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Abstract

The objectives of this research were as follows: 1) To study the current state of
public services for the elderly, the quality of public service, the quality of life of the
elderly, and the needs for public service and welfare for the elderly in Saba Yoi District,
Songkhla Province. 2) To examine the factors of public service that affect the quality of
life of the elderly. 3) To explore appropriate methods for enhancing the quality of life
of the elderly based on the participatory approach of local administrative organizations.
The research involved conducting in-depth interviews with 15 service recipients and
welfare workers, as well as collecting questionnaire data from 400 samples to assess the
quality of public service, the quality of life, the needs for public service and welfare for
the elderly, and to analyze factors affecting the quality of life of the elderly using
multiple regression analysis. The in-depth interviews and questionnaires were analyzed
to provide recommendations for improving the quality of life. Key findings indicated that
the average quality of public service is rated as low, while the average quality of life is
rated as moderate. The factors of public service that significantly positively impact the
quality of life, ranked by importance, were social security, health and medical, and
income-related services. In contrast, the factors that had a statistically significant negative
impact on the quality of life were housing and recreational services. Recommendations
for improving the quality of life of the elderly included focusing on recreational activities
based on religious principles, providing emergency housing services, developing a
database system, and promoting their participation. These efforts aim to enhance
societal benefits, reflecting an increase in social welfare as per the concept of welfare
€Cconomics.

Keywords: Public Services, Welfare Economics, Quality of Life for the Elderly
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A; DOP, 2021) lé’ﬂdqué]’aqz‘]anazﬁuammw%iﬂﬁﬁuﬁgqmqmuﬂ’]ﬁmﬂ'ﬁﬁﬂ'ﬁawmimzﬁ
wangan lagasdnsunasesdiuriosdiu (eun) lugrusfuminenuiilnddauasiusAandnly
nssausnsanssaliulsrneuluiiuil Sedlduddyenddunisuitymeandn:
dmsunsensedvatannsdauniunisenssdua unmiinvesgeeng du aasd
msAnudenanmnslivinisasisas eflazldldidudeyateunduliiiu eun. leltidu
Duwwimalunmsimun ity eun. lumsdausnsansisagbinssiuanudenisvesdaen
11N (Taveekarn et al., 2017) Avilaonadosfunguiinsugmansatains dsesusldan
Handuadadnisdenuvesiuesnya-uguyieady (Bergson - Samuelson Social Welfare
Function) #1171 W= w( U, UyUy, .., U) lagamuald W unuadadnisdeny uag
U, U, U, ..., U uwusssouselovivesusazauludsnudaudaud 1 fs n Ineiladdu
afafnsaefinnsanndisuulamesianssunaasugiafinansenuseaiafinnsveusias
yana wagmnulsurglavinlianufiovelaviesssausslovivesauludsmuniiniu ulsuny
finanfgouannsanasivatannisdanula (Burk, 1938) UONANE MITLUISHALINTS
Favinsansisuzifieduasuqunmdinlidudgeeny Aseuiaiiounsinnsundenld
w%’wmma&iwﬁﬂs“ﬁw‘ﬁmw (Allocative Efficiency) LﬁaLﬁmai’aﬁmié’mulm&Jiaﬂﬁmﬁam
Wil 9y vidulula ( (Maximizing Social Welfare) aMuud3N19U89 Arthur Cecil P|gou (Plgou
2002) Bsluniriunisdaatainmsdinulifsyansamanty Sulunisananuindeudmig
LASYEND muﬂuﬂizLmumﬂiy,mumiwgmammam’mm Amartya Sen (Sen, 1992) 8n¢ae
dnun1suinisanstsazves oun. lunsuneasdrden fdalriudasegtu 1Huly
punszsvdygfesdnsunasesdiuiediiu we. 2542 Yeansudaiunisunasesriosiu
nsEnsrumalng lamnuan1susnisansisasingaeny wild 6 aumeiu loun duguam
Larnsinwmeiuia fuseld duiinende dutunuinig duauiuamiadaay
ATOUATIYAND uazMIIALATEY WazdunsaisuInsIa siATet LUy (Department of
Local Administration [DLA], 2009) 1u nslu3nsmsaaquamuazideuduggioigsiutu
sn.an. Msdaaiunssznevendnliiuggeeny nmsusuugesfiegends n1suinissaiuds
9978 N15UTN1TUUNNRNEY wagAanTTun1emIaET wide1an1susedunnnInng
Fausmaiielddniuusuuginslivinmsassasundory vuifeliddussdiuauaimnms
FausnmsanssuzusnauTedufanan dauntsianunmdisiutuiduemeignis
wswgiandfglidmdouluninsinanmaniagdulaveseliuszned Tnsuudslunis
ToaunmPiniideldiifetuaedds Ao myianaam@iamuuumamguinuuysdues Gary
Becker Al4@vTinsiamyuangwe (Human Development Index: HDI) Lutnaust Gevinnisia
AMAINTINAINAVULDEAIUNTITANYY ATUFVAIN LALAITULINTFIUAITATOTN (Chantith &
Ruangying, 2019a; UNDP, 2015) Tuvauzfinisuszifiununwdinvesesdnseunsiolan (WHO)
agUspifiumusivil WHOQOL-BREF figjaiuluiiiensiagaininmadiugunim fudala fu
Fuiusninnadany wasdudwindeuvesauludnunduddey (Orley & Kuyken, 1994) Tag
awuldinsindaedeil WHOQOL-BREF tumnsuazaanadoafunisnuinisatsisasun
Aae1gvee aun. 11NN whegglshnu nMsinaunm@inaiedail WHOQOL fanaludf
Fruasugin Tsmafiudfdidludeliesounquitusiaves eun. Fsnewiseluefin
N19@N¥199849 Chantith and Ruangying (2019b) Dimian and Barbu (2012) wazi11v04
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1. Wlsurenisaniuanuduggeeny

uuU ANl gee1g vesUszinelne Tussesdl 3 (wa. 2566 - 2580) lenanis
Uspiurimieuazunuatuing 4 Tunuggeenguenly il (DOP, 2023 B) (1) snszdugaam
Tindgeenginuasugia iy UgﬁﬂivuwamJi“ﬂummﬁmmlﬁtﬂulﬂaehwmﬂmiLLa“
fafu anunsansounquigsengegieliios il uazidusssu duaiunmsvhnuvesigeoien
srluszuusasusnszuy Hudy (2) 9NTLAUANNINTINLFID1YAUAVAN LU LaTUaATIS
ANusBUiFugYA ™ WannsruugunmIessudinngsTeignilaennde sfumnudenisues
Haengusasnguuasvanzfuuiunvesiudl Husu (3) snssdunmuamTinggeorgdudsa
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dgveney Wudu uay (4) enseAuAnNMTINKEI A UANNWINARN 1Y ddE3un1sUTuanTm
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2. MUIMIAITITRUE

nsudaasunsUnAsesviosiu IffmununsgIunsuinsasisazdmiulgieiyves
oUn. 13 6 #1u (Department of Local Administration [DLA], 2009) &sfi (1) n15u3n13
#157150UEAUAVNINKAZNTINING IR LokA nsliALugiUTneuguaIn n133nlid
nsns9gun MUz dliuAlgeny nisdelvilassnsifielianudifiuaunm waznisdn
Tifilassnsifioduaiuguam (2) nsuinisasisugduneld Iud nsdnededsdnun
He991g MyduaTue1Tnanggeery nstiewdeldaneuisdu uazmslinuusznavendn
w98y (3) nsuinsanssuzsuiinede liun nssamvieUsraumntieeud
Suilaveutiielsiuinisialosminuaziinendounigsengdifianauodlald uaznsuinns
ATOUATIQUNTELNAR A8 (4) MTUTNITaNsIsaieautiunuInig tud nisdafanssuluiu
d1ATy YUTUHERNY AUGUSNIIHEN1Y WazRANTTUAUNUING (5) NTUTNITANSITIEAIUAIY
sfunsmedeny asoundIgua uaznisAuases Ifun msduaiunisidrdedoyatnas s
Unsanssy Wy auw thusgln i Udnisineedeudidmiudgeeny uinistuin
ALY NTARATUAIAUIAD kazanUUAIALATIEN waY (6) N1TUTNITAITITULAIUNITATS
Uimsnazedeteionyu léun nsdalitiuinsymuaidoud waruinisenaalinigdgua
fasenglumitudi

3. ANNINYIN

finsfnvuasudsdinsinamnm@inoonluvateuuy s 3 578 6 T 1wy st
A mAindefylnsimuiuysd (HD) dauvsesnidy 3 47 Mhun nsiidinidusnuayil

JUNINA N13NANNT UaEn1HNINITINNTATRNTILILNZEL (UNDP, 2015) msinluiifves

a Y 4

Cella (1994) futsnnunm¥inoonidudu 4 47 1iud susrsne sunsimind suoisued
uazfudsay v3en13iaves Vitor da Silva and Baptista (2016) fiwUsdiAnunmiineonidu
6 A loun adudaszuarila Awnndeu aududassdunienm aseunsa quaiw
wazdann uslaovluud msfaaunmdiedlaumnudeunasldfuogiaunsvats Asuuuin
WHOQOL-BREF evasdniseunsielan (WHO) Geaxinnainndinluy 4 findn léun aanm
FAINFIUAUNIN 1T AUTIUTIVBITNNE AwEsalunsiansiulsadeldidu wazeu
Dudasslunisdnfiudinusediu aanm@induidala wu anugdnnisuin awdnvalves
auled MIRndula wazauawsalunsdan1siuanuesuarAuivna AMANEIRAY
Fapu W mnuduiusivyanadu mslduniutemdevionsatuayuaindny uay
AN MR UAIAdoN 1 anmuIndeuiiegende n1sANLIAL UMAMINEINTNNINNTIEY
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Independent Variables (X)

Dependent Variable (Y)

Level of local administrative service quality
by elderly residents Level of quality of life of the elderly
1. Healthcare and medical services in Saba Yoi District. Overall, from:
2. Income-related services ki 1. Physical Health
3. Housingrelated services Expected Sign 2. Mental Health
4. Recreational services 3. Social Relationships
5. Social security services 4. Envirenment
6. Services for creating supportive services 5. Economy
and networks

Figure 1 Conceptual Framework
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2.2) SLAUAMAINNITUINITESITOUL

Table 1 Awareness of Public Services Availability and Quality Levels According to Opinions of Elderly (n = 400)

None/Unknown Available _

Quality of Local Administrative Services S.D.

(%) (%) )

1. Health and medical services 2.89 1.06
1) Health consultation 4a.75 95.25 3.07 1.23
2) Annual health check-ups for elderly 5.50 94.50 299 1.20
3) Health education programs 8.50 91.50 279 116
4) Health promotion programs 8.00 92.00 272 117

2. Income-related services 2,54 0.81
1) Old-age allowance 1.00 99.00 396 1.04
2) Job promotion for the elderly 29.50 70.50 215 112
3) Partial expense assistance 26.00 74.00 213 113
4) Occupational grants for the elderly 37.25 62.75 1.93 1.11

3. Housing-related services 2.16 1.02
1) Coordinate agencies for clothing and shelter for elderly

who are unable to take care of themselves 212> 121 212 L6
2) Family foster care for the elderly 24.25 75.75 219 114

4. Recreation services 217 1.03
1) Activities on important days 26.25 73.75 228 1.30
2) Elderly clubs 24.25 75.75 225 1.18
3) Elderly service centers 32.00 68.00 216 1.21
4) Recreational activities 34.00 66.00 1.99 1.11

5. Social security services 243 091
1) Promotion of information access 9.25 90.75 268 1.10
2) Public services (roads, water, electricity) 9.50 90.50 290 1.20
3) Mobile units for the elderly 16.25 83.75 236 1.11
4) Emergency housing 50.00 50.00 1.81 1.08
5) Religious activities 18.25 81.75 263 139
6) Funeral assistance 38.00 62.00 223 142

6. Services for creating supportive services and networks 274 1.05
1) Community mobile services 27.00 73.00 220 1.19
2) Volunteer caregivers for the elderly 9.25 90.75 328 1.30

910 Table 1 WAMINITTUIAINTHOYUALILAUAMAINYBINITUTNITANSITUE
AU 9 AuANAnTuYeInguiieg1atey Tudeslifivielivsnu (None/Unknown) uand
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Table 2 Overall and Specific Quality of Local Administrative Services (n =400)
Local Administrative Service Quality X S.D.  Quality Level

1. Health and medical services 2. 89 1.06 Moderate

2. Income-related services 2.54 0.81 Low

3. Housing-related services 2.16 1.02 Low

4. Recreation services 217 1.03 Low

5. Social security services 243 0.91 Low

6. Services for creating supportive services and networks 2.74 1.05 Moderate
Overall 2.49 0.79 Low

10 Table 2 ANAMNNTIAUINTANSITULIDS BUN. MUAUTANLE01Y LD
fsandusiedunuaiduainlumies wuin sgRUALAIMNITIAUINITEISITULAIY
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ANUAANIS (x= 2.49)

2.3) STAUANAMNIINAUANNTTNVBILED1Y

Table 3 Overall and by Aspect Quality of Life Levels According to the Feelings of Elderly People (n = 400)

Quality of Life X S.D. Quality Level
1. Physical Health 3.13 0.95 Moderate
2. Mental Health 3.22 0.96 Moderate
3. Social Relationships 3.39 0.91 Moderate
4. Environment 3.41 0.89 High
5. Economy 2.66 1.02 Moderate

Overall 3.15 0.95 Moderate

310 Table 3 AnsIudasegdaunmdInegluszauliunan (x = 3.15) e
f1saudusieniu nuidasenelinunindindudwindenuiniige egluszauuin (x =
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AN T IRAUATYINAteeNan agluseduliunand (x = 2.66)
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Table 4 Results of Multiple Regression Analysis using OLS

Coefficient Std. Error p-value
constant 2.41521 0.0870864 <0.0001 Fxx
PHEA 0.122344 0.0297488 <0.0001 ex
PINC 0.0721367 0.0368311 0.0509 *
PHOU -0.171110 0.0266401 <0.0001 ex
PENT -0.102030 0.0324973 0.0018 ex
PSOCT 0.367098 0.0410359 <0.0001 Hex
PSERV -0.0394241 0.0328071 0.2302
Mean dependent var 3.147000 S.D. dependent var 0.523224
Sum squared resid 72.69691 S.E. of regression 0.430092
R-squared 0.334470 Adjusted R-squared 0.324310
F(6, 393) 29.38200 P-value(F) 4.56e-29
Log-likelihood -226.5423 Akaike criterion 467.0846

Note: * indicates statistical significance at the 0.10 level, and *** indicates statistical significance at the 0.01 level.
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Abstract

Consumers are increasingly interested in health care and food safety. Studying
the factors that influence their decision to purchase organic food is crucial for gaining a
deeper understanding of consumer behavior. This research aims to explore the influence
of: 1) marketing mix on organic food purchasing decisions and attitudes, 2) attitudes on
organic food purchasing decisions, and 3) marketing mix on organic food purchasing
decisions with attitudes as a mediating variable. The study sample consists of 393
consumers who have purchased organic food within the past three months and reside
in Mueang District, Surat Thani Province. Data were collected using a structured
questionnaire and analyzed using Partial Least Squares Structural Equation Modeling
(PLS-SEM). The findings reveal that both marketing mix and attitudes have a direct
positive influence on organic food purchasing decisions. Additionally, attitudes act as a
mediating variable, enhancing consumers' decisions to purchase organic food in Surat
Thani Province. This research provides new insights, both academically and
commercially, regarding consumers' decision- making when purchasing organic food.
Utilizing a structural equation modeling approach and supported by Behavioral
Reasoning Theory (BRT), the study offers a detailed and comprehensive understanding
of consumer behavior in the organic food market from the consumers' perspective.

Keywords: Organic Food, Purchase Decision, Marketing Mix, Attitude, PLS-SEM

uniin

MnnsEuANIALIIugUA AT AIndenveuilae vilvorsBunadisudud
foumnntuien 1 luvazfearfunsssuinvedtsalaia-19 Saduiadensedulinisuslan
p1sBuNILfindudis (Huo et al, 2024) feruwasnisaniuamnsusemalng Dainein
913BUvIsvdesaiunin (Organic Food) iunguemseunanguuvuvisifiemddasio
AswgRaUsza yarwaaiulafiuduegseiiios Tneduulduredalunanadfindudn
9198909 480 Wuauwsyyansgiul w.a.2570 (Thansettakij, 2024) Yagduduslnalunaiy
UssinafiannudosnisemsdunIsiiudu (DITP, 2024) msizdosulugmainuaza
UaenBve1e1913 (Hengboriboon et al., 2022; Shampy et al., 2023) 1811V9991MTDUNTE
(Organic Food) nunggis mﬁmﬁmsﬁmamimwmﬁmémﬁaLL‘Uig‘U Togllldenguuasiidansnzi
maed lifimsdousstugnssy Wlieniuasdefinanmnvesszuutiininde sl
waznAnfasiuniinands iidssnaruduunde waefuomnsfiduemsdunis laufnnsld
goslay viesUfThusiudnivant (NF, 2024)

oehdlsfnu wifdusleesdenudesnisewnsdunidiumniusiila emnsdunis
fanaidosiadvinliguilaeldaunsadfedudnguild Wy dosdadutiinanageiu
vannmaneesduf s1AiAeutnigs unasdimineAudinunsdunidiites uazanulsiazain
Tunmsidunsluidentofuddunis dwmalifuilaaliausadifsduddunidldmuai
#9313 (Sukkarat & Athinuwat, 2019) M3Anw1FesaAnssuguilna azvaelviguilaadids

%5 NIANTATYFANAATUALUINTFING W INeFevinBes UN 17 adud 4
ol
fgff) Economics and Business Administration Journal, Thaksin University

ECBA



AuBunislduniu neduszneumsomsduridliidnlaaudosnisvesnguidmanems
n139aTn (Target Market) a1unsnrimuanagnsnenisnatnlddaiand iy wazg oy
AneAINNISWYITuuesgsAalve (Sitthisuntikul et al., 2024; Daengta et al., 2020) FuEgITe
nanslne Wawein ngAnssuvesuilnadimaiudsuulasegiaue viliaudesnisauive
wiagnquenauanaaiuly §uszneunisdnduazdesdnlatangfinssuuazainuenisves
naugndtmneaiate Weadanuldiussunenisuysiuli§sia (Kasikomresearch,
2017) wagmsfiagshloigfuslaaiusnulanrdufonsdurid {uszneunsiesiinnandilads
ngfnssunstevesguslnauazidlafimdnnisnisnainindediulszanvnanisnaia (@ps)
lawn HdnA g $1A1 ¥9IN19N1TIATINUNY LaznITEULESUN1IRaNn (Wongprasert &
Chuaboon, 2018) safiwiauaifidudaterisluslnadnauladedudldinedu (Mohamed
et al, 2015)

91INNISANYINGANTIUNITUILNABIMITBUNI VRS Huo et al. (2024) 91w 51
unAaATeuugIudoya Web of Scence wui1 wasuidaiiedfutadeifinasongingsy
nsBevesrjuilatensdunasldsuauiouniulunyinideysmmeidounsay Tunn
pETU Fannnindesar 50 1Wuanuideveseids TnsnunmsAnwunniaalulszimaduuas
Foauu uandunumsnulutssmdlnetasunn Snvis nuiinisAnudadefidsmadens
Fnduladoenmssunsddldfiaudaauunndn Suauouurlidrsratasesng o edila
Aertumsuilneomsdurasléntelu nsfnvidudsnmsdnduladooimsduvisluefni
KusUN1sAnwIAEduTusvesiuls 1wy daduduyanadungfinssunisdadulade
(Sitthisuntikul et al., 2024) dulszaumnsnsnanniunsinaulade (Buranakul et al., 2019)
fauaftunisindulado (Mohamed et al., 2015) dautszauvanisnain usagdla funs
fdulatie (Daengta et al,, 2020) uavduUsvaumansnatn sauad n1sdnaulade (Pinta &
Mallawong, 2020) r;ﬁ’%’as‘]’alm'wumiﬁﬂmdauﬂizaumammamﬁﬁﬁw%&iamiﬁ@ﬁulﬁa
p13BuIdlansdsiuvesimuameninseilinnaaunislasiaine 3 szdeliidle
ﬂﬂiﬁ@ﬁUiﬂ%@@?Mﬁ@H%%ﬂ%@ﬁE:JJU%IﬂﬁlﬁﬁlﬂLf\]uglﬂ“ﬁu Kamboj et al. (2023) w3194
TuswnanarsAnydndsdssnu 1wy fruefvesislng iWeUssduimansenulnensauaring
Souvestladeiifnadensdindulatevosjuiinaemnsdunsld saufla Yaemketsukhon and
Tilokavichai (2016) wugti1in WnidearsAnumsiaduladoomisdunidvesiuilnalnely
wadanindu q uenmileanngammumiung Hosnmsdaaulatesmnsdunisluuntmia
9u 9 enaflmnuuaninsnguilaeluanganmamuns sedadedunmsidiriedoyasims
duv3d fuslaelulwmngammumuasiindnsidhdseyaiierduguaimuazemsidaaunim
1nn3n sudessulavuazns@nvniliduilaafianunseninfuasiauafdaiA e
AnuUsglomivasemsBunisinniu uennddaiitadedungAnssumsldans fuslanluan
nsamamuasindseldiadsgeandiduilaalufmiadu 4 ildannsadaduladonims
funidlusiniigeninlddne msdvuanagnsnisnaindsdeniianuunnsinaiuluniuniig

v

gf@\‘iﬂ'ﬁﬁljé)\‘iﬂﬁj:mL{]W‘VilﬂEJVI’]Qﬂ’]iG]ﬂ’]@IULLGiﬁZﬁUﬁ

1%
=

A UIINAUAIATYT199 Y UITETTIANLULAAAUNITIATIAT 19 INYUNDIVDY

HuslnpemsBunidludmingsiugiond ielvgusenaunis Wnn1seain 4nivins way

Y
¥

mhenuan 9 Aneteadilanginssunsdedularevesiulnalunaine1msduniduin

nsfnwlanaaunslaseadieanyuuesveusinpe msdunsdludminasugssill
eI WY uarAn




897U Yrvantedninnun1ninfemnsBunsgreuslnAHIuNIAMUANAENENITAAIATD
AUTENOUNNTNYILABUALDIAINADINITVRINUTINALININETY

QUszaIA

1. \iefnudndnavesdiulsyaunenisnandiine iruafuas msdaduladesms
duvsgvewuslaaludmingsiug st

2. \ilefnudvEnavesiruadfifsonisdnaulatoonsdunisvesuilaaludanin
GERITAEAM

3. Wlefnwdvsnavesdulsraunsnsnaaiidsenisiaduladeomsdunidves

Auslaaludningsnug$oni nedviruafiluiudsdesinu

NUNIUITIUNTIAN

MNMIUMUsILNsIUTiAstestunsAnudadeiiidninadensdnduladonyn
mwgmﬂwmmmawﬁwqmﬂssm (Behavioral Reasoning Theory: BRT Lﬁumwgwmmm
aﬁmawqmﬂﬁmmimmaﬂ%awLﬂmmﬂmmmamamuw mmwammauuauuuammmu
wAnssudanan ussgslalaesiu simuad N1msguisus uarnsauREmgAnsNAsus AW
fala wazmsiangAnssuvesld (Judu nqui] BRT gnifamnlag Westaby (2005) 1lungui
VYLUVBULININNE B NEANTTUAUUNY (Theory of Planned Behavior: TPB) 984 Ajzen and
Fishbein (1980) lagifisfifivoungua (Reasons) fiegifomdsnisiadula viliaunsnedune
nAnssuguilnaldnsounquuasing 9badu Snitsldsuntssousulunisesuredauysi
insAineidesunisnaintutagiu (Sahu et al., 2020) 1y Kitivieng et al. (2024) Tgngei)
BRT Lﬁ@@%maﬂawmé’mﬂ’uﬁ‘maq{]a%’aﬁﬁﬂwaiﬁﬁqu@msmmié"as??aam’ﬁﬁmmﬁummﬁ’nﬂu
nNshtieUndiatudiomslugianisseuinvedlain-19 TuwanjanmumuasuazUsuama
Budu dwiunsinwiadsdduvszaumanismanadutiadvaingddyihlnguiloaia
vimunRTisonantae aduayuliiAangfnssunsdnduladoundunudisu dsungul BRT
anunsatisesuensAnwadadividlanginssunisdadulatoomsdunidvesuilnalédd
Batu

daudszaunieninann

duUszaunanInatn wneds nguveseiesenismanaaiividinanldifieliAn
Usglomiudnanativine asdufnsedulifuilnadendedudviouiniaiu 4 (Kotler &
Armstrong, 2009; 2014) Usznausie 1) wansdasi (Product) Ae AsfigsAaiiliausugliiy
anddeduilne lnegnénagldsuaueavieUsslovivasninsasity 2) s1a1 (Price) Ao
A owmAnfasilsUfitu TnsmaFoufieusswinamen (Value) vosmdndasifusiade
mnauAtfiarldsugeninsaniitne gnénfiaedadulade 3) deannenisdadvine (Place) Ao

Y
a v

n1snsearedurwazuinsidey lulvtsnaudmunglvlauinfiae i eidesinianag

€

(Location) U558101A3 96620800 UNSUNAUDNANA Y LAzt aIn19NSULAUINANA 9 LY
(Channel) TnitailegnAn uaz 4) N13dLETUNITAAIN Lﬁum%qaﬁa%’ﬂgﬂﬁgﬂﬁﬁl,ﬁmﬁﬁuﬂmaz
NYANITUN A BINTT LA BITe9A UMl Asuslagndnauyie N1sdwasun1svie

% NIANTATYFANAATUALUINTFING W INeFevinBes UN 17 adud 4

{5?’) Economics and Business Administration Journal, Thaksin University

ECBA



nMsiHeunsuLazNsUsEdNius Andedeansiugnd ieliteyatnaisiAeriududuas
UsMene 1 dalufsgnAnlaegnenseunay

ViAuARvasuIlaa

vimuadiduieswesdnle anuidninda warenulihndeswesyanaiineteyatinans
ﬁié’%’uméﬁmﬂﬂmummaamﬂuiﬂlﬁﬁgﬂL%qmm,l,am%ﬂau (Fishbein & Ajzen, 1975) {u3lna
aatuayurierosiu fwmelavielifionels Tuegifunud anuddnazay uasUszaunisaii
1§ (Eagly & Chaiken, 1993) §airuafivsznaudae 3 Jads Mdun 1) aanudnla
(Cognitive) wansiisnudn Aande uazanudAniuvosyaradifseddladamis 2) auidn
(Affective) Audnuioaninmsensunivesynnaiiiniyu uag 3) wgfinssu (Behavior) (u
altiuBeafiagnszvhegnilaognmilsiodndn vielnginssuiiinannisdadulaunnei
fulU (Pinta & Mallawong, 2022)

n1sdadulade

Kotler and Keller (2016) a3unsmissindulateliin iiuisnsiiguslnadnula ned
ws9gdla uaifmuaRsuasoufnnuunsowsaluddadmis msdnaulatodudunies
n153iAsIgsingAnssuduilan (Consumer Behavior) Tngfiansuinszurunisinaulade
(Buying Decision Process) 5 Jumau léur mssuilaymmsennudndu msuardeya ns
Ussidiumaden nmsdaduledfo uasngfinssuniendamste madnduladevesiuilnaazan
Nnimemaduyanadildmiiouty (Kotler et al., 2014) FsasAntunsluusiazyana TagiAn
91nus9gela M33ud meFeud yednam uaziruad arunsntansiaduladeldainsedy
mmmmumaqwqmﬂismmisaaéuaqwuﬂmmaqmﬂlmumsﬂsmu (Pinta & Mallawong, 2022)

MINUYNUTIAN TSI e A AU SE e aLUsee 9 AAsdesiunsdndile
Foo1msdunid Tnofifeimualiidulszaumanisnain (Marketing Mix: MKM) {uiauys
Saiv‘wmumL‘UuaaLiwmauamnaﬂamapmlﬂmpguﬂm WAuAR (Attitude: ATT) 1udauds
dwinu inannUssInanawgraatuayuLasAndunsindulate anThenadnddnaulate
(Purchase Decision: PDE) LiJummJimmwm@mﬂwﬁuammmﬂquwg BRT (Westaby,
2005) sawandly Figure 1 Fafinsimunauufgiunisideseaziden fail

Attitude
/ N‘
Marketing Mix hi »| Purchase Decision

Figure 1 Conceptual Framework

dauvszaumansnataifunagnnisnainfiddnuesgsne Usenause wandusi
$101 Faanan13IAsInMng warnsdaaiuniInatn denadonisinduladavosiuilaa
(Wongprasert & Chuaboon, 2018) faiufsannsntwunauufgiuldsed

ULAgIUT 1 (H1): dautssauninmismaindsnsnadenisindulafoomsdunsed

nagnsdulsraunisnsnaalusunososuslaa fadiundndos frusen du
Yoame N13indIvng uazdunisdsasunisnann duadevinuadiisvesiuilan 91013

nsfnwlanaaunslaseadieanyuuesveusinpe msdunsdludminasugssill
eI WY uarAn




VNUNIUITIUNTTU WU dIulszaun1an1snatnildysnanwnsadeuinderiauai wazddawa
son1sinauladodinlasaarsfivrosuilaa lusunadeaded Smiadedl (Pinta &
Mallawong, 2020) fstfusannsafmunauufgiuldsed

AUNAGIUT 2 (H2): daufszaumimsearndlaninaseriauad

Ajzen and Fishbein (1980) na7 siruaRdududsddgysenisaslalungingsyla
1 Fauadiarendnsuslunnuidnindavesiuilneinasonisdadulate wneduilaney
dnAuladendnsusitueg fumu anuidnazan uassvaumsaiildsusmesiuilnausiay
AU (Eagly & Chaiken, 1993) wonang Nguyen and Dang (2022) wu31 viFiuARIaNSnaLys
uindemsdndulatoonsdunidvesuilnadeauy fdulsanansoiuauufguldwd

quLAgIUT 3 (H3): Viauadivewadensinaulaioormssunsd

Kotler and Armstrong (2009) ﬂanm drulszaunienisnatnasidudingy gA Ul
fuslnadentodudnuieuinistiu 4 sumsdeasmnainvesyiia taefuslnaagiiiruaiii
mmalmmamamm%uuwumaamaumaammwa%amﬂﬂa Swldimounialitey uasdw
noaNgANIIUlAY ﬁuﬂﬂauamaaﬂm (Ajzen & Fishbein, 1980) Sn Nguyen and Dang (2022)
U1 ﬁ'ﬁuﬂﬁﬁﬁm‘ﬁwaL%amﬂm'amiéf@%ﬂﬁ]?}/ammi@w%émaa@u‘ﬁmﬁamum Faiuds
anansarfueauuglddsd

qFEIT 4 (HA): dauszaunenimeanddvinasdonisiaauledea mssuneau
viAuAR

szigudsnisAne

nMsiseadaiidunsiseBadnsna (Survey Research) Usznnsitalunisane laun
fuilnafinetoonmsdunidlugag 3 Woufiiumn uazerdveglusinaiiies fmiagags
517 alainsrusruulsznsian 1435n15qufI9E19U UL (Purposive Sampling) 4
YUIANFUTIE13E1 B9 Hair and Mena (2012) vuranausnegsfimanzaslunisiiases
aun13lAs9a3Ne (Structural Equation Model) Aa508581314 200-400 #0814 mATeiiden
AuTuaL 400 9o Tuszaziian 2 o duuuaeuaIuARUNAUL LAY dugnavsauysal
anunsnlUldld S1uu 393 4a Aadufesay 98.25 veauvuasumTidsoantiavun Fadu
aguliinvunangusnegeglunasifivanzas

in3esilefllunside

THuuvaeuniu (Questionnaire) Luia3 pailelun1side Aasredumnainnisfnw
wuAn uiuaznasideiiiendes Ussnaude 4 daw il

1) foyavinluvesireunuuasuniy $1uau 3 1o

2) dudsgaun1an1snain i KEadet 51A7 999m9N15INT MY WagnITEuETY
N3RA1N WAINAINLUUABUDILYEY Daengta et al. (2020) WuuuuasuauwianUaralauwuy
umsIEILUsEINUAT (Likert-Scale) 5 5efu anszduanuAniiutiosiign winiu 1 lugszsu
ANNAAT UL an wiidu 5 T inusin1sulaniununevesazLuulad o 5 53U
(Kanchanawasri, 2012) et

4.21-5.00 vaneds fianuddyseiusnniiae

3.41-4.20 nngis daudrftyseauLin
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3) WAUAR 91U 4 T8 WAIUIINWUUABUAI1UUDY Tandon et al. (2020) 1Ju
wuvgouaugidalatslaluuuinsidiulssunmunn (Likert-Scale) 5 5¥AU WuLAEIAUEIU
UTgaun19n1smnang

1) madnauladovesiuslaa $1uau 1 9o Wan1anuuuAuaNYeY Wetchapitak
(2019) WunvvasuauviinUateUanwuuunnsid@iulszanuan (Likert-Scale) 5 58U 3NTEHU
msinaulatedesiian wirtu 1 lusssesumsdnauladenniian wihiu 5 taefinusinizuua
ANuNeTesRzLLURaEN T RAUlaTe 5 Syu el

4.21-5.00 v sefunsdindulasnilan

3.41-4.20 i szaunsdndulaunn

2.61-3.40 Wi seaunsanaulaviunans

1.81-2.60 nuneis szAunsAnaulatioy

1.00-1.80 vanefs szumsanaulatiesiian

funaunsadaniasiion1sise fil 1) Anvuwdn nquiwezauideiieates e
A5NNTDULUIAANITINY 2) WALILUUA U Ld0nARDIAUNTOULLIAANITINY 3) ATI980Y
AMILiBanss (Validity) GuaﬂLLUUaaumuﬁa?n%wia;ﬁlgﬁlmmﬁg U 3 YU NATITRAYT
ANNEBAARDY (Index of Item-Objective Congruence) LLazm’Jf\maUﬂmmW‘UaflLﬂ%‘laﬂﬁa‘ﬁq
nsldnw mnumsuiu Audenadetvesiien (Content Validity) reuaziilunnasdld
HAN1INAABUNUIY MnTeA1a1uilaA 10C >0.6 (Wanichbancha, 2012) Feurluldlunns
nyvEuAILdesusely 4) duvuasuauildlunaaeuiunguidmnefifidnvazimileudy
naufig 199U 30 AU WuT ArmnudesiulagliasmeAduUsyAnsuear (Cronbach’s
Alpha) ¥09mnfaLUs 11131 0.7 Fadudrunast (Nunnally, 1978) faiudsazuldn
mmsmﬁ’wquaaummaﬁmﬂﬂiﬁﬁumiLﬁusﬁa%aﬁm%’umiﬁﬂw’ﬂ,é’
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Fmineemsdunid uagpatnannieuAUandu q elilddeyaiddnuwaznsed
nsavInevessity wavildnuasdusunuiifvessseing Unmanarmaides (Bias) 1nq
AULUUFAIFBRT 59031W3U 393 AU

nsAATIEidaya

n9isundsildadiflunsinseideya Téun

1. adfBanssan Usenausie anud evar aade wazdrudeuuunnigIuues
foyartiluuazanuAniiuiifdediudszauneniamain Vieuad waznsiadulade

2. afmdseuuu Uszneusiie mslszviaunislassaineuvuidsasiosiian
U989 (PLS-SEM) felusunsy SmartPLSa Gamsnzdmiudeyaiiinisuanuaslivniiuay
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Model) Wagn15IASIEILUmalATIa319 (Structural Model) LianAgauNauBLIAIUARMY
aunAgIuNaald (Hair et al,, 2022)

NAN1SANYI

Toyavhluvesuilanomsdunidlusuneiiies Smingrugisiineuuvuasuniy
T3 393 au wud drulngidumends S1uu 251 au Andudesay 63.9 fengsening
21-40 U 31w 270 Ay AsvduSouar 68.7 wariisnelatussninvsewindu 15,000 U 31U
216 au Andufesay 55 dmduszdunruAniuesiuilnafiAsafudndsraumanisnann
e uavnsinaulade LansHanMIATziaadsuardudsauunsge @ Table 1
Wy yadaudsianedeluseduannian lneiFesaazuuuanunnlumdos fil Wauad
(Auades 4.45) msindulede (Aeds 4.31) wagdrulszaunianisnain (Aade 4.28)
AUAAY

Table 1 Mean and Standard Deviation for all Variables

Variables Mean S.D. Level
Marketing Mix (MKM) 4.28 0.390 Very High
Attitude (ATT) 4.45 0.494 Very High
Purchase Decision (PDE) 4.31 0.745 Very High

diemsyaaouilaym Common Method Bias (CMB) §3dtldnaaeudnanisnsiaaaus
Full Collinearity Variance Inflation Factor (VIF) vasiaudsvianualuluina 3 edinilmunza
A3iiAn < 3.3 (Kock, 2015) auandlu Table 2 wudn Faudsiianuaiinadi VIF GREEATPRR
1.156-1.271 wansilunwudeyn CMB waghiifadgymianzsiudunse (Full Collinearity)
FENINFUS

Table 2 Full Collinearity
Marketing Mix (MKM) Attitude (ATT) Purchase Decision (PDE)
1.264 1.271 1.156

NANTTILATIZHIULAANISIA

HANTSALATIEWLNLAANT19TA (Measurement Model) 10 un15AS29@0UAINAT S
(Validity) wazarutndedold (Reliability) vadu1nsiasawusuia (Latent Variable/Iters)
ANULUINITEY Hair et al. (2022) Fauansly Table 3 Inensivaeunuifisnsudauniou
(Convergent Validity) fall 1) AansanAnimdnesdussney (Loading) UouAazUoAInIN AT
HA1UINNINTOMNAU 0.6 NaNITIATIEYINUTN AN Loading 88581314 0.640-0.827 Fseeusu
16 2) RersanAiauwlsusiuedsvetasdussnaudiadale (Average Variance Extracted:
AVE) m13dA101nN1MT81iAU 0.5 Han15IlATIEinUdT A1 AVE 8g5e1719 0.509-0.643 3
pousuld uay 3) AnsanAaudesiussduseney (Composite Reliability: CR) vasnfauys
AFHANANTY 0.7 NaN1TIATIEINUI A1 CR 8gsening 0.757-0.848 d@anAdBInnunmgl 3
YRUFUNANIINAZDUAINGT
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Table 3 Measurement Model

Variables ltems Loading AVE CR
Marketing (MKM) PRO 0.827 0.643 0.878
PRI 0.798
PLA 0.795
PRM 0.786
Attitude (ATT) ATT1 0.640 0.509 0.805
ATT2 0.673
ATT3 0.798
ATT4 0.734
Purchase Decision (PDE) PDE SIM NA NA

Note: PRO = Product, PRI = Price, PLA = Place, PRM = Promotion, SIM = Single Item Measure; NA =
Not Applicable

NANIITIRADUAN TS HTeTun (Discriminant Validity) Ineldiada Heterotrait-
Monotrait Ratio (HTMT) i’mmmLﬁmmqLG‘BQ?&WLLuﬂLU‘%&I‘ULﬁ&Jinﬁjideé‘hLLUiLLm (Latent
Variable) Ingldinausivas Franke and Sarstedt (2019) &afn HTMT pastiosningiaiu 0.9 910
Table 4 WU71 KANIATIVFBUAIIUTIBINTHTITIUNTAISEHING 0.330-0.506 donAdaIRnIY
et Fauanmsvadeutisiunandiidiuinlunanisin (Measurement Model) flnanumss
(Validity) wavmudedels (Reliability) mULUINIWDL Hair et al. (2022)

Table 4 Discriminant Validity: HTMT

Constructs MKM ATT PDE
1. Marketing Mix (MKM)

2. Attitude (ATT) 0.506

3. Purchase Decision (PDF) 0.330 0.361

NAN15ILATITALULAALATIASS

N153AS1ERlUmalaseas e (Structural Model) Hair et al. (2022) wag Cain et al.
(2016) 1n539a0UNTLANUIMUUUNANAEAILUTVRITBLAAIUAIAIULY (Skewness) Uag
A1AUlA e (Kurtosis) U89 Mardia wua1 aranud (B = 3.753, p< 0.01) uagAraaules
(B = 23.369, p< 0.01) nu1eAMI1 Toyaiiniswanwaswuuliund Wl eganaALY
(Skewness) 11nn91 3 wazAAle (Kurtosis) 1nnnan 7 faumanasives Becker et al.
(2023) MIsHar v UNavEIANELUSEAVEIEUNNS (Path Coefficients) ANARIAIAANALAABY
U955 (Standard Errors) A1adifl t (t-values) wavaAdadAgyni19ada (p-Values) Tun1s
Ainseiluinalassada Ingld33nsduiaegnauuus $1uau 10,000 g sedutfoddy 0.05
Tuduneu Bootstrapping (Ramayah et al., 2018) aauanslu Table 5

NaN15ILATITELLAalATIAS19 (Structural Model) WUl d@uUssaunisnisnainl
SvSnavsmsaudsuIndensinaulatesdunid (B = 0.211, p< 0.01) wazdidndnaniems
Weunaeviruad (B = 0.419, p< 0.01) ﬁqﬁ?u?mam%’uamagm H1 uay H2 wenani vieiumd
faffdvswamansadeindensindulate Jweusuauufigiu (H3) wagnanadeuauNfig N3
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Ak uvesAuAR A1uLLIN1G Preacher and Hayes (2004) 1435015 uia819uune
(Bootstrapping) Wavaaeudninanisden (Indirect Effect) Wi dauuszaunienisnan
annsaasanswnanedenludinsinaulade iushulsdwminuvesirunile (B = 0.098, p<
0.01) Fajufseusvauuign Ha Fananldiwiauefiduiulsdeiuuasisnsnavosnis
dsiusonsiadulagesmsdunssurediu (Partial Mediation) wenand 21nnsiansan
FudszavsLdunis (Path Coefficient) wuinan R sesiiauaiuaznisinaulade dawviafu
0.175 uay 0.135 muasiu Inefulsdasyannsaesuisnuulsusinvesmsiaduledold
Joway 13.5 sananslu Figure 2 uag Table 5 Muinaived Chin (1998) A1 R? 88581314
0.10-0.30 asnsageniuldluarvmgAnssuguilaauaznisnann esainnginssumywdd
AMudutautazlasudnswaandadevatenunieoniu

ATT1 ATT2 ATT3 ATT4

LT,

0640 0673 0798 g3

Nl

PRO

0.419 ATT 0.225
0827
P w07y N
0.211 > —1.000— PDE
40795~
PLA e
0.786
MKM PDE
PRM
Figure 2 Result from SMARTPLS4
Table 5 Hypothesis Testing
Hypothesis Std Std t- p- BCILL BC R f? Result
Beta Error values values UL
H1: MKM9 PDE 0.211 0.056 3.781 0.000 0.116 0.300  0.135 0.042 Accept
H2: MKM=> ATT 0419 0053 7913 0.000 0323 0497 0175 0213 Accept
H3: ATT = PDE 0.225 0.065 3471 0.000 0.115 0.327 0.048 Accept
Ha: MKM=> ATT 0.098 0.030 3.178 0.001 0.048  0.145 Accept

- PDE

Note: Bootstrapping=10,000 at 95%

d5duaznisanusena

nansidesenfuaNNAgIudl 1 duUszaumnisnaiaidninannsadauindenis
dindulatennsdund aonndestunuideues Buranakul et al. (2019) fuslaadadulate
feesuniamsznagnidiulszauniainianain (aPs) siadundnsdast Fumen fudeamis
NM3IATIMNY waznsadLESINIIAIA MNFUTENBUNSIYUANaYNSAIUUTEANN1IN1TAATA
fomnzau agifuilnadnauladeevnsduridlduiniu wu mmuauamamnIHERDE19R
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fn15useanunsdunsy nandnniauuselov Uasndusaguain siamnzauiuusunn
WATAMAN mgeldliienn wazdinsasasunisnatnluloniadifey o 1wy NTIRUNBRTLINS
9ulevey (OTOP) Wudu wulieaiuanideves Kamboj et al. (2023) §u3laae1mnsdunsd
Tudssmmduiglianudfyiunuawazaunmvesndndud sudadomnanisdndmined
d¥aIn wazanunsandeladneg

uananid NanTITeeusUaLNRgIuT 2 dulszaunanisnandininaniensads
UVINADNIAUAR dOARADINUIUITBVDY Pinta and Mallawong (2020) @ruuszaunieninaia
dsnaldeuindevimunivesduilnainUasnasiiy mnguszneunisdeansnagnddiuyszay
yensnameesasiiane Juilaassdanuiferdunansusiemsasnansiiy 23ndndn
Frugunw faalindlaeanduns Westulunsndudwi odudn authlugnisdndulate
AR TN TURDRANTRYAINET

nansispsousUALNAgILA 3 HauaRisvinannsadeuindenisdadulade
A0AARADINUIIUITBUDY Nguyen and Dang (2022) WauaRiansnadwuinsensinaulade
o1 Buniduesiiuslaaisaunu WU Tandon et al. (2020) nuiwiruaAduiladen
Snsnanansadsvandenisdnduled semisdunidvesuilnalulsemaduie el
z’fﬂizﬂa‘umimﬂﬁmmﬁwﬁfyﬁ’uENﬁ‘dizﬂa*usuaaﬂWiﬁaaﬂiﬁawuﬂiaa%’ﬂaﬁﬂucs]ﬁﬁﬁ@iammi
dunisluanuidninAnvesuslng authlugnisdndulatiold Metastuagiuanud anmddn
azan wazUszaumsaifldsuinvesgfuslanusazau (Eagly & Chaiken, 1993)

LarnUI AN TIdeseuvaNtAgIui 4 drulsraunnenisnataanansndednina
yadeuludsnsdndulate iufusdsuesirunfvilidsvinasiufiasdu aenndosi
N13ANYIV8Y Pinta and Mallawong (2020) @1uUszaun19INITAAINAINANINATILTIUINGD
fiaunRvasfuslnainuaonansiiy wagviruafdmwanersadauindauindenisiaduladenn
Jagmansiy fatugUsznaunisnisiiannuddnyfudiutszaumianisnain (4Ps) siadu

a v 6

HARSNT AUTIAN AUYBINIINTIAT MUY UagMTaLasuNITAaIa Weaseausanagay
Aaaa a a Y Y a a = | Y a o a & a a [P
naniidesmsBunsgliunguslaauiniiagn Feasdreliiinnisdndulaeamnsdunidlalig
1N89UU (Mohamed et al., 2015)
HansAnwIlanunsaesuleTngUisasnnsideiinuualiladn 1) diudszaunis
nsnanilandenisinduladesimsduniduasiinuaivesuilan 2) viruaRiisvsnanenis
AndulageIIBuVSIvauILan uag 3) diuuszaunnanisnainidnsnasensindulate

a a6 YA IS IK% a o Y ! 1
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namsideuansliifuidiuyssaunaniseaadidvinadenissnaulatoomsdunis
Huimuafver uslan lagldlunaaunisiaseasne (SEM) amelangu nislivauaiids
noAnssu (BRT) Faiannlag Westaby (2005) fiogonunannvguingAnssumuuay (TPB) ved
Ajzen and Fishbein (1980) msldngud BRT figauddunsesuionisinduladovesiuslaeil
RnnnealdatuayuiazAndungingsy Saeiruafuazinsguisuimnadaem Jade

nsfnwlanaaunslaseadieanyuuesveusinpe msdunsdludminasugssill
eI WY uarAn




Tidlaussgdlaiednvesiuslnaldsouduaindstu Tnsiameluuuniiguslaasosldns
lnsnseammuadeudnduladoatnsemsdunis uenand nsdnuanuduiusvesiiuys
senannelinseunwiaiefulagld BRT ungquijnandslinis@nwidiuiuiies (Sahu et
al., 2020) mslddrudszanmensnamduiiuusdass uazviruadiduduysdsinuion
AnulangAnssunisuslareimsdunsdeginsaunqudiline nunisAinwanneuluuiun
vosUszmnAlng dsaenndeiudoiausnas Seedee (2018) uuztliAnwduusAvaiu
nofnssunsdeamnsdunisifiniy ievesesdanudiunsnainduniduasnnfingsa
fuslaalngliandauasdnioudelu fadu nansideilifiesatvayunsdssgndld BRT
nseuLARd Ty Lm'é’a%iﬁlﬁuﬁaﬁmamwquwﬁ BRT Tun1seSunengfnssunis
wadulad edudneg13diaiesssu (Ethical Consumption) Ineg uilaanszuindequain
Awandon uazanudsiuuenmiousdlevidmaulunsidendeomnsdunid Geanunsnily
sovonlunsAnusunginssuguslaauaznseanndiiuluewanldegisiinuen
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wansIsenanddiiuin maguilaadvinuaifiddedusn avdelvinsivunday
USEaunNIINITAAINAIUNE AT I 51A7 YBIN1IN1TIATINUIEY kagnISERaSUNITAAIAT
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dnaulafodudluusiazaanan duu welmAnmudlafianduazaseunquiaiu vuide
Tuouanmssidunsanwegiseidaduszeren weveiuiinsanulugdmingu 9
Wassuiisuuasamiaaeunudenadowasransiteluusuniiuansieiy uenanid A Re
ﬁagﬂmm 0.10-0.30 azviouinfusdaszainisaasuisaunysusiuvessusnulatiies
U19du Femrsiinis@nuiduusiiudu wu Jededuininer Fudviwanieuenuaznis
deansnsnann fumnudsdu efinanuaseunquueslunanaziaiuaiemailadisou
fuAefunginssunsuslarensdunidlueuiae

LONE1S9199D4

Ajzen, . & Fishbein, M. (1980). Understanding Attitudes and Predicting Social Behavior.
Prentice-Hall, Englewood Cliffs.

Becker, J. M., Cheah, J. H., Gholamzade, R., Ringle, C. M., & Sarstedt, M. (2023). PLS-
SEM’s Most Wanted Guidance. International Journal of Contemporary
Hospitality Management, 35(1), 321-346.

Buranakul, A., Wongkamhaengham, K., Ratchatakulpat, T., Wattanametha, P., &
Asampinpngs, V. (2019). The Consumers’ Purchasing Decision of Organic Rice in
Bangkok. Journal for Research and Innovation, Institute of Vocational
Education Bangkok, 2(2) 109-116.

nsfnwlanaaunslaseadieanyuuesveusinpe msdunsdludminasugssill
eI WY uarAn




Cain, M. K., Zhang, Z., & Yuan, K. H. (2016). Univariate and Multivariate Skewness and
Kurtosis for Measuring Nonnormality: Prevalence, Influence and Estimation.
Behavior Research Methods, 49(5), 1716-1735.

Chin, W. W. (1998). The Partial Least Squares Approach for Structural Equation
Modeling. In G. A. Marcoulides (Ed.), Modern Methods for Business Research.
Lawrence Erlbaum Associates Publishers.

Daengta S., Kongpunya P., & Chayomchai A. (2020). Marketing Mix Factors and
Motivation Affecting Consumers’ Purchase Decision on Organic Products in
Phetchabun Province. NEU Academic and Research Journal, 10(3), 41-54.

DITP (2024). March is National Nutrition Month EP.15. Retrieved from
https://www.ditp.go.th/post/165474.

Duangekanong, D. (2020). Factors Influencing Consumers’ Purchase Intention for
Organic Food Products in Thailand. Connexion. Journal of Humanities and
Social Sciences, 9(1), 38-46.

Easly, A. H., & Chaiken, S. (1993). The Psychology of Attitudes. Harcourt Brace
Jovanovich.

Fishbein, M., & Ajzen, I. (1975) Belief, Attitude, Intention and Behaviour: An Introduction
to Theory and Research. Addison-Wesley Publishing Co, Inc., Boston.

Franke, G., & Sarstedt, M. (2019). Heuristics Versus Statistics in Discriminant Validity
Testing: a Comparison of Four Procedures. Internet Research, 29(3), 430-447.

Hair, J. F., Thomas, G., Hult, M., Ringle, C. M., & Sarstedt, M. (2022). A Primer on Partial
Least Squares Structural Equation Modeling. (3 ed.). Thousand Oakes, CA:
Sage.

Hair, J., Sarstedt, M., Ringle, C., & Mena, J. (2012). An Assessment of the Use of Partial
Least Squares Structural Equation Modeling in Marketing Research. Journal of
the Academy of Marketing Science, 40(3), 414-433.

Hengboriboon, L., Naruetharadol, P., Ketkeaw, C., & Gebsombut, N. (2022). The Impact
of Product Image, CSR and Green Marketing in Organic Food Purchase Intention:
Mediation Roles of Corporate Reputation, Cogent Business & Management, 9(1),
1-20.

Huo, H., Ahmad, F.S., & Teoh, B. (2024). Factors Affecting Consumers’ Organic Food
Purchase Behavior: A Systematic Literature Review and Future Research Agenda.
Environment and Social Psychology, 9(2), 1-12.

Kamboj, S., Matharu, M., & Gupta, M. (2023). Examining Consumer Purchase Intention
Towards Organic Food: An Empirical Study. Cleaner and Responsible
Consumption, 9(1), 100121.

Kanchanawasri, S. (2012). Applied Statistics for Behavioral Research. (6" ed.).

Chulalongkorn University.

%E NIANTATYFANAATUALUINTFING W INeFevinBes UN 17 adud 4

o

{5?’) Economics and Business Administration Journal, Thaksin University

ECBA



Kasikornresearch (2017). Opportunities in the Health Food Trend for Profit. Retrieved
from
https://www.kasikornbank.com/th/business/sme/ksmeknowledge/article/ksmea
nalysis/documents/healthyfoodbusinessgrowth.pdf.

Kitivieng, R., Wongkantarakorn, J., & Suwanno, T. (2024). The Factors Affecting the
Behavior of over Ordering from Using Food Delivery Application During COVID-19
Pandemic in Bangkok and Metropolitan Area. Southeast Bangkok Journal
(Humanities and Social Sciences), 10(1), 96-112.

Kock, N. (2015). Common Method Bias in PLS-SEM: A Full Collinearity Assessment
Approach. International Journal of e-Collaboration, 11(4), 1-10.

Kotler, P., & Armstrong, G. (2009). Principles of Marketing. (13" ed.). Pearson,
Englewood Cliffs.

Kotler, P., & Armstrong, G. (2014). Principles of Marketing. (15" ed.). New York, Pearson
Publishing.

Kotler, P., & Keller, K. L. (2016). Marketing Management. (15" ed.). London, Education,
Inc.

Kotler, P., Bowen, J.T., & Makens, J.C. (2014). Marketing for Hospitality and Tourism. (6"
ed.). Boston, Pearson.

Mohamed, B. B., Mason, C., Mohd, F. S., Hafezali, I. H., & Milad, A. S. (2015). Consumers
Attitude Towards Organic. Food Procedia Economics and Finance, 31(9), 444-
452.

NFI (2024). How Organic Food Benefits? Retrieved from
https://fic.nfi.or.th/futurefood/organic_research detail.php?id=10.

Nguyen, & Dang. (2022). Organic Food Purchase Decisions from a Context-Based
Behavioral Reasoning Approach, Appetite, 173(1), 1-12.

Nunnally, J.C. (1978). Psychometric Theory. (2" ed.). McGraw-Hill, New York.

Pinta, L., & Mallawong, M. (2022). Influence of Marketing Mix Factors and Attitudes That
Affect Consumers’ Decision to Buy Organic Vegetables in Mueang Chiang Mai
District, Chiang Mai Province. RMUTL Journal of Business Administration and
Liberal Arts, 10(1), 1-23.

Preacher, K., & Hayes, A. (2004). SPSS and SAS Procedures for Estimating Indirect Effects
in Simple Mediation Models. Behavior Research Methods, Instruments, &
Computers, 36(4), 717-731.

Ramayah, T., Cheah, J., Chuah, F., Ting, H., & Memon, M. A. (2018). Partial Least
Squares Structural Equation Modeling (PLS-SEM) Using SmartPLS 3.0: An
Updated Guide and Practical Guide to Statistical Analysis. (2" ed.). Kuala
Lumpur, Malaysia: Pearson.

nsfnwlanaaunslaseadieanyuuesveusinpe msdunsdludminasugssill
eI WY uarAn



Sahu, A. K, Padhy, R. K., & Dhir, A. (2020). Envisioning the Future of Behavioral Decision-
Making: A systematic Literature Review of Behavioral Reasoning Theory.
Australasian Marketing Journal (AMJ), 28(4), 145-159.

Seedee, R. (2018). Consumers’ Purchase Intension for Organic Foods in Thailand.
Journal of Graduate Studlies Valaya Alongkron Rajabhat University, 12(3), 134-
146.

Sitthisuntikul, K., Jolanun, B., & Junkong, J. (2024). The Relationship Between Personal
Factor and Buying Behavior of Organic Rice, Luang Neua Sub-district, Doi Saket
District, Chiang Mai Province. Journal of Agricultural Production, 6(1), 36-45.

Sukkarat, K., & Athinuwat, D. (2019). Study of Consumption Behavior and Attitude of
Organic Product Consumer. Thai Journal of Science and Technology, 9(1), 68—
76. DOI: https://doi.org/10.14456/1jst.2020.6.

Tandon, A., Dhir, A., Kaur, P., Kushwah, S., & Salo, J. (2020). Behavioral Reasoning
Perspectives on Organic Food Purchase. Appetite, 154(1), 104786.

Thansettakij (2024). Future Food: $9.1 Trillion Industry Surges on Global Trends.
Retrieved from https://www.thansettakij.com/business/510908.

Wanichbanch, K. (2012). Statistics for Research. (6™ ed.). Bangkok, Dharmasam Printing
Company Limited.

Westaby, J. D. (2005). Behavioral Reasoning Theory: Identifying New Linkages Underlying
Intentions and Behavior. Organizational Behavior and Human Decision
Processes, 98(2), 97-120.

Wetchapitak, K. (2019). 5A Marketing Strategy and Customers Decision to Buy Organic
Goods. Thesis. Master of Business Administration, Silpakorn University.
Wongprasert, S., & Chuaboon, W. (2018). Attitude toward Organic Foods of Consumers

in Bangkok. Thai Journal of Science and Technology, 7(4), 399-407.

Yaemketsukhon, R., & Tilokavichai, V. (2016). Factors Influencing Purchasing Behavior of
Organic Food in Bangkok Metropolitans. Journal of Community Development
Research (Humanities and Social Sciences), 9(2), 218-227.

Zhou, M., Zhao, L., Kong, N., Campy, K. S., Xu, G., Zhu, G.,Cao, X., & Wang, S. (2020).
Understanding Consumers’ Behavior to Adopt Self-Service Parcel Services for
Last-Mile Delivery. Journal of Retailing and Consumer Services, Elsevier, 52(6),
101911. DOI: https://doi.org/10.1016/j.jretconser.2019.101911

% NIANTATYFANAATUALUINTFING W INeFevinBes UN 17 adud 4
ol
W?’) Economics and Business Administration Journal, Thaksin University

N

ECBA



DOI: https://doi.org/10.55164/ecbajournal.v17i4.274785

n1sdeasandnwalnudunAlduNaRduTIUAdnInAlAvBLAL
Communicating Southern Local Identity Through Livestock
Products from the Southern Border Region

adatad anuanatuns’

Laphassawat Subphonkulanan’

fuiuuneny - 14/06/2567
JuwAlvunenu  : 03/08/2567 UNANELD
JuUpauSUUNAINY : 29/08/2567

[
aa v |2 tﬂ' = aa dl

UNAIUULINOUTTEIR LW@ﬂﬂ‘U’]’Jﬁﬂ’]ﬁ’d@ﬁ’]iﬂ?i@ﬁ’]ﬂLLUUH?M’]W}SE‘{’WM%}UW‘I?@QLﬁ%ﬂJ

9
Y & a

wandneiuadninield (Wunuiseidequnm {iideyadidy uiadu 2 ngu fe ngud 1
Uszsrunguvdediing 9 Jamaeguu 15 nandmel nguil 2 aundnngu $1uau 36 Ay
T#38nsdmdenuuuianzas wdesdefildlunmaifudeya Ae wwuduawaluuuidlassaing
NI itayalagTunuanse

HANSANWINUIN (1) Nsasiamssuinanduniuadaninalavewauinisasnnissus
Tudnvazysannisansiasiuiu nszgulingudmneiuanudidy nsdiundaisiunis
FaRanssudaaiunansdud Weadensfuianiuguiiodvaiamusssudundnsd
viesduliinseg ndnduduuazuinislringuiamivguvulngld Social Platform iuedosile
Tiuszanaududeyanalunisdnenendndnualiiufuneldidassumy (2) nduiamfaguey
$1uru 9 nquYINNSARANIMNANITRANALUUYSNAS 15 ARAwe Hudemnenisdeansly
sUuuuvesesulatiazoovlal Tngtaanmadunaluudandn 2,216 afs iuladu 202%
nsfidrusuluveanadiandu 537 Wulatuaindu 524% nsiuniilesensuru 180 iuln
T 413% Feansansefudaaiunisveniodenlss Social Platform nisdeanslmAnnissus
IsfegaiiszanBam dusuuuimaiusudluiioadamssuigaunieusn Aemsaiianiy
lauazemniilaludadnuaiviesiuliunusssvu nsedulivssvvudianidmsaluns
weuns Snwnagiaasadsdu damamsfnuluadsiidudsslonidodusznaunislunis
Fenlfinsesdliomamsnanslumsdeanslueiuslnalfesamnzansioly
Addny: naudavinnialdueuny nandusiUadnd nsdeasmsmaiauuUYIaNNIS

msSuiHAnTu Sndnwaiiuiy

! femansnansd a1wninnuinsgsia (Msmain) AngIngIn1sIans winingrduasaiuniuns
Assistant Professor, Business Administration (Marketing), Faculty of Management Sciences, Prince of Songkla
University

* Corresponding author: E-mail address: laphassawat.s@psu.ac.th

nsdeansdnanvaliudunaliiunGnsasiuadainaldveway
adadand Annanatiung




Abstract

This article aims to investigate integrated marketing communication methods for
promoting livestock products in the southern border region. This is a qualitative study,
with key informants divided into two groups: Group 1 consists of 9 community enterprise
leaders overseeing 15 products, and Group 2 includes 36 members. A purposive sampling
method is used. Data collection employs semi-structured interviews, and the data are
analyzed using thematic analysis.

The following results are found: (1) Creating awareness of livestock products in
the southern border region: Awareness was created through an integrated approach with
a joint mission, encouraging the target group to recognize the importance of participation
in activities that promote product exhibitions. This approach aimed to create
generational awareness to preserve the culture of local products. Products and services
were promoted to community enterprise groups using social platforms as tools to
convey the Southern local identity to the public. (2) Nine community enterprise groups
conducted integrated marketing communications for 15 products through both online
and offline channels. The impact was measured by over 2,216 page visits, a growth of
202%. Page engagement reached 537, growing by 524%, and video views increased 180
times, growing by 413%. These metrics indicate effective promotion and sales
connectivity via social platforms to create awareness. 3. Guidelines for improvement: To
create a supporting mechanism, it is essential to raise awareness among outsiders and
instill understanding and pride in the local identity among the people. The strategies to
improve and create awareness among outsiders, foster understanding and pride in local
identity among the public, and encourage community involvement in promoting,
preserving, and sustainably developing this identity. The results of this study are
beneficial for entrepreneurs in selecting appropriate marketing tools for effectively
communicating with consumers.

Keywords: Southern Border Region, Livestock Products, Integrated Marketing

Communication, Product Awareness, Local Identity
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seiunfinim anunumvesuleuieviesiiukaznsunaseslunsafuayuendnualviosiuves
nandugiAdnd 91nNsANYIYEY Marsden et al. (2000) ddaiausuuginiguia diuunases
viosdunaresdnsiunumddglunisduaiuendnuaiviesiuvessansamiuadaiissdou
TotsAu M33UTes warmsativayuinwnsnsviosiu wleuiednanaiunsaiiunsduiuay
MsmanavesHAnfusiosiu slrArmudBulussazen

Fou msdaasuendnualviesiurewandusiogaiiussansamilauddyognads
sonseyinvusanmsTausTIn MIafuayuasugRvluiesiukaznsian gy Taetnms
patnainsaduaiuendnualvesdndueiuadniluriosiusensldinieaonisdeans
MINAIPLUUYIANS eadamssuiuazand lusndnuaiviosiuvenanfusivadafluiiui
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mi?iamimiﬁlmﬂLtuugimﬂﬂﬂi (Integrated Marketing Commmunication: IMC)

HunnAeiidunudduesnisysannisteamninisieasnismaiasiig 4 g
194 IMC Ao Msadadonnuiifgalauaziirdanguitmung {eldi8ns IMC gsfaamnsa
UiuUsUszansnmmisnisnaianazarsendnuvaiveanusududannsald IMC iReadoeiu
nMsUszifiunazuiuugsegdaifleadioliuileinnagninisdeansiiannuieades fdwusam
wazdiuszansnm lasilieg eadolunsd oasnainuuuysanig (Kotler and Armstrong,
2012) Fastoluil

nslaan (Advertising) mslavananunsdnfsf@oswiumnniinszanesanuiui
Tuszsusn uazanunsadstonnudilamanends nslavanuuelvguenideiimieafivawn
vosuy Anudounazanud s iesandnvaziiluvesnslavan fuilansinazussin
WA fasiilavaniugniesmungraneminndt nslavaniuantesnagteinauduiu el
Ustnannsadaueninduiveanurunsidnim fu e uasdedalifaus nislavanduy
nsldiiteadrsnmdnwaiszezendmiundnsuet lunsndudu nslavanaunsansedu
gonugldanesania fdosidanadifefauduiunnldesesanis uinslavaniulad
fmunaglianmnsaliiuinlaldlasasainduninnueevesisn dadunsdeaslimaiion
Jagsudimslavaniudedsausoulaviinniu madddldie fuunslavanduazdesdiom
LANFLaYaT1aN59R AR

n1sv1elagniineu (Personal Selling) uin3asilefiiiuszansamanndianluuig
fupouresnsruiuniste Tnsawizegrsbilumsainsnuiionela arundesiu uaznisnserh
vosffie Fuferdostumsiufduiusdruiserieudausasnuiuly Weliuasauannsn
Funamnudesmsuazdnuaiziannzyesdndouazyihnsuiuasulseenag msned
yaradsoyanelimneiavesnudiiusiugnéliulniu dudarudiiulumsvienia
audusisluudsfinanmdusa winauneiiussansnmagadafamayszlovivesgnei
Juddgyadennuduiuduasnisuwilymuvesgndn

dald3un15918 (Slaes Promotion) N13dsLasuni1sueUsenausiens eaiionns o
1N18 1 U M3UTENIN Tolausansian veaNUIAALaTAY 9 FeamTafigaAly
aulavesuilan lauedegdladirlunisde ddunansduaiunisesindengdu egidlsfin
wazdnlulanaindunistavavsenisvisdiuyanatunisasiaanuianelaluns Gudily
JrreMILaEAIEUTUSTUgNA

Uszanduwus (Public Relations) mnuudetionnn dmans auauld nsatiuayuy
wazAnssusng 9 guileusiauazindefedmiugeuannnidlavan msUszduiusds
aunsaidslenadugnidumnit egslsfinnu thansnainsnagldnisysyandusiug
Headulunselfidu anudeluniends Faweulgussmduiusiniunsfaunegedffildiu
pedUsEnevdILUsTANNSANASINNS B 9 Tufiusyansnmuazdsemdaunn

N15AA1AN19ASe (Direct Marketing) ud31015Aa1AN19ATIALANA18FULUY LAY
lasndwa wazudnmden nismatnooulat msmanamalnsdnd uazdu 9 Wudu Jagiunns
doansnsnanaldilunanesdodsan (Social Media Platform) gnivuainfuinsetiefdsa
fifeuldifioasrensideude msuandsuteya waznsildiusandunoumusd (Newman &
Thomas, 2021) A591nAN®1 Anderson et al. (2022) wuin unaswesuduinsesiodmiums

nsdeansdnanvaliudunaliiunGnsasiuadainaldveway
adaiand Annanatiuns




Aoasuvuaai widudenansdmiunislavan manann ufinisadiauuudvetodng
wazdIuyARa GeUszinnvesunanwedudedau 14w inetnedeau 1y Facebook uas
Linkedin Tngiudinsadrsuaznisinwininand eulosszninagld (Gupta & Kumar, 2021)
waaesuuUstlunmuazinle Wy Instagram, TikTok, wag YouTube, Ailanuddayiunis
a¥anaznisuuaiiudonninuaziale (Chen, 2022) 1n3ednsudonuazlulasudeon 1wy
Twitter waz Tumblr fisnsaruazmnlunistnadidendennuuasnsdtiandy 9 (Kim &
Park, 2023) uazunanlDSIYLTUANZING LU Reddit uaz Quora Mfldanansnsaungumia
anuaulaaniziSomazneulditu (Ui & Zhane, 2024) 91nn3An®INI5ANYIVES Chen et al,
(2024) Tudszimadulaiids wui1 N1sUSunagnsnIsnaInligenndoiuAIloukazAIL
mavisesgniviesduidudssnduiefiunssonsuazmaidulavesuusudlunaindiiinig
uistuge uenaniinsfinuves Kim (2022) wuin n1sliiadesdionisnanaddviadiuyan
annsagelifusneunisiesiiuannsaaisnmidedeaziiriisgndnlasinig

NTAULUINIINTSANEN

Reviewing documents and related research to gather information for developing in-depth

interview questions.

Concepts and theories Concept of local identity Concept of integrated marketing
of perception (Schiffman (Hall & Du Gay, 1996; Jenkins, communication
& Kanuk, 2007) 2000 and Kalandides, 2011) (Kotler & Armstrong, 2012)

l

In-depth interviews with livestock product entrepreneurs in the southern border region.

The key informants are livestock product entrepreneurs from the southern border provinces,

consisting of 9 community enterprises and 15 products.

N

Focus group discussion on strategies for creating awareness of livestock products from the

southern border region through integrated marketing communication tools.

The key informants are 36 members of livestock product groups from the southern border

l

Driving awareness of livestock products from the southern border region: From Southern local

provinces.

identity to the global stage

Source: Researcher

szlguIaNsAne

msideadsifitoidunsideianninin (Qualitative Research) Litefinwuagyinama
dlaRfunsaiienissuduasyhnisdoasnismaiauuuysannsvessandaeiuadnings
Sorsnnelfvouny aededelusmiiulasns Tnedulerauildiadusuasidon
i 9 Tunuudunwaiidasaieiufunsihnsdssyudaljoanng Weldaseunguuuifn
#e 9 AldanasmumussunssuuazasUssifulasasandeaduingussasdidmuall
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Aedulasinise dhesdnnugainanunduguluimsgiuwimanisasianissudiaznis
doansmsnaiauuuysamsveananiusiundninguiminnaldneuay lnefiisnns
Fniunsidedall

1. Uszrinsuazngudiegis laun guszneunmsudnduniladaingudminniale
youay Feogludsniatanmid sran usisaa lnserdwndnoglunauuadnivanun (qud
welulafansaumanaznisdeas nguansaumalazdonaada, 2024) fid1uau 28,148 51¢
nauseg1e wuseenidu 2 ngu loun nquit 1 {lideyavaniduiuszneunandndusiuadn
naNIminnIAlaRIBLAY 998U 9 NRUTAMRAYNUNGNAE 1 AUTIWIUKENS U 15 ndnda
uaznguil 2 @andnnau ielausuuInIssaianssuinandasivgdninaldvouausiuns
HiaTesilonisdoansnisnainuuuysanns sMenmsdnnisaunuingy (Focus Group) $1uu 36
AL FITeAY 45 AudsiiEnmsdndonnguiiedslnanindendogauuuifutund (Stratified
Random Sampling) laiiJudndiuieniu Lﬁa‘[,ﬁﬂmﬁu%’a%amjmﬁaasmLﬁmmimgmmwwﬂa
iAfeldtmuandutimanglunisfuihegns duusn fvuaszuulam Tududl 2 fidedatmua

nauegalagldimatiaduiiannguisgisuuunzasiundmialenid szan us1sa Fangy

o | ag v ¢ @ Yo i I a a = o v v o B
megeilidunwaiduiingu/dsesunguiamiayuey Jalanudedianuadiaslalunislv

v A A v Y & e B | a ~ vy P
Taya Liefiazazoulviiuisanudesnislunisduaiy welvdanuianuaiunsalunis
U3ENaUNTINAIUANNNTARAZIIANS N TNAISHINIPULDIIUNITAISITINLG Fam157199 1

Table 1 Research Sample Groups

Sample
Area Number of Number of Focus group
enterprises products
Pattani Province 3 5 12
Yala Province 3 5 12
Narathiwat Province 3 5 12
Total 9 15 45

Source: Researcher

2. deddielun1sive lunmsAnuluadedldnisdunivali@edn (In depth Interview)
Tnefluuudunwalaislassaiiwesteranlunsdunvaifudingu/Usssiunguiami
yurundndasivadainguiminnialdveway delidedanisiiunisdearsnisnain
WUUYITNINIT A1UNQu Ve Kotler and Armstrong (2012) Usenaus 38 A15LaYMN
(Advertising) n13u18lAsNINIT1U (Personal Selling) @4La@3un15v18 (Sales Promotion)
Useadunius (Public Relations) Larn15natnn1enss (Direct Marketing) 911U 10 VoA
Feanansnthmalugnmsimunisesnuuunsduindeunisiuiuarnsdoamnaiauuuysang
YoandunUadningudminnialdmennuy

3. Bmsiiusiuudeya msdunwalfidiuauiedu 9 nquiamnagury S 15

Va v &

nAnA Yl Inedunival i Mvinnsvesnguiamnaguyy gIdeidudiiusiuudoyasienies

Y
v ¥ a

vl ududeinguszasanisdunival wagyiminfinssdun1suantAuAniuYes

q

nsdeansdnanvaliudunaliiunGnsasiuadainaldveway
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AUsznounis Walsnalinnaulduansainudaiu lnenistdaay dnstuiinmdlngve
ouaaglvdawaliounstudin dftuiindeyadslsegnsusnnaulailitidiusaiunisuans
aruAniula Weshuieanuazanlinisdunvaliiiuluegediussansam Wszezinan
Tunmsdunwainguazyszana 30 wiil Weiadafunsdunvall3duldasiuseiuddyild
NnMsdunwal wagihnsaunnngy $1uau 36 au iedumsligduawalldiunsusmiu
uazasnsniausLuzteyaianftlunsdlfifiduasuliasuiou WeliAneugndeanaznsaiu
fufuansarudaiiu nieuisauaiumamsdeasdndnuaiiuiunialdtiundnsusiuadn
malsnswaudnlddmiundndunuadninguiminnialdvewau
4. nmyieTideya 14353ATIEILUY Thematic Analysis lagg33gnantan31uan
woudeatuiinnisdunivaluuudiser daniesgiunuasy Tnsddunsunisinseids
AI38UTENANIAINUUIAANITIATIEIITIAUAINYBS Milles and Huberman (1994) Braun
and Clarks (2006) k¢ Creswell and Plano Clark (2007) M3tas1eviveyadl 5 fumeu o
4.1 mif{‘]'mmﬁﬁmsi’fa:ga (Preparing and Exploring the Data for Analysis) lng
Suduiimsneatennuanuauidestuiinnisdunvaivesudazngulaenandarmmdison
uazdnfisrideyayalugiuuulnddeyaluneuiinnesifmunsiamiuiifosinideiiannuse
Dngrudeyald fisveutoynogsiiisfinneiuazeiumans q ads tieussmarumined
vatfooglutonutiu
4.2 mafmuasiadeya (Coding) §Rdeduunteya senduniiedes 4 lay
T¥nsimunsiauesdoya Inefiusasmieiimnuvnsionzvewuies nsusazmiogesves
foyatfuargnlsidydnuaidusiia mufanmsfmuasiaunumslfuniaengudog i
fimsSsuiisustadoyaainnsiidvuasiadeyaluyafieady Weidunsmiuaeuaiy
QnAg
4.3 mslanuvine Amnuvesdeya (Themes and Categories) fistideules
Wisuiisualuiimd wazlinnumneiiusngegludeninu Tasdalarudidriulduasdivs
venfiaiseanisunuansy (Theme) Wenfu waziinisysannisliildussadusnlasede
amuduitusvonilurmivieritedosfuiim wrlinmsnseaeusluiminaiidtudoya
Faszindiiflegindoasurionrumneildiudaugniemsasadu warindete Unide
wazfenideiimsussratutazuanidsuanudniiu WsliAnaudaauiazdunismu
aouanugniesuaniomillininmsiiae

4.4 n1suansteya snqudeya (Data Display) 33819 unudi Arudn
(Thematic Map) uansaandouloadoyafisnszidouudiveusazaluiind 1drdefuiievon
ANEYesToyaTiANYINsARANIANTAAIARUTYTAUNNS
4.5 Msuuauataya (Representing the Data Analysis) nMsdnauadaAuny
LINANUNLIALVDIUNUANTE (Themes) waziinsiansdeaiuaivatuayuuluimidasuas
vanlaelddeyanndnvesnguietaiedundngrudasying wazthiauedoyany
LUIAALAENA YA N15H0@15011IAAIALUUYTAUINITVBS Kotler and Armstrong (2012)
Usznaunie n1slawan (Advertising) n15velaeniina1u (Personal Selling) @dt@sun1suney

(Sales Promotion) Usswduius (Public Relations) Wazn13na1nn1emss (Direct Marketing)
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1. amsduaval fusznaunisnandunivadninialarisuny 91U 9 nguianig
gu 15 windnet wudndumawie 6 au wmendgs 3 au uasndndueivadainaldvewny
dnlngiundafusiuusglemmsnndad wu uuune Todsn winess Wusu S1uam 9 918
saqaﬂmLﬂumamﬁmsﬁwigmﬁaﬁmi 11U 4 578 LLazmémﬁmsﬁLLﬂsgﬂa’lmimﬂé’mfiﬁw U
2 518 uenanil Reuvtalseaunguiamnaguy 31U 9 AU MurtselsEsUNGY 4 Al
Lagandnngu 2 au namITonansaudenlosluing 5 Ussinniaiesllonsdeans
N1IAAIARUUYTUINTT Ao N1slaiwan (Advertising) n15v1elagniinaiu (Personal Selling)
dauaiun15vne (Sales Promotion) Usgyduius (Public Relations) WazN130a1ANI9ATY
(Direct Marketing) ngffidetiiauananisisenuuiuansy (Themes) fail

Theme 1 mslaiwaen (Advertising)

nansdunwal wudn fuszneunisltimadanislavaniiieadisanunseniniuas
amnuaulasendndasiveanu Insidfunslidelavanesulatiazdedsiiuiluiosdy iy
Ingluviosiiu deseulatl wade Wudu Wehdanguidmmeiunndaiu nslavanlafing
thiaueizessniliisadestuannim anulaniduvesndniusi uazteyaines

uanN Auszneunnandusiuadainaldnewaudilngnudgymilunislavan
Aevaupausulszanamasnineinslunisaiauamdglavaunitusyansam AUsENaUN1SIn
wuheniisdfinguitmngluiudivislnarienaan ety eminnisuatemalasan
fmnzay wagmsneTinyziumsnanadia
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AUNINIEY WU ﬁm&%’ﬁqqﬂﬁﬂuﬁuﬁﬁmmmumﬂwﬁmmﬁ'}mﬂLﬁmmﬂmm
uAnssyeTRmsTIILaE AW Beo1avilrnnsdeanslavanlidhfnguidmangldfud

Tona wui1 nMsadawaudalavanilinuddyiuiausssuviesdunarnsldnim
finanvangannsafulomalunmsaianuindefiowasmssesivanyuvuluviosiy

Theme 2 n15v18lagwiineu (Personal Selling)

HaNEuNwal wud dusznaunsiinldnagnsnisviewuudisedd dmwsunisesniu
Tuvesiu leademnuidosiunazanuduiusiindugnd msvielagninaugigliaiunsa
noulanduazudlatetnavesgnildlaenss Snvadiaelidusenaunisaninsntiaue
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Tema nuin msitneusuminauglidanudilaluimusssuazniwiviesiu

anunsadulendlunisadisnnulinge anuduiusnidugnd waznistanisuie

Theme 3 dad3un15v18 (Sales Promotion)

HANITAUNTEA! WU NTEUETUNTVIERNIUNITIAEINGRA VBILOY LaEN1TINAINTTH
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pgMITaY uenaNi Fuitamnisdanisafienwasnisianunadiliifisameainnsduasy
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Theme 4 Uszydunus (Public Relations)

nansduntwal WUl fUsznounsyafuaiisuusuduaznwdnwalfialuaienn
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Theme 5 N130810N14059 (Direct Marketing)

HANSEUNwal WU NseatanesalasunsimunlugULuuee dndlngnisldde
dernoaulal laun wada (Facebook) duaniunsa (Instagram) uazUeyn1anis (Line Official
Account) Wil aAeanstaiausuaztnanslaenssdanguitivane nagnsdviliusznouns
ansodanaldusiuguazuiuUsuauymudeyansneuaussnngnilsediseiilos
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VTR Advertising Wag Picture Advertising
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Figure 1 Shows the Facebook Page of this Project.
Source: It is a product photo photograph by the researcher.

VTR Advertising

finmsdmrhlawanluguiuu Video Production Mllunsaesiluanudioss Tasguuuy
Video Production ansnsndsansuieteyaldie fuslnalaladilddumsunnitguuuudun
wszingAnssufiveuguinniiniserudoaiu vilidnds{uslaalddiendt uagiaing
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Fuedeunsivdlidususssu dlugannindeielusmuesveuilaa dsldfinnsianay
dusuazidmanevesduaiunisidssadainelieuwny fausnrswamduiiludanis
fimuanein swdaiiauednenmussyusuiiannsaiauldegsseiies viliguslaa
mwﬁiﬂLLa3Lé‘aLﬁuﬁqmmﬁwﬁzyiumﬁaﬁuaguwamﬁm%mﬂsqmuchumsé??awﬁmﬁmeﬁuazmﬁ
vensio Tneiiteru “nasaszezianieu 2 T meanegdaviuslsjartunsiaun
wansusliiufusznounisluiiuil 3 SwdamemelilnesSuduinududduiliauds
Janei Fuandiunmsdanisrdy dunssuiunsndn nsruinn1TesnuuUnIIdudi s
fiauet mawadud nsvinsnaiatiseeulatuazeanlar wieuenisenmaINEIATEIY
HAndueiaulasu su.uazenata uazveislent@eendnainsiausena 90 Local d Global
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Figure 2 Shows the Video Advertising of the Project.

Source: It is a product photo photograph by the researcher.

Picture Advertising

finslawanluguuuuluamessunm suresmana Facebook 3sllumsidnwiu
AUSIAALNTINU ESHas e UsEnaun1s “SMART SME’s OTOP waddnialdgisunugive
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Figure 3 Picture Advertising

Source: Central Hatyai's Facebook page
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Figure 4 Shows the Facebook Page

Source: Central Hatyai's Facebook page

2) n1sUszEdunus (Public Relation) WWumavesdet1n NBT Songkhla Tugemns
Facebook @aiin1siweunslawanluguiuuves VDO Advertising

NBT SONGKHLA
fi3aula Woliola asvnaunwdsa thabaus:siou
D News nbt songkhla wa: NBT Songkhla  [9)°

NET

Fanpage NBT Songkhla
*

Figure 5 Shows the Public Relations of the Project

Source: Facebook Public Relations Department, Songkhla
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Figure 5 Shows the Public Relations of the Project

Source: Facebook Public Relations Department, Songkhla
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Figure 7 Shows the Event.

Source: Facebook page of the project
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Figure 8 Shows a Picture of Creating Partners in Malaysia.

Source: Photo from the project.
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fulneldogadenng uonnid Suansdemunida anueldldvesndguiamiagumudil
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Figure 9 Shows a Picture of the Salespeople in the Event.

Source: A photo from the project.
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4) n58E3UN15V18 (Sale Promotion)

4.1 NM3uANAIRE1WARININ (Sampling) HuTlnalivaaeaTundngdogisiig o
yomnangaianviaguy efteglivszneunisdmaulavesfuilan mnguslnainaiwauls
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AsuztdmSunNsulsENUY TINsEunsanauAaINsig 9 Yeeruslaalaanee

4.2 nnsuauHARAt (Direct Premiums) nsvintusluguluguuuunisuay
audn o gae Tiiuduslnafidandendndaeiande Junasifduilnaeyldsuiufooe
fuslaadendnssiannsulafldnelun fuilnaeyldsuauduuulusTaduiud 2 uou 1 39
dunsuamualiiuuilnalasldAnandnsue iedunisinaduilag fenneluuas
meusnidunimruuandumanssfusenuelitiinndedu sudadunsussmduiusing
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ludansgdulifuslnaiansdeluluaiundy iiusenvsliuinguiamiagsmuldidu
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Source: A photo from the project.
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Table 2 Summary of Tools and Guidelines for Driving Awareness of Livestock Products
in the Southern Border Region: Southern Local Identity to the International

Level

Tools to Drive Guidelines for Integrated Marketing Communication Activities
Awareness

Advertising - Focus on advertising through social media (Social Media), including
Facebook, to reach the target audience easily and can be a good Viral
Marketing.

- Communicate the image of Video VTR to create a story. The details and
local identity are clear. Length no more than 4 minutes

- Using Picture Advertising online with communication that is easy to
understand, easy to access, fun, interesting, informal, and can easily reach

the target consumer group.

Public Relation - Use design to convey the product through the use of colors. Clear brand
communication of the product

- Emphasize the use of modern media. The Gimmick Brochure is designed
in various formats, such as fans, to create interest and be able to use it for
various purposes as well.

- Organizing a marketing committee is an opportunity for entrepreneurs and
consumers to meet each other. Discussion and product trading ensued.
Create awareness of the products of the community enterprise group very
well.

- Management of building alliances abroad in Malaysia It is a great way to
drive awareness of livestock products in the southern border region,
creating a local identity for businesspeople abroad. This creates awareness

that Thai products are in demand from neighboring countries.

Personal Selling - Product owners or people in community enterprise groups will have
presentations. Products and consumers themselves can tell the story of
the product, its origins, and various details, as well as answer questions and
give advice on various production processes to consumers better and have
expertise that is trustworthy in the eyes of consumers.

- Emphasis on the dress of sales staff to communicate the product and

local identity to attract the attention of consumers.

Sale Promotion - Use the distribution of product samples (Sampling) to attract the attention
of the target consumer group. To create a trial purchase and if the
consumer is satisfied with the product, there will be repeat purchases on
the next occasion. Including telling people around you.

- There should be sales promotions in the form of product giveaways at
the point of sale to attract consumers both inside and outside the event
to buy products. and to stimulate more sales Including promoting the
brand among people within the event area.

- There should be a promotion to reduce product prices. To make it easier

to make purchasing decisions. Including purchasing more products
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Abstract

This study aims to investigate attitudes and participation in cultural tourism
development in Koksoong Subdistrict, Koksoong District, Sa Kaeo province. The
quantitative research method was employed to gather data by questionnaires. The
questionnaire format included a checklist for item verification, utilizing percentage
calculation, and a rating scale for proportional estimation. Mean (X) and standard
deviation (SD) were used to determine average values and measure variability,
respectively. Convenience sampling was conducted among community members
residing within all 11 villages of Koksoong Subdistrict, as well as who working within the
subdistrict but residing outside its area, totaling 375 people. The results revealed that
the attitudes towards cultural tourism development were at a high level in all aspect
which are social attitudes, economic attitudes, cultural attitudes, and environmental
attitudes. The results regarding participation in cultural tourism development discovered
that participation in practices was high. Participation in benefiting, participation in
monitoring and evaluation, and participation in decision-making was moderate. The
findings of this study can provide critical data for local authorities in planning the
development of tourist destinations that are appropriate to the community’s context,
thereby contributing to the sustainable management of tourism in Koksoong subdistrict.
Moreover, local educational institutions can use this data to plan training programs,
improve or encourage the potential for community engagement, and foster awareness
of the value of participation in local development, ensuring the preservation of local.

Keywords: Attitude and Participation, Tourism Development, Cultural Tourism
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Usgnoudie fleguyjtu seezanlunmsiiinorfeegluguwu na 1y sefunsnw edmw
seldreion wazdnuandnlunseunss Tdemauiiduluunsiaeusions (Check -
List) 91u3u 8 18
poud 2 1unuuUszifiuinsefuvinuadiiidensvionindeimusssy svalangs
gunelangs Swminaszuda MuwnAanguinisviondondeTamusssu (Ouseng & Jansuri,
2023) dnwazwuvasuarudunuuninsidiuszuinal (Rating Scale) iidonnaulasdn
seduauAMTufe annfian win Uiunans des uastdesfian dvianun 4 du Useneudae
AULATYIND AU AUIRIUSTTY warduAwIngeN SmsIY 20 98 1998mAnady (X)
uazAnaudeuuNasgy (S.0)
daudl 3 Wunuuussifiuianisidmsalunmstaunmaienisndeiausssy dua
lanas gLnelangs Jamdnaszund Tduufangufnisidiusiuluniswaunyusy (Rungyotin,
2018) dnwarhuvasua I duluunInTdIuUszuaaT (Rating Scale) liidenneulayin
seRunEAMTiufe wnfige win Urunans tew wagtesdian dvieun 4 fuusznause
arun1sidrusanlunisdnduls arunisiidiusiulunisufus arunisidsusinlunissu
nauselow sunisidiusinlunmsinaudsedfiuna sauau 20 9o 1933 mAnads (X) waz
mmmﬁmwummgm (S.0.) #AdgldinausilunisiimseimuuuiAnvesuan (Best, 1981)
TnesuanmsinisUsadu fail
Audy 4.51-500 yenefe wniian
Auady 3.51-4.50 wnefls wn
ALl 2.51-3.50 yenefe Uiunan
Audy 1.51-2.50 s tee
Aade 1.00 - 150 vanefe tefige
N13ATIVEDUAMUATNLUUFIUNY
nsnaaeuAIiBsmsudauian (Content Validity) asradpuuuuanuniuiiadiady
T maenadesiudomany fnguszasd uagnseuluiAnlunside thuuuaesunuiiadng
Y iuerofdemansaasy S1uau 3 Mu manuilssmssesuuasuniy (10C): Index of
ltem Objective Congruence LﬁammmLﬁsqmaﬁumﬁammm%Lf\]maamm LAYAIY
aenndosinnUsvasduatnafinuide Tassuunazuunldwed

fUIdDNAADY Pzwuy +1
A liudla Tipzwuy 0
i lidaanndad Timzwuu -1

PntuhmaziuueElieIngy luusazdeusiuiu iemedviianuaonanives
n1snageu (10C)
TUUUI LAYINNITNUNIITIUNTTU NI Mud 6151 Lenans daaieades
& Y a & & ¢ Y] . . v
waza1nIulesion9ds Fudulumunag n1snsradeuaud oty (Reliability) Tneldan
duUsednsuean nan1snsiadeuANleuvetssiumaIN nvaaedliiungu faeg
917U 30 AreguiiensidsuANtLele laensiiasigvideyanisaianlglusunsy
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d153931 TneAnduuszAnsanduiusuaan (Combrash’s Alpha Analysis Test) ldkaiviafiy
0.98
Wnsaevideya

adafildiilonsineideyadausinandu 2 dnvasde

1. wuvdsuawdnd 1 Yeyadiuyana ildnvazuuvasuauduluunsiaaey
51815 (Check List) 1935 muanuasndud (Frequency) wazagunasenuduiyosay
(Percentage)

2. wuvaeunwdni 2 Wuuuaeunuinviauaddsonisiauinisveisnds
Fansssu uaznmsfidusulunsiansvieaisndeaussy fdnvasuvvasunumduiuy
1AsELUsEINAAN (Rating Scale) 138vmeAiads &) wazardrmudeauuansgiu (Standard

Deviations)

HaN15ANYI

Foyaviluvasnguiiagne

NaIINMFIATEideyamluresneuuuuasuaulusualangs sunelangs Sann
aszuia SimgUszasdiitensfnuvwimuafuagnisidiusalunisiauiniseaiioands
Fausssu dualanas gunslangs Sminassuiy wuindneukuvasunudiulngvindnende
ogmyffl 1 tulangs $1uru 72 Au (Fevar 19.20) sesasuu myit 3 Trunusaada d1udu
60 A (Feeaz 16.00) LLasﬁﬂawﬁauaﬂﬁuﬁﬁwdﬂﬂqﬁ I1UU 59 AU (Sewar 15.73) seeeiian
Tunsegende teunin 10 Ydwau 140 au (Feway 37.33) sesasudu 21-30 U dwu 94
AU (Fopay 25.07) waz 31-40 U 91u2u 54 AU (Fo8az 14.40) INAIIUIU 231 AU (Sovas
61.60) WaglnAvne 31U 144 au (Sevar 38.40) 01 31-40 U 9113 130 A (Fosay 34.67)
sosasundueny 20-30 ¥ druau 117 au (Seway 31.20) wazony 41-50 U $1uau 93 Au (5o
A 24.80) MIANWITEAUUSYYIAT 91U 169 AU (Feuay 45.07) sesasunseauayUIayy/
Ura. 31 159 au (Faway 42.40) uavdsoudnuinoulaie/di. 31uiu 32 au (Seuay 8.53)
o1wiswns/minnusgiamie S1uau 194 eu Govay 51.73) sesasniu fudrenld 67
AU (Fowag 17.87) uasinunsns(Uaniiy) 31usu 48 au (Seuaz 12.80) s1glanaiou 10,001-
20,000 U S1uu 254 au (Fepay 67.73) sosasidu dind1 10,000 vm S1uru 64 AU
(foway 17.07) uazannnin 30,000 vnduly S1uu 30 au (Fesas 8.00) S1uruaudnly
ATOUASY 3-4 AU 91U 233 Au (Sosar 62.13) 583a3uTu 5-6 AL 91U 59 A (Seuas
15.73) uag 1-2 AU 31u7U 57 AU (Seay 15.20)

nansAnusiuARTfironsimuIneafisndsinusssusualangs sunolangs
Finaszuin Tunmsuegluszduun (X = 4.09) waziileduunnudiu Tneisesindadi
untifes wudn udeanegluszaunin (X = 4.20; Sudu 1) sesasundu duesugiaegly
seAuNn X = 4.15; dudv 2) audmussuegluseduuin (X = 4.14; dudu 3) uagenu
danndeusgluseiunn (X = 3.85; Susu 4) §s Table 1
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Table 1 Main Component and Ranking of Attitudes towards of Cultural Tourism Development

Main component Mean Standard Level of Ranking
Deviations  Opinion
Economic 4.15 0.69 High 2
Social 4.20 0.64 High 1
Cultural 4.14 0.67 High 3
Environmental 3.85 0.62 High 4
Total 4.09 0.58 High

deduunmusedodes fuasugia TaeFesdduannlumides wuin nsad
yuniliiduundsioafisndsusyiimansdiodaaiuendnlinulugvu (X = 4.42; Sudu 1)
sesasundu auluguruasdisglifiut vanmstaugusuduundmeadisn (X = 4.25,
JUAU 2) mi‘viaaL‘ﬁmv‘iﬂﬁmmﬁﬁuh@mugﬁu (X = 4.16: SusiU 3) uarnsvieafisavinle
Anmsasudtuiiinerdeniniu iy Teuawe Jaesn (X = 4.15; Sudfu 4) wagmavieaiien
dwalsuiluguuinanaiey wu fmsdfudouu X = 3.77; Sudu 5)

udanu Toun nmsveadieniliAnodniivainuats wu Suevesiisedn udn
OTOP (X = 4.28; §usiv 1) sesasu iy nsvisuiivwiliauluguvuiAnnisisoussening
Unvieadien wazAuluguu X = 4.26; Sudv 2) msviaqL‘1’7fmﬁﬂﬁ%ﬁ%’?mamw&mmﬂuagjsuaa
auluguruidu (X = 4.21; Sudu 3) msvieadisndwalviuilugusuld Sunisimun wu
Usgln Wil Fyaraulnsdndt Fyaradumesiin auu 1Wudu (X = 4.20; SuAU 4) uaynis
‘1/1@&L‘1'7imﬁﬂﬁﬂuslusqmmﬁﬂmm%’ﬂLLazmﬁﬂﬁﬁumﬂéﬁyu (X = 4.07; dusu 5)

ANUTRIUTTTY bAA mﬁ‘viaaL'ﬁaaﬁwiﬁ"i’@uuﬁsimé’uﬁmammﬂﬁtﬂuﬁﬁﬂ (X = 4.32;
dudu 1) sesasundu msvieadisaileilugiruinanumamuruusssunden Yauss
Uszindlvesiu sudslusiaeay lusaing (X = 4.29; dudu 2) M3viendiewnlfiAnnnsse
Huruusssuilen Taussadssndieduiadu X = 4.27; Sudu 3) mavteadisaaunsoadn
uAINTINA1e (B fidenlesfugindsvesuvuld Wy sunanauasdides e
uranszafindty Wudu X = 4.22; Susu 4) uazmsvieadiswhlmAnnssuamusssuiills
untnveaiion (X = 3.61; Susiu 5)

sudswinden Tiun nmsvieadiowiliinisuuussgiivies anmuindesvesmuuli

a 1

anagiaus (X = 4.26; suau 1) seaautdu nsvieseviliaulugusuinaI Wy

198G
n3nenssITNvIAvsIYY (X = 4.15; §udu 2) maviesdigviliaulugsmunsgniindans
Snwmnuazotnaeluguu (X = 4.13; Sufu 3) mavieafiswhliiiatymuaanaduiy
T Yude naulufeUseasd vezyanes dessuniu Wudu (X = 3.48; §udv 4) uaznis
ﬁaaﬁmﬁﬂﬁw%’w&nﬂiﬁiﬁummuﬁqmutﬁaﬂmm (X = 3.23; 9UfU 5) A4 Table 2
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Table 2 Sub Component and Ranking of Attitudes towards of Cultural Tourism Development

Main

component

Sub component

Mean

Standard

Deviations

Level of
Opinion

Ranking

1.Economic

1.1 Creating a community as a
historical tourist attraction
helps promote careers for

people in the community.

1.2 People in the community
will have additional income
from developing the
community into a historical
tourist attraction.

1.3 Tourism results in increased
living expenses for people in

the community.

1.4 Tourism causes the price of
land in the community to

increase.

1.5 Tourism leads to more
investment in residential
businesses such as homestays,

resorts, etc.

4.42

4.25

3.77

4.16

4.15

0.68

0.80

1.05

0.87

0.89

High

High

High

High

High

2.Social

2.1 Tourism results in the
development of areas in the
community, such as water
supply, electricity, and
telephone signals. Internet

signals, roads, etc.

2.2 Tourism makes people in
the community have more love

and unity.

2.3 Tourism allows people in
the community to exchange
knowledge between tourists

and people in the community.

2.4 Tourism improves the way
of life and living conditions of

people in the community.

2.5 Tourism creates a variety of
careers, such as souvenir shops

and One Tambon One Product.

4.20

4.07

4.26

4.21

4.28

0.74

0.83

0.68

0.78

0.80

High

High

High

High

High
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Main Sub component M Standard Level of  Ranking
ean
component Deviations Opinion
3.Cultural 3.1 Tourism makes people in 4.29 0.79 High 2

the community cherish

traditions. local cultural

traditions Including ancient

sites, antiques

3.2 Tourism brings about the 4.27 0.77 High 3

renewal of traditions.

Traditional local culture.

3.3 Tourism can create various 4.22 0.75 High
events that can be connected

to the background of the

community, such as light and

sound shows case, running

events, sunrise events, etc.

3.4 Tourism causes exposure to

bad culture from tourists. 3.61 1.25 High 5

3.5 Tourism makes the good

culture of the community 432 0.70 High !

known.

4 Environmental 4.1 Tourism depletes natural 3.23 1.13 Moderate 5
resources in communities.
4.2 Tourism has improved the 4.26 0.73 High 1

landscape. The environment of

the community always looks
good.
4.3 Tourism makes people in 4.13 0.80 High 3

the community aware of

maintaining cleanliness within

the community.

4.4 Tourism causes increased 5.48 1.02 Moderate 4
pollution problems, including
wastewater, unpleasant smell,
garbage, and noise, etc.
4.15 0.77 High 2

4.5 Tourism makes people in
the community become more
jealous of the community’s

natural resources.

Han1sAnwIn1sildunnlunsdanmsvieniendeiausssy drualangs dunelangs
Jandnaszuni lunmswegluszauiiunars (X = 3.39) uagilloduunauaiu 1agiseeann
andunnludes wudn Arunsddusnlunisyjdfegluseavuin (X = 3.47; udu 1)
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soeaaudu arunisddiusalunsiunausslevidegluszauiiunans (X = 3.43; dudu 2)
Aunsildusalunsiemudssiunasgluseduliunans (X = 3.40; Sudu 3) uagaunsil
drusulumsdnaulasgluszauuunans X = 3.26; sudu 4) 7 Table 3

Table 3 Main Component and Ranking of Participation towards of Cultural Tourism Development

Main component M Standard Level of Ranking
ean
Deviations  Opinion

Participation in decision making 3.26 1.21 Moderate 4

Participation in practice 3.47 1.11 Moderate 1

Participation in receiving benefits 3.43 1.14 Moderate 2

Participation in monitoring and evaluation 3.40 1.13 Moderate 3
Total 3.39 1.10 Moderate

W 9WUNANNTRETRERY f1un1sTdIuTnlunsindula Tnesesanauainuinldm
v % 1 a =3 1 <@ v 1 4:1' < [ [y I
18 LN LEUDANUAAILABUSELAUNITHAILINISNENAEY (X = 3.31; dusU 1) se9aaudy

v ] 4‘ % 1 Ql' g % Y 2 o a
LTI UTZYUNDINUNUNITWRAIUINITVBNED (X = 3.27; 8UAU 2) Imwmwumﬂg ILUYY
TavsAvvasyusulunImuINsienied (X = 3.26; dusu 3) asaumuuimienisdesny
Jn19191998AnTUNNSHAILINITTBUNYY (X = 3.23; suaU 4) Laglasauainuaunu

[ [y 1 d‘ <7 o o
YNSAARINITNAIUINTNDILYIY (X = 3.21; 9uUnAU 5)

Aunsidusulunsufun lown Tianusiudieduyuwuluniseysnensneinsnis
vionfigavesyuu (X = 3.79; dudu 1) sesasundu lasiudiuieanuasaintazguaning
Uasadguninveuiied (X = 3.55 duv 2) Td3usmUsulsevoya wagn1singuns
ﬂizﬁmé’mﬁuﬁ*qmulﬁﬂuﬁifﬁﬂ (X = 3.36; dUAU 3) TAIUTILANNUANINTTUNIINSTVIDWNLIN
winzauuAnea nvasyuel (X = 3.32; dusu 4) LAz AL IUNITOUSULN WU ANIATN
N19NSVeanel (X = 3.31; dUAU 5)

v a | o &V v ' v & ' | a

aunsiduslunssunausslev laun talduselovianumasvioaiierluyuyu
Wiannaungaula (X = 3.59; dusu 1) sesasudu Jdiusiudufiuianssunisvesiieives
YUy X = 3.46; SUAU 2) Funumminiluwsazfanssunisveuiigdvesyusu (X = 3.40;
Y U a0 1 v o 1 a [ 6 g U U = ¥ QI éj
dudv 3) Tahudiulumsiadmirenindurivesguou (X = 3.36; duau 4) wasliselaliingy
nnsviesesluguwy X = 3.34; Sudu 5)

aunsiidusaulunisianuussiliuna lawn naulymuazguassaiintulu
a I d' =l [y [ 1< v a a 1 d'
Aanssun1sviaaiien (X = 3.48; 9usU 1) 509890t Tu e Useliunananssun1sviaanelvad
guwy X = 3.47; dudu 2) nussidiunanmsuifauvesiiiertesiunsviesiielugueu (X
= 3.43; dudu 3) lausuliupaninvesdudwasuinisvesuou (X = 3.39; dudu 4) waslldiu

o

2ulunNsIANISTRI 05 s UNI BTN NINTLARAINAANTSUNNSVIBNNE (X = 3.22; SUFU 5) fa
Table 4
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Table 4 Sub Component and Ranking of Participation towards of Cultural Tourism Development

Main Sub component Mean Standard Level of Ranking
component Deviations Opinion
1. Participation in 1.1 Attend meetings to 3.27 1.29 Moderate 2
decision making  plan tourism development.
1.2 Offer opinions on 331 1.24 Moderate 1
tourism development
issues.
1.3 Participated in 3.21 1.28 Moderate 5

formulating a strategic plan
for tourism development.
1.4 Participated in

determining community

3.26 1.28 Moderate 3

rules, regulations, and
regulations for tourism
development.

1.5 Participated in finding

ways to prevent problems

3.23 1.28 Moderate 4

that may arise from tourism

development.

2. Participation in 2.1 Participate in improving 3.36 1.29 Moderate 3
practice information and

disseminating public

relations to the community

to be known.

2.2 Participate in

determining tourism 3.32 1.28 Moderate 4
activities that are

appropriate to the

potential of the

community.

2.3 Participated in training 3.31 1.30 Moderate 5

to develop tourism

potential.

2.4 Cooperate with the 3.79 1.06 High 1

community to conserve
community tourism

resources.

2.5 Participated in 335 124 High 2

facilitating and taking care

of safety for tourists.

3. Participation in 3.1 Participate in 3.46 1.20 Moderate 2
receiving community tourism

benefits activities.
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Main Sub component Standard
Mean L
component Deviations

Level of
Opinion

Ranking

3.2 Thereis arole and duty  3.40 1.28
in each community tourism

activity.

3.3 Take advantage of the 3.59 1.15

tourist attractions in the

community for recreation.
3.4 Participate in the 3.36 1.31

distribution of community

products.
3.5 There is additional

income from community

3.34 1.29

tourism.

Moderate

High

Moderate

Moderate

4. Participation in - 4.1 Evaluated the 3.47 1.21
monitoring and community’s tourism
evaluation activities.

4.2 Evaluated the 3.43 1.22

performance of those

involved in tourism in the
community.
4.3 Evaluated the quality of ~ 3.39 1.16

community products and

services.

4.4 Know the problems and 3.48 119

obstacles that occur in

tourism activities.

4.5 Participate in the 5.22 1.28

management
of complaints or disputes
arising from tourism

activities.

Moderate

Moderate

Moderate

Moderate

Moderate

d5duaznisefusena
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Abstract

The objectives of this research were to 1) examine the communication innovation
usage behavior among the elderly, 2) assess the levels of attitude and intention to use
communication innovation among the elderly, and 3) analyze the factors related to the
use of communication innovation among the elderly. The sample group consisted of
384 elderly individuals aged between 60-78 years, residing in Songkhla Province. The
participants were purposively selected based on their regular use of communication
innovations in daily life. Data were collected using questionnaires and analyzed using
both descriptive and inferential statistics. Descriptive statistics included frequency,
percentage, mean, and standard deviation. Inferential statistics were used to test the
hypotheses through Pearson’s Product Moment Correlation Coefficient analysis.

The results revealed that most elderly participants used mobile phones for
communication, primarily through Facebook and Line, to connect with both current and
long-lost friends. Communication innovation was predominantly used during the
daytime (between 11:01 AM-4:00 PM). Participants perceived communication innovations
as modern, enjoyable, and relaxing, enabling them to directly share information and
foster close relationships. Their intention to continue using communication innovations
for communication purposes was found to be high, as it brought them happiness and
access to various sources of information and knowledge, helping them stay up-to-date
with current events. The analysis of factors related to the use of communication
innovations indicated that communication, information management, online social
interaction, security, integration into daily life, and ethics, morality, and attitudes all had
statistically significant correlations at the 0.01 level. The strength of correlations, ranked
from highest to lowest, were as follows: online social interaction (r=0.929) information
management (r=0.911) integration into daily life (r=0.905) security (r=0.840)
communication (r=0.788) ethics morality and attitudes (r=0.646)

Keywords : Communication Innovation, Older Adults, Attitude, Intention to Use

Innovation
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Factors in the Use of Communication
Innovations:
1. Communication
Information Management
Online Social Interaction
Security
Integration into Daily Life
Ethics, Morality, and Attitude

S e

Attitude toward the Use of

Communication Innovations

1. Communication is modem Relationship with the Use of

2. Improve communication —» Communication Innovations

3. Directly deliver information, news among the Elderly

4. Enhance work efficiency

5. Build closer relationships

6. Enjoyment and entertainment

Behavioral to Use Communication
Innovations

1. communication

2. various sources of knowledge
3. enhance one’s image

4. enjoyment

5. To maintain continuity

Figurel Conceptual Framework of the Study
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HANTIATIEINg AnTsuMslduinnssunisdeansveanguyaens Aandly Table 1
Table 1 Number and Percentage of Samples Classified by Individual Factors (n = 384)

Behavior Usage Number (Person) Percentage

Communication via various channels

Mobile phone 368 95.80
Computer 3 0.80
Tablet 7 1.80
Others 6 1.60

Media Usage Patterns

Facebook 207 53.90
Twitter 0 0

Line 116 30.20
Instagram 16 4.20
WhatsApp 1 0.30
TikTok 30 7.80
Others 14 3.60

Objectives of Use

Contact current and old friends 205 53.40
Make new friends 1 0.30
Follow various news and information 131 34.10
Sell products 6 1.60
For education and learning 16 4.20
Others 25 6.50

Place of Use

At home 360 93.80
While traveling 16 4.20
Shopping malls / Restaurants 5 1.30
Others 3 0.80

Time period

Morning  (05:01-11:00 AM) 74 19.30
Afternoon (11:01 AM-4:00 PM) 187 48.70
Evening  (4:01-7:00 PM) 75 19.50
Night (7:01 PM-12:00 AM) 43 11.20
Late night (12:01-5:00 AM) 5 1.30

Total 384 100.0
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910 Table 1 Anady druidsauuinsgiu wanmsisenginssunislduinnssunis
doansvesnguigieny wui dawlvgjgneuiuvasuanildlnsdwitiededoas d1uau 368 au
(fovay 95.8) IHuinnssunisdearsns Facebook S1udu 207 au (Feway 53.9) THuinis
uinnssumsdoasiiefnsodeastuiiioutiagtuuaziiiewnn S1uau 205 au (3evay 53.4)
THuinnssunisdeasauaniuiitau $1uau 360 au (Feway 93.8) snlduinnssunisdeans
Tug9na193u (11.01-16.00 w.) 313y 187 au (Fevar 48.7)

Ussifiussduviruaduazanundlalunislduianssunsionsvasnguigeany

nanasgissAuTmuniuazausslalunslduinnssumsdeasvesnduizeeng
Aauansly Table 2

Table 2 Mean, Standard Deviation, The Attitudes and Behavioral Intentions of the Elderly toward

Using Communication Innovations

Variables Level of Opinion
X S.D. levels rank
Attitudes
1. Communication is modern 3.84 1.14 High 1
2. Improve communication 3.78 1.15 High 2
3. Directly deliver information and news 3.71 1.16 High 4
4. Enhance work efficiency 3.67 1.17 High 5
5. Build closer relationships 3.63 1.17 High 6
6. Enjoyment and entertainment 3.78 1.15 High 3
Total 3.73 1.71 High
Intentions
1. For communication 3.71 1.20 High 1
2. various sources of knowledge 3.55 1.19 High il
3. enhance one’s image (modernity) 3.40 1.18 Moderate 5
4. For enjoyment 3.69 1.16 High 2
5. To maintain continuity 3.58 1.22 High 3
Total 3.73 1.711 High

910 Table 2 Atade d@rudesuuninggiu wasseauiauadlunislduinnssunis
doarsveinguigiengluninsin egluszdvann Aaluaade 3.73 Teevimuadlunisld
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winnssunsdeansiuesinduuinnssumsdeasiludeivivade egluszduunn 3.84 Tuvued
AnduinnssunsdeanstieiiudssaninmlunisindedeanswasigyinliiAnAuaynauly
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1710 3.71 TuaaeNuinnssuns@eanstngiuuseansnnlun1svinau wasAnINuInnIsuNIg
A ' P o v & P i ) a1 A o w
doanstivainsmnuduiusilngda egluseduinn danade 3.67 uay 3.63 AUAU
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Table 3

Table 3 Analysis Results of Factors Influencing the Use of Communication Innovations Among Older

Adults
Correlation Com- Data Online  Safety  Integration  Moral TTyy
munication Management  Society Ect..

Communication 1 .654%* 649%% 5 29%* 595%* 374%% 788**
Data Management 1 863**  791** 786%* 492%%  911**
Online society 1 198** .856** 518**  .929%*
Safety 1 46 367** 840
Integration 1 610 .905%*
Moral Ect.. 1 646
TTyy 1
Mean 3.28 3.05 3.03 2.66 3.19 3.73 3.15
S.D. 1.71 1.23 1.24 1.31 1.20 1.12 1.09

** Correlation is significant at the 0.01 level (2-tailed)
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Abstract

This study examined 1) the extent to which various factors influence faculty
members’ success in obtaining academic ranks and 2) the factors that significantly affect
and form the predictive equation for such success at Prince of Songkla University, Pattani
Campus. A survey research design was employed using a questionnaire administered to
178 faculty members. Data were collected over a three-month period, from May to July
2024, and analyzed using statistical methods. The results showed that 1) the extent to
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which factors influence faculty members’ success in obtaining academic ranks was rated
at a high level overall, with support and encouragement from faculty administrators
receiving the highest mean score (X = 4.16, SD = 0.66); and 2) the factors that significantly
affected the success in obtaining academic ranks were (X;) support and encouragement
from faculty administrators, (X;) organizational culture and values, (X4) working
environment and facilities, and (Xs) self-development. These four factors jointly
accounted for 43.50% of the variance in success in obtaining academic ranks.
Keywords: Academic Rank, University Faculty, Prince of Songkla University, Academic
Rank Promotion
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ot U9 luns3deless Figure 1

Factors Influencing Faculty Members’ Success in Obtaining Academic Ranks at

Prince of Songkla University, Pattani Campus
1. The administrator support factor (Talapthong, 2022; Chungthanatadakul, 2021;
Thongchai, 2019; Songthong & Trikasem, 2018; Wattanasak et al., 2018;
Jarunopatham & Kenaphoom, 2015; Denoi & Phutthaprasert, 2014; Chaisuwan et
al., 2007 & Jumpasri, 2018)
2. The organizational culture and values factor (Talapthong, 2022;
Chungthanatadakul, 2021; Songthong & Trikasem, 2018; Wattanasak et al., 2018;
Jarunopatham & Kenaphoom, 2015; Chaisuwan et al., 2007 & Jumpasri, 2018)
3. University policies and operation management factor (Chungthanatadakul,
2021; Thongchai, 2019; Songthong & Trikasem, 2018; Jarunopatham & Kenaphoom,
2015; Denoi & Phutthaprasert, 2014; Chaisuwan et al., 2007 & Jumpasri, 2018)
4. The work environment and facilities factor (Talapthong, 2022;
Chungthanatadakul, 2021; Thongchai, 2019; Wattanasak et al., 2018; Huttasin &
Choorasee, 2017; Denoi & Phutthaprasert, 2014)
5. Personal development factor (Talapthong, 2022; Thongchai, 2019; Wattanasak

et al,, 2018; Jarunopatham & Kenaphoom, 2015; Denoi & Phutthaprasert, 2014; The Success in Obtaining
Chaisuwan et al., 2007 & Jumpasri, 2018) Academic Positions Ranks at
6. Motivation/incentives factor (Talapthong, 2022; Thongchai, 2019; Songthong & Prince of Songkla University,
Trikasem, 2018; Wattanasak et al., 2018; Chaisuwan et al., 2007 & Jumpasri, 2018) Pattani Campus

7. Career path and opportunities factor (Wattanasak et al., 2018; Huttasin &
Choorasee, 2017; Jarunopatham & Kenaphoom, 2015; Denoi & Phutthaprasert, 2014
& Chaisuwan et al., 2007)

8. Current workload factor (Songthong & Trikasem, 2018; Huttasin & Choorasee,
2017; Jarunopatham & Kenaphoom, 2015; Denoi & Phutthaprasert, 2014 & Jumpasri,
2018)

9. Psychological well-being factor (Talapthong, 2022; Huttasin & Choorasee,
2017; Jarunopatham & Kenaphoom, 2015; Denoi & Phutthaprasert, 2014 &
Jumpasri, 2018)

Figure 1 Research Framework
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1. mansieideyanaluvasgreunuudauaiu Uszneuse Ussamymaing eng
Usgaumsalviiany sEAUNSANYIENER MUMLaMEINING MIRSviausms denEnenu)
NAUANEASANIVIN LLazLLmIﬁﬂumi?juﬁmﬁmﬁﬂLLMﬁQﬁqaﬁuiuauﬂﬂm LanIad Table 1

Table 1 General Information of Respondents

Personnel Category Number (n)  Percentage (%)
1. Personnel Type
1.1 Civil Servant in Higher Education Institution 9 5.10
1.2 University Staff (Changed Status) 18 10.10
1.3 University Staff on Government Budget/Revenue 147 82.60
1.4 Faculty Contract Staff 4 2.20
Total 178 100.00
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Personnel Category Number (n)  Percentage (%)
. Age Group (Years Period)
2.1 Aged 29-36 15 8.43
2.2 Aged 37-44 75 42.13
2.3 Aged 45-52 67 37.64
2.4 Aged 53-60 20 11.24
2.5 Aged 60 and above 1 0.56
Total 178 100.00
. Years of Work Experience
3.1 1-10 years 45 25.28
3.2 11-20 years 104 58.43
3.3 21-30 years 25 14.04
3.4 31-40 years 4 2.25
Total 178 100.00
. Highest Level of Education
4.1 Bachelor's degree - -
4.2 Master's degree a5 25.28
4.3 Doctoral degree 133 74.72
Total 178 100.00
. Academic Rank
5.1 Lecturer 87 48.88
5.2 Assistant Professor 77 43.26
5.3 Associate Professor 12 6.74
5.4 Professor 2 1.12
Total 178 100.00
. Administrative Position
6.1 Not in an administrative position 133 74.70
6.2 Vice President 1 0.60
6.3 Assistant Vice President 2 1.10
6.4 Dean 1 0.60
6.5 Associate Dean 10 5.60
6.6 Assistant Dean 5 2.80
6.7 Head of Department 3 1.70
6.8 Deputy Head of Department 0.60
6.9 Program Chair 22 12.40
Total 178 100.00
. Affiliation (Faculty)
7.1 Faculty of Nursing, Pattani Campus 8 4.49
7.2 Faculty of Humanities and Social Sciences 61 34.27
7.3 Faculty of Political Science 5 2.81
7.4 Faculty of Communication Sciences 8 4.49
7.5 Faculty of Islamic Sciences 15 8.43
7.6 Faculty of Science and Technology 35 19.66
7.7 Faculty of Fine Arts 4 2.25
7.8 Faculty of Education a1 23.03
7.9 Pattani Campus Office 1 0.56
Total 178 100.00
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Personnel Category Number (n)  Percentage (%)

8. Field of Study

8.1 Humanities and Social Sciences 129 72.47
8.2 Science and Technology 41 23.03
8.3 Health Sciences 8 4.49
Total 178 100.00
9. Timeline for Considering Higher Positions
9.1 Within 1-2 years 88 49.44
9.2 Within 3-4 years a2 23.60
9.3 Within 5-6 years 6 3.37
9.4 Not sure a2 23.60
Total 178 100.00
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Table 2 Mean, Standard Deviation, and Level of Agreement on Factors Affecting Faculty Application
Success for Academic Positions at Prince of Songkla University, Pattani Campus

Level of attitude

Key Factors

Mean S.D. Level
1. The administrator support factor 4.16 0.66 High
2. The organizational culture and values factor 3.47 0.69 Moderate
3. University policies and operation management factor 3.82 0.74 High
4. The work environment and facilities factor 4.10 0.69 High
5. Personal development factor 4.00 0.57 High
6. Motivation/incentives factor 4.10 0.72 High
7. Career path and opportunities factor 3.73 0.70 High
8. Current workload factor 4.04 0.61 High
9. Psychological well-being factor 3.66 0.55 High
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911 Figure 2 agUnansiasianuduiusseninaadofidmaienudnialunis
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Table 3 Multiple Regression Analysis Results of Factors Predicting Faculty Success in Academic
Position Applications (Enter Method) at Prince of Songkla University, Pattani Campus

Variable B SE of b Beta t P value
1. The administrator support factor (X1) 0.502 0.147 0.314 3.409  0.001**
2. The organizational culture and values factor (X;)  0.397 0.152 0.262 2.610 0.010*
3. University policies and operation management 0.046 0.145 0.032 0.315 0.753
factor (Xs)
4. The work environment and facilities factor (Xq) 0.521 0.128 0.345 4.065  0.000%*
5. Personal development factor (Xs) 0.464 0.190 0.250 2437  0.016*
6. Motivation/incentives factor (Xe) 0.043 0.148 0.029 0.292 0.771
7. Career path and opportunities factor (X7) -0.084 0.121 -0.057  -0.694  0.489
8. Current workload factor (Xs) 0.148 0.148 0.086 0.998 0.320
9. Psychological well-being factor (Xo) -0.22 0.148 -0.012  -.0148 0.882
Constant (b) 3.801 0.829 4.586 0.000
R =0.190 SE of the Estimate = 0.96967
R Square = 0.435 F=14365

statistically significant at the level of *p<0.05, ** p<0.01
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Abstract
This study aims to 1) examine the factors of Al technology and the performance

efficiency of accountants and 2) investigate the relationship between Al technology

factors and the performance efficiency of accountants within local administrative
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organizations in Songkhla Province. This quantitative research utilized questionnaires for
data collection from a sample group comprising 118 accounting personnel from local
administrative organizations in Songkhla Province, selected through simple random
sampling. Data were analyzed using descriptive statistics, including frequency,
percentage, mean, and standard deviation, while multiple regression analysis was
employed to examine relationships at a significance level of 0.05.

The findings indicate that, overall, Al technology factors are at a high level,
particularly in personal and technological aspects, which had the highest means. The
accountants' performance efficiency was also found to be at a high level overall, with
speed in task execution and resource efficiency demonstrating the highest average
scores. Furthermore, technology acceptance significantly and positively influenced
performance efficiency of accounting practitioners within local administrative
organizations in Songkhla Province. The outcomes of this research contribute to
enhancing the effective integration of Al technology into accounting practices of local
administrative organizations, thereby improving public service quality and efficient
budget management.

Keywords: Technology Factors, Al, Work Efficiency, Local Administrative Organizations
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walulaflmitasiliAnnuiifiaun ity vievlknuesaiuntu Sudsmadensvld
sldund suiodunssgelanisuen lunquiniseeusumalulad TAM fu n1s¥uids
UsAlemifaglasuannisldanumelulad futedefidrfasensusdasniseeusu (Adoption)
yiiemnuidlafiagld uagnsldou (Usage) Suilosunannistufeusslovifidninanianss
AengAnssUNsEaNsy warn1ssuitaselevuidnsnansdeusansidlaerungAnssunis
goU5U (Panya & Wongsansukcharoen, 2016) Davis (1989) loina1231 mﬁuiﬁwsﬂwﬁﬁ
Fsuidvswalaonsstumssensumaluladuosdldou mafigldnulinimousumaluladiy
Annwanaiiissliidefemelulageng q fidivssgndldiudogneenuuuniiiedldem
warnslinumelulafimanduieniosn uiinsldnuiisnagilinseeniuluduues
anuilslovtiantiosatld wimaluladildnuieihiannsonaunuanulifivsslonives
walulagly JoibiiulidnnisiuifeselevifanudAgysenisseniumaluladuinniinis
Suitamnuinglunisldau Jadudsddydmiunsesnuuuszuy wazidvsnasgisnnse
mssensumaluladvesiléan wasidudsilimsuesialunseenuuulsiszauanudusa
nM3suiUsEleviddninasgaunnsenissansumalulad n1ssuiusslesinisldanu Wuseiv
amnudovosyaraitslimaluladvioszuulag sstefindssansawlunsihanunionns
duiutin Wuldeddnlunquinmsseuiumalulad (TAM) fidwadenisindulaseuiuuay
Twaluled nssuiinudimmdoininelulaossislinuaiaiitu faunmitu viouia
awazmnauteludinusediu uenand SomredanimsenindmauasUselowii
wialulaguouln 5‘2:;\‘1LﬁULLiﬂ@ﬂhﬁ’ﬁiﬂum%L"?JﬂifﬂEJE’J‘J,J%J‘ULLﬁﬂ%ﬂﬁumﬂIuIammjs]

LUIAR Technology-Organization-Environment (TOE)

WuIA A Technology-Organization-Environment (TOE) Walu1lag Tornatzky wag
Fleischer (1990) nspuutidnissyimsthuianssumaluladuldvesesdnsldsudvinann
aUUSUNUEN (Tornatzky & Fleischer, 1990) Usznaunie uSunmanalulad (Technological
Context) Ingfinnsanfsdnvarveanaluladios Wu mnuAadesiueadng fledidunisianuy
AU UTDU LLazmmLéﬁl’ﬁulﬁﬁmzwﬁﬁagj (Tornatzky & Fleischer, 1990) USUTINI9BIANT
(Organizational Context) 3nsaungudnuaza18luYeI0IANT 1L YA veuLwn Llassasng
N1359An15 Ninensnegly wagmsaduayuaInguivg (Tomatzky & Fleischer, 1990) uSum
y9dauandon (Environmental Context) Famunefisusunnngueniieadnsaniiunuey 1
A01MARA1A ALY uazuleugvedszua (Tomatzky & Fleischer, 1990)

NQEfNISUNINIERUIANTIU (Diffusion of Innovation Theory: DOI)

NP NITUNINTTINBUTANTTY Walulae Rogers (2003) DOI 95 u1831UTANTIY
uwnsnszaneluiadanuas Tausssuegnals daudnisuugsiluaufanisseunsulunendig
(Rogers, 2003) DOI szyladvddnyiidamanesnsinissensuuinnssy Iiun analdiuTeud
duims anuandule anududeu Anuaiunsalunisneaesld wazaliuaiuisalunis
dunaiunadns (Rogers, 2003) Tusedvasdng DOI daiarsaundadudiuuana (W viauad
YoaK1) UavlaseainsesAnsniglu (Rogers, 2003)
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ngefn1saniukazn1sldimalulaguuusia (Unified Theory of Acceptance
and Use of Technology: UTAUT)

nun1seausukazn1sltmalulaguuusin Wauilay Venkatesh et al. (2003)
UTAUT iJumsdunszinguinseouiumaluladvarenquiidndeiu lnefitdadendnd
Usgmsfidemalnensaienisidaumealulad Touwd aruaianisnulseaniam (Performance
Expectancy) AIMNAIANITIAIUAIUNEI83 (Effort Expectancy) 8nSwan1sdsan (Social
Influence) waziioulusuieruasain (Facilitating Conditions) (Venkatesh et al., 2003)

wurRMREIUUsEAME A AU TR

UsgAnsnwnisufoRnuussnoumeeduszneudididny Taua augndesusiug
AU90L571UN15V9Y A IMaeInadns AuTanelaluni1svinay uazAINANAITeY
N$NeINT (Punyawittaroj et al., 2020; Kaosamang, 2023) nuideluenedldisiuinnsld Al S
Fneamlunmsiinuszansandanailunutad (Sitthongkam, 2021; Muandej, 2023) w4
lLifins@nwegazidenluednsunasesdinviosiuiitinmeiintadelaannalulad Al s
asaUsEANTn Az U URNUTYT

NSAUKUIAANITIEY

Y kY

NTDULUIAAYDINISANWIASIN WANWAILUITUIINAITIATIEN WAL AWATIERTOUAT Lo

2 a =

MNMIUMUITIAUNTTINz AT AITos Jadeiimsiiaussiufunniigade dade
aunelulad Jadesuesdng Jadeauyana uazladuduniseeusumealulad lnediwds
Sasvianldasouliiiuianmsnsounquussiiuddyiiieadestumsthmelulad Al unldly
miﬂﬁﬂ’ﬁﬂmé’wuﬁﬁﬁiuu%mmmﬁﬂiﬂﬂmaﬂa'au‘ﬁaaﬁ'uazmsi’j’mam (Muandej, 2023;
Tantivirun, 2023; Sitthongkam, 2021; Kaosamang, 2023; Mahoran, 2022) Wag3i9adine
Mladgaumaluladuazniseeuiumaluladenaiianuvivdeunazindifesiuuinludeujua
fadudndudosusnueslidaaulunising dmsudutsma fifeldsidumsdaaneiann
mATeAEITes nuiiesiUszneufulsEansamnsutRnuvesintydidnsnania
uniign leua anuusiugilumsvhau mnuussndnvteduavemineins mnusanalums
YUY Auamvenadng wazaudianelalusiu (Muandej, 2023; Tantivirun, 2023);

Sitthongkam, 2021; Kaosamang, 2023; Mahoran, 2022) l##sl

Al Technology Factors The Performance Efficiency of Accountants
1. Technological factors 1. Accuracy in work
2. Organizational factors 2. Speed of execution
— > .
3. Personal factors 3. The quality of the results
4. Factors related to technology 4. Job satisfaction
acceptance 5. The efficiency or value of resources

Figure 1 Research Conceptual Framework

130 % NIANTATYFANANTUALUTNTFING W INeFevinBes YN 17 adui 4
e
iﬁ) Economics and Business Administration Journal, Thaksin University



FUNAFIUNITIAY

miﬂ’wmamﬁg’m%@mm?é’mﬁ@qmumﬁqm’]miLLu’Jﬁmmﬂmqwﬁﬂ’ﬁaau%'U
walulad (TAM), NSBULUIAR Technology-Organization-Environment (TOE), Vli]‘tﬂ{jﬂ’li
LWINTEABUTRNTIU (DOI), ey Unified Theory of Acceptance and Use of Technology
(UTAUT) WleaSunsanuduiusseninatiadomalulad Al fudseansawnisufufauves
yrannsenuliyTlussdnsunasesdiusiesiu Uszneuse

1. Yadgaumaluladdewaidauindeussaninimnisuiiauvevindndlusedns
Unesesduviesiuludminasan

2. Yaduiuasdnsdmaidsuindedsedniainnisuunauved ity dluesnns
Unasesdruviostuludminasan

3. JaduiuuanadanaldsuindedsedniamnisuuiRnuvesvintaydlussdns
Unasesdruviosiuludminasan

4. Jadgenunisgausumalulagdwmalisuindeuseaninimnisuf iRnuveavinUad

Tussrnsunasasdiuosdul U Inasvan

selaulsn1sAnen

Usgrnsuasnguiagg

nsfnwesaiifumsfinundeuinim (Quantity Research) Usensuwagnguiaegs
flilunitendsife fUithnusutyTlussdnsunasesdiuiosiudminawalud 2567 &
$1udu 141 uvis Foga a 18 Sunaw 2567 (@innudaasumsunasesiosfudminasvan)
fvuadegslagldudninusivemilse i Taro Yamane (1973) sefuannunainLndoud
gousuld 0.05 Fsldduusiegisdau 104 au 138nsduiogegsingnguitay
fudailuesdnsunasesdiuieaduiminaman ne dafunuuasuauldsiuu 118 au 3
foinflsameuazannnitdnauinegeiifivunld

in3asiiefldlun1sade

in3oslofildlunsfnw Uszneuseouuuaeuauildimuainisfneienans nauj
uazamAdefiAetos useenidu 4 meu Uszneusny nouil 1 Yeyavhludeyamluvesiney
LtfuuaaummLLazsﬁaaﬂaﬁl’ﬂﬂmaﬁmﬁzyj%hmﬁﬂiﬂﬂmmﬁauﬁmau oufl 2 AnuAauiuAeiu
Jademsumalulad Al sUszgndldlunudyTlaenseunqudoyaietudadons 4 du
Usenounde Jadesumalulad Jadeduesdns Jadeauyana Jadenuniseausy
walulad meuil 3 muAniuABIfUYsEANS MmN sUfTRNuesvi TR Elnenseunqy
Foyaieafuszansain 5 su armwsiudilunsihau anusaslunsufiinu gaam
voawadns aufiawelaluay mnuusndnvEeduAuemneIns uaznouil 4 delausuuy
G

N15ATIABUAMUATNVBILUVAD VNN 5 I T8 murUTulsawuuasunulagil
Ll:uuaaumuﬁa%ﬁﬁﬂﬁﬁfﬂ%ﬁmﬂ']iLLamg’Ls?j'mmwamﬁﬁ’zg%ai"]mu 3 VNUATIVADUAUNN
Frumniismsadailen (Content Validity) Inaflinaust ern 10C faust 0.50 - 1.00 i
auieansaldle Tngldan 10C vesuvuaeunumetenndongszining 0.67-1.00 Fanni
3o 0.50 wanaildld wdanhuuuaeuanuiiiunisuiudsauflunudelauaiuyuos

Tadewmalulad Al NdawasieUszansnmmsuiRnuvesfvindad-
W5A157 e dud Meyauynan wazinedlng Aausad

131




132

A3 ermaylunaasddiilildnauiog 1591u9u 30 Fog1s 1l ethu A AT BeRTe
(Reliability) veswvuasun1y asldA1duuszans woan1veansouuin (Cronbach Alpha
Coefficient) wuaneudesurestladenismalulad Al fifn Cronbach's Alpha 7 0.933 was
UsgAvBamnsufiRauvesvindd e 0.959 dsfidannnit 0.70 wansindundesiled
gousunniesiuld Tneafluousulade 0.7 Full (Taber, 2018)

naftususandaya mafusudeyanisideadsdanduidRnuduiyTlusadng
Unasesdruiosdudminasan lnsdsuvvasunulunisdafiufdegianedy THnaniu
sswdeyaluna 2 weu Tunsdaiuduiungudiege 141 atu wagldfuwuugeuany
AU 118 atu

nsneideyauazafaild

38l dadRiganssaiun (Descriptive Statistic) laun ARG (Frequency) A13auas
(Percentage) Alade (Mean) way Addeauuannsgiu (Standard Deviation) Tun1sedune
dnwnzdeyamluvesinouuuuasuay uazeSuieszaumnuAniuvesnguiieg1aisdfiy
Haduimalulad Al uagUszansamnisujRnuveaidydsaeaiade (Mean) uagdau
Lﬁaawummg’m (Standard Deviation) lagimuainuginisulanasiade (Silpcharoen,
2020) ffeil

F9nzuLLREY AUNNY

4.21 - 5.00 fisyfumnuAnifiusnniian (Highest)
3.41 - 4.20 fszAumnuAniuann (High)

2.61 -3.40 fszAumnuAaiulIunas (Moderate)
1.81 - 2.60 HsziunnuAniuties (Low)

1.00 - 1.80 fisyfumnuAniiiuiosdian (Lowest)

nMyBasenaNFuiusdatfgeeuuu loun Malwsgvanaesenvans (Multiple

a

Regression Analysis) s¥aUtud@ 1A 0.05 LATIFUANUTUNUS T2NI19AUUTDATEA07D
WATITRanFuNUSVaNESdU (Pearson Product Moment Correlation) NagauUAINEURUS
5¥I9LUTBaTE (Multicollinearity Test) Tagnnan Variance Inflation Factors (VIFs) U836
wUsBasy desdrrmininnmeifinmualif 10.00 (Kitpridaburisut, 2003; Wanichbancha,
2005) A1 Tolerance Uo9ALLUTDaTY é’hLLﬂsﬁmﬁmQaﬂiﬂLﬂmsﬁﬁﬁmu@ﬁﬁ 0.1 lnauanslu
Wiy sdasenndliddgymilubesues Multicollinearity Judulunmumdninast wagld
atfnnneenyAn (Multiple Regression Analysis) JweIesfiodinmzsimnuduiussening
Uadumalulad Al uazUszanSammsufRnuvesividydlussdnsunasesdiuriesivly

o w

Jrinasvan seaviledifi 0.05

NANI3ANE
nansAndeyatlidemalulad Al fidwasioUszavsammsufoRnuvesindnyd
Tussdnsunmsasduviesivludminasan S1uu 118 au wui
Yoyaluvasnunuusasuany

Uadpdruymradiunnnidumendgs Andudosaz 73.70 wmevie Savay 26.3 fongeg

Y

Tuga3 36-45 U Anwlludesay 40.70 sesauniiongegluyis 26-35 U Anluiosas 29.70 o1y
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a < b4 < b4 = a =

Tugaa 46 Yauld Anlufevay 22.90 wavonglutie 20-25 U Aadusesas 6.80 1AIN1ANY

9
'

14 =

LY a a a 1 a A =2 [ ! a a a [ 2/
szmuﬂiﬁgmm AnLJUIREAY 66.10 i@ﬂﬁﬂiﬂ?ll’%%lﬂ’]iﬂﬂiﬂ?i%ﬂU%gﬂﬂ’ﬂUiiywﬁﬁﬁ AnLUUTDY
IS a =3

8y 28.00 LLazdmNIA

) nwszauUaa/eydiaan Andusesas 5.90 Usza unisalnisvineu
17071 6 U Aadusesay 52.50 509a9u1UsEaUNIsaInITYINeu 4-6 U Aadudeay 30.50
Uszaun1sainisvinau 1-3 U asdusesas 12.70 wazuszaunisainisyinaudesnin 1 U A

Wudesaz 4.20

Table 1 Shows Mean (X), Standard Deviation (S.D.) of Al Technology Factors

Al technology Factors X S.D. Level of Opinion
Technological Factors 3.81 0.83 High
Organizational Factors 3.74 0.90 High
Personal Factors 3.81 0.85 High
Factors Related to Technology Acceptance 3.78 0.78 High
Overall 3.78 0.84 High

910 Table 1 wudn JadevesnaluladUayaiuseivug (AN Immwﬁﬁma?ﬂ'aa@uizﬁu
un (X = 3.78, S.D. = 0.84 ) Weasanmesutladeifissdudiadsinniian Uszneuse
Jadeauyana (X = 3.81) Jaduarumalulad (X = 3.81) sesaaundadeniuniseeusu
wealulag (X = 3.78) warladesuesdns( X = 3.74) audeiu

Table 2 Shows Mean (X), Standard Deviation (S.D.) of Technological Factors

Technological Factors X S.D. Level of
Opinion

The Organization has a Network and Hardware System That 3.85 0.89 High
Supports Artificial Intelligence (Al) Well.
The Artificial Intelligence (Al) System Can Adapt to The Needs of 3.85 0.75 High
Accounting Tasks.
The Use of Artificial Intelligence (Al) in Accounting is Safe and 3.73 0.84 High
Reliable.
Overall 3.81 0.83 High

310 Table 2 wud1 Yadesunalulad Inesiuiiaadeeylusezauiin (X = 3.81, S.D.
= 0.83 ) WaNasuedelseauAafsnInan Usenauniy 03AnIliseuuLA3ouIuuay

g13awIsNessulyuseivg (A 1aa (X = 3.85) szuudagusedvg (A) a1misaususn

a s

MINAUABINITVRIUTYT A (X = 3.85) wagnsldaulayausedvg (A) Tunudydianng
Uaondslazuiene (X = 3.73) muainu

v A
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Table 3 Shows Mean (X), Standard Deviation (S.D.) of Organizational Factors

Organizational Factors X S.D. Level of Opinion
The Executives Support the Implementation of 3.83 0.91 High
Artificial Intelligence (Al).
The Organization has Sufficient Resources for The Use 3.81 0.89 High
of Artificial Intelligence (Al).
There is Training and Skill Development Related to 3.59 0.89 High
Artificial Intelligence (Al) for The Personnel.
Overall 3.74 0.90 High

910 Table 3 wuin Tadesuesdns lnesuiidadsegluseiumn (X = 3.74, SD. =
0.90) lefiansansede szduaiadeuniign fo guimslvmsatuayumaidygussiivg
(Al 1lgeu (X = 3.83) s09aauneeAnsiininensiiganadinsunisldanulyaiuseivg (A)
(X = 3.81) wariin1sovsuuazWauinueiiorfudygisedug (A) iduyeains X =
3.59) MNaIRU

Table 4 Shows Mean (X), Standard Deviation (S.D.) of Personal Factors

Personal Factors X S.D. Level of Opinion

Accountants have Knowledge and The Ability to Use 3.62 0.92 High
Artificial Intellicence (Al).

Accountants have a Positive Attitude Towards Using 3.75 0.83 High
Artificial Intelligence (Al).

Accountants are Ready to Adapt to The Use of New 4.06 0.81 High
Technology.

Overall 3.81 0.85 High

a0 a

310 Table 4 wui1 Yaduauyana lagsiuilaadeegluseduuin (X = 3.81, S.D. =

v ad

0.85) WaNa1sansiede dseiuAnadeuniign fe gvindyitanunseulunisusudimanisly

U o
|

wialuladlug (X = 4.06) imaamQﬁqﬁ@%ﬁﬁﬂucﬁﬁamaﬂﬂﬂﬁi’fﬂ@@ﬂﬂig%ﬁ (A) (X = 3.75)

Yo o A a ¢

wagdvinUnasenusiaranuaunsalunisifonudygiseivg (A) (X = 3.62) muadu

Table 5 Shows Mean (X), Standard Deviation (S.D.) of Factors Related to Technology

Acceptance
Factors Related to Technology Acceptance X S.D. Level of Opinion

Working with Artificial Intelligence (Al) is Convenient and ~ 3.67 0.75 High
Straightforward.
Artificial Intelligence (Al) Enhances the Efficiency of  3.88 0.79 High
Accounting Tasks and Reduces Errors in Accounting Work.
Artificial Intelligence (Al) Can Integrate with Existing  3.79 0.79 High
Systems or Processes.
Overall 3.78 0.78 High
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910 Table 5 wuin tadesnumseeniumelulad lnesuiirindvoglussiuunn
(X = 3.78,SD. = 0.78 ) Wofiasansiete fszduanadesnniign fo Jynruseivs (A) vae
dinusgansanlunmsmanudyduarananufianaialunisyhausad (X = 3.88) 5%
Py szig (A) anmnsadhiuldfussuunienssuaunsifieglutlagtiu (X = 3.79) wagnis
sty usedvgA) danuasmnuazlidudeu (X = 3.67) sudiu

Table 6 Shows Mean (X), Standard Deviation (S.D.) of The Performance Efficiency of

Accountants
The Performance Efficiency of Accountants X S.D. Level of Opinion
Accuracy in Work 3.83 0.77 High
Speed of Execution 4.00 0.75 High
The Quality of The Results 3.89 0.77 High
Job Satisfaction 3.89 0.74 High
The Efficiency or Value of Resources 4.00 0.78 High
Overall 3.93 0.76 High

Y o

310 Table 6 wui1 UsgdansamnisuiRauvesyindn® Inesiuidanaisegluseiu

' '
aa U 1 =

sEAUNN (X = 3.93, S.D. = 0.76 ) Wofia1sansenu sunlssauanadeuinian Yszneuly
e muUszndanseduamaminens dszdumnudaiiuuiniian (X = 4.00) Ausansalu

nsUUAnu (X = 4.00) 599890AUNMYDINAENS (X = 3.89) Anudanelalusu (X =
3.89) wagAmuwiuglunsvienu (X = 3.83) sudnu

Table 7 Show Finess of Model

Model Sum of Squares df F p
Regression 2867.883 4
Residual 2822.107 113 28.708 .000°
Total 5689.990 117
*p <0.05

Table 7 WAAINANIINAFDUAINLNUILAUVDILULAA (Fitness of Model) A18n15
AATIERanneenan (Multiple Regression Analysis) wudn lamaniiausilauaiunsaly

v s

A1595UNEANUAUNUSTEIINImwUSDase Uademumalulad Al wasiiwlsany Useansain

nsUfURuvesvintnd egrslidedAgnieaia laedien F indu 28.708 wazen p-value

'
a o

WINAU 0.000 F961nI15EautBdIduN A muals (O = 0.05) wanaliiuiluwman uiaus

o

ansalgesutsanuwlsusiureslszavsnmnisufiRnuldegeiivss@vsnmuasmvunsay

v A
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Table 8 Show the Test of The Relationship Between Al Technology Factors and The

Performance Efficiency of Accountants.

Al Technology Factors Tolerance VIF B Beta t p
Constant 24.457 7.862 0.000*
Technolosical Factors 0.424 2.360 0.022 0.002 0.020 0.984
Organizational Factors 0.451 2.219 -0.084 -0.021 -0.214 0.831
Personal Factors 0.347 2.886 0.816 0.188 1.670 0.098
Factors Related to
Technology Acceptance 0.450 2.224 2.748 0.578 5.853 0.000*

R=0.710 R? = 0.504 Adjusted R Square = 0.486

*p <005

910 Table 8 HamsiaTzvtladsfidmasoUssavsnnmsufiRnuvesintad e
nsieseiaanesnan Usingirdadesunmseensumaluladdamanisuindeyssaniam
n13UURMUve v Uyd waraiursasiudueuieainuwsusiuvesdssd@niainnis
UftRnuresviinydldfosas 48.60 Tnvanunsndeuaunisanneslddad ¥ = 24.467 +
2.748,,

NAN1TNAFBUANNAFIU

PnNTiaseideyalagldaifinisinsgrinisanneenvan (Multiple Regression
Analysis) U1

auufzIun1siTed 1 Ujias Yasedumaluladinalsuindouszdnsainnig
UjtRnuesindydlussdnsunasesdiuviosiu fauandiiiuitadesumaluladlidsmasie
UszansnmmsufiRnuvesiindaflussdnsunasesdiiesiuludminasan

aufgIumsided 2 Uiias Jadedussdnsiinaduinseussansaiwnisufuiia
vosintaTlussdnsunasesdiuriondiu Jauandiduintdadosussinslidmadeussansam
mMaUfiRnuvesintaTlussdnsunasesdnsiesiuludminasan

aunfgiunsided 3 Ufias Jadeduyanainaisuindeussansnmnnsujianu
vestindadlussdnsunasesdiuiiesiu deuansliifiuin Jedesuyanalidssaseussansnm
mMaUfiRnuvesintyTlussdnsunasesdnsiesiuludminasan

aufgIunsIted 4 seusu Taduiunsveniumaluladiinadeuindouszansam
mMsuftRsvestintyFluessdnsunasesdiuriosiu Juansliifiuindadensseusumelulad
TavzwaluauinsausednsninnisujiRauvesinUayd agnafifedfynaadAfisesu 0.05

d5Una wazanusnena

dyuna

au & a = ¥ [ = A ! a a a va

nyideilidunisfinundeyaladowmelulad Al Ndewaseuseaninmnisufuauves
Avidnydlussdnsunasesdiuisaduludminasan lngnuinglvideyadadumalulad Al 9
danarioUszansaimnsufuinuves vy dluesdnsunasesdiurissiuludminasan
drunnnidunandgs Andudesas 73.70 fergeglutae 36-45 U Anludosay 40.70 74

= LY 2 a a [T 4 [ ! a a < v
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dayaladumalulad Al

wansAnwdadediumalulad Allngsiunuin fanadvegluseduinn (X = 3.78,
S.D. = 0.84) ilefarsandusediu wuin Jadesuyarauagdadesumaluladiaiade
gegauitiu (X = 3.81) daudadedussdnsiidnadetosiian (X = 3.74) lngluiladosiu
welulad nuiesdnsanlngfisvuuiaietenaransauisfisesdu Al egamingay wazsTuy
Al gansausuandniuauRensnulndlen (X = 3.85) undsldennanuanulasniy
wazmmndefelunisldnu Al lunudyd X = 3.73) dwmiudedususdng wuinguims

o o

Tinsatuayunislden Aluinfign X = 3.83) uddmudodinlunisdneusuiagsinm
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Abstract

This research aims to 1) study the factors affecting the repurchase decision of
cosmetics in traditional marketing, 2) study the factors affecting the repurchase decision
of cosmetics in AR Make-up Try on, and 3) compare the influencing on repurchase
decisions of consumers between traditional marketing and AR Make-up Try on. The
researcher employed a quantitative research methodology through empirical research,
using a questionnaire as a tool to collect data from 400 consumers who have previously
purchased cosmetics from both traditional marketing and AR Make-up Try on by
convenience sampling. The statistical methods used for data analysis included means,
standard deviations, and multiple regression analysis at the .05 level of statistical
significance. The research findings indicated that 1) factors affecting the decision to
repurchase cosmetics of traditional marketing include perceived emotional value,
perceived financial value, and perceived convenience value. All three factors affect the
decision to repurchase cosmetics of traditional marketing by 65.90 percent. 2) Factors
affecting the decision to repurchase cosmetics of AR Make-up Try on include experiential
marketing, word-of-mouth marketing, perceived financial value, and perceived emotional
value. All four factors affect the decision to repurchase cosmetics of AR Make-up Try on
by 70.50 percent. 3) Comparing the influencing on consumers’ decision to repurchase
cosmetics between traditional marketing and AR Make-up Try on, it was found that the
prediction equation for repurchase cosmetics of AR Make-up Try on has a higher Adj. R?
value than the prediction equation for repurchase cosmetics of traditional marketing by
4.60 percent. This is a result of experiential marketing, word-of-mouth marketing,
perceived emotional value, and perceived financial value. The results of the research
will be a guideline for entrepreneurs in the cosmetics business to select appropriate
marketing strategies, whether they are traditional marketing or AR Make-up Try on, to
make it easier for consumers to make decisions to repurchase cosmetics.

Keywords: Traditional Marketing, AR Make-up Try on, Cosmetics, Experiential Marketing,

Word of Mouth Marketing, Perceived Value, Repurchase Decision
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Figure 1 Research Framework
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NFABULVUADUINTIUIY 400 AU WU NENMIeg19iidI9e1gegsening 15 fia 55
9 Tneflongiads 23.52 U uenand nquiiegsléiunisfnudous 2 81 29 U lnedaiade
nsAnwegil 9.08 U videseiussendnuimeusiu Tuduvesseldseitou wuin nauiedsd
s1eldaLiaudaus 0 A9 300,000 UW I@mm%’&ialﬁaw@ﬁ'aagjﬁ 14,708.81 v waglunu
UsgaunsaidodudUssianiadeadions wuin frevkuvasuniuiivszaunisaldofudn
Ussinnuadesdnensiaudt 1 8 32 U Tnefidadoegi 7.19

nsmaadsUszaunisal nanatauuuthndatin nmsiudamAn waznsdndulade
FuAnsd1on

HANIANYINITAAIABIUTEAUNSAl NsmatawuuUInseUIn MTSUSAMAT Wazns

a

induladerinIesdioninisnainiuudy wull nsaaadisuszaunisel egluseduiinian

a N

fAuade 4.236 wazAndeuuuanggiu 0.568 vundwlsiwmaennduwlsegluseiuuin
= o w ' a o o & Y v ¢ a oA

Sesidunnanadeinliles fal nMssuinudiiuesunl IAnade 4.183 wazAnlosuu
WNIFIU 0.622 NMFFUTANAIMIUANNATAINAUIY dAREAY 4.158 wavAdeduulInggIu
0.639 N155U3AMANIUAITIRY dAnade 4.154 uagAnlotuuans gy 0.641 NMSAAIALUY
Urndauin danade 4.124 wagAandesuuuinsgiu 0.631 nsdndulateriaiosdrons

N13ARIALUULAY HA1Lade 4.073 wagAndeuuuinsgiu 0.661 A9 Table 2
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Table 2 Mean and Standard Deviation of Experiential Marketing, Word of Mouth Marketing, Perceived

Value, and Repurchase Decision (Traditional Marketing)

(n = 400)
Variables X S.D. Interpretation
Experiential Marketing 4.236 0.568 Highest
Word of Mouth Marketing 4.124 0.631 High
Perceived Emotional Value 4.183 0.622 High
Perceived Financial Value 4.154 0.641 High
Perceived Convenience Value 4.158 0.639 High
Repurchase Decision 4.073 0.661 High

yauzfinansAnwIMsnataidsUszaunisal msnaanuutindeuin mssudnmuan way
msinauladeruaiosdioninisnaassusiminiatiouads nud mesuiauemiunniu egly
seuInfign fidede 4.247 wagAndonuuunggiu 0.629 vagiiduusimdeynndulsed
Tuseduinn Beshdunnanadeunludes fll nssuamaduersual fauade 4.197 uay
AndesuuInnsgIu 0.631 NMssudRamduauazaInauts faeds 4.158 uazAdouy
1RSI 0.639 Madadulateduaosdienimavaasauimiinaiiousts fenady 4.115 uay
AndoaiuumsgIu 0.687 Mmsnaiauuunsetn fideds 4.106 uazAndsauLINAsEIY
0.671 M3maaBsUszaunisal danadey 4.073 wagAndeuunannsgu 0.661 ¢ Table 3

Table 3 Mean and Standard Deviation of Experiential Marketing, Word of Mouth Marketing, Perceived
Value, and Repurchase Decision (AR Make-up Try on)

(n = 400)
Variables X S.D. Interpretation
Experiential Marketing 4.073 0.661 High
Word of Mouth Marketing 4.106 0.671 High
Perceived Emotional Value 4.197 0.631 High
Perceived Financial Value 4.247 0.629 Highest
Perceived Convenience Value 4.158 0.639 High
Repurchase Decision 4.115 0.687 High

14 A

n1snaaelszaunisal nseatawuuUIndaUIn wazn1sTuiAMANNdINaianTs
dnduledadaiasdnans

NTIATIEINTEUTUS 1aen13nsIaaeuen Tolerance UagAn VIF vadsauusnegnsal
WU31 A1 Tolerance Y0IAILUTNEINTAINITARIALUUANNNAILUTHANDEY TENT19 0.243 -
0.391 wazAn VIF dA1eg3ening 2,550 - 4.116 73 Table 4 auzfiAn Tolerance ¥osiuUs
WYINTANIINABDIULAIMTLUALDUITI (AR Make-up Try on) nnfAIkUsiA19¢ 581719 0.208 -
0.348 waze VIF ffn0gening 2.871 - 4.808 &4 Table 5 Fadulumainausives Hair et al
(2010) fifinmualen Tolerance fA1M1ANT1 0.01 wazen VIF filsilAy 10 uansindiauds

wensalnndawdsliifndgvianudunnduius (Multicollinearity) Gl ulunutannas
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U X a L3

Jesulunsiiemeinsonnasiany (Multiple Regression Analysis) 333 sTinszvidoya
Tutusely

nansanwilaseiiiinadenisinduladodaiosdioninisnainnuuiia Wi f Sig
(0.000) fientfouninszduaddny (0.05) SeagUldifitaduegiades 1 Jadefidwmasionts
Fnaulad ag11a3 ped10719n15AANALUULAY La¥INATSTIATIEYANTER00Y (Regression
Analysis) wudn 31 3 U938 Ae N135UFAMAIAILETITHA NMTTUTANAINIUNITEY Lagn155uF
ANAINIUAINAZAINAUNY fifasenisiadulatesiaiesdensnmananauuuiiu Anduies
Az 65.90 919 Table 4

Table 4 Results of Analysis of Consumers' Decision to Repurchase Cosmetics (Traditional Marketing)

(n = 400)
Variables B Beta t Sig. Tolerance  VIF

(Constant) 0.209 1.377 0.169

Experiential Marketing 0.075 0.065 1.390 0.165 0.391 2.554
Word of Mouth Marketing 0.041 0.039 0.764 0.446 0.325 3.074
Perceived Emotional Value 0.161 0.152 2.567 0.011* 0.243 4.116
Perceived Financial Value 0.185 0.180 3.182 0.002* 0.266 3.753
Perceived Convenience Value 0.465 0.450 8.175 0.000* 0.280 3.567

R = 0.814, R* = 0.663, Adj. R* = 0.659

* Significant at .05

g a a a ¢ o a & 0%
atlarnrsadeuduaunisanaesdanyq ldlunrsweinsalnisdad ulad adn
LASDIA19719N1TAANALUULAY toR I

Z = 0.152 (Perceived Emotional Value) + 0.180 (Perceived Financial Value) +

0.450 (Perceived Convenience Value)

YULNNANITANYIUITLNANARBNTHAFULITDTLATBIE1919NISNARDILAINL LEL DU
933 WU A1 Sig (0.000) fiAnteeninseRutuddsy (0.05) Feasulaindivaduedgies 1 Jady
NaWanon158na Ut 091LAT 09F1919N1SNABDILAINL AT DU LALINNNITILATILIANNT
0n00Y (Regression Analysis) Wui1 & 4 U338 Ao n1seaia@isuseaunisal Msnaiakuuuin
aaUIn MsTUFAMA1IIUNITIEY Lagn1sSusauAIaIuetsunl Ndnaden1sdndulaten
dl o 1 ¥ = a a I~ ¥ %)
LASBIANDNINTNAABILAINTLETDURSY AnUuSaay 70.50 ¢d Table 5
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Table 5 Results of Analysis of Consumers' Decision to Repurchase Cosmetics (AR Make-up Try on)

(n = 400)

Variables B Beta t Sig. Tolerance  VIF
(Constant) -0.044 -0.311 0.756
Experiential Marketing 0.204 0.196 4.189 0.000* 0.333 3.001
Word of Mouth Marketing 0.279 0.273 5.561 0.000* 0.305 3.281
Perceived Emotional Value 0.195 0.179 3.017 0.003* 0.208 4.808
Perceived Financial Value 0.337 0.309 6.006 0.000* 0.278 3.599
Perceived Convenience Value -0.016 -0.015 -0.335 0.738 0.348 2.871

R = 0.842, R* = 0.709, Adj. R = 0.705
* Significant at .05
o = a a ¢ v a & %
NIUAIUTOLY EJULﬁuaumiamammwnw1%”1um13wmmmmw aaulad aen
LASDIANDNINITNAABILAINTNLET D UAS I lARatl

z = 0.196 (Experiential Marketing) + 0.273 (Word of Mouth Marketing) +

0.179 (Perceived Emotional Value) + 0.309 (Perceived Financial Value)

SoissuifisunasisesandulssAvi aunsnenssimsdaduladesiaiosdians
MIRALUULANLaE N TIRAB R LEdouas nud1 AdlsAnSyesiiulsBassiidenalii
msdndulatediiaiesdennminaauuuiiuannimsdnaulatediaiesdienanismnaes
uiavhiasieuaie Iiun mssudanAdnueusgninaune vusfindulsyavivesiudsdasy
fidsnalinsfndulatediaiosdornimaauuuiulissnimdinauladesieiosdananis
NAaRAITLENauaT kA NMIra1alsszaunisal nseatakuuUIndeUIn n1ssusaaen
Fuersunl uarn1siuiamadiunisiu lasaunisweinsainsinauledediedesdians
nsmaaLUULANdaT Adj. R desninaunisnensainsdadulatediaiosdenanismaaes
weniailoudss Sevay 4.60 A4 Table 6

Table 6 Compare Coefficient Equations for Predicting Repurchase Decisions of Cosmetics, Traditional
Marketing and AR Make-up Try on

(n = 400)
Decision to Decision to
Variables Repurchase Repurchase Cosmetics  Difference
Cosmetics through using AR Make-up Coefficient
Traditional Marketing Try on

Experiential Marketing 0.065 0.196 -0.131
Word of Mouth Marketing 0.039 0.273 -0.234
Perceived Emotional Value 0.152 0.179 -0.027
Perceived Financial Value 0.180 0.309 -0.129
Perceived Convenience Value 0.450 -0.015 0.465
Adj. R? 0.659 0.705 -0.046
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Abstract

The purpose of this research is to study the impact of the credit information
system environment on service income of credit department executives of the Bank for
Agriculture and Agricultural Cooperatives. By collecting data from 105 credit department
executives of the Bank for Agriculture and Agricultural Cooperatives, questionnaires were
used as a tool for data collection.

The results of the study showed that : 1) The credit information system
environment of credit. data structure system of had positive relationship with and effects
on fee base income, loan service revenue. 2) The credit information system environment
of credit. information quality. of had positive relationship with and effects on fee base
income, deposit account service revenue. 3) The credit information system environment
of credit. data management of had positive with and effects on fee base income, loan
service revenue, deposit account service revenue, other service revenue. 4) The credit
information system environment of credit. data security policy had positive relationship
with and effects on fee base income, loan service revenue. The results obtained from
the research can used as an indication of the credit information system environment of
credit. To study the trend of bank fee base income, and the information obtained from
the credit information system environment of credit. Can also be applied to analyze
problems and obstacles in operational efficiency and support decision-making in
business operations to achieve efficiency.

Keywords: Information System Environment of Credit, Fee Base Income, Bank for

Agriculture and Agricultural Cooperatives
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Information System Environment

Of Credit Fee Base Income

1.Data Structure System 1.Loans Service Revenue
2.Information Quality

A 4

2.Deposit Accounts Service Revenue
3.Data Management 3.0ther Service Revenue

4.Data Security Policy

Figure 1 Conceptual Framework
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Anade 451-500  vneds fenudAniuegluszduiniige
Anedy 351-4.50  vnefe fanuAndiuegluseiunn
Anady 251350  vanefa fenuAnfiuegluszdutiunans
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Anede 151-250  vanef flanudndiuegluseiuies
Anede 1.00-1.50  veneds fenuAniiueglusziutiosdign
4.4 VAADUANNLANA19TENI A A BYDINg NA108 9 A TNNNIT 2 gyl
19n1931A518iAULUTUTIU (Analysis of Variance : ANOVA) Larn153tasiesinnuulsusiu
wareiauUs (Multivariate Analysis of Variance : MANOVA) 1 81U 8 UM 8UA11LANG Y
Aadsvasnguitegteiifinnn 2 ngu Juld THud yusniuau ssesnadiduey sold
ldeselaINMIfduny wagdnnuniinay
4.5 Mmyasgrianduiusuuunyan (Multiple Correlation Analysis) 119
AATIEYINTIN0088E19918 (Simple Regression Analysis) WazN153LATI¥YINITANDBELUY
wv A o (Multiple Regression Analysis) Lif oVA@0UAINA LT UT LALHANTTNUTENI NS
anmuIndensruUMsaumAmIuAudefiveseldaiuinsvessuimsiionsinumsuay
AVNIANITNYAT

NANISANEN

1. nansAeszvidayaiiluvesineunuusauay

Heouwvvaountudulugiduneayie Andusesas 68.57 5998307 tnANQS
Andusesas 31.43 Tongunnin 50 U Andusesaz 58.10 098911 1y 41 - 50 T Andu
$ovaz 22.86 dwlngsraunmsfnunuiyainivsedieuin Andudesas 65.71 sesadun as
niUsaes Andudewas 34.29 dlnguszaunsallumsvihaiuannnin 20 U Asdudes
av 59.05 se3aew1 10 - 15 T Anfudesas 18.10 dnlngseldadesafieusinit 100,000
um Anduiesay 60.00 se3asun 100,000 - 110,000 U Antdusesay 29.52 wagdulng
Fuvistiagtu Ao fureddansanuidiedude svhmheiuawde Andufesay 57.14
sesaan 1A f¥nnsihedude Anduievas 42.86

2. ian1TilAsIianmLIndenszuasauInAd LA udarassuIASIiaNSIN AT
WAZAUNIAINITNEAT

annwIndensruUasAUmMANIA1uAUT ovea uT MR evassUIANILTle
Msinwasuazannsainisinues luniwsi egluseduniniian (X = 4.62, SD. = 0.23)
doRarsandusiesiu nudn dunisuimsdanisdiudeya (X = 4.73,SD. = 0.31)
AuAMNINYBITRYA (X = 4.65, S.D. = 0.34) Aun1sinwiAulasniedeyadiuynna
(X = 4.62, S.D. = 0.37) uagmuszuulasaaindoya (X = 4.48, S.D. = 0.46) 61 Table 1

Table 1 Opinions on the Overall and Individual Information System Environment of Credit

Commercial Credit Officer the Bank for Agriculture and Agricultural Cooperatives.

X S.D. Level
1.Data Structure System 4.48 0.46 Highest
2.Information Quality 4.65 0.34 Highest
3.Data Management 4.73 0.31 Highest
4.Data Security Policy 4.62 0.37 Highest

Overall 4.62 0.23 Highest

%E NIANTATYFANAATUALUINTFING W INeFevinBes UN 17 adud 4

f:ﬁ?‘) Economics and Business Administration Journal, Thaksin University

ECBA



3. naNFIATEREldAUINNsYRssLIASITBN SINYASKAzEVInSalNSINEAS

swleé’mﬁmssuan”U%mis'J'1sJﬁuL%aﬁuaaﬁmmiLﬁamimwmuazawﬂsaimimwm
Tuninsau aq’imwﬁ’ummﬁ'q@ (X = 4.85,SD. = 0.25) 1l o915 dusioaiu wuin
AUTI8TUAIUTNITU YT IS WA (X = 4.88, S.D. = 0.23) sustesuausnsiuliaude
(X = 4.85, S.D. = 0.30) LarsUTIBIUAIUIATEY 9 (X = 4.83,S.D. = 0.31) 61 Table 2

Table 2 Opinions on the Overall and Individual Fee Base Income of Commercial Credit Officer the

Bank for Agriculture and Agricultural Cooperatives.

X S.D. Level
1.Loans Service Revenue 4.85 0.30 Highest
2.Deposit Accounts Service Revenue 4.88 0.23 Highest
3.0ther Service Revenue 4.83 0.31 Highest

Overall 4.85 0.25 Highest

4. naNI5IATITRENNIINGDUSTUUEN SEUMAG AW aTifinadaseldAIusng
YBIFUIATNBNITNBATHAZENNTAINTNENT

HANITILATIZAANINMINGBUSTUVATAUI AR 1uA LT afiinaseslda1us A0
SUIAISLI BN UATUATANNTAINITINEAT NUTT ANTNLING DUTZUUAITAUMAR 1WA ULTD
Tnesau denasioseldaiuinig sgadveddynadffisedu 0.05 lnganunsoad1eannis
WYINTOIATUUUAU AB Fee Base Income = 2.565 + 0.491 Information System Environment
of Credit ¢4 Table 3

Table 3 Testing the Relationship of Regression Coefficient with Fee Base Income of the Bank for
Agriculture and Agricultural Cooperatives. (Overall)

Unstandardized Coefficients ‘ b
B Std. Error

Constant 2.565 0.344 7.467 <0.0001*
Information System Environment

0.491 0.074 6.676 <0.0001*
Of Credit
F =44.572 p<0.0001 Adj R2 = 0.295

*P<0.05

NANNTIATIEAN MRS BNTEUUA AU AR uAUT i inase T8 ldA1UTA15ves
suIMSieNIInYRTkaTaMnIainITAYAS Suns1eiL w1 Mussuulasaiadeya was
AIUNITUIMTTANISAIUTRYE dAnuduiusiasiansenulsuinduselaaiuinislae iy
819l dAyn1eadAfiseiu 0.05 dwsuaninuandeussuuasaunaniudude du
AMAIMYDITaYa Lazaunsinwanulaeadedeyadiuyana lddanuduiusiusels
A1UsMslagsin laglaaunisnensel Ae Fee Base Income = 2.967 + 0.124 Data Structure
System + 0.377 Data Management ¢4 Table 4
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Table 4 Testing the Relationship of Regression Coefficient with Fee Base Income of the Bank for

Agriculture and Agricultural Cooperatives. (Overall)

Unstandardized Coefficients ; p
B Std. Error
Constant 2967 0.420 7.059 <0.0001*
1.Data Structure System 0.124 0.054 2.323 0.0022*
2.Information Quality 0.053 0.080 0.671 0.504
3.Data Management 0.377 0.078 4.868 <0.0001*
4.Data Security Policy - 0.147 0.086 -0.153 0.089
F = 13.515 p<0.0001 Adj R2 = 0.325
*P<0.05
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This study examines the impact of demographic characteristics on youth
entrepreneurial education and entrepreneurship. Utilising a modified Delphi method, the
study gathered expert opinions from 12 experts to establish the evaluation framework.
Exploratory and confirmatory factor analyses were conducted on 200 students. An
additional 287 students were used for difference and relationship analyses. The results
showed significant birthplace differences in entrepreneurial education and notable age-
related variations in entrepreneurship levels, with older students (26-35 years)
demonstrating higher entrepreneurial tendencies. Furthermore, the study found a
significant  positive  relationship  between  entrepreneurial  education  and
entrepreneurship, suggesting that enhanced entrepreneurial education can positively
influence youth entrepreneurship.

Keywords: Entrepreneurial Education, Entrepreneurship, Delphi Method, Empirical
Analysis, Youth

Introduction

Entrepreneurial education has increasingly been recognised as a critical factor
in fostering entrepreneurial intentions among youth. Scholars argue that effective
entrepreneurial education imparts the necessary knowledge and skills for starting a
business and helps construct a robust entrepreneurial identity. This identity formation is
crucial as it encourages students to envision themselves as future entrepreneurs, fueling
their passion and commitment to entrepreneurial pursuits. Previous studies have
highlichted the importance of strategically nurturing entrepreneurial identity through
formal education, which guides students in acquiring entrepreneurship-related skills and
generating entrepreneurial enthusiasm.

Despite the growing emphasis on entrepreneurial education, there remains a
significant gap in understanding how different demographic characteristics influence the
effectiveness of such Gender (Bosma & Kelley, 2020), age (Hatak et al., 2021), education

level (Liguori et al., 2020), entrepreneurial experience (Santos et al., 2020), and birthplace

! Student in College of Leadership and Social Innovation, Rangsit University
2 Assistant Professor, Faculty of Social Innovation, Rangsit University

" Corresponding author. E-mail: zheng_zhe@utcc.ac.th

Cross-Culture Youth Entrepreneurial Education and Entrepreneurship

Zheyun Zheng and Chatwarun Angasinha



182

(Urbano et al,, 2020) can all influence an individual's entrepreneurial intentions and
outcomes.

The necessity of this research is underscored by the evolving global economic
landscape, which increasingly relies on innovation and entrepreneurial activities to drive
growth and create job opportunities. For instance, a report by the Global
Entrepreneurship Monitor indicates that youth entrepreneurship is pivotal in reducing
unemployment rates and fostering economic resilience (Global Entrepreneurship
Monitor, 2023). Furthermore, the increasing diversity in educational settings necessitates
tailored approaches in entrepreneurial education to effectively address the varied
backgrounds and needs of students (Organisation for Economic Co-operation and
Development, 2022). This study aims to fill this gap by creating valid scales to measure
youth entrepreneurial education and entrepreneurship and analysing the impact of
various demographic characteristics on these constructs. By doing so, the study seeks to
provide actionable insights for educators and policymakers to tailor entrepreneurial
education programs that address the specific needs of diverse student populations,

ultimately enhancing the entrepreneurial potential among youth.

Research Objective

1. To create valid youth entrepreneurial education and youth entrepreneurship
scales.

2. To analyse the impact of different demographic characteristics on
entrepreneurial education and entrepreneurship.

3. To evaluate the direct impact of entrepreneurial education on

entrepreneurship.

Literature Review

Entrepreneurial education should improve individuals' intentions (Zhang et al.,
2023). Entrepreneurial education teaches the knowledge and skills required for
entrepreneurship and conveys the construction of entrepreneurial identity to students.
In students' transition to entrepreneurial careers, it is crucial to cultivate entrepreneurial
identity strategically (Gartner & Teague, 2022). Students' cognition and skills are
developed with the help of formal entrepreneurial education, which guides students to
generate entrepreneurial passion by encouraging students to master entrepreneurship-
related skills (Hassan et al., 2021). Smith and Green (2020) proposed that entrepreneurial
education equips the educated with a relatively complete series of knowledge, skills,
and spiritual qualities related to employment and entrepreneurship to plan their careers
freely. Currently, most researchers define the concept of entrepreneurial education as
an education model, paying particular attention to the entrepreneurial knowledge and

skills received in specific places such as university classrooms.
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Johnson et al. (2022) believe that an entrepreneur is a person who combines
human, financial, and material resources to establish a new company. This definition
highlights the foresight and confidence shown by people in uncertain situations. At the
same time, they also link the risks and uncertainties in the entrepreneurial process with
management and decision-making capabilities. Brown (2021) believes that successful
entrepreneurs have the following spiritual traits: innovation and creativity, initiative, self-
confidence, energy and workability, perseverance, leadership, acceptance of risks, need
for achievement, tolerance of change and problem-management skills. Entrepreneurship
is a dynamic relationship between a leader and a collaborator in which both are driven
to higher levels of motivation by accurate and meaningful change. It requires teamwork,
vision for the future, passion, integrity, trust, and curiosity, etc. (Muller & Zimmermann,
2020). Therefore, some studies believe that entrepreneurial education should be a kind
of vocational education that focuses on cultivating talents engaged in business
management. In particular, college students must transform from job seekers to
entrepreneurs through entrepreneurial education (Zhang, 2021). Entrepreneurial
education should be a kind of quality education and innovative education. To become
high-quality talents with pioneering ability, it is necessary to cultivate college students'
professionalism and sense of responsibility through entrepreneurial education (Rasiah et
al., 2023).

Research Framework

Demographic Variables
Gender
Age
Education Level

Entrepreneurial Experience

Birthplace

Entrepreneurship

Entrepreneurial

Education

Figure 1 Research Framework

Research Methodology

Population and Sample

This paper uses literature analysis to construct a structured questionnaire for
the evaluation system of entrepreneurial intention. The modified Delphi method is used

to send it to relevant experts. The final version of the evaluation items is established by
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integrating their opinions. Experts are the research subjects of this study, and there are
three groups in total: corporate management, business education scholars, and

government business officials.

Table 1 Delphi Research Samples

Expert Identity n

Corporate ) )
Have more than 10 years of experience in corporate management,
Management ) ] ) 3
cross-culture companies or related industries.
Experts

BUSi Professors, associate professors, or researchers specialising in business

usiness
, administration, corporate management, and related fields. Everyone

Education ) ) , o ) 7

has published high-level academic papers and participated in

Scholars o ]

significant research projects.

middle to senior officials in government business management
Government ) ) ) ) )
BUSi departments, particularly those with extensive practical experience )
usiness
Official and an understanding of the youth entrepreneur or entrepreneurial
cials

intention.

The researcher invited 12 experts, including 3 business management experts,
7 business education scholars, and 2 government department work-related injuries.
Considering cross-cultural differences in gender and location, the numbers were
distributed evenly across genders and regions as much as possible. Among the 12 experts,
8 are male and 4 are female; 7 are from China, 5 are from Thailand.

To ensure the validity and reliability of the main study results, the pre-study
of this study used a different sample from the main study (Creswell & Creswell, 2017).
Considering the scarcity of the main study sample, this study selected a group with
characteristics similar to the pre-study sample (Hertzog, 2008). The sample statistics of

the pre-study and main study are as follows (Table 2).

Table 2 Pre-Study and Main Study Samples

Pre-Study Main Study
Variables
n prop.(%) n prop.(%)
Male 83 41.50 129 44.47
Gender
Female 117 58.50 158 55.21
14-18 21 10.50 28 9.72
A 19-25 119 59.50 159 54.86
e

s 26-30 40 20.00 72 25.00
31-35 20 10.00 28 9.72
Lower-level undergraduate 61 30.50 72 25.00
. Senior undergraduate 80 40.00 100 34.72

Education
Master 40 20.00 72 25.00
Doctoral 19 9.50 43 14.93
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Yes 60 30.00 100 34.72

Experience
No 140 70.00 187 65.28
Southern 80 40.00 100 34.72
Birthplace Central 70 35.00 115 39.93
Western 50 25.00 72 25.00

The pre-study samples were collected online at a university in Ningbo, China,
using stratified sampling. The results from 200 samples indicated a higher proportion of
females (60%) than males (40%). Most participants were aged 19-25 (60%) and were
primarily senior undergraduates (40%). Most had no entrepreneurial experience (70%),
and most were from southern China (40%).

The main study samples were collected from Chinese students at a university
in Thailand using stratified sampling. From 287 samples, females again outnumbered
males (55.2% vs. 44.8%). Most were aged 19-25 (54.9%) and were predominantly senior
undergraduates (34.7%). Most participants had no entrepreneurial experience (65.3%)
and were primarily from central China (39.9%).

Research Instrument

The demographic variable scale has five parts: gender, age, education,
entrepreneurial experience, and place of birth. Among them, gender includes male and
female. The research object of this article is youth. According to the definition of youth
in "The Middle- and Long-term Youth Development Plan (2016-2025)" of the State
Council of the People's Republic of China (Xinhua, 2017), that is, youth between 14 and
35 years old. Therefore, the ages in this study include 14-18 years old, 19-25 years old,
26-30 years old, and 31-35 years old. Since this study's respondents are all students,
Education includes lower-level undergraduate students (first and second years of
undergraduate studies), senior undergraduate students (third and fourth years of
undergraduate students), Master students are currently studying, and doctoral students
are currently studying. Entrepreneurial experience consists of those with entrepreneurial
experience and those without entrepreneurial experience. Place of birth is divided
according to China's economic zones, including southern China, central China and
western China.

The Youth Entrepreneurial Education Scale adopts the innovation and
entrepreneurial education scale used by Li (2020). The scale has seven items in total,
using a five-point Likert-type scale, with 1 is strongly agree, 2 is agree, 3 is neither agree
nor disagree, 4 is disagree, and 5 is strongly disagree. The lower the score, the higher the
youth entrepreneurial education.

The Youth Entrepreneurship Scale adopts the Entrepreneurial Characteristics
Scale used by Kusmintarti et al. (2016). This scale has a total of 6 sub-dimensions. Among
them, there are 4 items in the dimensions of the internallocus of control (ILC) sub-scale;

there are 4 items in the dimensions of need for achievement (ACH) sub-scale; there are
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4 items in the dimensions of risk-taking propensity (RTP) sub-scale; there are 5 items in
the dimension of creativity (CRE) sub-scale; the dimension of social networking (SNW)
sub-scale has 4 items; there are 4 items in the dimension of tolerance for ambiguity (TFA)
sub-scale. The scale has a total of 25 items, using a five-point Likert-type scale, with 1 is
strongly agree, 2 is agree, 3 is neither agree nor disagree, 4 is disagree, and 5 is strongly

disagree. The lower the score, the higher the youth entrepreneurship.

Research Result

The research conducted three iterative rounds of Delphi surveys to cather
expert opinions on the youth entrepreneurial education and entrepreneurship. In each
round, experts from corporate management, business education, and government
sectors provided feedback on the importance and clarity of various evaluation items.
The results of each round were analysed to determine the level of consensus among
experts, aiming to refine and validate the evaluation framework. The three-round results

are shown in Table 3.

Table 3 Results of Three Rounds of Delphi Analysis

1* Round 2" Round

[tem
SD Mo QDb v M SD Mo QD v
El 3.67 1.12 4 0.30 5.00 0.00 5 0 0.00
E2 4.89 0.33 5 0.07 4.89 0.33 5 0 0.07
E3 4.56 0.73 5 1 0.16 5.00 0.00 5 0 0.00
Ed 4.78 0.44 5 0.5 0.09 5.00 0.00 5 0 0.00
E5 4.56 0.73 5 1 0.16 5.00 0.00 5 0 0.00
E6 4.78 0.44 5 0.5 0.09 4.89 0.33 5 0 0.07
E7 4.89 0.33 5 0.07 5.00 0.00 5 0 0.00
R1 4.89 0.33 5 0.07 5.00 0.00 5 0 0.00
R2 4.67 0.71 5 0.5 0.15 5.00 0.00 5 0 0.00
R3 3.44 1.01 4 1.5 0.29 4.22 0.44 4 0.5 0.10
R4 4.78 0.44 5 0.5 0.09 5.00 0.00 5 0 0.00
R5 4.56 0.73 5 1 0.16 5.00 0.00 5 0 0.00
R6 4.78 0.44 5 0.5 0.09 5.00 0.00 5 0 0.00
R7 4.78 0.44 5 0.5 0.09 5.00 0.00 5 0 0.00
R8 4.78 0.44 5 0.5 0.09 5.00 0.00 5 0 0.00
R9 4.78 0.44 5 0.5 0.09 4.89 0.33 5 0 0.07
R10 3.89 1.05 4a 2 0.27 5.00 0.00 5 0 0.00
R11 4.56 0.73 5 0.16 5.00 0.00 5 0 0.00
R12 4.78 0.44 5 0.5 0.09 5.00 0.00 5 0 0.00
R13 4.78 0.44 5 0.5 0.09 5.00 0.00 5 0 0.00
R14 4.78 0.44 5 0.5 0.09 5.00 0.00 5 0 0.00
R15 4.78 0.44 5 0.5 0.09 5.00 0.00 5 0 0.00
R16 4.78 0.44 5 0.5 0.09 5.00 0.00 5 0 0.00
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R17 478 044 5 0.5 009 489 033 5 0 0.07
R1I8 400 087 3a 2 022 500  0.00 5 0 0.00
R19 467 071 5 0.5 0.15 500  0.00 5 0 0.00
R0 478  0.44 5 0.5 009 500  0.00 5 0 0.00
R21 456 073 5 1 0.16 500  0.00 5 0 0.00
R22 489 033 5 0 007 478  0.44 5 0.5 0.09
R23 478  0.44 5 0.5 009 500  0.00 5 0 0.00
R4 478 044 5 0.5 009 500  0.00 5 0 0.00
W 0.216 0.470

X 58.285 126.825

df 30 30

p 0.000 0.000

From Table 3, From the first round to the second round, the number of
questions with an average score of more than 4 ranged from 28 to all; standard deviation
of less than 1.0 increased from 28 to all; mode of 5 increased from 27 to 30, interquartile
range of less than 0.6 risen from 16 to 26; coefficient of variation of less than 0.25
increased from 28 to all. This result shows that the experts reached a consensus in the
second round of opinions. The Kendall's W value for the first round was 0.216 (p<0.001),
increased to 0.470 (p<0.001) in the second round. The significant increase in Kendall's W
value also proves that the consensus among experts risen significantly in the second
round.

After the Delphi analysis, the exploratory factor analysis is used to explore the
data structure, and validate the constructs identified through expert consensus. The
results showed that the Bartlet sphericity test x* value of The Youth Entrepreneurial
Education Scale was 1389.179 (P<0.001), and the KMO coefficient was 0.932; the Bartlet
sphericity test x* value of The Youth Entrepreneurship Scale was 5424.087 (P<0.001), and
the KMO coefficient was 0.957 The KMO of both scales exceeded 0.800, indicating that
both scales can be subjected to exploratory factor analysis. The results of the

exploratory factor analysis are shown in Table 4.
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Table 4 Results of Exploratory Factor Analysis

Component Communities Component Communities

Entrepreneurial Education

EE1 0.834 0.696 EE5 0.824 0.679 KMO=0.932
EE2 0.810 0.657 EE6 0.832 0.693 x=1389.179
EE3 0.812 0.660 EE7 0.859 0.738 p<0.001
EE4 0.846 0.716 Variance=69.122%
Entrepreneurship
0.755 0.670 0.758 0.675
0.713 0.608 0.811 0.758
ILC CRE
0.789 0.723 0.736 0.642
0.696 0.584 0.699 0.588
0.724 0.624 0.812 0.760 KMO=0.957
0.803 0.744 0.696 0.585 x°=5424.087
ACH SNW
0.808 0.754 0.759 0.676 p<0.001
0.779 0.706 0.766 0.686 Variance=88.437%
0.684 0.567 0.727 0.629
0.787 0.720 0.744 0.653
RTP TFA
0.789 0.723 0.758 0.674
0.699 0.589 0.785 0.716

Table 4 results indicate that the Youth Entrepreneurial Education scale is a
single factor with 7 items, accounting for a total variance explained of 69.122%. In
contrast, the Youth Entrepreneurship scale consists of 6 factors, with each factor
comprising 4 items, and a total variance explained of 88.437%. All factor loading
coefficients are greater than 0.70, indicating that the items are strongly correlated with
their factors; the commonality of the factors is greater than 0.30, indicating that each
item contributes more to the factor structure; the explanation rate of each factor is
greater than 5%, indicating that there are no redundant factors. These results show that
the scale has high reliability and validity and is suitable for subsequent research and
data analysis. Based on the exploratory factor analysis, confirmatory factor analysis was

used to estimate the structural validity of the scale. The results are shown in Table 5.
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Table 5 Confirmatory Factor Analysis Results

Estimate Std.Err t p Estimate Std.Err t p
Entrepreneurial Education
0.799 0.025 32.515 0.000 0.787 0.023 34.142 0.000
0.769 0.028 27.937 0.000 0.803 0.024 33.827 0.000
0.773 0.033 23.113 0.000 0.841 0.018 47.320 0.000
0.824 0.019 44.527 0.000
Entrepreneurship

ILC CRE
0.737 0.022 34.084 0.000 0.751 0.021 34.939 0.000
0.699 0.023 29.946 0.000 0.812 0.019 42.238 0.000
0.779 0.019 41.601 0.000 0.721 0.025 28.924 0.000
0.674 0.027 24.834 0.000 0.690 0.025 27.728 0.000

ACH SNW
0.717 0.023 31.522 0.000 0.793 0.017 47.415 0.000
0.796 0.020 39.120 0.000 0.636 0.026 24.058 0.000
0.805 0.019 42.175 0.000 0.728 0.021 34.526 0.000
0.778 0.021 37.598 0.000 0.709 0.023 30.587 0.000

RTP TFA
0.655 0.027 23.994 0.000 0.686 0.025 27.288 0.000
0.766 0.018 42.272 0.000 0.731 0.022 33.053 0.000
0.758 0.021 36.529 0.000 0.725 0.023 31.451 0.000
0.672 0.026 26.240 0.000 0.759 0.021 36.212 0.000

Based on the exploratory factor analysis of the Youth Entrepreneurial
Education Scale and Youth Entrepreneurship Scale, confirmatory factor analysis was
conducted to estimate the construct validity of these scales. The results revealed that
the Youth Entrepreneurial Education Scale demonstrated good fit indices (X?/df=1.644,
CFI=0.991, TLI=0.987, RMSEA=0.046, SRMR=0.021), with all factor loadings exceeding 0.70
(ranging from 0.769 to 0.841). Similarly, the Youth Entrepreneurship Scale also showed
good fit indices (X2/df=3.183, CFI=0.934, TLI=0.918, RMSEA=0.065, SRMR=0.040), with all
factor loadings exceeding 0.60 (ranging from 0.636 to 0.812). These results indicate that
both the Youth Entrepreneurial Education and Youth Entrepreneurship Scale possess
good validity indicators.

This study conducted a reliability analysis on the Youth Entrepreneurial
Education and Youth Entrepreneurship Scales. Cronbach's Q value equal to 0.7 is the
boundary value of the acceptable scale (Taber, 2018). The reliability analysis results are

shown in Table 6.
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Table 6 Result of Reliability Analysis

Variables N Cronbach's Ol
Entrepreneurial Education 7 0.891
ILC 4 0.800
ACH 4 0.828
Entrepreneurship RTP ¢ 0.835 0.853
CRE a4 0.859
SNW a4 0.815
TFA 4 0.884

The reliability analysis results show that the reliability coefficients of each scale

are between 0.8 and 0.9, indicating that these scales have good internal consistency and

stability. These results show that each scale is highly reliable and suitable for subsequent

research and analysis.

Based on the scales analysed, Table 7 presents the difference analysis results,

which explores the variations in entrepreneurial education and entrepreneurship across

different demographic groups.

Table 7 Difference Analysis Results

Entrepreneurial Education

Entrepreneurship

Variables
M=£SD t/F M+SD t/F

Male 3.600+0.890 3.484+0.822

Gender 1.660 -1.584
Female 3.428+0.883 3.632+0.778
14-18 3.119+0.574 2.438+0.773
19-25 3.379+0.913 3.420+0.888

Age 1.253 4.770**
26-30 3.534+0.763 3.693+0.714
31-35 3.607+0.885 3.634+0.741
Lower-level

3.681+1.032 3.846+0.569

undergraduate
Senior

Education 3.323+1.096 1.335 3.612+0.812 0.634
undergraduate
Master 3.421+0.851 3.532+0.830
Doctoral 3.585+0.851 3.565+0.790
Yes 3.448+0.872 3.640+0.769

Experience 1.069 -1.592
No 3.558+0.906 3.493+0.826
Southern 3.700+0.814 3.628+0.732

Birthplace Central 3.450+0.873 3.350% 3.509+0.833 0.927
Western 3.349+0.986 3.642+0.800

Note: *<0.05, **<0.01
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From Table 7, Entrepreneurial Education shows no significant differences in
gender (t=1.660, P=0.098), age (F=1.253, P=0.288), educational background (F=1.335,
P=0.263), and entrepreneurial experience (t=1.069, P=0.286). However, there is a
significant difference across regions (F=3.350, P<0.05). Post hoc tests reveal that students
living in the Eastern region experience a significantly higher level of Entrepreneurial
Education than those living in the Central and Western regions, while the levels of
Entrepreneurial Education experienced by students in the Central and Western regions
do not differ significantly.

In terms of Entrepreneurship, there are no significant differences in gender (t=-
1.584, P=0.114), educational background (F=0.634, P=0.594), region (F=0.927, P=0.397),
and entrepreneurial experience (t=-1.592, P=0.112). However, significant differences are
observed across age groups (F=4.770, P<0.01). Specifically, students aged 26-30 (M=3.534
SD=0.763) and 31-35 (M=3.607, SD=0.885) experience significantly higher levels of
Entrepreneurship compared to students aged 14-18 (M=3.119, SD=0.574) and 19-25
(M=3.379, SD=0.913). Additionally, students aged 19-25 experience significantly higher
Entrepreneurship levels than those aged 14-18.

)

The correlation analysis indicates a significant positive relationship between
entrepreneurial education and entrepreneurship (r=0.12, P<0.05). Table 8 presents the
results of the regression analysis, examining the predictive power of various factors on

entrepreneurship.

Table 8 Regression Analysis Results

Entrepreneurship

Variable
B t P

Gender 0.243 1.321 0.188
Age 0.063 1.703 0.090
Birthplace -0.042 -0.726 0.469
Education -0.026 -0.533 0.595
Experience -0.036 -0.084 0.470
Entrepreneurial Education 0.094 2.037 0.043

R’ 0.040

F 1.719

After adding control variables, the results show that Entrepreneurial Education

has a significant positive predictive effect on Entrepreneurship (B=0.094, t=2.037, P<0.05).

Cross-Culture Youth Entrepreneurial Education and Entrepreneurship
Zheyun Zheng and Chatwarun Angasinha 191



192

Conclusion

This study aimed to create valid scales for youth entrepreneurial education
and youth entrepreneurship, and to analyse the impact of different demographic
characteristics on these factors. The study employed a modified Delphi method to
gather expert opinions, followed by exploratory and confirmatory factor analyses to
validate the constructs. The results indicate that the Youth Entrepreneurial Education
and the Youth Entrepreneurship Scales possess high reliability and validity. The
exploratory factor analysis showed strong factor loadings and high variance explained,
while the confirmatory factor analysis demonstrated good fit indices for both scales. The
difference analysis revealed that entrepreneurial education does not significantly differ
across gender, age, educational background, and entrepreneurial experience, but shows
significant regional differences, with students from the Eastern region experiencing higher
levels of entrepreneurial education. In contrast, entrepreneurship levels varied
significantly across different age groups, with older students (26-35 years) showing higher
levels of entrepreneurship than younger students (14-25 years). Correlation and
regression analyses further indicated a significant positive relationship between
entrepreneurial  education and entrepreneurship, suggesting that enhanced
entrepreneurial education can positively influence youth entrepreneurship. These
findings underscore the importance of tailored entrepreneurial education programs
considering regional and age-specific needs to foster entrepreneurial intentions and skills
among youth. Policymakers and educators should focus on creating supportive
environments and curricula that enhance entrepreneurial identity and competencies,

ultimately contributing to the development of future entrepreneurs.

Discussion

The results corroborate the findings of Bosma and Kelley (2020), who reported
that demographic factors such as gender significantly impact entrepreneurial intentions.
However, in contrast to their findings, this study found no significant gender differences
in entrepreneurial education and entrepreneurship levels, suggesting that gender may
play a less critical role in the context of cross-cultural youth entrepreneurship. This
discrepancy could be attributed to the specific cultural dynamics and educational
environments in Thailand and China, highlighting the need for localized studies when
examining entrepreneurial intentions. Additionally, this research supports the work of
Hatak et al. (2021), which emphasized the influence of age on entrepreneurial intentions.
It was observed that older students (26-35 years) exhibited higher entrepreneurial
tendencies compared to their younger counterparts (14-25 years). This aligns with the
notion that maturity and accumulated life experiences contribute to a stronger
entrepreneurial drive. The significant age-related variations underscore the importance

of age-specific entrepreneurial education programs that cater to the distinct needs and
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capabilities of different age groups.

The findings also resonate with the studies of Liguori et al. (2020) and Santos
et al. (2020), which highlighted the critical role of educational level and entrepreneurial
experience in shaping entrepreneurial intentions. While this study did not find significant
differences in entrepreneurial education across educational levels, it did reveal that
students with entrepreneurial experience showed higher levels of entrepreneurship. This
suggests that practical experience, more than formal education, might be a more potent
driver of entrepreneurial intentions, reinforcing the call for experiential learning
opportunities within educational curricula. Moreover, the regional disparities observed in
this research align with Urbano et al. (2020), who found that birthplace significantly
influences entrepreneurial activities. The data indicated that students from Eastern
regions experienced higher levels of entrepreneurial education compared to those from
Central and Western regions. This regional difference could be due to varying economic
development levels and educational resources, pointing to the necessity for targeted
interventions to bridge these gaps and promote equitable entrepreneurial opportunities
across different regions.

This study adds to the existing literature by demonstrating a positive
relationship between entrepreneurial education and entrepreneurship. This finding is
consistent with Zhang et al. (2023) and Hassan et al. (2021), who argued that enhanced
entrepreneurial education fosters entrepreneurial intentions. Specifically, enhanced
entrepreneurial education not only imparts entrepreneurial knowledge and skills but
also helps students develop an entrepreneurial mindset and identity. This can be
attributed to the practical components often included in entrepreneurial education
programs, such as project-based learning, simulations, and real-world entrepreneurial
activities. These components engage students actively, fostering their entrepreneurial
passion and confidence. Additionally, through education, students gain a better
understanding of the challenges and opportunities within entrepreneurship, preparing
them psychologically and skill-wise to face future entrepreneurial endeavors. Thus,
designing robust entrepreneurial education programs that focus on both knowledge and

skill transfer and the cultivation of an entrepreneurial mindset and identity is crucial.

Suggestion

Given the findings that entrepreneurial education has a significant positive
impact on youth entrepreneurship, it is recommended that educational institutions,
particularly universities, design and implement comprehensive entrepreneurial
education programs. These programs should focus on imparting knowledge and skills
and fostering an entrepreneurial mindset and identity among students. Special
attention should be given to regional disparities; for instance, regions with lower levels

of entrepreneurial education should receive targeted interventions to bridge the gap.
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Moreover, since older students (26-35 years) show higher levels of entrepreneurship,
universities could develop advanced, age-specific modules that cater to different age
groups' unique needs and experiences, thereby maximising the potential of
entrepreneurial education across all student demographics.

While the Delphi method and factor analyses provided robust insights, future
research could benefit from incorporating a mixed-methods approach. This would
involve qualitative methods such as in-depth interviews or focus groups to gain deeper
insights into the reasons behind the quantitative findings. Additionally, longitudinal
studies could be conducted to track changes in entrepreneurial intentions and outcomes
over time, providing a more dynamic understanding of the impact of entrepreneurial
education. Enhancing the sample diversity, especially by including students from various
economic backgrounds and more geographical regions, could also improve the
generalizability of the results. Finally, integrating technological tools and platforms for
real-time feedback during the Delphi process could increase efficiency and engagement

from expert participants.
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Amid the COVID-19 pandemic, the global tourism industry, including the

renowned tourist destination of Phuket in Southeast Asia, experienced significant
challenges. The restaurant sector, being a cornerstone of the local tourism economy,
bore a disproportionate impact. This study aims to document the impacts of the
pandemic particularly on restaurants and explore their crisis strategies in addressing
these challenges. From the interviews of 20 local restaurant owners or managers, the
thematic analysis reveals four-dimensional impacts: financial challenges, operational
costs, government policies, and human resource management. In response to these
challenges, restaurants implemented crisis strategies focusing on financial management,
operational cost reduction, new marketing activities, and balancing employees’
expenses and welfare. Furthermore, the study contributes to addressing the limited
research on crisis management strategies in the restaurant industry by expanding the
dimensions of crisis impacts and supporting existing crisis strategies in the hospitality
industry. It also provides practical insights for restaurants in tourist-driven destinations to
better respond to future crises, focusing on financial challenges, kitchen operations,
online marketing, and customer behaviour shifts. Additionally, it enhances the
understanding of crisis management in a tourist-driven economy, particularly relevant to
island destinations like Phuket.

Keywords: COVID-19 Impacts, Restaurant Operations, Phuket, Crisis Management,

Thematic Analysis

Introduction

Throughout history, pandemics like SARS, MERS, Ebola, Polio, and Zika (Falode et
al,, 2021) have profoundly impacted the global economy and society (Falode et al,
2021). The recent COVID-19 pandemic further impacted the global economy, and the
tourism industry was directly and severely affected (Gursoy & Chi, 2020). While tourism

is crucial for economic growth, it remains highly vulnerable to crises like COVID-19,
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leading to significant economic repercussions (Dube et al., 2021). The restaurant sector
significantly contributes to the tourism industry (Brizek et al., 2021), but small and
medium-sized establishments often struggle with long-term financial sustainability
(Madeira et al., 2020).

The COVID-19 pandemic exacerbated these challenges, leading to a sharp
economic decline in the tourism sector, with restaurants among the hardest hit (He,
2021). Financial challenges during the pandemic created uncertainty for restaurants,
leading to potential closures and job losses (Gianni & Boston University, 2020). The
pandemic has highlighted the vulnerability of the restaurant industry because restaurants
are highly susceptible to prolonged crises (Brizek et al., 2021), with survival rates
plummeting as the crisis lengthened (Bartik et al., 2020).

Phuket is recognized as Thailand's third most significant tourist destination,
following Bangkok and Pattaya, and typically welcomes nearly one-third of all visitors to
Thailand, according to Baker and Phongpaichit (2021). In 2019, the Tourism Authority of
Thailand (TAT) recorded approximately 14 million visitors to Phuket (Tourism Authority
of Thailand, 2020). The restaurant industry is a key part of Phuket's economy, contributing
14.27% of the provincial economy (Ministry of Tourism and Sports, 2022).

Previously, Phuket restaurants faced challenges from the 2004 Tsunami
(Henderson, 2005) and the 2003 SARS outbreak (Wang et al., 2020). While both SARS and
COVID-19 were pandemics, they differed significantly in duration, with SARS lasting
around 3 months and COVID-19 persisting for nearly 3 years. The COVID-19 pandemic
also brought international travel restrictions and government-imposed mobility limits,
severely impacting the tourism industry (Usman et al., 2023). Unlike previous crises,
COVID-19 posed long-lasting challenges and a global impact, leading to diverse effects
on restaurant operations. Vickery et al. (2023) identified changes in revenue, customer
behaviour, and operational challenges, while Cohen (2021) found that businesses
adopted entrepreneurial coping mechanisms despite the intensified negative impacts of
government interventions like lockdowns. However, little is known about the survival
and recovery strategies employed by these establishments, especially in a mass tourist
destination like Phuket. Therefore, as the post-COVID-19 pandemic, there is a growing
need for a more comprehensive crisis management approach, including proactive

planning and risk mitigation strategies beyond immediate recovery efforts.

Objectives
This study aims to investigate the specific impacts of COVID-19 on restaurant
businesses and explore the crisis strategies employed by these establishments. The

research focuses on individual restaurants operating in Phuket during the pandemic.
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Literature review

Impacts of the COVID-19 pandemic on restaurant operations

While the hospitality and tourism industries contribute significantly to tourism
revenue, they are particularly susceptible to a range of risks and crises (Dube et al,,
2021)., such as political events, terrorism, health crises, financial downturns, natural
disasters, and human error (Wut et al., 2021). The restaurant sector, being a key part of
the local tourism economy, was especially significantly affected. The restaurant sector
has faced numerous adverse effects from the COVID-19 pandemic, as outlined by Jiang
and Wen (2020). These impacts can be categorised into immediate and longer-term
consequences. During the COVID-19 outbreak, the restaurants faced financial strain due
to limited tourism, affecting cash flow (Kahle & Stulz, 2013). Also, businesses faced
employee retention issues, decreased customers, and liquidity challenges during the
crisis. COVID-19 intensified existing concerns about retaining employees (McGinley et al,,
2017). A recent study by Vickery et al. (2023) investigated the enduring short-term
impacts of the COVID-19 pandemic on restaurant operations, focusing on revenue
streams, shifts in customer behaviour, and operational challenges. In addition,
government lockdowns during the COVID-19 pandemic caused the restaurant sector to
face immediate cash flow disruptions (Hall et al, 2021). Lockdowns and dining
restrictions globally led to closures or reduced operating capacity, impacting revenue
(Fernandes, 2020). Also, social distancing policy requirements further decreased
profitability and strained traditional business models (Gossling et al.,, 2020). These
measures resulted in layoffs, particularly in the leisure and hospitality sectors (Harba,
2021). Furthermore, social distancing policies increased cleaning costs, adding financial
pressure (Shahbaz et al., 2020), and government restrictions worsened the economic
downturn, potentially leading to closures (Ozili & Arun, 2023).

Crisis management of restaurants

Crises are unpredictable and unavoidable events that cause negative outcomes
to an oreganization, so crisis management is a key part of strategic management
supporting business continuity (Coombs, 2019). Before the COVID-19 pandemic,
restaurant operators implemented pre-crisis management by fostering a proactive
approach to preventive measures while maintaining the existing operational
characteristics (Pavlatos et al., 2020). It is necessary to arrange comprehensive staff
training programs focused on preventive responses (Bilic et al., 2017). In addition,
restaurants ensure the continuous availability of menu items and uphold the quality of
operations by establishing a consistent monitoring system of the supply chain status,
logistics flows, and food preparation processes (Margherita & Heikkila, 2021). Moreover,
the success of during-crisis management depends on timely and well-coordinated
responses to minimising the negative impacts. Adhering to preventive and corrective

procedures is crucial for restaurants in crisis management (Lai & Wong, 2020). Pavlatos
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et al. (2020) and Lai & Wong (2020) suggest that restaurants can freeze pay rates and
replace higher-paid employees with lower-cost alternatives to control labour expenses.
Negotiating payment schedules can also help manage cash flow (Lai & Wong, 2020).
Additionally, using lower-cost supplies during crises is essential to maintain inventory
while optimizing expenses (Margherita & Heikkila, 2021). Moreover, recent studies on
crisis management in restaurants during the COVID-19 pandemic highlight the resilience
and strategic adjustments (Lai et al., 2020), adapting operations (Gkoumas, 2022), seeking
government assistance, and adjusted market activities (Nowacki & Nurkowska, 2022).
During the COVID-19 pandemic, restaurant operators responded to declining sales
by reducing staff and sometimes closing the operations (Filimonau et al., 2020). The
Phuket restaurant industry prioritised financial flexibility by maintaining cash reserves,
reducing debt, and ensuring profitability amid market volatility (Ramelli & Wagner, 2020).
After movement restrictions were lifted, restaurants implemented recovery strategies by
rearranging seating and operational flows for customer safety, investing in touchless
menus and payment systems, and emphasising cleanliness and sanitisation (Dube et al,,
2021). They also modified business models (Tria, 2020) and expanded delivery services
to accommodate health-conscious customers staying home (Yang, Liu & Chen, 2020).
These delivery services not only sustain restaurant viability but also provide employment
opportunities, minimizing the impact on employees' families (Eriksson & Dahlberg, 2022).
Furthermore, governments responded to the pandemic by launching economic
relief programs to support strugeling restaurant operators and unemployed workers,
aiming to stimulate the economy and alleviate financial difficulties (Brizek et al., 2021).
In Phuket, the restaurant industry received relief measures including grants, tax breaks,
and debt repayment breaks from government agencies (Baker & Phongpaichit, 2021).
Conceptual framework
The conceptual framework aims to explore the impacts of the COVID-19
pandemic across four dimensions: financial problems (Kahle & Stulz, 2013), operational
capacity (Go"ssling et al,, 2020), government restrictions (Hall et al., 2021; Harba, 2021),
and human resources (McGinley et al,, 2017). It also investigates crisis strategies in
restaurants based on five categories outlined by Pavlatos et al. (2020): operations, human

resources, marketing, maintenance, and government.

Methodology

This study used a qualitative approach with semi-structured interview questions,
focusing on the impact of the COVID-19 pandemic and management strategies used
during the pandemic. Three experts validated the interview questions for relevance,
accuracy, and effectiveness. To enhance the clarity of the questions, preliminary testing
was conducted across three restaurants in Phuket. This process involved refining the

language by substituting specialised academic terminology with more commonly used
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expressions. Following these adjustments, the questions were then translated into Thai
using the back-translation method. The study obtained ethical approval from the
university's Institutional Review Board, and ethical conduct was maintained throughout
the research process.

In this study, purposive sampling was employed to select respondents who met
specific criteria pertinent to the research objectives. The sample comprised Thai or
foreign restaurant managers and entrepreneurs residing or staying in Phuket, with a
minimum of two years of managerial experience in the restaurant industry. The selection
criteria also required that the participants be actively involved in restaurant management
during the COVID-19 pandemic, ensuring the inclusion of businesses that continued
operations despite the challenges posed by the pandemic. Additionally, the chosen
restaurants were required to target tourists as their primary customer base and to have
garnered at least 100 reviews on platforms such as Google or TripAdvisor. Moreover, the
restaurants selected for the study were independent entities, not affiliated with hotels.
This approach ensured the relevance and reliability of the sample in addressing the
research questions.

This ensured that participants possessed relevant expertise and experience, given
their significant responsibilities in established restaurants during the pandemic. Regarding
the criteria, 50 restaurants were identified and contacted across three districts of Phuket.
Due to limitations and availability, only 20 restaurants accepted the invitation: 10 from
the Muang district, 5 from the Thalang district, and 5 from the Kathu district. Interviews
were conducted from May to July 2021, each lasting about an hour. Interviewees were
encouraged to share their opinions and experiences freely. Their consent was obtained
to record the interviews for transcription purposes, following ethical guidelines.

Interviews concluded after 15 participants, met the saturation criterion
(Silverman, 2016; Fusch et al., 2018) with no new insights relevant to research objectives
(Cooper & Schindler, 2014). However, interviews were extended to include all 20
accepting restaurants to further solidify the saturation point. The study then employed
thematic analysis to examine the pandemic's impact on Phuket restaurants and their
strategies, aiming for a deeper understanding of the crisis (Braun & Clarke, 2019). Lastly,
a categorical approach was used in the coding process (Saldana, 2021), constructing

themes from general topics and ideas.

Results

Demographic profiles of respondents

Table 1 presents the demographic profiles of 20 interviewees: 11 restaurant
managers with 3 to 20 years of experience, 8 restaurant owners with 3 to 17 years of

experience, and 1 individual who manages his restaurant.
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Table 1 Demographic Profile of the Interviewees

No.  Position Gender Working experience (years) District
R1 Owner Female 3 Thalang
R2 Manager Male 10 Mueang
R3 Manager Female 4 Mueang
Rd Manager Male 20 Mueang
R5 Manager Male 8 Mueang
R6 Owner Female 8 Thalang
R7 Owner & manager Male 10 Kathu

R8 Owner Male 12 Mueang
R9 Owner Female 4 Mueang
R10  Owner Female 9 Thalang
R11  Owner Female 4 Mueang
R12  Manager Female 15 Mueang
R13  Owner Female 15 Kathu

R14  Manager Female 3 Mueang
R15 Owner Male 12 Thalang
R16  Owner Female 8 Thalang
R17  Owner Male 6 Kathu

R18  Owner Female 17 Kathu

R19  Manager Male 15 Kathu

R20  Manager Male 5 Mueang

Impacts of the COVID-19 pandemic on Phuket restaurants.

Thematic analysis identified four key categories affecting restaurants: finances,
operations, government orders, and human resources as shown in Table 2. In tourist-
centric Phuket, COVID-19's primary impact was financial, resulting from disrupted cash
flows due to suspended tourist arrivals. All twenty participants noted cash flow
disruptions linked to government movement restrictions.

Secondly, all participants agreed that their restaurants experienced operational
impacts in terms of reduced customers due to changing dining behaviours. Additionally,
increased expenditures on hygiene and health safety protocols were a common concern
among eighteen participants, who mentioned investments in items like thermometers,
hand sanitiser gel, and disinfectants. Transportation challenges for purchasing raw
materials affected ten restaurants, leading to menu modifications or removals due to
ingredient shortages during lockdowns. A female restaurant owner in Thalang mentioned
that "Lockdown policies make barriers for delivering raw materials, especially from
another province. Therefore, we need to notify customers of the menu that can be
cooked each day, affecting sales.” (R16)

Moreover, the government’s COVID-19-related policies had negative impacts on

Phuket restaurants. Sixteen restaurants were affected by strict movement restrictions
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which caused an absence of foreign tourists and reduced local customers, making
financial planning challenging. Finally, employee fear and lack of confidence during the
pandemic affected restaurant service quality. This fear and uncertainty led to issues like
reluctance to interact with customers, hesitation in food handling, and inconsistent

adherence to safety measures.

Table 2 COVID-19 Pandemic Impacts on Restaurants in Phuket

Respondents

Impacts 1 2 3 4 5 6 T 8 9 10 11 12 13 14 15 16 17 18 19 20

Financial  Cash flow A A A A A A A A A A A A A A A A

shortage

Saesor /) S S S

income

decreased

Operation Increasing A Y Y A A A A /S /7

expenditures
on hygiene
and safety
protocols

Ingredients / / /) / / /7 /7

delivery
barriers and
unavailability
of raw

materials

Movement ./ / /  /  / / A A A A A a4

restriction
Government X

and social
orders . .

distancing

policy

Human Employee / / / / /o /

resource anxiety

Unvaccinated / / / / / / / /
staff

Crisis management strategies on the pandemic

The interviews highlighted four key crisis management dimensions for Phuket
restaurants: human resources, marketing, finance, and operations.

The following analysis presents the human resources strategies adopted by
Phuket restaurants during the pandemic, as outlined in Table 3. To begin, nineteen
restaurants reduced workdays to save costs, requiring employees to take on multiple
tasks through cross-training. Most restaurants avoided layoffs and hiring additional part-

timers. Furthermore, rather than laying off employees, fifteen restaurants prioritise
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employee welfare by offering support beyond monetary compensation. This includes
providing nutritious meals during shifts and allowing employees to take food home for
their families. They also provide COVID-19 prevention training and offer insurance
coverage to boost employee confidence. Lastly, eleven restaurants in Phuket reduced
employee wages through percentage-based cuts or adjustments based on roles or

seniority. Some also placed employees on temporary unpaid leave.

Table 3 Human Resources Strategies of Phuket Restaurants during the Pandemic.

Respondents

Strategies 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20

Working  Reducing Y Y A A A A A A A A A /7

reduction  workdays

Requiring /S / / / /

multi-
tasking
staff

Laying off /o /o A

employee

Hire / / / /

temporary

workers

Increasing  Providing / / / / / / / / / / / / / /

employee meals

welfare

Training / / / /S

employee

Providing / /
insurance
and

vaccination

Reducing  Reducing /S / /) / /
expenses  the pay
rate

Unpaid /) /

leave

Table 4 summarises the marketing strategies employed by restaurants. Nineteen
Phuket restaurants focused on online marketing as their primary strategy during the
COVID-19 outbreak due to travel restrictions and social distancing measures. They also
utilised food delivery services through apps to accommodate customer needs under
safety protocols. In addition, seventeen restaurants shifted their marketing focus to local
customers, adapting strategies and offerings to appeal to Phuket residents and nearby

areas in response to reduced tourism. The last strategy is that restaurants utilised price
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reductions and promotions to attract customers during challenging times, participating
in government campaigns like "We Travel Together," "We Win," "Half Each," "Amazing
Thailand," and "Next SHA." Seventeen participants reported employing this strategy,
resulting in positive customer responses.

Table 4 Marketing Strategies of Phuket Restaurants during the Pandemic.

Respondents
Strategies 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20
Online Online A A A A A A A A A A A / /
and Marketing
delivery
Delivery /ol /7 /! /S /
service
Offline / /7 / /
marketing
New Marketing / / / / /7 A Y A A A /S /
segments o local
people
Price New /o /) / / / /
decreasing  menus
and
services
Reducing /o /) A A A A A /
price on
special

offers

Table 5 illustrates that the primary operational strategy among restaurants was
implementing cost-reduction practices. Fifteen restaurants eliminated non-critical
expenses by prioritising essential costs like rent and salaries while reducing non-essential
expenses such as marketing and unnecessary equipment purchases. Fourteen
respondents mentioned limiting restaurant services by temporarily closing areas and
reducing seating. Eleven respondents reduced amenities like napkin placement and
water service to minimise contact during the pandemic. Additionally, thirteen
participants shortened operating hours to reduce labour and utility expenses. Last, some
simplified menus by focusing on high-margin items and reducing variety to optimise

inventory and minimise food waste.
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Table 5 Operational Strategies of Phuket Restaurants during the Pandemic.

Respondents
Strategies 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20
Operational  Limiting / / / /) /S / /
cost restaurant
reduction service
Reducing  / / / /S S
amenities
and
service
Eliminating /// / / / /S S S /
non-
critical
expenses.
Simplifying / / / /
menus
and
products
Reducing /S / /S / /
operation

hours

As depicted in Table 6, financial strategies implemented by restaurants were
categorised into five themes. Firstly, restaurants prioritised reducing fixed expenses like
rent and interest, with eighteen agreeing on debt restructuring to lower interest
payments and twelve renegotiating rental agreements. Secondly, seventeen restaurants
focused on lowering ingredient costs by reducing orders and removing short shelf-life
items like seafood from menus, shifting to frozen alternatives. Thirdly, thirteen
participants mentioned postponing payments for renovations and maintenance, with five
requesting extensions from creditors and suppliers. Furthermore, twelve restaurants
reduced advertising and promotions due to impracticality under movement restrictions
and changing consumer behaviours. Lastly, only eight restaurants had prepared financial
plans for any unforeseen emergencies to ensure the restaurant would remain financially
stable.
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Table 6 Financial Strategies of Phuket Restaurants during the Pandemic.

Respondents
Strategies 1 2 3 4 5 6 7T 8 9 10 11 12 13 14 15 16 17 18 19 20

Reducing  Restructuring ,/  , / / / / / / /S /7
fixed restaurant
expenses  debts.

Negotiating / /S

the rental

fee
Reducing  Negotiating / / / / / / /
ingredients  pricing of
costs food

ingredients

Reducing VA / A A A A A A A Y A

purchase

ingredients

orders
Postponing  Renovation /) ) ) S S / / / /
the maintenance
payment is

postponed

Requesting / / / /

credit

extension
Reducing advertising and /) ) ) ) / / / /o
promotion
Preparing financial plans / / / /7 /o /

Discussion and Implication

Impacts of COVID-19 on Phuket Restaurants

To serve the first research objective, the thematic analysis of 20 participants
highlishted COVID-19's impacts on Phuket's restaurant industry across four dimensions:
financial constraints, operational issues, government orders, and employee-related
issues.

Cash flow disruption emerged as a significant concern due to Phuket's tourism
reliance. The pandemic led to prolonged tourism suspension, causing sales and incomes
to decrease, and resulting in cash flow shortages. This aligns with previous studies (e.g.,
Banati, 2011; Kahle & Stulz, 2013; Hall et al., 2021) indicating that external crises disrupt
cash flow, often leading to economic strain and closures, similar to the SARS outbreak
(Tse et al., 2006). Consequently, several restaurants in Phuket were forced to shut down,
some permanently. If the restaurants managed to still operate, they had to face

operational challenges.
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During the pandemic, restaurants in Phuket faced operational challenges due to
significant declines in customers and shifts in dining behaviours. Reflecting a broader
trend noted by Dube (2021) of changing dining habits amidst COVID-19, the findings
confirmed that customers were concerned about health safety and economic
downturns, so they preferred takeaway and budgeted meals. Also, restaurants had to
increase spending on cleaning and sanitation, aligning with Shahbaz et al. (2020). This
strained finances as income decreased while expenses rose. Additionally, securing raw
materials became difficult due to movement restrictions, impacting supply chains as
noted by Aday & Aday (2020).

Moreover, government lockdowns and social distancing policies intensified
pandemic impacts on Phuket's restaurant industry by restricting customer dining and
causing concerns about virus transmission. This aligns with prior research (e.g., Fernandes,
2020; Gossling et al., 2020; Kim et al., 2021; Harba, 2021; Ozili & Arun, 2023; Usman et
al,, 2023), which shows a significant decrease in restaurant sales income, leading to
closures or reduced operations. Human resource concerns were also evident, with
restaurant employees experiencing stress and anxiety about virus transmission while
interacting with customers (Lund et al., 2020). This challenging work environment led to
service hesitations and affected customer satisfaction levels.

Strategies applied by Phuket restaurants during the pandemic.

As the second research objective, the findings revealed four categorised strategies
of Phuket restaurants in dealing with the pandemic: human resources, operation,
financial, and marketing. The categories were similar to Pavlatos et al. (2020), except for
the government actions. To manage human resources during the pandemic, restaurants
in Phuket commonly reduce the working days of the employees, rather than laying them
off. This response was unlike the previous crisis such as the Tsunami in 2004 and the
SARS outbreak, which caused the layoffs (Henderson (2005). However, COVID-19 was high
uncertainty, and no one could certainly predict its ending, so restaurants retain
employees to sustain business as supported by Wang et al. (2020). Conversely, during
the COVID-19, restaurants in Phuket realised the widespread impacts on every sector of
the Phuket economy affecting the well-being of not only employees but also their
families. Thus, restaurants have increased welfare benefits for employees such as
providing meals to employees and allowing them to take food home to their families.
This response reflects a supportive and caring work environment in Phuket, contributing
to employee morale, loyalty, and retention.

Secondly, operational cost reduction practices are common responses to
increased business resumption rates. Therefore, in Phuket, most restaurants managed

their fixed costs during the pandemic by several approaches such as eliminating non-

critical expenses, limiting restaurant services, and adjusting operating hours. This
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response was similar to the SARS outbreak as businesses reduced amenities and
services such as live entertainment or valet parking (Tse et al., 2006).

Apart from the operational cost reduction, Phuket restaurants extended their
financial strategies on reducing other fixed costs, postponing the payment, and preparing
a financial strategic plan. Phuket restaurants highlichted the financial management in
terms of renegotiating rental contracts and raw ingredients procurement management.
In line with Aday & Aday (2020), restaurants negotiated with suppliers to secure discounts
on ingredient procurement costs, delayed payments, and reduced orders. In addition,
other non-operational payments were postponed including renovation and
maintenance.

Lastly, as the marketing strategies used by restaurants in Phuket, online marketing
and delivery services were pivotal strategies applicable to the situation. In line with the
previous studies (Eriksson & Dahlberg, 2022; Yang et al., 2020), restaurants in Phuket
intended to offer takeaway menus and delivery options to alleviate the impacts of the
pandemic, resulting in an increase of delivery services in Phuket area. Likewise,
restaurants implemented delivery services through available commercial platforms,
which supports the findings of Dube et al. (2021) and Tse et al. (2006), as the restaurants
were foresighted about the long-term benefits of the platforms (Muangmee et al., 2021).
Regarding Nowacki and Nurkowska (2022), restaurants adapted the marketing initiatives
based on the present circumstances and expecting future customers. Restaurants in
Phuket attracted local customers by integrating the government recovery campaigns,
namely “We Travel Together”, “Thailand Tourism”, and “Half-Half”, into their marketing
schemes.

Theoretical Implications

This research contributes to the academic community by addressing a gap in
crisis management strategies within the restaurant industry, building upon existing studies
(e.g., Bartik et al., 2020; Madeira et al., 2020; Gossling et al., 2020; Harba et al., 2021; He,
2021; Kim et al., 2021; Gkoumas, 2022; Nowacki & Nurkowska, 2022). The study expands
on crisis dimensions, particularly highlighting financial and operational impacts such as
increased hygiene costs and ingredient procurement barriers. Additionally, this research
identifies parallels between crisis responses in the restaurant and hotel industries during
prolonged pandemics, as noted by Pavlatos et al. (2020). Phuket's restaurants
emphasised financial strategies due to the absence of tourists, unlike previous findings
(Pavlatos et al., 2020), indicating a lack of government assistance. Moreover, the study
builds upon Lai and Wong's (2020) crisis management framework by adapting 28
responses across four dimensions specific to the Phuket restaurant industry.

Practical Implications

This study offers practical insights for the restaurant industry in tourist

destinations on handling prolonged crises like COVID-19, which differ greatly from past
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outbreaks like SARS and bird flu. Financial challenges during the pandemic led to cost-
reduction measures. This approach demands long-term human resource management
to maintain employee motivation and retention. Post-pandemic, there is an increased
need for employees with diverse skills and a shift towards service automation. Balancing
business survival with employees' financial well-being fosters a supportive environment,
boosting morale, loyalty, and retention, thereby strengthening crisis management.

Moreover, during crises, restaurants must maintain kitchen operations by
implementing flexible inventory management, exploring alternative suppliers like local
markets, adjusting menus based on ingredient availability, and employing robust
inventory strategies. In addition, online marketing and delivery strategies have emerged
among Phuket for engaging customers during the pandemic and are still valid post-
pandemic due to the changes in customers’ behaviours. Accordingly, restaurants
optimise online sales by developing delivery-friendly menu items such as ready-to-eat
meals or frozen products that could expand the delivery coverage. Finally, Despite
Phuket's tourist-centric nature, restaurants can benefit from focusing on local customers
for stable revenue. Targeting locals fosters long-term relationships and loyalty, ensuring
sustained business post-pandemic.

Furthermore, crisis management in restaurants requires collaboration with
authorities and policymakers for sustainable implementation. Thus, it recommends that
policymakers in the Phuket tourism industry advocate support to enhance crisis
management effectiveness among restaurant operators. Since staff training is essential
for crisis responses, policymakers can support with tailored training programs, focusing
on regulatory awareness, safety, security, and guest confidence. Additionally, technology
and equipment can further enhance crisis management effectiveness. Government
support can enhance industry competitiveness by leveraging digital platforms for data
analytics, information sharing, and proactive management of irregular situations. Finally,
government support can maximise the use of taxpayers' money by strengthening the
restaurant industry, thereby contributing to the development of the national economy
as a major part of the tourism industry.

Conclusion and recommendation

This study investigates the impact of the COVID-19 pandemic on Phuket's
restaurant industry and explores crisis management strategies. Results from interviews
with 20 restaurant owners and managers revealed four key pandemic impacts: financial
challenges, operational costs, employee anxiety, and government restrictions.
Restaurants responded with crisis strategies focused on reducing financial commitments,
reducing operational costs, enhancing online marketing and delivery services, and
supporting employee welfare during the crisis. This research contributes to existing
literature and offers practical recommendations for future crises in the restaurant

industry.
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However, this study has several limitations. Firstly, the findings may not apply to
other island destinations due to differences in location characteristics, culture, economy,
and government support levels. Secondly, limited participant availability during the
pandemic, caused by health concerns and restaurant closures, affected data collection.
Lastly, interviewees' views on government restrictions during the outbreak may differ in
normal circumstances. These limitations suggest the need for future research to validate

findings especially when the tourism industry has fully resumed.
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3)  unasU AANYRIUNANY waznsUszandldaaus Tikansdiwainnis
Fuaseivdnns wuada naul viesAdeniAeades lnesjatiunsiiaue
Contribution Vaifansusmssnnisnsedsivns
8) enansdreds Tnnsensdanuu APA 71 Edition (Fawsnsansatiuil 2/2567)
uazdadldinressnguwinty Tnefseanden sy msileuenatsinds

ASLEULDNETITEN9D
1. N991999uNsN UL
nsfgdeanaumwing Tidsunserdadunmudinge lngldamzuuanaves

Weuwinuu wazsuset a6, 1wu
=1
3

eXp e

Foudwus 3 autuld
W wIsntd Hreyny, o5Tuns ASluR waviawg undes. 9nT e, 2562
9199M1NU9AU A® Chouyboonchoo et al. (2019)
9199918998A1U AD (Chouyboonchoo et al., 2019)
ALTEY 2 AU
WU ThuyUyen H. Nguyen Wag Teresa S. Waringin 910U A.A. 2013
91999m1170AU A Nguyen and Waring (2013)
91999%aIUDAN AD (Nguyen & Waring, 2013)
2. 119919991 1ULENA15919D WL UNAIM
syuudedalilduuu APA 7 Edition Tnemsensdslusiiew (In-text Citation) ua
F18MTeNaNIEBINEUNAIY (References) wazvninisdrsdaenarsiluniwineagsios
LLUaLﬂuﬂwwﬂé’Qﬂquﬁwﬁu

2.1 Wi9da (Book):

fiagn NTYITYV. (2560). f775§'m5731/?ﬁ“§7‘6z7gu§\7¢7’3£/ SPSS for Windows (faiadait 12). Tsq
TN TN INENEY.,

Translated into:

Vanichbuncha, K. (2017). Advanced Statistical Analysis with SPSS for Windows (12" ed.).

Chulalongkorn University Press.
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Cooper, D.R., & Schindler, P.S. (2014). Business Research Methods (12" ed.). McGraw-
Hill/lrwin.

2.2 unAUIN119613 (Articles from Journal):

Fwidan adlan wazgmana vilnyadad. (2567). SvEnavesanefihmsiwasuulamu
N93nInenarnIsas uad1ande1uaneiainendi dnengfnssunisvina g
WInNTINVOININ. 2753ISATHIAIANTUAZUSYITIING UM TNIALINT, 16(1),
187-204.

DOI: https://doi.org/10.55164/ecbajournal.v16i1.265518

Translated into:

Sawanglok, R., & Thaweepaiboonwong, J. (2024). The Influence of Transformational
Leadership, Psychological Capital and Psychological Empowerment on
Employees’ Innovative Work Behavior. Economics and Business Administration
Journal Thaksin University, 16(1), 187-204.

https://doi.org/10.55164/ecbajournal.v16i1.265518

Tsang, K. K, Du, Y., & Teng, V. (2022). Transformational Leadership, Teacher Burnout, and
Psychological Empowerment: A Mediation Analysis. Social Behavior and
Personality, 50(1), e11041.
https://doi.org/10.2224/sbp.11041

2.3 UVlﬂ'ms.lmm'lullimg&ﬁ‘mnﬁ (Articles from Conference Papers):

Asng wnlsasd uardednud lnfan. (2562). NaveIn15IANINTTUNMSTEUTAUFULUUIRBNT
Anegensededesuluiunidedinuifiionadnuusnailesiisjutiummidusssuly
FauvasniSousisondnudf 2. s1e9ududosninnisusyyuivinisinaue
HAISTERUIIE AR 15 (W.716-726). Aaz@nenenans uninendedauans.

Translated into:

Puttaisong, S., & Tosila, C. (2019). Effects of Learning Organization using Thinking Actively
in a Social Context Wheel Model on using Social Studies Knowledge Ability of
Eight Grade Students. Proceedings of the 15" National Conference on Education

(p.716-726). Faculty of Education, Silpakorn University.

Zegwaard, K. E., & Hoskyn, K. (2015). New Zealand Association for Cooperative Education
2015 Conference Proceedings. Proceedings of the 18" New Zealand Association
for Cooperative Education Conference. New Zealand Association for Cooperative
Education.
https://www.nzace.ac.nz/wp-content/uploads/2016/06/2015-wellington.pdf
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2.4 IgUNUs (Thesis):

fgnud seaisey. (2553). mu3Tunutssmsiniusuazmsihluldiiennua s
M3Aa9 [InerdnusUsyay, Pnansalinninerde]. adadygiguns.
https://cuir.car.chula.ac.th/handle/123456789/19769

Translated into:

Rodhirun, N. (2010). Public Relations Knowledge and Implementation for Marketing
Success [Master Thesis, Chulalongkorn University]. The Chulalongkorn University
Intellectual Repository. https://cuir.car.chula.ac.th/handle/123456789/19769

Zambrano-Vazquez, L. (2016). The Interaction of State and Trait Worry on Response
Monitoring in those with Worry and Obsessive-compulsive Symptoms [Doctoral
dissertation, University of Arizona]. UA Campus Repository.
https://repository.arizona.edu/handle/10150/6206 15

2.5 Viuled (Website):

Uadsn lsawadies. (2560, 2 wwew). Growth Mindset AUNITUJIUNISANY). N3ENTHe
Anw18n3. https:/www.moe.go.th/growth-mindset-fiun1sufsun1sdnw

Translated into:

Rohitsatien, B. (2017, April 2). Growth Mindset and Education Reform. Ministry of
Education. https://www.moe.go.th/grovvth—mindset—ﬁum‘iﬂﬁ'gﬂmiﬁﬂ‘m

Centers for Disease Control and Prevention. (2018, August 22). Preventing HPV-

associated Cancers. https://www.cdc.gov/cancer/hpv/basic_info/prevention.htm
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Figure 1 Research Framework
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Table 1 Hypotheses Testing

Hypothesis Relationships Beta SE t-value Decision
H1 People characteristic -> IR 0.12 0.08 1.56 Not Support
H2 Destination scenery -> IR -0.01 0.07 0.07 Not Support
H3 Destination image -> IR 0.16 0.08 2.06% Support
Ha Tourist Exp. of Esc -> IR 0.26 0.10 2.59%* Support
H5 Tourist Exp. of Es -> IR 0.22 0.09 2.46%* Support
H6 Tourist Exp. of Ent -> IR 0.10 0.10 1.00 Not Support

Note: *P<0.05, t>1.645, **p<0.01, t>2.2327, ***p<0.001, t>3.092 (one tailed);, SE: Standard Error
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Author Guidelines
Economics and Business Administration Journal

Thaksin University

Economics and Business Administration Journal, Thaksin University, is an
academic journal. The scope of articles it accepts covers the fields of economics,
business administration, and accounting. The sub-subject areas, according to the journal's
Aims and Scope, are as follows:

1. General Business, Management and Accounting

2. Marketing

3. Organizational Behavior and Human Resource Management

4. Tourism, Leisure and Hospitality Management

5. General Economics, Econometrics and Finance

The published articles have undergone a peer-review process by three qualified
experts in the respective fields through a double-blinded peer review system. This
evaluation considers the accuracy, appropriateness, and usefulness for lecturers,
researchers, graduate students, and the general public. The journal is published
quarterly:

Issue 1: January - March

Issue 2: April - June

Issue 3: July - September

Issue 4: October — December

General Principles

1. Articles submitted to the journal must be original contributions and must not
be under consideration for publication elsewhere concurrently.

2. Papers must be written in either Thai or English.

3. Each paper undergoes a review process by the editor. If deemed potentially
suitable for publication, it is then sent to three referees for double-blind peer review.
Based on their recommendations, the editor decides whether to accept the paper as is,
request revisions, or reject it.

4. The copyright of any article published in the Economics and Business
Administration Journal, Thaksin University, shall remain with the journal.
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Editorial Scope

Papers should fall into one of the following categories:

1. Research Article

2. Academic Article

3. Article Review

4. Book Review

It should be noted that research is not the sole basis for an acceptable article.
The journal also welcomes case analyses, creative concepts and applications,
commentaries, and other thought-provoking manuscripts. Particularly encouraged are
forward-looking manuscripts that offer visions of economics and business administration

in the twenty-first century, along with practical implications for the new business era.

Manuscript Preparation Guidelines
Manuscripts must be typed on A4 size paper using TH SarabunPSK font, size 16. The

content should not exceed 20 pages in length.

Page Setup:
Top Margin: 2.00 cm
Left Margin: 350 cm
Right Margin: 2.54 cm
Bottom Margin: 2.54 cm

Manuscript Submission: Submit via the Thai Journal Online (ThaiJO), accessible at

https://www.tci-thaijo.org/index.php/ecbatsu

Article Withdrawal or Retraction Details:

Article withdrawal refers to retracting a manuscript before it has been published.
Article retraction refers to retracting a manuscript that has already been published.
In the case of article withdrawal or retraction, you can download the form at

https://www.tci-thaijo.org/index.php/ecbatsu and if the manuscript has already

been sent to peer reviewers, the author is responsible for paying the review

process.

Manuscript Preparation Details

For Research Articles, the components should be arranged in the following order:

1. Title Must be provided in both Thai and English, aligned to the left margin.

- Thai title: Font size 20, bold

- English title: Capitalize the first letter of each word, font size 20, bold

2. Author Name(s) Must list all authors in both Thai and English using font size 14,
regular, aligned to the right margin and assign superscript numbers to each author
name. Author titles/positions and affiliations should be provided as footnotes (on page

1) in font size 12, regular. List the department, faculty, university or institution line-by-
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line from smallest to largest unit, corresponding to the superscript numbers assigned
to each author name on the same page. Both Thai and English are required.
3. Abstract Provide abstracts in both Thai and English, no more than 300 words each.
The abstract(s) should only appear on page 1, in font size 16, regular. A good abstract
should link the key research findings to their managerial or academic implications.
4. Keywords Provide keywords in both Thai and English, no more than 5 words each.
Type the keywords immediately after the abstract body, using font size 16, regular,
aligned to the left margin.
5. Body Text Should be in a single-column format.

Main Headings: Font size 16, bold, aligned left

Subheadings: Font size 16, bold, aligned left

Body Text: Font size 16, regular. Indent the first line of each new paragraph 0.5

inches. The components are as follows:

1. Introduction Explain the significance or background of the research problem,
study, or creative work. May include literature review of related works.

2. Objectives State the aims of the study. The introduction and objectives may
be combined.

3. Literature Review Discuss relevant concepts, theories and prior research
related to the research problem.

4. Methodology Describe the research methods used to conduct the study or
creative work.

Results Present the findings of the research study or creative work.
Conclusions and Discussion Summarize the research conclusions and provide
justifications for how and why such conclusions were reached. May suggest
implications for application of the findings.

7. Recommendations Divided into two subsections: Recommmendations for
applying the research findings (highlighting both managerial and academic
contributions), and recommendations for future research.

8. References Use the APA 7th edition referencing style (starting from Issue

2/2024). References must be in English only, with details as Reference list

style.

For Academic Articles, the components should be arranged as follows:
1. Title Must be provided in both Thai and English, aligned to the left margin.
e Thai title: Font size 20, bold
e English title: Capitalize the first letter of each word, font size 20, bold
2. Author Name(s) Must list all authors in both Thai and English using font size 14,
regular, aligned to the right margin and assign superscript numbers to each author

name. Author titles/positions and affiliations should be provided as footnotes (on page
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1) in font size 12, regular. List the department, faculty, university or institution line-by-
line from smallest to largest unit, corresponding to the superscript numbers assigned
to each author name on the same page. Both Thai and English are required.
3. Abstract Provide abstracts in both Thai and English, no more than 300 words each.
The abstract(s) should only appear on page 1, in font size 16, regular. A good abstract
should link the key findings from the literature synthesis or review to their managerial
or academic implications.
4. Keywords Provide keywords in both Thai and English, no more than 5 words each.
Type the keywords immediately after the abstract body, using font size 16, regular,
aligned to the left margin.
5. Body Text Should be in a single-column format.

Main Headings: Font size 16, bold, aligned left

Subheadings: Font size 16, bold, aligned left

Body Text: Font size 16, regular. Indent the first line of each new paragraph 0.5

inches. The components are:

1. Introduction Explain the significance or background of the topic studied or
creative work. May include literature review of related works.

2. Analysis or Literature Review Discuss relevant concepts, theories and prior
works related to the topic. Demonstrate accuracy, currentness, proper
organization, appropriateness and your own perspectives.

3. Conclusions, Contribution, and Application of Knowledge Present the
synthesized principles, concepts, theories or related research findings. Highlight
both managerial and academic contributions.

4. References Use the APA 7th edition referencing style (starting from Issue

2/2024). References must be in English only, with details as Reference list

style.

Reference list style
1. Reference citations within the text
The reference system conforms to the American Psychological Association

(APA) with only English in-text citations and references.

Citations in the text:

In case the citation of Thai documents, references must be in English and write
only the last name of the author and year
For author 3 or more than 3 persons

For example: Wisnil Yagyayy, 859unNs ASLURA UAzAYyY untiee. (2562). 31t w.a.
2562
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The citation before the text is Chouyboonchoo et al. (2019)
Citation after text is (Chouyboonchoo et al., 2019)
For 2 authors
For example, the work by ThuyUyen H. Nguyen and Teresa S. Waringin in 2013
Citation before the text is Nguyen and Waring (2013)
Citation after the text is (Nguyen & Waring, 2013)

2. References in the endnotes
APA 7™ Edition referencing system should be used, including in-text citations and
a reference list at the end of the article. Any references in Thai language must be

translated into English.

2.1 Book:

Vanichbuncha, K. (2017). Advanced Statistical Analysis with SPSS for Windows (12" ed.).
Chulalongkorn University Press.

Cooper, D.R., & Schindler, P.S. (2014). Business Research Methods (12" ed.). McGraw-
Hill/Irwin.

2.2 Articles from journal:

Sawanglok, R., & Thaweepaiboonwong, J. (2024). The Influence of Transformational
Leadership, Psychological Capital and Psychological Empowerment on
Employees’ Innovative Work Behavior. Economics and Business Administration
Journal Thaksin University, 16(1), 187-204.
https://doi.org/10.55164/ecbajournal.v16i1.265518

Tsang, K. K, Du, Y., & Teng, Y. (2022). Transformational Leadership, Teacher Burnout, and

Psychological Empowerment: A Mediation Analysis. Social Behavior and
Personality, 50(1), €11041.
https://doi.org/10.2224/sbp.11041

2.3 Articles from conference papers:

Puttaisong, S., & Tosila, C. (2019). Effects of Learning Organization using Thinking Actively
in a Social Context Wheel Model on using Social Studies Knowledge Ability of
Eight Grade Students. Proceedings of the 15" National Conference on Education
(p.716-726). Faculty of Education, Silpakorn University.

Zegwaard, K. E., & Hoskyn, K. (2015). New Zealand Association for Cooperative Education
2015 Conference Proceedings. Proceedings of the 18" New Zealand Association
for Cooperative Education Conference. New Zealand Association for Cooperative
Education.
https://www.nzace.ac.nz/wp-content/uploads/2016/06/2015-wellington.pdf
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2.4 Thesis:

Rodhirun, N. (2010). Public Relations Knowledge and Implementation for Marketing
Success [Master Thesis, Chulalongkorn University]. The Chulalongkorn University
Intellectual Repository. https://cuir.car.chula.ac.th/handle/123456789/19769

Zambrano-Vazquez, L. (2016). The Interaction of State and Trait Worry on Response
Monitoring in those with Worry and Obsessive-compulsive Symptoms [Doctoral
dissertation, University of Arizona]. UA Campus Repository.
https://repository.arizona.edu/handle/10150/620615

2.5 Website:

Rohitsatien, B. (2017, April 2). Growth Mindset and Education Reform. Ministry of
Education. https://www.moe.go.th/grovvth—mindset—ﬁumiﬂﬁgﬂmiﬁﬂ‘m

Centers for Disease Control and Prevention. (2018, August 22). Preventing HPV-

associated Cancers. https://www.cdc.gov/cancer/hpv/basic_info/prevention.htm

Note: If two or more works by the same author(s) have the same publication date, they
should be differentiated by letters after the date. The letter should appear with the
citation in the text, e.g. (Bloggs, 1997a) and (Bloggs, 1997b).

Inserting images into the content.
Align images to the center of the column. Place the image caption below the
image. Both the image caption and any text within the image should be in English. Use

the font TH SarabunPSK; size 14, regular.
For example

People Characteristic
H1
Destination Scenery H2
Destination Image H
Ha Intention to Revisit
Escapism
P H5
Esthetics Hé,
Entertainment

Figure 1 Research Framework
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Inserting tables into the content.
Align tables to the left of the column. Print the table title above the table. Both
the table title and any text within the table should be in English. Use the font TH

SarabunPSK; size 14, regular.

For example

Table 1 Hypotheses Testing

Hypothesis Relationships Beta SE t-value Decision
H1 People characteristic -> IR 0.12 0.08 1.56 Not Support
H2 Destination scenery -> IR -0.01 0.07 0.07 Not Support
H3 Destination image -> IR 0.16 0.08 2.06* Support
Ha Tourist Exp. of Esc -> IR 0.26 0.10 2.59%* Support
H5 Tourist Exp. of Es -> IR 0.22 0.09 2.46** Support
H6 Tourist Exp. of Ent -> IR 0.10 0.10 1.00 Not Support

Note: *P<0.05, t>1.645, **p<0.01, t>2.2327, ***p<0.001, t>3.092 (one tailed); SE: Standard Error
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