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Marketing Factors Influencing the Purchasing Decision of Durian Paste

Products in Bangkok and Its Vicinity

Nicharee Saelueang!” and Tassanee Sirariyakul?
Received : 9 Aug 2024 Revised : 15 Sep 2024 Accepted : 17 Sep 2024
Abstract

This research aims to 1) examine the demographic factors that influence the purchasing decisions of
durian paste products in Bangkok and its vicinity and 2) investigate the marketing factors that affect the purchasing
decisions of durian paste products in Bangkok and its vicinity. This quantitative study collected data through online
questionnaires from 385 consumers who had previously consumed durian paste products and resided in Bangkok
and its vicinity. Descriptive statistics used in the analysis included percentages, frequencies, standard deviations, and
means. Hypotheses were tested using Independent Sample T-Test, One-Way ANOVA (F-Test), and Multiple
Regression Analysis at a .05 level of statistical significance.

The research found that 1) demographic factors such as gender, education level, and occupation
significantly influenced the purchasing decisions of durian paste products in Bangkok and its vicinity at p = <.001,
044, and .035, respectively, while age and average monthly income did not. 2) Marketing factors related to the
physical environment and production or service processes significantly influenced the purchasing decisions of durian
paste products in Bangkok and its vicinity at a <.001 level of statistical significance. Additionally, product, price, place
and distribution channels, and promotion factors significantly influenced the purchasing decisions at p = .002, .002,
.008, and .018, respectively, whereas personal or staff factors did not influence the purchasing decisions of durian

paste products in Bangkok and its vicinity.

Keywords: Marketing Factors; Purchasing Decision; Durian Paste Products
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5. fwiluarAsasuuy TumsthiduduliuniudssmuiewanSeu

6. Arwity VinuauduluyFeuniutueyfuszesnailumandanFounalaums saudnisBmaiu
$nwuarnIsepnuUUITRtam 1w sestuluansnsnannininsluydouniu dafumaiuinvgFouniuiia e
\Rufigamgiiund 28-30 ssrvaifes LLGiziy']LﬁUViqquﬁ 5 areaidua iiulauuie 20 S vsrafaumiidenussy
n3euniude gananadinla naseu destumnudulamifvlauiu 1 ey naemaradnlavesfiuieniouniu
Jaatuusanszunnla ussalunszdeafivlauiuds 6 Weu wnenadivedidaluazmnlunisuslaala (nsudems
AT NTENTNMINYASLATENNTAL, 2507)

3.2 wunAannuifeaiuiladenianisnaia (7Ps)

Kotler (2000) &idimamgminmanainilasisidodedussduaina lnthiausuudanguivainuane
pu InsianzentediluiFesoaiadenenianain (Marketing Mix) Inenanam Jadeymemananaidussausznen
viawtosdlefiinnsmaislnitensuuasmeuaussnunesnsvesuilon saufadumdunsimuiuauas
U3ms ieussg IngusrasAuarussqmnenIAan

Sethna (2023) na17m Jademenianann (7Ps) Wuedesiiefilasumssensulunquiinnismatadialy 7
yelvmeaiiu wilupmesmrumemistararuanswesuilng Usznaulume

1. wAnsaue (Product) Kotler & Keller (2011) lnlnanasnevessansdam Ao duaiindauazoonuuuan

LﬁE]G]@Uﬁu@\‘lﬂ’l’mmENﬂ’ﬁLLa%ﬁ'ﬁ’Nﬂ’J’]uﬁﬂW@iﬂiﬁLLﬂQﬂﬂ’] IGWEJHQLUUﬂﬂiLﬁﬂJﬂmﬂWWEUQ’] ATWAMUANAT AU
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VANVANELAL ALY LLﬁ%i%yi}ﬂ%@UﬂJamamﬁmsﬁﬁ]L@QLﬁ@LﬁHUﬁUﬁLL‘ZjQ waztiuAnaLTRTlanAuYesALAT (Product
Variety) 11 MsU3uiAsurunagunss Adutanussafam (Packaging) MseenuuuHAnAte US59soum senuuULAY
flenduusaium lifeuniovesiuaumoniy Seuaunmdnvalndunuaruususlaaay Wauaunwlnduan
fieumumuuazuiete Wauuusundua Brand) Telaln dydnuausunduaniiseyluidnias easanmsiug
manLLUiuoﬁ(LLasLﬁummmmaﬂumﬂwﬂLLax§u51QWﬂ§LLﬂq mstiaueyIMIEINTe Maulssiudum (Services
& Warranties) MsAuAua (Returns) ietfisninivauauaranalanBeuguas asemmlindaiugnan

2. 997 (Price) ANLMINBYDITIANEUAT AD ﬁi’m’mﬁuﬁqﬂﬁ”'nfiyaw"]sJLﬁ'aﬁzdiyaﬁuﬁy%ﬂuﬁ’gﬁmumﬁﬂi
nsutstuesAumuazmItmuATIAAUA (List Price) fignaesiasimanganfununesnsvesgnan

3. dnufinavoromnanisdnsmung (Place) Ao naidenaniufissiiunzay dufunimnsdinune
Auen ileifiuAnuazmnaune wazfislondlunaninaudmaneniogna vedifiannsoanaleagluns
yuasafondua (Inventory Transport) kaz¥eM193as11U"e (Channels) Funflmnzay wu Msdnsvung
ssvvoaulawilvgnanansndedualayniinnna dfuemuazninuagmusnglumsigsia

a. nslusTunviedaaSun1sve (Promotion) fle Avnssumns 4 fidnnsnainasaduiieduasunisnan
warn1s9e Tnsgauufininfivanunszain nsiug Tusuniels arwaulavesgnaineduniuaruinis e
nspauAnEnesnslunindendodunn iinnisdaduladovesyuslaelufian (Fnwdl wussulana, 2563)
Usznoumelimazdunsdalusiudu (Sales Promotion) Aanssunis q finszaumstedumesissaniilusseydy
kumslnaauangUes msuanvesy iy durndidion iuau nislavan (Advertising) Wunisdeasiiluneanisnis
mauauaﬂmamqmﬂﬁﬁim viu 713 daoans Ang sifedefiun Sumesidn Unelewanuugtindndom deseulay
Facebook TikTok Instagram Twitter Line \iedsensmaanudednueslay (Social Marketing) LAZETI
Audiiusuasnsiidrusmiugnan niinauwe (Personal Selling) 1un1sinmelnsnssiugnansudauny iile
diauefuauaruinig msuszaduius (Public Relations) n1sasnsuagdnwnmdnunififvesuien wums
LN‘EJLLW?I?TBJA@‘UI’]’J&WL%QU’J?W N13AA1AVI8AST (Direct Marketing) ﬂ?iﬁd%@uﬂﬁﬁugﬂLLEW‘U%mﬂﬂaﬁlidlﬂ%fé’uﬁﬂﬂ
KuYaINBIaa (E-mail) Insdwniiioasnsnnuduiusuaznisten

5. yAAANIBUAAINT (People) MuNeds qﬂﬂaﬁﬁéauﬁm%@nﬁ’uqiﬁaLLazmw"wLﬁumuﬁumqiﬁﬁ] T
Usznavluarenineu gnan gamessia guanduaiuazy Saniianfu unvosaumati Snanon1sasis
Usvaumanimaramufiselalniugna wu limihauamnsodeans assuffiiusuoudszaumsaifentugsia
Nﬁmﬁmﬁﬂ;ﬁ’uqﬂﬂyw ol Wﬁfﬂmuﬁamiﬁ’uqﬂﬁwaéwa%’mwu m'iﬁﬂa‘uwLLasﬂ’wmmmgwﬁmm NAUARLAY
noRnssuvewUIMILasninNuiNaneUsEAUNIABIgNATLAT A TNEN YAITBILUTLA MIuARTITuUIN

6. n3vuauMINAANIelUINT (Process) Ao duneuniefanssuisavestunisndndunuazuinigd
gaadnuenly ilediiumananuas s oUALAINBUALBIMEATIUABINISTBIGNATDLNTIALGY NILUIUNIMATE
AsouARuAILAMI ST e TngAu n1snan nsuUssu nsarnaeugunnluIuiansdaasduauaruing
1511y WevilvgsialuslimAunuaznisgnalaibeiu neeudvassaruiimelaazanuduiioadn

7. Aawannenyameun i (Physical Evidence) fio anmuanaennns 4 fignanduiaviedusedla insfuguas
Uszaunmsallumslaunveuins uasneaiiuayueunidefenaznmdnualluiuuususaua (Kotler, 2000: 10)
3.3 uurRauaznquiieatuihsslunisdadulade

Kotler (2000) na 1221 nszvaunsdinduladevasyuilan (The Decision Making) g nszuaudl

anAvseruslaaluiednduls Ussneunie 7 duneu fell
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1. Ms¥usiennumesnisuasdym (Problem/Need Recognition) tudunsuusnneumsindulade
ﬁugwﬁa%mwﬁﬂﬁnﬁzgmLLazmmﬁymmswwiy’mil’mma Inlanaz Uy ludinuszdniu (Sethna, 2023: 45)
Tngaumesniawanignaszauaindasinigluazaisuen inasduanuiilug madudiouly Tewan tunu
widuuswdndulminauaulaluduandndum dioullugnisaumveyaifisniu (Kotler ,2000: 98)

2. miﬁyum%ayja (Information Search) Lﬁacﬁa%’ugﬁaﬂﬁgmLLazmwamms Bi??@%ﬁlmyww%ayja
WiafuiAeafuduaidu 9 Lﬁam?wLﬁauﬁmimLﬁﬂjﬁﬂ@mﬂwwﬁquLLazu§ﬂﬂi 5101 AniantA anudes 10f
vaidy vssytm ATuudoievesndua Finsaumveyaaiutzoniseanidu 2 wiaseya Ao n1sAUMTEYA
aelurunsand anumssduieatusdndumiy q wasuszaumsunslssdasumiu 9 ineu aaunisaum
ﬂzTa;‘JJamauaﬂLﬁumiﬁ”umshmj'aamqaaulaﬁ Google Pantip YouTube TikTok K1Y Influencer ?;mhuﬂ Tawaun
wilnewe Funude auginaseunth vienivszaunisailunislyaiuasnisiinaua

3. Msusiiumadennoude (Pre-Purchase Evaluation of Alternative) Q%a%ﬁwmsﬁmsm Ans1z9t
Wisuifisuaunuasuinig dadeniifleglunaadadenlaffian ieidendunfivansautuaumesnisveie

4. m3tle (Purchase Decision) lavhmsAinsgvssiiumadon Wisuifisuindeniifiegludugamie
giofenufienela aewidlalumadendefunuaruinis nufwememstisyiunuaruins wu lsne nd
avanaue Iauuaensiog ?J'W‘iﬂﬂ;szi’gmﬁuaamwLLasv‘iﬂﬂ;Qﬂﬁné’mﬁuiﬁaﬁugﬂgiwﬁu

5. M3ulaa (Consumption) wé’qmn;}“gaﬁmﬁuiﬁaLLazﬂz‘J’ﬁzﬁu?mémazu’%ms Tudumoutl ;Jﬁ“gaw“saﬂ%lm
Todum eassszaunsalnensiuaumiasuins awénwaﬁiamﬁug VIFLAR LLasmmﬁnwaiwaqgﬂgw

6. N13UsLIUNEIN15918 (Post-Consumption Evaluation) dunsussifiupnufianelalusemnauay
%ﬁ'ﬁﬂﬁﬁ]’]ﬂﬁﬁi‘%@ﬂ%E]B;U%Iﬂﬂi%ﬁuﬁ:”ma%ﬂ%ﬂ’li 5ﬂ§y§ﬂmwi’mﬁw{a§u¢% Lﬁmmmgﬁﬂﬁawda WNLAUANY
mavaneiinaulseivle dwmalnluowianfanisnduindeduauaznisuanae Tumsndufuneansgs 019
sdniae 9 ludseivla enuluweleaswalndivrueiluusay ludeh venmeyedsluudlai asmaidenofuainiusn

7. M3rdnuaznisagi Divestment) iudunoulumsinaulavesudontonuilnafidnleviolyiua
Sunaunu Fsorainananugdnitlufienela luuseitulaluduaniily nisuuneny videaruneanisvesyuslnai
WAl (Sethna, 2023: 46) fetfu WnnefinesnseviinAearmunnamsssraginssunistovesgnan
3.4 NTOUKUIANNAATUIUITY

NINATELTRY TademanseananilnanenisindulatenindunissuniulunsunndIunma

Jaduarulseunnsaans (Demographic)

L 01y
21T SEFUNSANY msnaulade (The Decision Making)
sulaneiion L. mﬁ"ugﬁqmw?mmmasﬁzym
(Problem/Need Recognition)
Uaden19nsnana (Marketing Mix 7P) 2. MspumYeyA (Information Search)
1. WAn S (Product) 3. nMsUszidiunieiden (Evaluation of Alternative)
5701 (Price) 4. Mo (Purchase Decision)
YRINNITINT MUY (Place) 5. N3UsIUnaIN15U18 (Purchase Evaluation)

< o
yAnarsaninau (People)

2.
3.
4. @uaun15918 (Promotion)
5.
6. NSZVIUNITVINIU (Process)
1.

AwInaaun1en1en1w (Physical Evidence)
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3.5 FUNAgIUNITIY

auNAgui 1 ‘Jﬁ]ﬁq]JEJGT’mLWﬂLLmﬂﬁﬁﬁﬁ}uﬁNﬁﬁ@ﬂﬂiﬁﬂﬁulﬂsﬁawamﬁm%ﬂL%‘EJUﬂ’JuEL‘LmEGLV]WLLﬁ%‘U%lIﬁJSVla
uANAN

auufigud 2 Jadeauorguananstuiinanenisiaduladendnsumnsouniulunsanmuasyiumma
uANAN

aunfigiuil 3 daduaussdunsfnwuanastuiivanonisdaduladondefaunmieuniulungunnuas
USunimaumnananiy

aunfigiuil 4 daduaruerdnuananstuiinanenisdadulatondndunySeuniulungunmuasUiuuma
uANAaY

aunfigud 5 Yafeaunelanadouwsnasiuiinanenisdaduladondnsummissunulunganmiay
Uuumaunnaneiu

aufgiud 6 Yafonundnfaminanenisiaduladondnsumysunlunsunmuas Uiumna

aunfigd 7 dafeaunaninanonisindulatondnsumySounulunsunmuasUsunma

auufgIu 8 JadumuanuiinesemadnednanenistondndamyFouniulungummuasUiunma

aufgiudl 0 JadnuanaiunimeiinanomasndulatondnsumyisouniulungamuasUsuuma

aunfigiud 10 TadeauyarainanonisindulatonansumnySounulunsunmuazUsunma

aunAgudl 11 ﬂ”ﬁ]ﬁ’]’aﬁymﬂizmummﬁmmi“u%miﬁNaﬁiami%‘yawﬁmﬁmsﬁnL%‘ﬂumﬂuﬂEJLWWLLax
USuuma

auufgny 12 Tadumnudanaeunanenmilnanenstenandumissunluniamuwas Usunmg

ad o a a o

4. 9511901 UUNITIY

M3IeiidunsiTeuuuiBeUinnm (Quantitative Research) widelauuvasuauuuuesulauiuyiing
UslnandnsdumiseunmuiiendeeglunsunniazUSuama lnedseavidundsil

< v

4.1 MafusuTdeya

Useng fie UssnvuimeSulsemundndamyseuniufieglunsunnuasUsunma

nauditeg1slylunsfnuided fe guilaafiiresulsemundndunyisouniuiiendusgylungamn
Ysuauma nedannausiesnswuululymnuuiazidu (Non-Probability Sampling) aae38n1sgumiumuasaan
(Convenience Sampling) tasanlunsuduiudsznsiwuueu JalalyTsmsdunavwinnaudiedlaglygns
_ P(1-P)z? B 5+.5%(1.96)2 _ 9604

- . == = 385 AU N152AUATRIY 95% dnaIunINAInATDY
da .05 .0025

WU 5% (1380 15aulsenieun uay Ssednd Wevasdane, 2561) lavuianquélesns fe 385 Au

(Cochran, 1977) n

1

4.2 N15INAALUSUAZIUUINADS

Bjj’333’81(;3;1@LL‘U“Uﬁ@‘UﬂWlI@@uIa‘LI Feusznauais 5 2w laun 1) An1udanses 2) Yadoaiu
Uszrnsmans 3) Jademanisnana 4) nisdnduladondnfaemiSsuniu 5) velausuuziazauAniuisAY
niniuhuuugeuamageuaeadesiu (Reliability) me3innsduusyavisueani (Cronbach's Alpha) fiu
naui19879 (Pilot-Test) 3112w 40 AU WUWUUABUNINALTATEMIeNIsAANaTia Ty 906 wuudeuaTATY

mssndulageiinnniiu 91 Fsdiolan wuvaeuauiidanuuideteannsadilulvlunsiiuveyanqudieensly
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NWATeE Taefiansanainedudszaviawearin (Cronbach's Alpha) Tushnan .70 (@udnue 2evaiing LAYAMY,
2567) wé’amﬂﬁ?um]mwuaaumusin;ﬂfjuﬁaa&m 385 AU
4.3 n3nsevideya

;J%ﬁai%aﬁ&%ﬂmim (Descriptive Statistics) laun wanuasaud A1sesas Aads uavarudsuuy
WATFIUNALIATEMERABIeYs (Inferential Statistics) loun mmaauauuag’luéﬁamﬁmﬁwﬁlﬂ%‘auLﬁaumm
WANANITZIIeFLYS 2 fafiiiuBasymadu Independent Sample (T-test) LAEIATIENALUUTUTILUUUNS
{iien One-Way Analysis of Variance (F-Test) iiigafudasonulszunsenansiinanenisinauladendn o
SsunulunawnkazUsuma LLaﬁmeﬁmimaaaw@m (Multiple Regression Analysis) {ignfudadenis

nsnanisinanen1sanduladendndumnseuniulunsennuasUsuama

5. HAN139Y
5.1 dayaneaduladeduussvinsmans

wamﬁmmzﬁ%@gamaﬂﬂzjuﬁaaéNﬁmﬂﬁmﬂﬁmamgwuiw nauiessaulyaiumanda S1uau
258 au Anwdusesas 67.01 mqagﬂu‘é’m 2843 9 d1uau 245 au Anvuseray 63.64 TsviumsAnuUSayRsuse
Weumsuay 268 au Andusesay 69.61 unthauudtmenvusiuau 218 au dndusesay 56.62 finglawasne
Wau 20,001-30,000 UM 13U 130 AU Anudusesay 33.77
5.2. fayaieafuiadmanisnana

A1319 1 Aade (Mean) adudeauuninsgu (S.0.) uazsgdunudndiureingudisensaudadeninisnain

Jaden1en1snann Aade doudsauuainasgiy | sduauAaLiy
(Mean) (s.D)

1. AuwEnon 4.37 49 1niian
2. AU 4.21 59 wniign
3. muanufinsuazvomsmsdadinung 4.35 55 nniign
4. PUNTANATINTIVIY 4.27 62 uniiae
5. AuyARa 4.40 57 nniign
6. ATUNTLUILNITHAANTEIUINTS 4.22 61 1niian
7. MUAWINADNTINEATH 4.32 54 nniign

57 4.31 49 aniign

AR5 1 HaNseTEmAgtudasmansnanmeaaadanssan laun nareay (Mean) @iy
\Deauuumsg (5.0) uazsziuanuAnfiuresnguiesanu f;ﬁuﬂﬁlf{T&J‘wNﬂﬁmaﬂﬂimai’magﬂusxﬁumﬂﬁqm
(X = 4.31, 5. = .49) Wlofinsananadsdusievenun ;‘J’:mauquaa‘umuéau“lmgﬁizﬁumm?mLﬁuﬁiquﬂﬂaiu
izﬁuu'mﬁqﬂ (X = 4.40, S.D. = .57) fisdumudadiudemidnauiruelalalunsiiusnisinanenisindule

FaseunIueglusyivinign (X = 4.46, S.D. = .66) see@anARATUNENSMN (X = 4.37, S.D. = .49) fisgauniy

o o

AniusesnuarenaUaendeidudsddyegluseduinniign (X = 4.79, S.D. = .43) AMuaANUARMALYRIVING

v g

@

dasmune (X = 4.35, S.D. = .55) fszduanuAniiuizeinisdnassamss dunludemeiinanonsidendeyoy

muluszaundian (X = 4.55, S.D. = .64) audwinasun1inienin (X = 4.32, S.D. = .54) Tszaumnupniiuges
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@ ¢ a ! ' < W > £~ ! v a & a [ = S
Uii‘i}ﬂm‘m‘ﬂ@ﬂﬁqLi‘c’.l‘uﬂ’lumEJG]E]ﬂ’ﬁLﬂUimﬂ’]‘lﬂ‘u’m‘Uummam@ﬂ’]imﬂalﬂ,ﬁ]‘lj@wLiEJUﬂ’J‘NIUi%G]UiJ’]ﬂM?j@ (X =4.46,S.D.

@

= .66) AumMsauasuNsIe (X = 4.27, SD. = .62) fszAuanudniusensiusnisnsinasaunuiinans
sndulavewuluszduinniian (X = 4.47, S.D. = .70) AMUATEUIUNSHAAVIBIUUINS (X = 4.22, SD. = .61) &

v

sgauanuAniutureulunstisrRuiiazainuazasududsddglussiunnian (X = 4.42, SD. = .67) A1

991 (X = 4.21, S.D. = .59) ﬁﬁzmummﬁmLﬁuﬁaq'ﬁmmﬁmamL%'smmulw,wﬁmamamﬁ@%ﬂ%mmua@u

isé’fuu'mﬁqﬂ (X = 4.37, S.D. = .75) Aua1fu

5.2. dayangafiun1sandulade

M1379 2 Aade (Mean) @audosuuinsgu (S.D.) uazseAuauAiunauiiee s uinauladeyseuniu

n1sdadulatenandurivSeuniy Aade Frudoauuannsgiu (S.0) | szRuauAnLiy
(Mean)

gﬂumﬁugmmgmmiLLazﬂgym 4.29 69 Wnitgn
PILUNIAUMITBLA 4.01 69 )
mumsUssdiumadon 4.20 58 Gl
AUNTHD 4.36 54 Wniian
munsUspfiundsnisne 3.72 92 1

it 4.12 69 €N

NNATN 2 HaMTIATIEAEITUNSERdulataneadRBmssan laun Aaay (Mean) @dudosuy
1IASEY (S.D MArsERUANLARTuYasNquiesawuIAUNTsRRAUladen AR Sumy3sunauluRuTinganm wm
upswazUInamalassamoyluszdvun (X = 4.12, SD. = .69) ilefiarsanaiadsifusierenuin gaey
quaa‘umuéwimgﬁs:ﬁummﬁmLﬁuﬁ”mmiﬁdui:ﬁumnﬁqm (X = 4.36, S.D. = .54) arulngyszduany
Aauiud owdnfunnisuniudfisadunzanasdusssuilnAnnisdeswusunfslussduainiae
(X = 4.51,S.D. = .65) LLazwamﬁmsﬁnL%'aumuaﬁ@mmw ¥lviAnNNsHogLUTUALL sLuixﬁumﬂﬁqm (X = 4.51,
S.D. = .64) 5998911 AD 51umi§ugymmsiyaamiLLazﬂigm (X = 4.29,S.D. = .69) ﬁizﬁummﬁmLﬁulﬁ%'aml,%'aumu
Lﬁuwémﬁmeﬁuﬂigﬂlﬁwamﬂq wémmmﬁam‘%auuﬁ 100% Iuizﬁuumﬁqm (X = 4.31, SD. = .87) munsUszidiu
maden (X = 4.20, S.D. = .58) fsefuaruAniudossndusavewiouniunoudslussduuniian
(X = 4.45,5.D. = .68) ﬁymmiﬂyuméz]laaga (X = 4.01, S.D. = .69) flszfuauAniuE ssuiun15332A18
ﬂi%ﬁuiﬁ]mﬂélﬁLﬂﬂ%@nL%ﬂuﬂ’Jqu’i%ﬁUiﬂﬂ (X = 4.10, SD. = 0.93) prunsUsediunganise (X = 3.72, S.D. = 92)
ﬁszé’]’UﬂmuﬁmﬁuL%‘auﬁuhyﬂLﬁﬂmmL?EnmEJmanimJisﬁ’uLLazﬁuﬁuﬁTﬂlﬁﬁuisﬁUMﬂﬁqm (X =4.27,5.D. = 1.04)

AUFIAU
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5.3. fagamsinseiiUTeuiisuanuuanaeseninedouys 2 dafiiludaszdeiuuasanunususauwuumy

a = Y vy s ' o X a v ¢ a
weangafvladedulssrnsaansiinadensinduladendadneinisuniulunsunmmisuunma

A9 3 LEnINaNM IRdeUaNNRgIuTATEAUUTEINTAMEnTULANA i uaRananT sinaulate

HanAumseunIulun YT IMNS

Uadedrulszynseans N Mean S.D. T Sig.
LN Y18 127 4.12 .43 .68
‘VIﬂJzG 258 4.08 .59 75 <.001**
87 15-27 U 83 4.04 .59 1.89 131
28-43 { 245 4.14 52
44-60 9 54 3.97 54
11N 60 7 3 3.92 57
IZAU fndafisumssRusenfng 11 4.25 46 2.30 .044%
N1SANY AOUA 33 4.24 60
syfusisenfnuneuaterdeiioumm 12 4.13 57
U2%. 268 4.10 .54
seaulaa. 55 3.92 52
sefuUsanIvsolfisun 6 4.42 47
sedulsaainidadieun
Qnﬂﬁﬁzﬁuﬂ%ﬁgmﬂm
DTN dniseu/unAne 28 4.08 57 2.28 .035%
UM/ 3N 55 4.19 42
ﬁqiﬁﬁ]?‘i’luﬁ’l/ﬁ?ﬂ%@ﬂﬁqiﬁ% 29 4.13 58
NUNNUUTENBNYU 218 4.10 54
WAL/ NEUIY 8 3.85 67
TINBATE 44 3.92 60
Buq 3 4.82 31
selawds | wesnn 10,000 UM 18 3.94 57 1196 | 307
PRICE 10,001-20,000 U 66 a.17 50
20,001-30,000 v 130 4.15 52
30,001-40,000 U 67 4.10 .55
40,001-50,000 v 37 4.00 .56
50,001-60,000 um 18 3.95 42
17NN71 60,000 VN a9 4.02 64

*szautvdfgnisadfiueenin <.001 *UssiutivdAgynieads .05

NANTN 3 NANTIATIVANNAFILNUI TATumuUsensmans tawn e SeAUNISANYT wava Tn

wanasiuiinanensandulagendndunissuniulunsannduamaunnaieiu
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Factors in Digital Marketing Influencing the Decision to Use Outsourced
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Abstract

This research aims to (1) examine the general characteristics of organizations that influence their
decision to use accounting firm services in Bangkok, and (2) explore the forms of digital marketing that
impact such decisions. A quantitative research approach was employed, collecting data from 400
entrepreneurs via an online questionnaire. The sample included members of the BNI network, nationwide
contractors, clients of Hi Professional Service accounting firm, and business-owning acquaintances of the
researcher. Convenience sampling was used. The questionnaire comprised three sections: screening
questions, general organizational information, and questions regarding digital marketing and decision-making
related to accounting firm services. Closed-ended questions using a five-point Likert scale were applied.
Data analysis involved descriptive statistics (frequency, percentage, mean, and standard deviation) and
inferential statistics, including ANOVA and multiple regression analysis, to test the relationship between
organizational characteristics, digital marketing forms, and service selection decisions at a significance level
of .05.

The findings revealed that organizational characteristics such as business type, registration type,
registered capital, and duration of operation significantly influenced the decision to use accounting firm
services (Sig. < 0.05). Larger and longer-established businesses were more likely to seek expert services.
Regarding digital marketing, content marketing (mean = 4.17), SEO (mean = 4.08), and websites (mean =
3.96) had a statistically significant impact on decision-making, as they enhanced visibility, credibility, and
customer reach. The study recommends that accounting firms develop effective digital marketing strategies

to improve competitiveness and maintain their customer base.

Keywords: Accounting Firm; Accounting; Digital Marketing; Outsourced Accounting Services
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o

wwImen1seatnadislug wu SEO uasdedsausaulau tielnaiuisavmuinagnsnisnainfdialaesned

o
(YK

UszanSamuaziminzauiuuTundagiu AaduaInNAITNUNINITIUNITUAINAIYNAY FeaunTaagununseu
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3.5 NSAULUIAAIUNITIVY

anwanlUvaeeenns
1. Usgtangsna
2. Uszannisusenaunanig

3. Runuaaneiley

4. sgugLatuN1sALTEugsna W oaq 4 a¥
msenauladenlausnig

as dtnanutgdlunsamnuniuas
SULUUYRINTAAIARINDE :

1. msvsuunasuleninansusuumeiosionum
(Search Engine Optimization: SEO)

2. mInandedanu (Social Media Marketing)

3. m3manadaiiom (Content Marketing)

4. Mananaudia (Email Marketing)

5. Gulwm (Website Marketing)

AN 1 NTBURUIAANLUNNTINE

3.6 AUNAFIUVDINITIVY

aunfiguil 1 Ussinngshaiuaneaty ﬁwa”tummwﬁmﬁuhLﬁaﬂl%U%ﬂﬂiﬁwﬁﬂmuﬁ’zy%Iuﬂgameumum
uANAN

aunfigiudl 2 Yssannisusznevianisfiuanansiy fualunisnisdaduladenlyuimsdtnemdail
NSIVNLMLATUANASAY

aunfgudt 3 Junuaaneideufiunnnety duslunisnisdaduladenlyuinsdidneudydly
NSAVNLMLATUANASAY

aunfgIuil 4 spzalumssuiussiafiuanaetu fuadaanlunmsmsdaduladenlyuinisddneu
Ty FlunsammumuesLAnAaiy

aunfigiuil 5 msvuunaiulealvfnsuduumedesiionum favswaidauanlunsnmsdaduladenly
usnmsdinaudaydlunsavmumuns

aunfigiuil 6 nsnatndedsay f8vinadevanlunisnisdnduladenlauimsddneudnydly
NFUNNUTIUAT

aunfigiudl 7 msmaradadon f8vswadsuanlunisnisdnauladenlyuinisdidnenuindl
NFUNNUTIUAT

aunfignuil 8 n1snanrudiva dsnsnaideuanlunisnisdaduladonlyvsnsddneudydl
NFUNNUNIUAT

anufgiud 9 vivles d8vEwadeuintunisnisdnduladentyusnmsdrinnudadlunsanmumues
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4. 35aTUN1TINY
4.1 mausausaadaya

Uszennsfilalumsifeadall YssnoumentszneumsiiamsBeutunsuiangsiamsailunganmamuas
$1u 319,872 118 TnsAuaumnnasiaungaianisndleTuil 29 wqunieu 2567 (saiaugsiansAY, 2567) 9
ﬂfjuﬁaaéwﬁL?iarﬂ,%ﬂigﬂauﬁaaéﬂﬁgnaumi 400 38 TaeamAfedidurmAtedeUiin (Quantitative Research) 34
wiselasuuuasumumsesulaudiviu Google Forms T 1) gusznounnsilifumndnngu BNI filataslusu Gold
Club & Master Connectors Forum 2024 1ilaufl 19 Squieu 2567 %mﬂﬂﬂu%’]uujUﬂa;uLgﬂmaﬂﬁ‘\]ﬂ’liﬁi’mﬁ’ﬁwﬁ@
asuaTereniegsia 2) gusenounisiduaindnlunguy Susmaniiassma 3) gussnounsitlsuinstnydues
dtinautind le Wawladuuua wesia uae 4) nquiiteu q vesinmifefiiunvesssiia Tnsuuuasuadidmaiudn
nsoufielmulangmeumouidunguitesnudmness Tngleiinadennaumiuazain (Convenience Sampling)
TnefuanmueeINgLii0EALgNs Taro Yamane fissduanuifoliusosas 95 waraanunaaiadousosay 5
(Yamane, 1973)

miLﬁmmm%aaﬂai%méq%a;daﬂgugﬁ (Primary Data) LLﬁszéﬂ%@;‘Jjqulaagﬁ (Secondary Data) %ayjaﬂgu
pimuunuuuasunuiasinquiiosns veyayienfvusmanuiisde 1193 UnATAAINTATLYAITaYa
ooulay
4.2 M3IaAdudsiasiuuIges

fuUsdaszUsznouniednuyneilureseenns 1w Usenngsna Runuasnziley wagssesantunis

'
aa o

aflugsia saudeguuuuresmsnainnavia wu nsuiuunsivlenlnfnduduuueseionum (SEO) nsnainde
&amu (Social Media Marketing) NMsnana@ailen (Content Marketing) N1snaiAnIudua (Email Marketing) way
msnaanuIulen (Website Marketing) fuusmuaenisinauladenlausnisddnanudayd
4.3 MnTeideya
-:4' a o s a = ! ! Yoo Yo N °
w3ewdlovdnlunisiivreya fie wuudeuay Jawusesnidu 3 @ laun ielwuulanymeumanudu

o

ﬂﬁ;:ﬁ YIRS HEYIRCR a"au‘ﬁ‘aama‘umu%agaﬁ'qlﬂﬁuaamﬁm LLazf{auﬁamaaummLﬁaqﬁugﬂLLuummﬂﬁmam
Mrfauarmsdnauladenlouimsdinnudad Tnglufanuuuuuatsdn (Close-Ended Questions) LazLUITEHU
ANuARLiupenLdu 5 S¥ey

LUUABUAUTHIUNATI9ADUNAY VLﬁyﬁwiUmaaﬁ%ﬁ’uﬂaq‘u(?haEJ‘Nﬁﬁé’nwmﬂﬂayLﬁmﬁma;uL‘Jmma
93951U3u 30 AU L enadauAILT el (Reliability) Tneluandauszans Cronbach’s Alpha Fadusadsnany
donnaenglurosneulULUUEDUAN NANSTAGEUNUN ﬁwmmﬁaﬁuaaﬂw&m 0.72 i1 0.93 Fauanslmiiua
wuuasuaNiiaLd efelaaunamfisensu Ingnnsinsenihsiidunisaielusunsy SPSS (Cronbach, L. J.,
1951)

mﬁmiwﬁ{azﬂaﬁaﬁﬁL%awssmm (Descriptive Statistics) laun A1ALE Sevas ALAAY LazdIY
LﬁENwummsgwuLﬁammaauamﬁgwuﬁ”wmﬁmeﬁm%mﬁwmmLLmﬂs{N uaﬂmm‘fé'ﬂ%aﬁﬁlﬂaaqmu
(Inferential Statistics) laun NM53tASIERAILUSUSTIUMALR 2 One-Way Analysis of Variance (ANOVA): F-Test
Lﬁamaauﬁwmz%%mmmﬁmﬁLme{Néma@{amié’fmﬁu%Lﬁaﬂiﬁgu?smiﬁwﬁmmﬂm%%aﬁgﬂisﬂaumﬂu

'
-~

NTUNNLUMUATUANAIAU LAZNITILATIZNARRENRAN (Multiple Regression Analysis) LilaNA&BUFULUUVDS

o U o o o

nsnanadvianiisnsnanensieduladenlyuinsdinnuinilunsummumuns Inenllszautvdrgyneatsa

.05
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v

ﬁdﬁﬂﬂﬁmiwﬁmmmaaawwqm (Multiple Regression Analysis 38 MRA) 15wmaau{aauuﬁﬁugm
Jesmuilelulanadwsiignaosandedelauszneunis 5 vondn Ao anuduiusiduau (Linearity) insneds
auduussEmdnUssase fusudsauneadudaay veianainneududassnom (Independence of
Errors) waslufimnuduiussewineinnanvesunaznisdann wenaint Sulvoauuiitos Homoscedasticity 7
Yoinna1nn ol AuLUIUsIUAT naenTIwetn1faLUsBasy saudmedluiTam Multicollinearity n3e

ANUFNTUsgaNTEiILUTBaTEANe 9 @aniey Yeiana1nAdTinisLanLaswuuUn@ (Normality of Errors)

YoguuAnmaailfiaudAglunisvilruuudnassannesnvnadiauwug (Taen Nivedyyn, 2560)

5. HAN157Y

v v v
a

nuldelladesgndnvurveinauiiesniy nslasenveyanidelalvadifdanssauun (Descriptive
Statistics) A AIANIND F98ar AR LazaIULTEAVUUINTTIU LALYAADUANNAFIUNITITeAIEE0 A Lat AL
83U (Inferential Statistics) fig N15IATIENANULUTUTIUNMAAYT One-Way Analysis of Variance (ANOVA): F-

Test UagN15IATIENNITANDRENYAN Multiple Regression Analysis: MRA 3a1snsauaninan1sidelacail

5.1 HANTAATITNINUIULAL TOUAL VDI NWaULYlUIBIDIANS

AN5199 1 TIUIULALERFIUTDEALAN YL VDIDIANS

ANYULVIINFUADY EEGHERE U Souaz
UTELNNUe9sIng uTENIAA 272 68.00
Aansavesnuien 96 24.00

wYUEIY 32 8.00

Usglannsusenaunanig ﬁqiﬁa?z'?amsmalﬂ 180 45.00
35NaUINS 179 44.80

FINIEN 39 9.80

gafadue 2 0.50

Runuaangileu laifu 5 @ 267 66.80
590 5-10 @1UUM 63 15.80

10 aruumauly 70 17.50

srgnantunMsaduny w5 3 158 39.50
5-10 9 117 29.30

11-15 4 31 7.80

16 Jauly 9 23.50

NA5197 1 ﬂ’]ﬁLﬂi’lxv;%ai,luaﬁ]’lﬂﬂéuﬁﬁ@ﬂ?ﬁﬁ’lﬂ’,}u 400 Ay ‘W'U’.Jl’lgﬁlﬂaz 68.00 31U 272 AUVDI
ﬂﬁjuﬁaaﬁimﬁuﬁﬁwﬁﬁm Gﬁqﬂﬂﬁmﬁmyaqmﬂuﬂ'1ﬂégﬁmiﬁwﬁﬂmuﬁiﬁﬁﬁmmL%&JaﬂmguazmmﬁwL%ﬁ@@ﬁ
desnuigminfanesnismansnaeudyfuarnismenuiiduteunnnngsiavunadn lurusiisesas 24.00
U 96 ﬂumanﬂ&jué’aa&J'NLﬁjuﬁﬁmmfgwmﬂuLﬁm Gﬁaﬁﬂ%gmﬂﬂﬂﬁmimvﬂmyuv;uuasmiv%mimifﬁuaéw
fsvansamunnimsTenudyifdureu wlunsdenlausmsddnnudyivesiansaiveseuios 819

#NIUNTIATMEaNLAzANENTa NS InAIUINYIMNINTRUTIATEUAGY @auTeEay 8.00 911U 32 Au
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o

yoenquinesidumauauinneansuinisdinaudydfiansadansnudugeunaniSuaznisuusass
wavszlovusymmuaulneesiusyavsam

uenanil UssinmisUszneudamsaalug fe qaﬁa%@mmalﬂ%aax 45.00 91UU 180 AULAZTINT
U3msTesay 44.80 $1uu 179 au Fsdarmmesnislumsdanstydfunnmatu gstadesnunelunesnmsuinisi
ausadnmsAuninsndaiarnsinin e umansuiifsieasdeninn Iuﬁumsﬁﬁﬁﬁw?mﬁawLﬁu‘ﬁ'mﬁmﬁw
Sydsesuneisuarnisuimaniduinna nquisssduandmiftuinsosay 66.80 $1uau 267 Aufiiunuan
nzdouliniu 5 auum Fausuendinisyauuiimsmuaupuyuiasnslauinstydifneaumauma auly
?QJJQLij‘IJﬁﬁﬁﬁ]ﬁﬁ’]LﬁUﬂ’liu’lﬁaﬂﬂ’.}l’l 5 9 sevaz 39.50 $1uan 158 AuduinaosnsuinsdyiiamsalnduEnuly
NsAUlAYegIRuazNITNUEUNINsRUlUs IR Y
5.2 uamiATEviALaas (Means) éauﬁmwummg’m (Standard Deviations) 5¢AUANAAILYDIFULUUTES

o

nsnanfIvianamanensinduladenlyuinisdinnudndlunsannumuns

o

M1519% 2 Aade (Means) wavaduidosuunnmsgiu (Standard Deviation) JULUUYBSNTAANARIYIA

C-

nsanduladanlduinisdinanulydvesusznaunislunsunnuniuas

aa v —_ (4 a <? v
EULLUU”UENﬂ'ﬁGla'lﬂﬂﬁWIﬁ X S.D. ICAUAIUAALKUNIY

nsUsuLasAUlTRl AR suT UL ULAT T DALMY 4.08 0.76 110

(Search Engine Optimization: SEO)

Msmandedanu (Social Media Marketing) 3.87 0.85 10
mmmm%dl,ﬁam (Content Marketing) a.17 0.71 4N
mMsmaaruBLLa (Email Marketing) 2.66 1.21 unang
ulen (Website Marketing) 3.96 0.84 N
374 3.75 0.62 4n

2NM9197 2 WU JURLUTBINTIIAIARTTT WUMIRAIRLTLEET (Content Marketing) fianade
a9am (4.17) 50983 Ao maviuunaivlenlninsusuuuaesionum (SEO) (4.08) uasminaindedsnu (Social
Media Marketing) (3.87) wazsiulam (Website Marketing) (3.96) luwaizfinsaataniudiua (Email Marketing) &
Aadsran (2.66)

Fremelanguuuumenaaidaiiom (Content Marketing) uazmsufuunsiulenlufnsuiuuuadosiie

AU (SEO) finadegs esnUadewandfianudidglunsaseanuuidedswaznisuesanulndugsialy

o aa '

ANMINABRD andnnsuvtugs mseaaidailevvglvdinnutyTausawanenudesnauiuunaniey
Lﬁamﬁﬁ@mmw %dﬁqamgﬂﬁw?ﬁ?@qm?ﬂagaLLaxﬂ"TLJ‘%ﬂmﬁL%ﬁ@iﬁ%mmﬁmﬁu nsUsuunadiulenlnpasusuu
wi3esilonun (SEO) Gzhaflﬁﬁulezjﬁ;uaﬂﬁwﬁmmﬁaﬁﬂiﬂﬂgiué’uﬁw:u 7 YOWANIAUN Lﬁu‘lamﬂumigﬂguwmms
Gorlsuinis Tnsgnandinasidetiesshafianunsonumlaneuasdisusuiirlunamsnum Tumssiuea Manainuy
Siua (Email Marketing) fianadssiian Lﬁaqmﬂmsmaqmszmwﬁmﬂﬂﬁymaiumsﬁqgmgﬂgﬂm'whﬁms Tnelanz
qu%umﬁﬂwsmaﬂmcimﬁmaﬂﬂgﬂiﬁﬁa%’ﬂmgﬂﬁ?ﬁLaummfa"mﬁﬁq@mgﬂﬁ?’ﬂ,mjLLaﬂwmsmiﬁj ?JLuaﬂ?iénﬁnQﬂﬁ?wawgﬂ

wowuvisegnuanduauln vhilviussdvBamueennnmsranafariaguLuuau ¢

5.3 NANISNAABUAULANAIENYUEIILUU989ANIAIEAULUTUTIUNGLAYY (One-Way-ANOVA 38 F-test)
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M1 3 LARIHANTNAAOUUALNAFIUANLUANANSTEMIUTEIANG SRR UNSiREWle

Wenlyusmsddnanudndlunsunnumuns

Useinngsna n X S.D. F Sig.
USENINN 272 3.94 0.74 4.52 0.01
LAY 32 4.26 0.65
ﬁﬁ]ﬂ?iLﬁ]’]ﬁJ@dﬂuLaH’J 96 4.13 0.71

NMTNT 3 WU AtedAgsafanszaAu 0.05 91nA1 Sig.=0.01 FeliAueunI1 0.05 UNNBAIIND

UszLangsnanunnmaiy guseneunisinisdaduladentyusnmsdminanudadlunsannumuns winansiu

M19197 4 LERINANTNAFRUUANNRZIUANNLANANNSTENUSEINNISUSENOURINTSiuN1SAndule

denlyusnisddnanudaydlunsunnumuns

Usziannsusgnaunanisg n X S.D. F Sig.
§509UINS 179 4.04 0.76 3.72 0.01
g3fadengly 180 4.05 0.69
§INANGN 39 3.64 0.75
g3nadY 9 2 4.00 0.00

aaa

NPT 4 WU AR IaDAnTZAU 0.05 31nA1 Sig.=0.01 FsliMmUBsNI1 0.05 WNBAIN YTy

msUseneuiansiuanaeiu guseneumsiimsdnduladeniyiimsddnnudalungannamuns uinaieiu

A9 5 LLﬁGNNaﬂ’]i‘l’]ﬂﬁ@UUﬁiﬂJaﬁ’mﬂ’J’mLL(ﬂﬂWNiS‘VVJ’NLENHN%@MSLﬂSUﬁUﬂWiﬁQausL%

Wenlyusmsddnanudndlunsunnumuas

Ruyuaansiloy n X S.D. F Sig.
Ay 5 a1uum 267 4.04 0.69 6.60 0.00
5591779 5 - 10 81U 63 a.17 0.57
A 10 A 70 3.74 0.94

aa

INAIT1N 5 WU AdedrRgyneadAnseaiu 0.05 99nA7 Sig.=0.00 FiiA1Uaen1 0.05 NUIBAINI

Ruyuaanzileuniunnaeiu guszneumsinisdeauladenteuinsdinnudgdlunanmumiuas winmaiu

A19199 6 LLE‘WNNaﬂﬂﬁﬂ@ﬁ@UUﬁMﬂazq‘Hﬂ’]’luLmﬂ(ﬂ’]\‘ii%'ﬂ’]’]Jﬁ%U%L’Jﬁ’ﬂ,‘Hﬂ'ﬁﬁﬁ’] WU

yasnansiunsandulafenlyuinisdiinaudydlunsannamuas

S2ELIa lUNNSANTEUIUYRNANS n X S.D. F Sig.
#n 5 4 158 4.00 0.72 6.97 0.00
5-10 4 117 4.23 0.58
11-15 9 31 3.79 0.74
16 TJFuld 94 381 0.85
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NENTWIN 6 WuN Alledfgvneedinvseau 0.05 91nA7 Sig.=0.00 BTAUBEN 0.05 MNEAIINI TZULIA

Tumsamitiunuvesfiamsuanaaiu gussneunsimsinaulaienlyvimsdthnudndluniammamnuns uwnaeiu

M1TNAN 7 LARIHAATUNIVIARUALNATIUALLANANSTEI SN YEIlUvetRsANsiUN1SAREULA

X

Wenlyusnisddnanudnydlunsunnumuas

o

GEENEE Y Gah) Sig NAN1SNAGRY
aunAgui 1 Snwaziiluvesesans
UseLangsng F-Test 0.01 Ailydnfiny
Usznn1susenaunanig F-Test 0.01 Hrlydfy
RunuaIanziley F-Test 0.00 Hilgdnfiny
srggaanlunsaiiugsia F-Test 0.00 Tlydnfiy

NNANTWA 7 WunUseiangsna Ussiammsdsenaufians Runuaangidey waeszeznalumsaniiugsia

Nusnatinanemsdrauladenlyuinmsditinaulgduenansiusensditdodfgyeeadn (Sig. < 0.05)

v
LY

5.4 HANITNAADUNIANNAUTUSVDITULUUYDINITAAINATY A Ad8T5TIATIEnN1sannaeIdanyAM (Multiple

Regression Analysis)

M13199 8 UARAIHANITVIAGOUUALNAFIUYBIFULUUTBINSAAARRVIATIasHanen sindula

Wonlyusnmsdtnaudadlunsannumuns

FULUUYBINIAANAINA B Std. Error B t Sig.
Constant 1.19 0.20 591 0.00
msUSuunaiUlemlvRnsusuuuesesionumn 0.24 0.05 0.25 4.78 0.00

(Search Engine Optimization: SEO)

nsaandedanu (Social Media Marketing) -0.03 0.05 -0.04 -0.69 0.48
mmmm%dl,ﬁam (Content Marketing) 0.25 0.05 0.24 4.29 0.00
MsmaaruBLLa (Email Marketing) 0.02 0.02 0.04 0.93 0.35
Fulon (Website Marketing) 0.21 0.04 0.24 a.47 0.00

R =0.58, R?=0.34, F=40.63

91nAN9197 8 Namﬁmeﬁaummmaawmm (Multiple Regression Analysis) 121 nMsU§uuAd
Aulamlvpnsusuuuaiodionun (SEO), Msmanadaiion, waziiulam ﬁﬁﬂé’uﬂizawéﬁﬁﬁaﬁwﬁm (Sig.=0.00) &+
wansiadnsnaduanaemsinduladonluuinsdtnnudyd SEO merunsueadiuresiulenlunamsaum
yhlmdineutiydgnaunulaneuasilomageiargnidentlsuims luvasfintmmaadademasmauuidode
LLazmwé’ﬂmﬁﬁﬁﬂmﬁammﬁmmiuazﬁqmm auiulenfieonuuuinarlonunerieassnnuudefouay
\dugausniignaraglelunisussfiugunimessdiineudyd lumandusu nismaindodsam (Sig.=0.48) uas
nsmaaLBiua (Sig=0.35) lufidudrdny uansnguiuuvesmanarnmarilulaiisninadaaunonisiadula
Bonlousmsaninanudad fainamnmsiidedindlulaassmuidedelaunnme ‘vi‘%am‘mammuﬁl,uaﬁﬂgﬂm&i’l

Wi eadalunisshwignanduuinniinisisgagnailng lneaunisila Ae Y = 1.19+0.24 (SE0)+0.25
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(Content Marketing) +0.21 (Website) wonaniannwanisisedilan Re 1fy 0.38 nureaua1Tadon q 7
thudiessnaansaesuneauwlsunureinisinduladenlauinsddnautadlaissesay 34 Wiy 3
mneeudadedu q Alulasweylunisited enliviwanemsdndulafissesas 66 Feusdnnismaiaidsa
wazUadedu ﬁ'"l,ciygﬂﬁmsmﬂ,mm’ﬁmimy%ﬁwmméﬁzy watluiemediareSuenisdndulaves

HUTENOUNTNIMHA AIUNTITEUANTTINTTE0Y 9 1wu Useaun1suaiuyana ANWILTRNBYeILUTUANTD

anun1saATEgna 91avelmnlanisindulavesyusenaunsiansunIuuINiu

aa

HanmsnegevaNuigiuazula sunuuveInMIna1addvianinanenisdndulaidenlyuinmsddinau
Unydlungamnamiuns laun nsuiuunaiulenlnfeduivuuaiesdienun (SEO) nmsnaiadailon (Content
Marketing) uaztulam (Website Marketing) Tuvazin1smanndedsnu (Social Media Marketing) Lagn1snaInnL

o w

Sua (Email Marketing) TufinasesiidadAgy

6. ayunauazaiusena

nsAnwinunUssangiie Yssvnsussnauiants Ruruaanedeu uavszernailunmsduduny
PRI FTUANANATTY a'qmam'amaéf@ﬁu‘lﬁ]Lﬁaﬂisz?u'%miﬁwﬁmmﬁzy%hﬂ;ﬂmwumuﬂiaéwﬁﬁﬂﬁﬁm Feanmaes
funansidevesyinm fud (2560) inundademanifdvinanenndenlyuinsdinaudayilugsisvunnas
LAZUIALEY (SMES)

nsUsuunaulenlninsusuuuaiesdionum (SEO) fnavensdifoddymainlunisiadulalouinng
dninnuind Fsaenmassiungul nsuuunaivlenlnfssusiuuaiesiionum (SEO) fio msifinusyanam
voudulenlnfinsusugdunsaumuuniesiiossns Google tnglwinaiiants q iwu nisle@oiisaiimngay
Usuundlassassveaivlen wagiinanuiilunisinaavuniu wWavaneves SEO Aensifiunisueniunig
ooula ilylsnuiaivlenlnnetu famunsnamanemadndulateniadenlyuinisle wassiaennaosiy
A8 Jain (2013) Fiuuan nsUSusaaiulenlnfndusuuuadesienum (SEO) finansgnudAymenis
dnaulatouarnisueaiunsonulan Wesnmeifislenialnivlenusnglunanisaummuiun

Turauzfinsmanndedeny (Social Media Marketing) lulaasnasensildodrdymadfnenisdndula

o o o

wweonluusnisdinanudyd daennaesiuinuideass Eschenbrenner et al. (2015) INULNNEDHIANAINTA

o LY

wglmuTendyddearsuazuusduauslo wndszdniamnislvnudedinuddludniau Tnoamzluuieni

£

o @

Tnusmsmuty? Fwenslulnunaneuunuidteddyannsledednslunsynisaann

nsnanaLdaiionn (Content Marketing) finaeensiifedfanenisiaduladonlausnisddnaudad
%naammﬁymﬁ’wqwﬁﬂﬁmamLﬁamﬁﬁuﬁnmmﬁﬁmaamiagwLfiamﬁﬁ@mmuazﬁm{mﬁ’u;‘JT‘U%Im Faaee
Lﬁ'ummﬁwL%aﬁauazéqLa%umsaﬁywmmé’uﬁuﬁ‘izazmaﬁuqﬂﬁ] Lﬁ‘aa;wqLmgﬂaﬂum5&@3141@1%%15%%
KANSN uarapnnaesiUNLITY Harfanti et al. (2013) ﬁisq’hﬁamﬁﬁqmmﬁwLaéuagwmmL%ﬁauasmm
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Abstract

This research aims to study the relationship between the development of MICE City and the
well-being of people in Khon Kaen Province using a quantitative research methodology. The population of
the study includes residents living in Mueang District, Khon Kaen Province, and the sample was selected
using an accidental sampling method. The research sample consisted of 460 participants. Data collection
was conducted through online questionnaires. The findings revealed that the majority of the sample were
female, aged between 19-25 years, single, students, with an income ranging from 5,001-15,000 baht, and
holding a bachelor’s degree. Regarding the respondents’ opinions on factors related to city development
in the context of MICE City, it was found that the development of public facilities in Khon Kaen, such as
signage and public transportation, was rated the highest. In terms of well-being, the support and
development of the educational system in Khon Kaen were also rated the highest. The results from
analyzing the linear relationship indicated that city development factors in the context of MICE City
positively influence the well-being of the people in Khon Kaen Province. The regression analysis results
showed that the well-being of the people in Khon Kaen had a direct linear relationship with the
independent variable of city development in the MICE City context, with statistical significance at the 0.01
level. The development factors explained 56.00% of the variance in the well-being of the people in Khon
Kaen, with statistical significance at the 0.01 level. Overall, the respondents' opinions on city development
factors in the MICE City context were rated at a high level, and their opinions on well-being were also
rated at a high level. It was found that the increased well-being of the people in Khon Kaen is related to

the city's development within the MICE City context.

Keywords: MICE City; Well-Being; Perceived City Potential Factors; City Development
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yaeislenalunsnnsnunarssla uenaniaaaiunsiaulasaasaiiugiu 1wy sruvTuawazUInTg
513y SeamalvauiiaonelauasauawinvesUssrmuty

Sndeunafe 1WITeves qinen waney uazay (2563) FeilaTgrnanszuYe s saUTedly
wu MICE City Tuamunmuam®in Tnewunnisimuieunauiaslnsassiiugiu wu ausdu quodses uay
Tsausu melnssrsuluiiuilfumnuagmnauisniniu suddentalumsnsauasassnelalniuauly
yoshu

miﬁﬁé’ﬂﬁﬁmf\mmmgmmiﬁ’lm’mLﬁtT’ﬂﬁ]5&U‘1/1m1/1§%”1€f§yﬁuaqqmammwim; (MICE) #la¥unsiainn
Tudwiaveuunu Faduiowsnlugiinangusenidsuniefladunisanadaluidu "edlug" (MICE City)
AudAuesnuided Ae meliesgmnmstaulusdflufminveuuny fwansznunoauoyfiiquus
Ussruluiiufienndls sislunuasugin deen Tausssu uazaunndin lnensdaianssulugluifiosunasng
naUselorunagsie undaduefesdelumsimundsauuaranaiumassydulameiausssmosiu

nsnuniidsmglvannsaueaiuiunumvesianssluglunsanaiununmiiavesnuluiiui uas
wandbmfunmsiaudlesluelinanomnuaiymedsnu Tausssy uanassgiavessuvulusvozen wamsidod
wduusrlesulunstmusuumamstauias Uiuusalsunelraonnasstunnunensuagdimanevenis

R Ndaguvesdaminvouwnunaly

L -3 a o

2. 19UTTEIANITIY
wefnwdaduauniswauidesluuIunlueda (MICE City) Nilnananiueyfligy (Well-Being) fiu
Uszwuludminveuunu Fsesiduwumdunsimunideduniunig o wu lasasieiiugiu msdnnismsneins

WAZNITUSMTaNsITalE IRNTEAUAMNAMTINTRIUsE YUl UIUT

3. mﬁnw'amsimnssuLLazmsﬁ'ﬁumammﬁgwu
3.1 wurAaReRuaslud

1. annudAyvaImsnauliaglud

nswaudeslae (MICE City) Wunagnsilafunissousvesaunsvanglunsanasunisiulamig
wwsvgiauazaudsBulunareniiniaialan gaamnssu MICE Usgnaunaenisdanisuseau (Meetings), n13
neafisadiaidusiata (Incentives), 115UsEyusEAUUINITA (Conventions), Lazn1sinuansdingsenas
(Exhibitions) %&ﬁwumﬁwﬁ@umsﬁa@jmﬁﬂﬁmL17'imL%qqsﬁau,aséqLa'%ums%’um?iaumms'mﬁaﬁﬂm:ﬁuqﬁmﬂ
LagsEAUUIUINA (nauauaiunsdinnisuszyuuazdngsans, 2560). MsAnwives Baloglu waz C. H.
McCleary (1999) wummsdanulueiinansznuneniaifistuvesmavondeluiiuiiuasenssnuiasughanesiu
Kun1sassleniansgsRalua q wazmsamululassansiiugu

2. NANTENUNINATEFNAVD IS LUD

'
[

nsmwiesluramalninnisamululassaseuguidfn wu gueyssya 159N wagIeuuvUal

v Y

Auade FeanunsaiiuaiuazaInavigearauiuadelun1sdnnsussyunagnIsiiun1sEAuUILIYIa
(@inauanaiunsdnuseyuwaziingsanis, 2022). n1sAnwlag Gursoy, Chen, & Karadag (2017) s¥y3kilesiiil
nswalugaunsaasslontanisasnulug o wagasasugsfioniuuinisluneadu wu 15asy 51401913

ASVUAI WATN1NDNTEN
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dmsutantaveuunu mawaududeduuwasnuesmens fusenisavile wandmiudedinenly
nsasnaRulamaasugia mauuﬁuﬁamu?ﬁmmsﬂwquﬁﬁuaﬁaLLazimqaﬁywﬁyugmﬁwgauassw falazuns
gousuruTuguonaauinusssazmsfnyilumada @dnnuanaiunsinyssguuaringsenis, 2022).
nsivlavesianssulugluweusnufiunumddylunsduasu s ssuvesdusasiiiuselalniulssnouluiiui
(Baker, 2017).

1A

3. AURLANEY (Well-being) uazn1snauiiaslud

v 9

wwiAnsssruegAdaududnuilavseiaudAyiineivesiunisimuiiiesluy ssnniseusialan

(1986) fmuaanuegddavindunnsavamiianysaionienie 3ala deen wazdndggin Wwlndewanis

Y 9

v
=

Usranlsaselugumiiu (Diener et al,, 2003). NMSANYIVBY Myers, Sweeney, iz Witmer (2000) WU

v
=

aunminanameuasdslainansenuidsnnaeanusinfiaelaluiin wavaunsoamainenunmdinlas sy

msadodlugfiyauumsauaiumuegitiavasriilnusssuluiuifaunmiindiatu lasame
nsIieuinsguaTia msdiselafisuas uaznisdifuanaeudia (Myers et al, 2000). uonaint n1sAnulag
Zhang & Li (2021) wunanuduegiifluiianudsiimsanauguamuazaiudusyifsinaneuszansamlunis
anusazauianelaluiin

4. n153uivausErnvurazauTIuile

mstuirdeudiedludluiszauanudifaneserdemusuniiennuasnadiu sudsnsanlansdug
vawUszmwuluiuil dedinanenisfaiusmlumsiauniies @lanae YINUAYE, 2529). NSANYIV8 Sirgy, E.
(1998) izqiwmi%’u%uamﬂﬂaLﬁ'mﬁ’uwaﬂidaﬂuﬁmﬂmiﬂ’wmLﬁaaﬁmmﬁwﬁmamiaﬁuayumsﬁéau%aaﬂ,umi
WA

5. nswauniadluduazimunenmswauniidadu (SDGs)

nswmudlaslug finunud B unazauey A qudiaenna eadui munen1siauad 8 8
(Sustainable Development Goals: SDGs) yeseAmsandsyned Tnslaniziimng “Good Health and Well-

Being” Fadunilsluhumunsddgyfivznosussanislud 2030 (eernisanussyud, 2022). nmsiaudiodlusly

' o o

YouknUnysuuSosguanuazaulvegfindadedunnddgiiagyiindminveunnunateidudeifinanm

o

%391‘171"51'LLazLﬂuagwmaﬂmamaﬁﬁwaﬂaﬁgﬂuszﬁwszmmazszé’ummma (Sachs, 2015) fatiudmiunive
Fuil Seanansn G?ﬂamagmmﬁﬁa uaznseULLIARIdY Tasil
3.2 AsAULUIAATUNITIYY
MNNIINUILLAN Ui LazUITY Finanveny awsnasdidunseuuuAalunisiveuas
aunfiglaail
sundgiudl 1 Tademunmsimunidoduuiunlugs (MICE City) Favisnanetadumumiueyfifiquues

Uszgnauludminveuunu Asiudmsuanidesull Jemnsaninsauauuiignunsideladsil

Tadedumnadios Uadeduaduegfsigy

v

Tuusunludan 229UsTUYU

AN 1 : NTOUMNIANLUNNTIFE
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4. 33n15ATUNITIY
4.1 mausauTaudaya

Ussmnslumsifoaded Ao Ussrmuitondveglusinowies Smiavouuny gifelatmunnausesisd
151%'133?‘1’85Imiﬁ}}ﬂﬁq‘uﬁaaéwLLUUlﬁaﬂﬁ’aﬂ’gmﬁwmﬂu (Nonprobability Sampling) a135uuuianzas
(Purposive Sampling) ﬁmémﬁuaéw Ao 'Usmwu‘ﬁ'mﬁaagﬂué’m%mammu 471U 460 AU ﬁm%wmmq'u
fo8197il0lun5398 FeinseniaglauunAnues Schumacker & Lomax, Hair et al. (Schumacker & Lomax,
Hair, 1996 o14ivlu wednwal 35ud, 2542) Tunquinesisunn 10-20 aumeaudslun1sifenilsiuls mide
adaildnuiuys 46 dauus Fddaruianquiiesnssiua 460 auduly ImaﬁgmammuaaumuLﬂuﬂuﬂﬁammﬂﬁ
EZTEJﬂ;IjaGT’.J‘c’JGl"LJLEN Tngludunuvaeunmesulay fauvuaeuauiiusausulussninetuil 1 damay - 31 o
W.A. 2567
4.2 NM1539ARUTHATUUINRDY

MATeddunsITeBUSI (Quantitative Research) Tag&aATIZMLAZHLINKIIANUDF LU TWH AU

ASHAIUNLL DI UUSUNUITAKALATUAIINDE AN FVVIUTEIIVY INNNITNUNIUITTUNTTULALINUIINLNEIVD

Y

¢
a

&
Tagnuln Yadeaunisnauidlasuusunluedn de

AUUTURY 91391 16 MU wagauaNLegAtaurasUseyn vy

v

ffusuds $1uau 30 dauus nduyifelailsnundurednudmiunsanaeiosdiodmiuanuise uay
usiusmveyaugugiinmsiiuwuuasuaa

yitlathfudsitlaninmsuanuasnnnad ssluaumsiandoduuiunlug@fuazauauey iy
vosszruihluimunduremaudmiunisanuaiosdodmivnuide LLazLﬁusaumuszjyaaﬂaﬂguqﬂjmams
\RuuuuasurunaLuuasuamesylat (Google Form) ﬁ’wiwwuﬁmﬁsaﬁuﬁuﬁ sunoilesveuuny famn
YoUUN $117U 460 9 FelignounuudeunundURUavLA $11u 460 R

4.3 n3nsevideya

v
a

HIdulammunadianlylunisieserveyaaniuuaeuaiunieadildamssau Yseneunde tagly

U

TUUNIUAIIATIADA @Twmmﬁ]mmmmﬁLLammamﬁmﬁwﬁsﬂj@aﬂamaaﬁa sty aade uazen
Deavunmsgu devedevauufgiunsidelinsenauufis1usemnwauUsus (Latent Variable) vians 9 Jade
MsIATIZRNISanABY (Regression Analysis) 1iW3EN13N19adATiAnvIANELRUS O WUSTINSIUAT 138N
FuUsBase (Independent Variation) waznsiasizndadeifad1sin Exploratory Factor Analysis e fo
nsansiuauiuls efrdadadelnalvienuduius i lunauieatu

1. Usznnsuasnqusiioens

2. fumpumsimLwUUIATesiliedTy

AT dun153T8B9US U (Quantitative Research) Tag&A51EMashANBIIANUDAILUTHE IR

maaudiadluriunlusdiuarauanueyilguuedlssyauaINNTNUNILISTUNTSHLETNWITENNE YR Ly

nu1 Jadearunisiaulosluusunlue®s Iauusuls 91uu 16 duUs wagauauesAiiavvesUsyigu &

ALUTURS 919U 30 Fanus mﬂﬁu@%’dmﬁﬂﬂﬁmumLﬁumaﬂ"mmﬁm%'umsaiwam%mﬁaﬁm%muﬁfﬁa wazLfiv

FUTMTeyaUgunfinnnnIsiuluudeUN UL UUaRUaLeaulaY (Google Form) fAuussmwunendaeyluniui

' v v
= a

FUNBLIBIVDUUAY FINTAVDURAU TIUIU 460 YA TIRDURUUABUNN NAUALTIINUA 71U 460

Y 9
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5. NANTIVY

5.1 i]ﬂﬂﬂ’]iﬁﬂ‘lﬂ’]éﬂyﬁluuaﬁb’fllﬂLLa%Wﬂaﬂiiw‘;ﬁ]@ULL“U‘UﬁE]“Uﬁ’]lI WU Qmamwuaaumuéaﬂwgﬂu LA
ndjssuau 244 eu Aawdusesay 53.00 orgegluszmng 19-25 9 $1uau 189 A Anudusesay 41.10 fanuzlan
264 au Anwdusesay 57.40 iWuriniSeu Tndnw $1u7u 183 Au Antdusesas 39.80 ﬁiwlo;ag'ﬁ 5,001-15,000
U™ S1uau 203 au Andusesay 44.10 InsAnwsEAuUTYgIe3 91U 255 AU Anvduseway 55.40

5.2 namsitAsIzrauAniuA sfuTasenunstaudesluus unlued s (MICE City) vasaulu
Forfnvouuny vormannduiuumasanysyanam (Rating Scale) wanesan151a7 1

ATt 1 seuenuAniunemsiaundiesluusunlusda (MICE City) vosnuludminveuuny
n = 460

UJadadrunsiaudissTuuiunludan — — . .
L. . ARy ANTBLULNINTEIY  SEAUANNAALAY
(MICE City) va3auludaninvauwiu

x) (s.D.)
m‘aﬁwuﬂﬂiqagwﬁugm WU QUL ASHIY MY 4.00 572 170
wn Insauunay
nsaLAss A wazmniudmda wu Ureven 4.57 624 wniian
19 70UT2NN
AUVEINNANBYDIUMAVBTIEN 4.18 613 170
Aenssuiivannuatevesdmda wu nuiingsenis 9u 4.20 586 10
WANaUIZINTINIA
AUANNSOIUNS N B AL AL EEAINYBINTULES 4.17 616 170
msaﬁfmqumﬂmammmﬂ%’g 4.23 689 N
MU sILaE AR sy 4.21 .609 170
aumseslun1sdnay wu 1w numana Wuay 4.21 639 170
Msasenmdnualre s 4.31 620 1N
AuEnnsalunssesduy WU seeumuMsTAY 4.25 625 170
Uszyuuazduuu sessutinveailefiazifiunien
nouiien
AnuBavegurasiuilunisina 1wy madsuives 4.28 636 N
aoudl ﬁamia%’QQWulsTuanagULLuu
AUV VIENETBIAAAIANS/S BN 4.27 656 10
SUYIBVDITSEEN WETINAUAT WA 4.24 675 10
Foudaivarnvans
auainauelunsUsE a5 un 4.21 622 1N
Tnneadien
quﬂismm‘[,umiaﬁuawumamsviaqLﬁm 4.23 634 170
mwwmﬂwm&JmaqUizmmqiﬁ%ﬁ%ﬁm 4.26 605 170

SUTIVUA 4.24 626 10
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NANT197 1 uansvayarnuAniuietuledsaunsiaudiosluuiunlue@® (MICE City) vesnuly
Jainveuuny Feagnoudssraun1siuginfinun1InukanI s 1u AnuAniulaesn eglusyduuin
(X = 4.24) Wefnsaniduussiauges wu Mmsiaudseineanuasaintudminveuuny wu hrevennie 5o

= P

Used e lngsaneglusedunnniiga (X = 4.57) 589a901A0 N1sasenmanenvesianda aglusgduuin

(% = 4.31) mwdavguvesituiilunsdnnu iy msUdudesanui Aansadanulavansguuuy eglussiy
110 (X = 4.28) ATAVAINTANBY0IANAIATS/S UM agﬂuiaé’umﬂ (X = 4.27) AUraINNaIgveUTEian
safatiiior agluseduinn (€ = 4.26) aruanansalunissessu wu s0s3ununsdnamulssgunasdinn sesdy
dnneaiiefiazidunaniies oglussduann (€ = 4.25) sunevesiisedn nsassndunt unasfeudsdl
vannmane ogluseiunnn (X = 4.24) msatfuayuannmneaunady eglussduunn (X = 4.23) suuszanailunis
aduayunamavondisn egluszduinn (X = 4.23) avumseslunsdanu i Sun wana usu egluszdiy
10 (X = 4.21) mwasiianelunisuszvrduiusnisdnnunis 4 undnmeadien sgluszdvann (X = 4.21) ms
fimunmuiiinusuasyiedidevesiiinusy egluseduann (X = 4.21) Aanssuiivarnvangvesdenin iy sy
mssAns suwmanaUsedmin eglussduann (X = 4.20) anuvaivatevesunameniien ogluseduunn

(X = 4.18) Anuansalun1siufuazANEEAINYeINTITYUEAT By lusEAUNIN (X = 4.17) wagn1siaunlaTIas e

¥ '
N

WUFIU U DU dxnnu MaAun Insauway agluseauiin (X = 4.00) auafy
5.3 Han1yiATIzrAuAaiuAgItuAuALeyAtigy (Well-Being) vesnuludminvouuny vofiau

q

WuwuusasEuUsEanmen (Rating Scale) LaAIRInITIN 2

A3 2 szAuATINARUREAUAINBYRTTAY (Well-Being) vasauludminveauunu

n =460

Uadeauaduegftigy (Well-Being) — — . .
N . AnRae  ANdeauuaInggIy  sERuANARLIY
vasruludswinvauuniy

x) (S.D.)
AANAIN 3.98 583 N
nsaduauLaE AU TEUUNSANK 4.55 608 Wniige
LGN IMTINY 4.03 590 )
LA TNLINADN 4.11 579 )
nsanasumglmiudsauddnylugumy 4.15 621 )
mslsnamaiiewmuama e 4.23 648 N
ﬁymzjmmw?m 4.20 648 N
pussINAUIS 1wy Analusdla msflusuiuimie 4.09 705 N
vidonunenunasy
ﬁyﬂugﬁﬁjymﬁumﬁ@uuﬁﬁu wu mssnwaden e 4.18 632 N
Uszinel
puauisnela iy matanas 4.22 631 1N
nslasuvdeussgludsiivey 4.21 624 el
muiEBnwuesnsdenledin 4.20 608 N

ANUESALTIN 4.16 615 170
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a o a < Y 'aa . o ) ! !
A5 2 sgAuANARLuREAUANBYALIAY (Well-Being) vasauludminvauuwnu (ne)
n =460

Uadedtuadnuegfsigy (Well-Being) — — . -
> . Anady  AndeauunnsgIy  sERuANUAALY
vasnuludminvauunu

x) (s.D.)

uATLRUsTUBY 4.23 608 N
aurdasnielunisletin 4.23 654 10
auausiuasluouan 4.24 619 10
punaunaelunsAiiugin 4.25 619 N
adithla Giyaqmiﬁ%m'wmﬁaéﬁu 4.19 615 10
AudanusoUsh 4.22 617 170
uTInAseURS? 4.22 619 10
ﬁymﬂzyﬁymazmi;;ﬁm ﬁﬂixmummhyﬂﬁymﬁmmxam 4.21 602 110
auAedyanal 1wy amwﬁgﬁﬂﬁﬁqﬁﬁﬁﬂu%ﬁm 4.23 629 11N
AN 4.26 659 N
mslﬁiﬂmmqmwgﬁﬂLLazmiﬂszmasm%ﬁy 4.23 626 110
éam%ammﬂuwal,ﬁmﬁamgsﬁﬂ 4.22 605 110
AU 4.17 609 N
U3 4.20 622 N
AIUAAINUAIENITTRIUTTTY 4.26 592 110
AN 4.22 613 10
anlsausEsndn 4.13 707 170

SAUNIAUA 4.20 626 N

P~ ¥ a I 9 o ¥ ‘A . v
NANTNT 2 wansveyamuAaiuigIfuladentuaueyfslgy (Well-Being) vasauludanin

o ¥ Yo Y = ! o ' a a i 9 = P
Youuny eagneulviiutsszauanuiisnelanensimun wu anuAaiulagsin eglusydvinn (X = 4.20) e

a < ! ! 7 o =2 i [ A - = ¥

finsundulseidiuges wuin nsadvayuwasimunszuudne eglussauiindian (X = 4.55) sesawnAe A1
sy eglusgiuann (X = 4.26) muvainvaten1aimusssy egluseauun (X = 4.26) Auneuaaely
nsafiudin egluszauunn (X = 4.25) auanuduadusuian agluszduinn (X = 4.26) amuanudasnsiely
nsle®in egluseivunn (X = 4.23) Mslyaaieimuinunmdin sgluseduinn (X = 4.23) amudndyyi
W anegdnisdsdidnluiin egluszduinn (X = 4.23) madvlanaassgiauaznisnszanenela eglusydu
1N (X = 4.23) anuanuduiusiugau aglusgauann (X = 4.23) auanuiianela lwu msdans eglussduinn
(X = 4.23) mmuBInasaunt sgluseivann (X = 4.22) audipuseud agluseiuann (X = 4.22) auenan aglu
sziuann (X = 4.22) asasunadunadesfiauysa egluszivann (X = 4.22) mslasunieussghudaiiveu oglu
sEAUNN (X = 4.21) audyguarnissfn dnszuiunisundymilivangay sgluszauunn (X = 4.21) au

aunmiIn agluszduuin (X = 4.20) aun13du agluseduuin (X = 4.20) muasainvesnisidontydin eglu

v
a [ o

sEAUNN (X = 4.20) anuiilanesnisivsnemaendu sgluseauuin (X = 4.19) augiinuiumeimusssy

Y 9

wu M3shwinfien Ao Useind egluszdvinn (X = 4.18) mueisua eglusgduin (X = 4.17) anudisa
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Tudin egluszdunn (X = 4.16) myanasuwelniiuiwnudAglugusy sglusgduuin (X = 4.15) amulsa
Usgdii sgluseduinn (X = 4.13) amuaniniinaes agluseauinn (X = 4.11) amusssinivia wu anulusda
nsilausuiudmianenuienunasy sgluseduun (X = 4.09) muguamsanig sgluseavann (X = 4.03)

wazAuN NI aglusyiuann (X = 3.98) nua1du

@

5.4 Han5AfnBIAUTENBY (Factor Extraction)

Tunsfnydded gidelavhnisadadmudsannismumuissunssy aumsiandeduuiumedlue
3 Tnadiduusudaiifsvastunsiaunidessiuiu 16 fuds uasfudsulinuanuoyAflquuesuszevu
117w 30 Faus Mndulavhnsifveyalaglsnuuasuamainnquinessduiu 460 au waztweyaiilaun
Yimsenanduiuswuuiiiesdu (Pearson Correlation) iieUszidiupuduiussevanaiudsng

3
a

NANITHASIEINUI AkUsNsimLLEasluusSunvealuads °mu 16 fanUs A1ANUFUNUsLINAN

aa

0.3 1 16 FauUs Imawmaaivmw 0.565-0.362 LLa“’WJLLﬂSLLDNWMWNJJEJ ALlgUYDIUTTVIVUTINIY 30 AIUUS
Wudini sauUsideanuduiiusainii 0.3 fie MC30 flamiu 0.265 dsiiornduauduiusfiosuain
fuuziiwes Hair et al, (2018) Tunisafinesauszneu (Factor Extraction) fuusiilslunsinsgisndunasiian
avduusLUULESEY (Pearson Correlation) 11nn21 0.3 Lﬁ@ﬁﬂﬁﬂhﬂaué’mﬁuéﬁqﬁﬂiﬂ 0.3 wansBIPMUFURELT
VINATALAUTENINAIRUTA 9 vi’ﬂviymmsauﬁ'%gmmLmymyaaﬁu’tuaqﬁﬂizﬂauﬁﬁmmwmaLﬁmﬁ’u
(Meaningful Factor) (Hair et al,, 2018) il 3desnduladnfuystoonty amalmdosuususniuauogiil
auveaUszenvusiua 29 fuds iethluatresauszney (Factor Extraction) ludumaudaly

mﬂmmﬂmﬂmEJmumswaumLmﬂuUiuwlm (MICE City) wanisanndade W‘UM A Initial

3
Communality vesiauds Jasemunsiaundlodhuuiunlueds (MICE City) ) s 1 Lmawalmmmﬂimm
annsnesuEAALLUsUT IR uUslaTavn

A1 Extraction Communality yaaadndrnitlaafaUadouas wuan A1 Extraction Communalities
vosdadsauntsiaudiosluuiunlusds (MICE City) fauus MC2 danduussAvsanduiusvasiaudseingn
= 0.362 Faflauinm 0.3 (ffaen iwedyen, 2560) Tsaunsadnoglutadelavadonilasstedaiau uazi
Faudsultlumsiinsendadodeasaln wasnunilatlonuannna 1 $1uau 1 ssrdseneu awnsaesunenIy
wsunulnsesay 43.396 Ssagulan dadenunsanideduuiunlueds (MICE City) 7 1 ssrdsenou lned

USRIV IMUA 16 FanUs AakanglumIsen 3

A9t 3 AAALUIUTIU (Total Variance Explained) wastadonumsiamniloduudunlusds (MICE City)

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings
Component
Total | % of Variance | Cumulative % Total % of Variance | Cumulative %
1 6.943) 43.396 43.396 6.943) 43.396 43.396

Extraction Method: Principal Component Analysis.

NnnsAnmdadenunueyiiigu (Well-Being) nansarindade nud1 A1 Initial Communality ¥99
fauls Dadenrumnuogiiay (Well-Being) nndadu 1 ulanaladuusyniansaesuisniauulsusay

yoeRauUslaamun wazAn Extraction Communality 9830338ud91n7 lnanadadswal wua A1 Extraction
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Communalities ¥030338AUANNBY ALY (Well-Being) fuus WBY dmduussantandusiusuosiiudsingen

q

&
o

= 0.378 @aAunn31 0.3 (faen 1dvedyw, 2560) Fwaunsadneyludaduladadenilaossdaau uazih

7
v

mnvsulalunmsiasgndadoddrsala
wagnudalonuuInn 1 99U 2 93plTEnaU @usaesuisauwUTUTulnTesay 43.211 uay
A1 Factor Loading wassauusuiannddluniunitueyfsiay (Well-Being) vianun 29 dauds uinansglu

aaAUsEnoUn 1 uazilosanasrusenaudl 2 IMuusuisiiansnsneglansesrusenoudl 1 uas 2 $9uau 1 s

' v
d a o [

A WB4 fiumidnfiasadsenau 1 1 0.586 warduiminiesnusznau 2 7 0.420 yITedsdndudsudsivaglu
aanUsEnaU 1 viavue Jsasulann Jaduatuminueydian (well-being) 31 1 asaUsznau lnglfauusulevianun

29 AuUs AaEndlunsIen 4

A15197 4 A1AMUUUTUTIU (Total Variance Explained) maqﬂﬁamummaéaﬁqm (Well-Being)

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings

Component
Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 12.531 43.211 43.211 12.531 43.211 43.211
2 1.489 5,489 48.343 1.489 5,188 48.343

Extraction Method: Principal Component Analysis.

5.5 MylATIzRANLduRIsTEATEulsLaENs AT IERnIsanase (Linear Regression Analysis)

M5AATIEANLEUTUSIE M98 auUsasY (Independent Variable) aun iledlus (MICE City) fush
wlsna (Dependent Variable) laun mmasaiﬁﬁqﬁu (Well-Being) azidumsinenanudusiusidadunse (Linearity)
Tnefifuusdaseiniei fufuusam

nMslnseniierhnisnsnaeudymanduiusiulsdass (Independent Variable) laun Jadeamunis
Wanndlasluusunlugda (MICE City) vosauludwminveunny fusuusaa (Dependent Variable) laun Jade
puAILEgRTigY (Well-Being) vosmilufavinveuuny wum faduusslvsanduiusd 0749 dedlardiudszans
anduritusludauan wandiundulsdassinnududaseredulufinnuduiustu luiimsauaususle ¢ 1
(laifioym Collinearity wag Multicollinearity) Smnaniissmsedannduennndudsudadulumunamaninse
ihlUlinsevaunsannesveamsinmanudiiussesmsiaundesduuiuvlugdinenmeyifiguvonss sy
Tudwirveunnule

5.6 wamslaen Tadenunisimuidoduuiunlugdi (VICE City) fiaswans Jadontuarmeyfd
49 (Well-Being) vesauludminvouuny

Tadonunmswanniesduusunluedi (MICE City) vosmiludmiaveunny dansnamuinae Jase
gwummag;ﬁﬁqﬁu (Well-Being) vosaulusminvouwnu nan1snadeu Ineluada Linear Regression Analysis
wu1 Yafeauarmeyffigy (Well-Being) vosnuludainvouunu Sauduiusidaaunssiufuusdaszdate
aunswaunlosluusunlug@i (MICE City) vaspuludmiaveunny sensdifodfameadndisziu 0.01 daanse

o o

gsungANULUTUTINTRdEAUANLeEATaY (Well-Being) vasruluiminveuuny ln sevas 56.00 syaiifiedAsy

el o

9@DANTEAU 0.01 tAeddnsnani1auin Aawandlunis1en 5
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M13°99 5 nanslaTzvannesveslateninaneUaTenunueysiilay (Well-Being) vasnuludminvounnu

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 1.071 0.130 8.223 0.001**
MICE 0.739 0.031 0.749 24.167 0.001**
R 0.749
R Square 0.560
Adjusted R Square 0.560

T
Ao o W aa

** AdodrAgyneatfngeeu 0.01

A5 5 o5uelandadeaunisiauidissluusunlus@® (MICE City) vasauludminvounny
favEnalsuinaedadunuaueyailgy (well-being) vesruludawminveuuwny

U

6. ayUnauazanUsena

v o

NNNTANYIANUAUNUSVRINSHRAIL LT BsluuSunluaddneainusy Adavvesuseanvuludandn

U q

@ a

youknu wun nMaiauluauifinadnevanefiivestinvesauluiiul aonnasafunuisounsnguiluaiunis
N LilpIuazATYga

6.1 nansenuidaasugia matmudesveuwnulmiduidiedlus (MICE City) dwansznudeuanne
isugaesiy (AugIToumingndoveuuny, 2563) 3314’;"1ﬂ'15ﬁ°1’m'1u1u%a'1mmLﬁmmsﬂ@?l,ﬁjﬁuqiﬁﬁfluﬁaaﬁuﬁu
T59U33 $7U9MT UATNITUAS UonINESmudininfiud uresnisananuuaznisamululasasei ugud
Sy 1wy qusssguLarszUUILAEsIy FadunaineirsugianesdunasUsssuluiuil (e wavane,
2560) frlndiundlesiiaulassassfiuguiiesesiufianssulugannsodiu GDP veudedlaunnils 109% melu
3 dndamsiiaiun

6.2 wansenumeauuogiif (Well-Being) Han1snwmunamamdinvesUsssulureuunufiiy
ndanmsianidudedlus (MICE City) Tnsnsfmuiniulassassfiugu 1wy ssuvsuasuasnsinuing
assarlagnuiulsaiiosesiufianssulug shilvmsendeuiniema q vesssesuneiu waedamufiovelaann
Zu (World Health Organization, 2019) finammmafsuinmsasismsiaslassasaugufiidauduiusiy
AuNMTIRLAT A NDYATAvYsUsE Y

6.3 MsanasuTmusITILaTN IO ﬁamiulu%ﬁwmwé’wﬁ’@umséaLﬁ%;ﬁ’muﬁiimum?{uuaz
nMaeaiier medninssanisuasnulssguseRuuunanidatulureuunwhlndnsweuns fausssumnesiu
UgyL1TIm9IuaTIN e UBNINAG U (aunAuntsmondsaunsssinalne, 2563) seyafansadluslusemelne
aunsnaseslaannimesiierlafistuni 15% luraad 2561-2563 Hadsmenszaulminauniagilaly
fausrsuuazmaiamusmesznuilunesdunie

6.0 muduRUsTEadn s MICE Auauegffiaqy mensevanduiussemnadadoms
ﬁ@umLﬁaﬂwguawn’magﬁﬁqmﬁuamswwuwuﬁﬂﬁmmﬁ’uﬂ’u&%amﬂaémﬁﬂ’aﬁﬂﬁm (NeaNsITemsneadien,

2562) Flwmiudieafilasunsimwilusessuianssuluraziinansenuduinaeguandinvesssnsulunwes
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a s o !

MIRAINIATYERakarNSNTIIas i wenndnuAnwves Tudnn (2564) Smunanuianelaves
HULHaukAE N ANTINNINRRTIEIENaneNTTUIANNEURsAUlunaius ity A AL Uiy

a

inmsimuewsusnulmdudiosluy (MICE City) amalnasvgiaveniieadnsiiulauaziinauegf

'
[ 1

flavvosszavuluvanedin eenslsinnu nmstawiluewarnislnaruddgiunisiuuiesadsdu uazn1sass

AUARTTYNANTENUNLATFNINAZ AW INARLLNRAANANSENUTTDAAR Ul UEeN)

7. Ussleviuazdaiauauue
7.1 Uszlevivanside

MnwansAnufiuandmifufmanssnuidauinveansimundiomweuunududoslus (MICE City) e
mwgﬁf\]LLaxmmLﬂua&uisuawimwﬂuﬁmﬁu vowauaiuzaelUdaunsailuuiulafiomdiuUssannmnsiaun
nolula

1. mawaulassarsiugiuiiddu delndoweuunuivladuiiodlus (MICE City) ogn9dsiiu aasdl
msmusuiaramulilasansiuguiiansesesumaiulaveadouasnisinfanssuma 1 leswulfissuy
YuAENs I Ae A mazInfiisafumsiaey warnsdanisunnaou

2. maraaiereanuTudiessnuniaiguasionty msatuayunsaimuuiieosy ey
wonau uazkdiaulaaudedu q wu lswsy guonisuszegy uazgsianesdu ilelmAanmswannidussansam
uazdeulostu yufannsasanimasouiidenenaiulnvesgnamnssulue

3. nMsasEsuMsTRLTvrkarnssulunesdu Asianud AgyiunIainve e sssuly
nesduielnannsninvhanlugamnssuluglnessisyansam nisflneusuuasmsfinwamunisuinig s
faa uazmaneaiivndsgiensdlnussrluiuiiilenmalumsianuinniy

a. msfamuiazyseiiunanisdiiunuesismelies pmsinmsianuuazssdunanisiidunuyes
Tassnaudioslus (MICE City) spnsashiane wieusuussumsuazunludamitoraisty siudsimuinagnsin
wangaufunsasuulamaassgiauasdsauluaunan

v v v
o

5. mﬁa%ammmwﬂ’ﬂguaxm‘aﬁé’;u%amamiwwu mﬂﬁmmé’ﬁmmmiaiwmmgmmwﬂa
Aeafunsiiwiledlus (MICE City) waznausslovuifinduanmswaundlodludnuasd sudeaasunisilan
suwesUszradlunmsinaulauazivunfienisvesnisiamn Lﬁaiﬁlﬁmmsaau%’uLLazmiaﬁuaqumﬂﬂu’Luﬁuﬁ

nawan1idel W lymessdiieud duluszoren mia;ﬂﬂmméamﬁaisuiwmﬂ%@,ﬁsLaﬂsuu
My uarMsiiausveUsE ey nsaasuTRusssunesay warmsUssiliunasgnmaiiios davani
wwpelndesounnuivladudioslus (MICE City) ilsvauarudia uavasssslosunomsygouaznmn i
FinvoUszrvulaosnsddulussozen
7.2 YDLEUBUUZNISIVY

msAnwlunuddouusilviinisiamunassesenvesnisimundedys (MICE City) ¥818901981939
arwAniiuannauyiialaaudeiivarnuats nsAnwidisuifieutudedlusdu 4 miliesedateiinans
mmﬁwdwm@%ﬁamm nsuF SaidaaudmiunsUsafiuna nsAnwnansenuneaInaey waz
msdrmansiiausiuvesssanadlunmsimundes

matdeillnveyaiidulsslovumensumuuaznistandeswouumilniarudduuasinunndio

v

Ao o o ° = % o = =
Mvudmivusenou lnonsihnansdnwlulelumsiaundesdusdu 9 lusuan
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UNANED
nsfnyITediiingUsvasnvesnsideiiieAnwdadenidnsnanenisanduladeuiansussgawuTun

Y1InuNgINIutemtesulay laun Jadeniunnansdunt Jadea1unisdeaisn1snalnkuuysuinig uay
noinssuyuilna Fadunuideldalinm lnevreyanisuuuasuaiuseulauniunis Google Form uaglu
3UkUY QR Code Tnguuuasuniufianansataunlslunmsiiasevladnuiunsdu 400 4a lnglvadaingey laun

AIAIND ATRERE ARAY @IudenuuNInITEIL kagdnsienaun1sonneslianrAa (Multiple Regression

Analysis) Uag F-test uan1s@nwinuin 1) Jadeamainsiduni laun A1un1333nuazandinsidunt A

ANudusideNleaiunsIdunT wazauAUiNAnensIdUAT 18vENanen1sinaulatou1 @ TUIIIMUTUAYII

nuugeEuremseaulay syeitedAyneadifinsedu0.05 2) Jadenisdeansmanaiauuuysanns laun A

NFARASUNITUIE ATUNITIABAI wagAUNTUTEENRUS 8nEnanensdnduladoniansussanuusunYl?

- Y

NuNIWUYRINenulay seltedAynsalifnsydu 0.05 uar 3) JadengdAnssunuilan laun auyana

aVENa MuULYaINITTe AMUFULUUNTALETINITYIY kazAuaRaluNPeuana1eiy nsdnduladevidans

= =

USTMUTUATINUNTIUYDIRRUlauwANA 1Y eensdlitdudAgvnsatiafisyiu 0.05
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WindnwUSayanln AuzUIMSEIng unTivendenenisaine
Zp13UsEdn AMEUIMNSEINY uninendevienisening
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Factors Influencing the Decision to Purchase Packaged Rice under

the Phanom Rung Brand through Online Channels
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Abstract

This research aims to study the factors influencing the decision to purchase packaged rice under
the Phanom Rung brand through online channels including brand equity factors and integrated marketing
communication (IMC) factors. This is quantitative research. Data was collected by using online
questionnaires via Google Form for 400 samples. Statistics used in the research were frequency,
percentage, mean, and standard deviation and analyze multiple regression analysis and F-test. The results
showed that 1) brand value factors include brand identity, brand relationships, and loyalty affected the
decision to purchase Phanom Rung rice brand bagged rice through online channels with statistical
significance at the 0.05 level, 2) Integrated marketing communication factors, including sales promotion,
advertising, and public relations influences the decision to purchase packaged rice from the Phanom Rung
brand through online channels with statistical significance at the 0.05 level and 3) different consumer
behavior factors include influence, source of purchase, sales promotion type and reasons for purchasing

does not effect on the decisions to buy packaged rice under the Phanom Rung brand via online channels.

Keywords: Brand Value; Integrated Marketing Communication; Consumer Behavior; Purchasing Decisions
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1. umin

\esanuszimalvneindnenssssunifgauany ol LLazﬁq@Jmiwammaamﬁqﬂ virlnfiuandang
nsinuasiianusatarlnduingivluniswsglavarnvaisuaznoiies TnsUssmalnedunilduyasoonsy
AUsnag mulmizﬂaq Fulzsanseuos um LLasﬁwmaﬁﬁwﬁmaﬂaﬂ (Eastern Economic Corridor (EEC), 2020)
awsamgaamnssue s Wl 2565 agveeiadnuesiiefuturiaiiiuresiney awmnanauyuingiu
Tunisnandumensdseglussdugs Tnsaummaumilananuansenuanudnugsvesdaide uasgnsu s
yuslnalutssmedinisvraonisleats uardmiuyaninisaseeniuualuuveefneiowmuiirmaasugialan
LAEN5BBUANAIYBIRUUIN (NFENTIGRAMNTI, 2565)

Uszwalneiinandnvdennasday 31-33 anudu Fadrludiduransiaussunm 20-22 anudu T

<

Ustaanelu Useneaie 10-12 a1usiy aiuiivideasoon wavanan wuaduy 1) annieleusinalaense ddnau

a o o

30% 2) wrudielsduingivluniagaainnssy Sdaau 25% 3) Aruielwiiudaiug Sdaaruuseuo 5%
4) yrafienisason fdnaIuUszann 40% (gueidonyins, 2566)

guannnsaNe1) 129l 2566-2568 wawAnT1vestveiianmaiadnues aungunanuualunan
011 dsnalUTanary wariludeutivanas TufnurumamzUgniiieglusedugs wagdsasdiinnsnis
aduayunnmadglunamemdeinsasns memuamumesnsuilaarnlussmedunuunssfostumunsiy
F1v9333RTT OIS 13UTH LARAAVINTTINITNANS VNS dIumIateanaIAaznduInuedimuihddoves
Uspinaganiinees i wasanufnanunnutuamiuemsiisinsiegainnizinbevesasa vuedism
rvaslnennazfuifistununandediuuilunanas wagenunesnsiissfistuneiiesimaialulsyme

wazasoen (AueITengems, 2566)

'
P

ynuzdiyannatn E-Commerce vadlng fyannan 6.2 wauauum lud 2565 wasduuiluuaziivla
nowlesiay 6% Tulvagil 6.34-6.94 uauanuum Tuseninad 2566-2567 Tnevaanduaiiguslnausndonu
%8119 E-Commerce ¥1ndu Usznaulunae 1) ﬂq'u Personal & Household Care %ﬂﬂiaUﬂquaugﬂiuwmam
Beauty uaz Health 2) ngu Beverages waw 3) nqal Foods mamuneuulandmeudise Tul 2023 dmafulnasn
narfles uINTUNTIFUIATEY COVID-19 TzAAamzas uasnsduaglunuuoonlatasdmangnisunfanniu us
Msmansuulansmeuiisey Admaiulnegmeliios (@ué’i%’aﬂqﬂmﬂauwm, 2566)

Fouuluumanadaondsanuy B2C (Business-to-Customer) lulvelud 2565 wumaglalusni 30%
Ima%ﬁyjaﬂ'mmmﬂssmm 900,000 814U LiiaTU1nI12 693,000 a1uuy lud 2564 Lﬁawmc;ﬁimémvlma
éu%uﬁ’umisfa?mﬁywsimﬁaamaaaulaﬁuaya WUFEIULTUAM TlazduandmeAuaniuremnseeylatiu
11nTu aonrapatfuteyaTes Lazada (Usemelne) Ssszyansuiuglanudaeumdslulnglud 2565 afiandy
43.5 auau vi3on 61.8% vesunulszenslneiomn 210 36.6 atueu Tud 2564 (Uszanwiigsia, 2564)

MnveyavesdineuRRugInIsIeBidnvsetind aveyawmsuanulvedesslsluseulay nuaeu
Inefondoidon soun qunsaifiin dosseduuniian sesasiduduaguinauilnn wwissdens omnsung
LazDIMIIAR AuA LN AnTsunTtszRunsesulauresaulngludagtu wuranilnglvitlousnda 67.320%
599891778 LAUEUUAEMN 58.49% uaztnseiuni e-Wallet 24.43% (UsgmmAgsnag, 2564) donna ety
WABTALALATA (2564) Tiuani QU%IJ]ﬂsmai‘wEJETamLﬁaﬂ%f\)’wﬁucgwmrmﬁw;m (Physical Store) iuroemiaman

Tnganizeevdaduaaulnauilnanieduniusznnvesdn (Grocery) unluvazifeniuiinisdungluaesiiiode

Fuauazusnsuuremseaulaunie q aulugiiudumundunazlaalna (nezaunuanse, 2564) aulnedl
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wulunilazuilnaemansussgndlusesmnsesulatsnntu Smidlunainuniansussggeiulinsursdunainiisuuse
pemalies fuusunduniiy ﬁaQ’Lumammmuuaxé’nﬁLLUSW??{WT{LWJ q fAatusnnsdulsdies nieauls
Tunarnd duduramesulaulunisiisriarsuussneaiy Wusaiafiuiaulaun wesfulpdwes 4 91
ngAnssuvewuilaaiiudsuntatly sesnsauaznnauislunstoruremseeulay ielwileuwnasedlus
U UsemdaTiausiuasia

Jagtunungafivoamsdndmungluguslnrogiunsvats Tnsanglumeaanadiluy waaUan
noshurnlveuazsuaTaInge 1wy UST tende Ran3dndu Sawmu 1 vise Tasd (Lotus's) Central Food
Retail Company U3%% Und ﬁujmas‘l,%uma% $1in (e iledud 2563 ‘WuquLﬂuLLmuéﬁﬁéauLLﬁmamiu
sumUEnussmagadududy 2 wasdaiulneweliomandamoauusunnuugs fanumatevaniionsy
Tangnnnguyuilna Fsaguuswandu 1) vrveususd 2) ¥19men 3) ¥1Iuds 4) v1aguam wag 5) Y198y q 3
wusuanusgsivvanvaeln enouausmonuAINTveNUlaaTikanaaiuly uasdsuuaseyiaue
uaziapandniiddyy fe iilelumneuaussmenisuilnafurniluunasssam (Qiwn isiie, 2565) Teanungs la
dadiuisenudsunadugatagiiuiidedsny Online lwaniunumiudseslnganntu nsew q funadulpiu
‘Wull%:dLEN Seinmsvoamnedngimune Online tnty Imawuu%ﬂ&?ﬁg’n’]ﬁmma?iuhyﬂu E-Commerce A4 9 Tngln
audAgyfuresmenisaeesulau lwrsaumnlusludunasynianssy savedsammuiiaiunsiussun
ooulauvemuugs vilndfvennegeamdususiy 2 vesnguauaigulnauilaaly Shopee ludl 2564 uarlu
g turidsiauiivlsavemungaes delnansadasmisduailane Tnsnaentisd 2562-2564 wuwgsla
doans9nfunanisnainvesmuNTE Social Media lakn Facebook IG Line a YouTube &s1n%asn19vos
wungszduagnu aenenmus voyan1e 1 MnLeiiondn 11vessueTmsiivsrauaTwdusTlugruilan
wisluguslaranunsaladulszaumsniiflunsiusemuemeieiiuiuuasiisiu dsalawnuveauusun Fuena
mugendlarlalas widsdas ynasashilauazuunouimn Content vosnuugsnasdariufunsnogniy
puslnamasisayn uazlanugieatumahemslulunanieaty dagtufivesyfaniuma Facebook 1nnm
2 uaueu Tud 2565 nungeardsndlaauddaiugesminisdasiuute Online uagnisioanstuyuilnanude

dapu Online Tunnguuuunaly (3ium unsiin, 2565)
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nnfilanarmsuavieay #ideddinnuaulalunsfneifeises “Jdeniidvinanensdndulade

Y1IAITUTTVYIRUTUAVIINUNTS UTeneeulaw” ednwdadeniiluyuslnateduandndumnuusunyn
nuug wasivefinwdadenuninsidun ienzdilUlylnindsslovunmuinnnis wasiedsznaunisindula
TumsuSulvasy USuUse wasimunnagnsnieanIsnang SIuimsmiaunGndunnausnIslumseaunen1sves
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2. I9QUszaeAn13IY

2.1 WiefnwAuAnsIduaI (Brand Equity) NiidviEnanan1sandulade 11781505590 MUTUAYIINUY

JeHUTEIteaUlay

2.2 \WafNn¥IN13FeA1TNINAMKUUYIUINTNITBNEHANaN 1 SAAAUlA TR UIATUTIRUTUAYIN L
PARIN BN NG LG

2.3 WiowSeudisun1sdnduladiou1ia15usI90 L UTUA Y 1INULT U I aulaw F1uunmy

noAnsTURUSIAA 6W1H
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3. mimummsimniiuLLazmsﬁmmauuﬁgm
3.1 wuIRANYIRUAMIANYB IS FUAN

aqﬁ‘ﬂixﬂa‘umanqmﬂ'waam’lﬁuﬂyﬂuguuawm Aaker (1991) Lﬁuﬁ%ﬁnﬁ’ua&fﬂﬂgwmw gl
paAUsznaveymIsiy 5 Usenis laun 1) amdnAnessiaum mnefl snugniy anudesiy anudeuvuvey
muadslaa LLaxmm?fiaé’méﬁcgﬁimﬁﬁiamﬁugﬂm 6]Imwgu?lmaﬂ%ﬁugmﬁLﬁuﬁ?uszjgﬂ 5 visenasall 2) A3

AsENtingnensIdunl Ao N3igUlnAaIL1509AT19T1EUAIEY 9 1a WU @1U150aRdTRVRINTIAUAT Haydnuad

v
= a

¥ilpdua1 n3oUsNs 3) N35uinanmeesdunl lunssugresuslaaifinenunnlaesunseanumilondn

U 1

vosduAuaruimadeifoutuauaiquas 4) madeslowmsidua fe msidenlosesausznauresnsauniie
Py Im8?1'@5&‘14?15ﬂLLasﬁﬂwm:maamiwﬁué}L%T;jmmmﬁwaﬂéﬁim uay 5) AunineuazauautAasy q vos
p3duA fo Auninefideruduiunensiuwarassguainsidua visidurelaieuiivisasmaysslon
Tnfuiaveansaun
3.2 LUIAANIAUNNTABENTNITARIAUULYIAINNS

nsfoansmanInaInLiaysanms savumskasnaunslyremsfianedearsnie 4 sauiu o
vnasTiaenaassuazdalay ieussqenysanesmiudieraiurnasiiisvesivesans uasnansumves

29ANT %nmiﬁamﬁmmamL%auimmiﬂizﬂaum’w 5 790551 bawn A1slawan A1sussvdunusined a1s

'
=

AuaTuNTIY N3 ETeNEnaLY Karn13AIANIaNsa uddeasnede 4 Aanssu laun 1) nislavan Wuns
Tadeussiania  fannsaasnaslugyiuasinestahisnslussornadunniwiudomnasy Wudslunis
LIS Weunud wardnau 2) msaaadunisne fadueiesiosserduiivisnssaulngslnaianisie
Fuen wardatudsgdlafinssnumnsnune wdasimune wieyuilnanugame 3) msdssenduiius iunislens
Uismé’mﬁuétﬁaLﬁumia%amwé’ﬂwaﬂﬁmﬁaﬂi'@m anmdnuaiazanunsaasenuunnadlundndaeladu
08197 e mUsznduitusagluidenssnisluenugifuyana uwas 4) msnainnenss iunsinaedeasves
vluSgnanguumnelaensafiolula fumsneuausmionisdeduan (Kotler, 2003)
3.3 wwaRaieRungAnssuguilng

A32990 130N (2552) Aisvyndinuiilnifienundnvasnginssuguilae Usenouane 1) lasunsey
Tusanamne ielumsudsdnuaenquidmane 4 a1u fe Ussansmans Qiimnans 3enen niedniiaen
LagNgANTINAENT 2) sgﬁimgaamis?iuaaﬂi Wuraw Lﬁa‘[,ﬁmwﬁq?{aﬁsiﬁiﬂmummsmﬂwamﬁ’msﬁ Ao
pasnapmantRvieduUsznouveskantam uazanuuanasiindonnguas 3) viluguilaeddladndulatoidy
Fnilenasnimsnuinquszasalunsie guslaatedunifieaussaanumnesnisaiusenie uagaudnivel 4)
Tasunsfiauslunsdadulatodumouiienesnismmuiaunumuesnquea 1 fifidviwanensdadulatoves
wuslan 5) guslaadouieln lufanuiienssmansiuidenidlunisde wu Somaioulavesd wuggnialuvesd
Hslavouion vaailavesiu delulemafivay wiewmanaiuddanne q vesd 6) ;JU’%Im%aﬁimLﬂuﬁwmm
dlenasnimsuisaamsiiguilande 1w ssassndua quiesiniiin viesumevesti way 7) guilaade
oendls iufanfionssmamautuneulunmsindulate

aqﬂi(;iwLLmﬁmngmﬂ'ﬂmﬁuﬁuw aun migé’]’ﬂl,t,azﬁmai’wmﬁuhuﬂ aruduiusideulestunsdua
n3U3AMAMYRIALATIINATIAUA ATIANAREnTALALALLIAMABITUN TR eI NIRAIALUTY AN
loun nsTerwan Msaaasun1sve NsUssmduius manaanenss uasuwAnifeafunninsususlan 6WiH

laun Tasurseglunaiadming wuslnaneinisdeeslsiluyuilaedsladndulade lasudiaruswlunisindula
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3.4 NTDULUIAAUNFIVY

faudsdase Audsnny

1 a 4 .
AAINIIEUAT (Brand Equity)
1. M559nUazaNNI@UAT (Brand Awareness)
2. anuduiuseulasiunsiduan (Brand Association)

3. MTIUFAUNNVDIFUAIINATIAUAN (Perceived Quality)

4. ANUNNANDATIEUAT (Brand Loyalty) nsiaduleds
msﬁaaﬁmwmﬂLmugimmi (IMC) (Purchase
1. nslawad (Advertising) Decision)

2. NFAREIUNI5VIY (Sale promotion)

S MsenaulaTe
3. NsUsEIEUNUS (Public Relation)

VNIANTUIII

4. N199a1N19AT9 (Dir marketin v v
e 74 (Direct marketing) HUTUAYINULT
a Y a ! ! <
wqmsiug}mﬂnﬂ 6W1H NUTRIN9eUlau

1. Tasunseglusaaivang (Who)

2. wuilnanasnistioosls (What)

3. luguslneaddladnaulade (Why)

4. lastnefiaurnilunisinaulade (Whom)
5. wuilnadaiiiela (When)

6. yuslnaBodiliu (Where)

7. yuslaatoasdls (How)

AN 1 NTOUMNAALUNNTITY

3.5 AUNAFIUNITIY

1. AA1ATIEUAT (Brand Equity) 18nSwanan1sdnduladio ¥19a15U5T90IWUTUAYIINUNTIHIY

Y¥pan19eoulay

2. N380a13115981AKUVYIUINST B NENanon15indulad ou13a15UTIIUUTUATIINULY
NIUYBINIeUlaY

3. yuslaadidingAnssuuanma iy dn15anduladev1ia15UT90 WU TUAYIINUNT SN UYBINS

paulaunmanmany
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4. |WANTUNTIY
4.1 ManuTusImdeya

WIdeleisnsitureya Tasnmslsuuuasuniuseulay (Online Questionnaire) MU Google Form
Tngagadluzuuuuisn uaglugUuuuainy QR Code iipsaninfiveyalaneuasmnsaunensiiusiusmteya
Fauvuasuniudinand 4 3deiI8nsva1s wuuasuamrIusdedsanooulaunng 4 vesuusuAnuNa laun
Facebook Official ﬁuaﬂsdynwumjﬂ Feflo Panomrungrice LAZAILUUABUAIUNIUY DIV Line Application Tu
sULUUAINYAnaLazIUUNgY aun Line@ vosu1imungs Fadudnuisyosmsiilugnariniumias uniy
TwanBenduants  TmdsdodummenarBiaun Big C Rice Fair “vmgeraila Ussniaitlne #tnd” adedl 16
o D08 $ypnfivun sevnatudl 8 nuaus - 6 flunaw 2567 uaziitelnanusaiiuriusveyaiidnuiladwuay
400 7 Aslun1svuuvasuamagiidaudansos (Screening Question) o MULABTY1IAITUTIYILUTUATT
‘wumj& nureIseeulaunsoly Iﬂai%%%‘msaiméﬁ"sasmLLUU"Lﬂ%mmm%Lﬂu (Non-Probability Sampling)
dielndiarusiulalmnauiesaduiumulssaniding seidmstvuauuuaeuaty Tnsnquiosmouds
;‘;mamwuaaumm”wﬁuaa G'TfaGiywu%a;g)aéauﬁaﬁ]zlﬁy%’umil,ﬁu%aaﬂaLﬂummﬁu uennilumstmuadinuly
wuudeuny ey IdelainisuuAsuuarussgnannemiddeiifsveaiiolmmnzantuaiuiden el itoasng
LUUABUATLLAT AN NAAN0INAUATETLABT DY AN TUTTIRILUTUAT NN KusessDaulay
4.2 M3INAILUT wazluuINges

wieaftoiilalunisideaded Ao wuuaeuniu Ysznouats 5 aau laun aawd 1 doanAsituveya
USETNIAARTURIABULUUABUAM 1) A 2) 91 3) SEAunIsAne 4) 093w uag 5) elaneiou Taednuasy
wuuapuniulUUATIIAEUII8N1S (Check-List) aaufl 2 MnuAsafunmainsaunn laun aunsgdnuas
dm91AUA PuATIETUSIBosTeatURTIAUA A1uNTSUIANNMYBIAUATIINAT AL LazATLAILANTRe
p31AuA d9ufl 3 Mensieatunisieasnisaaauuuysanms (MO Taun amumslavan aunisaaasunis
118 AUN1TUTEEURUS ULAYAUNIINANANIIATY d2uil 4 ﬁ’lmuﬁmﬁquﬁﬂﬁugﬁim $1u 7 A waw

PR v

il 5 domfsatumsdadulede vrmsusTyquuUTUAT LIRS seaulan Tneduil 2 aufl 3 uay
awdt 5 du gisermuednuasvestemaniunisinssduauAnduresyreusuuasuny 5 sedu (Rating
scale) unazvolafmuaaaziuulunismeuladu 5 sefuauAndiu Tastaainifunisuesiian (azuun 1) T
auﬁqtﬁmyﬁamnﬁqm (Azuuy 5) uarlminumnisulananindelsrsdunsmaduy 0.8 (Uaywy FiSazam, 2556) Lag
finsnaaeunmamadafion1sifenisnisiiesgnaianuid et uresuvasuay lnsismanduuszang
(Cronbach’s alpha) wum Sanduusyavsnseuuia wnfu 0.920
4.3 n3nsevideya

mﬁmwﬁ{aga Usgnaumeadn 2 Uszian Ao admdmssu laun eufl ansosay avads uay

AU lenuUnNINTgIU kay 2) a0ARNeUNIU AB F-test ag Multiple regression

5. HAN15398

5.1 Namﬁmiw31/?617@1361é’ﬂwmxmqﬂimmmam% WU EJTG]E]ULLUUﬁE]Uﬂ’]iJE‘%’J‘LﬂWQUJILﬂumﬂ%i@d AnLdu
98 64.00 T09a1A0 WAv1e Anidusasay 2550 nud1iy Tnsanlvgiolgeylurs 31-40 9 Anidusosas
34.20 sesasnie 21-307 Anidusenas 3350 Fanquitesrsandlugianunilan Andusesay 69.80 sasam

Ao anunmausa Aadusesay 23.20 wazdiszaunisAnwiegszauuiyans Andusesas 72.20 se3afe o
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U3 Andusevay 17.50 waznquiiesnsaiulng Ussnavon@wndnauuiemenyu Andusevas 43.70
599291178 V1519015 Anvdusear 22.50 wariiswladenawiou 20,001-30,000 U Andusesay 50.50
509891178 518lA 40,001-50,000 U Anduseay 22.00

¢ Y v i

5.2 KANTIATIENVBYANGANTIUHUTINA WU QymauLLU‘uaaUmuémimy'ﬁqﬂﬂa@m%waLﬂuqﬂﬂaiu
Asaun$s Anidusesas 42,50 Tnsandlugdondnfununiasussggauusuanuugs Weuay 10 Alandu Ay
Sowaz 49.50 LardonAnfamuasUsTIaUIUANLLTS Weuay 1 ads Andusesay 53.20 arlvagiondnsae
P17E13U359MUTUANLLTI 9nseulat Andusesar 52.30 warlnaruaulaiunisdaadunisviezUkuunsan
s Anviusesas 41.50 Tasaulnyidondendniumunimsussgqauusuanuug esinmavesdumaniiy
Seuay 42,50 wazaIulvydonT onAn AU IAITUTINNILUTUANLLTI9IN Lazada Panomrung AaTusesas
42.00

5.3 wamsieszvveyaiieaiudadonugueasaun Tnenmem eglussdusnniign daiade 4.29
definsuduseniu wu auiifianeduniian fe auenuduiusidenleatunsiua fanaded .55

599891AB AUNTIINUALIINTIEUAT HARGeN 4.48 muaNuinAnensIduA1 daadeN 4.10 Lavuesiign Ao

AUNNTTUIANAMYBIFUAIINATIAUAT TAaden 4.06 Aua16U

v '
M a

5.4 HANTIATIENVBYANLINUNITADAITNINAINLULYTAINTT tnenmsiu sglusedvann daadedn

4.07 viadl diefarsandusieniu wun suidinnedeuniign Ao amunisasasunise daneded 4.34 sosaan

v '
-

fio anumislawan danadedl 4.16 auniseaianinss faaded 4.08 uazuesiian Ao arumsUssrduiug
faaded 3.71 auandu

5.5 Namﬁmﬁzﬁsﬂ}aaﬂaLﬁsrgh”'umi@'fmﬁuiﬁ]%awamﬁm%%nmwﬁqqﬁLLUiusi(wuuﬁja oglusziuanniian
fiauadnd 4.44 siail efinnsunduneye wun vefifinadeinniian Ae Welateduarusesmiseulatads
wsnuan shlnguilaeaulanduindedn daeded 4.58 sosawnfie yuilnadnauladoduaiv1iasussnauusun
rrmuugEnutemivesulaudnafiessuuueu danaded 4.48 wavussiign Ae nuslnaazuusiluyanaduie
Aunnuvaaseaulan aaded 4.27 nudiy

5.6 NaN1INAFOUANNAZIUNTINY anunsaasUlndwmnsanelull

A13°99 1 HANTAATIEMTINYAUVBIRMUANTFUANTBNT NN 5iRFWlATaY1IETUTTINIUUTUA

EEJ’TJWUEJ?QNTLJEUENW’NEJEJ‘LIL%?H

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

AAsT (Constant) 588 291 2025 | 044
mumigﬁﬂ LAZIAIINTIAUAN 147 053 123 2771 .006%*
Ui denloaiunsiauen 154 .057 128 2.692 | .007**
m‘umi%"ugﬂmﬂ’lwmaqﬁuﬁTﬂmmmiﬁuﬁTﬂ -.340 214 -377 -1.592 112
AN TR AU 124 056 140 2214 .027*

o o o

nnewme: dedAgyneadifnseeu .05
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1NeN3197 1 WU Jadeauansduat laun AmunszanwazIndingdunl (8 = 0.147) auauduius
Weuleaiunsdua (B = 0.154) wagauanuinanensiduai (B = 0.124) isninanemsanduladouia1sus

ALUTUAYINUNT YR eeulay suiiduddynsaiifinsedu 0.05 lngsauiunginsunsawaiisosas

64.3

M13199 2 KaNTRATIEMAMYgUYeIdITenIsHoa s MIIAIALUUY TN SNBVENanen sdndulade

VNIFAITUIIYILLUTUA ‘U’]’JW‘LA&J?QN’]WUENV]NEJEJHI&U

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

ﬂlﬁm‘ﬁl (Constant) .661 .245 2112 .002*
AMUNSIaEaN 631 247 614 2.555 | .011*
AMUNTALATLNNTUY 139 066 126 2105 | 036"
amunsUsTAduius 109 043 151 2.541 .010*
AMUNTTARINNIAIY -.065 .048 -.088 -1.358 175

o o aa

nngwg: teddyneatiafisedu .05

PNAITNA 2 WUN ﬂﬁ]é‘fami?{amimimmﬂLLUUU‘jimﬂmi (Integrated Marketing Communication: IMC)

T ATunsleen (B = 0.631) AU TALESINNTUY (B =0.139) LarAunsUsTIENTUS (B = 0.109) {dn3na

P v
v o w Y

nan13indulatev1IaTUTIIguUTIAYINUN suYasteeula sedlldeddynisaifvisedu 0.05 lag

TIWAUNYINTUNTAINANTOYAE 62.5

M15199 3 JadengAnssuyuslan 6WIH Aunnaneiy aananen1sinaulatiaunansussns

LLU?UWU'TJW‘LJ&I?JBJ']USUEJ\WHJEJEJUVLBULLGWGI’N?B{U

UJadenganssuguilaa nsindulede HAN1TVIARBUANNAZIU
a0m Sig.
gﬂuqmmaéw%wa F=2.850 0.037* RHGRIGHEG Y
AUUTUIUNITD F=1.361 0.254 Ui Lasauungy
AueuAlunTe F=0.529 0.663 Ujjiasauuigu
ATULMAINTTT F=2.772 0.027* IREGIGHE G !
ﬁTﬂugULmesém%aJﬂﬁ‘uw F=2.495 0.043* gouSUALNATIY
mumawaﬁlumi?ga F=2.881 0.023* YaNTUANNRAFIU
A dlunsde F=1.047 0.383 Uijiasauugu

e duddgvnsatianseau .05

NAITNA 3 NUIMNGANTTURUILINA UTENBUAIY ATUUARRENTNA ATULNAINITTE ATUFULUUNNS

duaunsue muvnralun1stefiuanaeiy In1sdnduladeviasussigauusuavinulrutemeslay

'
o w =

WANANAY BENLITYEAGYNNEDANTEAU 0.05
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6. d5UnauaranUsiena

n1sfnyuies Jadeiiddnsnananisdnduladon1iasussenkusun1INULTIUYIntesulay

aunsnefusenan1sfinwnuaunfgiun1sidele dwelul

a

AUNANITNAFBUANNAFIUNNTITEN 1 U1 JRdeAuAIns IduaT (Brand Equity) A1UNNTIINLAZINT

&3

v v P P 1

n318uA1 18nSnanan1sindulatonniasussgguwusunrINULTIRIuYeItesulay elenadumszyuilon

9
v

390 AULAY KAZIATINTIAUAIVOIVIIAITUTIVOILUTUA Y 1INUNS dba T uee19d Tnsaennaaiy
HANSANYIVOLUANT LT0YEY WAz dun anafanigyau (2566) iU MuUMIFINATIAUATBNENAn8NTEUIUNTS

v a

dndulade WewnauninuazmalulaBnisudniis uarnisasesnmdnuaiiidunduan auiluguslnasdnuas
andlunsrdunn sfsaonnaesiurin Aiquns wazansdl Aaemsy (2565) NUI AUAATIALAT ATUNITIINLAY
anddun fnanenisinaulafermisvesuilan silidunnensauanasussggdluruasaindods
ﬁﬁgmwaﬁaaiw %qﬁﬂﬁ;‘l’ﬁimmmiaiﬁﬂmﬁué}LLazamﬁwiganWQLLaiueTw warnuaseRnAInsIAUAT (Brand
Equity) puaudiiusiBosleatunsaua TavBnanentsiadulaferiasussgguuuILAT INULTIHILYTOM
poulau fsdloradumseyuilaaganiennulnnnn uasunnanseeuIaNTUTIIILUTUANLLITUBady
Tnsaennnastuadla Asamals uagnawdul dunes (2565) finun auansAuamuasduiusdenlostunm
Auen fovinamensmomidnaulatovesyuilnamun driudmestsiedisnne dlrenunswiidaeu fafnnes
031U Feaennanaity vAnn AFauns wazansdl aawsu (2565) WU AUAIRSIALAT AuANLdITUS TesTeaty
n31dua dnanonisinduladornunienenuilae weinsaadinsiduawasmsdeulssiunmaum viludn
anudofouazseuiulunnauaivesnmiediden Snvsdmuan Jadbamainsdunn (Brand Equity) A1u

¢ v v ¢ ¥ ¥

ArufnAnensaunn TvswanemsfinduladorniasusguUIuRT LT RuTemsepilay iedetaudy
wzgualaadefneufiomelaluamamusnims weeinnugnufUuRdnmv1EN U TIINMUTUANLLSS
uay vhinawedadenilasendniumunasussguusuanuasadulszuasnaiies uasfaunyduasuugii
Tunuilnadednodu viesmavgeiumuanmnasugia guslnafdinadontonanfamumarsussggauusuamu
53 TnvannnaestunansIdevessin Aiquns uazasdl mensu (2565) WU AmAIATIALAN ArueLdndne
n31AuAn Tnanomsindulatorrmisivesyuilan WesnmiusnAnensiauaninanoguslag fuuilusfiazde
rasussnilundinely Snfsdauusinsulumely

Tunsnssiuana ﬂﬁaﬂmmmﬁuﬁyﬁ (Brand Equity) ﬁymmﬁugu@mmwmaqﬁw;ﬁa’mmﬁmy’] T
SvswanenwindulatorniasusTamuTIRT INLL IR uTaIeaulay siioradumnemuduiunmauny
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Work Stress Affecting the Job Performance of Personnel

A Case Study of the Department of Highways (Central Office)

Jidapa Wanitkarnkul'” Pattareya Henklang? Anong Taiwan® and Aree Mayoungpong®
Received : 25 Oct 2024 Revised : 13 Feb 2025 Accepted : 4 Mar 2025
Abstract

This research aims to 1) Study work stress level on the job performance of personnel at the
Department of Highways (Central Office). 2) Study work stress and its impact on the job performance of
personnel at the Department of Highways (Central Office). And 3) Study the influenced of moderator online
emotions on the relationship between work stress and job performance of personnel at the Department of
Highways (Central Office). The sample group consisted of 355 civil servants, government officials, and
permanent employees working at the Department of Highways (Central Office). A questionnaire was used
as a tool for data collection, and the data was analyzed using descriptive statistics such as frequency,
percentage, mean, and standard deviation. The inferential statistics included Independent Samples t-test,
One-Way ANOVA, Multiple Linear Regression at a statistical significance level of 0.05.

The research findings showed that : 1) The type of personnel had a statistically significant influence
on job performance at a significance level of 0.05, 2) Work stress had a statistically significant influence on
job performance at a significance level of 0.01, and 3) Online emotions significantly influenced the relationship

between work stress and job performance at a statistical significance level of 0.01.

Keywords: Work Stress; Efficiency; The Department of Highways (Central Office)
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Ta%alalsun (COVID-19) Bnsnsivdeuudasmng 9 meluresesnnssuiimssnuiineunnannwazasuudasiuan

wurdhudalsinauazdmaunn nawmzdnvasnuduiiemaniuezaesasenundediulinndevesssnvuniu
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ANuUaenfglunsunNIg 'ﬁqfwalﬂummﬁmwaéw?ﬁﬁamiﬂﬁﬁ’amu‘uamﬂmﬂiﬂia,mNmammaagwmazﬂmﬁml,as
mmm%famiayﬂamiaéww%nL?{ml(;&m %am’mLﬂ%‘&lmmaﬁﬂﬁéwmamﬁaagﬂLﬁm{fz.qusumwLLazmmﬁaLLﬁfﬁwi’q
awﬁﬂ,ﬂgjmﬂaug’lw%amaaﬂmﬂi’lsamﬂ@? mﬂ%agdamigzyt%a%ﬁ’mmiﬂiumwmnwvmﬁawaamt.azmwaiaugw
Tmngausvnisauludeudseanas 2563 sevay 29.5 ludlsuussana 2564 seeay 30.20 wavludesudssana 2565
sowar 34.97 muddu Seduulungstunnduagnseudanidaainsludeutssana 2566 w eudmnau 2566
WU NIBUSHIINE BNy 6,625 RN WATNSATEIRILILS WY 5,736 AU NSOUSAIINIAIUDY
Qﬂ%ﬁdﬂizﬁi’wﬁﬁﬁmu 1,604 FIUAUI LASINNTATOIRIUILIRILIY 1,568 AULANTOUSASITME e nUsI9n5e]

U 7,058 AU BATNTATBIRLALITILIY 4,916 AL AININA 1
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W ntoudemiids Ehuvda) Bl AUATDS (A

M 1 damasyaaInsveInsumaadsludaulseanm 2566 eudsnay

1 1 NTUMIES (2566)

nvayanina1ITymaiadu Ae n1sufuRnunlunswmiusiumug Usinunulaza1sianiuannuy
lngnasUUanununuiumisasnwihinisguassalunsviuialSinunuinauieviaanudauluns
UjuRau

v
a v A

ety nauddiuazUssiudymiidedemuaulafinuanuesealumsinuiiawaneUssaraninlu
msUuRnuwesyrans nsdiinwinsumamiass @inaiunan) detmafilaanmsaneidenduinmanludioly
ANIUTTINWERUTMIIIANSUANIASEATIRAT U UYARINSNIMavan Suasthignineinsyaraninuninias

La?uaiwnﬂixaw%ﬂﬂwiuﬂﬁv‘hmumﬂ?JﬁuLﬁaUﬁqLﬂmuwgqqmmmﬂm
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2. 19UTTEIANITIY
2.1 AN ¥ITEAUANILASEALUNTYINNUTBIUAININTUN VA deinaIuna
2.2 WiafnwiAnuasealun1sinnundnelssdnsnmnisuURnuresyaainsnsuniavas §9in

AUNAN

' '
‘daa a

2.3 WiaANWHUITAINUAISHANIBSUADDULAUTN LB NS NANBAINUAUNUS TLNINIAIULASUA LUATS

hanuiudsednsamlunisufuifnuresyaainsnsumamain dinaiunans

3. mwummssmniiuLLazmsﬁmmauuag'\u
3.1 uunRangufiieafuanueiealunisiey

NIUFVN NI (2564) lalnerumnevesainaon ianefs UfAsenouauesesnis arwAnuas
anmdslanodanmelunaznisuen Sdusenaduyana mulindn anunsasrioanwnaesineyanats iz

Dunmeznasu Juau Auveda asalnduaunalunsmsdinludngle
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wauynsuatuIstudineanu (2550) lalnanumnevesenueien vaneds dnvureinisfiaues
1ﬁ1¢?ﬁiauﬂawmmm§wLﬂ%qﬁwumﬂé’ﬂwmzmmiﬁ%@%ﬁmimﬁu'Na&iNmmmé’ummiﬁmaéwwuw

Cooper & Cartwright (1997) 197&1@%5&1 6 ‘UixmﬁﬁtﬂuﬁyummmmmLﬂ%’&lﬂiumiﬁﬂmﬂam AN
U UnUMLaETieuFURavey dusnmssnayeaalunsURRey armnmunluendnnisan Tassasns
LazUTIEIMAlLEIANT ANLELAATEMITIRULasTInaIusN
3.2 wunRanguiiieafuuszansamlunisufiReu

enamsay vowss (2557) lalnenumne Useansnimlunsufofeu mneds msufoRaulmduly
pulmneviotnguarasaiiesnnslanndhaifianisvauiivzan TnefinisUssaunulnisaussiieons
anfafasannuanlaiiiruadiiFlunsuiiRnuiilnmshauivssdnsamiesUssaunadiga

John D. Millet (1958) lalnanumane Yszdvsnwlunsufifam waneds san1sufofoudviman
arwitmelauagladunarlsnnmsu e

Peterson & Plowman (1953) "Lﬁyai;uaqﬁﬂisﬂaumaaﬂizﬁmﬁﬂﬁw 4 90 Ao AMAINTB 97U (Quality)
wamsvhnuiiaugnnedlaunsgiu 20137 Sannings Usnaiau (Quantity) nufiing uaznoudulumeni
AANTIIDMLIENY 13a1 (Time) Fo and lrlunsdidunusnyaufunuesiuade wazanlyais (Costs)
nssunmsiamantzroamnzauiunu fe azmesamuusslanarilanniia
3.3 wuRanqufiieafuansuaioaulay

Roser Beneito Montagut (2017: 2) ﬂa'niwmiuzﬁaauvLaﬁLﬂuqz:yLLf\]éhﬁ’z:gﬁa@’smé’mﬂ’uémné’mmﬁ
Andumsoaulau

512 935aANY was 91587 A3ERTIEE (2562: 36) a1 Bnsunipaulay Ae ensuniiuanteenty
Tndsaiinidsn dsnsuansensuadudulafadwinuasdavannsanseaulniaussdaandosamiiuin
mnlufinisuansoennisesunienTazdnn1zfung

U3 Tayay s (2565 22) lalvienavane erswaleaulat viels rwsdnyenuensuniiannso
WasuwadanumsiugreyermasiedemiurensdessulauilmAnanusdngaumnn
3.4 yAdeiineafes

4

nelen Inmanmssa (2563) Anwidadanuesealunisvinundnanenisinnuvemidnauuiunled

19

GLULSUG]ﬂEQLV]WZLIWTLMi NANITIVENUIN 1) Wﬂ}ﬂGWUU%‘gﬂl@ﬁiuwﬁﬂjQLWWMW’WUﬂiﬁ Nz UTEUINTAIENT bLG]LLT]

° P

s18le wazUszaunisuvinnuduszdns nwnnsyinauiiuanaeiues el duddgneadfinszau 0.05 2) Jade
PnsERtuM sy nusmtinnuuTlenlusnjammamnuas nuniinanelssavsnmlunmsviauvemiinnule
luangammunuasynausenditudAgyvnsatiansedu 0.05

o

3503 Ameglawie (2565) AnwidaduaiuauATenlunsvinukazyssangamlunisuiufnues

v v oo
[

Wmiinsugannsfifeveatununufitadasaaning wanisidenun nqudtessdaruaiealumsiie
wuunmralussdulunawasnundadeifassduaimedsalumahaugaiian laun dadenudnuasa
sosannlauntadnulassanauarussenidluesanis

Zhijiang Wu (2023) ﬁﬂ‘mmmm%’ammnmuuazmmmﬁaWﬁﬂmmgﬁmﬁmzy@?mmuﬁaa;’mﬁéqma
nomsvha Tneflersuaiosulaudusuusiiy nanmsifewun amuaieasnaunsgaunsiinnmizualily
MsTheusarannzguaTesRaLies Tasensuapeulaviuiunumrenuaisnnaunienaridnionil de

NUNULANIDINN DTN AN UED DUl AUILELNTAUTINIHANITNUATUAUTLANIINAULATEALAAIE ALY
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3.5 NTULUIAATUNTTITY

msfnwaded Boswnuedeslunmsvhnuiiasenoyszansamlumsufiinuresyaains nadng
nsumevas (§simaiunans) ;J%’Eﬂﬁyﬁmu’;ﬁmLawqwﬁ Reafumnsiaieslunisviauves Cooper & Cartwright
(1997) uwAnuasnguiifeafulsyansnwlunsufjifieuues Peterson & Plowman (1953) uarensuaioaulat

PMNNUWITBIBY Zhijiang Wu (2023) Feaunsaesungnsoulkuianlun1sive (i 1) lassl

faUsDasY fianusnu
Uadeduynna
- e
- 91
- @0UNN
- STAUNSAN®YY
- Uszlanymaing
- sygznalunsufiRe UszAnsnnlunisufjuneu
- ATULNNNITRY >| - ey
- USunuau
AMALA3IN TUN1SYIN9TY |- e
- ANYMLIY - ety
- UnUMLATTINTIALSURRYEU
- é’fuﬁuﬁnWWiwiNqﬂﬂaIumiﬂﬁﬁﬁmu ansunioaulal
- unmvuiluendnnisau
- Tnssasnaazussenndluennis
- puagaTE SR ULas IR

AN 1 NTOURUIARNLUNNTINE

4. 35aTUN1TIY
4.1 maiusausaadaya

ﬂ&juﬁaaﬁhﬂumﬁ%’aﬂ%ﬁ fio yransPufuRnulumnenudsiansuynamans (@unans) Uszneume
PNTVNT SN 2,053 AU WEUNIUSIINIT UIU 907 AU Qﬂgﬂdﬂizfﬁ’] $M0 120 AL TRy 3,080 AU (NTUN4
mans, 2566) §3delgnsAiuImIUIANg U1 1T TsE I (Yamane, 1973) Tiseduarundosusesas 95
Tnermunaunanndeuiissdu 0.05 Ivlavuianquiessilalun1side Ae 355 au warlvisnisquitesns
laun m3gusiosrsuuudugd (Stratified Sampling) TnsduaauuuuuadudaauiinfuresUssrnsuieniioy
ﬁ’z:yzﬁﬁlmmqﬁﬂim'miﬁ(;aﬂmiﬁﬂ‘m (e Nivetyw, 2561) LLasfiuéTaasJ'NLLwImsTﬂ (Quota Sampling) 1ng
AunmiundadIuyAaINTTeINguAes UL ILIBNL BeaglndnaiuvesussTnsunag s s A ad T

MualaUsENBUAIE V151TNNTINUIL 232 AU NUNIWSIVNITIIUIL 106 AL LLaxQﬂﬁmﬂixﬁi’ﬁﬁTm’m 17 AU 57U

v
a

198U 355 AU
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o

Adedidunsinfiunusmeys lnensdeduuuasuaumenuesiivuisay naufiegsuazyhng
{UsuTILTeYa 100 Weskiun semufeusEU-NgunIAY 2567
4.2 MsinAdaulsiaziuuIIaeg

n9idundsiidunsifeideiunn (Quantitative Research) Tnglauuuaeunmmiduiniasiiolunside
uaziAuTuTveyauUseanidu 5 meu Usznauns 1) Taduaiuyena laun e 01y an1unin sedunsing
Uszlanyaaing seziattunisufiReu annuevnaniadu Wuiuvasuaudanedalmdenaey (Check List)
2) amuadealunisviau 3) Usgdvdamlunsufifeu 4) masansersuarudedinusoulay iWuwuuasuay
Uanedafidnvazidunuuinasaiuuszanan (Rating Scale) 5 s¥AumITU04 Likert (1981) Uag 5) AINARLTIU
uazvaLauauus Tuuasunuaneds

WISEATIMUUAB UMY TNMANwILLIAAMY BTk iTefiiete i uaeUaIMARE UM
\isenss (Validity) iilenstageuanugnaosuararisnzaslunisleniwmensmenduiiniudonnass (item
Objective Congruence Index : 10C) Imamuap;t.%wm::y 3 911y §3A1 10C AifiAANI7 0.50 FulU Foavefa
‘1?14’3”@15&9%5@@%ijamﬁa’?mqﬂi:mﬁ (ASnae wqw%ﬁug, 2553) 96ann5IiATEnANNRsadai o (100)
nuIweRInILYNTeliAILA 0.67 f1 1.00 9ntuinsnagouaIderiu (Reliability) Tnetiuuvasuniuly
naad (Try Out) r“f‘uqﬂawmﬁﬂuﬂﬁﬁaaé’mﬁ’mau 30 YA Wi oA duUsEaNS weann (Cronbach’s Alpha
Coefficient) ma3Fva3nsauuia (Cronbach) fisdi lunsmsraaeumndosdunaslnadudssaniueariannna
0.70 $ulU (Hair et at., 2019) Ssazdenvamanuiinnuidiosu Fsmunamsunuuasunufiaduusyaniiean
WU 0.920 WuLdBUNINAIUANIATEALLANSYNY f;mUi:ﬁw%ﬂwﬂ,umi"dﬁﬂ’ﬁmuuazmimjaaﬂaﬂﬁm
FuusEavSuoanviiu 0.935 0.943 wag 0.868 AR s?faLLuuaaumwnﬂﬂTﬁJﬁﬁmmﬂiﬂ 0.70 Fuly Fatfu
wuasunmaiiviamnsnihlvlnfurunueyanellla
4.3 n3nsevideya

1. mﬁmeﬁ%aaﬁaéwaaaL%ﬁWi'ﬁz:um (Descriptive Statistics) Toglumaud (Frequency) LAYANTDEAY
(Percentage) Lﬁ@@%maﬂﬁaﬁwqﬂﬂaLLaﬂ‘gmLa?{a (Mean) LLasmLﬁ'mwummg’m (Standard Deviation) tii®
osutgAnueSeslunmsvihey Ussdvsnmlumsufiinuuesynains ersuaeeulatveaynains

2. mﬁmmzﬁ%@gaéaﬁﬁﬁL%aamgmu (Inferential Statistics) Ll enAapUANLAF LB MUATEHY

o

Yodndymeadalafiseu 0.05 lagsil

auufgiudl 1 Tadvauyanadiuananssuiivszans nmlunisufvRnuuanastuadailydents
AA3EM (Independent t-test) NAFDUANLLANAYBIALAABYBIR LT 2 nauiliudassaefuuasnsiiasien
AMULUTUTIUN9LA DT (One-way ANOVA) NAADUAILLANAIYDIA1LAE Y03 UUTHINNIT 2 Na X 1l ©

WisuigulseansnmlunisufiRnuresynains

v
aa al

auNfgIun 2 AnuasealunsyihnuidnsnaneysednsanlunisufuRnuadaily Ae n1siasien

N30nnaEkuUNAN (Multiple Regression)

auuAgIun 3 ensuaesulauliBvsnaneanuduusTENANIAS BRtuNSINUiuUsEAB A mlunIg

oy
N

UfURnuatianly Ae Msiesievnisannesuuunygal (Multiple Regression)
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5. NAN1339Y
5.1 dayanluvasngusiegng
Han1TATIERTan a2 lUreeng uiaee1sd1uIu 355 au wuaulnidunends Suau 185 Au
sevay 52.10 91g5¥¥I3 3140 9 $1uan 130 AU T8AE 36.60 AnTun1wlan $1um 191 AU S8Rz 53.80 SEU
MIAnEUSanes 91U 197 AU iyaﬂa:: 55.50 ﬂizmmﬂmmlﬂu%ﬁwmi MU 232 AY iyaﬂa:: 65.40 28z
Tun1sufuseu 11-20 9 §1uu 109 A so8aE 30.70 ANMUENNMSRIUTIETUMIAUTIER1E S119U 140 AU Sty
39.40
5.2 dayandnuiAsenlun1sinauvasyraINInIunIema (faindiunang)
KaNIATEveyaAILAiEaluMBhuTesyAaIN TN TN (Fafnaaunans) wunainsaseglu
sefunndaedewniu 3.70 (SD. = 0.25) Tms@?mﬁﬁﬂ"n,a?isqqqm fio aunuaisnuiiniademiiu 387 (SD. = 037)
59091 fio ATUUNUMLATITiAT L URRTEUTARABINTU 3.75 (S.D. = 0.50) uavussdian Ao AuANANAA
spysTimhaiarTinausianadoimidu 3.56 (SD. = 0.52)
5.3 dayauszansnnlun1sufifnuvesynaininsamiemnads (feindunan)
mamﬁLv-mzﬁ%a;gjaﬂszﬁm%nﬂ‘vﬂ,uﬂﬂsﬂﬁﬁ’ﬁmumamﬂmﬂsﬂsmmmmﬂ (Fefinaunans) wunaIns
ogluszdutunas fimadsimity 2.97 (5. = 0.32) lasnuiifianadogean Ao aunatiinuadewmniy 3.33
(.D. = 0.51) 503a4n Ae suAlvanedianadewndu 2.94 (SD. = 0.55) uarussiign fio PuUTinauiiaiede
Wiy 2.70 (S.D. = 0.52)
5.4 dayavsunipaulauvasynaInInsunIman (feindiunang)
KamIlATEnTeyaesuaneulauTesyAaININ LIV (Fenatunats) wunnwsimeglusedy
Uhunansdiaademiiu 3.27 (SD. = 0.66) InsanuAaiiugean Ae mslwanszunsesuasdelnduaiiie Loy
Facebook, Twitter, Instagram Lﬂuﬁu‘u ﬁé%aﬁawﬁﬁu 3.48 (S.D. = 1.20) 5898941 AD Iwasﬂﬁy%“mmt,ammm
AnLiy Snin LLaxQﬂIQQWﬂﬁgﬁiuﬁﬁﬂLa?{mﬁﬂﬁu 3.41 (S.D. = 1.09) LLaxﬁaaﬁlqm Ch mﬂ‘wafﬁuammimﬁéa;ﬁu‘[m
1ﬁgﬁgammﬁaé’zyﬁﬂwajaiuﬁ( Emoji) nudedsnneeulatiiniadewiu 2.97 (SD. = 1.13)
5.5 NANSNAFBUFNNAFIUNITANEN
NansdeUANNRgILTesITY Tl
aunfgiudl 1 JadearuyanaiunnaeiuivszansanlunsufoAnuunnanadu U52nouUnI8NNg
naaouimellil

weuananeiuiuseansamlunisuufauwananeiu

M19199 1 KamsiasendSeuiisudssansnmlunisufiRnuuesynainsdwunaume

Auls LN X S.D. t p-value
Uszaniamlunisufinnu 4 A1 18 3.29 0.386 0.632 0.528
AN 3.27 0.350

°

INENTIN 1 wunyaansndiweawanaeiuivseavgamlunisuf ianuluwenansiuesaluiidedfey

=

N988ANSEAU 0.05

91gfLanAeiuiiUsEavsn nlunsUJURuLANaN Y
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A19199 2 HaNFIATIEMUSEUTBuUsEANSamlun1sUURnuresyAaIng kunauene

faus SOURCE SS df M.S. F p-value
UszAnsnnlunisufimnu Between Groups 0.227 3 0.076 | 0557 | 0.644
4 1y Within Groups 47662 | 351 | 0.136
324 47.889 354

o

NAN19N 2 nunyaansioeiuanasiuiiuseavsninlumsuiRnuluuanaisiusealufidudfy

9@DANsTAU 0.05

anunmwanaeiuliusEansnmlunsufiRnunuananeiu

A19199 3 HaN1TIATIMUTEUEUUsEANSAmMluNSUURNUIEIYAaINg FIkUnaLEDIUA TN

fauds SOURCE SS df M.S. F p-value
UszAnsnnlunisufimnu Between Groups 0.675 2 0.338 | 2518 | 0.082
4 GT’]‘LJ Within Groups 47.214 352 0.134
3 47.889 354

NINTN 3 WuYARINIATan A MARanaeiulisEansamlunsufiRnuluwenansiueeislud

vdAYEnANTZAY 0.05

sEAUMsANYILANAiuiiUsEansnnlunsufiRaunuananaiu

M19199 4 Kan1FiaTenlSeuiisulseansnmlunisufiRnuvesunains Tunauseaunsany

fauds SOURCE SS df M.S. F p-value
Uszdnsninlunisufumau Between Groups 0.596 3 0.199 | 1.475 | 0.221
4 p1u Within Groups | 47.293 | 351 | 0.135
59 47.889 354

1NANTNN 4 wuyeaInsidseauns@nwuanaieiuivseaniamlunsujifau luwanansiu

o w aada

peglufitedAgynsadfszau 0.05

Uszanyaansiuanaaiuiivssansnmlumsujofaununnaneiu

M19199 5 wamsiasiendseuiisudssansnmlunisufiRnuvesurains Suunaiudssnnyeaing

fauds SOURCE SS df M.S. F p-value
Uszdnsninlunisufumau Between Groups 1.168 2 0.584 | 4.398 | 0.013*
4 f;’m Within Groups 46.722 352 0.133
371 47.889 354

1NM15199 5 wudseanyeansiwanaeiuiivseaniamlunmsujiRnuunnaiaiuegisidudfey

'
a

o o

<

MeaiafsEau 0.05 Anudeihmadisuliisuanuuana1esignveinaiisnds s LSD nsgautennudidsy 0.05

[

9l
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M990 6 wan1silSeuliiguaedegnmsINUsEansanlunsuiRnuvesynains

e LL‘LJﬂG]']lI‘UiELﬂV]‘LJﬂa’]ﬂi

19193 NUNIWIIYNT andnelszdn
Uszanyaaing X
3.30 3.28 3.03
1579713 330 - 0.02 0.27%
NINNUTIANT 3.28 - - 0.25**
gnanaUsEd 3.03 - - -

° W

**qszautivdAgnsanaiszau 0.01

9111915799 6 mansiUsulfisuaedsnegamnsmysravsnmlunisufdRnuvesyaainsduunay
Usplamyaang wuniianuunnanedig 2 g loun 1) ‘Jﬂi']‘umiﬁUisaw%mwlumiﬂﬁﬂamuumﬂiﬂgﬂﬁ?ﬂqﬂixﬁﬂ
2) Wﬂﬂnwuiwﬂﬁﬁﬂizﬁw%mwslumiﬂﬁﬂ’amumﬂﬂ’jﬂgﬂﬁ?ﬂaﬂizﬁw

srognanlunsufuRnuiunnasiuiiussansamlunsuoRauiiumnemaniy

A19199 7 Han1TnTemUTeuiisulsednsamlunsujuinuresyaains Suunanussesiattunisufinnu

fauds SOURCE SS df M.S. F p-value
Uszdnsninlunisufumau Between Groups 0.012 3 0.004 0.030 | 0.993
4 p1u Within Groups | 47.877 | 351 | 0.136
321 47.889 354

1NAN5NN 7 nunyaansifissegnatunsu iR eunuenansiuivseansamlunsuJoaauly

o o aada o

LLmﬂmqﬁua&mlmﬁﬁammymaammwu 0.05

a0 UM IRUALAnasiuiivszansanlunisufuRauiuana iy

M19199 8 Ham A EnUSeuisulsEaninmlunisuiRnuvesunains uunauanIuennist

fiauys SOURCE SS df M.S. F p-value
Uszdnsnnlunisufumiau Between Groups 0.612 2 0.306 | 2.278 0.104
4 Within Groups 47277 | 352 | 0.134
520 47.889 354

31NM15799 8 WUIUAAININTARUENNTRUARANAuliUsEanEnmlunsufURnuluuanaiaiu

Y =

peluildudrAgynisedidanszdu 0.05

AuNRgIUN 2 ANuAIeRluMYhuiavenaneUseavzanlunisufinau
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M99 9 HANITAATILVNTONABELUUNYAMANUATEALUNTYINNUTBNENaneUsEanSA M

lunsufiRavesynains

. Unstandardized standardized
fALUs
coefficients coefficients t P-value
B Std. Error Beta
(Constant) 6.697 0.202 - 33.210 <0.001**
Mean_Stress -0.985 0.054 -0.695 -18.140 <0.001**

R=0.695 R*=0.482 SE =024645 F =329.067
p-value = <0.001 Durbin Watson = 1.651

“fsgautlvdrAgnsanaisyeu 0.01

INANTNA 9 NANTAATIENNITANNBELUUNYANANUATEALUNTYINNUT S HanaUsednTamluns

a wa

U URMUTBIUARINT WUANULATEALUNITYINNU (Mean_Stress) SianswanaUszansamlunisufimauesisd
WeddynsadAfiszau 0.01 lnedudsdaszamunsassuieysz@nsamlunisujifnuvesyrainsdadududs
aullasevay 48.2 (R = 0.482)

auuAgIun 3 ansuaesulauldvsnansnnuduiussmsnuwesealunMshnuiulsgansnmlunis

UjURau
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ANIATEALUNITINUAUUsSEaVEA MU sU TR
o Unstandardized standardized
AUs
coefficients coefficients t P-value
B Std. Error Beta

(Constant) 5.810 0.182 - 31.972 <0.001%*
Mean_Stress -0.866 0.047 -0.602 -18.502 <0.001**
Avg _emo -0.055 0.016 -0.107 -3.305 0.001**
Mean_StressXAvg emo 0.046 0.003 0.424 13.309 <0.001**
R=0817 R*=0.668 SE. =020322 F=235614
p-value = <0.001 Durbin Watson = 1.908

aad o

~fiszautidingneadAniszau 0.01

1
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ANLASEATUN1TYIUAUUSEANE AIMluN1SUS TN wutesuaeaulauiidninananuduius senia
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Ex]
v v
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Usgdvisnmlunsvia

NNNaNINAdeUANLAT LT 3 ensunesulauiidvinanemnuduiussernsauaisalunisineuiy
UszAnsanlunsufdfau %aLﬂuiﬂmwmammagwuﬁgﬂ’: filoruitlemndefnuoeulatlaiumnuismasiiunuwiy
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Workforce Development to Adapt to Market Changes in
the Era of Advanced Technology
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Abstract

In an age where digital technology is turning the economy and society around the world. The
development of labor skills in all ages is an important factor in creating the country's competitiveness.
Technological progress such as artificial intelligence Automatic systems and the internet are coordinating
things. Changed the job characteristics quickly. Resulting in the labor market needing new skills that are
different from the past, Thailand is facing challenges in advanced labor shortages. Labor development
under the guidelines Blend learning, which combines technical skills with the development of emotional
and social skills, such as thinking, analysis, solutions, problems, and cultural communication. Will help the
labor to improve in the rapidly changing market. Investment in long-term labor skills should be based on
educational and training infrastructure that responds to the advanced technology industry. In addition,
cooperation between government, private sectors, and educational institutions Play an important role in
curriculum design and professional standards that are in line with the market demand. Lessons from
successful countries show that continuous development of skills not only helps to reduce the skills gap in
the labor market but also promotes economic growth and stabilizes the long-term labor market.
Therefore, systematic integration will help Thailand adjust to the world's changes and create an advantage

in the competition in the modern economy with high dynamics.
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Useina matUAsunnugiasughandraluifissuanonisneluladtugs wndmomussnuiiivnuefimnzanly
mslsnusazimuuianssulv q mswasuwdamaneluladlaniluesnssmdnudmansenuegnsdnd e
Iﬂﬁqa;mmwgﬁ% ea warnanausany inAluladdhya1UseAug (A) seuudelud@ (Automation) wagBuesidn
Uszauasands (IoT) Mdnanivnumddylunnniagaamnssy aswalndnumueusasinuedsndy

Wasuudasluagnsduds nuilaussnudnuagluiinnudugeuidgnnaununiemalulad vuginuinenis

v
¢ =

Fnwrtugs 1wy mesenveya Madsulsunsuuagnisfndasnsasse naeiduiinesnislunaiaussnulan
(World Economic Forum, 2023) kaza1n51891u4989 McKinsey Global Institute (2021) AANNSAIN SrUuUSalusA
wazdynUseivg axdnansenumousanuialan Tageraunufinsanunii 800 ausumus aelud 2030 lu
vauzdieaiu Afnsmanisan ﬁ@mnﬂ%s%ﬁummﬂﬂa%% faavassenilvinan 97 anusunuaialananelud
2025 ﬁﬂi«;zﬁﬁi”]L‘ﬂuiuamﬂmﬁnmamqmﬁqﬁﬂwL%qmaﬁﬂ L mﬁmwﬁ%@nﬂa MsmLITENIALITLATSTUUMS
UsEananaLuuAa1n (Cloud Computing) SamdsnsianiinueauesunLasdsny 1wy MsAndasizimaunly
Jaymuazanuanunsalunsyheusiuiy unu

Tutszimelne viundsnanlaasnumimouaslenalunseutu Menuressuiaislan (World
Bank, 2022) sy Usemelnerdundgiuanunimeniuussiusswdaiau Tasanizlununsviauaay
ussnuiiivinugedsindudmiumstundouasugialugameluladdugs uenani Vssmadandaiunisunsdy
MnUsemaiioutnu wu Awlus desuunazanaide daulsueiauinusssouiimnedaaumesledu
nsatuayuesadugUsssy Mty Tasenis SkilsFuture vasdsalusiiyanuntsanaiunisiousnaontio
Gzhaf[,v?lmqmﬁﬁuu’]ﬁﬂwﬁmaﬁummﬁyﬁmmﬂuqma’mmm arwdnaiiasneuismuddyrenleuneiineiies
wazAuTmdessmsnaisuazienty lvdsemalneneandnyfuransenuannalisuasnaluladi
71 Insanugudeinusanizauiliisvesiuimelulafasiulaviuaty vieluausonovausirmiunoams
mammmlﬁwﬁdmﬂmulﬂﬂizmm 5 7 (Deloitte Insights, 2023) 5 I‘UiLLﬂi:ﬂLtuai“ﬁ“l,ﬂaL%EJ’J‘UWQJﬂ’]iﬁWU’W;’JEJ
M lnwneu (Python) E]’lf\]f;@ﬂL‘%Suiﬂ”lwﬂwiiﬁlma’lﬂLLiN’]uGTE)\‘iﬂ”lﬂuE]u”lﬂﬁl videntinnuileaiesdnsuuuniens
poaduzmslsaussuusaluiAnlmnm amelvussnulunguanamnssusaiu 1wy n1ANNYRTLAENIHER
Sudunoaususiosnaseany LLiaaﬂuiuﬂejuLwéﬂﬁlﬁLﬁwzhsamimﬁwmﬁﬂw (Skill Gap) undsaeiaaiunis
Manufiondfisdunnnislyssuusaluii

ety Lﬁastﬂ;ﬂixm?ﬂ,mf:ﬂqﬁumimﬁ'auuﬂamaamwgﬁﬂaﬂ Fudunesiiunsessaiedsluvasniu
U MsiavdngmsAavialuszsumsing mﬁmé?a@usjﬂﬂammzﬁuma wagnsasemTaiiosAuaY
wnwu msaslurinueissnudunsasmussezenitlufisusreadenadlnivusenu wdmefpainamu
wazgldenmgnmsssmagsniunumluasegiavedng nsfauinueusalugameluladfugeddudios

udsdudu undaduteulvddydmsunisenseaudnanmnisissduresussmalnglunilan MmaUasuulasiines



’J’]iﬁ’]iU%Wﬁﬁjﬁﬁ]LLaSu’jﬁﬂﬁﬂ 1N3. WsEuAs UBI) U9 4 aUUN 1 Wheu Uns1AY - ﬁqm&lu 2568 U1 87

91fEANUTIMTBNNYNAATIU 901ATT MALENTY UazanTuNNSANY LieasT19sEuUNSeuInaenTin (Lifelong
Learning) M1a1150M0UALBINDAINABINTTTBWAINKINULABY T A ULALTIUIAT unAnuldTngUszasaiiie
AATIEALUTUNNITUA BULUAUBINAIALTINY AUEIAYTOINITAMUTNBZUTNIY BazuLINNAUTEmAlny

o

awnsahlUluiesessunmsdsunladuyafava

2. uuAlduNSIUAIULUAIYDIRANALTITY

o v '
o [ =

nsdsuwlaeinaiausanulugamalulagdugaiduinduesuninsuasinansenunandne

M)

Imqa;ﬁqmegﬁml,axﬁmﬂaﬂ wieluladAdvia twu Ty useiug (A) szuudnlulii (Automation) wagBuiesidn
Usranuassnas (oT) wumu lﬁiyﬂmaLﬁuﬁa‘ﬁum?{auﬁﬁmﬁm?{EJuLLané“ﬂwmzmuLLazmmsTaqmsﬁﬂwﬂu
AaARsIUeEaTitud Ay

2.1 welulaBiifinanssnurensiBsuwdas Tunanvansnuvesinuasdenn wseenladuvaengudndny fil

2.1.1 Toyquseng (A) franszvumsuindomeifisszavsnmnisyinnu 1w mﬁmwﬁﬁﬂuaaﬂauag
nedulauuudaluifuarmeanarufianainainuyes uwsnsiefunduiumaunuisselunuiiidnuae
110 uazifinanulumidssmalenialuussnuiluivnueduge gaamnssuiilafunanseny wwu n1sdu (A
ﬁm%’uimwﬁm’lmﬁm) NIRanA (Al eJLﬂi’lxﬁWf]aﬂﬁMQﬂg’l) LLasmiLwaj (Al Aasielsa) (Zarifhonarvar, 2024)
usu

2.1.2 suudnlugi@ (Automation) Suansenuniauin de Windszavsnmluaenisudnuazlaiafing
sufsansndfiveuanmnsolumasesiulalasnisaanuyu msufulssgunin uasdiveuiilunismeuaues
ATUABINNTTBIUTNBUNTS Wz fundunauruusslumenundauaznszanedua iuanudome
mmsnulunuiluneddsanuinasisassa sufszuudaludifidounafuiniersoradsmonisgnuen wio
mia:Lﬁmmmﬂaamﬁa%a;gaqmamﬂiimﬁiﬁy%’umaﬂizm U gRANTTINTNAR (uBuAluaENIIHAR) AXAUAT
(ﬁuauéﬁm’%mﬁuéj’l) nNUAsNTI (ASeInTiuAeSRIuTR) Graudnual Tszauth, 2562) iunu

2.1.3 BuwmesidnUszaruasnds (oT) dnansgnunisuan fe WindseAvsnmnisdnnsuaznsanasy
NILUIUNTERFINNTTY imﬁa’d%’wﬁﬂmmw%’imanpﬁ%&m (M AeEdingIs30d, 2562) uarniReuAYY
USmnmmaaminisasugshulassassiiugiu sudaineuinanuaraaendsvesteya gaamnssuiilaiy
NaNTeNU 1y Wiy (Fanadamdlulssnu) inensnsse (seaeuanw Lméuammwwﬂgﬂ) AU (qﬂniafﬁfm
AN m) upu

2.1.4 mylasgviveyarueluegy (Big Data Analytics) fansgnuynsuan fo veatduayunisindula
\Banagns LLamﬁmmmLﬁTﬂﬁ]@jﬂ@TﬂLLazwqamsmmm Lwisumztﬁmﬁ’uﬁv’iﬂﬁmmé@)amnwmuﬁﬁmmgﬁuwga;ﬂa
wariinaudugeulun1sdaf unazTiAs e Yoy e gAaIMNIINT LA TURANTENY 18U N19AAIA
(ﬂ']ﬁl,mwﬁwqaﬂﬁmqﬂhyw) M348 (M3A1anIsaluualuunann) kaznisvuds (Mssanisaunsladaing)
(guowaluladansauma nsumsdamau, 2562)

2.1.5 spuunsUszaanakuunana (Cloud Computing) Skansenumeuan Ao WsanaTlratsaiu
g13ALITLAT ORI LLasLﬁumm@wsjuiummjuﬁﬂLLasiﬂ?qwuﬂjuaaﬂa r;ﬁ%muamwal,%ﬁa%ayjal,l,azLL@UWﬁm%’ui@?
Mnnnniifidnsdeunedumesiln ufenisdisesoyauasnanAuteyaiivisaneudssainnisgymees
GzTayja unvauziAefufvlmAnauidswiuaudaon ﬂ&JLLazm'ﬁazLﬁm{aga Jomanumsifeunedumesiin

anwhlnluansafweyaviowsundiatuiieguunanala wazsiinanuinafeiuauduaiui lnsans
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Tunsdifivoyadidn 1wy YoyananIsunvevievoyanisnisiiu gramnssuiilafunanseny wu nsAne
(maFouseulaunu Cloud) guannssuled (MINALIBENAUITULTEUU Cloud) N155UIANT (NTUTEINAKA
ganssueslan) (gvewa Adbasen uazans, 2562)

2.1.6 wialulaBadvanazn1sdeans (Digital Technology and Communication) fiuansgnuniauan fe
AanmsiaunaniesuRaviausymadoulosoyaesdlswsuuay saidvasdenmalvaluruiifevesiunsiam
uwnasesuesulay miﬁﬂmi‘l‘;a;da wasMImaARIva (Digital Marketing) wvasieniufivilnidnnslanumelulad
Adauarnisdoansosulanaunsnilugnmsiiveeyaduyanadiuauann snluiimsdnwaraandeda ms
UNINTTMBTIDYARANAIAYTBUIURDN (Fake News) guanvnsaufiln¥unanssvu 1wy namaiaddsia (Digital
Marketing) Remote Work mié']’mﬂﬁszja;daﬁuumimj (Big Data Management) e insWaneiene 56 Bieiiudnenin
Tumsdeansiivnuazsesiugnanngs loT (@nd Ul uaven, 2565) uau

2.1.7 udeniwu (Blockchain) franszvumauan Ao maAluladszuudyiuenuszsanuuunse o us
(Decentralized Ledger) lassassoyafisiewaiunutasnfouaranalusda wu n13iu (Cryptocurrency) waznis
ammu%ug’]mﬂ%qﬂmu aﬁuauumsﬁqummﬁamL%qLLasﬁﬂisaw%mwimalzi@?aaﬁhuéhﬂmq uavneniuiiviln
AanawdeuiBnvingsnsailuniamsiu nisuuas uas Tadamng Tnsanmmusnduluyeansiivinufldusanans
sufafiuenunesniagidsamgluniuauasadeleues nmsimun Smart Contract wagnsdnnisteya
qmammiiuﬁiﬁu%umaﬂiwu w3t (FinTech) mMsusmsdamsningaunava (Digital Asset Managerent) 1t 13
T Blockchain Tussuusunmnslsshnanaemsnsaaseudnnanaiy (Supply Chain) iteRnmELAE WARU RS
;;ﬁim Wum s "?maéywmzy, 2567)

2.1.8 weluladTaa1m (Biotechnology) finansznumsuan fe shlvAanisusudseiugnssy n1siam
guaradu swdufinlonianismsnulugamnssuguaimuag sy 1wy M iedy meluladtaninly
9113 WAEMIINWIANIEYARR (Personalized Medicine) unvmzeafufivilmAnanaunoamsusanuiifvnee
wuuRady Ly ussulunianianeesiilulalsmeluleflunsmeugn gaamnssufilaiunansevu wu Jssam

1Y o

9A@MN33U8T (Pharmaceuticals) M3inuAs (FUgNTTuRTLALARI) N15UnY (CRISPR uazindy) waznanafin
20 (Bio Plastic) ifumu (WA Fufs3ng wazum Tafinsauy, 2561)

nanlan mawdsunuinggaimaluladtugdlaamanszmunelasanaasugianasaainusanuiilan
weluladvansesndhfisuauiudsusnuuzmehou wiasnnuesmslnluinveiemaussunoans
éﬂwaiﬁl,ljwuiuqﬂﬁwﬁuﬁ%Lﬁuﬁaw%fw'haéwiamL%qLﬁa%Jﬂmmmmmaﬂuﬂmlﬁdﬁu wilslunanszvuddiyfe
maidsunlasdnuuzanunniuusssnusenllgnuiinomeinuedugs uaunsieseiveya Mt
Tusunsy medansssuusazmseenuuuuinnssunateiduiinesnisgs s1ea1uaIn World Economic Forum (2020)
sgym sruudaluiRensansiurusnuiuag waransihuwusedualugramnssumeluladuasuinisyanigs
KansznUBnUsynsuilsie arumdendlunaaussnuiiintu mawdsuamwenaluladvhlnAaseduay
sy wssnuiililnsunsianvnueitavdelalasumsanidenansdnvuasiineususinUssauauendiunn
Tumsmandly anmsnumusanszvuvesmalulaBnensUAsuLUAMAIALIIL WU MIHmLTnyeLsly
naufedew/fogu nauussny wagnquRgeeny darwsndunniian Wesn 1) mawdsuslamanaluladuas

N15AANA 2) NITLATLUAMUNTIUAMTUDUIAR NUNISHNTINEIAEIvDIRUNTAAILATIZY NMsnUynn waziinue

'
o o W

AviandAey wag 3) AnudrAyluNsasAUENTaluane Ty NS YUY TETUADUNSURIATLANLAIENTT

o

v '
a

L%'augﬁwwmdﬁm&ﬂaﬂauﬁﬂm slummzﬁnquLLiqmusLuifw‘mmmaqmiﬁﬂmﬁaamaaqﬁ’ummmmmﬂaqmmﬂu
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a9y aunguygeeneiinnudfglunsiauninuewglnausaviausiuiumalulaglaegedvsednsam

wagansaRTInNdEulusruuATEgNIRTa (FinduuazimmunnIsing, 2564)

=) Y o

3. nMsnaTinYzRnwazseudineslvi (Upskill and Reskill)

lugafimaluladidfausruinnssudugarniunumlunifivesdinuasasugia Mavaussnunie
navUMIiATnusRLuaz3suzvinulys (Upskil and Reskil) lnnanewduiladdameanswioumsosdmiuau
Wasuwasiinniuardureu nszuumamanibifissmefiudnonmususnilumsnouausmenunoanves
panafiuAsdly undmeandenalyilugramnssuiiiturnnmsudsuamanaluleBiava il

3.1 TgnuuazANUnNIgvaNITRRILTInYEIANLAzSauiinwe sl (Upskill and Reskill)

nIsRmLIinweLAL (Upskil) 1uneds miﬁwmﬁﬂwﬁﬁagLﬁmamﬂﬂaiﬁlﬁﬁﬁuuazmmzauﬁ’umm
Wasuuaduanmwaraeunisviau Tnglusidunsadisuamenuviounuivlussans mewmuinue iy
ansavilanuntssugineelv 4 Afiatu iy nasougiedesdenenlauasiv 4 viensianinuens
fansitviuasiotu (Rade gaide, 2563) Megrau winmulumenumanaine1adeuisnislomanodulndea
fifgln q vionsiiengvvoyaiftofunagrsnismaaluiiuszansamanndsdy mataninuafuieia
AuamIsnkasUszans amnlunisvinuresyanaluunumiy vilnaiunsanevausaneniuminisly
pnamnssulnosnTniwaziguam dslufisunmslmdnaudulsluodnvesiaes uwndsislvesans
aunsoussiilunanFountasesenoidodla

ma3ougiinuelva Reskill) vsfinaimuitnusiu (Upskil) yauuluiimetamineslumeauds
aunsdsuginuglva vanedls madougdinugluufiunnasldandu elvannsovdsuwlasansaunio
unulale msdsusvinuylnudusumsiinenyersanmsoufufuarensluiauluaeviogaavngsy
Tnifidiauneanisgs fognavu minmuiivinauluameniswdnennfeusnadoulusunsuitendeuluyianuly
aeumalulad wientnmurienisvefiunidousmsliesenteyaifievinnuluniuiveimansveya (Data
Science) (lans5eu 219A3UAT UALANE, 2566) Fatiu mil,%'augyﬁﬂwimi i‘)’qLﬁuLﬂ%‘@ﬁ@ﬁﬁﬁﬁgﬁﬂﬁﬂ%’ﬂﬁﬂﬁ
aonnassiunsAsuutaduaaiaussnu seluyanaannsnngaemuluiidlenadlumaivlngdluounag
uenant nmadeugiinugludaasantyminisanuesfinauiang uluerdnvesyanalugisiiianis
WasuulasesesIngalugaamnssuma

iy msususillaniiudsuuadulandayduiimaluladimsiauesmeiiies metmuinusiuuae
Bouginudln doduedodioddglunisviginyaraansndnmenuannalumsussdulunaausanulagens
fadu

aa v o o w

3.2 sinweiinlulugadda lugaddvanmaluladuazdumesidedunumd daludindszdriu s

Pl '
aa o

Haninueadvasadugesnduludiswnlueinns wdadunswssuanunsaudmsunisiasuwlasisinsilulan

o aa o o

nuiineferinuzne 9 wu nslyesesdendvha nsvhouesulau nslnsznveya wazn1sludygusyivg wu

inweddnluenil giamsaUiuiuasimuinvavaniazilonalszauanudisalueninmsnuiazausn sy

&
Juindouasughanavialnegaliuszd@nsnm fnweisudunuseendu 2 Ussiavwdn (Lamri & Lubart, 2023) laun
yinwanatia (Hard Skills) kazyinwemuensuaazdany (Soft Skills) Finweita 2 Usenn I518aztdenanieianeig

filUluunazyiste Fanunsaedunevinvedndulueandvialunguweione 4 Al
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3.2.1 yinwzlRawatia (Hard Skills) Lﬁummg ANUANNNSE ViSETNEEIRNIZYNG NausaianakazUseidiule
289U aunsaIunTinwrandulasial

nauil 1 naudeisew/Jegu msyaiannvinveiugiundndudmiunisdousluanissed 21 lawn

v v
=] [ o 1Y [

1) YinweiugIuAIUNTeU WY wagAwial (Reading, Writing, and Calculation) idugdsidAydmnsuniswmmun

&3 o
v v '

puodludesnu melnyersansndsusuararsamualaluesraugnng 4 seusiosnsiiszansnm 2) mnw
wlawasmslonumaluladfasta (Digital Literacy) lesannislomeluladiaviassramnzauuaziiussansam
TudiaUsgdriu n1sfne wagn1sviinu sawfimanilaasinmeivoyaiilaandeddva 3) Fnveniadeulan
wselusunsuilosnu (Coding or Programming Introduction Skills) aglﬂﬁﬁgl,%'awfﬂyﬂamiv‘hmu‘uaqmvﬂiﬂaﬁ Wouun
ArwAAEmsINAERS (Logical Thinking) wazanunsnuntymesiadussuu Megnanwideulandowmuiinasg
laun Scratch, Python, HTML, CSS uag JavaScript iumw 4) mmiﬁmﬁu%mmam% walulad AFnTTy Lay
AdinAans (STEM Skills) nsysanmsannusiu 4 aneniliwinisiu iioundgmludingde aseuinnssy uas
ﬂ’mummmmgﬂwﬂm 9 dmsummummelusuian uay 5) invranwassene (ntemational Language)
n3Feugnwmassmalurisfodsuduiuguddy v ngSouaunsodeastuauanfausssudu q 1o
dinlemalusuanmamsing n15vhan uaznIsasuaieIEsERUUIYR

naudl 2 nauussy (Fevhan) msysiauinuedisududmiunshluleufifaulvaenanes
funausssniluaunn Taun 1) M3doansmagsiia (Business Communication) MIn18M8ATDLALALAIILAR
podmauuaiiUsAvs nmluanimwinaounisvha selumadousasniswn saufnisdeaslusUuuuaia
nauussuisinunesansalvedosdionisdeasang q sgnaiiszAnsain 2) fnvgauvoyauaznITiaTIen
(Data Analytics) msi’fﬂﬂmmﬁLﬂinzﬁ%@gaﬁﬁm%@aﬁuqﬁﬁa ilenssindulafitiussansnn 1wy mﬂ%ﬂffaaﬂmﬁla
WAUWHUTIAD nsdndulanumsrann viensUssidunanisdidunuresuddv 3) anaelauasnslsau
wluladAava (Digital Literacy) wu n1sluedesiioaulay nslyaulusunsusenauisnig 9 s?famiﬁﬂ’;’m;;uas
sinwrlunslumeluladddviadudsudulunmshauineduiaiedfoatslu egnasu mslyszuuaana ms
yauszeglng viensluiedasdelunisuimsdanis 4) mmgﬁmaLﬂwgmamil,axmsﬁu (Economic and
Financial Literacy) 1%u n3davisutssanas msumsdanismedunensnisamu wasnsUssidiueudsmis
n3idu Wielnanunsadnaulanunsiulaessiiussdniam uaz 5) ﬂ’J”IﬂJgi/lNﬁﬁfc‘i’«JLLazﬂﬁﬁLﬂjuﬁjﬂizﬂaumi
(Business and Entrepreneurial Literacy) mailafiugnumisgsia wagnisiimnufnasisassalunisdunuuay
venegana Yaglnlsvauanudiitlumehaurienaiuaugsiavemuies

nqufl 3 nauiate1y mstauinyeisuduiiolggeoigausausuialalulanadsliosnd
UsAvBam laun 1) anwanansalunisdeas (Communication Skills) 1a8lviggeeTganTnas 9 duius A
wazfufduiusiuausounns smisnmsvenrumasmieriouuatunruganlnosnamgan 2) Avuansan
neaw (Physical Ability) dwuiegeorgnsinmanaudusamnisnmasguanuedauasiigunmdiniiny
wglnimnuansalumshiainsusyariu 3) anualauarmslanumelulagiai Oigital Literacy) iiordoune
funseuatuaniioununsioasoaulat wfweyadidy Tasmsinevsuuazmsluaugfivangan lwu msly
a1 9 warnsaeuiinenidurssluifiedouguarlumeluladlnosnsdivssAvsnminnanndinlulanaavia a)
ATINFIATYEAAATLAZN153Y (Economic and Financial Literacy) lun1sudmsdnmaiiundonlnosisd
UsyAvEnn iwu magdnnmsnauunisleane magdnnmsasmuiiodunelalurifondon uasmstanistumsey

WilAW waz 5) AnugnegsiakaznsdugUszneunis (Business and Entrepreneurial) yad017nean1sEunugsng
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vieRanssuauelalufoinden aunsavhlaegsissavsam Imms%ﬁ’fﬂmﬁmmuﬁjﬁa MSUIMNINTRY Uay
msdamsaiiiiauyuin sufinsaneslaaulursiongo
322 Vinwrauoisuniarde (Soft Skills) e mmmmmﬁLﬁaaﬁﬂaaﬁuyﬂaﬂﬂﬁw MIAUAR LazngAnTs

msansuarnsufduiusiugty aunsnduuninuednduladd

nquil 1 nquieidou/Sogu laun 1) Aruannsalunisdears (Communication Skills) 8793
Useandam nsdeansiitazyglunmaulanusuiugdulaftelu auamsalunisdemsidluguuuumanya
wazn1aideuesnsiivszansnim 2) nsvhausamiuludiu (Collaboration) Baslnnsvauussquwanglaoesd
Usgdnsnn ;;IL%'auﬁ]wiuaat,%'augmsﬁwmémﬁ’uqﬂﬂaﬁﬁmmﬁmLﬁuLLaﬁ%msﬁNmﬁLmﬂsmﬁ’u dleasuasn
fnwrnnsUTzauay n1sun Uy uagnsuansnuAadiu 3) aruAadeininsuagnisundamn (Critical
Thinking and Problem Solving) ﬁﬂﬁqmammiaﬁmﬁﬂﬁ]LLax%’Uﬁaﬁuamuﬂﬁdmﬁ 9 ﬁgﬁaummmﬂ’mu’lﬁﬂm
Hrumsindlanedymvizenseiivseiieanns 9 wu mstwinesensdfinefinesnislvdnmmanle wiens
L?Sugﬁnﬂamuﬂ’liiﬁﬁLﬁﬂ%‘uﬁd a4) ﬂ?i%’iﬂﬂ’liaﬁmjLLazﬂ’JmLﬂ%‘ﬂm (Emotional and Stress Management) ANg
aunsamueueuaariulieiuaieiealaessdisyAvsamdurinueiidudulunshanluan muinaewiis
Arunady §iFsuneaisusisnsuliofuaniunisaifinfonuarausananiensualnesnavingan wu nsin
aususonsThRnssuTiTasanauesealuTinUsER1 T uas 5) nusauAnassassa (Creativity Skills) N3
wewismsiny 9 lunsundymvierhadwigadu Aneudnasassalnenisasasulnfauennsou wioln
veumnenuinesleiuntINsLarMsAnAUE Y 9

nauit 2 nauuswy (Jovhaw) aun 1) mazéﬁ’] (Leadership) M3t suazasiausstunale
Tnunfinenuvdonquyana iolnussquimanefinda girfirasnsadadulaluaaumsnfiendiun usgnsegu
Feusuiuegnsdiussdnsain 2) msvhaunelanunay (Working under Pressure) Tuanmuanaeuisinis
wstuge waglmussnuanmsovhendlaflunadiie warannIneIeINALRRTEI AN MLAL UMDY 3)
MsaserETUsIBIUaRluRaY (Interpersonal Skills) fuauseutsluivhauslnusinuansarie
équﬁuggulgﬁsﬁu uazmaLiuUsEAvsamlumahaunuiusazaneudaues uay 5) msAndnagns (Strategic
Thinking) ﬁﬂwzﬁﬁnﬁmﬁm%meu‘ﬁw‘mmﬁGT@&ﬁ’?ﬁaﬁﬂﬂﬂgw LLazmmaaﬁmé’;wﬁﬂumﬁmmiiszmLLag
Tomafioruiintu vaglunanusuesnmsdadulafifissavsnnluszduesans

nauil 3 nqurgeey laun 1) madamanataiusa (Time Management) vilsanansalaiiala
DHIIANAT LY N1TINUALAINTIUUTEETTU NITUUIIAINTAUAZTAM NITRNHDY wagnsviiansufiasads
ALEY ﬁ?ﬂi%%ﬂ‘lﬂ’]ﬂﬂﬂaizﬁ’]l’lﬂﬂ’]i@LLaGl‘LILENLLazﬂ’liﬁﬂﬁﬁﬂJﬂ}uéﬁUBﬁu 2) ﬁﬂmmiﬁwmmmmg (Knowledge
Sharing) msfiUszaunsaidinuagarmssnnanefiansnsnaevesindiuausulmils wu msanFessmvssaunsn
Tin viomsdeurinue 1 velngAndauauarasaiuaudiiusin 3) nsarussumalalvinuouazyay
(Self-Motivation and Inspiring Others) nssatvaneuazasiviruaifianeddn n1sindunisusdlanluuauan
waznsiusegslalunsvidsmng q wagmsasaussiunalalugduannsovilalasnisdusuuosnsiia 4) n1s
Ususmedsnuuasimaluladly (Adaptability to Social and Technological Changes) titalngeo1ganunsni
sauRansauludnulaogradudl wu n1siFeusnislyauamsnlny nswileszuuniniueeulay vionis
Annodeasuulydoaiiie Lﬁ@iﬁiﬁgﬁﬂimL?{&JQLLazmmmammmm@maaﬂ@ﬁq 1 lulanfiuasuuwadle waz 5)
mmmmmiuﬂWiagwqﬂﬁﬁuﬁuﬁumam%’aLLasﬂqmu (Ability to Build Relationships within Family and
Community) Wunsiaiuassanuduiusing gasenganunsadunuwlunmsmewdouaraduayu viedaus

lufanssuvesyuvulnoewminsay
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3.3 uwnluanudesmaussnuiiiinuziawzmdugaamnssumalulad matFeunlamewannssny
Tugandviauazmslumeluladitugs laasmalniimadsunaessmndlusnuusnuiasinueinmansnuaoms
Tnowmzlugaamnssumaluladfifvinesesnds unlsnmauisuamanis niudeuddyreusanuii
ﬁﬂ‘t«}sL%qmﬂﬁﬂﬁ%ﬂhaﬁuLﬂﬁ'auﬂWiLaUImiumﬂqmmmism'm 9 fevostumalulad wu ﬁzyzywﬂi:aia@: (A) N3
31,?13'18‘1);‘;635& (Data Analytics) MsWanweUnAleduLazeeaLs (Application and Software Development) N3
fnwnannaasnieliues (Cybersecurity) uazinalulaguonsu (Blockchain) Junu (Sharma, 2025) Useneune

3.3.1 arwaesmsussnulugramnssumeluled lunaneUssmeilan sadsussnedlng msiauinee
Tugnamnssumealuladfifimsudsuwasesnainmedutadefddylumstundoursugiavesssmedy o
(Ortiz & Salas Fumas, 2020) ﬁﬂwﬁﬁ%ﬁﬂuwﬁ 1 M TeUlUswNTY (Programming) MRS TUUAAN IR (Cloud
Computing) mﬁmmsﬁ%@zﬂa (Data Analytics) msﬂixmaNaﬂzgfgwﬂizawﬁl,l,ag%’ﬂiﬂamiﬁaug (Al and Machine
Learning) LLasmiaaﬂmeizaumiai;ﬁ% (UX) Lmsmmammuémﬁmﬁar};ﬁ (UD uny

3.3.2 wualuunisidulnvesgranunssummalulad nnsAnwuaznsdisalaevaisesans wuan
paaussruilaniidnueaurinurlunumaluladiongneiidanudusousasdidunensifiviavounsvgia
Pt dhoenatu B0UIIN World Economic Forum (2023) namfsmaiulnvessmiluniamelulad wu silupiu
Ty useiuguazmainnngennuag Femaaziinisaseenduunn 97 eushwminelud 2025 luduwesUszine
e maivlnvesgaamnssumaluladivulugduvansansn wwnferfuifinmauesuusanuiiivinusans
msluanuvand serumndTnnuadRuend (2566) wun wssulnena 65% ﬁnmfﬂﬁﬂwmaa%ﬁa“ﬁugm i
nslymerinuasuaznTiiesenteya deamalnluaunsnneuauaa e TTImARLTINUTIUA B AIE s
swdiln LL;I%’gmaLLaxmﬂLamju%immwa'18Wﬂuﬂﬁém%mﬁﬁmmﬁﬂmLaml,asﬁfsugﬁwﬂmi undsnadine g
Tunumadminensuaslomaiivniieniu ToemslunguisNUTUNLAYAI LN TEUY

333 msflneusiarmsiauussuiiosesiununluy vaneUssmdlaBuiaulasinsng 1 diodsad
msflneusuarmsimTinsnulugaawnssumelulad wu lasins SkillsFuture vasAnlUs Tiyauunsasads
madeugnaendinielussnuannsauiuilwiufummumesmsiuasuuadulnesweiiios uenant e
Tusunsunsineusiluguuuuseulau 1w MOOCs Coursera Linkedin Leaming uagulantlosunsi3ougnaondinla
nanevdueesileddofimenannsalndnuglya 1 lanuanunsinisvewan

3.3.4 nMavszgnalalutssmdlne wazianumeeuannesguaznmaonsulunisiaussnulvd
FinwsimnrautunadsuladugeRdvia unfdadiguassanasusenis wu mavdeinenslunsdousil
witenfuluunsiiuil msrawnauszuuMsnmfisessunsiineusuiifinaunw uarnsraueuLsIUTTin Iy
RANMNTINTTAMIINDINITZE 1FU TNBINTUBYA IMmNTTTENRLIT warn1TiesznTeyavualey (Big Data

Analytics)

4. anuimelunisiainezianuaziseuiinuelnd (Upskill and Reskill)

TuganmelulagiuasuuladlasidsaasugiaaznaInksiueeTIng Msiauinvfuwassou;

o a

winwgluy nanadumudududieiussuaansaliumlaviunennunesnsiva 9 senslsiniu msuSuimidundy

7
£

AuanuymMevaneUseNsinadlasunswnlueene93eRs Neluseaulsemawasseaulan (Crabtree, 2024) fail
augnaruInlunisusuarldnuiunisilasunlamianalulad Anuddsunlaisy19590t57v04

wialulad wu Tyauseivg (A) szuusnlud® (Automation) uazdumesiinUszauassnas (oT) lawdsunas



NIATUIMITINMAzUINNTIU 1ms. wszuas UBI) U7 4 atuil 1 wwiew unsaw - Tguigu 2568 nu 93

Snunirvesruuaginugiisiduesiduds ussmilunasnagaannssy Tasanzussnilunadaiu 1wy ns
nAnkarnsinEns Reundgiuaundiuinlunsuuslniutumaluladliva s1e91ua1n World Economic
Forum (2020) sgyuszanas 40% vetussnuilanassnisinovsulmissusmiulusinuddvauasnaluladd
siuaste unvalondluninifnisinevsuosnavenzay sufdlulssmalne fussnumarnusmedaaiiugu
wu mslanugenausuasmsiaTzeya vlnliausoneuauswenIRBIN VR IRLIUlaE LT
dasinainee (Skill Gap) lusssulsemeuaysyiulanidudaymitddyiinulunanedsang sludszmnai
fannauazssnafdaian 118911970 McKinsey Global Institute (2021) sxy Melud 2030 ussusilan
N1 800 aTust L D19gIMLTimEsEULSHTLTR Tususfioadiu sulnafiietuagnesnsvinuemanada
MINALEENAIIT NMTTATIETOYA UaXN1TIANITIEUUARTIA BeilyfianunsonouaueIAINLnINITE lALTTEs
Gnues Tutszimalne semeinuedanudaadlumameluladdugs wu Ineieansveya (Data Science) uax
Jenssuzenawas (Software Engineering) sunanslan 1891121 wsslnenan 50% Sslulasunsiauniinueln
aomanosfumumasnslugARra (World Bank, 2022) uandlsnitunn TumaneUssna sadsUssmalnedonandy
furemeinuslumamaluladiugs FeimusemuusaniluaunsaneuauowmennunoimsvemaafiiauIoes
157 mmﬁwmﬂfﬁﬂLﬁEJaLwiﬁﬂﬂ;mwu&?aw%’uéf’aLLasSaugﬁﬂwﬂuﬁ 9 wndsazneudnusidulunsiaun
sinueluseiutsvna Welussnuanunsounsdulalugaidviaiiinsudsuamesmng
dagmmsuauaauninenslunisfineusy mafineusuussnuiionsimuniinuifuuasdouginuy )
pasnIIMIATUluMUTEN TN TuazIa Sduvanensdl Ussmatdniaudyfutesifanuslssanouasns

aa o

\wrdeaneluladfiwngay fesraru TasnsinevsuAdvialuunstuiivuunveslsemelnednmiaeumeies
desnalassarsfiugnuiisndu wu Sumeninaumiguargunsaiiiva
qUaisﬂmna\aﬁ‘niLLaz'“a'musssunﬁv'hmuﬁ‘lﬂlﬁyaé’qm&l aw%muaﬁwuﬁﬁum3ﬁwqwuﬁ1ﬁaﬁuayumiﬁw§
maenTin (Lifelong Leamning) Lﬁuqﬂaﬁﬁﬂﬁﬁmﬁﬁﬂﬁmdmlﬁ,ia’]miaﬁsuu’]ﬁﬂwﬂmlg Frosagu Tuunsesansdd
yunesidfinnensasyuluninensnsineusy LLamﬂﬂ'ﬁaﬁuayumﬂ;}tﬁmi $789°U437N Linkedin Learning (2022)
WU 94% VowTHNUABININSATUAYUINUERslunSIna Uy uadlifies 45% vesesansiidalusunsunsian
T etnwmeiiios wenanil esmdensmimsAnulusanelne TP LN AULT NUTLUKAZUSINLULENTEUY
Senadudaymdaiivhinmsudnisineusiivesin semuansumstan TN wsernlwmsuunilenainnds
miﬂﬂamumiﬁ@umﬁﬂwﬁuLLazGaugﬁﬂwﬂmi vesnussniluandiedi 30% (World Bank, 2022)
wingasvasdantunsinelunisneuaussnaudednisveusznaunts N1AUALBINIINADINTG
fanarliniiswunmnesddainuemannsiiiewes uwimemuinisianiusmanaiaiiseanassiums
Wasuuaseanalulaglugnamnssuiifarunimin maufundngestniutunsdsuwamweanalulad
wﬁﬂummﬁwmwé’ﬂﬁamﬁumiﬁﬂwﬁmLm%zﬂuﬂwﬁu welulaglng 9 wu ﬂzyzymizais@: (Al) mﬁmwﬁ%amva
yunlviey (Big Data) uaznsusananawuuaann (Cloud Computing) tunu Tng ausee Aeshnane wasifd uu
50% (2564) nam AwaniimduUAsuasinueiisudulunaaussnuesmai udngasiilaladunisuiuusddn
ﬁu@iamsmﬁauLLanméwﬁa1aﬁﬂﬁﬁjﬁauhimmmmauauawiamwm?aqmisuawmmLLiwuﬁfﬁTam'ﬁuﬂaWﬂiﬁﬁ
ﬁﬂwwﬁymt,mduia%zugqlﬁ ‘Ll’e]ﬂﬁ]’]ﬂﬁgﬂﬁﬂﬂiWWUWﬁﬂwxﬁt};lﬂizﬂﬁ]umiéllaﬂmi Faduinwsiamgmeiinaauseny

MBINTEN LmamﬁumiﬁﬂmwmEJLWNma]é’qiﬂmﬂ%’uwé’ng_jmlﬂaiaq%’uﬁﬂwmmﬁamu?mﬁ
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5. nsdifneranusemaiivszauannudiSalunmswauniinesusenu

nswauurussududshdgiivignussamiludsemaausaduiuasivlplalunaiaus s
fiasuuvasesnesingy ﬁiy’mmﬁﬁwmmﬂiuiaﬁLLazmaLU§auLLUaQWWQLﬂsw§ﬁawawaﬂﬁzmwmaﬂﬁmmﬁﬂaﬂ
Felupnuddnyfumsasuasainususiny Welniiinusfituadeuaranunsonseiulaluseaulan ddefeens
nsdifnuandsemaiiuszauanudiSelunmsiaunineuseo fmeldil

Uszinadenlud Tasiiulasenis skillsFuture Singapore '17||3,,!|ﬂLJUﬂ’]iW@lm’]‘ﬁﬂE%mﬁ@ﬂ%%mNITL!ﬂTi
Aneusuuazmsfnuiibangu annisfnwmun TassnstimeanaiunssqunsSouznaentin uasiauussny
1'1;@1auauaw{aﬂmﬂ?{auwmwLwﬂiuiagimﬂLa‘wwxﬂﬁgﬁgﬂﬂixﬁ@éuamzwé’ﬂuﬂﬁ dxnouaNMITASuT Ul
ANENTSNSA3TTalan (World Digital Competitiveness) Tnaaantu IMD lud 2022 lasududuil 2 910 63
Uszne (Jnun 1a3nsna, 2565)

Uszmedaauna lasnidulassms National Digital Transformation Programme Wleuevesigunatisnuny
fiuumsiausnuitesesiuasusiandva nelud 2030 imAansauansinuitralniuusnuluanena
an imﬁﬂﬁqiﬁﬁ] SMEs wazaninymsnssy (Vietnam Ministry of Information and Communications, 2020)

Uszmannaide Tasiulassns Malaysia Digital Economy Blueprint (MyDIGITAL) ivlasansfiaaieu
s Avaluusnusosatuaydlnszemulymaluladidve anelud 2030 (MyDIGITAL, 2021) aswaly
Aamsiannviesiarelusauarasdemalunsienlunmamelulagossivsyasam

dnnnglsy lagindulasenns EU Digital Decade 2030 LﬂumauLLmMN‘ﬁ'quﬂumwﬁ’&ummwgﬁﬂ
AdviauagnssnseduinusAdvalunssey ilvgfadmnelwnauluannwglsuiivnue Adaduiiugiunieglud
2030 aswalmATygAuAUINDETINGY warlAsanTg Erasmus+ Digital Sesauunisfine nsfineusy vy uaz
A Tuwaed 2021-2027 ImﬁlﬁLJmm&ﬂumiéqLﬁ%umiﬁauguazmaﬂ'@umﬁﬂwﬂuwa’mwawcﬁ?ﬂu (European

aa o

Commission, 2023) MnlassmsilvinlmeasuvinueadvialniuiniSoulasyaeu auasun1siseunaentin Lazass

AuTIilsEsEniumMsfinuuazgsna WewseuyseulvmsendmiunaausauaIviamaulayy

o v
aa v o

Uszinaiaalawdle laduiulasenis e-Estonia TngyanunsianvineeAtratugdduiulsssm lasidu
G‘T’qLwiﬁxé'fumﬁﬁﬂm%guﬁugmauﬁdmiﬁ’mu (Enterprise Estonia, 2024) VilwiaussaAvEnimuaganuazninauy
YOI TEABULATIRATNTY ’5(5157miLaUIGWlNLﬂiUEﬁﬁ]QQ%u

Uszimalunaun 1(;(5%‘13'1,41?13%?5 Adult Education and Vocational Training \duuunans@nendi
ooniuUIdmSuE gy Taeyanuiinsianinuzamemnaaensineusiiedin (Vocational Training) tiewasly
Hlnyamunsoinunuesiewiounsendmivednl silmfsnsansnamenanulunguylvey wudngasians
pumazmeUlIMENAIMNTITY AR ILIILIUgAATNTTIANIENIE N15EneUTHY e YIsaaT o YineY
ImaLa'wws’[:uﬂf:j:,JLLiNmﬁlﬂﬁy%umiﬁﬂmqw%ahiﬁﬁmysLa‘www (Choi et al,, 2019) wazlasin1s Finnish Model of
Lifelong Learning tiuuumadsszuuiivssmafiuuaunlelumsanaiunmaiougmaoniindmiulszennamngnsly
FaupToinauetoglvg wuvinfuguwasinusiugs maougnaostindmiunnnsliniiuauannsudiugs
Tuaumsfinyuazuianssy osnndnadalendlnFeuslunarssuuuy iwu seulayl (Online) Tadsenszdy
Lﬁiﬂjﬁﬁ]ﬁ?ﬁﬂmﬁﬁ’m (Niemi & Isopahkala-Bouret, 2012)

UszinAgaainie asiiulasans Skills Forecast idunsauuumsnisamanisaiinugiisudulusunen
Fesndunislnenuieeuiliisanes 1w National Skills Commission waz Australian Industry and Skills

Committee LitolnayanvivatuayuNMIiALILlEUIELIINY N13IAVIANEATHNOUTH WALNIINOUALDING
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A71UABINITIBINAIALTINL B8V T gUraLazoennTiaLTsulndaassinenaiionisinousulu
qmammsuﬁﬁmmﬁﬁ@ warmIsusueeansidelunis Upskill wag Reskill L‘ﬁaamﬂﬁgmmwﬂﬁau@aiw’m
finueiifioguararumesnisvesatn afwussuiilasunisiauvinsenelrooansdoussdduluasygioniva
LLastﬂIuIaﬁ%guqa (Buizza & Leutbecher, 2015)

lngagy msﬁmmﬁﬂwzLLiqwuLﬂuL‘%"aaﬁwﬂ”r:gﬁﬁuaqmimmé’mﬁamﬂnﬂmﬂéau ﬁgamﬂ%'g AN
wazanISunsAne Ussinama q i Aselus siede fusaun wazanmelsy lauanddiun nsasmulusinee
LssUAIITeEi AT nAvlimaAssgRanazandnTnITeele nslruumneilangauauny
podNTuaruIuNvBIA Az sEmAYlnan saRainwrusaUlaee9iivsEANE AW 99nnsAnwIeLTes

a a a = U a

Tysivey AsAnanlsau (2567) insnfumsiauRilonssnunazaiainisussuvessendlve foidunishaddgd

q

pouTF iU ImsLawwﬂuamumiajﬂﬁ]ﬁ;ﬁ’uﬁﬂixL'wﬂﬂ"'la‘"qLw%z:yﬁ’ummviywmsmmmum QREN RGN
Sudumesauumaaduansinueiineulandowian Insamzinueidviauazinuedsndudmivgramngs 4.0
iiefusewinueiliduiivausulusedvanarzafislonalunsynuiarnsiauernvewssnulng 3
dennaestunsalinunUszmaiUssaunnud s alunswauninuenssnud sussnelneanunsadhandu

LUUDYNNIA L UNITTULAR D ULALWRIUNDE19898 U

6. LUMNIMIHAILTINYELIUUARRYA

TugeiimeluladuaslaniaswgiatUdsundasesssingy unumvsinieisiiniudidyesdmonis
fauvinuzussuiiansowssdulunansla mesglulafnundfemuangssdeurioaivayuasugialnes
undamasyinuniiiiu grandulnAnmaigous mafaun uaznafisdeanuanninveshdussa wieluwson
dwfunsvhalugaddva Ut sauanuadladulssifiuddy (s wnaduang, 2565) ol

nsivuauleuneidagnsaansidany madgnoauiunumsmtmunulouiessurAfiiuums
fauinwgveausauesauszuy Tnsmsiuuinisaeuausinenunssnisyesmaaussnuludagiuuay
1A 1w 1) Mafinwikarn1sinevsufivanyan ndngrsmsfnyinedlnsunisusulsaiteluaonnassiuimsun
gnamnssL LunsaeuinueAda madoulan wagnsiinssnveyalulsufounasumingds frog1amy
Usainaiusauniisdvnisdeulusunsudunsssuussandnm waz 2) msﬁ'smjymaam%% (Lifelong Learning) 33
posanaiulnusanunnisannsafouguasiauinuglndlanaondin luasiunisinymisesulau n1s
Anousu nionsfnwineluszuu fesrngu Asaldsiflasanis SkillsFuture filwiiugavyuunusanunnioiiio
fiavinuedinesnis vide Lifelong Learning Endowment Fund (LLEF) fiaduayuidunudmsunssuiulasans
ne 9 Aifeaestumsieusuazmsilnouss

unumvasmansuluguzddadiunsianuiuseny MaenvuiiunumdAglunmsiauiuse lag
WuiaylsnuidseuasyaiumumsiauinuzveusinulidennaesiununeinIsvemain nMsilausiues
MANTUTBIERAT T UUEs g s uasolunsusiuresssma 1wy 1) madadaqueiinousaly
29AN3 (Corporate Training) U3tveen Goosgle Wag Amazon 15m14u1u1m&ma Upskilling 989 Amazon Career
Choice Program AsatfuayumiinanlunisSeuginuslmiidulsslovuneiesansuasdminmuies uay 2) ns
atiuayunIsInau (internship) LLaxﬂﬂﬁL'%augiuﬁﬁwqwu (On-the-Job Training) miﬁﬂammﬁi%ﬂﬁgmﬂ%ﬂuﬁﬁwm‘u
ﬂéaaLﬁmisﬁw%mwmiﬁwg

AN WNBIENINNNIATY AAeNTY wazaa1dun1sAne dunumddglunisiauninyevednsanu

LAZADUAUDIAIILABINITUDINAIALTIUT LIJEEJHLLIJaQEJEJNi’MLg’J NMIUSTAUN U NLUIZENS AN TN NVISEL
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AAAINTITTIBANANENINLSIY AAYDIINWINEE KAZIESUATINATYFATMUULDL 1w N1SWRILIMANERST
AOAAADINUAIINABINITIIY AID8INTU AUTINLDTENNNINeduuazUTemaluladlussailuLaun 1o
anwmangasineulanevinueidva TutansdamiaueuinnIsiien1sseus (Innovation Hubs) AUEWaNEY L@
unannesUAMSUMTIToua WaTinwelu 9
v P o o 4 A o o o o v a o
msadralusunsuiinausuifusz@nsnw Wuededlodfglumsiauinuee sy Tusoundyiu
MsasuwladluNyNULaEABUALDINOANABINITVBINAIALTINUY NMSHAILITUTENSUENOUTURENITOUADULAS

vy v v

wingauazglvglufunisineusuaunsaiaug

a a

wazinueilasululslnesnslivssania iwu nseenuuy
Tusunsulvmnganiunsanuunazngs ee19lusinsy Upskilling divsurgeengiiiuuinugAdviatugiu vielusuns
Reskilling dvsuussnulugraninssusaii LLasm{Lﬁgﬁ%'miL%'augﬁ%waju 2y ﬂ’]iﬁﬂﬁﬁﬂqm%ﬁl%gu (Short Courses)
uagmsiineussEnuimasmesyeoulay

nsldimalulagluniaiFeud lugaidvamaluladfunumddylunadeunadisniSouzvesnud
waluladluladuifisaed osfiovasiaiunisnious wndaduiduiedoufiviilunisiouziiddaiedy
fivszavsamunnidu uagmeulanganumosnisfivannvaisvesyieu (wszazudndnawa 43sls, 2567) 1w
e-Learning W@y Microlearning msL%&’Juaaulaﬁszhaamsgaﬁi’wﬁ’mymamuﬁt.l,asLam lellu Coursera K@ LinkedIn
Learning #lnusn1saosaiseulunainwaisanan i’mﬁnmﬂ%ﬂmmmizﬁwﬁuasf{’]’ﬂiﬂamiﬁeug Wi eUsu
Uszaumsninaidoug g iugi3sunnazau wu 1asanns Google for Education 14 Google Classroom wag
\w3esfiondviaiiieaTaveaisuooulau w3eusth International Business Machines 19 Al Tussuunisiineusu
winuileusuidenlmmnzautumunomsveunazyana

n1sdeuduuuiutie (Collaborative Learning) iunsvurunsiSousiigSouinusudulungu o
s mnen1sFougsiniu nssuIumsiunsanUdsuaufn nsundymn uazn1saseesnnLgTItY
Faduzuuvunisideusiivszansamlugafiuuinuenmsvhonuduiiuwesnsdeans (5ad asge, 2562) 3
auaSurinue Soft Skills w1 Collaborative Learning msL’%Sugl,wuéwﬁammwﬁ’saﬁwmﬁﬂwsméwﬁlﬁ%éwﬁ
UseAnam 1wy inwennsdeans (Communication Skills) sinygnnsvianududiu (Teamwork) inwenisunly
Jeyn1 (Problem-Solving Skills) WnvensTan1sALTaues (Conflict Management) Lagiinyen15Usud
(Adaptability) Fsanansavhlamentsnisasaaousnisidous (Leaming Communities) iy nissanguidouslui
yaundoquruooulay vienaifeugniuianssuuiiinig (Workshops and Hackathons) gaglvgi3eulay
‘Uiza‘umiaja'%aa]'mﬂml,hyﬂzww

nsdeuuasguinusiifiaussny tunszuumsiiddylumsussifiuauguasinusveaussnily
a1m1013Wee 4 LilelnaenaaesfuinsgIuiifvug ImEJ551’7{r;i'mm5‘1/1maa‘ufﬂziélﬁ’wﬂ’ﬂﬁa%“usmmmgmﬂﬁa
usany Fuduisonsulunmsgramnssuuassiodiulenidlunisansany mnnsnymun nsiauRieussu
waznmadeuInsgIuieussnudunumdrdglunisiadaanuamisaveaussnulngniunsineusy

v
Y

(Training) MsAnw (Education) wazns#iann (Development) Jagtumsitauniinuzussnugniuindeuannady
wazionyu Ingveayannainuniiionsnu nsensaaussany wun Tud 2561 wssulndunsimunineeiedy
4.78 auey videRnidu 18% vesidusauuenmeanyns Insuvadumsiauinginunsdaeusuvesnsu
finuifonsnuade Jag 2-3 uauau uasdumsimuinuzauaaenyy wisdas 4.3 a1uau Ussas A3
URTA UAzAME, 2565) SIMTE0TUANLAINTN (Thailand Professional Qualification Institute) yhvmnissdi

aussourvIyAnadinmautRtarinyensmunInsgIvedninvualvsely (lnsana newude wavauey, 2558)
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uananil Mavaainevsie A AuTInuE I INauIAs AT ot LS sE uaT e we i sy
dmsuussnuluaivinig

namlamn Iuﬁgﬂa?]ﬁa‘ﬁlL‘Vlﬂhﬂﬁgﬁ’léjﬂﬁl’nwgﬁaijwi’mﬁﬁ miﬁwmﬁﬂwLLimut.ﬂuﬂaqwéﬁﬁﬂﬁzﬂumﬁ
idduassdnsnmnmsustureaaswgivlugatagty Tnsemylugnamnssumaluladdugs Addduindouns
Wasuwasislussdulanuasluussing miﬂ’mmﬁﬂwLLiqmuﬁma‘uauawiamms?mmwaaqmmwmiumé'l“ﬁyhi
weundueiesdslumsiiunannmuazuinnssy wdeinsadudededdyiivefmgansamuanmalsunaias
amafnosvgRivvenswmalvelussezen laun 1) metauinwuseuiiofudenmmsusdulugramnss
wAlulaBiugs asmeiuanuasnalumawusiuresssmaislussiunglusadlussiulan fegpamnssumelulad
pa 9 Suduresdiyransiifivhusamemneifaunings wesessumadvlauasinulugafiveluladionundunum

dfundadu 2) lenmalunisisgatnamuaisiiuasnisasisilulssme lalenalunsiegainaamuain

'
o o

psuszna Tnstanglumagaaminssufiienvestumaluladfdvia dnamumsmnfazuesnlssmai Tussnuiid
finwuazeumsoslunsiaiazsessATlugpa M Il (Msfinssnuiiivnusamemsansnsarilussne
Inenaneidugudnandunsisgamsasuanuisnmaniluaumeluladduge Sedufisunmefiunsinadoures
funu wsneareuiiinunmiasglagdundssmululssme sadsmsiaugeamnssmallagase
anasunaivinwesgsialungu SMEs Bnae) asvodlmidiun msiauinueussnuianuddgaonngsia wieas
arlasulsslesumngnansiisimmanansalumsvinnuensiiussdviug uwssnulneaslaiunsauaunsimunine
wssnufielnifniinueiiaonnassiumiunosmsvesnain nswasusuggaasgialve 4.0 0819dsdy uay 3)
KaNsEMURDLATYERTILSEazeT NMsRauYinrussnulugamnssumaluladiugesinansznunaimsugialngluy
vanedid wrefiusdanmluniegaamnssuuaruinig nsawizmslymelulad Afiussans nw saudansiann
gaangsulv meaaaSuvinvsseilumeluladtugedadunsaduayunaivinvesgeamnssulviifeesu
msujIRgaanvnssu 4.0

ogndlsfiony mwaunsrussulugranssmeluladtugimonisarusiudiossenaduay
meenvu iielinsinevsuiarnsaduayuiiiussAvinmuazannsaandslalunnngy maassssuuniaious
naonTin uavmsUsuivessyuuMsAn il aamgaaﬁUﬂ’anaﬂmﬁJaammmLLimuﬁaLﬂu?ﬂﬁﬁ@umi
fuflefunsidsundasesmalulad Lﬂuﬂaqwéﬁﬁwﬁ’m‘lumsLa%uaﬁyw?fﬂEJm‘wmsLLGﬁqsﬁ’uﬁuaaLﬂswgﬁﬂlwa Faudu
ﬂaﬁaﬁwﬁmiumna%ma;ﬂammé"qﬁuu,azlﬁiﬂ,mmmwgﬁﬁﬂwaiuauWQMﬂﬂaiﬁTﬂiaUmiﬁaugwumammu

(Hybrid Learning Framework) Faununmi 1
HYBRID LEARNING FRAMEWORK

stude nts/yout h Clear strategic policy formulation

Promote all-round development in Upskill .
both physical and social aspects. The role of the private sector as a
Emotional, social, and intellectual ) promoter of labor development
Workforce Hard Skills
Emphasis on effective Cooperation between the
Development to Gy p
raining an :
Adapt to Market workers development of skills EQenmentiielpiva sEectariand
. R G T educational institutions.
Changes in Creating opportunities to learn e
new skills that are in line with the . N
the Era of needs of the labor market. . Creating an effective
Advanced Soft Skills training program
Developing emotional
Technology and social skills to " : :
the elderly i i, Using Technology in Learning
with rapidly changing
Creating and developing new market demands. . .
h learning styles suitable for the Collaborative Learning

elderly by integrating knowledge -
and experlence. Reskill

Labor Skills Standards Exam

29 1 ﬂsaum'ﬁﬁauguwmammu (Hybrid Learning Framework)
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7. unasy

nswaTinueussnulugaweluladtugadudatoddglumaaiudnenmmausdiurenssma Fnuei
Fudulunaiausesu GT@Q”LG?%Jumﬁﬂ’wmaemﬁiaLﬁmmumﬁ Upskilling wag Reskilling miagﬂammiwﬁaiwﬁw
MAsE MAenTu uarantumsfnwidudsddglunsanaiunsdsugnaondinuarsesiuninud suudasly
paALsIY MaannvrLsdlussdun e sedulanaes suunmsasssrvaTuayuiidey Welvusany
aunsoRsUaLewem MM Iekalomafifinanmadsuwlammanalulad Tasmsnufetutsmanaasugiadid
auannsolumsusiulussiuang lunmsimuninueussndlugaidva msandasansiuguiiaunsosesiums
Bouzmaontinuazmsianinlusyiuniarssaulandudisntu Ussmalnemaseinumlousfiganums
ampuluiinurussnuiaensaseausisiioss ey maentu warandunsAnyiiieusalneaiuiso

Uushuazimulaluasugnanavialneensdivszdrsnm

U3FTUIYNIU

fufisn AsadngsTo. (2562). ningyaRatatuBumesinlunnasswds. 1saInousTeN. 22(30), 222-235.

lnsand meuty, qiwg% wau%’uw%, wazUsviaas auany. (2558). miﬁmmgmwumsﬁwLﬁumu@uéﬁmuﬁﬂn%w
\WENN. 275475398 1WA, A1), 64-74.

@a‘?fa fgaﬁia. (2563, 29 ﬁqmau). How to Upskill and Reskill for Proactive Performances in the New Normal and
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Product Development Towards Brand Creation Through Innovation
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Abstract

Product development is the company's responsibility to market throughout the product lifecycle. To
make the company's products grow throughout the product lifecycle. Do not let the product reach a low point
because it will be difficult for the management to solve the situation, and it will require high costs. If the company
lacks liquidity, it will result in inflexible decision-making in marketing operations. Product development must be
done along with branding to create awareness, brand awareness, and customer behavior awareness. Analyzing
customers through the purchasing decision process will make consumers stay with the company for a long time
and build brand loyalty. There are 4 processes in product development: 1. Old products-old market (Market
Penetration) 2. Old products-new market (Market Development) 3. New product-old market (Product Development)
4. New Products-new Market (Diversification). In addition, it is important for companies to be innovative alongside
branding by coming up with new innovations for consumers to see. Brand development from research and
development can create credibility for the company's products. Innovative product development requires planning
by identifying the product's strengths that will introduce a new product to the market, which are: 1. Valuable
2. Rare 3. Inimitable 4. Organizational. Therefore, it can be concluded that product development must have a
branding process while continuously doing marketing activities. Moreover, the brand will be strong when there is
innovation, research and development, which will lead the company's products to remain in the market and grow

in further.

Keywords: Product Development; Branding; Innovation; Innovation Branding
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Fouuu Below the Line Lt N1SARIATNIATIANG ) N3asBiua, taya, devatulen, savane, nadnn wusy
uazuisnmesinlusludusnvieifionsneduaesntainiign mseluslududunagnsuisiivilngnaninns
dndulatediign lunasiduanuan wan uou Wuau gnangasdu derduaniunisadlufivesussm idununi
vosuFEniagaommainuesnshutotvesgnauazundymingiian sulssna sasuiatumnsiisonmeves
UisnBuanasaruisvlumsleangludemosdonis 4 1n uoninailuitewnfgnanduiiadeduaives
U3 (Donald Miller, 2566;154)

3.4 9299061 (Decline) r;j‘u%ms umasitluiiusdnlvuesnnluin fifuismesdananginssunisie
AnsEIndUnM as19uuTUARABRT e gNARSuMLaraTsuTansslnle WelulnanlurwnduamniAaty
wan Tutsmnantursfiguimsiunssndniigansoutunueionfiintu useiiguimsmedaiarsgaly
nsundymessasBensouaseu niinnu lursmndmndumyudeuline Uisrenesdenisaawiinau o
Arwegsoniiioanalsatslassiu Auan Turmniiuien noundeliunduanddilsmidy aduailudils
WinesUasuafionsen lneid deansmsnann vemnauitnarlufisundeluvndeansnisnanams q fiusdnii
1n fio nisfoansnugnATlaenss ity gna1 FasmndiuTTrnesinygnatmiidundeeyvla wazvhnisdeans
yhanualafugnarlmnniian sudszana samnaudurasfisulsznaluuien nannaaeddunisyiigsia

MsUsEATRIAUATRIUS INNSsanunsavgla %ﬁﬂm%ﬂwé’aa’m’ﬁaﬁ%ﬁuﬁam{mag (TAY 5554, 2567, U
178-183)

4. ANYULAMAIVIINTIRUA

dewauwanfamuad ﬁﬂaﬁﬁiﬂumaﬁwmﬁmﬁm%‘lﬁﬁmwiuﬁ fie nsdumn (Brand) WA siiiaen
wluwdasusvidouinig shlusdadaunvieuinisiiaruuananaty feeradunisimuiiveans) (Functional)
nsgslanTumga (Rational) N1siansdnydnual (Symbolic) msgdlaniuensuni (Emotional) wiednymeiiannse
Sunadla (Tangible) wazdunaslala (ntangible) miwauﬁywLﬂuLﬂ'%laaﬁaﬁﬁﬂﬁ%u?ﬁyﬂmaqgwamwﬁqLmﬂm'wmnauéjﬂ
voyHAnEY dydnuavewmsauniistuadusnluglsy negkaslnsunzadniiesesmnensmauunansdiom
VBINUY Lﬁaﬂﬂﬂaaﬁugwmaamul,aaLLazéu%laa%waw%mﬁm%ﬁlﬁﬁ@mmw M3aT1enIALATINENMEMIhdY SNy
vudum Tutagtunsnduaiuansunumitddyvansusens Ssusslosuife iuadesdionelnguslnausuus
nsmsTinnasifiunmansduliunuIon @dm Tnanann, 2567; 261-263)

ﬂmﬁwmanmiw?ﬁugﬂ (Brand Equity) Lﬂu@méwﬁLﬁu%uuﬂumémﬁm%uaw%ms sﬁa@mmﬁawasﬁauﬁﬁ%
ﬁﬁgﬁlmﬁm (Think) gﬁﬂ (Feel) uazuans (Act) lnsmsluarudidynonsnaun wudeafusian (Price) dunsas
nanA (Market Share) wagauausavirils (Profitability) Qmﬂ'wmﬁué’wLﬁuﬁum%’wéﬁiﬁmmsa%g@ﬂg Fail
Qmﬁmym%miwmLLawi”'mmiﬁw{aU%@'w FLumia‘;wa@mmmﬁué}wxﬁyaaﬁmsmﬁaﬁ} (Philip Kotler & Keller,

2005)



’J’]iﬁ’]iU%Wﬁﬁjﬁﬁ]LLaSu’jﬁﬂﬁﬂ 193, WsEuAs UBI) U9 4 aUUN 1 Wheu Uns1Au - ﬁqmau 2568 U1 107

@mmmwauhywzLﬁuﬁumﬂmmum@mmaamémﬁmsﬁ as1aun aeaualuiauuanaety fenaar
gndadiduludnuandnsumitily novaussnuauusnaomanfundunasnaruzvesyuilaafienty
ASIAUAN WANSN S?Qﬂawgylﬁmﬁ’umﬁugw (Brand Knowledge)ﬂixﬂawﬂyw A2UAA (Thoughts) mmgﬁﬂ
(Feelings) ANNAY (Images) Usvaunsal (Experience) AT (Beliefs) wazdu 9

15ABUALBINTUALUANATSIUNER o mﬁuﬁy']ﬁuanaﬂnéjﬁfqa;ﬂqqmmmﬁuéﬁ%azﬁaﬂugﬂmm
ms%"ug (Perception) AU%BU (Preference) LLa:Wqﬁﬂiiuﬁé’mﬁugﬁué’ﬂwm:ﬁgﬂmummﬂmsmam (e 5953,

2567, ¥ 152-153))

5. NMIRAINEAAUIIRIBUIANTIY

Feduvsuasudumnlunmshuvsusiuduss fe msassuianssufivisnizauniiensvauas
wuslna @ 533wy (2567, w1 152-153)) wunismaaudslumsvhduailusiongnain (New Commer) fe
1. @mhw (Valuable) f\;mLL%dﬁduganﬁﬂmﬂ'MaﬂejuLJﬂmnEJLLagﬁula&JLLf;Iﬁzwﬂﬁ@jﬂgﬂﬁT 2). e1n (Rare) f\;ml,%q Ao
fiuosnsiiquudluannsavidla 3). Feusuulala (nimitable) wandumdsusuulalavionidounuy adnuugg
gouhlmAnguustulasin 4). nsuimsdamuardnvazuesnns (Organization) HnvgnsuiMITTeseIANS
Jusssnesnnsingnduvenne 4 fuun 1wy Sausssuvesansta An1uIsn1s Coaching warnsaumiinuuas
anA MensimIATLABINT Fannennusdnvemdnanusaslalalueusinvesgnan (B s33uz (2567,
#1U1 150-155))

nsaTUIUAliaudIAYy warnisaseaudadulunsasusun Ae MidnauuinnTsunan o
fio MaWmuuasiauenanSusivalinasdununaluladuieisnisleda muludinsuiousmantumnaudid
oglviinannuazUssAvEn Bty uinnssundafamiedundang (Outputs) vesesrmsviossia Tnsenaavoy
Tugunasiaduan (Goods) 130n13U3N13 (Services) Alauaziudsndniddguesnsimuuinnssunan o
1l 2 ffauvs Ao 1) Tomaventumeluled wanefa ssarrugneninemansuaseluladiniosdogunaniuay
nszuIumMsisshlnasnsaimusdasunlniniulaues 2) anuneansvematn neie ANNABINsYea LT
faunesnslundesuslyadusasnseufiasdoniely uasamarilnyduaivesuinnssulnduusslonilud

o

WiswgNIvsedIny (NgAt wawswiae, 2564; 131)

o

Faunisargadiduied eumaluladnismain SuAwAnIsRan 1.0 89 113Aa1R 6.0 fe NS,
anen, anudady, Advia, Tundounis Al Weunanlanaisiulaniaiiou (Philip Kotler, 2567:11) Kadunisasng
ARSI U3 nesUsEneumelendnvaimewianssy Saisanuddulumsinsaann
5.1 UssANuauinnssu

winnssuduiienudn nsvuauns nsisouariaun wandaelng q Aviladadng 9 Lﬁmsfuiuﬁjﬁa
AMIMUNUTELANVDIWTANTTUY LLﬁﬂlﬁywmsr’dszmmmué’ﬂwmwauwmLLaz"’s’qu%aaﬁmaamsﬁﬂﬂ% A3SIuund
wuvesuazinnilulydseloriludinsisouasmssanisusanssunauuisann Ussnaume 3 dnway (Kevin
Lane keller & James A.Narus, 2565; 32) A®

AsSILURAU N vesuTANssL (The Target of Innovation) wustduwinnssuwdnsam (Product
Innovation) WaEUINNTINNTZUIUNT (Process Innovation)

AMTTIUARLSTAUTEINSIUABULUAY (The Degree of Change) wuaiduuinnssuludnuazidoundu

(Radical Innovation) wazwinnssuludnwazrsuiduneyly (Radical Innovation)
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UUNAUVBULIAYBINANTENU (The Area of Impact) wudladuuinnssumamalulad (Technological
Innovation) LazUINNITUNINNITUSAT (Administrative Innovation)
5.2 WIANSSUNANANE! (Product Innovation)

o w 1

AUNNUNAUING @RS HaLNALULAT LAITIA LA LT AURLIBVDIUTANTSUNARN N 131 WiIRNTSU

a o A N

nandun Ao nMsimwikaziiavendadaminuluinaziduaumalulagnieisnislend salufanisusulss

¢ =

wanfunAifoginunmuazUsyAvsamitatu suUsmdnvesnsimuuinnssumdndued 2 duls fe

1. Temavsmumelilad Ssnefs sswanugmeaminemaniuazinelulad niesdle qunsal was
nsgvIuMsTlagyilvannsaimundesusinistula

2. AMUABINTVOIMATA VBT AR TTelaTRANuRDImslundn S lmfulanseuTlazie
vielauazasnalyiduavesnianssulaiusslovludunsugiaviodean (loninn Fuaa, 2553)

5.3 AUAINITANNUIANTTUNENANY (Product Innovativeness)

anuannsansuianssundndam Wunisasnoulmitufsanuannsavessshalunisasauasly
audslvlunstaunansusvieuinislag WevilnAemadsslesilumaasugiaungsie fwmoaiatuain
anuasiauslunsiadn sumvieuimsluigrain snamngaivesngaainuazeaulaieuly
\Bansuasduiuguus anuannsalumauinnssundndandimsiansanludnuazyosniulug (Newness)
anaduendnual (Uniqueness) wazauuEnSumauLUY (Originality) (1en3ma 291338y 2553)

5.4 psvnWanS s minansueisiuIanssy

wan el (New Product) Lufua Uin3 viemnufn ddlafinisusudssnuandaeindaua
fiftu dwansumivuinisiasson Insfeinamnueralnuvemaisuaraaluudmiuuien amnsous
ponlaudu 4 Ussinv feil

1. u¥anssuiilumeiiles (Discontinuous Innovation) wienandumluumelan (New to the World
Product) & uuinnsailyaesiiunais nnefs winduelnfiandundmiuagranliesunas (Philip
Kotler, 2567; 61)

2. wanfunviialvy (New Product Category) 3 anansfamivulunsvosaonanfam (New Product
Line) wanefs ansvasndndnslvuiiiinduresuien fadunisungrarnduiidesidundusn (Philip Kotler,
2567, 61)

3. mauiundnsan i luluaendnsuniduiifey (Additions to Existing Product Line) wanefis
wanSaulnufiauainaendnsumiduvesuisn Woaswadenlnlugnan

4. ﬂﬂiﬂ%’UﬂqﬂLﬁluLﬁm%ﬂﬂiuwﬁmﬁmﬁvhﬁm (Incremental Improvement to Existing Product) #1884
wAnSu AR NS TusmanduanailudomesdnunzuazauawesHaniue (Perceived Value) Inftu
Fadunisiunuiindndaniudifoy Fondnesnsn ndndumusuusslv (Modified Product) (Philip Kotler,
2567; 61)

1. nansarvaidaannismmuasunuaEadomlng (Repositioning) 1uNefs nanfunlniidaan
msthwanfaeniufifogangnainmevioaiunaiivg Sudunsdsugnduromansumiuannanida
(Philip Kotler, 2567; 61)

2. w5mﬁ’mﬁwﬁﬁLﬁﬂmﬂﬂﬁamGTunuﬂWimﬁm (Cost Reductions) g wﬁmﬁmﬁwﬁﬁﬂ%’wqﬁmﬁa

anaunun1sHEn tneiauautfAmilouds (Kevin Lane keller & James A.Narus, 2565 ;252)
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5.5 n'ﬁﬂau%'uui'ﬁnﬁmﬁﬁ’lmﬁf (Kevin Lane keller & James A.Narus, 2565 ;252)

ui’mﬂﬁmﬂﬁy%'umwau%’umﬂfiﬁiﬂﬂgmﬁé’ﬂwmsﬁw{aiﬂﬁ(Douglas Van Praet, 2012: 61)

1. Uslowuiifianuieaiiesty (Relative Advantage) Fanpsnelwinuszlevunoguslon Tnsegluguil
Anannslsuinnssuuazdsslomimennudele wu anufiovels

2. mnudennaawisaiiule (Compatibility) wimnssumsaniulafiudsvaunisal adey day 3o
AruAeIMIvesyUilan

3. e udugou (Complexity) ui’mmimmﬂuﬁaau%ﬂ{ﬁmL%’Jg{’lLﬂuui’mﬂiiuﬁgﬁimmmmL%ﬂa
warlrnlane Tufleudugouniegsenlumslanu lnaenzesnsdawdnfummadidnnsefing

4. aunsamnaeslyle (Trail Ability) Wunslvguslanaeslyuinnssuniendniumiv viluguslaala
Bouganuinnssu lseraluguslnalenaaesduomns adanslunu wiensuanudndusuiananos

5. anansnuiulaaie (Observability) 1uimnssududedifiulasns nsunsnszanevesuinnsaulig
puslaefosidulaneuiu TnsengsdnSunedomnane
5.6 NITUIUNTIONTUUTANTTAUYBINTTEFIUUTUA (Adoption Process )

Funsuresnszuiumssensuuinnssulidmeluil (Kevin Lane keller & James ANarus, 2565; 146)

1. n1538n (Awareness) iudunoufiyuilaatunarfundutnnssmiendndaslnwnddludveya
yuslaeazidensuseyaiinssiuanuneimsvesmueadundn (Douglas Van Praet, 2012: 279)

2. el (Interested) Wudunoufiguslaalnauaulaluuinnssuviondndamlvaiiud amun
pssfudmiinuesdiog wuilnronrasunuanifleufiinglavnaswdouamveyafiisoadiensuaussaay
amﬂ;i: (Kevin Lane keller & James A.Narus, 2565; 146) Lﬁ'almyszjuaagaLﬁ'mﬁ’uu’?@mam%amamﬁmmmLLay:J
auiSuvhnisan LLazLﬁmmmiﬁﬂﬂjauﬁdﬁmau (Douglas Van Praet, 2012:279)

3. A5Useidu (Evaluation) Lﬂu"ﬂgumauﬁsiu’%lmﬁmim’mi’mﬂisw%'awﬁmﬁmmﬁﬂuﬁawaﬂmm
WNEAL AILANAT ATNBETN B0TTAN 9 Aetunsiiluguilnanaaomienisansaassilunssonsuan
éIU%IﬂﬂVL@;LﬁjuaEJ'Na (Douglas Van Praet, 2012: 279)

4. maveaes (Trial) iutumeuiiguilnedndulasedy oradunsvnaesfissdinsmuiieguansums
gousuLuuans Tuduneuiyuslnrazifnanuasdounsdmanuminuneuiisuaisueyaifisiiiy (Kevin Lane
keller & James A.Narus, 2565; 146)

5. MawousuUnIEUSas (Adoption or Rejection) iutunougamenesmadsuulamnfinsuyuilan
oe30m3 uegunariiuifelavesuslnrnnuesifiosls gnamassunsUssfiusasatiuayy uazas9nI

N (algen dunsenisua, 2565; 44-45)

6. d3U

MsWaLHAR ST fo mj’lﬁﬁuaw%ﬁ’wﬁﬁyaqﬁwmaawﬁaqmqwamﬁm% Tﬁu%ﬁmaﬂmmaammqmﬁmﬁm%
lulvnAndumieganndinsizguivnsasunaniunisalasn meiaumanfundseugiunisasauusun e
AsALRTEVIEINGD negvingnaATesUTuRldlangRnsTTasgna RasengnatunsrUIuNtevesulan
Faawiluguilam egduislasmuiuuazavsluusun Sndsddnlunisasauusun visnaesiiuiansuaaug
funsasauusuanosAnauuinnssuad elvguilnalafunisinuvesuusun ldiunmsddenun S

ansaasinunLiinlvndndunvasuienle dmiudsazdlann msiaundadun aedinssuiunsassusualy
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Age of Disruption: A Cultural Agency Theory Approach

Siribuppa U-tantada!’, Maurice Yolles?, Ampon Shoosanuk?,
Bahaudin G. Mujtaba®, Yingsak Jittakoat®, and Puree Kanchanakas®

Received : 27 Mar 2025 Revised : 16 Jun 2025 Accepted : 25 Jun 2025

Abstract

Purpose: This paper aims to develop a conceptual framework integrating three key concepts-
sustainability, e-business innovation, and e-HRM with Cultural Agency Theory (CAT). The framework
demonstrates how organizations can align these concepts within their cultural, stratesic, and operative
systems to thrive in digital disruption.

Design/Methodology/Approach: This conceptual study synthesizes CAT principles and contemporary
research on sustainability, e-business innovation, and e-HRM. The analysis incorporates empirical findings from
recent studies (2024-2025) and case examples across diverse organizational contexts to validate the proposed
framework.

Findings: Achieving strategic alignment within the Cultural Agency Theory-grounded conceptual
framework of any organization and three concepts of testable propositions, sustainability, e-business
innovation, and e-HRM, are presented as a continuous, adaptive, self-reflection and self-development
process and dynamic. Success centers on an organization's ability to cultivate adaptability within its cultural
system, maintain strategic coherence within its strategic system, and ensure agility in operative systems in

response to disruptively dynamic environments.

Practical Implications: The CAT-informed framework for organizations to strategically integrate
sustainability, e-business innovation, and e-HRM, driven by cultural adaptability, strategic coherence, and
operational agility, offers a pathway to survive and thrive amidst ongoing digital disruption. It emphasizes
the importance of leaders in aligning these crucial functions within their unique cultural context for
enhanced resilience and competitive advantage in the global market.

Originality/Value: This paper provides a fresh perspective by integrating Cultural Agency theory
with strategic alignment, delivering a valuable framework for understanding and improving organizations'

sustainability amidst disruption — something missing in current research.

Keywords: Cultural Agency Theory-Grounded Conceptual Framework; Cultural System; Strategic System;

Operative System; Sustainability; E-Business Innovation; E-Human Resource Management
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1. Introduction

Digital transformation, powered by Al, IoT, and data analytics, shifts from mere survival to a driver
of sustainable growth and competitiveness, as demonstrated by successful disruptors such as Amazon,
Starbucks, and GE (Athreya, Ramya, & Azhar, 2025; Taherdoost, H., Drazenovic, G., Madanchian, M., Khan, .
U., & Arshi, O. (Eds.), 2024), a strong foundation in business administration, vital for superior performance
across operative, strategic, and cultural levels. In the disruptive digital age, strategic organizations are
proactively intertwining sustainability, e-business innovation, and e-HRM, framed by Cultural Agency Theory.
This integrated approach leverages digital transformation to drive sustainable performance and competitive
advantage through agile e-business innovation strategies, while e-HRM fosters organizational resilience and
talent adaptability. Ultimately, success hinges on cultivating a culture focusing on sustainability where
human agency strategically shapes technology adoption to fuel continuous innovation and long-term
viability (Alcayaga, A., & Hansen, E. G., 2025; Huang, J., & Zhou, P., 2025). Cultural Agency Theory (Yolles,
2016, cited in U-tantada, 2018) provides a valuable lens for understanding strategic organizational dynamics,
focusing on the interplay of three key systems: cultural, strategic, and operative systems. It is a philosophical
framework that proposes information as the fundamental substance of reality, offering a unified view of
physical systems, consciousness, and complexity through informational dynamics (Yolles, M. I., 2025). How
can these systems align and enable organizations to sustain competitiveness and achieve long-term
performance in today's disruptive and digital business landscape? Empirical studies increasingly demonstrate
that organizations strategically aligning these systems are better positioned to navigate change and secure
sustainable success. However, current research lacks a new perspective integrating Cultural Agency Theory
with strategic alignment to offer a robust framework for understanding and enhancing organizational
sustainability amidst disruption. The framework represents a significant gap in the literature, particularly the
need for more empirical studies to directly examine the complicated relationships between sustainability,
e-business innovation, and e-HRM.

Sustainability is a crucial strategic issue for all organizations; a key challenge is that many
organizations view sustainability as a cost rather than a benefit, hindering its integration into their cultural
system. However, sustainability offers a competitive advantage in line with the Sustainable Development
Goals (SDGs). The Brundtland Report (1987) stated that "sustainable development is the development that
meets the needs of the present without compromising the ability of future generations to meet their own

needs" (WCED, S. W. S., 1987). The 2030 Agenda for 17 Sustainable Development Goals provides a framework
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for achieving sustainability. Sustainability involves (1) economic dimension, fostering inclusive and
sustainable economic growth, decent work, and responsible consumption and production; (2) social
dimension, promoting equity, justice, education, health, and well-being for all; and (3) environmental
dimension: protecting natural resources, combating climate change, and preserving biodiversity (UN-DESA,
2015). Shifting consumer preferences towards environmentally friendly, hygienic, and socially responsible
products and services drives the need for sustainable development practices. Adopting sustainability in the
cultural systems of organizations can improve corporate reputation, brand image, financial value, and
competitiveness (Supramono, S., Damayanti, T. W., & Adhitya, D., 2025; VK, R. K., Saunila, M., Rantala, T., &
Ukko, J., 2025). Thus, if sustainability in the cultural system, as the foundation of values, is embedded within
these core values (e.g., a belief in environmental responsibility, a norm of ethical resource use), it becomes
a fundamental part of the organization's identity (Martin, A. et al., 2024). It influences factors of capability
intelligence, transferred into e-innovation, which is located in the "strategic system" directly linked to
attributes in the "cultural system." Thus, the value of sustainability from the cultural system directly
influences the strategic goals related to e-innovation.

E-business innovation within an organization's strategic system, which combines goals, strategies,
and how it aims to compete, is influenced by sustainability and overall vision linked to all attributes in the
operative system, where the organization's work gets done. E-innovation in the strategic system within the
context of the Cultural Agency Theory can be combined into organizations' goals to balance creativity and
automation, data quality, bias, interdisciplinary collaboration, and change management. It links Al to
influencing firm innovation and creativity (Hardjono, R. K., 2025). It results in product and service innovation,
operational efficiency, decision-making enhancement, and customer experience rationalization, changing
significantly in the digital ecosystem and the corresponding need for organizations to integrate dynamic
capabilities into their operational models within organizations' operative systems. Machucho, R. & Ortiz, D.
(2025) study revealed that Al could efficiently facilitate unprecedented computerization, predictive
capabilities, and rationalization, which catalyze innovation across various business functions. However,
successful Al implementation necessitates addressing significant technical, organizational, and ethical
hurdles to navigate the complexities of Al-driven business transformation and to highlisht opportunities for
effective Al adoption strategies. These influence consumer behaviors on e-commerce strategies, digital
marketing on brand positioning, and the critical role of trust and value co-creation in online transactions.
There are challenges in implementing digital strategies in emerging markets, where cultural, stratesic, and
operative issues are major concerns. A distinct vision for successful e-business transformation within
organizations’ cultural systems, employee engagement in operative systems, successful change
management strategies, cybersecurity issues, and comprehensive security frameworks to protect digital
assets within strategic systems is a key success element (De Silva, C. S. B., & Taherdoost, H., 2025). As
supportive empirical studies worldwide that contribute to our understanding of these e-innovation and
sustainability concepts, e-business innovation is making a positive impact on sustainability (economic, social,
and environmental development) and creating added value for social, environmental, and economic

aspects, determined by an innovative approach enhancing environmental security, responding to societal



NIATUIMNITFINWALUTNNTTU N3, wszuas UBN) U9 4 adui 1 \hew uns1eAx - iquigu 2568 vun 114

expectations, aiming to maximize the economic impact on activities (Chomac-Pierzecka, E., 2025). Also,
green finance drives renewable energy technological innovation by easing financing limitations and
promoting the green transformation of industrial sectors (Shi, X., & Shi, D., 2025). Innovation in driving e-
commerce expansion, a key driver of sustainable economic growth in various EU member states, supported
its hypothesis that higher innovation levels lead to a greater tendency for online purchases, using the
Technique for Order of Preference by Similarity to Ideal Solution (TOPSIS) methodology (Roszko-Wojtowicz,
E., Deep Sharma, G., Dalska-Borsiak, B., & Grzelak, M. M., 2024). Finally, an empirical study of 142 large- and
medium-sized industrial companies through structural equation modeling (PLS-SEM) provided empirical
evidence of the skills, processes, and routines (dynamic capabilities) that improve e-business innovations
that support the pillars of sustainability (Zaluski, F. C., Welter, C. V. D. N., Turcato, J. C., Gomes, C. M., Moura,
G. L., Bichueti, R. S., & Damke, L. I., 2024).

Moreover, there is a growing interest in Al-driven HRIS (Human Resource Information Systems),
which can enhance traditional HRM functions such as recruitment, HR planning, performance evaluation,
training, and development (Benabou, A., & Touhami, F., 2025), acknowledged for their positive contributions
to HR service quality. However, many organizations rarely leverage e-HRM to enhance HR functions'
improvement, satisfaction, and performance, some visionary organizations' operative systems adopt a clear
strategy for e-HRM implementation, involving employees and providing necessary support and pieces of
training (Amour, A., & Benyoucef, A., 2025; Benabou, A., & Touhami, F., 2025; Shahreki, J., Chin, A. L. L.,
Ghanad, A., Gowindasamy, M., & E-Vahdati, S., 2024; Sharma, C., Ahmad, S., Kumar, S., Kumari, N., & Ahmad,
R., 2025; Waseem, S. N., Amsaal, W., & Shaikh, O. A, 2025). In addition, 246 employees in organizations
analyzed by SPSS and AMOS software revealed a significant positive relationship between adopting E-HRM,
green HRM practices, and environmental sustainability, indicating that E-HRM serves as a critical facilitator
in promoting eco-friendly initiatives within organizations, which strengthens their commitment to
sustainability and improve their overall environmental performance, studied by Sharma, C. et al. (2025). As
revealed by a supportive research, organizational agility can boost efficiency, reduce waste, and promote
sustainability. It analyzed 200 questionnaires using SmartPLS software and found that e-HRM had a positive
but slight effect on sustainability performance; it significantly increased labor productivity (Sentoso, A.
Junestin, J. & Nelson, A., 2024).

Organizations risk stagnation and failure to achieve lasting improvements without a solid
framework. Embedding sustainability fuels e-innovation for a powerful engine for achieving their goals. To
maximize this synergy, organizations should continuously refine their e-business innovation strategies and
e-HRM practices. To fill the gap, the paper proposes a conceptual framework; it emphasizes the need for
future research to validate this framework empirically across various global contexts. The current review
primarily synthesizes existing literature and theoretical perspectives, highlighting a gap in empirical studies
that can directly test the relationships between sustainability, e-business innovation, and e-HRM within the
CAT framework. This paper aims to develop a conceptual framework integrating three key concepts—
sustainability, e-business innovation, and e-HRM with the CAT. The framework demonstrates how

organizations can align these concepts within their cultural, strategic, and operative systems to thrive in an
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era of disruption and digitization. It emphasizes the importance of testable proposition concepts aligning
with cultural, strategic, and operative systems and dynamics of the CAT interacting with its environment
competitive, disruptive, and digital environments. It is designed to offer a self-reflection of proposed
testable proposition concepts within the proposed CAT-grounded conceptual framework, which can be
generalized to broader literature and future research. This paper also attempts to answer a question: "How
do testable proposition concepts: sustainability, e-Bl, and e-HRM from broad literature and empirical studies
applied in the CAT-grounded conceptual framework work?

Following the introduction, section 2 overviews the general literature on the CAT and its three
testable propositions: sustainability, e-business innovation, and e-human resource management at the
intersection of digital, disruptive, and the Sustainable Development Goals environment, as a background;
then, section 3 describes how a brief overview of proposed organizations' conceptual framework within this

theoretical framework, the CAT; and finally, section 4 offers a discussion and concludes the paper.

2. Literature review

A comprehensive conceptual framework development grounded by the CAT, proposed for private
or state agencies, decision-policymakers, scholars, and technology providers is essential for maximizing the
potential of sustainable agencies worldwide. By embracing disruptive sustainability and digital
transformation, organizations can drive dynamically on their proposition concepts within cultural, strategic,
and operative systems to enhance innovation and resilience in a disruptive global market in the age of the
digital era. For example, the world's top-five startups and cosmetics companies staying agile and adapting
to these evolving trends and consumer values (e.g., transparency, safety, and eco-conscious practices) in
the digital transformation era ensure continued success and relevance in the rapidly changing beauty
landscape (Park, Y. W., & Hong, P., 2024). They create value by considering social, environmental, and
economic factors depending on innovative approaches, investing more in innovation to achieve better
sustainability results, and spending on innovative solutions, especially product innovation, to better meet
market demands (Chomac¢-Pierzecka, E., 2025).
2.1 Cultural Agency Theory (CAT) by Yolles, M. 2016, is a modeling theory used to represent complex,
adaptable viable systems. CAT is a cybernetic living system paradigm that models complex adaptive systems
focusing on sociocultural dimensions (Yolles, M., 2016, as cited in U-tantada, S., 2018). It consists of a self-
evident substructure of cybernetic principles associated with autonomous "living" systems, culturally based
social systems to be used to explore different aspects of organizational dynamics, focusing on cultural,
strategic, and operative attributes (e.g., Rautakivi, T., & Yolles, M., U-tantada, S., 2018; U-tantada, S., Yolles,
M., Mujtaba, B. G., & Shoosanuk, A. 2019). CAT (Yolles, M., 2016) can be used to model all organizations
aimed to explore both their internal and external dynamics as a diagnostic tool for locating organizations'
sub-structural unhealthiness or attributes that include a capacity for sustainability and adaptability in their
systems while interacting with environments which are determined by organizations' external, internal

attributes and limitations that can drive organization persistence. So, any durable organization should be
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seen as a cultural entity, enabling the use of the Cultural Agency Theory (Yolles, M. 1999, 2006, 2016, U-
tantada et al., 2019) as follows:

2.1.1 A cultural system: its key elements include the shared values, beliefs, and norms (Yolles,
M. 2016) that influence decision-making and the organization's capacity to adapt. Empirical evidence
suggests that organizations with these cultural attributes demonstrate enhanced strategic responsiveness,
and adaptive organizational cultures consistently predict success in disruptive environments.

2.1.2 A strategic system is concerned with cognitive attributes, e.g., attitude, ideologies,
goals, strategies, ethics, and self-image (Yolles, M., 2016) of any stable organizations as studied in U-tantada,
S. (2018) and U-tantada, et al. (2019) 's research works. Its processes and dynamics provide direction and
purpose for its operative system. Organizations' operative system must align their strategic intent with
capabilities and agile methodologies to maintain competitiveness.

2.1.3 An operational system is any durable organization's structure and operations concerned with
social structures and their potential for behavior, operational performance, self-organization, and a specific
interactive function. Execution information directs structuring through decision role specifications, related
operative activities, and any decision-related rules, goals, strategies, and testable proposition concepts are
required to guide operative processes within its environment (Yolles, M. 2006; 2016).

This comprehensive conceptual framework development is grounded by CAT and supported by
recent empirical studies to confirm that operational efficiency and agility are critical determinants of
organizational performance (VK, et. al,, 2025). In summary, operational excellence requires (1) flexible
implementation, adapting operational processes to fit local cultural contexts while maintaining efficiency;
(2) appropriate technology integration: selecting and implementing technologies that complement local
workforce capabilities; and (3) cross-cultural process optimization; designing processes that work effectively
across different cultural settings.

2.2 Sustainability, the achievement of economic, social, and environmental goals in a balanced and
integrated manner, which is in line with the Sustainable Development Goals (SDGs), shifting consumer
preferences towards environmentally friendly, hygienic, and socially responsible products/services are
driving the need for sustainable practices. Adopting sustainability in the cultural systems of organizations
can improve corporate reputation, brand image, financial value, and competitiveness. Following, the
empirical study of Supramono, et al. (2025) found that the dynamic capabilities, financial behavior, and
speed of performance recovery are determinants of business sustainability. These findings highlight the
importance of MSME actors in continuing to monitor the dynamics of their environment and respond to
them with products and services that meet the demands to achieve the long-term sustainability of medium-
sized business performance. Also, VK et al.'s (2025) study revealed that smart technologies significantly
enhance business sustainability, positively affecting environmental sustainability. The implications extend
to the necessity of a strategic, holistic approach to sustainability in organizations, emphasizing the intricate
roles played by smart technologies.

2.3 E-Business Innovation (EBI), the significant changes in the digital ecosystem, and the corresponding

need for businesses to integrate dynamic capabilities into their operational models. These influence
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consumer behaviors on e-commerce strategies, digital marketing on brand positioning, and the critical role
of trust and value co-creation in online transactions. There are challenges in implementing digital strategies
in emerging markets, where cultural and infrastructural issues are major concerns. Strong leadership and a
distinct vision for successful e-business transformation within organizations' cultural systems, employee
engagement in operative systems, successful change management strategies, cybersecurity issues, and
comprehensive security frameworks to protect digital assets within strategic systems are key success
elements. Organizational objectives and customer expectations are aligned with technological initiatives,
and data analytics can enhance competitive positioning and strategic decision-making (De Silva, C. S. B, &
Taherdoost, H., 2025). Acting as a strategic method for upgrading business operations is made in e-business
dynamics, a strategic gap due to the rapid advancement of technology and rising digital expectations of
consumers, so data-based agile strategies for maintaining competitive positions, data protection regulations,
and friendly innovation frameworks are needed to be created by policy directors (Naaman, D. W., Ahmed,
B.T., & Zeebaree, S. R., 2025). Many empirical studies have shown some implications for business managers,
governments, policymakers, and academics, such as e-business innovation (e-Bl), a pivotal factor for
foundations to compete in the digital age. With the adoption of advanced e-business platforms, digital
marketing strategies, novel approaches, and customer engagement, e-Bl is a one-size-fits-all concept. It also
enhances organizations' operational efficiency, market reach, and customer engagement and drives
competitive advantage (Changalima, I. A., Ismail, I. J., & Amani, D., 2025).

2.4 Electronic-Human Resource Management (E-HRM). Due to organizations' complex nature and
continuous advancements in information technology driving their performances, e-HRM within organizations'
operative systems is a significant evolution in HRM, as it has strategic advantages and transformation
potential. Implementing challenges, ethical implications, and understanding the interplay between
technology, organization, and people to fully realize e-HRM's benefits, such as real-time communication,
seamless collaboration, and data-driven decision-making, are essential for managing geographically
dispersed teams and fast-paced market dynamics in highly competitive and disruptive environments.
Ultimately, e-HRM tools are an effective solution for digital transformation in human resources, accelerating
HR processes, fostering organizational innovation, and creating flexible work environments to meet the
needs of contemporary organizations globally (Sheikholeslami Kandelousi, N., 2025). Awadh Aljuaid, A. (2025)
study found that e-HRM can enhance HR functions, drive firm performance, and foster employee work
engagement within the logistics industry. El Saeed, M., Maarouf, H. M., & Younis, R. A. A. (2025)’s empirical
study revealed that e-HRM has a direct, significant, and positive impact on perceived job performance and
organizational performance. Thus, e-HRM systems should be implemented to support organizational
workflow and allow employees to do a variety of tasks more efficiently to enhance job and organizational
performance through improved higher-quality HRM services quality as an empirical study by Shahreki, J.,
Chin, A. L. L, Ghanad, A., Gowindasamy, M., & E-Vahdati, S. (2024). Also, the effective use of e-HRM
contributes significantly to the perceived improvement in the efficiency of human resources management
processes within organizations in the context of Moroccan concerning resistance to change and cultural

adaptation, which may hinder this digital transformation (Abdallaoui, I., & Elkharraz, A., 2025). Moreover, the



NIANTUIMNITFINWALWTANTTU 13, Wszuas UBN) U7 4 adun 1 1hew unsAx - lquieu 2568 nun 118

process of using Al to reshape HRM to be more efficient, accurate, ethical, strategic, and innovative practices,
e-HRM is the essential digital infrastructure that enables the integration of Al in e-HRM systems (Benabou,

A., & Touhami, F., 2025) within organizations worldwide.

3. Design/Methodology/Approach

This study combines conceptual analysis with practical applications, synthesizing insights from
the theory of cultural agency and three testable proposition concepts: sustainability within the cultural
system, e-business innovation in the strategic system, and e-HRM in the operative system. The
superstructure framework is illustrated with case examples from diverse geographical and organizational
contexts, demonstrating CAT's applicability across cultural boundaries and organizational types (U-tantada,
2018; U-tantada, S, Yolles, M., Shoosanuk, A., & Mujtaba, B. G., 2020; U-tantada, S., Yolles, M., & Mujtaba, B.
G., 2019; U-tantada, S., Yolles, M., Mujtaba, B. G., & Shoosanuk, A. 2019, U-tantada, S., Yolles, M., Mujtaba,
B. G., Shoosanuk, A., & Rautakivi, T. 2019; ). Proof readings by Prof.Dr. Maurice Yolles, there are sub-structural
(generic model of CAT by Yolles, M., 1999; 2006; 2017); sub-structural (generic model of CAT for the context
of any durable organization in the intersection of digital, disruptive, and the Sustainable Development Goals
environment; and super-structural details built into the CAT model showing the dynamics of organizational
attributes by Siribuppa U-tantada. The following figure is a strategic sustainable organization's conceptual
framework, developed from the Cultural Agency Theory (Yolles, M., 2016; Yolles, M. 1., 2025), created by
Siribuppa U-tantada.

Strategic Sustainable Organization™s

conceptual framework

Figurative intelligence

Operative Intelligence

Strategic System

Operative System

Cultural System Global Disruptive

Goals, ideology, ethics, Behaviour,

Values, beliefs, norms meaning

Market

connected knowledge. self-regulation. operational performance,

(E.g., law, regulations, strategies, e-Bl) self-organization.

(e-HRM)

Operative intelligence
Figurative intelligence diustment imperatves” /™ "
adjustment imperatives

Competitive, operative intelligence,

(E.g., values related to Environment

sustainability)

behavioural intelligence with economic, social
environmental performance feedback,

and its adjustment imperatives

The above model is a qualitative model to explore how three testable proposition concepts:
sustainability within the cultural system, e-business innovation in the strategic system, and e-HRM in the
operative system work within the CAT-grounded organization aimed in line with the track of the sustainable
development goals. The three-system generic model of CAT-grounded organization presents the
relationship between self- processes and self-dynamics. It includes its three proposition concepts that
interact within the global disruptive environment. At the same time, co-value creations arise for the

organization, employees, stakeholders, etc. The three-system generic model of any durable organization
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called "strategic sustainable organization, the cultural agency" explains the relationship between powerful
dynamic self-processes for co-value creations in its global disruptive market environment. When interacting
in its environment for survival, these are linked together by a reflection cycle of dynamic intelligence
networks of processes, called "figurative intelligence" and "operative intelligence," These are linked together.

Since sustainability and other attributes, e.g., beliefs, values, and norms connected to global
knowledge in the cultural system as the foundation of values, are embedded within these core values (e.g.,
a belief in economic, social, and environmental responsibilities, a norm of ethical resource use), it becomes
a fundamental part of the organization's identity. These influence factors of capability intelligence
transferred into e-innovation, e.g., the cultural system values economic, social, and environmental
protection, and the strategic system might prioritize e-innovation that reduces waste, minimizes carbon
footprint, or promotes circular economy models. Also, its organizational strategic attributes, e.g., goals,
ideology, ethics, and self-regulation, are located in the "strategic system" directly linked to the "cultural
system." In summary, sustainability values act as guiding principles for e-innovation strategies. They shape
the criteria for evaluating and selecting e-innovation projects that are not pursued for their own sake but
contribute to the organization's broader sustainability objectives that yield sustainable benefits over the
long run.

The strategic system defines an organization's goals, strategies, ideology, ethics, self-regulation, and
how it aims to compete. E-innovation strategies are formulated here, outlining how the organization will
use digital technologies to innovate its products/services, processes, organization, and marketing
(Mortensen, P. S., Bloch, C. W., & Core group on the revision, 2005). This system is influenced by factors like
marketing orientation, technological advancements, and the organization's overall values. The operative
system is where the organization's work gets done, which includes the structures, processes, and people
that carry out the organization's activities. The last proposition concept is E-HRM, which uses digital
technologies in HR functions and is implemented within this operative system. E-HRM can transform how
HR manages recruitment, training, performance, communication, employee engagement, etc. So, it can be
integrated into behavior, operational performance, and self-organization as a behavioral operationalization
reflecting activities and potentials for behaviors in the operative system of the strategic sustainable
organization to determine 'its efficacy' for its capability. E-HRM plays a crucial role in enabling e-innovation
strategies (Algarni, K., Agina, M. F., Khairy, H. A, Al-Romeedy, B. S., Farrag, D. A,, & Abdallah, R. M., 2023)
developed in the strategic system e.g. the e-innovation strategy involves new ways of working (e.g., agile
teams, remote work), e-HRM can provide the tools and policies to support those changes. E-HRM can drive
employee adoption and engagement with e-innovation initiatives by communicating the benefits of e-
innovation and providing opportunities for employees to contribute. It can also foster a positive attitude
towards change. In addition, e-HRM tools facilitate collaboration and knowledge sharing, which is essential
for successful innovation (Aldhaen, E. S., 2024). Surprisingly, it can help measure the effectiveness of e-
innovation by tracking key metrics such as employee productivity and service quality, innovation output,

employee satisfaction, organizational performance, partners, and customers' loyalties. This is why and how
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e-innovation in the strategic system connects with e-HRM in the operative system within the context of
CAT.

In return, its feedback processes create imperatives for adjustment issues, e.g., its performance
feedback, and potential imperatives of these three attributes have arisen from the environment when
dealing with its operative system that delivers behavioral potential, power through decisions, empowerment
to perform certain types of operative behaviors within the strategic organization and meaningful theme
communications. These are disseminated into the strategic system for revising and making it into its new
previous ideology, ethics, strategies, goals, imagery, and self-schema on e-business innovation for being
connected to new knowledge adjustment of sustainability integrated into values, norms, beliefs, and
additional meaning connected to knowledge in "the cultural system" of the strategically sustainable
organization. In summary, this framework illustrates how the three testable proposition concepts:
sustainability, e-business innovation, and e-HRM, can be effectively and efficiently leveraged to promote
sustainability within organizations grounded in the Cultural Agency Theory, operating in a disruptive and

digitally globalized market environment.

4. Discussion and Conclusion

This paper synthesizes insights to address a central question: "How do testable propositions:
sustainability, e-business innovation, and e-HRM from broad literature and empirical studies applied in CAT-
grounded conceptual framework work?" The findings emphasize the robust conceptual foundation,
synthesized by CAT principles, current empirical research findings from 2024 to 2025, and case examples
on sustainability, e-business innovation, and e-HRM across diverse organizational contexts to validate the
proposed framework. This highlights the gap in the literature where more empirical studies are needed to
directly test the complex relationships between sustainability, e-business innovation, and e-HRM. It is
important to note that while this gap exists, there are supportive empirical studies worldwide that contribute
to our understanding of these individual concepts: e-innovation is making a positive impact on sustainability
(economic, social, and environmental development) and creating added value for social, environmental
and economic aspects, which is determined by an innovative approach enhancing environmental security,
responding to societal expectations, aiming to maximize the economic impact on activities (Chomac-
Pierzecka, E., 2025). E-business innovation powerfully drives e-commerce growth, a key factor in sustainable
economic growth across many EU nations (Roszko-Wojtowicz et al., 2024). Companies with strong
organizational skills and processes (dynamic capabilities) are better at creating eco-friendly innovations
(Zaluski et al.,, 2024); aligning with E-HRM plays a vital role in encouraging green initiatives within
organizations, boosting their dedication to sustainable results (Sharma et al., 2025). The strategic conceptual
foundation is a continuous adaptation, self-reflection, and self-development process. Success for any
organization hinges on its ability to cultivate cultural adaptability, maintain strategic coherence, and ensure
operational agility in response to disruptively dynamic environments (U-tantada, S. 2018; U-tantada et al,,

2020; U-tantada et al., 2019a; U-tantada et al., 2019b, U-tantada et al., 2019¢; Yolles, M., 1999; 2006; 2017).
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The Cultural Agency Theory-grounded conceptual framework offers valuable insights applicable
across diverse global contexts. Organizations that thrive in disruptive environments cultivate a culture
embracing adaptability, characterized by cultural resilience, strong leadership vision, and a commitment to
organizational learning, which enhances strategic responsiveness. Strategic foresight and scenario planning
are crucial for anticipating and responding to market shifts, demanding alignment of strategic intent with
digital capabilities and agile methodologies. Effective strategies include contextual scenario planning,
balanced digital integration, and adaptive strategic frameworks accommodating different cultural contexts.
Operationally, flexibility, technological integration, and process optimization are essential for effective
strategy execution, with automation, data-driven decision-making, and workforce adaptation defining
operational excellence.

Integrating sustainability, e-business innovation, and e-HRM is pivotal for global organizations
seeking competitive advantage and enhanced reputation while contributing to global sustainable
development goals. E-business innovation, driven by technological advancements and consumer digital
expectations, necessitates data-based agile strategies, robust data protection, and innovation-friendly
frameworks. E-HRM, leveraging Al-driven HRIS, enhances HR functions, drives firm performance, and fosters
employee engagement, requiring a clear implementation strategy with employee involvement, support,
and training.

This study offers a pragmatic guide for leaders and policymakers globally to cultivate adaptive
cultures, enhance strategic decision-making, and optimize operational agility, enabling organizations to
achieve sustained competitive advantage in volatile markets. Leaders and policymakers can navigate the
complexities of digital disruption and sustainability to foster resilience and drive long-term performance
(Huang, J., & Zhou, P., 2025). Cultural Agency Theory's framework and actionable insights are globally
applicable for (1) modeling complex adaptive systems, (2) understanding sociocultural dimensions, (3)
diagnosing and problem-solving, (4) enhancing viability and adaptation, and (5) informing strategic
development across diverse organizations and market conditions (U-tantada, S. 2018; Yolles, M., 1999; 2006;
2016).

In conclusion, this paper contributes to strategic management literature by linking Cultural Agency
Theory with organizational alignment, emphasizing culture, strategic and employee empowerment in
organizational behavior by empowering employees as cultural agents to drive e-innovation as additional
strategy and sustainability added into its values and norms to shape e-HRM implementation in providing a
novel perspective on navigating competitive, disruptive, and digital environments. While this study provides
a robust conceptual foundation, future research should empirically validate the framework across broader
global contexts and explore the role of specific cultural dimensions in shaping e-business innovation and
e-HRM adoption effectiveness. Ultimately, this paper offers a valuable framework for organizations
worldwide seeking to thrive in the digital age and achieve sustainable success by integrating the Cultural
Agency Theory with sustainability, e-business innovation, and e-HRM. Discover how empowering human
agency within the culture can redefine digital transformation, build an adaptive workforce, and unlock

lasting sustainable growth. It's more than strategy it's the blueprint for revolutionary resilience. In addition,
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aligning digital transformation with sustainable goals, fostering green knowledge acquisition, and driving
innovation performance are critical, particularly under strong digital transformational leadership. Including,
Al can boost managerial efficiency and be advocated for interdisciplinary collaboration, ethical Al
frameworks, and empirical validation of Al's strategic value (Er-Rays, Y., EL Mir, I., Ait-Lemgeddem, H., El
Moutaqj, B., & Ezzahir, M., 2025). This paper acts as a unique conceptual framework for navigating complex
ecological and economic challenges, offering a duality of academic advancement and practical
implementation strategies (Asbeetah, Z.; Alzubi, A.; Khadem, A;; lyiola, K. (2025) for understanding and
advancing sustainable organizations globally, bridging theoretical insights with practical strategies for thriving

in today's dynamic environment worldwide.
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