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Abstract

This study aims to 1) investigate the influence of reference groups on purchase
intention, 2) investigate the influence of word-of-mouth communication on social media on
purchase intention and 3) investigate the influence of reference groups, through word-of-
mouth communication on social media, on purchase intention which is in agreement with
empirical data. The purposive sampling was used in this research. The sample size consisted
of 238 consumers aged more than 20 years old, and used to buy sacred objects. Structural
equation model analysis (SEM) which is a multivariate analysis is used for analyzing the data.
The results show that the analysis of influence of Reference Groups and Word-of-
Mouth Communication on social media of Thai Amulet soft power that affects Purchasing
Intention with statistical significance at the 0.001 level. Word-of-mouth communication on
social media is a complete mediator of relationship between reference groups and purchase
intention with statistical significance at the 0.001 level. This can be concluded that reference
groups affects purchase intention through word-of-mouth communication on social media and

this agrees with the empirical data.

Keywords: Reference Groups, Word-of-Mouth Communication on Social media, Purchase intention,

Thai Amulet, Social Media
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Phrakhru Wisalsaranat Udom (Atibalo), 2021, p. 26) &@2u Wi%iﬂmmﬁ (Ui%&;‘m‘ ‘IJEJ‘GIIG]) Tater
ANNINEYaLIngueRaliin Tnguena lakn 1Aseese wae/mMIedud AdwiauliuliolneUsAnvaNg
WsHEn YA 1399519709984 kagdsmilyaRunld Ay TnguenaluaunineNATouARUNINe
Lﬂ%ENLLazLﬂ%mi’lwawﬁmﬂ%ﬁm (Payutto, 1985, as cited in Phrakhru Wisalsaranat Udom (Atibalo),
2021, p. 32)
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i3l (PhraKrusangharak Manop Akkamanav, 2024 pp. 276-284)
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duAuazuinisiegluwnanvlosutiuintiy 819 Amazon, eBay, Lazada wa Shopee tUusu
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eWOM) fwaniasuludnuwasilomnyldadisuiiovetaya ANNAALIY LavdeAINIAT0li
AedestvduduazuinisiinanasuiuniutomisBumesidaUssianuden nsefiaunun wag

Ussinnitanunsoauaylanunsassuimnuvesyiteyals 1 Pantip.com

Burapha Journal of Business Management, Burapha University, Vol. 15 No. 1 January - June 2026 7




agdlsfiony Jlddedenueoulal desiansanuiunveanginssuvesfuilan wazn1snain
Heswndedwruesuladnatoiludominisnain waznisdeaisiidrAydmsugsieesins uas
an1dusing q saudemsdiaueiausssy anuelusukuusiieg lunisudsdudeyaviuiuuin

LY

wialuilonn wiyuvesdiindugau uassudeyanednulansaudi enananiledi dederuesulaluy

J9TUNULANAIIINAHIULNWWUTRNTTY wazrsawmaluladNlanmuvinliiiawnannesy %3

9

adnAnautd warusnisivd o Widudldusnisludedinussulatognasniian

wuaRnAUAslaZe wia AnuAslalIye

AuRslage v3e AuRslali1yy (Purchase Intention) ngis nseutun1siiieIvesiv
a A = Y a 4 & a v a v A A L a v A A %
InlanusuanfieanTNuHUNIsVeIR U InATIsg eduAlunsdudl nisiiantedudl niaiaanty

a a e R = | = D= a & Y o v a &
usnislauimsmiladudiionusn JeanunsaasvioutiangAnssunisdevesulaald lnediugiumn
Nndayanus 1IAAR uazAILTe (Kotler & Keller, 2016, p. 622)

dmsumsiTenguensdakasnisdeanswuviinseUinuudediruosulatvesgedniiies
o A i o | = | = 44 ) ) L&
nousmalnefdrananuddlagIyy Tgeyminensfnyinmsidenidiyringuena wadu 3
AU Usenausie (Ajzen & Fishbein, 1980, pp. 179-211)

1. Audisla (Intention) vansda Jadunauviruaaniisiongingsy Anuadtanduuiliunig
= | ) A v oa a < o % % a v A ¢
Wenuyvinguena WekuilaeiiauaulanaziinisAumdeyaduni asunuauniiuszaunisel

& 4 < a o o« v 4 & %
wede danugeiulundniamiuaraudenisnazyed

2. anunenenw (Try) vunefs YJadedunsadesniungus19de Fududnsnanyaraseu
¥ & v yvaa a S 1 = | ) A v oa =
Pradunssuindrenisuanangiinssuanuashaniuuldunsdenityvinguena Weguilaadl

9
avaulavseanuiisnelafvsneneudunndaduiuiouiisusadud Anvideyalusiudu

(%
N o

AnwvoyanunmEEnine Uselevtivamdning warAune1e1uiasdos
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Legal and Academic Affairs of the Court of Justice, 2019) ﬁm’mﬁ‘fa ﬁm’maﬂﬁﬂummﬁﬂéamé
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wUs Kline (2011, pp. 11-12) t@wei1Adsivuanaudieg1euseana 5-10 wihwesiudsdaunalaly
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ilom (Content Validity) Tngmsnageuardaiinuaonndas (Index of Consistency: 10C) 3silen
935811319 0.60 - 1.00 WazasI9ae UL 05U (Reliability) Tnsnsmandudszans ueasi
yosasauA (Cronbach's Alpha Coefficient) wuin fidusaiiegsening 0.801 s 0.991 Fsagulel
71 wuvasuanufimsnindedie 3delddudunisvesaiessmunisidelunyud swalasinside

HU151/2567(E1) wagl@suns “Suses” WuiiSeudes

M3iusIUTIUTaYS
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gniesaslayaudivieteyaiiies 238 Megne fIdelminisassiateyaliieyinmsineinieats
lngadianldlun1simsgidoya laun N153ns1esiesdUsenauldedudu (Confirmatory Factor

Analysis: CFA) wagn15aATIeiann1siaelaseasny (Structural Equation Model: SEM)
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Han1InTsidayaniemalianisiiassilunasunislaseasne

A159d 1 nsiasssiesAUsenoudaiuiiy (Confirmatory Factor Analysis : CFA) (n = 238)

. nasusu
a9AUsEnNau/ o L & o Y

. AUs/Aandsdanala Factor CR AVE
IR t-test

loading
NANANTN 0.570%** 0811  0.591
L Ny 0.772* 12793
NQUD 9B

naulaifieUseasd v3e
g 1 ; 0.432%* 9.906
wign1saliliiaUsyase

AsERaNsWULUINABUNNUY
Sumesiiafiainy 0.684%** 0916  0.732

bRWICEINEAN

AsEeaNswULUINABUNNUY
,:; - ¢ o 0.827%** 17.933
A15@9AISHLUUUIN  BUNBILUA

1 d' [ d' ;4
AoUnuudediny  nisuaniUdeudeyanis
aaulay doa1skuuUINAaUINUUED 0.802%** 17.497
dapuoaulau

A15da1SUUUINABUINUY

Sumedidnlandndug 0.615%*  14.224

Vi3 Foeh 9 T

Ausiela 0.708*** 0.907  0.764
aruddladiyrn  Anuwens 0.783***  17.536

RERRRIT 0.802%** 17.81

x2/DF = 2.110, GFI = 0.952, CFl = 0.984, NFI = 0.970, RMSEA = 0.068, RMR = 0.059
*** p-value < 0.001

N7 1 MShRTIiesrUssnauldedudu (Confirmatory Factor Analysis : CFA) (n =
238) WU BsAUTENOUNANEEBS BsAUsENoUNMsARsuULnsenuLdednuesulatl esdUszney
mméﬁgﬂwhmﬂ denvaaeumudeiiuresmiuaenndesniely (Internal Consistency Reliability)
wui el esiudsesduseneu (Composite Reliability: CR) SAwinfu 0.811 0.916 0.907 uay
LaEAIUATITIGLUN (Convergent Validity) wuin ArrnuwUsUTIuRAeTiatals (Average Variance
Extracted: AVE) fiAnwinfu 0.591 0.732 waz0.764 wonanii mamsimsisiesdussneuidedudu
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FandtsduresuUasUaLTS 3 Ay Tlnrudesiuvtermuaenadesnglununast (CR > 0.70)
FUsd31 Tafany urazduvesuuvasuany fanuduiunuvesiiudsusdaieaty venand
LUUARUNILA A 1UHA1ANATIAeG I (Convergent Validity) 38 Average Variance Extracted:
AVE 1nn3nesel (AVE > 0.50) wansin anundsusiuvesiaudsdanslddldlumsTaiamundiann
Wigawe (Fornell & Larcker, 1981, pp. 39-50 ; Hair, Hult, Ringle & Sarstedt, 2014)

M13199 2 fyilanudenATeUBINaNITIATIENLIAANTTIANNLUAEAIUNTOULLIAR

x2 df  x?%/df  GFl CFI RMSEA  RMR
LAEW - - <3.00 >090 =090 <007 <008
naulu 112.768 32 3524 0915 0958  0.103 0.067
naausu 59.074 28 2110 0952  0.984 0.068 0.059

d‘ U [} 1 v Qadl 1 o’d‘ U
NA15197 2 nasdFulaaa Avyinsatanidluniseaeulunasgluinasiiaunsageusy

lonnen 1Wunstinlumatiinnuaenndasivioyadlszdny lneiasanlaann radfle-awnas
dusimswvindy 2.110 awil GIF dawindu 0.952 duil CFI ddwvindy 0.984 A1 RMSEA fiAvinfy

0.068 kaxe1 RVR fiawinfiu 0.059 lnearadan

Y 1
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A1319% 3 AYUANNADAADIVBIHANITIATIENDNTNAVDINGUONBINT BN NAK LN TFRATUUY
Unsisunuudedinuesulailudmnunslayninguenaveduslan

x2 df  x%/df GFI CFI RMSEA  RMR
LAEW - - < 3.00 >090 =090 <007 <008
nauUsu 81.156 32 2.536 0.936 0972 0.081 0.043
naausu 52.729 30 1.758 0.959 0.987  0.057 0.038

19197 3 filanuaenndeueamanIsiaTz wui ndsusulinng wui Advdinig
adarllflunmeaeulnsaeglunusidausosensuldnndr Wumsiilueaiiaruaonadasiv
Joya lngiiarsanlaan Aatala-auadrsduningviniu 1.758 duil GIF SAwviriu 0.959 dwil CIF
AU 0.987 A1 RMSEA Ay 0.057 uaz @1 RMR ety 0.038 TneAadfvianunxiu
inausiafii LA wansi1 Bvswavesnguénedenidviwakiunsdoasuuuiinseuinuudedn

(% LS

soulatludinnunslayrringuenavesfuilng aenndesiudoyaidlszdny
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CHISQUARE=8.156, CHISQUARE/DF=2.536, GFI=0.963, CFI=0.972, RMSEA=0.081, RMR= 0.043

a a a 1 1% a da a ' = J = o v
ANN 2 E]‘VlS‘WEWJE]\‘iﬂfj}ii@']\‘iaﬂlla‘l/lﬁv\l'ﬁN'TLJﬂ'W53@3’15LL‘U‘U‘U']ﬂ@aUWﬂUUﬂ@ﬁﬂﬂﬂJa@ﬁLauﬂlﬂEJ\'iﬂ'Nll

ATy Ingueraveuslaa (feudsuluea)

0.72 0.83 0.79

0.56
4 . 4 : - w - .
nsfessuuulIngs mssessuuuLnga mauanifeuteysns nsfeasuvuihnds
a £ da a = a . - ¢«
thnuuduinaiinani thnuuduinaiiie Famsuvvihndaln thnuuduinaiiie
ANMUAWIZIANLS uuFednuaaulai WialaRaoug

a4
nIfaAIULY
. a
thndathnuuie
denuoanlarl

niﬂiuﬁ"lxiw"uﬂs:mff w3 0.78
0.47 w4 ¢
wam ol szaed

CHISQUARE=52.729, CHISQUARE/DF=1.758, GFI=0.959, CFI=0.987, RMSEA=0.057, RMR=0.038

a a a I Y a da a ! 4 ' 4 o o
AINN 3 E)V]ﬁ'WaGUENﬂ'sjll@'Na\ﬁJ@‘V]ﬁWﬁN'W‘Llﬂ']53@373LL‘U‘UU"IﬂG]@U']ﬂUua@ﬁQﬂﬂJ@@uVLaumlﬂENﬁ’ﬂﬂJ

Aslainy Y IngueRaveuilan (vasusulung)
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A1319% 4 AFUUTEANTNYINTIVDI09AUTENBUBVENAVRINGUIBINTBVENAN LN THOETHUY
Unsistnuudedinuesulatldmnunslaiyn inguenaveguslaa

) waslsuluna
asnUsenau/ v 1 & o o »
. frusd/Aauusdanald Factor
AU TR t-test R?
loading

NANANTN 0.668*** 0.447
L Ny 0.844%* 10216 0.712
QGHLREGN

naufilsifiadszasd viewmnnisalitlaiis
0.686*** 8.971 0.470

Usaan
dl' 1 a ¢ & d’
N5ERA1SHUVUINFBUINUUD UMD LLAN
- 0.851%*** 0.723
y TPNURNILLANL
AN5E0ENS . : _ —
, N5ERa1SHLUVUINAUINULD U DSLTN 0.909%** 18.815  0.827
LUUUINAD — - ,
P AskanUasulauan1saeanswuuUINge
UNUUED 4o v . 0.888*** 18.063 0.789
. . Unuudedsnussulall
dpvooulail - , —
NM5ERa1SHLULUINAUINULD U DSLTN
. 0.751%* 13726  0.564
Wamanaue w3e 3eeiae) U
g, . AuRle 0.825%** 0.681
AMUAILALYN
AIUNYIYY 0.888*** 16.764 0.723
Y
Y NI 0.884*** 16.595  0.781

*** p-value < 0.001
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Abstract

This study examined the effects of integrated marketing communications (IMC) and
perceived value on the purchase decision of health check-up programs among customers of
private hospitals in Songkhla Province. The sample comprised 400 individuals who had
previously purchased health check-up programs from private hospitals in the province. Data
were collected through an online questionnaire and analyzed using descriptive statistics and
stepwise multiple regression analysis. The results showed that overall IMC was perceived at a
moderate level, while perceived value was rated at the highest level. Personal selling and
advertising significantly influenced purchase decisions, with personal selling having the
strongest effect. Among the perceived value dimensions, only perceived price value
significantly affected purchase decisions.The findings indicate that consumers place greater
importance on communication through hospital personnel and perceived price value than on
mass communication or emotional value when deciding to purchase health check-up
programs. These results provide useful insights for developing marketing strategies and
designing health check-up programs that better meet consumer needs in the context of

private hospitals in Songkhla Province.

Keywords: Integrated Marketing Communication, Perceived Value, Purchase Decision, Health Check-

up Program.
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wnltudanamasiouliiufenisfiut uvesguasdse uinismsaguaiwluniaensy dsanunsn
2ONKUUFURULUINIS egeinngulasnauaLBIANABINSlaNE e UslnRNNIIN1ASY (Kotler
& Keller, 2016, pp. 161-164) ag14lsin1u n13ve18dIv039a1AUIN15ATIgUA AN BlMAANTS
wisduiidudussvinlamerunaenyu faludugunuuTusunsy ssdunm uagnagnsnisdeatsiu

¥

Auslan dealinisanauladevesiuilnainnududeunazieedetayaUsznounisdndulaain

Y
nanguwnas (Berry & Bendapudi, 2007, pp. 128-137) nelausunn1sudsdunsnans n1sanaulade
Wswnsunsiaguamvesuslaadlanasanaindademuamnmyanisunndiiediibies mnusiu

HAENSVRINTTUIUNITTUTVoya NMTUTEEUAMAT kaTNITAAIINAITNINNITNAINT IASUIINBIANT

Y Y
=

U3N15890N (Cronin, Brady & Hult, 2000, pp. 193-218.) mia'amimwmmwuuﬂsmwma

(Integrated marketing communication: IMC) 3aunalnidsnagnsifiunumlunmadenlosarsna
mMsmananvastemnsliiinanuaenndsuaziETundsdatunas iy Tnoysadannuidila Ay
Yndeie uararudulasensdndulaidenlduinisdugunin (Schultz, Tannenbaum &
Lauterborn, 1993, pp. 25-30, Duncan, 2002, pp. 7-18) muc-jﬁ’umiﬁamsmimam Qmﬁwﬁ%’uif
(Perceived Value) vosfjuslnafioidufuuadmginssuiiidvsnademsdnauladousnisfifdnume
Fusoslilinasdaudsadsnsiuae wu vinsnsaguam fuilaadnussfiuemdueives
vimsnnmaiieudisussrinestlosdild susudunuiidostne diludumen auninesuinig
LLazmmﬁﬁﬂﬁamimﬁLﬁﬂﬁumﬂmzaumifﬁmﬂ%ﬁ%mi (Zeithaml, 1988, pp. 2-22; Sweeney &
Soutar, 2001, pp. 203-220) agslsfinn M3 duulidedunuiiddlddaauieaiuunuim
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apsusnoenaniu uaziuusunaudgulaauilaauieuineiald snninuimseuguaind sl
ANWUZIANIZITNVITNULAZAT8555U (Belch & Belch, 2015, pp. 13-25)
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Usnsguamdniduusnisiddnuasiane Weswniduuinisniudedddls Ianududau
MOV waziNeItosiunuNIMAInvalTuINIstnense (Zeithaml, Bitner & Gremler, 2018, pp.
52-63) Wsunsuasvguamieiduuinmsaunndadesiuiyanmiudesvesnisiinlsawazdauasy
n13quad¥nInluszered T9aannd 09l ULl TN TWA B ULUAITEUUEUAINAINAITI NY T
novauadlugnistesiulsanmsvenedivedusunsunsisguanlulsmerviaienyudaalil inn1s

wedung et Neluauguuuuusnig s8AUsIAT (Srepirom, Pechmanee & Panyasaisopon, 2022,
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pp. 59-80) wagn1sdeasteyasieruilaa vilinisandulagevesliusnisianududoutazies

[V

a1fedayalsznaun1sindulaainraisunas (Kotler & Keller, 2016, pp. 187-191) USN15AUAN
Huvimsifidnwaziany Wesnnduuinsfidudedslls fanududounadndn uasiivates
laenTiuANAMTINLAEAINUABAAEYBIRTUUIANT (Zeithaml, Bitner, & Gremler, 2018, pp. 52-
63) Tutlagtiu wwnAansguaguamldiuasuudasainnisinviileiinlse (Curative Care) lugn1s
duasugunmuazmstioatulsa (Preventive Care) undu Tagesdnmseundiolanlvinuddyiuns
pefanseuazmsUszifiuaudsmeguamiusssosiudy Wotisanausuusieslse an
aszATldiemuguaw uasiunanminvesszvvulusrezen melduuidndsnan Tusunsu
prnguamdsldsunmsimutudedueiosdelumsusaidiunnzaunm dansoslsa uazdum
HadoidesiionainlugniaialsaiFesmiolsaiousiduouan Tneffuuinmsaunsadonivsunsy
ATIRAUAMTIzaNTUMA 81y NaAnTTuNTALIUTIR uarauAssiiuaunmvesnuLosly
dsnalilusunsuamagunimnatsiduuinmsavnimdsdosiuildsuanuioniviuetsieiag

o w [y

Tnsamizlunguuszvnsioyaunasdiliauddyiunisguaguaimdegn (Kotler & Keller,
2016, pp. 151-159) Audasnisasiaquamiiindudewalilsmerviaionvuimswamniuas
tiauslUsunsunsRguamivanvaeundu valudusen1sna sedusian ansusslend
iy wagguuuunsdeansteyarediuslne eas1srnuuanauasifiumnuanansalunisudedu
dwaliuilnafimadenuintunasdedddeyannraouwadumaiouiisuuasUsediumaden
Aeusnaulatousns (Kotler & Keller, 2016, pp. 187-191) et nnsyienudnlatadefidanasie
nsinduladelusunsunsaguamisdamnuddysematauinagnsnisnismainuagnisesnuuy

UsnsvedsainenuiaenyuliaunsaneuausinufeinMsveusinalaeg1aliussd@nsnm

wuIAANTAndUTaZaUINITAUGUN W

1% v

miﬁmauhe?qfau‘%ﬂﬁéﬁuqﬁmwLﬁuﬂsgmumiﬁﬁmwmﬁmL%Qﬂﬁ%’ugqa Auslaaldanunse
Usziflugaunmassuinisldednadmaunounslduins Sefesendedeya msdeans wazauidesiy
AoKiuIN1sUsENauUN1sAndula (Berry & Bendapudi, 2007, pp. 111-122) nssndulagousnisiny
aunmidunszuiunmsfiinnudsadenisiviae Wesnnduslaaliannsaussidiunuaneesuing
Isegretaaunounisléuing Feesendedoya nsdeans uazanudesiusedliuinisusznaunns
anaula (Berry & Bendapudi, 2007, pp. 111-122) wwifinngAnssuyuilaaves Kotler and Keller
(2016, pp. 195-201) a3uenszUIUMsinauladousznausie 5 suneu ldun (1) ns5uslaym
(Problem Recognition) ds1unsnsgniindannudndunionnudeiniseuguaim (2) msfum
Yo3a (Information Search) 9Mnunasdeyania 9 1y yaansnianisunmg Liulesd wiede
Uszuduiiug (3) n1suseiliumiaidien (Evaluation of Alternatives) lagiuSeuiigulusunsunsia

JUNIN $1A7 WATAMAIMNNITUTNISVRAaElsIneIua (4) n15indulate (Purchase Decision) &4
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Hunadenlduimslusunsunsagunmiineuaussanudomslafifian uae (5) nofnssumdanmsie
(Post-purchase Behavior) #aiendestunisusuiiunnufisnelandsuusnng nsndusnldu3n1sen
LAYASUBNFADLAYARADY

Tuuunvedlusunsunsaguain msfaduladelulldduegiutiafedunaifissesaien
uifaRdosiunudesiilunnsgiumamsunng ansnindefiovedsmenuia arwdniauves
foya wazdszaunsaliilasuannsliuinng dsdudmadonisssiiuniadonuazngingsumas
mis’?;{aﬁuaqsg’:u%‘[,ﬂﬂ (Cronin, Brady, & Hult, 2000, pp. 193-218) luuFunvadlUsunsunsIaaunIn

N

U3lnalinsuduannisasynindsannudndulunisguaguamusenisdesiulse a1ntudauain
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v e

Aouszanduiius iefuuzihannyaralnddn deuthteyaillduinisuifisunazyssifiunaden
TufuAmMLNEaNTeI8N13059 AL dedoredlsimeiuia aruazaanlunsdiuuing
waznaUsglovdinininezldsuainnInsaguaiw nszurunsdnalugnisdaduladentd
USmsuarnmsUssdunnuiisnelaniendenissuusnis Ssenvdwmarensnduaildusnstuaznis
Uaﬂeialmﬁ?ﬁu (Kotler & Keller, 2016, pp. 195-201) L‘ﬁl’e\‘imﬂU%ﬂWi@ii%?j%ﬂﬂWL%UU%ﬂﬁﬁE:\JIJU%Iﬂﬂ
lianunsndsediununldoanysainounislduinng madndulededadosendedona A
Undedte LLaBm’mL%ﬁuﬁa;ﬂﬁu‘%ﬂmﬁuﬁﬁﬁg (Berry & Bendapudi, 2007, pp. 111-122) fatiu 13
doansnisnainveslssmeiuianazn1ssunuvesduilaadsiunumddgylunisatuayu

n3eUIUNSAnAUlATelUSLNTUATIEUNIN

LUAAANIIHBANTNITAAALUUYTAIINTS

m'i?%amsmsmammeﬁﬁmmﬁ (Integrated Marketing Communication: IMC) L“fJULLmﬁﬂﬁ
jatumsuszanuaieslensieansmensnainluguuuusine q Bhilnuaonadesuaziaiundsds
Aulaziu Lﬁ'aa%’wmiﬁ%’mLf\]uLLazamm’mé’uaﬂun’]i%’uisumﬁu‘%lm (Schultz, Tannenbaum, &
Lauterborn, 1993, pp. 17-22) M3ABESNIAAMLUVYIINNS (IMO) LuunATsjaiunsUszay
irsesiionsdeamsmamsmanaluguuuusing q Wilmnuaeandeuaratiuayudeiuuasiu ieains
mmL%’ﬂﬂﬁ%’mauuazmwé’ﬂwaiﬁLﬂmaﬂm‘wsuaaaaﬁﬂﬂumﬂm@ﬁim (Schultz, Tannenbaum, &
Lauterborn, 1993, pp. 17-22; Duncan, 2002, pp. 7-18) Duncan (2002, pp. 7-18) 85u1811 119
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LLazms?ﬁ'amsﬁmmsmmwﬁ’amé’aLawwqﬂﬂalé’ (Berry & Bendapudi, 2007, pp. 111-122) fauu
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svordu nslindnaunsnioyaanamanmsunmeddislideyadedn anauliiuuou uazad
A estusiouinns vazfinnmaiamensstislilsmeuiaanunsadeasieyauazdoausd
winzauiungudinunglieg1uaniziatgas (Belch & Belch, 2015, pp. 130-135) paRUsEnaUR
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ANATITUS (Perceived Value) mnefis msUssifiuanudurvesuilanannsiieuiiioy
sevinUsylenifldsuiudunudidesdng (Zeithaml, 1988, pp. 2-22) uddesunisnaiauinig
Fiiuinuaiisuiisninalnenssionusidlatouasmadniulaie lnsengluuinisiidanu
L?ﬁlmgjﬂ (Cronin, Brady & Hult, 2000, pp. 193-218) Sweeney & Soutar (2001, pp. 203-220) L@ud
AuATITUSUsEnouUfenanelid Tiun auAviusia auAviunuAIN wazauAF et Bilu
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osualazsiounudediu amnuvasads wazaufianelaainUszaunisainisldusnig (Dodds,
Monroe & Grewal, 1991, pp. 307-319)
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nsnTradeuAILi Bansadaien (Content Validity) duiunslaggvsen s i@
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1) adAdewssaun Tlumsiinsgsiveyalssvinsmans lasldauiuazesas uas
insesiseiuanuAniuieIfunsieaisnismaiauuuysanms AuAisug warn1sdnaulade
TngldAnadouagdudsauunnsgiu

2) ATIVADUALNATIUNITUANEIWUUUNAVRIRILYT Lo fiasanm1AuLy (Skewness) wae
aulaa (Kurtosis) ananausiauelae Curran, West & Finch (1997, pp. 16-29)

3) admideoyuu Miiloneaaeummduiuduardnsnavesiuys lnsdiasesianduiusues
\ig$du (Pearson’s Correlation) WagMIATIEIMIANUAUNUS BN WL TENIILUTBaTEuAL
IRIEIOREY Iﬁi’faﬁamﬁmsﬂsﬁmaaawmmwwﬂdmau (Stepwise Multiple Regression Analysis) 4l
fndenuusdaseiiannsndmiuneinsaimadnauladelsunsunsaguamyedlsaenuiaansy

Y [

Tudsminaswalaegalidodfunisadnnsesu .05
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1. §NYULNGUAIDEN
nauegelun1sideasiusznaumeduslnanAgEalusknTunIIFUAINYBILTING 1UA

ensulufminasvan 911 400 au lnednvagmilvesnguiiegsasula duauslunisiein 1

M1319% 1 SNYLNguAIeeIe (n = 400)

Aauls GG n oway
b Y8 181 45.20
AN 219 54.80
918 20-30 U 16 4.00
31-40 U 101 25.25
41-50 U 187 46.75
111131 50 U 96 24.00
n1SANEY fnIUSaes 46 11.50
S e s oLiieuLin 217 54.25
ganindSyaes 137 34.25
DTN winuUTENLENYU 187 47.75
UIFIVNT 61 15.25
Suiv/entndase 27 6.75
ANUE/GINAAIUI 120 30.00
NS HU/UNANY 5 1.25
swle/ieu N3 20,000 UM 76 19.00
20,000-30,000 umn 214 53.50
11NN71 30,000 UM 110 27.50

N3N 1 wudn nquitegedulvgidunemds (Fevaz 54.80) eglugateny 41-50 U
(Fovay 46.80) d52AUNITANIUTYYINTNIBNBULNT (Fvag 54.25) UsENaUuIdnnina1u
Usunenvu (fewar 46.75) uaviliselaladesiaiiousyluyis 20,000-30,000 U (Segar 53.50)

2. A0ALTINTTUUIVIABUTHAN

'
! =

HaN1TIATIEad AT liun Anade (X) wavdrudssuuanggiu (SD) veens

'
=5

#0613N1IAAIALUUYTAINTT (IMC) AANNTUS (Perceived Value) kazn1siinauladelusunsunsin
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aunm wansisenud lnenmsiunisdeansmsaanauuuysanniseglussfuuiunans (X = 3.19,
SD = 0.446) Wefinrsandusefia wuirdumsliwinauneianadegsiansglussfuanndian
(X = 4.49, SD = 0.405) 5098901ABAUNINAINN19RSIwareaulal (X = 3.53, SD = 0.599) AU
laiwaun (X = 2.86, SD = 0.684) uagAUNTALAIUNITVIY (X = 1.93, SD = 1.004) aua1siu Tudqu
yosnnA1Asuy wuireglusefuanniign (X = 4.41, SD = 0.335) lnefifsueisunifidadegfian
(X = 4.66, SD = 0.426) 7998911ABATUANAIN (X = 4.34, SD = 0.416) kazA1UIIA1 (X = 4.23,
SD = 0.523) dw¥un1sdnauladolusunsumsaguaimaasisameruiaiensy wuiteglusedunn
(X = 3.96, SD = 0.510) thiaualunsnai 2

A1571991 2 ARdsuadIUTEULNIATFINYDIMILUIUAN

Aud /AR X SD STAU
1. M3A0ANINNIHAARUUYTAUINIT (1TNTIN) 3.19 0.446 Urunan
1.1 mslawa (IMCAd) 2.86 0.684 U1unans
1.2 nMsdaasun13ve (IMCP) 1.93 1.004 oy
1.3 nmslntdnaueng (IMCPs) 4.49 0.405 1nitgn
1.4 Msnananasakagesulal IMCDm) 3.53 0.599 17N
2. Perceived Value: @mﬁﬁﬁ%Ui (nNTI) 4.41 0.335 mnﬁqm
2.1 AAAIUAMAIN (PVQ) 4.34 0.416 1niign
2.2 AAINIUIIAT (PVP) 4.23 0.523 1niian
2.3 AuAIRLO15Ual (PVE) 4.66 0.426 1niign
3. Purchase Decision: n136aula®e (Pd) amsaa 3.96 0.510 21

3. AMUFUNUSTERINIRUUS

Nan1sIATIzdmLduTLS st esuUsTae ldmduUss Avdanduiusveadiesdu duauslu
51971 3 Anuduitusseninsianysnngidanduiuslaiiiu .70 aeandesiuinusinisfiansan
AMTANUFURUSITUdUra18sLUs (Multicollinearity) sysuLdediu namsisenuin nsdndulede
(Pd) ﬁmméf’uﬁué@wmﬁ’uﬁﬁﬁuaaﬂﬁi%@ﬁﬂiﬂﬁimaﬁmLLuugimflm'ﬁ laun aunslawa (r = .251,
p < .01) A1UNITERLEIUNITVIE (r = 1118, p < .05) ArunITLTwInaIuLIe (r = 309, p < .01) uas
punsaIansasaazeoulal (r = 1185, p < .01) wonanil msdmdauladedfinnuduiudidun
URAAISUITLANATM (r = 166, p < .01) fuTIAN (r = 225, p < .01) uazuesHal (r = 084,
p < .05) viil edusyavBanduiusssvieiusmnaialifu 70 wandidiuindaudsfiemdy
3

asvrefuluszAuivinzaud wiunsihlvivnesianneswanlutusely
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AN5199 3 AFUUSTANSANEUNUTTENINEIwUS (N = 400)

fouds 1 2 3 4 5 6 7 8
1.IMCAd 1

2. IMCP 314 1

3. IMCPs  .125%*  -019 1

4. IMCDm 427 A77*  241% 1

5. PvQ 022 062 204%  221% 1

6. PvP -.005 -.060 A38% 193 344% ]

7. PVE -.045 -.039 433 225% 407 204%* 1

8. Pd 251%  118%  309%  185%*  166**  225%  084% 1

NUYLNA: IMCAD = Advertising, IMCP = Sales Promotion, IMCPs = Personal Selling, IMCDm = Direct/Online Marketing, PvQ =
Quality Value, PvP = Price Value, PvE = Emotional Value, Pd = Purchase Decision. *p < .05, **p < .01. A2MN&UNUS 52111982

wUsneficmanduiusliiu .70 denndasiuinasinisionsan multicollinearity seauilawiu

4. HANIIVAFRUANNAFIUAILNITIATIEINANDENTAN

4.1 HANSVAFRUALNAGIUT 1 ﬂ’li?ll@mimi(ﬂmﬂLLUUQJiMWﬂ’]iﬁ@W%Wﬁ(ﬂ'E}ﬂ’]iﬁﬁaui"\]gga
TUsunsunsaaaun nvegliuInIstsmeutaenvuludmingeval Han15 A 1IERnnnenyAMLUY
Fumeu (Stepwise Multiple Regression Analysis) WonaaeuauuAgiud 1 lnedmuslinisinduls

Falusunsunsivaunmduiuysniu wagnsdeasnisnainwuuysannis laun n1stawan n1s

A9ASUNITVIY NITINTNIUYIY wazN1saIANIInsItareaulall WufnUsdasy wual nsld

9]

wineueie (B = .309, p < .001) waznistawan (B = 216, p < .001) iuiadediidnsnasenis

(%

fnauled oogeflifoddynieadn Inefuusiiaiausasanfueiuteninuwlsusiueeanis
dnauladelisoray 14.20 (R2 = 142) uandlifiuiinisfoansnIsnaALuUYIINITUNDIRUTENBY
fivdnadensinaulatolusunsunsnguamvesiuilag uiiwanisineiasiifuddgmeada
WA R fispdu 142 ageuiiuuusassamsaesuienisiaduladeldifiesdesay 14.2 Wiy
wansindeitadeduildlfauedlunisinwaded wu malindadelsmeuia nndnwalasdns
Uszaumsaimsléusns waznssuanudeg flonafidnsnadenisdaduladesiudae fulu na
miﬁﬂwﬁﬂaﬁfuawamagmﬁ 1 Udu (Partially Supported) lagwuaaniznislgwiingiuyie

warnslavavintundsvsnasonsanauladootsltedAyyneans vausiinsdauasun1selay

nsna1AneRsaazeaulatlinudninaluwuuinasd
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M15197 4 KANTIATILNDANBLNYAMTENINNITHBAIINITAAIALULYTUINITAUNSARAUlAT

AU sviune (IMC) B SE,, B t  P-value Tolerance VIF
Constant 1.903 0.273 - 6.976 <.001 - -
nslontinauee (IMCPs) 0.390 0.060 .309 6.492 <.001 1.000 1.000
n15lawa (IMCAd) 0.161 0.035 .216 4.604 <.001 0.984 1.016

NUBNA: LanuanziIwlsiidnaun1s91nds Stepwise munanseu (p < .001)

Model summary:
R =.376,R? = .142, Adj.R? = .137, SEest = .474, F = 21.199, Durbin-Watson = 1.246

INNANITIATIZANUTIAT Durbin-Watson winiu 1.246 Fasninan 2 dnties dzviouds
anudululdvesanuduiusiBauinvesrnaimniiou agnslsinu Weswindeyainldlun1sidedu

v Y

foyan1ARAYINT (Cross-sectional Data) wagA Durbin-Watson &seglugasfivansuld (1.00-3.00)

=

Jdbidedulymsuusifidmanomnuindefiovadiuuingss

4.2 answavasauATuInansindulade

I Yaa a 1

HANIVAFBUANLAZIUN 2 AANSUTIBnEnaden1sdndulatelusunsunsiaguainyes

q

e

Alduinislsangrviaionyuludminasval Han15IATIEViannee Ny AMLUUTUABY (Stepwise
Multiple Regression Analysis) Litenadauanufgiuf 2 Inefinualinisdeduladeluswnsunsia
gunmdusiuUsny uazAmAINFUIAUAMAIN ATUTIA waza e sHal WuiiuUsBase wud

AANNSUSAIUTIN (B = 225, p < .001) Wudadeifissinuiednidninadenisdnduladestiadl

U

HedrAneana lagansaesuismuuususiuvesnsinduladelasosas 5.10 (R? = .051) uans
Thduiuafsuiunmiunumsenisinauladelusunsunsivauninvesuslan egnlsinu

a v a

J A £ ° Y @ J | Aoy v oa 1 a 1 a & v
A1 R? Nireudnwiuansliiuiaurniuiiiesedafedldansassuienginssunsdndulagold
e waradsiasantadedusnlunis@nwiluouinn vueiAuAIMSUIAIUAMAINLAZATY

Y 9

o w

osuallinudnSnasgrelivedrgluluuinassannes

o

'
[y [y

M13199 5 Nan1TIATIEianneenvaMsEnINANASuIiuNsRndulate

AUsvune (Perceived P-
B SEy, B t Tolerance  VIF
Value) value
Constant 32.034 0.203 - 14.922 <.001 - -
@mﬂlﬂéﬁlﬁﬂm (PVvP) 0.220 0.048 .225 4.613 <.001 1.000 1.000

RUEWN: Lanuan1efiuUsiid1aun1sands Stepwise aananseam (p < .001)

Model summary:
R =.225 R? = .051, Adj.R? = .048, SEest = .498, F = 21.277, Durbin-Watson = 1.264
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A1 Durbin-Watson vaskuudnaeaiiiu 1.264 Fsegluinaeinanunsageusuladmiudoya

AARAYING 9E U ITNANTIATIENN008TUNNTESUNEANUFUNUSYBIFILUT A

#3UNan1sIY

o va |

N15398L38IN TR TNITNAMBUVY TN THAEANAITITUINdmaran1sindulagelusunsy

Y

'
& A

n53vgUAMYadlsang vIaenvuluTminasran GingUssaediiadnyw1unuImyeInsdeans

v ydaa a ! v

MINAIMRVVYTUINITUAEANAITISUITTBVENadon sindulatiovesuilan Tnaiusiusiudeys

Y

MngAeTolUINTIATIIgUANvedlsIneuaenyuludmingwa1dwIg 400 518 TnTeiteya
MYANALTINTTUUIAENMTUATIEIOANDENVA ML UUTURDY
a v { 1 Y 1 ! [ a I 1 N [y =
Han1539enudn ngudtegsdungilumandgs sgluyiteny 41-50 ¥ dsedunisfne
USyesvisariieuin UseneuanBnninauusenensu waziiselalafesieiiousglugie 20,000-

30,000 U Feazvioulimiuitglduinisiusunsunsiaguaimaesietviaonsudiulngidungu

¥

FovhnuniinelawasAnenmlunisdnduladenldusnsiuguain lusunisdeansnisnainiuy
Y31n1s nudlaennsinegluseauuiunas lnedandanadvgeiianaesiunisidndnaueie
FRIRINARA NIRRT azeaulal A1unslavan wagAIUNITELETINIVIY AUEAU

Y & a S a aAv o s ! v Y oA =
wandliiiiudinisdeansiinanujduiusinenseseninayaainsvedlsaineruianug uilaad

AwEAYan13TUTveldusnsInnnIINsdeansluguuuudu dmsuRuansus nudilegaw

[ 1

segluszauunian lneduslaasuinualuaiue1sualgiian se9aNAnIUANAIN LagA1Y

Y 9

511 agvieuingusiaadauidnidauindelusunsunsaguain saudsdlianudesiulununinves

UimssazmiuianuAualunslduinig

HANTIATINANUTURUSNUTT N15HRAIINIAAIALUUYIUINTNNTARAEAMAINTUTYN

q

Aulipudunusidauiniunisdnduladelusunsunsivguaineg 19l dudrAynieaia lneen

Fudsyans anduiussenineiudsngladiiu .70 uansivdaudsianmiud aszdefulusziud
wnzauwarliiadam Multicollinearity Wosdu Wiodinseidnsnavesiulsienisimsiey
OANDENMAALUY Stepwise wu1 msldwinsuvieuaznslavanidutladesunisdearsmsnan
wuuysanmsiidssasenisiaduladolusunsunmagunmvsdlsmeuiaensusgnadideddymas
afif laganunsndiutusiueanuilsusuresnmsdinaulatelddosay 14.20 vnsiidumsdaasy

N15U18LAZN1SAANANIIATIkareaulallldsnananisinduladaluwuudiase wenand wanis

'
[y

a ¢ ! I a vy & v v a a ! v a &
'3Lﬁi"lz‘wENW‘U'JWF’]QM‘T]V]TU?J@I']‘HTWT]L‘Uu‘ﬂﬁ]'ﬂEJLWEN@']UL@IEJ'J‘V]aﬁmam@ﬂfﬁm@ausLﬂgfjaiﬂiLLﬂiﬂJmijf\]

[

gun e 19lddAyn19ada wavarunsaeiureanuwUsusiuvaInisindulagelasesas 5.10

o

TuvaeiiauA17 SUsAuRun nLasa o suallidwanen1sdadulad el efarsanssuduly

Y 9

WUUI1aD90n008
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HAN1TNAADUANLAFIUAILNITILATIENOADBENYAMLUY Stepwise WUT1 158 013
MIRaIPLUUYTINMITidamatensfnaulatelusunsuamaguainaessmeuiaonsuludan e
aswanegeiidedAgyyneana laun arunslantdnaueie (B = 309, p < .001) LazA1unlawmun
(B = .216, p < .001) TnefuusiagasaninsasufunensalmsinduledoldZevay 14.20 (R = 142,

AdjR? = 137, F = 21.199, p < .001) YaugNATUAITAAFTUNITVIUUAZATUAITAAIANNATILAY

a o

pauladlunudndnadmeinsalegeiitedrrymsedflionasansiuiululuuiiass

' ]
1 o | I Aoy

wen il Han1sIeIzRnuANTuINUI AuATsuiiusaduladediieainudeandamwe
nean1sdnduladelusunsunsivguainegsldedrdgynieada (B = 225, p < .001) Uagaunse

wensalnsindulatelisesay 5.10 (R?2 = .051, Adj.R? = .048, F = 21.277, p < .001) Tuvaieninmn

¥V

Afiusdnuamnnuazduesualidsmadonisinauladeludeniswennsal
Tasasy nan1sideasiouliiiudn nsdaduledelusunsunsrsguainvesiusinaly
Tsmgruiaenvuldfudninannnisdomsmanaiaiitiul fauiusidsyanauagnisuseidiuaiy
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oehdlsfiony wan1sideadsdmsldsunmsinnunelifosinuisuszms Tnsmafusius
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Y]

(Selection bias) \lesany Adinwensldimalulagddviauazauisaidrfsdesoauladlaazaind

D

Tomadnsiumeunuuaeunuunninaudaergnsednddediinsunislddumesidn uenaini

nmsfinwasildunisfinvianzglduinislsmeiviaensuludminasvan Fansldanussdnseds

[y

Tun1591999man 1398 lUFIUSUNNUNDUN TSN WAL LANFE1IA U
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a a a
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a v =

Tnganzog98s nan15AnsIzianaesnannudl Jasunsidninauewaznislavanduies

Aaa

deadlfveansieansmnaakuuysaNsdwmasensindulagesgelitedAyneata vl
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I a
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v [y
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Abstract

The objective of this research is to study capital structure and the effect of intangible
assets and goodwill on capital structure of listed companies on the Stock Exchange of Thailand
in SETESG index. The study examines data from a sample group during year 2019 to 2023,
totaling 457 samples. According to multiple regression analysis, the researchers find that total
intangible assets and intangible assets excluding soodwill have a statistically significant positive
association with the company's capital structure. However, the researchers do not find an
association between the company's goodwill and capital structure.

This research supports Pecking Theory and Signaling Theory by demonstrating that
intangible assets of companies listed in the SETESG index can be used as collateral assets, like
tangible assets. Companies with a high proportion of intangible assets often select debt
financing instead of shareholder funding, possibly due to lower costs and advantage from tax
savings. Furthermore, companies with a high proportion of intangible assets use debt financing

to signal the low risk of their intangible assets.
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YBIUTEN Jonassen & Cornéer, 2021, p. 20; Peng et al,, 2021, p. 146) @NTNARDINIINITIRU
(Lim et al,, 2020, p. 15) Tona@nsiuln (Peng et al,, 2021, p. 146) Uselowiunnenied (Peng et al.,

2021, p. 146) uaganuamsalunisdisenenide (Hang et al., 2018, p. 213)
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FReluduvesadifigoyuu

A5 3 LARINANTITILASIEAADATINTTAIUN

Ay AAgn AgeEn Alade drudsauunnsgu
TDA 0.0024 0.8148 0.5098 0.1698
GW 0.0000 0.3903 0.0243 0.0540
IA 0.0000 0.8639 0.0476 0.1105
TIA 0.0000 0.8639 0.0719 0.1271
SIZE 9.1942 12.5391 10.6477 0.6547
GUA 0.0009 0.9390 0.5302 0.2271
CUR 0.0934 63.9820 1.8855 3.1319
GROW - 0.4451 2.9109 0.1119 0.2703
TIE -124.5443 961.7573 33.1185 103.7182
B 0.0003 0.2197 0.0413 0.0336

31NM13197 3 wansdeyaadfilesiuvesdiuusndney f3denuinludiuvesdiuysniy
Tassasnadunuuesu3sv (TDA) daanindu 0.0024 wasAgsgawiniu 0.8148 azvioulviliuii
usEnlungu SETESG luseninaln.a. 2562-2566 AlAT9a5 193 UNUNLANANAUDEINTRIAY AU
UsgnAwnuldienuvasdunuainmsiiy laufsusdnniidediunisnenineglussaunaudnegs
Y I~ = L J a [ (4 a o 14 a a o IS r-:l' [
WawIeuiguiuyar1vesdunindsiuveiuien laseasalunuuesuien (TDA) daaduwiniu
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TuduveswnUsiu nuiduninglifinuiildsmanmudeon (4) Sawads 0.0476 Wh Apw
feu (GW) SAnads 0.0243 Wi wazdunsnslifsnusa (TIA) Saneds 0.0719 Wi uaadlfidiuinen
aufleundusenisduninglifidinudi tanseddyreausin Wewndlewriadsvesrinnuiey
WSsuiisuiuaadsvedunsngllififmusuvesussnnuinddndiu 54.65% vosduninellfifany
T WaTHAIENUIINNGUIRE 1T UI 457 Feg dduiuiiedns 264 faegn Anlu 57.77% &
msuanssensAtANdenlusun1siy

Tudruresiaudsmuay vuemesuem (SIZE) daads 10.6477 Aundnsdismildamuseiu
YOIUTEN (GUA) SiAads 0.5302 w1 anmeaevesudsm (CUR) Sanads 1.8855 Wi maiulnves
USH (GROW) HAaas 0.1119 Wi Armanunsalunssenentd svesu3sm (TIE) fidade 33.1185 wi
naznaUsleminanBvesidev (TB) Hewway 0.0413 Wi

AN 4 LARINANTIATIETANAUNUS SEN I IUS

TDA GW IA TIA SIZE GUA CUR  GROW TIE B
TDA 1
GW 0.158 1
IA 0.127  0.077 1
TIA 0.174  0.619  0.905 1
SIZE 0.358 0.295 0.039 0.181 1
GUA 0.085 -0.190 -0.430 -0.420 -0.035 1
CUR -0.331 -0.285 -0.098 -0.124 -0.063 -0.095 1
GROW  0.067 0.155 0.022 0.097 0.021 -0.050 -0.018 1
TIE -0.393  -0.109 -0.097 -0.126 -0.242 0.006 0.497  0.033 1
B 0.002 -0.035 0.147 0.119 -0.222 0.131 -0.119 -0.046 -0.018 1

A1597 4 nanINTIAsEanduTusvesiaulsTaeldduUssans anduusves Pearson
Correlation Lite3nseiunasiAmsmnuduiusseninsfauds andennandosdulunsimsizinng
annvy fwUsdasyliaisianuduiusiunsersidudasesenu lnearanduiuslialsiiy 0.80
war 1A2501n77 -0.80 winAanduusiiy 0.80 n3es1n11 -0.80 a1avinldiAnd g
Multicollinearity & (Shrestha, 2020, p. 40) aghslsAmuiofinrsanaduusyansanduiussening
Mwlsdaseusazanuin VLaJ:ﬁéhLLUiSaiz@ﬂ@wﬁaleuuvuaﬁ’waaqLﬁmﬁuﬁﬁmmé’uﬁuﬁ‘lﬁu 0.80 %38
#1n37 -0.80 atndlsim ieliiAnAusilailiAndymdsnan mefideldnsieasudn VIF 910
N33R IBYIANARD sl ULARZLUUTIARINUIY AakUsBaTenndadaT VIF Waundn 5 (Shrestha,

2020, p. 40) wanadrfnlsdasenidlunisiinsgsilunuuinaeslidanuduiusiuesauiilug

Yaymn Multicollinearity Fauanslunisnad 5
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M13197 5 UAAIHANTIATIENANUDANDLLTINNAMVDIMUUTIDMW 1 UaghuuINaeai 2

WuUsIaad 1 Wuusaasd 2

fauds Coef. p-value Coef. p-value
Intercept 0.1793 0.194 0.1851 0.391
GW -0.2472 0.103
IA 0.2831** 0.016
TIA 0.1849** 0.007
Size 0.0394%* 0.001 0.0474** 0.004
GUA 0.1261** <0.001 0.1144** 0.045
CUR -0.066** <0.001 -0.0835%* <0.001
GROW 0.0432* 0.066 0.0204 0.435
TIE -0.0002** 0.006 -0.0002* 0.053
B -0.4098 0.130 -0.6430** 0.040
Year Yes Yes
Industry Yes Yes
F 18.982 12.674
p-value < 0.001 <.001
Adj. R? 0.502 0.525
VIF 1.071-1.604 1.225-2.148
DW 2.0725 2.0895

MUBLAR *p-value < 0.1, **p-value < 0.05, kag ***p-value < 0.01

NI 5 WaMTIATIZiANANNDLITINYIINLULTIABT 1 HAN1TIATIEkULT AR
1 uag 2 GA1a8R F 18.982 way 12.674 aua1sy Jeildoddynieadfifisedu 0.05 wanein
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WuNU Uaghuudnaeadlan Adjusted R? winfiu 0.502 wag 0.525 muanayu kagnuina Durbin-
Watson fiddnlng 2.00 Tnefidwvindu 2.0725 wag 2.0895 mudwu wansinArratamaeuduy

daszaniu Jadulumuteuludewiuvesnsinszinuanaseidang (Lee, 2016, p. 115)
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wansliiuindunsndlaififauilinuamudeuiinadensiulassainsiunuesuion

PNENNAFIWITY 3: Aruleudanuduiusivlasaiadunuvesuisn nan15338a1n
wuudiaesd 2 {Idelinumnuduiusseninedmnuden (GW) Aulassaiaiunuuesuisy (TDA)

pgslitvd A sananszaAU 0.05 InedAduuszanswinau -0.2472 wag p-value Wiy 0.103 A1A

'
=

NaddednauITe U iasaunfguived 3 uansliiuinranudeulifinadonisimunlasadig
RUUYBIUTEN
lugiuresdiuusnIuANnUINIILIAYBIUTEY (SIZE) Aunsndddinunldaruseiu (GUA)

ANNNAADINIINI5EUY (CUR) wazmua1unsatunisanenanide (TIE) Zanudunusiulaseasig

(%
aa v

Junu (TDA) egeiddeddgnisadidnsaesuudiast dnsn1siiule (GROW) faudunusiu

a

laseaiiadunu (TDA) egrelldedAgnisadfluwuudnaei 1 uaznauseleyinianig (78) &

o

1 = o w

ANudNTusiulassas1aluyuy (TDA) egrsilduddgmvadifluwuudinesi 2

#3UNan15IY

(%
aa v

mATvatuiiingUszasdiieAnuinuidnaansidoulunaravdnninduisuszinalnglu
naudvdl SETESG s sfunswannssiaegsdafuiilaseairafunuegnals wasnwianuduius
seridunindlaiiny udeianudeuiulasaiatunuresnguuisnevil SETESG

NansITemuingUszasdon 1 wuitnguiegrsuismannzeulunaandnnindum
Uszinalnglungusail SETESG fanadslassadrafunuesusnmindy 0.5098 uandliiiuiings
FrograuTEnlungy SETESG fimsimualasiaiaiuyuuesuddviddadrulunisdovuaabuguy
nmsneniuarandiuvesiieoriuludndnillndidestunandifiudsnissnuaunalunisuims
Imqa%’wwNmiL‘Emaw‘%ﬁwﬁlﬂﬁaﬁaLméﬂmméwﬁaquﬁﬂﬂ suorviusenlszaulamiaiy
Foamansiiulueunanld

Tuduressamsidonainguszasadedl 2 AiseAnwanudiusseninaduninglaidfn
Aaufien waglassadadunuvesusdniansideulunaiandnninduisussmealnelunguavl
SETESG thu {3delduanstinsgidunindlifianuoondu 3 fuds léun Gunindlifidanus,
Aundnglafidmuilismdinnuden uazainuden nansisenuindunsnglaifidamusind
auduiusidauniulasiaraiunuvesuisnedrefidoddynaadafsedu 0.05 Wulda
aunAgunIei 1 widlefidelduendunsndlaifiausinloutady Aarudon wagdunsndll
feauildrumanudouty fdenuidunindlidsmibinudmuioudnadanuduiusids

LY 1% a 1 v o W aad LY [ a av A | YA o 1
‘U’]ﬂﬂ‘UIﬂﬁ\‘iﬁiNLQUVJ‘L!E]‘EJN@J‘IJEJE‘?']@EIQJ}‘I/I’]QE’IQG]‘I/W%WJ 0.05 LUUI‘IJG]’]QJE“IZJZJG@']U?YW’J"UEW] 2 LLG]IZ\IJ'J"UEJVLN

'
=

nuANUENRUSIEMI AL TELLALlASIET IR LYRIUTEN FeUfasanufgIuiden

Burapha Journal of Business Management, Burapha University, Vol. 15 No. 1 January - June 2026 55




ORIEREIRG

I v d‘

INNANIFITEN WU Funswe LU dAnusiuwazdunsneg ldddanud ldsiuatanud eyl

aa [y

puduiusBauiniulassaseiuyuresuiemegslideddgymeadfinszau 0.05 uandliiuinuien

'
Aaa U 14 a [

fiaunsnslififnugusianuasnsolunsiamduanmsdiudulduniy deseduninelis
Fanuannsadrldiuduniwdudendnussiulumsneni i wisrfudunsndimnu naide
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Abstract

This study examined the effect of employee participation on organizational
citizenship behavior (OCB) and investigated the mediating role of organizational commitment.
The sample included 415 employees from private-sector organizations. Data were collected
using questionnaire. The data were analyzed using Partial Least Squares Structural Equation
Modeling (PLS-SEM), with systematic assessment of both measurement and structural
models.

The results showed that employee participation had a positive effect on
organizational commitment and a significant indirect effect on organizational citizenship
behavior through organizational commitment. The mediating effect of organizational
commitment was stronger than the direct effect of employee participation. Organizational
citizenship behavior was reflected in employees’ voluntary helping behaviors, sense of
responsibility toward the organization, and willingness to perform tasks beyond formal job
requirements. Therefore, to effectively promote employee engagement and positive
behavioral outcomes, organizations must also foster organizational commitment. This study
contributes to the organizational behavior literature by clarifying the mechanism of
organizational citizenship behavior and provides actionable insights for management seeking

to foster sustainable positive employee behaviors.
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aafnseravihmtiduiaulsAunanafiddaluanuduiusseninamsiidsinlunisauay
woRnssusuiaUszasd (i sarndentnouldfulemalvidrusanlunisiauniniy asiia
audAniinueuariinuddysoosdng dmalisedueiuy niuiivgeluuasinlugnsuans
WqﬁﬂiimﬁLﬂuﬂsziwﬁﬁiamﬁmmﬂﬁa%u (Van Dyne & LePine, 1998, pp. 108-119; Chughtai &
Zafar, 2006, pp. 39-64) pg13lsiau miﬁmsnL%aﬂsz%’méﬁmﬂaawwmmmmm@Jﬂﬁusiaaaﬁﬂﬂu
sugduUsAunanegadussuudddnaudiie

Fadu n9ideasl el Taguirasdifefinudvinavesnisiidausanlunisvhaudidse
wAnssuduRsUszasdvesntinau InonaaeuunuImuesnmgnituseesAnslug i LU TAUNaNs
Tnsnan1siseasteiaiuaieanudladednfeafunalnnsihauresiuus fanan wazanuns
i lulfidunuansluniseenuuunagndnsudmaminensuywdidussaniua ieduasulv
winuLanImgAnssusuRisUszasdundadu sursiilugnsiamiesdnsuaganiuannsalunis
wsduagnadsBu msﬁmsnﬂ%ﬂ5€J’aﬁﬂisiasuﬁl,%wqw§1umﬁLﬁmLﬁwﬁaadwmﬁmmiﬁm‘wqﬁmsm
93AnsluusunvesUsemalve wasdatuayuluInigwes Harintachat & Jituea. (2025, pp. 25-44)

P msianneugniussesAnsindudesiiiunstudnvazysanns feludunisesneuuiu

LagnsaiaUsraunsaim iUz
InQUsTaIAnNsIY

1. WiefinwdvinavesnsiidrusaulunmsinuiifidengfnssudufisUsrasdvomidnauy

2. leAnwdvsnavesnmsildusulumeihanuifsemnunniiusessdns

3. LileAnwBvEnavesnunuioadnsiongAnssusuRisUsyasdvasmiiny

4. WieAnwunumueseugniusiessAnsluguziuUsdunandunnudiiusseninamst

drnsmlunsvinanulasngRNISUsUNUTTAIATDINT NI

a v
VIULVNNITIY
ao ¥ Ho o w oy ¥
n33seAsItidiveuanIsAny fesialull
1. vauwan Uil an N153988ed@nwrAudunusserinanisdaiusiulunisineu
(Employee Participation) AungAnssusuiialszainnoosdns (Organizational Citizenship
Behavior: OCB) lnefiaanunniunaasdns (Organizational Commitment) viminfivdudiauds
AUNANY 9198 NMIANYILLUNITETUIENALNTITAINLALNERANTTUDIANTAINNTBULLIAAN NG UL

Netee InglinsounguNaansauUTEaENIMTINTTRUYDI09ANT
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& ) dl

2. voumadulszrINsuaziufinsAne YsernsililunsifeRendnauiiufoanuey
Tuasdnsionvulutssnalne Tnsngusiognaduau 415 au ldnannsduuuuilstu (Stratified
Sampling) LilelviAsounqudnyarednsuazswisuAvaInvans Wilelvinansiduagieuuium
vosasAnsionyuluuszmalng

3. vouadussfeuisadeuazdaanar maidedifunifedium usunudeya
LUUAARRYI (Cross-sectional Study) Taglduuuasunuduesesiielunisiiudoya uagiiases
Joyanlunalaaunisiaseasiadaduuisdiu (Partial Least Squares Structural Equation

Modeling: PLS-SEM) @slslansnsassuienisildsunlasvesdudsluszozenla

NSAUKUIAANITIY

a & a da
Wf]ﬂﬂiillﬂ'lﬂﬂuﬁlﬂ‘l]ﬂ‘l/lﬂ

nsfidausanlumsinenu o N )
(Organizational Citizenship

Behavior: OCB)

(Employee Participation: EP)

AUKNWUADBIANT (Organizational

Commitment: COM)

H,

ANA 1 NTDULLIANIUNNSIIY

FUNAFIUNTIAY

NMNMINUMNTIUNTIULAENTBULNAAMwiTAETes §isermumaunfigiunside il
1. MsfidusmlunsvinnulBvgnalisuindengAnTsus U U asATaIntnY

2. msfidwndlunsinuiidnsnaideuinseanuyniufesing

3. AvuRNTUs oRIANsHBVENAlsUINFeNgAnTTHSURIUSEaAYRINTnY

4. avuiynitusiessdnsidumulsiunanslumuduiusseninensildusalumsihauias

NOANTTUBUNIUTZAIATDINTNITY
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NUNIUIIIUNITAU

Asfdausulun1591197% (Employee Participation: EP)

nsddrusalunsiey fie nszuiunmsiindnauldsulenauagsualunisiaiusauly
msdadulauazuiletgmiiAsitestuauvesny lilduaifosfuiuinuddassfdadudymn
Wit (Locke & Schweiger, 1979, pp. 265-339) %amamqméﬁ%Lwimsﬁahuﬁ"mauammﬁmLﬁu Tu
nsunledgyanizmin leaenauddiusulunuuunagns Msmuuaianig kagn1snmwn
99ANS (Wagner, 1994, pp. 312-330) \unisagviaunisuualug1una (power sharing) Se%3n
fuimsuazniinaudadunisiaiuaiisennuidniquivesniinau $anldunssensuuazfudau
wilwetaering (Cotton et al., 1988, pp. 8-22) fadsediduduin nsdalonaliniinaudidiusau
AINANIIVINABDIANIUAIEAY WU ATianelalun1sviney Yseansainnsuiuimau waznisan
gn3In15a199n (Miller & Monge, 1986, pp. 727-753; Black & Gregersen, 1997, pp. 859-878)

TuuSunvesszndlng SnsAnufiduliauddyfuunumvssmsiidnsumndu Tne
wui madialendlvmiinauiansanudndiuasiidiuialunseuiunsieny avdaaiuinund
Afiwineudnessdns dealindnauuanangfnssunsinudaun lagamylue wdnsidl
Tnssarauuuddudunas Sausssunisiaswe 11 (power distance) g4 Wu BsAnsgmaMNTIULA
adﬁﬂimﬂ%j]s (Pingmuang et al., 2017, pp. 53-71; Wongwanich & Laohavichien, 2019, pp. 12-22)
Fefioindanuuansstuinmsssuednsuuuns funnfinstidusinazgnugnilsegluszuunisviie
BEUA?

waAnssumsiduauniniifvasasdng (Organizational Citizenship Behavior: OCB)

woAnssunsiduanndnifvesesdns nuneds ngdnsrlasaiaslafindnnuuansesniiie
Usgloilvensdns witnaglignimualiludussensauegradunnisuaglilasunisneuunuy
Tnenss Wy Mstemdaieusiney mseranhauiuunuim viensinungszsdeuve wwedns
Tngasiasla (Organ, 1988, pp. 1-132) nadnssunsduamndnidvesesdnsdunumdidayse
UsyAnBravedasing mludunisandununistiiugua madfislszansammsvhauduii was
ﬂﬁﬁ%ﬂﬂUiiEﬂﬂ’Mﬂ’ﬁﬁﬁmuﬁL’ed;’e)@]'%)miﬁ@uuﬂ (Podsakoff et al., 2000, pp. 513-563; MacKenzie
et al,, 2011, pp. 559-592)

TuvsunvesUsenelng uideonuin nadnssunisifuaundnfifvesesdnsinuanseanly
sUsuUTiranndasiufisumadeay wu anunsdda mstewdaiiena warnsdssaudaud 39
p1auANANINUIUNAE Tunnfun a3 Suduyaranaznisuansoenagalaiueg (Wongwanich &
Laohavichien, 2019, pp. 12-22) 21nn1sAnuilussAnsinedsnui Wqﬁﬂﬁmmﬂuauw%ﬂﬁﬁmaa
psRnstianudiiusiunuaimesanudiiusseninsandnluiiviiau msaduayuangiadulyn
LALUTIEINFBIANT WnnITazduius fusruusetaegradunians agveulifiuunuinues

USuniausssundmasesuiuuwazussgalalunisuananginssusuiiaUseasd
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AUKNWUFBBIANT (Organizational Commitment: COM)

ATyNURD0Idng Ao ArmiEngniy Armdnd wazeuddlavosmiinnuizaseguay
vjummamaLLiﬂaLﬁamﬁﬂﬁ Ine Porter et al. (1974, pp. 603-609) 85U AIUKNAUHDDIANT
Uszneusioanudesiuluidvanesvesesdns anudulalunisvum uazanudesnisiazsnu
anunwnmnduandnvesesdns luvaiedl Meyer & Allen (1991, pp. 61-89) lausdAuynTiuog
Tu 3 IR fie anumniuvsensual anuaniuveeudnly wasauyniumnsussing1u

m’mQﬂﬁwiamﬁmﬁ?uﬁaLﬂuﬂﬂé’aﬁwﬁ@ﬁﬁqmam'awqaﬂﬁiumsﬁmumaawﬁmm lneaniy
Msuansmginssunsduandniinuaznisanaesdnsinisatsanyeantinau (Meyer et al,, 2002,
pp. 20-52; Riketta, 2002, pp. 257-266) Tuu3untataeAnsing ANUENTUNITEITUAILALNIUTIVIA
grusinazuansunu ey Wesanmiinauazliauddgyiuanuduius anusiuag wazauidn

Lﬂudawﬁwaaﬂdu (Harintachat et al., 2025, pp. 25-44)

unumvesanugniusaasdnslugiusiauUsAunans

AmnuyntusieasdnslisunseensuIndunalnddayfiosuisauduiusseninanisiidiu
salumsvhaufunginssunmaduanndnia entnauldsulonalsildusiy wwfnmiuidnd
A uarldsunisseusy dmaliszduauyniufiugedu uasilugnisuanmgfnssududis
UszaeAneasAns (Van Dyne & LePine, 1998, pp. 108-119; Chughtai & Zafar, 2006, pp. 39-64) Wil
middelulssmalnedinsnaaouunumilasnssdsdsnudite uimsfnuniiAeadedlfiiu
ANNALNUSITIUINTEININsildus I mMsdanmsanduiusluesing wagwginssunisiduauidn
Frthuidnvasfidonadaatuiausssulneg (Wongwanich & Laohavichien, 2019, pp. 12-22)

MNNTNUMILLLIAR Ml wazruAteiRstestassmauarlussnalne Seaguls
31 msfdmsulunshnuiuiadvddyidaasunsuansginssusufivlseadveamiinau i
arwduiusdnandlfiAatulnensaiivsogiafior uikiunalamisIaineniididny wu eumniu
seesAns lnslamglutiunyesesdnsinefifidnuas fausssunshauunneisen fausssung Juan
FeAdelulsumadnnnisaae uunumvesenusisesAnslugufLUsAunatsegay
58UV M3AnIaRisiiudintesinedenan wazihlugnswauinuudasadsamnfieduie
ngAnssuNMIYMuremTinauluuiunvessunalnglaegiamunay
521U8uTIY

A535eTiun53 9@ sUsunm Tnelduuudeuniuuinsidiulssannen 5 seu (Rating
scale) WlafnwiAnuduius Baamg seninansidiusalunisiiau (EP) mnugnuriessdns
(COM) hazngAnssuduNIUszatAsontAns (OCB) Nulan1sitAssiaun1slassasaaduuisaIy
(PLS-SEM) Fardumadinfivsnzauiuluaaninnududounarifitermunnisuanuasdoyauuy
Un@ (Hair et al., 2019, pp. 1-200; Henseler et al., 2009, pp. 277-319)
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Uszvnsuazngudaege e wilnanulussinsienyululsemalng nausieg19duiu 415 Ay
fude33n1duiuULLTu (Stratified Random Sampling) TneBaandnuazdszsing 1wy iwe
01y szAunsAne 110l wazengau lelvldngudegafinsounguuazagyioulszunsase
(Neuman, 2014, pp. 1-592)

n1sAIUAYUIANgNA20819 Wa15ulaeldaT a priori power analysis W1ulUswATH
G*Power 3.1 (Faul et al., 2009, pp. 1149-1160) Mmeldauufgiunisanasenvan (linear multiple
regression) ANYUAATISEAUNEEIALY Ol=.05, 9I1UI1ANITNAABY (power)=.80 hazIUINdNSNa °=0.02
(Cohen, 1988, pp. 1-567) LﬁaiuL@aﬁﬁ’guﬂsmmﬁ%’u%@uﬁqmﬁa OCB #fvinuny 2 67 (EP way
COM) TUsunsumualdnsuuiogaummis 396 Ay Fes1uInass 415 Au Safunituad

MUUALAZLABINDADNITILATIZI (Hair et al., 2017, pp. 1-384; Kline, 2015, pp. 1-534) usnanil

a aad o °

H3T8delansiaaeuaiedTNimuan1zd msu PLS-SEM laun inverse square root (ISR) uag

2.486 )2

|Blmin
NVUIAFIDE19939 N=415 @1u15ans1anuadussandiduniidnfignUszana [Bl=0.122 7

gamma-exponential (GE) (Kock & Hadaya, 2018, pp. 227-261) Iag ISR Idaun1s N > (

0l=.05, power=.80 N13A3I180UMY GE TNadanndoIiudl @1u1sa5895unIsnsadudndnavuin
dnliwuieniu wansimwanguiiegninldlinrumunzausazianunumiuienisnageulunseu
PLS-SEM

w3esiiadde uiadu 4 duw leud (1) Feyaduyana (we o1y sAne 51816 engem)
(2) EP 973U 20 99 AsOUARY 8 1F Wi N1snsIneusy M3Tui/Auaindeya nsundaymi n1s
UsgyuazmsUszanue mathauiieusaneuy mafadula madidunusmauun wagnsina
WA (3) COM 4y 12 4o Aseuaqu 3 I leun eudesmsasey anuidslayum wasanuidosiu
gonfuflon/idmine Tneidemanuiidesnduaziuy (reverse score) 1t “wiouilaziuasudiu
deilona” way “dnnanfeteldereseddns” wag (4) OCB $1uau 18 7o asounqu 5 1A leun
nstaemie ugawmeauten Aueanuaandu nslvierusuiie uasmsddnuiig

a o

N19MT29FBUANAINYDNATBNTDA3E 3uainnsUsuifiunuasadaidon (content
validity) Tngordenisfinnsanangmssnandsiua 3 viw nelddsinnumsadaion (ndex of
ltem-Objective Congruence: 10C) MuungoNsuaAlitosnI1 .50 AuLNUIUDe Lawshe (1975,
pp. 563-575) mamiﬂizLﬁuwudﬁaﬁwmmﬂ%’amummsﬁ%uﬁﬂ aviouiasasflietdednnunsads
domisangay anduldduiunismeaeuthios (try-out) funguiaeesT I 30 AuTiTlanva
TndiAssfuuszansidmune 1 ensiadaun1nud sy (reliability) vouas osielneldadn
Cronbach’s alpha sunusiweusulitiosnia .70 (Nunnally & Bernstein, 1994, pp. 1-752) Wan13
AINUIIRLUINsdUTINluN15Y9 U (Employee Participation: EP) &A1 Cronbach’s alpha
Wiy 892 fuusAuyniufessAns (Commitment: COM) A1 Cronbach’s alpha Wiy .765

LaZAIMUINGANTINSUNIUSZAIAFDBIANT (Organizational Citizenship Behavior: OCB) A1
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Cronbach’s alpha Wiy .881 Fsegluszaufizausuldvisnun wansliiiuiuuuasuaiudaniy
gonmaesn1gluid nMenasantulain1snageuAUnsITelaTas1s (construct validity) aaens
AT129LUAaN15IA (measurement model) Tunsou PLS-SEM 1agns29d0uAINITa9Uu1%n

99AUIENBY (factor loadings) vadumazidinnuitiarlitounin .70 wazns1980UAIALTDIT

=

WeUsgnou (Composite Reliability: CR) #siA1u1nni .70 susdedsanuwUsusiuiiatold
(Average Variance Extracted: AVE) fiflanuinnia .50 dadulumunamisisonsuls (Hair et al.,
2017, pp. 1-384) uenanidlddszdunnunsadesuun (discriminant validity) Tneldinasives
Fornell & Larcker (1981, pp. 39-50) U315 N7l @09u09A7 AVE vausaziauusiaiuinnine
ANFUNUSAUFLUTHY LazN1IRTI9d0UR8AT HTMT (Henseler et al, 2016, pp. 2-20) fiAne
11 .90 Fafuduituuuasuarufinnuasadssiwunia Wedestudguieafiain3dnissiuiu
(Common Method Bias: CMB) ladin1sldunnsn1siianssuiuis wu nsaduaiautaainiy n1shl
szufnuvesney waynmsaismusulaluruduvesieyadnou suamsnnaaeudaiafeds
Harman’s single factor test snuindndrunnuulsusivaniasoieadciesnindosas 50 way
nsmsaRaeuA full collinearity VIF vaafuusussvdnynsaiidsiind 3.3 (Podsakoff et al.,, 2003,
pp. 879-903; Kock, 2015, pp. 1-10) @enadasithinudgmenfininisnssusufinsenudeniny

U TBDDVDINANITIATIEN

nsiudaya aunisvisuutenalsuasiuueeulal lngedueinguszasdunineuneu
NsuTeyakarsuTeINIT n¥IALaY dafisuuuaeuauilliauysal wasUsusianduaziuu
(Reverse Coding) fiauidndn153tAT ¥

a

msleszideya Waffilamssaun ud Anade drudssuuninsgiu uazdesa Lilo
dnauedoyaiugiu 1ntulinsesidae PLS-SEM Taglusunsy SmartPLS 1efdu 4.0 Useiliuts
Tunanisiauazlunalasasne evuaduuszansiduns (B) Aanuwususiuiiosungls (R?)
YUINDNING (f2) uazA1nvtinNdenaded WU SRMR (Henseler et al,, 2016, pp. 2-20; Hair et al.,
2019, pp. 1-200) nsvadeuedfymeainld bootstrap 5,000 faee1981 wiew bias-corrected
confidence intervals (Chin, 1998, pp. 295-336; Preacher & Hayes, 2008, pp. 879-891)

NAN1539Y

Nan1TIATIEdnuzIlUYeIngufog1sd I 415 au wuin greunuvasuaudnlvg
Humavednnu 245 au Andudesas 59.0 vasiwemdaisiua 170 au Andufesas 41.0 1ile
finsansueny wuitnguiedwdlngfionyszning 26-30 U $1uau 109 au Anludesas 26.3
s9daeAeRN 31-35 U 91w 103 Au Aniufesas 24.8 wazeny 36-40 U 91uu 92 au Any
Yoway 22.2 drunguiifiengainin 25 U 9w 52 au Andudesay 12.5 vauziieny 41-45 T &

T 38 au Andudowaz 9.2 uavorgaaws 46 TUUlU Td1wau 21 au Andudesas 5.1
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a  a =

AUNTITANY WU’j’]EEG]E]ULLUUﬁE]‘UmiJJJ’]ﬂﬂ’J"]ﬂéQMﬁﬂu’;‘Wﬂ’liﬂﬂ‘lﬂ’l(ﬁ%’lﬂ’hﬂ%@fyﬂm%‘ U
210 Ay Andudeway 50.6 vauziseiuusyaniniedisumindisiuiu 181 au Andudosay 43.6
warainInUsyaniidnua 24 au Anduiewas 5.8 dmsussiuneldsefiow wuinguiiegig
drulvgjeglugag 15,001-20,000 U F1uru 116 Au Andusesas 28.0 F99a1ABY 10,001
15,000 U $1uu 99 Au Antdudesay 23.9 wagdasliiAu 10,000 um 1w 72 au Anduieuas
17.3 mmzﬁsﬁaﬂ 20,001-25,000 un 917U 62 Aau AnduSesay 14.9 uay 25,001-30,000 un
$1u1u 52 au Andudosay 12.5 dwunduiiilsgldandt 30,000 vmaulTdndudesnnuiul

f9Soway 3

o

d‘ a o U U U ! | I o v =
LUBNWITTEUTEYSLIATNTITNNIU ‘W‘U’J’]ﬂtjﬁJGl’J’e)EJ’Nﬁ’JUIMQJ}VI’N’mN’]LLa’J 6-10 U 977U 132 AU

Andusesay 31.8 T99aARRNRUTEAUNITAIY9U 3-5 U 97uau 120 AU Aadudesay 28.9 Las

Y

A o v °

uuds 1-2 Y 9wu 78 au Anduesaz 18.8 vauzfinquiidivszaunisalviiaiusingt 1 Y

d1uau 55 au Andudesay 13.3 waznguifiuszaunisaluinnin 10 Yauluiidiuau 30 au Andu

{A91A11N199 99980 UAIAULTI BIRTAUTIUTIAU (Convergent Validity) lagiansaune

e

Y v v

Outer Loadings 103t inLAaz UonusiUsuRatAgIUasnunuag Hair et al. (2017, pp. 1-384)

[
Y [

° ' a | v | = A & =1 aa v o W

AuAI1AIsAlddeenia .70 F9aziieindusidinninuaennda s aunuALUSLES Han1s
AATITRATILINNUIAAIFTAU1sTIIA Outer Loadings natnausiinnue 1wy EP1 (533), EP2
(.622), EP8 (.668), OCB4 (.627) waz OCB5 (.630) Feavviaudsanulimunsanvastamanuaniily

Ya v =

nnsesunglassaawanasaunfguly danmd 2 dslu fIdedalmihnisusulunansinlnilagdn
f%TafilA1 Outer Loadings AN LN8M9188NA1NNNTILATIEN NANITATIVEDUTILAASIALTANIN
My inTvieviauailen Outer Loadings agluyaa .724-.897 egandunausidumeausula uanadn
lunamIniusul e inunsadaussauni wazanunsailuldiwmseilunalassaiialdeded
oA A Y] ‘:4'

ANNLEBEND FINTNT 3

winIARAIT RN INTIAANITIA 1099 NdA1 Outer Loadings ANNILAUNTAIAUA
(.70) azfunnufiRnnsgrulunseun1sinszi PLS-SEM (Hair et al, 2017, pp. 1-384) agslsh
a1y Mmsdeduladingn §Idelainsaniiniumenanamg ufiaruTunvengudiege iiesnw
AUNNUITIULIARYBILATIAS WA (construct meaning) WaLESUAIULTILNTIVOIAUATIUT
1A5983519 (construct validity) Taglusuidull @2%dn EP1 EP2 way EPS Fsazvioulifivoinisdaiu
Fulunsvihnuiiieadesiunisuanseanidagn nMstauermuAndiusgalame vson1s3isulidiu
slusgaunaesldanunduantoant¥eg1u1a wuadla1 Outer Loadings siniinasinisensula
o & a Y a ¢ = Y] P Y] Y o v o . .
il 01908 UElaanusunvesesAnsinedslaenilidanwarlaseaiialuuainudu (hierarchical

U o o a

structure) wagAnflgununisiasngUsauUyvnaznanifeanudaugs (high power distance) ¥

Tininanuealisuiimginssudmnaradu “msfidmsinlunmsihoe luanumnedeiuuiu
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mzi’umﬁLﬂugmmaqmiﬂ’mmm%aﬁa&@m (Cotton et al., 1988, pp. 8-22; Wagner, 1994, pp.
312-330) dswalviiad Tawani iannsnasioulassadaudsweansidiusanlunsvhauldogs
winzauluusunveaseindlng

Twhueadieaiu fdTa OCBA uay OCB5 Fwasviaunginssumsiduaindnifvosesinslu
dnuwazdegnvidenisuanioaniiuunumesdaau wuindian Outer Loadings Aniunausififiimue
dupvazyieuguuunsuans OCB lussdnsinedsinudseglunginssuaniminsdla arwsauile
LarNssnwIAMUNANNGe 1nnInsuanseenagalamenselanwudusieunna (Organ, 1988,
op. 1-132; Podsakoff et al,, 2000, pp. 513-563) fatiu i SaunsdeiiwamuluuiunasSunnanall
aenpdasiugULuuNsiuiuasmauanaginssuvesninmulneasnadiui dadu nsdasd e

Joponanlunanisindedimduiesnisdnduladadfmingy mnusidunisusuluwaliasnndasiu

1% '
Yo du A

USUNB TS TIULALIRI99ANSVRIUTENALNG 1Bl A NMA a1 0L N ULATIAS 199D INTT

fidwswlunmsinunaznginssumaduaundnfvesesdnslaegsdaununenasuilofionn

12

a = a L3 v U A LY ! U Qillu PN I~ 5 ISP . 1
897U HaNTATIENenaen1sUTUlieaguduln MYTndenmunilAl Outer Loadings gnin
N Neausuls kazlumanisiadAUATITIUTSIULALAUASATITLUNNAUNLEN doAARDINY

LUINUBY Hair et al. (2017, pp. 1-384) oy Henseler et al. (2015, pp. 115-135)

com2

COM1 CoM3

'\ 0.872 (0.000] /'

0.729 (0.000) 0.831 (0.000)
aHEnWlEDeENT

EP1

o\

EP2

*

0,333 (0.000)
~ N

0.503 (0.000) 0.616 (0.000) OCB1

0cB2

0.622 (0.000)
¥ e .
0776 (C.000)
‘ s
0.758 (0.000}
40839 {U.UO%:
0.741 (0.000)
0711 {g_[ﬁg] amad s wlumsihan msuAnamndnTINTWAal TR s
~ s

0.844 {0.000)
-

0819
~0an

0.000)

EP4
oce3
0000

0.227 (0.000)

S

0.627
\\‘\
0.620

0.000)
EPS oo

0.000)

21 0CB5
o 06660000

EPT

EP8

1% '
[ Y]

At 2 lmansiauasluwalassasienaun1susulse wanadn Outer Loadings 104a%innddl

Y1FINNINAUNNTIAUA (.70)
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Comz2

Com1 COM3

'\ 0.874 (0.000) /

0.724 (0.000) ‘ 0.832 (0.000)

ANHEANWED DN

0.509 (0.000) 0.631 (0.000)
EP3
EP4 0.782 (0.000) OCB1
-~ ~
0,769 (0.000) 0.897 (0.000)
E -
EPS  +0.363 (0.000) — 0.183 (0.000) » — 0897 (0.000) —®  OCB2
— —
4_(J‘_.-"QE (0.000) 0.838 (0.000)
-
EP6 OCB3
0.739 (0.000) [ WERATEN Sy, S mManAnngfnssusuissmaiinoosdhs

EPT

At 3 Jman1siauaslunalastasnamainisusulse lnededagiafilian Outer Loadings A1n37
newiean VIisT Ianudenvunila Outer Loadings geninnaineausuld (= .70)

ASAATITHLUUINGBIN15IN (Measurement Model)

mﬁlmwsﬁLL‘UUﬁi’waaqmﬁmﬁi’mqﬂizaaﬁlﬁamnaauqzumwmaaﬁa%ﬁ’m (indicators) way
TAssad1aurs (latent constructs) TiiaumenzaiLazaenadamuinasinoausuls seluguna
Feriu (reliability) AIMUATATIVTTAU (convergent validity) hagAIUATATIIIUN (discriminant
validity) Fadudiuneuddyrsufiaziniumsiaseilanalaseeadne (structural model) sely
(Hair et al,, 2017, pp. 1-384; Henseler et al,, 2015, pp. 115-135) TngluswAseiflsvinmsuszidu
AUNNLUWANTIRNUAYEA19 9 1ok A1 Cronbach’s alpha, Composite Reliability (CR), Average
Variance Extracted (AVE), A1 Heterotrait-Monotrait Ratio (HTMT) wazinaa Fornell-Larcker
Criterion 3U9NN15ATIVABUAIINEDAAADIVBILULAANIEAYTE Model Fit Indices #an15ILAIIENL

NYALLDUAGILANILUANTIN 1

A151991 1 ANANTRNIULAZAIIUATUTIUTTIUVDIAMUTURS

AauUsuel Cronbach's Composite Composite Average

alpha Reliability = Reliability = Variance

(rho_a) (rho_c)  Extracted
(AVE)
NsLARINn AN TS U TEawdfiTransAng 850 852 909 770
AN UADDIANT 747 795 853 660
nstldusiulunisineu 849 857 893 625
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21nM13797 1 wudn Fauusudaieany Tiun nsuanaginssusuiisUsasaidsonsdns
AyNTiuReesAng wagnsiidiusalunisiau fdmnadesiunielu (Cronbach’s alpha) oy
luting 747-.850 deganinnasidusiisonsuld (= .70; Nunnally & Bemstein, 1994, pp. 1-752)
wansisruEenadesneluiin vonaniimanuidesudeusznou (Composite Reliability: CR) 51
A1 rho_a Uag rho_c 8g5¥ning .795-.909 %aqaﬂdWLﬂm% 70 (Hair et al., 2017, pp. 1-384) @zviou
ferudetufimngauresind inluusiaslasiane daudn Average Variance Extracted (AVE) a¢
JENIN .625-.770 %qqmd’nﬂmsﬁsﬁguﬁﬂ 50 (Fornell & Larcker, 1981, pp. 39-50) LafIAIAIIUAT
B9U559U (Convergent Validity) Tifieswe

A5199 2 ANANUATITIDUNVDIFILUTEAI87 Heterotrait—-Monotrait Ratio (HTMT)

Aauusuele NSUEAINGANTIN  AUENWUAD  N1slidusau

LA '3 [ o
AUNIUFEIA NNANT Tunsvinau

NITLAMINGANTFUTUNIUTZAIA
AUENTUADDIANT 870

Msdausulun1svinay 591 620

9NA15T 2 WU A1 HTMT %mﬂﬁjé’aLLUiLLmﬁﬁWf’mdﬂmm% .90 (Henseler et al,,
2015, pp. 115-135) fun anuduiusseninsmsuannginssuduiisUseasdiilseasdnsiua
ynfuREesANg (870) mnuduiusseninssnansmgnssuduiisUszasdiiossdnsiunisiidau
Salunsianu (591) wagAnudunussenineaugniusressAnsiunsiidiusiulunisviteny

(.620) wansIlaAalAuATUTITUN (Discriminant Validity) Awisngsau

A5199 3 ANANUATITIILUNVDIFILUTR A8 Fornell-Larcker Criterion

ALUT W NSUEAINOANTINDU  ANUKNAY Al
= [ 1 I3 o
NaUsTaan fDIANS Tun1svinanu
N1IHANINGANTIUTUNIUTZAIA 878
AUENTUADDIANT 724 812
AsiauTlunsvineu 504 509 791

PNAITNT 3 WU ANSINTIABIVOIAT Average Variance Extracted (AVE) ¥8dusazfanys
Wil BauansluluIMed TAMMINNTIANENANRUSIENINFIUIWRIBY 9 Tnafiulsn1shanangAng sy

1 (3

duiaUszaAnilsonsAnsilaA15InNaedves AVE Wiy 878 ZageninAnanduiusiuaugniuse
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09An3 (.724) waznsildiusinlumshan (508) wWuierfusuusanugnitusisasdnsfisidisng
@09v89 AVE Wiy 812 gendnAanduiusiunisiidusialunisviia (509) diusauusnisildn
alunmsvhaufidnsiniiaesues AVE indu 791 SegsninAnandusiusfufuusduuiy nans
AeseidananBuduidusulsimmninnunsafeiuundid aeandestuinasives Fomell and
Larcker (1981, pp. 39-50)

A1519% 4 fvianuaenfassadliing (Model Fit Indices)

inauginviinnudannang Saturated model Estimated model
SRMR 092 .092

d ULS 561 561

dG 294 294
Chi-square 708.073 708.073

NFI 127 127

9NAN97 4 man1sUsTdueuaenndewedunalaelfinasiduiiaudenndes (Model
Fit Indices) wu11A" Standardized Root Mean Square Residual (SRMR) veslataadia1ivnfiu .092
é?fﬂagﬂul,ﬂm%ﬁaau%’ulﬁ {09910 Hair et al. (2017, pp. 1-384) wuziinAfitesnin .10 fo31d
Anuaenadosiudeyaldssednylussduilivunzay vugdia1 Normed Fit Index (NFI) fiAn
Wity 727 udfzsniunest .90 Al funisiwsneyt SEM @adiudiu (CB-SEM) wsilunsau PLS-SEM
foindsegluseiufivensuld esanithmnendnues PLS-SEM AeniseSunsnnaudsusiuvesd
wUsnu (predictive accuracy) uInnINISUAIANNdEAAdadlnTINYadluLAEa (Henseler et al.,
2016, pp. 2-20; Hair et al., 2017, pp. 1-3848) d1m§ue Chi-square AWy 708.073 Jaudiaed
Toddnymeadn wililvdeidimunranlunsusafivliealunseu PLS-SEM wmsefinnnugaulmisie
YUAAIDEN (Chin, 1998, pp. 295-336; Kline, 2015, pp. 1-534) s %amiﬁmimmuﬁﬁuﬁmﬁﬁu 9
wud ULS way d_G @slunsiinsesindaiiiamingu 561 wag 294 suddu denndesiuinasidl
wuzieausula (Henseler et al,, 2016, pp. 2-20) aguladn nan1suszliunudenndavadlung
§us‘]’u’jﬂmmaﬁa%’w??uﬁmmaamé’mﬁ’uaﬁa;ﬂaL%Wiz%’ﬂﬁiuazﬁuﬁmwaiﬁ] annsailuldiesen

TURalAs9as19 (structural model) olUlAag1eimnuuniaie

A519% 5 AnduUsEaANSandunusnas@esrasLUseululunanisive

SR IIRIEAR] R-square R-square adjusted
NSHANINGANTTUTUNIUTZAIRA 549 546
ANUENTUABDIANT 259 257
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95197 5 wud Fudsdasyluluieasnnsaefuiea il sues MIlanmgAnI TSy
flaszandiilsionsdns |i¥ouas 54.9 (R2 = 549; R adjusted = .546) Fadoiegluszdulunan
yauzfiannsaefuisamiuLUses Anurnusionsdns le¥euas 25.9 (R2 = 259; R? adjusted = .257)
6?@5@&1@@1‘1433&1’%@%’1@6?’1 Neldonndesfiunasinisfinuues Hair et al. (2019, pp. 1-200) 7
fvuslvien Rz Wiy .25, 50 uay .75 vsuenfeanuanunsalunisesuneioglussdutios Urunan
LAZIN AUAIAY

ASATITHLUUINGBLATIE519 (Structural Equation Model)

AENFIINNITATIVABUAUNINVBILULAANTIA (Measurement Model) walugunay
o ANUASIBIUTIIU kazAuRTudasuunud Tuneudalufenisusaifivluaalasadng
(Structural Model) ttonsavaouaunfgiumidouayanuduiusifsavgsznitednysudsiioglu
nsoukaAa Tnensiemeilanalasadtduaded daduluiinsusediunansenumanse (direct
effect) HaNTzNUNNIEY (indirect effect) wazraNszNUTIU (total effect) vasfuUsdaseidnas
WUTAIU PADAIUNITNTIVABUIUINENTNA (effect size: f2) wazssAvddIAYNINADAYDILAAE

AUNSULLLAS NAN1SILATIEYAINA1ILT18aLLDUARILEASIUAISIN 6

A15199 6 NaN1TIATIElIAaENNSIATIESN ﬂ’]iﬂ/lﬂ’d@Uﬁllll@ﬁ"lu HANTZIUNATI N1900H Ly

NANITNUIIN

AUNAZIY  ANWAUNUSIIY  WANTINU  WANSINU  NANTTVU p 2 dwd

UV NN N9day 59 values RAGR

H1, H4  nsddusalu .183* 321* 504* .000 055  LtwdAgy
ANV -> AN (r}humm
WERINGANTTY WNUAD
JuUNUsvasn 99ANY)

H2 nsdausanluy 509% - 509* 007 349 UtwdAgy
N5V >
ANURNITUAD

(3
NANT

H3 ANNYNHUAD 631% - 631* 000 653 fidudnAny
BIANT > N9
WEARINOANTTY
=1 (3
JUNIUTZEIA
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NN 6 wanNanITIeszilinaaunisiassasne (Structural Equation Modeling)
[onaaouaNuAgiunidouazamadeuanuduiudiBeanivg seninsiuuslulunaniside ns
T4AT181ATRUARUNNTUTETUNANTENUNIIATY NANTENUNE B LASNANTENUTIY 52109013
ARTITRAUINBVENE (effect size) uaztlvdrAgyynadivespuduiusurazidunslulieg

msmaauamag’mﬂ']ﬁ%’aLLammaé’wéﬁaﬁuaguamuagmﬁgqa’m%’aasmﬁﬁaﬁwﬁzgmqaﬁa
auufgiud 1 uar 4 Tenmaaeuanuduiusseninanisfidausanlun1sieu (Employee
Participation) WaZn1SLARINGANITUSURIUTEAIATTson3Ans (Organizational Citizenship
Behavior) Wunansznuvnemssiifituddaynieada (B = 0.183, p < .001) WBNIINH SmunaNsENY
MedeurLANAYNTUsBBsANS (Organizational Commitment) Aifivuialngjnitnansznunisnss
(B = 0.321, p < .001) dswalviinuansznus (total effect) firnduUszans 0.504 (p < .001) ¢
Cohen's f2 dmSuidumsiiviniu 055 Samnunasivas Cohen (1988, pp. 1-567) Inoglulssian
YUIANANTENULAN (small effect size)

AUz 2 Nnsraaeudnsnavesnisildiusidlun1sinauseauENWuAe8IANT wans

ANduRuUsBsanaudawnssaziideddgynieadd (B = 0.509, p < .01) InafiAn Cohen's 2

[ I

Wiy 349 ednegludseinnvuianansenuauinnalafdlug (medium to large effect size) wa

Y Y
6

msinzdigliiuinisidusulunmahnuduladeddylunsinneanugniiusessdnsves
WinY

AUNAFIUN 3 LAEINUANUFURUSTENINANULNRUA BDIANTUATNITHANINGANTTUBUN

1 '3

USvaIRfiiinonInng LLammaﬂiwuﬁLLS?J'QLmi'aﬁqmluimmamﬁ%’a (B = 0.631, p < .001) fee
Cohen's f2 71 .653 FsdoTnduruinnansznulng (large effect size) nan1shnszsidiiugnds
unumdRauesnsgniuiessdnslunsiuiedeungAnssuideuanvemiinnusiesidng

MTAIATIEIFUUIAUNANS (mediation analysis) wansliifuunumadauesnugniiuse
psAnslugugiuUsAunaslumuduiudseninmsiidusnlumahnuesnsuanmaingsusy
faUszaarfifinentdng n1sseuiisuruianansenunisday (B = 0.321) AUNANTENUNIIAS
(B = 0.183) uansliiuinansznun1es aulvualng NITHANIENUNIATIBE 1AL (SRT1dIu
1.75:1) svadinalansdeiiunansgnuniuaugnitudeasdnsdinnudidguinndinanseny
lagnsaannsidusulunmsvininu

nansiAsiLansliiuinmuduiusiomalulunadited damsanansyfuaudesiy
Yoz 99 w30geni1 lne p-value vesusazidumnadiaiing1 01 lunnnsdl nsUszfiuaue
nanszMuAeA1 Cohen's f2 uandliifiumnuvainuansrestuindndng fauduuindn (f2 = .055)
dmTunansznuTNeeIntsiausanlunsinuaengAnssudunsUszasn l[Uaudsvuinlng
(f2 = .653) dWTUBNTNAVDIANUYNAUADDIANTABNEANTTUTUNIUTEAIN HANITIATIENLAYTIY

Y

gudunnumunzauredlunanguiaue lneauuigiunsitensaudelasunisatvayusiy
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¢ 1
v a a v Y =

nangIuaUszdnvedsdaau mMsiaduussansidumaiamuaifmniaduvinuasiidedfynia

L)
12

adfdonndesiunsoungufiaianisalld wenainil nisdunuitaruniusessdnsiunumdusy
wUsAunaniivssaniamduasuadsanudilaieriunalnm @ninemegilewmasnnnuduiug

5eI9N158EIUINTUN I NULAZ NG ANTTUTIVINVDINTNI

#3UNan15I9Y

NIl TngUsTasAliafnwauduiusseinensiidunulunisvihnudungfinssy

q

FUNIUTLAIAADBIANT LATNAFBUUNUINTBIANURNTUABDDIANTIUFIUEAILUTAUNAN NANTTITY

[
Yoo A

aunsaazunuingUszasnnsidelanadl

Faquszasadei 1 ilefnwinavesmstidiusulumahnuidrenginssusuiisszasdde
29ANTV0INTNIY HaN153TenuI1 N1sddrusulun1svnulBnsnalauinsengAnssuduiig
UszasAsasfnsvasminnuiimmsaazmedonegefitoddumana uandiifiuinndneui
Iasulenalunisiidusanlunisindula nsuansauAniu uaznsaliuauyesesans duwlldy
wansngAnssuifulselenisensdng wu mstewdaifieusinnu nsvheifuniniiifsue
waznsAdsdaaUszlerivessnnslag i

Faquszasddail 2 lefnuinavesnsidiusulumahauiidennuyniusiesdnsues
WIN9U HaNIFITENUI1 N1sidusTINlun1TINUlE NS nalauIndeAUNN R U0 BIAN VB
winsuegsldedAynais azvieuinnisilalenialintdnaudunviuaziidiusanlufanssy
vpRsAnTTIBER I AN ENgNEY AANT warauddlaflazasedfuasdnslussezen

Fanuszasddaf 3 (ofnudvEnaveseuyniiudesdnsidrenginssusuiisUszasives
WiNIU KANITITENUI ANURNITUFRBIANTHBNTNATIUINFaNg AN TS URIUSTAATRINTnY
ogsiitfodndyneadn uazdusuusiisviwagefigalunuudassnsiss uandiifiuinmdnamuis
Ay nusasAnsluszAvgasinuluuannfnssudauinsonsdnsnind u weludueniy
Suilaweu n1sliimnusanile wagmsefinmuiiierudi3avesesding

Faguszaeddan 4 1ilednuiunumuesaugniuseesd nslugruzdanysAunandly
AMUANNUSIENINNITEILINTUNTTINNULAZNOANTTUSUNIUTZAIATDINTNIY HANITIFENUIN
mm;ﬂﬂﬁusiaaaﬁmﬁwﬁwﬁL"fju(?hLLUiﬁ”'maNaﬂﬂaﬁﬁaﬁﬁﬁymdaﬁa 1ABYENaNIWOUVDINITY
dusulunsvianuiidesiuniugniusessdnsivuinginindnsnannssiiiidewginssusuis
Uszarvaaniniiu wandbiiuiinisduasunisdaiusulunisinuazneliiiangfinssuduiia

Uszandlaognaliuseansunaunnday Wendnauinanuidnyniusessdnsaiudlume
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anUseNa

INHANTIATIETAaaUNSIATIETatuayUaNuRgIuN I Tensadesg1lidedAgy g
o U dl
?

adf dedusznudAgiivuneivseluviunvemgeiuaznuideiiiendes sudsleddgynig
N e hazn1UUR

AMURUNUS 219N UTTUNITTNULAS N ANTTUTUNIUTTAIARDDIANT
lusuaunInvesluaa@alasasne #an1suseidunudnei Standardized Root Mean
Square Residual (SRMR) fawifiu .092 Feagluinueineeusuls azvouinlunagiuisaadune
= 1 [ a (% 3 P A v a 1 <
ANUAAINARBUTENIUBYATIUTEINYLazA U sEINanlna n lusEAuNmINgan agelsinny
A1 Normed Fit Index (NFI) fidnwinfiu 727 @eegluszaudeutnsiniiaisuiunaeiniegldlunsey
N153ATIENANNTLIATIATILUUBIANUUUTUTIUT I il A NFI Aieglusedudendideaunse
gousuldlunsaun snIeiuy PLS-SEM (fiaean PLS-SEM iluwuivnsiigaiuniseiuieaiy
WUTUTIULAZNITNEINTAIVDIRILUTAILNINNIINITUTE UMM NADAAA DTN NTINTOSLULAE Al
I a v dyd v ] v U 1 1 U a Q{ 14
n1sAauaunnvedunalunuIdeddianudidyiuan SRMR Ardudsedndidunis uas
a Y [ [
AMUEINNIAlUNTOSUIEANULUTUTINTBIR LU TunEn
HaNTIATIEdmudn nsiidusulunsiauausaesuieanuiuulsvesniuyniuse
peAnslisoaz 25.9 (R? = .259) Feazviouinisidiusinlumsvihnudutadefifidnswaluseiv
UUNANABUTIRABANURNTUABBIANT NAANSAINE1IAAARBINULLIARTILNETINAULN UMD
I3 3 Y A a a A YU a a o W vk By a ] o
asAnsilulassairaddninernlasudnsnaanvanetade lildduegiunisidiusinlunis i
Weelsensiey anuduuUsndallgnesuigludadiunmaeenalasudnsnanndadedu wu ae
11 MsFuimsaduanunesdns viennueAsssulueAns Semslasunmsiiindnwniuiuly
nuiTglusuianienauIluuTIaewdlasiainefiaiuisaefulnuyniusosAnslaagis
ATBUARNLINEITY
woNIINY NANITIFBNTInUIINITRAIUTINTUNTVINNULBENATIUINADNITUAAING RN T TN
duiiaUszasrnennnsyaniemss (B = 0.183, p < .001) uaznwseon (B = 0.321, p < .001) @onAaBs
fungufniswaniUaeuniedamy (Social Exchange Theory) 484 Blau (1964, pp. 1-352) fi95u1e31
NINNUNLETUNSUTANAIND9IANTIEMBULMUMIENGANTTUTIUIN MsAunUlatvayuuide
284 Morrison (1994, pp. 1543-1567) wag Black & Gregersen (1997, pp. 859-878) MW
ANUFUTUS T IUInTEnInsiidusiuasngAnssuiidudselornessdng ogrelsiau auin
A 14 [ 1 dyl Y- ! a1 ! o
HANTENUNNATINABUTNGLEN (2 = .055) UsTianuduiuslaenseszninansildiusmlunisvingu
wazngRnssusuisUsrasAdaudutaunInnIfiaInn1saild nsinansznuneesuivualngni
HANTENUNNATIDENAUTR (321 Wieudu .183) uansliiiuaudfguesnalnmednineiiindu
HIUAIUNNNUADDIANT FadoAARBINULWIAAYBY Deci & Ryan (2000, pp. 227-268) Wgafiunges)
n1sMmuRALeY (Self-Determination Theory) kAN INILENAADNGANTTUTIUINKIY

NIMBUANBIAIINABINTHUFIUNNTAINEN
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UNUIMVBIANURNWUADBIANS TUg UL TAUNANS
nsAuNUIALRNRUsoeAnsiunumddgylugueimuUsAuna1asenItanisildus iy
MsviuLasngAnssuduiasyasd Wunsaduayunseunguives Meyer & Allen (1991, pp.

61-89) WenfiumnuyniusesddnsLuvamasrUszney nansiveuansliiuinfientdnaulasu
nsnlenalvfidiusinlufanssuveeang manwieimuauianyniusossAnsiudy (B =

0509, p < .01) luiignazinlugnisuannginssuidulssleviseaAnsunnlu awinnansenui

[y

LL"ﬁﬂLLﬂS'ﬂ%’eNﬂ’mw;JJﬂﬂ}udaa\iﬁﬂiﬁf@WQaﬂﬁuﬁuﬁdﬂi%Nﬁ (B = 0.631, f2 = .653) @onnaBINU
MIANYINATIATITReY Riketta (2002, pp. 257-266) waw Meyer et al. (2002, pp. 20-52) 7igudi
eniutessdnadutiadevinefidduemainssuduinvemmiinamy nsdunuiisasiiouda
mnudRessaiisannadennsnuiidaaiunnuidnidudveazynituiessdnsues

NUNIU

nsilSeuiisunuauiddeluuiunveslne
HaN1ITuATIaRnARDI U Wongwanich & Laohavichien (2019, pp. 12-22) 158y31113
a 1Y o [y '3 = 1 a A & & 1 s gy
uimsdnnisanuduiuslussansiinasonisuananginssuiiiulselosisondAns uanantea
aduayu Harintachat et al. (2025, pp. 25-44) A9 lMHUAMNEIAYTDINITOONRUUIIULEE
Uszgaun1salnsvinnuiflunisiasuassanugniudesdng maldeassldudunisfnwluuium
vadlneNnagounalnn s IUNANTENUYBIANUNNTUABBIANTTENI AU T VRIN1 ST AU

' o a L1 3 1 [
FalunsinutasngAnssusuitUssasregruluszuy

UYFIAYN1NG 8]

Han1sIfediildnuasunmndanulunsiauiesdnnuinungAinssuesdans wu n1sgudu

UNUINYRIANNNTUR aRsAnslug el UsAUNasnlduddglunisesuenalnni@ningnd

ANUTULaULINNTINIANYIANFUTUSIAEATITENINFIMU TN HanTIT edeatuanuwImn
NSYTUINTIENINMUNIsuanUagunsdiauiungue)nisivuanuLes lileasuiengAnssuves
NN waTNANTINENNUIHANTENUNS pudlvua g nIHansenunensatiu edndunisitiu

8109 NAARYVBINITANBINTZUIUNITNNNINTUNITITIATUNGANTINOIANT

(3

gEAYNINITUUR

4

HUSsesAnsnidmneitesiuniseaniuunagnsnisusmsninensuyuddusedniua

e

[ [y 1

AIATEMINDIAIUAIAUVDIANUNNNUADDIANTVINLNIIUY ANAITTUTUUNUIMNASL T UFILUS

o Y
AunansfidAy iliiunwiidamuinnisdsasulindnauiidiusulumsyhauiissegiuisnsia
Liiganesianisuimsninensunudiiusednsua Juimistndusedinnudfyiunisaiuay

Wauauyniuvesminanuaualume Seaunsavinlaniunsnunufanssulsednd nsduasy

TAIUsIIUBIANTNID oA oN1THdIUT WY1 AT N1stiaNud Ay UNITLaRIAINAALAUYDY
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niinaw waznisasialanialunisiauisazdiuls uenainl nan1s3IveYIstuduiinisamulunis
WanAugniuventdnauaglinanawnasfnsluguLuuvemaAnssuduisUssasd (f2 = 0.653) &
dwaroUsyandualuszezen Ssluninidu wansenunsdennivuinlugniwansenumensaduds

o

BuduinnisasesmnuyniudunalndAgyiiguimsaasTinuddey

Y

VOLAUDLUY

daiuauuzidulauny
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Abstract

This research aims to examine the influence of the customer-centric marketing mix
(SAVE Model) on Thai textile export marketing strategies, with Thai-Chinese intercultural
communication serving as a mediating variable. A quantitative research approach was
employed, using a questionnaire to collect data from 511 Chinese consumers who had
experience with or exposure to Thai textiles. The data were analyzed using Partial Least
Squares Structural Equation Modeling (PLS-SEM). The results indicate that the customer-
centric marketing mix has a significant positive direct effect on Thai-Chinese intercultural
communication and a significant positive direct effect on Thai textile export marketing
strategies. In addition, Thai-Chinese intercultural communication has a significant positive
direct effect on Thai textile export marketing strategies and partially mediates the
relationship between the customer-centric marketing mix and export marketing strategies,
with a Variance Accounted For (VAF) value of 29.4%. These findings suggest that the
development of Thai textile export marketing strategies should integrate customer-centric

marketing principles together with intercultural communication in a systematic manner.

Keywords: Customer-centric Marketing Mix, Thai-Chinese Intercultural Communication,

Thai textile Export Marketing Strategy
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Anuving Ardlen uazguuuuMsuiTiunnssiuegeiitodidny nmsdeansfanarsdedliduiieos
msdsanstudaniv maudidunszuiums “ulannumnemeiausssa” (Cultural Translation) 7
Trasieszauauinla NMsgaNsu warnsTuinuAvesUIlnaUaen1e (Chen et al, 2024, pp. 1-21;
Sarwari et al,, 2024, pp. 1-10) MeldnsouuuiAnueanyiss msdeanssewineimusssudaniue
Hunalndsanuvneivhmihidenlesssninensesnuuudulssaunisnanai@sgnendugudnans
(SAVE Model) flunadnsidenagnsvesnisnaiainineglunainiu nd1ife wikuseneunisazaiunse
penuUUAMALATTlauenIInIsRaTaldegamIzaNifiodla manszuIuAsAeasliauga
a1eneansoligusiaaduiauanuningvesinelaegegneies deudwmalvinueidenagily

[ [ a a 1%
E‘ﬁlﬂiﬂgﬂLL‘UENL‘U‘LlﬂWi‘EJEJNi‘UPLUL“ZNWE]G]ﬂiﬁJl@
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lun1533ell Mudsnsdeansseninedausssulne-Fugnivualvaenndesiunsauiuifn

[

M5398 uazRorsulu 2 Savdn 1dun (1) evundlafausssuvesfuans Jeasviouseiunsius
wazANlavesuslnATusieAuvANg dndnual waruTunnvinusTIivesdlne uag (2) N3
dnaueTausssulneiuinlne dsazviounnuannsoveadusznaunislunisanevenisessn
anany dyanual wazAuAmaiausssuvesnelvaenadesiunseunisiuivesuslnadu 46
FanamFaasstousta “Funisiuans” uay “drunsdsans” Sehufusmualssaniuatesnisieans

uimusssuluusunil

nagnsnismaadinlnetilanisdieangnanniu

nagnsnisnatndlneiionisdsesn Tunuided mnefs wumismsivuauazsiy
Aanssumanismaiaiiysaiisemannsalunmswistulaznmssenivvesinlnelunainiu Tneudu
msuUasnaAneirusssnvewdnduaiilunadnsidangAnssuvesduilaa Wy nseausy n1s
Fot1 uaznisuuziheie aayvioulsransuavesnisiiunagnsluuIunnisnaiadufausss (Xu
& Song, 2024, pp. 1-28) meldnseunwiAnvessise fudsivhniinfidusuusay (Dependent
Variable) Feazviounadnivosmsuszgnaliuunandiutszaunmsnannidegnanduguenans (SAVE
Model) Saufunszuiunmsdoamsssaninetamssss nanfe anudiSavesnagnsnmanaindlétuey
funiseenuuudalauennamsnaiafissodnuien wituegiuamuannsolunisdieneauasyily
AUSLAAUANEMNITUIUATEDUTUAARING T

Tumsifell nagndnisnandinlnefionisdseangnimualiaonadosiunsouiuifn ua
finrsanr 3 dandn lowd (1) Aneanlunsviwaindu Fsazviounnuanmnsavesilnelunis
wisiunazmeuaussmmiesnsvesiuilnaiu (2) mnuddladen Feasvioussiunnufionelauay
Anusieeawosmginssunisuilan waz (3) nsvende deazviouniseensuluidsdanuuaznns
LWINTEANBVRIAUAHERS Il UNFURUTIARA ﬁﬁéﬁ'ﬂﬂa'wﬁﬂmamqmﬂ%waé’wﬂ%mmmLazwqﬁﬂism

YA A o v P 1
AuslaaflutmnegdAgresmsnanaiiienisdseen

N1389LATIENBIAANS YB97199UTY UaTNITWAINIANNAFIUNTTIY

NIEUATITRIAAIINTIINITIUNTTUAINAUATILWIRAN NG Saualvas ouliiiudn
wAnssuguslaaluusundudfausssy Tnsamenainiu fdnuaziamsiunnmisainnisuilan
dufidsgramnssuiily nande fuslarfildussiliuguivemaniuriannaudny uidsnenm
fievegnaufen uwilinnuddryiuanaming Sadnual wasuSunmaimusssuvesdui dudunaan
NIZUIUNITAAUTIIAUGTIN (Chen et al,, 2024, pp. 1-21; Xue et al,, 2022, pp. 1-9; Xu & Song,
2024, pp. 1-28) wwiRndIuUsvaun1snaIndaananduaudnals (SAVE Model) Jsfiauwmnngaaily
nsesurenalndana1d 1iesang afunsairsnueiiiaenadesiuaudeanisvesduilaaiiy
Solution, Access, Value Wag Education (Ettenson et al.,, 2013, pp. 26-28; Kumar & Reinartz,
2016, pp. 36-68; Lemon & Verhoef, 2016, pp. 69-96)
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TuuFunvesduaAnleinusssy Wy K1lng n1sasiequaifinalidaiunsawenaanain
NTEUIUNTADETTEINTRIUSTINLA 1T9991NAULANANAIUNTYY TeUUAYanYal LaznTaunIs

U 14 1 Y a

fufspvinsudniuduilnnetedaalinueaiiignesnuuulismsogninnyldegagnies ns
domsszninsiausssudshmihfidunalnddyluns “uvaniumung” vesnuAvnanInanli
aenndeafiuuiunvesuilnavaenns dellwareszduniseeniu anudesiu wazwgAnssuns
vilnalunainr1aUszina (Chen et al,, 2024, pp. 1-21; Sarwari et al., 2024, pp. 1-10)

a81al3AnIY INNMIMUNILISTANNSTUNUTY 3seTisadessslidedifnd iy nade
Uszmsusn faliivsingnisysanmsuuiin SAVE Model Whfunseunsieanssewinaiamsssuile
oSunnalnmisaiauaznstevennualuuTuAuA s Tausss Ussnsiiaes Ssunanangiuds
UsgdnsiesuneunumeesnsdeamssgrineTanssslugusinusunsnnanduanuduiussening
33uSAAIAMIL SAVE Model Aunadnsiunagnénisnatn uazusznsitany delinunsdnundild
wudassaunslassaddunisesuisanuduiusidavnuasnavesiiudsiinanluundingile
msdseangnainiulasionty esinsdananazioudsnnundulumsiamussdnuifiaiunsn
aSurenaimdslassasisvesnisnaindudrfausssuluuiundudausssuldeg1adussuy
(Ettenson et al., 2013, pp. 26-28; Sarwari et al., 2024, pp. 1-10; Shu, 2022, pp. 1-13)

Tudmgul] uitelfayunisddylunisueisvounvouufn SAVE Model 99050y
msnarmialUluguiunvesdudndeimusssy dansadisauainainnszuIunsinanud
Anuminevasuslaauinnitgudnuurvewdasueiifissegafien Sniediysannisuuafa
msmaadsgndidugudnaratinfunguinisdeasszninetausssy Tnsiauslvinisdoasszning
Sausssuimihdidunalalunisdievenuasulanumnsvesauamenisaain wonani 1uise
Fuiavevdngudessindiiesuunuinvesnseansseninetaussaa lugugdudsunsnnan
FarageSurmnuduiusseninanisaiisnmue1nu SAVE Model funadwisunagnsnisnannld
sgaduszuy sulumsfududesinwesesdanuiluissunssudagiuy

31NNTOULUIANMINGTT dmsanauIauuigiun1sidelaegraduszuu nande n1s
99nUUY Solution, Access, Value uay Education muluIAn SAVE Model fiuwnliiuflavaiivayu
UsgAvBravesnsieanssznineiausssy Tasemzlufifveanisliaiug dedeliiuslnnanansa
drlausunuarmnuminevesduAdTmussuldegndnds (Ettenson et al,, 2013, pp. 26-28; Shu,
2022, pp. 1-13) Feau15aA1nn15alladn SAVE Model azdidninaidsuindanisdoanssening
Tauusssulneg-u

suNAgIUR 1 (H1): JULUUdmUszaumMInamidsgnAduguinans (SAVE Model) iBvidna
ysuInAensaa st Taussulne—3u

Tuvagiieaiu SAVE Model dndunalndrdglunisimuanagnsniseain lnegatunis
afnuAinevaussaufesnsveuilnauazaonadesiuuiunvesmandming lasanzlu

[ I v W

ﬂifﬁﬁumﬁﬂm%qLﬂuﬁuﬁhL%ﬁwmiimﬁ@U'%Iﬂﬂﬁuiﬁmmﬁmmma AN WAL DITIIVDINANN UN

>
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(Chen et al., 2024, pp. 1-21; Xu & Song, 2024, pp. 1-28) ot n1sUszenAly SAVE Model agg
wnzandseninsaensEAUUsEAvSHaTesnagmsnsaaaLiion1sdseents

suNAgIufl 2 (H2): sULUUdLUszauMInaaBgnALdugudnans (SAVE Model) 8viEna
ymanndenagndnismanminlneiionisdsesn

uananil nMsdeanssgninaimusssudadunumddnlunsimunanudisavesnagns
msmann iesnidunalaivilyiguilaaaansadmnunazidlaguaivesdudilsogisgndes win
msdearsannsnidenleanuavesditlngiunseunsiuvesiuilnaduldoamnzay azdawa
T,mamiﬂﬁiamiaam%’uLLazﬂizﬁwﬁmamaqﬂaqwﬁ‘msmmm (Chen et al., 2024, pp. 1-21; Sarwari et al,,
2024, pp. 1-10)

suNAguil 3 (H3): Msdeanssevinainmssnilve-Fuidvsnamauansonagndnisnaini
Ineiitensdaoen

Balunirdu msfuemeiunAsdumsraadamuaznsieassing Taussud i
SAVE Model 91afiladinadonagnsnsnainlnensaisaduniaie) usdsdeiudnsnaniunalnnis

=

domssevinainnsssy Wemnananfigneenuuudndusesgnuuannumingliaenndesivuiunves

¥

HUSTAAUaNEY1 NSERAITENIN T AIUsS IR Wit uswlsunsnnansn Weuleeseninanisasna

54

1w [

@mmﬂ‘umssugﬂmﬁwaa;ﬁuﬁm (Lemon & Verhoef, 2016, pp. 69-96; Sarwari et al., 2024, pp. 1-10)
AuuAgIuil 4 (H4): n3d easszni1nTausssulne-Fuviminidududsunsnnansly
ANNENTUSsEINgURUUEINUsTaNN SanliagnAndugudnans (SAVE Model) ffunagnsnsnana

FlnewiNanisdsaan

ada v

528U

mﬁa‘i’aﬂ%ﬁlﬂumﬁﬂ"’aL%QU'%mmﬁm:ﬂﬁﬂmmmﬁuﬂ’uﬁ‘@amm@swdw suluuduUsEay
snandagnA L duguinans (SAVE Model: SAVE) msdeanssemineimusssulne—iu (intercultural
Communication: ICC) way ﬂaqmﬁmimmmﬁﬂwsnﬁamséaaaﬂ (Thai Textile Marketing Strategy: TMS)
Tnglfuuudrassaunislassairaieisidansiosfigaunidiu (Partial Least Squares Structural
Equation Modeling: PLS-SEM) awnzasdmiumsliasgilunanisisuususlovanedifuazatiuns
WINTENAAWS (Hair et al,, 2021, pp. 3-5) ‘Uizsmﬂisuaﬂmﬁ%’ﬂﬁaQ"U%Iﬂmn’%uﬁﬁﬂisﬁumiaﬁaﬁa
Sugauandnlve nquiegalannnisduwuuliduauuiesdugaaizas (Purposive Sampling) W
maiuteyaseularuuunannasy Wenjuanxing (https:/v.wjx.cn/vm/mB9IRa0.aspx) laginiun
aautRgmounuuasunuliiduriuey 18 Iulduasivszaumsnlifsadosturinlng nmstvun
YUIANANAIDY1NATUINLLN “10 Lﬁﬂﬁuaqé’ﬂuauﬁaf‘?@ﬁmﬂﬁ'qm’iuiuLma” FIAUVUUIAANTT
ATpisunInmaaeun1eadia (Statistical Power) dauuzihlsiisrunanismaasulsitiosndin 0.80
(Cohen, 1992, pp. 155-159; Hair et al,, 2021, pp. 4-5) nansiiuteyalingusiiagnesdmniau 511 au %

1 o‘g o A o = I 1 a ¢ v
RNIUNUNTUATMUUSUT FAWEINBUASLANITEUADNTIAIISNAIY PLS-SEM
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\3osfiotderdunuuasunmnsdyszanmen 5 sefu auianssunssuainauas
nseukIAnN133de Tnsuualunsin suuuudidszaunisnaindgndndugudnans (SAVE) N3
doansszninatausssdlne-3u (ICO) uag nagnémsnandilneiiienisdsesn (TMS) wuvuasua
siunsasaeumunssdaiomlneinisnand 3 viu nuhideleuaenndasestedni
(Index of Item-Objective Congruence: 10C) 8g5¢%319 0.67-1.00 Fudulumunasifieousuls
(Lynn, 1986, pp. 382-385) namsUszifiumudesiuvesissileannguineg1saieainansied 1
wui1 A1 Cronbach’s alpha vesauls nMsdeansseminteiausssd (CO) sULUUdmUTzANNTAAIN
Fagnéndugudnans (SAVE) wag nagnsnsmaradilnewiionisdsesn (TMS) windu 0.721, 0.874
LAY 0.842 AuAU YaziiA1 Composite Reliability (tho c) 8g5¥%314 0.876-0.915 uazA
Average Variance Extracted (AVE) og5¥%1114 0.730-0.780 wanedemud e ukarANATUT
Imqa%’wﬁagﬂuizé’uﬁﬁqaum (Hair et al,, 2021, pp. 6-7) 91NAN5197 2 NNTATIVABUAIIUATAUT
FuunNUIIAT Heterotrait-Monotrait Ratio (HTMT) 8g5z13na 0.871-0.876 ssinninunausi 0.90
vaugdianduiinrmsindadu (Variance Inflation Factor: VIF) 91na137a#l 1 wessiad ayndodiaieg
eI 1.466-3.165 Fasinninndt 5.00 uansitbinutlym Multicollinearity Tulunanisin (Hair
et al, 2021, pp. 6-7) M3 IATEAlAAlASEZ R LTUNNS A3 Bootstrapping $1Wat 5,000 ASS

Y

(Hair et al., 2021, p.7) \WienagpudnSwani1anse ansnanieeey wazunumnsidududsunsn

[y

=~ o = v 1 1Y) a a A o Y
AGENNIBN ﬂqia@aqiiﬁﬁanWUﬁiiﬂJ‘lmEJ—"i]u (ICO) Iwa@@ﬂaaQﬂUﬂiaULLu’Jﬂ@ﬂqifJf\]ﬂmﬂquu@i?

A15197 1 Wan15UsEiuALERLiuLlarANNATIURluAan1TIn

fanUsue  fauus Ansinwtin VIF  Cronbach's  CR CR AVE
danm 29AUsZNaY alpha (rho_a) (rho_c)
ABuen

ICC ICC1 0.906 1.464 0.721 0.738 0.876 0.780
ICC2 0.860 1.464

SAVE SAVE1 0.726 1.490 0.874 0.886 0.915 0.730
SAVE2 0.881 2.630
SAVE3 0.905 3.165
SAVE4 0.863 2.848

TMS TMS1 0.855 1.811 0.842 0.843 0.905 0.760
TMS2 0.872 2.110
TMS3 0.888 2177
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A15197 2 HANITNTIVADUAIUATUTITILUNVBILULAANTIAA BN HTMT

ALLUSLE ICC SAVE TMS
ICC
SAVE 0.876
T™S 0.871 0.872
NaN1578

[
¢ 1

Han1TAATEAatANugIudayanaluvadnaukuutauau

nan153wazideyanalivesdneunuuasuaiudiuiu 511 au Jududuslnarnduid

Y

Uszaun1salifeadesiudnlng wuii deavsuuasuaiudiulvaidumenis S1uiu 307 au Andu
$ovay 60.1 vauziweandelidnuau 204 au Andudesas 39.9 uandiiuilasasianqueieeiedl

ARAIUNAYIHUINNIUNANLY

b4

Aueny wuin Jreunuudeundingedluiieny 25-35 U dhuu 228 au Andudeuay

[

44.6 59983ABYI91Y 36-45 U §1uu 126 Au Aniludesas 24.7 uaztiseny 46-55 U §1uau

103 Ay Andudeway 20.2 auaiy vaeidneuLuvasuauTIliony 56-59 U wazeny 60 Yauly &

U 1%

ndusear 6.5 wavsevar 4.1 audau devieuliiiiuitnquitegvdulngegluievinnu dadu

U 4 1

mﬂmﬁﬁﬂnamﬂumsﬁmﬁﬂﬁaLLazms%’ummmmmﬁuﬁﬁwuﬁﬁm

Fefinnsansedumsiing wuin frevnuvasuaudnlngdisanisfnumsesuuyaes
d1uu 377 au AnduSeay 73.8 sewaanfeseAuUs v LLazﬂa;u?ju q FaldnduintufeSenas
11.4 v s uUIgnenddadiuiosar 3.5 wansliiiuiingudiegadsedunis@nwily
seiugeunuiudanlng SsaenndesiudnuniuslaafiannsaiviuasUssiiiunuarvesduiids
Tuusssukavvayaltaesuigla

dmsutszaunmsaiisatudnlne wui nouuuvasuowdlnginsdevioiaslddlne
$1uau 351 au Andudesas 68.7 sesaanfenguiniindineuslieely Andudosay 16.0 wazngy
fliiae3dndlneunneu Anduesas 15.3 wadenanazieuldiiuiinguitegradulvgd
Usvaumsaivideauduiasfuinlnelussdunils fudasomsussdiunisiuiduame msdoans
LagnagNsn1sRaIAluUTUNUINTRIus TN

uenand WeRasannginssunisderinneglutssmelng wuin drouuuvasuniudulg
wedeilnglulsunalne S1uau 352 au Andufenas 68.9 varfigiliinedefidndutesay 31.1
wansliifuinguiiegdnlngfivsraunsninistenss Samnzaudensthdeyaluliiiaszs
ANudNTiuS I Baanng szninsguuuvdnUsrannisnatnidagnandugudnans msdeanssening

Tauusssulvne-3u uaznagnsn1snatadn neLiien15deeeNAUNTBULLIANNITIY
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HANTTAATIZAFDALTINTTUIUN
NANITIATILVTZAUAIUANTILTDINAOULUUABUATNADJULUUAINUTZAUNTAR AT NAN
\umudnans (SAVE Model) msdeansszninaimussaulne-3u waznagnsmsnaindilneiiions
dsoon lagldadAdanssann 1dun Aeds (Mean) uavdruidsuusnsgiu (Standard Deviation)
Mnngusegadiug 511 au fneasdondel
TuivessuuvudmszannsnarndsgnAdugugnans (SAVE Model) wuin dedsna
Anviuresnounvuasunueglussiugamniuysdunn lasfuds SAVE3 fanadugsiian (Mean
= 4.58, SD = 0.571) 509a911A8 SAVE4 (Mean = 4.56, SD = 0.591) uay SAVE2 (Mean = 4.54,
SD = 0.589) vauzdl SAVEL fiAnadewiniu 4.47 uardnideauumasgumiidu 0.688 TasAazuuu
MgaogsEing 1-3 wagAzuuugaawinAy 5 azviouliiiuigreunuuasuanuiissiumnuAniiuse
03AUsENOUBY SAVE Model TufimmaBsuinagaasiase
dmiunmsdeasseninatmusssnlne-3u (Intercultural Communication: ICC) wuin
AnadBYes ICCT wag 1CC2 oglusziugs Tae ICCT fidadBwindu 4.50 (SD = 0.665) wag ICC2 &
Aadowint 4.45 (SD = 0.780) Tnsfivasazuuusaus 1 8 5 wandliifiuidneunuuasuadinns

v Yo

uisiensdeanssenineTausssuluseauas widiAinisnseatevesdeyaly 1ICC2 ggendn ICCL

U
@ v

Antiee

TuﬁmﬂaqwémimamﬁﬂmaLﬁamiﬁaaaﬂ (Thai Textile Marketing Strategy: TMS) WuU11
AnadsanuAnfiuvesineuuuasuameglussiugmniudsdann Tng TMS3 drndegsiian
(Mean = 4.52, SD = 0.622) T99a331A8 TMS2 (Mean = 4.48, SD = 0.668) uay TMS1 (Mean =
4.47, SD = 0.696) 499 19AzuUUA A 1 59 5 HAN1ILATIEVRINa 1azyoul iU mauy
wuasunuiinsUssifiunagvdnisnaiaiilneiiienisdseenludsuinlunnesduszneu

agulen wamsTessiadfdmssamuanddidiuin fudsdanaiomelulinanisise
TéfuA SAVE, ICC waz TMS flradsegluszaugs uasildnidoavunsgulussdusiiadunans
v Viouian INA0nARBIVIAUANTILTEIROULUUABUY UarAUWNIZaLvDIToyad nTuNIS

lUAAT ek UUIIaRIENNSIASIAS Nl uTUR aUD A LY
NAN1SAATIZALUUINABILATIE319 %50 Inner model

A19199 3 WANITILATIZIAT R-square Wag R-square adjusted

SR IIRIEAR] R-square R-square adjusted
ICC 0.492 0.491
TMS 0.612 0.610
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NAITNT 3 WU A1 R-square B89AILUTNTADENTIENINTTRUSTIUINY -3 (ICC) fiAn

[y

WU 0.492 uazen R-square adjusted Wiy 0.491 wansliiiuii JULUUAINUITZENNTRAIAT

<

anAndurudnans (SAVE Model) aansaesUIEANIYTUTIYRINSA DA TEn e Sams TN -
Fuld¥eray 49.2 Fsaglusziuiunansisreudiegs vasifioatu 29nA15197 3 wudn A R-square
vosnagnémsnaaiilngifienisdseen (TMS) fA1viniu 0.612 wazA1 R-square adjusted iy
0.610 agvioulyiiiuin UuuvdUsEaunmInaniBsgnandugudnans (SAVE Model) uagnsieans
sy Tansssulng-3u (ICC) amnsaeduisanuuUsusiuvesnagnsnmsaaniilnetiienisdsesn

lpSevay 61.2 Fadnaglusyiuge

A5199 4 NANISAATIEANANTENUNIATIVDILUUINADILATIAS

WWUN9AMUFUNYS  Original  Standard Confidence T statistics P values
sample deviation intervals (|O/STDEV))
(0) (STDEV) 2.5% 97.5%
ICC -> TMS 0.314 0.047 0.222 0.406 6.710 0.000
SAVE -> |CC 0.702 0.034 0.634 0.769 20.378 0.000
SAVE -> TMS 0.529 0.044 0.443 0.615 12.034 0.000

MNA9T 4 wudn dumemuduiusiauslusuusiaedaswadsiinansenuniemsdly
Fanadsuinuaziituddynieada Tnensdeanssenineiausssulne-3u (CC) T8vdnaniansase
ﬂaqwémsmmﬂﬁwimLﬁamidqaaﬂ (TMS) (B = 0.314, t = 6.710, p < 0.001) mmzﬁgﬂuwd’m
Uszaumsmanadagnaniduaudnas (SAVE Model) fidnswanisnsedanisdeanssenineiamsssy
ne-3u (1CO) (B = 0.702, t = 20.378, p < 0.001) uarildvEnansmsironagnsnismandirlneLile

nnsdseen (TMS) (B = 0.529, t = 12.034, p < 0.001) HANITHATIZUAINAIATVAYUANNRFIUNS

L% v

TReuarazysuimnumizanveuuItaedlasaidlunseuisAnuduiusiwEainguesuie

A5199 5 NANISIATIEINANTENUNIDDUVDILUUINADILATIASN

LHUNI9AUFUNYS  Original  Standard Confidence T statistics P values
sample  deviation intervals (|O/STDEV))
(0)) (STDEV) 2.5% 97.5%
SAVE -> ICC -> TMS 0.220 0.033 0.156 0.284 6.765 0.000
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21nA15199 5 WUl JUnUUAmYsEaunseandegndndugudnata (SAVE Model)
nansznunesoaLdauansenagnnisnataiilneiiienisdsenn (TMS) ’unsdoa33enIng
Sausssulne-3u (1CO) agrsilfudfymneadn tnefiiduuseaninansenuniadeusiiu 0.220 f
£ iU 6.765 wagA p winfy 0.000 1l Tseudesiudosay 95 9¢38Wi9 0.156-0.284 Tl
AsauAguAn 0 wandliifudinisdeassznineimusssulne—Susihmiiduimudsunsnnatei s

HedAglunuduiussening SAVE Model uagnagnsnisnaiadilnaiianisdsesn

A15199 6 NANITIATIEVNANTENUTINVDILUUT1ADILATIAS

LEUNIIAUFUNUS Original Standard Confidence T statistics P
sample (O) deviation intervals (|O/STDEV|)  values
(STDEV) 2.5% 97.5%

ICC > TMS 0.314 0.047 0.222  0.406 6.710 0.000
SAVE -> ICC 0.702 0.034 0.634  0.769 20.378 0.000
SAVE -> TMS 0.749 0.027 0.697  0.802 27.982 0.000

AT 6 KAN1TIATIZRENINATINTEUUTIaedlATIES ARl TN Ui
AnuduiussEninansdeansseninedausssulve—3u (1CO) Aunagnsnsanadinlneiiionisdsonn
(TMS) fi3nEnasiuwindu 0.314 (t = 6.710, p < 0.001) Fadudninanisnsuiisnduniaien
desanliifidudsunsnnansumnuduiusianan vazidendu dumsauduiusseninsguuuy
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Abstract

This study aims to develop the Smart AR Food Tourism platform by applying technology
to promote gastronomy tourism in Phitsanulok, Thailand. The research involved creating 3D
models of local food, along with historical and cultural narratives. A research and development
approach was employed, including the design, development, and testing of a prototype AR
application for smartphones, and Unity software. The sample consisted of 60 tourists visiting
Phitsanulok, agsed between 20 and 60, with prior experience using smartphones. Research
instruments included a system performance evaluation for additional feedback. Quantitative
data were analyzed using descriptive statistics.

The findings revealed that the Smart AR Food Tourism platform successfully displayed
interactive 3D models of local dishes, allowing users to rotate, and scan QR codes to access
multimedia content. Overall user satisfaction was rated at the “high” level (X = 4.47).
Participants rated the system highly in terms of Usability (X= 4.60) and Content & Information
(X= 4.55), highlighting the platform’s role in enhancing cultural understanding and motivating
tourism experiences. Moreover, the overall system performance was rated at the “high” level
(X= 4.43). Participants rated the Interactive Experience received the highest (X = 4.57) and
System Functionality (X = 4.48). The study demonstrates that AR is a powerful innovation
capable of transforming food consumption from a “taste-based experience” to an “immersive
cultural experience.” The platform not only adds economic and cultural value to local
communities but also serves as a prototype that can be expanded to other regions of Thailand

in the future.

Keywords: Augmented Reality (AR), Gastronomy Tourism, Smart Tourism, Food Experience.
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Abstract

This study aims to classify the sustainability behavior of companies listed on the Stock
Exchange of Thailand using cluster analysis to reflect the level of ESG maturity and compare
it between industries and non-industries. The sample consisted of 503 companies in 2023.
Variables used for clustering included Sustainability Disclosure Score (GRI Score), Corporate
Governance Scores (CG Score), Return on Equity (ROE), and Financial Risk (D/A Ratio). Industry
type was excluded from the clustering model and analyzed later.

Analysis using Partitioning Around Medoids and Gower distance revealed that
companies could be classified into three groups: low ESG levels, medium ESG levels, and high
ESG levels. Statistical tests confirmed significant differences in GRI scores and corporate
governance quality between groups, while ROE and financial risk levels did not. Furthermore,
a weak linear relationship was observed between groups and industry type. Theoretically, the
research supports institutional and stakeholder theories, indicating that differences in
sustainability stem more from governance quality and disclosure ability than from financial
factors. This research offers policy recommendations for designing appropriate ESG promotion

measures based on the readiness of organizations in the Thai capital market.
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Introduction

Over the past decade, the concept of sustainability has become a key issue in shaping
the direction of global business operations, with environmental, social, and governance (ESG)
considerations receiving increasing attention from investors, regulators, and consumers (Eccles
& Klimenko, 2019, pp. 106-116). These forces have encouraged companies to operate with
greater transparency, assume responsibility for their impacts, and strengthen their corporate
governance systems. One of the widely accepted mechanisms used to demonstrate a
company's commitment to sustainability is the disclosure of sustainability information in
accordance with the Global Reporting Initiative (GRI), which enables stakeholders to consistently
evaluate sustainability performance across firms (KPMG, 2022, pp. 15-18). In addition, corporate
governance scores serve as another important indicator reflecting the quality of governance
systems and influencing credibility and investment decisions (Mallin, 2019, p. 30).

Although sustainability has become a global priority, ESG responses vary considerably
across industries due to differences in regulatory environments, stakeholder pressure, operational
risk exposure, and institutional expectations. Prior research suggests that industry-level
characteristics shape firms’ motivations and capacities to engage in sustainability disclosure and
ESG management (Fernando & Lawrence, 2014, pp. 200-223; Li, Li, & Minor, 2021, pp. 125-145).
From the viewpoint of institutional theory, industrial sectors that face stronger coercive,
normative, or mimetic pressures are more likely to adopt extensive ESG practices, while non-
industrial sectors may experience distinct stakeholder expectations and adopt different
sustainability strategies. These sector-specific institutional conditions provide a theoretical
justification for comparing ESG behaviors across industrial and non-industrial firms.

Cluster analysis has been widely used to classify companies based on patterns of
sustainability performance, offering insight into heterogeneous ESG behaviors and enabling
systematic grouping based on shared characteristics (Hair, Black, Babin, & Anderson, 2010, p.
477). However, empirical studies within the Thai context remain limited, particularly those that
investicate how firms in different sectors diverge in sustainability disclosure, corporate
governance quality, and financial risk. Existing Thai studies rarely incorporate sector-based
institutional differences or examine how these differences influence sustainability behavior.
This gap is increasingly important as recent evidence indicates that Thai industrial and non-
industrial sectors operate under distinct competitive conditions, regulatory pressures, and
stakeholder demands (Stock Exchange of Thailand, 2023, p. 145; Charoenrat & Amornkitvikai,
2021, pp. 1-20).
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Based on these limitations, the research problem addressed in this study concerns the
absence of empirical evidence on whether and how listed companies in different sectors of
the Thai capital market exhibit distinct patterns of sustainability behavior. Understanding these
differences is crucial for identifying sector-specific ESG strategies and for supporting
policymakers, regulators, and firms in designing more effective sustainability promotion
guidelines. Therefore, this study employs statistical clustering techniques to identify patterns
of sustainability behavior among Thai listed companies and to generate comparative insights
between industrial and non-industrial sectors, with the objective of enhancing understanding

of ESG dynamics within the Thai business environment.

Research Objectives

1. To classify companies in the Stock Exchange of Thailand according to their sustainability
behavior using GRI variables, CG Score, Profitability, and Financial Risk.

2. To describe the characteristics of each cluster obtained from the analysis.

3. To compare the proportion of companies in each cluster between industrial and

non-industrial sectors.

Scope of Research

The sample group in this research consisted of 503 listed companies in the Stock
Exchange of Thailand (SET) in 2023. Only companies with complete data on the variables used
in the study were selected, including sustainability scores according to the GRI framework (GRI
Score), Corporate Governance Score (CG Score), Profitability (ROE), Financial Risk (D/A Ratio),
and industry classification data (industry/non-industry). Companies in the financial industry
group, including banks, insurance companies, and securities companies, as well as real estate
investment trusts (REITs), were excluded from the study because these companies have
different business structures, financial statements, and reporting formats from the general
business sector, which may affect the analysis and classification of clusters (Chancharat,
Krishnamra, & Suriyamanee, 2022, pp. 45-62; The Stock Exchange of Thailand, 2023, pp. 15-18).
The sample group selection used a purposive sampling method, considering companies that
had disclosed information to the public completely and continuously throughout the data

collection period to ensure that the analysis results are accurate and reliable.
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Conceptual Framework

The content will be part of the research conceptual framework and the explanation

of the variables in the research conceptual framework.

GRI Score

Sustainability score based on the framework GRI

CG Score

Corporate Government Score

Profitability

Earning Capability

Financial Risk

Company Group Group proportion analysis between

(Cluster) industrial and non-industrial sectors

Figure 1 Conceptual Framework

Table 1 Variable Descriptions in the Research Framework

Variable Type Variable Description
Sustainability score based on
1. GRI Score
the GRI framework
Clustering Input Variables
2. CG Score Corporate governance score
3. Profitability Earning capability
Clustering Input Variables 4. Financial Risk Financial risk
Company type: Industrial /
Comparison Variable 5. Industry Type

Non-industrial
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Literature Review

Sustainability Disclosure and ESG

The concept of sustainability has become central in shaping business strategies,
especially with the increasing relevance of Environmental, Social, and Governance (ESG)
dimensions. Organizations are now expected to disclose their sustainability efforts transparently
in aligcnment with global standards such as the Global Reporting Initiative (GRI), which enables
stakeholders to assess their ESG performance comprehensively (KPMG, 2022, pp. 15-18). Eccles
& Klimenko (2019, pp. 106-116) emphasized that the pressure from investors and regulatory
bodies has shifted sustainability from a voluntary practice to a strategic imperative.

According to Freeman’s (1984, p. 111) stakeholder theory, sustainability disclosure
serves as a communication mechanism that reduces information asymmetry and enhances an
organization's accountability to multiple stakeholders. Therefore, GRI scores have become an
important indicator of how effectively an organization meets stakeholder expectations. Recent
empirical research (Baumgartner et al., 2022, pp. 361-389; Winit et al., 2023, pp. 1-18) shows
that higher levels of GRI disclosure enhance stakeholder trust and bring about corporate

reputational benefits.

Corporate Governance and ESG Transparency

Corporate governance is another vital dimension that correlates with ESG transparency
and investor confidence. Good governance systems not only mitigate agency problems but
also increase firm accountability and reputation (Mallin, 2019, p. 30). Companies with robust
governance structures are more likely to produce credible ESG reports and adopt sustainable
business models.

According to DiMaggio and Powell’s (1983, pp. 147-160) institutional theory, the quality
of corporate governance reflects institutional pressures such as regulatory requirements,
professional norms, and market expectations. A high CG score indicates that an organization
adheres to institutionally accepted standards of governance and ethical behavior. Recent
research (Amorelli & Garcia-Sanchez, 2021, pp. 1-18; Husted & de Sousa-Filho, 2022, pp. 923-952)
also found that effective governance mechanisms enhance ESG transparency and reduce the

likelihood of symbolic or superficial disclosures.

Industry Type and ESG Behavior
Studies have found that ESG practices often vary by industry due to differing
operational, regulatory, and stakeholder contexts. Fernando & Lawrence (2014, pp. 200-223)

noted that firms in environmentally sensitive industries face greater scrutiny, prompting them
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to disclose more sustainability information. In contrast, service-oriented sectors may adopt
ESG practices more proactively due to their flexibility and stakeholder engagement models.
According to Suchman’s (1995, pp. 571-610) legitimacy theory, firms operating in high-
impact industries such as manufacturing typically face stronger societal expectations and, as
a result, tend to disclose ESG information more proactively to maintain their legitimacy. Recent
empirical evidence (Kim & Lyon, 2023, pp. 345-362; Zhuang, Chang, & Lee, 2021, pp. 985-1007)
indicates that firms in industrial sectors tend to report ESG information more prominently in

response to public concerns and mitigate threats to corporate legitimacy

Cluster Analysis in ESG Research

Cluster analysis offers a powerful method for segmenting companies based on ESG-
related behaviors, allowing researchers to explore hidden patterns without pre-defined
categories (Hair, Black, Babin, & Anderson, 2010, p. 47 7). Eccles, Loannou, & Serafeim (2014,
pp. 2835-2857) further categorized companies along an ESG maturity spectrum from reactive
to proactive ESG strategists highlighting the diversity of sustainability adoption across firms.
The application of cluster analysis thus provides valuable insights into strategic groupings and
enables benchmarking within and across industries.

Recent research (Della Torre, Mango, & Rizzo, 2022, pp. 344-369; Liu & Wu, 2023, p. 7895)
supports the use of clustering techniques to classify companies based on their sustainability
behavior, governance quality, and financial characteristics. Applying clustering analysis to GRI
scores, CG scores, profitability, and financial risk can reveal strategic groupings of companies

and facilitate effective cross-industry comparisons.

Research Gap and Contextual Relevance

In the Thai context, prior ESG research has predominantly focused on linear relationships
between sustainability performance and firm outcomes (Chancharat, Krishnamra, & Suriyamanee,
2022, pp. 45-62). Limited studies have explored how Thai firms can be classified based on ESG
behaviors, particularly in terms of industry comparisons. This study aims to fill that gap by
examining the influence of financial performance, risk, governance, and industry context on
ESG behavior using cluster analysis.

Considered from the perspectives of stakeholder theory, institutional theory, and
legitimacy theory, ESG behavior is multidimensional and influenced by information disclosure,
governance quality, profitability, leverage, and industry context. The research gap in using

clustering to study ESG has limited understanding of the classification of Thai companies
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according to these characteristics and the role of industry type in clustering patterns. This
study aims to bridge this gap by applying clustering analysis to GRI disclosures, CG Scores,
Return on Equity (ROE), and Debt-to-Asset (D/A Ration) in different industry contexts.

Hypotheses Development

Based on the above review, the following hypotheses are proposed:

H1: Listed companies in Thailand are expected to form distinct clusters based on their
ESG-related attributes (GRI Score, CG Score, ROE, and D/A Ratio).

H2: The clusters are expected to show differences in ESG performance (GRI Score and
CG Score).

H3: Industry type (industrial vs. non-industrial) is expected to be associated with cluster
membership, rather than determining it.

H4: Differences in profitability (ROE) and financial risk (D/A Ratio) are not expected to

be significant among the ESG clusters.

Methodology

This study employs a quantitative research design to classify companies based on their
sustainability behavior using appropriate multivariate clustering techniques for mixed-type
data. The methodology consists of four major stages: Data Preparation, Variable Measurement,

Clustering Procedure, and Post-clustering Validation.

Stagel: Data Preparation and Preprocessing

Before conducting the clustering analysis, the dataset underwent a systematic data
cleaning and preprocessing process to ensure accuracy and analytical robustness.

1. Handling Missing Data:

Missing values were examined using descriptive diagnostics and were handled by
applying median imputation for continuous variables and mode imputation for binary variables
to minimize distortion in data distribution.

2. Treatment of Outliers:

Outliers in continuous variables (e.g., financial ratios) were detected using the
interquartile range (IQR) method and winsorized at the 1 and 99" percentiles to reduce
extreme-value influence.

3. Standardization of Variables:

All continuous variables (Sustainability Score, ROE, Financial Risk ratio) were standardized
using z-scores prior to clustering to ensure equal weighting regardless of scale. This step is

essential because clustering algorithms are sensitive to variable scale.
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4. Data Type Specification:
Industry Type was treated strictly as a post-clustering categorical variable (not as a

clustering input) to avoid bias, consistent with mixed-data clustering standards.

Stage 2: Measurement of Variables
Table 2 summarizes the variable definitions, measurement methods, and data sources

following reviewer recommendations.

Table 2 Measurement of Variables

Variable Name Measurement Method Source

Disclosure score based on the
Global Reporting Initiative (GRI)

Company Sustainability
Sustainability Standards (GRI 2021) covering

. _ Reports, SET Market Data
economic, environmental, and

social categories

Dummy variable: 1 = Industrial
. . SET Industry Classification
Industry Type sector, 0 = non-industrial sector

(used only for Post-hoc analysis)

Debt-to-Assets Ratio (D/A) = SETSMART / Company
Financial Risk

Total Debt / Total Assets Financial Statements
Profitability ROE = Net Profit / Total Equity SETSMART

Corporate Governance Score
from IOD’s Corporate .

Corporate Governance Thai IOD CGR Database
Governance Report (CGR): 1 =

Excellent/Very Good, 0 = Others

Stage 3: Clustering Technique

Given that the dataset contains both continuous variables (e.g., ROE, D/A Ratio,
Sustainability Score) and binary variables (CG Score), a clustering method suitable for mixed-
type data was applied.

Distance Metric

Gower Distance

Gower’s coefficient was used to compute pairwise dissimilarities, as it supports mixed

data types and prevents bias from high-scale variables.
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Clustering Algorithm

Partitioning Around Medoids (PAM / k-medoids)

The PAM algorithm was applied because it is robust to noise, appropriate for mixed
data, and compatible with Gower Distance, unlike K-means which requires continuous
variables and Euclidean Distance.

Determining the Optimal Number of Clusters

To justify and validate the selection of the number of clusters:

1. Elbow Method (using within-cluster dissimilarity)

2. Average Silhouette Width

3. Gap Statistic

These three criteria were computed, and the number of clusters was selected based

on convergence of evidence from all metrics rather than arbitrary assisnment.

Stage 4: Post-Clustering Statistical Validation

After obtaining cluster groups, statistical procedures were applied to test the
distinctness and interpretability of the clusters.

Differences in Continuous Variables

1. ANOVA was used when the variable met normality and homogeneity assumptions.

2. Kruskal-Wallis Test was applied for non-normal distributions.

This confirmed whether Sustainability Score, ROE, and Financial Risk differed significantly
between clusters.

Differences in Corporate Governance Score (binary variable)

3. Chi-square Test of Independence

Used to examine whether CG score patterns varied significantly across clusters.

Industry Composition Analysis

Industry Type was analyzed only after clustering using the Chi-square Test to identify
whether industrial vs. non-industrial companies were unevenly distributed across clusters.

This approach ensures that industry classification interprets cluster behavior rather

than influences cluster formation.
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Results

Descriptive Statistics

Table 3 Descriptive Statistics of the Variables

Standard
Variable N Minimum Maximum Mean

Deviation
GRI Score 503 23 74 42.1 8.65
CG Score 503 0 1 0.71 0.45
Profitability (ROE) 503 -4.8 3.95 0.07 0.34
Financial Risk (D/A) 503 0.02 1.75 0.46 0.22
Industry Type (Post-hoc only) 503 0 1 0.52 0.5

From Table 3, the descriptive statistics of 503 listed companies show that the
sustainability disclosure score (GRI Score) has a mean value of 42.10 with moderate variability
(standard deviation of 8.65), indicating noticeable differences in sustainability reporting levels
among firms. The Corporate Governance Score (CG Score) also shows variation, with a mean
of 0.71 and a standard deviation of 0.45, suggesting that a majority of companies demonstrate
acceptable to relatively strong governance practices, while some firms still lag behind.

Profitability, measured by Return on Equity (ROE), shows a relatively low average level
of 0.07 but a wide dispersion (standard deviation of 0.34), reflecting substantial heterogeneity
in firm performance. Financial Risk, measured by the Debt to Assets Ratio (D/A Ratio), exhibits
moderate variation, with a mean of 0.46 and a standard deviation of 0.22, indicating differences
in leverage levels across companies. Industry Type shows a relatively balanced distribution
between industrial and non industrial firms, supporting its suitability for post-hoc comparison

rather than use as a clustering input.

Cluster Analysis Results

To determine the appropriate number of clusters, multiple diagnostic criteria were
applied, including the Elbow Method, Average Silhouette Width, and Gap Statistic. The results
from all three measures consistently support a three cluster solution. Specifically, the average
silhouette width reaches its highest value at k equals 3, while both the Gap Statistic and the
Elbow criterion indicate diminishing marginal improvements when additional clusters are

introduced. This convergence of evidence suggests that a three-cluster solution provides the
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most appropriate balance between cluster separation and within cluster homogeneity.
Detailed diagnostic results are reported in Appendix A.

Based on this determination, the clustering analysis was conducted using the
Partitioning Around Medoids algorithm with Gower Distance, incorporating four input variables:
GRI Score, CG Score, Profitability measured by ROE, and Financial Risk measured by the Debt
to Assets Ratio. Industry type was deliberately excluded from the clustering inputs and
examined only in post-hoc analysis to avoid methodological bias. The final solution classifies

firms into three clusters, and the resulting cluster profiles are presented in Table 4.

Table 4 Cluster Analysis Results

Cluster 1: Cluster 2: Cluster 3:
Low ESG Moderate ESG High ESG
Variable

Maturity Maturity Maturity

(n=176) (n=244) (n=83)
GRI Score (Mean) 34.1 45.8 59.6
CG Score (Proportion = 1) 0.58 0.72 0.91
Profitability (ROE) 0.05 0.08 0.07
Financial Risk (D/A) 0.49 0.44 0.41

From Table 4, the companies can be clearly grouped into three distinct clusters based
on their sustainability and governance characteristics. Cluster 3 shows the highest performance
in both dimensions, with the highest average GRI Score of 59.60 and the highest proportion of
firms with high Corporate Governance Scores (CG = 0.91), indicating that companies in this
group demonstrate the strongest sustainability disclosure practices and the most robust
governance structures. In contrast, Cluster 1 exhibits the lowest mean scores, with a GRI Score
of 34.10 and a CG Score of 0.58, reflecting substantially weaker ESG maturity relative to the
other clusters. Cluster 2 lies between the two, with moderate levels of sustainability disclosure
and governance quality (GRI = 45.80; CG = 0.72), and represents the largest proportion of firms
in the sample (244 companies), followed by Cluster 1 (176 companies) and Cluster 3

(83 companies).
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With respect to financial characteristics, the mean Profitability (ROE) and Financial Risk
(D/A Ratio) do not display pronounced differences across clusters. Profitability remains
relatively comparable among the three groups, while Financial Risk shows a modest declining
pattern from the low-ESG cluster to the high-ESG cluster. This pattern suggests that financial
performance and leverage are not the primary factors driving cluster differentiation. Despite
not being the largest group, Cluster 3 clearly stands out as the ESG leader, reinforcing the
notion that higher sustainability and governance quality are not necessarily associated with

cluster size or superior short-term financial outcomes.

Cluster Characteristics

To further illustrate the characteristics of the clusters identified in the revised PAM
Gower solution, this section examines patterns of sustainability disclosure, corporate
governance quality, and financial attributes across the three groups. As summarized in Table
4, the clusters primarily differ in terms of ESG related dimensions, particularly sustainability
disclosure and governance quality, rather than financial performance. Firms in Cluster 3 exhibit
the highest level of ESG maturity, characterized by substantially higher GRI disclosure scores
and a greater proportion of companies with strong corporate governance practices. In contrast,
Cluster 1 represents firms with comparatively weaker sustainability disclosure and governance
structures, suggesting lower organizational readiness for ESG integration. Cluster 2 occupies an
intermediate position, reflecting firms that have achieved moderate levels of ESG
development and may be in a transitional stage toward more advanced sustainability practices.

With respect to financial characteristics, the mean levels of profitability and financial
risk appear broadly comparable across clusters, with no pronounced separation observed at
the descriptive level. This pattern indicates that although firms differ meaningfully in their ESG
related attributes, such differences are not necessarily accompanied by systematic variation
in short term financial performance or leverage. To formally assess whether the observed
differences are statistically significant, post clustering inferential tests are conducted and

reported in Table 5.
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Table 5 Statistical Tests of Differences Across Clusters (Post-clustering Validation)

Variable Test Test Statistic df p-value
GRI Score One-way ANOVA F =865.42 (2, 500) < 0.001
CG Score Chi-square test 2=14.87 2 < 0.001
Profitability (ROE) One-way ANOVA F=094 (2, 500) 0.39
Financial Risk (D/A) One-way ANOVA F=121 (2, 500) 0.298

From Table 5, the results of the post clustering statistical tests used to compare key
variables across the three clusters show clear differences in sustainability related factors, while
financial variables do not differ significantly. The one-way ANOVA results indicate that the GRI
Score differs significantly among the clusters, with a high F value and a p value lower than
0.001. This finding confirms that sustainability disclosure levels play a major role in
distinguishing the clusters. In addition, the Chi-square Test for the Corporate Governance Score
also shows a statistically significant difference across clusters, suggesting that governance
quality varies meaningfully among firms with different levels of ESG maturity.

In contrast, the results for financial characteristics do not show statistically significant
differences. Profitability measured by ROE yields an F value of 0.94 with a p value of 0.390,
while Financial Risk measured by the Debt to Assets Ratio shows an F value of 1.21 with a p
value of 0.298. These results indicate that short term financial performance and leverage
levels are relatively similar across the three clusters.

Overall, these findings suggest that although companies differ clearly in terms of
sustainability disclosure and governance quality, financial performance and financial risk do
not statistically distinguish the clusters. This supports the interpretation that the clustering
structure is primarily driven by ESG related characteristics, especially sustainability disclosure

and governance practices, rather than by financial outcomes when considered individually.

Table 6 Association Between Cluster Membership and Industry Type Post-hoc Analysis

Statistic Value df p value
Pearson Chi-square 7.84 2 0.097
Likelihood Ratio 7.99 2 0.092
Linear by Linear Association 4.21 1 0.04
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From the analysis of the relationship between the cluster groups and industry type
using the Chi-square Test, the Pearson Chi-square value is 7.84 with a p value of 0.097, which
is slightly higher than the conventional significance level of 0.05. Therefore, based on this
statistic, it cannot be concluded that there is a statistically significant overall association
between cluster membership and industry type.

However, the Likelihood Ratio statistics show a value of 7.99 with a p value of 0.092.
Although this p value is lower than that of the Pearson Chi-square Test, it still does not reach
the 0.05 threshold. This result similarly suggests that the relationship between cluster
membership and industry type is not statistically significant under this criterion.

Nevertheless, the Linear-by-Linear Association statistics, which examine the presence
of a trend relationship between the two variables, has a value of 4.21 with a p value of 0.040.
This finding indicates a weak but statistically significant linear trend between cluster
membership and industry type. In other words, although the overall association is not strong
enough to be detected by the Pearson Chi Square or Likelihood Ratio tests, there is evidence
of a modest directional pattern linking sustainability related cluster grouping with the type of

industry in which companies operate.

Discussion

The overall research results reflect several important aspects regarding the
sustainability behavior of listed companies in Thailand. The descriptive results show that firms
differ clearly in terms of sustainability disclosure and corporate governance quality, as
reflected in the revised cluster profiles. Companies in the sample exhibit varying levels of ESG
maturity, with sustainability disclosure scores and governance practices differing substantially
across groups. In contrast, financial indicators such as profitability and financial risk display
relatively similar patterns across clusters, indicating that firms with different levels of ESG
maturity do not necessarily differ in their short-term financial performance or leverage structure.

The cluster analysis helps to clarify these differences by identifying three distinct
groups of companies. Cluster 3 represents firms with the highest level of ESG maturity,
characterized by the strongest sustainability disclosure practices and the highest proportion
of firms with strong corporate governance. These firms reflect a more strategic and integrated
approach to ESG implementation. Cluster 1 consists of companies with lower sustainability
disclosure levels and weaker governance structures, suggesting limited organizational

readiness for ESG adoption or a more compliance-oriented approach. Cluster 2 lies between
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these two groups and represents firms with moderate ESG development, indicating that a
large proportion of listed companies are in a transitional stage of sustainability adoption as
they gradually respond to increasing stakeholder and regulatory expectations.

The post clustering statistical tests reported in Table 5 further support these
observations. The results confirm that sustainability disclosure and corporate governance quality
differ significantly across clusters, while profitability and financial risk do not show statistically
significant differences. This implies that financial performance and leverage are not the primary
factors determining ESG cluster membership. Instead, the clustering structure is driven mainly
by ESG related characteristics, particularly sustainability disclosure and governance practices.
This finding is consistent with the ESG literature, which emphasizes that sustainability leadership
is shaped more by corporate strategy, governance quality, and disclosure capability than by
financial outcomes alone.

The comparison of clusters by industry type adds another dimension to the
interpretation. The results in Table 6 show that the Pearson Chi-square and Likelihood Ratio
tests do not indicate a statistically significant overall association between cluster
membership and industry type. However, the Linear-by-Linear Association reveals a weak
but statistically significant trend, suggesting a modest directional relationship between
industry type and ESG cluster membership. This finding indicates that while industry
classification does not determine ESG maturity, companies in certain industries may be more
likely to exhibit higher or lower levels of ESG development. From an institutional theory
perspective, this pattern may reflect differences in regulatory pressure, societal expectations,
and industry norms that influence firms’ sustainability behavior. Stakeholder theory similarly
suggests that firms operating in industries with more influential stakeholders may face
stronger incentives to improve sustainability disclosure and governance practices.

Nevertheless, the absence of a strong overall association between industry type and
cluster membership suggests that internal organizational factors play a more important role
than industry structure in shaping sustainability behavior. Factors such as governance strength,
organizational culture, and sustainability strategy appear to be more critical drivers of ESG
maturity than financial conditions or industry classification alone. Overall, the revised findings
reinforce the view that differences in corporate sustainability behavior among Thai listed
companies are primarily driven by internal systems and strategic choices, highlighting the
importance of governance driven and systematically managed ESG practices within

organizations.
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Conclusion

From the analysis of data from 503 listed companies in the Stock Exchange of Thailand
using a revised cluster analysis approach based on sustainability and financial variables,
including GRI Score, CG Score, Profitability, and Financial Risk, the findings indicate that
companies can be classified into three distinct clusters with clearly different levels of
sustainability performance and governance quality. The first cluster represents firms with
relatively low levels of sustainability disclosure and weaker corporate governance practices,
suggesting limited ESG readiness or a lower organizational emphasis on transparency. Although
their profitability and financial risk levels are broadly comparable to those of other clusters,
the descriptive patterns indicate that these firms may face greater challenges in responding to
evolving ESG expectations.

The second cluster reflects companies with moderate levels of sustainability disclosure
and governance quality. As the largest group in the sample, this cluster appears to represent
firms that are in a transitional stage of ESG maturity, gradually developing sustainability
practices in response to increasing regulatory requirements and stakeholder pressures. The
characteristics of this group suggest an adaptive approach to ESG engagement rather than a
fully proactive or strategically integrated model.

The third cluster consists of companies with the highest sustainability disclosure scores
and the strongest governance structures. Despite not being the largest group, firms in this
cluster exhibit patterns consistent with more advanced ESG integration. Their strong
performance in sustainability and governance is more likely to reflect higher strategic
commitment and organizational capacity rather than differences in short term financial
performance or industry structure. The Post-hoc analysis further reveals only a weak linear
trend between cluster membership and industry type, indicating that while industry context
may influence ESG orientation to some extent, it does not fully determine a firm’s level of
ESG maturity.

From a theoretical perspective, the findings contribute to the understanding that
sustainability differentiation among firms is driven primarily by organizational governance
quality and disclosure capability rather than by financial characteristics. This supports
institutional and stakeholder perspectives, which emphasize that firms progress in ESG
maturity due to normative pressures, strategic choices, and internal governance mechanisms

rather than financial conditions alone.

Burapha Journal of Business Management, Burapha University, Vol. 15 No. 1 January - June 2026 140




From a managerial perspective, the results provide practical implications for both firms
and policymakers. Companies in the low ESG cluster may benefit from targeted capacity
building initiatives, governance strengthening efforts, and improvements in sustainability
reporting systems. Firms in the moderate ESG cluster could enhance their ESG performance
by more clearly integrating sustainability considerations into core business operations and
strategic planning. Companies in the high ESG cluster may serve as benchmarks and role
models, demonstrating best practices that can be adapted by other firms. Policymakers and
regulators may also use the cluster profiles to design differentiated ESG promotion and
support measures that align with the varying levels of organizational readiness.

Overall, the revised findings highlight the different stages of ESG maturity among Thai
listed companies and underscore the importance of governance driven and strategically
managed pathways in advancing sustainability performance. These insights contribute to both
academic research and policy development by providing a clearer understanding of how firms

differ in their sustainability behavior and how ESG advancement can be effectively supported.

Recommendations

Based on the results of the study, which indicate that sustainability disclosure and
corporate governance quality are the primary factors distinguishing the three ESG clusters,
future research should consider expanding the range of ESG related variables to capture a
broader and more comprehensive view of corporate sustainability practices. While this study
employs GRI and CG scores as the main indicators, incorporating additional dimensions such
as carbon emission disclosure, labor and human rights policies, or gender diversity and equality
measures would allow a more detailed classification of firms and provide clearer
differentiation between low and high ESG maturity groups.

To enhance interpretive depth, future studies may integrate mixed research methods
by combining quantitative clustering techniques with qualitative approaches. Given that the
moderate ESG cluster represents firms in a transitional stage of sustainability maturity,
qualitative insights obtained from executives, sustainability managers, or governance officers
could help explain the internal motivations, organizational constraints, and governance
mechanisms that influence ESG development. Such an approach would enrich the
understanding of how strategic intent and internal processes differ across clusters and

contribute to firms’ progression toward higher ESG performance.
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Since the identified clusters reflect different stages of ESG maturity, longitudinal
analysis would offer valuable insights into how firms evolve over time. Examining changes in
cluster membership across multiple years could reveal whether companies with initially low
ESG performance are improving, whether firms in the moderate cluster are transitioning toward
higher ESG maturity, and whether leading firms are able to sustain their ESG practices over the
long term. This perspective would be particularly useful for policymakers and practitioners
seeking to understand dynamic ESG development trajectories.

Although the results indicate that profitability and financial risk do not differ
significantly across clusters in the short term, future research should explore the potential
long-term implications of ESG maturity for firm performance. Investigating outcomes such as
market valuation, cost of capital, corporate reputation, or risk resilience would provide deeper
insights into whether and how different levels of ESG maturity translate into strategic and
economic benefits over time.

For broader generalization and policy relevance, future studies could also extend the
analysis to regional or international contexts. Comparing clustering patterns among firms in
different ASEAN countries or in markets with varying ESG regulatory environments would help
identify the role of external institutional factors and provide useful benchmarks for policy
design and corporate improvement.

From a practical perspective, the findings suggest that different clusters require tailored
management and policy responses. Companies in the low ESG cluster may benefit from
capacity building initiatives, strengthened governance frameworks, and targeted support to
improve sustainability reporting and disclosure practices. Firms in the moderate ESG cluster
could enhance their performance through structured ESG roadmaps that help integrate
sustainability more clearly into business operations and strategic planning. High ESG firms can
serve as benchmarks and role models, contributing to the diffusion of best practices and
supporting sector wide ESG standard setting. For policymakers and regulators, understanding
the distinct characteristics and readiness levels of each cluster enables the development of
more effective ESG promotion measures, targeted resource allocation, and regulatory

frameworks that support sustainable business transformation.
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Appendix A

Clustering Recalculation and Validation Evidence

This appendix provides additional methodological details and validation evidence to
confirm that the clustering analysis was fully re executed following the revised specification,
as recommended by the reviewers. The information presented here is intended to enhance

transparency, reproducibility, and credibility of the clustering results reported in the main text.

A1 Final Clustering Specification
The clustering analysis was re executed using a revised methodological framework

designed to accommodate mixed data types and reduce potential methodological bias.

Clustering Input Variables

1. Sustainability Disclosure Score based on the GRI framework

2. Corporate Governance Score coded as 1 for Excellent or Very Good and 0
otherwise

3. Profitability measured by Return on Equity

4. Financial Risk measured by the Debt to Assets Ratio

Excluded variable
Industry type was explicitly excluded from the clustering inputs and was examined

only in post clustering analysis to avoid methodological tautology.

Clustering Technique
Partitioning Around Medoids method was applied to classify firms into homogeneous

groups based on sustainability related characteristics.

Distance Measure
Gower Distance was used to compute dissimilarities, as it is suitable for datasets

containing both continuous and binary variables.

Data Preprocessing

All continuous variables were standardized prior to clustering to ensure equal
weighting. Outliers were treated using winsorization at the lower and upper percentiles. Missing
values were handled using median imputation for continuous variables and mode imputation

for categorical variables.

Burapha Journal of Business Management, Burapha University, Vol. 15 No. 1 January - June 2026 143




Software and Reproducibility
The analysis was conducted using R statistical software. The clustering procedure was
implemented using established clustering packages. A fixed random seed was applied to

ensure reproducibility of the results.

A2 Cluster Selection Diagnostics
To determine the appropriate number of clusters, multiple diagnostic criteria were
applied, including the elbow Method, Average Silhouette Width, and Gap Statistic. The

convergence of these criteria was used to select the final clustering solution.

Table 7 Cluster Selection Diagnostics

Number of
Elbow Criterion Silhouette Width Gap Statistic
clusters
2 0.421 0.41 0.38
3 0.287 0.53 0.61
4 0.254 0.47 0.55
5 0.231 0.42 0.49
6 0.219 0.39 0.46

All three diagnostics consistently indicate that a three-cluster solution provides the
best balance between cluster compactness and separation. Improvements beyond three

clusters are marginal, supporting the selection of three clusters for the final analysis.

A3 Core Clustering Outputs
Cluster Sizes

The revised clustering solution yields the following distribution of firms across clusters.

Table 8 Cluster Sizes

Cluster ESG maturity interpretation Number of firms
Cluster 1 Low ESG maturity 176
Cluster 2 Moderate ESG maturity 244
Cluster 3 High ESG maturity 83

Total 503
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Table 9 summarizes the key characteristics of each cluster based on the revised
clustering results. These values correspond to the descriptive results reported in Table 4 of

the main text.

Table 9 Summary of Cluster Characteristics

Cluster 1 Cluster 2 Cluster 3
Variable
Low ESG Moderate ESG High ESG
Mean GRI Score 34.1 45.8 59.6
Proportion with high CG Score 0.58 0.72 0.91
Mean profitability ROE 0.05 0.08 0.07
Mean financial risk D/A 0.49 0.44 0.41

The cluster profiles indicate that sustainability disclosure and governance quality

increase clearly across clusters, while financial characteristics show only modest variation.

Ad Comparison with Earlier Specification
To assess the impact of the revised clustering method, cluster memberships obtained

from the new PAM Gower solution were compared with those from the earlier specification.

Table 10 Changes in Cluster Membership

Outcome Number of firms Percentage
Firms remaining in the same cluster 381 75.7
Firms reassigned to a different cluster 122 24.3
Total 503 100

Approximately one quarter of firms were reassigned under the revised specification,
confirming that the clustering analysis was fully re executed and not mechanically replicated
from the earlier model.

A5 Concluding Remarks on Robustness

The additional diagnostics and comparison results presented in this appendix confirm
the robustness of the revised clustering solution. While the overall three cluster structure
remains stable, meaningful changes in cluster sizes and firm assignments demonstrate
sensitivity to the revised methodology. These findings support the interpretation that ESG
maturity among Thai listed companies is primarily driven by sustainability disclosure and

governance quality rather than by financial characteristics or industry classification.
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Abstract

This study examines the influence of the service marketing mix (7Ps) on customer
satisfaction and loyalty in badminton court services in Chiang Mai, Thailand, addressing a gap
in understanding how individual 7Ps elements differentially impact these outcomes in
recreational sports contexts. Data collected from 390 respondents were analyzed using
multiple regression analysis. Customer satisfaction and customer loyalty were analyzed as
separate dependent variables, and no mediating relationship was tested. Findings indicate that
product quality positively predicts customer satisfaction (p =0.036), whereas price exhibits a
significant negative association (p=0.014). Physical evidence has a positive impact on loyalty
(p =0.010), whereas promotional activities affect it negatively (p=0.016). The remaining
marketing mix elements (Place, People, and Process) demonstrate no statistically significant
relationships with satisfaction or loyalty. These results illuminate the importance of
maintaining high-quality service offerings and facilities to enhance satisfaction, and the strategic
use of environmental cues to foster loyalty. Theoretically, the study contributes to service
marketing theory by revealing the asymmetric effect of the 7Ps on satisfaction and loyalty in
the recreational sports sector. Managerially, the findings provide actionable insights for
badminton center operators to prioritize service quality and facility infrastructure while

carefully managing pricing and promotional strategies to optimize customer outcomes.
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Introduction

Badminton has become one of Thailand's most beloved sports, bolstered by the
international success of athletes such as Ratchanok Inthanon and government health
promotion campaigns. With the rise in popularity comes a rise in badminton-related
businesses, among which court rental services have become quite competitive in cities like
Chiang Mai, a hub for recreational and semi-professional players (Seepui et al., 2022).

In service sectors like sports and leisure, the 7Ps marketing mix is a fundamental tool
to evaluate and improve service delivery (Product, Price, Place, Promotion, People, Process,
and Physical Evidence). Recent studies affirm that factors like product quality, pricing
transparency, and smooth service have significant effects on both customer satisfaction and
long-term loyalty in recreational spots (Huang & Kim, 2023, p. 1; So, Yang, & Li, 2024, p. 253).
However, how these elements play out may differ significantly depending on culture and local
business environments.

In the context of sport facilities such as badminton courts, players’ satisfaction
depends heavily on cleanliness, court design, and staff interaction (Bitner, 1992, p. 57; Huang
& Kim, 2023, p. 1).Furthermore, digital tools are becoming key mechanisms for crafting personalized
experiences and deepening emotional connections with customers, including mobile apps,
online booking platforms, and social media engagement (McKinsey & Company, 2023).
We must note how much relationship-building matters in service industries, where switching
to a different provider is very easy.

The rising demand for badminton facilities has increased competition, and many
providers struggle to build enduring customer relationships and set themselves apart in Chiang
Mai’s saturated market. Although extant literature has investigated the application of the 7Ps
marketing mix within hospitality and sports sectors, there is a lack of empirical research that
specifically examines their differential and asymmetric influence on customer satisfaction and
loyalty in the context of regional badminton services (Bamrungsang & Thanaiudompat, 2024,
p. 14; Cardoso et al,, 2022, p. 2). This gap is particularly salient given evolving consumer
preferences.

This study aims to address this gap by empirically assessing how each component of the
7Ps marketing mix influences customer satisfaction and loyalty in badminton court services in
Chiang Mai. Through a quantitative research design involving 390 respondents across multiple

venues, the study provides actionable insights for service providers seeking to improve their
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competitive positioning. By offering insights into customer behavior within a specialized
recreational service domain, the study advances scholarly discourse on service marketing in
Southeast Asia and offers empirically grounded recommendations for refining service

management strategies in this sector.

Research Objective

1. To examine the influence of the service marketing mix (7Ps) on customer satisfaction
in badminton court services in Chiang Mai.

2. To examine the influence of the service marketing mix (7Ps) on customer loyalty in
badminton court services in Chiang Mai.

3. To develop strategic recommendations for service providers to enhance satisfaction

and foster loyalty via their 7Ps framework.

Scope of Research

This study examines how the service marketing mix (7Ps: Product, Price, Place,
Promotion, People, Process, and Physical Evidence) influences customer satisfaction and
loyalty among badminton court users in Chiang Mai, Thailand. The research focuses on adults,
aged 18 and above, who use these facilities for recreational or semi-competitive play. The
study is limited to Chiang Mai Province. It specifically examines private commercial badminton
courts, leaving out public venues, university courts, and nonprofit providers to keep the
environment consistent and relevant for business management purposes.

Using a quantitative, cross-sectional design, the researchers collected data through
structured questionnaires filled out in person by 390 participants across 13 different locations.
Based on current thinking in service marketing, customer satisfaction and loyalty are treated
as related but separate outcomes; this study does not measure factors like customer trust,
emotional attachment, or the difficulty of switching providers; instead, it focuses strictly on
the influence of the 7 Ps. This study does not examine mediation effects and focuses

exclusively on the direct influence of the service marketing mix on each outcome variable.
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Conceptual Framework

The conceptual framework focuses on direct relationships only, consistent with the
use of multiple regression analysis. Product quality is crucial in shaping customers’ perception.
Durable flooring, standardized equipment, and well-maintained amenities have been shown
to enhance customer satisfaction and encourage people to come back (Chaisiri, 2018, p. 55).
Quality enhances the perceived value of the service and ensures reliability, leading to more
positive customer behaviors. Based on this understanding, the following hypotheses are
proposed (see Figure 1)

H1a: Product quality has a positive impact on customer satisfaction.

H2a: Product quality has a positive impact on customer loyalty.

Pricing remains crucial in how customers evaluate services. When pricing is clear and
fair, it builds trust and lessens perceived risks—especially in competitive recreational markets.
However, if customers feel the price doesn’t match the value offered, they are discouraged
from using the service in the first place.

H1b: Price has a positive impact on customer satisfaction.

H2b: Price has a positive impact on customer loyalty.

The location and accessibility of a badminton facility—including easy access,
convenient parking, and flexible scheduling options—tend to attract not only immediate visits
but also encourage customers to keep coming back over time (Bamrungsang &
Thanaiudompat, 2024, p. 14; Seepui et al., 2022).

Hlc: Place (location and accessibility) has a positive impact on customer satisfaction.

H2c: Place (location and accessibility) has a positive impact on customer loyalty.

Promotion covers a range of activities, including marketing communications, special
member incentives, and outreach through digital channels. When done well, promotions can
increase awareness and encourage people to try the service; but overly aggressive or irrelevant
campaigns may damage the brand’s perceived credibility and trust (Kotler & Keller, 2019;
McKinsey & Company, 2023).

H1d: Promotion has a positive impact on customer satisfaction.

H2d: Promotion has a positive impact on customer loyalty.

Process refers to how the service is delivered. This includes easy online booking, quick
check-in procedures, and clear conflict resolution. A smooth, efficient process can increase
satisfaction and help build lasting loyalty (Huang & Kim 2023, p. 1).

Hle: Efficient processes have a positive impact on customer satisfaction.

H2e: Efficient processes have a positive impact on customer loyalty.
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Independent Variables Dependent Variables

Service Marketing Mix (7Ps)

Product (PROD)

Price (PR)

Customer Satisfaction (CS)

Place (PL)

Customer Loyalty (CL)

Promotion (PROMO)

People (PPL)

Process (PROC)

Physical Evidence (PE)

Figure 1 Conceptual Framework

People, especially front-line staff and instructors, play a crucial role in shaping the
service experience through their interactions with customers. When staff members are
empathetic, attentive, and well-trained, they significantly improve how customers perceive
the quality of service, which in turn enhances both satisfaction and trust (Chaisiri, 2018, p. 57).

H1f: Staff competence and behavior have a positive impact on customer satisfaction.

H2f: Staff competence and behavior have a positive impact on customer loyalty.

Physical evidence includes elements like the design of the facility, cleanliness, lighting,
and signage. In badminton courts, well-kept and visually appealing environments help create
an emotional connection with customers, encouraging them to return regularly (Bitner, 1992,
p. 57; So, Yang, & Li, 2024, p. 253).

H1lg: Physical evidence has a positive impact on customer satisfaction.

H2g: Physical evidence has a positive impact on customer loyalty.
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Literature Review

The marketing mix consists of 7Ps, namely product, Price, Place, Promotion, Process,
People, and Physical Evidence. The 7Ps is one of the common frameworks that is usually
introduced to understand consumer behavior in the service industry. The 7Ps was originally
introduced in 1981 by Booms and Bitner and originated from the 4Ps. Booms and Bitner added
some aspects to make 7Ps more reliable. Such as Service Delivery, People Interactions, and
Physical Environment. All of the elements are vital to the marketing strategy; these elements
usually determine how customers see the service (Lovelock & Wirtz, 2021, p. 24). Some of the
recreational businesses, such as sports facilities, use the 7Ps as a vital instrument to evaluate
customer satisfaction and loyalty (So, Yang, & Li, 2024, p. 253). Prior empirical evidence in
Thailand also indicates that not all marketing mix elements exert equal influence on consumer
satisfaction. For example, Sermboonsang et al. (2025) demonstrated that only selected salient
features of the marketing mix significantly influenced consumer satisfaction in running shoe
purchases in Chiang Mai Province.

Product quality extends beyond physical appearance, such as court floors or sports
equipment. In fact, a product also refers to the reliability and consistency of service delivery.
Several studies show that a well-maintained facility with a high-quality surface as well as
specialized badminton coaches tends to draw new customers and get a high index of
customer satisfaction (Huang & Kim, 2023, p. 1; Bamrungsang & Thanaiudompat, 2024, p. 14).
The cleanliness of the facility and regular upgrades also promote return customers. (Chaisiri,
2018, p. 57).

Price is clearly the major factor driving how customers would buy a service, as well as
rating a service after buying. If one can set clear pricing and match the customers’ tastes, then
customers are likely to buy the service. However, if the pricing is on the high side compared
to the service experience, it would affect the trust and satisfaction of the customer (Lovelock
& Wirtz, 2021, p. 24). For the recreational sports industry, it is very common for customers to
seek new providers. Managing the price to be on an affordable price is very crucial to keep
the returning customer and attract new players (Lovelock & Wirtz, 2021, p. 24).

Place, which refers to a facility’s location and accessibility, directly affects convenience
and frequency of use. Research indicates that being close to residential areas, in the city
center, offering enough parking, and opening flexible hours all increase satisfaction and

encourage more loyalty for sports facilities (Bamrungsang & Thanaiudompat, 2024, p. 14).
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Promotion covers the ways businesses communicate to attract and retain customers.
Digital channels (e.g., social media) and rewards such as loyalty points and referral incentives
can help increase visibility and spark interest. However, if promotions are too pushy or not
well targeted, they risk damaging customer trust (McKinsey & Company, 2023). Thus, promotions
must be personalized and value-driven to support loyalty.

Process refers to service delivery: booking systems, handling conflicts, or managing
time effectively. In sports services, making check-ins smooth, offering real-time court
scheduling, and using digital tools such as mobile apps enhance efficiency and customer
satisfaction (Huang & Kim, 2023, p. 1).

People also play a vital role in how customers perceive service quality; for instance,
staff competence, demeanor, friendly interaction, and attentive and knowledgeable staff
make a big difference. In particular, personalized settings like coaching sessions or
membership-based badminton courts can enhance customer satisfaction and the service
quality of the customer (Chaisiri, 2018, p. 57).

Physical Evidence is related to the tangible elements that the customer would notice,
i.e., facility atmosphere, the signage design, lighting methods, and cleanliness of the facility. In
a recreational activity such as badminton, the atmosphere of the facility often determines the
feeling of the customer and highly encourages the customer to return for the service. Such an
atmosphere will also build the brand image as well (Bitner, 1992, p. 57; So, Yang, & Li, 2024).

Several studies support how the seven elements of the marketing mix influence the
customers. The influence is not only how the customer determines to buy a service, but also
the customer loyalty to such a brand at a time of red ocean, where each service provider is
highly competitive with a little price difference, the research on badminton court services in
the province of Chon Buri indicates how effective marketing strategies promote customer
satisfaction, motivate the customer return, and encourage a solid brand image (Bamrungsang &
Thanaiudompat, 2024, p. 14). This finding is consistent with Thai consumer research suggesting
that satisfaction is shaped by specific, context-dependent marketing mix elements rather than
the full set of 7Ps (Sermboonsang et al., 2025, pp. 70-74).

Customer loyalty refers to a person’s determination to return for a service and build
a long-term relationship with a brand. The loyalty usually develops from positive customer
experiences, which build satisfaction and trust. It should be noted that the value of loyalty in
several service industries is usually intangible and cannot be built by service delivery alone.
In fact, relationship management and emotional factors also play a vital role in gaining
customer loyalty, such as customer-friendly behavior and the consistency of service delivery
(Kotler & Keller, 2019).
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Loyalty represents a critical success factor in the sports and recreation industry, where
low switching costs and intense local competition make customer retention challenging
(Cardoso et al., 2022, p. 2). The previous study recommends that loyalty usually develops from
both service delivery and how to emotionally connect with the customer, which means the
service provider needs to excel in the roles between service quality and loyalty (So, Yang, & Li,
2024, p. 253). As for badminton, well-maintained facilities, relationships with staff, and simple
booking processes promote return customers (Bamrungsang & Thanaiudompat, 2024, p. 14).

Furthermore, the loyalty program that personalizes services for customers in the digital
platform consists consistently deliver the values to the customer, as well as creates value to
improve customer retention in service-focused industries (McKinsey & Company, 2023).
Overall, it should be noted that to keep loyal customer, the service provided will need to

venture beyond customer satisfaction in all directions.

Methodology

This study used a quantitative, cross-sectional approach to explore how the 7Ps affect
customer satisfaction and loyalty among badminton court users in Chiang Mai, Thailand. The
research gathered data through a structured questionnaire that participants completed
themselves, helping ensure consistent answers and facilitating a thorough statistical analysis.

These participants came from 13 different badminton venues, with about 30 users
surveyed at each spot to capture a good mix of geographic locations and user backgrounds.

Data collection took place over two months. Questionnaires were handed out in
person at the various venues during different times of the day to reach a diverse group of
players. In adherence to strict ethical guidelines, participants were given full information
beforehand regarding what the research involved and to what purpose, as well as how their
answers would be anonymous, confidential, would not include personal identifying
information, and would be stored securely for academic use only. Based on their informed
consent, participation was completely voluntary, and respondents were assured that they
could stop at any time if they wanted. The questionnaire itself was carefully developed by
reviewing a wide range of existing research. It was adapted from well-established surveys in

service marketing and sports management. The questions were organized into four parts.
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1. Demographics: including gender, age, income, education level, and frequency of
badminton court usage.

2. Customer Satisfaction: cognitive and emotional evaluation of their overall experience
with the service.

3. Customer Loyalty: likelihood to continue using the service and recommend it to others.

4. 7Ps Marketing Mix: Each of the seven elements was measured using several questions
on a five-point scale, from “Strongly Disagree” to “Strongly Agree.” The items were based on
Lovelock & Wirtz (2021, p. 24) and So et al. (2024).

The questionnaire was carefully reviewed by a panel of three specialists in marketing
and sports services. Their valuable feedback helped us clarify the questions and make sure
everything matched the research goals. We also ran a pilot study with 30 badminton players
to check how consistent the questionnaire was. The results showed that all the main sections
of the survey had strong reliability, with Cronbach’s alpha scores above 0.7 0— meaning the
questions were measuring things consistently (Nunnally & Bernstein, 1994).

Data were analyzed using IBM SPSS Statistics. Descriptive statistics, including means,
standard deviations, and frequency distributions, were calculated to characterize the sample
and response patterns. The study employed multiple regression analysis to examine direct
effects only; mediation analysis was not conducted. Then, we ran multiple regression analyses
to see how each of the 7Ps affected customer satisfaction and loyalty. We tested the
satisfaction-related hypotheses (H1a to H1¢) and loyalty-related hypotheses (H2a to H2¢)
separately. Before running these models, we checked to make sure our data met key
assumptions like linearity, normal distribution, equal variance, and no multicollinearity. The
Variance Inflation Factors (VIFs) were all below 5, so there were no issues with variables

overlapping too much.

Results

Among the 390 respondents, 60% identified as male and 40% identified as female or
gender diverse; 55% were between 18 and 35 years old; and nearly half (48%) reported
earning between 20,000 and 40,000 THB per month, followed by 27% who earn between
30,001 and 50,000 THB. This indicates a broad appeal across genders, the dominance of a
young demographic, and the prevalence of users in the middle-income bracket.

To assess how well each of the 7Ps predicts customer satisfaction in badminton court

services, we conducted a standard multiple regression analysis. The results (Table 1) indicate
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a moderate but meaningful relationship between these marketing factors and satisfaction.
Specifically, the R value of 0.530 points to a moderate positive correlation, and the R? value
of 0.481 means that about 48.1% of the variation in customer satisfaction can be explained
by the combined influence of the seven marketing mix elements.

When adjusting for the number of predictors and sample size, the adjusted R? value
drops to 0.147. While this suggests a more modest fit, it’s still meaningful enough to offer
practical insights for managers. Lastly, the Durbin-Watson statistic came in at 1.528, which falls
comfortably within the acceptable range of 1.5 to 2.5. This indicates no serious autocorrelation
issues in the model’s residuals, supporting the assumption that the observations are

independent.

Table 1 Determination Coefficient for Customer Satisfaction

Adjusted R Std. Error of the Durbin-
Model R R Square
Square Estimate Watson
1 .530° 481 147 92371627 1.528

Table 2 presents the regression results for each part of the service marketing mix. The
analysis found two key factors that significantly influenced customer satisfaction. First, Product
had a positive and statistically significant impact (B = 0.177, 3 = 0.086, p = 0.036). This confirms
that tangible aspects like the quality of the court surface, cleanliness, and available facilities
play a major role in how customers value their overall experience.

Price showed a negative and significant effect (B = -0.553, B = -0.274, p = 0.014),
indicating customer price sensitivity. Perceived pricing unfairness reduces satisfaction, even
when service quality is high. This aligns with earlier research suggesting that pricing strategies
can strongly impact how customers feel, especially in competitive markets.

The remaining marketing mix elements (Place, Promotion, People, Physical Evidence,
and Process) did not significantly influence customer satisfaction (p > 0.05). This might suggest
that these areas are less developed or more uniform across competitors, so they aren’t

currently helping services stand out or influence satisfaction in a meaningful way.
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Table 2 Regression analysis 7Ps of Marketing Mix and Customer Satisfaction (CS).

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta

(Constant) 3.681 126 5.067 .000
Product_Fact 7T 194 .086 912 .036
(PROD)

Price_Fact (PR) -.553 223 -.274 -2.485 014
Place Fact (PL) 026 .185 014 141 .888
Promotion Fact 075 144 .048 520 .604
(PROMO)

Process Fact -.084 221 -.045 -.381 704
(PROC)

People Fact (PPL) 078 227 .043 .345 730
Physical Fact (PE) 112 218 062 514 .608

Note: R = .530a, R?=.481, Adjusted R?=.147, **P<0.001, **P<0.05, *P<0.10 Author’s

Calculation

Another multiple regression analysis was carried out to look at how the 7Ps affect
customer loyalty. Table 3 summarizes the findings, showing an R-value of 0.533, which points
to a moderate positive relationship between the seven marketing mix elements and customer
loyalty. The R? value of 0.285 means that about 28.5% of the differences in customer loyalty
can be explained by these combined factors.

The adjusted R? comes in at -0.023, which signals that once one accounts for the
number of variables and sample size, the model doesn’t fit the data well. This negative
adjusted R? suggests there might be issues such as multicollinearity, some predictors not
adding value, or perhaps the model includes too many variables. The standard error of
estimate is 0.669, indicating a moderate amount of variation around the predicted values.
Finally, the Durbin-Watson statistic of 1.600 falls safely within the acceptable range of 1.5 to

2.5, which means there’s no problematic autocorrelation in the residuals.

Table 3 Determination Coefficient for Customer Loyalty

Adjusted R Std. Error of the Durbin-
Model R R Square
Square Estimate Watson

1 533? .285 -.023 669 1.600
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Table 4 breaks down how each element of the marketing mix contributes to customer
loyalty. Out of the seven factors, only two stood out as statistically significant. Physical
Evidence demonstrated a positive and statistically significant effect on loyalty (B = 0.550,
= 0.307, p = 0.010), indicating that tangible servicescape elements such as lighting, cleanliness,
signage, and overall facility appearance substantially contribute to customer retention. On the
other hand, Promotion showed a negative and significant impact (B = -0.338, 8 = -0.219,
p = 0.016). This suggests that current promotional efforts might be too generic, not well-
targeted, or failing to communicate real value. As a result, they could be hurting trust and
reducing the emotional ties users feel toward the service, which in turn weakens loyalty.

In contrast, the remaining five components (Product, Price, Place, People, and Process)
did not demonstrate significant relationships with customer loyalty (p > 0.05). Thus, these
areas either don’t have much influence on customers’ long-term attitudes or need

improvement to better engage users over time.

Table 4 Regression analysis 7Ps of Marketing Mix and Customer Loyalty (CL).

Unstandardized Standardized
Model Coefficients Coefficients t Sig.

B Std. Error Beta
(Constant) 2.223 701 3.169 .002
Product Fact -077 .188 -.038 -.409 683
(PROD)
Price_Fact (PR) -.160 215 -.080 - 747 456
Place Fact (PL) 012 178 .006 067 .947
Promotion_Fact -.338 139 -.219 -2.437 016
(PROMO)
Process Fact .053 213 029 .248 .804
(PROC)
People Fact (PPL) 026 219 015 121 .904
Physical Fact (PE) 550 210 307 2.614 .010

Note: R = .533a, R?=.285, Adjusted R?=-.023, ***P<0.001, **P<0.05, *P<0.10 Author’s

Calculation
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Conclusion

The results clearly show that among the 7Ps, product quality and price are the primary
factors associated with customer satisfaction, not just whether customers decide to make
a purchase. Product quality had a positive and statistically significant effect (3 = 0.086,
p = 0.036), while price showed a significant negative influence (§ = -0.274, p = 0.014). This
highlights the importance of core service quality and perceived value in shaping satisfaction
for fitness-related services, such as badminton. This fits well with the expectancy-
disconfirmation theory (Oliver, 1980, pp. 460-469), which says that satisfaction comes from
service performance meeting or exceeding what customers expect. In this case, badminton
courts that offer well-maintained facilities, dependable booking systems, and professional
delivery service exceed those expectations and enhance satisfaction.

Conversely, pricing perceived as unfair or too high is associated with dissatisfaction. In
contrast, the remaining elements of the 7Ps are place, promotion, people, process, and
physical evidence, which did not significantly impact satisfaction. This challenges the
traditional view that all 7Ps carry equal weight (Kotler & Keller, 2019). Instead, it supports
Gronroos (1984) model, which distinguishes between technical quality (what the service is)
and functional quality (how the service is delivered). In the context of Chiang Mai badminton
facilities, technical quality (specifically product performance) emerges as the primary
satisfaction determinant, whereas relational and functional elements appear either to be
taken for granted by customers or not yet effectively utilized as sources of competitive

advantage.
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Table 5 Summary of hypothesis testing.

No. No. Hypothesis Beta t P-value Hypothesis results
Model
1 Hla | PROD — CS .086 912 .036 Accepted
2 Hib | PR — CS =274 -2.485 .014 Accepted
3 Hic | PL — CS .014 141 .888 Rejected
4 H1d | PROMO — CS .048 520 .604 Rejected
5 Hle | PROC — CS .043 .345 730 Rejected
6 Hif | PPL — CS -.045 -.381 704 Rejected
7 Hlg | PE— CS .062 514 .608 Rejected
8 H2a | PROD — CL -.038 -.409 .683 Rejected
9 H2b | PR — CL -.080 =747 .456 Rejected
10 H2c | PL— CL .006 .067 947 Rejected
11 H2d | PROMO — CL -.219 -2.437 .016 Accepted
12 H2e | PPL — CL .015 121 .904 Rejected
13 H2f | PROC — CL .029 .248 .804 Rejected
14 H2¢ | PE— CL .307 2.614 .010 Accepted

When it comes to customer loyalty, the analysis pointed to two key factors. Promotion

had a negative effect (3 = -0.219, p = 0.016), suggesting that some of the current promotional

efforts might not be hitting the mark or could even be turning customers away. Conversely,

physical evidence showed a positive impact (3 = 0.307, p = 0.010). This aligns well with

servicescape theory (Bitner, 1992, p. 57). Although non-significant, the negative direction of the

People coefficient (B = -.045) may suggest that staff interactions in the current sample were

perceived as inconsistent, warranting further investigation.
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Independent Variables Dependent Variables

Service Marketing Mix (7Ps)

Product (PROD) Hia (.036%%)

Price (PR)

Customer Satisfaction (CS)

Place (PL)

Customer Loyalty (CL)

Promotion (PROMOQ)

People (PPL)

H2g (.010%*)
Process (PROC) $

Physical Evidence (PE)

Figure 2 Results from the proposed research model's hypothesis testing

Interestingly, while product quality and price strongly influence customer satisfaction,
they don’t show the same effect on loyalty. Satisfaction and loyalty are influenced by
different elements of the service marketing mix. This difference is explained by the attitude-
behavior gap noted by Ajzen (1991), which demonstrates that although consumers might feel
satisfied, loyalty depends much more on emotional connections, feeling aligned with the
brand’s values, and consistently positive experiences over time. Thus, promotions need to
be meaningful and true to the brand to genuinely foster long-term loyalty. And while
satisfaction is important, building loyalty requires deeper emotional engagement and a

strong sense of connection between the customer and the service.
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Discussion

This research illuminates significant aspects of service marketing, consumer satisfaction,
and sports service behavior, particularly in the rapidly urban recreational sectors in Southeast
Asia. Although the 7Ps framework (Booms & Bitner, 1981, p. 47) has been a fundamental
principle in services marketing, the research found that its relevance may vary across various
contexts. However, the present findings are consistent with prior evidence from the used-car
market in Chiang Mai, where perceived differentiation significantly influenced consumer
evaluations across demographic and price-based segments (Navaratna Na Ayudhya et al., 2025,
pp. 10-15).

The findings indicate that product quality and price are key drivers of customer
satisfaction, while physical evidence and promotion are crucial for customer loyalty. The result
demonstrates the concept that the marketing mix should be adjusted depending on context,
particularly in areas focusing on customer experience, such as sports and recreation.

The attitude-behavior gap is identified in the Theory of Planned Behavior (Ajzen, 1991,
p. 179). This noticeable differentiation between satisfaction drivers and loyalty influencers is
noteworthy. While customers often focus on transactional factors, including product quality
and fairness of pricing, loyalty typically develops from emotional and environmental factors
such as the atmosphere, hygiene, and overall experiences. Furthermore, Bitner’s servicescape
theory (1992) points out that the physical environment affects customers’ feelings and
intentions to revisit. Consequently, this indicates that there is a need to reconsider original
service models to ensure that both emotional and atmospheric components are vital
elements to build customer loyalty.

A noteworthy and new finding is the negative relationship between promotion and
loyalty (3 =-0.219, p < 0.05). Although promotions are generally viewed as strategies to
enhance loyalty, in the context of badminton services, generic or transactional promotions
may undermine trust and authenticity. This result reinforces the theory of relationship
marketing (Morgan & Hunt, 1994, p. 20), suggesting that poorly targeted or generic promotional
campaigns may undermine customer trust rather than strengthen it, particularly when they
fail to communicate authentic values. This emphasizes the importance of the difference
between short-term promotional offers and long-term engagement, and also points out that

thoughtless promotion can negatively impact loyalty.
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The findings align with Grénroos (1984) fundamental distinction between technical
quality, which focuses on the service outcomes, and functional quality, concerning the service
delivery process. In this context, satisfaction is predominantly influenced by technical quality,
such as the quality of the court and equipment; on the other hand, loyalty is primarily affected
by functional or environmental factors. This result suggests that future research should
reconsider all 7 Ps equally and focus on developing models that factor these elements
according to their effects.

This study contributes to the contextualization of service marketing theories in
Thailand and Southeast Asia. Most recent literature has emerged from Western, franchised, or
formal service businesses. However, the diverse and informal badminton venues in Chiang Mai
indicate the need for theoretical frameworks that consider local culture, business practices,
and consumer expectations. This research also investigates the significance of broadening and

modifying dominant service paradigms to reflect diverse economic and sociocultural contexts.

Recommendations

Practical implications for badminton court operators in Chiang Mai, this research draws
on the 7Ps service marketing mix framework. It demonstrated that enhancing customer
satisfaction and strengthening customer loyalty each demands a different managerial
approach.

The significant positive influence of product quality on satisfaction underscores the
importance of maintaining consistent service standards. Therefore, badminton court facilities
should be maintained, and court equipment kept up to date regularly to meet customers’
expectations. Moreover, to increase value and broaden their customer base, operators could
consider optional services including coaching, tournaments, or equipment rental options. In
addition, applying a customer-centric approach to innovation can enhance and increase
engagement and generate financial stability. This involves improving programs such as fitness
classes, youth programs, or community center events.

Price negatively influenced customer satisfaction (3= -0.274, p = 0.014), indicating that
customers exhibit high price sensitivity and that perceived value represents a critical
satisfaction determinant. To respond to this issue, facility managers should take pricing
strategies into account, including membership levels, off-peak pricing, pay-per-use packages,
and group discounts. Also, ensuring transparent pricing that removes hidden charges and
clearly communicates fees can foster trust and increase satisfaction. Additionally, packaging
services, for example, equipment use, including training sessions, can enhance customer

perceived value.
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The significance of physical evidence plays a vital role in enhancing customer loyalty.
Managers should prioritize the overall surrounding environment, including cleanliness, lighting,
and visual spaces. In addition, professional branding, such as uniforms, clear signage, and
consistent interior design, not only fosters brand image but also brand recognition. Ensuring
safety and accessible facilities such as secure parking and clear signage also reinforces
customers’ trust and revisit.

A noteworthy finding is the negative relationship between promotion and loyalty (3 =
-0.219, p = 0.016), indicating that conventional promotional strategies may be ineffective or
even counterproductive in building customer loyalty. To address this, operators should
develop tailored designs to respond to customers’ preferences and behaviors, for example,
providing discounts for birthdays, early-bird discounts for regular customers, or referral
bonuses. Moreover, utilizing digital tools such as mobile apps, email, and social media updates
can strengthen relationships and enhance a sense of belonging.

The findings point out that moving forward from traditional promotions to relationship
marketing emphasizes continuous interaction and long-term connection with customers rather
than short-term sales. The consequence of this study is the differentiation between the drivers
of satisfaction and loyalty. Whereas satisfaction is influenced by product quality and pricing,
which play an important role in creating new customers, loyalty is more deeply rooted in
customers’ overall experience, including environmental factors and brand image.

The results indicate a two-fold strategy: attracting new customers through functional
value propositions such as quality and affordable pricing, while focusing on building
relationships to enhance loyalty. This approach aligns with principles from expectancy
disconfirmation and servicescape theories, both of which emphasize that effective customer
experience management requires focus on both functional and emotional dimensions of

service.

Future Research

This research demonstrates that experiential and emotional elements play a crucial
role in building customer loyalty within recreational sports contexts. Future studies may apply
structural equation modeling to examine potential mediating or sequential relationships
among service marketing variables. Additionally, future research should explore the role of
social belonging, digital communities’ interaction, and personal connections in influencing
customers’ decisions to revisit. Longitudinal studies could also provide valuable insights into

investigating the effects of digital marketing and relationship-building strategies. Finally,
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badminton facility operators can enhance customer satisfaction and loyalty by maintaining
consistent technical service quality while strategically managing experiential (servicescape)

and relational (customer engagement) dimensions of service delivery.
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