loose spot) by opening items between the various
stations. Length is between 35-50 per second (in programmed spot). And
sometimes the spots are used as knowledge to build trust.

2) Talking on the program or TV show by host giving an interview
about products information’s, they even use expert data and reference to
build credibility by expert medical researchers and artists.

2.2 The categories of products were shown in figure 3

Products Catagories
Food
Medicine 13%
32%
Health
care
55%

Figure 3: The products categories

From the figure 3 show the percentage of all products that most of
products were health care products were 55 percent, 32 percent of
medicines and 13 percent of food products.

2.3 The advertising content in health care products are found to
have violated the law of food acts of 1979 accounted for 100 percent by
advertising that show misleading drug benefit information like: advertising

that can alleviate the water cure or prevent diseases, as well as maintaining
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good health while some products are text support which directly or indirectly
have violated the law and morality that leads to the disgrace of the national
culture.

2.4 Content of food advertising product category were found to
have violated the law of 1979 with 100 percentages by advertisements that
show medicinal properties, i.e, it has an elements to relieve, treat or
prevention, diseases with vitamin.

2.5 Content advertising products of food were found to have
violated the food law of 2522 with 100 percentages with an advertisement
that show medicinal properties, i.e. it can alleviate the water cure or prevent
diseases, as well as maintain good health.

2.6 It was observed that all the advertisement content in the
media about products were falsify, exploiting and manipulating the innocent

consumers.

Table 1 The type of the medias from all regions.

Number of each region

Type of the medias The The The The Total percentage

Center | North |Northeast| South

Satellite TV 2 2 1 1 6 28.0
Community Radio 2 10 5 2 19 52.0
Cable TV 1 1 2 2 6 20.0

Total 5 13 8 5 31 100.0
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Type of the medias

CableTV Sattlelite
20% 28%

Community
Radio
52%

Figure 4: The type of the medias

The findings from the surveillance also found that the products
advertising in media covers products of every age group like: vegetable
mixed fruit and food products to nourish the brain. Weight loss products,
white skin for adolescents, body care products, eye care for working people
in the city. Product of the body pain for the working population in the countryside.
Products to treat chronic illness for patients with chronic diseases and for
the elderly with health problems.

Almost every production surveillance of advertisements presented in
the form of spot and talks which are presented in the format of
conversations where experience user and the host share their experience of
using the products, talking mainly about the benefits of using the products,
where the host interview the user about the products which are recorded
and telecast or circulate in the radio and television for all the regions where
consumers can be convinced to take the products. The talks in radio are for
central, Northern, Eastern and Southern region by the DJ also in each local

as a medium for communication of advertisement of health products for men
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presented on television, satellite TV, often use the strategy of sex
appeal by MC in the form of the younger women in sexy dress.

3. Policy Recommendations

The person who monitor the advertisement need to be aware of the
law relating to advertising like: the consumer protection act on pure food,
drug and the false advertising law which need the content to be understand
thoroughly before working as a watcher that will help expand to build a
network to other groups should have the followings:

3.1 The network members should volunteer in the area with
a group of people. The youth in the areas must be trained to the knowledge
of law related to advertising, which is consumer protection act on pure food
and drug of false advertising.

3.2. The model of coordination network. The establishment of
pilot batch or group for network, according to article, the surveillance tracking
advertising can be the center to coordinates information exchange and the
NBTC to create data support to understand production information and
publish relevant information. As well as to handle the initial complaint
effectively. There should be expanding cooperation to other sectors
including educational institutions in the area of youth volunteer for public
media.

3.3 To support the NBTC information of network and to create the
perception of information literacy and advertising to take advantage of (the
new knowledge website newsletter production list through the media. The
conference meets leaders, etc.) The budget support activities to expand the
network, such as training to give skills knowledge and ability to monitor and
report in the areas with skill training and better innovative knowledge about
the regulations advertising in the media.

3.4 To provide channels that connects the participant with

convenient, modern facilities, such as creating groups website to link
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members’ networks very close and easier that will help solve the problems

and have a good relationship between each other.

Discussion

1. Creating an effective surveillance on food, medicines and health
care products in the advertisement for promotions.

The effective ways to create and develop network approach is called

the classic model the details are as follow:

_Communication

e——

Coordinator -~

Inspiration \

Surveillance
Networking
(CLASSIC Modeb

2

Supporting

Figure 5: The Classic Model

1.1 Provide a communication channel that can contact each other
easily and conveniently such as creating groups websites to link members
network, creating more intimacy to help solve the problems and have a good
relationship between each other.

1.2 Members must organize a network jointly to link or achieve the

target.
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1.3 Activities are regularly performed to exchange knowledge and
experience and to communicate between each other.

1.4 Held stage to share or develop potential activities to solve
various problems in the work.

1.5 Support necessary resources like new knowledge and
information’s, database which are related to the laws of consumer protection
that are always provided to the members to protect consumer’s rights.

1.6 Activities to connect the relationship and inspiration between
older people and young people who will be in succession that will lead to
sustainability.

1.7 A network of success by having each sector to have a coordinator
that work closely to monitor.

1.8 Provide a communication channel that can contact each other
easily and conveniently such as creating groups websites to link members
network, creating more intimacy to help solve the problems and have a good
relationship between each other.

To expand the network and to help new generations of support
group to accelerate the knowledge to build and cover greater areas and
regions by giving training about advertisement to educate the participant so
that they will understand and be aware of the effect of the advertisement on
consumers. Due to the lack of understanding and ignorance about the ben-
efits to be gained poor interest is given in working for advertisement
medias.

It is important to create a network of success by having each sector
to have a coordinator that work closely to monitor the result of the summary
coordinator periodically. To finish the surveillance at this point is at the micro
level when compared with the mechanical system in surveillance at the
macro level. There should be an established coordinate system between

workers in the area, which will have network with government policy level
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with high efficiency of work to achieve the goal.

It was also found that the strategies of advertising to build trust are
greatly diversify thus, consumers of all age groups have the risk of media
manipulations, if we don’t know the tricks of the quantity and frequency, the
worst is it is delivering facts with false information’s in the advertisement.
Most of the consumers are in the deceitful grasp of the promoters. With all
the above examples of falsify advertisement promoters are aiming to build
their credibility in the market about their products in all forms.

2. Regulating food, medicines and health products in the media to
avoid consumer discriminations.

Broadcasting media are believed to have taken advantage of
consumers with false, distorted or exaggerated advertisement. From the
research it was found that consumers have been misguided and manipulated
by the advertising group in all regions of the country. While consumers may
be ignorant and without any complaints about such advertising. There should
be strong suggestions on supervision of the powerful practical effect and the
method should be as follows.

2.1 NBTC should have an appointed subcommittee to have
direction of advertising standards in the media so that they will be able to
supervise according to the advertising standards of manual work to
evaluation criteria that take advantage of consumer by faulty advertising. The
evaluation and follow up should be done regularly by the committee if there
is a problem in practice.

2.2 There should be an appointed of board for operation of radio
station, satellite TV., and cable TV supervision for advertising of stations need
to consider the content of various products in broadcast station and the
examination of International broadcasting according to the criterion that has
been laid down as mechanism of supervision for practice and regular

meeting of the board.
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2.3 Public or consumer should be trained to understand the
negative practice of the promoters so that they are aware of the situation and
avoid manipulation.

Once one has the knowledge of what is going behind them, they
need to open up by filing complain so that this bad practices by the promoters
can be stop or can be avoided in future, which will make sure that all the
promoters are more careful in their advertisement promotions. Community
should coordinates, scattered between different networks of community in

the areas.
Suggestions

Research on network surveillance of food, medicines and health care
products have taken advantage of consumers through public medias. Con-
clusion as a recommendation to the stakeholders which are of two types or
2 groups namely: Director and radio, satellite TV and cable TV as follows:

1. Suggestions for group director of NBTS.

1.1 Awareness and alertness on surveillance of advertising should
have manual concerning advertising related to advertisement discriminating
consumers and illegally practicing of promoting their products. As a guideline
for the radio, satellite TV and cable TV station operator they need to get a
license all over the country to provide practical assistance, going in the
direction of upholding the rights of the consumers together to create the
system and mechanism to promote the practice. Monitoring should be both
nationally and station level, because most ignored advertisements broadcasted
in station level specially the supervisory board in particular.

1.2 Awareness and alertness on surveillance of advertising should
be constructive mechanism of cooperative to handle complaints, cooperation,

Integration and sharing the information with all parties involved, such as the
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food and drug administration office of consumer protection, etc.

1.3 Awareness and alertness on surveillance of advertising by the
general population can be difficult because people see the importance and
not affect directly, so we should accelerate the process so that people are
awake and will take part in the surveillance. This is process and steps to
create participation which are as follows:

1) Should have surveillance center at the provincial level /
region / country for the notification where advertising related to have taken
advantage of consumers by a working group to clear the issue.

2) Should protect the rights of consumers by studying the
content associated with the consumer protection which will reduce the effect
of exaggerated levels of advertising.

3) Should have meetings at management station with stakeholders
such as DJ and MC, especially in the media with the discovery of this cheap
practice of cheating on the parts of the promoters lying in the public media
and definite measure should be taken by legal proceeding strictly for the
protection of consumer rights form faulty advertisement.

2. Suggestions for radio, television, satellite and cable TV.

2.1 There should be regulated standard board stations to serve
the host. Specify total time of content of the text in advertisement. Program
advertised and consider the advertising content fit for consumers and also
set a standard list which will be considered as illegal practice on the radio,
satellite TV and cable TV.

2.2 There should be the owner or operator of satellite television
and radio, cable TV surveillance are broadcasting without pre-checking the
advertising content or content presented in the broadcast. So the station
should create the system and mechanism to promote prevention by
monitoring and controlling, the track level station and by establishing
oversight board of advertisement in particular on operation to report to
NBTC.
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Abstract

This study was developed a role of environmental attitudes of
executives as the moderator variable. The findings suggest that the
organizational factors (i.e., experiential resources, shared vision, relationship
building, and technology sensing/response) have significant and positive
relationships with the distribution of hotel environmental marketing strategies.
The environmental attitudes of executives have not significant relationship with
the distribution of hotel environmental marketing strategies. The interactions of
organizational factors (i.e., experiential resources and relationship building)
and environmental attitudes of executives have significant relationship with
the distribution of hotel environmental marketing strategies. Thus, the type of

the environmental attitudes of executives is pure moderator.
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Introduction

Corporate Environmentalism

The issues of concern for the hotel industry in Thailand have been
related to the utilities and opportunities for improved environmental
performance revolve around the utilities areas. Broadly, the opportunities for
environmental improvement can be grouped under: Good Housekeeping,
Water Conservation, Solid Waste Reduction and Recycling, Energy
Conservation, Green Purchasing, and Training and Awareness. Based on the
various issues discussed above, there are a number of market opportunities in
Thai hotel industry for foreign products and services. Rising public concern and
pressure on the environmental issues as manifested in the various National
Plans will certainly generate new opportunities for environmental service and
technology suppliers. Typically, domestic Thai companies have been linking up
with international partners. This presents a clear opportunity for
international partners to supply technology and service expertise
(Timsoongnern & Wachirawongsakorn, 2015). Furthermore, tourist perceptions
can be raised by increasing knowledge of consumer values and the relation to
other variables, and to be more competitive advantage. Thailand needs to
explore and enhance the inherent and distinctive values that maximize
tourist’s satisfaction (Maliwan & Majtaba, 2012, p.24).

The uniqueness characterizing the relationship between hotels and
the natural environment has received increasing attention in the field (Kasim,
2006). The environmental marketing issues within the hotel industry have only
been tangentially tackled (Hudson & Miller, 2005). The investigation of these
issues is critical because in recent years, tourist buying behavior has changed
dramatically as demonstrated by the growing involvement in environmental-
caring activities, reliance on decisions regarding sustainable issues, and

a willingness to pay higher prices for eco-friendly goods (Han, Hsu, Lee, & Sheu,
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2011); the marketing function is at the forefront of the hotel’'s environmentally
friendly activity, since it is the one that first identifies and subsequently
satisfies the needs and wants of customers of customers with regard to green
issues (Kotler & Lee, 2008); and the hotel’s eco-marketing activities
(e.g., products/services, prices, distribution, communications) are greatly
responsible for enhancing business performance, as a result of their direct
impact on end users (Leonidou & Leonidou, 2011).

Thus, given there is uncertainty surrounding the antecedences of
implementing environmental strategy a broad scope study is needed to
identify the various consequences associated with specific corporate
environmental management strategies. Therefore, the purpose of this research
is to identify the dominant environmental marketing strategies used by hotels
on Samui Island, Suratthani province and link them to specific organizational

antecedences.
Research Objectives

Our study aims to fill this void in the green hotel literature by
proposing and testing antecedences of environmental marketing strategies
pursued by hotels. Specifically, we focus on: (1) The effect of the
organizational factors on the distribution of hotel environmental marketing strat-
egy and (2) The moderating role of environmental attitudes of executives on the
relationship between the organizational factors and distribution of

hotel environmental marketing strategy.

Importance of the Research
The study of corporate environmentalism can be regarded as a field in
a continuing stated of emergence (Sharma & Aragn-Correa, 2005). It is

expected that in the next 40 years, there will be a significant change in the
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management field, since the past economic and organizational practices are
simply not environmentally sustainable (Hart, 1995; Mugera, 2012). Murphy,
Poist, and Braunschweig (1995, p. 4) claim that “corporate environmentalism
has been characterized as perhaps that most significant force shaping the
economy, as well as one of the most important issues faced by firms in the
future”. In fact, corporate environmentalism can no longer be treated as
a marginal concern, but rather a matter that will remain at the front line of the
discipline in future studies. It is believed that the findings from this research can
provide theoretical, practical as well as methodological contributions to
the understanding of corporate environmentalism (Leonidou, Leonidou,
Fotiadis, & Zeriti, 2013).

Scope of Research

This study identifies three scope of research such as (1) the
population was 246 hotels on Koh Samui, Suratthani province, Thailand,
namely, five stars level 25 hotels, four stars level 98 hotels, and three stars
level 123 hotels, (2) three main types of variables are discussed in this
research, namely, independent variables as organizational factors (comprising
physical resources, financial resources, experiential resources, shared vision,
relationship building, and technology sensing/response), moderating variable as
environmental attitudes of executives, and dependent variable as hotel
environmental marketing strategy (i.e., distribution), and (3) 154 the
executives’ questionnaires were carried out in the period between September
2013 to December 2013.

Hypotheses
The proposed model describes the independent variables
(organizational factors), moderating variable (environmental attitudes of

executives), and dependent variables (distribution component of hotel
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environmental marketing strategy) of this study. The rationales behind the
setting up of these hypotheses are discussed below.
H 1: There is a positive relationship between the organizational factors and

the distribution of hotel environmental marketing strategies.

H 2: There is a positive relationship between the environmental attitudes
of executives and the distribution component of hotel environmental

marketing strategies.

H 3: The relationship between the organizational factors and the distribution
component of hotel environmental marketing strategies will be moderated

by the environmental attitudes of executives.
Research Methodology

Research instruments: Questionnaire survey

Measurement items in the questionnaire survey were developed
based on the inputs from the literature reviews. The questionnaire items to
measure the constructs are presented in English version and Thai version.

This study identified appropriate scales of the constructs after
a careful review of the pertinent management or marketing literature review.
This study used the Morgan, Kaleka, and Katsikeas (2004) scales for physical,
financial, and experiential resources, while the scales for shared vision,
relationship building, and technology sensing/response were extracted from
the studies of Aragn-Correa, Hurtado-Torres, Sharma, and Garca-Morales
(2008), Morgan, Kaleka, and Katsikeas (2004), and Srinivasan, Lilien, and
Rangaswamy (2002), respectively. Distribution component of environmental
marketing strategy comprised four items, whose scales we derived from
Menon, Menon, Chowdhury, and Jankovich (1999), Middleton and Clarke
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(2001), and Carmona-Moreno, Cspedes-Lorente, and De Burgos-Jimnez
(2004). The environmental attitudes of executives, having fifteen items, are
operationalized from the modification of the items in the study of Park (2009).
These items were coded on a seven-point scale ranging from “1=strongly
worse” to “7= strongly better”. Finally, we took the biographical information

scale from Leonidou, Leonidou, Fotiadis, and Zeriti (2013).

Data collection: Face-to-face questionnaire survey

This study located the booth location of each target company in the
exhibition. Then, the researcher approached them one by one and asked for
their permission to conduct the face-to-face survey with the researcher. Target
respondents were selected from those with hotels established on Samui Island,
Suratthani Province. From the 246 hotels on Samui Island, Suratthani province,
namely, five stars level 25 hotels, four stars level 98 hotels, and three stars
level 123 hotels, 154 questionnaires were collected in the fairs and used for
further analysis. The effective response rate was about 62.60 percent. Researchers
like Man (2010) who conducted paper and pencil questionnaire survey achieved
49 percent response rate with reliable results. Hence, it is acceptable for this

study to get a response rate of 62.60 percent.

Statistics

The results of the relationship between organizational factors,
environmental attitudes of executives, and distribution of hotel environmental
marketing strategies are presented at the descriptive statistics (i.e., mean and
standard deviation), and hypothesis testing by inference statistics (i.e.,
cronbach’s alpha for test reliability, factor analysis, correlation matrix, and

hierarchical regression).
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Hierarchical regression

To demonstrate moderation for test Hypotheses 1, 2, and 3, one
estimates the following model:

Y =B, + B x+P Mo+ P xmo+e (1)

Where, XMo is computed as the product of the treatment variable
and the moderating variable. A test of the effect of that partially product (i.e., the
significance of b43) is a test of the interactions of Treatment and
Moderator, asking whether the treatment effect varies in magnitude as
a function of the value of the moderator (Muller, Judd, & Yzerbyt, 2005, p. 853).

Evaluation of means

The range of scores equals 6 come from highest score is 7 minus
lowest score is 1. For i = 5, the number of intervals would be 6 / 5 = 1.20. Thus,

evaluation of means of all of variables except service quality satisfaction such as:

Range of scores Evaluation
5.81 — 7.00 Very High
461 - 580 High
3.41 - 460 Medium
221 - 340 Low
1.00 — 2.20 Very Low

Results of Data Analysis

Descriptive statistics
Summary statistics of all the major constructs under investigations are
the Cronbach’s alpha value between 0.80 and 0.89 is well above the limit of 0.70

established by Nunnally (1978) to ensure constructs’ internal consistency.
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Based on factor analysis used to testing of common factor by principal
comnent analysis for component was extracted the solution can be rotated such
as Kaiser-Meyer-Olkin measure of sampling adequacy (KMO) more than 0.50,
Bartlett's test of sphericity measure of Chi-Square is significant at the .05 level
(2-tailed), factor loading more than 0.30, communalities values measure of
percentage of variance explained between 0 to 1, eigen values more than 1
(Hair, Black, Babin, Anderson, & Tatham, 2006). Thus, a complementary
measurement has been used to ensure the convergent validity of this factor.
To summarize, the results of the mean scores, standard deviations, and
evaluation of organization factors that included the two kind of organizational
factors such as (1) organizational resources (mean = 4.79, s.d. = .80, high),
i.e. physical resources (mean = 4.72, s.d. = .94, high), financial resources
(mean = 4.76, s.d. = .81, high), experiential resources (mean = 4.90, s.d. = .98,
high) and (2) organizational capabilities (mean = 4.78, s.d. = .74, high), i.e.
shared vision (mean = 4.73, s.d. = .87, high), relationship building capability
(mean = 4.96, s.d. = .85, high), technology sensing/response (mean = 4.66, s.d.
= .93, high), the results of the one kind of dependent variable, i.e. distribution of
environmental marketing strategies (mean = 4.88, s.d. = .91, high), and the
results of the one kind of moderator variable, i.e. environmental attitudes of

executives (mean = 5.04, s.d. = .80, high) is displayed.

Multicollinearity testing from correlation matrix
Table 1 correlation matrixes between independent and moderating

variables are shown.
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Table 1 Correlation matrixes between independent and mediating variables

(N = 154)

PHRE FIRE | EXRE | SHVI | REBU | TESR | TMEA
PHRE | 1000 | .641* 663* | 549~ | 544~ | 486" 243
FIRE 1.000 668~ | 467 | 551 | 559+ 387
EXRE 1.000 508~ | 542 | 553 427
SHVI 1.000 587 | 498" 349™
REBU 1000 | 614" 403
TESR 1.000 495
TMEA 1.000

Note: Correlation is significant at the .01 level (2-tailed), * Correlation is

significant at the .05 level (2-tailed).

In Table 1, based on multicollinearity testing from correlation matrix
between independent and moderating variables becomes a problem when
the correlation between the variables exceeds .80 or .90 (Mangena & Pike,
2005), at correlation is significant at the .05 level (2-tailed). Thus, these are not

a problem of multicollinearity between independent and mediating variables.

Hierarchical regression results and discussion
Table 2 to provide hierarchical regression results from the effects of
moderator variable on the relationship between independent variables and

dependent variable are shown.
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Table 2 Hierarchical regression results using moderator variable on the

relationship between independent variables and dependent

variable (N=154)

Standardized Beta

Variables Step 1 Step 2 Step 3
(Iv) (MO) (IV x MO)

Independent Variable (IV)
Physical resources (PHRE) .105 .105 077
Financial Resources (FIRE) -161* -.160* -.072
Experiential Resources (EXRE) 197* 197 372%%
Shared Vision (SHVI) .303%* .303%* .258%*
Relationship Building (REBU) .190** .190* .087
Technology Sensing/response (TESR) 315% 316 .248%*
Moderating Variable (MO)
Environmental attitudes of executives (TMEA) -.001 .065
Interaction term (IV x MO)
PHRE x TMEA -.028
FIRE x TMEA -.512
EXRE x TMEA -1.184**
SHVI x TMEA 449
REBU x TMEA .968*
TESR x TMEA 224
Statistics
R Square 627 627 .669
Adjusted R Square 611 .609 .638
R Square Change 627 .000 .042
F Change 41.099** .000 2.978**
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Table 2 Hierarchical regression results using moderator variable on the
relationship between independent variables and dependent

variable (N=154) (continue)

Standardized Beta
Variables Step 1 Step 2 Step 3
(V) (MO) (IV x MO)
Durbin-Watson 1.850
Tolerance Min / Max .599 / .686

Note: p < .05, ** p < .01

The results of the three-step hierarchical regression undertaken to
test the thirteen hypotheses of this study is shown in Table 2.

As seen in Table 2, when the one independent variable was entered
into the regression equation in the first step, the coefficient of determination (R?)
was found to be .627 indicating that 62.7 percent of the level of distribution
(DIST) is explained by the organizational resources and capabilities. It can be
observed that independent variable did have significant influence on distribution
(DIST). EXRE, SHVI, REBU, and TESR (Std. Beta = .197, .303, .190, and .316,
respectively) showed a significant and positive relationship with DIST at the .05,
.01, .01, and .01 level, respectively. These results provided not support for the
Hypothesis 1 of the study. In addition, FIRE (Std. Beta = -.161) showed
a significant and negative relationship with DIST at the .05 level. However, these
results provided not support for the Hypothesis 1 of the study. Furthermore,
PHRE (Std. Beta = .105) showed not significant with DIST at the .05 level. These
results provided not support for the Hypothesis 1 of the study.

In the second step of Table 2, by adding the one moderating variable,
R® increased to 62.7 percent. This R® change (.000) is not significant. This

implies that the additional 0.0 percent of the variation in DIST is not explained



15815INEINITINNIS UA 3 aduil 2 (2559) 105

Organizational Factors, Environmental Attitudes of Executives, and Distribution of Hotel

Environmental Marketing Strategies on Koh Samui, Suratthani Province, Thailand

by the moderating variables was found to do not have relationships with DIST
at the .05 level. These results provided not support for the Hypothesis 2 of
the study.

In the third and final step of Table 2, the six interaction terms were
entered into the Model. It can be seen that the additional yielded (F change =
2978) and changes in the squared multiple correlation equal to .042 (R® =
.042) explained by the interaction terms (4.2 percent) was significant at the .01
level, indicating that there is a moderation effect. From the final regression
equation, it can be observed that two interaction terms (EXRE x TMEA and
REBU x TMEA) were significant at the .01 and .05 level. The results derived
from the final step provided support for the Hypothesis 3 of the study. From the
final regression equation, it cannot be observed that four interaction terms
(PHRE x TMEA, FIRE x TMEA, SHVI x TMEA and TESR x TMEA) were not
significant at the .05 level. The results derived from the final step provided
not support for the Hypothesis 3 of the study.

Thus, type of TMEA as moderator variable is Type 4 (Pure Moderator).
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The result of the significant interaction term (EXRE x TMEA) is
presented in Figure 1.

hitmea
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Figure 1: Interaction between the level of Experiential Resources (EXRE)
and environmental attitudes of executives (TMEA) for the level

of hotel environmental marketing strategy is Distribution (DIST)

Plotting the interaction between the level of Experiential Resources
(EXRE) and environmental attitudes of executives (TMEA) for the level of hotel
environmental marketing strategy is Distribution (DIST) (Figure 1) shows that at
Low EXRE there is a significant difference, with respondents with High TMEA
report higher level of DIST than Low TMEA. This effect is further reduced when
EXRE level increase. At High EXRE, those with High TMEA report lower level of
DIST than Low TMEA.
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The result of the significant interaction term (REBU x TMEA) is
presented in Figure 2.
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Figure 2: Interaction between the level of Relationship Building (REBU)
and environmental attitudes of executives (TMEA) for the level

of hotel environmental marketing strategy is Distribution (DIST)

Plotting the interaction between the level of Relationship Building
(REBU) and environmental attitudes of executives (TMEA) for the level of hotel
environmental marketing strategy is Distribution (DIST) (Figure 2) shows that at
Low REBU there is a significant difference, with respondents with High TMEA
report higher level of DIST than Low TMEA. This effect is further reduced when
REBU level increase. At High REBU, those with High TMEA report higher level
of DIST than Low TMEA.

Discussion on findings
Descriptive statistics of all the major constructs under investigations

This study compared the results of the mean scores and standard

deviations with research finding of Leonidou, Leonidou, Fotiadis, and Zeriti
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(2013) such as the three kinds of organizational resources, i.e. physical
resources is high level that it have a smaller mean but similar level; financial
resources is high level that it have the larger mean and higher level;
experiential resources is high level that it have the smaller mean and lower
level. Besides, the three kinds of organizational capabilities, i.e. shared vision is
high level that it have a larger mean but similar level; relationship building
capability is high level that it have the smaller mean but similar level,
technology sensing/response is high level that it have the smaller mean but
similar level. In addition, the one kind of hotel environmental marketing
strategy, i.e. distribution is high level that it has a smaller mean but similar
level. Furthermore, the one kind of environmental attitudes of executives is high
level that it has the larger mean and higher level with research finding of Park
(2009).

The effect of the organizational factors on the distribution of hotel
environmental marketing strategy

To answer the first research objective, consistent with expectation,
the findings show that the organizational resources (i.e., experiential resources)
and the organizational capabilities (i.e., shared vision, relationship building, and
technology sensing/response) have significant and positive relationships with
the distribution of hotel environmental marketing strategies. Hence, there is
suggests that when the experiential resources, shared vision, relationship
building, and technology sensing/response increase, it is more likely to have
a higher level of the distribution of hotel environmental marketing strategies.

The results are consistent with El Dief and Font (2010) suggested that
the width and depth of this experience will depend on the amount of time
the hotel has been engaged in environmental activities, the exposure/
involvement of managers in eco-friendly practices in their previous

employment, and the participation of the firm in a wider chain of hotels
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(especially of international coverage). This resource is of an experiential
nature, that is, knowledge gained from the firm’s operational experience,
which helps identify and match customer needs and anticipate new market
trends (Dalton & Dalton, 2010). Thus, the firm’s experiential resources affect
on developing an environmental marketing strategy.

Finally, the results are consistent with Mugera (2012) suggested that
the resource-based theory has emerged as a useful framework to analyze the
significance of the human resource system in achieving sustained competitive
advantage. The firms developing such capabilities will be able to adopt
sustainable business practices, set up an ecologically sensitive culture, better
understand the requirements of the different stakeholders, and design sound
marketing strategies and processes around them (Hart, 1995). The first type of
capabilities is shared vision that influences an eco-friendly marketing strategy,
which is the existence of common ideas, commitment, and dedication among
the firm’s employees toward the achievement of green organizational
objectives (Aragn-Correa, Hurtado-Torres, Sharma, & Garca-Morales, 2008).
Firms with a shared vision are able to gather and organize the resources
necessary to develop sustainable business practices, in comparison with firms
that lack that capability (Hart, 1995). Thus, the firm’s shared vision capability
affect on developing an environmental marketing strategy. In addition,
Banerjee, lyer & Kashyap (2003) suggested that sensitivity to company
stakeholders regarding environmental issues is growing stronger and represents
a critical force influencing firms to become environmentally friendly. The second
type of capabilities is relationship building that is firm’s ability to form close
relationships with their customers, suppliers, or other stakeholders (e.g., Morgan,
Kaleka, & Katsikeas, 2004; Rodriguez-Diaz & Espino-Rodriguez, 2006). Within
various stakeholder groups as tour operators and responding to their ecological
requests are particularly crucial in the hotel business because they directly

affect the level and nature of demand (Shaalan, 2005). Thus, the
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firm’s relationship building capability affect on developing an environmental
marketing strategy. Furthermore, Srinivasan, Lilien, & Rangaswamy (2002)
suggested that technology has the power to influence and transform business
processes, products, and services, as well as accommodate environmental
attitudes and shape environmental marketing strategies. The third type of
capabilities is technology sensing/response, which refers to the firm’s ability to
sense and quickly to new technologies (e.g., Rodriguez-Diaz &
Espino-Rodriguez, 2006; Sharma, Aragn-Correa, & Rueda-Manzanares, 2007).
Within the hotel domain, such technologies particularly refer to solid waste
management (Wolfe & Shanklin, 2001), energy savings (Chan & Lam 2003),
water conservation (Chan & Lam, 2001), and air pollution control (Shanklin,
1993), as well as to more specific green activities, such as product recycling
and reuse (El Dief & Font, 2010). Thus, the firm’s technology sensing/response

capability affect on developing an environmental marketing strategy.

The moderating role of environmental attitudes of executives on the rela-
tionship between the organizational factors and distribution of hotel
environmental marketing strategy

To answer the second research objective, consistent with expectation,
the findings show that the environmental attitudes of executives have
significant moderating the relationship between the organizational factors with
the distribution of hotel environmental marketing strategies. Hence, there is
suggests that the interactions of the organizational factors and the
environmental attitudes of executives support had significant effects on the
distribution of hotel environmental marketing strategies. The results are
consistent with Sharma (2000) and Banerjee (2001) found that managerial
perceptions and interpretations of environmental issues have implications on the
adoption of strategic environmental practices. Managerial attitudes are of critical

importance in relation to forming the goals as well as its impact on the subsequent
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actions (Reyes-Rodriguez, Ulhoi, & Madsen, 2013). Attitudes are
recognized for seriously affecting decision-making and resource allocation to
specific actions to deal with environmental issues (Bansal & Roth, 2000). The
environmental attitudes of executives and commitments further affect how they
coordinate and encourage collaboration among different divisions and
departments (Gonzlez-Benito & Gonzlez-Benito, 2006), how environmental
leadership is reflected in the formulation of new environmental policies and
goals (Berry & Rondinelli, 1998), and the extent to which institutional pressures
are converted into positive environmental actions (Colwell & Joshi, 2013).
Likewise, managerial opinions about the potential outcomes of environmental
management count in the consequences on economic performance (Wagner
& Schaltegger, 2004).

Implications of the study

Theoretical implications of the hotel’s unique resources and capabilities
related to environmental protection

The results of this study show that the organizational resources (i.e.,
experiential resources) and the organizational capabilities (i.e., shared vision,
relationship building, and technology sensing/response) have significant and
positive relationships with the distribution of hotel environmental marketing
strategies. Regarding the theoretical significance of this research, the effect of
drivers and outcomes of environmental marketing strategies, we develop
a conceptual framework consisting of three sets of constructs. The first set
focuses on the impact of organizational factors (comprising physical resources,
financial resources, experiential resources, shared vision, relationship building,
and technology sensing/response) on the distribution of a hotel environmental
marketing strategies. The second set shows that interaction term of organizational

factors and environmental attitudes of executives’ influences on the distribution
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of a hotel environmental marketing strategy. According to Garay and
Font (2012), the hotel’s unique resources and capabilities related to
environmental protection can provide the basis for a new strategy that
improves its competitiveness, usually leading to favorable financial results.
However, these scholars acknowledge that to achieve a sustainable
environmentally based advantage, the hotel must also improve various other
critical business areas, such as product quality, employee satisfaction, good
relationships with the wider community, and distribution is used interchangeably
for the placement component of a marketing strategy and includes the decisions
a company or firm must make to ensure the connection with the customer or
client. Placement is how the marketer connects the products or services with
the customer-the easier, more convenient, more accessible the product or

service may be, the more likely the customer will purchase the product or service.

Practical implications

As to the practical significance, at the micro level, there is an
increasing awareness among corporate managers and leaders in the issues of
corporate environmentalism, particularly those in the emerging countries such
as Thailand. It is mentioned before that the continuous environmental
deterioration has prompted the Thai government to implement a variety of
administrative and legislative measures. The increased awareness of the
government regarding the environmental issues, as well as the more stringent
environmental policy, has imposed new challenges to the companies that
operate in Thailand (Sharp & Sang-Arun, 2012). This study will offer
environmental attitudes of executives an overall picture of the level of
corporate environmentalism in this region, and provide valuable insights into
how the enterprises can obtain competitive outcomes by pursuing proactive

environmental strategies.
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Abstract

The objectives of this survey research were to study the relationship
between personal characteristics, human resource management, and
performance perceptions of employees at The SUBSINn Office, Suratthani
Rajabhat University. The sample included 86 employees at the SUBSINN
Office, Suratthani Rajabhat University. Data were collected by using
a questionnaire with index of item objective congruence (IOC) of 0.99 and
Cronbach’s alpha coefficient of 0.96. The data were analyzed by using
frequency, percentage, mean, standard deviation, t — test, correlation
coefficient, and stepwise multiple linear regression analysis. The research
findings were that organization management regarding departmentalization
and human resource management regarding training and development and
work design showed a positive correlation with performance perceptions at
a statistical significance level of .05.
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s |OROB|WOGR | DEPA| CHCO | CEDE| COOR | HRPL | RESE | TRDE | EVAP | PABE | CAPL | EMPA | JODE | DEVA5

OROB | 1

WOGR | .53 1

DEPA |.62%% | .73** 1

CHCO |.49** | 72%* [.76*| 1

CEDE | .47 | 720 [ 75%| 717 | 1

COOR |.50%* | .67** | .65 | 73" | 68| 1

HRPL  [.61%% | .67** |.64%* | .64** | .59* | .7T1* | 1

RESE [ .52 | .49** | 55%* | 59** | 53**| 5o%* | 73| |

TRDE [.52%* | .51** [.55%* | .63%* | .46™* | 58" | .64**| 73** 1

EVAP [ .55%* | .64** |.63**| .60™* | 58| .61** [ .79**| . 72%*| 78| 1

PABE  [.53%* | .52%% [.49%* | 41** | 43%¢| 46™* | .64**| .63 70| .74**| 1
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5 01
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B,cHco, + P ceoe
RESE  + [3.TRDE
8 J 9 J

B capL  + B EmPA
12 J 13 J

+ B wocr,

+ B.coor

+ B Evap
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+ BMJODEJ

+ B DEPA
+ B HRPL
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M1399 2 wadnsA1afAn1319a3UAIMUY (Model Summary) 31nN153ATIEN
N130A008BUAUNY AN VBIANANTUTTENT19N15TANI1TOIANS
wazNSIANININEINTULEETUNTIUIHAaNSUJURveantdna

Fauuy| duUszans | swune | swne | swne | eadR | svdutle | eadanidvageu
(Model)| awduwus | n1s ns M3 | wedeu F | ddsyues | anududassiv
R |dndule|dnduledi |deduledl| ideulu| @8R | vesArAanandeu
(R?) Qnﬂ%'uu,ﬁ' wWaeguly (F A&y F | (Durbin-Watson)
(Adjusted R) (R* Change) Change) fiaeuld (1.65-2.65)
(p-value
¥4 F
Change)
1 157 572 567 572 112.455| .000 1.892
2 .835 697 .690 125 34.282 | .000 1.892
3 .856 733 723 .035 10.855 | .001 1.892
q 866 750 738 017 5.567 021 1.892

A W a = W a a I3
NA15NN 2 Wud FIuun 1 feiuuud 4 eglunisiasigvinsannes
Badunyan {WesaInA1ves Durbin-Watson ey 1.892 &egsyning 1.65 uag
2.65 wazazimulsdasziingaunisannesiiler F Change 11An31 3.84 @
| A Oy ° A v '
Hunaueingld waziheenainaunisanaeeiilenl F Change tioenan 2.71
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A5199 3 HAANSANFUUSEANTAI0N008 ANUFUNUSITEWININITIANITBIANIS
warN13InNsNIneInsuyed AunisuinanisujiRnuvemdniy

fauuuit | fauus B Std. Error Beta t Sig. VIF
1 st 1.188 243 4.892 .000
AFIRENBLAZUNUNGIY| 722 068 757 10.604 .000 1.000
2| desit 756 218 3.461 001
A5IRANBLAZRNUNIY| 501 069 525 7.278 .000 1.428
AsRNaUsIRATAILY | 355 061 423 5.855 .000 1.428
3 fsdi 676 208 3.252 002
MITarBlazIUNaIL| 436 068 457 6.405 .000 1.561
AsRnausHLaTWAILY | 229 069 273 3.326 001 2.063
A9ONLULIY 222 067 272 3.295 001 2.084
4 fsdi 575 207 2.781 007
MIarelazunaIL| 307 086 322 3.578 001 2,621
MsRnausIwazAILY | 242 067 287 3.589 001 2.075
A9ONLULIY 180 068 221 2,662 .009 2233
AFTIMEUIUAE 179 076 206 2.359 021 2477
A1INTILINYDIUNR

a@wamnﬁmuuﬁ% 4 1§31 Aiszfutfoddy .05 aldmudsdaszann
fuuud 3 Wlinensalmnudiudseninansinnisesdns msdamsmineins
uywduarn1sTuiHan1sUjiReuremdnaudindanimingdu uminedy
319A9)a5189 5511

fuuul 3 annsauandliiurfuysiduiusmludaanis 3 duds
HANISNAABUNITANADENYAMTAAY WU YNAILUTVRINITIANITRIANITUAY
Msdnnismsnensuyed ansathuluiinensalnisiuiianisujifnuves
wiinaldegreiifuddymeainissdu 05 fladuussanSanduiudnvan (R)
Wiy 856 1aga1un1s3nANI5e9An1s A n1sdndguazununiy dAn R’
Wiy 457 warn1sauNunineInsuyed Ao n1sEneusNwAENIRRL den R
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winfu 273 uazniseenuuuau e R Wi 272 Savsneannuin msdndeuay
WHuNeU @usanensalnisiuinansuuiRnurenidnau lasevay 45.7
nsHnaUIHkaLNITHRINIAINISaNeINTaiNITSUINanIsUURnwveantnau 1a
Jouay 27.3 warn1300NKUUIIUAINITANEINTANITTUSHANITUSURMUVRY
wiinay Ieesar 27.2 lasfinndadanuduiusiBaindwalufianaiendu
wansamnsannasnugailddel

AUNNTANADYAZKUUUNG

nsfusransufifauvemidnen = 676 + .436 NMsIAEBUAZLAUNIIY + .229

AMIENDUTHUATAAIUN + .222 NTODALUUNU
FUNIANNDYATUUUNINTZIU
- =457z, )+ 2132 )+ 2122 )

aiUseNa

NHANTNEINTAUNTTUIHANTUH TR UvRINTNNY Wudt n153ang
BIANINUNITTARNEUATUNUNIIY NITTANTNINEINTULBEAUNITHNOUTULAY
N1IARINT WAATUNTTEDNKUUIIY Hauduiusideuinuuunyamuiunisiug
nan1sUfUROuvsaninanuyndu A dunginssy anufisnela Anudsauas
ns¥nwanuann sgnadidedfynisadffisedu 05 wandddnsiuin wandl
nsdaiheuazusunauidany Weslssmiluusazineusdazununldogisasudou
finsflneusuuaznsiauniiuanuddgdmuntnousaglianuatenia
Tunnsesu waziinseenuuuauiiivuaniig uazidvsngvesnuiitaau seyis
neUfoATasnsaussquimanelfesaiiussAvsnmudaduiiasdamaneniasug
nan1sufuRuremdnauludiunginssulunisyjieu anuianelaly
msufiinu erwdisalunsufifinu waznmsshwaniunmeaninanulunisun
WU @0ARRRINUNITITEYBY Marwat, Qureshi and Ramay. (2013). laAnw3de
309 Msdaniminensuyudifinasen1sufifauvesniinaunsding
viEnnsavuiaululifaniu wuin nsilneusy SmuduiusedsiitdodAgse
UsgAnsnmnnsufoRauremidnaunniian wenaini Ssilauaenadasiy
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3133809 Neelamani and Rathnaweera. (2010). l@dAnw n1sujdaa1unis
Fansminensuywiffinadonnuiswslavesniinau anugniuvienissise
Shwminensuywd (N13AnwIRUTEANYUaIsUIAITATAINIAIANMIYY: PSB)
nuIn MsUsziliunansufUiRnuiaznsineusuuazMsiauImuINEnanseny
ag19 A A luNITTNYIAD NNV INTNIIUVBITUINITAIATT ASAINT kA
alvayuanuigiud nsussiliunantsyjuRauianuduiusnisuindy
ANNfianalRramTingu ANUANALEEMIINYIANTUNTNUEISINANINIAST LU ST
F3FINT wonING SeapnadoeiunnsTeauyes Huselid. (1995) #s1e91udn
nsilnevusukarnsiauianuduiusifsadesiunanisdniiunuvesuisy
uananil S NSIANTINTNEINTUYWEMUNITODNUUUIUTIANEUNUSIUIN
wuunyAniunIsTuinan1sufURnuvemdnauluainsiu egrelifuddey
nsadAfisziu 05 uandlinsiuin mseenuuuiy fudunszuiumsvesnsdn
msnsnensuywdfiinmddryesidussdng Paevilintnauiuiuasdile
fewaniBenvesnuuarUfRnunihiinsanBennuduldegignies imangam
wazifioraslunsdnduladuiuauliiadmuneniegaduaavesauldogad
UszAvBamgsaanoly nseenuuusuiiiivuantin? wazid s vesay
i szyiBnsufoatanansavssqitmansldednediussdvnmudtuiasds
Hanon13TuinanIsufuacuveminauludunginssulunisyjuidau
Aufisnelalun1sufifou anudisalunisufifou waznssneaaiuninaes
wiinendumsuanidudu sad asmat Yus@ng. (2557) nanlii mseeniuy
uivanzan 23928 lMANNTUTTALIIUTENINIYAAINTLALIIABLAN
\Aadszanininuda Sellnadenginssunisufofeudndae uenani el
ANUADAAADINUNNTTIEUYDY Perry, Mesch and Paarlberg. (2006) laiguunaanu
AerfuamsmveananisiteiiAsadunsadiaussgelalindnay uagnsiiiu
Uszdnsnmnisvianuvesmtinaulusadnininsy mwsamaamu%ﬁ’aﬁwmlﬂmw
11 nMseenuuuiy feifudidfyunndmiuussansnmnnsrieu

agdlsfimu Tuynueswes Paauwe and Rishardson. (1997) dananalid
ANUTeNElY A1115008UNBTIANUANANTENINNISUSIMININEINTUY BdLaTNE
MIUIIIMENeINTUYYE WU mnwsesiu uazusegdle fensilairnudiiug
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FENINNTUINIINTNeINTUYEE waznan 15U uRMUTeINinaIL nN15usnIs
NINYINTUYBGATONTEAUMTONOLIANNITBUANRY NOANTIU MToTiAUARTD
wiinaw wu anufanelaluay yusesitstistiasauduiusserinaianssy
nineInsyana wagnan1sufuRnusasnginssula

JoLAUDLUTNISIRY

dalauauusITINg e

1. M5AAN15R9ANSAUNTTUSNANSUURIY NN

mnmsAnmadsd wud nssvumstanisesinisndudanuddly
JeAUNN IAgAUNISTARIBUALILHLNNY AUNITTINEIUIUALNINTEINLEIUN
nsdnaren1steAulye uagnisimuadngussasa dauduiusrenisius
wan1sUfRmurestnautsludungingsy anufienela anuduse uwax
ns¥nwianuam uandlingudn dsdhdyiiaelunszuiunisianisesdnisiaz
vilnansufoRnuAnussaniamgean Ao msdaihouazununnuiozdosd
anudeslosnuuazailifntusgramngan fnsdpuisesdmssenidumbeny
g0y 9 lelvinseunquasiauasuiifivessdnis Muuslassaialarssuuay
Aszanduiusiu dnsusnuazivuasnnamifivesuusiaznay e
AaanURvesnukasdIuAUlueIAnis In1sdnassminens Mruaauduius
fussdnsgosdu q egruduszuu saufs nsimun ng sufeu wuuusu lu
msUfuReuitelannsauimsnulussdnisideseiivssansaim lusadnng
mludeunvsirsuazusunaulagldinasivuulawuuniefianzaudesuiuy
nMafuinnuvesesints T wmumifinsufifeu weuiuiinisie
WUIRINFULUURAAAET WUIMNGNAT WUALUUREN WUSMUULENTGNG viSauus
wuuiedote Sddunsiteads llfanzaduguuuureansdadnsuasununnuiil
wason sUfsAnuremtnmu Teonadarudndudesinsfnuiududely
Tuowan woNIINT FoslizUuULTRINIT IS U TALAENSNTE IS TRz aw
wAZATEUARLANIEIIY W nsbigualunsindulalunisuimemienu nsli
g1unalunsindulaniunsiu nssudszanalunsiiivauyemiisnuniy
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Awndsnuidmue dWelininauidnduauddyvesesdniswazdiausulu

[

nsujiReuaiiouindudiuniwesesdns wieusenisdnarunsdeAudye

o
o

flannsnszyanuduiudveailsmdslsogadaeu fdnvarnstdudamuuy
fagnauding aseauduiussuaseninegUerulyvwasladeRulye uae
fmuaingUusyasdvieidvangvesesinsegadnay aunsaujuRbnlugusssy
¥ wazdosadausegslaliniinauamnsolufadmnedulfegraiiuszansam
fnnudnlansgnindenisu iR uiyadunadugriifensaigiiviouae
mssseguesesrnsaeluagnaiuas dsil lnse 1nas. (2553: 10) Idthiausiindn
909 auAn U1ely finddernudfysazustlenivesesdnisuarnisinednis
1391 m3dnosdnsifuagivangay agvinliosdnsussainguizasduasiaty
frmihiuludes 9 aansausushdnfuanmsdeivasululdmunusiu
fussleniiatonsdnis fuivnauasduionay

2. N1FIANMTNEINTUYBEAUNITTUTHANTUJURIUVDINTNII

nnsAnmiaded nudn msdaniamineinsuyedanudidnyse
N3 NIuYeteIAnIslusEAulIuNaTe Tagnsinausuuasn1siau was
MIoBNKULIY IrnuduiusionsiudianisujiRnuvemineny uandinguih
dsddnlunsrurumsiansinensisdiausoaieanuiianelalun1sufon
NUBINTINNY wazdwmanorudSuazasasnvan U mvasninaulile
futsznevde nsfineusuuarmsianidadiunisliauddylunsliuinms
LAYAMAINTOIHAN SIS wazannsafiazunldlunsuddymiiAetusidy
nsUftRn wardesdinnsesnuuunuiidisiinisananaaienlunisiiau
antaluanisiuatanatadld wideasuety fddle wazanufinelaly
nsUFURNY warnsiauinweaNiANLasnsalunsufiRnuvemingy
Tnedesiinsimualitanuiuarednvaldnes nsutadidunisiine
ANNANNNTOVBIFUINIS FoelininuiAudilalun1susmsdnnsaunineIns
uyudiduegafdts uaranmsminszuiunseng 9 wldliAsusslevigegnsie
mMsfidunuesesdnsedisiivszansnm esnmisumeminensuywd fo
nslnrmddnues “aw” dnduninensifinuaiigavesesdng wasduilady

o w

drAyasganien1suimsiddgrennudnsenesesdnig tnewdunislddnenn
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s

vaaninensuyudilegluiiyanast1egege eviliesrnisussaingusvasd

kY

fanutunauaregsutussvduiay Tudoilasandastuulovionisitnures
diindansnindau unvinendonuigaaugisnifssyliin anudidavess
oeffinunmuasny Muditldinseiunud anudeaisassdfofugiudidnyly
M werausTRInINdInnLd 09Ty wandliiuiudidusadnisi
felmuazfizluvunsuimsfiunnarsannisaunindon uiguimsdily
Audfgiuninensyaraundudidunsn @enndafun1ssesures Katou
and Budhwar. (2010) les1e9muliin msfidusiuuagnmsesnwuunuinadeuin
Audsunsauazlngmswonginssuvesiingm wasnginssuveminnuiinadsun
Inens3siaUszansnInnIsvnauvedntdns waasliiiud MsusimsneInsuywd
\dudenansmnuduiussenineszuunisuimaminensuyvduasUssansam
N3UYedesAng Fidedsazuladn n1ssrssedveaminensuywdfienissnssey
yos0sAnTOEEy

ForauauuBIUUR

1. msdanguauuazniswianudiliilusuu asiinisfinwuazusulse
wazdganulivivalivegiane fandunuveussianauliinseunguuaudiey
Afmusiivinnanuiinevauessinguszasdvesesdanislalidussuvuiniian
Svuamuvtanuusazdurddiaudaaunnniuieannisihnuisiden
wavannszuilivinieuiu

2. Madnaematadudymlidssiudumsauauusiarasnulaiddou

° o

wazrmueuuauluasnulivindeuiy duauuazativayulainisUsganua
ffdnvazdufasudnmnssdudy Tnswgssninmdnauseduiety
susnsaseunslisuaves difutyrlfiiulunudnvazvesaisy
wnndnisidonsualanuidndiuds insenislignnamuanuiisnelavesnuies
wniiuly enaneliAnanudaudduluesdnisldie vieoasududosdiaidon
wiinuftausandanmsumsnulussduuimsmhenulinniy wagan
Han133de nu31 wilnufiausauddsninadanisdnarsnisTaRudyyn

98989ANNSUINNIINENUN la@usa
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3. duafunazatvayuliinisfineusunaznsimuiegasielies lng
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onsuallunnznasuiieliuilduimiissfuuimsmissnuynauidnifiuen
Fulagnifedliiosorsuainaranudosnisvesineadulny wagmsliiides
Tumseendddifienanduiing iloanaudauduazairmginssunsufdiau
fiilszdvEnmluosdnig

4. msUszfiunanisuURnulifianudusssuduluauainueauise
wagKansUuRnwreminnulinnninsldegnuresyanatazauatinau
dusunduussingiu iszaziibindnauniaTyuaziaslalunmsu ooy
dranvausianNassnanAnesrnisly Tuvafediunisussdliunanisufufnu
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fuasAnislaeTuu
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The Relationship between Service Quality and Loyalty of the
Leasing Company in Muang District, Suratthani Province '

Jitra Kasaek “, Sunee Longprasert “, Nit Hathaivaseawong Suksri

Abstract

The objectives of this research were to study the service quality,
loyalty and the relationship between service quality and loyalty. The data
were collected by questionnaires which had Cronbach’s reliability of 0.85 and
0.80 from the 400 users of a leasing company in Muang District, Surat Thani
province. Analyzing the data frequency, standard deviation, and
Spearman rank correlation coefficient found that the service users commented
on the service quality for the highest 7 aspects consisting of process,
physical, place, promotion, price, people and product. The service users
commented on the loyalty for the highest 4 aspects consisting of users’ word
of mouth, repeat service, security products and services and feeling. The
service quality was related in the positive direction for the lowest 7 aspects
which consisted of people, promotion, physical, process, price, product and
place.

Keywords: Leasing Company, Service Quality, Loyalty, Customer
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Guidelines for Transport Service Developmentof Shipping

Line Companies Containers

m
Tanan Kuntasa "

Abstract

Ninety percent of international shipping is by maritime transport, but
the Thai merchant shipping has only 10% of import and export by
maritime transport. This research aimed to study factors influencing the
decision to select shipping line companies of international freight forwarders
that have import and export business within Thailand, by applying as
a developing guideline for the shipping line. This research was the survey
research by using questionnaires that passed a validity test at 0.87 of 10C
Test was validity average of the questionnaires, which was the data collection
tool. This research was an application between Seven P Concept (7 p’s) and
service quality theory, adjusting to be compatible with the condition of
maritime transportation business to classify seven factors determining
decision behavior of service selection. The results found that factors
influencing shipping line company selection were about quality factors.
Shipping line companies, therefore, have got to make priority consideration
for service development, staff development, product and service, process,
pricing, service channel and marketing promotion, respectively. For quality
development guidelines, shipping line companies needs to highlight cargo
damage prevention in collaboration with the specific department.
When cargo damage happens, the international freight forwarders must be
quickly informed in order to get the most responsive service to go along with
the situation.

Keywords: International Freight Forwarder, Container Ship, Shipping Line
Company

;
[]Lecturer in Faculty of Logistics, Burapha University. E-mail: taaon@hotmail.com



15813INEINITTRNIT U 3 aUuil 2 (2559) 169

UUINNNMIRAILIUENIS N TYUdIesU BN aiuEaussngauduuuissdndums

NI

nsszniUssinaduilandnueursugiauszmelng ni1desay 90
yesnsvudsdumszninsUszmeadunisvudmmeia lesaniduyuseviioe
Tnsindesflgauariianuannsolunisvsmnldadsezan 9 dewdsudsuiy
nsvudsluguuuudy udnesFemduding ndufidiuutanisvudedudimmeta
Usvunusesar 10 veelsunandl - sanUsenalvegydesielaliiunesie
widlvgenssemaiidesineliuinesFendudrinalusuverszansudady
Srunutazlisng 500,000 A1uum (AU, 2556) USinaududnfiaudadnosn
UssinAlnernuinmdnivinash GeuvanaduasynEensamme wuh WugUuuunis
yudslagendonsussgduildgaudiuarusmnasFeusmndaudaniian denis
yudslugluuurosdaudnil 1i1vesdudiinorderdfudanisoudsdudnie
Freight Forwarder Uug5udnnisvuds@udlvviilvidnvesdudilisosgenn
Sunnlumsdanistudumeusins 4 fune fudy Jagtudvesduddedenld
Uinmsnnguiamsaudeduimitiegiuiounnlulsundlne - msvudeduiui
wazdsoonvadinefouiun iudanisvudsdudndonldsusznounisans
NSAUEaUTINNGAUAYDNNR YIlVUsEnoUMIAaNEMIAUEUTTYNFaUM
vatlnedduitlunsvudduiih-senUsenelnetdosunn dwalvineaieussn
Aaudvedlveliiauivazunaignisiiuieussauduniizaiayu e
I§egednuiinesFoussndaudvesinedesssautgmilaiannsamaudn
ussnasdeld mensAuFetonenidofivanamzlifiudlutasiasugialan
Ui Raudt w2552 dunseits o Jagtu aenafudeussndaudvesivg
UnUTEnSsany RefaTsanudesnslidoussngauduievudsdudues
Ussnalneiiarnduazaeendafiuinnituiiussadefifuszneunisany
nsiuSeusINNdauAinedioy

Pndgmidainanindufinivesnddudiiefnwdedeiisninane
nsanduladenldanenisiiuiFeussyngauaiuulsedndune Yelsenaunis
SudanisvudsdudnsenineUssma vudsdudidn - senUszalng aensidu
Seussyndaudvedlneazldldidunuimisduinuinisdnnisuinisnisuuds



170 15813INEINITINNIS UA 3 aduil 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

Tnseiuaiudesnisvessuianisduanieinlonialunisvudsdudives
anemsiuseusyngauavedlveliiusn

TUILEIAYDINIITINY

\iloAnuniladeffianiwasonisdndulaidenldasnisiduFoussyn
gauruuuUszsudunsvesiuszneunisiudanisvudedudsenina semnedi
wudsduAnd - eanUszwelve dhludunumaiauuinsnisaudaveuion
GRENREGINEE

wunAnuaznqufiieados

wUIRANA B dUUTEENNIINITAAIAFINTUTIAAUINTG (TP’s)

WA B duUsraunInIsnaIndmsugInauing (7P’s) diudseay
n19n13Ma1R (Marketing Mix) fie aefUsznavfidrdalunsiidusnunsaan {Hu
Jaduflannsanuauls s3RvazdesaisdiuUszaumisnismainiimanzayly
MsNNAENENIINIRaIR anedAudluuagnaauinsaeiidnuusiwanaiy
Frowmg ddutsrann1in1Ina1nTemaIauinIshkaNA19InduUsTaNTNg
Aseanvesdudiily Aeasdeaiuntnay nseuaunislunisTiudnng way
damedeumamenn dut 3 dulsraunmentsnandutadendnlunmsdaey
W3 s dulszaumanisaanevesnsuinisussnauig 7p’s teud raneas]
$IAT VOINWNITINTINUNE NITALETUNITRANA WU NIZUILNITIAUINT wag
Aanndeunnanienn

1. wdndast (Product) Yadeusnilkansinfanisnieniiagyigsiafanis
fhizdedidiiauenseradudumiiifnu usns Aude (dea) flavdedly
MOUAUBIAIUABINTLA

2. M3¥asamine (Place or Distribution) amS ARGt uuleu
fautrhasfigunmiidedafio Sduslnaalinsuundsde warliausnasiam
Iileinanudeints wandusindntuuliaunsanevaussninudonisves
Husloe



15813INEINITTRNIT U 3 aUuil 2 (2559) 171

UUINNNMIRAILIUENIS N TYUdIesU BN aiuEaussngauduuuissdndums

3. NSMUUATIAN (Price) o550 alATNSWAILNNARAU9IUVULN SIUNIN

]
Y

Foenadminenazinisnandiefaudlduda dddnfigsiaasdesdiy
msviely A nstmussmiunzauliiundn fusiiauoue

4. msdaaiunisnann (Promotion) unsAnwiieafunszuiunis
Ansodeansludmaiatmunenisduadunisnanduisnisiiazuenlignd
N9 AR fusifiauoue

5. wifna1u (People) nifnsutsznaudisyanaanualuasdnsnaus
Whwes fudms niinaulunnssdu yeanavavmuniinasonmnweasnisliuing

6. N3xUIUNISLHUINS (Process) nszurunisliusnisidudiudszay
namsiaefidAgun Feserdentinnuiivssaniamuazgunsaliaiosiled
viuasielunsviiliAnnszuaunsdaeuuinisisnuninle

7. ?ﬂLLmé’awNmamW (Physical Evidence) AWINGENNINIBAIN
I 2navesgsiovinn Lmaquaua gunIal W mﬁamaummaﬁ AWIUINIS
nsanusisanIul a1uaensn vionin theussendinius wa (quns ety 2551)

LLu'mﬂF;mmWﬂJmn'ﬁumﬁi (Service Quality)

wANTUNITUILTUANAINTBINITUINITVOY Parasuraman wasAME
el maé’wéﬁLﬁmmﬂmsﬁaﬂﬁmisLﬁuﬂmmwmaqmiu%ﬂﬁﬁaﬂﬁwléfé’u SN
“ﬂz:umwmadmwimiwaﬂmim” (Perceived Service Quality) ‘zNLﬂmJumﬂmiVI
qﬂmmimiaumau “Uimiwlmu” (Perceived Service) Faiindundsan
fgndnlésuuimsudiuanumanisdenisuinsfiazlésu (Expected Services)
5305 wishd o eeseN (2544, w1 95)

dIdgladnuAnnguidaiulssaunanisnaind miugsiauinig (7P’s)
mL‘flwqwﬁwé’ﬂiumﬁ%’aﬂ%ﬁuazLﬂ'mauﬁaaLLmﬁm@mmwmaﬂmw%ms%qLﬁu
finunnueansuinisfiaenndesfiuanudenisvesgndn lagaunsansuauss
AufBInsvosgnAld saudannuianelavesgnaindenilasuuinisuda
Fidedeldiuunannuninvesnisuinsundudadondndui 7 wnudu
Aawndeumsmenn WeasvieulsiiufnuaimiigniuesanensiiuGosiomnis
Fauddeusuuinisluaufmdannilédfuuinisluuda itelvinisidednounay
ATOUARUAUTULUUYD9TINTENIETUIRNIS VU UATUUTENangnNITLAUEe



172 15813INEINITINNIS UA 3 aduil 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

1NZ9U W9Tadeundnyavius 7 anu lawn
AIUFUAIBATUSNIT AIUTIAT AIUYDININISIAUSANS AIUNITELESY
N1IRAN MUNTNITL ATUNTTUIUNITHALATUAAIN

VBULUATBINITITY

Anwdayaniudadeniunng 9 fifisninanonsinduladenldans
NSWAUEOUTINGAUAWUUUTEINEUNNY 20T UInNsuudsduAsEnineUseme
fifidnauegluvszmalne waziduaundnves auaugFudanisvuddudi
JenI9UsEWA (Thai International Freight Forwarder Association; TIFFA)

nsaUKLIANTUNTITY

vmsfnudadeiifidninadensdnduladenldasnnfuFoussn
gauAwuUUsEINAUNIG veusenaunisiudanisvudiduaiseninelseina
fuudaduddn — senUsemdlng lnefnwianudnnsuuiAanguidiuuseay
MINIAA (7P’s) UazlnAnAaMYaINsUIMsiesatiufnudadesueing 9
filisuinnsvudaduiieelouazdnduladenldansnisiiuBeussmngaud
wuuUsgandumslunisvudsdudn danwd 1

LUNAREIUU TZAUN1NTAAA

wwRnnguiaIulssay Usggndiiuuuafnganin
mInseanadmiugna Asuns WisueSesile
U3N13 (7P’s) ATIATIZRAIIULANAITDS
ANUAAVIIuAEN1STUS WaN1333Y
o o ¥ Y X dlug
fetladeiaiun 7 Aunsll Y
e o | wwamng
B 1. AuduAILazUINS > o
ATSARIUN
. AUTIAN P
uwIARAATN . Pugemnensiiuinig
YBINITUINT

(Service Quality) - fuwiineu

. AUNSTUIUNNT

1
2
3
4. fuNsALESNNIIRAN
5
6
7

. AUAUATH

AN 1 NFBUMIAALUNNTINE



15813INEINITTRNIT U 3 aUuil 2 (2559) 173

UUINNNMIRAILIUENIS N TYUdIesU BN aiuEaussngauduuuissdndums

NENAIDEN9

nausegillilunsidendsid Ao d3udanisvudeiudnssninsseine
Afdnauegluvszimalne uaziduamndnves aunaugiuianisvudadudn
521I9UTEWA (Thai International Freight Forwarder Association; TIFFA) Fmely
UinsaeninAuieusngaudiuuulsssnduns sanennauelnsuas
anemaAudesneUssing o Weutuenou 2556 Sunusiedu 209 U3t fesan
miAdeinsusnnuussrnsfiuiueuasngudsernsifliann §ideTadentld
Bnsmsuungudiededgisvemils s (Taro Yamane, 1967) dtiu
elénguinegnediuau 137 Megsiiianuamaindeuiesay 5

Bnsdudegng

nsgudieg e IdeldIen1sduieg 1 uURIEas (Purposive Sampling)
Tagsinisidennauiietng duanzasfindnaiuvesuisngiuinnisvudsdudi
sswinlszina Afnihilagasslunisdnduladenldaenisifuie Tagazi
nsdsanitanun 160 U3 Tae 1 U3tse 1 wuudeuna IduuuuaeunumeUndy
AU 142 90 TINNIATIADUNULUUABUA WAL 2 gafilsiauysal i ekl
Falfuuvaeunusisdu 140 9n dmiunisivelundald

nsasansesleflilunisise

FIdgladnuIAnnguidulssaunaniinaind miugsiauinig (7P’s)
wnunguivdnlunsideadsd watiiAudeunAnAaAMYINTUINNT ey
finunnyeansuinisfiaenndesfiuanudeinisvesgndn lagaunsaneuauss
AuFeIsvosgnAld saudannuianelavesgnandeinilasuuinisuda
fideddsthuwnAnaunmuesmsuimsuidutiadevdndui 7 uusuduanden
yamenin deaseuliiiufsguaimuonisuinmsiusnousuuinisldaud
vaanildsuuinisluudn ielinsidedaaunazaseunquiusuuuuresssio
sewhafFudanisudaduiniuuisnansniafiudonnddu §idliuuanuas
naudfinanulszgndifioairuaiesiofldlunmsifiusiunudeyanuide
aounuisIfunNAMTiuTe S U sYudsAudsEninsUszne Tasaaua
Haduitdviwasomsinauladenldansnisiiude vewiuszneumssuianisvuds
AudssurheUssmaian 7 du lin fududuasuims fumen dugesmns



174

15E15INEINITIRNIT U 3 aUUAl 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

N15U3NS AUNISELESNNITAATA ATUNTENITU AIUNTEUIUNIT FUANAIN
wavinisasedemauiduladesesauniisdu 41 Jade s 1

A13197 1 osuanstadendnuazUadesesniusig o

o

Ua

daa a ' o - % a o v v o 1 a v
ﬂwuaﬂﬁwaﬁaﬂqiﬁﬂa‘lﬂf\lLﬁ'ﬂﬂi‘vﬁ']Elﬂ’]ilﬂulﬁasﬂE]\W‘\Jlﬂigﬂa‘uﬂ'lﬁi‘llﬂﬂﬂ']i“l]uﬁﬁﬁuﬂ']

55NIN9UTENANG 7 AU

1. fududiuazusnis

4. grunsaaEsunisnain

1.1 FoLdpauarAanuuieiovoausTm

4.1 TWsludu 51A1A589

1.2 ARSI SvegnannsuEe

4.2 Wsludu simenldnefiveeniimsSendu

1.3 @unansiuisenbwusng

4.3 Wsludu senAgreumuiues

1.0 U9ANTEINLARIAITINISHAUS DA

AUTINGT

5. UNINIU

1.5 muazaInlun1s90esEIuaegnoudue

5.1 fianuianunsalirUsnwigndlaegn

v

QN

1.6 dgnoumuuesuuund iiganalviuinng

P

5.2 fiauasslalumsTimusne uidgymla

1.7 groumnuuasiianing lideme

= ¥ a

5.3 fiausuRegeuniniindainnainain

AInnau

1.8 & Agent AaUsemAliUsEAMEn eI

5.4 fianuanunsalunisidnieniunisdeans

165

1.9 dnviuenanssinida gnies finudangu

6. AIUNTLUIUNNS

1.10 walglunisaneduauasuaise

6.1 Fuppwinenaislieeenn danudangu

1.11 finsusnsazain 350

6.2 fanutaaulunsiadenavyjuinnu

LAAZLAUN

1.12 uanidayanasniial iuiindivgianain

a 3 = 1 v
6.3 UANUTIALILASYANYUNINTUAANING

1.13 szgzlainsinusSedanumanyey

6.4 finszuaumsudlalamlasinduas

Faau




15813INEINITTRNIT U 3 aUuil 2 (2559)

175

UUINNNMIRAILIUENIS N TYUdIesU BN aiuEaussngauduuuissdndums

A13197 1 asuanstadenanuazladesesniumig ¢ (se)

UadeniisnsnadensindulaidenldaienisifuEevesiusznaunisiuianisvudedudn

TENINUTLNANG 7 AU

2. f1us1A1

7. AUAMAN

2.1 A19EINLAZAINITUIANTANN ) HAu

87 UabASHA

7.1 GouazeenasmnuTunaiiudald

2.2 fssprnanduldoniivay

2.3 @111500058951A LA

7.2 Fumladeneseninanisuuds

7.3 Balmsueg1asInsiienisne

a A a
NTLRUELUAYY

2.4 uRslunarfiwanzay nseususen

AUSANS

7.4 USNIATIARBUAN UL GAUATENIN

ANSUUES

2.5 Baulufiey WU S1Asered sy

TUsianm

P g A a v oo =
7.5 LLWLMG}NaTJﬂLﬂLNaﬁumLﬁEJWlEJLLaZZJ

LNUAFURATOULAER TS

3. @MU IAuSAIg

7.6 Windufgaedeniy Insyalin

3.1 dsguuansraumaALarn1sAuIteya

=3
930157
7.7 @350 USSRl NRABenIs

139071

3.2 §90manstseRungzaIn

7.8 USNsUSNwINSIAaY vSeALdee

aa X
NNAVU

3.3 PN NIsAnmAeEeansUsEaNT AN

FALU

7.9 Hnsimunisiiusnisegnasaiiag

a ¢ Y aad a L5
ﬂ"15'3Lﬂi'\Z‘WUEl%aLtagﬁﬂﬁﬂimuﬂﬁiﬁLﬂiﬂ%‘WUE]lla

Y

Q’%ﬁa@hﬁumia%ﬁqLLuuaaummmLmeJa%’wé’nﬁy’mm 7 1 9ndu
vhnsiaranauiisanss tuvasuauiuiuussudrlUiidernansieaoy
ANUTIEIRTI 2833015 10C (Index of Item Objective Congruence) 910
Fi¥ormasuy 10 v wdlvufudguuvasuanumuinuziwesiBeansy
mufilduaan 10C Tnefiradsmnuiiiemsaouuuaouniuogi 0.87 anty



176 15E15INEINITIRNIT U 3 aUUAl 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

Autoyalasuanuuuasuauiay 160 VT dindun 142 LUUABUNIN IIADY
arwanysalldld 140 4a thuvuasunuiavun 140 9 ¥ianassa (Coding)
afismunstalianiulssananadelusinau Excel Pivot Tumsinszitoya
adsiidadarllilunslinmesidoyandn 4 W

1. e (Frequency)

2. AATgimeA1iesay (Percentage)

3. iy (Mean 3o X)

4. d?uLﬁmLuummgm (Standard Deviation: S.D. )

dsunauazanusiena

15197 2 wansralszilatenidnsnasenisanaulaidenlvaienisiiuise
YoeEUsENaUNTTUIAMsVUdIEUATENINUTEINANY 7 sy

Hduifiansnasenmsiaduladenfaenisiiudenes Aade i
fuszneunsiudnmsvudsauissarineUssmeais 7 fy X S.D.
1. MUAUALALUSANS 4.18 0.77
2. fIUTIA1 4.04 0.82
3. AU NNTIAUSAIS 3.99 0.74
4. prumsaaasunIseann 3.52 0.99
5. @nuntneu a.24 0.81
6. HIUNTEUIUNTS 4.15 0.75
7. GTUANAIN 4.26 0.82

9nsadt 2 Jadeididvswasenisanduladenldansnisiiute ves
FusgneunsiuinnisvudsdudiseninaUssimas 7 d1u Tunwsan wudn
HUsEnauMISudnnIsvudsduA1sEninasena raudAyiuauamunInves
nsliudnng Wudadeusnifdvdnasensinauladenliaemsiiuse uazeglu



15813INEINITTRNIT U 3 aUuil 2 (2559) 177

UUINNNMIRAILIUENIS N TYUdIesU BN aiuEaussngauduuuissdndums

spiuandign (X = 4.26) 58380 Ao smuninauegluseiusnniian X = 4.20)
dusuduiuazuinisegluseauiin (X = 4.18) 50981 LA AuUNTEUIUNNT
(X = 4.15) fMus1en (X = 4.04) fMugomsmslininis (X = 3.99) uagiuniseuesy
MRan (X = 3.52) MUAIWY

fadu TunmstaunsliuimsvesasBenuiiadondniis 7 fu ae
n1stAuEe3enasiinsansliuinisniadununm undududuusnuaslu
miﬂ%‘uﬂj‘qLLmums@hLﬁuaﬂuiuizaxéy’umiagaLﬁuﬂmﬂwwmaqnwﬂﬁu%msﬁjuﬁwﬁig
fanaunnitlsduaranunsauansesnsnanmiinauesuiniifinnuianuaus
Tun1su oo fevuil swasvuBevssnndauda Saiaudidgfiasyinli
nsU3MsTinunnmseuiigiudanisvudedudnseninsUsemadilduinisanenis
WS adeINIg

M1TNN 3 LARIHAILATIZAIUAMNIN

fovazvnsdnsnananisinaula A .
FuAAIW - U |, oo | wde |
) unnga | uIn uay | 4 — | sD.
nang g X
1. GO LazonNATIM 41.40 | 40.00 | 18.60 | 0.00 | 0.00 | 4.23 | 0.74
Sunanfiudaly
2. Auildidemesening 66.40 | 2500 | 860 | 0.00 | 0.00 | 458 | 0.65
ATVUES
3. udslvinsuedesinéa 5290 | 33.60 | 11.40 | 2.10 | 0.00 | 4.37 | 0.77
dlemsemsiiudeasy
4. USNNTRTINED VAN UL 29.30 | 57.10 9.30 430 | 0.00 | 4.11 | 0.74
FAUATENIINIYLES
5. udammuasiaiuiledudn | 5070 | 3930 | 860 | 140 | 0.00 | 4.39 | 0.71
@oreuasilununsuinvou
Tnunse




178 15813INEINITINNIS UA 3 aduil 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

A19197 3 UARINAILATIZRATUANIN (5iB)

fouazvasdnSnaranisanaula

A1 ,
y " 4 A1
ATUAMAN I Ju v Use | 2§y
unnga | un uae | _ S.D.
nang ngn | X
6. VINFUAGYNIYLHINY 47.10 | 37.90 7.10 | 290 | 5.00 | 419 | 1.04

~ v <
n1svalsnsInga

7. gnnsaliusnisludedis 46.40 | 41.40 | 7.90 | 4.30 | 0.00 | 430 | 0.79

ANUABINTLIIAIU

8. UsnsUIneInIsiaay 3570 | 4290 | 1570 | 290 | 290 | 4.06 | 0.94

y50ALELMEILANTL

9. fimswaINsiusANs 3290 | 47.10 |17.10 | 290 [0.00 |4.10 |0.78

PEANIRIVEN

91nM15197 3 1A GUszneunsfudanisvudedudnszninsUszina
fanuAaiui Jadudununmidutladeffisnswarenisinaulafisefuuniian
(X = 4.26) uanidutadviifidafesiugedign Jadofinsanudasioudomuindsd
HuUsznaunsfudanisvudedudidenis de dudlaidemeseninanisvuds
inniaadududui 1 ntadeiamun (X = 4.58) wardaiitadeiidanuddy sz
uniigadnnansade liun wdavewalimsuegsindudedudndemeuas
fununiuiinveulaonse lefnsidsuudasimuansifuie amennfuse
fnsudslignimsiuedennds  ammwaunsalunisivinslurisidaudesnis
139AU ANUAIFU dau{]ﬁamaﬁﬂugus]ﬁ?uﬁmmﬁﬂﬁgyag”luisﬁwm

FefinsanlusvasiBemanziugunin wuin Jymdgiuianmsuuds
MMangiasialssmanusasia g fo dudidemouazlunnadsiiaud
WnAdudenieagnsenuial ldusnisySudanisaudsdun1seninalseine
JugaTnerunduInszuivaneiFeilienavudsdudiliiAnnuasnseniui



15813INEINITTRNIT U 3 aUuil 2 (2559) 179

UUINNNMIRAILIUENIS N TYUdIesU BN aiuEaussngauduuuissdndums

Hldusnsdesns useehdlsay 1esn msvudememziaiinnadsssuinan
anwesssad Suldun edu au wigfiietuldnaeanan viennudemety
o1uinanAuRanaInvesaulszdnferiodunaunisensududi Fauiem
aensiAuEe Jamsdalitszuulumsudslififordeamsuiiangiifn uay
Funeuifiisrtosmanssimdnniameg wieuiiilyaranosguastedniau
wielsiAneusiilalunslduinig

A1519% 4 wansNan15ATIEladesesusng o uenaulRazladeran

Yauazvasdnsnasronisanaula

A1 )
- v e _a Y 2 An
Seamudadeuan 7 du y dw |, for | ade
wndiga | 1N don | _ S.D.
nans g | X
1. AuduAuazusnig 4.18| 0.77

1.1 Fodosuazaudidedo] 37.14 | 4071 | 1929 | 286 | 0 | 412 | 082

YDIUTEN

1.2 awdlunsliusnis 30.52 | 52.42 | 15.62 | 1.44 0 398 | 0.75

TYEZAINAUSED

1.3 @umansiudedls | 3249 | 4982 | 1516 | 253 | 0 3.96 | 0.81
Usns

1.4 LA9A19ESHARIANT 1 56.19 | 36.48 7.33 0 0 4.39 | 0.67

MsfuEemenNsING?

1.5 ﬂﬂ?uﬁ%ﬂ]ﬂiuﬂ’ﬁﬁ]@ﬂ 48.41 42.07 9.52 0 0 4.28 0.69

J2UALGABUAUA

1.6 figaeumuiuesuuuund | 37.87 | 50.26 | 11.88 | 0 0 | 415 | 068

" Y A
Wigana Tiusnis

1.7 greumuiesiian g | 51.67 | 37.33 | 11.00| 0 0 | 429 | 072

ladene




180 15E15INEINITIRNIT U 3 aUUAl 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

A5 4 LanINanN15IATIERTaBT0IUAN 9 wenassaztadeuan (sie)

$p8azva9dnsuanan1snnaula

syezen dmsulusian

AN .
Boseuladenan 7 du 4 dw |, tior | 1afe "
QJ'IfWIEjﬂ an a8 Uag ﬁ ‘ﬂ % S.D.

1.8 HgfunusinsUseine 4181 | 4042 | 17.77 | © 0 |410 [076
Jusgdnsnniiieane

1.9 davhienanssaniéa 5219 | 3636 | 1010 | 1.35 | 0 | 4.24 | 0.80
gneedinnudeameu

1.10 nanilunisdnedudn | 31.14 | 46.89 | 19.78 [220 | © 3.90 | 0.82
Wasud3e

111 fmsusmsfiazaon | 5437 | 37.56 | 741 (066 | 0 | 434 | 073
590157

1.12 uamsdoyamaoanal | 59.11 | 29.56 | 1133 | 0 0 435 | 0.75
uifidimnRanain

1.13 szEgnaInsiiuce 43.48 | 413 1232290 | 0 419 | 0.78
danuwmungau

2. f1Us1A1 a4.04 | 0.82

2.1 ANI¥INLAZAINISUSANS | 47.10 | 35.70 | 15.70 | 1.40 | 0.00 | 4.29 | 0.78
9 9 dAuLz e

2.2 fiszpzandude 1360 | 56.40 | 2430 | 290 | 290 | 375 | 083
[§7PURbA5 Y

2.3 @aansasesessienld | 37.90 | 43.60 | 16.40 | 1.40 | 0.70 | 4.16 | 0.80

2.4 widlunanfusnzas 2710 |51.40 | 2070|070 |0.00 |4.05 | 0.71
nsalusuTIAIAIUINS

2.5 Joulufimy Wy s1an | 27.90 | 45.00 | 2290 | 290 | 1.40 | 3.95 | 0.87




15813INEINITTRNIT U 3 aUuil 2 (2559) 181

UUINNNMIRAILIUENIS N TYUdIesU BN aiuEaussngauduuuissdndums

A1599 4 LanaNan1TATIERtdadesewuee 9 uwnauusazladeran (Ae)

Yo8azvasdnsnanan1sanaula

A1 )
= @ 1Y P £ a A1
Basmudadenan 7 dnu o da |, for | 1ade
wniiga | wn don | | _ S.D.
nang ign | X
3. AU IAUSAS 3.99 | 0.74

3.1 J52UUasaAUNALaL 17.10 57.90 23.60( 1.40 | 0.00 391 0.68
nsfumdeya

3.2 §Uoenean szt 21.40 47.90 28.60 | 2.10 | 0.00 | 3.89 0.76

ﬁﬁ%@’)ﬂ
3.3 downInsinsiedeans 3570 | 48.60 | 1290 | 290 | 0.00 | 4.17 0.76

= a a o
HUsgansnngaau

q, ﬁﬂuﬂﬂidﬂtﬁ%&lﬂﬂiﬁaﬂﬂ 3.52 0.99
4.1 Wsludu s1neszans | 1860 | 3430 | 37.90 | 640 | 290 | 359 | 0.96
4.2 Wsludu shenaldsne | 17.90 | 27.10 | 3860 |12.90 | 3.60 | 3.42 | 1.04

a Ao = <
WAYNUNITHIBALNY

4.3 Wsludu s1eeng 16.40 | 36.40 | 37.10 | 570 | 4.30 [3.55 | 0.98
ADULNUIUOS

5. Auniinu 4.24 | 081

5.1 fianmianansaliie 50.70 | 39.30 | 860 | 1.40 | 0.00 | 4.39 | 0.71

Uinwgnfnldeensgnios

5.2 fanuasslalunisle 50.70 | 37.90 | 7.90 360 | 0.00 | 4.36 | 0.78

muUsnw ulgmle

a

5.3 dAnusSuRauaumniAn | 53.60 | 3290 | 7.10 |6.40 | 0.00 | 4.34 | 0.87

JORANAIANFINTINU

5.4 fauansnsatunslyd | 20.70 | 50.00 | 26.40 | 290 |0.00 |3.89 | 0.76

AMwtunsaeansiag




182 15E15INEINITIRNIT U 3 aUUAl 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

A5 4 LanINanN15IATIERTaBT0IUAN 9 wenassaztadeuan (sie)

fouazvasdnSnaranisanaula

P val <
fnsvalensinga

A1 ,
Swemutadevian 7 au - U |, tou | ade | T
&I']ﬂ‘l/l?!ﬂ AN Uy o — S.D.
a9 nga | X
6. AIUNTZUIUNNS 4.15 | 0.75

6.1 Fumewinienansll 31.40 | 55.70 | 11.40 | 1.40 | 0.00 | 4.17 | 0.68
gaenn daudnvgu

6.2 fimnudaulunisinne | 28.60 | 52.90 | 15.00 | 3.60 | 0.00 |4.06 | 0.76
uazUURNuLAaZLHUN

6.3 fimusindauazBangu | 2290 | 56.40 | 17.10 | 3.60 | 0.00 | 3.99 | 0.74
MIAUABNINT

6.4 finszuaumsudlatemn | 49.30 | 4290 | 290 | 5.00 | 0.00 | 436 | 0.77
Iaasavdaau

7. AIUAMNN 4.26 | 082

7.1 o wazoenesseny | 41.40 | 40.00 | 18.60 | 0.00 | 0.00 | 423 | 0.74
Su nafudels

7.2 Aumldidemesenine | 66.40 | 2500 | 860 | 0.00 | 0.00 | 4.58 | 0.65
ATVUE

7.3 uddlvimsuedeasaisa | 52.90 | 33.60 | 11.40 | 2.10 | 0.00 | 437 | 0.77
Lﬁammslﬁuﬁamﬁw

7.4 USMsaTvdeUan Uy | 29.30 | 57.10 | 930 | 430 | 000 | 411 | 0.74
gaumM TN TUds

7.5 wammuasinida e 50.70 | 39.30 | 860 | 1.40 | 0.00 | 4.39 | 0.71
ﬁuﬁ%ﬁsmmtazﬁmun
Suiinvoulnens

7.6 MnduAngayvneidevne | 47.10 | 37.90 | 7.10 | 290 | 5.00 | 4.19 | 1.04




15813INEINITTRNIT U 3 aUuil 2 (2559)

UUINNNMIRAILIUENIS N TYUdIesU BN aiuEaussngauduuuissdndums

183

A1599 4 LanaNan1TATIERtdadesewuee 9 uwnauusazladeran (Ae)

Yo8azvasdnsnanan1sanaula

ag1amaLilng

Al .
o o o v ] a A1
Sesnutadenan 7 du 4 d |, Uae | La§Y
uﬁﬂVIEjﬂ N Uae r — S.D.
nag yidgn | X
7.7 anunsaliusnistuang 46.40 | 41.40 | 7.90 430 | 0.00 | 430 | 0.79
Aflaudosnsiseiy
7.8 UsNsUSnwInSAaY 3570 | 42.90 | 15,70 | 290 | 2.90 | 4.06 | 0.94
WeandevnefiAntu
7.9 fmswauinisliusans | 3290 | 47.10 | 17.10 | 2.90 | 0.00 | 4.10 | 0.78

= a ¢ ) N o o o ! o o
A1I9N 5 LLaGNNami’smi’wwﬂﬁlﬁ]EJiE)\WIummmmywqwimmazﬂﬁ]%%aﬂ

Se9MUANeU

Yauazvasdnsnaran1sanaula

andnlngnegneies

A1 ,
Seamudadenan 7 du o U |, tioe | afie "
Mﬁﬂ%?jﬂ ann . Uy 'ﬁ qﬂ )—( S.D.
1. WS9ATEIILERNIATTIS 56.19 | 36.48 | 7.33 | 0.00| 0.00| 4.39 | 0.67
MIAUEafEAINNTIAG
2. A19EINULAZAINITUINNG 4710 | 3570 | 1570 | 1.40| 0.00| 4.29| 0.78
A9 9 darsmnzau
3. feananIshnsedeans 3570 | 48.60 | 12.90| 2.90 | 0.00 | 4.17| 0.76
fusgdnsnndaau
4. Wsludu s1eerszana 1860 | 3430 | 37.90| 640 | 290| 359 | 0.96
5. dAnudanansaliduine | 50.70 | 39.30 | 8.60 | 1.40 | 0.00| 4.39 | 0.71




184 15813INEINITINNIS UA 3 aduil 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

A1919% 5 wannan1siAseidadesesndanuddyianlunsazladenan
RN BTG

Yauazvasdnsnananisandula

AN .
= o o v o a A
BeenuUadenan 7 au r U o uay 5251
wnfiga | an sy | _ S.D.
Nang n&an X

6. finsyvaunsudlatamle | 49.30 | 4290 | 290 | 5.00| 0.00| 4.36| 0.77
90157 wardau
7. Auelalidemesening 66.40 | 25.00 | 860 | 0.00| 000| 458 | 0.65

ATVUE

9115797 4 wag ms1eil 5 awnudt Jedesessng 9 Auanslumsng
\HutadeiigFuinnisvudsdudssninssmalinuddgidususuisnain
Yadondnin 7 fu Ingauduauaruinisinggnaayiinnuddgiunguiegns
uE9ANTEIIERIRNNTIINTIAUE oA eANTIAEY daeA1ady 4.39 F1usian
H3udnnsvudsduiseninasemalinnuddyiuaseanaasAn1suinigeng 9
fanumnzaudisaeds 4.29 Audomnnslivinisgiuinnisvudedudn
seninelsewmaliannuddyiutemienisiingedearsivssaniandaau
feftade 4.17 sunsdaasunisnaing3uinnisvudeduiiseninaseime
TAudfyfuTusTudy s1anaszane feaade 3.59 AuNEnUETuIANS
udsduA1sEnInaUsemalianud Ay duiinnuiauisalidvinwananla
og1sgniosneady 4.39 Funszuaunsiuianisvudsduiseninassa
Taudrfnfuinssuiunisudledymldsings wardnaudioaade 4.36
AuAMNINESUIANSUNdIduATEnIssemalinuddgyivdualididene
seminensvudssneALade 4.58



15813INEINITTRNIT U 3 aUuil 2 (2559) 185

UUINNNMIRAILIUENIS N TYUdIesU BN aiuEaussngauduuuissdndums

d3UNan133dy

'
v a

Han1sAnwdadenannidnsnanenisdnduladenldatenisiiuioves
AusznoumssudanisvudsdudnsenineUsema nuin Jademedununimdu
Yaduiiflenuddanniian sesaun Ao Yademshumtinem fudufuazuinig
AIUNTTUIUNT ATUTIAT FIUYBINNITIAUINIT HagAIUNITABETUNITAAIN
RHGRIT

defiansaniadusesiifianinadonsdnduladenldasnisiiuieves
JuszneunsiuianisvudedudnszninsUszma Tunmsauwuindadesesidl
mddglumsinnsanidendmensiiuFesnniian Ae dudlidemesswing
nMsvuds s09090 Ao udamgnalivsvegsInduileduddevouasiunun
Sulleveulaensd TUININTUATTIANANSEINEERATIT NN SRS OMERUTING
wagninaufianuianuamisaliduinugninlaegiagnies Jadusesid
auddydmiunmsdnddadeniimemaiudeludduanring fe msdalustudu
RenfunaaldaefimiinsGeniu

aAUsena

dofimsaniadendnits 7 fu wud dademeduauamiuiladedd
AudAgunniigaiigiuinnisuudsdudlianudidy ddu areniniuge
Femsiunsnislunislesiuduinvgdesliidomeseninansvuds wasensedu
nsrvruMIdsannsvudslunsditmniaanudene fuauddu azdesd
msfareUszanunuinadlinsudaaaidaeu fusuniineslrinisuditiom
fiintu sesaauTEnEeasiiauddgluainuiainuaiunsaveaningy
sudewnanminnudunalnddylunmstuedeuliszuuresnsuudwiniululy
ogemuiu Tasndnauduifsitesdaud Susunssurunsnisvuddluauds
U3NeAng q wdsnnsvudaateiuas fafu aodedsersindnauidenul
Awausalunisliteya wuzid wazudlvdgymliegisgniessings ey
alalunnslifuinns wastadsdusiandutedeifianudrdgiiaalusin
quns favfy. (2551 13) uay nafld a3du. (2549: 7) nduilanudifyanas
FadunainanmsfianeFelutligtuiismeiszasiilndifssfumnnuagfisane



186 15813INEINITINNIS UA 3 aduil 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

spnsduinnsguannty suuuuresmaustulavdsuluanadenoufindedu
fugrusian welildundsdud witagtudedrsznadedinasgunazailng
WeaUaIEN1TRUIER9AIIATENTNTIN YT UAUAUANA I NLAZN1TITUTNNS
11NN 9RO UAUBIANUABINTVRIFITUTNIT DL UvITT

dlefinrsanlutldesestomunniladendnis 7 du wui iAudAgy
aonndosfunitafendnuastatuses Ao Audliidomesswinenisuds 1Dunis
Tudoanuieglutladevdnsuaunim nsvudaduidldfinnsndemeszning
nsvuds Wumsadeanudesilunislivimsveaiivesdudfiasndunidentd
vimsvesFuiansvudduimofuluadiiell wesdlodudndomesewing
nsvuds shlidvesduiliffuidmiunistons msldnnsuins vatngiu
flagiinganonisndn viefintatugdn sldiAanaidedessuugsia antuay
daansznulagnssiogudanisvudsdud Tasidvesdudazvinaiuidesiy
Tunslduinisgsudnnisvuddunn wavasnsenudenisdnduladenldans
nafudenun fufu fFudanmudduindadimadndenaodeiifandmiy
msluims uasiausingsudnnsvuddudazannsndoniosridomefiiniy
MnanuRawaiavesaenaiudeldfiam uinsinaudsmeluuasads
a¥1sanugasn duduunisvuds @elenianisnisvisuazidsnaiseingiu
dmfuaensuan Snanssnusanmdnualuazanuifesiy deasiomanduuly
vimslundadely Jadusesdes udammualimauedmaduiioaudidemeuas
fununiuinveulaease (Hutedusesiifidadeidududuiiaes Sanuduius
Tagnseiu Jadoseadesdudliidomeszninanisvuds ieosnannidefinme
Audidemesewiunsvuds asianansnunasUsensiededivesdud 45
IANSVUAEUAT UazatunsiiuEe n1sTulinveulnun1sulwnaNalingveds
snadleduidemeuaziununiviinveulaonse iligiudnnisvudsdudle
nuisenuadeulmiuitswesidud Weusslevirenisudledaymiiviunan
audidemeenaiduauddemeuisdusidivsseznailviuiueenulaglild
funisudlunisguainuiegnegnds audnfidevmeusdiustanatordududi
FomeAuddlsiannsoudluladn



15813INEINITTRNIT U 3 aUuil 2 (2559) 187

UUINNNMIRAILIUENIS N TYUdIesU BN aiuEaussngauduuuissdndums

Hadeseafomiinnuiinnusmisaansaliduinugnanlsogisgnies
wazflusn1In1TUd991A1ANTE195 05U T 915 19NISA S A 8ALTIAET T
ﬁ%a%agﬂué’uﬁuﬁ aoaduiieniu suideswnanniinaudunalandnves
msliuing Wusiasvieuliglduinisduddlat aunimnishiuinis seuunasgiu
MsiuresUTnatenisiude Yandnnudesiulunisliuins aedeansd
winauiifianudeivisy ﬁaaﬁmmﬁgﬂéfaa TALAU LU LATADUAUDY
AnudasnsveFuianisvudsdudnldosmng Auvandandunisdestu
arwfianasludowiu warainnuiimelatenislivinisvesdfuianisuuds
duen

Hadvsosiiffuinnisvudsduinlianuddydudrvivaniinede nns
FalusludwAeafusaaSenifufiay (Surcharge) tiesnASonifiufied
nsiuunfuinesgiu wezanenisiudeliidunnspiusuiu visaenisiuse
finsdnlusluduludnvusilusuiuasens uwiilefinnsuianuuand1ves
aeefivuaBenfiufimsuazasendithei fuuisnaensiudesivenidu
ANSEALAUNLABLAZATTYI1900NINAY WUTT TAIULANAI9UDITIAT NN
Famnuusnsnsweslusluduiiintuduldunnwediegsilfinnsiaduladentld
mensAuEe Mnamnmvesnsuinsviedadesudu o liduatui

JBLEUBLUZNNSIVY

dareuauuzlumstimanisideluly

AsmLLIIMsRa nmsideadsididuslenidemenniude
fagnsuisdadeisvinadensinduladenldarsnsfuFoveaduszney
nssuiamsvudsduinszrinelszne wasnihluuszgndldifieiannnsliuing
nmsvuddlimnganivannsaitagiiu Jauirdegtulladeiiauddy fe
Hademsugmnin fadu sensdudemadulumamstaninisliuinsdiu
A mYesnsliuing Taefiwdnauifanuiauaansoasduinuinisda
et udruatuayunishiuimsivarunsoudsdunazadianufisnelal
Augldusnisangnisiauie



188 15813INEINITINNIS UA 3 aduil 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

HUININITHRILILENAUUITBRAN

1. AINAIUIAIUAITIRUINITNIAIUAUAILAZUSNIT @18N19LAULED
psiulufinusngivesnsliuinsludusing q gaufasinevaussliiiu
soanmnsaluazafeanstedauidedianmilsideme

2. MINAUIAIUNTIAUTNTNIRIUTIAN @1en1stAuEendsdnLiy
AsysgauAbidulunusauasgu

3. MTAAUIAIUAITIAUTAIINNAIUTIN19NITIRUTNIS @1en1siAuGe
msdaliifivomsnsindeiazain uastesmdiesUsyansnmlunisinsedoans
fidaau

4. MINAUIAIUNITIAUTNITNIIAIUNITARAINNITAAIN @18N1TLAUISE
onfinnsandudunisduiiduduandiie wietiazvhnisdaasunisnannans
maiusemsinwAmBeniuieylidulumuunsgiuegiunsinin

5. AIWAILIAIUAITIAUTNIINIIA NN @1en1stAuiEeaasTd
anuddayfunstisnsvemiingy warnssudmiinay fevdesdinrudevsy
fiosdmnuiiigndes oy wivd uazmevausinmFoINIsYR N FUTANTVLES
AuAlaegnesinia

6. NMINAUINIUNITIAUINITNNAIUNTZUIUNT @18NISIAUIEDAITLE
nsliuinsinndilagionzegredailoduiiinnisidemeitelmannusan
gulaainnszuaumslunisuidgmuaznisionlalaia

7. MINAUIIUNTIHIUTNITNIAIUAMAIN aensiAuEoRIsdunTv
anudAalusginansrudsaundidessesinsy YuduegedshiliAnanudeme
wazdedlvirnuddyiunsliuinmsdloindudidemeseninanisuuds

Forauonuzdmiunsiduaialy

1. M93¥y WU wavessuATeuandsedniiiuanfiGesvessaniy
Hadudrdyiign witagiunnuanififeasiouliviuin woAnssuvesliuinsle
Wasuudasly Wuanudesniamisdiuamuainvesnisliuing dedy (ield
nsaLun1sgsiaiuseaniINsailagiudenisyinn1sidenny



15813INEINITTRNIT U 3 aUuil 2 (2559) 189

UUINNNMIRAILIUENIS N TYUdIesU BN aiuEaussngauduuuissdndums

2. TuewpnArsviMsiUSeuisunnuanansatunisiiusnisvesansise
UssFAuRUUUUSEIIdUNS serieanemsauBeditnsdlne fuaenisiduie
#ad iileliiiufsgasiugaseslundaziade agldfmuinisliuinislugad
anen1siuiEelnedilianunsaliinisuinisianuanusesnisvesdlduinig

LONE15819949

nsudvin. (2550). ArugBawinBeuazGe. Yuiidutoya 5 nsngnau 2556, i
1aan http://www.md.go.th/marine_knowledge/e-harbour.php.

TIFFA. Thai International Freight Forwarders Association Member. Sudi
Autoya 5 nsngiau 2556, W1dalaain http://www.tiffathai.org/
member/index.php

3300 wiaTau  eysEN. (2547). MINAIAFINTUNITUINIS: UUIAALAZNAYNS.
NSUTN: woATiN NI,

quns flavfey. (2551). nsAnwndadeiifinadentsidendqunusaniudives
gUsznaunisnisind - deeanluuniiauanainnssuuvanads.
NUENUSUS Y IemansunIUudien, @1913910199AN15A1TVUES
wagladadind, anugladadind, uinendeysm.

Wallg A3AY. (2549). n15lE38n199zyAunalanteldantunisalaunily
n1sUTulgesUsEanSaneasaienIsiuiEe. nulinusUsyyivermans
ududie, @a1913Y1  N13IRn1snIsvudinasladanind, ausladasing,
UNINGEYTNN.

g Asdng, S991R 593394, (2552). MaAIAMULTiBeRsIvaLUURRUNTY
Suidudeya 17 A 2556, dldan http://www.meu.ac.th/site/
articlecontent_desc.php?article_id=656&articlegroup id=146



AgULazusIRslalunsiuvesAu ety
M INGI89 3571

Ny ygyes
3@ et

UNANYD

n193eidingUszasdiiofinuiseduniiugy szauuseglavesau

q q
P o [

Jovhaudguiisuiusgduanuguitsunaiudadediuyana wazAny
ANuANTuTsendnesEauuTegelaluntsinuiusgduanuavlunisitnuees
awlevhau luswnadiogsugiond Jwminasegioni udeyalngliuuvasuny
AP @esiuviniu 0.97 Auauieviem S 400 AU FeASduiiogg
wuutady Tinszideyalneldadffiugiu uazadfnaaoud n1sdinsed
AALUTUTIUMAAYY uazAduUsEAvBadffiesdu nan1¥3de wuin sedu
mnugvlunmsmuaresueglusziuann anugulunsiauiiiaiedsgean
3 Suduusn oun dudileny dugusssn uadudsay wssgdlalunise
Tasnmsiuuagsiesueglusziuinn ussgslaiifidiadogean 3 Susuusn loun
AUdETUNIYOUN ANUENRUsTEIs I kazUlEUBLAENITUSINSIY
Jadvduyanaiiuananaiu viliseduanugalasningy wandsfuegng
fifoddnymeadan 0.05 ussgdlalunmshanuiinnuduiusiveugalunsiny

o w a

Tagsulluiienauan Tuszauuiunans sgnsiioddgmisedian 0.05

AdAgy: Asavlunsiney, LL’N@]ﬂiﬁﬂumiﬁ’N’m, AWIYYINGU

[ o = = N o = o o =
9191585841 F1VIVINTTINTG AQSINYINITAIANTT MM’]'JVI?J']ﬁEJi’WIﬂQ@i’]N{]%ﬁWU

E-mail: boonrirk@hotmail.com



192 15813INEINITINNIS UA 3 aduil 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

Happiness and Working Motivation of Workers in Suratthani |

Boonrirk Boonkong "

Abstract

This research aims to study the level of happiness, level of motivation
of workers, to compare happiness levels distinguished by personal factors
and study the relationship between motivation levels and happiness levels in
working time of workers Muang District, Suratthani. Data were collected
using a questionnaire with the Cronbach’s reliability of 0.97, with 400 people
by accidental sampling method. Statistics for data analysis were percentage,
mean, standard deviation, t-testing, Analysis of variance, Pearson coefcient
statistics. The results show that the overall level of happiness and each
aspect are at the high level: kindness; moral; social; knowledge; family; health;
relaxation; and nancial. The motivation level overall and for each aspect is at
a high level. Fundamental factors aspect overall and for each aspect are at
the high level such as the relationships between colleagues, policy, and
administration. The inuence factors overall and for each aspect are at high
levels such as successful in their work, responsibility, interesting careers,
respect from colleagues and progress in duty. The Individual differences
effect on the level of happiness overall was statistically signicant
at 0.05. For the motivation in working correlated with overall happiness
at work of people of working age in Muang District, Suratthani all
the relationships were in a positive direction at moderate level with
statistically signicanceat 0.05.

Keywords: Happiness at Work, Working Motivation, Working Age
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The purposes of publication

1. To promote and develop the management sciences 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
sciences.

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 sciences knowledge

Period of Publishing
Journal of Management Sciences, Suratthani Rajabhat University
is an annual published journal. 2 publications a year release on January -

June and July - December.

The articles of Management Sciences

There are 7 majors in Management Sciences: Business Management
(Marketing, General Management, and Human Resource), Financial and
Banking, Business Computer, Logistics Management, Communication Arts
and Economics.

Type of Articles
Article, Research Article, Review Article, Book Review, 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. The articles have been published in the Management Sciences
journal must be approved by our editors and luminaries at least 2 members.
The consideration from the editorial is final.



230 15813INEINITINNIS UA 3 aduil 2 (2559)

Journal of Management Sciences, Vol. 3 (2) (2016)

3. The author must comply with all conditions that the editorial
defined and the author must agree to editorial revision of the final article
before publication.

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.

Preparation of manuscripts

1. The article length should not over 25 pages on a single page A5
paper margin by 1.5 x 1.5 cm and insert page number on the top right every
pages (except the first)

2. Use TH Sarabun PSK font, 14 pt, 1 c.m. spaced

Details Font size Format Type
Title (Thai) 16 center bold
Title (English) 16 center bold
Author’'s Name 14 right bold
Position, workplace, email 12 left normal
(Footnote)
Abstract 16 center bold
Abstract Content 14 left normal
Keywords 14 left bold
Topic (not numbered) 16 center bold
subheading 14 center bold
Content 14 center normal
References 16 center bold
Table name (specify on Table) 14 left bold
Figure, picture (specify under Figure, picture) 14 left bold
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Components of the article

1. All articles must have Title, The author name, Abstract, and
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2. The author’'s name have to specified the academic status (if any),
position, workplace, email and telephone number on Footnote both in Thai
and English.

3. If there is any funding for research, insert on Footnote both in Thai
and English.

4. The Abstract is not longer than 200 words and 3-5 words for
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5. Content

5.1 The articles include an introduction, body and conclusion.

5.2 The research articles include Introduction that mentioned about
background and significance of the problem. It could also include a Literature
Review, Objective, Framework, Assumption, Methodology, Sampling, Research
Tools, Research Methodology, Data Analysis, Findings, Conclusion and Discussion,
Research Suggestions, Recommendations for further research, Recommended
Policy, Acknowledgments (if any) and Reference.

Article submission
The author must fill in the submission form to be published in the
Management Sciences Journal by attached files with the manuscripts.

References

1. Citations in text: to tell the source of the texts or quotes using
name - year or author - date style. Specify the author, year of publication
and page number such as Niyom Channam (2546: 51) or (Niyom Channam,
2546: 51). English document, specify the name of the author or editor,
Publication years BCE, and page number such as Powell (2003) or (Williams
& Webb, 1994: 18 - 19).

2. References: collected all references documents, alphabetical order
by author by using APA style as follows;
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Example:

Tipwan Apiwatnanan. (2010). The development of learners with learning activities
that focus on integrated studied in general psychology course.
Northeastern University Journal of behavioral science,16(2), 83 - 95.

Sudman, S. (1980). Improving the Quality of Shopping Center Sampling.
Journal of Marketing Research, 61, 423 - 431.

2.2 Books

Format: Author. (year). Title. Publication Place: Publisher.
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Sirichai Pongwichai. (2009). The statistical analysis. 22" ed. Bangkok:
Chulalongkorn University

Kotler Philip. (2003). Marketing Management. New Jersey: Prentice - Hall.
2.3 Proceedings

Format: Author. (issue). Title. Proceeding Title, D/M/Y location. City: Publisher.
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Department of Curriculum and Instruction Development. (1995). Workshop
campaign to promote a love of reading, 25 - 29 November 1995 at
Mahasarakam College. Bangkok: Book Development, Department of
Curriculum and Instruction Development Center.

Atan, R & Abdul Halim, N.A. (2011) Corporate Social Responsibility: The Perception
of Muslim Consumers. Proceeding of the 8" International Conference
on Islamic Economics and Finance. Doha, Qotar.

2.4 Articles from Newspapers

Format: Author. (year, month, date). Title. Newspaper, page no.

Example:

Katiya Mahasin. (2002, 19 May). Opening the centre of a new life experienced

for Thai workers. Mathichon, p4.
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2.5 Thesis
Format: Author. (Year). Title. Degree, Institute.

Example:
Thanayu Phuwitthayathorn. (2005). Factors that affected on Spa services in

Samui, Suratthani. Thesis Master Degree, Suratthani Rajabhat
University.

Gillett, J.C. (2011). Monetizing truck freight and the cost of delay for major
truck routes in Georgia. Master thesis, School of Civil and
Environmental Engineering, Georgia Institute of Technology.

2.6 Electronics Media

Format: Author. (year). Title. Retrieved...., From URL Address
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Vej Nujcharearn. (2013). How SMEs adapted in the slowing economy state?
Nation Business Online. Retrieved 10 Nov 2013. From http://www.
prachachat.net/news__detail. php? Newsid =13771457202556.

Virginia Department of Transport (VDOT). (2005). Freight diversion and forecast
technical report: | - 81 Corridor improvement study. A tier one
Draft Environmental Impact Statement (DEIS). Retrieved August 05, 2013.
From http://www.virginiadot.org/projects/resources/Freight%20Final.pdf.

Manuscripts Submission
1. Via E - Journal
Send MS office word .doc or .docx files and .pdf files format to
http://e-journal.sru.ac.th/index.php/msj
2. By Walk in submit/Post
Submit CD of MS office word .doc or .docx files and .pdf files format

and print out papers are acceptable via address as follows.

The Journal of management Science Editorial, Suratthani Rajabhat University
272 Moo 9, Tambol Khuntalay, Mueng, Suratthani, Thailand 84100
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