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ABSTRACT

This research aimed to: (1) examine the current conditions of the local wisdom
heritage related to Khanom La culture; (2) study tourists’ attitudes toward Khanom La cultural
food tourism; and (3) develop a knowledge repository of local wisdom to enhance the
management of Khanom La cultural food tourism in Nakhon Si Thammarat Province. This study
employed a mixed-methods approach. The sample consisted of 18 key informants who were
stakeholders involved in Khanom La cultural tourism and 400 tourists. The key informants were
selected through purposive sampling, while the tourists were selected through accidental
sampling. The research instruments included semi-structured interviews, questionnaires, and
focus group discussions involving 9 participants. Qualitative data were analyzed using content
analysis and presented in descriptive form, whereas quantitative data were analyzed using
percentage, mean, and standard deviation.

The findings revealed that: (1) Khanom La has distinctive characteristics and is used in
ritual practices during the Sart Duen Sib Festival, reflecting beliefs, faith, and gratitude toward
deceased ancestors. As it is mainly produced and sold as a souvenir during the festival period,
the number of producers in the community may be declining. In terms of cultural tourism
potential, tourists visit historical sites that bear traces of civilization and participate in activities
that have been passed down from generation to generation. The production of Khanom La
represents a traditional occupation that preserves local cultural ways of life and reflects the
accumulation of unique local skills and experience. (2) Tourists’ attitudes toward Khanom La
cultural food tourism were at a high level in all aspects, including promotion and conservation,
information awareness, creative participation, preference and interest, and tourist experience.
(3) The knowledge repository of local wisdom developed to enhance the management of
Khanom La cultural food tourism in Nakhon Si Thammarat Province consists of knowledge
management for Khanom La cultural heritage, a guidebook for Sart Duen Sib rituals, and a
cultural tourism handbook. These serve as important databases for knowledge transmission,
preservation, and the development of cultural food tourism activities, helping to add value to

the community and support sustainable tourism.

Keywords: Knowledge Management, Local Wisdom, Cultural Tourism, Khanom La
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ABSTRACT
This research aimed to enhance community products through the circular economy
concept of the Ban Na Di-Sang Bong Community Enterprise Group in Kumphawapi District, Udon
Thani Province. The population and sample consisted of 30 participants, including the village head,
chairperson, vice-chairperson, and members of the Ban Na Di-Sang Bong Community Enterprise
Group, selected through purposive sampling. The research instruments included small-group

meetings and workshops. The findings showed that the Ban Na Di-Sang Bong Community Enterprise
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Group had strong potential for development because its members possessed knowledge and skills,
demonstrated unity, and were ready to organize activities within the community. The community
was also rich in resources. The group collaboratively sought solutions based on the circular
economy concept, emphasizing a balance between economic growth and the sustainability of the
natural resource base, and applying this concept for the benefit of the community. Two projects
were developed to provide knowledge to the group members: a project on developing a natural
vegetable and fruit washing liquid, and a project on producing snacks from local ingredients for
welcoming tourists. As a result, the members earned higher incomes, which helped improve their

well-being and quality of life.

Keywords: Value Added Creation, Tourism, Circular Economy

Background and Significance

Community enterprises serve as a foundational element of Thailand's domestic
economy. They are formed through the collective efforts of local residents engaging in various
activities rooted in indigenous wisdom and long-standing cultural capital. These enterprises
aim to generate value-added products or services that reflect the unique identity of each
community. Emphasizing self-reliance, they minimize dependence on external entities by
utilizing local resources and primarily engaging local labor. Their operations are guided by the
philosophy of sufficiency economy. As of 2022, Thailand had a total of 2,727,186
microenterprises, accounting for 85.17% of all enterprises nationwide and contributing 449.046
billion baht, or 2.6% of the national gross domestic product (GDP). The northeastern region of
Thailand hosted the largest number of community enterprises, totaling 42,004 or 51.38% of
the national total (Office of Trade Policy and Strategy, 2025). Despite their significant role in
national development, community enterprises often face operational challenges such as
limited knowledge in management and accounting, lack of marketing expertise, inadequate
access to diverse modern marketing channels, and inconsistent governmental support. These
issues have led many community enterprises to suspend or cease operations.

To realize the national vision of “a secure, prosperous, and sustainable Thailand” and
to achieve developed nation status through the sufficiency economy philosophy, the National
Strategy (2018-2037) includes a core strategy focused on enhancing opportunity and social
equality. This strategy aims to restructure the grassroots economy, aligning agricultural
development with the capacity of farmers, local resources, and community context. It
encourages self-managed agricultural systems and mechanisms that drive grassroots economic
development by enabling access to resources, promoting the production and processing of
uniquely local goods, and integrating service management connected to community assets

(Office of the National Economic and Social Development Council, 2025). This aligns with the
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principles of the green economy, which emphasize environmental sustainability through two
main dimensions: (1) sustainable consumption, supported by conducive infrastructure and
service systems; and (2) sustainable production, focusing on environmentally friendly raw
materials. The goal is to promote quality-driven growth that balances economic value creation
with participatory development and equitable resource circulation within society. Effective
integration of these dimensions contributes to income generation, improved quality of life, and
reduced social inequality (Peeradao Madadam et al., 2024).

The Ban Na Di - Sang Bong Community Enterprise Group, located in Phasuk Sub-district,
Kumphawapi District, Udon Thani Province, has organized into four subgroups focused on
producing goods for both local and external markets: the pesticide-free vegetable group,
broom-making group, traditional Thai dessert (Thong Pub) group, and dishwashing liquid group.
Field studies and cost-return analyses revealed that the pesticide-free vegetable group had
the highest return on investment (ROI), followed by the broom-making, dessert, and
dishwashing liquid groups.

In collaboration with community members, the researchers assessed and proposed
development strategies prioritizing the high-ROI vegetable group, while identifying interventions
to address the challenges faced by the low-ROI dishwashing liquid group. These efforts were
carried out through participatory workshops aimed at elevating the operations of the enterprise
groups.

The primary objective of this research is to enhance community products through the
application of circular economy principles within the Ban Na Di — Sang Bong Community
Enterprise Group. The findings are expected to provide members with knowledge on the
circular economy, enable the development of innovative community products, reduce
production costs, promote environmentally friendly practices, generate employment, increase

incomes, and ultimately improve the quality of life within the community.

Research Objective
To enhance community products through the application of the circular economy
concept within the Ban Na Di - Sang Bong Community Enterprise Group, Kumphawapi District,

Udon Thani Province.

Review of Literature
Circular Economy Concept
The circular economy (CE) aims primarily to reduce environmental impacts while
fostering economic and social sustainability. Its core principles include sustainable design,
minimizing resource consumption in production processes, and maximizing the reuse and recycling

of materials. The concept also emphasizes waste and pollution reduction by optimizing each step
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in the production cycle, thereby promoting efficient resource utilization, such as reuse and

repurposing (Wipavee Waleepitakdej et al., 2023).

Application of the Circular Economy in Community Enterprises

Applying the circular economy in community enterprises helps reduce operational
costs, resulting in higher returns for the community. It fosters sustainable development and
contributes to economic, cultural, and environmental balance within the community. Key
principles for integrating circular economy systems into community enterprises (Wiyada Manson et
al., 2023) include: Designing environmentally friendly products; Adopting a “zero waste” concept;
Producing diverse product types to support the zero-waste model; Expanding the business model
from merely selling to also include repair and refurbishment services to prolong product life;
Increasing the use of renewable energy in production; and Encouraging community participation
through waste separation and enabling community enterprises to purchase recyclable waste as

raw materials (Lertlak Jaroensombat, 2021).

Enhancing Community Products through Circular Economy
Enhancing community products through the circular economy empowers community
enterprise groups to increase product value and promote sustainability. Key approaches include
designing sustainable products, using natural or recyclable materials, and incorporating locally
available or waste materials to reduce costs and environmental impacts. For example, using
recycled plastic bottles or fabric scraps to create new items can significantly increase product
value. Moreover, building community capacity through education and skill development is
essential. Training programs that offer both theoretical knowledge and practical experience are
instrumental in this regard. As stated by Phra Khru Vichan Wisutto and Phakdee Phosingh (2022), a
robust national economy must be grounded in strong community-based economies. Income
generation within communities effectively reduces poverty and social inequality by encouraging
participatory development.
Thus, enhancing community products through the circular economy in the Ban Na Di -
Sang Bong Community Enterprise Group involves analyzing production costs and returns to guide
investment decisions and adopting circular strategies to improve local products. These initiatives
are expected to reduce production costs, increase product value, and promote long-term

sustainability within the community.
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Research Methodology

To enhance community products through the application of the circular economy
concept within the Ban Na Di - Sang Bong Community Enterprise Group, Kumphawapi District,
Udon Thani Province. Emphasizes the use of Participatory Action Research (PAR). This approach
focuses on active involvement of the target group throughout all stages, including planning,
problem exploration, experimentation, development, and evaluation. The process fosters
collective learning to upgrade the community products of the enterprise group. The study was
conducted from October 1, 2024, to March 20, 2025, with the following operational procedures.
The methodology includes the following components:

Scope of the Study

This research adopts a participatory action research (PAR) approach, focusing on
enhancing the community products of the Ban Na Di - Sang Bong Community Enterprise Group
through collaborative and inclusive methods.

Population and Key Informants

The study involved a purposive sample of 30 stakeholders, including the village head,
group leaders, vice leaders, and members of the community enterprise group.

Research Instruments

1) One focus group discussion to identify strategies for enhancing community products
through the circular economy.

2) Two practical training workshops aimed at building capacity and promoting circular
practices.

Data Collection Procedures

Step 1: Review and analyze academic literature related to product development,
community enterprise models, and circular economy concepts.

Step 2: Analyze existing research on cost and return analyses of the Ban Na Di - Sang
Bong community enterprise group to develop enhancement strategies.

Step 3: Conduct focus group discussions with community leaders and members to
exchange ideas and collaboratively design community product improvement strategies.

Step 4: Organize hands-on training workshops for community enterprise members to
acquire both theoretical understanding and practical experience, enhancing their skills in local
product development.

Data Analysis

Content analysis was employed to examine academic literature and prior research on
circular economy principles and value-added strategies for community enterprise products.
Additionally, cost-return data and results from focus group discussions were analyzed. Data
triangulation was achieved through document review, interviews, and focus group validation

to ensure accuracy and reliability of the findings.
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Research Findings
The enhancement of community products through the circular economy concept in the Ban
Na Di - Sang Bong Community Enterprise Group, Kumphawapi District, Udon Thani Province, was
grounded in strong community collaboration. The group initially consisted of ten subgroups
producing goods for local and external consumers. However, the COVID-19 pandemic and intensified
market competition led several subgroups to cease operations. Focus group meeting was held on
October 14, 2024, from 9:00 AM to 12:00 PM at the Ban Na Di — Sang Bong Community Enterprise
venue, attended by 20 members. The objective was to facilitate knowledge sharing and jointly
formulate strategies for enhancing community products. This collaborative process also aimed to
foster product value addition through participatory engagement. Two key training workshops were
subsequently proposed:
1) Workshop on Developing a Natural Fruit and Vegetable Wash Conducted on December
6, 2024, with 30 participants. The workshop focused on low-cost, chemical-free production using
100% natural ingredients. Ingredients included bio-fermented liquid, Plantacare 2000 (a mild
cleanser), boiled water, and optional color or fragrance. The resulting product is safe and eco-friendly.

Usage: 1 mL of solution per 2 liters of water, with a 10-minute soak followed by a rinse.

Picture 1 Workshop on Developing a Natural Fruit and Vegetable Wash
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2) Workshop on Developing Local Snacks for Tourists Held on March 5, 2025, with 30
participants. Participants learned to make two traditional Thai desserts: Young Coconut Jelly
with Coconut Milk (50 pieces): Key ingredients included agar powder, young coconut juice and
meat, coconut cream, sugar, salt, rice flour, pandan leaves, and water. Layered Dessert
(Khanom Chan): Made with rice flour, tapioca flour, arrowroot flour, coconut milk (both thick
and thin), pandan juice, and jasmine-scented water. The mixture was layered with alternating
colors and steamed in sequence. These hands-on experiences enhanced members’ technical

skills while promoting creative reuse of local resources.

Picture 2 Workshop on Developing Local Snacks for Tourists

Discussion

The Ban Na Di — Sang Bong Community Enterprise Group possesses significant potential
for development due to members’ knowledge, unity, and readiness to engage in community
initiatives. The area is agriculturally rich and situated near the Red Lotus Sea, a prominent
tourist attraction in Udon Thani Province. This proximity offers opportunities to expand the
community enterprise into tourism-related ventures. The findings align with Sutheen Aonubon
(2024), who emphasizes the need for community enterprises to enhance product value

through local wisdom and resource development, guided by circular economy principles and
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grassroots economic empowerment. The group's awareness of production costs enabled
strategic decision-making for sustainable operations, including resource reuse and waste
reduction. This is consistent with the research by Tassanee Nakasenee and Thanakorn Sodsai
(2023), which highlights the importance of transforming traditional products into
environmentally conscious innovations that uplift agricultural communities.

The enhancement of community products in the Ban Na Di - Sang Bong Community
Enterprise was achieved through the circular economy framework, promoting resource
efficiency, local identity, and active participation from all stakeholders. The two implemented
workshops had significant outcomes: The natural fruit and vegetable wash not only reduced
chemical contamination but also helped eliminate parasitic eggs, thereby improving public
health and well-being. The local snack development project added value to indigenous
ingredients and created new income sources by offering hospitality products for tourists. These
efforts support Nopparat Chaiyachana’s (2024) assertion that integrating cultural capital with
BCG (Bio-Circular-Green Economy) strategies enhances product quality, community resilience,
and market potential. Likewise, Suchila Talamphai In-Inunchot and Phongsawat Ratchajan
(2024) the development and further enhancement of community products relies on utilizing
technology rooted in local wisdom for product development, as well as innovating sustainable
value-added processing. The outcomes of these projects encourage participation from all
groups within the community—such as the elderly, the unemployed, and youth—who can
collaboratively propose initiatives that benefit the community. This approach reduces waste
by maximizing the use of locally available raw materials, generates additional income for
households or occupational groups, and preserves local wisdom through the processing of
indigenous materials. Ultimately, it fosters sustainability and strengthens the community as a

whole.

Conclusion and Recommendations

Members of the community enterprise group have become aware of the importance
of the circular economy concept in the group’s operations, recognizing its impact on the
economic system and the community environment. The researchers and the community
enterprise group organized two practical training workshops, emphasizing sustainability, cost
reduction, and minimizing environmental impacts to add value to products and increase the
group’s income.

Practical Recommendations for Relevant Agencies and Utilization

1. Develop and Distribute Practical Manuals : Create a manual titled “Safe Vegetable
Wash Solution from Local Herbs” for distribution to Subdistrict Administrative Organizations
(SAO)/district agricultural offices, or develop snack menu sets with cost/profit/selling points

information for municipalities to promote community-based tourism.
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2. Design Diverse Media Formats : Produce various media such as infographics, short
video clips, and tutorials, or provide QR codes so interested individuals can download
production formulas and operational manuals from the project’s website.

3. Build Collaborative Networks : Establish partnerships to extend the circular economy
concept by collaborating with farmers, entrepreneurs, and local shops to bring the circular
economy system to life. Work together to make the community a model for others, serving as

a prototype for expansion to other communities.
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ABSTRACT

This study aimed to examine the consistency of the causal relationship model of
factors affecting consumers’ intention to purchase stevia tea with empirical data. It also
investigated the influences of health benefits, perceived price, perceived quality, and
perceived value on consumers’ purchase intention of stevia tea in Thailand. Data were
collected using a questionnaire from 385 stevia tea consumers who were members of
Facebook groups. A multi-stage sampling method was employed. The data were analyzed
using descriptive statistics, confirmatory factor analysis, and path analysis.

The findings revealed that the model was consistent with the empirical data. The
relationships were as follows: (1) perceived value was directly and positively influenced most
strongly by perceived quality, followed by perceived price and health benefits. These
predictors accounted for 97.00% of the variance in perceived value. (2) Purchase intention
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toward stevia tea was directly and positively influenced by perceived value and indirectly and
positively influenced by perceived quality, perceived price, and health benefits, respectively.
Together, these predictors explained 89.00% of the variance in purchase intention toward
stevia tea.

Keywords: Causal Model, Perceived Value, Purchase Intention, Stevia Tea
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Monroe and Krishnan (1985) 83u1891 ms3uianmAsaiiuanusadisuvesuansneilunisas
wauAuianelalviuguilan aenndesiun1sAn®Ives Sumi and Kabir (2018) wud1 A153u3
Aunw f8vdnaieuandenisiuinuaivesneeinidevesiuslnasn tinanme dududsamnse
funauRgATels wail
H3: M3TuinmnIn J8nSnanImIudeuindenisSusaAmA 1M
2.4 masuiauan uazauRslade
My unszuiumsussiiunsdnlavesgnénfeundnfasiuazuinng
Nz 1AgiaNTaNaINTIAY ANAIN azUselonifilgsy Fedamasiornudslado (P & Lotfizadeh,
2016) NNSANWIVEY @Sy BeudEY (2562) M3FuiAmen dawasoausilatoomseasunia
193§U31nA LuLFeatu Sumi and Kabir (2018) nui1 n1sudane fvswadauinseauddlate

oosnlaveuilnArIdIna A AeudsEunsaiueauuRguIdele Al

Ha: M3fusaue T8vsnanensudauinsennunslageys gy

Uszleviduguan
(HB)

ns3uiamAn
(PV)

n133uiam
(PP)

H3 (+) La & »
ANUAILAYV NI

(P1)

nsudannm
(PQ

AN 1 NIDULUIAANITIVEY
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3BAnliun1sIdeg
1. Uszvnsuasnguiegng

Usznallumsnenadaide duilnermevmuiiduandnlumednniy (Facebook
Group) MmuaTLAFeE19nsa T UTNAUTEANTIINGATVES Cochran (1977) i SedumTesiu
Jovay 95 "Léffuumﬁaaé’mﬁmmvau 1UIU 385 AU Im&JIGB’%%fmﬁuLLuwma%umau (multi-stage
sampling) Funouusn mmiamamm%ﬂimwewﬂwmmmau‘lﬂu%mmmm 91U 4 Ngy 210
m‘mm 8 N feIEMsduagade (simple random sampling) Susaudl 2 ¥n1sduiegauuULLs
suuqm (stratified sampling) Imamuummammznqu wiadu 2 ﬂqma NANEIWA7 (private group) 3
411U 2 NGY WaE NGNaIsITE (public group) 133U 2 ndu IneIdeduidenuinguay 1 nay
funoudl 3 nsduesauuuinizas (purposive sampling) Innaafiduldludunenud 2 Tnerfwua
inausinsidendegsiie Wudiieeiusraunisallunsuslarymgvusudilidosnin 5 A%a u
U

2. wspsilenldlunsise

dsumsifeluaded giselifauuuuaounuooulat Tasfnwanuunin vud uas
MATeTIRETes wuvgeuauiidnvamdunuuinasdnUszanae (rating scale) Ifdon 7 szdu 1
ARTllANdDRARBITRIlaRInNAUTRNgUIEaA (Index of Item Objective Congruence: 10C) ¢34
0.67 - 1.00 @aii@13nn31 0.50 (Uszande WAUUN, 2558) aeldiuuvaounuiiaunsadaden
(content validity) wdnulEinsageuaLLiies (reliability) Taginuuuasuaulunaassiu
Uszrnsitladlinguiiedns d1uau 30 au ietandessimeidulszdniuearvosnsouuin
(cronbach's alpha coefficient) #u31 Usglewtimuaunin danviniu 0.940 Mssuiamusin IAwiiu
0.799 Ms¥udnma fewiiu 0.887 masuiama fdwiity 0849 uasanusidlater g i
Ay 0.838 FedlAmnnnin 0.70 (Cortina, 1993) aguldiuuuasunuimmniiesegluinasia

3. MsusIusutoys
idldsunaiunursdeyalnslduuuaeuauesulal ludosuiifeldueayan
Mndguanguamndnlumlednildlunisdimm uasdloldsuougnisinisinusznia ieduas
Trgusradvasndeuazdssuuvaauamdmsulilunisnaumaiy Amuaszeziatlun1siiusIuTy
foga $1uru 30 Yu (Faus¥uil 20 Aomau - 18 fusneu wa. 2567) Mntuismsvaeudoyaiild
wwvasuImILLIuTirenedesfuInusinisinustuaieg el sauiinaeuagnies
wagmNaysaivestoya Wethlugmainszideyasely

4. Mynszidaya

ananlilunslieseideya Usenaume 1) adifBeanssaun (Descriptive Statistics) Litald

aSutedoyaiug uveIngudl981e 2) affigsenunu (Inferential Statistics) lawA N1531AI89
29AUTENOULTIBUIU (Confirmatory Factor Analysis: CFA) dwsunisusziliunuulumanisin wagnis

WATIIAUNS (Path Analysis: PA) dwsunmsnsiaeuduiusvesianushuluwaideanme
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NAN1599Y

1. dnwaealuvasngusiiagne mstiauenansiinseianuaenilivenguiiegns uand
Tupsed 1

M13199 1 AnwauevilUvesngudiiegns

%’ayjaﬁbﬂﬂ U9 (AL) Souaz
LA
U418 105 273
MY 235 61.0
LOBT+ 45 11.7
218
20 - 249 117 30.4
25 - 341 125 32.5
3544 Y 75 19.5
45 - 54 Y 46 11.9
55 - 601 13 3.4
11nN21 60 U 9 2.3
1UN
UnEe/ UnAnw 21 5.45
11579115/ WENNUSFIAMAR 72 18.7
WiIn/gnInsuenienu 70 18.18
Usenouenindasy/gsnadusia 126 32.73
WNWRINT 20 52
SudailuseTu 39 10.13
B9 (@ wlthy T1eem) 37 9.61
swlanaihou
TaliAu 10,000 UM 69 17.9
10,001 - 20,000 Um 162 12.1
20,001 - 30,000 um 54 14.0
30,001 - 40,000 U 52 13.5
40,001 - 50,000 U 15 39
11NN71 50,000 U 33 8.6
374 385 100
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NPT 1 WU anwalzreInguimeg e dlngdumends 1w 235 Ay, Sevay
61.0) Heg5enin 25 - 34 U (317U 125 A, Fevay 32.5) Useneue1indasy/gsnvdium (T
126 Au, Sp8ay 32.7) warisnelamawmausering 10,001 — 20,000 U (31w 162 AL, Sevay 12.1)
2. wavnn1TUssliulananisdn (Measurement Model) HaaInnN153tATIZOIAUTZNDU

a A U 1

\Wagudu wudn ﬁmﬁﬂaqﬁﬂizﬂaummgm (Standardized Factor Loadings: SFL) vassiauusdanale
yndauUs fledaust 0.50 Tul egailifuddamsadafisedu 0.01 riedsvesaruulsusuignaria
167 (An Average Variance Exacted: AVE) 5¥#374 0.648 — 0.828 @aunninnaifinnunalide 0.50
(Fornell & Larcker, 1981) WONANT AP e ILUSURY (Construct Reliability: CR) iA152%319
0.845 — 0.934 FunnmnaEifinvualife 0.70 (Hair et al, 2014) wansilassasrwasiudstuluma

frunsadaniiou (Convergent Validity) Munausiinviuald Gaesnei 1)

= a 9
5199 1 wan1sUszliulieanisin

AuUIUNS daudsdanald SFL |CR | AVE
Usgleranuaunin (HB) HB1: nsiluselevisiasnenig 0.93* | 0.934 | 0.828
HB2: nsteduasulydinanIng 0.90%*
HB3: mMIanAadsslunislsa 0.90%
M33u3TA (PP) PP1: 1A lalums Wowfieufudsslowdl | 0.87* | 0845 | 0.648
lasy 0.67*
PP2: siganinginluliinneuduly 0.86**
PP3: pruduAUTIATIT el
mM3suiAunn (PQ) PQ1L: AR 0.85** | 0.903 | 0.751
PQ2: nwdnwaliifvesayulng 0.89**
PQ3: AuanansalunsvauyT ALY 0.86**
mssuiAuA (PV) PV1: Usglewtinnnnisuslon 0.85** | 0.895 | 0.740
PV2: Silvangauieiuiisngy 0.88*
pv3: maufivensulude 0.85**
anusdlater g (P) | PIL: ardidlafesmeg 0.86** | 0.884 | 0.717
PI2: A UHLNTE e WL 0.82**
PI3: msulnav g vimumaunus il | 0.86%
x° =130.82, df=68,752/df=1.92, GFI=0.96, AGFI=0.92, CFI=1.00, SRMR=0.023, RMSEA=0.049

5 <001
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0,14~ HEL
19— HEZ
20— HE3
L 25— EEL
55— B2
26— j2i=c)
27— FOL
20— P2
26— B3
.28 ik
22— 2
.28 3
-0.05 0534
0. 2501 PI1
0. 33— P2
0.11
‘13.2?—- FI3
Chi-Square=130.82, df=&8,

0.85

0.56

1.00

P—value=0.00001, ERMSEA=0.049

P a 6 (3 a A (% o A ! & d‘l’ 4
AN 2 LLﬁﬂﬂNaﬂWi’JLﬁ’i?%%@\‘iﬂﬂi%ﬂ@‘UL“NEJ‘L!EJ‘L!ﬁﬁ]‘\]‘EJVIﬁQNaW@ﬂ'?l’mﬁlﬂf\]“ﬁ@“lﬂwiyﬂﬁi']u

vasustnalulsemelng

3. lunaL3alAs9as19 (Structural Model) NanT153AsIEiaun1slalasIas19ieluswnsy

ddagudmsunsidendsaumans nuit luealenudenndesiuteyalUszdng fiansanldan
Ala-auadsduins (Relative Chi-Square: #°/df TA1LMNAU 1.86a0AAE0IAULNUT VD
Diamantopoulos and Siguaw (2000) fifnualiinaasiialudiAu 2.00 Fudiiasefuaunaundu
(Goodness of Fit Index: GFI) wagaaiinszauanunaundudsulnual (Adjusted the Goodness of Fit
Index: AGFI) iA91AU 0.96 uaz 0.93 MUAIRU donAAasiUNgNUDY Schumacker & Lomax (2010)
fltoiauouugiadivisaninsiiariaud 0.90 FulU Arnvesrindefdaeseuaumiolugy
ATLUUNINTFIU (Standardized Root Mean Square Residual: SRMR) kagA15INANS4a99U04ANY
aasLAd el Uszanl (Root Mean Square Error of Approximation: RMSEA) SiA1infu 0.022 uay
0.047 MUAIFU donAdBItuINeivUed Schumacker & Lomax (2010) fiauaindndananeisiaies

3
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n31 0.05 uazivilinszdunnuaennaodliauLisu (Comparative Fit Index: CFl) dA1LiaAU 1.00
ApARARINUNUIUBY Kline (2011) MauakusAmNinnzauaIsiaAmaws 0.95 JulU Awm15199 2

M19199 2 PUIRBVENAUINIFILVRAUAALTAATIET

o a a fanusaning
Aaudsua R? NAYDIBNOWA :
HB PP PQ PV
PV 0.97 DE 0.08* 0.21** 0.73** -
IE - - - -
TE 0.08* 0.21%* 0.73%* -
Pl 0.89 DE - - - 0.94%**
IE 0.07* 0.20%** 0.69%* -
TE 0.07* 0.20%** 0.69%* 0.94**
X =128.42, df=69, Zz/df=1.86, GFI=0.96, AGFI=0.93, CFI=1.00, SRMR=0.022, RMSEA=0.047

DE = 8v5wan9nsd IE = Bvdwan9eeu TE = 8ydwasiy; ** p< 0.01

MNANT97 2 leRiansananvundvEwaminsguvestuaaidalasaing wudn msfus
AAY (PV) lASUBvENan19nsadauInan nssuinmnn (PQ) Msfuisan (PP) wazUselevianu
auam (HB) fuunndvBwaninsgmuwindu 0.73 0.21 uag 0.08 sud1sy fArduussavinensal (R)
Wiy 0.97 wanad1 Faudsvmemardanduiosay 97.00 vesaruuusrulumsesuefudsnsg
RFGRIGRE(EY)

a

Aunslagevvie 11 (P lasudvsnaniansadisuinain nssuiamen (PV) dvun

a a ¥

BB waNIMTE UV 0.94 uenanteldFuBvENanIsEedauInaN M3FuAuAm (PQ) M55U3
511 (PP) wazdsglevimuaunim (HB) Junedvswaninsgiuminiu 0.69 020 war 0.07 awadu lag
fnduusyansnennsal (R) wihifu 0.89 uanyi1 shudsvinunemarisamiuesuisnnuuususnlush
wsmuddlafermgmnulddesas 89.00

SoimsanuamvadeuaLLRgIunTIde wui aunfigunided 1, 2, 3 uay 4 Tdumng

dvidnanaenndosUaNuAgIUNivuall AN 3

A9 3 NANIVAABUANNAFIUNNTITY

faiuﬁgqumi ié’iima Eazjaa YUINDNING . Geyg | HAN3
998 ANINA anNona mmg’m nagiau
H1 HB — PV | DE 0.08 2.05* (+) HoUTU
H2 PP— PV |DE 0.21 3.88* (+) gausU
H3 PQ — PV | DE 0.73 10.52%* (+) YRUTU
H4 PV —> PI DE 0.94 20.90%* (+) HoUTU

DE = 8M5Wan199ss; ** p < 0.01; * p < 0.05
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1.00
.08
—=——0.03

.21

0.75 L0

.-q_ Ij | ll

00

Chi-Square=128.42, df=¢9%, P-value=0.00002, RMSEA=0.047

a a ¢ v
AN 3 HANITILATIEREEUNY

aAUTENa
1. wa91nN13esIRaeuliaalumTIfed wuit lunaliaugenadesiutoyaielssing
Inglunafiaunssogluinaeid wandliiui Usslesddugunin mssudsnn nssuiamunn uas

]
v A

nssunnan WuduwlsdAyndmadeaiusddlatiorna i Fudunisadvayungufnisius

o
'

A

auAfuilaa find1ai aueiigndléty dwalnemsaenginssuvesiuslng Ssroliinaausila
¥o waziilugmssinaulatiendnfarivieuinsluinedian (Woodruff, 1997) Saffauusiiguslnalif
mnuddiianfenissudmuganmiinuessuile dsiinailiiuslaaussdiuinnissumun e
YosuAnf Ty IvEIUIIAMATES (Islam Md.& Han, 2019)

2. Usglewisnuaunn $8vananansadauinsenisiuiaaavmvaninu wandidiui
assaunvgmuiivszlevidesnanie Ysduaiulitinunmd wazanrmidsddunisifalsa
anunsaadnisiuinuvesayulnadu 4 1duesnad aonadestu a3ty gausns wagany (2558)
wuin ArudnvazddyuasasInguvesayulnsive dwademssuivesiuslnadileuguagunin

3. M35U551A1 T8vEnanemsadeuandenssuinamymg vy wandliiiudi gme
vdisaliuns Weiflsuiuusslenidldsu fsageniiluldinauduly wasvinliguslan
Lnfearuduarfusiaiidnsly anunsoadenisfuaualiiurmginuldifisiuands
denndasfiu assiatn dnnnas (2563) spyin nandusifiduaifusafidnsly awnsnaiing
Uszaunsaluaznissuinuangauintituguslaala

4. M3udnmunn T8YENaMNIRTITIUINAONTTUIAMAY MY wandliliiudn AanTw
e iukazausalda unaunugialy nmﬁ%mwé’nwaﬂﬁﬁéuaqazgulwwzﬁwmm
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v 1

aunsnas N ssuiRA i v el mulAiinT ARy denndesiu Sumi and Kabir (2018) wuin

a a a

m3suiamnn 18vEnaluindenssuinuaveneeinliareusinaArIdPaInea

U ¥

5. nsfudamen $3viwantansndsvandeninudiladorind i wanslsi fudn
mnguilaasuiiaszleviannnsuilae fanfemnuduavesnaiidnslu wazannsaldfunauny
yivaluldiduesned adivasldnsefuannuidlatovmdmuvesuslnaliifiniuld denndosi
Sumi and Kabir (2018) wui n1s¥udaman fvEnaideuandemnusidlatonoosnidievesiuilng

P1IRIPANNA

YoLauauu
1. dorausuuzdmsunisuinanisiveluld
Yofunuainnsiveil JUszneumsuazmihenuilisrdesiunisndneingminy
AINTAN AR IAYADNITINLNUAITAAG ImaLﬂué’fﬂﬁamﬁuLﬁaa%fwm'i%’uifamﬁwawmzﬁw
U e ulslenifildsu anuduaesaiiinsly wasannwuesnansdtae awtaenseduld
ﬁu‘%‘lmLﬁmmméfmmiLLazﬁﬂUgﬁmié’mﬁuia%aiuamm Bandenglduarsenueiiiutuseld

2. dorsuauuzdmiumaiissasedely
miAdeafaroly msAnuilafeduiiidninadensdndulatendesivayulnsdunay
ngutimnefivannraneuindaty Suasdulsslenilunmsdiluiausuuuuasnagnsmsnianain
dmsuinfesiuayulnslitiusyansnmanniu

LONE15919949

3@ nm Jusua, grium wivnuw, wasiilanssas Usengi. (2561). ﬂﬁ%’uiﬂmﬁ%mzmm&y’ﬂﬁa
HandTiEwesEUTinarIlneg. 235U SRAAIUASUNSI LA, 9(2), 106-116.

YIBSHU TN, BZANTITI VUND4. (2018). mﬁi’@ﬂmﬂ'1L’“iuiezjﬁﬁ%’uﬁsuaaﬁﬂvimLﬁaﬂuu%wim%a
ADILISY. 215815M15INNS, TEUUNLAY), 167-179.

WANA daa3eElng, a5 Anww, wasususi uwiuge. (2565). msldusslevinnayulnsineway
TN WU UWEMSUNISERNTIRY. 21585 3TBuaTUIRNTTuNISINeNAmanTuae
walulag, 3(2), 1-16.

Usefaas AfsWaunUsud. (2564). Jadeiidwasiswnaivasdusinangmanuluussmelne
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MyIdetiingUszasdiiefnydninavesnnnudionu anulingds wagnisseusumealulagi

[
a

= | LY A a Y] a [ + @ [
Tnasien1sanduladeaaniunusssunatuweundintudifwessensuluwnniannuvuas tneidu
M3AN¥IeBaUTIn Ussrnsnldlunisfne e Usewwunendesglunsunnamuns lagadanly
WATVteya Ao AToray ANARY AdELULIIATIIULAENTIATIZINTOANRENVAN NAN1SANY
1 Y 1 1 [~ a a1 1 | = [y a2 a
WU ﬂqmmaa’ma’guimyudwwww YWY ITWIN 36-40 U aounnlan MsAnwseRulIgye3
g¥nmtinauuseenty wazdrulvgiseldiadesiou 15,001-30,000 UM HANMIVIAGOUANLAFIUNTT
398 WU anueiu anulingde wasnissensumelulad dnasenisinduladesainiuwiasguiauy
weundaduifesservulunniannuviuas sgrditedAgmeatianggdu 0.05

Adagy: Auwety, Anulingla, nsseusumelulad, nsdndulaie
ABSTRACT

This quantitative research aimed to examine the influences of confidence, trust, and
technology acceptance on people’s decision to purchase government lottery tickets via the
Paotang application among residents of Bangkok. The population in this study consisted of
people living in Bangkok. Data were collected using an online questionnaire. The statistics used

for data analysis were percentage, mean, standard deviation, and multiple regression analysis.

The findings revealed that most of the respondents were female, aged 36-40 years,
single, held a bachelor’s degree, and worked in private companies. Most respondents also had
an average monthly income of 15,001-30,000 baht. The hypothesis testing showed that
confidence, trust, and technology acceptance significantly affected the decision to purchase

government lottery tickets via the Paotang application among people in Bangkok at the 0.05
level of statistical significance.

Keywords: Credibility, Trust, Technology Acceptance, Decision to Purchase
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ABSTRACT

This study aimed to investigate university students’ behavior in expressing opinions
about others through social media and the factors affecting such behavior among students in
Songkhla Province. The sample consisted of 396 students from three institutions: Thaksin
University, Rajamangala University of Technology Srivijaya, and Songkhla Rajabhat University.

The findings revealed that the students’ behavior in expressing opinions about others
through social media was at a high level (X =3.82) . The most common practice was setting
opinion posts to public visibility (X=4.18), followed by refraining from using harsh language in
comments (X =4.08). In addition, many comments reflected personal opinions that could not
necessarily be judged as right or wrong (X =3.83).

Regarding the factors affecting students’ behavior in expressing opinions about others
through social media, demographic factors, particularly differences in educational institution
and income, were found to result in statistically significant differences at the 0.05 level. With
respect to social media usage behavior, differences in the number of hours spent on social
media and in the sharing of personal information also resulted in statistically significant
differences at the 0.05 level. Furthermore, knowledge and understanding of laws governing
online media use were positively correlated with students’ behavior in expressing opinions
about others through social media at a low level, with statistical significance at the 0.01 level
i (r =0.307). Among these, knowledge of the Personal Data Protection Act (PDPA), B.E. 2562,

showed the strongest statistically significant correlation with such behavior (1" =0.455).
Keywords: Expressing Opinions towards Others, Social Media, Media Usage Behavior
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Abstract

The objectives of this research were 1) to study the level of implementation of the
strategic management accounting information analysis (SMAI) and the level of performance of
private school, including financial and non-financial performance, 2) to investigate the
relationship between strategic management accounting information analysis and performance
of private schools, including financial and non-financial performance, and 3) to analyze the
effect of strategic management accounting information analysis on the financial and non-
financial performance of private schools. The research population and samples are the
executives of private schools in the capital city of Vientiane. The respondents were selected
using purposive sampling based on criterion sampling, focusing exclusively on individuals
holding managerial positions in private schools. Data was collected from an online
questionnaire. The statistics used for data analysis consisted of 1) descriptive statistics
including: frequency, percentage, mean, and standard deviation, and 2) inferential statistics
including: correlation analysis and multiple regression analysis, with a statistical significance
level of .05

The results of this research showed that 1) strategic management accounting
information has overall a high level of implementation (X = 3.595, S.D. = 0.546). The
performance of private schools has overall a high level of opinion (X = 3.591, S.D. = 0.602).
The results found that the strategic management accounting information had a statistically
significant positive effect on both financial and non - financial performance of private schools
at .05 significance level. When SMAI was analyzed by individual dimensions, customer
information analysis and product/service information analysis were found to have significant
positive effects on both financial and non-financial performance at .05 level. These findings
suggest that executives of private schools should focus on SMAI as a key tool for strategic
planning and managerial decision-decision in a highly competitive educational environment.
Effective utilization of SMAI can contribute to improved organizational performance in both

financial and non-financial terms.

Keywords: Strategic Management Accounting, Financial Performance, Non-Financial

Performance, Private School
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iseadailifunsiTuidaUsunas (Quantitative Research) Uszansiildlunisise fe
Umslsadeuenay winzdfdsumlsudmsvedssSouluwauasdouny wu wvedsaSou

Y kY

o

= v

A
Y
Aennemslssseuvsensive) Saimdelimsivuninueitunsfndendneuiuuasuauluassil fe 5
vthndndulasunagvsuaziianuiifertunamaniunuvedsuseulagnse Fajuimsiseseu fe

Hufflannsonsudinimnuideldmuinguszasd fadu dnidedvihnmaiusunadeyatuiuims
Tsassuenvuluwadisalssduml Useinaaul.a1d 919w 300 AU (Usesmuasnaumsfinwiniaenay
uAsa I seTum, dunwalidleTui 10 NOWNIAU 2567) Lﬂumsejuéffsashmwmwm (Purposive
sampling) mmﬁ'au"lfuqmamﬁa;:Imamwuaaum:u (Criterion sampling) (Memon, 2025) sarfu Uszanns
uazngueg1ddiomedidiumisiuimvedsadoulunuasdesiun wu fennenslsadey
vioaslngifineunuuasuan Wetdsndwnmunnduiegdagldlusunsy G*Power Tagfmunly
effect size = 0.2, O = 0.05, Power = 0.80 uay S1uIufuUsIIRY 5 Fauus Feilildduiungy
fhegrsiifwaldiviiiy 70 au FBmaiudeyalimsduuasuamuduguuuuesulat Tasdaduaed
Google Form HIUMNBLUE MAULUTMISISUTEURNUANNIANNITANYIN1ALBAYY UATHAINIBITUNS
Tugadeulqguieu 83 nsngnau 2567 TMUIUERBUNGU F1UU 78 AU
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2. inesilefldlunisise

wiesdlofldlunsisendsil 18un wuvaeunwesulas (Online questionnaire) FsUsznaudae
5 pow lawn

noudl 1 feyaifedfudnuazresfneuuuuasuny Usznausie twd 1y seAUANTANY
aiwfiay funsnu dsvaunisaflunisuimslsadou wwalsadeu uasiidaedlsaiou 4
masduluuidenaou (Check list)

poudl 2 sefunmsthuuiuRieafiudeyaamsaumnamanstyduimadnagms S1uau 26
Yo Usznaudhe mylnswideyalfeatugnd d1uau 6 e doyaifeafuguds $1udu 10 1o waz
ToyalRerfunansasiuiensuinig S1uau 10 e Feianudunuuinnduyssnaaimauuy
Y938LAT (Linkert’s Rating Scale) wuailu 5 szavu laun szaunsihuufifainseau 1 feszdu 5
mnefsseRunaianufoatesdian tes Ununans 110 uazanndign auay

Aol 3 seAuALARuAs I URan SR duuvedlsaFou S1udu 11 e léun wanis
dufunuiiduintu d1umu 5 9o uarliifusitu S 6 o Fudumauuvuinasdnuszanm
APULUUYRIALATY wuwdu 5 szau Taun seduauAniiuainssau 1 Geseau 5 nuneieseau
mnuAAutosTign tes U1unans 1n wazanniga Auddy

il 4 Jgymuardelausuuzdu 9 aeuaiumnuAadfiufisAnaingneuuuvasuaiy 3

anvazlunuulisuusseneanssaun

nsa¥rstedinulunvuasuniuvesdui 2 Jududanufefufuusszuuasauna
memsduimaiBanagns (SMAD Usznausne mslsgideyaifeiiugni deyaifeituguas
uazdeyaiienfundnsarinionisuing §idelsvhnsusulsefermauainnuidsves Noordin uas
Aldeen et al. (Aldeen et al., 2019; Noordin, 2009; Noordin et al., 2009) lagUsuliiganndaeiu
Udunvedlsaiouenyu uag ManuifsduduussanisdidunuvedlsaFouenty Wunsuiuus
YOADINIINNUITEUDY Cadez wag Guilding, Alamri, Jayeola et al. Lachmann et al.ag Visedsun
ey Terdpaopong (Alamri, 2019; Cadez & Guilding, 2012; Jayeola et al., 2022; Lachmann et al,,
2013; Visedsun & Terdpaopong, 2021) Fainisulananamaniseindunuiidusiuay il
Ruluise

nMsATIvaUANNINYBLATalD §ITlMinnInTIvaeuamANveATesile Tnadasng
wuuaualiiudeamgsiua 3 v dWensaseuanumsadaionm (Content Validity) wud
ARTliANaenAdeIsEnINtamaukayingUssasd (100) lnsfinnsandadiondraulukuuasuniy
fifin 10C faust 0.50 Fuly Faeh 10C Aldagszning 0.67 -1.00 ndsanduiteliiuvuaouai
asstuuazyulauslomadaiauonuzvesidonniguds S 30 4a luvhnismeaey (Pretest)
emAIALLEesiu (Cronbach, 1990) 98staA1any FawafiladAaundetusesuuvasuaiy
(Reliability) 52313 0.768 - 0.934 Insusnuansaananiesiuvessnlsusasianumedu e
AauUsiu sruvasaunan1an sy duimsidenagns wiadu 3 dnu laud drunisinseideya
Aeafugndn deyaiisafuguis uazdeyaiferfundndasivionisuinng fdanudesiuney
U15AoaN WAy 0.875, 0.934 kay 0.768 ANNANU @3UAILUTAIN NaN1TAMENIIUYRIlsIS U
wiadu 2 du Tdun mansdiduauidudaiiu werlilufmBu Sannudeiureuuiiadanin
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Wi 0.909 way 0.867 auddy uazararndesiuadsvesuuuasuniutiyn Wiy 0.958 dedn
AnuLdeunauUISAdaN ve IR LU sLAafEAILINNTY 0.70 (Cronbach, 1990; Hair et al., 2019)
Fauburfisonsuld fadu fiteiniuuvasunulufudeyaateely
3. maiusausudaya
1) fidelsveviiidonnuszsuamnulsadouensuy uasualaisaduns ileveniy
oyngilsadouensuiunduiosameuuuuasunulundal
2) maiuteyagiveladwuvasunuluzuwuy Google form wiaufunuunilsdain
aneulsaSeuenvuludslsaSeuonvusing 9 Megluwniionisadum
3) wlefusmslsaounoundu {Idulfihmsnsaaeumiuauysalvestoya wazulas
Toya91n Google sheet 11L¥u Microsoft Excel waz save 1Uu file CSV wagind1luswnsy SPSS
version 21 tilevhmseneideyasioly
4. Mynszidaya

6

n533aSeil 1Bun1539818eUSunas (Quantitative Research) adffildlun1sinsies
foyadmivamidunsel Uszneude 1) adifdanssaiun (Descriptive Statistics) TdmiuTiasg
foyavnluvestnouuvuasunudmiumanuneud 1-3 Taofiderhm iy uaziausnaniside
Tusuuuy N154aN4I3AIINE (Frequency) A15eaas (Percentage) Anade (X) wazardrudeouu
1175514 (5.D.) uay 2) @iAITa81984 (Inferential Statistics) iHuadAnlfilonaaovannigiunuise
foyaansaunaniamstyuimadenagnéfidmaronanisdniunuveddsadouenyu luidles
Nesdunil Usewmaaul.an lagldadin15iiasizianduius (Correlation Analysis) Wagn153LASIEN
aun1snanoenygal (Multiple Regression Analysis) litenadeuauyAgiumuingUuszasdnuise
uonaNi {ifefinisniaaeuniaiin Multicollinearity iionaasunududaszainiuvesfus
Sasznninus nuwuusdaszyndieanduiusedsewing 0.546 - 0.653 dauandluned 4 dq
AritldlaiiAu 0.80 wansirlsifidmniag Multicollinearity (Hair et al., 2019) wonaniigidesing
M379d0UA1 Tolerance waz A1 VIF (Variance Inflation Factors) tfiefiansannsldiindlayna
Multicollinearity A1 Tolerance vosfalusiaazda JANINAIINTOIMIAY 0.1 wagA VIF dAntey
nivFeuiniu 10 Fuflefiansanadinaiannmsed 5 - ansefl 8 Fannmslesevinadnan 2z
Fuldan Lifann Multicollinearity Sauanaliifiudn fudsianubudasedatundolad
AEITLST e uLay U (Hair et al, 2019)

HaN1539Y

duil 1 namshinswideyaladsdiuyanavesneutuuasuny wardnunzveslsadoy
fAseliinmsiinsesideyavestmouuuuasuaudiuiu 78 au lagldranuiuazadesas 1uada
flilunisuszanana fauandlunsd 1 feil
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M1399 1 LA IUIULAZTRYAZYDITN UL UTEYINTANAATUBIEADURUUADUALLALLTUTEU: LN
SEAUMSANYY @vfiaumsine Wes uazdwiudniSeu

AnwaTYNnauLUUFaUNTY U (AL) foway
LI
B8 33 42.31
AN 45 57.69
SZAUNTSANE
aniSanes 11 14.10
sEAUUTYEINS 27 34.62
srauUseyln 39 50.00
seauUIgyyLen 1 1.28
dvn3vifiau
UIMITINT 20 25.64
NSAATA 1 1.28
nsUayT 3 3.85
LATUFANENS 4 5.13
USUITNIANY 27 34.62
Anwneans 7 8.97
NNSRUNNTEUIATT 1 1.28
a1 15 19.23
199
Wipadunyad 10 12.82
Wesdaznzuin 15 19.23
Hesdlannzuos 10 12.82
diedlyeisug 12 15.39
Woglanil 20 25.64
MABIUNDY 5 6.41
Wasu1enes 6 7.69
YUIALSAUTIU (TrIUlnEFeU (A))
198n71 120 AU 10 12.82
120 - 719 AU a7 60.26
720 — 1,000 AU 9 11.54
AN 1,000 Al 12 15.38
394 78 100.00
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219597 1 Hamsiagsideyalisafugnounuuasuniy anguimislsaieuenvy
$raueau 78 au Tngldrnnud wazsevazduadnfildlunisuszuiana wuin dulngdume
nes 91U 45 au Andudesay 57.69 syaun1sAnwIUSyln 31U 39 Aau Andusesay 50
anudgnfiau drulugifuanvinisuimsfne S1uau 27 au Andudesar 34.62 dulngidu
lssdsuarnidies lumdl $ruau 20 au Andudesay 25.64 vuinveslsaisudiuauiniseu 120 - 719
AU $1UU 47 Au AntduSeuay 60.26

dauil 2 nan1slineideyaiieafussdunisinuivAvesiuusidnunlusnuide
Usznousie deyanmamstyduimsidenagnd uenmusesy wazsziuauAaiuieItunans
suflunuvedsadsuensuniiiusiiusaybidusity fuandumsed 2 wes s 3

M13199 2 seaumsdunuiivesdadeinediuteyanianstyduinmsilenagnsvedlsuseuonsy

TuuAsvalwIsedunl
AauUsAU 0 SD sEAUMTUINIUGUR
Fayan19n1sUIUIMSBINALENS (SMAI)
1.M5Ins1eviveyagnA (CuslA) 3.707 0.641 1N
2.MFIATIENToLAAUYI (ComplA) 3.532 0.732 110
3.119ATgeyanandMel/USNT (ProdiA) | 3.545 0.555 1N
\afiE5 SMAI 3.595 0.546 N

1NANT17 2 wamFlATEideyaiisIfuTEiuM U FTRvesn ST Ui danagns
WU gmevunuvasunmlaesusefunsiuufoR awsuegluseduun Tnefidadeittu
3.595 dhufsaiuuanasgiuindu 0.546 WeRansausnmudiuusdes msiesizvidoyagndndl
Aadegegn lnodianadoiviiiy 3.707 dudeauunasgiuwindu 0.641 uazsuiifinadeosdign
leunshumsinnevideyaduds Tnefidadewiniu 3.532 daudonuusnasgiyiniu 0.732

A151991 3 STFUAMUAAIULAEIAUNANITAITUIIUYRAls IS sUeNTY TUuUASTaI e Uy

Aaudsany [] SD SEAUAIUARLITL
nan1satiuauvaslsessuan (SP)
Luansedunuiidusaiu (FP) 3.267 0.789 U1unand
2 wamsedunuildduiadu (NFP) 3.916 0.521 170
|85 SP 3.591 0.602 11N

NMTNAN 3 HaNMTIATITeYATTAUAUARTIUALINUNAN SR TUNIYedls LB LeNYY
WU JreunuudeunulagsiudssauanuAndiy nmsitegluseivunn laedlanadewiitu 3.591
druleauuamnsgiuingu 0.602 Wefiansauendusiesu wudn nanisandunudildduditud

AnadsunnIIluiity Tneliaedemidu 3.916 dudesuunnsgiuwiiu 0.521
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A15199 4 NNTIATITIANUFUNUSINYTAW TENIN96 0

UsauuazAalusniu (Correlation analysis)

FP NFP CuslA ComplA ProdIA
FP 1
NFP 0.676 1
CuslA 0.664" 0.587" 1
ComplA 0.415" 0.420" 0.546" 1
ProdIA 0.682" 0.692" 0.653" 0.554" 1

*Significant at .05 level ** Significant at .01 level

11NA15197 4 uanINTIATIEsiMLdNTuSIady (Pearson’s Correlation) 1udn #awUs
Foyaasaumemansiyduimsidenagns (SMA) Ssutadenidusudsiunmsiinsesideyagndn
(CuslA) guas (ComplA) wazsAniausiv3on13u3nns (ProdiA) dswansenuiBsuansdenamsiduaud
HusnFu uazliidumitu egrdifedfymsadianiszdv 01 Tnefdmuduiusifiosdusgsening
0.415 - 0.692

£%

dufl 3 wanInadevaLNRAgIy wuady 2 9o fall
1. a&magquﬁ 1 (Hy : %gamiaumwwﬂ’ﬁﬁ’mﬁm‘%mﬂ%maqwﬁ‘ (SMAI) @INaNIENULZIUIN
| o a a & v a (= v a = a [y '3
sonan1sA UM luiidy wazliidusitu veslsassuenyy Tuuasiesduny ald.an
INNANITIATIEN NUTT HANITAIATIERAIEUUTEANSIRNDEYRITaYaN 19N 15U YTUTINS
FanagnsdsnansznulsuansenanisaiiuuiifuitusazldidudRueedsaiouensu luups
PANILITUNY dUU.817 AILaNIlUAII9 5 WaLA19199 6 MUY

M15197 5 NTIATILVNITANNDENTAMYBITBLAANTAUMNANINITUYTUSMTTNALNS daNanTeny
Wauansanan1seiuuiidumtuuedsaSouentuy Tuuasiesdund avd.an

SMAI B Beta t p-value | Tolerance VIF
(Constant) -0.252 -0.569 0.571
SMAI 0.979 0.677 8.017** | 0.000 1.000 1.000
R = 0.677 R*= 0.458 Adjusted R*= 0.451 SE = 0.585 F = 64.270 p-value =0.000

**Significant at .01 level

1INANTNDN 5 WU TaYAaNTAUNANINITUYIUTIITBNALNS anansaneInsainanis
aliuauveslsassuenyuiduiitu egrdidedifynieadan .05 lnsfisrunalunisnensaliosay
45.10 (Adjusted R?= 0.451) uagiaduusea@ndvasn1sneinsalyindu 0.677
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M13199 6 NFIATILINITANDDENYAMYBITRLAANTAUNANIINITURIUTMISBNagNS dwmanseny
Wavnsenanisaiununludusituuesdsasouanau Tuuasisedun ald.an

SMAI B Beta t p-value | Tolerance VIF
(Constant) 1.677 5.555% 0.000
SMAI 0.623 0.652 7.503** 0.000 1.000 1.000
R = 0.652 R*= 0.426 Adjusted R*= 0.418 SE = 0.398 F = 56.300 p-value =0.000

**Significant at .01 level

v A

11nA15197 6 Wuin FeyaasaumnansnstyuimsiBanagns amisanensalnanis
ffiunuvedsaSowentuiildduiitu egdituddymeadnn 05 Tneddualunisnensaifos
av 41.80 (Adjusted R?= 0.418) uasiadudszansvosnisnensaiviniu 0.652
2. anufgiuil 2 (Hy) : foyaarsaunanisnsdayduimaidenagns (Lonnusosiu)
UsENoumieg AuNTIATIERYaYaanA AudsasnanduenIanITuinIg dmansenuildauinsens
nsidnnuiifuitu warldduiity vedsuSoweonyu luuasdosdun aud.an
MNMTIATIERTeya wud1 HanITlRTwAdUsEAvSannesdeyanianistyTuims
BenagnddmansznuiBsuinsenansiidunuiiduiatu waglidustuvedsaSouenvu Tuuns
viarsdssdunmi avl.am Wonaaeuausfgiuuenidused (Hy - Hic uag Ha — Ha) WUt dunis
Ainnziteyagniuazioyandndusivienisuing dwansznuidsuindenanisaniuauiidus
SunarliduiiiuredseSeuenvy luuasvarsdesdunt aul.an fuandunsned 7 wazansnd

8 MIUAINU

A13190 7 Msleszinsannesnmaavesdeyaansaunanianisiyuimsidenagns waduse
i) dawansenulsuindenanisindunuiidusiiiuredsaiouensy luuasdesiunl aul.amn

SMAI B Beta t p-value | Tolerance VIF
(Constant) -0.626 -1.480 0.143
CuslA 0.490 0.398 3.695%* | 0.000 0.524 1.907
ComplA -0.055 -0.051 -0.523 0.602 0.634 1.577
ProdIA 0.641 0.451 4.162** | 0.000 0.518 1.929
R = 0.742 R*= 0.550 Adjusted R*= 0.532 SE = 0. 540 F = 30.184 p-value =0.000

**Significant at .01 level

1017 7 Ut deyaasaumanianstyiuinadnagndteaudiu W funs
Anziteyagndn Jeyaguis wazdeyandnfusivienisuinig annsaweinsaluansdudunui
Juddu vedsasouenyu Inedsunalunisneinsaiiesas 53.20 (Adjusted R%= 0.532) wawmu
mynesiteyagniuasfoyanansnsivion1susnmsinansenuidanindesanssidunuidusi
FuvedsaGeuenvu TnofmduUssansvesnsneinsaliviniu 0.398 uag 0.451 audisy
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M13197 8 NMTUATILVINITANNBENYAMVBITOYAATAUMANINITUYTUIMITNAYNS daransenu
FauansenansaiunuiliduiGuuedlsedeuensu Tuuasdeaduml aud.an

SMAI B Beta t p-value | Tolerance VIF

(Constant) 1.417 4.866 0.000

CuslA 0.194 0.239 2.131* 0.036 0.524 1.907
ComplA -0.007 -0.010 -0.099 0.921 0.634 1.577
ProdIA 0.509 0.541 4.796** 0.000 0.518 1.929
R =0.715 R?= 0.511 Adjusted R*= 0.491 SE = 0.371 F = 25.779 p-value = 0.000

* Significant at .05 level, **Significant at .01 level

NA157 8 WU %@gaaﬁaumﬁmqmaﬂ’@yﬁu‘%mﬂ%qﬂaqméﬁqa’mﬁm lawn aunis
Ainziiteyagndn gudiardeyandnsasivionisuinig awnsameinsainansidusuiiui
Wy veelsaseuonyy lnedisrunalunisnennsalievay 49.10 (Adjusted R?= 0.491) wagAIuUN1s
IinsziteyagniuazdeyandnsusivionsuinisiinanseyuiBsuinsenanisiiduaudilsidusy
RuveddseSouenyy tnedrduusyanivesnsne1nseiviiiu 0.239 uay 0.541 suddiu

2AUs8Na

wafildannauise sediulddn deyaasaumemenistiyuimsiBanagnédamansenuids
vindenan sAnduiifuditu uagliluiiiu widefinsuuenidusefu szwuin deya
a1saunAN1INSURAVIMNSWNagng Gilsamunisiinsgideyagnatuazteyarukaniugivise
MsUimsTidsmansenuidauinseransiuduidudtusarlidudity vedsadoueonvu Tuuss
yanadeadun adu.an Tnsannsnafusena Tawsd

HanIsagaUaANNAgIude 1 ToyaasaunanansURIuTMIBnag s denansEn ULl
uinseransiduiiduiiuwaghifusitu vedsaSoueny luuasmaissiumi avd.an

PNUANTITENUI ToyaaTaumAn1aNIsUyTuTmMsIBanagnsadNansenuliauindenants
sufuauiiduintu vedlsadouenyu uanadn dvnnlsaSeuensuiinsiinzideyagnd azvh
TWnsruianudieanisvesgndn wazanunsadafanssunisisounisasulinevaussdedsiigndn
mants Geagrilignduanauiinela Wusavhlivamssduruiduituredsaoudivu lad
wfuseldfiiindu dwadetlsvedsuFouonyu uluinszuad uananmssniiuem §ns
NANDUUNLAINNNTAY uazUszAnSnmuesiuyuiintudodieusulnou uenand msieed
foyavesndnfaurivtonsusnmsiddnddyidsmasenansidunumanisiuvedsaiouduiu
thufie nsilsaeuiinsdandngnsvdelifanssunmsSeunsaevlulsadeuliiaunmmumnsgiu

NNSANYI LLazﬁﬁ‘\]ﬂiimﬁlLﬂUﬂﬂiﬁ%N;Juaﬂ’m’%’e]ﬁf\]ﬂiimﬁ%llu%)ﬂLMﬁ@ﬁ]ﬁﬂﬂ’]iL%EJquﬁENL%ﬂu T
thiFeuldiuesdnud uvinuznaonszeznafeglulsafeu Jeaonadosiuaidoes Aldeen et
al. (Aldeen et al,, 2019) Fanuin Taan19N15UYTUTMIBINAYNS danadonanisaniuanuves
Tsangrunatentu TuUssinauiLalge e?iqLﬂuqiﬁwizLﬂmu%mmiutﬁmﬁmm%’aﬁ \ilosann

TssmenuavzUsvaunnudnsald deslideyavesnulivieduilduints dsmerunansudeyavey

73



‘ JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY

MSUDRU

Journal Vol. 8 No. 2 (MARCH - APRIL 2026)

wlduInisunmitlnsagdeililsameuiaimunseiuvesnisinnisanuduiusiugnailauin
WU wazagyiuIIRIngUsraeAa909AnT wardmananan1IALluNUYeIeIANs lNINTY
X .. . & v e 44' a Y] v a v a a
waNINU Pumiviset wag Suttipun (2024) BsladnwsesfediunisldinaiansUyuims

= ¢

Fanagns danaiennudsduvetesdns Fudununudeyatugsiafitisafuniudaidideda
dawanden Tutsewelng wuin mstyuimadnagnidwanimsonansdiduanumns§y
uazdsnamadenlagrinunansiuiuumedinuuazauindey dulansin nmsliteyanianstnd
UIMITINALNTAHARNANITANTUNUNINTRUYDIBIANT

uanandl Mnuansidenuindeyaasaumananisiyuimadanagnidsansenuid
vinsenansindunuitliiduiitu vedsuFeuenyu uansin mslsizsideyaasaumanianis
Tyduimadanagnéiinansznudenanisandusuiliiduimiuiewuioady eradunge
TsaBsuiimsinszsideyagndn villimsumnudesnisvidedsiiaaniaesunasesuaziniFeu 3n
falsaFouiimaimumieusuusmangasliiinunmannsgunuamnmnanising vesUssme
wazfidAinisdnfanssunsisounsasuliiaenadestunagnsvesiiuins Welsuioudnfanssu
#1399 IfnuaaannsAnuinds WunavinlilsaSouiide deia idunidnvesyuvu 3eiliian
Adnwaliia funases yuvuuaziniFeulrnseensu vinliunasesdsgnundeululsaSeu fins
vensie unavililsaFeudidiuuisnisnaiaiiiiniu Geaonndostusuidoves Aldeen et al.
(2019) Fanuin FeyansnstyTuimadanagné damasonanisadunuvestsmeuiaensu lu
Uszianialde uonaind 1u3deves Pumiviset uaz Suttijpun (2024) Fawudn n1sTyIuIms
\Benagnddmansenunenserenan st iilunumedinuuazaannden (Social and Environmental
Performance) mugdndiu 521l eu3saues Raksudjarit et al. (2024) FaudseinuinnsUad
Uiadanagnsdmanasensenanisiniunuitlilyiitiu suszneuse mmmeininivesgndi
mnuftsnelavesmiinau nsiddafunuuarieldewesgiia TngrudulsAuna9fe nszuIung
sl (Operational Processes) fiou ndtaIntuardamansenusonanisaiiumuninisiu
sioly Humnefs wansindunuilildftuasiatu gramnssuomadesdinszuiumadiiua
fifnou Sevlsitignénfiowsle waresdnsiiderdos udBuhlignduntedudwioulduinisoly

HANSNAFAUANNAZIUYD 2 Toyaansaumnan1en1sUndusmadnagns Usenaume ns
Anrziiteyagnd guisuas Teyaiferiunaniasinion1suinng (Wenausefiu) dawansenuids
uinseransiduiduitiuwaglifusitu vedsaSoueny luuasmaissiumi avd.an

NANaNTIToNUD Teyaasaunanianstauimadanagns eusnnusioiuui
WU sufidwansenuideuindenanisiniunuiifusiiunesliduiitu veslsaSouenyy 3
fina 2 du leun sumsieseiteyagnéiuaz feyaiieafundnsusinionisuinsidssanseny
Feandenamsduiunuiiedidugiiuuagldifuiituredsaisuenty Tuuasvaledesiuni
aud.an tunansi WelsuSeuenvuiinisuvstuiugaianududuifuimsdosinsiase
foyanudesnisvesgndn sl usuuuunsdsunsasulviaenadesfuanusioinisiunases
videtinFeu WielAnaufismela wazidunaliunasesdignuaiunBoululsaTeunasyinli
Tss3oufnanisinfunumensduiiniy Ssaenrdesiunuitouss Aldeen et al. (2019) Fsriide
dldvihmsfinuwasifudeyatumhsauentuduiu (smenaensululssmeiads) Sawui

74



NIANTINYINTINNNT W INEEI1UI0 AT ‘

MSUDRU

I 8 atuft 2 @wnaw — Wwweu 2569) Journel

YRR TAUNANINTUYIUIIITTINAYNS ATUNITIATIENVDIGNATLALHEN A NITENITUINNT
dawasionan13aiusuveslsang1uIalenyy F9UTEnauUMIgSATIHANDULNLUAINNITAINLY
Usgan3nmueanisAuindunuy JeidesuedlUsunsunisinuinasamuaInnisguanu ves
L5angunalenIuRenan?

uinaiduatiuiuand1eanmutes Aldeen et al. (2019) fignulinsgvideyaasauds Tl
dwmansgnusonamsiiunuiiiiustuarlidustu oradunsgiuiundanmuunndsiy
Tugpavinssulsmenuia Inslanzegsdslsmenuatenyy fussmaniadoiinisudeduiugenn
yhlvinsilesgideyaguiaiielinsugauds gaseuvesguiaiinuddnsenisairemuliuio v
Tuidsnsutedy uilursniamianisiine lutsewa adv.an enadelifinisudeiuiigunse 3nvis
Isaspudulugdulsaseuruindniaauianans S1uuinSeuLazATHIaYAAININIINISAN YIS
Srualilnnith Jymildetulidudeu Wodleurulsaioumunelng @Enoutndeumnn 720 Ay
%ulﬂ) %aéfmLm%zyﬁummﬁwm&mawﬂizmi (Tanadachodach et al., 2024) %aﬁw%’wmmaﬁ’wmu
$1in Feflarmdnduiaedenimdnmsuimndainagndunlivsznaunsdndula

uennil wafildannisifeatull fenuaenadesivamiddeves Maelah et al. (2022) Gsld
Anwinansgnuvesteyanianistiydvimadnagnitaruduiifinadenanisdniuauves
Tsaneua uilswenelunanuide lngldfnuimuusdunarafanfzainaiuidsves Aldeen et al.
(2019) WA LITBUes Maelah et al. wud1 FogaasaumamanistyduimsiBanagnsdsna
nsgnUTITInsIuandauiunanisiiunureddsmeuia lnefn1sdanisaug (Knowledge
Management) 1HufuysAunats Fsvsneaudn dmnlsameiuiainisdnnisainug lddeudy
MFYTUINININEINT WaBLIINANLSIBInsudedulilugnsuuals wasdinnsuvsiuaimg
srufuszwineauluesdng videuaniasuanudsiuiugin Aezdeilideyaasaumananisdad
Uimsiinarenantsduliunuesianisnniy

d3UNan15Y
HANTIATIRVTEAUNTININUURN IR Uty aanTaumANIanTg
ANTINYBITEAUNTUINIUJURVRINTIATIEToyaaN TaUNAN NS

FUTMSLTNAYNT WU

Ty
% a & I
inyUiVi’]ileNﬂa‘E,ql‘i/lﬁ@Eﬂu

syiuann wazidlefinnsanedu lasiFssnmnnlutdes wui mllnnevideyagnii lsaSeuenvuy
fimsihuuiRunndududuisn Jnszideyandndngivsenisuinis wazn1sinsidoyanuts
muEdU druszdunaAaiuesmansiiunuvesdsaSeueny nuin naniseduendilidy
fldu 1y Ferdes amdnualveslsaFeu duutmensnatn MinwIAMNINIINSAnY sdn
AanssunisiFounisasudifiaunin viliiAnnseeusuaingunasesuasyusy uazIANaNIs
ffiueudaingn ilalsaSeuldsunanssndunuiidustunun wu dlvdnegldidaetu 3
lsunfudedisufulneu sildinszuaduaniiniu Snsmanouunuainnsamu saufennsd
UsyAnBnmuaaduyuindunudfy dusanimadevautigu wul doyaansaumenanssnd
Ui ndenagnsiinansenuidsuindenantsdniunuieiiluduua gl duituredsaiou
wonvu Tuuasaadesdunt auv.a1n wiiilefinnsanuendeyaasaumanianistyduimadana
gs Wusiesu wudn Sufles 2 g1 ldud Aunsinseideyagna wazdeyandniamiuaznis

75



‘ JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY

MSUDRU

Journal Vol. 8 No. 2 (MARCH - APRIL 2026)

U3n13 Tidemansgnuidavinsenanisaduauianduitueer iduimitu dunsieszideya
AudalydanaiaNan IR TUNUNIED IR

Ualauauue
1. darauauuzdmiunrsimanis3Ideluly
1.1 YoyaasaunaAn1ean1sUIuTvIsiinagnsinansenudanani1satiuaIuYes
Tss3suenvuisiifuiitusagliiduiit dafuduimsenaeioussuudeyaasaumanenistyd
Uimadsnagndluiiussansnm imszdafiszdiunslideyamanistyduimadenagndteann azda
yluansduiuanubegs fafu lsaSouensumsliauddyfudoyadndn fnaedouszuy
foyaiiferdoaiiounlduszneunsnaununagndssio saluisannsaifeyaiiferdedluldly
msdinaula ilelildnarilsfiasdy waransouisdufuguasdediedsiusiely
1.2 YayaasaumnAn1an1sURAIUIMISIBNagNS AunsIATIEignALarA1udeys
wAnSusividonisusnisdananenanisiuiuanuietifudatusarldldfuiu fafu TsaSeunsli
AmuddgiunTiessidoyaasaumaiiisafugnii W insdunvalilemaudesnisues
finBeu wazgunases elinmsdnfenssunsifeunisaoulsnsamuanudeanisunniian daieidy
Foyaiifinnudrdyivilslsaseuenvuanunsasiunanissndunuveslsaseuls sililsasou
Fordne iunsaanmdnuaidin Wuisonsuvesfunasesuazyuvu Ssannuadenann [Wunasily
TssFouinansiuiuruiiduituidu dufie selddintu dlafsdu Sasmansuumuainns
AW uarUszAvBnTmuesdunuATy
1.3 ileanndoyaasaumaniesnisdydiunsinsgiteyauasnindasivions
UinsfinadenanssidunuiieiiiuiGuuagldldditu fafy lsasewenyusinsusuliauas
faunszuvasaumansstyduimadanagnsiiinnavivay Wususudeyaiiduuselevide
mssmalaliiuguivns uazlimaiudeyaetnaseliles
2. dorauanuzdmiumanissadedely
2.1 9nwan15338 aziuléin a1 Adjusted RZGudusiaaiinansidiuindudsnig
TATIEvRYaETAUNANINSURIUIMNSBNagnSanansaesuenan s liuauvedlsuseue Ny
IFiesunsdau sedulunsinvnuisoluadoly arsnuduussug Auenmileansiuds
Fsnanafisii 1wy nagndvesgsia AnziiBanagns msuSmminensuywd msaduayuves
AUSINIVRIMUIBNY wagn1satuayuaInniasy [Wudu
2.2 iAfvatiuiliiunsitedatnn nideraldiitnsitefivarnuansinndy wu
MITeIdenum vensiTeuuunanna Welmsuisoyaidedn Tnsnisdumwalfuduims
'ﬁ';mlﬂmmwummﬂwuaaauﬂ Lwaa}‘vlmuwamawié’lﬂiﬁummﬂauﬁlﬂwmivamﬂmmﬂsuu
2.3 Afeiiiunusudeyaanlsaiouensuamzluuasmarnissdunid aud.amn
Thiseenadonfiufiou wieidenUssmaaun ”Lumil,ﬁuﬁayjaiuﬂ%gwialﬂ WSIzlsiazUsEAIZlUTUN
Aumneinariu

76



NIANTINYINTINNNT W INEEI1UI0 AT 0
MSUDRU

I 8 atuft 2 @wnaw — Wwweu 2569) Journel

AnAnssuUsEAA

Adeillasuanuteanguimsisassuenvulumsiviaueassideya wasauay
Isaspuenyuluuasvaiadesdund avd.an ndudussaunuielinisdiuuvasuaiueeuladl
& ¥ = a a v < 6 1 a v 1
Juldlsegaivszavgnm wagldtoyaluussloviransidelunsal

LONENT81984

Alamri, A. M. (2019). Association between strategic management accounting facets and
organizational performance. Baltic Journal of Management, 14(2), 212-234.
https://doi.org/10.1108/BJM-12-2017-0411

Aldeen, B., Mohammed, H., Maelah, R., & Amir, A. M. (2019). Strategic management accounting
information and performance of private hospitals in Malaysia. International Journal of
Economics, 27(2), 473-502.

Cadez, S., & Guilding, C. (2012). Strategy, strategic management accounting and performance: A
configurational analysis. Industrial Management and Data Systems, 112(3), 484-501.
https://doi.org/10.1108/02635571211210086

Cooomwong, N., & Sethakajorn, S. (2020). Model of the strategic management for private schools
under Office of the Private Education Commission in Nonthaburi Province. Journal of
Humanities and Social Sciences, Rajapruk University, 6(3), 91-108.

Cronbach, L. J. (1990). Essential of psychology and education.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate data analysis (8th ed.).

Jayeola, O,, Sidek, S., Abdul-Samad, Z., Hasbullah, N. N., Anwar, S., An, N. B., Nega, V. T., Al-
Kasasbeh, O., & Ray, S. (2022). The mediating and moderating effects of top
management support on the cloud ERP implementation—financial performance
relationship. Sustainability (Switzerland), 14(9). https://doi.org/10.3390/5u14095688

Lachmann, M., Knauer, T., & Trapp, R. (2013). Strategic management accounting practices in
hospitals: Empirical evidence on their dissemination under competitive market
environments. Journal of Accounting and Organizational Change, 9(3), 336-369.
https://doi.org/10.1108/JAOC-12-2011-0065

Maelah, R., Mohamed, B. A. H., & Amir, A. M. (2022). Strategic management accounting
information and performance: Mediating effect of knowledge management. The
Southeast Asian Journal of Management, 16(1), 1-25.
https://doi.org/10.21002/seam.v16i1.1085

Memon, M. A, Thurasamy, R., Ting, H., & Cheah, J. H. (2025). Purposive sampling: A review and
guidelines for quantitative research. Journal of Applied Structural Equation Modeling,
9(1), 1-23. https://doi.org/10.47263/JASEM.9(1)01

Noordin, R. (2009). Strategic management accounting information elements: Malaysian
evidence. https://www.researchgate.net/publication/277766246

r



' JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY

MSUDRU

Journal Vol. 8 No. 2 (MARCH - APRIL 2026)

Noordin, R., Zainuddin, Y., & Tayles, M. (2009). Strategic management accounting information
elements: Malaysian evidence. Asia-Pacific Management Accounting Journal,
4(1), 17-34.

Oanh, L. T. T., Phong, T. T. T,, Dao, H. M., & Nguyen, L. A. T. (2023). Impact of strategic
management accounting on operating performance: Research in public universities of
Vietnam. International Journal of Professional Business Review, 8(8), €03269.
https://doi.org/10.26668/businessreview/2023.v8i8.3269

Pumiviset, W., & Suttipun, M. (2024). Sustainability and strategic management accounting:
Evidence of green manufacturing in Thailand. Cogent Business and Management,
11(1). https://doi.org/10.1080/23311975.2024.2302794

Raksudjarit, S., Namburi, N., Tobprakhon, P., Kaewfai, J., Waranantakul, W., & Wareebor, J. (2024).
The power of strategic management accounting for enhancing performance efficiency of
the food industry. Asian Administration and Management Review, 7(1), 2730-3683.
https://doi.org/10.14456/aamr.2024.9

Sintavee, J., & Yor, N. (2023). The potential of strategic management accounting techniques on
the competitive advantage of the halal food export business. Journal of Yala Rajabhat
University, 18(3), 1-10. https://so04.tci-
thaijo.org/index.php/yru_human/article/view/260870/180943

Tanadachodach, P., Ouppinjai, S., & Phoonchai, Y. (2024). Administrative model for extra-large
schools in special mountainous areas under the Primary Education Service Area Office.
Journal of Association of Professional Development of Educational Administration
of Thailand, 6(1). https://so04.tci-
thaijo.org/index.php/JAPDEAT/article/view/270681/183131

Times Reporters. (2025, January). Student enrollment numbers decline for three consecutive
years. Vientiane Times.
https://vientianetimes.org.la/freefreenews/freecontent 062 Student y25.php?utm_sour
ce=chatgpt.com

Visedsun, N., & Terdpaopong, K. (2021). The effects of the strategy and goal on business
performance as mediated by management accounting systems. Economies, 9(4).
https://doi.org/10.3390/economies9040149

78



NIANTINYINTINNNT W INEEI1UI0 AT '

MSUDRU

I 8 atuft 2 @wnaw — Wwweu 2569) Journel

SvdnavasiruaRdudndenuaznnsiuiaueiiinadanunslatonindual
i3asnuitldussiast rPET Miduiinssodauandou
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A A

diladondnfaeiadosuiliussydnst PET Aulinsiedaunndon TnsvihnsifodeTum Ussrns
asounquifUslnaThsumelne fifiony 18 Buly Tagl#lusunsudnisazy G*Power duftogauuULLY
Hundl ngusregrsdeduilnainfueiosdiuialy S1utu 327 fede Fafusunuteyalagld
wuugeuay MsleszideyalneliaifBanssaun Usznousie mnd fevas Al dmdoauy
UIRTFIU VINFRUANNAFIUAIENTIATIRVINSON0RETINTA

HaN13ANYINUTY Jreusuudeunudulugidumemds ong 31 - 50 U nsfnuiUSeyay1ns
yhauivnmenyy 9elfiAu 50,000 vsadou msilunsdendadasivndua fmunsendn
fuussastoe PET fifasiodaundon warlianuddgsonisindulate nsmeaeuauufgnuin
fiauaRduAnadouuazmssuinuaesuslnaiiaviwadeaudslatendnsnsiinteshufildussy
fowt PET Mdufinsriodawindon ognafltuddnmneadafissdu 0.01 uazldirn Rsquared Wiy 0.67
madeaglideyaiiiauedmiunsiauinagnsnismaeiitussans ey ns3Guulouiedaaia
msldussasiost PET sald

v |

AEARY: USTAeT rPET, Anunaladie, viruaRaudawindey, n1sSuiamea
ABSTRACT

This research aimed to examine the influences of environmental attitudes and perceived
value on consumers’ purchase intention toward beverage products using environmentally friendly
rPET packaging. This quantitative study covered consumers nationwide in Thailand aged 18 years
and over. G*Power was used to determine the sample size, and stratified random sampling was
employed. The sample consisted of 327 consumers of drinking water and other beverages. Data
were collected using a questionnaire. The data were analyzed using descriptive statistics, including
frequency, percentage, mean, and standard deviation, while the hypothesis was tested using

multiple regression analysis.
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The results revealed that most respondents were female, aged 31-50 years, held a bachelor’s
degree, worked in private companies, earned more than 50,000 baht per month, and purchased
beverage products on a weekly basis. They were aware of the environmental impact of PET
packaging and considered it important in their purchase decisions. The hypothesis testing showed
that environmental attitudes and consumers’ perceived value significantly influenced purchase
intention toward beverage products using environmentally friendly rPET packaging at the 0.01 level
of statistical significance, with an R-squared value of 0.67. This study provides valuable information
for the development of effective marketing strategies and policy initiatives to promote the use of
rPET packaging in the future.

Keywords: rPET Packaging, Purchase Intention, Environmental Attitudes, Perceived Value
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UsnngmisalifananlidmalinAndamaunadouiviausuusiasunsnszaisluiniie Gsnsal
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fregaiiduiunuvesUssrnsvisandlngednsasounqu Iesidunmsuisssrnseendu 6 4u
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Qienugiinna Usenaumig aramile aanziueenidusnile n1Ana1e aanziueen AAld uag
NIUNNUUATUATUS N mmfui%’?%‘ﬂ’ﬁqiuéf'saamu:uud’la (Simple Random Sampling) Aeluts
avtund WeliAnmanszneimenduiedsosnadussuy §iduldoenuuuuasimeunsuuuaauay
oaulatumannvanetemns Tasfimsszydofmudanseaieaiuglmenosrouuuuasunuly sl
MsAamulazAIUANNsABUNdUTBsIUasUMalFAumsesrailos sunseiilasudeyansuiou
mudndruifmusliluisazgiinie
2. wiasfleflHluns3se
Tuvuasunudueiesielurnuiseiddlfnannmumusunsumiddeiiiedes

o

Laziidulsnaennded lagdrnulasunisigalaiundnnisingnieaiieanss Jsaunsadiu

©

Uuiasuliiaenadeatuuunnisinuaruddladendnfasiadosuiliussadast PET Adufing
sodauandeu iovmuuuasuay Usznaulufeuvuaauniu 5 @ dwdl 1 deyaialuvesgnou
LuUABUAY dufl 2 wuuasuaMAIfUTuARALAIAGeN dwfl 3 uuuasuAAITUNTIUY
AuAUsITt PET Tifufinssiodauandon dawil 4 wuuaeuniuAeafuausiilatevesuilaa
wazduil 5 fnnudolauouuzuazauAaduiiady feiludind 2 fe dwdl 4 Hanesidiu Likert
(1932) TngUselopranuiifisidendineu 5 4o delaun Limiugaoegeds, imiuge, Wunads, Wiy
#h, Wiuseegnads mstuiinazuuuiiaumngan 1 8 5 audify

ieUszifiuamnanindetiovoueiosfiodse uiaziuusazgnAuiammedulsyans
San1voansauUIA (Cronbach’ s alpha coefficient) A18a1vesasauutafildidusiinaany
aoandosnielu Tasflandoud 0 @9 1 (Tavakol & Dennick, 2011) Jiveindeyauuudauniu 30
A19819371N15ANw1I304 (Pilot study) mmmaa‘ummmmLszjauueuamma Auds uagleen
HudsyAvBuoanuesnsouuiavesiauusia 3 fafiefl 0.82, 0.84 way 0.95 away FadlAndle
wnnd 0.70 Fuld Feeirranudeturiunasinanduiivousuld (Cronbach, 1984)

3. maiusIuTINTays

mnﬁmamw%’agaiumﬁé’fsm%xm‘iﬁwLﬁumimumiﬁﬁwmﬂaum (Field survey) lng
THuuuasuniueeulavi uuwaniosy Google Form Fatglianunsniirdenguiegialiagng
niarnakaziivsganinmlunnginiavesseina wuvdeunuusenauie 5 diuvan loud Yoya
hluvesinounuvasuany auaisudanden nsfuinaAvesussgane PET Aduiingse
Auanden anustlatovesuilag wasdolausuuranudadiudiudy mafudeyadiiunisluris
WouunsIAN w.A. 2567 lneIdulansyaedsnuuuaeuauriiuaseviederteaulal loun Line wax
Facebook 1l {3deldRnnTuunzATIaaUNMINDUNSUTLUVABUNLBENALANBHLTEUUNIS
s1eaunauuUsalniives Google Form titelviiulainldsudeyadiissmeuazasounquniy
TgUsEaanveInITIvy
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4. Mynszidaya
Tmseilaeldadinisanaeennge (multiple regression analysis) Fuduisiaszi

(%
v
a = oA
A

% 44' v ¢ ! Y] = & & [YPN o
GU@%aL'W'E]'Vi']ﬂ'ﬂqﬂJaNWUﬁigquﬂ(ﬂ?LLﬂi@'}ﬂJ ﬂ@ﬂ?WNWQIQ‘U@TQQEAUiiﬂﬂ (PI) AALUIBATEU 2 AN

©

4 ! Y

viruARFLAIINGDL (AE) Wazmsiuianrdedwinden (PV) ttelimsuisanuduiussenine
wUsBaseiufulsniu nswmmenteyadisaldvendwisnisada SPSS v. 29

A53ATIETeYALTaNTTAUUY A1TNTERAINE uazTesas LleajUudnumznia
Uszansmand wgfnssunisteuazn1siuiussadusivesngudiedns nslinsgiifienaasy
auuAgIunsIve lonsneageuanduiusiiesdunaznisannseidudunyan (Multiple Linear
Regression) lnefin1susuiiutuddynieadfifisssiu p < .05 Inedamugisnnndesiu 95% (Field,
2018) yhuuudrassaunisannesUssidunnuduiusszninadnulsdaszvesinuaisudaindon
warn1ssuiamen Aufulsnuvesanuidlatennisiadosdiuflliussqdae PET Aiduinsde
Aawndey

HaN1339Y

9MIININDUNSUTBIMUUAB LAY wuudaunueeulaliy Google Forms lasun1snsyaney
runIetiodsauooulayl 16uA Line uag Facebook dsliamnsnszysuiunuvasunuidseanls
ogaudn ag1slsfiniy Tneunuuasuauiisdu 333 1e Taeiduuuuasuaiifiauanysaiay
Julumanasinsdadanngudieda (@rauinndt 18 U) $1uau 329 adu Anlusewas 98.8 w9
wvuasuaniildFuionmn Ssannsathalflumsieseideyald fadu nansieseidayaan
wuvasunw Tded

1. dayaaluvesneunuugeuniy

foyavhluvesneunuuasuny wuidnlvgidumendeiesas 66.00 o1gegszming 41-
50 Usoway 28.60 dnsAinwszaulsqnisovas 54.70 inuluuievienau Sevaz 43.80 disela
WABuINT 50,000 Linstaiiiou Andufesar 39.20 Tlunisdenniunasyndunsiosas 43.80 &
Ay e fuuss e odandon Andudesas 71.70 uadlimnuddystenisiadulate
wanAsiiduinstudanedey Anduiesas 66.90

2. HANTNAFDUFNYAFIU

nsnageudvEnavesirLARfLAAdDuLarNsTUSanAasiuilne Aifornuditlate
HER S ou
GHENY

[y ' =

Aananeen wiednwiudeya 327 dregnuazinismageuadavil n1snszatevesdeyailuwuy

« A g v v ¢ A & a I a v Yo a a v !
Lﬂi@ﬂ@mmieﬂ‘Uii"\!ﬂm% rPET MUUNATADAILINGDYU lﬂﬂql’uuﬂqﬁLmiﬂmﬂ@%ﬁﬂ@umﬂﬁ@U

o9

U AINIMIUATLENYBULA (Outlier) Wagnunddieene 2 Afieenuenveulun Jsdindeya

Un@ (Normal distribution) wazn193tATIZRLENIINTINEN1TATZANBLULUNR AuUsdassiazfuys
auilnuduiusidaduseniu (Linear Relationship) naenausudsis 2 fflaruuususiuvii
(Equal Variance Assume) Fadulunuidoulefismualidmsunisvaasulagldads n1simsnezi
dunisanaeunviAu (Multiple Regression Analysis)
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M50 1 uannsiineiteyaduusednsanduiug (Correlation Coefficients)

faus ViAuARa | mMITui AnuRsla
dwndeu | ameAn 3o
1. WAuARsuAIIng oL 1 0.71% 0.71%
2. M3TuIAuA 1 0.79*
3, uRelaTe 1

* sysrutiud @il P < 0.05, ** sedutiuddayii P < 0.01

NANTIATIEI WU SEfumMLARLTusTAuARfUAIAdeN SlAAzuuLRanf 3.91
(S.D. = 0.79) drunrwAndiusunsiuinuausssus PET Midulinsredundenvesiuslan &
AAzuLuaded 4.01 (S.D. = 0.73) wagauAnfiuiefuanusdladondnfuriaiesuilivsg
faust PET fdufinssiodsuinden Aaziuuiaded 4.10 (S.D. = 0.73) uansdlviruaisudsuinden
nsfuinuan wazaudslate aglusduanndige diudndudssAnsanduiusey sewing 0.71 -
0.79 Falaiiiu 0.90 munedddddYymivesaruduiusseninadulsdase (Multi collinearity)
uanantusanuinlasiian VIF wihfu 0.05 dslsiiiu 10 uagan Tolerance winffu 0.50 LR RN
0.10 - 1.00 waxfia150197n¢ Durbin — Watson fiduvinfu 2.00 Seoglutag 1.50 - 2.50 dafuda
aNa13OvINTIATIERaNNSaAnRENYAN (Multi Regression Analysis) sialula

M3199 2 wanimyiinzvideyalagldmsiinssionnee e

Ua9e anuRlade
Unstandardized Standardized
Coefficients Coefficients t Sig.

b Std. Error B
ATl 0.40 0.15 274 | 0.00%
1. WeueRdudannday 0.31 0.05 0.29 6.33 0.00%
2. M3suiame 0.62 0.05 0.59 13.07 | 0.00*

R=082 Adjusted R%= 0.67 SEE.=0.35 Dubin - Watson = 2.00

T
v v o w

* szutiuddadl P < 0.05, * seduiiuddad P < 0.01

NM1597 2 nudn FeuaRdiudawindeu (Atttude Environment) (B=0.29, p<0.01)
wazn1siuinmAvesuilng (Perceived Value) (B=0.59, p<0.01) finasioniudslatondniasi
iwseshuildussadnet PET Afufinssiodannden ldm R? wihiu 0.67 uansi1 fuusdaszanansa
nensaisrdndamldfenay 67 daliu anmsiesedaunisannesnyaa (Multiple Regression
Analysis) ugnsindl 2 fu e FruaRdudandonnarmsuinavesiuilan

aguléin auaddudannden uaznsiuiauvesfuilaaidvinaisuindening
filatle wazanusaairsaunIneInsaifiruafdudsuandounasnisiuinudvosiuilag fifide
amusilatondnfumiaiosuildussetae PET Adulnsdedundon Tawsd
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Y = 0.40 + 031X, + 0.62%,

Tnefl ¥ Ao mousdladendnfasiindosuifldussg ot PeT
X, o vimupRsudsnaden

X, Ao MsfuinuAvesEuslag

1 '
v 14 N

asuladn Yadenddnsnatull 2 Au Ae MruaRd udwindounwaznsiuinuAIves

£% '

AUslna lnedvsnaleuinsernuadadenindnsinsenuildussgioe PET Milulinsredanindon
agsiidudAgneadifnseau 0.01 uansliiuineeniuauuRgun 1 way 2 Aanantiedu

#3UNan15Y
HANTIFLNUIN TimupRnudsnfeuwazn1IuIAuAvesUsinalidninaldauInseay

o
Y [ 6

& a o ¢ A A | A v o W aaa ) o v '
WQIQ%aNa@ﬂm%Lﬂi@ﬂ@NUiiﬁ!ﬂm‘% rPET BYNHUYAIAYNWNANANIEAU 0.01 I@Elﬂ?’ii‘ugﬂmm‘uaﬁ

€

AUSLAATAVENANINATWIALARMUAWINTONAURIINREN HANITIATIZVIDANRENUI FIwUTdase

¥4 2 §7 ansaeSuteauwlsusiureseudtladeldsesay 67 (R-squared = 0.67) dsdiadnseau
M3¥LIEEeNINATINESTYES Cohen (1988) wavannsntianaisaunisnensaiausidladoussy
feuat PET I¥ogefiussansaim neiinaginisussfiuuszansamasdduinanisanassmnig
Hspuransuaznginssumans S1edanusinisuseuddulseandnisdnduls (R-squared) 1a9
Cohen (1988) wusseiumsviunefuanusesu fie sedud (R-squared = 0.02 wio 2%) sediuuu
nas (R-squared = 0.13 %138 13%) uags¥augs (R-squared = 0.26 %138 26%)

aAUsena

namaifeadstiuandiifuivieuaidudunedouuasmasuinuaddvinaiiaandeniy
dilatfendnsnminteshufldussyias PET Adulinsedawnndon Taenadostunguingfinssuniu
ui1 (Theory of Planned Behavior; TPB) w83 Ajzen (1991) flasuneinsiruninaznisiudiduilade
ddalunsimunaruddasanmeinssy luuunveinsuslaeiiduiiasredundon Virunfidiu
danndeuassiouisnnudiouaznsusziliunadnsvesmslinansnsiniduinsdedunden Tuvaei
ns¥uinaruandnnssdulsslosiildfuieutuiunuidoste daiaosdadeiinadens
anaulavewruslng

nansAnwLaenndesTuNUITeTes Liao et al. (2020) uas Braga Junior et al. (2019) finy
Aruduiudiuinsrinairueidiudaanden masuinme uasmiuddltendntsiiiuinsee
Aawanden ogslsfiau sidedldvesvevivnnisAneiluguiumanevesussafust PET lu
gravnIsIeAiesiy Sedanuddyifistuluiiagiu uenanil nensidediaenndesiu Zhuang et al.
(2021) fszyihmssuinuendutladeiifidvinanniian semunferaunfdiuduandon fomiuals
Fondnsneiiiluinsdeduindon uandiiiuiauddyueinisdearsauanazdselovive
nansaeiduinsdedwndoulidaau luvasd Pandey & Yadav (2022) wax Jin et al. (2024) Hugh
LS BsuansheiruRduisanden mesunmen uasnsindulatondntasifiduinme
Aunndesluviunuesgeamnssudedn Tuandiiuiunltudlisinegifienamnssuaiasiy
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Wil widannsaussendldiundndamigulnaulaedus hse msfinwives Chen & Chang (2012)
Faduginnuddguenissuinadneruiulanedeiind miundndamald PET Jaludeya

AR MTUNSIUANAENEANUIIANVOENER

o¥

dalauaug
1. daiauauuzdmiumsdinanisidelulyd

NansENUMIMnuifidAey AonsatiuayunialfR (Empirical) Taueiiisndalunsld
nIpUNUWOANTIUA LK (TPB) devunsaruddlalunsdefiiuinsdedundon Taonis
finsananiiruadsudanedeutaznisiuinaaluuiunvesussadusimiduinsdeduanden
rPET Tudsewmelney waawa%mmmmmmyummﬂuﬂmmummaawLsnamimﬂuaal,nmaaﬂml,a
UInuazmssuisenuuiinsrodaunden

wansgnuiBaliRiAsaunsldussiam PET ieduasuanuduiinsdedunndey
msfunudnduvesuitmadesiuiiazdosgnilaimuadisnudanndendsuinvesiuilnauazng
SudnaAnAsIuusseiast (PET siutdeamanisnain Tasnnsseyuuaainemsvsedomnsdu ns
uanstunounsileia aruvaenfovatussads nisannisdesfemsuaulasenled waznizan
nsldndsa

mhpnuvessgiaeimuauleuglunsuiulasinmsairsanumsentindvesiuslnauas
snszdumstuiTededuduandeuves PET ausntstmuanganeteiunsld PET Wuuseita
glunswdnuandnet advayuuloviefjiuvlglasadieiugu suaunssleda PET Avild
Fuyuitustutuussyfasisadldinndu

2. darauauuzdmiumainissadedely

msfnwidfinudniufesiinisifefuiuiionsnaeuaugniewuasveionanis
Fununasedosnapuanfufudefiuanudlaluusngmasinginssuguilaafidudeut way
wvaezdmiunAdelusuian Suldun nsfnwifversfuusdasziiia asaaeuiiung
WAy Wy M33udaann AnuUasnfBYese s 510 wazaudiudinden Ussifiuledy
msnsutsiulaesuuszianussydueiiiduinsdeduindendu qnsAnwintamunguuszsns
Generation N15kUINGNUTEVINTANUNENUTEYINTAEAS (Demography) Taeiin1shusnug9diin
Fausazguiidnuariimsiunnineiueivdssanisineiiiesnansnafudng nsAnwinisiieuiiiou
PIIUsIIN (Cross-culture study) msfnulunansUssmadiioUssidiunnuunnmeneiausssy
aszamnIdeldenunin(Qualitative) fildnisaunuingy msdunwalilelildteyaidsdnluns
dadula waziduan (Mixed method) Tauuwvudsaddumaiadanunmiionnudlafiauysal
gy

87



' JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY

MSUDRU

Journal Vol. 8 No. 2 (MARCH - APRIL 2026)

LONETD1994

NIENTININGNTTIRNAUALAIINE DAL, (2564). WNUURURNIAIUMITANSVEZURIUTENA W.A.
2565 - 2570. NTUATUANLANY.

NIENTNEAITI1TUG. (2565). UTeNIANTENTINEITIIUEY (atfufl 435) WA 2565 1304 VUARMANYTD
SNASTILYBINMYULUTTTITINTATERN. $19RIIIYLUN, 139(RauTiiay 139 9)

3590300 DY, wALIFINN YIAUUA. (2562). ﬂﬁ%’uims?ﬁlamswwmsmm@qugsmms uaynsAeas
wwuthndeuniudediinvsetind dwaseauidadendnsusioasuniavesuilnaluan
NIIVNLIUAS. NITUYBEFNARTUAZEIN WNINedesvigsiuns, 21(2), 114-124.

dinnuadAunianni. (2566). esuaaRUsmAlNe.
https://www.nso.go.th/nsoweb/nso/statistics_and_indicators?order=&search=&mpt_side
=7&mpt_branch=&Impt group=0&mpt_subgroup=8&year=2565&announcement date=

Ajzen, |. (1991). The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50(2), 179-211. https://doi.org/10.1016/0749-5978(91)90020-T

Braga Junior, S., Pagan Martinez, M., Correa, C. M., Moura-Leite, R. C., & Da Silva, D. (2019).
Greenwashing effect, attitudes, and beliefs in green consumption. RAUSP Management
Journal, 54(2), 226-241.

Chen, Y.-S., & Chang, C.-H. (2012). Enhance green purchase intentions: The roles of green
perceived value, green perceived risk, and green trust. Management Decision, 50(3),
502-520.

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). Lawrence
Erlbaum Associates.

Cronbach, L. J. (1984). Essentials of psychological testing (4th ed.). Harper & Row.

Embaco. (2022). PET vs rPET: What’s the difference?. https://embaco.com/pet-rpet/

Faul, F., Erdfelder, E., Lang, A-G., & Buchner, A. (2007). G*Power 3: A flexible statistical power
analysis program for the social, behavioral, and biomedical sciences. Behavior Research
Methods, 39(2), 175-191.

Field, A. (2018). Discovering statistics using IBM SPSS statistics (5th ed.). SAGE Publications.

Geueke, B., Groh, K., & Muncke, J. (2018). Food packaging in the circular economy: Overview of
chemical safety aspects for commonly used materials. Journal of Cleaner Production,
193, 491-505.

Jin, X,, Omar, A, & Fu, K. (2024). Factors influencing purchase intention toward recycled apparel:
Evidence from China. Sustainability, 16(9).

Kahlert, S., & Bening, C. (2022). Why pledges alone will not get plastics recycled: Comparing
recyclate production and anticipated demand. Resources, Conservation and
Recycling, 181, Article 106279.

88



NIANTINYINTINNNT W INEEI1UI0 AT '

MSUDRU

I 8 atuft 2 @wnaw — Wwweu 2569) Journel

Liao, Y.-K,, Wu, W.-Y., & Pham, T.-T. (2020). Examining the moderating effects of green marketing
and green psychological benefits on customers’ green attitude, value and purchase
intention. Sustainability, 12(18), Article 7461.

Likert, R. (1932). A technique for the measurement of attitudes. Archives of Psychology,

140, 1-55.

Nestlé. (2023). Bottle made from bottles.
https://www.nestle.co.th/th/media/pressreleases/minere-rpet-launch

Pandey, M., & Yadav, P. S. (2022). Understanding the role of individual concerns, attitude, and
perceived value in green apparel purchase intention; the mediating effect of consumer
involvement and moderating role of generation Z&Y. Cleaner and Responsible
Consumption, 9, Article 100120.

PepsiCo. (2023). Bottle-to-bottle recycling.
https://www.suntorypepsico.co.th/news/detail/corporate/dVE4PQ

Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach's alpha. International Journal of
Medical Education, 2, 53-55.

Zhuang, W., Luo, X., & Usman Riaz, M. (2021). On the factors influencing green purchase
intention: A meta-analysis approach. Frontiers in Psychology, 12, Article 644020.

89



' JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY

MSUDRU

Journal Vol. 8 No. 2 (MARCH - APRIL 2026)

Wauuazenszavdudussanayulnsisenisnanafdvagnisiduaud
nsiseudayulnsuazgsiaayulnsegededuludmiaunssivdun
DEVELOPMENT AND UPGRADING OF HERBAL WITH DIGITAL MARKETING
TO BE A HERBAL LEARNING CENTER AND SUSTAINABLE HERBAL
BUSINESS IN NAKHON RATCHASIMA PROVINCE
FINeyan anuu augan Tansudl? uae gialy sunfiug*’

' UIMNSEIRA avInedemalulagsvinasyys
Rujikarn Sanont*" Nathamon Buaprommee” And Purinat Yamakanith**®
'Faculty of Business Administration, Rajamangala University of Technology Thanyaburi
First Author, E-mail: rujikarn_s@rmutt.ac.th* Corresponding Author, E-mail: purinat_y@mail.rmutt.ac.th**
(Received: March 3, 2024; Revised: April 20, 2026; Accepted: April 20, 2026)

UNANED
U lejd U

MAdeililingUszasdiiielinsgiiadosunimainfdviaiidmanensiauwazenseiu
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SneUnTosarsuneTuinder fminuasrudu nduiegnediua 490 au ldannisdusiegs
Uiy Leeslefililunmsifefonuuasuniy Feflmmnudesiusindu 0.707 mlinsevidoyald
adfferay Anade drudsuvuninsgiu Mmalnigianduiudveufiosdu uaznisiasedinig
DANDLNY

[ 1

HaNITenud nqudegdianudaviuneladesunisnainfdviauasnissuinuaing
audogluszduinniigayndu laedunslavaneeuladifidadogsgs (X = 4.38) sesasunfefu
isetnedanueaulatl (X= 4.37) funsdeasuuuindeuiniiudidnnsednd (X= 4.36) uazsu
M55usAnAINIAUAT (X = 4.30) nan1snagevaNuAgIunuil n1sdearsuuuinseUlnr1y
didnnyeiind nseviediauseulal uaznislavanesulal dwalsuindenissuiauainsdud
ogsditoddymeainfisedu 0.01 Tnsiaderiedsaueaulatiiininagean wagiis 3 Jadeannse
SwfwiuemssuinuAndunlaiosay 73.2

aa v a ¥

AEATY: NIRRT, Audiayulng, N3SuinuAnsIdua, nisdeaswuuuindeUinyiu

a s

Siannseiind, wp3avnedaruasulall

ABSTRACT
This study aimed to analyze digital marketing factors affecting the development
and upgrading of herbal products toward becoming a herbal learning center and a sustainable
herbal business in Nakhon Ratchasima Province. A quantitative research approach was
employed. The population consisted of consumers who had previously purchased herbal

products from community enterprises in Pak Chong District and Wang Nam Khiao District,
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Nakhon Ratchasima Province. The sample comprised 440 respondents selected through simple
random sampling. The research instrument was a questionnaire with a reliability coefficient of
0.707. Data were analyzed using percentage, mean, standard deviation, Pearson correlation,
and multiple regression analysis.

The findings revealed that the respondents rated all dimensions of digital marketing
factors and perceived brand equity at the highest level. Among these, online advertising had
the highest mean score (X = 4.38), followed by social networks (X = 4.37), electronic word-of-
mouth communication (X = 4.36), and perceived brand equity (X = 4.34). The hypothesis
testing results indicated that electronic word-of-mouth communication, social networks, and
online advertising all had a positive effect on perceived brand equity at the 0.01 level of
statistical significance. Among these factors, social networks had the strongest influence, and

all three factors jointly predicted 73.2% of the variance in perceived brand equity.

Keywords: Digital marketing, Herbal products, Perceived brand equity, Electronic word- of-

mouth communication, Social networks
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1,483.5 dMunoaaniansy (NJUNNgna, 2565)
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yuvueg By nslannzanasmsi 3 Sajaiannnsmanayulnslnesinu 5 uwuanuddey bud ms
iseamansdeansuazsynduiusuans amiayulng maiiudomnanimmainuaznnsyaeaua
Fagniidlunazsinsssna msadsanundedelviiundnsasiayulng msnseduiUsznaunaiie
msdseen waznisnanduliusemelnedugudnansnsdanundadausiayulnslussdvondeou (nsu
WAINTUNNE UAULNEUAZNITUNNEMUTEN NTENTNETITUEY, 2559)

wnmssananaeaadesiumuimmtimaneluladuazngAnssuguilaelugaddsia e
ForeAudrusruudaoudiseinniy dwaliussnoumstessufudndunaniosuoaulaiiodge
ndugndndinugldeg1aiiuszdnsaim (Nanoledge, 2019) uana1nil n1snanRdvadsdrely
fuszneunisaansndeansnismaialfognensuieas isludumslavan nsdenesteyatians

nenfudumludainguanalaegensadiving madssvdanm waenmyianansandunumnsnan
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Isegradiuszuu naonuteifinrmazmnuiiuszneunsuazaitsmufianslauignd (Manthiou,
Rokka, Godey, & Tang, 2016)

Tuusunvesgsivayulng msnanfdnadadlafiunumiiesdugiugdomianisdmiiedu
wihtiu uiadunalnddylunmsadeemudBuressialumanedd vadunadfamann msadeanm
UTefiovesndndust wagnsenseiumnuasnsalunsudety %’aaﬂamqm?g’h wlinanayulnsuaz
wamAusigunmnaslnsylansiyadguasiuwliuniulaseides uimsuslnanansasialng
voslmedsiidndrusnilodisuiulenmavewmainlan liguszneunisdndudedlinagnsnsdeans
mMIrmAKazLInNTIININIAMIABs WY saNeiun iU uarauidesiuvesiuslaa (Songkum
et al,, 2025) wonantl MATeEeuTn JawReraruayulnsTaunsaiansTUUNIang msld
walulad uazdomnemannegasnzay wtieliulsavsnmnsaiiunu andofianain wazaing
yaAfimarsugialaegnadsdu (Khumlaitong et al, 2025) vauzifiontu arwdsaesdsdues
qiﬁﬂagulwsé’asﬁuagjﬁumauﬂsmmsﬂﬂ%’amﬂu Uadeyuwu wasladuneusnogeauna Inennizau
MIRANR MIIANS uazmIReUaUBIierLABIMsYBsUslnATivABuLUAdlY edhuduasduseney
dffrosnruausalunsustussezem (Swasthaisong et al, 2025) ety msnananavadeiuiy
Hadudrdyiviedoulosnuavemaniariayulnsiufuilan afemnulfiuioulunisudedu uas
aﬁuagummﬁaﬁu%aﬂqiﬁaagulw{LuﬁwzEm (Songkum et al., 2025; Khumlaitong et al., 2025;
Swasthaisong et al., 2025)

Jariauassduniidnenmadudglimansuavngaudonsugnitvayulng lneanizly
fufisnnodfuazsneundes (AnnITuNISS BN TUALAMZDYNTTNMSTRT UL AT Ta
uATTWALN, 2560) BnviunugvsmaniduguamimiauasTdn Usedd 2561 deldfwuslasenis
d1Any Ae tasensialiesayulng (saneruialuulneg, 2561) deunluukuinundminuassivdun
W.A. 2566-2570 ladimsdaaSy Wamn wazenseaumumManunsikasinunskusuyangs tnesainm
PpruasasunsKanfinasygiakarivmadentilaunmnsguiasiiyaigienisinunseaasos
satanmsiadudunenssndnuaiiuiu salsl wavayulnslifyadigs @ninaudaminuasvdn,
2566) 9g13l3nn FaUsingresitwesesdanufidiuszdndluviunduiayulnsvesdmin
uAsIWANTTT YaduinunisnainfdviataliunumdAysenisiaulasenseauiuiUssinayulng
ot AnuzfideTatiummiddyueamsinuniiadefidmaienaianuazonsesuauimuszanasulng
Tudsminuasywdn wWelvguszneunsanunsaduiugsialsogsdadusonismainidsa

TnnUsEAIANIIIY
Wodnsentadumunisnansdviandenasonisiauinazenseduduaussianayul neg
madugudnisiseudauulnsuasssfaayulnsegnededuludminuassvdn
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HUNAFIUNITIY

auudgiud 1 : fudsnisfearsuuvuindetniiudidnnseiind (E-WOM) dawasanseny
Wauaan1sSuiamAIns@uA (Brand Equality)

aunAgIui 2 : fuusieSetnedeeueeulatl (Social Network) denasie ns3uinmAmsIAuAN
(Brand Equality)

auufgIun 3 : dwdsnislawanesulail (Online Advertising) dinasia N133uUFAMAINTT
duf (Brand Equality)

AsEeaswULUINABUNNHY
Siannsating (E-WOM)

P - nsSusAuAINT
Lmamaammaaulau “ v
—> dUAN
(Social Network)
(Brand Equality)

mslawaneaulay

(Online Advertising)

AN 1 NFBULUIAALUNNTITEY

/Anliun1sIdeg
1. Uszvnsuasnguiaegng

Usznslunsinwadsdl Ao flevieldudiiiiuszaunisallumstodudndssamanulng
wazfidoans inuvessesuladfiviamivguulssnnayulng Tufiufigneuintes sunefa
Wed Sarinuasssvaun nqudiegn 1ignsiienngusiegaie (Sample Random Sampling) 970
uwumaatn auaulnengd vuesiila unndunulne wagdamiaguruivauuazayulnstiy
asziinla OTOP g Tutaeiudl 1 unsiau 2566 e Jufl 30 Squieu 2566 TnsUszanslaianuis
srydunuiiudueuld mstmunvuiangusiedna Tagldnssueanls 813 (Yamane, 1967) lu
MsUsTInuAdndLYesUszIns SEfuAInaaIAAeuTiansUls 5% uazseiumLdesiu 95%
wiuduau 400 ey filiitetlestuteyafianatn §iseldinsiususadeyaridu 440 au Lite
sesfunnueamAdeuioraiatunnuuuasuniineuliauysal uanftefiuausiuasosdoya

AUSUNISIATIEINIEDH

2. Aseslianlylunisiae
w3ewlonldlunisidy Ae wuugeunueaulall (Online Questionnaire) Ay Google form
1 < 1 o 4 % 1 d' dl’ U 1 o U 1 d‘ d‘
WU 6 dau druau 42 To Useneulume dunnilvleyadiuyanadiuiu 8 Je dwuidesnisdeans
wUUUINAUINHIUBANNTOTNAI WU 9 99 drufaruasevtedirusaulatsnuiu 8 19 d@1unanis

93



‘ JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY

MSUDRU

Journal Vol. 8 No. 2 (MARCH - APRIL 2026)

Tavanooulatidiuu 8 9o duivhmsiuiaurnsiduidnnu 8 4o wasduiivndeiausuuzsuiu
1 9o (Aaaaeidn)

nsmAauaenndessznitaienludofniuiuinguszasdiinaly (tem Objective
Congruence - 10C) asraaoulnefiienwgy $1uru 3 viwu Taeyndediazuuuunnnia 0.66 mndeladl
pziLuANT T MsU U Radalaueuuy Mnduariuuuasundluneaeuneui a3 (Try-
out) Tunguiegniifianundioadafuuszang 30 o wazvinisasadeuanNLidede (Alpha
Coefficient) 84 Cronbach GsazdosdiArnrndissdaus 0.70 Tuly iluuuvasuawiifeudede
(Cronbach, 1990) wuirdiednnisatulidazuuusingy 0.76

3. m3tiusausiutoys
Aumurailaethds Link wuuaeuansinudomsisdedeasosulativesngiiaviayusy
auullng 1w 130118 Facebook line Instagram Tugastudl 1 unsau 2566 fa uil 30 figuieu 2566
Tnadyynilinounuuasuauileilugmsiaunuazensesuaudussanayulnsve vy
awLATeYNY

4. Mynszidaya
mMylsendeyadiesunu fwa1seas (Percentage) Anady (Mean) wazdrudeaiun
11915514 (Standard deviation) N153LATIERANFUNUS (Pearson Correlate) N153ATIENOANDENY
(Multiple Regression) senineladernunisnannfdviauagnnssuingduan

NAN1599Y

Gi’fagaﬁﬂﬂmamﬁjmﬁaasm NUIN ﬁmamwuaaummﬁmwmw U 114 au Andu Sesas
32.73 wands 296 au Ay Soray 67.27 01y 25-40 U undidn 3ruau 188 au Andu Sewas
42.73 5999170 91g 41-55 T 91uau 138 au Andu Sosaz 31.36 91y 18-25 T 41u7u 85 AU A
Ju Sevazr 19.32 uazardugavinede o1y 55 Jauld $auau 29 au Aadu Sewvaz 6.59 dszau

e a a A ~ ] ° a & a & v a a
NIIANYIUTYYININIDONIUINT I1UIUNINNEARD 306 AU ARLUU T088% 69.54 T83a311AD UItyayn
T,W%aquniw 311U 70 Aau Aoy Sesay 15.91 seaulisau@nuyl vse Urd. 31uU 56 AU Antduy
v o = ° W P ° a 2, v N v
SP8aY 12.73 LarseAuNITAN®YINININUSINANYT 31UIU 8 AUAALUU SR8aY 1.82 B1YNVISIVNNS/
) 9% | o L a a ° a & a & v a

WUNIIU/GNINUUIBIIUIF/ITIENNT PIUWIUNINNEAAD 147 AU AALUU 9988z 33.41 5098911AD
andnenyu 91uau 126 Au Anlu Sevaz 28.64 1W1vesianis 83 au Anlu Sosay 18.86 017w
dasy 9w 62 Au Al Sesay 14.09 uage1Twau 9 S1uau 22 au Anduiesar 5.00 d1elane
WWaw 15,000 - 30,000 U SruauEndian 203 au Aadu Sosar 46.14 sesasunfe s1eld 30,001-
50,000 U 311U 114 au Aadu Saaz 25.91 57¢19sn71 15,000 Um 1w 80 Ay Andu v
az 18.218 wars1elau1nnin 50,000 U U 43 Ay AsLlu Sasas 9.77

aa o

nsiukazensERvALAUsEIanayulnsmefuUIiunsna1nadva tngldnissuiamen

o

ns1duAndudiudsnisin wuin Jadeiidwmarionisiauisasenseauauuszinnagulnslawn
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JadumrunisdeanswuuUinsaunuiudiannseting Jadesiuasevisdiaueaulail waztadusiu
nslawaneaulal Adwandlunisig 1

M19199 1 uansdiuARiswazaIulEnuuNInIgIY SEAUANNAAWINNITSUSAMAINTIALA LAY
szauauAnmiuladendmasionsiauazenszaudumuszanayulnsludwminuassivdun

dau
U9 Uade Anade | Woauy | wlawa | Sufu
NINTFIY
1| fhumsdemsuuutnsdeuinsiiu 4.36 0.352 | anndiap 3
dldnwseiind
2 | weIeviediruesuladl 4.37 0.387 | wnflgn | 2
Aunslayaneaulal 4.38 0301 | snflan | 1
4 | msfuiauemsIEun 4.34 0.438 | anndiap -

1518 1 seduAnEARiunsTUERaIAnELAvesnguiietng aglusiumniianlagdl
Anadewindu 4.34 uazladefidsmadonsiauinazenszduauduszinnanulns sufu 1 Ao fu
mslawaneeulat fiAedowiiu 4.38 sesaunde fuedeviediauooulatl fdadewiity 4.37
LazdFugaTnefe sunisdeasuuuiindou s udidnnsednd Sanadewindu 4.36 mudy
Tnoyniasdegmeunuuasun Sszduanudniueglusefumniian

AN5199 2 wanarnduUsrAnSanduiusvestladunisaeansuuuUinseUniuBEnNsating (E-WOM),
wsevedenuaaulall (Social Network) nslawainaaulatl (Online Advertising) kagn15Su3AMAT
M3518UA" (Brand Equality)

Uade 1 2 3 4
1. msfeasuuuiinge
Unuudiannsedng
2. \nsernedsnneoulall 722"
3. Mslawaneaulal 698" 6257
4. MITUIAUAINTIEUA 734" 802" 716"

a o [ [y

** Tifuddun1eadanisziu 0.01

391579 2 WU nsFeasuuuiinselniudidnnsedng dauduiusiueierisday
soulaluiimmauinlusysuuiunans seaduussansanduiug 0.722 nsdeansuuuUinaeUin
H1uddnnseiind fanuduiusiunislavanesulayd lufianisuanlusedauuiunans drean
duszAvBavdusiug 0.698 1 msdeasuuuindouniudidnnselind Sanuduiusiunisiug
AT audlufienisunlussdutiunats fedduussandanduiug 0.730 wndetdiodeny
soulavilmuduiusiunslavanesuladluiidmauinlusesiuuiunans semdulssansandusius
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1 a

0.625 wsetndennesulauiinnuduiusiunissuinuansduilufianisuintuseduas demn
¢ % v ¢

dudseAnsanduiug 0.802 wazmislawaneeulal daruduiusiunisuinuansdualudia
mauntusgaiudiunas meaduUsEansanduius 0.716

A19197 3 memamﬁmwﬁamaawn (multiple regression analysis) ¥8IN1INAFDUANNAFIY
nsAeanskuuUIngaUInNIudansating wSev1ediaueaulall warnslawaieaulal Ndswase
NUIAMANTIAUAT

Unstandardized | Standard 95.0%
Coefficients ized Confidence Collinearity
Coefficie t P Interval for B Statistics
fiauus nts
B Std. Beta Lower | Upper | Tolerance | vyI|F
Error Bound | Bound

mmﬁ -0.879 0.163 -5.390 0.000** -1.199 -0.558
mi?iaamwu 0.223 0.050 0.179 4.435 0.000** 0.124 0.321 0.379 | 2.638
UnaUneu
Sidnnsednd
LASDUNHIAL 0.563 0.042 0.498 | 13.469 0.000** 0.481 0.645 0.451 2.219
ooulay
nslawN 0.408 0.052 0.280 7.847 0.000** 0.306 0.510 0.482 | 2.075
oaulal

R =.855, R* = 0.732, Adjusted R” = 0.730, F = 395.972, **p < 0.01

1NAITN 3 HANITIATIEInAnoENY (Multiple Regression Analysis) ¥84n155U3n31ANAY
Auan waztadendina 3 duuslawn n1sEearsuuuUinsaUIniIudEnnIaiind AT udnl
paulal waznislawanesulal wudl Tanuduiusuuunvaniunissuinsiauadud ag1all
Ly o o aaa [y a1l oW a ‘Q‘ [y LY =3 o
Weddgmeadifinszau 0.01 lnedAdssandanduiusnvanitu 0. 855 (R) uazau1savinungns
SuinTnAdum lasesas 73.2 (R)

Tngsuusinsevnediatesulal awnsainluneinsalnissuinsquadunladegegn

a

seduiTadfynisadafisedu 0.01 ﬁmé’uﬂizaw‘éﬂmaaiugﬂmLLuuﬁu (B) VAU 0.563 fA
Fuuszansannesluguazuuuinnsgiu (beta) Winfu 0.498 sesasnde fauusnislavanooulatl
arunsaluneinsainisiuinsinaddudildganiissfudedidgynisadaiiszfu 0.01 e
Fuuszansamnesluguazuuudv (B) wiidy 0.408 flenduuszansannesluguaziuusnnsgiu (beta)
Wiy 0.280 wagdudsmsdeasuuuuindeuininudidnnsednd anunsonensalldtiosdian Tasd
toddynsadiffisziu 0.01 fidduussansanasslusUazuuudu (B) wiiiu 0.223 fleduuszans
annogluguazuULINAIIIU (beta) Wiy 0.179 mudiiy ansnsatheduussansiuusviiunen
Feuduaumahuenssuimuamaud Ineldasuuuasgiu fod
Y (Mssudmunaindudi) = 0.179 (Msdeansuuuinnsstnninudidnnsedind) +0.498

(w3evedruaaulal) +0.280 (Nslawanaaulall)
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aAUsena

nsdeansuuuindetmiudidnnsedind 1e3etnedsaueeulall uaznslavaneeulatl
annsasINiwinensiuianAnTduilasesay 73.2 axviauliiiuil msmainAdviaiunumdndy
sensenszdunssuiannauiveuilnaluIunaudayulnsyuey Fadududaifuslnanld
foyavszneumssinaulareduanusslon mnnidofiovenundman wasUsvaunmsaiangldass
AomndeeiuNsAnY e AU LRBsAMLIANA (2563) iwudn esdusznouvesMsmandodnueeulay
loiun insevnedsausaulay mslavaneeulatl uazmsdoasuuuthnseundidnmsedind dwaaun
somssudanamsaudesiuilg uazmssuinuaenaudddmadenisdaduladerudoamis
ooulall aenAdearunisAnuives Augn InRasgann (2562) Anuin Msdeansuuuiinseuin
idnvselinddwaldeuindenssuinaud nmdnwalnsdud aandelaluddsansuazans uaznis
$uinmen Bnadaenadesiunisfinyes sufand inauiuasd (2565) finuih msdearsundetinuy
dodanmsaulariuazanuifsgelaveauumaiidmareviruadfiiuslnadnendudn uagviruaide
peduddmasengfnssuativayundud vennniiaenndeatunisinuives detusl Sunses
(2560) finuin simunisrenislavanesulad nndudt uaznisfuinisdearsuuulindeuinuy
Bumesiiln ddvEwamemssioanudilalunistedud Snvamsdnwmes A4NNT FUIT1IATE uazyey
Ine urdud (2564) Ssuin Jadenmsmanauuuadviauasnslavandudedsauesulaanunsodsuase
mssraulatedufritemmandleddidnnseindldoseiieddy

uenanil namideiiaenadoatunuiidnuiluiunndnfurigeuuarayulnslaenss ves
g1 asmedied (2567) Aiudn mewudedauooulatuaznisianismainiaravesnga
JamAaguuiimuduiusiunnuiiswelavesfuilnauazmsiuinsaud vasfionyes wisdl fius
oS wonifiosh wimng waslovnay sumes (2565) nuin meiauasedudayulnuussUluga

Y]

AvaRugULuUaaIneaulatuarnTEUIUNTAIUTINYeNYY Feliiulan1aneN1InaIALaZNIS

Y = vV

Whdsuslaalaundu dnvianisAnwnisiaunndsdusiayulnsiudiuveangauianiaguaudiuun

e

1 [ v o

Wingu Tawiagiune faiioudn maRaunsaudn vsTaiuet uastesmasmiieieenlatinay
ooulayl Twensziunmdnwalaud adveutaulalituguilan wesiiudneniwlumsudsdues
nanduiayulnsyusuldogadugussy

Fau wamsinuiFsiuiiui dwsuaudauulnagru mssaanavaldliiuih didesdu
Yowamsviewity widadunalnddylumsdeasauavomdndue afunssuiamnsaud
naziasue i nTedievediamiayuvy Fadugrudrdgueinisimuinazenseiududasulnsls

A ARG R R R A

'
aa v a1 1 1

ohdlsfinumsidundaiifdediiage dsinudatedunemaindiviaiidmatonisiulnmen
praum Fadudfiediindwomstauuazonszdvauiaulng leddldlisamadnssunnudadiy
vosgsinayulnsuiomaugudnmadoudayulnslnenss uenaini nauiedraduduilaaluiiui
Sunetntesuarsnetmder dmiauassdu fenahlinansitediliansnesueuiunves
fuslnAluiuiuldegsnseungy namaivdeyadouuuasumudTmalutiaaiien 01ads

llavvounginssunarnisiieunlasesjuilnalussese
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Jalduauue
1. daiauanuzdmiumsiinanisidelulyd

1.1 nquiamiaguvunsegusenaumsauaussinvayulnsasduasunisinaianie
nsdnaueteyadud WumunIeviedenusaulai lawn Facebook LINE Twitter Instagram Tok-
tok 1Judu

1.2 nqadamiaguvunsefUsenaun1saudiUseianayulnsnisiinislavaneoulal
ruunanlosusing AlddwauInn mgilvannsadhingugnaldvannats 1wy soogle
YouTube Facebook LINE wsonisaslawailu website online 614 9|

2. darauauuzdmiun1iniTeaseialy
msfnyIdeiieiunagnsnsnain waziilent (content) Naztnausluasetigdny
soulau vienslavaneeulay wislinsaiungutvunevesdudndnimayulns
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ABSTRACT
This research applied the Design Thinking process to develop a digital recycling
platform tailored to the Tha Pho community in Mueang District, Phitsanulok Province. The aim
was to address the challenges of digital waste management and the lack of user-centered

design in existing recycling initiatives by creating a user-friendly platform with positive impact.

100



NIANTINYINTINNNT W INEEI1UI0 AT '

MSUDRU

I 8 atuft 2 @wnaw — Wwweu 2569) Journel

The Design Thinking process in this study consisted of five stages: Empathize, Define, Ideate,
Prototype, and Test.

The researchers engaged with the local community to understand their needs and
pain points. In the Define stage, these insights were synthesized to identify key problem areas
and establish specific user requirements for the Tha Pho community. The Ideate stage
encouraged the development of innovative ideas by taking into account the local context,
cultural norms, and technological infrastructure. During the Prototype stage, these ideas were
transformed into tangible digital experiences, allowing iterative feedback and continuous
refinement. Finally, in the Test stage, the prototypes were evaluated with the community to
assess their usability and effectiveness. By focusing on the needs and motivations of the Tha
Pho community, the Design Thinking process facilitated the development of a digital platform
that promotes active participation, collaboration, and the adoption of sustainable digital
practices. This approach demonstrates the potential for creating impactful solutions that

respond to community needs and support long-term success.

Keywords: Design thinking, Digital platform, Recycling Business, Tha Pho District Communities

Introduction

The recycling business plays a crucial role in the global economy, contributing to
environmental sustainability and the conservation of natural resources (EPA, 2020; Animascorp,
2024). It encompasses a range of processes, including the collection, sorting, processing, and
marketing of recyclable materials. By offering practical solutions for waste management,
recycling reduces carbon footprints, decreases the amount of waste sent to landfills, and
minimizes the need for extracting raw materials (Rogoff, 2013). This industry covers a wide array
of materials, such as paper, plastics, metals, electronics, glass, textiles, and hazardous waste
(Nandy et al., 2021). Each material requires specific techniques and equipment for processing,
making the recycling business complex and dynamic. Despite these challenges, the rewards
are substantial.

Not only does recycling provide environmental benefits, but it also presents significant
economic opportunities (Singh et al., 2014; Ferreira et al., 2008). Local jobs can be created,
economic growth can be stimulated, and entrepreneurs and investors can find a reliable source
of income. The increasing global focus on sustainability has further boosted the growth
potential of the recycling industry. With the rise of new markets for recycled materials, there
are expanded opportunities for businesses and individuals involved in the recycling sector
(Veleva, & Bodkin, 2018). Overall, the recycling business plays a vital role in promoting a circular
economy, reducing waste, and creating economic opportunities while contributing to

environmental conservation efforts. Digital platforms have become a fundamental element of
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the recycling business, utilizing advanced technologies to enhance effectiveness and
productivity. Through Al-powered sorting machines (Arputharaj et al,, 2024) and innovative
methods for material recovery and reuse (Ginga et al., 2020), these platforms are shaping the
future of recycling. Just as digital platforms have transformed other industries, they are now
revolutionizing the recycling sector.

In recent times, digital platforms have emerged as influential tools for improving
efficiency, transparency, and stakeholder engagement within the recycling industry. By
harnessing technology, these platforms connect various stakeholders, streamline operations,
and generate positive outcomes in waste management and resource conservation. They
enable effective communication between recyclers, waste collectors, manufacturers, and
consumers, facilitating the smooth flow of recyclable materials throughout the value chain.
Additionally, these digital platforms provide valuable data insights, enabling businesses to
optimize their operations and make informed decisions.

Therefore, the researcher is interested in studying the application of digital platforms
to the recycling business to enable it to work smoothly and to be a system that promotes

sustainable business that meets SDG 13.

Recycling business in Thailand.

Thailand, a country known for its natural beauty and rich cultural heritage, is also facing
significant challenges in waste management and environmental sustainability. In recent years,
there has been a growing emphasis on recycling and promoting a circular economy in the
country. The recycling business in Thailand has gained momentum, with various initiatives and
efforts aimed at improving waste management practices and maximizing resource recovery (The
Thailand Board of Investment, 2023). The Thai government has implemented several policies
and regulations to promote recycling and waste reduction. The Ministry of Natural Resources
and Environment, along with other government agencies, has launched initiatives such as the
National Roadmap on Plastic Waste Management and the 3Rs (Reduce, Reuse, Recycle) (Das et
al,, 2019). These initiatives aim to enhance waste management infrastructure, encourage
recycling activities, and create a more sustainable waste management system in the country
(Kumari and Raghubanshi, 2023).

Municipalities in particular generate a very high volume of solid waste, with plastic
waste being a major problem. Many municipalities have implemented waste separation
programs and set up Material Recovery Facilities (MRFs) to separate and process recyclable
materials. These efforts have resulted in the establishment of local recycling industries focused
on the processing of materials such as plastics, paper, and metals. This includes the
involvement of the informal sector with waste pickers and waste pickers collecting and selling

recyclable materials, which contributes to the overall waste management system. However,
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there are ongoing efforts to improve working conditions and integrate the informal sector into
the formal waste management framework. However, there are also opportunities for growth
and innovation, including the development of advanced recycling technologies, the creation
of new markets for recycled products, and the integration of circular economy principles across
various sectors.

Therefore, the adoption of technology in the business sector is consistent with
Thailand's circular economy project, which recognizes the need for a more sustainable
approach. The researcher has therefore adopted the circular economy concept, which focuses
on minimizing waste and maximizing resource utilization. In addition, Thailand promotes
various circular economy projects to transition to a closed-loop system, where materials are
continuously reused or recycled, reducing dependence on natural resources and minimizing
environmental impacts.

In conclusion, the recycling business in Thailand is experiencing a significant upswing as the
country intensifies its efforts to improve waste management practices and transition towards
a circular economy model. Driven by a combination of government initiatives, heightened
public awareness campaigns, and the development of dedicated recycling infrastructure, the

recycling industry in Thailand is poised for substantial growth.

Design thinking process

Brown (2008) concludes Design thinking has emerged as a popular and effective
approach for problem-solving and driving innovation across various fields. At its core, design
thinking is a human-centered and iterative process that emphasizes empathy, collaboration,
and creativity. This literature review provides an overview of the key concepts, applications,
and benefits associated with this powerful methodology. Design thinking is rooted in the
mindset and practices employed by designers, which involve deeply understanding the needs,
behaviors, and motivations of end-users. By adopting an empathetic mindset, design thinkers
can gain valuable insights and contextualize challenges from the user's perspective, leading to
more effective and user-centric solutions. The design thinking process typically involves several
stages, including empathizing with users, defining the problem statement, ideating potential
solutions, prototyping, and testing. This iterative cycle allows for continuous refinement and
improvement, as user feedback is incorporated throughout the process. Collaboration and
cross-functional teamwork are vital, as they foster diverse perspectives and enable the
integration of multidisciplinary expertise. Design thinking has been successfully applied in
various domains, ranging from product and service design to organizational transformation and
social innovation. In the business world, companies have embraced design thinking to develop
customer-centric offerings, enhance user experiences, and foster a culture of innovation. Design

thinking has also been instrumental in tackling complex social and environmental challenges,
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leading to innovative solutions that address the needs of underserved communities and
promote sustainable practices.

Overall, design thinking offers a powerful approach to problem-solving and innovation
by combining human-centered design principles, creativity, and an iterative mindset. Its
emphasis on empathy, collaboration, and user-centricity has made it a valuable methodology
for organizations seeking to develop impactful and user-friendly solutions across various

domains.

Importance of web applications for recycling businesses

Sotnik et al. (2023) imply web applications have become essential tools for recycling
businesses, offering a range of benefits that enhance efficiency, improve customer experience,
and increase market reach. These digital platforms enable centralized data management,
allowing businesses to better track and analyze key metrics related to waste streams, recycling
rates, and operational performance. This data-driven approach leads to informed decision-
making and facilitates continuous improvement in processes and services.

Moreover, web applications automate various processes, streamlining operations and reducing
manual effort. This automation improves response times, increases productivity, and minimizes
the risk of errors associated with manual data entry and management.

Importantly, web applications provide a user-friendly platform for customers to access
information, manage their accounts, and provide valuable feedback. This enhanced customer
experience fosters engagement, builds loyalty, and ensures that the recycling services meet
the evolving needs and preferences of the community.

Additionally, web applications expand a recycling business's market reach by creating
an online presence that attracts new customers and facilitates partnerships. By showcasing
their sustainability initiatives, unique value propositions, and commitment to environmental
stewardship, businesses can increase their visibility, differentiate themselves from competitors,
and drive growth in their customer base.

Furthermore, web applications offer recycling businesses the ability to gather and
analyze valuable data, providing insights into customer behaviors, waste patterns, and market
trends. This data facilitates evidence-based decision-making, process optimization, and service

improvements aligned with the evolving needs of the community.

Research objectives
Based on the information provided, here are the potential research objectives for the
study on developing a recycling business platform using an innovative design thinking process

to leverage the Tha Pho District communities:
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1. To apply the innovative design thinking process to develop a digital recycling platform

for context of Tha Pho communities, Amphur Mueang, Phitsanulok.

Material and methods

Applying design thinking principles to web application development requires a deep
understanding of user needs, desires, and expectations. This research is qualitative and uses
document study, observation, and in-depth interviews to gather insights and inform the design
process. The following research approaches were used:

1. User interviews: Potential users from the Tha Pho community were engaged in in-
depth interviews to uncover their goals, challenges, and preferences related to the recycling
platform. By exploring user behaviors, motivations, and pain points, valuable insights into their
needs and expectations were gained.

2. User testing: Usability testing sessions were conducted, where users interacted with
prototypes or iterations of the web application. Their feedback and observations during these
sessions highlighted usability issues and areas for improvement, ensuring a user-centered
design approach.

3. User feedback collection: Feedback forms, and customer support channels were
utilized to continuously gather user feedback. Analyzing this feedback allowed for addressing
user needs and facilitating continuous improvement throughout the design and development
process.

The researchers employed a qualitative research methodology to conduct a
descriptive study in the Tha Pho community, Phitsanulok. Tha Pho district was selected as the
study area due to its status as the largest community in the region, with an average daily waste
volume of 25 tons. Additionally, each community in Phitsanulok has shops that purchase
recyclable waste, and a significant amount of waste is generated daily. Moreover, the province
serves as a central hub for recyclable waste from the southern region. Hence, the researchers
opted to focus on studying waste management and recycling practices in Phitsanulok.

By employing these research methods and conducting a thorough study in the Tha
Pho community, the researchers aimed to gather comprehensive insights and apply design
thinking principles effectively in developing a user-centric web application for the recycling
platform.

Data Collection

To develop an effective recycling platform for the Tha Pho community, the researcher
conducted meticulous data collection, including conducting documentary research to find
theoretical concepts to apply and observing participants’ behaviors. The participants were

then selected based on their direct participation in recycling activities in in-depth interviews to
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ensure that the collected data were relevant and useful. The group consisted of four
entrepreneurs running a recycling business, two employees from a recycling shop, and ten
customers who regularly sell recycled products. This selection was crucial to align the data
collection with the research objectives and capture diverse experiences and perspectives. The
data collection phase employed two primary research methods: interviews and observations.

- Interviews: Semi-structured interviews were conducted with the selected
participants. This format provided a balance between structured questioning and the flexibility
to explore new topics as they emerged. The interviews aimed to gather in-depth insights into
participants' perspectives on recycling practices, the challenges they faced, and areas where
improvements could be made. Interviews were recorded with participant consent to ensure
accuracy in data capture.

- Observations: On-site observations were performed at various recycling facilities,
stores, and collection points within Tha Pho. These observations allowed researchers to
witness firsthand the recycling processes, stakeholder interactions, and operational challenges
encountered daily. This method complemented the interview data by providing practical, real-
world context.

By integrating interviews with observations, researchers aimed to capture both
subjective experiences and objective realities of recycling within the community. This
comprehensive approach ensured a robust understanding of the current recycling landscape,
which was crucial for applying design thinking principles effectively in developing a user-centric

recycling platform.

Research Tools and Analysis

The researchers chose semi-structured in-depth interviews as the primary method for
data collection, following best practices established in previous research. This approach
fostered an engaging environment where participants could freely discuss their experiences
and challenges. Observations further enriched the data by providing insights into participants'
behaviors, attitudes, and needs.

Interview questions were meticulously crafted to align with research objectives,
ensuring that they were clear and relevant. Researchers probed deeper into participants'
responses to uncover underlying reasons and provide a thorough exploration of the subject
matter. This method enabled rich data collection and a deeper understanding of the issues
faced.

Through analysis of the data collected via open-ended questionnaires, several key
challenges were identified in the context of web applications for waste trading. These
challenges included:

- The need for a scheduling system to manage queues for selling recyclables.
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- The introduction of a points accumulation feature to encourage user engagement.

- Providing information on locations and timings for waste purchases.

- Implementing unique QR codes for user accounts.

- Allowing direct scheduling of recyclables exchange from the homepage.

- Creating an account page to display the user's transaction balance.

These insights guided the development of the NU Zero Waste Application, addressing
the identified needs and improving the overall user experience.

The collected data was analyzed to define user requirements and establish the
system's scope. The user groups were categorized into four main roles: System Administrators,
Users, Volunteers, and Waste Trading Entrepreneurs. This categorization helped in tailoring the

platform's features to meet the specific needs of each group.

Prototype Development: NU Zero Waste Application

The conceptual framework for the NU Zero Waste Application was designed to
facilitate waste trading by promoting sustainable practices through the reuse and recycling of
waste materials. The framework outlined key operational procedures:

- System Administration: System administrators are responsible for managing the
platform's data, including adding new waste item categories, managing user accounts, and
assigning permissions.

- User Registration and Features: Users must register and log in to access the platform.
Registered users can manage their personal information, take care of their junk and inventory,
track transaction status, and check their sales history.

- Notification system: This platform has a notification system to enhance
communication efficiency. Notifications will be sent to the administrator's LINE official account
to update the system and approve the seller's LINE account when the buyer expresses interest
or completes the purchase, and to facilitate coordination for receiving the goods. You can also
follow the status and various press releases on the Facebook page NU Zero Waste Club.

The comprehensive approach outlined in the NU Zero Waste Application's conceptual
framework provides a detailed overview of the system's operational procedures. It ensures
efficient system administration, user management, and effective communication through
integrated notification channels. This framework is designed to support sustainable waste

trading practices and enhance the user experience within the Tha Pho community.
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Figure 3 Line Official

Results

The researchers have effectively created a web application system using HTML and
PHP programming languages, while MySQL is utilized for database administration. To handle
notifications, the Line APl has been seamlessly integrated into the application. The system

includes a user-friendly operational interface for enhanced usability.
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Figure 4 Compare before and after of Web application

Using design thinking theory to create a recycling web application can result in many
advantages. This finding is consistent with the findings of Johnsom and Thompson & Henderson
(2022), namely:
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User focus: Design thinking focuses on understanding the needs and experiences of
users. This approach ensures that the recycling web application is easy to use, attractive, and
effectively meets the needs of users. The results confirm previous results that design thinking
problem-solving provides a framework for identifying, understanding, and solving problems,
which helps to overcome challenges such as increasing user engagement, optimizing the
recycling process, and improving communication and knowledge sharing between users and
various stakeholders (Redante et al., 2019; Pusca & Northwood, 2018).

Innovation: By promoting ideas and questioning assumptions, design thinking can
promote creative features and solutions that distinguish recycling web applications in the
market and provide different value to users (Carlgren, Rauth & Elmquist, 2016). As Smith et al.
(2023) confirmed, a commitment to sustainability is essential. Therefore, design thinking can
help develop solutions that not only meet the needs of users, but also But it also makes a
positive contribution to the environment. The focus on recycling allows the web application

to promote sustainable practices and significantly influence waste management initiatives.

Discussion

The study conducted in the Tha Pho sub-district of Phitsanulok Province underscored
the utilization of a web application to streamline recycling business services. Through
integration with popular messaging platforms, the application endeavored to enhance
communication and notification processes for system administrators, sellers, and buyers within
the community. This strategy prioritized efficiency, time savings, and an enhanced user
experience.

The application of design thinking to education or web application design provided
several advantages. It empowered researchers to approach problems analytically, gaining a
deeper comprehension of underlying issues. Design thinking facilitated comprehensive
knowledge acquisition, uncovering latent problems that may have been initially overlooked.
By pinpointing core issues, researchers were able to formulate systematic solutions. This
methodology encouraged a thorough examination of potential solutions from various
perspectives, fostering effective problem-solving. The iterative nature of design thinking
ensured a thorough exploration of all possibilities, thereby increasing the likelihood of

successful outcomes.

Recommendations

For the waste trading web application serving the Tha Pho community, it is advisable
to integrate notification features via popular messaging platforms such as Line and Facebook.
This integration will afford users convenient and swift access to information and updates

regarding waste trading within the community. Additionally, it is imperative to rectify any
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operational glitches in the system and ensure its seamless functionality before deploying it for
practical use.

Further research would focus on the system's development and refinement.
Specifically, enabling users to log in using their existing accounts from other communities is
recommended. This enhancement will facilitate seamless participation and promote broader
adoption of the waste trading system. Furthermore, exploring opportunities to digitize and
integrate other service systems within the Tha Pho community will aid in establishing a
comprehensive digital platform that caters to various community needs and augments overall
efficiency.
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ABSTRACT

This study aimed to investigate the production costs of Khao Dawk Mali 105 (KDML105)
jasmine rice and to analyze the costs and returns of its production among farmers in Ban Lum
Khao Phatthana, Lum Khao Subdistrict, Non Sung District, Nakhon Ratchasima Province. The study
employed a mixed-methods approach integrating both quantitative and qualitative methods. Data
were collected by the researcher using a structured interview form. The participants were 15
registered farming households in Ban Lum Khao Phatthana with rice cultivation areas ranging from
10 to 30 rai. The data were analyzed using basic descriptive statistics, including frequency,
percentage, and mean. Returns were analyzed using financial ratios, net profit, gross profit margin,
profit margin on sales, return on assets (ROA), and return on investment (ROI).

The findings revealed that: (1) the average total production cost of KDML105 jasmine rice
was 3,920.83 baht per rai, consisting of raw material costs of 420.00 baht per rai, labor costs of
560.00 baht per rai, and production expenses of 2,966.89 baht per rai; and (2) the average yield
was 0.40 tons per rai, generating an average income of 4,853.07 baht per rai and an average net
profit of 784.89 baht per rai. The gross profit margin was 18.67%, the profit margin on sales was
16.17%, the return on investment (ROI) was 14.79%, and the return on total assets (ROA) was
46.98%.

The results also indicated that rice yield per rai was relatively low. Farmers should
therefore consider ways to increase productivity in order to achieve higher net profits. They may
seek advice from the provincial agricultural office on rice cultivation techniques to improve yield.
In addition, regular field management is important because rice production costs are relatively
high, especially the costs of combine harvesting, plowing, and fertilizer. Farmers may also consider
reducing unnecessary costs by using organic fertilizers instead of chemical fertilizers, improving soil
conditions during the planting period to restore soil fertility, and relying more on their own labor

instead of hiring labor exclusively.
Keywords: Cost, Return, Khao Dawk Mali 105 Jasmine Rice
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ABSTRACT
Tourism is a central driver of Thailand’s economy, and enhancing its performance is
essential for achieving sustainable growth and competitiveness. This study investigates the
influence of government support, service quality, and destination e-marketing on tourism
performance in Thailand. A structured questionnaire was distributed to 400 domestic and

international tourists who had visited Thailand within the previous twelve months. Data were
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analyzed using multiple linear regression (MLR) to assess both the individual and combined
contributions of the predictors. The regression model explained 63.4% of the variance in
tourism performance (R? = 0.634; Adjusted R = 0.625), demonstrating strong explanatory
power. ANOVA results confirmed that the model was highly significant (F = 5504.644, p <
0.001). Path coefficient analysis revealed that government infrastructure and environmental
support, service responsiveness and assurance, as well as influencer engagement and
information provision in e-marketing, were the most influential factors. These findings highlight
the importance of integrated strategies in which supportive policies, reliable service quality,
and innovative digital marketing work together to strengthen tourism performance. The study
provides practical implications for policymakers and tourism managers, while also suggesting
directions for future research to expand the model, apply longitudinal designs, and conduct

cross-cultural comparisons to further enhance generalizability.

Keywords: Government Support, Service Quality, Destination E-Marketing, Tourism Performance

INTRODUCTION

Tourism remains a vital component of Thailand’s economy and recovery trajectory.
In 2019, tourism contributed nearly 20% of national GDP and attracted approximately 39.9
million international arrivals, one of the highest global shares at the time (Export Finance
Australia, 2023). Although the COVID-19 pandemic severely disrupted the sector, 2024 marked
a strong rebound, with Thailand welcoming an estimated 35 million international visitors,
reaching almost 80% of pre-pandemic levels (The Economic Times, 2025). Government
intervention has played a central role in this resurgence. By mid-2024, the government had
expanded visa-free entry to 93 countries, extended on-arrival stay durations to 60 days, and
introduced a digital nomad visa valid for five years with multiple 180-day stays (Reuters, 2024b).
These policies have translated into measurable gains. Between January and May 2024, Thailand
recorded 14.3 million tourist arrivals, and policymakers set a full-year target of nearly 40 million
visitors, generating an estimated THB 3.5 trillion (USD 96 billion) in revenue (Reuters, 2024a).
Despite this progress, tourism remains concentrated in primary hubs such as Bangkok, Phuket,
and Chiang Mai, raising concerns over overcrowding and sustainability while under-investing in
secondary destinations. This imbalance could hinder Thailand’s strategic ambition to become
a top-ten global tourist destination by 2030 (Reuters, 2024a).

From a theoretical perspective, destination performance is often examined through
frameworks such as Ritchie and Crouch’s competitiveness model, which emphasizes core
resources, supporting factors, and destination management as drivers of demand (Ritchie &
Crouch, 2003). Similarly, Dwyer and Kim’s (2003) integrated model distinguishes between

inherited resources and created resources, both of which shape destination competitiveness.
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These frameworks underscore that government policy, service quality, and marketing
capabilities jointly determine destination outcomes.

Practically, three dimensions stand out as critical inputs in the Thai tourism context.
Government support—such as visa facilitation, infrastructure investment, and targeted
promotional campaigns—provides enabling conditions. Service quality, typically measured by
dimensions such as reliability, responsiveness, and assurance, is a key determinant of
satisfaction, loyalty, and word-of-mouth (Parasuraman et al., 1988). Finally, destination e-
marketing has become indispensable for competitiveness. Social media, search engine
optimization, influencer engagement, and user-generated content provide authenticity and
emotional appeal, while national campaigns like Amazing Thailand Grand Tourism & Sports
Year 2025 reinforce sustainability and global positioning (Tourism Authority of Thailand, 2024).

Nevertheless, most empirical studies on Thai tourism have investigated these
dimensions in isolation, focusing on visa policies, hotel service quality, or digital marketing
effectiveness separately. Few have simultaneously evaluated the integrated effects of
government support, service quality, and destination e-marketing, nor tested their joint
influence on tourism performance through competitiveness and attractiveness. Addressing this

research gap is essential for informing coherent policy and strategic practice.

RESEARCH OBJECTIVES

1. To examine the effect of government support, service quality, and destination e-
marketing on tourism performance in Thailand

2. To evaluate the relative importance of government support, service quality, and
destination e-marketing on tourism performance in Thailand using multiple linear regression

3. To identify the key recommendation factors for enhancing tourism performance in
Thailand

LITERATURE REVIEW

Tourism performance reflects the ability of a destination to deliver economic benefits,
visitor satisfaction, and long-term competitiveness. It is commonly assessed through indicators
such as tourist arrivals, expenditure, and repeat visitation, but also through qualitative
outcomes like service experience and sustainability (Dwyer & Kim, 2003). Ritchie and Crouch
(2003) argue that tourism performance arises from the interaction between resources,
destination management, and market demand. Recent assessments by the UNWTO (2022)
highlight that performance must balance growth with environmental and social responsibility,
especially in countries like Thailand where tourism is a major driver of national development.

Government support has long been recognized as a critical driver of tourism

development, as it provides the enabling environment in which destinations can thrive. Policies
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such as visa facilitation, infrastructure investment, safety regulations, and targeted promotional
campaigns directly enhance accessibility and attractiveness (Hall, 2008). In Thailand, the
extension of visa exemptions, improved transport networks, and sustainable tourism policies
illustrate how state involvement can shape tourism performance by lowering entry barriers
and stimulating demand (UNWTO, 2022). Alongside policy, service quality plays a central role
in shaping visitor perceptions and behaviors. Drawing on the SERVQUAL framework, dimensions
such as reliability, responsiveness, assurance, empathy, and tangibility have been consistently
linked to tourist satisfaction, loyalty, and positive word-of-mouth (Parasuraman et al., 1988;
Chen & Chen, 2010). High-quality service delivery not only enhances the immediate experience
but also contributes to long-term destination competitiveness. Complementing these
structural and experiential factors, destination e-marketing has become indispensable in an era
of digitalized travel. Tools such as social media campaigns, search engine optimization,
influencer engagement, and user-generated content allow destinations to reach international
audiences more effectively and to build authenticity and emotional resonance (Xiang &
Gretzel, 2010; Mariani et al., 2021). For emerging markets like Thailand, integrated e-marketing
strategies also support diversification by promoting lesser-known destinations and aligning with
sustainable tourism initiatives. Taken together, government support, service quality, and
destination e-marketing function as mutually reinforcing levers: policies create access, services
ensure positive experiences, and digital platforms communicate and amplify value.
Understanding their combined influence provides a comprehensive framework for evaluating
and enhancing tourism performance.

Based on the reviewed literature, government support, service quality, and destination
e-marketing are hypothesized as significant antecedents of tourism performance. Prior studies
indicate that government facilitation through visa policies and infrastructure development
enhances accessibility and competitiveness (Hall, 2008), while service quality strongly
influences tourist satisfaction, loyalty, and destination reputation (Parasuraman et al., 1988;
Chen & Chen, 2010). In addition, digital marketing strategies, including social media campaigns
and influencer engagement, amplify destination visibility and authenticity (Xiang & Gretzel,
2010; Mariani et al., 2021). To empirically test these relationships, this study employs multiple
linear regression (MLR), which enables the assessment of both individual and combined effects
of government support (GS), service quality (SQ), and destination e-marketing (DM) on tourism
performance (TP). This method is particularly appropriate for identifying causal influences,
estimating predictive power, and determining which factors exert the strongest effect on
improving tourism outcomes in Thailand. Accordingly, the proposed regression model is
specified as:
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P=pcs+ pso+ fom+¢g

Moreover, the following hypotheses are formulated for statistical testing using

Multiple Linear Regression:
HOI 131 :ﬂz :lB3 :O
Hq: At least ﬂl or [5'2 or/5'3 #0

METHODOLOGY

1. Population and Sample

The population of this study comprises both international and domestic tourists who
visited Thailand within the past twelve months. These respondents were chosen as they
directly experience government support initiatives, service quality, and destination e-marketing
practices, making them suitable for evaluating tourism performance. The minimum sample size
was determined based on Hair et al. (2022), who recommend 10-20 respondents per observed
variable in multiple regression and structural equation modeling. Given that this study
employed four constructs (government support, service quality, destination e-marketing, and
tourism performance) measured by approximately twenty observed items, the required
sample size ranged between 200 and 400 participants. To ensure robust statistical power and
generalizability, a target of around 400 respondents was set. Data collection was conducted
using purposive sampling to ensure participants had recent tourism experiences in Thailand,
with surveys distributed both online and on-site across major destinations such as Bangkok,
Phuket, and Chiang Mai, as well as selected secondary destinations.

2. Research Instruments

Data were collected using a structured questionnaire developed from established

measurement scales in tourism and service quality research. The instrument consisted of two
sections. The first section gathered demographic information of respondents, including age,
gender, nationality, and travel characteristics (e.g., purpose of visit, length of stay, and
destination visited). The second section measured the four core constructs of the study:
government support (GS), service quality (SQ), destination e-marketing (DM), and tourism
performance (TP). Government support items were adapted from prior studies on tourism
policy and infrastructure (Hall, 2008; UNWTO, 2022). Service quality was assessed using
dimensions of the SERVQUAL model, including reliability, responsiveness, assurance, empathy,
and tangibility (Parasuraman et al., 1988). Destination e-marketing items were based on digital
marketing and tourism communication literature, covering social media promotion, search
engine visibility, influencer collaboration, and user-generated content (Xiang & Gretzel, 2010;
Mariani et al., 2021). Tourism performance was measured through indicators of tourist

satisfaction, revisit intention, and word-of-mouth advocacy (Chen & Chen, 2010). All items
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employed a five-point Likert scale ranging from 1 = strongly disagree to 5 = strongly agree. The
questionnaire was reviewed by three experts in tourism and business administration to ensure
content validity, and a pilot test with 30 respondents was conducted prior to full data
collection.

3. Data Collection

Data collection was conducted over a three-month period in 2024 using both
online and offline methods to ensure broad coverage of respondents. The online survey was
distributed via social media platforms and travel-related communities, targeting tourists who
had recently visited Thailand. The offline survey was administered at major tourism hubs such
as Bangkok, Phuket, and Chiang Mai, as well as selected secondary destinations, through
collaboration with local tourism operators and service providers. A purposive sampling
approach was applied to ensure that only respondents who had traveled in Thailand within
the last twelve months were included. Prior to full deployment, a pilot test with 30
respondents was conducted to refine the wording and clarity of the questionnaire. Ethical
considerations were observed by providing respondents with informed consent, assuring
anonymity, and protecting their responses for research purposes only. Out of the total
distributed questionnaires, 416 were collected, and after screening for completeness and
consistency, 400 valid responses were retained for analysis.

4. Data Analysis

The data were analyzed using descriptive and inferential statistical techniques.
Descriptive statistics, including frequency distributions, means, and standard deviations, were
used to summarize demographic characteristics of respondents and provide an overview of
the research variables.

To examine the hypothesized relationships, multiple linear regression (MLR) was
employed with tourism performance (TP) as the dependent variable and government support
(GS), service quality (SQ), and destination e-marketing (DM) as independent variables. Prior to
estimation, diagnostic checks were carried out to ensure that regression assumptions were met,
including the normality of residuals, linearity, and homoscedasticity. Both unstandardized
coefficients (B) and standardized coefficients (B) were reported to evaluate the strength and
significance of each predictor. The explanatory power of the model was assessed using R? and
adjusted R? values, together with the F-test for overall model fit. Statistical significance was set
at p < 0.05. Data analysis was conducted using general statistical software commonly applied

in social science research.

RESULTS
Table 1 presents the demographic characteristics of the 400 respondents. The

generational distribution was diverse, with Generation Y (29.3%) and Generation Z (23.3%)
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forming the largest groups, followed by Baby Boomers (18.8%), Generation X (15.8%), and the
Silent Generation (7.5%). This indicates that the sample was primarily composed of younger
and middle-aged tourists, who represent active travel markets. Gender distribution was
relatively balanced, with 51.3% male and 48.8% female, suggesting no substantial gender bias
in participation.

In terms of nationality, respondents came from multiple regions, with the largest
share from North America (21.3%), followed by Oceania (18.5%), Europe (17.8%), Other Asia
(19.8%), China (13.5%), and other regions (9.3%). This diversity highlights the international scope
of Thailand’s tourism market. Regarding travel purpose, the majority of participants reported
visiting for leisure and cultural activities (62.5%), while smaller proportions cited
wellness/medical tourism (17.5%), business (10.0%), and other purposes (10.0%).

Overall, the demographic profile demonstrates a balanced representation across
age cohorts, gender, and nationalities, with a strong emphasis on leisure tourism. This
composition provides a reliable foundation for analyzing how government support, service

quality, and destination e-marketing influence perceptions of tourism performance in Thailand.

Table 1. Demographic Profile of Respondents

Category Levels Count | %
Generation Silent 30 7.5
Boomer 75 18.8
Generation X 63 15.8
Generation Y 117 29.3
Generation Z 93 233
Gender Male 205 51.3
Female 195 48.8
Nationality North America 85 21.3
Europe 71 17.8
Oceania 74 18.5
China 54 13.5
Other Asia 79 19.8
Other regions 37 9.3
Visit purpose | Leisure/culture 250 62.5
Wellness/medical | 70 17.5
Business 40 10.0
Other 40 10.0
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The multiple linear regression analysis was applied to analyze. Table 2 — 3 were
detailed the regression analysis and summary of the ANOVA, respectively.
Table 2. Regression Model Summary of Tourism Performance
Regression Model R? | Adjusted R? | S.E.
Tourism Performance | 0.634 | 0.625 0.304

Table 3. Summary of the ANOVA

ANOVA Sum square | df | Mean square F Sig.
Regression 4586.597 9 509.622 | 5504.644 | 0.000
Residual 36.199 | 391 0.093

Total 4622.796 | 400

Significant at p<0.001

Table 2 shows the regression model summary for tourism performance. The
coefficient of determination (R?) is 0.634, indicating that government support, service quality,
and destination e-marketing together explain approximately 63.4% of the variance in tourism
performance. The adjusted R? value of 0.625 confirms that the explanatory power remains
robust even after adjusting for the number of predictors. The standard error of the estimate
(S.E. = 0.304) suggests a relatively small margin of residual variation, supporting the reliability
of the model.

Table 3 presents the ANOVA results of the regression model. The regression sum of
squares (4586.597) is substantially larger than the residual sum of squares (36.199), indicating
that most of the variance in tourism performance is explained by the predictors. The model is
statistically significant, with F = 5504.644, p < 0.001, which demonstrates that the independent

variables collectively have a strong and significant impact on tourism performance.

The regression analysis provides strong empirical support that government support,
service quality, and destination e-marketing are important determinants of tourism

performance in Thailand.
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Table 4. Statistical path coefficients

Variables B SE T value P value
GS_EASE 0.105 0.034 3.058 0.002
GS_ENV 0.126| 0.035 3.657 0.000
GS_INFRA 0.133] 0.033 3.973 0.000
SQ_ASSUR 0.099| 0.032 3.067 0.002
SQ_REL 0.064| 0.028 2.289 0.023
SQ_RESP 0.102] 0.033 3.080 0.002
DM_INFL 0.128 0.034 3.773 0.000
DM_INFO 0.125| 0.034 3.634 0.000
DM_PERS 0.114) 0.033 3.426 0.001
Significant at p<0.05

Table 4 presents the path coefficients for the predictors of tourism performance. All
nine indicators were statistically significant at the 0.05 level, confirming the robustness of the
model. Among government support dimensions, infrastructure ([3 = 0.133, t = 3.973, p <
0.001) emerged as the strongest contributor, followed by environmental support (B = 0.126,
t = 3.657, p < 0.001) and policy facilitation (B = 0.105, t = 3.058, p = 0.002). For service quality,
assurance (B = 0.099, t = 3.067, p = 0.002) and responsiveness (B = 0.102, t = 3.080, p = 0.002)
were significant drivers, while reliability (B = 0.064, t = 2.289, p = 0.023) had a weaker yet still
meaningful effect. Destination e-marketing also demonstrated strong effects, with influencer
engagement (B =0.128,t = 3.773, p < 0.001) and information provision (B =0.125, t = 3.634,
p < 0.001) performing best, followed by personalization (B = 0.114, t = 3.426, p = 0.001). These
findings highlight that government investment in infrastructure, high service responsiveness,
and effective digital campaigns, particularly through influencers and tailored communication,
are the most influential factors enhancing tourism performance in Thailand.

The results of the multiple linear regression provide strong evidence that
government support, service quality, and destination e-marketing jointly exert a significant
influence on tourism performance in Thailand. The regression model explained 63.4% of the
variance (R?2 = 0.634) in tourism performance, indicating substantial explanatory power. The
ANOVA confirmed that the model was highly significant (F = 5504.644, p < 0.001), validating

the collective contribution of the predictors. Path coefficient analysis further revealed that
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government infrastructure support, service responsiveness and assurance, as well as influencer
engagement and information provision in digital marketing, were the strongest drivers. These
findings suggest that Thailand’s tourism performance is not determined by a single factor but
by a synergy of supportive policies, reliable service encounters, and effective digital
communication strategies. In particular, the evidence highlights the necessity of continued
investment in infrastructure, quality improvements in service delivery, and innovation in digital

marketing to sustain competitiveness and enhance visitor experiences.

DISCUSSION

The results of the regression analysis demonstrate that government support, service
quality, and destination e-marketing are critical determinants of tourism performance in
Thailand. With an R? of 0.634, the model indicates that more than sixty percent of the variance
in tourism performance can be explained by the three predictors, highlighting the importance
of combining policy interventions, service excellence, and digital strategies in driving
destination competitiveness.

Government support was found to be a significant driver, particularly through
infrastructure and environmental initiatives. This aligns with recent research emphasizing that
government actions such as visa facilitation, safety regulations, and infrastructure development
are central to sustaining tourism growth (Nguyen et al., 2020; UNWTO, 2022). In Thailand, policy
innovations such as the expansion of visa exemptions and the promotion of sustainable
tourism have enhanced accessibility and global visibility. These results reinforce that strategic
public sector involvement is indispensable for achieving long-term tourism performance.
Service quality also emerged as an essential determinant, with responsiveness and assurance
showing the strongest influence among service dimensions. This supports recent studies which
have demonstrated that service quality directly enhances tourist satisfaction, loyalty, and
destination reputation (Ali et al., 2016; Prayag et al., 2017). In particular, tourists are increasingly
sensitive to reliability and responsiveness, which serve as signals of professionalism and
trustworthiness. Ensuring consistent service delivery and staff competence therefore represents
a key strategy for retaining tourists and strengthening Thailand’s competitive edge.

Destination e-marketing was another powerful predictor, especially through
influencer engagement and information provision. These findings are in line with Xiang et al.
(2015) and Mariani et al. (2021), who found that social media and online reviews are shaping
tourist decisions and destination image formation in unprecedented ways. Digital platforms
provide cost-effective tools to reach global audiences, create authentic engagement, and
promote user-generated content that amplifies credibility. In Thailand, campaigns leveraging
influencers and social media visibility have proven successful in attracting younger generations
and diversifying markets.

137



' JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY

MSUDRU

Journal Vol. 8 No. 2 (MARCH - APRIL 2026)

These findings reinforce the view that destination competitiveness results from the
interaction between created resources and supportive factors, as suggested in integrated
competitiveness frameworks (Khan et al., 2017; Assaf & Josiassen, 2019). The evidence from
this study underscores the necessity of a holistic approach where government support ensures
enabling conditions, service quality provides consistent and satisfying experiences, and
destination e-marketing communicates value effectively to global audiences. By aligning these
factors, Thailand is better positioned to sustain tourism recovery and strengthen its path toward

becoming a top ten global tourist destination.

SUGGESTIONS FOR FUTURE RESEARCH

1. Suggestions for Practical Implementation

The findings of this study provide several practical implications for policymakers and
tourism managers in Thailand. First, the results highlisht the importance of sustained
government support, particularly in infrastructure development and environmental initiatives.
Authorities should continue to invest in transport connectivity, sustainable facilities, and safety
measures to ensure that destinations remain both accessible and resilient. Second, the
significance of service quality dimensions such as responsiveness and assurance suggests that
tourism businesses must prioritize staff training, customer service standards, and consistent
delivery of promised services. Enhancing service reliability can strengthen tourist trust and
foster repeat visitation. Third, the growing influence of destination e-marketing emphasizes the
need for more strategic use of digital platforms. Tourism organizations should leverage
influencer partnerships, targeted online campaigns, and user-generated content to reach global
audiences and enhance authenticity. Finally, coordination between government agencies,
private sector operators, and local communities is essential for creating integrated strategies
that reinforce Thailand’s competitiveness. By translating these insights into concrete actions,
stakeholders can effectively enhance tourism performance, improve visitor satisfaction, and

ensure long-term sustainability of the industry.

2. Suggestions for Future Research

Although this study provides meaningful insights into the determinants of tourism
performance in Thailand, several directions for future research are recommended. First, future
studies could expand the model by incorporating additional variables such as cultural
authenticity, sustainability practices, or tourist motivation, which may provide a more holistic
understanding of destination performance. Second, longitudinal research designs should be
employed to examine how the influence of government support, service quality, and e-

marketing evolves over time, particularly in response to global disruptions such as pandemics
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or economic crises. Third, cross-cultural comparative studies would be valuable for exploring
whether the effects observed in Thailand hold true in other countries, thereby enhancing the
generalizability of the findings. Fourth, future research could apply advanced analytical
methods such as structural equation modeling (SEM) or machine learning to capture complex
relationships and improve predictive accuracy. Lastly, qualitative approaches, including
interviews or ethnographic studies, could complement quantitative findings by providing
deeper insights into tourists’ lived experiences and perceptions. By pursuing these avenues,
future research can contribute to both theoretical refinement and practical strategies for

sustaining competitiveness in global tourism markets.
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ABSTRACT

This study examines how Al Technology Adoption, Business Model Innovation, and
Digital Capacity influence Digital Entrepreneurship and Competitive Advantage among
organizations in Thailand. Data was collected from 276 executives engaged in digital
transformation, and multiple linear regression analysis was employed. The results demonstrate
that both models are significant, with high explanatory power for DE (R2-adjusted = 0.84) and
CA (Rz-adjusted = 0.75). Key findings highlight that digital skills, value creation, and compatibility
strongly enhance entrepreneurial agility, while organizational adaptability and managerial
capabilities show differing effects on sustaining competitive advantage. The study emphasizes
the importance of aligning digital strategies to simultaneously foster entrepreneurship and

long-term competitiveness in an increasingly dynamic digital economy.

Keywords: Digital Entrepreneurships, Competitive Advantage, Al Technology Adoption,
Business Model Innovation, Digital Capacity
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INTRODUCTION

The transformation of traditional business operations into digitalized systems has rapidly
accelerated, presenting enterprises with unprecedented challenges in sustaining growth and
maintaining competitive advantage (Bamasoud & Shannak, 2025). The emergence of the digital
economy has generated extensive opportunities while simultaneously strengthening market
competition. This dynamic coerces organizations to prioritize strategic plans such as facilitating
digital entrepreneurship and acquiring sustainable competitive advantage (Koch & Windsperger,
2017). Accomplishing these objectives requires more than organizational initiative; it necessitates
a comprehensive and in-depth understanding of the critical factors that support success in the
modern digital era. Without such knowledge, enterprises risk misallocating resources, misaligning
strategic priorities, and increasing their vulnerability to market uncertainties (Teece, 2018).

To effectively address these challenges, it is essential to conduct a systematic analysis
of the key determinants that significantly influence both digital entrepreneurship and competitive
advantage. This study focuses on three interrelated constructs that have attracted growing
attention in the discourse on digital transformation: Digital Capacity (DC), Business Model Innovation
(BMI), and Al Technology Adoption (Al). DC reflects an organization’s readiness to deploy digital
infrastructure, integrate technology seamlessly into operations, and develop a workforce proficient
in leveraging digital tools. BMI entails the strategic reconfiguration of value creation, delivery, and
capture mechanisms to address evolving market demands. Al technology adoption augments
these capabilities by enabling data-driven decision-making, automating operational processes, and
fostering the development of innovative digital solutions (Rai et al., 2019; Dubey et al., 2021).

By exploring the interrelationships among these constructs and their respective
impacts, this study aims to deliver insights that extend well beyond academic discourse. The
findings are expected to inform policymakers, industry leaders, and entrepreneurs in designing
strategies that strengthen digital entrepreneurship ecosystems and sustain competitive advantage
in rapidly changing markets. According to recent global reports, a substantial proportion of
organizations acknowledge that digital transformation is critical to their survival (Bughin et al., 2018).
However, only a limited number of firms have successfully scaled their digital initiatives to achieve
measurable business value (Bharadwaj et al., 2019). Similarly, enterprises that continuously
innovate their business models are more likely to achieve superior performance compared to their
peers (Foss & Saebi, 2017; Clauss et al., 2021). These observations underscore the urgency of
identifying the right combination of digital capacity, business model innovation, and Al technology
adoption to reduce operational risks, accelerate innovation cycles, and secure long-term growth.
Ultimately, this research provides a clear and actionable pathway for organizations to thrive amidst
the complexities, competitive pressures, and technological advancements that define the modemn

business landscape.
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RESEARCH OBJECTIVES

1. To examine the direct effects of Digital Capacity, Business Model Innovation, and Al
Technology Adoption on Digital Entrepreneurship

2. To examine the direct effects of Digital Capacity, Business Model Innovation, and Al
Technology Adoption on Competitive Advantage

3. To compare the differential effects of Digital Capacity, Business Model Innovation, and
Al Technology Adoption on Digital Entrepreneurship and Competitive Advantage.
LITERATURE REVIEW

Digital Entrepreneurships and Competitive Advantage

In the contemporary business landscape, organizations face growing pressure to
innovate while sustaining market competitiveness. Digital entrepreneurship (DE) has become
central to this transformation, as it emphasizes the creation of new ventures, models, and
ecosystems through the strategic use of digital technologies (Kraus et al., 2019; Nambisan, 2017;
Nambisan et al., 2019). At the same time, competitive advantage (CA) remains a fundamental
determinant of long-term success, grounded in the ability to differentiate, achieve efficiency,
and adapt to dynamic environments (M. Porter, 2020; M. E. Porter, 1985; Teece, 2018). For
modern enterprises, balancing both perspectives is essential; neglecting either risks either
short-lived innovation without durability, or strategic rigidity in the face of digital disruption.
These perspectives suggest that digital entrepreneurship and competitive advantage are
closely interconnected outcomes that may be influenced by common organizational and
technological drivers, warranting further empirical investigation.

Al Technology Adoption

Al technology adoption is a multidimensional driver of digital transformation,
conceptualized through five dimensions: perceived ease of use (All), perceived usefulness
(A12), technological readiness (Al3), compatibility (Al4), and organizational support (AI5). For
Digital Entrepreneurship (DE), All and Al2 reduce barriers to experimentation and foster
confidence in Al-enabled ventures (Chatterjee, et al., 2021a; Chatterjee, et al., 2021b). Al3 and
Ald ensure scalability and integration of digital offerings (Dubey et al., 2021). For Competitive
Advantage (CA), Al5 institutionalizes adoption, embedding Al into organizational routines that
enhance efficiency, differentiation, and resilience (Rai et al., 2019). Collectively, these
dimensions demonstrate Al’s dual role in enabling entrepreneurial agility and sustaining long-
term competitiveness. Al’s ability to enhance both innovation processes and operational
efficiency suggests its critical role in influencing both digital entrepreneurship and competitive
advantage.
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Digital Capacity

Digital Capacity (DC) represents an organization’s readiness to leverage digital
resources across multiple dimensions: digital orientation (DC1), digital skills and competence
(DC2), resource allocation (DC3), managerial capability (DC4), and environmental influence
(DC5). For Digital Entrepreneurship (DE), DC1 and DC2 foster innovation by aligning strategic
vision with employees’ digital expertise (Ly, 2023). DC3 and DC4 ensure that resources and
leadership drive experimentation and scalable growth (Warner & Wager, 2019). In terms of
Competitive Advantage (CA), DC5 enhances adaptability to market and environmental changes,
strengthening resilience and differentiation (Bohorquez & Esteves, 2016). Collectively, these
capacities provide the foundation for firms to pursue both entrepreneurial agility and
sustainable competitive positioning.

Business Model Innovation

Business Model Innovation (BMI) involves the reconfiguration of value creation
(BMI1), value delivery (BMI2), value capture (BMI3), organizational adaptability (BMI4), and
resources for experimentation (BMI5). Within Digital Entrepreneurship (DE), BMI1 and BMI2
enable entrepreneurs to design novel offerings and reach customers through digital platforms
(Foss & Saebi, 2017, 2018). BMI3 strengthens monetization strategies, while BMI4 fosters agility
in responding to dynamic markets (Clauss, 2017; Clauss et al., 2021). For Competitive Advantage
(CA), BMI5 encourages continuous experimentation, allowing firms to differentiate and sustain
profitability (Clohessy et al., 2020). Together, these dimensions highlight BMI as both a driver
of entrepreneurial opportunity recognition and a strategic mechanism for achieving long-term
competitive positioning. Accordingly, business model innovation is likely to influence both the
creation of digital entrepreneurial opportunities and the long-term competitiveness of firms.

Based on the conceptual definitions established from the reviewed literature, the present

study proposes a research framework to examine the relationships among Artificial Intelligence
Technology Adoption (Al), Business Model Innovation (BMI), and Digital Capacity (DC) as
independent variables, and their varying influences on two key dependent constructs: Digital
Entrepreneurship (DE) and Competitive Advantage (CA). This framework is designed to illustrate not
only the direct associations between the independent variables and each dependent variable but
also to capture the distinct patterns of influence that may emerge across the two outcomes. By
structuring the model in this way, the study enables a comparative assessment of how Al, BMI,
and DC operate in shaping entrepreneurial capacity and competitive positioning within the digital
economy. This approach provides a more comprehensive understanding of the interplay between
technological adoption, innovation strategies, and organizational capabilities, thereby offering
insights that are relevant for both academic inquiry and practical application in business strategy

development. Theses research frameworks were developed and described as follows:
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Figure 1. The research framework of this study a) the hypotheses defined for the Digital Entrepreneruships

Business Model |}

Innovation

Competitive Advantage

and b) the hypotheses defined for the Competitive Advantage

Moreover, the following hypotheses are formulated for statistical testing using
Multiple Linear Regression:
For Digital Entrepreneurship:
Ho1: Al Technology Adoption has no statistically significant effect on Digital Entrepreneurship (Ba=0).
Hi1: Al Technology adoption has statistically significant effect on Digital Entrepreneurship (Ba#0).
Hoz: Business Model Innovation has no statistically significant effect on Digital Entrepreneurship (Bew=0).
H
Hos: Digital Capacity has no statistically significant effect on Digital Entrepreneurship (Boc=0).
H

2: Business Model Innovation has statistically significant effect on Digital Entrepreneurship (Bewi#0).

fury

5: Digital Capacity has statistically significant effect on Digital Entrepreneurship (Boc#0).

fury

For Competitive Advantage:

Hoa: Al Technology Adoption has no statistically significant effect on Competitive Advantage (Ba=0).
H
Hos: Business Model Innovation has no statistically significant effect on Competitive Advantage (Bew=0).
H
Hos: Digital Capacity has no statistically significant effect on Competitive Advantage (Boc=0).
H

a: Al Technology adoption has statistically significant effect on Competitive Advantage (Ba#0).

fury

fury

5: Business Model Innovation has statistically significant effect on Competitive Advantage (Bewi#0).

¢: Digital Capacity has statistically significant effect on Competitive Advantage (Boc#0).

=

METHODOLOGY

1. Population and Sample

The study’s population consists of business executives, managers, and decision-
makers in Thailand who are actively engaged in digital transformation initiatives within their
organizations. These individuals possess the necessary expertise to provide insights into Al
technology adoption, digital capacity, and business model innovation.

A purposive sampling method was employed to select respondents who met specific
criteria, including (1) holding a managerial or executive position, (2) working in an organization
involved in digital transformation, and (3) having direct involvement in strategic decision-making

related to technology adoption, digital capabilities, or business model innovation.
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The minimum sample size was determined based on the guideline of at least 10
observations per predictor variable (Kock & Hadaya, 2018). Given that the model includes three
main predictors (DC, BMI, and Al), the minimum required sample size was 170 respondents.
However, to improve reliability, the target sample size was set at no fewer than 250
respondents.

A total of 312 responses were collected. After screening and removing incomplete
responses, 276 valid responses were retained for analysis. This final sample size is sufficient
for the statistical analysis conducted in this study.

2. Research Instruments

The primary research instrument was a structured questionnaire developed to
collect quantitative data for hypothesis testing and model evaluation. The questionnaire
covered three main components: respondent eligibility, demographic and organizational
characteristics, and the measurement of key constructs. The measurement items were adapted
from validated scales in prior studies, capturing Digital Capacity (DC), Business Model Innovation
(BMI), Al Technology Adoption (Al), Digital Entrepreneurship (DE), and Competitive Advantage
(CA). AWl items were assessed using a 7-point Likert scale ranging from strongly disagree to
strongly agree.

To ensure content validity, the instrument was reviewed by three academic experts
in business administration and digital transformation. A pilot test was conducted with 30
respondents to evaluate clarity and reliability, and minor revisions were made prior to full-
scale data collection.

3. Data Collection

Data collection was conducted in July 2025 using a structured online questionnaire
to reach respondents who met the defined eligibility criteria. The questionnaire was distributed
through professional networks and relevant online channels. A total of 312 responses were
received. Following informed consent procedures and the application of screening questions,
276 respondents were confirmed to meet all inclusion criteria, representing a response
qualification rate of 88.46%. This final sample size was deemed sufficient for hypothesis testing
and structural model analysis based on the research framework.

4. Data Analysis

Descriptive statistics—including frequencies, percentages, means, and standard
deviations—were employed to summarize the demographic and organizational characteristics of
the respondents. Following this, multiple linear regression (MLR) analysis was performed to
examine the influence of Digital Capacity (DC), Business Model Innovation (BMI), and Al Technology
Adoption (Al) on the dependent variables, namely Digital Entrepreneurship (DE) and Competitive
Advantage (CA). The independent variables were entered into the regression models in
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theoretically informed blocks, allowing for the evaluation of incremental variance explained at
each stage of the analysis.

Prior to conducting the regression analysis, the standard assumptions of MLR were
assessed, including normality of residuals, linearity, and independence of errors. These
assumptions were verified using graphical diagnostics such as residual plots and standard
probability plots. Statistical significance was determined at an alpha level of p < 0.05 for all tests,
and effect sizes (AR? for model blocks) were interpreted to assess the practical significance of the
findings. All statistical analyses were conducted using statistical software packages appropriate for

behavioral and business research applications.

RESULTS

This study involved 276 participants, the majority of whom were male (54.71%),
followed by female (44.93%) and LGBT (0.36%). Most respondents were between 29 and 44
years old (Gen Y; 57.97%), with 35.14% aged 45-60 (Gen X) and 6.88% aged 18-28 (Gen Z).
Regarding business experience, 39.13% had been operating for more than 10 years, 32.25% for
4-7 years, 21.01% for 8-10 years, 5.80% for 1-3 years, and 1.81% for less than one year.

In terms of business sectors, the most significant proportion operated in food,
service, and tourism (26.09%), followed by technology/software/Al (18.12%), retail and
wholesale (17.03%), manufacturing (14.49%), health, wellness, and medical services (10.14%),
logistics and transportation (9.42%), and other industries (4.71%). Position-wise, 39.13% were
business owners or entrepreneurs, 17.39% were top executives (e.g., CEO, Managing Director),
15.22% were marketing/business development manasgers, 15.22% were innovation/strategy/IT
managers, 9.42% were technology/digital executives (e.g., CTO, CDO), and 3.62% held other
positions. Regarding business size, 33.33% of respondents represented small enterprises (11—
50 employees), 24.28% large enterprises (more than 200 employees), 23.91% medium-sized
enterprises (51-200 employees), and 18.48% micro-enterprises (up to 10 employees). In terms
of legal entity type, 65.94% operated as private limited companies, 17.03% as public limited
companies, and 17.03% as limited partnerships. When asked about the level of digital
technology usage, 37.68% reported moderate usage (e.g., ERP, CRM, website, e-commerce),
32.25% reported basic usage (e.g., Line, social media, e-mail), 27.90% reported advanced usage

(e.g., Al, Big Data, automation), and 2.17% indicated no usage of digital technology.
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Table 1. Sociodemographic Status of the Participants.

Characteristics Category Frequency | Percentage
Gender Male 151 54.71%
Female 124 44.93%
Others 1 0.36%
Age 18-28 (Gen 2) 19 6.88%
29-44 (Gen Y) 160 57.97%
45-60 (Gen X) 97 35.14%
Business <3 21 7.61%
Experience a-7 89 32.25%
(Years) 8-10 58 21.01%
>10 108 39.13%
Industry Service / Tourism 72 26.09%
Technology / Digital 50 18.12%
Retail / Wholesale a7 17.03%
Manufacturing 40 14.49%
Others 67 24.27%
Position Owner / Entrepreneur | 108 39.13%
Top Executive 48 17.39%
Managerial Level 84 30.43%
Others 36 13.05%
Firm Size (Employees) | <10 51 18.48%
11-50 92 33.33%
51-200 66 23.91%
>200 67 24.28%

Table 2. Model Summary of Digital Entrepreneurships and Competitive Advantage

Digital Entrepreneurships | Competitive Advantage
R-square 0.850 0.760
R-square adjusted 0.841 0.746
Durbin-Watson test 1.754 2.047
SSE. 222.637 223.832
F-Test(Sig.) 98.028(0.000) 54.740(0.000)

The multiple linear regression (MLR) analyses were conducted to examine the
predictive relationships between DC, BMI, and Al) on two dependent variables: DE and CA. All
statistical assumptions relevant to MLR, including linearity, independence of residuals, and
homoscedasticity, were evaluated prior to analysis and found to be satisfactory.

For the DE model, the overall regression equation was statistically significant,

F(15, 256) = 98.028, p < 0.001, indicating that the set of predictors collectively accounted for
148




NIANTINYINTINNNT W INEEI1UI0 AT ‘

MSUDRU

I 8 atuft 2 @wnaw — Wwweu 2569) Journel

a substantial proportion of the variance in DE. The coefficient of determination was 2 = 0.850,
with an adjusted R? of 0.841, suggesting that approximately 84.1% of the variability in DE was
explained by the combined predictors. The Durbin-Watson statistic (1.754) indicated no serious
autocorrelation in residuals. Statistically significant predictors (o < 0.05) included: A2 (Digital
Skills and Competence, B = 0.146), BM1 (Value Capture, B = 0.104), BM3 (Value Creation, B =
0.149), DC1 (Perceived Ease of Use, B = 0.148), DC2 (Perceived Usefulness, B = 0.146), and DC4
(Compatibility, B = 0.261). All coefficients are interpreted as the expected change in DE per
unit increase in the respective predictor, holding all other variables constant.

For the CA model, the regression equation was also statistically significant,
F(15, 256) = 54.740, p < 0.001, confirming that the predictors significantly explained variance
in CA. The model yielded R? = 0.760 and an adjusted R? of 0.746, indicating that approximately
74.6% of the variance in CA was explained by the predictors. The Durbin-Watson statistic
(2.047) suggested residual independence. Significant predictors (p < 0.05) included: A2 (Digital
Skills and Competence, B = 0.261), Ald (Managerial Capability, B = -0.116), BM3 (Value Creation,
B = 0.162), BM4 (Organizational Adaptability, B = -0.156), DC4 (Compatibility, B = 0.227), and
DC5 (Organizational Support, B = 0.186). Positive coefficients reflect a direct relationship with
CA, whereas negative coefficients indicate an inverse relationship, controlling for other
variables in the model.

Collectively, these findings demonstrate that while certain predictors—such as DC4
(Compatibility) and BM3 (Value Creation)—consistently influenced both DE and CA, other
predictors exhibited differential effects across the two dependent variables. The high R? values
for both models indicate that the selected constructs provide robust explanatory power in

predicting DE and CA in the context of organizations undergoing digital transformation.
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Table 3. Coefficient Table (B, S.E., T, Sig.) of Al, BM, DC for CA and DE

Variables Competitive Advantage Digital Entrepreneurships

B |Std. Error| T Sig. B |Std.Error| T Sig.

Al |Al Technology Adoption

All [Digital Orientation -0.006 0.046]-0.128]0.898 -0.063 0.046|-1.371]0.172

Al2 |Digital Skills and Competence | 0.146 0.041] 3.512|0.001***| 0.261 0.042| 6.274]|0.000%**

Al3  [Resource Allocation 0.010 0.037| 0.264|0.792 0.037 0.038] 0.990(0.323
Ald  |Managerial capability -0.075 0.047|-1.590]0.113 -0.116 0.047|-2.465]|0.014**
Al5  [Environmental Influence 0.007 0.044| 0.167|0.868 0.050 0.044| 1.137|0.257

BM |Business Model Innovation

BM1 |Value Capture 0.104 0.043]| 2.419|0.016** | 0.078 0.043| 1.801|0.073*
BM2 |Value Delivery 0.058 0.047| 1.225]0.222 0.069 0.047| 1.463|0.145
BM3 |Value Creation 0.149 0.049| 3.0180.003***| 0.162 0.050| 3.261]|0.001***
BM4 |Organizational Adaptability -0.067 0.050|-1.3290.185 -0.156 0.050]-3.097|0.002%**

BM5 |Resources for Business Model | 0.016 0.055( 0.287|0.774 0.070 0.056| 1.252(0.212

Experimentation

DC |Digital Capacity

DC1 |Perceived Ease of Use 0.148 0.055]| 2.670|0.008***| 0.046 0.055| 0.826(0.409
DC2 |Perceived Usefulness 0.146 0.059| 2.451]10.015** | 0.071 0.060| 1.186(0.237
DC3 |Technological Readiness 0.000 0.057(-0.003(0.997 0.105 0.057| 1.836|0.068*
DC4 |Compatibility 0.261 0.059| 4.394|0.000***| 0.227 0.060| 3.809|0.000%**
DC5 |Organizational Support 0.116 0.062| 1.881]|0.061* 0.186 0.062| 3.006|0.003***

*** - p-value <0.01, ** - p-value<0.05, * - p-value<0.1
The regression models were described as follows:
CA=0.146 A/, +0.104BM, + 0.149BM, + 0.148DC, + 0.146DC, + 0.261DC,

DE =0.261Al, —0.107Al, + 0.162BM, —0.156BM, + 0.227DC, + 0.186DC,

DISCUSSION

The results of this study underscore the differentiated yet interconnected roles
that digital transformation factors play in shaping both DE and CA. Specifically, DE was found
to be significantly influenced by factors such as digital skills and competence (Al2), value

capture (BM1), value creation (BM3), perceived ease of use (DC1), perceived usefulness (DC2),
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and compatibility (DC4). These findings suggest that entrepreneurial outcomes in the digital
domain are strongly shaped by a combination of human capital, user-oriented technology
adoption, and innovative value frameworks. The emphasis on ease of use and usefulness is
consistent with the TAM, reinforcing that entrepreneurs tend to prioritize technologies that
reduce entry barriers and facilitate rapid experimentation.

In contrast, competitive advantage (CA) demonstrated a different configuration of
drivers. It was significantly associated with digital skills and competence (Al2), value creation
(BM3), compatibility (DC4), and organizational support (DC5), while managerial capability (Ald)
and organizational adaptability (BM4) exerted negative effects. This finding suggests a potential
paradox in competitive positioning: although innovation and technological compatibility
remain critical, excessive managerial control or overemphasis on structural adaptation may
reduce organizational flexibility, which is essential in dynamic digital environments (Warner &
Wager, 2019). From the perspective of the Resource-Based View (RBV), competitive advantage
depends not only on the possession of valuable technological and organizational resources
but also on the effective alignment and deployment of these resources to sustain
differentiation and resist imitation (Barney, 1991; Teece, 2018).

The comparative analysis between digital entrepreneurship (DE) and competitive
advantage (CA) reveals both convergences and divergences. Shared predictors, such as value
creation (BM3) and compatibility (DC4), indicate common ground where digital opportunity
development and competitive positioning overlap. However, the divergence in predictors
suggests distinct strategic orientations. DE is primarily opportunity-driven, requiring agility,
usability, and continuous experimentation to support venture creation and innovation (Kraus
et al,, 2019; Nambisan, 2017). In contrast, CA is sustainability-driven, requiring institutionalized
support, resource alignment, and controlled adaptation to maintain long-term advantage
(M. E. Porter, 1985; Teece, 2018). These findings are consistent with dynamic capabilities theory,
which emphasizes that organizations must not only sense and seize opportunities but also
reconfigure resources to achieve sustained competitiveness (Teece, 2018).

From a strategic perspective, these results suggest that organizations cannot rely
solely on entrepreneurial dynamism or structural consolidation; rather, a balanced approach
is required. Firms that overemphasize entrepreneurial agility without sufficient organizational
support may strugsle to scale innovations effectively, while those focusing too rigidly on
stability and control risk constraining experimentation and adaptability (Teece, 2018; Warner &
Wager, 2019). Achieving equilibrium between digital entrepreneurship (DE) and competitive
advantage (CA) therefore represents a critical pathway for organizations to sustain growth and

remain competitive in dynamic digital environments.
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SUGGESTIONS FOR FUTURE RESEARCH
1. Suggestions for Practical Implementation

The findings of this study highlight the importance of a balanced strategy that
integrates Digital Capacity (DC), Business Model Innovation (BMI), and Al Technology Adoption
(Al) to enhance both Digital Entrepreneurship (DE) and Competitive Advantage (CA). In practice,
managers should invest in developing digital skills and managerial competencies (Ariasih et al.,
2018; Bharadwaj et al., 2019), experiment with innovative business models aligned with digital
transformation (Foss & Saebi, 2017), and adopt Al technologies to improve efficiency and foster
innovation (Bughin et al., 2018; Zheng et al., 2022). Such efforts will enable organizations to
minimize risks, strengthen agility, and secure sustainable competitiveness.

2. Suggestions for Future Research

Although this study provides valuable insights, further research could expand the
framework by incorporating moderating or mediating factors such as leadership style,
organizational culture, or environmental turbulence (Teece, 2018). Cross-industry and cross-
country comparisons would help identify contextual variations in digital transformation
practices (Bican & Brem, 2020; Hajishirzi et al., 2022). Longitudinal studies could capture how
relationships between DC, BMI, Al, DE, and CA evolve over time(Clohessy et al., 2020).
Additionally, qualitative approaches such as case studies or interviews may enrich the
understanding of digital strategies and provide deeper insights into organizational processes
(Khin & Ho, 2019; Velyako & Musa, 2023).
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vannRnIsuUsENA (213) 16 [FngnevinNTEany] HInUN
d’l o v a a % a
Wavnnglumdeiafnssuusenia 16 [nszanunuUlng] funf
PUDLDNA1TD1994 16 [BAT18NTINTEANY] Fviun
d’l ) v a v v o a
Wavnngluive 16 [YAY1YRUINTEAY] fAIUNG

msdredslutiovuazionansandda

nsdrsdsluidionumnnsdredeiivnngludemasdosdludienarsdrsdaineunaiy
wariuldionansdnedelaeusirainnisensdsluilounaing wavlildnisensdeanuszuudneds
wuuu-d Tneilseasidonnsensdeel

1. Msaredaluiion

1.1. A15919899uUULN-U (author-date citation system)
Flsia 1 AY
anwlne Je/ana/@) vide (To/ana,/A)
Mwdengy ana/() vie (ana,/D)

A70819 WU 1WEIUTEIU (2567) 139 (WU 1T8IUTEAIU, 2567)
Tanyaros (2019) %39 (Tanyaros, 2019)
Flsia 2 AY
awnlng Je/ana/uazde/ana/d) vise @e/ana/uazdo/ana,/A)
AwBengY ana/&/ana/ (V) wse (ana/&/ana,/AJ)

fade wuRIilyny ULavsan 813e (2567) e (Wumsiyg uagSan 813q, 2567)
Paul & Voss (2024) 438 (Paul & Voss, 2024)
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fusie 3 Au Fuly
anwnlve Jo/ana/uazanz/@) vie (Fo/ana/uazans /)
Mwdangy ana/et/al/([U) vive (ana/et/al. /)

f9EN9 fNS9 FUANG wazAMY (2567) %30 (A9 dvana wavany, 2567)
Paul et al. (2024) 58 (Paul et al., 2024)

nsinsinsszyiavuii
awlne To/ana/@,/uravmii) vie @e/ana,/A,/u/aumth)
awdengy ana/&/ans/d,/pp./awnt) wse (ans/&/ana,/A,/pp.Aauit)
90819 UUA3IYeY (2567, U. 17-18) %38 (Wun3ysy, 2567, W. 17-18)
Paul & Voss (2024, pp. 24-26) w3 (Paul & Voss, 2024, pp. 24-26)

1.2 lenasiinedannniaesunasdaya
nsaldnedamtirdenn
TMFguiFosnuddudidnes nind1ada 2150414 “uaz” szuineans
uvdsdoya nadidnade 3 Bostuld Miadosmnegania . seuisuvasdoya 14 uwag” seuing
wastayagnving

fag19 NuUNesT TuLdoy (2564), ¥a7 Yygyu (2565) uazu1uu WeUsEaIu (2567)
Aran (2017), Paul et al. (2024) wag Tanyaros (2019)
nsala1999inetan U
TiSeasunuisnes lnoRussinieamunedania <~ lddoiuni
oavinetuelid viladu 1 fdnvnssanduaiomnessvintuasdeya
fa9es (Nunos TuLdey, 2564; 193 YU, 2565; 1UU TeIUsEaIY, 2567)
(Aran, 2017; Paul et al., 2024, Tanyaros, 2019)

1.3 M381989 nsdifisienansunninuiiedeizes
lnaIsIINNIMTsTelSe lngRussnugiukasRuRUReiuasAmun
Shws n v A, MUY we. dhe dmsuenansmelve wazsnus a, b, ¢, .. AmSuMEIRITUsEINA
AaaEng grimlendu (2529n) vise (avimisndu, 2529n)
Jackson (2009a) %58 (Jackson, 2009a)

1.4 m3dredaenansiduaaduantu
TunsgrsdanadslifszyToustuvesaniiy

A38819 5u1AINTINE 911 (2567) 38 (5uIAsngalne 911in, 2567)
gunANATgAansinunswisUssmalnglunssusus YT (2566) 130
(AunALATYgAnansinunsuisUsemalnglunssususgUdus, 2566)
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=

oils minfeandudusnuazifede Tunssrideaiuuanlissydoifinves
antu uadliifedelnadu Tunmsssdeadeten llverydedevesaniiu
o819 N58neBaATausN (ﬁwﬁfﬂmumsﬂg‘jgﬂﬁﬁwﬁamwmﬂssu [@.4.n.], 2542)
M3819Benasi 9 U (@.U.n., 2542)
miéj’maﬂﬂ%ﬂmﬂ (Food and Agriculture Organization [FAO], 1997) n15
adandae 91U (FAO, 1997)

1.5 msdredaenansitlivsnguiagusis
mMenlng (‘Teisos Aweuns)
Mesenge (‘Title' Afimeuns)

f29819 (“NsinseuRIvestnAnwluil”, 2560)
(“Active Learning”, 2019)

1.6 N1381989deanNTayan AN
Tunsalfliaiuisaduduainienansduadu desduduainienalsigoula
9198417 (Secondary Source) {Weulaeni5anedelagseuTodumaiuaty (Original) MY WN181984
] N oA % & v SNda ¢ v WY e y o v A o
Aolunsdiniade IWszyvedudauazUNiud aume “oediadly” dmSuenansatwilng vier1dn
“cited in” dWFULNANTANWIRUTENA LTITEUTRETITINULUNNEN9DS

nsadonedwtndenu
NureuEldeu (1) gnenseglunuvesideu (2)
aulng %'a1/aqa1/(%,/51@5&14/%@Z/aqaz,/‘ﬂ)
Medange anal/(¥,/cited in/ana2,/v)

faaEn9 a3t Seysa (2560, 919dslu ensun NaYisesavy, 2561)
Tanyaros (2018, cited in Pongpiriyadacha, 2019)

nsalgnedeningdanny
eIy (1) gnenseglunuvesideu (2)
awlne Fo1/anat, A/sislu/dez/anaz,/v)
AwBangw (anatl,/(U/cited in/ana2,/l)

faa814 (McCracken, 1996 dnsiislu Weanssas AsuNanaNa, 2543)
(Campbell & Stanley, 1969 cited in Gay, 1992)

159



' JOURNAL OF MANAGEMENT SCIENCE UDON THANI RAJABHAT UNIVERSITY

MSUDRU

Journal Vol. 8 No. 2 (MARCH - APRIL 2026)

=

1.7 n'ﬁawauanmsm‘luﬂsﬂngﬂ AU
‘Luml,mmwmaﬁuwmﬂu Tisey wU4. dmsuenaisniwiivg uag n.d.
d13ULBNENT N1 INNIUTELNA
feene (doTuduvIsTunsannsiiienseuni e Waunduierans, 1.U.1)
(Miller, n.d.)

1.8 M3gdanundunival
mwlne Jo/anaggndunival/(Msdeansdiuunna,/Ju/isew/ U) wie

1%

(We/anasgndunivel,/nsdeansaiuyana,/u/inew/ U)

v U

MBI anangnauniwal/(personal communication,/\aw/d1,/4)

¥

D) (aﬂaﬁjgﬂﬁmm‘lﬂiﬁ/ personal communication,/\Aaw/31,/4)

A30819 diasysa (M3Feansdiuunng, 1 naAl 2562) 1150
(aFaSaysa, n1sdeansdinunag, 1 Aa1Au 2562)
Tanyaros (personal communication, October 1, 2019)

(Tanyaros, personal communication, October 1, 2019)

2. JULUUNSIRBUINE1T81989718UNAIY
Tispyfoanadusdinsutunnau nedifudaduaniiu Wesydeduvosaniu fil
Blsia 1 A
awlve Fo/ana. 1y uuu 1@eUszaIv.
AWNDING W aqa,/%asja. Wiy Kotler, P.
Flsia 2 AY
awlne Fo1/anal/warlie2/ana2. 1wy iuu W@erseanu uagiv dndiyaed,
AWNDING aqa1,/%@8'@1.,/&/3@2,/%@&1'@2. Wiy Kotler, P., & Keller, K. L.

fusie 3 Ay July

mulng %'a1/aqa1,/%aZ/aqaZ/LLaz%yaqaa

WU U W@eUsEany, alg ausiayly wastiyn ﬁ’ﬂ‘@;yw@.
AWNDING W aqa1,/%'@8'@1.,/aqa2,/%asjaz.,/&/ aqa?),/%'asiaa
i Kotler, P., Keller, K. L., & Miller, M.

PUNELNANSANTNAIAIY 1 LA1ZINNTIAULAILBIDNANTULFLINU
—
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2.1 wilsde Wuguian
nmsodwneunanulidesszyaani Wszyaanihiamenisenadduilon

awlng
Yo/anausa./ W)/ AoiFay/aTaniiun (AT 2 \Juduly)/anuiiiut/ddnfiu,
AYIDINY Y

I
a 6 U

anaruss,/Aede./(Uiun)./Feiseyasanfiui(eishn 2 1Wudull)/aaunfiui/d1dniud.

MNEMANTAINI5O19B o AY 1 UssTaliiusees 7 @19nwsuse 1 wiu

3

19814

% & a aa v

Adud Andyadiay. (2560). FeRdvialvdfeursauan (WA 2). ngamme: aadudndin

2

[

WAUUINIANERS.
Kotler, P., & Keller, K. L. (2012). Marketing Management (14" ed.). New Jersey:

Pearson Education.

2.2 UNANRINTENS
nMwlng
%a/aqa;:JLWN./(?Jﬁuﬁ)./%'awmm./%'a'msms,/%ﬁ(aﬁuﬁ),ﬂawﬁwﬁﬂswﬂg.
AWNDING W
anafiusia,/ ot/ D). /Aounau./Aensas, AR@Tu) Lavmihiiusng,

MNENANIEINITODIT TN IAY 1 UTTTRAIUTEEE 7 Fonususe 1 wiy
- 9

78819

Usenna @3nnw, ayunedvyuaed, Wwied Isunsel, 35y a1avuesu wazqinsalwdulngane.
(2564). MU ININEIN TR WETdmAsioANRNUsDBIRNTYBIYARINTANTUgAN AN
ng. 219813015US9MsUNATaY, 10(1), 197-220.

Nguyen, H. V., Dommel, H. W., & Marti, J. R. (1997). Direct phase-domain modeling of
frequency-dependent overhead transmission lines. IEEE Transaction on Power
Delivery, 12(3), 1335-1342.
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2.3 $8NUNTITE/Anednus/quinus
Tdednuvananumuandumsinudy q w NS Inelinus Y
ANUS @19 InusA1Alnus N1TAUATDETE T189IUNITITY
AMelng
To/anagusie/Dfu)./FoIneniinus. AnerdnusTouyan,Aeaniiu.
AWNDING
aqa;ﬁum,/%asia./(ﬂﬂmﬁ)./%a%wmﬁwuéﬁmmﬁwuﬁ‘%aﬂ%miyw,/G?iaamﬁ’u.

a 1% a o & a Y v v v v = 3
MNUUANTUNITO1DEL LW UAN 1 USTTALAIUSEEE 7 AI9NEIHTe 1 WA
——

720819

Uaula Auenns, Saudin Hedifunsuazesnigs 2edfi. (2550). yniladsvasarmdnialunsamn
nanfualmigaannssunasiasiderawisluwaniannuasysuuna. Inerdnus
YSYeunusmsgsnaumUudie, svnIneaedauing.

Smith, J. D. (2023). The impact of social media on adolescent mental health. Doctoral

dissertation, Stanford University.

2.4 1BNH15UTENUNTEIUNUY/N1TUTEYUNIIYING

aMelny
Fo/anagueie/ i) Aeunannu. Aw/Fensuszyu/SuiieuA ravviniusng,
/1171 /ety dnsinfiast

AWNDING
anafiusis,/ Dot/ Diiu). Founanu.Awdsnsussyn/iew/u,/A,imamthiiusing,
/11111 /aeuiiist/dninfiud,

a v a o & a Y] v v v v = 3
RUPNANTAUNITONDITIUDU AL 1 UTTNALMIUTEYY 7 FonuInTe 1 wiu
—

20819
& aa o 1% ) a £ =3 LY 1 =
4uU AR uazyaen Fxdasena. (2533). mslduaamuny Tuduunaslusiu
warnasuluomnsdmitn. Tu $1891UNMTUTEYUNIIVINTVRINMINGIRLINBATAEAS
ATIN 28 Ju 13 §ua1AN 2533, 1t 47-59. NTUNNY: UNTINGISUNYATAENS.
Henderson, S. (1978). An evaluation of the filter feeding fishes, silver and bighead carp, for
water quality improvement. In Symposium on the Culture of Exotic Fishes January

12, 1978, pp. 121-136. Alabama: Auburn University.
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melng
%a/aqaQ’LL@'Q./(ﬂﬁuﬁ)./%aﬁm’%’laawmw./?mﬁu/"iu/tﬁau/ﬂ,/mm/wdﬁwi’fﬁﬂﬁ.
AWNDING Y
anarusis,/Aede /(Ufim) AewaiFasunaay. /Audy/ Wew/fu,/Ad /a0 /uasidfld

MNEUANTEN5o199lloniAu 1 usTvalAiussey 7 Msnesuse 1 uwiu wnlinsiude
anafweunsildBousum asdns viseantuiweuns wnddlinsulilddafuiuinaiusng

(e DIIMN

Uszan $auns. (2548). Taswnlawsn. duAu 3 surau 2548, 910
http://www.bnn.go.th/files/library/c-a03.htm.

Boyles, S. (2001). World diabetes day has people pondering their risk. Retrieved
November 16, 2001, from http://my.webmd.com/content/article/1667.51328.

a s a ¢

2.6 LdNd1I9LAaNNIDUNE
a & a cav M ya U a ¢ | Aa 6 O U A €YY a
LaﬂmiaLaﬂmauﬂavﬂﬂ@umiﬁmwuw ﬁ]gimuaﬂ’]UWWNWLLagﬁWUﬂWMW I‘VTQ'N@\T

'
[y

MINUITLAN VDAUBNANT STYNUIBUNMELNIALMBwaIdndaldvenanais lngludaaseyiud

9

duAu

28814

1Y 1 TUTEIU. (2564). na15UsENaunIsaaus1edvINIsIansade Ty, unineaesiuyg
Qmsﬁ’lﬁ. 910 http://www.ms.udru.ac.th/management.pdf.

Smith, J. D., & Johnson, M. R. (2023). The impact of online learning on academic
achievement of university students. Journal of Educational Research, 52(3), 215-
230. from https://doi.org/10.1234/jer.2023.52.3.215

2.7 doyaann1sduniual

Melny
%a/aqaéum;ﬂﬁémmwai @ ,/5’u/lﬁaw7'iéfumwa§)./¢?’1me;ﬂﬁé’mmwaﬁ(ﬁwﬁ),
11111/ Fomipnuviotieglvduntval. duntwal

AY1DINY
ana,/Aeteveslvidunwal /U, /few/ fuiiduawal) sunsglyiduntwalEd),
11111/ Fomipnuviotiegglvduntval. duntwal.

NG NIAINTTO19BIT TN IAY 1 UTTTRIALIUSEEE 7 Fnonususs 1 wiy
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Chindaprasert, P. (1999, August 20). President, Khon Kaen University. Interview.
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