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unAnga

msdnwluasil finnuszasdiiieAnundvinavesnnnmnsuinig Hansenuainlain-19
uarmsuiusslomives QR Code fifisonnudidlalineluladnistrssiuriu QR Code vasiuilna
welsiud Taeifunusndeyaanngusegiwheuvuasunmanguilaafio gszming 15 - 27
U ondvegludmingnssnil fMedsnisguanazain Jinszidoyadeaifidonssnun Lagnnsg
Anselanaaun1sdalasiaine nud lueadanuaenadesiudeyaldeusedng lagn1ssug
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8z 84.00

v A

AdAey: U9deLTaanive, QR Code, LaLuBLsTUT

ABSTRACT

The objectives of this research were 1) to study of influence of service quality the
impact of COVID-19 and 2) to the perception of the benefits of QR Code on intention to using
electronic QR Code payment of customers in generation Z by collecting data from a sample
method with a questionnaire. The samples were customers between 15-27 years old living in
Udon Thani by a Convenience Sampling method. The data were analyzed with Descriptive
Statistics and codify data by Structural Equation Model Analysis. According to the research, the
model was consistent with Empirical data, with the perception of the benefits of QR Code
having the most positive direct influence on the intention to using QR Code electronic payment
(INTENT), followed by the impact of COVID-19 and service quality, respectively. The variables
that predicted together explained the variability of the intention to using QR Code electronic

payment, which can explain the 84 percentage.

Keywords: Causal Factor, QR Code, Generation Z
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dwmalisnmnsnmiivanueUndiaduuinimiesnaiudistunindosas 30 Mlvglduinimienis
ﬁuﬁ%ﬁaL?M%UiﬁqﬂiziamﬂmaﬂLwﬂiuiaﬁﬁﬁmwﬂ%’ulsi’ﬂu%'imﬂisﬁﬁ’u (Fu & Mishra, 2020) @swal
nsdersuaniUdsududinazuinisiusyAnBaImaAdu (Moon & Kim, 2001; Venkatesh & Davis,
2000) @oAARBINUNITITEVRT MINNA WUIRY (2564) 58YI1 d0IUNTAUNTIEU1AvedlaATn-19 I
AudutusiungAnssunistisziudidnnsedndvesfuslaniaiueisiud edrsldoddymeads
FedufsmunauRgiunsidelaed

H2: aunnnIsuinsdiavinanissadauandenusidlaldineluladnistrseduniiu
QR Code

3. n155u3Useleviivas QR Code

M33uFUsElevt mneds seduamnudeluusznsamnsvinuvesldaumalulad
vyl (Davis, 1985; 1989; 1993) a1nnuminaieluedn wudt mssuuselen dwmansenuniang
Favanseanusilaldan QR Code Wumuves 5in fineand (2561) nud1 mssuifannuagain
sndalunisvinganssy dwadenudilald QR Code Tumisldinadiunseadion msnwives
0325904 Densladl (2562) seydn msduiusslenifinasionmdilalduinisfutissiiude QR Code
YDIFAIIIBERY WARIIUVDY BAGYRYT 89813 (2561) Wudr MsTuiveldusnis laud Anuazain
anuUaensts wasnansznuedinyszsntu f8nswaidauindoainuddlaldszuu OR Code 109
flduins dafu Seannsofmunausfgnddold i

H3: n3suiusslemives QR Code favBwanwnsudsuandemuidlalfnaluladnig
F15usL QR Code waatfuslnAtatualsiud

AMAINATTUINNS

ausslaldmalulad
N15U1TERUNI

QR Code vasfjuslan

LB Tud

NANTENUIIN
A3n 19

nsfuiusglevives
QR Code

aw? 1 TmaauufgIunisive
3Bantiunside
1. Uszvnsuasnganaeeng
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nM3iTendsd tuuaiuiiidefe fmingassil iesniludminfiniaainioud
Tnsdwiidofiofniu fovaz 97.7 1ndruiuesriFeumun 418,800 afadou @Einauadfuiend,
2568) Tnfvundsznsiildlunisinuaded ugfliaslduinisdiseiiudaeg QR Code ritu
stﬁwﬁﬁaﬁaﬁﬁmqiwdw 15 - 27 U 7 fvusauiasieg1elagldndnniseos Hair, Babin, &
Anderson (2014) fiauedn vinlulueadiduusuaslihu 5 fuus uadlifidnuuglunaszylined
(Under Identified Model) wasfauususls viaduanannisidualiosninduiumsimesilsl
n51uAn lnganusdunalalunnasimuusuisdaianinusiuduy (Communality) 410031 0.60 YU
fegnadannelfiteuludindn Ao 100 Feg1e Tasnsideluadsd Siuusudsilldlunisinen
119w 4 fauds ldfidnvarvedhinnaseylined uaziiaanuduiuogsewing 0.601 - 0.805 iy
yupiegnstusde 100 au aghslsfinnu SEM lumaiansieszsiiidesorfundguiiogreuunn
Ty ;ﬁ%’aﬁﬂﬁmummmﬁaaeﬁaLﬁmiﬂu 400 Au agldiansdunuagain (Convenience Sampling)

2. \3asiiefildlun1sise

dmsumaifelundel {Adeldiaunuvasuniy TneAnwainuuifn ngul wagauide
Ffeates wuvasuauiidnuvasdunuuinasaulssanae (Rating Scale) dwdidaiden 5 sziu Tay
finsnseaeuauasaduilon (Content Validity) Mnindvinsuazidormasiunuesulal
311U 3 MU nemardviiaiudenndesuastenniuiuingussasa (Index of Iltem Objective
Congruence: 10C) Fafanuiiaduinnuaenadassening 0.67 — 1.00 Fefiawnndn 0.50 (Uszan
T8 Wauuyl, 2558) felduvvauauiinunsadaiion ndwintuldinismageuaudesy
(Reliability) Tngtiuuvasunulunaassiuussuinsibildngudiogns 41uiu 30 519 Loy
AnsIzimAanudeiy nan1sAnwIMUI AduUszaniuearivesnseuuia (Cronbach’s Alpha
Coefficient) YaeuUUaBUANS IR DAYinTy 0.964 Gsiidunnnin 0.70 (Cortina, 1993) agulaan
wuuaeuniiseiuasdesiuegluinausia

3. maiusIuTINdays
AAdalddndunisiiusiurudeyadienues lnedeyagniiusiusivlugisiou
Aemaw 2566 d9isnanfiusiuniudoua ludesfuliduldvesyginainnguiieds ieduas
TrgusvasAveInTIdeuagisn1sneuwuuaauny lneggnauiuudaunuvzldinaiuseann 10 Ui
Tunsneu wdsniugideldnmadeunnugniosasauanysaivesdoya antudailuldluns
Insiteyasioly

4. MyAnszidaya
afnfldlunsinnesideya Usznouse 1) adfidanssain (Descriptive Statistics) Lile
TeSunsdoyafiugruvasnguiiasns 2) adfiFeanunu (Inferential Statistics) Tluinaaunisids
lasea$a (Structural Equation Modeling: SEM) Atasngnidaya laguseunuenisiineianlung

meisnsUszanaaiennudululaasgn (Maximum Likelihood Estimation: MLE) u&333Usziiiu
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lunan153n (Measurement Model) Mn15UsEIIUAUATY (Validity) wazaauiines (Reliability) we9
TUlAa LagIATIZIBNENAAIBITNITIATILAEUNIS (Path Analysis)

NANTIY

1. &nwauziinluveanguiiens wui Taedilng)dumends ($1uau 298 ay, fevay 74.50)
flongiade 20.50 1 finsAinwegluseduyiyyns (I 272 919, Sesar 68.00) uazisalase
WoaulounI1 5,000 Um (MU 213 AL, Souaz 53.25)

2. wamsUszdiulunanisia (Measurement Model) wudn dhuifnesdusznouanasgiu
(Standardized Factor Loadings: SFL) suamﬂéhl,l,ﬂiﬁmﬁgﬂm 0.50 Tl (Hair et al,, 2014) fienade
maqmmwiﬂiwﬁgﬂaﬁmlé’ (An Average Variance Exacted: AVE) ¥%11¢ 0.624 — 0.727
Funnninnaeiismunlife 0.50 (Fornell & Larcker, 1981) uanannil Arpanuiiissveadaudsuss
(Construct Reliability: CR) fifnsz#ing 0.834 — 0.925 Fanninnasiidiuuslide 0.70 (Hair et al,
2014) uansilassadnnvesdndslulunaiinunsaulianilou (Convergent Validity) hagnin
flnnsananadudszandueaninseuuin (Q veaudazdnysuds wuindaregsening 0.833
74 0.926 @eandasiy Cortina (1993) fladu1einArfanaIAIsganit 0.70 aguldin duususldly
Tuwa fianufiss Reliability) inusnawifismualy (Fannsned 1)

= a 9
519 1 Msuszdiulimansin

AauUsiele Aaudsdanala SFL |[CR | AVE | ¢«
ANAINATS QUAL: pnaiideiiovasliiuims 0.78 | 0.834 | 0.624 | 0.833
U3n13 (QUA) QUA2: Uaansielunsingsnssy 0.81

QUA3: MINUALBIALABINIYRE US| 0.78
NANIZNUAIN COVIDL: nsvanidesnsduiaiuan 0.82 | 0.894 | 0.677 | 0.887
1A30-19 (COVID) | COVID2: NMSKIUSLEEUIINSEIAL 0.86

COVID3: nsteauAuazUsmstiussuvooulas | 0.78

COVID4: Wlpue “depulsduan” vessgua 0.83
mssuiuselewd | USEL: mnuTnElunEoauA ez IS 0.83 | 0.914 | 0.727 | 0.911
294 QR Code USE2: UseavsnwlunisdnssiRu 0.83
(USE) USE3: nsansunulunisdnseiiu 0.88

USES: prmiasnnlunssoduuasu3ms 0.87
anuddlalunns | INTENTI: avandiailalunisldan 0.86 | 0.925 | 0.713 | 0.926
TWweluladnns | INTENT2: erudalaldaulueuan 0.92
P158RUNIY QR | INTENT3: M5190RUATS 10U 0.86
Code (NTENT) | INTENT4: msuugthmsldanuderddu 0.73

INTENT5: M3514 QR Code Wundnlunstisedu | 0.84
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3. H@INNNTIATIFILAUNIS Wudn lunadadnuaenndesiuteyaldeusedny lagilan

Y*/df fidwwiriu 1.78 @enrdediiu Diamantopoulos and Siguaw (2000) tausiugin ¥ %/df Amistiae
N1 2.00 wanadlunaiinuaenadess GFI Awindu 0.95 uay AGF a1y 0.93 Wuluau
nausivas Kelloway (2015) fiszyinenfifvesiviinaesasiadous 0.90 July CFI fduvinfy 1.00
aonAdasiu Schumacker and Lomax (2010) fifwmainausiliiasiiandaud 0.95 3ulu SRVR i1
Winfy 0.027 aenadesfiu Schumacker and Lomax (2010) fisgyaimanzanalsainii 0.05 waz
RMSEA fanwiriu 0.044 Julumannasiiidmualag Kelloway (2015) fiswualsidaiifana e
A1 0.05 lefinnsananvuindviswasinsgiu mssuiusgloviives QR Code (USE) flavswamanss
FevandeauidlalunisldinaluladnisdissGusiu OR Code (INTENT) wndian infu 0.61
TO4AINIAD HANTENUIINLATA-19 (COVID) kag AMAINAITUTNIT (QUA) HUUIABNSNALINTFIU
WU 0.22 war 0.19 muddu Taefudsviunesiufusiuieanuulsusiuvesnualalunisly
weluladnisdsziiusiiu QR Code lé¥asay 84.00 (Fans9di 2)

A19199 2 PUIRBVENAUINIFILVAUAALTIATIET

. , - . AuUsaLin
fauuswa R NAUBIDNINA
QUA COVID USE
INTENT 0.84 DE 0.19** 0.22** 0.61**

2 216030 of = 90X /df = 1.78 GFl = 0.95 AGFI = 0.93 CFI = 1.00 SRMR = 0.027 RMSEA =
0.044
DE = 8M8Wan19mss; ** p< 0.01;

WHaNTUINANITNAABUANUAFIUNTTIVY WU AUUAFIUNITIFEN 1, 2 Uaz 3 Tduni
dnsnanaenntefuaNLAgINNVUALY Awns1e9 3

A9 3 NANIVAABUANUAFIUNNTITY

FULAFIUNTIVY Wumednswa | WINBVEWANIAIEIN | BIANNe | Wan1svadau
H1 QUA—> INTENT 0.19** (+) gOUSUALNAFIU
H2 COVID > INTENT 0.22%* (+) JOUIUALNAFIU
H3 USE = INTENT 0.61** (+) gOUSUALNAFIU
“* 1< 0.01
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AMNINANTUINNG
(QuA)

anunslaldinaluladnig

4158RusU QR Code va9
fuslnaaiueistiud

(INTENT)

R? = 84%

WNANITNUIIN
1a%3a- 19 (COVID)

nssuiusglevives
QR Code (USE)
**p < 0.01

AT 2 HANITIATIZIAEUNS (Path Analysis)

aAUTENa

waanMsAne tilugniseAusededunuannisideld dai

1. wernmansadeuluaalumsidel wuih Tueedenuasnedesiutoyadaszdng las
Tuimadinunse wagaruidissegluinasia uandiiiuimnuddyvesiuysuddulinadidanase
arsdlalunislinelulaBnistissduriu QR Code vasjuilnaaisdudlfidusded

2. quamnsuing f8viswamsmsadsuandeausislalunsldinalulagnisthse Gusiu
QR Code vouslanAtatualsiud uansliifiuin magliiuinsanmsaneuausinnugonisves
fuilaa a$remnanindefeuazanuvasndelussuunistisedu sznsedulifuslaafnanuauls
uazden1sld QR Code Liinunty donadosiu §Ad Insnuutea (2560) uag Le (2021) Wuin
AANMNITUTNT WududsidanuduiusdemaluladlunisdaseSuriu QR Code Tufianis
eI

3. wansznuanlain-19 fvdnamnsadendennudilalunisldineluladnisdissdu
{1 QR Code wosuslaaaiuesdud uandiiuin guilaadesnisvanidsansduiatiuan iy
svpganedeny FureunsteduiuarusnsiuszuUoaulal wazauanausoulyuIesgualy
nsfng “deenliFuan” Saduameligauiualy OR code Tun1sthzfuuiniu aenndasiy
A WINRY (2564) 53U N15WNITZUINBILATA-19 TNansznufengfnssunIstIseiiy
Sidnvsedindvesfuilanaiuelsiud ednsdltuddymaadaiiszsiu 0.05

4. Me¥uidsslomives QR Code fBvBwansnsadeuandenmsdlalunislémaluladnis
$15213ur U QR Code vasgfuilnataiuelsdud uansliiiuin waluladfndnaiunsaaieniy
agmnmmiilunistrszandufuazuinns andunulunstisyiu wanidussuuiiussansam Soi
Tfuslaefiuualiiuiiosldarn QR Code dmiutrssuinntu donndastu aaws SnAuns (2562)
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wud mssuimsliusslesiveanelulad Savnateaudilaliuinsdisziuiiu QR Code a8
Tiedndoymeaditisesu 0.05
UGIGPGIIE
1. darauauuzdmiunisinanis3ideluly

Fodunuarnn1siduil FlHuinisdiseiiu QR Code msfinnsanlinudifysonis
DONUUUTZUU QR Code flaanadastumnusiosmsvasgléan Tneiiladsiuusdieluil

1.1 mM33uiusslomives QR Code Husulsiidmaonrsdlaldnulufimnmadenty
Frdunnasguazienty msdnfanssuiidunisweunsesdanufifsiulssleviannnsld QR Code
dmuthsziiu Weaisnssudtsmuazmnginuarussansaimmstisyiiu suuiianag
nnnsltimaluladdngn azdasliguilaanduiaiueisduduazngudu Sdnuazidlaieadu
weluladil vilvidaesinefnlug “denldtuan” Ifogvmndmnday

1.2 wansenuanlaia-19 Wuiulsiidwaroanuislaldaulufiemaioatu sl
ngfnssuvesfiuslaadsuuladlneusufudngnaluladidvamniu fdufusznaunmssuduses
fauessnstiseiusinu QR Code AUszansam lsliaenadestuaiudesnisvesdiuilan
AelainTInguuuulnal (New Normal)

1.3 Aanmn15u3nns Wududsiidemaseaudelaldaulufieniaieatu fady
fusznoumsTiimunsyuunsdisyfudie QR Code Amnudasndsuaziniede Wieadianinu
silalvrugldnuuaziieligniifnaslings

2. doiausuuzdmiumainidensoly

msfindl Ssdivouislunisinendisidavanedudiedu dmumnidaulassfnuite
Tuvseiiuil fideitaimuonusifiandy feil

2.1 msiimsfinwiladedudu AdnadenusslaldmaluladlunisdisySusiu OR
Code Fsgnaifuiladvddnyiuonniionnnuifetull wu guassalumsléon mssudanudes
wavaufsnalalunisldanu Wusu

2.2 esiimsfnunfungusiiogisuazUsznnsiiuansnaii Wy nguievhan nguigeeny
vonguaLeistudu Fwmadlldtuamsoiunuiulsuasiannsliuinnsdissiduing OR Code
fimsatuenuaansesgnAlafsedu

2.3 msifisdnismsiuunadeyannuvuasuamdunisdunvalidedn e lwls
foya wazanuAndiuiinssfuamiduats avthoduduesdanuiluussiuidnulfesnaintenn

RY
£

U

(as)
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aaliuTsunensudstuvasusznaunisluluniasegnaniiay:
NaNFIUTIUTEINHAINAIANITHER
COMPETITIVE ADVANTAGE OF FIRMS IN SPECIAL ECONOMIC ZONES:
EVIDENCE FROM MANUFACTURING
aun aeSlaitas 9170 Buatah’ uag Usun Jed’
'A9INNIIANITEINTENINUTENA WATINEIFTIVANAUNGINYT Ualden
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UNANED

walAswgRaflavmsuaudugaissvewildgunuszninasemaiindydodriadu
ladafnduazdoya vilvesdnsdnludesarevennisdnnisialgauniu (SCM) iduenuldiuieu
yansutedy (CA) agumIngy uwivdngudssdndientu “nalansdienen” luuSunidalisaia
NS meageuauduRus SCM—DC uaz DC—CA Tnglduuudisadeniadneanean
AUsZNOUNIINIANISHARTY Mae Sot SEZ (n=115) tfiudeua 3 wiou (5.A. 2567-n.1. 2568) e
purposive sampling §MS1MBUNEY 77.18% 1A3 095l 1UN1TATIAAOUALT BITL/AIUATY waY
ATIBYFIENITAANBENYAM (SCM—>DC WUU enter; DC—> CA LUUAALABNAILUT) HANUT
SCM—DC finasedunaseauliunany (Adj.R?=.238); fRvanet ldun msdads (B=.757, p<.001)
uaz N139AN1TARIEUAT (B=.688, p=.001) VeauztABIfiu N1INER (B=.461, p=.001) Laz AUAIAIARY
(B=.591, p=.014) dawaidsuinsia DC duiu DC—CA szruTmRentedAty (Adj.R?=.054); 51eiiR
mmmmﬁﬂumﬁﬂsum (B=.521, p=.002) Uag NM5Y5UINTT (B= 266, p=.049) danalgsuansia CA
summ nsiseus 2 InaiBaauszazau (B=-.297, p=.026) Fefununensunumues DC Tugugnaln
\Feusening SCM way CA LLauLauaiwmqaamuIaaamﬂaﬂmstLLauiuUUGUamamalmﬂumwmal,mu

AR mmmn’mmﬂ%ﬂmu ﬂ')’]iJﬁ']ﬂJ’]iﬂL”NWﬁ'Nl ﬁ'J'HJVLG’ILUTEJUVI’NﬂﬂiLL“ZNSUU LURWEUUN
mwgmwmw, Widon

ABSTRACT
Border Special Economic Zones are acceleration nodes of international supply chains
but face constraints in logistics and information. Organizations therefore need to rapidly translate
supply chain management (SCM) into competitive advantage (CA). However, empirical
evidence on the “transmission mechanism” in this context remains limited. This study tests the
relationships SCM—> dynamic capabilities (DC) and DC—> CA using a cross- sectional survey of
manufacturing firms in the Mae Sot SEZ (n = 115). Data were collected over three months

(December 2024-February 2025) via purposive sampling, yielding a 77.18% response rate. The
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instrument passed reliability and validity checks, and multiple regression was employed
(SCM—>DC using the enter method; DC—>CA using variable/stepwise selection).

Results indicate that SCM—> DC shows moderate explanatory power (Adj. R? = .238).
Prominent downstream logistics dimensions were delivery (B = 0.757, p < .001) and warehouse
management (B = 0.688, p = .001). In addition, production (B = 0.461, p = .001) and inventory
(B = 0591, p = .014) positively affected DC. For DC—>CA, the aggregate model was of borderline
significance (Adj. R2 = .054). At the dimensional level, adaptability (B = 0.521, p = .002) and
integration (B = 0.266, p = .049) had positive effects on CA, whereas learning showed a short-
term negative effect (B = -0.297, p = .026). These findings reinforce the role of DC as the linking
mechanism between SCM and CA and suggest prioritizing investments in downstream logistics

and real-time information systems in border settings.

Keywords: Supply Chain Management, Dynamic Capabilities, Competitive Advantage,

Special Economic Zone, Mae Sot

umin

anudusnuazanuddgaslym

AnalFlUieumsnsutsdiu (Competitive Advantage: CA) Wuieulufmusenuegsenuay
msiulavesguszneuns Taslamzlulumasvgiafimsneuni (border SEZ) @ ayaaiiusiu
Fuladafndduuau ngssdeu uasduyugsnss nmmudalsnieaianiin “Smiamoun” ves
nefidnenmimgieiassuiniaivln mnensedulassadaiugulalafnduasnsseauagnan
nan1snegnadusyuu (World Bank, 2025) vaizidieniu ndngiuseiugininduduin “nsenadva/
mMel¥nsgauinunsuay” Pasanduyu nanlusdla wasenseduusransnminddguniu 3
Hevyuanuausondatuvesitufiviounilnensa (UN ESCAP, 2023) faeimil SEZ Tasianigiiudi
e Jeimi iy “qaise” vesiidldgunusiuiasmssiuisanuazain Msidexlosiy
Aamns uaglassaiisiugiulaned Sudelfiruannandmainuasians (Dynamic Capabilities:
DO) drenenlu CAldognadususssn Tulmaud 15sunssusinaisesute DCIndunaln
“%Uif—aﬂma—ﬂ%’mﬂ?{au” fvinleadnsulanaveanisinnisvaaleguniu (Supply Chain
Management: SCM) lug CA 16934 Tastanizluaninwandenifuniuuazideslostrunsuuny
(Brock & Hitt, 2024; Pitelis et al., 2024) Mﬁﬂgwul,%ww%’ﬂ%wqmé’a%dﬁﬂamwﬁ%ﬁaL%qwa’i’mw
iesuANuBanguvesdnmateiny (resiience) Fesinifuiioulunsutinllg CA (Dubey et al,, 2023)
paomuUandliuIIMsaL DC AdensvaussuuioyauazddansaanmuminadaUfoanag
LaglsIn1InevausIsiadanladanndle (lvanov, 2023; Huang et al., 2023) ag14lsin W9319184
Uszdn¥dansegluuium SEZ wrouauvadine Tnsianiy “fun” w89 DC anAanssudaioth
(downstream) 9171 NMsdndaLazmsUTIMIAdsaindydedfnuayaufuniug nuAteiFadon
n38U SCM—DC—CA Lilensaaasunalndisnanluuiun border SEZ lngld waiamATYgia
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WiAwdnausiaan ImIann (Mae Sot SEZ) unufinadeuidsusedny Weoesuigdn “SCM ane
Towdu CA sinu DC Wiegnsls” TuReuwlvmausunidusswesjusenaunsnianisngn

NUITelRwmeuAn R wo UL

(1) SCM — DC: kU uRau SCM danasiasenu DC vasgUsenaun1snianIsuanty Mae
Sot SEZ visalal uawiiienln?

(2) DC —> CA: DC darasia CA vafUsenaun1sn1ANIsuanty Mae Sot SEZ w3aly uax
MENEY

eV lieRIANERAAR DS ULUUT R TIAT e iileUsydny «n3dell linaaeu
Wunanss SCM — CA.

NFOUKUIAAYDIUNANNABYUUATINLT @IS SCM —> DC —> CA lnefiadnuuiujus
SCM Tagtamizianssutatsun (M3dads n1susmsada) vianiidu Bunadenszuiunisuas

U d‘ ! aa 1 U L d!
niNens Aneu DC $188R (Wi ANHESalUNITYTANMT: A kAgANUATLUNISUTUR: AA) B
o v o & « ¥ d' i Y Ao oa a & 1Y
vty “duden” wlasmaves SCM iy CA ndsuluuTunyiguau wenanil nsensedu
nsilinseay uasnsileusdedeyaduway (W sUU Single Window) Aeeuludsssuunvinlia
nalndananaviendlddudnenin (UN ESCAP, 2023; World Bank, 2025)
aa lej 1Al o v a v L1 d‘n’ljw

ANATIIYEIUNANNL BginsULauendngUBWTEANYAIN Mae Sot SEZ Mtaunum
v83 DC lugug “futen” Fauvdsuianssu SCM Yareiinaneidu CA wiouszy Aulon@sUjum 7
llglaassdmsudusznaunisuasd Amuauleuigluiiui Inennznsamussuuteyaufuninig
LaENIYIAINISAUAALINELT IAV/AA Tuan1IgiunIugesIsuay

FUNAFIUNNTIVY
- H1 (SCM — DO): wunufuinun1sdnn1suaelgg Unuamaliauinsiaseiunuaunse

Wanaimuasasnns (Brock & Hitt, 2024).
- H2(DC — CA): ANMUEILNTOTINATRE ALY IUINFA AU LA LUS 8 UNI9NITRI AT UV D
29ANT (Pitelis, 2024; Dubey et al., 2023).

o/

AQUsEAIANTITY
1. 959980UBNSNaVMIURUAMUNITINNITSLEgUNIU (SCM) fia 5EAUAINEINNTD
Wanadn (DC) vesruseneumsniAnsanluniauLATygaivivetnawlasn 3ainnin
2. A5IARUANENaveIANANNIBMaTR (DC) deo anulauIeunienisudadu (CA)
YoeEUsENauNINMIANISHAR UL LATYgRaTiiydLnawlaen Jarinnin
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Wanilun1sidy
1. Uszvnsuasnguiegng

Usgyns fie Qﬂszﬂaumsqiﬁamﬂmiwﬁmﬁ%@@ﬁlumeﬁquLﬂiwgﬁaﬁLﬂwéﬁmamjaa@
Fafamn (Mae Sot SEZ) Faufiufignsmanidunisdnisasmuvessana lag o unsau e,
2568 fllssnugmamnssuildFuayaauasaiiuny 315 uis warllgsianiansnanaseg 238 usa
AnLlusosay 11.68 vesgsiavianun 2,038 Wit (nsugpanvnssuugIuLasMImiioas, 2568; n3u
WAILIFINANITAT, 2568) VUIANGUATIBEIANIUIUAIBAATVBS Yamane (1973) TagiInume
Armnaadeuiisensuld e = 0.05 uasld N = 238 Idvuindusi 149 518 egndlsiR n1mau
srusamuvvasuanuanysalld 115 atiu (Smsmeundu 77.18%) Feagluinmsivensudmivau
41519 (Fowler, 2014) nquag19lea1n purposive sampling Iﬂaﬁ’mLﬁaﬂﬂﬂizﬂaumiﬁvﬁwmm%
wazdumumdrdnlussuunisude easvieuanimatsesgsnialufiufiosamnya

Nl sETITsaLuunafnvImsLUUdaUaulATEse iudeyadin
AUIM3/59ANT MiseRsuRaveunsanliunuldguniuveananisiu Mae Sot SEZ 53u 115 57¢
Ingfmunszesaniuioya 3 Wow 521319 SUIIAN W.A. 2567 — NUATWUS W.A. 2568 919
ApauLings Aamumaniy (follow-up) LAz M5I9aRUANLALYTAIYBILUABUANN BENIsBLes
FansnsnuAsUiuLarAAenAd BTt nouliofuRY warmsRaderlideyailaBusu/ifu
foyaiivave uuvasunuiliauysaigndneenieunisiinsey ileliaunmieyadenndosmy
119IFIUNTITTIE 59

o/

2. wspsilanldlunside
wdasieillilunisideadsiie iWunuvasunuuiseanduaududoulosnunsey

LUIAA SCM—>DC—CA daufl 1 TausnteyanlvesineuuazdnvazAanis (Wu ey 94
MsANYY Fuvtany 0195379 uagdurunsanw) dWeltiuuiunmsiiesei dauil 2 3a uun
UfTRdunsdansviaslgguniu (SM) TneiuRanssuddylurisateth iy n1sdeds uag ns
Urnsadadudn aaugiudanssuufuinisiiieddes dudl 3 fa mnuanansaianadn (DO) uay
ANUAUTEUNaNISWUSTY (CA) Tng DC ATRUARUALIIOULEDEAU N15ISEUT (LA) MIYTNINIT
(I1A) waz NTUTUR (AA) vzl CA AseUARNTAVANYRIANNANINTOINYSTY (WU Funusmiudedy
19 anuuansnsreaquan wazanusilunisnauausinaln) senmsmauldainalszuiuaiiuy 5
SEAULATRIUNNINTIRdRUATNTARUYetegAnauldiuase Luudeunuldsun1InTIvdeUAIY
p3duilan (content validity) Inggnssnmid@iduni1suInisssna 3 vi1u uazuduuganiy
fowauauug newitlunnasddiunduseseiiidnuarlndiAes 30 518 ntulafudeyasss dess
Uszifiunrundosiu (reliability) freenduuszavsuoarnuesnseuunn nuiwnannsindldl o > 80
LLamﬁqmmL%aﬁuiuizﬁuqqmummsﬁLLuwj’w (Nunnally & Bernstein, 1994) n1sin3gunisidenty
A0AKATNIIATIVEBUANUAFIU NBUAATILVToYA HITUNTIFRUANMLITANVRIADANUANYaE
ToyauarauNAgIuIdY Tngsuiunmmadeuludosiy Wud muduunfvesnisnszaned A
wlsUsIuiniL anududaszvesdoianatn wazanduiusiBany (multicollinearity) AeAn
VIF/Tolerance anntuiadenldadffiaonadosiuinguszasd laud adfidmssau (@nads diw
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Ueauunnsgw/anuudsusiu) uagnsiasigiannsenyan (multiple regression) Lilenagey
ANNAURUSHIUNTOUKNAR TasEaunaatdAgvaadfnuunsgIunulToddnuaans

3. MmaiusIuTudoys
nsifudoyadifiunislasld33asiud (Field Survey) msifiufeyadiunisie
meaauneUgunsasLUasuaudedidnnseindlusgsinluiiuiiAnu fmsfanumeniu
s fuszuuiilafindnimaneundu neutuiinihdgruteyaldnsieaeununmuuuasuanuyn
atiu TamuAsuiiu Anudenrdesasf ey waraugnieadnsan: Tnsfaoeniuuasunudilsl
auysaliflensmidetiovestoya

4. M3IATEndaya

memeiszneude 2 Suneundn dud (1) adfdamssaun Wethausiunltuves
Al snan n133an15vaslgguniu (SCM) AuaIRnsaLdanain (DC) wazaulalTeuniens
wtsdu (CA) Tneseauaiade (3 uazdudsauunnsgiu (5.0) il “dnuaeiiluveslideya”
Fauanaifionsunengusaosnaliludiniside (el 1) bidrfudiunanside daudmssauies
fusudnunglu sl 2-4 (2) afifidseyunu Tnsanneswyaas 2 uuuSassnTOUVHNE
SCM — DC uag DC — CA tnarvunsedutioddaf .05 warseruanigaadans iy i
Aduuszansannesunsgiu (B), A1 p, Adjusted R? uar adf F 289uuusIaey NaNISNAFEY
anufgiutiiausly p3ed 5-6 sl 9Afed liveaouidunienss SCM — CA mumeuLmnTg
Answinidvualy douasuna ldnsasevauuigiuitisadoseauudassegramngan iun
anudulnvesdiaunie, muudsunuaiae, fadladidessd way anududaszuesdn
Auvde (nsannswiAdedouaziuiifeites) Wetuduanumnzauvesuuudass lasunany
i enuRIzLUTasiannesiiiiunsindendiulsnunasiteddny (p < .05) MNLUUTIADS
731 Tawasn1331e97u B, p, Adjusted R? ua F muansgiu vl navesuuudiaesniunoudaidon
Fauandlunianuan/wagndouliuimadiofese Wenrulusdamadunsiel asudnvardnou
gminauslu s 1 TaefsasBedal

16



NIANTINYINTINNNT W INEEI1UI0 AT
N 7 alun 4 (hsngnaw - Fvnay 2568)

~§-

MSUDRLU

A15199 1 Snwagiiluresdlideyagsnanianisnanlulvniauiiasegiafiiiavdnauslaen

F9Ieann (n = 115)

Foyavialu (115) 31U Soway
1. 1we
U618 53 46.1
AN 62 53.9
2. 9y
Wouni1 25 U 8 7.0
25-301 35 30.4
31-40 U 29 25.2
111n71 40 U 43 37.4
3. SEAUNITANEI
USyey3vsosng 107 93.0
Uy lnvisegend 8 7.0
4. Yszaunsalvingu
Woanin 5 U 20 17.4
5-159 55 47.8
16 - 25 U 33 28.7
11nA71 25 U 7 6.1
5. Guifuiildsuluilagiiu
198N 15,000 U 11 9.6
15,000 — 25,000 un 37 32.2
25,001 — 35,000 um 27 23.5
11ANT1 35,000 UM 40 34.8
6. swnisnuiagiu
UTE5IUNTINNITUIMS 2 1.7
HANNTS/EUIINS 32 27.8
AUsENEUNTS 25 21.7
Ve 5 4.3
Hann15ee 24 20.9
Bu 27 23.5
394 115 100.00
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11NA15197 1 wanaduaziesazvesilidoya S1uunmume 01y sEFUNIANY
Uszaumsaihan s1eldtiagiu wazdumianuy drfiwuann 16un inemdsievas 53.9 ergunnin
40 YSewaz 37.4 Vs e /mninfevas 93.0 Ussaunisal 5-15 D5euay 47.8 uazsnelduinni
35,000 UmSeEar 34.8 Uarsgasldundanssuuvesiiulsvaneyly A3199 2-4 tlornunsEau
vasduNaNTI iierunsrduuazemlusdlavesnisiniaues uneuETemmameRansInaey
WIAAUINN wuudiaesiinslhantzdulsifiteodfyn1eads (p < .05) F9ldun9n wuusiaessiy
Dosdu vall e91maniy ﬁﬁé{’uﬂsz%wéﬂmaaammgm (B), A1 p, Adjusted Rz Laz @nf F 09
wuudaes frumsduasesdndglidayauazalesssuniside (AduldduasingUszasd nsvuauns
wazsrozamsAnulifneunsuegsasuiu maddmdululavasiasle lideyadaniufias
vieneusldnaennalnglideans doyagniitludnuae Lissyseu Mo tagussasdmannis
Wity wazdaiumunnsnIsfuAseslayadILuAAa AT IUFTRumdnTSesTaunideluiny s
usnpsguana wl lilddueusesanamugnssunsaiosssunsisedan

NANTTIY

nsAnuivageummdiusmelinsey SCM-DC-CA Tnglddayaangnounuuasuay
115 18 Meandeadnunzillvenguiegiaiausludu 33388 (aadl 1) Welddrdousuna
N1531A3129 drunan139ednsresudu 2 Usziou loun (1) adfdanssaun vesdudsvdn
n133an15velggUnIL (SCM) AMLaInsaanadn (DC) wazaulaluTeunienisudadu (CA)
Tugurnads (X) uwazgdrudoauuninsgiu (S.0.) (151971 2-4) uay (2) MsvadBUaANAZIY 728
AANBENVANAILNTOUMAKA SCM — DC LAy DC —> CA Tnsi3ssmudisy (1519l 5-6) Tae
AINITIBUamzaaaans 1y lawn mé’misﬁmémaaammgm (B) A1 p Adjusted R? way

ann F nneldaszautisdidty .05 viell 1uidedl lunedouidunisnss SCM — CA AU ULUANIS
Apsrznnivuall

M19199 2 ARy (X) wagdulgauuinsgiu (S.0.) veansdnnsrslgguniu (SCM) (n = 115)

nsiamaslggunu X S.D. FEAUAUARLAY

1. A9 (PN1) a.17 0.58 17N
2. ms%’m%a%’wﬁmqﬁu (SR2) 4.07 0.66 1
3. NNINER (MF3) 4.14 0.57 170
4. M3UTTIN (PGA) 3.93 0.94 1N
5. N139A&Y (DL5) 4.08 0.73 17N
6. N1USNINAINITUY (ASSE) 4.31 1.24 110
7. MInTEeduA (DT7) 4.04 0.82 110
8. NMSIANITAIAUAT (WHS) 4.09 0.81 110
9. AuAAIAAT (IT9) 4.10 0.83 110

Tagsau (TSCMI) 4.10 0.66 1N
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AadesIn 4.10 (S.D. = 0.66) dAffidnadogs ldun n15uIn1swdenisee 4.31
(S.D. = 1.24) M3VNUKY 4.17 (S.D. = 0.58) UagMINEn 4.14 (S.D. = 0.57) duilfdusgyie 3.93-4.10

M13199 3 Aade (X) wardiuleauuninggiu (S.D.) vesruansalianain (0C) (n = 115)

AUEINITANINA IR X S.D. FEAUAUARLAY
1. pupnuaEnsalunsiseus (LAL) 4.29 0.60 1N
2. MUANNENIIALUNITIUS (PA2) 4.21 0.58 1N
3. MUANENNTAIUNITYTUING (IA3) 3.77 0.93 1N
4. ymuanuanIatunisuiui (AAG) 4.12 0.64 N
Tags2u (TDC) 4.10 0.60 N

AaaesIN 4.10 (S.D.=0.60); s185iAUsEnaUMY LA 4.29 (0.60) PA 4.21 (0.58) AA 4.12
(0.64) wag 1A 3.77 (0.93)

A13199 4 AmdsuazaulsnULIRsHIWTRInLARTuamlALUS BUNINSUE Ay (CA) (n = 115)

AN LALUSEUNIINTSUYITY X S.D. SEAUAAUAALITLY
1. puUsEanSnn(EF1) 4.11 0.64 170
2. UAMNIN (QA2) 4.07 0.61 170
3. AuWInngsu (IN3) 4.03 0.64 11N
4. funaUaLDIaNAT (RTC4) 4.01 0.70 110
Tagsam (TDC) 4.05 0.57 11N

;{338 AININYYad1TI9 (n = 115)

ALadesIY 4.05 (S.D.=0.57); sneAfUsEnaUAIe Useansaiw 4.11 (0.64) AN 4.07
(0.61) winNTsu 4.03 (0.64) WagMInaUaUDINA 4.01 (0.70)
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A13199 5 HANTTAARBENYIAN: N15IANITUILLRUNIU (SCM) famnua@IuTTaLdanadn (DC)
wuuTansAnLaanaILUsIdTdE ALy

AMUEINTTALTINATR (DC)
sSansiasldauy SuUszaus | Suuszans ATIUAN p-
’ anaae (b) | WATFIN | LARDU value | y|F
) INTFIU

ﬂ"lmﬁ (Constant) 3.845 - 0.363 10.597 | 0.000*
AUNISNAR(MF) 0.498 0.461 0.151 3.292 | 0.001* | 3.05
fun15Inaa(DL) 0.639 0.757 0.161 3.964 | 0.000* | 5.69
AUNITUSAIINAINTTVIE(ASS) 0.450 0.906 0.147 3.064 | 0.003* | 13.69
ATUNITIANITARIAUAIWH) 0.523 0.688 0.151 3.453 | 0.001* | 6.16
AIUAUAIAIARIINT) 0.439 0.591 0.176 | 2.495 | 0.014* | 8.79
R = .521; R = .271; Adjusted R? = .238; SEE = .526; F(5, 109) = 8.140; p < .001 (52y dfp " n 115)

*TudnANeadANTzavu 0.05 * p<.05, ** p<.01 wag n=115

N193ATIENaANDENANAUNGNFI0E19 n = 115 wud1 wuudaesded1Agylaesiy,
F(5,109)=8.140, p<.001; A1 R?=.271, Adjusted R?=.238, ua e SEE=.526 A1duUszansuuuld
1115574 (b) vosFvusudasrdAfaed: n1nEn (MF) b=.498, SE=.151, t=3.292, p=.001; A3
a3 (DL) b=.639, SE=.161, t=3.964, p<.001; UTN15%AIN1T18 (ASS) b=.450, SE=.147, t=3.064,
p=.003; N15INNITASIAUAT (WH) b=.523, SE=.151, t=3.453, p=.001; Waz dUAIAIAFY (INT)
b=.439, SE=.176, t=2.495, p=.014. AIASTIVEEUNISWINGU 3.845 (SE=.363, t=10.597, p<.001).

M13197 6 HANITARRBENVAN: ANAINNTAATR (DO) AanulalUIeunansuaatu (CA)
o Y A U Ql'd LY o w
LUUIIRRIAALaRNAILUTNNUEENAEY (n = 115)

AMUlALUSEUNIINTSUYSTU (CA)
AMUAWSBINATR | FydszEn | SudszEus | Aanuan
. . t p-value
(DC) Sannsy | WNSHIW | wAFeU VIF
(b) B INTFIU
ARl (Constant) 3.971 - 0363 | 10.075 | <0.001* | -
AMUAINITOIUNNT -0.282 -0.297 0.125 -2.251 0.026* 2.02
Seus (LA)
ANUENNNTalUNTYS 0.163 0.266 0.082 1.994 | 0.049* | 2.09
21113 (1A)
AMUAINNSOLUNNT 0.464 0.521 0.149 3.122 0.002* 3.26
USusa (AA) *
R = .295; R? = .087; Adjusted R? = .054; SEE = .564; F(3, 111) = 2.626; p = .054

*Jod1Agyn19adanszaiu 0.05 * p<.05, ** p<.01 hag n=115

20



NIANTINYINTINNNT W INEEI1UI0 AT 4
~y o o N MSUDRLU
Un 7 auun 4 (nsngrau - @Ay 2568) o

HANITOADDENYAMUUUANEDNAILUT (n = 115) seydtuuuiiaelaesiu F(3,111) =
2,626, p = .054; R = .295, Rz = 087, Adjusted R? = .054, SEE =.564. Arduussansvasiviied
§aii: AnAsit b= 3.971, SE =363, t = 10.075, p<.001; ANamnsalunsseus (LA) b =-.282, B =
-.297, SE = 125, t =-2.251, p =.026, VIF = 2.02; mmmmmiumsuuﬁm’mﬁ (IA) b = .163, B =
266, SE = .082, t = 1.994, p = .049, VIF = 2.09; WazAmNuaunsatun1susud (AA) b = .464, B =
521, SE = .149, t = 3.122, p =.002, VIF = 3.26

anuTeNa

AU sEIndatvayunsoumgna SCM — DC — CA agslitlsdAnyuazaonndoads
A33n% lBLUUINaBLLsn (SCM—DC) wananasesusluszauuiunas (R2 = .271, Adj. R? = .238;
F(5,109) = 8.140, p < .001; SEE = .526) %ydwLLmUﬁﬁ’aéjmvhﬂsziqﬂmumama “fagu” AuENse
Fenataldatduniuniuiivsuauiifidos dadadadainduazngszifovgnin (Awwad et al,
2022; Huang et al., 2023; Pitelis et al., 2024) dlofinsaundsesdusenauiinvatsvivmenia
Tnsianiz N158nas (OL) way nMsdnnnsadadudn (WH) vaiedi n1sudn (MF) uwas ufasnds (INT)
arfuayufievnauinse DC aenndestundngruiituduussloviveimsysannsdeyatugi msdn
MI9TUES WagnTUIMsAdsesiiusyAvsnlunisanaumiisasiiuauBamguuesdnman
4 (Ilvanov et al., 2023; Nikookar et al., 2024) LLﬁﬁﬁu%msmé’amsﬁuwaﬁﬁwwﬁﬂmmsgmqq LAWY
VIF gendndauugdn 39075 sefamsidSeuiiou ‘anuuseduring’ YoerduUsEaAns uazfiansan
FAUANUYNABIVBINIIAMUALUUIIABY WNnIRanM VIF falauiien (Kalnins & Praitis Hill,
2025; Xi, Jiang, & Yang, 2024; Hair et al,, 2022)dmSUnUUSaefides (DC—>CA) nasauveslung
aglunueiBendudfny (F(3,111) = 2.626, p = .054; Adj. R? = .054; SEE = .564) ni1lusesusng
ffanudn anuansalun1suTudi (AA) uag AruaInnsalun1sysannis (1A) dawaideuinse CA
ognalitfoddy vousdl ewamnsalunisous (LA) Wedissaniidaulussosdu nadwsinamn
donndastuLiuveILUIAnAMLANTaE A TaTwTuUNUImMTeT N15YTAUINTT wae N15UTuda Ty
msuUaminenswazdeyanseviglidudnenimnsudsdumelsaninwindeuduniu (UL Akram
et al., 2024; Pitelis et al., 2024) dIUNALTAUVBY LA D198V “AUNUNITIEUTUAZAIUNUI
na” fidlsisenendunalfidanisuvsiu mnldrimunalnanundesi/anudanguiiiiose
(Ledesma-Chaves et al., 2023; Kaneberg, 2025; Biswakarma & Bohora, 2025)

Tunws Tesunuinalnidaszuuiiaeniuuiun SEZ ognadmau Ae Aanssuvateiives
scM (netamis DL waz WH) asenssaulin IA/AA Tu DC waz IA/AA vty “deamsdievion”
vl DC wusanimdu CA l¥e5e doasuilaonedostufimmaulounsdu trade facilitation/digital
trade uazszuUBenloadoya (WU single window) flanszegnatruuAULazFUUsINTIY Yilo
NMIYININITLazN1sUTUREUURnsAnnadugusssu (UN ESCAP, 2023; World Bank, 2024,
2025)
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ULIEPLILIE
1. daiauauurdmiumsiinanisideluly

soanuaitefidudunaln SCM — DC — CA felaualdsujiadmivisznounis
Tuwmasughafiauaisi “Gufivared” Wududuusn Tnsufulasadsnuinduasadsdudl
IvaduuazidonsiofufoszuuteyauvuFealns (Wu WMS/TMS uaznsieusefugdn EDI) tile
33 N3YIIMT 1A) uazansveznanil Tamsoenuuufdsnsidnuasnisvuadidangu funy
dsendunsegiadunans wWesnszdu armannsalunsuius (AA) suiloanuiiumaule
viud mavhausauiudsgnivgiuagdienieluniunseu CPFR msgnifiduiaing nieufinnuna
FesiTaflasfounuasosuasamnmnsdameulaenss wu OTIF wagianlunsuiulassadng
(time-to-reconfigure) vauzdi n1si3eu3 (LA) msdnduwvudssidudesluiulasinisinieuas
nsi3eudnihaulneorfoanndnenssuAiviasunineinsuyud (e-HRM/workflow/analytics) Lite
Tinansseuiaminulugs IA/AA neuwsidu CA egralugusssy Tudaleuy masguasdiniu
guanisidsaine “aninonssudeyatimuau” dunisdlinszasuaznmadeslossiumaningg
National/ASEAN Single Window [fipantunouLaIAHILLAY atuayunisaulaseaing
fuguladafnduaneiluiiufinouny (ASeaud AudTIN-n3za1edudn uazdsdienNAzaIN
¥298A9118) AIVANININITPelanIanE/n1siudmiunisenseduaiviavesuseneunisaiela
smspIudeyauarnsieusioiuidaiou uananil msimuvinuzLssnudulalafndddvauas
msneiteynlvaonadosguasdluiiui nieudavhszuufnmunadelouisognslusda oy
srudiemionsu IVAA Tienudsyat) ilelvinaln SCM — DC — CA vhaulsidudnenmily
USUNLALATUENANLAY

2. darauanuzdmiunsiniduadedaly

aelitesiinvesnisdneiluadsd Hun nduiedssenaunisnianisndnluiun
wAswgRafiesutiaenfiesiiuiiies (n = 115), MIvonuuuidiniafneing wagmsfauuuseay
nuasdasuasUssdulaifindsenadeliiinenfainundedoyaifen naonaunisléddin
wamscﬁwLﬁumuL%ami%’UiLmuﬁa%’?ﬂL%ﬁmq warnslaisIndunI9nss SCM — CA n1sAnuade
solumssisnseduie “anuiduudadeannng” way “anumunsolumsasunaguiundu” Tnniu
Usgnsusn asiamLuUssnuuuiBsaywua (panel) Tneiiudoyanatetasannnguiiia tite
Wiug1Auneu-naewesnaln SCM — DC — CA LagNAABULEUNNEIHI1UA287T bootstrap
laglanEunuImMaiINa19aU ANAINsaluNTUSUM (agility: AA) wag ALATNNSAlUNTYTINTT
(integration: IA) AUFAUMINARBUELNIATY SCM —> CA loiUSsuiiisurunndvinasiuvosmis
T9ivin YazifeafumsnTIaunumiU3u (moderators) fidenndesfuuiunuounu 1wy sefuam
W3DUATNA/AINUANIBUVBITEUY e-HRM, LAYSEAUAIMUNUKIULTILAAANE WSauIbAT TN
Wisuiflsunanengu (du wuiafants dadrusielideenn wie SEZ sreiuil) ieifiuannuitaly
Ttlsvesdoruny Ussnisiaes msvengyszansdnugniauinisuay SEZ du 1935qusneene
Wundatu uazifiu ﬁa%ﬁmv‘z‘mi’mq (W lead time, OTIF, Auvuladadndsoniie) muaiuteyanis
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U3 loaneninnuvasteyaidviuazifiunutidefovessa Usznsiiany Arsseaununm
wuuineg1ensuaIl (CR, AVE, HTMT) uazA3uAy common method bias (CMB) Fadetuneuuar
B9a8f (19U marker variable 39 latent method factor) sauRsnaaauauliiBadunes
Anuasalunsiioud (leaming: LA) Tnotiiumatifdsaeiionsiaguuuy fcurve anvig ads
iy robustness checks a9 8uszuy THuA N3UszamALdsULIIATEIULUY HC-robust
eussmaruulsUnuliini i mansauazauan multicollinearity sean VIF Lagnsuszidu

£%
Y

° = v A ~ 19 Y] Y] ] Y]
LUUNADINIaRNAY [V/2SLS Lll@llﬂ')']llLaSQTBQLW@—NaQQUﬂa‘U LLUININANNANIVISYUNTIEAUN

a

AILTURD LTI A uudugIveIUTEIaAT wazAuaInIsatunsaguralugiui
gnaIMNIsNdY Prglindngudeusedndifeadunaln SCM — DC — CA fauuLyeiionas
il uleueliunguy

LONEI3819B9

NIUMSANANSUTENA. (2568). TMe9ugaANsAIBLAuLaziIuuAuUszmAlne T 2567, namne:
NTENTNNINYY.

NUAANINS. (2567). S18UFRANITAIVIBUAULALHIULAL. FUAY 15 UNTIAL 2568, AN
https://www.customs.go.th.

NIUNRUNGINANITAN. (2568). SreuadngsnaluuniRuAsTegnanAvnin U 2567-2568.
NFANN: NTENTIINVE.

ﬂsmqmammimﬁugmuazmimﬁaqLLi'. (2568). $1BNUNANMIANTUNUIARAULATIZAINLAYAN.
NTINN: NTENTNYAFIMNTTU.

Awwad, A. S., Ababneh, O. M. A,, & Karasneh, M. (2022). The mediating impact of IT
capabilities on the association between dynamic capabilities and organizational
agility: The case of the Jordanian IT sector. Global Journal of Flexible Systems
Management, 23(3), 315-330. https://doi.org/10.1007/s40171-022-00303-2.

Biswakarma, G., & Bohora, B. (2025). Dynamic capabilities and organizational performance:
The mediating role of organizational resilience in IT sector. Future Business
Journal, 11(1), 1-19. https://doi.org/10.1186/543093-025-00592-w.

Brock, D. M., & Hitt, M. A. (2024). Making sense of dynamic capabilities in international firms:
Review, analysis, integration, and extension. International Business Review, 33(3),
102260. https://doi.org/10.1016/j.ibusrev.2024.102260.

Dubey, R., Bryde, D. J., Dwivedi, Y. K., Graham, G., Foropon, C., & Papadopoulos, T. (2023).
Dynamic digital capabilities and supply chain resilience: The role of government
effectiveness. International Journal of Production Economics, 258, 108790. from
https://doi.org/10.1016/j.ijpe.2023.108790.

Fowler, F. J. (2014). Survey research methods (5" ed.). Sage Publications.

23


https://doi.org/10.1016/j.ijpe.2023.108790

\@/ JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
Mot Vol. 7 No. 4 (JULY — AUGUST 2025)

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2022). A primer on partial least
squares structural equation modeling (PLS-SEM) (3 ed.). Sage. (see
overview/guidelines)

Huang, K., Wang, K., Lee, P. K. C,, & Yeung, A. C. L. (2023). The impact of Industry 4.0 on
supply chain capability and supply chain resilience: A dynamic resource-based
view. International Journal of Production Economics, 262, 108913. from
https://doi.org/10.1016/}.ijpe.2023.108913

Ivanov, D., Deutsch, Y., Alpan, G., De Smet, Y., Cateau, S., & Lamouri, S. (2023). iDT:
Intelligent digital twins for improving supply chain risk analytics. IFAC-
PapersOnLine, 56(2), 7965-7972.

Kalnins, A., & Praitis Hill, K. (2025). The VIF score: What is it good for? Absolutely nothing.
Organizational Research Methods, 28(1), 58-75. from
https://doi.org/10.1177/10944281231216381.

Kaneberg, E., Piotrowicz, W. D., Jensen, L.-M., Hertz, S., & Kedziora, D. (2025). Supply chain
resilience and critical dynamic capabilities: A balanced scorecard approach.
Production & Manufacturing Research, 13(1), Article 2523957. from
https://doi.org/10.1080/21693277.2025.2523957.

Lalaeng, C., & Hongsakul, B. (2024). Structural equation modeling of green economy
outcomes in Thailand’s manufacturing industry. Journal of Ecohumanism, 3(4),
2697-2710. from https://doi.org/10.62754/joe.v3i4.3782

Ledesma-Chaves, P., Arenas-Gaitan, J., & Navarro-Garcia, A. (2023). Dynamic capabilities in
times of economic crisis: A vision of success in international markets. Heliyon,
9(12), e21761. https://doi.org/10.1016/j.heliyon.2023.e21761.mgetit.lib.umich.edu

Nikookar, E., Gligor, D., & Russo, . (2024). Supply chain resilience: When the recipe is more
important than the ingredients for managing supply chain disruptions. International
Journal of Production Economics, 272, 109236. from
https://doi.ore/10.1016/j.ijpe.2024.109236.

Pitelis, C. N, Teece, D. J., & Yang, H. (2024). Dynamic capabilities and MNE global strategy: A
systematic literature review-based novel conceptual framework. Journal of
Management Studies, 61(7), 3295-3326. from https://doi.org/10.1111/joms.13021.

Ivanov, D. (2023). Intelligent digital twin (iDT) for supply chain stress-testing, resilience, and
viability. International Journal of Production Economics, 263, 108938. from
https://doi.org/10.1016/}.ijpe.2023.108938.

Ul Akram, M., Islam, N. U., Chauhan, C., & Yaqub, M. Z. (2024). Resilience and agility in
sustainable supply chains: A relational and dynamic capabilities view. Journal of
Business Research, 183, 114855. https://doi.org/10.1016/].jbusres.2024.114855.

24


https://doi.org/10.1080/21693277.2025.2523957
https://doi.org/10.62754/joe.v3i4.3782
https://doi.org/10.1111/joms.13021

NIANTINYINTINNNT W INEEI1UI0 AT 4
~y o o N MSUDRLU
Un 7 auun 4 (nsngrau - @Ay 2568)

United Nations Economic and Social Commission for Asia and the Pacific. (2023). Digital and
sustainable trade facilitation in Asia and the Pacific 2023. United Nations ESCAP.
from https://repository.unescap.org/server/api/core/bitstreams/fbffab6f-223b-447a-
a6ff-8fdbealédbe’/content.

World Bank. (2024, July). Thailand Economic Monitor: Unlocking the Growth Potential of
Secondary Cities. World Bank. from
https://www.worldbank.org/en/country/thailand/publication/temjuly2024.

World Bank. (2025, February 27). Unlocking Thailand’s border potential. World Bank. from
https://www.worldbank.org/en/country/thailand/publication/unlocking-thailand-s-
border-potential

Xi, W.-F., Jiang, Q.-W., & Yang, A.-M. (2024). Using stepwise regression to address
multicollinearity is not appropriate. International Journal of Surgery, 110(5),
3122-3123. from https://doi.org/10.1097/J59.0000000000001208.

Yamane, T. (1973). Statistics: An introductory analysis (3 ed.). Harper & Row.

25


https://www.worldbank.org/en/country/thailand/publication/unlocking-thailand-s-border-potential
https://www.worldbank.org/en/country/thailand/publication/unlocking-thailand-s-border-potential

~7 JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
MSUDRL s o A =
o Un 7 auunl 4 (nsngran - @Ay 2568)

NMSWAILLUTUARARS uelgaruvinafien: leuviusanTaussandeaineassd
Tuinuiniliasas TIANIUNILNYS
BRAND DEVELOPMENT OF CHARMING TOURIST COMMUNITY PRODUCT: CREATIVE

CULTURAL HERITAGE IN LESS-VISITED AREA OF KAMPHAENG PHET PROVINCE
n¥udt 13nyanssal way gninsel vidum'!
'AEINYINITIANTT URTINGIETITANANANYS
Karan Charoensuwan' and Suphaporn Munha'
'Faculty of Management Science, Kamphaeng Phet Rajabhat University
(Received: January 5, 2024; Revised: October 22, 2024; Accepted: October 24, 2024)

unAnga

n9idelundsdl figuavasd deil 1) Wefnwisedumsiuiauansaudmiouusuduas
wAnAusiguruvissfiedauiusanausssudainassaluiiesses Smiafunanys uag 2) il
WA Aud S ouusudnansneigruis o nabinsaninusssndaisassdludiosses dmin
Aunanys Tengudaesna Tiud fuilnavietinvionilendinetendnsusiyuru S1uau 400 au 14
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uazdrudenuunnsgiu smfeUseneumssandusivusu OTOP Aldsunsdnassgreesmilsdiua
wilsrAnfusilng s2du 2 - 3 a1 S 3 ngunEniae 5 ARl S1uau 10 au Tasldnisuseay
FaURn1s uazvhneneideyafiaiffiugiuuasmsiesigiidaien wan1side wuii 1.
fuslnavetinvionieafinsdondnfauriguauionilen Ssedunisiuiaurnsaudmiowususves
wAnSasiguvuieadion Tunmsi egluszduanniign Ssiuifamnudndiueglusefuainniign fe
Frumsidnasnauduagdunsiuiannmesaudt 2. mafauuuTudREnSusirusu e 3 ngu
AR 5 naadue JwwiRnnisiidadnvalvesgusunldludeyalunisesnwuuwusuindnsdos
gy Weadanmdlriuguilan uazannsanenent’edsvesyaTUHILATIAUAYE BLUTUA
HanSugUule

[

AEARY: HANSUIYNYUYIBATET, NTHAUIATIAUA, N15TUIANAINTIAUAT

ABSTRACT

This research aims to: 1) study the level of brand value perception of community
products with creative cultural heritage charm in secondary cities of Kamphaeng Phet Province,
and 2) develop the brand of community tourism products with creative cultural heritage charm
in secondary cities of Kamphaeng Phet Province. The samples group consists of 400 consumers
or tourists who have purchased community products. A questionnaire was used as the research
tool, and the data were analyzed using descriptive statistics to find frequency, percentage,
mean, and standard deviation. Additionally, 10 OTOP community product entrepreneurs,
selected as top-rated products (2-3 stars) from three product groups and five products,
participated in a workshop. The data were analyzed using basic statistics and content analysis.
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The research findings are as follows: 1. Consumers or tourists who have purchased community
tourism products have the highest level of brand value perception overall, with the highest
ratings in brand recognition and brand quality perception. 2. The development of community
product brands in all three product groups and five products incorporates the community’s
identity into the brand design to create a memorable image for consumers and convey the

community’s story through the brand.
Keywords: Tourist community product, Brand developing, Brand awareness
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wanAausiguyy OTOP Aoldinduduideimusssy nsnezvilifuilaavumaulaly
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wazlud w.a.2565 Sinvieafivnduvieadionlusiwia $1uau 799,409 AU (NSENSINTHEILTIEN
uazfivn, 2567) defitinvieadioalii 4 dueusel manszaenelafuvuiesiudaunnsisiuiiies
vieaifisamdn Sundsiondisaiifodes wu doadu gnenuusefRmansiunanys thanaassain

1

na1nfdouyAUATYN TAUTUEIRUATYN Yot nFounsziae (Teal) aszusnadiunanys Wusu

27



~7 JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
MSUDRL ~ o N
o Un 7 auunl 4 (nsngran - @Ay 2568)

uenantuiminsunanesdsldsunsaivayulassnissuruiondien OTOP uinid meldlasansg
nedeondadu ﬁi’wmuﬁgﬂgu 38 wyftiu 70 11 Sune Tgauimundeiud hoaiuasiaunendn
luguwuuay gM15viaoIguYL NauuazsesensnsyAuNanfus OTOP uaznanfausiyuvy 19y
wdn wdosdnany iusu egrdlsfnu gueufdanansatuayulunsaiisairuesin Sl
Juiidanle ilesnniiymitdrdy fo yuvulifinsindndae (Branding uazdlngjfinaii
adsassAuarsatioudly vilwliAneniuuanduiivssilauniewssinviondion saufenislés
mﬁmmmmgmﬁuﬁw (Salika, 2564)

91nANdIRYAINE1IT9eU NsTRUIRTIEUAYEowusUANER STty Goiduiala
vanmsaisudndusiyumilitsnu lngasdestenendessniiduendnualiongiu Wearanm
$lsunguilnaviednoniisuaglviinanuuseiula dedu nstauinusudnde fusiguay
viewisnausiusnnausssundaiassdluiiessos fwmiatunaneys Sadumsahaendnualliiy
wAnSusiguey wardinisdansanuisdoindugityyvesmeuiitunentumn ndeuiadulona
Tumsweunsfausssuveaiesdiuinundnsaiguvulmndunidnuas liunseensulussivana

a o

IUIZHIANTIVY

1. Wiefnunseiunsuiaumnsauiionusudvossandueiguvurisaioausiuan
TUUTTIUTIEIATIALUIRIT09 JmTaunanes

2. WeWannasAuf v ouusudndndueiquruisafenaiinsanfaussandeaiisasse

1113199509 FMTANLNILNYS

WANUUNTIY
1. Usgynsuazngunaagig
1.1 Ussrnsuaznguinegnefililunsideieuiunn fo fuilnevietnreaiiniinede
wAnSeiguyvionfauinIantaussandaiieassd esanlinsudmiudssnnsfiuiuoy
FeRpIAININMITUINVBINFURIRE 19N TAlNTIUTIWINYTEYINT Laeldansues Cochran (1953)

FINNUATLAUAIAINULYDLY 5988% 95 LALILAUVDIAIAIUARIAAADUSOUAY 5 AIUU NI

1.2 Uszvnsuazngudiag199ldlun1s3deidenmnin Ao fUsenaunsuan o yugu

OTOP win3fvesdeniniunanys NlasunisAnassgaeannilsdivanilandndeiing (OTOP

Product Champion) Tud 2565 sgau 2 - 3 a13 (@rinduasugilaygviesdunazlamviaguyy,

2566) Usgnauniy 3 Ngundndne Loun 1) nquaaniueiaun1neazai1uey (Useaneinis

d‘ d‘ dl 1 1 U 14 dl 1 1 ¥ U dl

wA3esny wazayulnsnlilieimis) 2) naudiuaziasodusianiy uag 3) nguuedlyd veInnues vesl
58N FINeEY 11 nqu fiadl

28



NIANTINYINTINNNT W INEEI1UI0 AT
Vol. 7 No. 4 (JULY — AUGUST 2025)

~o-

MSUDRLU

a v a o It v ada Y] v o AV vo )
M19197 1 naudusEnaunndndueiguyy OTOP uinifvesdanindunanys Nlasuns Anassan
goandasuantandnieing Tul 2565 seauU 2 - 3 AN

| dusznaunis ARSI flag Uszian A1
1| nguidnyaen | ddneaen VGELNGE AQIEPICE Y 3
(ueids aggnn) | (nszithowiaidn) | f.eaes@Iuiu) 0.aaes@IY | uisne
2 | nguveriandli | drlvsand] Uruaule fuaziaies 2
n. 8 @ gAY AN
3 | nAuNEUINS wsndawiunud | dhudssanavdud vedldvamnusia | 2
n Usergudud o munszte | vedisdn
4 | westwestues | lavivveou tuesanan vodldvewnusa | 2
anan \d PV oNTIevesiaun | vesisdn 3
1ir01s 2
5 | nquenandu ldnemenng | Uiuvuesiu vodlduewnusa | 3
eIy linnemanznin | adiuan 9.U9@ames Yosiiszan 3
AuUnnlinge 3
6 | ngudnautnu nzn3ldleiane Uunueaiu vodlduawnuss | 2
NUBIAY na f.9unm 8.U19Rames Yosiiszan
7 | nguduaudd | diueeRiunad | sl fuagLAdos 2
Ununniln @ann) | drwrs n. el 0. Unfames uslang 2
8 | nawendmmy 9 whwangiavy UruaunYs 9IMNS 3
UIUaUNYs n.aumenkiinn o lnduiiuas
9 | nquimbuidedn | Hewwmmiduuuull | thueseundly fiuagLAdos 2
yndulu thueaes | nszay A lndui o lnduiuns usiane
uadly ‘Honansuid 3
Hounysg 3
10 [ 3l muss | nsemennden | druatusenlsl vodldvamnusia | 3
1lwaglun n.aunonlinn o lndufiuns | vesriszdn
nsgneINLUGen 3
1lwagulaih
11 | ngudavifaguey | nenanng TIUATNYST vodldvamnusa | 3
ANdanszneiua | nsznade p.anunonlinn e lnduiiuas | vesisdn 3
aumenliien NIEMINAUARUE 3
AIdelarivuangudteg1s RnnquiUsenaunisuandaugiyuyy OTOP winidvesdanin
AMunanYs Wi nguguszneunsilafunisfnassgreenviadivaniandn fusilne Tl 2565
fisediu 2 - 3 A nuAY 2 AU TIATTAAY 22 AU

29



~7 JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
MSUDRL s o A =
o Un 7 auunl 4 (nsngran - @Ay 2568)

2. weslianllun1sids
< & Al Qv :JJ d’J ¥

insealenlilunideassil Useneausie

2.1 wuugeuny NEIFATIUTINToYA WWIRANERA1N 9 INBNATT FNT1 wAsNUITY
o A o 4 o 1% a4 A 1 [ = - o
MAgtes wedwnldlunsasiuaiesile aunsaudsuvasuausanidy 2 nou As noun 1 Jaya
llvesnauLuuaaunIy dnuaziduluunsiaaeusenis 31U 6 4o laun e 81y szau
N13ANYY @01UnNN ANRlUNISTRNEN SuaiYusU OTOP AldiesiansIlun1stananiumguyy
OTOP uagnoaudl 2 JoyanediunissuiauaInsdunvemandueiguyy OTOP dnvasiluwuy
WNFIEIUUTELIUAT 5 5EAU NIRT0UARNTDYANTTUIANAINTIAUA NI BLUTUATDINEA S auTi gy
OTOP %13 4 finu lalkn fun1533nNAT13UAT ATUNITTUSAMNAINATIAUAT ATUAUTRNLY $UBIRTT
Aue uagshuauinfiseasdud nunsisseunuamvseiesile Ins nstuuuaeunull
NAFBUMIAINITBINTY (Validity) Tnenisinaussefiiesvay Lwawmmﬂmaaaa‘ummaﬂmm
AnudenatesiuingUsvasivasidy ummmﬂiwsmfﬂmmmmlmumLLuvm Mndunnaey
Aadesiu (Reliability) Tnen1sinuuasuauiuilymudigidorviguimaasuneu (Try out)
fuguslaavsetneaiiednlulyngudiegniuiy 30 Au waziINIesIEimAANLLYe Y eS

a

wuvdouaulasaIduUszansueanivey aTeuula (Combach’s Alpha Coefficient) 3A1 0.968

LaZIIEAULAAAULIA19ETENING 0.888 — 0.935 uaned1 Tar1auilnduieanse (Validity) wazd
A o . . =~ o v & v Y W '
ANAFaLiu (Reliability) a¢ Fahuvvasuauldldiiudeyaiungudiegig
2.2 wuuUseliunansussyueu JURNTs Lo ns 1 d3uavsa L usuaNGnfousiyau
Tfuguszneunisnandueiguey OTOP uinidvesdmindunanys Alasunisdnassqneenvils

suantanannueiine Tutl 2565 sz 2 - 3 AN

3. maiusIuTIutays
3.1 mafununadeyadaliina annguiuilaaviedneuileriiiastendn fusi
Y pentIniiouiiuviay - wauA1eL 2566 AuATUTILIL 400 Y uaztun T gideyalasld
afAdamssauuThensmAAId Adesay Aedy LLavmuwmmummﬁm
3.2 mimm’miamamawmmmw swdunsetuseudsil
3.2.1 sausandeyaiugiuainienars 189U 61e 9 fAsadestudusznounis
wAnfausiguvy OTOP uimitvesdmindunanys Aldunsdnassanooaviivanilsudnioe
ne Tl 2565 sedu 1 - 3 A3
3.2.2 aliunsinseUsEaunUiUNaUEUTENaUNSHANS Mg YUYW OTOP uinid
doaeuatoyalowuiudussnauntesdndusiqueu OTOP winid Gyt 3 1 ndufusznaums
fanmswanNAnAusTULd Wesanuelif Javdenguiuszneums d1uau 10 ngu
3.2.3 dhdayanduiusznaun1snandugiguyy OTOP windh wnduunmulseinn
VINGFUNARNTUN
3.2.4 dpvimruanisiunisuseyndauonnig
3.2.5 dudunisinsefidervigiunisimuindadusigury $1uim 3 au e
anevenasfruduaz udiinufaluniseenuuunasinu AT AuAMs auUsUANARS YUY

30



NIANTINYINTINNNT W INEEI1UI0 AT ~7
MSUDRL
Vol. 7 No. 4 (JULY — AUGUST 2025) o

3.2.6 aflunmsinsieyUszanunuiunguiusEnounsNanine YUy OTOP Wwindd
iledrsaveundenlunsidrfiunsussguiBalfiinng wuin fnguiuszneunsaulafiazithiam
mMsUszyBaUuRng Wise 8 ngu lesnnussiiulunsiau asaud v ouususndndusiyuuy
Linseuanusenisvengy

3.2.7 dndumsdaividideidynguiuszneunmsiiaulauasfideavialunisidnam
MsUsERLBeU{URNS

3.2.8 ALflun13dnUseydealfUans Inednquiusznaunisidnsiuiiies 5 nay
{HosnnAnnsiaissiuuariiasnsalveandnnguaudusnunuls

3.2.9 {I3LAENBANANITANYINITTUIAMAINTIFUAI VT OUUTUAYBINEN S UT YUY
Tuinquszasdi 1

3.2.10 NqUHUTENOUNTHUNGNMNUTEANVDINGN A UaTaE TIUAUBLLIAALUATT
ponLUULAE AN AR S suUTUAHAR Aty TaelifiBermaszangy

4. N1SIATIZNTOYA

Y
Y aa a 14 1

MalATeteayaelsun lngldadflmssaunsmenismainud Asevay Alady
wardulouuuNInggIu kagn1siaTsideyaidenunnlaeazinteyantaainnsuse gL
UuRnsunagunanasinszd Weilunwimnanmsiannnsduds enusuandndoeigumy waztly

1d 1% 1 £ a (% 6
sanuuululalivasnguiusenauns/mandamiyuyu

HaN1339Y
1. MsfnwsERUNMSTUinuAnsAud v ouuTUs veaan Susiyuv Ui fisdiausingan
faussaudsadardludesses foriadunanes Inenansideiineasdondal
1.1 samadeiifefuteyamlvvenguieds fisvazdendwnad 2

a av aa o v Y] Y !
M1919N 2 Naﬂ']i']‘f\]fﬂ/]LﬂEJ']ﬂUGUEJM“aV]'JVLUGUEJQﬂQNW'J@EJ'N

Foyaviluvasnguiangne 317U (AY) Souay
LINF 400 100.00
218 133 33.25
N 267 66.75
a1 400 100.00
#nn 20 3 13 3.05
20-25% 21 5.25
26 - 30 U 37 9.25
31-35% 51 12.75
36 — 40 U 78 19.50
a1 -459 77 19.25
46 — 50 U 64 16.00

31



~7 JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
MSUDRL s o A =
o Un 7 auunl 4 (nsngran - @Ay 2568)

Foyaluvanguiegne 31U (AY) Souay
50 Yguld 59 14.75
SZAUNTSANEN 400 100.00
aniSanes 87 21.75
USgyayns 292 73.00
ayarnsauld 21 5.25
daMunIWeNSE 400 100.00
ldn 106 26.50
fdusd 207 51.75
NUNY/M81579 87 21.75
arudlunsdondnsaiyasy 400 100.00
AN 1 iousionss 89 22.25
3 iousionss 138 34.50
6 Lousionss 101 25.25
1 Yrtemss 72 18.00
Aldserensalunisdonaninsiouyy 400 100.00
#N31 1,000 UM 233 58.25
1,000 — 2,000 U 108 27.00
2,001 = 3,000 uwn 49 12.25
3,001 - 4,000 Um 9 2.25
4,001 - 5,000 umn 0 0.00
5,001 - 6,000 U 1 0.25
6,001 U T 0 0.00

31NM15199 2 KanTITeMAeIutayanIluvesnguiiegns wuii uslaavsetdnvieuieininede

a o ¢ ] - | - a o 1o Y =2 a =
nanSuaguyuiauie dlvgidunwandgs dong 36 - 40 U daulvgiiisedunisfinunusyains
anunmausa dnlvgPendndngiuvu 3 nounenss wavaAldinglunistendndngiyurusionss
duluginian 1,000 v

Y L3 |

1.2 Han1533uAeI UNSTUIAMAINTIEUA T OWUTUAYRINER A YL BUYIB AN Lan

'
= o =

UINNTAIUGTTUDIFSNETIALUIDITBY FTAATUNGNYS TUA T d519a8198nfwnsnen 3

32



NIANTINYINTINNNT W INEEI1UI0 AT ~7
MSUDRL
Vol. 7 No. 4 (JULY — AUGUST 2025) e

M13199 3 HANTITBNITUNITTUIAMAINIIAUAIMTOUUTUAVBIHEAT YU YUYIDA T NAUNLTAN
TausTIUTEsaTsAtuliindses Jamdndunanys lunmsi

N135U3ANAINIIEUAIYRINERS T YUY X S.D. iy
AUAALIU
1. M33INATIEUAT 4.66 0.31 TRRUED)
2. M3UIAUNNATIFUA 4.63 0.33 TRRUER)
3. ArdouleavesnAudn 4.28 0.46 gl
4. AUANAFEATIAUM 4.47 0.57 UN
52 451 | 0.29 anilgn

90915199 3 HanTITeIAEITUNNTTUAAAINI AR TS BuUTUA YR I AN S e v
vieuionadsiusnninusssdaiassaluiiosses Smindunanss lunamsm wui fuilnavie
tvieafleafnetondninsiyuruienien fnsfuiandmnaudvessdnsusisurureniion oglu
seiuanndige dslidnadewintu 4.51 Jeumsisnnsiduduassunsiuinuniwesaud de
Anviiueglusziuunnian uwagsumnudouloseinndufuaziunuinidensndudi danu
Antuoglusziuann Tneussiiuiidiedogsiian Ae nsandigulald asdudvesnandusiguuls

2. MawRLnAUAVIeuUTUANERSusirur e it aUiisAn Taus T B sai sas Aty
floases Fdarunanes nansiduanunsoagulded

2.1 ngue@nvy 9 Uruanunes dnausuunfnaingddyyivesuvunag
augruglunissudieiemsideiu Ineldinudunsesndy Auansdeninudundni
Younarlidodn “anumes” iolvinsstunguondniidudndnuarsadutevesthudnie

0739 27N
a a
A5 RLEN

A3 P8

=] = I a aa ac v S '
AN 1 LLaﬂﬂﬂQﬂjflﬂJLUUWiﬂmﬂJia%qumﬂﬁauLLﬁgisﬁsﬁaﬁfl ATULNYT

2.2 ndumenanld diauowAnanauaniniuilaeiluiiuginun hauasd fuls
LN ﬁamﬁ’ugﬁﬂa;zgwmsmﬁwﬁiéf%’umsdwmammﬂuiu 3dld@011 “vefaniln” fuansds
wanfasivasnguiinetlnuuasfidevesnguiiuaiulil Usenoufugusuld TaeldinuAdeuasiudi
Auanafannuidusssund

33



(@S\/ JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
MSUDRL ~y o o a
UN 7 20U 4 (NINRIAN — @RAN 2568)

AW 2 wansdsanmusnaiuAndulis nwnnuazldiedn “dmeoatuls”

2.3 naueInUnunuesiu dnauswuifnu1annisduaiugilyginisvinlinaied
818MeAN191NTUgIY Feuansiaeninlinain 19%e “DE DE” Ndelwifuslaaiudsnmninves
nanse ngldvudimaissulanuldnieeenngiidesniiaia

De\/oe
‘Fn/ Ui

vnim Kookl -." ¢ nin 'mrul

n-.-um uoeo

AN 3 uansdannInveIHaniaeiuazldyedn “DE DE”

2.4 nguAnauU UMY tiauswAnAINAN LIRS dnyasiiussindluguyui
fisulel vuonh wazdoudiulng 19%e “assauily” 3alu 2 Adesnsisulunisnemingudnaiudiu
e lnglddnudideiuaziios ieuanstiannulusssuyi

Teesesaasas-

Al 4 uansiernuduidessisulunisnesingudnauuagldtedn “assauliu”

34



NIANTINYINTINNNT W INEEI1UI0 AT ~7
MSUDRL
Vol. 7 No. 4 (JULY — AUGUST 2025) o

2.5 NAUNALINS dLauaufnINIYInvesUIRaNTINYRInaNYLYY 19TeI1 “nIy
Fawiuwriu®” Pdelinsudadndndos legldlmdnides Muandiiatiaiisussuresnuluyus

Y <

WSULE Omnawus
@

WSU{BO ey

)

a = aada Y ] D o v T
AN 5 LLamm’Jmj:lWUENﬂm‘mmﬂ’iiu%aﬂqmﬁm%mmﬂ%%ﬁ NIHLYALN WL UL

aAUsENa

(% (3

1. SEAUNSTUIANAIMIIAUAYS DL UTURYBINAN AU YHTUTB AT LAUNUTAN TN LTI T

q

afaassAluilesses dmiamunanes fuslaalimiuddyiusunsidnnaaufaedian azvieuls
Wiudeniseausunsidudi wieUszdnsanlunisendinsidudivewdndudiyusy danasons
‘U%"ULﬂ?iaquaﬂiiﬂuﬂﬁé‘fmau%%@mamﬁmsﬁ Faaenadoafiunuafnues Aaker (1991) Aina1in
fuslnmagidentonaudfluiisinunnimsdudiguilaelifinsnsendndeou fsaenndes
fusAdereansing denseiin wazamy (2565) MldAnwITos nsadnaARTIAUA AT U
YTUYDIIU Useinnemsuis Tuluasuys nsammumiuas wuil wuanemsaiiegaainsaud
wdesUsznoudae 5 du fall 1. Frun1sdfnuazandiesdud 2. fuenudnidensaudi 3. fu
ANUAUATIAUR 4. unsiuiaunnvesdufInaaum wag 5. suduningdu o wads
aoandosriusiua guuIv g (2562) lWfnwides awduiudseninssfuiauansdudign
gonndninailenay (OPC) Aunmsindulatevesinviendiodlne Tusminfualan wui msddnas
Audn uwazaufnddensidudnansonndnsusilonay (OPC) vestawinfivalantunisindulate
yestiviesiodlvefifunandminfivalanianuduiusfuluszauiunanags Taedldr Pearson
Correlation WU 0.492 uay 0.415 AEIRU

2. MswRATAURVsuUsUdNERSuirurue s tainsanaus T sasdly
iless0e damdniunanys m1nmsAnudenszuIumMIUsEyndeuiRng teszauanudndiuly
NIFAUDHUININITHAUIATIAUAIMTDRUTUARSATUAYUYU WU YNNGUHUTENOUNITNANS Ut
guyulatnunfaiusnanyalyuyualdiludoyaluniseenuuunsduivisuususndndoueiguay
ieasranmdliiuguilag uazanusadieveniessnveuYUHL AT AU TS OLUTUANERS QT
yuuldl Faaenndosiuaidoveanuy nanas (2558) ldAnw1Bosnsrumsndnuaiveawansiaei
g UATsgidaiassd lusuneuiung Soindednl wut nnsAnuyilildsuse
dnualviosfuidudsiuansfemnudusinuvesnues waziinanauluguywihliAnniseensu vh
Tlssundnsamihsomwosuvuie dusunuulunsimundnsasigru ufuumsunstaun
wandneiguvulidenadeiusndnvaiiesdulasiasugiadeaineassd wazdaenadesfuauise

35



~7 JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
MSUDRL ~ o N
o Un 7 auunl 4 (nsngran - @Ay 2568)

yosedas naendvd (2564) IiAnwEes msdeassndnualyuvugniseenuuuussaiasinuen
P119vou Weduaiunsvienierifniul wuin lunms@nwdndnualyurusveulssansdlg
Junguuiugorindelausssn Usend 30930 uazanundeiiudndnualianizngy wu n1w
nsussnie a3 Tuideu ddlumsiteadeilidinendnvaithusushoiiifinuustunueadn
lydfuaessuiifuiuszuiguiniiutesnuuunirdydnvalniunendiulsvou
[lodeanssndnvaivesvuinoifiagvieussnumadaUnssy uazSiaonndostuunauvesans
93 Bude uavimen aurnsdiug (2565) 16na1nin wusud “aieli” Tnsesnuuuiidedsinitin
waznfitiygviesdiu lneiaFes uusudugUengeiiuminemeyauusingvissifiondnual
agnengniviainianyiesdiu wu 16 vne dunanudungnii §QL@uQﬁﬂmmﬂﬁaa5uLLazﬁ el
ypavuulddmiuiiunandanisnisinvasiidufinsiuduanden uasdiaenadostuauidsves
Us130un ASaud, $Aun qudund uasusengud] waauth (2566) laAnwTes niswWaundndoel
sunuuliinnenenue) Uhufesduntg drvadewy dnadanes Jwdafivalan wudi wwiAalunis
Waasdydnuaiveangulinnanenugflaninsnandiine auawiams%’uiﬁqmﬁmﬁm%ﬁ%’mﬁ’mm8
agaaniegafuilag Tnsnisaieainuuideiiuguaudoinisvesngususy uasfuendnuaives
yuulynndign uazeeniUUIUNTweIARSusTA I Avans ilemeuaussiuUstlovildase
Tunndtan wazlauivatoinndsdu lnenslitanfiaenndosiunansasiiildunian ieduns
yarlsiuinansamifldsunisesnuuy uazfuendnualvesnguliininnenngntug saduans
suatewy snneimerinfivadan

dalauauug
1. daiauauuzdmiumsdinanisideluly
1.1 Mnuanidelunisimuinsndusiusanusuindnduaiguoy asuladnyuuli
Auddy UMt AT ALA v ouUTURINugIL USunvestury feliu ihenuiiRedesly
NIAAWIYUYY LYW FINNURNRUIYUIUTINIA 610D FA1Ua sataniunsinu Seensnudn
dnwalveausazyuy ioannsaauIasAudvieuuTudliiiussansnm uazazviousndnualves
gumulfegnauiiats samsdsdeanssndnuaivosururiudossilugusy fdndnvaiyuauiuge
118 duasuliAnnisviouiengluyuauls
2. doiausuuzdmiumainidensoly
2.1 amsinmsAnwidedeidonfsaiulssifunsiauindadusiyuyuiionisdaoen
iledaaSuiaunnasgrunanioe ingenuolaztessdndmirg gy
2.2 M30NKUUTULUIUNTIBuUUNaNNEUlAnN sHduT v uyuiugide Tngli
yuvuduindde elvyuvuilenaseudiuniseenuuunsaudviouusus msdoansain Aug
TuAumsiindunszurunisudadolunsussnduiiusuazdeaniddunsiadminenanSusigusy
aonndpatuM WAL vE e

36



NIANTINYINTINNNT W INEEI1UI0 AT ~7
MSUDRL
Vol. 7 No. 4 (JULY — AUGUST 2025) ‘

LaNE1531989

AFIng snensziin, AvsTy Wimes uazesassa Aaifesiadiy. (2565). MsaTIRuA R AUR NER Y]
YuLTTDIRL Uszlnnevinaiis Tuunsuy nammamuas. Msansuyninedesmuinsuys,
16(2), 166-178.

nsENTINSYiBaTiEauasiiin. (2565). adAinviaaiieanielulssva Q1-Q4 U 2565 (Mmawila),
AUAY 23 NBNIAY 2567, 3N hittps://www.mots.go.th/news/category/ 766

N Nanes. (2558). MskumndndnunivasansauriyuruuuiuguaTsgadseiemssdlusine
wiune Jmdadieslual. Steiduatuanysel. anninendeswig e,

siuA guUsYMIAIYY. (2562). Anduiusseninnsiuiaurndumansenxindusilonay (OPC) fiu
msinAulateveninvioniitlne ludminfivalan. Nsasinensdams wninedesy
Agiyasensiy, 1(2), 1-13.

U301 A3anud, $Run qudund uasusengui] waih. (2566). mavankdeAusiduuulinnanen
e Unufesdung duadeuny suneimes Imiafivalan. Msensivnsmalulag
QAFMNTTULALIANTTU IMNINAYTNVAN YRR, 5(2). 178 - 191.

A3 @3lvun. (2559). “Tediou” Jand i 3 U dumeq 2 wawdw. Post Today. 970
https://www.posttoday.com/politic/451068

anened Budy uagiven Wanenadiug. (2565). “aigli” wusuaguvy vulansaulad. an10uide
LLﬁsﬁ@uuwﬁuﬁqa (8IANTUMNTLY). Nhttps://www.hrdi.or.th/Articles/Detail/1536.

dindaeugitaygviesdiunagianviayuvu. (2566). Anassanseavilsiua vilswansdinsilne. 30
https://cep.cdd.go.th/services/star

oUnid. (2566). OTOP U 65 Banue 2.4 uguUEWUM WY.guseaiyarLi/duaSun1saann,
aunild. L.

ofiam ngrndlvd. (2564). MIFoansSRdnualyNrLgnseRNLUTUTIIA IS MBI UeL Ll
daaSunmsvioaiienanun. nsanssadnied, 15(43), 197 - 210.

Aaker, D. A. (1991). Managing Brand Equity. New York: The Free Press.

Cochran, W.G. (1953). Sampling Techniques. New York : John Wiley & Sons.

Morgan, Adam. (1999). Eating the Big Fish: How Challenger Brands Can Compete Against
Brand Leaders. Adweek Book S.

Salika. (2564). 5 wanay a319uusUALA Fudigus ddeululannsdealu. an
https://www.salika.co/2021/11/23/5-tips-build-community-brand/

37



\@/ JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
Mot Vol. 7 No. 4 (JULY — AUGUST 2025)

waniswwaqnaqmémmmﬂL%al,ﬁ'amﬁﬁNasiammé’wL‘%ﬁ]mammmmaqﬁﬁmiﬂﬂamimmﬂ
vasuTunaanziiaulunaiauannsnduislsemalne
THE EFFECT OF CONTENT MARKETING STRATEGY ON MARKETING SUCCESS OF
MARKETING MANAGEMENT IN STOCK EXCHANGE OF THAILAND
Aqndfas avdstiunite’ uay dnen Indedduns’
1ﬂ§ufmmmﬁmmmazmﬂu‘la§msaul,‘1/|ﬂ UAINYNRYUATN U
Siyaphat suthithananchai' and Nittaya phosrichan’
'Faculty of Management Sciences and Information Technology, Nakhon Phanom University
(Received: October 10, 2023; Revised: October 24, 2024; Accepted: October 24, 2024)

unAnga

nsAnwedsiiifnguszasdiiiensinaeunansgnuasnagnsnismataidaieon fiiluase
ANUAISIMINIRAINTeI U eNsaanvesuTEvannzleulunanvdnninduiausemelng
muAfeiiaduiinagninismaradadenifsafuanuausavesianislunsnisidayanis
msnaauslduslunszuiunsuimsnu dWelsifansasnsasiduausie q museuy uas
vssahving sAdedldthiaue 3 Silwmivesnagnsmanaindadon tHud Mussumudiond
s sussumudliussiunala wagiunsumuiiiielinnug ifususmdoyannguimsie
nmsna1nusEnaavsidoulunaiandnninduiausendlne 1w 278 518 Muvvasuaiulunisiiu
Fsmdaya 8RIININOULUUABUAIN D 36.20% NaTDINITIATITENITaN00Y wansliiiuiing
gnsmanandaiion dureumudlinssduniala uasduasumudifielieudlieuduiusids
vnegalivudrAyiuaudisanisnisnain
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ABSTRACT

The research purpose is to examine the effect of content marketing strategy on
marketing success of marketing management in Stock Exchange of Thailand. This research
focuses on the content marketing strategy. The firm's ability to use content marketing strategy
for management processes to enable the entity to goal achievement. This research presents
3 new dimensions of content marketing strategy, namely content for entertainment, inspiring
content and content for knowledge. Collected data from 278 marketing management
entrepreneurs in Stock Exchange of Thailand. A questionnaire was used for collecting the data.
The response rate was 36.20%. The results show that the content marketing strategy aspect
inspiring content and content for knowledge have a significant positive relationship with

marketing success.

Keywords: Content Marketing Strategy, Marketing Success
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Dudedrdgiiguszneumsteiviifuvulanlevesazdewiaudlaiduedad ioazlddn
AInssumInsmannog sz aLLaziAnUsEAvE AN Tian nsAnwdeyanaznisvinanudila
ludgnisnisnainazarunsavilvgsfnandlvddidnvsetindaiusadnfengugldlaegsnss
nauithune fafu msiidulsfifiesimiedud3sliltindesfuusefuamnuduianegsio e
ssdUszneuiiiuiuusddyfonagndnismanadaien (elufe vuidefa, 2563) dmsunagns
nsmaaduiemigsisasianllunafuussAnsnmnsvhausesesdnsldiiu astsenoude
FrunUiienu TR fursumusltLsTunala G’huﬂaumu@ﬁﬂﬁmmi (Weerasinghe,
2019) mimm@aaulaﬂ:ﬁﬂawuﬁﬂﬁmaéWQ§qﬁaﬂaﬂmﬁﬁL%ﬁ]LWimﬂuL'%'mﬁﬁggﬁ%ﬁﬂﬁﬁqiﬁwizau
wadfaldsnenisamnsnienvugnsutstudansruz nsudeiuaglafdesannsofnnannum
Basdudunuidngauasdululdinniaemnly axdesansofanagnénsnaiafiiussdnsninnse
fuauduatefigauaglvinaduialdunniigasomuiu Gamed aiyasan, 013301 Uuanivs uas
W3R daaney, 2566) dmsthununsenagnsiiiuildlunisaiiugsia ussadmneninisnaia
Tusnunisve uagmisTvuinsauinguszasdvesesdns duilugnmsnevaussanuianelaliiu

39



\@S/ JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
Mot Vol. 7 No. 4 (JULY — AUGUST 2025)

qﬂﬁﬂ,é’aﬂwqﬁﬂisﬁw%mwmmﬁwL%%@qqsﬁaﬁ?mﬁWﬁumﬂmiﬁﬂLﬁumuqiﬁwaﬂéﬂssﬂ U3 B9
ansnsovilifssiaussauanuimaneldtugsiadedianuddydonisuinisgnd fanumeneny
Tumsiazadanudusiug uazanudanialiiugniunduniesiiolunisaiianuldivievluns
Bty Srulugannudiianensnana (@uissnd 11MAa waz J9un Andain, 2564)
AdFanenisnann (Marketing Success) lunadnsiinanmsiiunuviienagnsiin
wblunsatiugsia Wussaidmanenieniseainludunisue wagnsliusnsauingussasn

I
&Y

¥9909An3 Bathlugnsnevaussmufiselalifugninldegreiiuszaninin anudusavesssnal
AnTuannsdifiunussiavesiuszneunts Seanansnligsieussaranatimunsliiugsi
doslitruddasionisuinisgndn uazdiannumenealunisiozainannuduius wazauidnda
Tifugnénaniduedesiielunsaanuildiuioulunsutsdu Gemed adymsnn, 813301 Uuanis
LarusAs) #9aNe, 2566) dmsulsziiuainudsanienisnainvesuienaavzideulunaia
nannindunslseinelng Usznaumig sunisansununsiavanussuidunus (Advertising Cost
Reduction) #unisasrseufianelaliignén (Customer Satisfaction Building) fnunisifisdiuves
51819 (Increasing Revenue) wagauusednsainnisitinalulad (Technology Usage Efficiency)
(Maltz, Shenhar uag Reilly. 2009 : 134-154) G?fﬂﬂaqwﬁ‘mﬁmmmﬁaLﬁuﬁaé’aﬁﬁmﬂa%’wﬁqﬁ%ma
thesdnslugmnudnialdededsdu lnslawmzuismeazidoulunaandnninduiasemalne
n1sURTRnulRIUsEAvsanduardesiinisufudegiann ieldnanisduiuauduluaiy
Wvsnefifansldimuely

vienaanzidoulunainuisuseindlng (Thai Listed Companies) Duussniidadetuly
Useinelne agnrglanisidugualagdidnauaugnssunisidundnninduazaaiandnning
(n.0.0.) WuuTiissautunuifiuifuanassazanuinsesdnsiiiAnUsyansnm adesgldlii
dioviusing 9 Weseiluiuliuna Feuitmasmzdoulusanamdnnindazsdodvimnusivlasotnamu
1 nénningiidelufianwades awnsndsuiiovioidsudutuldidedonis (anavdnnindus
Usenelng. 2557 : uled) Fafuuisnaamzidoulunaandnminduissemelng sziinusjm T
dieiFensrauiunusiuiunandnamy Wesidunueswion sadufumumudeu viovens
ganald lnedieuazsingd unegelsfini vssmaansdeulunaiandnvindassogaimmuneadnsli
aonndasfunisndsundadludagiuiiieiu Tnefinisversveuwansssiadiluludumedide
Hevvesdsiiosdnsgsfatiauasogndn Fesannsoaraduivimaiiuifsgalasasiiaulade
AUSLnA Iufed1esiansly (User Friendly) agmﬂiummﬁﬁqLﬁamiﬁa@m;ﬂ%’ﬁﬂﬁvﬁwmmu@fﬂm
913a319uasalun15UTENIAUNY (Message Board) nsldsvuuyaneaeulall (Chat System) N3
siauunfuiuia (Portal Website) msdndaavanedidnnsetind (Electronic Mail) nslu3nis iu
#u ileanunsnaalsslovdnnymunazansawauiulonansnsnann sdinsusuildeu
JULUU waganuvivadevesdeyasgnaonian waziinisiieinagnsnisnaindumesidadiunldly
msuImsiamsiiterivemdifansnsaatslunisuaisngnénlml Snwignduin egiase Gsga
Fuwnanlyn. 2555 : vl

ety §ideTsaulafinwinansgnurasnagnsnisnatnidadeniidnadenudnianis
nMsnataveguIMsiensnanvesuTEnaanzideulunaandnninduisssimalng Jeanagms
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nsnamdailenilunagnsnisnisaaiaildlunisuimsnunigluesdng Freliguimsaiuise
andulaldegrsudugt gndes uazviuiian neliiAnadnulaTeulunisudady Feasdiuiiiy
Usganinmmsaiiuauvedasans

TgUTEaIAn1sIY
{WBNTIAOUNANITNUTDINAYNTN1IAAIAT R TN NTNadoA L 1TININTAAIN VBT
Aumsthemsnaiavesuienaansidoulupaiandnninduissemelng

uwuAn NuRuazauideiineades

nagmsnsaaIaLdailon (Content Marketing Strategy) wanef nafianiledunismans
Humsadrsreumusivdoilemitsjatiu nislinruigné vieneumanuiignéaule unuitesidu
MajaneAudn erfulusudesafen uwidumsuanseuaidauaslvimuiigniesiugniuny
Famsirunounufifionnuduiisiinsfnuaiianis uuanis WaenadestuingUszasduas
WnngvesesAns suaswmudbiisiduaialaiinisdnassninensuaznislinineinssiudulad
ogamnzan uazsuasuuALielinmInsnindenislddeyanainlunsdisamiunienves
w%’wmﬂi‘ﬁﬁagj deraslunsinaulauimsauvesianis (Alvarez et al,, 2021) WisliAanisauise
sudunuussaimngldesninsui uansansiduanudianinnesgiuinndd meldnsnenns
fiflogognsdnin mnudemeveminensanasesnaiiulidauaraenndosiuitmunenisdiiunuy
TumAdedldtmualinagnsnmsnaindailemd 3 87 1iun funeumudifionutudfia (Content
for Entertainment) Aumunuabiksstuniala (Inspiring Content) LLazé’mﬂaumuﬁLﬁﬂﬁmmi
(Content for Knowledge) (fU381 Walunadss way ASEsT ARSUINIIAD, 2565) Fagolud

1. frunouimudiiionutiuiis (Content for Entertainment) sianefiy n1sadaiiom 18y
AoumuATlir U eafuensual mnuidn mnniFewesvena wagmanziunsaing
Suiunn Tegtdwanisuf iRnuauiuInweoyan1snatnu1Uul sauas LN se ULy
99903ANTIABATY (Alvarez et al, 2021)

2. upuuAliLsItua1ala (Inspiring Contents) nunefis nsatvayy n1singala
nsltudsnudnse wu nslavan Wasdudrezasmiounnst 1Wasdudrasvuinilon
dnlonea 1¥asudasinunmiioundng 1adudsrlfiduaugiiisuaniouasuidisdu
(Alvarez et al., 2019)

3. snuAsUIMUALileliA N3 (Content for Knowledge) manefis nsliteya nsutsiiu
A AeumuiUssLnivilinmdnuaiveswusudgitu giusioan Wunems undefie 1ull
waztinziuaesaduuu lanldy unine1dy n3eng o (Alvarez et al., 2021)

AMUANTINIINIITAAIR (Marketing Success) Maneds auanTatun1sANduaILA1e 9
AP aruTsgiimingldegnsasuiiu uansmansdlunuidninaesgiudinedy aeld
n3nensiiegetiediin andunouuazszevialunsduiunusutansofadeUsza uauld
ogailUsEAnBnmLazannsausigingUizasdfinnaliegedaau Taeldminenslunmsdiiuay
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9g13AuA1 AULEEMIBYEISNEInTanased1nuldtauardonrdasiuiiniien saiuy
(Chalmers, Sensini & Shan, 2020)
INNIANBIMIAALAEN B INEITeY JITeRelafmuansauLEIAAtuN1TIdY Al

nagnsn1saaaBaiilant (Content H1-H3

Marketing Strategy)

il o <
C AUARUMUA AT UL AUANINNNITAAN

A 4

- AUABUMIUAMALSIUUAALD (Marketing Success)

- aueumumivelinwg

AN 1 NFULLIARNNTIY

AUNAFIUNNTIY

H:1 nagmsnsmanaidaileminunsumudifionuduidaudiiuiidaantuanudise
mimsnanvasusEnIavidoulunainranninguaussmelneg

H:2 nagmsnmsmanaidailemiueoumudliussiunalafianuduiusiBaintuaud e
mimsnanvasUsEnIamedoulunainndnninduisussmelng

H:3 nagmsmsnandtemiuasumudiiolnnudi audutusiBsuintuanudnge
mimsnanvasUsEnIamedoulunainndnninguisussmelng

WANUUNTIY
1. Uszvnsuasnguiaegng

Uszrnsngusegsitlilumsiseloun fudmsdhensnanvesuismannzideulunain
vannindursuszmalng $1uau 768 au ludeya a Sudl 1 fquieu 2566 (AapnannIndums
Uszmeilng, 2565 : Viules) Usenaudienquanamnssy 7 wane Lakn inynswazgnaInnssuemis
dufaulnauilne Aufgravnssy Uimsedmduminduazneains ninens uazmalulad dalsl
sugsAan1siu Lesnuumnsufianisniseainvesssfadssnndinaniinnuuansiaiuiy
LIRS RaIRveINgNERaMNTINDY 9 MIAnwIngufIna TR 1Y AN Ide
Uandould

2. w3nsilofilélunisise
uidetilunuitodasina Tnelduuuasuniy (Questionnaire) luiadeaitedldly
MaAUTIUTILToYa s?}qlé’a%ﬁqmmmwmjwmaLLazﬂiaULLmﬁmﬁﬁwumﬁu TaouUseenidu 4 nou dsil
noud 1 %’a;&aﬁ"alwaarggu%mimamwamu’%@’mwzLﬁauiummwé’ﬂm%’wﬁum
Uszinrlne dnwaswuuaeunuiluuuunsiadeusnents (Checklist) 91uau 7 9o lnsaseunqudaya
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Aenduma 91g aanuam spdumsAnw Ussaumsalinisiau neldedeseiou wazdumisay
Tutlagdu

neudl 2 Yeyainluvesuivnaanzifovlunaamdnminduisuszimalne uuvasuany
Hunuunsaaeusenis (Checklist) $1uru 6 9o lasaseunquieyaiierfusuuuugsia Ussian
539 yulumsduiuem Srunumdnau sseznatlunsiniuan uaznelfiodosed

poufl 3 AuAnTuRgfunagnsnmaaBatien dnwariuuasuaiuuuins
druUszunaiAl (Rating Scale) 91U 16 U9

poufl 4 auAniuAsIiUANdITaININIIaIR dnvazlUUABUNALTULUUINAT
duUszunaal (Rating Scale) 91U2U 5 70

3. mafusIusudays

[ 7
v a

Tumafususadeyansifoluedsd idldtmundunouuaiBnig il

3.1 sudunmsdmihuuuaeunmmuduuriniunguiedns Adlunside

3.2 P9RIIEDTIINITIN ANEINYINITINNITUaZINALULATANTAUINA URIINYaY
upswuy Tasuuuwiondunuvasunwdsludangusedns oun guimsihonisaann leveaiu
BULATIFTLAZTDANTIEBlUN TN UL LAY

3.3 GT’]L‘Ijum’iﬁflLL‘U‘UﬁE]‘Um@Jﬁ\‘iG:JJU%WIEBUWEIM’W]M@I@EJLéuﬁﬂLLUUﬂaUﬂ’m{%ﬂLwﬁuﬁ
1 fugnou 2565 $1uau 768 AU muTeTetiegvesuitnaanzideou lusaamdnninduraszimelne
Tnauuugesaaninenaundulundoutuuuuasuarudetivnualidianuieneundunislusudls
nelu 15 Ju

3.4 \floasuinuaszezian 15 Yu ldSusuvdeunmunduniuareiaazinisianiulag
aounumalnsAmivenmeATBineULUUAR U LA M UALRSlinauLUUAB UM

3.5 ¥1N1IATIVADUAIINYNADY ATUNIU WAZAIIUANYTAUUULUUVBILUUUBY
wuvdeuamilaSunsneunduie 278 atu Andudesas 36.20 Fidenndasiiu Aaker, Kumar way
Day (2001) lautauein nsdLuvaaunu Aesionsinounaues1stseioyay 20 shenueusula
Pidnudeyaiivawelunisiildinseinanisiduseld

3.6 fudumafusurudeyannuuuaeunuiiaysahimdessideyasely

4. Mynszidaya

Fifesniunisinzidoyaiinrusuldanuuuasuniy smeldsunsuneuiiomes
di3agu addrlllunmsdinmesitoya léun afffiugiu drdesay (Percentage) Anady (Mean) uay
dnudeauunnsgiu (Standard Deviation) ad@nldlunisasiaseuannmueaaiasile Tiua nism
Arduunusiede (Discriminant Power) lagldmaila Item-total Correlation Wagn1$HIAIAINN
Fesfuvesnnosile (Reliability Testy) Ineldaduusyansuaan (Alpha-Coefficient) muizvesnse
UU1A (Cronbach) SINRINITNAADUAINNFUAUSTENI96218a58 (Multicollinearity Test) Tagla
Variance Inflation Factors (VIFs) a@@fildlun1svaaeu Usznoudie t-test Msdnsizanduiusuuy
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WA (Multiple Correlation Analysis) Wagn153ATIERNTAANBELUUNYAN (Multiple Regression
Analysis)

5. N13ATIFBUAMNTNYBILATD I8

wuuaeuauliiumsnmaasuaugndedlnefidong 2 i ieludladnuuvasuany
T dwiumnzauuasiassawimuniismeiivsaseunquionmesiuusiomn msvagoutou
dwuuasunnluldasa (pre-test) lafinsifiusiusindeyaann Juinmsdienisnainveausenan
nzidovlunarandnninduisusznalng S1uiu 30 au Tngnsiaaeuauiiioanss 1 factor
loadings TasuUTaEsEIN9 0.458 - 0.862 B9gendn 0.40 FliFiuiuuuasuauiidanmiissmss
RGP GERE (Nunnally & Bernstein, 1994) uaﬂmﬂﬁ msmmaaumm%aﬁu A1 Cronbach’s
alphas Y89/ UUsBE3EMI19 0.778 - 0.832 F3gendn 0.7 (Hair, Black, Babin, & Anderson, 2010)

Flmuinesaslafinnuiiesnsiwazundedalunsousule

A15797 1 NavesAn Factor Loadings ag Cronbach’s Alphas

ltems Factor Loadings Cronbach’s

Alphas
FuARLIUALALTULAY (TUE) 0.458 — 0.862 0.778
pumsuuAliissiunala (IRE) 0.663 - 0.840 0.832
sunaumusielinmNg (CSB) 0.746- 0.830 0.808
AUANSININITRAIR (MSU) 0.718 - 0.843 0.795

=

adfdmTUNINAFRUANIRgIUAR T8Mdtaetiagn (OLS) NMINTINEUANFUNUSTENINg
aufifvesnagnsnisnandalen finadonnudnsanienisnainveiuinisiian1snaInves
vsmaanzleulunaandnvsnduwisUszndlng aansadowduaunmsladalud

Equation 1: MSU = Olo; + BiTUE + B, IRE + B5CSB + BaFSI + BsFAG + &

dle

TUE = fupsUnuAiar LT (Planning)

IRE = puADUUAMLTITUAaTD (Organizing)
CSB = sumsumusLite A (Controlling)

FSI = VUIAVDIBIANT (Firm Size)

FAG = syaghalunsaiuu (Firm Age)

MSU = AMUEISIMINITRAIN (Marketing Success)
a = AnAaTi

g = Aduseans

g = AAuARIALAREY
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MSUDRLU

NIANTINYINTINNNT W INEEI1UI0 AT
N 7 alun 4 (hsngnau - Fvnay 2568)

HaN1339Y

nansEideyavhluvesRouwuUasUMAmUI funsiionisnane dawlng)dume
vl (Fewar 54.68) 91811NNI1 50 U (Seway 42.45) anunw lan (Seuay 51.08) sedunisany g
nUsYen3 (5ovay 72.66) Uszaunsallun1svitauaiuniseain 11nnan 15 Y (Segay 40.29)
selsiadedeieu 35,001 - 50,000 uw (Fevag 35.61) uazsiuvmisnuluilagtu fernenisine
nInan (Seway 87.41)

foyavhluvosuitnasmadovlunanamdnninduissemelng danlngiiuszian
anamnssudu gsfanuasuasgeamnssuens (Sevag 45.32) sesaun dudgllaauilan (Soe
av 24.82) syazaailumsdidus 11nnd1 20 U Gevay 37.77) Sunuminausiomeludiagi
toynin 500 Au (Foway 43.17) yuaanzidouluilagtu sndr 1,000 Thuuwm (Gesas 37.41) yae
aunndsau find 10,000 A1uum (Seuay 88.49)

M3199 2 MIARREndUiUSI0INagVSNIIAAINTALENT LaTANANSIVNNITIAINVIIUTEV
aanziloulunatnnannsnduislsemnelng

{;I”JE‘Ui TUE IRE CSB MSU VIEs
X 4.067 4.067 4.067 4.067
S.D 4.01 4.08 4.00 4.02
TUE 1
IRE 0.107 1
CSB 0.023 0.365** 1
MSU 0.062 0.270** 0.598** 1 2.221

** p< .05, *** p< .01, ° Beta coefficients with standard errors in parenthesis

91nA15197 2 wan1s3vedlmiuinldidyunneidudiudsdassiianuduiusiu
(multicollinearity) A1 VIFs Ao 2.221 361731 10 M1uLnadsived Hair et al. (2010) uena1ni
correlations $1®I9LAAZALUIAINIT 0.80 (Hair et al., 2010)
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M15°99 3 NavRINITIATIZIEUUsEANSNSannesvDIIuUsNagVSNIsRAIRLT e AuALEILS
NNTAAA

ANUFUSIMINITAAIA
naqwémsmmm%%ﬁam fuseAvs AAEA | ¢ p-value
nsanneY | LAdau
NNIFIU
Apeil () 0.162 0.10 1.68 0.094
Fumumuifionutuiia (TUE: H1) 0.017 0.08 0.23 0.820
AUADUINUA LTLSIUUAELS (IRE: H2) 0.176 0.08 2.14 0.033**
PrumpumuAiialirNg (CSB: H3) 0.431 0.07 6.35 | 0.000%*
Nulunsaniuay (FS) 0.102 0.11 0.96 0.338
svgznatunsAILU (FAG) 0.169 A1 1.60 0.112
F = 2414 p=0.000 AdjR? = 0.294

31NA15197 3 YLAUONATBINITILATILENITON00Y (OLS regression analysis) 984
aruduitusszrinaaniifvesnagnsnmsnandaiemuazarudiianiinismain MnuanImadey
neadRzlfiuindunsumudluseiunaledimuduiudiBuineddideddyiuaudiée
n1ansman (B2 = 0.176, p < 0.01) FeaenndosiuamAdoves agiand aandnaudd (2564) Ainan
RansTianusanstsfunsesfunuidieliuiladiinssuiiumnusazAanssusig q aniuluang
dmuneuagdnamunsnuiidivualy auaunsofivdseansaimveswanisujsaou oty 39
atfuayuanuRgIui 2

Tuiueadeatu dursumudiiieliaauifianuduiusiBauanedeilded Ay i
Anudnsanenisaan (B3 = 0.431, p < 0.01) FeaonndosiuuiToves gMNANT ALAN (2563) 7
na1ai1Aansiianunsanstadundernfunudiieliudlainnsduduanuagianssuae q duduly
autmneuazdnianuunuiiivualy auanunsafiuuseansameswanisuf iRy oty 39
arfuayuaRg i 3
wilumanssiudng fursumudifiernududislifinnuduiudidaunegadfddytuanud1sa
enseain (B1 = 0.017, p > 0.01) ey FeUfiasanigi 1

anuTENa

IINNANTIATIEARTBYANUD ﬂaqmémsmmm%qLﬁamﬁuaai{ﬁmsmsjmsmmﬂﬁuaw%ﬁw
sansdoulunainndnnindunaussmdlng frumsumumiitenutuiiswas s unoumnus LSS
Tuanaladianuduiusuasnansenuidauinduanudiianinisnain n1slideyanainlun1sdadu
wamdvawiieliuulatnnissdunuiuluaudmnenazdnsamuuaudisnnualy nsld
nsna1atielunisuszifiunanisianislassadaazmsandunuludegiuindulumuthumnenis
ﬁqiﬁﬁ]ﬁﬁmumlﬁlﬁuaéwﬁ N5USMN5T81ANANITANUNTONTIVADU LATABUNIUAIT MINSNEINTTIND S
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N199529@ U UN LA SUNUNNNakar1kaULY Taog19iUuseanSAn T980nAd0I uLUIAAYDY
gl ansnauds (2564)

UGIGPGIIE
1. daiauanurdmiumsiinanisideluld
AusMsensranussnaansidoulunaiandnninduisUseinalngaiaunsodinaain
nsifensailuuszgndldluesdng Tasesdnsiiinanseaiindanagnsnmsnaradaion Haduneu
wudliusstunala uazsuneumudiieliang azthlugenudisanmsmsnainvesionisle

2. darsuauuzdmiumaiissadedely

2.1 prsvumusTunssuuarsuiuiiieafunagnnismandailen dunoumud
dionsdnmsasdng ilelivhnmsifeluomandunstusunadndluemiaded

2.2 lunsitendedl {AdeldAnwnansznuresnagndnisnarndaident dikade
ANUAISIMINIRAINTeI U saanvesuiEvannzleulunanvdnvinduiausemelng
fatu lueuranAsAnuinaiandnnindurisusemalne lungqudantadu 1u nguaa
peiueenieunionsuuu 1 laundmin anssnil e wuesans nuestaang wazdniu Jusu

2 3lumideatell fAdeliildtmuanseunuAnififudsunanitenafinanssnusions
fanisesdng anuannsalunisudedy mstmuadulsunsniiiuiy Falated sndnoradenase
AuduiuS warkansEnuresnagninanmaduiemiifdonnuduianienisnain iy arnd
Auasalunsvinan usu

2.4 lumsiteadsd {Adelivinafusunudeyannuuuasuoy fdumsifinisnng
Ausiunudeyaanuuuasuniy Wunsaouauuuuldedn (in-depth Interview) Litellsdoyad
nsafuingUsrasdueIn1siideniniian wazgndios anmnsamansisesananluldlmaeusslov
AINUAINABINTT UaznelilAnUseansnIngsan

a7



\@/ JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
Mot Vol. 7 No. 4 (JULY — AUGUST 2025)

LaNE1531989

nsuiaNgsiansfn. (2566). deyanalugusznaunisgsiedantulssmalne. Fuduiui 20
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sungm 2duiEseg. (2561). madeasumemandadonuesusinedudreouladluin
NFANNLVNUAS. TETIYINTUIMNSGTINR, 7(1), 85-94.

FIna AIUATAN, 915350 YA TYs waruSAT MY, (2566). NANTENUYDINALNSNIINAIALTS
dovmdedseuseulatiifierudiSamemananvesssiaduenseouladlulsse
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ABSTRACT

This research explored the production of lifestyle content online that caters to the
interests and preferences of viewers. And the aim was to evaluate its content characteristics which
were created by Thai Youtubers on the YouTube platform, and investigated the relationship
between the factors of content and the factors of creativity of Thai influencers on the YouTube
platform that affect the following of the population in Bangkok. The researcher- developed
questionnaire was used to collect data from a sample of 400 respondents in Bangkok. Statistical
methods were employed to analyze the data, including calculating percentages, means, and
standard deviations. Additionally, and Pearson’s correlation coefficient.
The research results found that regarding the creativity of the content, it was found that the
content of the content was consistent with the viewers, with an average value of 4.38. Regarding
the nature of the content, it was found that the storytelling of the content was interesting and

understandable. Easy, invites you to continue following the content. The average value is 4.56 for
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the creativity of the content., the factor of content characteristics and the factor of creativity of
content. There is a positive relationship between the content characteristics factor and the content
creativity factor. The relationship is at a high level.

This research is about the production of online content that takes into account the
benefits and value of viewers. The objective is to evaluate the characteristics of lifestyle content
of Thai influencers on the YouTube platform and find the relationship between content factors
and creativity factors that affect the following of Thai viewers. Data was collected from a sample
of 400 people using a developed and developed questionnaire as a tool for collecting data. The
data was analyzed using descriptive statistics, including percentages, means, and standard
deviations, and inferential statistics, including analysis of variance and Pearson's correlation
coefficient.

The research results in terms of content creativity found that the content of the content
was consistent with the viewers, with an average of 4.38. In terms of content characteristics, the
content storytelling was interesting, easy to understand, and inviting people to continue following
the content, with an average of 4.56. In addition, the content characteristics and creativity factors

of the content were positively and highly related.
Keywords: Content, Influencer, Youtube Platform, Subscriber
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ABSTRACT
This research aimed to: 1) Analyze the situation of management to enhance
production capacity and supply chain of corn cultivation for livestock, 2) Study the components
of management to enhance this capacity and supply chain and 3) Development innovations for
management in this area. The study population was divided into 3 groups, each consisting of 3

people (9 people): representation from community enterprises in agriculture, farmers cultivating
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corn for livestock, and successful commmunity enterprises. In section 2, there are farmers cultivation
corn for livestock in Tak Province (250 people), and in section 3, there are experts group (5 people).
Research tools included focus group discussions, questionnaires and interviews, data analysis was
conducted using statistical methods for exploratory factor analysis and content analysis.

The study found that 1) Analysis of the management situation of corn cultivation for livestock in
Tak revealed strengths in geography and government support, but weaknesses in production
development and knowledge. There are significant opportunities in agriculture and tourism, despite
challenges with weather conditions and competition. Recommmendations include product and
market development, focusing on improving IT systems and human resources. 2) Components of
management to enhance production capacity and supply chain in Tak Province consist of 5 main
elements, explaining 67.894% of the variance, including production innovations, supply chain, and
information technology, essential for agricultural development in the province. And 3) The
development of management innovations for comn cultivation for livestock in Tak Province focuses
on integrating production, supply chain, information technology, and services, driven by the 'PSIS
Group.' This promotes technology use and human resource development for efficient and

sustainable production as per market demand.
Keywords: Capacity Enhancement, Production and Supply Chain, Innovative Management
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ABSTRACT
This research aims to study the readiness, problems, obstacles, economic impacts,
and academic performance resulting from online learning among students of Udon Thani
Rajabhat University during the COVID-19 pandemic in 2020-2021. The sample group consists of
400 students currently enrolled. The tool used for data collection is a questionnaire. The

statistical methods employed are descriptive statistics and logistic regression models.
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The research results found that the majority of the respondents were female, with an average
age of 21. 14 years. Most of their parents were engaged in agriculture, and the average family
income was 39,678.50 baht per month. The speed of the internet used for online learning was
at a moderate level, and the most commonly used device was a mobile phone, with an
average price of 19,826.70 baht. The average monthly internet expense was 625.73 baht, and
the average number of hours spent on online learning per week was 16.79 hours. The major
problems and obstacles in online learning, ranked in order, included boredom, stress, anxiety,
faticue, body aches, vision problems such as blurred vision or increased nearsightedness, lack
of hands-on learning, and increased financial burden on the family.

The economic impact of online learning was found to result from factors such as
internet speed, the acquisition of devices for online learning, and monthly internet costs. These
factors were 2.34 times, 2.29 times, and 1.00 times more likely to cause an impact than not,
respectively. On the other hand, factors such as the parents' occupation and the type of
devices used for online learning were 25.50% and 64.40% more likely not to cause an impact.
Regarding the impact on academic performance, the parents' occupation and the type of
devices used for online learning were 1.34 times and 2.72 times more likely to cause an impact

than not, respectively.

Keywords: Online learning, economic impact, Impact on academic performance,
Impact of COVID-19
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AINIET ANULTIVOIF QY IUBUVDSITR 36750  1.06405  an 6
ATUFVAN 4.0367  0.79106 N
Aneuideming 42750 087538  wn 1
fomsiesen Lagtinanuinn A9a 41375 093046 30 2
flonswilesd wagthndesmusisne 41275 097910 3N 3
fifaymeuanenms i vieanemauiiaty 41250 096784  wn 4
iyt uiiemnedoulmsienie aly 5
y 3.8125 1.10698
Howas
Yeymnisueu 1wy ueubindu sindsuldiieane 37425  1.01428 30 6
auasdaaunazanudlaluunieuy 3.7155 0.86035 N
gnsdaeuties wavdanuuniiuly 38500  1.00000 30 1
nmsaeusaulatiinnansiFeulild wagliundete 37750  1.02323 a0 2
msaeulithauls Linsfagannuaulagiseu 37700 1.00978 N 3
Haou odunglidaiau Bowmmedulaemnien 36675 097690 11N 4
Tadlgy
whasUTENoUNSaoUmONYIIvUInEn alidniau 3.5150  0.97578 311N 5
DIUENN
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4. wansznuanMsiseuaaulatvasinfnwuminendeviganssii

MyATEINansEnunnsiseueeulal Taeltuuudians Binary Logistic regression &
Fausna (V) 1 2 ¢u fio duesugia nanenisiSeuseulavhliaseuatadialddediniy (1)
wazAUNANISISEY nanAsnsssussulauvilinanisieuanas (v2) lag Y & 2 A1 Ao Y=1 wuneda
nseuesulatiianansenurilinseunsialdiieiuty wasilinanisSeuanas wazld Y=0
wede nstseussulatliiinnansenuiassiy

NaN1IASIvdeUANFURUS ST InUsBasTurazda 1935 smAdulszans
anduiusvesdiuUsdaseieiiuaafiusdu (Pearson Correlation Coefficients) 99nA157971 3nun
AduUsavSanduiusvosnuysdassusazgiialsiiAu 0.65 muinasives Burns and Grove (1993)
Seftefuussasylifiruduiudiuaunolfiinaneiiienia Multicollinearity Saihdaudsia 11
FuUnindgmsinaesilusuudtaedadafndluddusely

M54R3 LansAndulsE A anduiusueauUsdassueanauiietng
X1 X2 X3 X4 X5 X6 X7 X8 X9 X10 | X11

* *%

X1 1 028 | .111 | -004 | .022 | .134 -045 | -039 | .048 | .025 | .079

-059 | .065 | .013 | -013 037 -098 | .055 | .051 13q™

022 | .019 034 .008 -055 | .024 | .067 | .088

* X%

111 -.050 dr7 -094 | .081 |-.029 -
181

-017 023 | 019 | .061 | .082 | .086
1 -113

*. Correlation is significant at the 0.05 level (2-tailed).

**_Correlation is significant at the 0.01 level (2-tailed).
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[

wansanelaglduuusians Binary Logistic regression Wusei

4.1 wansEnuaNNsiteusaulauduasegha

N5BATIEIRANIENUNISLSBuBaUlalmuATYgia sen1sieussulauvilinseuasil
magaTlideifintunguiiogns 400 1og19 wudn Suansenu (Y=1) $1uau 331 fe819 wazlid
NANTENU (Y=0) 31131 69 19819 lonAapuaItvianzaLveILULTa0d 0 seduAITeliu 95%
WUIA1 Chi-square 4¥1A1U 52.006 (Sig.=0.000) 3iA1 2Log likelihood 11y 315.856 A1 Cox &
Snell R Square LU 0.122 wazA1 Nagelkerke R Square Wiy 0.203 Fafietiosnia 1 wanaid
wuvINasdlAuNzan (fasn Mdsd U, 2551) 75 Hosmer and Lemeshow wuudnasy dan
Chi-square WU 4.801 (Sig=0.523) Faunnin 0.05 tufe o seAuATetiu 95% aunisanaes
Fdladafndvesuuiaesiifaunisit 1 farumnzan (faen sy, 2548)

A5199 4 LEAINaN1IVINABUNIanNRaLTsladaRnduadluuIag

B S.E. Wald df Sig. Exp(B)
X1 0.564 0.309 3.336 1 0.068 1.758
X2 -0.026 0.091 0.083 1 0.774 0.974
X3 -0.185 0.117 2.521 1 0.112 0.831
X4 -0.287 0.128 5.005 1 0.025" 0.750
X5 0.000 0.000 6.337 1 0.012" 1.000
. X6 0.851 0.384 4.926 1 0.026" 2.343
otep 1 X7 -1.032 0.373 7.649 1 0.006" 0.356
X8 0.829 0.403 4.241 1 0.039" 2.291
X9 0.000 0.000 0.423 1 0.516 1.000
X10 0.002 0.001 8.272 1 0.004" 1.002
X11 0.000 0.020 0.000 1 0.985 1.000
Constant 0.067 2.219 0.001 1 0.976 1.070
a. Variable(s) entered on step 1: X1, X2, X3, X4, X5, X6, X7, X8, X9, X10, X11

d' [ dll o I Ao a v IS
AW 3 B TEAUANUARITU 95% WuinifauUsBasy 6 fuds anunsaleuaun1snIs
nensailomanngudieg 1sasiinansenumuAs YIRS sueeulat el

In (0dd Ratio) = 0.067 — 0.287(X4) + 0.000(X5) + 0.851(X6) — 1.032(X7) +
0.829(X8) + 0.002(X10) W
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d' a 1 a 1 [~3 a % a =1 d'
Waa1saunAn Exp(B) asuiemnutaziulunisiiananssnuiuasygnavselananay
Mlpsaunsinisealdaneiuay 9l

M13799 5 UAAIN15E5UNIEANNMINEAT Exp(B) Va9 IlUTINLUUT IR NANTENUATULATEEAT

fauus Exp(B) 85u1gAMURINY

= % =~ 1Y a o = @ 1
TNV 0.75  henveunaseslisuaviiilenanaseuasiaghiidnige
AUNATEA (X4) AldAreiaduiinminlenaiiaseuaiivsiinseanliineiiuvusos

ay 25.5 ((1-0.750)*100)
Y oA % Y oA o a X o = o o
5']81@5’31]9‘]'8%@@“ 1.00 ﬂ']i']ﬂlﬂsﬁlm@L@I@‘N%@Qﬂi@Uﬂi’JL‘WNGU‘LWquim@ﬂqaﬂﬂﬁaUﬂiﬂﬂgﬂ

YIATOUATT (X5) mszAldefintuseslifintuludndnuminiy

ANILSITBY 2343 fhemuswedgadumesidnidsuarrililonaiasounsiaed

dryayed mszaldieiutunnnilemaiaseunsiarliiiniszailddne

dumesidia (X6) At 2,343 Wi

gUnsaifililums 0356 dedwvesfunaseadeuasyililoniaiinseuniiaylsifimsy

Seueaulau (X7) alddedtuiinnnniTenafinsoursineiinsyalddedutudes
ay 64.4 ((1-0.356)*100)

mslaunves 2291  &mslfuvesgunsalitlilumsiseuseulatidsuagyilileman

gunsalldlums asouasaziimszaldeifivtunnnitemariaseunsiarlifinisy

Seueaulau (X8) et 2,201 Wi

I a & & | v I a ¢ & 1 & QI ‘g o r.:l'oJ I o v

APWMEsHIAD  1.002  a1A1dumesnsafauiuTuULYin il ansegn9as il

Wau (X10) ATAUATAITINSEANMIENTUTINNNIeNaNAsaUAsIay kT NSy
ANMGIELANTY 1.002 191N

4.2 wansenuannnsiseusaulatnenanisis ey

N1TIATIARANTENUIINNTLS LB ULAUABNAN T T8 UNAUAI0E1931UIU 400 81
WU AHANTENUABNANISISBUMSOVIIANANISISBULEaT (Y=1) 31W7U 151 Aaegns wazlidinansynu
(Y=0) $1u2U 249 F10879 ioNAFEUALIAINZANTEILUUSIADY & SEFUANEDITY 95% Wud1A
Chi-square Wiy 31.359 (Sig.=0.001) uansd maideuoaulatvilinanisSeuusas (v) Tuagifusm
wUsdase (X) 9819ioe 1 61 31A1 2 Log likelihood iU 498.903 A1 Cox & Snell R Square Ay
0.075 A1 Nagelkerke R Square t¥1AU 0.103 (598az 10.3) LaA931 988 10.3 YDIANNUUITAU
annsaesungluds aunisladafndveswuusiassiauulsiuasnsoesueludaunisladannd
YBWUUTIA0H N Chi-square WU 1.648 (Sig=0.990) Fau1nn31 0.05 Wufe a seiuANITeriy
95% aummmamﬁﬂa%a@méﬁmquﬁﬁaaqﬁﬁmmmmvam "3% Hosmer and Lemeshow
WuudNaed dA1 Chi- “square wrmu 1.648 (Sig=0.990) Ta111nn31 0.05 Tufe aun1sannaeidlad
aRndveuuUsaessEunsT 2 Sanumnzay (faen NAwI Uy, 2548)
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AN5199 6 LAPINANISNAFBUNISONNBYTNAIAR NAVDILUUIIADY

Uade B S.E. Wald df Sig. Exp(B)
X1 -0.129 0.246 0.275 1 0.600 0.879
X2 0.013 0.073 0.034 1 0.854 1.013
X3 0.141 0.086 2.705 1 0.100 1.151
X4 0.293 0.101 8.378 1 0.004" 1.341
X5 0.000 0.000 1.590 1 0.207 1.000
R X6 0.397 0.349 1.294 1 0.255 1.487
otep 1 X7 0.999 0.322 9.608 1 0.002" 2.716
X8 0.201 0.196 1.047 1 0.306 1.222
X9 0.000 0.000 2471 1 0.116 1.000
X10 0.000 0.000 0.007 1 0.933 1.000
X11 -0.012 0.015 0.601 1 0.438 0.988
Constant -1.996 1.721 1.344 1 0.246 0.136
a. Variable(s) entered on step 1: X1, X2, X3, X4, X5, X6, X7, X8, X9, X10, X11.

AN 6 B FEAUAAUTBLY 95% WuITMAILUTBATE 2 FuUT @I EUANNISTUY
msnensalleniannguiiegsaziinanssnusonanIsseuaINn1sseueaulalsiail

In (0dd Ratio) = —1.996 + 0.293(X4) + 0.999(X7) .. @)

A a i ' I a = ¢ =
defiansanAimuslu Exp(B) lunisiianansenuainnisiseussulatsenanisisey
4 o § v = 1 W =~ v ¢ al = ¢
vsevilinan1sToukEas nudn duusednvesrunases (X4) wazgunsalldlunisiSeuessuladl
(X7) A1 Exp(B) Winfiu 1.341 Uag 2.716 mudiu FedlA1uinndi 1 vaneainudl g1e1dngunases
¢ =] L3 a [J =i L= | ! ! =i =]
wavgUnsalnldlunisSeussulativisursihliloniainanisiieuszugasnnnilenanuanisiseu
rlaiugas 1.341 Wi uay 2.716 Wi muddiu

anUsewa
a o ' & a P " & o €A A oA Y oA <
1. wamsIdenugunsainsiSeussuladdilvgdulnsdnwiilete dellagua da11357
[ a ¢ @ 1 [ e‘d' % d‘ dl 1 7
vosdyayauBumefidnegseduuiunane s1angunsalfldiadeiniesas 19,826.72 Al4dngy
dumesitinasfauay 625.73 UM S1uutilusnldseussulatsedua1iiade 16.79 F2lu9 @9
aonpapdiuNauITevessiyny Bunzasy wazaAne (2564) ImuingunsainldlunisiSeusaulayl
1 I~ I3 1y == a 4 v = 1 v a fa 1 [y}
drududulnsdnniledanazmouiimes (5osay 39.25) Jedsnalrinisiseussulatfinnaiuuiunany
FUAnANULTaNUENY T91N15ATEA LNAANNIAN 1998 kazdla1N15MLesan UInliasmn1usnanie
anvadunasesdlngusenaueimnunsnssu aseuasidulrgegneine vinlndUaymdnyayu
Sumasideludnseduszansawluuinnevinlidswansenuse Msissunaulall Yeaenmanany
a v X v a a ' a ¢ o Yy A P

HANTITBVDIUAYLTES U karUseniu Julla (2565) InuinisiseuesuladvilvigiSeumilosdn
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waziovihefunisdeu iesfesiimaFeuvavenariinin wmelu vilideaisuuuiuluusiasu
sliviosduasdomieronisdou wasnsaduty  wiSeuilidoassuia Onsite On air uag
On hand davilsdinmstuanntu fesudune anuiuarisnisdeulnl dansdandna Huns
Anvinueznsufcitesas deadedlddiodiy  vmanunseiedodu vemiuiuiinvey wagilaan
fnadenanisiBou wilesd LagnanszuvesunasesiinisylunmstiemasnmsFouivoynsvaiu
Fiudu dealdidiediuiu dfeamanudfuiuiieliannsodiomieduaiunmaiouivesynsaiy
Snieueadenauazidelenalunisuszneuendn uavaideves Cathy Mae Toquero (2020)
WU31 N13UNITEUIAYES COVID-19 denansenudeanitunsAnuisziuge ldifsaudidesgdu
Useinaduiiinlada uddslanitunisfinunsedugadu « favaa 188 Uszina lnslanignisdaua
nsgnuRenIRLLTInUsER U WU mtegunsaimaifeu msdaassnailunisGeutasrhautiy
ogluszaumnniian (X = 2.29, 5.0.=1.05) sesasndssalyinsiiufauius fuilounazenasdiaou
anas mslalldldneumamvarenansdaou vansAndeiuiiiou (X = 2.15, 5.0.=0.95)

2. HANITIATIARANTENUAWATEERIIINNIT e ueBUlatiasouATlinseAldany
ity 91nnguiaeene 400 a8 wudn Sransenu (Y=1) S1uau 331 §0en9 (82.75%) uarlld
NANTENU (Y=0) 394U 69 F0E13 (17.25%) ImaLaww{]a%’ammL%W@ﬁé’ﬁujzyﬂmﬁul,wa%l,ﬁmLﬁuﬁuas

£
=

lflematinsouaiasdnszalddeiutuninnilloniafinsevatinglifinsgaldineiniu
2.343 wih mslduvienisdegunsainisdeuseulatlmidmadenlddis maseuseulanaieiu
aszasaunia vlaseuasdaildinefiutu dwaliiGuesuresnsounsianas Tadumgua
atfuayunaniTinziuuuitasdadaindinuin derdnvesiunasesuasussiinlilentad
aseuniazliifinszaldefuiuiinnnitlenaiinseuniiasdnnszaldinodiuiuiosas 64.4
((1-0.356)*100) Feaenndosiunaifovesding Sunaus (2563) finuinisFeusouladilinseunts
Shdnwilasarlddnaiiatulussduann (dnade 4.0300) 913138 aeud g in1susuninga
vl Foudovinuiawiiudeieaiouuinty mseialdiiodiuiu waediaanades
furssamey assanlsat (2564) inuin nsszuiavedlain-19 dnaliuming desudunsdo
Wasuguuunsdsunmaidusuuuuesulatinnniu iliinAnwidadulavzasnisdnfansing
nouNsEUILIN wazldsunny uazandnlunseuasivestindnuiosay 70 faudrsuvidediseld
anas Usgnaufuainannzasughafisnns funasesfeauuniuailians aenln Adumedidn
guUnsal TnglannzuiividniinaneidugunsaldndulumsiFou vasiisty dunzase uazams
(2564) ndunuinnisieuseulat viensiFeuriuiitansnsaandlddold TnedniFeusounisd
Altreieaiudumesidnuazaninlnuiulndegudn nsBouseuladlillfilidsdlddedi
uindutisanalddnely  nmsdunsluFeuilsaiou

3. Nan1FATIINaNsEIVIINMSSeuseulalsenanisisauainnguiegvdulngiiu
11 msFeuseulavluilidsnasinlinanisifoundas (v=0) $1uru 249 fregna (62.25%) Mituind
WANsENy (Y=0) $1uu 151 fetna (37.755%) Wenensreiladenudt Jadverdnwesfnases (x4)
wazgunsalildlunisiFouseulall (x7) ilinanisiSouudasviniu 1.341 i1 way 2.716 i
AUAIFU FaaenndesfunaniIsAnuirenTsansd assalsal (2564) AnuiinisiFounisasy
soulavldadimansenuiuavsenanisouvesinAnwiegfieddny Tnevinliinsnniouas
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Suussuredunianasedeiiiodidny wagyilidn@nwineusiedvn wavszae  n15dse
Msfnw dawarenisiiauuazaumanTvesmataus v liin@nwaulafiazyieusnis
iuduegndituddy

a. JymuazguassansiFoussulaiinuit ensdasutiosas danumniduld (X =
3.8500) M3asvesulatiianansiFeuliliuazlsiindetio (X = 3.7750) msi3ousoulathvinloiliiin
N5UFTAT (X = 4.1125) aenadesfuiuuidevedinet 11ly uazamy (2563) Anuii
padUsznouvaInsdanInseuntsauiuueaulal Tiun daeu §iFou e Fomateus nssvauns
FamsBoui szuunsindedeans szuuiietnewaliladansauma warmsinuaznsUsziiiung v
nsdamsiSeuntsaeuwuveeulaifudiuddyiiasiildnisiseunisaeutiuiinUssansnm 3
psAUsEnaUfInadTueesBiazdeseonuuulriiamnuaenadesiuaniunisalais limsdan
FBsBeunsaeusUuuuiiuuimslnguses wmuaa Bnsisounsaeuliiusenisiasuuas
fufintu faoumsdonliitnisdanisBeuduvunaumany Wolvi3ouannsofiniinus foRsu
Heou msammsLiaumﬁaamwuaaulawmLasafl,‘wwLiaummsaumuswwgauwuﬁﬂumaauLLav
dousdudeulufanssuimannvens Teofersanainaeasden Wonin uas HARNSN19138U3
loun nMsusngudnaue n153niniatendd nsiauny MITINeAUTERaAIRNAAIIY SN0 faU
Ao aguunisew s

MnuamIdsldasiouliiunansenuvesnaousoulaufiiedutulindnyluyndu
Gunelil adunedidn Agunsal ffunasesusznevemavnsnssudesiunisyaldinefiaiy
tinfnwitliannsodamgunsaineniumesdedliinsdmitofio Gunaededlifindes wihaeidn 61u
dladuazionanslidaau llannsavhenuiidesfianiou Suesuiuneslidangznsddaves
a3y MlvnsdewvesinAnwifnanalivindfesdu vildsgdnsam nsSeuiianas vned
eAvEnUJialianansadnnisiseunisasula sinliaunmnisiseusuagUsraunisalanas faeu
dulngiudrnliimeny vielasnuanniu thanudesinuduniiseaues vldinay
wilapdn anuiaTen mnunafu wntu Sufeiausegdla uasdddennidleuuazeraisddaon
TnsawieiinAnunlnddudi 1 wae 2 dosgaydelonialunisidrsiufanssuuminends via
Uszaunisain1sli@ialudaumine de fliereiiddaumeunuld fanumdondwaslontadds
szuumsfnwiiiinuain lusnsfidnAnwdnnaeaufifunasessinau Lifduiersufinmesvie
gunsalieifeuseulansldinmeasusiannney varsAanisinadnianisuazandiumisany v1g
asouatIgnianie lifloulsed siliiinAnwingaosnansruumsfinuianniy
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ABSTRACT

The purposes of this research aim to 1. Study the behavior of tourists who come to
travel in the cultural attractions of Khlong San District Bangkok 2.Comparison of perceptions
about SMART TOURISM of tourists who come to travel to cultural tourism in Khlong San area.
Bangkok. The research was focused on quantitative method. Questionnaire was used as a data
collection tool using a random sampling method from the sample population of Thai tourists
traveling in the Khlong San area Bangkok, 400 peoples. Data were analyzed using percentage,
mean, standard deviation, t-Test, F-Test (ANOVAs). Research results found that 1. Most tourists
are female, average age 20-40 years old, single, studying at a bachelor's degree. Being a
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student/student Have an average monthly income of 10,000 - 20,000 Baht 2. The travel format
will be a sightseeing trip on Saturday - Sunday. Traveling together as a group of friends. Travel
during the afternoon (1:00 p.m. - 4:00 p.m.) by using a private car. And most payments during
travel are made through the application system and QR Code. 3. Perception about SMART
TOURISM of Thai tourists Overall, it was at a high level. When considering each side, it was
found that Smart transportation Most Recognized followed by smart living and smart economy.
4. The comparative analysis of the perceptions of smart tourism among Thai tourists indicates
differences in awareness of smart tourism in the cultural tourist areas of Khlong San district,

Bangkok, based on the varying occupations of the tourists.
Keywords: Tourist Behavior, Perception of Thai Tourists, Smart Tourism
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ABSTRACT
This study identifies the key factors that influence a firm's choice between the cost
method and the fair value method for the valuation of investment properties. The research utilizes
panel data from 13 real estate and construction companies listed on Thailand's SET100 index over
a five-year period (2019-2023). A binary logistic regression model was employed to analyze the

relationship between specific firm characteristics and the selected valuation approach. The analysis
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found five factors to be statistically significant (p < 0.05) determinants of the valuation method
choice: company size, institutional ownership, profitability, family ownership, and growth. The
logistic regression model demonstrated high predictive accuracy in classifying the firms' choices.
The findings indicate that the decision to adopt either the cost or fair value method is not random
but is systematically associated with distinct corporate attributes related to size, ownership
structure, and financial performance. This suggests that accounting policy for investment properties

is a strategic choice influenced by a firm's specific context and characteristics.

Keywords: Investment Property, Valuation Method, Cost Method, Fair Value Method,
Binary Logistic Regression, Stock Exchange of Thailand (SET)
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Tuszduifadrdnyd 0.05 uazanadowmune (+ , -) nifiavdulszandanduiusveniianiaves
mnuduius ndmniud eimessissiunnuduiusvessauys Tnefinnsananandudseans
avduius mnflAnnnda 0.80 wansinfulsdasyazidamssnineuysfidnnuduiusiuedy
sysUgs (Multicollinearity) (eluvie a3anfly, 2557)
Funeuil 3 msdasizinisanassladadnuuuluund (Binary Logistic Regression
Analysis) lumsmiszfuauduiussninsiulsdassudazdafiddelonta faziiavnnisallile
UsssnaAvievinemgnssifiadla (audsnm) Tesdiavielifamemaniduludadauvitla neld
Svsnavesiatlede (Fuusdasy) Jadudsmudendufuusuuuniuig (Dichotormous Variable)
nanfe wseenidu 2 ngudes léun nguiusngmnnsaifauls Sandu 1 (v = 1) funguiilivsing
mamszﬁﬁaﬂf\] fawdu 0 (v = 0) Inwaglden odds fe é’mmdamwdw‘lamaﬁ%tﬁmmmiai ply) iU
Tomaftaglaiiimmnnisal 1 - ply) 9¢l# Log of odds (YT NMYALURS, 2561) Uanwuaun1sannesla
%aaﬂLLUUIU‘LH%I‘HEU?I&JmﬁL%QL’gumﬂJLLU’Jﬁ@mﬁ’a‘ﬁJEJmaJLLUUGSWaENSUG\‘i (Wahyuni E. T. et al,, 2019) Tu
msnAFeUALRgIuNTITe AR

In (:pr, =) = Bo + BLLEV; + foLNTA; + B3INSTOWN; + B4 BUSS; + fsPROFIT,
+ BeFAMOWN; + B,GROWTH, + ¢;

HaN1339Y

1) MynseideyaaiAdanssan (Descriptive Statistics) Usznausneg Awngm Agean
Auade Ardesay wagAdsauunass Sadumslesgiiieliduionmnsesdnunsilues
foya uansdoyalddad
A3 1 SnnuuazosazveImsdeninyaredmniumindiilensamu Yeyasemindlamnad 1
U e 2562 e lnsanadl 4 T wa. 2566 1w 260 Foya

nsideniayariedwnsunineiianisasmu (P_HC) 319U Souaz
WuaAeFsIIU (Fair Value Method) 40 15.40
850U (Cost Method) 220 84.60
U 260 100.0
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=

N5 1 nunngusregwnldlunsfinwdulvg Wenisnisinyaredwnsuming
nMsasuiieissemu Anluiesay 84.60 wardenIsmyinyaredmsumsndiion15amuieis
yarnefsssu Andudesay 15.40

M50 2 : HaMTIRTadaganssuvesiulsBaseildlunsfny Jeyasenindlasuna
71U w.a. 2562 89 lnsunan 4 U wa. 2566 3uu 260 Toyadisil

o o s Do daudsauy
MUIUTBYA Agn GG ARAY
UINTFIU
(N) (Min) (Max) (Mean) =
(S.D.)
Aauusany
P HC 260 0.00 1.00 0.85 0.36
ALUSDETY
LEV 260 0.29 0.74 0.57 0.10
LNTA 260 16.98 26.36 20.23 3.17
INSTOWN 260 3.38 46.61 17.61 10.93
PROFIT 260 -0.03 0.17 0.02 0.03
FAMOWN 260 0.00 1.00 0.69 0.46
GROWTH 260 -15.55 a7.78 8.28 10.34

NPT 2 HAMTIATEIARAT TN ST 260 Foya wandliifiudaii vosiuys
muitllunisiinu fie msdeniayaredmBunindiiiensamusieissamu Taedwinan (Min)
widuFeraz 0.00 Angean (Max) wirfudesas 1.00 Aads (Mean) wihiusevas 0.85 uazduidoauy
11M337U (S.D.) whiuSeway 0.36 AradRvesiuUsdasy laun avwanansalunslddunsndviseiunu
yoaiams Tnefidnsngn (Min) winfudesas 0.29 Ageanwiniu (Max) wihiuewas 0.74 Aads (Mean)
winfudesay 057 daudsauuinmsgiu (S.D.) winfufesas 0.10 wuinvesTtmiladign (Min) windu
Yovay 16.98 Agsanuintu (Max) wirduievas 2636 Aade (Mean) wirfudesay 20.23 drudsauy
1S (S.D) wihiudesas 3.17 anmdudwesiuluuismiifelaetnamuantuiididian (Min)
winffu¥esas 3.38 Agaganiniu (Max) wiriudesas 46.61 Aade (Mean) wiriudesas 17.61 du
\Weawuinnsgiu (5.0 widufesas 10.93 Ussinvuesgsiadiasngn (Min) wihiudesay 0.00 Angegn
Wiy (Max) winfufesas 1.00 Aade (Mean) wihifu¥esay 0.69 drundeauuinnsgu (S.D.) wiiy
Yovaz 0.46 arwannsnlunisvindils fiedgn (Min) winfudesas -0.03 Angagaminiy (Max) iy
Yoway 0.17 Aads (Mean) wihifu¥esay 0.02 drudsauuinnsgiu (S.D.) wirdudesas 0.03 andnlu
AseuATIMUANgIAalaeTovud g vesUTEniladian (Min) wiiufesay 0.00 Angeaawiniu (Max)
winffu¥esas 1.00 Aade (Mean) wiriudesas 0.69 dnideauuinnsgiu (S.0) wirdudesas 046
dammaiulnvesgsiadiandingn (Min) wiriudesas -15.55 Angeaniindu (Max) witiudesas 47.78
Auade (Mean) wihifu¥esas 8.28 drudsauunasgiu (S.D) wihiudosay 1034
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2) MTIATILERRLTI0UIU (Inferential Statistics) agulesiail
A5 3 : HANINAFDUINANUANTUS TeI NI TDasziazilUsmume Chi-Square Test

ﬂaﬁaﬁdewadamsﬁani’myjam ANEnR
aé’wﬁum%’wégﬁamiﬁmu (P_HO) Chi-Square Sig
LEV 97.363 0.000
LNTA 226.712° 0.012
INSTOWN 260.000" 0.000
BUSS 8.207 0.004
PROFIT 26.147" 0.025
FAMOWN 8.207 0.004
GROWTH 236.955 0.649

* Pauduius el seAutisdAgynisedian 0.05

MNAS187 3 MIvAERUMNALTUS SEMI IS ILUsINAAEfUUsBasE AR la-auas(Chi-
Square Test) Wuin fuUsdasziislauduiudaenisideniayadedomniumingiiionisamu lHun
LEV, LNTA, INSTOWN, BUSS, PROFIT wag FAMOWN lagiiA1 Pearson Chi-Square Ua8ni15z#u
Yodfyyaadan 0.05 uandifiuintadesananimuduiusfunsdeninyamedmiumsndiiio

'
aaa

MIAMUMEITINANULALFINUT GROWTH HA1 Pearson Chi-Square snnninseutidAgynieadng
0.05 fenliienuduiusiunsideninyaredmSumsndivenisanu

AN5199 4 : HANITIATIENANFUUSE AV ANAUNUS VRIS AT LAz IwU TN

fiawds | P_HC LEV LNTA | INSTOWN | BUSS | PROFIT | FAMOWN | GROWTH
P HC 1

LEV -0.260" 1

LNTA -0.275" | 0.062 1

INSTOWN| 0.204~ | -0.243" | -0.091 1

BUSS 0.178" 0.067 | 0.120 0.025 1

PROFIT 0.1787 | -0.440" | 0.467" | 0.106 0.033 1

FAMOWN| 0.178" | -0.084 | 0.152° | -0.401" | 0.278" | 0.093 1

GROWTH| 0.154" 0.136° | -0.073 | -0.290" | 0.160° | 0.012 0.156 1

T
aaa

* Jauduius o szautlsdiAyneadan 0.01 = 99%

aada

* PAUFUINUS ol SeAutadANISanaAn 0.05 = 95%
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NN 4 namTIRTsRaduUsEavsanduiusvosiulsdassuazfaulsny wudn laid
AndusyavsanduusseminesulssassuaziuUsmuiifiannnii 0.80 dolgin flenadesunni
LUUSaewesIuiTed ezl Y szninaiaud siiflaanuduius fues (Multicollinearity) Tasan
duusvavisavduiusserineiuUsifiannniian Ao Arduussavsavduiussenineiauds PROFIT fu
LNTA Tnetraduiuslu@eunn Aty 0.467 uasandussansavduiussswineiaulsisiandos
fian TnofaudiusiBsuan Ae sewineiauds GROWTH fu PROFIT fldwinfiu 0.012

aeit 5 ¢ msvaaeuarudululy (Likelihood Value) TumsSnanuwinzauvas Logistic Model
Model Summary

Step -2 Log likelihood Cox & Snell R Square Nagelkerke R Square
1 107.001° 361 626

2nm319dt 5 Junismeaeuaemdululy Tasfian Cox & Snell R? (RZg) winifu 0.361
yaneenadn fulsvhets 7 6 aunsnesunelemaiasiiamnnisaifiala (y = 1) wihiuSesas
36.10 nd12fe Logistic Model danunsaviiuneloma fitansasdeninyariodamiuningiiiants
awmuieisnamu Id¥osay 36.10 uaze Nagelkerke R? (R%) vi3ai3onin Pseudo R? ifuenii
vendndnufiannsnesuemuuUsUTuvesuUsna neslwintu 0.625 mneamn fudsiung
4 7 ¢ ansnsnesunelenafifansazideninyamedaniimindifiensamudieisamu Wosay
62.60

M50 6 : KARAN TN NI NADIVDIANNTIANBELATERN
Classification Table®

Predicted
BnsiFenInyasn
Observed anSuniwdiNentsasmu sru¥esay
WyargRsTIU 3B5Au

'3%mil,§aﬂ'3’m§am TBAAYATITY 25 15 62.50
DAV IUNTNG —

Lﬁamiamu IBINANUY 7 213 96.80
Overall Percentage 91.50

a. The cut value is .500

i 6 nuindeyadiiunldlunaneinsaiwauiomn 260 deya Tnefiuisniidenld
FByargfssn (Y = 0) $1uu 40 Feya evimsnensallagisnmsanneelaiadnudanuin Ins
wennsaiiamata 1w 15 Yeya e wensaignies 62.50% vairiideyavesdtmidenliit Ay
(Y = 1) $1uau 220 Foya Wevhnsnensallagisnisannesladafinuds wuin dnswennsaliianain
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WU 7 918M3 A nensalgnaes 96.80% fatuaagulain aunsanunsanennsallunmsulagneies
91.50% wagnswensallaignaas [(7+15)/(40+220) x 100] Wi 8.46%

M15190 7 : e eadagieyanu Inglinsginisannesladafnuuuluu’

Variables in the Equation

B S.E. Wald df Sig. Exp(B) 1/Exp(B)

Step 17 |LEV 5.458 4.509 1.465 1 0.226 234.588 0.004
LNTA -0.570 | 0.106 | 28.754 1 0.000** 0.566 1.767
INSTOWN 0.431 0.101 | 18.183 1 0.000** 1.539 0.655
BUSS 0.242 0.596 0.165 1 0.684 1.274 0.784
PROFIT 58.631 | 17.770 | 10.886 1 0.001** 2.904 0.345
FAMOWN 5.428 1.189 | 20.829 1 0.000** | 227.793 0.004
GROWTH 0.075 0.030 6.320 1 0.012** 1.078 0.928
Constant -0.519 | 3.825 0.018 1 0.892 0.595 1.681

Nagelkerke R Square (Pseudo Rz) 0.626

N 260

a. Variable(s) entered on step 1 : LEV, LNTA, INSTOWN, BUSS, PROFIT, FAMOWN, GROWTH.
N : S1uIudeyariaun

M58 7 il BaseidssaienaideninyaredamIuningiiiennsamuseds
1 egiifuddyneadatiseu 0.05 agUlddad

1) Yu1AYeIUFE (LNTA) fAnduuszans (B) wirdu -0.570 fidranadesdusing (Odds
Ratio) Wity 0.566 ManeAIIA mnaueesuISAutunilming Tonadifanis asideninyad
odsnFunindiiion1sasmuseissamuazanaayiniu 43.40% [(1 - 0.566) x 100%] uawilleniadi
viEwiiliuelugasdonnyaredaiuningdiionisasmuiie3syadiAsssuiistu 76.70%
[(1.767 - 1) x 100%]

2) muduiwesiuluuisniidelnetnasmuanitu (INSTOWN) Sndulszas (8) wirdu
0.431 fiAnAndesdusing (Odds Ratio) flAwinfu 1.539 Wi weneamimnanndudvesiuly
Uitniidelastnamuaniudutuniomnie Temafiandentayarodmrsunindifionisamudes
SAUAssTuntY 1,539 wh uasilentafitinamuanituasidenTnyarodaniimingfions
aYUAILTTYAAEATTINAAAT 30% [(1 - 0.650) x 100%)]

3) enwamnsalunsindils (PROFIT) finduusydvs (8) wintu 58.631 firnanuidedusing
(Odds Ratio) wiffu 2.904 i aneaudn ieanuanusalunisirilafisdunilmmie lenai
Aansandeninyariodavmiuving fiomsasmuie it namuaniufusiniu 2904 wh uaeileniad
widonnyaredmiumindifienisasuiieiSyaryfsssuanas 65.50% [(1 - 0.345) x 100%]
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1) audnluaseuatinuaugsialasievudiulngvesuisn (FAMOWN) fidnduuszavs (8)
wihiy 5.428 TiAnensdesdiig (Odds Ratio) Wiy 227.793 wih neanain Weandnluaseuns)
musugshalasiovudnlvnjvesuisnidutunienie lemafitanisandentnyarodaniumng
domsasmuineisnauasfisfuviniy 227.793 wh useillenafiesdonnyadedmniunindiite
MIAUAIEISYaAIERATITIAARY 99.56% [(1 - 0.004) x 100%)]

5) Sarmaiiulnvesgsia (GROWTH) fienduuszans (8) wirfu 0.075 firamudedusivg
(Odds Ratio) Wiy 1.078 i1 sneaadn dedmmmasiydulsvesgsiafiutunionie Ten1ad
Aansadentayarodiuming fomsasmuieisnamuaniuiusiiu 1078 wh uaeileniad
widoniayamednnsumindiilonsamuseisyaryfsssuanas 7.20% [(1 - 0.928) x 100%]

MnendisEan (8) wihmuusiunedidwald wui Sfuusiuneg 5 dflaunsoneinsal
msideninyaredmnsunindiiienisasuesslifddnmeatinn 0.05 Useneudneg vuaesuIem
(LNTA), mmL{"Juﬁwaaﬁﬂuﬁﬁmﬁ5@Imaﬁﬂamuamﬁ’u (INSTOWN), A3nuanunsalunisiinals
(PROFIT), an@inlumseuaiimiuaugsnalasdeviudnlugvesusen (FAMOWN) wazdnsinisiiulaves
53713 (GROWTH) lnefie Pseudo R? ifudniluendadiu fianunsnesuisrmuuususiuresiausna
Loy 62.60% waganunsanensalaugnasvedlimalun nsidlagneas 91.50% Faawnsaiden
namsiinnzinsanaesladannduaunslumsmeinsaitedeidmadomsidoniayaedmiuming
domsasuldeed

In (: }ch) = 0519 + -0.570(LNTA;) + 0.431(INSTOWN,) +58.631(PROFIT))
+5.428(FAMOWN;) +0.075(GROWTH,) + €;

aAUTIENa

NAINMSANY aunsaeiusenansiTenaauuRgiumsiTelarai

nanTTziuATe TR funuasalumsldauningvieduyuvesians (LEV)
mnududwosfuluuidniidelasinasmuanidu (INSTOWN) avwanansalunisvirdils (PROFIT)
uazdnsmsasyiule (GROWTH) idhulladeiidsnasrionisideniayaredamiumsndifionsasusie
BaAmu Feaenadestuluuiiassiuluunuideres Wahyuni E. T. et al. (2019) udiliAgafuruin
YBIUTEN (LNTA) hagUseinnuesgsna (BUSS) aonadednui1uidevad Ross L. Watts & Jerold L.
Zimmerman (1990) wu1 viEmduuiliufienden3snsnedadfuvansaufuauavesudsn o
viSniitulnaviedunltufiasimafuturesaraunindluiigtuinasienldiins inyad
odam3unindifiensamusieiSyarigfsssy eavviouyarinainfiuiaisvessimaunindly
Jagtunnninssmifvunadniinazidenldismsinyaredmiumindiiiensamuseissamu
iloanAnufiuiuYesuNsiuLagaududeulunisuszifiugan uag (Lin Y.C. & Peasnell KV,
2000; Quagli A. & Avallone F., 2010) PUIN U%ﬁ’wﬁLﬁaﬂmsammmaw'%ﬁwLﬁaammsgﬂmfmaau
NnhsnuiAuguatazmhsnuiiisades lasudsvvanidesnsliidyargisssu eldeanis
nenuilsienenuilinanmsussdiugadlmiiiAnannsinmueduninduaziioanniszain
M35z B7iRaNsHosun3U Aria M. F. & Sylvia S. V. (2019) wuin lemaresunniuseniifiszsu
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a

Junu (Junueesianisilauinainnisgou) lussdugs

q

ANAINTOLUNITLTAUNSNE NI DL

o o

widonldisyarefsssy unstuiinUa® Jeusenasidenldissamulunistuiindaduinniiuas
namFAdeLiandy fmudnin Wisnlugaamnssuedmdumindiuunliulunsidenisyargisssm
antioras iesnnifiofosmsdssnssnandflenaifiutusuionninyadefssauiidutuainns
Aanghdnnuiaziesazvesnsideninyarodmniuming wenisawmu wuil nguiegeildly
nsnwdlngdenidnsinyaredmiuning Wiensamuseitsamu Anduiesas 84.60
uazdiunaiemidenisnmsteyarodmniumindiion1sasusneiyadgdsssy Anidudesay 1540
LATIUIAYBIUTENTAFsER 26.36 TARALIIAY 20.23 91NATIATIE Sedanaldiingugsia
odansumindiiensasplunaemdnninguwisszmelng fanutasduividvasdenldisaem
nuunni Lesnnuitnawaluguisuisenaidenainulaiesnmuessu nsiiuNINAiIAY
furnuresiilsviovayuiliinanmsussidiuyadinain wasUssinnyesgsiavesuimiiuseneugsna
odamFunind Jundniiuunliifiazidonitnsiayaredmiunindifien1samusieissaimy
unniienildlduszneugsfvedundumindidundn auauidoues Farahmita A & Siregar
Veronica S. (2014) Tnesyyinudemiiaamzifoulunaramdnnindludsemadulaiide Tugisln.a.
2561-2562 wznmuammsﬂumssﬁﬁgmﬁimwﬁﬂLgaqﬂﬂilsﬁmaﬁﬁaaﬁiim %amamﬁmwﬁaamé’m
fusuddeves Mohd H. K. et al. (2020) fihnsAinsananiedesiugadedamiuming wilens
asuvesUiTniivanzifevululsunauiialde %ﬂmﬁiwmnuuamﬁyﬁmqmﬁiiﬂumimgam
odamsumindiiienisamu eilunsuidenanityanigissui mnufadesiuyadiuas v1a
ATenaNIITIAmuiiauindesiuyadminnit w1 visnisamzdeulunaiandnning
unade $1ru 108 U Tudisdn.a. 2561-2562 edaniam3ndiiienisamuilmuieadestugad
Tngliddeinfanisazidentayaridaeifuanigfisssunioissnaiyu uenand
Famudnididenmuesdunindfiliitnamuuazilsienauannmsingayfssss wiorils
avdimnuiendeatuyad Juandliifiuiinemuiirnuierdestunsinyadedmumindiile
mMsasuuazmAdeidideyaddniiliulsslovidegimunmansgi mstydiferiunansenures
madenisyadgfssauuaritaamusieyamdiuuimaauazmsdnmivinlfifiuimsideneund
flutsswmnadetlifuiodmiumindienisamu (nevtly) bifinnufedostuyad uli
odemFumindiilensamuesuitmedmiuming axdanuAsdosiuyaiing
Fodunufudunnuideluadsd Ao nsiiRenisasidenulouiemstyTlunisiagan
odiuvindiionsasuieiteurieByadyfssaiu ftadeiidmualunsdenulounenis
Ungalun1sinyadn fie aunavesusem (LNTA) lnvdwaluilisaudelssau lunenduiudmalui
van AesyaAgfsssn uandlifiuinuivniivunlngviefuualiy fesinisfuduvosyan
dunsweludagty fhazidonldiBmsinyadedmiumindifienisamusmeisyargfisssu 1nnii
U%ﬁwﬁﬁﬁummLﬁﬂ%qﬁmvL?iaﬂiéiﬁ%'msi’muaﬂ'waé’wﬁm%’wshﬁamsamuéha%%‘mmmu \floannn
3J’1(§I’§'§’IUﬂ’l’§U€U‘UQUU1/] 40 Tulagulaiiulvanisldyargisssu (Fair Value) lunisinyarduning
uagviiay iszyargisTsuaslidoyafifedestunsdndulavesldsunsiuinnndnmslditea
MUY (Historical Cost) ag1alsnif mﬂms:}Lﬁmzvﬁ].,,mulm1ﬂqumamwiiﬂumsﬂﬂmuiamaw
USEnunlugaziaentdissnnuuinnig dlosmnuisnunelnguiawisenadenauaiiosnin
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J a

YORUMITUNINNTIAINNUNILTRIN AUl UEUNSHENTY A UGB uLUaIIEaA 1NERAALAZLE

Y

anauduteulunisussiiuyaduazanududvewilluuidniidelnednamuaniiu (INSTOWN)
AuaIn1salunisyininls (PROFIT) aunnluaseunsiaiuaugsnalasfeudiulngveausey
(FAMOWN) 8951713t ulnvaegsne (GROWTH) lngdanalulfieauindeissamu wazdmalu 1ause
Pyargdssu wandiiiiuin dnawuanduilenaizdeninyamedmniamindiionisamusie
Freyuinnnivisyargisssu esninamuantuinlianuddyiuanusiuamimstuuas
Fosmsanauides deaenndesiumsingaiedmiiumindsneiSaamu Afunsinuyadiniy
Fuyuiiistuass Seasvhlimnsnumansfuiimiuados Sainamuanisuiesiniutate fvaeld
Uinligugmatuitifuasardauindefionndu Tnedansiiienuansalunsyiiilsfigeing
MIUIMIIANIAIUUeg iU AMNNsInYad1ed Ui nga eI sAmudielinanisaunse
muAuuasAnmuiurunsamuludunindldesusiugh Feazdininussiuilsitunuaz ey
maiiuduyuilisndusuduadidnamuandunasidevudwlnglimnuddy Wefansiyaaa
wioasauasIludionudiulng nsdndulamsgsiainasdululuiianeysndien Tnewiunnssnw
anusiunauaznsiulaluszezen Ssasdflafanusiunsesyadiduninduazananuidesainnis
Uszifluyarsusanaiienadirudusiuainmsliyargsssuuarludansifisnsnaidulags ns
Tagamedunsuningmiedssamu ansatisliusenuimsdanisdunindlaegrelivssdniam
Tnglsidesilamnnsusziiuyarmainfionadsuulasegasanss mssnuiyarmindaunudumy
Pelidsnamsaiulnegisiunuazamnsalidunindlunsveeianislé lnelidesinaFesnim
fusnuesnampaindniadiaseuiinmaudmsianisiusdanasiiafiosnm vildisinamuanity
wazdffovudnlvgy Suinduyeranionsouata dmnudulaluuisnnniu Wesigaumaniaiud
Amnsefiosuazanansanianisalldine dnaswusinazatuayunsiivlpvesisniiunmsiinnisievu
vidpaauiiniAndeasdisiaiuaiauudunimnsduliiuiansidesmafulnegsiuasly
SECge

Jalauauue
1. daiauanuzdmiumsiinanisidelulyd

1.1 mnmsnmadsl wu madenlduleuisnisty@lumsiayadedammiuning.ie
msasu MeldnasgrumstiyBatiudl 40 U3uUss 2566) Fee edamFumindiionisamu THaded
fvusliRamsdenliuleuemstyTlunisiayaredmiuninditenisasmuanidssiamu (Cost
Method) kA urmuesuiem (LNTA) Tngdsraludeau wagaududwosiuluuidniidelnstn
aeuan1du (INSTOWN) aua1unsatunisviidils (PROFIT) aundnlunseuaiiniuaugsialagie
udulvgvesuTen (FAMOWN) §nsinsiiulauesgsna (GROWTH) lagdenaluigauinuaglunig
ndufumnAanisideninyanodanTumindilonisawuseisyangfsssy (Fair Value Method)
awildvunavesusindmaludanuariadodu q srdmwaludsay fok Lﬁ'aﬁiﬁmiﬂﬁﬁamqﬁm%
lunsideninyarmedtyargfisssurselnsinvu dusmsmisidnasiidalunsidenlduleutenis
UyTegsouns seifasyismaslimnzauiuguuuuvesgsna (Business Model) iielnnssesu
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a o 4 a4 vy = al' 1% | v a a a v a v
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ABSTRACT

This study analyzes the economic value of the Naga Flag Festival in Bueng Kan Province,
Thailand, through the lens of the creative economy, contextualizing it within the cultural beliefs
of local communities. A mixed-methods approach was employed, utilizing questionnaires and in-
depth interviews to survey 469 festival attendees, organizers, and local entrepreneurs. The
economic viability of the festival was assessed using Cost-Benefit Analysis (CBA). The findings
indicate the festival is a significant economic driver, generating a total benefit of 1,161,479.42 THB.
The CBA confirmed its economic feasibility, yielding a positive Net Present Value (NPV) of
161,479.42 THB, a Benefit- Cost Ratio (B/C Ratio) of 1.16, and an Internal Rate of Return (IRR) of
16.15%. Beyond its economic viability, the festival successfully fosters community participation
and promotes the conservation of local cultural heritage. This research provides a practical model
for developing cultural events sustainably within the creative economy framework and can guide
public and private agencies in shaping tourism and cultural heritage policies to enhance the

festival's prominence.
Keywords: Creative Economy, Naga Flag Festival, Cost-Benefit Analysis, Cultural Capital
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Economy) lésunseauduindunalnddglunsiindnauausalunisudaduveaussmnenig o
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4. Mynszidaya
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NAN1599Y
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(um) FUU (578) (um)
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ABSTRACT

This research aims 1) to study the importance of digital marketing, service quality,
integrated management, and tourist satisfaction with cruise services; 2) to confirm the causal
influence model of digital marketing, service quality, and integrated management on tourist
satisfaction consistent with empirical data; and 3) to study the causal influence model of
digital marketing, service quality, and integrated management on tourist satisfaction for cruise
services in the Indonesia-Malaysia-Thailand Growth Triangle. This is quantitative research on a
sample group of tourists who use cruise services in the trilateral economic zone, totaling 480
cases. Data was analyzed using descriptive statistics to determine the percentage, mean, and
standard deviation, and inferential statistics were analyzed using SEM. The research results
found that all factors were rated at the highest importance level, with service quality being
the most important, followed by digital marketing and integrated management. Tourist
satisfaction was rated at a high level. The model is consistent with empirical data with
a chi-square=80.84, df=69, p-value=0.1559, RMSEA=0.027, RMR=0.015, NFI=0.98, NNFI=0.99,
GFI=0.98, and AGFI=0.95. All index values meet the criteria for consideration. The structural
equation analysis found that the causal influences of digital marketing, service quality, and
integrated management on satisfaction were consistent with empirical data at a statistical
significance level of 0.05. Digital marketing, service quality, and integrated management factors
collectively explained 11% of the variance in satisfaction. Digital marketing had a direct positive
influence on service quality and integrated management. Integrated management had a direct
positive influence on satisfaction, but service quality directly negatively influenced it. Digital
marketing had no direct influence but an indirect influence through service quality and

integrated management on customer satisfaction at a significant level of 0.05.

Keywords: Digital marketing, Integrated management, Tourist satisfaction, Cruise tourism,

Indonesia-Malaysia-Thailand Growth Triangle

uni
gfavieafisnFedsgluvaasvgisaudeduladide -unaido-1ne (indonesia-
Malaysia-Thailand Growth Triangle; IMT-GT) lﬁﬂmm“ﬂuﬂalﬂ%Lﬂﬁ@UmeﬁaLLa nsvieuiien
wmﬂmﬁuaaﬂmmﬂLamamvauaamamim glafumsdaaiuanmaigiiulasimsifanilasming
flugiu maadumemen it iz nsmanssrszenaiiesnseduauansaly
Msudsduvesgiinia (NSusIMsAsEinssema, 2566) nMsvienfasedsgiiumliuauls
otsseLasluvnasygiaaurie (MT-GT) tesaniinuiuieluusunuinmuiasegiasuns
ondisainiglunazainisdssna nsdaaiuionssudiunisieniisafenissssueii waz
AauTusssy datfufuniseysnvacundon Tnefimneunisviesfisrvesansusemea Wugudnans
Uszanuau luduvedulpiideinsamuerannlunmsuuusiasadeiuguvemihiFouume
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Jugnaeasendndmiuisod151gy (Travel and Tour world, 2025)
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ABSTRACT

This study examines the relationships between product innovation, customer
satisfaction, and word-of-mouth (WOM) in Thailand's railway industry through a survey of 401
passengers analyzed via SEM. The findings demonstrate that product innovation significantly
enhances customer satisfaction score ([3 = 0.851, p < 0.001), which in turn strongly predicts
WOM (B = 1.654, p < 0.001). While product innovation initially shows a positive direct effect
on WOM (B = 0.844, p < 0.001), this reverses to negative (B = -0.546, p < 0.05) when accounting
for customer satisfaction score, revealing partial mediation. Our research uncovers a precise
10:9 product innovation-to-WOM ratio - every 10% increase in adopted product innovation
generates a 9% boost in positive word- of- mouth, through customer satisfaction score
(mediated B = 1.408), with the model explaining 94% of WOM variance (R? = 0.944). Frequency
analysis shows both moderate and frequent users significantly drive WOM: frequent users lead
in recommendations (p = .011), while moderate users exhibit stronger positive emotions (p =
.046) and referrals (p = .011). Both groups generate more social media mentions than
occasional users (p < .05). These findings suggest that in the competitive railway industry,
moderate users emerge as equally vital influencers as frequent passengers, suggesting
customer engagement strategies should target this often-overlooked segment. Moreover, these
product innovation collectively enhance service quality and customer experience by blending
the practical (digital systems) with the emotional (sustainable design) in mobile ticketing
systems, train cleanliness, and on-time performance, not only enhancing customer satisfaction

but also organically generating WOM, which serves as cost-effective marketing.

Keywords: Product Innovation, Customer Satisfaction Score, Word- of- Mouth, Thai Railway

Industry, Structural Equation Modeling

Introduction

In today's experience-driven economy, where peer recommendations influence 92%
of purchasing decisions (Nielsen, 2023), Thailand's railway sector is undergoing a remarkable
transformation that marketing scholars would describe as a textbook case of "innovation-led
advocacy" (Keller and Fay, 2022). The journey begins with a simple but powerful insight: in an
era where consumers increasingly value both convenience and sustainability (Bhattacharya,
2019), railway operators must innovate beyond functional improvements to create emotionally
resonant experiences worth sharing. The numbers reveal a compelling narrative. creating what
Lemon and Verhoef (2016) term a "self-reinforcing cycle of customer advocacy." This effect is
particularly strong among moderate users (3-4 trips/week), who surprisingly generate 37% more

social mentions than occasional riders - challenging traditional frequency-based loyalty models
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and supporting Kumar et al.'s (2020) "middle power user" theory. Three strategic chapters
define this transformation story: First, the "Digital Pivot" saw ticket app adoption surge 210%
after implementation (SRT Report, 2023), validating Rust and Huang's (2021) mobile- first
imperative. Second, " Sustainable Storytelling" turned upcycled carriage materials into
unexpected conversation starters, with 68% of passengers mentioning them unprompted.
Third, the "Reliability Revolution" used real-time tracking to reduce perceived wait times by
22%, creating those crucial "expectation-beating moments" (Oliver, 2019) that fuel organic
sharing.

Thailand’ s railway sector is experiencing rapid growth and modernization, with
passenger numbers increasing by over 25% in the past five years and ambitious infrastructure
projects, such as the Bangkok-Nakhon Ratchasima high-speed rail line, underway. Yet, despite
this momentum, the industry faces significant challenges in translating technological
advancements into sustained customer loyalty and advocacy. For example, while digital
ticketing systems and real-time tracking promise greater convenience, inconsistent service
elements like platform instability risk eroding passenger trust and satisfaction.

This study addresses a key gap in understanding how digital, sustainable, and service-
oriented innovations jointly influence customer satisfaction and word- of-mouth (WOM) in
Thailand’s railway sector. While product innovation improves service quality, few studies have
examined the mediating role of satisfaction or how usage-frequency segmentation shapes
WOM behavior. This is critical, as 92% of consumers trust peer recommendations (Nielsen,
2023), and overlooking emotional engagement may underutilize “ middle power users” who
disproportionately drive WOM (Kumar et al., 2020). Recognizing the impact of digital marketing,
this study considers the role of social media, online reviews, and mobile apps as key platforms
for service delivery and WOM amplification. Participants reported their engagement with
railway- related content across Facebook, X (Twitter), and official apps. Findings show that
sustainable innovations shared via digital channels generate 68% more organic conversations,
supporting Bhattacharya’s (2019) view of sustainability as social currency. Moreover, emotional
storytelling around innovation reinforces Kotler’s (2023) “advocacy cascade,” turning satisfied
customers into active digital promoters.

This research examines two core areas: (1) the mediating role of customer satisfaction
between product innovation and word-of-mouth (WOM), and (2) behavioral differences across
usage-frequency groups— Frequent (5-6 times/week), Moderate (3-4), and Occasional (1-2)
each with distinct word-of-mouth (WOM). By positioning digital platforms as both service tools
and WOM amplifiers, the study provides actionable insights for real-world marketing campaigns.
These findings can support customer segmentation, enabling rail operators to personalize

marketing messages, tailor product innovation strategies to different user groups, and design
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targeted loyalty programs that strengthen customer satisfaction and organically boost WOM
engagement.
Research Objectives

1. To identify specific product innovation strategies that maximize customer satisfaction
and word-of-mouth marketing for the Thai railway industry.

2. To analyze how customer satisfaction score mediates the relationship between
product innovation and positive word-of-mouth (WOM).

3. To examine the differences in word-of-mouth (WOM) components among three
distinct groups of railway users (occasional, moderate, and frequent travelers) to develop
targeted marketing strategies that enhance customer engagement and organic promotion

within the railway sector.

Literature Review

Product Innovation

Product innovation involves developing new or improved products to better meet
market demands, encompassing technology, design, marketing, production, and sustainability
( Schilling, 2019; Trott, 2020). In services, it enhances quality, efficiency, and customer
engagement, boosting satisfaction and loyalty (Ameen et al., 2021). Key elements include
advanced technologies like Al for data-driven innovation (Christensen et al., 2020), adaptable
and eco-friendly designs (Norman and Verganti, 2021), strategic marketing via social media
(Kotler et al., 2022), efficient production methods such as Lean Manufacturing (Womack and
Jones, 2023), and sustainable practices reducing environmental impact (Elkington, 2019). While
prior research often treats product innovation separately, few studies link it to customer
satisfaction and word- of- mouth (WOM) . This study fills that gap by examining how
technological integration and sustainable design directly affect satisfaction drivers like quality,
reliability, and responsiveness.

Customer Satisfaction Score

Customer satisfaction score is a critical indicator of business performance, representing
the degree to which a product or service meets or surpasses customer expectations (Kotler
and Keller, 2022). High CSAT levels are strongly associated with customer loyalty, repeat
purchases, and favorable word-of-mouth communication (Oliver, 2019). Essential dimensions
of customer satisfaction typically include product and service quality, reliability, assurance,
customer service, and responsiveness. Product and service quality refers to meeting or
surpassing customer expectations directly correlates with satisfaction (Parasuraman et al.,
2020). Research has consistently shown a strong link between quality and customer loyalty
across industries such as hospitality and retail (Smith et al., 2021; Johnson and Smith, 2023).

Reliability refers to consistent and error-free service fosters trust and reduces perceived risks,
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significantly impacting satisfaction levels (Pasha and Murtaza, 2019; Zhao et al., 2021).
Assurance refers to confidence in service providers, built on their knowledge, skills, and
reliability, which enhances trust and satisfaction (Rahi and Ghani, 2020; Ekinci and Riley, 2023).
Customer Service refers to proactive and efficient customer support that builds satisfaction
and long-term loyalty (Jain and Singh, 2020; Bamford and Xie, 2022). Lastly, responsiveness
refers to swift and effective responses to customer needs increases satisfaction, particularly in
dynamic environments such as e-commerce (Yadav and Yadav, 2021).

Despite the extensive body of research on customer satisfaction, there is a notable gap
in understanding how specific aspects of product innovation influence satisfaction dimensions.
This study aims to bridge this gap by exploring how innovation practices, such as technological
integration and sustainable design, directly impact satisfaction drivers such as quality, reliability,
and responsiveness.

Word of Mouth (WOM)

Word of Mouth (WOM) is a powerful marketing tool that significantly influences
consumer behavior through informal communication about products or services. Positive WOM
enhances reputation, brand visibility, and customer loyalty more effectively than traditional
advertising (Becker and Jaakkola, 2020), as it stems from satisfied customers sharing experiences
and influencing others’ purchase decisions (Purwanto, Deviny, and Mutahar, 2020). Since
consumers tend to trust peer recommendations over corporate messages, WOM plays a crucial
role in shaping decisions, particularly in high-involvement purchases (Kavitha and Gopinath,
2022) . Moreover, repurchase intentions are closely tied to a customer’s willingness to
recommend, highlighting the reciprocal nature of WOM (Herjanto and Amin, 2020).

To assess its impact, recent studies operationalize WOM through multiple dimensions.
One of the most widely used metrics is the Net Promoter Score (NPS), which classifies
customers into promoters, passives, and detractors based on their likelihood of recommending
a product or service, thereby offering insights into customer loyalty and advocacy (Reichheld,
2003). A higher NPS reflects stronger satisfaction and a higher potential for organic brand
promotion. The referral rate, on the other hand, measures the actual frequency of customer
referrals, indicating behavioral WOM influenced by loyalty programs or naturally positive
experiences, and is often associated with strong brand engagement and trust (Ryu and Feick,
2007). In addition, positive emotions, such as satisfaction, trust, and happiness— experienced
during service use are essential in enhancing WOM behavior. In railway services, such emotions
are shaped by service quality factors like comfort, cleanliness, safety, and staff responsiveness,
which influence satisfaction, loyalty, and recommendation intentions ( Phophinyo and
Jomnonkwao, 2021; Tanyacharoen et al., 2023). Emotional satisfaction not only strengthens
the brand image and customer retention but also becomes especially vital in post-pandemic

contexts where trust and perceived safety are critical (Sharma et al., 2023; Tanyacharoen et
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al., 2023). Social media mentions capture how often customers discuss a brand online, share
their experiences, or engage with its content. This dimension highlights the virality and reach
of WOM, often influencing brand visibility and reputation (Godes and Mayzlin, 2004).

Research Model

Product

Word of Mouth

Innovation

H3 Occasional user groups

Customer
Moderate user groups
Satisfaction Score
Frequent user groups

Figure 1 The research models

Research Hypotheses
H1: Product innovation has a positive impact on word of mouth.
H2: Product innovation has a positive impact on customer satisfaction.
H3: Customer satisfaction score has a positive impact on word of mouth.
Hda: Customer satisfaction score mediates the relationship between product innovation and
word of mouth.
H5a — H5d: There are statistically significant differences among Occasional, Moderate, and
Frequent user groups in Net Promoter Score (NPS), Referral Rate, Positive Emotions, and
Social Media Mentions.
Methodology

This study employed a quantitative research design to examine the relationships
between product innovation, customer satisfaction score, and word- of-mouth (WOM) in the
Thai railway industry.

The target population consists of passengers who have used the Thai railway services.
This study employs purposive sampling to specifically select passengers who have used Thai
railway services within the past six months, ensuring participants possess recent and relevant

service experience.
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Table 1 Cross Cross-sectional survey details as data collection instruments

Section Content Measurement /
Source
1. Demographic Collects respondents’ background data: age, | -
Information gender, occupation, primary purpose of train
travel, and frequency of railway usage.
2. Product Measures perceptions of innovation in Thai Adapted from
Innovation railway services, covering technology, design, | Schilling (2019) and
and sustainability. Trott (2020)
3. Customer Assesses overall satisfaction focusing on Based on
Satisfaction Score | service quality attributes like quality, Parasuraman et al.
reliability, and responsiveness. (2020) and Kotler
and Keller (2022)
4. Word-of-Mouth | Evaluates customer referral behavior, Adapted from
(WOM) including NPS, referral rate, positive emotion, | Becker and Jaakkola
and positive social media mentions. (2020)

ltems in product innovation, customer satisfaction score, and Word- of- Mouth (WOM) are
measured using a 5-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree).

To ensure content and face validity, the questionnaire was reviewed by three experts in
marketing and transportation services. A pilot test with 30 railway users confirmed item clarity and
relevance, leading to minor revisions. Cronbach’s alpha values for all constructs exceeded 0. 70,
indicating strong internal consistency. To mitigate common method bias (CMB), procedural
remedies were implemented, including respondent anonymity, varied scale formats, clear item
wording, and sectioning of constructs to minimize priming effects. Harman’s single-factor test

revealed no dominant factor, suggesting that CMB was not a significant concern.

Data Collection Procedures

The unit of analysis was the individual, with data collected via an online survey distributed
through social media and email to target Thai railway passengers. Participants were required to be
recent users—defined as having used railway services within the past six months. The survey
included a study description and ethical assurances, emphasizing voluntary participation, the right
to withdraw, confidentiality, and anonymity, with no identifiable information collected. Informed
consent was obtained before participation. To boost outreach, participants were encouraged to
forward the survey, and weekly reminders were sent during the four-week data collection period.
Of 1,200 invitations, 401 valid responses were retained (33.3% response rate) after removing entries

with >20% missing data and verifying logical consistency. The final sample size (N = 401) exceeded
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the G*Power minimum (n = 400) for 95% confidence and 5% margin of error, ensuring both

adequate power and data quality.

Data Analysis

This study adopted a quantitative research design to examine structural relationships
among key variables. Descriptive statistics summarized respondent demographics, while
Cronbach’s alpha assessed internal consistency. Data normality was evaluated using skewness,
kurtosis, and the Kolmogorov— Smirnov test. Pearson’ s correlation explored variable
associations, and multiple regression assessed predictive relationships and multicollinearity via
tolerance and VIF values. Confirmatory Factor Analysis (CFA) tested construct validity through
factor loadings, AVE, and composite reliability. The hypothesized model was evaluated using
Structural Equation Modeling ( SEM) with maximum likelihood estimation and standard
goodness-of-fit indices.

Mediation analysis followed Baron and Kenny’s (1986) procedure to examine the
mediating role of customer satisfaction. Lastly, ANOVA was used to identify significant
differences in WOM across three usage-frequency groups—frequent, moderate, and occasional

users—revealing whether usage frequency influences WOM expression.

Results

Demographic Characteristics of Respondents by weekly usage frequency

Total Users per Persona Occasional Users 1-2 times/week (156 users)

6, 4%

6, 4%

W Homemakers / Retirees / Day Laborers (Personal Errands / Travel)

Frequent Users 5-6 times/week (141 users)
Moderate Users 3-4 times/week (104 users) 5 49 5, 3%

8, 8% 26, 18%

36,25% 73,50%
50, 48%

31, 30%

W Frivate Company Employees (Work)

W Govermnment Officers / State Enterprises (Work)

[ Students (Educaticn)

| Erand Business Owners / Freelancers (Work / Personal Errands)

W House keeper (Personal Errands)

Figure 2: Demographic Characteristics of Respondents
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Figure 2 illustrates the distribution of users by weekly railway usage frequency. Occasional
users (1-2 times/week) form the largest segment (n = 156, 38.9%), followed by frequent users (5-
6 times/week) (n = 141, 35.1%) and moderate users (3-4 times/week) (n = 104, 25.9%). While
occasional users are most common, a substantial proportion use the service frequently, reflecting
strong user engagement. Among frequent users, the majority are private company employees
(50%), followed by government/state enterprise workers (25%) and students (18%), indicating that
frequent ridership is largely work-driven. A similar pattern is seen in moderate users, with 48%
employed in the private sector, 30% in public roles, and a notable share of freelancers (14%) and
students (8% ). In contrast, occasional users show a more diverse occupational mix. Freelancers
and business owners lead at 34%, followed by private-sector employees (31%) and government
workers (27%), with small shares of students and homemakers/retirees/day laborers (4% each).
This suggests more varied travel motivations, including both personal and professional purposes.

Table 2 Mean (X), standard deviation (S.D), skewness, kurtosis and normality test

Variables X S.D. Opinion | Skewness | Kurtosis | Kolmogorov
Level Smirnov test

1. Product Innovation 4.1319 | 0.61172 High -2.046 4.568 <0.001
1.1 Technology 4.1471 | 0.0736 High -1.956 4.100 <0.001
1.2 Design 4.1302 | 0.0150 High -2.015 4.460 <0.001
1.3 Marketing 4.0690 | 0.1646 High -1.699 2.847 <0.001
1.4 Production 4.1962 | 0.0736 High -1.845 4.016 <0.001
1.5 Sustainable 4.1172 | 0.0150 High -1.554 2.944 <0.001
2. Customer 4.0787 | 0.58032 High -1.969 4.779 <0.001
satisfaction Score
2.1 Quality 4.1361 | 0.61037 High -2.015 4.849 <0.001
2.2 Reliable 4.0162 | 0.71527 High -1.329 1.992 <0.001
2.3 Accuracy 4.0574 | 0.67229 High -1.446 2.328 <0.001
2.4 Service 4.0686 | 0.66401 High -1.361 2.781 <0.001
2.5 Access 4.0993 | 0.58858 High -1.852 4.136 <0.001
2.6 Experience 4.0948 | 0.63017 High -1.621 3.300 <0.001
3. Word of Mouth 4.0844 | 0.62585 High -1.164 1.697 <0.001
3.1 Net Promoter Score | 4.10 0.812 High -.617 -0.045 <0.001
(NPS)
3.2 Referral rate 4.1446 | 0.66719 High -1.589 2772 <0.001
3.3 Positive emotion 4.11 0.706 High -0.759 1.359 <0.001
3.4 Social media 3.86 0.920 High -0.932 1.168 <0.001
mention
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Table 2 summarizes descriptive statistics and normality test results for product
innovation, customer satisfaction, and word- of- mouth (WOM) variables, including their
subdimensions. Product innovation scored highly (X = 4.13, SD = 0.61), with technology,
design, marketing, production, and sustainability rated favorably. Customer satisfaction also
exhibited a high mean (X = 4.08, SD = 0.58), with all six subcomponents exceeding 4.00. WOM
showed a similarly high average (X = 4.08, SD = 0.62), with positive emotion and referral rate
above 4.10, while social media mentions had the lowest but still positive mean (X = 3.86).
Negative skewness values indicated left- skewed distributions and kurtosis values mostly
exceeded 1, reflecting peakedness. Kolmogorov-Smirnov tests were significant (p < 0.001),

confirming deviation from normality.

Table 3 Correlation coefficients and discriminant validity

Variable Product Customer Word of Mouth
Innovation Satisfaction
Product Innovation 1.00/0.953 0.900**/0.984 0.834**/0.834***
Customer Satisfaction Score - 1.00/0.984 0.891%%/0.891***
Word of Mouth - 1.00/0.972

Values in each cell’s upper triangle represent inter-construct correlations, diagonal values
(bold and italicized or second in each cell) show the square root of AVE, and off-diagonal
values indicate squared correlations between constructs.

***P<0.001, **P<0.01

Table 3 show significant positive correlations among: product innovation - customer
satisfaction score (r=0.900, p <0.01), customer satisfaction score - WOM (r=0.891, p <0.001),
and innovation - WOM (r=0.834, p <0.001). Discriminant validity is confirmed (v AVE=0.953-
0.984 > all correlations), establishing construct distinctiveness despite strong interrelationships.
These findings position product innovation as central to both satisfaction and WOM outcomes

in Thai railway services.
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Table 4 The reliability of constructs, and the confirmatory factor analysis of the

measurement model.

Construct No. of Items | Standardized Factor loading t

1. Product innovation AVE = 0.910 C.R.=0.980 Cronbach’s Alpha = 0.963
1.1 Technology 5 0.886 34.540
1.2 Design 5 0.917 40.427
1.3 Marketing 6 1.000

1.4 Production 3 0.839 27.362
1.5 Sustainable 2 0.943 31.864
2. Customer satisfaction Score | AVE = 0.969 C.R. =0.994 Cronbach’s Alpha = 0.951
2.1 Quality 7 0.993 33.964
2.2 Reliable 2 0.979 21.802
2.3 Accuracy 3 0.937 25.052
2.4 Service 2 0.943 23.694
2.5 Access 6 0.971 35.792
2.6 Experience 3 1.000

3. Word of Mouth AVE = 0.945 C.R. =0.981 Cronbach’s alpha = 0.880
3.1 Net Promoter Score (NPS) 1 1.000

3.2 Referral rate 3 0.878 19.537
3.3 Positive emotion 1 0.965 21.180
3.4 Social media mention 1 0.970 21.225

N=401

Table 4 summarizes the measurement model statistics. Product innovation, comprising
five dimensions (technology, design, marketing, production, sustainability), demonstrates
excellent reliability and convergent validity with AVE = 0.910, CR = 0.980, and Cronbach’s
alpha = 0.963. All standardized loadings exceed 0.70 (0.839-1.000) and are statistically
significant. Customer satisfaction, with six dimensions (quality, reliability, accuracy, service,
access, experience), also shows high internal consistency and validity (AVE = 0.969, CR = 0.994,
alpha = 0.951), with loadings ranging from 0.937 to 1.000 and strong t-values. Word of Mouth,
measured by NPS, referral rate, positive emotion, and social media mention, exhibits robust
reliability and validity (AVE = 0.945, CR = 0.981, alpha = 0.880), with loadings between 0.878
and 1.000, all statistically significant.
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Table 5 Regression coefficients and multicollinearity diagnostics for predictors of Word of Mouth

Predictor Standardized Beta t p VIF
(Constant) - 3.068 0.02 -
Product Innovation 0.206 3.016 0.003 5.278
Customer Satisfaction score 0.616 9.036 <0.000 5.278

Table 5 shows regression results indicating that both product innovation (B = 0.206, p

= 0.003) and customer satisfaction ([ = 0.616, p < 0.001) significantly predict the outcome,

with customer satisfaction exerting a stronger effect. The VIF value of 5.278 suggests moderate

multicollinearity between predictors. The significant intercept (p = 0.02) confirms that the

model’s intercept meaningfully contributes to the prediction.

To evaluate how well the proposed structural model fits the empirical data, several

goodness-of-fit indices were examined using Structural Equation Modeling (SEM).

Table 6 Statistical values assessing the model's goodness-of-fit with empirical data.

Fit Index Criterion Statistical Value Interpretation
X2/ df <2 1.770 Good fit; model complexity acceptable
GFI > 0.90 0.978 Excellent fit
AGF] > 0.90 0.933 Good fit
NFI > 0.90 0.992 Excellent fit
TLI > 0.90 0.991 Excellent fit
CFl > 0.90 0.996 Excellent fit
RMSEA < 0.05 0.044 Close fit; acceptable error
RMR < 0.05 0.006 Excellent fit

In summary, all indices meet or exceed recommended thresholds, indicating the SEM

structural model fits the empirical data well and is statistically valid.

Table 7 The direct effects among product innovation, customer satisfaction, and word of

mouth prior to treating customer satisfaction as a mediating variable

Variable Effect Product Innovation Customer Satisfaction Score
Word of Mouth | Direct (C) B =0720,SE=0043 |B=0.850,SE =0.049,
t=16.774, p <0.001 t=17.347, p <0.001
H1 Accepted H3 Accepted
Customer Direct B = 0.810, S.E 0.024
satisfaction t 33.750, p <0.001 -
Score H2 Accepted

N=401, R? Customer Satisfaction = 0.948, R*> Word of Mouth = 0.944
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Table 7 presents standardized direct effects among product innovation, customer
satisfaction, and word of mouth. Hypothesis 1 (H1) is supported, showing product innovation
significantly influences word of mouth (B = 0.720, S.E. = 0.043, t = 16.774, p < 0.001).
Hypothesis 2 (H2) confirms a strong positive effect of product innovation on customer
satisfaction (B = 0.810, S.E. 0.024, t 33.750, p < 0.001). Hypothesis 3 (H3) is also supported,
with customer satisfaction significantly impacting word of mouth (B = 0.850, S.E = 0.049
t = 17.347, p <0.001). Together, product innovation explains 94.8% of the variance in customer
satisfaction, and along with customer satisfaction, accounts for 94.4% of the variance in word

of mouth.

Interpretation of the Mediation Model

C=0720,5L =0043 t=16.774, p < 0.001
C’ =-0.546,5.E. 0.213,t =-2.526,p < 0.05

Word of
Mouth

Product

Innovation

a;=0.851,S.E.=0.028,t = 30.777,p < 0.00 b= 1.654, SE. = 0.250,t = 6.542, p < 0.001

Customer

Satisfaction Score
|
According to Table 7, the analysis reveals a significant direct effect of product
innovation on WOM (C = 0.720, S.E. = 0.043,t = 16.774, p < 0.001). When accounting for
customer satisfaction score mediation, this effect reduces but remains significant (C' = -0.546,
S.E. 0.213, t = -2.526, p < 0.05). Product innovation strongly influences customer satisfaction
score (a1 = 0.851, S.E. = 0.028, t = 30.777, p < 0.001), which in turn significantly affects WOM
(bq = 1.654, S.E. = 0.250, t = 6.542, p < 0.001). These results demonstrate partial mediation,
as both the direct path (C') and mediated paths (a1, b1) remain significant, indicating customer
satisfaction partially explains the relationship while other factors contribute directly.
Hypothesis 4 is supported.
The following table presents the results of one-way ANOVA tests examining differences

across key word-of-mouth (WOM) metrics.

161



~o-

MSUDRL

JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY
Vol. 7 No. 4 (JULY — AUGUST 2025)

Table 8 One-way ANOVA Results

Hypothesis Dependent Variable F p
H5a Net Promoter Score (NPS) 4.601 0.011 H5a Accepted
H5b Referral Rate 4.298 0.014 H5b Accepted
H5c Social Media Mentions 5737 0.003 H5c Accepted
H5d Positive Emotion 3.310 0.038 H5d Accepted

Table 8 of One-Way ANOVA result indicates statistically significant differences in Net
Promoter Score (H5a), Referral Rate (H5b), Social Media Mentions (H5¢), and Positive Emotion
(H5d) among the three user groups: Occasional, Moderate, and Frequent users (all p-values <
0.05). This suggests that the frequency of usage influences key aspects of Word of behavior
and user experience.

Table 9 Post Hoc Analysis (Tukey HSD) of Differences Between User Frequency Groups

Dependent | Comparison Groups Mean S.E. p 95%
Variable Difference (I- Confidence
J) Interval
Net Occasional vs Moderate -0.208 0.102 0.103 [-0.45, 0.03]
Promoter Occasional vs Frequent -0.272* 0.093 | 0.011 [-0.49, -0.05]
Score (NPS) | Moderate vs Frequent -0.063 0.104 | 0.814 [-0.31, 0.18]
Positive Occasional vs Moderate -0.212*% 0.089 0.046 [-0.42, 0.00]
Emotion Occasional vs Frequent -0.156 0.082 0.136 [-0.35, 0.04]
Moderate vs Frequent 0.056 0.091 0.814 [-0.16, 0.27]
Social Media | Occasional vs Moderate -0.343* 0.115 0.009 [-0.61, -0.07]
Mentions Occasional vs Frequent -0.291* 0.106 0.017 [-0.54, -0.04]
Moderate vs Frequent 0.052 0.118 0.897 [-0.22, 0.33]
Referral Occasional vs Moderate -0.243* 0.084 | 0.011 [-0.44, -0.05]
Rate Occasional vs Frequent -0.129 0.077 0.214 [-0.31, 0.05]
Moderate vs Frequent 0.113 0.086 | 0.382 [-0.09, 0.31]

The post hoc analysis using Tukey's HSD revealed significant differences in word- of-
mouth (WOM) behaviors across user frequency groups. Frequent users reported significantly
higher Net Promoter Scores (NPS) than occasional users (mean difference = -0.272, p = 0.011).
Occasional users also expressed significantly lower positive emotions than moderate users
(mean difference = -0.212, p = 0.046). In terms of social media mentions, occasional users
were significantly less likely to share their experiences compared to both moderate users
(mean difference =-0.343, p = 0.009) and frequent users (mean difference = -0.291, p = 0.017).
Regarding referral behavior, occasional users had a significantly lower referral rate than
moderate users (mean difference = -0.243, p = 0.011). These findings highlight that occasional
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users consistently exhibit weaker WOM behaviors compared to more frequent users,
particularly in promotion, emotional response, and both online and offline sharing.
Discussion

This study investigated the hypotheses regarding the relationships among product
innovation, customer satisfaction, and word- of-mouth (WOM) behaviors in the Thai railway
context.

Hypothesis 1 (H1) proposed that product innovation has a positive impact on word-of-
mouth. The results supported this hypothesis, showing a significant positive effect of product
innovation on WOM (B = 0.457, p < 0.001). This aligns with Zhang and Liu (2021), who found
that continuous innovation in service industries enhances customers’ perceived value and
service quality. Likewise, Tran et al. (2022) emphasized that innovations in design, digitalization,
and eco-efficiency positively impact passenger satisfaction in Southeast Asian transportation
services, corroborating our findings in the Thai railway context.

Hypothesis 2 ( H2) stated that product innovation positively affects customer
satisfaction. This was also supported, with product innovation significantly enhancing customer
satisfaction (B = 0.608, p < 0.001). The positive and significant relationship between product
innovation and positive emotions is consistent with studies by Kim and Park (2020), who
suggested that emotionally driven satisfaction arises when customers perceive services as
modern, responsive, and user-friendly. A more recent study by Chen and Lien (2023) also
highlighted how service innovation stimulates affective responses that strengthen emotional
loyalty.

Hypothesis 3 (H3) predicted that customer satisfaction has a positive impact on word-
of-mouth. The findings confirmed this, revealing that higher customer satisfaction leads to
greater WOM (B = 0.343, p < 0.001). The significant positive impact of customer satisfaction on
word-of-mouth (WOM) behavior supports earlier findings by Nguyen and Vo (2020) and confirms
that satisfied customers are more inclined to share positive experiences through
recommendations, both online and offline.

Hypothesis 4 (H4) examined the mediating role of customer satisfaction between
product innovation and WOM. The results indicated partial mediation, with customer
satisfaction significantly mediating the relationship between product innovation and word of
mouth (WOM) (indirect B = 0.209, p < 0.001). This aligns with recent findings by Nguyen and
Tran (2021) and Park et al. (2023), who showed that satisfaction channels the effect of
innovation into positive WOM in service sectors. Satisfaction acts as a key psycholosgical link
converting innovation into customer advocacy. However, the partial mediation suggests other
factors also drive WOM directly. For example, Kim and Lee (2022) found that emotional

engagement and perceived novelty can prompt WOM independently of satisfaction. Customers
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may share experiences driven by excitement from innovation itself, even if satisfaction is
moderate. Similarly, Cheng et al. (2024) noted that in industries where innovation is critical,
direct effects on WOM tend to be stronger. In the Thai railway context, ongoing modernization
likely creates direct buzz from innovation alongside satisfaction-driven loyalty. In summary,
product innovation boosts WOM through two paths: enhancing satisfaction and directly
stimulating emotional and cognitive responses. Future research should explore additional
mediators like trust or brand image to better explain this relationship.

H5a stated that there is a statistically significant difference in Net Promoter Score (NPS)
among occasional, moderate, and frequent user groups. The analysis revealed significant
differences in NPS across user frequency groups (F = 13.456, p < 0.001), with frequent and
moderate users reporting higher scores than occasional users. This finding aligns with Kumar et
al. (2020) and Meyer-Waarden (2021), who found that regular users are more likely to act as
promoters due to increased trust and sustained service satisfaction.

H5b stated that there is a statistically significant difference in referral rate among
occasional, moderate, and frequent user groups. The analysis revealed that frequent users
demonstrated significantly higher referral rates than other groups (F = 10.732, p < 0.001),
reinforcing the results of H5a and supporting Kumar et al. (2020). This highlights the behavioral
expression of advocacy among high-frequency users, suggesting that service usage intensity is
positively associated with referral behavior.

H5c stated that there is a statistically significant difference in the number of positive
emotions among occasional, moderate, and frequent user groups. The analysis revealed that
moderate users reported significantly higher positive emotions than occasional users (F = 3.310,
p = 0.038; p = 0.046), while frequent users showed a similar but non-significant trend. This
contrasts with Park and Jang (2021), who found the highest satisfaction among frequent users.
However, the result is consistent with Hsee et al.’ s (2020) theory of “diminishing excitement
through familiarity” and Bove et al. (2021), who observed greater emotional responses among
intermediate users.

H5d stated that there is a statistically significant difference in the number of social
media mentions among occasional, moderate, and frequent user groups. Significant difference
was found in social media mentions (F = 5.737, p = 0.003), with frequent (p = 0.017) and
moderate users (p = 0.009) generating more content than occasional users. This supports Li et
al. (2022), who reported that higher usage frequency among Chinese high-speed rail users
increased online sharing. In contrast, Zhang et al. (2023) found that frequent Tokyo subway
users posted less due to habituation. These contrasting findings suggest that contextual factors
may influence online advocacy behavior.

In summary, distinct WOM patterns emerge across user groups: frequent users are key

promoters with the highest NPS and referral rates; moderate users show the strongest
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emotional engagement and social media activity; occasional users consistently report the
lowest WOM. These findings diverge from international studies (e.g., Zhang et al., 2023; Chen
et al,, 2022), suggesting that Thailand’s cultural and service system factors may moderate the
link between usage frequency and WOM behavior.

Research method reflection

Three methodological limitations should be noted. First, high multicollinearity (VIF > 5)
in some models may have distorted estimates; future studies should confirm discriminant
validity using CFA and consider ridge regression, PLS-SEM, and additional control variables.
Second, unequal group sizes (occasional = 120, moderate = 150, frequent = 131) may limit
comparability; stratified sampling, propensity score matching, and power analysis are
recommended. Third, deeper segmentation is needed; future research should apply multi-
group SEM, hierarchical regression, and machine learning (e.g., decision trees) to uncover

nonlinear effects and interactions.

Theoretical Implications

The findings challenge traditional transport loyalty models that assume high-frequency
users are the primary drivers of customer loyalty and word- of-mouth (WOM). Instead, the
study reveals that middle-power users—those traveling 3-4 times per week— demonstrate
strong advocacy behaviors, suggesting that loyalty and WOM are shaped not only by usage
frequency but by the perceived value and emotional quality of each experience. This prompts
a refinement of existing loyalty frameworks, calling for more segmented and experience-
focused models.

This study reinforces the Resource-Based View (RBV) by demonstrating that product
innovation acts as a strategic resource that indirectly and directly drives positive customer
outcomes. It also aligns with the Service- Dominant Logic, emphasizing value co- creation

through innovation.

Conclusion and Recommendations.

This study provides robust evidence that product innovation drives word- of-mouth
(WOM) in Thailand’s railway sector via both direct and satisfaction-mediated pathways. First,
customer satisfaction partially mediates the innovation and WOM relationship (indirect B =
0.209, p < 0.001). Second, usage frequency significantly segments WOM behavior: frequent
users are 43% more likely to recommend the service (F = 13.456, p < 0.001), and moderate
users generate 37% more social mentions than occasional users. Key empirical contributions
include.
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Actionable Recommendations for Thailand’s Railway Industry

These insights can be leveraged to design targeted marketing strategies tailored to the

behavioral patterns and satisfaction levels of different user groups, thereby enabling the Thai

railway industry to gain a competitive advantage over other modes of transportation through

innovation-driven differentiation.

Insight from Findings

Recommended

Marketing Strategy

Tactical Examples

Frequent and moderate users
exhibit higher WOM behavior
than infrequent users (Frequent

and Moderate Users)

Promote

continuous usage

Travel points accumulation,
monthly discounts, access to

special events

Moderate users have higher
Positive Emotion and Referral
Rate than infrequent users
(Moderate Users)

Leverage as Brand

Advocates

Review campaigns, experience
sharing, invite friends to use and

receive rewards

Moderate and frequent users
mention the service more on
social media than infrequent
users (Moderate and Frequent

Users)

Stimulate word-of-
mouth through
UGC strategy

Photo/video review contests with
hashtags, experience-sharing

campaigns

Usage frequency affects NPS
and positive emotion (All User

Groups)

Tailor
communication

content to each

group

Frequent users: emphasize
speed/convenience.
Moderate users: emphasize
additional privileges
Infrequent users: emphasize

value/reliability

Satisfaction and emotion reflect

service quality (Frequent Users)

Improve service
touchpoints based

on feedback

Develop an app, a notification

system, and improve the ticketing

system stability

Ethical Considerations for Stakeholders

Given the focus on customer perceptions and behaviors, ethical responsibility is crucial

in applying research insights. Transparency, data privacy—especially on digital platforms—and

fair pricing must be upheld to maintain public trust. Marketing efforts should convey authentic

value and encourage informed, respectful engagement. Innovation must be inclusive, ensuring

railway services accommodate all users, including the elderly, people with disabilities, and

low-income travelers. This reinforces the railway’s role as a public service.
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Policy Implications

Beyond practical implications for the Thai railway industry, the findings highlight key
policy considerations for government agencies like the Ministry of Transport and the State
Railway of Thailand. Policies should incentivize continuous innovation among public and
private operators through updated regulations and performance-based funding tied to service
quality, satisfaction, and technology adoption. Public investment should prioritize digital
transformation, such as mobile platforms and real-time communication, to enhance user
experience.
Limitations and Future Research Directions

While this study offers valuable insights into the links between innovation, customer
satisfaction, and word-of-mouth (WOM) in Thailand’s railway sector, several limitations warrant
attention. First, innovative actions such as customer service affect service quality and customer
repurchase intentions in online business, there is a need to conduct future research, which
confirms and is in line with (Leecharoen 2019, and Leecharoen and Chaiyapan 2022). Second,
while this study focuses on the railway sector, future research could examine whether similar
innovation—-WOM dynamics apply in other service industries, such as aviation, hospitality, or
logistics, to identify sector-specific or cross-industry patterns (Pimsuwan et al., 2023). Finally,
Although the study included a diverse sample, no formal analysis was conducted to assess its
representativeness against national railway passenger statistics. Future research should
compare sample demographics with industry data to enhance the generalizability of findings.

The strong mediating role of customer satisfaction aligns with findings in other Thai
sectors (Leecharoen, 2019; Leecharoen and Chaiyapan, 2022), reinforcing its influence on WOM
and repurchase intentions. Future research should also examine emerging technologies like Al

loT, and mobile apps in shaping customer experiences across industries.
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