21Sa1SN1ISVANISSSND UHISNYI1AYUSW

BJBM

Burapha Journal of Business Management
Burapha University

UNA2IWIDY

» mswauuniSunauwalndunduSoLasy (AR) WWodvilasunisrovtiie WBous:3tmaasuaSausssu
AUANEYDU LFUR UUEKO 1N WwNSADWANY uas Ynsnfuad Lauk uu:Ka

> ﬂ'ISWl:'I.IU'IﬁﬂBﬂ'IWHn'ILIUS naumsmaaumwmummsmu SHA IULUCIWUHU"IOSI'I NSYINWUKIUAS
E}USFIS HJSEUE"\‘U uas yugsan naatia

» mis3iasiRwgiinssuuazusololzlunistdusnisdasnssutasundiuvwiurinnduiuaisduusa
ludorSavouusnu
Suruwy laiitia Uows nuan uas Uagn wsudns

» unuinmistlududsdvdiuvavavhAnsudonisissuslundwduwuss:rInuuuusuazwanisandu
0VIUYDVDIVANS: KanZWLBoUs:Inyd 3 1nuSUnuKwuluus:inalng
wys Do189 du@iss HSANG uaz INOAS 1StyIAa

» uwvuaovadudatdunivnsunisdadulddaduausztandulivavgusing Gen Y uvuaaulad
ua:uvudawlaliniaa:3uoon Us:inAlng
ASNY BUA2Y IWESSOU I58:=Fuwod Ugzws sSSuyId uas sansad gu

» 3nSwavaoudanssuusnls ﬂﬂ.l.ﬂ'lwﬁllﬂ"l UazNISNaNaUUUASUIVISUDAIUANG iuuNUINUaY
nmuu‘lauu?unmﬁumua HD’IUW\)WBID
anadwu mear]auuns

» Green Supply Chain Management and Managing the Green Enterprise Affecting Performances in
Auto-Parts Manufacturers in Thailand

Phanrajit Havarangsi Chanakiat Samarnbutra and Sanhakot Vithayaporn

» Macroeconomic Factors Influencing the Standard of Living in Lao PDR
Bunthong Phat and Sirikwan Jaroenwiriyakul

ISSN 2730-230X (Online)

dA 14 adui 1 uns1AL - DnuBu 2568
Vol.14 No.1 January - June 2025 A DD St




UBBS

BURAPHA UNIVERSITY | BURAPHA BUSINESS SCHOOL

WISDOM OF THE EAST AMUSHISSSAD

915815N15IANTTTIND UNINYIRYTNA

v A

Ul 14 atuil 1 unsiau - Sguiey 2568

Burapha Journal of Business Management

Vol. 14 No. 1 January - June 2025

ISSN 2730-230X (Online)



9138151153ANTTIAD UMINYIABYINA

(Burapha Journal of Business Management, Burapha University)

'3’615}1]536\1?1 (Objectives)

FeAurUTINTEIA 1 ANedoyTn 1eTnYinasasnsTansgsia uminendoynn Wi elwouns
UNAMNIVINTUALUNALATENALUI IS IAY 1 aduad iRl nsauiauimeivimsundsaauas
UssinamilasiingUszasAseiolud

1. demsunsunanuinnisuazunaaddofdaunmmnadiuuinisgsiavesynainsitenieluuay

q q

NYUDNNININYINY

o

2. WudenarslunisuanasuauAniunIsIvInIsveIRnIanses UnIae Yndvnis wasdids dnAnw

o o o o

3. AWASULATHRIUANNNNIITINITVBY AMNANSE WNITY UNIWINT wardds Un@nen

YaULAKaUTEUIENIINAUNTBIUNADNY (Scopes and Editorial Policy)

N3AINTIANIsEIAa wInendoysm dulsvislunisiiaueunanuifinaunind annsauansds
Usglomifsludangud (Theoretical Contributions) it eflazlviana138 139 Wndwins wazddn dndnw
aunsnluimuIvs oassaseesiaus vl udwUsenevssivanansaiivsslevdluldlunsdnnisgsia
(Managerial Implications) ftiu unarwilazifuifsosiunisfictsanndunsodnegnsannd (Peer reviewed)

a v

INENTIAA (Reviewer) luanvivfinertesegedos 3 v InenisussliusuvunUasedeuavdaing o

Uszillunazg\luumaiy (Double - blind peer review) ieUsziiuamun nvasunay lngunauiaglasunis

AfiuiazspwW TN rad VR TiNeunsInggmsindiegwiosdnuau 2 vy

M5a13N139AN13gIAa uvinendeysm Sveuwaiileviuussinusng o daseludl

- MIIANTAUUINTEIND - MITANITARAMNTTUVD AN AT UTNNT
- M3AINNTNTNEINTUYWE - NSRRI
- M3RNIIALUlaga AN - N30T NMIRY WAZNITEUIATT

- M5IAN1TTINATENINUSEINA

unarmfinsAiuriiemeunsunsasmsdanisgsna umivendoysm szdeuduunenuilineldsunis

aa £ v

‘W;JW‘LNEJLLwivﬁaagjiwdwmiﬂmm%ﬁaaﬁmﬁmaLLWﬂmWimiSu 9 Wil wmanuiinnsazdindvdns g
foRntuiiunguazuanduovunarusng 4 wasdasesiessa Trdetudunnudiusesausuinseulnenss
ma@ﬁauwmmﬁu 1 fldanuiunavanusuiiaveuls 9 vesnnzuIMsEIne unInendeysw dmsulunsd
HuUszasrzidoninuluasansn1sdanisgsie umdnendey s lumeunsdedldsueugyinainnesussansnig

a

NIANINMIIANITIIND WNINTEYTN MUNGVENEIEFVENS




215615N1IANTTFIND WANINYIFBY TN

Burapha Journal of Business Management, Burapha University

Uil 14 atuil 1 unsAu - Tiguisy 2568: Vol. 14 No. 1 January - June 2025

NBIUTIUIESAS
GRLBE!

AYUSMTTING UMNINIRBYTH

snw
JRIANANTIITE ATNTT NauGes ANUAAMEUIMSEINY  UMINeIaEyYsm

NBIVTIAUIZANT
HYILAIENI19158 052950390 aUBNYIR  UTINIENNS UM INGIRYYTIN
Mans19158 As.Ufe MyRa NOIUTTNITNS wInendeudld (Iswnsinten)
ANARTIANTE AT.NA9EY U NBIVTIABNIS wIngaemalulagsvaseadtyys
Professor Brian Sheehan, Ph.D. NOIVTIANENIT Syracuse University
589ANAN519158 A7.5ULYA YyIsluf NBIUIIUITNIS I ATAENT
599ANEN19759 AT.gdad Juded  nesuTTaIsnIs antutuRaNUUTIIAENS
HYeMans1a15d asdasinsal vura  NeIUTIUNENNS W IngnaeRalng
weFuns venueea LAUIUNITNBIUTINIENT UM INGTeyYITNI
AN
JRIANENTI1158 ATANTR 5159FUSNT ANNEUSMISEINe WNINGIRYYTNN
HYILAIENI19158 A5.99U1 SISNUILS  AuvUINISEIRa UNNINGHYTIN
HYILMIENI19158 AS.2950AY FORATIUY  AEUINISTIRA UMTINYIREY TN
HYRAERIISE ATl endastiuml AurUINISEIRa WMIMENSEYITIN
HYIeManI19158 A5.013301 Sumeiug  AugUIMISTIia UMTINYIREY TN
HYILAANTINTETUNAIT AMITIUIY  ALEUINITTITA N INGIRYYTNN
WEANIFNTIN VoUW AMEUIMNTTIND UNNINYIY TN
Wwasa uiddum AMYUINNTTING N INGIRYYTNN
AVuANISANUW

WeLNsUay 2 avu
o a = a a
atufl 1 Weuunsiau 8 Weulguisu

aduf 2 Waunsngiau f9 weausuau

AN DBNUUU WASLNELNS
AMLUIMNTTING UNNINYHIYTIN
169 UUAIMINIAUNKAY FANUALEUEY NNBLileY Jminvay3
Vulas https://so01.tci-thaijo.org/index.php/BJBM/index
Inséwii : 0 3810-2397 Insans : 0 3839-3264




U
[

HN39A0RAINAUNTIUNAIMN (Peer Review)

Y 9

ANAATIANTE AT, NATANEY Bl WU
399A1@N519158 030 Nad Tudedn
JRIANANTI158 ATAAVIR aunade
J09MANTINGS A5.AENA UAIWDS

1 aa

FRIFNANTITY ATITYNA YyAssIIUTE

o

Hufan319138 f3.Asv iy L3ITuEna

17

3P e

Y8FNENIIN58 A.AETUNY BAISNY

VIFAIENTIAN5E AT.UITHUA FTLALIUUN

3P eXp¢ @

PAART19158 75.8a51050] NUNA

YmEnINAse N33 E‘:]’Jiiﬂﬂm

3P eXp¢ @

YIWFNENTIANTY AT.LUWEIU Waled

e e

Y8AERTI15Y G]'i.’JﬁﬁluJiyj FITTULATEY

=52

FOIANENTINNTY AT NITOU WANIAIEY
F9IAIEARNI19138 M9.99107 TIUNNTE

VWANANTIANTE AT.AYIUISY YUY LSS

it
HYIemMans19158 As.UsEdny Inkuneeiy
P9.A3087 WANANARTI

n7ifleuLi Beugassa

79.598TUMT AT

3.3UNUe dedarsTo

A3.5AN" Snurdena

A3.3UYIAT DUDUYIA

A3.NEAY WeTTRugY

wMInedemalulagavinasyys
andudadinimuuImsenans
WAL T YIAANTLNN
aondumalulagnsyasunaaumMIaIAnTEd
IR EATANERNS
UTINYIRBLNEATANERNS
WINeFemAlUlaENsEIRUNAITUYS
WMIngaumAlulagnsEUNATUY3
WIneaeAauIng
UATINNSEAAUATUNS
UNNINYUVOURAY

N INGIRYYTNN

UM INGIRYYTIN

N INGIRYYTNN

UM INGIRYYTIN

N INGIRYYTNN

UM INGIRYYTIN

UNNINGHY TN

UNINGIRYYTNN

UNNINGHY TN

UNINGIRYYTNN

UNNINGHY TN

wIneaewmalulagavinasyys




NIANINITIANITIIND W Inendeysm U9 14 aduin 1 unsiau - lquigu 2568

Burapha Journal of Business Management, Burapha University, Vol. 14 No. 1 January — June 2025

d15U%y (Contents)

o o
1384 WU

UNAIUTIE

'
= ] a ]

1. MIRAUIIVLDUNALATUAIUDTUETH (AR) 1NDEUESUNTVIDWNYT WU IRAENTHAT TAIUSTTY. ........ 1

a o

NUANIEYAY LU WlEYA, NWIR WNSHIYING wag INTngual Laus wigye

2. NMINAUIANENINEAIUUTZNBUNTSLNDFUAINAINNINTTIU SHA TUaiNuNUuIein NIUNNANIUAS.......... 24

DUTND LAYV LA UUEIAT NBUNA

3. MIAaTenganssuuazusaslalunislduinisdaenssuasuanunulundnguamaistues........ 41
ludeninvauunu

Juauie Ladide, Yans nuan way dden wsuans:

4. unumnsidusiauusdainuvasasAnsuiinisseuiluanudunussendimuuyeduaznansaniu........ 69

UVBIBIANT: NaNFIUTUILINY nUSENuvululsewalne

LY

o @ a

w3 19973, dufss 9349nA uag Hnf3 Windma

5. wuudnaesaduiadunenaunisanduladedudrussnnduliivasduilng Gen Y uuusaulai....... 91
wazuuveanladnianziuean Uszwalng

N3N WA, ISR T3esdund, Tgens s35uv79 uay va1nsal gu

6. BNEWAYDIUTANTIUUINIT AMNINEUAT LALNITARIAKUUATUNITHIAMIUANG HIUUNUM.ceeeerrreee 116
P3N N UluNTIRUAILAZANUNIND 1D

afadanl ananatiuns

7. Green Supply Chain Management and Managing the Green Enterprise Affecting.......ccceceeeecveveunene. 134
Performances in Auto-Parts Manufacturers in Thailand

Phanrajit Havarangsi, Chanakiat Samarnbutra and Sanhakot Vithayaporn

8. Macroeconomic Factors Influencing the Standard of Living in Lao PDR .......cccvveevevevevererernnnnennenes 159

Bunthong Phat and Sirikwan Jaroenwiriyakul




UNUSIUISAS

awawmﬁmanﬁa MWﬁwmﬁ'&JyﬁW’l (Burapha Journal of Business Management Burapha University: BJBM)
(2730-230X (Online)) tJunsansivnsmeiiuuImsgsia Ayadumsiunsianisluainiivisig o e
nMsdansfuuimisssie nsdanisoraimnIsuvieniisaazuinig msdanaminensuywd nsdanisgiiae
sewieUsena msdantsmaluladansauma n1seann Mstiyd Nsiuuagn1sswIAng wazAanseng q Mieades
Tunsdanisuarunmsgsia Jagdunsansiunsiusesguninuazeglugudeyavasaudaviinisgsdansansine

(Thai Journal Citation Index: TCI) lngdnaglugu 1 NM3aliuauveIsaIsn1sianIggsie unInedeysnla

'
= = v o

sfiunisegimaiiewnduszeziaainit 10 U JulinisdniTazassadudie aduieuliquisy uay aduidou

¢ A

sunanvewny el MsdnhnsansiingussasdiiainaunsuazianiUisussnaus wnAnkasnguinens

Jansuazuimsgsia nsldmadauazsefouisn1sive saufnisussendldesdmnuiidaysanis suandu

e av v

Usglogimaannisuiinideuazdaulanily

M3A13N159ANNTTINT W Inedeysn U1 U9 14 adudl 1 unsieu - iguiew 2568 aduil Useneuly

o

AIBUNANNITEIININ 8 UNAY TAgUNANUNINALANIUNTEUIUNITRINTUINAUNTOIAMAINNINIFINITIIN

ada ‘:4' a ¢

n3snanAndaudsyluainettedasnanvatganiuiiui 3 v wagldsunisiiansanlisfius

9 )

e

IWELNTBENYNABIRNNINTZUIUNITVIMNITANINITIANTTTIND UNTIMEIRLYTN
NoIUITAUBNNTNTANINSIANISEIia L Inendeysn veveunmiBsuunATdmNAI Tesn AR
iloiNEuNTaIAANNIINIUIISEIAY Walansimimaivintg anunsathlimunuasliusylovdundidmifeitoes
LazvorsUANMTIRAdaINa NvAaEAaTuTindunsesnua Ay 81U fredinisduiuauyes
’mm'ﬁﬁnﬂvhu ‘17?1&quﬁﬂawsim%miaﬁmwi’aLf]uaEha§'a’iﬂﬁ]ziéfiuumiaﬂ’uaqﬂuﬂ'ﬁl,mLLWi'mamu'ismmi

nynvuTiusiely

HYI8M1an319158 A3.93503H owenn @
UIIAUNBNTS

NIHTNTANINTIANITGIND UMINGINYYTIN




UNAIINIDE

NSNAILMIVLDUNALATUAIMUDIILESY (AR) LiDELESUN15VIDNY?

WWAUTLIRANERS AT IUSTTY

a v

Fuituunaan: 21 051 2568 NUANTEYIL WUV Uslevia ' INwaRl WVISOEAYING? uaw InTnaual leus wieve’
Tuudlvunadu: 16 wguniey 2568
YumauTuunana: 10 dguigu 2568 o .
UnNanga

AdelfidmunaiieUsygndldinalulagiivueundinduninuasuasy (AR) Tunisiaiun

(% L3

LazdsasuNIvoniendseifmansuaz Sausssuinsy s iduniduazyursuassaaios Jaiy

'
=

WrauIANNITausTsu dAvesdaniniivalan yuuwvialiisessninalseifamansuay

LYY [

ANUdAYSIRUsIIINaIAT win1suawedeyalutigiudlidnvasiuuniy Go13lufgn
Auaulavesinviesnedlugandva

ANNaTREsH (AR) gninanldlunisasiawuudiass 3 ddvemsenviduniduasyuyuase
#0189 NN NHoMILETY 1Y 5095 1IMsEiReans aminglusn wasliafllienitigasng
Ufduiussenirafldiuiunddgy dnvesfienatunsadifiadeyaniuaunsal 1w aunsnlny e
o =i = 1% wa Y = X
dynanuikaziseuiToyansUsyifmansiaegedine

nan1sHmwIkazneaadlduiuLuuIvLeUNaIAtuAINIHESY (AR) Aunviowieiid

Y & a o a a [ U a o ' < a v

anuaulaldiivueundinduaiuaseasuludminiivalan 91wt 60 au wudn uweundady
ANNAITAETH (AR) Frewiiun1ssuivoya anudilaludseifeans warafanunuduliunglyle

ogedivszAvBam uenani SsanusnenseRudnaninnisvienfismesmursudtu duaiunis
a¥eeld waroudnutausssuviesdiu uwmsdidoduduuuudmiunsiaunsioniionds
UsgiRmansuaztaussaluiiuiidy q Afdnvarlndifes wieuisaduayuidmanenswauni
Fafuvesusemalngludunisousndusannieiausisutarnisdsalunseaienseaioslu
SEAUUTEVALAL SEAUAING

o

ANEARY: LULDUNBLATUAIUITIESY (AR), Wz Tadunyd, YUYUATLADIVIDY

v

"Corresponding author e-mail: Kanokkarnn@nu.ac.th
! 5941801319136 U52 1AL UIMNITING WATHAANSHAZNITERA1S NAINeNdewsais e-mail: Kanokkarmn@nu.ac.th
2 919138U581AEUITINITINY 1ATHMANTIAENISERA1T UMINENTBSANS e-mail: Ketwadeew@nu.ac.th

3 599FNER19155UTEINAULAINEIMERS UNINNdBULSANS e-mail: Chakkrits@nu.ac.th

Burapha Journal of Business Management, Burapha University, Vol. 14 No. 1 January - June 2025 1




Research Articles
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Abstract

This research aims to apply augmented reality (AR) web application technology to
develop and promote historical and cultural tourism at Chan Palace and the Sa Song Hong
community, which are significant cultural heritage sites in Phitsanulok Province. Although the
community holds valuable historical narratives and cultural significance, the current methods
of presenting information remain traditional and may not effectively engage modern digital-
era tourists.

AR technology was utilized to create 3D models of Chan Palace and the Sa Song Hong
community, along with supplementary content such as historical narratives, images of ancient
artifacts, and multimedia to enhance interactivity between users and heritage sites. Tourists
can access this information via AR-enabled devices, such as smartphones, allowing for in-depth
exploration and learning of historical content.

The development and pilot testing of the AR web application prototype with 60
tourists interested in using AR technology in Phitsanulok revealed that the application
significantly improved users’ knowledge, historical understanding, and engagement. Moreover,
the technology has the potential to enhance the tourism capacity of local communities,
support income generation, and contribute to the preservation of local culture. This approach
serves as a model for developing historical and cultural tourism in similar regions and aligns
with Thailand’s sustainable development goals related to cultural heritage conservation and

the advancement of smart tourism both nationally and internationally.

Keywords: AR technology, Sra Song Hong Community, Chan Palace
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Tusfesdulnoiiuyarlidumsvisaiondasyiamans Ussloviiinainagldsu: dnviodien
anunsaFeudunsduiaUssaunisaimneUss Simansldognedngs ilethseyindusanmeiausssy
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NUNIUITIUNTIU

1. ULBUNAATUANIZAESY (AR)
1wl a.a. 2023 Fuueundtadunuaiaaiy (AR) Ssnaduhdeilatuanuavlosgisnaly
AuUMTHLILaENSUTEENAlYNSHaUTaLaRTva Wi Tng 3 15 Jeau wazaiwdsenau fulan
s33ludnuaiiufiviule (Real Time) Tnaniugunsaleng 9 1w aunsnliy wium duleundadu
AUITUATY (AR) nTBwIudIRTevamLaiiou (HoloLens) (Lin et al,, 2023, p.236) 11u398d140
P melulad uueundiaduauaiaay (AR) PreifiunsFeusiBaufdunius (interactive)
Huueundiaduauaiaeia (AR uazieiuadwsraunisaifianadsluuvawioadlsuaznisfnw
(Billinghurst et al., 2015, p.73)
UTEINNUBIAINDINEIY (AR)
1) Marker-Based AR: 1¥daydnwalnieldniamziindosannsasuld ieat1sing 3 ffvse
Toyaifiidu
2) Marker-less AR: 19uviis GPS videiduwoslunisszysumis iisuanina AR Tagliidaq
flanndrySnwal

1%
a

3) Projection-Based AR: ldn1sanguasuuiuiiasaiieastsnimaiionass

Y]

4) Superimposition-Based AR: U WAINAINAUAINTY AT 1ansuanINannsauAqy

nsUszgndldanuaiaaiu (AR) gldluieniouiiorasesureievfidudou iwu n1s
I1a83TEUUETEY vansaeuIvIUseiRmansiiulieg 3 48 n1swnndldninuaiaasy (AR) Tuns
rifALUULEdauTs Msasuivaiumeiniamans uaznsinassaniunisalanidu msvieailen:
a$usraunmsaliafiounsdmiunandsuruunacnseiimansvieaniuiivieafisaddn wu ns
asamansalluedn nagramnssuldluaueaniuu MWan wagn1sunsesnweunsal Ay
YU @357190n3 AR 19U Pokémon GO kagn159auaninauldsniluulaiauass (Kiryakova et al.,
2015, pp.2-5)

AmnuaTaasy (AR) fdneamlumsasundadiSnsiioud vy wazdeanslunnnindiu
AmnuaTaasy (AR) liiflssusvaeifinganivestoyalulanass auandRiAuvesauaiuaia (AR) 1)
Interactive fo fldnuannsaldneutuiemlduuuiealng 2) Immersive fio a¥1aUszaunisali
auaTauazlalousis 3) Enhancement fie Hreriuyaauazauiilaluteyasss 4) Accessibility
fie Whisleserinugunsalnnmusdedaaiunisisouiuuulineuuazaiisussaunisaifiseganinm

aulavesld luswirnAnuasuasy (AR) Tuwiliniazdumiladdgyuesnisiaunasugianiva
wazn1sasuinnssuidenledanfdviadiuanuduasegnslisesse

2. MmsvisailgndeusziAcmansuazSausssy

msveafisndsUsyidmaniuazimussandunmafumaioSouuasduiauszaunisal
AeafuusanmeTausssuwazlsyTRmansvosiiui Tnodesiusznaudidy ldun niweinsmig
famusssn 1wy TuruanuuasAaunssy msfldmuimvestury Tassadsiiugiu waemsldinelulad
U ANTINESH (AR) Walasuuszaumsaitnviendien navieadisssnnilfnanssnuiBsuanly
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3. WWIAANITATIIAULIUNALATUAINDIAEH (AR)

fidmanei oid euledlanuvanuduasawazlaniad eusinumaluladi aunsaade
Usgaumsaifiauassuaznevaussaiudesnisvesdldaulunainvateudun esduszneudfyves
msaiuleUndlatunuaiaaiu (AR) Tudamsimusiaguszasdfidae Wy msdaadunis
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Mapping) N153n9137g (Object Recognition) kagNsas1akuuIIaes 3 16 (3D Modeling) w3esdle
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ogwiaidlesndeyadlinusisdaududuneuiivinlildifiefiuussavsimuasnauaussioniy
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wdfosorfemsnanumaluladiunseenuuuiiugldnudugudnaraioatranadwsidaduluids

\wsugnakazasad (Billinghurst et al.,, 2015, pp.75-78)
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ndeiilaeonuuunazinuiluna 3 47 legldinsewdiolusunsy (Program and SDK) uag

wansanwazNSIgUsg 9 Mogsazidunlunisnei 1

AN5199 1 NsiUSeuisuTafuwazdawdevad Software AUl
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Jaide
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Bumesingusulgsliviuade
wazldudet

- 5095UMR0slu 19U Ray Tracing
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- TimSnensinTesaunn lnganiziile
Build Project
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Visual Studio
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- Pausiuiu Git lnagean
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[ 9de Ao @
vilslgnundauann
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Blender 3.6+
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Workflows
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v v 14 s s (Y
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NSLIUMBSUTE Export
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fn; Billinghurst et al. (2015, p.85)
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o MINANNEULULLDT IMU (Inertial Measurement Unit) fiundesgaglunisiu
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- wuieTesinesrduila Seheimustanamalse SRmansleogiauiug

o mslduinnssulunmseusne:
= aesruuAvailvdeyaniaUsyiRmaninslugluuuidesaznin 3 16
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fumaud 3 AnvuwnRanasvgudanamiafefiisdes:
o ANuATuATY (AR) dvduuvassanmeiausssuilidona GPS waznseenuuy
Tuina 3 fAileasrsnmiaiion
o msl¥anuaiuaiy (AR) vuilefelfiouansuanisneainaiousss Ineldvensiuas
LAWY LU 4D Studio Way MapStudio
nsfnuuitemadraeliitedilauumdunsiauuassonuuussuuiimnzauiy

wiawisailealuusunvesUseimelne (Huang et al., 2023, p.575)

Tunsudl 4 Wawfuneundiadudismnuaiaadu (AR) uag Mobile Tnseenuuuszuuldy
WUU Responsive Web Design Toaonaias 3DS Max Tun1sasisuuudnass 3 Aavesnsesauiadun
uavyuruasansvios et lldluduueundiaduniusiaaiy (AR) IngsaziBenvesluinaazied
§adsteyansUszifmansisiunun msUssgndliannuaiaaia (AR) uag Mobile Tunisadns
szuutelinmaveniiendssfimansidunnninsdessuuvadusuany Snidsheouing
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A15ANUUNTITWAIUT Application

1. N5 Export Model 210 3DS Max ynn1séseanluing 3 ﬁmugﬂuuﬂﬂ/\léﬁsaﬁu
dwumsuszananatusely

2. M3anvUIn Model #18 Blender anvualndvasluna 3 ARmelusunsy
Blender \iaufisdszAvnmwazanudiuls

3. 113 Import Model 141g Unity dndnluna 3 ﬁ@ﬁﬂ%mwimﬁaL%’ngiﬂil,mim Unity
Wenswawiluanmundemaiiousss

4. "5 Build Project 98 Unity a31slustannngly Unity Wilasausiuminennsuazis
A19ine 9 Tauysel

5. 113 Deploy App g wiudeassvamailou (HoloLens) daneaUnaLaduTinau

du5aludemunsal wiudansuznmiaiiou (HoloLens) litenagounazldau
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wnagin1sUsEuiy 9t (Srisawat, 2013)

ARABIINAY 4.50-5.00 MneANIT 1nniiga
ANRRBWINAY 3.50-4.49 118A2II 1IN
ARAWINAY 2.50-3.49 WneA1u31 U1unan
ARAYINAY 1.50-2.49 WinenuIn tee

ALRALYINU 1.00-1.49 vianeAud doudian
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N3ITUIUNITWNAIUY Model 3D
1. nsassazusuvuia Model 3D
o adlueg 3 TRveanses v iadumilayyuruassaeiaemg 3DS Max
o USurunauaranuazideavaslunaiiaiuuszansnmlunisuszanana Tagld
1Usunsu Blender
2. mMywanlusiandlu Unity
o thluea 3 SATUsuuAdIigunaniefusiam Unity 2023
o 14 Visual Studio 2022 dw§un1sideumdalusunsy
o 14 MRTK 2.5+ (Mixed Reality Toolkit) Faiflugaindeaflodmsunisaunuilsidu
719 9 vugUnsaliugInTeznaleu (HoloLens)

nsuddeyanissedfimansluszuu Mobile
1. myysanmsteyausyifmans
o UUBYaAN UL JUNTILALLYAN LTIV IUVRINTEIYTITUNULALYUYUATLAD DY
ngsruuninia
o Wudsasmaidon s imandileatassaumaniiavateliiudldny
2. N1 Deploy Application
o ¥hm3 Deploy woundiatuitiauudadugunsal Mobile
o uaUnAnduilteliinvioniisnanunsndnanerSeudidossmesyRmanivas

wigviuniiasyuruaszaemiosiunm 3 TAlasideeusseneluuiaiousss

n153389834n13 Export Model 910 3DS Max §3dldvhmtunaunis Export Model 21
3DS Max 2025

1. fandlusunsy: Qﬁ%ﬂlé’amé’jﬂﬂﬂlﬂm 3DS Max 2025 wieldlunns Export Tuiaa 3 i

2. Benfds Export: 1‘1J‘1'71|L3J13 File — Export — Export...

3. fuaslild: dedelwdiidesnis Export

4. \@enUszinnlild: 1den Save as type: 11 gw::OBJ-Exporter (*.0bj) Fatduguuvulud
1PsgIUTiTsugednaivanvians

5. USuisia Options: Muualmnunzaudinsun1sidnu laglden Texture coordinates LU
nsldauiiensAn UV Mapping 3o Normal L?Jm%’i’muLﬁa%fﬂmgﬂmwaﬂmﬂa %39 Optimize
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Abstract

This study aimed to (1) examine the current conditions of health establishments in Bang Rak
District, Bangkok, (2) assess and compare the level of knowledge among business operators before
and after training based on the Amazing Thailand Safety and Health Administration (SHA) standards,
(3) develop the establishments to meet SHA certification standards, and (4) analyze the enabling
and hindering factors affecting the implementation of SHA standards. This research employed a
research and development (R&D) approach using mixed methods. A purposive sampling technique
was applied to select 15 uncertified health establishments. Qualitative instruments included semi-
structured interviews, observational checklists, SHA assessment forms, participatory observation
forms, and follow-up reports. Quantitative tools comprised knowledge assessment forms and a
training manual for capacity development of health establishments. Qualitative findings revealed
key obstacles such as procedural complexity, limitations in personnel and budget, and lack of
understanding about SHA standards. However, business operators expressed positive attitudes and
intentions to participate in the certification process to enhance business credibility. Quantitative
results indicated an increase in SHA knowledge scores from a pre-training average of 7.64 to a post-
training average of 9.78. All 15 establishments successfully achieved SHA certification. The study
demonstrates that capacity development aligned with SHA standards not only enhances service
quality but also equips establishments to effectively respond to public health crises such as the

COVID-19 pandemic.

Keywords: Potential Development, Health Establishments, SHA Standards
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Foslviruguilaaluszseren Fadnduegndefiazfosiuiunsfnyiduoiassuiiormun
ArmadeulevisuazuuinUjiRfuangadluouan
Fafunsitendals e aiunmsfnviuasimuinuvosssalu 4 #u ldun (1) Anvianin
ﬁmﬂ’umaaamuﬂszﬂaumiLﬁaqmmwﬁluﬁuﬁma%’ﬂ NIUNNUMIUAT (2) UseilliuwazilSeuisuseau
AUV UTENOUMTANIUUTENB UL DU M DULALHEINTIT T UM TOUTUANNIM TN
Amazing Thailand Safety and Health Administration (SHA) (3) WaAnea i uUsEnaunsn
uNmeinI3UTes SHA 18a3 uay (@) ilednwiladuduaiuuazeUassaiiiinasonissniunisli
Lﬂulﬂmummgm Amazing Thailand Safety and Health Administration (SHA) ¥as@01uUsznauns
deguamluiununedn ngunmmues daadwsannsidedasdanddglunsaduaianmnin
unsguliiuniauinisguam Wadeauamisalunisudsiuvesfuszneunisseges uas

atvayuulgvensvieuendgua e seinaeg19iuseansam
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TQUILAIAYBINTINY

1) iiefinyanmiagturesnisUssnaugsiaaniusznaunaifieguawluniiuiiunadn
NFANNUNIUAT

2) ileUszidunaziUTeuiisussiuauivesiusneunsaniulszneunmaiitoguniwnou
LAZVINITHITUNNTBUINANNLINSEIU Amazing Thailand Safety and Health Administration (SHA)

3) Wleananuuszneun nilegunmlulenuiedn ngammamiuns k1un1sfuses
1IM397U Amazing Thailand Safety and Health Administration (SHA)

1) ileAnwitiaduduaiuuazguassafiinadonisdniunsiiduluauunsgiu Amazing
Thailand Safety and Health Administration (SHA) maqamuﬂszﬂaumsl,ﬁ'aqsumwiumuw%’ﬂ

ATWNWHATUAT

YDULYANISIVY

v v
v a1 =

1. vaulad Nl My3deasdysd@neluwnuissn nsanmnuniuas Fadundsduniug

3

WsugNa N1svieaiied wagn1hiuinIsiegunn lneldnvaelamauaIuAUnaINa1eves

a a

Aan1s @19 avniieaunin winkkulng wavusnisauny neemglugiudfy Wy Fau W3yng

'
=

m:ﬁﬁfm/iaﬂLﬁmﬁamﬂmLLazﬁmaﬁhqsmﬁmguﬁaulﬂu'«j’wmumﬂasham'al,ﬁm GNAGIN R G RGN
v a Y a a B X v 9 ) a & Ada

AUAMAINLAENINTFIUNTUTNMTVReEUTInATiL WAl dugunulUmeY Mudnyusdaiuiiiaig
wwiureaianIsieaunmkazaulenleatuanannssuviend saluseaugs wauesniadu
NuNdaNumLizaueg198luNsANYINITALIANEA ALY TENBUNSNAUN INAILNINTFIY
SHA 8N TEAUAINULTDLULALLES UES19AINEINITO NS WUITUYDIED LU TENBUNNS MUSEAUNUN

LazsEauUsEINa

2. YBULIAMUUTLYINTUAZNGUA2DENS

UsganslunisAnuassdl Ae aniuvszneunisifiequnmluiununedn nsmmamiuns 7
Iasuluaygmannsuativayuuinisaunin Tudn.a. 2566 1u3u 112 uns (Department of Health
Service Support, 2023)

naumegeMITelsnmnn §I3eldI5nsAnEeNIUUIR1EAe (Purposive Sampling) 91N
anuUsznounaiiequawdlasulueyyinannsuativayuuinsguamluln g, 2566 Tulwnuiein
nyawmamuas widslaildnissusesnasgiu SHA fswauvisau 15 wis dedudlifoyandnanud

¥ o

avwinludvewsodiidnuiauims sauviedu 15 au
TughuremTAIdudeUsinm dmllunsiunguiieg1aietiuiunIelwanmawig 15 Ay
WaANwIAUS ALY LagHadUgNENRULALNAINITUITUNITRUTUNDBNRULTUAILIWINAG

1M1 SHA
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3. YauluARIULHaN ﬂ'1ﬁﬁaﬂfgqﬁmsnmﬁﬁwmé’i’ﬂﬂmwsuaaamuﬂizﬂaumnﬁaqﬁumwiu
waU1esn ngavmEmues anwnsasidufanislanmuinaeiveswnnsgiu Amazing Thailand Safety
and Health Administration (SHA) lneiifadevtn Ae Anwianindagiuvesaniulsznaunisiite
qmmwiumﬁuﬁma%’ﬂ AgaMmaTILAT AdunszuIumsAanssumswan Tnsnseusiiedi
WINTFIU SHA wagdavimisdesusy dn1sussiliunoutasnatousy TWaINVeIHATNT An AU3

AUTENBUNISILTY Wagan1uUsENauLieaun meUN1TTUTBRNATEIL SHA

4. YDULWARUI MTIFBUALTUNTIEUIIUABURAIAYN WA, 2566 DAUADUAAIAN W.A. 2567
Tnsuusoandu 4 sves lun (1) nsnaunuiazesnkuueEasiadde (2) Mssausiudaya (3) Msiase

Toya Uay (4) NMIATUHALAZIALDLULLLINIHIIL

NSAUKUIAANITIY

o s
o . HAWS
Yaduiiudn N5UIUNNT
- y - ANUIHUTENOUNSLTY
Anwanmdegiuresann || Aanssunisian (ntervention) |y s i |
Uszneumsiiteguamlulun A - amuUszneunaguaTEY
A : - BUINYINUINTZIU SHA ANISUTDWINTFIU SHA
NuMU$n NgunmumIuas - Savmiladoausy

Uszliunaunaznasausy (Pre-Post Test)

ANA 1 NTDULLIAAIUNNSIIY

NUNIUITIUNITIA

uwurAARgaUNsWAILIANBNIW

nsIAILANENIN (Capacity Development) #N8fls N3zUIUNISLESNAS1SLAT AU INYS
Anug uazninenseing q Asndudmivyaravienguyanalunsussquiimanenienguszasd
98193 UT2ANTNAN Yahya & Goh (2002, pp.457-468) LL‘Ll’Jﬁﬂ‘ffﬂﬁavﬂQNﬂ’]SWWUWﬁJﬂSﬂWWﬂgﬂu
syAuyaRa 93AnT warszuunIolassadraiolifamnsavhouldedradudnenin Tuniswan
Fnenmienlinagnsvansds wu msfineusy msadaeietny uazmsiiuwuauansolung
MAUNULAZNTUTMSTANS lagmsiaundnsnmesidunssuiunsiverdondolsiviusenis
Waguwladluan nuandeumednuuasiasugha Chofreh, Goni & Klemes (2018, pp.1345-1354)
msiandnenmTUsEavEamazieasuduanmsssyanudesmslunsianegsdaau niou

ﬁami’mLLmuLLazmiﬁwﬁ’U@LLaaéNLﬁuizw
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auladn mswawdnenin vuefis nTEuIunITAILINuTUAAaLATDIANT ATOUARY
nswEsuaseaug vine sEUun13IAns wagnalnaduayusig o ieliaiunsadndunuldegiel
Uszdninm dangudemsivisuudas uazenseauamunInnsiiusnisegemaiiies

AUNIELATUTENNVDIANUUTENDUNSINDHUNIN
Health Establishment Act (2016, pp.2-3) @n1uUsenaunsiiequnIn ¥u1gAu3n aud

VY Y '
a o

fixduileduiufamsdiwiolud (1) Aansaun suldud UinsiAefunsquaaziaiuaiisguain
Tng3snmsthdadmetiuasnisunsamedundn Yszneufuuimsdumuiirmualungnssnssdn
agsorauegne LiuusidunisandunisiuanuneIuian ung eI 980 UNEIUIanI oNI3
91Ut win wieeumlunsliuinisluaniuerui win vieeusmungueddasan I
(2) AamswaifiegunmvIoialaiuanuay Huldnisnaiogunmvieiiioladuanuesly
ADUNGIVIAAIUNYVAETIAILANTUNEIUI I LUNUIBUTNITANSITUGVVRINUIBNIUVRTT 1138
nswaiidunisliuinsluaniuenuin wan vieeumnungraneifanIuuing Ussnnues
anuUsznounsiilequamilaumanavats deanssaduunoendunaesuiuunudnyazuing
wazna W mune lawn (International Spa Association, 2023) 1) Destination Spa LU uaun i
FldusmaAumanieindsiu leidunsquagunimitassmenasdslaluszezem 2) Resort/Hotel
Spa Aeathiinsognelulssusunietansn ddiuinmaauungidwin 3) Day Spa TWuinisuuul-ndy
Tughanandu 1 Tagliifiesdefiu 4) Medical Spa viaefiBendn Medi-Spa Tauuimsatdniuuimsms
AUNNg WU LYmansuvasTes) Mineral Spring Spa Wusnstagldunussssumdidussddsznou
dAeIn15U1dn 6) Club Spa L{']uaﬂwﬁﬁaaﬁuﬂmuaﬁaﬂé’uqmmw Tusnswnaundn 7) Cruise
Ship Spa iuauiiliuinsuuded g Wssaunsaiiouraesewinsnmsiumg

wunAARgIRU SHA

2173514 Amazing Thailand Safety and Health Administration (SHA) WJulasenissau
sEwinmsieaiinuissemalnguaznsenisansisagy finguszasdilioarsnnmd el
Auslaaluusnsauguewnisuazauvasndy laglanzlugamainisunsszuinves COVID-19
(Tourism Authority of Thailand, 2023) MsaT1aUsEIuATEUARUAILAUEUITEaRIUT YAaINS
pUnsal waznszUIUNsUING Tnedinswaununsgrudiadady SHA Plus uag SHA Extra Plus
Wlenszfunssusesiuinduuazanninisauaulsa

NAMsAnYIMuiuaziuIAaiAsados wuln mimudneamvesaaiuUsznaunsile
avaw ferdunalnddnlunisenssdununmussuimsiugunmlumanisvieniien lasamzly
vsunvesdleiouniieniifinsudstugegrangaunmumiuas Sesndudosmevausssiong Angsu
flnafilfenddyfumiunaonsouayaueundomnnBedulugavds COVID-19 smAfoves Han et al
(2021, p.731279) 33y FneamvssaauUszneumssuguanludiewisafienanunsadnalngnss
senssuiame uazmnulindevesinviendien Tasianzilloanuuszneunsufifammnasgu

1515 RY 1NN MIRRAnEamluAlaTeUARUNINUBIAAN YR U UR Y vinyens
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TU3Ns NSUTMITANITRIANS LLazmiU%’UﬁaL%aﬂaqmésiamm'ﬁgmqmamﬁaﬁﬁmiLU?{auLLUaaag
w@ue (Nayal, Pandey & Paul, 2022, pp.359-390) I@amwwzaa’wﬁﬂuﬁamiLﬁ'aqsumwﬁl WunsaEsy
aunmdsdostiu wWu daun whdaa uaratilulsiusy Feldsuamudsufstumuuuiliiung
viewfleudaguamm snsgu SHA SeimihiedounseumsUssiiuganimdiesdsi Seifiosagviou
fesgsueuaendelunsruaumsuinawiniu mouidadudeddinanumieuesesdnsronisadng
aadosiuliunand uazenuamnsalumsudstulugramnssuuinnsguamm uenanil Obrenovic
et al. (2020, p.5981) FU@UDIN NTINVINITANTUNULALHANANVBIBIANTITUIWNTILUIAVD
COVID-19 Ifetnsaiiles axidumsuansisaussausmdnuesesdng dahlugauddumsgsia ainde
Annwidiuaziiui mawaundnenwvesaniulszneumaitequalidulumuannsgiu SHA
flfissnsuiulsadanaavienisufifinudeimuetusingy maustidunssuiunadenagnsi
wumsiasuadvaussausisluseiuyarauazesdng Wesidunisedraduszuy szdwmalnenswio
Amanansalunsudedu msdesiuveslivinis wazmmsiunwesgsAslusrzem

521U8UiFINY

ada

n53veiifunsisouazaiamn (Research and Development: R&D) Ingldseidauisidunuu
NesNENL (Mixed-Methods Research) Uszneusiemsideidsgannuazmaldodsuiinm iouss
Foqusvasd 4 Uszms leun (1) AnwnanmdlagUuvesaanuusznounsifioavam (2) Ussilunaneu
uarvdseUsy Lay (3) Waundnenlian uysznaunsanansas uannsgIu SHA uag (4) iiednw
{]'«a%’adm%mLLaquasiﬂﬁﬁmam'amicﬁﬂLﬁumﬂﬁ@ulﬂmmmmgm Amazing Thailand Safety and
Health Administration (SHA) ¥esantulszneunsifioguawlulnuiasn ngavmuviuas laegide
ALTUNTUNENATEsTIUNMTITE UYL lTUNTUTaINAMENTIUNTITE5TIUNMTITe ULy
uninerdemaluladsvasnanyiusen (1@l RMUTTO REC No.022/2567 asiudl 11 figuieu w.a.
2567) uagldsuanuiuseulavadinslonndidrian niouinnlnfnuuassnmanuduresteyandns

LATIATARILLUINISANG

1. N3IYLBIAUAMN

[V
v

1.1 ngudiegne meideaseiifs@nwmeianndnenmussaniulszneumsiiiaguamluin
UNIN NTUNNUAIUAT mﬂiéfmmsﬁmmgm Amazing Thailand Safety and Health Administration (SHA)
Tnongudszansiildlunsfnwae aoudszneunsifieguamluauissn nammmuas AlF5u
TueyanszneuAanisannsuatiuayuENsgunw nTensasens salay Uszdl we. 2566 ey
oA 112 ushs AsoUARLAINSUSTLAVAL Lazailogun N é{’m’%’umjuéfqasiNﬁiéi’flumﬁ%’aﬂ%y’qﬁ Gk
aoudszneumaiiieguammdiuau 15 wi Gefnienainngulsznsiaglimsguuuuianzas (Purposive
Sampling) lesfiTsananinasidmdensesiszuy ilelinguiesailarumngauiuing Uszasdued
msfnw Tnetmuainasidait (nclusion Criteria) fail 1) iluaniuusznaumaiieguniniila sy

Tuaygrannsuatduayuusnsguanlud we. 2566 2) Galilasun1ssusesnsgu SHA 3) ey
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ugonirsuhlasimside 4) Busenlifidudrdiiiunisdunival dunm uazdsidiuanuiiaTanm
et SHA vausifeniiu (3seldsvuninasidinesn (Exclusion Criterion) fio aanuusznounisiveasuy
A3 alianunsadnsufanssuvedlasINslinaonnIzuINN1TITY wUINNISAAENNGUR0E19E
Wmneiteliiainsofnwanunisalalwesaniuuszneumsidaliinnsiusesnnsgiu SHA uag
thlugmsesnuuuimamaiaundngamidemiuenzianzas seandesiudoisaiuaztediin
vastfsznounsluiufiununssn nyunmemnuas

1.2 13 asilefild wuuduniwalislaseaing (Semi-Structured Interview) aanLuUAT
mwﬁwq@mwﬁﬁmmmu Theory of Planned Behavior (Ajzen, 2020, pp.314-324) Usznaunae
Ussiiudes auaf anudila uagnisfuidiumnueindelunisveiuses SHA uuudannaniui
(Observation Checklist) 819891 UsELAUNINTFIU Amazing Thailand SHA Usgianianisuan
Lﬁaqﬁumw/m’]mm w3 osdloftsnunkuntsnTaaeununsadaien (Content Validity) o
A3y 3 au leun vt Ainsuaduayuuinisguam filemgdunisuinisavnm waz
fndgimsfugunmuaznsvieaiion dmsunmsiauianiuuszneunisiiequamluiuaundn
nyunnavuas kU ssusesnsgiu SHA §33eldsaideuituuuideidaiam (Developmental
Research) waufUNsAnaukandn1sim (Follow-up Evaluation) n3esdefildlunsdndunis
U32Nounle wuuATIausEIlumIunMel SHA wuurlesunisdunauuuilidiusiu (Participant
Observation Form) kagwuunn1uxanasn1swaiul (Follow-up Monitoring Form)

1.3 A33ATIziidaya Tdn1531A319d e (Content Analysis) (Lincoln, Lynham &
Guba, 2011, pp.97-108) @A 1) Credibility Wudeyanainuaneds dn1stuiindes avivaeuaudd
triangulation 2) Dependability dnsadeyalnedasy uazeduseaulateasy 3) Transferability T
waziBenititouaslideyaiiensuszyndld uaz 4) Confirmability msiaaeulduyansiases

a

Joya (Audit Trail) lngEseAnal

9

2. MBI

2.1 NGUA08E19 WilouiumTITeITanmunm Ao anuusenaunts 15 s uaeg ideya 15 Ay
Wiaay 1 AY

2.2 1039930798 WuUUTEIIUAIN3IS09nTEIU SHA 12 U8 wuulanela avivaeuAy

a d’lj v o ] ! d‘ [ | ada o Y o Y1

psadauilemlaediBeiney 3 i wasnadgeuriassiunguilidnuaglndifissduin 30 au laa
p = 0.60, r = 0.25, KR-20 = 0.98 dmsunmsiinTeviseiuauivesUsenoumsanulsenaunisiiie
AUNNABULALVAINTITOUTY 1ALAMUANMUITNITAAIUAZUULAIINT AIULWINIVBY Bloom’s

Taxonomy (Krathwohl, 2002, pp. 212-218) InguuanasimsuiUananzuuuesnilu 3 seau Al

ATLUY 10-12 Azuuu (Savay 83.33-100.00) = seAUANLTE
AT 7-9 Azluu (Fagay 58.33-75.00) = seAUAINTUIUNANS

AZWUIUAINTT 7 Azl (MNdnSeway 58.33) = szAuUAIINS
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Tudhuveauuumsussiiuguanmdsdensimundnonimanudseneunsifieguain s
nvaouLlevuaranugndesnngidoanny 3 au léud 1) sauieudauaiununwdudins
vioafiey Maviensuvsussmdlng 2) dhlinseiulovisuazuautiuigns ddnauauiynis
A3y nswadUALLUIATAYAM uay 3) {iTBavasunnsuimsgsiauimsiftequam 16suia
WInsgIUEINaUseImilade ISBN: 978-616-619-627-6 uaglintsdalunisausuass

2.3 msAanzidaya lYatfidanssau tud Anedy Andesuulinigiu asada
g lawn Paired samples t-test szAutisd1Ayily p-value < 0.01

NaN1578

Faguszaeddad 1 WadAnwraniwdagiuvesnisusznaugsiaaniudsznaunisiile
guawluvaiuiiunedn nammwanmunas

fAdeladunvnifuszneunsaniudszneunsifioauaim $1uru 15 918 UszneunsdIy
Tngguneny nealvafeyas 31-40 U dwlugjaumsfnwseaudSynes anunmausadiulvg
uiauuds anudsgnaunisdiuanndisiuugndneeglurag 15-20 au Fuamuaiausnaanlng
SudugsiasnenIsamu 1,000,001 - 5,000,000 szognanssuiugsadulngdudugiianui
10-15 ¥ warlssioddnlngjegluzaasinia 1,000,000

A9l 1 mmmmmﬂﬂ?jwammgm Amazing Thailand Safety and Health Administration (SHA)

Usziudnfgy AMNuARILAINg idaya
1. rrwdudeuvestuneuns | nszurumsiideanioaenanssurusnnuayldinaiuu 1y
fuve guassaddnlunisvesuses (liteyanuii 1, 5, 13)
2. PANUIANIEILR Foyaioaiuunasg i SHA Sslidniau fuszneunsiildeasde
\Aenfu SHA Aefutuneunavyseleviveanisiuses (5/77/’/%%/@%77 2,8 12)
3. fodfindusulszinanay | MsUuupenudseneunsdeddiuasuiiuiy Sniwin
YARINT L%’mﬁwﬁﬁfﬂLLaﬂszmumi%’Uiaa (gﬁﬁ%ymuﬁ 3,7)
4. yealidndusegsna andmdnidualuituiinlindasguds Fehidiurnusnduves

nsveduses (lidayanuii 4, 6, 14)

5. YIALIIFUUALUIIN msvafuugihuagnsatuayuanmhenuiifdendusn
WIEUST Hadvddnyivilidaa @§litoyanui 15)

v

91NA151N 1 WU @nnenanfgusenounsdaliduvesuseninggiu SHA inandade

3
mannviane Tasussiuiinuanigafie mnududeuresiuneunssiiuns deieddienarssau
wnuarldnanuu uenanddmuindusenounsusnerarusifsatumasgiu SHA dada
Ausulszaaazyaaing weanlidndusegsialuusunyuoy wazdwnusiatuayuaInNiiiey
fetos Fsdruduguassadfsionisidngnszuiunisiusesnnsgu
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n13199 2 Yadegelanazauassadenunsladiuvesuses SHA

UsziiudAgy

a < YV
aNuAAWUIINgidaya

Ausidlageensiuresused
AUAIBATUIUUTZU
AUFUL DUV DIUDNINUA
IR ILULTNNNUIBIUT

BRRRR

~ A
Tupuaziuvaluauins

FUsznounsNesinnst SHA Preifiuasindedie Tnstamzly
nauanénenai (idayanui 1, 4, 10)

flunuaziure uadesselilsulszanamasanunseues
ninens @lidoyanud 3, 5, 8)
auladuwsdwesinnseanBoniiuiunousidunis
(lidoyanuii 6, 13)
adaaiiaanmslildfutoyariouustihiifiome

(G lidoyanuii 11)

Mdusmseunnunden uasilunuarduludiviedudnin

@lidoyanuil 9, 11, 14)

-dl oy | ' & A o
ARV 2 WU Qﬂizﬂaumimﬂmmmmmﬂ,f\mazaumaammmmgm SHA Tngsa9

o

Iduwwmslunsifivanuiiieiovesgsia uadaliguassa loun Anuivaduaulssaim Ay

FUFOUVDITOAIMNUA LAZNITVIAAILUELIDINNUIBUNLABITe agrglsAnn AUsENOUNIINATY

= A A A 9]
5’]81]LLNUVI"\]%UU%@IU@UWF’W\LN@QJ@?’]@JWﬁ@N

a a 3 a [y l = [y
A151991 3 ANUAALTWNLIAUlATINS SHA LLagﬂ'ﬁﬂJEﬂﬂ-\'ﬂEJIUﬂ’]if‘JU‘?J@?UiEN

UszihudAgy

a < v v
AUAAWILAING idaya

PAUARLTIUINADLATING

ANUGULDUTBINTLUIUNTS

yuuayItunauliennin

YoINNANIUNINYINTLUNS
UTuUse
ANUAANTIRBNTATUAYY

N33

Fuszneumsiudn SHA Fasadremnusiulasnugueunsieliun
ané uasieBuamdnuaiysia (lidayaris 15 5798)
lenasuaziunouwnniliSangsenn @litoyanui 1, 5, 8)
yniliugiuiifeguds masidumsaslidudousnn @lidayany
72,4, 10)
ANEINegfimsasuiieUsuUssaauilldumsgu SHA
Tnewannziugueunsle (lidayanuii 3, 6, 9, 12)
fuszneumsdesnmslimhesuiiieideaduntisanainy

Fudou wagliduusdndaau Glayanui 11, 15)
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NA15°99 3 W Jusgneunsaiulvgdviruafidauinaelasenis SHA Tneuesindu
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WINPT YIensEAUAINL LT ol 990353A e agelsAnu {UszneunITaIesedIgans

2

[

NIEUIUNNSEANUTUDGDU TANIZAIULDNAITHALTDAINUA Ve AUI9TIeNa9I blenmIndNug U
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1 v v a

Noguan MalidmudaiiasusulssanalunsuuusEaniui wagaudenIsNIsatuayueeig

Y

Jususssuanninig

M1519% 4 KAN1INTIUTEIUANUUTENBUNMSNRAYA NI 15 WIS ANINIATEIU SHA

a

Uszihunsaaussiiiu A07UNITAIITINNU

=

GUEIN I LR PIREATIN anuUsEnauNsileguAmMIuIY 14 Wisinsiauazen

agaaNe lnglaneviesguikasiuidulayuse

SEUUTLUNYDINA A0UUIENBUNSIDFUNINT NI 11 UiellseuusyuIeeINIAn
WiLNzay on 4 wiedaldinisdnnisiseessuusEungeInIA
gunsaliAEzoIn A0UUTENBUMSIDEUAINAINIY 14 urisilladnedlowaziignii
AIUALDIALNEIND
% o % L% A ¥ =l Qll % a wa a 1 d‘
AstasiudnsunInaIy NNLIInIsAileMsnsaund U uRau witliiies 8 uiei

Y Yo v A a A | aad Y-
ninulAsUTRTuATY warliiies 2 wisnddeusyyrduiusnis
a1aile

o & A | a v ' L N A
MIIANTAUNEET0UE nusUdasulaeniloukayinysesuIzeg1aAsIAse untliles 4

| A o = A o Y a

wisninadn-sanmafgiteAnnseadlyuIng
NSIANTVLLUALAIYUL anuUsznauMsitoguA nd LY 13 wiidndaweziUauazen
wenveglimingay wazUdiRnmuinsn1sguIiuian1vuyegns

NABDI
u

NANTNT 4 WU anuuszneunsiieguandlulryiinsquaguanuazeIAns sruun
AMUAZDIN WATNITIANITVELIAANIUNAIININTEIU SHA a81slsAan Fenudaunnsodluug

Y a

Usziau liun seuussuiseinia msdamaydnadeliiiisane nsdairduasulaavamingu waz

ay v v Y % = & PN Y [ ~ 1%
nsfideUssrduiusauguownde Fadudadedidgyneslasunsusulgaielianiudsenounis
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Abstract

This research aims to examine and analyze the behavior and motivations of consumers
seeking facial cosmetic surgery and to propose marketing planning for beauty businesses that
align with the behaviors of Generation Z consumers in Muang District, Khon Kaen Province.
The study involved distributing questionnaires to 400 consumers and conducting structured
interviews with 12 consumers. The results showed that most facial cosmetic surgery
consumers are female, aged between 21 and 23, with a monthly income of 15,001-20,000
Baht. Popular non-surgical cosmetic procedures include laser treatments for skin clarity, Botox,
and Pico for acne scars, while popular surgical procedures include rhinoplasty, lip
augmentation, and chin enhancement. The most significant motivations include the desire to
boost self-confidence, the credibility and expertise of the doctors, reasonable prices in relation
to quality and service, safety standard certifications, and consultations provided by doctors
both before and after the procedures. Consumers typically seek information and consider the
reputation and reliability of the hospital or beauty clinic, the surgeon's expertise, and the
appropriateness of costs relative to the services and quality received through online media.
They often compare results with their expectations before receiving the services. Those who
have undergone facial cosmetic surgery express a desire for additional services in the future

and are willing to recommend and share their experiences with others seeking advice.

Keywords: Cosmetic Surgery Behavior, Cosmetic Surgery Motivation, Generation Z,

Facial Cosmetic Surgery, Consumer Behavior
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HudiinvesnsfnwizesnsiinsingAnssuuazusagdalunislduinsfasnssuaiun 1uauuy
Tunthueanguiaiueisiuuss lusunewies fminveunnu elugudeyauazanusadesengnis
LALBIULIUININTNIUHUM InARd M UgsRaLES LA L idenade st ungAnssuveldusns

nauaLueLITuLnlugLnaIles Jwinvaukiukasunay 9 delulueuenl
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ngUssaIAraIN1sIY

1. Wefnuuagliaswinginssuves]lusmsdaenssuasuauaaluntng el siulgn

ludinewiies Jainveuunuy
2. waRnwusealalunslivsmsfasnssuatuanuaaluntnguaestuien Tuginailes

FIRIAVDULNY

YDULYANISIY

mdeassililunisfinudeyaiieanungAnssunisldusnisfaenssuasumnuenulundd
YBINFULAUBLITULYA TUNUT T N0 TINTAVBULAY IINNFUAIDLE1LILUBLITULYA Y981
18 - 26 U (MAnsening w.e. 2540 - 2548) ludineiiles Jainvauuiu 11 400 A

NSAUKUIAANITIEY

N13ANwIITeATIlY sAnYIMaEILATIFYINGANTTY 599918 UaznTzuIunsAndulaves
AlduInsfagnssuadSuaunuluninguaielsiuuen Welviguszneunisgsiaiineitesanunse
MUHUNIRAIRLAdOARA DI UAMLABINTUAE NEANTTUASITUT NS IRBE B Zay

ngAnssulunisldusnig

fasnssuasuauuuulunti

(Consumer Behavior) A1TINLHUNITAAINENSU

§3NAAYNITIUETUANIY

3

yulunth

ussgdlalunisldusnsdaenssuasy
pssunluniiy

(Motivation)

ANT 1 NTBULLIAAIUNISIY

NUNIUITIUNTIU

1. wuaRAiefuFaenssULERNA NN (Cosmetic Surgery)

FAUNITUESNAMINAIY A NITUIUNIININTUIMETYlRARNTUABUMUaIwesdIusg 9
Tuemeliidnvasfivmraunazasnuiulnenisedn nsUgnene Msialwes Larn1sanaisidn
TWludusng 9 vessemelaglifosindga Fannszuiumsdesdiiumsiagunmdivdnisiai

a

FIUYNTo eIyl uA T Y 9 TauonaNATAaenITHETUANNTTRUT U A T 9T ULAT
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nsfaenssudamneds MsnnudEsumLLiaEsLadsAuAiiinsR AL davIosmaninge
MnmaingUfing vide mashdadiesensndae Tne Bangkok Health Research Center (2023, pp.1-2)
53U AaenssuasuaNan (Cosmetic Surgery) Wunsinsin wienmsvidaenssulaelfuanawes
Wiemsanen wWu msaslufion (ulndtu fendwe) amdnlulundaile Wonanensuniives
A& s uuLLTUAN SS9t §efaenssunnuacisofaseansnnusaduauivniwes
Faormans Foivfiietunsiidadeans wwonidu 2 dwu Ae

1) Aaransia@suasne (Reconstructive Plastic Surgery) 1unsendausluanuinunfives
sUsvieRIRnIsAtiuud fifavefietunevdsangifmg wu makdaudlanudaneuld
MskdnLasenUinnsuzuazag AaenssugURvgusaluntl S NUfin s

2) Kagenansnnusuasuans (Cosmetic Plastic Surgery) Aia n1siafaLfiaiuANaIB e
wag 9 EJwulms;mwmauulmlmmmmﬂﬂmLmamﬂmwwmﬁaamﬁmLwaLaimmaﬂmWLLauaiN
aruileliuanues wu NMSARENTIUNIARLEIUIYN nsfaunssuEnfinmaedu nsdRunssuHIGn
AnuassEUIN ulufins@nansing o Wadiamiuiu

Y

2. Uszinnveefaenssutasuauauluntn (Facial Cosmetic Surgery Types)
nsvdasnssuasuauauuulunddudvainuaneUssiandiedy §audazdssiangy
SoguszasAuazinadndiunnsrstusenly Tuilagdunisvidasnssuaiuanunaulumiles
adouduethann Ssanunsaudsseinmvesnisvindasnssuasunnuauluni 1dselud

1) nMsfaenssuluRtNLUURIAR (Types of surgical procedure)

nsasnssuluniuuudge Wumswadaaduduldfonds Tnemsdasnssulumiuuy
il suanudey ffwell Ao nsfaenssusdauimin MsdasnssuRidian nsiasnssy
HIANYN NSARENTTUENAAUIN MIARENTTUHIFNAIY LANTARENTTURNIAANSIY

2) msfaenssuluninuuliiigen wse Wnan1s (Types of non-surgical procedure)

nsdasnssuluniuuvliiiga wie Weanis Wunsdnansadduduldiamis Tnonas
Faonssulumthuuuldindandedmanisilasunnuidoy Sxwielud Ao nsaalufiond (Botox) n1s
Anilaaes (Filler) layannsydumin (HIFU) n1s3eelnu (Thread Lift) Mstawgesutiila (Whitening
Laser) nsanudnaanalagdu (Meso Fat) wag Pico Snwisesda (Pico Laser)

3. wuIARRERULTgsle (Motivation)

wsagdlavFeussiunieluvesiayanaidmaiemiudiosnisuazanuaulafiinduaniade
mangagns TumsdnwadadldnumunssunsuiiAsdesuasnuitelulssmanaginasanaie
unldlunsiiesgiusegalalumslduinisdaenssuaiuainuanlunt dunewies Faninvauuniu

wud wssgdlalunsdaenssuauenununiianugenndesiulseneulumedaduniunisnedi 1 fsil
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M13199 1 uansmnundadousegelalunisfaenssuasuainuay

Aaudsusegsla (Motivation)
= o
§§; p) -5 u‘: =
2 : 3| & e | g
g . ) &
E .| 2 Tl E |3 |08
G < @ @ ) | 25 © g = G
& S e = G =< 3 = T 3G =2
w = = & = s 2 )
¥ = = =] & G tFS) © 5 = &
TGN @ = Rl s |25 B gl 2| 5| 8|3
3 12 < e | | S| 8 |2 & Sle | =] %8| =2
= ] 2 | 2 = [ Bl e | Z |2 X | s
(Authors) 2 = gl 2| &8 |la2|95 1= | & o & | =
S LSl 5|8l |Ble |B|E|E|E B
e R B 7| & € | 12 = 2| o2 | =z & | »s c
[ o] & 33 = c G| & g Q c c (=
a(— DC @ ES p=) © [Tad w3 =32 c = ~ 2 @ D @
@ = 32| R | S | T = w I | = & ¢ © 33 c c
= g s ol el 2| = @ < € | %w| & & €| %@ G " =
23 = 2 bl | T | 'S 2 = e = Z | o2 z | 5 @
2 &% § s S| 8|w|= |3 | g g s|&|&|€ |2
clEESE 2z |C 8 B2 EEE| 2 8|8
c 2| € »| €| = = c b= B I = =2 2 | % =
o> = c G = = = =4 = M o = U B > = =
= | & | 28 &l ®|E| |5 E|&ge| & |E|S
G T e €| B & c | = c || € & €| ¢ e = @
Suksang (2015, pp.75-82) v | v v
Srichumpon &
Samphanwattachai (2018, v
pp.108-116)
Dasopa (2013, pp.972-978) v v
Chaihemrat & Maneesong
v v v
(2018, pp.241-250)
Sukkasem (2013, pp.87-90) | v | v
Kriangchutima (2014, v
pp.178-197)
Tonum (2018, pp.159-160) | v v v | vV v
Krajangsaeng et al. (2018,
v | vV v vViv|v |V v |V v v
pp.64-75)
Tonglert (2016, pp.176-187) vl v iiviviv |y
Witchayachaiyasit (2018
Y Yy v v
pp.35-47)
Thepmanee (2015, pp.44-47) v v v
Wisanurak (2014, pp.95-101) | v v
Wang (2021, pp.46-50) v v v 4
Kajornkosol (2014, pp.52-61) | v v
Laohasinnarong (2014, v
pp.1-2)
Khongkha (2018, pp.58-62) | v v iv |V
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M15199 1 (5i0)

Auususegsla (Motivation)
I 4
2 = 2| 3 e |
g - @
2 . | 2 TS |3 s |8
@ < @ ) £ | =3 © 2 = G
£ e g, = | % 2| e z 3 |G =
v = = o t@ @ S '3335 & = 3 5 2
WA @ P 33 S pss @ = = = = B 3 S
Y 2 57 © = G | = & € = & =
g |z S| E |3 |2 (%l |S1& 2|22
(Authors) = = E|lZ | 8|2 | 2|& |S|s |88z
S o ZE|B| g | & | €| S| BlE |2|le|& |58
€ @ ®| =| & € (= = 2| o= 7 2 | »E z
iz | C| S| & | 2 = P R | @ & s | &
. aS 5 g .= 32 & as >3 2 e 2 B |2 @ D @
S L = | < = c r | = @ c | 8 3 c &
Z E| 55| E| €S |2 |E|Eless|E| 5|83
2 | |z S| 5| & 2 |« | | 2| | S| g | E|E |2
Ele | = & ¢ 3| 5 2 = @ 2 € & & 2 c | a ng
c € r | S| & < i~ vv = | 3 G 1 = |2
c =id [ c I § = feu pm ] — r C = =3 -3 %’ TS
- = c W 2| = - =2 = 3 Tl - S U] B4 &> < =
= | € |33 S|E|E || Bt |E|lcgw| 5 |&|E|G
| B |eww| el B & | € |2 € |@=| € 3 & & < Z | ®
Pearlman et al. (2022, pp. v v
859-877)
Sonmez & Esiyok (2022,
pp.3101-3107)
Mohammed & Ibrahim
v | v
(2023, pp.1-5)
Asimakopoulou et al. v
(2020, pp.3-9)
Shiah et al. (2023, pp.308- v v
317)
Lomprakhon et al. (2019,
R v v |V
pp.121-142)
Phuwangmo (2015, pp.25-37) v |V v v v
Yusabai (2020, pp.1-15) v IV IV IV IV VYV v v
Kaewmeesang (2021,
v v v v
pp.40-51)
Nakpanit (2018, pp.38-53) v
Chaiyawong (2016, pp.20-53) v |V
Naksaengjun (2017, v
pp.209-220)
Nimitsumawong (2022 v
pp.73-81)
Han & Hyun (2015, pp.20-29) v | vV
Boudreault et al. (2016,
v v
pp.108-110)
FUANUAAMYT 10 | 9 9 |6|a 13|10 5|5 |7 a4 |2|3]|3
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3. wuIARAEIRULIELTULTYA (Generation 2)

Hagtulandigyawsisnmadsuutamisdunisndes wnsugia wasdsay ddlududseudy
Aannunainuatsluiangnssuvesuszunsusingliifiusdasuda wgAnssuiinainnany
fnaninanmsinsgasaie iy Sannuuandnslusugasisvesussnns n3e Generation
Gap Wutladudrdey msidilaluniuuanatesynineiedoazagyinliidlarnuusazauludenuuin
§47u National Economic and Social Development Council (2022, pp.1-88)na1311 AguUsewINg
Tuusiazta991g (Generation) dexfingdnssy fimuad waznslEdinfiunnsiisiu Tasagiuuszing
Inefuszansnguiaeisiulondunniigaidudwiud 1 (Generation X) agfifosaz 26.4 mudae

'
1

819U 2 Aip NANUTEFYINTLAUBLITUINY (Generation Y) Bg7Te8aT 20.4 ANUAIYEIGUN 3 NE

Y

| o A

Usgnsiaiuasdunen (Generation Z) agsegay 20.0 a1auil 4 nquUseyInsiaiueLstuulyy
\we$ (Baby Boom generation) Sagag 19.1 a1dufl 5 nguuseynsiatueistusaniuasndsainiu
(Generation Alpha and after) agfisogay 10.7 uaza1auil 6 nauUszyINTIatuaLsTunauud Yy

v
v

13 (Silent generation) agfifavay 3.4 AN YULLATLLIANNIIATITINVBIUADLLAUBITTY

fanuwanseiueg1ann lngnguutyuwesiinluganinsvenedvednsiiediliisuinisdeans

HIUARA1 9 TudiuvaInguiaiualsuonguuAnuInTaug AveIADNNIADIT ALINT d1mSUNgY

1%
=

welstuneinumiensudumesidndnareidudsiiug unquiidviruafuaznsld8inils
arwddyfunsAnegs Taenduauusasauolstuiiissuidnansi unnseiu dmumufnues
anunavesdeyageslafuiiumnsnsiumunuansalunslideusasau nguaiusistulenduie
uAnd19zdaasuilaaimansanndiing1n sasdinguialuelstunouaznguiaiusisiulenazuilag
Pmrudoosuladislugiuuy ueundiedu uenaniiaweistuiudngluagiisnmsuilnedely

SULUUTIANENSOERNARILAINABINTVDINULDY (On-demand) 11nNTu

4. LLmﬁmﬁmﬁ’unsxmumsﬁhﬁuimﬂ%’u‘%ms (The Stages of the Buying Decision Process)

msdadule mneds madenuaziuisuiiisudeyavesdsiidesnis iliglduinisannse
AATIEVURYA LAzl TiudnsTiuniudeyanaunisindulavedlduinig (Pookerd, 2019,
pp.54-60) TAEAISNUNIUITIUNTIU WUTT Gﬁgumauﬁuaaﬂizmumiﬁ@ﬁﬂ%m;ﬂ%’ﬁmiﬁ’asJﬂiim
suauulund wuseendu 4 nszuaunisvan lawd 1) nssuilamuazaiudeansves
Aldusnsuausneg wu nmsldwelalugunsdumivesiuewisenissuiintuntvesdiglduinig
10gmn 2) nsAumveya Lﬁa;ﬂi’fﬂ%mi%’uiﬁa{]@mLLazmmﬁaqmi‘ﬁ'é’faqﬁﬂﬁamt,t,u’mmtﬁﬂzym
mieyaiiundetionnsq 3) msusziiuiidonuazidieudisutoyailduomadidigauazaseiv
ardesnsveslduinisunniign 4) madadulaliuins Wewdsuifieudeyaudaressnaulate

duavseuimsiviauAiuANABINTg Aell
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A5199 2 ALUsNIEUIUNSIRAULR

fawusnszudrumsindula
(Authors) 2 a2 "2 2 ¢ 3 €
s - <
Virasorn (2017, pp.94-104) v v v v
Suksang (2015, pp.75-82) v v v v
Wabanplab (2017, pp.121-127) v v v v
Witchayachaiyasit (2018 pp.35-47) v v v v
Rodprasert (2020, pp.97-106) v v v v
Thepmanee (2015, pp.44-47) v v v v
Kaewmeesang (2021, pp.40-51) v - v v
Tonum (2018, pp.159-160) v v v v
Wisanurak (2014, pp.95-101) - v v v
Wang (2021, pp.46-50) v v v v
Rapeepongpattana (2018) v - - -
Dasopa (2013, pp.972-978) v v v v
Thongruen (2012, pp.87-99) v v v v
Chaihemrat & Maneesong (2018, pp.241-250) 4 v v v
Phewphuek & Malailert (2012, pp.70-74) v v v v
Suttisinthong (2008, pp.98-122) v v v v
Yusabai (2020, pp.1-15) v 4 v v
Krajangsaeng et al. (2018, pp.64-75) v v v v
Intave (2015, pp.110-138) v 4 v v
Pai (2014, pp.3071-3083) v v v v
Crockett et al. (2007, pp.316-324) v 4 v v
Sonmez & Esiyok (2022, pp.3101-3107) v v v v
SAAMNAFUYS 24 23 23 23
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5. wuaAnfEafuaMuAsladsngAnssuluaunan (Behavior Intention)

anusdladmginssluonanvesdlduinsiiuliuinsdasnssmasuauaulue
(Behavior Intention) Ao Arumeneufiazanlduinsdasnssuaiuarunuty dadudadeds
Svswastengnsanveslduinig Wuivendgldvinsléiilauasdarumeneuiiosrhieninuis
wela auBuinessiilafiazlduing uusihyaeaduliuliuing uaenduanlduimsdudsnads
1m8 Fishbein & Ajzen (1975, pp.369-381) Na127 mmé?ﬂ'ﬁ]L%qwqaﬂiimaﬂ;ﬂ%’u%miﬁaaﬁﬂizﬂau
2 Uszms fie TiauniviiorudAndifineonisnseviesadlduinng il

1) Msfuiuag mimmﬂ,wmwuamqummiu

2) Yszaunmsaiidedany Ao nMstusgfuanuAnvesyanaiiieates aseuasa tiou au

Tnd3nfifanlunsinaulanseimgfngsu

psfUszneviinaandsduilinisiuenginssumnaussladavgAnssiluewiandaa
wiugn Gadlugnnssrhmginssuvesilivinmsluiian feiuriruairenginssuuasdsmmsidudiui
Prefmuaanudslafiszuanaginssuvesliuinines lnsumginssuoialdsutiaderaeayinfuy
uivangAnsstesrUseneusuiruafaniludivunnnnindsruveslivinisuas uamginasuves
nauaBaliavENauInITAuARWaAnTsLlEUIN1T uenaneIRUsznauT 2 UssnsTinaniand sl
HadeidusuusduiGenin “Fudsneuen” Jededing 9 Adedusumuneuenmungulsiun

1. ynannw 1wu liudnsussamdansionduyanaiveuansinuvideynnaiiveuiius

2. Fauvsduuszrns wu e 01y WomAruiuludsauvesgléuinig

3. aaﬂﬂﬁmauau 9 WU unumludeay anugnisdiad nMaSeuiludeay dudsaieuen
finananiaumnuiiden mufdsmsmaﬂfﬂvuawawamawqmmimLawwvmaqcﬂﬁumms HAUDIRINYS
aeusnazgnidenlasannunde wWu szdumsAnuildvswaseriruaivesglduing deilnasenin
cﬁ'?ﬂaﬁ%ﬂizﬁmqﬁﬂssmLLaza'ﬂwalﬂﬁﬂwqﬁﬂﬁmaasﬁ%u?mﬂuﬁqm ogdlsfinuniuilaves
flduinsuensdienafiowdusznaudu q Adssaliglivsnisdaudiladmginssunydouuadld

1) Passzeria madansanuidafiagnsehmeAnssuvesglivinig mneddniaiusses
nauLeRdKaRan R laTaznsEYiiUABuLUATlY

2) mslésuimanstml iliglduimslasudoyalvaififimswasunvadlunndeyaiiudama
11/1@3WL%M15LU@WLLUN LLaummmklmnguqumﬂiimmEﬂ,ﬁummimﬂ’]iuJastLiJaﬂUmEJ

3) amwumqummm NUARINEANTTUABINIUTUADULINUIENIDABIDIABYAARDUYIY
iﬁﬂawuauquiswaﬂqmmmﬂamzmzmLLazwqmmiuQﬂmmmquaaaa ylglduSnsasuany
dlauardudnlingeile

o a

4) ANUANNTAVOIEITUINNT LﬂuadﬁﬂizﬂauﬁﬁmﬁwLﬁuaﬂaisﬂsiamméﬁwmsﬂ%ﬁmi
sz dumsdndulafiaznszsimginssu esandglivinslifianuaunsamnnediaznszyindsd
dalald fléuinishiimensgyimnfnssudy K —E

5) s wiidlduinissdimnaddafiagnssrhmgnssuudmnalalldvdeduilienaiia
nsnsgvhgRnsTUSule

6) gUildy mm&gﬂﬁ]ﬁuaq;ﬂ%’ﬁmﬁﬁ%LLaquaﬂ'ﬁiﬂquamswﬁ!aﬁuaqﬁ’uqﬂﬁé’mmﬁa
flduins visauaziasluAsiinsvildldvhnuununsiingly shlwlinsstungfnssufifndusie

Burapha Journal of Business Management, Burapha University, Vol. 14 No. 1 January - June 2025 50




1. UszvInsuasnguaiegan1sivgy

[y

nsfnuidendsilifunafvieyaangléuinisdaonssuaiununulunii lustneides
JIMNIAVOULAY NGULILUBLITULYA sﬁaLﬁuﬂduﬁﬁﬁwaﬁaqqLLazLﬁmi’wmuma%u lagAruangy
Usznsdlideya eondu 2 ngu fe

nauseg1sil 1 fe ngualulsTuusa 1UAIRRTEnIned A, 2548 fis w.e. 2555 (¥29078
18-26 ) AfiUszaunsalliuinsfasnssunaiuanusailunih lusuneiios Smiaveuudu Taeld
gn3A1uIUYBY Cochran (1977, pp.18-44) nsdlldnsudndrunazlinsiusuiulssensfinuen
o aadariu 95% Al 385 Au wasfudeyaruiadu 400 Ay

naufeeei 2 dvfumaiiuteyadiqunmiiadudisnsduavaluuuilasainaain
munugldusnisfasnssuasuanuaulunt lngAndenannaudugeuangnoukuuaauniuil
fugenlidamedeyauarliduntvaineasdonduduld omnidudeyamensunnduazdoya
fasnssudadudeyaifinuseulmuazniudeyadiuynna uaziinusinisdnidenainnsidy
AU lfusn1daenssu 2 Uselan Ae Uselandagnssuuuunin Liwn dasnssuasuayn
Faenssumnuasiuiiiin daensanaiuang uasdaenssusndanasstu S 4 v uazUssan
Aaenssuwuuliningn vernons laun Saluiiend datlawaes ley] Saunn Svldinsounti Pico Snwndn

FnaLAuad WaSVISNUTUNUURINGA 31U 8 YU TIUTHNUATILIY 12 AY

2. ingeailenldlun1sade

mMafuTusuteyaUgugilunsdnuide Tnensuanuuuasunia (Questionnaire) ey
npAnssuuazusegslalunisldusmsdasnssuasuanuauluninveinguaiuestuuen lugne
dlos Semtnvounnu Fadinasinisliaiazuuusiuig 5 szau auuinsidiuussiduan (Rating
Scale) ngA8u04 Likert (1932, pp.44-53) g 5 Azhuu naefis wiusiouniian wag 1 avuuy
vneds ldiude wazuuudunealuuuilaseadne (Structural Interview) WReafungAnssunsld

Usnsdmsuglduimsdaenssuaiuanundluninguseslvdeyaneddiunsldusnsiiaiy uag

M NTIRAINTIADUAIUATUT UL BN (Content validity) ensiadaud1n1d nsldn1wnae

Y 9
¥

Wen lngniaviiniugenndoesenineterniukasingUssadd (Index of item-objective
congruence: 10C) $7uau 3 iy TnemsTirzuuunasasiaaeuluwsasdamanuiiowilumeanan
Fesmss Mnduliezuuundunedamauuasgaunsouagululszfudiniunside uaznsld
awrigmeuitlensaiuvidelsl Gefinnsanlu 3 Usuidiu Ao aeandes wirdy +1 luiuvle winfu 0
uarliaenndos Wity -1 nduiiwanzuuungdermgis 3 v Aulnmen 10C mugns
Rovinelli & Hambleton (1977, pp.49-60) wuindiAwiiu 0.97 Fannnin 0.50 waniwuUaBUA1Y
fianuiflsmssasnsnilidldlumaiudeyaluiiuiinsifoléass uagldthuuuasunulunaass
Tdfunduinesns TnsAndufesas 10 MnuUUABUN LT LR Fo $1u7u 40 9n edmdenangliuims
Faenssuaiunnunalunhvesnguiaiueisiuuen Tusunedles Smiaveuudu udwAaudesii
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VoukuUaaUn1Y (Reliability) Iﬂﬂiﬁii’gjmﬁ%‘mﬁhé“Miz?MéL@ﬁﬁ/\h (Alpha coefficient) (Cronbach, 1990,
pp.202-204) AputiuuugeunulltaTstungusesng 400 au Faduglitinmsfasnsanaiunaey
Tunthwesnguiatueistuusa lustneiles Sminveundu wuinmsnsaaeum udosiu (Reliability)
wenaudauUsid 1) wseqslavesr ldusmsdasnssuasuanuadlunitvesnguiaiueLsduugn 3
Amudiesiu 0786 2) madindulaveslduimsdasnssuaiumnuansluntiveanguiaiueistulen 3
aruidasiu 0715 3) mwddladmninssulusuarvesuilnadiulduimadasnsuaiuemua
Tuvihwesnguiaiueisduisn flmnudesiu 0.891

uananilselddninfvieyaidenmunin lnsddunounisadrsuasiamiuuadanunig
dunvallassasaaneda (Open-end Questions) efunginssy w599¢la nsdndula nadnssu
ndsmsliuinmadpenssuaiueuanalunii uazarudsladamgfnsslusuanvoanguaiueisdu
wwa lusineilios Sminveuunuand@nuiuwifn nguf tenasuazauidediieddes ki
UszendldidudemauvesuuaraiunsdunvallassadnvaelnbinseunauisingUszasdves
msidsuaziuuamaunsdunisalliinsinandinseaeunnuasadaiem (content validity) 31

bigneulanssiuaraonniomuingUssaiavsalyl

3. MyAAszidayan1sidy

Tumslinnegsiteyanisideiilifanuuuasunuseaiinsiinszsidoyaadfidanssan
(Descriptive Statistic) Ingl¥n53insgsidoyansada 1udrfesas (Percentage) iiloUszanana
TayainuarnaUTErInsmansvesldusnsdagnssuaiuanuanylumi luduneiiles Jwmin
YBULAY UaENITIATIERALAY (Mean) warduideaunannsgiu (Standard Deviation : SD) Lile
nMsdAssingAnssun1slduing uazussgdlanislduing wagldnsimsiesiiionn (Content

Analysis) dmiuliasgndeyadanuninilaannisdunivaliuuiilasaing

NaN1S28

1. uansanudayanaluvasldusnmsdaenssuaiuanunslunirvanguauaistusn
Tusgnaiiias 39InVBULAY

mﬂmiLﬁuﬁauuaﬁuaq;ﬂ%’u’%miﬁasmﬁ:uLa%ummmﬂwﬁwsuaamjmLaLuaLs%’uLLm Tusne
= o Y] | A vo aa 6o a awv v Pl o a P
e dminveunnu Alamuuavsutanllluisnisanduidelaglduszaunisalladunng 9 Aagly
UInsfaenssuasuanunuluntdivesnguiauasduwen wui greusuuasuny daulvgilu

WA Soway 49.5 ¥y Tesay 28.0 War LGBTQ Jawar 22.5 1918581319 21-23 U Segag 56.0

1%

TOIRINIARDYTENIN 24-26 U Toway 24.8 warogtiaunimiewiniu 20 U Segas 19.3 audsu
&

a

dulugiinisAnuiluszauds

v a

193 WWudniSeu/adn@ny dselaassaiau 15,001-20,000 U

>
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M13199 3 Uanstoyaseaunisinw 019 wazsglavelduinisdaensuaiunnuamulumih

STAUNISAN®E

UU(A) Jouaz a1auN
NSy a3 89 22.3 2
USeyayns 265 66.3 1*
ganinUSeyeyns 46 11.5 3
374 400 100.0 -
21UN UU(AL) Fowaz aeuii
HniFsu/AlnAne 261 65.3 1*
9315/ MINNUTTIamRA 31 7.8 3
g5 55 13.8 2
NUNIUUTENLDNYU 25 6.3 5
ANUNY 28 7.0 4
334 400 100.0 -
selfindasaifiou uUU(AY) Souay araudi
N9 15,000 U 75 18.8 2
15,001-20,000 um 156 39.0 1*
20,001-25,000 uwn 68 17.0 3
25,001-30,000 U 41 10.3 4
30,001-35,000 U 25 6.3 5
35,001-40,000 U 18 4.5 6
Faus 40,001 vl 17 4.3 7
334 400 100.0 -

2. wan1sAnwuAgIRUNgAnIINYas lFuTn1siaenssaasuAuluntIvanguia
walstuugn lugnailias Jwmdnvauuniy
nnsiiudeyanndlduinisfaenssuasuanunuluntdiveanguaesiuuen ludune

13199 9rnvauwny Meedusyaun1sainisisusnIsAasnssuAMLaLlunn WU

2.1 Uszinvasuinsdasnssussuanuaaluniiinguawestunsadonlduinig

Aldusnsfagnssuasuanunulunissanlidiidin dulvgawesniila 117 au fosas
se9asABlUNIaNdG (Botox) 100 AU $98az 19.8 Pico Shwsesdn 91 au euaz 18.0 Hawaes (Filler)
75 Au Sovay 14.8 uwnaanglusi 54 au Jevaz 10.7 lefjonnsedunti (HIFU) 44 au fewas 8.7 Bue

17 AU So8ay 3.4 way 5081y 8 AU 3P8aY 1.6 MNUAIPU AALNUNINA 2
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AsAagnssuUssAn ik

3% )
Tufiena (Botox) 19.8%

20%

18% m fawaes (Filler) 14.8%

' lavennszdunn (HIFU) 8.7%

soulv 1.6%

B Lalwesuunla 23.1%

1%

AN 2 NsFRenIsuUsELANIUENAR

PNUNUAMN 3 WU lFUINsfaenssuEuAuNluniUssanidn dalvgdaenssy
HIRALESHAYN 112 AU Feay 51.9 F09asunAefagnssudIfannuasTuiUIn 42 au Seuay 17.9
aauiANIAagnITURIAAETUAY 35 AU TouAY 14.9 AAUNITUNIAANTIY 15 AU T8y 6.4

AAUNTTUHNIAANIEDITU 12 AU S08AY 5.1 WaTAANISUNIAAESUNLININ 9 AY S88Y 3.8 ANUANU
N5ARENTSUUSTLANKNIAR

0 AaBnNIIUNIFALESUALN 51.9%
4% g
5% o YRS

B ARunIIUHIARLETLAS 14.9%

HAUNSTUENFARNLAISURUIN 17.9%
18%
52% FagnITUNFARNERITY 5.1%

B Aa8nISUNIFALESUUUININ 3.8%

B AAUNTIUHIAANTIY 6.4%

a o Y
AN 3 NMIARYNTTUUTELONNIAR

2.2 Gziawmn’n%’uiﬁ,ﬁaqﬁ%u’%n'ﬁﬁ’aaniiuLa'%uﬂ'mm'\ﬂwﬁ'l

NAuEUA W 4 nuiglFuinsfasnssunadunuanalumh dulngiivesmsnssuiann
Facebook Official AARNAREATTULESHAINN 266 AU 5088% 27.5 S09a911A8 Tiktok 150 AU So8
a¥ 15.5 6ANNAD Instagram 128 AU 5oz 13.2 Aunfe Line Official ARHNARYNTTUIES ALY
101 Ay Foway 10.4 Twitter 74 au Sogay 7.6 nsuurivensevaluszaunisal 67 au Sogax
6.9 YouTube 61 AU S088% 6.3 éﬁﬁ%atﬁm/mﬂ/ﬂﬂ%’aq 47 au Sevaz 4.9 wuulrelawi 35 AU

Sovaz 3.6 NMIUULUNUL Google 33 AU $98a% 3.4 UaLdUY 7 AU Soay 0.7 ANaIAU
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YBINNNITIUFVOYAUINSARENTTY
Suﬂ m 7

ﬂmLuzﬁwaﬂﬁafuaﬁéﬁUi:aumsaﬂﬁ?ﬁms e (7

33
i L R e—
e (]
Twitter  m—————— 7
I | 50
Instagram  —— G ——— |28
e 101
Facebook Official ARUNARUNITULERUANMY s (6

0 50 100 150 200 250 300

A9 4 Fosmnensudineatuusnisdaenssuasuauadluntl

2.3 338219813 IGUINSARENTTUETUANNULAAZATS
Aldusmsfaenssuasuanuaslunthldssesnantunisiuuinsuasienlddng el

M13199 4 uanstoyaszerliantunislduinis anud H1aa1n1sldusnig Asns wasiddnswa

sonsinaulavesliusnisdaenssuasuanundluni

szaznanlunsldusnmsudazase IUU(A) Soway adudi
Tounin 1 2lus 209 52.3 1
1-3 4l 138 34,5 2
4 - 6 4l 51 12.8 3
33 400 100.0 -
audlunslduing UUPA) Sovay R0
4 oudulu/nde 245 61.3 1
2 - 3 ewndy 104 26.0 2
1 adsalion 50 12.5 3
1A 1 ASaReLieu 1 0.3 4
33 400 100.0 -
nafildu3nis IUU(A) Soway a10UT
Lawwnmﬁawm 241 60.3 1
NALANITIU/MAUENNU 61 15.3 2
AU UNNEUR 58 14.5 3
Tungnandunm 40 10.0 4
33U 400 100.0 -
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M15199 4 (5)

A lgusnislunsazase U(AW) Jouay a1aun
1,001-10,000 UW/ATY 145 36.3 1
10,001-20,000 UN/ASS 115 28.7 2
20,001-30,000 UM/Asa 61 15.3 3
30,001-40,000 vn/ASe 56 14.0 q
40,001-50,000 U’Wl/ﬂ%Jfl 14 35 5
flaus 50,001 UmnIull 9 2.3 6
33U 400 100.0 -
Hnsianswananisindasnssulundd 317U (AY) Jouay A1nun
FULDY 266 35.6 1
Fagunne 200 26.7 2
Wou 116 15.5 3
ATOUAS? 66 8.8 4
AN 54 7.2 5
AiiTeLdey/anT/inTes a6 6.1 6
DU 0 - 7
334U 748 100 -

N9197 4 aznudn Glivinsdaonssuaiuanuaslumi dulvgfiszoznanlunisly
Usnsusiavadatioondn 1 4alus 209 au Yevas 52.3 SesawnAe 1- 3 $alue 138 AU Jevay 34.5 uay
4 - 6 %lus 51 Ay Sevay 12.8 MUEWU

auAlunslduinig 4 Weutul/ads 245 au Yevar 613 sesaunie 2 - 3 WownAsa 104 Ay
¥oway 26.0 1pdsraliiou 50 Au foray 12.5 wazannnin 1 adsdeliou 1 Ay Sesay 0.3 muddu

THUSmsamznaTiaznn 241 au Sevaz 60.3 SosaunAonaMaNANEIW/MSIANNY 61 AY
Sowag 15.3 anunaunmdtn 58 A Sevar1d.5 wariurenandunm 40 au Jeuar 10.0 My

fld1usn15 1,001-10,000 Un/Ae 145au Seay 36.3 S09a9LNAB10,001-20,000 UTM/ASe
115 Au Segay 28.7 20,001-30,000 U/ASs 61 Sopaz 15.3 30,001-80,000 U/Ase 56 Au Souay
3.5 uazdaus 50,001 UmTuly 9 Ay Sovas 2.3 Audsy

uwazgddninalunsdaenssuaiuaiunuluninfenuied 266 AU So8ay 35.6 T89a3IAD
Fauwne 200 AU Sevag 26.7 leu 116 AU Feeay 155 ATOUATI 66 AU fovas 8.8 ¢3n 54 AU Joaz
7.2 ﬂﬁﬁ%atﬁm/mﬂ/ﬁﬂ%'m 46 Sevay 6.1 MUAIAU

3. wamsAnwifeafuussdavesilduinsfasnssnaduanuamuluviinguaweisiuuen
lugnailies Jsndnvauuiu

INMIANYILTRILR (Motivations) voeildusnisfaenssuiasuaunuluntinguiatueets
Fuuen luginawies Jaminveunnu wuln gneuiuvasuauliaiudAyiuladenisasisany
ffula munindedouazmnudiuigueaunng adivanzaufuauanuazuinig nsduses
11MSFIUANNUREANY wagnsldYumuinmanunmsianoulagndaninig Tusgduandian
muddy faseaztBenlunisned 5
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M350 5 uansdayausdavesliuimadaenssaatuanussluninguaeistulen lusunaiies
Jewinveuunu (Motivations)

Uadausegsla (Motivations) lun1s Aady  drudeauu LAY fdu
Tdusnsdasnssuasuaunluntn x) RSP AUAALIAY
VBINFUALUBLTTULLA (s.D.)
nsaseauliula 4.52 55 WNNan 1%
ANHUTRNBRATANUTIUYVBILNNE 4.49 62 UNign 2
FIAMNEANAUAUNTNLAZUINNT 4.45 57 Wndign 3
N53US09NIATTIUANNUADANY 4.38 63 Wnitgn 4
wnndlirUsnwvianeulasnaauinis 4.22 67 Wndign 5
ESUYARNNN 4.12 67 1N 6
nsguatenlaldvesnineu edtndiay 4.04 69 3170 7
azonuazidusuileu
LD INI TN ILAMNTIUELTY 3.99 66 110 8
AnuTIElunsiduImsuardunouns 3.84 62 170 9
Tusnsiidaiau
madndruazonuazidusyileu 3.76 68 110 10
TUsunsudaenssuiinnutnaula 3.63 63 3170 11
LESNAY/EEUI RIS 3.53 1.04 3170 12
anufidevesradnuaaiuiieuaydaiau 3.38 80 U1unang 13
nslawandeyauazlusiuturiudest 3.35 81 Uunan 14
aslae
AUABINSIAlUNTNT AL DY/ AATYAY 2.95 1.07 Uunas 15
;ﬁﬁﬁ%atﬁm/mqm/ﬁh%’m
AUANINTN I UBITNAITIU 2.92 .99 Urunang 16
394 3.85 73 4N

1NA50 5 wudElduIMsdaenssuasuanunuluntveanguiaiuelstuuen @l
wsegslandwmarienisindulaglduinsfaenssuaiuanuaulunivesnguiauastunen Tudune

iles Jwmdaveuunu Inesiueglusedvunn (X=3.85) dmsuladedesiesnuddvainuinliies
Ioun Fosnsadieanudule (X=4.52) anuund e euazainudiuiguesunned (X=4.49) 570
WMUNgauiuAMAINLaTUINIT (X=4.45) N155U50INnsgIuAINUaendy (X=4.38) unndlu
FUFnuenoukasndauinig (X=4.22) idluyadnnn (X=4.12msquaiorlaldvesnineu addn
finuazonuaniusadou (X=0.04) wioslovnsnisunmeianuiivate (X=3.99) anusamsily
nsliusnsuazdumeunsliusnsfidniau (F=3.88) padniimuazerauasdusueu (X=3.76)
TWsunsudasnssuimnuinauls (X=3.63) w@sumeiasulneids (X=3.53) aaufissvesnain
NouiudELardalau (X=3.38) ﬁmﬂwwmw’fﬁ)yjaLLaz‘[Uﬂm?"uchuﬁ'aaEJ'Naaj’ﬂLam (X=3.35)
dosnslluntidanumilow/adedugiifidodesyns/iindes (X=2.95) waganuinameiiluendn
N1597U (X=2.92) auddu
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4. wansITeIBsgaunmIREafungAnsTy usepsle nszurunisdndule uazAuRslade
npAnssulusuanvaliuinisdasnsanasuanunulunivamngaaiuaisduuyn

PnMsdunealildusnsfaenssuasuanuadluniivenguaueastulgn Tudunaiiios
Ffavouuiu $1uau 12 au warlinsideyadieisnistinseideyadaiont (Content
Analysis) Ineuandulseiau nuan

4.1 waAnssunslduInisfaenssueuanunuluninvenguauastuusaludinaiios
JmInvauLi

NNMsFun el lTUS N sRenssueSuaunslunii wudt danvaemsliusnmsdaenssuesy
Aanuutumitves ldusnislung uaiesdusen lugnewdes Janinveunnu lud1uveinis
idaenssaaSuanundlumiuuudidn dldusnsdaenssuasuanuaaluniwuuddne ua ns
@uayn MIFaRnuAEEIN MadnEdaa ueenshdarhmassiu luduvssinomsuilunti
dliusmsffaenssuasueuealumiliviinsdauwis dalufiendldeilaaes andnsaunin v Pico &1
Msdnaiinwad nMsvimsnuivuiand ilelauas mevitles] NMs@eds uazialwesuinias
ssgnmuazmuilumslivimedaenssuaduanunslundluiazaimesflduimsly nquaels
Fuen Tudnnadlos Yminvouuiu

Tudimvosnmsvhdaenssuasuamunslunduuuridnlduisesnfudeolud svozinanlu
mMssdmaSuaynegi 3 - 4 Falus mnudlunislduing lvdunvaldslimeindgmilaqudsen
maeduaynuagliingluudledddmniiios 1 afs ssogailumsidinnnudsiuiiun do 1 42l
30 wft v 2 Falus Ardlunsliuinig 1 afa ssegnanlunsidaaiunddssesna 2 il
arudlumsliuinms fe 1 ads ssezalumsindamasstu ogil 1 dalus esanidunadnedeld
svozafisangs anudlunislduing Ae 1 afs Seasuldinlunsvidasnssuaiuanunuuy
Tumthuuusnde flvdunivayneuldszernatlunisindaegd 1 - 4 $2lus uazaufiogi 1 ads

Tudwwesinanmsuiluniinldutseondudwiolul msdaunn MHszeznaegi 10 - 15 i
mmﬁliuﬂﬁigﬁu%msasiﬁ 3 - 6 downds mdelufiond Hsverianegd 10 wiit anudlunslivinig
asm 4 - 6 ownss midaftaines Tawernmed 10 - 15 mwm’tumﬂ%imﬁaw 4 - 6w/
Ay maAndnsauntih Mszezimegd 10 - 15 wii mmﬂumﬂﬂmimiaw 6 iiow/asa msvi Pico
& dszoznanegi 45 unil mmﬂumﬂﬁuusmiaw 1 ownds mednaiiuad Taveznanegi 30
it anadlunslivinisedd 6 Wowmss mavivandiuiuuiiond 1dsseznaegil 1 4alus el
Tunslduinsedi 1 - 3 Wewnds mevhilelauas Wevepnanegil 15 wd arudlunislduinsedd 2
Fou/ads mavhiley] 1szorinanegd 10 undl arwdlumisléuimseyi 6 iewnass nsdndn 19
spzaaegil 10 it awidlumisliuimaegil 6 Wowesa uasmaamesmunnas lsvozna 45
i enwidlumsliuinsegd 2 danvi/ade

nandfigldvinmsfaenssmaiuaunlundaznnlunsulduing Sdwielull fe 1) aean
THEnmsmunaniiuwmddialy 2) lumaawgnaiazen 3) luinslufungeaadunii wae 4) ag
wlduinvdadniFou ludumesailduinisaunsoutseonldssd Ao lunsridaieduayniiaogi
20,000 — 54,000 U™ ARIFARALASLEUINDET 25,000 U miszma”[,umimmmammqasﬂumm
24,900 - 35,000 UM drlddelumssindorien 2 fu $IP8g7 17,500 U1 Tuduzosinansuu
Tumihannsoudseonlddsd AelsalunisBaunnegil 2,990 - 4,990 uwm adelufiendsian 2,160 -
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5,600 U AdaTlalaessia 9,900 um AW Pico &1 aglusian 12,000 — 14,000 U AIdnELAY
[wAG3IAN 39,000 UM AvvEvIsiuYiuLAami1sIa 999 uwm Avihlalauaisianegi 3,500 U
Ale 1A 3,999 v Ardedaeglusian 200 - 500 UM ANGNANTEUNTNTIAT 2,999 VN Uay
ALALEUINATIBYIUTIAN 5,999 UM

4.2 wsepslalumsldusnmsdaenssauasuanunalunivanguaiuasduusn Tusnaiiias
JMINYBULAY

nmsdunwalilivinsdaenssueumunaluniih wuin ussgdlafidamaenudeanisi
whdasnssuasuanunaluntiivaneyssms teedliduniuaifussgda dwislud Aedesnsiiag
vhdaenssuaiumnuaauuluminieadsanuiula w@uyadnam vieidiumyiaiulneds 3
usagdlafiifnananudungueawned Jaidesvedlsmeuianienddnaiunmen Sz
fumsuins Wsunsudaonssudienaiaule fmsussnduiuduasdaduimunisnainegisatiane
TudhugAfavsnalunsihdaenssnadueuasluniveslduinslunguiaueisduusa lusune
flos Swiaveundu Ae Bvidnannaues Aasunmd fiddeides uazdvsnasniieu

4.3 nmsnaaulalduimadanssauaiuanuaulunitvengaaiuaisduugn Tudnaiia
JInvaULAY

NNsFuNal lduIMsdagnssuasuauanlunty wudn nssuiunslunsdndulaly
Usnsfaenssuasuanuauluntvesldusmslunduawestuien ludunawies Jaminveuuiu
#1snnNNIsaeunudeyatundlsmeuta/AadniaSuanuad #315a0NAMINNITIUSNTS
domanuiifinssiuaudesnisvesuennniign Muvndeyaindeste q athelawan vieluuan
feandunjazdumdoyarnmsdedomsesulay Snvisindulalduinmadedautulaludoses
mmasadsanmshdasnssuaiumuaslunt fiasanlubesmesdodouazmmuniideioves
Tssnenua/ddnaiununy SnfrRinnsannneudsmgesaounmd uazfinsailudes
yesAlddnefimnzautunisuinisuasaun i azlesu ludiuveansiumdeyanioaouaiuain
yanafagsumsindaonssnaiuamaslunth fmsdumndeyaandeseuladidudnilva) Fdldun
YoM Facebook Official YaemalsanguIa/aatniaiuaAIaey 93339 NY0ene YouTube 333310
oy TikTok Isidnluaunnauasdinmnaumsfasunmedidenvg dnsaeuauanyanadingsinu
nsfaenssuasuaualuntinuds Sulngldaeunuiudfieuuazasouns loRumdayaan
Y9394 Line Official waamslssmenuia/mddinaduanuey wasisisfslfaouamanaiglungs
voufiagliinsfaenssuadumiunaluniiiningemns Facebook

4.4 weAnssunAUINMIfanssueuAMunNlunitvaIngualastuLYa lug N Liias
JmInvauuiu

nmsdunalfliuimsdaenssuieiuenunalunii wuin delduinsdanssy @iuam
ulunthudglduinmslunguaweistunen Tugnewles Jaiaveuuiu danuiaaly 2 Gedlug 4
Ao 13097l 1 Ao Fowasnruaonsdts uay el 2 Ae BewesgUnsauinuivindasnssuinazingy
uar Analudemornuuasaderidudomweinmzumsndouuzyhmsingn fnaludenesdalaui
ndvinasnzquazAIUILTd SIS dRThAasnssy uazdnaluSomwesgUunsainaiihfanssumied
yhimanisinagingy eduntvalia 12 au l#TnsdududeyaegssouneunaresvanBenounis
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dpaulavhdasnssuasuaunluniia mavhdaenssumaiumunslumiluusiageds dlduinslu
nauauaLstuLen Tustneiies fainveuniu Wavesnatlumsnilu feil Tunisvhnisidaesy
ayn melu 1 #av ayniduduarasdiuinmudsuulas luFesesmeinity annsofiagnduly
sinlufivernuieditu taglisuiufesinluilsmenuna vimasdnaunsoldTinldmudniusdes
Fensuusemuomnslin isuusenureiaas Waunaliazoin wasinisdaluuniely 2 d&aw Tu
duoamssdnanuAsiiiiun ssesnatlunsinfiulunsindaanudssuiiun fe 1- 5 Yu ndnis
6 GapsguaunauazsuUsEyuaTslA Tifulssmuvesuaas sseznalumsinilundsnms
HIARLESUATY Ap 1 dUAT ndsandin seesalumsuinvesneglusvesiian 1-2 dUam waglidl
msdaluy Tudugesmsvindasnssum 2 $u udmssndnaunsandusminiufitwldnund uazdn
10 Ju yhnsanlng

Tuduresimanslaifinisiniu nslduimsdasnssmasuanuealunimesglduinsd
Alduinisldsu WeFeuifisutuauaantaudgladunvaine 12 au Idlideyalulufianis
Aot Ae ieiSsudisuiuanumaniudinssmuanuaenisildannisaily Tngldfian
manfdluFesdsll Ao laaniiluFesmesnisidasnssuauamunsluniudaudfugundves
puies ydsenssuaiuaualuniiudagdusssumd dusvhdasnssuaiunnunlumiangsll
ety deSsuifisuiuemumemiudImssmumnumanisildamamsaily fanuanemis
TuSeswamiinger widnas wideuwasndla Swadwsassmuauainnts lnedlrdun e
12 A ldnadnsfifuaznsaniuamniants Seilidduntvaiis 12 au fanufanelalunis
vhdpensauaiuanunaluvth Tudeswesmsldfuuszaunsaiifvsolilumslduinmsdaon sy
aruenlunti Ssanmsdunwalldsuteyaidlidunivaiie 12 au li¥udszaunsaifalunisld
U313 Falesulszaunsalifanmevindaenssunaiunmauudldsunadnsiia lifernsunsndeou
waglddnadnadesseninmsinfagnssuasuanunuwasnainisindaenssuasuauay sy
Uszaunisaliifandasunmdldlidyinuituaglsyaisdymunlumhetnnsslunsan iefias
udlatymuuluniinlfegnemsae Idsulszaunsaifidnnnsldsunisquaiisiendasunng
wenuafiquanaziimthimalsanetuna/aadn Iiusraumsaiifanunmegitiassenussa nanfe
AagwnmgliionuSeugldusmafaenssuaiuanuny dAasunmduazylduinsdasnssuaiuninuy
Ansfofretuegaiiiesd insmuagliiAesidadunasdu mngldusnmslunguiaiueistunen Tu
sunoies fmiaveuunu fduuzthuazdeanshniseuiulmiluieinsvindasnssuaiuaiue
Tunth Tneudseeniu 3 ndu Ao nguil 1 yadadesweseusiule nguil 2 yedadesanuvaonde
uaznguit 3 wedadessansenvluewnan lnednsliduusihuasdeansndsrusulmiluFosnns
vhdaenssuesunnuaslunidlevhudianiilalunuesimsisyifedfiugasuuilumiiuas§s
annsaasuyadnawlvisuedlddndae ngud 2 fduugihuazdosmsindausulmailudeanis
vhdaenssuaunuaulumininasdnwuazidenlsmeuia/madnaiuanuanslii ieadnu
Uaenste dsannsagliainluiusendelusygymaniulszneunsvesnadndasnssuiaiuniuen
uaznguil 3 WWlduuzihuasdesnmsrhndseusulmiludesmmhdaensanaiumiuasiuniiile
vhdaenssuasuausluntudes Hussined femneanuiwnnideudluniiitesldasiias
Husssud Tunsalidaaiuayn limsasalveynlaaduly uadlunsdiiindaiesunns liasfiay
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Abstract

The objectives of this study were as follows: 1. to examine the congruence of the
developed model of human capital and learning organization in influencing organizational
performance. 2. To investigate the causal relationship between human capital and learning
organization and their influence on organizational performance. The population of this research
comprises 269 top management representatives from Thai public companies. The data collection
tool was a structured closed-ended questionnaire employing a five-point Likert scale. The
questionnaire was divided into three parts: human capital, learning organization, and organizational
performance. The statistical methods employed were mean, standard deviation, and structural
equation modeling (SEM).

This study investigates the causal relationships between human capital, learning
organization, and organizational performance among publicly listed companies in Thailand. The
empirical analysis confirms that the proposed structural model fits the observed data well.
Specifically, human capital significantly predicts learning organization, explaining 75% of the
variance. In turn, the learning organization for 24% of the variance in organizational performance.
Moreover, the learning organization was found to play a mediating role in the relationship between

human capital and the performance of publicly listed companies in Thailand.

Keywords: Human Capital, Learning Organization, Organizational Performance in Thai Public

Companies
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Usgpnsildlunsidendsd fo fuimsssiugeesuidnumauiialulsamalng S1uam
Vavaa 830 UM (Office of the National Economic and Social Development Council, 2023) il
RUIWNNTATIEI (Unit of Analysis) S¥AUBIANTS mﬁf{‘]’aﬂ%gmiﬁwﬁagaﬁuﬂizmﬂsﬁgwm 1a8nns
dwvvaeunamslsvaldameadouFeuisuimssdiugmieuuuurealaiissyogdaindunos
Anuanudniusuuadindu wasvilsdevenrmeyenyinnumiineduddivnuisnaudeyaie
flog uazivoslnsdmiannnaamdnninduisuszmalnesiudau 830 v3em Ifuuvasuamney
AEUTIUIU 269 UTEW T911NNT1UUIATDINE UAI9E19ANLLUIAAYBY Hair, Black, Babin, &
Anderson, (2019, p.633) fina13319133eAfiduUsudliiAY 7 Tassadns wasdidn Communalities
> 0.50 suumsuaamimﬁaasmﬂfum‘l’wmsﬁ 150 v3E Tun1s3deadeddfutsuns 3 & wazden
Communalities TushuUsdsing 0.51-0.86 naufeesdsiduruiivmnya

wosdofildlumsidendedl fAfelduuvasuonilunmsnusudeya dsdunisadaniasde

WlARNHIAUATILIAN VU LAZUITENAEITDI INBAINUANTOULLIANILNITITE wastisy

e

e <

s

Fnvivosiauusane q mnduldwaundunvvasuanunuuilnsiadrareda Ingldunsiay
UszanaurwuudLAsy (Likert Scale) wuadu 5 sgdiv (1-5) WgmouluuaeunINsEyYsTAUANARLIALY
TuusiazdemuindiszdunnuAndiuegluszivln inasiflddaluwuvasuam 5 fe nssfusziua
Antuannilan 4 Ae mssrusEiUANAATILIN 3 fo asafusERUATIAAuIURAS 2 Ap nsey
swiunuAniutes uay 1 Ao assfuszdunruAndiulesiian Tnedemanuuiadu 3 g dwil 1
WUUABUA N UNY BEVBIRIANT AAKUasaIn Vidotto, Ferenhof, Selig & Bastos (2017, pp.316-329)
dauil 2 wuaeunumaidussdnswianisFousiauUaiain Marsick & Watkins (2003, pp.132-151)
uazdul 3 wuuasuamKanIAunusEAUesAns 4 5 ssduszneudes IFun nanisduduny
AUNITRUAALUAY9IN Kurniawan (2021, pp.515-517) Han13a i uauaIuuinnssusauUadann

Al-Khatib (2022, pp.391-423) HamsaifiununiiuanuiisnelavesgnAifnuUaiain Arowwad et al,,
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(2020, pp.196-222) wansAlunuduaLegediiuveduadonakanIsELIunud A
agnefifuvesdany fauUasain Ahmed, Khan, Moharmmed & Hadidi (2021, p.11252); Khan, Wu,
Saufi, Sabri & Shah (2021, p.897)
mnsaaeuamnaiesdleflilunisitedueiuiissmsadaion (Content Validity) 1h
LUUEUABILALBLAEMTINANA 3 v FefleuiBnmgsunsuimsinnisgsianasiussaunsal
Tunmeiifofievssiiunnuifismsadadomveuvvasuanlnsmsiinneiadviaruaenndos
(Index of tem Objective Congruence: I0C) A1 10C FostiAdaus 0.50 FulU (Rovinelli & Hambleton,
1977, pp.52-53) lnsumazUaainimuial 10C iy 1.0
nsnsvdeuamnInaeiosefildlun1sifeduaudoriu (Reliability) Tu el
wuuaeunulunaaadly (Pilot Test) AuUIMsTEAUgIURIUSTYMUMBUTIiAluUsEINAlNe I
$1UIU 30 %A LagnaapuAIANUTEANS LeaW1vesATEULIA (Combrash’s Alpha Coefficient) i1
mwmﬁmﬁaam%’ﬂé’maqmdﬁ 0.7 (Hair et al,, 2019, p.122) IngyndauUsurawaziwlsdang Lol
Amdosiu (Reliability) 3nnn 0.7 Tnefiandulszansueaivesnseuuinogsening 0.85-0.97
maiusndeya iususndeyalaedavihmildorenuenasgiiuwuudeunuseuis

¥

AUIMNIIIZAVET 1INAULINGINITIANTT W anendedauing udrdndwuvasuaiunidlusudidniy
edouazilegvesustnuvaudinlulsemealng awgiudeyavesnaiavdnnindurisussinelne
wieuuuureIneuUndufissyiogifunasinuanidadindy uazldsumiuoynsziainainaunnsg
Fnn1sauyarawsissemelng (PMAT) Tumstasinmauuuasuniy wagiluuvasunuiineundy
WagauyIaldIuI 269 YT

nFeTeiveya msaszvideyaldadfmisounu (Inferential Statistics) Tun1siasen
99AUTENOUITEusULaENITIATIZRlUIRaaNN15IATIE319 (Structural Equation Modeling: SEM)

TA8AMUALNUNUNITATIVEDUAINADAAADIVDIULAAIRNNUATTIN 1

A157197 1 AradALazinasilunIsRTIREUANEDnAdBITRIlULAA

 ommw Y . WNOuEifigNiy y
ANEINNINAINUADNAADY ﬂ”l‘i/llﬂ \ o (E
AeANAADY
AN X2/df 2.62 Hounin 3 Hair et al. (2019, p.638)

1.
2. A% Goodness of Fit Index (GFI)  0.92 171NN791 0.90  Hair et al. (2019, p.637)
3. AR Comparative Fit Index (CFI)  0.97 11n1N91 0.94  Hair et al. (2019, p.642)
4. A1 Tucker — Lewis Index (TLI) 0.95 17NN791 0.94  Hair et al. (2019, p.642)
5. A1 Root of Mean Square

0.02 #ouni1 0.08  Hair et al. (2019, p.642)
Residual (RMR)

6.A1 Root Mean Square error of

o 0.07 #oun31 0.08  Hair et al. (2019, p.637)
Approximation (RMSEA)

7. A1 Normed Fit Index (NFI) 0.95 171071 0.90  Ryan et al. (2023)
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N190333d@8YU Multicollinearity ANULNII VB Hair et al,, (2019, p.316) A1 Tolerance >
0.10 wagen VIF (Variance Inflation Factor) < 10 lagAn Tolerance fanUsdanglnogsening 0.19 -
0.43 waAn VIF ag3zming 3.1-5.14 ynandulunuinasifisensu (Hair et al, 2019, p.316)

MsnsIRaeUmLLBmsudslaseaina (Construct validity) tilenaaauegniesveIng
Joflagviouanauannsnvesdulsdunglilunsiafuusulefioonwuuiniiielaonndosnim
wuAanged ArennTaaeuaLissnsadaniiou (convergent validity) Ll evaaauAIy
wnganvesesiUsznauTf Ll sdungldveudarasdusznoufudunuvesesdusenaviviell
TneflnayIn1sRANIUINIAT Factor Loadings msiiA1 > 0.70 A1 Composite reliability (CR) AasiiAn
> 0.70 uay Average Variance Extracted (AVE) @358@1 > 0.50 (Hair et al., 2019, p.676) NAA
Fulupanasifieensu sansinseisnes 2

ATaauTissnsadasawun (Discriminant Validity) sewnasiaes Heterotrait-Monotrait
Ratio 2 (HTMT2) fie n1suaaeuindiwlsurawsasdiadianuuanaaiuiasliduiusiues fudsu
wiaglassadadiendnunlianmgiuazarunsoinludeilassadrad uinlald @1 HTMT2 < 0.90
(Hair et al., 2019 p.788; Roemer, Schuberth & Henseler, 2021, pp. 2637-2650) A1 HTMT2 89ANS
WIS BUs AU Uayed 0.88 A1 HTMT2 NudiwdiuNanIsATuIUY0983ANT 0.82 uazA)
HTMT2 aednsuimenisiieusiunansaiuanuvetedng 0.80 A1 HTMT2 wuluansunasi

5197 2 ANEDANNTNSIVABUAILLNEINTITILATIAS

Factor

fianysuply faudsdaunale Reliability  CR AVE
Loading
HC amsauzwﬁfﬂamﬁiﬂmdu 0.91 0.924 0.93 0.82
AzEhiuazusagala 0.93
AnuanelanaANAnas19ETIA 0.88
LO ﬂ’]ia%fwiamaﬂ’ﬁﬁsuﬁasJ"Nm'aLﬁaa 0.90 0.941 094  0.69
ANTANESUAISAIFIONURAZNNTLEIU 0.82

MIBeusTwiuwuLfiuasnmsTiuussla 0.84
mMsaseszuudnfiuiasunsnszanenul  0.82
NsUAUEIUIALAE M I IdYImIT LY 0.81

5L TBULEIDIANSAUANINLINAOUNIEUDN 0.85

nsdaasugundanagnslunsiseus 0.80
OpP AIUNITRUY 0.84 0.868 0.87 0.59
AuAHRHElIY0IgNAN 0.71
AUUIANTTY 0.82
AuAUEIEUNIF Ay 0.76
o & A a ¥
AUANUSIBUNIFUINTDY 0.72
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NaAN15398

NneNTNT 1 Foyasziunuayud wuiilunmsmegluseiugs (X = 3.74, SD. = .62) uasiilo
fisanidusiesiu wuih yosulledsedlussiugatuiy suaussausiinauiilansu (X = 3.66,
S.D. = .69) sun1zEtazksaRla (X = 3.82, SD. = .65) amuanuianelauazAnuAnasassa (X
= 375,5D. = 66) seAuBIAnsuiInaFouslunmymeyluseduga (X = 3.83, SD. = .60) uaziilo
frsanidunedu wui yasuiidiedeglussfugaruiu sumsairdenanaFoudediseiios
(X = 387, SD. = .69) f#1uANSALATUNNIHIFANLALANTEIUN (X = 3.91, SD. = .72) AT EUS
Fuiunuuiinuaznssiuusesula (X = 3.87, SD. = .71) sun1sadnszuudaiuwazuns nzany
A (X = 3.75, SD. = .75) fumad eulesesdnsiuaninuandouniguen (X = 3.83, SD. = 61)
wagsnunsduasuduidenagnslunisiseus (X = 3.93, SD. = .73) lngr1un1sueugnauazn1sl
Fderimisamduiianedotosiian (X = 3.65, SD. = .72) szdunamsiidunuvesesdninmsiuegly
seiuge (X = 3.50, S.D. = 59) uaziilefiorsandusies wuin § 3 duddnedseglussiugaldun
Anufienelaveagnd (X = 3.63, SD. = .72) fuuimnssu (X = 3.5, SD. = .76) wagdunnudsdu
MeELnaeu (X = 3.55, S.D. = .74) wagil 2 éﬁuﬁﬂ'ﬁLaﬁaagjluszﬁuﬂﬂuﬂaw Tgun guaudBunis
e (X = 3.42, SD. = 72) way sumsiiu (X = 3.33, SD. = .72) Twazduminauslumsed 3

] ! A | = a v o |
M990 3 LLﬁ@\‘iﬂWLQ@EJLLﬁ%ﬁ’J‘LJL‘UENLUU&JW]‘JE’]ULﬂEJ']ﬂ‘UW]LL‘UiG]'N 9

Uady Anade S.D. wlana
NUNYwE 3.74 0.62 JEAUEN
aussausninanuilansiy 3.66 0.69 FYAUGS
Aziiuazusagala 3.82 0.65 TERAUEN
AusnelIuazAUAnasNETSA 3.75 0.66 TERAUEN
BIANTUMINITITEUS 3.83 0.60 JEAUE
msas1slenansiseuetisrelieos 3.87 0.69 JEAUE
MSALASUNSAIAANLRAZASLEIU 3.91 0.72 TEAUFS
NSSEUITIAURUUTNNLAENNTTINNTITILA 3.87 0.71 TERAUEN
MIasesEUUInNuLAUNINTEEANS 3.75 0.75 TEAUE
NsueUSUNALaYMSIRFeiATINAY 3.65 0.72 FYAUGS
nsdeulesasdnstivanmindeunisuen 3.83 0.61 TEAUAS
nsdasufindnagnslunteus 3.93 0.73 TEAUAS
HANIANTIUIUYBIBIANT 3.50 0.59 TEAUFS
AU 333 0.72 szaulIuna
RV NTLIENRNGTGY 3.63 0.72 TRV
AUUTANTTY 3.55 0.76 SEAUAS
MuAuddunisdany 3.42 0.72 JEAUUIUNA
AuANUSBuNELInGeY 3.55 0.74 TRV
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NMIATIHOUAINADAATDIVDIFULUUANUFUNUSIFA NN VDI ULY BIUAZDIANTUIANT
Souindamasonanisaniunuvesuienumenludssimalnenuingduuudanuvinzauwas

aoandostuteyaifeszdndluseduiia (Good Fit) TnsRansananarduinig o loun r xz/df
Wiy 2.62 Satiosniunmet 3 Usdienumunzaseshinng A1 Goodness of Fit Index (GFI)
Winfy 0.92 gandninaueiamsgIudl 0.90 A1 Comparative Fit Index (CFI) iy 0.97 gendninasi
1ASEIUT 0.94 FavianeauanafiensuuaIIneanTiAn A1 Tucker-Lewis Index (TLD
Winfy 0.95 gandninausiamsgIudl 0.94 wazdn Normed Fit Index (NFI) ity 0.95 gendninassi
15Ul 0.90 Fetsansanysifennuaenndadluszdugeuadinng wonaind A1 Root Mean
Square Residual (RMR) aq"ﬁ' 0.02 wagA1 Root Mean Square Error of Approximation (RMSEA)
Winy 0.07 Fafidrnndn 0.08 Busuilumaiauaenadesiudoyaifeszinyliogramnzan
Fofu suuvuAndNudideanmnivnauelunsfinuidauaenadesnauniutudoyald
Usgdnduarannsaldefureusingmsaifiisdesfunuaywiuaresdnsuenisisoudiidsuasiona

nsaLuauYesusEnlaeg19iiusyansain dauslumisned 1

a £ v

A519% 4 NANISVNAERUANAUUSEENTLAUNY

Aauls Unstandardized Standardized C.R. P R?
fuUsAu AU B S.E. Beta
HC BIANTUINNITS LS 083  0.05 0.87 15.62 0.00 0.75
LO NANISALIUUUDIDIANT 0.52 0.09 0.49 538 0.00 0.69

M13199 5 NANISVARDUUNUIMAILUTUNTNUDIDIANTUINTSISEUS M35 Bootstrap

NANIENUY LU Standardized  Bootstrappe p-
B d 95% CI value
MRS uuyed — JHan1IaLiuu 0.52 [.38, .63] 0.00
7119994 numwé — aaﬁmuﬂqmaﬁaui — 0.30 [.22, .39] 0.00
NAN1IALEUIU
W yuaywd — wan1siiueu (Total) 0.82 [.69, .89] 0.00

NaN1IVAADUANEUUTEAVS ldUNITRImUIY Oz sANTUMIN ST oS T danarenanis
AIUIUYDIDIANT WU

1. psAnsuiensiieuddenasenansiiunuvesesinsogisiitivddymeadanisesu 0.00
fAnduUszansiduma 0.49 Tagesdnsurisnsi3oudannsoesuemaiudsundasmanissniuay
v03sAns I#¥oray 69 MuuFweuiuauuiigiuniside 1) ssdnsuiimadouidmanssnudainse

nanIsALuureIUsEnuvululsemalne s1eazidunnandunisnei 4
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2. yusywddmaroasAnswian s ousogeiifudfymsadianiszdu 0.00 Sardulseans
Gums 0.87 TasyuangudaninsnasunensdsuuUasesesdniuiniadous ¥esas 75 faifuis
goNfUaLNAgIUNMTITET 2) NuyvddssanssnuideandessAnswiinsouvesuismamaly
Uszwelng seaziBuauandunised 4

3. MInaaeUBNENade1U (mediating effect) vataeAnsuviinisisuluauduiussening
vy ikazHanIALILLY8383ANT §E7E bootstrapping Tasn1sdusegnssnduau 5,000 A
iiousziiunSnansdesmanisiiaszinuimunyud TsvinasswitudAysonsdnsurnis
Gous (B = 87, p < .00) unztisnusywd (B = 52, p < .00) uaresdnauisnsiend B = .35, p <
00) fizvEnasgefivudfydenanisaifiunuvesesdng snswanisdenvewuuyudifvonans
AuuvetDIAnsHILBIANTWAINSSeustedAyneada (B = .30, p < .00) Wusduwlsdwriiu
U197 (partial mediation) 8n8wasau (total effect) fifn B = .82 ﬁaﬁ?u?jwau%’uawﬁgmmﬁ%’s
fi 3 eadnsuiIMsieufuansunumlugugiuUsunanseninauNyuduazRanIsA iU uYos
Uitmumaulutszmelne MoaziBenuandunssi 4-5

4. HaNTIATIEVRIAUTENO UGB LS UTRLlUAaN1TIn

4.1 Nuuywd (HO) TadesuUsdunaladnuiu 3 dauds mﬁmﬁfﬂﬁmﬂsé’qLﬂmlﬁﬁﬁmqaqm
Ao AgRuazKsegale (Factor Loading = .93) s09an laun aussauzninauiilanu (Factor
Loading = .91) uazAnuianelalaranuAnas1eassa (Factor Loading = .98) muansiu

4.2 pafnsuvimaous (LO) Tndefudsdunn 7 M dnthesdusenouiifidngagaiie n1s
a¥alonanisiFouseganeiiios (Factor Loading = .90) sesasunlaun nsideslesesdnsiu
an1muIndBNNguan (Factor Loading = .85) NMsi3euisauiukuuiniasn1ssiuusesula (Factor
Loading = .84) N13aRE3UNNIAIAIDLRATNSLEIUT (Factor Loading = .82) msadnaszuudaifiu
LATWNINIZA18AIU3 (Factor Loading = .82) n1sueudIuakazn1sidideviamisiuiy (Factor
Loading = .81) wagnsduasuinenagnslunisiieus (Factor Loading = .80) aua1diy

4.3 wamIaniunuyeedans Inmemulsduna 5 duds ﬁwﬁmﬁfﬂaaﬁﬂizﬂauqaﬁqm Gk
A1UN1913U (Factor Loading = .84) sesasunlann a1uuinnssu (Factor Loading = .82) A1uA21Y
FeBunadeny (Factor Loading = .76) Frupudumsdandey (Factor Loading = .72) uazau
Auianelavesgnan (Factor Loading = .71) asasiy eazBunuandlunsned 2

L

#5UNaN15IY

(%

n1533edussananuingUsvasAvesnisine §I9e3aeuauenisasunanisideniy

[

noUsvasd fasialuil
TUsrasin1TITei 1 MINTIEeUAINNAONAATDITDITULUUAINAUTUSIT @ MATa I

UYWORAZRIANIWIINM IS UiNdmadanan s v uvesus snumvuluUsewalnenuguuuull
ANUITaNkaraennaeeiutayalisseinyluseduna (Good Fit) IneiansananAfuilenag

Tawn A1 X?/df, AR YN Goodness of Fit Index (GFI), A1 Comparative Fit Index (CFI), A1 Tucker—
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Lewis Index (TLI), @1 Normed Fit Index (NFI) @1 Root Mean Square Residual (RMR), A1 Root Mean
Square Error of Approximation (RMSEA) Maandulunuinasifisensuinaenndesves Hair et al.
(2019, p.637-642)

Tonuszasdnsided 2 Anvianuduiudidsaivnvesunyuduazefnsuiinisiousdi
damadananisiniunuvesuivnumsululszimalneg luns@nuinguszasdnisiden 2 Tauus
anuRgiun1sideidu 3 4o mﬂmamﬁi‘f&aam%’uauuﬁgmmﬁ%’aﬁ”’a 3 aunfgiunsided 1 esdns
uwinsSeuddsnadonanisiuiuauvesesdng Jeanduusyaniduns 0.49 TagesAnsuianisiious
anunsneBueMsIUABULaman s iunuvesesdng I6euar 69 aunAgrunTised 2 yuaywd
danaronsAnsuisnaiFoud ferduussavdiduma 0.87 lneyuuywdaninsnesuisnisiasuulas
yesesAnswiINsieus e¥esay 75 aunAigiunsided 3 esdnswiimsiSeuiuansunuimiauds
WnsNIEnImuNydlasnan1saiuuvesussnumslulsemelng

fun1siiu
aussouznineninpiy

muaufisnelavesgnd
Amezdiinazusigale

funinnssy

= 88
auiewelauay

wansAnfiua

ANNARASASTA

99909ANS

funugsdumsden

fummgabun
Auwandou

msluesdns

wiinsiSeui

v, a v L e 4 " a. Vo
msadlenamsi§eus msdaalunsasdinuuaz nsidealeasdinsiy msduaiugdiin
athualfins msi anmundeunieuen danagnslunisiSoud
nsdsugsmiuuuuiiuuaz nsasiszuvinifivuaz nsusudnauaznsi
Mgl unsnszEA Fdpimisiuiu

AN 2 JULUUAN NS I MATaIU I U O UALRIANTUINN TS B

Ndwasonanisaiuanuresusenumaululseimalneg

aAuTEna

fnqusrasdn1sidei 1 mImsiedeumuaenndaIvasgULUUANLENRUSIS SR eIy
uyudiazesdnsuiinisSeuifidssasenanssuiunuresidsmmlulszmelne nuinguuuui
AmNuvIzaLLazaenndasiudoyailsedndlusefuiia (Good Fit) Tnsfiansanannerfaiisng o
Tngfiansansiuiunismsadeumniiismsadlasaing (Construct validity) nuindauusdannls

A11150 IR MU TUEA LAV B 91NN15ATIVABUANULTEINTITWniTaY (convergent validity)
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WuIdAumEnzauTetedd Ussnaudulsdung launazesd Usznaud udunuvesfuyUsuns
yonaniithiinisnsiadeumuiismsadasiuun (Discriminant Validity) wuansaudsurunazaag
Ansuanssfuuagliduiudiues dusudausazlnssaiadiiondnualionziuazanunsnialud
Plpsead1eduialdly Dulumuuwafeves Hair et al. (2019, pp.637-642)

Tnquszasinisided 2 AnviauduiudiSaaivnvesuiy vdlagesdnsuianisiSousd
dawasionanisaidunuvesusnumuilulsemealng aumfigiunsiden 1 yuinsddamanonsdns
wismaiSeufessditivddgmeadidesainnisiiesdnsinuuyud Ao ssdnsiminauidaussous
lasay dn1eddnazkseela aruianelanazAuAnas19Essa 1NN ALRATN kaY
auansnsafiaunduiivonsuiarldsudduey winnuiaudslaufoRauedeiiian Wailuge
wasuvauan Sinvzanudugih fnsssfiunanuaueaiionamun waziFoudnniieusinny
nsadianwafalng o warnITRARIEeNTIANTUYEUREBIANTTBIMENNY NUINFUBIANTHAIL
ﬁﬂwmammauﬂ’ﬁmmwﬁmm (Yusoff, Jantan & Ibrahim, 2004, pp.1-18); Vidotto, Ferenhof,
Selig & Bastos, 2017, pp.316-329) sfami’ﬂﬁmiéﬁ’uLﬂﬁlaumﬁ‘mLmamu%‘auil,ﬂulﬂlé‘madw
donndsiun1sAnwuTEnuInnssuluaUunud uuysddwmananisiseuiseRuesAns (Pasamar
et al, 2019, p.25) uaﬂmﬂﬁmﬁﬁﬁmaaﬁﬂiqsﬁﬂuﬂizmmmmﬁ‘léf NANTSALIUNITOIANTAIUNIT
W siseusianuduiusiunuuyed (Kim, 2015, p.7) lun1sfinylamiavuinnaiauazvuin
gou (SMEs) luuszinasulatlide nultesdnsivianisieuisuwuulnmi (Uszaunsaliuuedsiuves
yaanns anudath uaslessaisiugiufiatuayunisinuuuuiing) deasdoniumdeuasmu
UywdlugnaImMnIsy 4.0 (Saadah & Hendarman, 2022, p.971) M3d153353AN1sIugna mnTsulad
afndluusewaAansgaliing NM3dnnisauianuduiusBauIniuinusTsuMsSeusuas uaIYYd
(Cooper, Huscroft & Overstreet, 2016, p.584) maﬁﬂwﬁqﬁﬂuﬂizmﬂﬁulﬁa NUIINTEUIUNIT
IANIIAUTANANTENULTIVINABYUNYEUDIBIANT (Singh & Rao, 2017, pp.678-690) N1581533
ABmamaiunuiynluuaud 321 auluvainvatenamnssy msudstunuslusiyanatie
Wiaumuuywd Tuvaeinisgeuniuiidusunsesenistamumuuyvd anuidndueisainnis
HANAIAAZTAYINNITINELWTUNLTIUINNNTNAIUT (Kucharska & Rebelo, 2022, p.635)

AUz uNTITedl 2 ssdnsuisnsiSeuidmasionanisiiuiuresesdnsetnaditudAny
ynaadAfisEdy 0.001 esndlossdnsadidlemanisidouiesweiiios duaiumsiadiniuuay
MSEI Beudsuiusuuiiuwazsiunssla afessuudaiuiazinsnizaneaus nseany

o ¥ o

1UNIUNITUBUBIUNALAEIIFBVTAUTINAU 1 0NL899ANIAUANTNLINADUAIEUDN LazdLaTY

€

o a

Yndenagnslunisseus (Marsick & Watkins, 2003, pp.132-151) éauﬁﬂﬁwﬁmmmmﬁmmiﬁ

e <

Nuades JnNSWAUIAULDINADALIAT @NNTONBUEUBIRRENINILIARNTIUAEULUAY duNSaVINaIY

'
a

N9UeITURAYOULARENNR YI8ENTEAUNAUTEAUTULALTEAUBIANTIINNITTEUS TINAULAL AL
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Abstract

The research aims to explore the pre-purchase touchpoints, the first process of
customer journey for plant purchasing, both online and offline channels. It also describes the
confirmatory factor analysis and proposes the touchpoint model. The sample of this mixed-
method research is Y-generation in the Eastern part of Thailand, purchasing plants through
both channels. The qualitative phase involved in-depth interviews of 20 consumers and
examined content analysis. For the qualitative phase, the data collected from 400 consumers
using questionnaires are analyzed through descriptive statistics and confirmatory factor
analysis. The findings are integrated to develop the model.

The three purchase decision stages are awareness, information search, and alternative
evaluation. For online consumers, we found five important touchpoints in the first stage: digital
and social media marketing, offline sources and advertising, product quality and features,
challenges, and services. In the second stage, only the information compared between online
and offline platforms is mentioned. The last stage, we found four touchpoints: service and
convenience, product quality and variety, trustworthiness and logistics. No alternative
evaluation before purchasing is found. Similarly, for offline consumers, the touchpoints are
almost the same as online consumers. The difference are the issue of challenge in the first
stage. The issue of no alternative evaluation before purchasing is not mentioned. These
insights contribute to a deeper understanding of consumer behaviors and provide strategic

implications for businesses in the Plant market sector.
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asUlainesdusznaunisAutoya (OFI) auaenndainaunduiutoyaideszdny

TnouansuuuasiosdUsznounmsdunidaya gadudadunisieunisdaduladodudi

Ussinnauldvesuslam Gen Y uuveseulatuazuuueenlal danni 3

ONI24

ONI25

ONI26

ONI27

bbb

Chi-Square = 10.002 df=5
CMIN/DF =2.000 p-value = .075
CFl=.998 GFI=.992 AGFI|=.965
RMSEA=.050 RMR=.013

Chi-Square = 1.335 df=5
CMIN/DF =.267 p-value = .931
CFI=1.000 GFI=.999 AGFI=.996
RMSEA=.000 RMR = .005

w

5

A9 3 wuudnastesAUszneunsAuteya Yeaniseaulatl (ONN) wageewlal (OF)
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nsussfiumadonniaunisife Yemneaaulatl (ONC) nfauusdunaldiammn 12 fauls
wumudsdanalddmou 4 udsiduluaannust In ONC31 msu3nis @8vswasnnilan (B =
0.779) 599833 lala ONC33 asunn (B = 0.725) ONC34 anwazaInaute (B = 0.697) uasONCA2
Uszaumsalannnsge (B = 0.536) muaiu warARviin1IIERUAINEDAAR DITDIUUUT AT
yndrunasisafvue e p - value = 0.107, CMIN/DF = 2.233, CFI = 0.994, GFI = 0.995, AGFI
= 0.973, RMSEA = 0.056 uaz SRMR = 0.007 asuldinesdusznounmsdsediumadonnouniste
(ONOlPwaRnARBINaUNGURUTaLAUTEANY

nsUszfiumadeniaunisds deansaanlay (OFC) 9nduusdunaldvionmun 12
w3 nuinduusdanalddnnu 6 fuusidulusanust 1éun OFca1 {liuinsvuds favsna
mm?fqm (B = 0.791) sovasun loun OFC37 avds (B = 0.787) OFC38 wasnnen1sdnsziu (B =
0.763) OFC39 n15dnds (B = 0.737) OFC40 svezaannisands (B = 0.722) wazOFC36 s1a1 (B =
0.561) MUAIRU UarAFFTnITnTI9UANEAAR DIVBILUUT DN AR AH LN I AT v
1A p - value = 0.183, CMIN/DF = 1.472, CFI = 0.998, GFI = 0.992, AGFI = 0.974, RMSEA = 0.034
uaw SRMR = 0.012 asulddresddsznounisUsaifiunadentounisie (OFC) finnuaenndos
naunfufiutayadesedny

lnsuaniwuuiiaesesdvsznaun1sussiduniudonnaun1sde ydudadunienaunis

1%
Y

anaulageduiussianaulivesiuilan Gen Y uuvesulauuazuuveenlad funmd 4

3

25

Chi-Square = 8.834 df=6
Chi-Square = 4 466 df = 2 CMIN/DF = 1.472 p-value =.183
CMIN/DF =2.233 p-value = .107 CFl=.998 GFI=.992 AGFI=.974

CFl=.994 GFl=.995 AGFI=.973 RMSEA=.034 RMR=.012
RMSEA =.056 RMR =.007

AN 4 99AUTENBUNSUTEEUNINADNNRUNIST FoIn19eaulal (ONC) wazeanlal (OFC)
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3. nan1saseauTaguszasAdeil 3 ileuiausuuuitassadudadunisieunisinduls
FodudUsuandulivosiuilan Gen Y uuvooulatuazuuvoonlad deoldnansidoidennnm
uarnTIsedaUsinussusosuda Sahdeyadnanuiieseiidemdmsulasnanisinse
Yoy ioasulsniugedudadunsnounisdnduladeduddssandulivesiuilon Gen Y uuy
ooulavuazuuueenlay uansisnsed 2

A1319f 2 asuussaugedudaduniansunisdnduladedudiUseinvdulivesuilan Gen Y
wuueeulatuaziuusenlal

o/ }73 1

Yunau yadudadunenaunsanduladefudussianduldvesiuilan Gen Y

1. mMsfui

dowmseaula 1) Hederusaulatuaznnainnavia i Social media E-Marketplace
Influencer Search Engine n13naAuL Social Media n133alustududmsunis
Yoriuromsonulatl
2) wasdoyauaznnslawaneewlar liun yanaifuszaunsal Sudwiie
Fuldiffnt$u wilede delavanynamitihiiu dresna dedeiu
3) AUAMNLAZENYMEYaINAAT M Lok AN JUNMLAETIEAZIBEn
ANUNAINUAE VDI
4) AWTMY 5) NFUINTVRIFVY

dowseonlad 1) Uszaumsainadendauazuinis liun arwazenauislunisdende
N5UINMIUeEYIY MITuImeUszamduia
2) Fodenusaulaiuaznismainddiia liun Sudnieduliingoms
ooular] msrumdoyarutesmsesulat doseulavvesiulaenss dolavan
maunanvesadevedudesilal Influencer Search Engine
3) AUNTNLATENYMZVINAAA NN LA AN ANUVAINNANEVRIANERUT
1) uvsdayauaznislawaneanlal Tin nsdaluslududmiunsde
ruteaseeilad delavanyndedsfiusiang o nquauidanuaulaizes

= Y} o & aa % ?  aa & o A
LYINU KRUIED NIILUUIIININITTU ﬂ']'ﬁLMUiT‘Jﬂqﬁqj@ﬁ]’mEﬁlsﬁamquau

2. msfumdaya

gownteaulal  msdunmdayaaindanieaulatuazasnlail walssuliisu laun anudeya
fuiaursayAratuAsaunss Jlisrvyseriidsswulislatu anudeyaiv
$laenss mdeyadn Influencer MITTANIWTM8AUld

gomnseenlall  msAundayaanvewmiseaulatuazeanlal inawSsuiisu loun ndeya

KU Social Media wwannesudevredunieaulall Search Engine n15332310

$71 N533INNTFOINLTOYINUBY Influencer
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A1519% 2 (519)

Yunau adudadunsneumsinduladedudiusainnduliiveduilng Gen Y

q

3. MsUSSRIUNIEABNNBUNISTD

goangeaulad 1) N1TUINITUALANNEZAINEUIY LalA NITUTNITVBIUY NMTUINIIUAINTT
118 arwazanauelunisterutemseaulay nsdalusluduinudesmis
saulall
2) AUATWIAZANVANNAIBVBINAAANAN LAln AUaINTaIBveEEiug
fnssfuauesnisvesde aunmuesiuliiifdeldsu mslitoyaiinsudu
3) avwindefauazmavuds léun enuidedle rnufiswelaveside
ArandemeaInnIsTuds Ands Ussaumsniainnisdedulsl
1) lifimsuszfiunadontaunisde

gomnseanlall 1) ArsuimsuazamEzaIngue loun n1sUsNIsveuy Msuinag
Usvaiduda anuazmnauslunistoriudeseenlat msdalusludusiiu
dosnasenilay anufionelavestfie Foamnemsdissiu
2) AUATNLAZANUNAINTANEVRINAAII LA AuaINTaTeYRIENeUS
A MvRIRlEITEFlFsy 51An
3) Aruindetiauaznisvuds lou anssindederliuinisuuds Ardnds nng

[ |

INAY STTaINISIngs n1sinaulade

#3UNan15IY

MnuaNMTIEasnasUiansIfemuingUssasd Meandendsd

1. agUnan1Iderdenunin auiaguszasd Jof 1 Wilednwigaduidaidumaieunisinaula
FoAudUszinniliveaiuilan Gen Y uuuosulatuazuuusevlat wui

M55 (Wesmsesulat) wugaduia 13 Usuidu ldun 1. Social media 2. yanadi s
Uszaunisal 3. n13dnluslududmiunisdoriudeaniseoulat 4. gUnmuarssazien
5. MIAMAUL Social Media 6. Sudwinedulsififvingiu 7. aauam 8. mnuvanavateveseeiug
9. E-Marketplace 10. Search Engine 11. Auvinvy 12. wilsde 13. mw?mwmﬂma

n3¥u{ @eanseenllat) wugaduia 10 Ustidiu lud 1. muagmnauislunisidenie
2. nguaufiiinwanlaluSeadeadu 3. aunw 4. msliudnisvesinne 5. mssudmedszamanda
6. Srudminodulsiituresmesulat 7. msdumdeyanituresmesulat 8. nmsdalusluty

6

dnfunsterutesnssenlat 9. wilsde 10. ArumainuaeveIEETLS
n1sAumdeya (Yewnnseauladuazesilal) wugaduda laun n1sAumdeyaindemng
ooulatuazeanlatifiowIeuiiey
mstssdiumadendeuniste ownsosulat)) wugaduda 12 Usaidiu l6un 1. auninwes

suliingaelasu 2. n1suInsveuny 3. ANNUNTTBVITIU 4. ANUNAINVAIEYDIAERUTTINTY
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fuaudeanisveside 5. mnuazaanavislunisderudosmooulat 6. nsdalusTudusiiu
Yoasoaulatl 7. A1 8. avwiemelavesdiie 9. Arundsmeainnisuds 10, nslideyatiasie
Asufau 1. Mavinsudimsne 12, ldfinmsssdiunadendeuniste

mstszdumadendeunsie Wemnsoonlat) wugeduia 9 Usziu laun 1. msusmsves
fane 2. Masudieussamduia 3. anuagmnauelunistoriutomsenslay 4. msdalusludu
iuresniseedllal 5 anuflewslavesde 6. Armmarnnatsvesateus 7. Ui ode
8. prunmwasiuliddeldsy 9. n1sndulato

2. agUnamsITaLdeUiinm muingUszasd dof 2 iensadeuanuaenadenddaseaing

YoagaduRadunaneunsindulatedusUssiandulivesiuilaa Gen Y wuuesulatduaziuy

v
a1 o o (3

sawlay wudulsdunalandaruininesdusznauuinsgiunuinni 0.5 3uly egalidudfgmia

v
v

GRIZNANN

330§ (@esmseaulath) wusuusdanm S1uau 4 s ledud ONALT Aelawarmeihiy
ONA12 Felewandavein rethams ONA13 Aelawanineans dedsiiun wazONA17 Felavan
113 Influencer (A miinesdUsznausmss U Wiy 0.878 0.867 0.837 uay 0.667 AWARL)

330§ (@esmsoenilat) nusuusdann S1uau 7 fuus leun OFA14 Hesaularvasiu
Tagmss OFA15 dolawumisunanvesudovsdudiesulat OFA17 Aolawavng Influencer
OFA16 #8laiwaina Search Engine OFA8 LagLiitdinaindiu OFAL3 Aolavaninuans dodafium
LAYOFAT LagLiuEIan158091nd Fovinudu (Aruninesdusznousnsgiu iy 0.897 0.838
0.765 0.729 0.669 0.639 Way 0.591 AUA6U)

n1sAuIteya (Yeanveaulal) nudwusduna 31uau 5 AuUs laun ONI24 aeuniy
foyatuiiiounieyanaluaseunia ONIZ5 audeyatufidemyviefiasaasdulsialngu ONI27
audoyatuiulnenss ONI26 midayaan Influencer wagONIZ9 m3iaduliarngiu (Arumidn
2IAUTENOUNIATFIU WU 0.797 0.761 0.720 0.630 Laz 0.588 AUaIRU)

n1sAumdeya (Yeanseenlai) nudiuusduns 3113w 6 AU lawn OFI22 mdeya
si1u Social Media OFI23 mdeyaruunanesudensdudiooulat OFi21 wifeyaru Search
Engine OFI29 1119323 379n¥1u OFI28 W1339n134 09105 % 0¥ 1uB U LALOFI26 ndayaan
Influencer (A1 MY NDIAUIENBUNIATZIU WATU 0.927 0.906 0.898 0.776 0.742 uay 0.687
ANLEIAV)

nMsUssfiumadennounisie (Yesmisesulay) wuduusdann $1uau 4 fauus ldud
ONC31 11503015 ONC33 AmnTH ONC34 A11@zAINALTY WazONCA2 Uszaunisniannnisde
(A minesAUszneuIATEIL WY 0.779 0.725 0.697 uay 0.536 AMERL)

nsUszdiumadonnounisde (Fesnsseslal) nuiudsdang $1uau 6 Fauus léun
OFC41 gllviusn1suuds OFC37 fnda OFC38 999n19n159nseidiy OFC39 N153msds OFCA0 syeziian
N153nAs UATOFC36 51A1 (A wiinesUsenausnnsg widu 0.791 0.787 0.763 0.737 0.722 uae
0.561 ML A)
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3. a3UNan193dumudngUssad Je 3 WieunauswuuTIaesgadulaidunianaunis

v Aa

AnduladeduaUsvinniuliveuilan Gen Y wuvesuladuaviuuoanlall WolHan15I9L9
AAINLAENTITEITIUTUIMLNAATIELEENY (Content Analysis) S3ufU LagNanNITIATIZLERNS
190157991 2 W @nansataueluuItaedlafInIng 5

wumaeguslaademnseaulail (ONLINE CUSTOMER JOURNEY)

1) Fefsausaulatinazmanmafdvia nsAumdsyanndemisesulail 1) ASUSATSHAZANUEZANEUNY
(Digital and Social Media Marketing) wazeavlail WewSsuiitsu (Service and Convenience)
2) undsdayauazmslavansewlal (Researching Online and Offline Channels 2) ANNTNLAZANEMANNNANBYBINAN e
(Offline Sources and Advertising) for Comparison) (Product Quality and Variety)
3) AN NLATAN Y YBINAAT AT 3) anuindefiouazmsvud
(Product Quality and Features) (Trustworthiness and Logistics)
ré 4) AURINNY (Challenge) & Lifinsuszfiumadeniounisde
8 5) mm%mwmému (Services) (No Consideration Before Purchasing)
T
= 1. ns3ug 2. msdumdeya 3. maUssdiumadenriounisde
g (AWARENESS) (INFORMATION SEARCH) (CONSIDERATION)
5 Sy 2 . ; . -
2 1) Uszaunisalmsidandauazusns nsAumdesyanndomisesulall 1) NISUSNISHAZAUEZANEUNY
E.  (Shopping Experience and Service) wazeanla WewSsuiiieu (Service and Convenience)
2) Aedenusaulaiuazmsnainidva (Researching Online and Offline Channels 2) ANATNLAZATIMANNNANBYDINARA I
(Digital and Social Media Marketing) for Comparison) (Product Quality and Variety)
3) AN TNULASAN YAV IEAN LT 3) anaindefiouasmsvud
(Product Quality and Features) (Trustworthiness and Logistics)
4) undsdoyauazmslavnisalall
(Offline Sources and Advertising)
wumsguilnademnsaanlay (OFFLINE CUSTOMER JOURNEY)
- ° v o v ! o a &
AN 5 LLUU"\]'1a@ﬂ"\lﬂﬁllNﬂLﬂUWWQﬂBUﬂqimﬂﬂUIQ%a
aurszamduldvesfuilag Gen Y wuveeulatuazuuveailal
aAUs8Na

IINNANITITY L3049 Wuudnaesgadudadunianaunisandulatedudiussiandulives
AU3lna Gen Y wuueaulatduazuuveenlal lngldidunisvesuslan 3 Yumeu laun 1) N353 2)

1%
Y (YY) |

nsAuMdeya uar 3) MsUsEllumufenteunste Juusavduneunuadulanaunisindulated

(%

Nnfuseningiouazivie tnvanunsaefusenansidelanal

1. 133§ nugadudadunsieuntsiaduladodudussindulsivesiuslng Gen Y
shutwnsesulauaveonlay fad
1.1 feanveaulatl wugadudaainanisAnwdiuau 5 Usziiu laun

1) dodsnuoaularuazn1snatnfdva Téud Social Media E-Marketplace delaiwainnig
Influencer Search Engine n13na1nuL Social Media n158aldsTududmsun1sd sn1ugeenis
poulay Fednvazmanienmiinlifuslnadhdsldazmnauisuazsiniga Snviausenseduain
N1INANNAANIA a%ﬁumgﬂwiami%a (Jekpoo, 2021, p.49)

2) unasteyauaznislavansenlat ldun yaraifuszaunisal Susmmiedulsig
win$u niisde Aelawanmanthiiu I dedsdiud 1ugedudafiddnlunsairsnissuslv
HuUTInAla (Smith & Zook, 2011, p.24) Immuﬁiawmmzﬁ"aLLUU%&L@MQU%IML%"lﬁqiﬁimhiéfaq
118 umesiin

Burapha Journal of Business Management, Burapha University, Vol. 14 No. 1 January - June 2025 106




3) AMATNLATENYUTVDINEAA MY Lol A JUAMLAESIasBen AL
yannvaneveseiug Wesudidoyauazdudoniivanuaelitugde wwrinfgelagnélioig
11 (Emrat, 2020, p.130) Bnviagiedslaiudeyafiasuiudiveuiulalumadonde

4) 213911918 (Challenge) LAnaniasaduiningidaduniuguilansauiu
BNBNAINTIUAMAZANINLINADUTOUF (Kananurak, 2020, p.16)

5) N5USN5Y04Y (Services) NFUINITHALABUAUBIAINABINITVBIGNATLUNN
AanssuagauiangunImn ImadqmammmﬁawﬂaLLaza%aﬂ'gﬁuI’?’mﬁlﬂﬁt}ﬁa (Lemon & Verhoef,
2016, p.71) uaztlugadudafinszdulignénuianinslugauafivisUszaunsalitlndifssiuaiiy
#949n13 (Smithikrai, 2020, p.88)

1.2 foanseanlal wugedudaainnanisfinendiuau 5 Useiu Teun

1) Uszaunisainisdendeuaruinis Idud auazainavislunisidende ns
THusnsvesiune mssudeussamduda Ysvaunsallumadondovesiuslaa ieldifiunsdn
Nevnemgvessulsiviuduliiiaulasevssamduda Wugedudafidomoouladliannsavile
(Ekoonseang, 2021, p.97)

2) Aodsnupaularuaznisnanadavia Wiun Sudmheduliinsomsesulal s
Fumdeyarureaseeulal dessulatvesiiulaens Aelavannsunanlesudovisfudi
paulay Influencer Search Engine laan1sldapaniseaulatuaznisnatan1u Influencer &
auddnlunmsatunisiuidadunduiaddyuasiidvinasenisiadulads (Mal, Paananen,
Frank & Makkonen, 2022, p.303)

3) gUANLATANYATTBINAAS LI Toun Aanw AUraINraTeasEeug LR
Sudaftairadunasauaulaensdudiu dwalasassiensadanssuiuasamaivesdudi il
Lﬁﬂﬂizauﬂmﬁsuaqpﬁaiunmm Tneiamzyeneuaysingde (Lemon & Verhoef, 2016, p.76)

9) unasdoyauarnislavaneenlal léud n1sdaluslududmivnmstoriuteamis
oovilavidelawanmsingans dodeanisneg nguauifimmaulalubeafsty nilsde nadiuiia
M unaiiEhinstenngierhudu Tuslududmiumsteinudemsonnlay Wunsmanauuy
Faduiluslnainmssuidauindonsidudn duemsthauetoyaiinszdu Wilaiouandodio
iﬁsﬁaaﬂﬁzﬁummé’aqmi?}}aﬁ (Ujiie, 2022, p.47) I@memNﬁﬂﬁuw’iﬁsﬁauﬂaﬁﬁﬂsﬂwﬁ OEDER

Assfufinnuddytiosnindedus (Erika & Karin, 2019, p.44) wifsdeeiusulsl
Tnonse Weuluddnuazanuduiangeuannnt sueuiiasny fmaduslaa uazuudely
Msthiaueiievnlumisdelndidssiuunanledueaulal (Jayakom, 2019, p.50) ﬂﬂﬁ’uﬁamﬂﬂﬁﬁ
UszaumaaﬂmqﬁamﬁﬁﬂmEJI;}MEJLLazr;:ie??a 51L"f]u'§'3amﬂ;§§m7ﬂdﬁﬁ'm§u6] LLazgﬂﬁmaLm LD

'
a

Foviuduldinnnit Inedemitinangléaseiarunindefouarasiiouuszaunisainigldann
U354 (Aiyawarin, 2018, p.69)

dusiadumeounsinaulatoduiussnniulsivesiuslag Gen Y dudesmisooulatl
wagtdesseanlaflutunounisivd feuddglunisadunsiviarudenistatadunslufiia
MnAwdeanisvesuilan uaztadoneuendiinainanimndensig 9 eeduiavestomia
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paulalyigliiuANaLAINLAZNIH UANABINITTD Yndulavetasniseanlal Yreas1aniny
Winslawaganuimelaliduduilan nsuaunauyndudanisesulatuazeslategiamunzay
Hediulenalunisfuiuazdndulageveiuilnn

2. makumndeya nugnduiadumenoumsindulatedudusnnduliivesuilng Gen Y

siudaansoaulatinazoonley feil

2.1 goanseaulai nugndudaainuansfinmdiau 1 Ussnu laun

mMsdumdoyaainteamsesulatuazesslay eSeuiiou I¥un aeuanudeyadu
dleuveyanalunsaunia filsmgmiediiedewiulieiady nudoyatuinlaenss mieya
210 Influencer M533191n$1u Foyannifidivszaumsaiiannnguauiiinnulndda fuesuazdde
yudu Twademslideyafidotiold wartneliiuslnadadulaldfty widwivaudidunszua
flgy fuslanuianguuesirdeyasinauseudsliinalunisaeuanudeya inszdaludinnudusedld
ﬁuﬁﬁﬁﬁ(Tangannwanﬁ,2024,pp38)

2.2 gosmeenlal wugadudaninmanisfnediuau 1 Usziu laun

nsAumdeyaandosmsesulatuazesslall weiSeuidiou laun Aumdoyaniu
Social Media wianlesuiianedudonulall Search Engine n1533191n%1u nMavhudtanisteann
goriudu Influencer ynduiasevinedudmiensndudiugdoiind uldviadomnsoulay uay
18a31NYAAA (Pongsopon & Niruttikul, 2019, pp.219) H1uMsAUMTeyaINLratesulatiay
ganlay wagMauereTUANIEFURUIUAN 9

Pduadusteunsiadulateduiussaniulivesiudlng Gen Y iugemnsooulatl

wazdasnsenlafludunsumsdumdoya WunsdumdeyanelunnmsBeuiuasysyaunisal
MNnAuLskazMsAumMdeyaniouen Juilaadndudesiideyafiifiomeuazivunzandmivns
#ndaulade (Smithikrai, 2020, p.73) G'Tfal,ﬁﬂmaszmnm'ﬁ'qﬂé’ﬂﬁﬂg’jé’mﬁuﬁ‘ﬁuﬁuﬁm%aﬁmssuaa
wusustu (Chan et al, 2021, p.13) lngguslnainisAuniteya ieUsznounsinauladedudn
Kugemeeulatuazeenlatisuiu adnmsdeusesznitnisueesulatwazeanlal (Goosle,

2018)

Y v 1

3. mavsafumadantaunsde wugedudadumateumsdndulateduddssnmeulsl
v03ffu3lan Gen Y rudasmseaulatiuazoonlay weil
3.1 geanvosulay nwugedudaanuansfinudiuiy 4 Yszou laun
1) NMIUTNITHAEANNEEAINAUIY LokA N1TUTNITVBINVIY N1TUINITUEINITUY
aruazmnaviglunsterutesseulat madalusluduiudemseaulat msuinsvesiue
Tussrisufduiudtug@elaensadundudiaiiddny ademmnssiulaligdeld Chotipan, 2020,
0.92) emazaanauelunisderiudomsesulay Tnsegtnufidentedulsndsasuaissnlunm
{891y (Ekoonseang, 2021, p.96) m3dalustuduriuresmasaula dndaiauegnlananTaiuay
éfaqmiﬁuaq;ﬁa %lﬂumqLﬁaﬂﬁaumﬁaﬁdqmaﬁﬁi@%ﬁh;ﬁ@ (Loudon & Bitta, 1993, pp.427-428)
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2) AUALATANITANVIANBSHARANI IHLA AvImaInvaNevesaeugTingg
fuanudesnsvesie auamuesiuliiddeldsy nmslidoyafinsudau massimireduldiiy
Yowseoulatimsifudeniinarnnats uarlisasdondudniudde Taesuldiddoldsudoanse
figneszyly wardauamidisurntunsieriuntiiiu (Sompong, 2021, p.133)

3) ardndefteuagnisvuds Iud auuidefiovesiiu enufiewslavesyo
AIABMIEIINMSTLES Ads Usraunisaiannisdeduldl duslnafidedudiAeafunandnmis
manwnsiurammsoouladezUssiiudoyatifueinaue lnefinnsanauniideieuazannimues

a o

adua Tianeutiila ynfluszaunisainanaemEunIaNIsTensInay agiiulanialun1snauun@e

4

o o

giufruiiu (Chotipan, 2020, p.92) Arufisnelavesdiaiinainguninnisuinisluynfanssud
Lﬁmsﬁuiwdwﬁmﬁmazqﬂﬁﬂ (Lemon & Verhoef, 2016, p.71)

9) lsifinsussdiumadoneunistio gadudainuenaviliiAneuidndensaud
wiunaase il fnsussdiuniadenneunisde (Yomchinda & Yomchinda, 2017 as cited in
Thumrongchot, 2022, p.113)

3.2 o eenla nugedudainnanisfinwmdau 3 Ussnu laun
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s

2) ANAMKAZAUVAINYANEVBIREATUIN LkA ANUVAINMAEVBIEAENUT AN
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vouuliifgFelasu 101 Jaelvinudidgiununin lngden1sduAiiiunsnsIaaeuaIng e

a 1Y
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v Y

$u$ fapn aeunu asdlevi uavatuayy TasannsodlUldinszingAnssuvessdoluusiazqn
durd (Kotler, Kartaajaya, Setiawan, 2021, p.107) maamﬁ'ﬁé’uwmaaﬁﬁim NUAUADAARBINU
Tuwiazduneulsun 1) masuiludummesfuslaaonndesiutunousuiues 5A’s Tnsiqaduiad
wunseduanudeantsde 2) msdumdeyaludunswesuilnnaonadestutuneufsgauas
AOUAMYBY 5A’s WURANRAIINsF N deyasoulatuazeelatiiielfiuTeuiiey 3) meUszidu
ymadenneumstoaenadestuiunouasiioviives 5A’s Ineflgadusiaiifioussiiunmadenatnaniy
ayaInauley MIdAuA warn1suInIsvesuglunniuuuy uiilosnneuidedvinisdnwians
Funsdeunisdnauladed st uneuaiuayures 5A’s envaenadastuduneuiiin undsanms
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Abstract

This research aims to examine the influence of service innovation, product quality, and
multichannel marketing on brand trust, satisfaction, and loyalty. The study specifically
investigates how these factors interact through the mediating roles of brand trust and
satisfaction. The sample group consists of 400 consumers in Thailand who have purchased
and used Uniglo products. A non-probability sampling technique, specifically purposive
sampling, was employed to select participants. Data collection was conducted through
structured questionnaires. The data were analyzed using descriptive statistics such as
percentages and means, along with Structural Equation Modeling (SEM) to test the
hypothesized relationships.

The research findings indicate that service innovation and product quality significantly
influence customer satisfaction. Furthermore, product quality, multichannel marketing, and
brand trust have a significant impact on brand loyalty. However, the study reveals that brand
trust and satisfaction do not significantly mediate the relationship between service innovation,
product quality, and multichannel marketing on Uniglo’s brand loyalty in Thailand, at a
statistical significance level of 0.01.

The results of this research provide valuable insights for developing effective marketing
strategies and managing integrated marketing communications. Additionally, the findings
emphasize the importance of enhancing service innovation to maximize efficiency, thereby

strengthening the brand and providing a competitive advantage in the market.

Keywords: Service Innovation, Product Quality, Omni Channel Marketing
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NSAUKUIAANITIY

NNTINYUILAIANITITEUALNITNUMILITIUNTTUAUNTOAMMUANTOURLIANNTIT LA
lag SIN=uTnN3sUUT NI (Service Innovation), PQU=A A W& WA (Product Quality), OMI=
N1SAAIALUUNAI8Y8IN19 (Omni Channel Marketing), TRU=AMut @0 uluns18UAT (Trust), SAT=

[y

Auanela (Satisfaction) wag LOY=A11using (Loyalty) #edl
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uinnssuing
(Service

Innovation)

audeduluas
Aufn
(Trust)

ARUATHAUAT
(Product Quality)

AUANG

(Loyalty)

Anuianel

(Satisfaction)

NIIRNAALUURAY

TOINN
(Omni Channel

Marketing)

ANT 1 NFOULLIAALUNITIVY

NUNIUITIUNTIAN

AUFNRUS TN danssuuInIsiuaateiuluns dudn anuielauazauding
winnssuuinsilunagnsdrrglunisasnsmnuuandisaziiindnenmniswlesturesgsiag
AILINTABUAUDIAUABINITVRIGNATIAB UL URIBE AN WU MTUTUUTINTEUIuNsliuInsiv

'
=

snd1 nslfmalulafifieadnenuazninauis wazn1svenedemianisdevisd ueaulad d
uinnssumandteligndldsusvaunsnifia dwaliin anufiemels wasilug arusnd de
Sqiﬁfﬂuizszm’a (Cheng, Nikhashemi & Dent, 2020, pp.1887-1929; Fahmi, Qomariah & Cahyono,
2020, pp.1085-1090) wonani winnssuuinsdedunumdrdnlunisads audesiulunsdudn
KuAmAINTIUINsludfdag o wu anuundefie nsnevauss uagnsfulsERuAMAN
(Warakulsiresak & Watakit (2021, pp.87-99) eqummL%aﬁuﬁﬁhaLﬁmiaﬂ’laﬁqﬂﬁwzl”s’mﬂﬁ]LLaz
atuayuuusuiedereiiies Ssaguiduauufgiu fod

auuAgIud 1 (Hy): uinnssuuimsiiaviwaiBsuandeausing

AUz Iud 2 (H,): uinnssuudnsidviwadauandernudesiulunsdudn

AUURTIUT 3 (Hy): wInNIsuUsNsiavEnalauInsaauienela

Burapha Journal of Business Management, Burapha University, Vol. 14 No. 1 January - June 2025 120




a Y =

ANMUFINUSIERINAUAINEUAAUAMURaLTuATIEUAT ANNIWBlaLAZAINANA

o A

A mvesdudndutadeddyidmanenisdndulade anuiiswels Audng wazaiu

o

Forulunsaui aunmaudagioudseiuaninsovesndndusilunisneuauenfon1sves
ANAT WU AUV audetie pnuwiug waznsldudae (Kotler & Armstrong, 2010, p.76)
n3idevanedussyinaunnAudidesloaduiniuanufianelavesgndn (Darmawan, 2019
pp.75-88; Kotler & Armstrong, 2018, p.239) LagaINanaN1TE319ANNANARDATIAUATIUIZ YL

v Y

(Prasomsak, 2020, p.34) wenantl A INFUAINTUSEalianSnasonueiulunsdud (Wang

o v Y Y

B
et al,, 2012, p.105-127; Kumar, 2013, pp.44-62) Luaﬂmﬂqﬂﬁwﬁiug’nﬁummamquwsl”imﬂa

[

= 2/ Y a7 ' ! = =2 [d &
wazdliwliuaduayuuusuatuegadeliies Jasuiluauumgiu Aadl
a =i a Y dAa a a ' v A

AUURFIUN 4 (Hy): A WEUASIBVENABIUINHDAIUNNG
AUURFIUN 5 (Hs): A mEUAEBVENaauInsanueiulunsdus

AUURFIUN 6 (Ho): ANMEUATBVENADUINFaANTanela

AL seismsnanavanedansfiuanudesiulunsdudi anaiaelauazanusing

NIAAUUUMAIEY 01 (Omni-Channel) Lunagniididnlunisadrsmnudeid e
sewinsteanseenlatuazesulall ieliguslanannsadideduduazuinsldedsazmnuas
ATUfU ManauTeseg 9 eghdlisessetisusulszaunsaiiainguilaa dawalian A
fanela uay Ausing ensidudi (keawmeesuan, 2020, p.56) WONNT NMTAATATTADIALUY
ASUIRSTHIUVANEYRmN Sethadne anudedulunsdud Wesananuatiiauelunisdeey
Uszaunisnluaznisdeans ﬁﬂﬁ;ﬁuﬁmﬁummam%aﬁ"ulumﬁuﬁﬂ (Sawaftah, 2020 pp.43-56)

Y

Yegugu g3naminagnsilunly 1wy Pomelo wag Amazon Go anunsaneulandwginssuguilng

Pdudousazianziazadlugaidvialasg1niusz@ansnin Ssaguiluanfgiulensi
JUNATIUN 7 (Hy): MInaIavia1eyeaneildnsnaldauindennusing

a a

i
AUNATIUT 8 (Hg): MInaavaeteaneldvsnadauindonnutesiulunsdus
AUUAFIUT 9 (Ho): NMInaIavateteaneildnsnaidauindennuisnela

anuduiussznianudeiulunsdudfiuainusing

mmLs?faﬁuiumﬁuﬁﬂLf]ummﬁuiw'eN;EU%Imd'lm’lﬁuﬁwmmmmauauaammé}’aama
gosnnldegnsainaue Saudndede wasdednd (Deutsch, 1973, p.248) 1uidelne Ginting,
et al (2023, pp.329-340) uag Wulur, Militina & Achmad (2020, pp.72-83) 5831 Amidesiuly
AAUAAINATIUINABAUNaNelIueIgNAT Wag Nelson (2007, pp.98-106) wuanuderuly
mﬂﬁuﬁwﬂhaa%f’mmmé’uﬁuﬁ‘ﬁﬁiwdw@uﬂﬁﬂLLazmﬁuﬁw Gﬁﬂﬁﬂﬂg{'ﬂamﬁﬂﬁﬁuaqgﬂﬁﬁ 9819l5 R
UATEUETY W Imania & Widayanto (2018, pp.341-349) wuireudesiulunsdudiliinase

o v

AufianelaregnAlaense wilnesiuwdd Anudetulunsdudidwmaluladedidynaduanu

[
Yo a

v a £% a =2 [ a
AnuinfAvesgnAtungauin Feaguiluauigiulans

= a a

a d' o o a Y aa ' v a
AUURFIUN 10 (Hyo): anuFoiiulunsiduniidvswadauinioninudng
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ANMUFUNUSIENINANUNINE lafUAUANA

anufiawelavesiuslnadutiadoddyiidamaiennufnivesgni euduiugszmninaes
tadeiinddnuasdnn lnedessduarufimelafistufagean musnfvesiuilnmazdiindu
pgeTIn1 aglsfinny sedumuduiustonaunndsiululuwsiasaan wu lupaaiifinsudsdy
a¢ anufianelatinasiornuiniedistaou udlunanifiguassalunsidsugiadving arusind
g1adsmsegusinnuiianelaanas AAdeT L INatuayuauduiusduInsenineauianela
AUANANG LU N15AN®IU99 Ting et al. (2016, pp.1-10), Arfiandi & Sukresna (2018 pp.1-21),
Cha & Seo (2020 pp.5-12) wag (Prasomsak, 2020, p.34) 7184015AN®1U89 Mofokeng (2021,
p.1968206) Fenuinaufianelavesgnéniidedudiruszuvosuladlunensnlddinadaanse
Arwfing Feasuiduaufglésd

amuagmﬁ 11 (Hyy): Anufianaladdnswaiauinsannusng

o

s UgUI5IY

UsEvInIuaznguAlagng

Usernsfidnuiluemidded e fuslnafifiussaumsniowarldauduesnsaudi asndud
gillad (Uniglo) luuszmeilng Tnenguinogeildlunside ﬁu%‘[mﬁﬁﬂizaumiaﬁaL.Laﬂ%’ﬁuﬁﬁ
YaansduAeillag (Uniglo) luusewelng uagldndninasin1smauinveenguiieg19nuLuifin
Y84 Hair, et al. (2010, p.128) Fsn@1I1NFAATIAMTTVUIANGNAIDE1INAU10-20 Winvosi
wUsdaneld dmsuruideildouanduiediavinfu 15 whvsafudsdanald 24 duus Fafuds
fioafiuaunguiiegieegietion 360 au uazifioanaunaAAAsuIINNTAuTeya Tuideilas
invunnguiegiadu 400 #reg1e Tdnsduiegalaglaildauuiiazidu (Non-Probability
Sampling) Tnensidansiegnauuuianzas (Purposive Sampling) (Cochran, 1997, p.202) Judunis

]
Ya o a

qui70819M K IT8WANTUNARNNAUA9819A38AULBY (Vanichbancha, 2018, p.186) Tagi1nun

Y

AudnwzrDINdUTIReN Fo dosiluszaumsniBouar]dauduesmauinsaudgiled (Uniglo)
A

Tuta9 6 Weudiniun Inefdeidendnuwinsndud asndudgillaa (Uniglo) iiesannidunsi@usd

funnssunaglvanuddyiununinvesduadadanumiizadlunisfing) (Decharin, 2024)

Lﬂéaaﬁaﬁlﬂumuﬁununu%’aua

Aadeltuvuasuaulunisiiusiusindeya lneudawuugeunueeniu 7 du Tnedud 1
Humanuwuuvatedn wuunateriaeu (Multiple Choice Questions) wazdufl 2-7 dnvugveste
Aanudunuunnsaiuyseifiuai (Rating Scale) 5 sEAUAINLUUALASYT (Likert Scale) (Srisaard,
2017, p.121)
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IINNIATIVADUAMANLUUAB LA ARTTANaRAAded (I0C) 88581319 0.60-1.00 Uax
nluneaesld (Try-out) Aunquilfidnuvazadenguiiegne $1uau 30 g lneddraandesiuves
ATAUUA (Cronbach’s Alpha Coefficient) fail Faudsuinnssuuinig AN TNEUAT QEGLGATTNT
ATU2995 AU e uluns1AUAT Auftenela wavausnAwinAy 0.945, 0.919, 0.913, 0.827,
0.900 uay 0.812 AUE9Y

saanldlunsimseidoya

1. addfldlunmeaeuieulaiiugiu dwmsunsiemeilanaaunisiaseadna (Structural
Equation Modelling: SEM) Usznaunag n1snadaua1a iy (Skewness) taza1ainulas (Kurtosis)
LarnsnageuA1ET faudsiiaudutusfuznivly (Multicollinearity) Tngldadudssans
avdunusvouNusdU (Pearson’s Correlation Coefficient)

2. adafldlunmedeuanuAgulunTiteUsznaude m3lieseviesdUssnouldsdudiu
(Confirmatory Factor Analysis) kagn153tasigiluinaaunisiasease laaasiniugonnaodved
luma (Model Fit Index) p-value of Chi-square > 0.05 CMIN/DF < 2.00, GFI > 0.90, TLI > 0.90, CFI
> 0.90, NFI > 0.90, RMSEA < 0.08 (Hair, J. et al., 2010, p.150) YaNNG s BIRSe
Y03 wUIHH (Construct Reliability : CR) 1) AmanuuUsusauted efiadals (Average Variance
Extracted : AVE) uawaniimiinesfuseneusnnsgiu (Standardized Factor Loading) Tagsin PC fios
Aunndn 0.60 A1 PV Faafiinnnndt 0.50 warAmiminesiuszneu fesimannnit 0.50 Jevzeyly

e figensuld (Kaiyawarn, 2013, p.240) waz 2) A15IASILIABNSWaN19mSe (Direct Effect) AN

dnSnan190eu (Indirect Effect) Adnswasiy (Total Effect) wagaduilseansnisneinsal (R2)

nsiiusausIudaya

A3Terin1snszatsuuvasunuesulalfivisiu Google Form rungudedsauosulail
Uszianlavaladuas@udundusiigg 1y nqu Facebook 714931 WE LOVE nsndudngilaa
(UNIQLO) Bsvilsldngusognsiinsstutimanglunisinuanndu Weldfueugnandguansy
wé {ATelAnadAsduuuaeuniu wiouenanstuasianeunuuasuauieingUsrasdvaanside
Tufunsiseifieusznaunisinsuviniu aglifinansenule 1 def neunuuasuanu Weveaiu

uganlun1sTnlun1sivey

NaN1578

Hoyavluvesiinaunuusouny

nauA9E199 L 400 A ddlngilumands d91uu 313 au Aaduiovay 78.25 Teny
agaening 22-26 U d31wau 144 au Andufesar 36.00 In1sAnweglussiuuiyyns d9mu
301 au Anluseway 75.25 daarunmlan d91uu 306 au Anduievay 76.50 Uszneuan@mduy
winauUIEMenYY 91w 205 au Andusesaz51.25 waviseldveliousysening 10,001-
20,000 v fd1uau 169 Au Andudesay 42.25
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N153ATIRANNTSIATIESNS
1. HaMITIATIERANNTLAZAIANLARINNITIATIENNITHANKAITDYS WUTIAIAIIUTDE

5391119 -0.253 i -0.458 wagenmuleagszning -0.745 fis 0.259 uanafanIadl 1

ANS199 1 WaRIANANLLTLAEANULAIILUSELNRA LS

fanusdannla AL (Skewness) A1A2UlAY (Kurtosis)

SIN 1 -0.639 0.073
SIN 2 -0.366 -0.453
SIN 3 -0.395 -0.606
SIN 4 -0.626 0.400
PQU 1 -0.253 -0.700
PQU 2 -0.423 -0.259
PQU 3 -0.335 -0.745
PQU 4 -0.458 -0.442
OMN 1 -0.580 0.070
OMN 2 -0.376 -0.379
OMN 3 -0.406 0.000
OMN 4 -0.695 0.597
TRU 1 -1.363 2.158
TRU 2 -1.309 2.070
TRU 3 -1.253 1.769
TRU 4 -1.326 2.031
SAT 1 -0.506 -0.409
SAT 2 -0.578 -0.012
SAT 3 -0.577 -0.323
SAT 4 -0.627 -0.140
LOY 1 -0.545 0.361
LOY 2 -0.586 0.684
LOY 3 -0.538 1.287
LOY 4 -0.424 0592
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2. NARINNNSIASIER AT UUSEANT aNAUNUSTENINIUSTUNALANE 24 62 Wu3n T A

v 6 1 1

dAuUszAndandunius agszning 0.108 83 0.795 ag1sltudAyn1eadanszau 0.05 wag 0.01 Lo

Y

[ a Q‘ U v 6 a U [ s I

NANSAUNANTUUTLANTANAUNUSTENINRWUTTUNALA WU AduUTEANSanduRUs T2 nI19e Ik US

a1 LY =

dunalannaiialdiiu 0.80 uansliiiudn saudsdunaladssauanuduiusnliganndn Feliia

Jaymnmzsmidunsadany (Multicollinearity) Ssflmnamnzaniioziluiinneviosdusznauids
Budu (Hair et al.,2018, p.152)

3. MyATIEadUsEnoulduduvedlinanisinvesiaudsuinngsuusnig Aan ndua
MsmaIALUUMAIeYeIe msndeiiulunsdud aufimelaazausnivesmaudgilaglu

Usenelng famns1ei 2

AN5199 2 WAPIANEDRAINUADAAADIVBINITILATIENBIAUTENBULTITUSU

fvtANNEaIAAADY NANT5IATIZRIAUTZNOULT B U
SIN PQU OMN TRU SAT LOY
p-value of chi-square 0.90 0.260 0.159 0.150 0.144 0.315
Df 2 2 2 2 2 2
GFI 0.981 0.986 0.972 0.995 0.995 0.997
AFGI 0.956 0.961 0.952 0.977 0.975 0.986
TLI 0.993 0.997 0.995 0.994 0.992 0.998
CFI 0.997 0.999 0.997 0.998 0.997 0.999
NFI 0.985 0.990 0.977 0.996 0.995 0.996
RMSEA 0.027 0.019 0.020 0.047 0.049 0.020
RMR 0.017 0.012 0.017 0.010 0.010 0.006

NnMTilezsiesdUsznoudsBudiu wuih Avdadlyndnunasiismuauansliifiuing
LL‘Uiﬁl\‘iLﬂﬁl@ﬁﬁ%@i’]Uﬂﬂiﬁaﬁmﬂuﬁﬁ%’msﬁumﬂLﬁ@LﬁUi’JUi?M‘ﬁ@Mﬁﬁﬂﬂﬂ?ﬂﬁU’mLLGiﬁziﬂSJﬂﬁ“i’JJE]ﬁ’lmiJ
a1unsnesuIefmuUseleled Audsulandiddanumangandmsuinlldlumaiessidiwuy
AuN15lASIEs1a

NSATIVEDUAINNADANR DINAUNAUVDIFILUUANNITIATIASI WU FILUVANNISLATIES 19

a [ 1

finuaenad o udeyalieusedny Felananisiiasigviaradfinniuaenadoanauniy fell
Ala-auad (X2) v 242.712 A1 p-value 1i1dy 0.073 Ala-auaidunms (X%/df) wiadu 1.145
ARTilInANaanAaed (GFI) 11U 0.953 AdutliinseauauaenAaaInusuwiLad (AGF) Wity

0.934 AIAYRIATLAUAINUMAUITEUNDAD LA (NFI) WNAU 0.963 ANRTIASEAUAIIUFBAAADY
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AUNNSLATIASN WAAIAINING 2 hAZAITIN 3

22089

[TRU1] [TRu2 | [TRu3] [TRU4]

13 B34 805 7

(74

093

2y

082 5 @

746 8 fae s

[sari] [sara] [sAT3] [sAT4]

6600

At

Wsuiguvaaiatnaswazald (TLI) windu 0.994 Aeeidinsaumnuadanmdadadsauiiau (CFI)
WINAU 0.995 ANSINNAB99DIANLAAEAINUAIALAR BUNIAIADIVDINISUSEUIUAT (RMSEA) 111U

0.019 wALANFLIINTNADIVDIALRA NS IED9YId1UMED (RMR) WINAU 0.019 91nTUILASIZN

596
®)
qn
736 k)
@
A7
@)

Chi-Square = 242,712 ; df = 212;

Relative Chi-Square = 1.145;

pvalue = .073 ; GF1 = .953 ; AGFI = 934 ;
NFI = 0.963 ; TLT = .994 ; CFI = 0.995 ;

RMSEA = .019 ; RMR =019

AN 2 wandlRENNSIATES 1YL TANTTHUINITUALAMN TNEUA LA NITAAIARUUNAIEYBIN

a 1

Igvsnaseruweiuluns dud anuitanely wasanuinAvesnaumeilealulsunelng
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A1599 3 LEAAIBVIENAYRIUIANTTUUINITHALAMNINAUATLAZNITAAARUUNAEYBINNIT BN T NAsE

Arudeiulunsdum aufisnely wavanusniveswnsidumeillaalulsemelng

AT andwa (Effects)
(Causes) TRU SAT LOY
DE IE TE DE IE TE DE IE TE
SIN 0.093 - 0.093 | 0.132* - 0.132 0.017 | 0.005 | 0.022
PQU 0.119 - 0.119 | 0.154* - 0.154 | 0.485*** | 0.007 | 0.492
OMN 0.110 - 0.110 | 0.082 - 0.082 0.153* | 0.010 | 0.163
TRU - - - - - - 0.129% - 0.129
SAT - - - - - - -0.052 - -0.052
R? 0.074 0.095 0.401

MR * p<0.05 Uag ** p < 0.001

NNINTIN 3 @nTaagAdrinannse meeuuazlae T Inganansaasumuingussasd

sIaele eatl

1. MIANHIUTANTIUUINITHATAMAINEUAT WALNITNAIANAILYBIN T LBNTNARBAIY

A o a v ~ o a v A [ Py '
Werulunsdum auisnala wazanudnfvewmsduagilaalulszmalng wanmsfinwnud

'
=

1) winnssuuinishiidninasremuoiulunsdud(Ufiasauuigiuil 2) uazaiy

o a 1 v o w

fnf (Ufsasauufgiun 1) uslisvianasieanuiianela (gousvanuigiun 3) egraitudAyneadian

5¥9U 0.05 (Y =0.132, t = 2.013, p-value = 0.044)

1% a a

2) Aaunaue Lifisnsnadermnuweiulunsidus (Uasauufgiun 5) ualdnsnase

o w

AMuNanela (gausuanufigiui 6) sgrsdvediAynivadiansedu 0.05 (Y = 0.154, t =2.021,

aa [y

p-value = 0.043) wazidnsnasiaanuing (ausvauufgiun 4) sgrslvdvdrfgynisadfnszay

0.001 (Y =0.485, t = 6.700, p-value = 0.000) wag

a |

3) NM39A1ANA1BYBINI9 (Omni Channel) lifidnsnasioanudofiulunsdudn (Ufws

Wi 8) uarAuNanall (Ufiasauufgiui 9) ualisninasonuing (Gousvauuigiun 7)

'
aa [y

yERYNIeEnANIEAu 0.05 (Y = 0.153, t =2.195, p-value = 0.028)

2. Mmsfinmanuedulunsdunuazanuiianelaniidnsnareaudnivewsiduaiyl

'
Y 1 v a

laaluusemalng nan1s@nwinud arnuwedulunsdunidnsnasennuinavewsduneilag

Tudsewmelng (vausvauufguil 10) egralidediAynisadansedu 0.05 (B = 0.129, t = 2.436,
p-value = 0.015) dupnuiienaly wuii liddnswadeauinivensidudgiladlulssinalng

(Uesaninignud 11)
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3. Ms@nwunumsdusiudsdunarsvesnudesulunsduduazanuiienelad
deuinnssuuInsiazAunMEUA waznsnaavatetemaludianuinfavewmduigilag
Tuuszmdlng wudt anudesulupdudlildduduusdunarsdninavesuinnssuuinig
AN MALA AT NMINAIAATETeNIdan AN Aeg Tl AmnaadA (Ufesaunfignud 12, 13,
19) Bnvis anuftawelalallfiduiuusdunansdrinaresuinnasuuinig gumauduaznnain

Y [y

naneteInwenuinAeeiiteddyneain (Uiasauuigiun 15, 16, 17)

o

#3UNan1sIY

va o

INHANITITEUAU ERITVRATUMNANNFAFIY Fai]

Y

aa a 1

1. winnssuuimsliddninasrennudnavewmsdusgilaglulssmelneg
- winnssuusmsliiisndwasenuanuweiiuvewmaumyiladlulsswmelne
- Winnssuusmstavinasemnuiianelaveswmdume ilaalulszmelng

a 1

. AUNNEUATBSNARAUANA

2

3

4

5. aundudliivdnadenudotiulunsdudi
6. AN MAUATIBNENARaAUNNELY

7. MINANANAIYYBINIILBNTNANDANUANA

8. nMsmanvanetessldiisvinanennudesiulunsdud
9. MIRAIANAEYRII TN NaneAUiaela

10. Audeiulunsdusiisvsnanennuing

11. enufiawelaluddnSwanamnunng

ORIEREIAG

NSANYINIRNTINUINTUazAMAMEAUA YL IRNTTUNMIRAR T BE Nasea @ asTuly
ATIAUAUAE INHANTANIUINNTTUUINTUAL AN INFUA AL IINITUNITRANANTBVENas Ay
A < a v e a v I a cu My o X
Wemilupsdusuaranuisnalavewnsduieiladlulsendlng anansoefusenanisidels dsil

winnssuuinsidnsnanannuiisneloegrelidedidgneada Jumsisdefuilaalasu
N198IUBAUALAINGBUTANTTUUINIG iU NTzUIUNITVINUlRTmINTIAEITY nsldmalulad

lumsussinanaviefndeaiugnen nsiiudasmslunisdeviedudsuwnannesuoaulal WJudu

Miinausdniianels aenndeaiun1sAny1ves Chusri (2014, p.103) IN13ANYILT B3

a1 !

“UINNTTUUINMT NIsuanInUTURavaUsediny wazn1aInkuUUINdeUINidmaions Andula
Whsuusnmsvedielsimenuialenvuluuanuvmaviuas” lnenuin Jadendmaniersuusnisiy
nsandulainsuusmmesUlelsameuaensululunn uNnurIuATIINTEn A WINNTIUUINIS

ANUNTLUIUNTS
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AuNMALATBVENasomufianeleeglidudAgn1eada Wumssaunnadudng wu
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Abstract

The purpose of this quantitative study on Green Supply Chain Management and the
management of green enterprises affecting performances in auto parts manufacturers in
Thailand was to answer the guiding research question: Is there a significant relationship
between Green Supply Chain Management practices and the performances of auto parts
manufacturing companies in Thailand? The literature review revealed that the relationship
between Green Supply Chain Management practices and the performances of auto parts
manufacturing companies in Thailand had not been sufficiently explored despite the urgent
industry need for these studies. As a methodological approach, SEM modeling was used to
collect data from up to 400 respondents in the Thai car manufacturing industry from industrial
estates in the provinces of Bangkok, Pathum Thani, Ayutthaya, Chonburi, and Rayong. The
findings reveal that managing green enterprises significantly enhances performance and
supports Green Supply Chain Management, which, in turn, positively impacts the performance

of auto parts manufacturing companies in Thailand.
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Introduction

The concept of sustainable development has gained immense attention in recent
times. With growing concern about environmental degradation, companies are adopting
various strategies to reduce their environmental impacts while improving performance. One
such strategy is Green Supply Chain Management (GSCM), which integrates environmental
considerations into supply chain management practices. GSCM involves developing
sustainable sourcing strategies, designing eco-friendly products, optimizing transportation
routes, and reducing waste throughout the supply chain.

Several studies have explored the relationship between GSCM and performance, but
the findings are not entirely obvious. Many studies suggest that GSCM positively affects
performance. Therefore, this study aims to examine the relationship between GSCM and
performance in the context of the manufacturing industry. The manufacturing industry has
been chosen as the context for this study because it is one of the significant contributors to
environmental degradation. Furthermore, manufacturers face increasing pressure to adopt
sustainable practices due to increasing regulatory requirements, stakeholder expectations, and
competitive pressures.

The study was conducted using quantitative research design. Data was collected
through a survey questionnaire administered to a sample of auto parts manufacturing
companies in Thailand. It is essential that the automotive and auto-parts industries are under
the law of emission. According to the law issued by the Excise Department in 2022, cars with
less than 100 grams per kilogram of CO2 emission have 13% of tax payment. In another class,
cars using the same size of cylinder with more than 200 grams per kilogram of CO2 emission
have 34% of tax payment. The laws urge companies in these industries to implement GSCM.
Interestingly, GSCM should have positive impacts on their performances in order that they can
compete with fierce rivals. In this study, the existence of this impact needs to be proven. The
questionnaire comprised questions about GSCM practices and performance measures. SEM
was used to analyze the data and test the research hypotheses. The findings of this study
contribute to the existing literature on GSCM and performances by providing empirical
evidence on the relationship between two concepts of Green Supply Chain Management
practices and the performances of auto parts manufacturing. The results of this study were
also helpful for manufacturing companies considering implementing GSCM practices to

improve their performances while reducing their environmental impacts.
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Research Objective

This study aims to explore the relationship between Green Supply Chain Management
(GSCM) practices and financial performance in the manufacturing industry. Specifically, this
study aims to:

1. Identify the extent of GSCM practices adopted by Thailand auto parts manufacturing
companies.

2. Examine the relationship between GSCM practices and the performances of Thailand
auto parts manufacturing companies.

3. Investigate the relationship between managing the enterprise and the performances
of Thailand auto parts manufacturing companies.

4. Provide insights and recommendations for Thailand manufacturing companies on

adopting GSCM practices to improve their performance while reducing environmental impact.

Scope of the study

This study focuses on examining the influence of Green Supply Chain Management
(GSCM) practices and the management of green enterprise initiatives on the performance of
auto-parts manufacturers in Thailand. The scope of the research is defined by the following
dimensions:

1. Auto-parts industry scope: The research is specifically targeted at the auto-parts
manufacturing sector in Thailand, which plays a critical role in the country's industrial
economy and faces increasing pressure to adopt sustainable and environmentally friendly
practices.

2. Content Scope: The study investigates two primary constructions:

o Managing Green Enterprise, which includes policy deployment across all
organizational levels, cross-functional team collaboration, the formation of strategic
partnerships, and compliance with international environmental standards.

o Green Supply Chain Management (GSCM), covering six key practices:
collaborative product design with suppliers, green purchasing, green production, green
delivery, green consumption, and reverse logistics.

The research seeks to understand how these constructs individually and collectively
impact organizational performance, measured in terms of financial outcomes, environmental
performance, and market competitiveness. Lastly, the study is grounded in the Resource-
Based View (RBV) theory, which provides a framework for analyzing how internal capabilities
and strategic resources—specifically green initiatives—can contribute to achieving sustainable

competitive advantage and superior organizational performance.
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Relationships among variables in this study

Green culture can support GSCM. The organization aims to enhance key areas, such as
training programs, information technologies, incentives (Lunga & Pooe, 2024, pp.1-25). Also,
the organization focusing on sustainable practices can improve its financial performances, such
as return on asset (ROA) (Pham et al., 2021, pp.1-18).

H1: Managing the green enterprise affects the performance of Thailand's auto parts
manufacturing companies. Culture of the organization as the key factor affects the success of
GSCM. The organization can go beyond business strategies such as expanding its market (Iddik,
2024, pp.96-122).

H2: Managing the green enterprise affects Thailand auto parts manufacturing
companies' green supply chain management. Implementing GSCM in producers can increase
environmental, economic & operational performances. Operational performance can have an
effect on organizational performance (Green et al,, 2012, pp. 290-305). In addition, using
technologies supporting green practices are the global trend that urges the businesses to keep
relying on green policies and to use green resources for increasing overall performances
(Samad et al.,, 2021, p.1).

H3: Green supply chain management affects the performances of Thailand auto parts

manufacturing companies.

Conceptual framework

Th n n

Resource based view theory

Managing the green enterprise

1. Policy deployment throughout all levels in
organization

2. Cross functional team

H1

3. Creating strategic partners Performances
4. International standard 1. Delivery cost reduction
Source: Babbar et al. (2008) and Stank et al., (2001) 2. Inventory cost reduction
H2 i 3. Order fill capacity
4. Defect reduction
Green supply chain management H3 Source: Tracey (1998)

1. Product design together with suppliers

2. Green Purchasing
3. Green production
4. Green delivery

5. Green consumption
6. Reverse logistics

Source: Saada (2020)

Figure 1 Conceptual framework
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Figure 1 presents the conceptual framework of this study, which is grounded in the
Resource-Based View (RBV) theory. RBV emphasizes the strategic importance of leveraging an
organization's unique resources and capabilities to achieve a sustainable competitive
advantage. Within the context of this research, RBV serves as a lens to explain how the
effective management of green enterprise initiatives—such as eco-friendly practices and
green innovations—and the implementation of green supply chain management (GSCM)
practices—including sustainable sourcing, logistics, and production—can enhance
organizational performance in terms of cost efficiency and market positioning, particularly
within the auto-parts manufacturing sector.

The application of RBV in this study focuses on analyzing how specific green
capabilities and practices within the supply chain contribute to sustained competitive
advantage, thereby improving both financial outcomes and environmental performance.

The proposed conceptual framework comprises two main constructions: Managing the Green
Enterprise and Green Supply Chain Management. The construction of Managing the Green
Enterprise includes the following dimensions: (1) policy deployment across all organizational
levels, (2) cross-functional teams, (3) the development of strategic partnerships, and (4)
adherence to international standards (Babbar et al., 2008; Stank et al., 2001). Furthermore,
the Green Supply Chain Management construct encompasses six key dimensions: (1) product
design in collaboration with suppliers, (2) green purchasing, (3) green production, (4) green

delivery, (5) green consumption, and (6) reverse logistics (Saada, 2020, p.1)

Literature review

The purpose of the literature review is to provide an overview of the latest literature
on Green Supply Chain Management (GSCM) due to its relevance in the study context. As
presented in Figure 2, a supply chain is concerned with activities that serve customers' needs.
From the upstream to downstream of the supply chain, the flow of raw materials & products
and information sharing are essential (Ling, 2007, p.1). The companies in the supply chain are
involved with designing, producing, and delivering products. A company's success in the supply
chain depends on others' operations. Interestingly, a company can be in multiple supply

chains and have different roles in different supply chains (Hugos, 2011, p.20).
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Figure 2 Supply chain diagram
Source: Simchi-Levi (2003, p.92)

Supply chain management.

In effectively managing the supply chain, four parts, as presented below, must be
focused on: internal activities, the supply network, customers, and the flows, as presented in
Figure 3. Supply chain management needs the partners' corporative actions, such as decision-
making logistics activities (Ling, 2007, p.9). The internal supply chain comprises the following
activities within the companies' boundary: sourcing, production, and distribution. Sourcing or
purchasing departments must evaluate suppliers, select the best deals, and complete
purchasing transactions. Production teams need to control costs and product quality. The
distribution department needs to focus on how finished goods can be delivered to customers
on time. Obviously, most manufacturers are operating internal processes. Large suppliers with
the complexity of material fabrication need to be concerned with these activities as well.

Outside the organization's boundary is defined as the external supply chain. First, the
supply network (tierl, tier2, tier n) is at the beginning part of any supply chain. Suppliers are
responsible for providing manufacturers with raw materials or part components. Suppliers of
suppliers are also included in the network. Second, customers are the following organizations
in the supply chain or the end users. As the manufacturers' customers, distributors have roles
in preparing packages and selecting experienced logistics providers to deliver finished goods
to retailers or end users. Distribution managers need to set the plans together with these
logistics’ providers. End customers should receive products with high service levels and
valuable information facilitating their buying process.

The supply chain has the flow of raw materials & products, services, information, and funds
as in the last part of this diagram. The integration via Internet-based technologies is beyond the
boundaries among supply chain partners. Many companies are operating without supply-chain

knowledge. Using a traditional management approach can cause waste in production and
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customer dissatisfaction. To survive in the fierce competition, they must start and keep developing
internal and external supply chain management. Lockamy Il & McCormack (2004, p.276)
demonstrated that supply-chain maturity as the indicator for supply-chain development was

nn non

concerned with the SCOR model ("plan," "source," "make," "deliver," and "return”).

Managing Green Enterprise

One of the management models is the strategy formulation process

1. Policy deployment throughout all levels of the organization. Organizational policy
aligned with supply chain goals impacts supply chain performances in developing nations
(Babbar et al., 2008, p.247). Policies from top executives also affect supply chain performance
(Yan & Child, 2004, p.296). It is essential that employees at all levels share ideas to create an
action plan to achieve organizational goals. These employees are responsible for the projects
in the action plan. In Japanese, policy deployment is the term of Hoshin Kanri, which means
shining needle as the tool to give direction. By implementing the right strategy, the company
and its supply chain can work together more effectively.

2. Cross-functional management team. Employees from various departments form this
team to have a joint goal, share ideas, and work together. The team members can effectively
communicate with each other. Companies should improve internal collaboration to improve
logistics performances. This results in cooperative activities and information exchanges (Stank
et al,, 2001, p.39) Areas of internal collaboration are 1) creating the database for the company,
2) exchanging operational information among all teams, 3) sharing internally both standardized
and customized information, 4) giving feedback to all teams about integrated logistics
performances, 5) introducing assessment and reward systems for activities of integration.

3. Creating strategic partners. Any company needs to work with its suppliers and
business partners. Serving customer demands requires a customization strategy. Customers
want to design the products themselves, and product models are more complicated. Supply
chain members need expertise in their functions to achieve customer satisfaction. They can
deliver the right products and services to succeed in the long run. Areas of external
collaboration are: 1) sharing operational information with business partners, 2) creating
performance measures for all companies, 3) integrating operations in the supply chain to
improve performances, 4) sharing rewards and risks among supply chain members, 5)
enhancing operational flexibility in the supply chain, 6) adopting good processes and sharing

results with business partners.
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4. International standard. I1SO, which stands for the International Organization for
Standardization, is an independent and international organization. Skillful people from various
areas create manuals for high working standards. The standards can ensure that customers
will be satisfied with the company's product. Its service is of a high quality. The executives can
run the company with high ethics and sustainable business strategies. This standard will
provide guidelines for environmentally friendly purchasing and procurement. The company

can issue high-quality policies.

Green Supply Chain
Green supply chain management (GSCM) is environmentally friendly and can improve
financial management (Saada, 2020, p.1). The company can create green products and

marketing concepts.
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Figure 3 The cycle of green supply chain and its relationship with green transportation.

The green supply chain cycle involves eco-friendly practices from sourcing to disposal.
Green transportation, a key part of this cycle, uses low-emission vehicles and efficient logistics
to reduce environmental impact. Together, they support sustainability across the supply chain
according to the study of Vithayaporn et al. (2022, p.5). The practices are presented as the
following.

1. Green transportation and distribution. Transportation costs are a significant
portion of the overall logistics cost. This activity can help reduce production costs.

2. Green procurement. This activity needs to follow the purchasing policies on
environmental approaches. Green purchasing covers all of these elements: purchasing raw
materials and goods that meet the guidelines, evaluating these items before making the
decision, and supporting the suppliers to revise their work procedures to comply with green

regulations.
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3. Green warehouse. Warehousing is one of the highest logistics costs. Having
adequate stocks can reduce the costs of production and delivery. However, the warehousing
facilities must be renovated to support operations and meet green policies.

4. Green design. This activity involves designing products that are concerned with
environmental conservation. The design helps create a safe and clean workplace by focusing
on reducing waste and health risks. However, product & service qualities and production
productivity are top priorities, along with public relations as a tool to promote the organization.
Interestingly, the organization can strongly reduce environmental impact with green
management practices.

5. Green production. Any organization wants to operate at a high-efficiency level. Its
production process will produce low amounts of waste and pollution. KPIs for the output are
the percentage of defects, scraps, and cases of reworks. Machines and equipment will release
minimal pollution throughout the machine's life. With green concepts, the production
department can reduce the costs of purchasing and delivery.

Nowadays, international marketing needs to use the concept of green marketing. The
organization focuses on responding to customer needs with green ideas, which will support
the organization's entry into the international market. The green marketing components are

product design, promotion, price, selling to the green market, and positioning.

Key performance indicators for logistics activities

The organization's main activities are warehousing, purchasing, delivering, and forecasting.
Tracey (1998, p.72) classified logistics processes into three areas: physical supply (PHS), physical
distribution (PHD), and logistics spanning processes (LSP). These areas are presented below.

1. Physical supply: inbound transportation, material warehousing, inventory control
(inputs), production support

2. Physical distribution: finished goods warehousing, inventory control (outputs),
packaging, outbound transportation

3. Spanning processes: purchasing, participation in the strategy.

Lists of leading key performance indicators for logistics activities

1. Transportation. It is the activity of moving materials or products from one location
to another. Materials can be moved from storage areas to production lines or products can
be taken from storage areas to customers' sites using trucks. Transportation is vital.

Significantly, the transportation schedule can be adjusted when inventory levels are
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inadequate to serve customers. Delivery time affects inventory levels carried by producers
and suppliers. They have high inventory costs in the long delivery lead time. Therefore, the
inventory costs of the whole supply chain are affected by the delivery lead time. Reliability is
the consistency of delivery times. Receiving on -time receiving and delivery can help producers
and suppliers increase service levels and cut delivery costs. If a supplier cannot deliver on
time, the producer must have a high inventory level. This approach is called risk management.

Accessibility is the skill of delivering products from the origin to the destination. It is
better to use direct delivery to serve the customer on time. Controlling transit time and costs
is challenging if the product delivery needs to change trucks along the way. Capability is the
ability to respond to customers' special requirements. The delivery team needs flexibility
recarding truck spaces, facility types, and [Ts to survive in fierce competition. For example,
some products must be kept in controlled storage. Therefore, the truck fleet needs to have a
refrigerated system for perishable products to maintain product quality. In this case, the IT
system helps the company deliver products on time. All manufacturers need to be concerned
about security. During product delivery, pallets or packaging are needed to protect products
from damage. Also, product loss is unacceptable for customers, who may not buy from that
manufacturer again. To ensure good security, the delivery department should have a
procedure and use technologies to prevent human errors.

2. Demand fulfillment. It is finding the way and setting a plan to serve customers'
needs. The company needs to give customers the promised date, which is affected by delivery
lead-time and on-time delivery. Demand fulfillment is related to production and purchasing
processes. The supply chain can be separated into two parts: 1) upstream, driven by demand
forecasting, and 2) downstream, driven by customer orders (Fleischmann & Meyr, 2004, p.311).
In order to generate sales revenues, demand fulfillment can be classified as quantity and price
approaches. The quantity approach categorizes customers by their purchasing orders and
prioritizes them. The price approach must change prices to compensate for fluctuating
demands (Talluri & VanRyzin, 2004, p.26).

Demand fulfillment and capacity usage result in customer satisfaction and sales
growth. In addition, demand fulfillment is not an easy task because of significant product
volumes, high demand uncertainty, and long launch periods. Good management practice can
help match supply to demand. The organization can use its total capacity to generate the

highest sales revenues (Chien et al., 2013, p.294).
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The review of the existing literature revealed that no works were studying the
relationship between Green Supply Chain Management practices and the performances of
auto parts manufacturing companies in Thailand. However, understanding this relationship
matters as the car manufacturing industry is heavily affected by industrial approaches to
producing more environmentally friendly automotives (Bockin & Tillman, 2019, p.980). Hence,

there is an urgent need for further research on the subject of study.

Methodology

Research Design: A quantitative research design, specifically a survey method, can be
used to collect numerical data on green supply chain management practices, managing the
green enterprise, and performance. The population in this study is auto parts manufacturing
companies located in the industrial estates in Bangkok, Pathum Thani, Ayutthaya, Chonburi,
and Rayong provinces. The respondents who can give essential information about this research
topic are company employees who are section managers or above. Moreover, the sample size
is calculated by the formula of Cochran (1953, p.30), n = P(1-P)Z?/d?. In this case, proportion
(P) = 0.5, Z-score (Z) =1.96 (as the confidence level of 95%), and the acceptable error range
(d) = 0.05. From the calculation, the n value is 384.16. The sample size of this study is up to
400 respondents.

This study employs a convenience sampling method to collect data from managerial-
level respondents within auto-parts manufacturing firms in Thailand. Convenience sampling is
a non-probability sampling technique that involves selecting participants who are readily
accessible and willing to participate in the research.

The primary rationale for using convenience sampling in this study is the practical
difficulty in accessing managerial-level respondents. Managers and executives in business units
often have limited availability due to their demanding roles and responsibilities, making it
challenging to gather data througsh random or probability-based sampling methods.
Additionally, obtaining a comprehensive list of all managers within the target industry is not
always feasible due to privacy concerns and organizational policies, further limiting the
possibility of employing probability sampling techniques.

By utilizing convenience sampling, the study ensures that data can still be collected
from relevant respondents who possess the necessary knowledge and experience related to
green enterprise management and green supply chain practices. Despite its limitations in terms
of generalizability, convenience sampling is considered acceptable for exploration research
and studies where the primary objective is to gain insights from specialized, hard-to-reach

populations.
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Moreover, convenience sampling allows for more efficient use of time and resources,
facilitating the timely completion of data collection while still maintaining a focus on
respondents who can provide valuable and informed perspectives on the research topic.

The questionnaire packages were distributed by e-mail to the companies located in
the industrial estates in all the provinces mentioned above. An online questionnaire format
was another option to reduce the data collection time.

Research instrument: Data was collected through a closed-ended and open-ended
survey gquestionnaire. The questionnaire was designed to collect data on company profiles,
organizational policies, green supply chain management practices, and performances. To
provide information for participants, the first page of the questionnaire has a "Remark." The
respondents learned about 1) this research topic. 2) who the researcher is, and 3) that their
personal information is protected. 4) that all collected data is only used for academic
purposes. Next, this questionnaire has four parts to collect the following data: 1) company
profiles as nominal data with six questions 2) managing the green enterprise as interval data
with four questions 3) green supply chain management practices as interval data with six
questions 4) performances as interval data with four questions and 5) more opinion about
related topics that use open-end questions. The questionnaire in this study used a 7-point
Likert scale format. The rating scale comprised 1 (exceptionally low), 2 (low), 3 (slightly low),
4 (Moderate), 5 (slightly high), 6 (high), and 7 (exceedingly high).

The pilot test was employed. The draft version of the questionnaire was answered by
at least 30 respondents who are executives in Thailand automotive parts manufacturing
companies. Gathering their feedback on each question helped create the final version of the
questionnaire. To confirm the reliability of questions, the Cronbach's Alpha value needs to be
higher than the recommended value (0.700).

Data Analysis: the researcher needed to check the completeness of answers in each
returned questionnaire. Each question needed to be coded in order to facilitate entering the
data into a computer program. The computer program was used to analyze data. The data
collected was analyzed using statistical methods. Confirmatory Factor Analyses (CFA) was to
test whether the model is fit; the following statistical tools in Table 1 are implemented: In the
first part, descriptive statistics summarized the data collected. In the second part, inferential
statistics were used to test all hypotheses. Correlation analysis was used to measure the
relationship between green supply chain management practices and performances, as well as

the relationship between managing the green enterprise and performance.
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Table 1 Statistical tools for checking model fit

No. Statistical Name of Tools Recommended References
Tools Values

1. X°/df Reduced <5 Hu & Bentler (1999)
Chi-Square
statistics

2. CFl Comparative Fit > 0.90 Bentler (1990);
Index Hair et al. (2006)

3. TLI Tucker-Lewis Index > 0.90 Bentler (1990);

Hair et al. (2006)

4. IFI Incremental Fit > 0.90 Bentler (1990);
Indices Hair et al. (2006)

5. RMSEA Root means square < 0.08 Bentler & Bonett
error of approximation (1980)

Overall, the study's methodology is rigorous and systematic to ensure the validity and
reliability of the findings. It also aligned with the research questions and objectives and
provided empirical evidence on the effects of green supply chain management practices and

organizational policies on performance.

Results

In the survey process, the number of distributed questionnaires was 800, and the
number of returned questionnaires was 445. So, the response rate was 55.63%. However, 400
sets of completely filled-out questionnaires were used in the data analysis. To ensure internal
consistency of the constructs in this study—namely Green Supply Chain Management, Green
Enterprise Practices, and Firm Performance—Cronbach’s Alpha was calculated for each scale.
All constructs yielded values above the recommended threshold of 0.700, indicating that the
measurement items were reliable and suitable for further analysis

This section demonstrates both descriptive and inferential research results. Many

tables are presented.
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Table 2 Respondent and company profiles in this study

Topic Frequency Percentage
Management level
Company President 32 8.0
Plant Manager 52 13.0
Direct/Deputy Director 68 17.0
Section Manager 212 53.0
Other executive level 36 9.0
Total 400 100.0
Years of business operation
0-3 Years 13 33
4-10 Years 35 8.8
11-25 Years 154 38.5
26-50 Years 124 31.0
51-100 Years 60 15.0
More than 100 Years 14 35
Total 400 100.0
Number of employees
less than 50 18 4.5
51-200 people 68 17.0
201-1000 people 118 29.5
more than 1000 196 49.0
Total 400 100.0
Fixed asset
Less 50 M 36 9.0
51-200 M 67 16.8
201-1000 M 117 29.3
More 1000 M 180 45.0
Total 400 100.0

Burapha Journal of Business Management, Burapha University, Vol. 14 No. 1 January - June 2025 147




Table 2 (per)

Topic Frequency Percentage

Organization culture

Thai 143 35.8
Japanese 212 53.0
American 11 2.8
European 13 3.3
Chinese 9 2.3
ASEAN 10 25
Other Culture 2 5
Total 400 100.0
Main part

Main Body 63 15.8
Electric and Electrical 51 12.8
Interior parts 7 19.3
Engine Parts 94 235
Transmission 49 12.3
Machine Maker 5 13
Other main parts 61 15.3
Total 400 100.0

From Table 2, most respondents are section managers (53.0%). Most companies have 11 - 25
years of business operation (38.5%). Most have more than 1000 employees (49.0%) and more
than 1,000 million baht in fixed assets (45%). This shows that many executives from large

companies are respondents to this survey. Most of the companies produce engine parts (23.5%).

Table 3 Mean and standard deviation of measurement items

Measurement items Mean S.D.
MGT1: Policy deployment throughout all levels in companies  5.71 0.979
MGT2: Cross-functional team 5.43 1.048
MGT3: Creating strategic partners 5.47 1.143
MGT4: International standard 5.86 0.935
GSCM1: Product design together with suppliers 5.29 1.194
GSCM2: Green purchasing 5.44 1.019
GSCM3: Green production 5.50 1.043
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Table 3 (per)

Measurement items Mean S.D.
GSCM4: Green delivery 5.43 1.024
GSCMb5: Green consumption 5.77 0.967
GSCMé6: Reverse logistics 5.34 1.092
PER1: Delivery cost reduction 552 0.955
PER2: Inventory cost reduction 5.60 0.907
PER3: Order fill capacity 5.84 0.959
PER4: Defect reduction 5.76 1.000

Table 3 presents the conceptual framework's mean and standard deviation of all
measurement items. In managing the green enterprise (MGT) construction, firstly, giving
feedback to international standards (MGT4) is at a high level (5.86). Secondly, policy
deployment throughout all organizational levels (MGT1) is high (5.71). In green supply chain
management, green consumption (GSCM5) is at a high level (5.77). Secondly, green
production (GSCM3) is at a high level (5.50). In the performance measurement construct,
order fill capacity (PER3) is at a high level (5.84). Secondly, defect reduction (PER4) is at a
high level (5.76).

MGT1 PER1

PER2
MGT2

PER3
0.13*

MGT3

PER4

<)

0.80***

MGT4

GSCM1

GSCM2

GSCM3

GSCM4

GSCM5

GSCM6

Note: *is p-value < 0.05, *** is p-value < 0.001

Figure 4 Final version of the structural equation model
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From the statistical analysis, the final version of the conceptual framework is presented
in Figure 2. Model fit criteria are X2/df = 3.55, GFI = 0.926, NFI = 0.923, IFl = 0.943, CFI = 0.943,
RMSEA = 0.080. All of these criteria met the minimum requirement: X2/df < 5.00 from Hu &
Bentler (1999), GFI, NFI, IFI & CFI > 0.900 from Hair et al. (2006, p.778), RMSEA < 0.08 from
Bentler & Bonett (1980, p.606).

Figure 2 presents the regression weight values. Regression weight shows how much the
impact from an independent variable to a dependent variable is. The regression weight of
managing the green enterprise and performances is 0.13 at the significance level of 0.05. The
regression weight of managing the green enterprise and supply chain management is 0.80 at
the significance level of 0.001. The regression weight of green supply chain management and

performances is 0.82 at the significance level of 0.001.

Table 4 Correlation matrix of all variables

Variables MGT GSCM PER
MGT 1.000

GSCM 0.804 1.000

PER 0.793 0.928 1.000

Note: The significance level of the relationship between each variable is 0.05.

Table 4 presents the correlation coefficients of the variables in the final model. The
correlation coefficient of green supply chain management (GSCM) and performance
measurement (PER) is at the first ranking (0.928). The correlation coefficient of managing the
green enterprise (MGT) and green supply chain management (GSCM) is at the second rank (0.804).

Considering the results of hypothesis tests, all hypotheses are valid, as shown in Table 5.

Table 5 Hypothesis test results

Hypotheses Results
H1: Managing the green enterprise affects performances. Support
H2: Managing the green enterprise affects green supply chain Support
management practices.
H3: Green supply chain management practices affect Support

performances.
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Table 6 Total, direct, and indirect effects

Dependent Variable GSCM PER
Independent Variable TE DE IE TE DE IE
MGT 0.804 0.804 0.793 0.132  0.661
GSCM 0.822 0.822

From Table 6, the total effect of managing the green enterprise (MGT) on green
supply chain management (GSCM) equals 0.804 at the significance level of 0.001. The total
impact of managing the green enterprise (MGT) on performances (PER) equals 0.793 at the
significance level of 0.05. The impact of green supply chain management (GSCM) on
performances (PER) equals 0.822 at the significant level of 0.001.

Table 7 presents the standardized loading values of all measurement scales.
Composite reliability (CR) values of managing the green enterprise, green supply chain
management, and performances are 0.705, 0.824, and 0.703, respectively. The CR values
exceed 0.7 (Hair et al., 2006, p.12). The average variance extracted (AVE) values of managing
the green enterprise, green supply chain management, and performances are 0.644, 0.660,
and 0.608. The convergent validity criteria, as their AVE values are more significant than 0.50

(Fornell & Larcker, 1981, p.39).

Table 7 Reliability & Validity

Construct and scale items Standardized  Composite Average

loading reliability variance
extracted

Managing the green enterprise (MGT)

MGT1: Policy deployment throughout all 0.760 0.705 0.644

levels in organization

MGT2: Cross functional team 0.802

MGT3: Creating strategic partners 0.853

MGT4: International standard 0.791

Green supply chain management (GSCM)

GSCM1: Product design together with suppliers 0.800 0.824 0.660

GSCM2: Green purchasing 0.832

GSCM3: Green production 0.858
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Table 7 (Per)

Construct and scale items Standardized  Composite Average

loading reliability variance
extracted

GSCMb5: Green consumption 0.707

GSCMé: Reverse logistics 0.836

Performances (PER)

PER1: Delivery cost reduction 0.732 0.703 0.604

PER2: Inventory cost reduction 0.754

PER3: Order fill capacity 0.789

PER4: Defect reduction 0.843

Discussion

Most respondents are section managers. They have high experience that suits sharing
opinions. Most companies have 11 — 25 years of business operation. Most have more than
1000 employees and more than 1,000 million baht in fixed assets. This shows that this
research has collected data from large companies that mostly produce engine parts.

Companies as auto-parts manufacturers can focus on the following actions first. In
managing the green enterprise area, getting certificate from international institutes is
important. In GSCM area, green consumption is affected by car design, such as energy saving
mode. In the performance measurement area, the order fill capacity is the most important.
The companies need to operate with high efficiency and can work with logistics providers.
Other papers confirm these research findings in many aspects. Managing the green enterprise
affects performance. The regression weight of managing the green enterprise and
performance is 0.13 at the significance level of 0.05. This finding is similar to the study of
Boon-itt & Paul (2006, p.199). They mentioned that integration predicts competitive
capability. Internal integration and customer integration also have a relationship with defect
reduction. It is obvious that policy deployment and working with business partners can
increase the performance of auto-parts manufacturers.

In addition, green supply chain management affects performance. This finding is
supported by the research paper of Green et al. (2012). They reveal that production
companies using green supply chain management can increase operational, economic, and

environmental performances. Starting with product design allows your company to operate
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with green processes. Green purchasing can be successful when suppliers also understand
green concepts. Green production needs high-efficiency machines that have lower energy
consumption. Green delivery needs computer software for truck fleet management. Green
consumption depends on consumers understanding the instructions on the packaging and
how to properly consume the product or dispose of the packaging at the right places.
Therefore, auto-parts manufacturers need to work with car assembly plants to develop green
strategies all the time. They have to communicate with car users. As a result, this business
becomes a close-loop operation that has incredibly low waste, save costs, and high customer
satisfaction.

The regression weight of managing the green enterprise and supply chain
management is 0.80 at the significance level of 0.001. This research result is supported by
the study of Zhang & Wang (2011, p.233), which is about "empirical research on associations
among information technology, supply chain robustness, and supply chain performance."
They found that information sharing has a positive impact on supply chain robustness and
supply chain performance. Interestingly, information sharing among departments in the
organization enhances collaboration with the business partners. This result supports the
study of Klein & Rai (2009), who stated that sharing plans with suppliers affects buyer
relationship-specific performances. Essentially, auto-parts manufactures themselves need to
implement green policies in all departments. This success becomes the first step for working
together with supply chain members on GSCM. In this way, their buyers will satisfy both

products and services in the long run.

Conclusion

In conclusion, this study confirms that both Green Supply Chain Management and
Green Enterprise Management have a positive and significant impact on the performance of
auto-parts manufacturers in Thailand. By adopting environmentally responsible practices,
firms not only contribute to sustainability goals but also enhance their operational efficiency
and market competitiveness. These findings encourage industry leaders to embrace green
strategies as a core component of business development. Academically, the research adds
to the growing body of knowledge in sustainable operations and supply chain management,
particularly in the context of emerging markets. Further studies are encouraged to explore
other moderating or mediating variables such as technology adoption, corporate culture, or

international regulatory pressures.
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Supporting with the findings revealed that managing green enterprises significantly
enhances the performance of Thailand's auto parts manufacturing companies. Additionally,
effective management of green enterprises has a substantial positive effect on these
Thailand companies' Green Supply Chain Management. Finally, Green Supply Chain
Management itself has a significant impact on the performance of Thailand's auto parts

manufacturing companies.

Academic Implications:

1. Knowledge contributes to the academic literature by providing empirical evidence
of how green supply chain management (GSCM) practices impact the performance of auto-
parts manufacturers in Thailand.

2. Theoretical advancement to the existing theories by validating or modifying
frameworks related to GSCM and organizational performance within the context of auto-parts
manufacturing.

3. It provides insights into the effective methodologies for measuring and evaluating
GSCM practices and their outcomes, potentially guiding future research in similar contexts.

4. Highlights the relevance of integrating environmental management principles into

operations management, bridging disciplines of sustainability, management, and engineering.

Practical Implications:

1. Managerial guidelines Offers practical guidelines for auto-parts manufacturers in
Thailand on adopting and implementing effective GSCM strategies to enhance operational
efficiencies and environmental performance.

2. Business strategy helps industry practitioners in developing competitive strategies
centered around sustainability, potentially leading to enhanced market reputation, cost
savings through resource efficiency, and improved stakeholder relationships.

3. Supplier and customer relations emphasizes the importance of fostering green
supplier networks and enhancing customer loyalty through transparent and sustainable
business practices.

4. Training and development contribute to the training programs to build capabilities
within organizations for effective implementation and management of GSCM initiatives,

fostering a culture of sustainability within the workforce.
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Recommendation

1. Auto-part manufacturers need to manage with green policies. All departments
need to work together to achieve the targets of the action plan each year. Also, companies
should work seamlessly with business partners, such as suppliers, wholesalers, and third-
party logistics providers. Managing the green enterprise can improve its performance.

2. Auto-part manufacturers should implement green supply chain management. Its
green steps are in the following sequences: product design, purchasing, production, delivery,
consumption, and reverse logistics. Organizations in the green supply chain can cut costs by
using resources effectively. Their products are environmentally friendly. They have high
opportunities to export their products to European countries using ISO standards.

3. Auto-part manufacturers should set performances: delivery cost reduction,
inventory cost reduction, order fill capacity, and defect reduction. Firstly, delivery cost
reduction should be a primary activity because the car assembly plant and suppliers can
implement milk-run techniques. A truck departs from the car assembly plant to pick up part
components from many suppliers in the same location. Secondly, inventory control is
essential. Calculating stock levels can help the warehouse to cut costs and satisfy its
customers. Thirdly, the organization should increase its order-fill capacity in order to meet
customers' needs, especially in urgent cases. Lastly, product quality is critical. Auto-part
manufacturers need to produce auto parts that meet the specifications.

4. Managing the green enterprise impacts green supply chain management. Essentially,
all departments in the organization can work with business partners at all managerial levels:

strategy, tactics, and operations.

Future study

1. Main factors impact green supply chain management in other industries in Thailand.
The researcher can collect data from the following industries: electronic, plastic, textile,
petrochemical, furniture, etc. These industries generate high sales revenues.

2. Main factors impact performances in other industries in Thailand. Executives need
to understand performance concepts, which are called KPIs. Selecting a good set of KPIs
helps the company improve its key activities and can be successful in the long run.

3. Mixed research methods (quantitative and qualitative) for similar topics were used
to collect and analyze data. The researcher can choose from two research designs. First, the
explanatory sequential design starts with quantitative research and ends with qualitative
research. Second, the exploratory sequential design starts with qualitative research and ends

with quantitative research.
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Abstract

Laos People’s Democratic Republic (Lao PDR) has experienced a serious inflation
problem which caused the price of goods and services to rise for several years up to the
present. Moreover, the depreciation of the Kip currency compared to the US dollar and Thai
baht, especially fuel price which is an imported commodity has increased. As a result, many
people face hardships in daily life due to the rising cost of living. Therefore, this research aims
to study the macroeconomic factors affecting the standard of living of Lao PDR. The
dependent variable is GDP per capita which represents the standard of Living (STL). The data
used was the secondary data of the annual time series from 1990 to 2023, a total of 33 years,
and examined by a multiple regression model using the Ordinary Least Square method.

The findings indicate that the factors positively influencing STL in Lao PDR include the
unemployment rate (UNEM), foreign direct investment (FDI), the industrial sector’s share of
GDP (IND), and the exchange rate of kip to the U.S. dollar (EXUS). Moreover, a factor exerting
a negative influence is the inflation rate (INF). However, other factors, such as GDP growth, and
global oil prices did not significantly explain the STL. This research enhances the government

sector in formulating policies to improve a better standard of living for the Laos people.
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Introduction

The definition of the STL is multidimensional, it reflects both material and nonmaterial
aspects of the well-being of a person or a group of people in a country. It refers to wealth,
convenience, ability, and rights that could be accessible. Mostly connected with income
(income per capita), however, the definition of STL is more than that such as income, health
care accessibility, education, and housing. etc., all of which have played a crucial role in
determining STL. To enhance and facilitate the study, many researchers have used the income
indicator (income per capita) which was recognized as a main factor in daily life since income
is a drive of subsistence and is a main factor of resource usage and other services. Income
would help people access utilities and consumption materials such as water, food, clothes,
accommodation, health care, and education. Moreover, income would help people to be
independent of finances, decrease and contribute to financial risk, social conceding, and
increase psychological power. During 2019 many countries are faced with crucial challenges
such as the COVID-19 crisis and the following economic problems, a small country namely a
land-lock country that has no seaport bordering Southeast Asia, Laos, has faced major
problems such as a high inflation rate, currency depreciation, rising public debt, and a sharp
increase of goods and services pricing, which lead to a greatly difficult situation in the economy
and people livelihood. As shown in Figure 1, Lao people's income (the STL) since 1990 has
been continuously and slowly increasing. In 1990 the average income per capita of Laos
people was 200 US dollars per person and the highest income per capita was 2,598 US dollars
in 2019. After that the income per capita decreased from 2021 until 2023 to 2075 US dollars

per person, Laos’s economy was faced with a lockdown problem, closing country to
protect from the virus spreading, international trade suspension, the decreasing number of
tourists because of quarantine measurement and international protection, many sectors were

forced to disrupt their activities
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Moreover, rising inflation leads to an increase in prices for essential goods such as food,
logistics, accommodation, daily life goods, and gasoline. Since 2019 as shown in Figure 2 inflation
has risen rapidly, especially in 2022 the inflation rate has risen more than 20% at 22.96% and
continuously risen at the top of level 41.26% in February 2023. After that, there was a downward
trend, but the rate of inflation was still at the level of 20% up by standing at 22.96% in April 2023.
The factors mentioned above may affect the STL of people, according to these reasons researchers
determined 1. To study the macroeconomic factors that affected the STL of Lao people and 2. To

enable Laos’s policymakers to strengthen the policy by using the data from this studly.
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Figure 2 Lao Inflation rate from 2009-2023

Source: Macrotrends, 2023

Research Objectives

1. To study the general situation of the standard of living of Lao ’s Democratic Republic

2. To study the macroeconomic factors that affected the standard of living of the Laos

People’s Democratic Republic

Scope of Research

The data used in this study were collected from the World Bank, Lao Statistic Bureau,
and the National Bank of the Lao PDR which were annual data from 1990 to 2023 in total of
33 years.
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Conceptual Framework

This section is adapted from the theories, literature reviews, and the principle of reality
to collect the variables that might influence the Lao standard of living. The variables were
collected including GDP Per Capita (Presented as the standard of living) as a dependent
variable and the inflation rate, the unemployment rate, the global crude oil price, the
manufacturing industry share to GDP, the foreign direct investment, the exchange rate Kip to

one dollar, and the gross domestic product growth rate are independent variables.

Independent Variables Dependent Variable

- Inflation Rate (INF)
- Industry share to GDP (IND)

- Foreign direct investment (FDI) Gross domestic
- Exchange rate of kip to one US dollar (EXUS) product per capita
- Unemployment rate (UNEM) (GDPPCQ)

- Global oil price (GOP)

Figure 3 Conceptual Framework

The Conceptual framework adapted from the literature reviews involve inflation,
industry share to GDP, foreign direct investment, Exchange rate, global oil price and GDP
growth rate reviewed from Hakizimana (2012, pp.1-8), Kapotwe (2021, pp.1-13), Tevin-Anyali
et al, (2023, pp.1-11), Ahsan (2024, pp.1-15) and Arwatchanakarn (2024, pp. 1-18). Moreover,

the unemployment factor adapted from the theories

Literature Review

According to Maria Barreiro-Gen (2019, pp.1-15), the theory of standard of living consists
of 3 definitions: 1) The standard of living is defined by the satisfaction of life 2) The standard
of living is considered as an economic provision or wealth 3) The standard of living is
considered as a type of freedom.

1) The standard of living defined by the satisfaction of life where the satisfaction view
of the standard of living was well presented by Pigou, Pigou used the words economic well-

being, the standard of living, the standard of real income, and the development of materials
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are the similar meanings (Pigou, 1952). In the modern way, satisfaction is defined as the
demand response (Poduzov, 2008, pp.610-617). A specific concept has been currently defined
for going to nearly the meaning of basic living or poverty as a good standard of living, this
concept includes necessary materials for people to grow namely as minimum fundamental
(Rao & Min, 2018, pp.225-244) including the limitation of decent living standard (DSL) such
nutrition, clean air, the expenditure on education and base on paper of Rao & Min (Rao & Min,
2018, pp.225-244) DSL can define as the limitation of important basic materials tool, however,
it is not enough to achieve the physical dimension and social dimension of human well-being.
No matter what is considered as the fundamental demand or ability, it does not depend on
the value or the relation status of a person in society. 2) The standard of living is considered
as an economic provision or wealth which is measured by the quantity and quality of goods
that a person can use. This concept is based on the sell-buy data in the market to estimate
the standard of living of a person, a family, or a country (Deutsch & Silber, 1987). However,
this idea is not clearly which is represent whether STL can reflect personal well-being or not
(Poduzov, 2008, pp.610-617), this idea is not enough due to the reason is not fully controlled
by resources as Rao & Min (2018, pp.225-244) mentioned. 3) The standard of living is
considered a type of freedom when the preparation of economic and satisfaction are not
good enough for life (Sen, 1984, pp.74-90), focusing on the things that a person can do or can
be. Sen suggested two concepts of the STL: The real standard of living of a person and the
lifestyle choice available at a particular time because there is only one choice that can be
made and decision-making is fluence on the real situation (Poduzov, 2008, pp.610-617) agrees
with Nussbaum (2000) propose that ability is fundamental for a principle of the person who has
right to request their government. Based on these three theories, the last concept is considered
a complete and complex method, however, governments and various organizations prefer the
second approach due to the availability of data especially the developed countries have many
definitions of standard of living, but it is still not exactly defined.

Muhammad, Temidayo, & Bashir (2023) studied the Analysis of Inflation and the
Standard of Living in Nigeria. The purpose of the research was to study the impact of inflation
on the standard of living in Nigeria by collecting data from the International Monetary Fund
(IMF) and the World Development Index (WDI) from year 1991 to 2021. The data was analyzed
by the Autoregression Distributed Lag model (ARDL). The gross national product per capita
(GDP Per Capita) presented the standard of living as a dependent variable in the study, while

interest rate, consumer price index, and exchange rate were independent variables.
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The study result showed that the inflation rate in the past had a significant effect on
the standard of living in Nigeria. The result also found that the consumer price index (CPI) had
a positive influence on the standard of living (GDP Per Capita) in the short run. In contrast, the
interest rate (INT) and exchange rate (EXCH) have a negative impact on the standard of living
in the short run.

Tevin-Anyali et al., (2023) studied Nigeria’s standard of living in the face of inflation.
The purpose of the study was to examine the impact of inflation on the standard of living of
Nigeria’s people by collecting data from 1999 to 2022. To estimate the parameters of the
model, the Autoregressive Distributed Lag (ARDL) was employed. The variables used in the
study were the dependent variable PCIG (the growth rate of per Capita income presented by
the standard of living), CPI (the consumer price index presented by inflation rate), MCU (the
manufacturing capacity utilization), RECR (the exchange rate), and UNEM (unemployment rate)
were independent variables. The manufacturing capacity utilization was taken into
consideration since it indicated the level of output that the manufacturing sector will produce
for consumption. Due to the inflation in Nigeria caused by the manufacturing sector's import
of raw materials, hence the cost of production was increased.

The long-term result showed that the manufacturing capacity utilization (MCU) and the
exchange rate (EXCR) impacted the standard of living in the opposite direction, meanwhile,
the consumer price index (CPI) and the unemployment rate (UNEM) had a positive impact on
the standard of living. In the short run, the result found that CPI, MCU, and UNEM had a
positive effect, while EXCR had a negative impact. According to the study, the
recommendation is that the government should take measures to reduce inflation even
though it had a positive impact. These measures could be achieved by supporting the
manufacturing investment sector which will increase the capacity of manufacturing and
decrease the unemployment rate, hence, the standard of living of people will be better.

More than that past research related to various factors affected the standard of living
in the low-income country found that the inflation rate affected the standard of living of
people in Navrongo Eastern Ghana in a positive direction statistically 0.05, meanwhile, the
income per month has affected the standard of living in positive direction statistically 0.05 as
well. The study also found that inflation has a huge impact on Navrongo People’s standard
of living. Nevertheless, according to researcher Ahsan (2024, pp.1-15) who studied five crucial
economic factors that affected the GDP Per Capita (Case study: Bangladesh’s economy), the

result of this study was controversial to the mentioned research above, Nazmul Ahsan
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revealed that inflation has an affirmative relationship to GDP Per Capita, It means that when
inflation is rising, GDP Per Capita will be decreased. In addition, there are many studies related
to the factors that affect the standard of living such as Kapotwe (2021, pp.1-13), who studied
the analysis of factors that affected the GDP Per Capita of Zambia, the result found that
agriculture share to GDP has a great impact to GDP Per Capita while Industry share to GDP has
less impact to GDP Per Capita. The study also mentioned that the changes in agriculture share
to GDP have a great impact on the manufacturing sector but there is no research in a group

of low-income countries in ASEAN such as Laos PDR which is a part of this current study.

Additional Review of Related Research

To illustrate the foundation of the hypotheses in each path of the Conceptual
Framework, the researcher has reviewed relevant literature and studies related to each
variable influencing Standard of Living. The relationships between the variables are explained
as follows:

1. Hypothesis H1: Inflation Rate has a negative relationship with STL. From the
literature review, it was found that studies on Inflation Rate have shown a significant effect on
changes in the Standard of Living. For example, in the study by Ahsan (2024, pp.1-15), it was
concluded that the inflation rate had a negative impact on GDP Per Capita, leading the
researcher to hypothesize H1 as INF<O.

2. Hypothesis H2: Industry Share to GDP has both relationship with STL, in reviewing
research on Industry Share to GDP, it was observed by Kapotwe (2021, pp.1-13) showed that
the industry share to GDP had a weaker effect on GDP per capita, supporting the formulation

of Hypothesis H2, which suggests that IND#0.

3. Hypothesis H3: Foreign direct investment has a positive relationship with STL,
according to the literature review by Joseph Hakizimana (2012, pp.1-8), studies have indicated
that FDI had a positive significant impact on GDP per capita, thus leading to the conclusion
that FDI>0.

4. Hypothesis H4: Exchange rate of kip to one US dollar has a negative relationship with
STL. From the literature review, it was found that studies on Exchange rate have shown a
significant effect on changes in the Standard of Living. For instance, in the study by Tevin-
Anyali et al., (2023), it was concluded that the exchange rate had a negative impact on STL,
leading the researcher to hypothesize the H4 as EXUS<O.
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5. Hypothesis H5: Unemployment rate has a negative relationship with STL, according
to the concept of STL which was said “The standard of living defined by the satisfaction of
life” presented by Pigou, Pigou used the words economic well-being, the standard of living,
the standard of real income, and the development of materials are the similar meanings
(Pigou, 1952). Therefore, when a person is unemployed, he or she has no income to purchase
the fundamental goods to achieve the satisfaction of life, leading to the conclusion that
UNEM<O.

6. Hypothesis H6: Gross domestic product growth rate has a positive relationship with
STL, it was found that studies on GDP growth rate have shown a significant effect on changes
in the Standard of Living. For instance, in the study by Ahsan (2024, pp.1-15), it was concluded
that the GDP growth rate had a positive impact on GDP Per Capita, leading the researcher to
hypothesize H7 as GDPG>0.

7. Hypothesis H7: Global oil price has a negative relationship with STL, in the theories
and previous paper Arwatchanakarn, P. (2024, pp.1-18) shown that the oil price is the cost of
industry so high cost affect the high price and then the STL is decreasing, leading to the
conclusion that GOP<O.

Methodology

To achieve the objectives of the study, the researcher carried out the Ordinary least
squares (OLS) method analysis of GDPPC = f (INF, IND, FDI, EXUS, UNEM, GOP, GDPQG),
attributable to the simplicity, interpretability, widely used, and well-understood model.
Moreover, there are some limitations such as autocorrelation, multicollinearity, and poor
performance with nonlinear relationships.

Generally, the OLS model is conducted by minimizing the sum of the square difference
between the observed value, and the predicted value. Hence, it is useful to estimate the
relationship between the dependent variable and the independent variables. Because of the
unit of some variables not in percentage, the researcher uses the Natural Logarithm to explain
the result in percentage, so the model is to be adapted from the linear regression to the

double log regression as follows:
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InGDPPC, = [ +B:INF, +[B,IND; +B5nFDI, +BEXUS, +BsUNEM, +B4nGOP; +[3-GDPG, + &

By
LnGDPPC is the standard of living (US dollar)

INF is the inflation rate (Percentage)

IND is the industry share to GDP (Percentage)

LnFDI is the foreign direct investment (US million dollars)
LnEXUS is the exchange rate of kip to one dollar (Kip)

UNEM is the unemployment rate (Percentage)

LnGOP is the global crude oil price (US dollar)

GDPG is the gross domestic product growth rate (Percentage)
Bt is the coefficient containing 0 to 7

& Is the error term

Hypothesis

The hypothesis concluded from the review literatures and theories which showed the

relationship between the dependent and independent variables is shown in Table 1

Table 1 Hypothesis

Independent Literature Reviews and The relationship with the
Variables Theories dependent variable
NF Ahsan (2024, pp.1-15) 0
Thevongsa (2023)
IND Kapotwe (2021, pp.1-13) (+)
FDI Hakizimana (2012, pp.1-8) (+)
Ahsan (2024, pp.1-15),
EXUS Muhammad, Temidayo, & Bashir )
(2023, pp.52-58), Tevin-Anyali (2023)
UNEM (Pigou, 1952) ()
GOP Arwatchanakarn (2024, pp. 1-18) )
GDPG Ahsan (2024, pp.1-15) (+)
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Results

1. Basic statistics analysis
Basic statistics analysis is a method used to indicate the average value, minimum, and

maximum value of all variables used in the study. The result is shown in Table 2.

Table 2 Basic statistics

Variables Average Standard-Deviation Min Max
GDPPC 1,097.11 901.35 200.62 2,598.51
INF 16.01 25.38 0.14 125.27
IND 24.74 6.13 14.38 34.13
FDI 432.00 504.00 4.45 1,690.00
UNEM 1.95 0.69 0.71 3.27
EXUS 7,232.35 4,293.15 702.50 18,717.82
GOP 52.80 27.70 15.48 101.57
GDPG 6.29 1.86 0.50 8.62

Number of Observation=33

According to Table 2, the basic statistical analysis found that the STL (GDP Per Capita)
has an average value of 1,097.11 US dollars, a minimum STL value is 200.62 US dollars, and a
maximum STL value is 2,598.51 US dollars. The average INF is 16.01%, the minimum INF is
0.149%, and the maximum INF is 125.27%. The average EXUS is 7,232.35 Kip, meanwhile, the
average GOP is 52.80 US dollars, and the average IND is 24.74%. While the average FDI is 432.00

million US dollars.

2. Multicollinearity of variables Tests

The collinearity test of independent variables is to prevent the multicollinearity
problem of all variables used in the model, in which the value of multicollinearity must be
less than 0.80. The test found that the independent variables used in this current study are
less than 0.80. This means, there is no multicollinearity problem in the model used in the

study.

3. The factors affecting the standard of living of Lao PDR
This technique is used to indicate which factors influence the STL of Lao PDR including
the coefficient, t-statistic, p-value, prob>F value, R squared, adjust R squared, and the Durbin

Watson statistic of the model as shown in Table 3.
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Table 3 The result of OLS

Variable Coefficient t-statistic
_CONS -0.790 -1.050™
INF -0.006 -3.420%**
IND 0.060 3.710%*
LnFDI 0.177 4.500%**
LnEXUS 0.187 2.470%*
UNEM 0.258 3.240%**
LnGOP 0.201 1.010"
GDPG -0.028 -1.180"
R?=0.9446 Adj R?=0.9284
Prob > F= 0.00

Number of Observation=33 Durbin-Watson = 1.8562

Remark:

*

Probability Value Statistically significant at a level of 0.1

*%

Probability Value Statistically significant at a level of 0.05

XXX

Probability Value Statistically significant at a level of 0.01
NS Probability Value none Statistically significant at a level of 0.1

According to the result of the analysis in Table 3, the model used in this current study
is significant at a statistical level of 0.01. On the other hand, the model is suitable for analyzing
attributed to the Prob>F value is 0.00. The R? value is 0.9449 which means that the
independent variables can explain the dependent variable at a confidential level of 94.49%,
whereas the other 5.51% is the exogenous factor. The Durbin-Watson statistic is 1.8562, which

refers to the time series data used in the analysis having no autocorrelation problem.

Discussion

From the analysis of the macroeconomic factors that affect the standard of living of

Lao PDR, the researcher can discuss below:

Hypothesis H1: Inflation Rate (INF) has a negative relationship with STL
The INF can explain the STL of Lao PDR at the statistically significant level of 0.01,
when the inflation rate increases by 1%, the STL will decrease by 0.006% which agrees with

Ahsan (2024, pp.1-15) and the determined hypothesis. When INF increases, the price of goods

Burapha Journal of Business Management, Burapha University, Vol. 14 No. 1 January - June 2025 169




and services tends to rise as well, which leads to reduced purchasing power. On the other
hand, real income is decreasing itself. This result also agrees with Thevongsa (2023) survey,
which reveals that on average, a 1% fall in the value of the kip increases consumer prices by
0.5%. Therefore, inflation will remain high until exchange rates stabilize. While the global prices
of some imported goods have eased, inflation remains high in Laos, reaching 26% in the year
to October 2023. Real household incomes have suffered from rising living costs. In
a survey conducted in June 2023, 54% of interviewed households said their income had
remained stable or declined. While inflation reached 39% percent in the year to May 2023,
the average nominal wage grew by only 5.7%, meaning inflation-adjusted wages dropped by
an average of 33%. Households are coping by producing or foraging more food, reducing how

much they eat, and migrating to Thailand in search of better-paid jobs.

Hypothesis H2: Industry Share to GDP (IND) has a positive relationship with STL

The IND can explain STL at the statistically significant level of 0.01 in the positive
direction. When the IND increases by 1%, it leads to an increase in the STL of 0.060% which
agrees with research by Kapotwe (2021, pp.1-13) and the determined hypothesis. When the
IND is increasing, it will affect the quality of job creation, technology and innovation
development, and increased income from exports with stable income distribution. According
to United Nations Industrial Development Organization (2020), the overall country and industry
assessment reveals that Lao PDR continues to rely heavily on natural resources as a driver of the
country’s economic growth. Only a few firms are engaged in high-technology manufacturing,
namely in the telecommunication and chemical industries; the majority of manufacturing firms
are small and medium-sized enterprises (SMEs) and primarily produce medium- and low-
technology goods. There is room for improvement in the manufacturing sector in the medium-
and long term. There is also some concern that the country is vulnerable in the wake of the
Fourth Industrial Revolution because it is not sufficiently resilient, not very diversified, and less
competitive than other countries. Similar findings also reported that the Lao economy needs
to move from an agricultural- to an industrial-based one, and the diversity of its production
and of its service sector needs to be improved. This would require substantial improvements
in human capital, innovation and advanced technology, quality investments, ease of doing
business, logistics, information and communication technology (ICT), data and statistics
collection, technology standards and assurance, and private and public investment. Such
improvements would promote the growth of the country’s manufacturing sector and foster

inclusiveness, and sustainability as well as higher and resilient competitiveness.
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Hypothesis H3: Foreign direct investment (FDI) has a positive relationship with STL

The LnFDI can explain the standard of living of Lao PDR at the statistically significant
level of 0.01 in the positive direction. When the FDI increases by 1%, it will lead to an increase
in the STL by 0.177%, which agrees with the research by Hakizimana (2012, pp.1-8) and the
hypothesis. When the FDI rises, it leads to an increase in the potential of the economic
infrastructure of the host country, new job creation and stability income increase, technology
transfer and work-forced skill development, and stimulate economic growth. According to the
U.S. Department of State (2025), compared to other countries in the region, foreign direct
investment (FDI) inflows into Laos reached an all-time high of $780 million in September 2023,
a significant increase from July 2022 when FDI reached $142 million. Laos’s FDI is driven
primarily by investments in mining, infrastructure, construction, and hydropower projects. The
exploitation of natural resources and the development of hydropower have driven rapid
economic growth over the last decade, with both sectors largely led by foreign investors.
However, because growth opportunities in these industries are finite and employ few people,
the Lao government has recently started prioritizing and expanding the development of
higher-value agriculture, ligcht manufacturing, and tourism, while continuing to develop energy

resources and related electrical transmission capacity for export to neighboring countries.

Hypothesis H4: Exchange rate of kip to one US dollar (EXUS) has a negative
relationship with STL

The LnEXUS can explain the STL at a statistically significant level of 0.05 in a positive
direction. When the LnEXUS increases or Kip currency is devaluated by 1%, the STL increases
by 0.187% which agrees with Ahsan (2024, pp.1-15), Muhammad, Temidayo, & Bashir (2023,
pp.52-58), and Tevin-Anyali (2023, pp.1-11) but contradicts with determined hypothesis.
According to Thevongsa (2023) and The International Trade Administration (2024), the kip
continues to depreciate, falling in value by 21% against the US dollar in the year to October
2023. With banks rationing access to foreign currency at official rates, the difference between
official and parallel market exchange rates has risen to about 15% for the dollar and 8% for
the baht. The main factor in the kip’s falling value has been the lack of foreign currency
available in the country, a result of the need to repay large external debts, despite some
deferrals, and limited capital inflows. However, Laos imported $33.5 million worth of goods
from the United States and exported $218.4 million to the United States in 2021. Top U.S.

exports to Laos include civilian aircraft (engines, equipment, and parts), pulpwood, passenger
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cars, rice, plastic materials, gems and diamonds, industrial machinery and equipment, and
measuring, testing, and controlling instruments. Top U.S. imports from Laos include
telecommunications equipment, cellphones and other household goods, television and video
equipment, footwear, apparel, nonwool textiles or cotton, gems and diamonds, and green
coffee. This reveals that Laos has a trade surplus with the U.S. and the depreciation of the Kip
currency has a positive impact on Lao’s exports and standard of living. However, the Laos
government should improve that problem urgently, if the government leaves this problem, it

may impact the people's purchasing power in the long term.

Hypothesis H5: the unemployment rate (UNEM) has a negative relationship with STL

The unemployment rate can be explained STL in a positive direction at the statistically
significant level of 0.01, when the unemployment rate rises by 1% affects the standard of
living to rise by 0.258% which agrees with Tevin-Anyali et al., (2023, pp.1-11). However,
contradictory with the real situation and the expected hypothesis suggests that an increase in
the unemployment rate would reduce the standard of living due to a rise in jobless people
relying on others' income. However, in the case of Laos, the situation may be different. Laos
has a large number of workers employed in neighboring countries like Thailand, who send
remittances back to support their families. Even with a high unemployment rate in Laos, the
standard of living may not be significantly negatively affected because families are supported
by income from abroad. Thus, the high unemployment rate does not necessarily lead to a
significant decrease in the standard of living in Laos.

However, Hypotheses 6 and 7 have no impact on the STL of Lao PDR at the statistically
significant level of 0.1 are the GDPG, and the GOP.

Conclusion

The research on the STL of the Lao people, the results showed that the STL is
measured by the average GDP per capita is 1,097.11 US dollars. The average INF is 16.019%,
which is considered a country with a very high inflation rate. It has greatly affected the living
standards of the Lao people. As a result, the ability to spend on four factors, namely food,
clothing, housing, and medicines, is very expensive, which is a great result of importing all
these factors. This causes high prices and affects the standard of living of the people. The
average UNEM is 1.95%, where jobs in the country are still available and people can find jobs,

in contrast, the wage is not very high. Therefore, those labors often cross the border to work
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in neighboring countries especially Thailand to find a better-paid job. The average EXUS is
7,232.35 Kip, which is considered a country with a high depreciation of the currency, it might
have a positive impact on the exporting and tourism sectors according to the trade partner
that Lao trade with. For instance, Laos has a trade surplus against the U.S. and the depreciation
of Kip could promote more exports. In contrast, it may affect the import sector. The average
GOP is 52.80 US dollars, this is an external factor but when the Kip is depreciated, the cost of
importing crude oil (fuel) will greatly increase, and the fuel price in the country will increase
as well. The average GDPG is 6.29%, which is considered a country with a very high economic
development along with Cambodia and Vietnam meanwhile, the average IND is 24.74%
showing that Lao is still relying on the agricultural sector, however, the industry sector is
improving year by year, especially in the hydropower sector. The average FDI is 432.00 million
US dollars, which is considered a country that has enough ability to attract more investment
from multinational firms such as the project One Belt One Road from China.

The OLS found that the macroeconomic factors that affected the STL of Lao people
at the statistically significant level of 0.01 in the positive direction such as UNEM, FDI, and IND.
In contrast, INF affected the STL in the negative direction, whereas EXUS affected the STL of
Lao people at the statistically significant level of 0.05 in the positive direction. Moreover, other

factors do not affect STL such as GDPG and GOP.

Recommendations

According to the results of the study on the standard of living of the Lao people. There
is a suggestion for the government Lao PDR to provide guidelines and policies to solve
problems and promote the quality of life of the people as follows:

1) Use domestic inflation control policy to deal with the problem of public debt that
continues to rise by reforming the financial system to be in congruence with economic
conditions and continuously resolve the country's balance deficit problem. The solution for
the monetary policy in the Lao PDR by central banks should increases the policy interest rate,
making borrowing more expensive. This reduces spending and investment, which in turn cools
down demand-pull inflation.

2) Use policies to solve the country's corruption problems to increase the level of
confidence for foreign investors to attract more investment in the industrial sector instead of

the agricultural sector. Creating policies and laws that facilitate investors because foreign
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investment can create jobs for the people, and it also generates stable income while
increasing labor skills. The solution for the citizen oversight by encouraging citizens of
government activities through mechanisms such as public audits and community monitoring.
Moreover, support the role of civil society organizations in monitoring corruption and

advocating for good governance.
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