A 14 aouA 2 (nsnAu - suxAU 2565)
Volume 14 Number 2 (July - December 2022)

21sans ssMUSHAU
Business Review 241

AMAFNRUSTENIINIsTUTIUsUAUIEdeiUNan1sUfURIuYaInTngu
Hufudsioanuitanelaluu : nsdifinwiasdnnsigiamna
Fruansrsulnaiuguwimidulsamelng
The Relationship between Employer Brand Perception and Employee
Performance with Job Satisfaction as a Mediating Variable :

A Case Study of a Public Utility Enterprise in Thailand
Wy w3EsANa wagngans winalwysd
AERAUIMINEINTULEE aoduludiniauusmsenans
118 3] 3 aUULES Ny UVIIAABIIY LUAUIaNET AFAVNLMILAT 10240
Watanyu Mariesirisakul and Kritkorn Nawakitphaitoon
School of Human Resource Development, National Institute of Development Administration

118 Moo 3, Serithai Road, Klong-Chan, Bangkapi, Bangkok 10240

Email : boscobirth@gmail.com

UNANED

ALY

o

nUsTasdiile 1) Anwimnuduiusszminamsiufuusudmnedng avuiewelaly
suuaznan sUURNuvemineu waz 2) Anwinmsdudiuysdevesnnuiianelalusu Tu
Ardiusseninnisuiuusuiuedauasian1sujiinuemneu udeyadmeuvuasuaiy
nnnineuluesdnisigiamiaduassyulnaftuguuimis S 376 au fe3insdunuy

=

laien adanldlunisiesizideya A M1TIATILVNNTOANRENYAM WATNITIATIENNITAANDEY
WYAMUUUYITU HaMIAnsInud 1) Msfuiiusunumededianuduiusidauiniuianisudfau
Yoantinau 2) MFukusuawmelanuduiusdauinduauianelaluau 3) anuianelaly
= v v ¢ a Y a wa @ = & 2
uilANNduRusigvIniuran1suuRuvemdney wae 4 anuielalunududiuusie
U19du Tuanuduius sendnenissus wusuduiednasnan 15U Uauveandnau visilna
nsAnwaunsaldidusuamslunissidunazWauinagns s osuusunuiesdnvesesdnistindy

v

sUsTIH FeazneliinAanuiianelalunuiasnanisufiiauveandnaunagau

o

AdnAny : N13TuSiUTEANIEIN Anuienelaluiu namsujuRuvenineuy

24 YU 2564 / 27 INEGU 2564 / 3 HIWIAY 2564
24 April 2021 /27 April 2021 /3 August 2021



21sans ssMAUSHAU
Business Review

A 14 QuuR 2 (nsnmAU - SuNAL 2565)
2472 Volume 14 Number 2 (July - December 2022)

Abstract

This research aimed to 1) study the relationship between employer brand perception,
job satisfaction and employee performance and 2) study the role of job satisfaction as a
mediator of the relationship between employer brand perception and employee
performance. The data were collected from 376 employees at a public utility enterprise in
Thailand using a quota randomization method. The statistic applied to analyze the data were
multiple regression and hierarchical multiple regression. The results of this study showed that
1) employer brand perception was positively related to employee performance 2) employer
brand perception was positively related to job satisfaction 3) job satisfaction was positively
related to employee performance and 4) job satisfaction partially mediated the relationship
between employer brand perception and employee performance. The findings provide insight
as to how an organization can establish and implement a concrete employer brand strategy

to improve employee job satisfaction and performance.
Keywords : Employer Brand Perception, Job Satisfaction, Employee Performance
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#5<0.01
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