Journal of Business Administration

and Languages (JBAL)
Thai-Nichi Institute of Technology
Vol.10 No.2 July - December 2022

(dUnuQE) 6090-¥LLZ NSSI

SINESS

STRATION

91SaISUSKISSSADUATNIVY
anUunAtulading-«ylu
URA 10 atun 2 asnqiAu - SusiAu 2565




MIHITUINITTINAATN1ET

Journal of Business Administration and Languages (JBAL)

v

U1 10 afudl 2 nsnAs - $ues 2565 Vol. 10 No. 2 July - December 2022

ISSN (Online) 2774-0609

- /

auduun

[

swantumaluladine-guu fulsuisaiuayunismewnsunauanrani3deniaunm edulsslev
lumsiauanuiiidsay lngeneaiagsiauaganavnssy 39ldninasansivims fe Msasuimsgsnauay

M (Ane Nsasantuwmalulagve-guu | UINIgsiuasnw)

IngUIzesA
1. o UAT LA IHULNINAN WL YIUTINTTINIUAL AT AN
2. wisludenanslunisuanidsussdanuimensideluaviuimsgsiauaznim

3. WoWWUIANENINNNTITYAUIUTINITTINAUAEA Y

NUshw

FOIFNERNTINTINGUAT FABIIUUN

YOULUALLDN
UNAMIITENIAIUUTINITIRRAZA W baln US1N353R 9RaImNIsunIsnEe uyvemans deauaans

NMWIANERT NISANEY AIANYITEIINCTAIUSTIN NTADUAIYT USMTNTANYI Lagd11du & MAuItes

ANVUADINLHNYLNS
MIATANUNNEWNTSE 6 hou (Taz 2 avu)
- U 1 unsau - Nguieu

- atufl 2 nsngAu - SuAL

EULTEN
amﬁumﬂuiaﬁwa-zﬂﬂu (Thai-Nichi Institute of Technology : TNI)
1771/1 QUUNAIUINIT WUNEAIUNA LUAFIUNEN NN 10250

1771/1 Pattanakarn Rd., Suanluang, Bangkok 10250



U58415N15

@

JRIANENTINNTE A5.50ANT 15IARIHUT

ABIUTITUISNIS

1.

AN

v o N

JOIMANTIANTY 733913950 ABFITTV
FOIMANTIANTY AT.ITUITH Uetauel
HYI8MEn519158 A9.9191 Wse

599A1@n 519715817 MUTUU

T9IAANTITEUTIAN 29339535
frhomansasdiin annmiatan
919158NT0UA Huum 185A1

JOIANEANTIN TSI TIA LaAludne

HYI8AERI19158 A.5T00TUA J9TTY

AIZNTTUNTITANEUIIU

N R LD

a

FRIFNENTINNTE A5 qUATEY
FRIFNANTINTE PT.I5INT ASYINITNEG
5ANENTITE A5 FuR I lyeruyed
ZPRIPEAN ufyl,?im

AT.ATIENT UWYIAS

HYILANERNTIA5E BUTNIR TN

HYemans191358 as.Juuvin 2eudns

NSANADNBDIUITUISNIS

an1dumalulaglne-guu

wIneaededlnl
andumalulagnszanuinaidnunm AUy

@

Medundnsnil

NI N59asy
(8AN19158UsETUMNINU5ITUAIENS)
WATINEIRBNYATAIENS
antumaluladnszasuinandinunmsaianse U
an1tumeluladlne-gu
anrtumeluladlne-gu

aotumalulaging-giu

8. AR Uszandud
9. UNAIFNA UIBAYAL

10. W19a135948 uFuum

11. W80AT WIS

12. wannuisn Aiauna

13. UNAIDITAT FTLLIVOIS

1771/1 QUUNAILINTT LUNEIUNRAN LURFIUNAY NIWNNA 10250

Tel. 0-2763-2600 (Ext. 2704, 2752)

Website : https://ph01.tci-thaijo.org/index.php/TNIJournal

E-mail : JBAL@tni.ac.th

(Y

a Aaa
UV]ﬂ’JWZJ’Jﬁ]EWmWﬂJW“LU’Miﬁﬁa

nesussansnshifidnsuinveuls o fedunnusuRavouvesdideuusiiieadiien

Tuanufaiudiuiivesideu



https://ph01.tci-thaijo.org/index.php/TNIJournal
mailto:JBAL@tni.ac.th

UNUSIUISNS

a 1

NOIUTIUIBNT IT1TUTMTTINMAAW (JBAL) danudRgufegredamnsasiasuayaulawaznis
gousu 1NUNITY 919158 Uazlnfny dIauNIFUNITRAITUITIVIULIN AI8TEUUNTUTETUUNAUNLA
WNTFIENANNENTIAAARNIEN iUl ki unanulasunsdadenTvafiuiluinsas JBAL NN
yaude UM 10 atudl 2 (nsngew - Sunau 2565) U ynunaudaunmgalufivensuluisivins

v a o a o gj [ 4 o .

wlevereasasiiasaunsuunanunduiiniwilng uaza1wdingy n1eldinissusesves TC (Thai-

Journal Citation Index Centre) nasuilssunsinuilunsarsatull Fsanunsanluldusznaunisdnsanisiinm
wselglunsvesiumnimaivinisia

' v

NNBIVITUISNITUTIN UnenulasunisanunluIsarsatull azidulsslesinsoldnvesunainy

Y (% @

"398 UNANE warnolvinuselevlnalan1sIv1InskasItevealsena

@

JRIMEANTINTE A9.5AANT I5I0AATIUS

USIUITNNT

Editorial Message

Editorial Team of the Journal of Business Administration and Languages (JBAL) is delighted that the
journal has attracted attention and recognition from researchers, professors and students, submitting a lot
number of researched articles for consideration. All submitted articles are reviewed and evaluated by
qualified experts to meet national and international standards. This is to ensure that all articles selected
for publication in the JBAL journal in the past, including this issue; Vol.10, No.2 (July — December 2022), are
of high quality and are accepted by the academic community.

The policy of the journal remains the same for accepting articles in both Thai and English languages
under the accreditation of TCl (Thai-Journal Citation Index Centre). Therefore, the accepted articles that be
published in this journal can be used for graduation and/or can be used to apply for academic position.

The editorial team hope that all articles that have been published in this journal, will be beneficial

to authors, researchers, students, academy and research of the country.

Assoc.Prof. Dr.Ruttikorn Varakulsiripunth
Editor-in-Chief
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Abstract

The objectives of this research study were to analyze a confirmatory factor of customer engagement models in
online shopping platform and to prioritize the factor. Questionnaires were used to gather the data from 461 online
shopping platform users. Confirmatory factor analysis indicated that the four elements of customer engagement
models in online shopping platform model were statistically significant at 0.01. The factor loadings ranking from
the highest to the lowest were 1) Passion (PSN), 2) Confidence (CFD), 3) Pride (PRD), and 4) Integrity (ITG).

The results of this research will be the basic information leading to the formulation of a framework for business.
Entrepreneurs or developers of online trading platforms to be easy to use system stability. Helping in case the
customer or user needs help asap. It is safe to keep the user's information confidential. Prevent data theft for

illegal use or causing a nuisance to the owner of the data. Develop the platform to cover a wide range of users.

Keywords: Customer engagement, Online shopping, Platform
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Abstract

The objectives of the study were as follows: 1) to study the methods of digital media insurance policy
presentation and traditional sales, and 2) to study the marketing mix factors (7P’s) that affect the digital media
sales of life insurance policies with traditional sales. The sample group used in this study was 400 life insurance
policy sales representatives. The questionnaire was used as a research tool. The statistics used in the analysis were
frequency, percentage, mean and standard deviation. The results of the study showed that 1) It was found that
the digital media sales presentation of life insurance policies There are more sales of life insurance policies than
the traditional sales. 2) Digital media insurance sales presentations. This affects the presentation of life insurance

policy sales rather than the traditional sales model. All aspects of the marketing mix factor (7P’s).

Keywords: Digital media, How to present life insurance policy sales, Traditional sales
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Abstract

The objective of this research was to study the technique of presentation and the type of content used in
communication that affects consumer engagement on the Facebook Fanpage GOMO by AIS. This study and
comparing 3 months, focusing only on the 4th week of the month including October 2020, January 2021, and
February 2021 because during the period there were posts covering all issues to be measured. The results of the
research showed presentation techniques such as photos, Video, and infographics. The most engagement on
Facebook fan page GOMO by AlIS is the infographic presentation technique because it can summarize information
that is difficult to understand for easier reading. For the types of content used in communications that affect
engagement and analyze content categories (Type A) and (Type B). Content (Type A) affected the highest
engagement in Brand & Promotion while Travel content resulted in the highest engagement in content (Type B.
This means that in addition to consumers interested in travel content, content types that are involved in marketing
promotions such as Brand & Promotion that are discounted, redeemed, and given away, help attract attention and

lead to engagement between consumers with the next brand.

Keywords: Analysis of technical presentation, Content analysis, Content marketing, Engagement, Facebook fanpage,

GOMO by AlS
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KFC $uiuaziloldunisairennumanndy TgfRnanu
Tudnunumaves KFC

Brand Engagement i 33n1sdeansseninsesdnsnie
wusuAkazn1TaiaNduiusiunguidvang (Mude,
Sawalkar, Ahire, & Muluk 2021) miﬁﬁﬁimﬁdmiwﬁ’u
wusud wenwiennmsteduduasdunidlutnguszasd
mensmanaiidd dsnsildusaudinlnganintuuy
Tanooulat MansuansauAniiiu nsnaladuazues
Hagtumednldaigniaulnidielvguilanausouans
orsuafldnarnuatsuindu snniinianaladuuuiia

(Anyaphat Varataveesawat, 2019)

—_

) nagnla (like)
2) nasnwae (love)
nngd (haha)
nA112 wIaUszranala (wow)
nn¥edlit (sad)
nAlNss (angry)

7) navadle (hug)

yaurieAfovesainy faundswug Alddnuidos
“MTIATIERANUNLNBTBIN1SNALAA (like) NSABILUUA
(comment) kagn15NALYS (share) Uul,ﬂ/\léljﬁ:ﬂ (facebook)
Tuvsunvasaulne U 25607 wuin aulnedeulddydnual
nsnalad (like) snfign vindsgiludsdnuds nsne
laduesnulngiiy fianununeulsgauagia 42 AUy
fausinmsneladiuonanlannumineg1anseilaud 2
AUYINY fD "?J'usuaw,azgﬂh a814l5Anu n1snalannds
Aonununoudslasnda 40 arumune vzl Vanitcha
Wankawisant (2020) Tuiiules Digitory Style na1afiens
vhauweanadnudazUszian Afgeuszasdlunisldaui

wAnA19Y Toukn
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wiendrus (Facebook Profile) Wudedsnueeulatii
wiunsdeasiuiiion audn milndmuazaseunia

wiwiinngu (Facebook Group) [unsdeansuasldyene
lwzandnanglunguifiannuveu auauladasiig 1
Aoy aundnanansolnaddonu sunmuagialels 3
dunBnaud 9 Aavannsailnadiy o Wiy venani
fyanansadarseduanududiudld 2 sedu fo nqu
as1saue Tfldnuduansaveaiiulnadnielunguls (us
Laianunsaasrslnadle) daudnuuudengudausa gladaudu
Tdanansaiulnadlunguls

wigdnuvlung (Facebook Fanpage) Ltiugsia luauds
yAraanssaly ansadamuanuiasylmnlansneadany
(follower) w3anagnla (like) Fslsifinsdrfnduginna
v e gnurumaiilonialuniniiudwiugAnaule
wnnd newninadazgnuanafuaisisay uoninids
aunsafiudulediiieainsnnuindetio uanslainduves
gsfamiesuld (location) Winduugguamalduasds
anunsndelavaniievhmsTuslimma vioaudldde

Nimmata Kositsomboon (2017) nd1331 Msasranadn
wwmalitugsiavsasusualunisadisinuliiuausi
vosgsRavidouUsusay 9 ¢ Sniedfadudesmiluniadig

naudmunewagdeansiudusinadnuiuunlaeig

4) F/NSAMANUITY

v

] a

nsAnw1ITeATalidun15ideBsnmnn (qualitative

q
¥

research method) A® NM53ATIELLEM (content analysis)

'
A o

lngthdeyavednadnuniing GOMO by AlS flduiuAy
NARAMLT LR 13,226 AU WTILATIER F9983N5IUSU
Feumaianmsiauenielueniindi 4 lneinnzasiaan
3 iflou s anAw 2563, UN3IAN 2564 LagNUA1WUS 2564
idesmnlutianadinaniinisinadiaseunquynussiiu
flazTana uaziiduanunsmhdeyainnsivaeuandnsy
Joya (data triangulation) MmeFsiIguliiguteyadnnnis
é{“&mmLf:amﬁﬂﬁﬂgiw,wiaznm Fednwmniomilaau
wiloudulazaiunsadnunnisiaueidu 3 wuu leun
5Un (photo) 3dile (video) uagdulnns #in (infographic)
$1uau 9 Tnad saudeduundsziamion (wuu A) uay

(v B) wiedwndasideudoua 31w 14 nas Useneu

30

Fewilom 4 Uszuan e omilfuusslowd (brand &
promotion) \ilovwan (brand & lifestyle) domiAeau
A9ng3y (activity) wazifouniialy (lifestyle) @ruvD9
Ussiamiilenn (Wuu B) Taaieunnsias - nuaius 2564
Usznaumeiiom 6 Ussuam T iemanunszua (trend)
ilomifuuselewed (brand & promotion) Wewnieaiu
1Ny (gamer) dlemsuaue (minimal/chil) dowmioadten
(travel) uaziiloniAiaiuAanssu (activity) i]ﬂﬂﬁ?uﬁwsﬁaaﬂa
fsuunlinndasieiuazduiinasnsissiadmiunis
Ans1iien (coding sheet) 1azvin1stiusIuIuves
wliansthiaue Ussnvidomuasnisidnsiuvesiuslag
w1 Tad (like), mBLLUWA (comment), w$ (share) wazlu
Wwain3A21N3aN (reaction)

4.1) Usgring

vy
YA o

dmsunsideasslifidedenidnaiiudeyauuun Aol

(secondary data) Wuteyaidsdnanmatnuviumwa GOMO

Y 9

a o

by AIS sagluninanguseianuivnenulnsauuiag n1s

= A

Tiusnmsdyganasotielvsdnndetondoud lnelven

31 flwAw 2564)

'
o

HAARAUUUWIIING 13,226 AU (Yeya o Tuil

] P
= =]

4.2) in5oedlonlFlun753e
fdeldsmuandesiiofldlunisdunidtendsd do
as1eduiindeya vien1s19assiadniun1siaT e
o (coding sheet) Usznaudng

dwil 1 ssaieiusunuasdadoyaUssian
Lﬁammmwsejﬁmmmwa GOMO by AIS (kuu A) wag (Wuu
B) $1uau 14 Tnad uwuadudarnfiounainn 2563 waziiiou
UNFIAY - NUAUS 2564

dwdt 2 Wumsslunsmunusasdundeyamadn
Tunsihiaueiledeasdeyauniuslag Uszneuse amils
(photo) Al (video) wadulwns1¥n (infographic) Iaein

doyaunUSeuliigunaiun 9 Tnas

4.3) M3RATITITeya

£

Yaya (coding

U

WidgasiaIediodimiunisiaduiin

sheet) WiaAliun1sAsIzvidea 2 du Al
| a & v X '3 =] &,
dUN 1 Lﬂ‘ueuaﬁ,daLuamﬂwamuumwﬂLLWuLWfﬂaaﬂLUu

2 f1u Ap Usennilamuaginatian1sunausiiiani



d1ufl 2 2T wulnas waziunaufitaIusm
Tngazuansansiiaiusuiiusenousie Tad (ike), Aousus
(comment), W3 (share) wazUuuansnIwIan (reaction)
nTayaldadnvaunNsdnuruing GOMO by AIS 581314

WURAIA 2563 UATINTIAY - NUATUS 2564
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5) NNV
5.1) RamsiaTsimedamsinaueiiomidmanenisi
Fausamyeusinavumnuniuna GOMO by AlS
mahauslundsidannsauanmaiinsziuazuianain
nsihiaueiievnidssaenisildiusuuuurumaradn
GOMO by AlS sfamsnasioluil

M3 1 agunanTieseidnuulnadveanatianisitaveuumlednunuma GOMO by AIS

TEHIE - . _ Aulslngiin
watlamainsus | gUnw (Photo) Ifla (Video)
(Date / Week) " (Infographic)
Like 13 24q 28
Comment 5 3 0
19-23
Share 2 3 i}
fA.A. 63
Reaction 0 0 0
Total 20 30 28
Like 18 13 32
Comment 2 11 9
17-23
Share 1 0 i}
ilA. 64
Reacticn 0 2 1
Total 21 26 42
Like 19 23 249
Comment 3 5 1
21-27
Share 1 i] 3
n.N.64
Reacticn 0 2 4
Total 23 30 32
Totally 64 86 102

ayunamsliaseiinaianisinaueuuednunumg
GOMO by AIS 'ﬁsmwﬁaw}mﬂu 2563 uazunsinmy -
nuAUS 2564 TaeiUFeuidisumaiiamstiaueia 3 wuu
Laun 3Un1n (photo) 3fle (video) wazdulnnsaiin
(infographic) fiimswmeunseglutisefindd 4 vedluusiaz
\Weou nui1 mallafidsnadenisidiusauanniige 1iun
wiatiansuausiuy “dulinsiiin (infographic)” Tnewa
yesmstidnsingsgaegluriefing? 4 veufeuunsam
2564 sesmanfnAliAnsULaUERUY “Ifle (video)” d
NaveINsHdILTINgeaalutiseindd 4 veudeunaiau
2563 uag NUAINUS 2564 wavarsuanvnefewmailnnis
Wiaueluy “5Un1m (photo)” dnavesnsildiusingsan
Tutsenfing?l 4 voudiou nuaniug 2564

dlewsnfionsanazifiuinumaiansiiaueildlunis

doansidwmarianisidiusiuvesiuilan wudl nadanis

31

thiausuuugUnmildiuiuanniign uiufiseinovaues
vosffuslnntosiian demaladnunuing GOMO by AIS
anunsathdeyauazarmiluFesing 4 snaglidy nsvdy
dielifuslnadladenldiemntu Tnsssdusznavdan
Tngjagidemnusoziign s iin wazdinifgu iieLiis

ANnuLaula

5.2) wamsnTIzissnmidoninisdeasitaaasiontsi
Fausmveguslaavumynunumng GOMO by AlS (Luy
A) uag (WY B)
askanINaileTTiLazLUssLnnveaiion
ponJuuuy Auay WUU B ogneay 3 Liaulvin 9 fu
ilosnnfianuuandnsiulunisienagnslunisiiney
s lelvinseiuaudosnisvesnguitineneg fan1sns

seluil
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M15°99 2 : wansdwulnadussianveaiomnisdoasuumedn

L1Wa GOMO by AIS (WUU A)

Ussmiomansdasns druulnad (a3 Souaz

Brand & Promotion

¥ da . . B 17 3777
INEIW1‘11IF\17!JIHH17JaﬁﬂUlLUTuVﬂLﬂEIUiIHﬂU
Lifestyle & Brand

& Ao o 2 e . o
WamniiaaiadanusuTesdiumii tag 11 24.44

; & e
Tdrrumlsiasluliiends
Lifestyle

& da = o prry ; « 11 .44
wWamiduauaiafunsdiinuasladaleg
Activity

Py . - d .o ] 13.33
WamnsiEunyfans meiadaeiunviuny

ket a5 100

PINENTWNUIN TUTLLAMLBMNNNSHOESTNUA 4 KT
s Herianun 45 Twad LaglSesannusenIneuseLan
deninisFearsnddwulnadiiuiniian lufisszian

Wemmsdeansiidwiulnadtasan

AN3197 3 @ wansnulnadUssinnveaiomnsdeasuuedn

WU GOMO by AIS (kuu B)

Urnandammsdoss Fulnad (a3) ouaz
Trends
¥ - . P
Wawnsdmamsus inmensewalszau 9 23.68
T q Tudsnu
Brand & Promotion
& e - v_w . 2 8 21.05
wavniidenuigtasiususuiua: Tushdy
Gamer
& i ed o . o
wamlavalaaiminauainigiiunsld 7 1842
fumniin TauAuLLe
Minimal / Chill
& . i o o a P
wawlalaleaiminauaineiunsinseu 5
o 1315
BTU4ELUTELEY
Travel
EEr oA ) 1
WEWIUIEUDA 1T Going out ¥ alu 5 13.15
UsznAnazsinlszme
Activity
¥ , . P 4 10.52
Wawimsaununan T esasun1TIe

U 38 100

PINPNTINUIN TUTLLAMLBYNANSHRANTNIVLA 6 KD
silorianae 38 Twad LaglSusannusenIneusenn
evnnisdeansiidnuulnaduiniian WsUseianilen

nsdeansndduIuesign

5.3) Han15uATIEYNla T INve U InAvua Unun
iwg GOMO by AlS
dmsunanTinseinisiiduniuvesusinauumedn

wrlwna GOMO by AlS az@1unsausnnsitAsIsieanidy

32

2 wuu 1) Uszanillesnnisdeans (uu A) 2) Uszaniilen

AM5@9a15 (WUU B) Falinannsidenanabul

M50 4 : agURanITIesEiUsTinnileninisdeans

(WUU A LagLUU B)

TEYLLTAN 2
walanT Uszamiiawn
{Date / . Like Comment | Share | Reaction | Total
sl
Week) BUU A Wi B
gilaw Brand &
13 5 2 o 20
(Photol Promation
Ffla Brand &
29 3 3 [¢] 30
(vidao) Promation
19-23
a.p. 63 | Bulvinsdln | Brand &
28 o o o 28
(Infographic) | Pramation
silaw Lifestyle &
23 1 o] [¢] 24
(Photo) Brand
gl
N Activity 14 3 1 o 18
(Photo]
TEYELIEN 2
waiiams Uszamilawn
(Date / N Like | Comment | Share | Reaction | Total
Unsla
Week) BUU A WUUE
gilam Brand &
28 5 3 o 34
(Phota) Promaticn
Fulwinsiiin
Trawel 32 9 (o] 1 42
(Infographic)
17-23
i.A. 64
gilam Minimal /
18 2 1 o 21
(Phota) Chill
Al
Activiby 13 11 o % 26
(idao}
Totally 123
Fulvnsiin Brand &
2 3 4 32
(Infographic) Promaticn
guaw
N Gamear 17 3 1 z 23
(Photo)
A
21 - 927 “ . Gamer 13 4 0 3 25
(Photo)
. 64
A
* Trawvel 29 g 1 2 35
(Photo)
Frilo
Travel, 23 5 z 30
(video}
Totally 145

mndeyaiiliagunamsinnesivssanidomnisdeans
fidanaronisiidiusrinvesguilaavuedauiuina
GOMO by AIS faustfufl 1 anau 2563 — 31 fiune 2564
TnewSsuifisussnmidomnisiioans (wuu A) s

Wovnavius 45 Ias way (WUU B) Sau3uuianianue

f < aa ]

38 lnad Fandinmswmeunsegluyitefingn 4 vasluusiag
wou Iagddnuiu 14 Inanfiidenu1vinin1smaass wuin
Usstaniilennnisdeansiidanasion1sddiusinvesuslan

vl nunumg GOMO by AIS (Wuu A) Fowdlomussian



“Brand & Promotion” ﬁﬁ?’]muiwaﬁumﬁqm 3 Iwa 31n
nstnadifon 5 Twad lnefinsinaueiennumaina
WUU “Ffle (video)” Anasiun1siaIus gy 30 #3e
Aol 25%

MM EVINANSA ﬂmﬂizmwﬁaﬂm “Brand & Promotion”
fdsnasonisildusanuiniian LﬂuLﬁamﬁﬂdnﬁaqsﬁ%
wazuusus Snsludemeinisldiu dunsunisatasldny
GOMO by AIS TsTuduainusidumesidnluudazifiou
Fudsmsdauasunsean Seandiiiuin nan1sidemaia
maiausluguuuUIAleansnsateiiuasiaulalii
omlg

dlousnfionsanvseianiiomidimasnenisiidiusoy
v dnunuimwa GOMO by AIS (WU B) iy fuszian
Hemdideudnemainunarsunnnnin dunaldainsiuay
Tnadvosssambonfiilsihu 2 nas Tngluraseiingd
4 voudeu 1.a. 64 Usviaviilomiidwasenisidiuga
wniigafe “Travel” Gedinmsiaueriiumadauuy “Sulw
n313ln (infographic)” finasaunsidausau 42 vieandu
34.1% Snoia lusiou na. 64 Ussinniomiidsnasonsi
dusmnniiandsaadulssamionuuy “Travel” Taod
nsdnavesumeadansiE@uowuy “5Unmn (photo)” i
Na5IUNNSHaIUTIN 35 Anvlu 24.1% LarIeIaduIfe
\Hon1UsELan “Brand & Promotion” lasflimadianis
Uausuy “dulnnsniin (infographic)” fnasiunisiiaiu
2w 32 Anlu 22% FanadwdAeudndlndidssiuiion
dseram “Travel”

windAsEnansineUssLamidon “Travel” 1Ju
iemithiauaiRsafunsvieadisn Aanssuuenthu sauly
famsifieslulasnsUsema dauUssianien “Brand
& Promotion” Lﬂmﬁamﬁ'Lﬁ'mﬁﬂ’aaﬁuqiﬁmammuﬁ
wananaziiuauanisnaislng q fkusuddeanisadi
gonue Felssunniiomiidsuasrionsdidiusuuumadn
wWULND GOMO by AIS (kU B) mindtausriumnatinnig
tuaueuuy “3ulns1fin (infographic)” Aazdaenfisay
thaulaliiuiemly wiiirsaulnadussianmilonuuy
“Travel” 9zffounituszLanduiiniy mnmsdaunuing
GOMO by AIS Soviudomdseian “Travel” isdu vaae

asranuitanlaunguilaaie saufanisidnfangu

33
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Fuslaashemaiiamsnausuuuiguslnalimnuaulaly
GOMO by AlS Tdusagedudngae

Fathu a]’mﬁﬁ'aaﬂaﬁ'Lﬁuiﬁﬁy’wmLﬁaﬁwa%’mwﬂﬁﬂmi
tiauenazUssianievlunisdearsiidsnarenisiid
Sveuslaavuadnunumng GOMO by AIS Wud il
malsnunumaazidunsiiauetioninumaiiang
DRIEIVLIRTRT T fuiflonusziam Brand & Promotion
wag Trend S1uausniian wivjisemeuaussuednisd
dudmnduliilddsmadeidemdananuiniign nindu
Ussianiilom Travel siuwadadulingfin Afisiuauns
thiaueiitiosnin uindudwasionisildusmainguilaa

WNfigavesnulduatull

6) @suuazanusuna

wadansthiaueiiom nnsenwnuii dndauves
wiadansdnaualuguuuy “dulnsiiin (infographic)”
dawasionsfidausauuiniian iesannisiiiauedag
wadansihauewuudulinsiindy Wuidemiifinnsda
dadauiidaiau iieliinesonisetu Tnoiuasudeyadil
Usinaann 9 omidilagnn Wilanunszdunazidila
i Fedsfiesdusznauluidesiled naiinuasdanisgu
Wesinanuhaula Ssdwasenisiidusiusunisnalad

s

(like) ABILUUA (comment) NAKYS (share) wazUuuans
915u8l (Reaction) @anAdeIN13UITBVOLHTTNUNUND
Ussimadule nuin wedlansiiaueluguuuuiiiieidos
Augunn anansaasianuaulaLaznIsneUaLaIAILNIS
nalad (like) BULUA (comment) NALYS (share) wagu
wana1sual (reaction) T dnunumalauinds 81.24%
(Jayasingh, 2019)

Taga1nn1s@ne Ploypailin Tong-oon (2016) Wuin
Ussnmdomilflunsiauefiunisldsuuuulunis
diauefidnuaziuuglaiuarsuniigu azaiieniig
wamnau WgRamalumednuunalduiniu asdui
vulsnuriuing GOMO by AlS sjatiuauagundlde
ndguannninislézuainais vilinininaueideng
AynAUTNNTL

Ussiandlomildlunisioans (Wuu A) wae (Wuy B)

INNSANYINUIN Usenniilemldlunisaeansndanane
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nsildurinvesuslnavunednuniuing GOMO by AlS
(WU A) nutwszamiilew “Brand & Promotion” dawa
somsfidausamsnniian Tnsannsavendeyauanidoniile
a¥ensiidmsuieriuuususunguilaald aenadesiu
WUIRAYe Taksapol Sriwachirawat (2017) fidauaides
“BnwngAnssuuazdademamsnaiaveiuilnainasonis
\dentodudn Merchandize 9nminuiduasuasasiuioe
AFNNUAUAT” LAZLUIAAYDY Anyaphat Varataveesawat
(2019) Thinausiios “ﬁﬂmg‘dLLUUL“T‘Z@WﬂﬁﬁamiLLamﬁ
novauedumlglnununagsiafaenssuALN NslAnm
winuiuing: Masterpiece Hospital, uf Tsanguiaiite
AUNNLAZAIN g SLC Siam Laser Clinic” AIUNUI
UssianilemiliAeadestfunisduaiunismann wielawan
Tslududenasonisildrusinvesiuilnadusuduusn
dHosmnidlomimanssfunandyrlifuilnaauladué
ilonauauesdanuFasNsTeInmes fuu SadeliiAn
nsnalan (like) ABLUUA (comment) NAWYS (share) Lag
Yuuanso1sunl (reaction) laagaiusednsnm
TuduvesUssianiomillilunisdearsiidsnasonisd
drusvesjuslaavumladnuniing GOMO by AIS (wuu
B) nudh Ussiamiilovn “Travel” dwwasionsildausausin
i Tneswaudeaveniiomiimsna i duaadumesdin
56 vlwludruveansuansauAaiiu (comment) i §i
fuslaatnauansanuAnius 9 reuusd Sevimmnuang

Anvaulaifeiudyanudumeside 56 denndaeiunufn

N

204 Piyathida Jukong. (2019) #3dudes “druuszaumnis
N139819 AMNINNITIAUINTT BagNITEaUTULINNTIULEE
weluladifidviwasionsdnduladonglviuinisiaiedie
Insdwiadeuiiluszuy 56 lungumwumiuas” fiwuiy
FuslaalimualaluBosesdynudumesidn 56 W
Tuiiesvesdiulszaunianisnainfidwasenisindula
Fongliiuinig Fesnsliuinsuazmsdndulanaassld

o a

SYUU 5G 50D UIANYDIIFNN NARNUUNTY (2558) 7

<3
¥

509 “AnwinariasviilomaIsuarnIsnauaALe U
waadniuvieaiien nsdifnwinaualniiu Chillpainai”
TnglamNdenasnonisidiusiuae waniuseinn ANn

A 4:1' % = 1Y < o s
ADN1UNNDILNYILALITUDINNT %Qa%m@u@?qﬂl,ﬂuiawa‘lma

wazn1svieuiiedliduegned Senaliin Engagement a9

nan

7) Tolauouuy

MnuansAnviTeiauaveunadanisinauonas
UssnmiomitldussAvduageandidsnasenisdidauiam
AN UITAIANITINY lTunisadnismainilaieniite
\uufATemeunduvesfuilaa Tagmeurumamedn
GOMO by AIS A25iin15AnwigsAanuLeaiun1sdeans
soulatlimnzasluwdazdomie ilosannnginssuves
Fuslaadasuuvasegiauoiietduuuimlunisfamu
wadiansinaueuazUssnndenldlugshagliuims
Fyanalnsiniilofe Tnaamedygadumesidn Snit
asndniomiifulsslonideduilon ansaianaldann

msuansruAaiureustnafiddelnadiiom lneany

[

Wennieafudyiudumesidn 56 Fanaeafiasan

1Y a

Unauailemndauawiguilan ieUssiliulssansna

Y

Frun1ssuduarnisfidiusaufuuusud nieuranend
awdnuaivewusuiinduiinieriedyyianinelelea
(AIS) waztilemusziam Travel fianunsaadreannianle
Wity Tnsmanaenanaunauiomiunsiiauonuy

dulwns1#n (Infographic) Weassauanlulvaailon

REFERENCES

Anyaphat Varataveesawat. (2019). The type of contents and
users engagement analysis to contents publishing on
Facebook fanpage in Thailand surgery business: A case
study of Masterpiece hospital, Yanhee hospital, and SLC
Siam Laser Clinic Facebook fanpage (in Thai). (Master’s
Independent Study). Retrieved from http://dspace.bu.ac.th/
handle/123456789/4084

Electronic Transactions Development Agency. (2021, December
15). Because of COVID-19, Gen Z uses the internet the most
in the first year, beating Gen Y 6 times [Web log post]. (in
Thai). Retrieved from https://www.etda.or.th/th/pr-news/
ETDA-released-1UB-2021.aspx

Eukeik.ee. (2021, February 4). How many users of popular social
media in Thailand?. (in Thai). Marketeer. Retrieved from

https://marketeeronline.co/archives/208649



Hollebeek, L. & Rather, R. A. (2019). Service innovativeness and

of
Contemporary Hospitality Management, 31(1), 4227-4246.

tourism customer outcomes. International Journal

Jayasingh, S. (2019). Consumer brand engagement in social
networking sites and its effect on brand loyalty. Cogent
Business & Management, 6(1), 1-22.

Longtunman. (2020, November 18). Summary of AlS TRUE DTAC
business profits for the 3rd quarter of 2020 [Web page]. (in
Thai). Retrieved from https://www.longtunman.com/26338

Mazza, B. & Palermo, A. (2018). Social media content for business
and user engagement on Facebook. ESSACHESS - Journal for
Communication Studies, 11(1), 49-73.

Mude, G., Sawalkar, R., Ahire, V. & Muluk, S. (2021). Understanding
brand engagement and social media: A bibliometric analysis.
Journal of Positive School Psychology, 6(4), 1246-1257.

Nattapon Yaipairoj & Arada Prathinaksorn. (2020). Content
Marketing (in Thai). Nonthaburi: IDC Premier.

Nimmata Kositsomboon. (2017). Analysis of presentation model
and type of content affecting consumer engagement of
English language institute Facebook fan pages (in Thai).
(Master’s Independent Study). Retrieved from http://dspace.
bu.ac.th/jspui/handle/123456789/2711

Piyathida Jukong. (2019). Marketing mix, service quality, and
innovation and technology acceptances that affect decision
to select 5G operator in Bangkok (in Thai). (Master’s
Independent Study). Retrieved from http://dspace.bu.ac.th/
handle/123456789/4848

Ploypailin  Tong-oon. (2016). A content analysis of public
relations content on Kentucky Fried Chicken Thailand (KFC)
Facebook fan pages (in Thai). (Master’s Independent Study).
Retrieved from http://dspace.bu.ac.th/handle/123456789/2325

Sukanya Lakkananithiphan. (2016). The Analysis: meanings of
‘Like", "Comment" And "Share" on facebook in Thai context
(in Thai). (Master’s thesis). Retrieved from https://scholar.
utcc.ac.th/handle/6626976254/4285

Taksapol Sriwachirawat. (2017). Consumer’s Behaviors and
Marketing Factors that Affect Toward in Selective Buying All
Anime Merchandise in Bangkok District (in Thai). (Master’s
Independent Study). Retrieved from http://dspace.bu.ac.th/
handle/123456789/2503

35

Journal of Business Administration and Languages (JBAL)
Vol.10 No.2 July - December 2022

Vanessa Samucsaruth. (2019). A study of content and presentation
technique in which affects consumer engagement of Facebook
Fanpage: Chao Nee Tee Mor Chit (in Thai). (Master’s Independent
Study). Retrieved from http://dspace.bu.ac.th/handle/123
456789/4002

Vanitcha Wankawisant (2020). The different of Facebook Profile,
Facebook Group, and Facebook Fanpage [Web pagel. (in
Thai). Retrieved from https://digitorystyle.com/article/about-
facebook-fanpage-group-profile/

Wanwanach Tunruangwong. (2017). Satisfaction of content on
Facebook live toward brand loyalty: Study case WORKPOINT
entertainment fanpage (in Thai). (Master’s Independent
Study). Retrieved from https://searchlib.utcc.ac.th/library/
onlinethesis/300650.pdf



Journal of Business Administration and Languages (JBAL)
Vol.10 No.2 July - December 2022

MwanualuazanAIvanIIduAdeangiininganinladwaranisindula

Faguangiiniaganinlaludszmalng

U93m f3Es Yayay1mn wanysel’®

“yangnsusmsganounUagn a1913vvImsgsnagiu anrdumaeluladive-git, nsunmumuns, Uszimalne

*Useiusussuna Buua : srpawarisa_st@tniac.th

FuAuatu: 25 Wwweu 2565; Suunauatuudle: 18 waunaN 2565; AoUsuUNAL: 1 AuBIey 2565

wewnseaulay: 22 Suanaw 2565

unAnge
maidelundaiiiingusrasdiiofinunnmdnuaiuazauamemsauidsoongineseninladmaromsindulatedud
ngdniasenlnlalulszwelne vsunudeyalasuvvasuniunazldiSdunqudiegrauuvazain lnanisuan
wwvaeunalugUuuunszmvuasguuuussuladliiuduilneaulveiidedudindrangimasentnln Suawisau 400 au
afanldlunsiiesesiteyaldun aud A¥evas Aede dudsnuunnsgu uazmsinesinsanaesidmmen

Y v o v

HANITITENUTN AMAINTIAUAIIIUNITTUIAMAIN FUN153INATIAUA LAz AN BAIRTIAUA U TAUGTTY AU

19 a

AuiaNtR wazauUsslond dwarenisinduladodsnunaneinsaifosay 57.0 egedisedutoddymieadi 0.01 ud
amdnualnsauidunueiusuyednam uasauraauidunudenlesiunsduddudueemmenisdlal
dwmastanssinaulate fay drlinaudunussunageninlanaraunauduaiunisinseninwssmenazenamnssugeninla
viiemhenuiiedesmstmuanagniifleriunsiuivesiidlan wu maiiausiFessiinveskdndusionndminsis o
lugiiniegeninlaauldsunsduddseengiiningeninlauay Arsimuanagnsnisusssnduiusasduddeangiinia
gonlnla Wduii§dnitsamalne eliiuslnnidnuasduinonnduddsonninmaseninladiuinniurinlifuslaeg

lonade wazanunsadingenuiedudnanindinnginaseninialulssmelnels

A181AgY : AnaNvaInTIAUA1 AuANTIELA1 n1sandulade

36



A Journal of Business Administration and Languages (JBAL)
/@ Vol.10 No.2 July - December 2022

Brand Image and Brand Equity of the Hokkaido Export Brand
Affects the Decision to Purchase Products from the Hokkaido

Region in Thailand

Pawarisa Srisiri' Boonyada Nasomboon?

"2 Japanese Business Administration Program, Faculty of Master of Business Administration,

Thai Nichi-Institute of Technology, Bangkok, Thailand

*Corresponding Author. E-mail address: sr.pawarisa_st@tni.ac.th

Received: 25 April 2022; Revised: 18 May 2022; Accepted: 1 September 2022
Published online: 22 December 2022

Abstract

The objective of this study was to study the brand image and brand equity affecting the decision to purchase
imported goods from the Hokkaido region in Thailand. Data were collected using a convenient random sampling
method by distributing questionnaires in paper and online to 400 Thai consumers who buy imported products from
the Hokkaido region. The statistics used for data analysis were frequency, mean, standard deviation, percentage, and
multiple regression analysis.

The research results revealed that the brand equity in terms of perceived quality, and brand awareness and the
brand image in terms of culture, attributes, and benefits affected purchasing decisions with a 57.0 percent predictive
power with a statistically significant level of 0.01. On the other hands, the brand image in terms of value and
personality and brand value in relation to the brand and the trademark aspect did not affect the purchase decision.
Therefore, the Hokkaido Government Representative Office and the Hokkaido International Trade and Industry
Promotion Association or related agencies should specify the strategies to increase consumer awareness, such as
presenting the origins of products from various prefectures in the Hokkaido region for acquiring the Hokkaido export
brand and also specify strategies to promote the Hokkaido export brand to make Thai consumers more familiar
with the Hokkaido export brand for increasing circulation of imported products from the Hokkaido region in

Thailand.

Keywords: Brand image, Brand value, Purchase decision
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Abstract

The goal of this research was to investigate the strategy for modifying newspaper organization management
and principles for newspaper organization management in the digital age. The Delphi Method was employed in
this qualitative research. (1) the research procedures included the study of literature, relevant research papers,
and in-depth interviews to investigate the management adjustment approach of newspapers organizations like Thai
Rath and Daily News in terms of policy, commercial, and operational levels as a framework for managing the
newspaper media organizations, (2) the analysis of documents and in-depth interviews conducted with 21 experts,
(3) the development of criteria for media organization management, (4) the evaluation and certification of the
results of newspaper organization management.

Based on the results of the study of newspaper media organization adjustment strategies of Thai Rath in the
aspect of the policy level, there was an investment in technology to use news management system. In terms of
the business level, the organization itself has adopted an aggressive marketing strategy. Additionally, for the
operational level, there has been some preparation of personnel to be ready for the organization to reach its
success. Besides that, for the strategies of the Daily News at the policy level, there was an implementation of the
principle of stabilization to strengthen online media. At the business level, the organization aims to create quality.
Moreover, at the operational level, there was an adjustment in the organizational structure and building values for
pride and loyalty.

The findings support the criteria for newspaper organization management in digital era. (1) dynamism, changes
in aims and media organization tactics, (2) technology, (3) new newspaper design and structure for a contemporary
organization, (4) in terms of Human Resources, it is managed in line with the factors and the environment which is

a powerful tool for transforming media management.

Keywords: Adaptation strategy, Newspaper organization, Populist
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6. asFnsdefiimmaiaulumafeiussuuiava teliUsslevimaluladadvialifuesdns 4.47 | 0.74 1N
7. fvusmngvesnisnssanengugnén ilenouaussmufesnsTivannvats 4.47 | 0.51 1N
8. fvuAASEIUANATNBIHATUTITALY iliukarERTuTIamaeL T 4.42 | 092 1N
9. vuakuInUiuswasiaiu WaeasuiudmnewasanuaaniwesdSuimans/didulddnide 4.42 | 0.67 1
10. ssAnsdedimslizuuuumsuimsesinsvesdomasamaduiuuetn e munuuamansuimsesdnslviegsen | 3.23 | 094 Umnans
funagns
NAYNSILAUDIANS
11. favhununagvduesesdnsie ienauumissedd 4.66 | 0.65 wniign
12. AvuauusmadugudnanatiusiBainuarnisiiessid easadem “91iase” odlald 4.66 | 0.65 wnilan
13, msUszdiuruannsalunisuimsesdnsvesfuimsdusrey Weldfuivnsmaumanagnsiiiiussaniam | 447 | 087 N
14, MwwIvnsamugsiadedsiisnianas ileannuidssesesdns 4.42 | 112 1N
15, M3NaUIMINSUIMsIasiumdesiidnaunassing 4.47 | 0.81 1N
16. Nwwmnsamusumeluladuasuinnssy wemmndufiilunisudsiulugaddva 4.42 | 0.81 N
17. fianouuuannsndnuazansiuauntnaudndedsiun tiodnvuaiosam maaﬂiﬂqﬁﬁﬂﬁmmsaﬁuﬁa 4.33 | 0.96 N
18. veneludessulatiiuuasuias elswnleniavesssia 433 | 0.79 1N
19. msUszdiunausuaenaduszuy desaillFFuimas/diidnldaudioele 433 | 0.79 N
20. fnuasnwaiivsnmuesgsivdedsiunt Tnglifiulevnewdsuuaanniin welvidmsanmgsivegldlugaddia | 3.19 | 1.43 tunang
NAYNSITAUFINT

21. msunangsialvidenlesiunsinde ieaiamandusiuazvengludsnguiimune 4.52 | 092 wnilan
22. fvuakum e ULuuliulswaesanalidenndemainssugsuans 4.52 | 0.87 wniign
23. Y¥uugedamnuaninsalviniioninguas Insn1svin (SEO) iiteufiss waugiuans 4.52 | 0.87 wniign
24. mswandesndunarimilunisdeans nszaedemdeyaieatu luunaneduuwnndnaty Wewfstemansdn | 452 | 074 wnfign

I my
25. fwunsialavandoseulavgininguds euansnmdnuaivesiumimandos aemmndudindudunld | 319 | 081 dunang

agluszeug
26. favuavhnsaaaruedosleduvuudumesiin (SEM) ileviliaenadesiugiuas 438 | 1.16 1N
27. abegudoya Jnszvinginssu (3ur0as gnén uazeadnsin o iemnufiswelageanuesgniusiazngy 433 | 0.96 1N

W
28. a¥1amuuansslugsAalagsmasmuLUL Cross-Media swinsgsiameluyszme WeimungUuuuliduduins | 4.04 | 1.07 1N
29, siatiunaduihduiunu fenmsaenatuilavandedsisilisniiguis esnwssduilslunsdigsio 352 | 0.74 1N
fuihn
w30. SasugsRatudesinsssme titouaniudeuleifienisgsiuasaenegugnisnassme 323 | 133 Yunan

NagNsIEAVUHURNS

31, Ysuusalassadepnuduiussevninmdnauusiay Generation Tanunsadndunissiuiu 438 | 1.02 N
32 dvhmerumansUssiiulsydlasinaseidemnt esmmvadfuiaulivngay 4.33 | 1.01 N
33. inssaufetuiaiatneiusinsimuiynainsiuidaa 4.33 | 0.96 Gl
34. YspifiulumensianyaaInsinen wiuRda 4.28 | 1.23 Gy
35, fnuanuINsUAsunasinusssueadnsuuURNg SanssuAdva 4.09 | 0.88 N
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A1597 6 : wARINAAULAE UM UIWALYLAE

AnuReuumalulad Mdn | IR SNTUTW
Ity

1. Avuanuamedesiussuureiulsue103Ans (Cyber-security) 457 | 0.81 Mﬂﬁqm
2. msthaguu Cloud anlfiilenszuiunisdaifiu add uasUsssnanaidussavsnim Usziliuneeenveegsng 4.47 | 0.92 10

3. 311 Intemnet of Things (IoT) a1auinnssurdnsinusilvel tioanuldiueumassia 4.42 | 1.12 1N

4. nsldszuumalulagdnnmsananuianaintunisvingu 4.38 | 1.16 0

5. af19daduanuddashemalilad Data & Analytics litlemsAnsizsingAnssuguans 4.33 | 0.96 1N

6. 15U Augmented Reality (AR) a¥anwinassiinaulansdouarlaniaiiousss onsiiujduiudlndda 423 | 117 110

7. aslaseedoyavwialvg sessunsdniiudeya (Big data) 4.09 | 1.41 1N

8. gAnsauimalulagnisinsizuuuulndlugigafdva 4.09 | 1.09 )

9. mswld Social Collaboration anteileliigniriiufduiussrunsaasumugneios 3.90 | 1.54 1N
10. M9 Live Streaming thigusgUuuulyal tieansiaula 352 | 1.66 1N

Ml 7 uanawauduanieaiufunisesnuuunulninarlassaiiesdns
fulaseasneesdng Mdn | IR | sziuaanusndu

1. Usulasaadnsesdnadensiiunanledu Tagldynannsanvilsdofuivhinesulat 4.42 | 092 )

2. §alAsaden sy uluukenuNun wuskenkssnulunisngds (Division of Labor Division of Labor) 4.33 | 091 0

Womnadhaiante (Work Specialization) wsiagdeuImInIUAN

3. U§uanvanwiinnudedsiun ileviulssadsesdlvinsnssdumnzauiuyganavia 4.19 | 1.03 1N

4. psfnsdndamhnuwimiiguanmuamnasg UL 4.14 | 1.01 1N

5. \Weulealassaiesdnsliduiusing Sruussguuasutsihuadodneviausiudu 380 | 1.28 )

AN 6 ANISEFIU ANFYIENINNAIDTINAVRINTT
FAs1vnisilasuslasniumalulad ednuasLuInig

n1sUIMIsesAnsaevtisdeiiuriiiionduegsonlugadva

1Y °

wuliBeangiianuiuaenndesiuinfiszauaiud i

A a

inniian fo Suwmalesiuszuumonsiiivesesdns (cyber-
security) Gaflaguuuiads 4.57 uazfidvaianmuiily
maiuseeglusyauinn S1uau 9 do drduusnie dfmue
wmseafuszuurenliuIfvedesdng Aziuulady 4.47
5098911A8 N15U1 Internet of Things (I0T) @519uinnTsu
wanfuailul ioanuldluiouniegsia Azuuulade 4.42
wazd1Augavefe n13v1 Live Streaming Uiauadaya
sUuudlsl deasrsananhaulaliifuams azuuuiade 352

A3 7 Ansfsegau Aideszninmieilndueanis
Ansginmaasunasiunsenuuunilviuaglaseaiing
padnssanarte IsaRureLUIMIINITUTITeIANTAD

o '

wilsdefiviifionruedsonluganiia wuin Aruiu

P N [ °

gonnaassEauAUIUTuNINTan Ap InTTUUNNTYINAUDN

q

fUseansam aiunadignsuansialuanniiy azuuu
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1dy 4.57 wenanniiszduann Ao USulassadnaesdnsdae
matfinunanefu Tngldyaainsannisdefiuriviiin
soulay AzuuLLRAY 4.42

399891178 USUANINAITYINIU anAIuFUTDY

v
o

Fupouitlidndu vilannsavienldedisadess dns
gatudumadaliiiuniutuiionsivdeutoya waydn
1A59EF 19N NULUULENILALN kUAeNLssUlunITHER
iennudnaians udaziefifuimseuey fazuuu
\ade 433 dmfummAniudfuaainefe Welsdasaing
sannstiduiusiing savssyunazuvsiuniotieviau
iy Slazuuuiade 3.80

AN9197 8 Asfsegu ANideszuinameslnduesnis
Wasuuasimdasiaiaesdng Aeaiusdeuuvnansuivig

a4 a 4

sAnsAenTI@aRUN

©

WeAuegsenlugaRdvia wuil

Wenvgianuiuaennassiuluszauanudnduuin

i v oA

U9 A9 NTEUIUNTHIEURTITALEATY

=D eXe

an 3 3
AugeneRaia (digital first) LWONITUYITY UAZUULLEY

4.57 sesaunpeiiutsdudoya Wev dunszuiunisnani



anuuansdludeyaldedn ian1simn wdnlug e
nsvvuNsiduTwdnssuuteyaloundu uaznsivdey
wazdsndudeyasiuiu laeldnszuiunisiauuuy
Atz flazuuuade 652 dwduanuiiluszduann

ANPULINAD N1TDNLUUATOULUIAAYBINITYIIDD

pladenun Nanunsalslanuinesulatiinewuundy 4.47
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sowwnAe JaduaSuyrannsisianuugiiadiusegls
TN avUse i uNaLaENUNIUUAINIINUAMENYIY
WusvasAiildnamdninastls azuuueds 4.42 duany
AnuugiugaTeRe nsvuiunsiaueiiondn uiiudey
sUuunMsnaweiinumnzaluwiazunannesy Az

\ady 4.09

M1517 8 wanIHaduduANUAE UM UNSNEINTIYYE

anuigaudunsesnuuunylsivaziasaiieesdns | Mdn ‘ IR | szgauanudndu
fun1seanuuuaulv
1. faszuunmsvanuiiiussansam gatiunadqviuansisluanipu 4.57 0.87 wniign
2. finssjatiufumedaliivinviutuionsnaoutoya 4.33 0.79 N
3. Ufuanmmavineu anessudoudumeudilaisntu viliasnsavialdedsadesi 4.33 1.19 1N
a. mslsmpassufiRamulusumismihinlineUfdRanneu 4.28 1.00 ly
5. 9aNUUUNSEUIIMSTNLTiBangu Wefumnudastnsvinuvemiinayluesdng 3.95 0.97 1N
6. fsuadlit Tanaay Sunutu/srezam Wetssduamunad 3.85 1.01 N
AnuAgIuRunSNeNsUY s Mdn IR szauanudndu
AIUATEUIUNMTIINY
1. nszvaunsiauernlimiuddyiutemspdviaiienisudsdu 4.57 0.81 wniign
2. wistudaya e dunssuiumandatianuuanidludeyadedn Aiansthansdall .
) R ., . 452 0.87 uniian
dienszuunsidsiudnaszuudeyateundy '
3. avvvaeuLazdIndutayaTiniu Tagldnssurunisiaunuuanzyitny (Hybrid team) 4.52 0.74 wniign
4. MseRNUUUNIBULNANYBIMSTI W sdefias ianunsaldldfudioaulad 4.47 0.81 1N
5. Mausumeunstluguuuausiiuiaula Wy Online video MM suaoNsde 4.38 0.74 N
6. pRnLUUNIEUIUNMIIINNNBIUTINNSNsTuleTeailife 4.19 1.07 ly
7. Augiudinsruaunsiensiausmnzaueaien jUuuLaus 4.19 0.87 1N
8. nszvIumsthiauaiemen uiAsugUuuumaiiauefianumanzasluwsasunasesy | 4.0 113 1N
WiesnwnszuIunsinuiesinuuULendIY
AIUATWAINIYAAINT
1. duaSuyranslifienududiin afouseqdalindnem 4.42 1.07 1N
2. Usifiunauagnumuyrainsmugndnuuziisyasdildnadninasily 4.42 1.07 ly
3. dalasansiiniunau Ufunseuainuda (Mindset) il famsssalumainugadidiia
4.38 1.24 an
Flasnvihausauiu Tunn 9 lasina
4. daeurimunynannsidgiserguandneiu Tiinmsdudunumadmngllumadeaiy
) 4.38 1.16 nn
V04BN
5. dgaasuliupannsiianuanunsavainvate (Multitasking skills) 4.33 1.23 ly
6. NN MunRud v Trvresypanseg e lussuy 4.33 1.15 N
7. atfuayunsauynansLite LA ANLILFY 4.14 1.23 1N
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aa o =

M15197 9 : UARIUUININITUIMIBIANTER LiTeruagsanlugARdvia nTdifiny) aednsdelneSsuasiadin

v P
VDIWLTYITIYTBUN 3

e

v

a

4 dauanuUUABUINANUARLTIU

U

o

WANNINISUITNTRIANSHaLNaAMMRE sATUARATIA

< v
WUNY

Taiiudag

3w | Sewaz

F1uau | Sewaz

A oy Y < a ¢ §_ v
ﬂ')']&lLﬂB?Wuﬂ']uwa')ﬁil,ﬂqwu']ﬂLLaSﬂaﬁrﬂﬁﬂ'ﬁ‘uﬁﬂ'ﬁa\iﬂﬂiaaﬂ'\uu’]'\w&l'\ﬂ

1. sfnsdefitmneiauniiunnsdluanify etmuadid afisaau wWisuwasnsuins 21 100 0 0.00
2. s EassAnany esnsedulituTanssy ganuldiSeulunisudedu 21 100 0 0.00
3. Wanndamnuanunsoyransiuiadoussdnslugaidva 18 85.71 3 14.29
a. mahanarastidaendnuailSutmneddyosdnsde ieamdnuaiuazaneiosding 19 90.48 2 9.52
5. asdnsAefinszuaunsFeuszuuuulminasnnan emmviuaivademmnuseuliudesdins 18 85.71 3 14.29
6. paansaedifimaianlunaferiussuudiva ileliusslomimalulagfavialituosdng 18 85.71 3 14.29
7. Awuadhvangresnisnssanengugna ilemeuausInIFBINIivaINYAaTY 21 100 0 0.00
8. ﬁwumnmgmﬂmmwmamamuﬁ'ﬁﬂLfﬂu L'ﬁaLﬁuwawﬁmﬁumuﬁﬁ@mmwﬁaL‘ijaﬁ 17 80.95 a4 19.05
9. MvuakuInUsUUTasiaw WaensuiudminsuasanumaniwesSuinms/gidulddnide 19 90.48 2 9.52
10. asdnsAesinsliguiuumsuimsesdnsvesdesineusammduuuuetns iledmusuumadmsesdnsli | 18 85.71 3 14.29
ogj50n
anuRgaudunainsidmneuaznagnsnnsuIsesdnsie

FIUNALNSITAUBIANT
1. §viununagnivesesinsde ienauuanialszsid 21 100 0 0.00
2. Auauwmadugudnaadiutifsinuasnisinset ieasadem “4mae” Godeld 21 100 0 0.00
3. msUszdiumannsalumsudmsesdnsvesffuimaidusses lelijusmsMauuImenagnsia 21 100 0 0.00
UszdnSam
4. NawIvsamussiadedsiisnianas ileannuidssesesdns 19 90.48 2 9.52
5. MFNWUININTUEMSIBsSUmIABIdRaULALInE) 21 100 0 0.00
6. MuwImensamusnumaluladuazuinnssy eanududihlumsudsiulugadva 18 85.71 3 14.29
7. faveutFuannissdnuazans auniinnududedsia ilesnwiaiosnm maﬂﬂsﬁqsﬁalﬁaﬁ:niaﬁuﬁu 19 90.48 2 9.52
w3 vilslesdns
8. vneiludossulatiuuunsuises ielsenlenavesgsia 21 100 0 0.00
9. msUszidiusaunusuataduszuy WegahiliEusnans/ffdwlddudefimela 21 100 0 0.00
10. Amuminwiadesnmaesgsiadedsiivn laghifulouaasuuwasnndn Welidnsanmgsivegldly 21 100 0 0.00
yARTYA

FUNAENSITAUFINT
1. uaamgsialmiidonleatude eadrundndusiuazveludanguimmne 21 100 0 0.00
2. fmuaiunniau UluuUTulssaeanalvidenado g inssugiuans 21 100 0 0.00
3. U3uugedinanuanunsaliivilondnguis Taomsii (SEO) wlerfisduaugffums 21 100 0 0.00
a. manaderaduuardelnl nszaedemdeyaiatuluumanlosuusnseiu ieliudomsias e | 21 100 0 0.00
5. Amunsalavandessulatiginiiguas ienmdnuaiveswhumisdniom aisanuduiihduduny 18 85.71 3 14.29
FEAUES
6. fmusvinmsasuietesiiodumuudumedidn (SEM) Litevihlvaenadoatugums 21 100 0 0.00
7. a¥ugiudeya Teszvingingsy fiutnans gndn uazasdnseing 4 ieanufianslevesgniusiay 21 100 0 0.00
naudwsng
8. amuuansindlugsialagiimamuuuy Cross-Media szvinsgsiamulutssina Litesfannguuuuli 21 100 0 0.00
AuAUINIS
9. siahuuginduiuny fensaanaiuilasandodsiailishniduds Wesnvssdutilslunsdesia | 21 100 0 0.00
B
10. SramugsiofudedeUszma euanwdsulewfovnegsiauazvenegiugndneseina 19 90.48 2 9.52
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AN 9 UARIIMINSUISRIANSED iieAueysenlugafdvia nsdfnu esdnsdelnesguazindilad doyaamnuuuaeuniunudnii

U

v = = '
VBT IEYTOUTN 3 (D)

< v 1< v
. Wiueae laiwiudae

WUITNINISUTMNIRNANSHaLNaAMBE SaRTUEARRYIA

U | Sewaz | dauau | dewas

Py o mwm
AuUNagNSsEAuU)UANTS

1. Usuugalaseadnanuduiusseniraniinaiuusiaz Generation Tianunsasifiunissiuniu 19 90.48 2 9.52
2. favisrenunanisussifiutssilasnadeiiomn® ilesmvaimiunwann Wiza 19 90.48 2 9.52
3. inssudlefuiasetieiusinsimuyraInsauAIva 21 100 0 0.00
4. YszfiuuuinainmsiayaaInsdnenmenuaia 18 85.71 3 14.29
5. ﬁ’mummamqmsm?EJmL‘lJaﬁeuuﬁ'ﬁmmﬁﬂiLLUULﬁmgji’suuﬁﬁmﬁ%ﬁa 21 100 0 0.00
AMuRIuYaINTUAsuuUasiumalulad

1. vuanvedesiussuugendnlsosnns (Cyber-security) 21 100 0 0.00
2. mMthszuu Cloud anlfifienszurunsdaufiu e wasUssananafidussannm Ussiiumasenuas 21 100 0 0.00
53719

3. st Intemet of Things (IoT) a@1suianssuranasilu iemmldiu3sumagsia 19 90.48 2 9.52
4. msldszuumaluladdnnisanainuRawaialunisviieny 21 100 0 0.00
5. atadumnudniasomalulad Data & Analytics litomsiiaszvingAnsugiuans 21 100 0 0.00
6. l4szuu Augmented Reality (AR) a319nmanaesfinailantsuazlaniaiiousss Lﬁamsﬁﬂﬁﬁuﬁuﬁ‘ 21 100 0 0.00
1néd%a

7. a5ulassredeyaruinlng sesfudmiiudoys (Big data) 19 90.48 2 9.52
8. gAnsamuihmaluladnsfindguuuulsidnanly 21 100 0 0.00
9. msuld Social Collaboration sntaetitelsigniniiufdumiudsunsivaeumiugnsios 17 80.95 4 19.05
10. N3911 Live Streaming wiauaguuuulvl eauthauls 16 79.19 5 20.81

AMuNgINUAUNsRnuUUUIntuazlaseas19e9Ang

fupanuuuulung
1. faszuunsvinnuitiussansam satunadgvduansnduainiiy 21 100 0 0.00
2. ot rumadeliivinsiistudionaseutoya 18 85.71 3 14.29
3. Ufuanmmsvineu asarududeutuneuitlisniu shlvaunsavhaulfeduadoss 21 100 0 0.00
a. mslévaansufiRaulusumimihiinliney fiRunneu 21 100 0 0.00
5. 99NUUUNTFUILNTYINUTIBAvgY atfiumudasznisvihauveaminauluesdng 21 100 0 0.00
6. fvuadalitTananu Sty /svesna eUspdiunuTn 19 90.48 2 9.52
fulAs9a51909ANS

1. Ufulassaiiesdnssemsiisunanieu Ingliyaansanudsdofasivhinesulay 21 100 0 0.00
2. FAlATIESINI I NULUURENUALN WUEN3$UluNswER (Division of Labor Division of Labor) 21 100 0 0.00
wlemudunaany (Work Specialization) usiagshedifuimsaiunu

3. UsuamUanwiinaudedsiiud itousulasiauesdlinsnssdumnsaniuganda 21 100 0 0.00
1. padnsdadamizsnurhuinfiguanunnAsE U 21 100 0 0.00
5. Weslodlassadrsosdnsiiduiusing uussyunasuisduaiorieyinausiuiu 17 80.95 4 19.05

AnuRgIRuFun SN NIy Y
FUNTFUIUNMTVINNI

1. msthiauetmlinuddyfutewnandvaiionisugedu 21 100 0 0.00
2. uwisludeya o dunszuunssdaiinnuunnsdludeyadedniinnisiiun waslml e 21 100 0 0.00
nszvumsiidnsdnssuuteyadoundu

3. avaeuuardindudayatiuiu lagldnseuinnsihewuuanegyihau (Hybrid team) 21 100 0 0.00
4. MseBNUUUNIBULNANYBINMIIVsdefu Tianunsoldldfurneeulat 21 100 0 0.00
5. Mausumeunivnlugliuutiiausiivhaula Wy Online video MAnnsvasusIde 21 100 0 0.00
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v = = '
VBT IEYTOUTN 3 (D)

- .4 4 . s Windae lalwiudae
WUITNINISUTMNIRNANSHaLNaAMBE SaRTUEARRYIA . y . ~
| fewaz | d1uau | Sewas
A ud LN TN sy Ed
FUNTEUIUNMTTNEY
6. DRNLUUNTTUIUNTTINNBUTIASN ST Tule eaiife 21 100 0 0.00
7. pugvhadinsruiunsiinssianumsnsasmendenuazguuuunisiiaus 21 100 0 0.00
8. nsvuaunsthiauaitions uidsusuuudliinnzauiuunanied ilesnwinssuiunisineusies 21 100 0 0.00
dnuendIl
FUNTANRIUIYARING
1. daaduyranslisinuugih adrwsegdalininau 21 100 0 0.00
2. Ussifiunauaznumiuyrannsasnadnyuzissasdilinadninosily 21 100 0 0.00
3. dnlasensAnimwIAy Usunseuniuda (Mindset) Il Jausssunsvinnugaddvia dlasnieusaudu 21 100 0 0.00
nnlasana
4. daauiuyaansiidviserguansaty Tiinmsdidunumatmneilumaferiuvesssdns 21 100 0 0.00
5. dnasuliypanslianuaunsarainuate (Multitasking skills) 21 100 0 0.00
6. Mdninasitunaudnvas iiwwesyaainsegrndussuy 19 90.48 2 9.52
7. afuayunsiaunyaansiteuansn iy 21 100 0 0.00
6) M5BAUTIUHA
6.1) eAUTIgnanagnsnITUTIMTeNAn saovFeuvlne iy
M7 10 : uamIMsOAUTEANTIATEiNAgEMIUSMsesdnsaonsdefinnilne sy
donndasiungul
. v nIgiANEN
nagva AsUIUAD T T -
. Frumalulad fums frumineans AwssnA
wWasuwlasdnaneg Y .
. fdvia 29NUUY uywd
uaznagns
s¥AU « NAYNSHANNAI Sutthikiat McQuiail (2010) Kotter (1980) AFP: nagns
ylagung . ;qu,ﬁuamumﬂ‘[u‘[ag Phumphattahnasuk. Kotter (as cited in (as cited in WAL
. WRSEUUUSNSSanisYy | (2010) Hayes, 2002) Hayes, 2002) W
. Welassmsaiaslaatasn Sharver (as cited wialulad e
. A eSSBS in Erdal, 2011). aantnauaIu
89NUVY ANAR huauer Pakdeeronachit ifuana
53152 flenusuiaveu et al. (2004) Fudu
EHU - ahadenmanvaneianiy Sutthikiat The
ﬁjﬁﬁ] ﬂgjﬂﬁmmzﬁuﬁunﬂqﬂmgﬁ Phumphattahnasuk. Washington
- Usudushsalaan (2010) Post: nagms
. wanudeifuuazdelvsi il
. fAmueiiamanaens oguvisuy
TR YDIRAIN
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- nseenuuunulndlimans Jnosring nagusnisaang | diiesdns
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Abstract

The purposes of this research were 1) to design and create lesson plan on the Science subject through Problem
Based Learning to enhancing of STEM education concept of seventh grade students, 2) to compare learning
achievement on the Science subject of seventh grade students before and after learning through Problem Based
Learning (PBL) and 3) to compare STEM education concept on the Science subject of seventh grade students
before and after learning through Problem Based Learning (PBL). The participants were 160 seventh graders of
Kasetsart University Laboratory School, Kamphaeng Saen Campus, Educational Research and Development Center
of Thailand. The research sample consisted of 36 students in Mathayom 1/1 obtained by cluster random sampling.
The research instruments consisted of 1) lesson plan on the Science subject through Problem Based Learning (PBL)
to enhancing of STEM education concept of seventh grade students, 2) learning achievement test of science and
3) STEM education concept test. Statistics used in data analysis, mean, standard deviation, t-value.

The results were as follow : 1) lesson plan on the Science subject through Problem Based Leaming to enhancing
of STEM education concept of seventh grade students with an index of conformity of 0.67-1.00, 2) The students
of seventh grade had learning achievement after the treatment was significantly higher than that before the
treatment at the .05 level and 3) The students of seventh grade had STEM education concept after the treatment
was significantly higher than that before the treatment at the .05 level. In addition, the researchers observed
student behavior through participatory and informal interviews. The students commented that knowledge and
understanding of content, scientific process skills, motivation for learning and collaborative in group member affects

STEM education concept of seventh grade students.

Keywords: Learning achievement, Problem based learning, STEM education concept
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Abstract

This research studied the factors influencing innovative work behavior of employees in the electronics
manufacturing services industry in Laem Chabang Industrial Estate, Chon Buri. The objectives of this research were
1) Studying the influence of employee leadership styles which impacted innovative work behavior of employees.
2) Studying the influence of employee empowerment which impacted innovative work behavior of employees.
3) Studying the influence of work environment which impacted innovative work behavior of employees. The
samples were 374 employees who worked in the electronics manufacturing services industry in Laem Chabang
Industrial Estate, Chon Buri. The samples calculated from Yamane’s sample size formula at confidence level 95%.
The research instruments were Pearson’s product-moment correlation coefficient and stepwise multiple regression
analysis. The research results were factors which influencing of innovative work behavior of employees are the
leadership style in transactional leadership indicator, employee empowerment in self- determination, impact,
competence indicators and work environment in psychological environment and social environment indicators
that were influencing in positive at the significant level of 0.05. This research will provide preliminary guidelines for
organizational human resource development in term of supportive in innovative work to the highest benefit of

employees and organization.

Keywords: Employee empowerment, Innovative work behavior, Leadership styles, Work environment
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Abstract

The objectives of this research were to (1) study the purchasing behavior of surf skating products of consumers
in the district Bangkok and (2) study the influence of popular culture and referrals who pass on the brand image
and the purchase of surf skating by consumers in Bangkok. This study was quantitative research that used
questionnaire for collecting data. The samples were 363 participants of consumers aged 18 years and over and
used to surf skating in Bangkok by the multi-stage sampling survey data. Structural equation model (SEM) was
analyzed using Smart PLS program. Clearly, the study found that 363 respondents. Most of them were males with
single status, aged 21-30 years, are employees of a private company have monthly income 10,001-20,000 baht,
most educational levels are at the bachelor's degree level. In terms of behavior in purchasing surf skating, most of
them bought it for 3,001-5,000 baht by purchasing a surf skating from the store and bring it to play with the surf
skating group. The family was influential in the decision to purchase surf skating. From the structural equation, it
was found that popular culture has a positive influence on brand awareness. References group have a positive
influence on brand awareness and surf skating purchasing decisions. Product awareness has a positive influence
on surf skating purchasing decisions. There was a statistically significant level of 0.01, but popular culture had no

influence on surf skating purchasing decisions.

Keywords: Popular culture, Purchasing decisions, References group, Surf skates
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Inelasianizlurng® 2563 Hu ssnaiieaiunmaawds
dulnduds 5 wihlnglanizuaunaldegeguia waznszd
fifnZeuiidonasmesadeuly Surf School &1 120,000 Au
Fouuveudnileladauinisiiunedudamiadudesein
Fefumsasiumduiminiinvaiiesud e i atym
T fumanin@svloantdiu (Chayuntorn Chaimool, 2021)

yanadnede iunguaniiiunumseduslaaliianis

' a

UuRnu fegeiiudansazilunisuazdalu wu o

913N% ausANAS fifuanedsrafauessufneiatinu
fefes warasdedsausauladluneuiiay “@safn”
Faustnaftousunnaud 2562 Bosanaunseiteasdona
waUszina geinansidiuinduauaudsieindunguay
wsniliau @svianin nouflazandaluyniud deynaudery
nsegusithuldasnsadumsluinnssmeanionisdmin
1# vanseaugninlviogualunsayminiy Bivaiin vied
Benfundoin @swuese FddiRndunseuation Chayuntom
Chaimool, 2021)

fathu 9 nuATefihuanlddnvnAeaiuaus ssudes
nwdfuanudsladondnfusiaduemsuasanuany
(Sasiprapa Phanthanasaewee, 2016) kag31uIF8dNTNa
Guaqa‘”ﬂwmzmaﬂszmﬂsLLazﬂejué’N%ﬁaTjummﬁmmi?ga
Lﬂ%@&ﬁwawamaaﬁuﬁnﬂ (Pornpan Pornsiriprasert, 2012)
FeagtuinddlidmAdfeiiduamn i sufanidedin

WHUTUIUMRILY SARINNINGINIUNTUNTTEUIN

'
N

vouvelialalsu warddldAnuluSewesinusssunseua

Ya o a

fauuazuprasn@Faluwaiibifidesiauaulanasfinw

U

1599 VB NATRIUSTTUNTL AN LAY UAARD 19D I AIHAR BNS

Andulatioldsnainluamnsammannuns dWetwansdny
nlsuldusglenilunsnaununagnsynnsnaind snadn

Turisinganisalunsszuinvedladalalsun (COVID-19)

2) FngusrasAnside

1. WiednwmgAnssunisdeduUssLani@snaiinues

v

guslaalulnniunnumuns

U



2. \eAnw1BninaTmusssunsruallon yaAad19ds
nsnszniindnsndusfidwadenisinduladiodsnaiin

YosrulnAluan NI ILAS

3) AUURAFIUNNTIY
1. Tuusssunsewatoy Tavdnwadauindenisasenidng

AFIEUAT

[

2. YARAAedNlBVEnaLTIuIndenInsEntnns1dUM

v
=

3. Tusssunselatioy danswadsuinaenisanaulaie
WSnain

a a

4. yprasnsds SBvEnalisuindensinauladaidsain
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5. msnsenininsdu 1avinadauindenisandula

FouasvaLfin

4) NTAULNAALUNITIYY
fideldimunnseunuAnnsifesanini 1 Fauansdis
AN UGTENINLUTDasE lauA Tausssunsyualio
AelALLIARYeY Storey (2001) wag Williams (2001) yaaa
91999 MULUIAAYBY Hawkins, Best, & Coney (1998) Tnad
n1sasznininsdudnludiuusdiiiu muuuifnves
Keller (2008) uazsudsauie nsinavlade auuwann

984 Kotler & Keller (2016) fansauUIARUNITIVY

TussIunsvuaie \
e ] T mieadlede
MIATEVUNIATIFUAT > .
Winana
UAAADIIBY
U7 1: nsoumnAnlunside

5) wRnuarNguiAeTes
5.1) Tmsssunseuaies
Juusssunseuaion Ao amnudeuaznisufifnn q 1
Hunsseuiuuaylifunnudensgnaniiewing fae19az
Lﬁuéaﬁgﬂa%ﬁﬁuimqma ileftagsilaudurumniie
adureuazala sunseviaAndunseuaton lngenaas
ﬁmaﬂiwwiaﬂunmwmﬂi’anﬂmu%u Fe¥ansrsunseuaton

Tdwlngandusowssauniuan Tnganziagunazie

' ¥
= [ [

MUNIMA@eN1a9Uslaa wazdn1sRARIULEIIRIAINLY
aynaS s TR IR il Storey (2001) Téndmadnumy
varimusssunseuateonll 3 dnway Usenausig aulviny
fou nuneds mswansliidudinsduiivensunasiureu
YDIAUTIUIUINA GﬁqazﬂsamquﬁqLﬁami’wuﬁsau‘lmaﬁa"Lﬂ
ﬁm’i@uuﬁﬁuﬁ'mﬁmﬁui’muﬁﬁm%uqﬂ g TusIsy
Mdorsuallunisinduledodud nsdendedud viens

Furauueaa ngldeansuallumsdnduladundn lilalnsnses
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'
a a 4

war@1utausssulasudninasndoutaty uneda
i’wuﬁiimﬁLﬁmﬁﬁwﬁamsﬁ’wmqmmwmﬁm T TVELE
UYBIYUYULL DY Suifleanandninavesde nsauuiay
msdoans warauiuveanalulad

Williams (2009) T@duunguuuuresimusssuussuien

¥
[ a 1 IS

(popular culture) ¥inlviypnafegf1anIvs1 i

Y

DUVIRAMNS

AMWALIAUSITUAUNSDRAMD D UMALTUTU TRIUSITU LA

o o

wileunnuiteglnadaiu vl lnlinasiddresiausssu

o o

Useanieaenld 4 Usens Ae 1) 1Wudeidureuvesaudiuay

a1

110 2) (Hudenilallgdianas 3)

U

Dudefignasstudieliiay
$ruaunndureu uay 4) \utausssuiignaiiedulag
UszrnwuiiioUsznvy

Faty Smusssunszuadoudsdaduande suuuu
viodafignasietu ieflazshltauduauanniureuuas

aulaaunserranadunseuaiou
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5.2) YAnasg1Naa
Hawkins, Best, & Coney (1998) N&1731 N§ue1984 An
nauuAnala 9 Fauuifaviseunveaniniuiaggninanly

lnsyanalayananil Weduiugiulunisuansngfinssy

o '

uaN9INil Mowen & Minor (1998) Sananaifiuniindt ngu
1984 Aenguyanale 9 Fafladon Uianu siauad uaz
anudevealsgninanlfidunuams ileuansmgingsa
Tnoyamalaypnanis

Witawat Rungruangphon (2010) 85U1871 YAAA®184

]

v a a !

WaENELD1989 NUNens yaransenguuananiansnase

ViAuARAdeY LasngAnssuvesunnadulunszuIung

Aaa

sndulate wazidudnniladadeniidnsnasenissnduls

5.3) M3AseninInTIAUA)

SAHUsSLaA

Y Y

mimx‘wﬁﬂf (awareness) LNAAINAITSU

Iasudayatniansdie q iiudszamduda dainannis

o

\Un3U (exposure) ¥13a15v83gUTInA BATiaNsnsenting

Fududandigasaliguilaafinauiifeafunsidud

(brand knowledge) w38 ¥aglviguslanaiinlaineiiesls

a v

WNetuasduAtuin dniu Msiianusineatuasidum

v
o

Jadumsnneaeunnudilevesiuslnafiiiensidudsi
winmautRuazanssloviing q faduessduszneuiiddy
lunsdindulaveguilan

Keller (2008) nanfansmsgniingnaaudii wledus
anAnazAeliiAnnIsand Ysznauldae 2 Ao 1) n1s
WIINTIAUAT D mi‘ﬁ';:J’Uﬁmmmiaﬁ%%amw%uﬁﬂfu 9
i Budusiuusn 2) mssganfansdudn de nnsiiguilan
annsnszAndensduituanliannaumsss anunisel
V300 1uTe TIUFULUIARA Aaker (1991) uag Kiumarsi,
Jayaraman and lsa (2015) na1731 ANUASEVINS s

a

Fuslaafianuannsalunisinnuvnevestoyauayainug
fislvlendnfarinTonsn

Ismail, Nguyen, & Melewar, (2018) Aa1711 AIUATENLIN
slunsrdud vanefis nsnawImsdunisifenadnsdue

wazhusuanilunidnegsuaziinslavaniioadnsniu

fulavseielatianuAuAsiesIATely
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5.4) msinFulage
Chattayaporn Samerjai (2007) a1 n1sdandula

(decision making) e nszuIUNsIuNSIdonaznsEyin

~ I Y a

ddladanilaannniadendn o nley Fauslaadnazees

k] U

andulalumadionsing q vesduiuazuinisediae lnei

WL EINAUAIMTOUTAITANUTRYALAL TR AVB Y

anuni1sad n1sdnauladndunszuiunisidduuwasze

<

e

meludnlavessuslan

Kotler & Keller (2016) namfsnszurumasindulatot
Hunszuumsdnaulatevesiuilon Seszneude 1) n1e
nszndndedam fuslanzsuiiadywmsennudnduly
nsldauduazuinsfilsfunsnseduaindsnseduaely
waza1euen 2) Msfuvdeya wefuslaniiniuseanis
Foduduazuinis fuilgmidesniserls fuslaam
foyaiRetuaudiuinsdeiilug agnils 3) madsudu
maden fuslanasihdeyaiildfuussiunamadondy

¥
A a v

zPoduAmIltUINITInInAnauTRvowmaUselovi

a o 4

ANt 4) nsinaulade QU%Iﬂﬂaz%aﬁuﬁmaw%ms
vy %ﬂLﬂumsmauauaMa?qﬂﬁzﬁumq 9 WAz 5) WeANIIN
aevdanisde deuslaaldaudmieusnsfigeluuds
JuiRanadeng Ao fenelouazlifionels Jerzdwmade
msimauladetuaznndnuaivesdud
6) AWANTUNITINY

Nuseidumsisedesina Tnglduuvaounudy
irdasiiolunsfinen %19t uunaInnnsAnEILLIALAR
Vg ONaIeng 9 ez mATndlulssmALazanaUsTIneA
‘1'7llLﬁ'm%w%mﬂ‘iuﬁxﬂdmﬁaaﬂ’N (population and sample)
6.1) MMUAYsEYINTUALNGUFI0E14

Ussmnsillumsidoadsd 1iun dPouarldidvaio
fiftorggtaust 18 BRulUlumngammamuas

N1 UAYUINYBINGUAIBE 19T ANz Ay
WgsweiazanusadusunuvesUszensidmngls Tng
(ﬂ“"]Lﬁumiﬁmummmmﬂajuéhaa'wa%u’uﬁﬂ MIUTIBNSANEN
MsAAeidumadEna (path analysis) Seviinsiinse
fensesflensadAvnaunislaseadne (Structural Equation
Modeling: SEM) §3de3sl¥n1sivuangusieegianiung

witeANTALaY (rule of thump) Ime Schumacker and



Lomax (2010) lowuzininnuidedseinniiaistaaunn
§9819 15-20 fvg1esa 1 Wisiwasmdusinlsvinue
P30MwUILT9dNM (observation variable) Ingn15398AT

FudinUsdunalalunuuiiass 31w 25 fauus

e le
ev e

U VUINAIDENNLAMULAUITAULALLNEINDIIAITH

=

28719108 375-500 A10819 YIABAAADINULUIANYD

Comrey and Lee (1992) ﬁLLu%ﬁTj’lsUU’mﬂdiJgf’JaﬂN 300

o '

fegnadudnuiieglunasig iesanifunsiieszi
Fayavaedys (multivariate analysis) lngn153ias1e9
fhuuvaunslasais (SEM) Fsnamnnsnumulssainssy
diolidiamidediuiiniu uasiisurufisswoauisn
thuldlunsiesesiteyald uiitelvdanugniesgsian

WBNALNUSNIINITNBUNSUVRINGNFI0E1 LagiilanIy

Ya o =2

AzmanNbun1sUSELIUNG LarN1SIATIZNTBNE EIF8T LY

U Y

PRIV 400 eEd Wiaiiuteyaudaladiuau

£%

nauiegeifinuauysel gndendusiuiu 363 au Fads
agluinauiniseeaniu {3383aldduIu 363 dregslunis

BIGERA)

6.2) ipSeedianlylunisive

v Vveg

I3l ANIAUATIMUTNUITTUNTSUMAYHAIITERN 9
AdgTeaiieasansoukauAsmduwImslunswau

LUUEDUANY AIEREMISTNENTI NMSES19UINTIAUD9AS D93l

'
=

N

Y

Jushuusmdnlunisiiusiusindeya loun wasindeya
ANYAENIUTTIINIAARTVBERBULUUABUN I LAZII8NTT
wnsinmuUsildlun1sideasell Usenausme 1) dudsau

o

Ao JausTsunseualionlaruAnas1eds 2) MmuUsdau fie

NsAsERingnsaun wag3) fudsau Ae nsdndulade

va o

WNIVYATIVFDUAUNIN

Y 9

mimmaauqmmwm%aﬁa
\ndesilodnenisnsiadeunnuiivinsadailon Tneds
ftiAUEDAARDIIRITRA101Y (corrected item-total
correlation) AuingUszasdaIngiisrvgaiuniinata
$3u 3 v wazvhnsasadeunuiLdede (reliability)
vaswvuasuaunaulluldase (n = 30) waziAusausau
foyaangnéndifiony 18 Tiuly uasireidudsvailuin
NIUNNUMIUAT (n = 400) flandudszansuoariinauusn
(Cronbach’s) vasiauUsnngadamnndt 0.7 (Cortina, 1993)

wazA1 KMO (Kaiser-Olkin Measure of Sampling Adequacy)
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Wiy 0.878 (A1 KMO AsHiAININNIT 0.50 D97917) Land
d'nﬁaLLUﬁﬂqm‘f‘:ﬁmmL‘Vimzauﬁ%ﬁmﬁmiwﬁaaﬁﬂizﬂa‘u
TusedUfuIn Formell & Larcher (1981) wagA1i1ntin
93fUszneu (factor loading) #lda1nn1siiasae
29AUTZNUNEUTY (Confirmatory Factor Analysis: CFA)
98381319 0.790-0.945 Faflunnndn 0.7 uansIusazsa
LL“LJ'immxﬁ%Lﬂumﬁﬂiznaummﬂm%mm Hair, Sarstedt,

Ringle, & Mena (2012)

A15197 1 : Anavduius (Correlation Matrix)

fiauds PC RG BA PD
PC 1.000
RG 0.747 1.000
BA 0.726 0.768 1.000
PD 0.719 0.751 0.774 1.000

Me): PC = JausTsunseuailess; RG = Yanaonas; BA = msasemin

F991FuAY; PD = msindulade

NANT19 1 nunANUFuRusveiLUTANLiAgeEn

S '

A MInsenlingnsdusiumsanaulate dAwiniu 0.774

'
a1 o

warALdUTUSURIiILUINTAEgR Ao TausTsunssua
Heuiumsdnaulade dAwindu 0.719 lneseRuanudunug
vosnnadA1laiAu 0.800 (AANuEITLSTEINsLU TN

n31 0.800 fedndiAuduiuSEINIn) Zikmund & Babin
(2010)

a a a o
AITNN 2 : ANUNEIRTIYIALUN

0] Cross Construct Correlation
CR R? AVE

wus BA PD PC RG

BA 0.863 0.462 0.559 0.748

PD 0.846 0.523 0.578 0592 0.760

PC 0.863 N/A 0.557 0598 0.628 0.746

RG 0.875 N/A 0.584 0.672 0.699 0.786 0.764

Wi 0862 0492 0.570

I - GOf2 = 0.492%0.570 A3t GoF = 0.531

INANTNA 2 NUIT HANITATIVADUAINULTIBINTILS
d1uun (discriminant validity) [lun1sasivgeunuiies
M59989LULAaI9 (measurement model) VaIwAaLAILUT

el (latent variable) iaunsadalaenizisasvassnuush
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UzUufusuusunadu Tnefiansanainen AziA18INI
ANUFUNUS (correlation) sewingmandsudslunnafeaniu
LanaINLRSTATANUTDINS LTSN UBNINE FALUY
dnaunnidane1nsel (Prediction Performance) luamsau
oglusedud 7 Vave faulafid1gendn Cross Construct
Correlation NnAluanufAeIiu wansiu1nsinilaig
Lﬁmmu%qa‘im,uﬂium Construct id1u15a3aAIY
igensslunguifoafulduaglidmngulusmulsdu was
WU CR de1aandn 0.600 nA1 wag R2 HAngandn 0.50 4
AluszAUNaNs (Sarstedt, Ringle, & Hair, 2017) dusunns
Jias1znssdTannuiissnsevessanuuluninsay
(Goodness of Fit-GoF) A @un15lATIas19UasaunIsuIng
Sadiauiiivesmsafioda nuin Tassadreswuy Sau
Wissasdlunmsawinty 0531 wansidauuudinaamd
ne1n3ad (prediction performance) Tunnsideglusedud
fifauifuriueds (AVE) fAedewindu 0.570 dediAneg

S¥1I19 0.557-0.584 LanaI1 AakUSHEIAINNSnaTNOU

¥
1o Ao

noAnssugirialafuazdiuuuiianuindedie (CR) 4

ISP 1 '

ALRREMAY 0.862 FailAagening 0.846-0.875 uanad
TAMUTANNITIEUNNNEINTANEINTARITInVRIFIUUT
mudundlad nanlee aguldindudunuuniauninly

o

SEAUA

6.3) Bmsifuteya

\esanmsideidunisdnwivesfuilanlulun
nsammuvuAg ielilinsnszanevesnauiiegie (3els
ﬁ’]mﬁfjuéf’aaﬂﬂﬂLLUUﬁawa%umau (multi stage sampling)
il

Funoud 1 fjméfaasml,wu%u’ugﬁ (stratified random
sampling) Inauuangumsunasadlungamnumues sendu
6 naulvgy Usenoume ngusmnulnduns 91w 9 we ngu
YINT 71U 9 190 NFUATUATUNS T1UIU 8 LUA Na
WINTEE TIUIU 9 1WA NAUNTISUMLD T 7 190 uae
naungesulsd 31u7u 8 wue

funaudl 2 vhmsdumnngalpelénisduuuuiie simple
random sampling) $uaanideniualatwandududunu

ﬂﬁj:llﬂ’]i‘ﬂﬂﬂi@ﬂ 161"1/113\‘1Lﬂ@ﬂ?ﬂ%ﬁﬂﬂfﬁuﬂ’ﬁﬂﬂﬂiﬁ]ﬂ fio L
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Wey b LRAIANETI LURAIUNAIN LUAARDUAY LUAUNNER
WAELURIUTNUA

Funeud 3 138N 5duia8E19UUULR123e (purposive
sampling) Lilatdenngusedns Tngnisuanuuuasuaia
muaunfvn aanisalidh anudnwilaeidlefiansanain
awusnuazasuniudoyaiiesfuinasienazinsidy
dsnaindalanslunsneunuuasuany AuATUANTILIY
571 400 #0819 udLilensiadoUAILANYTAIveS
wuvaesunmiiiiles 363 yadiianldluniside Fafeane
wazdaagnusildlunisifendsiliuuafnves Comrey
and Lee (1992) fiuugtiinvuiangusiiegng 300 fegn

< ° a falal
Judwuitegluinusing

6.4) MyAATIZYTRYA
6.4.1) NMTAATIVADALTINTTAN (descriptive statistics)
\iouanuasaud (frequency) Adaas (percent) AnLade
(mean) LLasﬁauLﬁmwummgm (standard deviation)
6.4.2) @0fLT9eu1U (inferential statistics) wieldly
MsNAdBUANNRAF U (hypothesis testing) Wiomeuduus

Weanwsuayseauladeniisvswadiwuvaunisiaseasng

7) NAN15IY

[
o

NANISIVUASIL

Aidelandunisinsisideyaniy
WN1IN9EdA A5IvdeUTaNanINgNABIYRITBYALAZI
nadniAlauTiasesiuarUsranana wUanIsauaNants
Inszidayasendu 3 duw faid

dufl 1 uanamansiATIeidnvurnIsUsEanImans
VINFUAIBEIIUIU 363 AU WU dulngingusiegis
Wumewne (Fevay 68) o1y 21-30 U (Fevay 46.3)
anuninlan (Fesaz 50.7) Aszaun1sAnwiuigying
(Sovay 46.6) fsnelaraLiau 10,001-20,000 U (3peaz
41) wazdiondwdundnauuisnenau (Fevas 33.6) Tu
51qu§mwﬁmﬁu@%ﬂaﬁm ahuimyj%aiuﬁm 3,001-
5,000 U (Gauay 28.1) Tnsdeiinini (Govay 48.2)
anufiauduauain (Fevazdd.a) Ineiduiunguidsna

vin (Samaz 49) asaunsiiianswalunisdndulate (Souay

33.3) sesasudunsvisedatiu ($esay 31.7)



d1uf 2 uansnansinseideyaliasiuvesdiiuys
dunelausaziwlsnitlunisive u1nsInlaen1siEue
JuAeds dudotuuninigiu wasssAuanungYes
AdvasUNanITInseidwlsdanalaudaziala dadl
@ a a [ a @
1. Tausssunsesaten (PO) dsyaunnuAnLiulng sl

Tusgavunfgn da1afewinnu 4.39 Fawudn dn1m

Foyaiieadudinaiinainauiiidnuieaulnddanou

U

FwsAnwgaLaugnfesvedsnainudazfinounis
Andulage

Y a =

2. YAAa1989 (RG) HsvauanuAniulaesaulusyau

q

- a

1109N8A TARALNNY 4.42 Fanuin nunuuely

Suusilunsidentodsain sudufiouvesdoiing
wugdn

3. Msnsenininsrdudi (BA) dszduanudniiu
Tnosulusgiuanndign fieadowindy 4.0 Fewuin #s
Aufudsrafinisinsinnuiuaty wasluilveuiuogudn

Y
v

4. madndulade (RG) fszduarudniulagsiuly

Y - P - o = oA v o
sEAuNInan daafewiniu 4.55 Fawudi dnsdedula
Foangudnwall@svainans azaani uaziinaslavan

Usendunusnaennla

Y

bat ba2
LSy
0755
*0.784

pop1

pop2

pop3  40.770] 0751 0783
L0719 \
pop4 0701
=
pop5
ref1
Ly
ref2 0.767 /
*0.798
ref3 +0.748—
L0712
ref4 0.793
e

REF
ref5

=b.

U
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8) NANINARDUANUAFIY
91n3U7 1 wazansnadt 3 efiarsansAudvdnaves
ynilafedudsnuing 9 feiulsnisuen (extemal
endogenous variable) kazdaulsnirslu (internal
endogenous variable) Tusuifed Ao Yadeidaanmnil
dwastonsinauladeresiusing Tunmidumenud
Tausssunszuatouddninanimsaenisnsenining

duanaznisanaulade danduUsedns 0.184 way 0.169

ANUARU UBNANNUTILBNTNan19oaunan1sinaulade I

o

wazn1sindulede fA1duUszans 0.528 waz 0.436
AUy wenanidaivisnamsseusenisindulede 1
Anduseavia 0.107
m'ﬁmwﬂfﬁmﬁuﬁwﬁ5v1%wamamwiamiéfmﬁuh%a i
AndaUsvavs 0.202
ayunmnsnverinusTsunsEuallvy uanas1eds g
ATENinInIIdUA waznisindulede awnsaneinsaild

Soway 52.7

e

0690 (719

ba3 ba5

0.785

pd1
0.748
0.804" pd2
o
pd4

1 : @uneANFIRUS L UUANANSIASIESNS
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15199 3 : BvSwavesynlady (Antecedents) Nilnadafuusniu

(Dependent Variable)

fiaudsnu R? answa PC RG BA
BA 0.465 DE 0.184 0528  N/A
IE - - N/A
TE 0.18¢ 0528  N/A
PD 0.527 DE 0.169 0436  0.202
IE 0.037  0.107 -
TE 0.206 0543  0.202

nEk98 - DE = Direct Effect, IE = Indirect Effect, TE = Total Effect,
N/A = Not Applicable

M50 4 1 HANTVAABUANLFAFIU

AuNAgI NANSNAFDU

FUNAFIY

LAmusssunseualloniisvsnaldauindenis atiueu

AsEniingnsdum (PC -> BA)

2.yAnavedeliBnEnaluIndemnseving atuayu

ATAUA (RG -> BA)

3 Jausssunseuationddninadauinsenis Tyfatfuayu

finduladaidsrianiia (PC - PD)

4 ypaadsBalidvdnadauindensdadulate atuayu

dslafin (RG -> PD)

5.nsasgnininsduaiidninalsuindents GTGINY

dndulazaigsvain (BA -> PD)

HAYDINITVAFDUANLAFIUAINNI1974 drunsaaguled

Tuusssunseuallonddnsnaidavindensasemingng

a « a a

duAn YAAB1IBINANSNALTIUINABNIATENTINIATIEUAT
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Abstract

This research has the purposes for studying the influences of sustainability management of environmental,
social and governance on sustainable corporate finance of the listed companies in the Stock Exchange of Thailand
including (1) the listed companies which have been selected to continuously get the Thailand Sustainability
Investment award all of 29 companies and (2) the listed companies which have been selected to discontinuously
get the Thailand Sustainability Investment award all of 17 companies, for 6 years from 2015 to 2018. This research
is the mixed method research in both the Quantitative Research by using Descriptive Statistic Analysis, Comparison
of means Analysis, Correlation Coefficient Analysis and Panel Data Regression Analysis with Hausman Test and the
Qualitative Research by in-depth interview with 5 persons of the management of the Thailand Sustainability
Investment awarded companies. The research results found that in continued Thailand Sustainability Investment
awarded companies, the sustainability management of Environmental has negatively statistically significantly
influenced the sustainable corporate finance by making Debt to Assets (DAR) to decrease and positively statistically
significantly influenced it by making Market Value (TBQ), Return on Equity (ROE) and Return on Assets (ROA) to
increase. In discontinued Thailand Sustainability Investment awarded companies, it found that the sustainability
management of Social has negatively statistically significantly influenced sustainable finance by making Debt to
Assets (DAR) to decrease and the sustainability management of governance has positively statistically significantly
influenced sustainable corporate finance by making Market Value (TBQ), Return on Assets (ROA) and Return on

Equity (ROE) to increase.

Keywords: Stock Exchange of Thailand, Sustainability management, Sustainable corporate finance, Thailand

sustainability investment
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(planet) FaAedasifuadesudwmandey 4) frudufinm
(peace) way 5) suanuduriudi (partnership) Fanam
nannsndursusznelne lhdaiufsnnudidgyuesuuiin
wazidhvngvesnsauegadadiu (SDGs) Feldrmun
wannswaziumUiRnnusenannzifeu ihlul6du
wnmslumssddussiaiiiogsgaudaiu Tnesjaiudiils
fannudifnyues 3 fu Ao 1) Audswindou (environ-
mental) 2) A1udeAx (social) kag 3) AUA1IAIAUYULS
A9N13 (governance) 38 ESG (Laskar, Chakraborty, & Maji,
2017; Amacha, & Dastane, 2017; Sroufe, & Remani, 2018)

3.3) ULIAANITUINITNITIUYE9NN75 (Corporate Finance
Management)

Ao NANNITUTMITINNITNIINITRUD 9 UTEANS AN
LﬁadaiﬁLﬁmwamauLmugmjmmﬂﬂ’]iﬁﬁl,ﬁuﬁqiﬁfaﬁy’amﬁm’ﬁ
Fuvu nmsasu Tneusimananudes vieenaiinnudes
Tuszdufiarusasouduld (Ukhriyawati, Ratnawat, &
Riyadi, 2017) wielsinausznounsnIensSudia danimn
ﬂéaqmaﬂﬁﬁuuazmmsaLﬁmﬂamﬁamﬂﬁqﬁuﬁ athy
NM3U3IM13N1553UY0eRINTT FemraajatiuntsuImn sl
anuddalu 4 du feluil Ae 1) Funsuimsauning
2) §unsUIMIMiAY 3) AIUNITUTIMTRUYU Uag 4) 91U

ATUTUIANLLEEN

3.4) ngwFunu (Agency Theory)

AB e MkanienuduRusIEninedanis (principal)
AUAIUNU (agency) &9 Jensen and Meckling (1976) lanam
1 famsldanunsausmsnulaiesdne s9eansiisuny
W8 USINSAaNTS Feaunsnenswazdnslunisannns

o PN a 9 Yo a o P v
ningnsiaudedlvdiunulivinisdanis wieliussg

Taguszasdeuiisanisimualikasldsunaneuunuiiadan



wazfunuarlafusmeuuuaInnTUImM YA sty q @9
Tuunedsgfieoriuenansliaunsniuioyanmsdadulasig q
vosamildionn Soilimisdedauds (conflict of interest)
P ognlanna Tuﬂﬁ]ﬁ;ﬂuf:ﬁami?hﬂwg%Lﬁmmimwm&
Tifunuguaiuinveudoaudsduresianisliundy
ilesnnmsirfuguaianisvideussemAuia (corporate
governance) annsataesimhiidunalneunuihneuims
vizasunuld ilfszuunsuimsianisiussansnmia
wntu fanalusdlauavanunsansadeuls Ssaenadostu
LuIARTBINTSHAILNDEB Y wian15UTmsdan1sAa

|
o

Saiuiidedlianuddyseduindon dau wazn1sifu
quaianis Wit mihilumsusmsuarauAuguariy
a3 Uiamsagul, 2018); Lin, & Lin, 2018; Poowadin, Prasertsri,
& Nilapornkul, 2018; Algatan, Chbib, & Hussainey, 2019;
Prapoh, Chuaychu,. & Chammuangpak, 2020; Dakhlallh,

Rashid, Amalina, Abdullah, 2020)

3.5) nguikiaaulaiae (Stakeholder Theory)

Ao nouflaesugimnudienidnlaluguvesidiu
Laldgv0IuTEm (Freeman, 1994) Mangudddulaide
L% I3 U 1 vyal %4
i Judiu wagngudfdle

q 9

nelufians W wilnow gie

A

Wenguenianis wu gnen A aAudedy anasguavyau
a

Qv a £4 L4 0w [ Y
Wusnu lnefanisassliaiiudn fyﬁ@ﬁﬂﬁﬁu1®LﬁﬂWﬂﬂ

q

A

wenwileluannisafisfianauselevivedfevuiiearne
Wity datuguimsdsiesimtvesmulunisundes
Hauszlevivasiansuagmsuntesmausslevisuveusssy

Y a

WUINT

vosidnlfdeiiAetestuianssng Ssdnduiy
AadirudAydon1sliufanssunsdau (Simionescu,
& Dumitrescu, 2018; Rukphanichmanee, Thammasiri &
Duangchaiyoosook, 2019) Iaglan1gn1sidusiuveasi

1

duladunnn

q

v
v =

nunNY

a

druladedelinansenusanisanidugsne URQE

q

au

q

LB MBUAUDIADAINUABINITVDILL

Y

wagtitalinanisenunsasiugsianudiunisedsauiule

v
o

198509

2

o

IAULATYUYUDYEIEY

3.6) NITNUNINITIUNTTUUALITUITET VD
3.6.1) NITUSHITINAITAIIUEIEUA TUEIINADU FIAU

uaznsinuguananIs 1een1suImsIanisaugsBua
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duwnden MaMaUaHedayanuN1sIANTAWIAGON N3
AANNSUAREANLSDUNTLAN NSARTEY N1SAAUSUINTLY

YILALAANITIINGIIUY K38 IMSNensminUselevy

o

gean Feuladndunisuinisdnnisdauadeundty &

AMUFUNUSLTIVINABOATINANDULNUADFUNSNE (ROA)

BNTIHANDULNUADAIUYDIET VU (ROE) UazyanInain

o w aa

29979115 (TBQ) s nlldad1Ayn19ada (Neeveditah,

Karishma, & Devi, 2017; Zamil, & Hassan, 2019; Utomo,

o

Rahayu, Kaujan, & Irw&i, 2020) @un15u3ni1s9an1saANu

Y

dafusudaen madametoyamnuiuinveuiidsedny
nsfidussedsnuuazaueu satanselalddeniingy
ﬁgamiaﬁuaqu mMsAnNuYineAmLIANLaInsavemnay
wazatannisdudu q Wudninaudianuduiudideunn
AOONTINANDULNUGDAUNTNE §RTINANDULNUADAIUTDS

a o

U

o

YAIAUNIEDR

o

Hi0VU UaryarIna1AYeINaNITaLIN
(Dewi, & Monalisa, 2016; Margaretha, & Rachmawati,
2016; Obeitoh, Ridzwana, & Olusegun, 2018; Yang, &

Maresova, 2020) kagn1SUSUISIANITANUTITUAIUNT

v
o w a o

Afuguwananis Nan1sandugsnaniedTesssy n1sli

P =

AABDAINULEA

o

AUEN 89LATNITIANITINGARAZAIINLED

NFUSUITINNITALUTTENAUIANENITWAIFIARIENTTUNNS

'
P

WIBUNUSINT HANUAURUSITIUINADINSIHARDULNU

a

R5k]

I a

nad

@
o

uning dnsmansuwnudedIuvegiouLazyad
#a1AY8AaNTS (Mohammed, & Knapkova, 2016; Abidin,

Hashim, & Arif, 2017; Munir, Khan, Usman, & Sobia, 2019;

Zhi, & Ramzan, 2020) Aty Fsaguledn nsusmsdnnis

'
(g a

ANUGIBUMUFIINGON AUFIAN LagaUNTAAUgLS

Aan13 AAMUFUNUSITIUINADRTINARNDULVIURDAUNTNE
(ROA) Bn3 ManaULNUsdIuYaNT oYY (ROE) uazyas
Aa1AYIRaNIs (TBQ) ognslitudAgnI9ada

3.6.2) MSYSMITINNITAIIUEITUNINNITISUA 1WNITUSINT

v &

FUNTW

o

Togldsnsnanauwnusadunsng (ROA) Fudu

o

2

o

&y

<

fTiand1fgyvenisiiulnvesduninduazyarinanisi

VANEITU TeiNanTSA

Swe (ROA) &

AYIITYNUIT DATIHANDULNUAD

&

Aunsng (

a a a

avidnaeuINFeyarfan1s (TBQ) aeil

o

AYNNEDH (Rosikah, Prananingrum, Muthalib, Azis, &

o

Hedn
Rohansyah, 2018; Ilmiyono, 2019; Kartika, 2020) d2un13

USM5IANITANNEITUNINITRUAUNITUSHISUTLEY Lae
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v
A [ s =

T¥nsdnumilaudoduning (DAR) Fadusaiindanisy
nilAuuaranudndofiovesianis Sellnufnuifenu
Snsrduniidusoduning (DAR) Tuansenuidaausie ROE
pe198dud1AYNI9EDA (Mamaro, & Legotlo, 2020) N5
UimsdaniseudBunnsfuiunisuinsdunu Toe
¥8nsmaneuunusediuresiony (ROE) Fudusiinds
naneuLUTlFUIInMsthaduvesfiovuniediuveu
TWawudeluldlunsdniugsia Ssflnufnuisde wuh
SRIIHANBULNUABAINYRINNBYU (ROE) UNanIznulls
UINABIINYU Vi3adayaAIna1Avedfanis (TBQ) ag1sll
HedrfAgyn19ada (Nursiam & Rahayu, 2019; Soewignyo,
2020) dunsuimsinnisanudsdunianisiudiunis
UImsanadssnansiiu Tagldsedueuidsmnansiiy
(DFL) uansbiiufeniszniunienisiu wiealdanenis
nsiufitanisiostneliuddmitudlusuresmenids 3
finsfnu3des nuth radsanientsiiu (OFL) finanseny
\IAUADENTINANDULNUADAUNTNG (ROA) Lagdnsn

o o

HARRUWNURAILYBNeYY (ROE) egwilduddnmeadia

AU5985¢ (Independent Variables)

ANTUIMITIANTEAMUGIg Y

(Sustainability Management)

« Sauandou (ENV)

(Savitri, Gumanti, & Yulinda, 2020) LagASUINITIANTS
ANUGIEUMINITRUMULAAIA1ATe9aINT (TBQ) Tagly
yarnansundudidiananisandunuludagiu uaswa

AsAuaulusuIAniaInn15alld F991n9ufneITY

YRR A '

WU yarwa1nvesianis (TBQ) danuduiiusidsuinss

o

NANIALENIIY (EBIT) wvpanan1segeiitedAyniagd

)

3)

(Fu, L., Singhal, & Parkash, 2016) fsiiu Fsagulédn n1s

USM59AN15ANUTIEUNIINTTEY 18RI IHANBULNURD

o Na

Auniwg (ROA) dBnsnalgauinseyar1ianis (TBQ) age

v
°o o [ o 6

fupdAunedns onsiniaunedunsng (DAR) 4dnswa

17

D
D

Y '

\BeaufednIINanB UL UADEIUYRIE DOV (ROE) 8R91

HanoULUAadIuvagfiou (ROE) 8nsnaldauinse

I a 1 o

WaA1AIN13 (TBQ) egreilfdAynealid sesuaades

a a

71719015631 (DFL) 48NS WaLT98UsonI NN ULNUAD

Auning (ROA) LATBNTIHANDUUNUADEIUVBIH DOV

o o

(ROE) agailfudAgneaiif uazyaf1na1nvednang
(TBQ) fianuduiusidauinsianiilsainnsaniiuau (EBIT)

o w

AR IELREANRNARI

AmUsal (Dependent Variables)

AMUFIBUNMNRUYDIRIMS

(Sustainable Corporate Finance)

e dRs AR ULNUABAUNING (ROA)

* §3A1 (SOC)

« n1sfifuguafianis (Gov)

#audsnuau (Control Variables)

« Sasumiiudony (DER)
* Fasnraiulaveduning (AGR)

+ dasnrniiulavswanme (SGR)

» Sasrduwiauioduning (DAR)
* dnsmanouunudadu el fiaku (ROE)
« sefuRmMudBImManisdu (OFL)

« YaAIAA RTINS (TBQ)

U7 1 : NFRULNARMTITY

o

3.7) N5OULLIANNITIV

va o

NNTOULWIANNITITE FITeTslamnunauufigiunis

Fvsanaluil

'
o

3.7.1) auufgiunIs3e9 1 nM1SUIUITIANIIANUEEY

a a

1BVBNaLTIUINABANNEIBUNINITRUA USRI IHANB UL

faaunsng



AULAgIUN 1.1 MIUTmsianisanudduinuduinaey

aa

DVNINALY

a a

UINFBANNEIEUNNTRUAUS AT IHANDULNY
fadunsne
AUURFINT 1.2 M15UIMIsTanIsAudstusudeaud

ANTNALTIVINABAIUTITUNIINITRUAUDATINANDUSNU

AUNATIUN 1.3 N13UIMIIANIIANNEIBUMUNITATY
ALANINTTHBNENABIUINADANUTITUNINTRUAUEAT

NARNDUWNUADAUNSNEG

'
o

3.7.2) gUUAFINMTITEN 2 NFUTMIINNTANUGTE UL

ANTNALYIAUADAINUTITUNIINTRUAIUD AT 1N LT UAD
UNsNg
AUURFILN 2.1 MIUTMIIANIANNSBUAUFW NG Y

0]

a a

1BYENALTIRUADAINUTITUNIINITRUA LIRS IU LAY
Funsng

ATUSEIANL

3

AUURFINT 2.2 M1SUIMISTANITANEEY

fUadu

BNTNALTIAUFADAINUTITUNIINTRUAUDATINLFUAD

unsne

auufigiuil 2.3 msuimsdanmsanudaiusunsiity
guaRInsilaviwaBsauronmdadumanisiusugng
wilAudeduning

3.7.3) auuAgiunsisen 3 msuimsdanisenudsdu

a a

1BVENaTIUINABANNEIBUNMINITRUA USRI IHARB UL

LG RLNARLIAY
AUUAFILN 3.1 MIUTMIIANIANNSEUAUFW NG Y

a a

VBNALTIUINADANUG T UNINITRUATUSAT AR D UL

v a

dIuveIieuANNAgIUA 3.2 N15UTMITIANITAIY

fafusudseuiidvinaiuindenuddumanisiiugiy
SN IMANDULVIURDEINYDIETBYV

auufgiudl 3.3 msvimsiansanudadusumsiiiy
guatansTBvEwaeuinserudsdumansiususng

v

U

q

HARDULNUADAIUYDE D
3.7.4) auudgIunsisei 4 msvimsdanmsauddu
fBvSnadsausennudidunanistusussiuanudes
N19NTEU
aunAgndl 4.1 msvimsdansanudidusnudannden
fBvSnadsausennudidunanistusussiuanudes

NNAITRU
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AUURFINN 4.2 M5UIMITTRnIsANUsun Ui audl

a '

dwsnalsaudenudiduniansiudussfuanudss
N9N15HY

auufz i 4.3 msuimsdanisauddusnunisiiu
guafansiiavswaisausenudsBumsnsiudussei
ANy

3.7.5) @uufg1un1539e7 5 mavdmsianisarudedy

a a

TBVENATIUINADANUIIBUNINITRUAUYAAINAINYDS
N3n13
AUUAFIUN 5.1 MIVIMIINNTANUEBUATUELINA DN

a a

fisnswaldeuansonudsdunenisfusugadinainues
fan3

auuRgiudt 5.2 msudmsianisanudaduiudnud
SvwadsuindenudBunansuduyadinainves
fan3

auufgiuil 5.3 Msuimsdansanudaiusnunsiiiy
guaRamsidvEnaidsuindermudsdumanisiusuyadn

FANNVDININTT

3) WAsALiuIe

TunsAnuiisendsl Wunuidouuunaunay (mixed
method research) $%#319N193981WIUTU (quantitative
research) kagN153ITeLTIAMUNMN (qualitative research) lng
M3AnEITEEUSInaty 9svnsAne 3T E s s
(descriptive research) waginnsAnwLTaeyLU (inferential
statistics) Faldun n1sIAszdauwAnaenaislag
ANINAABY t-test MFIASIzRAEUUSTANEAndLTLS uay
MTAATINIONOBUUUUNILUA NMSVAEBUAEID Hausman
Test n¥oustinisvaaevanufigiu Inswiurvsudeyanfe
0fl (secondary data) nenuanudBulsesd daudd
W.Al. 2558 D19 U n.e. 2563 unsiusnUsyalnsunauay
unsRusmUsesduarsnenuusesnt st we. 2558
fa ¥ we. 2563 wagsmUanistereresiu m fuviinis
aninevosusiarlnga doul wa. 2558 897 A, 2563
yasusEnaanzideulunatnndnninduielszimalned
Fsudmden fuuisvudsdu dudd wa. 2558 9 U el
2563 sszeziaan 6 U Aadefunnd JuFendt “uEmiu

Faupg19mauilnd” 31U 29 USHM taauandlun1s1en 1
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wazu3tnaavzdeuiilasuindon duiudsdu dausd w.e.

o =

nunnu

q

2558 fis U .. 2563 53us2eL3a1 6 U lifiase
vielFsudndenifissunsiviitu Sadondr “uidmrudiu
ogslsisiowdles” $1uau 17 UTEn Tnouanslumsned 2 dou
nsfnw1ifoidanmniniy nasiiudeyadgugd

(primary data) 99NN1TEUNWAILTIAN (in-depth Interview)

v

WU

°

MUIU

SsusEmaangidouilasudadonduusenuddu

e

5 v Inenslguuvasunuuuulaseasng (structure
interview) wagagtdayaiilaainnisduniyalundnsign
Aaen1Inssaiun tieliladayanaiuisodiunaiuvse

atdvayunSounuUTeuiisuiuvtoyaiBelinaunlaainns

AnwiveAsall

M3l 1 : Uevmeenzdeunilisudndeniuuidmiudsdustwoiioutmunguanamngsy st w.e. 2558 1 T wa. 2563 §1uau 29 U3Tm

nuATUAY Audn g5fia Audn adsmn3uniwduaz  wiwens u3n1s walulad
gAFMNTIY gulan sy geswingsy Ferleatna
2113 vilnn
CFRESH se KKP VL CPN BAFS AOT ADVANC
CPF PTTGC sC BANPU BWG DELTA
MINT SAT scc BCP HMPRO  INTUCH
STA SSSC SPALI EASTW THCOM

EGCO

IRPC

RATCH

TOP

et 2 : Bdmaemzdeuiildsusndenduissnmiuddustshisadioudwmungugnamnssy fusd we. 2558 fis U wa. 2563 310U 17 1380

\nwATuAS Audn gifia Audn affoniuminduas  wiwerns  uims walulad
QAEIMNTTY gulan Mk geEmngIN Ferioatn
W3 vilan
TFMAMA PG KBANK TSTH LPN BEYOND BEM SYNEX
TU PRANDA PPP PTT PSL
TOG PTTEP THAI
SCG

nMAdeasall drsedenlilunmaiunusdeys Aweluil
3.1) Juvsdas (Independent Variables)

q' Y] a Y] oA Y oa v

WNeRUNMTUIIInNSANUSBuAudwInden (ENV)
91U 6 o daw (SOC) F1uu 11 U8 waznsiiugua
Aan1s (GOV) F1wau 24 4o suvismuadu 41 9o lnenis
Wusauswdeya ansenuanudidulszdT mnuien
aangidsuiinisaniiunisaunnudduludelafaylasu 1

Azuuu nldlesdunisanudsduiagls 0 Aziuuy

3.2) siusmauayl (Control Variables)
Falpunsnsaunieanisiunddey Tnensiiusiusiu
NIUNMIRUTwWUIEIlAsaLazIUN1TRUTINY T2 T

fanalull

108

3.2.1) Shmaumilausion (DER)
Total Debt,
Total Equities,
3.2.2) gnsmsdulavesaunsne (AGR)

Total Assets,-Total Assets, ;

X100
Total Assets, ;

3.2.3) en51m15s8ulnvesgeny1g (SGR)

Total Sales,-Total Sales, ;

x 100
Total Sales, ;

3.3) §26U5973 (Dependent Variables) 33ldundnsdau

M19n153uNd1Aey Ien191AUTIVTIN 91NIUAITIRUTIY

o

Usganlnsunawazaunisidusinysesnt sasslul



3.3.1) 99TIANDULNUADFUNTNE (ROA)

NP,

x 100
(Total Assets,+Total Assets,_;)/2

3.3.2) onsviauseaunsng (DAR)

Total Debt (t)

x 100
(Total Assets,+Total Assets, ;)/2

3.3.3) SR IHARDUWVIURDEIUYDIETBYIU (ROE)

NP,

x 100
(Total Equities,+Total Equities, ;)/2

3.3.4) s¥AUAIINELI 9755 (DFL)

EBIT,

EBIT,,
3.3.5) yaA1maInYenenis (TBQ)

Market Value of Equity, +Book Value of Total Debt;

Book Value of Total Assets,
Faaunsaauduaunisifielflunimeaevauuigiu
1A
SCFy = Bo+B.ENV,+B,SOC,+B,GOV,+ B DER,+
BEAGRit+BésGRit+Eit
Toedl SCF #e Prudafuvmnan1sdu (sustainable corporate
finance) FaUsznouiie SATHARDULIUREAUNINS
(ROA) Snswiidusiedunsng (DAR) Saswameuwny
soduvesfiavu (ROE) sefummidsmnansiy
(DFL) LLazyjammmmaaﬁﬁ]mi (TBQ)

B

ENV A8 N15USMI59ANISANUSIguAUEILInanl

o

Ao AnduUszavsaessauys

SOC fie MIusmsTanIsaudsBusudeny
GOV fe matdmsdansanudsdusunsiiiugua
A3ns

DER fio dns1dumildudeny

AGR fp 8nsnsiaulavesdunsng

SGR fie 9nsINsiAulnveanvY

ROA fiB DR IHANDULNURDAUNINE

DAR #e Snswilausedunng

ROE fla Shamilanauunusioduvosdfiovu
DFL A szauAudsmianisdu

TBQ Ao Yarma1Avesfan1s

Total Assets Aa AuNswesIu
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Total Debt A wlAUTI

Total Equity Ao duvesgiionusu

Total Sales A gamvuI5IX

NP Ao f1lsans (Net Profit)
Market Value of Equity fi® 4afA1na1Av8edIuYes

ARRYATEEH

v
v =]

UeyBuasnidusiu

£

Book Value of Debt fi® yam1vs

v a a

U VUDIE

o

Book Value of Assets fie 1aA1ve UNTNE
39

I A v oAl Yo oA & aov Y oA a

i Ao uswnnilasudndanduuseniudatun 1, 2,
3,..N

t Ao e 1,23 .. T

€ Ao AmmuraRPABU

4) HamTIATIEveya

4.1) kaMINATIZVTRYATIUTU I

31015797 3 WU ANedsvesAudiduninstu
Tno¥nA1a1nsnsinanauunuseduning snsmiause
Auning SnsmansuumusedLvesiey sefumLIEe
MINTRY Uagdar1naInvenanis Wiy 7.00%, 49.88%,
13.34%, 1.18 W1 uaz 1.57 Wi mwuansu Tnedandeauu
1MTFIU WA 0.0623, 0.1660, 0.1406, 1.6990 way 1.0735
AUEGU dunIUEmsEnIseLs s uEunnd ey dunu
wagmsinAuguaiants dazuuuadsiniu 4.27 avuuu
9.08 AZLUL WAy 14.09 Azuuy auadu Tnedandesu
UINTFIULYINAU 0.4499, 0.8396 wag 1.5234 ANUAIAU
duuusaauay dsldud Shamiaudenu snsnadule
Y0@EUNSNE Lardns1NsiRulnvesgenv1Y WA 1.34 W
0.80% waw 1.19% suandtu Tnefandsauuanasgiu winiu
1.2533, 0.1753 1@z 0.1905 AUE1AU

M1599 3 : AnadiAilanssaiun (Descriptive Statistics) YednguuTem
aanziouiildsudndonduudtniuddusewiaiio fwad

W.f. 2558 09 U W.A. 2563

fauds 9 Mean Min Max )
ROA 696 7.00% -11.89% 3591% 0.0623
DAR 696 49.88% 9.12% 92.33% 0.1660
ROE 696 13.34% -2854% 90.33% 0.1406
DFL 696 1.18 -32.19 18.77 1.6990
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A3 3 : AaBRB NS (Descriptive Statistics) ¥@4nguUTEN Lﬁmmmmuwhffu 0.4809, 1.0132 wag 1.8082 m1uasu
a M vy v oA 2 PR AR ' oA & 1 ' P
aanzideunlasudndenduuieniudsduegiasaiion faul drususnuny Falaun ammuaumnu Sasmsieula
W.A. 2558 613 U .71 2563 (5i0)

YRIAUNTNE WALINIINITHUIAVDIYBAYNY WINAU 1.35

AmUs 9 Mean  Min Max SD . . o 4
Wi 6.66% Way 2.60% A1Na1nU aedA e unnInggIy

TBQ 69 1.57 0.44 1094  1.0735 =
ENV 696 407 400 500 0.4499 WINAU 1.5927, 0.0538 Lay 0.3281 M1udsfu

SOC 696 9.08 7.00 11.00  0.8396

GOV 696 1490 1200 1800 15234 M15199 4 : AnadAlianssaun (Descriptive Statistics) YeanguuTEm
DER 696 134 0.10 1204 12533 sz douiilisudndentuuivniudsdusgiliseidos faud
AGR 696  4.84% -4380% 120.20% 0.1753 W.A. 2558 09 U .61 2563

SGR 696  1.19% -88.91% 123.79%  0.1905 Awds U Mean Min Max SD

ROA 384 377% -1331% 17.43%  0.0514

= i i a U a [¢) 0 [o)
1NHNITNY 4 WU ANLRFYVYDIAINUYIYUNINNTEIU DAR 384 46.49% 10.76% 89.89% 0.2003
ROE 384  7.63% -2930% 31.37% 00933

DFL 384 0.93 -43.32 13.97 3.4540

A8 TAAIIINOATINANDULNUADAUNSNG BN 1ULFUAD

duning snTmanauuusadLveTel SEAUAIILEYS

TBQ 384 1.11 0.41 226 03904
MINTRY UavdAAIMaIAYRINANTT Wy 3.77%, 46.49%, ENV 384 426 4.00 500 04809
7.63%, 0.93 Wi kay 1.11 Wi 1ua9u tngdadeuu soC 384 8.53 7.00 10.00  1.0132
AP WU 0.0514, 0.2003, 0.0933, 3.4540 uag 0.3904 GOv 384 1384 1200 18.00  1.8082

DER 384 1.35 0.12 889 15927

ANUAINU FIUNITUSUITIANTANUEITUAUAWLINA DY
AGR 384  068% -17.94%  36.39%  0.0538

day uaznsmiiuguananis davuuuiadewindu 4.26
SGR 384  260% -91.87% 283.97% 0.3281

ATLUY 8.53 ATLUY LAY 13.84 ATLUY AIUANU Lagdial

AT 5 : AenLeanAvedede (Mean) sawulsssninnguuisvniudidusgrsaiiewwasnguuisniudsbuetdliseliios

nguUEMugdy nguUEmoudedy
fauls aghedaiilag agsliidaiilag t-test p-value
Obs Mean SD Obs Mean SD
ROA 696 7.00% 0.0623 384 3.77% 0.0514 9.151 0.021*
DAR 696 49.88% 0.1660 384 46.49% 0.2003 2.827 0.000*
ROE 696 13.34% 0.1406 384 7.63% 0.0933 7977 0.012*
DFL 696 1.1784 1.6990 384 0.9346 3.4540 1.299 0.010*
TBQ 696 1.5680 1.0735 384 1.1078 0.3904 10.156 0.000*
ENV 696 4.2721 0.4499 384 4.2622 0.4809 0.333 0.393
SOC 696 9.0835 0.8396 384 8.5307 1.0132 9.106 0.000*
GOV 696 14.9006 1.5234 384 13.8401 1.8082 9.742 0.232
DER 696 1.3353 1.2533 384 1.3508 1.5927 -0.165 0.001*
AGR 696 4.84% 0.1753 384 0.68% 0.0538 5.788 0.000*
SGR 696 1.19% 0.1905 384 2.60% 0.3281 -0.786 0.011*

) aaa

visnegme: * ddeaAgyvadaissny 0.05
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A 1w a £ o o 9« . . oA w A AMYy o A G aw Y owaA 1A
15197 6 AndulseAnSanduiiug (Correlation Analysis) vesnguuisnaaneifeunlasudnidoniuuisnudduogwsiaiios

Fausd w2558 83 T W 2563

fianus VIF ROA DAR ROE DFL TBQ ENV SOC GOV DER AGR SGR
ROA 1.000

DAR -0.260***  1.000

ROE 0.674** 0.141**  1.000

DFL -0.048 0.086** -0.031 1.000

TBQ 0.484***  -0.283**  0.329***  -0.035 1.000

ENV 1.134  -0.015 -0.122%*  -0.090**  -0.015 0.058 1.000

SOC 1.577  0.368%*  -0.124***  0.430**  -0.002 0.312%*  0.181**  1.000

GOV 1.659  0.382**  0.045 0.503***  0.013 0.602%**  0.235***  (0.593***  1.000

DER 1.067  -0.179***  0.820%**  0.247**  0.084**  -0.205***  -0.173***  0.129***  0.108***  1.000

AGR 1.062  0.070% 0.091** 0.101**  -0.001 0.181**  -0.108** -0.010 0.137%** 0.016 1.000

SGR 1.011  0.006 0.055 0.024 -0.004 -0.011 -0.049 -0.007 -0.025 0.035 0.089**  1.000

VNG ¥, ** Uy ThlydAtynNaaansyay 0.10, 0.05 uay 0.01 AINa Wy

95199 5 wud Anudaunnenisiu laeaaann
Snsmaneuunuseduning (ROA) Sasmilausoduning
(DAR) 8nsHanaUWUsBdLYeIRneu (ROE) s¥iuAIy
\Herenn9nnsidu (DFL) LAZLARAINAIATB4AINTT (TBQ) U4
nauuTTudsiust el sdidgeniinguuivniudsiu
agntliisaiosegnefiduddynisadfisedu 0.05 Taeilan
t-test WA 9.151, 2.827, 7.977, 1.299 uay 10.156 MAUAIRU
uazdlAn p-value Winiu 0.021, 0.000, 0.012, 0.010 wag 0.000

MUAIRU FIUNTUIITIANISANNE B WA UELIRA Y (ENV)

v o A '

NULIYUBYN

q

wazn13ATUQUAnaN1s (GOV) veenauuium
serieadinzuuuliinandannnguuisniudaduegialal
soilos TnefiAn t-test Wiy 0.333 uaz 9.742 Augd1dy
wazdlAn p-value WNAU 0.393 az 0.232 MUY WANIS

UIMsdan1sanudedududaay (SOC) vaenguusenviu

geduagerailioainzuungininguussniudsiuegisly

AUNINEDAN

14

folllotag19iltudn S¥AU 0.05 taaliAn t-test

Wiy 9.106 kagA p WU 0.000 d3UAILUIAIUAY B9

a [

AUNINY LA

v o

nuey

q

lawn gnsmildusenu dnsnisiivlaves

= '

9NIINTAUIAYDILBAYIY YBINGFUUTEN BILERE:

'
' =

ABDLU

a1 '

sovlosliAaindtnguuieniudiduegislideiiotegiad

@ a

ALYNINED

HedAgy Afiszau 0.05 Tnefian t-test iy -0.165,
5.788 LAz -0.788 M1ua19U LazAn p-value Wi1AU 0.001,

0.000 wag 0.011 sUa1AU
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=

31NA1517 6 WU NENUIENAnsdeunlasudnien

g
= LYY

SANAUN

Y o

Nud
U3 ROA fusuus GOV gaanil 0.382 sudiu

'
aada

06N

N '

guYy

s

Juusom 19paLlaallA1duUsEan §

' o

NINIAIL

b

o
o

9

o o

HeA1AUN19E 001 wansliiuindnsnavoInIsusNIg

o

Jan1sAudiduiun1siAuguananis 91U 1 widde i

NALTIUINABONTINANDUBNUABAUNSNDS 0.382 1178

L&

(Shad, & Lai, 2019; Zhi, & Ramzan, 2020) d@uA1duys

'
I o

-
AINFAN

1

ANFUNUTTENI1997wUS DAR Audakds SOC &

'
aada

06N

a

-0.124 szeutledAym1eanai 0.01 wanslifiuindnsna

YBINISUSUITINNTANUAIAN U 1 YUY LNALTIaune

1 a v ¢

9ns utAURRAUNSWE D9 -0.124 Mg ArduUTEaNd

o

anduiussEnIeiuys ROE Audiuds GOV didadand

'
o o aaa

AN NEONN

o

0.503 SEAUNY 0.01 wanslifiuIndnsna

Y9I IMAUYUARINITIIUIN 1 Ml HnaTeuInsiedne
HanaUWUsadILdNeud 0.5053 vitie (Wang, Wang, &
Liao, 2019 ; Eklof, Podkorytova, & Malova, 2020;

Phunchanathor, & Saengkhiew, 2021) duddulszans

Y

ANAUNUSTENINALUS DFL wuInlddanuduiusiusa

wusdasela 9 wanedn n1suimsdanisaudeduladl

' 1Y

DNTNAFDITLAUAINULFININITHEY  wazAIduUTZEAND

anduiussEnIeiuys TBQ Auduys GOV fid1asand

'
aaa

0.603 sesutladrAyn1eananf 0.01 uanslmdiuiadnsna
YBINITUINITIANITATUNITAIAUALAAINTT U 1

vl ddvSnalauindeyanina1nvesianis 0.603 il
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(Zhi, & Ramzan, 2020;, Eklof, Podkorytova, & Malova, 2020;
Seangarvut, Prakobsaeng, & Kumsuprom, 2020)
nan1maaeutymauduiussznIniuldassias
AauUsAIuAN (Multicollinearity) TagAn VIF voasauUs
daszuaziiuUsnIvANfalliAegTEning 1-10 denAdes
funuAseves Pontin and Chunnual (2016) s VIF gage
087l 3.655 dauauAded wudh e VIF 9e daudsdass
ENV, SOC wag GOV favinAu 1.134, 1.577 uay 1.659

MNAWU duen VIF ¥eeiudsnauns DER, AGR uay SGR

v
a Y o =2

AANMIAU 1.067, 1.062 wag 1.011 AUE1AU AIUUIS
Woiuan ity Multicollinearity tAnTu FeuUsdase

nnelifinnuduiusseiuuagiv

v A <

M15°99 7 WU nguusEnIamesileuntasudndendu

v U A '

yS¥nrudatusgnaliseiies dardudsedndandunus

q

5¥9I19/IUUS ROA AUfauys ENV gagndl 0.320 & il

,
o w aada < !

Hod1Agn1ead@dn 0.01 wansliiiuindnsnaves ENV

T 1 Y TRadeuInea ROA i 0.320 13e (Zamil,

s ' o

& Hassan, 2019) g uA1duUss@ndandunussemingmnys

o o a

DAR fiuguys ENV fiA1engai-0.188 FailtiadAgyniead

17

=3)

' P

7 0.01 wanslmiuNBnsnaved ENV 717U 1 iy dna

o ] -

5enInefauys ROE fusuds SOC fiaasandt 0.219 Fail

LVANRE ]

'
[ aaa

WodAgn19adan 0.01 uansliifiuindninaves SOC

°

U 1 vy AnalTsuinas ROE §19 0.219 (Bryl, 2018)

a

druAduUseansandunusseninedanys DFL wulnlud

Y YY)

ANuduTusAUfuUTBasela o wansin ATUIMITIANIS

ida a ] Y a

anudadulafianinadosiuanudsmnenisiiu wazen
fuUsrAnsavduiusseninaduus TBQ Aufuds SOC 4
Ageaal 0.138 Fefitfodrfyynaaiaf 0.01 uandliifiuii
angnaves SOC 91U 1 nuly duaigauinsds TBQ fie
0.138 3w (Bhuyan, Lodh, & Perera, 2017)
nan1sadeudgmIAuduRuS iU daTE iy
AauUsAIuAN (Multicollinearity) Tagdn VIF voamauUs
daszuazimLUsmuANRuiA1agsEnIn 1-10 denndeiu
$38ves Pontin and Chunnual (2016) FsAn VIF gsan
g7l 3.655 dauedded nui A VIF 9o FauusBasy
ENV, SOC uag GOV fidwviriu 1.1964, 3.207 uag 3.443
AUEIRU d@uen VIF vaaiiuUsnluny DER, AGR Uag SGR
fiAin iy 1,345, 1.128 uag 1.106 aud1fy feduds
WFesfudn Ladfifgm Multicollinearity Ssfuusdasgyns

Tifaudusiusteaiunasiu

L o oo

L F9aUse DAR 4 0.188 %18 duANFUUITLENTaNFUNUS

M15197 7 AndudszdnSanduius (Correlation Analysis) vesnguuidnasvuideuilasudndeniluuioniudiduegaliseios

Faugd e 2558 §a T Wi 2563

fiawls  VIF ROA DAR ROE DFL TBQ ENV SOC GOV DER AGR SGR
ROA 1.000

DAR -0.256***  1.000

ROE 0.855***  0.162***  1.000

DFL 0.075 -0.016 0.100* 1.000

TBQ 0.474%*  0.205***  0.449*** 0.011  1.000

ENV 1.964  0.320%**  -0.188***  0.186™** 0.041  0.026 1.000

SOC 3.207 0.212%*  -0.018 0.219** 0.081  0.138*"*  0.586***  1.000

GOV 3.443  0.192%**  -0.055 0.114**  0.038  0.088* 0.685***  0.763**  1.000

DER 1.345  -0.158***  0.811**  0.236™* 0.017  0.091* -0.124**  0.217**  -0.113**  1.000

AGR 1.128  0.178***  0.100** 0.188*** 0.023  0.141**  -0.018 0.083% 0.024 0.123**  1.000

SGR 1.106  0.090* -0.002 0.081 -0.038  -0.009 -0.014 0.000 -0.010 -0.013 0.304***  1.000

WIENR: ¥, ** gz *** Jyd Ay nNadanseay 0.10, 0.05 uay 0.01 MUa WU
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137297 8 NINANBBLUUNLLA (Panel Data Analysis) vaanguuisnmaamziloudildiudndenduuisniudduetisioiios faudd w.ea. 2558 §a U w.e. 2563

fauusany ROA DAR ROE DFL TBQ
FEM REM FEM REM FEM REM FEM REM FEM REM

Coefficients Coefficients Coefficients Coefficients Coefficients Coefficients  Coefficients Coefficients Coefficients Coefficients

fusdase

ENV 0.0522%** -0.0033 -0.0607** -0.0060 0.0967*** -0.0420 -0.8641 -0.0073 0.4694* -0.0571
SOC -0.1000%*** -0.0142 0.1182%** 0.0040 -0.2346*** -0.0234 0.6385 -0.0509 -0.2854 0.1522
GOV -0.0095 0.0165*** 0.0052 -0.0040 -0.0444> 0.0409*** 0.7878 0.0224 -0.5373%** 0.1866**

fauUsauay

DER -0.0221%** -0.0222%** 0.0795%** 0.0857*** -0.0301%** -0.0262%** 0.1321 0.1153** -0.1612%** -0.1775%**
AGR 0.0588*** 0.0558*** -0.0000 0.0056 0.1318%** 0.1254%% 0.2514 -0.0479 0.5635%* 0.6094**
SGR -0.0037 -0.0040 0.0052 0.0053 0.0016 0.0002 -0.0655 -0.0542 -0.0094 -0.0250
C 0.9238*** -0.0048 -0.4998 0.4326*** 2.5468*** -0.0645 -12.8567 1.1864 10.3499%** -2.1435
U 696 696 696 696 696 696 696 696 696 696

R? 0.7559 0.1209 0.9242 0.4082 0.7646 0.0636 0.0348 0.0075 0.8102 0.0474
Adjusted R? 0.7433 0.1132 0.9203 0.4030 0.7525 0.0554 -0.0148 -0.0011 0.8004 0.0391
Hausman Test: Chi/Prob. 42.8959/0.0000 - 44.5534/0.0000 - 63.2403/0.0000 - - 2.6469/0.8517  29.5894/0.0000 -

VIR ¥, ** Uaz ** dbaAgmNaanszav 0.10, 0.05 uay 0.01 AINAIAY
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A

137247 9 N1INANBELUUNLLA (Panel Data Analysis) voanguuisnasmziloudildsudnidenduussniudeduetidliseios dwsdl wa. 2558 fs U n.a. 2563

Audsny ROA

DAR

ROE

DFL

TBQ

FEM

Coefficients

REM FEM

Coefficients Coefficients

REM

Coefficients

FEM REM

Coefficients Coefficients

FEM

Coefficients

REM

Coefficients

FEM REM

Coefficients Coefficients

fusdase

ENV -0.1165%**
oC -0.0331%*
GOV 0.0462%**
fuwus

ATUAL

DER -0.0048*
AGR 0.0348
SGR 0.0028

C 0.1842
Y 384

R? 0.6926
Adjusted 0.6748
RZ

Hausman 77.1944/0.0000
Test:

Chi?/Prob.

-0.3892%** 0.0321
0.0044 -0.0529%**
-0.0089* 0.0321*
-0.0055** 0.0685%**
0.0457 0.0660*
0.0037 0.0009
0.0501 0.2419
384 384
0.0412 0.9709
0.0259 0.9693

- 19.1636/0.0032

0.0257
-0.0538***
0.0277**

0.0724%**
0.0588
0.0011

0.3408%**

384
0.4933

0.4853

-0.1923%** -0.0961***
-0.1575%%* 0.0324*
0.1489*** 0.0390%**
-0.0016 0.0081
0.0415 0.0353
0.0067 0.0087
0.1807 0.2107*
384 384
0.6859 0.0529
0.0378
0.6677
82.0272/0.0000 -

-0.3126
2.6836
-0.0738

0.0894
1.4150
-0.4381
-19.7235
384
0.0385
-0.0173

0.0803
0.4660
-0.1490

-0.0533
1.9901
-0.5058
-1.2499
384
0.0107
-0.0051

3.1002/0.7982

-0.3895%** -0.3055%**
-0.5311%** -0.1918**
0.2063* 0.1346%**
0.0397 0.0522**
-0.1443 -0.0759
-0.1003%*** -0.0934%**
4.3938*** 2.1154%%*
384 384
0.7057 0.0651
0.6886 0.0503
39.0283/0.0000 -

o

VGG %, ** Uag *** e

a

WY NaASEAY 0.10, 0.05 Uag 0.01 AINEIAY
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910015497 8 1ABN153LATIZRNITOANBELUUNILLA
anunsaesuleddninaveinisudmsdanisauddiugu
dawndeu dnu uaznisiAuguaiants Allsendudadu
mansiuvesnguuITudsiusdwiailes Inaidosdiiu
nunlunntes m1uAn Adjusted R® @® DAR (0.9203)
TBQ (0.8004) ROE (0.7525) way ROA (0.7433) d2un1s
NAADU Hausman Test 951475 FEM nadouiu ROA, DAR,
ROE uaz TBQ tile191nd1 p-value < 0.10 Fawudn 113
U3msdnnseudadusiu ENV f3vnadeuanseniny

Fe8un19n15:3u9i1 19 ROA, ROE way TBQ LN uag1adl

'
1Y

yEAYNNATANIZAU 0.01,0.01 Lay 0.10 Amuasu Lag
fanduuszans (B) 1infvu 0.0522, 0.0967 uaz 0.4694
Arudiy fatiu Seseudvauufziuil 1.1, 3.1 wag 5.1

a ' o

ANUANU LazldNsNaLTIaunaANNgIdun19n1sEuYin T

'
o o aaa

DAR anadad19iided1Agn1eadanszau 0.05 lauian
duUseans (B) Wiy -0.0607 Teweniuaunigiuil 2.1
drunsudmsdanisanudaiiugiu SOC F8vinadaude
AuEeEun1an19.3uin 19 ROA way ROE anadegiaidl
Feddyneads waziidninadauindeniudidunig
A135usinleF DAR LT upgnsildedn AYNNEDR warnIg
UImsTnn1sanudeBudiu Gov $avinaidaudeniny

o o

g38un19n1siuvinli ROE way TBQ anasegeiluudfgy
N9@8F warn15193s REM naaeuiu DFL La391nAT p-
value > 0.10 FINUI1 ASUSMTIANTTANUEIBUAIY ENV,

SOC way GOV lufidnSnanamiudsdunianisdu
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317915199 9 TAEnN153ATIZRNITANDBERUUNILLE
anunsnesueiedninavesnIsuSmsTanIsaudBus
Aawndey dnu uaznsinduguaiants Ailseadudadu
n1an1sduvesnguuisniudsduegrlidodes Tne
Seeanauannunlutey a1uaAn Adjusted R® @ DAR
(0.9693), TBQ (0.6886), ROA (0.6748) wayz ROE (0.6677)
dmnsvadeu Hausman Test #1835 FEM Liesanndien p-
value 71 <0.01 snudn nsudmsdanisanudedudnu

] &

ENV fi375nadaunannudidunian1stuyinls ROA, ROE

waz TBQ anasad WiltudAyNIeana diun1suTmsInnIg
audadiugnu SOC fiavswaldsausoaudsdunienisidu
vl DAR anasegnafituddunsadffisedu 0.01 Tnedan
syt (B) Wity -0.05293swensuannigiui 2.2 uag
fevswalBsaudorudidumnisduvily ROA, ROE uay
TBQ anasad lded 1Ay n19ais Lagn15uIn1sInnag
audsiudiu GOV fansnaidiuandeainudedunis

a o

NMRWINIA ROA, ROE wag TBQ Liudusdaiitud1Agynig

ananszavu 0.01, 0.01 wag 0.10 lnadiAduuszand (B)
WINAU 0.0462, 0.1489 kag 0.2063 AMUAIAU AIUY 9
goUSUANNAFIUN 1.3, 3.3 wag 5.3 ANE1AU Lavdadl
a a a | P a o v a X
BNBNALTIVINADAUTITUNIINTTIRIU A DAR LU
pgeildyd Ay 19aia wazn151935 REM niedeuriu DFL
119991nA1 p-value > 0.10 FINUI1 NITUTUITTANITAM
gagiunu ENV, SOC way GOV hifidnsnasaanuddunia

AU

31971 10 : agUnan1svngevaNNRgu vesnguuitnannsdounldsudndonduuiiniudsdusgreiailiowaudl we. 2558 fa U w.a. 2563

FAUNRFIY

wam‘smaauauuagm

NAMBULNUADAUNT NG

AUNRgIUN 1.1 n1sUSmsTansanudiduiuiwnaouiidnsnaiieuindeanudiduniinstuiiusns

yauSURNNATIY

NszautadAyeang 0.01

HAMBULNUADAUNT NG

AUNRgIUN 1.2 N15UIIMITANIIANUGITUIUERNTBVENATIUINABAMNEIEUN1INTRUA USRS

Ujjlasauungiu

NszAutludfgnisans 0.01

yildusedunsng

auufgIuil 1.3 nMsuimsianisanudsduiunsmiuguatian1siidninadsuindeninudduniani sty Ufasanumgiu
PUSATMARRULTUADAUNING -
AUNAFIUN 2.1 N13UIMTIANT5AUEIBUAUAWINSDUTBVENATIAUADAINITUNIINTRUAUENT gauTuaNNAgIU

NszautadrAgyneann 0.05

yildusadunsng

AUNAFIUN 2.2 N1SUIMTTANTANUGEUAUFIRNTBVENATIaURDANNEBUNINITIUATUER 180T

Ujjiasauungnu

zauilydfgnisana 0.01

usnsmiaunedunsng

auuAgIui 2.3 Msuimnsianisanudsduiunismiuguaiansiavinadauindeninudidunani sty

Ujjlasauungiu
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IR 10 : agUnanmsnedeuaNtigIy veanguussnaavzdeunlasudindenduuisniudBusgwnadowiusl we. 2558 3 T na. 2563 (o)

AUUAFIU
&9

wamswmaauauuagm

AuNRgIUN 3.1 N13UIMIIANTANUSBUAUEWINGRNTIBVSHATIUINADAIUEETUN

NRUAUSATIHARBULVIURDE IR IED oYY

gauSUANNAFIY

NszautadrAyneang 0.01

AUNRFIUN 3.2 NIUTMNTIANTANUEBUAUTIRNTDVENALTIUINFADAIUNETUN

NSRUAUEAT AR UWVILFDEI W R oY

Ufiasausngnu

Nzautludfgnisans 0.01

auuRgILT 3.3 NsUIMIIANTSANNEEUIUNSIAUgUARINSHaVENATIUINeAIY

§a8UNINTRUAUSH T INARBULN LA INTD M oYU

Ufiasausngiu

NzautludAgnisaia 0.05

auufgiui 4.1 msudmsdanisanudidududanedeuiidvinaausemudsduma Ufjiasauumignu
nsRudusERuAAsmnan iy -
auufgiudl 4.2 nsudmsdanisaudiiududsuiidvinadaudemnudsduma Ufjiasauumignu
nsRudusERuAIAsmaNT &y -
aunfgud 4.3 msudmsdansanudsdusunisiiuguaisnsiidvinaieauseni Ufjiasauungiu
fafumsnsiuiussiunnudemsnisiu -
auufigiuil 5.1 nsuimsdanismudiiudnudanedendidninaiauindeaudiiumg BoUSUANNAFIY

NIRUAUYAAINAIAYDINTINTT

NsgautledrAgynneaa 0.10

auufigiuil 5.2 nudmsdamsaudidududseuidvinaduandonudBunis Ujjiasausngiu
NIRUAUYAAINAIAYDIATINTT -

auufigiui 5.3 mw%‘wﬂﬁmmimméﬁﬁué’mmiﬁﬁﬁU@LLaﬁﬂmiﬁaw%waL%ﬂmmiamm Ujjiasausngiu
fafumsnisusiuyadmanavesiants Asgduitoddnyneadin 0.01

o

3T 11 : agUnansvndevaLuRgu veanguuIteavzdeunliiudndenduuidmiuddusgalisailiosiuedl wa. 2558 fia U w.e. 2563

AUNAFIU

NANSNAFRUANNAFIY

AuNAZILN 1.1 N13UTMIIANITANNSBT WA LA INSBUTBNTNALTIVINAOAMUGITUNIINITRUAUEAT

NAMBULNUADAUNT NG

UjjiasausRgny

PAsgAutludrdgnieeda 0.01

AUNRIUN 1.2 N15UIIMITANITANUEITUIUEIRNTBVEWALTIUINAAMUEITUNIINITRUA USRS

NAMBULNUADAUNT NG

Jjiasauangny

Asgaududdgnieadia 0.05

auuAgIui 1.3 Msuimsianisanudsduiunsmiuguatianisilavsnadauindeninudadunianisiu

AUSATIHANBULNUABAUNSNE

gauSUANNATIY

a

NszgaulpdAynneana 0.01

AUNAFIUN 2.1 N13UTMTIANITAMNEIBUAUAWINSBUTBVT NALTIBUABAINEIBUNIN TR UL Ufjsasanumignu
nildusieduning -
AUNAFIUN 2.2 N15UTMITANTANUGITUMUFRNTBVE NaLTIa UABAUEITUNIINTRUA USRI BoUSUALNAFIU

yildusadunsng

nssdutediAgnneana 0.01

auuAgIui 2.3 nsuimsianisanudsBuiiunismiuguanianisiBvinaleuinseniny

Fatlunanstusudnsvilduseduning

Ujiasausingnuy

AszAutuddgnieedia 0.10

AUNRIUN 3.1 NSUIMITANITANUSITUAUELIAGBUTBVENATUINFABANSIBUN

NSRUAUEATIHANBULVIUFDEI LT H oY

Jjiasauamgnuy

Nzautludfgynieeada 0.01

AUNRgIUN 3.2 N1sUIIMITANMIANUGIEUAUF LT BNSwaLTIUINFeAINEIE U

NSRUAUEATIHANBULVIUFDEI LT H oY

Jjiasauangny

o o

syautiadfyneada 0.01

=p.

auuRgILM 3.3 NIUIMIIANISANNEEUAUNISITUQUAaNINTSBVENALTIUINsiBAIY

§a8UNIN1TRUAUBNTIHARDULN LA INYD M DU

vauSURNNAFIY

NszdutdAgyneana 0.01

AuNRgIUN 4.1 N13UTMIIANTANUEIBUAMUFWINFOUTBVENATEUABANEIETUN

ATRUANUSEAUAIIUELININITEY

Ujiasausngnuy
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gauSUANNAFIY
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soifloannd sewinel w.a. 2558 F90 N/ 2563 WU WA
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[
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U
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a

UABITULAY

q

ieaisliduiausssuesdng (culture)
P3esssulumIdniugsia aaenaunmslamedoyalunis
dudufanssudiuaudedu Jaiaaulusela awunse
nsaaaeuls vsEndlrulngasiulovionisguained
dawanden uaznsUjuauinnindetifunenguined
Amuald In1sdinanuulifnvesssuuAsegianyuisu

(circular economy) 1UsuldLegIesnwIdaindan n1g

o w '

Warudrdgysonisidiusiudoyuvuiavdean N5

@ ' '

ATYABATITULN

AUAFRY wisuiuuazdnaasaruduuyed

o
v o

FIUNISUIMFINNTANUEIE ULDNANNLEIUITAUINA LA

vstmaanzlouauisadifluingauazanudssng 9 1a
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kad JelldnSwanemudaduniani1siuvesnanis vinli
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PRI INANBULNURDEUNINE (ROA) 8RS IHANBULNURDEIU

Yosteviu (ROE) LayyaAIna1nvesnanig iiugadume

5) ayuna afUTeNa WaztoiauaIuy

5.1) ayuna

5.1.1) dnsuuienaangiivulunaianannindums
Usginalne fldfunisdadoniduuivniudsduegia
sellomnd nuin BvSuavesnisuImsdanisanudaiu
FruAanden 9N waznsAiuRanTs denuddumng
153U TnetSeeasudnsnalaainan Adjusted R® A Anu
DAR (0.9203), TBQ (0.8004), ROE (0.7525) way ROA
(0.7433) TN 15U3MI5TANIsALTIB UG U LInd oy
(ENV) finsnaidsuindennud Bunisnisiduvihly ROA,
ROE uwag TBQ Lﬁmqqﬁuaéwﬁﬂaﬁﬁmmﬂaﬁa Tunaneds

o '

ALYANBNTT

o

31 yngusmsuienaangideulaliaiiudd
vImsdanisanudadudiiu ENV wethllH dudiunils
voanagnslun1saniiugsnands vienaansdeutiunay

IASURANDULNUNIINITRIUNG ROA, ROE Way TBQ kg

o

11n3unulunie wazdldnSnaideaunonlnudsgdunig

af vinlvusem

a a = o 1

NUBNNNINYUINNENTIU

Y a o

N33 DAR anaseg sitsd1Agnise
aanzfouiuiinnusiunmnams
mawﬁ?{uﬁammLLazﬁum%fwéﬁLﬁmqﬂ‘ﬁu 47UN15UTNNT
Fannsanudsdusudaay (SO0) HaviTsaunaninudsdu
N19n1913uyI 1% ROA, ROE Way TBQ anasegwildudnngy
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19nSnawduang

a o
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NADR W ANUGITUNIINTTRUTIN A
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DAR b3 eadd uanslimfiuinguinig



Journal of Business Administration and Languages (JBAL)
Vol.10 No.2 July - December 2022

U3tmaameidouudmssanisanuddusiu soC Selaifin
Asfiazdnisuivuganagnsuagisnisdniufanislid
Usgansanldunntu LaENISMAUALANINIT (GOV) i
SvisnadsausenudBuninisiuriily ROE uaz TBQ
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anasag19ltudAYNenA LanvituleusLarn1TUIINg
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wilouSudsegnusaaau useglsinunisuimsdnnis
audBusiuduandan (ENV) dax (SO0) wasmsiiu
AUARINIT (GOV) Lsifdnsnaseaudidunianisiugiu
DFL

5.1.2) amsuvuseneanzideulunainvannsweun
Uszinalne Aldsunsdadenduuidniudaduegsl
deLoamnd wui BvSuavesnisuimsdanisaudsdu
FruAnden 9N waznsiiuAINTg AenusEumg
n153u IneiSeeanaudndnalaainai Adjusted R® Ag Aiu
DAR (0.9693), TBQ (0.6886), ROA (0.6748) wag ROE
(0.6677) NMSUIMITANIAMLE U UEwInden (ENV) 1
Svswaldausanuddun1anisiuriali ROA, ROE way
TBQ anasot NATydIAYNI9aia Lansinn1Iusnisannig
audsBusiu ENV Saliifeamenseliivssaninmdesd
MINUNIULATUTUUTIRE1459AU @IUNNTUTIMITIANIS
anudadusnudang (SO0) I8vwaidsausoaudsdiuna
n33uviler DAR anasedsditodAynieada uanalidiu
31 Fusmsuisnaanzdeuuimsdanisanudadusiu

S

E2

a o

OC flusgansan MliusEvnaaneifouianundanss
Mensiuiisanniu andadiumsiiiutuwedundnduas
NMsanaUeIniaY SaudeBnEnaausenusBun
n133u 19 ROA, ROE uaz TBQ anasae13iitedfgnia

|
o

atid uagn1smiuguanansiansnalsuindeninudsgu
Y933l ROA, ROE way TBQ Wingusgnaiiied Aty
neadn wandliiiuifuimsusenaanedeulinnudAty
son1sfiuguananisluegrefuaziivsednsam vinli
NaREULILMNIINSEUa ROA, ROE was TBQ Lﬁuqqmﬂﬁu
wogalsinunisuinsdanisanudsdududanday
(ENV) dsms (SOC) waznsinfuguananisluiidvisnwasie

AU UNI9NTEUAY DFL
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5.2) 9ausiesia

o o

s

anNnIngLy

'

5.2.1) amsuysenaangidgulunainng

DY

NuY

q

Aatilaannd wudn n1suInisdanisainudedunu

N '

Uszinalng Alasunisdadeniduusem gunena
Fewrndoudidndnaeuanseaudsdunienisidu vili
ROA, ROE Wag TBQ Wty wazfidninaideauneniuy
Faunan1siuvinly DAR anas Taewudn sanisiate
Foyanisuimsdnnisdanandon nslimineansedad
UseAnsnmsrandsauliiiwasnineinsi sauvanisan
mazmauﬁaﬁLﬁﬂﬂfumﬂmsﬁ%ﬁuqsﬁﬁ] wAYN15IANITAIY
\desduiinannnisiasuntasgiennialan (climate
change) %naamé’anﬁ’wqwﬁﬁumu (agency theory)

v
(=

bYUU

v 6

nadnsTdusuinansliiui fuimsuidvaansdeu T

AUAIAYABDNITUSUITIANITANUTIEUAURWINA DY

17
'

(ENV) aun

Y

\ATwggnIsimuIdadiu (BCG model) Ap 1ATYENT

a a

UUIIN

q

Tdfunisane 9 MUNBNNI5VBILULAR

FINN LATYINIMLUILY UavlAsugnadilie (bio-circular-

green economy) (Ministry of Higher Education, Science,

LN

WUIUIIU

Y

Research & Innovation. (2019) s SNzl
#essudunsiamdnlunisiuindeugsiavienisuims
Aansluganudsdu guimsuiomannidoudoniliian
nslansneinsegreiusvlovdan wu nsdinduunld
Tual (reuse) Msthunldnaunu (replacement) AsepuLag
iielHldnanno1gnsldony (repair) iludu dedu Tunns
Fifumsiansduauandouudinluszerduoaniiduny
wazAldaneias udlussozensuyuuazalddefiazanas
1§ warorataeliiinelfiutusiuinnsannisroniasld
&8 1wy MsRnsaundaniiead msneauewasin iy
fu Beamulsslomiiarovssnaansdou fiovunasd
dnilddefiiortosdie Tneanizvegneds fe Jeymidnu
anelandou (slobal warming) wiedawinisiasuulas
Hilenaveslan (climate change) %ﬂ%ﬂizmu&ianﬂﬂuuu
Tand fadu mstidhevsmsldendunsinnsdudainden
i wansisanuiuiinveuislreridlfidesy aonndes
Aungudiiaulide (stakeholder theory) (Neeveditah,
Karishma, & Devi, 2017; Gunathilaka, & Gunawardana,
2018; Zhang, Fang, & Wang, 2018) ag13bsfiniu fu3ms

Ugmannzdouonadiludewnfiunisusuuauasuula



uT,EJm&JLLasLLngjﬂ“aﬁuaqmw?mﬁmmim’mﬁqﬁuéf’m
daay (SOQ) wagmsffiuguananis(Gov) Tsluseansam
wnBetu esnnuansideiiuandiifiuin msuimns
Faanudsdusudaay Tuavinle Snsmansuunuse
FuninduardnsmanauunusisdILvetovuanal kagy
Tsnsmiaudedunindifiugaiu drunisuimsinnis
amdadusumsifuguaianis desasesnsnanouuny
soduesfiovunasyarinainvesianisanas muiiuans
Tupsnail 8

o o & |

QU
I

AaLloanny Wudl ASUTMITIANITANGIBUAT U AN

5.2.2) @ msuusenaansideulunaian

=~ '

Uszinalne Alasunisdadaniduusdnvudaduodig

SOC fansnaidauneaitudeBunienisiiuriiled DAR
anas Lagnsmiuguaianis (GOV) daniwauansdendn
Fefumensiuvile ROA, ROE war TBQ Wi denndes
AungufAuny (agency theory) uagnguiiiidiulalde
(stakeholder theory) nadwsAtdutduiuanaldifiuia
Husmsusenaangileulianuldlasenisnumuuleuiy
waguumeUTRAstunsUIMsIansiudsau n1sd
druudedenunaryuu n1siidiusinvesgidulade
A3ANIUAINITUAIILSURAY URDFIANTDIDIANT (CSR)
savtansliauddydeussu MSANTNANTUYBEYY
mi?iaLa%ummifu,ammﬁumuﬁmamwmaa‘wﬂﬂmu DY
nsfigueundelunisvitauvesntinaiu (Margaretha, &
Rachmawat, 2016; Bhuyan, Lodh, & Perera 2017; Bryl,
2018) uagn1siinnudrAgysanisiiuguaianig Wans
numanulyvtgkazkuInien1syfuAtsiuiienisd
asservTTadlunsaliugsia nsanliuuleuienisaesiu
na3nlussdns n1sdnnisanuidesuazniizingd n1s
%’mmsmﬂ%’qﬂmu (Yangsang, Javakorn, Hengsawang, &
Kiranan, 2015; Wang, Wang, & Liao. 2019; Zhi, & Ramzan,
2020) ag19bsfin1n Juinisuigvannzideueiades
fufiunisufuugavasuutasulouns uazuuiujiaves
MIusmsianisanudusudandey (ENV) wazdanu
(s00) Tiuszansnmanndedu iesannansiseiuans
THfiudn Msu3msdansiudunndeuiardng imszvh
WgnsHanauLnusedunINg snsnaseduvetiony

wagyadIna1nanal daunnsuImsianisanuddumuns
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AUNLARS LI lUA15199 9
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5.3) to917nlusIuIse
5.3.1) m3fnu1idelunsell 1feyan1eadia (secondary

data) WBUIYIINITIATIERMIAMUFURUSTENINIAMUS

=
@
1

a

dasensafuuniy 1UdnSnanIeauduTusiulud
vnvideldeau dediliannsnaguinuatavidelsl esan
\Huisansldrdulssansanduiusuniinisiesey
whity wagslallgvhmananoafiemainniusiass

5.3.2) madnuideluaded 14oyaneadin (secondary
data) BansivuafuUsdaszuazdulsamenaas il
gNARInseATUNIU tnee19vylinaa Uvednsnanse
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y3oldasuiiula

5.4) dolausuuz

5.4.1) fosauauuz eV s 51081959831

1. s awenazUssniAnsuuuniudsdu (ESG
Scores) vasUSEmaavsIdouneassauTy Weowansliiiu
fegaiuluanudslauazaulusdlavesnissenusanis
fudufanssusuaudiy Wisuadeudunisseau
NanSﬂaumié’mmmﬁaﬁusﬁalﬂiﬁ%'aaﬂawﬂaﬂﬂil,ﬁu Wielw
Unasusazdiidwlidsianuaszndnlunislfdudoys
Uszneumsiiansanseauls Susiuldfinnsdsznaszeu
ArLLUAUE Y WeasinsuTEunsRansanduusty

'
D

NU

q

Suwiniu
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Frudswindon dany wagn1siAUgLananis lngusvnan
nuifouarldsumsussdiuuasly rating fausiszdu AAA U
qufls CCC iioidulselomisiogidnlmdelfidundninasi
Tumsaspuluuiivsuendanslianuddglunisuimsg

o

AudsBurewsazuiem Jsdiolusesddyngiidnlady
A3
3. A500NNINTNTATUAYUALATUNAIUAE Lile

nagAulviusEnannsLdeus W liugsnauuy Net Zero Emissions
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Abstract

The objective of this study was to study perspectives of both Muslims and non-Muslims foreign tourists and
Thai halal restaurant entrepreneur towards integrated marketing communication and service quality leading to
selection intention of Thai halal restaurants.This research was qualitative research by using in-depth interviews with
4 Thai halal restaurant entrepreneurs by using a purposive sampling method, and 4 Muslim foreign tourists and 4
non-Muslim foreign tourists were randomly sampled, in total of 12 interviewees. The results showed that Thai
halal restaurant entrepreneurs, Muslim foreign tourists, and non-Muslim foreign tourists commented that both
Muslim and non-Muslim foreign tourists did not think that integrated marketing communication affecting their
intention to use Thai halal restaurants. It was just something that encourages them to pay more for more services.
For the service quality factor, Thai halal restaurant entrepreneurs, Muslim foreign tourists, and non-Muslim foreign
tourists thought that both Muslim and non-Muslim foreign tourists prioritizing staff service and understanding will

be the most important aspect of their purchase intention.

Keywords: Integrated marketing communication, Muslim foreign tourist, Non-Muslim foreign tourist, Service quality,

Thai halal restaurants
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Abstract

The objectives of this research are studying the business performance between traditional fashion retailing
strategy and online retailing of fashion without werehouse, and studying business stability between traditional
fashion retailing strategies and online retailing of fashion without warehouse. The sample population are retail
stores 5 people and fashion trades using a werehouse-free online trading strategy 5 people with derived from with
derived from purposive sampling. The research tools were interview form with detailed questionnaires, qualitative
data analysis by inference analysis and descriptive data analysis which emphasized content from the information.
Data were synthesized and summarized the relationship to find common characteristics and the difference of
information. The results of the research showed that 1) Traditional fashion retailing’s turnover which is around ten
thousand to hundred thousand is higher than that of online retailing without a warehouse which is around thousand
to ten thousand. The cost of doing a physical retail business starting at thousands is higher than that of running an
online retail business without a warehouse which could cost up to hundreds. When comparing the cost per unit
of products, it was found that doing an online retail business without warehouse has higher cost than stocking the
products themselves, 2) Overall business stability the retail business with a storefront continue to do and have to
adjust to keep up with the changes in consumer behavior nowadays, which is doing the online business with retail
business. The online retail business without warehouses, sellers want to change their business model from being

distributors to retailer who stock products themselves

Keywords: Dropshipping, Income, Stability, Traditional trade
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Abstract

The purpose of this research was to investigate factors, perceived usefulness, ease of use, security, trust, and
satisfaction influencing a continuance to use G-Wallet among generation x y z, to analyze direct and indirect effects
of factors influencing a continuance to use G-Wallet. This research was conducted using questionnaires as an
instrument to collect data 497 samples comprised of 164 Generation X, 164 Generation Y, and 169 Generation Z
were collected online and onsite with stratified random sampling. This research was conducted using the principles
of structural equation modeling (SEM) which required confirmatory factor analysis on the measurement model and
path analysis on the structural model.

The research result showed that trusting technology acceptance direct influence the intention to use G-Wallet
by .66. The analysis through indirect influences on satisfaction affects the intention to use G-Wallet, it was found
that trusting technology acceptance affects the intention to use G-Wallet through satisfaction with total influence
value of .75 at a significance level of 0.01. It can be said that satisfaction drives higher user’ intention to continue
using G-Wallets. The constructed model of continuance to use G-Wallet showed good fit with the empirical data
as follows Chi-square = 950.692 df =348, CMIN/df =2.73, Probability level (p-value) =0.000, GFI =.93 AGFI =.90, CF|
=.95, NFl =.93, RMR=.05, RMSEA=.06

Keywords: Intention to use G-Wallet, Perceived usefulness, Satisfaction
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Abstract

The main purposes of this study were 1) To examine the effects of note-taking strategy could be used to
improve vocabulary knowledge for Thai high school students, 2) To examine how note taking could help Thai high
school students to improve their vocabulary knowledge. The participants were purposively selected 30 Thai native
students who had CEFR level between below Al and Al level and were studying Intermediate English course at a
Thai high school, Thailand. The research instruments included 1) pre- and post- vocabulary knowledge tests,
2) lesson plans, 3) questionnaires. The data were analyzed by using Mean (X), Standard Deviation (S.D.), t-test. The
result presented that after note-taking implementation, the participants significantly improved their vocabulary
knowledge at 0.05 statistic level. Moreover, participants considered note taking as an important tool to acquire
vocabulary knowledge in term of meaning (X = 4.17), form (X = 3.37), and use (X = 3.37). In addition, the participants
revealed that they had positively opinions and were satisfied while they were using note-taking strategy to develop

their vocabulary knowledge.

Keywords: Note-taking, Vocabulary knowledge
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[. INTRODUCTION

In the 21st century, English has been recognized as
a global language used by people all around the world,
it is spoken as a second language, or foreign language,
in some countries and as a lingua franca in the others
(Crystal, 2003). English is used for communication that can
vary from personal matters such as wandering abroad,
interracial marriages, overseas education, and personal
entertainment broaden to global activities such as
business correspondence, national policies, regional
economics and politics, and international affairs. Thus,
it is not a surprise that English is spreading all over the
world, including Thailand.

In Thailand, English plays a more important role
especially with the coming of AEC during 2012-2018.
The Roadmap of an ASEAN Community outlines proposals
of how to overcome political-security, economic, and
socio-cultural communities. There are many strategies
that need to improve by using the free flow of goods,
services, capital, investment, and skilled labor within
each country. By the same token, the Thai government
has to observe ASEAN policies, meaning that these
burdens have managed to create top-down policymaking.
In specific regards to the language policy, English is
expected to be a compulsory language among all ASEAN
citizens. Therefore, English speakers would have the
benefit of having more occupation opportunities across
different countries. At a regional level, not only has
English become a lingua franca in the Association of
Southeast Asian Nations (ASEAN), it has also become an
official language (Kirkpatrick, 2010). This status has
pressed the government, i.e. policy makers, to structure
new methods and policies regarding English language
education in their countries.

As a result, more and more, learning difficulties in
Thailand and around the world have to do with the
importance of the English language. English is one of

the compulsory subjects in schools at the K-12 level as
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well as for some years in tertiary education. It is clear
that English plays a key role as a gate-keeping device,
employed chiefly to measure student’s academic
success. The compulsory nature of English education in
Thailand creates a mounting tension when the results
that the Ordinary National Educational Tests (O-NET), of
compulsory subjects including English, each year reveals
that the outcomes are not satisfactory. Particularly, English
learning outcomes of secondary Thai students, with
regards to the English language education policies. This
is done by testing the English skills in the standardized
Ordinary National Education Tests (ONET), under the
National Institute of Education Testing Service (NIETS),
as the national standard for the success of language
learning within primary, secondary, and tertiary levels.
The test assesses the academic proficiency of English
language within the four main strands of, listening,
speaking, reading and writing. Unfortunately, the ONET
results have presented inadequate outcomes of learning
the English language. According to the English language
test results, the average ONET scores in the English
subject are twenty percent lower than the standard
goal score (Saengpassa & Khaopa, 2012). These results
were shown through the report of O-NET, Ordinary
National Education Test, from 2012 to 2015. These
statistics support the claims that there is a lack of English
proficiency levels among ninth and twelfth graders,
within Thailand. The test results presented 28.98 as the
average scores of English O-NET tests between 2012
and 2015, in Thailand. According to the latest
announcement from NIETS, the results of the ONET
exams taken by erade twelve students, on March 3-4,
2018, presented the average marks of English language
at 28.31. In other words, the percent of English language
proficiency levels of Thai learners, specifically, are
lower than fifty percent of all students throughout the

past six years. These outcomes specifically focused on
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what could be considered as problems within the Thai
educational system and how they could be solved.

One of the main factors leading to the low proficiency
in English is the lack of vocabulary knowledge, this
component of language is still far below the proficiency
levels and need to be significantly improved upon
(Chomchaiya, 2014; Chomchaiya & Dunworth, 2008;
Kasemsap & Lee, 2015; Sawangsamutchai & Rattanavich,
2016). According to previous research, obstacles of
English learning among Thai learers have been focused
in the area of vocabulary knowledge (Jehdo, 2009;
Kongkerd, 2013). It is also mentioned that the main
difficulties in learning English is vocabulary (Liangpanit,
2010; Maneeganont, 2012; Wangkangwan, 2007).

In fact, vocabulary knowledge is considered one of
the main factors and an important subject for Thai
students. According to the Thai core curriculum, the Basic
Education Curriculum A.D. 2008 states that students
graduating from grade 3 should have acquired around
300-450 words. Consequently, students graduating from
grade 6 should have acquired around 2,100-2,250 words
and students graduating from grade 12 should have
collected on average 3,600-3,750 words (Ministry of
Education, 2008). According to Nation (2001), knowing
vocabulary significantly enhances the capability of all
language skills. Accordingly, the graduated students who
are ready to attend university education should have an
English vocabulary size of on average 3,750-4000 words.

One way to help them improve vocabulary
knowledge is to implement the vocabulary learning
strategy towards them. It is valuable and necessary for
language learners to be taught vocabulary-learning
strategies in order for them to learn how to discover
the meaning of new words, how to store them in their
memory, and how to use the words by working and
expanding their vocabulary knowledge. Some scholars,
such as Tarone (1983); Rubin (1987), O’Malley &
Chamot (1990); Oxford (1990); Williams & Burden (1997),
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state that strategies are essential tools for developing
communicative competence. In addition, appropriate
language learning strategies improve proficiency and
enhance self-confidence. Harmer (1991) and Schmitt
(1997) affirm that introducing language learners to a
wide range of strategies is very useful since they can
choose the individual strategies that suit their individual
learning styles. It could help the language learners to
acquire the meanings of unknown words, to stock them
in their memory and remember them, to appropriately
use words in situations, or to enlarge their vocabulary
size. Therefore, in order to achieve vocabulary learning
successfully, and become self-directed learners of
vocabulary, they must be taught and appropriately
trained in some kind of vocabulary learning strategies.

Note taking strategy is one kind, or category, of
vocabulary leaming strategy used. Nation (2008)
mentioned that the note taking strategy could be
trained as a vocabulary learning feature that encourages
learners to enhance their vocabulary knowledge. In
addition, student’s learning experiences are likely to be
fulfilled by applying note taking skills towards the way
they acquire new words, record, and process the
information. In order to achieve effective note taking
skills, note takers have to collect the information
naturally from one or multiple sources, then try to
understand and process the cognitive processes, and
store the information in long-term memory by writing it
down. Previous research studies also revealed that
note taking strategy could be an effective way to help
learners to learn new vocabulary in their long-term
memory (Bozkurt, 2007; Walters & Bozkurt 2009; Fowle,
2002).

Therefore, this study focuses on the initial elements
of note taking strategy, in the area of vocabulary

knowledge development.



Il. PURPOSES OF THE STUDY
1. To examine the effects of note taking strategy,
which could be used to improve CEFR vocabulary
knowledge for Mathayom Suksa 4 students.
2. To examine how note taking could help Mathayom
Suksa 4 students to improve their CEFR vocabulary

knowledge.

IIl. RESEARCH QUESTIONS
1. What are the effects of using note taking to
enhance CEFR vocabulary knowledge among Thai high
school students?
2. To what extents does the note taking strategy
help Thai high school students to develop vocabulary

knowledge?

IV. RESEARCH METHODOLOGY
A. Farticipants
The group of participants of this present study
included thirty students who were studying Mathatyom
Suksa 4 level. The participants of this present study
were purposively selected from the group of sixty-seven

populations in Mathayom Suksa 4 at a Thai School.

B. Instruments for Research

In order to answer the two research questions, five
research instruments, 1) pre- and post-vocabulary tests,
2) lesson plans, 3) the vocabulary worksheets, 4) two
questionnaires were used in this study.

1) Pre- and Post-Test on Vocabulary Knowledge

Pre- and post- vocabulary knowledge tests were
adapted from the vocabulary knowledge scale (VKS) by
Stahl & Bravo (2010) and reviewed by three experts.
This assessment was aimed to indicate the growth of
participant’s vocabulary knowledge. The pre- and post-
vocabulary knowledge test shared the same set of
vocabulary and questions to see what extent the

participants acquire target vocabulary from four learning
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units, which consisted of sixteen hours instruction of
note-taking strategy. The pre- and post- vocabulary
knowledge consisted of forty words which followed the
four main themes; crimes, problems, money and prices,
and appearance and personality. The vocabulary in the
tests could be divided into two groups; seven words of
target vocabulary and another three words from the
same theme were also included. The pre- and post-
vocabulary knowledge test focused on three aspects of
vocabulary knowledge; form, meaning and use. The list
of target words was adapted and used in order to
determine leamers’ vocabulary knowledge development.

As mentioned, the list of vocabulary was restricted
in the appropriated CEFR level of Mathayom Suksa 4
which is between Al to B1 CEFR level. The test content
and validity were checked and evaluated by three experts
and were adjusted according to their suggestions. All
questions were equally weighted. The questions were
imitated to the well- established word knowledge
assurance of Nation & Newton, (2008); Johnson &
Pearson, (1984); Nagy & Scott, (2000). The VSK format
and scoring guide were calculated out of following five
categories. Each word was scored based of the stages
of word knowledge assessment, which is presented the
scores evaluation and described assessment criteria by
using numeric scores to indicate the vocabulary
knowledge. For Any incorrect answer in stage 3 yields a
score of 2 points for the total item even if the
participant attempted category 4 and 5 incorrectly. In
case that participant answer in stage 4 semantically
correctly, but use the word in completing sentence in
inappropriately in the sentence context, a score of 3 is
given. The participant receives 5 scores if the answer is
both grammatically and semantically corrected. Moreover,
students’ score could be used to compare the class
average (X) and standard deviation (S.D.) to include on

data collection.
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2) Lesson Plan

There were four lesson plans from four different
units; each lesson plan covered one unit which takes
two session of learning processes in a week. The first
unit consisted of the target vocabulary in Crimes
theme. The second unit covered the target vocabulary
in Problems theme. Then the third unit presented the
target vocabulary in Money and Prices theme. The last
unit consisted of the target vocabulary in Appearance
and Personality theme. This study, moreover, the
authentic lesson of Shrum & Glisan 2000) was adopted
in order to answer research question 1. The participants
experienced the note-taking instructions and training
for twenty minutes in one particular sessions of
learning processes. In other words, the lesson plans
were designed to take eight sessions covering four units
within four weeks, or sixteen hours. The Cornell note-
taking instructions were encouraged and included in
every session of learning processes. The cycle of task
in each session includes fifteen minutes of introduction,
twenty minutes of presentation, forty minutes of
practice and production, twenty-five minutes for
discussion and last twenty minute for conclusion.
Moreover, the note-taking strategy were included as
the important phase of the lesson plans. During the
conclusion part, participants’ notes were collected and
checked in terms of accuracy of the method. The
teacher may provide further instruction.

This study adopted Cornell Note-taking style as the
guideline of vocabulary note-taking implementation.
Firstly, the initial week of note-taking implementation
began with general important and benefit of taking
note in order to gain attention from the participants.
Then second week mainly focused on the specific style
of Cornell note-taking method. The note-taking practicing
was instructed during the presentation and practicing
processes. Participants were provided vocabulary and

note-taking worksheet for each learning unit. They were
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allowed to ask for more piece of paper if they needed.
The worksheets were promoted in order to provide an
opportunity for participant to practice generate correctly
note-taking organization. The instructions were clearly
explained step- by- step as to cover all the three
important parts of vocabulary and note-taking
worksheet. While the target words were introduced in
all aspects; form, meaning, and use. Accordingly, the
participants were asked to take note of the unknown
words from the lesson and target words which were
mentioned in the provided worksheet. In addition, each
note-taking worksheet was carefully examined and
evaluated to ensure the corrective answers regarding
three aspects of vocabulary knowledge.

3) The Questionnaire

The questionnaires were constructed within three
main parts; a list of questions to examine the opinions
of participants about the use of note taking, and a list
of open-ended questions for participants’ feedback
after using note taking. One of the main focuses of the

study is to investigate the effects of using the note-

taking strategy to enhance vocabulary knowledge.

C. Data Analysis

The data were retrieved and categorized into four
groups which are the data from pre- and post- vocabulary
knowledge test, data from the questionnaires, and the
data from the semi-structured interview which were
administered at the end of the notetaking
implementation.

1) Pre- and Post-Test on Vocabulary Knowledge

The data from the tests were analysed with paired
samples t-test and run to compare the score of pre-
and post-vocabulary knowledge test in order to answer
research question 1. Before and after implementation,
the scores were transcribed to examine the differences
of pre- and post- vocabulary knowledge test of vocabulary

knowledge with the statistical significant set at 0.5 level.
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2.) The Questionnaire
This present study adopted Mean (X) and Standard
Deviation (S.D.) to present the collected data of the

questionnaire.

V. RESULTS OF THE STUDY
A. Research Question 1: What Are the Effects of Using
Note-Taking Strategy to Enhance Vocabulary Knowledge
for Thai High School Students?

According to research purpose which is previously
mentioned in Chapter 1, research question 1 aims to
investigate the effects of using note taking to enhance
vocabulary knowledge among Thai students. In order
to answer the research question 1, the thirty minutes
pre-test was taken, the test was administered one week
before all the four units of note-taking implementation
started. After sixteen hours lessons of note-taking
implementation, post- test was taken directly. The test
was completed by thirty participants. Mainly, the test
aims to examine whether the participants could recognize
the word form, remember its meaning correctly and
how to use the word by writing particular sentence. The
participants are allowed to translate the meaning of the
words into their native language or English language. On

the other hand, the term and definition in English
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language is expected. However, they are required to
write sentences in English. The highest scores which the
participants could achieve is restricted in the level of
the accuracy in both semantic and grammatical sentences
writing. The full scores of pre- and post- vocabulary
tests were 100% from total scores of 140. It also shows
that the scores of the pre- and the post- vocabulary
test were statistically significantly different (level of
0.05). In other words, the scores of post- vocabulary
knowledge test were significantly higher than the scores
of pre- vocabulary knowledge test. Hence, it could be
deduced that note-taking strategy is successfully

developing participant’s vocabulary knowledge.

B. Research Question 2: To What Extent Does the Note
Taking Strategy Help Thai High School Students to
Learn Vocabulary?

According to research question 2, this study aims to
investigate how note taking could enhance Thai students
to learn vocabulary in the terms of form, meaning and
use.

The results of the questionnaire were presented in
Table 1. The participants revealed their opinions on
using of note taking in various aspects; word form, word

meaning, and word use.

Table 1: The results of questionnaire

Vocabulary _
ltems X) S.D. Level
Learning
1. Note taking enhances me with spelling. 393  0.78 High
2. Note taking enhances my recognition of word form. 373 0.78 High
Form
3. Note taking enhances me with part of speech. 370 0.88 High
4. Note taking enhances me with pronunciation. 290 084  Medium
5. Note taking enhances my understanding about the word and its concept. 417  0.65 High
6. Note taking enhances my understanding about word meaning. 407 0.52 High
) 7. Note taking helps me be able to know which words must be used together.
Meaning 387 0.68 High

(collocations)

8. Note taking helps me be able to know more about words that could be related.

(synonym)

383 0.79 High
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Table 1: The results of questionnaire (cont.)
Vocabulary _
ltems (X) S.D. Level
Learning
9. Note taking helps you know where to use the words in various context. 380 096  High
Use

10. Note taking helps me be able to know how to use the words in writing sentences. 373 069 High
Average 3.77 0.13 High

1) Word Form
According to the results from item 1, 2, 3, and 4 of the
questionnaire 1, firstly, the participants revealed that
note taking enhances their word form recognition (X =
3.73, S.D. = 0.78) and followed by recognizing part of
speech of the word (X = 3.70, S.D. = 0.88) at a high
level. In addition, note-taking implementation enhances
participant’s ability to be able to correctly spell the
words (X = 3.93, S.D. = 0.78) at a high level. However, it
is revealed that note taking tends to provide the least
effect on the part of word pronunciation comparing to
word form recognition, part of speech, and word
spelling X = 2.90, S.D. = 0. 84) at a level of moderate
level.

2) Word Meaning

According to item 5, 6, 7, and 8 from the questionnaire
1 revealed the opinions of the participants towards
the use of note-taking worksheet and note-taking
implementation in term of word meaning. The results
presented that note taking encourages them to
understand the words and its concept which was
provided in the worksheets at high level (X = 4.17, S.D.
= 0. 65). Compared to other aspects, it is presented that
participants found the using of note taking helps them
to understand the meaning of words at high level (X =
4.07, S.D. = 0. 52). In addition, it is suggested that note
taking helps the participants to understand about
word’s collocations (X = 3.87, S.D. 0.68). The last rank
is the opinion of the participants towards using note-
taking strategy to enhance vocabulary knowledge in

term of synonyms (X = 3.83, S.D. = 0.79) at a high level.

166

3) Word Use

According to item 9, and 10 from the questionnaire 1,
the participants revealed the correlation of note taking
and vocabulary knowledge in term of word use. The
finding suggested that the use of vocabulary and note-
taking worksheet helps the participants to be able to
use the words in various context (X = 3.80, S.D. = 0. 96).
Then, the results were also revealed the using of note
taking encouraged the participants to be able to use
target words in writing sentences at a high level (X =

3.73,S.D. = 0. 69) ranked second.

VI. DISCUSSIONS

According to the finding of this study, note-taking
could be considered as an effective vocabulary learning
tool which enhances vocabulary knowledge of Thai
high school students. The study has focused to develop
vocabulary knowledge in terms of word form, word
meaning, and word use. Accordingly, the effects of
note-taking strategy were discussed based on the
results of this study. The mean score of the post-
vocabulary knowledge test was 72.45 and the mean
score of pre-vocabulary knowledge test was 36.67. It
could be concluded that the mean score of post-
vocabulary knowledge test was significantly higher than
the mean score of pre-vocabulary knowledge test (t =
13.75, df = 29). This is because the students received
note-taking training from the instructions on lesson
plans and implement the strategy as their vocabulary
learning strategy (Fowle, 2002; Walters and Bozkurt,
2009).
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The finding confirmed the effect of note-taking
strategy which was used to acquire new vocabulary
forms included word recognition, spelling, part of
speech, and pronunciation. It is revealed from the
interviews that note-taking strategy encourages the
students to recognize the word, correctly spell the
form, acquire part of speech, and pronounce the word.
However, in term of pronunciation, note-taking strategy
has not successfully enhanced students’ pronunciation
due to the note-taking strategy training provide little
opportunity for the students to pronounce the words.

The finding presented the effects of using note-
taking strategy which promotes an important role of the
written information on the learning process (Locke,
1997; Armbruster 2009; Van Der Meer, 2012). The
functions of physical records consisted of keywords
and significant information encourage the generating
connection between previous information and new
receiving information. This finding was supported by the
research conducted by Williams (2004). As note-taking
has focused on the written down an important and
related the information about particular word on the

keyword.

VII. CONCLUSION AND IMPLICATIONS

As the results of this study have already been
mentioned, it leads to the implications of this study
which are directly relevant to the language learning
classroom.

» In teaching vocabulary knowledge within Thai
context, the finding from this study supports that teachers
and instructors should apply note-taking training to the
students. Therefore, the students could implement
and develop note-taking skills to use in- and out-side
of classrooms.

* In teaching vocabulary, the lessons should

consider using the note-taking strategy as vocabulary

learning in the all terms; form, meaning, and use. All

Journal of Business Administration and Languages (JBAL)
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mentioned vocabulary aspects were emphasized during
the vocabulary learning process.

+ According to the finding, students could

understand the meaning of the vocabulary by
implementing the note-taking strategy. The note-taking
strategy helped the students to understand meaning in
context the most, so teachers should consider using
this vocabulary strategy to teach students in class.

« Note-taking products, which were made by the
students, were used as the guideline and could be
reviewed by the students for a long-term retention.
According to Rickards & Friedman (1978), note-taking
strategy encourages learning, even though the note-

taking products are noted later reviewed.
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