aniduinalulasing-gdu

Thai—Nichi Institute of Technolo‘gy
FTHITE XS

as1atnAn wantGnuaun asiadnus:0ud wanGnusnkas

msaisanumalulaging-fodu : uSHIsssivIa=zn1y
TNI Journal of Business Administration and Languages
ISSN 2351-0048 U7 6 atufi 1 angAN - Nou1en 2561

—7 A Survey of Japanese Textbook Development Consistent with e-Learning Behavior 1
of Dhurakij Pundit University’s Students
Ufjams swnuui

—7 A Study of Customer Loyalty of Eco-friendly Hotel by ESCI Model 8
Tl "ﬂ:ugm
/7 Determinants of Non-Performing Loans of Thai Commercial Bank Listed 17

in the Stock Exchange of Thailand
ANLIAYE SUNSaNaw, ARARNG LARaURASHY

/7 Financial Behavior of Elderly in Phayao Province 24
NANAZT NBIALLIT

/7 How can Stress Affect Employee Performance? An Empirical Study of 31
Japanese Business in Thailand Industrial Sectors

Wanida Wadeecharoen, Wattanasak Mung-ngoen

/7 Linguistic Landscape: Forms and Functions of Signs in Thai Community Center, 35
Golden Mile Complex, in Singapore

Atichat Rungswang






[
AN NN

ugmiTmnalulad ing-ditn JulaunRiiUasNNTHULNTUNANNIINHNAINUITY LazUNANNITINNT
@ q 9

niigumw iadudszlomilunsiamanaiunien laglanzaasinauazgaannisy 39ladarinasens
- . . - - &
AIms Ae sesamdwnalulading-dilu : vwsgsiauaza s u

anlszaia
1. Lﬁadol,a‘%mm:mzJLLW'&Namu"ﬁﬂLLa:wmm%’mmimmu‘%msqiﬁﬁ]Lm:mmﬁﬁqmmw
2. LﬁmﬂuﬁanmolummaﬂL‘]Ja"Uuaoﬁmwuj?'mamﬁﬁm‘lummu‘%miﬁﬁaLmzmm
3. Lﬁaﬁ@umﬁﬂzlmwvmmﬁﬁma’mm’%msﬁqsﬁﬁ]LLa:ma:n

NUsne1
309FRATI913Y A3 T6 132158038

VaUWALHDIN
UNANNATLUAZLNANNITIN TN ULIATTINIUAZ AN laun fVILINITING @ABNHNTINNIHEN
ARUAIRAT NENANFAT FIANARAT

MRUADDNLHYUNT
a a 6 1 = A o
MIFNIANNNLNYUNITIE 6 Leaw (Uaz 2 atiu)
- adufl 1 unMew - dgwien
- afuf 2 nIngay - wanew

RS
anwﬂuLwﬂIuIaﬁvaﬂ—njﬂu (Thai-Nichi Institute of Technology : TNI)
1771/1 DUBNAUINT UWDMEIBARN LWATIBARN NTINNY 10250
1771/1 Pattanakarn Rd., Suanluang, Bangkok 10250



ﬁ'}ﬁﬁ’]ﬂﬂdﬂii%’]gﬂﬁi

IIMFANNIG A3.RTA gURTYWIE

NaIUIIWISANT

1.

iﬁldﬂ’]ﬁ(ﬂi’]"ﬂ’]ig A.OITUN  Guazale

sonduinaluladiny-gu

Fnendomaluladinsaa

2. 309NFEATINIY A3 UAUNT Saline UWIINRLLNBATFIRAS

3. §Tanaasansd fdan aneaTEe sontiumaluladwszasunsiigunmnanszii
4. JTIAFATIANIE ATALINK BURZEA VAINLIFLIINALR

5. 01NTINTOWIS Buud lasenn amﬂ’umﬂiuiaﬁ"l,m-zﬂﬂu

6. KTuaaa119138 98930 @eludad amﬂ’umﬂiuiaﬁ"l,m-zﬂﬂu

7. §omaaansd avasTadna 393 sontiunaluladng-d I

ATAZNIINNTIA B UIN

1. a3ty yfyl,%im
a1.nIng wusoad
WHRIPMNNA e aWaUR
RN RPT T ARTRHER R
. WHENMAIAN FUE196
WNRNMAIT Bunies
WHFNIANHTA ANBIUNR

© N o o~ 0 D

WNWOE AI5UNTaNUA

NSAAABNAILSIMIBNS
1771/1 DUBNAUINT WDWEIBARN LUATIBARN NTINNY 10250
Tel. 0-2763-2600 (§i 2752, 2704) Fax. 0-2763-2754

website : http://journal.tni.ac.th e-mail : journal@tni.ac.th

U‘nm']u”ifiTsJLmzimm']u‘i‘*mmiﬁaﬁuwﬁlumsmmﬁuﬁﬂum’ma@Lﬁudfaué’maa;ﬁ@ B
nasusTansma WilsuiuAatevla g feiluanuiuRareuvasfiliouudinoagife,




‘smma.lé’ﬂiaﬂmw‘ﬁﬁmsmmﬂmw’ﬁﬂLLazNﬂmw’ﬁmms

q q

MEATINTE A7.09931 1ALFDT INAINIUNN TN
J09ANRATINTY AT.UAUNT Sadine UAINNRUNBATANTAS
IIMNAANNIE av.gNAE FnuaFUd UnINeaeualld
FOIANRATINTE AT.OTIUN  AualE Insnasnaluladiasaan
FITFATINNTG A9.LANTAE  391939Y VRINYIRYTITNARAT
309N Aa38 UMl 29§30 UAINNRUNBATANTAS
J09ANEATINTE 1 WTNIU UANINYNRYBITUANEAT
FITFATIANTE AN NINSTUUTD VRINYIRYTITNARAT
ATIuaa319138 den naiaiEa sontiumaluladwszasunsihigunmnanszi
;‘T'wmam’miﬂ' @7.1987 WIUNDI UAINERLAIRATUNTI LI
;‘T'wmam’miﬂ' A3.1199 laSast WNINeNapdalIng
;‘T'wmam’miﬂ' as.sion lasad WAINLIRLARLINT
;j‘ﬁ’mmam’miﬁ A3.29@ INaNda qwmaﬂstﬁum%mﬁﬂ
HTI8aa319138 @3.87 na nwat UAINYNRYBITUANEAST
ATWII% AuenIso UAINRUINBATANTAS
Professor Chicako HIRONAKA Shiga University, Japan
Professor Naohiro KUROSE Kaetsu University, Japan
Professor Yuji MIHARA Tokyo City University, Japan
2NNTINTOUIA Auu la3ann amﬂ’umﬂiuiaﬁ"lm-zﬂﬂu
ATI8ARaI19138 A3.23I03NN 903 anﬁﬂ’uLﬂﬂIuIaﬁ"Lﬂy-fﬂﬂu
HTapeaaansyd Jaassed aaludad anﬁﬂ’uLﬂﬂIuIaﬁ"Lﬂy-fﬂﬂu
INMAANNIG AT RTA FUITYNIE atiwnaluladlng-giu
ATIueaaINd @340y GeaAnd anﬁﬂ’uLﬂﬂIuIaﬁ"Lﬂy-fﬂﬂu
73101857 WwuzTaiue atiwnaluladlng-giu
ATIURaI19138 0306 gAY atiwnaluladlng-giu



UNUIITWISNIIT

v ¥ Ay

- o ~ A a a o A
ﬂ’]iﬂ’]’)L"ll’]fﬂﬂ“ﬂ 6 °11aaaﬁmmmuumﬂiﬂaﬂwm—tyﬂu S UIWIIDINIURSATBY AUUY
d o A A

nuuinnsa amla\‘msmﬁmamamuwmm’iﬁﬂLLa:uwmw’immsﬁmﬁmiﬁﬁa FIOANAFNT

3
]

waens Nigumuusndudszloidenmans@neuazn1asIiagasunIIn AWENIITANIRMT
Uiz fugmunwinsaizims lasgudariinisd1edanssnsing (Thai Journal Citation Index-TCI)
LLa:VL@T‘i”umﬁ@é”u@Tua;ﬂmwmwmﬁwﬁ 1 luawmﬂugwﬂmamﬁm:ﬁmwma@? NaIUTIMIDNNT
ma“uauqmgmaqmg@La‘ﬁmawamunnﬁmﬁvlﬁﬁﬂLauawmmﬁﬁqmmw WM IaRuRluNTEaNs

Q- g v o Ql/ g 1 Q- o L ¥ { Q- v l;
asud Lm:mmal‘mmuuatytynﬂa:ﬂmﬂ@m@ummsmmnuﬁ LﬁaElﬂi:(ﬂ‘]JQEHI]’]WT?N’J'W&'WI‘HE:{OT%

lugmumsailandiGuiimsugsdulunanisdednimunss assasmumlinfaziiassana
mMImImsznidssmaumawamaasegilueanniu massuaiednenwdunsisuiui
fanuddgadadidommiauiassgiaasfnuiasasfunisuteiu MIILN A BLIINTIING
FIANAFATUAZNE ﬁudﬂﬁmmé’]ﬁzyasha?ia@iam‘iLﬁ:uwuuaaﬁm’]uﬁma@Tﬁuﬂ’lsu“smsé’f@miqﬁﬁﬁ]
MINAFIAY AadiausTTuwazns NutimIdzgndasdanuinnnuidugniagaannIsanaz
530 tahminsmsRawyssinaeiaisduuasiuag

amﬁumﬂiuiaﬁvlm-rﬁﬂu"L@?LﬁaLﬁuﬁamméﬁﬁrymaamsmsLLwiwamu‘i?iTmLLazmua%Naﬁﬁ

a c.i & 6 a a =3 (X% °
ﬂﬂd’;“ﬁ’lﬂ’]iﬂﬁ]mﬂuﬂiﬂﬂ"ﬁu@laLL’J<ﬂ’J\1’J°ﬁ’1ﬂ’]iLLa$ﬂ’liﬂ3$&Iqﬂ@ﬂﬂun’lﬂ]qﬁﬂﬁ]Q@ﬁ’]%ﬂii&l 9 laTarn
M58 TURI L‘ﬁaLﬂu"ﬁaamaﬁm%uﬁn‘ﬁaLLa:ﬁn‘immﬂumimaLst'Namugjmmim: IR
atuidndunsssdamiuinide dnimnsansaanguinisuasdUjianuludunuuinigfa

FIANAN am‘u,azm 11

msmmmﬁumﬂiﬂaﬂﬂU—tﬁﬂu : UIwsnsfauaznsn dmwuasanta: 2 alfy nas
UITONTNIEUATUNNUNANUIMNHANWITL IUITINT URITUFTIRTIA isldanznssums
NAUNTOIRTIN G9Ti ;jauhﬁa:éamwml,wiwamu ANNuazUITauNIal aNInANEILAZAA
L@%U&mﬂmwmn@i’ﬁLLu:ﬁﬁﬁﬂ‘w%ﬁJQ’ﬁimumlmmu,amhﬁau*nmﬂwvl,@‘fﬁﬂadmsmﬂ%mﬂﬁaLaua@ia
AmENTIINMINARNTasUNaNuRnsandaRuilusansaely waeniaduegadsinnsmsatiiies
dudselomidenndde dndmns dnnsnsuazdUsznaunisosiannanasin

IIMNAANIE A3.RTA gUATYWIE
UITNDINT



a1siigy

1

17

24

31

35

41

46

53

58

A Survey of Japanese Textbook Development Consistent with e-Learning Behavior
of Dhurakij Pundit University’s Students

Uems suaruun
A Study of Customer Loyalty of Eco-friendly Hotel by ESCI Model

7 Gud
Determinants of Non-Performing Loans of Thai Commercial Bank Listed in the
Stock Exchange of Thailand

Al Sunsadu, Andcng indeuisy
Financial Behavior of Elderly in Phayao Province

NIUFRYY) NENAUYIT

How can Stress Affect Employee Performance? An Empirical Study of
Japanese Business in Thailand Industrial Sectors

Wanida Wadeecharoen, Wattanasak Mung-ngoen

Linguistic Landscape: Forms and Functions of Signs in Thai Community Center,
Golden Mile Complex, in Singapore
Atichat Rungswang

Marketing Mix Factors Affecting the Purchasing Decision Behavior of Pork Retailers
in Swine Purchasing in Chumphon Province

a78/99 U2, yzqu§ KDUUTUNS
The Effect of an Evaluation of Teaching English Curricula Used Students’ Two

Faculties in Rajamangala University of Technology Phra Nakorn

Somsong Suparp

The Road to Customer Journey

Muenjit Jitsoonthornchaikul

The Triple Helix Model for Thai SMEs Export Promotion: Healthy Beverages to

Singapore-Malaysia-Indonesia Markets

&

95795502 @718q550), 9395 Nellave], ey dunduv, lashd agsinsns

9



Vi



TNI Journal of Business Administration and Languages
Vol.6 No.1 January - June 2018

o n‘ > = A 1 ¥ ¥ [ )
NIIFAIIVILNDI NI LL‘.IJ‘.IJLiﬂ%ﬂ’l‘iﬂl’lty‘]!%slﬁﬁaﬂﬂaa\‘lﬂ‘qumﬂii&l

1 { 6 %] a\ % a\ -9 a ¢
msf%amimu?{aaa%1aumamnﬁnmumm g ﬂqsn%nmmmﬂ

A Survey of Japanese Textbook Development Consistent with

e-Learning Behavior of Dhurakij Pundit University’s Students

Ufens swuur

nangaImmdyusana aniAalmans umIngsganayadiag
Patiyoot.pato@gmail.com

unAnga
aa o b aan ' a 4 o Lo €A =)
nnafdvasdnnuadauisndnuiriwuglslnsdniiete
A ¥ . oa Ay a & & e o A v A & '
wathguinmueTetnsdueefifialudastiuduwilduininniuading
oA & A o o a a f & & a
daifiasuanannitangrastszminfidnlduinsbueedidafisuaas
I@mmww:ﬂizﬂmnﬂufnﬁnmm’]L’%Uu@”@LL@iiz@“’uﬁ'ﬁuMﬂwﬁaqmﬁnm
| Ao Y ) a ¢ = a a a a
wuhifidwaniesszvasmilinuduaaiiiagoniigalanSou oy
Audszrnsluindu wenantdadnuad AurRITIAaInLdn HERIN
. . o e oA A o
FuaugaruniifavesdsznalnoluivSouwidiaass asaniuly
= Y A ¢ A a ¢ & & N o A
dnwmanuinniessulainieduinefiiaunuiimisuanniaie
#3061
av & Xa ed & a a o P
NWITTukIalsEmdnazdnm wodnysunsiFouinsndyu
HiuFeaouladvasindnmzdudiyyiaivesuniinuiasgsfa
v A & A *~ o a a ! o
vudiad Wasamnlulastumaiounssennimdgluldnaoundu
A a N & o =2 o o s o
ahslwimaiwdrsdszinaiiaardunisdnwnaluldeaudragy
JOIMINIINNINBINAE uazngAnssuvadanlinSonldufowldan
a A % o o A A a oo o N A
dnfesdumanuinnwiiaisouldidunaSouidndiesiuie
A o %
soulaiwmmuaezluoudsmansalinuldassanauszlvevinaves
& a ' v o @
Wamlumasouatnali@adnna
nwitpguiiivdayannindnmszauliygieivasumingss
a o a a A =2 P a At
pindadiadly  meSeud 2 Dmafinn 2558 AaaFounmsglunn
WA WIUNIEU 123 AU HanIIRBWLY AndnmaulngFoug
Al A & ' o A A o a %
mwdguanfessulatinnitinuisie uazlladiudyuunEoulyd
FaAAsaINUNgANTINATITNuResau latuanindnmudinudn  anu
=< o &2 AA a o [ v v o
winalweninfnmnfideuuuiSouatvdiudpudulngaglusey
Nawalaann

o o o a a v 4 4 a A
A1d1AZY: quﬂﬁ&lmﬂmug, aaaa%vl,au ,LLUUL?ZJ%I]']H’]@I!%

ABSTRACT

From the statistics of the National Statistical Office found that the
number of mobile phone users to access the Internet now has more
likely continued increasing. In addition, ages of people who has access
to internet are reduce especially people in student age. It also showed
that the percentage of internet usage is very high in high school and
college level compared with another people age range. The National

Statistical Office also found that the number of students who learn from

books currently reduced because they turned to learn from online media
instead of books.

The purpose of this research is to study Japanese Language
learning behavior through online media of undergraduate students in
Dhurakij Pundit University. Nowadays, teaching Japanese language has
become one of the most important second language that the general
academic institutions give priority the same with English language. Also,
behavior of young people who are student has changed from learn from
books to learn from online media, which is available any time and scopes
of content are unlimited.

These studies case collected data from 123 undergraduate students
who had attended all Japanese language courses from Dhurakij Pundit
University in the second semester year 2015. The research has found
most students who learn Japanese language from online media more than
book. However, when revised learning plan to align with student behavior

when they use online, the students are very satisfactory.

Keywords: Learning behavior, E learning, Japanese text book
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ABSTRACT

This research aimed to study factor affected to satisfaction
and customer loyalty of eco- friendly hotel by ECSI model.
Questionnaire was used as a tool for 400 customers for the
quantitative method study. The results showed that reputation and
safety, hotel's website, and service directly affected to customer
perceived value. Moreover, perceived value and customer
satisfaction were mediators between the factors and customer
loyalty which had got the same direction. Study discussion and

research suggestion were recommended in this paper.

Keywords: Satisfaction, Perceived value, Loyalty, Hotel, ECSI
Model
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ABSTRACT

This study aims to examine the determinants of non-performing
loans of 11 Thai commercial banks listed in the Stock Exchange of
Thailand during 2006 — 2015, totally 10 years, by employing fixed and
random effects regression analyses. In addition, non-performing loans in
this study are measured by the ratio of non-performing loans to total
loans. The findings reveal that the average non-performing loans of 11
commercial banks equaled 6.65 billion baht while the mean value of the
ratio of total non-performing loans on total loans was 1.05 percent.
Additionally, it was found that non-performing loans of commercial banks
in Thailand was positively affected by the ratio of owner’s equity to total
assets and size of commercial banks but negatively affected by the return

on assets.

Keywords: Non-performing loans, Commercial Banks, Loans Quality,

Thailand.
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4 NPLs/Total q NPLs/Total
1 NPLs 1 NPL
Loans Loans

2549 5.60 1.05 2554 5.36 0.77
2550 7.34 1.73 2555 5.99 0.82
2551 3.73 1.01 2556 8.38 1.09
2552 4.14 0.91 2557 8.58 1.04
2553 3.71 0.62 2558 13.65 1.47
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o o aa W oA a ' Aa v o g
BURIAYNNEDA LL@]VLSJ‘W‘U’J’]&J(mLLﬂiaai:ﬂiﬂﬂuﬂﬁuﬁmwuﬁﬂu
a a

o o< oA A o a ' AA . a v o ¢
luszaugs tufe ludaud@aszglonfidndudszanTandunus
gant 0.7 wiadndy -0.7 adefiibddgneadd davu Saauld
PR Y - .
1138w Mutticollinearity tiadulunisiaszinisnanasud

agala

AN 2 : HAMTIATITHEIRFUNUT Tz I TR

Variable CAP GRO ROE ROA LiQ INE DIV Siz
CAP 1.000
GRO 0.071 1.000
ROE 0.355* 0.102 1.000
ROA 0.524* 0.177 0.512* 1.000
LIQ -0.481* -0.204* -0.353* -0.379* 1.000
INE -0.191 0.034 -0.111 -0.442* 0.144 1.000
DIV -0.054 -0.152 0.159 0.164 0.032 -0.142 1.000
Siz -0.180 -0.150 0.131 0.130 0.424* -0.016 0.525 1.000

nanng: * naneis Sibdaymesaaizey

0.05 uana N rIvualy CAP = Anannanzauvauiuny GRO = mudulavesduife ROE =

Naﬂammuwaag’”ﬁa@”u ROA = anuawrsalunsyiils LIQ = aniwaaad INE = UszanSaiwn13dniluss DIV = n1In3ea18n i uas

SIZ = YU19YDITHIAIT

MTHN 3 HAMTAATIEANMTAn8sei83T Fixed Waz Random Effects Regression

Fixed Effects Model Random Effects Model
Variable

Coefficient Std. Error P-Value Coefficient Std. Error P-Value
CAP 0.0903*** 0.0321 0.0060 0.0485** 0.0237 0.0410
GRO -0.0023 0.0019 0.2260 -0.0041** 0.0019 0.0350
ROE -0.0003 0.0006 0.6100 -0.0009 0.0006 0.1430
ROA -0.6944*+* 0.0728 0.0000 -0.6089*** 0.0702 0.0000
LiQ 0.0031 0.0033 0.3480 -0.0061** 0.0030 0.0420
INE 0.0009 0.0032 0.7850 0.0022 0.0028 0.4290
DIV 0.0001 0.0107 0.9960 0.0145* 0.0084 0.0840
Sz 0.3542** 0.1560 0.0260 0.0204 0.0768 0.7910
Constant -6.6113 3.0860 0.0350 0.9458 1.3843 0.4940
Observation 105 105
R-Square 0.6932 0.6417

WTBAQ: (1) %, *%, * naw s ShpdAynwaianszay 0.01, 0.05 uaz 0.10 Musdl (2) dausaiuda samgaunin wnaliifaneylade
FuiFaTa (3) Hausman Test Statistic IFuyNAL 29.22 uaz P-Value A1y 0.0003

v

NANNTIATITANTNANBL@I83T Fixed wae Random Effects
. o .

Regression L&AIAIANTIIN 3 M99 91NMTIATIzRWLIdnaDa
Hausman Test Statistics 1711100 29.22 laafid1 P-Value 1¥inAu
0.0003 ugadliiAnindwdrayniaaid faayulaindaus
nansznui laansossnaladangunuiuauldaszang lu
WUUS1809 Fedanarinl® Random Effects §an1 iz Biased was
Inconsistent a91iw 41w3sp#5 1M danlFunusnes Fixed Effects
Regression lumsitamzfiaspfifnuadsunmnidlinaldifa
Nneldvassmarswndirdludszinalng lasuuudiass Fixed
Effects 1u1natusanuulsnuluaiudsany’ld¥osas 69.32

= v ' T o
Lﬂuvlﬂ’%’lﬂﬂ’] R-Square DILNINY 0.6932 Hblad
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Abstract

The objectives of this research were 1) to study the financial
behavior of the elderly 2) to study the factors influencing the
savings/investing of the elderly. The sample of this research is the people
aged more than 60 and living in Phayao province. The research
instruments were checklist questionnaires and 4-point rating scale
questionnaires. The results were found by descriptive and inferential
statistics, consisting of frequency, percentage, mean, standard deviation,
correlation, and chi-square. The results are as follows;

1. The elderly always consider about price, quality, and priority
before buying goods.

2. The elderly surveyed sometimes must borrow money as a
consequence of they do not limit their daily or monthly expenditure.

3. Most of the elderly savings at the bank.

24

4. Three factors influence the savings/investing of the elderly:
income, expenditure, and source of income.

5. There are relationship found between income and consumption
behavior; between income and debt behavior; and between income and
saving/investing behavior.

6. There are relationship found between expenditure and
consumption behavior; between expenditure and debt behavior; and
between expenditure and saving/investing behavior.

7. There are relationship found between debt and consumption
behavior; between debt and debt behavior; and between debt and

saving/investing behavior.

Keywords: Financial, Security, Elderly
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Abstract - This study has focused on stress at work and its
correlate with employee’s performance in Japanese business
organization. A sample of 196 were randomly selected across
Thailand industrial sectors mainly come from automobile
and its assemble business approximately 36% located in
Eastern Economic Corridor (EEC) include Chachoengsao,
Chonburi, Rayong. The result show that psychology and
behavioral stress have correlated with job performance while
physical symptoms has no significant related. Work hour has
correlated with work stress at 0.01 level of significance.
Obviously, work hour has a negative correlated relationship
with job performance at 0.05 level of significance. The
highlight of the study implied that work stress has a negative
impact on employees’ performance, however, increase in
stress level at the optimum level make employee exerts better
performance.

Keywords- Stress, Job Performance, Industrial, Thailand,
Japanese Business

[. INTRODUCTION

In the competitive business world companies are
facing challenges and pressure at every decision making
and action plan steps. With highly increase in competition
the stress at work becomes the negative issues in the
organization and also generated the negative impact on
holistic organization performance [1]. The role ambiguity
of employees and unclear management was identified as
sources of stress in an organization [6]. The consequence
of stress becomes harmful for an organization in general
and in particular. Stress in general applied to pressures
employees’ feel in emotion and erode their quality of life.
In particular, when the employees stress become excessive
then applied to various symptoms of stress such as illness,
fatigue, anxiety, depression, decrease in job satisfaction,
absenteeism and turnover, these are adversely harm to
their performance [8]. Employees who are under stress
may become nervous and accumulate developed become
to chronic worries. Poor employee working conditions
cause to sustained conflicts with managers, generate goal
incongruent between supervisors and subordinates, these
are the sources of stress lead to anguish, neuroses or even
suicide.

Japanese working culture is well known about
‘hard worker’, whereby they spend much longer hours in
the office then those in other countries [5]. Japanese
worker logged more than 80 hours of overtime each
month, thus, the official threshold at which prospect of

death from work become serious. About 21.3% of
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Japanese employees work 49 hours or more, we above
16.4% reported in US, 12.5% in Britain and 10.4% in
France. As the results of overwork load culture in Japan,
Karoshi (1#9752) syndrome which can be translated
literally as ‘overwork death’ is occupational sudden
mortality. The major medical causes of Karoshi deaths are
heart attack and stroke due to stress and a starvation diet.
This phenomenon is also widespread in Japan as reported
by Japan health ministry shows that 2,159 cases of suicides
in 2015 occurred partly from work pressure [7]. These
evidents indicate that employees who have heavy
workloads are risk to be under the pressure situation and
quality of life. Especially, overload workers are unable to
balance their life between work and family which cause
their emotionally exhausted [4].

As stress at workplace become a prevalent topic
whereby part studies found that people under the high
pressure conditions are at risk of various health and
psychological problems [12]. In other hand, stress play a
challenge energizes psychologically and physically. The
Curtain level of acceptable of pressure can improve
performance and motivates to learn new skills and master
of work [5]. According to [11] describe in
psychology. The idea of ‘law’ introduced in the inverted U
sharp relationship (see Figure 1) to describe the
relationship between stress and work performance. The
level of stress arousal by sources of stress then the stress
increasing alertness until optimal level with the higher
degree of performance. As of this manager should be

law’

motivate the degree of worker stress at the optimum stage
for organization benefit. Thus, the aim of this study is to
investigate the stress at work as a correlate of job
performance in Japanese organization.

II. LITERATURE REVIEW

In 1908, Yerkes and Dodson [11] had taken an
observation research about perception of learn by separate
mouse in two boxes. One of the boxes was white, the other
black and electric shock then records the result of learning
time of mouse. Research has found that different tasks
require different levels of arousal for optimal performance.
Difficult or intellectually demanding tasks may require a
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lower level of arousal whereas tasks demanding stamina or
persistence may be performed better with higher levels of
arousal. From this relationship is commonly illustrated
with invert u-curve to describe relation between stress and
work performance when stress improved performance also
improved. But if it is over optimal point the result will be
opposite.

Optimal
Point
Improvement
-5
= ' .
=] | Energized |
g . .
< | Focused 1 Exhaustion
1
& : |
i Work Health
: feels :
I effortless ! Burnout & Break
Bored '
I 1

Level of Stress

Fig. 1 The Correlation between Stress and Job performance [11]

Robbins and Judge, (2017) [8] has demonstrate
factors cause of stress include with environment factors,
organization  factors, and individual factors.
Environmental factors are sustainable that affect to
organization structure maybe economic crisis or politic
crisis and technology change that lead to be pressures and
stress. Organization factors are pressures that occur from
expectation, unclear job role, and result. Personal factors
are trouble of individual for example family or personal
economic that maybe cause stress. Individual differences
that mean the responded of event of cooperating with
others. It can separate into perception, experience, social
support, and personality.

Sources of Stress Consequences

Environmental Factors Individual differences Physicological symptoms

Economic uncertainly Perception Tliness

Political uncertaunly Job experience Fatigue

Technological change Social support Chronic symptoms

Self-efficacy

Organizational factors Psychology symptoms

Task demands Anxiety

| E—— |
Experienced stress

Different culture

Fig. 2 Stress Model [8]

Role demands 3 Depression

Interpersonal demands Decrease in job satisfaction

Personal factors Behavior symptoms

Family problems Productivity

Absenteeism

Economic problems

Turnover

The consequences of stress had spreading into three
categories namely physiological symptoms, psychology
symptoms and behavior symptom. Physiological
symptoms refer to minor symptoms like headache,
backache by time to time up to serious symptom immune
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system failure, break dawn and paralysis. Psychology
symptoms refer to emotional and mental symptoms. In
case of dis-concentrate or short temper may lead to
psychopathy and depressed. Behavior symptom that came
from physical or mental change affect to behavior change.

[II. METHODOLOGY

Research Instrument development

The work stress questionnaire measurement 38
items were development from [2] and job performance
measurement 14 items were development from [10]. All
questionnaire instrument were tested content validities and
reliability whereby Cronbachs’ Alpha Coefficient > 0.70
(Cronbach, 1990)

Population and Sampling Sized

The objectives of this study were investigated by
quantitative research method. The population of the study
were engaged in Thailand manufacturing including
automobile and its assemblies, electric equipment,
chemical and trading which located in three provinces
Chachoengsao Rayong and Chonburi called East
Economic Corridor (EEC). The actual number of
population are difficult to identified, thus, Cochran
formula was applied in the study.

P(1—P)Zz?
nmE
When population need
proportion of sampling size
the acceptable sampling error
Z at significant 0.05 = 1.96
the variance of an attribute in

n
P
zZ

dZ
the population

_0.15(1 - 0.15)1.962

B 0.052

n =196
Thus, the total number of 196 causes will be

representatives of the overall population and analysis in
the next steps.

IV. RESEARCH FRAMEWORK

Work Stress H3; Job Performance
Physical Symptoms H4; HS (Productivity,
Psychology Symptoms
Behavior Symptoms Time & Cost)
H2
HI Work Hour

Fig. 3 Research Framework

The study research framework was originated
derived from [9] who proposed work stress into three
stages (1) alarm reaction stage (2) stage of resistance and
(3) stage of exhaustion. [9] said that factors of pressure and
stress should be control at the stage of resistance before go
to stage of exhaustion that adversely affect on mental
health. Based on this theoretical concept, stress model was



extensive developed by [8] who identified general factors
causes to stress and pressure namely (1) environment
factors (2) organizational factors and; (3) personal factors
(see more detail in Figure 2 stress model). Thus, as of the
consequence of several stress factors [8], come out with
physical, psychology and behavior symptoms were
hypothesizes to be a significantimpact on job performance
of employees as exhibited in Figure 3: Research
Framework.

V. RESEARCH FINDING
From those hypothesis analyzed with collected
representative sampling. Summary data of this study and
thirty eight questions have been designed and used in the
questionnaire to identify source of work stress. And the
rest fourteen questionnaires to identify job performance.
Data was analyzed at 0.05 significant level of acceptable.

Table I : Percentage of gender
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Hypothesis 2: The relation between work hours and job
performance is negatively correlated. The result implied
that when increase of work hours then the outcome of job
performance become decline.

Table VI : The Relation between Work Hours and Job
Performance

Pearson Correlation Sig. (2-tailed)

-0.165 0.021%

Hypothesis 3: Therelation between physiology symptoms
and job performance is insignificant correlated. This

indicates that physiology symptoms such as
illness, fatigue and chronic symptoms have not significant
impact on employee job performance.

Table VII : The relation between physiology symptoms
and job performance

Gender Percentage
Male 56.6
Female 43.4
Summary 100

Table II : Percentage of Working Hours

Average work hours per week Percentage
40 - 50 hours 52.6
51 - 60 hours 25.5
61 - 70 hours 15.3
more than 70 hours 6.6
Summary 100

Table III : Perception of Work Stress

Work stress X S.D. Level
Physiology Symptoms 2.28 0.63 Low
Psychology Symptoms 2.28 0.66 Low

Behavior Symptoms 2.22 0.69 Low
Summary 2.26 0.6 Low

Pearson . .
Correlation Sig. (2-tailed)
0.129 0.071

Hypothesis 4: The relation between psychology
symptoms and job performance is significant correlated.
These indicators, anxiety, depression and employee
dissatisfaction are the main factors cause of high failure
rate in job performance.

Table VIII : The relation between psychology symptoms
and job performance

Pearson . .
Correlation Sig. (2-tailed)
0.168 0.019*

Hypothesis 5: The relation between behavior symptoms
and job performance is significant correlated and
considered one of the main factor cause to job
performance.

Table IX : The relation between behavior symptoms and
job performance

Table IV : Perception of Job performance

Job performance X S.D. Level
Productivity 2.86 0.86 Medium
Costs 2.89 0.78 Medium
Time 2.98 0.93 Medium
Summary 2.91 0.80 Medium

Hypothesis 1: The relation between work hours and work
stress is positively correlated and considered one of the
main factors causing high failure of job performance.

Table V : The Relation between Work Hours and Work
Stress

Pearson Correlation Sig. (2-tailed)

0.213 0.003**
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Pearson . .
Correlation Sig. (2-tailed)
0.196 0.006%*

According to the results shown in Table 5, 6, 8 and
9 are all significant at p<<0.05 level, excepted hypothesis 3
(n/s) as the result show in Table 7. Thus, the hypothesis
results are summarizing in Table 10 below;
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Table X : Summary of Research Hypothesis
Sig.
(2-tailed)

0.003**

No.
H1

R
0.213

Statement Results

Work hours has
correlate with
work stress
Work hours has
correlate with job
performance
Physical
symptoms has
correlate with job
performance
Psychology
symptoms has
correlate with job
performance
Behavior
symptoms has
correlate with job
performance
Note **Significant Level at 0.01
* Significant Level at 0.05

Strongly

H2 0.021* Moderate

0.165

H3 0.129 0.071 n/s

H4 0.168 0.019* Moderate

H5 0.196 0.006** | Strongly

VI. DISCUSSION AND CONCLUSION

Stress at work can become an organization crisis as
well as the outcome of stress affecting on worker quality
of life and their job performance. Japanese work culture
well known as ‘hard worker’ where ‘heavy workloads’
become a serious problem in Japan. The consequence of
stress causes people to illness, fatigue, anxiety, depress,
low job satisfaction, low productivity, absenteeism, and
turnover [8]. The overwork load employees are unable to
established a balance between work and family then lead
them to emotionally exhausted [4]. With these part
research confirm by the result of this study indicated that
psychology and behavior symptoms has correlated with
employee job performance in Japanese firms across
several industrial. About 36% of research samples are
from automobile industries which highly competitive in
the Thailand market. The result shown that physical
symptoms such as illness, fatigue and chronic symptoms
has no correlated relationship with employee performance.
Especially, work hour play a significance role with work
stress and has a negative correlation with worker
performance. As of the finding indicated that the higher of
working hours a result in poor performance delivery. This
is because work hours arousal by stress and anxiety until
the optimum level of arousal is reached, then, the stress
come over this point the employee performance become
decline in negative results (refer to Figure 1). Similarly to
[4] found that work overload is positively related to
emotional exhaustion and emotional exhaustion is
negatively related to job performance. Base on the Yerkes
and Dodson law state that ‘4 little anxiety from time to time
can be beneficial to task performance, this is illustrated by
Yerkes and Dodson law which state that performance is
improved by anxiety until an optimal level of arousal is
reached’ [3]. The highlight of the study indicated that in
spite if increase in stress, employees exerts better
performance at the optimum point [6]. Thus, organization
manager should be over monitoring the subordinate about
their stress and assign the appropriate workload to
maintain of individual performance effectiveness.
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Abstract— Research into linguistic landscape (LL) has
recently received attentions from academics in social science
fields such as applied linguistics or media studies, since there
has been linguistic diversity existing in many countries.
Aiming to extend this line of research, this study explored the
linguistic landscape by investigating forms and functions of
signs in Thai community center in Singapore. The data were
97 shop signs, and the analytical methods was LL
methodology. They were analyzed into two main parts;
language use and language function. The findings reveal that
English is the dominant language in this area. Bilingual sign
is the type of sign which is used the most. For the language
function, “shop name” is used more than “shop detail”.
English used in most of shop-name signs has a function as
transcription of Thai language.

Keywords— Linguistic landscape, Singapore, signs, Thai
community center

I. INTRODUCTION

Currently, the research subject of Linguistic
Landscape (LL) has become academic interest. LL studies
have been conducted in many countries such as Thailand
[18][19], Japan [3], South Korea [14], Netherlands and
Spain [6], and Hong Kong [2] where there is significant
national, cultural, and religious diversity. The results of
these studies show language situations that happen in the
investigated areas. Since LL can reflect language situation,
cities or places where emerge language complexities are
interesting to investigate. Singapore is recognized as one
of the most diverse in language and culture: there are
mixed ethnic groups in the country. However, studies on
LL in this country are still inadequate.

According to the Ministry of Communications and
Information of Singapore website, it is the smallest
country in Asia with almost 5.3 million inhabitants, who
come from three main ethnic groups: Chinese (74%);
Malay (13%); and Indian (9%). Singapore chose to
become an officially multilingual state, selecting four
official languages: English, Mandarin Chinese, Malay and
Tamil. English is promoted as the “working language” of
Singapore for inter-ethnic communication, while the other
official languages are considered “mother tongues” of the
major ethnic groups [9].

According to the language education policy of
Singapore, Singaporean students have to study at least two
languages;  English and a  mother  tongue
(www.moe.gov.sg). The aim of this education system is
not only to equip students with the language competencies
needed to engage with their fellow Singaporeans from
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different races and access into the global economy, but
also to keep them connected with their cultural roots and
heritage [6].

For this reason, the policy leads Singaporeans to
master at least two languages, which are English and the
mother tongue of their respective ethnic groups. Use of
these languages can be generally found in the routine life
of the Singaporeans in the communities, both in speaking
and writing. This can be one possible way to investigate
the roles of the different languages in the community is to
conduct an LL study.

In Singapore, there are ethnic community centers
including Thai, Burmese and Philippines. In these areas,
there is a variety of commercial activities run by the local
shop owners. However, the customers can be of any other
ethnicity, who, moreover, may not speak the local
language of such communities. This could make the
business there to be multi-racial and multi-lingual.

Therefore, in order to see the real language situation
in any communities of the multi-lingual nation like
Singapore; LL can be a possible way to achieve it. The
results of the study allow us to understand better the
language choices made and their relation to the social and
cultural aspects in the communities.

A.  Linguistic Landscape

A term of Linguistic Landscape or also known as LL
has been widely defined by scholars. A term that was first
popularized and has become the most frequently quoted by
Landry and Bourhis [13] who define it as

“The language of public road signs, advertising
billboards, street names, place names, commercial shop
signs, and public signs on government buildings combines
to form the linguistic landscape of a given territory,
region, or urban agglomeration”.

The definition is extended by Arbeit [2] by saying
that “the most LL unique feature is the public space text
displayed and presentation”. Pavlenko [16] supports this
by mentioning that the study of LL investigates the “public
usage of written languages”; in addition, the meaning of
LL is also clarified by the idea that LL is focused on the
written language in public space [7][3][11]. The written
language that is being studied in the public space can be
on any of the internal and external signs located in a given
location [5]. The messages on these signs not only convey
linguistic meaning but also can reveal the diversity of
language and culture underlying them [1]. In studying the
language used on signs; LL not only represents the use of
language but also reflects the power, the status, and the
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importance of a particular language in a specific area [8].
Therefore, LL then emphasizes the language of signs in
public spaces as its focal point of study.

In recent years, LL has become academic interest.
Scholars have conducted the studies in different parts of
the world where contain diversity of population, culture
and language. For instance, Backhaus [3], in which he
compiled a corpus of 2,444 multilingual signs observed in
28 survey areas in and around Tokyo. Backhaus
distinguishes between a ‘semiotic sign’, defined as ‘any
meaningful unit interpreted as standing for something
other than itself” and a ‘public sign’, defined as ‘an
inscribed surface displayed in public space in order to
convey a message of wider concern to a non-specified
group of readers’. He classified government-related signs
as ‘top-down signs’ and all others as ‘bottom- up’.
Backhaus found that English appeared more frequently on
bottom-up signs, while Japanese was predominant in top-
down signs (over 97%). He concluded that public signs are
amajor semiotic sign of where one is in the world and what
languages one ought to know.

In addition, Lawrence [14] explored LL in different
regions of Seoul and Korea to analyze public signs
according to percentage of English, Korean, Konglish and
Chinese. English was found in the physical domains of
main streets, amusement parks and foreign districts, in the
product domain of beer, wine, and clothing and in the
sociolinguistic domains of modernity, luxury and youth.

Another LL study conducted by Thaksin [19] who
investigated signs in the major business areas of the three
main ethnic groups in Singapore: Chinatown, Malay
Village, and Little India. The data were collected from
shops located in the major landmarks of those three
mentioned areas. the study revealed that English is the
most dominant language in the areas except in the area of
Chinese ethnics, where Chinese is most dominant.
Moreover, the bilingual sign is the type of sign which is
used the most in every area. For the language function,
“shop name” is the greatest used among “shop detail” and
“product detail”. Additionally, “shop name” is the
combination of English and other mother tongues.

The research of Backhaus and others indicates two
things. One is that English and other languages are
administered across linguistic landscapes according to
geography. Another is that they are also distributed
according to domains, with previous research revealing
that English seems to be most dominant in the domains of
fashion, tourism, technology, and ‘bottom-up’ signs.

B.  Language diversity in Singapore

The racial diversity of Singapore has created an
environment of linguistic diversity in the country.
However, the linguistic situation in the country is even
more diverse than its ethnic makeup, because each ethnic
group includes several dialect groups. Twenty specific
“dialect groups” were listed in the 1980 census under the
four key ethnic groups. In actuality, those dialects were
defined collectively under English, Mandarin, Malay and
Tamil [12].

In the past, English was solely used as the official
language for government, administration and legal
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matters—as stated in the British law—while the
population used other existing languages. After the
independence of Singapore, four languages—English,
Mandarin Chinese, Malay and Tamil—were designated to
have equal status as the official languages to represent “the
pragmatic multilingualism” policy enacted by the
government [12]. Singapore has selected the three ethnic
languages to represent its ethnic diversity, and English was
elected as an international language for education,
entertainment, industry and commerce [12]. It was the
attempt of Singapore to succeed in economic development
right after its independence. This then made English the
more pragmatic choice.

Chinese, which is used by the Chinese ethnic group
in Singapore, has many dialects but every dialect shares
the common characteristic of written script. The
government has chosen Mandarin Chinese to be the
mother tongue for the Chinese population, and from an
investigation, it was found that increasing numbers of
Chinese are speaking Mandarin at home. This is a direct
result of both the bilingual school policy as well numerous
government campaigns. For instance, a campaign
launched in 1979 called ‘Speak Mandarin’ served to boost
up the percentage of Mandarin speakers in Chinese
families [12].

In Singapore, Tamil is the language which represents
the Indian community. However, a recent policy related to
the mother tongue of the Indians shows a different
linguistic trend. The permission to teach and learn other
Indian dialects such as Punjabi, Hindi, Bengali, Gujerati
and Urdu was initiated.

Among the official mother tongues, Malay is only
one language representing mother tongue for the majority
of Malays without minority language. The Malays in
Singapore have a mutual mother tongue language which is
the Malay language.

As stated in the previous section, the language
education policy of Singapore aims for the people to have
bilingual ability; the government tries to push the patterns
of usage and the status of all the four official languages to
significantly conform to the national development goals.
This effort is supported by the Ministry of Education
(2009) which stated that

“the bilingual policy requires each child to learn
English and his Mother Tongue ... This enables children
to be proficient in English, which is the language of
commerce, technology and administration, and their
Mother Tongue, the language of their cultural heritage”.

This bilingual policy indicates the national identity
formation by the government, where the diversities in
ethnicity still remain with the intermediary of English as a
common language [12][17].

According to this review of the past research studies
related to LL, the real language situation in the
investigated areas can be perceived of in terms of language
diversity, language patterns, and even the power of the
existing languages. In Singapore, nevertheless, despite the
presence of diverse ethnic groups and languages, there has
been no in-depth academic study on the linguistic
landscape of different ethnic community centers. Only one
study explored linguistic landscape in three main business



areas. Therefore, this study consequently aims to shed light
into this much-needed area of study.

C. Research Objectives

1. To explore linguistic diversity of public signs in
Thai community center in Singapore.

2. To investigate the purposes of language use of
public signs in Thai community center in Singapore.

II. METHODOLOGY
A. Data Collection

Thai community center

Thai community center in Singapore or well-known
as ‘Golden Mile Complex’ located between Nicoll
Highway and Beach Road. Before the complex was built,
the land faced the sea and was dotted with old shop houses
and wooden boats. This was redeveloped as part of the
government’s urban renewal scheme in the 1960s. The
project was envisioned as a strata-titled mixed
development. The 16-storey building became one of the
first in the region to integrate shops, residences and offices
into one building. Nowadays, two types of businesses
dominate Golden Mile today. The first is tour agencies that
specialize in bus tours to Malaysia. Every day, tour buses
leave Golden Mile Complex for various places in Malaysia
such as Johore and Kuala Lumpur. The second type of
business catered to the crowd of Thai workers that often
congregate at the complex. Thai discos, remittance centers
and authentic Thai eateries mushroomed in the complex.
The Friends of Thai Workers Association in Singapore
also runs courses, recreational activities and a helpdesk for
Thai workers at Golden Mile. The emergence of ‘Little
Thailand’ added color and diversity to the area
(www.nlb.gov.sg).

Signs

The typical methods for LL are 1) use of a camera to
capture photos of linguistic signs and then 2) storage of the
data in a computer for later analysis [11]. The researcher
took photos of all shop signs. The method allowed the
researcher to get a lot of information. For this reason,
Arbeit [2] and Thaksin [19] suggested that scoping down
the type of sign by clarifying what to include or exclude
for clearer results is needed. Therefore, the major signs;
the biggest sign above the shop entrance, most attractive
and easy to notice by passers were included. On the other
hand, the minor signs; smaller than the major signs and not
be easily seen were considered as unimportant and finally
excluded. The total numbers of signs in this investigation
are 97 including all kinds of shops.

TNI Journal of Business Administration and Languages
Vol.6 No.1 January - June 2018

37

No. 1 is counted as the major sign which is the data for
the investigation.

No.2 is counted as the minor sign which is not included
in the investigation

B.  Data Analysis

The criteria for the analysis were adapted from the
studies of Arbeit [2], Singaharisi [18], Ninbanharn [15],
and Thaksin [19]. The analysis was categorized into two
main parts; the first part was the analysis on language use
consisting of the language(s) and patterns of language used
on the signs; the second part was the analysis on the
language function which was further separated into two
functions: shop name and shop detail.

For the analysis on the part of language use; after the
arrangement of the information according to the
investigation areas, the researcher had separated the types
of language use by counting the number of languages
appearing on each sign as the criteria. They were
monolingual sign, which referred to signs with only one
language; bilingual signs which referred to signs with two
languages and, lastly, signs with three or more languages
were counted as multilingual signs. Then, the types of
language appearing on the sign by considering the
alphabets presentation can be separated into English, Thai,
Chinese and Tamil. For the part of language function, the
researcher considered the information presented on the
sign as the main by separating it into two functions: “shop
name” that considered only the name of the shop; “shop
detail” referred to the details of the shops such as the type
of shop, branches, working hours, and awards received as
well as the details of items for sale. The researchers used
the aforementioned criteria to consider languages in each
function similar to part one, which is the type of language
use.

1. FINGINGS

A. Language use

Shop signs in Thai community are found in three
categories: monolingual, bilingual and multilingual. As
shown in Tablel, bilingual signs are mostly found in the
area (50%). In contrast, multilingual signs are rarely found
(6%). The use of monolingual sign and bilingual sign is
slightly different (44% and 50% respectively). A few signs
comprised of three languages (6%).
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TABLE I : Type of The Shop Signs in Thai Community

(Golden Mile Complex)
Types of sign Golden Mile
Complex

Monolingual Sign 44%
Bilingual Sign 50%
Multilingual Sign 6%
(Three or more languages)

Total 100%

This table shows the overall picture of the types in
shop signs in the community which the details of each type
will be shown in the next section.

TABLE II : Languages Used in Each Type of Shop Signs
in Golden Mile Complex

Type(so/(:;' sign Total languages used (%)
Monolingual En =84%, Th=16%
Sign
449, 100%
Bilinoual Si En-Ch = 24%, En-Th = 73%,
§30/ & Th-Tm = 3%
° 100%
Multilingual En-Th-Ch = 100%
Si
6(;‘101 100%
Total si En = 58%, Th=31%, Ch =
o Oiz)gns 10%, Tm = 1%
100%

En = English, Th = Thai, Ch = Chinese,
Tm = Tamil

In term of language used, there are four languages
used on the shop signs. The result is quite interesting that
English is used the most among four languages (58%).
Most of monolingual signs are comprised of English
(84%). English appears on all types of shop signs. Thai
which is the language of community come second (31%).
English and Thai is a pair that mostly used in bilingual
signs (73%). Just only one sign uses Tamil.

Money Transfer
Z MR b i

B usmsdoniuei

e
Fig. 3 Multilingual sign (English-Thai-Chinese)
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B.  Language function
Language function on the shop signs in this area is
divided into two groups: shop name and shop detail. The

detail of language function will be described below.

TABLE III : Language Functions of Shop Signs in
Golden Mile Complex

Functions Types of Languages used
language use (%)
(%)
Monolingual En =71%, Th=29%
60% 100%
Shop name Bilingual En—Ch = 18%, En-Th
56% 39% =82%
100%
Multilingual En-Th-Ch = 100%
1% 100%
En =58%, Th=
Total 36%, Ch= 6%
100%
Shop detail Monolingual En =75%, Th=25%
44% 58% 100%
En-Ch = 29%, En-Th
Bilingual = 68%, Th-Tm
38% =3%
100%
Multilingual En-Th-Ch = 100%
4%
100%
En =58%, Th=31,
Total Ch =10%, Tm=
1%
100%

En = English, Th = Thai, Ch = Chinese,
Tm = Tamil

In table III, in comparison of ‘shop name’ and ‘shop
detail’, there is a small different between them (56% and
44% respectively). This can be interpreted that most of the
signs in Thai community are created by providing shop
name and shop detail.

For the function °‘shop name’ in this area,
monolingual sign is dominant (60%). English is the most
used in this function (58%). It either stands alone as the
monolingual sign or is mixed with other languages as the
bilingual sign or multilingual sign. Interestingly, Thai
which is the language of community is found in every type
of sign (36%), but is still lesser than English. Chinese is
rarely used in this function.

Another noticeable point is that English, used as shop
name, is employed as a transcription for Thai shop name.
For instance, instead of ‘Thai barbecue’, they use
‘MOOKATA’. In addition, Thai letters are given priority.
They are bigger and placed above English ones. Apart
from the language, art and design are used to promote
Thainess. Elephant, characters in Thai-style dress and
traditional style of Thai letters are decorated on those
signs. Hence, English is used the most in the function of
‘shop name’ not for its function but to foster Thainess.
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Fig. 4 Monolingual shop name (English)
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Fig. 5 Bilingual shop name (English-Thai)

Fig. 6 Multllmgual shop name (Engllsh Tha1 Chmess) )

The next function is ‘shop detail’, the language used
in this function is very similarto ‘shop name’ function that
monolingual sign is mostly found (58%). English is the
language most employed (58%) in this function. Thai
comes second (31%) and English and Thai are mostly used
for bilingual signs (68%). Chinese and Tamil are minority
languages. From this, it can be said that English is mostly
used for the purpose of describing of shop details in the
monolingual style.

e
a7
e ssaaon

Fig. 9 Multlhngual shop detail (English- Thal Chinese)

I'V. DISCUSSION

From the exploration of Thai community or ‘Golden
Mile Complex’ in Singapore, the results show that English
is commonly used in this area. Thai comes second; even
though, it is considered the language represented the
community. The bilingual signs are the most prevailing
type of sign and most of languages used in bilingual signs
are English mixed with other languages especially Thai.

As I mentioned in the previous section, English was
considered as an international language for education,
entertainment, industry and commerce [12]. It is used in
commerce because the common use of English would
create equality and break down the barriers between
different races as well as prevent interracial
misunderstandings over language. From these reasons, it
could be why English is mostly used in all types of sign,
whether in monolingual, bilingual or multilingual signs.

39

TNI Journal of Business Administration and Languages
Vol.6 No.1 January - June 2018

Since the area from which I collected the data was a
commercial zone. It can be noticed that not only Thais
come and spend their time there, but foreigners or even
Singaporeans. The shop owners intentionally find the
simplest way to communicate with their customers while
trying to maintain the identity of Thainess. Hence, English
is used as a tool to solve this problem. Using English in
this form can be only found in “shop name”. For example,
I found that “MOOKATA?” is used for “Thai barbecue”
and “NAM SAICHON” is used for “water”. However,
from the observation, it was found that English written in
most of shop-name signs is used as transcription of Thai
language not convey English meaning at all. Even though,
“MOOKATA?” is written in English, the non-native Thai
speakers cannot understand what it really means except
Thais. This can be said that the target of the use of English
in “shop name” is not for the foreigner customers. Only
intention of the shop owners is to maintain the identity of
Thainess. Additionally, to promote the Thainess, the shop
owners use Thai-style font called “Kanok” for shop name
and decorate with elephant which is regarded as symbol of
Thailand or characters in Thai-style dress. Another
noticeable point, the status between Thai and English
languages is unequal. Thai letters are given priority. The
shop owners place them above English ones emphasizing
by enhancing the size as bigger than English. This recalls
Degi [8] who states that LL not only represents the use of
language but also reflects the power, the status, and the
importance of a particular language in a specific area.

For the shop details such as branches, products, price
or working hours which are very vital and require clear
communication; the shop owners use English, meaningful
English, to communicate with customers to avoid
misunderstanding.

This can indicate that the linguistic landscape has
both an information and a symbolic function [13][14]. The
informative function shown in the signs in different
languages indicate the languages to be wused in
communication at shop and other businesses and also
reflects the relative power of the different languages; the
use of different languages in the linguistic landscape also
has a symbolic function mainly when language is a salient
dimension of a linguistic group [6].

V. CONCLUSION

Thought Singapore has four official languages, from
the study on the linguistic landscape in the Thai
community center in Singapore, it can be seen that only
some of these four official languages are widely used as
commerce language. On the other hand, Thai language,
language of community, emerge and is used more often.
Although the government tries to promote the citizens to
use English and Chinese in communication, there are so
many factors that affect the forms of language usage such
as population ratio, economy or even cultures. From the
result, English is clearly the language of international
communication and other strong language which is Thai
representing language of identity and community.
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ABSTRACT

This research ware integrated with Qualitative and Quantitative
research. The objective of this research were studied (1) the relation factor
of marketing mix (7P’s) and purchasing decision of pork retailers in
Chumphon Province (2) To study the marketing mix (7P’s) and purchasing
decision of pork retailers in Chumphon Province and (3) To analyze the
marketing mix (7P’s) which was affected in retailers in Chumphon Province.
This research using both qualitative research and quantitative research,
used in-depth interview from 8 experts and analyzed by content analysis
technique. The quantitative research samples were 196 pork retailers in
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Chumphon Province. The research instrument was a questionnaire that has
been tested using descriptive statistics and multiple regression.

The research found that (1) the opinions of experts in swine industry
showed that marketing mix (7P’s) and the purchasing decision behavior
factor that the equally important. (2) The results of marketing mix (7P’s)
found that average of process factor, physical evidence factor, product factor
were high. Purchasing decision behaviors found that the average of
evaluation of alternatives factor and post—purchase evaluation factor were
high. And (3) Marketing mix (7P’s) affected in purchasing decision behavior
of pork retailers in swine purchasing in Chumphon Province at 0.05 %
significant level.

Keywords: marketing mix (7P’s), pork retailers, purchasing behavior
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Abstract— The purpose of this study was to evaluate students
in the Technical English course including 9 dimensions and
29 aspects, and to evaluate the contingency factors of context,
input, process and product and compared it with the
evaluation of the Technical English course based on CIPP
model from two faculties — Engineering and Science and
Technology.

The 120 samples used in this study were students
registered in Technical English in the first semester of 2015
academic year from two faculties of RMUTP students. The
research instrument was a questionnaire through descriptive
statistics. The findings can be summarized as follows: there
were 9 dimensions which included the following aspects: The
result of this study revealed that there were 9 dimensions.
The 8 dimensions were rather high. However, dimension 4
was rather high, and even higher for students of Science and
Technology. The contingency of context, input, process and
product factors of the course were all rather high. The four
dimensions were appropriated in terms of context, input,
process and output at a high level. The evaluation in this
course from the two faculties’ students appropriated context,
input, process and output at a high rate and increasing the
sum total of learning.

Keywords— Technical English, Context, Input, Process and
Product

I. INTRODUCTION

Nowadays, the world is in a state of continuous
change. An example of this is the way in which advanced
technology has had an economic and social impact on
Thailand. Due to the fact that the curriculum is used for
staff development, it is essential that the content should be
up to date with changing social standards as well as being
of the highest quality. Therefore, the curriculum plays a
vital role in the evaluation of instructional programs or
textbooks, the improvement of curriculum when suitable,
and teaching and testing materials [3].

Rajamangala University of Technology Phra Nakhon
(RMUTP) is one of the leading technology universities in
the nation in terms of the production of professional
graduates. The philosophy of RMUTP is to produce
technological specialists from a variety of disciplines. One
of the primary objectives of this institution is the
production of professional engineers.

Stevens [8] divided the objectives of English
communication, in terms of training engineers and
technicians, into  categories including  general
communication, communication in terms of speaking and
writing, and the working performance of engineers or
technicians. Additionally, Hutchinson and Waters [6]
mentioned that the purpose of English for Specific
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Purposes (ESP) is to focus on the needs of the learners, and
an emphasis on objectives and dealing with relevant real-
life situations. The students from the Faculties of
Engineering and Science and Technology face a variety
problems; the fact that the instructional processes used are
not learner-centered approach, do not take the needs of
different learners into consideration and lack proficiency
in the target language. An example of this is mentioned
when learners are faced with reading passages that they
weren’t able to understand and struggled to read [7]. This
may lead to a lack of student motivation and decreases
achievement in terms of learning. In other words, the
Decision-Making Model was designed by Stufflebeam, a
leader in the field of evaluation as an analytic process used
to gain useful information about decision-making in a
number of ways. There are four types of evaluation in the
CIPP model; context, input, process and output.
Stufflebeam suggested that the CIPP model is a framework
for guiding the evaluation of programs, projects,
personnel, products, institutions, and systems. The
checklist was patterned after the CIPP model for both long-
term and sustainable improvements [9].

In conclusion, the researcher focused on factors in
four areas of the CIPP model of evaluation curriculum —
context, input, process and output — as a means to gather
details for research purposes, as well as the opinions of
learners with regard to the subject of Technical English. It
is clear that identifying the strengths and weaknesses of
this course will help to correct any possible weaknesses in
the course and reinforce any of the strengths which
increase the educational value and the quality of this
course.

The objectives of the research
A.  The purposes of this study were to evaluate the
following 9 dimensions:

1) the needs of the students regarding Technical

English,

2) the continuation of the course contents,

3) the appropriateness of the course contents for
learners,
the contingent relationship between
activities and other factors,
the use of the English language in class by both
students and teachers,
the use of a variety of activities including input
and process
the use of multiple learner-centered activities,
the attitudes of the students towards the course
the satisfaction levels of the students with regard
to the outcomes,

4) learning
5)
6)
7)

8)
9)



B.  To evaluate the curriculum and course in terms of
context, input, process and output.

C. To compare the evaluations of students taking the
Technical English course being taught through the CIPP
model in terms of the similarities or differences between
students from the Faculties of Engineering and Science
and Technology at Rajamangala University of Technology
Phra Nakorn.

Research Design

The design and the implementation of the survey
used to gather research was conducted by the researcher as
follows:

The Populations and the Samples

The population of this study consisted of second-year
undergraduate students from two faculties, Engineering
and Science and Technology, who studied in the first
semester of the 2015 academic year at Rajamangala
University of Technology Phra Nakorn (RMUTP). There
were a total of 250 students in this study; the samples
consisted of 120 RMUTP students and were derived from
a simple random sampling technique.

Duration of the Experiment
The duration of the experiment was 2 weeks (a total
of 6 hours per weeks)

II. RESEARCH INSTRUMENTS

1) Ten lessons of Technical English 2 Course Book [2]

2) The questionnaire was developed by the
researcher, with the aim of assessing the satisfaction levels
of the students and their opinions.

Construction and Development of the Research Instrument
The satisfaction questionnaire

The researcher constructed the questionnaire in order
to investigate the satisfaction levels of the students and
their opinions. The specific purpose of this questionnaire
was to probe more deeply into the feelings, opinions and
problems experienced by students taking Technical
English. The questionnaire was distributed immediately
after completion of the study so that the students would be
able remember it more clearly. The satisfaction
questionnaire was constructed using the criteria
established by Best [1] and adapted in the same way as the
research of Sukamonlson [10]. The responses to each
question were based on a 5 point Likert scale, which used
the following criteria:1 = the least, 2 = a little , 3 = more
than a little , 4 = moderate , 5 = high and 6 = very high

Data collection

An investigation of the Technical English skills of
RMUTP students was administered by the questionnaire.
The distribution of the questionnaire was conducted in
English classes with a total of 120 RMUTP students from
the Faculties of Engineering and Science and Technology
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to complete the questionnaire, which was divided into four
categories — context, input, process and output. Part 1
(Demographic Information): This part of the questionnaire
aimed to obtain information on gender, age and the
faculties that they belonged to. The participants were asked
to complete to in the following details. Part 2 (Overall
perceptions with an emphasis on the CIPP model): This
part was designed in order to identify the perceptions of
the students regarding the CIPP model. Part 2 was
concerned with the six most significant levels in terms of
four areas (five items for context, nine items for input, nine
items for process and six items for output). Each question
had a five-point Likert scale design. The participants were
asked to check in only one box under the six levels of each
item. Part 3 (Suggestion): This section was designed in
order to investigate the perceptions of the students
regarding how certain contexts, teaching methods,
contents and materials, teaching methods and assessment
criteria are used in the class. The participants were asked
to complete their suggestions. After the researcher
completed the questionnaire, the data was analyzed by
Index of Item Objective Congruence (IOC), which is as
follows:
2R

I0C=—
N
IOC = Index of Item Objective Congruence
R = Expert opinions
2R = Sum total of Expert opinions

N = Number of experts

The questions which were rated at less than 0.5 were
analyzed and improved upon by experts. The data from the
small group in this experiment was analyzed in order to
establish reliability by using alpha coefficient based on
Cronbach [4] . The reliability of coefficient was 0.83.
Data Analysis of the Questionnaire

The data analysis process was conducted by using a
rating scale; calculated by frequency, percentage, mean
and standard deviation and translated based on the criteria

established by Best (1981) 1.00 <X < 1.50 refers to the
least, .50 <X < 2.50 refers to a little, 2.50 <X <3.50
refers to more than a little, 3.50 <X < 4.50 refers to a
moderate, 4.50 <X <5.00 refers to high,and 5.00 < X
< 6.00 refers to very high.

Data Analysis and Statistics

The collected data were analyzed in terms of
frequency, percentage, mean and standard deviation.

III. RESULTS OF DATA ANALYSIS
The analysis of the data from the questionnaire is
presented in Part 1, including demographic information
about the participants including gender and major.
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TABLE I : Presents information about the mean and standard deviation regarding the Technical English course
and two Faculties -Engineering and Science Technology students at RMUTP

Evaluation and quantity questions Engineering Science& Technology
— level — level
X | sp X SD
A. Context
1. Needs 4.99 high
1.English is an important part of your learning .
524 | 0.872 high 5.03 1.017 high
experience at university.
2.English is important to Thai people nowadays. 5.21 0.946 high 5.1 1.012 high
3.English is going to be an important part of your :
63 | 191 | veryhigh 5 1.069 high
daily working life in the future.
4.This course should be in the curriculum. 5 0.835 high 5.07 0.923 high
5.You use English to enhance your learning. 4.79 1.081 high 4.79 0.987 high
B and C: Factors of input and process
2. Continuation of the course contents 4.89 high 4.78 high
6.The contents of this course are in accordance with .
49 | 0.971 high 4.9 0.817 high
your needs.
7.The continuation of course content, structural
language and vocabulary with other English | 4.88 0.977 high 4.66 1.01 high
courses.
3. Appropriateness of the curriculum 5.09 high 4.71 high
8.The contents of this course were difficult for you. | 4.41 0.633 moderate 4.9 1.081 high
9.The contents of this course were interesting for .
5.15 | 0.764 high 4.79 1.013 high
you.
10.The contents of this course were useful for you. | 5.24 0.854 high 4.9 1.081 high
11.The teaching methods used in this course are .
5.01 | 1.091 high 4.52 1.09 high
appropriate for your ability level.
4. Accordance with multiple activities 4.48 high 6.27 high
12.The course contents are in accordance with your
4.94 1.127 high 4.48 0.949 moderate
background knowledge.
13.The course contents are related to the .
524 | 0.698 high 4.9 0.86 high
continuation of your learning.
14.The course contents are appropriate for your .
5.13 0.776 high 4.66 0.897 high
ability level.
5. Quantity of English Used in Instruction 5.12 high 4.91 high
15.You have opportunities to use English in the .
521 | 0.993 high 4.86 0.789 high
classroom during this course.
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Evaluation and quantity questions Engineering Science& Technology
— level — level
X SD X SD

16.You have opportunities to use English outside

the classroom during this course. 5.04 1.007 high 4.97 0.865 high

6. Variety of factors of input and output 4.95 high 4.72 high

17.You complete your exercises, homework and .
499 | 0.896 high 4.59 0.907 high

take tests.

18.Your instructor is proficient in the use of non- .
5.1 0.89 high 4.9 0.817 high

printed teaching materials.

19.Your instructor provides non-printed materials .
476 | 1.232 high 4.69 1.072 high

as part of your coursework.

7. Learner-Centered Approach 5.08 high 4.88 high

20.The instructor allows learners to ask questions, .
524 | 0818 high 4.93 0.884 high

discuss problems etc.

21.The instructor is aware of and concerned with .
519 | 0.783 high 4.9 0.817 high

the learning needs of the students.

22.The instructor has an appropriate attitude and .
521 | 0.769 high 4.9 0.976 high

pays enough attention to the learners.

23.The students are able to learn independently or .
499 | 1.037 high 4.48 1.056 high

outside the classroom.

D. Output

8. The Attitudes of Students toward the .
5.18 high 5 high

Curriculum

24.You have a positive attitude towards the .
5.19 0.905 high 5.03 0.906 high

teaching activities.

25.You have a positive attitude towards the course i
5.15 0.803 high 4.97 0.906 high

contents.

26.You feel that there is a good atmosphere in the

classroom, which is also conducive to your | 5.22 0.918 high 5 1.069 high

learning.

9. Satisfaction, usefulness and learning .
5.09 high 5.04 high

achievement

27.You are satisfied with your results on the .
499 | 1.022 high 4.97 1.052 high

midterm test.
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Evaluation and quantity questions Engineering Science& Technology
— level — level
X SD X SD
28.You feel that you gave achieved your
objectives in terms of learning goals during this 5.04 0.96 high 5.03 0.906 high
course
29.You feel that you have learned something .
524 | 0.939 high 5.14 0.953 high
useful during this course.
A. Context 5.1 high 4.99 high
B. Input and Process 4.93 high 5.05 high
C. Process 4.83 high 5.01 high
D. Output 5.13 high 5.02 high
n=120

Standard evaluation of criteria = 2+ higher than 4.50

Table I indicated the following, in terms of the 9
dimensions; 1.) their need for Technical English skills
was rather high, 2.) the continuation of course contents
was also rather high, 3.) the appropriateness of the
course was quite high for the learners, 4.) the
contingency between learning activities and other
factors for students from the Faculty of Engineering at
RMUTP was rather high, and even higher for students
of Science and Technology, 5.) both teachers and
students frequently used the English language in the
classroom was rather high, 6.) there were rather high a
variety of activities involving input and process, 7.)
there were also a variety of learner-centered activities,
8.) the students had mostly positive attitudes towards
the course, and 9.) also had rather high levels of
satisfaction with regard to the outcomes. In other words,
the contingency of the factors (context, input,

process and product) were at a high level. In table 1, it
can be seen that the evaluation and quantity questions
consisted of 29 items. This was considered a large
number of items, many of which required improvement
before they could meet the criteria.

However, specifically in regard to Question 8, the
contents of the course were considered to be at a
moderate level of difficulty and in need of
improvement. With regard to the previously mentioned
four dimensions, the CIPP Model was the most ideal for
the evaluation of the Technical English courses for the
students from the Faculties of Engineering and Science
and Technology. It was appropriated in terms of

context, input, process and output at a high rate (X

=5.13 out of 6 and X = 5.02 out of 6 respectively).
Therefore, there was a high rate of overview of the
different types of evaluation in this course.

TABLE II : Frequency and Percentage of the Number of Suggestions made by RMUTP students taking

Technical English
Suggestions made by RMUTP Students taking Technical English n Freq. | Percentage
Suggestions 11
1. The teacher should take the students to visit a company or a factory. 6 54.54
2. The teacher should let students practice English report writing independently. 5 45.45

The table indicated that RMUTP students had
opinions and suggestions regarding the course; it was
found that the answers of 11 students could be classified
into two types, with 6 students at 54.54% and 5 students
at 45.45%. Question 1,that the teacher should take the
students to a company or factory, was equal to 54.54%,

while Question 2, that the teacher allowed students to
practice report writing in English was equal to 45.45%.
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I'V. DISCUSSION
A thorough investigation of the Technical English
course revealed that the students from the Faculty of
Engineering responded strongly Question 3, which was
concerned with the importance of English in their daily
working lives. The students provided numerous
reasons, including the following:

A.  Why is the importance of English in their daily
working lives?

1) International Communication

Nowadays, English plays a vital role as a common
language of communication in numerous countries
throughout the world. Stevens [8] divided the
objectives of English communications in terms of
English for Specific Purposes (ESP), general
communication training for engineers and technicians
and more specialized training for engineers and
technicians in spoken and written communication.

2) English for Specific Purposes

Hutchinson and Waters [6] claimed that the
function of English for Specific Purposes (ESP) is to
focus on the needs of the learners, new ideas regarding
the objectives of language teaching, learning to deal
with real-life language situations, especially relevant
and subject-specific Technical English.

3) Business Needs

Business English is defined as the application of
English language in business situations. According to
Ellis and Johnson [5], business English must be seen in
the overall context of ESP as it shares the important
elements of needs analysis, syllabus design, course
design, and material selection which are common to all
varieties of work in ESP.

B.  Why were contents of this course difficult for you?

The researcher revealed that with regard to
Question 8, the students from the Faculty of
Engineering at RMUTP experienced a moderate level
of difficulty with the course contents. There were a
number of reasons, which are as follows:

The students quickly realized that the course
contents contained many technical terms as well as a
lack of sources. In other words, the learners passages
which they weren’t able to understand clearly or
struggled to read [7].

C.  Why are the course contents in accordance with
your background knowledge?

The researcher found that RMUTP students from
both faculties produced a moderate response with
regard to Question 12, that the course contents were in
accordance with their background knowledge.
According to the concepts of constructivism, learning
can be considered an active, contextualized process; the
construction rather than the acquisition of knowledge
by the learner. Knowledge is a construction on the
influences of the environment and personal

51

TNI Journal of Business Administration and Languages
Vol.6 No.1 January - June 2018

experiences. It is thought that learners continuously test
these hypotheses through a process of social negotiation
[11].
V. CONCLUSION

The result of this study revealed that there were 9
dimensions which included the following aspects: The
result of this study revealed that there were 9
dimensions. The 8 dimensions were rather high.
However, dimension 4; the contingency between
learning activities and other factors for students from
the Faculty of Engineering at RMUTP was rather high,
and even higher for students of Science and
Technology. In other words, the contingency of
context, input, process and product factors of the course
were all rather high. With regard to the four dimensions,
the researchers employed the CIPP model of evaluation
in the Technical English course for students from the
Faculties of Engineering and Science and Technology
and was appropriated in terms of context, input, process

and output at a high level ( X =5.13 out of 6 )
Furthermore, the evaluation in the Technical English
course for students from the Faculties of Engineering
and Science and Technology also appropriated context,
input, process and output at a high rate and increasing
the sum total of learning.

RECOMMENDATIONS

In terms of this study, the following suggestions
were provided in order to further develop the following
aspects of this research:
The office of Academic Affairs, Department Heads and
Instructors should collaborate in order to improve the
quality of the instruction.
Academic affairs should send the results of the study to
coordinators and suggest which main points may lead
to improvements
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Abstract— The twenty-first century is the flourished century
with advanced digital technology. Marketing 4.0 is the
new concept with customization through business model
development that it is driven valued economy with
innovation. It is a significant key for any brand to be present
path to consumers’ purchase journey. Across the stages of
consumers’ purchase journey, there are three stages as the
following: pre- purchase, purchase and post- purchase. A
marketer ought to understand each stage with deeply study
consumer insight and consumer behavior in a wide range of
information, consumer choices, consumer decision making
process, their lifestyle, including the powerful influencers. A
consumers’ purchase journey map is the marketing tool
created for explore options and work to build brand
awareness in the right channel and time. There are many
elements for customer satisfaction in product or service;
understanding customer, serve customer as an individual
focused on customer-centric, make customer engagement
and participation, empower customer, bound customer with
product or service and build accessible platforms.

Keywords—Customer Journey, Moment of Truth, Innovation,
Engagement, Advocacy

[. INTRODUCTION

At the beginning of the consumer journey, consumers
have started thinking about specific brand. The consumer
journey means the sequence of events about customers go
through to be perceived or learn about the brand, including
whatever the companies’ offerings. This paper aims to
describe how an entrepreneur understand about consumer
think and response. Whiles, consumer journey is stated
that user’s interaction with service provider [1]. [2] stated
that consumer journey is perceived and experiences a
service interface along the time axis. [3] created a design-
science approach namely; customer journey framework
(CJF) defined as a customer’s interactions with service
provider to achieve a specific goal, and used it as an
intuitive metaphor for a customer’s perspective of as
service process. It is a sequence of consecutive touch point.
[3] classified customer journey into 2 types as

TABLE I: Type of customer journey

Planned journey Actual journey

Individual
occurs during executions of
a service (dynamic state)

Hypothetical journey journey that
reflecting the service delivery

process (static state)

Source: [3]

[4] also mentioned that as a series of interconnected
touch point. [5] stated touch point that it often as a
substitute for “service encounter”, which was introduced

in the 1980s by [6]. [7] described touch point as “moments
of contact between the customer and the organization.”
On the other hands, “contactpoint” [8] “service event” [9]

and “moment of truth” [10], and “service moment” [4]

appear as synonyms for touch point.

[3] distinct customer journey and touch point as the
following are: Customer journey is the customer’s
interaction with a service provider to achieve a specific
goal. Touch point is the instance of communication
between customer and service provider.

TABLE II: Touch point attributes

Initiator | customer, service provider, or subcontractor
Time | when a touch point is encountered by customer
Channel | mediator of a touch point
Trace | content emerging as a result of a touch point
Source: [3]
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Touch points with brand have multiples tools for
public and individual communication through smart
phone, social media, search engines, live chat, blog,
reviewing you tube advertisement, Ted talk, or even
webinar sponsoring. Content marketing is another one
term of touch point that it can be the brand journalism to
tell the story of brand by connecting between consumer
and product or service.

However, we can mentioned that it’s the first step
to understand what and how consumer make decision,
so the difficult strategies on the most influential touch
point on consumer journey decision making. At the
beginning of the consumer journey, consumer has
started thinking about specific brand. Conventional
journey maps typically are consumer awareness,
consumer alternation, and consumer preference. As
marketer gathers both internal and external data, he may
be tempted to reach an individual consumer, however
implementation ought to be viewed from huge demand
and look for patterns because of economic of scale and
obstacles reducing from less potential market.

Generally, there are 4 phases are initial
consideration, active evaluation, purchase, and closure
[11] whiles, [12] cited that new journey compassed
consideration phase and shorten eliminates evaluate
phase in case of loyalty customer. Somehow, [1 3]
mentioned about “Moment of Truth” that the moment
were focused on the emotion and needs of customer
throughout the customer journey, pre-purchasing,
purchased and post purchasing.

The zero moment of truth (ZMOT) is the concept
that it occur between its stimulus via 5 senses and the
first moment of though (FMOT) on search engine or
social media, the study of Google researchin 2011 found
that 50% of shoppers used a search engine for
information searching, 38% compared online shopping,
36% checked out the brands’ websites, and 31% read
reviewing. Therefore, ZMOT really has influenced
toward the consumer decision making nowadays. Next
step, the first moment of truth (FMOT) is the moment
when the consumer has experienced with the brand,
product, service in the store, or on the shelf. So point of
sales (POS), pop up shelf, voice of seller, any
outstanding sign, or any advertising media on the wall,
online or even brand’s website, etc. it is the fact that first
moment of truth is the very important time for make
decision on at that moment.

Further step, the second moment of truth (SMOT)
is the time that the consumer purchased, used and
consumed the product or service. SMOT can be the
information provider to the ZMOT for future customers
in term of social media, user guide, product or service
FAQ, etc. In addition to the consumers’ purchase
journey, [14] described that marketer can created four
interconnected capabilities are automation, proactive
personalization, contextual interaction, and journey
innovation. Each of interconnected capability has its
own attribute and advantage; automation interconnected
evolves from manual transaction to digital transaction
such as ATM transaction, or drive thru delivery service,
etc. Proactive  personalization interconnected
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capabilities mange information from existing
experiences, or customer feedback to customize
customer’s experience either customer engage on app or
customer response to a message. Contextual interaction,
marketer will collect customers’ previous information
purchased for next transaction in term of size, last order,
or even taste of consumer products, etc. Journey
innovation interconnected capabilities occurs when
active analysis of customer needs, high technology for
maximized customer satisfaction.

Journey innovation can be the sample of Ryan
airline stands for consistency in every step of check in,
boarding, check out, no food or drink, no services, if the
passengers would like to get low price always and
focusing in its mission on time and safety all travel with
Ryan airline, passenger can post any comments in
website for public and any complaints, Ryan airline will
apologize for explanations with any actions immediately
for recovery in low cost airline commitment.

All four interconnected capabilities for customer
purchase decision making ought to created valuable
product and service through their journeys and
surrounding touch point. Author agreed with [15]
stated this motto “walk in the customer’s shoes” that it
is emphasized on customer- centric perspective on
business. Customer journey is visual representations of
touch point in every step: pre — while - post customer
purchase through these marketing tools with social
media and digital influencers. How brand can connect
consumer through a day in store (show rooming), word
of mouth and how much consumer embraced social
media in daily life, online (web rooming), including
powerful electronics word of mouth.

After consumers’ purchase journey, all marketers
have used mapping as distinct from consumer
expectation close or fulfill to consumer perception in
order to purchase and repurchase finally. Usually,
marketer studies customer post purchase experiences,
after —sales service can inspires loyalty and focus on
touch points both online and offline. It will require
entirely marketing efforts to drive actively customer
repurchased. Some customers do not respond
immediate, if seller communicates with e-mail, TV,
direct mail namely; asynchronous interaction) on the
other hands, some customers can respond or engage with
sellers, if seller communicates in real time or press like
and share or post comment namely; synchronous
interaction. [16] Anyway, asynchronous interaction
provides feedback without instant response, whiles
synchronous interaction expects to gain recovery or any
action for better performances as soon as possible, and
it is also diffusion for public with judgments in digital
age. To achieve this, each customer has his own
expectation, marketers ought to understand the
individual own journey in decision making process and
influencers as well. Similarly, to the third moment of
truth (TMOT) is the moment of advocacy, or after the
experience. [13] The marketer ought to stimulate the
satisfied customer shares his good or delighted
experiences for others through any channels. Feedback
or advocacy from one customer to others can create
customer community leads to customer loyalty.



Post purchased evaluation

The capability of entrepreneur to analyze the gap
between customer’s expectation (before purchasing) of
what they expect and customer’s perception (after
purchasing) of what they actually experience. [17]
mentioned that realized experiences reflect the
customer’s subjective perceptions and interpretations of
these designed surroundings.

If the customers’ expectation is more than
customer’s perception, it will lead to customer
dissatisfaction. If the customers’ expectation is equal to
customer’s perception, it will lead to customer
satisfaction, but if the customers’ expectation is less than
customer’s perception, it will lead to customer
delighted. However, there are many catalysts for
repurchasing, or much more purchasing, these
marketing tools are incentives; rewarding, posting and
sharing, discounting, free of charging, or sampling,
confidence in brand building such as high quality of

product or service providing, positive attitude
purchasing, after sales service, etc.
Understand them
e

Customer - centric

e

Empowerment

e

TNI Journal of Business Administration and Languages
Vol.6 No.1 January - June 2018

Key success factors of consumers’ journey

Customer journey is the entire process that the
customer goes through in all marketing activities and an
individual encounters the store including the touch
points refer to the point of contact where customer
interact with the brand. The consumer journey is
inherently interested today. Customer decision making
challenging of entrepreneur capability reflects the
product or service design, marketing plan, business
model, with digital platform in communication via
social media, electronics word of mouth, or even
influencers around the environmental business in all
moments; before, during consumer decision or post
attitude purchasing.

Engagement & Participation

Serve as Individual

<4——— Bond with product

Accessible platform

Fig. 1 Key success factors of consumers’ journey

From figurel indicates many elements to amplified
consumer happiness in your brand as the following
are

A. Understanding customer

Understanding customer is described as the
first step to stimuli customer participates with
business activities that’s understanding them what
they want, how to be customer solution and
individual consultant, and then study how to make
product or service different from competitors.
Listening voice of consumer is often used to the key
for understanding them because voice of customer
stands for customer expectation, customer
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perception, including customer feedback, etc. It
helps to guide marketing strategy that it identifies
the key success or measures for flexible and prompt
responsiveness. Usually, voice of customer can
happened in pre-purchasing, purchasing, and post-
purchasing. Shortly, there are numerous touch point
attributes instance of direct contact to customers
through wireless mobile device, online (click and
mortar), physical store (brick and mortar),
employees, etc that occur in pre-purchasing,
purchasing, and post-purchasing. Thus, the
marketers ought to be cautious in the standardized
product quality, service quality and service valued.
[18] mentioned that the perceived quality based on
the customers’ satisfaction.
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B. Serve customer as an individual

Initially, it is necessary to make the marketing
communication and product, or service as an
individual order. In practically, it seems quite
difficult to act this way, but it should be recognized
in organizational culture, motto, or attempt to build
environmental context, serve every consumer as the
special guest. Although there are many tools
disperse the message in digital platform through
many media such as webpage, wireless mobile
device, and smart phone, it is still the channel can
access easily and powerful direct communication in
term of call to order, post comment, or express
feeling, etc. Make your consumer as a very
important person on his demand 24/7 prompt
services.

C. Focused on customer — centric

Customer - centric is the key.

Principle of marketing for doing business
today. [19] describes the characteristics of customer
— centric as the following: customer needs is the root
of every marketing activities by focusing on the
customer valued and individual requirements, high
cost in customer service in order to retain customer
loyalty, enhance in sustainable customer
relationship management with the powerful of big
data, and to be recognized in how is importance of
customer engagement, customer partnership,
customer co-operative, and customer consultant in
product and service design and development,
communication channel, or even 4Ps marketing mix.

Pre-purchasing stage; what the
customer expect in product/service. The market
should understand the customers’ expectation by
selecting touch points that it has influencing during
his purchasing decision making. Post-purchasing;
once consumer has consumed the products or
services, how’s about his perception? It measures
actual experiences with expectation. As mentioned,
human expectation is quite complicated and
dynamics, it is not static; therefore, the market needs
to keep maintaining the high standard of product or
service.

D. Make customer engagement and participation

Customer engagement is the emotional
connection between a customer and a brand. It
analyze data from every customer touch point,
allowing to understand the relationship between
highly engaged customers buy more, promote more,
and demonstrate more loyalty. [20] Shortly, it is the
result of positive customer experiences. However,
how to motivate customer engage in business, there
is no equation to success. Absolutely, sincerity is the
basic for all strategies with focusing on reward,
quick response with empathy and simplicity in
dealings with customers are a must for all customer
engagement activities.
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There are many strategies to push the
customers participate in marketing activities such as
sales promotion, incentives, stimulus- response
theory (S-R theory), or motivation with black box
buyer model, etc. Customer engagement and
participation is the powerful influencers to tell the
business story in product —service advantage, or
business model determinant, product design, service
improvement, promotion strategies by sharing the
feeling, posting the comment, or living with others.

E. Empower customer

Customer empowerment is the ability of a
customer fo make good choices and effectively use
financial services. It also means that customers have
a voice to ensure services meet their needs, assert
their rights and find effective recourse when things
go wrong. [21]. The power belongs to customer.
Providing the rights to the customer in the customer
journey since selecting in various brands, compare
in details before making decision, during his
purchasing with free wifi service around the store
area, or post purchasing service in guarantee, return
policy, share customer, post and comment in public.
According to the digital age which is fuelled by the
widespread adoption of cloud, social media, and
smart phone, mobile device wireless technologies
influenced customers can access to data, choices,
and opportunities to broadcast information,
comment widely, than ever before. They know
better what they want than ever before because of
digital channels, social connections and content.

Customer empowerment can create product
differentiation from product standard because the
voice of customers identify other side of the
problems, the result of actual performances that it
can lead to the new products, new ideas that it can
expand to new group of customer as well.

F. Bond customer with product or service

Offering the unique benefit of each product or
service, it is the imperative to show that multiple
choices of consumer decision making can create
from your distinctive product or service providing.
It would be significantly greater satisfied from
interacting through wireless devices, smart phone,
journey, daily life activities, or transportation with
valued product or service performances in term of
saving time, saving money, quality of life better, or
even welfare in a society. If an entrepreneur can
bond these transactions, consumers will touch and
always memorably absorb product or service in your
brand. For example, IKEA creates one shopping
experiences in self-service area, pick up area, kids’
playfield, canteen, installation arrangement, and
DIY shopping in IKEA store.



G. Build accessible platforms

The decision whether to purchase should be
made by consumer, and how they interact with their
payment, channel for product receiving, or
returning, etc. These elements are very challenging
to design the business model, including the flexible
platform for business running in digital age. Not
only consumer buys in store, but also consumer
shops online, and Omni channel is very increasingly
in the marketplace. Nevertheless, the entrepreneur
has to aware of this opportunity for growth and
increased profitability and the prospective consumer
retaining with the new consumer expansion as well.
The effort to make the consume journey success may
be well be worthwhile.

DISCUSSION

The internet and IT radically change human
behavior; the technology accelerates in production,
marketing, logistic, and other industries. As
marketers, they have to advocate consumer behavior
in every moment, understanding in consumer
journey provides a useful tool for thinking and
anticipating about consumer decision making,
moreover, they should be the good advisors to
support a well - informed content in the right
situation with customized channel. However, it
would not be statistic formula for stimulus and
response theory (S-R theory), life styles is changing,
technology is developed, and selection and
preferences are seamless experiences shopping, the
best price is based on customer satisfaction, arduous
competitive globalization, finally, the survival
business is the flexible brand with consumer
partnership. Creating s successful business requires
a different set of skills and harnesses the
competencies to serve the customer empowerment
and advocacy.
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Abstract

This article aims to present a case study of Thai SMEs export
promotion under the Triple Helix Model of government-university-
business relationships through the integrated activities of knowledge
creation, transfer and application. In 2016, Industrial Promotion Centre
Chapter 1, Chiang Mai Province initiated the going AEC project and
applied the Triple Helix Model for the dynamics of 3 R&D centers of
Chiang Mai University and 5 SMEs relations in exporting healthy
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beverages to Singapore-Malaysia-Indonesia markets. Each actor had
clearly defined roles that (1) government initiated the project, reflected
overall targeted markets and organized business matching meetings (2)
university provided marketing advice, conducted market research and
developed beverage recipes with appealing packaging (3) SMEs
contributed resources, action and time for export performance. Values,
functional and tasty, were added and trade terms were set in response
to consumer and buyer preferences. In the end, the 5 SMEs were dealing
with new purchase orders and were highly satisfied with the project. The
result shows that Triple Helix of reciprocal relationships ensures that the
three parties’ expertise complement each other and consequently better

serves local SMEs in export promotion.

Keywords: Triple Helix Model, SMEs Promotion, Beverage Markets in

Singapore-Malaysia-Indonesia

1) uni

‘lumanmmaamwiwﬁamoLﬂiﬁgﬁw&almzﬁugﬁmﬂ
wazszaulan aoﬁﬂsgiﬁa@mLil@%’uiama@i"ona’wum:mmUﬁqiﬁa
mn@m’mluﬂi:mﬂ"lﬂgf@mm@mﬂi:mﬂ madhgamadidisine
fu;ﬂ’ﬂs:ﬂaumiﬁaaﬁmww%awlu%mU@T'luﬂzamﬁmﬂ:ﬁ
ANUATNVBIAKLEY ANSATWTBIAANG miﬁmu@naqwﬂumnﬂ”’]
gmams‘fiaﬁaamﬁ'ﬂfagmmq NN 1% anazuIaRanTia Y
goamssaiminsludzimennane ﬁang%mmﬁtﬁmﬂ"aaﬁu
fud/uinadszianiug luudazdszine TayaN1ILLATHFND
ﬁuﬁawqansswaa@u‘ﬂnﬂluu@iamm@LﬁaLﬁantﬁwg’imm@ﬁ
gné’aa ms@i’]Lﬁugiﬁaszmwﬂs:mﬂ@”\ma"nLﬂuni:muﬂwﬁ
manznufianmsumalwguinniisnisswanasuszrwiagaw

4 o i, o
(Small and Medium Enterprises, SMEs) TalinTwennsnine



qmmvmimm'vmmaaﬂi:mﬁ'lﬂmﬁ@wﬁmmmma:m%‘aa?ﬁu
4NN 10,000 Aanns ludwaniininfesss 90 WuAams SMEs
[9] ﬂi:“}j”lﬂmﬁiiﬁﬁﬁﬁ]a’u%ﬂu (ASEAN Economic Community,
AEC) ﬁﬂﬁlﬁmmm(ﬂLLazgmmsw’ﬁmﬁuﬁuLﬁamau awadlszNns
9L T8uNd1 600 A1uaw (5] Hinaedouiniduasiadidny
mm%ﬁaém%’uwﬁmﬁmsﬂmmma:m'%aaﬁwuaaﬂi:md’L‘ﬂﬂagj
Ui M3sARs AEC 39batialomansnsaanagseanainisuaz
Lﬂ%‘aaﬁuﬂlﬁﬂ%amnaan"LﬂIﬂmaww:daaaﬂgjﬂi:mﬁﬁaﬂiﬂs‘
PRIBIGH LLa:SuIﬂﬁLS’E'US'ﬁaLﬂummmﬁﬁﬁwé’a%aﬁﬁq@ﬁlugﬁmﬂ

FIURATTRUNTIUNUINMITEIUTI0§9638 SMEs et
lapdalassnstioniedaniunasgivuazulouoaiuayudiu
M3 FRUABULTITINITUUFAIT U ’fJ].ISNﬂ’J”I&I??‘YI%ﬁ’]%
UIMI0INA MIAMA NITUIUNINAAULLAI ) AAAUNUNIIHAR
MIVIATYANA wardug nail srasnsrndunistisinielu
U8B INUILNRLBHLATIAN TN MM NTINDBINTUSA S
WazdIaanvad SMEs uwdaroiauddyniduss g ldinanzaw
&35t F93udnsiumAauuuiiassnvinnuulesand
(Triple Helix Model) rhulassnisuasniasg Wiasanuuusansi
Wuwiansswuugiwl jaunuslndnadiauionswauig
Lﬂi‘iﬂgﬁﬂ@]ﬂ&!dﬁ%’mﬂ’l’mL‘%aNIUGﬁLL‘ﬁGLLﬂiGizWﬁ’Nﬂ’]ﬁ 3 thefe
MATgLIA MAMIAN wazmMAenT Hisznaun1sidnuednsia
Wasde waw tolow Lm:ﬂs:qnmﬂ“ﬁmﬁmmfwugsmms

myisoluafsilidumdsodel foansdiunszuaums
fanununuasLwIfauuudiiaasnsinnwlasand lused
W.¢l. 2559 gusfema%uq@mmﬁumﬂﬁ 1 sandadeslnadlesisa
lassmidnang AEC szuzianduiiums 8 iieu @ﬁmiqumw”uf
fenuenou lasdasiugamunisunaoyszinn lunmaiuaue
u"nm'm‘ia”m%zaffajqLﬁuqﬂmmﬁum%‘aa?ﬁmﬁwé’n Wasan
mm@Lﬂéaaﬁwlugﬁmﬂmw‘i‘mmauiﬂaai'mu'mua:dal,ﬁaa
T@umwmﬂ%aaﬁmq"umw (healthy drinks) 7ile50aNuRguRREY
ar.i’l:m@L%ﬁLLa:Lﬂuﬁi'su@lm(ﬂ‘ﬁﬁiammaﬂmmﬂﬁqﬂ‘lugﬁmﬂ [6,
7, 8] adulanavosieiasaninsiazaseanlysinaals=ine
e uidanonw laun sealds vuaids wazdulaiiide o
wihsumMaiguszuminendafduidyfiazhodanaiunig

#oanvad SMEs melustuuvlndmelduuuiiaaslama

2) JagUzaiAvaIn iy

mﬁﬁ?’m%ﬁﬂi:ﬂauﬁam”@lqﬂsmﬂf2 Uszms @ (1) Wile
auenszuaumhnuhutknukuuiaaslasmAsuwezinlg
maindszansninuas SMEs Mdhianlasenisy uay (2) Wive
naauniawaINan TN uINAuaNLuuitaedlasand sanda
TFunanuanmsisoduniasdodionaausanssulunisas
doleu wazdszandldasdanuiuuuyssnnmsiiunalnaiia
fwile 3 mardhodushlugmaenesasdanaludszgndls

Tunswamdnaniwaas SMEs luauiaa

59

TNI Journal of Business Administration and Languages
Vol.6 No.1 January - June 2018

3) NUNIUITIUNITY

wupdiaeslasnmdgniiiiaualas Henry Etzkowitz (1993)
[, 2] AugastsnnuHNdalunisianiuianssuuaznswam
Lﬁﬂ:@ﬁaﬁmmswammuaﬁmmf anulaw wazvinliiAanis
Uszgndlfasdanuiuuuunysannslasiiunalniaiainy
udefiiand Jauwusnsiusianuuainingau 3 né
leun masy mamsins/amingas uszmatenau Wialdiie

& ' a A a o P o A '
aaﬂmmqﬂwu walulad LERLEEHIC AT CLRHNEWEVERLE!
ANNGDINTT maagﬂ%@m 13, 4] UJFUWUTVINUILIYU 3 MA
dsznrsusn n1sdiuiannnaizuazaniineasaziin lug
Tmaaﬁ”wﬁugmﬁﬁmﬁuw“u@iauaﬂam‘mmf Iﬂﬂﬂﬂﬂ‘%}jﬁﬁ'ﬂﬁl&u
a‘uﬂszmmﬁmmiﬁnmlﬁﬂ”ﬂmﬁwmé’mﬁam‘%’waaﬁmmgﬂmi
. & v e R @ ) A

LLa:mmaﬂaaﬂmmgmuﬂﬁnmLm:mﬂum"l,ﬁ sznnsnaas
n3ieIuINAesgnuatantwazinliiieaninwaadoun
émmﬁqmi@mﬁuqsﬁa MIAAUIUIANTIN WAZNITAMUIDENI
o oA o o o a v o
g9Ein ‘[mmmgmmuﬂu‘[ﬂmmmzﬂsuﬂ‘gaﬂgs:m muslﬂauuag,u
q‘iﬁfﬂ U3en1sNaIa N3N UIINNIINYNRULATAALANT UL
inliiAa wamuiaﬁ“ﬂLLa:ui‘mnﬁuﬁazﬂi:@funﬂiLﬁuImﬂﬂq

- a4 . L e o . o
Wgia Usen1sid mahouinanuwesnd 3 dsazdmwanld
Aa a oA o a
WaasegnauugIuaNuITInadun i malaTegnanas
o Aaa A o ¢ a i
faunanganlfunusvasmannae

4) FdAunie

nsdsoasilidunsisuidid fuantsuuuddausaa
(Participatory Action Research, PAR) luii@a 2INIINAULTIUS
i'mn”w,l,mamﬂvtgm Lm:ﬁ@ﬁmmamaaamﬂ"aLm“l,mftgwm%a
wanswdudunmadivass 3 manfaTes Wuwmsisuuy
11&11'ﬁnwLLmmmﬁmaamﬁﬁﬁlL%aﬂﬁﬁ‘ﬁms (Action Research)
nuMIIBLUUTEInII (Participatory Research) ANWEUNE1LTN
Futuuazmatmautludaym lunsang i wiananldninng
LmenLmewuﬁ@Lm:Lmeﬂummﬁ”tmﬂv{ymLmzﬂi”wmnsﬁpj
gn‘iﬁ]”uﬁagJiLﬁaf*ﬁaszunmLﬁ”Lmﬂvcym AREAIUTIUWIAALULIAD
n19%119 U39 lasn@ (Triple Helix Model) 3x#319n1A33 A8
9aNFANIN Lm:mﬂﬁqsﬁﬁ]mﬂszqnﬂﬁwLﬁamﬁ'ﬁ'mmn“’lmﬂ}ym

Tusmeanu asnseuuasdafurauwifauaadluning 1

4.1) YaulwaMIAn®
mysspildfiufianssumsamauazmsnann naasmiLas

ussﬁ;ﬁmﬁﬁadaLa%ums&ioaaﬂméaaﬁuqmmwﬁauIamamn

AEC meldunudrsasmavnausinlasma sanefaniieanud

@

vihianlulasinidseang AEC urasluninil 1 lasifiusiusy

ToyaNINNUAEILFUATLAN AU DT M BN TTUIUNITITENIT

qmmwuau%aﬂ%mmlu 10 AINITUANTUABWANTFLARINY
ad o a =3
4.2) I5FUBBMIANS
1539 U JUANI T w3z UIUNIIRI I UITINARATY

wAaRUUIIaaIMIvnwlasmaasiftidsznaudas 10 fansTy



TNI Journal of Business Administration and Languages
Vol.6 No.1 January - June 2018

wan LLﬁzﬂ’]ﬁﬁLﬁﬂ’Jﬂ’a\iluLL(ﬁi AzNINTINARDATZLLLIA AN TIVDUF A

A A
1%@]’]7]\‘1“/] 1 UasNwn 2

43) vaulwaiiiam

Dlunsidsmeldlassnsssaang AEC %L’%uimguﬂ‘dmﬁ%u
Q(ﬂﬁ’mﬂii&lﬂ’]ﬂ‘ﬁ 1 33miadioslna $9unU 3 nihedpuazWaw
PaIunIneaodiolng WREMATIND éturi SMEs ;jwﬁmm'%aaﬁu

591y Lmm‘haaamsv‘i‘mm"aM"meﬁgﬂﬁmﬂ%’lumﬁﬂ”ﬂLawwz

A A A a & A a A A
mmmﬂsaamqmmwh 3 Uszinada Fealds suaide sulailige
VBULVALRANILTUAILANITAALAEN SMEs 1313331AT9n15Y
fuuaaaaitinung ﬁnmﬁagammmmﬁ'@u%mmm:qamﬂ
manudilangdnsiuguilag Wawwianusiuazu s Austlw
FOAABDINUANMNADINITVEIAANA NARAUNRANDH LAFINNNTAN
Ll,am”uﬂgiﬁﬁ] SMEs nuanaansaluasainang

The Triple Helix Model tflof @3N 3d4000Y03 SMEs

avinanuauasu SMEua:
aunnauEIIms
o = wr ar

- guidaiigaamnsIuma 1 3nidadealml
- ASNAUTINYATIHATIN

s ar v = £ T = <
- aninu@adiumsiszinadizma gealli
- il a@aaiumsmszrhalszma sads

e 4oy . o s aa
- dfihaudusiunsfsznihalizma sulatiFe

UHIINENay

3

MALNTH

SMEs 5 fums
(Graunsosiin 3 Hemsuazauim hilsnsead 2
fn13) mninveaamenmuasindan Taaalval

JgamadanazfinnnveanrInedameaalnl

- aneniinmmanjuazmalulad pazdadnssumand

P w
- THEHIANTIHDTHITHAZD TTYNUN AUZINTTHITINDHAT

¢ e w = a
- THEHIANTIHNIIAMT AUSVINTIFIND

U 1: misnwidhhulumissasitauuuuitassmsamiwlasnnd

a7 1: Ranssunanlunsisumeldlasimidseang AEC

10 Aanssananlwn1sIve

39BN

A A ac A av v
Lﬂsad“aqgﬂtﬁﬂﬂ‘mﬂqw Na'ﬂlﬂiu

(1) Yezmsunuslasinisy

(2) AaLdan SMEs 3w
Wumshnuiunuzeinmaiuas
AALNTY

LuUUszinszauaunIau
283 SME (Rating Scale)

o

MIFuABELEIRN |drfsznauns sSMEs Mfidnanw

MIALERONAAN UM ALULIL F900NLAT090% 5 T8

wazuITIAI dazsumInluazdnaniwmidsan MaIguaaswnINdlaiumises e

inaainlglunsdaiangusznaums sMEs idinlasanisy daznaudan wiadmsifiudsiuld anuduldldlunswawnia st

yadupasiliznaums

3

(3) Munwdayanduniningidas
Wumsrnuzasuniineas
YBINWIINYRE

doyanduninnunainiaiy

UATUMEIM TR BTN

o € 2 o A 9 Iy X o
NMIRUNIBULITARINNATY vLﬂ“llE]%lﬂLllEN@]%l]i:ﬂalJ

a4 > ) “ a A A
LRZLANTUNENYIVBIAY myaafulaianaaauaziian

gnaaa ngszdauedigg KRNI Nz LAREFaNA

60




TNI Journal of Business Administration and Languages
Vol.6 No.1 January - June 2018

a7l 1: fanTsunanluniyissneldlasanisdsaang AEC (da)

10 Aanssananlwn1TINY WwiasiindsuiFerSanm méaaﬁa?ﬁ'ﬂt%qmmw Hafi a3y
@) Fmveamaiwang seu 1 LULROUDUANNAALAL MIFUNBOLEIEN LAz ldnmuanudainaddnuasge
(5) Lasmgiﬁwﬁﬂwﬁmﬁmsﬁﬂggﬁmﬂu mw’JLmuﬂﬁfT'w!ﬂﬁﬂﬁmTﬁ"m Focus Group N1a33 A3Na14 Lm:p‘i’uﬁnﬂ@iam’%ad?{uqmmwlu
MINUIINAUDBINNIT e luudasszina ueazdseinea
UMIINLNRE UHZNIALENT
(6) usaINAAA A0Sl WINULER WUDRBUINANNGBINTIEY | MIsanauazdunsoididn | lddayaauzen daisuauus
fuen ThaiFex 2016 tdwmavinem %Tsi'va/g‘?ﬁ'wﬁ']ﬁi'amm Hisznaumsuazoaem DI ming uazgus

FINNUVBINAIF WWINLAY Uae

nALeNI

(7) BSudysiamnnianmsiuazusraned | mafinswamuszd iy Focus Group Waz3zaNaNad vLﬁ'Nﬁﬂn”meTﬁLﬂ"uyamua:maﬁ'ﬂ
wWunsinuiinnusainiaizuss gmm‘%‘aaﬁu MINAN lulasnd ANUADINITVDINANN
nALenT

(8) Fmaamanang sou 2 UUUFALANUANNAAARYEY | MIFNAEOLEIAN lenmufsanunaladendanmed

9) ianandan iU ndiduns Funumarfidhsaa UAZMIFILNG Tnaluasldsuanusulasite

MNUIIWAUBBINATT WMINLRD

LasnIaLaNTH

(10) Aaausasdauazdziiuanung woudszifiuanuianala MIFUAEALTIAN Tennuanufadunazain
walaues SMEs Mdiwnlasansy Wanwalavas SMEs M
Wumshanuianuseiniadg Tasamsy

VAINEIRY LAZNIALONT

a o A

ﬂ"lﬂ%ﬂﬂ“flLﬁU’J‘lTﬂdI@lFJﬂidl%LL@iﬂ:ﬁ%ﬂiiuﬂﬂa@i:ﬂzn aMTIaE

a1 Waw 2 \ow 3 \ow 4 \Haw5 1o 6 Wan7 1han 8

fanTsn (1), 2) | fanTaw (3) NI (4), (5), (6) nanyIw (7) NaNIIN (8), (9)| NanIIN (10)

5 2 5 2 5
Business
_ Al University University [lSHll Business ol UniVEISity

U 2: fanTsuuasszEsIaIMIIee

5) NAN Y138 aiagrIaaTasdugunwaiuads liszlond azaanuilne

51) mMIdm9amasauit 1 SgnAannelifuras SMEs fighiay  §8AANEINUIAT AR nsifisssuesnmiodlng viusaald
Tasan179 Lﬂum'%aoﬁmgmmwﬁaéau fuine Sileduda nawnen F53INNG
M3ES19RNATa LR 1 w‘ffaLﬁuﬁagaﬂgugmﬁmﬁumw% w‘i'aJﬂs:“[umﬂﬁl,ﬂum‘%aaﬁuqmmwmni’mqﬁumsumﬁéﬁu U9

voudandasmeliduuanatasdugymmvasfusilnauazgdly  gailiRouazalifaauniin uinanulseany aasialianm
9 U U o 0

a & a a A A ' o @ a a 4 a 9 Y 4 N = <
amnafsalds suade uszdulafids Swnudayamspiisady #1979 Unanniaguyoues LHHBTHMANUINE UIT9TBILLN
amauazanudesmanasfuilnasafangsziioumaiaa Fudnanuazanliuniguilnaludinauilnainanzaudanso/
HAaATMLATaIANFIMNAINUREITEYAANI 9 uaadlua1Tan 2 doaw/daiu anaaanlsuilpusgimsilimsnuuasiluiasde

F080Y MNuaztduauradluansen 3
5.2) MINAMFUAIUAzYTT9n ke
o = @ A o & o '

AUIUWIANITULATUTIVAUHBIMNT ATAZARWNTTNLNBAT 5.3) madmeaanvaUii 2 MenFanneiliuyzeln
w1 Inoandodlnad lddsudpussnamnganianusiiaiaaay WandadmatldsumsUSud pmmmassiuanudanis
sumwmonaslasutansnnduslnauasiaominduieais U anuddglumssseanfudgamadslszimminazyslun
9 U U U U

@

ANULANGIINRA AR U89 SMEs Tidianlasensy fine MITdanlalunsfersuszdiudszaumsamaidudnany

a &
Fwihsaguiluamansludzimaldmanoudidildluoma paztduauaasluaI 4

. % & % a a & %
dvdseine ﬂ’mﬂ’n&lL°H£J’J°ﬁ’n;gmﬂuLﬂﬂIuIaUmW}iNam}ﬂﬂ

61



TNI Journal of Business Administration and Languages
Vol.6 No.1 January - June 2018

AN 2 MWTINVDIAMNAURZANUADINTTVR ;ju’ﬂnﬂ@iam%aaﬁu g“umwlummmﬂmm ]

enzideyaanunasmsvasguilnalunsevdmilszaanmonisaaina 4Ps
Aan EY-0) s1a1 229NN MSAILFINNITARIA NUBITH
(P: Product) (P: Price) (P: Place) (P: Promotion) (Competition)
Faalds Tam6a Juszlowd pju?Iﬂﬂﬁ'ﬂﬁu‘La%a * gulafuniiia = ZamsmInanalag Lﬂuﬂa’mﬁmjdﬂj”ugal,m:l,miaﬂ'u
Hanadn unaeien nnandunan sreunwTiioy uiuiﬁia;&ammj @”auqmmmﬁam’mﬂi:mqa
Tl ssaasz Hnana e = fuazaange UFVNIN g wiwuasyansatanns
ﬂgum’anﬁlu 8§ NAINATATV DY = Sniingaanlath " JANANTINRILRIN Lﬁ'aqmmw (Healthier Choice
Ihanusmamny Fum myedfiuiu Symbol) nazquliruilng
i’@qﬁuaaimﬁn tazlomiants Foamsiudifdasnlnawins
Uaaas TN fvg"umwmaaﬁmﬁ LLamqmﬁ’]msmms
VAT Tam6a Juszlowd ﬁuﬂnﬂé’ﬂﬁula%a = ulafuniife = InRUMBUNS Lﬂuﬂmﬂﬁmjdﬂmgaﬁgﬁuﬁﬂﬁ
sulaibide | Wenumaniu nnnandunan * qulafiniiia = {¥Huanian naaludszinauazfuasiga
qmmmmz’j"ﬂqﬁu ﬁwﬁﬂﬂaiﬁwumﬁm " fuazeande " uanuaInny
aasunfindasnin FmtnUinfiugetu | » fuassdiraly " ﬁ‘uﬂauﬁqﬁaéf}"ﬂam
duslnaluama lelaavinAu/ Indidss LR IRIL
Fonls AuFudgugafismm = uiwlawaniden
2.5 wihwas FOB wazfianTIusILEy
el

.=' a o ¢ R A A oA @ a 4 a a A A
AN 3: Nﬂ@lﬂm‘b’lLLQzUii?ﬂm‘VIﬂiUﬂElemLW@LTW@@]R?@]KGWITJ‘J EVRINS %] LLﬂza%Iﬂ%L‘ﬁU

a o ¢ A4 A a d a o '
Na(ﬂﬂm‘ﬂLﬂia\‘iﬂ&lLﬂNYINa(ﬂLlat'ﬂ’lﬁ%’lﬂsl%ﬁa’lﬂsl%ijiﬁt‘l’lﬂ

a o ¢ A A A o o = 1A
NammumLmaaﬂuqwmwnﬂsnﬂsalwwmmu‘iwuLwaaaaan

mu,ﬂaa‘ﬁmﬁﬂﬂ?m{hmaumsqsnaaqumﬁmam NEUNENHNAY
vxammuﬁwaamLLWazswﬁﬁ"'laaﬁmﬁnﬁuinﬂ”nmumigfﬁmém%’um

LULRER

nureasuninnaniineaussysasuuussiinen IHinaia
encapsulation Lﬁa“gnﬁwam 2911207 Lmu"lmlﬁmay;uﬁuﬁﬁau

fnusaImunualildgasnnunaunsouniu

Tumnsaunanuziaasunin

v fo o & o A A o A o A
vealummenuiaaauiiumelafiszuoaununisldiaiosdnaiia
muquqmmwuamﬂLLaza@mw"mmimﬁam?aﬁni AULINANUNTIN

’i'ﬁ'ﬁuﬁaLé‘mLﬁ;mau@aﬂ;1:avlmﬂﬁ%aunjmmumanvlmﬁaﬁau

raranasuninnianda

mranfandnmeazanelutinfewidu ¢ ﬂi’@lqﬁmni@waﬁmmmmﬁﬁu
wanaluladnminaandosduadslndlildnsmfiasmendondurisln
infanuszindn miﬁﬂufﬁaaLwnz%m's”umﬁmiaﬂ% RLAINWAN

o adda o .
winzAvAtTiaanylna

23N Lﬁazj’ilﬂ’]ﬂ (Kombucha)

nuﬁﬂytyzyﬁ'nmqmmwm s Aufindnlumegihena ydunidngulys
lulafinfuazadnaunanunonuunigesiuduazsinslasuaay
fanmoyszlomianniadunidnan U%ﬁm’ﬁ'amsﬁwga Lm:ﬁuvji’wamm

waldsaamainiiiaganin (Kombucha)
NaVI,;TLﬁaﬁauﬁqﬂmﬁaU’imﬁmmzLLs'ﬁw;ﬁﬂmmTﬂ@hﬂﬂiiu?'ﬁ'mmﬁn
A a v a o [ A A o A
wagnwuuu iy Iulunadminiduieiasduainenuaad
sosanduiseununianaringuasisizuunsluiene

wzwrududwudinie

nautnaudurindsazun asen aatu "lﬁqmmwamadmﬂ @M
Susrmudusnzunutiushusunugy wiezadum newdnids IWsamd
winuauiien

s & v o

WININFNNEWINDNDW

a & 9 3 A A a A aa o

L@N%Wia%/LUuLﬂuLﬂiaxﬁ(ﬂ&lLWNﬂ'J']Nﬁ(ﬂ‘IT% N:%']'JVLV]UKL?JU'JNNﬂNJJLLﬂ%
%4 2 IR 1 a9 o 6 4 1y

I%HWNWﬂNW%LﬂuT%UWGLL‘D“L%%"INGLﬂ?@]@]‘LWﬂ?zIU?Tu@IE]q‘l]ﬂ']w@?ﬂﬂiﬂ

VWA DA I N BT Y

o s (=3 a a '
Anaaudaasalvivas Fudnguaims)
anandn walal aywlwanudidansswmd 100% Wiwwas dandiu

Wiz ﬂﬂgﬁ'nmﬂﬁm'{u%amqLm:;ﬂ"laﬁ'uﬂszmuﬂ'ﬂ

& uwoa A

LNﬂﬂLW&IQﬁﬂ’]WLLa:ﬂ‘J’I&I&WE%

Lﬁ@ﬁazmﬂﬁuﬁ‘luﬁwﬁﬂsﬁm ANAINUZLT BINARALNUADARILIBUAZ
A aa XA, o A 4 LA v o o
’J@]’INWHLL@NSK&W«Jﬁﬂ%SULﬂ%Lﬂim(ﬂ&lEJ’]&IlJ’]EJ“(lﬂi:@!%WﬁN”I%I‘HLLYI%

4 A ¥ a9 a '
Lﬂﬁﬂ@(ﬂ&l%’mﬁﬂgdﬂ‘l&l L‘ﬂ%&lﬂ?ﬂﬂq‘ﬂﬂ’]‘w

AN 4 ﬁagam’mﬁadmmaa;ﬁa/pjﬁwLﬁwﬁsamwvlﬁa’mmiﬁﬁmmmma‘uﬁ 2

a o ¢ A A
AN NLAIDIAN

Y vl vo w
ANNADINTVIVDINBD/NWLU
u u a <

foalals

= ==
| aaLse dulaibide

o o X & ¢
mmsnamumﬁgwgaqm

Wuldewmsiasndesas

DML AN

' o " & oA ° o ol oo >
2 \iauiduagwdmiawmnitnaziaddmindsafiug

v o

PorAUANIIFINBUFWAT (Incoterms)

fouldsan FOB (m vinSaduna)

62




TNI Journal of Business Administration and Languages
Vol.6 No.1 January - June 2018

el 4: TayaanudaimaasgTeithinuneldnnmisniemaseud 2 (da)

Y vd  vo w
ﬂ?ﬁumaﬂn’lﬂjaaaﬁalgu’l [yi}]

a o ¢ A A
AN NLAIDIAN

Foals

) a a o
‘ NLaLDe E]%[ﬂ%L‘ISEI

gasaumls

lasvialg@a/dindhasneuinils 15-20% andunu

Eﬂ wuUMIENszaNRUAN

Wwldanumsasandasas

ldaaneniaaa

ﬁaLflumm%’uﬁm’ﬂam"saﬂﬂr;lpﬁa/;jﬂ’uiﬂmmi’ﬂﬁpjmEmaﬁuaguﬁmﬁﬁ‘mﬂ’mLLa:Nﬁmnwm«fVTLmﬂ

Fwanann (W3) N adaLa%umimulwﬁaaLLu:ﬁﬂL’iﬁﬁ;‘i@] glo

npszsdoumatdnfudnaIasoy

foiuanuiuAaveuduinnsvasgindmiasim

Eﬂ UULNIIATITUA

Wwldaumsiasandeses

mMdsznunafue

H{aa/ing aamﬂﬁ;{wﬁmﬁﬂﬂizﬁ‘uﬁuﬁuﬂ”’m”’sLl

mwé’amsﬁﬂLauaNﬁmn"’mﬁﬁm%aaﬁmﬁaqmmwﬁ
v o & ' a o a

ﬂsuﬂga/wwmmu"l%ﬂunaﬂﬁmugmsmqsﬂaﬁ SMEs 1
a N O A A
Aanslasuddidainatinldneasssaaa anuadsziiuiila
ﬁuqﬂimamiq SMEs nnﬁaﬂﬁﬁrﬁﬁfmizqdﬂ"lﬁ{ummauﬂ,a

< & ol e o & a & a
’Lummamamngma/amLﬂuﬂwaawnﬂszLﬂﬂaaﬂIﬂs NLALTE LAz
AT oA a iy 4 & .
sulailidalaodtuaauasanwanisaenods bl lasnins
SMEs 13 5 Aanisianuninalaluszauuindalasonisy was
mid@m’%&lﬁﬂmmwmsﬁaaanua:mmﬁgﬁmmmmﬂizmﬂmu
MIMNUTINTUIZRINNATE MAMIANBVIRIINGNRY UaE

ﬂ’]ﬂ‘g‘iﬁﬁl uLUUsaedlaIa

6) aytuazaiUsons

v o

6.1) a31
mﬁﬁ'ﬂﬂ%’dﬁ&jaﬂnauaﬁaarjwnsﬂﬁnwwaamiﬁwm
Sunueuwuuitaasnsinauiinlesa@ (Triple Helix Model)
TRINNAIT mﬂqﬂuﬁﬂm LLazﬂWQQSﬁ%LﬁaﬁdLﬁ%N SMEs
A v a 4 4 ' ' ' a o
Inogauduuiainiesdusseanganadisdszing nan133d
wudnaaindeszuitniisiuniasgniluszauviosiiu-
Tudszina-ludrsUssineg AURUIBIIRITDUATWAI U124
W Insaodsilnd  sunsadwnaEsudannusnTaliny
SMEs 1iasfiumainiieasinelilinianusiiaTesaugunind
AOUAWBIAINABINTVBIRAI ALz Iow AN TeaanfiasIny
. od . . . -
ANuAanisvasde/ing lasnisnumaigidugiisu
Iﬂsdmidaaaﬂgi AEC ;jduhvammlmmﬂ?mﬁuq“umwﬂi:mﬂ
Fa0lU3 et wardulafidy SunusasInIMITRINg
Uszinalu 3 dszinendnunsladhinlulasinisy Sunuin
ALV OUMNIINVBIAMNALATDIAN ‘lﬁfagamifmfﬁ’nﬂ%aaau )
ﬂizﬂqumaqiﬁﬁ]szmwﬁa {ihudn fnszan URUATLRZAINY
dnspfiaulaniadmaiiaiasanganinan ineldldwuny
SMEs 171970 1A34N179 B89 UITULATWRIBI VB I
wm‘i‘ﬂmé’aL%mlmiﬁuwmwﬁ’mmmamLtazﬂ%“uﬂgaw”@um
A A o ea 1 £
n3asangINNLazuTIgAmsiugTwldluaaaidinane
A a A a o A a a
‘Umt“ﬂﬂ’lﬂB»]’lU‘D;Sﬂﬁ]&lUﬂUﬂﬂIuﬂﬂiﬂiUﬂ?dﬂitaﬂﬁﬂ’lWﬂ’liwa@]
LAz RITUEI88N28IRINITARLEY aaa 10 AanTIulu 8
A ac V] v o A A @
Wouvain1yian ldUTuUIganaTesdn 2 NunIussRawgas
& . o & o ad
Julna 3 momilavuiuguuszlosidugunwusssa s an

63

ATINUAINNABINITVAIARG mammﬁ'mﬁuyjammw
398739 a1 ama‘%ﬁ'aqﬁumamuﬁﬁu miﬁgﬂ"’m«fﬁﬁa:mn@ia
msvslnauaziduiiasdofouradan wananit UREICECRETIL;
qsﬁﬂuﬂszmﬂﬂmmmamsz&manmmina‘huﬂ%aﬂﬂmmsﬁw
529719 SMEs fi1gn1$101A39n159 M EngINITEITIINAALAS
a“uggiﬁaiauﬁ 2 ;‘Jj"%a/gﬁwwhmnwga 3 Uszinaiannuaula
z%"a%aLﬂ‘%ﬁ'm63"&1qﬂumwﬁﬂ{uﬂﬁga/w‘”@umﬂi‘fﬂu‘[mqmiq P
SMEs fidnsruiinanudiswaladelasonise lussdunnn
nan1Ispugaalitinitausinialasnfszniteniasg
YINENaE Maginia éwmsﬂi:‘[wﬂﬁuﬁnmjwUmmﬁwﬁ'
PRIANLAZANNIUAATALTIT LAz (e AnIRLLY
lasm@ wihsnumeizaaunndindiinnssauaiy SMEs
Wan1gsaanluauing niapawIsauas WU vaIN1A
q@u?iﬂmmmimﬁwui‘ﬂnﬁmmmﬂqiﬁaLm:rh UNaNBIA
AMuFuindnm ﬂuwmugiﬁﬂ@mawn: SMEs ¥asfin
mminﬁn"ﬁmqﬂassﬂmaamm'aaamm:ﬁwﬁmﬁwﬁuﬁwgf
amadssnaiantuldagnemaiifeiu

6.2) anumeuua
nsasuassiidnfiunisuaziianasuiisaandesiy
wwrdauuuitaeslasndinisiauderiusznininiasy
UMIANENAY wazmalanTuTIsRAW UsznaumMITiasiiuus:
WaaRmefiNes900n NI8ITILLNITLAUMIFINET SMES 189
masginmIsusuidunssiednomw SMEs atdhinsauagy
fuszansan wistuld uazmasaifdu lasmainuiog
ﬂ’mi"gua:umf‘mum”mvlﬁa%daaﬁquﬂmjﬁﬁ]:dwmmm
wndnwuazdauniall myhanuihumesgiumaensurili
Lﬁ@amwLL’mﬁauﬁLga@iaﬂﬁ@i’nﬁugiﬁﬁ]LLazmsa%”N
AMNEINIAIUNITWYITU NIIIIUTINERIINDIR DU RS
mﬂLaﬂ"nuﬁﬂﬁl,ﬁ@mmu‘iﬁ]”ﬂﬁﬂs:@jumnaﬂmmatﬂﬁ:&gﬁﬁl
Taglwhefiga nseuuwidalasmanisimsinuiuiuzes
mé 3 shoazdnliifamsssfiauuguanuimnnujauwus
Paamsvhnuihwnwiwdutuuazituuds
uanaIINuaansludaiasegiaus anuuiialulasims
il HIF9LETNANNFUNUTIZNINYARINTVB IR B UTIW

iaanudenlosniigauiineitesl i usinnuagng



TNI Journal of Business Administration and Languages
Vol.6 No.1 January - June 2018

AaLHBIAIURINITAFNIIABTITNNNTITUNAUNAdUIUIG

lamauazanuvimeniegsfiaadougsdivldealy

6.3) TValaBALUS

anlassmIsdaang AEC ﬁnm%’gﬁﬁ'aa@mﬁumﬂuﬂ%@
fmunsashemshudavinuetisdoitosuaziiulanaly
g daauianlaundsdun1u Northem Food Valley
“uaaamaqmmmnﬁmywi'ﬂL%m‘lmﬂm:m%“ﬂw%aL‘ﬂu
mﬂLaﬂmu‘luﬁuﬁlﬁﬂunavlﬂL%"auimgﬂs:naumswammmi
waziedasdursdudn nansih Yaneth NUARRNIINTRL AR
u,a:l,ﬁ:mLﬁaaﬁa:iauﬂ“’uﬁﬁ”’mmiﬁﬁuﬁﬂmwmuﬂsgﬂ"lﬁ"l,ﬁ
AUNINUIATT Dudasivfiaeday uazwiulszlomidiu
qunw lasmasgaivayunssuysznnm doya maluladan
W09 AU B A ULATEIUNANIAIZEI NI TANRI U T
{isznaunis NAaAUH WIAnTINIWMIHEN NNTUSHITIANT
waznsaaaleasnsuuds doitas uazdifin mMy3suaTINg
dolEwouusaonans 3 dhafiazyinausiuiuaunuudias g
"lmmﬁl,ﬁ"aw”eumﬁnﬂmwmia&daamm:ﬁwLﬁuﬁqiﬁaszij
Uszinewes SMEs aadt (1) MBNUMATT lasRiIBNuIEaY
damia/meaunazludszina miﬁuwmwLﬂu@j’ﬁﬁaﬂmamﬂm:
%mswﬂi:mm‘lugﬂLLuumaamsﬁthuﬁ‘mﬂialﬁﬁwﬂ?ﬂm
Eadnurudazianisuaniu luamzfindissuniaizlu
d9dszina MR UEILEITNNNIA JaiiuTeyan1Ifadany
e ludszinecng g arIATeTBUAZ NN UFNR I NN
73falA SMEs mmmL"ﬂ"ﬁﬁﬁ@gamwuﬁaaﬂﬁ%uﬁﬂuﬁaaﬁu
3zinaeng g Lﬁ?lﬂgﬂLLUUﬂﬂiﬁﬂLﬁMQSﬁ% FUTIDUSVDIGUD

LLa:Ianﬁaﬂwaqsﬁa 2) ﬁﬂ’mmumﬂqﬂuﬁnm A9 IuND
masug ﬁa:ﬁ,’lwmmﬁa”w%aadﬁmwjﬁﬁagjﬂj"samﬁa SMEs
14N1328180210FIVITAGIUNITANIG NIINEA ARDAI
ai”'massﬁl,mdasw§amﬂ‘§wjﬂ%a§’mﬁa§mwuLﬂ@ﬁ'l,ga@ia

mudhfsdeyanidraguazsuduiadnmniteniawawgane

WA (3) WNLNUMATINANTH AITAIVUANUNTDUDELFND
faziinanumansalumssseen Sangulumsnianiamn
Fuduazussgiaed Suasgiugamnnisaildsumsiuses
811 Halal, GMP, HACCP, ISO90011 a8 A21433 u&uvj in
wananil fsznaunisastasssnauasninens ez

o a

Punuussiismwiwegdun iesnndiznaumadudiing

do o 4
N1 mﬂf‘!ﬂ

o

nadnssvdseme

ATAZHAN VD VDLIA HLITHIUAZLARINTVDINTUAIETY
9ARINNTIN AUEFILATNEATINNTTNNTA 1 TInTaiToalna
FunaugassunmIa luailsaing u dszinaiaalys N3
fanauilad n3991n1300 awAinoasfoalna gnonu
Inpaaa guiwinnITweImITuezuTIATMY guduianin
n3IANTT Lm:g&fﬂizﬂa‘umsﬁwaiauiﬂioﬂﬁmaaﬂg AEC 114 5

a3

64

[

[2]

[3]

[4]

[5]

[6]

[71

[8]

[9]

[10]

[11]

LON&NIB1989

J. Bell and S. Young, “Towards an Integrative Framework of the
Internationalization of the Firm,” in Internationalization, H. Graham, R.
Loveridge, and D. Wilson, Eds. Palgrave Macmillan, London, 1998,
pp. 5-28.

H. Etzkowitz, “Technology Transfer: the Second Academic
Revolution,” Technology Access Report, no. 6, pp. 7-9.

H. Etzkowitz and L. Leydesdorff, “The Triple Helix -- University-
Industry-Government Relations: A Laboratory for Knowledge Based
Economic Development,” EASST Review, vol. 14, no. 1, pp. 14-19,
1995.

C. U. Lowe, “The triple helix--NIH, industry, and the academic world,”
Yale J Biol Med, vol. 55, no. 3—4, pp. 239-246, Aug. 1982.

“SME development in ASEAN,” ACCA Global. [Online]. Available:
http://www.accaglobal.com/gb/en/technical-activities/technical-
resources-search/2016/october/smedevelopmentinasean.html.
[Accessed: 18-Mar-2017].

“Beverages in Indonesia Country Report,” Euromonitor International,
2017a. [Online]. Available: http://www.euromonitor.com/. [Accessed:
12-Mar-2017].

“Beverages in Malaysia Country Report,” Euromonitor International,
2017b. [Online]. Available: http://www.euromonitor.com/. [Accessed:
12-Mar-2017].

“Beverages in Singapore Country Report,” Euromonitor International,
2017c.
12-Mar-2017].

“ASEAN Consumers and the AEC,” J. Walter Thompson Worldwide,

[Online]. Available: http://www.euromonitor.com/. [Accessed:

2013. [Online]. Available: https://www.jwt.com/en/. [Accessed: 2-Apr-
2017].

H. L. Smith and L. Leydesdorff, “The Triple Helix in the context of
global change: dynamics and challenges,” Prometheus, vol. 32, no.
4, pp. 321-336, Oct. 2014.

“Thailand’s Food Industry,” Thailand board of investment. [Online].
Available: http://www.thinkasiainvestthailand.com/download/Food.pdf.

[Accessed: 21-Mar-2017].



aasaadwinaluladina-diu : v3nrsgstouazaim

a4y A o A A
ﬂﬂ 6 IULUN 1 NNINAN — NQ%’]?J% 2561

o o o v YA A a A 4
ANLBEWTIFA IR IUN LY LR UNAITNLNDRAIANNN

[

]
A a a

sssmiuwmaluladine-duu : vIwsgsfiauszmsn Wunsmdmminsdmuninisgsiouss

NN madﬁﬂﬂﬁ’%LﬂﬂI%Iaﬁvlﬂﬂ—fﬁﬂ% ‘.U‘Y]ﬂ’)']&lﬁ‘ii’]Lﬁ%a%:ﬁadﬁ&lﬁLﬂ%ﬂ’]H’]vlﬂf;l %%ama:né’an WATNIUULY
@9 a

dl i U dl o a a v o A dl a a a = = w dg‘
NNIAUBA LL&ZW?G&JYI%&%’]%J@]WSJWWL@W]%Y] ﬂ’]iLﬁ%ﬂ‘U‘ﬂﬂ’n&lL‘WaWﬁ]’]im"l@]W&lWﬁlu’Tﬁﬁ’li UNURSLBLARNIT

1. BANAITANSAITALNAMALRD ARNT
11 ifuwumenuilildegszninamsiiasanddud nieldldadszninansfiorsanvesiofisfuiaug
wazliaedRulunsaslaindeuislulszinauazdstszina snasageununinsaRuioFou
ANUTUAATEUVBINDHULALNEIRLAEN
12 Wuunanufiugesliiindennufassusneasse Jamanaizng ﬁmmaugsrﬁmaatﬁam
WaziANNNEABIAUNANITINT
1.3 uwmmﬁ"lﬁ%umsaﬁuﬁa:ﬁaamumiﬂszLﬁuqmmwmnﬁmaqm'g@ﬁ (Peer review) agn9tiag 2
YIueaunNaw mnﬁwmuﬁmaqmg@ﬁﬁﬂiuﬁuwmwﬁmm 3 ¥ s'fiaquqmg@ﬁmﬂﬁ@ﬁwuﬁ'lmﬁuL?\;J
ﬁ%ﬂﬂ%’uﬂgawmm‘lﬁmm:auﬁﬁu
1.4 ﬂaamsmﬁmimaaamﬁw%ﬁumsmmLLﬁ”lmgaJLLuuu“nmmﬁa%omﬁﬁuﬁmuﬁﬁuaums
15 uneny Taann mwliznay wazanssdsznay faRunassssiduenufadiudindives
Aidow nesussansms ilawsuAatevla g feduanuiuAareuvasfilionudinaagifen
16 doaduunanaitlisndafuant lisenidon wiadanautannuvesfiulaslilduenana
17 windduwnuwdaniaGoussnnawdnsdsana desiindngumssuanaliaRuiidusmoansol
FnwsnnvesarEIng
1.8 ﬁaaﬁmsﬁnﬁaﬁgnﬁaa wanzsunaunsaRun daluanusuReTouasdiuesnank
19 UnenufigstonasusInsms maamu‘ﬁﬂ%ﬁaﬂﬂdaﬁu@ﬁw

]
a I

2. 132NV aILNANNNTUNINTWIAIANNN

'
&) a

21 fwusduatuniduunainyidse Usznaudiy undates uniin ‘F@lqﬂizaaﬁmaamsﬁﬂ APainmMs

338 WNANNIIRY fyuszandiowng LRZLONENTONIDY
2.2 AwusdnaTuMniuunanydonms Usznaudiy undage Uni tiawd a7UHA WATlaNaNTEN98Y

RHWe : unanume nodasiiundatemensuaznmainge laglfundadenmeinoneuundada
MENBINOE UNANUAIIBIngE lddasdiunaadaniming

* 1ana1381984 LHunsuanensunaisnidsauninsensdsluiitenivesnuidion



aarsaawinalulagina-diu : v3rnrsgstouazaim

a4y A o A P
ﬂﬂ 6 IVUUN 1 NNINAN — NQ%’Iﬂ% 2561

3. oMRBANITIANNNARRIUUN AN

o A v o a & v o A 9 om Aa 6 a o g
EdL‘IJUu@]aﬁ%@WNWUﬂﬂ?quﬁquﬂﬂqﬁu@LWQIWNEﬂLLUUﬂ’]?@IWNWLﬂ%u'\@’]iﬂ'\uLLUUL@U?ﬂu 9NN

3.1
3.2
3.3

3.4
3.5

3.6

%%

PWIAVDINTEAE 1 ITU10 A4
Fwaunn anuenlidesndt 4 winszenw A4 uaglaiiin 10 winszanw A4
N30UVBIVIANA TUWIVDIVBLNTLANBINULY 2.5 TH. (0.987) duand 2 . (0.797) Mu
4y 2 @, (0.797) MmN 2 aw. (0.797) JUuuumIRumduuuy 2 aedui udazaadauid ning
8.2 . (3.23”) TTHLHIITTHINIABANI 0.6 Ta. (0.247)
STHERIITTWINUTING WITIIUTITTaseTasneNRAe] (Single)
fanms JUuLVvedanesIRlTuI IR # (Browalia New) FmSuunauA s ng
WAZNNENDING HIINNY LLa:‘u"nm']uﬁﬂummé’aﬂqwﬁmlﬁﬁgﬂ WULGENET INUE B 130% (Times
New Roman)
YALLDYAAT §) VBIUNANN fuadait
< Fakes (Title)
> UNAuMHIINg 1A 22 GIRK Trwannans
> UNAMUMHSINGE THIA 16 GIUWY TARUATINENS
o %E]EEL"TJ'&I% (Author)
> UnaumMH Ing 1@ 13 §I5IIN0N TRUATINENS
> UNANMHSINGE TWIA 11 GIFIINGN TMHATINENS
o ‘ﬁ'a@@iaﬁlﬂﬂu
> unanumM#ng 1ua 12 §2ie% mrwaninas
> UNAMNMHEINGE TWIA 10 F2La% TRUATINANS
¢ E-mail
> unanumsning l568nes Courier 11 9 §I5330AN FMUATINENS
> unamunedenne 1eEnes Courier 1W1a 9 §2FIINAN MAUANINANS
% UnAata (Abstract)
> Fa “undada” wwa 1 AaunIazian mwiadadne Tannwuluundade vua 1
> Ta “Abstract” 111a 9 AInm Az TvuaTadns Taanulu Abstract 1a 9 Gavw
% @dany (Keywords)
T#ldenandny 4-5 a1 Sufsdestuunanaiiiiaue laglwdaRudldundade
> o “GEan” Ia 11 @IRKIazian Mwwadadis Taauludaay awe 11
> o “Keywords” 10 9 FInmIMaztan truaTadns Tanalu Keywords 1910 9 Gawm
o gﬂLmumsﬁumf:ammaauwmw
> wataunan Usznaudiy uni (Introduction) Jagusadfueimsidy (Objectives) 3%
Giun133d8 (Methods) wam3de (Results) aytuazaidsena (Conclusions and
Discussion) Lan&1381984 (References) vﬁamszmkl,ﬂsu (Bibliography)
O wnanumenlng awia 12 asssue munsaionan

O fIJYlﬂ’J’]ﬂJﬂ']i&l"]é’\‘lﬂi]‘lsl' U@ 10 IBITUAN MRUATINAN



aasaadwinaluladina-diu : v3nrsgstouazaim

a4y A o A A
ﬂﬂ 6 IULUN 1 NNINAN — NQ%’]E’% 2561

> $vas09 32eU 1
O unanuaening aua 12 dauau muwadade
O UNANIMBIEINTE BWIA 10 A% MAKATATE
> $tasa sEeuf 2
O unanummning awa 12 §2iau Mwuadadnouaziiawdan 0.5 cm
O UnANuMHNEINge 1@ 10 2tau Munnedadioussiaawdnan 0.5 cm
> Lf':atéaa
O unanumening aua 12 G25358a0
O UNaMUAHIAING S YWIA10 AI5TINGN
> Faaning
O unanumm ing awa 12 §535000 Munefsnas wazlddemniionss
O UnANuMHNEINge 1@ 10 §1535300 fwuananan uasledomiana
> W22 lwanse
O unanumenlng awa 1 Gaswn Muuaninans
O UNANUMHNEINGE VU0 9 HIRWT MAUATINANS
> e luansne
O unanuasn ng awe 11 dsIsuen
O UNaMUMIBIAING S YUIA 9 GI5ITHAN
> Fannsznay
O unanume ing awa 10 2535000 ruuansnas wazladeldnn
O UNANUMHEINgE 1@ 8 §A535000 fmuansna1s wazladaldnin
> ey luanilsznau
O unanusn ng awe 11 dsIsuen
O MESINOE IUWI0 9 I5ITUAN
3.7 Ll@N&1I81989
& misdaluunanuldmedsbaunudisn awmasguana laolinanoaalueiaamans
fwy [ ] lasfidadiinmsdiow wiu [1] wia [2] wia [1], [2] w3a [1], [3]-[8] w3 [9], [10],
[15], [16] wnfimsssdasnunanudulildmunsaty
& M389BThEuNANY AdasZsmusduunanuAidoussdsluiiaodes uasldnssnsdany
suuvyuves IEEE f’ﬁaﬁhuuﬂgﬂuuumnﬁUua”ﬂa'éod'mﬁwf_mwmwmuﬂs:mmm 9 A96aEY
deluil (mm‘mﬁﬂmmslﬁj‘wmﬂmsa”wa?mmugﬂuuuﬁﬁmm"lﬁﬁ https://www.ieee.org/
conferences_events/conferences/publishing/ style_references_manual.pdf)
% unanamsing IEednwIuTaTaee #7 (Browalia New) 211@ 10 615333001
N139198991nUNA1IN 8215815
[1] %‘aﬁu@'a, “Gaunaw,” 59273573, 99, atiud, wawinunenundrsse, TR,
[2] D. L. K. Tay and C. T. Tam, “In situ investigation of the strength of deteriorated
concrete,” Construction and Building Materials, vol. 10, pp. 17-26, 1996.



o0

aarsaawinalulagina-diu : v3rnrsgstouazaim

a4y A o A P
ﬂﬂ 6 IVUUN 1 NNINAN — NQ%’Iﬂ% 2561

[3] #Aaw1 Fudsziaiged, “eddinITuwInen,” 13T 1ITIANAITASURSUUBLAITT, 4 27,
%ﬁUﬁ 15, Wi 37-42, um’mu—ﬁqmﬂu, 2554

N1591989910 INYIANE A1TENUS

[4] Bofues, “TaFasiniiinug,” Inmninutuiomsiinug Sedediann (1), 9o
uwiinende, Teifles, Tevszne, DR,

[5] d3uns W@ugsdad, “maalvauszniiensiguansmsianzyasiuiNdudan
Tauazlnung,” Inefinus .. (af), WINERBINBATARGST, NTINNY, 2551,

[6] J.O. Williams, “Narrow-band analyzer,” Ph.D. dissertation (Electrical Engineer-
ing), Harvard University, Cambridge, MA, USA, 1993.

n138198991n131 528N 1932117

[7] %E]ETLLGI'\‘], “Gaunainy,” ﬁamaﬂngﬁmmz ﬁaz/amn/xgm?mmz Toanufi
Faaru, Tu idou T Aidaau, wuniin,

[8] #apn Hudszialsed, “nansznuvasvmalFuHIuguENaIIz89IUIag Orifice Uaz
Nozzle daqmauian1sinzasuaiing,” mﬁlizigm?hmnmﬂ?aﬁw?mmmm?ﬂma
ll?f‘i'dil?::t?’lﬂ,zylﬂ ﬂi‘%ﬁ‘ZB, MENETT 28, '5(1%'?@]‘1]6%%?;%, 15-17 @JQ’WWJ 2557 % 316.

[9] S. Vinta, “Analysis of data to predict warranty cost for various regions,” Proceedings
of the Annual Reliability and Maintainability Symposium, RAM 2009, Fort Worth, TX,
USA, January 26-29, 2009, pp. 78-82.

UNANMANBIBINAY HEN1T INUF %2 1537% (Times New Roman) 211@ 8 61535001

Books

[1] J.K. Author, “Title of chapter in the book,” in Title of His Published Book, xth
ed. City of Publisher, Country if not USA: Abbrev. of Publisher, year, ch. x, sec.
X, Pp- XXX-XXX

[2] L. Stein, “Random patterns,” in Computers and You, J.S. Brake, Ed. New York:
Wiley, 1994, pp. 55-70.

Conference Technical Articles

[3] J.K. Author, “Title of paper,” in Unabbreviated Name of Conf., City of Conf.,
Abbrev. State (if given), year, pp. XXX-XXX

[4] J. K. Pink, “Article Title,” in Proc. International Conference on Green Computing,
Paris, France, Jan. 2012, pp. 50-55.

Thesis and Dissertations

[5] J.K. Author, “Title of Thesis,” M.S. thesis, Abbrev. Dept., Abbrev. Univ., City
of Univ., Abbrev. State, year.

[6] J.K. Author, “Title of dissertation,” Ph.D. dissertation, Abbrev. Dept., Abbrev.
Univ., City of Univ., Abbrev. State, year.

[7] N. Kawasaki, “Parametric Study of Thermal and chemical nonequilibrium nozzle

flow,” M.S.thesis, Dept. Electron. Eng., Osaka Univ., Osaka, Japan, 1993.



yssaatwmaluladina-dide : usnsgstauaznm

a4y A o A a
TJ‘YI 6 AHIVUN 1 dNNIAN — NQ%']EJ% 2561

AIVUEAITUULUAIDNHS

Browalia New 22 Bold | Center Times New Roman 16 Bold | Center

Browalia New 13 - Center Times New Roman il - Center
Browalia New 12 Italic | Center Times New Roman 10 Italic | Center
Courier 9 - Center Courier 9 - Center

Browalia New 1 Bold Left Times New Roman 9 Bold Left

Browalia New 12 - Center Times New Roman 10 - Center

Browalia New 12 Italic Left Times New Roman 10 Italic Left

Browalia New 12 Italic | 0.5 cm Times New Roman 10 Italic | 0.5 cm

Browalia New 12 - - Times New Roman 10 - -

Browalia New 12 - Center Times New Roman 10 - Center
Browalia New 1 Bold | Center Times New Roman 9 Bold | Center
Browalia New 1 - - Times New Roman 9 - -
Browalia New 10 - Center Times New Roman 8 - Center
Browalia New 1 - - Times New Roman 9 - -
Browalia New 10 - - Times New Roman 8 - -

4. I/NTIAFILNANN
41 liouazdesdasIunannduatuiiwin 1 7ad WS doc w3a .docx uaz .pdf WiBnLUUKUY
WasunssIunau awsawsanwﬁuLwﬂIuIaﬁvlﬂﬂ—ﬂjﬂu U 1 70 N9BLUA journal@tni.ac.th
4.2 mmm@ﬂﬂauﬁﬂmﬁmau wazeilnaauuuwasulsznaunsssunaa'léh http:/journal.tni.ac.th
4.3 dauwmmaau"laﬂ@?ﬁ" http://it.tni.ac.th/tni_conf/openconf.php
Lfiaﬂaausim%mﬂﬁ%’uuwmwm:@htﬁumsdammmmuaﬁmaqmu@ﬁmsmuwmwLLa:LLﬁawa

9
a v

msﬁm‘smﬂﬁﬁ{@s.muwmwvmu ﬁﬁﬂ%ﬂu%ﬂ’ﬂ&lﬁNW%ﬂ’]iﬂi:Lﬁ‘lﬂ(ﬂEJEEY]‘NQM’J@NLLR?%ﬂﬁ%ﬂﬂ’]iﬁﬂ&lﬁﬂﬂ%

Q

dl L
MNIRSNaIHsunTda 11



aarsaawinalulagina-diu : v3rnrsgstouazaim

a4y A o A P
ﬂ"ﬂ 6 IVUUN 1 NNINAN — NQ%’]H% 2561

4 1 ¥ = | q'
wuuWasunisdsunana Nsssaatwmalulad ng-ditw

L]

Hai3as 28T ) T I
R E RN G0 LI L R

a o o A
wan (/1auN 1)

szianunananiane

O UNANVITINNT O UNAMNIRY

“Prwmiussiliousan (i) veiusesi uneanuiauaandt delie glasunsdfunussldldagszning
nszuAMmIRsanasaRulwsE WS e R R Waule Tawidn wazgliousan PayauFUENTUNANNAIETUM AR
Tturaniiunaluladlng-giu uazsausvlundninasinmsiosanduariy Tasuseulwn asuTTNEMITAMERaIIN
anautluduatuldaufiingunis femnluunanauidennu ense wianmwdszney ﬁazLﬁ@§m§w§maaqﬂﬂaﬁ%a
wihzamau WdeduanusuRereuvastiwn wazdilouiuudin e @



2sarsanrvwmvaluladlne-du : usSuisgsnavazniun

1976 AU 1 UNIIAN - AuIaw 2561

"iunn LARINIRIR dinainzied cdnimiuns

AMSIAINITINANFAS

nangasszaulsyy1a3
- ﬂé’ﬂqmﬁmnﬁwmuﬂuﬁ (Automotive Engineering, B.Eng. : AE)
- WANFATIAINTINNINAG (Production Engineering, B.Eng. : PE)
- ﬂé’ﬂgmﬁmmmﬂawﬁ'smas’ (Computer Engineering, B.Eng. : CE)
- %ﬁ'ﬂg@ﬁmﬂimqmmﬁmi (Industrial Engineering, B.Eng. : IE)

- ‘Iﬁﬁlﬂg@ﬁﬂ’mﬁuvlww’l (Electrical Engineering, B.Eng. : EE)
wangasszavysyaln

- ‘Hﬁ'ﬂgmmﬂiuiaﬁﬁmm‘m (Engineering Technology, M.Eng. : MET)

amcinaluladarsanme

a

nangasszavlsya1n3
- nangannaluladasawne (Information Technology, B.Sc. : IT)
- nangannaluladia@fide (Mutimedia Technology, B.Sc. : MT)
- nangannaluladaIawnan1agsiia (Business Information Technology, B.Sc. : B)
- vxé“ﬂgmmﬂiuiaSﬁ%ﬂ”amq?}amimamu (Digital Technology in Mass Communication, B.Sc. : DC)
wangasszavysyaln

- wangasnaluladaIauing (Information Technology, M.Sc. : MIT)

AMEUINIIIND

nangasszavlsyyins
- WANFAINNIIANTANEIWATIN (Industrial Management, B.B.A. : IM)
- %5ﬂgmu'§m‘a‘§‘sﬁﬁlrﬁlju (Japanese Business Administration, B.B.A. : BJ)
- ¥ANFAINIIANNITINITZRINUIZING (International Business Management, B.B.A. : IB)
- WANgATNNILYT (Accountancy, B.Acc. : AC)
- %ﬁhgmmiﬁ'ﬂmiﬂ%’wmnswwﬁunufﬁﬂu (Japanese Human Resources Management, B.B.A. : HR)
- nangasmIsamiladafnduazlggUniu (Logistics and Supply Chain Management, B.B.A. : LM)
- NANFAINIAANALTITIETIA (Creative Marketing, B.B.A. : CM)
wangasszavsyaln
- BANFATNNITIANIAATINNTIN (Industrial Management, M.B.A. : MIM)
- %ﬁ'ﬂqmmi’naLLN%LLa:ﬂ’liﬁ'ﬂn’mfmﬂaﬁqﬂﬁﬁ’]%%’ﬂ@ﬂi:ﬂaumi (Strategic Planning and Management for Entrepreneur, ’
M.B.A. : SME)

- %ﬁ'ﬂqmu?miqﬁmﬁﬂu (Japanese Business Administration, M.B.A. : MBJ)



Marketing Mix Factors Affecting the Purchasing Decision Behavior of
Pork Retailers in Swine Purchasing in Chumphon Province

Aeay i, Ygns Wauiuduns

The Effect of an Evaluation of Teaching English Curricula Used Students’ Two
Faculties in Rajamangala University of Technology Phra Nakorn

Somsong Suparp

The Road to Customer Journey

Muenjit Jitsoonthornchaikul

The Triple Helix Model for Thai SMEs Export Promotion: Healthy Beverages to
Singapore-Malaysia-Indonesia Markets

919906 RWFITIN, D903 NEAER, ﬁa\jg B 1asmil ﬂ@‘iﬁ’mm

41

46

53

58

Thai-Nichi Institute of Technology
1771/1 Pattanakarn Road, Suanluang, Bangkok 10250, Thailand.
Tel : 0-2763-2600 Fax : 0-2763-2700 e-mail : journal@tni.ac.th http:/journal.tni.ac.th



