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Editorial Message

The Journal of Business Administration and Languages (JBAL) has entered its eleventh year. | am very
pleased that the journal has attracted attention and recognition from many researchers, professors and
students who have continued to submit their articles for consideration. All submitted articles are reviewed
and evaluated by qualified experts to meet national and international standards so that articles published
in the JBAL are recognized both in terms of quality and content of the research.

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, JBAL is also received
increasing attention from international researchers. Moreover, 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 were published in this journal will be beneficial to all

readers for citation to their research and development.

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

The objectives of this research were 1) to conduct a confirmatory factor analysis of the intention to reduce
E-waste of undergraduate students; 2) to examine the goodness of fit of the model with the empirical data.
A sample of 580 undergraduate students. The research instrument was a self-report by 5-point Likert scale
questionnaires with 17 items. The data was analyzed using second-order confirmatory factor analysis.

The research results were as follows: 1) The intention to reduce E-waste of undergraduate students consisted
of three factors: Behavioral Control to recycling E-waste (BEH), Attitudes towards E-waste segregation (ATT) and
Subjective norms to reducing E-waste (NOR). The weight of each factor was between 0.75-0.90; 2) The model of
the intention to reduce E-waste of undergraduate students had goodness-of-fit with the empirical data which the
value of Xz/df = 2.67, GFl = 0.944, AGFI = 0.908, NFI = 0.956, CFl = 0.969, RMSEA = 0.063 RMR = 0.037 and Hoelter

values with a significant level of .05 are 223.

Keywords: E-waste, Factor analysis, Intention
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Abstract

The purpose of this research was to study Insight behaviors of Generation Y female consumers who are
interested in consuming beauty products on Instagram through the Simply Q brand influencers. This is a
qualitative research study by conducting the face-to-face, in-depth interviews with 15 people. General behavior
relating to the online media users, specifically the Instagram platform usage and purchasing decisions of the
Simply Q brand was examined. Together with this, consumer insights and perceptions towards the brand
influencer were investigated. The results showed that the generation Y female consumers whose age was
between 25 and 42 years possessed the very similar insights. Low self- esteem was the main reason and other
related insights, including fear of missing out, identity presentation and impression management, and pride.
These insights were expressed through the consumers’ daily lives, i.e. fear of being rejected and fear of not being
loved by the people around. These insights, consequently, affected on the consumers’ social media behavior,
especially Instagram and on decision-making towards the beauty influencer presentation content and towards
cosmetics purchasing behavior. It can be seen that understanding consumer insights enables brands to be able

to communicate with their target audiences effectively and increase market opportunities.

Keywords: Beauty products, Consumer insights, Generation VY, Influencer, Instagram
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Abstract

Objective to study of this research article “An Analytical Study of Head in Thai Language” is the structure and
meaning of the word “Head” by gather information of 400 words from Thai national corpus randomly and only
select the word “Head” as the main word, specific names and idioms are not included. 348 words has been
collected, researcher choose to analyze the meaning of the word “Head” by the appearance of the word with
other words then take the result to analyze the concept of how to use the word “Head”. The study shown that
the word “Head” could be classified into 5 structural categories 1) stand-alone 2) head + noun 3) head + verb
4) head + adjective 5) preposition + head and found that “Head” can be used in context that have 6 different
meanings 1) organ that on top of living things 2) components of the origin of thing 3) beginning 4) idea and

intelligence 5) people and 6) important thing.

Keywords: Head, Meaning, Structure
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Abstract

The present work aimed to explore how the customers’ decision is impacted by live broadcasting. A model
was formulated for this purpose with trust in live streaming, the credibility of live streaming, customer motivation
of live streaming, customer impulsive behaviours as predictor variables, and consumer purchase intention as the
outcome variable. The convenience sampling technique was employed to recruit 412 respondents, which
comprised consumers who viewed live streaming on Taobao. Questionnaires were used to gather data from the
respondents on the variables studied in this research. The data was analyzed using descriptive statistical ANOVA
and linear regression and the findings supported the hypothesized association. It was reported that trust in live
streaming, the credibility of live streaming, customer motivation for live streaming, and customer impulsive
behaviours were significantly and positively related to consumer purchase intention. In addition, the obtained
regression model was reported to be significant, which suggested that the consumers' purchase intentions are
influenced by the trust and credibility of live streaming and the motivation and impulsive behaviours of the

consumers.

Keywords: Consumer motivation, Consumer purchase intention, Customer impulsive behaviours, Live streaming
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l. INTRODUCTION

Many new developments in communication have
been invented in today’s globally interconnected and
technologically sophisticated society. With the intro-
duction of the interet and advanced communication
technologies, many new opportunities have been offered
in various businesses (Bai, Cordeiro, & Sarkis, 2020).
Numerous innovative breakthroughs in communication
have been made, and new opportunities have arisen.
Because of the revolutionary innovations that have
occurred, the intemet has made it possible to
communicate worldwide. Streaming live is among the
technological advances that online shopping businesses
are implementing to help customers, and the current
study is focused on this innovation (Rocha, 2012).

Via the internet, various social networking sites
(SNSs) and social media have significantly changed how
individuals receive news and information in modemn
society. Currently, a novel way to impart information is
through influencers, which is a term used to describe
an individual whose social media account with
a significant volume of followers (such as WeChat,
Instagram, or YouTube) having a profound impact
on the viewers (Lou & Yuan, 2019). Meanwhile, an
influencer is considered the first generator of specific
content, based on their expertise. Therefore, brands
can hire influencers to generate more value by posting
valuable content and regularly updating their social
media content, persuading their followers. Generally,
influencers have both entertainment and information
values in the market (Dao, Le, Cheng, & Chen, 2014) as
they create posts to introduce products and relevant
alternatives to their followers, offering them an
enjoyable experience.

Additionally, in the recent times live streaming has
given marketers a lot of options in the world of global

communication. Global communication is described as

transmitting a message from one person to another,
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anywhere on the globe (Orbe & Orbe, 2018). The current
study focuses on live streaming, facilitating merchants
in one part of the globe to connect with consumers in
another part of the world in real-time. Nowadays, many
managers use live streaming to communicate with
customers about when they want to have a live look
at the products, facilitating easier selling and buying
across countries (Clemes, Gan, & Zhang, 2014). As for
Chinese consumers, Chen, Liu, and Lin (2019) have
reported that they look for a shopping experience with
a higher level of trust and opportunities for direct
communication. Chinese consumers’ preference is
increasing for online shopping, but they are more
concerned about conveniently getting the right product,
in the absence of uncertainty (Zhao, Lee, & Copeland,
2019). Taking this into account, the current research
study focuses on innovation in online purchasing,
namely live streaming.

Further, live commerce is an innovative type of
teleshopping that has gained popularity among younger
generations in a few countries, notably China. According
to data, live streaming rose by 180% in China between
2016 and 2017 (Sekaran & Bougie, 2016). The last Singles
Day, known as the biggest sales day in China, Alibaba
started a live streaming/broadcasting with the name
‘See now, Buy Now’ fashion show which allowed
customers to purchase the latest clothes from the
top brands on its TMall platform. This strategy helped
reach a sales record of USS 17.7 billion, which is
significantly higher than the sales of the last year
(Hallanan, 2018). This sales strategy also incorporated
more than 10,000 celebrities in the live broadcasting to
review food and baby products, sports, shopping,
beauty, and entertainment. At Alibaba, the live
shopping conversation rate has increased from 10% to
20% on its TMall platform, while it has increased to
30% on its Taobao platform. With the help of payment
solutions like AliPay and WeChat Pay, it has become
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easier for 600 million active users to pay while watching
any video (Lavin, 2018).

However, e-commerce has remained the centre of
attention for researchers in the past two decades.
Therefore, a shift in business practices has also called
for a shift in live streaming in e-commerce (Fang, 2018).
This technology enables customers to cope with
numerous related hazards and acquire what is displayed
on the screen in real-time. In China, more than 100
million viewers watch online video events every month
(Yang, 2018). Yang (2018) elaborated that this live
streaming feature involves an online video where
sellers or marketers demonstrate a product and answer
all the questions raised by the digital audience using
smartphones.

On a parallel end, western countries are also
experiencing the popularity of live streaming on Facebook
live and other similar websites and applications (Haimson
& Tang, 2017). However, the growth of live streaming in
China has been more dominant since last year. In
addition to brands, many celebrities have also started
to focus on live streaming (Lavin, 2018). It seems to
impact a growing number of live e-commerce investors
over several months. For example, Tencent has planned
to invest money and resources valuing US$ 294 million
in its live-streaming platform named Now Live. Likewise,
the competitors like Huya invested US$ 75 million
in 2017, and Huajiao again paid US$45 million in
September 2016 (Soo, 2018). Many brands have already
made their favourite channels, including Taobao Live,
China Daily & China Live Stream, to communicate with
customers and boost sales. A recent report conducted
by a firm, Kleiner Perkins (as cited in Fang, 2018) showed
that live broadcasting has emerged as a number one
source of revenue per hour in the Chinese market
context becoming live broadcasting is the leader in
comparison to other modes of business over the

Internet like radio, videos, mobile games and music.
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This indicates that live streaming in China needs the
attention of practitioners and academic scholars. The
event-driven nature and entertaining forms, mobile
payment alternatives, and celebrity engagement have
contributed to live streaming's increased reputation.
Through such strategies, live broadcasting and live
streaming have become more attractive and can help
boost customer engagement and motivate them to
make purchasing decisions (Brindl & Hess, 2016).

However, even though live broadcasting is an
explicitly promising marketing tool (Matsumoto, Ishi,
Yoshihisa, Kawakami, & Teranishi, 2017), companies still
face difficulties. A major gap in research has been
found to be the application of live broadcasting to
enhance client engagement. This problem is essential
since modern marketers use live streaming to reach a
significant proportion of their customer base. Because
the issue in this study has not been thoroughly
explored and requires empirical evidence, this study
investigates why customers choose to rely on live
streaming in online purchasing. Further, this knowledge
will add on to the academics by providing a theoretical
base through the relationships explored via the
conceptual framework.

According to the literature, the reasons that affect
live streaming include the risk customers face when
purchasing online and their desire to enhance their
odds of receiving the same product quality displayed
on the homepage (Cai, Wohn, Mittal, & Sureshbabu,
2018). Considering this, the current research will consider
the aspects of trust and credibility. Particularly, to
achieve the research purpose, it is necessary to explore
the following research problems: how brands in Taobao
promote consumers’ trust towards live streaming and
how brands in Taobao promote consumers’ credibility
toward live streaming.

Therefore, the objective of this research is to examine

factors including how the trust in live streaming, the



credibility of live streaming, customer motivation, and
impulsive customer behaviours related to streaming
live used by brands on the Taobao e-commerce
platform influence the purchase intention of the
consumer

The following research questions will be explored:

- What factors related to the online marketing of
Taobao influence consumer purchase intentions?

- What socio-demographic factors affect the trust in
live streaming, the credibility of live streaming,
customer motivation, impulsive customer behaviours,
and consumer purchase intention?

Further, in the following passage, the scope of this
study is elaborated. The current study is adopting a
survey research method along with quantitative
analysis. To explore this topic, participants in this survey
are consumers who have viewed live streaming on
Taobao. A model is being formulated for this purpose
with trust in live streaming, the credibility of live
streaming, customer motivation of live streaming,
impulsive customer behaviours as predictor variables
and consumer purchase intention as the outcome
variable. The convenience sampling technique is being
employed to recruit 412 respondents, which comprise
consumers who viewed live streaming on Taobao.
Questionnaires are used to gather data from the
respondents on the variables studied in this research.

Conducting this research becomes imperative due
to the gaps established before, and the benefits of the
current research include the following. Firstly, the
present work implies offering how brands on e-
commerce platforms increase consumer satisfaction
and stimulate their purchasing desires. Secondly, the
current study explores how brands on e-commerce
platforms design live streaming marketing strategies to
increase their sales. Thirdly, the present research could
help suggest how brands on e-commerce platforms

increase trust and credibility toward live streaming.
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Therefore, through the abovementioned aspects, the
current research will successfully add to the literature
implications.

The connotations accepted for the terms used
throughout the text are as follows:

Trust in live streaming refers to the degree of faith
a consumer holds in live streaming sessions.

The credibility of live streaming refers to the
authenticity and conceiving ability of live streaming.

Customer motivation for live streaming: It refers to
consumer  characteristics satiated with  shopping
behaviour that encourage the customer to participate
in live streaming.

Customer impulsive behaviours: It refers to the
ability of the customer to regulate their behaviours
during lives streaming sessions.

Consumer purchase intention: It refers to the intent

of the consumer to purchase the products or services

during live streaming on e-commerce platforms.

IIl. LITERATURE REVIEW
Online purchasing has completely transformed the
world, and everyone is now participating in the process.
Live broadcast is a new phenomenon in online buying
that has become an essential component of many
online businesses. Taobao (managed by Alibaba group)
is the

largest online shopping platform, having

implemented its live-streaming platform named
Taobao Live streaming. The critical characteristic of
Taobao’s live streaming platform is interactivity
referring to high-quality two-way visual interaction
between the seller and buyer (Chen et al.,, 2019). In
China, Taobao’s live streaming relies on famous
celebrities (called Wang Hong) and has significant value
on various social media platforms (Johnson & Woodcock,
2019).

Pappas, Kourouthanassis, Giannakos, and Chrissikopoulos

(2016) report that many websites often work to get the
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information which eventually leads to hacking and
identity theft. Some businesses offer products similar
to what is shown in the pictures, but their quality is not
original. Consumers’ trust in online shopping has
decreased in response to such scams. Therefore,
e-commerce websites are currently encountering the
challenge of attracting new customers (Hernandez,
Alvarez, Fabra, & Ezpeleta, 2017). Liaukonyte, Teixeira,
and Wilbur (2015) have reported that a single poor
experience on any online shopping website discourages
the customers from shopping online again. Interventions
are needed to solve such concerns, and one such
strategy is live broadcasting of products / online video
selling / live streaming of products. There is a massive
dearth of research as very few studies have been
conducted on this phenomenon, leading to a vacuum
of knowledge regarding it. Hence, the present research
focuses on this aspect. The following section will
discuss this concept's main features, functions, and
potential to examine how online commerce websites
can adopt this and the customers' motivations to rely
on it.
A. Applications of Live Streaming and Building of Trust

Online shopping dominates the consumer market,
where retailers find new ways to innovate and engage
with customers and live streaming offers numerous
opportunities for brands to easily do that (Matsumoto
et al,, 2017). This communication enables the customers
to develop trust in brands (Kim & Ko, 2012) by providing
assistance, post-sales support, advice, text chat, real-
time video, and voice to customers. Therefore, live
streaming can collaborate the mentioned contexts to
offer customers an interactive and tailored online
platform that can deliver excellent customer service
(Barra & Scaglioni, 2014).

According to the relatively newer research by
Bertino and Matei (2016), it has been identified that this

interaction between consumers and producers has
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live

changed due to Internet development and
streaming, making it easy for people to choose what
they want to buy while increasing the risks involved as
well. As Live streaming is also a part of social media in
China, and young people largely depend on it for its
primary online buying purposes, it becomes all the
more imperative to explore this area further. Therefore,
as the process of live streaming is increasingly gaining
importance, it is also essential to help people gain
satisfaction and trust in online services (Boczkowski,
Mitchelstein, & Matassi, 2017).

According to Eastman, Ferguson, and Klein (2012),
the option of real-time videos is being explored now to
overcome such hurdles including question-answer
sessions, video games, teaching etc. As demonstrated
by Lu and Chen (2021), the trust of consumers in the
product and their purchase intentions are affected by
the source’s uncertainty, which can be resolved via

online broadcasting.

B. Motivations to Use Live Streaming

A study by Chen, Liu and Lin said that one of the
most important reasons to use live streaming is cost-
effectiveness (Chen, Liu, & Lin, 2019). Sellers only need
an internet connection and hardware, which are way
more cost-effective than mainstream marketing activities.
Todd and Melancon have highlighted that live streaming
has become popular because of its wide accessibility
(Todd & Melancon, 2018). It is available to everyone
with a smartphone or laptop without adding extra costs
to the client.

Another report by Zhang, Liu, Wang, and Zhao
(2022) has said that the role of transparency is essential
in live streaming because it can become a source of
cultivation of trust. The authors have demonstrated
that live interactive features including active oversight,
two-way communication, synchrony, and technology

enablers like personalization can improve trust.



Meiser (2019) says that the motivation for sellers to
use live streaming is because the only requirement to
use it is possessing adequate social media skills. It is
suitable for everything irrespective of the nature of the
products; hence sellers can adopt it as per their needs.
Hilvert-Bruce, Neill, Sjdblom, and Hamari (2018) say that
one of the essential motivations for live streaming use
by online sellers is its simplicity. It is more accessible
and straightforward and can be used by anyone. Cai et
al. (2018) cover the many motivations of live streaming,
which intrinsically stimulate sellers to use this tool. All
marketers aim to engage their customers and live
stream videos are the highest-rated engagement tool
with options for live chat, feedback, and comments;
therefore, relaying information swiftly.

In an online forum, there are no limitations to the
location or size of the venue; hence, sellers can reach
as many audiences as they want with just their internet
access (Zimmer & Scheibe, 2019). Lu, Xia, Heo, and
Wigdor (2018) have stated that live streaming enables
one to take their content directly to where the
followers already are (Zimmer, & Scheibe, 2019). There
are no limits to the content which can be shared; hence
sellers are allowed to communicate without any
limitations.

According to Fietkiewicz and Stock (2019) live streaming
has become motivating for sellers because there is
room for instant feedback. The input could be obtained
anytime, anywhere, and about anything. Customers’
concerns about the product’s originality could be
managed well through the virtual tour. Marketers
interact directly; hence, customers’ ambiguities could
be handled well (Faas, Dombrowski, Brady, & Miller,
2019). Further, Xu, Wu, and Li (2020) state that using
the interactive user experience to the fullest, enables
the seller to enhance the customer's motivations.
Additionally, Ma (2021) states that the product’s

hedonistic and utilitarian values too affect the
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motivations of purchase intention of the consumer.
However, it was noticed that even though the seller's
motivations have been thoroughly examined, there is a
relative vacuum regarding the buyer's motivations,

which will be catered to through the current research.

C. Streaming Videos and Value Generation Enhancing
Credibility

The shopping value resulting from this experience
has not yet been found until now by any systematic
research. None of the strategies by sellers would have
been helpful if they did not have any value customers.
The consumer shopping value is the determinant of the
behavioural consequences; hence the success of any
shopping strategy could be assessed through the value
analysis.

Value is a powerful force in the marketplace for
understanding consumer behaviour. It originated from
the confrontation between what customers receive
(like worth, quality, utilities and benefits) and how they
can acquire these benefits. It is about the overall
judgment of the gifts and sacrifices. This value can
potentially predict customers’ choices and future
purchase intentions (Childers, Carr, Peck, & Carson,
2001).

According to Hilvert-Bruce et al. (2018), every shopping
experience includes some sort of thought or sense
stimulation; hence these are viewed as a process
through which cognitive (utilitarian) and affective
(hedonic) benefits can be accomplished. There are
always specific tangible attributes of the offered
products and services that provide cognitive benefits,
also associated with utilitarian benefits that are obtained
when the consumer possesses the needed product.
This value is further increased when consumers get this
desired product without effort (Moon, 2016). The live
streaming feature is associated with this value concept.

Consumers’ efforts are reduced when they can get the



Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

product more efficiently with little effort and a lesser
level of risk. Hazari, Bergiel, and Sethna (2017) has said
that hedonic shopping value is associated with
emotional worth and perceived entertainment through
shopping activities. Additionally, Park and Lin (2020)
also state that hedonic values of products increase the
customer purchase intentions. Wu, Ke, and Nguyen
(2018) noted that any shopping experience’s value
could be determined jointly by the quality of the
shopping experience and price. There is a vital role of
preference for activating and reinforcing behavioural
intentions. However, the behavioural purposes could
change over time and even become more robust when
these are associated with choice, as preference is
expected to be obtained with the help of consumer
experience and satisfaction at an overall level.
Therefore, the values related to live streaming enhance
consumers’ taste for a particular brand; hence their
intentions are developed to purchase a specific brand
(Etemad-Sajadi & Ghachem, 2015). This association
between value, preference and behaviour for the live
streaming used by individual sellers has not obtained
empirical support. Therefore, this research studies how
the value component comes when customers rely on

live streaming.

D. Factors Influencing Live Streaming Popularity in
Online Shopping

Researchers have become more inclined to show
interest in studying Chinese consumer characteristics
associated with shopping behaviour. Mallapragada,
Chandukala, and Liu (2016) state that consumer
characteristics are essential and Chinese consumers
have unique characteristics; therefore, this study

focuses on Chinese consumers.
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E. Impulsive Shopping Behaviours

Yeo, Goh, and Rezaei (2017) have said that self-
regulating ability is associated with online shopping.
Those individuals who are known to have limited self-
regulating ability are more likely to do online shopping
due to the available sensory stimulation, and the live
streaming option is fascinating for them. Chinese
consumers are already high on such characteristics, and
they prefer cognitive and sensory stimulation in the
form of live videos. Richard and Chebat (2016) have
also said that affective involvement is an essential
factor affecting the customers’ purchase intention
behaviour. Xu, Wu, Chang, and Li (2019) state that
customers possessing high emotional energy are more
likely to become impulsive in their decision making and
consumption. Chinese are known to be compulsive
consumers, and they can be motivated to purchase
anything with the help of light persuasion (Clemons,
2016). However, Chinese consumers are quite worried
about the rising attachment to online shopping.
Without looking at anything in front of them, they are
pertinent to online shops (Zhang & Tsai, 2015).

Briindl and Hess (2016) have stated that live streaming
behaviour is associated with compulsive behaviour,
ranging from a chronic addiction to abusive activities.
Yang, Pang, Liu, Yen, and Tarn (2015) say that price
sensitivity is also essential, as many times, consumers
want to purchase the cheapest products from online
stores.

It has been clearly established above that live
streaming's perceived trust and credibility are closely
related to high degrees of consumer purchase intentions.
Credibility in turn is affected by the utilitarian benefits
of the products determining their value. Additionally,
customers’ motivations have not been adequately
represented through empirical research. Further, with
the increasing frequency of the online forum of sales,

there is a rise in misrepresentation of products online



leading to a dip in consumer trust levels. This enhances
the necessity of exploring options to increase trust.

Therefore, a better understanding of all the above

‘ Trust of live streaming

‘ Credibility of live streaming

‘ Customer impulsive behaviours
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factors is needed to mend the gap in the knowledge,
which is being explored through the current research

and the following conceptual framework (Figure 1).

\\-‘;I Consumer purchase intention

‘ Customer motivation of live streaming }/'

Figure 1: Conceptual framework

Hypothesis development

The following hypotheses were drawn from the
study:

H,: Trust in live streaming has a significant relationship
with consumer purchase intention.

H,: The credibility of live streaming has a significant
positive relationship with consumer purchase intention.

H,: Customer motivation for live streaming has a
significant relationship with consumer purchase intention.

Ha: Customer impulsive behaviours on live streaming
have a positive significant relationship with consumer

purchase intention.

Il. RESEARCH METHODOLOGY

The current study is survey research that employed
closed-ended questionnaires to gather information
from the participants. The questionnaire comprised 27
questions with six categories: a. demographic information,
consumer purchase intention, trust of live streaming,
the credibility of live streaming, customer motivation,
and impulsive customer behaviours.

Factors influencing customer purchase intention on
live streaming were measured by questions created
based on different previous studies. Most of the factors
influencing customer purchase intention on live streaming

were based on Baniya and Paudel (2016) and Vinh (2013)
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as they explored similar constructs to our study, being
the behavioural intentions and the push and pull
motives, of behavioural engagement. In addition, the
following kinds of literature were also considered in the
process of exploring factors that influence customer
purchase intention on live streaming such as Kanagaraj
and Bindu (2013); Park, Lee, and Miller (2015); Sirisack,
Xayavong, Phongsavath, and Vongsanga, 2014; Yousefi
and Marzuki (2015). The acquired items were also
customized to satisfy the context of this study.

The questionnaire was pre-tested using factor
analysis to filter the initial version, and for this, the
present paper uses three purification and correction
criteria as follows. The inter-item correlation was
computed, and the items with coefficients obtained
below 0.5 were deleted. Following this, the article was
removed when the Cronbach a-value reliability
coefficient was more than the a-value of all the latent
variables after the item was deleted as per the previous
standard. Third, the consideration for redesigning the
questionnaire was a benchmark of 0.7 or lower reliability
coefficient of the latent variable. The reliability, validity
and internal correlation were calculated for the entire
questionnaire.

The corrected item total correlation analysis (CICT)

coefficients for trust of live streaming (@ = 0.903),
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credibility of live streaming (a = 0.864), customer

motivation of live streaming (a 0.845), customer

impulsive behaviours (a = 0.823), and consumer
purchase intention (o = 0.913) variables were reported
to be higher than 0.5.

The Kaiser-Meyer-Olkin measure of sampling adequacy
(KMO) was adopted for the data processing of factor
analysis. The correlation of each variable was tested,
and the sample was measured using this test. All
the variables were expressed as a single factor
demonstrating one-dimensionality of the factor, and
better variance explanation ability was depicted as the
explanation percentages were all greater than 60%.
Moreover, all KMO values were reported to exceed 0.6.
The KMO value was reported to be 0.868, significantly
greater than the standard 0.70. A significant result of
Bartlett's sphericity test was obtained with a value of
4953.327 (p < .000), which suggested that the data is
suitable for factor analysis. The principal component
analysis method extracted factors with a characteristic
value greater than 1. This led to the extraction of five
common factors, and 72.621% was obtained as the
cumulative sum of squares of rotation greater than
60%. These five factors were reported using the
orthogonal rotation method with twenty item options.
The factor loading was reported to be greater than 0.5,
which suggested that there was no high average double
factor load and the generated model was more
comprehensive. The observed variables are included in
each dimension according to the theoretical setup.
Overall, it was found that the scales displayed good
construct validity based on the above analysis.

Pearson Product Moment Correlation was computed
for the present work to determine the degree and
direction of association among the variables chosen in
this study.

The model was computed for regression analysis

using four independent variables: trust in live streaming,
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the credibility of live streaming, customer motivation of
live streaming, customer impulsive behaviours, and one
dependent variable, namely consumer purchase
intention.

Two kinds of statistics were used to analyse the
data: Firstly, descriptive statistical computations were
composed of frequencies, means, and standard
deviations. Secondly, inferential statistical analysis is
written of ANOVA and multiple linear regression.

A. Independent Variable

The independent variable included trust in live
streaming (5 questions), the credibility of live streaming
(4 questions), customer motivation of live streaming
(4 questions), and customer impulsive behaviours
(3 questions). These were based on a five-point Likert
scale, and the response category ranged from strongly

agree (5) to strongly disagree (1).

B. Dependent Variable

The consumer purchase intention (5 questions) was
the dependent variable. It followed a five-point Likert
scale, and the response category ranged from strongly
agree (5) to strongly disagree (1).

The required information for this survey was gathered
using online questionnaires. The questionnaire was
shared with the prospective participants using website
links that directed them to this survey. The responses
were collected from 412 participants, with more female
respondents (69.2%) than males. The prospective
participants were recruited using the convenience
sampling technique. This kind of sample is a type of
non-probability sampling method, as the researcher
shared the link only with consumers who had viewed
live streaming through Taobao beforehand.

The distribution of these participants was calculated
using frequency and percentage and was computed
over age, gender, marital status, monthly income,

education level and occupation.



Il. RESULTS AND DISCUSSION

For the purpose of understanding the demographic
distribution better, the tools of frequency and
percentage were used. It was seen that 69.2% of the
respondents were females. The dominant age range
was from 21-30 years with a 40% dominance followed
by the 30.6% representation of 31-40-year-olds. 46.1%
of the sample was married followed by 33% of single
individuals. 33% of the income range lied between
20,001 to 30,000 RMB, followed by 22.1% at 30,001 to
40,000 RMB. The majority of the sample has obtained
their higher education with a degree higher than a
bachelor’s at 52.7%, followed by a single bachelor’s
degree. Freelancers were seen to dominate the sample
group at a 36.7% followed by civil servants and others
at 24.8% and 9% respectively.

Gender differences were computed on each variable
using Student’s t-distribution. No significant difference
was reported on trust of live streaming (t = -1.194, p =
0.233) and consumer impulsive behaviours (t = -1.408,
p = 0.160) among male and female respondents. However,
a significant gender difference was obtained on credibility
of live streaming (t = -2.917 p < 0.01), customer
motivation of live streaming (t = -3.428, p < 0.01), and
consumer purchase intention (t = -4.408, p < 0.01).
Therefore, female respondents (M = 3.60, SD = 0.88)
depicted significantly higher credibility of live streaming
than male respondents (M = 3.34, SD = 0.80). Similarly,
female respondents (M = 3.56, SD = 0.90) depicted
significantly higher customer motivation of live streaming
than male respondents (M = 3.22, SD = 0.97). Likewise,
female respondents (M = 3.85, SD = 0.76) depicted
significantly higher consumer purchase intention than
male respondents (M = 3.47, SD = 0.76).

To determine the age differences on each variable,
one-way ANOVA was computed. It was found that there
was no age difference in Trust of live streaming among

survey subjects (f = 1.494, p = .203). However, a significant
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age difference was obtained on the credibility of live
streaming (f = 3.419, p <0.01), customer motivation of
live streaming (f = 4.835, p <0.01), customer impulsive
behaviours (f = 3.182, p <0.01), and consumer purchase
intention (f = 11.197, p <0.01). The respondents belonging
from the age range 31-40 years depicted significantly
higher credibility of live streaming (M = 3.66, SD = 0.76),
customer motivation of live streaming (M = 3.65, SD =
0.90), customer impulsive behaviours (M = 3.77, SD =
0.75), and consumer purchase intention (M = 3.94, SD
= 0.70) than respondents from other age groups.

Similarly, to determine the income differences on
each variable, one-way ANOVA was computed. It was
found that there was no income difference in Trust of
live streaming (f = 1.603, p = .173), credibility of live
streaming (f = 1.161, p = .328), and customer impulsive
behaviours (f = 1.192, p = .314) among survey subjects.
However, a significant income difference was obtained
on customer motivation of live streaming (f = 4.000,
p <0.01) and consumer purchase intention (f = 3.747,
p <0.01). The respondents with monthly income more
than 40,000 RMB depicted significantly higher customer
motivation of live streaming (M = 3.82, SD = 0.82) and
consumer purchase intention (M = 3.93, SD = 0.70) than
respondents with below monthly incomes.

Likewise, to determine the educational differences
on each variable, one-way ANOVA was computed. It
was found that there was no educational difference in
Trust of live streaming (f = 1.075, p = .342), credibility of
live streaming (f = 2.714, p = .067), customer motivation
of live streaming (f = 1.175, p = .310), customer impulsive
behaviours (f = 0.402, p = .669), and consumer purchase
intention (f = 1.963, p = .142) among survey subjects.

Similarly, to determine the occupational differences
on each variable, one-way ANOVA was computed. It
was found that there was no occupational difference in
Trust of live streaming (f = 0.96, p = .429), credibility of

live streaming (f = 2.148, p = .074), and customer impulsive
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behaviours (f = 0.998, p = .409) among survey subjects.
However, a significant occupational difference was
obtained on customer motivation of live streaming
(f = 6.731, p <0.01) and consumer purchase intention
(f = 2.522, p <0.01). The enterprise employee depicted
significantly higher customer motivation of live
streaming (M = 3.70, SD = 0.85) than other respondents.
However, respondents with other occupational
backgrounds depicted significantly higher consumer
purchase intention (M = 3.93, SD = 0.70) than the
remaining respondents.

Pearson Product Moment Correlation was computed
(Refer to Table 1) to determine the degree and direction
of association among the variables and a significant
positive relationship was reported among all the
variables. Trust of live streaming depicted a significant
weak association with Credibility of live streaming (r =
271, p < .01), Customer motivation of live streaming
(r=.376, p < .01), Customer impulsive behaviours (r =
171, p < .01), and Consumer purchase intention (r =
306, p < .01). Similarly, Credibility of live streaming was
reported to have a significant weak relationship with
Customer motivation of live streaming (r = 312, p <
.01), Customer impulsive behaviours (r = .222, p < .01),
and Consumer purchase intention (r = .307, p < .01).

Further, Customer motivation of live streaming was

found to have significant association with Customer
impulsive behaviours (r = .284, p < .01), and Consumer
purchase intention (r = .417, p < .01). Lastly, Customer
impulsive behaviours and Consumer purchase intention
were found to be significantly and moderately related
to each other (r = .498, p < .01). Overall, this suggested
that if one variable increases, the other variable also
increases.

The regression analysis for the conceptual model
was computed (Refer to Table 2) and it was found to
explain 36% of the total variance of the dependent
variable (R = 0.360). Overall, the model was found to
be effective (f = 57.287, p < .01) and the influence of
the independent variables on consumer purchase
intention was found to be verified with this regression
model. Trust of live streaming (8 = 0.124, t = 2.846, p <
0.01), credibility of live streaming (8 = 0.118, t = 2.756,
p < 0.01), customer motivation of live streaming (8 =
0.224, t = 4.980, p < 0.01), and customer impulsive
behaviours (8 = 0.387, t = 9.245, p < 0.01) was found to
have a significant positive effect on consumer purchase
intention. This supported the speculated hypotheses,
which predicted that the trust, credibility, and customer
motivation of live streaming and customer impulsive
behaviors would significantly impact consumer purchase

intention.

Table 1: Results for Correlational Analysis

Trust of live Credibility of live  Customer motivation of ~ Customer Consumer
streaming streaming live streaming impulsive behviors  purchase intention
Trust of live streaming 1
Credibility of live
2717 1
streaming
Customer motivation of
376%* 3127 1
live streaming
Customer impulsive
AT 2227 .284x* 1
behaviours
Consumer purchase
.306%* 307 417 .498** 1

intention

** Correlation is significant at the 0.01 level (2-tailed).
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Table 2: Regression Test Results

Unstandardized Coefficients Standardized Coefficients

t Sig
B Std. Error Beta

(Constant) 0.822 0.202 4.068  0.000
Trust of live streaming 0.112 0.039 0.124 2846  0.005
Credibility of live streaming 0.118 0.043 0.118 2756 0.006
Customer motivation of live streaming 0.200 0.040 0.224 4.980  0.000
Customer impulsive behaviours 0.399 0.043 0.387 9.245  0.000
R Square 0.360

F 57.287

Dependent Variable: Consumer purchase intention

[V. CONCLUSION

The present work was carried out to explore how
the customers’ decision is impacted by live broadcasting.
For this purpose, the current study examined the
impact of trust in live streaming, the credibility of live
streaming, customer motivation of live streaming, and
impulsive customer behaviours on consumer purchase
intention. It was hypothesized that trust in live
streaming, the credibility of live streaming, customer
motivation of live streaming, and impulsive customer
behaviours would be significantly and positively related
to consumer purchase intention. A sample of 412
respondents was recruited using the convenience
sampling technique. It included consumers who have
viewed live streaming on Taobao. The respondents
gathered the information on the variables of interest
using questionnaires based on a five-point Likert scale.
In addition, sociodemographic information was also
acquired from the participants. Preliminary analysis was
conducted to analyze the gathered responses statistically.
The obtained data were examined for impurified items
and the unidimensional nature of the variables.
Cronbach’s Alpha and KMO values were used for this
purpose, and it was found that all the variables could
be presented in a single factor. Further, it was reported
that the obtained correlational findings supported the

predicted relationship among the variables. Overall, the
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regression model was found to be influential and
significant, which suggested that the customers'
purchase intentions are influenced by the trust and
credibility of live streaming and the motivation and
impulsive behaviors of the consumers. This indicated
that customer intention is influenced by trust and
credibility of live streaming and customer impulsive
behaviors and motivation.

Upon analyzing the hypothesis through the Pearson
moment correlation, it was established that all the
hypotheses of the current research were accepted. The
alternate hypothesis one was accepted as the trust in
live streaming depicted a significant weak association
with Consumer purchase intention (r = .306, p < .01).
Further, the second alternate hypothesis was also
accepted as the Credibility of live streaming was
reported to have a significant weak relationship with
Consumer purchase intention (r = .307, p < .01). Both
these findings are in congruency with the previous
research by Lu and Chen (2021) who emphasize that
reducing uncertainty meanwhile increasing credibility
enhances customer trust enhancing customer purchase
intentions. Next, Customer motivation for live streaming
was found to have a significant association with
Consumer purchase intention (r = .417, p < .01). This is
consistent with the previous trend in literature by

Xu, Wu, and Li (2020) and Ma (2021) who state that
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enhanced interaction and increasing the hedonic and
utilitarian motivations of the buyer respectively, the
purchase intentions can be affected. This led to the
acceptance of the third alternate hypothesis as well.
Lastly, Customer impulsive behaviors and Consumer
purchase intention were found to be significantly and
moderately related to each other (r = .498, p < .01),
leading to acceptance of the fourth alternate
hypothesis. This finding is seen to be consistent with
the previous research of Xu et al. (2019) who highlight
that higher emotionality leads to more impulsive
customer purchase behaviors.

Therefore, following the analysis of the hypotheses,
it can be successfully concluded that the research
hypotheses have been accepted and the findings of the
current study are in congruence with the previous and
current trends in the live broadcasting industry.
Furthermore, it also supports the conceptual framework
proposed as the regression analysis concluded that the
trust in live streaming, the credibility of live streaming,
customer motivation for live streaming, and customer
impulsive behaviors have significant positive effects on
the consumer purchase intention.

A thorough examination of the strengths and
shortcomings of the present work was conducted. The
study recruited respondents from different age groups,
educational backgrounds, occupations, and varied
monthly income egroups. This suggested that the
sample was heterogeneous in nature. The survey
comprised a few items, which allowed the partakers to
respond quickly, and it was easy to administer and
score. However, the limitations surrounded the
generalizability problems and virtual mode of data
collection. The respondents belonged to a similar
geographic area, and the study was conducted virtually,
which might add to errors leading to a limited scope of

generalizability of the findings. Therefore, the prospective

studies in this domain could replicate the survey using
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a face-to-face conduction mode, and a larger sample
can be employed from diverse geographic regions. In
addition, different additional aspects of live streaming
could have been included, such as the speaker’s
characteristics or the impact of visual graphics on the
consumer’s purchase intentions. These would have
enhanced the academic scope of the current research.

The findings of this study have managerial
implications as it could be applied to determine ways
to increase consumers’ trust and credibility towards
live streaming to stimulate their purchasing behaviours.
This research would help promote the authenticity of
live streaming and yield more purchase intentions from
consumers. Consumers can rely on online platforms for
buying products when the credibility of live streaming
is improved. Furthermore, the results may also imply
how different brands on e-commerce platforms can
stimulate the purchasing desires of the consumers and
augment their satisfaction. Moreover, it may also assist
in promoting sales by employing live streaming
marketing strategies on e-commerce platforms. The
eCommerce platforms can alter methods that gain
more reliance from the customers. These findings show
that if companies want to increase customers’
purchase intentions, the trust and credibility of live
streaming need to be improved for live streaming
sessions. These can be implied to promote effective
strategies to increase customer purchase intentions and
the companies’ sales. Specifically, the company can
focus on quality content by providing superior product
knowledge. Unique audio-visual graphics can be used
in live streaming sessions to attract customers mainly
belonging to the young generation. They can majorly
target children and young adults by including famous
and credible public figures in live streaming to enhance
customer impulsive  behaviours and purchase
intentions. These implications can be extracted from

the current findings. Overall, the present work offered



more profound insights into the aspects related to live
streaming and how purchasing intentions of the

customers can be increased.
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Abstract

The purpose of this research is study of comparative advertising effectiveness in terms of awareness and reach
of customer through Instagram, Facebook and Line Ads Platform a case study of online shop Classicpe.bkk. This
research is experimental base research, the researcher manage an experiment by shooting advertisement through
3 platforms which are Instagram, Facebook and Line Ads Platform twice a time. The experiment test 14 days each
time with different content in twice advertisement that we shoot for online shop Classing.bkk. The first time was
advertised between 1 September 2021 and 14 September 2021, Content in advertising about the color of the
product and discount percentage for attractive customer interest. The second time was advertised between
1 October 2021 and 14 October 2021, the content in second advertising is about product details with the price
after discount for attractive customer. In both advertisements use the same budget is 75 baht per day, all of the
budget is 6,300 baht and the same advertising target across all three platforms. The research found that most
impact platform on brand awareness and reach of consumers is the Line Ads Platform followed by the Instagram
and Facebook platform. The Line Ads Platform use the least budget and generate the most brand awareness,
reach and sales when compared with Instagram platform and Facebook platform so this research will be benefit

to sartorial style clothing in online marketing in the future.

Keywords: Brand awareness, Facebook, Instagram, Line Ads Platform, Platform
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Reach, Engagement way gonv1 LHosannidudsiidieyii
Tnsuisnunmvedawanveaniifimsuansualawani
pdsaudndssuuiivsluudasdemmauarlududiu
winfuunasvesuluuiiusyavsuamniigaiieas i luidu
wwamslunisyiiniseaineeulaldeluluswian uasilu
wmadviugsiaidesnisaiensiuiuasnisidida 1e
thuantsnaaeviluldvsslesilunsinisnaiaiude

soulavlaluaunan

1.2) IgUsravrvenIside

1. WioRnwiuanina (impression) kagn15L9184 (reach)
NIUNIShalwn 3 knannasy (Facebook, Instagram, Line
Ads Platform) nelausus Classicpe.bkk

2. ilefnwnisadrusiu (engagement) wasn1sad1aeen
18 WIUNITLAYUN 3 knannasy (Facebook, Instagram,

Line Ads Platform) aelalusus Classicpe.bkk
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2) NUNIUITIUNTTU

2.1) UWIAALAENYUNEINUNITTOTITNITAAINATNA

o o

AUNNNEVDINITHAIALUUATYD mimmammmgﬂl,mu

o

pialae v dUAINSBUSNNSHILERRADTA wWaYAIU1SD

] v v =

a¥19 msfidwswiuguilon ieiingenviglaglinagns

'
= a

A3 9 N19@RRAINA N1TRAINRITIaNIBNIENIINITRAIA

goulall fie Msduaiuuwusud eleusaiu {ilenadu

aa o

andlaglddumesidauwassunuudu q vesnnsdeansidva

shudadia ledvaiihe warnistawauImaidu wadsiuns

v ad o

Jornuisnyshariantfedutenianisnais

o A

N139R1ALUUATIR Ae n1seatagUluulminimuian

21NNITHANALUUAILAN IWEJLﬂUﬂ’WiﬁWﬂﬁimﬁﬁﬂr}j’Mﬂjaﬂw’N

f3a LeAS19NANTTUNIINITRAIALAENSARES bUTS

HUSINA MInARRIviaRenSUIeAUA AL UINISHIUYRINNS
A9 9 1wy ledealiiie (social media) SEO Bia (email)
LazweUndiatu (application) vugUnsailndeud lag
fugruudinisnanafdvafenisnainynsUuuuiiiieados
fugunsaldidnnsedind lneldnalulagled Tunmsdniums
yamsnann wazannsadnfddnniivnnainaee 24 92l
doansnanann AdvialugaRdraldidiundudiuddylums
i invesnularn1singsia luiiesuddielibusudsng 9
nsnaalindndueivarusnisvesmuld uidsgieluns

UsmsgnAneeulall duusmanaen 24 Tiluemniu el

N

andnsdntasunisativayuuazinuen [Wudeddy wind
NALUTUARBIUTUM LI 1Ina1nfAdvia e sessuiu
woAnssuvewuslnaasuly Tudagdunmsvimnain

ARviavzeiiikusuiidndeaulaunndumsggaulaid

¥
A a v

waglulanddvauintu wazdoduduazuinisnindiud
voulathnniiu uusuduagsiase 9 Seesusumliuiy
madsuutasiistu mngshalagilidl desmnemsvinig
parmeoulal enavhlinamaalenalumsiiliuusundu

o

M33NINNTU Uagnanlenaas9eeneNBNVANe eI
2.2) WAnusgune i unslarsaseinanen (Facebook
Ads)

Arimetrics (2022) 5utgluunAIIUTes “What is
Facebook Ads” Inlawannuuingdn (Facebook ads) Ae

wnasvlasulavanveansetaludua ingdnifignsaung
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iloduaTundnfausiuazuinisniudsiurivielavan iy
Foanu U vi3oiRle Wutesns mInaaiildiuoeis
uwivianelauieneng 4 lesaniienduaumnn Usvana
2,200 druau) wadnieldinduremianisiinisnain
ooulatiline uazldnadwsiia awnsadiiausduduas
Usnshiunguslaalasgaainvane uagisiannsamug
Toguszasa wazidmunevesnmsinislavanlaegadaiau
Tuwsasiioudigldaunadnlulneuinta 55 duau wag 2
Tu 3 vesfl¥aududndonsnirudmuumsinedisos
dUnviazads wusudieensadistesnnanisvisesulay
Tuledn imszdigldanuiivarnvate s1a1lsiuns 03
doans fivarnvans TasuusudanunsoimuagULuUYeq
Tawaunlies uazdianansafanaiduiuasy 16 e

ﬁﬁumLLNumimmmmlﬂsluamm

2.3) uwIRnuaznguifgasunslavansuduaniunsy
(Instagram)

Whitney (2022) na1231 ANSIAYUIUUDUARTLATH
BuisnisdrseRuielnadidemildsunisatuayuuy
unannlesy Suaniunsy erddevuilngdunaznse
ety wiasdiavguatsUsznnsiigsfanie
yanaevdnaulalawan wilsiwanuu duanunsy dngnld
ierfinduugiiuuusud msidrvaivled adenns
whdialug q Tutgdudeulalinuaulaslunaineeulal
pgiuNIntu wazn1snaineeulall vuduaniunsa A
Iisunaneuiuiilunisiiazaianisiuiludeuilan uas
Judnuilsweansfiasnsaadisseliuazaiianisivy
wusun yhldnniseateaulauazAndnduaniunsy aunse
fazifurosmmidunsaireneld viodudomaiialy
nsfoansludefusloaldieanndeiu Suamunsy tudy
ToiFoaunanledud flinudndudusu 9 veslan sauluds
Uszinasagiguiu wazlumane 9 gsnaniduaniunsuun

lglun1siinisnataiieluslungsiauazungduninie

'
=

U315 Nlaunsaasslonialunisvie wWesannduaesmia

o v

fifruldauunnfndudusiu q JaviligsAnaunsadunsug

e

Y
]

—

1811n897u @usalndangudivang wazasiens

Asuvihgsialuiduazsiaanis aieansiug

Y

Suslaungsdu
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2.4) wwaRnuaznguiifetumslavansiiulail (Line Ads
Platform)

Praphat Srisuma (2021) ®5U1871 Line Ads Platform
annsadennguiivned deanslavanldegeidaanis
fadana 2307A e e 018 szl uRng auaula
videannguiimnefiduusiowzld lnsanunsnideles

1% 1%

Joyaa1ng1ugnAIuL LINE Official Account Liulas w3e
weundiaduniairadungugndriidesnisluslualed
asanaulang nndmuneedgsia lidngsievesasd
Whnunenslasanluguuuulataiy nsldeu Line Ads
Platform &runavlandnnidinunsldvianun Line Ads
Platform v3e LAP fla fufidmsunisTasanuuunaniiosy

994 LINE ieduasussnalimdndaanailouindsdu Tae

9 Y
o

Tawanansaduldnaguaiw wazddle Famuziunns
%19 Awareness dmduuususifuegisnn uwanwesud
Fassemafivarnvats Tunslstumlawen Jsaunse
aslavuuwvuiuastuntiweyn w1 Timeline 909 LINE
Today, LINE TV sagwuuiuaslunit wallet Fsuusud
ausadenlaniuaufeanisiun1siusiunduniuay
uinslugsiavesnu LAP dalfadaiiiaeiiiddedn call-to-
action Taenludawaunaiadu uled wse LINE Official
Account Lﬁ@LﬁuaamQ’ﬁmmmmﬁ (Talka Talka Digital

[ '3

Media, 2021) 2 ninanaan anunsaaguléininguszasd
84 Line Ads Platform asnsaai1ans3us iiiugiugndn
Wingeave uazinugiugndudnlild uaganunsavinld
98198 Usednsan Tnednisunaveduduuulauidn
(dynamic product sales) hazaiunsaldaulaeegsazain
FuLeUnalnty Feaenndesiuauideves Preedee
Rojpinyo (2022) #il#na11331 Line Official Account Ao
in3osilefazifutemnstagluFoseants Yssndusiug
1a3Teya AINTIIUANATUNIIA1VEIFUA SaUINISLA
p819m5990 Befigunvunmisldanuiiiglidudeundas
WisunAeluzesvesnsdonIIm ngutvang i
Juiteusinumsdafvesndudldlnenss uenanduds

928l ULS29989N151USA1TUE9IN15V18 (customer



relationship) Ingn1sasseazideavrasgunuunsvinlysiy
Fuliiriunguandnladne laviduuwanwosumnlusid
alaaldliunumungdviuiusud uaggsfang q Tu
msvihnsnatneeulatl iesndfléduaumn uaziiis
Uadiaudadadildunn yilisiantunisinlavandsladunaus
ndulinadnsidmurzdmivuusudiiiadnda way
AoIN1saTINIsTuSiusUaLarvedumle taluwnaniesy
iFie wazunfdlonisvinsmanmsiutemnaseulatinnae
Unnrsvorulay Tnglignéiuensndsdonislarl usaz
Andrdmnatunsasinlasan wazdevisauldiasly
unasviosuiealaglifonyasuluvatadaama vinlignan

@

fnaulatedum vsedenldusnisanedy

2.5) wurpaiAeIfunsinyseavsnalunisiinisnaimuy
Social Media

KPl 931910 Key Performance Indicators Faued
UsgAnSnmmdn g3farng q 14 kPl edvuauszansniw
enanduly girussauivanendeld wazdiasizvian
F1dudes insiasunamiels kpl vesluiduaiife
Huddtnililunsfinsani nagnsnismaneledaiiie
vosgsRafivszAnsnwnield Inefiugiuuds wanniids
Aamudeyaiiisadostunisusingds veauienluusias
unanneIu 19U Facebook, Twitter %39 Instagram %3otu
uwwannosu dearamunsaniu kPl vedledoaiifody

L |

WetUszAvEamvdniinnnudisaves minaeludea
iy ansnsoldifiofamuudyuing q faudn1slinses
Anudesiuluauds nmsiavlavesdnmunazdnsinisd
d7u373 Olafson (2021) Na17791 KPIs Key Performance
Indicators (f3¥auszansn1w wdn) awdesgndeusouly

mensasensdsdlmilituivledvessa iiunisads

v '
A a

Tonnalu NM3v1e wagN1SVIBUUTUATRIAM Funa1ilAed

ndwmarenamlsvosnaluiign wazvilinisssula o Auen

2.6) Uiafin v uazauIseingatos

Yang (2020) Anwi3esdadediinadenisindulade
Aerhunituseulatiudednuseulaiviedn (Facebook)
vosguslaaipvhaluansannavues lenanliin ms

TEAmUsEnaUNLan LU SN AN UAIUDILUSUATALIL
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yilamulumstevesiusinnanas dafudussnounisuay
thnsnainmsiansaniterluuiuldluumnislavanuy
Facebook lusuranifielfisyszansamvedawanliaiis
\nulunstogagn Muthita Wannatim (2019) Anwi3es
Wisuiieudszavsuanislavanvesunanlesud nase
Msildns e uaunne iugiia (Google ads) uagiinln
(Facebook ads) nseiinwn E-market Place %o “DentalGather”
neldusen ey aeanauasien diin I nanalidn wedn
\Hudeameiagiliuusud Juisdnuaziindiuiuanndn
Ippeafiusgdnsam nsasiarudiaula deaieudisns
T¥ufigniesuaziiuszansam eldsusiuiudedy 4
ileladuuszansamliitunislavansifdiaaunsaaing
Temalviugsiaduegraunn dsdrdgydenisidenldde

aIvia Timugauiuau lngaiunsawdanguiniasiianiy

msdeansmsnaadaviarimdsdeldoglutagiu maais
wususfudsddlugatagtu fimnaziFusihgsiaeslsdn
9e19 AvsRTEnindan1saiianisuiuusud uagnisadis
mnuvulaneeulatl seguslaalutagduinginssunis
Aumaududeuinisiinulesieanisiiugesmisesulal
wusuATsmsessiivsnzaslumsadanisudiusus
waznsvinsnatneeulall

v A

TulagtuiiunanesuuinuieiduinIesdorisi

1Y a i

nsnanliiugsna wildlannunanvlesuniaelivsednsnm
WHnzauiugsne Aeudamsfinymdeasiivangauiu
wusUA LielasuUseansanlvnunislavariugemnis

AdTia uasiinUsyleviaeansiegsna

3) TAwtun1IvY

3.1) mIsvTudeya

Ads Manager #adan slawanuumadn Huiaiosile
Fanslavanfioadns uwily wardinseiuauyduasy
nsvguuigdn wuutisedu 1lun1snsivasy way
aunsalidoyalaeguiugl 1wy sann15id1Ea (reach)
§m31n13maN Click through Rate (CTR) Ssausaventédn
143U (budget) luduawwinls wirdsnquidmanewinls
wazdldnsinisadnlavaniils Insaunsaianale gl
a5uaznsrvdeuLauUglavanlulnannesulawunmig 9

Mduveangdnliitedu aufdavanuuduanunsuuay
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lavdnduedesilovaslunisaiislavanliogisionne
wangAugdiiasuhesAivesuladlunisaiiamssuiuusus
Tnelawaunivihnsdearluuanssauuueundindy Line &
wUTINGUUAAAIA 9 Fsil Chat List (niuam) LINE Time
Line oz Wallet Tab waguenaniiseuanauauu TV 1¢8n
fay uenangULUY nsIsaslavanluladfinainvae
dusgnaun1sdearunsanivuanguidinuiendn (core
audience) leiognsazidanniu Demographic 8e19LHU LA
01y 7oy Anuaule uaz seUUUFTRNSAL (Android wie
105) v3evgidennguidivuneuuuiivuaied (custom

audience) mug’m%’auﬂaﬁmmﬂ Line Official Account

3.2) BmaAvdeya

Tumsfinuideluadsll \iumurmdeyavesnislavan
HruvunwannesuBuanwnsy wedn wazlad iusiusi
Tayalutifouiusisu-nainu w.e. 2564 lagazitnlby
Guitndeyann 7 Tu vinsdelavandiuunannesuduan
unsu wisdin uaglat Sragutanmavagou il

3.2.1) msnaaeulagn)slavasunyn (Facebook)
Fifoazvilavanluguuuuresaimis (multi photo ads)
wanssimiiiiuegredmauldgunin Tnglddennulaiiv
20% woagunn lagidennguid vang wawe a1y 24-35
U ordveglunsammamunsineldnnniauviiuumeie
o lneiiudeyanisuaaiiu (impression) N15id1d
(reach) n13AanN (click) kaga1n Ads Manager

3.2.2) nysvaaeulaenislavasuduanIunsa §ive
%ﬁwmﬂmwmﬂugﬂLLUUﬂJmmwﬁa (multi photo ads)
wanesATbiiueg wdauldgunm tnelddernuliihiu 20%
U9I3UNN wazazuansliliiuegnse News Feed uag Stories
veeduanunsy voslivsonguidnune lasdeanngu
Wwng wee a1y 24-35 U andueglunsannumviuasd
seldinnnianumiiuumsoidousinnuaulaluuidy ns
waisn1e Tneiiudoyanisuediu (impression) N3t
(reach) msadn LWwaluslug (profile visit)

3.2.3) msvwaeulpemalavaneinilai Line Ads Platform
F3foazvinislavanlusuuuuamis (multi photo ads)
wanasimbiiiuegredmanldgunin Tnelddanrulaiiu

20% wea3Un1 lngaglilaninauy LINE Timeline uay
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LINE Today lngidennguidmunsinayie a1g 24-35 U
o1fpeglunsummuvunsiisielsunniawmiiuuivse
Wousianuaulaluwndu nisudanie Tagiivdeyanis
1B (impression) M54 (reach) MsA@n (click)
3.2.4) inmaSguiieusavsaa WisuieuUssantea
Yo7k 3 umarmasuBuaenunaal (nstagram) wiwln (Facebook)
waglatl (Line Ads Platform) Iuwanviesulalvinadnsnng

WhiwemnquanAndmanelauiniian

3.3) MsupTIziveya
gvinideidenliisnisnaaeinisinuseansualunis
Wnauetoya lngn1siuTeuiiey uaglinedeyasening
auwnanwesu taud wiwldn duanunsy uaglay lnanis
falawanruisauunaniesy lneldnguidmanedeatu
Tawaunluguuuunmis (multi photo ads) 143w 5 A
wilouiukazazyinn1sselavansouiu weldyeanigeig
wsounanwosudaiu lagsrunudeyaiduszeziia ¢
FUn9i Rausiieutueiou 89 ieunatau w.e. 2564 g
AnmamauUamagUuuilasan dal
3.3.1) lawau vl (Facebook) naaeumsdlaivai
91U 1 wAuLlgy (campaign) 1 wonLws (ads set) 2 Tawan
imslavanfudosas meluszezian 4 dUav 9aausn
gl Futudl 1 fusneu wasdugn 14 fusiou w.a. 2564
wawdsil 2 aw3udutudl 1 gaeu uazduan 14 nanau
w.a. 2564 Tnevsaesen sxfifomnisTavandisetudel
Tawa1usn Product color vilonn Ao duazlusludu
(promotion) tnedsliifinsuanssiabiiiu M5unwluns
Tawan Tawaindefiaes Product detail iiant fe
s18azidunvodua TUsludu (promotion) waZUAAITIAT
Tiivivedataaulawannedn (Facebook ads) naaeu
TawanlugUuuunmds adsil 1 ddawandunimies s
A Tnsuansnaunia 5 @ uaglusludu Tnedslduandli
Wiusien wazaSifidesazddavanidunmiien 5 am lag
wandliiiuiesanidonreaniang waziifed Insuans
snbidiulunm Tneuansliiiiuniu Facebook New Feed
3.3.2) lawanduanunsy (Instagram Ads)
NagoUN18elawaNT I 1 wANLUgy (campaign) 1

wanwe (ads set) 2 lawan v slawaunduasstag nely



Sreian 4 UANY Y9nInaTiSuANIUN 1 Aug1eu way

v
a

duan 14 fusnou wa. 2564 wag ¥ 2 dziFudUIUT 1
na1AY LLaz??uqﬂ 14 anAx W.f. 2564 Tneraosonazd
dlemmslawaniisnetu Tawanusn Product_color e
Aoduazluslutu lnedilufinswanssailmdu Tdgunmlu
nslawan Tawaadafiaes Product detail silown fe
s1vazLBenvesduA1 TUsTudu (promotion) WAZUAAITIAT
Tiiuegnsdaiaulaiwannedn (Facebook Ads) nageu
Tawauluguuuuamis adsdl 1 Belavanidu nwdes 5
A Tneuananianeia 5 8 wazlusludu Tnedaluiuansls
Wusan uazasefiaes ar Belavanifunimies 5 am
Tnauansliifiuioneazidonvosnians uwasiiiodn Inouans
sienlimsiuluain lngavliuansaasiu News Feed wag
Stories 989 Instagram

3.3.3) lawailail (Line Ads Platform)

nagaun1sBlawan 91U 1 wauLley (campaign) 1
woaLn (ads set) 2 lawaun vimslawanduasstisniely
SzozIa1 4 JUA Daeusnanisu Futudl 1 fueneu was
Augn 14 fueiou we. 2560 wagdd 2 9z Budutud 1
agmﬂmt,az?:uqm 14 anAy N.A. 2564 Tneiedouynazd
ilomnsTawandisstilasanusn Product color wilew
Aoduarluslutu neddlufinsuans saeliiu Td5unm
Tunislawan Tavanadsiiges Product detail 1ifon fie
18azenveduA1 1UTludu (promotion) LaZLAAITIAN
Tiivived1atmaulawannegdn (Facebook ads) naaeu
TawanlugUuuunmis adsil 1 Salavanfunimien s
alneuansnianania 5 8 wazlusludu Tnedsliuansls
Wiusm wazadafiaesezddavan Wunmiies 5 am Tae
wanslidiuieeazidonvesninns uaziilod Tnauans
s1anlisiu Tuain Tnegazliuanswariu LINE Timeline

ae LINE Today
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4) nanTITLUATEAUTILHA

4.1) 8anI5398

wanslawaniileadranisudiusudiny 3 unanwesy
o wedn Buanunsy wazglal

HAN1INA@UN1TTUTUUTUA (awareness) 1Agn1384
Tawanu 3 unanesy wieldn Buanunsy uwazlad Tu
adad 1 Product_color szu3nefudl 1 fueney 2564-14
fugreu 2560 neldidon Avesdud uazlusludu
(promotion) tnedilinanssiandugunim $auau 5 am
M1n1slawunae Ads Manager Lag Line Ads Platform
aguladn wnaavlesuladl Line Ads Platform aunsaaie
3305 uaznsidinds nguthvsneldinniian sesasniu
wnanWesuduan1unsy (Instagram) wazaidugavineidu
wnannasueln ann1saaeuysEanSuasEning 3
uwannesy uil 1-14 fureu 2564 §ITeaguledn
wnanasulal (Line Ads Platform) @1u1saas1en1ssug
LUTUA (awareness) warnsidda (reach) Idannfian lng

o

AaNS ABNITLARINA (impression) waEN15LI1D4 (reach)

. =

andunannesiingdn uarduaniunsy ansoasung
ol
unanasulail (Line Ads Platform) laka Impression

71 20,995 uag Reach 7 11,696 lngldsutszanaily 347.32
U 1ndtasld 1,050 v neluszezinan 14 Yu

uwnanvesuduaniunsy léua Impression 7 19,238 wax
Reach # 7,198 Tngldsutszanansu 1,050 um audinals
melusyegiian 14 Ty

wnanWesuwledn 1eka Impression 7 6018 uaz
Reach 7 2,877 Tnsl¥sutszanansu 1,050 U muitssls

aelusseziian 14 Tu

= < = v v ¢ s & 4
1919 1 ¢ LU%EJ“UWIEJ‘UﬂWﬁ‘UELL‘UiH@ 3 LWARNBIUATIN 1

Platform Impression Reach Click Conversion Sale Budget
Facebook 6,018 2,877 20 0 1,050
Instagram 19,238 7,198 522 1 1,050
Line 20,995 11,696 52 2 347.32
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ANT199 2 @ Wiguiilgun1sTusuTu 3 unannesuaai 2

Platform Impression Reach Click Conversion Sale Budget
Facebook 17,271 9,787 27 2 1,050
Instagram 24,887 14,692 636 2 1,050
Line 54,979 45,501 169 a 726.22

HaN1sNAAeUNITTUTLUTUA Tnen1sBelavaneiu 3
uwanvleuetn Suaniunsy waglad luadedl 1 sewing
Fuil 1 ganeu 2564-14 gaeu 2564 meldiden easden
yosduA TUsludu (promotion) Tnawanssiailunin 1u
SUAMNAIUIU 5 A1 vIn1slawaeae Ads Manager wae
Line Ads Platform @3Ula31 unanesulall Line Ads
Platform @13150a351940155U3 (awareness) Uagn15id70
(reach) wingutivane dunnilan sesaaniduunanmiedy
Buanunsu wazaduaavnaduunanesumedn

1NNSNAARUUTEAVENATENING 3 Wnannesy {378
asuladn unanvesulal arursaasienissusuusud

(awareness) kagn15:d74 (reach) lounniian lagnadns

ABNIILARAINE (impression) LazN13L104 (reach) 1ANIN

o

wnannesungnuarduanunsy aunsaasuneg il

wwamnlosuladl 1éua Impression 7 54,979 ua Reach
# 45,501 Tngldsuuszanadly 726.22 vw andiasld 1,050
um anglusyezinan 14 Ju

uwnannesuduanunsy leua Impression 7 24,887 wax
Reach 1 14,692 Tagl4auUsyanainsu 1,050 U aufina
11 neluszesian 14 Ju

wnanvosurydn laua Impression i 17,271 way
Reach #1 9,787 Tngldsutszanainsu 1,050 um audinals

aeluszezingn 14 Tu

A5199 3 ; WSeUWieuganvIgwasMsSRaIusI 3 wnannasuasen 1

Platform Impression Reach Click Conversion Sale Budget

Facebook 6,018 2,877 20 0 1,050

Instagram 19,238 7,198 522 1 1,050

Line 20,995 11,696 52 2 347.32
M7 4 ; Wisuifleusenueuaymsidiusay 3 unasedund 2

Platform Impression Reach Click Conversion Sale Budget

Facebook 17,271 9,787 27 2 1,050

Instagram 24,887 14,692 636 2 1,050

Line 54,979 45,501 169 a 726.22

1NNINAFUYTEANENATENING 3 unannesy {37y
aguladn uwanwesulay awnsaasiseenuig (conversions)
launfgn wazsesaun Asduaniunsy wazinedn
aunsaaseenvislaag willedanislidusiu Buani-
wN3U du1saasensidusiulauiniian sesaun e
s L3 U Y 4 = &V
wianvlasulay warduduanying fe wedn amisoasuna

[

&
PNU
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- unamvedalat] (Line Ads Platform) lduonneit 2 Fu
wazaandt 522 Tneldauusyanaly 1,050 v 9nfissly
1,050 v nmeluszeziian 14 Ju

- unanvlasuduanunsa (nstagram) l¥oenued 0 Fu
warmandt 27 Tneldsudszunaild 347.32 um aniinals

1,050 v neluszeziian 14 Ju



- unaavlasuwlaln (Facebook) lasanuied 2 Fu wax

mandt 52 Taeldsuussanadly 1,050 v andissls 1,050
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Abstract

This pilot study was to find a conceptual framework for guiding a later large-scale research. It was a qualitative
research method that aimed to study guidelines for talent management during the change in electric vehicle
technology in the Thai automotive industry. The phenomenological research method was applied. In-depth
interviews from the executives of companies were conducted to collect the data. The researcher selected the
informants by applying random sampling method. The group of informants consisted of directors, plant managers,
and general managers of Japanese company in automotive parts industry. The results of the studied revealed as
1) The trend of talent management in the era of electric vehicle technology in the Thai Automotive Industry had
an impact on the organization towards human resource management. The organization needed to focus on internal
and external factors and promote, and upgrade the resources for competitive advantage in changed situation
2) Talent management methods on the electric vehicles has technological transformed. Organizations must
develop strategies and models for recruiting, selecting, developing, and retaining the talents. While retaining the
talents, the organization valued career paths, rewards, and employment contract by establishing flexible protocols
and setting specific conditions for talents, goals, challenges, roles, and responsibilities included other various
benefits. The organization's practice of retain the talents was completely different from the general employment
culture. 3) A method of evaluating organizational expectations and aligned talent performance with change
included the indicators that could reflect organizational efficiency. The organization paid more attention on
evaluating the effectiveness of talented who achieved the results and enable the organization to continue its

business.

Keywords: Electric vehicle, Talent, Technology disruptive
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Management Skill
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Other Benefit

Agreement Contract employ

3. NN5USLUUTEANTSHAYIAULNINBIANSANAWIILAY
ADAAABINBNISIBIS UNISIUAsUWUAY SIDIMSTIaNaLnsa
dxVouUsrANTAMUeIRdAns 3NN1sdun1ualiliveya
WU aeAnsiaudrAylunisUszidulszansnavesnu
W97 output NAmUA N1sinlesAnsaNTaA L TugIAa
' a [% P 1
soviaals s1uazdungasall

« ' I < a P a

mmagiamaﬂﬂﬂimmﬂmquw..// AOIUNTT

AuAuAuUlAiusEansnm..// M3dnns human oA



Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

AUYINIULAIE output 8BANIRILTAAKIS...//” (P1 WY
@UNF, 2565)

« 6 @A d' v

AMUANANNIEVBIBIANTAAD N157 Control 19w
° Y o PN o ad P
W9uualfl Output enuIRINNLIIAIANTS AlauLdu
Talent waniw...// \JusesUnfanirgsiaiudeesiing
Als autidasdntduaiuranduinvilalilanils Afsauay
E v & ' A o '
UullounuilusesUsysrugon 9 loYAUlIAsLUIRDILD971
wrazegalstiusenliesdnsnnls..//” (P2 unuauuf,
2565)

“geAnsAeetuLARoUMEAY antunisalildsunasld
Innteeiealn anausadnnIseaInnsisen Jnausenauns
fausaquannauld dod1uszauainudnsa..// Profit

VY o

wae Merrit igesl3fadn. /7 (P3 unuauyi, 2565)

7) asduazanusena
lanludagtuillininuduniueg1aunainn1suia
gRAIMNITULAE TEUUIATENAAA UG uLUaslUgen
\WiswgNanandu (disruptive economy) annMsildeulas
I % A o g ¥ a a
voumnaluladed1esinsy Nawnsaviliinnisivaeundas
Tu 2 fiAne @e “nisiintenalual (rebirth)” fu “nsgna

a £

813 (disrupted)” vinlsLAsegiagIunINs

o« < Y

UINNTTULAY

walulagd i unuInundu

o

v =
tuldinduanudssann
AeuenNdBnENasan1sALIugsianuANA9INEY 1ng
gaamnssueueusgldsunisduasuliduanamnssy

nantun1stuinfsuAsugialneaslasurnansenuainnig

vy
o o

WAlLlagNas19ANUL U8 UL U AL UUNANEUAS 9T

99093

msUsusediiurenisiUas uulasiiindusionswau
Ansainlunisaiugsiavesesdnsidussansain uad
adidsdnenmlunisudsiuiionsidvindelulueuinn
Fdusfestiynarnsiisifnenmgmieaundunisiuindou

Tann1siasuwlasnigly wanswraduinelvlaundany

1o o 1%

wsdmivasisanuliuSsutudaaliyad1vemuuyue

v v
= [ 1Y I3

A9 A9TU NITEATEAUBIANTAIINITUINITIANITAULAS

e

o

feodunszuiunsiddglunmsudmsesins msAnudises

e

il (pilot study) awnsaagulain ssdnsimdnnsuinisau
wnsndunagninaenadesiunisaniiunisuasiinuneg
YDIDIANTBYUAT WATINITNIITUIMUNIULUININITEN TS

Snwiiiatesiulon@vIaLAaUALLY BT9UA8AIIULANATS

82

vestorimuaniongmineiianuuandrsiuluusagity
fifsosasdns
7.1) HaNTENURDRIANTHONITIANTSNINE INTULWE
wuihmnmsasuwamswasuwasvalladeue ud
Inifihvesgranmnssueusudivedy ssnslianuddnylu
NANTENUMUATYRILATHANSENUAUGSAY Jensidey
wasnniafuneuenileniarisdaasuvioduguassade
23N Inglim AR AONANTENUAIUNISENITEAUNTNEINT
Tiseefusionsiudsuuasls wianiunisaimaasugiadl
walvieadnsfosfiarsunegeddulunsasuitonam

o w

wazUsgneunsegesenalitediinlusunsamu eels
fnugnannssueusudlnedndudedliainudfyiu
o ot o A v 2 a '
ninensuywdlunistuiniouliesdAnsaiunsalaeuniu
manalulad Sndudsatmuinisiiunands wazensesu
ANUENsaluNsUsMs Wwedadunely d8nswanadnanin
NMSUTUARNEN AT UAIUE W UATINT TN ALY
guasTa Yadlszuziiaiiganeiaeyinnisunsedudngnn

v Y Ao v < b3 o
@]’]U‘Qﬂﬁ’]ﬂﬁLLﬁgiﬂiﬁﬁiqﬁWNWU§WULmNLL%QIWﬁENTU@]E]ﬂ’]S

Wasukuas

7.2) W MUANAY NEUAY JULUUNISUSITIANISAL
419
Tfaonndosfuuiunvesesdnsuarnisildsuntas
welulafousudlniuasnngasugananduiiu wui
peAnsdalvinuddyiunisimuanagnsiazsduuuly
assmuazdaiden nswaun waznsinviauns Turaed
nsaAuAiliruddyiuLLmOINs kAT AN
Nuslumsimuiionsinulviauisneg uagliaing
ddiudunensivle setaiitnuadadusufinde
nasmuLansd Tnen1sAnemirsesinuanauasuuuag
Tunsgalaffnmstufinadiounisirsnunuudygidns
suaitimane fuavisusslevinigdlamnussaunadugn’

o

TunmsassnuazAnaanAUAWBIBIANT ElANE ALY
AunrsassmnglunsuazassnannieusnlagiaIsun
AuniauaUR (qualification) Wagaussaus (competency)
Tnglunaauifvesruinafinania Usenaume AufnLd

. .. - ' g
U1n (positive thinking) Mussn1suaumneulntdiduaiiu

PMEdMSUAL ANTBUAUAR (mMind set) N3BNTEUIUMS



mqmmﬁﬂiuymmqsﬁﬁ]ﬁﬁmeauamaamﬁquaﬂﬁuﬁ
TaLau A9vdnason1Tvingu

AMUSURAYaU (responsible) Fsn1sAusURavaUde
peAnsluyuveIn1sAniugsia fuans1991nn1ssuiavey
AN UNINY msﬁﬂat‘mﬁmawa (logical thinking)
nsiANuanIalunIsAANILMAKA Wieldeulosdasing 9
dmiunideazulunisvinududsslenilunisenszdv

ANUAILNTaNI NI UTBIAULA

ada

fumsailugsia dirueRna (attitude)

Tnslanzagsdenisidenles
ADOIANILAZ NS
Wudariantennianginssuegiaiiulddn e
annsaadaliiAnnsiausmiugauld (collaboration)
gathiluiinsdsundasiiovilinmsihausesndussdng
Wagumwlde uaildnsldnnegii (leadership) 1ng
AnaLTH (qualification) findnifaduaenadesiuaniaut
YIFUIMIIMIIBNUTIB1INA1A IAuAEIsaLAULe
Jufuinislaluewan drupuaudiluniseivaueisual
(emotion) Taen1slgarsuallulsuiniaziiaauniuue
aonunsal msldersualegnangaaindineliaanalunis
v mamuaulfmngaududmivauds Taskanszny
WBaUInAUUIEANEAINAITIIIY @111T0AARUNY A
Aanann wazanudsslunisie Turnefinansenuids
wvinendumailunsansansenuduauvesaliiiung
Tusudenuysiiuvesesdnsuaznisiidiusanluay
wadnsuanslifiniinislisunaluanulsfuadlumudy
Haduddnyiliieatostuauaiuvesesdnsuagnisiidw
saulusu
drulunisassninazAnidanaulniesenng asli
anuddfunsassmaeludeuiiavassmainaieusn
TneRa1sanaussouy (competency) vosAuLAafiAIAn TS
Usgnaume Au3emumMItiu (finance knowledge) Usneu
shernuSiAeaIfunsUSIsLaT MsaRfuLNSHER 13150

TNUNULAZUINITAUNUNITHESR Wasmeauiaaelasunis

t%

gnsgfuaNaILIsatuaumaila tieliaiuisavineu
ussaumnels wivnaziuladngseaudnnsindusies
fanuaumsRudmivatuayuy

NNWYLNITUTNIS (management skill) asAnslgsata
MSUSSAY NEUIUNIINER nsdanisidesinsnasile

WarN13IANIINTNYINT ausTauzseiilosnnAIuInuY

83

Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

NSRUARNAGDY NFUIMUIAANITUTISLBINagNSUTEiU

mﬁmmﬁwuqmmmmﬁu
vinweNTIaUNINEEINTSUALN15AIUAL (command &

control skill) #esiinsueunuIBdenisuazAUANE MY

Ufumn1seing 9 Tneysaunislunisldniwensaiusing q

e iy

N13U31135AU (people management) %aaﬂﬁ’%’aga‘iﬁ
Anuddgduegnsunn memnaunsamsausmsauli
vhaulduadnsaunds Suulszavsnadomiiuninu Tne

£% o a

NTUIMIAULULFBIA LT UNNTHUNIHIDIANTAHAN Y-
n1sal Wudeadeniidvinadeangseuszansnasidnsly
PRAMNTTUYUYUANINTIEA

[

druunymslumsiawiAunstuIzna s inwWd 1A gy
Aun139HUEsEEEe1d (planning) IngAniladigeny (age
P ey a P P
gap) WislAlinsAulaLagnaLIUNSINBUN LasdenAdes
AUNITAIYUNRUIALAILAIINAINITONNGINIVDIDIANT
FIPDIRNYILATIAT1999ANTHALUTELTUNITVIALAAUALLAS
TuaurAngalAkalgauUN I ULINIITUNTL L IANA DI bT LY
ANSUNTTAUAULAG FIANAUALNUINULAADAARDIN UK U
33519 NMInaLnululATIasIeedAng LagN1sUIALARUTIAIA
' a &£ a & a oA ' a Y
Tgiinu Mstiesrnslnunieglugivengssuiuiiediy
NLedilen1aN L vIARARUALLABIBYNANATULN B MDY
waniule nsmanauadseunsliduunugaseny o1
91y 30-35 U fAuns 2 A 01g 35-45 U fiAwne 2 au 39
I v ' A o ¢ vy
Wukwamnenisadieauneszesenaduayuoannsld
Anusaiiiadtunisanfiugsfaldwasimunnisasienuiia
Widunsamu (investment) Wisnaluszeze1y lagnin
a a a o ¢ oy Ao
fsunludimsuimsianisesnsidesussaidmune ndl
nsAmuallulseandudn aunsoadslianuisananali
& = a a ' = Yo a '3 P '
Windauseansuasgraiiuladeiau Tuvueieannsdesang
Amauwnu Arldrelunisgelaliined Arldarelunis
o G A A ' Ao ) o ™
W wagAldineduionvginirunfdmsuninaunaly
' a Aa °
WAUINAINTUILUULATINSATNS I rUaL T e luse ey
819830 83dn15UTUUTIAUAY L1ATEIINT TNgAU LAy
ASTUIUNT Wisassumsiasunlamnanaluladeusun
e lﬂ‘ U tg 3 ¥
Tl flenmanuadugnsaznovaussssnnsnuuruly lag
LUINNITHRUIAULAY USenaumegnisanasuluniy

M3AN NTENBUTIHIMLY MsuBUMINg NSIA¥AIUE



Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

fussuuiides ieliideavglddionen uandeu
ANUSIUAAY LasimuvinyeauinAudugy
Tunsnwthsesadsi] wudsaiunslidadniunns
Snwiauiidliasegiueadns Tuanmnisaliifinisdey
LUAIRENUSHTINSIUADLILYBIALLAIEY TauuInIenig

a

Snwaundliasedivesinsluanunmsalniinisfsunda

v o

maneluladeueudiniii esdnsazlinnuddiuns
Wwule n1slis1eda wazdennaslunisvineu Taensli
Anuddgiunisivlavesauiiagaduluiinnsensedu
Fuvisnu ludnuasAdulagainiwhly wasaugiunis
disunumlunisdanisidagsio v liiduinisli
ANUEIAYINBIAnT waztlunswaudusTouEA18n1S
veumnenylunsiiediu Tasmnfinnsannguauiad
Gueglursngualusistuneuds mslianuddyiunis
Talenmalilduansanupaiiusasasisassdadlng 1o
wifneuiiianuasnsogaluvisdumiamiontifiaanu
sulnvouldfidrusaulunisinuiniseu dadule e
a'ﬂLﬁ%ﬂﬁLﬁﬂmmmﬂqﬁhLLaziﬁﬂdﬂLi‘]udawﬁwmmﬁﬂi
Wun1snadunie Mswauie@n (career development)
w30n159nvinaae1Tn (career path) Luisnasuiled
anunsaundgminisaieen

drumslisneda ieshwaudduszezdunsivsea
3dla fiaenndasiunnunaniviodenadosfuniseiu
FInuedALLAY AMIALENLNTANGINUBIBIANTTIANTD
dnassliila Tavanwagnisliseiassinnuunnaisain
vtadmiunanisuftRcuresnudu 9 uaruenvileonn
wUAURUNG Tuvmeiinausslonidu q Aldnumzuansis
nmsiduduseiagda wioidunauseleviduiivinly
dAanuyniy Wukamdumssneliasegldluszezenn
denAfeafiu Kannapat Kankaew (2020) Wui1 Nagvnsn1s
Fefmouunudateenuuuiionaulandianzaudifenis
fadhunihanufuesdnsiitegslalivumiauas duns
Snwld miahsm'wauLmuLLaza’;’aﬁmiﬁmiﬁmiﬁﬂé’zyzyw
anaslidulunansaniuaiueosesnns lun s ums on
Tassnsiilasuneunuie donndosiiu Sombat Sritulanon,
Direk Thammaruk, and Thanakrit Phoengurn (2021) n1$
TiseTauaznspela adsiawszuunistiseiawagnisgs

19 wu Ysulimduszuuide seuwnunauinnuseauli

84

winnzaw vibidusesayn lidusesdium aenndeiu
Boontip Boonbumroongsuk and Veerades Panvisavas

a

(2019) wudn Aumenemsaluinsyaenldlinimsidy

[

Tunmsshwddianuaiuise esainitiediidanud Ay

17

¢

UINATIAINBULNUNIINSLIY o19lsAn1y @anunnsal
p1vzunndsiudmsuausUln
AULUININTSNIAULNSLUTEELE1D AI9NITANUA
naUszlovidudivinlfiAinanuyniunientseynuiy
03603 Tnosuundudennaslunisiauiieldinaiu
Farulumsinnaundinsegiuesdnslagansaifisds
LUIMNAN 9 Faerauandnafunaujoaund 1dunis
nzyanaldlusuiuy Jeamsdunvalidsdnangliidoya
Usznaumsdanadslinusziinss Sdluanudusssulag
Lidenufjiauaznisiafienusaieuiidmualy Using
LUIM9IN13T1991uMUUE YT (contract employee) 7
aruBangulunisimuaidouluduianizdmivauins
wazausafiuuaiivug anuianig unuamutiid
suddnsUseleniin  Wuwumsiiesdnssnvnunals
GAGH Funne991n TMUSISUNITIULUUYSER TN
Imﬁlﬂljﬂﬂ danmasenu Pruk Suphanalai, Chirawan Kongklai,
and Chalermchai Kittisaknavin (2017) Tuusziiu n15da
Foulansdreaufiunnsnsainialy asldsietaiiasnss
Snwmunisleiiy LauaLLuzmﬂﬁ’SNi’aﬁu’nsLugULLUUSN*’J’a
ABuen (extrinsic) wazs1e¥aniely (intrinsic) Faaenndos
nsd1991usuudangu esanauiisainaisuenly
anunisaifiaunedluiiuds uwiuedudidnvaruau
Wuafsasn (freelance) Wilddsiausdnla usivinfiansan
é’ﬂwmzmﬁwwﬂuqmawmsumuaumﬂlmﬁﬁﬁﬂamu
ynfuuludndiuguds ulsviensirsuuuulszdi
$Tnusssun1sirenunaendnudl avidunisdaudsiuuwmn

MFPRNULUUTAULAY

7.3) n1sUssdiulsednsnavesmuniiiosrnsaaniias
AOnAADITENISTITUN TS UL UAY

SR anNsT e fanunsaaiouUsyansnmuesesdng
asdnsltanuddglunisusziiulszadninareauiad

output Muua Msviliesdnsanunsadiiugsiasielilos



16 NIUAUNANES NASNSLATHANTENU TILHBIADAAADY

funagnsvseldmineveseeRns

8) UolauBLUY

1. anmsdnwidnsesadeiilineuinuinvae
aussaus wazwuanslunsdnnisauis lugauniselaid
n1swasuwdamianaluladerusudlafl deilaiu
#8AARBINUNITANYIDWUINIIUAITUSINSAULNSLALNNS
NTRIANTEAAIMNTTY IABLUININITINURUUF Yy
(contract employee) ﬁﬁmw%wﬂﬂumiﬁmumL’ga‘uisu
Wuamgdwsuauns wavanansanvuatmiang aanuein
Ve UNUIMVTAT Saudeansuselonisng q Wukuinied
peAnISnwIALLelvneg TuuTunveurazedAnTeIall
AULANAIAY %ﬁ;ﬁﬁamiéfaﬁﬂmLﬁmﬁaﬂumﬁﬂixﬂEJ‘U

a

NANTENUNLAUANWULTIND

3

¥
av A

2. \flesananAdeiiduguuuy Pilot Study 1Hunsvin
Weluszdungundn o tilevnseuuwAndmiuidunumis
Tunisvindfeluszdvlngniends tnedlidoyandsd &
unumvihiidndufanssumegsialungugnamnssunae
guBURLarTuALTUsENeURaN I 10 U uazer
Tundu Talent inrow fethu Tunmsviddeluszdulngsiold
msheafumeglinsaunguAIngnaImMNITUE U UALE
snFulugauiunnisdnwaudsiidsuutaniunis
WasuuUamanelulad

3. szwiumsifvdeyanuideiiguassalunisdeans
shenmwdiu Tarwdndudeatanwilasazideoaieli
\ilafisnsdemuegnsdenst uazlinisdunalnglisidiu
saazanidfindu lunisinuideluasiiaiandlafug
wanwissziiudnnlagazBeaiionszduszeznailu

mssiudeya

REFERENCES
Akarakrit Pattanasumpan. (2018). Improve the organizational with
talent management (in Thai). Journal of Graduate School of
Commerce Burapha Review, 13(2), 66-79.
Atichat Rotjanakorn. (2019). The effect of disruptive technology
in Thai automotive industry (in Thai). Burapha Journal of

Business Management, 8(2), 1-14.

85

Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

Barney, J. (1991). Firm resources and sustained competitive
advantage. Journal of Management, 17(1), 99-120.

Berger, A. L., & Berger, R. D. (2004). The Talent Management
Handbook: Creating Organizational Excellence by Identifying,
Developing, and Promoting Your Best People. New York, NY:
McGrew-Hill.

Boontip Boonbumroongsuk, & Veerades Panvisavas. (2019). Talent
management in the Thai hotel industry (in Thai). Journal of
Thai Hospitality and Tourism, 14(1), 78-93.

Catthaleeya Rerkpichai. (2022). A guidelines promote empirical
relationship with marketing factors influencing the decision
to use vehicles electric in Thailand (in Thai). Journal of
Energy and Environment Technology, 9(1), 82-91.

Chambers, E. G., Foulon, M., Handfield-Jones, H., Hankin, S. M., &
Michaels, E. G. (1998). The war for talent. McKinsey Quarterly,
3(3), 44-57.

Chanchira Chattrawanit, & Prasopchai Pasunon. (2021). Talent
management in restaurant business for competitive
advantage (in Thai). Journal of Management Science Nakhon
Pathom Rajabhat University, 8(2), 152-166.

Chayarat Sapayarat, & Vichit Uon. (2017) The structural
relationship model of talent management effecting on
organizational performance (in Thai). RMUTT Global Business
and Economics Review, 12(1), 113-130.

Creswell, J. W., & Poth, C. N. (2018). Qualitative Inquiry and
Research Design: Choosing among Five Approaches (4th ed.).
London, England: SAGE Publications, Inc.

Jamnean Joungtrakul. (2018). Sample size and sampling Issues in

research (in Thai). Journal

qualitative of Business

Administration and  Social  Sciences

University, 1(2), 1-21.

Ramkhamhaeng

Jutharat Pinthapataya. (2020). Development of new entry
employees' potentiality model for industrial business in the
age of disruptive economy (in Thai). The Journal of King
Mongkut’s University of Technology North Bangkok, 30(2),
324-332.

Kannapat Kankaew. (2020). Strategic compensation for talent
group and expatriates (in Thai). The Golden Teak: Humanity
and Social Science Journal, 26(30), 40-52.

Kittipong Pearnpitak. (2018). Creative talent management in the
21st Century (in Thai). PSAKU International Journal of

Interdisciplinary Research, 7(2), 131-138.



Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

Krit Charinto, & Laddawan Litsomboon. (2020). Organizational
management and work motivation affecting work efficiency
in automotive parts manufacturing business: Amatanakorn I.E.
Chonburi (in Thai). Human and Social Science Research
Promotion Network Journal, 3(2), 1-15.

Kritsada Karnchanarat. (2021). Service strategy in industrial
management in Thailand (in Thai). Journal of MCU Loei
Review, 2(3), 200-213.

Nalinee Pansaita, Praweena Kasai, & Jatupon Jaroonroj na
ayutthaya. (2020). Talent management strategy: Organization
socialization (in Thai). Dusit Thani College Journal, 14(2),
655-668.

Nikorn Chukawat, & Jaruwan Ployduangrat. (2021). Human resource
management towards talent management: Process driven
private schools in the age of disruptive world (in Thai).
Journal of Association of Professional Development of
Educational Administration, 3(3), 29-44.

Patton, M. Q. (1990). Qualitative Evaluation and Research
Methods (2nd ed.). New Bury Park, CA: Sage.

Pongsarit  Rodruangdej,  Ekkasit ~ Sanamthong, Itthiphan
Suwathunphornku, & Duangduen Chancharoen. (2021). The
development of talent management strategy for private
sector organization in Thailand: An application of research
synthesis and user experience research (in Thai). The Journal
of Law, Public Administration and Social Science, School of
Law Chiang Rai Rajabhat University, 5(1), 173-194.

Pruk Suphanalai, Chirawan Kongklai, & Chalermchai Kittisaknavin.
(2017). Retention to talent by using reward (in Thai). Journal
of Graduate Studies Valaya Alongkorn Rajabhat University,
11(2), 241-250.

Rachot Leingchan. (2022). Electric vehicle: Demand and opportunity
(in Thai). Retrieved from https://www.krungsri.com/th/res
earch/research-intelligence/ev-survey-22

Robertson A., & Abby G. (2003). Managing Talented People.
London, England: Pearson Education.

Ruechuta Tepayakul, & Idsaratt Rinthaisong. (2016). The meaning
and the components of talent management in organizations:
Literature review (in Thai). Journal of Southern Technology,
9(2), 77-84.

Schwab, K. (2016). The Fourth Industrial Revolution. Geneva,

Switzerland: World Economic Forum.

86

Sombat Sritulanon, Direk Thammaruk, & Thanakrit Phoengurn.
(2021). Management of talent employee in automotive
lighting manufacturing industry in Pathum Thani province (in
Thai). Journal of Nakhonratchasima Collage (Humanities and
Social Science), 15(3), 217-231.

Supranee Vanarun. (2020). Factors relating with model for
development organizations in digital era (A case study:
Organization industrial in target groups 10 groups) (in Thai).
Sripatum Chonburi Journal, 17(2), 43-54.

The CIPD and Hays. (2017). Resourcing and Talent Planning 2017.
Retrieved from https://www.cipd.co.uk/knowledge/strategy/
resourcing/surveys

Thidarat Ariyaprasert, Supatta Pinthapataya, & Teravuti
Boonyasopon. (2020). The model development for Thai
industrial business organization in the age of disruptive
economy (in Thai). The Journal of King Mongkut’s University
of Technology North Bangkok, 30(2), 314-323.

Warunee Milinthapunya. (2018). Development of talent management
activity affecting the loyalty of private university instructors
in Banjamitra network (in Thai). Journal of Graduate School
of Commerce Burapha Review, 13(1), 21-38.

Zhang, L., Li, L.-Y., Chollathanrattanapong, J., & Lu., G.-L. (2021).
Organizational commitment, job insecurity and job

involvement and mediation effects of positive emotion.

Humanities and Social Sciences Journal, Ubon Ratchathani

Rajabhat University, 13(1), 86-98.



Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

ANUFNRUSIASE M TEdsddsEaun1en1snatneaulall n1s3u3amAl

= - a v & & A ¢ v
AenaransduAT uasanunsladamasiinesvasgnarlulsemelng

WaRunT dunmIng” 831l vusen’ naen guney’

Yg19130IUTNIT9N Ay INEIMTINNTT UM ING IS8 TININenTANG, ansang, Ussiale
22pauyINEINTINNTT UM INGIAETIVIN ARG, ansand, lne

X e 1 £ a A .
WUSENUGUIIUNT BLla : ploynapatoey@gmail.com

Susuatu : 22 uns1AN 2566; SuunAnuatuwnly @ 7 JunAu 2566; nousuUNAL ; 31 JunAu 2566

weunseaulal : 30 dguigy 2566

UnAnga

MOUsEaNA L1eNIINERUANADNARDIYDITULUUANNANTUSZIa M TEnINdINUTEaun19an1Tnane

v
[

MSITeATIl

soula MIsuiamA ANuieiasensndudn wasaundlatioredgndn uasAnwdnSnanimse vswan1aden uae

1% '

dvsnaswsEninsdUszaunenisnatneeulal n13suinmA ANULTeiesens AU wavauRslateveIgnAlly
gatalesiweslulszimalne dudlunisiivdeyangndwazdaulademesinesosulatlulszmelng Srum 540 au

% ¢ aa

MeTBNsulInguieg 1 TundRdIuYeIsEYInsaIn 10 nawesiiaeseaulatl ATmIULRAAm 10,000-100,000

v A

[ AN o a ¢ a 3 a4« ay o & aadogyvy 1 oo
Uy LLa%sLSU']ﬁﬂ'ﬁfjﬁJW]@‘fﬂﬂLL’U’U'UQLEJQJ]N']U?B’U’UEJEJUIE?U IWEJ?JLL'U'UﬁEJ’Uﬂ'WlIL’Uumﬁ@ﬂll@ﬂ'ﬁ']'ﬂ‘ﬂﬂﬁﬂu ﬁﬂmmsﬁ imLLﬂ TUIU

7

Yovar Andy drudeuuuinsgiu uasnsedeuALdenAdawnENT AT EilunaauTlATIade wanTITenudn
lunailiauaeaadesiudeyadeuszdny dunans@nwdnsna nui1 daudssaunenisaainesulatiniuduius
mansadsuanderuidlatemoiinesosula ilefinsgivinanisdon wut dwuszaumnananainoeulatidma
Favansenisfuiauaazarniniedesonsndud uagiansiafedaruduiusnimsndauindonnudslaie
wlestiaeseaulatl uentntudmuiinisaiunisiuiauAuaramiuindederonsaudfunumduiuUsdunarsuos

AnudTusTsnhsdUsaumnansnanesulaliuanundladevesgnen

AFAg : anuidetiedensndudn dulsvaunianisnamesulall Mmasuiama anuatlade

87



Journal of Business Administration and Languages (JBAL)
Vol.11 No.1 January - June 2023

The Causal Relationship of Online Marketing Mix,
Perceived Value, Brand Credibility and Customer Intentions to

Purchase Furniture in Thailand

Ploynapa Sammasap® Irawat Chomraka® Kullaya Uppapong’

TBusiness Administration Program, Faculty of Management Science, Uttaradit Rajabhat University, Uttaradit, Thailand

23Faculty of Managsement Science, Uttaradit Rajabhat University, Uttaradit, Thailand

*Corresponding Author. E-mail address: ploynapatoey@gmail.com

Received: 22 January 2023; Revised: 7 March 2023; Accepted: 31 March 2023
Published online: 29 June 2023

Abstract

The purpose of this research was to study examine the consistency of causal relationship patterns between
online marketing mixes. perceived value brand credibility and purchase intent of customers and study direct
influence indirect influence and the total influence between the online marketing mix. perceived value brand
credibility and purchase intent of customers in the furniture business in Thailand. Questionnaires were used to
gather the data from a sample of 540 Online furniture buyers and Customers with purchase intentions in Thailand.
This research collected data using a stratified sampling method based on population proportion from 10 online
furniture pages with 10,000-100,000 followers and were randomly sampled by customers who contact online. The
questionnaire was used as a research tool. The statistics used in the analysis were frequency, percentage, mean
and standard deviation and structural equation model analysis.

The results showed that the model was consistent with the empirical data. As for the results of the influence
study It found that online marketing mix had a positive direct correlation with purchase Intention furniture online.
The analyzing indirect influences It was found that the online marketing mix had a positive effect on perceived
value and brand credibility. And both factors had a positive direct correlation with purchase Intention furniture
online. In addition, It was found that building perceived value and brand credibility played a role as an intermediate

factor in the relationship between online marketing mix and customer purchase intent.

Keywords: Brand credibility, Online marketing mix, Perceived value, Purchase intent
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3.5) VST
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5.1) afadseysiu (inferential statistics)
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(Structural Equation Model: SEM) Lﬁawﬂaauauuagm
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Abstract

This research was a combination of quantitative research and qualitative research aims to examine Japanese
tourists' behavior as they visit Thai restaurants in Bangkok and the marketing mix elements that they pursued for
in the Thai restaurant industry was also studied. In order to Japanese tourists access the service of Thai restaurant
operators in the Bangkok area should present a Japanese Omotenashi style of service that is suitable for Thai
restaurant entrepreneurs in Bangkok. This survey will examine opinions about the service potential of Thai
restaurant business in the Bangkok area from the perspective of the government, Thai restaurant Entrepreneurs,
Japanese tourists sector for offering a Japanese Omotenashi style model which will be suitable for Thai restaurant
operators in Bangkok to cater to Japanese tourists.

385 Japanese tourists were the samples used in the quantitative research. Questionnaires served as the
research's primary instrument, and frequency, percentage, mean, standard deviation, t-tests, and one-way ANOVA
were all calculated using descriptive statistics. The research showed that the reputation of the Thai restaurant
industry was the reason the sample group decided to use it, and they favored the Thai basil fried topped with rice,
juicy mangoes, delicious dried fruits, and Thai local beer. Additionally, they place the greatest emphasis on physical
characteristics in service establishment. The demand for various marketing mix components was impacted by the
sex, age, occupation, and average monthly income of the sample's various groupings. According to the interviewers,
Thai restaurants have the potential to provide excellent customer service since their staff is kind and humble and
because Thai cuisine is well-known for being flavorful, nutritious, and ideal for Japanese-style service. With an
emphasis on cleanliness, orderliness of the space, equipment, and tools via the provision of services, Thai
restaurant owners build their own style and way of being based on the qualities of the Thai hospitality, culture

and the strengths of Thai food. The surrounding environment must be balanced with this as well.

Keywords: Japanese service style, Japanese tourist, Omotenashi, Thai restaurant operators
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2012) 5 Yemunsouddedilaszylludrediu 1dun dunns
thiauenmdnuaiiAsafuTausssunsdeuduuuulneuas
911158 AuUIITNIRgIukUURKElunsluENIg du
N5rUIUNSUNSANBUUSNIG AIUNTAAN LAZAUENTIN

windeunngsianiglunaznieuenvesssiaiuemisine

4.3) Bnsiiudeya
§33el38nsifvnuuasunufungudaegsiiae 3
Uszaunisallunisifumannyiondfieussimealneuasdl
Uszaunsallunisiinlduinislugsiafue msineluis
fufingaunwamuns Goundslsitiu 59 (n.e.2559-2564)
afeey o n3alanien Ingliisnsdamuuaeain (convenience
sampling) Tuitufiiflosiaiien Uszinadu 1oty
fuifgifoansafivieyaldasufu amuswaudidmue
Ao 385 ¥ waziiudeyasinuuudunivaluuuilaseasng
(semi-structure) iU M89IUN1ATT HUTENOUNITTINT
$rupmnsing uazyndUuitasivszaunisallunsdly
uinmstugsfafueimsinelunsannuniuns deundalyl
\Wiu 5 U o1 a nyalaiien lngdsmstuiinideauaznis

Iduiin ieUszananateyauayiinswideyaiiiotiaus

4.4) MARTIZYYoYa

K3

Y

Tngldinsasnauines AUIMNMIAERR fa8lushknsy

Julaanfdunsimseideyanlaainiuuasuny

d5a3U SPSS for Windows Version 22 tngldefifigeanssnin

(descriptive statistics) WiamA1AI1ud (frequency) AN
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Yovay (percentage) A11MA (frequency) ALade (mean)
wavauJeauunIgIu (standard deviation) wayltada
997984 (Inferential Statistics) Tun1snaaeuALLANA
senindulsdassuasAuusny Ineldada ttest dmsu
Wisuiisummiunndnssg iy sdaseisl 2 ngu uadly
iR One-way ANOVA TunsiU3sutisuansuiang 195e 1114
fusdaseiid 2 nautuly wesnnwuindienuuansiseeng
fitfoddnmeaiifiszdy 05 agvimsmnaeusegieives
LSD (Least Significant Test) uazgidelaiinisdusinides
wazanduiin umidaszilouteya diaueteyalagisnis
WITUUT AR UATNITATIVAOUANYNADINTIUTZLAY
YaINaNISANWIINE (conclusion, interpretation, verification)
Tnsmsusseneiadoyafidunuudidsiunfanuuaznse

ABUNDUNALLAUBNANISAN® LazkioldNan1sIAsIZRaNN

LUUEBUDNL AT UUEUN10ILUULTIATIE5 19 (semi-structure)

va o

fAdeldimaiilaluiiesgidaiionn (content analysis)
$auffy LfiV1n153ATI% SWOT Analysis waz TOWS
Matrix WiieosnuuugUuuumsiiuimsuuudiiu Omotenashi
fmugan dmiuguszneunisiiueimisineluiun
ngaMTImLAT Iesesfuiinvieniislvndlu sugiiens

UjuRau

5) NAN15IY

5.1) wamsAnwIteyaduyanavesinyeuiear gt

M15199 1 : wansdnuiusarSosavvedteyadiuyanaestinviedie?

y1diu (N=385)

doyadiuynna Iy | Fewaz
Y1 256 66.50

40-49 Y 148 38.40
Useyeyn3 296 76.90
NINIUUTEY 206 53.50
300,000-399,999 U 252 65.50

Anouwuuaeuaudulngldumeme §1um 256 au An
Hudonay 66.50 Hvunghaus 40-49 I Sy 148 Amidy
Foway 38.40 UsvaunisAnwegluseaulIgnns 31wy
296 au Antdufevay 76.90 Usznauanimwinaiuuiem

F1uu 206 au Anvdusesar 53.50 waziisnuldnaifau
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fausl 300,000-399,999 1w $1uru 252 Au Anbufesay
65.50

5.2) uamsAnymgAnssuveshvieuiie g ulunsidh
l9usnsgsinsruemsingluwailuiingaunnuniuns
Jouvaalsiinu 5 U (2559-2564)

A5 2 1 uansduuuazTerarvasloyanginssuvesinvioniienyn
a4 vor s oy &
guulunsdnlduinisgsiafuommsiveluweiufingammamuns

doundsliiniu 5 U (2559-2564) (N=385)

foyangdnssuvesinvisudisnvagiulunisdi | S | Jouas

THusmsgsiaduemnsingluaiiui

NFANNURIUAT

weilusraunisalusemalnewazussaunisainms 385 | 100.00
L%'ﬂ%’u%ﬂﬂiiu@iﬁa%’ﬂuaﬂuﬂilmEﬂummﬁuﬁ
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Uixmmﬂﬁaﬂ’ﬂuuuﬂ%ﬂuﬂﬁL%'ﬂi%’u%ﬂﬂimaﬂ@iﬁa 148 38.40
%’mmmﬂ‘wEﬂuwmﬁuﬁﬂgﬂmwwmmé’awﬁﬂlﬂ
Wi 5 3 (2559-2564) $1uu 7 AdsRuly
ﬁﬂwm%’UU%mﬁJaﬁiﬁa%’mmmﬂmEJ‘luwmﬁyuﬁ 174 45.20
ﬂiqﬂmwmmumiuw‘fuﬁumﬁmﬂaaﬁqm
Uizmw%ﬁummﬂwEfLuwmﬁuﬁﬂﬁgmwumumﬁ 303 78.70
e ldusnisfeswensineusnlseusy
Uimmm&mmﬂmﬁ%wau Ao newmsadn 258 67.00
Ussnnnalsiveiidureu fo Uz egn 366 95.10
Ussamuunlnefizuseu fe walfouweiisisa 283 73.50
U
Ussamesesnulnefidureu e Wesvresaulve 236 61.30
W WDesdet Westne Wesdle
Uszmnansanlddnelnawdslunisdildusms 220 57.10
%’mmmﬂwﬂuwmﬁuﬁﬂgqmwmmumm‘aw%ﬂ
Sounasliiiu 5 Y (2559-2564) fe 10,000 —
15,000 Lyu
ﬂé"uuﬂ%'ﬁmﬂuﬁqiﬁﬁmmm511/|EJ‘lqumﬁYuﬁ 271 70.40
NFVNUIUAT
F18nade

21AM15199 2 WU NRUAIRE1 I 385 AU LAY
Uszaunisallunisiiuniaunvieaieluseinalne was

Usvaunsallunisidildusnislugsfademsivelui

¥ '
) a

NUN

< v

Wusauay

ATNNUAIUAT Sounddlaiiiy 5 U (2559-2564) An

1

100.00 lagdlmgualunisandulaifenidnlyd

uinsgsiafiuemnsing luaiuiingunnumiuas wsng
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omslnefideidss d1udu 284 au Aaduesas 73.80
Taguszananisdwaundsdunmsdldvinisvesssfatiu
osinslulumituiingammamiuns Soundsliiiu 5 9
(2559-2564) #o 7 afaduly Sy 148 au Andufesar
38.40 lngdrulngingudiedisaunanndrfuuinislu
gafduemsvglueiiufingumuniuasiuiuesdng
$1uu 174 au Aendufesay 45.20 Fauszianiruemsi
ngufegadenneuunige Ae denliuinisiiueimis
Inguanlsawsuuin $1uau 303 Andudesas 78.70 Loy

nausitegdlngdenneuTureuIYNEINTITIATIININ

'
= o

Ngn U

q

258 au Anvdudear 67.00 Tuvazidannau

zignidunalifiduveunniigadudiuiu 366 au fn

q

U
Judewaz 95.10 wyvuulve loun naldeuuisiifisanau
druau 283 au Anduseay 73.50 uaziaseshulneiingy

AaegfiennauduveuNIniiga Ao Wesviesdulny L

o

WDesaaws 0o wazidusale 31wy 236 au Antdudes

Alga1elaeadslunisidnly

uin1sfiwemisinelulwaiufingainnuniuasaensy

ay 61.30 leedUsyunanng

gounddlaiiiu 5 U (2559-2564) 313U 10,000-15,000 1y
Ty 220 Au Aendusevar 57.10 wazngusinegsdulvg
agnduInlduInIsue s inglusnuingannamuasE

80PS5 3w 271 Au Asdudesas 70.40

5.3) wan1sany1aveduszaun NnIsnamiinvieaiie
v yudeinsTunndlgusnITvesgsnes memslneluue

NUININIIAT

ANS19N 3 : uansnaAadY (Mean) wazAilsauuanmnsgu (SD) ves
adgdiudszaunnnmsnainiinvieaiesvgduassmslunmsdily

Uimsvesgsiaemsingluaiiuiingamnamiuas lnen1nsiy

Jadudrulszaunanisnana 7 Ps X SD

1. surdnineiuinis (Product) 383 | .32
2. fusan (Price) 3.65 | .41
3. 09NNITINTMUY (Place) 299 | .55
4. punTasLEEUn1seaIa (Promotion) 3.60 .43
5. fuyAINT (People) 397 | 46
6. PUNTZUIUNTT (Process) 3.80 | .45
7. sunnenn (Physical Evidence) 4.40 | .36
AadeTay 375 | .17




AT 3 o NAuFIeg 1IN iAIUR BN UL
dauﬂsxawwmmmmﬁﬁﬂﬁmLﬁawnzﬂﬂuﬁmmﬂums
drldusmsvesgaiaduemnsinglunituiingaumemiuas
Tunwsamegluszduann Tnefirades 3.75 WeRiarsan
sieazidemdusesiu wuin ngudiedadininudesnis
Jadusinunienin (physical evidence) unilgn Aade
Wiy 4.40 sesasunAe Jadesuuaains (people) Aady
Winfu 3.97 Jadesdundnsasiuinis (product) Anade
Wiy 3.83 Jadedunszuinnis (process) Anadsiminfiu
3.80 Jadadusnnn (price) Anadewiiu 3.65 Jadadiu
AN3da31N15AA1A (promotion) ANRAEWINAU 3.60 way
AadssziuanuFeInstosfigaie Jadufuvemianis
Fndamune (place) Anadewinfu 2.99 audidu ile
ﬂmimﬂf]ﬁ]ﬁad’guﬂixawwmimmﬂ‘ﬁﬂzjmé‘hasméfmmi
usrediu Suunmadeders 7 8w Seamudadedau
Uszanmsmsnanadiinviesiisadesnsinnitgaldsade

drulszaunienisnainfdnviesieddesnisieefan

aansnesueTvazidavedeyald Aannseialull

AN5197 4 : uansnaAadY (Mean) wagAtleauuan Iz (SD)
vosladudiudszaunansaaniitinvieaiginigiudiesnisiuns

whlduinisvesgsiaiuensinglulwaiuiingunnumuns

Fuwundusesu

Jadusuuszaumnanisnain 7 Ps X | sb
1. #unen W (Physical Evidence) 4.40 | .36
Somnussanuiiliddndemudulng 388 | 91
melufwemnsiimnuazenaifusaou uasilgamaiiivnsay | 475 | a4
Mauzieteddioeiodd danuazenn Feudos 444 | 61
fusnstenhusnmendiiazenn uasiideeuemiuaymnls 456 | .65
Thusms
2. fuyaans (People) 3.97 | .46
yaansaunsoeduetoyaiisaiuomnsingldesisasden 349 | 85
yeansansadea s gUuld 387 | 78
yeransfimsliusmsinnunmuastunsem 446 | .79
YAAINIUAINIBAZDIALTEUSRY 378 | 78
yaansusimednogdnefuiiasiieuliiiuiiciausssumsusionns | 4.26 | 72
vodlng
3. funanAmaiu3nis (Product) 3.83 | .32
21slveluy course meal 312 | 52
anslneitsanuuuiaiu 423 | 71
anslvefifisanisou 346 | 59
awnslvefiavein anlul 452 | 83
fmstannuasuiimsnuiduendnualiomeiu 3.76 | .88
m‘VﬂiiﬂilLLazmﬂﬁ‘U%miﬁﬂEﬂﬁ 3.88 | 96
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AN5197 4 : uansnaAadY (Mean) wagAtleuuuan Iz (SD)
vosladudiudszaunansaaniitinvieaginigiudiesnisiunis
whlduinisvesgsiaiuewnsinglulaiuiingunnumuns

Fwundusediu (#e)

Uaddauuszaunnanisnana 7 Ps X | sD
4. sunszuuns (Process) 3.80 | .45
fusnslidoyaiieafuunuiinuzivisnmsiumdud 4.15 | .82
frupmmsiidaiou
fitheunemsdlimisiu 4.27 | .73
fimeluladudnnsiifiszuunsliuinsiigndoaassinga 311 | 94
fisunmuszneuisiaziy wienfuuendeyaiieaiuiagivly | 402 | 82
M3viIEMsfulsEIueIns
fusmsleuAviianunsaneaiiunseuaunsUsenaus g 344 | 84
5. fun1saaEsuNIIna1n (Promotion) 3.60 | 43
nsdnlusTududuanfiiavdmudnvisaiiovndei 3.00 | 91
amsndetiszAtesilnsasianUIHam 4.12 | 93
finslavanUsyanduiusteyavessmemsingly 3.68 | .87
ngamsmuasdundiusiu SNS
6. f1usA (Price) 3.65 | .41
fsraewsidenuainvane 3.95 | 1.09
fntheuensimemnsdaiau 334 | .52
7. daeaman153ndnie (Place) 299 | .55
fiszuunsaesiuseulaiuasiinundiusesiu 310 | .84
fszuunmsaosiumansdivasininouiinanndgiuld | 288 | 73
lun1sfuees

M3 5 : wansmansilSeuiisutaddiudszauniimsnaini
invieaiieirgduseinislunsidildusnsvesssiademsing
TulaiuinunnumuAs MuunaudsnuuzdIyuana o e

919 s¥AUMIfnw 01an seldindeseliou

t Sig.
LA
5.978* .000
21g
WWAIAY
SS DF MS F Sig.
wususau
EeNaGH] 883 3 294
IUHﬁjN 10.170 381 .027 11.022 .000
Rty 11.053 384
SEAUNTSANYN
EeaNaGH 0.003 2 0.002
IUHﬁjN 11.050 382 0.029 0.055 947
Rty 11.053 384
91N
EeaNaGH 1.683 5 0.337
IUHﬁjN 9.369 379 0.025 13.618 .000
Rty 11.053 384
el diadedaiiou
EeaNaGH 2.547 3 0.849
Tungu 8.506 381 | 0022 38.030 .000
Rty 11.053 384
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Abstract

This research is an experimental study to compare the effectiveness of Facebook ads on making prospects
interested in products: A case study of sticker labeling machine for B2B business under JITT Inventing Co., Ltd. The
company wanted to reach more target customers through online channels. The researchers obtained product
information from experts within the company to determine the scope of the research by experimenting with real
advertising on the Facebook platform by selecting the Lead Generation objectives. The experiment was conducted
on 2 target groups: a group of business owners and a group of people working in the packaging line in 3 periods of
experimenting with observing and analyzing the results to compare the effectiveness obtained each time.

During the first period, the results showed that Video ad formats deliver better results for both audiences. While
in the second period, 30 days after the first period, video ads still performed better among the business
owners. Image ads, on the other hand, performed better in the group of people working in the packaging line. In
the third period, the ad fields were added to the higher intent lead forms to compare the results. along with
increasing the daily budget including increasing the duration from 7 to 14 days. As a result, image ads continue to
deliver better results among groups of people working in the packaging line. The overall result rate decreased for
both target groups. However, the target customer information obtained from the advertisement after contacting
was found the information from the third period is the most practical, showing that both video and image ad
formats can attract different audiences. Moreover, adjusting the filling form, although the overall number of results

is less. But there is an opportunity to get more quality information about the prospects.

Keywords: B2B, Facebook ads, Lead generation, Sticker labelling machine
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Contextual Marketing #oAAaBsiuUNAINUDY Nattapon
Muangtum (2021) find1afensinisaaislugatiagiu
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o

fhnsaandududesiiantdoya (data) wuuldssydnu
wntu madenndudmansainuunseudaagdfislenta
Uszauanudnsauniy %ﬂ;ﬁmwmﬂmmmé’?ﬂﬁﬁﬁmmi
Wuszuufdanislawan (ads manager) Wileadisng
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v a

A udAdNUTENISIUNISERENS ABMTAS1LHEN LG

o
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o

Tan gunsal wagTngAuiilddwiunsudauazuussy Wi

q q

NTLAYUNIUYTD IS Facebook TALTNAUIINAITATS
\lan (content) JULUUANN 9 MegUNIN uazdfle Lite
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& o o ' A ar < Y a
Juielunsdansesnquidvneiidlenailugningsa 1
Tulenasely

Muthita Wannatim (2019) sian1slasauniitotanznga

o 4

uawnnguuunaanesunedn lnsianadnsaindiuiu

LY a

adiasauBndaladnuuannnitunanesuniia (Google

Y

ads) 1991n33A e (VDO) NMNuwANINE (canvas) kagnn

(image) Middulunsfsganguitwsnesnnni
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Cholladda Jearateerawit (2021) sgy3nstinn uaz
JornulawnUseivgUaun uunasvlosuwmsin (Facebook
ads) fiaenndesiuaniunisal wainssu uazaNaulaves
naudmune vinliiAnUseansuatieaiswanviedseiu
gURmguureansesuladlduiniigaiilelusuliisuiu

Fomnseaulatidu « sgennslewanuugia 135y (Google
search ads) wagqiiia Adwnad 1in3sn (Google display
network) Bnitsdsanansaidennduitimanglfisiug aenndas
fua3Taves Pongsakormn Phonterasathian (2021) 7in1s
Tawanvnaunanrlesuadnyhlfanmsdedudiiusiui
afafiunninlawamaunanasuniia (Google ads) 7
modldriAum (keyword) 1 Uunan

Hrograaideifgadestunslavanuuunaniesy

a =

o A o Y a ' a v .
LW%QﬂV]V]’]ﬂ’]iVW]aENGLUQUﬂﬂﬂﬂquL@M 91994904 Kasika

Chawanvarakiat (2021) lavinns@nwUss@nsnavesnis
Mlawanvesgsnvedmsunsng laedanaaindiuiunis

nsendeyagnAn ’unsvilavanglugaguilnanguis

Y

(retargeting) W3zuiileufiunsldszuunsAumngugnam

[

anwauzAdeiungugnALAN (lookalike audience) usiay

2D

s

anadnsiiuduiu Lead Indids iy uinislavanlungy

—

a

UTlaANauLAY dn1suanInaduIun1sidnfengandn
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¥
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wnosfindntulsemalne dauauifuvungdmiulsaunds
AuANfeINsAnRaINUTIYIIIR BN 1TAnLIATtUNITHER
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Auf uwaztawmaTasdnsidengnisldnuduiaiuiy vh
n1squasnuld saudafiusnisudenisunslunsdliignan
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ad o A

4) Wanlunsivy

Teildunuisedmeaes (experimental-based
research method) Ingldiadesiion1siUsuiisuyszavsua
vostusulavauIvuLnaniesuedn (Facebook ads)
nnsiiusivsndeyasinnguidinuneasa drens
NAABULUY A/B testing antutidoyaiildunlinsievin
Toagumuinguizasdueaniids eTeuifisusuiuy
Tawaniannsailingudmneifaauauladuduay
Iidoyan1sinsoH UL UUNBTURIUTE UUYBIUNAAN D5 Y
i jnldnniiae

Tnglawainsia 2 sUuuuldun 33le (video) uazguam
WUUWULLUES (banner) IN1358utayaduAiuuuiigdfiu

a a

loun Fodurn Auaudd nmdudn (A3esdnadnines) lag

nseenuuuiienilavan §AdeldiauianuuiAnyes
Chaiyapong Lapliengtrakul (2020) Tnedsuwilslédingatia
Consideration Strategy RANDONLUUTOAMUNINAITAAN
Iinguidmungiinadnuidnesinlaniuuuifn “Fogg
Behavior Model” Fogg, BJ. (2009) Tngldudnnisitazte
undeyun (solving the problems) waznsld@aLas (use

2N

statistic) I;;I"J

@

§39911N11509NkUUL NN e B lANa 2 Lan

@

R

wadnsivdeuagruNldiusenisanduladimsuilade

q,
n1WAATedgIRa B2B liutstusudeile wagguan
wuulues samdsssazidenluteninulawmul (caption)
venniliitelilawnfinmanouaussuintu ideldidy
YuiinszduliiAnnisadn (call to action) femslid gy
Yuitdu nazdu Tneananidlonluunauves Satitax

(2022)

4.1) UssvInsuayngus 10879

ihnsnaaeuiunaudvang 2 nau Muuadnuaealu
anuzuazAMuaula As NgUINYegIAY WavnguAwiaY
apufininede sufatmundnuuzauiiegends Taeiden
%’wifmﬁLTJuLma'aﬁé’iy’waaﬁﬂuqmmwmsﬂuﬁuﬁmﬂﬂma
wazn1Anziueen Liun wizuATASELsET @383 S1UY3
AUNTAINT NTUNNUNIUAT AELTUNTT aynIUIINIG ¥aU3

ia o

U513uy3 wavszee Wesnnduiuninusenlunsddnwd

AMuNeu waganinsaliuinslalunsalnignAanla

126

AIdulanvuanuaudRiusrvuddnnislavan (ads
¢ o A v & o Y '
manager) vuinanvlesulgdniieliauduiudlegdly
wiagnguidnwl lagldvuinnquidimunslaedssuin
(estimated audience size) wazdruIuN1sLIITsa Ty
(estimated daily reach) @senaunnaeiululunnasyag
natuediudiennismruadmunewasdayanily

YUY AUTIYALLDYARINITIN 1 LATANTIN 2

A15197 1 wenguidvanglagyssinnveinguiinvesgsne

Province Estimated audience size Estimated
daily reach

WITUATATOYTET 240,000 - 282,400 892 - 2.6K
awys 162,400 - 191,100 884 - 2.6K
YT 174,500 - 205,300 878 - 2.5K
AUNIAAT 199,200 - 234,300 874 - 2.5K
NIUNNUYIUAT 4,800,000 - 5,700,000 830 - 2.4K
ALTUNT 188,900 - 222,300 871 - 2.5K
aunsusng 439,300 - 516,800 887 - 2.6K
Yay3 706,900 - 831,600 886 - 2.6K
Usaugs 130,400 - 153,400 923 - 2.7K
SETIRN 343,800 - 404,500 875 - 2.5K
sunIenin 6,600,000 - 7,800,000 848 - 2.5K

ans1efl 2 enangalmneleysznaainguawitnumeuiinn i

Province Estimated audience size Estimated
daily reach

NITUATATOYTET 312,900 - 368,200 889 - 2.6K
awys 190,600 - 224,200 879 - 2.5K
YT 181,100 - 213,100 869 - 2.5K
AUNTAAT 285,200 - 335,500 859 - 2.5K
NIUNNUMIUAT 4,600,000 - 5,400,000 826 - 2.4K
ALTIUNT 254,400 - 299,300 860 - 2.5K
aunsusng 750,000 - 882,400 874 - 2.5K
Yay3 805,100 - 947,200 882 - 2.6K
Usaugs 139,600 - 164,300 907 - 2.6K
SETIRN 394,800 - 464,400 873 - 2.5K
sunIenin 6,300,000 - 7,500,000 842 - 2.4K

4.2) ip3euilenltlunisive/ sivsadoya
nsiivdeyariunisaslavanuuunannesugdn
waznudeyaruaiasdionidnnislavan Tnedarinisuand

HaLUSe Ui usenineguuuuiale (video) Auguainuiuy



wuuLUaT (banner) Felaiwaia 2 UkUUiITaALlaLM
(caption) LitoLuANTwazIuATINEIRUAIEUAT LazUsy
Wngauiuingusvasavesnisadlavu Lieldnsivdey

NaansNlaannsadlawanludunsuseld

4.3) TBnsiudeya
insiiusiusiudeyadienisnaasdlayanadein
wwamslesulaln (Facebook ads) wawifiudeyaainiases
flesdanslavan (ads manager) wauAuil 4 wounau -
24 figuisu 2565 uagldutansiivdeyafuisaeands
W naudvaneas 2 wenlan (ad set) usiazuoniys
Usznaulumelavanuuuzunim (banner) wagidle (video)

mulasasianagui 1

NAUAYRI§INY ]—[ Banner

NAUAYRIGIND ]—[ Video

Campaign

(Lead Generation) AUNNUEYLNALNII ]—[ Banner

AUNUENBUNALNID ]—[ Video

UM 1 : lassademsvinuvedlavanuuunanesungdn

(Facebook ads) ¥t 1-2

I3 v 1 I 1 v o
nsiiudeyadzuutesndu 3 Fraan uarldnisiana
meTuRaa NN LU everaulanlviveya (Leads)

AINAIDENAITUN 2

S Y
4a9i 1 %9 2 499 3
TonagUnuude Tonaguuuude Tnanasan

(Creative Test)

(Creative Test)

J5unuuriesuy

- NUIUNAENG - TIUIUNAANS - IUIUNAING
(Leads) (Leads) (Leads)
e N J N /|

U7 2 : nsgvaumsiivdeyaifienauinguszasdniside

%237 1 Yufl 4-10 weuAnA 2565 523 7 u

391 2 Ju 4-10 dqurey 2565 Tau 7 U Lilenaaey

AUAAIALARDUVDINAT NS LUYINIANLANFANTY LaLTY

SzozlIaUsean 1 IADUNAIINATNAABUTISLSA
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fiail nsifudeya 2 daeusn Msulszanmuenien (ad
set) @y 1,500 UM #i9 1 Funulaman lasnaaewanuuy
wosuuuuiiudiuiu (more volume) itelvinguiimang
annsndsfeyauugUnsaifiefiolditudl avmiudmaildann
nsvARDIa 2 ﬂ%u'nmﬂszLﬁuLLazLaaﬂgﬂLLwﬁa (creative)
funzauiediumaasdavaniuusasnguiiivuedn
ads

¥2971 3 Juil 11-24 Tquney 2565 59 14 Fu

Tnlddmidensuuuulawanildussansuaiiania wan
nraeBnAfIUS LA wuuHesI U ueLRele (higher
intent) iilefnnsasfiiaulateyauuuadsddulasnisidis
Yesnsendoyaiielinguidmuisanunsansenuazudu

'
1 a

ayaneuivznads Tauddimaiinsuuszinanlulenanas

(6;] (=

600 U #1901 Fuulawnn We99IntutIanISNaa e

2

A3 lAsUATL UL BT 1uN1IAaIna N UN
fuulszanuiuuzauieUszansnannainnislawun

AITA¥RYTIUTEINN 400-500 Unsody

4.4) MsuATIZYveya

ihdeyanadndrotuiiuld fusiiFunuidesuduan
srovian93de Tasuwsmsiinsigiosnidu 3 dadell

1. Anwdeyadosiuieitunishlasauuuwaniedy

wlwn (Facebook ads) dwiugsia B28

¥
£ =] £ =

2. ﬁﬂwway‘awmmu AganuLASeIRnaRnLNasEINSU

5573 B2B (windmiuiinnuniiuagiundnsauiu) ves

v
a o w [

UTEW Llefidl BuniuRs 918 NATEUNUIAURLTEI9Y

Y

Tuusdn swdademuuivleavaausom

3. naaewilavanuuwnantesumedn (Facebook ads)

o

Wanaaekavdunanaans undnsieriuarysuusaiie

Useansuaveslawaninnuu

4.5) msinauedoya

v
a A

nsihauedeyaluiddetuiidunsitauesuuunadng

avlugaliasigvideya (Data Numerical Analysis) 1

aa

TgusvasAvesnuide Inglddeyaatiadeiuavusenauiu

Y

AMIWATIZINATNENLAANNNTIFYTINARDINIWNSNAGFBU

A/B
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5) NaN3I9Y

5.1) wamsAnwaaui 1

n1siUSeuiguUseansrazuiuun1siawanuuLnan
wosuwluln (Facebook ads) fivilsAnAuauladudn
dmsugsia B28 Tneilingusrasdifionnguandnl Tng
Fararnsnunadnsiinanlavausastu (leads)

Mndeyalusui 3 wag 4 wandliiiiudilunisveasa 2
P2ausn nguidmmefiduiveagsia lavauuuialels
SrunumadndunniuuusUnwegisiaauiie 2 ads Tae
Tuta9d 1 1dduunadng 22 51890 adsil 2 18

-y

HAGNS 12 518%8 Iddudennaaedludnin 3 delane

wanlwn (ad set) MIulawaluuinle

B U Lead nnuuwues [l 993U Lead 21nddle

15
12

. 10
L@
© 10
= 6
= 5
S 5
=
) l

0

RRLLELERN AUVINUAIEWNANTTY

JUN 3 : HAdWSINNSVAGRIYIeT 1 Tuit 4-10 w.A. 65 (7 Fu)

B 9w Lead 9nuuiues [l 971U Lead 91n73le

30
22

@
w20

\E 13
=

g 10 8

& q

; .

0 |
1195INT AUUANYLNALNAR

JUN 4 : HadWSINNSVABRIYIeT 2 Ful 4-10 SL.e. 65 (7 Tw)

sumxﬁﬂa:uL‘i’]ﬂﬂuﬂﬁlﬂuﬁwﬂuﬂwLLﬁﬂLﬂ%%ﬁ I1NNIT
oA aa Yo v g =
NAADIYINN 1 I@J‘UmﬂLLUU?ﬂIalﬂmmuwaaWﬁ 13 518998

wnnilevanuuugunmitldsnunadnsnmun 8 s1e%e

a oA o ' a
YULNNTNAADIWNN 2 ndsna Ul UsEanm 1 heu
nagnsnaunssiutiy Welawauuuguainlanadnsis
10 578%0 unnntawakuudIflentanadnsll 6 shede
~ U fav Yo a ' v & & vmw
Weannuadnsnladensdianuunnd1eiung 2 ass §3deds
A 4 a & | a o '
Wonnaaedlawang 2 sUuuudnAsIluynn 3 audiegns

Tuguil 5

NAUAYITINT ]—[ Video ]

AUYIIIUAIBUNALN DY ]—[ Banner ]

Campaign

(Lead Generation)

AU TUAIDUNALNDT H Video ]

JUT 5 : lassahenmshanuredevanuuuwanviesunedn

(Facebook ads) thsii 3

5.2) HanI13AnYIaIug 2

AnwiUseansnavinnislavanvuunannasuiedn

°

(Facebook ads) AvinlAnauauladuanaaannusu

wuunesunsondeyalvidtunawiiudy Inedanaaindiuiu
v oo a &
HagnsIAnNle v LAz (leads)
| = v Y a a
N13MAR099197 3 fnsusunisnaaesinlsednsna
lnaifindosnsondayalusuuresuduiuuidiufianuauls
(higher intent) AN 1sifiutaInsantayaaNdiiesie-

v ¢ a <
UIENa nuglavInsdny wardwaldunisnsenuszian

N

Handnailugsiavediaula uasdoustniiaAnniay

= & v S g ' o o aAw =
"UQLUUGUEJ?QJJaL‘Via'ﬁ«mEJL‘Uua'ﬂuaqﬂmwNLquﬁﬂqﬂaquﬁﬂﬁﬂ't‘;m

v Y

¥

a o i ' d' a v
LLasziSMUiSLﬂumﬂﬂﬂmﬂ G] mﬂ%mﬂ@u%%mﬂm@lﬂ%ﬂg}l

Aaulale

@

& ' 2 v ' [N v
UBAIINU i%ﬂ’;’]ﬂﬂ’]iLﬂU‘U@iJasLu 2 YWLIN ”'] 81@1]

Y

su wa

Tomaaumnymunsdnidugidewamn1an1snaInan Meta
malusunsulvidnuInwidesnislamauuunanie sumedn
(Facebook ads) wiensvinlawaliinuss anduadingale
finsifinsuUszananaieuas 400 U aufLuztves

\Weamney WenaasuUIsuiisunsiuasulUaaeInadnG

eXe



B 511U Lead 31nLUWLUBS 13U Lead 91n3dle

15
11

2

U (318%0)
w

10

WYeegINa ALYINTUEHLNALN DD

Ul 6 : nadmsanmsnnasstaedl 3 Juil 11-24 . 65 (14 $u)

Fodunnannsnaasetnei 3 Tnenmsanlesseziian
Lazsulsvanaiiinty whesdnsifiussovnanain 7 5u
Wy 18 Fu waziiinsuussuimainedsTuasyssunn
214.28 v winduTuaz 400 v AadudndiusuUssinm
Fiuduic 86.67% winadndswdnlnglundasuonien
(ad set) 80NUNUBLNIINITNAABIAN 2 BTN Inedliiies
Tawanuuusunmlungudmneauihauasufininai
wirdudilguadng (S1uau lead) 11 57990 wnndInns
vnaedluraed 2 Tngunniudies 1 s1edewintiu

wonani IuﬂfjiiL‘ij’mu’lﬂﬁlﬂuﬂuﬁ’m’ma’]ﬂLLﬁﬂLﬂﬂ%ﬁ
Iinadgndifuduausedonniignainlavanuuugunm
Tngldnadns 11 9e9e Jsaonndosiunsnaaniged 2
wATiALLAnAanNadnslunsaansndad 1 Selavan

sala 1

wuUIAlalaNaansNANIN

AN 3 agUTIUIUHAANS (Leads) MNNTNARRINA 3 29

naudmuneg naudmuneg
W1U0953N9 AuYNeUENe
o4 wiininade y
raiivinng Naans
G0N sULuUlaian sULuUlaivan (Leads)
UMM Wile | suam | 3ile
(Leads) |[(Leads)| (Leads) | (Leads)
9t 1 4 22 8 13 47
2l 2 5 12 10 6 33
9l 3 - 9 11 5 25
Total
9 43 29 24 105
Leads
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INANNTNT 3 LERITIUNAANSLAYTINANNAITNA D

v
o

14 3 933 wudlunguidmaneiludvesysia lavauuy
leldnadnsiludiuiu Lead 1nnitlawanuwuuzuamn
a8198ALU (8NIUNINARENT 3 InarsLaNIzlsYa

oo S = o & &
wuuiale) vaugingudmanefduawitnuasuiininais
nauldnadnsiuandsiueanly lnelavanuwuuialelidu
41U Lead UINNTUANIZNITNARDIATILTN YadeiTly 2

Y Y = v v v & &

aseasgandunateiulavanwuugunnilinadnsidu

979U Lead 11nAN

6) a@5UuazanUs1ena

o

6.1) ayunanI539e

v
v A Yvawy o = [

ASANYIITEASIL ERFeviINIsANwInl8sEL TeudTIde

U

o

LWINAaBY (experimental research method) HAUN1ITYN
Tawarvuwnanvasuingdn (Facebook ads) lagiaua
Wisuiisuseinugiiaulansonuuunesuvetoyadudi
(lead generation) 31nlaiwaun 2 ULUY loun 1) YUY
wuuwes (banner) 2) gUuuuiale (video) lngyimsvnaaes
Tawanasalu 2 ngudmsnedsenauluiie 1) nguidnves
3313 2) ﬂfjmuv‘mmmwﬁmm%a LAE¥INITNAGEE]
Bunfsd 2 ilonaaournuamiaindeuvesadns n1uan
shemsimdonsuuuulavandldnadnsifianumnaoss

Tugedl 3 wlonusuuuumesilaeiiiuroansendoyauiniy

USuszezan uastiiusulssananaiunaonnaiauiy

'
a o =

doaunmeaesia 3 929 Adulddesededanunls
v U3E alefidl Buiauia St dudunsiasognénan
Yosmsinsiefildiun 9nnisasuatunudt s1ededildann
msvmaedlutieit 3 ndamndimsufuuuresunsendoya
Frunusedeifunliuazidugningedidndiuussuna 64%
AnLdusuu 16 18t Mnamun 25 T1ee dwilivded
vsefisemsinsendunieuiasanuaule vazfisede
9nN15NAADsTId 1-2 Audfiuudlduayladudwied
Temawdugné dnautiessnnuszana 3-4 1edea7n 80
51690 Aniduuszanal 5% lnesedodufimdedaselals
undunadstoyalaglaildsle douatuandiui v
Fosmaitiufinan muasnadns funumsvilavanoiagedu
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6.2) 9AUT IR
6.2.1) muidenlvyUhvvFelavaiinigas 067
Py v v & Y 1 o
waailaannnisnaaestneiuiluanddiiiuiigusuunisii
lawanilinasnsingnvosudaznguidmnedinuwnne
Mugadululsnslavangluuuifle (video) wazuuugunm
(banner) &te1aventiinguuuudeeialidwmasdionuaula

¥ '

wiriuillen asiulaniduieitesiuainuanlavesngy

Wmune denpdesiuwiifnuas Cheng (2022) 3Nunay
< 3 . v o o 1@

vwiuled wevideo.com Tngliiruugiingn vislawawuu

Flenargunmsnsidyaaunazdediiaunnaniy asule

néldiiedeansliagagndesiannsarinliiussansam

Ialguiu Fusgiuguuuuresssia sudadwanglunis

B U

Foansiu Feilawauvalvsrefteuldlawuviainvaney

U

AfY danAaBINUIIUIT8Y89 Cholladda

U

ERUSIATEC AT
Jearateerawit (2021) fin1snaaelsyavsnanislasan
vuilgdn san1sadrevenvieuseiugdiiivguutemia
poulatl lnemslavariuunanosunedn (Facebook
ads) mmaaﬂﬂLauaLﬁamiugﬂqugﬂmwﬁﬁqq}mmm
aulonnnguitivane sawfenswangunuudelawanilyi
Poyadmiunguidivung Wuldedrfuiuvauideves
Pongsakorn Phonterasathian (2021) fvn1snaasa

Tawaumnaunan-esumladnuagyibiinnisaedusinigld

YELIIATIA AU L{‘Jmﬁmummdﬂm WU NUNAAN BT

N

niiia (Google ads) idiasldmdumna (keyword) tJumndn
nuITedsdutuinsAnwaudilugsiaiifeddesiu

uslnalaense (B2C) wafanunsausygndbinungauiu

N e

uAlugsna B2B Nilanududeouaslunisdndula (high

9 Y

involvement) l¢i 19w nsifisndsdoya s1eazidun Myase
n1sldeu nieamiiggaiauresdudt udu ndeya

Tefun1saaulunisndndelvivainvale waznoulang

a

Audesnisvesngudmune Jadudedigsia B28 liaas

119994
6.2.2) AISINUEINAITYIIA Y1014 KU IE TN FUAIVDY

5509 B2B Ninsrulun1sindulandudaunindunives

q

§513 B2C n1svintaiwanuuknannasunadn (Facebook

q q

ads) mnbungugnAlysindslsiine33ngs

q

a 1%

navewadluvan
wfeu Mvilevanluszesusnandlinaanslungudnane

Paiwdugrnin Inglusenindisinismeass §33glad

130

Temaaununfugidervgsunmsnananmedn 1oy
Auuzthlumsilawanliduszavsnm Tnemsfidorney
liuugihilunsadavanutazads ssuuazdened
Foufiftemnnguimnefivnyautulewanty 4 (eaming
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Abstract

The objectives of this research were to study the content types and styles that affects consumer engagement
on Facebook of “Thai History Talk” which was a fan page about Thai and neighboring countries history for a long
time. This research has been used qualitative research methods to collect the information which consists of
interviews, content analysis, and experimental base research method in using the information obtained from the
interview to design the format and content of 4 posts with the objective of studying the behavior of the target
group in order to develop content design to meet the needs of followers.

The research found that the formats of type contents affected the engagement of Facebook fan pages “Thai
History Talks” Especially, the form of content type “Real Time Content” and “Question and Opinion Content”
with show a high level of post response in terms of likes, shares, comments and post clicks. This was according to
the interview results that the sample group has a special interest in Real Time Content and Question and Opinion
Content. However, the page “Thai History Talks” has a particularly feature was Single Photo with Text Content,
some of which were Real Time Content and Question and Opinion Content with a highly academic language The
page told the story of history, so it should be improved at some point, such as a more diverse content, reduce

the formality of the language while maintaining academic standards and the identity of the page itself.

Keywords: Content analysis, Engagement, Facebook fanpage, Interview
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ANuslusewelse TAansiindusg1adeliios J9ilug
ENADUNUALNIABNIUNITBUNINTY A9t UTadevin i
WRITULE1UTE IRA1ENSTIA 9NN NIEANYILABINUAIY
aulauagnginssuvesngudivunginianudesnisuay
weAnssuegnsls ielinssiuarudesnisvesuilng
& Ha o o v & a o oA o &
neldsdAguesnisasrallonlulefsaiiiie Asilionn
M3desnisdeanstoyawarUsvaunisalfiageu vise Aoy
WIUA (content) LBlAKB1UAINITAUTIAAINABINITLA
Aeu Msvrsunudlinsenuauaulave ey ves

'
o =

' =% & a 4do ° o & 1
ﬂEjjJLﬂ’]MjJ’]EHNLUuﬁﬁVIﬁ’]mg “ZNﬁ’IMSULWE]IULWSMJqﬂLLa’J

A InBUMLATITUsEAvEn e ondsmalnatiy 4 H
Nty ﬁaﬁiﬁmmumn;ﬁyuﬁw Foilmasing q udinsedis
waaszanuIAnlianuddyiunsadenoumud Gy
wuldanmsfinausefRmandsne 9 lutlaguiiguuuunis
thiauafivannuansuniy
M3ENTIUANLF NS YRINgIdvIne Bgfin1vin
anudlangAnssuguilaelugaddva Sadunginssud
;ﬁu’%hmmmaanmiu%umawm 9 ¥an15UstaAAwng 9

o A

PN9RINALNDNDUAUDIAIUABINITVYDINU NITITNTIU

woAnsIEUSlnAtY ansansuliannnsidenadalsunm



LazBsnanm Aavviounufesmsvesfiude wagluld
Nusiewenldl (Molek, 2015) nsiilanginssuvesuiing
og1viugATualy nsanmnudenisiogidudsidae
Wannmsaailen viersumusdmsumnaiiu 9 leau

Pnatiedul JeiliiiTedenilasAnvinaduin
i@ seiamans Jadumannuimalseidmanslneuas
Uszinafioutuiidiiunisuegiseiuiuiiiey 10 ¥
ilesheanuiiondnualveuwaanizih mnudlszauiu
dymanuannssveunasgluiegiu TnefiaulaazAnu
\om vdereumudiitinadenisiidiusau (engagement)
voufignlamaduiinanssimans Taososnisilaznsiu
fennusiosnts anwaulaluion (content) uazdnuae
voudlom JULUUMIHBUNITiasTnademslidusmes
Frumaduiausyfaemans iethlugnisiammedu
wWiaseiRaans aasnsulussdanuiliuidasiang
e 9 Il dunsd@nvifieiamuimavesnusely

2) IngusrasAvenisive

1. iite@nwingAnssuvesnguiilinuneg (customer
behavior) lugafda iiiethaimuigUuuukasiienives
waduasEiRmans

2. lefnwdnuazvonilen (content) Aifinarenisd
druswvesnguilmuney Lﬁ'aﬁmwﬁmmgﬂLLUULLazLﬁUam
YoUNIFUL AT TRAENS

3. WefnwiLuInianIsiAoumuiaIn NoAnIsuves

nauttvang (customer behavior) Tugadvia

3) NUNMIUITTUNTTY

3.1) wwaRmsieatumsmamiuiony (Content Marketing)

ilown wie poumLS ﬁaﬁﬁaaﬂaﬁmﬁamﬁiﬂ?ﬂumiﬁami
(communication) fifaan15azdeeanlulnarudesis o
TngpeunudazUsznoulufledsddy 2 Usenis fde
“ilown” uay “sunuv” windean1sfiasdeaseanluls
agefluszansam Aluaisiiazaindmieddaly Tuves
#3514

o

AUdD

>3

weanunsidendenazldlunsdearsiidudedrany

e <

ABUMNUAIZABIFIABUMuUATUL UL Ay

Uszunnla wievinlinsinauenoumudiusednsainuin

a

é’ i3 1 & - !
890U PaumURaNsanUseenilu 4 Useian laun
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NSU
Y

3.1.1) noumusLlY (inform) fignUszasdly
AounuAsunIudeys Tlufsnisusenimdng q Asuwud
Uspianilaziimumsdlunsen andunislidoyansa q

3.1.2) poumusiiiielinamudile (Educate) fipuszasd

wienauAnwludnguilaaeeindluiseswine o 1dlunis

a

nan

Y

asurgnselvdoyatiuiy srudevilviidnlaluds
Wesnnilumsesunewaylideyaidedn

3.1.3) pounusiiiolsinauiui (Entertain) fgnuszasd

P

WialmAnauduie vlvesunuaianlinuiaulaunn

v
P~

Bty Wasutoyar q TWdudessniidanuidnuntu

3.1.4) peumusiiiievuniale (Inspire) flpusvasddias
unauelingudmuneglasulseloviannisunausly
oonliuslominnniu Inednunsresneumusaznszsu
Tuittlyman « vesnguidmang waglinssiuaalaluies
Ag o Mlvinguidimunafinufduius daalminnisues
uazuonaelAe

nsmaadailem (content marketing) Ae 8mnsada
idlown iemeumudlitanuinaula fendnvalvewmues
mmamﬁwLa‘uaLf'jamLLaz%aﬂaﬁmmmﬁq@jQ’ﬁIﬂﬂiﬁ’m
aulsluiomiigesmsdoasoaniy wagiiludnisuenuen
aolulansoulall WU N1suaRIAUAALRY (comment)
warmsuusinas (share) nsmamdaiiomilde Juds
drduarsndudmsuindearsnisnain wesainly
ety woAnssumesiuilandinnuiAsuudasiuegnaunn
sedumesiinnaredunidutady 4 dmsuTinuszsntu
Bafuldlnsdwviandvlny (smart phone) Huaieailolu
nsdeans wasdnisdedeauseulay Fuilinnisnain

¢ A oA

o & v Y Y a
"i]']Lﬂu'ﬂgm'P]QUTUG]'ﬂuﬂ']iisﬁﬁaﬁ\jﬂﬂaau‘lauLWamﬂmaﬁaaqi

°

fuguilaa dndoasnisnanddianuddgyiunisaain
dadlenifiedosnisiiauaifenlinsefuaugosnis
vesffuilan wazdsaireqaiay ieadisnnuunneianin
Auts vagutsivliguslnedadulalunisdendodudn
vieidensuunautil 9

Naphat Kanlayakrit (2018) ladnwinagnsnisideu
unaslumamedn Little Monster faiduinaifgafy
asouAdLazifingendeumands 91nguuuunstaue
domuumd uasUjtemeundusonmstiiausuLnates

o

HSUans wan1sAnwimudnieniinuainiian 3 suauwsn
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A9 130951AINUIAUTEI1TU e wagAAL/ Ad
o v o A X [P o w PV

aaula mudwu Basessrufediudindsedniu suly

Wevnmdnmuwwimveanalaujisemeundusiunisng

anla (like) anfign drusunuuvonient wuinguuuy

U

aa - dl aa . 2
QWIQW‘UM’]ﬂ‘V]?jﬂ FDIAIUIABDATNLAEL I EJEJ’N‘liﬂﬁl’]ll

aaa o '

Uifsemeunduselnadnuiniiganduiluguuuuden way

a ¢ Ao & & Sy o o a
51l LLaBTJ’mL‘IJ‘LJ’MIEJEJBaﬂﬂﬂiﬂﬂi‘usﬁmﬂﬂwf‘jﬂ

3.2) whAaNgUFULUUYeuden) (Rausyus)

Nuttaputch Wongeranthong (2021) 15LLﬁﬂ§ﬂLLUUﬁJaﬁ

'
a

aoumussendu 2 wnu 1iun Beswesituil (space) wax
nailumsiawaoumud (time) ielyiifugauiuuasases
vosnaumudusaziuy Taoidosmesituil Wumsinsgyidn
oumwsity fiuiluninitaueifiods Ssasnsagldain
Usinateyaiidienensenun uaziailunisianasulyug
t wpszernalunnannoumuivesngudmanet 19

] = | I3 I
SrezIaNMIls FeaunsanusaauLnug oanttu 2 EULL‘U‘U

ADE
=0e

3.2.1) AOUNUSKUYAY (Short Form) unaunusd
gonildnarslivig 1na1du 9 lunssruussum
5-30 unit KefureumuRzULUUE agutiuaunszdunay
Tidayalsiun ilaeumusldanusafeaiseanulauin
anaflusziiufisadendion iesenausuiiinailunis

' s

grulilinniduiy AeumnuiUssanilasyiligedufduius

€

v P=1

fugdsansiadng yilvigeutleufonauneunuiuszinmil

3.2.2) AOUUFLUYET7 (Long Form) \Dumaumudd
asaufuRUImMUALUUAY Aodedldinansiuuny vialk
annsasenendessnldunniy awnsaasseazdunuay
NEUY

Y

foyaldun uwirounuissinniaziiouassa Ao
9199z ¥Anenilazianmoumuiusziani inszdadld
nanwulunestu JeiliAnussiuiy dilugnsagaia
aularnmounudAsna

uaﬂmﬂﬁgﬂLLUU‘Uaaﬂaumuﬁé’faLﬂu?iaﬁﬁzyiumiﬁa@m
Liguilaafinniu Tag aunsauusaeuwvudeendu 7
UseLam &ah (STEPS Academy, 2017)

ABULMUAIALe (video content) LuABUMUATIaNN15A
iwsessnlddnausiuaduile eswinamnsaiunind

wasulua wazleduidss aunsadnfeensuallaaninniw
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Ml Tunisadremeumuddssianil agdesldaiuda
asassAlunseenuuy Welignuiiuiinnuidneenuys

o

maviuil
ABULUARLEILNNSYY (promotion content) uAay
wudiitoduaiunisane dnnsan uan wan wow lnpannsa
Tiguslaaddtusiudiunisnagnla was wazuansay
Aauiioamaynld

poumusSaty (album content) umeumudiioanai
TugtnuuSadunm fdnvausnidusunmmans 4 U5swie

a

fu annsaileuEeasn ideya ielirufifeatudsily
deensdesnsdeansle
ABULNUATIWLMANIS8! (real time content) WupAey
musveenumunszanuaulavesdenulugiedy 9
ililasuarnaulaainnguidivuneg wusudgiiag
suasty Viufumgnsaidagiu hlmAnn mdnvaliiatu
ABULNUAAIDULAZAUAALAY (question & opinion

aa

denaududan Wigndanu

o
o

content) WUABULNUANY
U a =3
TaileNaAwaERIAINUANLAY
¢ o I ¢l
ABULNUAAIAN (text quote content) LUUABULNUAT
Wugunsendeninu Tudnvuziludian (quotes) Fanou
6 dgl ¥ 4 a o 1
wiwdidszianil awnsanseiuliruinanuaula tilvdnis
6 a =3 v
NAQNLA WYs wazLANIAINAALIULG
AounuAtlsundayninaziiuusslev (solvable &
beneficial content) \upaunuaililseloviungfnnm
sgdreuidymiluiesiiginniuduing wu fuuedl
o o V| 1 [~4 v
dmsuriiamsing 9 s
Thaniporn Jullasak (2018) l9ANWIN1SINEMNETINEN Y
a ¢ Ao a P a PP
doveulatvaanszuvnaidy WW5ws vie 1. 3swE Judu
o e o = a =
nsginnaldedsgunisvesseinalne lagsinsdnw
sUBUULaNT n1wn Anssunnaideldineuisssuyludeay
paulal MABAIUANYIAINUABINITLATAIUNINDTRY B

@

vansndsensneuNssssiudeoulatvenszundl

e &X¢

=

o NANISANWINUIT ASLHELETISUEHUFRoUlatv DY

wszunAdy 29as (HunslifadfiAvesvauysallunn
sduuv Tnefimslitennuuiniign sesasnfegunin
e Aviamnilvan uaznsliides ausagguuvuaziing
nauaudegUL UL 9 ieliAnAuhaula Agadua

mswennsssugdulngldarwnuuldidunianig de



N3edU ARDITDY KaTIINNITFUATBAINGUAIBE1 WU
nauiregaluivgnudnyy (18-24 ) uagdevihnu (25-34
U) dwauladesvwuunisinauenliniwissuite 1wWila
318 TN1580ALNINATWIVIE kasn1w18ingy taelunis
81 stlwianudilamenuies lildneundulnad 13u
' & 1 & = 'O A ¢
win1snagnla wagiiuinilon inewiiuiiuselevise

PInUsEITukarNsvineu

3.3) uuaBaAetunIsiiadaisa (Engagement)

M3ildus (engagement) dwisuiladn Ao Nsuana
nsnsediile q MndlannoumudiiAntuuumedn Wy
n13nagnta (like) N15us (share) N15UAAIAIINAALITY
(comment) $31A9NSNAYLLAAIDITUAIAS € (reaction)
wilulagtuanudAyveanisiidusiuasiiunumidssas
\leaaInnisUTusane3u (algorithm) veaadn wiflsl
g1t IuANNEAyreInIsAsuuR Ul dnluss ot
17 Mieeumudlitelfldnsiidiusan asdesiinns
Mauny uaglifegunin 3dle srudsdenmiiazinad
Usgnoufulvid idesanazifudfianunsavsuenqaunin
YBIABULNUA LABLIIAINITOLUIUTELANTDINTTAIUTIY
dmsuednld @il (Tiger, 2022)

3.3.1) n1snaduuaniersual (Reaction) Uun1suana
UATe1619 9 senineniserunsumnud lnawladnaziidy
dmTuuanseisual laud n1sna “gnla” na “vadle” na
“Sniag” nady 3137 na “Wasie” nadu “Inss” uazna
du “1e37”

3.3.2) N15UaNIAIUAALTY (Comment) 1¥un15da
Foanuuannudnivluglvedeninudnusuazdlud
sUnmdls 3Unn GIF wieadninesadlulnaiiiy q sauds
nsdedanunaninuAniunsunduaLAnLu e iy
(reply) a1

3.3.3) MsuvsAauYUS (Shares) LBun1598Liiun1s
upaiiuludaiiasnusnguiiiouve sy’

3.3.4) msednuiion w3ede (Clicks) Hunsednla 9
faululnadueas 1wy nisedniiiegsu giale nmsadn

B ULWER %39n13AANAINANS 9
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3.3.5) nisvuiinlwasie1udnnremaq (Post Saves)
& g vy A 1 o P b
Jumsiiuliiiesulunmendsluiaiiazain asuansly
=3 ! ¥ = (3 :j
Wi denuianuaulalulnaduy 9

3.3.6) M3g3ale (Video Plays) ididletnenenan uag
F@lesssum Tnemngualdialumsgaduiflemuiiesde
wansidanuaulalulnadtuinnwintu

3.3.7) n3nAgnlawna (Page Likes) mM3faaavinlvie

AWNTONIIVTNETLAZADUUADY 9 Youwaty 1Tuns

- < v < A
LWQJﬂWSQJ@QLVUIUSSEJSEJTﬂ‘M LAWALUUBENR

3.4) LLU?@W&ﬁE?fﬁ/W:}ﬁﬁS suguslnA (Customer Behavior)

Nuttaputch Wongeranthong (2021) l@UangAnssuves
fanaoumudlaldy 2 agneife

3.4.1) MSIaNABUINUAILUUBELRY (Passive) Nd1IAD
nautimanglifianudslassmeounudtudun enalalld
fanualaludesiu q ogudr uinsianaumuiiAnan
msdeusluntiiiadm (news feed) voaumadnluizen 9
wevnAsiivhaula deduiadunihivesinanaeunudly
nsfsgaauavlavesiiannoumudiiiaousuilngiils

a sal

“nyn” waz “o1u” Wld audAgIegiinisfnnagns

kY q

=

395UNN

U

D

lirungaaulagulild wu nislddeninu v

Fagaiiuies

3.4.2) msianaeumusiiuYAala (Active) namie ngu
Wmnefinrualaludesiu q oguda enafinrmdiladi
wAUMYaYaUIN0E1 faauilunsinauaeunusdy |
981981 FUANABUNUATIAITOBNLUUADULNUALAL
Yoyainssiuaufioamsvanguiimneanniian

\desldfinsiinsgsitangAnssuvesfianaouinud
wErtiu sanmnsniiudsuszianvesgianaeuus
iielifuguuuuiiunndtetu wazamnsadenldlimung
fulszinnvesmaumud laun

AUAUNIABULNUA (searchen) LTunguaufidaiiy
feanisdumeslsutegradufivay FeinisAumieeu
wudiu 9 dutemieig q wasminAununouugi
auweddeInts Adulddldussaanudeanisvesnu fads
ABUMNUATIAITINTIITReuudAlAdsgalanguidnuneg

vauringandmnewatiunuae Aty
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AuRaRuABUMUS (discover) Wunguauiilununeu
wiudlagliilaeals uinursuwmudanideulagluises o

a a < a ' < A %
nnudaiuraulanazneng usernllaulanaziaoudy

R
¥ '

T windean1sfsgaaunguil AsULaUBIeIsINAUNGNl
= o - = ¢ A g ¢
Juwlduazaula vieenaliuselod teailunisiaga
aalivenguy
a ¢ . I ] Aa

AURAAINABULNUA (subscriber) LUUNAUAUNNNITUD
a & @ a ! a & I
Anaumumudduiey 1wy n1sAnaunalusmedn 1
nsuansiraunguilianuaululuaeumnudaudesnisig
anAOUNURBg 1R aLleY udagslshedrenunguilnd
leniafazenidnnisinn1u andanuidniineumnuan
Annulallaegluninuauladndely

] ¢ ' =

AULKEUNSABWINUA (sharer) nguAuUszianiiidudiuy

nilavasisaungunlana il udldnvaeiiiay Aofiaiy

YuBOU

4) F/aniun15398

4.1) Ussnsuasngusieg

WWNaYee “JuLrauseiRAEns” 911U 10 Ayl
Srfnmaazeny evfeglutszmalne 1uauifauaula
TudeawesUseiimansd seluussmalneuassadssne
imﬁﬂﬁﬁmmaiﬂ,ﬁﬂ,uL%"mmmiﬁalﬂm'w q wiouviafum
éandonunsdolndeaiiodundn Tnaduandnumy
Wa “YuinauseTirans” u1nnin 3 U wagiidmsiuiu
LR ﬁgﬂmiﬂmlﬂmﬂ’muiﬁﬂ warNIsuanIANNARIY Tneil
wapalumadennguussrnsiiiosaniinisfn Insight
VBN wudmuﬁmﬂmgﬂ%ﬁﬁuww@a WALy Y98y
Hausl 18-60 T nsrangeglulsema wavssUseina il
annsaszynguidmnelddaa idesndaumainvans

'
=

Aniauaulaluisewesusyifmansnies

o

Fayjartiuluds
Uszmlne uazUseiRemansian Ineidunage 3 au uay
WAMEYS 7 AU 9183813 20-30 U 9113 8 AU kar30-40

ido o

Y f1wu 2 au Duiandeegnfaminngamm

4.2) insevdenltlusivriudoya
nsiuTnsmdeya Tduuudunivel Wiedseneuns
Funwal (interview) warMIIATIEALLEIN (content analysis)

et Ui ideyaienmnin
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4.3) msinauedoya

2

0]
Y

o

siiusiuTdeyarianualaenisdunivel lngtn
mnefdunwalluiu waganfidmun luaniui vsessuy
poulall {1un1e Application ¥30MalNIANY AUADIUAT

{uniwalazadn tvian 1 9ludlaeuszunas Taalis

Y
v

e e

v
Ya v v

A33eAsld Tunsalidoasde s

¢

fun1walneuA1InIUAINT

ANDNMNILALL DD USD

4.4) MsIATIZVTeYa

Aadeladnuluiesiliiielidnlatanginssuves

o

avesnaula

Y

mjwﬂmma (customer behavior) Iuima?]
TursesvesUseiamansdadunnuina “susdnian

UseTimans” Jlleniwazsuuuu (content) Uselanlad

VYo

anunsofenalieuinamaula wasduveu ganwladl

U

LUIAALIBINITAAIAAULLENT LWUIAALABINUNITAAIALTS
\en (content marketing) LWuwiARAWEIRUIULUUYDIABY

WUA (content) LWIAALABINITHEIUSIN (engagement)

v a

fuslaA (customer behavior) 1Hu

U

winAnNEINUNGANTTY

v o awv oo v

FIANUA SINDIUITENUINND19B U UIAA T UNTIASE

¢

"

Toyan1g 9 ARoAUNTAUN Yl

4.5) msinauedoya
mstdeadstiauetoyalugiuuunssaunidiinged

(descriptive analysis) lnguuaUsziiiumuinguszasdmsive

\lefnwingAnssuvesnguiiimng (customer behavior)

v

ofnwanwUrYDLilen (content)

'
aa o N

lugARIviakasLil fifia
siomsiidrusiuveanguiimang eriunimunguuuusas
devvpumatuiind sy fimans iy lomideiuiu
youluegdls wiensnmegsusznouiosuty (ilelwld

Joyaiigndes auasathnsiaeiteyalunsall

5) Wan15398
S esildse deuitsmsIdenuunaNnaIy (mixed
method research) Usgnauludien1s3TeLgequn1n

(qualitative research method) Fafiusiusiudoyadienis

o

duniwal (interview) warinaIdeNtaaInNNISAUNYAIN

a a

NaaeIasllaujUAA39 (practice based research) LV

naaesgUiuuLasilenNdanaion1snAgnlav NN e



Tianuimediudseifaans lnowdmanisfinwnlu 3

dw lewn

5.1) an15AnwALIRUNGANTIY (Behavior) ¥aging
gnlama “Sunarvsyinmans”

Tnoitugu ngusregnafinrmaulaflazsrudessialy
i Aeafulseifanudunivesdesing q anufidng g
wnesrhanudilaluefnagyilfidladagiulduinty
Y TRmansluaeniveangusesunguiifuivaiivia
T “dlan” wndu Sndsetimansiaduiniinevaues
aulassviniulanidilueded nqudiegrsunsauiiniy
aulavszfamians lnoiFuannisiiunimn wunmly
afosymai 5 FeiliAnawaulalussduszneuyosnin
opnduniiluvesdeing q AAatulunw defiedundngu
madseiRmanfuazlusuedialunsasviounweinues

a

gau viedauaulanugiuunainnisSurudeTuiiend

v
o

WeandeUseIRmIans LU avAs Nsan neunsdauaa 19

q

vadlnguazvaswind delulagtullegnateisesiieiy

'
&

deldsurudotuiiiedeuse Samansudrivilmanainy
opnfileatudaing q fegludiosudisdu nedl 1 Tundy
779819 83U18I1“YaugarasinewInUseIRa1ans wan
azaseaidieenainia wegudsnesinlumezlsuisiu
Wiy’ uazshomniinumiaunugazasinn vainmane

£ o '

Foq Tedinideasdoranednnnnisalluazasiuduais
el viehiifounndietu s “udiunaFesfis
wienlirosiniiouty uvnadesauvui 3niFeamadnuuy
ik’ 1wy azasiesiilul azasiSesanelaiin wazazas
BosrFelosen deiidomanngjogluadioioatu uiuans
wiynvasiazashimileuiu (aumils gnagnlamaduid
@S iReaEns, miﬁamﬁdauqﬂﬂa, 11 Wwey 2565)
nauieehBndumilaiuguamnuadamese Fenans
1RINMsieaiien Feeraunannnisluifisadonueamie
mswdefiieafunsvendion enefimsinmAuaimndeya
Aenfuanuiifizludsumsiiuma vieenaunannsine
nsviauluaieivinaesnu lnengudiagieesuiedn
“gaunpsmanIuiiing q luyuuesusedimans wsizsn
doafifaduyssimaiisazgly lundazUszinaged

Usgifmansuazanunfivsvonauduun unagsUsyina
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goufinnuuandtanate q ¢y lallduranui Sausssy
A 9 TuusazUszina d@rulnguansdussdouluiedn
wazidessnuindesiindoudedn uasdaqiudaiing
Uftavdeuszgndldlusuuuuiin winadessmenalidy
wsstuanalaliisnfiieafuuseamans usidosiidu
Useinmansdnvgudiaeiiauaviumamilugiuuusing o
hisld¥udununelutioqiu” (qaiiu §nagnlamaduidn

9 Y Y

wlseTRaans, n1sdeansdiuyana, 5 Wweu 2565)

5.2) wamsAnyudeatuuvuidoniveaunume “Suia
@syinmans”

Amau 9 Tu 10 veanguimedlulufiamadeafiuaiy
aulamavseiRmanslasfiugiu Aszyinviliiulanuin

VY i o

Ju i lAsAn UL NSy La

U

. g d
ladannssua wgdion
Anavdlngveanguiiegislulszinull dnaziluses
Usgifmansaina Jadulszinugindswasnnniselsig 9
Tulandaqiu
nauiegdlnginudeinsileninausadila
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