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Abstract

This research gathered information from consumers who purchased Kra-jood basketry
products from the Women's Agricultural Cooperative Group, Supanimit Cha-uat Development.
The population size remains unclear, so Cochran's formula for calculating the population and
sample was used by a convenience sampling method of 385 people, and a questionnaire was
used for Face-to-face interactions across the country to collect data. The data were analyzed
using descriptive statistics and confirmatory factor analysis with LISEL program. The study's
results found that the differentiation strategy was at a high significance level (X= 3.92) and
showed that the differentiation strategy's components directly influenced purchasing
decisions, which is consistent with empirical data. The value c2/df is equal to 3.365, GFl is
equal to 0.998, AGFI is equal to 0.918, CFl is equal to 0.998, and RMSEA is equal to 0.048.
Suggestions include: The group should focus on and develop strategies for differentiation in
each area by creating distinctive product identities, maintaining product standards, and

adjusting according to customer needs.

Keywords: Competitive Strategy, Kra-jood, Nakhon Si Thammarat Province, Southern product
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Rattanapongpinyo (2020, p.299) l@adu1831 Nagnsn1sas19auLAnsIsIun1sIndauas
FnvnduduSoiniudl Yomssdadming Fafsadesiunsieduiianlsanulugduilan
ogsliUsEAVS AN waznsindsduinluggnAiumanaiuasauiidaane

Uttawat, Sansom & Chotechoei (2019, p.414) 85U1891 N13nauauatsiagnA (Customer
responsiveness) 1un1suinisyraInsvesianishidaunsenlunisneudiaiuaingndi way
annsalvdeyatfsafuauiuazuinisidednagnieuazsinig es uieawazainliiugndn
ns¥nwsEavansgUlunsuInIsana

Pérez-Bustamante (1999, p.8) latauaaauunnd19n1umalulad@usanouausinonis
AIANIY Y30AUABINITVRINATN HUTENBUNITUAZERARlAUINagNSNITaTIeAINLANAIATY
weluladuldlunisudstumsgsia Tnsameldmaluladasislmifndedoarslidoyatnansiv
anén nsdsdondnsuriiuszuumalulad dudunisdiuisainuazainsiaia wasdunns
Usendalaan

Porter (1981, p.581) na1291 nagnénisadrsanuunnasiuuinnssududededi
auddganntunisasslminuszansamlunisaiiuiuresianis lnensdsumeluladnng
sufunuuuuiissngmalulagnisdidunisuouln 9 Tlunisnevaussanudesnisvesiiuilan g
Aamsdesinununnioglussiusenienetiave

Kotler & Keller (2016, p.580) NA1391 NAYNSNITATIAIULANFANAIUNITALEATUNITHAN
\unszuaunisdeans Wuwwanuanvesnisdearslunisudedoya uasldiuinladuslnalunis
sindulatodudn Ineuslnaaunsansiudeyadnasiefuaudiueiodioduaiumanan wu
Mslawan Ussnduiug nsviesieninanuue N15auasunIsns wagn1snainniemss s

Wararatchai (2019, p.325) laaSu1841nagnsn1sasnennusand19401us1aiaud Ay
oghannde mdinauladevesiuilnauassadiunumeemiuanusalunisuisduvesgsfiannng
afuayuvesifuslag Femduffiazuodosduiusiuannimiiuansnsainily

wuIRALAzNguUINEInUNTindulae
Schiffman & Kanuk (1994, pp. 67) nanais nszuaunsimaulaliinduduneulunisidende

a [ 6

nandugianaesnadenduiuly Feasiansanluiuislataznginssunisnienin lnen1saetu

P a i

WuRanssumudslakazngAnssunenenmiiedulugimis o Yszneulumetunau aall
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1. mamsgmiindsanudents uduneuusnanvemnszuiunmsdadulade dofdesdetiam
viefinudeans Tnenagnnszduanaglunieniouenils newfloeglussiuiigmenzifnduuss
TJuAu

2. N19LE1EUAIIMNUI815 (Information Search) §11159NNTEAUTURITIUINNDALYIN LA
fuslaaianzuaandasieafuaudtu 4 Tavoramanyanalndi wu aseuaiaiieu WWudy
vi3onunasansisae 1 Aewnavy Bumedidn Wusu

3.115Usgiliunnaiden (Evaluation of Altermative) nd931nlasudeyanaiguslanaey
Wibuiflsunsiduuazuinisdng q fianmnsaudledgwinaraunsansvauesaiudenisidlag
Fuslnavsiindudsing q Adumadendiiorsanogud Tagerafiansananarwianiiruai use
deUsgloyivesusiavandnyn

4. madndula®e (Purchase Decision) ieflsgauilslunszuiunisde fuilnaazngadum
wazUssdunaden udwhnisindulate fuilnrazdndulaiinuaimuesdudiuiouinsiflity
aonndasiuamnuaanisesuilnanielsl ndsmniuduilnasfnanuidnfianelavielifionels
sensuilaaniam Fadunannannuszansnmveawdndusifidesaenndosiuauaianisves
HUsLaR
521U8ul5IN

NENUTEYINIUALNGUADENS

Ussmnsuagnguinegndlumsideaded fe wuﬂmmawammmﬂawuﬂiuﬁmﬁuaaﬂamam
annsaimanunsaniifingzoin lusiufiviussina Felimruauasaussrnsiuiuey oy
N1IMvUIANguRIeg19dldansauIuTuIuUTEYINTULaENEUAI0819u8s Cochran (1977, p.93)
$1uau 385 AU Gaimunsziuaudesiudesas 95

in3eaiioluns3de

w3eaiiolumsidoidunuvasuany dnvazdaimduuuuidenney (Check List) Tne
wuvasuamLUseanidu 4 @ Uszneusne dudl 1 deyadiuyana diwil 2 wodnssuvesiuilan
Tunsdondendnfsinasgn dawufl 3 nagndadramnuunnine uazdind 4 nisinduladondniost
n3¥Yn Fafdnuasdunuunsadiuuuuysedua (Rating Scale) 5 596U WUUALATN (Likert Scale)
yiinUszanurnaiosigaiariunniign

yataya

mafununudeyanduilaaudinuvasuaulunmvasulnedidrsy udsanty
naaedldluuasuniu (Try Out) funduifidnwuglndifssiunguiednaats 41w 30 au Lilo
Anszinanudeiuresuuvaauay Tneld3gnAdudssans Cronbach’s alpha ¥93d2U3
WU nagndaseeuANNg Wiy 0.883 Tnsusagduliadulseans fell dundndmst wihty
0.874 fun1TIndazIAMIAUAT 1WinAU 0.875 A1un1sliuINITgNAT Wiy 0.806 A1UNTS
TusmsgnAn wiriiu 0.806 AuNTREUANDIRNAT WAy 0.816 snuwmalulad Wiy 0.825 Ay
WIRNTTU WU 0.780 AMUMITALATUNITAAIN W1U 0.803 AIUTIALATUINTFINAUAT WU
0.883 Tudruvasuusmadndulatiendnfasinszga Wity 0.892 wasduiunsiununadoys
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mnfuslaaluaniiuiivhusane ludafoungumendafoudonay 2566 Tneldraetinidelunis
N3¥IBUVVABUIITIYNAALUYSEMA FIINSLINLUUABUANLUUATNTY T (face-to-face)
Humsaeunuuuuifnduneyanauarefenuasmnueanguiegsilvianusudlelunisneu
wuasuniu Tasfinnsandenanefuilaaiiinsdondnfusinzgn feisnisiefiniudansos

(%
[

assunounauiuugeuny welilangudieg1afinseiunsinunsall

¢ Y

N13ATIZNYEYA
waInNsivdayannguiieds dnndinsgideyasig o Al

(3

1) Melnesitoyadiuyarauazininssuvesfuilaalunadentendnfurinsyalayada
ANANA (Frequency) wavA3auas (Percentage) felusunsuadffiednuenans SPSS (Statics
Package for Social Sciences)

2) MIATIZATEAUANUAATIUNAENSAS19IALLANATS TekA AMuRERTI AunsTnds
LazdnAuAT MuNISUINITaNAT AMUNIIRBUAUBIRNAT AunAlulag A1uuIRNIIU AUNNT
d0a3UN1INATN LAy FUTIALALINATEILALA TnsmAads (Mean) uazdruilosuuninggiu
(Standard Deviation) #relusunsuadfifiedsnumans SPSS (Statics Package for Social Sciences)

3) A1TILATIEREIAUTENOULTIE1929 (Exploratory Factor Analysis: EFA) aa835n15dia
p3AUsznaunan (Principal Component Analysis) Lazn153LAT12%03AUTENOULTIBUTY
(Confirmatory Factor Analysis: CFA) LﬁammaaummmqL%ﬂﬂsqa%wuaqaqﬁﬂszﬂaUﬂaq‘ms‘a%ﬁq
AULANAIIVRINARSuTinTEniudoyaidalsedny seldsunsudniagudmiunisidenig

dpuransiazngAnssueans LISREL

NaN1578

1) wansidedeyadiuyana wudn greuuuuasuniy 31u3u 385 Ay dadlugdumends
311U 289 A Anludesas 75.06 waziwae S1uu 96 Au AnluSosay 24.94 dnllvejeny 31 - 40 U
U 123 Ay Andudesay 31.90 sevawey 20 - 30 U §1uiu 104 au Asdudesas 27.00 dw
Tugjordmdvedgsia/A1vie/e1Tndasy 91uau 103 au Anludesas 27.75 sosaauningiu/
andeusEmenau 913U 97 Au Andufeeay 25.19 seduseld 10,001 - 20,000 UM F1U 130 AU
AnluSoraz 33.77 sosaans1elel 20,001 — 30,000 UM WU 123 Au Anluiowas 31.95 szau
n13An®IUTYeyns 91w 240 Au Andufeuay 62.30 5898IUNgINIUTYYIRT WU 61 AU
Anlusaway 15.80

2) wamaidenginsamesfuilaelunsidentendniusinsygn wui dadelunisidende
mémﬁmeﬁﬂizgm'gﬂmﬁlﬁmmﬂLﬂuwﬁmﬁm%%mﬁimma U 97 Au Andusesay 25.19
Se9AIIAMA MY INAN T S1uu 75 Au Andudenay 19.48 TTmgusrasdlunistendndinsi
nszgaflosanlddiusa d1udu 197 au Andusesay 50.39 sesaaunduvearinluloniasing 4
91w 165 Ay Anluiauay 42.86 U%mmﬁ%@mémﬁm%ngm%az 1-2 Fu 17w 211 eu And
$oray 54.81 %A% 3 — 4 Tu $1u 110 Ay Andudosas 28.57
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3) HANTSANYITEAUAILAIAVDINAYNTNITATAILUANA 1Y DINANN AN TEN

M54 1 WAANWISEAUANUEAYVDINAYNENTATNANUUANANVBINANAUTINTEYA

NBYNINITEINAMINUANGIY X SD. FTAUAUEARY
AUNARS DN 3.96 0.482 paly
ATUNTINELAZIAVFUA 3.71 0.577 ah)
Aunshiusnisgnan 3.9 0.489 1N
AUNITNBUAUBINA 3.89 0.522 1N
AunAlulag 3.98 0.657 1N
AUUINNTTY 3.94 0.524 ly
AUNITAREATUNITAAIN 3.95 0.467 1N
ATUTIATUALUINTFIUAUA 3.96 0.528 1N

33U 3.92 0.372 41N

v [ 1 s

NAITNA 1 WUIRABULUUABUNIN 91UIU 385 AU THszAUAMNEAYNNAaNagnsn1s

Y 9

[y

a¥1anmLANeNs seduann (X = 3.92, SD. = 0.732) ilefiarsadusiedu nuiduiifszdunn
fign fio Funsliuinisgndn seduann (X = 3.99, SD. = 0.489) sesamnduimalulad szuNn
(X = 3.98, SD. = 0.657) AuNAnAmM 52AULIN (X = 3.96, SD. = 0.482) ATUTIATLATUINTFIY
AuAN sEvIN (X = 3.96, SD. = 0.528) MUNTAUETUNITAAN SeAUNN (X = 3.95, SD. = 0.467)
Auudnngsu sEAuNIn (X = 3.94, SD. = 0.524) FAUNTABUANBIINAT Widaewn (X = 3.89, SD.
= 0.522) kagsuUNITINEwarIAIAUA SEAULN (X = 3.71, SD. = 0.577) AuEHU

4) HAN1TIATIENDIAUTENBUNAYNTATIAIUUANAIVBINGRA I NTEIAAINARDNS
dnduladondndusinszgn Tnsfinsmsnaeuidosiunounisinseiesdusznou wudl wans
NAFOU Bartlett's Test of Sphericity #iA1 Approx. Chi-Square = 3257.967, df =741, Sig. =0.000
wagmeaeu KMO (Kaiser-Meyer-Olkin Measure of Sampling Adequacy) Sianinfiu 0.862 3
Afildnnnt 0.80 uanein Mulsgpidaumnzauiinsianiinseiosduseneuld anduinis
APTEABIETRITIBUAUMAN (Principal Axis factoring) Wuii anunsadwunesalsznauld 91w
11 9eAUsnoy dfidevasanloinu (Eigen Value) agsening 1.008 - 7.163 wariiAsesazazay
Wi 54.344 manyuwnuesduszneuildunisinngudadelianunsaesuismslinsgiesduseney
nagnsas1anNEanalae3sn1snguLnukUUYLaIn (Orthogonal Rotation) fae3Buasudnd
(Varimax) Tinassilumsfiansanesdusznaunagns famsnei 2
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M19199 2 A1INITNEIAUTENBU MEIINAITVIYURNULUULNRIN (Orthogonal Rotation) #3g78

WIswung (Varimax)

ANUMUNaIRUsENaU

a0
1 2 3 4 5 6 7 8 9 10 11
1 171 131 -074 .615 .268 .014 .055 .046 179 122 116
2 .204 214 .005 .493 126 .036 .052 -.033 272 .206 .246
3 -.042 -.004 .064 .09 323 .354 .016 512 -.055 -0.25 -075
4 332 -.137 -.147 =177 .023 .263 468 124 .072 223 -.071
5 .043 .355 .051 .185 -072 -017 .503 -0.01 213 .339 -0.02
6 .263 .06 -0.11 .078 .138 -.057 .091 101 .651 .014 =137
7 -.001 125 .329 .043 .019 .055 0.09 .154 .590 -011 .033
8 424 .03 .252 .189 151 -.201 .295 -.148 0.30 -.157 .068
9 .058 113 .39 .093 .143 .025 462 .037 375 .014 -0.09
10 .071 -.136 212 074 .523 101 -.013 181 224 .054 79
11 166 .168 0 -.145 .536 .091 .189 -.159 -.044 .340 .025
12 446 162 332 102 336 .065 A71 -.098 .042 .075 118
13 363 .265 116 -079 .096 .303 327 -.024 .030 -.192 .186
14 112 -071 210 166 .243 -.138 .552 .248 .080 -.038 .018
15 129 .148 .165 -325 .072 .071 107 533 191 .254 .055
16 016 257 -.008 211 .608 -.052 .052 .077 173 .019 -.098
17 179 .651 .081 .093 .080 .009 107 .023 236 -078 .038
18 266 .181 121 166 417 011 169 .053 -.160 -0.14 -.213
19 .529 -.164 .066 .295 .158 .036 263 -.025 .100 178 .084
20 301 .043 .000 .096 .066 .283 -0.16 .233 .356 .36 .086
21 .066 344 -.038 -.080 .338 278 .042 .025 314 -.026 .076
22 .002 .198 147 297 -.237 .665 .087 -072 .061 .011 -.073
23 175 141 .106 .632 -019 -.005 .091 .018 -.055 .007 -174
24 .050 127 .007 .006 .019 .047 -.006 133 -.068 .011 .758
25 .088 .098 .041 -121 144 612 .024 212 -018 222 233
26 129 .588 .069 210 137 .013 .021 .048 -.049 .285 -.008
27 A17 .551 321 172 .062 -018 -0.04 -.046 .089 .099 .165
28 -.012 -.192 229 -.065 120 619 -.097 -.001 -.006 .017 -.063
29 .089 129 219 178 .080 101 .099 .010 -.029 122 -013
30 .015 434 -.032 -.047 152 .070 -.098 .406 -.030 113 -414
31 .627 190 215 .018 -.045 -0.04 .065 257 -.003 110 -.099
32 .023 -.037 .075 .088 -.037 -.008 130 .694 173 -.019 129
33 131 232 A7 341 -.043 -.070 316 325 -.039 .097 219
34 125 128 .606 .100 .073 .075 .054 .030 .085 .018 -.101
35 .698 .099 -.055 218 .094 129 -017 -.001 .106 -.025 -018
36 216 371 -.229 152 .165 .018 .390 124 =178 -.003 11
37 .630 .258 175 .090 .046 -.092 132 -017 .180 114 114
38 399 .140 547 -.004 .031 112 -.120 123 -.044 .100 .048
39 .010 -.043 637 -.104 .017 257 157 .148 .028 .150 134
Eigen 7.163 2.353 1.667 1.585 1.438 1.311 1.239 1.177 1.144 1.110 1.008
AW
udsusau 18.367 6.033 4.275 4.064 3.686 3.363 3.176 3.017 2934 2.845 2.584
%
-
wususau
- 18.367 24.400 28.675 32.738 36.424 39.787 42.963 45.980 48.914 51.759 54.344

(%)
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nAN5197 2 wudn AvmdnesdusEneuteInagnsnITaiieaLuANNg AMendaInng
VYULNULUUYHRIN (Orthogonal Rotation) Mmg3swisuund (Varimax) a1unsneduieiivesalsenay
yosnagnsmsaianuuaning liiman 11 ssduseneu Tasldinusinistvusduiuesduszney
defansanaumnzanvesAnininesduseneudasminnin 0.30 (Wongwilai, Ratana-o-larn &
Kiddee, 2015, p.815) amnsaanatadola 8 asAuszneu il

93dUsENOUT 1 Ao sadUsznoudundndnd I 4 fhuus Sanlewny (Eigen Value) Wiy
1.585 fiamiwiinedusznouagsswing 0341 - 0.632 Usznaudae 1) Aelaanussrduiudiin
wngavisgaauauls aunsanseiuliAnnistonansusild 2) nandusiinsesnuuusudnuali
uansnanInguasty auls uazannsofsgaarwanla 3) ndndasiisuuuuiivainraiouazuaneing
NNGU waz 4) figduuuvesnsdeansutefanssudaaiunismatninanminala

9afUsENOUTl 2 Al sadUsznoudunsindwazdamaud 3 5 fuus erlewnu (Eigen
Value) Wity 1.239 fidminutinesdusznauagsewing 0.390 - 0.552 Usznaudne 1) wiinauwed
mndoielunisliuinig 2) fimsimundndasiduuaznanfusilmig Muatoniouegiaue
3) WaRF eI TINMTEAUINASTIUMIKARTIARSIIIANNAAVTITesgnAT 4) nsuuseiudud
Tusgninamsdadsliungnd uay 5) sianfinrsmnzaufusuuuusasdnvasildsuanuansosi

0sAUsZNOUN 3 Ae asdUsznausnumsliuinsgnd 1 3 fuus fldlewnu (Figen Value)
Wiy 1.177 fendmidnesdusznauagsening 0512 - 0.694 Usznoudae 1) n1sUssynduiug
\Aerfunansausivarstemis 2) TnsfnusEfunInggIuNIUINNIATIALANNFDINNTYBIgNAN
uaz 3) namAnsii sl annsnanidaanm

a3fUsznaufl 4 fie aeRUsENRUMUNIABUAUBIgNAT I 4 fauds denlewnu (Eigen Value)
Wiy 1.438 Saminmtinesdussnauegszming 0.417 - 0.608 Ussnaudne 1) wansusiimsuiulss
sULUUKAEAMAMYBINERA WY 2) fimsuinsfifiaunwieaudodnduazionss a¥isaany
indeiieuazifuilvensu 3) ansadndsdud Iigndsununainuidanne uag 4) i
welaluuinsfirludondnfurinsmiuaudoans

aafUsENaul 5 Ao ssdusenauiumalulad & 3 duus Sarlewnu (Eigen Value) wirdu
1.311 fAmintinesdusznauagszning 0.612 - 0.665 Usenouse 1) aunsaliineluladadtelus)
wu lard wladn iednsedeanslrideyaimanstugnldazainsniy 2) dufamsndaednu
dannden uay 3) Ivemensthsziuldnainvatssuuuuiuan uay e-payment

23fUsZNaUT 6 Ao asdUsznauduuianssy 5 fuus farlewny (Eieen Value) winfu
2.353 figminntinesdusenouagssving 0.344 - 0.651 Usgnaude 1) annsndavnaudniindnon
Tmiviuasosndmigegissinga 2) dudrfinnumainvate viuae uazfiawniniudu 3) 3
arudlumstannansusilvg 4) Snsdndiuen semsvesunmdiouedud wass) n1sude
auAguuuusing 9 mewmalulagnndaliduiniinunin

a3fUsznaudl 7 Ao surUsznausunMsduaSunisnain 3 3 fauds Sanlewnu (Eieen Value)
Wiy 1.667 Setimiinesdusznaveagsening 0547 - 0.630 Usznaude 1) fmunsiAIausedy
1ATgLvRsUsELNNNER St 2) SnsSuAsuAududnielussegnaiiidivun uay3) wandusiil
pAufditalau iemutdeie

psAUTENaUT 8 A pedUsEnaUMUTIAMATIIATTILAUM 1w 7 dauus delewnu
(Eigen Value) Wity 7.163 Saniniinesddsznauagsewing 0.363 - 0.698 Usgnaudie 1) finng
fvuas1AvesHaAnsusifidaeu 2) sindudannsaresesld 3) winnulianug Sines A
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Bermaieafudui ansaudtaymldlignénls ¢) Insdeansteyanansnsiodnadaiau 5) 1
Tanudeinisvesgnananienguilued1ed 6) nanduefiusunaniissnedimiunisdmiigl
fuilna e 7) Tunoulunisuinmagniitelignéldsuaudvienisuinisiiaznin gniosuas
TINSI0YLEND

HANTIATIEAANUALTUSNagNENTATNANUUANA Y INEA TN TEIAdINasaNTT
dinaulatio fanwil 2

Chi-square=3.365 ; df=1 ; Relative Chi-square=3.365 ;
p-value = .067 GFl = .998 ; AGFI=.918; NFI = 997 ; TLI = .911 ;
CFl = .998 ; RMSEA = .048 ; RMR = .002

A9 2 Tunaigausednenagnsn1saianLLANF1NRINERT N SEYREIHAsD
nsendulaze

deldlunaiifeuasandeaiulumammguiannmsiaszitaduiddrsaExploratory
Factor Analysis: EFA) 1unvinn1siasiziluinaannisidelaseasns (Structural Equation Modeling:
SEM) Wudn Y%/ df = 3.365, GFI=0.998, AGFI=0.918, CFI=0.998, RMSEA=0.048 \Jumfifiainu
denndeLamnzauiuuiuniiashnsanuiililunainaudenndemen veiieteaiy
wavanAIAILAdausng 9 Saldfinisulasiiudsansuusuadusuusdunalilaefuusuradl
annsataaildlnensisniudeenfonisussinamainiudsiidanals sofudelrndulunua
donndewaduna 3whlidesinisulasalngldafildandedanuusasduunduiniiionsy
nan1933elunsil Tnedndninarisenan Teud y2/df desnin 5, GFIl 11nnin 0.9, AGFI 1nndn 0.9
wag RMSEA toenin 0.05 (Hair et at, 2006, p.776) ssuwlEsInnd 2 Wetnaiildvinsmedeu
auuagmé’wmﬁmeﬁamm%maaaim%%dwﬁmﬁm (Regression Weights) NaN1IvA@8Ud3U"E
I§famnsn9fl 3 Ransane p-value fiseutiddayii 0.0010%%) 0.01(%%) 0.05(%)
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Gl’]‘é']\‘]‘Vl 3 ﬂ’]ﬂ’l’]ﬂJaiJWUﬁiuWJ’]\‘lﬁ]’lLLUiﬂaEJ‘VIﬁﬂ’ﬁﬁiNﬂ’l’]iJLLG]ﬂﬁ]’]ﬂﬁﬂaﬂwaﬁﬂm‘mﬂiu%ﬂﬁﬂwaﬁaﬂ’ﬁ
mmauiwa Iﬂ&Jﬂ'ﬁ’JLﬂ'ﬁ’]uﬁﬁﬂﬂJﬂ'ﬁﬂﬂﬂ’ﬂﬁlLL‘U‘UE]'N‘U']VTL!ﬂ

AN
AMUFUNUSTERINIAYS Funus p-value
UINTFIU

Y AIUIIALAZUINTFIY
MsArnAUlFONTRHANAUNNTZAN (D) < . . .300 .000***
v dum (S1)

mdndulaiendendniaeinszgn () <— AuWInNTsu (S2) -.034 387
mssndulaientendnsiaeingzyn (D) ATUNTTARETUNITHAIN
<--- 111 .000***
(S3)
msdndulaiendendnsiaeinszya (D) v m e .
< AUNAANUN (S4) .145 .000***
mssndulaiendendnsiaeingzyn (D) ATUNITABUAUDIGNAT
<--- h 063 .106
(S5)
msdndulaienendnsiaeinseya (D) y o
< pumalulad (S6) -.012 677
mssndulaientendnsiaeinszyn (D) ATUNTINELAZININ
< 4w 122 .00**
duan (S7)
msdndulaiendendnsiaeinszya (D) AunsIuSNIsanA
< (s8) v 011 37

*p<.01, **p<.001

Mnlnadeszindiuanmansznunanssnntadunagninisairsanuunnsnefisiavina
ﬁiaﬂﬁéfmﬁﬂﬁawﬁmﬁwﬁmvw nud1 Yadunagnsnisasianinuwansns lawa dusiniwas
1A ANUNTELESNNITNANN mumamm% LAZAUNTINEALINMIAUAT danaranisindula
szawammﬁmﬂmmammuamﬂmmqaammmu .001 .001 .001 wag .01 MUAIAY ANNANITINY
mﬂafn‘wmmﬂawﬁmﬁaﬁwmmLmﬂm'mmmamamﬁmmaﬂwamamm%ﬂﬁvw

A3UNan15IY

NNNANTIWENTAUINATUNS il

HAN13338TEAUAIIUANAYVDINAYNTNITATIIAMULANATS WUTT TEAUANUAIAY VDI
fuslaaiifidonagnénisairsnnuunndng Insnmsaulkanuddnszduann (X = 3.92, SD.
0.732) wnsnuegluszdunn Tnefudiflszduanudfguiniian fe sunisliuinisgndn (X
3.99, SD. = 0.489) spsasumunalulag (X = 3.98, SD. = 0.657) Aruxaniug (X = 3.96, SD.
0.482) MUTIMULAZUINTFILEUAY (X = 3.96, SD. = 0.528) AMUMTAWATUNIIHAIA (X = 3.95, SD.
= 0.467) AuuinNTIU (X = 3.94, SD. = 0.524) MUN1TABUAUBIQNAT (X = 3.89, SD. = 0.522) uaw
AUNTIREUAIAMENAT (X = 3.71, SD. = 0.577) MUAGU
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L3
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Abstract

This research aims to 1) study of consumption behavior of processed fragrant taro
products, 2) developed commercial potential, and 3) developed marketing strategies of the
Horathep community enterprise processed fragrant taro, Horathep Subdistrict, BanMo District,
Saraburi Province. It was research and development using a participatory action research
process using the triangle that moved the mountain strategy, which synergied from the power
of collaboration, power of support from the government/private sector, and knowledge
power, a total of 23 key-informants, and survey from 398 consumers. Data were collected by
using questionnaire and focus grop discussion, and analyzed using descriptive statistics and
content analysis.

The important findings were: 1) Consuming behaviors of fragrant taro products were at
a high level. 2) Able to develop the commercial potential of the Horathep community
enterprise processed fragrant taro, That is, the value of the product is wisdom with nutritional
value that meets standards. It's a good souvenir. The customer group is people who love
health and appreciate local uniqueness. Channels for accessing products at production sites
and tourist attractions. Customer relationships are built on maintaining quality standards at
affordable prices. Trading partners are souvenir shops. 3) Able to develop 4 marketing
strategies of the Horathep community enterprise processed fragrant taro, which are “Fragrant

non

Taro goes beyond" "Fagrant Taro preparation” “Innovative fragrant taroW and “Fragrant Taro

withdraws”

Keywords: Commercial potential, Marketing strategies, Horathep community enterprise

processed fragrant taro, Participatory action research
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2. n&apusauile (Ssdeaw) vuneds wdwnnsedeulmniediny Tnensiildnadiu
19 9 lotnansauseus
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3. WAINFATUAYUIINAIATT/LBNTU (WRIN15LE09) nu1eda n1swenlesdugiuialunis
atvayulAiinnsasuLUa

I minaYuvY

Petchprasert & Wongkul (2009, pp.26-28) naai1 nalnusznisuilefivstneiasuadienn
duuddliuiimsusagunnuasiaiuaiegundiiduguiiunwounsushaweifisndundedes
szuulAswgRalaesIn Hufe JamAayueu (community enterprise) 438l 3 naln Ao nalnnnswan
nalnnsmatn waznalnnsiiu Fanalnnsmaradudiimuanalnniswdn Tnenisdiduauves
Famiayuyu wlindannisiiaes deaulales awualenues

nawaudamRaguvuielhAneuduuduas Aty Suduasdosdinnsdniuemud
annsanevauaieutlaiymide nssedudnenmuesusy Ainsziidafeiinisusnuas
aelu Tnsnilasigh SWOT Lilefumnyausiu 9adios Tona uazdediinuesngu fanmdi 2

Jadunelu

[ I3 1 I3
. S: PaudenieluesAns W: 9ngounigluasing
Ja3un1guan

sO: Msthdelsiu3auresgauds | WO: msuilugaseunielu oy
O: Tanmaniegusn aelukaglanianieuanuily NsunnlemanieusniduNas

ST: maunluviseangUassa WT: msunluviseanmnudenie
T: guassaneusn | meusnlaedigawdsneluanly | vesgsivdwinaingaseunialuy
wazgUassAnIeuen

AN 2 RANIANSNAUIANN

nOANISUNISUSLNANERA U

NOANTIUNITUILNANERS U I%’L,Lmﬁquaﬂi'ﬁumis?}éu,azﬂizmumi%aslummmQ’U%Iﬂﬂi@&
Tdsr01a 6w’ 1H &ail 1) Taseglunanaguilna (Who) 2) fuslnadoasls (What) 3) fuslnedaiiieln
(When) 4) IﬂiﬁdauiaﬂumiﬁmﬁuiﬁaﬁumQU%IM (Who participates) 5) "’J’mqﬂizaqﬁiumi%a
(Why) 6) §uslaatofilnu (Where) uaz 7) fuslnaiioogndls (How)

Anenidennalve

Fnenmdanded aunsnlesgiesdusznaunegsia il

1. sUluugsia

Osterwalder & Pigneur (2010, p.14) lawauanaudfry 1i3nedusznounisgsnaidunnu
vandAnlunisnaunuuimsgsia el luunussfiafid densiinseiuaymsiannguuuugsia
L’f’JumiaNLLmumé’ﬂﬂJaaqiﬁﬁ]ﬁﬂﬂlﬂﬁLLmuﬂaqwéﬁﬁmaUﬁ%Lﬁ]umﬂﬁﬁummmﬁwmlé’aéwﬁ
Usgdndnn é“ﬂﬁgaé’qszhaiumsﬁuéfuﬁwLﬁumiﬁuaaqiﬁﬁ] N15USUUTINIEUIUNITIUNITUTITINNS
iemungsiafiduiiunisegudalidiuindelu esdusznaunisgsfaiiFendt “Business Model
Canvas: BMC”
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2. UseglgwilveanseantuugUiuussia

BMC iJutaTesflolunisiinsgiesdusenaunisgsiaegeseusuiazieliiuszneuns
aunsaeununagnslunsimungsialaegdivse@niam wasvihlisuisusuusasdamiagiad
GHRN s?jl’wzﬁﬂﬂgimmﬁﬁzgmLLazimummﬁm MSIEANTOLTURALALAGDEYRIGIAY Az
Tanunsoueaiunnsamvesgsialdasunndd dssnglunmi 3

3CHudwuman | 3ANNTIUNAN | l.AmA1vesEUAY/| 2Anguand | 2C.aedunusgndn
[Key Partners] [Key Activities] Usnas [Customer [Customer
[Value Propositions] Segments] Relationships]
3B.NIWEINTHAN 2B.42IN9NT
[Key Resources] U199
[Channels]
3D.IaseaTedumu 2D.3UuuuTEla
[Cost Structure] [Revenue Streams]

mwﬁ 3 ﬂ’lﬁm'ﬁ’lzﬁﬁqiﬁﬁ]ﬁ’w Business Model Canvas
111: Osterwalder & Pigneur (2010, p.44)

NAYNSNNNIAA

pamonvenLdssUFesdimswangUuuuAumlfnsImuAuFesnsvesmatn amis
yuyuimnudndunvgdosimundndus fnmsmugumnasgiuwazamnm Welviainsoudstunas
veneamananiionvouussUlugnataldniiarnadedu

(% a1 J

nsmuuadulszauneninatn Wuthdedagfdmanennudiianinismain wagl
AnuddedisnnsegsAalunsimldlunisutadunisnisnain dsUsznousig nagnsnig
N13Ma1a Kotler & Keller (2015, pp. 278-100) fiseazidadil

1. wanfus vinele dudvSeuimsfiausiiieaussmiudesnisvesgnanlifianela annms
JoAuduazuInisiy 9 Geosdusenouvondaiue 1y dnuurvomandue JULUUAIY
wannvae AaENUR Aan I Nsiuaiule nsiusnng Wudu

2. 5901 mneds quAwdadusiluguituiiduieiosiruayadlumsuanidaeu 1Py
fimunnsmiwesgnifimsuaniasuiielildundedudmieuinig delesduszneuressin
Wy afissymuuAfisuy dunuduiiuazadlddieiiieates msutstu siandudvesgsiog
wisdu Jadedu 9 @nnziAswgia Tnquszasivsermnevesssia mudanduresgUasdresian)

3. M3dndviing saneds Bnsiguisiinisnusunasnesnsilidudludadleduilan
0619729132 Tngmseenuuy msdndudmeluiuedradussadou menuazgam wieliguilaad
auaznInlunsidente Twdanismnuimiihunasuinuseuduendneal fesdusznoues
nsdndmieduianssuiifedesiunsindounendnfusiandnanludedusing 1wy msvuds
mMaiusnwaruImsaufvends Wusuy
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4. M3duasUNITRaIN vuehs nsdndedeansiudignanioudslvinsiuindndn s
919118 LazaIN1T0AUALDIANADINTIRLARAUNINElY Sudanishnsedeansiiednaul
POUTULUIAMUAATNUILEUD FanTdaiasuniIsaatninudiAylunisuuriinandug nng

Ansodoanslidlduinisiiondsunias 9ela wazifouninunsdi afruana@ nssud wasilunis
A9 NANBAINARANINTS

NSHAININGENENINITNAIN

Tnemsiingigauds gaoeu lona warguasiaveafianis MFendn Mtz SWOT
(Strengths Weaknesses Opportunities and Threats analysis) #Us¥naun133saesdnwindadesu
msmandlafifinnuddylunsdmusnagnsnisnatn welvguslnaudaznguifaauianels
GG

n153eBeUfuRn1suuviidusay

N15338LgaU URN1sUUUREIUTI (Participatory Action Research: PAR) daiusjaviangli
naudhmangldidnluAnwuariidusmiuiniseynduneu fnmsdeudsmtuihunszuiunisufon
Tuaumn3ds seauannsafawiauhutuiednduls wagnszvhegaviniion dnideddly
funumidfiesfitouidu mnuiddunumddylumaduiiudoud nuiummnsdugnsedu
TiAnmsagiounsufualugnmsFouiuasmsujifeuninazussqiimanedideanissamiu Tuns
AndulakaAuALLINIINITHATYMY WagnToURININITANwIgNTUYIAUENITY Tnemuluyuuy
Hugitanuilums@nugueu mstmustiym msidenufoinng wazmsiessyt Ussidiusa

1NMINUNTITIUNTINTLALITRY illdnsounasfianddunisiazthunativayunis
ﬁﬂwﬁé’ﬂLﬁmf°1’<umiﬁwmﬁﬂﬂmwL%ﬂwwzﬁéus?u,azﬂaqVlﬁ‘vmmimmmeuaﬁamﬁﬂsqmwsmwLLUi'g‘U
Honview Muansinm sunetumue Jwinaseys vely

a [

s 08UqsIY

1 Y 1

Usgnaume Youlualilont Ussuinsuagnausiiod1s 35n1suasiasesllienldluniside n1s

¥
=1

Aununsdeya wasnmsiieneideya n1siteadalifumsisouasiaun (ReD) Tnensuszgndld

M5IvedefoRnsuvuiiduion (PAR) Midunisieasumdafuanglonglduddnlunsiaun
Tnesidumaidu 3 daw auingUszasdnsiss il

1. m3RnymgAnssumMsuslaaxdniamuUssUulenvies Aruansvin gunetiuvie Jminaseys

1.1 veuiumiilon: [uunAnfiaenndosiunginssufuiing 2 dau dil wuafn 6 Ws, 1

H 18 1) Tasiugte (Who) 2) Feegls (What) 3) Beiilels (When) 4) vhluFadle (Why) 5) ofilm

(Where) 6) Tasifigadoslumsie (Whom) uay 7) Tdeagnsls (How) wnAndiuussanniainisnain

fliguslnadaauladente 1dud 1) dundndas 2) dusian 3) fumsindmie wae 6) du

QRGN R el
1) Ussrnsuaengusaogn: fuilnafidendndusiussuiiension siuansmm sune
thunue Sminasyyd Fdlinsudszrnsuiueu Ssldunanguiogndlaglimsdisaiszduni

Feiu 95% lerruaainndew 5% vad Yamane (1967, p.886) §1uau 398 Ay
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2) Bsuaziadesileflilun1side: 19n5ideidsdina Imamﬂﬁml,waaumml,w
1IASIEIUYTEINAAT 5 55U AmABNves Likert (Houfign You Uaunans 1nn uazannilan) 4
iPfuadstunalditlunaaeummuasslution (content validity) Tnefien 10C ogjseming 67-1.00
wazAudeiy (reliability) 9nmsveassldluiiuiiass 30 et [ErduUszandwean = 0.81

3) maiiususmdeya: Tnetndnvndugraeide fiunsiineuslumsifusiusy
Foyasudnlatnguszasduardemaniililunsideduessiidudaouan

4) Mm53tasnzideya: 19afifiussens (descriptive statistio) (A1 ud A1¥ovay
ALdsiauAdn LagdudsauunnsgIw)

2. MINAUANEAMTINAYEVTAMRIYUTUNTIMNLUTFURBN VDN FIUansimn 81108

Ununale Jarinaseys

2.1 veuaiilenn: Wnmsdieszesdszneunisgsia (BMO) Ssusenause 9 eskuseneu
Ao 1) ANANYBIEUA/UINT 2) NGUGNAT 3) Yaanadnis 4) aneduiusgnAn 5) ninenswan 6) 11u
wdniivi 7) udnmdnvemanietns 8) Tassadssiunu wag 9) sUuuuTeld

2.2 Ysgynsidinaneg: augnIsuNTiamfagusunsnnilssUidanveu suansmmn
gneUuvie JrinaTEys WU 20 Ay

2.3 Bnsuaziedosdeltlumside: ldnsUszqunguions uazmsiiangiesduszneu
M19g3n3 (BMO)

2.4 Meleswidaya: THn1sinsgiiilon (content analysis)

3. MINWUINAYNTNNTAAAVRAMAIYLBULUTIURBNYRY Fuansnm snnetiuvae

Jninaseys

3.1 vaulaien: T¥nagnsniesnimaiamunsoudiutszauynanisnain 4 fu g
Usenaume 1) NagnsauNansinug 2) nagnsausial 3) Nagnsaun1sIngmule wag 4) nagns
AUNTAUETUNITNAN

3.2 Yszansidvane: glideyaddguaziiidaulaids 3 madiu ain 1) ndernusuile
(1NAMENTTUMTIavRYUUnTnnulsIURenvien 12 aw) 2) wasnisatduayuaina1asy/ienyu
(nsS NN/ NALINISS NN /AUN /S ud WiineAufruiayrioady/Aud wiinevesin S 5 au)
uag 3) i (@nuvivends dadumsailefuuuuarivenms $1uau 6 au) T 23 Ay

3.3 Bnsuaiadesileflilun1side: 1dnsideidafiRnsuuuiidinsis (PAR) Tnonis
Tiszyunguianizanglidoyaddguazdildmlidrudoiediuiu 1) Anw/Anszvigauds
aneau land Yed1in (SWOT analysis) 2) Anw/Aasieriainuudaunswaslentaeglugsianes
HanSulReNouLUTFUY MY BUNYAINIUTINLUTFUIRBN VO (IFAS/EFAS) 3) IiAT1e4
TOWS matrix kagdndulaliannagnsnisiauw wag 4) fuuinagnsnienisnainlagldiasnanin
PDCA

3.4 Myleziteya: [9nsinsigmien (content analysis)

Y
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NAN33Y
1. wan1sAnwInginssunisuslaandnduaiudssuidenvay druansnw anatiu
U9 JUINEILYI
1.1 W AnssuNsUSInANan Ukl UReN oY da A uns LU UHBNEY
AULLIAR 6 Ws, 1 H diausbumisnan 1

M13199 1 NeAnsIuNsUSInARAndusiLUTsUHeNeNvelamAsgNyUvsIILUTTUHaN VoY

18715 WU (N =398 Aw) Sovay
1. d9egngutide (Who)
1) find 25 T 107 26.88
2) 25-45 U 139 34.93
3) 45-55 1 120 30.15
4) 1101 55 U 32 8.04
2. Ausniiinnsaniunisidente (What)
1) AAIMSLATUINTG 90 22.61
2) ANAzDINERA VY 121 30.40
3) SAYIRVOUDIOY 143 35.93
4) ussiiaIe Y 30 7.54
5) Foideansnaudn 14 3.52
3. Tonnansde (When)
1) B399 TNUIYANUNULEAIAUAT 109 27.39
2) Franana Junes/Juindngny 74 18.59
3) anunss ey 215 54.02
0. fnguszasdlunisto (Why)
1) wieuslnadusa 207 52.01
2) Wieuslnaluasounss 139 34.92
3) Wieduvawn 52 13.07
5. aouiinanunsadeldetnsEznin (Where)
1) AUNUTIVUIY/LEAIAUAN 170 42.71
2) Sudumloned 108 27.14
3) Lmaqwam 25 6.28
4) dwnseeulat] 95 23.87
6. Wil duieadosluniste (Whom)
1) Ainaulatey 210 52.76
2) iilouuuz 98 24.62
3) @N1TNLUATOUATY a4 11.06
4) ns1unndenisnan a6 11.56
7. 53msgoagils (How)
1) Fadlenuiiiuanmsnesmine 275 69.10
2) nsfnsidsannumasndn 56 14.07
3) degovsooulat] 30 7.54
8) drniiteude 37 9.30
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9115197 1 woAnssunisuilnandnfausiuUssuilonvovesiamiayuvunsimuUssy
WWone dalug) Tengeglutag 25-45 T (Gevas 34.92) saviavenssesiludsusnifiansanlunis
Fente (Fevay 35.93) Tonanistoidionunsdimieialu Gosay 54.02) Fnguszasdlunistolile
vlnadui Gevay 5201) anuiifiaunsadoldoguaznin fo muauswine/uansdud (Govay
42.71) Tnsmuadufinduladoins Sovaz 52.76) uardaillonuiiuainnisnnssming (Gevas
69.10)

1.2 weAnssUNTUTINAREATuTIkUTTUReN VoL a R AYusunsnLU S UHBNEY
AR s aTivhliusTnednauladente
drudszaunianisaainlunisusinandndamnulssuidonvouve e uyUnsImnLUSTU
lonvenluninsan eglusziuan (Aade 3.80) Wefiansansiedu wuii eglusefuuin 3 fu
wazdunans 1 4 (Aiaderus 3.48-0.15) Tneflenadiesnssziugean fo dundnsus (Aiade
4.15) 593370 FMUTIAT (ALAY 4.00) Fumsdseiunsan (Aads 3.59) mudiiy druanm
fioamsseiutaunans fie sunsdndiming (Aade 3.48) tiauslunisnad 2

a o a a a o & a a a a
MN1919N 2 igﬂUWQﬁ]ﬂﬁﬁﬂJﬂ’]iUﬂ;ﬂﬁNamﬂm%LL‘LJ??LJLN@ﬂ%@ﬂm@ﬂ'ﬂﬂqﬁﬂ‘ﬂﬁﬂsﬁu‘VﬁLWWLL‘U?EﬂLN@ﬂVT@ﬂJ

Tunmsau
daulszaunnenisnann 52AUAINUTZTANNIINITAANA
lunsuilnanandagiuussuiienvioy X SD. wlawa
AUNARSEU 4.15 646 10
AUTIAY 4.00 602 110
AUYBINNNITINT VLY 3.48 667 Urunang
ANUANTENLESHAIIRATA 3.59 1.133 170

NINIIN 3.80 .495 an

2. HANIHAUIANENNBINI A VI VRIA MR YU BUNTNNULUTFULBN BN ATUANTINN
3naUIUNNe JWIRFTTYT

HANTIAT LA A ANEA T adlvdve e mviayusunsinnwUsgUiranveu 1nenis
Anseiesdusznoumegaia (BMO) 1 9 asddszney Sdefunuiidrdie andwosdud/uing @
anudugiyauazinadmalasuinsanenssssunanldiunsiusesmnasg Wuvesn
UszddainassySlan (wan) ndugnd (hgui3nevnsaunmuasesnendnuaiveviosiu/aomin)
Foamaiifaduin (u uvasndn uvasfitnvieaiion sumania) aeduiusgndn Gnwiannsgiu
AuAAsTTinuAwAlusIAg0en) n¥wenmdn (Henvew) Aanssuvdn (Wamwdnd il
wanvane) Wusingn1san (Guduaveslin) lassadduny warguuuuseld @nmsuedunan)
neazBoadsnngfanini 4
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3C WUSHAATNIINTITAN
[key partners]

1. nqunERDMIWUITY
ludandn

2. Sruevny/aanil
USNSUNsuLToLNa Y
Janinasvysuarlndifies

3. $1uduan (OTOP)

4. JAUMANIA

5. gawheingau
LazaIuNE

6. AuluyuYY

3A NANTSUNAN
[key activities]

1. WAIHAR U
\Honvienayulng

2. WAIWINTZUIUNTT
AT A NER 09T
aNNUAaNe

3. Wannduunas
Seuitenen
walulagnisuussy
\Wanneu

1 AnAvRsEUA/
UINg
[value

propositions]
1. mQAuiian
mou didulel

GIGGHEDRIAERY

LUBLUY Wagau

2. anandugl

Uayeyuazguam

3. MNanwlUeg

MRl AN AR

U32A7999I0

3B N5NEINIHAN
[key resources]
1. nSwennsiidu

1) wmfﬂ‘u \Wan
o ThsuUdaie
auulnsanNYuY

2) gunsal 1A3es

dlan non ou

2. WSEUAIN
aunTnuazAuly
iU

4. Hududdilasu
WSy
1M IUTUTN
AN TNAINDIANTT
DTHATYN

5. dAMAIMN9
LAYUINTETTUYR

6. AuTedng
FognAn

2A ngugnAn

[customer segments]
1. NAUATNWMTHVA M
2. nquiluuiendnynives
Visdi/va9n
3. nquAunata¥uI e
4. SMueMs
5. SV VBIHN

2C AMUFTUNUS
flugnén
[customer
relationships]
1. $nw
BATTIUAMNIN
Pl
2. AUAING
1AL
3. USNIMER
PTignin
NARH
4. Fodnd 1dla

2B Yasmadinge
[channels]

1. 91U 0 Wnas
NE®

2. fipunanssusuLig

3. MR gAULE ST
Hnviaiien

4. 99N/ NUNANG
U3297199990

5. Aodidnnsedng

GNLENRGE

3D lAseasnasiuyu cost structure]
1. ATmgau (Seeaz 60 YoIUIIVUA)
2. flgeaiiuanu Gegay 20 veamw)
3. Ausau (Fogay 20 ¥aI5IAML)

2D ;a"llLLU‘Ui'IEJ'lﬁ [revenue streams]
1. aaﬂmﬂmiﬁn&JmamﬁmsﬁuﬂigﬂlﬁaﬂmmLLUigUL{‘Jwé’ﬂ
2. 99AANNTVILHBNER
3. %"ULL‘Uig‘ULﬁaﬂwammmmé{aﬂmi‘uaaqﬂ@ﬁ
4. ilsforas 30-40 YI3IAIVE VISOFUU

AT 4 MTIATIEVBIRUTENBUNIEIAA (BMC) ansiaundnenimilsnndvdvefiamiayuyy
wavmiUssUHBNVIoN fuansimn 8 netiuvie Jawminaseys

3. NANISHAILINAYNTNIINITNAIAVDIIEMAYNYUNINNLUTIULHDNTRN AIUaNTIIN
gunatnunae Jninaszys
3.1 wamiﬂmﬁuamwmé’awwmwmmmwﬁmﬁmeﬁlﬂaﬂmmLLUsgﬂﬁuaﬁamﬁaﬁqmu
mmwwssﬂmaﬂwau WU
1) ﬁ]mm denilsavdvenioududuendnual an1dndanugunglun1sanidaen

eI immﬂmiuwumﬂumumam Toun Wanmungiy 9 anLioy “a° mummm%ﬂumim
mﬂiuiaamima ¥N15YgIna umiwwmmamﬂmwwﬂmm’mmmﬂwma fiaSemunssusos uaz
mjmmmLszmLLsuaImsJammﬂlwmmnmaL‘Uuamm
2) INDDU: mwmmmmmwﬂaﬂLwaﬂlmLawwvmwaﬁmﬂmimummﬁunmmiﬁlm
mmsamamaumLL‘Uﬁ‘UmﬂLwaﬂlmmmmmmaﬁmisuawaﬂm smlmwisanmmmmiwmiumwum
AU Msvudssin Wesendnvazveaiienunninieg ﬂﬁll“(ﬂEJi’lmLfﬂEJ’JﬂUVNi’]ﬂ’]GU’]EI‘UaﬂLLaWU’IEJ
g1 delifinsviniseannee19a3 999 mLawmaaaﬂmmaumwamﬁmmlmmmm%uamaniumamuma
waz e UsSEINFURNUSUBNTIATN
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3) Toma: gnénfiwunliuddnanniuainihtesmanismeseulad fuilaadaulvgies
wAnSasfilondnvaiuszdviosdiu Sminassyiiundaiouiniliiuaudenandnvioniien 39
feuFoveshniifiondnuaiszswediuduvown Smisasyiianuiid@yssiuusameatos 394
Fweeni s mie wazlasumsavayuanaasglunmsussnduiusiiduvesivszandamin

1) guassa: Tegauilensiatliutuou Tuegiuth gania nAndusinaunuiidiuan
unluviesnann Mamaluladfiazausuniusnwaudliannsaiulsum

3.2 namaIAsIzlonIaLasANLTMNTINNTINIv A AIgITUrSMINWUS UHBNvIOY
19n1an13953A9 (EFAS = 3.05) uaziin11uudawnsaniegsia (IFAS = 3.00) Fattu Ssasvenenain
wazdenlumai 3

A58 3 agUnamsIeseilomanarANULTINT Mg SAaveda ATy TSNS U e nview

Aeuen (EFAS) lena
pUdTIn

(AEKUUNINAIT 2.50) .
(AZLLUUUDYNIN 2.50)

ety (IFAS) [EFAS = 3.05]

LHINT (ATWUULINNTT 2.50)
[IFAS = 3.00]

VYYAA[N -

99ULD (ATLUULDENIN 2.50) - -

3.3 HANTIATIEVNENAIUINAENENINTNAIATDIAMA YU BUNSINNUUTTUHB N VDN
lagld TOWS Matrix Analysis 161 4 nagnssneasdentunisned 4

a1579f 4 TOWS Matrix Analysis

Tanna [O] audssn [T]
Uadanrguan Or: gnéndluunliduianesulal Ti: IngRudionsianlduiueu
0z fuslnedeundnfasiviosiu Tz wandusinaunuiiduuinly
05 FvinasziFiundnioniiond VI9InAIn
Isuanuiley T v1onaluladfazausuiiv
Uadunely Ox: FavinaszyFinauiiddiy Snwndudilianansaiuleu
Os: lAsunsatiuayuaInnIasy
le,%ﬂ [S] SO strategy ST strategy
Sy WenfisavAvemdu St S5 Sa S5 0205 Oq Os S15554 55 T2 Ts
wndnynl .
Sz andndrunglumsdningdu nagnsi 1 nagnsi 3
Sy 1 ingAvlufufidud una anwanausiion WwAlulaguimu
Sa: fihilanuilultinalulad weuuesthnyszdn JULUUNGAS U LAl
Ss: Imsiamnsdnfaumifisl il Jwinasys WA
AURAINUAY “Hanuauiinalna” “ilanuaNuInngIu”
Ss: filATRamNeTUTeY/08,
S nauilauiduuds
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A1519% 4 (519)
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Abstract

This research aimed to study the current situation of cannabis extract-infused products
influencing the market opportunities of such products and to examine the economic value of
cannabis extract-infused products affecting their market potential. This quantitative study
surveyed data from a sample of 200 entrepreneurs engaged in cannabis extract-infused
product businesses operating in legally authorized areas within the central region of Thailand.
The sample was selected using a chain sampling method. Data were collected through
questionnaires and analyzed using descriptive statistics, including frequency, percentage,
mean, and standard deviation, as well as hypothesis testing through one-way analysis of
variance and multiple regression analysis.

The findings revealed that the current situation regarding cannabis extract-infused
products, particularly the business support for product development and differences in
business location, significantly influenced market opportunities. In terms of business support
for product development, it was found that adopting technologies and innovations had a
significantly higher mean score than increased investment in start-up businesses, both
domestically and internationally. Regarding business location, Phra Nakhon Si Ayutthaya had
a significantly higher mean score than other areas. Additionally, the economic value of
cannabis extract-infused products comprising medical applications of cannabis, knowledge of
cannabis, and product attributes was found to significantly influence the market opportunities

of these products at the 0.05 significance level.

Keywords: Economic Value, Market Opportunity, Cannabis-Infused Products
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g (2 dwe) uagndndusivesldlutuifisyuaduesduszneu 2 Ave) nsarannsunindau
matlyanlédsuasmzifounazesnaydnstngluuds 2 dve fio nsvansdumzugn wazyaiA3osdng
afnuihdufyrielduselordinmenmsunnd (Thansettakij, 2021) osmniivselend aansatwnld
sovonilamdvslnarnuarefianisunng giiaiasesiu s uasedesdens unaneidudiv
\AsygRafideuAn ImEJmmmaaﬁdmaﬁmamhﬂﬁmvLauimiaﬁm wazazilyadi 109.9 Wuau
Lmamamﬂuﬂ 2567 wio8n 3 1w wiadupainiyImansunnddndiu 60% vesyan
feyvvianun uagdn 40% Wumaniyyitedununnms amsuﬂivmﬂlwaaﬂiumqL'imumiwmmm
fefiyarnios dnlveiludrunanegludsuenlneg mﬂVL‘wsJwaﬂmuamwmuaqmmmmmnmjmLwa
nsunngvedlneazdumadonasiselaliinunsnslusuian (Prachachat, 2021)

mnnanddenaniniseaindagiuvesiasugialndegefiaen (CBD) wawiayys (Hemp)
tudusaaiitduiulauarldsuauaulafistuedgsedosnnguslaalunatondy dufoyaves
Usginagoansdsliniseyd@lifinasvgians 2 wia gnngransluieungadnieu 2561 il
panlmindenglifs 3 3 lnsegluvarnvaneUsvinndufifindiunanves CBD naneidunszua
aufisuiifuslangelvsiaulanaassduiiifinruudanlmininiu 0@ Wuedosia wu n1uw
(Infused Coffee) 1inalsl (Tos uy 1adpsdons 1 A3UU13983 Body Butter, Body Balm, Serum
waro1nIs 1y sunlninseduns Anade Jenlnuan waze1m1sdnd 1usdu (Overseas Office and
Honorary Trade Advisors in Hong Kong, 2021) duiulsewalnein1siinunuinsnislun1sinisy
mnumdenvasnasglumsaidenaliiuinunsnslugnamnssudauiionisunndduaziilugnns
fuunuazenszduamunminvennuainslne daduuuamdunsanaumdesdivesusssanly
Uszina Fadulumuiimnenugnsmanseni szog 20 U (e 2561 - 2580) Admanegegaie
Feansliusemalneiduussmaiiingnguuszimaseliaslull wa. 2580 (Pattanakitkulkajor,
2020)
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dmsuinuresusEnaudITundnsinesienuin Jagdunaindgwignnguungvesdssinalne
faflyariosunn dnlugiludnanegluiiivelne wazuinnazinseygalitimsldiyyedis
gnnguae uAfdseglutissuduresmmaassmenisunmdiiielddudine uazdsdadldsunis
AIUANAKALAEVINIEIUAN 9 YBIN1ATTHAYSTIAMAY Wivniinisuanauwazativayuliiinnsld
fyvmsmsunndegisreiles wazdinsdmirglusuuvuidmndud aatndauiienisunndves
Inernagiiyan1sne 3,600-7,200 d1uUm dmsulud 2564 G?Nmmmm‘mLaﬂmﬂmaﬂmﬂuammu
ies¥oray 0.02-0.04 v833Rf (Kasikorn Research Center, 2021) wonannil AUdNeINTAIATYIRA
WaEgINY W Inedevien s ing "LﬁmmiﬂiwLuu;gammmmmqmammmmgﬁnﬂuﬂ 2568 WU il
YaA1 42,851 d1uum wazadiesglaluninunsnsgedis 800,000 Ui 1.2 Auvndelsded
(Bangkokbiznews, 2024) STiamﬂﬁmimﬁq;ﬂaﬂ"wmmegﬁ%aqmamﬁmsﬁ‘ﬁwaumiaﬁmmﬂﬁiyfnﬂu
fAnmsaiyaridmunmuazanudiiulunainazfosfiansanienudnusndndus (Mslidmgau
AAINGs MIRmLIHARSeiTinoUausALfoINTE LU INLATA ML) UNUUNTL (it
afa A3y videlATesRy PefiuauazmInazaudenlunyduilan) wazesdanuiAeatuinen
(mﬂmammmmama Juinenmans) vﬂiaaﬁﬂﬁmqme:ﬁﬁwaqmémﬁmsﬁﬁmamﬁaﬁmmﬂ
ﬂzusum:uaﬁmmﬁuumﬂmmmaqmiﬁuamm@ uenaniifatisaiunrudosu Ssdu uanidulalé
0619520132 AauAniio mﬁmwuammqme:ﬁﬂwaqmamﬂmmwaqwmmwmﬂamaﬂwmmaq
HARILazNNTTUIVRIgNAT (Smith & Colgate, 2007, pp.7-23)

oelsfmu ‘fjwuuﬂiumﬂlm Halalédnsfinuide viendndudlududludmnded
961993994 lngianie asmwmaLmﬂmmammqmiwmLLaJ,amamqmwmmamammwmwam
ansafaani aztu mwmmmmaﬂﬂumiﬁﬂm Tuiide MylesenyarnuAsegiaLas
Iamavmmsmmmawammwmaumiaﬂmmﬂﬂmmﬁuaqmvwﬂm Lwaiézmmwvwﬂwawumw
\HushimuayarnenisnaiavesHanAusiinaLasatnInAaye FeasiBuustlovirom sy
TudandvsluewpnvemdndaeifinauansatnantyrvesUsamalnesely

1QUILEIAYDINTIVY

' '
(% (3 a1

1. WloAnwianiunisaiagiuresndnsusifinanansatnaininuifidiadelonianis
mimmmmmamﬁm%ﬁwaumiaﬁmmﬂﬁ’mm

2. 1fleAnwigadmnaasugiaveandn fusiiinanaisadnanfyvidanaselonianis
M3RAIAYBINARS I TINaATARRNTEYY)

YDULIANISIY

Uszanslumsided fe EﬁJ'ﬁvﬂaumimémﬁmsﬁﬁmammiaﬁmmﬂﬁ’msm sl uAlEsy
aummmmaﬂummmm@mmwawiumvﬂwa lneinuANguAI8E19919U 200 518 Aa835N15du
AIBEIUULANEAT LaNEHUTE ﬂaumﬂuwuwlmuaummaﬂmaﬂummumﬂﬂmwaqm mﬁlwa
oA G EERURE! WUNYS Unus Tl wIzuasATeysen d5sys anys 81aed 399y3s uasdeuy GR
mu’i%’aﬁmlﬂuﬁﬂwLawwv%’auaL%aﬂ'%mf;uﬁLﬁaaﬁaaﬁ’uamumaaﬂﬂ%ﬁ’uﬁumNﬁmﬁmsﬁﬁmumiaﬁ’m
mﬂﬂw‘?ﬂ uammamiwﬁﬂwaqmammmwmaumﬁaﬂmmﬂﬂzusm LLayT,amamqmﬁmmmaqmammsm

v
=1

VINﬁ?Jﬁ’]iﬁﬂWﬂ’]ﬂﬂiU‘?ﬂ I(ﬂEJEL“ULLUUE‘Z{@UQ'UJL‘UuLﬂi@ﬂNQIUﬂ’liLﬂ‘Ui’]Ui’JQJSUE)lIa ﬂ?iﬁﬂ‘ﬂ’n"ﬂﬁﬂi\‘iu
ANTUNUTENIN PDUTUIAL 2565 B9 LMW 2566
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HUUAFIUNTIIAY

aunfgiudl 1 aaumsaitlagiuvesnan fusiinanarsafnandnuiuandaiudenase
Tonanensnanvenansurinauasatnaniysuanaiaiu

amuagmﬁl 2 ;ﬂaﬁhmqmegﬁwaqmamﬁm%ﬁmaumiaﬁ’mmﬂﬁ’fgsmﬁmaf;iaiamamq
mimmmmmamﬁm%ﬁNaumiaﬁ’mmﬂﬁ’@m

NSAUKUIAANITIEY

AuUs9452 (Independent variables) fauUsnu (Dependent variables)

saunnsaitlagiuveswdninsin
NANANTANAIINAYYD
1) sun1ssessuluvedgsiagnis
WanwanSasifinauansatnanday
2) hudnuaigmssuiiugnamnssud
NEANANTANAINAYYN
3) AusEEEIalUNIANTUTINT
0) Fruaonuiinevesgsia
5) AMUUTENANVRIGINT
6) FrupnuAaiusiauleuesng 9 9
dusuiaunlUgnan fusifinasans
GRlEeRRT
(Chankheagla, 2022, pp.45-52)

Tenanan1snanuasHani i
NANEFANAINAYYT: NIAIANEN
HuiildFuaunngndasluuagiinig
navwas Usswmdlng

1) fruiladelunsdaduladones
AusLaa (Kotler & Keller, 2016,

pp.36-38)

2) sugauda geeou lona way
guassAveINansiue (Gurel & Tat,
2017, pp.994-1006)

3) shuaundeuuarAsatiuayy
(Heizer et al., 2020, pp.98-102)
4) sruladeuisnnnudsoves
HUsENUNT9/537M (Kotler &
Armstrong, 2020, pp.36-38)

YAANLATYGRIVD AR AT
NANEITENAINAYY
1) AANYEHANTN
2) guuuunsldige
3) padnwiRgIiUR s
(Smith & Colgate, 2007, pp.7-23)

ANA 1 NTBULUIAAIUNITIY
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NUNIUITIUNITIY

A01UN130IU TNV AN UNNNENFITANAIINA YY1 FINANTENUADILUULATEFN AV
Uszwmdlne
dletud 9 igu1eu 2565 GzNquumﬂmﬂgwmsJ "Uanden" dgywn dgyen dnaveduly Vlﬂ‘w

<
v 3

UsamsuummsmﬂaﬂwwléﬂumaLiauLLaumwmﬁaa drunmsuanidundndasiguamiiiediuung
91113 Lﬂiaqmma wazenayulng fandosvaayyn meﬂmuumsaummivmﬂnﬂmuﬂsmau
URNTRAY Iﬂalmmﬂg%ma Aasramuinalivansnedanludany Wiamaamamaﬂmmﬂi%m
umsmsUeaiuluvnsiinguunsalunuinyw (BBC Thai, 2022) Tutiardnan dleYudl 16 Aquisy
2565 1wRIUAMIALTUMSIHELNTUTENANTENTIsENE1SIgY 1309 asulwseuny (A i
2565 Ingfinrsonidiuii & Ay LUuaaguimmemamiﬂﬂmmm% fauddnymansugia tite
Uiziasuu“lumiﬁmmmamLa'%mwﬂ%ﬂiﬂmﬁaénél’aﬁu 21FgaunInNNANNluLInGT 4, 44, 45
(3) waz (5) W.5.u.AuATOazdtasugiyain sunndunulng w.a. 2542 (Ministry of Public
Health Announcement on Controlled Herbs (Cannabis) B.E. 2565, 2022)
Taganrunisaliienfuigynisnisunmdlulsemelnelussosiiounilalusnvenis
Usznaldigumisnisunnduuugnaguung glddulvwaidslasunandadinymanuasuenssuy
assuguuasliiguifiefnuilsanieeinsiiuthenanesviiafiegueniniiodouuriivenszngae
anssguiselifivangumndvinsatuayulssdvsna wiglddlngndunesiiuanessinuuin
vesfgvuaznavesnslitgriednulse WesanUszvwudnnunnAlidgeiiednuilsaey
ud msteliuszmvuiirudanudilafigndeadsdfudiyumanisunmg madfiunsiihdaiyn
mansunndluszuuassngy nsenzanedindyrmenmsumensulnewazunndagtuly
TsneUIav03NIENTHATIUAY uazn1snumudetsdvesnisdsldontyliiuadonundngu
A3 Tnedrilsdsnnusnduvesiiae Tadudesdisniuuasisedu dodunuannisdnei
FRdudnnuimenalsuesuseiiewessmalngludesiyrmenisunmg (Centre for
Addiction Studies, n.d.) Famsenuduusiieafuanunsaitagtiuvemdndarifinauansadiaan
ey Tiusznaulusne 1) ﬁmmssaq%’ﬂumaqqiﬁagimsﬂ’wmwﬁmﬁwﬁﬁwaumiaﬁ’mmﬂﬁmﬂ 2) 91U
dnwaznisifiugramnssuiinanasatinaindae 3) fuszeznatlunsdifiugsie 4) fuaanu
fixawesgsia 5) Frulssnvessna way 6) dusuAadudeulsunedig q fduasuinunlug
wAnSueifnauansainandys dudunsinvideyadosiuresgsiaiefiazinulddnwmaiy
uAnFsiy Waun9InuwIAnues Chankheagla (2022, pp.45-52) fimsdnunsuuuunisdnnis
gafafyw neldng1ndn susuunsdansssiatauitaduesdussneuiiddny Wi wnulsuiems
mMales nszuiunsuimsinnisluesding anufivianzay ndnsastywiifaaunin wazteamnenis

9
a o

duasunsnandlinadvinaseuseansnnuazUsednsralunmsianisgsiatym

g lsfiny ietesfunansenunisaudenunmdinvesssrvulasgunmusainuas
LYY HANTENUFEMIENILATYTAUALAINUNANDYVDINANN N TN SFUNAADITUUINIINTO
wmsmaitatfuauaunsTdiysiieusslemdmansumduasguaiminty mindeanadalia
nsianuiouilan dosdiumsnisvdeuvavnadall (1) deafiunSassnandnlusnings uaziniiy
vnadulUldlunmsdaaiugunmuszny wesmeunsliiinanuaandlafigndedunsliusylovd
mnansatnndy 2) fedimsimusengdusivesBorieieminm egruivioseny 25 Biuly (3)
Faladlinslavanle 9 sauis lavanuds Tundadasiiiodesiuasatnaniymiiinadede
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guam (@) msmvualidAnisuisdsuasnansenuannanansannaniayy ineunsdoyauselev
wazlnweaigy (5) MmsdeAuliuszneunisvsedvigdeulamediunauvesigyluamis vse
SRy ag1ednian (6) fﬁ’muwﬁuﬁLLazL’Jmﬁm%’mﬂumﬂaamﬁmﬁm uaz (7) 911U LAY
dseniamuarkandasiyn sndumsliiedstlovimenisunng waznisnanersnuilsariit
(The Nutrition Association of Thailand Under the Patronage of Her Royal Highness Princess Maha
Chakri Sirindhorn, 2022)

s Sguianitelve meldmstihues weiasug Widu wendguue’ WAuanugly “Arywn’
nduiugnaninszan 5 Snads Tasagiinateduldlutud 1 u.a. 2568 uiegrdlsfinu Fauny
iwdernei@susuanialng svuin “Aynlillifoussniyiuazuoanosed liiduaimmuedsnin
0y wievansauannn Alimuaulesld weudyy widmanuindeusndt Alihluauauley
ngVENgeaNFanuFY vseazauaNlaengranela” (Thai PBS, 2024) Wi afiuiu Uiuwmm #a
WIYNUS AUAINGITENITUNNS LN UALTURDN UMITINEINUFTIER UALNTITUNITENTIAMULA
AnugnssunImuaNeanialilnudssisdedidiusefunmsidyunduludugiania Suaue
Tiinmsnumusissemansznsansisaguitlivensnigvuardguadusnania sudedeiaue
mseeniilowdtymiisafumsdifuldngvusuasdsdesaiismnandesiuliuntnamu (Manager
Online, 2024) Fathd Lﬁaﬁﬁymﬂé’dmﬁummwﬁﬂ wazlienavinlvvelaegnaas widsnsnodllania
Fusznoumsuiusilvinssidsigniesnungrineuasidufiveniusedsnulneuasinassime

[

yaAMATEgRave AR ueiTinauasafna Ay TdsnansEUAasEUULATYgRYe N
Uszndlng

fayv1 LHufiana Cannabis agluaad Cannabaceae fsdu 3 aneugiinutos léun ae
WugY1#31 (Cannabis sativa) @189ugBuANT (Cannabis indica) kaga1eiugiines1da (Cannabis
ruderalis) (Sripanidkulchai, 2019, pp.1-26) Iﬂamiaﬁmﬁ’zgmﬁmmLL@ﬂmﬂﬁuﬁuagﬁ’U mmu%gjwé
nsrUIuNIsana a1unsasiuunld 4 Ussan 18un (1) Full Spectrum CBD e CBD fifanatians
Phyto cannabinoids 8u 9 wagans THC ELIYGE Snvedaflansilinau (Terpenes) uazanssiofiu
oyyadase (Flavonoids) (2) CBD lsolate Ao @15 CBD u3gw3 sfnvinlsieglusunuundnuiona 3s
138191 CBD Crystalline %38 CBD Powder fidumazidon sadn ldfindy dluldlundnsasionis
\ATeaR Lvd1919 T eAsAlaniuag 900-1,300 ABARNaNsg (3) Broad Spectrum CBD %50 CBD
Distillate Ao @15 CBD fifnsilansdu 9 1evusgdsUszinndl 1 wivhnsadavidensniannzans THC
oon viee A TouusgthadliiiungmneimusveaudazUszima vilsifinudesnisgs s1aniede
Alansuae 2,000-4,200 Aeaan$ansy waz (4) Water Soluble CBD #io a3 CBD flazanesmild (ans
CBD Uszian 1-3 azanenilaily Sednduseddihiuduimvinazars Wy thifuuzndnadadu nse
lusfu w3e Medium-chain Triglyceride) 1A tadsAlan3uag 1,850-3,200 neaa1ansss (Krungsri
Research, 2022)

U 2563 manangyylaniyanl 4.75 Hud1uneaaisanssm IHunauUIEANYoINEn S
#un nansfusiquadiuyana (019 A3umnii Asuthgein wdnduridnsde wansusianui) 1.76
Wuduneaansansss (dadu 37.1% vesyarimaiafyilan) sesasnliun o1msuaziaiesdy

a (% ¢

(25.2%) &ano (18.6%) Wagnandimaien (11.6%) Winindnuunaiunsuussd nud Agvignudssy

= 1

Jundadudiunduunniige fyaen 2.15 Wuduneaaisansgs @ndiu 45.2% 10eyannainiyy

Y
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Tan) sesasunlann Lwandy (28.8%) waziduly (20.0%) luszuzdnmin Allied Market Research
maiaaeiayulanaziiuladeilonads 21.6% #el 11egil 1.86 niludueaanianigs Wl 2570
LLG]IEQJJ\‘iaE)’j’]ﬁ%UWWLgﬂLﬁ@LﬁUUﬁUmaﬂmﬁm%ﬂaﬂ (Krungsri Research, 2022) 31015718474 The Global
Cannabis Report 484 Prohibition Partners An37 yarnaafyywialanazduulduivlaseiies
w3efAnduyan1ni 103.9 Wuduneaaisansss lull 2567 (Bangkokbiznews, 2021) ag13lsfiny
WuINTUGNAYYT wazinyn Tusefuyuvudidouly vareusensidawalinsvooygyiaduly
98198197 nasglilddueanuazainUssrvuegudind waznarsidunansznulilueuian
Tnglawizegsdanunsnsgugniaun Nezdesddsfeaneiug anudarutilalunisugn sian
Anuansalunswtstuiuiyrviendasadaindysiiionisunndftidiaineaseme sl
fansadesdarusliiuaululssmaiiorldudnsusianiio 3 oin Timsuimatiadesdionsay
Antuannslindndasiitelimsndnduy nssvien fyn gl duiinasegiavesusznaliogng
Jeulnauviase (The Center for Economic and Business Forecasting, 2022) p813lsNAN N1SANY
dijadiuAnuimudsyadimaasvginvesmansasifinaarsataainiyy Asznaulude 1)
AudnuazNaAnSwe 2) JUuuunslERaen way 3) ssArudiRndfuiyyn munuIAnves Smith &
Colgate (2007, pp.7-23) fina1in NNSASNYUAAMIUATYTNIVOINENTUNADININTAUNIINAUSN WY
YOINANFUTUAZNTTUTVRIGNAT

Tan1an1an1snaIAYa AR S ueifiNNA1 AN A VIR INANTENUAB S UUIATYERR VRS
UszimAlny

LsuureslenaniansnaInvendni ueifinauasaina iy LAnaInn TN
ulsugveensensnassuguitulouisduaiunisiesfisanuy Wellness tourism Tagfsatuaz
wInilegunm wazayulng wdnfusiimuianiyy Ay Aiunnsfusesganw Tusnslu
anudszneunsfifimsmuauifuinpsgiunuaensis eaadngnmmsudstulunilanuas
afeAsugialsema aglauwifn “alrlneimi gidaainilng dyuilveasiaasegia”
(Public Relations Office, Ministry of Public Health, 2022) wai n1ASglalaasaialdenainnssy
Tnallungugsiadye Usenoudae (1) grammnssudui 1dud Samiudeius fauansiusie
wngdgn (2) qmammimmaﬁuﬂ 1#un Tssafin ansade Wity wansusidy (3) gnaENNIINUANY
ih T dudguineuilnadunduiiansadn viendnsusidysdunananduingfuried unan
TundeSarvewmuiioivlatndns el (Bangkokbiznews, 2022) I Krungsri Research (2022)
Usznaumsyargaamnssuiyuvesinglul 2564 maiignaivnssuiadesiuiiiymnanasd
yar1 280 d1uUW osaeuduNdniieia1msaIniyen 240 a1UUIM BATIMNSEINIINAYY
50 & iadesussneiivindnelefyn 30 duum wazndndueiguadiuyaralsziiuindieg
Tutsnsimumdnsusidundnludusn el 5 nqugpamnssufnanasdinmsifyeluldyac
Uszana 600 &MU ety TonanmansnannvesHans e inauansatnandysdmansenude
sruuiAsugavesUszmAlney fuszneunsdosdimsfnwnsianldlimnzaunazasasy i
Junsasrelszaunisallug 9 c[,ﬁt;;d’:uﬁﬂﬂ (Overseas Office and Honorary Trade Advisors in Hong
Kong, 2021)
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T8N IATIZRIONENINNITRAINVBINARSTiTiRauasafaIN Ay arunsaRarsanle
a3y 4 AudAgy lnea1uwInAe {1a%’aiumaﬁm?iu%%amaaﬂu%hﬂ e3an1nnguiinginssu
AuTlanA (Consumer Behavior Theory) lagdadentelu 1du vimunai (Attitude) uazusegala
(Motivation) axdsrasoriufislalunisde vasfitedonsuen Wy Sausssunazdny AnadAey
(Kotler & Keller, 2016, pp.172-175) f1ufiansfo nsinsizigauia gnseu lona uazguassa
(SWOT Analysis) 19y msszylenananmismaialulssimaniingmneaduayuiyu wazn1suims
wgouAsunsiuiluniauvewansnusilungugndiunsau (Gurel & Tat, 2017, pp.994-1006)
duflanufe Anamfesuaydsatuayu IngldnsounuiAn 5M’s (Man, Money, Materials, Machines,
Methods) lilAtATIZsiANAMTaNVBIMINGINT B9ANT WaznTatiuayUIINAIA3F (Heizer et al.,
2020, pp.98-102) gavinede dadsusisariudiavedusznaunis/gsna Jesaufanisiaus
wanAasiFeuianssy nslinagnsnienisnainfiisngay 1wy n1sraia 4P’s (Product, Price,
Place, Promotion) Wagnsnouauedrenisildsuulauesnaineg 19552 (Kotler & Armstrong,
2020, pp.36-38) Ingasddsznaumanitisadismldiuioumenisutiduaziialenmanudisa
Tfugshefitinandusiansatinainiyn

ogalsfinu mnanumsalildsuuvaslufsiunngluiagduiiinasihfyuinduluibuen
anAnnelut 2568 azﬁﬂﬁﬁﬂizﬂaumiﬁié’%’uaqammfw 10,000 518 Uszaudgymiivgeadeleania
wazele Inefiideauasugiavesinionsle Ussunanisyarnasugianmsddudiuveidndom
Mngsiafeanziounuin gsRafvengdousiseldsmaninye 39 Sum vausn 194 d1u
U Begsiafiansaviilsiiifiesiesas 25 uagihinlsld ldsfesay 37.6 windniamidudian
fyvnasduiinanis lunaindudduilaa uddenanriuly nszuamnudenlunds Fusidudain
fyviBuanas wazsnnUsznaMsyacasegia Mnsuiugamedoulgnluleundindu "Ugniy"
wui1 mnsimahAgfamedeulgnidunuelussuunaiafivsfesay 10 aandyyilulseime
Ingagiyarifia 20,000 d1uUm @IUUTLLIUNTUARILATYFAINIEEN N15UGNAYINIUNANNSN
audasafoniusiufiameadoulutoundiadu "gniy" ssthsaaasugiafuimyuien
Gialﬂé’amswgﬁﬂmmgu 9 ledniduyadn 10,000 v wagazdaasin1sdnsauluaainisude
w4 9 16 8,309 Au wagafran1BSulddiyanaainatvinndaciie 9 Aldsunismuisuni
\swgha l5an 303 wunn (Thai PBS, 2024) Fam1nfinnsanain Usingnsaifanaiiazdana
nsgnvegranndelonananIsIaITeINAn AT IHaNaTafnNAY T LATLAT YT AU SEINA
Tne 191 30,000 &1UUW UBNANG ;:JU'%ImﬁU%Im%L%ﬁﬁﬂé’&ﬂﬂsﬁu uiatuldanansauslaalasn
w0 Bannddsunladudalsvisuazngraneifinunaiuardamansenuogiasuuss fady
fuszneumsuazguilaaildiunansznuazdesiinsdiiunsedndlaegivils iielvgssamnsn
wuvheieluldluaaunsaiiuaeundadly

I ada v
ITLUYUITIY
1. Ysgnsndnwlunsideasadifie guszneunisuandusiinauarsainaindyyiluiud
lasvaugngnaedlunginianalsvesysemelng dalinsiudiuindssvinsiwiuey AUl

Mnuanguiegsmelusunsudnsagyu GPower lnafimualvidiawndvswa (Effect Size F?) 1 0.15
ArrNtnaziduresnuratardeulunsnageuUsyiani 1 (Type | Error) 91 0.05 A1A1NLNRE
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\uvesanueaiaindeulunismageuusziani 2 (Type Il Error) 1 0.95 wagduaufuuswenssl
(Number of Predictors) #i1fiu 9 fiaws Felaauinngusiieg1amiiu 166 au (Sanitlou, Sartphet,
& Naphaarrak, 2019, pp.496-507) Lm'LﬁaﬁﬁaﬂmmLﬂ?ﬂlauiuﬂmﬁu%’m&a%ﬂ%aaaz 17 gefuld
vuIAnguFI88199sAY 200 AU TBnsdudaediildlunisifeidde F5n1sduiiedrauuugnle
(Snowball Sampling) tielidrdsnaudmunelunside Inglvguimssshananfusiinauasann
nnfguitlasueyyingnieduvngiinianatsvesssimalneaiunsauugiingudiegnedulidy
fA%uld Feonaldngusegnannndt 1 fegrenmsuusiiluusiazady

2. idoaflefldlunifeadiiife uvuasunuiiiamuannmumwssun sy uATed
Auades wazionarsivinisdie q lnsuvseemdu 3 @vu ldwd (1) wuvasuaiuiisadesdu
anumsailagiuveswdndusiinanaisainainiyen (3) wuvasuaiuiliisitesiuyarinis
\sugRavemansusinauasaiaandyY wa (@) wuasuauifsidesiulonanisnismain
YoINAN ST TnaNasatnandyn Tnedwd 3 wag 4 [inaeinsiauuy Rating Scale 5 sedu 34
wuUADUNASI TN IUNINTIIER AL TB RTINS IAAETIUIY 5 i FaennsUszidiue
ltem Objective Congruence %39 10C Iﬂaﬁﬁiawmt,uuagjﬁ 0.60-1.00 FanAndn 0.6 ndsntalen
wuvasuanlunaaedld (Pre-test) AunguilidnvaizlndiAssfungudiegia 30 au tilesinnns
M31940UAINLT o UYBILUUABUAINAI8N1TMIATduUSE AN waa (Cronbach’s Alpha
Coefficient) lngmuiiuudeumumndadicnAufissmsadaud 0.801 F 0.973 Fannnd 0.7 Tuly
Safelmuvaeuaudnudetuiluldveaaeuld (Hair et al, 2010)

3. Fmsenesitoyalunisited dsenoulude (1) mademeideaifidmesaun THud
Anud $esay Alady uavdiudsnuuinnsg wag (2) MIvedevaLLAsIufsadATeyY
lAun N5AATIERANULUTUTIUNIUAYY (One-way Analysis of Variance, One-way ANOVA) uag
MFIATIRRAUNTannoeIdanAn (Multiple Regression Analysis) Ingfmunseautid1fyvnaada
fsediu 05

NaN1578

1. mylnsziteyatugiuluaniunisaidlaguresnanfusifinauansainaindy wu
Q’mauLmuaaummaﬂmjﬁmﬁm%’ﬂmaqqﬁﬁﬁ]msﬁwmmamﬁmsﬁﬁmammﬁaﬁ’mmﬂﬁ’fymﬁmms
eadaiusinsnsoiougann1egsie $1uau 76 au Gewaz 33.5) Tdnwaurnisdiiugnaivnssy
WUUM9UEIN 9999U 90 Au (Soeay 90) Hszewiiaitun1saniiugsnasening 16 - 30 U 91uiu 95
AU (Sovaz 47.5) fanuiiniwesnshalufimianszuasedeyse S1uu 60 au Govay 30.0) fn1s
fudugsiadseiangsiianismdlnd $1uiu 63 au (31.5) dulnainulduiiosnuSusingn fasi
Lﬁaﬁwuﬂﬂémﬁmﬁmsﬁﬁmamﬁaﬁmmﬂﬁzgm d1U2U 165 AU (82.5) wavilAnuAnliiuedme
uleulesig 9 1’71'?1'@La'%uﬁwmlﬂgjmamﬁmeﬁﬁmammiaﬁ’mmﬂﬁ’@m’h ATLRNNSALLETUNITAIUA
ulsusameiiuiidosnanuuandslunssuiunisadauas fafouindendiieidesngradsdu

U 65 AU (50888 32.5)
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M3190 1 unukasiesavvastayaiuguluaniunisalliayturemdndusiinauansainainiayy

dayanugiuludarunisaliagiuvewbnineinnauarsannaniyyr  3wdu Souay

n135093uluvesssia 67 33.5
- mstwalulaguazuinnssusig ¢ wild 76 38.0
- sjaaiusingvideiioudfnmiegsne 42 21.0
- fovidunuuiiiounategsia 15 75
- asvuiislundussia Start up feluuazesssme 67 33.5
ANYULAITANTUINHINNTTY

- 191709AURYY 76 38.0
- WnaviuEu 90 45.0
- UIENINa 32 16.0
- UINUMUINA 2 1.0
szgzantun1saiugsia

- 1-151 90 45.0
-16-30 95 47.5
-31-45% 15 7.5
-46-60 1 0 0.0
amuﬁﬁy’wmqﬁﬁa

- @yNIUTINTg 27 13.5
- UUNY3 18 9.0
- Unusil 28 14.0
- NIPUATAIBYTEN 60 30.0
- A58Y3 11 5.5
- NS 12 6.0
- 97999 23 11.5
- Fays 5 2.5
- Foum 16 8.0
UszLNNYa9§sna

- USTLNEAEMNTTUNITHER 33 16.5
- UsBLAngINInNNNITNYAS 56 28.0
- UseLangsnan1sniaivg 63 31.5
- USTLNgsNanIsusInNig 48 24.0
wurlifufieenusudwanfusiiewannlugnansasinauasafnaniyy

-4 165 82.5
- laifl 35 17.5
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AN5197 1 (519)

Payanugluaaiunisaliagiuvawmdniaeiinauasanaandyyn 3w Souas
AuAivagsraulautenig o Nduasunaulugnandueinnauaisainainisy

- anuafivsgmelfiduleuneiitnnafinietieynviumhefiisites 38 19.0
- mslesunsiaunlaeiifuseneunsynniediudnans i uauleuy 51 25.5
- slinsdaasunstmuadlsuieomeuiidosnneuuansidly 65 32.5
nszvaunsHanLarafowndoniiieatosodiedsdy
- SudusgsBsiidiostimsuiulsndeviemuaniunsaliasuudasly 46 23.0
st smihansiiislaeniuiuauiasuilasazaudoinisnia
Usyundany

EXEY 200 100.0

2. MTIATIENTBYALAAINIUATUFNIVRINAN T T INaNaTan AN YY1 WU Jneu
wuvasuaudulngdianudaiiulunmsisegluszavunn lnefinufadiudeguwuunsldioy
WA To9RNANNYUENENTUI WaztioeNanaadnIuNeITuiyY) fAanns1en 1

M13199 2 ARALALA I TEAULNINTIUTBILARAIMUATEINIVBHANS e NIHENEN Sa PN YY1

yaRNYNIATUgRvRIHARANeITINGNENs  Antede Frudsauy FTAUAY
#NANAYV 1INTFY ARty
1) AN EHANN DN 4.113 0.622 h
2) sUnuuns iy 4.122 0.648 1N
3) padm NS AU 4.093 0.650 11N
NNTW 4.109 0.587 Rl

3. MyinzsideyalenianianisnainveIndndusiinauasainaInfy v wuin fnou
wuvaeuaudulnginudmiulunmsivegluszduunn Tnefiaudaiusedudadelunis
dnduladoveadfuslnauiniian sosasn dugauds ansou Tena wazquassnvandnsias dnu
mnunFonazAsaiiuayy uazesiian sudadeuismnudufavesiusznouns/siass meed 2

713799 3 Adsuazd L DBAULININTINTRLN AN NNISNAIAYBING NN T TINANENTANAINA QY

Tomanunsaanavesdniaueiinauans el drudsaiuy FTAUAY
#NAINAYY 1INTFY ARty

1) frutiadelunisindulatenesuilna 4.188 0.606 1N
2) fuganls gaeau lona wazalasse 4.188 0.613 1N
VBINANS U
3) shupundeuuarAsatiuayy 4.134 0.619 1N
4) snulladeutsninudiaves 4.159 0.674 1N
AUIENBUNTT/T3NA

ATNTAU 4.167 0.575 N
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4. NANISNAABUANLAFIU

A1319% 4 nansnedevaNNAgIuanunsailagiuveNanfainauasain Ay v ALanseiu
ANaRlaNIENIINITNAINVDINANA UNTINALA TR A YV ILANASAU

snunnsaitiagiiuvewanfudiinauasainaIniy v F Sig.  WamsnAEaU

1) shumssesiuluvesgsiagmaimudnsasiinauans 4.794 003 GRUGERN
ANAAINAY

2) sudnwarmsiilugnanvnssuinauansaiaaniye  0.148 862  liiaenndes
3) AuszeEIalunsAdugsia 1.855 159 liaenndes
0) fruannuiinevesgsia 6.806  .000* HOAANDY
5) AUUTEANVRITIND 0273 845  ligenandes
6) snueuAnLiiuseulouieing q fdaaiuiaunlug 0764 516  liaeandes

HARAUYINELANTARAINA QY

a o [ [y

* QyydnAuneanfnnseeu .05

o

2 4

11999 4 wud anunsaitlagtuvesmdnsusiinauansatnainfgyvidunssesiuly
maqqiﬁ%jmiﬁmmm%mﬁmsﬁﬁmaumiaﬁmmﬂf’fﬁgsmLLazé”]uamuﬁ&gqﬁuaqqﬁﬁaﬁLmﬂ@mﬁ’uﬁqmam’a
Tonananisnannvesnansausiinauansataandayuuwandnaiu sgrsdidedfymsadfviseiu .05
Felusumssessuluvesgsiagmaimundafausiinauasatnaniy wui msteluladuay
ufnnsaudng q wldfanadeganinnmsamuifislungugsia Start up isluuagsnssene agned
Hoddyymeadn luredl anufidivesgsia wud wasuasadoysen ﬁﬁ?La§8§ﬂﬂjWWﬂﬁuﬁ QIEN
oA eana

A13197 5 HANITNAFDUANLRFIUYAAININLATUFNIVRINAR T MI INaNaTanna Ny 1dnasie
ToNEANINITNAIATOINANN UNTINELATARAINA YT

UAAINNLATEFNAVDS
wamﬁmsﬁﬁfammsaﬁ’ﬂmn b Es:i'r B t Sig. Tolerance VIF
Ay
AAeil 0.573  0.130 4.402  0.000*
- AnudnwEHANS T 0.492 0056 0533 8819 0000 0279 3581
- EﬂLLUUﬂTﬂ%ﬁJﬁny’] 0.221 0.044 0.249 5.015 0.000% 0.414 2.415
- padAERLTURYY 0162 0053 0183 3048 0003* 0284 3527

R = .895, R? = .800, Adjusted R? = .797, S.E.E. = .259, F = 261.995, Sig. = .000*

* QludAgynsedAnTzavu .05
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15T 5 WU YarmaATwgiaveananfusiinatasaiaaniyu Usznoulufe
sUuuumsldyuuieystlomimamsunme ssdrnufifeafudiyn wavandnuusdnfusidnase
Tonan19n1snainvenansueifinauasainniye egrsltoddynisadaiisedu 0.05 ned
srunalumsnennsalfosar 79.7 Geaevieulvifiudn duussing q MngasmaasugiavesHdnfus
finauansatnandyaiunsaesurslonanieinisnainvendndasiinauansataaniyyi it
79.7 dadn 20.3 Waandeduiu q feiu mafialenamemsaanaliunrdnssiinauasatinan
figyagseaiarsannAudnuaenandusiilududuusn sesaan suuuunsldiyen wazanvine
osdr SRR U

#3UNan15IY

mMsesgiyasmaATEgianazlenamnsnanue AN s iNaLasafnaIn Ayl
fuilisueygalungiinanasvesysanalne wud anunisaidagtudunissesiugsiauas
an1ufinsdaariolanianisnisnannegsiifodiAny fusenounisasaunuiauInda fusilid
AudnuaiziaN 1y gasiuangiunsldanumsmsunmduienstissguain ioadseaunnsing
waznovlondaaalufufithvang vy Indgudnisunmdvielsmerua sadansveeaaintin
Yosmsooulatiioandedfindiuiiui uenani maituimunnudnvuzowEn il 1y A
Uaensts aunmdildinnsgiu wasdseloviidaau Tngldnagnsnismanadisjatiugnén (Customer-
Centric Marketing) w¥endeanstoyafilusdaiioafiunszuiunisuanuazuvasiunvesingiu lus
sUuuunsld esifiaumainvansvesandus Wy dhifudyrdmiumstite vieatudmiu
nslénsuen ilensuaussaufesnmsvaangutimneiivainvans atasiidesmsitusguam
wazffuslnavh ufinesmanuseunay gavine mstasuainsesdamnufifeniufaye 1wy Maweuns
foyaiigndeaivrfudenguuisuazusylovivesiye samfsnsdafanssuliaimg szvieains
arudesiulundndoe ananuinavesuilag uaznszdunsdndulatessnediduluszeren

ORIEREIAG

1%
=

HansAnwIAgITuteyanuguluanunsaldagiuvewdnduinaualsannainiyy

Y

WU greuwuvasuaudlvgiinissesiuluresgsiansiauindnduninauasadinainiy

o

ANUNNTHIATINUSTATUTBLNOUARANINGINT TANYULN1TALTURAAMNTIULUUN U

Y

srezialunmsdiugsfassaing 16 - 30 U Sanuiidevessivludmianssunseoysen dns
sudugsRUssangsiamsmded dulngiiunlimosnuiuimanssiieinnnluguindusin
HANETENRAINAYYT LaziinuAniueg1siaulaulanig 9 ﬁeﬁLa%mﬁwmlﬂajmﬁmﬁm%ﬁmammi
afinndyend mslinsdaasunssmunulovisnmegiuiidemnamiuwnidunszuiuns
wanuariadauindeuiiienfesededsdy Jsa1uideves Kanjanasiripan (2022, pp.530-545) wuin
anmgymnisdaaiunisugniye Ae ﬂg‘wmaﬁL?‘imﬁﬁmﬁuﬁmﬁmLLazﬁ’Qszjmmwazsmﬁ@ajam
anfnlilng wea. 2522 uazngnanedduses 1Fean1slenugluuundndusifivasegainy
uananil sunuuinzaunslivselond Ao madmuaulsuismanduniaigficuey qua ua

[ ] a [ = [ 1%
NAUUINTEANAALUUTEUY i’JiJﬂﬂE)E)ﬂIU@HQJJ’mGHSJﬂQ%M’IEJ way wuInswazanudululaves
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ulrensvgnife fo dvuelifgeiduiivusslonimnansumduuiiugunundninmsdu
MsunmdfivnzannelinsmunNguaTede v LRI UEUsSENe VI INT TR UAL e
ATBINTDAIUANYIINLYRUNIY %ﬂﬁwmﬂgimsﬁmumzuumau’%mﬁmmiﬁLgaé’mwmmsmﬁmLLaz
UimsfiAndsansnmasanniglinuasafefitinmsguuuiiuguanudsiy

NaNIIAADUANLAFIUNUI antunsaiilagtuvesnAndueifinanarsatiaaniyydiunis
iaq%’uiumaqqiﬁaajﬂﬂiﬁwuﬂwﬁmﬁmsﬁﬁwammsaﬁmmﬂﬁ’mﬁmLLazﬁmamuﬁéﬁgwmqsﬁaﬁLLGmGiNﬁ’u
dwaelonanmamanainvesnandasiinauasatnandysuandieiu seiliilesann enusoans
LarNsEeNUTRInaIAvie B uRenAn A e Tyt auanaetuly Sdanuiausssy amnude uas
arwarundilavesszrvudedyn nufamuiideiiinadidmimensuasingiudrgeiaiide
Iseulumsndnndnfusitgumesunuinng fedsmadesauaznsutsiulunain wazgsia
Tuiuiifiatfuayunisifouasuinnssuiflonalunstaundnfusiivg wazn1susulgmansus
aeesieiilos F9aenAdDIRUNITANYIVBY Yeesoontes & Panomooppatum (2020, pp.63-76) i
wud1 Msawmandanivdluladeiundedusivazdesmamsimieiinailinnuiisnelaves
fneuLUUABUMIL ALY

Tuvnr?l nan1siieiyamarsegaveswdnfusiinauasatinaniyvvosussine
vy wui1 yarmaaswgivvewdndusiinauaisadnondae Useneulufe 3 Uszns Ao
sUbuumsltigriieusslovimanisunmg ssdarmdifeadiuiyy wazaudnunznanios T
widu msdpmningAviiefugadenlosidfglunsimundafusiinauasainaniyw awd
anudlafgafuaeiuguesinululanynussion sauludamdnsamitauannsalunsldoulsd
pumiiiitldgnimualy uasndnfasifimlnndussnidinumniRfivwnndsnaudedndu
il wan1IVRADUALAg TN yaAALATYgRYeNanSuTTinaNasatnaIndyy Ysznauld
fe 1) audnwazkdnduet 2) sUuuumsliie way 3) esdnusiferiuiymdmwasiolonianis
mMInanvesHAnSifinaasainnfymidlufunmey dutladelunsdadulatovesiuslag
sugauds gageu lena wazeuassavosuansine muanunientasdsatuayy wazsuiladouns
ANE5IV0IUTENOUN/33AT %4 Bhanityanakorn (2021, pp.40-45) 95U1871 YUIINTITAI
yunwldieunsssnansensassugudsiidenniortuniseynyelldusslovdanty
Tumsmsunmduazanmnsalfiiudiunanluemsuaziadesisldegagniesnunguneshlsnssua
mnufeufyuilulnenaroiduyszifunsgsiefifuszneumsdnnumnlsiemmadlauazdesnisidu
druvilsvesmannlasianizegsbausznounmslugsiaemns uanddviiiuin wandusiinauansadn
INAYAYAAMIUATYFND Wag Nonthanathorn (2021, pp.102-112) Fokviut YAAIMNUATYEND
vosnAnsurifinanasatnainfyrduegfugudnvusndadus nquiegslianuddnse
AndnuurnAnSusives fgv-fyvelideondesusaninaunaey Tuvy ldwiuder undiae
sesasnduiiiaiesiing (ee.) susmvesdumilaumsnzauilodfioutiununinuesdud
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Forauonuzddynisiseluadsil

1. ﬂaqwémiﬁmmmamﬁmsﬁuamwaﬁmmaawuﬁﬁ%qaﬁa MnuansIfeRsltifiuinnig
sosfumsimumanfauriuaraniuiidovosgsiadinadelonaniansnain §UsznaunITAIIIILNL
fimundnsasilinevauosanudesnisvesnaialufiufiidivee Wy n1sasimansaeif
AuanURRnIg (Unique Selling Point) 1y QG]?LQW’]Z‘?]ILMNWBﬁUﬂ’]’ﬂ%\i’]uVl’Nﬂ’]iLLWVlETM%am’iﬂﬁﬂ
AU LlDAS1IANUANANITINGUY dmsuaniuiisagsia mﬁmmwﬁuﬁﬁﬁmméfmmsqﬂ By
Tn&audmsunmd Tsmenuna iefuifidinguduilnafinseninfnmuaestys sufmsvensns
dhishutesmsesulaviifioandediindnuiiuiig

2. msiiinlenianiansnataliunndasusinanansatnainfyassududienisimw
AudnunzndnAusilansiy ieneuaussaLieINsuazadInmLANAsluRan ARENYAILYDS
WAnS0e1 (Product Attributes) liu Aasdasndy gunmilduinsgiu wazussloviiidaeu 1wy
nsthgsgunFensldludamaunng easldsunsudududdunsn fussneunsnisliuuie
nsnandisjatiugndn (Customer-Centric Marketing) tiloa¥1snansamifiaonadesfuausosns
vosnguiiming wazihiauesnuusTinsivuaiouazdoastoyadify 1Wu undsiunvesingiu
LaynsEUILNSNARTIUaeA Y

3. 3UnuUNsIR YY1 (Usage Forms) Faanunsaifiuainumainvats e andn A 19y
nARSTTFTUUsE W htufyndnsumstide vierdndasiiidnieuen Wy alunselaty
nauansariaa iy msvdusUuuunantasiliaenadestunisldauvesngudmang Wy fuied
fioansudndasiiionsiugguain vidonquauiivesinansusifienanounats awgasre189a0
Tasouaquuaznoulandfivarnuatemnniu uenaind mslénmsieansidaiaulugemisnisnain
wielsgfuslaailefeussloviuasisnsldnandusi

4. mam‘%m%wmﬁmmi’ﬁmﬁ‘uﬁzgsm (Cannabis Knowledge) 1aggUsgnaun1sndsi
unumlunisiideyauaradiesniunsendniunguslaa wu nsdnfanssulvininug niswewns
unAuEuBIIseaulall w‘%amﬁm&@ué%;&aLﬁmﬁ’uﬁ’ﬁymﬂumﬁmﬁmsﬁ%mum \eadnaay
Undedowazanaiuimaieatunisidaisatnaininye ﬂ’]ﬂﬁ“ﬁ’@yjaﬁgﬂﬁ@ﬂLLﬁ%IUfﬂIﬂ LU
Formuamangmineuazysyloviidequa agtheifiuanudesuvesiiuilnn uaznsedulmanms
dindulato

Jaauanuzdrfgn1sieluauian

msdslusuamieIiumleeiyadmaasygRanarlonaninisnainvessinfusin
wauansatnnfgrimsiansanveienguiedis Inonsinvinssuinguiiegisivainane
oty fuslan dnasnu wazfiferviglugravnssufye Wielkldyuuesiinseunguuas
GRIVIRRE

uanani matdelusuanmsinnsuwiymynaniaanfuazngsndoutesnismelgnuas
nsuanfgyisie degatu lunsalvestszmelnedunaninaldsulueyyndniunsinzdgn
Qhlkie Tn3semsinnsanduiumsanelufiuiianzneni ssnsvieuiezdetndseaunsadu
foyaiilunwiesiudsasriouisannuasugianarnanfiduendnuaimeluniniamails
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Abstract

This research aims to 1) explore the behaviors of Thai tourists traveling to the Tai-Yuan
community in Sao Hai District, Saraburi Province, and 2) analyze the factors influencing the
decision-making process of Thai tourists visiting this community. The sample for this study
consists of 400 Thai tourists who traveled to the Tai-Yuan community in Sao Hai District,
Saraburi Province, selected through convenience sampling. A questionnaire was employed as
the instrument for data collection.

The research findings indicate that the overall level of opinion regarding the service
marketing mix factors influencing the travel decisions of Thai tourists is high. Among these
factors, the process factor has the highest average score, followed by the physical factor and
the product factor. The analysis of the service marketing mix factors that significantly influence
the travel decisions of Thai tourists, at a statistical significance level of .05, identified five
factors: physical factor, product factor, process factor, promotional factor, and service
personnel factor.The multiple correlation coefficient (R) was found to be 0.953, with a
predictive power (R?) of 90.9%. Therefore, relevant agencies in the area should prioritize the
development and improvement of tourist attractions to align with the needs of tourists, as
well as establish service marketing strategies to promote community tourism and attract

tourists to return for repeat visits.

Keywords: Service Marketing Mix, Decision to Travel, Thai-Yuan Community
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LAENUMILATIUNT SR UNg AnsTuvesinienilen uazesdusznoudildlunsisevitadvdu
Usgaunsnaiauinisiiidnsnadenisdndulavestinveadisvnine lasutseenidu 3 nou léun
noudl 1 foyavhluvesinvienilsy Usznause na 01y an1unm szdumsine endn melde
ou moudl 2 1udeyanginssuvesinvieaiisrrnlneiiiumansieaiien Ussnause mnuiing
Aunaniien S1uautufumsnidiel dnvarresnsiiunianvisaiisn sULUUNTAUNIG
gruminurlunisifiune vssiandanssuiiaulaviesdion faguszasdmaifuniaunvieadien
uwndsdoyaiivindulauvieniion uagnoudl 3 Jadedrulsraunisnainuinisfidmasenisdnduls
Aunisuvieadien 7 #u (Kotler, 2011, p.92) Fuduwuuuinsin 5 sedu (Likert Scale) (Likert,
1967, pp.90-95) WWunuulidenneu
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mMsmAmuamenaiesile fitenradeunuiismssveaion (Content Validity) lagld
imatia 10C (Item Objective Congruence Index) Iﬁﬁwimm’@ﬁﬂumiﬁmLﬁaaﬁﬁ”lu’m 3 Y1U
MTI9ADUAIUYNABILAZAIUMIZANYDITRA11UN1ITE Tagldaan 10C lummw 0.50 )nda
(Sinlapacharu, 2014, p 419) n&a1nduinaiosdielunaaodd (Ty-out) funguiladrsfunga
Megeiagyin1sAnen $1uau 30 %ﬂﬂauLiuLﬂumauaiuwumﬁ]iq aﬁiﬂmﬁLmaauaﬂﬁummﬁ]aum
mnuaenadesnslugafiodty uarassasummudeiureandasile (Reliability) PIBNINAFBY
AnduUsyanauoanivesreuuia (Cronbach’s a lpha) (Cronbach, 1967, p.104) 1vinAu 0.850 Fade
Trunasivnde Mnduiiniesgideyalaslilusunsudisogy Imyﬁaﬁammmﬁ Aade S0y

Y

8y @1 lgduUNINTEIU kaEN1TIATITTanneENYAN UITeTlATUNITTANTUIRdRAN
U a

AMYNTIUNI5ITEETIUNTIETuNYEE uninerdemalulagsivunasayys vl RMUTT _REC No.
Exp 08/64 Juil 24 w1l 2564

n359UsUtaya

mimm’;m’;maua’[,umi’mwmu mumaumﬂ {ideuszaunuiuguuuln-eu sunewn
I Swrfaszyd ievesygnifudeyanintnriendlen anfufununudeyannimvieaiiede
muwﬂ@smiqmmasmm:ummazmmmﬂmqmmamqmamwuaaumumsmum 17U 400 %Y
Tunoufiaesiitonssaeumiugniesesuuuasunukasilulsznana warlnsesidoyadely

nsATIEidaya

m%mmamawlmmamev‘mmmaamimﬂéﬁﬂﬂmmaumLmasmLiﬁ]i‘dmmﬂ:du

1. magamwmm@mauLLwaaumu InTentayanieatiaanssaiun (Descriptive
Statistics) Uszneudie Aaud (Frequency) Aifesas (Percentage) Anady (Mean) wavdau
Deauumsgu

2. foyanginssulunsiiiunsluvieaiionluguvuln-siu Sinsesideyafoatifidmssamn
(Descriptive Statistics) Usgnaunay AnAud (Frequency) A1398ag (Percentage) Aade
(Mean) wazdnidoauunnsgiu

3. Yaduiifinadonsindulaiunisldvieniiesuruln-sauvesinviesisrynilne iese
Joyalagldats n1sanneeiBanman (Multiple Regression)

[

NaN1539Y

NanTIde NgAnTTuATeisvesinvienfisrynlnefidunidlurioniioaguwuln-gou
sunelall Sminaszyd wui dnvieadissyminedifundluveadieysvuln-sau suneiali
Frtoaseyd daulngifumanvieniienadausn Aadudesas 93.25 Wumiluviondiedluudasais
$au 12 Su $eray 75 waztrsnaniiunawendiednlngfiunieiuaniuar uendind Andu
Sowvay 56.50 wagiAunawuuluig - 1Bundu fevay 55.50 MsAuMAlugiiuunIsAuNIIne
Fedlalldliuznisuisminges Andufesar 82.25 uadlisnsuddmyanaliumsliuasounts
Yoway 59.25 dwiuussianianssuiaulanndigalunsifiundluvieadion ldun mslddrenm An
Hudevar 42.25 dnfngusvasdlunsidunstudiulngifumaiioneadieawassiniou fevas
87.50 LLa‘vmﬁLmumﬂﬂmamaﬂmmawauawmsrdﬁvﬂaumimaﬂa fio Liuluduazdessulaiii
Ussrnduiudvesmsvieadien Sruiufesay 39.50 uazalddrglumaiiumeisadisadnviesiious
avadslddretonndt 3,000 um Andudesay 70.75
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NaNTIATIEsEAUANAMIuTeslITEduUsEaNNIRaIaUInsHenisdndulalAunIa
vieudgvastinviesiisrninadunaliviesneyusuln-oi duneeli Sminassys munisein 3

A1519% 3 uansAadelazdulsauunnsgIudademamudiuUsEaunsnaInuINITeny ey

AN
SEAUANUAALITY
Jademefnudrudszaunisnanauinig X SD. STAU DUAU
1. Yaduaudua (Product) 3.80 0.89 iy 3
2. Jadunus1m (Price) 3.71 0.88 170 6
3. Yaduanugieannen1sindnuiig (Place) 3.50 0.93 17N 7
4. Yaduanunsdaesunisnaia (Promotion) 3.76 0.95 iy 5
5. Yadasuyaainslumsliuinis (People) 378 094 1N 4
6. Uadrnunianin (Physical Evidence) 3.86 0.94 iy 2
7. Jaduanunseuau (Process) 3.88 0.94 110 1
AN 3.77 0.84 un

NPT 3 WU sEFuRmARiuesTvieufisarnlnede tadesudiulszaunisnain
usnsfisgauanudamiuluamsneglussduunn (X= 3.77, SD.=0.84) dlofasansiedunuin
mwAniuvesinvisafisietiadefunszuiunsedlussiugean sesasn Aetadesiunenim
Jadeamudum Jadeauyeainslunistiuims Jadesmumsdauasunmnain Jadeausen uastade

ANUYDININTININNUNY AUAINU

HANTIATIEVIANRENAMKUUTURBU (Stepwise) Yademeiudiulszaun1snainuing

fnasion1srndudulafumsluiesiiesrusulv-aau sunaweln Jwinassys

M350 4 MIlaTzvionnesnygn wuuduneu (Stepwise) Jademenudiulsyaunisnainusnsi

fina siensiindudulaiiumaluviesiietyuvuln-oiu dnnealv Yminasyys

Unstandardized Standardized
UAUNNAUEIUNENNIINITAAN Coefficients Coefficient )
B Std. Error Beta >ig

(Constant) 262 .060 - 4.366 .000
1. U998 dum 186 030 195 6.211  .000*
2. Jaduusien .008 032 .008 248 804
3. J99801UY8IM19NI5INT AU 036 025 .040 1.460 .145
4 99389 1uUNSdwasLNITRATN 138 032 .155 4.286  .000%
5. Ja3uauyeanslunsiuinig 106 034 119 3.155  .002*
6.JaduaunIn 308 041 341 7.586  .000*
7 Jaduanunseuiu 150 032 167 4.750  .000*

R = 0.953 R Square = 0.909, Std. Error of the Estimate = 0.257 F = 559.569, Sig = 0.000

* p<.05
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NANSNT 4 U nHanITIAsIze wud Jademnedudiulszaunisaatausnnsiiding
sonsinduduladumdluvioniisguvuln-oiu suneianly Sminaseys ogsidodfamaanad
50U 0.05 (p<.05) laun Jadeaunisnin (B = .308) Jaduauduan (B =.186) Jaduaunszuiu
(B = .150) adaarunisdaasunisnan (B = .138) wazladeauyaainslunislvuinis (B = .106)
Tneluina Regression SAanduusindsaos (R) winfu 0.909 uansindaudsnennsalne 5 faly
dun13luMaaIN13093UIEAMNLUIUTILYBIHAaNSNMIRaIRTILUle Sauay 90.9%

Mnuansinuiieagldindatediuvszannismainuinig Wud Jadedrunienin
(Physical Evidence) Uadsanuduan (Product) Uadsaunszuiunis (Process) Jadeniunisaaasy
n13981@ (Promotion) wazUadaamuupainslunisiyiuinis (People) fiBnsnadnfnysionsandudu
Tadumsluvieadionyumuln-oau sl Sminaszys

A3UNan15IY

nanTITengAnssunseniisivesinviesaiisrrnineMdunsluvenisrgusuli-giu
sunaiali Swiaaszyd dawlngfunsidunseniionndausn Tnsldszesnardufio 1-2 Ju d
foandunslutasfungaandlai (Fuianiuagiuefing) dnuarmavienienduwuulud-dundy
Tngiinvienflsindumsnenueitazidenlisnsuddiuyanasiuiuaseunsa Aanssudlasua
Jovgeanienisiienin Seazvioudsemddguesnisifvtuiinanumssiildnnnsveaiionds
TAUTTTUVRITMIPETEYS

nanslagisyiuiadudulszannsnainuinig wuin thveadisavninedinudadiu
Tusgiugaiafuasedudiuuszaunisnainuinig Tnstemzdadosunssuiunisuaznionini
Iunsuszidiugaan aasedadesuauimuazynainsiiliuinig vasitadesusaddlaiuns
Usziiuluszdugausiiusiusnindmisaidlefisuiuliadedy

o w 1

drunan1sidedadedudiulssaunisnaiauinisiidnsnassedtuddnsenisvioniiend
Suussailugwuln-oou Sminaseyd wui Jadesunoamdsdidvinagean sesawmndeilades
dua Yadeaunszuiunis Jadedunmisduasunimmate uay Jadedruymainslunisiiuing
ﬁqwmﬁﬁmmﬁﬁmﬁamﬁq@@LLaza%ﬁqmmﬁqwdﬂﬁmﬁﬂﬂmLﬁsn pg19lsinn Jadeausimn
wazdomnan1sdadmielilduanidvinaiidteddylunmsdmadenginssunmseadesluuiuni
nMsiteiuandidiuiemudfyvesmsianntedeiiisadostunsendlondeTausssuiivsdes
Tanudffunmsiaundadedunmenmunasisadies Jadeduaud msduasuniseain n1s

WALIUAIINTHIAUTNITLAENTEUINNNT WaliiUseaninmuesnisnainlugnamnssuviosie,

anUseNa

1. MINIAnImgAnsTutinvieadien nudn dnvieadiervnilnedrulugifumeanvieadien
Hueadausn wazdhaviumaieniionduszezinaidu o Uszanad 1-2 Ju lasdonaunislutieiu
ienduazfuoniing ludnuarllid-fundu dnvissiieainifunsdiediedaglilduinisuidni
\Wen waztdenldsnsuddiuyanalunisiiunissuiuasouns uanslifiufamgAnssuves
tnviendirrilnefidsaddinarinegfuaseuns dauianssuildiuanudounniigalunis
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vioaflen Ao Msaenm FaaenadesiusenungAnssuiinvediien I 2564 Tourism Authority of
Thailand (2022, pp.75-78) finuin ﬁzhmmﬁﬁmiaaLﬁmﬁmﬂmaﬁawﬁummaqLﬁa'gmﬂﬁqm Toun
Junga (@nsuazending) wazduwuvldindedu srudedinsdanisiumevisafioasioiiies
uaﬂmﬂﬁjﬁfﬂﬁmLﬁmmﬂm%‘uLﬁuwmﬁaﬁmmqmiwﬁumauﬂ%’amﬂﬁqm dmulsziiiud
Hnviendiersalnedininduusslovinnnsifuniaendisinslusemaiiddey 1dua nsle
183U wardiaananaeiun1sAnw1ves Seyidov & Adomaitiene (2016, pp.112-127) Fanan1533s
wu FreszeziaveImadiuna A misanuazanluganneUanens Tassadisfiugudiunis
vioaienr audnwuzdudwindon ninensyana waziian iuaudnvasiididgydimiv
tnvieaiterluriesiulumadenganuneUatsmafrunisvienien nanmsidedtiidiuin nginssu

a A

msvieuieavesineaiivrvninediluviosfiryuvulne-sou Sminaszyd ddnuvaziidunis
Aumsdy o wuuluidBundu Tasasdundurisiungaandunii uasdnasdunsiumedag
#ies Fsvsveniamnuazmnauisuazanudanguitinvioniisavninedosnislumunsidums
wenani madenldsnsuidinyaealunsiiumaiiazfeulfidiufmgfinssufidnrieadierazld
Fummdouiunseunir TneRanssuildsuanudensniignfe nmsdeniw Feisuenisaudidny
goenaiviufinenunsssiuasnsusussaunsaiiiunineis nsfidnvesdienlimuddayiu
mMaiunsnfuaseuatiuarnistenin Wunsaseuisnmamisislaazeugafiiatuain
nslaldnandamfvaindnluaseuath uasmsiidrusulufanssufiaieemmsadia

2. nan1sinsznseauladediulszannisnainuinis wud nqudiegislaiufadiu
Tnesaueglusziuann lneduiifidadegeiign Ae Jadedunszuiunis sesasude Jadedu
menmn tadesudud Yadesuyaansiiliuinig uartdesumsduaiunisnaiamudiu du
Hadeduiifianadstosdian Ao dadeduremisnsdadminedud nan1sideduandliiiu
tivieailgliruddnyiunssuiunisliuinmsveundsiondlen Wy undsisadisaneluumuln-
grufiauasndeienisienisuasningau fufuinresiisaiufaanuiiulalunsdunisly
viewiien saufls SnvaiemsneninuarussEINATesuawiaaiedluey Athvioadiedlddudads
Sausssuln-oau Fwwan1siseiaonndesiunisAnuives Silanoi & Suthirak (2015, 0p.47-59) il
WUl duszanmnIanmsaaeidavinasemsfun e s sudanuasiagiesdduanunlum
tiow loun wanfausiluaiu Jadesuyeainsliuinisluau nszviunsieadisnluaiu sandudn
wazuinislumsaiu nsduasunIsnaInnvieaisILadnuaTNIINIENMYBIAIY AN
YonINTuSIaenAdIfuuITeves Chairerk, & Wongmontha (2019, pp.16-27) Fnuan $u
Foaman1sdndmine Wudladeiitnvieadienlinnuddnyiesiignaindadonnduuanslsifiuii
fawlutagtunmaifumevissiielunassgiafiasaniidivesmadhfelos lidwmatunis
Fonifiumavieaiivrvesiinyiesilen

3. mgitafudulsraunisnainuinsiddviwadensindulafumaieadisives
ymlng wuin dadeusn fe Yadeiunonmiduiladenfidvswasonsiedulailesanundsioaiion
aeluguruln-srduiinuazoauastaeadsdmuinveniien dsaeandostunisfnuwives
Hinlayagan et al. (2023, pp.26-32) finuin AmanwaiveaingUatenns anulaendelagnissny
ausiups Wuladenilafifanuddgdensdndudumanvesiieluwme wosfieme syl
Uszinelaulud uazfsdenmansiunis@nuidiunisfnwiveslnelae Phattharapanitthanakit
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Yawila & Sittioum (2020, p.79) i1 JadudruussaunIanIsnaInsUANINWIASEUNIINIBAMN
wagfunsdaaunmsnandnaiensinduladenltuinmsiinussianlsamavesinvieaiiesm
iaUsaneludindodnl dadeflaes Ao Jaduduaud lumiddedmnedundsioniios 3
dvwarensindulavestinveadisn Wosnyuuuln-sau dminaseys Wuundaieaieaisin
apukazautuudneausssurinug muddsndnualillansuiisluiFemesneusnie
Awne wazdidinuuuduu Jadudsdgelaliinveaiiisdiianudesnisidunaveaiien
Usgnevfuduundsionileniideeglailnaainngammamiuasinnindsilildnanlisnlunis
Aunmanvieaiien denadastuAnwsunisvesiivndiausssuvesinsssmalag Zhang & Chen
(2018, p.363) inuin Yadudrunisuszduius ArunuevesTRUSTIY WATUTIEINIA
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Usgaun19n13na1nn13Meaiiienves Kotler (2011, p.92) floduisfsdrutszaunianisnain
Usznause 7 asdusznau wie 7Ps tnenansidundsitlmifiutiodefidmat 5 Jads SeFedndu
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duduagnsusnisluuvameniion fsvswasensdnduladuneviendiewnidnlulsunelng
vosinmimasad

asuldmansidell Jadenndosiunguiuarmiddeiifedos Inelumamnuiifunisusy
191 Yadudrulszaunisnainuinig lawn Jadedudua Jadudiuyaainslunisliuinig Jade
Aunsdasunisnata Jadeaunienin wastaduaunszuiunisdimasonisandulafunien
visadioaluguuln-sau dwludrunmsisoiiewamnmsvioniisndeiamsssy unstudunaiin
Wanuideneuntidlii nmsssfauuvameniiondeimusssuvesuauln-oou Sminaseyitu
mhsnuiiiedesmsifanuddyiunsiauiuilaglfenuddutu 5 Jasevdnilasame fo
Yadusududmneiaunasieadfioayury msdauaiunisnainvesuulvidiondnual nnsaun
uwdsvieaieadunmenwlinaulawagnmsiaunszuunmsiuimstnveieade

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 67




JoLEAUBDLUL

Horeuauuzildsuannsise

1. vihsaumasziiieatestiunisvieaiien iy msvieaileawisussimalnediiinau
wiruATAIEYsYT d1inaunisvissfisuasimndminassyd uazesdAnsuimsdiudivaduma
sunatald faminaszys awnsatdmansideluimuaulovislunisduaiunmsvisaiionda
SuussalugriliAnUssansnmogisiian

2. uyuln-equ snnoEli Janinaseys aunsadmanNTuluiauuasUTuUsamras
vieueilviaenadeiunginssuvesinviesiisynlnefiiunanvieades wazthluuuunmunis
panmarteafisvesumdlinsstuaiudoamsvesinviondiani

Forauauuziion1siseasadaly

nsfnwiteataiidesidnlunisdiiuniside fe madenl¥iifedaiinuiiesitiies
Sedwmalrinedeyaibdinfiannsnasfiouifou 1§ vesUsziuidvldedeseudnu fafu lunisfinw
adadaly mstuiumAdeiinfugiiuutasimansdaaunmssansnsieaiiendeimusssy
yaaguyulv-ou lugnnewali Jminassys lneldisidouvunaunaiy Aeni1sussendisidess
AN MIINAUTTITB s Wislildteyaifedniiannsalugmsimunsuuuutazdnenmly
msdnisnaviendisndeiuusssuiididu Snvissmhsfvauaronindsndnuaivesinugln-eu
Winsegsalulussezend

wanani msideluewianmsinnsaniuuidawaznguilnl 4 funseadeausuld
Worumfulsifiuduiifinudfylusiuniiug suasdoaiuadnnudlaludfiidudounes
msdansmsvieadivanazilugnisiannededduludw foa.

LBNE15919D9

Bonn, M. A., Joseph-Mathews, S. M., Dai, M., Hayes, S. & Cave, J. (2007). Heritage/cultural
attraction atmospherics: Creating the right environment for the heritage/cultural
visitor. Journal of Travel Research, 45(3), 345-354.

Chairerk, C., & Wongmontha, S. (2019). Decision Making Factors of Thai Tourists Travelling in
Tak Special Economic Development Zone. Journal of Thai Hospitality and Tourism,
14(1), 16-27.

Chuankerkul, S., & Laksitamas, P. (2019). Upgrading the Cultural Tourism Market in Sing Buri
Province by the Community. Journal of Humanities and Social Sciences Nakhon
Phanom University, 9(2), 9-17

Cochran, W. G. (1977). Sampling Techniques (3" ed.). John Wiley & Sons.

Cronbach, L. J. (1967). Education Psychology. Harcourt Brace.

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024




Duangkamon, D. (2011). The process of presenting Yuan ethnic identity in the context of
tourism through the local cultural hall and floating market: A case study of the Yuan
community in Ton Tan Sub-district, Sao Hai District, Saraburi Province. Journal of
Academic Services, 22(3), 130-149.

Hinlayagan, K. R., Gratuito, K. N., Matillosa, S. M. L., & Laos, R. V. (2023). The factors influencing
tourist decision-making on choosing a cultural destination. International Journal of
Tourism & Hospitality Reviews, 10(2), 26-32.

Jittangwatthana, B. (2005). Sustainable tourism development. Press and Design. Co.Ltd.
Kotler, P. (2011). Marketing for Hospitality and Tourism (6" ed.). Pearson Education.
Kotler, P., & Armstrong, G. (2010). Principles of Marketing (13" ed., Global Edition). Pearson Higher Ed.

Likert, R. (1967). The Method of Constructing an Attitude Scale. In: New Developments in the
Methodology of social Research. The University of Chicago Press.

Ministry of Tourism and Sports. (2024). Tourism Economic Conditions Report, Year 5, Issue

2/2024. Tourism and Sports Economics Division, Ministry of Tourism and Sports.

Ministry of Tourism and Sports. (2024). Tourism Statistic 2024. Retrieved July 29, 2024, from
https://www.mots.go.th/news/category/758.

Noppakoon, P. (2019). The Effects of Tourism Marketing Factors (7Ps) on the Foreign Divers’
Decision to a Scuba Diving in Thailand. Independent Studies of Hospitality and

Tourism Industry Management, Graduate School, Bangkok University.

Phattharapanitthanakit, C., Yawila, L., & Sittioum. R., (2020). Service Marketing Factors Affects
Foreign Tourirsts Decision on Choosing the Hostel in Muang District, Chiang Mai

Province. Journal of Graduate Studies in Northern Rajabhat Universities, 10(2), 79-94.

Phiwchanthuek, P. (2018). The study of Tai-Yuan’s identity at Amphoe Sikhio into tourism
support media design. Master of Fine Arts Design Arts Graduate School, Silapakorn

University.

Pitipat, S., & Na Nong Khai, K. (2013). Thai Tourist Behavior toward Visiting the Red Water Lily
Lake Tourism Destination, Kampawadee District, UdonThani. Humanities and Social
Sciences Research Journal, 9(3), 245- 261.

Prasitratasin, S. (2012). Social Sciences research methodology (15" ed.). Samlada.

Saraburi Provincial Cultural Office. (2015). Saraburi Provincial Cultural Office Operational Plan
for Fiscal Year 2015. Ministry of Culture.

Schiffman, L. G., & Wisenblit, J. (2019). Consumer Behavior (12" ed.). Pearson Education Limited.

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024



https://www.mots.go.th/news/category/758

Seyidov, J., & Adomaitiene, R. (2016). Factor influencing tourists’ decision-making on choosing
a destination: A case of Azerbaijan. Ekonoika, 95(3), 112-127.

Silanoi, L., & Sutthirak, S. (2015). Marketing mix factor influencing tourists” decision to visit agro-
tourism destination: A case study Sala Atit Garden, Ban Na San District, Surat Thani

Province. Journal of Thai Hospitality and Tourism, 10(2), 47-59.

Sinlapacharu, T. (2014). Research and analysis of statistical data with SPSS and AMOS (15" ed.).
S.AR. Print Mass Prod.

Sirarungrotkanok, P. (2016). The behavior and satisfaction of Thai tourists toward the tourism
logistics management: Case study of Amphawa Floating Market, Samut Songkhram
Province. Master of Science Program in Logistics and Supply Chain Management,

Faculty of Losgistics, Burapha University.

Soponsiri, S. (2011). Tourist behavior analysis: The first step to becoming a professional

tourism business manager. Inthanin.

Sukkra, C. (2019). Cultural tourism in Thailand. Journal of Sustainable Tourism Development,
1(2), 1-7.

Sumipan, T., & Kaewkhiew, K. (2020). Marketing mix factors and tourism demand affecting
decision-making behavior of tourists in visiting Khiriwong, Nakhon Si Thammarat

Province. Journal of Administration and Management, 10(2), 1-13.

Suwannasank, O., & Kheokao, J. (2019). Cultural tourism and marketing commmunications in
Thailand: Research synthesis and trends. In Proceedings of the International

Conference on Social Sciences in the 21" Century. (pp.128-137). Amsterdam, Netherlands.

Tourism Authority of Thailand. (2022). Final Report of Project on the survey of Travel behavior
of Thai People,2021. In-Touch Research & Consultancy.

Wetchawong, D. (2011). The process of presenting Yuan ethnic identity in the context of
tourism through the folk culture hall and riverside market: A case study of Yuan
community in Ton Tan Subdistrict, Sao Hai District, Saraburi Province. Academic

Services Journal, Prince of Songkla University, 22(3), 130-149.

Yisuntes, W., & Chayakorn, K. (2016). Marketing Factors That have influences on choices of
Chinese tourists to choose Thailand as a destination. International Research Journal

of Advance Engineering and Science, 2(1), 15-18.

Zhang, Y. F., & Chen, H. Y. (2018). An empirical study on the influencing factors of tourists'
cultural tourism decision-making. In Advances in Social Science, Education and
Humanities Research (Vol. 177), International Conference on Education Reform and
Management Science (ERMS 2018). (pp.363-370). Atlantis Press.

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 70




UNAIIUIE

< v ' a a ¢
audululavasnisvioangBInIsnngwny lng
nsalANEIN1ALENDUANT

. U o 0’1* dy a 6 ! ¥ P L4 16 o 3
FuRSUUNAL: 5 gy 2567 AANT IAUATTIA - LUBVINY FULLNT* NUNNIEYIU Lﬂu‘% UNSUA
o L4 16 aa U A a
TYuulvunau: 10 nsngieu 2567 NTNE W beTUN UNLUA LAY BIITIM AIFIER amaqa5

IUNBUSUUNAIIN: 26 WOATNIEY 2567
-7 1
UNANYD
1 d' a & o2 aal 1 1 d' d' d' a LY
ANSNBWNEITINTHNNGLTULA LUV INTVBUNYITTBULLIUTAITNIINITRNNEAUNS
1 d' = [~ 1 d' d' 4 1 q' Y} a a v dydv 2=

viouiign felugunuunisviediiednasisyarniuliiussuuiasygia n1933eliingUuszasnne
1) Anwraaunisalmunsknngerulnglununaawionauana 2) AATIERENgAINNNSNDNALILT
nswrndwaulnaluniamienauas wag 3) Ussiiuanudululauean1svaaine nganshnne by
Inglunamilonauais M3ideassilinssiunudeyatasnsdunivalannguidmuneniaeides
funisvieafiendenisunmdunulneiuiniamiiensudans $1uu 40 au Ao WWudunuaindnineu
a15150gvdanin ddnaunensimin dinnuenamnssudwmin ddnnunisvisangkazAng
FINIA quwmmamawumﬂ‘wmmimsLLWV]EJLLmulmJ ammwmuwﬂaaw%uulwa a0

Usgnaunis L‘UUG]‘L! ';mewwuamamami’sm’mvmmLuam NANISANYINUI ﬂaaﬁLﬁﬁl’JﬂUﬂﬁiLLW‘V]&

[ 7 7
v

welnglumnnawilonouansseningd 2560-2564 Suunltumsldusnsfiudy raamndeleeiu
o A A

ASNBNALINUIN AATERaUANTINU8USNISNTENNS WU INewaz kiUt uMYauleanunis

9
[%
YY)

NoUN8291U3UlUNIN LaLENITAULAITIAUSNNSVDINUIBUIAITHTAIIAA AIUUNITHAILINIT

YN NTINITANT LN U INVDIN 1PN DR DUAIIAITASIIANUBANAIIYBINITIAUTNNS TAUAITAY
UananwallTaiuil wazn1581UIeANNAEAIN AN ULSUUTNSIATUUsTaun saliunnd1931nns
IAUIN5VRIYINABY 9

o [

ANENARY: NSYIBUALUTINITWANE, NITWINNSWHUINY, NMSENNINIWEDN, NAMTLenaUANa

[

“Corresponding author e-mail: Bhagaporn@nu.ac.th

! fremansnansdusedn anzuimsgsia iasugmaniuasnsieas uminendeulses e-mail: Bhagaporn@nu.ac.th

2 9191560538 AREUIMITINY Iesugmansiazn1sieas amnInendousms e-mail: nuatips@nu.ac.th

3 frnemans1anseUsedn AuzUIsEIRe Iesugmansuazn1sieans anInendeusms e-mail: kanokkamn@nu.ac.th

? 599ANEN197158USEIN AUEINGIAENS UMINGABULSAIS e—mail: chakkrits@nu.ac.th

5 919138UTEIMAATYEMERT AMLUIVNSEINT LAsugAan Suagnsioans i1 InedEuLss e-mail: jualone@hotmail.com
oumaifeiidudumimedasinsifoides “meRmLATIFRARUTEUUNMTNUALIAN s e uflendamaunmdniamionaudns”
Iiuyuatiuayuannmhsnuuimstagdansusunaisansasnsolunswisduessza (une)

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 71




Research Articles

The Possibility of Thai Medical Tourism at Lower Northern Thailand

Received: 5 April 202 Bhagaporn Wattanadumrong' Nuatip Sumkaew? Kanokkarn Snae Namahoot*
Revised: 10 July 2024
Accepted: 26 November 2024

Chakkrit Snae Namahoot® and Orawan Sirisawat Apichayakul®

Abstract

Medical tourism is a new dimension in tourism development. The link between
medical treatment and tourism creates aesthetic pleasure. Medical tourism is proposed to
add economic value to tourism. Thai traditional medicine is a fundamental medical process
that is easily accessible and accepted. It is linked to tourism along the travel routes for medical
treatment. The interval and after having medical treatment which creates tourism which will
increase the economic system of added value. The research objective is to analyze and
research the market and behavior of medical and health tourism through the mechanism of
alternative medicine and Thai traditional medicine in the lower northern region. This data
correction includes field trips, interviews and focus groups with a target group totaling 40
people who are involved in medical tourism situated in the lower northern region of Thailand
including delegates from the Provincial Public Health Office, Provincial Agricultural Office,
Industrial Office, Office of Tourism and Sports, Hospitals which supply traditional Thai medical
treatment, Community Enterprise and entrepreneurs. The results show that the situations of
Thai traditional medicine and alternative medicine trends increase significantly. However, the
number of tourism attractions connected with Thai traditional medicine and alternative
medicine are limited. The capability of service units are limited. Therefore, the management
of the lower - northern medical tourism should create the differences of management by
approaching the identity of local branding and facilitate the supply to tourists to enable them

to understand Thai medicine and how it may differ in each region.
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“Corresponding author e-mail: bhagaporn@nu.ac.th

! Assistant Professor, Faculty of Business, Economics and Communications, Naresuan University. e-mail: Bhagaporn@nu.ac.th
2 Lecturer, Faculty of Business, Economics and Communications, Naresuan University. e-mail: nuatips@nu.ac.th

% Assistant Professor, Faculty of Business, Economics and Communications, Naresuan University. e-mail: kanokkarnn@nu.ac.th
# Associate professor, Faculty of Sciences, Naresuan University. e-mail: chakkrits@nu.ac.th

® Lecturer, Faculty of Business, Economics and Communications, Naresuan University. e-mail: jualone@hotmail.com

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 12




mMsvieufiendansunmdunulneuazmsunngmaden fanufeadesfuiiinsusuidy
yarynaAsegia elussduanune ava Tug) (ueudion) uasanu neuIaguTy 910013
dsdnnudnviosiioalidumeniuuinsiuguam (Msnsa/susnviguaim) Tud wa. 2563
wui1 msvieafisndanmsunmsluamsmairsseldlsitusemealne 25,000 &uum uarlul 2566
fuwldnfndunainieadiondnisunndiiyadisn 26,000 &1uum daunilsanainngingsu
fuslaeiduualiildlogunmanndunddingeladia-19 dnvieadendenisunngidumadiuly
Ussinalnglianuaulausmman 4 Ussunn laud msveasly wagdaaSuaunin nssnwigiiynsenn
JaasnuazauddmiuinUagfnuoanoses LazuIN15I@RINaYA N (Ministry of Tourism and
Sports, 2023)

mswsunsmiesludnenwvesnisliuinismanisviesiiondeguaim mnfiansaniies
nssnwkuusnngadelnl aaiungiuianisiannunseulunisliuinsvesaaiuneiuialusedu
dainatagldinuaaniuneiuiaseiuaina Ae LNagiNIRTgIY JC JOINT COMMISSION
INTERNATIONAL) @s1usnasgruiiléfuniseonivlusesvuuvidainanssenininisamnu
Aoutnege dmumsinwiuuunmdniudonifinnandudadnuwainuulng (THANESS) 1udn
wltumileiifinnuddny mnanunsofnwaaaisassnduldasduusslovidontsnaunuaing
sld onsedvitufinisiauidugudnatsfiunisunmg uasunngmadenuazenssduainng
vieudienlulszma (Kulakanyun, 2017, pp.125-132)

dmiuilmnedsiuiivesnuiderdungudminaiamiensudns Téud ain fualan
gluviy gnsfng tmusysal i3ns Munenys uasadssd wazgriest anuddyiunisliusnmemis
nsunmdlasuniseeuiuluseduyssinauaganailiuinsgiu 0 anruneiuia lsaneuia
AAgLazlNTY AasnIuanIuUINTAULlesunsuImE AdTn wazanuiliuinsTumiieay
Auiflestumaunmduaznisvioadiealuseduiiuiilunamionoudns nsfnuidelundsdldfarsan
amulftisulnaiSeudisuresiiadsdumsinasmineinsnisliuinamenisumdmugiuns
Uimsmamsresiisndesloadeiui firlugmstuindeunsdfnumnadeulouazduiaiounts
Teluladduuuuluiufidmme WetludaidoiaueuuzifelouiesluifiasusAadeayly
Uszifuniseniisndnsunmdnnuasnunisanugdifinisufoinsmaunuianiiuiiiesessy
MawBenAEnden e lugnisidugudnarinsuinsmanisunmdlugiinin (Medical Hub) Tu
auAnsialy

L

ngUsTaIAuaINISIY

1. Anwanunisaisumsenndwaulngluiunnemiionauans
2. JASLIENENINASVBUNTNLWTINSENNEwaUlnglunAmiianauana
3. Ysziiumnuduldldusanisviesisndenisunndunulngluniawmionauais

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 73




YDULVANISIY

VBULUARNIUUTEYINS

fiAetosiumaunmdunulngisnnuhsnuniady uazneenu Idun Gunudiinany
a1ssuavdiain gunudidnaunensimia gunudrinonugeamnssudwmda gunudiinaunis
viedfivanazfimdmia funulsmeriaviafifinisliuinsmsummdusulne gumdamasgusui
Ugnivayulng umuanuszneumsiuun Tuiiuil o fainnamilaneuds

y X A
YBULYAAUNUTN
funnguiwminaiamilonaudis 9 Janin laud ain fwalan alusis gnsfng wysysel
TINT MUNANYT UATAITIA Uazaviesnil

YBULUAA UKD
AsAnwIaIUnITaiauNIsknngraulnelufiunatamilonauarsdwunesnlu 3 A1y
Usznaume 1) M3tadelsanunsunmdunulng 2) n1sneeayulng wag 3) MSUSTUIangIvag
AaanldewNlne
A v ¢ = P | a a & P -
n15338n15AnwAUdulUlnveanisvienNnendainiswnndunulng nsdidnwiniamile
MOUAY US18ALLDEM AIl

Husiusndeyaiiiedtesiunsvioiendquain waen1svisaiiends

msunndunulneg

® oyl NNTEITIVMUILINUNATTUALLBNYUTLAL VRN

l

AOUNINAIUANLIAUIINGLTLIYIYIINNIATTUaTLENTUN

= 1% & do o = !
LﬂEJ’JSUEN&Lu‘WUVW\TM’J@eLUQ']ﬂL‘Viu@m@ua']\‘]

\ 4

a ¢ v a Y a ¢ a & . ay v
QLﬂiqgﬁﬂ@NvaLﬁﬁﬁﬂmﬂWW AIYNITUATITULYIL U (Content AnalyS|s) 7/]1@

& dag v Aa a v ]
"ﬂ']ﬂﬂ']ia\‘iwuwLﬂ‘USUE);J“ﬁ‘U']ﬂﬂ']i‘V]lla']‘ULﬂEJ’JSU@Q LLasﬂﬂiUizﬂgmﬂquﬂaﬂ

\ 4

AnudulUlginisviesiendanmsunneunylne

ASUANYINIAMTLENBUANS

ANA 1 JUADUNITAWRUINUITY

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 74




NUNIUITIUNITIY

wunRAN1iBaLTEn

wnARNIedien mnefs nsidumaiieindeundevlavioifionuaynauiumuiiunie
ey esdnInsvieaiisavesantszumA (World Tourism Organization) fAsungukuuNs
vieateals 3 Uuuuvdn Téud 1) sUuuunsvieaitealuumassssumi (Natural Based Tourism) 2)
sUnuumMsvieaiodluunasansssy (Cultural Based Tourism) way 3) sUnuuMsviesfisrluni
aulofier (Special Interest Tourism) mmumﬁwaqmmmeiLL‘wmﬂmasJiuﬂauiULLUUﬂ']'ﬁ
vioafiglumuaulafiasiidunsvieafieluuvasssumauazuvasimussaniiemsindeuuas
Liaugﬁﬁmﬁﬂwwfumw (Ministry of Tourism and Sports, 2023)

wunAnn1sviB g densuwne

wnAnNsieiendsmauwng Ae nisifiunisesnainiiufieguesnuiiionarsnuinismis
MsunmgdeazdniuUInmIenTImERTn s Rnssuidsleaiisaindeu fadnndenuseine
wazanungIUIaesliuinistusgiunanetads wu ndeyadudinsioniisndnisuwng
fodpsvadlsmeuia vieanuusznaunis fufiniedmiadise uaznisliuinsuassdmeany
agmniilsameuiavieaniulseneunsifliuing iudu Taesuuuuvesnsviesiondanisunnes
Snwagdo 1Wunisquatieguatmiadesty (Preventive care) waznisquagunnlussasinilu
(Recuperative care) uazfluinismieaniulszneunisiiuinsviendfiondsnisunnd leua
Tsseua aaunerunaliuimsatn $1uuwan Wudu Fadunsuimsidlugiuuunmsummdadioln)
wagnswnndunulnguaznisunmdniaden dmsunisunndunulnguaznisunndgniadeniunis
viouflenFansunng an1uuszneunts 15ameIua wazaaung uIanaewisiuiun1sinng
visaflendensunndsnenisguaidsguamdadosiy LLazﬂwiQLLaqmﬂﬁwiuﬁzazﬁﬂﬁu TunangTsus
felaifinsduunfidamuieriunmsioniiendamsunmdunulneuagnisunméniaden dadunis
AudufanssuieafunIsuInLEUlneg n1seuayulng 1130109 WJudu (Ritplak, Sathiranan &
Metheewankul, 2007, pp.25-30)

wuaAnsunduaUlneuaznIsuNndgmMaien

nMsuwndunulngiaznsunndnadon Wumandniansunmdiivdnnsuazandnvas
vansldesdnnuduazgitygrilddmiunisgua v uazsnuiguain Jananldindednd
anuddglunsinuilse wazlesiulsa uamflﬂﬁé’mﬁugﬂLLUUGanms%’ﬂwﬁﬂswé’m aunsalden
enanulwsuazgfiygyiay wuiionisqua Jestu fnv nsdaaiuuagiiugauaimsin (Chumphon,
2011, pp.1-20)

mmwmémuiwaL*fJumsLLW‘V]éﬁ:ﬁms?mmuLLazﬁmsé’qamqﬁﬁmmﬁudaﬁum aagu
Snvumrurosnudnvas s nglfidesiuded 1) BumsguaguamiliAnainnisiiaun
193519 SuinInMsUAsuLUslY vesanwadenaisluinsnisuazaeusninanielneuyudil
ANLUANANIYDIANLANAAYDISINANETUTIINY WazNavRINsIABLLUAIYEIAN T B BN TITNG
sonsasuuvasessinniglunme 2) Wunssnuddumaimguasinufiamguessa lasns
MENYAFIUVDY IﬁﬂLLaz%’ﬂmmmamamuﬁ%ﬁﬂﬁfa uay 3 )Lﬂumiml,aaﬁumwmimam GRHRERIEI e
prasulnsuaznidagiazanifienisgua Jestu S nsdaadunaziiunavningis (Sukhothai
Thammathirat Open University (2008, pp.1-24)

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 75




NUNIUITTUNTINIUINY

NNTNUNIITIUNTTUNWIToTRuI wudr Tnstnisunmdunulnewagnisunmg
madenidulglunissnwlsnang 9 annsAne1ves Limphakdee, Leewanan, & Kuptniratisaikool
(2014, pp.5-12) ﬂwmmwméwmﬁaﬂLﬁﬁmw‘hms%’ﬂmﬁﬂ’sdsﬂﬁﬁalﬂhLﬁauﬁaaﬁ'ﬁmsﬁmﬁmﬂwﬁﬂu
mansnsummgmadeniilaumnudomduegismnnluilan suuuuvesnisinwwinsdndonsioe
Wmmsﬁmaﬁwmé’aLLWV]sﬁiﬂ%’aLLazgmaasﬁl’mu%ﬁaLﬁm (The American College of Rheumatology:
ACR) finunisinuilanadssmansiluy ausunvemansasemeuia faus nguatam -
damnan 2555 laglaluuasuniy Modified Womac Pain Subscales (Western Ontario and McMaster
Universities Osteoarthritic Index) samsfinumuin iodugansfinuludunid 9 wut nguvaaes
Fadunguilldzumstiada 1 ads Tu 2 dUaw Seswuuanuineisanasnnringuaiunuesied
Tedfaynneadn 0.01 avvieulszaninmuesnsinuwidemansnsunndniudeniifiuszansaim
1NNIINISAULITNBIUNG

Chaihomros (2021, pp.67-84) l§vhnns@nuUseaninanisuialvewuuimlufunisuinine
lumsane1n1stinul dupsuazAsYEYeElNTUUINIT uMTLImdLnUlnglagnMsuimdniaien
NansAnwImUI1 MswanlneuuuamsnansefuanuUnlifanseiuaItinuIRnUT dune
wagAsuriaryi g Ueiianuisnelandinssnm

521U8UI5IY

Msfnud Wunsidadmunm dudunmsidedenmsinuandeyaonans msdunival
3980 wazmsuszaungudes insedlefldlunsidaidunisasisseunuudunwalidedn wazuuy
aunungugosiiadistu TnsvhmsvedUinuiudideinin uandugiiuszaunisaifunsumg
wlnguaznsunmdmadeniidenlosldiunsioniondsmsunng S1uau 3 viwu ensaaoy
wpsfloviednuaranuiisadaien wesiauiusdlimnzautuiunnisfinm

UszvInsuasAiegns

Uszrnsuazsogdlunisfinmads Ao

1) doyadrunisvisaiivadanisunndldainnisdativainmitsauaiadgdmsunis
Uszananaseningd 2556 9 2564

2) fiisatesiunaumdunulnefinnmiasnuniedy uaznaeneu Tiun dunudidnny
as1sugudiamin gunuditinauneasimia gunudrinnugeamnssudmda gunudiinaunis
viedfiganazfmdmia funulsmeriaviafifinsliuimsmsummdusulne gumdamasgusui
Ugnfiwauulng funuaniulszneunsiuuan Tuiufl 9 Smiamamienoudns Usznaude fmia
fwalan Fandanesysal Janingnsing Jandaaleie Jamianin Janinuasaissa Jamdn
Munanys Jminfidng wazdaningivsiil TIALS LY 40 Av

msﬁﬂmﬂ%ﬁﬁﬂﬂ%ﬂﬁ&juﬁa@ﬂwqumzw (Purposive Sampling) Avinsidenfnyiain
Uszansiisldnwaznsenuinguszasdizdnudadunisdonsiegaamznguiiegisieglu
v videanulszneumsiinisdfiunisifetesiunmsvieadiondenisunmg (Msunmdun
ne) Tuuiianamiionoudns

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 76




nsnUITIUTIdaya

dunwaiuazdansnisUssgungugos andildiuiendasniay wazniaenu Tuitud 9
Jadanamilenauais Usenaume Jamdafivalan Samdaumysysel dawingasang daningluviy
FJINTNIN FINTAUATAITIA JITANILNUNYT TINTATNTNT Lavdandngiesnd 91udu 40 Au
aeldussenianeunaty Liinsnanmmiddladunivel lun1sdaussyunguees §ideuaszgvae
tnidedugiuiinUssnulunisaunun asdussiunsdunivel nenwl RsiaaeuANgNABy ke

i lvAeseinuinguszashvasiuudunivalnely

n133ATIEvdaya

a ¢ v a v a ¢ a & Ly oA v X A

WATIENVBYALVIAUNIN AITNITIATIENMBIUBNN (Content Analysis) Alaannisasinui
Wudeyainnisiddnieitesazdniinisussyunguges ietudnviin1siasizi SWOT
Analysis ¥8sdnannuazadiiululavesnisvieaiendanisunng nnduaulnenazasunng
naden) Tu 9 Jwmrinniamionauany

NAN15I8
¢ v ¢ & A P '

danunisaiaunisennduruinglunuiniamilanauang

ANSLAUITNITNIINIT NN BN U NG WAL AISWNNGNIBEaNTINTaluLum A ALt onauang
Usgnaudie Janinfivalan dandamesysal dmingnsang Jawminaleiie Jandanin danda
YATAITIA FIMIANLNINYS J9IANING wazdaningyivsil ﬁi"}LLuﬂmmﬁ‘m%ﬁum;:Jm%’umi%’ﬂw R
VNaANSlusTUUANSITNEY wavdnSuseiuguainaiuntil (Universal Coverage :UC) w3assuuyseiu
HUNINWYYF 130UNTN09 Lﬁuﬁm'ﬁmi%’ﬂmﬁm%’wﬂﬂmnﬂﬂuﬁﬁLaﬁuﬂizf\i’ﬂﬁaﬂizmﬁuu 13 %an
wazlifAnsUseAudinuniadns atafn13n155nw1ve991319n13 WinUSFIaImAL nIeaianns
) P A Ao o v A ) o aa Y v ¢ ~ A
Snweeg19duUNIFIA seninel 2560 -2564 Janianiinsidadulsaiiunisunmdunulneuniignfe
FIRTANLNBINYS I1UIY 382,231 AU T998911AD UATAITIA 911U 381,611 AU (A151991 1)

M19199 1 MsIfadelsasumsunmdiaulng (ndns mihe: aw)

I 2562 2563 2564

UATAITIA 167,956 159,762 381,611
Ryl 89,697 90,680 202,571
ALLWILNYS 299,695 301,345 382,231
A1n 125,830 128,363 235,432
gluviy 58,463 58,138 120,153
Hwadlan 167,072 184,764 314,537
NIng 82,635 87,758 206,654
nyTYsad 121,735 139,902 375,681
AAIANE 71,163 87,070 272,500

fian: FIUTINT0YAINFWIFUU HDC (Ministry of Public Health, 2021)

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 17




Tudruvosdaniaiiinisdeenayulnsgsanie Smiaunsarssdlull na. 2563 Smauads
nsdwanulng 316,207 asa sesawnde Sandafialan 291,598 afs srayulnsvesdfidranine
lusguuanssuguiandn 9 Jminaiamienauans Tul w.e. 2564 geande erayulnsussinnii
nzatelaslugduvuetualya seddiurunissierdimgatslasidsuaunndaunieuiain
anunsainsunIsEuInvedlaln-19 Fwhliusunsnisaieengeuluaie nisldennansinigdng
g1 831,118 Ade wawds UC Simsdneensuau 583,873 ada Tnsdaminfivalanyarinisléen
ayulng 38,590,057 U sosAeuNAe JminuATanTsA dyarnsldenayulns 18,588,495 U wag
Fmingiesnil fyarnsldrayulng 10,855,741 vin (39t 2)

d1msunisldusnisunulne win ou vessswvuly 9 Jaminaiawmienaudisgianfe
JaninuATaIssa B3 munsldusnsvesndns 648,874 ads uavnsleans UC s1unu 497,364
wazgnsiMsmdurulnglaznsunvdniadondrunlglunisnisusuiand s inasnaaens e
wiulneUIuiauingn Ae Fandafiwalandiuiu 38,590,057 UM F89A911 UATAITIA TIUY
18,588,495 UM waravius1ll 91U 10,855,741 umsends (5197l 3)

M15199 2 Feenayulnenans wie: A

I 2562 2563 2564

UATAITIA 291,215 316,207 303,350
RY/gly 136,179 158,142 158,591
ATLWILNYT 239,174 220,146 180,294
0 122,162 126,790 118,510
gluvie 151,115 155,059 138,336
Hwadlan 292,362 291,598 266,668
NIng 116,787 121,620 100,604
nyTYsad 203,994 204,225 182,338
QAANG 154,429 147,648 140,639

ﬁlﬂ: i’JU'ﬁ’J@JGfJJa;J”a%’mg’luizUU HDC (Ministry of Public Health, 2021)

A1519% 3 MSUSUIangraIraen TeLkUlng wiig:um

NI 2562 2563 2564

UATAITIA 13,900,392.51 16,265,665.08 18,588,495.78
Ryl 9,532,966.89 12,119,443.28 10,855,741.88
ATLWILNYT 13,271,702.23 12,275,076.70 10,386,054.94
A1n 8,891,457.80 8,867,678.81 8,543,354.03
gluvie 9,642,303.04 9,041,134.44 7,940,074.38
Hwadlan 33,354,493.39 37,121,557.50 38,590,057.47
Nang 5,452,916.16 5,900,973.67 5,183,300.55
Wysysal 10,537,252.26 11,178,423.70 9,643,840.18
AAIANE 10,472,310.56 10,331,325.22 9,904,317.10

ﬁlﬂ: i’JU'ﬁ’J@JGfJJa;J”a%’mg’luizUU HDC (Ministry of Public Health, 2021)

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024

78



Ainmzvidneamuazanudululdvasmavisaiisndensunndlunawmienaudns nd
unnduaulng Ar8n15AAsIzRanInLINgaN (SWOT Analysis)

MFBATREANAd o TYoLTenTsnsummdvesnguiminniamienauans 1uns
thuafilénnnsussgungueosuaznisasituiidunivalifednagunanisinuilédenisinse
SWOT Tefiseandeanisiasey il

SR

s1 dmfeluiiuiinmamionsuasiidnenmiunmsvionderluyndmialneduvdsiosiiend
vanmany 019 unawieauiondeasssned Tamsssy Usendluazusy imand uazundsioaiionds
INwASI3euINY 8% uwnasisnfieafanarnieidenlesfunisliuinismemsunnduazguaim
anansnsesugULUUNsiRisndansunmely 1wy Fardatunamysednvarnieamyeaiud
slvunsiuiifivethmiounsyins e fsesfumsveadieafionissnuls safedinnsduaiu
vioufivudunwnsiteguaiw ludiuvesannuliudnisaunm nediiogns Tundudu Sminglui
finsuszgndludinvesnmsionindagunm TaedluFoswesnisuinvdeaundrundunily
Aanssudaumssosensnumsvieaiondagunin

52 puansandneildlunssnvsounmdunulnennayulnsiunamanuazinnzgn
asulnsiiddgmanedmdn 09 fwalan arfesd Hudu weliveasBunvesnsdifinu feil

- lsmgnnavisnseyiy Sandafivalan anunsondneildlunsinemmanisunngunnlngld
55 518M5 Fdsdanuuimamensunmduslng Inendes annsandaeildinuldiuiy

- faningriusnil finsdanisminensidabu wu nswdsumssuguiumdusulng o1
15INEIUIANUBIAN WU GMP HERENLAkATNILLIATEIY

« fimheuinsnsunmdunulneasounay 11 8108 60 aauil dnsassdnsusiuuszuan
anulnslugausznounisniaenouy 919 UsEnmgilv Jawdamunanes dmsvuedaminiviae
Usnstudnuaizlndifesfanandnsiuiuniu

» Jadann gUsznaunsuianunsns Urukddung durne Ygnitvayulng waziinishinse
deimpaulpgnssiulsaneruiaidmssenadeiues

53 dnunmiuilumaduuvamdnfivaylng lnsuseazdeansdinu fail

- ngunAnayulng o1 fsnewsnuiisty uazdLnoutanseyiy Ugnuaznanayulnsniy
Adseslssmenunauazmheliinsmaunmdusulned Tsmeuansmisu uaz lsmeuia
UNNTEYY

- mysifulasansiielidaningvivsrdiduilosayulns (HERBAL CITY) Woslowniigey
futh Tudhuresiivanulng Wiaeth viomaudssulfidusuuuy wesilufmuiionisdnw
UM

- SuneffinafiiiufiundadsudiFesasnisugnayulng uariindndusiuasuinisunlseay
Tfugidandeu

sa fifnsamlunsidenlosmsvieaiivanazmsunndunulnouaznisuwndniadon i

a o X
FYATLRYNYDYAIU

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 79




- lsmmgunariuaae Jariandssiduunamaniazliusnsnisunmndunulng way lsameuia
qunUszddiiua (sn.an) liseumile sunelnsuseiiuing fwmiafidns Sauilumsliuins Us
Fesnenuury Wesleamsvionileanwazaniuuinissuasulng

. M3vioafisnTansunng ayulng 8113 nMsuwaNeumay leas Hundamadenvesnis
vieadien Shamsuazunlduiia

« Sofasunanesiidumensviesiieaiiansnenasaiu aunsee Snsliuinisuan
unilve wasdiufiugnasulng

nBIU

W1 samsysannsteyauazuiuussputeyaliiinnuivali dsjussneunisieadusine
Tu 9 Swfamamionauans szyi Jagtluiuiideudulldlumsysannsdeslosaudesi
ludeyavedlsangrviadiuunng widslifinnsdmandeyar1iansveininsiy 9 faninniawmile
nouandliiinaiualis sesfunisuinmsvesinvieadienls

w2 nsliuinmsreaiisndanisunndvesaniulseneunisianinnisdfiunueeaniady
wagienyudalailiunsgiussdvaina dadusuuvuvesnisianunion udnisliuinisvienis
meawdsliiduieednfissme Fefinadufivsnissesfuinveaiedlulszima srudsaniy
Usznaunsn iliifuseduniidonminiudmialngife

W3 ffuszneunsnieyaainsiiisadesuinesdmnuy dmsusumeswesUszneums unum
yoamsvioniivndenisumevidonisvieailendanmsunmd fuszneuntsimineinsluiiuil sndegns
ludszinuressununssnwiunseglnvasnuuwindinaen wissdausliauisadinndunis
fuunmadagsiald Suduiimsaduayumsnunsidevienuinnsiiiugseneunisifieshly
FogeaNarALiuNITMNgIN 1 nsrUINMs Vizeldumensdndulavienisvieafiendanisunng
MR umetetinvesiiendesnmserlsrnmaiumasenuiiifesmaiumslvieadle

Tanna

01 msfmmneenennuy waynsunuianivayulnsiiensuausiniudeanisldidy
dunildumssnumemsumdunulneuazunmdniaden

02 TomafantunsAnudalvinisensdudnenmlunmsndntnEsulmmeuazyaains
MINITHANE

03 fimsysannisesdanudidusaziasane nsesdanuivesiufiindoslosiudy
mMavieafiendensumndunile wazidenlosiuma alu. an

BIGERTS

T1 mMsunsszniavenitohialainio waslsngalvalluewian

T2 ¥IAN5UTEREURUS 1w n15USnsmMsunndurulneinanisduiugliuinisanas
Fsursnmsdnilvgiduauandmiadivalan uardmiaidng (ms1ei 4)

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024




M19197 4 NTIATIERENNLINRENNTTBUTLATINTUNNSvanguiminniamilenauas

DI yndou
S1 dnunmesdmirluiuiinamieneudns nn W1 91an1sysannsteyanasyIuuss
Fon¥nfluvavieadomennan Futoyalvlianuvivady
52 prwansnsananendldlumsirwummdusy w2 ddsllfnmgussiuanna Tugduuuves
Ineniswinganayulng AT TiBaTleFamumme
53 dnummituiiunsduuesdeivaulng W4 91983ARILT
sa madenlesnisviesiieanaznisuwmd

Tanna gussIn
01 mswmundevenauf uasnuuimuis 1 maundszuinveadeldalainlg uaslsn
ayulng guAlmiluouan

02 TemamandumsAnudaliimsenseaudnenn T2 iansusyunduiug
TunmsuEainSsusayyPaNITMNSLIWE
03 dmsysanmsesrrusialuaessUssme

anudululfvasmsvisadisndnisunmdunulng

nsvieaiisndanisunvdaseunqunIsuInITNIeNIsLITNE NS uALiagun M Tsdlaafiy
LLazmiqLLa?jﬁumwsluiszzﬁﬂﬁu dmsuiiufivnsdminlaganznaniionaudns mavieaiieands
wmdATmadululife msunmdunulneuaznsldayulnaiferfundunssunsulvefiansanain
addanunisainsliuimsmensunndlunamienouasifinslduiniseayulng viniseu
nswnvdurulng 919 win ou Ussavayulng waznisusuiandgvainaealagldeunulng Ussneu
fuulguigniasgiinisdaasunisunndunulng viladaddnnisunvdunulnenssaglunndmis
AAwtlenauans

faildmiunmaveaiiondainsummslunmanionsudisfinnudululdfarldsuanuauls
ynfusznounslunisimunefsairurosiiuiveanmanden dnenmundsieudion aldaned
f51anliige samdennuazaanlunisiiunis uagliauddgfunisdaiinisaaiaiislunas
AeUTEnAgasnaunTuINIsnwImeean sl insunmduaulng iausluuuenis
Fuirdeuilosayulnadenlssfunisinuidonmsummduaulng wazlinadesloanisviouioaly
fulusewintenisama srdadnw ﬁuvj wazdaaiulsn

A3UNan15IY

HanISANY AUsviauddey fall

1. aorunsalinunswnndurulvneluiiunaamensuans daninluwnniamilonauans
Usgnausie Janinfivalan Jamdamesysal dmingnsang Jawmdinaleie Jandanin dandn
uAsadsIA Jandadiunanys Smiaidns wasdmingiiestdl Wudminifiaaudsznaunisaiu
MILNNENATEUAINTINITUSNIINITHIMEwNUIneuazn1sunmndnIaden tneguwuuvesganlduing
;% aa o 4 6 1 = dl A A v v o
Aren15Idadelsanun sumdunulngsendngd 2560 -2564 11NAId@nfD A TINTAAIUNINYS

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 81




$1uam 382,231 Au wagnsuimsnludnuasnsldiauulnsiniianludmiauesaisse 303,350
a1 e, 2564 mMsuiuiandgamdsaasadenisldeunlnenniigeludmiaunsaissd G
nsldusMsvewmnans 648,874 a1 wagnsléans UC shuau 497,364 ade

2. mAnTeifnenmuazeuiullldvesnsvieniisudsmsunmdlunamiensudisain
MTIATIANWINED (SWOT Analysis) Tnsgaudand il Smialufiuiinaunionsudied
Fnenmdnunsvieadiealuyndminlaediundsiondefivainmareioundwienfiondsssuen
Yausssn wiawionfiondunuas Sdnenniuiluduudamzgnivagulnafiondneifldlunig
Snwdheunmdunulnglulsmeuianagmienuliuinsmsunndunulng Weslsansvieadien
wazmswImdunulveuasmswmgniaden sudsdinmsduaiuveniisndunvnaiiogunmiians
waunulng vieaUnilequnm usaniulsznounsunawidannaaiuatsluaniuiliuing
Yansysanmsteyanudiosmsidenayulnsinvmsmsumdusulnessninag@ifetes loun
nwasnizUgniivayulng fusznounts uaglssmenuiaiilderayulnslunisinw udaziinig
femanasdmuSslunazsassmaiinfufivayulng nuiseatunsinudalndinsenszdy
FnEnINASNEAYARINTNINITUNTE FeanunsainIsunsszuaredeldalainlg wasrans
Usgnduius denaliinandonlosnsvieafiswarmsuwmdunulneuazunndmadendslalasunns
fimunogafiudnenin ilefgaliAnnsviondiendenisummg

3. anudululdvesnisienisndsnsunndvesnamiensudrsifinnnumieniads
AvuamsimuInsieniisndsnisunmdaamionsuats Usznausie 1) guaIwvesnisinnis
Uinsmensunmdiifanudevguardiuiganiznig 2) nsdanisvieaiieniiaensufuaing
FBIN3UNITINYINIUIAAENNTATIIANNEANE LN SgUA MTIATOUAUANTIIN BU UszAU
anulng waznsusuiandgmdraoalagldetunulng wag 3) snsAldaensinwnegIuia wagnis
visaieditlaigenn dansldredmsumsvieadiondenisunndvesnamiensuansiioindalddng
fmaligennifisutuiiuiludomaiseginsanmamuas

ORIEREIAG

MnHanIAnaTRgUsEasdil 1 Anwaniumsaldunisunndunineluiiufinamie
poudansaefuTeNansanuledn dminluunnamileneusgiiestil Wudmiaidaom
Uszneunmsiunsunngiiaseunquiisnisuinismsunmdunulneuaznisunmdniadoniiananga
sesfumaitunlduinmsvestinveiisamieussuuumll TasamzluFeweseayulns msuiuia
nijandanaen @enndedfun1sAnuIYes Chiangthong et al. (2017, pp.206-221) Anwi3osAan
Lazn1sndauInIsvedlsineruIanIsenndunulne nanafnslduinisvesussvisu o5uielinn
Tsswegnuransunvduslnesinsliuinisietasuan (OPD) fihelu (PD) Aseumguuinisiieaiy
N1397193Uad NMsguaNnIAIvatAaen winkkulveg 1881 auayulng Ussavayulng uazviundle
inde (udu Fuduuinisfinevaussanudesnisvestssrsuluiuiidnedomte Ssdmduiiud
inedminounulnovdesayulnsdumadennislunsquaguamilasunnuaulovesduild
UIN1T LULABITULUIAAYDY Ritplak, Sathiranan & Metheewankul (2007, pp.25-30) na1331
msummduulneuaznsunmdmadendunisvieaiisndadunisguaguamdsdeaiu waznisqua
aunluszeginiiulaedulngdufnssufesunmsuaunulng msevayulng 13ve Wudu

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 82




MnuanIAnEInLingUIEasd 2 Jnseidnenmuaganuiuldldveani oot
nsunngunulngluniamionsuals 31AN1TNITIATIEREAINLIAGEN (SWOT Analysis) Wuin
fifeluiiufinauiensuasigauisiuanuivieaivndssssumaingaliintonfeandunl
fiufl udanutsznounsuwianaiuaisluanuilliuing veaudoveiddan
Aeades wuiierfunan1s@ne1vee Limpananon, Chankase & Amnoypol (2009, p.8) Wu31
YAAINIAUNISHARTIvIRANIAIUN1sIaNseagulnsTulsime vy uay Meekusol et al,,
(2020, pp.453-062) ANWIANNLALATINFDINTTULIUNM TR TONTIGUAMHAUNTY iDL T
Tausssuwazilaannensalfnnimianssuasasessyn: yusewweilawladiudy esuglin
msduasliAnsuuumsviendisndsguamsndudedladsumnmiedunnaaduiiieadeslae
msfanavieaileamsinnuaenedostuuiunuasifvesussrvuluiiud

MnuansAnyIAIingUszasdn 3 Tinswianudululfvesnsionisndsmsunnduay
Inglunamionauans lunsAnunisviendisrduaiuguamdsunndunulneuasnisunmdiugu
lefinnsliusnmsnseunquiadesanulnsnieutuaonengidygylvuntnveaion uaznnsdanis
sioafisrmsiinmaysannsfunisgunin dunsumrduilne Sunsuwgiuduiduendneed
LLaz”Lﬁmmﬁﬁzgﬁumaﬂizﬁmé’mﬁuélﬁaiﬁﬂuﬁj}?%’n‘lmm*ﬁ’m Fannwanisanwanudululdves
mMsvioufiendanisunndvesnamionsuans anudn dsdrAglunsimuifunisionionds
Asunndtugesdadediduasa LLazLﬁamu‘lué"]uﬁu q 19U wwdiifinnudeiwgy snsaldanens
Snwmerunaileifisutuaniufidy 9 wWuieifunanis@neves Kulakanyun (2017, pp.125-132)
Anwmsveaiiendsmsunmsluuszimelne : mnuvhmelagmsiam efutein msafuayuves
mpsguaraaensuiiamuddgsornuiululfidelniamseadiendnisunng uenaininig
Suthvieadlondenisunmdaauiinu o msiinisudnssne q Miertesegansuims w‘%aasﬂuﬁuﬁ
dulnd Addymstimnmsmileduuidniiisdestunmsduiuianisiunsvieniion viedilelilo
MsUszduiustnansiigndeuazianudaioy

VDLEAUDLLUY

Yorauauuznaly

1. asfinsaiunisndnsumiuaunsandnefilalunissnennsunulve wu Tssmeuia
vanszvy fmiafivalan amnsandnenildlunissnuimiesnisunndunulngle 55 519013
yonantudaiaauusnismenisunmdunulng 3nendes sne q darunsananeildsnunlddut
LL@SEH&:LJUIWiﬁ’]Eﬂiﬂﬂ’]@ﬂLﬁ@mi%ﬂiﬂL%@l?%ﬁiﬂ%@ 19

2. Falviimhenuniniginesalivayulunisiievenssdanuiiazsosonifivayulnsluns
Shwmensunmeiaulng

3. msafiunisensgaumsimuinsiiuinismsinwuazaianisuiiviauinaiuiaing
wWlalunslausnig

'
= o a

4. MswmuInguaamilanauas 9 Ymda arsiaganluwuIniansiRu I uTERing

I a

oo oA a ] - - b a d' o = Y @
ﬂ’sjll%ﬂ%ﬁ)ﬂL‘W@ﬁx‘iLﬁillﬂ?iVl@flL‘VIEJ'JLWEJEL%?{Q’]UVW]@QW]EJ'JVIEJ@EJL@llf?ﬂiﬂiﬂLGUEJlIIENGZNﬂ'ULLaZﬂu Nk

Y
[
= U

= o - 4 ] % 1% o | v a & A
AeainvisaiieInslulsemakagiaUssmeidunlinnndy suastilddnisnseduasugialunug

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 83




Foauauuzlunisdseadesely

nsfnwiluadadamainsfnuuuamensiaunan Tesassiugiuaualg wazde
ANUAINsalusEAULTINgIUIA amuwmmaﬁ”’qmﬂ%’gl,l,asLaﬂsuul,ﬁamiﬁﬂmﬁm%’umim%smmm
wioslumsimuimsveaiiondamsunmdvesinglagyinnisanuluiiufisedmiaitnuduldlg
Tunswauaeld

LBNE15919D4

Chaihomros, N. (2021). A Study on the Effectiveness of General Thai Massage versus Royal
Thai Massage in Reducing Shoulder, Neck, and Head Pain among Clients at the Thai
Traditional Medicine and Alternative Medicine Department, Nakhon Pathom Hospital.
Journal of Thai Traditional Medlicine Research, 7(1), 67-84.

Chiangthong, A., Pachuen, O., Boonsuya, C., & Sawatdhichai, C. (2017). Quality and Accessibility
of Thai Traditional Medicine Hospital Services. Journal of Clinical Education,
Phrapokklao Hospital, 34, 206-221.

Chumphon, P. (2011). History of Thai Traditional Medicine: A Study of Medical Texts. Odean
Store Publishing.

Kulakanyun, P. (2017). Medical Tourism in Thailand: Challenges and Development. Journal of
Social Media Innovation, 5(1), 125-132.

Limpananon, J., Chankase, R., & Amnoypol, S. (2009). Knowledge Management of Thai
Medicine and Herbal Drugs in Community Hospitals. Thai Traditional Health Institute

under the Health System Research Institute.

Limphakdee, W., Leewanan, C., & Kuptniratisaikool, W. (2014). The Study of the Effectiveness
of Biweekly Acupuncture for Pain Management in Osteoarthritis Patients.
Rehabilitation Medicine Journal, 24(1), 5-12.

Meekusol, S., Kasemsuk, W., Tantivongkunakorn, A., & Siripakkadeekarn, C. (2020). Status and
Demand for Health Tourism Integrated with Cultural Tourism and Thai Wisdom: A
Case Study of Ayutthaya Province from Stakeholder Perspectives. Journal of Royal
Thai Army Nurses, 21(3), 453-462.

Ministry of Public Health. (2021). Medical and Health Information, Ministry of Public Health.
Retrieved February 12, 2024, from https://hdcservice.moph.go.th/hdc/main/index.php

Ministry of Tourism and Sports. (2023). Annual Report 2020: Sports Authority of Thailand,
Ministry of Tourism and Sports. Retrieved February 12, 2024, from chrome-extension://
efaidnbmnnnibpcajpcglclefindmkaj/https://www.moj.go.th/attachments/2022062210
0115 12671.pdf.

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 84




Ritplak,S., Sathiranan, S., & Metheewankul, P. (2007). Modern Health Tourism in Southern Isan.

Nakhon Ratchasima College.

Sukhothai Thammathirat Open University. (2008). Concepts and Theories of Thai Traditional
Medlcine. Sukhothai Thammathirat Open University.

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 85




UNAIIITE

KUINNITARIUIFULUUNITINNTITUIUEE D18 YaINFUTSNAAIUAN

Fuiifuunaany: 18 Anaw 2567 TR WALNYT ! LAY AINT NNTIA’
Tuudlvunaau: 11 garew 2567
TunauTuunanu: 5 wgAadnIgu 2567 v
UNAng

n9ITedinguszasdiite 1) liteAnwiaAUsznauveIguLuUNITINNITUINUE a0 Y TdwHa
FMEANABINTTUINUNFI18TDINGNTINIAUAN Uay 2) ieimuguuuy MITANULITINUNgeIy

Y
a v a

YoenqugsAaRIan mAdeluwuunands WunsidedsUsunauasidedigunin Inen1s3veud
USunaw Usenshe gusenaunislungugsnanmuaniunsannumuasiavysuuna ldnisgudieg
WUULIZA9 31U3U 400 AU N1TITBBIAnIMYINTdunTealy Idoyananiensdunyalgadn 14
wuudunwaifslasaine $1uau 12 v nduszneunislungugsiaduanlunsammariuasias
Yuauma 313 12 vy

NAMFIToNUI 1) BsAUsENEUTRIFUMIUMITAMSUTINU ey Tidumanamuiasnsussay
favoguesndugsiafuan nui1 samsidenuin msaieiansssuesdmsiitiunsuaiumng ms
NuHuNAEInFnIFeans uazmsdnnsmndinusanuggeeny iuesdusznoudfyiitae
daeSumsdnnsussnudaglundugsiacuan wag 2) NsHAUIFULUUNMSIANITHINIULEe Y
Y93ngugInafIuan wudn msgatiu 4 fu ldud ndninusilunisfinnsannisiisnuvesgaoigy
Farau MsuImaussnuggioiglasnisesniuuinusssuesdnsineliannsuvetiuaug nng
TUNUIINAIGIAUTIAIUABINITUINIULFDY UAENI5IANITANT Taajatunisaienenain

LSIUNAIDY
Yy 9

ANEARY: NSIAILI, WIINUREIE, 357AUAN

“Corresponding author e-mail: thitima_p@rmutt.ac.th
! femans138usedn AngUIMIEIna uvivenduinalulagsvinasyy

& —-mail: thitima_p@rmutt.ac.th
2 femans1anseusEdn AnUIMNSTIN wminendumalulagsivieaasyy

Se
3 e-mail: daungporn_p@rmutt.ac.th

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024




Research Articles

The Guideline for the Development of Elderly Workers Management

Model of the Retail Business Group

Received: 18 August 2024 Thitima Pulpetch’ and Duangporn Puttawong?
Revised: 11 October 2024
Accepted: 5 November 2024

Abstract

The objective of this study was twofold: 1) to examine the factors inside Elderly
Workers management patterns that impact the labour requirements of retail organisations,
and secondly, to enhance the older labour management practises within retail organisations.
The study employs an integrated research methodology, combining both quantitative and
qualitative approaches, with an emphasis on quantitative research methods. The sample
comprises a randomly selected group of 400 entrepreneurs in retail sectors located in Bangkok
and its surrounding suburbs. A comprehensive research study was undertaken by a prominent
information provider, wherein a semi-structured interview approach was employed to gather
in-depth insights from 12 individuals representing retail firms located in Bangkok, a suburban
area of the country.

The study revealed two main findings. Firstly, The research findings indicated that the
creation of an organizational culture emphasizing knowledge dissemination, strategic
workforce-to-demand planning mechanisms, and systematic knowledge management
facilitated through elderly workers emerged as critical elements that contributed to effective
elderly workforce management within the retail business sector. Secondly, the study proposed
a framework for managing elderly Workers in the retail industry.This framework emphasised
the importance of clear criteria for considering the employment of older individuals, managing
senior staff through the design of organisational culture, promoting knowledge-sharing, aligning
workforce planning with the needs of elderly Workers, and facilitating knowledge transfer from

elderly Workers.

Keywords: Development, Elderly workers, Retail Business Group
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AauUseleyilviiussuuesyghale

aagsiafUanfuniduniadiuiifiunumdfydelasugialne Tnsdeyasin National
Statistical Office (2021) 5¥y31 §3AAAUANTIYAAIMAIATINNTT 3.5 AIUAIUUM WazdN15I199UY
i1 6.2 dueu Aedufesas 16.5 vesnsdnnuimuslussne fednvauznuiivainaiuasy
gangu 53AvAUanTalidneninlunissessunssnudgeonglailuedned agrslsinu nsdanis
wssugasenglunimgsiaduandsnadunnuvinniedifity Tangtang, Kamolpattana & Suvithayasiri
(2023, pp.3280-297)Mui1 asAnsTulsemalnedaulouisuazuurl jUaTdaaulunsinnig
LLimumaqma IG]EJLQW’]”ING]’]Uﬂ’]SWGMN’]WﬂE” N13USUENINLINADUNITVINIU WazNITESeTZUY
FmeULUTVIEaY uBnaNi Charness & Czaja (2019, pp.234-254) Hatlidiuin mseenuuy

o w ! a

sufimnzanfuauaasatazdediinvousinulgiegidutiadedfyseussansamuaz Ay
fawelalunisviia

msdansussnufgeoglussiadnuindundgfunnudimisvaeuszns mnnmsAnuves
Wongboonsin & Phiromswad (2021, pp.156-175) #ui1 MIfauinweiaviad miuusanulgeens
TugsAadandunnuimeddy iesaniuddanaiolvdinisiimaluladunldlunis
Ffuuanntu Wy seuy POS sruudanisaudaseds uazunannlasunisvieesulat vonani
Theerawit & Chandoevwit (2022, pp.78-95) §elifiudn nsusuaninuandeunisriiauls
wngaufuussudaegdudnussiuddy Tasomelufumssaans Wy nsdafiufivheui
anmudBIronTUINEy MIdamaenuiiBaneu uaznsdavnaunsaitiemdslunisviay fu
guamiarAINUaensiy Prasartkul & Vapattanawong (2023, pp.45-62) Wui1 ussnudgsengly
gafdUAndanudswotgmaunmiiisadestunisinu Tasamsenistinnduiouas
nszgn Ammdesdranmstuliunai wazanueisnanmsuusiiumaluladivi 4 lu
sEfULILNNIE MsTan1sussnudgeenglugsiemuanliiuanvaulauasinsfauiulovis
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1aula Walker & Taylor (2021, pp.89-107) AnwINUI ﬂﬁ%L%ﬁ@Qu%QLﬁuﬂizLﬁnﬂﬁL%’]éﬁﬁﬂu
sorgneuUszimadululelde lemunszuu "Silver Human Resources Centers” fi18dugusay
I@giugsianvan lneAdladainee Uszaunisal waztadinnuaunIn n15vengenensinden
warn1sdaaiuliiinisfinevsudinugln aussmalnsansniuumandrduuiuldideutla
Tymnsuauaauussilusuiam
Mnamumsalifinaniesssaindnmaeauusanuiiasietulueuien uazdanseny
semsUImMsiamminensuyvduazmsindununelussdmsiaznssnused maneyeiesdng
Tnevhsiinassuaznaenuazdonniansuiiefuanunisainsasuulasimdanintuluouen
Tngvianasmsianassluissmadudniiunsud fonsveneoigiazindealiuinnii 60 T
wszidedgeengTauit el Saunndiamnzauninds aaiuuszneunisliiiniug
anuannsavesrgeengunliiionsmnulsiuisulunsudsiu ilosaniinsanenensadaiuilush
yAAa (Tacit Knowledge) luganugusialy Sguraannsadifiudaasseudszananiionaniseing 4 1
Founniu Tngliifesunislunsgamyugizengannifuly anumsainauasuasiaingn gin
ssAmsluniassuazmaenvudesnsevinuaglvianudify Tunssesiunsuiuiasunsuinis
Famminenangudlussdnslaeinasdsumumiesuas milsdsmsinnmineinsuywdasianm
wanzay Taglanznguussnudgeeny fesdnismszvnuarlinnuddyiudnenmluaiuanse
Yosussnuigsegieliaenadosiuuiunueinsuimsiansnineinsuywdauanunisaliinng
LU§auuﬂaaﬁ%ﬁ*ﬂﬂ@jmmé’wL%LLazmiqLi’]'mmasuaqaqﬁmﬂéf (Karpinska et al., 2015)
UagtumsvianrauusswiTlinguaiagsianateanut anudifgyuazaulaiuusanu
fasenganniy ﬁqﬁu“sﬁmviéf%’uﬁw%ﬂivimiﬂumsﬁﬂawsiaum@ 2 Win NP TINUL Y
mmuiamm% sasinuggeengfoindunguyanaiiiussaunisaiua mmmmﬁmwiumimqm
i'a:um:uc»m:uammu’lumswNflummmusuﬁlm yildmane d US‘MVILU(’ﬁULLﬁ\‘i\‘i’mNaﬂa’l‘&JﬂJ’lﬂ‘UU nau
safaduAndunislunats 1 g3fa WuRamsiiReitestunisdousiud yieusmsingnsaud
muﬂm LWamauauaqmmmaamiﬁuaawuﬂmﬁuamms lnedagdugsiacmuiniianuaieyinmi
wedisenaufanmsdnuanntuiaianisuunmidn LLﬁa‘ﬁ"UU’]ﬂIMﬂJiﬂUS”LV]ﬂl‘l/l‘élwi’mmﬂaﬂ‘wu’m
Fuditaly Aamsfuaniadududrdludnunzssianistentsne muanUdsududuazuinig
MsuftRvihiludniifeidestunsliuinsgnd a gauinsgndn uazuanides wiolusiumis
#1199 wu nneuseundnaald, niinenua, ninnurisurunnisda, nnauies CCTV,
wifnaudaidu, minauwheuazenn dehumisnilungugsaduandunumnganiuany
faseny Wesan  Tuszaunsallumsvhaudifesdeslusumisny fivinwzdfgydudndusionis
Wannyaanssulug LuaﬂmﬂLLiNmmaamamumimmﬂuiu8 gy Tuszaunsalemug
favasanemum mrmase Ay ansnsaaisstleviliiugsaald ynduusslaedan
LSINURENDEUA Naﬂﬁuiﬂﬁjmif\]91ﬂ’]iLLiN’m%@\‘iEJ’]q%mﬂiuﬁﬂﬁﬂ’w\l‘umﬁjﬂﬁ]@EJ’NENEJHG]EJl‘IJ
MnanLNTEIRNa” ussnudavegdiusiuaumsnntu wlusnsientu mnniegsiasig
Filsimsgnindatgmlunisdanisussnudgeengnislussdnisudatu msuimsdnnisuasinu
wiinauilndindeaeny suduszdesinsuimsdnnisuazuuimeiidaau Wesnwinrwanunsaly
nsudsduvesniagsianasiasugialunneiivszvinsanas vinlugidefianuaulaiazfnw
09AUTZNBUVDITULIUNTIANTUI S0 TdINAfDA NABINTLI S U901 VB INGHTIAAAN
Uanuazuumeiamnguuuumsinnisussnudgeiguesngugsiamdaniie dudeyauazuun

NN13IANTTUTIULEe g luasinsNiiUsEanTamnsluniasTuasienyy TININSINBILTIY
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faseny fesdnisagldsulsslovifiAnduuinniwareanisuiaussunuiidmaidedonis
fufiuau wasnmsideamnsothlulfiiedudeyalunisuimsianis aduayuiineliAnnisla
Tomamsfsnudwivggeonglunegsefinmiimasuaznaensulunisiifoys Weduuun
N9INMTAATUINITINULUIE NITETIUEUNNDITNVBIUASINTIUTEEZET LAZIVUALNUTEYZEN?

Y =~ v a a a o d' a i
WWULLix‘]\ﬂuLW@IﬂLﬂﬂﬂigaV}ﬁﬂqW SLUﬂ']TUULﬂa@‘UVl'NLﬁﬁ@iﬂﬂﬂ@ﬂﬂﬁ%LWﬂlmUm@lﬂ

24

AQUsTAIAYRINITIRY

1. 1ieAN199AUTENBUYBIFULUUNTIANITUINULFI01E NAINARDAIINADINITUTINY
HE9918YDINGNTIAAAMUAN
2. WeWHUIFURUUNITIANITHINUEEND18UBINGUTINIAUAN

YDULIANISIY

1. sauinduiiud ngammamuasiazUTunma
2. YBULIRAUUTZUINTWAZNAUAIDENS
1) N15398139US10 (Quantitative research) sjsAn¥1adAUsENoUVBITULUUNITIANTT
ussUggeengfidaanenufieInTusILdgsegYeIngugItadUAnileaiadunseunuidnli
aenndoatussdarudludmouinasnamsfinuidodsydndlasineandondsil
1. Usgwns (Population) filtlun1sinudde e fuszneunslundugsiaduaniu
nyuMmImIUATLaETIMTA ndudiagna nqusogsillilunisideated Ao fuszneunislungs
gsnamUanlunsunmumuAsLazUTIMIMA
2) MITeIBanun M (Qualitative research) Lialilédeyaunatiuayussdusznouves
sULUUMIIANIS IS Iy TideNanNFBsNs LT IR vesngugIiamUanTneidenl 35
InguuysIngn1salinega (Phenomenological Approach) A2835dun19all9dn (In-dept
Interview) AuguszneumslungugsiaduanlungamnumunsuazUiumma S1uiu 12 viu 4
WuldmununAnuas Guest, Bunce & Johnson (2006, pp.59-82) Aiszyinnisduntwallisdinaasi]

Alvideyausyinn 12 au Jawiinnnsdusivestaya (Data Saturation)

3. goulnFuition
vouiadudomnsifonsall Usenaude
1. fuUssu (Independent variable) leun
JULUUNITIANITHINUE DY
-mMsanumATIEIIaTlaLY
-Msasaiausssugaiuaudnse
-Msyasdudvangvedasdng
-MITANINTLVINNINTNYINTUY B
2. fruUsn s (Dependent variable) laun
ANNABINITUTNTULEIR Y
4. YDUAAIULIAN
segghan 1 U Sunnueu 2566 - fquieu 2567
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NSAUKUIAANITIY

AaUsAu AuUsAy

FULUUNTINNTITUTIUL G918
-msaenumANLasaTlaaiy
-msasaiausssugatuaudnse
-Msaiud e ve909AnIs
-MITANMINTEVIUNINTNYINTUY WY

ATIUADINITUIIY

v

HA9918Y0INEUTINIAUAN

A 1 NTOULLNARTLANTISY
31: Zacher & Yang (2016, p.1007); Taneva, Arnold & Nicolson (2018, pp.169-185); Kooij et.al
(2020, pp.2727-2753); Ng & Feldman (2021)

NUNIUITIUNITIU

SULUUNITTANITHIIULAI018 Kooij et.al (2020, pp. 2727-2753) lalviaanumungdn

sUuUUNMITANITuIIuggeeny wunes yaveuulUftAruninensuyudfioonuuuuile
atfuayunazfindszavsnmnsihausesninaugeeny Tnefdaiannudesnisuazdeddaanis
YRININYT TIRMTALETUNSSEUIRaenTIn MsBangulunisinu uagnisaianiniingey
msﬁwmuﬁd‘]uﬁmﬁuﬁmaw Zacher & Yang (2016, p.1007) N@1371 JULUUNITIANITUTIEY

Hegany fg ﬂaaﬂnﬁﬁuaaamﬂﬂumﬁammimﬂmwLaamammmLiaﬁ,umimmuﬁuaqwummmmEJ
szqsmmm'ﬁwwmuismwua suuUfUANduaTun1sinuuas mﬂwiuimjmmmmmau
Usraunsalvaaniiniugsany maamumiaiwiamaiummmmLLawm’mmmuﬂumwamq
sowilos uaz Pak et.al (2019, pp. 336-352) 1eina17713UsuUNISINTTLIUEE eI LT UL WINg

mmwuiumsuimimmsmwmmuuwwmLuumsaswmmmmm w5939la uaglamadmsu
Wummmmaiwmmmmmulmamwﬂi vAvEnmuassniuniy Tnedfdanudoinismig
menm 3ale uasdinrasmanian TfamsUsudsudnunrnuuaraninundennishouls
witgauiudy 31nAMULeRuITEA11T0aTUAINNNNEY0Y JULUUNITIANITHTINY
K91y Ao LmemmﬂasmﬂumimmiﬁmmiLLa vatfuayuussnuiitiony 55 Yaululiannse
mmulmamwﬂsuawﬁmwLLaumNﬂmﬂﬂiwﬂuammiammamm mimmaauuammmwmmEJ
SULUUNTIANITUT IR Y um’mLﬁuaaﬂlmmﬂmiﬂguwmﬂuammwawummwlmumi
duasuuazlivszloninnmnuannsailaniuvesussnuggengtioiinaualiiussdnsuazaiig
munagilalifudiussnues Tnsmsszyasiaunnnaudoinyanzsiu msaiisdenalunis
fenennuiuarUszaunisal waznsuoumneunumiiliuseleviainiinvzuazuszaunisal
(Taneva, Arnold & Nicolson, 2018, pp.169-185) %’NLﬁﬂumsa%ﬂaqmmmwmmsﬂﬁiﬂﬂwiu (Taneva,
Armold & Nicolson, 2018, pp.169-185)1#funs131ufgeeny GeaonndeafunulAnues Bal &
Dorenbosch (2015, pp. 84-90) find1231 Masjaitfunsimuiuarldussloviananuaiunsaves

wilnunndely laglaniedgeeny AlUsEaunsallagANUBEIYIYEe aunsaasienua iy
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93ANTREg1IRBLles n1sadeinusssuesinisiilulinsfuninauyndisiauazygudunadusadoe
A319U581NANITIUNLDDADAITTNIUTINAUTENINAUANTY (Zacher & Yang, 2016, p.1007)

nsdREsuANWILBLasNIIAITNAINAINTA18909939TE LTun1sadilenidlunisvineu
Srufusgninaniinausiieds Mdunsondeuaglinsiatuaudialagliddeiseny nsasa
Faussuasdnisigatiunaduia uandulastundnaunndisivesddsznovidiaumuninuuian
UsseIMAsdnsdmsuAud IS lunsIhauvesgseny ¥es Zacher & Yang (2016, p.1007) i

mia%ﬁqamwLLaﬂﬁaumiﬁwmﬁLﬁuam'amsﬁwmuﬁauﬁ’umaqwﬁfﬂmunmhﬁaLLaza'aLa%mmsﬁmm
odusioilosmasndinnisihe madenlssunumvssussnudgiersiuidmmsvesosdnistie
afrausegelanazairuddnianen (Kooj et al., 2020, pp.2727-2753) A1syaitiuidvungvas
29AN3 axdesiinsAeaTideimiuazitmungesdnisedndaau mafvuaunuInuazaw
Suilnvouiaenadesduidvanessins nsadreszuvunmsideyadeounduiidoulosiuitmne
823An15 Tae Truxillo, Cadiz & Hammer (2015, pp. 351-381) wuinnstvuadmnefidaauuasd

ANUINEEMIULTUE Y giroiiunsagelanazusy zansamlunisiien waznnsdanig
nszUIUNTNINEINIUIYESTineUauasiaA LN TTYe T LY g N IuINTNULIAANTS
aﬂmim‘wmﬂiwwammawmmﬁmmu (Lifespan HR Theory) 184 Kooij et.al (2020, pp.2727-
2753) indnimsufiadiuninensuysdasuiulfvngafuanudosnisuazilmineves
wifneulundazdaede lnslanizogreBadmiuusanuggeeny 201 smunIussanssudn sy
ansaaguliinsuuuumsianisussauggeeny Useneuse 1) msaiisaumanuaansafilaaisiu
2) Msasreinusssugadunudnse 3) nsadudivinevessdng waz 4) MsInNIINIEUIUNIS
N3NeINTUYWE ANFBINITUTINULFIB1Y 91nM5ANY Ng & Feldman (2021) TéAnuniladed
dsnarionudeInsusanudgeenglueddng wuin Mimuafvesuimnazifieusinausionsay
Haseny ulsuiemsuImaminensuywdiiduinsfuggeeny wazmnuaiunsavessdnslunisld
Usgloviannuszaunsaluaginurueaussnuggeeny 1ulladvdfyfidmasionnudeinisussy
Hee018 @aanAdesiuaIuIToves Oude Mulders, Henkens & Schippers (2018, pp. 1-10) Wu11

peANINTulouIskaTRUsTTULEaRRAIIUNAINa18Y0Ty Tuwilduiasdauwasinwinssey
Havegunndn tnsanizluanunsalilianisuawnauusunivinysiany
= ada v

TLUYUIBIY

n19338 i un1539uuuunaunaIu (Mixed Method Research) faen15338139uSuna
(Quantitative Research) $3uUn15338439AMAIN (Qualitative Research) Iagldi53de1eUTuna
Jundnuazisideidanunimasuiievetsnuliianudaaudau §idenmuauuimianisfing
muszileuInideudazUszinmeil

1. N33 eUTae

2IAUTENBUVBIFUKUUNTIANITUTHULEI0E NAHAABAINABINITUTINULEIB 1Y VBY

nqugsnamUanlunuidedsUsuna men1sinssiansnavesauuAgIuiIen1sanaoeL3any e
(Multiple Regression) Inafinvundunaugounil

a v

1.1 Uszvns (Population) Nldlunsfinen3de laun gusznaunislungugsiamyaniy

o

nIMNEMIUASHarUTIMMA naufegelelun1sideaseil Ao fusenaunislungugsiacuaniy
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NTUNNUIUATHATUSNANE IAgMMLATUIANAUAI0E199ULWINISYBY Cochran (1977, pp.75-76)
f31unguldaivuevuiaiiegralasldansauiunsillingudnuiudseyng lneiivualviaiy
AaALAReUlsiAy 5% saviaau 385 au ilonuamardeudu 400 Ay

1.2 fidblduvuaeunu L‘Uumiamamm‘um'ﬁm*u3’;U'ﬁ’amaua1m81wmmmuLL‘U‘UUmEJ
U Srurusianun 36 4o utadu 3 dou Usznoudae daudl 1 feyadiutsesnsaanivasvos
Ausznaunistunguesianvan ddnwasuuuaeunudunuunsaeusnens 31U 9 4o laun
e 918 SEAUNSANYY Uszaunisadlunisvinau sundsnuludagdu dssianianis ssesiian
fuduians seldiedsvesianisdelfiounarJUuuuYesiants dudl 2 LuvasuauANNARLTY
Aertuesdusznausuuuunisdanisusanuggeoigvesndugsiadiudniiiududsduis 4
$1unu 22 9o 1iuA 1) msadsqaAeasaiilansu 2) msasiansssasjaiunudita 3)
Mssautmineredesinig wag 4) Mmsdnnisnsruaunsminensuyed dwd 3 anudeanis
ussnuggeegveengugsiamuanidusiuusay duu 5 e Fedudl 2 uas 3 THunasgudunuy
Uswifiuen (Rating Scales) 91uan 5 5z IduA wndtan 1nn Yaunans tios uasdesfian a1ntum
AindsvessziunnuAniiulaeldnsulanumnevessiade Seeandeadsl Aiade 4.24-5.00
wieia dszfuanuAnifiussduanniign Aade 3.43-4.23 mneds fszduanuAnfussiusei
1N ALRAE 2.62-3.42 e TszduanuAnfiussiuliunas Aade 1.81-2.61 mnefs sz
AmwARiusEFuTios Aade 1.00-1.80 vanefa dmnuAafuszduosiign

1.3 mimaaummauyia}umLﬁfam (Context Validity) Tngunuuvasuany fiad1sguain
WA uAALFEANTBIMTS 10C (Index of Item Objective Congruence) Asld3umsnsaaeuann
frssnandisumsdnnisninensuywd 9w 3 viw fanedenedeiininnii 0.5 yade

1.4 m3nsaeuaAnudoiuvesuuvasunmdililinguiegislunisfnwdiuau 30
frog Ndnuarlndifsuiionaaeuauiiilaludeainmvesnguieds saufsnsfvsaus
foyauaznisirdeyamimiuindedevesuuuasuniy (Reliability) Ingldeduuszansuoai
(Cronbach’s Alpha) l¢inmnuduiusvesuuuasuausiayaii 0.932 endestufiunnndt 0.7 anunsn
thuvvasuasilldluduneusieluly

1.5 Mylasgsideyadiuyanafeaindonssaun 1dun Afevas dlads waze
\Jeauuninsgiu Srufunisiinesideyadenisonneeianmgal iilowsnsalesduszneuves
sULUUMsianIsusInudgengiidinadonnudeanisussnuggiengveenguginaduaniagld
wadanadensudslneTBiusulsdassuuudunay

2. 11539818 LBlHLALLINIINITRRUIFULUUNITTANISUIINULEIR18UBINE
g3nafUan Wuanuddedanuninimedsivewuunsdinyianiy (Case Study Approach) lne

9
[

tvuaiduduneudesdialuil

2.1 Wiellddeyamatiuayusduseneureaguuuunsinmsusanuggsengidmanin
MOINITHINIUEAI01890endugIAan1Uanlaeidenldisineuuudsingnisalinen
(Phenomenological Approach) Aa838dun1walidedn (In-dept Interview) ﬁ’wﬁﬂisﬂaumﬂumjm
gsnamUanlunsannumuAsuazUSuama 911U 12 vinu
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a

2.2 {ifafununudeyafensdunuaidsdn Taeduwudaonndesaisaedad
uWaNsANYINTngUszasnITIdeden 1 samfuunasteyaniogionuilsie fsn uazaudded
\Rentes eduamziidudemnuiosuisiisafusuuuumsiansussnuggaeny

23 fAdeladasigideyanasulsnavinnisinudeyalaenisdunivalidadn fu
AusznaunslungugsiadUanlunsammuviuasiasUSuana 91w 12 vinu In1sduiindeyalae
nsanduiinasayauazduiinides nuiinsinsideyaildainnsdunivaiidednuaznen
ANuvanY TnensiUSuiisutayanmanisalmenisanvoudaya (Data Reduction) Men1siug
Toyafifinrmadoiuanlihefu sufunisundessanuinuuedoutuiiowdu (Yin, 2003) tie
wlvdnsagunanmsfnyuavedusenatoyaligndesnuinguszaian1side

2.4 {ifensreaouanuunieiievesdeyalaendnnguiuuvaiudn (Trangulation)
Usznaudne (1) fuuvasdoyaifundsiiunuandietu ldun van flideyandn uazaniuil (2) fu
Sunufiaiideusazauniideyaunndnaiu Ineldiddonnni 1 au srudiesgiasiinuain
MsdumwalinuyBIBsUsaLyARa uaY (3) suunAaguiiusngeglumsvumumssunssy

NaN1578

MBI BIAUTENBUVBITULUUNITIANITUIINUN IR TAHAR DAIUABINTS
WINTUREIRYYRINANTIRAAUEN WU

1. wan1sAszvdeyalaivdiuyana

1.1 wan153ias1eideyadnuiuuazA1Tosazvedng U819 IUUNRIULNA WU
Fuszneunislunguesiaduan lnedrulngidunands 91w 274 au Anluiosas 68.5 wanilu
weme w126 Au Andusesas 31.5

1.2 wan193tAs1gndeyadiuiuiazA1soeazv0InquAleg1s 3WUNA1N81Y NUn
duszneunislunquasiaduan lnedulng fieng uanna1 60 T dauau 199 au Andusesas 49.8
3998911 918 41-50 U F1uau 108 au Andudeway 27.0 01 51-60 U d1uau 47 au Andudesas
11.8 wazeny 31-40 U §1uau 46 au Andusesas 11.5

1.3 NaN153LATIERYaLaTIUIULAL AN TOEATYRINAUMIBEN FIUUNAIUTEAUNITANY)
wugUsEnaunstungugsiaaiuan lnediulvgy wéfumiﬁﬂmqmdm%mmm?ﬁum U 227
Anidufesas 56.8 uarszdumsAnu Ty rIusesindt dwau 173 au Andufesas 43.3

1.4 namsiasgidoyadnuiuiariogarvenguiieg e Suunaudszaunisallunig
yhau nuhiusznounislungussiadiudn Tnediilvg) Sussaunisaiinnndt 15 3uly S1uan
166 Au Anlusosaz 41.5 5098911 5 - 10 U 97u3u 116 au Anludesas 29.0 11 - 15 U 91uu
93 au Anlusaway 23.3 waztioandn 5 U 91uau 25 au Anduiosas 6.3

1.5 #an15IATIedayaiIuiuLarA1Souaz U InguAI8g19 Ikunauiwtauly
Ta90u wudn guseneunislungugsfiacudn ngdlvg duvdadnvesianis 91w 239 au @n
Jufesay 59.8 509891 §3an1592lU (General Manager) $1uu 125 au Andufevay 313
wina $1uau 23 Au Andudesas 5.8 waznssumsydnns 1w 13 au Andudosas 3.3

1.6 nan153ATIERdeyaduIuLazA1ouazY0INGUAI9E19 TIUUNANUTELANAINIS
wud fgusenaunislungugsianiuan lngdilvg Ussianianisidives auded 91w 151 au @n
ueway 37.8 sosawn vs¥nddn $1uiu 139 au Anlu Souaz 34.8 uaziaiudiudidn S
110 Au Anvdusevas 27.5
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1.7 NAN15AATIEVUYATIUIULALATREALYBING U081 TIMUNAIUNTEUZLIAALTY
Aan1s wud gusegnaunstungussiamuan eedwlvg) anfiuianis 5-10 Y 91w 255 au fin
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Abstract

The objective of this study is to delve into the factors that significantly influence
female consumers' intention to purchase intimate hygiene products via online mobile
applications in Bangkok. The study specifically examined demographic factors, the 4 P’s
marketing mix (Product, Price, Place, Promotion), and the Technology Acceptance Model (TAM)
factors that impacted the intention to purchase these products. The data were collected using
an online Google Form questionnaire, with a total of 400 valid responses analyzed. Statistical
measures used in this study included percentage, mean, and standard deviation. The
hypotheses were tested using one-way ANOVA and multiple regression analysis. The results
indicated that the factors significantly affecting the intention to purchase intimate hygiene
products at a significance level of 0.05, in order of influence, were innovation and technology
acceptance factors, precisely attitude towards using, and marketing mix factors were price,
place, and product, respectively.

Keywords: Technology acceptance model, Marketing Mix, Attitude toward Using
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Introduction

The integration of the Technology Acceptance Model (TAM) and the Marketing Mix
(4 Ps) offers significant advantages in designing this study on online shopping behavior in
Bangkok. This combined approach facilitates a comprehensive understanding of technological
factors, such as perceived ease of use and perceived usefulness of the products, alongside
marketing factors, including product, price, place, and promotion, to study customer behavior
on online platforms in Bangkok's current market landscape. Together, these elements
effectively describe contemporary marketing strategies employed on online platforms,
providing a holistic framework for analyzing consumer decision-making in digital environments.

While existing research has explored the TAM and Marketing Mix independently in the
context of online shopping, limited studies have combined these frameworks to examine their
synergies in influencing consumer behavior. Female consumers of intimate hygiene products
may exhibit distinct purchasing behaviors compared to other product categories, influenced
by both technological acceptance and unique marketing considerations, such as sensitivity in
communication and targeted promotions.

This study aims to address this gap by investigating how core aspects of TAM interact
with marketing strategies, such as product positioning and promotional campaigns, in shaping
online purchasing behavior for intimate hygiene products. By doing so, this research provides
a deeper understanding of consumer preferences and behavior in this underrepresented
product category, enabling the development of more effective strategies to meet their needs
in the highly competitive online marketplace. This dual-framework approach not only fills a
critical gap in the literature but also offers practical insights for businesses seeking to enhance
their online marketing efforts in this niche sector.

The COVID-19 epidemic has had a significant effect on health and hygiene-related
practices and awareness. Also, customers are able to access news and information more easily
(Department of Mental Health, 2020). a result of the harmful substances that they come into
contact with on a daily basis, individuals are more encouraged to focus on hygiene and health.
These pollutants involve invisible ones like PM 2.5 dust particles (Bakal, 2021 pp.297-306),
airborne bacteria, as well as visible ones like air pollution and vehicle exhaust. Sweating and
body odor are common difficulties in hot and humid regions like Thailand, particularly in high
humidity areas. According to (Chen et al. 2017, pp.58-67). this produces the perfect
environment for the growth of pathogenic microorganisms such as bacteria, protozoa, and
fungus, which can lead to irritation, itching, and unpleasant smells in men's and women's
intimate areas. These smells can occur as the result of infections, dampness, sexually
transmitted illnesses, or other health and hygiene problems. Cleaning the body and intimate
areas on a regular basis is essential emphasizing the necessity of basic hygiene products,

particularly for women (Sirithanabadeekul, 2023, pp.108-113).
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It is astonishing how widespread intimate area cleaning products are growing in
today's society. These products are becoming growing increasingly well-liked by various
categories of female customers. At present, a larger number of brands manufacture these
items, which are highly sought-after by users (Vongnaklang & Siriwattana, 2023, pp.238-
251). These products are produced by manufacturers to meet consumer demands, with
the goal of eliminating unpleasant odors and preventing the spread of bacteria and other
illnesses. To better serve consumers and boost the performance of the products for
personal hygiene, manufacturers carefully select the ingredients. Vitamins, skin softeners,
and plant oils such as banana, tea tree, grapefruit, bergamot, rose, and palm oil are typical
components (Department of International Trade Promotion, n.d.). Intimate cleaning
demand for goods has the potential to shift based on consumer preferences and
requirements. Therefore, research and strategies for marketing are essential for their
success. Their ability to succeed is based on the attitudes, needs, beliefs, knowledge, and
actions of their customers. Due to the shift in consumer preferences, an increasing amount
of buyers constantly prefer local marketplaces like Facebook, Shopee, Lazada, and LINE,
along with national ones like eBay, Amazon, Alibaba, AliExpress, Taobao, and TikTok.
Obviously, online shopping has become mainstream in part to its convenience and speed.
Online shopping has become widespread owing to technology and internet access
(Sukkam, 2017, pp.7-11). Consumers like to make bulk purchases at lower prices without
leaving their homes or the offices. This shift in consumer behavior is consistent with the
"New Normal" lifestyle, which allows you more time for other pursuits such as online
shopping, influencing purchasing volume. As customers increasingly use digital platforms,
whether it's watching movies or playing games or even taking time to exercise. Companies
have had to adapt their customer service strategies in response to the COVID-19 epidemic,
particularly since a large number of employees are working remotely or from home. This
implies that they have to offer simple methods to allow consumers to purchase food,
products, and services via online platforms using their phones or laptops. Understanding
the growth of the e-commerce sector requires the collection of predictive data
(Panyaprachum, 2022, pp.7-10). Thais spent an average of seven hours and four minutes
online every day, according to the Thailand Internet User Behavior (IUB) 2022 survey, which
comprised 46,348 participants from various areas and ages (Electronic Transactions
Development Agency, 2023). With an average of 8 hours and 55 minutes per day, Gen Y
(ages 22 to 41) and Gen Z (under 22) had the highest usage of the internet. Baby Boomers
and elderly people (58 years old and above) used the internet for approximately 3 hours
and 21 minutes per day, while Gen X (42-57 years old) spent roughly 5 hours and 52
minutes per day online (Bratina & Faganel, 2024, pp.4).
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Data on internet activity in Thailand in 2022 demonstrated that the COVID-19 epidemic
and the increasing trend of using technology for safety and convenience had altered how
individuals used internet access. With 86.16% of users, online medical services were the most
frequently accessed. This was probably because it lowered the risk of COVID-19 and made
communicating with medical professionals simpler. Other typical online activities were meeting
and working (20.67%), entertainment (18.75%), live commerce (34.10%), financial transactions
(31.29%), e-mailing (26.62%), online shopping (24.55%), information-seeking and reading
(29.51%), and communication (65.70%). Sales on the internet in Thailand achieved an all- time
record of 700 billion baht in 2023, according to Statista and the Stock Exchange of Thailand. This
number is comparable to the sales of 7-Eleven, which operates over 14,000 branches. According
to McKinsey, Thai e-commerce is expected to grow by twenty-five percent annually and
contribute approximately two percent to the the nation's GDP. Food and beverage products
increased at the quickest rate, with health and beauty products following closely behind. There
is a greater emphasis on female healthcare items as a result of the shift in consumer behavior
following the COVID-19 epidemic, particularly among Gen Y women who reflect the highest
levels of internet activity and shopping. This research examines the variables that influence
consumers' decisions to purchase personal hysiene products in Bangkok via mobile internet
platforms. The findings can be used to enhance marketing strategies and better serve the

demands of companies and customers.

Research Objective

To identify and analyze the key factors influencing the intention of female consumers
in Bangkok to purchase intimate hygiene products through online mobile applications,
including technological factors from TAM model and marketing mix 4p. The results of this
study will be used to develop marketing strategies for business operations. Furthermore, the
findings will help entrepreneurs in the intimate hygiene product industry by providing insights

and practical applications for improving their business success.

Scope of the Research

The study adopts a non-probability sampling method, in which the sample is chosen
without reference to the likelihood of selection. The data was acquired using an online
questionnaire distributed over internet platforms, with a sample size of 400 participants. The
sample size was determined using the Taro Yamane formula (1979) at a 95% confidence level.
The computation formula is shown below. In this study, a questionnaire was distributed to

400 respondents via Google Forms.
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Conceptual Framework

Study of the Marketing Mix (4Ps) and Technology Acceptance Model (TAM) Factors
Influencing the Purchase Intention of Intimate Cleansing Products among Female Consumers
through Mobile Application Platforms in Bangkok. This study aims to examine the marketing
mix (4Ps) and the Technology Acceptance Model (TAM) factors that influence the purchase
intention of intimate cleansing products, specifically liquid soap, among female consumers in
Bangkok through mobile application platforms. The research investigates the factors
Influencing Intention to purchase Intimate hygiene products of female consumers through
online mobile applications in Bangkok, including:

Marketing Mix (4Ps) Factors: 1. Product: Attributes and quality of the intimate cleansing
liquid soap, 2. Price: The pricing strategies and perceived value for money, 3. Place: Distribution
channels and accessibility through mobile platforms, 4. Promotion: Sales promotions,
advertisements, and other promotional activities (Harris et al., 2020, pp.593-598; Lasi, 2021,
pp.171-175; Chaffey & Smith, 2022, pp.676).

Technology Acceptance Model (TAM) Factors: 1. Perceived Ease of Use: How easy and
convenient it is for consumers to use the mobile application platform, 2. Perceived Usefulness:
The benefits and effectiveness perceived by consumers when using the mobile application
platform for purchasing, 3. Attitude Toward Using: The overall attitude of consumers towards
using the mobile application for their purchases (Abd Majid & Mohd Shamsudin, 2019, pp.1-10).

We collected data by analyzing the responses of 400 legitimate respondents to an
online survey using Google Forms. Statistical techniques such as percentage, average, standard
deviation, and multiple regression analysis were used to test the hypothesis on the data.

A questionnaire created especially for data collection serves as the main source of
data for this investigation. Four hundred questionnaires were completed and returned by the
sample group. The Cronbach's Alpha coefficient was used to evaluate the questionnaire's
reliability; to guarantee the accuracy of the data processing, an acceptable threshold of 0.7 or
higher had been selected. The questionnaire was tested with 30 sets issued to individuals
outside the sample group. The Cronbach's Alpha Reliability Coefficient, which ranges from 0
to 1, was used to assess item reliability. Cronbach (1990) defines an appropriate Cronbach's
Alpha value as one that is greater than 0.7. The study was carried out using SPSS software,
and the results showed that all items exceeded the 0.7 criterion, supporting the
questionnaire's reliability. Validity, the researcher will deliver the questionnaire to three
experts, including academics and field specialists, to assess its validity. The Index of Item
Objective Congruence (I0C) will be calculated to assess the alignment of each question with
the research objectives. Each item will need to have a minimum acceptable IOC score of 0.5

before it can be used.
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The online administration of the form by Google Forms shortened the time needed to
complete data collection and made the sample group simple to reach. Individuals filled out
the self-administered questionnaire on their own.

To choose the sample group, a non-probability sampling technique was used, namely
voluntary response sampling, in which participants were asked to answer the questionnaire.
Using online mobile applications, this method was selected to efficiently gather data from a
broad sample of female consumers regarding the factors Influencing Intention to purchase
Intimate hygiene products of female consumers through online mobile applications in
Bangkok.

The results of this research suggest that the marketing mix and TAM characteristics are
important determinants of intimate cleansing product purchase intention. These results
support theoretical frameworks and offer insightful information for creating winning business
plans for companies in the market for liquid soap intended for intimate washing. Through
targeted mobile application platforms, the study's findings can assist firms with enhancing their

marketing strategies and increasing customer trust and happiness.

Independent Variables Dependent Variable

4’Ps (Marketing Mix)

1) Product
H1
2) Price
H2
3) Place H\3* (Behavioral Intention)
. H4 The factors Influencing Intention to
4) Promotion ———————»

purchase Intimate hygiene products of

female consumers through online mobile

H5

Applications in Bangkok
Technology Acceptance Mode He6
1) (Perceived ease of use) HY

2) (Perceived usefulness)

3) (Attitude toward using)

Figure 1 Behavioral Intention is the dependent variable in this research
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Literature Review

Concepts and Theories of Technology Acceptance Model (TAM)

To ensure the establishment of a model that explains user behavior in the context of
information technology adoption, Davis introduced the technology acceptance model (TAM)
in 1985. TAM integrates basic principles with the theory of reasoned action (Aljohani, 2023, pp.
76-91). TAM evaluates how users view a system and how different parts of the model relate
to one another. The model starts by considering into account external factors that have a
threefold effect on user perceptions:

1) Perceived usefulness refers to the extent to which people feel that information
technology improves their ability to do their jobs is known as perceived usefulness. It
represents how people view information technology's contribution to increasing their
productivity at work, helping them appreciate and find the technology useful for their jobs.

2) Perceived ease of users feels that there is little effort necessary for using the system
is known as perceived ease of use. Users are more likely to find technology easy to use when
they believe that the system can be easily and understood to use (Venkatesh & Davis, 2000,
pp.238-251).

3) Attitude towards using a technology influences their behavioral intention to utilize
it, which in turn influences their actual utilization (Ali et al., 2019, pp.27-30). However
occasionally, individuals may develop a behavioral intention to use technology based just on
the advantage they believe it to be, eschewing any attitudes they may have about utilizing it.
The model demonstrates this relationship by showing a clear correlation between behavioral
intention and perceived usefulness, regardless of attitude toward use. This suggests that even
in the absence of a favorable attitude toward its use, people can be persuaded to accept

technology based only on its alleged advantages.

Concepts and Theories of 4P’s Marketing Mix

A collection of methods or techniques used by businesses to sell their names and
goods in the marketplace is referred to as the 4Ps marketing mix. Product, pricing, place, and
promotion are the main elements of the marketing mix, and each is essential to the total
marketing plan (Soedarsono et al., 2020, pp.108-118).

1) The term “product” describes the real thing being offered. If a product doesn't
provide the core value that customers want, the other marketing components lose their
significance.

2) The term “price” is the product's price is its given value. Target market groups,
production costs, and the market's willingness to pay all influence pricing tactics. In addition
to improving the product's image, several pricing tactics are employed to be consistent with

the overall business plan.
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3) The term “Place” is the place where the goods is offered for sale. The goal of
efficient channels of delivery is to position the product in convenient and consumer-attracting
locations. To maximize sales, businesses frequently invest in upscale retail locations. This also
applies to online distribution outlets in the digital age.

4) The term “Promotion” is all efforts made to increase consumer awareness of the
product or service are included in promotion. It consists of public relations, word-of-mouth
marketing, press releases, commissions, incentives, and prizes—Ilike freebies, contests, and
discounts—that encourage customer purchases (Qurtubi et al., 2022, pp.15-29).

Implementing the 4P’s marketing mix offers several benefits: (1) Understanding
customers and market—The 4P’s help businesses gain deep insights into customer needs and
market conditions, allowing them to develop products, set prices, choose distribution
channels, and plan promotions that align with customer expectations; (2) Creating competitive
advantage—Businesses using the 4P’s can outperform competitors by offering distinctive and
appealing products or services, thereby gaining a competitive edge; (3) Increasing sales and
profits—An effective 4P’s strategy can boost sales and profits by encouraging repeat purchases
and positive word-of-mouth among customers; (4) Building a strong brand—Utilizing the 4P’s
helps in creating a strong brand that resonates with customer needs, creating a positive brand
image (Cuizon & Cuizon, 2022, pp.202-223).

These principles align with various research studies. For instance, K. Selvarajah and T.
studied the impact of the 4P’s marketing mix on the purchasing intentions of Gen Y women
for emergency contraceptives in Malaysia. They found that the lack of a comprehensive
marketing mix resulted in low purchase intentions among Gen Y women. Marketers are thus
advised to leverage the 4P’s to attract this demographic and increase market share. Similarly,
Susi Angi Purnama Sari's research on the influence of the 4P’s marketing mix on purchasing
decisions for fashion products on Shopee, focusing on Gen Z in Surakarta, found that price,
promotion, and place had a significant positive impact on purchasing decisions, while the
product itself had a significant negative impact.

Research Framework and Questionnaire

This study investigated the factors of the technology acceptance model (TAM) and the
4P’s marketing mix that influence female consumers’ intention to purchase intimate cleansing
products through mobile applications in Bangkok. The primary data source for this study was
a questionnaire specifically developed for data collection.

A total of 400 completed questionnaires were returned. The reliability of the data was
assessed using Cronbach's Alpha coefficient, with an acceptable threshold set at 0.7 or higher
to ensure the accuracy of the data analysis. Data was collected via an online questionnaire
using Google Forms, chosen for its ease of access to the sample group and the reduced time
required for data collection. The respondents completed the self-administered questionnaire.
A non-probability sampling method was used to select the sample group, ensuring a diverse
range of participants.
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Table 1 Question items

Variables

Question Items

4P’s Marketing Mix

1. Product (Armstrong, 2009, pp.425-431)

Prol 1.1 Brands of intimate cleansing products must be credible and
trustworthy.

Pro2 1.2 Intimate cleansing products must be of good quality, certified, and
legally compliant.

Pro3 1.3 The packaging of intimate cleansing products must be attractive and

interesting.

2. Price (Armstrong, 2009, pp.425-431)

Pril 2.1 The prices of intimate cleansing products are cheaper online than
offline (in-store).

Pri2 2.2 Online platforms enable fast price comparisons of intimate cleansing
products.

Pri3 2.3 You think the prices of intimate cleansing products on the market are

reasonable.

3. Place (Armstrong, 2009, pp.425-431)

Plal 3.1 Consumers can purchase intimate cleansing products online at any
time.

Pla2 3.2 Purchasing intimate cleansing products online is more convenient
and easier.

Pla3 3.3 Online platforms make purchasing intimate cleansing products easier.

4. Promotion (Armstrong, 2009, pp.425-431)

Prom1 4.1 Online advertisements inform customers about promotions, news
during festivals, and important events.

Prom2 4.2 Discounts or freebies are offered under specified conditions.

Prom3 4.3 The prices of intimate cleansing products online during special

occasions are lower.

Technology Acceptance Model (TAM)

5. Perceived ease of use (Sharma & Sharma, 2019, pp.65-75)

PEOU1 5.1 Online platforms make placing orders for intimate cleansing products
easy.

PEOU2 5.2 Online platforms provide easy access to information about intimate
cleansing products.

PEOU3 5.3 Online platforms facilitate easy communication with sellers and

include reviews from other users.
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Table 1 (Per)

Variables Question Items
Technology Acceptance Model (TAM)
6. Perceived usefulness (Sharma & Sharma, 2019, pp.65-75)

PU1 6.1 You think purchasing intimate cleansing products online allows for

price comparison before purchasing.

PU2 6.2 Purchasing intimate cleansing products online is time-saving and

more convenient than offline purchasing.

PU3 6.3 Purchasing intimate cleansing products online allows you to purchase

items that are not available in general markets.
7. Attitude toward using (Sharma & Sharma, 2019, pp.65-75)

ATU1 7.1 Purchasing intimate cleansing products online suits your lifestyle.

ATU2 7.2 Online platforms provide detailed explanations of the ordering

process before purchasing intimate cleansing products.

ATU3 7.3 Purchasing intimate cleansing products online can be done via

various devices.

8. Intention to purchase intimate cleansing products (Ghali-Zinoubi, 2023, pp.175-179)

BI1* 8.1 You intend to purchase intimate cleansing products through the

online channel of your choice.

BI2* 8.2 You are likely to repurchase intimate cleansing products through

online channels.

BI3* 8.3 You think purchasing intimate cleansing products online is safe and

provides you with quality products.

Remarks: * = Dependent variables

Methodology

The study area for this research is Bangkok, located in the central region of Thailand.
According to the announcement from the Central Registration Bureau (Central Registration
Bureau Announcement on the Population of the Kingdom Based on Civil Registration Records),
in 2022, there were 2,878,010 Thai female residents living in Bangkok (Thai government gazette,
2023). The participants in this study are female who live in Bangkok. A non-probability sampling
method was used, with a total of 400 participants. The sample size was determined using the
Taro Yamane formula (1979), with a 95% confidence level. The formula for the computation
is as follows. The researcher used a sample size of 400 people for this study, and data were

obtained using an online questionnaire created with Google Forms.
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2,878,010

1+(2,878,010)x0.052
2,878,010

" 7,196

n = 399.945 = 400

Reliability, in order to determine the dependability value using Cronbach's Alpha
coefficient, the researcher gathered a different sample of thirty people. A reliability
acceptability threshold of 0.7 or above was established and. Validity, the researcher will
deliver the questionnaire to three experts, including academics and field specialists, to assess
its validity. The Index of Item Objective Congruence (I0OC) will be calculated to assess the
alignment of each question with the research objectives. Each item will need to have a
minimum acceptable 10C score of 0.5 before it can be used. Experts IOC by 1. Mr.Wasapa
Thephasadin  Na Ayutthaya, Chairman the WS929 Company Limited (SW.Brand), 2.
Mrs.Chonsorn Sappawat, Pharmacist, and 3. Dr.Jaratwan Chantrat, Research Expert, as shown
in Table 2.

Table 2 Reliability and Validity Assessment of the Questionnaire

No. Independent variable I0C Result
1 | Product 1 Validity
2 | Price 1 Validity
3 | Place 1 Validity
4 | Promotion 1 Validity
5 | Perceived ease of use 1 Validity
6 | Perceived usefulness 1 Validity
7 | Attitude toward using 1 Validity
8 | Intention to use 1 Validity

Data Analysis

After completing the data collection, the questionnaires were checked for
completeness and accuracy. The questionnaires were then coded according to statistical
research methods and processed using computer software, SPSS Version 22. Multiple linear
regression analysis was employed to predict the relationships between the independent
variables—the Technology Acceptance Model (TAM) factors and the 4P’s Marketing Mix
factors—and the dependent variable—the intention to purchase intimate hygiene products.
Most of the sample group is 31-40 years old, with 118 participants accounting for 29.5%. The
greatest level of education is a bachelor's degree, which is held by 221 people (55.3%). The
most common monthly salary is from 15,001 to 30,000 Baht, accounting for 151 persons or
37.8%. Facebook is the most popular purchasing channel, with 110 users, or 27.5%. TikTok has
the highest influence on purchasing decisions, with 120 customers that contribute 30.0%.
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Results

The distribution of the questionnaire resulted in a total of 400 responses. All 400
respondents were willing to participate and completed the questionnaire, successfully passing
the screening questions. Therefore, all 400 questionnaires were deemed valid and usable for
analysis.

Table 3 Frequency and percentage of demographic characteristics of respondents

Personal Factors Frequency Percentage
Age
Under or equal to 20 95 23.8
21 -130 90 225
31 -40 118 29.5
41 and above 97 24.3
Educational Level
Lower than a bachelor’s degree 82 20.5
Bachelor’s degree 221 55.3
Master’s degree 79 19.8
Doctoral degree 18 4.5
Average Monthly Income
Under or equal to 15,000 Baht 48 12.0
15,001 - 30,000 Baht 151 37.8
30,001 - 45,000 Baht 109 27.3
Higher than 45,001 Baht 92 23.0
Online Distribution Channels
Facebook 110 27.5
TikTok 90 225
Shoppe 80 20.0
Lazada 69 17.3
Line 51 12.8
Media Influencing Purchasing Decisions
Facebook 90 22.5
TikTok 120 30.0
Shoppe 75 18.8
Lazada 70 17.5
Line a5 11.3
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As shown in Table 2, it was found that the majority of respondents, 118 females, were
aged between 31 and 40 years. A total of 221 females (55.3%) had a bachelor's degree. The
majority, 151 females (37.8%), had an average monthly income between 15,001 and 30,000

baht. Most purchases were made through Facebook, with 110 females (27.5%) using this

platform. TikTok was the medium with the most significant influence on purchasing decisions

among this sample group, influencing 120 females (30.0%).

Table 4 Correlations between independent variables and dependent variables

Variables | In Pro Pri, Plas Promgq PEOUs PUg ATU-
BI 559%* 1507 704** 661%* 153%* .700** 196%*
Pro 718** 662%* .698** .682%* 682%* 5947
Pri, 192%* 152** .855** T61%* .659**
Plas 57 183** T21%* 627**
Promg .829%* 517 .598**
PEOUs .846** .7103%*
PUs 669**
ATU;

** Significant at p < .01

* Significant at p < .05

From Table 3, the correlations between the dependent variable and independent

variables can be explained as follows:

1.

Product directly correlated with intention to purchase intimate hygiene products at
a high level (r = 0.559) at a statistical significance level of .05.

Price directly correlated with intention to purchase intimate hysgiene products at a
high level (r = 0.750) at a statistical significance level of .05.

Place directly correlated with intention to purchase intimate hygiene products at a
high level (r = 0.704) at a statistical significance level of .05.

Promotion directly correlated with the intention to purchase intimate hygiene
products at a high level (r = 0.661) at a statistical significance level of .05.

Perceived usefulness directly correlated with intention to purchase intimate hygiene
products at a high level (r = 0.753) at a statistical significance level of .05.

Perceived ease of use directly correlated with intention to purchase intimate
hygiene products at a high level (r = 0.700) at a statistical significance level of .05.

. Attitude toward using directly correlated with intention to purchase intimate

hygiene products at a high level (r = 0.796) at a statistical significance level of .05.
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Table 5 Results of multiple regression analysis using the enter method.

Coefficients
Predictors Unstandardized Standardized t Sig.

Coefficients Coefficients

B S.E. B
Constants 0.630 0.126 4.996 0.000
Product (X pro) -0.164 0.044 -0.152 -3.751 0.000*
Price (X pr) 0.265 0.052 0.282 5.072 0.000*
Place (X pi) 0.115 0.042 0.128 2.739 0.006*
Promotion (X prom) 0.059 0.048 0.062 1.239 0.216
Perceived ease of use (X 0.050 0.063 0.054 0.786 0.432
PEOU)
Perceived usefulness (X py) 0.068 0.048 0.073 1.432 0.153
Attitude toward using 0.470 0.036 0.496 13.17 0.000*
(Xarv)

R = .862; R? = .744; R* adjust = .739; SEE = .433, Sig = 0.05

The coefficients of the variables were used to write predictive equations in the form
of raw scores and standard scores to reflect female consumers’ intention to purchase intimate
area cleaning products through online channels in Bangkok in terms of the factors related to
the technology acceptance model (TAM), attitude towards using, and the three key elements
of the 4Ps marketing mix, including price, place, and product, as follows:

Raw score predictive equation:

Y = 0.630 + 0.470(s70) + 0.265(p) + 115(p1a) -0.164(pro) (1)
Standard score predictive equation:

Z' = 0.470(X5m)+0.265(Xpi+ 0.115(Xpia)-0.164(Xpro) (2)
The following is the explanation for these equations.

Based on the raw score predictive equation, the interpretation is as follows:

® |[f the attitude towards using increases by one unit, the intention to purchase
intimate area cleaning products increases by 0.470 units.

® |f the price increases by one unit, the intention to purchase intimate area
cleaning products increases by 0.265 units.

® [f the place increases by one unit, the intention to purchase intimate area
cleaning products increases by 0.115 units.

® |f the product decreases by one unit, the intention to purchase intimate area
cleaning products decreases by 0.164 units.
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Based on the standardized score predictive equation, it was found that the independent
variables influencing the dependent variable were attitude towards using, price, place, and
product, respectively. These factors significantly affected female consumers’ intention to purchase

intimate area cleaning products online in Bangkok, with statistical significance at the 0.05 level.

Conclusion

Nowadays, online shopping via mobile applications is more popular than traditional
shopping at malls or on computers. This is due to the convenience, speed, and ability to shop
from home, often at lower prices, because of the high level of competition among numerous
sellers in terms of price and quality. These mobile platforms have been rapidly developing to
attract customers, especially women who prefer to purchase intimate hygiene products
discreetly rather than in-store. As this study aimed to examine the factors related to the
technology acceptance model (TAM) and the 4P’s marketing mix that influence the intention
of female consumers in Bangkok to purchase intimate hygiene products through online mobile
applications, the findings revealed that factors related to the technology acceptance model
(TAM), precisely attitude towards using, and the 4P’s marketing mix factors, including price,
place, and product, were significant to decision-making. Understanding these key factors will
help businesses refine their marketing strategies, enhancing their potential for growth in the

online market and increasing their chances of success.

Discussion

The respondents had a favorable assessment of the marketing mix variables (4Ps).
Among them, the product dimension received the highest average score, followed by
distribution channels, promotion, and price. Similarly, respondents generally agreed on
technological acceptance factors (TAM). The attitude toward utilization received the highest
score, followed by perceived ease of use and perceived usefulness. In terms of purchase
intention characteristics, respondents demonstrated a strong predisposition, with the highest
likelihood of repurchasing through online channels, followed by convenience in buying
through multiple means. In conclusion, both variables significantly influence purchase
intention to purchase Intimate Hygiene Products of Female Consumers through Online Mobile
Applications in Bangkok that factors related to the technology acceptance model (TAM) and

the 4P’s marketing mix. The findings of the study can be discussed as follows:

Factors of 4P's Marketing Mix

The findings of this study indicated that the product aspect of the 4P’s marketing mix
significantly influenced the intention to purchase intimate cleansing products through online
channels among female consumers in Bangkok. This suggests that consumers place a high

value on products that effectively control Odors and have recognized safety standards, leading
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to increased purchase confidence. This is consistent with Evelyne Kasongo Kkonko's research,
which found that product quality and design, mediated by price, significantly affected the
students’ intention to purchase smart wearables (Kasongo Kkonko et al., 2019, pp.15-29).
Similarly, Mei-Ling Kung, Jiun-Hao, and Chaoyun Liang's study on pork purchasing behaviour
showed that the marketing mix factors positively influenced the intention to purchase and
willingness to pay (Kung et al.,, 2021, pp.5-10).

The price aspect of the 4P’s marketing mix also significantly influenced females’
intention to purchase intimate cleansing products online in Bangkok. It is evident that
consumers prioritize pricing, often finding online products more affordable than those
available in physical stores, which impacts their buying decisions. This finding aligns with the
research by Sargam Bahl and Tulika Chandra, who demonstrated that green marketing mix
variables significantly affected consumer attitudes and intentions to purchase green products
(Puja & Sharma, 2023, pp.1-14).

Regarding the place aspect of the 4P’s marketing mix, the convenience and
accessibility of online shopping significantly influenced the intention to purchase intimate
cleansing products online among female consumers in Bangkok. Clearly, consumers appreciate
the ability to shop at any time, enhancing their buying experience and intention. This finding
is in line with Achmad Manshur Ali Suyanto and Desshandra Garcya Dewi's research on the
marketing mix factors influencing the intention and decision to purchase Somethinc products,
which found that product attributes, affordable pricing, easy access, and promotional pricing
positively influenced consumers’ purchase intentions and decisions (Suyanto & Dewi, 2023
pp. 1-21.) In addition, Wahyu Mega Kurnianto, Sylvia Sari Rosalina, and Nurminingsih
Nurminingsih's study on the influence of the marketing mix and product quality on purchase
decision for the Spesial SB packaging beef meatball through brand image and purchase
intentions also indicated that the marketing mix positively and significantly impacted the
purchase decisions for the Spesial SB packaging beef meatball (Kurnianto et al., 2019, pp.86-96).

Conversely, the promotion aspect of the 4P’s marketing mix did not significantly
influence the intention to purchase intimate cleansing products among female consumers in
Bangkok. This result contrasts with Aristia Rosiani Nugroho and Angela Irena's study on the
impact of the marketing mix, consumer characteristics, and psychological factors on
consumers’ purchase intentions on Brand “W” in Surabaya, which found that the marketing
mix significantly impacted consumers’ intention to purchase products of Brand "W" in Surabaya
(Nugroho & Irena, 2017, pp.58-66). Similarly, Chaang-luan Ho, Yaoyu Liu, and Ming-Chih Chen's
research on the factors influencing watching and purchase Intentions on live-streaming
platforms indicated that the promotion aspect of the 7P’s marketing mix positively influenced
customers’ intention to purchase (Ho, C.-l., Liu, Y., & Chen, M.-C. ,2022, pp.239)
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Factors of Technology Acceptance Model (TAM)

In this study, it was found that the technology acceptance model (TAM) factor of
perceived ease of use did not significantly influence the purchase intentions of female
consumers for intimate cleansing products through online channels in Bangkok. This finding
contrasts with several previous studies. For instance, Adhi Prakosa and Ahsan Sumantika's
research on online shoppers’ acceptance and trust toward electronic marketplaces using the
TAM Model demonstrated that perceived ease of use, perceived usefulness, and trust
significantly impacted the attitudes of online shoppers toward purchasing gsoods in electronic
marketplaces (Prakosa & Sumantika, 2021, pp.546-553). Similarly, research by Zhang Ying, Zeng
Jiangiu, Umair Akram, and Hassan Rasool on the TAM evidence on online social commerce
purchase intentions indicated that both perceived ease of use and perceived usefulness
positively influenced the intention to purchase in social commerce settings (Ying et al., 2021,
pp.86-108). Furthermore, Sidra Khalid, Tariq Jalees, and Kaenat Malik expanded the TAM
model to understand online purchase intentions, finding that both perceived ease of use and
perceived usefulness significantly impacted consumer intentions to shop online (Khalid et al.,
2018, pp.86-96).

According to the findings in this study, perceived usefulness also did not significantly
affect female consumers' intention to purchase intimate cleansing products online in Bangkok.
This result diverges from the findings of (Nguyen et al, 2019, pp.3-6) who investigated
consumer attitudes and intentions toward online food purchases in emerging economies. The
study showed that perceived usefulness, perceived ease of use, and website trust were crucial
for positive attitudes toward online food shopping (Nguyen et al.,, 2019, pp.3-10). Aanchal
Aggarwal and Manmohan Rahul, who examined the effect of perceived security on consumer
purchase intentions in e-commerce, also found that perceived ease of use and perceived
usefulness significantly influenced Indian consumers' online shopping intentions, aligning with
the TAM and S-O-R theories (Aggarwal & Rahul, 2017, pp.160-183).

However, this current study found that the TAM factor, precisely the attitude toward
using, significantly influenced purchase intentions for intimate cleansing products via online
platforms among female consumers in Bangkok. This suggests that the convenience and
straightforwardness of online purchasing, including easy payment processes and accessibility
across multiple devices (e.g., computers, smartphones, tablets), positively affect consumer
attitudes toward technology usage, thereby influencing their intention to purchase intimate
cleansing products online. This finding aligns with the research by G. Syarifudin, B. S. Abbas,
and P. Heriyati, which showed that perceived ease of use, perceived usefulness, and attitude
toward using significantly impacted consumer purchase intentions in the context of e-
commerce for airline ticket sales (Syarifudin et al., 2018, pp.1-6). Similarly, Sandra Schneider's
study on Gen Y's purchase intentions for eco-friendly kitchen appliances in Germany found
that attitude toward using influenced Gen Y's perceived usefulness and purchase intentions
(Schneider, 2021, pp.303). In terms of research limitation, methodology, conducting in-depth
interviews, such as focus group interviews, would be beneficial for gaining a deeper
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understanding of purchasing behavior and the consumer journey through online mobile
application platforms. This approach would provide comprehensive insights into the decision-
making processes and all relevant components from various stakeholders, ensuring more
accurate and thorough data. Additionally, future studies could explore issues within business
groups, such as brands, stores, and organizations, to gather information that could support
strategic marketing planning to boost future sales. This could also aid in developing improved
methods for online advertising and targeted ad campaigns.

Recommendations

To enhance the adoption of online mobile applications for purchasing intimate hygiene
products among female consumers in Bangkok, businesses should focus on the following areas
that below show:

1. Targeted Marketing Campaigns should be developed to emphasize the convenience,
privacy, and efficiency of online shopping, particularly highlighting the benefits of using mobile
platforms. Since pricing significantly influences purchase intentions, competitive pricing
strategies such as exclusive online discounts and loyalty programs should be implemented to
attract cost-sensitive consumers. Improving the user experience on mobile platforms is also
crucial; investments in a more intuitive and seamless interface can enhance perceived ease
of use, potentially increasing purchase intentions.

2. Businesses must ensure that their products are of high quality and meet safety
standards, as product quality strongly correlates with purchase intentions. Expanding product
offerings to cater to diverse consumer needs and regularly updating product lines can boost
consumer confidence and loyalty. Leveraging social media and influencers to reach target
audiences through platforms like Facebook and TikTok is also recommended, as these
platforms significantly impact purchasing decisions. Finally, addressing barriers to adoption,
such as concerns about product authenticity or payment security, by providing clear and
transparent information on return policies and secure payment methods, will further build

consumer trust and encourage online purchases.
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Abstract

A proliferation of online games has opened up new opportunities for digital advertisers,
particularly through the rise of banner advertising. This study examines the impact of in-game
advertising in online games on gamers' purchase intentions, using Ducoffe’s advertising value
model as a theoretical framework. A confirmatory factor analysis was conducted to validate
four key advertising value dimensions: Entertainment, Irritation, Credibility and Informativeness.
Structural equation modeling was used to analyze data from a survey of 400 online gamers in
Thailand. The results show that informativeness, entertainment, and credibility contribute
significantly to the perceived value of in-game ads. Furthermore, it was found that this
perceived advertising value has a positive effect on gamers’ intention to purchase virtual
goods. These findings add to the body of knowledge in the advertising and gaming literature,
and offer practical implications for digital marketers, game developers and online advertising

platforms to improve the effectiveness of in-game ads in the gaming context.
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Introduction

In recent years, online gaming has become one of the most popular leisure activities
worldwide, leading to unprecedented growth in the gaming industry (Ballabio et al., 2017, p.2).
The number of players worldwide exceeds 3.3 billion in 2023, a 4.3% increase from the prior
year, and these players contributed over $184 billion to the industry, cementing gaming as a
dominant leisure activity (Newzoo, 2023). Thailand, in particular, has emerged as the second-
fastest growing gaming market in Southeast Asia, with the online gaming sector projected to
generate $69.64 million in revenue by 2024 and reach $81.57 million by 2027, an annual growth
rate of 17.09% (Statista, 2024a). A significant portion of this revenue is attributed to the purchase
of virtual goods within games (Huo, Abas & Waheed, 2024, p.254; Wu & Andrizal, 2021, p.2).

The immense market value and growth potential have prompted game developers
to focus on innovation to maintain a competitive edge (Sharma, Tak & Kesharwani, 2020,
p.348). In-game transactions for digital assets, such as avatars, skins, and equipment, mirror
traditional e-commerce, where players use virtual currency to acquire these virtual goods,
even though they have no physical use (Balakrishnan & Griffiths, 2018, p.240; Chernonog, 2020,
pp.262; Syahrivar et al., 2022, p.118). However, these virtual goods provide functional, social,
and self-expressive value to players (Chen & Chen, 2022, pp.1-6). For example, players buy
clothes for their avatar to express their social identity or in- game items to improve their game
performance (Syahrizal et al., 2020, pp.203). As such, the sale of virtual goods has become a
fundamental business model, especially in free-to-play games (Hamari et al., 2017, p.543;
Marder et al., 2019, p.79; Mehrtens et al., 2018, p.101).

Advertising banners are increasingly being used to promote the sale of virtual goods,
with global banner ad revenue generated over $162 billion in 2023 and projected to reach
$217 billion by 2028 (Statista, 2023). These online banners are diverse in size, shape, and style,
and are strategically positioned across websites, platforms, and applications accessed via
desktops and mobile devices. Ducoffe's Advertising Value Model and Expectancy Value theory
suggest that consumers' perceived value of advertisements can significantly impact their
behavioral intentions, including purchase decisions (Ducoffe, 1995, p.1-18; 1996, p.21-36).
When audiences encounter some elements in in-came banner advertisements, they often
unconsciously evaluate and summate overall impressions of these ads. In turn, this evaluation
of perceived value can lead to various consumption behaviors, including purchase intention
(Henning, Hennig-Thurau & Feiereisen, 2012, p.23). Therefore, the way audiences process and
respond to advertisements can significantly impact their value within the ad environment.

Prior research has highlighted the dual impact of in-game advertisements (IGAs), where
they can enhance advertising opportunities and provide valuable game-related information to
consumers; however, they may also disrupt the gaming experience and engender negative
attitudes (Abbasi et al., 2021, p.2; Hovhannisyan et al., 2021, p.31-32; Malhotra, Mishra & Saxena,
2021, pp.850-851). This underscores the delicate balance between advertising integration and
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gamers' value perception, presenting an opportunity for further exploration within the scope of
this research (Jain, 2024, p.42). While numerous studies have examined the effects of banner
advertising on gamers' attitudes and purchase intentions, most have focused on embedded
brand-specific content or real-world product placements through online banners, video ads, or
pop-up notifications in game environments, such as the Gucci Garden within Roblox game (Gucdi,
2024). Thus, there is a notable research gap in understanding how gamers perceive the value of
in-eame banner advertising (IGBA) specifically promoting in-game virtual goods (Abbasi et al.,
2021, p.11; Chen & Chen, 2020, pp.10-11; De Pelsmacker, Dens & Verberckmoes, 2019, p.67,;
Hussain, Islam & Rehman, 2023, pp.10; Vashisht, Royne & Sreejesh, 2019, p.608).

A rapid growth of the Thai gaming industry and the prominence of virtual goods as a
revenue stream provide a compelling empirical setting (Statista, 2024b). However, consumers in
emerging economies may react differently to advertising models established in developed
markets (Vashisht, Royne & Sreejesh, 2019, p.625). Therefore, this study seeks to expand the
understanding of antecedents affecting perceived advertising value of IGBA within Thai gaming
market and their influence on virtual goods purchase intentions. It also extends Ducoffe's
advertising value model within the gaming context, offering empirical evidence to enhance
theoretical understanding. The findings aim to guide game developers, sponsors, and
advertisers in optimizing IGBA strategies to drive in-game transactions while maintaining player

satisfaction in interactive gaming environments.

Research Objective

To investigate the relationship between in-game advertising values and purchase intent

for in-game virtual goods.

Scope of the Research

A scope of this study encompasses gamers in Thailand aged 18 and above who have
participated in online gaming and encountered in-game advertisements. According to the
National Policy and Ethical Guidelines for Research Involving Humans by the National Research
Council of Thailand (2024), individuals under 18 cannot provide informed consent for research

participation. The data collection period spans approximately two months.
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Conceptual Framework
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Figure 1. Research framework and proposed hypotheses.

Literature review

Ducoffe’s advertising value model

In evaluating the value of certain advertisements, Ducoffe (1995, pp.1-18). originally
proposed the Advertising Value Model to define the subjective relative utility of advertising to
consumers in total, rooted in the Uses and Gratifications Theory (UGT) (Blumler & Katz, 1974,
p.19). Advertising value is considered an insightful attribute of advertisements, assessing
whether they meet customer expectations, (Ducoffe, 1996, p.21-36). The original model
proposed three critical factors: informativeness, entertainment, and irritation that influence
how audiences perceive the value of advertisement. However, subsequent critiques
highlighted the omission of consumer trust, leading to an incorporation of the credibility factor
(Haghirian, Madlberger & Tanuskova, 2005, p.5). According to Expectancy Value (EV) theory,
individuals will unconsciously evaluate attributes of a certain object, whereby correlating with
these attributes as they become conditioned to the object (Smith & Swinyard, 1982, p.83).
Similarly, Ducoffe’s Advertising Value Model suggests that individual audiences evaluate ads
values differently based on their beliefs and perceived benefits.

Ducoffe's model has since been extensively utilized to assess advertising value across
various contexts, including social media platforms such as Facebook (Hamouda, 2018, p.432;
Yassin, 2021, p.404), YouTube (Acikgoz & Burnaz, 2021, p.206), Twitter (Murillo, Merino & Nunez,
2016, p.443), as well as in mobile advertising (Hashim, Normalini, & Sajali, 2018, p.1192). Recently,
online gaming has become a popular media consumption choice for leisure and personal
satisfaction (Dholakia, Bagozzi & Pearo, 2004, p.7). As such, the in-game advertising has a potential
to stimulate gamer needs and enhance engagement (Abbasi et al., 2021, p.2). Given this context,
this research adopts Ducoffe's model as its theoretical framework to examine how the
entertainment, irritation, credibility, and informativeness in IGBA influence gamers' perceptions
of ads value and their subsequent intentions to purchase in-game virtual goods.
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In-game banner advertising (IGBA)

In-game advertising refers to an incorporation of advertisement or branded elements—
such as brand names, logos, and characters—into digital games. A placement often manifests
in the form of banners, billboard-like ads, or virtual product placements within a realistic
gaming environment (Terlutter & Capella, 2013, p.95). The first known in-game advert was
introduced in the 1978 computer game “Adventureland”, which featured an in-game self-
promotional advertisement for its next game “Pirate Adventure”. In-game ads are incorporated
into games either in an overt or a subtle manner. Ghirvu (2013, p.642). distinguished in-game
advertising into two forms: static and dynamic. Static in-eame advertising involves fixed,
unalterable advert placements. In contrast, dynamic in-game advertising offers flexible slots
accommodating customized content from various brands, allowing for adaptable strategies.

Early in-same advertising was used to enhance the realism of gaming experiences. Over
time, it evolved to focus on paid placements for implementing persuasive marketing strategies.
Contemporary marketing practices have recognized the potential of in-game advertising as a
powerful tool to elevate perceived values of advertised content among gamers (Rauschnabel,
Felix, & Hinsch, 2019, p.44). As a comprehensive promotional tool, in-game advertising can
facilitate product tie-ins, promotions, direct marketing initiatives, and sponsorships. Previous
research has indicated that effective in-game advertising can foster active brand engagement
and familiarity (Marti-Parrefio, Bermejo-Berros & Aldas-Manzano, 2017, p.60), strengthen
consumer relationships, and influence purchasing decisions among gamers (De Pelsmacker,
Dens & Verberckmoes, 2019, p.67).

In-ecame advertising frequently employs banners to benefit gamers by disseminating
information about existing or new games, fostering an informed community. Furthermore, these
in-game banner ads (IGBA) can redirect users to advertisers' websites, where they can access
detailed content tailored to their interests (Abbasi et al., 2021, p.6). Gamers may perceive
advertising value in IGBA when they feel it provides subjective and relative worth within the
gaming experience. IGBA can offer audiences the latest or useful information, contributing to a
positive perception of its value (Satria & Pandjaitan, 2020, p.58). Certain instances of IGBA may
enable gamers to mentally associate themselves with a sense of credibility and confidence as
pioneers or first movers in the advertised content (Shi et al., 2019, p.292). Positive emotional
effects can arise through the perception of entertaining IGBA (Kaur et al,, 2020, p. 101321).
However, the integration of IGBA must be carefully balanced, as excessive advertising can cause
audience irritation and detract from the overall user experience (Abbasi et al., 2021, p.11).
Consequently, understanding gamers' perceived value of IGBA and its impact on in-game
purchase intentions is crucial within the online gaming landscape (Rauschnabel, Felix & Hinsch,
2019, p.50).
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In-game virtual goods

The online virtual world of gaming has established an artificial economy that facilitates
the exchange of virtual good or item using the real-world currency. This system heavily relies
on robust information technology infrastructure, such as high-speed internet services and
effective wireless networks, to connect large user bases and ensure prompt communication.
Digital commerce within these virtual economies is conducted through online intermediary
platforms that facilitate transactions between sellers and buyers (Vyshnevskyi, 2019, p.9). A
virtual economy in games significantly differs from the physical economy, particularly regarding
product characteristics, as goods and services are entirely digital in nature. A unique attribute
of virtual goods is its potential for infinite reproducibility, allowing producers to launch and
distribute digital goods at minimal marginal cost (Hamari & Keronen, 2017, p.60).

The existence of virtual goods within digital gaming economies has given rise to a diverse
array of in-game items, encompassing elements such as avatar characters, clothing, weapons,
furnishings, and tokens (Hamari & Keronen, 2017, p.61). These in-game virtual goods can be
categorized based on functionality, including functional, ornamental, and probability-based
goods, wherein the perceived value of probability-based items may exceed or fall short of the
purchase price (Lee et al,, 2018, p.12426). This emerging phenomenon has presented new
opportunities within online gaming communities for game publishers to attract and retain
gamers, securing competitive advantages. To enhance the desirability of in-game virtual goods,
publishers often create artificial scarcity by limiting their availability, thus enabling revenue
generation under controlled conditions (Hamari & Lehdonvirta, 2010, p.22). Understanding the
dynamics of virtual economies in online gaming is crucial for advertisers seeking to leverage
these opportunities and capitalizing on the in-game advertising of gaming virtual goods. Such a
comprehension can foster favorable value perception among gamers and generate viable

revenue streams.

Hypotheses Development
Based on Ducoffe's advertising value model (1995, pp.1-18), this study will examine how

entertainment, irritation, credibility, and informativeness shape audience perceptions of IGBA.

Entertainment. Advertising has the potential to evoke satisfaction, fun and pleasure,
which makes it attractive to audiences (Martins et al., 2019, p.383). Online advertising has been
shown to positively influence audience attitudes (Arora & Agarwal, 2019, p.65). Research shows
that viewers attribute entertainment value to advertising as it can satisfy their need for escapism
by appealing to their emotions. Thus, entertainment is perceived to enhance the value to digital
advertising (Hamouda, 2018, p.436; Lee et al, 2018, p.12427). Similarly, online game is a form of
digital media that provide entertainment, suggesting that IGBA could also provide hedonic value

and pleasure (Abbasi et al.,, 2021, p.11). Based on these findings, we hypothesize:

H1: Entertainment positively influences the IGBA value of online games.
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Irritation. Audiences’ negative feelings and reactions to advertisements can stem from
factors such as propaganda, insulting content, or unattractive ad characters (Aaker & Bruzzone,
1985, p.47). Irritation refers to audiences' feeling of annoyance, disruption, impatience, or
frustration when encountering adverts (Tefertiller, 2020, p.2). However, when ads are
informative and resourceful, audiences tend to perceive them as more valuable and less
irritating (Aktan, Aydogan & Aysuna, 2016, p.94). In gaming contexts, IGBA can interrupt
gameplay flow and divert players' attention, particularly through forced pop-up ads displays.
Such interruptions may generate negative advertising value perceptions among players (Jeon
et al,, 2019, p.155). Therefore, we propose the following hypothesis:

H2: Irritation negatively influences the IGBA value of online games.

Credibility. Credibility refers to the perception of accuracy, precision, and reliability in
advertising content (Xu, 2016, p.11). When audiences discern the content and information in ads
as true and trustworthy, credibility is established (Martins et al., 2019, p.383). Credible adverts
can enhance their effectiveness and reliability, assuring consumers that the advertised products
will meet their needs. Existing research supports the notion that credibility significantly impacts
advertising value (Arora & Agarwal, 2019, p.65). In the context of online games, credibility
becomes especially crucial as gamers will encounter an abundance of ads messages across
gaming platforms. Additionally, a study by Abbasi et al. (2021, p.11) confirms a positive impact

of credibility on pop-up advertising value in gaming environments. Thus, we hypothesize:
H3: Credibility positively influences the IGBA value of online games.

Informativeness. Informativeness in advertising is defined by an effective conveyance
of information to target audiences (Ducoffe, 1996, p.21-36) Consumers tend to respond more
favorably to resourceful adverts, making the informativeness significantly influences advertising
value (Arli, 2017, p.531; Lee & Hong, 2016, p.370). Previous research suggests that when
audiences consider advertising as sources of knowledge providing useful information, it is more
likely to engage them, fulfill their needs, and result in consumer satisfaction (Aziza & Astuti,
2018, p.96). Accordingly, if gamers perceive IGBA as informative, they are likely to develop

positive advertising value, leading to favorable behaviors. Therefore, we hypothesize:
H4: Informativeness positively influences the IGBA value of online games.

Purchase Intention of In-game virtual goods. An intention to purchase virtual goods
pertains to the extent to which gamers express their inclination to engage in exchanging real
money for in-game virtual items (Salehudin & Alpert, 2022, p.1999). Players exhibit willingness,
ability, and intention to purchase virtual goods when they perceive both functional and hedonic
value (Limanto et al., 2018, p.51; Prakosa & Sumantika, 2022, p. 869-871; Purnami & Agus, 2020,
p.228). This perception can also be used to predict their future repurchase behaviors (Kaur et al.,
2020, p. 101321). The understanding of both functional and hedonic value in in-game virtual
goods can be framed within the context of IGBA value. For instance, the informativeness of

Burapha Journal of Business Management, Burapha University, Vol.13 No.2 July - December 2024 136




advertisements can underscore the functional attributes of these in-game items, while the
entertainment value of the ads can elicit hedonic feelings and aesthetic appreciation for in-
game costumes, ultimately influencing gamers' intentions to purchase the advertised products.
Prior research indicates that digital advertising value positively influences consumers' behavioral
intentions (Herrando & Martin-De Hoyos, 2022, pp.2295; Lee, Lee & Yang, 2017, pp.1027; Martins
et al,, 2019, p.383). However, the relationship between IGBA value and the purchase intention
of in-game virtual goods in online games remains under-examined. Considering the potential for
an enhanced understanding of Ducoffe’s advertising value model, we propose that.

H5: IGBA value positively influences the purchase intention of in-eame virtual goods.

Methodology

Adopting a positivist perspective, this study observed and gathered data from the social
reality that shapes certain behaviors. The deductive approach was applied to test the theory
based on reviewed academic literatures. To examine the hypotheses, a quantitative research

method was employed, enabling the expression of facts and the discovery of patterns.

Data Collection

The study population comprised gamers aged 18 and above, residing in Thailand, who
regularly engage with online games and have encountered IGBA for virtual goods on gaming
platforms. Ethical approval was obtained from the NRRU Research and Development Institute,
ensuring participant anonymity and confidentiality. According to the Department of Provincial
Administration (2023a), Thai population aged 18 and above is recorded at 53,043,979. Given
the unknown prevalence of frequent gamers encountering IGBA in Thailand, the population is
considered infinite. Sample size determination for Structural Equation Model analysis adhered
to Marsh et al.'s (1998, pp.181-220) principle. This approach examines relationships between
indicators per latent factor (p/f) in Confirmatory Factor Analysis (CFA) across varying sample
sizes (N), ranging from 50 to 1,000. When p/f is 3-4 indicators per latent variable, a sample size
exceeding 400 is necessary to avoid non-convergence and analytical errors. This study
comprises 18 indicators and 6 latent factors, yielding a p/f ratio of 3.00. Therefore, a sample
size of 400 was deemed appropriate to meet the established criteria.

A multi-stage random sampling approach was adopted. Initially, major cities in each
Thai region were selected using purposive sampling, based on high internet penetration rates
facilitating online game accessibility (Soodmee & Jaroenwiriyakul, 2021, p.1420). Thereafter,
purposive sampling recruited participants who recently played online games and encountered
IGBA. The proportions of the adult population in selected cities (Department of Provincial

Administration, 2023b), along with the corresponding sample sizes, are presented in Table 1.
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Table 1 Research sample size

Region City Population aged 18 and over (N) Sample size (n)
Central Bangkok 4,492,448 33
Nonthaburi 1,071,720 8
Northern Chiangmai 1,341,587 10
Phitsanulok 689,485 5
Northeastern  Khonkaen 1,457,504 11
Ubonratchathani 1,485,580 11
Southern Phuket 318,487 2
Suratthani 835,399 6
Eastern Chonbuiri 1,257,122 9
Rayong 599,340 il

The online questionnaires, hosted on Google Forms, were distributed to participants
through communication platforms widely used by the Thailand’s gaming community. These
included Discord, a platform for gamers to connect, Steam, a prominent digital distribution
service with gaming communities, relevant Facebook, as well as the live-streaming platform
Twitch. This multi-channel approach facilitated access to the target sample of active gamers.
Participants were screened to verify their engagement with online gaming and familiarity with
IGBA for virtual goods prior to questionnaire completion. Of the 500 questionnaires distributed,

400 usable responses were retained after data cleaning, representing an 80% response rate.

Measurement

Factors in the research framework were measured using adapted scales from
established theories and prior studies, as detailed in Table 2. A five-Likert scale was employed,
ranging from 1 ("Strongly disagree”) to 5 ("Strongly agree"). The questionnaire underwent expert
review and a pilot test with 30 participants to ensure clarity and interpretability. Pre-testing
revealed an overall Cronbach's alpha (Q) of .83, indicating good reliability. Content validity
was assessed using the Iltem Objective Congruence (I0C) index. Five marketing research experts
rated items on a three-point scale: 1 (not congruent), 2 (partially congruent), and 3 (congruent).

All items achieved an IOC score of 0.70 or above, supporting the instrument's content validity.
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Table 2. Questionnaire items and sources

Constructs [tems Source
Entertainment ENT1 In-game banner advertising is interesting. Ducoffe (1996,
ENT2 In-game banner advertising is entertaining. pp.21-36)

ENT3 In-game banner advertising is enjoyable.

Irritation IRR1 In-game banner advertising is annoying. Ducoffe (1996,
IRR2 In-game banner advertising is boring. pp.21-36)
IRR3 In-game banner advertising is intrusive.

Credibility CRE1 In-game banner advertising is believable. Martins et al.
CRE2 In-game banner advertising is convincing. (2019, p.385)
CRE3 In-game banner advertising is credible.

Informativeness INF1 In-eame banner advertising provides timely Abbasi et al.
information on in-game virtual goods. (2021, p.13)
INF2 In-eame banner advertising supplies relevant
information on in-game virtual goods.
INF3 In-game banner advertising is a good source of up-to-
date information on in-game virtual goods.

In-game banner BAV1 | feel that in-game banner advertising is useful. Abbasi et al.

advertising value BAV2 | feel that in-game banner advertising is valuable. (2021, p.13)
BAV3 | feel that in-game banner advertising is important.

Purchase intention PI1 There is a high probability that | will purchase in-game Prakosa &

of in-game virtual goods later on. Sumantika, (2022,

virtual goods PI2 My readiness to purchase the upcoming in-game virtual p.873)

goods is high.
PI3 The likelihood that | will purchase the upcoming in-

game virtual goods is high.

Data Analysis

The measurement model was analysed using Confirmatory Factor Analysis (CFA), while
Structural Equation Modeling (SEM) tested hypotheses using LISREL (8.53). Descriptive statistics
evaluated demographic data, followed by Inferential statistics to assess model fit. Convergent
validity was examined utilizing Standardized Factor Loadings (SFL), Average Variance Extracted
(AVE), and Composite Reliability (CR). Cronbach’s alpha coefficient (Q) established reliability,
and discriminant validity was assessed. As well, Path Analysis (PA) was conducted to investigate
the influence of causal variables on the effect variable. An array of indices used to examine

the fitness of model are listed in Table 3.
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Table 3. Model fit indices and their criterion

Fit index Fit Criteria Reference

Relative chi-square: Zz/df < 2.00 Schumacker & Lomax (2010, p.85)
Goodness of Fit Index: GFl >=0.90 Kelloway (2015, p.69)

Adjusted Goodness of Fit Index: AGFI >=0.90 Kelloway (2015, p.69)
Comparative Fit Index: CFI >=0.95 Schumacker & Lomax (2010, p.88)
Standardized Root Mean Square Residual: SRMR < 0.05 Schumacker & Lomax (2010, p.87)
Root Mean Square Error of Approximation: RMSEA < 0.05 Kelloway (2015, p.69)

Results

Sample characteristics

The samples’ demographic profiles revealed that participants comprised 246 females
(61.5%) and 154 males (38.5%). The majority were aged between 18 and 25 (61%) and held a
bachelor's degree (62.3%). Most participants were students (51.3%) with a monthly income of
less than 10,000 Baht (52.5%).

Assessment of the measurement model

Results from Confirmatory Factor Analysis (CFA) (Table 4 and Figure 2) indicated that
measurement model relationships aligned with theoretical expectations and collected data.
The relative chi-square (X%/df) was 1.79, with satisfactory model fit indices: GFI = 0.94, AGFI =
0.92, CFl = 0.99, SRMR = 0.030, and RMSEA = 0.045. Convergent validity was assessed using
three criteria (Hair et al,, 2014, p.603). 1) Standardized Factor Loadings (SFL) > 0.50, 2) Average
Variance Extracted (AVE) > 0.50, and 3) Construct Reliability (CR) > 0.70. All indicators and
constructs met established criterion, confirming convergent validity. Moreover, Cronbach's alpha

coefficients exceeded 0.7 for all constructs, establishing reliability (Cortina, 1993, pp.98-104).

Table 4 Descriptive statistics, Distribution, Convergent validity, and Reliability

Constructs Items Mean SD Distribution SFL CR AVE o
Skewness Kurtosis Value test
Entertainment ENT1 3.41 0.984 - 0.255 -0.165 86** 923 .799 922

ENT2 336  1.025 - 0.333 - 0.287 91**
ENT3 3271 1.037 -0.185 -0.344 91**

Irritation IRR1 3.87 0916 - 0.217 - 0.986 78** .843 .644 838
IRR2 381 0928 - 0.181 - 0.883 89**
IRR3 3.68 0.998 - 0.268 - 0.601 3

Credibility CRE1 315 0.956 0.093 - 0.089 3 71 531 768
CRE2 355 0.872 - 0.101 - 0.237 .66™*

CRE3 348 0.928 - 0.097 -0.367 79
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Table 4 (per)

Constructs Items Mean SD Distribution SFL CR AVE o
Skewness Kurtosis Value test
Informativeness INF1 3.27 0.959 -0.031 -0.153 .88** 871 729 .887

INF2 338 0.963 - 0.319 0.034  .84**
INF3 3.28 0.936 - 0.187 0.030  .84**

In-game Banner BAV1 325  0.999 -0.143 -0.331 .89** 927 810 927
Advertising Value BAV2 320  0.997 -0.171 -0.280  .90*

BAV3 320 1.049  -0.187 -0.372  91**
Purchase Intention of PIL 339 0962 -0.2% -0.055  .84** 907 770 .906

In-game Virtual Goods P12 324  1.026 -0.218 -0.337 92%*
PI3 335 0.985 -0.185 -0.234 87

2 2
A =215.04, df=120, £ /df=1.79, GFI=0.94, AGFI=0.92, CFI=0.99, SRMR=0.030, RMSEA=0.045

Significance level: ** p < .01.
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Figure 2. Confirmatory Factor Analysis (CFA).

Discriminant validity implies the differences in each research construct. To examine the
discriminant validity, AVE should be more than the square of the correlation coefficient between
all constructs (Hair et al., 2014, p.603). All constructs follow the criterion’s standard. (Table 5)
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Table 5 Discriminant validity

Squared correlations between the constructs

ENT IRR CRE INF BAV PI
Entertainment 799
Irritation .002 .644
Credibility 265 013 .531
Informativeness .450 .001 397 129
In-game Banner Advertising Value 529 003 354 602  .810
Purchase Intention of In-game Virtual 403 .002  .353 527 593 770

Goods
Note: AVEs in the main diagonal.

Structural model

After achieving a favorable measurement model result, structural model analysis was
conducted to test hypotheses (Figure 3). Model fit was assessed using several indices: Normed
Chi-square (X?/df) < 2.00 (Diamantopoulos & Siguaw, 2000, pp.82; Schumacker & Lomax, 2010,
pp.85), Goodness of Fit Index (GFI) and Adjusted Goodness of Fit Index (AGFI) > 0.90
(Diamantopoulos & Siguaw, 2000, pp.82; Kelloway, 2015, pp.69), Standardized Root Mean
Square Residual (SRMR) and Root Mean Square Error of Approximation (RMSEA) < 0.05
(Diamantopoulos & Siguaw, 2000, pp.82), and Comparative Fit Index (CFI) > 0.95 (Tabachnick
& Fidell, 2019, pp.721). Results indicated satisfactory model fit: X2/df = 1.93, GFI = 0.94, AGFI
= 0.91, SRMR = 0.035, RMSEA = 0.048, and CFI = 0.99, demonstrating consistency between the
model and empirical data evidence.

Hypothesized effects

Path analysis results (Table 6) demonstrate that In-game Banner Advertising Value (BAV)
is significantly influenced by Informativeness (INF) (0.53, p < 0.01), Entertainment (ENT) (0.32,
p < 0.01), and Credibility (CRE) (0.32, p < 0.05), respectively. However, the Irritation (IRR), does
not significantly affect BAV. The causal variables (ENT, IRR, CRE, INF) explain 81% of the
variance in the effect variable (BAV) (R? = 0.81). Moreover, the In-game Banner Advertising
Value (BAV) has a significant positive effect on the Purchase Intention of in-game virtual goods
(P1) (0.86, P < 0.01), with BAV explaining 74% of the variance in Pl (R2 = 0.74).

Table 6 Proposed effect results.

Effect variables R2 Effects Causal variables

ENT IRR CRE INF BAV

DE 0.32**  -0.06 0.13* 0.53%* -

BAV 0.81 IE - - - - -

TE 0.32**  -0.06 0.13* 0.53%* -
DE - - - - 0.86**

Pl 0.74 IE 0.27**  -0.05 0.11* 0.46** -
TE 0.27**  -0.05 0.11* 0.46** 0.86**

X =239.38 df=124 752/df=1.93 GFI=0.94 AGFI=0.91 CFI=0.99 SRMR=0.035 RMSEA=0.048

Note: DE = Direct Effect, IE = Indirect Effect, TE = Total Effect. Significance levels: ** p < .01, *
p < .05.
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Consequently, the hypothesis testing of the proposed research framework, as shown
in Figure 3, revealed that H1, H3, H4, and H5 are accepted, while H2 is rejected. The detailed

testing results of Structural Equation Modeling Path analysis is illustrated in Table 7.
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Figure 3. Research framework, proposed hypotheses, and direct relationship results.

Table 7 Testing results of Structural Equation Modeling Path.

Research Path relations Effects Path Relationship Hypothesis
hypotheses coefficient direction validity
H1 ENT —> BAV DE 0.32* Positive (+) Support
H2 IRR — BAV DE -0.06 Negative (-) Not support
H3 CRE — BAV DE 0.13* Positive (+) Support
H4 INF —> BAV DE 0.53** Positive (+) Support
H5 BAV — PI DE 0.86** Positive (+) Support

Note: DE = Direct Effect. Significance levels: ** p < .01, * p < .05.

Conclusion

This study statistically confirms the influence of informativeness, entertainment and

credibility on the value of IGBA and the purchase intention for in-game virtual goods and thus

supports the advertising value model of Ducoffe (1995, pp.1-18). In particular, it was found

that irritation has no significant influence on IGBA value, which is a deviation from previous

studies. IGBAs that provide useful information and trustworthy contents can increase the
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perceived advertising value. Furthermore, the entertainment factor plays a crucial role. If IGBAs
are designed to be attractive and entertaining, the perceived advertising value is likely to
increase, which in turn leads to increased purchase intent for in-game virtual goods. Overall,

this study highlights the importance of strategic IGBA approaches to the gaming industry.

Discussion

This study provides theoretical contributions to the existing literature on advertising and
consumer behavior, specifically within the growing online gaming industry. First, it extends the
application of Ducoffe's advertising value model to the domain of IGBA. The findings confirmed
the positive influences of advertising informativeness, entertainment, and credibility on gamers'
perceived value of IGBA. However, the effect of ad irritation was found to be non-significant.

The study found that informativeness is the most influential factor contributing to IGBA
value, aligning with previous research (Acikgoz & Burnazz, 2021, p.212). Highly engaged gamers
are typically immersed not only in gameplay but also in game-related content that captures
their interest. In competitive gaming environments, gamers often feel compelled to invest in
functional virtual items to maintain their position, ranking, or reputation (Prakosa & Sumantika,
2022, p.871). These instrumental props, such as weapons and power-ups, motivate gamers to
invest in performance-enhancing products that improve their avatars' attributes (Gawron &
Strzelecki, 2021, p.1267). Consequently, gamers generally require detailed information about
virtual goods before the purchase. Informative IGBA content assists gamers in understanding
product benefits for their gameplay. Moreover, engaged gamers profiting from virtual item trading
are drawn to informative IGBAs highlighting products with potential future value. This information
enables them to make informed decisions regarding pricing and promotions for anticipated
profitable resale opportunities (Salehudin & Alpert, 2022, p.2002). This underscores the
significant contribution of informativeness to advertising value in the gaming context.

Ad-related entertainment is one important driver to the gamer-perceived IGBA value
which is in line with other studies (Abbasi et al., 2021, p.11, Hussain et al., 2022, p.406, Martins
et al,, 2019, p.383). It can be discussed that gamers primarily play online games to fulfill
hedonic needs, such as escapism, aesthetic enjoyment, and emotional release. In this context,
IGBAs perceived as entertaining and visually appealing are likely to be regarded as valuable.
IGBAs incorporating elements like appealing visual effects, artistic designs, animations, and
appropriate audio cues may effectively capture and maintain the gamers’ attention (Reza et al,,
2022, p.1622).

Consistent with previous studies, the credibility of IGBA content is found to influence
the perceived IGBA value (Martins et al,, 2019, p.383). Attributes including trustworthiness,
expertise, accuracy, and fairness contained in IGBA content help establish trust and elicit
gamers' favorable responses (Tomlinson et al., 2020, p.545). Moreover, the credibility of IGBAs

may also depend on factors related to the game platform, operator, and publisher (e.g., game
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reputation, publisher image, platform stability) (Hussain et al., 2022, p.406; Mumuni et al,,
2020, p.21). The prevalence of negative issues like item duplication, or "bugging," can lead to
fluctuations in the monetary value of gamers' legitimate in-game virtual goods (Maj, 2022,
p.61). Consequently, for gamers who purchase virtual goods for investment or future trade,
credibility may be a paramount consideration in assessing the value of IGBAs.

Contrary to expectations, the irritation factor did not significantly negatively influence
IGBA value. This finding, however, was not entirely unexpected, as some previous research has
shown irritation had no significant negative relationships with ads value (Herrando & Martin-De
Hoyos, 2022, p.2295; Voorveld et al.,, 2018, p.50). This divergence suggests that gamers may
be less annoyed by IGBA if the ads are more informative, resourceful, and do not disrupt their
gameplay experience, aligning with Aktan, Aydogan & Aysuna, (2016, p.94). Additionally, Abbasi
et al. (2021, p.11). suggest that incentives in gaming ads can mitigate negative impacts and
prevent them from being perceived as interruptions. This implies that providing gamers with
promotional incentives or special freemium content associated with IGBA may make them
more receptive to and appreciative of such advertising.

Furthermore, in line with prior study of De Pelsmacker, Dens & Verberckmoes (2019,
pp.67). this study empirically confirms a positive relationship between IGBA value and
purchase intention for in-game virtual goods. Currently, same developers, particularly in the
free-to-play segment, increasingly view IGBAs as integral components of gaming graphic design
to stimulate players' purchase intentions (Marti-Parrefio, Bermejo-Berros & Aldas-Manzano,
2017, p.60). Advertising value functions as a subjective measure of utility for audiences,
suggesting that perceived ad usefulness may elicit positive responses to advertised products.
When audiencess derive positive utilities from advertisements, such as informative content or
credibility, they tend to exhibit higher purchase intentions for the advertised items
(Charoensereechai, 2022, p.9). Accordingly, IGBAs designed to enhance gaming experiences
tend to foster positive attitudes toward the game, potentially increasing purchase intentions
for in-game virtual goods. This approach strategically aligns advertising value with user

experience and commercial objectives.

Recommendations

Managerial Implication

As new forms of economic value creation arise, it is imperative for consumer research
to evolve frameworks to explain behaviors driving virtual marketplaces. This study contributes
to the academic understanding of unique dynamics and implications of virtual consumption
practices within the context of online game advertising. First, to engage gamers, developers
and platform providers should design IGBAs with relevant, helpful information. Al-based
personalization can tailor content to individual interests. Clear pricing and promotion details

are crucial for eliciting responses. IGBA content should be concise and easily digestible,
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allowing gamers to quickly glean key information. This approach maximizes the effectiveness
of IGBA while respecting gamers' time and attention.

Second, game developers and publishers should prioritize the credibile content of
IGBA. Enhancing source credibility through strategic placement and timing of advertisements
is crucial for maximizing value perceptions while maintaining gamer immersion and avoiding
oversaturation. Transparency is key to increasing credibility; advertisers should be forthright
with their offerings and advertising messages. Terms, conditions, and warnings should be
clearly communicated to the audiences. This can foster trust and ensures ethical advertising
practices within the gaming environment.

Third, IGBA creative teams should develop entertaining, captivating executions that
integrate messages with gratifying content, such as high-quality graphics, engaging visuals,
compelling narratives, humor, animated characters, or interactive elements. Dynamic ads
tailored to player behaviors and game progression are more attractive and memorable than
static advertisements. These implications can maintain gamer attention, increase perceived
advertising value, and lead to subsequent positive bavioural response.

Finally, these findings offer actionable implications for online game brand managers,
advertisers, and developers to effectively leverage in-game banner advertisements (IGBAs) and
drive in-game virtual goods purchases. As perceived IGBA value contributes to purchase
intention, continuous innovation in creative strategies aligned with evolving value propositions
will be crucial for sustaining advertising effectiveness within dynamic virtual ecosystems. As
the gaming landscape rapidly evolves, emerging technologies such as eye-tracking, VR/AR, and
the metaverse may optimize IGBA relevance and receptivity. Moreover, IGBAs with high
perceived value can leverage quick-response campaigns and one-click purchasing to facilitate
seamless in-game transactions. These technological enablers can provide gamers with more a

convenient and compelling impetus to make actual purchases.

Limitations and future research

This study is under two constraints. First, the sample, primarily consisting of Generation
Z gamers in Thailand, may not be fully representative, potentially affecting generalizability.
Second, the study focuses on a limited set of variables influencing advertising value. Future
research could explore additional factors such as customization, promotional incentives, and
content design. Moreover, further research could explore potential moderating and mediating
effects of perceived in-game advertising value on purchase intention, considering factors like
attitudes, technology, and privacy concerns. Investigating the collaborations between tangible
product brands and in-game virtual goods offers another promising avenue. Furthernore, future
studies might employ diverse research methodologies, including experiments, observation, in-

depth interviews, web analytics, and eye-tracking method, to validate and extend the findings.
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