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Editorial Message

Congratulations to all researchers whose articles have passed the peer review and were published
in the Journal of Business Administration and Languages (JBAL), Vol. 11 No. 2. All articles published in this
issue have best quality contents and are extremely useful. They can be used for development of
innovation.

The journal's policy remains the same, accepting articles in both Thai and English under the
accreditation of TCl (Thai-Journal Citation Index Centre). Therefore, JBAL received more attention from both
national and international researchers. Currently, JBAL is still in the TCl 2, but the editorial team has worked
together in order to promote it to achieve TCl 1 at the next opportunity.

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

see



2N5HITUINITTINAATN1ET

Journal of Business Administration and Languages (JBAL)

GUEVY

10

20

38

48

63

Factors Affecting the Decision-making Process of Consumers, In Order to Use the Shopping
Service via Online Platform

Narudom Torthienchai, Achaya Klavaech, Pongsaran Wongchanadech

Marketing Mix Factors in The Perspective of Customers (7C's) that Affect Car Battery
Purchase Decisions in the Northeastern Region Case Study S.Alaiyon Auto Part Co., Ltd.

Intira Wangtaken, Bussagorn Leejoeiwara

Marketing Strategy to Increase Sales of Non-pharmaceutical Medical Supplies Used in
Operating Rooms of Tertiary Care in the Northeastern Region of Thailand

Peerapon Moolprom, Bussagron Leejoeiwara

The Antecedent Factors Influence Tiktok Live Impulsive Purchase Behavior Application
S-O-R Framework: A Case of Young Adults and Senior Consumers

Rachata Rungtrakulchai, Warangrat Nitiwanakul

The Influence of Digital Satisfaction and Precursor Factors Affecting Consumer Behavior
of E-book Purchase Intentions through Application Channels of Consumers in Bangkok

Pongsaran Wongchanadech, Natthawat Singsa, Prasit Phongdumrong, Narudom Torthienchai

The Influence of Japanese Communication (Ho Ren So) between Monodzukuri Personnel
Development and the Performance of Production Staff of the Air-conditioning Industry

Thanaporn Sornpradit, Boonyada Nasomboon



74

89

97

112

The Influence of Male Artists as Cosmetic Product Presenters on Brand Equity, Brand
Credibility and Relationship Continuity Expectation of the Brand among Consumers in
Bangkok Metropolitan Region

Napatsorn Chuichai, Thanatcha Poonsanthia, Wilawan Thaisuay, Areeya Yodsri,

Jaruporn Tangpattanakit

The Knowledge Management Effected on the Employee’s Performance in the Refrigeration
Industrial Business

Chedthida Kusalasaiyanon, Wanna Raidee

The Preparation to Online Learning of Chinese Exchange Students Studying in Bachelor
of Arts Program in Communicative Thai as a Second Language Program at Huachiew
Chalermprakiet University

Wilai Thamvaja

The Use of Shopping Apps to Maintain and Improve Loyalty in Emerging Economies:
Vietnam Case Study

Nguyen Xuan Tien, Eiko Tomiyama, Hideho Numata



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

Jadendanasanszuiunisandulavasduslnaiivenaglduinisvadiuen

NS UEAINToN U IN19aUlall

ugaw siawieudy’ dun ndnY? wdaTuE 1dvUeY

o

U2 a1 InmanaIniana pasuInsne aortunaluladlve-giv, nyummumuns, Yssmalne

*JUseiusUTIUAT Blua : narudometni.ac.th

Sudualu : 29 funau 2566; SuunaNatURA R : 22 WAL 2566; ABUSUUNAIY : 5 TuUBNEU 2566

wennsoaulal : 28 SueAu 2566

UnAnga
Jagtuwaluladinsiaunegissiailiouiionsuaussionginssuiuilnanidsuudadlunudadonianimuindou

v o 1A a v

vilinagsheianudnduiiozdesusudeifiensuausiniusonisvesuilaalded dussansamlneianzgsiaiy
aznnde lnenideluadeiifitnguazasdiiie 1) Wefnvinszurunmsmsnmsnaiaiidmadenisdnduladodudiainiiu
avmndosaulai 2) ilefnwitafefiidviwaionuideiilunsindulatoauianuasmntooeulay meidelunl
1383%0deUsma nelfuvuaounuuedosdelumafiununadoyannnduiesaiifivsraunsaifedudainiu
avmntoosulatl $1uau 400 fogha Feadnlilumsdinseideyansinuilngldadfidemesaun MHumsinneideya
diomsussene deyadneaifidosiu TngliiBnismdianud Ardosay Aads wardnidouuumnsgu

wan153de wud1 msfeansmssaaduluslududmadenisdndulatedudriiuiuaznindoosulainigaainde
TnTuailie lusuvesiauni nud woAnssunsiumedenuesainenusiuin waensdeluguuuuesulataius
wAlodmdunsiumsldnaduaa wagsAignivthin uienasudusesdivszaunsaiilonnuazanlunns
T luduenuidediu wuh Jedemwemsduiaseudesulufividufuaunmussiud mafudsetu nisvaaos

19 TWaudsnsenaulatoiie lile sUaUA ARSI UAINLFBINSTIEIHARDNITNAULNZ DL

AaAg : nssinaulade N1dea1IN1IRaINATUNTS eaulatveuls anuiianela



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

Factors Affecting the Decision-making Process of Consumers,

In Order to Use the Shopping Service via Online Platform

Narudom Torthienchai’" Achaya Klavaech? Pongsaran Wongchanadech®

1%23

Digital Marketing Program, Faculty of Business Administration, Thai-Nichi Institute of Technology,
Bangkok, Thailand

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

Received: 29 March 2023; Revised: 22 August 2023; Accepted: 5 September 2023
Published online: 28 December 2023

Abstract

Nowadays, technology is constantly evolving in response to changing consumer behavior due to environmental
factors. Therefore, it is necessary for the business sector to adapt in order to effectively meet the needs of
consumers, especially in the convenience store business. The objectives of this research were: 1) to study the
marketing process that affects the decision to buy products from online convenience stores; and 2) to study the
factors influencing confidence in the decision to buy products from convenience stores. online This research uses
a quantitative research method. A guestionnaire was used as a tool to collect data from a group of 400 people
who had experience buying products from online convenience stores. The statistics used to analyze the study data
were descriptive statistics. used to analyze data for narrative purposes with preliminary statistics by using frequency,
percentage, mean, and standard deviation methods.

The results of the research revealed that promotional marketing communications influenced purchasing
decisions through online convenience stores the most through social media. In terms of attitude, it was found that
self-traveling behavior was difficult, and buying online can solve travel problems in terms of time. and the price is
cheaper than the storefront, but experience may be required for ease of use. In terms of confidence, it was found
that brand reputation builds confidence in terms of product quality, warranty, trial, and purchase decision in order

to get products that meet the needs, which results in returning repeat purchases.

Keywords: Buying decision, Integrated marketing communication, Online shopping, Satisfaction
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Abstracts

The objective of this study is to investigate the 7C's marketing mix factors from the perspective of customers
that affect the decision to purchase car batteries in the northeastern region of Thailand. Data was collected from
400 individuals who use personal cars, car repair shops, and auto parts stores in the region, using a questionnaire
with a Cronbach's alpha reliability coefficient of 0.97. The statistical analyses used were percentages and multiple
logistic regression with a 95.00 percent confidence level.

The research found that the marketing mix factors that influence customers' decision to purchase car batteries
are: 1) having a variety of product brands and price levels to choose from, 2) providing off-site services (delivery),
3) having customer-friendly facilities with enough seating, 4) extending the warranty and after-sales services,
5) offering free gifts or incentives to customers, 6) providing fast service by the staff, 7) having courteous and
professional service providers, 8) ensuring fast service from the beginning to the end of the sales process, 9) greeting
and thanking customers by the staff, and 10) having enough seating for service delivery. The prediction accuracy

of the model was 97.80 percent.

Keywords: Buying decision, Car battery, Marketing mix factors
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aps wansdapunosnngue Flidundosdonsedulde

Tudiuresuusagainsesonsnisnataludiduwey

' 1 i aa v Ay a =

Useloaulviungnan wilugaddvianguslnadiAyfign

Y Y
v

(customer center) tugafifuslaadurissuans fdeans
wazifadans Sufadfenuddnysuduilonunniu gsfvay
AosENINIInoUALDI BAINA BN TVR AN vIe L
wagldinnsuadesiionisnsnaiaiiadinndn 3p liun
yAAa (People) NT2UIUN1INTIAUINS (Process) wagn1s
#5198NwUENINNIEAIN (Physical Evidence)

Thathithon Thirakhwanrot and Suphot Kritsadathan
(2020) W wAniufiaenndesiuin gAavzdemeuaues
AuiaINTRIgnén dautsrauvemananasi 7 fu iy
UHNDIRIGIAITIIUTNNT MndesnsazUszaun s
TunsUINIsMINan AAesiaTNdILUsEANNINTAAIN

£
£% v

Tuyuvesgnan dsil (1) AnAgnAaglasy (customer

value) gnAnasLienl¥duAmseuinig gnAagAesiansan

' =

anuAmIeANUIElEYlang 9 Naglasudletiuiuaiy

D

AuAfuRufidnely aelugsiadilusouauednuasiansi

v

(2) auUnu

q

ANNINAUDIIDAILADINTVDRNATLADEIUVIATS

Y a a

(cost to customer) ﬁunuw’%aL?Uﬁgﬂﬂmmmaumﬁ%ﬁiw
dmsunsdedudmiouins Wedlsufuauduaniiayldsy
‘mﬂQﬂé"lQusaaﬂmWiﬁiwaimﬂuiwmﬁqd PUIWAININ
mmﬂ1w"‘iﬂuﬂﬁeﬁyaﬁuﬁm%au%msﬁ?usiauqﬁummwm

v
v o a

fidne dadugsnadesmiliisnishnadudvieuing aas
Anwiainzauiungugnéndmuneidusesiiay
Fgld vilignaninanuiienelasedusvseuinislusim
fveusuld (3) muagaIn (convenience) e Msliu3ns
Andeaaunmudeya warnslUldusnmsdediamuamnauy
s Sduneuliigeenn fegradu vaiidmessiud
g3faazdeninsdimaniaiianzaile ilesuae
Anuazadnliuignifiinlulduing (4) msdeansms
M3INAIM (communication) §nAAIANNABINITIATUYIENT
AneliAnusslovifudsiianla uazdesnisindegsia e
wanInuAunTetesesFeutu | §3M9AITYIIN5IAM

donanunsadihiangugnAthmmnelunisliteyaninuiu
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(%

nngnAla (5) Msguatelald (caring) mesudedliuinig
oghafiulasaudinusniigndndunluduausenainiu
lihasnduadilmmesnisuinisfiniu gnénasdedldiunis
uimsguatentaldanguiniaduegned winaudesanm
Boudes titelmAnanuiawelaugndn (6) Anwdsalu
NIADUANBIAINABINTT (completion) gnAmiaglasy
AYINFRINITOE ALY TAILUY 13eANd159U8INITUINS
lidgnAnvgdensdudviensuinisuuule famauaues
ANNABINIVRNAIraEeATUR LA IV InANUNNT DY
nszUIUNITIIUINISWAgNAAeR fusedninim sai5)
salufegsiatinszuiunisuinisitiiaiugndes uay
auysaluuy musanilunisudtomn dedwmalsignénuia
Aulidda (7) anuauie (comfort) Aemuauiglaain
nsldsuusmsluguuusing q sudsdaandenlunisuinig
druasenans usssnameluiudunaiifesaiian
avem avglaliurigninsdnduindesvesnsliuing
\uduiigniranunsadudauaz dudedld Fosaraniiu

auglanazaurgnviuignan

3.2) wAnuaznguiiseatumsinaulade

Chuchai Sithikrai (2020) a3un8l¥1 nsdndulade
Hunrsnserhdsing 4 vesuilaa ielinuosindulade
Auduazuinistu q ldegragndos 1y nsdumdeya
Aenfudud msussiiumadensag « Tne Kotler, Keller,
and Chernev (2021) ladnauaiinszuiunisanaulaves
fu3lna (decision process) uilguslnavziaudeins
LLmﬂGmﬁ’uLwi;:JU'%Iﬂﬂ%ﬁgiJLLU“umiﬁmﬁﬂﬁaﬁﬂﬁwmﬁﬁu
ansrurunisiadulede wiseendu 5 duneu fe n1s
asentinfelynivien1nudeIn1s AMSLAIMITBYA N3
Uszifiumaden msdndulade LLaswqaﬂﬁwé’ami‘%@
3.3) yAseiingT0

Phithawat Apichottaveechat (2014) IF@nwsos da
Uszaunmsnaafifinasedldsaimamdsluumnganmamiuas
Tumssndulateuummeisasus wut Jadvduusvaima
nsaaediiinasenisinauladeuunnessasudmamddy
wangawmamues TiuA fmsfulssfuonnedidlefitiym

91gv0NAnAMe NslAUTNITRNAY 24 TIlue AuNINYeS
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o Al

Jandldlunswdn n1sliusnisasadandinisuensoniy
szezialldu danuazainlunisiunisnlduinig i
sruuudadoudiowunmeslndarvun fuimaasuuunnes
wenanuil anumndilunslifuims waedifivensaniiewns
dxaneanIslguInTg

Chudmongkol Mungkunkumsaw and Teerawat Titsee-
sang (2017) Anwiladeiifinasenisdenasdudiiios it
yosUsznauNs IuAMUUAMDIsAEUS nausietnaildly
Msfnwn A fUsznoumsumdmisnunnoIsaeud
$auau 255 $1udn Tnenginssunisidendeduduile
ﬁﬂ%ﬂ?&l%adﬂgﬂixﬂavﬂﬁ%’mﬁ’]LLUG\LG]E]%‘Iiﬁ‘&JuﬁGiNﬁu wae
Hadudrutszaunansaaalvianuddgundign Téun
sundndae Taelinnuddnuniign liud asdudd
ed1e asdudfiaanite warasduiiddeidendud
33N 5998 IUNITALATUNITNGIN ATUYBININTTIA
WU LAZAIUTIAT ANWEINU

4) J/NSAMAUNITINY
4.1) Ussvnngusioe

4.1.1) Uszr1ns LA HNIES08UAFINUARAMULIANA

G q
nziueenilsunile gYeusasud wariwimiigerlng
sogudlunanzfusanideanile

4.1.2) nguiees Amuavuavesnguiiosne 1ewn
liinsiuswuuszansiuiueu dAualaslignsves
Khazanie (1996) fmualiinnunainindeuresnisgs
Fregefivensuliin 0.05 uiedesaz 5 ldngudangag
385 AL NFI NI SdUNAUFIDE 19T sduIUY

dzmn (Convenience Sampling)

4.2) ipSeedenlylunisive

va o

ARdeldlduuuaouniu (questionnaire) 1uipsesiioly

@

3338 TneuvuaeuauildnuwasUansdn Insulseenidu

4 dyu Usgnoudsdl diud 1 Jeyanmiluifieidudney
wuuaeunuUsznaulume e 91y 81T seAunsAny
wazswld diud 2 Teyailifedfuuasnginssuvesgney

' a

LUUABUANNNTRBNISLENTOWUALABSTOBUR dIUN 3

o a

JoyaifgfungAnsiuvesneuiuuasuniulunsdente

LUALABIINUUAT UMD d1UTl 4 AUAAWIULAEINY

14

Hadedulszaunamsnaniiinasonisinauladonde
LUAABITNBUAIN UM a.erlndeudeslaniimiidn lny
Idudsraunenisnanluyuuesasgnl 7C’s Usenay
fe funmATigniazlizu (Customer Value) Fusian
(Cost to Customer) A1uAN@zAIn (Convenience) AU
n1sdeansnismanm (Communication) sunisquatentald
(Caring) #1uA1ud1153lUN1TABUAUBIAIIUADINS
(Completion) waga1uAuaUIe (Comfort) Faflgruau
A1073 47 99 lasararulduinsdiulseunaan (Rating

@

Scale) TaszaumudAgdu 5 sEdu (Boonchom Srisa-
ard, 2017) dauil 5 masnAulaTouunmeIsneusifuuity
a.ozlvasusoalaniin 91in viely
MSMANN MR LLATBsTTBLUUADUAN WUTN ANAINL
donndeveingUszaidvansfny L 10C agsening
0.60-1.00 uaz¥NINAFOU ANITesUTBIUUUABUNY
(Tryout) $7u7u 30 ¥ WUd1 wuvasuauildulszans
haan1veInsauunn (Cronbach’s Alpha Coefficient)
Wiy 0.97 Fadusedudl daunmdnasiinnnudedels

(Sekaran & Bougie, 2020)

4.3) M5AUTIVTINTEYA

AANYANIUNSAUTIUTITEY AU UABUALIUT RO

v
a A

il fe (1) vnisuanuuuasuaulagldvesniseaulall
wiedsliiugildsasudduyanaluiunnians fusonides
wille ggousoeud uarindmieerivasneudluniany fu
sonidvanile uazuuuseulatuudedsauesulal (social
media) BeffiTuldadanuvasunwesuladlugfaviesy
(Google Form) w&a¥19@a015lAn (QR Code) Litelving

v
a I3 a

fegalaviinisawny (scan) nsopanasnninanasy e

Y

neunuvasuanuesylay Insthdanudansesdeadudd
\BouunmeIsnsud JuAsU WL 200 Ay Tagyinsifu
swsmdeyauvuasuauludiasoungaIniey w.e. 2565
Juilaflauunsau w.e. 2566 S3TusTEZI 3 Wou uay
(2) {3TelevimInsIvaeuAIYNFBY kaTATUT LAY
Y8398Ya waiteyakuuaaun1uluviNITIATIEINIS

andsald



4.4) MIRATITITRYA
vindilsvhmaifunundeyauuuasunuiEeuien
u& hdeyafildluiinsizvisnelusunsudnsogunisada
\ien539 SPSS (Statistical Packages of Science) 13e5%u
28 AvaAvSvesuningrdoveuunu lagldadfinssaun
(Descriptive Statistics) fail (1) adRSeway (Percentage)
iessunedeyaiieriuiiadvduypnavesnoutuuaouny
uazdoyanginssunsidondeuunnaisosus (2) adfids
oynuiomarudiusue st s uAUT UL LUY
dnaeisanaeenladafingd (Multiple Logistic Regression)
fsgdunandesiu 95 ilolinnzidadvdndsraumans
paneluLseeIgndn (7C's) fidwasionsdaauladouunnes

soeus Ingiaueluguiuun1snusenauAusIeny

5) nsaukUIAAluNITY
nsfnudes Jadudruuszanmanisnannluyuues
v9agnin (7C°s) fidawartensinduladouunmedsnousdly
manziueenidewnile nslifnw USEn aerlvdeusiosls
Wi ia lngdszgndlddussaumaniinainlususes
Y94gnA1 (7C’s) (Thathithon Thirakhwanrot & Suphot

Kritsadathan, 2020) wagn13andulade idelanivun

NTBULLIAANTTINY AaguT 1
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6) HANNSIVY

nmsivdeyaide wudnouwuuaeunin a1u13n

wusdayasenidu 2 ngu nquiidenunmessasudiiioldios

q

VY '
Iovad & A o '

I 280 AU NANRTITDLUALADITOIUALNDIINULHD

9 Y

v
Yo o

d1u3 120 AU aunsoasunansIdelacal

1) gnouuvvasunudulngorfeeg Taniaveuunu
3 o [ a o <
U 78 AU FoeRNRMIngATell A1 71 A e
W1e 91U 224 A 91y38ring 20-30 U Usznauenaw

N o

33N I1UW 140 AU SEAUNSANIUSEYEYINT I1U
206 AU wazdseldiadesaiden 60,001-80,000 UM

2) ngRnssunisidendeuunnesasudiiiolfios wuin
Anaukuuasuaudlvgldsosudussiansaiis engns
Taulunmsdud 1-3 T Srdeansdeuummessasusazidn
fuimsisulaens donlduunmeisialiifesguatindu
Svieiiliioniian Ao Bve FB Battery WeillnpmiZeaunned
snsudueuuamassnsuiideazdilduinsiitusiming
wuneslnemss dadefivilidenlduimssmsmieuunees
is1zfinsiulseAududn fdudvainvanede s1agn
warniinaudanudenney lnenuesdidninadenisiden

Fouunnesaeud desouladiinadenisvinliidansu

FMUURUAMDTTOLUR LazITN15TsERE T seukuan

fudsAu
(Independent Variables)

Uadwdrulszaumanisnann
Tuyamosvasgnda

15 ﬁﬂuﬁmﬁﬁﬁ@ﬂﬁ'ﬂ:'lﬁ%’u
(Customer Value)
2. fus1A1 (Cost to Custorner)
3. finuAUE=AIn (Convenience)
4. frunnsisansnisnana
(Communication)
5. amumseuaeilald (Caring)
6. srurudnizluntsnovanas
AuFBaNTs (Completion)

7. fuAIEUe (Comfort)

AauUsanu

(Dependent Varizbles)

nsfndulafouunred
saEUALLLUAATA

A 4

pziusanfauvile

JUN 1 : nseuwiAnlun1sIdY
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3) WORANTTUNNTLADNTOUUALABTINLUAYDIHADULUY
aaunuiiniuuamesagudlydmurese wuirluns

v
s ' [ =

fnauladalunmessasuALAarAsIaEln1sAIMuUndval)

d v

a3t WenTauunne38ve FB Battery anvnfiidonde

WSy Tn155uUseAuaua waudurlady waskand el

'
a

aunnldnsgiu yarafifidvinanenisidentodio gnén
Fanldusnsidontentndiu uavaviinsinsduaslad
Frndufumusminelagnss

mmsﬁlﬁaﬂ?gﬁu Wz Wweasuusmsiduiuies dans
ALANAINITVIY UaziAauduiilade fouummoIunni
1 pdsteritou Zoludau 10 gniuly Snsdasuyszana
147 80,001-100,000 UM YUIATBIUUALABIMLEDNGD AD

U9 70-75 woud (mmmmmma? 26 173) 70-90 woud

(PUIALUALADS 31 17) way 90-120 wauy (VUALUALADS
31 $) Tuduvesianssudnasunisnann wu wWiudeiu
NM3PeuUABISaBuLieazaNLanTeIsITTaYsES LA oY
Wiugaetunistrssidutuanifionantudiuan 19
ANEETY wALTANNABINNIAUNITOUTHLUAMBESTOBUA
MawuuLASase Uity uaziadessudszuulng (EV) Tne
159158 RuaglourunIsuIAg TusuiAnAninagiining
FoInsuunmoIsasusliin (V) wasmnilanudieanisay
Tius¥n a.ozluasudoolanisn 91in

4) J238duUszaun1an1Isnaln luluueIvedgnan
(7C’s) fidsnasionsinaulatenunneisasudaInusm a.

arlviagumalaNIsn 3100 AINNSI9N 1

A3199 1 : wanssaduUsladediuszaumanisnanaluyauesvesgnd (7C's) Ndswasenisindulafeuunineisngud

Uadedruuszaumamsaanaluyauasvasgndi (7C’S)

‘ B ‘ S.E. |Wald ‘ df‘ Sig. |Exp(B)

1. duanAgnA1azlaTu (Customer Value)

1.1 umilAidennalenaismunufeIns 214 J77 | 076 | 1| 783 | 1.239
1.2 ndnfnsisiaaininlianmnsgu 709 | 1.084 | 427 | 1 | 513 | 2031
1.3 91gvesHdnfaridmiumuny 551 | 966 | 326 | 1 | 568 | 1736
1.4 nmnatiuazdoidsensdudn 125 886 | 020 | 1 | .888 | 1.133

1.5 fnaniusivansdiie vangseausiAliaen

-1.760 .863 | 4.157 | 1 | .041* 172

1.6 MIWUSNInTIdaLunwmasudansuensenusreiai gy

=179 914 .038 1 .844 .836

1.7 fusnsiasununnesuenaniui

.265 797 110 1 .740 1.303

1.8 1199579 9ATEUUT0 WA UBN WL INLUALADS LYY

o loamsn sruulil szuuwes Wudy

-.090 .842 .011 1 915 914

1.9 fuimsdamaudehinm Wy waweisasudsulvl 4 uuawmedsolwih (V) 592 | 882 | 451 | 1 | 502 | 1.808
wunmoduewmesled waruummeilsaisad (ud

1.10 Shedesilouargunsaliiviuaislfnnsg 1.603 | 977 | 2688 | 1 | .101 | 4.966
2. ¢ius1A (Cost to Customer)

2.1 IR ZAUAUANANYBIFUA 1.040 | 1.024 | 1.032 | 1 | 310 | 2830
2.2 finssutseiununweiidledidem 241 | 1115 | 047 | 1 | 829 | 1272
2.3 ngnnidlerisuriuudy 2077 | 1.077 | 3720 | 1 | 054 | 7982
2.4 ansofesesnale -904 | 617 | 2143 | 1 | .143 | .405
2.5 fpanstszRuiivainuas -1.195 | 719 | 2766 | 1 | .096 | .303

3. fMuANEEA2N (Convenience)

3.1 Mafinswasduiunisasnin

-.361 .745 235 1 628 697

3.2 Hanuaeantunisiunsnidusnns

1.249 1.258 | .985 1 321 3.486

3.3 fusmsuenanud (Delivery)

2.633 1322 | 3969 | 1 | .046* | 13.918

3.4 N3dnuaneseg1aduAaiulade

-.396 172 .263 1 .608 673
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M15199 1 : wansnasiudstadeduszaumenisnaaluyuuewegne (7C°s) Ndwmasonsiindulaouuninessnaus (se)

Uadedauuszaunenisnanluyuuesvasgndn (7C°S) | B ‘ S.E. | Wald ‘ df | Sig. ‘ Exp(B)
3. A1uAUEAIN (Convenience)
3.5 anuiisusesgndn idadivme -3.002 | 1.053 | 8135 | 1 | .004* | 050
3.6 fiflvonsanevng azmnsensidlduins 373 | 793 | 221 | 1 | 638 | 1451
3.7 aunsafndedsdelduaneroams 717 | 706 | 1.032 | 1 | 310 | 2048
4. fumsdeansnismana (Communication)
4.1 finslewansiudessuladuazeomlavamitaye 298 | 1161 | 066 | 1 | .798 | 1.347
4.2 finsdwmandoyaliinnustutorumsuenia uazdesis 9 961 | 1173 | 671 | 1 | 413 | 2613
4.3 flusludu an wan wan uax 832 | 996 | 698 | 1 | .403 | 2299
4.4 In3veeszeziaInsiulsziulaznsusMIndinisneg 2018 | 932 | 4684 | 1 | .030* | .133
4.5 fvosunuvasiiadmiugnen 2635 | .843 | 9.759 | 1 | .002% | 072
4.6 finsassmAuUIIuMIdsde 626 | 924 | 458 | 1 | .498 | 1.870
5. drun1squatenlald (Caring)
5.1 wilnuliuinisfeanunni -2902 | 1.191 | 5934 | 1 | 015* | 055
5.2 fupoumsdsduiagan a5 910 | 937 | 943 | 1 | 331 | 2484
5.3 gliusmsiianuduiuesuazgam 2436 | 1.025 | 5647 | 1 | .017* | 11.422
5.4 wdnanuliuimsguatenlaldgnmegaviniey -907 | 785 | 1336 | 1 | .248 | .404
5.5 Wvesiuguatenlaldgnmed e -1.088 | 909 | 1.432 | 1 | 231 | .337
5.6 Wveshunasninauandgnmla 1.073 | 917 | 1369 | 1 | .242 | 2925
5.7 Wivesiuuasninauiaugg uagliruugtldese 708 | 876 | 653 | 1 | .419 | 2030
6. AuaussalunsnausuaIAUABINS (Completion)
6.1 rmmalumsliusmsfusdfuauaunssuiumsne -2.379 | 927 | 6585 | 1 | .010* | .093
6.2 Sunsunsdsduiaznin 53n152 219 | 735 | 088 | 1 | .766 | 1.244
6.3 insnanvinmeaiafiuazveunneaninu -2.358 | 914 | 6.657 | 1 | .010% | .095
6.4 nsliuimsiianugnéies uaztnidedie 1606 | .903 | 3.164 | 1 | .075 | 4.985
6.5 WidUsnuniugnilsogsilunsquasnuuunmeisasus 536 | 965 | 309 | 1 | 579 | 1.709
6.6 M3gualiuinisadaevdualiiinarudomeluseninsvuds -738 | 891 | 686 | 1 | .408 | .478
6.7 Waiiguietefiswanafniuldsumagua Suiinteu udlvegrerai 1.052 | 914 | 1323 | 1 | 250 | 2.863
7. fuadusuny (Comfort)
7.1 fufifunienng agon -715 | 918 | 607 | 1 | 436 | .489
7.2 apuilvensnaanaune .958 .849 1.271 1 .260 2.606
7.3 mundedie / Jeideseiy 604 | 773 | 610 | 1| 435 | 547
7.4 idifiomesienislsuins 1832 | 823 | 4963 | 1 | 026 | .160
7.5 Facebook iavasiufinnumeny fuge warlideyaiiasududutiagdu 1325 | 779 | 2894 | 1 | .089 | 3.763

NA5197 1 wud fdadudruyszaunianiseanaly
uNB3Y8IgNAN (7C°s) fdwwaronsinduladonunined
so8ud $1uau 10 Jade Loun Sndadasivarsdve nate
szusialnden, fusnisuenaniuil (delivery), anudl
fusosnin Tfdafisane, Tnsveneszernainsusyiu

WAZNITUSNINEINTSUTY, dvesuauvesindadniugndn,

17

wiinauliusnisieausingy, fiiusnisianudu
fuosazanin, mnusanslumsliusnstausduausy
NSEUIUNITUY, An1snanvinmeadanuazvounmuves
wilnoy, wagiidsiifisaenanisiuinig fulstadudiu
UTgaunIInN1InaIntuluneIvesgnan wa 10 Fauvs

a1115091u18lan1@N15An AUl AT O LUN LA BT TDUUAVD
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guslaaluwnniangJueenideanilelagneiesiosas 97.80
niuUsUadediuyszauniinisnainluyuueregnan
W 10 dauds awnsavinunelenianisindulatenunines
soeud vasjuslnalulnniangJusenideunile lagnaes

Sovay 97.80

Uadedruuszaunienisnaialuguuesvesgnai (7C's)

I~ '

fdanananisinauladelunmossasuniulunn1ane Juaen
WBeanile nAnY USEW a.avlrdsunsalanisn 310

Aagun 2

TR T I o v w L
HUHARAMUNVRYEVD Na1UIZAUIIAIAE DN

=oa =i e
fuinisusnanuil (Delivery)

Y oo

anuisusesgna dilufisane

fn1sveneszezinatnssvdsznuLazn1suIniswanise

= o W e v
HUDILLOUTY adﬂWUﬁE‘TTﬂ’QUQﬂﬁ’]

LY ¥ o 2 &
wilnaulrsnsmeanusiasa

ruinsfinnanduiueuazgnm

anusdtunisliuinsiudduauaunszuninisme

fnmsnamvinmeaiafiuazveunnuamwiinnu

o

S oo ' v o
bl QlL‘Nﬂﬂwa'ﬂ@ﬂqﬁiuUiﬂqﬁ

nssndulafeuunme’
snEuUALURRNA

L =i =
AzZIUBDNRLIAUD

U 2 : Tadediuuszaunanisnainluyunedvedgna (7C's) Hdwasianisinduladauunmeisasudluiunniang Jussnideanie

AsalRNYY USE a.evludsudaalaniin 911n

7) asuuazanusena

MNRaMIANY WU nauseailofnwmgAnssuLay
Hadednlsvaunenisaaadwasdenmsinaulatouunned
sneuAveIUTIn a.ezlndsudeslanin $ain etladudiu
Uszaun N snan@enAaesiyu Phithawat Apichottaveechat
(2014) l#Fnw3es druuszaunisnaindisinasierldsoime
Nl UANTANNUNIUAT Tunsinduledeuunneisoous
wud Jadedrulsvaumenisnanniisinasionisiadulede
wusLneIsasudinavdslulunnginnamiuas Toud fnns
Sudsziuummediilefitay orguestdnias nsliuims
anidu 24 2l aunwvestaniililunisaan msliuinng
ATIUTAMRINITVENTERNNTTELIAITU HAugazaan

TunstAuaulgUs NSTSEUULIBA DU DLUALABDS INA DY

18

vy fU3n1siasununmeiusnaauil anusiadiluns
T3 waziiflensonirsvnsazmndonsitilduinng
uazaEDAARINUNIUITEIDY Chudmongkol Mungkunkumsaw
and Teerawat Titseesang (2017) Anwiiladedidnasanis
Fonanaudiiiedminevesiusznounmsiufuuniae’
saoud ngudegeldlunisiinu Ao fuszneunisiudn
FisuuameIsasud 1uau 255 $1udn Tnengingsu
madentedufiiodmievesuszneunsudiunme’
sogudf1eiu wazladediudszaunienisnainlvining
diayanniian louA sundnsiouel sosasndunisdaesy
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Abstract

The objectives of this paper were to: 1) study the behavior and buyer journey of the decision-making process
and marketing mix factors influencing the decision to purchase non-pharmaceutical medical supplies, and 2) develop
the marketing strategy to increase sales of non-pharmaceutical medical supplies. The study was a sample group
of 400 individuals who had previously purchased non-pharmaceutical medical supplies from tertiary care in the
Northeastern region. The data collection tool was a questionnaire. The statistical analysis includes percentages,
means, standard deviations, and logistic regression analysis, combined with PESTE, five forces model, SWOT, and
TOWS Matrix.

The results found that the purchasing behavior of non-pharmaceutical medical supplies placed importance on
the quality, standards, and reputation of the company. The marketing mix factors had the highest level of important
in 31 items, and the purchasing decision journey process had the highest level of agreement with 23 items. The
marketing mix factors in 7 items include: 1) receiving information from sales staff, 2) comparing prices from many
companies, 3) having appropriate prices and quotations for price comparison, 4) product quality consistent with
needs, 5) if satisfied with the products and services, will purchase again. 6) if the product is found to have quality
consistent with the needs, will tell to co-workers or the network. 7) if satisfied in products and services, will tell to
co-workers or the network, that had effect on the decision to purchase non-pharmaceutical medical supplies.
Finally, there were 4 projects of marketing strategy to increase sales, as follows: 1) Best Performance Employee
Award, 2) Brand Loyalty Program, 3) Co-Creation for Research and Innovation Development, and 4) Business Partner

(B2B).

Keywords: Marketing strategy, Medical supplies (non-medicine), Tertiary care
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Ewihiifslduiendes uariisnalumsinauladende
ndasimansumefildeldluresindavesaaunetua
sefunfenilulunmans fusenidsanie Jsuszneuse
Tsmennaguiiaslsmennauszsiimda dedsinsusan
Uszansiiudueu

A5MYLInYeINguaedis tesanlinsiudiuiy
Uszansiluiueu ﬁmuﬂiﬁﬁmmﬂm@Lﬂﬁaumaaﬂﬁidu
feesiwenliiin 0.05 viefeuas 5 Hignsvosnaunsy
(Cochran, 1977) Gialﬂﬁ

Z2
a(ey
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WU 91UIUAIDYN

P wiu dndmesszrnsuazlenmatildannuszanns
Aunnsnwadiitnuualss P = 0.05)

E unu Apnuranandsuiiazeesliiniy @euld
Ao 5% %30 e = 0.05)

Z unu Aunfinaspuiiseduamnudesiuiidivu

Aleannsilaniseada 22 Sawwinnu 1.96

1.96
4(0.05)°
384.16

IINNTLNUAIEATAINGTD AAnguAIDE1N 384.16 AU

Anwdslavihnsiiusiusindeyawuvdeunudisoniiald

D

£

Snovar 4 SuhnistmuanguitedieiildlunisAnuads
ity 400 Au Lﬁammmaumqumnﬁuuaxazmﬂiuﬂﬁ
RPN
BnsdulagriniswansuvasunulagIBnsguiegg
é’wn@nﬁwqﬂﬂal,l,am%mmiy (snowball sampling) fuuwme
weuna wasdmiiiiddiuieides wasddnalunis
faavladendonutaurimmamsunmdanldeillurominge

maaamuwmmaizﬁumaaqﬁiummﬂmﬁuaaﬂLﬁ&lqmﬁa



5.2) im5avianlylunisive

v
a

w3esdenldlunisideluaseliidelalduvvasuniy

' I3 ' v | a o
wUseeNJu 6 d3u Usenousie daufl 1 anwaEnig
UsznsAIans diuil 2 wgAnITuNISTOLITAUTINIINT
wnngnfilaen @ 3 Jadudiuuszaunianisnain (7P°s)
AN 4 NTEUIUNSAUNIFAFULITBIVA UNNIINITHINNE
75laen (5A’s) @3N 5 N15ANFULATBLIVAUNNIINITENNE

il dwi 6 Toausuugdu q lneideliiuuugeuniy

—2

FdemgRansananudenadessenitedofaiuiy
Tagusrasd dd15gndng 0.75-1.00 uagimuiusuuge
wuugeunuiazhlunnaes (try out) funguseeaiildly
msieluaded 1o 30 fedns demAnduussavsuans
mudesiulagldduuszavs weanvasaseuun (Cronbach’s
Alpha Coefficient) (Cronbach, 1990) Na31AN1IATIVEDUY
AndusyavisAudesurosuuUasUnmATEwING 0.87-
0.98

5.3) BnsiiusIvsaudoya

Fadeliinsiiumusudeyadunguiiedns uaglasu
AnueuATIzilunIsivkuugeuaulugluuvesulal
K1 google form TaewuuasunuiinuaNYsalLaEATIiU

nNaNAIDe199IUIU 400 %A

5.4) MsuATITveya

iduUsyianateyalagldlusunsu SPSS for Windrow
Tnefinnafuanenada el

1) affdenssaun Uszneusng mnud Sovas Anade
drudsauuinnigiu ulanauazdasudulaglinasinng
wansfuutanihg lng 4.21-5.00 seduanniign 3.41-
4.20 5£UNIN 2.61-3.40 sEAUUIUNATG 1.81-2.60 S¥AU
tloy uay 1.00-1.80 szdutiosiian

2) adAToUNIU NAFOUANNRAFIUNTITY Lnens
Aasizinisannesladann (logistic regression analysis)

Wweovihuelonadlunsiiawmenisaiiaula

6) HANISIVY

o [

PnsfiuTuTndeyaide awsoasunanside fadl
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6.1) anvalgnIUszrINTMIAaNT
Aneunuuasunudlvgluneuna Seea 52.00 lned

Uszaumsallunmsvhauegfimnimieiniu 5 U Sovay

39.30 s1elanalvesaniulseneunsuselsane1uIaes

Hneuluuasuaudulgjegi 81-100 duum

6.2) WOANITUNITHOLIVT TN NN TUNWETA Y 17l T WD
tFRYeInIgUINIsgUn MsEaUnfendluninnyiuoen
WReunilo

WIRATIHADULUUAB UL EDNTBLITANIN19NT

q

faa

wnndfidlgendildluiesrnfnannninauuediulngde
AuA1lAnnInLazuInIgIu Se8ag 83.00 58383U1A0
Fordusuazaruiiiofiovecuitn Sesar 76.80 A1y
Fesnsaudnaunrdusimanisumefilsonililusos
ridnlunguianiuusa Sanudesnmsunniigaiesay 75.50
AldsneniosuUszinalumstenyfasiialdensed duw
Tnglsuvszanalunisdndonysusififlsrselogd 50-
100 d1uuvnsiel $p8ay 63.00 d@rualtdnevissuuseunu
Iumi%aLaﬂjﬁm%ﬁmﬁm@iaﬂg’waa@"mamwvaaumﬂma
daulmgjagil 400,001-500,000 U W Fewas 54.30 uay
aualunisgersusnisnsumdinldunfililuses
méfﬂmﬂwﬁﬂmummﬁma‘uLL‘UUaaumaﬂmadauhﬁg'ﬁmmﬁ

Tuns@aunnin 1 AsareLhou Saeay 28.00

6.3) Uagegaruuseaun19n1saan (7P’s) vaan15ooi3v8 a7
NNNITUNNENT T TUT9s 1AV UTNITTUNIN

seaumdgluniang Tuaenideuile

P57 3 : szfuaNdRgeIladeduUTEaLINIINTRaTR (TP’S)

Uaduduuszaunns X SD. | wlawa | dudu
Asnann (7 P’s)
AUAUA 456 | 0619 | wniign 2
AU 430 | 0605 | niign 7
AUTBINT MUY 445 | 0632 | wniign 3
AnudETIN1TIY 433 | 0645 | wnfian 6
AUYAINT 467 | 0611 | wniign 1
AIUNTEUIUNTT 442 | 0633 | wniign 4
AUNBAIN 434 | 0645 | wnilgn 5
AT 444 | 0638 | wniign
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NA15199 3 szRuANEIAyYeIladdIuUTEANNIS

1%

msnana (7P’s) Inevisegluseiu 1niign lnelauumaing

o v A

fanudftygaan (4.67) uaza1usia danudAytesian

o

(4.30) Ineiisneazdun lukAas A uAIL
6.3.1) AUFUAT (Product) fneuuuuaouniulal

AudIAydadediulszaunianisnainninananis

Fndulag o v Ang N1 g N se 1AL TluraanIfe

v

sudnd (Product) lusesu snndige 13 5 4o Ae wandus
flndenldvainuangnsaiunudens Kandusumay
Usziniilmdenlivatesu vatevuin ndndueiiinisly
wieluladnsuandiviuaty nanfariiiumasguiusemis
NISUNNEY 19U BE. BN, WAy HANSUNINITHENIINLTINY
Ans3usonnIgIuaIna 1wu 150 Wudy

6.3.2) 771u51A7 (Price) fnounuuaaun1ula a1y
ﬁwﬁiyﬂﬁaduuﬂisaumqmimmmﬁﬁwasiamiﬁﬂauh%ya
nasaeivnsmsuwmd ATl ldluiosinda dusian (Price)
Tuszdu wndian i 3 9o Ae TAesndafusifieudss
viorndn simnans fimihendndausitinsiiauesiad
Wi aNUAMANYRINGATII Uar T1A1EANNERAATDS
fiu ns01ns Tetsdy suilouvedlsmeunatisyyliog
FaLau

6.3.3) /MUY NNITIIMUIEY (Place) FRBULUUADUNT
Iiliuddiadedinuszaumenisnaiadifinasenis
Faduladeru i sunmdiialdeildluiewise
Futomensiiving (Place) lusgdu wniign i1 3 40

a1

A fveanslunisdedelusuiuy Online wag Offline T

den Sreamdunsd@orundnauueaznnuazdii
e war msdsdeaudiinannuangisliiden

6.3.4) A1UNITANUATUNI9N15Y7¢ (Promotion) {nay
wuvaeualalimuddytaduduusyaunanisnaiaii

fnanoniseanduladerviunnianiswnngndlge9bolu

! a

POINFA AIUNITAWASUN19NI5V18 (Promotion) Tuseau

T P LY 1

wnfian s 6 Yo fe NauAdedralinaaedldau dn1s

v
v

Paualusiudunrungauiuusinaunsteluspasase 4

=

suUszanallunisatuayuianssunadninig dvesiisedn

zl

MumANIafi1e 9 Inslideyandndueinineitesedns

Aolled LarANNBANEUTRITEEELIAINITILATAR
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6.3.5) #1UyYAaINT (People) inauuuuasuniulily
AanudRyladuaulssaunniseainiinadenisdndula
Fovwdgimenswménidlieldluiesindga duynains

o

(People) Tusgu 1niign 4 6 o Ao wilnvuviedaug

° zl

Aol iAILULLLNS19aLRYALNEINUNAAN U9 NINITUY8E

' v
saa a

UywedURUSTA gnm Buuduuanla wiinouvefianudi
Tawaviolaldguagndn uazlinisusnisduednad wiineu
18TN1TAAAIUNANTITITNUNENTUNEIN1TV18 NN
eimaiideugninegisaiiiate uazwinauneannse
AnsialadgainuavaiusaUszaruauativayuualutdym
Tolueened

6.3.6) AMUNTEUIUNTT (Process) fAnaunuuaeunulali
anuddnydadediulsraumanmseanadifinadenisinauls
Fonustasimemsumdildeildutemindn dunssuns
n13 (Process) Tuszdu wnfign ¥ 6 4o Ao nsvurunssy
Tuddeldegnemnids nszuiumsinduenansiien dosld
ATURIUANYITAATINNIAT NTzUIuNsdduAlanTudu
ATINULIAT NTZUIUNTINAAUAINTIN U UAZADNAA DS
senudpen1sn1sldan nsruiunislunisdsdedianny
A9AAROINUVDITLUY E-Bidding Wazdinsipauduanpu
agnsnslunsdiiauddenundeme

6.3.7) aueeAlsEnaUN19nI180IW (Physical Evidence)
Aneunuvgeunulalinnudidgdadudiulszaunianis
naaTiinasionsinaulatenysaeimensumeailged
Toluesindn AuesAUsznoumsnenI (physical evidence)

I = o (3

Ao JusTeieNaneNILaLINWIAMAINYBIEUA

q

919 3 U

16 fussadmeinamunaziienan1siuinw wazsuwuy

WNAUTIIITITauseni st ukaznIBUTY

6.4) nsevalunIsiaUNINgaaulage (5A°s) LIVAMN N9
Msunngdlye 11 5luiese1invesnigusnITgun In

v lunIppeiusenideunie

T8 4 : sEuANUARTIA BT UNSEUINMSRUMd adulata (5A’s)

NFZUIUNMIAUNG X SD. | wlawa | dusu
Fadulade (5A%)

Aun1ssu3 446 | 0747 | wniign 4

AUNTFeRALR 455 | 0739 | wnilgn 2

ATUNITEBUDY 433 | 0748 | wniign 5




o ) A & 4 o a v o & , '
M1 4 : STRURMRATUN T UNSTUIUN SR LN AaulRTe (GA’S) ()

NITUIMITAUMS X SD. | wlawa | dudu

daaulade (5A’s)

Aun1sasilevin 451 | 0683 | wnilan 3

Aunsatuay a67 | 0705 | wnilgn 1
AT 450 | 0.653 | aniign

MNITNT 4 wudh sefuanuAaiuRsRUnTEUILNS
umsinaulade (5A’s) Tnesameglusedu wniian (4.50)
TnedlszdvanuAadiudeniu sumsatduayu snnfige @.67)
LAy Fun1saeum sERuAuALTuosTian (4.33) oy
fiwandenluuiasiu fel

6.4.1) AIUNIT5VF (Aware) ImauluuaB UM T
Anfiufefunssuiunmaiunsindulatie (5As) s
e sunmdnTisltluresindinvemmizsuinisgunw
seaunfglunanzfueenidewnile sunssui (Aware) lu
swduil Wudeannilge s 4 4o Ao nislésudeyaifeati
HandugannInaIuYIY N15lasutoyandndnanainns
TawanUszanduiusriiudesns quesuien nmsdududeya
wAnAneisefies waznislisuteyandndusianniitou
FIUNULALHUZIN

6.4.2) A1uUN1379gAlY (Appeal) §nauluuaaUnILd
sefUAmiiuAafunszUINMaAunsiadulade (5A%s)
nyfuginansunngiildoildluresiidnveaniag
uinsauamsgaunigluniangTuesnideunile A1unis
fagala (Appeal) Tuszsudl iiufesnniian W 3 ¥ fio

SAnfgalallondnduniainuaen ARITUAUABINT

'
= = a o

vosmanay $AnfsgalailondnSusituannsatunld
Uselomildlumheau Sanfspeladendnsusituinms
Fimsldanu

6.4.3) 1UN715a0UNIN (Ask) fnouLUUABUANAITERY
AofiuiAsafunszuaunisifiunisiadulade (54%9)
nYfusinsnisumganldeldlusiosindnveaniiae
UInsguanszaunigluniany Tueenideamile A1uns
aounty (Ask) lusgdudl iiudrunniian s 8 4o Ao
aaunuteyandndugianndnauviglagnss N1sAuMmM
ToyaiAvriundnsneinndumediin nsaeunudeya
\Reafundndusinuressiiuisnlily msaevawdeya

WNefunandugiannitousiney §3 vseridetviey 1013
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WU us1A1veINan A uNIINNagusEN 409
WiguiguamAInYrand e aInateusen 1019
Wiguieudsnnsvudmdniusiannratsusem waginig
WisuigunslmasAnanuangusem

6.4.4) mun15a3ler (Act) dmeuluudounuilTEay
AnuiuieafunsEuaunsiunsiaaulede (5As) nudns
nansunmdialdenililuiomidavesiasuinmsgunm

syaumpgluntaneTusendswnls A1un15a9ievin (Act)

v o & v =

TuseAu Wiumennign M3 4 9o fe dinmsdnduladenie

a o

ARSI TInswNLANNR N sTewtey nsdadula
Gontondniusininanngs fmsinduladentondnios
fiflsrmumanzaulnemsvelulauesandisudiousinn
wazinsinauladendonandusiafdadinisusnisuds
NNSVLVDINILNULABLT Y

6.4.5) Arumsaldvayu (Advocate) §ReukUUADUN
fiszduAniuisafunsruiunsiunsinaulade (5A°s)
nasasmanswmsitlgenldlutemsnvemiaeusnng
guamszruafgluniang fusenideamile Aunisatiuayu
(Advocate) Tuszsudi Lﬁué’hamnﬁqm W1 6 48 fip win
WUIMNAASUNTAUNINABAARDINUAIIUADINITVD
whenuagyinsindes wnflewelalundsasiazinnis

y v
o & o

dngog1 minwanelalunisusnisveantnauwigazinnis
Fadodn mnnuiwdasueidauninaonadosiuaan
fDIN15VINUI89TUITTIN1SUBNAE Nanfanelaluy
AR Susiazyinsuendeifieusinnunselnsetievesvin
wazundieanalalunisusnisveaninauaneasinnisuen

FRLNDUIIUIIUNIDLAS B8V

6.5) N1SNAFOUANUAFINAITIVY
auufgIud 1 Yadudrudszaunienisnain (7P’s) dwa
#an159AAULITDLIVAUNNIANTENNENT LB 9 b0 b U B

HAnTemlIBUIMIgunmsziunRslumeans Jusenideanile

A5197 5 : ANED A bA-anens

Chi-square df Sig.
Step 37.041 32 0.028
Block 37.041 32 0.028
Model 37.041 32 0.028
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PNeTRT 5 WUt anadnla-awas Wity 37.081 (Sig =
0.028) Fatfenin 0.05 veuFuaunAgIuses Ao Jadedau
Uszaun1an1anana (7Ps) Suadenisdndulateinssdus
e sumdiTiseildluiesidinvemiisuinisaunin
seaunfegiluniangueenideaniie 1Nnan1TIATIER
nsanneuladafn (Logistic Regression Analysis) f991574
76

1NASN 6 WUINTI WU 4 fwUs bawn N15FITe

Y]

duaniivainuaneislmaen JFuAdleg19linnaadbtau
nifnauvednyveduiusng anm duuduuiula uay
NINIUVBTNITRANIUHANT LTI UNAA TR NSIN15UE

Faladudrulseaunianiseainidmanani1sindulade

nedugiansumdaildeildluiewirdnvemuie
Uinsaunnsziuafegilunians fusonidounie i
91nve 4 Fauusilennariurenisiinnisinaulade
nefugniansunmdiildeildluiowidnvemiie
uinsavnmszauafgluniangiusenideaniieligneies
Sovaz 92.30 sanandlum1sedt 7

auudsIui 2 nszuILMaRuneinaulate (5A’s) dewa
senmsiadulatenuiasinamsumdialdeildlutesingn
YRMUILUINTAVNMIEAUARElUN AR Tupandurile

o al'
PNMITINN 8

a

) LYl = ' v a & v e el | v o
713797 6 : Yadwduuszauniansnann (7Ps) dnanenisanaulafionaiusinienisunngndlvealdlutewide

YowmiuInIsguANsERunfeiiluniane Tuseniduunile

Padudrulszaumensaanaiiiinarenisindulede B S.E. Wald df Sig. Exp(B)
nYsusasunefaldeiildlutaswinga

1. mydededuiiinannvangisiiaden 1.194 0.480 6.195 1 0.013* 3.301

2. faudmeglimaassldau -0.831 0.476 3.050 1 0.031* 0.435

3. wifnaumefuyveduiusiia gnim Buuduudula 1.164 0.517 5.066 1 0.024* 3.202

4 WINPT AR INNAN TN UNARA IR IN 15U 1.181 0.473 6.226 1 0.013* 3.257

PV t1

M15NN 7 : MITUNNGUEMIUARTIITIRUAINEIN S0l

nsanduladerivsaginmenisunndiilden

nldluiesivinvamiigusn1sguaInseaiu

GHIRGERN .. . o A SouazvaInlNugndas
aReniilunianziueanideanie
Taisulade aulade
Step 1 msinauladoneios | liaulade 1 30 3.20
Man1suneadlae aulads 1 268 99.70
37U 92.30

M3 8 : Aedinla-aumsitonedeunstuaumsRuimsiadLlate INANST 8 WU AradRRlA-aums Windu 41.028 (Sig =

Chi-square df Sig. 0.017) Fstoundn 0.05 vousUANNAFIUTES AD NSTUIUNS

Step 41.028 24 0.017 Wunansdnauladeiinasenisdnduladeonvinsinims

Block 41.028 24 0.017 wwdnfilgefilluiesifnvesmissusnmsagunimssdiu
Model 41.028 24 0.017 I o a4 - )

aRegilunansTussnideanile namsinszinisanaey

Ta3afin (Logistic Regression Analysis) ﬁiqﬂﬁﬂmiwﬁ 9

30
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A519% 9 : NSTUIUMSIAUNINSAnaulateniinanenisinaulate

nszuauMsiumensiaduladeiinadenisindulagenvineinsmsunnda B SE. | Wald | df | Sig. | Exp(B)
flagildlutowinga

1. lésudeyaiienfunedusimansunmdfiflgenanwinauuie -1.370 | 0.645 | 4513 | 1 | 0.034* | 0.254
2. finswsuifisunavesnadasimensunmsfaldeainuate usen 0.727 | 0.442 | 2700 | 1 | 0.010* | 2.068
3. fmsinauladentenasausimnsumdailseitisaimnzaulnonisvely 0.047 | 0424 | 0.013 | 1 | 0.011* | 1.954
lEUeIIALUSBUTIBUTIAN
4. mﬂwudﬁuﬁnﬁ@mmwaaﬂﬂﬁaaﬁummﬁmmsmawu";mmmsﬁnmiﬁﬂ%@%ﬁ 0.029 | 0472 | 0.004 | 1 | 0.045% | 1.971
5. ynflmelslududuaznsusnisvemdnaueasyinnsnges 0.029 | 0.461 | 0.004 | 1 | 0.045* | 1.971
6. INNNUIFUAMTAMNINADAATDITUAIINABINITVBIMIEINUILYIINITUBNAD -1.008 | 0.475 | 4510 | 1 | 0.034* | 0.365
Wousinunsowdetgvesin
7. minfanelaludufuarnsuinsvesniinnuaeasyhmsuendefiousinnuvie | 1.107 | 0458 | 5830 | 1 | 0.016* | 3.024
LASBY1LVDIWINY

INA15197 9 WU NTLUIUNITHAUNIGAFULITD  929I1nN159nT091 infianalaludumiuasn1susnisves

(5A7s) Ndanasiansindulagerivdmusinianisumdndly  wiinau18aEiInIsInges MinwuItduAlamnIn

gnldluresidnvemtisuimsguainsedunfglunia  a@epndediuAufeINsYewmthenulzYiINITUBNFaltoy

v

ALTUBDNLAYWTIED 31U 7 HUs bawn tasudeoua

U

FIUUNTBLATDUNEVBIVINUY WINTanalaluduAILaEnIs

LEINULIBAUNNIINITINNENT 191 nnEnaIuYIe 3ns
WSHUWig Us1AUB BN NN SR TN nuane

Us¥n TInsanduladendanvdneinisniswngnilaenng

USNI5VBINUNINUII8ALIINNITUBNFRDLNDUTINITUNT D
LASBUIBVDIVINUTILINNG 7 AruUsilaniaviiuienisiia

N159nAULATDLIVA NN TN NT YN G LU BIN G A

TawnganlaensvelulaueAUTeuiieuTIm vin vesmilguInsaunnseaunfluniany Tueenideamile

nuhduilinunmaesaadesiuanudiemsvemiieny  lagndesdesar 92.80 Am1319H 10

15799 10 : MsTunngudmSuAIWRSsuAmeInTalvenTEUIuM RN 1INIindulatie (5A’s)

wan1swensal
nsanauladaivimsimenisuwngnildenldly .
L . . . Y - fauavvaeniny
GRIRGERN Houifinvasmiisusmsguamszaunfegilunia .
. L. aneias
neTusaniduawiie
lsiaulada aulade
Step 1 | msdrdulatenviueg | ldaulade 3 28 9.70
Nansunngnileeni
Telurestinfinvasmule
Vimsguamszy aulade 1 368 99.70
aRgqiluna
£ a s
priupanidsanile
39U 92.80
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6.6) HaNISANYINAYNENITAA IR BL NN YT
nmsunndidlveildluowihinvesnieuinisgunim
seAunReniluninne fusanideunile

6.6.1) Nan15ANIENINKINGOUALY (PESTE Analysis)
MAgaTeeivgsAnAgItuRTSaeiNIn SUNN ATl
lusioeirdin

1) frumadiosazngmne nsiulavesgsiatuegiv
N139818AIVBINITUTNITAUAITITUAVRATNTAT ALY
31n01A55 Uagduenaivnssuigineiniansunnglasy

[ [

nisatduayuainninigedradugusssuuindu i

| a

ddnauanznssunisduasunisasyu (80N Iaglans
Usslowinendfuinasmu Snisgraivnssueiosie
wnddadunds lungugnanvnssutimnelvivesnindg
(New S-curve) Aiflunuatvayunisasyuluiiuiiszides
\swgiafitaunnAn fusen (FEC) ilosesiurtmanenis
\Dugudnanamanisunmduaznsdsesniaiosdiounmdly
fruszmmiiouthu (CLMV) fifiasioanisaudidssinni
1NTU WoNIING ukuALLATYTR LA IANLYR Aty
7 12 (n.a. 2560-2564) Ifiin1sivuaiamddunsdaady

a o A & A o o 9 5§ a =
Na(ﬂLﬂi@ﬂll@LLW‘V]ElL‘W@I‘VIﬁ@@ﬂa@ﬂﬂUEJV]ﬁﬂ']ﬁ(ﬂTU’W] 20 U

a3

ewmuliusemalne 1ugudnanamsfugunind
wisduivuuUszma Tnglddnenimainuudawnsasin
UInsfuguamuesseine tiefaganasinvieiiodli
Wumadian wesuuinsaunsnaieneldidngussime
Fuvzdanaliigmamnssuivinginianisunngaisilyen
AsoUAqUTASDsTTauNmELazgURTalININTUNMER]

L
£

Arvg
Wiulasiaillos mun1siinduresdruiugUisuazggeeny
wagilosniludumnsnduianudrdyreianisnnu

U NMsTMUIELYAUNToYaAmMINSWIMENTTlYen

v
v

WULALTITUINATE SR NNANTANFULURDINIINITUNNE

q q

v
= =
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Abstract

Tiktok live steam shopping is novel form of social commerce popularity toward global consumers. Moreover,
impulsive purchase behavior is crucial to understand consumer decision process, deeply consumer insight for
sustainable competitive advantage and competitive tools for developments of social media marketing strategies.
The purpose of this study is to examine antecedent factors influence of Tiktok live impulsive purchase behavior
among young adults and senior consumers. This study based on theoretical of Stimulus-Organism-Response (SOR)
paradigm with Mehrabian-Russell model to develop hypotheses and conceptual framework. The various stimuli
variables proposed with perceived promotion, price, perceived quality, perceived usefulness, perceived trendlines,
perceived interactivity, and perceived enjoyment effected toward customer satisfaction and impulsive purchase
behavior. The focus group discussion results designated that perceived promotion, perceived enjoyment and
perceived quality were important as key antecedent factors influence overall satisfaction toward Tiktok live
impulsive purchase behavior. Additionally, Tiktok live impulsive purchase behavior were different among two
groups. For young adult consumers, perceived trendlines, perceived enjoyment, perceived interactivity, perceive
promotion and perceived quality was found to be essential factors that enhance satisfaction toward Tiktok
impulsive purchase behavior. For senior consumers, in contrast, emphasized perceived price, perceived promotion,
perceived quality, perceived usefulness, perceived enjoyment effect toward satisfaction of Tiktok impulsive
purchase behavior. The study contributes knowledge to understand consumer insight to understanding of S-O-R
theory application in Tiktok live-commerce context, and enriches research antecedent variables of impulsive

purchase behavior based on formation mechanism toward managerial implication.

Keywords: Impulsive purchase behavior, Mehrabian-russell model, S-O-R framework, Tiktok
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. INTRODUCTION

Nowadays, the rapid changing of technology has
change consumer behavior especially online impulsive
purchase behavior after global pandemic of COVID-19,
important toward daily live of new commerce platform
(Sharabati et al., 2022). Social media has spread globally,
tremendous growth continuously across various industries
as health, education, marketing (Shipps & Phillips, 2013).
Various people employ social media for business, social
purpose, entertainment, escape from boredom (Herna,
2022). Especially, Tiktok is one of the social media fast
growth as largest use platform in 2022 (Kemp, 2022),
high share, high follower and standout from other social
media (Sharabati et al., 2022).

Tiktok is tremendous growth in globalization respectable
high potential rate throughout Asian region. With the
new normal lifestyle of consumer behavior, customer
is challenge new demand application of live streaming
social media platform especially Tiktok. Additionally,
Tiktok has various function with live streaming commerce
as new social commerce model (Hossain, 2022). Tiktok’s
Live streaming shopping is novelty online social commerce
that popular enhance new experience among Thailand
consumers since COVID-19 crisis. Since live streaming
commerce is a new social commerce model (Lee &
Chen, 2021). Nowadays, there was a rapid of increasing
phenomenon social media challenge with high popularity
among adolescents and youth consumer (Roth et al,,
2021). The impact of TikTok on impulsive purchase
behavior can vary between young adults and senior
consumers due to differences in their demographic
characteristics, preferences, and digital behavior. This
study aims to investicate the impulsive purchase
behavior between young adults and senior consumers

after consumers interact Tiktok.
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Il. PURPOSE OF THE STUDY
1. To develop conceptual framework and analyze
various antecedent factors influence Tiktok impulsive
purchase behavior
2. To investigate and compare Tiktok impulsive
purchase behavior between young adults and senior

consumers.

IIl. LITERATURE REVIEW

Mehrabian-Russell model is one of the most cited
by marketing scholars as influential model (Kim, Lee, &
Jung, 2020) firstly developed in 1974 that based on
S-O-R paradigm that described effect of physical
environment to human behavior (Liu & Jang, 2009).
There are three elements of S-O-R ie. stimulus
taxonomy (S), a set of psychological factors in the mind
of the organism (O) that take the role of the mediating
variables, and the taxonomy of responses (R) were
emphasized. The Mehrabian-Russell model exposed
that the environment stimuli (S) impact the customer
emotion stated (O) and drive behavior response among
consumers (R). This study extended Mehrabian-Russell
model by integrating various stimuli and applying in
social commerce context to explain consumer behavior
especially predict impulsive purchase behavior.
A. Impulse Purchase Behavior

Impulse buying is the essential phenomenon in
predict consumption behavior as the crucial source
contribution of profitability (Chen, Wang, Rasool, &
Wang, 2022), enhance firm performance (Princes, 2019).
Marketers has concern to enhance sale volume among
consumers with impulse buying (Tanveer, Kazmi, &
Rahman, 2022). Impulse purchase behavior is unplanned
buying. (Magsood & Javed, 2019), spontaneous purchasing,
stimulus with the emotion reaction and instantaneous
purchase procedure (Beatty & Ferrell, 1998). Urge to
buy impulsively is types consumption behavior toward

unplanned with consumer’s emotion. (Song, Chung, &
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Koo, 2015), quickly and unexpectedly with strong urge
to purchase good with emotion (Diani, Jatnika, & Yanuarti,
2021). When consumers experienced impulsive buying,
they will impression with a negative or positive mood.
(Diani et al., 2021)

It is essential for marketer to boost impulsive purchase
behavior toward managerial perspective beneficial to
enhance firm performance (Princes, 2019). This study
based on online Tiktok live impulsive purchase behavior
toward spontaneous desire toward consumer decision

to purchase product with various stimuli of S-O-R paradigm.

B. Perceived Promotion
Sale promotion define as incentive tools use for short
run effect to boost up sale volume and transaction
such as coupon, contest, premium and discount (Kotler
& Armstrong, 2020). In store sale promotion provide
benefit to enhance sale volume as important retail
strategy (Haryanto, Wiyono, & Hastjarja, 2019) Various
sale promotions have impact toward spontaneous
purchase which described as free delivery, free coupons,
discounts offered attractive toward consumer for swift
suddenly purchase (Tanveer et al., 2022). Promotion is
one of communication marketing activity to convince
the potential consumer toward satisfaction and
impulsive purchase behavior (Tecoalu, 2021) variable in
the marketing mix significance. Perceived promotion is
one of key marketing stimuli of 4Ps in the marketing mix
element, utilized by firms offer clients greater
satisfaction (Nawaz, 2018), directly to influence toward
impulse purchase behavior (Tanveer et al., 2022).

The goal of product promotion is to stimulate
immediate encouragement consumer purchase habits
(Tanveer et al., 2022). Previous scholars indicated about
perceived promotion strategy, cashback promotion
positive and significant effect on customer satisfaction
toward electronic money users service (Hasyim & Ali,
2022; Tecoalu, 2021),

apparel product purchase
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(Fathurahman & Sihite, 2022) online website hotel room
booking (Lesnussa, Mao, Lin, & Shih, 2021), online Lazada
consumer shopping (Nawangsari, Clara, & Wibowo, 2020)
and offline store (Tanveer et al., 2022) The attractive
promotion strategy enhances overall customer satisfaction
toward transportation platform and online store (Nawangsari
et al., 2020; Tecoalu, 2021), direct enhance toward
impulsive purchase behavior (Tanveer et al., 2022)

H1: Perceived promotion is positively relate to satisfaction

of Tiktok impulsive shopping

C. Perceived Price

Price is one of the marketing mix elements that effect
toward consumer decision toward purchase product
(Laosuraphon & Nuangjamnong, 2022). The price perception
indicated that consumers essentially concentrate a fair
price and logical price (Haryanto et al., 2019) Good price
of product enhance satisfaction among Lazada customers
(Nawangsari et al., 2020; Haryanto et al., 2019), provide
opportunity to satisfy loyal customers (Syah, Alimwidodo,
Lianti, & Hatta, 2022). In online marketplace, consumer
has expected lower price toward streaming shoppins.
There is a positive impact of price of the product on
consumer’s satisfaction for impulse buying. (Magsood
& Javed, 2019; Syah et al., 2022).
HZ2: Perceived price is positively relate to satisfaction

Tiktok impulsive shopping

D. Perceived Quality

Perceived quality has described with product quality,
performance, reliability, durability and product beauty
effect on satisfaction of Lazada commerce platform
(Nawangsari, et al.,, 2020). Previous scholars indicated
that eood quality of product image effect toward
satisfaction in the eye of consumers and high product
quality available toward store (Magsood & Javed, 2019).
H3: Perceived quality is positive relate to satisfaction

of Tiktok for impulsive shopping



E. Perceived Interactivity:

The concept of interactivity play the essential role
in network environment, online web linkage and social
media site. Perceived interactivity is defined as the
ability of users to alteration the content and form of a
mediated environment in real-time (Do, Shih, & Ha,
2020). The online platform has key of aspect interactivity
in social commerce especially Tiktok live channel.
Perceived interactivity was proposed by marketing
scholars and communication literature based on control
over the exchange communication information among
website and visitors, among visitors and community
(Shipps & Phillips, 2013).

Perceived interaction allow parties interaction one
to one and one to many toward online scenario toward
different website feature, change information among
brand and consumers (Godey et al,, 2016). Previous
scholars revealed that perceived interactivity positively
influence toward customer satisfaction toward social
media based on TAM model (Shipps & Phillips, 2013),
in using the E-wallet (Lee, Gan, & Liew, 2023).

H4: Perceived interactivity is positively relate to

satisfaction of Tiktok impulsive shopping

F. Perceived Trendlines

Trendiness defined as the term of new, latest,
trendiest information toward a product and brands
(Godey et al., 2016). Previous scholars revealed that
increase trendiness in Tiktok application will enhance
satisfaction among users (Sharabati et al., 2022).
H5: Perceived trendiness is positively relate to

satisfaction of Tiktok impulsive shopping

G. Perceived Usefulness

Perceived usefulness is designated as “the degree
to which a person believes that using a particular
system enhance his or her job performance” (Davis,

Bagozzi, & Warshaw, 1989). Especially, the individual
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has expectation to adopt new system to development
of job performance. Han and Sa (2022) revealed that
perceived usefulness of online educational classes has
positively related toward overall satisfaction of university
students.

Hé: Perceived usefulness is positively relate to

satisfaction of Tiktok impulsive shopping

H. Perceived Enjoyment

Perceived enjoyment is a form of hedonic inspiration
with emotion state of fun and joyful (Lew, Tan, Loh,
Hew, & Ooi, 2020). Perceived enjoyment refers to
consumer feel pleasurable toward online live streaming
shopping as the happiness. The pleasure experience of
enjoyment has significant effect to customer satisfaction
of facebook live stream shopping (Laosuraphon &
Nuangjamnong, 2022). The hedonic consumption with
good enjoyment emotion with beauty product (Tanveer
et al., 2022)
H7: Perceived enjoyment is positively related to

satisfaction of Tiktok impulsive shopping

I. Customer Satisfaction

Customer satisfaction is essential and play central
role in marketing as predict various purchase behavior
(impulse purchase, purchase intention, loyalty intention).
Customer satisfaction described with total utility which
customers had received from total units of consumption
specific service and product (Magsood & Javed, 2019).
Moreover, consumers have favorite good to provide
greatest level of overall satisfaction. Satisfaction is
defined as “the psychological or emotional state
resulting from a cognitive assessment of the gap
between the expectations and the actual performance
of an E-wallet” (Natarajan, Balasubramanian, & Kasilingam,
2018). Customer satisfaction is defined as consumer
evaluation of a service and product grounded on time

to time consumption and buying experience, performance
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meet customer expectation. (Alam & Yasin, 2010; Syah,
et al,, 2022). Additionally, High educational satisfaction
produces higsh acceptance intention among university
students (Han & Sa, 2022). Customer satisfaction has
positively effect to consumer impulse purchase
decision toward retail in Vietnam (Tran, 2020).

H8: Customer Satisfaction is positively relate Tiktok

impulsive purchase behavior

J. Key Antecedents and Impulsive Purchase Behavior
Various product promotion has effect on the stimulus
spontaneous purchase which described with free
delivery, special discount, free coupons offer to attract
the customer to a unexpected purchase toward offline
beauty product (Tanveer et al., 2022). Sale promotion
have a positive significant consequence on impulsive
buying toward online fashion platform (Sritanakorn &
Nuangjamnong, 2021) and offline beauty product
platform (Tanveer et al., 2022). Haryanto et al. (2019)
indicated that the perception of price fairess, logical
price, reasonable price has directly enhance consumer

urge to impulse buying The results indicate that

Stimuli (S)

Perceived

Organism (O)

impulse buying behavior has influenced by consumer
perceptions of logical prices. The more consumers
perceive that the price of the product is reasonable,
the stronger the urge to impulse buying.

Perceived enjoyment is emotional response state
that significant linkage toward online impulsive buying
with enhance user experience toward E wallet (Lee et
al,, 2023). The hedonic consumption needs direct
positively stimulus purchase impulsiveness toward
travel website. (Chih, Wu, & Li, 2012). Consumers
perceived that pleasurable experience causes them to
engage in spontaneous purchasing (Moreno, Fabre, &
Pasco, 2022). Perceived enjoyment direct effect with
impulsive purchase behavior towards e-tailing sites
(Karim, Chowdhury, Masud, & Arifuzzaman, 2021),
Consumer has enjoy toward online browsing with
enhancement pleasurable  shopping experience
(Moreno et al,, 2022). Additionally, Previous scholars
revealed that perceived enjoyment has positively

direct influence impulse buying using an E-wallet

toward Malaysian consumers (Lee et al., 2023).
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Figure 1: Conceptual framework and hypotheses.



Perceived usefulness has significant positive relation
toward impulse buy toward E-wallet online shopping
with digital payment (Sari, Utama, & Zairina, 2021).
Previous scholars propose various of marketing stimuli
(Karim et al., 2021), perceived promotion (Sritanakorn &
Nuangjamnong 2021; Tanveer et al.,, 2022), perceived
price (Haryanto et al, 2019) perceived enjoyment
(Moreno et al., 2022), perceived usefulness (Sari et al,,
2021), influence impulsive purchase behavior
H9: Perceived promotion (H9a), perceived price (H9b),
usefulness (H9c) and perceived enjoyment (H9d) have

positively effect Tiktok impulsive purchase behavior

IV. RESEARCH METHODOLOGY

This study base on focus group discussion which is
qualitative method to explore customer deeply insight
and stimulate idea toward key antecedents of Tiktok
Live stream impulsive purchase behavior. The two focus
group discussion were conducted from ten participants
per group. Participants were current customer who
engage to Tiktok live stream shopping commerce from
different group of young adults and senior consumers.

Convenience sampling method was applied to select
the participants and randomly grouping. According to
Johnson and Christensen (2004), 6-12 participants is an
appropriate number for a focus group.

Participants were asked over questions that based
on key antecedent factors of Tiktok live impulsive
purchase behavior. Why do you engage impulse purchase
products toward Tiktok live stream shopping? What are
the key antecedents factors influence overall satisfaction
and impulsive purchase behavior toward Tiktok live
stream shopping?

Content analysis was conducted to determine the
content of qualitative data to understand the prevalence

of specific keywords or terms.
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V. RESULTS
The finding of focus group discussion revealed that
young adults focus on the perceived trendiness as the
most important antecedent factors, followed by
perceived enjoyment, interactivity, perceived promotion
and perceived quality. Young adults were primary
concern of trendy product, novelty experience and
innovation as newness to enhance impulsive purchase
behavior. Especially, young adults has stimulated by
enjoyable experience of hedonic browsing toward
Tiktok live social commerce, interaction with the sellers
and share live to friends. Tiktok was served platform for
young consumer to share with the attractive sale

promotion, good product, good quality of content.

Table 1: Key Antecedents Factors influence on Satisfaction for

Tiktok Live Impulsive Purchase (Young Adults Consumers)

Key Antecedents influence on (Rank from the most
Satisfaction for Tiktok Impulsive important to less
purchase (Young Adults Consumers) | important)
Perceived Trendiness 1
Perceived Enjoyment 2
Perceived Interactivity 3
Perceived Promotion a4
Perceived Quality 5

Table 2: Key Antecedents Factors influence on Satisfaction for

Tiktok Live Impulsive Purchase (Seniors Consumers)

Key Antecedents influence on (Rank from the most

Satisfaction for Tiktok Impulsive important to less

purchase (Senior Consumers) important)

Perceived Price 1

Perceived Promotion

Perceived Quality

Perceived Usefulness

| P WVW|DN

Perceived Enjoyment

From the table 2: the finding revealed that senior
consumers have primary concern on perceived price
the most important, followed by promotion, perceived

quality, perceived usefulness, perceived enjoyment to
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enhance satisfaction and impulsive purchase behavior.
Social commerce operators should focus on online sale
promotion with price based value among senior
consumers. Especially, marketers provide various high
quality product with usefulness, multiple function, good
product performance, product durability, enjoyable
experience among senior consumers. Additionally,
Perceived promotion, enjoyment and perceived quality
are primary concern among two groups to enhance

impulsive purchase behavior.

VI. CONCLUSION

Tiktok live streaming has created new shopping
experience and growth potential channel platform. The
finding has provide new opportunity and discovered
the process of impulse purchase behavior based on
S-O-R  model of environment stimuli as key
antecedents toward customer satisfaction with new
consumer impulsive behavior. As the new trend of
consumer lifestyle, online social media platform vital
to enhance impulsive purchase behavior among young
adults by develop trendiness product and service,
enhance enjoyment experience, boost up perceived
interactivity, attractive online promotion and perceived
quality product and content. Additionally, It was a good
opportunity to enhance satisfaction and boost up
impulsive behavior among senior consumer by focus on
perceived price, eye-catching promotion, superior quality,
perceived usefulness and enjoyment. Senior consumers
have major concern on the price based and gorgeous
promotion toward Tiktok live social media platform.
A. Implication

Understand consumer impulsive purchase behavior
is vital for social media operators to enhance competitive
advantage and sustainable growth over competitors.
The practical implication has contributed insightful

knowledge toward various sectors as online retail

industry, restaurant, hospitality industry and social
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media commerce. The social media operators should
boost up online marketing team by integrate live stream
platform enhancement impulsive purchase behavior
toward young adult and senior consumer. By integrate
various social media platform merging together such as
facebook live, tiktok live, instagram, youtube live channel.
The power of live streaming commerce has generated
a billion revenue toward global consumers. Specially,
tiktok live streaming commerce has empowered the
various business owners such as the startup company,
SME, medium size firms, to promote product and
service globally.

Marketers should concern on stimulating online
impulse buying in the Tiktok live stream as the novelty
experience and innovative phenomenon, enhance
enjoyment experience, concern product and content
quality. For young adults, marketers should enroll
marketing campaign with stimulus emotional such as
sensory marketing base on enjoyment experience,
trendiness and interactivity. Live stream merchants
should interact from consumer time to time and
generate virtual closeness live with special promotion
toward young adults. For senior consumers, marketers
should focus on the reasonable as cognitive toward
perceive product price, promotion and perceived
quality toward enhancement customer perceived
value-add strategy. Live streamer should emphasize on
special sale promotion and price based important
environment cue to stimulus toward impulsive
purchase behavior. Especially, various sale promotion
activities should deliver toward customers such as cash
discount, free delivery, free ¢ift, flash sale on Tiktok live
streaming. The finding has contributed benefit to social
commerce operator to enhance revenue, profit toward
Tiktok live streaming platform, with the new insight
enhance competitive advantage and growth over

competitors.
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Table 3: List of key factors influence satisfaction toward impulsive purchase behavior (Young Adult Consumers)

Key Factors R1 R2 R3 R4 R5 R6 R7 R8 R9 R10 Total
Perceived promotion X X X X X X 7
Perceive price X X X X X X 5
Perceived quality X X X X X X 6
Perceived usefulness X X X X 4
Perceived trendlines X X X X X X X X X X 10
Perceived Interactivity X X X X X X X X 8
Perceived Enjoyment X X X X X X X X X 9
Customer satisfaction X X X X X X X X X 9
Impulsive purchase behavior X X X X X X X X X X 10
Table 4: List of key factors influence satisfaction toward impulsive purchase behavior (Senior Consumers)
Key Factors R1 R2 R3 R4 R5 R6 R7 R8 R9 R10 Total
Perceived promotion X X X X X X X X X 9
Perceive price X X X X X X X X X X 10
Perceived quality X X X X X X X X 8
Perceived usefulness X X X X X X X 7
Perceived trendiness X X X X 5
Perceived Interactivity X X X X 4
Perceived Enjoyment X X X X X 6
Customer satisfaction X X X X X X X X 8
Impulsive purchase behavior X X X X X X X X X 10

However, there was some limitation as this study
was conducted from the qualitative research with focus
group discussion. Therefore, the future research should
concern on quantitative with statistical analysis base on
questionnaire survey among consumers toward online
impulsive purchase behavior toward various social
commerce platform such as Facebook live stream,

Instagram and YouTube channel.
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Abstract

The objective of this quantitative research was to study the influence of platform quality, adoption and use of
technology, and digital satisfaction on the intentions of buying electronic books (e-books) through consumer
application channels in Bangkok. The tools employed in the research were online questionnaires and data collected
from sample groups who had been making purchases through online applications (400 people in Bangkok). The
statistical measures used for data analysis included frequency, percentage, mean, standard deviation, and skewness.
A structural equation model was utilized for the analysis.

The findings are as follows (1) Platform quality has a positive and direct influence on digital satisfaction. (2) The
adoption and use of technology have a positive and direct influence on digital satisfaction. (3) Digital satisfaction
has a positive and direct influence on the intentions of buying e-books (e-books) through consumer applications

in Bangkok.

Keywords: Digital satisfaction, E-book, Intention purchase, Platform quality, Technology acceptance and use
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Variant Mean SD Min Max SK KU Var Meaning
PLQ 471 0.38 2.67 5.00 -1.95 4.71 0.27 N
REC 471 0.42 2.67 5.00 -0.05 6.40 0.30 N
UFN 4.69 0.36 3.25 5.00 -1.81 3.82 0.27 N
Sl a.17 0.72 1.00 5.00 -1.21 1.01 0.96 N
RSK 4.51 0.51 2.67 5.00 -1.52 1.75 0.69 an
ATT 4.73 0.43 2.00 5.00 -2.65 9.75 0.31 mnﬁqm
DGST 4.54 0.37 2.57 5.00 -2.04 5.73 0.62 an
B 472 0.42 2.50 5.00 -2.31 6.66 0.32 N
(n=400)
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A1997 3 : AEDALARIAINNADAAA DIV UUTIARIENNTIATIAS

Factor Effect DGST B

Factor DE IE TE DE IE TE

PLQ 2247 - 2247 - 218 .218%%
UTAUT .820%** - .820%** - 199%** 199%**

DGST - - - 974 - 974

Chi-Square=187.452, df=159, Zz/df =1.179, p-value=.061, GFI=.967, CFI=.997, RMSEA=.021

Variant PLQ1 PLQ2 PLQ3 PLQ4 PLQ5 PLQ6 PLQ7 PLQS8 PLQ9
Validity 0.742 0.747 0.791 0.751 0.788 0.767 0.806 0.770 0.766
Variant REC UFN SCl RSK ATT DGST1 DGST2 DGST3 DGST4
Validity 0.650 0.612 0.579 0.154 0.683 0.300 0.241 0.239 0.202
Variant DGST5 DGST6 DGST7 1B1 1B2 1B3 B4 IB5 1B6
Validity 0.820 0.366 0.295 0.811 0.834 0.818 0.800 0.770 0.771
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Correlation Std. Regression Coefficient | Conclusion
PLQ = DGST 0.218% fna
UTAUT — DGST 0.799% fna
DGST —* IB 0.974%** finag

*p < 0.05 *p < 0.01 *p <0.001
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Abstract

The purpose of this research was to investisate Monodzukuri Personnel Development and Japanese
Communication (Ho Ren So) on The Performance of Production staff in The Air-Conditioning Industry of Japanese
Enterprises. This quantitative research was conducted using a questionnaire as an instrument to collect data from
Production staff in the Air-Conditioning Industry of Japanese Enterprises 400 samples were selected by stratified
random sampling. Data were analyzed using frequency, percentage, mean, standard deviation, data screening,
confirmatory factors analysis (CFA), and structural equation modeling (SEM) using path analysis.

The analysis results showed that Monodzukuri Personnel Development Japanese communication (Ho Ren So)
and work efficiency were very high with averages of 4.27, 4.23, and 4.22 respectively. The causal structural
relationship model of The Air-Conditioning Industry in Japanese Enterprises showed a well-fitted Chi-Square =
187.180, df = 29, Chi-Square/dt = 6.454, p = 0.000, CFl = 0.956, GFI = 0.911, AGFI = 0.831, RMR = 0.015. a coefficient
of 0.68. The research result showed that Monodzukuri personnel development directly affects operational
performance by 0.12 and Japanese communication (Ho Ren So) directly affects operational performance by 0.75.
The research results also found that Monodzukuri personnel development indirectly affects operational
performance through the mediator variable Japanese communication (Ho Ren So) by 0.44 and total effects by 0.56.
Therefore, the organization should increase operational skills for enhancing operational efficiency by improving
operational skills to improve their work efficiency establish a Japanese communication culture (Ho-Ren-So) transfer

work methods to all employees, and putting them into practice to enhance sustainable performance.

Keywords: Japanese communication (Ho Ren So), Monodzukuri personnel development, The performance of

production staff
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Abstract

The purpose of this research was to study the influence of male artists as cosmetic product presenters on
Brand equity, brand credibility and Relationship continuity expectation of the brand among consumers in Bangkok
Metropolitan Region. with brand credibility as an intermediate variable. This research is quantitative research. A
survey was conducted using questionnaires from people who had previously purchased a cosmetic product
presented by a male artist. Total 300 people. Descriptive statistics were used: percentage, mean, standard
deviation. and inferential statistics which were analyzed by Simple Linear Regression, analysis of intermediate
variable via Regression and mediation test via Process Macro.

The results showed that the credibility of male artists had a positive influence on brand value. and the
credibility of male artists (Celebrity Credibility) had a positive influence on Relationship continuity expectation of
a brand. And the total influence value decreased from 0.813 to 0.587 with a statistical significance at the 0.001
level indicating that brand credibility is an intermediate variable that influences partial mediation between
credibility of male artists and Brand equity. And the total influence value decreased from 0.755 to 0.460 with a
statistical significance at the 0.001 level indicating that brand credibility is an intermediate variable that influences

partial mediation between credibility of male artists (Celebrity Credibility) and Relationship continuity expectation.

Keywords: Brand credibility, Brand equity, Celebrity credibility, Relationship continuity expectation
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e

Fesmnuiageladunuaniiviivesynnaiidoides davand
anunsadudivaslunisiagals wasliutinlaliguslaaiu
wndnavlatondn e mudadunsdnadiliinnwdneal
ArvewmanSuainionsdudiinaue (Passomnun Anek-
thammakul, as cited in Chotika Viboonsiriwong, 2018)
N9 Kahle and Homer (1985) I§nd1ain n1sld
frinauedud flguiminfiy ansofagaligusion
opnTdwswiundnfusiigninaue Inglifesendotoya
Tunsdndulaunntdn GanslaiiTedesifauindiega
Taaggaeltutinliguslaafnanusslatondnfusild
wnnmsthyanasssunvlusthiauedud

o 14

ANLdOnAdDITUYEINEN I Lavyurraniitaides Tu

a

msgeusunmanualvesyarafiivededlunmaduiiuses

Hansde Fan1ssusedlagyupmaiiivelduavannsaliuiing
Tguslaedlalundndoe waveradudnmisiianunsaly

£

fuslaanduandedild (Kahle & Homer, 1985) a2l

U

v ' '
o aaa

Wndediotuteilusesddyd wiuyanaiiiitodos nsiz
yanafidideidusasgnuesinduunasdoyaildsunny
Wndeio Wugiinnudisiviy waziifiegala (Rangsima

Kutthakaphan & Wahloonluck Chokesamritpol, 2013)

3.3) A w1l7awle (Trustworthiness)

autilindle fe fiugiuveanisareujduiusnag
Finu oz dugaisuduvesanuduiuslunisuaniudeu
foyasynineyana (Coleman, 1988) Ingynanadidiainu
ndlasihdanuamisalunisiiutinlaliyanadudely
Aaring 9 lAd19n31 (Belch & Belch, 2004) SnYaA1NN
1ndlavesdyanadeamisainlugainudserivlaluis
UINABNANA NI NSanI1dUAlABNAY (Paviou & Chai,
2002; Pavlou & Fygenson, 2006)

Tnofuslnavluideiyanaiifideidea Juuvasdoyad
flanuundede (Goldsmith, Lafferty, & Newell, 2000)
wseiidnvuzidetold anudednd auudefie anu
93413 (Ohanian, 1990) wazanuubinalalunisuiaue
AR Fusindons1dud1 Sududiuiiaunsaaiisniny
Usgiulaludeuan wazdaiiumseeusuliuinansiusivie

sdudlel (Erdogan, 1999) Badunagnindusednsam
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winigatunisyiliguslaadanudula waglindaluns

Aufund4Uu (Ohanian, 1990) uawiileguilaaliingla
Sad o < ] DI Y a o ¢ oA
yarafifitedes Nvdwaliguslnalinazveundndueinie

v

ns1duddunuludag wnyaea

SAad o & vo
UYBLAYUUUNUILEUD

U

NARAUT S aATIFUAYNALU (De Soto & Kuethe, 1959)

3.4) ATy (Expertise)
ANLTYAVIEY WUIBDY AAMUTIUIYLANIZATUV D
ymna auinniseensukaziduiuuege nie AuMUUNA au
I3 o @ A A4 a
naelduyanantdunyurou 3o Aaniu (Passornnun
Anekthammakul, 2011) na@1IAB AIUTIUEYADTINBELANE
Auvesyanatiy 9 Nianulaaduauinnseusy By

&

Wenmydeidudnianisvesniuineis (McCracken,

Aad o

1989; Erdogan, 1999) \ilesannminyanaiiileides nie

Praupdumtuiuseaunisal warinweNau1sanialy

o

Sustadsndinaue Wilauazsuitsansiuiaziion

e3P eXlp

vilna
u"]u;’jﬁﬁmm%mw \Wemney Femsetudedl Hovland,
Janis, and Kelley (1953) uway Shimp (2003) nd1331 &q
& ”z:ysummiﬂﬂLauaﬁuﬁﬂﬁamiv‘iﬂﬁﬁﬁiﬂm’fﬂﬁﬂu?ﬁﬁ
Ardednaue Fernudeigiodutlitendiidamal

uilaafinnuleiiosedudiu 9 la ilesnuingy

o e

a

Yausduiiiniug adudladedudt uwasiiniiy

Weawglunisunauedudn Aazdwmalifuslnasusis

Y

AMgNABaaya JudwaliiAnAUeiuI1 YaRANIE
Fordueiu dnausldegisgnies wasiinaulinngdaly
ﬁqm (Hovland, Janis, & Kelley, as cited in Nathathai

Juampaen, 2017)

3.5) M3TUZAUAINTIFUA

msfuiae (Perceived Value) Wuaruaninsalunis

W YBEUILAATINTIAUA FansNUIInATUITaREUA

v
I a v

Iptufedudiuddnuenisadnueliiunsidui uas

€

v I3 o

Weguslaaianisius asendnifiensdudn Aazdilug

e

Anulindalunsidudn (Aaker, 1991) lneAuAIMIIdUAN

v v '
o ¥ = P

Huaggnafevuanmsiianuieiiovewnsdudiegly

1Y

Y
gAudige waganmsiviliguslaasuifnnudniede

N

Y9I IAUAIINNIgR Feaunsaiagdanaliguilnaiin

nsdnauladendensiduaanauduae wazlinnda 8

78

asrdudnduiiandt wasduasiuguilaauinmile 8ad

lemasien1sgnidenaerlududiuwsn (Erdem & Swait, 1998)

a v

3.6) ANUUNTDD VDN TIAUA )

Anulinddalunsdudn fAe vivdiawaula anuddn

I = a

wazaNveuluAuA Fuintunisluinlavesudazynaa

Y

waAnssImeiunssuiidudsiienunuwginssunisnseyin
YeausiazyAAa (Skinner, 1904) nsfinsausayldsunany
Pndannguilnady Bnnnanudeduresyananis
Usgneusne mnudesiu anuwela mssufideuan dadu

o s =

n135uitesansianudndeneuindeeiiedla Faady

= a i v a v

Undedeiinareninudnivesuslansigiduiy Ay
A o & a Ay oa a0 ' o I

WeduldudanguslanidessAanslun1ena wazidu
noAnssuludselevinensdns (Moorman, Zaltman, &
Deshpandé, 1992) lnsanuietiulunsidua 1Ainainnis

o

uiAuTeiovetlAazyARATY U1INUTETAUNITAIN

v
a =

Aty wazaruililassusingiletinanusiule wazifia
anadesiuseninstuuaziu tnsanalindaly asdudn
aiAnTuldanesdUsEney 4 Usenns (Morgan & Hunt,
1994)

3.6.1) paruuTedevesussy fe UstAvdamitanusn
afanulindalignanla Junisadreanusiulalidu
anA1 lnstdenudnyarvesdudnduladelunisimun
yaduvesnaniut viliAnaauTRRlandu lngeadnss
mavdeulosseninamdnSa wazguslng Lﬁ@i{ﬁiﬂmﬁm
N133U3n318UA1 (Brand Awareness) Uae 9 zLinsgau
N133U3 ANNAWAY LAZNITINTUBNANYIVDINTIAUAN
thy 1 Wiluganuyniuniauda viliannsasevings
AELAT o 1Wususuusn

3.6.2) FuAuaruinisiinanin A adudundnsiue
fifudieald warnslésuuinisiinevaussauanniaves
Fuilna TagrunszuLnIwgRnssumnaey uasduiafiadig

1% '

ms3uiqunmieglusydvle mssitldnsaudmiady
fitlundndnsidu Sdudosedonmnmitivowaniosi
wagnsuInsiiade ieliguilnaiunmdnuaififves
naud wazidumsaiienuidesiuunfuilaaluszezen

3.6.3) mibiguslnaianuaulaneuduiives fAe

o

nsausafegaliguslaaiaauaulanazSuideyaly



AIFUAATHANN U LN8ILYDINTAS1INAUARTA S BTN

Fnualausdasnsniunaunsanaulage

|
LY

3.6.4) msinwiagyq Ao nssulssiuasTudyeyl

7

=p

' '
o A

Wifuguslaa feludunuvesnmnin wagaruded
Hustnamanisnnasdudn Inedyaatudeneliiinaue

warguslaalasuysslevianndatiy

3.7) aarumanSisonrusiisesamaiowews1aun
anuAnTInennuduiusog1saliler wuneds ns
m@m5’&%@&@7114ﬂﬂaﬁas%fnmmmﬁmﬁué M%ﬁzyzywﬁ@ialﬂ
Tusuan (Palmatier, Dant, Grewal, & Evans, 2006) ADAARDY
U Heide and John (1990) finanl53anuaianiiegi

ailies dsngrudidguiainanugu Tnedniinduain

|
o

ANUAANTIvBIIYARANINITIIALFuTUSIElia N g sE Y

a

luszre1d (Dwyer, Schurr, & Oh, 1987) w3aluyugsfia

q

Ao guslnandanugaludeanisnzauienduduiusiv

psauAMdulinsredaindsy dwwalvvaunazdensely
HARAUNNATIEUA wazdealilAnAmLIAndnd wazaw
foan13Nsiiausan (Lin, Weng, & Hsieh, 2003)

agulddimnuaianisrnuduiused1adeilotwensd

&

duen Ain MInguslnafianisanuAanisnaesnymAy

o s o

FUNUSHURNUMIIFUAT warAIANIIINIIFUAIEYILIRa

o & PP~ o a v
mufidyvsennanly dadumanaliludagiunsidusn

fn1sunudmsunsnegnaiiennuiandauinliun

Huslaa

3.8) AauvsAunaN (Mediating Variable)
o < P do v dd 4 L
fnUsrunanslududsivimiienloaioagven
SvEnaEmn AL UsBaseludduynaans Jalinaa
NMSNITUT AD ANITUINABNENATIN (Total Effect)

Yaslumantidiudsaunans @uUsEansiEun1g o) sEnIng

a1 o

fwUsdasenufInUsnNATARIllAduUsEENTanadan

o { o

Tunandiwdsaunane (@uUseansdunie ) lag 1) wind

1 @

AanaIIULETYAU

U

o w

lufidfyd Ay eadfnansanmaLy sy

a

Jufudsaunansiifidviwadeiuauysal (Full Mediating

a 1 o w a

Effect) wag 2) minfAtanasogNildedAgynsadanandii

JusuusAunanefisionsnadesuunsd 1y (Partial Mediating

Effect) (Baron & Kenny, 1986; Montree Piriyakul, 2015)
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[N '

Tngluusunvesideduiugiuin amnuhiieiievasns
AuAn 'em]L‘i‘]u{]ﬁaLﬁsnﬁagjﬁuﬂawizmwmmﬁmﬁuéﬂu'eN
FruwUsdasruarfnUsHaanslunisidensell eaimunladn

AMUU MR VRIS EUA T UAILUTAUNA1N TN Na

ee

sevinenuindefiovesdalluniefuauinsiduii ua
AU LG edovownsidudn [WusuusAunarsiiddnina
sEninmnuundedovesdialurie fuaruaIaniase
aruduiuSesanariiowamsndud
9NMINUNITIANTINTeY ITuidadiufetladed

daalvinnuniieievesdalureiinadenisiuinma1ns

a v o oA

AUAT LATANUAIANIIFBANUAUNUSDE195BL LB IVRINT

a v oA = - - | o w o ) N
dUAN L‘ummﬂmmmlejfmaLﬂuLi@ﬂﬂWﬂmﬁWiUQﬂﬂawu

7

a 1

4 o s < "y A v
YDLAYY LWi’ISQﬂﬂamﬂjaLﬂ‘c’NQﬂﬁJﬁN’J’lLﬂuLLMaWEJ%gJaV]I@ﬁU
ANUULTBAS (Rangsima Kutthakaphan & Wahloonluck

Chokesamritpol, 2013) #n1sfuseslagunnaniteidesiio

'
a '

Wupdasiloduasunisvieniuseansanilsnsnananis

@

vinaunn wazadiesanuduendnvalliiududinu

a v

SIS A NNU RN wazAUlI sl uduAn

1 9 lese (Dean, 1999) UsenaudunsldnniiaeLdy il

U
v

anuifegalaazglduinlvguilnaiinanudlaze

HandaueilaunnInIstyArasTsuARlUIEwe AN

= ' b a

Wownmsldiinawedudmisuinmima

U

WU ansofegn

Wiguslnaeendidwsiundndaingninaus Tnglides

U

v v

o1fevayalunisandulauinin (Kahle & Homer, 1985)

Y
waziiloguilaanudn asndudaiunsadnwianuduius
wiedyailseluluswanldnzrilifuslnaanuainnis
AuduTUSog Rl ensdun1lussyreIn By

(Palmatier, Dant, Grewal, & Evans, 2006)

3.9) N59UKUIANNITIVY (Conceptual Framework)

a o

FI3glAnvuansoukIANUAANTTT

[V}

geaguN 1 uang
AruduTLSsEinefuUsdase fe avundedevesdalu
e Tavun 3 du dun ANuAsgala anuuilingda uae
Adeawey nelduuiAnues Ohanian (1990) wazduls

@

HAaWS Ao N3TuiANANeMIIANA LazAuAIAnIse

ANUFLNUSDEN95 8L BINSIEUAN
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Trustworthines

Celebrity

Credibility

e
e

(Chanian, 1990)

Expertise

Brand equity

H3 7

..... s| Brand credibility

Ha
-

H2
Relationship

continuity

expectation

UM 1 : NTOULWIAR WagauufgIun1side

a

Fedelafinnsduiugiuiinnuiieievens1dud)

o dutladeifenfegfunanaseninaanudunusueadi

kY

LUSDATY WaTAILUSHAANSIUNNTIVEATIN AINTBULUIARA

A15798

ad o

4) 3aduni1sIvY

AT dunTe3Usu Tneadeailanldlunns

Lﬂ‘Ui’JlIi’JﬁJ“UEJ%a Ao LUUABUAIN @5197UN1INAITANEN

£

wuIAR Nuf wazwIdeiiieitemslulssne uaz
AaUsEINA

4.1) Ussnsuazngusieg 1

%2
a

Usensnlilun1side Ae ngugustannvendndoe

£%

in3esdronsfii@aluy ot ugunausdudi Tutun

NIUNNUMIUAT LavUIumna

Ya o deLy

nsimuanguiieg19lviiauvinzan §3Te3dddnns

U

Mvuangualeg1slugnsdiu 10 de 1 dudsdunala dn
318U Lower bound dw§usnauiianzauwes Sample
size (Nunnally, 1967) Fsnguiiegnaivsngauaastsnou
luaendn 300 308149 (Hair, Black, Babin, & Anderson,
2010) Tnemsifoadaiitsldngusognasuin 300 deens

Tngl¥n1sgusiegne (Sampling Method) W@enT8n1slal

p1deAN119z Iy (Non-Probability Sampling) tun1s

1o == 1 ' oA £

FonnliAdladn udavmiielidansgnidenuin vse Uey

diedla MeTtuuuamziatzas lnggdniimuaguauds

YoenguiegeifeInsAnu lidrmihneudwuuasuaiy

¥
a Saa

uganguiegneiidondnfuminiosdeniififatuyedu

o

inauedud luluansunnumuas uazUsuuna 1eswin
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SAaa a

Linsrudnugdenansasiiaiosdrensifidatiumend ug
Wnauedud Nauadsliaiunsaldnisgungudiegianuy

onduarmiantduld (Probability Sampling)

4.2) 1pFasdanlvluaive

va

A3 LARNWIAUATITOLATINNITNUNIUITIUNTTUUAY
Haideene 9 Mieades Weduwumidunisasianseu
wIARN5I98 waziduuumslunsiauwuUgBUNNNA 8
ABAITIETI

nssreaeuRmnAdesile §isuldinsmaaesuaay
\igansawesnuvasuauneuthlUlnszideyaseisnng
Usziduadsinuaenndosvenadesiiodvy waviins
asasUANLULTedeveswuvdeuawioutlulFase (n=
30) enadildarnnisasraeuanuiieiievesuudeuny
(Reliability) v84usazfauusiiaininudesiu Cronbach’s
alpha 1Au 0.7 Fululuyndauds Tasranufagela wiry
0.842 , avanilindla wirfu 0.826, Aty Wiy

[

0.768, N1SSUSAUAIVBIATIFUAT AU 0.702, AU

Y 9

UnBefievesns1dudn wiiiu 0.797 wazanumIaniese
Anuduitusodiaieiileavensndud witdu 0.846 Tne
roluwuuaeua (idelduseondu 3 dw il
dwil 1 deyamluvesgmouuvuasuny fdnwazidy
WUUEBUDUEDNABY T1UIU 5 0 Usenausiy e a1g

sEAUMSANE SelenaLRau wareITn

SNaa

' an' a = v A °
dAUN 2 Wf](ﬂﬂﬁﬁllﬂ’ﬁLaaﬂimLﬂﬁaQﬁ’]a’NWNﬂaUuﬁfj’]EJ

1%

& Y o a IS g < A
PUNUNLEUDEUAT Uanw Ll UULUUABUDINLABNADY

U

U 5 U8



dqudl 3 anuundedevesAalurty fdnwaezidu
WUUEBUAN Rating scale Usgnoumle 3 au LawA Aw
Aeaala (Attractive) AMNL3918 (Trustwor-thiness)
uaz ANadiEIny (Expertise) Tasusuusestadiniuunain
Ohanian (1990) Tus1Adeves Wiboonsiriwong (2018) 1384
mslavanlngldyanaiifideldesidninadenisindu
ladodefundururemisesulal Guanwnsy) luwe
nyavmavuns fdnwasilusuuaeuny Rating scale 1

Y '

15 98 uazn1sfuiame1vensIdu saufisladeainy
Yidefiovamsdudn wavaruaanismenuduiusess
sorowemsndud Tnsuiuusdesiniuunain Erdem and
Swait (1998) lua13dwes Singh and Banerjee (2021) 304
The mediating role of brand credibility on celebrity
credibility in building brand equity and immutable
customer rela-tionship #&nwugidunwuuaauany Rating

scale 31w 15 98

4.3) Bnraiudaya

nsfiny3delunssllaliisnmsiunusudoyadialsunu

a

Tnofiduneunssuiiunu e feyauuuugugd (primary
data) finsiiunusudeyannngudiedne uavngulseyins
Ineassfoyanfog (secondary data) ladinsifivsausau
foyaannsuaiiienans uarunarwiiieitesiuay

o

W swdddidudoyanugilunmsiidy

4.4) MsuATIZvveya

a

n19398lunse T laldaia 2 Useian Ae adfids

W3384U (Descriptive Statistics) Tun1sitasizvidesaliie

Y

a =

WANWDIANNLD BIUsTNOUME Sopay ALRds drlssiuu
1RTFIU wazaDALTIUNM (Inferential Statistics) AT IEI
A28 Simple Linear Regression N153AT1ZAAIMUTAUNATN

WU Regression Wag Mediation test 61U Process Macro
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5) HAN1338

5.1) MaNITUATIEVaaNs s (Descriptive statistics)

@il 1 Teyamluvesimouuvuasuan wui gaey
wuvaeuadlngiumanda Sosaz 91 lnefieny 19-
25 U Soway 65.3 dszaun1sAne1Usgy1n3 nIowieuLi
Sovay 85.3 WuinSuw/dndAnw Sevay 59 fselddeliou
10,001-15,000 U Feeay 39

dwil 2 nginssuniaidenliindesdiensiififatiumie
Hudhinauedud nuhgrouwuuasunwdnlugidende

N o

LATBNE1D

&

Aalundudinauaduaiaiesdian fe sUsIuazniin

1 A59/4R0U Seua 51.3 waviiaANaniuyey

vosfaluye Fewar 38.3 mwalunisiienteiniesdiens

Aaa &

PiAalure Ul auan SIAUAT BIIINASIAUALAS DY

U

P sal

dronalunidin Sevar 43.3 uazwusuaiigaauluudouniy
dondulng Ae Maybelline Sovaz 43.3 509a3u1A8 MAC
Sowaz 32.4 Yo afinuiiuniniian fe Instagram Sevay

87.3 5098931 A Twitter Sa8ay 72.3

5.2) uams i Tizviaaadaenu (Inferential Statistics)
druil 3 A detevesdalume fanvaziduwuy
d0Un1Y Rating scale Usgnaumie 3 a1u laun Anudsga
T muilinda eudenvy weensiuinuaesmsn
Aud sufadaternuldeliovemsndudn wazmuain
wisenuduiusoseraiiowosnsdus nadnsiils 4

il

2e

MNAN5199 1 WU auuAgIud 1 autgedioves

a

Aatuyreddnsnaidauinsenmuaniduaiegaiitdudry
neadATisEiu 0.01 (8 = 0.675, t = 3.249, p = 0.001) wae
anunsaneInsaidnnavesiiuusdasedilinensaliuys
aalldl fovaz 45.6 (R Square = 0.456) auufgud 2 A
UndefievesAaluveddvinadauindeninuainnide

AMNANNUSDE 19 DL LDITDINTIAUA10E 19 T A1 ARy N9

=]

adffiszu 0.001 (8 = 0.634, t = 4.357, p = 0.000) k@A
aunsangnsalanenavesiulsdaseildnensalfuys

aule $pwar 40.2 (R Square = 0.402)
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A15199 1 LLﬁ@QNaﬂ’lﬁ‘ﬂ@ﬁ@‘UﬁﬁJﬁJﬁg’m

Wume/laseadng 6 t-value p F R Square GHEEL ) NAN13AATIZH
CC>BE 0.675 3.249%* 0.001 249.537 0.456 H1 aﬁfuaﬂgu
CC > RCE 0.634 4.357%%* 0.000 200.437 0.402 H2 aﬁfuaﬂgu
CC>BC>BE 0.488 9.776%%* 0.000 249.537 0.456 H3 aﬁfuaﬂgu
CC > BC > RCE 0.386 7.700%%* 0.000 200.437 0.402 Ha4 aﬁfuaﬂgu
VNG * VPN p < 0.05, ** Mg p < 0.01 4az ** na1egia p < 0.001, CC na18ie Celebrity Credibility, BE g Brand
Equity, RCE w18/89 Relationship continuity expectation #ag BC a&ély Brand Credibility

A157197 2 : Mediation test 611 Process Macro

Relationship Direct without mediator

Direct with mediator Mediation Result

CC>BC>BE 0.813

0.587 Partial mediation

CC>BC>RCE 0.755

0.460 Partial mediation

yaene: CC A Celebrity Credibility, BE Ao Brand Equity, RCE @9 Relationship continuity expectation liag BC @& Brand Credibility

A A a

auudgud 3 anudteiiovesnsiduandudinys

N a

AUNANNTENINANLL BN oYeRaluYe AUANAINTY

aad

AuAegeltudAgyn1eadfnszau 0.001 (B = 0.488, t =
9.776, p = 0.000) LATANITANYINTUDNTNAVDIAILYS
Saseildnennsaifuusnuld Sosas 45.6 (R Square =
0.456) LLasauuagmﬁ 4 pnuindefiovesmsdudndush

LUSAUNAIITENINNAMUUNLTI DD 8VBIRATUII8NUAIY

v v ¢

ANAN TR ANUFUNUSDEN9M LU DIVBINS1AUA1DE19T

aaa

HodAgyn1eadfanseau 0.001 (B = 0.386, t = 7.700, p =
0.000) Lar@INITaNYINTUDNTNAVDIA LU DATLNLY

wensalmuUseule Sevay 40.2 (R Square = 0.402)

a o

MNATNA 2 MINATIINENITIY §Ielaonsdanan

a

N159949 Baron and Kenny (1986) Wui1 fiA18ndnasiu

o

(Total Effect) anad 210 0.813 1T 0.587 ag1efltodfiey

<

1%

eaBATisERy 0.001 WERIIIALUNT T 0T8InT AUAN
WuduusAunansiiddvinadesiuuisdau (Partial
Mediation) szmineaniidefiovesdalumefiugmaing
duAn wagiAdndwasiu (Total Effect) amas 910 0.755
U 0.460 egefiTedfayn1sadfvisesu 0.001 wanadn
AuunTedevsins dudndusiudsdunasdiidvina
deriruunsdau (Partial Mediation) sw3n9a11ud L dede
vasRalurnefuarumanimenuduiusoisnelio

YINTIAUA

5.3) Han15UATIEFMUSANEU (Meditating Effect)

Celebrity Credibility I " Brand equity

c 0813

U 2 : TupaiilaidiudsAunan

Brand credibility

b 0.187%*

Brand equity

a 0.226™

| Celebrity Credibility I

e (D587

U 3 : TuwanfidudsAunansseninanudideiiovesdatiuyeiu

ANAIRTIALAN

g
a K £

mﬂgﬂﬁ 2 LLasgﬂ‘ﬁ 3 WU AAENUSEEND Wdunie a
Wiy 0.226 fitfn1eadi 0.001 Adudszans dunis b
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Brand credibility
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fagala Buihliguslnaiaanuaulaaulufisgureu wnnd
n1sldnsdeansiiesrnyn nsensurliuiigla (Kahle &
Homer, 1985) fuanslulawanioldindudydnuaives

AMNUILTIBNBLAYAINTRENE (Beck & Freeman, 1990)
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Wwoduluduaiiu 9 18 (Hakimi et al,, 2011) Faonnass
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brand credibility on celebrity credibility in building
brand equity and immutable customer relationship
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Abstract

The objective of this research was to study 1) the level opinions of knowledge management, 2) the level
opinions of work performance, and 3) the knowledge management effected on the employee’s performance. The
sample of this research was 115 employees, leader level in refrigeration industrial business (Compressor group).
The tool for data collecting was questionnaire. The statistics applied for data analysis included frequencies,
percentage, means, standard deviation, and multiple regression analysis.

The results show: 1) the overall opinions of the knowledge management were at medium level, 2) the overall
opinions of the performance were at medium level, and 3) the results of multiple regression analysis found the
knowledge management as aspects; perception and acception, coaching type and communication method

effected on work performance of employee statistically significant at 0.05 level.

Keywords: Knowledge management, Performance, Refrigeration industrial business
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Abstract

This research aimed to study preparation to online learning according to the opinions of Chinese exchange
students studying in Bachelor of Arts program in Communicative Thai as a Second Language Program at Huachiew
Chalermprakiet University. The samples consisted of 65 Chinese exchange students in Bachelor of Arts program in
Communicative Thai as a Second Language Program at Huachiew Chalermprakiet University, the academic year
2022. In-depth interview was used as the research instrument to collect data.

The results of this study revealed that the aim of learning a second language for Chinese exchange students:
to use in future careers and learn to enhance language skills. The students have anxiety before learning online
about communication problems with native speakers, self-control during studying problems, equipment or network
problems, etc. Students focus on preparing their studies in 3 main areas: content and language, technology and
time/place. Moreover, students commented that online learning has several advantages. It’s suitable for unusual
situations, able to review lessons repeatedly, reduce the pressure of studying and be more responsible for learning.
However, there are quite a lot of limitations. The lack of a language learning environment, lack of interaction in

class, difficult to control the student’s behavior and equipment malfunction and network instability.

Keywords: Exchange students, Online learning, Preparation

98


mailto:thamvaja@hotmail.com

1) umih

tfuustasuatel wa. 2562 hlansdldsunansgny
A1NEaIUN1TAIINGHM COVID-19 hlvmniiivesdnwlandas
Usuwasuitelfegsonluaniunisaiitliunfud Ly
wifudszuuNsAnefianiunisainisunssruiavedlsa
COVID-19 \Huannglidnisausiuaunit 1.5 Wudruay
vieannnin 90% vestiniFeuivmslulanlésunansemuly
nszuIunsioud anntumsdnumedlvealdusuasy
idanaiFeunisaeuluguuvunaunay daiianisiiou
ooularfluduSounazdanisFeusu DLTV seulerd vield
nsi3euiithuiunseunsiegns Home School MuAIY
VANE @Y (Suwimon Mathuros, 2021) 12nLyuLfganu
umAnedeildeaadunseifosalafinisusuasuan
Fannsi3oulusunuunaunanu (hybrid leaming) 1ilels
ansandunsiseunisaousiolula

UMINgIdudeiaiunseifesinisuanun oy

£

eInuNISaeueaulalfl8n1SHAIUINISIANITLS8US

Y

=

saulatuinountaziindarunisalings COVID-19 Taad
AudaaviaLion13Aney (Digital For Education Center) i

o

wihiidumbenuiduguanisiumeluladadvaunlily
nsatfuayugvsmanivesunTIe1ds aviu Wefesaglu
an1umsafingn COVID-19 SawilimnihnefiAsadesannsa
USudsuguuuunisdnnisiieunisaesuldediasiviu
wioufudnlaseniseusudaeunasynainspuuu tudae
fansliaanudlumadonisldunannedusing 4 wagnis
gankuuNITREUNISAoURaUlaY
wéngasAaUmansiadin (Msdeansnwlveduniwm
flaeq) uminerdeiuderedunsuiesi Wadidunisan
Faurlinisfine 2551 daaounwilneiduniuitaedlsiun
Fi3eusinamnd Tasanznguindnwiuaniudsuyndu lu
dnuaizliiunsi3ouiuu Active Leaming fidansi3ouns
aoulwipaFoutnd wiilleiinnisunsszuinves COVID-19
wagiifosfaiAeafunisidunsiudseme vlidoudd
msfinw 2563 1Wuduun wdnamsdesdanisiseunisaouli
Unfnwilndlusuuuuesulalriulysunsy Microsoft
Teams dufuzoniduasudniuminerdosimunlildlunis
dan1siseunisasy wavdauiludagiuaniunisalings

COVID-19 9¢AAAaTYAY kANISIANISISBUNSaauRdsasly

99

Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

v
v o

n198uisULUUNaLNAaTIU (hybrid leaming) Aatiu n1s
gonuuuNIInnIsiseunsasuesuladlvivinzay 9zt
Tin@nwinaniasuriuiieuseuladannsaiFeusld
o84lUszAnam fafl Duangjaichanok Pansa, Punjapom
Pojanapunya, and Atipat Boonmoh (2022) na1131 A&
INNTNFIUNITAANGN COVID-19 WU eusinwalily
ARanNsiEulUUNaNKE U TEIaNsSeuluie s euswiy
nsi3euseylat (blended learning) 1T LaYHANNSAN
Y84 Sreehari (2020) WuiglSeudeIn1siTeulurieusey
wazuuvesulaldndiuiosay 70:30 vianan1sAnuyives
Mohammed, Rashid, Salih, and Budur (2020) na@1771
disvuesulatdndiusesay 40 Tauguiunisisounts
asusUuvueeulal Fsfeyadsnanuansliifufirmes
nsiseuNsaeud1 nsiseuesulatazdindlafuaiuiiy
sy

wian1udny ningns wazasulsinIsuaunioy
ilesosfumsFsunsasuguuuvooulatl usvlandnves

= v a

ASINNTHZYUNTADUAD “Bb38U” FIRpITNISIASEUAINY

U

o v

wiauseLuiy nszmnfiseuldwioudiliniou dou

dswalinisiseuesulavluivse@nsanle dawan1sAnw

a

%84 Nattakarn Hengpaijit (2021) fifnuiladefiddvinase

anunfaulunisisousoulatiuyuueinufaiuve

'
SAaa

PnAN® NUINLATITNa8AUNLBNTNARDAINUNT DU
Loun sugnsauas dugenduas mudswindey Auaug
AUANUTNTY AU UaEAUEERY LaEIINNITNUNIY

255UNTTUMNYITRINUINTINUITETIUIULINTIAN YN

(Y a

LEINUNTEUIUNITIANISLS8uUnISaaueaulaulndl

oo

19ANYINLINUAIUNSBUVDS

3

Usgdnsnn lnedanuidy
FiFeuoging 1wy snideides “anumiensonisiFounis
gounvuaaulatdvesin@newinieligniunisalnisseuin
125a COVID-19 : nselAn®1 UM INY1aEAIVAIUATUNS
3‘1/|EJ’1L‘UG]QL5W” 9949 Thammarat Sae-Tan, Pokai Haoboon,
Sopon Junthip, Thongchai Suteerasak, and Wadchara-
wadee Limsakul (2021) #389113581309 “Arundouvas
thdnwdmiu madouiiiudedidnvsednd : nsdifnw
TnAnw1seauiafnfne) LIUIVIUSNRITANSANED
a1 InAnwIAans unInedealuiesssungsIy” ves

Ya o W

Suttiwan Tuntirojanawong (2014) lusiu usf3dedslany



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

n1sAnwAunTeuvesiseudaAndessuesulall

Tngliliidnnegludiruuas Fausssuvendivesniw

a o =

AILLVRNARINE 1A FIT8T

'
aa

AUNTOUYBIFTEUANYIAT

sauladnwinisimsey

WonSsun1w inedunied

o

a99e1uteIn190aulatluiruE VRIS U FINaVRINS

U

Anwazannsathnlfdudeyadwiudaeu nangasuay

o
o

NUEUNNLITDITUNITARUALUIN AT URAU Y19l

v
a =

LANTVULALNAUINTIANSHS8UNTSFoUsaulatdnsu

= '

HiSeusinen AU amdule

2) IngUsrasAveInside
WeRnwnsimsouaundeudnsunisieusaulad
Tudtruzwestin@nwiuaniudsuriIudidnunlundngns
favmansadia (n1sdearsniwlneiduniwifias)

UNINYIRYINIAYURBUNTLLNYTA

3) NTNUNIUITIUNTI
m3Seueaulatl wnets MISeusueAs 0T 8B uUNes LN
l4¥gunsnidoans uwanvesu (platform) lunsdnnisiFeu
nsaeu wieaseeassuwaiouss fesdusznouddy

a

e faeu (instructor) Hi3eu (student) o (content)
ﬁm’mﬁ'auuammé&ﬁ&ui (instructional media & resources)
N3EUIUNNTIANISSEUT (learning process) s¥UUNTIHAsD
&0@15 (communication systems) szuULAeUNeAlUlad
a158uLna (network systems) wagn15inlazUsziiuna
(measurement and evaluation) (Wittaya Wayo, Apiradee
Charoennukul, Chatsuda Kankayant, & Junya Konyai,
2020) Fan15i3eueeuladiifestleviuazdosain fadi
Thapanee Thammetar (2014) Na1211 ToAINITITUU
saulatfelinnudangu (flexibility) Ussndanian (time)

warAlGaNY (cost) wavdaLDBRBNNSERENS (Communication)

IS [

senhSeuiudaeudnae wanfidedinlusimumelulad
AURLTEU ANULVAIATUAYY ATUUTIEINIAYEINISTITEY
poulal wagmundngns (University of Illinois Springfield,
as cited in Pishet Sasow, Choosak Yuennan, & Nattiya
Peansungnern, 2020) A1Aku3AARINA1Y H33elviAy
ddyesduszneuiugizeudundn eanngizewdy
Ao

Y

Wlaveamsiansany) uazn1sdnnisiseuidesdn

100

@

Wugudnans RfeTajsdnunnudaiiviesgiSeuietu
nswsuanuniendmiunisiiountuitassluguuuy
soulatl
NNNTNUMITIUNT AR UM SRS BRI B
vosfiFouiinadsil vAduidos “mnumiondenisFou ms
aounuvesulatvetdndnwinieldaniunisal n1sseuin
1¥a COVID-19 : nsdl@n®) umInerdvasvarunsuns
Angnungiin” ¥83 Thammarat Sae-Tan et al. (2021)
U Jsuiianuinnudilavazanunseusenisiiey
paulatluseduliunas uagifsudainudeinisnis
atuayusg o MnanevseunIneaeluszauUIunans

vy A

mewuReaiu og19lsha {iseunseuiiavusuiudngnis

Seuduuvesulal winegluaniunisalidnludeading
IFouUNsEoULUUooUlALA LIUAAIUNITAINITLNTTZUIN

Y89 COVID-19 Anululagiu wazauideves Nattakam

v daa a i o

Hengpaijit (2021) laAanwitladenidndwaneanunioulu

n9i5uusaulat uyLLaIALARATILYRITNAN YT WuId

Ja3una18muUNLdNSnanonUNSan LALA AUBISALIS

s v a

Augaduls AudwInged auaus auadila

v £

ATUN

Y

LFYUNITADUNWIRNUTEINA LY 91U Y89 Juthamad

Sou uavsnudaeu luraginuideiediunisdanis

Pongsawad (2020) WU’i’lﬁgL%EJuIﬁﬂ’J’mﬁ’]ﬁmyLﬁl’c’nﬁ’Uﬂ’]i
w3snaunseuludunsdmessugunsalnisiseudu
d1fgy Ludnazilusunmaimdesesgunsal arunisld
woundiadudviudeu viedunsidendedunesiin
uazasauagulUFaunsmumiomsndae
AIdedwuiAndinauldfinwiniswssuanuniou

= '

Y
1095i5oui19wA Wioluuwimislunisdndeaduayunis
Seuiliungiseuldiseudawaesiiudessesuladla

pg198UsEANT AN

4) FoeunTIvY

4.1) Ussvnsuazngusaog19lun1sive
Uszansuazngusnedns AetnAnwnaniudsuyiiu
AdnwriunslasinsuanidsuinAnwifuantunis
Anwnluansisaizuszavuiu méngns 2+2) Adnwilu

wanansfaumansUndia (nsdearsniwilneduniwi



@09) UMINYFYFTReRRUNTEAYSA S lulnnsAnw

2565 91U 65 AU

] P
= =

4.2) masrunsesdenldlunisive
Adelfiinguszasdifiefnwaufaiuainyuues
v ' ax § vad o 2 v & va W

Yo euienAIddIEMsduwallunsiiuteya Bl

awuvdunualiddnineimunmaulaedafinseungy

v [ (v I3 = ] I3 3

LArEDAARDINUINGUIZTAIANTITANET LUWTU 4 UTziau

780 LAk WINNNgUB9SsUNINEBY ANIRNATIaTY

msiseunaulay n1swseuaNunsaudmsussuaaulal

wazANAaiuAgIfuNITssun 1w ides luguuuy
paulail lngi lWliidevgyndussaunisainisasy
diSeusinsfiutemsesulal 31w 3 v avivaey

AMAINAIUAULTEINTINUL TN IUAEAUABAARBINY

TngUszadnveuide Fanan1siansuiA1detiangg

donnaed (I0C) TAnaden 1.00 Wnemauvndeidurany

'
1Y

JdArnvianudannass (I0C) 41AN31 0.50 AINLAMYIN

=D

Avuab)

4.3) BmaAvdeya

°

o

Weiudoyaanngudiegeiduindnwiuaniudey

>°

) @

Y1134 91U 65 A lagldisnisduatwalngu (focus
group interview) TulfiauluwIeu 2566 LHDd1579A2
Anviusarsaunindeyainetuniseseunnunioulunis

SoueeulakuyunoaiTuuf1aF

4.4) mMyIATITTeya
ARdgAszviRamswseuaunieslunsiseueaulal

voafn@nwinanildsuydu lnsdnoudldainnis

dunwalundnnguiazmaniesay andutauenans

TATgnveyaluBms s ins e

5) NAN15INE

5.1) ihmevenInSeun 18aed
Tugailagiu maiSsunwiiaesldiunisatuayuuas
duasurunaneduizeasssun ms1edaliinuenieniw

11nABfnIadanliunIIau1nTusle Fanan153LAI1E%

Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

WmunevesdiFeuszvhlivesiuussgelalunsidenseu

nMaesiuguuveeulal aunsaasunalanagun 1

30 AU (46.15%)
35 au (53.85%)

Wausenauadn INaRAIUIRINEE AT

U7 1 : uanadmnemsiseuntwiaes

'
a

n3UN 1 wansbiiiuin dnAnvinaniudsuriungy

P '

éhaemuf\;mgwmaiumu%‘aummlwaLﬂummﬁam 2
Usznns de weUssnauen®n s1uau 35 Ay Andu Sevas
53.85 wawifiaLfiniinueeniew sauau 30 au Aadudes
av 46.15 filswaziBeadeluil

5.1.1) tiloUszneuerdn nguiesvdniunjAnidu Yevay
53.85 aadmunevesnisisunviaediin deanisiSeu
A lveifienauiivszsmalnendsviauiunineudid
AsAnRededsszninbne-3u Faiedreilidunival
selud

“msissunineduddfydmsunsrhausasdin

vosduluniendny szdusenduagaeuntulnevie
a1u”

“mzthufnvesdusgiuumanineg Induszmelne
1 fatiy MsBeumwlvefunenfigesavinliilenta
Tunsiiauanndy mszduduruiridie nMedseen
desraneiunwine fudaSsunwninglaisiunn”

“msisuneilneitonisidnlatausssuleedednds
Bty Jegtuusemelnefinatauonmni lnoanz
gnavNIIUNIviuieavesUsemnalng Gellinvieaiien
foudumanvieadiediivsemalnedusiviunn Sufnin
nsBeunwlngasyilasulasulonalunsyenuanniy

wazdulsylevegnaunn”



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

auiftun dndnwuandsurnduiiFountelnedu
Awfides Wdendnwmatwlnemsizdeenisiislonaly
nevhaulinntu wagdenimaniiisaseninslnetuiu
Tgioefunn dzmnsonsiumnaiiomn@neuazmau
Tudszindlve foduuswmdnduliauladouniwlneiie
Brunldusznaventnlulssnalneniorauiiiisadeddu
msdeanssentwlne

5.1.2) fouANTnYEN 1991127 nauiIeg1aRnly

£

fowaz 46.15 Foemsiiinanuiunivinaziinaiuii
I§suanldifiensdoansludinuszdriu faiegredqle
dunwaielud
“duegnniseuiuazidnlaTuusssulnguaviUalandimil
19ty maFeunwilnsanansafamuaiuansly
msnauazndnldniwilvl inanusiulalusues
“WipunsEAunINANLNTYEIAULES SuBBINZEUNTY
Tniluvazfiogluamingnds iesanIudulnediniig
duiusduduayTnusssulnediaiiiangdi dudadfonitey
MwlnglaresNSeu ausssulng”
“gauszasdveIIFeun wlnedenisldiumsanyi
finnun1ngs iaudlasgnedndadstuieatuaussau
YeeUsemAlng LasurinyevesinewasUTuUsaTEaunIs
SEUVDINDY
wiiui dndnwinanidsuriduiiFeunuilnedu
awinasudunguiiaulanivilne tdendnwiniuwlng
N5 HBINTRAUIAILAWNTANIINTHITBINULDY BT
PioUnyuuadlriniuinusssureniven vl

asulen wWhnuneveanisiseuntwNasedl 2 Ussifu

q

v oA =

a0 Ao WieUsenauaInnaestdniwlnelunisdeans
waziienmuIinwen1anruliseviuazidnlagau
| o yak oA I A o | a

Aneiausssulaaty Jedioduussgadamilugnismieu

ANunFoudmIunsiseutugwely

5.2) anuaanialumsiseueeulan
nansduAwaiisatuAinnianewssusaulay
WU ﬁﬁaumwﬁmu‘mwjﬁmw%mﬂﬁ’maLﬁmﬁ’u
n1s13euseaulal sy 62 Aau amdudesas 95.39 s
vangaufiradnninalunanedos annsoagUnalddsgy

72

102

60 52 11 (80%)

50
40

30
20 AU (30.76%)

20 13 AU (20%)

7 A (10.76%)

fuvinwensdeans mumginssunmisieu dugunsaliaiedns fudu 9

dnvazAMIIRNANaNinlu

JUT 2 : uansdnuaaianinalunsseuseulal

93U 2 wansliiiiudn dnAnwvinanivdsuridungy
Fregnadinnnuianinalunmsdeunwilneduniwfiaes
Hrugusuuesulal 4 Usziaudidey fe anudandag
Aerfunisdeanstiudivesniw sauau 52 au Aedu
Yovay 80.00 AnwAnndnalisafunismugunginssy
AULDY $1uaU 20 AU Andudesay 30.76 AuIAniea
Aerfunnunienvesgunsaluaziaiedie 11 13 Ay
Andufeway 20.00 wazAudinndvadudy q 1wy
7 au Andudesay 10.76 fefleazidendeluil

5.2.1) mnasndaaifgatunisieasiuidivesn v
AiSeudsndduinsiunisiseuniwingluienseudu
HaouilanunsadoasniwIuld edeadinguiunnsasy
fen 19 lNENEINURIN TYINIUTRIN1seaulall 395En

U

aglamaulils %3o

q

WwninahegliannsadilavniEey we
viuwuuindasig q Tl 1dudu SeifiSoudmaunin
fuansnuAndinitauessiaudandvafsrfulym
nsdeans Andudesar 80.00 Faireenerlsidunival
seluil
“fanufnany deunihilduliresrilaiou fiugu
Lirowd Fevinlidunarinazilsonarsdliviu #anrwlne
wWhlaleien vnstulils vseviwuuveaeulisiu”
“nouisueseulauianudnalauin msigainug
fugulald ndlidlademitenansdussene ndravaeu
laiku ndameudanuvesernslaild insreRaniuenin

913158 Nnenan1wIulale”



“wundrinzilsliidilaBosfienansdyn ndrine1ansd
glvinunauA1a1n waduuazaaulild nsiznudana
nineduusglenalild”

5.2.2) AINAANANIAAYITUNITAIUAUNGAN TSV
(5w n3iieugduvuesulatinungdmiugiSoudisiaany
FuiinvouuariiUelunues NS 183U ABIUNUNTT
Sounazmuauautesliandorudaiizous mnliflaunsa
agyhlinisSeulafivsednsam gissusinenauisdindsd
anufnainuesaglifianniviofwnlurneiiSouay

1% o

lniseulifises laglanizenaliniiudeinisasyidedy

I3

wnnselaFou 1wy s aelnsdnd Wautulasea q
vieoonluvingszdnsuen 1udu JelifiFouiuansay
AaviuiiauesiinaidaninaiieafunsaunumgAnse
vonwes Anllufeay 30.76 AeiiegeAlidunival
soludl

“uufivadmuIzaunsnssuAuiesulalliviel
fawanansafivfuiaeslivield msiSeusooulaly
wiloudunisiseuilureaiou lutiwianieu 1519199
uedsdilsiieadeatunisiiou maldannsatdudaesld
lisdlalunandou vnauns UssavsamlunisSoudarll
an

“Foradaedhidiladou feisdulddosdauslunis
Seweeaulall”

“fnailunadeuddndefviedidunioauiiete
BnEeundiazdemuiiisGeuldls”

5.2.3) mnudnndnaiieasunaiunieuvesaunsaluay
1ATe979 waluladidrudAglunisiseuseula n1sd
qﬂﬂizﬁﬂ‘/’iaLLasm‘%aﬂu'waﬂﬁl,ﬁ?‘iausiaﬁagaunméuma%nﬁmﬁ
\efiosazdsnanonusuiuvesnsidounisaeu §isou

vidwdadaninninangiulymeunsaidadedusening

anadunesidaliiades ausinlinisiSeu

o

SRV ERLN
wyavzInnsomuliiuunseuiu 9 Andusesaz 20.00
A lidunualsealuil
“nufadineddynifeiiuniedieniogunsalin
o & o o & a €y
TuludmiutuiSsuseulal
“deradlnsdnnvionsunnesidyniiindu

a & @ a o % V= [T
duwsiinlid vilvanduiinluiu

103

Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

“Guiinainziidymivgunsalidndudmsunisiseu
paulal dygrudumesiinlifivsensuinesidymlu
1asuu”

5.2.4) AIUINNAIEAINEY 9 1 HU AULETBEEIIINNT

' o

SHU NMTERNTUAMIAL LIATLANANAY VIndAY viSoLin

Ny =

winn1salanidusing 9 Wusiu Fadfiseun
sanalifadusovas 10.76 Aaiaedrsdlddunival
molull

“anuiilesarvesnlsmidunaiuny”

WARIAIUARLTA

«  fafisndemidsiinnaffolduilainsidouseulad
Tutsewalng wdanfisldsuuiyasnsivsemalne
ud UszimAluazeeansuusygveasvseoll”

“ndrinavSeuliviuiiow mszsudeuline”

“JuisratnagusumalaiuiunisiSeunisasulaely
mwlngiavan”

“Sraosingy eldd vlilianunsadndeuldany
Unn”

ayuladn mnudnndvanewssuseulaid 4 Uszifiu
Taun Audandaaiisafunisdeansiudivesnie
N19AIVANNGANTTUVULLTEY kazAunTauvetgunsal
WeruatosTenAiety nrnauATIARntadIuEY 9
Fenaananudaninamand lugn1snauuImianis
m%‘aum’mw%amLﬁaﬁmqﬂaﬁﬂﬁ@mﬁi’m 9 fiaainey

WnTusioly

5.3) nsasgununseulunisieveoular
nsfiieuszyszaunnudnialunisieusuiudos
Fuduannseiesanundeunndiu lidrazifunis
anuilandngasiidondny Amuadimanevenuls
Forau wazdamdoudsatiuayusing q TuuaTeNanm
sumewazdnlalineudmiunsidnfnuise widdiSeu
ynauszAedvszaunisainisseuesaulatluyssinaiy
a 9ratindniunisalingm COVD-19 a1
winsFeuseulaluuiuniiuandndluaniu feangaeu
WBnaideu o uarTausssuilidung douriili

U NNANTANIANAIALATARUASENAIUNT BY

&

29911 INNANTAUNWALNYINUNITHTEUAIMUNS DU

dmsumsiSeuseulall nui fiFeudanddiuiu 64 Au



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

Anllusosay 98.47 dn1stmSeundouarantinauseu

soulall annsaasunaladsgun 3

50

42 au (64.62%) 42 au (64.62%)

40
30

2 13 AL (20%)

10

fullenuazniwm fudsatuayunisiseu; fuaIaran Ui

Usgifurasmsiasuaanumieu

JU 3 : wansdnuaiznswseuanunseslunisiseuseulal

913U 3 wandliifiuin dhAnvinaniudeurniungy
fegsdinawisuanunsenlunisiseussulat 3 Ussiiu
win Ao fuienuazn1e $1uau 42 au Andudesay
64.62 \Wuigafunisinisuanunfoududatuayy
n1sseud ddneudiuiu 42 au Anludesas 64.62 uay
nswTeuanunieuduatuazaniuil S1uau 13 au
Aniudesaz 20.00 MiilseaziBearellil

5.3.1) druidoniuaznivr vuneds n1swIounug
Rerfudafiogdeasou wasndsufiuguauilusein
fine q sauaRndunisldinerdeansatvilng Liteld
fiFoui

U

a1113081u-eu wazila-ne liegendouaad 39

HSU
Y

Inndnangrfunisdealsiuidnvesniwivislugiuy
a1s-fdans aglvimnuddgluniswleuannunseuianand
welvindouaziSeusieiveing q vewmananslminasulay
Haournilve Anlufosas 64.62 dadegadilidunivel
molull
“nouilameu dulvaiusuiiiaeeuiueansy
AulngfeIfuIULUUNITaaUYR 1019158 INe Lilaasla
Usuddrduguuuunisiseuioouladlangwu (eain
6 & 1 a A
g13158 duaulneuazlianunsananiwduld duidlnge
mwlnenniuieiagdeansive1nsdlinuu”
“duazguiilenveivagiieuaimii lesrinaana
< 3 1% ! v '
vauaowluniwing 0131sdualausniwilve daly

Anwuniseualwmtn auarieenanseluviu”

104

“GUHSHUNITISIUANUINBULS8Y ABBIULBNETTT
919159d9u1 19 viasesnungd e nlunlawazfala

'
a

ldluduidou viefesmneanuiiiddnludsFeuie
MUV

5.3.2) FrudeavvayunIsious vaneds gunsal
Sidnvselindsing q uazdaidodfidonsionisSeudesulat
L computer, internet, wi-fi, software vJudu Lﬁ@iﬁmi
\BouseuazFusnuremsesulatidniuldlsogissuiu
fathu iileanauinninaifeiunsdigaesgunsaiuas
auliiafiesvesdyyraidoudasie o HiSeuidanas
Jamdsugunsninazszuudoudednygaiiuszansam
Anuduferay 64.62 fuegdilidunvaliolui

“GuBoronfnes uiiuidn louna fiavandmiunis
Soufeaulatl uarnndlnanvenduisnsndudmiums
Seuieeulatl Seuuazidilanisldvenduas MS-Teams”

=

“Aoussuduwmisugunsaliianunsodllwiieanadmsu

'
= a

n15i3sueaulad luinazdulnsdniilede arunsaviy

wiuldanianeufianesididieiu viofiugunsainans

wseadideduiieliiiaueoulaulifngn uwazdasd

'
=

218N VT URAE TNl wAS el g Ul tserInaSeuld

,_
ol

A

—2

=b

wingulade welvdasaiuuaneulinasniian 881319

Y 3

Aviiduosndiulilngi wneasvililifeunsludfugen
“aniilvangerduainnuiafisnfudmiunsiizeu
soulall nvvgunsalvesduesitdliviaan”
5.3.3) MunamazanIuil vanelis msuImsiaa dam

1o 1Y

gdnsuldissuenulall saUfeAN I NLINSaUYB

Y

wyaINe

Wu 9 FagLSeudl

WNLIYUL

Y

d401ud nanguiseuluveinyes

UPINY1FINUTLNATURALUIUNNEIUAL snadanly

v
& '

aouiindou Wosziderenisisoussuladliiiuszansam
1nTu wazdunamsiEedlinsatuussmelne Aadu
Zaaz 20.00 Faegnelrdunvalrelul
“gaaufiiovalunisdduioudioosldwanass
AasUMUINAEUDN”
“FuagmiesifeuasuuazinIougunsallinioudiniy
Seuluseula”

v o

“wiirnrgldaninwanaeuniluluriaitiu nnsiSeu

a A

¢ I o sa % lo W )
aaulavunanalunadnsinanideslule widudinsusu



wRnaNienanaesdanl Wy n1sNIa18LazuIn

e’

v W

AAUNITAIENAIIN

7

aguladn JiSpussaliaiug

¥
£% =

nioulu 3 Ussipunan loun anunseusuiiieomuazniu
AUNTBUAIUYATULATAS 9 LAZAIUNTBNATUIAAY
a01uf LieYiganseauauTuLssveslymensvsdes

UszauluseninveglunszuiumsiSeunsasueaula

5.4) viaugiidsionsSaunwiigedluguuveaulay
nansANAMLAMLAULAEIAUNS S BUM W T IRy
goanseeulativestninuinaniuasuraduiidnelu
néngmsaaumansdadin (Msdeansnwlneidunimi
d09) U InedeLdeuadunsifesi amnsaagunalang

U 4

0y
60 56 AU (86.16%)

50
0 36 AU (55.39%)
30
20
10

TAUARITIUIN R ERAGH]

firuARnansSeusaulay

JUT 4 : wansimuaRniisienisiSounwnassguuuvesuladl

n3UT 4 uwansbiiiud dSeudinnufadiuienisiseu
poulatnslu@auinuavideau Ineliviruafiidauin Snuiu
36 AU AnLuSesaz 55.39 wasTimuARTNay 31U 56 AU

Andusesas 86.16 sailsneazdensalUll

5.4.1) AUATIUIN KUNBDI AUAANIUNLSHULD LT

U

a

JarnsaUseluvdveinisisousaulall nuldidniswans
AnuAsiuluigauIndosar 55.39 wuadu 4 Ussidundn

oA

% a

Usgn19919i8 @azaanauanIui a0 Lagunzauiu

'
aa o

anunsal naudSeundvimuzi@uindulngiulselovd

ye9n19t38ueeulatinlugluuunisiseuiimuizgiu
A0NUNISAINITHNITEUIA COVID-19 919NN LNTIZYINLA

a

fisousinsfdinaseusldlaglddndudenfumnalubeu

105

Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

A9UsEInA YreUsEurdaan Usendnaldane wavlasnne

' Na o

ABDAUATNTIRN N

q

Mirlaidsadenisinlsa COVID-19 &
Frogrerlvdunvainolul

“nsi3puioeulatiduninsnisifivussansand
1111918l TluN 1S YAUNANTENUVDINITUNT TZUIA
gadlsn COVID-19 vhldindnwdosdeuluseular wuui
Liigawnunlesguamuazanuasnsievesiindny wads
Prglrind@nwansadissulamuun@isnaig”

“\flosarnnansznureslsaszuin COVID-19 Wndnw
Suuseaseulussulay vlislddosfumauieauseu
fanunsaieuianuild uifinsuseuseulatogiiu us
ansditgeusduaulng dwiuistuduusyaunisald
WLAYUIN”

“\flos91nunansznuedlsnszuIn COVID-19 ¥lis
liannsaunFeuiivsznalneld dofveansFeudeoulat

N

Ao ludinanuiSsuLazan nLINAY anunsalsaunlnu

(%

AlowazUsendaaimaisealdlunisiiunislulounn

'
a

Ausutn@neNssun1wnass as1ulaianansdaauatng

¢ o = <

A59dquaziloninisasugauanysal dnAnwifaiunsa
Seuianuiununenisesulalla”
Usensiaes numuunieuldiaus Uselenlvenis

| =t

Seusaulatdnegrmilinfe N1INUNIUGT 9 AILARUIU

s FaududsifiFoudiuinnsSoueseuladfidudiels
WlauneulaaninnsiSeuluiesSeuund wwsiganunse
FoundulunumuilomiGoulddunduauauaunites
Wila sadnognarlidunualnold
“nsiseuppulatauisnaziie 919158z duiindnleld
1 v ldiilensalvu annsagialefivuiinnunuls

Hediunsivivesindnulumsiteuiegrenseiiesedu”

Atelilv

= =

Alanvuinlivay

o =

yuUnn

o
o

“Jofne 1seulunaulatienarsda
winsbdidilanseluy Adeundulle?
Seuludlameies”

“Fomronisisoussulatduarainuin vinlkis
Uszundaatlunisiivieasey wasSeulussulal 919158

wduiinalel il mnisldidnlanseluu aunsagidled
Gudinle”
Usens9any ananunedulun1siiou fiseuunediu

LAAIANUAALTAUIINISISsueaulauidaseludruian



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

asauImsnadisaweddd @eniSeuluanmandeui
nuiosraansld uazhignnaduanensdrioiitousudu
suntannudanivalunisiuuuiindn wavnisatu-
noUTEVINNSU nsziivatsauiisandanisdeansiu
Wrveaniwn fadu Fe¥dndinnsousaulatidislinig
wlmihantesas wavanunsammgaelunisdeanslé wu
wiew wielusunsuudaniwdng o Wudu fadnegrarile
Fumuelroluil
“nsiseusauladarunsadananineinsnisiseus
drudunn wallanuludaszAeudige vanseu

Dasy AuRdDUNITISEUAUE 97

Y a

“JoasvninisiousoulatfonlnuiAsntasninnag
anunsaiseuldnseaulatnniign”
“nsiSunwiveesuladifusesiinuazawnsodnass
nassulaegnsdasy ananunanulunisiseulauagyinli
ifinaninenniy”
Uszni1siid iiuanuduinseulunwes tiesainnis

Seuesulatiianudaszamuian auilvigiseudwlngla

a‘

anunsavsrunuesbiandatunsiseuntinaele Tuvay

=

ASeuuAUnauIAnIan UM salndeussuseulayiLin

13T LarAINUSURAYOUYDIAUNINTY ADI

o)

7
sdfuniuiios uazdouifenuiomnniudenisiunim
A daegnelidunivaideluil
“TnadmunsBouifeonues msdeasesulaviu
o1sdfannsauiuyurinunlnglddnde n1sBous
ooulatilisdfosdiidelunuesnniulifinaeiuiiio
$tuies Iuimiayauagnstiuies”
“nsiFoudesuladnatsidusuuuuninFeusildsu
arufisunntudes 1 Lifeuiuyueiuivens widld
doansiugiTmasnumaiiousdu 4 lunszuaunsdeas

'
U A v a

UiBu ianunsadumnasdidesuiulsuasiFoudminidy
9 Wy Ussndanansldunn
“lws1y COVID-19 ntinunn wsuAlasuosulal 1517
WY IULDIVULAILIINAIVINLAZUTUAIUAAVD L5
TausediivdiufiearldSouan”
wenanviruzdaundananiuda Sediusediuuandesd

a

Aseulitedaiuliinnmsseueeulautieiuanuaiunse

106

TunsuAdgm wazvilinisindedoansiugaeurinle
dvmnuarTINEITUENEY

5.4.2) imuziFeay maneds anuAaiuiigSouteadiu
Joldeniovedninveinisisousoulal wnuadn1suans
AnuAaaiuludauduiiuiunin Anduiesas 86.16
wiadu 4 Ussidundn loun

Usgmafinils laiflanmuandeniiadeniaigougniw
diseudulnglideAniuinaninwindouveainveaniy
SududmsunisiSeunisiides imsennsiivszaunisellu
Fnuuaziausssulneaztrgliidladddinvesaulnelan

v
U w1

Y S’anwmaﬁwmﬁﬂwmiﬂnLLazmﬁﬂgm%ﬂﬁ"’w 14

Re

fregnamlvdun1yaine bl
“dufindnlun1sifeuinuiiaetiu i ldidiedusides

Pl

Foudaindisusindu udfidrdgnindu 1sdead
anmuandeuneasiinge sesdlemalunsldniwlne
TutinusgdriudwmsunisiSeuntuning”
“prsi3suseulaazeiniu tnsizisiiduioy
MwransUseinalulssinaveast mnldiinnudievae
IInFwIndou IiSeunnuiifisudntes saudeniseen
Fosuaznaley uwagliiilontaflnyaniwilne udduld

@

weuanuiifelfuniwilngdne waduidnindudaseu

lifssfuwasnanlaniin”

“duidndndedimiunisiseusluseula sz

U A

laaunsaduda@inlugninerdulavasliarunsaneiu
ansduaviiion 9 TwieuSeu iwarldfidsndouientu
nswanwlng 13adireelaRnynnwilve”
Usgmsiiaes ldfiujduiudseninaseou §5ousmma
Snimadsuseulaiilvianuduiuslududouanas i
AnuduiussEniaiiouiiutu uagauduiusseming
disvuiudaeu wienindevinnunquildaiunsavile
dosnegauariuil dwogadlirdunvalsolud
“Fyusaulay 01913505 Anwidilaiousgvie
Wan 81313duasiinfnulaneulild Uszdnsainves
Uduiussenineenasduasinfnwiriuniiaeazanas
wazinfnwilasudnsnaantdadenieuenlaineg luaan

Seuoalindla”



“yssgnnianiiseuldd ldaiunsalanaukarnn

Y

wantlasuniuei91sduaziiiousiuduls Tuaeiniisiay

LY

Wannvinwen1snalan”

“dmfunisiiaungy nisindedeansliazaan
\esnszeyisseninsandinluiin’

Usgnmsiianu muaungAnssunuiesyaziIoulale

diSeunansnuAniiuiinisiouseuladviiliisduiay

Y
TufiauslunisiSeu auivinanusuRnvaudsbiuseau

@
o

Audnse widinguind@nwisiedvriudiulnge

yelunslaeu wieddasvunniiuly luldgnatuaudae

3

v @

faou fanvounnuidlaussosgapdoausaindssuniud
ogjsousld deiegnedlidunuainelud

“Syulussulaufiymininuie Wu dn@nwiazein
auns ldanunsatsfuiaeanasilsgulaine dnduaud
muauioslild fagludsilidifeadestunindoulu
IIANTHU 19U UBU Lawnud giid 184"

“Fulsidesaladon vinaund Hegulding dqld
anunsatiduiies UssdnsnnmsSeuiiazlidlianse
deanstuiiteulunisiFeuslaviuil mnfldeasdonagliingd
aworsgialiasnsndlanusi”

“nmsiseuesuladlifivssansamlunsisews dndnw
fueansdliannsalidAvinasdolausuuzdsiunay i
Igviuvineit uaeflsgnildironazuinanns duuauiitedu
suotlld asideuen”

Usznsiia gunsaldndesazmsidouselsiiaiios fizou
wansnuAnfiuii luunsasnoufimesuasdynin
duwmesidniidgmiszninaseu vilidvieaseuldlanse
NAAMETENINUTEU %'!alﬂuﬁzymﬁLﬁmﬁﬂﬂwaﬁaauumﬁm

v

dseu vinludesldianlunisuddeynn 3nseulideiies

Y

v v '

Aeseg i lidunwalneluil
“Uymensiseussulatardlgmineaudumesidn

Laifi”

“pnudAnnitdyminisiseuseulatiidnias WU U19ASa

a & @ 1y,
duwesiinlif

oA

“yreiidnindenves Seuseuladlddesayn vl

dyaralad Tagudilidladudng ldfiussenniawuulu

Poaseu”

107

Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

'
al

uaNINTAULITIaUAINa1ILA) Tedluseidulandes
Aseulidedauiul Finnsseussuladinlifisouliresd
drusanlunszuaunisissunisasu tdlansaufanssy
s 9 ifweldientu wardnmiesdn Wudu

asUlad dilpusnaiinnudaiuiinmsseuesulal
405 Aowmunziuaniunisaiiildun® awnsanuniu

b
= o

UNLIYUY

VYo

119 anadunasulunisisey wagialnsan

Y

e

fufinveudoninieuniniu uaiides falunaisdiu
1AEANIZNITVINANINLINRBNNTHTEUITNIAY 1151
UfduiuslutuSeu llaunsamuaumninsalurusFou
1 wagenafinanudadesvetaunsaluavaruliiatiosves

wwspUeluseninaseule

6) a@5UuazanUs1uHa

6.1) ithueevesn I nSeun 1170

Narongsak Chunnual (2003, as cited in Ruangrach
Bandhittayarak, 2004) na121391 Wvnefefianieiiges
lUfasevlvseauanudnsa wuadu 5 Useian laun
WWanuedauaa (Personal goals) LUNMNN8NI93B1TN
(Professional goals) tU1%u18019NMUIAIINATINUN
(Mental goals) 1U1u18911991Us19718 (Physical goals)
wazitmnen1s3ndyee (Spiritual goals) Jainune
MATNLazLUIMIgNTRRILIAMLAINTNdeAAGBIAU
\husnvesiSeussnafissunimlnefunviiass
TneyjaisaziluldusenevenBnuasiaiuvinuwenianiw

=

na1IA

=

Aleusaanislasumnug dnsanisdne Jawi
fanufamiluendn uazifinlonalunsviauiules
fadmaelugafinainussondyaansliidenassuinaie
nsfiguantinlanduazdiodiulenaliignidenundeiu
Tnslawglugaiinisdeansidusemdnluaesiia uazaud
lnwenrwniuuinduieddiuieu Usznaudy
auautAlamzauiivdu oanu uazysiu Fuduvguad
atvayulunisideneunwineriiuemseeulal udae

TalaAumannseunusesmalnefniy

6.2) ANLARNAIAlUNTSyvaaulal
ANnuInnfaalunisSeussulall 4 4 Uszdu Tawn

(1) mnadanfnafeliun1sdeansiuidnresniv fisey



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

o

NangiumMIyanulatuiven wkasn1sh

N

uluig)

Wugn

3w 9 16 FaduanuinainuldlungudiSeuniseu

ynrwbngldfuinneausiavinliliidnlaianves

wRaUsEINe denndedtiuil Vasana Manechada (2015)
nanriheudandnalumstearsidunansenuiiinan
mnuAnniaalunisiBeunvisalsema GaiGousinasd]
TagmnluniswaniwsineUseina aueinaruinlunisly

mwluienseu WedSeuliinuenisdearsiesiazdadl

¥
a [ =

AMUIANANAUINTU (2) NITATUALNYANTTUYMELTIUY

a

Seuuduidninainaviluvielifianns uavenagn

D. e

deeudinseaulinasviiainnissuuseulails aenades

'
a

AUNAN1IAN 1Y Laddawan Kongsomboon (2020)
wuilasnns gisuiliiedevesniamieslunsious
paulatogsening 3.91-4.33 nu1eAIINd JiSeuliniy
wieuluseivgelulianissuiaiuaruisalunuieanis
peufialnosuazdumesidn uwillinzuuuiadedanluifng

fi3eues B University of Ilinois Springfield (as

Y

GRGHT
cited in Pishet Sasow et al., 2020) I@nanasUsasuily
1 {Bouitdnuariongdu 1emnuiuiaveurenuLes
oaldunzdunisAneuuuesulad (3) Aunsonves
gunsaluaziaietne fisudunidinmiandnafeiu
gunsaineufinnesidndeanieninifondedynyia
sumesiiinliatioslusewinaSou sxdsmalivinnisdiu
Seuvdeideunuiieuliiu dsn1s3euseulaiidunis
Seudiugunsaidiannselind aunsaluaziaietiedadl
ANEIAYDEUIN INTIzMNLARTAT DI oNdNARDAIL
dnsalunsSoueeulatily fsfl Wittaya Wayo et al. (2020)

(% ' '

lanani

a

nsiseueaulatenaidediiniediugunsal

44' o

WUABAUTEUULAS DU EMALULATANTAUNA WAz NNl

o

dygaumieviedumesidn suisusvedumesidn
AdawavilinisdanisiFeunisaeulisuiuld uay (@) Fu
u 9 wu maveuFuad Jyvaunm man sl A
Ianfnasinandevazvoulidulymierseziintuly
ouanld uiilalidsiiduguassadanisiousoulal
wszanuinnfnaannsodeiuldtuynaudedoudily
ogfluaniuandenlnd vngFouindeitaasing 4 wdrd

o

undunuamsdrmsudamisuanunioulunisiudigiv

108

WAnIsalang q Nagdvanalassadymifiainitaziintiu

wazyihlilseauanudnsalunisseusaulals

6.3) maeseunUNTauTMIUSIUDaUla
QL‘%EJW]'NW&LLamm’mﬁmﬁuLﬁmﬁumﬁm%umm
wéouneuSould 3 Usaifu ldun (1) frudeniuazniw
NnamAnninaifniumsiomsdsmaligGouiuines
wisneundeslugudomuaznwn laliesdumsmumn
flugunnudian nssuenarsfiazdiedoulundngns
T LLazmsﬁ@umﬁﬂmﬂﬂsﬁaaﬂﬁﬁaaiﬁﬂﬁ@azﬂﬁ awas
visernyanwlne (2) sudeatuayunisiioud anany
LS guLiun

Y

Annfnaifeafugunsaiuazinietie deuali
mswIsumamieusugunsaidiannsedindsin 4 uazdad
#edldideusonisiFousesulay Wy computer, intemnet,
Wi-Fi, software \Jugu uay (3) frunatwazaaiuil udi

n=l

BouazlilaasnoumuInnNniIaLs eI LaL AR IUN e

el e

Souiliauddglunisdanssuaniniandeusoudili
WBostemaiioug 1wy madenaniuiifevasy ldfidssunau
wazdnassnanlivugay Seaenndesfuaruifoves
Suttiwan Tuntirojanawong (2014) find131 MsiFeuiiuy
ooulatdnduifiouasdeanisuanunieslubosing q
loun nsiihdianalulad usegdda nsuiyisiaan vinvenis
Tdwnalulad wasinuensiSeus visenuideved Thammarat
Sae-Tan et al. (2021) filFd1919UsifunNuneuvo s
UnAnwisienisiieuesulal wudr fiSsuasiaieuniny
wou Ly Anuwdousugunsal Audsatiuayusing o Lo
Internet, Wi-Fi wag Program @wisultausng o arunsku
wazdun1UTUs Wudy wennil mswSeumundew
s “anw” Aludeddyidiounteissussmagedss
AUty fensuidniusazazausdnsilin
fign iielilunstomstudaeusasinanudiladonues
e3nfiFeu denadefiuwafnues Rattaphomn Siriphan
(2018) find1dFauuIniansiassuaunSeudMTUIsy
FounwiinsUszinadn fi3sunsinoudmdnsiiiels
Wnladesiilasuilsuazarunsndoarsiugduld sy
auansolunsldmdwidedutiadondnfiagtauendi

yARatuasadearsliieg1aivssd@nsnmiiadda Ardwi



'
a o w

FTududeddyidSountwaslsemaazdonsouduas

LALWUD

U

gLase

4

6.4) vimugdnenIsiseunwiaesluuuvveeaulay

v
' a Y a

JUANIYIRTAMUARLTIUIINTS s upaulatlviaten

v 2 Y A

P YIVDA

Y
WLT
Q]

LaTUDIN Aawngnuanunsainluun® @unsa

v
= o

numuunseugile anaunafulun1sey wagyiliian
fuRageusenisieuuniy uwiffidesidalunarediu
TaNIENISUINANINKINAONNITBUININ1E N5l
Ufduiuslududou muauwginssuliaulaFeulden

wareninAudatesresgunsaluazauliiatiosues

W398l USENINLSHULA FIADAAADINUNANITILATIEN

Jod-Uaroguninissueaulaunnanlivitusanediu 1wy

=

LUIAAYDY Thapanee Thammertar (2014) fiosuraded

yaansiseueaulalliin nseuseulatianudangu
(flexibility) Uszudatian (time) wagAlgane (cost) wagds

\08#BN13d0a13 (communication) s¥nILTEURULADY

wALvaIN

o

A9unAlULa8 AURLSEY AUWKAIATIUEY

Y 9

AuUTIEINIATRINISeueaulal uazdundngns vie
MUIBVeY Urarat Pamrod, Saowanee Thapphet, Chutintorn
Suwanmanee, and Dhitthita Sinraksa (2021) ﬁﬁmﬂ’]ﬁﬂuﬂa
nansissuesulatvesin@nwiaividnniwsingy Aug
UYWHAIANSLALTIAUAIENT UNIINEITETNYANAIVAN

a 1A

wuiiSeufndrdenisieuesulaniduienivsslev

=

annsauindsliing wasriilig Seuianuuinveumniy
fAnedsegszivinn luvagidermawildaadedosiian
3 drdugaiing avvieuliiuriauadluday Tiun madeu
saulatnszquliinAnwdduslunssuiunsisounis
aau nsieuesulaudiglvidn@nuilaseuiuasidilaly
unideulditu uarnsiFeuseulaiiliianssunisdeu
haulaundy azveuliifiuinfifeu dnlvgjosinidau
FwhAnssunisieunsaeu wazdiauiuiinsdeuly
vouFouilidrlaunFoulddnimssouoeulavtuies
WWURENAUNaN1SAN 1Y Pawena Limpiteeprakan, Niyom

Junnual, Thitima Saenrueang, and Kanjana Pangjit (2022)

ada v

nudn Tunnsiu dnd@nwilviruainatunisiseunisaeu
saulategluszavunn lnelamzaugaou s18391 38013

@ou (Input evaluation: ) snn¥ian wagdAnadetesnianly

109

Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

funNsUsEUNanan (Product evaluation: P) #589114398
U84 Rattanawat Penrattanahiran and Anuruk Tantong (2022)
fnuinnisisouseulatiinansznusdeau ldun il
goumds vaniiles Uann vaufduiusiuiiiou v1ans
Wneudnanudontie Anuesen iﬁmﬁaaﬁw FGIANAY

AUNSEABISUTRYAY wasluflaus fetlu Mulea1un

vy A

SURAYDUIANISIS8UNISADUTIAITNINSUITDAVBABEN

a A

ALN

o

agVioun UYNLBHIT YUY AL NI ALATEUNTITEUNTS

P
=

dounaulallniluse@nsnmunndadu

8) Yelauauug

8.1) Talguauuz amsunrsunluilgmmsseuesulad

nawssuemsmSonvesiSsuiuegfuiulsduyana
faouuazmhoruiiieadosaunsalidoyailunis
WNUN13IANITS 8 TneRa1TnfLUsdIuYAAaTINGIY
wsgfunnetul ndngnsiieu UssaumssimaiFou
ooulatl dunadenisinanimnisiFoudniuiiaosls
winzay Seiauouus il

8.1.1) Talauaus S mIUgLsey

1) MnransAnnuIiFeusinnadnninafedty
gUnsniuaziatete dulu eandymitenvasifndu fieu
Jemsdnmaunsalfivnzan warUiuusyidsunasszuy
nsideusedygradumesidaliivszansam SPTRR
wisuanumieslumsiinldunanesuiFeddlunisSou
poulatlidiuigy

2) MAmamsAnuAinuIgBuiianuinnfnaieiy
N13AIUANNGANTIUYULITEU N1z lvaaunSinend
SeuluriosSeudnd fisumsivungajwanglunisiseu
MUNLNTFoU MUALALLDY L iuvSevanids g 4
Wi Ny Aelnsdnyt aunuieaulall (chat) “1av uazAIs
Jadsuanuiuazanmwindouiilaifidsiasuniuuas
Seu

3) nNan1sAnwIInUIgBsulieadnninaiieiiu

v

nMsdeanstudvesniew lulseiduil azUsngUaymiunn
TundufSeufidfugrussdulion fiFoulsmaniouaiu
wiauvemudensinduinseaiwilneaindesis o wu
gunmeunilve flanadlve srutniwilne a2 delw

Auagfivdleawagiseuimaniuniu



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

uenanil §i¥suasiinnundiflazassfinaesgn ndi
syanenouldtiugii1vesniu Livdnidssnsneudany
s suanednaiuliuinnitnissuaunuieeulal
(chat) WeWmufnugdunsilawaznisyadnits aas
nandssdelilusunsundasyiameiisuiu ldwudy
aglaiiunuiiiihweamsifouinniiaesegisdinion

8.1.2) Taiauaurzamiugaoy

1) nansAninugiSeuiianuinninaientu
WOANTINVAE S BULATITIUIIN S sueoulmbin i naunS
1¢d1e FaouTamsifinnnueildlagiZounnau Uandes
TuvauziFeu wagdiuianssunsBouiitensziuligisou
Aushegiaue 19U YIuYAAY duau-AeUMAN 8"

2) MnuamsAnminuigsulindandnaieiu
nsfeansfiuidivesnim faeumanalidias yash q lu
U

o w

n1NU

o w @

suihudfgy o199zdnvidenisasuniiniwivesiSou
(M®13U) ¥38MEN1INAT LYW AWIFINYY LN lY

AU lale9In5ITY KaEAIINITASINUSIEINIFNISS BU

3

1% =

Taunauiu I

a

b38UY

AU duiues waziasuasianidelalaun

e

3) INNANITANIANUINELSBULTILIINIS S eueaulay

A

LidedensiFountwilans fasumsadiefanssumie
aounsaling 9 WdiSeuldasilouft oilalonal
disgulaissuintwinasiauvinwen1sldaiwi vl
UseAvBa Wy mevhasuiFesasiufiduavaiidmes
nmlaense usiy

4) MnwansAnwTmudioudiuinnsisouseulay

MU fduiusluduiieu dasunisdnfianssungy

¥ o & Y '

duius srenisuusiesgeslidiseulavinianssunguly

anwgnsAReLanUAsurToRANTIUNALTATIEA

v

a v P

NEDUL

U

paulal Jsnrslinagndnisasunvainvaie wavnszAuly

719 ynumansulunisafdunistudus ey

Jloulnnagnseing q iedwldliiAnussTlonilunns
Foudniiaesegnaiuszavsam

8.1.3) Yolauauzamsunangns/an1uun1sAny)

1) nnamsAnnuIgSeuiianuinninaientu
gunsalkaziAIeUly an1udemsdsianiusenIsway
Famdsatuayulunisaeussulatliuiamiansd was

USuugassuumstionmedyaadumesidaliiuszansam

110

v
a o 1

nite wihsudiunansnsdamsendmiilifeme
dmsutisndenazuiladgnifienainseninniou
paulauliviulg

2) MnwansAnfnuIiFeudiviinisisouseulad
LigorenisFouniuiiaes ndngmsmsinianssuiile
WAUITNYENIIN19 LU N1sUTENIRSBNatlng 1S
Usgninerueandesn1wiing n15UsenIngunIna 1av

=2

FagiTeuarusndainlusuuuu Clip Video Liteidn3au

Aanssusng o vawmangnsle

8.2) Towaueuvs dwsunsiselunsmoly
AYsANEIRLINIINISeIAundenlud Ly 9 1wy
Aaeu wangas wazanitunisfnw {usu SauTadne
nsrvIumsUsuilunsSeuseulatvesindAnwuaniudsy
yRuLanagnstuntsasun T inglug s wrnsene

HNuRa1seaulall

Ansnssuusznna

nsAnwassidnsaldfsanunanaindiieides

N

WeveveununguiegsiiduindnwuaniUasurnidu

@2

wanansfaumanstadia anivinisdearsnivilnedu
AMwNaes INIng1derindenadunseiiesannauili

AUTINLDWALERLLIA MUNISABUADINFUN 1WAl uT I

v A

v linsTetiuszauaudisamei

o

G

REFERENCES

Duangjaichanok Pansa, Punjaporn Pojanapunya, & Atipat Boonmoh.
(2022). Students’ perceptions of classroom learning and
emergency online learning during COVID-19 pandemic (in
Thai). Pasaa Paritat Journal, 37, 1-22.

Juthamad Pongsawad. (2020). Adaptation in foreign language
teaching and studying during COVID-19 pandemic: A case
study in teaching and studying Russian language in Russian
Studies program (in Thai). (Master’s term paper). Retrieved
from https://km-ir.arts.tu.ac.th/files/original/9d1989c7ab9eff
a61625412f1b6e3ed8132cd2el.pdf

Laddawan Kongsomboon. (2020). Online learning readiness among
university bachelor’s degree students in Bangkok amidst COVID-
19 (in Thai). Academic Journal Bangkokthonburi University,

9(2), 186-197.



Mohammed, K. S., Rashid, C. A,, Salih, H. A., & Budur, T. (2020).
The role of online teaching tools on the perception of the
students during the lockdown of Covid-19. International
Journal of Social Sciences & Educational Studies, 7(3), 178-
190. doi:10.23918/ijsses.v7i3p178

Nattakarn Hengpaijit. (2021). Online learning readiness of students
at Siam University in COVID-19 (in Thai). (Master’s independent
study). Retrieved from https://e-research.siam.edu/wp-cont
ent/uploads/2022/01/MBA-2021-IS-Online-Learning-Readiness
-of-Students-at-Siam-University-in-Covid-19-by-Nattakarn-He
nepaijit.pdf

Pawena Limpiteeprakan, Niyom Junnual, Thitima Saenrueang, &
Kanjana Pangjit. (2022). Attitudes towards online teaching and
learning management among Ubon Ratchathani University
students (in Thai). Journal of Educational Technology and
Communications Faculty of Education Mahasarakham
University, 5(14), 176-187.

Pishet Sasow, Choosak Yuennan, & Nattiya Peansungnern. (2020).
Learning and teaching online in nursing education during the
COVID-19 pandemic (in Thai). Journal of Health and Nursing
Education, 26(2), 189-202.

Rattanawat Penrattanahiran, & Anuruk Tantong. (2022). Impact
and coping strategies in online learning of students under the
circumstances on Covid-19 pandemic (in Thai). Journal of
Modern Learning Development, 7(4), 208-233.

Rattaphorn Siriphan. (2018). Techniques for developing Chinese
skills for beginners (in Thai). Princess of Naradhiwas University
Journal of Humanities and Social Sciences, 5(1), 103-112.

Ruangrach Bandhittayarak. (2004). The relationships between family
function perception, self-concept and goal setting with regard
to academic achievement of matthayom suksa 6 students
(in Thai). (Master’s thesis). Retrieved from http://cmuir.cm
u.ac.th/bitstream/6653943832/28941/2/cpsy0547rb_abs.pdf

Sreehari, P. (2020). Online learming during the COVID-19 lockdown:
Learners’ perceptions. Journal of Critical Reviews, 7(19), 300-
307. doi:10.31838/jcr.07.19.36

Suttiwan Tuntirojanawong. (2014). Students’ readiness for e-
learning: A case study of graduate students in educational
administration department school of educational studies
Sukhothai Thammathirat Open University (in Thai). Electronic
Journal of Open and Distance Innovative Learning, 4(2), 1-17.

Suwimon Mathuros. (2021). Management education online in the
NEW NORMAL COVID-19 (in Thai). Rajapark Journal, 15(40),
33-42.

111

Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

Thammarat Sae-Tan, Pokai Haoboon, Sopon Junthip, Thongchai
Suteerasak, & Wadcharawadee Limsakul. (2021). Readiness
for undergraduate online learning during the COVID-19
pandemic: A case study of the Prince of Songkla University
Phuket campus (in Thai). Journal of Multidisciplinary Academic
Research and Development, 3(1), 23-37.

Thapanee Thammetar. (2014). e-Learning: from theory to practice
(in Thai). Bangkok, Thailand: Thailand Cyber University, Office
of the Higher Education Commission.

Urarat Parnrod, Saowanee Thapphet, Chutintorn Suwanmanee,
& Dhitthita Sinraksa. (2021). Attitudes towards online learning
of English Major students, Faculty of Humanities and Social
Sciences, Songkhla RajaBhat University (in Thai). Proceedings
of the 3rd National Conference on Humanities and Social
Sciences, 35-46. Retrieved from https://human.skru.ac.th/
husoconference/proceedings_3.php

Vasana Mangchada. (2015). English learing anxiety of undergraduate
students at Northeast Colleges of Dramatic Arts (in Thai).
(Master’s thesis, Udon Thani Rajabhat University). Retrieved
from https://shorturl.asia/5YhbZ

Wittaya Wayo, Apiradee Charoennukul, Chatsuda Kankayant, &
Junya Konyai. (2020). Online learning under the COVID-19
epidemic: Concepts and applications of teaching and learning
management (in Thai). Regional Health Promotion Center 9

Journal, 14(34), 285-298.



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

The Use of Shopping Apps to Maintain and Improve Loyalty in

Emerging Economies: Vietnam Case Study

Nguyen Xuan Tien"" Eiko Tomiyama® Hideho Numata®

“Niigata Regional Revitalization Research Institute Graduate Institute for Entrepreneurial Studies, Niigata, Japan
“Graduate Institute for Entrepreneurial Studies, Niigata, Japan

’Faculty of Graduate School of Management, Kagawa University, Takamatsu, Japan

*Corresponding Author. E-mail address: jms11202021nt@jigyo.ac.jp

Received: 8 April 2023; Revised: 26 July 2023; Accepted: 26 July 2023
Published online: 28 December 2023

Abstract

Due to the global economic slowdown and social changes caused by the coronavirus pandemic, it has become
important to maintain and improve customer loyalty for mobile sales apps, especially in emerging countries where
there is room for further development. This study seeks to shed light on the ways in which trust, enjoyment, and
perceived risk contribute to the maintenance and improvement of mobile loyalty in the emerging economy of
Vietnam. To this end, we carried out a survey among consumers who use Vietnamese B2C sales apps. Conducted
online among Vietnamese consumers between October 21-28, 2021, the survey gained valid responses from 700
people (response rate: 100%). We use SPSS to analyze the data from the questionnaire. The results show that in
the Vietnamese market, trust and enjoyment have a positive effect on mobile loyalty, while the relationship

between mobile loyalty and three demographic elements (sex, number of times purchased, and region) varies.

Keywords: Emerging economy, Enjoyment, Mobile loyalty, Perceived risk, Trust
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. INTRODUCTION
A. Social Background

A World Trade Organization (WTO) press release
issued in April 2020 noted that trade in all regions was
slowing as the COVID-19 pandemic disrupted economic
activity and life around the world. As the novel
coronavirus spread, countries vied with each other to
embark on policies of national isolation, instantly
paralyzing the global economy. This unprecedented
crisis threw the vulnerability of the globalized world
into stark relief, confronting the international community
with the two thorny issues of the new normal and
economic uncertainty. With ways of living and working
changing, online activities have rapidly become essential
to work, learning, meetings, sales, and entertainment.

The march of globalization has been a background
factor in the economic growth of emerging economies,
driving the expansion of trade and investment. Another
characteristic of the economic development of such
economies has been their ready acceptance of new
trends, business models, and ideas from other
countries. Mobile sales through apps are a constant
point of contact with customers and can maintain and
improve customer loyalty.

This study examines the maintenance and improvement
of customer loyalty using mobile shopping apps in the
Vietnamese market, which is experiencing the most
remarkable growth of any emerging economy. We
selected Vietnam as the focus of this study for two
reasons. First, the high prevalence of smartphones in
this economy. Smartphone prevalence in Vietnam,
which has a population of 97.34 million, reached 63.1%
in 2020-21. As part of its universal smartphone program,
the Vietnamese government has pledged to work with
digital technology companies to improve cybersecurity
(Vietnam E-Commerce and Digital Economy Agency,

2020). The second reason is the state of information

and communications technology (ICT) development in
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Vietnam. As Vietnam is currently at the stage of global
and regional economic integration, promoting ICT to
facilitate this process is one of the government’s
policies (Vietnam E-Commerce and Digital Economy

Agency, 2020).

B. Academic Background

Compared with Japan and the U.S., Vietnam’s
market is starting to grow rapidly and has scope for
substantial development as a global market. Looking at
mobile commerce (m-commerce) in particular, according
to data published in 2021 by the iPrice Group, which
provides comparisons of prices on various Southeast
Asian e-commerce platforms, total sessions on Vietnamese
online shopping apps reached a record high of 12.7
billion in the second quarter of 2020, an increase of
43% from the first quarter. M-commerce is defined as
“any transaction, involving the transfer of ownership or
rights to use goods and services, which is initiated
and/or completed by using mobile access to computer-
mediated networks with the help of mobile devices”
(Wei, Marthandan, Chong, Ooi, & Arumugam, 2009) M-
commerce offers consumers a more convenient service
than e-commerce, as it is easier to access (Wei et al,,
2009).

However, there have been few studies of loyalty to
mobile apps, which is the focus of this study. The
traditional concept of brand loyalty is defined as the
preferential attitudinal and behavioral response toward
one or more brands in a product category expressed
over a period of time by a consumer (Engel & Blackwell,
1982). Anderson and Srinivasan (2003) define e-loyalty
as the customer’s favorable attitude toward an
electronic business resulting in repeat buying behavior.
It may also be defined as a customer’s favorable
attitude toward an e-commerce website that predisposes
the customer to repeat buying behavior (Chang & Chen,

2009). As this definition takes into account the customer’s
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loyalty when their attitude is established, it gets closer
to the true state of affairs. This study focuses on mobile
shopping app loyalty (ML), based on consideration of
the traditional concepts of brand loyalty and e-loyalty.
ML is a customer’s favorable attitude toward a shopping
app that predisposes the customer to repeat buying
behavior.

There are many existing studies of loyalty in the
context of e-commerce, which have highlighted numerous
elements involved in increasing e-loyalty. One example
is a study examining the relationship between e-
satisfaction and e-loyalty (Anderson & Srinivasan, 2003).
Osera (2005) verified that customer loyalty in online
B2C transactions is affected by seven factors:
customization, reciprocity of contact, care, community,
dynamic exploration, choice, and characteristics. Wang
and Morimoto (2016) examine the delight factors
(products, company image, and service) that shape
customer loyalty on B2C sites. However, emerging
markets, particularly the Vietnamese market, still have
few elements that increase customer loyalty toward
mobile apps. Based on this earlier research, this study
focuses on trust, enjoyment, and perceived risk in
regard to the apps and examines the impact of these
three elements on mobile loyalty. The task in this study
is to examine whether the aspects of trust, enjoyment,
and perceived risk relating to mobile shopping apps in
the Vietnamese market have any relationship to mobile
loyalty, verify those relationships, and then examine
whether demographics (sex, number of times users

made purchases, and region) affected loyalty, trust,

enjoyment, or perceived risk.

Il. OBJECTIVES
A. Trust and Loyalty
In the realm of social psychology, trust is defined as
the product of a set of unambiguous beliefs in a

person’s integrity, benevolence, and ability (Gefen,
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Karahanna, & Straub, 2003). Looking at the definition of
trust in the online environment (referred to below as
e-trust), according to Al-dweeri, Obeidat, Al-dwiry,
Alshurideh, and Alhorani (2017), e-trust depends on the
assurance of security, reputation, web searching,
fulfillment, presentation (web quality), technology, and
interactions. This study focuses on trust in B2C
shopping apps. Trust here consists of a shopping app’s
ability to provide goods and services, and the app’s
reputation among other customers.

Tang, Tsai, and Wu (2005) and Al-dweeri et al. (2017)
show that e-trust has a positive effect on e-loyalty.
Thus, we propose the following hypothesis (Figure 1).
Hypothesis 1 (H1): Trust in mobile apps has a positive

causal relationship with mobile loyalty (m-loyalty)

[ Demographics ]

Ha
 E—
Trust H5
H1
\\A
)
Enjoyment ¥ > M-loyalty
H2
1/

Perceived H3

Risk

Source: Compiled by the author.

Figure 1: Analysis Model Used in This Study

B. Enjoyment and Loyalty

Nishihara (2021) cites the enjoyment of shopping as
an important element driving the use of mobile apps
and their ongoing use (loyalty). Aside from enjoyment
of the shopping process itself, this also includes, among
others, enjoyment derived from looking, enjoyment
derived from purchasing, and enjoyment derived from

discovering new usages (Nishihara, 2021).



In other words, enjoyment of an app in this study
refers to the feeling of enjoyment gained via the use of
the shopping app in question (including enjoyment
gained from looking, purchasing, discovering new usages,
and getting bargains in sales). Menon and Kahn (2002)
showed that consumers who have experienced a higher
level of pleasure on a website demonstrate a higher
level of approach behaviors toward the website,
including the intention to patronize (revisit) that shop.
According to Cheema, Rizwan, Jalal, Durrani, and Sohail
(2013), enjoyment is an efficient reaction affecting
performance. Customers can have fun searching products
online. Online retailers should give importance to this
hedonic factor when planning to develop their
websites. Thus, we propose the following hypothesis
(Figure 1).

Hypothesis 2 (H2): Enjoyment of mobile apps has a

positive causal relationship with m-loyalty.

C. Perceived Risk and Mobile Loyalty

When purchasing soods or services, consumers harbor
various concerns and anxieties during the decision-
making process. This is because the product or service
they intend to purchase will not always be satisfactory,
so in this sense, the act of making a purchase involves
risk and consumers are engaging in risk-taking behavior
when they purchase a product (Kouyama, 1997).

This kind of risk arising when consumers use or
purchase goods or services is called perceived risk,
which can be regarded as a function of the possible
consequences and the uncertainty of those consequences
(Robertson, 1970). In online shopping environments,
goods and services are all represented by information
in the form of text, still and video image, and sound
data. Perceived risk in purchases from online shops
generally tends to be higher than in the case of
purchases from physical stores and it has been argued

that reducing perceived risk encourages use (Aoki, 2005).
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Perceived risk in the context of the shopping apps
in this study is defined as the risk arising when
consumers use or purchase from the app in question.
In addition, in the physical world, Hu (2012), Marakanon
and Panjakajornsak (2014), and Marakanon and Panjaka-
jornsak (2017) demonstrate a causal relationship
between perceived risk and loyalty. Thus, we propose
the following hypothesis (Figure 1).

Hypothesis 3 (H3): The perceived risk of mobile apps

has a negative causal relationship with m-loyalty.

D. Demographics

This study focuses on three demographic factors,
namely sex, number of times the user has purchased
via the app, and region. The reasons for considering
these three factors are as follows. First, with regard to
sex, the features of consumption behavior in men and
women differ greatly (Oda, 2007). Accordingly, we
examine how the elements in this study vary according
to the sex of online shoppers in Vietnam.

The next factor is the number of times the user has
purchased via the app. According to Marza, Idris, and
Abror (2019), a consumer’s attitude and behavior differs
according to their experience. The final factor is region.
This study focuses on Hanoi and Ho Chi Minh City.
Vietnam is a long, thin country, where regional history
and culture have developed in different ways in the
north and the south. Accordingly, consumption behavior
in the two regions can be expected to demonstrate
different features. In this study, we examine how the
model changes according to the region. In the Vietnamese
market, demographic factors and buying habits, among
others, influence consumer buying behavior (Carpenter
& Balija, 2010). We thus derived the three hypotheses
below. Demographics in the Viethamese market are
expected to alter the relationships between m-loyalty

and trust, enjoyment, and perceived risk.
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Hypothesis 4 (H4): Demographics affect the relationship
between m-loyalty and trust.

Hypothesis 5 (H5): Demographics affect the relationship
between m-loyalty and enjoyment.

Hypothesis 6 (H6): Demographics affect the relationship

between m-loyalty and perceived risk.

lll. METHODS

A. Survey Overview

In this chapter, we verify the research model that we
will use to show how the elements of trust, enjoyment,
and perceived risk presented in the previous chapter
affect loyalty. With the assistance of a platform
developed by Macromill, Inc., we conducted an online
questionnaire  among Vietnamese consumers. One
challenge when conducting social research online is
that the views of those unable to access the web are
not reflected in the results of the study. However, as
this study focuses on awareness and trends regarding
the use of online shopping apps, it is premised on
respondents’ ability to access the web, so it would be
fair to say that no consideration of this issue is required.

Vietnam’s e-commerce has been expanding over
the last few years, particularly since the pandemic
began. In addition to home-grown online shopping apps,
Vietnam has such

many developed with

apps
investment from overseas. According to data published
by iPrice Group (2021), Vietnamese consumers demonstrate
little loyalty to apps, with a deletion rate of 49%—the
highest figure in Southeast Asia. However, the online
shopping market has begun to see rapid growth in
Vietnam and demonstrates ample scope for further
growth as a global market. Accordingly, a study shedding
lisht on

the features of consumption behavior and preferences

among Vietnamese consumers has significance.

B. Questionnaire
The questionnaire we used examined m-loyalty,
trust, enjoyment, and perceived risk. We drew up the

questionnaire  shown below (Table 1) based on

consideration of the aforementioned matters.

Table 1: Questions

Please respond to the following statements based on the

shopping app you use most frequently.

(Al-dweeri et al.,

2017)

M-loyalty ° (ML1) I always try to use the app when
(Chang and | need to buy something.
Chen, 2009) * (ML2) This app is my first choice when
I need to buy something.
* (ML3) I like using this app.
* (ML4) For me, this app is the best
shopping app with which to do business.
* (ML5) | believe this app is my favorite
shopping app.
Trust

* (Trust 3) They deliver faster than
expected.

* (Trust 4) Their response to complaints
is good.

* (Trust 5) | feel the products available
on this app are of good quality.

Enjoyment
(Cheema et al.,,

2013)

* (Enjoyment 1) | can enjoy myself
when shopping on this app.

* (Enjoyment 2) | feel that shopping on
this app is easy.

* (Enjoyment 3) | like the shopping
experience on this app.

* (Enjoyment 4) | get excited when this
app has sales campaigns.

* (Enjoyment 5) | often find inexpensive

items on this app.

Perceived Risk
(Wu, Vassileva,
Noorian, & Zhao

2015).

If | purchase items via this app,

* (Risk 1) The quality of the products will
not be as good as | had expected.

* (Risk 3) The products could potentially
endanger my health and safety due to

poor-quality materials.




Table 1: Questions (Cont.)

Please respond to the following statements based on the

shopping app you use most frequently.

Perceived Risk * (Risk 4) The products could potentially

(Wu, Vassileva, | cost me time and effort to repair or

Noorian, & exchange them.

Zhao 2015). * (Risk 5) My purchase could potentially

have an adverse impact on my peace of
mind.

° (Risk 6) It will probably result in a
financial loss, due to inadequate
guarantees, high delivery charges, and
transaction costs when sending money to

the seller.

* (Risk 7) It will probably lead to a loss of
security or privacy for me, because my
personal information will be disclosed

when | make the purchase.

IV. ANALYSIS AND DISCUSSION OF SURVEY RESULTS
A. Analysis of the Questionnaire

We conducted the survey by means of an online
questionnaire completed by Vietnamese consumers
between October 21-28, 2021 and gained valid responses
from 700 people (response rate: 100%). We asked
respondents to select their answers to all questions
from a five-point scale (Table 2). The respondents’

attributes were as follows.

Table 2: Sample Attributes

Number Proporti
Attribute
of People | on (%)
Male 247 353
Sex
Female 453 64.7
No. of Times Less than 20 262 37.4
App Used
20 or more 438 62.6
Previously
Hanoi 211 30.1
Region Ho Chi Minh City | 223 31.9
Other regions 266 38.0

117

Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

A total of 247 (35.3%) were male and 453 (64.7%)
were female. 262 (37.4%) respondents had shopped
using the app in question fewer than 20 times, whereas
438 (62.6%) had used it 20 times or more. With regard
to region, 211 (30.1%) respondents lived in Hanoi, 223
(31.9%) in Ho Chi Minh City, and 266 (38.0%) elsewhere
(Table 2).

B. Factor Analysis of Awareness of Shopping App Loyalty
Improvement

1) Exploratory Factor Analysis

First, we used the principal factor method to conduct
exploratory factor analysis of the 22 items (SPSS). Based
on the criterion of having a factor loading of at least
0.400, we discarded 3 items (Trust 1, Trust 2, Risk 2) and
then performed another factor analysis of the remaining
19 items. As the changes in the eigenvalues were 6.55,
2.72, 1.11, 1.02, and 0.70, we determined that a four-
factor structure was appropriate. Accordingly, we
assumed the four factors and performed factor analysis
using the principal factor method with Promax rotation.

2) Confirmatory Factor Analysis

By means of exploratory factor analysis, we
identified four factors: ML, Trust, Enjoyment, and
Perceived Risk. To confirm this four-factor structure, we
used AMOS 26 to perform confirmatory factor analysis
(Figure 2). When we analyzed the covariance between
the factors using our assumed model, the goodness of
fit indices were X2 (CMIN)=333.365, df=80, p<.000,
GFI=.95, AGFI=.935, RMSEA=.043, and SRMR=.0374, so

we deem the conformity to be good.
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Figure 2: Confirmatory Factor Analysis

C. Results of Analyzing Subscale Relationships

We calculated the mean values of the items
corresponding to the four subscales in our scale of
mechanisms for maintaining and improving loyalty to
shopping apps and obtained the ML subscale score
(M=4.2477,  SD=0.50549),
(M=3.8567, SD=0.62756), Risk subscale score (M=2.8536,
SD=0.73029), and Enjoyment subscale score (M=4.2217,
SD=0.45863).

Trust  subscale score

To examine internal consistency, we calculated the
QA coefficient for each subscale and obtained adequate

values of Q=0.827 for ML, Ol=0.658 for Trust, 0{=0.842
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for Risk, and Ql=0.819 for Enjoyment. The four subscales
demonstrated a significant correlation to each other at
the 0.01 level. ML and Risk, and Trust and Risk
demonstrated a significant negative correlation, while
ML and Trust, and ML and Enjoyment demonstrated a
significant positive correlation. Thus, we confirmed that
trust and enjoyment are potential factors contributing
to the maintenance and improvement of loyalty. Risk

reduces loyalty and trust.



D. Results of Multiple Regression Analysis

To evaluate multicollinearity, we investigated the
variance inflation factor (VIF) for all constituent
elements. As the results indicate that all VIF values are
less than 1.0 and there are no more than 10 VIF
statistics, we confirmed that the likelihood of multi-
collinearity was low (Hair, Ringle, & Sarstedt, 2011). We
judged the goodness of fit to be high, as the analysis of
variance (ANOVA) results were significant, with adjusted
R2 of 0.51.

This study’s objective is to examine the effects of
trust, enjoyment, and perceived risk in improving m-
loyalty, to identify pointers for ways in which companies
can differentiate themselves in the Vietnamese market.
In this multiple regression analysis, we took trust,
enjoyment, and perceived risk as independent
variables, and m-loyalty as the dependent variable.
Looking at the results of hypothesis testing, we
confirmed that consumers’ trust has a positive effect
on m-loyalty (B = 0.399, p < 0.001), supporting Hypothesis

1 (Figure 3).

Perceived Risk

**The correlation coefficients are significant at the 0.01 level

(both sides), ANOVA: p< .001, R2=0.51

Figure 3: Results of Multiple Regression Analysis with ML as the
Dependent Variable
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We also confirmed that enjoyment has a positive
effect on m-loyalty (B = 0.425, p < 0.001), supporting
Hypothesis 2. We then found that perceived risk has
no effect on m-loyalty (B = 0.05, p = 0.08 > 0.05),
demonstrating that there is no connection between

perceived risk and m-loyalty, contrary to Hypothesis 3.

E. Examination of Demographic Differences

We examined differences in sex, the number of
times users had purchased via the app (less than 20
times and 20 times or more), and regions, to identify
how demographic differences contributed to our
research model. We ran t-tests on the subscale scores
for online app loyalty orientation. The results for sex
indicated that men scored significantly higher than
women for ML1 (t = 3.115, df = 698, p < 0.001), Trust 3
(t = 3.955, df = 698, p < 0.001), Trust 4 (t = 3.902, df =
698, p < 0.001), and Trust 5 (t = 4.027, df = 698, p <
0.001). Next, the results for number of times users had
shopped via an app indicated that those who had used
it 20 times or more scored higher than those who had
used it fewer than 20 times for ML1 (t = -4.688, df =
698, p = <0.001), ML2 (t = -6.031, df = 698, p < 0.001),
ML3 (t = -5.177, df = 698, p < 0.001), ML4 (t = -3.270, df
=698, p = <0.001), ML5 (t = 3.955, df = 698, p < 0.001),
Enjoyment 1 (t = -3.504, df = 698, p < 0.001), Enjoyment
2 (t = -3.776, df = 698, p < 0.001), Enjoyment 3 (t =
-2.932, df = 698, p = 0.003), Enjoyment 4 (t = -5.015, df
=698, p < 0.001), and Enjoyment 5 (t = -5.547, df = 698,
p < 0.001). Thus, according to the results of our analysis,
there is a clear difference between the sexes in terms
of trust in the apps. The mean value is higher among
men than women. We also found differences in loyalty
and enjoyment according to the number of times users
had shopped via an app, with higher loyalty and
enjoyment among those with more experience of

shopping using the app. Finally, there were hardly any



Journal of Business Administration and Languages (JBAL)
Vol.11 No.2 July - December 2023

differences between regions in terms of loyalty, trust, or

enjoyment.

V. CONCLUSIONS AND DISCUSSION
This study examined how the three elements of
trust, enjoyment, and perceived risk maintain and
improve mobile loyalty. To ascertain what concepts

trust, enjoyment, and perceived risk encompass, we

conducted a questionnaire among Vietnamese consumers.

We performed regression analysis of data gathered
from 700 Vietnamese consumers. From the results, we
found that trust and enjoyment have significant positive
causal relationships to ML. While we found a correlation
between perceived risk and ML, we were unable to
confirm a causal relationship between them.

We also examined how the relationships of trust
and enjoyment to ML vary according to demographics
(sex, number of times users had shopped via an app,
and region where consumers live). The results of t-tests
indicated that trust in the apps is higher among men
than women. It also became evident that consumers
who had shopped using an app 20 times or more
demonstrated higher enjoyment and ML than those
who had used it fewer than 20 times. Consumer
attitudes did not differ between Vietnam’s regions
(Hanoi in the north and Ho Chi Minh City in the south).

There was little prior research into consumer loyalty
toward B2C shopping apps, so this study summarized
the traditional concept of customer loyalty and e-
loyalty before considering the concept of ML, on which
the study focuses. Research by Al-dweeri et al. (2017)
shows that e-trust has a positive effect on e-loyalty.
Menon and Kahn (2002) showed that consumers who
have experienced a higher level of pleasure on a
website demonstrate a higher level of approach
behaviors toward the website, including the intention

to revisit that shop.
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Focusing on shopping apps, our study verified that
trust and enjoyment have causal relationships to ML.
Perceived risk in purchases from online shops generally
tends to be higher than in the case of purchases from
physical stores and it has been argued that reducing
perceived risk encourages use (Aoki, 2005). Marakanon
and Panjakajornsak (2017) demonstrate a causal
relationship between perceived risk and loyalty. In our
study, we were unable to confirm a causal relationship
between ML and perceived risk in Vietnam, whether in

respect of attitudinal or behavioral aspects.

VI. RECOMMENDATIONS AND ISSUES

Our study revealed that businesses in the Vietnamese
market should focus their energies on the aspects of
trust and enjoyment to maintain and improve ML.
While reducing perceived risk—the anxiety that makes
consumers inclined to avoid purchasing or using a
product—is an important strategy that companies
should adopt, this study found no cause and effect in
respect of improving loyalty. Looking at differences by
sex, men demonstrated significantly higher trust in apps
(systems) than women. In the Vietnamese market,
businesses must increase trust among women via
greater tailoring of apps to women’s needs.

We found that greater experience of shopping using
the apps had a significant relationship to both ML and
enjoyment. To improve loyalty, businesses need to
devise measures to prevent users from retiring from the
apps (measures to increase the repeat customer rate).
This means ongoing marketing strategies such as points-
based membership systems and information about
special offer campaigns, for example.

There were no significant differences in consumer
attitudes between the different regions of Vietnam.
Thus, when it comes to app strategies, there is no need
to differentiate between regions with measures targeted

specifically at the north or south of the country.



This study has a number of issues. In terms of the
next steps in research into this study’s focal area of
loyalty, it will be crucial to look beyond B2C shopping
apps and undertake ongoing observation of the
elements required by apps seeking to boost customer
loyalty in both physical and online retailing as an

omnichannel strategy.
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