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Abstract

This research aimed to study the behavior of health massage service in the health care
of the elderly. In the community, health service centers 8 Boonrawd Rung, Bangna District,
Bangkok, and to present a form of health massage service in the elderly health care for spa
business, this research was utilized the mix method to collect the data, in terms of qualitative
approach an informal interview with a focus interview. Using a semi-structured interview
(Semi-structure Interview) by focusing on the study of 40 elderly in the community of Public
Health Center 8 Boonrawd Roong, Bang Na, Bangkok. While the quantitative approach was
employed the Descriptive Statistics, i.e. frequency and percentage used for analyzing the
basic data of the sample. And information about health decision-making behavior and The
Reference Statistics, such as Chi-square, were used to analyze the relationship between the
baseline data of the sample and data on the behavior of health massage services in the
health care of the elderly in the community, Public Health Center 8 Boonrod Rung Ruang,
Bangna District, Bangkok.

The research found that 37 of the respondents between 76-80 years old. They almost
female and they all get married. They are housewife/ househusband and having Monthly
income less than 5,000 baht, their education level is lower than primary school. Almost of
them might choose Full-body massage by reasons of the most relaxation we got. The people
who were most important to choosing a massage parlor found that most of the respondents

had friends, who were the number one most important to choosing a massage parlor. When

misfnwgUuunslivinsunfiegunmuesigiengluguuuguiuinisans sngy 8 Yyson J950d WAL NTUNNUVIUAT 1
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choosing a massage service, most respondents were unable to specify a massage service
period. Depending on convenience.

People who went to a massage, found that the majority of people used a massage alone.
The frequency of using the massage service was found that most of them used less than 1
massage / month and most were satisfied with the price of 100-200 baht massage per time,
and most of them experienced pain and pain which is important to choose. Most massages

and most of them agree that massage is the number one effect on relaxation/ comfort.

Keywords: Elderly, Health spa, Health massage
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Abstract

The aim of this research study is two-fold: 1) investigating female sport tourists’
behavior, and 2) exploring the factors affecting behavior of female sport tourists
participating in the marathon in Chonburi province. The quantitative method was
employed, and data were collected via questionnaires which the value of reliability was
.908. The samples of this study were 400 female sport tourists attending the marathon
events in Chonburi province. Descriptive statistics were used to describe tourists’ behavior.
Additionally, the data were analyzed by the use of Exploratory Factor Analysis (EFA) to
extract the factors.

The results showed that female sport tourists experienced participating in the
marathon 1-3 times with 3-5 people of their families, relatives, or acquaintances. They were
staying 2-3 days and their expenses were approximately 3,001-5,000 baht.

Importantly, the results revealed that there were four primarily factors affecting
female sport tourists’ behavior: 1) Infrastructure and facilities, 2) Competition and service
standard, 3) Environmental management of the area, and 4) Marathon image. The factor
loading values were 17.838, 17.719, 12.152, and 1.432 respectively. The four-factor structure
accounted for 59.142% of the whole variance. This study has shed light on how to support

sports events tourism development among female sport tourists.

Keywords: Sport Tourism, Sport tourists, Behavior, Marathon, Chonburi province
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Abstract

This research aims to study the factors influencing the decision to use the coffee
shop service in Bangkok by demographic aspects, digital marketing communications,
experiential marketing strategy and marketing influencers towards the decision to use a
coffee shop in Bangkok. A total of 220 participants living in Bangkok were randomly
selected from the population. This is a quantitative research which uses a developed
questionnaire as a mean for a data collection. Then data were analyzed by using the
statistical software program for the t-test difference analysis method, one-way ANOVA
and multiple regression analysis were used to prove the proposed hypotheses. The
results of the research were found that the samples with different ages, occupations, and
hobbies had different decisions to use a coffee shop with statical significance at 0.05. In

addition, the results of hypothesis testing were found that digital marketing, experiential
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marketing, and marketing influencer can be explained the decision of using the coffee

shops in Bangkok at 64.0 percentage (R?=0.640)

Keywords: Digital Marketing Communication, Experiential Relationship Strategy,

Influencers Marketing and Decision Making
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a o

Tuusazduduazu3nis oy usn1suegieinfimudsaduegraunniisnfasiusinagey
Aoin1stoyanunnTussezaiuudulunisinduinidiuuinig

5. WeANIIUNGINI5TD (Post Purchase Behaviour) a991nN1580FUAILAZUTNNT

v ady a

Auslaalasuluuszaunisalsing o Tunsalfguilnafianelanisgsiavenisiidlufianida win

Y

e

a ;Y

duauazuinisidanunsaanuimelalifuguilnaensssiinanudenigainnisdeaisuinse
Urnuazguilaaneiuvseselnienvazldldduiuazuinig winndunisiae q ddmed

Tonanguilnanauinlddusuarusnistmidnasmieldldsn

ABnsaniiuuIdeY
Usernsuasnguaagng

Uszansfildluniside fo yaralungummamuasiiuniud msfudoyanuidoedsd
Tne uvuaeunuesulati Tuszuu Google form finszangludantetnedinuooulat e wadn
latingy Ineld33nsdusiegnauuunatsdunau (Multi Stage Sampling) o n13gusa0819
Usernslpsuisssrnseanduddudusing 4 Tnsutsnguiegnslasnisléismsdusegiauuy
wtanda (Cluster Sampling) iumsdusegndasutsussrnseanauiudl wagsudenadon
ngueg13uuulA2R1 (Quota Sampling) Feldutenguuszuinslunsaunnuniuasesniduy
pondu 3 ngu fadeludl 1) nduiadulu Toun werln wazandng 2) nguuntunans léud
Uszaa wazunenzd 3) nquaaduuen Wun  Suyd weendnd nsdnwdmuanguiiedidly

Manunegtey 195 faegs lnedsesdeyadniunisteiianain wudnidudiuiu 15 ganse
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Sovay 8 iuAidomumandoulumaiudona Tasdinguiogswiemuauiriu 210 9a (Hair et
al.,, 2002)
nsAATIEdaya

mﬁﬁﬂmmu%’aﬁ: §y Iieyannuuuasuaiuifinissiuss Wieseideyanis
analagldigiAnTEde aL"?Nﬂ'imiu (Quantitative Data Analysis) mu

1) MFIATIERanARNTIUUN (Descriptive Statistic) lneaglyA13asas (Percentage)
Anade (Mean) wazA1Ld8awLaIATEIY (Standard Deviation) Tunnsiiaue uazeduledoya
vhlvesnguiegaiildneunuuasua

) n15l4adRiG981984 (Inferential Statistics) Ineld333iAs1erkuideadeilldlusunsa

aus agiﬂ,umsameumauamaaam Tneli38nsm s linTesinnuuandnsvesAaiedie ttest
N15353ATIENAMULUTUTIUNILALT WaENITIATIENAIULANAI18AA287T LSD (Least
Significant Difference) ﬁauﬁqm'ﬁmﬁwﬁﬂmaawn@m (Multiple regression analysis) Tunns

NAADUDNENAVDILAAZAILUTIINATOULUIAALUNITANYIIUITE TneAmuatsd Ay Ieaian

0.05

d5UNan1sIY
meleneimuauigudidelihnsieseideyamuddy fuiolud

sunAguil 1: flduinishununluangayme Adnvagnaszansmansuandig
fu (e 91y @0uUAIm sERUNMIANY 013w Teldlndedeldou viusfitsn wazaudludunium
Ussudluw) dewasiemsimaulalivinsiunuslunsammumunasiuansiety annsadewdy
aunRg ARl

1) an15iesginisitIguiisumananetsiuinisdndulalduinasiuniunly
nyammuuasiiuansaty Taeldadfinaaeudnd (t - test) 1nTins1esidoyanuin meunnsins

o w aa

fudimasionisdndulaldusnisiununlunsammuviunsy liwansneiu egrelideddgvneada

~

# 0.05

2) Han1saaTIzvnIsssuiisvenguandsiuiinisandulaldusnisiruniwnly
numnuuAsiLanaeiulagldadinisinseiaunusUsiuniadien (One-Way ANOVA :
Analysis of Variance) wuin Wefinnsanluninsau é1 Probability (p) Ty 0.001 Fefesnin
0.05 vaeALI BgUBNEMBULUVABUA WL desnadenisdadulalduinisiuniuly

Ya

NILNNUYIUAT UANA1SAY {IT89vINN1INAABUNALANAI9T188 (Post Hoc Tests) A3835013

Y
i

LSD lnedisneszidannsdaluiinasiisvesdaiosenine 2 ngu (Mean Difference) ¥8301¢

LANAAURAAINANITIATIEINUIN ngudtegeiongtieendt 20 U dnsdndulalduinissiu

van o

BVdSWaTINTAOAIITNIMAIALUUAIA ﬂaB”Aﬁﬂ?ima?ﬂﬁlﬂﬂi"ﬁ‘uﬂ?imLLa‘”NME}”AﬁWﬁV\’Nﬂ'ﬁma’]ﬂ WEJﬂﬂiﬂﬂﬁulﬂl‘?l‘uiﬂ'ﬁi?uﬂﬂLLWIUHS#L”AWMWWUﬂi 41
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nunlungannumuas Aunndsiunguidieny 21 - 30 U, 31 - 40 U way 41 VUuly eg1adl

CY PN LY

HedAyn1eadfinszau 0.05 Tnewaladowhiu 0.25, 0.39 wag 0.34

3) HaNITIATIEINTSEUgUanunmand1eiuiinsdadulaldusnisSiuniuwly
namnumuasiLanaeiulagldadinisinseiaunususiuniadien (One-Way ANOVA :
Analysis of Variance) wun ilefinnsasilunimsan @ Probability (p) Wwinfu 0.809 Fawnnndn
0.05 ¥H18AIININ @ANUANYBIRBULUUABUINTILANAIAY denasiensindulalduinsiiu
nurflungammuviuas Tuuansnafiu

4) Han1TIATIEINsUIsUigusEAUNSAnwLenaeiuinsdaaulaldusnissiuniw
Tungaummumuasiuansrsiulagldadinislinsegiaunl susaumiades (One-Way ANOVA :
Analysis of Variance) wuin wlefinnsasttunimsau an Probability (p) Wiy 0.118 Faxnnin
0.05 MH18ANATI SEFUMIANYITBsEMBULUUABUALTLANA1STY dsrasensinaulalduing
Sunulunsannumuas bivansieiy

5) Han15IATIEYNIsIsuis 1T nuand1edulintsandulaldusnisiuniuwnly
nyumnuuasiwanaafulagldaiinisiieseiamunUsUsIunIaie (One-Way ANOVA :
Analysis of Variance) wuin efinnsanluninsau e Probability (p) Tivinfu 0.000 Fefeeni
0.05 v BNFNUeIEMEULUTABUALTALANSTY deradenisAndulalduinisiiunu
Tunsanmnuviues wana19iu {33839 5NAaUNaLANA1918e (Post Hoc Tests) 79835013

! v ! £ a

LSD Tasilsneszidunaanaluinisiesiginuin naudliag1sinseu/dndnwinisdnaulaly

q

uinshunuilungamnumiues Awandndungundnanuigiamia/disenig, Juia uay
ANYNY aéwqﬁﬁaﬁﬁmmmaaﬁizﬁu 0.05 lnsualadevindu 0.41, 0.67 uay 0.52 WuLReIfU
ngueEhainvesgiia/endases dnsdedulaliuinmsbrununlunsannuviuas fuandnaiu
nauninnusgiamiv/dswmsuaziuing egrslilsddymisadaniszsiu 0.05 Tnsnadewindu
0.25ua% 0.51 vefigaiu nguniinanuigiamis/dssnsinsdadulalivinisiununly
n3AMMAMILAT TuanAeRUngusudng ealifudrdmisadAfiszdu 0.05 Tnsnaldsiiniu
0.26

6) HaM IRV sususeldiadunndsiusinsiadulaldusnisdunuly
namnumuasiLanaeiulagldadinisiinseiaunysUsiuniadien (One-Way ANOVA :
Analysis of Variance) wuin ilefinnsasilunimsan @ Probability (p) lwinfu 0.809 Fawnndn
0.05 veaai 1eldldsvesireunuuasuaNfiunniisiy dsnasensindulalivinisiiu

nuwrllungammumiuas luduansnafiu
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7) wan1saAsIzinIsissuiisuaueflsnuanasiuiinisandulaliusnisiuniunlu
nyunnuvuasiwana1aiulagldadfnisinseiauelsusIunIuses (One-Way ANOVA :
Analysis of Variance) wua1 iefansantuningau a1 Probability (p) latviaiu 0.000 @etiosnin

0.05 MEANLI NUBFALINTBIRBULUUABUMNILANA1NTY deraranisdndulaldusnissu

Va U = o

NN LUNTINNUIIUAT WANAINAY FIFBTINTNADUNALANANTIE (Post Hoc Tests) Ao

1 Y '

aa ~ a Y & a ¢ ! A 1 a s & 9«
78n15 LSD IWEJ@J?']EJ?SL@EJ@I@\W]@I‘UU NANTIILATITIECHENUIT NAUAIBDYINVNLAUBDULNBDILUR UNTT

q
¥

sndulalduinmsSununlunsannuiuas duandedunguinuniun uae autlylanasegied

'
LY aa [

unnsadAfiszdiu 0.05 Tnenaadswintu 0.51, 0.39 way 0.40

N

dn

8) nan13AEinIssuiisuanudlunishunisniunfiuansietuiinnsdnaulaly
Uinmsyununlungamavuasiuandstulagldaiinsiieseiauuususumaien (One-
Way ANOVA : Analysis of Variance) nu31 wlefiansanluningay a1 Probability (p) Téwnfu

0.011 Fatfaendn 0.05 MEANLIT AIUDLUNITANNITNIUNVBIFABULUUABUAILTILANFY

= o

dwadanisandulaldusnisiruniunlunsunnuniuas uanseiu §idedvinismaaeuna

LANM19518e (Post Hoc Tests) A9835n13 LSD nesnuseidendenialull nan1s3insieinudn
a

=

nauAIeg1nANNIuI 1 - 5 aSsdeduat dnsdadulalduinisiuntunlungamnumues 7

o 1 I o w aad

LANAIAUNANNAUNILN 1 — 5 ASIWRFUANY 28 9TTadIAUNINEDANSEAU 0.05 tnsNaLRAe

q o

i
€ a b4

Wiy 0.21 wazngusiegianauniwi 6 - 10 aseiaduavt dnisanaulalduinissruniunlu

a o [ LY

NTUNNUNIUAT NUANAAUNGUNBY 9 W1nnIT egrelldedAyneatansedu 0.05 lnuna

WagYINAU -0.35

=1

AUNAFIUN 2 - 4 FNTNAVRINITADANTNITNANAULUUATNG NagNTN1TNAIALTS

Yaa a !

Uszaunisal uaggddnsnanunisnaa densdedulalduinisiiuntunlunsanmumiuns ua

Y

[
a

n1InaaeudennauiewureinITiaTiznannssnan ¢l (Hair et al,, 2002) 1. Gonnas

Wessuded 1) muusauluaisianuduiusiutesussaugs (Multicollinearity) wuii fan

Y

Correlation Han31 0.8 FedeoluiAndeyn Multicollinearity 2) Tonnasilasfudeon 2. A1

a J va v

anunaadeudeadudasysedu dsidonsiaaey Tneldafiinaasy Dubin Watson @3y
AsAnwASet] wudn A1 Dubin Watson = 1.96 3sliliindaymn Autocorrelation 3) Famnas
Desfuted 3. Fauvsiu uazduusaunnifonduteyaideusuim waslinnsuanuasuuy
Normal Distribution saunsanaaeuld Taenisi Histogram dmdunanisnaaeuiiiofionsan
370 Scatter Plot Wud1A3uUsHNITHANKATLUUUNG s1zdneglugiasendng -3.3 §9 3.3

(Pallant, 2020) WeH1UNINAGBUANNATIUYBITOLALUBIRULAIEITETWIINTNAFB UANLRFIY
soly

o van o

Fvidnavesmsieansmnainuuuiivia nagnsnsnaiadeuszaunisaluazdiidvinamenisaaa semsindulalduinisiunulunsannumuas a3
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Y

ANNAFIUN 2: BnTNaveINITFeaIINIIRaIARUUAITA danisdndulalduinisiiuniu
TungannEnIuAs
N5 1Az NS NALTUNISANEIDNTNATLNINPAMUTAUF AUMLUTDaTENINNIT 1 61

Ingldaffinsnzit 19isn1simseinisanneenuuln® (Multiple Regression Analysis)

Fuda Unstandardized Standardized T P - Walue
Model Coefficients coafficients

=3 Std. Error Beta
AT (constant) 2187 0191 11.485  0.000%**
Fules twebsited 0.086 0.081 0.143 1.187 0.237
Azeamailom (Content Marketing) 0.00% 0.082 0.005 0,090 0.968
ammznafinmzaiing (E-Mail Marksting) 0090 0.077 0131 1.150 0.2497
ATDIMLILTA (Search Engine Optimizaticn: SEC) 0.108 0.102 0.138 1.0549 0.289
EREe (Social Media Marketing) 0.196 0.085 0.29% 2295 0.023=

R=0621 R®*=0.386 adj. R? = 0.371 S.E.est = 0.410 F =26.35 (*P < .05), (**P<0.01),
(***P<.000)

9INA15197 1. wamﬁlm']sﬁmimaam%qu (Multiple Regression Analysis) Wu17 &l
wAdadenisdeansnisnainwuuidva Addnsnasenisdadulaldusnisiruntunly
nsammamMuAg egnadldddmeadAfisesiu 0.05

Tmgfansaundusieaiu lewn Jasdeduled (Website) A1 (Sig = 0.237), Yadan1snainds
oM (Content Marketing) fn (Sig = 0.968), Jaduanvunedidnnseiing (E-Mail Marketing) in
(Sig = 0.247), UaduAs0antusn (Search Engine Optimization: SEO) A1 (Sig = 0.289) waziade
dodamu (Social Media Marketing) @1 (Sig = 0.023) ndoyadiesiu Jaduiiuled (Website)
Hasunsnanmdaidon (Content Marketing) Uadeannunediannseing (E-Mail Marketing)
waztadeasesntiusn (Search Engine Optimization: SEO) lidswasanisandulalguinisiiu
nulunganmumuas ustadededanu (Social Media Marketing) dsnasionisindulalduinis
Hunullunsaunmamiuas grsilfeddymaadffisedu 0.05 wazilefinnsanthainranseny
vesfuUsdasdmanensdndulalduinisirununlungumnuviuas wui Jadededny
(Social Media Marketing) A1 (B=0.249), dawasianisanaulaldusnmssununlungannamiunas

auuAguil 3: SmSnavesnagninisnamiaszaunisal densdndulalivinisiu
NN lunNFVNENIUAT

myaszvdnsnalduns@nudnsnaseningulsaud Aududsdassuinnin 1 i

Ingldatainsen [9Emsiaseinisanasenyuuln@ (Multiple Regression Analysis)
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s Unstandardized Standardized T P - Value
Model Coefficients coefficients

B Std. Error  Beta
#aadi (constant) 1.140 0.230 4.951 0.000%***
Uszaun1sainnauszanduda (Sense Experiential) 0.131  0.082 0.143 1.588  0.114
Uszaunisalnianuian (Feel Experiential) -0.022  0.071 -0.025 -0.308  0.758
UgzaUN130dU19A1MAR (Think Experiential) 0.221 0.085 0.238 2.602 0.010**
Uszaun13nin1anIanszin (Act Experiential) 0.268 0.087 0.273 3.066 0.002**
Uszaunisaimnanisdeules (Relate Experiential) 0.125  0.050 0.161 2482  0.014**

R=0.689 R’=0474adj R®=0.462 SE. est=0379 F=37.89

(*P < 0.05), (*P<0.01), (***P<0.000) maneivie) * 1ngdi e fynisainfszev 0.05
NN15199 2. wamﬁmiwﬁmiﬂmaam%aww (Multiple Regression Analysis) Wu1
LWL UT8NITNANATIUTETAUNSAIL LAY USEAUNITAINI9ANUAR USTAUNITUNIINITATEN

wazUszaun1sainianswenles danisdndulalduinisirununlungamnumiuas egnad

'
o/ v aaa

HdAgynsadanszau 0.05

Tnefiarsandusieau loun Jadeusvaunisainnsusyamduia (Sense Experiential)
A (Sig = 0.114) YafeuszaunisainiamdItuian (Feel Experiential) A1 (Sig = 0.758) Uade
Uszaun15ain19AILAR (Think Experiential) A1 (Sig = 0.010) Jaduuszaun1salnnenisnsgyin
(Act Experiential) fin (Sig = 0.002) waradeuszaunisainienisidonles (Relate Experiential)
A1 (Sig = 0.014) ndeyatnu Jadeuszaunisalnisszamduda (Sense Experiential) uaz
Jaduuszaunisainieni1uian (Feel Experiential) laldsnasianisandulalduinissuniunly
NTNNENIUAT uiUTeUsEaUNTIaNNaAIINAR (Think Experiential), Y9deUszaunisainianis
n529M (Act Experiential) wagdadausvaunisainianisdonles (Relate Experiential) denasa
msandulalduinsfrununlunsammamiuns egrefideddymisadafisefu 0.05 uazidle
firsanhminuanssnuvesfiulsassiidmadensdadulalduinmssununlunganmumues
WU Yadeusyaun1salnienisnseyin (Act Experiential) a1 (f=0.273) dswananisanaulaldy
uimssununlungammumuassesaanlu Jadeuszaunisainisaauda (Think Experiential)
f (B=0.238) Yadeuszaunsnimanisidenles (Relate Experiential) @1 (B=0.161) ssddu
auuAgudl 4: dnswavesdiidninanianisnain denisdnaulalduinisiruniunly

NIWNWHATUAT

o van o

Fvidnavesmsieansmnainuuuiivia nagnsnsnaiadeuszaunisaluazdiidvinamenisaaa semsindulalduinisiunulunsannumuas a5
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Ingldatainsent 19snmsieseinisanasenyuuln@ (Multiple Regression Analysis)

s Unstandardized Standardized T P - Value
Model Coefficients coefficients

B Std. Error  PBeta
F]"Wlﬂﬁ (constant) 1.479 0.154 9.583 0.000%**
Kiianinaniemsa (Direct Reference Groups) 0.301  0.049 0.359 6125 0.000***
Hiiangwaneden (Indirect Reference Groups) 0364 0.043 0.494 8.421  0.000***

R=0786 R’=0617 adj.R®=0614 SE. est=0321 F=17193

(*P<0.05), (*P<0.01), (**P<0.000) vianeLvie) * mneda ﬁﬁaﬁwﬁquaﬁﬁﬁsxﬁu 0.05

PNATNN 3. wamﬁmwﬁmiamaaL%ﬂwvg (Multiple Regression Analysis) W21

a

JademsBvanaavinanisnisnaie 1dvsnasenisdnaulaldusnmssununlunsammamuns

Y

@EJ'N@J‘LJEJ?{’W]EUW']\MQ 3 AU 0.05

[ a

TneRarsundusigaiu laun ﬂﬁ]%ﬁ 8n5wan19ns9 (Direct Reference Groups) fl

(Sig=0.000) warUadugidnsnan1adeu (Indirect Reference Groups) i1 (Sig=0.000) 3 nUaya
919iu Yadedilansnaniense uazladedianinaniedeu dwarenisdadulaldusnisirunu

Y

aaa

lungawmmumuns asmﬁﬁfaﬁwﬁmmqaammzﬁu 0.05 HaZNINTUNUNNUNNANTENUVDIAILUS

dasziidwmasionisindulalduimsununlunsammamiuns wuin Jedediidninanisden

(Indirect Reference Groups) A1 ($=0.494) dsnananisdndulalduinisdruntunlu

Yaa

nyammanuas waztadedidvSnanimss (Direct Reference Groups) A1 ($=0.359) aueeu

AIWTIUYDIFUYAFIU: BVENAVDINTAOATNNIAAIALULATYA nagndnsnandsUszaunisal

wagHiBvananen1saaa semsdnaulalduinisiuniunlunsannamiues
mylaszidvsnailunisfinudndnaserinediudsmud fududsdaszunnnin 1 i

lngldatiainsest 1[938nsiaszinisanneenvkuuund (Multiple Regression Analysis)

fuls Unstandardized Coefficients  Standardized T P - Value
Maodel B Std. Error coefficients
Peta

Al (constant) 1.085 0.190 5717 0.000%**
nMsAeEINITRANALULATHE 0.081 0.490 0.106 1.659 0.099
AIRaaEIUIzaUNIal 0.156 0.076 0.146 2.062 0.040*
filavEnanianisaain 0.518 0.054 0.607 9.633 0.000%**

R=0.800 R®=0.640 adj. R* = 0.635 SE. est=0.312 F=12588

(*P < .05), (**P<.01), (***P<.000) VaIeiviel * e Shfaddmeedfisesiu 0.05
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31NA15199 4. HANITILATIENNITANRETINY (Multiple Regression Analysis) Wu31

a IS

N15AAALTIUSEAUNTSAl HaNSNan1InIsnatndlansnasanisenaulaldusnissiuniwnly

Y

aa

NNNUNIUAT BgedldedAynadanseau 0.05 vaeNladen1sdoanInIInaIALuuAd

<

LY

aly

a |

wuiniignsnasensandulaldusnissununlunsammaiuas

aa v

TneRsundusieaiu loun Jadenisdeansnisnainuuuadvia (Sig=0.099) waztlade

[

N1sRa1AgaUsEaunITal (Sig=0.040) TuvaeladeEeninanisnisnain (Sig=0.000) IMnvoya

Y

d199utadunisdedansnisnainnuunlvatidinananitsdnaulaldusnissiuniwnly

NTENNUMINAT WiTFN1IRaIAIUsEaun1Talnazladednsnanianisnain dwadenis

Y

'
U A aaa

andulaldusnisfruniunlungunnumiuas egrafidediAgniadnngeau 0.05 wazloNan

[ '
o Y Y

Uninuansgnuvesiiklsdasendwadenisdndulaldusmsiuniunlunjawmmamuns wuid
Uadegondnanienisnan (B = 0.607) dwarenisandulaldusnissununlunguvmuniuas

sosasulu Jadomsnanadsussaunisal (B = 0.146)

aaUsINa

Aa o

auNAgiudl 1: {ldusmsiunuluwanganne Adnuvarnisszsinsmansunnsiaiy
(iwel 918 @ uAM SEFUNSANY 013N S1eldladuselfion Muefisn uazAuRluALNUIYeY
weilv) fnsdndulalduinmsiunulungaymumuasiuandieiy sanmsieszinud Jade
druyarafume namTIsenuin 1) mafiuansnady dsmadenisdadulalduinsiununly
nyanmuvues Aliunndietu Seansiteassll liaeanadantiiunAnues George & Michael
(2005) find1291 yarafimaiwandsiusinazdfimuafinisfuiuaznisinauls ludesnnsden

a

duAnuslamenaiu 2) Jadedruyananiueny nan1533enudn orgiwane1eny Insdedulaly

)

¥
) 1%

Uinsdununlungannuvuas fusndsiu Samansideaded aonndosiunuiteres sty
nAaaAu1a (Mattawan Kusolapibal, 2012) 309 ﬁa%’amuﬂizammamimmmﬁﬁmasiawqaﬂiim
msltusnsfununaavesiuilaalusineiiios fminswys Famansidewudin yanadiony
wanA1afy Tanudosnislududiuazuinisiiuansiaiu 3) dadedruynaadiuaniunim
NaNTITENUIN aaunwiuansadu fnsdadulaliuinsfrunulunsammasiuas Al
Laneneiy Fananisidondedl aenrdeiiunuiseves nua @eanda (Kanda Sujasin, 2012)
Fos woAnssumadlduimrunulanewseu vesuilaludminuvusii Fsanmsidewui
anunmldiiauaenndesiungAnssunisiinlduiniiuniunan ewgeu 4) Jadudiuynna

= 1 v =)

ANUSEAUNITANE NANITITYNUIN N1SANYINWANFANAL Hn1sdnaulaldusnissiunwnly

v v
v

NTUNNUNIUAT NLNUANFAAY FINaN1TIT8ATIE denadesiuuIToves Asund Husuns

(% s

(Sirinapa Phimarin, 2014) 139d@1uUszaun19n15naInusnisniaudunusiunisindulade

o van o

Fvidnavesmsieansmnainuuuiivia nagnsnsnaiadeuszaunisaluazdiidvinamenisaaa semsindulalduinisiunulunsannumuas a7
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\n3esnununanvesfuslaafiii True Coffee anvniiiadlnednsaeundnd auufunfiunds
nan1TIdenud Jadedmyanaguilaniil szdunsinu wazneldedesoiieuiunnsiisty i
nsinauladoindesdiuniunaniii1u True Coffee avnenaniieslnefmsnoundnd auy
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Abstract

This research utilises a mixed methodology of quanitative and qualitative methods,
with objectives of studying the behaviors satisfactory behaviors of secondary cities in Lower
Central Region in lower central region. And to studying the potential of the tourism logistics
system of tourism secondary cities in Lower Central Region in lower central region. The
sample group included 400 tourists. Quantitative data collecting tool was a questionnaire
while qualitative data collecting tool was an interviewing suidebook. Statistics used for
quantitative analysis were Frequency, Percentage, Mean, Standard Deviation, t-test, and
One-way ANOVA; while gqualitative analysis used Content Analysis.

The research results found that, during last year, most tourists had traveled to lower
central region namely Rajburi and Suphanburi. The reasons for tourists who traveled to
tourism secondary cities were convenience of traveling, not far from Bangkok, and
preference to see historical and religious sights. In the future, they would come to tourism
secondary cities again and would invite others to visit tourism secondary cities also. The
trips should be within one day. Tourists who visited Rajburi and Suphanburi were satisfied
at the highest level ( 54.0% and 70.0% in that order).

The potential of touring logistic system in Rajburi province, on overall, was at a high
level. Considering the 6 factors, it was found that, 5 potential factors were at a high level.
While convenience of services was rated at a medium level. On the other hand, the
potential of the touring logistic system in Suphanburi province, on overall and individual

aspects were all at a high level, i.e. touring attraction, financial flow, touring resorts
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access, information technology movement, convenience of services, and physical flow,

respectively

Keywords: Tourism Logistics Management, Tourism Secondary Cities, Lower Central

Region
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Abstract

This qualitative research aimed to explore customer insight of steak lovers. By following
the design thinking process, it was conducted an in-depth interview with twenty customers
who love steak and always visit steakhouse restaurant. Researcher also present customers with
several steakhouse designs to empathize with their opinion regarding those designs.

Results of the study revealed that the beginning of beef lovers started from their first
impression of beef. Finding a steakhouse restaurant, they like to search information of steak
houses by using online platforms including Facebook, Google, YouTube, Wongnai, Pantip as
well as food delivery application such as Grab, Lineman and Food panda. They considered
restaurants' content from social media, influencers' opinion, reasonable price and easily

accessible location as important factors to choose a restaurant.
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Moreover, by presenting several steakhouse designs (MVP), they tend to love the
exterior design that makes them chill out as well as have a unique identity. The distinctive
expression of cowboy-style western and cow’ s signage also enhances the store's recognition
for customers. Next, they favor the high-ceiling interior design to make them feel airy. The
warm light with the proper level of interior illumination is also concermned. Well-designed
counter bar and indoor plant decoration are also helpful for making restaurants more attractive.
In addition, the restaurant menu is similarly crucial. For examples, food pictures inside the
menu should be clearly illustrated, and inside information should be easy to understand and
be informative enough for deciding. Lastly, the cooked meat itself must be soft and juicy with
the right cooking level. The dish decoration should demonstrate the restaurant's attention to

deliver the best meal to their customers.

Keywords: Customer Insight, Design Guideline, Design Thinking Process
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Abstract

The objective of this thesis was to investigate (1) Differences between factors affecting
Thai teenagers’ intention of consuming Thai desserts from a famous Thai poem “Verse of
Food and Dessert” (2) Factors influencing the intention to consume Thai desserts from
“Verse of Food and Dessert” poem among Thai teenagers. This study uses a quantitative
approach with a total of 400 samples and purposive sampling method was used for
participant selection. The targeted participants are Thai teenagers who is between 14 and
21 years old in Bangkok, Thailand. Descriptive statistic, T-test, f-test and Multiple regression
were used to analyze the data.

The result discovered that (1) Gender have an influence that affect the intention of
consuming Thai dessert from the poem “Verse of Food and Dessert” with statistically
significant difference at 0.05. While Age, Education level, Income and Influencers affect the
intention of consuming Thai dessert from the poem “Verse of Food and Dessert” with
statistically significant difference at p<0.001. However, the attitudes regarding Thai dessert
consumption from the “Verse of Food and Dessert” poem were differed by Age, Education

level, Income and Influencers with statistically significant difference at 0.05. The personal
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factor in Age, Education level, Income and different expenses along with marketing mix
product, prices, channel of distribution and promotion had a statistically significant
influence towards consumption intention of Thai desserts from the “Verse of Food and
Dessert” poem at p<0.001. Attitude, marketing mix product, channel of distribution and
promotion all had a statistically significant effect on the intention of Thai teenagers in

Bangkok to consume Thai desserts from the poem “Verse of Food and Dessert” at p<0.001

Keywords: Marketing Mix Factors, Attitude Factors, Service Intention, Thai Desserts in the

Verse of Food and Dessert by King Rama Il (Boat Poem)
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Abstract

Thai expatriates were defined as ones from other countries visiting Thailand and
spending foreign currency for tourism. Their potentials were as much as other foreign tourists
but much more ally to Thailand. This research aimed to study the group of Thai expatriates,
and applied with nostalgia tourism. The objectives of this research were to study 1) the
demographic of Thai expatriates and 2) the factors of nostalgia tourism affecting Thailand
revisiting intention. The study was quantitative research with 400 questionnaires employed.
Findings found that most respondents were married female, aged between 41-50 year-old, had
bachelor degree, self-employed and earning between 150,000- 300,000 baht per month. For
the importance of all 3 nostalgia tourism factors influencing Thailand revisiting intention, the
overall opinions were at highest level. Personal Identity, Socialization, and Authenticity were
both highest level and National Identity was high. Hypothesis test results found that Thai
expatriates’ nostalgia tourism factors were correlated with their Thailand revisiting intention
with statistical significance at 0.05 level. The research results could be supported to tourism
business and stakeholders in order to develop tourism regarding travel motivation and nostalgia

tourism which could be supplied to the needs of Thai expatriates in the future.

Keywords: Thai Expatriate, Nostalgia Tourism, Revisit Intention, COVID-19
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Uszinelng fsnvumafumsisadisindulsmatuinvemuesting nsizdanugniy
veEne widsanumsainssrunivavesdelitalalsu 2019 wielria-19 dwansznulusesu
wussmA Siesmelng Afunsnszaedguasmdlneadausn (31 unsiau 2563) nsgits
{sunaUsenianzanidu uarlauiinnidnnisidumadienandnslng (ock down) ifle 27
By 2563 warneneuuAtailinludsiarszasnnasistlantu (nqumeu 2564) TnaTIAY
Uszanailede flminglnathusiuau 1,408,824 au (Department of Consular Affairs, 2021) ¥alan
FesegluanunisaifenduinvimnannnadsuuasesTausssuiuandng lianmnsaiuma

[

nauivisiieUssmalnelaegnund widndgunalneazeniunmsiiumadietandnsmenising?
14 Jufiony wirnvelnatuuaunduidnitdaduguassaifinanednuiuinvenisndun
WNNOU LAZNAN8AULAADINITIATEAINTIZ “ANDN” kAZBsIN “NauU1u” (Department of Mental
Health, 2021) @onRasINUNITENTI9984 Ipsos Global Trends Survey 2016 WU daulnatuiia
91MIAADIUNUIIUIUINNLIBTILAN WsIzRsneeinAulauazUTuR A UdsaNTaUTNe
a a a | Na o 9 ¥ a a = A A Y o
Mdsuudatazuiunlndvesdin viliiian1smuAndsaaun finuey v eusemnaningonde
(Smeekes & Jetten, 2019)

Y Va

NnemdRy ey shlsEidedimuusrasdAnndnvazszvnsmansvesinvesilen
ymlvglnatuuaztafonaiesilenciamedin fdmwarerusslanduiisaflenssmalneves
tnvieaiienvnlnelnatu mszanmsmummnssanssy fedunguiifinisnaniaiesunn G
namsissannsathteyalulfiduiumslunsiannud visafisdussduszneumsvioadien
lamedalivangay ieadsmuddlandunioniisn Snitsdadunumdunisminagndms
msnanavieaiisrdmulnvieaiisanguanns (niche tourist) Wiensedulitinvieaiisavlnglna

Uudedulaiunindunvisaieiusemalnena @ uganisuns ssunaladn-19 wasnneg1adig

Y

AMmzUndlusunen

L

ngUseen

1. ilefinudnuazlsznnsmanivesinieaiiennguuninglnatiu

2. fieAnwiatunsveadfisndamenefidsmanomusddaiumanduavisaitenussmelne
vosinveadisnylnglnatuseninemsunsssuialata-19
3. fieAnwanuduTussswinamsveafisnniamedniurud sdafumenduuvieaiien

Uszwelnevasdnvaadenvninglnatiuseninen1sungszunlain-19
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n1539eATedy sfnufadadendwmananiudsladunienduivieaiieiussinelneves
tnvieangrrnvelnadiuseniranisunsssuialedn-19 lneussgndesdussnaunisviosieinia
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WOAALAEAUAILAAUN InemuunflUsnAnY Aatl

AUIAU ALUIAIY

JadeUsevnseans
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Jaenisvinaiiennianonn ﬂﬁUl‘ULﬁS?ng
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AHNYUAUTUBIA
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nanwalyuAAa

AN 1 NTOULUIARNNTINY

AMINUNIUIFTIUNTIA
msvieadfizaadaain (Nostalgia Tourism)

msadamene (Nostalgia) udnuaenilaniadsaineg) Ssndnwiunanaienie nosto 7
wUa11 homecoming 58 nsndutau way algia 7iwUaln AU 3o nsuIL Nostalgia 34
Mneda AramsinuTunsAngaty (homesickness) ad1suseuneliiusamenasunsedsu
FeTin Saamnedudsau (Dahl, 2016) Aunseiadidsunianumneduinlusewinmmssy
7 20 annsFnYveTnanInen Davis (1979) wui YnAnwinedelidenuvesiidn vuned
ARaugun1sla (warm) Jwau (old times) Feudin (childhood) waz n1sluenn (yearning) Lin
ANNFVIINANUNTITT denafreavnmnewazdnla (Sedikides, Wildschut, Routledge, Amndit,
Hepper & Zhou, 2015)

myvieaimniamedmdumvisaiieafiinanmnumnugnitumeiansssy gaalTe ua
rrlumn@ (Baker & Kennedy, 2002: 171) Wun1sesnidumsludsgamneUanenie (destination)
Analal3anam (image) L%amﬂ‘ﬁiéf%’ui%%aLﬂaﬁﬂﬁzaumiaimfiau Nadeau, Heslop, O’Reilly &
Luk (2008) naminamvesgavsneUanemstunmuesUssmasiaudenleaiu dinmdnualves
Usainand snviliinvieadisadsisawesniumaslurioniionsameatdy msvioadieadiiuna
nduluifisnszmavewuadlusinainmsnianuiednds Seieidudnvazswiidmaliyanad

wofnssuiUd suluaiung s i olsimutead danu (Wildschut, Bruder, Robertson, Tilburg &
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Sedikides, 2014) uanafadndnwalfiuwosmu (personal identity) (Davis, 1979)uazdndnwalA1w

1
[ s [ A

\Wursiusuas Tausssuainfiugruvesmnuduni (national identity) fiuansisamdusunds
Sudetumatausssududmniowen (homogeneous society) Waranya Mahajuntakarn (2016)
Humad hiufsenuduiuazenuduniiunisiefsammsssilueia Welddounduly
vieuigafiiagannin aghlimumunandusndnualvessu (Cho, Ramshaw & Norman, 2014)
Tuagende Wuln Seu3 uaglasumstainamdsny (socialization) ainmsiiufduiusiugauuay
danndeuseusalueiin iWumnudiiussemitseuidnaiavuazyssaunisalnsdanudiiaed]
(Fairley, 2003; Fairley & Gammon, 2005) L4 Lﬁ'au;gqﬁmaLauimméhsjﬁ’uLLazmiﬁ']ﬁaﬂiiuﬁ‘u
AIDUATI AIRTITIR AL (authenticity) 1uBnAsfiBeslesmsniavefatuiifiasanin o1vey
TugUasauasauimetausssy (Wight, 1985: 217) 19y 91m3n1siu Tasaruadawidais
amWiaa§ﬂaﬂaﬂm§§ﬂ1é’§ﬂ§q5<1¢1’Jm1’31§aL%@I% (Dick, 2008) i’mﬁamitﬂud’swﬁwammuﬁa

amuﬁifm (Jones, 2010)

anunslanduluviesiiendn (Revisit Intention)
woRnssuNIsvieanguinndIfenvanvaneuaznsneuauesiadgdlaniunseiu lawn

mamatmnglula mumdouduadame madu nan gunmneuarla MameUAUBIALFEINTS
uazanuNsaifiid es e Usaanguassavsedediie (Oliver, 1997, §19lu Loureiro, 2014)
tinvieaiinnazanarmesniissnnsiunslivieaiion ilguassaviedediiafivilensauay
vwosaRntu Tnarerud wofingsu wavorsuaiausdlafianuns (Dale & Ritchie, 2020) A
e eI ALvan1sWnH o (Theory of leisure constraints) (Carneiro & Crompton, 2010) L4
msUathuiiiazsansAuMaseIMATesigUTa ieannsunsszunveslsalain-19 (Petersen,
McCloskey, Hui, Kock, Ntoumi, Memish & Hamer, 2020) luymsassiudnu ddnviesiienianis
MIUAADIYILIANA wsendamanuiifieelUvieadion (Ford, Merchant, Bartier & Friedmanz,
2018) andudsiiadroussgdlatnadonuddlafumaionden ddunuideld anudilanduin
vieufieszmdlye mneds dnvioafisndarudslanduivioadisn Sufnnuavesessdsenon

a ' ~ a =
wsepslamsAumMsazNsvieagIniamenslulsemnelng

233UNIIUNNYIVD
Nipatpong Pumma & Narongkan Rodsap (2012) laatasizinisvieaifisanuulneniasa

Tudanulng eonlu 3 Ysadu laun 1) nmmdnwalviosdiu Avsananmsafivdinauvsenguauly
YUYW dann TausITN Aunden wasATesna 2) AuAlivieaien nantwaniueivieuInsndl
enanwalmukuuatulng way 3) nmdnvalvesUsune lnewuseanidu 3 Ussiamges loun 3.1)

wnanuallye 3.2) sndnvallng 3.3) 13971909 MRS NM3EUTEANTNNIVDIEWNNY NaHase
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Audsiuansanuulneg wu Aanssulninge 9 Ta NdnlaenisvieaieuvisUsenelng d3u Renko
& Bucar (2014) la@nwiyuueivesnisniamenniuinyviaailed nuil mnuddnveseIms (food
authenticity) Wagmnuanuuutue eviivitnviesnewnuandefnfireivszaunisalluaniug

yiewneineluienlaavazdwvardmalrdnviewieigeenisnavluiietanuivaiiudnasy

AUNAFIUNTIAY

A1SVDUNLINIANBANIDNSNAFBANUAILINAULYIDWNEIUTEINALNE

A5AduN15IY
UszuNIUasNEUA20E19
Usvrnnsfildlunsisendsi Ae stmlm‘ﬁ'mﬁ’aagﬂuﬁmﬂsmmﬁﬂaﬂ 313U 1,408,824 AU
(Department of Consular Affairs, 2021) fnuANGNA2DE9INUTEEINT Ao ¥nlnefiendueylu
FUsEIMAT AU SIlATA-19 Serdnakau neARnew 2562 - JagUu (Wweu 2564) A
ANANF10E199119N 19 AT 1B DY Krejcie & Morgan (1970: 608) lévisAuS1LIU 384 AL Ui

Wuiiadu 400 wWeatesiuarnuianain

inseslafldlumside

i3 osiloidenld@nwnduyadni uiseenidu 4 nou Uszneusie aoudl 1 1Judo
Renfutoyauszvinsmanivesinioadien wuuszysems (checklist) AseuaguiyaifeIiy oy
anuamaNsa ssunsAnem eldreiieu 01dn uaznfidun (IU) meud 2 mavieufieaniam
2R 4 WUalvg) 31U 20 U8 Ae 1) MITANEIMNEIRL (socialization) $1UU 5 9 lakA AILAR
fenseuntiitifiedlneg mnuAedadiousilineaum ruAnfsuusssudoudsemdineufua
mwAnffTdauazeudueglnensevih auAndsaauiifieefnymsevie 2) Sndnwal
AU (national identity) 97uau 5 9o oA AauzTausssy Ussine Qﬁﬂmmﬂﬁaaﬁﬂm bR
nMsmssdinvesaulne lunasauuaring Uszimansuazyanadidgluefn munde A
ASnsn warmslssmsUnaseswadlng 3) muesadinadin @uthenticity) $1uau 5 9o 1uA savni
ownsuazaulveaafy unasss Rmand msvinsiandaendnueilne wiamded ity way
FAuSansa way 4) Sndnwalyara (personal identity) $11au 5 4o leiuA Frananiitinand  thud
lodln mmmssiifiael Fsluein uardsiivdonasumiuduineduilagiu uaznoul 3 anu
deladumenduivieadien S 3 dafonu Wi masdesnmanduidednedailoma mausn
AruAndauaransauasnduidiedivg wasmudesnsaznduidiadlneriuiiissuadiaUssma

~ ' d' o & o v Y o ] a N o o a J a 3 o
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AaeuuinaaUszaa 5 52U (5-point Likert scale) vosruiiusig fs dosdiagn Wew U

NAN9 17N Wae 1nign)

NInsIREBUAMATNLATE D
ateldnnaaeununimedosiedds Tneuuuasuamiiadnslunnseunuiaiudn
pI1FDUAILADNA BYTEIIeT RN TR Uszasd snAneunsImLEen (content validity)
e enmadunu 5 au ldandadamuasnndas (100) Wity 0.98 §wnnin 0.7 Fedndadna
WaNgEY mmﬁuuﬁlmuwaaummLLazﬁﬁlﬂmaauﬁ’Uﬂdmﬁaa&m $1uau 30 Freg LldATIEsiv
AAandosiu (reliability) vesuuuasuam wui fauusndfiandulsyaniuearuesesouuin

Wiy 942 firnmnandeiufiszsu 0.95 ddlisnin 70 (Nunnally, 1967; 1978) Aeruuudeuanuil

TelusAdeasadiimutesiu wazilmnudenmasinigluszintamaululsazaiy

mafusIuTIdaya

Fdefiuriurindeyanuuasunil feIsNMaEenNguiIeg L UUIZILETRUUNNTUEN
78 (Snowball sampling) TneldiaTauren19deau a18n1519TUsIATY Google form @5 19%A
WUUADUNININEY 1thadi ldanssuulunaduuuasuanslunguatevesaulned endeoy
iatszina wu nguaulvelugiu ngueilngluswini uaznguaulneluifuaus Hudiu was
vefadliifineunuuasunuBsuiosudi duodsluduiiowdonudnumineiodelusinsssme
WiosrumeunuUAsUANIUAIFY Mnsansney §iTeldFunuuasUNILAERTIaANLgNFTBq
thaniinsesildsan 400 degs felusunsudifagd SPSs THAneiadAdmssaun el
Yovar wavAiads eviaueteyald safuAndudnuasUssrnauagnnsniavofa adfien
anuduiud e ddu mazduanuAniiu deded suazand sauunsgiu Minusinnsuda
AR URs AT wTR IR eABWINU 0.8 (Ruangpraphan, 1996) NM33tATIERAUFUNUS
sewiamsvieaiiniameintuenidaiumanduavioniieaussmelnevesmilnglnatuge
nsldlaauens (Chi-square) uazmslinsiziinmsanaesidammaaiinseiaduUssaninisonnoy

YU BYENATEAI RS

#5Unan15I9e
31N91UITBLT09 BeAUTENOULIIIlaNITAUNIkaENSTiRLgInTan1afnmenIuR 1]
nduvnmieigIlsemalnevesinvieaiieanguyinelnatiu a1u1saasunanisdsiangy

fagn9r13nelnatiudnulu 400 AW KANISANEIUSEYINIAANSANUNSOREAISI8AZLDYR F9T)
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Usgugyean 1 4.3
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300,001 - 500,000 48 12.0
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DTN Susns 25 6.3
WAUUTINLONYU 127 31.8
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Wit 100 25.0
199U 2 0.5
Hniseu/AlnAnw 6 15
nuuinsThly q 1.0
Alldn Rt 144 36
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nvglsl 172 43
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191999 1 nansidenuinngusiegsdwlngifumandsdnn 266 au Aaliudesas
66.5 91g5¥ing Ture 41-50 T (o1g1ade 45 T) S1uau 184 au Andudesas 46 anunwansa
T 282 au Anduseeas 70.5 N1sAnwIsEAUUS R3S §19uau 228 au Antdusesay 57
fisgldadededeusylurae 150,001 - 300,000 UInseLfou (lads 250,000 delfew) S1uru
142 au Aadudoway 35.5 UszneuoIngsnadiusa 91w 136 au Andusesas 34 Juyn

Ineannivalsy 172 au Anidudesas 43

NATZAUANUAALILDIAUSENBUNTSYIBigIndanIafnLazAdundlanauigUssmalne

2899712 Mg lnatnuTENINNITUNTTZUIALIAIA-19

A15199 2 LLa(ﬂﬂNaﬂ’J’]Mﬁ(ﬂLﬁufgf’JLLﬂi

asAUsENaUNSYIBATEn X SD S2AUANUAALIY
nsvisaiitenaiavefin
MsdanaIniadeny 4.58 | .713 Wniiga
SnanwalauduyA 4.09 | 1.06 110
AT UTiR AL 4.45 | .656 Wnitgn
IANNBUAAR 4.78 | .415 Wniiga
ey a.47 | .600 wndign
Anuslandusiiien
vihusesnsaznduluifsndledineidleilonia 4.83 | 507 Wniiga
viufnuazAniausemalnelanouazesnnduluiiien 4.77 | 619 Wniian
viudesnmsnduluieudiosneviuiiissuiaussmada | 459 | 850 Wnitgn
UszinaLilanisviaadien
T 473 | 565 wndign

NANT197 2 Wi Maviesiisniamedsvesynilnelnathulaesiuegluszduinniign X =
4.47, SD = .600) dilvigflimnudAnyiu ndnuaiyana unfign TaediAadeedi % = 4.78 (SD
= 415) s0%aunfie mMadanavnedsen fAadeeyi X = 4.58 (SD = .713) AnuaSausinady §
A0ABoLf X = 4.45 (SD = .656) waz sndnwalmudund fdadueyil X = 4.09 (SD = 1.06)
paddu duduenudidafunainduieniorssmelnelaermeglussdunniian & =
4.73, SD = .565) ImWnlmlﬂaﬁmﬁmmsﬂé’umL‘1’7iEnL‘ﬁaﬂmLﬁaﬁiaﬂm‘l,uizﬁumnﬁqﬂ X =
4.83, SD = .507)
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AN5199 3 LARINANITILATIEVANUFUNUSTENI9ALUS (Pearson Correlation)

AUy Mean SD Nostalgia Revisit
Tourism Intention
Nostalgia Tourism | 4.49 .600
Revisit Intention a.77 619 590**
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A1519% 4 NMFAATILANTONBELTINTBIFIMYS (Stepwise Multiple Regression Analysis)
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Abstract

This research aims to study the amount of plum powder suitable for the quality
of dragon fruit peels leather mixed plum powder products, to study the nutritional value
of dragon fruit peels leather mixed plum powder products and study consumer
acceptance. By studying the amount of plum powder with 4 different levels: 0 percent
(control formula), 1, 2, and 3 percent by weight of all ingredient, and then studying
consumer acceptance. Study physical and chemical properties including color values (L*
a* and b*), toughness Stickiness, Water Activity (Aw) and pH study nutritional values

include moisture, ash, protein, fat, fiber, carbohydrates and calories. The results showed
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that the amount of plum powder used in the dragon fruit peels leather mixed plum
powder products. Affects consumer acceptance, effects on physical and chemical
properties and nutritional value of dragon fruit peels leather mixed plum powder
products. When there is a larger amount of plum powder, the color values (L* and b*),
toughness and stickiness are reduced, while the color values (a*) and pH are statistically
significantly increased (p <0.05) and have a nutritional value of moisture, ash, protein, fat,
fiber, carbohydrates and calories to 29.22, 11.76, 3.07, 0.14, 3.79 and 81.22 grams per 100
grams and calories 338.42 kcal. The moisture content, ash, protein, fat and fiber of dragon
fruit peels leather mixed plum powder products increased statistically significantly.
However the total amount of carbohydrates and calories decreased, according to the
study, and consumers accepted the dragon fruit peels leather mixed plum powder
products with the highest amount of plum powder at 3 percent. There is a moderate to

very like acceptance score in all features.
Keywords: Dragon Fruit Peels, Dehydrated, Plum Powder, Agricultural Waste Material
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AALANANBARAETAeRS Duncan’s New Multiple Rang Test fiszsurundesiudasay 95 Iy
Tiflusunsudnsagy SPSS
2. Anwaudmadnvuimsvesufenuisiansudusatae

thudndusiuFeniidnsuusatae s 4 gas snTemednunmnaaiinas e
Tnwuinig feelul Uinmeudu Viinadlusiu Unadlusiu Ui Ysunuandlulanse
Uuadlsommsrianun laevianaisnisues AO.AC, (2000) lgeuanou (Binder Ju FD-115),
W Wi (LENTON §u EF 11/8), 1a3ee9idnea 4 funia (Sartorius Ju BSA2245-CW),
\3esilediaszilusAu - 1nTesdes (GERHARDT u Kjeldatherm KB) - ta3asdudulense
(GERHARDT §u Turbosog) - 1A383nau (Gerhardt §u Vapodest 20), ia3asiiasizsiviunallusiy
(Buchi u E-816 Soxhlet), ta3asiiameiduloneny (Gerhardt Ju FT12) warlnganudiu uas
unasdanuiun [Flauano3/100 n3u)

3. Anwnsgausuveuilag

nsUszliugudnvuenlssamduiavealdonuimdensunusatie Inenslvinsiuu
ANUYBY 9 FEH1U (9-point hedonic scale) Yin1susziliunudnwauzvaaldonuniansunusalae
Tudu & ndu savd dedudfa uageumaulnesm Tneldmaaeuiiumsfindusiuauiomn 40
AU (InAnwianuiviannssumans anzmalulagnsinensuazmalulaganavnssy unIng sy

A NUTYI0d)

NaN1538UazaAUTI18NE
1. wansAnuUSinaunsisivanzauranunmnansusiudenufadansudiusalion
nswandenuidinswusate MdunsdsluuSunaiivanenety 4 seiu fie Sovaz
0, 1, 2 uay 3 vosmindrunauaue Tngliasesiamianieninuasiaiivowudenuisiang

kR usatlelanan1snaanesail
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1.1 HANTSAATIZTININITANNHALLAUVBIUFDNAILINTHEUTEL Y

A5199 2 NATDIANWAULNINIEATNBALLALVDBUFB NN ILINT HUTET

AMANYUENI wWasnuAslansukusalieMfunsasfisziusing o
NEATNLAZLAL DPO DP1 DP2 DP3

Ad

L* 5244° + 074  36.43°+0.03  34.02°+0.13 28.85% + 0.23
a* 9.89°+0.10  21.98 +0.13  22.33%+0.22 17.83" + 0.27
b* 26.60° + 026  19.09° +0.25  14.31°+ 0.65 8.45% + 0.40
A1 pH 2.67°+ 0.01 2.76° +0.01 2.76° + 0.01 2.80° + 0.01
A Aw 0.51¢ + 0.00 0.55° + 0.00 0.55° + 0.00 0.57% + 0.00
ALTIFA(N) 0.0714° + 0.00  0.0674* + 0.01  0.0193° + 0.00  0.0126" + 0.00

APIUtlea(e)  0.2866° + 0.02  0.4209% £ 0.05  0.4200° + 0.04  0.3187° + 0.04

naemg 6nws > > luwnueulansdsnuuandivegiidudfynieada (p < 0.05)
INNNTIASITNANFVDINAN N UIIUA DAL INTRUTAUI 8 TLAURIU IS TUUT U UAIWANANa
U9 4 szeu Town DPO DP1 DP2 way DP3 fakandlum1sna 2 wuln wWaenwislanswausadie

DPO flA1A310a319 (L¥) geagn wagildenuwiddensunusaloe DP3 dA1 L* aign iile

Wisuilsuatanududues @) wui wWienuidansunusatae DP2 @ik a* aeiign wazifien

' '
o a

wAansHusatae DPO fiA1 a* dfan waziilawSeufsuaanududivgas (b*) wuqn wWien

9

wmilensususatae DPO fid1 b* aanige wazidenumdensususalae DP3 fid1 b* diga (e

q

Wiguiiguadveadenuiadensudusadae 79 4 gas asuiiuledn ans DPO (gasaiuaw) il

(Y

winnethe Wadielglumudfedidyunung) 39A1 L* ANadng aanign fn a* Fundinfign wae

= 1%

i % 2 oA a' = o aada v vy A Yo
A1 b aL‘Via@QQQqu@ Lu@ﬁ'ﬂqﬂlfua'E]ﬂLLﬂ'JiJ\‘]ﬂiI@EJﬁiiﬂJ?ﬂ@V]llLUG]']LausLVﬁGUNWULLWQ LL@LN@l@ﬁU

=

ANNTBUIINNITAINWIY 15 U7l Haangiluseanad 90-100 aemiaaded denalidvuniasanas

9 Y

Paneldiasuiudindeseenting Usinamediefidulugasunntuidmwasenisilisunad

v & A Y v 1 ISIY

YasdvemannuaUaanuMTInTuHuUsadasunnsaiuag el

[y

WN9Eas (p < 0.05)

a £y 6 = Y 1 ! =

HARATUADNUAITINTUHETAT891n A1 TIRNKNITI87152AUAN 9 A1 pH NLanA19AY

1 = o w a

ag19ilded1Agyn19adia (p < 0.05) FeA1 pH vouwdenuidensunusadag DP3 flenasiian

o

a0

Wesnnwathefidiuusynovvesnsudadvunuassiuie Jududiuiuarnuduaisiiun

NANAUNUINTVUANNUSU st eMRuaslUildaniwiidanswausatie DP3 wuxatieluusuna

J = a 1 Id ° 1 a |l
il’]ﬂﬂ’?l']‘l{!ﬂéj@]i ‘\Nllﬂ’]ﬂ’)’]llL‘lJ‘LJﬂi@G]'Wﬂ’N‘V!ﬂQGﬁ 4A1 pH agn 2.80

a1

o luiasiziian Water Activity (Aw) NuUInansilan Water Activity (Aw) Fuanen

% 1 a v

AuBY19NY8EN

[ =B

ARYN9ERRA (p < 0.05) WU uUSINadeNEvaslUluusavans e Water
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Activity (Aw) 881 0.51-0.57 gns DP3 dlein Water Activity (Aw) gsfian usdsegluinasiveanis
Fuunviinemsuis (dried food) unefisemnsiitian water activity Heendn 0.6 dunIdvn
gialdanusadyla A1 Water Activity (Aw) a1nnanisnaaedbsidulunuunnsgiundn o
yuruinuaznaliuf (ny. 136/2558) Aifinnsiiuunlia1water Activity (Aw) dadlaitiu 0.6
(Office of Industrial Product Standards., 2015)

ATLI96R (Toughness) Niald ldunnsnsiulugns DPO Au DP1 waglduansnaiulugns

o w a

DP2 fiu DP3 usillmnuuand1aiuegeiifoddgymieata (p < 0.05) ¥998n5 DPO, DP1 fiugns
DP2, DP3 gnsiidiuiuamstasnntuiidussinanas gns DPO A usinuiniian fo 0.0714
iy g3 DP3 fleusedifosdign Ao 0.0126 Tadu

MnmsiadiAumien (Stickiness) vesuandnsiudonuiiiinsudusadiefifiunedae
Tusedusng q dulduandsiulugns DPO fu DP3 wagliunnstafulugns DP1 fu DP2 uddl

ANUUANAeiueg1aiitud1Agyn19aiia (p < 0.05) ¥esgns DPO, DP3 fugns DP1, DP2 lagein

<

= Lz a . pRp 2 Y a
Auwtledtilunaatnumadu (pectin) Niludenuiideng weduduluianavesanslulanse

Y A va

a v A ° I3 i < a & Ao a s
L“Uﬂ“ﬂi@u%lﬂu%]'m'ﬁﬂ']u%uuﬁﬂL‘LJ‘L!ﬁ']iﬂ@L"ﬂaLLazL‘LJ‘IJﬁ"IiLWﬂJﬁ'JWﬂHJUQJﬂmﬁQJ‘UG]LUU@NG‘UIWL@@i

q
1%

(Dayang et all,, 2017) a1nnsiinrsteffidulszneudutiniasgaieiu wagludiunauves
gnsnswanfenumilansurusadiediivsinainaegisesay 14.06 -15.06 meunuaudRves

wnnadadudiudiedinenumieliiugasniiniadunedie wigasibiunsdieuniian 75ee

a0 I

az 3 nauilAauwmiledanasuniesnitgnsiidiunadiy Sevay 1 uar 2 auddu Lesanlung
treuuiiilethenesdudiulszneu gasibiunsthgluvinnauniuiuinannumuiniuainiis
Thenadlundndusiuntuaulumedmalilaainnumiietanas
2. uamsAneAuAmMslnvuInsvaldenuitensususalieg
o = = ' = Y @ ' & a a & a -
WailSeuiiisunurmislasuinisvesUdonuiidensuausatne Adunadaslulsunum
WANANAUNG 4 58AU U1IATIERAUAIMILATUINIST Laua ALEY 1o TUsAY tadu Teamis

9vUA ANSLULELATA LATNAINUN LIS UNIAUA bPNANISNAADIFIL

dl 1 U U =) ¥ U 1 6V
N340 3 ﬂiMﬁ’]‘I/l"NIﬂ“UU’]ﬂ"IiWe] 100 NSUYDIUADNLNILNNTHAUTAUIY

AMAINIY wasnufaanswiusatteifundeisdusng o

Tnauns DPO DP1 DP2 DP3
ALY (g) 28.24"¢ 28.43° 27.99° 29.22°
11 (9) 9.96° 10.99° 11.71° 11.76°
TUsAU (9) 3.72° 2.02¢ 2.49¢ 3.07°
gty (g) 0.05° 0.01° 0.03> 0.14°
mssdadenuialinsusiusathe 125
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AMAINIY wasnufaanswrusatteifundeiszdusng o

Tnguns DPO DP1 DP2 DP3
Tooms (9) 3.02° 3.57° 3.71° 3.79°
Aslulanse (o) 83.23° 83.38° 82.04° 81.22°
Wa99U (Kcal) 348.25° 341.69° 338.39° 338.42°

[

nemg 6nws > > luwnueulansdsnuuandsivegeiidudfynieada (p < 0.05)
1NA15197 3 wansnuAmalnsuINTYeInAnasiudenuisinsuiusatng MfAuu
TreluuSmnaiuandnatuis 4 szt wut s 4 ges Svsmanutu | Tusiu luifu leemns
a1sTuleinsn uarndanunanun firuwana1sfuegedved fyn19ads (p<0.05) 1ile
WisuiiguamdunuvesUianumdansudusatng (gnsauau) duludenuiidansudusatng
Wiunathefesas 3 awnsotisaandsenldf .83 Alaiaaed wazifloomaifiutu 0.77 niu

3. HaNMsANEINTEaNTUVRLUILAA

i

INAINABUN U TEAMAURAA 19N IAAZUUUAIIUTOU 9 S8AU (9-point hedonic

scale) Vo UaDNWAINTWHUTAU8TANNIT8TUUSUNUAWANA1IAUNG 4 S2AU LaKkA DPO DP1

o w aa

DP2 uazDP3 (f49151991 4) U1 919 4 gas dazuuuauyeulanseiuegaildedidgynieed

(p<0.05) dsgauaziuuAUYUVBINAMINYragluYIIARReTENINe 4.21 fie 8.04 Feaglu

(%
LYY !

nauiszauAusliveuaniey Gweuuin WeRarsandonuidnsuiusadog s 4 gas wui

v o

Werdunstigluusuianuniu dawavinliniseausuildoniifensuausatne szauaig 9

[
Y 1 A v oy aAA

Wndulunnauanyue eniualedudanianzwuuanad iWesinnsiiuusuiuvenedie

AINANIIUTZENNEUNE A UANFUVUIUINNATUNSAIVDIHNIUIY ATUNAULNAUTILTALAUTY @110

Y
a [ |

naunduUaanknidansle eusavIfdlsasent Wesannuansuntiinsadssniudiulsenau

fifonay 1.46 - 1.51 Ten pH pgfl 2.67-2.80 Fefimubunsnunnmsiusavesiuissusaieald
o fsaifu savu uazsanfvesthemunn savfnamnaifisnniunsUiinamstaeiih
Tugns fumureulnesa dWsdumaiuamemstofiduluges dududeduda nud den
anaadululufiemaieriufunsiinsesinmenimainnsiasanumien (Stickiness) gasi
WWrstheunniign DP3 SmanumileianasniiosningnsdP1 uas DP2 muandu 99nasedi 4

azulaindnsusiudaniiiinsiusatle AlUsuiuretie Savar 3 veuiutndlunay

Qe

wunans DP3 fiAmazuwuunisuausulunnaudnuasuniianeniiua L leduliansauiain

M3 DP1 AzluumNyeuegludeAnaiiesening 7.50 s 8.04 Faagluinadisziunausyeuliu

e =

na1a faveunn ansoP3 Fadugnsiluneensuvesuilnauniign
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A1519% 4 NANISNAEBUNINUSEAMAUNATDIUADNWNILINTWHUSAUNY

AANEALY wasnufaanswiusatteifunsdeissdusng o
DPO DP1 DP2 DP3
a 4.21% + 1.12 5.38° + 0.93 6.04° + 1.31 7.63° + 0.88
néu 6.03% + 1.15 6.57° + 1.07 7.07° £ 0.71 8.04° + 0.65
AR 5.09 + 0.26 6.45° + 0.79 7.27° + 0.64 7.96% + 0.71
o 7.21° £ 0.77 7.75% £0.77  7.35™ + 0.65 7.50° + 0.64
ANTOULAETIN 6.61° + 1.03 7.00° + 0.69 7.28° + 0.50 7.82% + 0.66

o (%

naewmg onws > > lukiueuwanatanuuanaeiuegelidedAgyvneadis (p < 0.05)

31nNN13ANIUSUIRsTIeNwnraudenunnEn dugiUaenwidnsuiusadae
HavesaudAnIanIgnInLazLAll N15EaNTUNIUTEAMANNE LarAMAIMILAYUINT WU

wWaenuAlansusiusatny ans DP3 dA1 L* aduadnsdesfiagn @ium1 pH waga Water Activity

9

a

(Aw) Badutadenigluemsndwmasionisasyivlnvesqdumnsd ans DP3 da1 pH 2.80 9ai
Wuemsinidunsada (High acid food) fnnudunsa - A1e @10 3.7 M1e@nuan Water
Activity (Aw) 887 0.57 Heintesndn 0.6 TudruazwuuauveuveEaaaulinIseausulunn

'
v ! ! v o A

AMANEAY AIATLUNEINTINNERTENLIUALTAUNENT099INgnT DPL Wignsniin1siiunedng

q

4 3 gos denezuuunmssondulunnaudnuasiiiazuuuiniignsaauau DPO aglutisdiads
sewing 5.38 F 8.04 Tvogfluinausiszdusaunddniasy faveunn fdunafunsthelumande
Waenufsfanssathe Afesas 3 (gns DP3) Fslinadiign nameiuauamslavLINITVeY
Waonuiifansususathe ges DP3 fUSmueuiu i Tsiu iy leawns uageslulawnsn
Wiy 29.22, 11.76, 3.07, 0.14, 3.79 uaz81.22 n¥uda 100 n¥y nasausismuaiTiy 338.42

AlakAassme 100 N5y

A3UNaN15IY

NnMsAHARAusUFonuilansusiusatoe TnefnuinslinedieUTunuimnzaues
natae wuin Usnamemeteiiddlumsndaiudenuiuansuiusatasiinseensuvesiuilan
snnilanegiifesas 3 vesimiindunaniiomn @as DP3) nslineteluviinainniudaasie
msseusuludud ndu saui uazaumeulassiu Aifldesuuugty widuidedudaliaeuuy
anad TuauautAanienignmazal wuan Ysunurstiodmayinliaduns A1 pH uagA1 Water
Activity (Aw) 1fisit usienussdn (Toughness) wag AMAMUATE? (Stickiness) SAnanas lWaenuin

FansuHusateNTNSIRLUSINAURIT81IN Y ddnavinlianslulawmss wasndsunaLnanadasng

nnandenuiaTansususatae 127
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fifudfyn1eada (p < 0.05) WeFeuiiisugns DPO (gnsAuAx) U gns DP3 msiiiaTaunal
nafeaninsndasanndsnulife 9.83 Alawaed uasilloownaiudu 0.77 ndu meduamen
MlABUINTT gAs DP3 fUSInanuay 1 TS Tusu loewns wazendlulawmse wiaku 29.22,
11.76, 3.07, 0.14, 3.79 4az81.22 nSume 100 N5y WU IMUAINTY 338.42 Alaumraesse
100 NSy
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ULAUBDLLUY
mswanudenuiadensunusatieaunsaidusuwuunsilugnisndanazdadmungluds

malvdle TunsideasealumsinisAnwiiiudulusaseswiavesansasundiansoilodua

youUdenuiilinsuiusalng wasfinwiongnisifiusnunvemdndasriudonuiadinsukusadig

AnANIsUUIENA
YovauRn aniuITeuar iyl unInerdesudginysysal lner1un1siiansanain

o

drunnuausnIsUNMsdUESIINeImMans ITeuazuinnssy (@na.) lalinuganyun1sidenssl
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Abstract

The purposes of this research were: 1) to study how demographic factors affect the
decision to use a health establishment 2) to study how demographic factors affect opinions
on marketing mix factors of health establishments, and 3) to study how the marketing mix
factors affect the decision to use the service to relieve office syndrome.

The sample group for this research comprises 450 people of working age (20-59
years) in the Bangkok area, randomly sampled from 37 licensed health establishments
across the 6 administrative zones of Bangkok. The questionnaire was used as a tool for data
collection. The data were analysed by descriptive statistics for frequency, percentage, mean
and standard deviation. The hypotheses were tested by Independent t-test, One-way
ANOVA and Multiple Regression Analysis.

The results of the hypothesis testing revealed that: 1) the demographic factors

affecting the decision were career and income level while sex, age, and level of education
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might have had an influence, but it was not statistically significant. 2) the demographic
factors affecting opinions on marketing mix factors were age, level of education and career
3) the marketing mix factors affecting the decision of 62% of office workers were product,
price, promotion, and process, whereas place, people and physical evidence were not

significant factors in the decision.

Keywords: Marketing Mix Factor (7Ps), Healthy Establishment, Decision Making,
Office Syndrome
UNANED

[V
VU aAAav

mMsiduaseiliinguszasd 1) efnwidadesulssninimand Afnadenisdndula
denlduinisanudsznounmsiiequainiilenounaiseiniseeviiladulasy 2) iefnwindiy
uanssvesiiadesuuszansmans seanudnifiudededudiutszaunisnisnain 3) ilofnw
Hadefududszaumanisnanna (7Ps) Adkaensdnduladonliuinisinmsanuusznounis
ioguam

naumegsdmiumATefe nauisvihaluwangunmamiuas Aoy semine 20-59 T
F1u 450 918 1aen1sduaInan1uUsenaunisii eaunwluluAnT unnLvIuAs 7 La ¥y
TuaygneUsznauiiants sl Weunaiau 2560 - fluras 2563 $1uau 37 wiks 210 6 Hudivh
nsammavuas Taelduuvasuauduadesiiolunsiiunusudeya vhnsinszsideyadie
afAlanssaunnanud fovas Aade wazdrudonuuinnigi waginmegevaLLAgIy
18 Independent t-test One-way ANOVA Wag Multiple Regression Analysis

nanside wudn 1) nguisviavluansanmamiues Aflendn wagseldfiunndneiu

a

danasonisdandulaifenlduinisanudsenounisiioguain luaaed tna 81g wagseay
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Abstract

This research objectives were to study the impacts on the wholesale clothing business at
Pratunam under Covid-19 Pandemic and also to study the effectiveness between Facebook
Ads and Google Ads towards generative sales leads creation of wholesalers at Pratunam area.

The data of Facebook Ads and Google Ads were collected from Facebook pages and
websites of Private Star stores. The first phase collected sales data of entrepreneurs during
COVID-19 between March-April 2020 and March-April 2021 through offline and online channels.
The second phase collected data on Facebook Ads and Google Ads by comparing all four
campaigns on each platform on the same budget from March 25, 2021 to April 30, 2021 for a
total of 28 days.

The results of this experimental-based research showed that the most effective advertising

platform that created the highest sales was Facebook ads which can generate sales 5 times
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more than Google Ads at the same budget and the same time. As for the impact of COVID-19,
the offline channels had a significant impact on creating the product sale due to the lockdown
in 2020. Meanwhile, Facebook was the most affected online channel because the outbreak in
the third wave affected consumer spending’s. This research will benefit wholesale business

operators in using digital marketing tools to adapt during Covid-19 pandemic.
Keywords: Effectiveness, Wholesale Clothing, Covid-19, Facebook Ads, Google Ads
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Abstract

This research aims to improve and develop the quality of traditional Southern Thai
snacks (Kanom Krup) by means of quality and quantity research method. The context of these
snacks and the problems of manufacturing were studied. The research findings were important
factors to take into account in improving such as the development of manufacturing, the taste
and the shelf-life of this product. Therefore, the developing and creating innovative products
based on traditional wisdom were also studied. The traditional method by spreading under
the Sun and frying in a pan was changed to new method by using a hot air oven at 60°C for
165 minutes and then deep-frying at 180°C for 3 minutes. After drying, the moisture content
was 10.89+0.49 and the water activity value was 0.44+0.03. After frying, the final moisture
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content of this product was 0.16+0.01, the hardness was 379.33+133.62 and the fracturability
was 35.00+7.00. The development focused on the taste of the snacks. In terms of sensory
evaluation, it was found that the scoring of Tom Yum, Pad Thai, holy basil, garlic and pepper,
and ginger flavor was mostly between 6-7. The shelf life of these traditional snacks is more

than 14 days.
Keywords : traditional Southern Thai snacks, snacks, product development
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e

(% (3

awRanie Yssrnsidmneuseneumisunamdnvuuniuludunslveiuazsneyiians nqu

Uslaa nquwivu viieaulanily 91w 50 au §I3uasennuduiiusuasanuaiinauus e

=

d
38 n19q 4298 19UUU Snow Ball Sampling Technique ta3 o4il o7 14 Tun153 Feusznaudae
LuugeUaAAEfUMIRATLLNTY $1uu 50 g ileldlunsAnwuuynasazanudululdly
mMswauunguAusingg Tasfinasinsiiazuuy 5 sedu fe sefuinniige seduin sedu

Uunand sedutiey seautiosiian
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2. MIANWINTEUIUNSHAAKBLTATIRVRINAAS MTivuungu nsnaaesludupauiliduns
WerTaSuasionmu e USUU AN MYIuunF UV lUnUNSZUIUNINER S81R 918n15NY

=

Shwn TFIesgvinaunmnanienIn el 9aun3d uasmsvaaeualseamdula
U a aAg vy Y A Ay v a -4 Ay a - & oY
nnAuNlY laun uwdstnwmlledetiaudss Uimansie Bveliasua Urduliay 8ve
Todu tnazenn Besumgny UhUsadusazuavielaly uavdmedusaguaviesond
gunsnlansallefldlunisnde loun
1. 1A589 Hot air Oven (Redline by binder, ULM500 , Germany)
2. WlovoALUULNIUIL (Deep fryer Model on ET-TEF-7L)
2.1 Anwanreiwnzaulunisiuissunngy
a' v = o @ g a [ | %
Sunnrausdeinmierdiiagluazinlunsndnvuuniu lneuusdnadiuveadsdnm
wile : U0 9l 180:150 nSusiafiadans anntunanimansgadtl eeltensidluseming wil
Frmiler : imnansie Wity 11 (w/w) ekt saddsaduskununussanu 2 Haduns wad
FeriHusntaludduaden e anduth lUYNLRImLan1IENsNaaeIn mMurua L aA aE anan1ied
wishgaw lngilduwlmvan fie 35n1stinnuseu samiuazianily lnelsuasidunsiail
2.1.1 mnaaesi 1 nseuleglideuausounaumvnil 40 asmwaldea ¥ 1 19
90 Wil Yaefiges Tdvaan 150 wiil Hawvanfildlumseufie 240 Wil adlawmgiuusniseulu 2
| P | ~ | v o o [y P ~ I v
%79 Ao MIsuTusAE AUl sAInemINag @wsathundnle 9299 2 eliununlswiauay
= dy o =~ o a
UANMUIUALN mamlﬂmmzwmvjLLazm@U@
2.1.2 Mmnaaasi 2 Mseulagldfouauioungamgil 60 aswmiwailea 9197 1 THam
60 U9 Fa9ded 1gnan 105 wil saunaflgluniseuda 165 W
2.1.3 715798897 3 MIAnWAA Y3971 1 191an 120 w1 drena@ed Tavian 180 w1l
SN BLUNTINALAAAD 300 W
hnsAmdenanmemMavinwisivnsaungalagldinaeidnduns USinunuiu wae
sygzIaN g lunsyinwiie ndudshludnenduneusaly Ae UnTuwkuwlwisnlaluaalunseng
ToglglnsauunuUszanad 10 Wil wUISN1SALANABNITS 1958919 athglAuuLneI@Lasnaun
wedahlunesluniieneawuutisiuniiy (Deep fryer) igaungil 180 sl uiu 3 Ui auy
NTUALNBIANTINUNEA
NTIATIwRAUANUBIYLY loun UTuaeudy Ysinahdaseluemis (a,) e
Y 1 1 I LY Yao . .
FUlAvDIUUN (A1AUIUTIZUAZAIAIINLTY) NTNAFEUNINUTEAMANRATTIS 9-point hedonic
scaling (1=lalgaunniige, 9=vauunfian) Audnvaelsing & ndw 5av7A AUNTOU waY

AUYaUTI TngdvaaeuTy 1w 30 A ieliendndnuingandmiumsvaaedluduseoly
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2.2 mawaRaadueivuungusavn v Inethudadnumaniuinugssanegluguvesdn

a

U3ty (Paste) Tusaw i

a

Aduiifonlutiagiu 1éun sansems1 sadueh sansuilondnlve sa
WInunaalve uaysats

Surnmsthudsirmdsduagaausuigesanfnne 5 vie Aszduanm
daduvestihuafonay 30, 50 way 70 Tnenautygssaludrunanveshilly mngasutidmmien -
1h - thmanse Tudhandau 180:150:180 thanuasuazaelidiy wasviuianaiinislude 2.1
nouthlusuuisuazvenlaeliviioneauuutinduvion Aeamgd 180 ssmusaifoa w1y 3 wiil
wanAnsisarAliflduazsavAdaiu (control) thunmadeunsseusumMeUssavdiiadeds o-
point hedonic scaling fugMagouTudLau 30 Au Tutladesineg loud dnuarusng & ndu savd
ANINTBU UATANATEUTIN MaHUNInasUUdluUdenawysal ilefmidenseiumnududud
Is¥unmseonsuiigavesuLngULAayTauA

s a

2.3 fnwegmaiiuinwvesvunniu lneussyastugeegiideuvesduuuduaenTantn
Unge iusnuniigamgivenduna 14 Ju dufesnsnaeusuduisimun Saduays

2.4 msdwnzidaya MleseitayaannisiiukuvaeuaunMsfnuuiunagldisnis
AUAIAINLA (Frequency) wazAnSesay (Percentage) $2uUNMTHATILT NI d9UN1S
AATIEININMEANLEAN IEITN1TIUHLUUE IRaan (Completely Randomized Design, CRD)
nsnegeunUsTamduda Tsmsnamuwuuduluudenauysel (Randomized Complete Block
Design, RCBD) tA518%AUWUSUTIU (Analysis of Variance, ANOVA) WazlUSsutisuanuuanaig
YR i eszninedwaaadlag Duncan’ s multiple range test (DMRT) i ssupanand efuseuas

95 AglUsHASH SPSS version 20

NNV
1. MSANIUTUNLAEASMIMINUUNNTU

MM zideyamluvesireuL sy nNguaees 50 au wuindundsfosay
100 aglutaeny 45-50 U annitgn Fevay 26.00) sesmsnie F2907g 36-40 U (Gewaz 22.00) nay
fegsvesuan §mite uazdaula UszneuendwndnAesudnaialdinniian (Fevaz 28.00)
sesaunfe andwviun (Fosar 20.00) damedniiadenelduniiandediue (fesay 60.00)
sesannAehaIueang (Gevay 16) andnluaiaeusnniian 2-3 au (Gevay 56) sedaanAe
13U 4-5 A (Sewag 26.00)

NnMTieswilgmavassauastaauonuglunsudnvuunu Inenmsinniivniiuiasnig

d{' a @ 1 1 1 =3 1 v o &
FEAUFUDANDITAUAINUARALIAU WU’J’]HW&JW?OLLUQBBﬂLUUU?EL@‘UWNG] ‘lﬂ NU
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1) Jaymidunmsnann aanadesmsvusngutiossnn esnlidunddnlunguiuilnaily
fuilnafosu Tudanguiinvieadion susnguisdmmieldlutiamaniasiien Wy sumanafioudy
U sy vienududulmiluiui

2) ussy ot lifsgaladuilna liansns iinde Wosmnlutigiudinsussylugmanadin
yunalngiuazldensiauings dumhelusmmilansuas 180 vm Wewvwwadugavuelng qeas
100 vm

3) fAunenians esmnmsvihwuunsudeddinanunn sufsdesdiussnutie wiswlddes
Jalunweldanelunseunsy Yagiunuindndndiulngegluiaindemeny sgnelsinu fudauiandd
Fapsdiymsranuliauaula limsatdvayuiavaeediemdelunsnaneg Ung wu wearundd we
udl 91y 3¢ U viaruanvennss iy evudl Sunevitansaznestemasiumsinivuinsulaeiile
UININNTINUUTE L‘vmzLﬁudwmiau%’ﬂﬁgﬁﬂmmwawwwsﬁaqauﬁl’?

0) Fmsnan Jupeumehaeuiagienn gunsaifldliualiy vedidlivaende damil
wu 1wy Tugefislunnviaitng aauuseddisedagldinmiuumunisnnuan Ieeddlsifuduu
un uazaduliwes Jsbivasadedoquam mnuuidsunssuunssaslnetmelulagiden
Pawagvhliagmnauiniu Tusauiosas wu msldgouauiouumunismnuanmsssuyi
awthemuaununmyesesldiue i gnavdnvaueAdlumsndne s uavannsondnld
BRI

5) JUdnuainiednuuzUTIng WuigUuuy A ndu uassanivesuuunsussandunuunaiy
#o WugUwidinaw Ssavmu engnmafiudnwdy fnduituaniniy uasbifiaudmmidagunsdy
uananutls tima wazintu maasusarfauulnseneg Tadumaiudduuagnd uli
Sutssmuiy wesdunsdaaiugunmdnmaends maldluussySusifuanean meonu wwads
auauls fsgalaguilon wasasnsamunsresenduduimeshnusyiduildusndnuaives
Jaring sy sonila

6) Mamsatuayy Selifimhsrudunatuayy Rdudunmsdauaiuanudvioatiuayudiy

JUUSZIN Y59N5ARaTUSEUNEUNUS YIS DN1SHULTNYRINI9MSHaR

NNYeyaRnaITwY WeuwiinTed SWOT vasmsimansiaeilanwnsed 1
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M990 1 AT SWOT vaamsvinkansd asivuungu

9AKT4 (Strength, S)

Auslluiud maslaazain s1aluwn

@ a

2. JHARIIYINYEUATAIINAEINLY

3. yuuindnlalildansiedivisoingiude

(% L3

4. Wurwniiudles esauiniseysng

9ngau (Weakness, W)
1. NSxUIUNIHARE 98N naet une 14
e Juduanwiuiieinie
2. egaumen flosnnszuIumsHanvany
Tupeuuasinmuy
3. sUdnualwavddurasuuy SIuAUTIYI s
PMAAIHUNEUL
4. g ualuayua 1uUUTEINMLaY
ANU3AUNIAAN

5. WIAUTTY (Qewanainuunalviey)

Tonna (Opportunity)
1. anunmniveanalulagludagdu agioe
Tnszuumsnandiety
2. nszugoioguam ownsilalldansiedl
uaransiudeidaduniionogisnn
3. mahluadasou Wunquidne viliAnay

AEBIRILATEAVIEL

4. Syuatiuleunedaasuduayuyy OTOP

gUd33A (Threats)
1. fumuiuunltgty
2. ﬂuaﬁaimiﬁwu’%‘lmwmmﬁumﬁ’]L%fugﬂ
WU UL OUNTOU U TeUnTaU W3e
NARAUSTUINEIINNNITULTURE T U D
susllveutiu

3. ansussanduiusanvsnuluguyy

Pnmsieszinumslunsenseaug ddaaremsiead uniswdnvuuniu laenisiiy

WUUABUNINIIWIU 50 A tnedlinauinsiiasiuy 5 seu Ae seRuinfign seauinn seauliu

NAN Seeutiey seauleeiian uansdeyalugunsAmuinaifesay wuin

1) msmnsasAvesuungulaiiauvainvate Ianudeinistuseiuanniiagn Geouay

88.00) wars¥AUNIn (Sagay 12.00)

2) MIESUAMAMIIATUINITVDIVUNNTU HAUABINMITEAULINTIan (Sosay 72.00) uae

seuann (Goway 28.00)

3) MIussiueNivadelunisussyiiure daudeamsseauunnian Geeay 96.00) uaz

seauann (Seway 4.00)

4) nstaorgnisinusnyveuunguliuudy fenudesmsseauinniiagn (Gawaz 80.00)

WaLsTAULNN (Gasay 18.00) wazseauUiuna (Gesay 2.00)
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5) msldiasesdlepuuriauazdaduiioltlumsndnlviazan sIn3 fenusdeamsseiusn
flan (Fovay 76.00) uazszduann Gevay 24.00)

6) msliiedesiiorionnaaeuanmmaniusiviogluinasguieniu damiufoanissesu
1nnfign (Foway 72.00) waseduann (osay 24.00) wayseduliunans (Gegay 4.00)

7) msandunuNIHER TAudesnsszduinniian (Fesay 96.00) sxiuann (evag 4.00)

8) MyUiuUssanuiinanlvigniowmumdninasinisisnsiinlunsnanemns (GMP) fiaw
foansszduanniian (Fosaz 76.00) szdiuann (Gesas 16.00) uazszduuunans (Gesas 8.00)

9) M3enszRUAMNNYBIvLLNTUIMIlAIUINATEIUNGATueIgNYY (UNe.) TA2NABINNG
sefusnniian (Fevas 72.00) uazsefuinn (Gevay 28.00)

10) Mafiviigany antususesnunneuNngy famuifeamssediuinniign (feva 88.00)
wagszauIn (Segay 12.00)

11) mslmihgau andunasgiietesduduuazarivayueinnsnanuunsulinses

< Ay ]

wazensEAuRANMALAITTuTS S nunsrans Sanudesnisseiuanniige (Fevas 72.00) wazszdv
1 (Fogay 28.00)

12) meilneusunarianwelulaBfgtes daudesnssesuniian (Gosay 72.00) uag
sysiuinn (Geway 24.00) wayseauluna (Seeag 4.00)

PNMTFUAwlBE U vuunIuSasdmsTmigeg UssUseusananisaliloen
AANERN NTDENMULARIFUAAN TudinvasTnduAuarialudwminastegionil Insussyldlu

a A v

gananaRnuualvesenusmelugadn luadeneurunnuagldingAuvfednmieina daiu
¥ = o & A o [ ¥ = A dl = a a o v
Prwllgiugiuilowewdnnelyen Wuthivileinesu Welvanizillouaziden 1589100158191
= =t v o v da & a = o Xy = %
witlganaunfuagldussnuawiauliluwdeniideliouasten adetddnmileimamlasinuay
Thanlumsiuaglidudanuy grinvuungu Wi naies nvudvazunaies andald dddudedn
willeadusaguuny Jupsunsndnvzusenaumsmsinudaimmilsnnauiuiiasiiaansng
Wiy WilvEaduukiumnuszana 1-2 Tadwns windshwiuwdaluisludsds mntduily
v @ & o & a v a % a % =
MNLAANEVNIA AATUBUAWMAEURLN 817UsEN0 3 WURAT 1319 1 lBURAWAT LanInuandn
< Y A o & ° oA 1 A 9w Y = Y =
AT vdntursiluustesdlunsunssuuadlvivelvivuumesnay fAsnmit 1 udads
1Al LN UIUIUUNBIFIALANG UALIATOUTAYIRAIEUINIANTIHLAIUTBUINENTIEUD W
PNNsFUA sl REavuLnUlugwNevNeNg Ain WL sl 91y 63 U Fehuuununiuiu
11 15 U wudnguanlugineviandendenlduiddaun (R dauauiaswaiinainnisien

UIANALAUAFA UL FUTANWALTUNARY WAL BUUIRNS B1IT1UIASENINUIRAUR) e linay

SARNIZF YN IAYULTANUDULAEAIUNINNTN
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Tudunounisudauuunguress oyt dnsdaudasnansinslveuisdiu lasidu
mnmsdednmisudadn udailvuidisiu anduinidnmiendassnn 1 4l wdih
Trmileriidsfouq sensedliazidealdnarszana 1 $alus Taedivveansyym ngna
01y 76 T ¥m1dunenians fivszaumsallunsviounnsuinnndn 10 Y aednstddiddaun

luvauzsuazaoe s Tdu winlidduaulifedle Weleouavideniudrdwumiduudulaeldviou

Y a

a [ L3 A IS o 1 v v
NAFANNAN INNNTAUN YU UGN HUBDEANT 918 64 U WNANUUUNT Iummammﬂmma;ﬂa

Y 9

LLALIITN5V099 LNV UL LT TUADUNITWS T BNITT AT DUN UL LATUET WAZN

v
N v Ao o

wes annfadlugneluen uenannldsliinfurensenudng Weun 01y 62 U ¥mdunevinan Nl
Wnsuaeeaweadanu uslimatalunsviiudufsvuznidwdeazasys) Bumanseasly
gauiumsivhaulimanunUszanu 6-7 toulfy Wethmiliaziduaual anldnzazdsin Ansll

v

wintududew aelivnadnuielngiued fuluneas o unatainfisrsesuun waswitluwiy
1199 uanthlgnsuwdenszgalagldilu (A 2) ununisannuen laewusnisgradu 2 4o
WY Ueudasdinandavaialunsvenliin MIvenzluvonnTIaytng s MINAeINIT
Tvunnguiisarfivu Wklwusamiuima lnensiaeidimaiudimedunis isunaiiu
H a o c{' ) o v v Y] v |
Wpanefduruniazay Wethvuwasianu 14l 2 6u dourunuazauung 19 waamounld

o ¥ < a 2 @ ] a 4 1 A ! a b4 1
augnIalivusduatn Jaiuldavue Unehliuuy vieldgemanainyniingalviuiu
=y

o

o oA ] | a ] vy
AN 1 ﬂ’lﬁLLﬁ\‘iM’ia’i’l\‘i%umﬂjU AINN 2 ﬂ'ﬁﬁ]"]QUULaaﬂﬁgﬂﬂIﬂﬂﬁLsﬁwu

2. MIRALEZANEIAMNTNVRINAAN AN VUUNTU
2.1 nsAnwanEivnzanlunSIuEIIUNNgU
IINNIVAADUNUIVULNTUMHUAUN LA Tl Nwasuauasinla wHuvuunguAuilaain
mMseumeausoungumgil 60 ssrnwaided Y9 1 1611 60 U7 UVULLTINBVIN Wagsin
Duduls 92991 2 ounu 105 Wi (1 F2lus 45 WIf) IUVLNWAETY TINT2ELIAYEY 165 Uil
@ - i - D v Qll 1 i & i ! 4'
Juanmgimuganunnian Wenldsvesnaiesiianuazlinarianuduliuangdieaini 40

a1

pImaled Hali31nN15NuAnEl iU IIUANNT UYL LIUNNTULRENER (IN51N 2) urdlAn

v a

ANULUTUTINEINTT UardadlfuUsdundanasonunIn WU anmeInAigInkinNIIAIuAN 1899IN
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DUTUNAUWIAIA LTS lUAUUNSEYESoUY Ussunal 1-2 WiT wadsiilunendnassluinduiaum
180 DA @aLdyd U1 3 W9l AuVULNDIAILAZEN NUIULanvuzweinse wazliautdu 3
ussldgananadinUaaiiv (nmi 3) WethwuunjunawenlUInsenAInugL WuINlAIANgY

Sovaz 0.16 Wit waziiAd wasilodula (ANANUUTIZRAZAIAINULTY) Fauandlunisedn 3

asedt 2: U%mmmm%uﬁuml,ijuuuﬂ;uauﬁ a5l 3: Uty sd uasilodudaves
ANILBULIIANG JuNFUTuNIeALdn
gl anfildlunsviouks  %anudly Jaduiiasot Aiifald
(2961 (W) %ALY 0.16+0.0079
walded) ¥l fedi2 T Aind

1 L* 61.55+5.12
40 90 150 240  10.85+0.16° a* -0.43+0.03
60 60 105 165 10.89+0.49° b* 9.43+0.75
mauem 120 180 300  10.04x1.27° \iloduia
NS : fhnusiwanansiuluindaiany ANLUTS 379.33+133.62

ANUUITIE 35.00+7.00

AefuREltyd A N9EnaA (p<0.05)

1. wm

6. BUASIN 2

7. viom 8. finl il 9. UsTYLdQ9

A 3 TupaumsvivuunguluviesudRns

2.2 wamIWaIHAAsaeivuNngusaY AL Taud sansune sadugn sansufisamining
saralve uazsads Aszdumnmdudu 3 sedufe Sevas 30, 50 uaz 70 N e wansaeiv
nFULMAABUMSERNSUR TS 9-point hedonic scaling l¢assnsneft 4-8 aguls fail

2.2.1 fudnunirUsng wazd wuimunnsulgesalsissiuanudutudesay 70 165y
ATULLANNTIAR FiD 7.33+1.15
2.2.2 frundusa wulwuanguUssanssmefissiueadudutesas 50 Wsuazuuy

wnilan fie 7.47+ 0.89
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2.2.3 outloduld AUNTOU FAYIF KATAUYDUTIN NUIIVUUNTUUTITATIN SEHU

PuLtuSesay 30 lWSUATKUILANNYUTINLNTIGA

A15197 4: NaNSNAARUNUTTANAUNAYDI YUY

A1519% 5: NaNSNAARUNINUTTAMAUN AT UL

NIUUTITANZINT nyuUTasaRue
AENYMY dnsnedu (Sevaz) ANANWE dnsnedu (Sevaz)

30 50 70 30 50 70
fnwedy 6.53+1.04  6.93+1.01  6.73x0.78 Anvaz 7.06+1.11  7.06+0.94  6.86+1.25
Using™ usng™
iledua 6.93+1.01° 6.80+1.54° 593+1.50° deduda™  7.20+1.44  7.40+1.16  7.00+1.31
AINUNTDU 6.60+1.10°  6.67+1.56%  5.00+1.23° AUNTBU™ 7.26+1.41  7.43+1.00 6.96+0.18
ans 7.33£0.88  7.20+0.99  6.93+1.14 ans 7.03£0.99  7.26+0.78  7.03+0.93
SEUR™ 7.00+1.39  7.0741.08  6.53x1.22 SEYIA™ 726+1.17 730091  6.90+092
nausan 7.40+1.22  7.47+ 089  7.00+1.23 nausa™ 6.83+1.51  6.93x1.04 6.70+1.31

ANMUYDUTIN  6.93+1.20°  7.27+1.14°  6.3320.88°

AUYRUTIN™  7.53+£1.07  7.46+0.73  7.10+1.12

Wnewe : ns vanede lifianuwaneaiuedfideddny

v @

N9EdR (p>0.05) Mvnesiuanasiuluwueuiingg
snsiuetslidud1Aynieedia (p<0.05)

AN 6: WANITNARDUNNUITAMEUNAUDIVUL

ANINN 7 HANITNARDUNNUIZTAMEUNAUDIVUL

nyuUsesanseisunsnlneg nyuUasanalng
AANYY ansrdau (Fawaz) ANANYY ansrdau (Fawaz)

30 50 70 30 50 70
fnunlz 7.26+0.94° 6.93+1.46®° 646 +1.73° dnuanlz 7.13+£1.10  7.40+1.32  7.07+1.20
Usng Usng™
iledurta 7.13+1.11° 586+1.47° 540+ 1.69° laduiar 6.93+0.94  7.33+1.26  6.86+1.04
ANATOU  6.86+1.52° 526+1.25°  5.06+1.68° AMINATOU™  6.46+1.27  7.06+1.63  6.33+1.47
aine 6.60+1.47  6.60+0.96 6.06+1.77 aine 6.80+0.99  6.86+1.04  6.60+1.22
SAYIA™ 6.86+1.47  6.33+1.56 6.13+1.65 FAYIA 6.86+0.97*  7.13+1.10° 6.53+1.16"
nausa" 6.86+1.52  6.26+1.55 6.06+1.76 nausa" 7.00+1.05  7.06+0.94  6.86+0.82
ANTOU  7.20£1.34°  6.06+ 25°  6.06+1.55° ANTOU 6.86+0.89  7.33+1.26  6.80+1.13
JEEERH Tngsau™

A1519% 8: NANSNAABUNNUTTANAUNAVDIUUY

M99 9: HANTIATIEINIRATIINGT

ASUYUSISET 113 ﬁﬂﬂgﬁa fuio  Fuit7  dudl
AENYMY ans1du (Sovaz) AR — 14
30 50 70 Ujmfu N MUEN <10 <10 <20
” \Wogaunse LN <10 <10 <10
ANWY 7.33x1.15 7.26+1.08 7.60+0.81 » o
. . N Anlvy <10 <10 <10
1A o
P UQW N (Total plate nsziiion <10 <10 <20
\lodura 7.60+0.81  7.200.85  7.26+0.69 count) CFU/g 34 10 0 <0
ANUNTOU™ 7.47+£1.04  7.06£1.01 6.93+1.14
ﬁ’”s 7.26+1.01 7.33+0.87 7.53+0.62 ﬂ%uqmgaﬁuag é’ug]”] ND ND ND
JaYE" 7.33+1.02  7.27+0.87 6.93+0.69 N NI ND ND ND
nAUTA" 7.26+0.94  7.40+0.89  7.00+0.64 (Yeast and finlne ND ND ND
AUTOU 7.60+£1.03  7.53+0.63 7.27+0.78 Mold) CFU/g AsuLiigu ND ND ND
Tagsau T3 ND ND ND
UNewe: ND=not detected
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Abstract

This research examines the following factors that affect the consumer’s decision toward
the hospitality business that hired aged service providers in Bangkok, Thailand (1)
consumer’s demographic profile (2) expectation of service quality (3) consumer’s attitude.
The author administered a questionnaire survey to 400 participants from the selected group
that had never experienced or receive the service from aged service providers in Bangkok,
a descriptive statistic and multiple regression was used to analyze the data. The results
discovered (1) demographic profile in gender, age, social status, degree, occupation, rate of
income, types of services and influencer all had no influence in consumer’s decision to
use the service from aged service providers in Bangkok with statistically significant difference
at 0.05 (2) the consumer’s expectation that received a service from aged service provider
in terms of physical, reliability, responsiveness, trust, emotional tangibility had an impact
towards consumer’s decision in receiving services from an aged service provider in Bangkok

(3) while the attitude and behavior have shown a positive results, however knowledge
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revealed to be negative with the consumer’s decision to receive services from aged service

providers in Bangkok.

Keywords: Expectation affect decision, Attitude affect decision, Aged service provider,
Hospitality business
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(Assurance) mi@LLaLE]ﬂRﬂ?iQﬂﬁ’]LfJui’lEJQﬂﬂa (Empathy) (Parasuraman et al., 1994)

3. wnAnkaznguAefuviruad

nouf)iruanfedienianudaia Sautuediudinuresausdaiunediuniaves

Yo = I a

lassaisvesyanandlusuanuianiinga anue anuianiddedsladmilaly lagagineites

Y

U = 1 =3

AUANUFUNUSNLTLININULAZ AU FINANAD MININSIUASULUAIUDIDIAUTENDUNTNTENING
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89AUTENBUAUAINLS (Cognitive Component) BaAUszNauUAIUBsHal AUFAN (Affective
Component) 83AU3ENaUAUNGANTIH (Behavioral Component) (Schiffman & Kanuk, 1994)
4. wwnAauasnguifeatiunsliuinig
NuAaLIMALLLAIUINTT (The Service Triangle) MAgUTaduddyuosnsliuinnsi
AwngnA 1331 arsusenauluee 3 Jadendndndty Usenauldme nagns (Strategy), wilnau
(Staff) uwae 55UV (System) Fausastade Wisuailoudasdauesaumdsy (Gumi) Tned
aelurnauaziTeuaiiouduilan mnueludadadelutadondaly aumdsugudaagll
asutuduammaeniiliauysaiuazazduammasuselUlild duazuaniiein mavesle
sunilaluagnelAnnslruznsnalaile (Albert, 1987)
5. wnAnuaznguiiieafunsindulavesiuslaa
wnAndunmsinaulavesfuilnaldlinginssunsdnaulado/ 1 Audiuieusnig aud
MsUszfiufvasiugmunisinnsandiuyans daduisitandiiduienudfyuesiuduie
‘U%ﬂﬁiﬁuqﬁaiuﬂﬂﬁ;ﬂ’uLLazau’]ﬂm (Chatyaporn Samerjai, 2007) LLazLLmﬁm?{mﬁ’quﬁﬂsi
Juslnmenlidn uensiuanseanlunisde/lf vesfusinafiutseanidu 4 Ussian dail
anﬂiimﬁ‘%@LLU‘UL‘ﬂuﬁﬁﬁﬁmﬂ%@Uﬂaﬁﬁ] anﬂssmmi%aLﬁaammmﬁ’ma% anﬂssmmi%&wu
Fudou NAngTuNT1T8 BLUULANMIALNAIATATE (Supanya Chaichan, 2007) M1gufin13
findula (Decision Theory) wanslifuinnisnsgydruyaratuinamnanade vie lide
(Belief or disbelief) Iuﬁaﬂguq Fodunsinauladennssiunannavesanuideuarliiovedds
fanamtu Tnemumguidasd 15 Jadefifeitos leuvadu 10 Tadefifeaiufunnude uas
5 Jadefliisriutuanulide Admadenisdnaulauagnginssumedaay lnsudseendy 3
Uszian fail dededs (Pull factors) Jadeudn (Push factors) waziladaminuanunsn (Able
factors) (Reeder, 1968)
6. uwAnUazNquiAatuggels
wuAnUasANgIeTy taeutsld 4 sUuuy @il msudlasengdy nmsudlaedsns nisud
Tnedala waznisunlaedsru (Ouy Katesingh ,1980) Hasduuuifnfidsnasornudenaninves

J1emeuazdnlavesasony IalausuwiAninelfiud gy Usenaulusie
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N
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]
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Mnzauiun1si LA viivauduyd9ieuesdin geegusazynna Lasunaain

=1 1 [

NI¥UIUNITEIDNY WU N1SiiAlsAnIudy NsaeulaznIsseuiAuaveulenaieylelviasle

A1U130A5TNWIAVA NGRS (Matteson & McConnell, 1988)
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A5ATUNTIY
1. Uszansuasnguiiegng
Uszuns (Population) 714 @ nwrluauised Ae Uszvinsvidlned endeluian
ngammauAsY A Tefislineiiussaunsallumslduinsiugliuinisgeielugsiiauins
Tulmngamuvuassiua 5,676,648 au Tnengusiegns (Sample) Aeflinudunesidniieglu
deanesulatvewIdeludsauesuladnuaieviglad (LINE) uagiadn (Facebook) §1u7u
2,000 Ay
2. wsedlefldlumsiiudeyauazmaiinnisguiaeeng
qwu%é’aﬁiﬁqmmwwmmﬁaashwaa 81311k (Yamane, 1973) 31u7unaufI9e19 400
AU WUUABUNTY (Questionnaire Survey) lumsiiudeya §3deladenldiSn1sdunqusiegidlng

Yaa ]

laenilafisarnuuazilu (Non-Probability Sampling) laeldi8n1sgungudiegisuuvasain
(Convenience Sampling) #33elduuuasunueaulatgninviiusig Google form 1a$a1NN13
WNT5EUInTeY Covid-19 Tudnifiudeyaduilvivesmsesulatfetosmeivanzauiuuinsnig

(%
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va o

fideinasdnuuasuanilunadiunenndiady
1avin3U (Line Group) uagiadadusa (Facebook) aulddrurumuiiimunly wuvasuany 5
v Wuasinuszanaen 5 5edU (Rating scales) Tnefl 1 fi liifudieegnads luauda 5 Aoty
feeE19d e uuvasunNdILd 1 Teyadiuyaravesneuwuuasuam laamauliney
wuvdsuansEy e, 818, 118l ufsdanunsendielvildnguiaedeiilaagldusnisy
Tuinsgeleunneude aauasldsunsuinstaedliuinsgsioandeundelsl dwd 2 1eadu
anumanisgannuinsvesiuilanadldsunisliuinsiaeggels dedrswesdodanu 13

yadnnmateuandsveslviusnisvinlsivinudaduladensuuins liuinnsgeledaiiug
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liesduliinsgeloviogliuinisaeieduy Aaunsalinsuinmsldaliseiu Wusu dw
7l 4 Redestumsdadulaifioideniuuinislugsiauinislaedliuinisgels Tneilfedravesde
o 1wy aoudsznounisiuglilemalunsUssnovendnunidgels Sualiviiugaduls
Fenlduimsdugsiauinig sy uazdrud 5 Ferausuusifisndn (masunslruinsvesige

Yolugsiauinig) Jadumanlulaedavazlindenszymuaiuadaslawazdoiauowuzvas

[
va v

Anounuudeuny Tneeigidelfeanuuudniuliaonadesturssunsauiiieades vdsmnidy
#dslifuddenvinuile nmaaeunugniosanieomlueiesdiedodouuulseifiuadei
ANNABnARBY (Index of item objective congruence: 10C) Nﬁﬂ’l'i‘d'i%Lﬁuf\]’]ﬂEEL%EJ’JGU’@WU’j’I i
Ag9n37 0.5 YnAnIY Fevaneds wuuasuamiiniufismssveama U AR TEIY
(Rovinelli & Hambleton, 1976)

3. mMsaneideyauasannnly

g

eiAdeiifunuifedaUiinm (Quantitative Research) lngldinafian1sidesaseluil
1) A153LATIETaRATINTIUU (Descriptive Statistics Analysis) Tdlun1siiasieidayaluniuy
Usgnsenans wag 2) MsIAsIevideyantuauAIanisiasinuadlagldadAganssaun
(Descriptive Statistics) 3) MTAnTevideyaiionaaeuaunigiidslnenslinisinszianaos

Wit (Multiple Regression Analysis)

A3UNaN15IY
A15°99 1 nan15BATIgriRLLUsUTIUMBReIvesladudiuynnanidnsnasensindula

vauslnaiesuUINslugsiausns niglvusnisgedeluwnnavmumiung

Aunsla A2uUsUsI SS Df MS F Sig
Tun1suslaa
LN sgwiengy  1.015 11 092 189 998
nelungy 190.356 389 489
5 191.372 400
918 sgMiengy  17.990 11 1.635 1022 .426
nelungu 622.778 389 1.601
5 640.768 400
anuy sEMiengy 8.998 11 818 1.020  .427
nelungu 311.830 389 802
5 320.828 400
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arunsla  AuwUsUsau SS Df MS F Sig

Tun1suslan

nsfn sgiengy 5.970 11 543 752 688
nelungu 280.783 389 722
5 286.753 400

91TN sevienay  15.276 11 1.389 1220 271
nelungu 442.704 389 1.138
e 457.980 400

selasieifiou sgiangy 17.660 11 1.605 1503 .128
nelungu 415.413 389 1.068
e 433.072 400

UAAREIBNENE  sewinangu 12,979 11 1.180 837 603
nelungy 548.278 389 1.409
5 561.257 400

ANWULEINAUINT FenIenqy 8.646 11 786 667 770
nelungu 458.266 389 1.178
5 466.913 400

N o

*ydAynNananszau 0.05

M15199 2 HANTIATIENAUNTTAANDLNVAMTENINAINEUTUSVDIAIUAIANTIUAZNNT

Y

fnaulaiadansuusnig

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

(Constant) 2.772 201 13.798 .000
AUSNYULNEAIN 079 044 109 1.786 075
fuANuLdeie 047 050 061 923 357
AMUMSABUAUD D 087 040 130 2.186** 030
ATABINTI 029 049 037 599 549
supnulinds 050 033 080 1513 131
FuUNSDeInla

R? = .091 SEE = .331

*frfpdrAgyneadfnszau 0.01
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Abstract

The purpose of this research was 1) to study the current tourism situation of Maha
Sarakham Province. And 2) to study tourists’ behavior on the new normality in Maha
Sarakham Province. The research period was from March 2020 to January 2021 with a
sample of 400 people involved in tourism in Maha Sarakham Province. Stratified Random
Sampling was used. The data were analyzed by using descriptive statistics. Most tourists
have a travel purpose. 73.9% of travel/visits, frequent travel per month, 67.4%, traveling
alone 18.0%, number of traveling companions, 27.6% having the type of vehicle that you
use to travel Private car, 64.7 percent, travel time less than 1 day, travel expenses 1,000
baht or less than 42.9 percent. What media do tourists know about the tourist attractions
in this province? Internet/website / social networks such as Facebook, Line, etc. 40.4% for
travel behavior on the new normal of tourism in Maha Sarakham Province, concluded that
most tourists have opinions of tourists on Maha Sarakham Province Guide Tourists plan

to travel to natural sites in the future. The highest level (X = 4.98) followed by taking into
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. The highest level ( X = 4.81) and the least comment level was the

need to travel to the festival area. at a low level (X = 2.20)
Keyword : Mental tourism, Tourists” behavior, New Normal

UNANEYD

unAuiTed itngUszasd 1) Wefnwianinisainsveaiisnluifagiuuesdinia
UMA1IANN Wag 2) WeAnwmgAnTsunisiiunisuuanuundlnivesinvesd saludmia
wmansau Tneldsvezinanidedausidion Suiau we. 2563 89 Wou unAu wa. 2564 Fungy
f0819 400 Au AiAsndestunsveadisamiaumansauld3snsdudaegauuudugd
(Stratified Random Sampling) a1nuianTiaszvdeyalagldadfidanssaun (Descriptive
Statistics) 91nATITENUIY Unviesdiendndngfifnguszasdlunisiduns vieadlsndouw
a0uil fovar 73.9 AnwuBlunsiiumseliiou uuaess fouaz 67.4 umanAuie) Sesas
18.0 SMIULTIAUMNG 1 A Fovaz 27.6 Ussianvesnvuzildlunisidums sasuddiui
Yovay 64.7 szoganiiiiumnatioondn 1 u daldarelunaiduma 1,000 vinmiesinit fesay
42.9 Wnvieufismmudoyaifsriuuvaaiondisadmiadandeln sumesidn/iuled Todea
\WAAsA WU Facebook, Line Wudiu Sovay 40.4 druiunginssunsiiunsuunnuunfluves
mMsvieafirdminumansaiy wuin dnvieadirdiulvafaudaiusenginssunisidunisun
mnilmivesnisieaisrdminumansen Ao Unvisaflgrnausudunisieaiisaunas
s93uTALUBUIAR SEAUINNTIAN (X =4.98) Sesadunde Ailafendnuazen eglussiuanniian (
X =4.81) uazdadeiifiszduarAniiutiosdian fo fesnaAunslussiuiidnmumania aglu

s¥AUtioy (X =2.20)
Y] a a 1 a Y | d Y] [y
AdALY : MstunsuuAuUnilnag ngRnssudnvieadion Swrinumansau

Ui (Introduction)

A01UNNSAINNSYIRNNEITEN  wazUsemAlnglASUNANTENUBE1MUTNINNAITINTTEUR

[y

Y04lAn-19 Weaninieienainvieaiiennausewmaluseiugs (Bhaskara, 2021) indeouly

alul 2562 elauseanas 2 Tu 3 wanneaasisseina” g svediigwisUssmalneianta

yngauvewinaedlngd Tl 2562 Nk unUsenalneiiduiudnvengidsnidiaunadng
Useinadszann 39.8 d1uau as1e5elasne 2 audiuum dutnvisaiiedlneiiunies 172
a1uAL-A3Y aseeelauszana 1 a1uau windsainidadya New Normal Liiesainlsaszuiale

I0-19 uazaulnedeseg inungaeiiond vilvidnvesigimsnaliannsaiumald deal
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Tud 2563 finvieaiivweRdumadngusamalneiaiudion 6.7 dueu luvaeiinvioude:
Inedumadisalulssnasn 95-100 d1uau-ads dwalissldsmnmveaionaduindous
7.5 LAUAIU Y39aAa9313 70-80% 31nT 2562 waginizviaslgauniu (supply chain) o9
gnanssuvionfiedfivuinlug aseuaguAsitemarsdiu vl ildsuamidensounin
anunsalmaviesisamgavsinlaldfiuagusznouns uidsdiussnluaavieadidndiuou
117678 (Tourism Authority of Thailand, 2020)
nsufvesnIAnIsenfisiiaranadesiunisiiuivesniaiasusAaninaiues
nangUssmaiininiteasdeddinarsrana 2 Tlunisitududud (Sharma, 2021) usnisitugh
yesnamsvisaisddouisBalosiuiiadenarsodne Inslanzmaliafuinriouiisaanaain
fnend” ey Tuanunsaitlaguuiildannsaaansaieuanldedausdugn osinay
WasuulasiiRnTuegnaonnafusznaumnasiildiuieadesiniuagdosusud muuma
afeeldfiunnsaainluein ielianansadudugsialauiladn-19 szdsdniueglnglusisg

natinaned1eueknuknulivesgnamnssuvieunelne vy lalausuuinianisiuy
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Y 1

meldumunanituatulmliogne wnuiifing’ aseunquzezinan 2 3 duust 2564-2465 iaman
flunsviondisnegaineassd afumsvesiisrlnglidumsveaiiorfifyadgauuiiugiuves
mMsviesifignegsiuiinveuLazeuugUuivinzan tneiuminlunisannisfisiainvieaiien
f9RAkaLIUYINRaNRANa A NS IEleNINNIIUT I Lﬁa%’uﬁdaﬂqwé’ﬂﬂ% (Zhang, 2021)
dedfiisazdeatdsunlasie ‘nMsansiuiuinveadisy’ u “iualdtiaseiy’ e
Usunmvisaiiealneainaainlng (mass tourism) Iiidugamnevatevisaunin a¥1an1s
viouflregeuiinveuaasnvedudvieniisafifnafuandsanisiiuun tnglud 2564
ynaueitiureaielutssne Sunquiinveadienlnefidsadiiidsde liiendundualan

AWy Teiasie aseuadl fiauvainvatgniang 1avuazdailnguussyudunui i

Y q q

ANudAysenalnnIstupfoulsema d@nlud 2565 Mavdasvdunduinaainaeeid aeln

!
AEAyiuNTTIeaIanliauamzlidnenmlunisldinsasegadunguinsngunin nquun
$hwida (Supasorn, 2021) ag1alsfiny Shaikh (2020) Mlana1vin ndsingalasalain-195zu1n

¥ 5 dgj I g |lﬂl 1 g ¥ lﬂl QIJ ! ! U l&’
e Asstiaslylalsnssuinasilvaiian uavagldldasianvenaumlanagnuae wivdi duaind
U 22dl5ATE U UNINT Y UBATININTUDNLT 08 9 Wagagdin1sunsnsz18vaadolisadn
971UUNIN (Abdul Rahaman, A. R., & Hongxing, Y,2020) tag Davis (2020)

F303a1val (New Normal) tuuuimisiivans 9 audzfessudsuyanginssy lutis
Th¥ashieanunsyunudiuasudinlusnu VTﬂﬁéf’emJ%’ULﬂﬁaugﬂLLUU%ﬁ%ﬁ@lUW%@Mﬁuﬁﬂaﬂ
nfiageenanthu tieluvhau Tulsadeu desfunvivnesaiithu mnsinrwdudusdeseen
ntuludeuds visudnseidlunuunmd sadeddantiininiiedestulse doaiusseving
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& a1 A = a & = & Say v 2
Juunisailiedussuznamiauiaduaiunely lunaanmusiilanateidu New Normal lu
dsAu (Ministry of Higher Education, Science, Research and Innovation, 2020)

Y I aa ad

nala183n3flnal (New Normal) agneliinguuunisdnsnuiivdguulasidves

Ao A

USenNazUSusqlmdnnunsaiunianisinagilasukdasnisyinaulvanedmdiadnvieaiieddl

[y

$1n naduneiildasmniensszdesdalddelunsidumanniy uwidinsziluguvenis
vionfisalusunuuidln inginssuvosgndnddeuluuasvainvansuinduiinndidanda
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MesvaenuInuayszaaniiaesiinium dwasonsiiumateniisvesinviendienanania 90%
Tnsuvawisafismdnvesiain fie wszususwgu Inseednnulningzsin uazansyoziam
n15dnN1sENsEsInaIn 18.00 w. 1Ju 15.00 w. (Maha Sarakham Provincial Tourism and
Sports Office, 2020)
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LY o Ya

PN UAINANEAYVRIU YT NRUANTH I8 TIANE WORNTIUNITAUNIIUUAINUNS
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Tslvasmsvieafignandaumeansay ielvlaundaadeyanginssuinvesinedludagduuy
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Tusupsiiasessuiunsiuneivasuluresinvieaiien siunsangddenisinaviiausyley

sansilUTEdwlaurenazdaivinisasly
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4 . .
ngUszeen (Objective)
1) Wefnwaniunsalnmvisaiiedludegiuresdminumansny

2) WeRnwmgAnssutinviesieilunisiiunisuuanuundivdvesdsinumansany

YBULVAN5IAY (Scope)
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av A Y
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Wiau JunAy WA, 2563 D19 1oU UNTIAN W.A. 2564 2) VoULARUUTEYINTHALNAURIBE19AD

naudnvisaigINAunIeigdludmiaumasaiy 3) veuwanuiuianadfandisn

v A

Vodiemasimdminumansaunuininveaiierlouaunaluuiniianludwin e wzusy

¥
[ v A

sIuIgU wanelnduil JaurTaidusarinnvsuiag way 4) veuwnilen1ide Iduilyai
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Poyalugmisldusglovilunisiaununisvesiigdlusupniiesessuiunisiiiuniiudeuluves

Tnvieaifien

25n15AN®1338 (Methodology)

Weilldimualszmnswaznguiiediefie nquinvisaiigaihunuveieludmin

Yaa 4

UMEITAY Imﬁmmaaﬂﬂaumasml,wwuﬂm (Stratified Random Sampling) ) wazluudazdy

1 o 1

QiwyNTguAog1aMuUFRg U (Proportional Stratified Random Sampling) (fagn 1%

9
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Uy, 2542) Aatiuideilduasuaznizaisuuuaeuniunisasninauiuiuteyag19aaela
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Jwasesdoiudeyadde soudslsznaununisldizidelonans (Documentary Research) lng

) 14
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AnRLTaNIIUUN (Descriptive Statistics)

Nan13398 (Results)

NnransAnudeyatiagiuvesinvieaiisadmimmansay wui dnvieaivadilvg
Jumangssosas 54.5 0193521319 51-60 U So8ay 45.5 dan1un1mausd 508as 51.6 536U
nMsfnwuSaes Sevay 29.7 yeldadedewdou 10,001-15,000 v fevaz 41.5 813nsy
579M15 umheuvessvseninausziavie Jeuay 28.5 uavlgldnuinindau Jeuay

77.0 dwiuteyaanunsaiinntuwesinvesigilifiunsiesigidaninumansau Aunuaail

M1519% 1 YeyaanunisaiUagduvestinvesigimsvesiedlatiaaiuredwinumansay

N %

TngUszasAlunsAumg

Vieudiey/leuruaniud 275 73.9
Aanssuienfunsng 75 13.8
FUAINTIUANY/NANIS 25 6.0
WBeund/mulziiion 15 4.3
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N %
AR TUMSRUNSsaLau
wuends 249 67.4
1 a¥uiteu 75 13.8
2 ad/iiteu a6 12.0
3 Adviieu 9 2.0
4 ady/deuiuly 20 4.8
ANYAIZNITAUNY
LAUNIIAULAYY 105 18.0
wumsniugfseauluasauaT 79 9.8
uynanfunguiilew/ fious i 158 22.6
WUMENAUUSENTIag Wumaniulriuvzedsn 16 2.4
Buq 32 4.5
FUIUFIUAUNN
L3ifigssiune 38 9.5
1 AU 108 27.6
2 AU 102 25.1
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5 Ay Uy 61 18.0
winvasnmuzivinullunisiiums
SOYUARIUG 238 64.7
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Abstract

The purpose of this research was 1) to study tourists' general information in selecting
resort services in Krasae Sin District, Songkhla Province. 2) to study tourists' behavior in
selecting resort services in Krasae Sin District, Songkhla Province and 3) to study the physical
evidence needs of Thai tourists in selecting resort services in Krasae Sin District, Songkhla
Province. The research instruments in this study were a survey questionnaire of 420 Thai
tourists. The data was analyzed by frequency distribution, percentage, and standard
deviation.

The results of the research revealed that the majority of Thai tourists were single
females aged between 21 and 30 years, with bachelor’s degrees and an average monthly
income of less than or equal to 15,000 baht. The majority of Thai tourists' behavior in
selecting was for tourism and leisure purposes, 95.2%. They found out about the resort's
information from friend recommendations or reviews on social media (Facebook, Instagram,

YouTube, etc.). 83.8% Tourists often book a room via mobile phone applications and the
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resort website, 43.8%. Most of them were travelling by private car, 77.9%, with their family,
46.0%. The Thai tourists mostly stayed at the resorts between February and May (summer),
52.6%. The average length of stay was 2 days, 52.1%. The average resort stay frequency
was 2-3 times per year, 54.8%. Three-star resorts, 40.5% with standard room
accommodations averaging 1,001-2,000 Baht per night, were the most popular choice.
52.4%. The most popular activity during the stay was sightseeing and tourist attractions
around the resort areas, up 55.2%. The majority of Thai tourists need physical evidence in
selected resort services in Krasae Sin District, Songkhla Province, where layout and

ambience are dominant.

Keywords: Needs, Physical Evidence, Thai Tourists, Resorts, Krasae Sin District, Songkhla
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Abstract

The objective of this research was to analyze the customer perceived value of café on
Nimmanhaemin road in Chiangmai province. This is a quantitative research which collected
data from 400 customers of café on Nimmanhaemin road in Chiangmai province by using
questionnaire. The data were analyzed by descriptive statistics and Confirmatory Factor
Analysis (CFA). The result of this research revealed that there are 4 main factors: perceived
price value, perceived emotional value, perceived functional value and perceived social
value which were consistent empirical data: X? = 1.81, df = 1, p = 0.18 , X%/ df = 1.81 GFl
= 0.99, CFl = 0.99, AGFI = 0.97, NFI = 0.99, IFI = 0.99, RMSEA = 0.04, and RMR = 0.00, the

weight of each factor was between 0.51-0.93
Keywords: Perceived Value, Café, Confirmatory Factor Analysis
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PRI 1.00
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Bartlett’s Test of Sphericity = 1940.478 df= 10 p-value = .000*
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.713
** e Yeddymnadafiszau 0.01
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Abstract

This study aims to 1) study the use of English in performing tasks of hotel employees,
and 2) compare the use of English in performing tasks of hotel employees. The sample
group of this study was 250 hotel employees in Thailand. The research instrument used in
this research was collecting data from the sample group by using a simple random sampling
method. The data were analyzed by using descriptive statistics. The results of the study the
use of English in performing tasks of hotel employees, showed that English qualification is
necessary in workplace (x =4.06) which the conversation skills are considered the most
necessary qualification (x =4.44), followed by the telephoning (x =4.24), and the business
letter (x =4.18) respectively. When compared the opportunity to use English in performing
tasks among English major and non-English major graduates, the findings revealed that
there was no significant difference in using English to perform tasks that were not related
to conversation skills. Whereas the opportunity in performing communicative tasks that
involves listening and speaking skills of English major and non-English major graduates was

different with the statistical significance at the level of 0.05.
Keyword : Factors affecting the use of English, English in workplace, Using English in hotel

UNANEYD

unAMIITelfiTngUsEasd 1) ednwimsidniwdengulunisufdfinuveaninau

q

T5ausu waz 2waiseuisunisldniwsdengulunisufuiauvessidnaulsusy 3803

massudleuiinevemsldnundngulunsujifauveminnulsusy 245



Dusit Thani College Journal Vol.15 No.3 September - December 2021

Adunside Ao iudeyasinngudiegisinninaulssusuynilng §1uu 250 A n1sdu
#1081998194918 (Simple Random Sampling) ad@filddinsesildadfidanssan annisfinu
wuinnsldnrwdingulunisufudauvesninaulsausy daufaviulunuaud@nag
Awdanquuesgaeuluvasuam Tunms eglusziudndu X =4.06) Wefinrsandusede
Bosddudnadsannunnlumiies 3 ddunsn wuii grevnuvasuaNdanuAniuinguaT
YA INgEIUMSAUNLANNTGA (X =4.44) sesasnAe Ul InsAw (x =4.24) wadu
WNEEIND (x =4.18) mudIAy dvdunanisissuiiisung uiiegei bildaunisdnwid iy
adanguiimslinnundangulunisuorauildlaldinue msilaas msyalsiunndisanngud
UMIANYIALNSINgy uilunsufiRnuideddivinuensiliwagnsyandunuingfiau
nsAnwAunIwdnguillonialdniwsingwlunisugdfnuuinnindwaliinanuwaneig

o w a

pgslitsdAyn1eaia (Sig 0.05)

AdARY : Jadedifinadonsldnrudingy nislinwdmngulunisufidfen msldnusinge

Tulsausy

Uni

Awsanguiunumddyegredsinnaudeddlunsfndeusraiuauiuuundsema
win s wsanquesszimalnelugsAauazaiadugdelivssauanudusaminiiaag
(Pitsuwan, 2017) lngdayaanuanisussiiudannuauisatuiiun1wdinguuesusemalng
wud Vsswelnedauannsolumsldnmndnguegludduil 56 an 72 Usana vatidlesan
Uszinalngladldldaussnquidunivindn desedvresniusanguil Taldogluszdumm
(EF EP1,2016) Fafimudduograseuififsdemndiglusumsianndnenmuesmusyye
dieliimfisusuusemanie Tunissesiflunsdumuuimasasnioudilunisuunisinuw
Wonsaniinuy wasfindaauannsomeinunnsangulildseduiiatu areonsettasin,
2016) aeslsfinnlevislumsiannsinsuitewsuaumioulunmaaiuaimunistya
ogsdsfunazainiduiuvesssmaiviliiAnnsiasunlamwesemaluounan ulsuesu
N3 nwveslssnadslulevislumsiaiua¥vaussauzuazanuaiunsolunisd eans
mw1dangy uazdoidunnudndusiiuressanelne (Ellis,2003) variidoussiauUszina
TWAfunsa suudasveslanuazsosiunizmsdinisasu madenlesssninsseina

[y

nsiauinwen1sdeasnwsengwiadudiud

Y

&
< £ o [ 13 v
ARNIUNNYENIId Qﬁqﬁﬂq‘lﬂﬁaﬂﬂq‘lﬂﬁﬂaﬂﬂutﬂﬂﬂEJ\TW

APausndunsiinnadsa waagals
mulUlalufvinfinas (Sriprasidh, 2009)

MNWITeveyadsifionsiseuinaendin nwasenaiaduaivimidiiauddgyuay

246 A Comparison of the Use of English Skills in Performing Tasks of Hotel Employees



NIANTIMFeNANs1H TN 15 adun 3 iweuiugigu - Suiau 2564

FudufiezdonssuiielddndedeansivanlanuazawisnsUssmafinilanseusuindy
miznﬂawsluﬂﬁ?%amﬁﬁuaqmgwé (Enric Llurda, 2004, Sriwanyoung, 2009)
Tutligtuanudesmsuazanudndufsatuaruannsolunisldnwdanguiiionts
T5ausy nud ndneulswsyaulnglasanslswsurundn gnuszautawilunisdeanstu
g lianansadilanasdeuvanedynuesgnldd delgmdsnanilaimganain
anuannsalumslinwiionsdoasdlilfunsgruviiiang anuannsalunisils wa uay
Awdeuiausssunanualiifisme doililiannsadilenuduiusvesniviuay

v a

TRIUSTTUDY 1IN DI FINAN DEAUSTOI AT UNITE DENT WAYDIVLAINALA IR DTINALTILTY

9

o
v v v =

Aedundnaululsausudieg Fsdanuaanidvaiansaile yanwdinguluseauafwunuas
desanunsalinulunisdeasedrefiuszansnim Fadndusgrediiminaulsausudosdan
dWlalufmusssuvessnisined wisliamnsaairsaiuyseiulaligndndualdusnissn
(Thaki, 2003) niinaulssusadssndudeudly Uiuussanuannsalunisdeansnusanguegng
159au il eatuayuANLFosnsluaIvIeTnLazAINA BN 5YDIgIATLTIUTILALLA NYY
AuAINIaN1nsilsai on1sdoans tneialuiuasdedldanuannsansaiwinndiu
suldun drdnd Tassadramishiennsal mMsiay 1siAIAIENNIY N15¥UBLE 99T
fwaaznanndanell nasnauidilannumineudsludiyai fyaluldnasenulngnss

(Akraranugraha ,1997) 7isil iiesnannwssngulunwainafidnisldegisunsvaly @1mnsn

v
= d'

IRnsedearsiuvnnyid Bnniduluatasdienldlunsiarmdeya dnasuazainuiiney
nnwvus Induegredanagdesdnisiauindngnsinausuiieiauinuaiuisalunisdedns
Awdangudmsuninaulsusy wsliuaanslueddns aunsadnsedearswavuuRaula

DUNAFDIFILALIUTTANTAINGWU (Sujaree, 2008)

Y 0 ayv

H93T8Feldins@nudadeidnasnenisldniwdingvlunisujiinureaniniu

Tsawsuieihdeyanlaunimusaresnuuunsiseunisaeulungusednniwndng wlivangay

a 4 o

fudndnuiiaglulsznaver@nlusuian ludnazidugsia diunisiida - deeen g3ianis

= a A

Viouiied gININISLTawsy §3AIN15UINTT sawlutegsiadugiiieades (Pandamrongsathit, 2019)
Wesnlulagiuil ssdnsuanewislinnudAgdunisldniwsangulufivinnu winldaiunse
= Y 1% =i 1% o & 1 vl v Y o & v vy A a
doansmwsanguld lenanaglinuiisdesas §ildn1wsengulandadudalaidieuunn i
Tanalunisladivinuiaglenialuniswamsmuwnisa@uduiu 39ladnyy n1siseuiisy
nwensldniwdengulunisuiinuvemdnanulsuwsy ielildveyanugiuiandneui
°o < =2 v = d' ! = = = a ¢V

dsamsfinulusswalneuasinfnwiauaindeusewme dWeuSeufigulazinsisvideys

Tumsthluysannisnisseumsasy auiauimaivmsiuiamminensuyudaunwdingy

dusuaulsaksusaly

massudleuiinevemsldnundngulunsujifauveminnulsusy 247



Dusit Thani College Journal Vol.15 No.3 September - December 2021

L

ngUssaeAnsITe (Objective)

1. diednwimsldnudinguuazanaudalunisldnindnguljifnuveamtdnaulsusy

2. aSeusunislgn1wdinguiasduunnslen 1w dangwuf UReuveandnau

T59L5Y

a v

35N HUIVY

[
=

Aeilladnwiuyszeng (Population) winsulsstsulssususnlvneluiowiowiian

aNUedinIa A Jinveuniu Jminvaus

RAIZRIRALN

v L <3

U L2 = 1 =
f JaninLe el RS NTILNINA Tneiden

159U5U5EAU 3 - 5 A1 NENA0E19 (Sample) Ao wilnnulsawsuyilvg 913U 250 AU T8EEIaT

N3ANYIAD WaunaIAy 2561 - Aueeu 2562 lagnsdunqusieg1eeg1adne (Simple Random

d a 1

Sampling) {Wun1sduilauBnynmiieves

q

waziludaszaniuiiazlidung

[y

(Koul,1984) Tneiseil

J [ 1

v

199098 ndIUDIA

Uszansidanurulduindnuaiilaniasg1awiniie iy
1A Lz aNd s ulgnuUsEINSNLENINARN8AE I

Usznouelszr1nsiwingiudawinay 50 #2989 x 5

F9139 = 250 fvee 1HASeslaNlglun1sITeABLUUADUAUIASNISAINUNNIAEUINUNTINTA

a wa

wazdinglusualdunadmin neatunmsldniwsingulunsujifvszanfusasaunlilodnvae

o w wva [ A o <) ! a wva aa a &
NUUTEINIU LLagﬂmﬁNUﬁﬂ’]‘H’]@Qﬂq‘HVIQWLUU@@HW?UQUMQWU adanlalun1s3Ase

YU

Y

3]

Asll Ao Aedy Tosay diuduuuunInggiu 2) ttest waz ANOVA ldlunisinsigviainy

wansafefudefniiuvesineusuudeunusensidnmsingulunmsu iiaudsedniu

lallgaulszdniu wasnauantanianimdingwasduunauladesiisgninisldniwsangy

NaN1578

1. msfnwinsidnredengelunisuifnudsednfuvaaminaulsusy

A13991 1 n1sfinwldniwdangulunisuiinulssaniureaninaulsasy

fanssu X S.D. STAU
1. Tlunswenealnsdngd 316 134 Uunans
2. llunsi@euldnouanuuney 369 122 Eah
3. Talunsnsenienans 353 127 Eah
4. Mlunswlsumsuseyy 310 134 Uunang
5. Tdlunstuiinseaunsussyy 286 147 Urunang
6. lolun1sinn19199u 326 132 Urunang
7. Tluspusuguninse 352 127 uMn
8. [lunsdnnisSeanisiiuna 385  1.19 Eah
ey 337 112 Urunang

248

A Comparison of the Use of English Skills in Performing Tasks of Hotel Employees



NITIeaendns1il U 15 atun 3 weuiueneu - Sunau 2564

A3 1 W MsdnsianuAaiudeldnudingulunisufuReulsedives
fmounuvaeuny lunmsa egluszduliunans (x =3.37) WefinsaundusedeiFvsdiu
Aadsnunlunides 3 dduusn wud grevnuvasunuimnuAndiuinlinvsnguluns
FamsiFesmsiiumanniian (x =3.85) sesasndoltlunsdeuldneuanmng (X =3.69) uazld
Tunsnsenienans (x =3.53) aud1Au

2. msAneldnwdengelunisufuanunlildanulszaniuvemiinaulsausy

d’ ¥ U a wa dl I 1 o v v
A13199 2 NsldnwdangulunisujuRaunlidleaudszdriuvemdnaulsasy

fanssu x  S.D. s¥U
1. Telun1sdnn1sRuananlgane 268  1.19 Uunas
2. TlunsdrseAusnig 270 118 Urunang
3. Tdlumsguagseauda 261 124 Uunang
4. Tglunsdninsulssanaaazsneauaileang 236 1.26 Uog
5. 1dlunsisndugdmihedunvisedunuimuiedus 281 134 Uunang
6. Tlumsriusiudoyasnenu 294 137 Uunang
7. Tglunsi@susieanu 2.89  1.40 Uunans
8. lalunisudatenans 319  1.38 Uunang
9. Tglunsdnienansiausnu 3.19  1.39 Uunans
10. TelumsdnvingrudeyagnAuasnsuf iRnugsns 291 138 Uunans
11. TelunsdnnsUeyddiuda 222 114 oy
12. Tglunsareaniiunisanenns 176 0.99 laiime
13. Tilosnweuduiussia 327  1.37 Uunang
PP 273 0.98 Junang

9INATNA 2 WU ArmAaTuseldnwsangulunisufiRnudnvazdug Alulyau

UszdnTuveaminaulssusuluningiy sgluseduliunans (x =2.73) Weniansundusieds

Fesaduanadsanuinlunides 3 @1dunsn wudn grsuwuudsuauiiauAniuInly

o ¢a

AMEBINWINe SnANdUNUSTIRUINTgn (x =3.27) sesasnAsldlunisulalonalsuasnis

[

aienanstaueI (x =3.19) uwagldlunissusindeyasneau (x =2.94) aua1au

massudleuiinevemsldnundngulunsujifauveminnulsusy 249



Dusit Thani College Journal Vol.15 No.3 September - December 2021

3. auautinenwdengendlusenisiaululsuss

M157°9% 3 AasaudRnanwsingendndusenisianululswsy

fanssy x SD. seu @eu
1. NEUNW 444 100 Fudu 1
2. NBTING 418 1.08  dudu 3
3. nsldlvsdni 424 107  dudu 2
4. hennsalfigndies 376 113 fudu 7
5. AENYINNIAT 402 101 Fudu 4
6. MFUNAUBNAIY 400 107  dudu 5
7. M3ygenidinggnaes 400 103  Fudu 5
8. NINAREMINYNTY 383 111 fudu 6
394 406 091  ulu

9115197 3 W31 AnuAmiulunuaudRNII 1w SIngurenouLuuda Uy
Tunmsan sgluszavdndu (x =4.06) WeRasandusededesduanedsainunlinides 3
A1AUKSN NUTT FRBULUUABUAINTANAATLINAMANTANIINIBI8ING BATUNITAUNUININ

ign (x =4.44) s93a9AermuMsTEnsAn (x =4.24) uazA1uannuNegsna (x =4.18) Aua1iu

4. mswssuiisunisldniendengulunisufifnuvssninemulswsuniaunisine
1019108298 9NUNTIING BLAZAUNISANBIANNAUSSINA
n19197 4 Jadeiiinadonisidnrwsangulunisufifnuvesminanulsusunaunsfingmanuin

WU UNI BN Y

Tdnredenge AsaUNsANEEiieItasiunusangy
14 Laile t Sig.
X S.D. X S.D.
1. UjURauyszdniu 378 097 294 110 @ 4.168* 0.000*
2. UftRnudnumedun 3.04 086 241 100 @ 3.477* 0.001%
3. AUANUANIINIWIDING Y 428 061 382 110 2668 0.009

* QlydAgnsadanszau 0.05
910915299 4 wudmdnaulsasuldniwsangulunisujiRnudsedntu UfoRnudnyue
U9 uazAuanUAn1In1wI8Ingy wansiuegltedAyn1eadifAnseau 0.05 NaY8INIT

AATEnvoyaiiuiun Ui undraliiinAuRANA19TEnINNgY AD N1SRBUSUNIAAsBULAY

Y 9

A Comparison of the Use of English Skills in Performing Tasks of Hotel Employees
250 P g S ploy



NIANTIMFeNANs1H TN 15 adun 3 iweuiugigu - Suiau 2564

nsyanemangdni Tuvaeinislénwdingulunmsdanisiaunie Weuldnauaanuny wagnis

nsendeya wnnAfuisadniies

M13199 5 n1siTeuiisunsidniwndngulunisufiRnuvesminaulsusunaunsfinwan

AeUsEInA
T¥n1w9enge N15UNSANEIANAUSZINA
14 Taile t Sig.
5% S.D. 5% S.D.
1. UjURausedniu 493 017 329 109 12375 0.000*
2. UftRnudnuzaun 423 070 266 094  3.699* 0.000*%
3. AUANUANIINIWIDING Y 475 032 402 091 1764 0.081

f
v o v aa

* QlydAgnsadanszau 0.05
NATNA 5 WU ndnNUlsssnaunsAneainanussmeaniuaneteiu inlwnasly
Awdangulun1sufuRnudsedniu UURnuanuueau wnsnaiusgeiitudAgnisadan

5¥AU 0.05 8nvIU AuENTRANIINWISINgY Aliunneneiu

djUuazaiusnenan1sidY

nMAdeagUlainislinudngulunsufiRnudnuardug Alildaudszdniuves

<

Anauiuuasuntl Tunmsin egluszAuuiunans (x =2.73) Wefiarsauilusediu wuidi ey

saa

= a < 1 4 [ A o LY LY = -
LLUUﬁ@UﬂWQJQJﬂ’]’]@Jﬂ@L‘Vi‘Ll’]’]ﬂ'ﬁi%ﬂ'ﬁ%@\‘iﬂi]ULW@iﬂH’]ﬂ’JW@JﬁQJWUﬁV]@ ll‘ﬂ’ﬂ’ﬂﬂll']m/l?j@ (x =3.27)

=

Falulanuiimsieulutetudluegdidesdivinuensionuduiin iszduniduinee

o o A ! o 4 o [ = & o < Y o < [ & [
ﬁ?ﬂi‘g‘ﬂﬂ%sﬁ’lEJ‘VI’]I‘VIﬂ’]iVl’]ﬂ’]ULUUVIiJUUUigﬁUﬂ’?l’mﬁ’]Liﬂiﬂ ‘VIﬂ‘HBﬂ’ﬁY‘\ljﬂLUUﬂW‘U’]@QﬂQ‘HuuLﬂu

Ao w 3

finwgmantwfiddinsgnainaisesdnsiuldniunsingudunvindnlunisdessuaslu
vsiiquindudesiausuiuiiouriinadsddaudnguiunvimdnlunisi oans
dmfuninauildniwsingvlussdnsdidgi anlunisaununi eadsnnuduiusidu
adanguiufenisiiyaseanuiula uardulnasgsiibudvesiaes Tnglidosdnuas

[

SassAmAningen nsizilavesnisdeaseg inslvgaununiudinlaluansed Ay dndeas

4
yhnsaeansiduvdn

NUITEA18AY Rangsiborirak & Kaeosawan (2018) ladAnw1 msiaunvinueyaainsau
Inefunwdsnguluuisn A wui yeansidunulnglundazasauiidnuvalunisufofnu
wagmsl¥nwsangulunsufiRnuiuenisiunumihiinfuiaveu viliyeainsaulnedinng

I8 MsSsuinwsenguiiinanaules tetduiauinwensidniwsdenguuenuies 7

massudleuiinevemsldnundngulunsujifauveminnulsusy 251



Dusit Thani College Journal Vol.15 No.3 September - December 2021

wANESAUAINANS ANNEINNTe TauluTanmuandenlunsuiRnuveudasynna uag
Bmsdouslugiuuudu q Whanliedndnietauinugnslidnunsmnguunldamueivlu
drudulunien 9 fu aufeuideadiedy Chaikiattidham (2016) I#@nw1 AT A UL

Y £l

AWFINgun L luuaIs gy vesyaaInshulsanetviagduasuguaindlusuadandna

1Y

L1EIA IenuINIsiEnwsanguiieshwAudunusnanslussdninelulaznieueni

[
v A [y

auddgeseunn Tnefitidedsdde 1) seduanuamnsalunsldinueavndnguienis
doansvesynainslsmenuiadaaiuquainsiuaaunsailaazyaldifisndntos uazfiaay
Fududedldnrwdaingulun1sufuinu 2) ssduaziuuLuunageun1¥18engui lelusu
A1515MAVVDIUARINTLIINEUIA BATUFUANAIUAN U TR Ui Sovay 52.46 donARod
U Piriyasilpa (2015) l#@nw1 audosnsmasnunedangwuesgnaivnssunisviesiiedluun
Fminvounnu nuinguiegisdinann (45.50%) Wuhildnuinvieadierriianiiuma
wBurauayliuinisluaniulszneunmsvesnuluuiinaiunansdeagyioufsanudeanisly
nslindingquuesesdnsluiesiulpeidenfisniuliunnsaununinmeluiausesifuns
nanfeusunslideyaiienfuanuiveadsuasdudunfiietomavesmsfinuilunssil
Foyaiduuszlenisensdnriméngnsineusuuasianuaenndosivauidedsinumn 2 fufe
(1) arwdesnslunisldndinguilelifoyainnuasnadotuidenlumeinnusingy
dmSunisvieadienves Wannaporn Wanichanugorn (2009) wag (2) deiaueuugiieniunis
Fnousumugiunsiindszaumsalnsslumslénudsnquiiensvieadieafiruasnadosiuiia

19N 8UNITERUA I8N o ng Uszasaianizlulagdud wdunisifeus lagnu

9

[%
a wa a VYA v ¥ o

nsxuIuMsHnUf U939 (Rajan,2001) ﬁqumﬂalﬂﬂj’wagaﬁlﬁ%'ulﬁﬁwmﬂizﬂaumsﬁmsmﬁﬂm

Y
(%

Tnangassrerdulunsdneusunwdengwdmsuyaransluaniulseneunisiinedavesnu
nsvisaiigluuniminveuunuy
ludruresnaudfnisniwdnguidndursnisiauluninsiy egluseduindy
(x =4.06) Ll oW1 T UTIBATU WUIT HABUKUUADUAINT AUAAIUT 1A AN TANI
[ v t:l [ t:l' - 3 Y1 s P '
Aw189ngusun1Taunut dUadeunniian (x =4.44) azwiuladmnesdnsniendivauly
AsUszna wieludszmalnennu JagUuillihawdnguuniudinmvuenuaud@naesu
Wi wsizdesnsnanuiiluaina viellednsfnnesiuiiedvesdnsludseina
A = v a < < ! < ! ! v ] a v 1
auq vieldvesgInadeiudl WunmshesrensvetedmnninduvesgsialudwineUsemaluy
auAn kazdianunsntnuinNuanIaIINdesseina visetnemalulagiviuadiy anuu
TluesAnslregraiussdnsam fululieinwdanguluseaunn azilloniagninsaiuuinniinu

a A a A Yy a A I Yy oA i o § va 1% v a Aa
Usna Vﬁ@mi@ﬂqﬁmﬂﬂ@ﬁumulﬁ@u Mi@@(ﬂﬁqﬁqﬂquQQﬂ'ﬂq V]qiﬂmﬁﬁqmﬂqqﬂuqiu@']aﬂwﬂ']ifn‘iﬂ/l@

252 A Comparison of the Use of English Skills in Performing Tasks of Hotel Employees



NIANTIMFeNANs1H TN 15 adun 3 iweuiugigu - Suiau 2564

fislunsdiyaraiiuszneugiiadnda nadnndnguagilidasinisueiefvesniagsfa ua
Usznaumavienarilsgedundiduiiu

NUIBAAIBAU Kraichan (2020) lafine nswauinsen1wdinguesntdnauluiws
HANEAAMNTTNNTIY Famdnsyees nud ninnuluwelugeanssumNsY Jwinssee &
AnuAaiuiermassadunsilaazdunsyneglussivannidesaninisldinuednan
Tunsnsedeasisluaauiivhnuuasluiinsys uinnitan auanansaduniseuLaziy
madeusglusziuiunanaiosaniinisdeasiunseuuazsunsideuiesniuaznalaly
nseruuarmMsdsuiinududounnnndt dunanmsieudsunmsiauiinuenwnsinguis 4

AU TILUNANLADIUNNEIUYARATUNA TEAUAUALNIU SEAUNSAN® 2193 a1 T1elel

!
aa

aotfoulnen T lidanuuanasiuegslidedAyegltudAyneadfAnszau 0.05 TIu8
NuITeAdeiu Watcharaporn Paorohit (2016) la@inw anuduiusseninausegslalunsiamn
ATYITINGBALATUUUNITABUAIUTANSIT A 859N BRIl NS B UNEIVIANIITOINA
Han13338baAuNUIT 15999l IINANINI¥ITINgY LavAzluunITaauAINLY1tanslY
MwganguilanuduiusivegaidedAyneadia aufensiauInIwgingy Aun1syadl
Aadsuniign Jymnislunmisiauiniwsengudelenalunisimuidunisaununly
Finuszdriudesialedotes nasnauauideaenndosdu a1 Promwatcharanon &
Chatreepinyo (2018) lé@nw1 nMsiiasgidymuazainudesnislunisldnusingudienis
doans leannyadensisoudmenuesdmiussesaslunamilensuuunamsnyinuin
$15999519587U mnlaiﬁawalwiaﬁwzﬂqLLazwmmmé’mqwﬁéammm \osnnsnauaay
Al lowngmailflumsujifiviniviaanuisnuliensal wazviavinueilslunisdududes
A uast gnIAIEIInTNATEIr IR ks uglund iy f39991938 AR
AUAINITON1IN¥IBINg wuasautadkiiisaneuaslifivssdnsnmieanaiaesnon1sUfun

¥

A S A £4 v & tzl' [ ] ¥ U [
n ’]‘VlLL@SIUH’]iUi%ﬂ@U@W”UWVIﬁ@@ﬂa@\‘iﬂ‘Ll‘Ll‘LlﬂiyJVi’]Vl‘WU"mLUUG]@QLLMEUI@EJWWT]M@TU@Q 2 U338

[ = v

d1Agy Ae AwAean1s lumsimuinuwesnagluiazaindadunguenmeyndaisouinle

e eIinywinvzilauasyanwsnguitennsdoans
Hadeiinadonmsldnundingulunsujifnuesminaulswusufiaunsdneaui

Aertostunwsanguuazauns@nuiaindausemne agulddn nudmiinaulsausuiiau

nMsfnwauiieatestunissenguituannatu vildnnsldawnsengulunsujoda

'
LY o w aaa

Used1iu UiRnudnuazau wasauautinieniwdingy wnnseiueg1eiidedAyneadag
5AU 0.05 NAYDINITIATIEV oYL NUFNNUINUNF WA IIAAAIULANAINTENTNNGUTIY
NSANYIIUNWIBING BUATHNIUNTANYIIUAIUIDY AiD NMTHDUSUNIIAARDLATNITNARENIS

Insényl luvauennsldniwdngulumsdanisidunie Weuldneuannune wazn1snsentaya

massudleuiinevemsldnundngulunsujifauveminnulsusy 253



Dusit Thani College Journal Vol.15 No.3 September - December 2021

LANANTULRELANT08 LazNnIUlTILSUNAIUNITANEIINAIUTENARLANA1IAY VinlsinnsTy

[ a

AMwdangulun1suuRnulsedniu YJiRnudnyusdue) wndeiuegridedAyvadan
AU 0.05 8niTU AENURNIIN1¥189Ng Y 71 liuans1eiu Inengudiag1aiaunisfneain
l =t o % a va | v a oAy vy
aausemadlenialdnwidengulunisuuiaueyluseduussuinluvaeiinguililaau

nsAnwIINAnUsEmeiinsldnudingulunmsujifaueglussaunuansneiuly

RIGRIE
1. dawausuuzlunisiluly
1.1 9197138 @puinunmsnguiliisadesiuanulsusuasiuinuennsyauazans
aunnihluldlunisiSeunisaeu
1.2 sanuuunisdeunisaeulinsstumsilulflumulsusumndu iwu msaunuuas
nsldnundangulufiansisoey
2. dowuauuzlunmsiisafedely
2.1 msiAfoieAnwmanmsthgiumuintssinguiiiotagUssasdiangfib osonis
UsznevordndunislssusulldaetudFoulusunuuuazisnisdng g uagidmadliuniaun
guanud-liiaenadostumiudioamsvesglid i
2.2 meiiseieIsuiiisusunuuuarismsldgumnuinusinquiietnguszad
w1z afensusznavondnluusarsuuuy ielimsuiguulafianmnsaluldldesdy
T5ausannilan
2.3 msiimsseseansiivdeyaidauuuvaififisrtuniudeanisldnumdnguesaulne
Foanslusgninmsuidicnu nuddnuniym uasquassafidawaioniswamunineensly
nwsangquuesyaainsaulnelussdnsusazniisauduniesdnaiiesd uLazesdnssedu

UIUIYF

References

Aksaranugraha, S (1997). The use of communication strategies to teach English.
Bangkok: Chulalongkorn University.

Chaikiattidham, A. (2016). A Study of Basic English Used in Public Health by Personnel of
Health in Promoting Hospitals MahaSarakham Province. Rajabhat MahaRasakham
University Journal 10 (May-August 2016): 31-44.

Chareonwongsak, K. (2016). The New Future of Thai Education on Thailand 4.0. Retrieved
May 23, 2017, from http://www.li.mahidol.ac.th/conference2016/

254 A Comparison of the Use of English Skills in Performing Tasks of Hotel Employees


http://www.li.mahidol.ac.th/conference2016/

NITIeaendns1il U 15 atun 3 weuiueneu - Sunau 2564

EF Education First. (2016). EF English Proficiency Index : EF EPI. Retrieved December 2,
2017, from https://www.theewf.org/uploads/pdf/ef-epi-2016-english.pdf.

Ellis, R. (2003). Task-based language learning and teaching. Oxford: Oxford University
Press. English Vocabulary Knowledge and Reading Comprehension of Expanding
Level Students. (Master’s Thesis, Chiangmai University).

Jareonsettasin, T. (2016). Education Reform & Entrance 4.0. Retrieved November 22, 2016,
from http://www.chiangmainews.co.th/page/archives/540859.

Koul, L. (1984). Methodology Of Educational Research, Vani Education Book, New Delhi.

Kraichan, P. (2020). English Skill Development of the Employess in Hemaraj Rayong
Industrial Land. Journal of Social Science and Buddhistic Anthropology. 5
(November 2020), 124-137.

Lurda, E. (2004). Non-native-speaker teachers and English as an International Language.
International Journal of Applied Linguistics14/3: 314-323.

Pandamrongsathit, S. (2019). The Needs of English Using for Staff in Hotel Business
Enterprises, Pathumthani Province. Pathumthani University Academic Journal,

5 (1), 29-38.

Piriyasilpa, Y. (2015). English Language Needs of Tourism Industries in Khon Kaen Province.
Journal of Thai Hospitality & Tourism, 9, 2, 16-30.

Pitsuwan, S. (2017). Critique of Globalization. Retrieved November 2, 2017, from
https://thaipublica.org/2017/08/surin-pitsuwan-itd-19-7-2560/.

Prommated, P. (2006). Use of Lexically Based Language Teaching to Enhance English
Vocabulary Knowledge and Reading Comprehension of Expanding Level
Students. Master’s Thesis, Chiangmai University.

Promwatcharanon, K., & Chatreepinyo, P. (2018). An Analysis of Challenges and
Requirements of Using Communicative English for Developing a Self-Access
Learning Package for Traffic Police Officers in Upper Northern Thailand.
Humanities & Social Sciences 5 (1),166-195.

Rajan, B.R.S. (2001). Designing and teaching an ESP course for officials from the
finance sector in Cambodia, Lao PDR and Vietnam. Proceeding of the
English language teaching and learning at the tertiary level: From past to
present and future trends. November, 29th- 30th 2001. Chulalongkorn University,

Language Institute.

massudleuiinevemsldnundngulunsujifauveminnulsusy 255



Dusit Thani College Journal Vol.15 No.3 September - December 2021

Rangsiborirak, K., & Kaeosawan, C. (2018). The Personnel Development in English Skill at
Company A. Journal of Graduate School of Commerce-Burapha Review, 12(1), 73-
82. Retrieved from https://so02.tcithaijo.org/index.php/GSC/article/view/94077.

Sriprasidh, | (2009). Thai Children are addicted to games because they cannot read
English. Retrieved February 27, 2021, from
http://www.saijai.net/frontEnd/newsHtml.jsp?id=readinsg.

Sriwanyoung, S. (2009). The Development of a Model for Promoting English Word Reading
Skill for Dyslexic Students in Grade 2-3. Journal of Education,10-19.

Sujaree, T. (2008). Development of an English Reading Comprehension Instructional

Model Through Scaffolding Reading Experience Strategies. Rajabhat Maha Sarakham
University Journal, 4(3), 67-  76.

Thaki, T. (2003). Management of the hotel. Bangkok: SE-ED.

Wanichanugorn, W. (2009). English for Tourism II. Bangkok: Chulalongkorn University Press.

Watcharaporn Paorohit. (2016). The Correlation between Motivation of English
Development and Score ofEnglish Comprehension Level Examination of Air
Force Student Nurses. EAU Heritage Journal Social Science and Humanities. Vol. 6

No. 3 (2016): 301-309.

Thanatchapohn Silaked, Lecturer of English Program, Faculty of

Humanities and Social Sciences, Rajabhat Maha Sarakham University

256 A Comparison of the Use of English Skills in Performing Tasks of Hotel Employees



NIATIMeSendns1E VN 15 adun 3 wieuiugngu - Suau 2564

anufsnalalumsnaassduianssumenisnen @eusznaumsiFeunisaouriy
Yanvaaulall) dwsuinAnunlundngasusnisgsiaumlduga Inerdendnsiil
Users’ Satisfaction in Pilot Testing of the Education Innovation (Online
Learning Media) for Students in Master of Business Administration, Dusit

Thani College

¢ @iy YsuyInensal
919158 A3 Usedmangnsusmsssnaumiadin Inendendnsiil
Suphicha Booranavitayaporn
Ph.D., Lecturer, Master of Business Administration Program, Dusit Thani College,

E-mail: suphicha.bo@dtc.ac.th

Received: July 27, 2021; Revised: August 6, 2021; Accepted: October 7, 2021

Abstract

This research was aimed to study the pilot testers’ opinion and satisfaction in the
online learning media for students in Master of Business Administration, Dusit Thani College
following the education innovation concept in 5 aspects, consisting of 1) the efficiency, the
effectiveness, the quality, and the appeal of the online learning media 2) the satisfaction on
the online learning media 3) the factors that significantly influence the satisfaction in online
learning media and 4)the problems faced during the pilot-testing and the suggestions which
can be used to develop the future online learning media. This study was a mixed method
research. For the quantitative research, online questionnaires were conducted from 46 pilot
testers. Descriptive Statistics were used in the analysis. The hypotheses were tested using
Independent T-Test, One-way ANOVA and Multiple Regression Analysis. For the qualitative
research, in-depth interviews were conducted. The key informants were 5 academic experts
and 10 MBA students.

Results of the study showed that the pilot testers agreed at the high level on the
efficiency, the effectiveness, the quality, the appeal and the overall satisfaction on the online
learning media. Different gender and age of the pilot testers showed no significant difference

in the overall satisfaction on the online learmning media at P-value 0.05. Efficiency and appeal

PRI
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of the online learning media significantly influenced the pilot testers’ overall satisfaction on
the online learning media at P-value 0.05.

From in-depth interview, the pilot testers were satisfied with the comprehensiveness
and the length of the content. They were able to learn anywhere and review the content for
many times. There was no report about any technical problems occurred. For the suggestions,

the result showed that the online learning media should be more appealing.
Keywords: Opinion, Satisfaction, Online learning media, MBA students, Education Innovation
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Abstract

This research is concerned with study of image design concept for modern Thai
immunization cuisine in New normal era has the following aims: (1) to study the properties of
Thai herbs as an ingredient in Thai immunization cuisine; (2) to design images of modern Thai
immunization cuisine to harmonize with the New Normal lifestyle by research papers and
interviews with specialists, and to analyze and synthesize knowledge and develop new
products and evaluated by specialists. The results were divided into two sections: Section
One was the knowledge and the principles of Thai immunization cuisine, which was divided
into three principles: cleanliness or maintaining hygiene and cleaning standards, freshness or

using fresh and using quality ingredients; and herbs or using Thai herbs in the food and on
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the menu. Section Two was product development by applying the principles of Thai

immunization cuisine concept.

Keywords: Identity design, New normal, Immunization, Thai cuisine, Coronavirus Disease

2019, Quarantine
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Abstract

This study is the study of the marketing communication factors affecting the purchase
decision of the Honda Civic Hatchback. 1) To study the behavior of consumers in purchasing a
Honda Civic Hatchback 2. To study the factors of marketing communication in the decision to
buy a Honda Civic Hatchback 3. To study the factors of marketing communication in the
decision to buy a Honda Civic Hatchback classified by personal factors Methods of this study It
is a descriptive study. Using a survey method using 385 questionnaires to analyze the data
using descriptive statistics. with frequency, percentage, mean, standard deviation and inferential
statistics using t-test, F- test and LSD at a statistically significant level of 0.05.

The results of the study on personal factors found that most of the sample were
female, aged 36-45 years, single status, bachelor's degree. Occupation of a private company
employee the average monthly income is less than 20,000 baht. Consumer behavior study
found that what impressed me from using the Honda Civic Hatchback is its beautiful, modern
shape. The reason for considering buying the Honda Civic Hatchback is the identity of the car

that expresses who you are. The purpose of buying a Honda Civic hatchback is to use for work.
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The focus on the Honda Civic Hatchback service center component is that the service center
is close to the accommodation and easily accessible the person influencing the decision to
purchase a Honda Civic Hatchback is himself and will recommend others to use the Honda
Civic Hatchback. The importance of marketing communication factors influencing the purchase
decision of the Honda Civic Hatchback found that the importance of marketing coommunication
factors as a whole in a very important level with an average value of 3.74 and when considering
each aspect, it was found that the sample group gave the highest importance to marketing
communication factors in Personal Selling, followed by Sales Promotion, Public Relations,

Direct Marketing and Advertising, respectively.

Keywords: Marketing communication, Influencing Buying Decision
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Introduction

Cars are one of the most important factors in human daily life. Because human beings
of all sexes, ages, and occupations are all demanding to travel from one place to another. It
may be for work, business, meetings, or for tourism. Which cars are vehicles that humans have
chosen to be used to facilitate travel as much as possible. Both in urban and rural societies
where public transit services are inadequate. Thus, causing stimulation of consumer demand
To have more private cars. For the domestic car market trend in 2018, there are positive factors
increasing from the completion of the 5-year first car project Including promoting investment
from the government sector and the introduction of new products from many automobile
manufacturers Therefore, it is expected that total sales will be at 800,000 units, an increase of
4.1 percent from the previous year.

Due to the increase in positive factors causing every car company to try to use
marketing strategies technological developments such as the development of attractive
exterior and interior appearance. Developing the performance and efficiency of the engine
to be more capable than before. To meet the needs of consumers to compete for the car
market share In Thailand, the two camps that have always been competitors in the
passenger car market are between Honda Automobile Thailand Co., Ltd. (Honda) and
Toyota (Toyota) until the last two years, Honda Automobile (Thailand) Co., Ltd. Number
one in the passenger car market in Thailand in 2016, Honda achieving the highest
cumulative sales volume. (January - December 2016), with a total of 107,342 vehicles
(including Honda BR-V, HR-V and CR-V), the market share increased to 32.7%. From 31.5
percent in 2015 and was able to be number one in the passenger car market for two
consecutive years, in 2016 and in 2015.

Although the car market overview and the economy are in a slowdown, but Honda
continues to strive to bring new vehicles to the market to meet the needs of customers
continuously. Honda has strengthened its leadership in the C segment by sending the new

Honda Civic Hatchback (All- new Civic Hatchback) Hatchback 5-door that emphasizes the
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sporty premium design. But sleek at the same time Especially the unique rear end at the
same time, it also comes with a 1.5-liter VTEC TURBO engine that is as powerful as a 2.4-
liter engine, but is more fuel efficient. Including clear lines on the side of the car Sporty
the cabin is still spacious. At the rear, a capacity of 414 liters, with complete facilities to
meet the needs of the new generation of consumers who want to be unique in their 20-
30 years old (Brandinside, New Thinking Business, 2017) by marketing method, Honda
continues to focus on Target Marketing Relation Marketing with 3 activities. le Music, Sport
and Lifestyle Marketing are the main tools to reach the target audience.

Marketing communication to persuade the target customers to consider the brand
more. When building awareness, build credibility. And using individuals to persuade
customers, then promotional tools will act to persuade and give reasons for persuading
target customers to consider that brand more this is because the promotion qualifies only
for delivering a special offer. Which brands have to offer duty to create a targeted customer
experience is the organization of marketing activities, being a marketing sponsor and
customer service. Marketing communications will help make a difference in your product.
Hold the position, hold the heart of products, pull new customers, keep old customers,
promote sales to make consumers reminder escalation occurred. In addition, the brand
image is widely known (Sutiradech Nakarin, 2012) due to the creation of an image for
marketing promotion. It is an important target in marketing. That the business organization
has to promote to be outstanding and strength to be able to develop themselves
effectively in the competitive environment of the market it also builds long- term

relationships between brands and customers.

Objective

1. To study consumer behavior in buying a Honda Civic Hatchback.

2. To study the marketing factors in making a decision on buying a Honda Civic
Hatchback.

3.To study the marketing factors for buying a Honda Civic Hatchback classified by

personal factors.

Scope of research
1.The demography in this study aimed to study consumers who interested to buy or

have ever chosen to buy a Honda Civic Hatchback in the past 1 year.
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2.The content of this study focus on consumer behavior and marketing factors for
buying a Honda Civic Hatchback car
3. The period for data collection is between March to April 2021.

Conceptual framework

Independent variable dependent variable
Personal factor Marketing Communication Factors
1. Gender Influencing Buying Decision of
2 Age Honda Civic Hatchback Model
3 Statuc |:> 1. Adwerticing
4 Educstion 2 Perzonal celling
5. Occupation 3. Sale Promotion

&. Average monthly incoame 4. Public Relations

T

5. Direct marketing

Definition of operational terms/research terms

1. Marketing communication factors Refers to the interpretation of marketing activities
to generate awareness. Create understanding and build acceptance between businesses and
consumers with the aim of having important results is to help stimulate sales and build
customer loyalty marketing communication activities, therefore, consists of an important part
of advertising, public relations, promotion and direct marketing.

2. Hatchback Car Refers to a car with a back door can be opened up make the back
more room for storage sometimes referred to in the spoken language as the 5-door model,
the word Hatchback is used to categorize cars into Hatchback and Sedan types, for example,
Hatchback Door models that are most commonly seen in Thailand such as Honda Jazz / Toyota

Yaris / Honda CRV / Mazda Cx -5 etc.

Literature review
Marketing communication tools
Seree Wongmontha (2540) said that in a business view Line of work Marketing

communication Many people think that marketing people can work in  marketing
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communications. But in fact The content of marketing communications is mainly focused on
the communication objectives in order to give customers a better understanding of the brand.
Products and services that meet the manufacturers want to communicate with consumers.
Either it communicates with words, pictures or images, taste, smell, sound, known as image. It
is the job of marketing commmunicators to plan and apply various media tools to communicate
accurately to customers, where communication tools to present information and persuade
customers to know the product will be a channel similar to that. Journalists use There are 5
main tools used by marketing communicators:
1. Advertising
2. Personal selling
3. Sale promotion
4. Public Relation
5. Direct marketing
With details as follows
1. Advertising is a form of communication for a brand is a communication of information
with the aim of making consumers aware of information, disclosed by the owner or patron.
The use of media and is to provide information that does not send a person to direct contact.
1.1 Print media such as newspaper, brochures, magazines, posters
1.2 Outdoor media such as various billboards
1.3 Mobile media such as bus side advertising Advertise next to the BTS
1.4 Broadcasting and broadcasting media such as television and radio
Advertising is used in the following cases.
1.Want to make a difference in the product (Differentiate product) at a glance
And spacious
2. Want to hold the position of the heart of the product (Brand positioning). Example:
Want to establish positioning that Protex is an anti-bacterial soap. Rejoice is a 2 in 1 shampoo
with its first product lineup, Dimension 2 in 1, but Dimension is less advertised, so Rejoice is
able to take over the 2 in 1 positioning. Better, so advertising is important. Without advertising,
it is as if we do not have ownership of the brand.
3. Use advertising when it comes to making a great impact. For example, a millionaire

heirs housing project has a small target audience. But in order for the project to be great, it is
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considered that advertising has an impact on both the image and the effect in the conversation
among customers.

4. If the product is already well known, do not have to educate people. Want to
emphasize product positioning want to make a difference. Customers have behaviours that do
not have to change the customer's mind. It is advisable to use advertising such as sun silk
shampoo, lotte gum. Simple home advertising Home Properties Without these new concepts,
there is no need to change the structure of any consumer thinking, just create awareness and
show selling point, product position.

2. Sales by sales staff (Personal selling) is a direct communication to consumers. Itis a
communication between people and the person who informs the information can evaluate
information from consumers. Personal selling is very important, it is used in the following cases:

2.1 When product characteristics must have product knowledge (Product Knowledge)
It is a product that consumers need to know and describe in the product or service. It is a
sophisticated product that cannot be afforded through mass media or cannot be used in
advertising. These products include Vacuum cleaner Ice machines, machines, automobiles,
engines, other industrial products Therefore requires salespeople to help explain Because
advertising media could not be used to explain clearly

2.2 In the event that the product requires a person in the service of the sale of the
product as well A sales agency is required in the event that the product requires good sales
services, which also requires a service person to sell the product The salesperson will serve as
a service, advice, installation, maintenance, where salespeople play an increasingly important
role.

2.3 When the product is suitable for sales by employees, such as door to door selling,
in case the business wants to build a good relationship with the consumer between the
manufacturer and the consumer. Whether it is life insurance Electrical appliances Including
cosmetics

3. Sale promotion is a short-term step. To encourage consumers to buy more products
It encourages attention and tries to use the product. And an immediate sale It has the following
planning objectives:

3.1 Attract new users, To attract customers to buy the product. There is a need to
reduce the risk of using new products to consumers. It is what will overcome the nershier of

change.

296 Marketing Communication Factors Influencing Buying Decision of Honda Civic Hatchback Model



NITIMeSendns1E VN 15 aduin 3 wieuiugngu - Suau 2564

3.2 Hold current customer In the event that a competitor releases a new product, the
customer may get interested and want to try a new product. Therefore, it must be corrected
by making it not meet expectations, which will reduce the concentration of promotion.
Customers are interested in new products but are not sure of product quality Which the old
brand used until the quality is sure and there is a marketing promotion in the case of changing
your mind will be very difficult.

3.3 Encouraging current customers to buy products in large quantities. This may not be
relevant to competitors. But it happened because the customer was not sure. Will you come
back to buy the product?

3.4 Increased product usage occurs when the consumer wants to use the product
more than before or use it continuously.

3.5 Sales promotion encourages consumers to trade up by buying higher value
products. Larger Or better quality

3.6 Reinforce brand advertising Once advertised, it is best to use a marketing promotion
such as mobile posters, hang tags, brochures, flyers, shelf talker. When consumers pass by,
they will talk. With consumers It is increasing awareness (Increased awareness) and generating
news recipients. Advantage on the shelf can attract the attention of consumers.

4. Public Relation is a communication tool in order to create a good picture relationship
with various groups of news recipients in order to make information understandable or to
communicate with the community both inside and outside in order to create a good image of
the organization. With consumers public relations has the following functions.

4.1 Use news and public relations to create an image that is superior to competitors.
Which other features Inability to achieve superiority over the competition various features of
products equal to competitors the image is the only thing that can make a good difference in
a product. When all other things are equal the image is therefore the only thing left to be used
in battle. Using stories and legends which is something that competitors are very difficult to
emulate.

4.2 News and public relations are used when wanting to educate people. Some
products will be successful. When a person has knowledge of the brand, it is necessary to
describe the properties of the product.

4.3 When there is a large amount of information that will add value to the product and

that news cannot be included in the advertisement. Because the advertisement only lasts 30
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seconds. Therefore, it is not possible to put a lot of information into the advertisement; PR
should be used if there is a lot of information that is appreciated in the product.

5. Direct marketing by using one or more advertising media in order to have a purchase.
Product sales happen Direct communication with consumers to provide consumers with an
immediate response. By aiming to build a good relationship In a long time with consumers The
flexibility and quality of the news can be controlled so that it covers the consumer groups and
can be revised at any time Direct marketing Use the following cases

5.1 When having a good enough database, in this case, knowing who the target
audience is, where and where will be more economical than using media

5.2 To create a personalized marketing wants the target group to feel that it is a
personal marketing, when the consumer receives the letter, they will feel that they are the
important customer, the customer known by the company president Cause good feelings And
proud that he is the one who has been chosen as the target group

5.3 Use it as a follow up strategy.

5.4 It is a reminder the use of direct marketing to communicate with existing customers

and build a good relationship.

Research method/research methodology

This research It is a survey study by examining the relevant theoretical research
documents. And searching for information from documents and references that are
relevant to the subject studied and is a descriptive research study, which was collected in
the form of a survey research (Survey Method) with a questionnaire by the study's data
collection. Give out questionnaires and clarify with the sample group. To complete the
questionnaire manually. After receiving the questionnaire, the descriptive statistical data

were analyzed. And inferential

Conclusion

The results of the study on personal factors found that most of the samples were
female, aged 36-45 vyears, single status, bachelor's degree. Occupation of a private company
employee the average monthly income is less than 20,000 baht.

A study on consumer behavior revealed that the impression of using the Honda Civic

Hatchback is its beautiful, modemn shape. The reason for considering buying a Honda Civic
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Hatchback is its identity. The purpose of buying a Honda Civic hatchback as a working vehicle.
The focus of the Honda Civic Hatchback service center component is that the service center is
located near your accommodation and is easily accessible. The person influencing the decision
to purchase a Honda Civic Hatchback is himself and will recommmend others to use the Honda
Civic Hatchback.

The study found that the importance of marketing commmunication factors influencing
the purchase decision of the Honda Civic Hatchback found that the importance of marketing
communication factors as a whole in a very important level With an average of 3.74 and when
considering each aspect, it was found that the sample group gave the highest importance to
marketing communication factors in Personal Selling with an average of 4.11, followed by Sales
Promotion with an average of 3.90, and Public Relations with an average of 3.73. Direct
Marketing with an average of 3.49 and Advertising with an average of 3.48 respectively.

Hypothesis test results Consumers with different personal factors focused on different
marketing communication factors when making purchasing decisions for a Honda Civic
Hatchback. Different levels of importance of marketing communication factors affecting the

purchase decision of the Honda Civic Hatchback were significantly different at 0.05.

Discussion

From the study of the importance of marketing communication factors affecting the
purchase decision of the Honda Civic Hatchback, it was found that the overall marketing
communication factor was at high level. The marketing communication factors can be
prioritized as follows: Personal Selling with an average of 4.11, followed by Sales Promotion
with an average of 3.90, Public Relations with an average of 3.7 3, Direct Marketing with an
average of 3.49, and Advertising, respectively. This order is consistent with the research of
Thasinee Muangthip (2014) to study integrated marketing communication that influences
decision-making. Buying energy-saving cars for consumers in Bangkok the research findings on
marketing mix factors affecting consumers' decision to buy energy-saving cars in Bangkok found
that most of the consumers in Bangkok pay attention to the marketing mix factors affecting car
purchases. Sit and save energy in a large overall level. And in line with the research of
Rampaiphan Puttham (2014) by studying the marketing commmunication factors affecting the
purchasing behavior of consumers in the Central Department Store. Chaengwattana Branch the

results showed that the sample group gave importance to the communication factor.
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Integrated marketing is at a high level. When considering each aspect, it was found that there
was a high level of importance. (In order from highest to lowest), including sales by employees

Marketing activities Promotion.

Recommendation/implication

Recommendation/implication of study or research

1.Personal Selling : From the results of the study of marketing communication factors
affecting the decide to buy a Honda Civic Hatchback. Consumers under 25 years old, marital
status, higher education, income of 50,001 baht or more will give more importance to sales
marketing communications by employees than other groups of consumers. Regarding
employees who need to serve with heart willing to serve Employees must have knowledge
can give good product recommendations. Employees must speak politely and sweetly.
Therefore, the company should Training staff to serve with heart be willing to serve because
salespeople are essential to effective marketing communications. It is a form of person-to-
person communication. It is essential that help drive customers to make purchasing decisions.
And it is a marketing communication tool that can build a good relationship with customers.

2.Sales Promotion: From the results of the study of marketing communication factors
affecting decision-making buying a Honda Civic Hatchback, consumer groups under 25 years of
age, divorced / widowed status, higher education, income 50,001 baht or more, will focus on
promotional marketing communications. more than other consumers therefore, the company
should focus on organizing promotional activities, offering discounts, promotions, and paying
installments with fixed rates. Interest that motivates customers, such as 0% interest for 6
months and offers free accessories, decorations such as rubber trays, floor guards, awnings,
organized activities to give special privileges to former customers of the company Such as giving
discounts to customers who have previously owned a Honda car or used a Hatchback who still
have an impression, love and loyalty to the brand and company.

3.Public Relations : From the results of the study of marketing communication factors
affecting decision-making buying a car Honda Civic Hatchback Consumer groups under 25 years
of age, divorced / widowed, civil servants / state enterprises, income 50,001 baht or more, will
focus on marketing communications in public relations. more than other consumers therefore,
the company must focus on the preparation of public relations. Provides information about

the differences between the Honda Civic Hatchback and other Honda models such as the
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difference in beautiful shape, modern, spacious rear storage area. and spacious cabin size than
other car models’ public relations provide sales price information and various promotions by

focusing on public relations through online channels on the Internet.

Recommendation/implication to further study or research

1.There should be a comparative study of marketing communication factors that affect
the purchase decision of a similar car model of a competitor company such as Toyota, and
then bring the results of the study to a comparative analysis. To illustrate consumer behavior
and marketing communication factors that affect consumers' purchasing decisions. as a
guideline for improvement Develop marketing communication factors to meet the needs of
customers more precisely.

2. Next time should study qualitative such as focus group discussions or customer
group interviews. to compare the results of this study with the quantitative study. will see more

perspectives and thoughts of consumers and better utilized.
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Abstract

In each region and each locality of Thailand has arts and culture that is unique which
depends on the context, spatial environment and history. People in each locality
accumulate wisdom, including ideas, belief, wisdom, tradition, culture, objects, products,
etc. The unique characteristic of each locality can be developed and communicated for
tourists to experience. The authors present the performing arts and martial arts as case
studies to develop as tourism activity and use marketing communication as experience
tourism. To develop tourism activity should come from the identity of that community,
either existing activity or newly created activity. For using marketing communication with
tourists, the community should communicate the story of arts and culture that can create
experience or benefit for tourists. They will receive from learning through tourism activities
and including links to local attractions through using various marketing communication

tools to support altogether; in particularly online marketing communication tool.

Keyword: tourist activity, marketing communication, performing arts, martial arts,

experiential tourism
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